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help during the creation of this thesis, as welimsparents for their support and everlasting

encouragement to do more.

Alexander Voorhorst
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Executive summary

Baby boomers have unintentionally disrupted marketshe past, for example the labor
market (Welch, 1979) and the housing market (Man&id Weil, 1989). Now the baby
boomers have reached the age where the first drsngeand they are at the point of age
where disruption of the market could is part topg&pagain. Baby boomers have more time
and more money to spend than any other generatioohkin, 1999; Nyren, 2005 and US
Census Bureau, 2008). With advertising agenciesvarthgers ignoring this segment (Nyren,
2005), | believe that these agencies and managermiasing out a great opportunity to enter

this market strategically and profit from it. Théswhere this study connects.

Baby boomers are becoming the new elderly, butlveilmore modern (using laptops, mobile-
and smart phones). | believe that baby boomersldhme seen as a new type of elderly,
modern elderlyas this study calls them. Where current thewsiate that elderly are cranky

and senile (Nasser, 1988), modern elderly willlmat

To invalidate current theories stating elderly ® dranky, senile and are associated with
negative images (e.g. Nasser, 1988; Kite and Johrk@B88), this study will examine the
attitude and purchase intention of baby boomerscamcent elderly, to look for differences.
This study consists of three factofayorability, credibility (together attitude) angurchase
intention To address specifically the baby boomers andlgld®vo types of advertisements
are developed. A regular (emotional meaning) atarrtent, as one could find in magazines,
focusing on the product (avoiding negative emotiassociation). The regular advertisement
is more general and suited for elderly. The secahgertisement is a tailored advertisement

and contains more informational text (knowledgexed). The tailored advertisement focuses
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on ageing and could also be found in magazinesh Bdvertisements will show a shampoo

product and the same model, but visually differergge.

With these advertisements, baby boomers are expéxtehow a higher attitude towards the
tailored than to the regular advertisement. They aso expected to show a more positive
attitude towards both advertisements than eldeglgabse of their more modern life style.
Elderly are anticipated to score higher on attitmlethe regular advertisement than for the
tailored advertisement. This, because the tail@aeeertisement more focused on aging and
facts than the regular advertisement. Accordingruag and Carstensen (2003), knowledge
related facts are more preferred by younger peibyldy elderly. Because | expect the baby
boomers to react more positively to the tailoredeatisement, the baby boomers will have
higher purchase intention for the product in thieted advertisement than the product in the

regular advertisement.

Results show that the manipulation of the tailadsiertisement does not work as expected,
although some difference in the estimated age ef rttodel was found. The difference
between the two advertisements is marginal (t(1-38%6, p=0.06). The factors favorability,
credibility and purchase intention are appropriatethree form a reliable facton;{,=0.85,
acred=0.72 anda,i=0.88). Unexpected is that the attitude of babynb@ is not higher than
the elderly’s attitude (for all values apply, p>@).2

As for the evaluation, baby boomers evaluate fahbtg marginal higher (t(138)=1.43,
p=0.08) for the tailored advertisement and cremybishowed no significant difference
(t(111.79)=0.25, p>0.20). As expected, purchasentidn is perceived higher by the baby

boomers for the tailored advertisement than elddoly the tailored advertisement
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(t(138)=2.06, p=0.02). But purchase intention foe tparticipants in general is perceived
higher by elderly than by baby boomers, this idine with current theories (Greco, 1993;
Milliman and Erffmeyer, 1990). Expected was thaby&oomers prefer the product higher
than elderly because of the tailored advertiserseakpected to be perceived better by baby
boomers. Results show that the preference of bwhbaby boomers and the elderly in the
tailored advertisement is higher than the prefexefioc the regular advertisement, but only
partial. Product relevance is perceived only maigimgher, whereas willingness to try is

perceived highly significant and willingness to ko, see figure 1.1 for significance levels.

Further ~calculations show that bat £ —=— "= — W 135)=1.18, p=0.12
boomers’ favorability and credibility “Willlingness to try  t(113.96)=2.28, p=0.01

influence purchase intentiorup=0.38, _*illingness to buy t(138)=2 02, p=0.02
p=0.00; Bereabs=0.31, p=0.01). Where this i Figure 1.1: Significance levels factor
only significant for credibility by elderly purchase intention

(Bfave|d:0.14l, p>0.20ﬁcredei:o.47, pZOOO)

Concluding, results suggest that baby boomers doshow a significant higher positive

attitude or purchase intention for the tailored eatigement than for the conventional
advertisement. Therefore shampoo advertisementsaigeaddressed to baby boomers will
not affect them more positively then the currergutar advertisements as this study has
tested. Deriving this fact, current studies conicgyrelderly and their behavior cannot be
invalidated as thought to be outdated, in ordeexpect baby boomers to become different

elderly as we know them now.



Elderly did not react more negatively towards taitb advertisement than to the regular
advertisement. This could implicate for (marketinggnagers to broaden their focus-spectrum
and address baby boomers and elderly more tha(ntheketing) managers do now. This in

order to gain more market share and gain moretprofi
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1 Inducement

1.1 Short introduction

Obsolescence has become a point of interest itigsoéis well as for marketing managers and
organizations. Politicians are discussing how tselthe gap between baby boomers and the
next generation concerning the workforce. Managers organizations on the other hand are
looking for new opportunities to sell more prodydterease market share and profits and are

looking for creating and serving new markets betbegr competition.

Baby boomers have disrupted some markets befarexample in the US when they entered
the workforce between 1967 and 1975. The result Wees a dramatic drop of the average age
and the accompanied wage (Welch, 1979). This wikmanfed by a disruption in the housing
market. Between 1970 and 1980 the housing prices up to 32% in a single year (Mankiw
and Weil, 1989). These changes also accrued inuagpison, social programs and savings
(Bakshi and Chen, 1994). Just like these examalshijft in marketing focus is caused by the

growing number of aging baby boomers.

This paper will focus on a similar trend, soon fingt baby boomers are retiring and they will
have more time on their hands and money to spenfict, this generation has significantly
more monetary capital than any other generationciKm, 1999; Nyren, 2005 and US
Census Bureau, 2008). Research also found that reémes change their expenditure-
behavior which increases (Hopkins, Roster and Wdd&@84). This market could be an

interesting and profitable new market to servenfi@nagers and organizations.
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Advertising is an important part of modern busingsategies. Advertising expenditures have
a large positive influence on results of compari@sauvin and Hirschey, 1993). There is

room for development of more effective marketingatgigies especially for the approach of
the elderly (Oates, Shufeldt, Vaught, 1996). DeidgcChauvin’s and Hirschey’s and Oates et
al’'s research, this could suggest that investingnarketing specially addressed to elderly
could have positive influences on (marketing) ressubo by addressing baby boomers more
specifically than is currently done, better resfittismanagers and organizations is possible.
By “addressing specifically” | aim at advertiseneeathd commercials tailored solely for baby
boomers, unlike current advertisements designedaftwroader audience. The baby boom
segment does not get enough commercial attengbraldne specified focus (Green, 2003).
Advertising agencies are overlooking or delibesateit focusing on the baby boom audience
(Nyren, 2005). As Nyren (2005) states, changes @@ made on informing, for example

prescriptions for drug, discussions about retirememd advertisements. In other words,

advertisements can be made more appealing to mgteconsumers (Nyren, 2005).

In chapter two a literature review summarizes modard older papers and theories. This
chapter provides information on how theories usede, mainly before the baby boom
phenomenal. In this chapter, the reader will sest tiowadays the actual outline and
performance of the older population, in which bdlyomers are aging into, could have
changed over the years as well as the literatuleeading this segment. Because the behavior
and attitudes of baby boomers may have changeeliévie that by addressing the baby
boomers different will have a positive effect orsuks of companies, like Chauvin and

Hirschey state (1993). This chapter is followedchgpter three where the problem definition
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and hypotheses are outlined. With that as a foundhe research method and structure of
the study are explained followed by the resultshapter four and discussion and limitations
in chapter five.
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2 Theoretical background and literature review

2.1 Definition baby boomers, elderly and modern elderly

There are many definitions used for baby boomeosneSexamples are ‘leading-edge baby
boomers’ (Easterlin, Schaeffer and Macunovich, 19%&arly-baby boomers’ (Lusardi and
Mitchell, 2006) or ‘post-baby boomers’ (Blais, Gidgl, Nevitte and Nadeau, 2004). The
period of time too differs from author to authorg(ebetween 1946 and 1965 (Quine and
Carter, 2006), between 1946 and 1954 (Blais eR@04), between 1945 and late ‘60’s
(Easterlin, Schaeffer and Macunovich, 1993) antivben 1946 and 1964 (Gale, 1997)). The
majority of academic authors use people born betwkE®6 and 1964 like Gale (1997),
Santos and Cox (2000), Bouvier and De Vita (19910 ®ankiw and Weil (1989) use. For
this study, people born between 1946 and 1964bsillsed as age-criteria for baby boomers.

The purpose of the theoretical background andalitee review is to shortly summarize past
features on advertisements, marketing strategidsttaories on elderly and how previous
research dictates elderly should be viewed and ledndo avoid confusion, later in this
report, there are three terms that are importardefmarate. First there is the tef@derly’
which in this thesis is referred to as the eldpdpple (65+ years of age, so born before 1946,
US Census Bureau) as mentioned in theories and9épg. Nassar, 1988; Mills, 1972) with
accompanying traditional ‘elderly-behavior’, whigtill be addressed in chapter 2.2.2. The
second term i$%aby boomers’ ‘Baby boomers’ refer to people born between 1846 1964.
The third term ismodern elderly’ which is used to describe baby boomers that arterbeg

the new elderly of today and must be seen as diffgpeople as the ‘elderly’ as mentioned

14



above. This because of their modern way of thinking behaving, which | believe differs

from the‘elderly’ as mentioned in theories and papers.

2.2 Background findings

The initial setup for this research was that eldarke underrepresented in general advertising
(Peterson and Ross, 1997; Bradley and Longino, )2Q01d the attention of those
advertisements to the elderly should be increabbis. idea was fueled by some studies that
confirm the assumptions that older people appeamaller proportions in advertisements
than their proportion share of the population (Bndl Kuhn and Gardner, 1981; Gantz,
Walter, Gartenberg and Rainbow, 1980; Swayne aretd;r1993; Ursic, Ursic and Ursic,
1986). As the number of elderly increased overpidms years (Exter, 1990), it was anticipated
that the use of elderly in advertisements increasedbut it did not (Ursic et al, 1986). Next
to that, this segment is becoming more importacvnemical-wise: US statistics indicated
that in 1990, that this group has grown by 23% witen years, compared to 14% for the rest
of the US population (Milliman and Erffmeyer, 199®ecent research has confirmed this:
one out of eight Americans was elderly (in 20059 #mis will increase to 1:5 in 2030 (US
Census Bureau, 2010). In monetary terms, eldernye len annual income of $60,000 or
greater and this has grown 35% over the last de@@olehkin, 1999), compared to $46,000
national average (US Census Bureau, 2008). 77%edfinancial assets of all US households
are from people aged 55 years or older (Lazer, 1987the Netherlands these figures are
similar. The Dutch population exists of over 5.9limm baby boomers which is 35.70% of the
Dutch population (CBS, 2010).
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These facts endorse the initial setup for thisaeteto give recommendations for marketing

strategies and focus towards this segment.

2.3 Timely theories

2.3.1 Initial objectives of commercials and advertisemers

As World War Il ended and income rose, spending ggobbegan to increase. With this
change, consumer preference changed from utilitedr consumption to status-driven
consumption, which gradually became a more imporiaart of the overall consumer
spending (Mason, 1995). This meant that advertisésm@wards consumers had to change.
Between the 40’s and 60’s advertising aimed maatlyproduct recall by short musical
rhyming, phrases and jingles playing over and ¢@adman and Papson, 1994). During this
time, advertising can be described as a hegemtae ©f commodity culture during which
time “space outside the world of consumption” inekdy disappeared (Goldman and Papson,
1994). Later, the viewers belonging to the babynmba@®eneration, have also adopted stances
of indifference toward advertisements mode of asklreoth for purposes of negotiating the
meaning of ads and defending themselves (stakegtEal and belligerent viewers) towards
advertisement. In this period of time, literatuoe the supply-side was ample and there was
little to no attention to the demand preferencesconer preference and consumption (Mason,
1995). This meant that there was little to nondyamaof consumer behavior.

In the 60’s and 70’s advertisements became morelazed, streamlined and rationalized
formulas for assembling and delivering commoditgnsi repeatedly build on interpretative
procedures — abstraction, equivalency and reiboat{(Goldman and Wilson, 1983).

Summarizing, it can be stated that the general etagkvironment changed from a ‘sellers
16



power’ to a ‘consumers power market where the oorers became more active in the
buying-decision process. This change in the adartent-environment was very similar to
Goodyear’s conceptual model of brand evolution @99his model consists of six stages:
unbranded goods, brand as reference, brand asnpétgobrand as icon, brand as company
and brand as policy (Goodyear, 1996). Linking thislution towards the evolution of

advertisements after World War |II, advertising Hascome a more sophisticated and

substantiated technique over time.

2.3.2 Theories and literature about elderly

As advertising became a more explored and an acdedéynresearched area, new markets
and segments started to arise. Advertising ageratlepted these researches and created
specialized commercials and ads for several spgdalected target markets, mainly for the
greater part of the population at the time, thekivay force (age between 16 and 65 years). In
this part research and statements are summarizith wkplain why older people are under

presented in commercials.

Research has shown that elderly consumersetree processorsf information in making

product-related decisions (French and Crask, 1@nd) are in better physical- and mental
condition than any previous generation (Robinsoth @mphrey, 2006). Other research has
shown that elderly depend considerably on advengse for information and that 45% are
heavily influencedn their purchase decisions by advertisements7&8d switch brands and

experiment with new products (Milliman and Erffmey&990). So baby boomers which are
becoming the modern elderly, will be influenceddalvertisements, but why is there not more

attention paid to this segment?
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In the past, several brands actually attemptede&mh out and focus on this specific age
group, with consequences. H.J. Heinz developed -bad-like meals for the elderly but
failed, just like Johnson’s Affinity shampoo. Copyiers were to blame. At the time, the
copywriters were only 35 years and had troubleimgitds for the elderly-market, that market
was seen as cranky and senile (Nasser, 1988). thekiat, attitudes towards elderly were
more negatively than attitudes towards younger lee¢lite and Johnson, 1988). This
explains and confirms prior research that elderly anderrepresented in advertisements.
Reason for this is younger people hold a negatitreide toward the elderly, later research
with different age groups confirmed this (Mills, 729. Older models in advertisements
significantly affect the believability of advertisents viewed by the youth market. The youth
perceive older people as less credible than youmgelels (Jordan, 1983). But for the older
market the contrary was true. Patterns exist tlirkly associate and closely identify with
others of similar age. Older models appearing moua types of media advertisement serve
as role models. These models are a very cruciateete group and serve as an important

‘external stimulus’ (Schreiber and Boyd’s, 1980).

There are several researches that show that medeenly are different from the former
generation elderly, as discussed in the introdactib chapter two. The modern elderly are
more active, healthy and may not wish to be idmdifas a separate and different market
segment (Greco, 1993; Barak and Stern, 1985; FranchFox, 1985; Gelb, 1977). Also
Greco’s analysis (1993) showed that elderly appeasmaller proportions in television
advertisements. Greco (1993) developed a matrex Alldience — Product Matrix, which he

used to explain why elderly are underrepresentdéed Matrix can be used to utilizes the
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development of advertisements for elderly and dbffi€ product categories. By sheltering the
audience, the chance of conflicting messages rededy the audience, can by minimized
(Greco, 1993), see Appendix A for the matrix. Tlatcal part of the matrix is sheltering the
audience and the ability to isolate the targes more difficult to exclude certain viewers on
television to create a sheltered audience thangxample in magazines. There are typical
magazines that are only read by elderly, here tegsage can be tailored to the needs of the
target market (Greco 1993). If not, a more geneoal,as the matrix states, a ‘trans-

generational’ messages should be used.

2.3.3 Modern elderly

Modern elderly nowadays are different from the didef past generations. The modern
elderly are more active, healthy and socially cated (Nyren, 2005). Research has shown
that modern elderly are active processors of infdiom in making product-related decisions
(French and Crask, 1977). This could result in feeasumption differences among elderly
and other age-groups. Elderly as referred to byrofludies (e.g. Barak and Stern, 1985;
French and Fox, 1985; Gelb, 1977) could also h&vamged to fewer consumption difference
and therefore their studies could be outdated. asssimption is supported by the findings of
Greco (1993) that 63% of the advertising agencieseased elderly characters in their

advertising, although the advertisement itself waischanged to address the elderly.

According to Nyren (2005), many advertisementséete older generation cold, because the
elderly misunderstand the humor or they do not edreut deciphering the advertisement.
Nyren states that a reason for this could be tihatrdisement makers are from generation ‘X’

and ‘Y’. ‘Modern elderly’ process information diflently from other generations. Baby
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boomers live at a faster pace than their paremsergation but they are willing to pay more
attention than their children’s generation. Babyrmers like facts delivered in a direct and

straightforward manner (Nyren, 2005).

2.4 Problem definition

2.4.1 Research objective

Modern elderly seem to be a different segment aihahey do not want to be identified as a
separate segment, as mentioned before. Remarkalileat most of the above mentioned
studies date between the late 70’'s and early 90iss can be seen as quite outdated in
marketing-terms, since marketing strategies arewed every year to 5 years. The goal of
this research is to invalidate these ‘older’ pagerd statements, as mentioned in chapter 2.3.2
by proving that there are now modern elderly regidée secondary purpose of this study is
to give a recommendation on whether or not to distdae current theories. In order to update
the view and marketing strategies for special tadcadvertisements towards modern elderly,

a similar research setup will review the statehese modern elderly.

Based on the issues discussed in the theoreticaghaund and literature review, it can be
assumed that the elderly people such as describaxhapter 2.2.1 and 2.2.2 could have
changed over the years and have become more maaerwill not react negatively on
tailored advertisements. As we see around us, maathem own computers, laptops, mobile-
or even smart-phones akdowhow to use them. Baby boomers are becoming theskem
elderly and are therefore the central focus inrésearch objective. The research objective of

this study is to answer the following problem diiom:
20



“Is the attitude of baby boomers towards tailoredvartisements more positive than their

attitude towards conventional advertisements?”

‘Tailored advertisemeritsare advertisements specially developed to addtess baby
boomers and focused on the aging process. Whereagentional advertisemenhts referred
to as standard advertisements which could curréetlfound in magazines. See chapter 2.4.4

for more detailed information concerning the twpey of advertisements.

2.4.2 Attitude

The‘attitude’ of the participants as mentioned in the main metequestion will be measured
according to research setup as done between & 0& and early 90’s. ‘Attitude’ will be

itemized by the two following dependent variablas-orability andcredibility.

Motivation to advertise differs for each producad groduct. One wants’ to increase market
share, consumer quantity, brand awareness or bexugnition, in the end all to increase
consumption and revenues. Every advertisement stsnf certain information and

communication what the producer wants the consumknow. In other words, the producer
tries to change the belief of the consumer whiclthes way to change the attitude of the
consumer in a certain direction (Perner, 2008)it#te of the buyer towards a brand is the
evaluation of how he satisfies his or her motiviethe brand (Howard and Sheth, 1969). Only
in the last few years marketing researchers arénbieg to understand the attitudes and
behavior of consumers. Attitude-change is the neffgictive strategy marketers can use to

determine the behavior into their direction (Mazkjola and Klippel, 1975).
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Considering these statements and summarizing theth Wraus’ findings; attitudes
significantly and substantially predict future beioa (Kraus, 1995). Measuring the attitude
and purchase intention to calculate if ‘modern #jdeliffer from current elderly in attitude

and purchase intention is therefore a rational lcnan.

In order to follow the research setup as done batwhbke late 70’s and early 90’s, the same
subjects for each item of attitude are used. Faiasawill be subjected by the following
four items; appeal, impressiveness, attractiversgss the extent to which the ad is eye
catching (Milliman and Erffmeyer, 1990). There dheee items subjected for credibility,
namely believability, informative and clarity. Tthange attitude, an action on the affective
basis of preference is needed (Zajonc and Mark®82)1 In order to see the result of the
attitude, a third factor is needed to control famlity and credibility, namely preference.
Preference towards the product will determine vfofability and credibility influence the
participant. Preference will be measured by a tli@ctor: purchase intention. Purchase
intention is subjected by three items, willingnésdry the product, willingness to buy the

product and relevance.

2.4.3 Product and medium

To measure the attitude, the product in the adsarients should fit appropriately, in order to
address both, baby boomers and elderly. A geneodupt used by the entire population will

be chosen and not a specific “elderly-product”res éxample mentioned in 2.2.2. Cosmetics
and shampoo are products which are more than aversed by older people (Greco, 1993)

and therefore fits appropriately. Because attitwile be measured for both sexes with the
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same advertisements, cosmetics are less prefatarieshampoo. Next to that is shampoo in

general a more undenominational product.

There are roughly two fields to divide media inti@ditional media and new-media (Grant,
2008). The first field exists of written-, motioand audio media, whereas the later literally is
a new type of media. New-media is a network-basedputer and electronic communication
media (Grant, 2008). Written media are in magazirmeboards, newspapers and trade
journals. Motion media is mostly on television atidemas, whereas audio is radio media
(Bakker and Scholten, 2009). New-media is intevactelevision, e-mail, internet and mobile
phone media (Grant, 2008). Research showed thatiomers obtain information for shampoo
in the following order: television, magazines, npajgers, internet, and radio (Yoon and Kim,
2001). Connecting Yoon and Kim’s research with @iedroduct-Audience Matrix (1993)
as mentioned in 2.3.2., the participants are be#ieeltered when using magazine
advertisements than television advertisement. Rkigr gtudy we therefore use magazine as

medium for the advertisement.

2.4.4 Regular and tailored ad

In order to measure differences in attitude anctlpase intention, two advertisements were
developed, as this is done by other researchesitfutar studies (Baker, Churchill, 1977;
Milliman and Erffmeyer, 1990). Two types of appeahdvertisements will be used, one that
emphasizes the emotional meaning of the productoaedknowledge-related version (Fung
and Carstensen, 2003). According to Fung and Cesie(2003), these two types are best
used when examining age differences and attitudadirertisements. Fung and Carstensen

mention that elderly (older people, 65 years oephlak stated by Fung and Carstensen, 2003)
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prefer emotionally meaningful advertisements whgoeinger people prefer knowledge-
related versions. Elderly prefer if advertisemeatsid negative emotions in advertisements
whereas younger people do not show this reactiati&is and Drolet, 2005).

When developing the advertisement for the baby wenthe tailored advertisement will
contain more facts (knowledge-related version) &mcls on ageing (negative emotion
association) than the regular ad for the elderythle regular advertisement, less focus on
facts and more on the model (emotional meaning)lesglfocus on aging and more focus on
the product will be shown (avoiding negative emmwtiassociation). These main two
differences will occur in the slogan and sub-télxg different (age-) look of the model and
difference in background. The vibrant backgroundtloé tailored ad will not affect the
younger people where as it could affect the old=mpte negatively on their attitude toward
the advertisement. The model used in both advergsés needed to be physical attractive.
The gender does not impact the respondents ouikiall of the advertisement (Petroshius
and Crocker, 1989). See Appendix B for the regathrertisement and Appendix C for the

tailored advertisement.

2.4.5 Hypotheses

Because baby boomers are becoming modern eldertijs study, they are in the spotlight
for potential new theories and statements concgrmiodern elderly. The main research
guestion will be answered by accepting or rejectirgfollowing hypotheses that are derived

from the main question.

Hla: Baby boomers have a highiworability towards tailored advertisements than to

conventional advertisements
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Hlb: Baby boomers have higharedibility towards tailored advertisements than to

conventional advertisements

In order to compare the group baby boomers withelderly, the same questions will be
asked for both groups and results can be comphaegbect that the results will be different,
namely that the elderly will have a lowéavorability and credibility towards tailored
advertisements than to conventional advertisemeisyill expect the opposite of hypothesis
Hla and H1b.

H2a: Elderly have a highdavorability towards conventional advertisements than to &dor

advertisements

H2b: Elderly have a highearedibility towards conventional advertisements than to &dor

advertisements

As hypothesis H1 and H2 are expected to be oppolsatny boomers have a younger point of
view and as research mentioned, baby boomers #negid pay more attention, spend more
time and thought on advertisements (Nyren, 200Bxplect this to result in different attitude

scores between the two groups.

H3: Baby boomers evaluate advertisements moreigositan elderly
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Because | expect Baby boomers to evaluate bothrzgRments higher, the preference of the

product for Baby boomers should be higher tharptkéerence of the Elderly.

H4: Baby boomers prefer th@oductin the tailored advertisement over the producthie

conventional advertisement

| expect baby boomers to differ in preference fothbadvertisements, since the tailored
advertisement is designed for them, whereas thdaegdvertisement is more focused on the

elderly’s preferences. See figure 2.1 for the higpsis and age group overview.

Baby boamers Elderly

Favorability H1a & H1b HZa & H2b

Credibilty H1a & H1b H2a & Hlb

Furchase H3 &H4
intention

Figure 2.1: Hypothesi
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3 Methodology

3.1 Prior to the questionnaire

Two tests were conducted prior to the questionndihe first test was done to control the
items for interpretation. Because this study istlparased on the study of Milliman and
Erffmeyer (1990), the first part is to translatei@ms from English to Dutch and this had to
be checked in order to avoid misunderstandingstearglation-error. Three individuals that
are all fluent in both English and Dutch were astettanslate the items to Dutch. Result was
18 out of 21 items matched. After this first tratgln a second translation-test was done,
namely from Dutch back to English. This was donetge English students, 19 out of 21
items matched. The second test was conducted taf $ee manipulation of the tailored
advertisement worked. The six students were askestimate the age of the model in both
ads. The model in the regular ad was estimatee #6008 (StDv=5.66) years and the tailored
model was estimated to be 58.92 (StDv=1.73) yeHns. regular ad-model was perceived
significantly younger than the model in the taitbesd (t(12)=-9.22, p=0.00).

3.2 Sample

161 participants voluntarily participated in anioalsurvey. 4 participants were deleted from
the dataset, as their answers were incomplete amarticipants were deleted as they did not
match the required minimum age of 47 (born bef@®&5). Of the remaining 140 participants,
54 were females, (Me~62.72, StDv=9.90) and 86 males, M+ 65.30, StDv=8.74). The
average age of the baby boomer was 57.90 (StDvyariof the elderly 72.61 (StDv=5.86).
The average age of the participants who viewedlaegd was 64.33 (StDv=8.91,76)
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and for the tailored ad 64.31 (StDv=9.25,864). Remarkable is that there participated
noteworthy more males 61.40%, where in the Nethdddhe distribution for the male gender
of baby boomers and elderly is 49.49% (Dutch pdpmreof 45 years or older; CBS, 2010).

This skewed deviation of gender is not optimal, isuloes not impact the effectiveness and
evaluation of the product or advertisement (Petussand Crocker, 1989). The greater part of
the participants are well educated, 33.60% ownch8ar’s degree (or similar) and 38.60% a
Master’s degree (or similar). Only 52.50% of thaeely is retired. This is unexpected because
in the Netherlands the retiring age is 65 yearsac&ithe average age of the participated
elderly is 72.61 years (StDv=5.86), one would expeare elderly to be retired. An overview

of all scores on the different items measured énstlirvey are attached in appendix D.

3.3 Survey

Participants were asked several standard demogadghiestions in order to adjust to and get
comfortable with the survey (see Appendix D for @lrvey questions). Next to that, these
demographic questions are used to organize theiparits and to check if the respondents

fall within the scope of the study.

In the second part of the survey, a (print) adsertient for a shampoo brand was shown. The
survey-system randomly selected the regular otdit@red ad, independent of the respondent
and his or her demographic answers. In these agftavely unknown model is used. This is
done to avoid recognition of the model from othdvextisements, movies or influential news
and gossips. The brand of the shampoo is fictieeavtoid prior attitudes towards the
advertisement. The choice of the less known modélunknown shampoo brand is done in

order to increase the external validity and to galiee the outcome of the study. This was
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followed by asking the participant to estimate #ge of the corresponding model. Both

advertisements showed the same model, but thefalye model in the two pictures differed.

In chapter 2, two scales were identified to measttieide, ‘favorability’ and ‘credibility’. To
measure favorability a four-item seven-point Likedale like the study of Milliman and
Erffmeyer (1990) was used (the four items are dppmpressiveness, attractiveness and the
extent to which the ad is eye catching). This seale administered after the respondents had
studied the advertisement thoroughly. The admatisin of the favorability scale after
carefully studying the ad is an approach also usgdMilliman and Erffmeyer (1990).
Because the different items of favorability maydoerelated, a Factor Analysis with Varimax
rotation was conducted. After measuring favorahilitem credibility is measured. This is
done with a three-item seven-point Likert scalee tthree items are believability,
informativeness and clarity. Because these difterigems of credibility may also be

correlated, a Factor Analysis with Varimax rotatwas conducted.

Ending the survey, three final questions were as@adeasure the purchase intention of the
participant. A three items seven-point Likert soabes used; willingness to try, willingness to
buy and personal relevance. Because the differemisi of purchase intent are expected to be
correlated, a Factor Analysis with Varimax rotatwas conducted.
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4 Results

4.1 Manipulation check

The pre-test showed that the age of the two modals perceived as different, where the
manipulation of the tailored ad worked. Particigantere asked to estimate the age of the
model in the advertisements to check the manimraffhe estimated age of the regular ad
was indeed perceived younger for the tailored agg#M8.71, StDv=6.66 and {=50.95,
StDv=6.87), but this difference was marginal (t1(E38.96 and p=0.06). Despite the
assumption from the pre-test, that the questioenaould result in an evident difference, it
can be stated that the manipulation of the tail@edertisement in the questionnaire dat

work as intended.

As the manipulation check in chapter 3.1 showed\arage age of 46.08 years for model in
the regular ad was estimated. According to Albia88), the estimated age was too high to
use for the survey. Albin indicated in his reseatbht many elderly do not identify

themselves in terms of their chronological age,rhttier in terms of a cognitive age, which is
ten to fifteen years younger than their chronolafgage (Albin, 1985). The average age of the
participated baby boomer is 57.90 years which, @g to Albin’'s research (1985),

indicates that their chronological age should bgveen 42.90 and 47.90. With the estimated
average age of 46.08 years for the model in thelae@d, this means that the used model is

acceptable, although it is close to the upper drnldeointerval.
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4.2 Three factors

As mentioned in chapter 3.3, a Factor Analysis Wilirimax rotation was done. Both the
Eigenvalue and the Scree-plot indicated a one-fatitution (the Eigenvalue for component
one was larger than one, see Appendix E for theeSglot, the items and factor loadings of
the Pattern Matrix). Given the theory, one factoappropriate, which was namiadorability
(Eigenvalue=2.77). This factor explaines 69.28%hef variance and formes a reliable scale
(Cronbach’su=0.85). For each of the four above-mentioned itgrasticipants were asked to
indicate to what extent they agreed with differstattements (1=strongly disagree, 7=strongly
agree). All scores for the four items is mergedime factor score, using unit weighting of

items.

For credibility, both the Eigenvalues and the Sqie¢ indicates a one-factor solution (the
Eigenvalues for component 1 is larger than two,Aggendix F for the Scree-plot, the items
and factor loadings of the Pattern Matrix). Agaone factor is appropriate, which is
credibility (Eigenvalue=2.16) and is a reliable scale (Crohtzaa =0.72). Just like for

favorability, participants were asked to indicatewthat extent they agreed with different
statements belonging to credibility (1=stronglyadjeee, 7=strongly agree). All scores for the

four items were merged in one factor score, usmgweighting of items.

Lastly, purchase intention is measured. Both thgel®ralue and the Scree-plot indicates a
one-factor solution (see Appendix G for the Scrieg;the items and factor loadings of the
Pattern Matrix). For purchase intention, a onediac appropriate (Eigenvalue=2.44). This
factor explains 81.19% of the variance and formeliable scale (Cronbachts=0.88). After

all questions were answered, respondents were eldok their participation.
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4.3 Baby boomers’ attitude

Baby boomers are expected to have a higher fauyatsiwards the tailored ad than to the
regular ad. Results however are different, babymmeys do not favor tailored advertisement
over regular advertisement, elderly show even gh#li higher favorability than baby
boomers, but this difference is not significaif {)=-0.06, p>0.20). For credibility too, was
expected that baby boomers score higher for theré¢di advertisement than for the regular
advertisement. The result do not support this Hygss (t(77)=0.38, p>0.20).

Elderly were thought to have a higher favorabilibyvard regular advertisements than to
tailored advertisement. Results however show naifsignt difference between the two
advertisements (1(59)=0.30, p>0.20). For crediilihe results are similar, no significant
difference resulted (t(59)=-0.94, p>0.20). Wherkiag at the interaction of the attitude-items
separately, we see that that there is no interaadiothe baby boomers on favorability
(F(20)=0.67, P>0.20), credibility (F(14)=0.31, P2@. or a interaction of favorability and
credibility (F(26)=0.17, p>0.20).

Summarized, baby boomers did not show a more pesittitude towards the tailored ad than
towards the regular ad. The attitude of the eldshgwed no significant difference between
the regular and the tailored ad. The interactiamvbeen the two items of attitude, favorability

and credibility was not significant, as was therattion of favorability and credibility.

4.4 Advertisements’ evaluation

Baby boomers are anticipated to evaluate both &dearents more positively than elderly do.

The outcome showed that baby boomers do not intlglievaluate both advertisements higher
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than elderly. Favorability was evaluated margirighbr (t(138)=1.43, p=0.08) on the tailored
ad. Credibility was evaluated somewhat higher oe thilored ad, but not significant
(t(111.79)=0.25, p>0.20). Purchase intention howewas evaluated differently for both
advertisements. As expected, baby boomers scorgifisagtly higher than elderly

(t(138)=2.06, p=0.02). An Univariate Analysis ofigace shows a similar result (F(1)=4.48,
p=0.04).

4.5 Product preference

Expected is that baby boomers prefer the produgtidni than elderly do. Factor purchase
intention is not preferred different for the twovadisements (t(138)=-1.15, p>0.20). The
means of both advertisements are very close to et (Me~2.17, Sd=1.27; Mi=2.44,
Sd=1.53). But when looking at each item of thedaseparately, willing to try is significantly
higher on the tailored ad than for the regularttil3.96)=2.28, p=0.01). Willing to buy too
is higher for the tailored ad than for the regadr(t(138)=2.02, p=0.02). Product relevance is
only marginal different perceived (t(138)=1.18, dt).

In order to reveal what the influence of favordpiland credibility is on purchase intention,
three regression analysis are conducted. Lookirigeatotal group together, favorability and
credibility are predicted to have positive effect purchase intention. Significant effects of
favorability and credibility on purchase intentiane found [§,=0.32, p=0.00;B¢re0.35,
p=0.00). When separating the baby boomers andlglderdifference on favorability and
credibility comes forward. So the attitude of balgomers is of significant influence on
purchase intentionpfayb=0.38, p=0.00B¢reant=0.31, p=0.01), whereas for the elderly only
credibility is of significant influenceffayei=0.141, p>0.208¢reder0.47, p=0.00).
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4.6 Differences between advertisements & age groups

4.6.1 Regular and Tailored advertisement

On average, participants did not differ in attitsideetween the two advertisements. Only the
item eye catching is higher for the regular adgertient (M=3.72, Se=0.20) than the tailored
advertisement, but this difference is only mardinasignificant (M=3.42, Se=0.21,
t(138)=1.03, p=0.15). Purchase intention howevepearceived different. Participants more
willing to try the product in the tailored advedment (M=2.59, Se=0.21) than the product in
the regular advertisement (M=2.33, Se=0.17), aljhouhis difference is marginally
significant (138)=-0,97, p=0.16. Item willing to yuoo is perceived marginal different
between the two advertisements. Tailored ad is malltg higher (M=2.41, Se=0.20) than the
regular ad (M=2.12, Se=0.16), t(125.72)=-1.11, p#0.Last item of purchase intention,
relevance of the product, too is marginally higtét24.14)=-0.99), p=0.16) for the tailored
advertisement (M=2.33, Se=0.21) than for the regadizertisement (M=2.07, Se=0.16).

4.6.2 Baby boomer and Elderly

Attitude is partial different between the two ageups, so none of the credibility-items are
perceived different (for all values apply p >0.2Byr favorability, some remarkable results
come forward. So experience elderly appealing 8aamtly higher than baby boomers
(Me=4.54, Se=0.23; M=3.97, Se=0.19; t(138)=1.92, p=0.03). Item attkeecshow the same
results (M=3.89, Se=2.11; M=3.49, Se=0.18) which is marginally significant
(t(138)=1.44), p=0.07). This is quite surprisingnc® the baby boomers were thought to be
more favorable in general than elderly. Elderlydfon average both advertisements more eye
catching than baby boomers do 88.87, Se=0.23; M=3.37, Se=0.19; t(138)=1.71,
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p=0.05). Only item impressive is perceived bettgr bmby boomers than by elderly
(Mpp=3.04, Se=0.17; MF2.90, Se=0.19), only not significant, t(138)=-Q.p#0.20.

Elderly experience higher willingness to buy thaby boomers, which is consistent with
previous research (Greco, 1993). So elderly areexample more willing to try the product
than baby boomers (M2.80, Se=0.22; M=2.18, Se=0.16; t(113.96), p=0.01). On average,
elderly are more willing to buy the product thanbpaboomers (M=2.54, Se=0.21)
(Mpp=2.03, Se=0.15; t(115.12)=1.97, p=0.03). Remarkalikr seeing the willingness to try
and buy, that relevance is perceived just slighibyher for elderly than for baby boomers
(Me= 2.36, Se=0.20; M=2.05, Se=0.17; t(138)=1.18, p=0.12).

4.7 Conclusions

The purpose of this study is to examine if babyrbers should be seen as different elderly
than the elderly as we know them now, the so-cattextiern elderly. In order to state a
founded verdict on that matter, this study testiethaby boomers react more positively
towards tailored advertisements than to conventiadaertisements. The results deducted

from this study suggest the following.

The answer to the problem definition [Is the attéuof baby boomers towards tailored
advertisements more positive than their attitudeatds conventional advertisements?], the
short answer is no. As table 4.1 shows, baby bo®rder not have a significantly more

positive attitude toward tailored advertisemenentko regular advertisements. Elderly were
expected to have a more positive attitude towagllee advertisements than to tailored
advertisements, yet results show that also elddrbyv no significant difference between both

advertisements.
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Baby Regular

Tailored

boomers' advertisement advertisement

Attitude Mean (StDv)

Mean (StDv)

Regular Tailored
Elderly's advertisement advertisement

Attitude Mean (StDv) Mean (StDv)

Favorability 3.46(1.18)*
Credibility  3.48(1.24)*

Purchase 2.08(1.16)*

intent

*  Corresponding value is not significant

(p>0.20)

**  Corresponding value

significant (p=0.07)

3.48(1.45)*
3.37(1.25)*

2.09(1.42)*

is  marginal

Favorability3.85(1.41)*  3.74(1.48)
Credibility ~31(1.49)*  3.69(1.66)*

Purchase 2.29(1.42)** 2.87(1.57)*

intent

Table 4.1: Attitude of baby boomers and elderlyegular and tailored advertisement

Baby boomers do not react more positive on tailoegtyertisements than to regular

advertisement as hypotheses la [Baby boomers h#ngharfavorability towards tailored

advertisements than to conventional advertisemeartd] 1b [Baby boomers have a higher

credibility towards tailored advertisements than to conveatiadvertisements] state. There

were no conclusive differences found to suppors thypothesis. Elderly also show no
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significant difference between both advertisemémtsugh what hypothesis 2a [Elderly have
a higherfavorability towards conventional advertisements than to &doadvertisements]
and 2b [Elderly have a higheredibility towards conventional advertisements than to &dor
advertisements] are rejected.

Because the results show that elderly did not rédierently to the two advertisements, this
could indicate that elderly are not so much negatbwards more modern advertisements, as
thought of before. With that in mind, we can saieiaficknowledging hypothesis 1 and 2,
hypothesis 3 [Baby boomers evaluate advertisemerte positive than elderly] is also

rejected.

In general it can be said that, the expectationh@fdifferences between the age groups and
the differences between the attitudes of the abesnents with this dataset are not
significant. Only the purchase intention is sigrafitly different between the two groups,
whereas elderly are more willing to purchase thedpet, than baby boomers. The overall
attitude of baby boomers was expected to be higiinen the overall attitude of elderly.
However, there is no significant difference intatle between baby boomers and elderly.
Purchase intention however, is significantly diéfier between the two groups. Elderly are
more willing to purchase the product than baby besndo, independent which advertisement
they have seen. It must be said that for the babymers, purchase intention is not
significantly different per advertisement. But land at the items separately, willing to try
and willing to buy are both significantly higherrfthe tailored advertisement than for the
regular advertisement. Mention worthy is, both famlity and credibility are of significantly
influence on the purchase intention for the prodocth for baby boomers as for elderly.
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Although there are some significant difference imghase intentions between baby boomers
and elderly, there are some limitations which coetglain the lack of attitude differences.
The current perception of behavior, view and algtwith respect to elderly as we know them

now, is expected not to change when baby boomdirsnature into the elderly segment.
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5 Discussion

The major finding in this study is that there is eaidence that baby boomers react more
positively towards tailored advertisements thanais regular advertisements. Continuing
the results, elderly do not react more negativelyards tailored advertisement than towards
regular advertisements. This could have the folhgwimplications for marketing managers

and organizations.

If we acknowledge that there is not enough attentoovards baby boomers at this moment as
Green (2003) and Nyren (2005) state, marketing grensaand organizations could use their
current knowledge and know-how and focus more day lvomers. Since baby boomers do
not require special advertisements, there is nal neanvest and develop special ads. The
results show that there is no significant diffeemt attitude between the two groups. Also,
baby boomers and elderly are willing to try and ghaise the product after seeing the
advertisement as Milliman and Erffmeyer (1990) estatVith this in mind, (marketing)
managers should apply their marketing efforts tolwdhese groups and market shares expand

and organizations will gain more profits.

As results of this study show, elderly do not chetigeir attitude and purchase intention
negatively after seeing a tailored advertisemernagders could broaden their focus-spectrum
and also address elderly, as an alternative ofesired the audience and limiting the potential

viewers of the advertisements as currently done.
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The factors used in this study (favorability, ckeliy and purchase intention) are reliable
elements which managers should take into accoumnwddvertising baby boomers and
elderly in general. Especially favorability and ditglity, these factors showed to be of

significant influence on the purchase intentiothaf viewer.

5.1 Limitations

Every research encounters some setbacks or disdpmoits with regard to the data-set
which limits the study, their results or conclusorlthough a lot of attention and effort is
put into the advertisements and the difference éetwthem and the manipulation-check prior
to the survey, results show that it did not workt @s expected. Reactions of the
advertisements in general were not as expectede™ere only few and small differences
between attitude and purchase intention betweetwith@dvertisements and between the two
groups. The advertisements were homespun and afgsgionally developed. Not only the
layout, the positioning and the arranging of thela were homespun, also the model-choice
and (informational) texts around the advertisemeAt. professional touch on the
advertisements could result in more and biggeredsfices between the advertisements

themselves as the results between the groups.

Another limitation is the conceptual model of afttie and purchase intention of this study.
Although the study is similar to the studies asedomthe ‘70’s and late ‘90’s, this study does
not explain all the variance. It seems that theeeadher variables which are not taken into
account influences on the attitude and the purcimsstion of the participants.
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A different limitation is the generalizing use bktproduct. Although literature and the results
show that shampoo is an appropriate product far shudy (Greco, 1993), a more modern
product like a laptop, mobile- or smart-phone, doboiing more weight in the attitude- and

purchase intention-difference between the baby leesmnd the elderly.

The sample itself was not optimal. As results shiyvikere participated significantly more
males. A better division is more desirable as Wusild generalize the representation of the
population better. The background of the participavare also skewed. 62.20% owes a HBO
or higher degree of education, where in the Nedineld the average HBO degree or higher for
baby boomers and elderly is 2.16% (CBS, 2010).

Last limitation is the size of the dataset. Theadat does not count a large sample size,
N=140. Research with a larger dataset will find ensignificant differences, whereas smaller

differences in a larger sample size are more mgéuiin

5.2 Recommendations for future research focus

Considering the limitations, the first recommendiatis to improve the advertisements with a
more professional design. The model of the newlaegadvertisement should be estimated
more in the center of the cognitive age of the babhymers whereas the estimated age of the
tailored ad should be in the center of the actug¢ af the baby boomers. The two
advertisements will differ more resulting in a meseessive outcome of results.

The product in the advertisements is also recomegkrtd change. A modern product will

show greater differences between the two grougsll Ibelieve that baby boomers use this
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product more than elderly and therefore are mojassetl to these modern times resulting in
modern elderly.

Another recommendation is to investigate why eldanl this study did not react negative
towards the tailored advertisement. Maybe the cuetllerly have adjusted somewhat to their
environment and accepted modern advertisement.ir@amg this thought, there could be a
difference in attitude between elderly living atni (independently) and elderly living in
service homes.

The last recommendation is to redo the survey witdrger sample size. This new sample size
should have a normal distribution of gender andasgntative educational degree of the

actual baby boom- and elderly population.
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Appendix A

The Audience- Product Matrix by Greco (1993)

Top-left cell is ideal for products which can be used for absa¢pge-neutral products) and
can be specially addressed to the specific targatedences. If the product lends itself to be
used for specialized advertisements, the same predun be used in different advertisements.
For example certain medicines where older modedsused to address the older segment
where exact the same product is promoted with yeungodels, to address younger
audiences.

The bottom-left cell is used for products only used for elderlyené the audience is
sheltered. For example electric mobility vehicles discounts for stair lifts. In these
advertisements, typically older models are used twedaudience can better relate to the

product without being offended.

Audience

Audience can be | Audience cannot
sheltered be sheltered

Used by Message tailord to| Mass appeal or
wide age needs of target | transgenerational
range market approach

Froduct

Transgenerational

Eldetly central or figures 10-15

Used figures or those 10; ;

primarily by | 15 years younger Yaefnrisd Yal:llil-nlar;!?a?irn y

elderly depending on 4
product younger and

prospective Users
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Figure 5.1 : Audience-Product Matric (Greco, 1993)

Top-right cell is used for products which cannot be shelteredused younger models. This
so the product is not branded as age-specific,sartlee product needs certain credibility. In
that case older models are used for the credilplitpose.

Bottom-right cell includes products where elderly are aboveane users, like body lotions,
mouthwashes and various food products. Becauseggouaudiences buy and use these
products as well, the model should be younger tharelderly audiences, but old enough so

they can relate to him or her.
Appendix B

Used advertisement in questionnaire, regular
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| Om haarfang jong te houden zoals het nuis, zit Capelli vol met vitaminen
' enmineralen, maar om haar glansrijker en voller te maken, zit (apelli ook
/ Vol met gepatenteerde voedingsstoffen en proteinen.
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Appendix C

Used advertisement in questionnaire, tailored
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Omdat haar geen rekening houdt met leeftijd,
maar Capelli wel met haar
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@F’E"l} de nieuwe shampoo «

Door niet het haar m
mineralen wordt
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Appendix D

Overview survey questions

Survey questions

What is your gender? (% m/f)
What is your year of birth? (age)

How many children do you have?
0
1
2
3
3+

In what year is your youngest child born?

Mean

All participants Baby boomers Hde

61.43/38.62

64.31

2.82
22.10
8.60
41.40
20.70
7.10

1961

What is your highest educational degree?

(%)
MULO
MMS
HBS

57

5.70
1.40
12.10

51.8.14

57.90

2.80
24.10
6.30
40.50
24.10
5.10

1965

5.10
1.30
8.90

73.8/26.2

72.61

2.85
19.70
11.50
42.60
16.40
9.80

1956

6.60
1.60
16.40



Gymnasium 1.40 1.30 1.60

LTS/LLS 0.70 - 1.60
MBO 6.40 6.30 6.60
HBO 33.60 38.00 27.90
WO 38.60 39.20 37.70

In what sector is your occupation? (%)

Retired 30.00 12.70 52.50
Self-employed 19.30 19.00 19.70
Education 4.30 6.30 1.60
Government 1.40 2.50 0.00
Construction 2.90 3.80 1.60
(Financial) services 13.60 21.50 3.30
Healthcare 5.00 7.60 1.60
ICT 3.60 3.80 3.30
Catering 0.70 - 1.60
Industrial or Energy 0.70 1.30 -
Not/housekeeping 7.10 10.10 3.30
Other 11.40 11.40 11.50
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Mean (StDv)

Survey questions All Baby

participants boomers Elderly

According to you, how old would you think
this model is? 49,70 49,80 49,70
Regular / Tailored ad 48,71 /50,95 48,66/51,18,7&/ 50,72

Favorability (M (StDv))

| find this ad appealing 4,22 (1,75) 3,97 (1,69) 544(1,79)
| find this ad impressive 2,98 (1,47) 3,04 (1,46) ,9 @,48)
| find this ad attractive 3,66 (1,61) 3,49 (1,67) ,8%8(1,64)

In a different situation, this ad would cat&)59 (1,73) 3,37 (1,64) 3,87 (1,81)

my attention

Credibility (M (StDv))

| find this ad believable 2,94 (1,57) 2,86 (1,38) ,0%3(1,79)
This ad informs me about the USE (or

functionality) of the product 3,41 (1,68) 3,46 @5 3,34 (1,83)
| find this ad clear 4,02 (1,71) 3,97 (1,75) 4,088)

Purchase intention (M (StDv))

After seeing this ad, | would like to try this 2,4560) 2,18 (1,42) 2,8 (1,75)

59



product

After seeing this ad, | would like to buy th3,25 (1,52) 2,03 (1,37) 2,54 (1,66)
product

This product is (personally) relevant forme 2,1%4)  2,05(1,54) 2,36 (1,53)
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Appendix E

Factor analysis for item ‘favorability’

ltem Factor*
Favorability

Appealing 0.86
Impressive 0.79
Attractive 0.89

Eye catching 0.78
Cronbach's: 8.85
Eigenvalue 2.77

Total variance explained
(%) 69.28

* Extraction method: Principal Component Analysis;

Rotation method: Varimax.
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Scree Plot
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Scree Plot Factor favorability with appealing, iegsive, attractive and eye catching as items
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Appendix F

Factor analysis for item ‘credibility’

Iltem Factor*
Credibility
Believable 0.79
Informative 0.89
Clear 0.84
Cronbach'sx 0.72
Eigenvalue 2.12

Total variance explained
(%) 70.5

* Extraction method: Principal Component Analysi¥ptation

method: Varimax.
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Scree Plot
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Scree Plot Factor credibility with believabilitpformative and clear as items
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Appendix G

Factor analysis for item purchase intention

Iltem Factor*
Purchase
intent

Willingness to try 0.90

Willingness to buy 0.90

Relevance 0.66

Cronbach'sx 0.88

Eigenvalue 2.44

Total variance explained
(%) 81.19

* Extraction method: Principal Component Analysiptation

method: Varimax.
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Scree Plot

2,54

2,04

1,54

Eigenvalue

1,0

0,54

0,04

I I I
1 2 3

Component Number

Scree Plot Factor purchase intent with willingrig willing to buy and relevance as items
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