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Abstract

Queries about product choices are widely practiced in advertising in which recipients
are invited to reflect on purchase decisions while their interests in alternative choices
are prompted. Manipulating in terms of the regulatory focus of queries as well as self-
or others-frames, this paper identifies purchase uncertainty as a mediator for analyzing
product evaluations of consumers with different self-construals in response to queries
phrasing in ads for new products. Results show that queries phrased in promotion-
focused (vs. prevention-focused) terms yield greater purchase uncertainty and more
favorable product evaluation for persons who self-construe as independent rather than
interdependent. Furthermore, the independent have more preferential attitudes toward
the products when promoted with a self-framed rather than others-framed query, while
the reverse occurs for the interdependent. The query effects are mediated by purchase
uncertainty.

[ Keywords ] query-based information, self-construal, purchase uncertainty, product
attractiveness
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Spassova and Lee, 2013) ~ /& (Aljukhadar, Trifts, and Senecal, 2017 ) BRI E Y
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HI 26 bt ik 2 A 152+ ) RIS B 1K o 58 % 3 % B LAY AT % (Sung, Choi, and Tinkham,
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Ahluwalia and Burnkrant (2004) 585 SGEAIERIHIZEATE - RIEERIL /5 =0 B 2 210
SRR - Al HAERURE - REMER - HEBEENREFRELRS - (HEZE
REVERREANT - HE LR AREARIR R TR L B Rt & - FIRE AR FEAI S R, -
Ku and Chen (2020) ERHEGm UG E R Bl - BEETE LR REER AR UCER. © Ku et al.
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J& M4 Bl FFE % (Heine, Lehman, Markus, and Kitayama, 1999; Markus and Kitayama,
1991) » 1T R U Y B e F8 i (Wei, Miao, Cai, and Adler, 2012) » 383K B T 18 5 B2 F1]
%% (Brewer and Gardner, 1996; Lee et al., 2000) ; & & B AEk 5 FERE - o St AR
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At A2 3237 (Heine et al., 1999; Jeon, Han, and Nam, 2020; Simpson, Schreier, Bitterl,
and White, 2021) » 17 5 Il &7 il jA 0 AN A8 % & B2 1T ) (Markus and Kitayama,
1991) » DLEF & it & 1 &5 (Kim and Markus, 1999) » R 4t A Pt 5% & (Iyengar and
Lepper, 1999) © H FRAHE AT BB BE R AR AMSHRFE (Singelis, 1994) » B0E & F A
A5 9% (Aaker and Lee, 2001; Gardner, Gabriel, and Lee, 1999; Mandel, 2003) °
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FARTT o BRI - AW FREUE 1H R R R AR AR AR T TR A2 - BN I T
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BERRE - FHRMEEE T - miEEESELRG [ JIFHE -

1A% 152 7 67 £ B 1 Bh (Higgins, 2000, 2002) » {2 ¥ HAZ 0 B 43 {1 o F5 B g
TERGEERERIE - BB RAYIE T BLECRE - RE E IR ORE ~ AERF B L & » BHEEH
B~ B8N BT Ry 15 5 Bk BE R B (Aaker and Lee, 2001; Das, Roy, and Spence,
2020; Herzenstein, Posavac, and Brakus, 2007; Pham and Avnet, 2004; Wan, Hong, and
Sternthal, 2009) ° & & £ B 7T AN A B BB T RCED (Lee et al., 2000) » 572 HIH
PRI R H F Bk - BRI A4S 5R » (EA (R EFE R  fHK B B ffth A Bl
B {7 g ] - BREE I E 2 BOHS 52 (Shah et al., 1998) » FH 2 FA FE I F£ 55 (Hamilton and
Bichal, 2005) ° [f& B & aHUE FE BV & B FERELET - KA BRI EERARRUR © Lee et
al. (2000) B2 HIVEEE - S BB HEE R (e M AR R RIS B THI T FERE SR Ry B - AHIK
H&EfREZHIFENK 5 Aaker and Lee (2001) fan (e E BRGNS BB B R &R
W o AR E Fe#E 22 AT R EEUE 522 © Sung and Choi (2011) RIS FFELH
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5 - IEMIE S (Lee et al., 2000) * FHELTAPGTEERESE - K8 REFA BB E T HEE
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fREf 1-1 - HRIIEKREME @ EEMNEBRAEZE SRk M EE R Bl E
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e 2-1 : HHEIIEREME @ & EMSUEFT IR 28 BE R K DUE 7 55 B B 155
fraehs - FHEATEPAEEES - P75 ERY () HIEBEE THETE M © (b) ESS 8 -
FOBMIREIE - S ARfG R - 8BRS R AR 2 SRS B
B PR T L AL FIER (R R - S PRFEDEEEDE - HIEEMA S @ (EEFE
$EMEZEHITS (Hamilton and Biehal, 2005; Lee et al., 2000) » B & 7l B %05 3 1HE &
HHERTRAVERR - MR ESITEEELIEHE - K Eals [ s - &
ARy -
ek 2-2 : HHEEKBEREINS » &SRB 28 SEaR K DLTE RS B2 B R il F155%
fraRis - MHEAMEEERE - Frs (2R (a) HIEBEANEEM » (b) EMmRE | #EE -
HHBEEEESESNE o AR GE S B BRI B EE A RS - 1)
RERE 2 MBS - Rl @S ESIE EART - Mt E AT HERE A ZE SR
IFER - Az - R EHEEFEZA MR HI (Aaker and Lee, 2001; Lee et al., 2000) » B¢k
BN B E SR A R B EAE B B B IS EAV & - RIRZIHI S EEES -
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H ¥ E5EFE A EH £ (Mao et al., 2016; Spassova and Lee, 2013) » & & 5Ea{ K228
8l AGEFERENT - MHEHF IR ERE - 50 RIS - SAHEEENE BN R - #iE
TERRELBESE - WEHEMERE T EZ TS - MEESELRG [ EERS
FHE o KL - F2H N YIMEGR
BER 4-1 - B HKREN S @ EE ST TR B &R KB B E NGB - A
AT - P [EHY () FIBEIEE A HEENE ~ (b) ELRS [T# S
MEHIK B - R FFth A S M E iR R (Pounders et al., 2015) » AR A
ZHH TR Z% S (Iyengar and Lepper, 1999) - {[f 88 77 S HEFF Bt AAH{LIE (Stapel
and Koomen, 2001) » ‘B EEa K0 KA GER M IEE  CERR A QR - A5 R2E
WREBIHE IR ER R - MRS ESESL WG [ JIFHE - 81 - RS
N
Rk 4-2 : HMERBEREMS @ BEMNE R 2 B8 Ik R EFEEER -
A GERE - FTs [RERY () SIEBE RSN © (b) EfLEE [ 1#S -
RN AR E N E R R s B A G THE - RN A EEE, - #HwmE
BN E 2 IR EREHE S B A BER Y S (Aaker and Lee, 2001; Lee et al.,
2000) » HEIAEERHE SR - ARAEBEEESEEE N - —HHEAER &)
EEWRESED - WINPT RRE 2 e 1 - HZ BRAREGIAIDL N R
e 5 0 FIEEEE I E M EE RN E 2R TR A E 3 H BEMER A2 A EH
ks [ B E A o

[EtEEFE TR E N HE S RS ELI N ERE - A HEEDUE - 5
T@E{ﬁ%%’féf%mﬂﬁ FILHENE - HE AT EH A E RN SR B e R - DAstE
DU AR - T 9E — HEIERBRAE R 1-1 B 1-2 - BRETE B B MRk
E%%%KE\\*/&&[ TR e SRR SR B TER S R 2T - AN R BRI B H#E
AR E WA R I E A E T - E A RRIRSCR -

e i
AW ER FHUE B Bt &1 (Quasi-experimental Design) » #7578 B M4 AHUS F £ FE B
HEZR - EFE(EHE -« THRAERRTE - DIR T EIHE & 5 R E OBt~ k) -
191 (2R ETFE R KEMHEBELHELE > BRI EERBEET  FEERR
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HFERITRY - FEEFIRFRZ R E B aelE - DA T & i —
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i DAYE TG EE it a T 2 R B 2 W DA AR e B SR BT - BB BEaoK
DLUEE SRR f 1 RREHITHERBE S EE S EHBE B E A S8 RN EREFERE
GRE - ERELRE - srFAgEEE s bR - BN B IE MRS S - fRaEaTH T Bt
JEGRELEE LB R RAE © HEEIRDUR RANER G AR ENE 2 S B IERA
VEARAE L (ETAPTEEGH R R R IEk - W R THPGELRGRE - BUR NS T Rt
JERBAE B LB ARRS © EEERDUR RARE R G A A0S 2 S B IERAR
VRERAE o o Rt IERHA R TEAG IR - FRERFFEIESL - ESHEM A AR
A H e —E - ZREREER - ETEBENHEN - EaWs)T
DURHEFete e ~ IRERCRIE S IEE Y - IE R MR B Er NG ER -

B F 2R 7] DL Singelis (1994) & & =0 5352 E 2@z (12
)~ MR (12 ) BEIEIE o ([ 55250 72275 Escalas and Bettman (2005)
DL BT RETEE Sy — PRETERR S ) / (B EIEAE s + FEIREETERE ) TG E
BIE TSRS BES - RRBILEAEIAE - 2R - HEEE N EE 2
# Haas and Kenning (2014) » DLEESREZ W ER (1 =IFENFEE 7 = IFFEFH
B) XA EHEEEEES () REOHCREEE [E4] Q) BAHEE
HOFTEER [FEhh ] 25 ERE - DU Q) FIELIVE#E [ESN ] EliviEk (o
=0.86) ° B AR AR DUZE Sl 5 [ T R I =AY - K1 Zhang and Buda (1999) RH7H
DIEEIREEE =R ERTHE =8E « (1) 2000 Q) MEE #E Q) 1=
B ZE (a=0.89) -

AMEFETERERS R E TH > FYR B CENEEEERER T MHESE
SEMEITRE R A) (1 = MEpdask -7 = (EHEDIR0) < AN - BREBRE R EE (1
=IFEAFE 7 = FEFE) WEH —EH  WEBHESHREHEEERN » DI
WAFIEEHE T - 2R ER AR ESREHEE AN - R RIEESCR -

Y

RIS ERET R B ERTE E Sy - BB M FE B A S P RS 2 A RE B A S
Bk 4.43 (SD = 1.51) > TAPGEELATE 3.36 (SD = 1.76) » Wi &7 B2 BAE /K (F (1,
189) = 20.08, p = 0.000) * FFEMHFLEHM - HX - SHEENRME @ (EEEERHAT A
B ESFHETEE N (M =3.99, SD = 1.46) ETAFSERLH (M = 4.07, SD = 1.45) fiEEH
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(= 0.04) - FEFETEEH A BEE I EENTE > BHEFEaREZEN (Effect
=-0.56; t = -2.39, p = 0.018) » (HIE(R/A —{EREAEZRT (= -0.13) » MHERHA(EHEFEELER
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HREM S [ JIFHE - BEEE AT EEL (8 = -0.02; ¢ (187) = -0.23, p = 0.820)
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HIEBER - IR ELZ AR ELRS T2 i FEaER AEH
THEEAZ (B=-0.13; 1 (186) = -1.22, p = 0.226) * {BF1E B E i T B2 k5 |11
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Hsuan-Hsuan Ku, Department of International Business, Soochow University
1. Purpose/Objective

Interrogative advertising is commonly employed to attract consumer interest. Posing
questions about product choice in ads is a persuasion method that prompts consumers
to think about previous buying decisions while the advertisement is presenting another
product choice. The cognitive response approach posits that incorporating a question
within a marketing message may induce reflection on the message subject. Prompting
elaboration may raise consumer interest in the focused items.

Previous research on interrogative advertising has specifically explored the way
rhetorical questions and their tag variants influence the effectiveness of persuasion. Studies
have also explored similar themes linked to different types of questions such as directive,
concession, hypothetical, analogical, problem-focused, and benefit-focused. Yet, there is a
void in the literature about the effects of message queries on consumers’ choices. Asking
consumers to think about previous purchases may trigger doubt, raise their awareness
of the advertising message, and lead to a strengthened positive view of the advocated
product. Recognizing the significance of motives in shaping consumer behavior, this
study seeks to narrow the literature gap by investigating how questions about product
choice may predispose responses by persons who self-construe as either independent or
interdependent.

The differences in how people perceive themselves in relation to others are apt to
convey divergent cognitive processes. Hence, appeals in marketing communications
should address the issues that spur consumers to action by first commanding the target
group’s interest. This study addresses fit between self-construal and query phrasing,
manipulated in terms of the message’s regulatory focus as well as self-others frame, and
their influence on persuasion. In addition, purchase uncertainty is used as the underpinning

factor to illustrate how choice queries impact convincibility.

2. Design/Methodology/Approach

Study 1 investigates the way in which regulatory focus can interrelate with self-
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construal in assessing the effects of persuasion. Specifically, it is hypothesized that
independent consumers will respond more favorably to a query phrased in promotion-
focused rather than prevention-focused terms, whereas for those with an interdependent
self-construal, a prevention-focused query is significantly more persuasive than a
promotion-focused one. Further, purchase uncertainty is expected to mediate variations in
product evaluation. To test these hypotheses, study 1 employs a quasi-experimental design
with the regulatory focus of queries and types of self-construal as variables. The query
is manipulated by phrasing the product myth in either promotion-focused or prevention-
focused vocabulary, whereas self-construal is measured.

To offer additional insights into Study 1, Study 2 again tests the interaction effects of
the regulatory focus of queries and the self-construal of consumers. However, self-concept
is primed, rather than following the consumers’ pre-disposing traits, and the query is
manipulated in terms of knowledge bias.

Study 3 further investigates whether a self- versus others-frame makes a difference
by employing a 2 (query headings: self- or others-frame) x 2 (self-construals: independent
or interdependent) between-subjects design. For participants with a predominantly
independent self-concept, self-frame queries are expected to show more persuasive results
than others-frame ones. By contrast, it is anticipated that individuals with interdependent
self-concept will respond to the query by attraction to the product if the question is phrased

in others-frame rather than self-frame.

3. Findings

The first two studies find out that for consumers with more independent self-view,
queries phrasing product myth and knowledge bias in promotion-focused terms is more
persuasive than those phrasing in prevention-focused terms. Conversely, consumers
holding self-view as mainly interdependent demonstrate the reverse result.

In general, those self-construing as independent are driven by autonomy and success,
in keeping with promotion goals. However, aligning with aims for prevention is the
concern for duty to others evinced by individuals with interdependent self-view. When the
regulatory focus of a persuasion message is in concert with the consumers’ self-construal
— either independent or interdependent, consumers will elaborate more on the persuasion
message, which also results in more favorable evaluations to current products because of

consumers’ decreased confidence in past product choices.
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In addition, in step with research suggesting that the interdependent placed greater
importance on fitting in as opposed to self-reliance, whereas the independent placed
greater importance on autonomy than group norms, the third study shows that participants
with primed independent self-view report themselves more uncertain about past purchases
and more attractive to advocated products when exposed to self-framed queries. The
reverse pattern is found for their interdependent counterparts. These results confirm that
consumers are more influenced by choice queries when the message frames are aligned

with their self-construal.

4. Research Limitations/Implications

Choice queries encoded in advertising messages must be strategically constructed
to interact with a target audiences’ personal motivations as related to buying decisions.
The effectiveness of both prevention-focused or promotion-focused queries are dependent
upon the individual’s self-construal. It does not matter if the individual’s self-construal is
maneuvered or is predominant characteristics. Individuals self-construed as independent
are more likely to favor items when choice queries are framed as promotion focus,
whereas individuals holding interdependent self-view generally react more favorably to
query messages phrased in prevention-focused terms.

The operative in such cases is purchase uncertainty, as using questions to prompt
shoppers to revisit their previous selections. In other words, spurred by the questions,
shoppers review their decision-making. Therefore, alignment of the regulatory focus of a
communication and a person’s self-view can accomplish persuasion. The moderating role
of self-/others-frame is additionally significant. The choice query phrased in self-frame
results in raised misgivings about buying for the independent due to their tendency to self-
reliance. This could have a decisive effect on the power of persuasion of a choice query.
By contrast, persons highly valuing social connections readily alter their actions based on
others’ selections. Therefore, questions constructed in language related to others can offer
an informational foundation for their choice decisions.

Such results provide workable insights for creating marketing messages that fit
individuals’ motivations for buying. Queries about choices should be determined and
related to product myth and knowledge bias, in terms of promotion focus, to persuade
the possible independents of the benefits of promoted items over other potential choices.

On the other hand, marketers should choose prevention-focused queries if consumers are
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likely to be more interdependent.

Given the findings that the self-framed queries are more persuasive than the others-
framed counterpart for independents, it is imperative that marketers build language into
message construction relating to self-reliance for greater persuasion potential. For those
tending toward interdependent self-view, using others-frame is likely to be more effective.

In each of the studies, participants are prompted by simulations featuring utilitarian
products. Further studies should investigate a broader range of products in order to make
results to be more reliably generalized. In addition, future research would be prudent to
examine the moderating influence of elements such as product knowledge, and ability to

recognize persuasion attempts.

5. Originality/Contribution

This paper makes important contribution to current research in terms of the following
three aspects. First, it expands the literature on the phrasing styles of persuasion messages
that incorporate queries. Specifically, this paper explores the way persuasion is achieved
by posing questions that prompts consumers to think about the correctness of past choices.
Next, self-construal theory is linked to persuasion by framing queries about choices in
terms of regulatory focus and self-versus others-dimensions. Results from the three studies
illustrate the significance of construal fit. Finally, this paper identifies purchase uncertainty
as the foundation for the influence of choice queries and self-construal, in keeping with the

cognitive response approach.
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