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Executive summary 

Background: Through the years people have argued whether comes first, attitude change or 

behaviour change. The predominant view has been that attitudes precede behaviour but with new 

technology and insight changing behaviour rather than attitudes has received more attention. 

From that a phenomenon has emerged which is in this thesis called action-based advertising. It is 

defined as a behaviour that an individual performs towards a brand which is not the action of 

purchase or consumption. 

Purpose: To research the effectiveness of action-based advertising a theoretical framework was 

needed. The research theory chosen is self-perception theory. The basic postulate is that 

individuals come to know internal states from observations of their own overt behaviour, when 

they believe that the behaviour stems from their own internal motivations.  

Method: An experiment was performed to see whether a designed behaviour would have an 

effect on the attitude measures of involvement and brand attribute beliefs. This was done by 

having an experimental condition perform the behaviour and comparing it to a control group. 

The experiment examined the effects on both high- and low-involvement product categories. 

Conclusions: The experiment could not prove the effectiveness of action-based advertising. A 

possible explanation for this is that participants in the experiment were not motivated to perform 

the behaviour. According to self-perception theory the participants attributed the behaviour to 

external factors and not infer their attitudes from it. Theory however predicts that action can be a 

powerful catalyst for attitude and behaviour change, so the phenomenon should be researched 

further. 

Recommendations: An assumption was made from the experiment that action-based advertising 

adheres to the same principles as traditional marketing communications. Therefore campaigns 

for low-involvement products should convey a simple message while high-involvement products 

can be more complex.  

Suggestions for future studies: Future research for action-based advertising should rather 

explore the effects of a behaviour on a subsequent one. This facilitates motivation of the 

behaviour and eliminates the intervention of measuring attitudes. 

Keywords: action, advertising, attitude, behaviour, behaviour change  
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1 Introduction 

In consumer behaviour research there has over the years been a raging controversy between two 

schools of thought. The controversy concerns the relationship between attitudes and behaviour. 

That is, whether attitude change becomes before or after behaviour change (Pinson & Roberto, 

1973). One school of thought postulates that if attitudes of consumers can be changed, their 

subsequent behaviour can be changed (Taylor & Jones, 1978). This idea is built on 

communication models which tend to hypothesize an informational stimulus and a behaviour 

response (Ibid). This relationship is intuitively accepted as obvious based on indirect evidence 

from studies showing high correlation between measures of attitudes and behaviour (Bauer, 

1966). These types of models have been incorporated into the marketing literature and theory 

through attitude models developed by Rosenberg and Fishbein, which describe an individual’s 

attitude toward an object or an act of behaviour which attempt to predict behaviour change 

(Taylor & Jones, 1978). However, Fishbein emphasized that his original model predicts 

behavioural intentions rather than behaviour (Fishbein, 1973). The other school of thought 

proposes that the environment causes behaviour changes, which result in attitude change. The 

theories involved with this position have built on the work of Leon Festinger with his theory of 

cognitive dissonance (Festinger, 1957).  

In the year 2009 the advertising agency Naked communications repositioned itself as an agent of 

behaviour change (Ferrier, 2010). The agency’s founding partner Adam Ferrier has been prolific 

in writing and explaining how this type of marketing communication has been developed and 

carried out in the marketplace. He compares the difference between behaviour change and 

traditional communication to cognitive behavioural psychology and psycho-analytic psychology 

(Ferrier, 2010). He claims that traditional marketing communication looks for insights from the 

consumer which is used to influence thoughts and feelings as in the case of psycho-analytic 

psychology. While behaviour change builds on the idea from cognitive behavioural psychology 

that by practising a desired behaviour and reinforcing it when it happens results in change in 

attitudes (Ibid). 

Adam Ferrier explains this view of encouraging action rather than to influence attitudes with 

reversing the AIDA model (Ferrier, 2010). The AIDA model was created in 1898 by E. St. Elmo 

Lewis and describes a hierarchy where awareness of an object precedes interest and desire and 
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finally action towards it (Lewis, 1903). Reversing the AIDA model communicates the view that 

by driving action first the rest will follow, and the best way to change behaviour is through 

action (Ferrier, 2010). This view reflects well the view of those who postulate that behaviour 

precedes changes in attitude formations. 

The demand for action is especially relevant today with technological advancements in media. In 

a digital age all media can drive action and communication is no longer restricted to passive 

reception (Ibid). Despite of this, communication that is based on action has not received much 

notice from advertising agencies (Ferrier, 2010). It is safe to say that Adam Ferrier has served as 

a pioneer and an advocate for this type of communication. He has frequently referred to this 

method of communication as behaviour change, but also refers to it as action advertising (Ibid) 

and action-based campaigns (Ferrier, 2012). Behaviour change is a broad term and may refer to 

areas such as health, education and criminology. In this thesis the phenomenon of behaviour 

change will be discussed in the relation to marketing communications. Therefore a more accurate 

term will be used for this purpose or ‘action-based advertising’. 

The definition of action-based advertising in this thesis will be ‘a behaviour that an individual 

performs towards a brand which is not the action of purchase or consumption’. The purpose of 

which is for the individual to become more favourable towards the brand and result in 

subsequent purchase or consumption of said brand. 

The subject of action-based advertising is difficult to conclusively prove, but some indication of 

its efficacy has come from case studies showing the effectiveness of advertising (Ferrier, 2010). 

It is however under-researched empirically and only one formal research has been performed on 

the effectiveness of action-based advertising (Ferrier, 2012). It is therefore necessary to build a 

theoretical framework to research the phenomenon with regard to the behaviour and attitude 

schism. To research action-based advertising empirically one must find an appropriate research 

theory as well as exploring what conclusions previous research have come to that deal with 

behaviour preceding attitudes. 
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1.1 Problem statement 

The subject of action-based advertising is multifaceted and there are many aspects to the 

phenomenon that have not been addressed. It is therefore necessary to concentrate on one aspect 

for research to contribute to new knowledge. The main focus of this thesis will be to research the 

effectiveness of action-based advertising. While the relationship between behaviour and attitudes 

has been researched empirically it has not been done for behaviour that does not involve 

purchase or consumption. To put action-based advertising in context for research a theoretical 

framework will be assembled with a research theory and linking it to previous research that deal 

with behaviour preceding attitudes.  

Action-based advertising will therefore be researched on its potential to influence attitudes. The 

theoretical framework will provide a deeper understanding of the problem and the research 

hypotheses will be developed from that.  

1.2 Delimitation 

It is important to keep a narrow focus when there are many aspects to the problem. The thesis 

will investigate the effectiveness of action-based advertising. Other aspects of the phenomenon 

will not be explored, other than relating it to the problem when appropriate. These elements are 

for example comparing the effectiveness of action-based advertising to traditional marketing 

communications, how to plan behaviour change and how to reinforce it, how to frame the 

behaviour and the size of the behaviour needed to affect attitudes. 
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1.3 Thesis structure 

Figure 1 shows the structure of the thesis and how chapters are derived from each other. The next 

chapter, literature review, will serve as a foundation for the rest of the thesis as the following 

chapters will build on the theoretical framework made in that chapter. 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

Figure 1. Thesis structure.   
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2 Literature Review 

There has only been one formal research performed on the notion of action-based advertising in 

the paper Behavior change: Why action advertising works harder than passive advertising 

(2012). It is useful to look to that paper and the conclusions therein when selecting a theoretical 

framework to research action-based advertising. It is also necessary to connect previous research 

that deal with behaviour preceding beliefs and attitudes.  

The literature review in this thesis will therefore build upon the assumptions made in Behavior 

change and a new theoretical framework formed using that foundation, while also connecting 

that framework with research connecting behaviour and attitude formations. 

2.1 Theoretical background 

The goal of choosing theories for researching action-based advertising is mainly to have a clear 

set of concepts and terminology. In doing so it is useful to be able to connect the theory to 

previous research in such a new and under-researched field.  

The paper Behaviour change (2012) is to the author’s knowledge the only paper to research this 

specific subject, and it is therein mentioned that the subject has received little empirical attention 

in an applied sense. The research was set up to deduct if there is a difference in effectiveness 

between action-based advertising and passive communication, with both a rational and an 

emotional message, with a control group. Four groups were formed with a convenience sample 

of 181 delegates from the 2012 Australian media and marketing conference. The dependant 

variable was how much each group gave to a specific charity. The action-based group were 

asked to create an advertising idea for the charity, by drawing an image, some words and an 

encapsulating ‘tagline’ on paper. The rational communication group viewed a verbal presentation 

of key factual information about the charity, the emotional communication group viewed a video 

montage of the charity’s activities and positive effects, accompanied by an upbeat song and the 

control group solved unrelated word puzzles. The hypothesis that the action-based group would 

donate more to the charity than the other groups was proven, but a lack of data points at the 

individual level precluded examination of statistical significance.  
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There are two explanatory theories given for the effectiveness of action-based advertising in the 

paper; experiential learning and cognitive dissonance (Ferrier, 2012). These theories will be 

reviewed for their ability to explain and research the subject of action-based advertising and new 

theory proposed from those reviews. 

2.2 Experiential learning 

Experiential learning, which is defined as “the process whereby knowledge is created through the 

transformation of experience“ offers a fundamentally different view of the learning process from 

behavioural theories, that deny any role for consciousness in the learning process, and cognitive 

theories which focus mostly on the acquisition, manipulation and recall of abstract symbols 

(Kolb, 1984). Behavioural and cognitive theories are however not mutually exclusive to 

experiential learning or meant to serve as a third option to them (Ibid). The process of 

experiential learning is seen as a cycle (Ibid). The cycle begins with an experience that the 

individual feels. The information from that experience provides information for the individual’s 

reflective observation of that experience. From that observation the individual assimilates the 

information and forms abstract concepts which he uses to develop new theories about the world. 

These ideas are then tested which form new experiences that keeps the cycle going. 

  

 

 

 

 

 

 

 

Figure 2. Experiential learning. 
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2.2.1 Experiential learning and action-based advertising 

The theoretical framework of the experiential learning cycle can be used to explain the action-

based advertising example given in the Behavior change (2012). In those terms, creating an 

advertisement for a charity would be a concrete experience. When posed with how much the 

individuals wanted to donate the individuals would have observed their experience, and 

conceptualized an idea of how they felt towards the charity. Lastly, they would have 

experimented with their new idea of that charity when considering how much to donate. 

2.2.2 Criticism 

Although the theory is a decent conceptual framework for explaining action-based advertising, 

there are a few things it lacks for researching the phenomenon. The theory has been criticised for 

not adequately addressing experiences that are non-reflective (Miettinen, 2000). This is 

important in research within marketing as it is not possible to assume that all decisions that 

consumers make are reflective. Difference in involvement of an experience should play a part for 

the reflection, as individuals reflect more on experiences that have higher perceived social or 

monetary risk (Hansen, 2008). It is therefore necessary to investigate whether there exists a 

difference in effectiveness of action-based advertising between high- and low-involvement 

product categories. This was listed as one example given of future research in the Behavior 

change (2012). 

Another criticism of experiential learning is that it is too individually focused. It explains how an 

individual learns through experience, but not how learning occurs in social groups (Miettinen, 

2000). The aspect of social groups is another important part of researching action-based 

advertising as a lot of it is built on interaction between individuals. It is also a way to manipulate 

the involvement of the action by increasing the perceived social risk. 

Therefore, experiential learning has shortcomings as a theoretical framework for researching 

action-based advertising. The main issues with the theory is not to be able to research how 

people become cognizant of their actions, so the logical step is to look at the cognitive theory 

alternative mentioned in Behavior change; cognitive dissonance (2012). 
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2.3 Cognitive dissonance 

Many topics in consumer behaviour have been formulated on the basis of social psychological 

theories. One such theory that has been found to be applicable to those topics is the theory of 

cognitive dissonance (Cummings & Venkatesan, 1976). The theory suggests that an individual 

has cognitive elements (or items of information) about himself, his past behaviour, his beliefs 

and attitudes and his environments. If one cognitive element is consistent with another it is said 

to be consonant. If however the two cognitive elements are not consistent then they are said to be 

dissonant. This creates a psychological tension that is cognitive dissonance. The stronger the 

cognitive dissonance, the more strongly motivated the individual is to reduce the dissonance 

(Festinger, 1957).  
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Figure 3. Cognitive dissonance theory. 
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it has to meet the conditions of being made of the individual‘s own volition, the commitment to 

the action must be irrevocable and the action must bear importance of some degree to the 

individual‘s self-concept (Cummings & Venkatesan, 1976). 

2.3.1 Cognitive dissonance and action-based advertising 

The main interest of researching the effectiveness of action-based advertising is how action 

affects attitudes when facing a decision. Dissonance-related research investigates inconsistencies 

between actions and beliefs and the majority of those researches in consumer behaviour use 

attitude change as a dependent measure (Cummings & Venkatesan, 1976). Most of them, 

however, are in the context of post-purchase attitude change (Ibid), so it is useful to see whether 

it is a good theoretical fit for researching action-based advertising. Adam Ferrier has not only 

mentioned cognitive dissonance as a possible alternative to experiential learning but said that he 

was convinced that the effectiveness of action-based advertising “all boils down to minimization 

of cognitive dissonance” (Garfield, n.d.).  

As a cognitive theory, it is useful for having a framework for what criteria is needed for 

individuals to be cognizant of their actions and how that affects other cognitive elements. This 

can be used to research the difference in effectiveness for high- and low-involvement products. 

For example, one research showed that purchase choice of low-involvement grocery products 

was not dissonance inducing in low-income women consumers (Gbadamosi, 2009).  

It is possible to explain with cognitive dissonance the example from Behavior change (2012) of 

using action-based advertising as a means to collect donations for a charity. Using that 

framework, the individual then acts towards the charity by creating an advertisement for it. 

Given that he has a choice, it is irrevocable and it connects his self-concept to the charity, the 

action should be dissonance inducing. That means the individual resolves the tension by reducing 

the importance of their conflicting belief of the charity, add a belief of the charity that is 

consonant to the action or change their belief of the charity. Having acted favourably towards the 

charity means that the consonant beliefs for that action would be favourable.  
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2.3.2 Criticism 

However, it is unlikely that an individual holds dissonant beliefs to acting favourably towards a 

charity. As the nature of charities is to help those who are less fortunate and encourage socially 

responsible behaviour, it is assumed that the general belief is not negative toward those 

organizations. Then, in this case the action would not likely to be dissonance inducing.  

A theory that has served as an alternative to cognitive dissonance is self-perception theory (Bem 

D. J., 1967). The two theories are similar in that they have competed to explain the same social 

psychological phenomena. However, it has been postulated that they should not be competing 

theories but as complementary ones by explaining its own specialized domain (Fazio, Zanna, & 

Cooper, 1977). It has been suggested that cognitive dissonance theory accurately characterizes 

attitude change phenomena in the context of attitude-discrepant behaviour, and self-perception 

theory in the context of attitude-congruent behaviour (Ibid). It is assumed that people are 

unlikely to act towards brands they have a negative attitude towards of their own volition. 

Rather, they are more likely to act towards brands that they are either indifferent to or have a 

positive attitude towards. The conclusion is therefore that self-perception theory is the most 

suitable theoretical framework for researching effectiveness of action-based advertising. 

2.4 Self-perception theory 

Not only is the concept of action-based advertising under-researched, but little empirical work 

has been done in consumer behaviour on the process by which behaviour in one time period 

forms the basis for subsequent attitudes and actions (Scott, 1978). Self-perception theory 

provides the analytical tools for research of this process. The basic postulate of self-perception 

theory is that (Bem D. J., 1972): 

“Individuals come to “know” their own attitudes, emotions, and other internal 

states partially by inferring them from observations of their own overt behavior 

and/or the circumstances in which this behavior occurs.” 

That is, the theory postulates that individuals are in the same position as an outside observer 

when interpreting their own behaviour and rely upon the same external cues to infer their inner 

states (Bem D. J., 1972). This is the main difference between self-perception theory and 

cognitive dissonance theory. Cognitive dissonance attempts to “account for observed functional 
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relations between current stimuli and responses by postulating a hypothetical process within the 

organism” (Bem D. J., 1967). In contrast, self-perception theory seeks to “account for observed 

functional relations between current stimuli and responses in terms of the individual’s past 

training history”. In other words, self-perception explains attitude and belief measurements in 

individuals by looking at their past behaviours rather than hypothesizing about conflicting 

internal states. This position is called “radical” behaviourism and is most often associated with 

B.F. Skinner (1953).  

2.4.1 Self-perception theory in consumer behaviour 

The traditional conceptualization of consumer behaviour is that it is a dynamic process in which 

actions are affected by what is learned from previous behaviour as well as by information from 

external sources like advertisements (Scott, 1978). Two strategies are commonly used in this 

context: persuasive strategies and behavioural influence strategies (Scott, 1976). Persuasive 

strategies postulate that behaviour can be modified by influencing its cognitive precursors and 

behavioural influence strategies focus on altering behaviour directly. Behavioural influence 

strategies are for example inducing a customer to make a small purchase in hopes that he will 

subsequently make a larger one, and the “foot-in-the-door” technique, where compliance to a 

small request will increase the likelihood of compliance to a larger request. Action-based 

advertising would be categorized as a behavioural influence strategy as it is designed to induce 

an individual to behave towards a brand, which is not purchase or consumption, subsequently 

leading to a purchase of that brand. 

Self-perception theory provides a theoretical framework for investigating behavioural influence 

strategies (Scott, 1976). Using that framework behavioural influence strategies like the “foot-in-

the-door” have been proven to induce greater compliance with subsequent larger request than if 

no small request was approved (Scott, 1976). These researches have however usually focused on 

social issues where social norms can be sufficient to induce compliance with the initial request. It 

has been speculated that when an individual is favourable towards an object but behavioural 

enactment of these attitudes is low that changes in self-perception can be an energizing force on 

the behaviour (Scott, 1978). Good examples of this are charities, as most people are favourable 

towards them but only few take action. However, researches in this area for low-involvement 

consumer products have both shown it to be both effective and ineffective (Dodson, Tybout & 
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Sternthal, 1978; Scott, 1976). It is then a question whether self-perception theory is appropriate 

in cases of low-involvement consumer products, as it seems to be more appropriate for social 

issues and in high-involvement situations; where complex cognitive activity takes place 

(Rothschild, 1981). The theory and others like it assume a high level of involvement, as 

individuals are felt to go through a complex mental activity (Ibid). It is therefore of great interest 

to investigate whether action-based advertising is effective for low-involvement consumer 

products, as those high-involving, and whether individuals attribute their behaviour in those 

circumstances to themselves. 

2.4.2 Attribution in self-perception theory 

Self-perception theory is an attribution theory. Attribution theories describe the evaluations of 

causality of individuals in a post-behaviour context on the basis of different situation and 

informational cues (Wang, 2008). That is to say different attribution theories use different 

paradigms to explain how individuals perceive the causality of their behaviour. As the name 

would suggest, self-perception theory uses self-perception to explain the attribution process. The 

theory tries to explain how an individual interprets his own behaviour; how he assigns meaning 

to it and under what conditions he incorporates that behaviour into his attitude and behaviour set 

(Scott, 1978). 

For individuals to infer their attitudes from their behaviour they must believe that the behaviour 

is an indicator of their internal state (Ibid). This occurs when behaviour is perceived by the 

individual as resulting from his internal motivations or a true reaction to a stimulus. That is, the 

individual attributes the behaviour to properties of himself rather than controlling aspects of the 

environment. These aspects are plausible external factors that induce discounting of internal 

motivations as the cause of behaviour. They can be factors such as rewards or lack of volition. 

For example if someone performs an act for a large reward he is likelier to attribute that 

behaviour to the reward rather than his own favourable attitude towards the act. 
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Figure 4. Schematic view of self-perception theory (Scott, 1978). 
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attributable to discounting cues. It is not clear what kind of an initial behaviour is required for the 

self-perception process to become operative. The size of the initial request may not be as 

important as the degree of involvement of the behaviour for example (Scott, 1978). One 

definition of involvement describes involvement as “the state of motivation or “excitation” of an 

individual derived from a perception of a stimulus as being of personal relevance” (Rodríguez-

Santos, González-Fernández, & Cervantes-Blanco, 2013). It is clear from that definition that 

involvement of an act influences the self-perception process. Therefore, when researching the 

effectiveness of action-based advertising it is of interest to not only investigate the effect on 

attitude towards an object, but also the involvement. 

2.4.3 Self-perception theory and action-based advertising 

Using the framework of self-perception theory it is possible to account for the effectiveness of 

action-based advertising research in Behavior change (2012). Subjects in the action-based group 

of the study were given freedom to design an advertisement for the cause themselves, for which 

they did not get any monetary reward. The freedom in design is likely to encourage the subjects 

to infer that behaviour to their internal motivations. There was also no presence of discounting 

cues, other than the research conditions, that could lead the subjects to attribute their behaviour 

to external circumstances. Therefore it would seem likely that the subject would attribute their 

behaviour to themselves and use that as a credible indicator of their internal state, resulting in a 

more favourable attitude towards the charity. However, as previously mentioned, most people 

are already favourable towards charities and changes in self-perception can be an energizing 

force on that behaviour. It should then be investigated whether action-based advertising is 

effective in the context of high- and low-involvement consumer products. 

Cognitive dissonance and self-perception theory predict the same results in this case. This further 

argues that these are not competing theories. They have similar conditions for behaviour to have 

an effect on attitude and beliefs. Behaviour is dissonance inducing only when it is of the 

individual’s own volition, commitment to it is irrevocable and bears importance to the self-

concept. For the self-perception process to come operative the behaviour must be perceived as 

resulting from internal motivations and free from discounting cues. Special emphasis should 

therefore be put on creating these conditions when researching the effectiveness of action-based 

advertising. 
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2.5 Action 

To add depth to the research of action-based advertising it is of interest to link previous research 

of action preceding beliefs and attitudes. This is especially vital when deciding which dependant 

measures should be used and how they should be measured. Besides beliefs and attitudes, the 

measure of involvement has been notable in the literature review. Previous research concerning 

action preceding these measures will be discussed and how they relate to the research of action-

based advertising. 

2.5.1 Involvement and action 

The concept of involvement originally comes from the field of socio-psychology. It was 

incorporated to the area of consumer psychology due to the work of Herbert E. Krugman 

(Rodríguez-Santos, González-Fernández, & Cervantes-Blanco, 2013). His contribution rests on 

ideas he put forth in two articles (1965; 1967) which focused on low-involvement learning from 

TV advertising and its connection with purchase behaviour. Krugman’s definition of 

involvement is “the number of “connections” conscious bridging experiences or personal 

references per minute, that the subject makes between the content of the persuasive stimulus and 

the content of his own life” (Krugman, 1967). This is different from the more general definition 

that includes attention, interest or excitement (Krugman, 1965). As people have limited 

connections to brands or products advertised, or bridging experiences, Krugman hypothesized 

that commercial mass media is characterized by lack of personal involvement. The difference in 

conditions between low and high involvement are that the processes of communication impact 

are different (Ibid). With high involvement the traditional idea is true that conscious opinion and 

attitude change precede behaviour, while the influence process of low involvement happens at 

the behavioural level or at the product purchase. In other words, changes in attitude for low 

involvement are delayed until the purchase situation, which serves as a catalyst that reassembles 

or brings out all the potentials for shifts in salience that have accumulated up to that point 

(Krugman, 1965). In that way the action of product purchase occurs without being elicited by 

any attitude, but becomes actualized by the purchase. The act is then a part of the process of 

attitude change. This idea is in contrast with the traditional hypothesis that awareness precedes 

action, most often credited to the hierarchy of effects (Lavidge & Steiner, 1961).  
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2.5.2 Involvement and action-based advertising 

Krugman’s theory of low-involvement learning is applicable to what has previously been 

mentioned in the literature review. Although it covers a different aspect than self-perception 

theory, the prediction of outcome is the same. Both theories postulate that an individual must act 

towards an object before he realizes his attitudes towards it. Krugman’s theory says that if one 

has bridging experiences with an object then attitudes can change preceding behaviour. This 

could be explained with self-perception theory as the object already being a part of the 

individual’s self as the object already has bridging connections with his life.  

What Krugman’s theory of involvement offers to the research of action-based advertising is the 

fact that action acts as a catalyst for attitude change. The action then brings out the previously 

acquired attitude shifts or reinforcement of the behaviour. This phenomenon is not limited to 

Krugman’s theory as sociologists have studied “sleeper effects” and psychologists have claimed 

the effects of “latent learning” are only or most prominent at the point of reward (Krugman, 

1965). The theory also offers explanation of how individuals connect with brands through action 

with connections to their lives. It is therefore interesting to research whether action-based 

advertising can act as a catalyst for previous attitude change and as a bridging experience 

between the individual and the brand. This can be researched by measuring the effects of action-

based advertising on involvement. 

2.5.3 Beliefs and action 

The hypothesis of the hierarchy of effects is a long-standing idea, often cited to the 1961 study 

by R. Lavidge and G. Steiner. The theory has not come without its critics. In his 1966 study, 

Kristian S. Palda concluded that evidence does not show that awareness, in the sense of having 

beliefs, precedes nor contributes to the rate of purchase (Palda, 1966). According to Palda the 

only conclusion that could be drawn from the evidence is that higher awareness for a brand 

coexists with a higher purchase rate for it. This conclusion is further supported by the research of 

M. Bird, C. Channon and A. S. C. Ehrenberg (1970). They also used the term of brand awareness 

as having beliefs about the brand and demonstrated that brand preference is correlated with brand 

use. The research studied how many brand attributes or beliefs people had for a given brand 

depending on their brand use. Three groups were tested, current users (those who have used the 
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brand in the last four weeks), former users and those who have never tried the brand. The results 

showed that the highest proportion of people that expressed a favourable brand attribute were 

current users, second highest was former users and the lowest were those who had never tried the 

brand (Ibid). The data analyzed in the research consisted of about 2,000 respondents and its 

vitality was tested again in 2012 which showed the same results (Romaniuk, Bogomolova, & 

Riley, 2012). Respondents were given a prompt list of brands within the same product field and 

asked five to ten attributional questions. For each attribute they were free to mention any number 

of the listed brands or none of them. The brand attribute questions were for example 

“nourishing” and “reasonable price”. The findings of this research show that users of a brand are 

likelier to have beliefs about the brand, and by acting in the form of buying or using the brand 

they realize these beliefs. 

2.5.4 Beliefs and action-based advertising 

The findings in the paper Brand image and brand usage (1970) are comparable to both 

Krugman’s theory of low-involvement learning and self-perception theory. The ideas in the 

paper postulate that the action of buying, or using a brand, affects the number of beliefs, or 

cognitive elements, individuals have about the brand. Using Krugman’s theory the brand usage 

or brand buying would cause a shift in salience which would result in individuals connecting 

more favourable attributes to the brand. Self-perception theory postulates that the individual 

infers their attitudes from their behaviour, which would mean that an individual would have to 

act towards the brand to be able to infer those attitudes or beliefs.  

The ideas put forth in Brand image and brand usage (1970) are useful for the research of action-

based advertising for two main reasons. One reason is the classification of what behaviour 

towards a brand is needed for individuals to be more likely to connect favourable attributes with 

that brand. Action-based advertising is in definition based on action toward a brand that does not 

involve buying or using it. It is therefore necessary to research whether other types of behaviour 

can lead to the same result. Another reason is the form of measuring attitude. Instead of asking 

about attitudes directly towards each brand on a Likert scale, respondents were made to mention 

what brands matched each attribute and the favourable attributes were used for the analysis. This 

can be useful as a dependant measure in researching action-based advertising. 
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3 Methodology 

It is useful to have knowledge about the methods used in this research as it helps to understand 

how it is structured (Blumberg, Cooper, & Schindler, 2011). This chapter addresses how the 

research will be structured. The research philosophy and research design will be explained and 

how this study will be built in relation to theory and research. Furthermore the research design 

will be discussed, the choice for a research method will be argued as well as the choice of 

variables and their relevance. Finally the validity and reliability of the research will be addressed. 

3.1 Research Philosophy 

Choosing the correct research philosophy can clarify the context of the approach taken in the 

research and the research design. Also how to view both reasoning and observation of the 

research and how they interact with each other (Blumberg, Cooper, & Schindler, 2011). 

The two most distinguished research philosophies are positivism and interpretivism (Ibid). Other 

research philosophies have incorporated principles of both these philosophies and relaxing 

others, most notable of which is realism (Ibid). 

Positivism is adopted from the natural sciences. Its basic principles are that the social world 

exists externally and is viewed objectively, the researcher is value-free, independent and takes 

the role of an objective analyst (Ibid). This means that observable facts are objective and the 

researcher does not influence the research. Concepts under this philosophy are operationalized so 

that they can be measured quantitatively and the social world is reduced to simple elements and 

fundamental laws, which is how phenomena are investigated (Ibid). 

Interpretivism differs from positivism in the way that under that philosophy the social world 

cannot be understood by applying research principles adopted from the natural sciences. Its basic 

principles are that the social world is constructed and is given meaning subjectively by people, 

the researcher is part of what is observed and research is driven by interest (Blumberg, Cooper, 

& Schindler, 2011). According to interpretivism fundamental laws are insufficient to explain 

social phenomena and that objective observation of the social world is impossible as the 

researcher is a part of it (Ibid). 
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Finally, realism is a research philosophy that shares principles of positivism and interpretivism. 

It shares the research approach of positivism that social sciences can rely on the same methods as 

natural sciences where reality is independent from human beliefs and behaviour (Ibid). However, 

it shares the view of interpretivism that researching people and behaviour requires human 

subjectivity and the researcher is not an objective analyst. Realism is the research philosophy 

that fits best for this research of action-based advertising. The phenomenon of action-based 

advertising is investigated by using concepts from self-perception theory through an experiment. 

That is, the social world is explained through quantitative data with fundamental laws. However, 

the limitations of such a research are understood. The researcher cannot be completely objective 

and the experimental setting will affect participants. While this is recognized an attempt will be 

made to minimize for subjectivity and outside factors to the research. 

3.2 Reasoning approach 

The inclusion of theory characterizes all types of scientific research. The introduction of theory 

can be made to start with to solve a hypothesis or in the end to close with theoretical 

considerations from the research observations (Blumberg, Cooper, & Schindler, 2011). The role 

of theory in research is linked to the different reasoning approaches. Two main reasoning 

approaches exist: deduction and induction (Ibid). 

The deduction approach is a form of inference that aims to be conclusive (Ibid). With that 

approach the researcher first obtains reasons through theory from which he builds hypotheses 

from and finally concludes by researching empirically. Induction on the other hand starts by 

examining reality and draws conclusions from empirical research which is then developed into 

theoretical results (Ibid).  

The phenomenon of action-based advertising is a new one and it was deemed necessary to create 

a new theoretical framework using previous theory and research. The theories used have proven 

useful in research concerning influencing attitudes through behaviour. As this phenomenon has 

not been research much the purpose is to see whether action-based advertising can influence 

attitude formations using the previous theories. Future research on the subject can use a more 

explorative approach, for example with different types of behaviour and product categories, but 

it was not considered prudent at this point. Therefore this research takes a deductive reasoning 
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approach by first introducing theory and deducting hypotheses from that, which are then 

subjected to an empirical study.  

3.3 Research design 

As this subject is under-researched in the applied sense a great weight was put on finding a 

fitting research design. In this chapter the research design will be explained in detail and the 

different choices for research will be supported. This will be done by using the literature review 

as a basis and building upon research within similar phenomena. This is especially important so 

that future research can base on this one, and know which aspects to change or alter in order to 

research different behaviours, product categories, dependent measures etc. 

The goal of the research is to investigate whether action-based advertising can affect attitude 

formations. Action-based advertising has been categorized by the author as a behaviour an 

individual performs towards a brand which is not the action of purchase or consumption. This is 

important as previous research has shown the act of buying or consuming a brand creates 

involvement between the consumer and the brand and makes the consumer realise more attribute 

beliefs about the brand. 

3.3.1 Research scope 

As this research will be constricted in scope due to lack of resources and time, it will explore the 

effects of a behaviour on attitude formations. The optimal way of approaching this subject would 

be to research the effects of one behaviour on a subsequent behaviour, which would fit better 

with the “radical” behaviourist position of research. That is, the effects of a behaviour toward a 

brand on a subsequent behaviour that would be for example buying the brand or choosing 

between brands. However, researching the effects of behaviour on attitude (Schopler & 

Compere, 1971) and beliefs (Kiesler, Nisbett, & Zanna, 1969) is not unusual within self-

perception theory.  

The research will only look at whether action-based advertising can be used as a behavioural 

influence strategy. That is, whether action-based advertising can influence a subsequent 

behavioural intention or attitudes. The phenomenon will therefore not be compared to traditional, 

passive communication as was done in the paper Behavior change (2012), nor conclusions made 
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about which type of communication is better. Passive communication is different across various 

mediums, such as television and print, and the advertisements differ in quality and effect. It is of 

more use to see whether action-based advertising can influence future behaviour than to compare 

the two as the results would depend on too many factors to be conclusive. 

3.3.2 Literature review summary 

A theoretical framework was made in the literature review using previous research and theories 

that deal with behaviour preceding beliefs and attitudes. The framework was built in order to 

choose which theories to apply for the research and which variables should be used. Therefore 

the literature review will be summarized in order to reiterate what criteria the dependent and 

independent variable must fulfil according to theory. 

3.3.3 Self-perception theory 

Self-perception theory applies mostly to how the behaviour performed by subjects in the research 

should be designed. The outcome of the behaviour itself is not of interest but how the subjects 

look at their own behaviour and whether they attribute that behaviour to themselves. For 

individuals to infer their attitudes from their behaviour they must believe that the behaviour is an 

indicator of their internal state. That means that the subjects should perceive their behaviour 

resulting from their internal motivations and attribute to properties of themselves, rather than the 

controlling aspects of the environment. The behaviour should then be free from, or at least an 

attempt made to minimize, the existence of discounting cues. This is of course difficult in a 

research setting, rather than in the real world, where subjects are made to behave in a certain way 

rather than being free to perform the behaviour. An emphasis will be put on designing the 

behaviour in a manner where the subjects feel they have the choice and freedom to perform the 

behaviour, rather than it coming from the controlling aspect of the researcher. 

3.3.4 Involvement and beliefs 

The theories from Krugman and Ehrenberg about involvement and beliefs will be used for 

measuring whether the behaviour had an effect or not. Both measures of involvement and belief 

have proven to be affected by previous behaviour.  
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Krugman discussed how an action creates a bridging experience between the person and the 

object. Further, the action acts as a catalyst that reassembles or brings out the potential shifts in 

resonating information that has accumulated up to that point. If action-based advertising creates a 

bridging experience it should increase involvement toward the brand and make the subjects pay 

closer attention to information from that brand. 

The findings of Ehrenberg show that people are likelier to have attribute beliefs for a brand that 

they have previously bought or used. The action of buying or using the brands makes them 

likelier to realize those beliefs. Brand attribute beliefs are therefore a good measurement of 

whether action-based advertising has an influence on the subjects. 

3.3.5 Independent variable 

The input or the cause of what will be researched is the behaviour variable. The research will 

show whether there is a statistically significant effect of the behaviour on the dependent 

measures. To ensure that the hypothesised cause and effect relationship can be tested the 

behaviour must be designed as well as possible according to theory. According to self-perception 

theory behaviour must stem from a person’s own motivation and be free from discounting cues 

for them to attribute it to themselves. The behaviour should also create a bridging experience 

between the subject and the brand according to Krugman. As the behaviour will be performed 

under research conditions a special emphasis will be made on creating a choice for the 

behaviour, it should be something the subjects want to perform and create a bridging experience.  

The behaviour used in the paper Behavior change (2012) seems to fulfil these criteria. It is 

assumed that people are favourable towards a charity and therefore are likely to have a 

motivation to design a commercial for it and not see the behaviour as pressure from others. By 

designing the commercial the subjects also have to realise cognitive elements about the charity 

and create a bridging experience. It is therefore useful to use a similar behaviour in the research 

on consumer products. It was also mentioned in the literature review that behavioural influence 

strategies showed mixed results for low-involvement consumer products. This can stem from 

that the low-involvement nature of the product results in lack of involvement of the behaviour 

and subjects do not engage cognitive resources to attribute it to themselves, as is the case for 
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consumption of low-involvement products (Hansen, 2008). The research will therefore 

investigate the effects of action-based advertising for both high- and low-involvement products. 

The independent variable used in this research will be for the subjects to design a product they 

would like to consume or experience for a particular brand. The task will not be constricted as 

not to increase outside pressure. The subjects are not forced to give a complete idea of the 

product but are encouraged to name features, looks and usefulness of the product they want to 

see from the brand. The fact that they are designing a product that they themselves want is to 

increase involvement, personal relevance and motivation to perform the behaviour, and linking 

that to the brand. Also to increase likeliness of subjects realising beliefs about the brand they are 

made to mention specific cognitive elements of features, look and usefulness the subjects. How 

the hypothesised connection is measured will be discussed in the dependent variables. 

There will be three brands chosen for both the high- and low-involvement category. This is done 

so that the subjects have a choice of which brand to choose when deciding how to perform the 

behaviour. They are then likelier to attribute the behaviour to themselves than the research 

conditions as they were faced with a choice. This does complicate the research and the analysis 

of it, but the attempt to make subjects attribute the behaviour to themselves is seen to deserve the 

increased effort.  

The designed behaviour would also fit under the research paradigms of experiential learning and 

cognitive dissonance. These theories share similarities and the purpose of this research is not to 

investigate whether self-perception theory is better suited than the two other theories, but to see 

whether action-based advertising can be used to change attitudes. The reason for choosing self-

perception theory has been argued in the literature review but will not be further investigated. 

3.3.6 Dependent variables 

Two things must be kept in mind when choosing how to measure whether the behaviour has an 

effect on the subjects. One is what should be measured and the other is how to measure it. The 

variables that have been mentioned in the literature review on how to measure the effects of 

acting towards a brand are involvement and beliefs. The research of involvement by Krugman 

was done on advertising and the research of beliefs by Ehrenberg was done by asking about the 

brand itself. The most natural way to research the effects of behaviour towards a brand would be 
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to investigate the attitudes toward the brand after the behaviour. This can however be 

problematic within a research setting as the subjects are likely to realize what is being tested 

when they are asked to behave in a certain way and then asked about their attitudes towards it. 

As emphasis is put on that subjects do not figure out what is being tested so that they are likelier 

to attribute the behaviour to themselves, this must be circumvented.  

As previously mentioned there are constrictions to the research due to lack of resources and time. 

This means that it will not be possible to research the effects of one behaviour on a subsequent 

one. To be able to do that the research design would have to include a subsequent behaviour that 

would be in the form of buying or consuming a product. This would prove complicated, 

especially in the case of a high-involvement product, where perceived monetary or social risk is 

high. Instead attitudinal measures are explored, used as variables that signify behavioural 

intensions. The research must be conducted in a way where subjects do not realize what is being 

researched when they are asked to perform a behaviour of designing a product for a brand, and 

then asked about their attitudes toward that brand. To minimize the risk of the motive behind the 

independent variable being discovered a different stimulus than the brand will be presented. For 

this research the different stimulus to the brand will be advertisements for brand. By using 

advertisements it is also possible to give the subjects information about the brand, when they are 

not familiar with it, and test for associations or beliefs about the brand. This will be explained 

further when the criteria for product categories will be explained. Also, the use of advertisements 

as a dependent variable fits well with Krugman’s theory of involvement. That is, exploring 

whether the behaviour creates a bridging experience between the subject and brand, resulting in 

higher involvement towards the advertisement. 

The attitude measures used for exploring the effects of action-based advertising in this research 

will be involvement and brand attribute beliefs. As previously mentioned, these measures have 

been used in previous research dealing with the effects of behaviour on attitude and its’ 

relevance has been argued in the literature review. There are different ways of measuring for 

these variables however, and the choice for each measurement for the research will be discussed 

here. 
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3.3.6.1 Involvement 

In his research called The measurement of advertising involvement (1967), Krugman measured 

involvement by probing respondents for their thoughts after they had seen print or television 

advertisements. His definition of involvement, as mentioned in the literature review, is the 

number of conscious connections between the persuasive stimulus and in the respondent’s life 

(Ibid). In his research respondents were made to view advertisements after which an interview 

was conducted. There the respondents were asked to report mental incidents, i.e. remember and 

recall and report what they were thinking at the time they viewed the advertisements. The 

findings from the research were measured in the average number of connections per second for 

respondents to the advertisements for different types of experimental conditions. This research 

method is time consuming and for it to give accurate results it relies heavily on the researcher’s 

experience to obtain data through interviews. To ensure reliable findings another method of 

measuring involvement will be used in this research.  

A measurement scale for involvement was published by Judith Zaichowsky in 1985 and has 

since been successfully used by researchers to capture and categorize the construct 

(Zaichkowsky, 1985). The scale has since been revised and improved into a 10 item scale called 

the Revised personal involvement inventory (RPII) (Zaichkowsky, 1994) and is shown in 

Appendix A. The RPII measure includes affective and cognitive items and has been applied to 

measure involvement with advertising, products or purchase situations (Zaichkowsky, 2012). 

The involvement variable measured with the scale is meant to capture a motivation, which is 

strictly speaking not the same definition of involvement used in Krugman’s research. However, 

the two definitions are not mutually exclusive but share much of their characteristics. Personal 

relevance, or bridging experiences, increases the motivation of the individual to understand and 

pay attention to a persuasive stimulus. The purpose of the research is also not to see whether 

behaviour affects the number of connections to a persuasive stimulus, but rather see whether it 

affects subsequent behaviour or behavioural intention. Involvement as a motivational variable 

predicts future behaviour (Ibid) and therefore fits well for research within self-perception theory 

and suitable for exploring how well action-based advertising is suited as a behavioural influence 

strategy. 
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3.3.6.2 Brand attribute beliefs 

The research mentioned in the literature review on beliefs and brand usage used attributional 

questions as the dependent variable. The questions were given for brands within the same 

product field and respondents were free to mention any number of the brands, all of them or 

none. This type of questioning is called ‘free choice’ questioning. This method of attitudinal 

research was compared with others called ‘scaling’ and ‘ranking’ by Barnard and Ehrenberg 

(1990). The research showed that findings between these three measurement techniques were 

highly correlated and showed the same results of declining brand belief scores for a given brand 

with decreasing levels of claimed usage of that brand. The consistency between the various 

research methods adds validity to the belief measurements themselves (Ibid).  

The dependent measure on brand attribute beliefs in this research will be ‘free choice’ 

questioning. Attitudinal questions for frequently bought brands are classified as either 

‘descriptive’ or ‘evaluative’ (Bird & Ehrenberg, 1970).  

Descriptive attributes are attitudinal measures that reflect a highly specific characteristic of the 

brand. This can either be based on product-formulation, which would be shown in a blind-test, or 

a concept that has been emphasized in the brand’s advertising. For example a brand of chocolate 

could be rated as more ‘crisp’ than other brands, which would show in a blind tasting. The same 

chocolate brand could also lean heavily towards being fun in their advertisements and would 

then be likelier to be rated more ‘humorous’ than other chocolate brands.  

In contrast to descriptive measures there are evaluative measures. These measures do not reflect 

any major physical differences or advertised characteristics. Examples of evaluative attitudinal 

measures for a car brand could be that it is ‘good value for money’, ‘safe’ and ‘used by young 

people’. An even mix of descriptive and evaluative measures for each product category with free 

choice questioning for brands will be used for in the research. 

3.3.6.3 Product categories 

The purpose of the research is to see whether the behavioural act has an effect on involvement 

and beliefs. The method used to explore this will be to compare the means of the dependent 

measure from participants that performed the behaviour to a control group that only sees the 

advertisements. As was previously mentioned this will be done for both high- and low-
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involvement product categories. There will be three brands chosen for each of these product 

categories. There are criteria that these brands and their advertisements must fulfil in order to 

minimize the effects of outside factors on the dependent measures as well as it being possible to 

measure the brands together. 

The brands are not sold in the marketplace that the research is performed in. This is done so that 

respondents are less likely to be familiar with the brands and therefore have not a predetermined 

disposition towards the brands. This is necessary for a few reasons.  

One is that if the respondents know the brands they are likelier to have a more favourable 

attitude towards one of the brands and because of that choose that brand for the behaviour which 

would skew the results.  

Another is that the attitudes towards the brands being tested should be neutral or slightly positive 

for it to fit with self-perception theory. In contrast to cognitive dissonance which accurately 

characterizes attitude change phenomena in the context of attitude-discrepant behaviour, self-

perception theory does so in the context of attitude-congruent behaviour. Participants in the test 

group should therefore not have a negative attitude towards the brands as people are unlikely to 

act towards brands that they have a negative attitude towards of their own volition. The attitude 

should also not be already too favourable as a ceiling effect could be encountered which has 

created problems when measuring for effects on attitudes with self-perception theory (Scott, 

1978). That is, the behavioural act no longer has an effect on attitudes as it already has reached a 

level where variance is no longer measured or estimated.  

Lastly this should be fulfilled so participants’ previous behaviour does not affect the dependent 

measures used. The involvement measure would be affected if a participant has already created a 

bridging experience to one or more brands by either buying or using a product. Similarly it 

would be necessary to control for the brand usage to give an accurate account of the brand 

attribute beliefs variable if a participant is a frequent user of the brand or has used it in the past. 

The brands, products and advertisements should be similar. This is done so that when asking 

with free choice questioning about the three brands no brand is discrepant from the others. Then 

it is possible to create descriptive and evaluative attitudinal measures that will possibly fit all the 

brands, products and advertisements.  
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3.4 Research hypotheses 

A theoretical framework has been built around the problem of researching whether action-based 

advertising is effective. Concepts and definitions have been clarified and the problem narrowed 

down with theory and previous research. From that it is possible to formulate research 

hypotheses that the research will look to answer. The research hypotheses are four:  

H1: Action-based advertising has a positive effect on involvement for low-involvement products 

H2: Action-based advertising has a positive effect on involvement for high-involvement 

products 

H3: Action-based advertising has a positive effect on brand attribute beliefs for low-involvement 

products 

H4: Action-based advertising has a positive effect on brand attribute beliefs for high-

involvement products 

3.5 Experiment 

Experiments study causal relationships between at least one independent variable and one 

dependent variable where the researcher usually intervenes to manipulate the independent 

variable and observes how it affects the subjects being studied (Blumberg, Cooper, & Schindler, 

2011). It is therefore logical to perform an experiment to investigate whether there is a causal 

relationship between the independent variable of a behavioural act and the two dependent 

variables of involvement and brand attribute beliefs.  

3.5.1 Advantages 

Some of the advantages of performing an experiment are that the researcher can easily 

manipulate the independent variable, which increases the probability that changes in the 

dependent variables are a function of that manipulation (Blumberg, Cooper, & Schindler, 2011). 

Also that contamination from other extraneous variables can be controlled more effectively than 

in other designs. These advantages are important for researching action-based advertising as in a 

real-life example, or in other research designs, many outside factors could affect the dependent 

variables other than the behavioural act. Minimizing outside factors by controlling the 
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environment and having a clear distinction between the experimental group and control group 

increases the likelihood of difference in the attitude measures being a function of the behaviour. 

Another advantage is that convenience and cost of experimentation are often superior to other 

methods (Blumberg, Cooper, & Schindler, 2011). As previously mentioned this is important for 

this research due to its restrictions. This does not necessarily mean that an experiment is an 

inferior choice however, but a follow-up study within a real-life setting would be useful due to 

the nature of self-perception theory as an attribution theory. 

Finally, experiments are easy to replicate (Ibid). This is useful as action-based advertising has 

until now been under-researched. Future research can therefore replicate the experiment with 

different subject groups and conditions. 

3.5.2 Disadvantages 

A disadvantage to using an experiment is that the research environment is artificial (Blumberg, 

Cooper, & Schindler, 2011). This has been addressed previously as a concern, as according to 

theory the subjects should attribute their behaviour to themselves for it to have an effect on 

attitude. While an experiment can manipulate variables and outside factors better, a real-life 

setting would be superior in that respect. Requirements in the research design are made in order 

to attempt to minimize for this risk. 

Another disadvantage is that experimentation deals most effectively with problems of the present 

or immediate future (Ibid). In the experiment it will be possible to see whether the behavioural 

act has an immediate effect on attitude towards the brand. In real life examples of action-based 

advertising this process would take a longer time in most cases. However it is deemed more 

important to be able to control the variables and manipulate them than get a more realistic time 

frame between the variables. 

3.5.3 Experimental design 

Experimental designs vary in their ability to control contamination of the relationship between 

independent and dependent variables. There are two characteristics of a true experimental design. 

One, it consists of an experimental group and a control group and second, the researcher ensures 
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that the experimental and control group are equal through random assignment to both groups or 

through matching (Blumberg, Cooper, & Schindler, 2011). 

The experimental design used in this research will be post-test-only control group design. A 

graphic representation of this experimental design is shown in Figure 5. 

R X O1 

R  O2 

Figure 5. Post-test only control group experimental design. 

In the Figure R indicates that group members have been randomly assigned to a group. X 

represents the introduction of an experimental stimulus to a group or in this case the behavioural 

act. Finally, O represents the dependent measurements. The experimental effect is measured by 

the difference between O1 and O2 (Ibid). 

As the experimental stimulus will be performed for both high- and low-involvement products 

there are two experimental groups and one control group. One experimental group will perform a 

behavioural act for a high-involvement product, one will perform it for a low-involvement 

product and the attitude measurements will be compared to the control group who receives no 

experimental stimulus. 

3.5.4 Sampling group 

In this study the sampling technique used will be a probability sampling. That is, the drawing of 

a sample in which each sampling unit has a known probability of being included in the sample 

(Shiu, Hair, Bush, & Ortinau, 2009). More specifically a cluster sampling will be used, which is 

a probability sampling technique where sampling units are divided into mutually exclusive and 

collectively exhaustive subpopulations called clusters (Ibid). This is a sampling method widely 

used in marketing research because of its cost-effectiveness and ease of implementation and is in 

many cases the only sampling frame available to researchers (Ibid). Cluster sampling will be 

used for this research for two main reasons. Firstly is that the method is convenient, as randomly 

sampling individuals from the target population would be both time consuming and costly. 
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Secondly is that clusters are more homogeneous than the population. This is beneficial in this 

research as it makes it more likely that subjects from the experimental group and control group 

have similar attitudes toward the advertisements without any treatment. While the homogeneity 

of cluster sampling is usually a disadvantage, it is advantageous in this research as the purpose is 

to see whether behaviour affects the attitude towards the advertisements rather than what the true 

attitude toward the advertisement is. Demographic variables are not likely to affect whether 

subjects attribute a behavioural act to themselves and therefore it is not deemed necessary in this 

research to have the sampling group represent the target population. 

3.5.5 Validity 

In order to ensure that the results of the experiment reflect a cause and effect relationship 

between the independent variable and dependent variables it is necessary to look at the 

experimental validity. Validity refers to the degree to which conclusions drawn from the 

experiment are true (Shiu, Hair, Bush, & Ortinau, 2009). That is whether the experimental 

measurements measure what they claim and the conclusion is accurate. The most relevant ways 

to classify validity in experimental designs will be discussed; internal validity, external validity 

and construct validity.  

3.5.5.1 Internal validity  

Internal validity refers to the degree to which the research design accurately identifies causal 

relationships (Shiu, Hair, Bush, & Ortinau, 2009). There are many ways to counter threats the 

internal validity of an experimental design.  

One of which is the inclusion of control groups. Control groups are the best way to ensure 

internal validity and are the greatest strength of an experimental design (Ibid). By using a control 

group in this experiment it is possible to better isolate for the effects of the behavioural act and 

get a sort of baseline for the attitude measurements.  

Second is exclusion of non-similar test subjects (Ibid). Researchers can increase internal validity 

by selecting test subjects that have similar and controllable characteristics (Ibid). This is utilized 

in this study by using cluster sampling and having similar subjects in the experimental group and 

control group. By doing so, extraneous variation is minimized due to similar characteristics of 

the subjects.  
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3.5.5.2 External validity  

External validity refers to the degree to which a causal relationship found in a study can be 

expected to be true for the entire target population (Shiu, Hair, Bush, & Ortinau, 2009). This 

threat to the validity of the experiment was addressed in discussion about the sampling group. 

Cluster sampling will be used and it is expected that the sample will be relatively homogenous. 

This was seen to serve the purpose of the study better than to ensure heterogeneity to the target 

population. However, future studies should perform studies within a real life setting where the 

sample is truly random. This is not seen as a large threat to the validity of the research but a 

certain limitation to the generalization of the findings is expected. 

3.5.5.3 Construct validity  

Construct validity refers to the degree to which the variables under investigation are completely 

and accurately identified prior to hypothesizing any functional relationships (Shiu, Hair, Bush, & 

Ortinau, 2009). For this research a deduction reasoning approach was taken, for which an 

experimental design is a good fit as it is primarily a hypothesis testing method and is often 

referred to as deductive research (Ibid). The research started out by exploring previous research 

and theories dealing with similar issues. The variables used in the experiment were formed on 

that basis. The two dependent variables are involvement and free choice attitude beliefs. Both 

measures used to represent these variables have been used and tested frequently.  

The Revised personal involvement inventory scale is a 10 item semantic differential scale. It has 

equal amounts of affective and cognitive involvement measures which are randomly reversed 

and interspersed with another, which is important for validity and reliability. The randomization 

makes it less likely that subjects will blindly tick down a column and more likely that they think 

and register the word they are responding to. This does increase the measurement error, but that 

is more desirable than error due to validity (Zaichkowsky, 2012).  

The free choice attitude belief measurement has been shown to obtain the similar attitudinal 

results as different techniques (Barnard & Ehrenberg, 1990). The consistency in the various 

findings supports the validity of the belief measures themselves (Ibid).  

Both constructs were connected to self-perception theory in the literature review and should be 

an accurate way of measuring the functional relationship between behaviour and attitudes. 
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3.5.6 Reliability 

The reliability of an experimental design refers to the degree to which the design and its 

procedures can be replicated and achieve similar conclusions about hypothesized relationships 

(Shiu, Hair, Bush, & Ortinau, 2009). A special effort has been put into defining the independent 

measure of the behavioural act based on previous theory and research. The criteria for what the 

behaviour must contain and what should be excluded has been explained. Further description of 

how the experiment is conducted will appear in the procedure within the research chapter. It 

should therefore be easy to accurately replicate the experiment and make changes to it based on 

possible different hypotheses. Criteria was also given for the product categories used in the 

experiment, which gives insight into what conditions were needed in order to test the causal 

relationship. These criteria can also be replicated and manipulated. 

4 Research 

In this chapter the research will be presented. To ensure reliability the procedure will be 

explained in detail along with providing reasoning to the choices made for the experiment. The 

results of the experiment will be presented with a statistical analysis, which will determine the 

outcome of the hypothesized causal relationships. The results will be discussed and how they 

relate to action-based advertising and self-perception theory. From that managerial implications 

will be discussed as well as future studies of the subject.  

4.1 Sampling group 

Respondents of the study were 38 in total. 9 were in the low-involvement experimental 

condition, 9 in the high-involvement experimental condition and 20 in the control group. Data 

from one participant in the high-involvement condition of the control group was discarded due to 

an error in the survey answers. The participants were all students from both University of Iceland 

and Reykjavik University. They did not receive any compensation for participating in the study. 

There was equal probability for each participant to be picked for each condition. As was 

mentioned in the methodology chapter, the study did not question for demographic variables as 

they were not deemed to serve a purpose in this study and would complicate it. However, an 

attempt was made to keep proportion between the sexes even. 
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The number of respondents in this study is not uncommon for studies within cognitive 

dissonance and self-perception theory. Examples of similar studies are Role of self-

representation and choice in cognitive dissonance under forced compliance (n = 10 for each 

condition, n = 20 in control group) (1984), Effects of being kind or harsh to another on liking     

(n = 24 for two conditions) (1971), On inferring one’s beliefs from one’s behavior (n = 61 for 

three conditions) (1969) and Self-attribution of attitude (n = 46 for four conditions) (1971).  

4.2 Procedure 

A great weight is put on describing the procedure of this study so that it can be easily replicated 

and further improved by later studies. This will be built on the arguments made in the 

methodology chapter and the implementation of those decisions will be explained.  

4.2.1 Product categories and brands 

Two product categories were chosen for both high- and low-involvement products. Three brands 

were chosen for each product category. As was mentioned in the methodology chapter the brands 

are not sold in Iceland, where this study was performed, so that participants do not have a 

predetermined disposition towards the brands.  

The high-involvement product category chosen for this study is the car category. This was 

considered a fitting product category as the purchase of one involves both monetary and social 

risk. The product category should be known to all participants and they should be relatively 

involved in the product category. Therefore it should be easy to perform the behavioural task of 

designing a product for one of the brands as well as realizing cognitive elements, or beliefs, 

about the brands. The car brands chosen were Dacia, SEAT and Vauxhall. More specifically, the 

products shown in the advertisements are SEAT Leon, Dacia Sandero and Vauxhall Astra. The 

products are similar so that the same brand attribute beliefs can be used. The products have in 

common to be affordable, small cars for young people, and should appeal to the participants 

selected. 

The low-involvement category chosen is the chocolate bar category. In contrast to the car 

category, purchase of a chocolate bar does not involve much monetary or social risk which 

makes it a fitting low-involvement category. The behavioural task should be easy as it is 
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assumed that participants are relatively involved with the product category and can realize 

cognitive elements, or beliefs, for it. The chocolate bar brands chosen were 100 grand bar, 3 

musketeers and Oh Henry! Like the car brands, the chocolate bar brands are similar so that the 

same brand attribute beliefs can be used. They are all advertised as being funny and of good 

taste. 

4.2.2 Pilot study 

First a pilot study was conducted with two participants in order to make sure that the instructions 

were clear and that participants understood the task. One participant was put in the experimental 

condition and one in the control condition. One note was made from the pilot study that it should 

be emphasized that only one brand should be chosen for the behaviour as one participant was 

confused by the instructions. The results from the pilot study showed that averages for both 

involvement and beliefs were higher for the experimental condition. 

4.2.3 Experimental condition 

In the experimental condition subjects were made perform the behavioural act and then evaluate 

advertisements. Subjects took part in the study either alone or with one or two other participants.  

The study was presented as a market research for a final project in Copenhagen Business School. 

The purpose of the study was said to investigate attitude of Icelandic people towards 

advertisements of products that do not exist in the Icelandic market. This was done in order to 

distract the participants from the real purpose of the study and for them to perform the 

behavioural act in the most natural fashion. That way they are likelier to attribute the behaviour 

to themselves. 

The product category was introduced, either the car or chocolate bar category depending on 

which condition respondents were chosen for. The same approximated price was given for all 

three products to emphasize the monetary risk involved in purchase of the products and thereby 

whether the category is high- or low-involvement. Then the three brands were introduced after 

which a short description for each one was given. The description of the brands was neutral and 

free from embellishment. This was done to give a certain frame from which respondents can base 

their choice on for the behaviour without creating a more positive attitude towards the brands. 
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Using Krugman’s theory as a reference, this could be viewed as nonsensical information for an 

individual that is not involved with the brands (Krugman, 1965). The introduction and 

description of brands are found in Appendix A.  

Respondents were told that before watching the advertisements they should design a product for 

one of the three brands. They were informed that it should be a product that they themselves 

would want to consume or see in the marketplace. The idea for the product did not need to be 

complete but should include something on the lines of features, looks and usefulness of the 

product. This was emphasized so that the behaviour was not restricted and easier to perform. 

Respondents were made to write their idea for a product on a piece of paper with the brand logo 

at the top of the paper. When each respondent chose their brand they did so by choosing one of 

the papers from three batches of branded papers. The branded papers were supposed to increase 

respondent’s brand recognition of the chosen brand and create involvement to the advertisement. 

Copies of the papers are found in Appendix A. 

Respondent were given the time they needed to finish coming up with an idea for a product. 

After they were done, they were made to explain their idea while the examiner showed it interest 

and gave them a simple positive feedback. This was done to increase the significance of the 

behaviour by adding social pressure and reinforce the idea that it had come from themselves. 

This is an attempt to decrease discounting factors of the behaviour which in this case is the 

experimental environment.  

After the ideas had been introduced respondents viewed the three advertisements. The 

advertisements were all of the same length, or 30 seconds. They were cut together into a video 

with a three second still of each brand logo before the advertisement. This was done so that 

subjects knew what advertisement was from what brand before viewing so it would be possible 

for them to be more involved towards the chosen brand’s advertisement. 

The order of the advertisements in the low-involvement category was first 100 grand bar, second 

3 musketeers and last Oh Henry! 

The order in the high-involvement category was first SEAT, second Dacia and third Vauxhall. 
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Figure 6. Order of advertisements in the low-involvement product category. 

Lastly, after viewing the advertisements, respondents were made answer a survey with the RPII 

scale for each brand and ten brand attribute beliefs for each brand. The survey is found in 

Appendix A.  

4.2.4 Control group 

The control group received the same treatment as the experimental condition, without 

performing the behaviour. The control group was larger than the groups for each experimental 

condition to increase validity. The control group viewed advertisements for both product 

categories, first for the low-involvement category and then high-involvement. Rating both 

categories could affect the means, but it was not considered a great risk. It was deemed more 

important for the study to get a larger sample for comparison of the mean. 

4.3 Results 

To be able to perform statistical analysis the data it needed to be put in digital form. Firstly the 

data was written into Microsoft Excel as it appeared on the answer sheets from the participants. 

For the experimental group only the answers for each participant’s chosen brand was used for 

statistical analysis. The RPII scale was translated directly from the source. There, questions two, 

five, eight and ten are reverse coded (7-1) where 1 signifies the most involvement and 7 the least. 

These questions were switched so that the scale is represented by the same numbers. Brand 

attribute beliefs were simply measured in number of beliefs for each brand. In the statistical 

analysis, more involvement is therefore described by a lower median but more brand attribute 

beliefs by a higher one. 

The statistical analysis was performed in SPSS and the data for variables was imported from 

Microsoft Excel. The ten involvement questions from each participant were aggregated and 

divided by the number of questions to create a mean score for the scale. Descriptive statistics 
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were measured for each of the eight conditions, namely low-involvement RPII control group, 

low-involvement RPII experimental condition, high-involvement RPII control group, high-

involvement RPII experimental condition, low-involvement brand attribute beliefs control group, 

low-involvement brand attribute beliefs experimental condition, high-involvement brand 

attribute beliefs control group and high-involvement brand attribute beliefs experimental 

condition. 

The control group and experimental condition were then combined into a scale variable. A 

coding variable, or a grouping variable, was added to differentiate between the two conditions. 

This was done so that the scale could be used to perform an independent samples t-test. The 

independent samples t-test compares the means of two unrelated groups on the same dependant 

variable. This way of comparing means is appropriate for this research as it used when there are 

two experimental conditions and different participants are assigned to each condition (Field, 

2009). 

4.3.1 Descriptive statistics 

The results of the descriptive statistical analysis from SPSS are found in Appendix B.  

There were two dependent variables measured in the experiment, the RPII scale and number of 

brand attribute beliefs. The variables were measured for high- and low-involvement product 

categories with both an experimental condition and a control group. The results for the RPII 

scale will be first presented for all conditions and then results for number of brand attribute 

beliefs. The lower the number for the RPII scale represents more involvement while higher 

numbers for brand attribute beliefs show more number of beliefs. 
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4.3.1.1 Low-involvement product category RPII scale 

In the low-involvement product category the mean for the RPII scale was 4,38 for the 

experimental condition and 4,33 for the control group. The standard deviation was 1,26 for the 

experimental condition and 0,73 for the control group.  

Figure 7 shows the error bar graph for both means and serve as a graphical representation of 

uncertainty in the measurements. The intervals show what the true mean could be with a 95% 

confidence level. The larger interval size in the experimental condition can mostly be explained 

with the smaller sampling size.  

 

 

Figure 7. Error bar graph for the RPII scale for the low-involvement product category. 

The mean is lower for the control group which reports a greater involvement for that condition, 

which does not support the H1 research hypothesis. 
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4.3.1.2 High-involvement product category RPII scale 

In the high-involvement product category the mean for the RPII scale was 4,11 for the 

experimental condition and 4,06 for the control group. The standard deviation was 1,07 for the 

experimental condition and 0,78 for the control group.  

 

 

Figure 8. Error bar graph for the RPII scale for the high-involvement product category. 

Like for the low-involvement product category, the mean for the control group is lower and 

therefore the H2 research hypothesis is not supported by the results. 
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4.3.1.3 Low-involvement product category brand attribute beliefs 

In the low-involvement product category the mean for brand attribute beliefs was 3,56 for the 

experimental condition and 3,72 for the control group. The standard deviation was 1,88 for the 

experimental condition and 1,74 for the control group.  

 

 

Figure 9. Error bar graph for brand attribute beliefs for the low-involvement product category. 

Results show that participants in the control group had more brand attribute beliefs than the 

experimental condition and therefore the H3 research hypothesis is not supported. 
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4.3.1.4 High-involvement product category brand attribute beliefs 

In the high-involvement product category the mean for brand attribute beliefs was 4,22 for the 

experimental condition and 3,5614 for the control group. The standard deviation was 2,05 for the 

experimental condition and 1,37 for the control group.  

 

 

Figure 10. Error bar graph for brand attribute beliefs for the high-involvement product category. 

The difference in means is in the right direction according to the H4 research hypothesis and the 

statistical significance of the difference will be examined with a statistical analysis. 
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4.3.2 Independent samples t-test 

Statistical analysis of whether there was a significant difference between means was performed 

with independent samples t-tests in SPSS. The results of the analysis from SPSS are found in 

Appendix B.  

  
Experimental 

condition (M) 
Control group (M) p-value 

Low-involvement 

product category 

Involvement 4,38 4,33 0,027 

Brand attribute 

beliefs 
3,56 3,71 0,600 

High-involvement 

product category 

Involvement 4,11 4,06 0,066 

Brand attribute 

beliefs 
4,22 3,56 0,133 

Figure 11. Index table for averages and p-values. 

In the low-involvement product category for the RPII scale the difference between the 

experimental condition (M = 4,38, SD = 1,26) and the control group (M = 4,33, SD = 0,73) was 

examined. The independent samples t-test showed F(1,27) = 5,455, t(27) = 0,125, p = 0,027. This 

shows statistical significance in the difference between the means. However, the difference 

between means is not in accordance to the hypothesized relationship. This will be addressed in 

the discussion chapter. 

In the high-involvement product category for the RPII scale the difference between the 

experimental condition (M = 4,11, SD = 1,07) and the control group (M = 4,06, SD = 0,78) was 

examined. The independent samples t-test showed F(1,26) = 3,693, t(26) = 0,130, p = 0,066. The 

analysis does not show significant difference between the means at a 95% confidence level. 

In the low-involvement product category for brand attribute beliefs the difference between the 

experimental condition (M = 3,56, SD = 1,88) and the control group (M = 3,71, SD = 1,74) was 

examined. The independent samples t-test showed F(1,27) = 0,282, t(27) = -0,225, p = 0,600. 

This shows that there was not a significant difference measured between the means. 
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In the high-involvement product category for brand attribute beliefs the difference between the 

experimental condition (M = 4,22, SD = 2,05) and the control group (M = 3,56, SD = 1,37) was 

examined. The independent samples t-test showed F(1,26) = 2,412, t(26) = 1,013, p = 0,133. 

Although the difference in means is in the right direction according to the research hypothesis 

the analysis does not show a statistically significant difference between the means. This is 

largely due to the high standard deviation of the experimental condition.  
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Figure 12. Distribution of brand attribute beliefs for the high-involvement product category. 

Figure 12 shows the distribution of brand attribute beliefs for both conditions. To adjust for 

different number of respondents between groups, the statistics are put forth as the percentage of 

answers from each condition. The Figure shows that the highest numbers of brand attribute 

beliefs are found in the experimental condition and the third of the respondents had six or seven 

beliefs. However the most frequent number of beliefs in the experimental condition was three, 

while it was four for the control group. This results in a high standard deviation, and while it is 

the largest difference in means in the experiment, makes the difference not statistically 

significant for such a small sample. 
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4.4 Discussion 

In the experiment there was no condition where the experimental group scored higher than the 

control group with a statistical significance. Therefore it is not possible to say from the results 

that action-based advertising had an effect on attitude formations. It was predicted that the 

behaviour would affect attitudes according to self-perception theory. The theory postulates that 

individuals come to know their own attitudes and emotions by inferring them from their own 

overt behaviour (Bem D. J., 1972). For this process to take place the individual must see the 

behaviour stemming from an internal motivation rather than controlling aspects of the 

environment. As was previously mentioned, it was possible that the experimental setting could 

serve as a discounting factor to internal motivations and the behaviour would then not be 

attributed to the participants themselves. 

During the experiment it was evident that the environment was problematic and would likely 

affect the results. The behaviour was designed to be chosen of the participants’ own volition, be 

easy to perform and connect the brand to their own lives. However, many of the participants had 

difficulties performing the behaviour, such as thinking of elements for the product, or lack of 

volition for performing it. For example, one participant said he chose to design a product for Oh 

Henry! as in the introduction it said it was from Nestlé and the participant had a negative attitude 

towards that brand and wanted his chocolate bar not to be produced from cacao beans picked by 

children. Another participant chose to behave towards Oh Henry! because the logo was yellow, 

which looked cheap and he wanted his chocolate bar to have a different colour and look more 

luxurious. When the participant was probed whether he had more ideas for the product he could 

not think of anything else. It is highly unlikely that these examples of behaviours would affect 

attitudes according to self-perception theory. As it seems that the participants had a negative 

attitude towards the brand before they performed the behaviour it is unlikely to stem from their 

internal motivation. This is however a likely explanation as to why there was a significantly 

higher involvement in the control group for the low-involvement product category. 

It was true for the majority of participants that they had difficulties thinking of ideas for how to 

design a new product. This was not discovered in the pilot study as the participant in the 

experimental condition there had no problem with performing it. This is however a limitation to 

the study as the motivation and ability to perform the behaviour is important for it to have an 
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effect on attitudes. When individuals have difficulties performing a behaviour it is clear that they 

are not motivated and/or have the ability to do it, which makes it unlikelier that they attribute that 

behaviour to themselves. In the paper Behavior change, action-based advertising was compared 

to passive communication where the behaviour was to create an advertising idea for a charity. 

The condition where participants performed the behaviour donated the highest amount to the 

charity. The study was performed at an Australian media and marketing conference (Ferrier, 

2012) which makes it likely that those participants had a high motivation and ability to perform 

the behaviour and therefore have an effect on their attitudes toward the charity. The sampling 

group for this research had no inherent motivation or ability to design a product other than think 

of something connected to themselves and what they would like to consume. When the 

behaviour was designed this was considered to facilitate enough motivation for the participants, 

but during the experiment it was apparent that the behaviour was too complicated. 

Although it is not possible to state from the results of this experiment that action-based 

advertising has an effect on attitudes, it is not possible to say that it does not work either. What is 

possible to take from this research is that when an individual is not motivated to perform a 

behaviour it does not affect his attitudes. This is an important insight for example for social 

media marketing practices. It has been postulated that as social media are inherently action-based 

it is more effective in changing minds than traditional communication (Brodmerkel & Carah, 

2013). While it is possible that actions performed within social media can affect attitudes, it is 

clear that the setting includes a lot of discounting cues. These factors can be possible rewards for 

acting or lack of volition where the individual does not see action within a virtual setting as 

“real” behaviour. This leads to the individual not attributing the behaviour to themselves and 

thereby not causing a change in his attitudes.  

The behaviour for this experimented was designed in the way that participants were to mention 

cognitive elements about an imagined product. The behaviour proved easier for individuals to 

perform in the high-involvement product category. This shows both in the higher average for 

brand attribute beliefs for high-involvement products and in the researcher’s observation of how 

it was easier for participants to think of things related to cars than chocolate bars. This is in 

accordance to theory as high-involvement products have more perceived risk and therefore 

individuals realize more cognitive elements about those products. Individuals are likelier to use 

mental energy on deciding their preference on specific characteristics of a high-involvement 
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product such as a car than a low-involvement such as a chocolate bar (Zaichkowsky, 1985). As 

the largest difference between means in the experiment was for brand attribute beliefs in the 

high-involvement product category, it is probable that acting towards a brand facilitates learning 

of attributes or cognitive elements. It is therefore advisable that when designing a behaviour for 

action-based advertising for high-involvement products that it connects to brand attributes that 

are in connection to the brands differentiation and those that are important to the target group 

when faced with a buying decision. 

The difference was not found for brand attribute beliefs for the low-involvement product 

category. Then in the same regard when designing a behaviour for action-based advertising for 

low-involvement products it should not necessarily focus on specific brand attributes, but rather 

connect it to an affect. Individuals are unlikelier to spend mental energy on deciding what 

attributes they prefer and which brand possesses what attribute for low-involvement products. 

Therefore it is prudent to simplify the message to an affect which facilitates bottom-up 

information processing where individuals do not need to spend as much mental capacity to 

understand the message.  

It is then advisable that when designing a behaviour for low-involvement products that it 

incorporates the consumption or trial of the product in some way. This is done so that it is 

likelier that there develops a bridging experience between the individual and the brand when 

there is less reason to use cognitive ability to detect specific brand characteristics. According to 

the theories of Ehrenberg and Krugman, adding an aspect of trial of the product would increase 

involvement and the number of brand attribute beliefs. Low-involvement products also offer the 

possibility of trial due to the inexpensiveness of the products, while it is more difficult to do so 

with high-involvement products. A good example of action-based advertising for a low-

involvement product that incorporates trial is the Milka Last square campaign. The campaign 

was for the Milka chocolate bar and ran in France. The chocolate bar was changed in the way 

that one piece of it was missing, while it weighed the same. Inside the wrapper was a code which 

people could enter on a website to either receive the last piece through mail or send it to 

somebody else with a personalized message. The tagline of the campaign read ‘Dare to be 

tender’ and it is assumed that the campaign was intended to communicate a brand association of 

tenderness. This fits well with the strategy of communicating a simple affect for low-

involvement products and doing so by incorporating consumption of the product.  
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In the same regard the campaign TakeCPH from Nike is a good example for high-involvement 

products . The campaign revolved around getting people from the eight boroughs of Copenhagen 

to see individuals from what borough could run the most kilometres in a 60 day period.  Nike 

hosted the competition, but consumption of the product was not an inherent part of the campaign. 

It is assumed that the campaign communicates brand associations of athletic performance and 

competition. These are more complex brand attribute beliefs as it likelier that people are more 

driven to detect brand characteristics of highly priced sportswear than a chocolate bar.  

It is assumed that action-based advertising is comparable to traditional communication in the 

way that the same principles exist within both types of marketing communications. Individuals 

must be motivated to comprehend the message and different principles exist for different product 

categories. Both aim to have an effect on attitudes, which ultimately ends in a purchase of a 

product or service. In the literature review, action-based advertising was categorized as a 

behavioural influence strategy rather than a persuasive strategy. Both are designed to drive 

behaviour; persuasive strategies do that by influencing cognitive precursors before the behaviour 

while behavioural influence strategies alter behaviour directly. As it is assumed that action-based 

advertising should alter behaviour directly but still have an impact on attitudes, the phenomenon 

could be described as a crossover between the two strategies. Action-based advertising does not 

possess the same promotional aspect of behavioural influence strategies such as making a small 

purchase anticipating a larger one or approving of a small request facilitates the approval of a 

subsequent larger one. Those methods are not intended to be a driver of building customer based 

brand equity as traditional marketing communications aims to do, and as action-based 

advertising should do as well. However, action-based advertising does by nature change 

behaviour, and by doing so intends to affect cognitive precursors. Whether it can drive 

subsequent behaviour in terms of purchase remains to be seen, but according to theory there is 

good indication that it can. 

The behaviour in action-based advertising should therefore be designed in such a way that it 

communicates a certain message for the brand. It should not be used solely as a behavioural 

influence strategy to alter behaviour, but also to persuade the target group of certain brand 

characteristics. The message should convey brand associations that result in differentiation of the 

brand and its competitive advantage. This way it engages the consumers, creates a connection 

between them and the brand and builds customer based brand equity. 
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4.5 Managerial implications 

In the discussion chapter it was established that action-based advertising adheres to the same 

principles as traditional marketing communications. This experiment researched both high- and 

low-involvement product categories and the researcher makes the assumption from data and 

from participants’ responses that there exists a difference between degrees of involvement of 

product categories in the ease and motivation of performing a behaviour as well as its effect on 

attitude formations. The managerial implications should therefore not be much different to those 

of passive communication. However, the two types of communication are in its nature different 

and therefore there exist nuances between them and for what classifications of brands each is the 

most appropriate. 

Future research will be able to further differentiate between different product categories and its 

managerial implications. For example there could lay a difference between transformational and 

informational products. Transformational products being those where the motivation driving 

behaviour in the category are positively motivated need (i.e. sensory gratification and social 

approval) and informational are driven by a negatively motivated need (i.e. problem solution or 

problem avoidance) (Percy & Elliott, 2008). 

Although it is difficult to generalize from this study it is assumed from theory that action-based 

advertising should be especially applicable to two classifications of brands.  

First are those brands that the target group has a favourable attitude towards, but have a low 

behavioural enactment. In the literature review it was mentioned that a good example of these 

types of brands are charities as most people are favourable towards them but only few take 

action. It is possible then that action-based advertising acts as an energizing force on the 

behaviour by altering behaviour directly as well as a strengthening existing brand associations. 

An example of this class of brands in the consumer market is those in the mature stage in the 

product life cycle. These types of brands can experience declining sales due to lack of relevance, 

while not facing a brand image crisis. Then action-based advertising can be used to attempt to 

affect subsequent purchase behaviour by creating an act towards the brand that the target group 

is motivated to perform. 

Second are brands that the target group have a neutral or slightly favourable attitude towards and 

a few number of brand attribute beliefs of. These brands are typically those that are new on the 
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market and are in the introductory stage of the product life cycle. The objective of using action-

based advertising would then be to create a bridging experience between the individual and the 

brand, where there has been no or little connection before. This would then according to theory 

create new associations to the brand and make it likelier that subsequent behaviour results in 

purchase where there has not been behavioural enactment before. 

This does not mean however that action-based advertising is restricted to these classifications of 

brands, but it is assumed that the method is particularly applicable for them. Action-based 

advertising can also be used integratively with other types of communications when managing 

marketing communications. This has not been addressed in this thesis in order to explore action-

based advertising separately, but assuming the same principles are in effect they could be used to 

get the same brand message across. The outcome of the two methods of communication 

combined could then become greater than the sum of its parts. 

4.6 Future studies 

A large part of the potential of action-based advertising seems to lie within its hypothesized 

ability to serve as an energizing force on subsequent behaviour. As was previously mentioned 

this study did not investigate the relationship of a designed behaviour on a subsequent 

purchasing or consumption behaviour. Although previous studies within self-perception theory 

have used attitude measurements as a dependent variable, there are important benefits of taking a 

more “radical” behaviourist approach to researching action-based advertising. One is that it 

allows for the research to take place in a real-life setting, where the motivation of individuals 

performing the behaviour is likelier to stem from themselves. Another is that it is not necessary 

to probe participants of their attitudes, but rather derive them from their previous learning history 

and provide statistical data that shows whether action-based advertising has an effect on 

subsequent behaviour. It should be in the interest of those researching the phenomenon that this 

relationship is evident. It has been said that advertising research is often a good tool to solve 

problems within social psychology due to the convenient measurement of overt behaviour 

through sales (Palda, 1964). Attitude measurements such as involvement and brand attribute 

beliefs could be used as post-study measurements, for example for comparing those who 

engaged in the subsequent behaviour to those who did not.  
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Dr. BJ Fogg founded the Persuasive technology lab at Stanford University. He has studied 

behaviour change and he has put his ideas in the Fogg Behavioural Model (FBM) (Fogg, n.d.). 

The model is supposed to identify what components are needed to get individuals to change their 

behaviour and organize psychological literature to help academics understand behaviour change 

better (Ibid). The model has three principal elements of driving behaviour change; motivation, 

ability and triggers (Ibid). Motivation refers to the three core motivators who have two sides 

each; sensation (pleasure/pain), anticipation (hope/fear) and social cohesion (social 

acceptance/social rejection) (Fogg, n.d.). Ability refers to how easy it is for individuals to 

perform the behaviour and how to simplify it (Fogg, n.d.). Triggers are tools to make individuals 

perform the target behaviour, they can be i.e. a cue, request and call to action (Fogg, n.d.). The 

design of a behaviour, how to drive, simplify and trigger it was not a subject of this thesis but the 

study shows that motivation and ease of the behaviour is an important factor when it comes the 

behaviour affecting attitudes. It is also a vital part of self-perception theory that the initial 

behaviour stems from the individual‘s internal motivation, which fits well with Fogg‘s model. 

Future studies should therefore investigate how effective various types of motivations are and in 

what situations they are the most effective. That includes for different types of brands and across 

different types of people. 

Further studies should also account for different types of products and brands. In this study there 

was made a distinction between high- and low-involvement product categories. This should be 

taken further with future studies and suggestions have been made for research of 

transformational and informational product categories, which have varying underlying 

motivations that drive behaviour in the category. It has also been pointed out that brands in the 

introductory and maturity stage of the product life cycle may be especially applicable for action-

based advertising. Therefore future studies could explore the applicability of action-based 

advertising between various life stages of brands. 
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5 Conclusion 

To conclude the thesis the findings will be summarized and put into context with previous 

chapters where it is relevant. 

Results of the research could not reject any of the null hypotheses. This means that the findings 

cannot assert that action-based advertising has an effect on attitude formations. However, self-

perception theory proved a good analytical tool for investigating the phenomenon of action-

based advertising. The theory provided an explanation as to why the experiment could not prove 

the research hypotheses as participants showed a lack of internal motivation to perform the 

behaviour. This could also be anticipated with cognitive dissonance theory as it postulates that a 

behaviour is dissonance inducing only when it is of the individual’s own volition, commitment to 

it is irrevocable and bears importance to the self-concept. Self-perception theory is however 

considered to be more appropriate as it characterizes attitude change phenomena in the context of 

attitude-congruent behaviour while cognitive dissonance does so in the context of attitude-

discrepant behaviour. The two theories need not be competing theories in the sense that one is 

more correct than the other, but should rather be complementary to each other in their own 

specialized domain (Fazio, Zanna, & Cooper, 1977). Cognitive dissonance could be used for 

action-based advertising campaigns that aim to change behaviour where individuals have two 

discrepant cognitions, such as stopping people from texting and driving or getting people to stop 

smoking.  

It was assumed from carrying out the experiment that action-based advertising adhere to the 

same principles as traditional marketing communications when it comes to differences between 

product categories. It was therefore recommended that different emphases are put on campaigns 

for high- and low-involvement product categories. An emphasis should be put on trial and 

consumption of the product among the behaviour for the low-involvement product category as 

well as the message being connected to an affect and simpler brand characteristics. As 

individuals are likelier to realize preferences for specific characteristics for high-involvement 

products, the message should convey more complex brand characteristics for that product 

category. 

Action-based advertising was explored as a behavioural influence strategy by measuring the 

effect on altering behaviour directly, as opposed to a persuasive strategy where behaviour is 
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modified by influencing its cognitive precursors. It was concluded that action-based advertising 

is a type of crossover between these two strategies. Action-based advertising does aim to alter 

behaviour directly, but is still advertising in the way that it should affect cognitive precursors to a 

subsequent behaviour. It does not possess the promotional aspects of behavioural influence 

strategies. As the research showed it is vital that the behaviour stems from the individual’s 

internal motivations and should therefore not be forced as in the “foot-in-the-door” technique. In 

the same fashion action-based advertising possesses elements from both cognitive behavioural 

psychology and psycho-analytic psychology, but not only the former as was mentioned in the 

introduction.  While a desired behaviour is influenced which results in attitude change, it is 

useful to probe for deeper insights from consumers to see what motivates them to behave in the 

product category. Deeper understanding of those motivations can be used to design behaviour 

and deliver a message with that associates characteristics with the brand that resonate with the 

target group that performs the behaviour. 

Due to the nature of the phenomenon, research of action-based advertising is more suitable as the 

effect of one behaviour on another. The “radical” behaviourist method of research offers both the 

potential to see whether there is a relationship between a behaviour under action-based 

advertising and a subsequent purchase behaviour as well as having the potential of a real-life 

research setting free from discounting cues. 

While action-based advertising has not proved to be effective empirically, different types of 

theory postulate that action can be a powerful catalyst for both attitudes and behaviour. 

Therefore action-based advertising should be further explored, tested and used. This thesis has 

built a theoretical framework for future studies as well as offered possible directions those 

studies can take. Action-based advertising appears to encompass different sides of many 

dichotomies. Whether it is cognitive behavioural psychology and psycho-analytic psychology, 

behavioural influence strategies and persuasive strategies or promotion and advertising, the 

phenomenon contains elements and strengths from each side of those opposites. 

The controversy between which comes first, attitudes or behaviour, will not be resolved with 

action-based advertising. It does however offer a different type of marketing communications to 

the traditional and passive form. With development in technology this option is more relevant 

than ever and combined with different ways of communication, action-based advertising can be a 
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part of an integrated communication plan that encompasses a two-way stream of information 

between an individual and a brand.  
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7 Appendix A: Experiment 

7.1 Revised personal involvement inventory (RPII) scale 

 

For me the advertisement for (100 grand/3 musketeers/Oh Henry!/SEAT/Dacia/Vauxhall) 

shows something that is: 

 (Please circle the appropriate number.)  

Important --  1 -- 2 -- 3 -- 4 -- 5 -- 6 -- 7 -- Unimportant 

Boring -- 1 -- 2 -- 3 -- 4 -- 5 -- 6 -- 7 -- Interesting 

Relevant -- 1 -- 2 -- 3 -- 4 -- 5 -- 6 -- 7 -- Irrelevant 

Exciting -- 1 -- 2 -- 3 -- 4 -- 5 -- 6 -- 7 -- Unexciting 

Means nothing to me -- 1 -- 2 -- 3 -- 4 -- 5 -- 6 -- 7 -- Means a lot to me 

Appealing -- 1 -- 2 -- 3 -- 4 -- 5 -- 6 -- 7 -- Unappealing 

Fascinating -- 1 -- 2 -- 3 -- 4 -- 5 -- 6 -- 7 -- Mundane 

Worthless -- 1 -- 2 -- 3 -- 4 -- 5 -- 6 -- 7 -- Valuable 

Involving -- 1 -- 2 -- 3 -- 4 -- 5 -- 6 -- 7 -- Uninvolving 

Not needed -- 1 -- 2 -- 3 -- 4 -- 5 -- 6 -- 7 -- Needed 
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7.2 Brand attribute beliefs high-involvement product category 

 

What brand/brands do you think fits under each description?  

(It is possible to mark one, two, all or none. Please cross in the appropriate circle.) 

 

 SEAT Vauxhall Dacia 

Fuel-efficient    

Fast    

Technical    

Enjoyable    

Liberating    

Safe    

Good quality    

Good value for 

money 
   

Easy to control    

Used by young 

people 
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7.3 Brand attribute beliefs low-involvement product category 

 

What brand/brands do you think fits under each description?  

(It is possible to mark one, two, all or none. Please cross in the appropriate circle.) 

 

 100 grand bar 3 musketeers Oh Henry! 

Delicious    

Soft    

Crispy    

Entertaining    

Funny    

Good quality    

Good value for 

money 
   

Good texture    

Good for when 

I’m hungry 
   

Nutritious    
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7.4 Brand description high-involvement product category  

 

The product category I am looking at is cars. They are all in the same price range or about 1.7 

million ISK. The brands are SEAT, Dacia og Vauxhall. 

 

Here is a short description of each brand: 

SEAT is a car manufacturer from Spain. The company was founded in 1950. It is owned by 

Volkswagen Group. 

Dacia is a car manufacturer from Romania. The company was founded in 1966. It is owned by 

Renault. 

Vauxhall is a car manufacturer from England. The company was founded in 1857. It is owned by 

General Motors.  

 

7.5 Brand description low-involvement product category  

 

The product category I am looking at is chocolate bars. They are all in the same price range or 

about 150 ISK a piece. The brands are 100 grand bar, 3 musketeers og Oh Henry! 

 

Here is a short description of each brand: 

100 grand bar is a chocolate bar with chocolate, caramel and crisped rice. The chocolate is from 

Nestlé and was created after a series of successful game shows. 

3 musketeers is a chocolate-covered fluffy whipped chocolate bar. The chocolate is from Mars 

and was introduced to the market in the year 1932. 

Oh Henry! is a chocolate bar with nuts, caramel and cream covered with chocolate. It came to 

the market in 1920 and is produced by Williamson candy company. 
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7.6 Branded papers 
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8 Appendix B: Statistical analysis 

8.1 Frequencies 

 

 

 

 

 

Descriptive Statistics 

 N Minimum Maximum Mean Std. Deviation Variance 

LoABA 9 2,70 6,30 4,3778 1,25676 1,579 

HiABA 9 2,70 5,40 4,1111 1,07290 1,151 

LoBase 20 2,70 6,13 4,3317 ,72560 ,526 

HiBase 19 2,20 6,07 4,0649 ,78122 ,610 

LoAttrBase 20 1,00 7,33 3,7167 1,74139 3,032 

HiAttrBase 19 1,00 6,00 3,5614 1,37460 1,890 

LoAttrABA 9 1,00 7,00 3,5556 1,87824 3,528 

HiAttrABA 9 1,00 7,00 4,2222 2,04803 4,194 

Valid N (listwise) 9 
     

 

 

  

Statistics 

 LoAttrBase LoAttrABA HiAttrBase HiAttrABA LoBase LoABA HiBase HiABA 

N 

Valid 20 9 19 9 20 9 19 9 

Missing 0 11 1 11 0 11 1 11 

Mean 3,7167 3,5556 3,5614 4,2222 4,3317 4,3778 4,0649 4,1111 

Median 3,3333 3,0000 3,6667 4,0000 4,3667 4,1000 4,1000 4,0000 

Std. Deviation 1,74139 1,87824 1,37460 2,04803 ,72560 1,25676 ,78122 1,07290 

Variance 3,032 3,528 1,890 4,194 ,526 1,579 ,610 1,151 

Skewness 1,047 ,544 -,364 ,178 ,241 ,390 ,191 -,003 

Std. Error of Skewness ,512 ,717 ,524 ,717 ,512 ,717 ,524 ,717 

Kurtosis ,713 -,180 -,118 -,863 1,676 -,942 2,726 -1,849 

Std. Error of Kurtosis ,992 1,400 1,014 1,400 ,992 1,400 1,014 1,400 

Minimum 1,00 1,00 1,00 1,00 2,70 2,70 2,20 2,70 

Maximum 7,33 7,00 6,00 7,00 6,13 6,30 6,07 5,40 
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8.1.1 Brand attribute beliefs low-involvement product category 

8.1.1.1 Control group 

 

LoAttrBase 

 Frequency Percent Valid Percent Cumulative Percent 

Valid 

1,00 1 5,0 5,0 5,0 

1,67 1 5,0 5,0 10,0 

2,33 2 10,0 10,0 20,0 

2,67 1 5,0 5,0 25,0 

3,00 4 20,0 20,0 45,0 

3,33 3 15,0 15,0 60,0 

3,67 2 10,0 10,0 70,0 

4,33 2 10,0 10,0 80,0 

4,67 1 5,0 5,0 85,0 

7,00 1 5,0 5,0 90,0 

7,33 2 10,0 10,0 100,0 

Total 20 100,0 100,0 
 

 

 

8.1.1.2 Experimental condition 

LoAttrABA 

 Frequency Percent Valid Percent Cumulative Percent 

Valid 

1,00 1 5,0 11,1 11,1 

2,00 2 10,0 22,2 33,3 

3,00 2 10,0 22,2 55,6 

4,00 1 5,0 11,1 66,7 

5,00 2 10,0 22,2 88,9 

7,00 1 5,0 11,1 100,0 

Total 9 45,0 100,0 
 

Missing System 11 55,0 
  

Total 20 100,0 
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8.1.2 Brand attribute beliefs high-involvement product category 

8.1.2.1 Control group 

 

HiAttrBase 

 Frequency Percent Valid Percent Cumulative Percent 

Valid 

1,00 2 10,0 10,5 10,5 

1,67 1 5,0 5,3 15,8 

2,33 1 5,0 5,3 21,1 

2,67 1 5,0 5,3 26,3 

3,33 3 15,0 15,8 42,1 

3,67 2 10,0 10,5 52,6 

4,00 4 20,0 21,1 73,7 

4,33 1 5,0 5,3 78,9 

4,67 1 5,0 5,3 84,2 

5,33 2 10,0 10,5 94,7 

6,00 1 5,0 5,3 100,0 

Total 19 95,0 100,0 
 

Missing System 1 5,0 
  

Total 20 100,0 
  

 

8.1.2.2 Experimental condition 

 

HiAttrABA 

 Frequency Percent Valid Percent Cumulative Percent 

Valid 

1,00 1 5,0 11,1 11,1 

3,00 3 15,0 33,3 44,4 

4,00 2 10,0 22,2 66,7 

6,00 1 5,0 11,1 77,8 

7,00 2 10,0 22,2 100,0 

Total 9 45,0 100,0 
 

Missing System 11 55,0 
  

Total 20 100,0 
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8.1.3 Revised personal involvement inventory (RPII) scale low-involvement category 

8.1.3.1 Control group 

 

LoBase 

 Frequency Percent Valid Percent Cumulative Percent 

Valid 

2,70 1 5,0 5,0 5,0 

3,53 2 10,0 10,0 15,0 

3,70 1 5,0 5,0 20,0 

3,77 1 5,0 5,0 25,0 

4,03 1 5,0 5,0 30,0 

4,20 1 5,0 5,0 35,0 

4,27 2 10,0 10,0 45,0 

4,30 1 5,0 5,0 50,0 

4,43 2 10,0 10,0 60,0 

4,50 3 15,0 15,0 75,0 

4,53 1 5,0 5,0 80,0 

4,93 1 5,0 5,0 85,0 

5,07 1 5,0 5,0 90,0 

5,30 1 5,0 5,0 95,0 

6,13 1 5,0 5,0 100,0 

Total 20 100,0 100,0 
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8.1.3.2 Experimental condition 

LoABA 

 Frequency Percent Valid Percent Cumulative Percent 

Valid 

2,70 1 5,0 11,1 11,1 

3,10 1 5,0 11,1 22,2 

3,50 1 5,0 11,1 33,3 

3,90 1 5,0 11,1 44,4 

4,10 1 5,0 11,1 55,6 

4,80 1 5,0 11,1 66,7 

4,90 1 5,0 11,1 77,8 

6,10 1 5,0 11,1 88,9 

6,30 1 5,0 11,1 100,0 

Total 9 45,0 100,0 
 

Missing System 11 55,0 
  

Total 20 100,0 
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8.1.4 Revised personal involvement inventory (RPII) scale high-involvement category 

8.1.4.1 Control group 

HiBase 

 Frequency Percent Valid Percent Cumulative Percent 

Valid 

2,20 1 5,0 5,3 5,3 

3,23 1 5,0 5,3 10,5 

3,30 1 5,0 5,3 15,8 

3,40 1 5,0 5,3 21,1 

3,77 1 5,0 5,3 26,3 

3,93 1 5,0 5,3 31,6 

3,97 1 5,0 5,3 36,8 

4,03 2 10,0 10,5 47,4 

4,10 2 10,0 10,5 57,9 

4,17 1 5,0 5,3 63,2 

4,20 2 10,0 10,5 73,7 

4,23 1 5,0 5,3 78,9 

4,53 1 5,0 5,3 84,2 

4,77 1 5,0 5,3 89,5 

5,00 1 5,0 5,3 94,7 

6,07 1 5,0 5,3 100,0 

Total 19 95,0 100,0 
 

Missing System 1 5,0 
  

Total 20 100,0 
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8.1.4.2 Experimental condition 

HiABA 

 Frequency Percent Valid Percent Cumulative Percent 

Valid 

2,70 1 5,0 11,1 11,1 

2,90 1 5,0 11,1 22,2 

3,20 1 5,0 11,1 33,3 

3,60 1 5,0 11,1 44,4 

4,00 1 5,0 11,1 55,6 

4,70 1 5,0 11,1 66,7 

5,10 1 5,0 11,1 77,8 

5,40 2 10,0 22,2 100,0 

Total 9 45,0 100,0 
 

Missing System 11 55,0 
  

Total 20 100,0 
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8.2 Independent samples t-test 

 

Group Statistics 

 
Group N Mean Std. Deviation Std. Error Mean 

HiBeliefs 

Experimental condition 9 4,2222 2,04803 ,68268 

Control group 19 3,5614 1,37460 ,31536 

LoRPII 
Experimental condition 9 4,3778 1,25676 ,41892 

Control group 20 4,3317 ,72560 ,16225 

HiRPII 
Experimental condition 9 4,1111 1,07290 ,35763 

Control group 19 4,0649 ,78122 ,17922 

LoBeliefs 

Experimental condition 9 3,5556 1,87824 ,62608 

Control group 20 3,7167 1,74139 ,38939 

 

Independent Samples Test 

 Levene's Test for Equality of Variances t-test for Equality of Means 

F Sig. t df Sig. (2-tailed) Mean Difference Std. Error Difference 95% Confidence Interval of the Difference 

Lower Upper 

HiBeliefs 

Equal variances assumed 2,412 ,133 1,013 26 ,320 ,66082 ,65232 -,68005 2,00169 

Equal variances not assumed 
  

,879 11,545 ,397 ,66082 ,75200 -,98483 2,30647 

LoRPII 
Equal variances assumed 5,455 ,027 ,125 27 ,901 ,04611 ,36754 -,70802 ,80025 

Equal variances not assumed 
  

,103 10,481 ,920 ,04611 ,44924 -,94867 1,04090 

HiRPII 
Equal variances assumed 3,693 ,066 ,130 26 ,898 ,04620 ,35662 -,68685 ,77925 

Equal variances not assumed 
  

,115 12,181 ,910 ,04620 ,40003 -,82395 ,91635 

LoBeliefs 

Equal variances assumed ,282 ,600 -,225 27 ,824 -,16111 ,71569 -1,62958 1,30736 

Equal variances not assumed 
  

-,219 14,474 ,830 -,16111 ,73729 -1,73760 1,41537 

 


