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virtual world. Our participants argue that blogs can be personalized in various ways to reflect the blogger’s identity and can constitute a
medium through which individuals carry their real-life self to the virtual world. The instrumental reasons, on the other hand, are reflected
in instances such as the use of instant messenger to discuss schoolwork with classmates and the use of blogs to organize and maintain a
record of daily activities.

Consumers’ need for connectedness emerged as the central theme which motivates the use of different communication mediums.
Our findings suggest that participants use different technologies to connect with their existing friends, family members, new people and
communities of interest. In doing so, they cultivate their existing relations, bond with friends, meet new people and become members of
broader communities.

The data also reveals that there are two main factors guiding consumers’ selection of specific communication technologies. These
are structural properties of a particular technology and the level of intimacy in social relationships. Informants describe their choice of
a particular medium in terms of its convenience in communicating and maintaining contact with others. Convenience of different forms
of communication technologies stems from their inherent properties. For instance, participants view instant messaging as suitable for
maintaining contact with friends. The structural properties of instant messaging allows participants to create a ‘buddy list” composed of
their community of friends and to engage in different levels of participation ranging from active conversations to merely observing others.
Consumer discourses also reveal that participants act quite intuitively in their selection of different modes of on/off line communication
technologies available to them based on intimacy in relationships, intimacy of content as well as the interplay between intimacy and
structural properties.

Both the nature and the intimacy of relationship determine the appropriateness of the medium. Participants easily delineate among
“family”, “friends”, and “acquaintances”. They use different communicative mediums depending on whom they want to communicate
with. For instance, some young consumers communicate with email and instant messenger at the start of a relationship, then as the
relationship progresses they use communication mediums such as phone. The subject matter of conversation is also found to affect the
selection of a particular communication medium. For example, participants use online chat for impersonal conversations, while they prefer
using the phone for more personal conversations. Finally, there is interplay between intimacy and structural properties which provides
a sense of control and empowerment to participants. For example, they maintain several email accounts not only to channel different kinds
of information, but also to differentially communicate with other individuals depending on the level of intimacy in the relationship.

We contribute to the existing literature by illustrating the ways in which intimacy in social relationships influence and guide young
consumers’ use of communication technologies. Overall as consumers’ relations with social actors in their lives move along the
continuums of impersonal to personal and distant to intimate, the use of particular technological products also changes. Consumer
narratives reveal the role of technology in mediating social and personal relationships. These accounts highlight how technology usage
shapes and structures, and in turn is shaped and structured by consumers’ relationships. This study has implications for consumer research.
Due to changing communication patterns, marketers should consider the role of communication technologies in enabling different patterns
of information exchange. These exchanges have implications for diffusion of product information. Given that this is an ongoing study,
further work is anticipated to extend the findings.

A Blind Mind’s Eye: Perceptual Defense Mechanisms and Aschematic Visual Information
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This research reports on an eyetracker experiment exploring aschematic perception in visual processing. While eighty percent of
those exposed to an urban image containing a woman committing suicide fixated on the woman, only thirty-five percent reported seeing
her. Another thirty-five percent reported schema consistent items in her place and were three times as likely to insert other false schematic
items into image recall. Schematic responders were also partially protected from the negative affect the image created. These findings
suggest that people ignore aschematic stimuli due to top-down cognitive frameworks that transform images between sight and memory,
rather than changing the visual search pattern itself.
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Media, whether itis print, television or even the Internet, is flooded with advertisements for products and services endorsed by sources
that are highly attractive. Marketers targeting their products towards women often use highly attractive sources in their advertisements
in an effort to increase the ad’s effectiveness (Bower 2001). Marketing literature provides evidence of the positive effects of using highly
attractive sources on consumers’ evaluations of both the product and the ad (Baker and Churchill 1977; Kahle and Homer 1985; Kamins
1990; Solomon, Ashmore and Longo 1992). However, researchers have been divided in their support for the effectiveness of the use of
highly attractive sources in advertisements. For example Bower (2001), Cabellero and Solomon (1984), and Cabellero, Lumpkin, and
Madden (1989) have documented the negative effect of using highly attractive sources in advertisements. These studies suggest that such
negative effects are due to social comparison, feelings of inadequacy and/or jealousy (Bower 2001, Richins 1991). The research presented
here furthers existing literature in this area by investigating the cognitive process underlying the formation of negative attitudes toward
advertisements using highly attractive sources.

CONCEPTUAL FRAMEWORK : 1t has been suggested that the use of attractive sources in advertisements may result in more
favorable attitudes toward the product advertised—either by serving as peripheral cues when elaboration likelihood is low or by providing
information central to the merits of the argument when elaboration likelihood is high (Kahle and Homer 1985, Puckett, Petty, Cacioppo,
and Fisher 1983; see also Petty, Unnava and Strathman 1991 for a review). Here, we examine how the use of attractive sources in
advertisements may result in more negative attitudes by influencing the extent of elaboration itself. Specifically, we draw upon theories
of self-concept (e.g., Grub and Grathwohl 1967), comparison and dissatisfaction (e.g., Richins 1991), dual process models of processing
(e.g, Chaiken 1980; Petty and Cacioppo 1986), and preference-inconsistent information processing (e.g., Jain and Maheswaran 2000) to
suggest that the relative gap between consumers’ perceptions of their own attractiveness and that of the source influences the extent of
processing, and thus whether consumers will process the message claims in the advertisements or use attractiveness of the source as
peripheral cue in forming attitudes. We suggest that it is not just the absolute level of attractiveness of the source that determines whether
consumers form positive or negative attitude towards the advertisement, but also the gap between the perceived self-attractiveness and
attractiveness of the source.

Based on this conceptualization, we propose the following hypotheses. First, the use of highly attractive sources in ads will result
in a greater gap between self-attractiveness and attractiveness of the source (H;). Further, the greater the gap between the self-
attractiveness and the attractiveness of the source, the greater the processing of ad claims (H,). Finally, in the case of a weak message,
higher gaps will lead to: lower credibility of ad claims (H3,), more negative evaluations of the ad (Hj},), and negative evaluations of the
brand (Hs.).

METHOD: A2 x2 x 2 between subjects experiment was conducted with source attractiveness (high/low), message strength (strong/
weak), and gender (male/female) as independent variables. The stimulus was an advertisement for a bank. Male participants viewed an
advertisement with a male model and female participants viewed an advertisement with a female model. Message strength was
manipulated by the text in the ad. Gap was measured as the difference between the perceived self-attractiveness of the participants and
that of the source (model featured in the advertisement). The experiment yielded 213 usable responses (113 males and 100 females).

RESULTS: As hypothesized, we found that the use of highly attractive sources in the advertisements resulted in significantly greater
gaps as compared to the ads using less attractive sources across male and female participants (H; supported). Second, we found that greater
gaps between the perceived attractiveness of the self and that of the source leads to more processing of the ad claims for both males and
females, as measured by a greater number of thoughts (H, supported). Third, we found significant effects of gap and message strength
on the credibility of the ad for males but not for females (H3, partially supported). The attitude toward the ad was found to be less favorable
when the gap was high for males, while females were only influenced by message strength (H3y, partially supported). Finally, the attitude
toward the brand was negatively affected by the magnitude of the gap for both males and females (H;. supported).

DISCUSSION: The results of this study indicate that the use of highly attractive sources in advertisements can lead to a gap between
perceived image of the self and that of the source, and higher levels of gap motivate consumers to scrutinize and process the ad claims
more closely. This study also found significant effects of gap and message strength on advertisement effectiveness measures, showing
that it is not the absolute level of attractiveness of the source that may determine the effectiveness of ad but the gap between the perceived
attractiveness of the self and that of the source. Unlike previous research that views negative attitude toward advertisements with highly
attractive sources as an affective response, this study explains the cognitive process involved in the negative attitude formation.
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