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A packaging model is presented in this study which

attempts to show some important aspects of a consumer's

cognitive process in relation to packaging. This packaging

model is based on the theories of imagery, emotion, and

perception (and sensation). Perception of a packaged good

occurs because the motivation system of a consumer selects

particular information that the packaged good provides.

Unlike the situation which occurs in behaviorism, stimulus

is as important as response, and motivation explains why

people don't perceive all the information available in the

environment.

When perception occurs, two subsequent responses are

possible in the mind of a consumer: the connotative response

and the denotative response. A connotative response is an

evaluation of the perceived, i.e. emotion. Denotative

response is imagery which is produced by conditioned sensory

response. Imagery may elicit emotional response. Thus,

imagery may reinforce consumer behavior positively or

negatively. Emotion with regard to a packaged good is,

then, the combination of emotions elicited by the perceived



and the imagery evoked. This packaging model tries to

explain purchasing behavior through the concepts of imagery

and emotion.
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CHAPTER I

INTRODUCTION

Almost every product we buy is packaged in one form or

another. We are literally living in a world of packaging.

However, packaging is not just the container in which a

product comes. It is also a part of television and print

advertising, window displays, in-store graphics, and

point-of-purchase displays. With the current trend of

self-service, stores present a physical organization

designed for visual selling. In mass display, strong visual

appeal facilitates product selection. Thus, sales appeal

must be embodied in packaging design. Its effect on buying

decisions impacts significantly the relative success of a

product.

In order to impact positively on buying decisions and

bring about a workable sales appeal, packaging must

communicate on an emotional level (Fleischman 1966). It

should create an image of the product consistent with its

attributes and with the segment of the market that the

marketer wishes to attract (Guss 1967).

A packaging model is needed to explain how imagery and

emotion interact with a packaging stimulus. A model

expresses an idea and guides research; it guides the

1
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collection of data and their analysis and shows beforehand

where the data are to be fitted (Kaplan 1963). Yet, there

is no available comprehensive model or theory of packaging

which describes the mental processes of the consumer.

The development of a model of packaging might enable

us to better understand some aspects of the cognitive

process of a consumer, and thereby to understand the

importance of imagery and emotion in achieving a promotional

objective. Eventually, it may be possible to formulate art

strategies to improve the effectiveness of packaging. This

is an area largely ignored by researchers at this time.

A cognitive model of packaging is presented in Fig. 1.

In the model, perception of an object property is affected

by the motives working at the moment. In turn, imagery may

be evoked by the perception; emotion is affected by

perception and imagery. Finally, reaction (purchasing

decision) depends upon the emotion generated by the

perception and the imagery.

The theoretical background of the model will be

presented in Chapter II. Included is a discussion of

sensation and perception, motivation and perception,

imagery, and emotion.
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I OBJECT PROPERTY |

MOTIVES I------- : -PERCEPTION |--------- :| I IMAGERY

| EMOTION I------I-- REACTION |
L----------IL---------------J

Fig. 1--A cognitive model of packaging

Statement of the Problem

The problem of this study was to delineate the critical

factors affecting a person's reaction (purchasing decision)

to the object (packaged goods). The relationships among the

constructs( factors) are illustrated through the development

of a model.
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Purpose of the Study

In the model, perception of a packaged good and the

imagery evoked affect the emotion toward the object

(packaged good), and the emotion affects the reaction

(purchasing decision). The purpose of this study was to

test the validity of the model by showing causal

relationships among the constructs. Specifically, the

following propositions were evaluated:

1. Imagery is evoked in the mind of consumers only after the

initial registration (perception) of the object quality.

2. Emotions of consumers toward the object are generated by

perception of the object quality.

3. Emotions of consumers toward the object are also

generated jointly by perception of the object quality

and by the imagery evoked by the perception.

4. Imagery, by mediating a person's experiences and

phenomena, has an additive effect on the emotion of a

product.

Hypotheses

To carry out the purpose of the study, the following

general and specific hypotheses were tested.

1. Imagery and emotion are separate conditioned responses.
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a) Connotative (emotional) responses to the stimulus

perceived will be directional (positive or negative)

according to past conditioning.

b) Denotative (imagery) responses after perception to

the stimulus will be directional (domestic setting or

foreign setting) according to past conditioning.

c) Connotative responses will not be affected by

denotative manipulation.

d) Denotative responses will not be affected by

connotative manipulation.

2. Imagery can elicit emotion.

a) Connotative (emotional) responses to the imagery

evoked by the perception of the stimulus will be

directional.

b) The connotative responses to the imagery evoked by

the perception of the stimulus will not be affected by

the connotative manipulation of the stimulus.

Definitions of the Constructs

An evolving (or primitive) construct can be defined in

different ways, according to its relationship with others in

a theory. It cannot be directly defined and measured. A

theoretical construct is defined implicitly by its

relationships with other theoretical constructs and/or

empirical concepts (Bagozzi 1980). The definition of a

construct might differ from one theory to another. Thus,
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the theoretical constructs in a model should be defined and

understood in the context of the interrelationships within

the model itself.

Motivation is a inferred psychological construct. We

cannot see, smell, or touch motivation. Rather, we infer

its occurrence. In an "S-0-R" model (Woodworth and

Schlosberg 1954), "O" represents the processes within the

organism and are called intervening variables. These

include motivation.

In psychology the construct of motivation is generally

used to refer to both the energy and the direction of

behavior. Brown (1961) states that motivation provides the

energy (arousal) for the learned behavior. Levine (1953)

says a. function of motivation is directing. As an

intervening variable to perception, motivation is

conceptualized to resolve an adaptive requirement (Klein

1970) and to develop anticipation and expectation to a

particular quality of the stimulus in the environment

(Neisser 1976). Consequently, the following definition is

used:

MOTIVES: The energized or arisen state that develops an

orientation, an expectancy or an anticipation toward a

particular property of the object field for a person's

perception in order to evaluate and control the object.
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There is some controversy regarding the relationship

between motivation and emotion. Introspectionists believe

emotion is distinguishable from motivation. Emotion is

identified in terms of feelings and sensations, whereas

motivation is identified in terms of will and instinct

(Boring 1950). More recently, Pribram (1967) argued that a

distinction between emotion and motivation is necessary on

the premise that emotion focuses on intake of information

from the environment, thus is passive, while motivation

involves preparation for action, thus is active. However,

both Flynn (1967) and Arnold (1960) say that emotion is not

passive.

Duffy (1951), Miller (1948), Spence (1958), and Melzack

(1967) use emotion interchangeably with motivation, and

define them in terms of arousal (energy). Furthermore,

directional characteristics and energizing characteristics

are readily identifiable for emotion and motivation

(Ferguson 1976).

The position adopted in this study is that emotion and

motivation are different, not because of the qualities of

the constructs but because of the specificity of the object.

In the model, the construct "motives" is general to any

stimulus at the moment. The construct "emotion" is

specifically directed toward a particular object.
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In modern psychology the concept "stimulus" is used

broadly. It includes any specifiable antecedent to

behavior, as well as any specifiable environmental effect or

consequence of the behavior. Thus, the stimulus can be

internal or external (Ferguson 1976). Also, many adopt a

distinction between the "proximal stimulus" and the "distal

stimulus", which was initially proposed by Koffka (1935).

In this research "object property" is used, instead of

stimulus, to avoid distinction. Klein (1970) defines object

property as an organized arrangement in and among physical

events, which signifies that people perceive invariants in

the environment. An important point is that people do not

perceive all invariants available. Thus, the invariants

(stimuli) are potential events until they become effective

(Guthrie 1959). The following definition is used in the

model.

OBJECT PROPERTY: Any organized arrangement in and among

physical events to which perception is potentially

responsive.

Although some disregard a distinction between sensation

and perception, the distinction is generally accepted among

psychologists. Along a continuum of mental process one is

aware of a stimulus in perception, and is not in sensation

(Murch 1976). However, Leeper (1970) and Klein (1970)

believe that there is a subconscious aspect to perception:
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subliminal perception. In the model developed in this

study, sensation is absorbed into perception so that the

subconscious part of perception can be handled easily, since

sensation is a subconscious part of mental process.

Additionally, one's mental (perceptual) experience evolves

through a representation of a stimulus (Oatley 1978). Thus,

the following definition is used:

PERCEPTION: Conscious or subconscious representation of an

object according to person's motives.

Imagery is denotative meaning (Staats 1961).

Paivio(1971) defines imagery as nonverbal memory

representation of object and event generated by the

individual. The word "memory" signifies an absence of the

stimulus conditions and the word "denotative" signifies that

imagery is a sensory experience. Perception is a sensory

response to an object, whereas imagery is a sensory response

to the perception of the object. Thus, the following

definition is used.

IMAGERY: nonverbal representation of objects and/or events

in the absence of the stimulus conditions, which is

initiated by the perception of the objects and/or events

in the environment.

Plutchik (1980) defines emotion as an inferred complex

sequence of reactions to a stimulus which includes cognitive
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evaluations and impulses to action. Izard and Buechler

(1980) say that emotions are motivators and organizers of

behavior. Lazarus, Averill, and Opton (1970) claim that

each emotion quality and intensity is generated and guided

by its own particular pattern of appraisal. Mandler (1980)

says emotions are generated as the result of two sets of

unconscious mental processes: automatic activation and

cognitive meaning analysis. The automatic activation

decides the intensity of emotion and cognitive meaning

analysis determines the quality of emotion. Averill (1980)

defines emotion as appraisal of the situation.

Conclusions drawn from the above are affectivity,

impulse to action, and appraisal. With these qualities, and

the relationships of other constructs of the model in mind,

the following definition is used:

EMOTION: Complex and organized outcomes of cognitive

assessment of one's external and internal environment,

including affectivity and impulse to action.

Reaction is the behavioral response resulting from the

mental processes depicted in the model. The following

definition is used:

REACTION: A person's consequential (purchasing) behavior

toward the object (packaged goods) resulting from the

cognitive assessment of the perceived object and the

contents of the imagery.



11

Significance of the Study

-There are few studies that explain why creating an

image for an object and communicating on an emotional level

are critical to understanding a person's behavior. Most of

the research on packaging has been devoted to studies on

color, material, shape, attitudes, graphics, and

distribution, without explaining reasons for the linkage

between a packaged product and a purchasing decision. The

lack of explanation about the cognitive process of a

consumer between stimulus and response (purchasing decision)

is a result of the behaviorism that has dominated marketing

theory in the United States for a long time. In the S-R

paradigm, the cognitive processes between stimulus and

response are buried in a "black box" and, according to the

behaviorists, are things we don't need to know.

The model, showing causal relationships among the

mental concepts, will, in turn, explain the question of why

creating image and communicating emotionally are important

to any persuasive communication. The contribution of this

study is the demonstration that emotion toward a product

depends on perception of the packaged goods and the imagery

evoked.
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Limitations

1. The study was limited in that the subjects were

restricted only to students enrolled in the business

school of The North Texas State University during the

spring of 1986.

2. The subjects' awareness of the relationships among the

stimuli may limit the applicability of this test under

conditions designed so that the subjects are not aware

of the relationships.

3. The study addresses only one aspect of the problem of

communication - generating additional emotion through

imagery evoked.

Assumptions

1. Since this study was a partial test of the model

presented, it was assumed that other relationships among

the concepts not included in this test functioned as

designed.

2. It was assumed that the participants responded honestly

to the questionnaire.
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CHAPTER II

SYNTHESIS OF RELATED LITERATURE

We do not perceive everything in the environment, nor

do we perceive all the properties of an object.

Selectively, we perceive things in the environment;

selectively, we perceive properties of an object. This

selectivity is determined by motives working in an

individual at the moment of perception.

Sensory registration (sensation) of qualities of the

object comes before perception is evoked. In sensation, an

external stimulus evokes a nervous response within the

organism. If the information is further processed the

sensation may activate perception and/or imagery. However,

a fine line separates sensation from perception. With

perception, the individual is aware of incoming stimuli,

whereas with sensation, the individual is not (Murch 1976).

For convenience, sensation and perception are combined in

the model in this study.

Once perception and/or imagery has occurred, people

automatically evaluate the object quality perceived and/or

the contents of the imagery. Results of this evaluation are

emotions that become deciding factors in our behavior (to

buy or not to buy). These mental processes are depicted in

the model.

16
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Sensation and Perception

Sensation and perception are the inferred psychological

processes which underlie our awareness of the world around

us. A great deal of the initial thinking about these areas

was done by philosophers and physiologists long before

psychology became a separate discipline, because of

philosophers' concern about reality and epistemology.

Sahakian (1975) wrote extensively on the development of

psychology from the Greek period. Excerpts from Sahakian's

book are discussed in the following.

Protagoras (485-411 B.C.) said that the entire psychic

life consists only of sensations. Empedocles (490-435 B.C.)

supposed that a person perceives through effluences found in

the pores of the various senses. Democritus (460-370 B.C.)

refined the perception theory of Empedocles and said that

the mind consists not of conscious states, but of atoms.

The atomic structure comprising the mind is the same as that

of the make-up of fire. Through the vehicle of fire atoms,

copies of the external world are produced. To him, thus,

perception is the impression of images (copies) on fire

atoms. Another atomist Anaxagoras (499-428 B.C.) claimed

that objects in the universe are comprised of minute atomic

particles. By the psyche acting upon these masses of

particles, perception results. In this theory, perceptual

discrimination requires contrasting or opposing elements.
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Aristotle (384-322 B.C.) and the Stoics viewed the mind as a

tabula rasa (blank tablet), acquiring its contents as the

senses furnish it with data from the outer world.

Perceptions are impressions of objects in the outer world on

the soul.

These Greek thinkers are basically sensationists, since

they believed that the mind experiences the external world

by way of the senses. They did not distinguish sensation

from perception. With the passing of Greek dominance,

sensationalism gave way to mysticism. During the

seventeenth and eighteenth centuries after the period of

mysticism, rationalism emerged. It was guided by Galileo's

method of mathematical deduction. Rationalists viewed

phenomena mathematically and mechanically, regarding nothing

in the physical universe as mysterious.

Descartes (1595-1650), the first rationalist, tried to

resolve the psycho-physical dualism of the human being.

"Cogito, ergo sum (I think, therefore I am)." Inasmuch as

the process of doubt is one of thinking, doubting the

existence of consciousness is experienced and asserted. Not

only is the existence of the soul more certain than the

body, with thought processes the soul exists continuously

and is an innate idea. Descartes held that what is clear,

compelling, and consistent among our ideas must be true, for

certain knowledge is innate.
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Hobbes, Locke, Berkeley, Hume, Hartley, and Mill

rejected Descartes' idea. They claimed that knowledge is

not only acquired through sensation but that it is acquired

only through sensation. This means that all knowledge is

derived from prior experience. (This position is known as

empiricism.) If knowledge is acquired, then perception must

be learned. This learning occurs by association.

According to Locke, the human mind contains only two

kinds of mental ingredients: sensory experiences and the

residues sensory experiences leave behind. The combinations

in which sensations and images (residues) occur together in

our mind are governed by the laws of association. Berkeley

undertook to prove that we cannot directly perceive the

third dimension-of space because the retinal image is only

two-dimensional. Depth perception must, therefore, come

about by learning that the world is three-dimensional. The

central idea is that visual sensations themselves do not

provide much knowledge about the world, but that they

provide a basis for arriving at correct interpretations.

Berkeley's distinction between sensation and perception is

implicit, since what we perceive is something different from

the sensations.

Reid, a Scottish psychologist, was the first to insist

upon the distinction between sensation and perception. A

sensation, Reid said, although occasioned by an impression
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upon an organ of sense, is not of the body but of the mind.

Perception, although it depends on sensation, is much more

than sensation, for it includes both a conception of the

object perceived and also an immediate and irresistible

conviction of the object's present existence.

John Mill sought to formulate a psychological theory of

the belief in an external world by theorizing about the

mind's ability to proceed from actual sensation to possible

sensations. He defined matter as the permanent

possibilities of sensations. It is by association that

certain permanent possibilities of sensations are grouped in

given configurations and hold according to the associative

law of inseparability. That is why, he explained, the

physical objects of the external world are stable, even

though they are generated from changing sensations.

In Germany a new (experimental) psychology was spawned

in the laboratories of physiologists and anatomists.

Johannes Muller (1801-1858) introduced the specific energy

of nerves theory which confirmed the Bell-Magendie Law on

spinal nerve roots: special sensory filaments served to

transmit impressions to the brain and special motor

filaments carry signals from the brain to the muscles.

While some nerves possess a sensory function, others provide

a motor function. Muller's theory also extended

Bell-Magendie's works by grasping the significance of the
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findings and reasoning that the entire nervous activity of

man could be comprised of nerves specializing in the

activity peculiar to them. Thus, a blow on the head could

cause nerves in the skin to feel pain, nerves in the ears to

give a ringing sound, and nerves in the eyes to see 'stars'.

Helmholtz (1821-1894), one of Muller's students, made

great contributions to the knowledge about vision and

hearing. He argued that most perception is the result of

learning. The reason that perception appears to be

nativistic, or innate, is because of the accumulation of

memory impressions termed unconscious inference. He said

that the sensations of the senses are tokens for our

consciousness, leaving our intelligence to learn how to

comprehend their meaning. Realization that the objects of

perception remain relatively constant despite variation in

the proximal stimulus contributed to Helmholtz's theory of

the distinction between sensation and perception.

Wilhelm Wundt (1832-1920), generally credited with

founding psychology as an experimental science, began

operating his psychological laboratory in 1875, and his

students founded psychology laboratories all over the world.

Wundt developed the theory that perception is the end result

of a process of interpreting our sensations on the basis of

past experience. Titchener brought Wundt's psychology to

America. In modern psychology, the belief that perception
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takes into account certain information in addition to the

most relevant feature of the proximal stimulus is still

widely held. However, the Gestalt school of thought

criticized the distinction between sensation and perception.

In Gestalt psychology sensation was absorbed into

perception. Rather, it should be said that Gestalt

psychology does not have a theory of perception because it

holds that meaning is given immediately in phenomena.

The argument of the nature-nurture question of

perception still goes on in contemporary investigations.

The argument is more clearly understood by looking at the

principles of perception described by Rock (1975):

1. The proximal stimulus array must be considered
to be ambiguous concerning what it represents
in the world.

2. Perception begins with a process of grouping
and figure-ground organization of the proximal
stimulus.

3. The organization achieved is based on a
selection, decision, or preference on the part
of the perceptual system for certain outcomes.

4. The central events that lead to particular
perceptions are not themselves subjectively
experienced,i.e., they are not conscious.

5. As a rule, what is perceived does not
correspond directly to the relevant feature of
proximal stimulus.

6. In general, the facts of perception cannot be
adequately explained in terms of the operation
of physiological detector-mechanisms such as
are triggered by a particular stimulus
impinging on the retina.

7. What is perceived is generally, although by no
means always, veridical.

8. Perception generally is not influenced by
knowledge.

9. Vision is dominant over other sense modalities
so that not only does it tend to determine
what is perceived when a sensory conflict
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occurs but it tends to capture and thereby
distort the very experience of the object as
given by that other modality (pp. 559-560).

As can be seen, some points support the nature side and

others support the nurture side. This research takes the

side of nurture (the empiricist's view), as shown in the

diagram. The following section details this position.

Motivation and Perception

Introduction

The variety of visual reflex responses to stimulation

at birth indicates that an infant's visual mechanisms are

sufficiently developed (Pratt 1960). New born infants

followed with their eyes the contour of a brightly colored

triangle (Bruner et al. 1966) and looked longer at a

half-white half-black surface than at a plain surface or at

a checker board with two black and two white squares

(Hershenson 1964).

These findings show that newborn infants have the

capacity to discriminate between two different patterns.

However, this does not mean that infants can identify either

patterns or objects; rather infants' visual mechanism is

equipped with eyes, optic nerves, and visual cortex that are

innately constituted to mediate the discrimination of

brightness, color, movement, and simple form.

As infants grow, their basic visual functions are

increasingly subordinated to higher order cognitive
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processes. Simple form and movement perception are

integrated with and supplemented by processes of

identification, classification and coding which depend to a

considerable extent on learning, memory, attention,

reasoning and language. Particularly in special states of

need and desire, perception may be facilitated and directed

towards particular aspects of objects in the environment

which may satisfy these needs. Thus, the perceptual

function seems to be a crucial point of contact between the

world and personal strivings.

Needs and Attitudes

Henle (1955) hypothesized that motivation may guide and

facilitate perception by pointing or sensitizing, organizing

and reorganizing, selecting, supplying context, arousing

relevant memory traces, arousing expectation, discouraging

the desire to understand, obscuring differences, disturbing

the recognition process, altering the physiognomic

properties of experience, and animating or enlivening

aspects of experience. Levine, Chein, and Murphy (1942)

tested the autistic aspect of perception (the tendency of

cognitive processes to move in the direction of

drive-satisfaction) by having the subjects identify

ambiguous pictures at predetermined intervals (one, three,

six, and nine hours) after eating. The subjects identified

the pictures more as food after a period of food deprivation
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than when they were not hungry. However, this tendency

occurred only over a limited period of food deprivation.

The subjects failed to do so after longer periods. The

interpretation was that the growing need produces the

autistic process within the limits of a normal eating cycle,

but thereafter the need makes it more imperative to find

some means to satisfy the need (reality process).

McClelland and Atkinson (1948) performed a similar test

and also found that as hours of food deprivation increased,

the frequency of food-related responses increased. An

important point here is that the increase in food-related

responses as a function of degree of food deprivation occurs

for instrumental but not goal objects. If one counts goal

responses only, then an actual decrease of food response may

occur, probably because of the "reality process". But

food-related responses increased steadily as hours of food

deprivation increased. This indicates that as a need

increases, there is an increase in the projection of

activities (objects) instrumental to satisfying the need.

The preceding two experiments were concerned with the

perception of an ambiguous stimulus. This might create

difficulty of deciding whether or not the criterion of

perception is adequate. Thus, Lazarus, Yousem and Arenberg

(1953) designed an experiment in which five unambiguous

photographs of common food objects and five of nonfood
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objects were presented at one-fifth of a second intervals,

illumination varied between 22 and 59 volts. Differential

thresholds of recognition for the food vs. the nonfood items

varied significantly with degree of food deprivation and

subjective hunger. Right after eating recognition of food

items was poorest, increasing steadily to three and four

hours after eating, and dropping sharply at five and six

hours without food. This shows that even when the stimulus

is precisely defined and unambiguous, recognition thresholds

are a function of the hunger need, and operate in terms of

the eating cycle.

The effects of need upon perception of need-related

objects can be shown by the illuminance matches of projected

color pictures of need-related objects in progressive

deprivation. Gilchrist and Nesberg (1952) asked subject

groups in different periods of deprivation to match the

illuminance of a picture of a need-related object to that of

the previously shown standard picture of the need-related

picture. The results showed that in the illuminance matches

of objects relevant to that need, the subjects made a

positive time error as hours of deprivation increased.

Beams (1954) designed his experiment somewhat differently to

see intra-individual differences in the perceived size of

various objects. Similarly, results showed that a child's

liking or disliking for certain food objects had impact upon

his perception of the magnitude of each food object.
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Despite findings with regard to a relationship between

motives and perception, one might wonder how important a

temporarily induced need state is in the face of strongly

conditioned stimulus-response relations. More specifically,

since changes in perception are generally inferred from

changes in verbal response, the properties of linguistic

materials are suspected to play a role in perceptual

processes. Solomon and Howes (1951) reported that

word-commonness was a more important determinant of

recognition threshold than personal values. Wispe and

Drambarean (1953) also found that word-commonness was the

single most important factor, and need-related words were

recognized more rapidly as need increased.

Reward and Punishment

Another way of inducing motivation is through reward

and punishment. We can assume that perception develops

positively in the direction of reward, tending away from

punishment. Proshansky and Murphy (1942) asked subjects to

observe lines, weights, and light movement without making

any overt response. The subjects received a reward for each

long line, heavy weight, or light which moved to the right

without being given reasons for such rewards. For each

short line, small weight, left-moving light, the subject

received punishment. The results showed significant shifts

in estimates of lines and weights in the direction of the

percepts which had been rewarded.
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It seems logical that feelings of success and failure

may affect subsequent perception. Postman and Solomon

(1950) reported that some subjects perceived more quickly

words previously given as anagrams which they failed to

solve than those they had succeeded in solving; others

perceived more slowly. Thus, it appears that success and

failure do have systematic effects on perceptual

sensitivity. It may also be probable that what is actually

perceived may be influenced differentially by success and

failure. Postman and Brown (1952) experimentally induced

success and failure in a preliminary perceptual task.

Subsequently, all subjects were shown a series of words,

four of which were related to success, and four related to

failure. The successful subjects showed selective

sensitivity to success words, and the failing subjects

showed selective sensitivity to failure words.

Similarly, Spence (1957) found that the failure words

were perceived more readily when the subjects' anxiety had

been aroused by failure. The relationship between anxiety

and perceptual threshold persisted even after the artificial

nature of the failure had been explained. However, Eriksen

and Browne (1956) found that by manipulating the frequency

and recency of prior occurrence of the words, the perceptual

thresholds for the words could be lowered. But, this

reduction in thresholds would be less if these words became

r
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conditioned stimuli for anxiety. Smock (1955) showed

subjects a series of pictures varying successively from

being completely blurred to completely clear. One group of

subjects, whose failure was enhanced by stressing it, began

to guess a definite response to a stimulus configuration

before adequate information was available, and took longer

to attain a correct response. This retarded recognition may

be caused by anxiety aroused through aggravating the sense

of failure.

According to Gestalt psychology, perception of a

figure-ground relationship is dynamic. Schafer and Murphy

(1943) found autism could serve as a determinant of

figure-ground organization. In their experiment, opposite

complementary aspects of vertical contour lines, each

resembling a human profile, were enclosed in semi-circles.

These profiles were presented tachistoscopically to subjects

who were either rewarded or punished. When rewarded

profiles and punished profiles were shown simultaneously in

an ambiguous situation designed to allow the perception of

one profile at the expense of the other, each subject

generally recognized previously rewarded profiles, but did

not generally recognize previously punished profiles.

Sommer (1957) compared the perceptual effects of reward

versus neutral, reward versus punishment, and punishment

versus neutral faces to see whether a need-satisfaction
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theory or an emphasis theory works. The rewarded face was

perceived more readily than the punished and neutral faces,

but the punished faces were perceived better than the

neutral faces. Thus, it appeared that when punishment was

divorced from reward, the former seemed to have the effect

of emphasizing the punished aspect.

In the development of differential perceptual

thresholds, the importance of word frequency versus

reinforcement was tested by Rigby and Rigby (1956). The

results suggested that reinforcement may alter perceptual

thresholds beyond the maximum. This results from frequency

alone, if reinforcement is associated with the stimulus

material.

Other Types of Motivation

Interest is another type of motivation related to

perception. Postman, Bruner, and McGinnies (1948)

investigated the relationship between perception and the

major interests of subjects. First, they assessed the

subjects' interests by means of administering to each

subject the six values (theoretical, economic, aesthetic,

social, political, and religious). The subjects were shown

six words representing each value. Results showed that

subjects perceived words related to their major values or

interests more readily than other words. But one might

argue that these results can be achieved by manipulating the
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frequency of the words. Thus, Postman and Schneider (1951)

redesigned the experiment to account for the word frequency

factor. Results showed that though there was little

difference in speed of perception between common words

associated with different interests, there was considerable

difference if the words were infrequently used. Haigh and

Fiske (1952) confirmed the findings of Postman, et al.

(1948) and additionally reported that the same result was

obtained when the subjects were asked to rank words in the

order in which they valued them.

Lindner (1953) demonstrated the relationship between

interests and perception by using prison inmates categorized

as sex offenders. In the experiment, the sex offenders were

more sexually responsive to sexually stimulating,

non-sexually stimulating, and to ambiguously constructed

test items. It was suggested that a relationship exists

between repression and perception. Rosenstock (1951) showed

the subjects sentences with the second clause carrying the

affective meaning--sexual and aggressive. In order to hold

constant the structural difficulties of the sentences, each

sentence consisted of 14 words and 18 syllables. These

sentences were perceived more slowly than those with neutral

meanings and they were more distorted. In particular women

repressed aggressive material, while.men repressed sexual

material. Zuckerman (1955) found higher thresholds for
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aggressive words than for the matched neutral words. But

the frustrated subjects perceived all words more slowly,

both neutral and aggressive. Carpenter, Wiener, and

Carpenter (1956) categorized the subjects as sensitizers or

repressors with regard to sex and aggression by means of a

sentence completion test. They found that the sensitizers

were quicker than the repressors to perceived words related

to sex and aggression.

The preceding studies used a tachistoscope. Van de

Castle (1960) employed a technique which involved the

simultaneous presentation of aggressive and neutral words

for a one-second period in a binocular stereoscope. This

enabled an actual conflict and rivalry situation between two

competing perceptual processes to occur. The purpose was to

uncover response tendencies not readily apparent by the

method of single stimulus presentation. The MMPI anxiety

scale and the Edwards Personal Preference Schedule (EPPS)

were used to group the subjects into high and low aggressive

sensitizers and high and low aggressive repressors

(defenders). The results showed that sensitizers reported

significantly more aggressive words than did repressors

(defenders).

,,
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Problems and Solution

The motivation researchers discussed thus far have been

concerned with the interaction of a single motive and

perceptual processes. The basic assumption is that there

exists a linear relation between intensity of a motive and

perceptual effect. That is, the more intense the motive the

greater the perceptual distortion. However, it is too

simplistic to assume that in an experimental or real world

situation a single motive affects perceptual outcomes.

Fisher (1954) showed that the motivational aura of an

experiment ranges far beyond the explicit experimental

instructions.

Klein (1970) mentioned that perception can be motivated

without necessarily being in the grip of immediate need

gratification. Cognitive styles (attitudes) and defenses,

even though these do not need to seek projected

gratifications, are very personal and seem to reflect

organizing principles. According to Klein, cognitive style

directs like needs, but its central feature is not a

discharge in consummatory actions that bring gratification.

Its function is to resolve an immediate adaptive

requirement. Thus, behavior expresses both the pressures of

needs and the forces that counteract, qualify, or facilitate

their gratification in keeping with a coping strategy that

is invoked to meet the requirements of reality. In other
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words cognitive styles govern the paths and strategy of need

satisfaction. Tolman (1949) recognized this by stating

difficulty, especially in the case of human
beings, is that these later tiresome animals seem
to be able to cover up, repress, inhibit, or
distort their drives so that when you put them in
the presence of the standard goal-object they
refuse to go to or consume it, in any obvious and
overtly measurable way--in spite of the fact that
you know that they do suffer from the given drive
or need. Thus, for example, one can put a hungry,
but overly well-mannered child in the presence of
food and he may refuse to eat. And it is a common
place that what can thus be brought about by
social prohibitions in case of hunger can be
brought about much more seriously in the case of
sex and aggression (p. 363).

This could be the reason why we could not find the clear

evidence of a need-response relationship in the study of

Carter and Schooler (1949), where judgments of rich and poor

children were essentially the same. Mausner and Siegel

(1950) also found no evidence of needs and values as

determinants of the characteristics of perceptual processes.

There was no difference between identification threshold of

stamps with the highest monetary value and that of stamps

with the lowest monetary value.

Even if we accept the distorting effects of needs on

perception, the very acceptance creates a paradox: How is it

possible for perception to be as effective as it can be in

everyday life when perception is so easily corrupted by

needs? A simple motivational hypothesis is theoretically

unsound and is lacking in predictive power.
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In the light of these problems of motivational

perception, Gibson (1954, 1979) proposed a psychophysical

solution in which there is a specific discoverable

stimulation behind every quality of experience. This means

not only that the so-called sensory qualities have stimuli,

but that all the qualities of surfaces, edges, slopes, and

shapes have stimuli. All the qualities of motion, action,

and causality have stimuli, and that all the qualities of

persons, groups, institutions, words, and symbols have

stimuli (Gibson 1951). Therefore, to discover the stimulus

rather than to measure the response is the main problem in

analyzing a perception. This means that Gibson's

psychophysics of space perception is a search for invariants

on both the distal (object) and proximal (retinal) sides.

Johansson (1970, 1974) also believed that an effective

theory for visual perception must be based on studies of the

stimuli. But, since Gibson's pure stimulus theory of

perception is not effective, 'decoding principles' of

perception are needed. Without these principles the fact

that perceived interelement distances are approximately

constant under proximally changing element distances cannot

be explained.

Epstein (1977) further elaborated the decoding

principles of Johansson. He introduced three types of

decoding principles: 1) principles which differentiate
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effective stimulation, 2) principles which select among the

possible constructions of the perceptual world on the basis

of broad categories of preferences, 3) heuristic principles

which are like automatic computational routines.

Wallach and Austin (1954) demonstrated the memory

effects in perception. Proceeding from Gibson's findings

concerning the importance of textural gradients for

perceived slant and three-dimensional perception, Wallach

(1955) showed that in order for a textural gradient to

become an effective stimulus for perceived slant, a

particular set must be induced. When a meaningful context

(set) was given, a textural gradient could be an effective

indicator of slant, whereas in the absence of the set it was

not.. This shows that the stimulus is very much related to

the internal organization of motives that are active in the

situation. There is more than one invariant in any object

or event that is potentially perceivable, and different

intentions in relation to an object make certain properties

of the object more or less relevant. A variety of proximal

conditions may serve interchangeably as media for the

representation of the distal invariants or object qualities

(Boring 1952).

Neisser (1976) describes this perceptual process by

introducing the idea of 'schemata', preexisting structures

which direct perceptual activity. Schemata are
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anticipations and the medium by which the past affects the

future. At each moment these schemata (anticipations)

enable the perceiver to accept certain kinds of information

available. Sometimes the perceiver must actively explore

the optic array, making it available by moving his eyes, his

head, or body. These explorations are directed by the

anticipatory schemata. Schema, exploration and information

available form a perceptual cycle. This perceptual cycle

explains how one can perceive meaning as well as spatial

position and form.

Similarly, Heil (1983) says that in order for it to be

true that a perceiver sees x to be F, given that x is F, a

perceiver believes x to be F. In this case, the perceiver

is in a perceptual state that Heil calls 'belief', an

intentional and causal property-which can be interpreted as

a set (context).

Thus, the active, selective participation of the

organism in the perceptual process is needed to account for

the coordination between experience and the object

properties. Rosinski (1977), in answering Koffka's question

"why does the world look as it does?", said that things look

as they do because specific information exists in the light

that enters an eye, and because there exist, in the

observer, processes which select, compare, and store

information.
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As discussed above, the active participation of the

organism in the perceptual process has been identified by

such different terms as motives, set, schemata, and belief.

But, all are basically the same in the sense that they are

related to memory, knowledge, and experience and that they

are anticipatory and directional. It would be more fruitful

if some sort of set and object property are involved in

perception as shown in the model used in this study.

Motives, as set, will be adopted for the study. This will

simplify the relationship between perception and emotion, as

will be discussed later.

r--------------------

I OBJECT PROPERTY I
L-------------------------

r r---------- ------ I

I MOTIVES I--------4- PERCEPTION I
L---------- ------------------ i

Fig. 2--Factors affecting perception

Here, motives promote efficiency rather than autism or

distortion. Motives establish a focus to discriminate a

particular quality of an object in preparation for effective

action upon it. In real life situations, never does only

one single motive work on perception. Various intentions
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created by various motives always compete for the total

field of perceptual registration (Klein 1970).

Imagery

Introduction

Statements concerning imagery appear in Greek writings

as early as 500 B.C. The poet Simonides wrote "words are

the images of things" (Bowra 1961). Through the centuries

to the time of Watson's behaviorism, ideas of imagery have

persisted.

In the early twentieth century, psychology was defined

as the study of the mind and its contents. Introspection,

the careful observation of one's own mental processes, was

regarded as the primary source of information. Mental

images were identified as the most obvious elements, or

constituents, into which the process of thought might be

introspectively analyzed (Holt 1964).

However, introspectionist psychology went into a

decline at around the beginning of the twentieth century.

Introspective methodology appeared inadequate to handle a

variety of intrinsically interesting situations. By its

nature, the introspective method appeared incapable of

providing common, objective evidence for investigating

mental processes. This situation led to the idea that

psychology should consist, not of careful introspective

reporting of mental experience, but of the objective study
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and measurement of behavior. The reaction against

introspectionism resulted in the behaviorist movement.

Imagery disappeared as an object of research and theory

development in North America for over forty years.

Ultimately, behaviorism was to prove ineffective for

explaining and predicting behavior. As a result, during the

middle of the twentieth century, behaviorists began to allow

mentalistic concepts back into their discussions. Hebb

(1960) cited the change as a second phase in the behaviorist

revolution. The resulting methodology has been variously

called 'behavioral mentalism', 'objective mentalism', and

'neomentalism'.

Using mentalistic concepts, Neisser (1972) defined the

mind in terms of a flow of information in the organism

rather than in terms of conscious, introspectively given

phenomena. In this cognitive approach mental concepts are

introduced as explanatory constructs incorporated into

theories of the processes which are hypothesized to be

responsible for purely behavioral phenomena rather than as

empirical phenomena to be investigated in their own right

(Richardson 1980). Accordingly, interest in the concept of

mental imagery was revived among the cognitive

psychologists. Within a short time, mental imagery once

again became a central focus in cognitive science.
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Generally, in marketing 'image' means the overall

impression (of an object, a person, or a firm). By saying

'product image' or 'corporate image', we really mean our

perception of the product or the firm, our judgment and

attitude about the product or firm. There is a different

kind of image, henceforth to be called 'imagery'. Imagery

is the sensory experience of the characteristics of a

stimulus. For an example, the words 'President Lincoln' may

remind us of the particular characteristics of his face

(contour, beard, chin). This copy of a stimulus object

created in our mind is imagery.

In marketing, research in imagery is very limited.

Lutz and Lutz (1977) selected logos that portrayed brand

name, product, or service pictorially from the Yellow Pages

of Los Angeles Telephone Directory and tested whether the

pictorial depiction facilitated recall. The results showed

that interactive imagery positively enhanced the recall of

the brand. However, there are conditions for a picture-

superiority effect on consumer memory (Childers and Houston

1984). Under conditions where audiences are less motivated

or capable of semantic processing, imagery enhances the

recall of the stimulus.

A pictorial symbol in place of verbal material (product

attributes) can affect attitudes toward a brand (Mitchel and

Olsen 1981). But when subjects saw an unframed pictorial
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advertisement (an advertisement in which the verbal message

does not relate the picture to the brand), they seemed to

forget or to be distracted from the task of evaluating the

brand advertised (Edell and Staelin 1983). These studies

were concerned with the picture effects on memory and

consumer judgments, imagery as a representation of a picture

stimulus.

The current study is concerned with imagery as a

response, rather than as a representation of a stimulus.

The background for the current study as well as other-

imagery research in marketing consists of the imagery

theories in cognitive psychology.

Dual Coding Theory

Paivio's (1971) theory identifies two sorts of coding

or representations which might be used by subjects in a

variety of psychological tasks. Images and verbal processes

are viewed as alternative coding systems, or modes of

symbolic representation. They are postulated as two basic

cognitive modes as separate representational systems for

nonverbal and verbal information.

Paivio (1975) distinguishes the verbal system as an

abstract, logical mode of thinking. This is contrasted with

the concrete, analogical mode that apparently characterizes

imagery. The most important assumption in this theory is

the independence-interconnectedness of the two systems.
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Both are intended to be functionally independent; either

system may operate in isolation from the other. However,

they are also assumed to be interconnected, and the

continuous interaction of the two systems in a particular

situation is more typical.

Given a dichotomous system, Paivio identifies three

levels on which information may be processed. The first is

the representational level where the sensory trace is

produced by an aroused stimulus, the appropriate symbolic

representation in long-term memory. Words activate verbal

representations, and perceptual experiences activate

imaginal representations. The referential level is where

symbolic representations in one system arouse corresponding

representations in the other system. These interconnections

are involved in naming objects or describing images, and in

generating the image of an object when given its name.

Finally, the associative level involves associative

connections among imaginal or verbal representations, or

both. Whether the processes at any of these three levels

are involved in a given psychological task is assumed to

depend upon the particular characteristics of the task.

Another assumption is that the two systems differ in

the way in which their units are organized into higher-order

structures. The imaginal system is assumed to represent

information in a synchronous or spatially paralleled manner,
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so that different components of a complex thing or scene are

simultaneously available. On the other hand, the verbal

system is taken to employ sequential organization, which is

characteristic of linguistic utterances. Similarly, the

imaginal system is assumed to be capable of transformations

along spatial dimensions, such as size, shape, and

orientation. The verbal system, on the other hand, is taken

to allow transformations on a sequential frame, such as

additions, deletions, and changes in sequential ordering.

Paivio's dual coding theory is an analogue (pictorial)

theory, based on experimental research, and is designed for

a variety of psychological tasks. A variety of experimental

findings have been predicted using the dual coding theory.

No other theory can approach this claim. The delineation of

three levels of meaning within two types of codes has proved

to the most persistent and successful in evoking various

empirical hypothesis concerning the effects of imaginal and

linguistic variables in experimental situations.

Paivio incorporated Piaget's (1936) view which suggests

that linguistic competence and performance are based on a

substrate of imagery. Imagery includes not only a static

representation of objects, but also dynamic representations

of action sequences and relationships between objects and

events. With time, linguistic labels and descriptions

become associated with imagery representation.
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Cyclical Theory

Neisser's (1976) theory is derived from a cyclical

model of cognitive activity which has three principle

elements. The first element consists of the objects in the

real world and the information that specifies them. The

information modifies the second element, the schemata that

the subject possesses or constructs for perceiving the

world. This, in turn, directs the third element,

exploration of the environment. This controls sampling of

the first element. Central to Neisser's theory is schemata.

A schema is defined here as "that portion of the entire

perceptual cycle which is internal to the perceiver,

modifiable by experience and somehow specific to what is

being perceived" (p. 54). He believes that images are "the

anticipatory phases" of perceiving. They involve the

activation of a schema independent of the usual cycle in

which the schema plays a part. Thus, when you have an

image, you are preparing to receive the visual information.

Neisser places emphasis on imaging as an anticipation

of perception. Hannay (1971) claims that imaginal and

perceptual anticipation are totally different. Attempting

to form an image means that one may be anticipating the

formation of the image, but not anticipating the true

perceptual experience of the thing imagined. Further,

anticipating may be a necessary part of the imaging process,
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but it is not a sufficient one, since people can anticipate

the act of seeing without experiencing a mental image.

Propositional Theory

Propositionalists claim that image representations are

no different in kind from the representations underlying

conceptual knowledge and abstract thoughts. A

quasipictorial image is treated as an epiphenomenon, and all

mental representations consists of logical propositions

containing symbolic variables and constants. All of the

propositional models developed are embodied in computer

programs.

Baylor (1971) proposed two types of representation

media, an I-space for imaginal information, and an S-space

for symbolic, factual information. The representations in

these media do not differ in quality in format, but rather

in specifics of organization and content. Information in

the S-space is factual, as it relates to parts of an object

and its components in general. Information in the I-space,

by contrast, is factual only for a particular part of an

object and its components. Baylor's image representation is

hierarchical; the structure mirrors the nesting relations

implicit in part containment, as occurs with blocks having

faces, faces having edges.

Moran (1973) goes one step further, rejecting even

Baylor's distinction between imagery and symbolic spaces.

-I-"---
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Moran claims that imagery is a symbolic process that neither

requires a distinct image space nor needs pure image

operators. Rather imagery depends on structural (mostly

hierarchical) information.

Farley (1974), in a departure from Moran's model,

argues that the image is a nonhierarchical structure of

interrelated symbols. In this representation the positions

of the symbolized units are encoded in terms of an

imprecise, absolute locational coordinate scale. Farley

argues that Baylor and Moran have not really modeled imagery

because they failed to devise representations that evinced

nonhierarchical spatial relations. Instead, their efforts

focus on short-term memory processes.

Levels of Equivalence

Finke (1980) claims that mental imagery involves the

activation of information-processing mechanisms at many

levels of the visual system. At the highest visual levels,

the manner in which information is processed can often be

influenced by one's knowledge and expectations. At the

lowest visual levels, the manner in which information is

processed is determined instead by the structure and

function of the processing mechanisms themselves. Mental

imagery can interfere with visual perception when mental

images and physical objects activate the same visual

mechanisms. Mental images are the source of activation of

the visual mechanisms, not the product of it.
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Finke, in reviewing a large number of experimental

findings, has suggested this framework. But he is against

the principles of functionalist cognitive psychology, as

evidenced by his belief that images are the source of

activation of visual mechanisms (Fodor 1981). With regard

to the empirical evidence criterion in this research effort,

his theory is too heuristic and imprecise to allow

generation of adequate models of entire imagery tasks.

Computer Based Theory

Kosslyn (1980) has presented a computer based model of

imagery with the analogue information that images possess

displayed on a CRT. Thus, the screen display simulates the

hypothesized imaginal processes that mediate size

comparisons, distance judgments, and mental rotation.

Images have two major components. The "surface,

representation" is the quasi-pictorial entity in active

memory that is accompanied by the experience of having an

image. The "deep representation" is the information in

long-term memory from which the surface image is derived.

The quasi-pictorial image that is experienced is

represented by a configuration of points in a matrix,

corresponding to a visual buffer. An image is displayed by

selectively filling in the matrix cell. There are two deep

representations underlying images: perceptual and

discursive. Perceptual encodings contain information that
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can evoke a surface image. Discursive encoding is a list of

facts in a propositional format.

Even though Kosslyn's theory is very precise, the CRT

display is not relevant to the computer solution of the

cognitive tasks. The screen display exists solely for the

convenience of the human observer. Information used to

generate the display is in a computational form. Using

computer it is possible to solve all of the distance, size,

and rotation problems without reference to the analogue

information (Yuille 1983). Thus, despite Kosslyn's claim,

his theory should be considered propositional.

Conclusion

This survey of imagery theories shows the dispute among

researchers in providing explanations for imagery. The

descriptionalists regarded mental imagery as representing,

in the manner of nonimagistic representations, language

rather than pictures. An opposing group, the pictorialists,

believed that at least some mental representations, mental

images, are pictorial. All the major pictorialists are

willing to accept that there are descriptional

representations, and thus, hold that there are two kinds of

mental representations. The descriptionalists argue that

mental images are epiphenomena, effects and not causes of

anything. The pictorialists, on the other hand, argue

against epiphenomenalism.
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The focus of the current research effort is to apply

the pictorialist's conception of imagery to packaging to

contribute to the understanding of how packaging affects

consumers. Paivio (1971), as discussed, defined the meaning

of a stimulus in terms of the associative processes that are

evoked by the stimulus--representational, referential and

associative meanings. Representational meaning refers to

the availability of a symbolic representation (mental image

or word) corresponding to the stimulus, so that the stimulus

has familiarity and elicits a recognition response.

Referential meaning is a high-order associative process

involving a linkage between an object-image and the name of

the object, so that the object can evoke a labeling response

and the name can evoke an object image. Associative meaning

implies further associative connections among different

images, words, or both.

Referential and associative meanings suggest the

linkage between perception and imagery in the model. More

specifically, if the word "COW" is used as a stimulus, an

image of a cow (referential meaning), according to

experience, will be evoked in the mind, and further words

and images (conditioned in the past) other than a cow can

also be evoked (associative meaning). If a picture of a cow

is shown, the labeling response (referential meaning) will

be evoked and images and words other than a cow can also be
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evoked (associative meaning). This meaning analysis enables

us to draw a linkage between the constructs:

r ---------- ir----------

I PERCEPTION I--------;;o| IMAGERY I
L------------4JL-------------

Fig. 3--Relationship between perception and imagery

This linkage does not mean that perception of any

stimulus will always evoke imagery. Imagery is a

conditioned response. This means that imagery can occur

only after the association between stimulus and imagery had

been conditioned. For an example, President Lincoln (word

stimulus) would not evoke the facial image of Lincoln unless

one knew how he looked.

Emotion

Introduction

Although marketers generally acknowledge the importance

of emotion by saying that it is a powerful tool for

communication (Cilo 1985) and that the emotional factors

influence 80% of the purchasing decision process (Konopachi

1982), the little marketing research in this area has been

restricted to fear appeal (Ray and Wilkie 1970, Wheatlye and

Oshikawa 1979, Burnett and Wilkes 1980) and guilt arousal

(Bozinoff 1983). To understand general emotion evoked by a

stimulus, more general theories of emotion are needed.
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There are many theories of emotion, in the disciplines

of psychology, sociology, ethology, biology, psychiatry,

linguistics, and neurology. The research differs from field

to field. For example, in biology researchers try to

understand the physiological mechanisms and processes,

whereas in sociology researchers' interests are social

interaction and social organization. The main interest here

is to understand the mental processes of consumers when they

confront a stimulus (packaging). Therefore, only those

theories of emotion pertaining to the cognitive process will

be discussed in this paper.

Evolutionary Theory

Darwin (1872) initiated the psychoevolutionary approach

to emotions. The nature of the environment creates certain

functional requirements for all organisms if they are to

survive. An organism must explore its environment and

orient its sense organs appropriately as it takes in

information about the beneficial and harmful aspects of its

immediate world. More critically, organisms must adapt

accordingly as the environment changes. Assuming that the

process of evolution applied not only to an animal's

structures but to its mind and emotions as well, Darwin

claimed that emotions increase the chances of survival by

being appropriate reactions of emergency events in the

environment.
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Plutchik (1980) expanded Darwin's idea and said

emotions are attempts of the organism to achieve control

over the kinds of events that relate to survival. Plutchik

conceptualized emotions as complex chains of events that are

triggered most often by environmental stimuli. The stimulus

has to be recognized and evaluated as an important

survival-related emergency. This cognitive evaluation may

be automatic. A subjective feeling state will then follow

the cognition. Also, there will be a pattern of

physiological changes that occur in the body. According to

Plutchik, these physiological changes have the character of

anticipatory reactions associated with various types of

exertions. The feeling state and physiological reaction

will be followed, with a certain probability, by an impulse

to action. If two or more impulses to action exist

simultaneously, they will interact with each other. As a

result, a vector of impulses will occur in the form of

action or overt display behavior.

In this view cognitive evaluations are a part of the

total process that involves an organism interacting with its

environment in biologically adaptive ways. The stimulus

cannot be regarded independent of emotional consequences,

since emotions are adaptive reactions to significant stimuli

in the life of an organism. Thus, Plutchik defines emotion

as an inferred complex sequence of reactions to a stimulus.
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The reactions include cognitive evaluations, subjective

changes, autonomic and neural arousal, impulses to action,

and behavior designed to have an effect upon the stimulus

that initiated the complex sequence.

Differential Emotions Theory

The differential emotions theory assumes that human

personality has a complex organization of six subsystems:

homeostatic, drive, emotion, perceptual, cognitive and

motor. Each subsystem functions relatively autonomously but

influences and interacts with the others. According to

Izard and Buechler (1980), the six subsystems produce four

types of motivation: 1.) drive, 2.) emotions, 4.)

affect-perception and affect-cognition interactions, and 4.)

affect-cognitive structures and orientations. The affects

contain both emotions and drive, and assume to direct

perceptual and cognitive processes. The resulting

affect-perception and affect-cognition interactions

contribute to the complexity and variety of human

motivation. In the theory, there are ten. fundamental

emotions: joy, interest, surprise, sadness, anger, disgust,

contempt, fear, shame, and guilt. Each has its unique

motivational properties. These fundamental emotions are

motivators, and organizers of behavior, not merely responses

to an appraisal process.
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According to the theory, the somatic nervous system

mediates emotion activation. An internal or external event

changes the level or pattern of electrochemical activity in

the nervous system, resulting in new sensory data. The

event may be either an intraindivisual process ( memory,

image) or a person-environment interaction. Once an emotion

is activated, the glandular-hormonal, cardiovascular,

respiratory, and other life systems are involved in its

amplification or regulation.

Cognitive Theory of Emotion

Regarding the cognitive theory of emotion, Lazarus,

Averill, and Opton (1970) stated that few meaningful

encounters, actions, and thoughts occur without emotion.

The presence of an emotion provides an important clue to the

significance of a person ' s ongoing adaptational encounter

with the environment. In the theory, cognitive appraisal

plays an essential role in understanding and dealing with

the great individual differences in emotional intensity,

quality, and fluctuation observed in comparable

environmental settings. Each emotion quality and intensity

is generated and guided by its own particular pattern of

appraisal. Thus, memory, perception, and thought are always

key causal aspects of the emotional response pattern.

Cognitive appraisal in the theory comes in three forms:

primary, secondary, and reappraisal. Primary appraisal is
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the evaluation of every transaction or encounter for its

significance for well-being. Three fundamental evaluations

are theorized: an irrelevant encounter, a benign-positive

encounter, and a stressful encounter. Secondary appraisal

is the evaluation of coping resources and options available

in a stressful encounter. Reappraisal points to the

feedback process wherein changes in primary and secondary

appraisal can be brought about by changes in the

adaptational encounter.

In real life, several emotions can occur

simultaneously. Some will be transformed into yet other

emotions, while others intensify or weaken over the course

of a transaction or series of transactions. Also, stability

of emotional patterning can come about. A similar

environmental condition and personality factors (beliefs)

may create a stable pattern of recurring emotions.

A Psychological Theory of Emotion

In a psychological theory of emotion, emotions are

generated as the result of two sets of unconscious mental

processes: autonomic activation and cognitive meaning

analysis (Mandler 1980). Autonomic activation gives rise to

autonomic nervous system activity which provides the

intensity dimension of emotional experience. The autonomic

nervous system (ANS) alerts the organism to important events

in the environment. The important events to which the
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organism's behavioral attention is drawn are the occasions

when well-developed, well-organized, habitual, and

previously adaptive actions either fail, cannot be

completed, or are inhibited in some way. The unintended

noncompletion of organized actions or thoughts (which are

referred to here as interruptions) not only alert the

organism directly, but also bring about ANS activity.

On the other hand, cognitive components determine

emotional qualities. The human organism constantly and

automatically scans its external and internal environment

and constructs interpretations in terms of existing mental

structures and expectations. This meaning analysis contains

the classifications of emotions (such as joy, fear, and

love).

A Constructionist View of Emotion

The constructionist views emotions as social

constructions based on the interrelations between individual

and a situation. Emotions are not biologically given, nor

are they improvisations. Averill (1980) defines emotion as

a transitory social role (a socially constituted syndrome)

that includes an individual's appraisal of the situation and

that is interpreted as a passion rather than as an action.

A syndrome may be referred to as a set of responses

that covary in a systematic fashion. This implies that a

syndrome consists of a variety of elements which must form a
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coherent system. Thus, syndromes can be defined as systems

of behavior, as distinguished from specific reactions.

In the constructionist definition of emotion, appraisal

means that emotions are dependent on cognitive activity.

Emotions must have objects and they are evaluative; that is,

they represent judgments about what is desirable and

undesirable. Thus, emotional appraisals are highly personal

and are revealing of an individual's personality.

Conclusion

Theories of emotion, adopting cognitions assumed to be

causal to physiological and behavioral change, have been

discussed. From these theories three important points can

be made: 1.) All these theories claim that emotions are

relational. In other words there must be a stimulus for one

to have emotion. Thus, emotion always focuses on the object

(Arnold 1960), and emotion involves a psychological

interaction between organism and environment (Brady 1970).

2.) There are two kinds of stimulus, external and internal.

An external stimulus can be anything that exists outside a

person's mind, while an internal stimulus means the images

generated inside the person's mind. Stimulus in the

environment must be perceived first for any emotion to

follow. 3.) Emotion directs and guides action (purchasing).

Lohr (1976), using classical conditioning paradigm, showed

that conditioned stimulus can concurrently evoke emotion and
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imagery. From these points relationships among the

constructs can be obtained:

r--------------- i r----------1
I PERCEPTION I-- -- I IMAGERY I
L------------------J L--------------

rr------------1
I EMOTION |---I REACTION I
L----------IL----------------

Fig. 4--Causal relationships with emotion

At the core of emotion is the concept of appraisal.

Appraisals intervene between stimuli (external and/or

internal) and physiological and behavioral responses.

Appraisals are evaluations of the personal worth of any

incoming stimulus. Consumers evaluate a product before

purchasing, whether or not it is worth buying. Appraisals

include an evaluation of the options for coping and their

potential consequences.

There are some disagreements on the relationship

between motivation and emotion. Some argue that motivation

and emotion are two different concepts, and others believe

that these concepts are basically same. Leeper (1970) goes

on to say that emotion is a total perceptual process, that

perception, motivation, and emotion are same. Nevertheless,



60

these views are not antithetical to the model developed in

this study. Emotion can be regarded as motive(t2), which

occurs after perception of the stimulus.

Remarks

The packaging model in this study is drawn from

selective psychological theories of perception, imagery, and

emotion in order to solve a marketing problem. The

interrelationships among the constructs in the model may be

viewed incomplete from the standpoint of psychology.

However, in a marketing context the model is parsimoniously

sufficient in explaining consequential behavior (of

consumers) related to packaging.

The whole model cannot be tested in this study. Only

the relationships among perception, imagery, and emotion

will be considered. The validity of the relationships among

the three constructs in the model depends on whether the

connotative manipulation and the denotative manipulation are

mutually exclusive to each other in the experimentation of

factorial design. Details regarding these relationships

will be discussed in the methodology section.
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CHAPTER III

METHODOLOGY

Measurements

Imagery and emotion can be defined and measured in

terms of meaning. The definition of meaning is formulated

differently in different disciplines, but all regard meaning

as a type of relation. In psychology, meaning can refer to

designation, denotation, connotation, signification,

causation, intention, purpose, interpretation, evaluation,

emotion, action, or all of these. This means that 1.)

meaning can be defined in terms of the response to a

stimulus; 2.) meaning can be understood in terms of simple

associative (direct) connections between stimulus and

response; 3.) meaning can be conceptualized as a

hypothetical construct or as an intervening variable; 4.)

meaning can be regarded as a complex interconnected response

system, including visceral, sensory, and cognitive elements

(Creelman 1966).

The model constructs in this study, imagery and

emotion, can also be regarded as the meaning of a stimulus

(object property), since imagery and emotion are the

conditioned responses connected to the stimulus and these

constructs are cognitive elements. Furthermore, emotion can

68
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be viewed as a connotative meaning because the concepts of

appraisal and evaluation are in its core; and imagery can be

regarded as a denotative meaning since it is a response to a

stimulus. Thus, measurement for meaning will be applied to

those for emotion and imagery.

Osgood, et al. (1957) developed the semantic

differential (SD), a method of observing and measuring the

psychological meanings of concepts. The SD consists of a

number of scales, each of which is a bipolar adjective pair.

The scales, or bipolar adjectives, are seven-point rating

scales. Each scale measures one or two of the basic

dimensions or factors that Osgood, et al have found to

comprise the scales: evaluation, potency, and activity. The

most important factor consists of adjectives that are

evaluative. Osgood gives a list of 50 scales with their

factor identifications and the strength of the

identifications. Examples of a few bipolar adjective pairs

that are strongly identified with one of factors are:

EVALUATION POTENCY ACTIVITY

good-bad large-small active-passive

beautiful-ugly heavy-light sharp-dull

clean-dirty strong-weak fast-slow
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The 50 scales given by Osgood are by no means

exhaustive. One might use any polarities, suitable to

particular research questions. Also, investigators may need

only the scales of one of the three factors. Staats and

Staats (1958) used SD to measure evaluative meaning,

focusing on whether or not attitudes elicited by a

significant word can be changed by conditioning. Lohr

(1976) investigated the acquisition and interaction of

evaluative (emotional) word meaning and denotative meaning

(imagery) by utilizing SD.

In order to make the SD more sensitive for evoking

subtle distinctions, many modifications may be made (Mindak

1961). Some examples of these modifications are:

1. Descriptive nouns and phrases:

happy-go-lucky ------- kind of serious

take life easy-------always on the go

Here, increased shades of meaning are provided by

longer and more involved scales.

2. Tailor-made scales.

When Osgood's original list lacks flexibility and

appropriateness to specific problems, tailor-made word

or phrases lists can be constructed. Sources for such

lists are content analyses, word association tests,

individual or group interviews, and factor analyses.

3.Connotative and non-polar opposites:

really modern-------sort of old-fashioned
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high--quality product-------so-so product

Sometimes this type of scale fits more naturally into

people's frame of reference.

Validity and reliability of the semantic differentials

look favorable. In Osgood's study, the reliability

coefficient was .85. Staats and Staats (1959) showed some

validity of SD by comparing a word's meaning and a word's

verbal associates. The correlation was .99. However,

Flavell (1961) argued that the Osgood's semantic

differential is incomplete as an assessment of meaning. He

held that the semantic differential measures referent

object, but fails to measure non-referent objects in

response to a word stimulus.

In this study three semantic differential scales were

used. In our daily life, "good-bad" and "happy-sad"

feelings are basic, common, and familiar emotions. A

good-bad 7-point scale was used for measuring connotative

(emotional) meaning of an object, and a happy-sad 7-point

scale for assessing connotative (emotional) meaning of

imagery evoked. A foreign setting-domestic setting 7-point

scale was used for measuring denotative meaning of the

object.

Each individual may have many kinds of emotions toward

an object (stimulus). In order to measure a degree of the
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emotions, we needed to know what kind of emotion each

individual has toward the object. Since it was impossible

to know and measure all the emotions that subjects had, it

was necessary to make the subjects have the meaning of the

object in terms of good and bad in order to measure this

with the good-bad scale.

Imagery response (denotative meaning of an object) is

remembering something experienced in the past. As it is not

known what sorts of experiences each individual has in

relation to the object (stimulus), it was necessary to make

the subjects remember something, and to measure this

something with a scale reflecting a denotative meaning of

the object. To do that, the subjects were shown the object

with a picture of African famine victims or of a smiling

face. Since the African famine has been well publicized,

the subjects knew that it was happening in Africa (foreign)

by looking at the picture. On the other hand, the subjects

saw the smiling face as a domestic (American) scene. Thus,

foreign setting-domestic setting scale were used to measure

the imagery response.

The picture of African famine victims was used

primarily to generate a sad feeling in the minds of the

subjects. The picture of a smiling face was to generate a

happy feeling about the picture in the minds of the

subjects. Thus, a happy-sad scale was used to assess the
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connotative (emotional) response toward the picture

(imagery).

The three semantic differential scales were:

GOOD:-:::: : : :BAD

SAD:..:.:.:: : :HAPPY

DOMESTIC SETTING: :.:..: ._: FOREIGN SETTING

Experimental Design

In a notational system of experimental design, X stands

for a treatment, 0 stands for an observation, and subscripts

of X and 0 refer to the sequential order. Dashed lines

between experimental groups mean that they were not randomly

formed.

There were five groups of subjects in the experiment.

The first group was for pretest measurement. The rest were

treated with experimental manipulations. The four treatment

group design adopted in this study was a variation of the

untreated control group design with pretest and posttest.

The diagram for the untreated group design with pretest and

posttest is;

01 02

03 X1  04

Fig. 5--Design for two groups with pretest and posttest
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The weaknesses of the untreated group design are

maturation, selection, and instrumentation (Cook and

Campbell 1979). A difference between 02 and 04 without the

treatment X, can occur from maturation, selection, and

instrumentation. These threats to the internal validity can

be controlled better if one more experimental group is added

and the direction of treatment X1 is opposite X2 as

diagramed below:

01 02

03 X, 04

OS X2 06

Fig. 6--Design for three groups with pretest and posttest

It is less likely that the direction of the posttest results

in one group would be opposite that in the other group by

maturation, selection, and instrumentation. In other words,

04 and 06 should be closer to each other if posttest results

were developed by maturation, selection, and

instrumentation.

Two more groups are added to account for the second

factor (denotative manipulation). It would be expected that

the first factor posttest results for groups 1 and 2 were

directionally same. The same would be expected for the

second factor for groups 3 and 4.
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With four counterbalanced treatment groups, the

untreated group is not needed. Each treatment group can

serve as a control group (or base group). It is likely that

the pretest may affect the posttest if pretest measurements

are applied to the four treatment groups. Thus, for pretest

measurement, a separate group was used. The design in this

study is diagramed:

01

xi 02

X2 03

X3, 04

X4 OS

Fig. 7--A design for one pretest group and four posttest

groups

Each of postmeasurements (02, 03, 04 and 0.) included

the good-bad scale, the domestic setting-foreign setting

scale, and the happy-sad scale. The good-bad scale was to

measure the emotional response to the perceived stimulus

object, the domestic setting-foreign setting scale measured

the imagery response to the stimulus object, and the
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happy-sad scale measured the emotional response to the

imagery evoked.

On the good-bad scale in the case of the rock, 02 and

03 were expected to be positive (good) and 04 and 0 were

expected to be negative (bad). On the domestic

setting-foreign setting scale, 02 and 04 were supposed to be

foreign (African famine victims) and 03 and OS were to be

domestic (a smiling face). On the happy-sad scale, 02 and

04 were to be sad (African famine victims) and 03 and 0

were to be happy (smiling face).

Regarding analysis design of ANOVA, two factorial (2 x

2) design is appropriate since there were only two possible

responses (to the stimulus object in the environment)

depicted in the model, connotative response and denotative

response. There could have been many connotative

(emotional) responses and many denotative (imagery)

responses to the perceived object. These responses have

been classified and represented by the constructs "emotion"

and "imagery" in the model. Thus, the various emotional and

imagery responses possible were not meant to be the separate

factors. In this experimentation, the verbal factor was for

the emotional response and the pictorial factor was for the

imagery response.



77

There were three sets of two factorial ANOVA:

1) on the good-bad scale

good bad
r----------------------

AFVI I I

I---------- ---------- I

SF1I

L------------------------------

2) on the foreign setting-domestic setting scale

FS DS
r-------------------------

good |II|I

I-------------------

bad I

L-------------------------------

3) on the happy-sad scale

SAD HAPPY

good I I I

I----------I----------|

bad 1I

L-------------------------------

Fig. 8--Two factorial ANOVA designs

*AFV--African famine victims
*SF -- Smiling face
*FS -- Foreign setting
*DS -- Domestic setting

F..
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Analysis Technique

In the experimentation for this study, -one dependent

variable and two independent (factor) variables were

involved. The dependent variable was connotative response

or denotative response which are interval variables. The

two independent variables (factors) were the connotative

manipulation factor and the denotative manipulation factor,

both of which had two levels, and were categorical.

Analysis of Variance (ANOVA) was an appropriate

technique for the experimentation, since ANOVA is concerned

with the relationship between a single continuous dependent

variable and one or more non-continuous independent

variables on two or more treatment levels. In other words,

ANOVA analyzes the effects of one or more categorical

independent variables, measured at different levels, upon a

continuous dependent variable assumed to be measured on a

interval scale (Hair, Anderson, Tatham, and Grablowsky

1979). In regression terms, analysis of variance assesses

how one or more nominal independent variables affect a

continuous dependent variable. The research interest, by

understanding the effects of factors through ANOVA, was to

estimate the true population differences from the sample

groups.

The traditional analysis variance model is

Y = U + T + e
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where T is the differential effect of the j-th level of the

treatment variable. The ANOVA model for factorial design

would be:

Y = U + B, R + B2 C + B3 R C + e

where B1 R is the row effect, B2 C the column effect, and

B 3 R C the interaction effect.

In this two-way analysis of variance (factorial

design), total variance consisted of variance between groups

and variance within groups (error). Variance between groups

was further partitioned into 1) variation due to row factor,

2) variation due to column factor, and 3) variation due to

interaction of row factor and column factor:

SST = SSR + SSC + SSRC + SSE

or more specifically:

+ Yj-'j-'Zj+ )2+ (Y Y.) 2

The significances of the effects of factors was done by

F test. The F statistic is the ratio of two variance

estimates. Three F statistics were involved in the

factorial design of this study. The first was for the row

factor, the second for the column factor, and the third for

the interaction between the row and the column factors.

That is:

F = MSR/MSE for the row factor

for the column factorF = MSC/MSE
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F = MSRC/MSE for the interaction

where MSE is a pooled estimate of the common population

variance. Calculation of F statistics(Kleinbaum and Kupper

1978) has been shown in conjunction with a general ANOVA

table:

TABLE I

TWO-WAY ANOVA TABLE

r ------------------------------------------------------- 1
I source I df | ss I ms | F
---------------------- I------------------------------------
Row r-l I SSR= 2 2ja MSR= MSR/

(Y-Y) SSR/(r-l) I MSE
-----------I------------I- --------I------------- I-------
Column c-l SSC= 2 2 MSC= I MSC/

(Y -YSSC/(c-) MSE
--- ----------------- ---- -----SC-l)-- M----
Inter- I(r-l)(c-l) I SSRC= 2 2 _ I MSRC= I MSRC/I
action I I (Y -Y -Y +YtISSRC/(r-l)(c-l) MSE I

-----------I------------I---------------I----------- -------
Error I rc(n-1) I SSE=TSS-SSR- MSE=

SSC-SSRC I SSE/rc(n-l)I
------------------------------------- -------------- ------
Total rcn-l I TSS= II2

(Y-Y
L ---------------------------------------------

Subjects

Five groups of students enrolled in a business

mathematics course in the North Texas State University

school of business during the fall of 1985 were randomly

selected for the experiment and were asked to come to a room

at the time designated to each group. But, the students who

came to the room were not sufficient to do this experiment.

Alomm"MOW10""b" Z*Iuww
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Thus, five classes of a marketing principle course, each

class as a separate group, were selected during the spring

of 1986. Experiments were performed in each class period

with the permission of instructors. Premeasurement group

consisted of twenty students, first experimental group

twenty, second twenty-one, third twenty-six, and fourth

twenty-three.

For the pilot study, four groups (8, 8, 8, 4) of

students from two marketing research classes during the

spring of 1986 were chosen. The purpose of the pilot study

was to monitor the soundness and presentation of the

material, the design of the questionnaire, control of the

subjects, and any unforeseen problems which might arise

during the experimentation.

Materials

A rock, a ball, and a box were used as stimulus

objects. The three objects, neutral in meaning, were

implanted in the two different background pictures of

African famine victims and a smiling face. These two

pictures were for denotative (referential) meaning

manipulation. In order to give meanings to the stimulus

objects, sixty words were selected from the words rated on

evaluative meaning by Jenkins, Russel, and Suci (1958).

Among the sixty words, twenty words were positive, twenty

words were neutral, and twenty words are negative in

evaluative meaning:



SIXTY WORDS

TABLE II

WITH EVALUATIVE MEANING

positive words neutral words negative words

baby

beautiful

birth

clean

complete

faith

family

god

happy

heal

holy

home

joy

nice

music

nurse

peace

sex

success

sunlight

sword

stiff

socialism

slow

slack

rigid

obscure

narrow

low

jump

knife

intermittent

hurried

heavy

hard

flashy

fiery

dirt

coiled

coarse

criminal

devil

discomfort

divorce

fraud

hate

heartless

hurt

mosquito

nasty

putrid

rage

rancid

sickness

stagnant

steal

thief

tornado

trouble

war

L- __ ___I__ __ __ __L __ __ __ ___ow_
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The three objects, the two background pictures, and

sixty words were matched and presented to the subjects.

Matchings were:

First group:

rock--African famine victims--twenty positive words

ball--African famine victims--ten neutral words

ball--a smiling face --ten neutral words

box---a smiling face --twenty negative words

Second group:

rock--a smiling face --twenty positive words

ball--a smiling face --ten neutral words

ball--African famine victims--ten neutral words

box --African famine victims--twenty negative words

third group:

rock--African famine victims--twenty negative words

ball--African famine victims--ten neutral words

ball--a smiling face -- ten neutral words

box -- a smiling face -- twenty positive words

fourth group:

rock--a smiling face --twenty negative words

ball--a smiling face -- ten neutral words

ball--African famine victims--ten neutral words

box -- African famine victims--twenty positive words
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A rock, a ball, and a box were chosen because they

seemed neutral in meaning, in terms of good and bad.

Neutral objects are most conducive to establishing an

association with the words which have evaluative meanings.

African famine victims and a smiling face were used to evoke

happy or sad emotion. Twenty positive words, twenty neutral

words, and twenty negative words were picked to give

meanings to the objects (rock, ball, and box).

Procedure

Permission to do the experiment was obtained from the

instructors who taught the five classes of students chosen

to be experimental subjects. Pretest measurement of the

objects was obtained first. After administering treatment,

posttest measurement was obtained, one group at a time, in a

classroom. Directions were presented to the subjects in

written and verbal form which is shown in Appendix A. In

order to obscure the purpose of the study, subjects were

told that this was a study about the learning effect of an

advertisement.

The objects with the background pictures were projected

onto a screen. The size of the objects was significantly

smaller than the background pictures so that the subjects

could tell what the background pictures were about. This

directed attention to the objects. The unconditioned

stimuli words were presented verbally by the experimenter
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immediately after subjects verbally named the object

projected on the screen. Each group of subjects had sixty

exposures, twenty of each object.

For the first group, the rock was shown at the lower

left corner of picture of African famine victims, and was

conditioned with twenty positive words. The ball, in the

picture of African famine victims and in the picture of a

smiling face, was conditioned with twenty neutral words.

The box in the picture of a smiling face was conditioned

with twenty negative words.

For the second group, the rock was shown with a smiling

face and was conditioned with twenty positive words. The

ball, shown with the smiling face and the African famine

victims, was conditioned with twenty neutral words. The box

with African famine victims was conditioned with the twenty

negative words.

For the third group, the rock was shown with African

famine victims. The box was shown with the smiling face.

The ball was shown with the African famine victims and the

smiling face. The rock was conditioned with negative words,

the ball with neutral words, and the box with positive

words.

For the fourth group, the rock was shown with the

smiling face. The box with the African famine victims, and

the ball with the African famine victims and the smiling
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face. The negative conditioning words went with the rock,

the neutral words with the ball, and the positive words with

the box.

For each group, the two pictures were mixed to prevent

a fixed effect. The sixty matched treatments for each group

were presented in random order, though never more than twice

in succession. A word was never paired with an object or a

background picture more than once, so that stable

associations would not formed between any word and any

object. After the treatments, a questionnaire shown in

Appendix A was used to measure the meanings conditioned.

The three objects were printed above three different

seven-point semantic differential scales. A good-bad scale

assessed evaluative meaning (emotion) of the objects, a

foreign setting-domestic setting scale measured denotative

meanings of the objects, and a happy-sad scale measured

connotative meanings of the imageries evoked.

Procedure for Analysis of Data

The mean of the pretest was computed and factored out

by subtracting it from the values of the posttest on the

objects. The best estimate of the mean square for error

between the means of the factors (after factoring out the

effect of the pretest where applicable) was found. F values

were computed by dividing the mean squares for rows,

columns, and row x column interaction by the best estimate

of the mean square for error.
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With reference to a table of area for the normal curve,

the level of significance was determined for the nine null

hypotheses. The level of significance was set at the 0.05

level. The following null hypotheses were tested.

1) HO: There will be no main effect of the verbal

manipulation factor on the objects in the connotative

response.

2) HO: There will be no main effect of the pictorial

manipulation factor on the objects in the connotative

response.

3) HO: There will be no main effect of the verbal

manipulation factor on the objects in the denotative

response.

4) HO: There will be no main effect of the pictorial

manipulation factor on the objects in the denotative

response.

5) HO: There will be no interaction, on the connotative

measurement, between the connotative manipulation

factor and the denotative manipulation factor.

6) HO: There will be no interaction, on the denotative

measurement, between the connotative manipulation

factor and the denotative manipulation factor.

7) HO: There will be no main effect of the verbal

manipulation factor on the imagery in the connotative

response to the imagery.
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8) HO: There will be no main effect of the pictorial

manipulation factor on the imagery in the connotative

response to the imagery.

9) HO: There will be no interaction, on the connotative

measurement for the imagery, between the verbal

manipulation factor and the pictorial manipulation

factor.

Testing of Hypotheses

Hypothesis 1, 2 and 5 were tested by comparing the

means of the connotative response to each object between the

groups, using two-way ANOVA with the connotative and the

denotative manipulation. Significance of the differences in

the means was tested by an F test.

Hypothesis 2, 3 and 6 were tested by comparing the

means of the denotative response to each object between the

groups. Factors in the denotative response are the

denotative and connotative manipulations. The significance

of the differences in the means was tested by an F test.

Hypothesis 7, 8 and 9 were tested by using two-way

ANOVA on the means of the connotative response to the

imagery evoked between the groups. The significance of the

differences was tested by an F test.

-
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CHAPTER IV

ANALYSIS OF DATA

Results

The statistical results of the pilot study will be

presented first. The statistical results of this research

and the tests of the hypotheses will follow.

Results of the Pilot Study

Twenty eight students enrolled in two marketing

research classes were divided into four groups. Each group

was shown sixty slides containing the object (rock, ball, or

box) superimposed on the picture of an African famine victim

or a smiling face, with the sixty good, neutral, or bad

words. This experiment was designed to investigate whether

the connotative meanings (emotions) and the denotative

meanings (imagery) of the two objects (rock and box) and the

connotative meanings of the imagery were different among the

groups. Since the number of observations in each cell were

different, due to the use of an unbalanced design, general

regression was used instead of normal ANOVA. This

statistical method was selected to correct a

multicolinearity problem. As for the independent

variables, the connotative manipulation (verbal factor), the

90
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denotative manipulation (pictorial factor), and the

interaction term of the verbal factor and the pictorial

factor were used. The results showed that the interaction

terms for all the dependent variables were not significant

(see Table III). Consequently, the interaction term was

dropped from the regression model to concentrate on the

effects of the two main factors. Significance level for the

decision was 0.05.

TABLE III

F VALUES FOR THE INTERACTIONS

dependent F
variable value pr > F

Yl 1.88 0.1831

Y2 0.03 0.8660

Y3 1.77 0.1961

Y4 2.43 0.1318

Y5 0.00 1.0000

Y6 0.15 0.6974

*Yl--connotative response on the rock
*Y2--denotative response on the rock
*Y3--connotative response on the imagery
*Y4--connotative response on the box
*Y5--denotative response on the box
*Y6--connotative response on the imagery
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Connotative Response - The Rock

The difference in the connotative response attributable

to the verbal treatment was significant, but the difference

attributable to the pictorial treatment was not (see Table

IV). From this it can be interpreted that verbal treatment

was more effective in conditioning the verbally identified

object.

TABLE IV

ANOVA TABLE FOR THE CONNOTATIVE RESPONSE FOR THE ROCK

source df ss F pr>F

word 1 31.5375 18.93 0.0002

picture 1 6.0166 3.61 0.0690

error 25 41.6500

Denotative Response - The Rock

Regarding the denotative response to the rock, there

was no significant difference between the groups,

attributable to the verbal factor. On the other hand, there

was a significant difference between the groups,

attributable to the pictorial factor (see Table V). It was

obvious that imagery (denotative response) is a separate

response from emotion (connotative response), since the
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Connotative Response - The Box

The verbal factor was significant in the connotative

response to the box. The pictorial factor was not. Again,

the verbal words played a major role in giving the

connotative meaning to the box. The results were in

complete agreement with the results of the rock, as shown

earlier, even though the F values for the factors on the box

are smaller than those on the rock.

TABLE VII

ANOVA TABLE FOR THE CONNOTATIVE RESPONSE FOR THE BOX

source df ss F pr>F

word 1 12.1500 7.77 0.0100

picture 1 4.0042 2.56 0.1221

error 25 39.0000

Denotative Response - The Box

As in the case of the rock, a significant difference

between the groups was found in the denotative (imagery)

response attributable to the pictorial factor. The

difference between the groups was found less than

significant in the denotative response attributable to the

verbal factor. It can be concluded that the denotative

response was a response to the pictorial manipulation.



TABLE VIII

ANOVA TABLE FOR THE DENOTATIVE RESPONSE FOR THE BOX

source df ss F pr>F

word 1 1.6667 2.19 0.1511

picture 1 113.4375 149.26 0.0001

error 25 19.0000

Connotative Response - Imagery Generated b the Box

The pictorial factor, as in the case of the rock,

attributed significantly to the difference between the

groups in the connotative response on the imagery generated

by the box. The verbal factor was insignificant.

ANOVA TABLE FOR THE

TABLE IX

CONNOTATIVE RESPONSE FOR THE IMAGERY

source df ss F pr>F

word 1 2.4000 3.85 0.0611

picture 1 156.8167 251.31 0.0001

error 25 15.0000

95
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The Results of the Study

A group of 20 subjects participated in the pretest only

to test the connotative meaning (good or bad) of the objects

(rock and box). For the rock, mean was 0.00 with T=0.00,

p<1.000. For the box, mean was 0.15 with T=0.46, p<0.6513.

Thus, for both the rock and the box, the mean is not

significantly different from zero at 0.05 level. This

implies that before experimental manipulation, the objects

did not have connotative meaning in terms of good or bad for

the subjects.

Total of ninety students from four marketing classes

participated in the experimentation. Each of the four

classes had minimum of 20 students (20, 21, 26, 23), meeting

the requirement for the assumption of normal distribution,

since each class served as a separate group. The mean age

was 22.4 years with an age range from 20 to 34. Forty-two

students were male and forty-eight students were female.

Generally, the results of this study agreed with those

of the pilot study. The only difference between the two

studies was the significance of the pictorial factor in the

connotative response to the rock. Here, the pictorial

factor on the rock was significant. In the pilot study it

was not.

As in the pilot study, the interaction of neither the

pictorial factor nor the verbal factor was significant for
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all the dependent variables (see Table X). Therefore, the

interaction term was omitted from each model.

TABLE X

F VALUES FOR THE INTERACTIONS

dependent
variable F pr>F

YI 1.98 0.1632

Y2 0.67 0.4150

Y3 1.17 0.2821

Y4 0.31 0.5808

Y5 0.10 0.7571

Y6 0.01 0.9305

*Yl--connotative response on the rock
*Y2--denotative response on the rock
*Y3--connotative response on the imagery
*Y4--connotative response on the box
*Y5--denotative response on the box
*Y6--connotative response on the imagery

Hypotheses 5, 6, and 9

The interaction terms for the dependent variable Yl and

Y4 were related to hypothesis 5. Yl was the connotative

response to the rock, and Y4 was the connotative response to

the box. The interaction terms for Y2 and Y5 were related
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to the hypothesis 6. Y2 and Y5 were the denotative response

to the rock and the box, respectively. The interaction

terms for Y3 and Y6 were related to the hypothesis 9. Since

the interactions between the verbal factor and the pictorial

factor for all the dependent variables were not significant,

hypothesis 5, 6, and 9 were accepted.

Connotative Response -_The Rock

ANOVA test on the connotative response showed that the

main effects were significant at 0.05 level. In the pilot

study, the pictorial factor was not significant, although it

approached significance. The verbal factor had an F value

of 91.10 with p>0.0001 and the pictorial factor had an F

value of 6.67 with p>0.0115 (see Table XI). The verbal

factor played a far greater role than the pictorial factor.

TABLE XI

ANOVA TABLE FOR THE CONNOTATIVE RESPONSE FOR THE ROCK

source df ss F pr>F

word 1 200.6947 91.10 0.0001

picture 1 14.7004 6.67 0.0115

error 87 191.6709

i...
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Connotative Response - The Box

Difference between the groups in the connotative

response to the box attributable to the verbal factor was

significant, but difference attributable to the pictorial

factor closly approached, but did not reach, significance.

TABLE XII

ANOVA TABLE FOR THE CONNOTATIVE RESPONSE FOR THE BOX

source df ss F pr>F

word 1 127.3310 47.49 0.0001

picture 1 8.0283 2.99 0.0871

error 87 233.2619

Hypothesis 1 and 2

The verbal factor in the connotative response for both

the rock and the box was significant. Thus, hypothesis 1

was rejected. On the other hand, the pictorial factor was

significant only for the rock, and not for the box. Thus,

hypothesis 2 was rejected only for the rock, but accepted

for the box. Even though it seems inconsistent for

hypothesis 2, there are logical explanations for the

discrepancy of the pictorial effect. This will be discussed

in the section of Discussion.
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Denotative Response - The Rock

As expected, the pictorial factor in the denotative

response was significant, with an F value of 127.90 and a p

value of 0.0001. On the other hand, the verbal factor was

not significant, with an F value of 0.94 and a p value of

0.3339. These results were in agreement with those of the

pilot study.

TABLE XIII

ANOVA TABLE FOR THE DENOTATIVE RESPONSE FOR THE ROCK

source df ss F pr>F

word 1 2.0640 0.94 0.3339

picture 1 279.6520 127.90 0.0001

error 87 190.2176

Denotative Response - The Box

As in the rock, the pictorial factor attributed

significantly to the difference between the groups in the

denotative response, while the verbal factor did not. These

results were congruent with those of the pilot study.
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TABLE XIV

ANOVA TABLE FOR THE DENOTATIVE RESPONSE FOR THE BOX

source df ss F pr>F

word 1 1.5582 0.67 0.4141

picture 1 283.6933 122.59 0.0001

error 87 201.3321

Hypothesis 3 and 4

Hypotheses 3 and 4 were related to the denotative

response on the objects. As discussed, the verbal factor

was not significant for both the rock and the box. The

pictorial factor was significant for both the rock and the

box. Consequently, hypothesis 3 was accepted. On the other

hand, hypothesis 4 was rejected.

Connotative Response - Imagery Generated by The Rock

A significant difference between the groups in the

connotative response on imagery was attributable to the

pictorial f actor, with an F value of 128.31 and a p value of

0.0001. The verbal factor was not significant.
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TABLE XV

ANOVA TABLE FOR THE CONNOTATIVE RESPONSE FOR THE IMAGERY

source df ss F pr>F

word 1 2.4880 1.06 0.3071

picture 1 302.4459 128.31 0.0001

error 87 205.9000

Connotative Response - Imagery Generated by The Box

The pictorial factor, as in the case of the rock, was

significant and the verbal factor was not. These results

also coincided with those of the pilot study.

ANOVA TABLE FOR

TABLE XVI

THE CONNOTATIVE RESPONSE FOR THE IMAGERY

source df ss F pr>F

word 1 0.3537 0.15 0.6959

picture 1 299.0280 130.02 0.0001

error 87 200.0939
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Hypothesis 7 and 9

The verbal factor, as shown above in Table XVI, was not

significant for the rock and the box. Thus, hypothesis 7

was accepted. The pictorial factor was significant for the

rock and the box. Hypothesis 9 was rejected.

Findings

Data collected in both the pilot study and the main

study support the model presented. Therefore, the stated

purposes of the study were generally accomplished. The

findings of the study are listed in this section.

1. The subjects responded differently to the stimulus in the

connotative response, according to the experimental

manipulation by the good or bad words.

This reveals that emotion is generated by the perception

of a stimulus.

2. In the connotative response, effectiveness of the

pictorial treatment was mixed. With regards to the

rock, the pictorial treatment contributed significantly

to the group difference in the connotative response.

But, with regards to the box, the difference due to the

pictorial treatment was not significant.

This finding does not affect the relationship between

perception and emotion in the model, since the verbal
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treatment was sufficiently effective in differentiating

the groups in the connotative response.

3. The denotative (pictorial) treatment significantly

affected the denotative response, but the connotative

(verbal) treatment did not.

This shows that the denotative (pictorial) treatment and

the connotative (verbal) treatment are exclusive. Thus,

denotative response is seperate from connotative

response.

4. The connotative response to the imagery (denotative

response)- was affected by the pictorial treatment, but

not by the verbal treatment (connotative treatment).

This reveals that the connotative response to the

imagery and the connotative response to the stimulus in

the environment are seperate.

From these findings, we conclude that perception of a

stimulus generates two separate responses--connotative

(emotion) and denotative (imagery). In turn, the imagery

generated evokes an emotion separate from the emotion

generated by the perception.
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Discussion

The pilot study and the main study produced the same

results, with the exception of one discrepancy. In the case

of the connotative (emotional) response to the rock, both

the verbal factor and the pictorial factor were significant

in the main study. On the other hand, in the pilot study

only the verbal factor was significant at 0.05 level. The F

values, in both studies, for the verbal factor were really

high. But, the F values for the pictorial factor in both

studies were near the cut-off point, even though only in the

main study was the pictorial factor significant.

This discrepancy does not produce a conflict in

discussing the relationships among the constructs in the

model. Generally, meaning of a stimulus is acquired through

perceptual exposure, classical conditioning, and

instrumental conditioning (Paivio 1971). The manipulations

of the experimentation were administered to the subjects in

order to impose meanings on the stimuli. If meaning

(emotion) is generated through the verbal factor and/or the

pictorial factor, then it is sufficient in justifying the

relationship between perception and emotion in the model.

The discrepancy merely suggests that, as a method of giving

meaning, the pictorial factor failed to be significant for

the box in the connotative response.
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The pictorial factor has two dimensions-connotative and

dimension. The connotative side of the pictorial factor

functions in the connotative response on the objects. More

specifically, the picture of African famine victims may

evoke responses of sad feeling (connotative dimension) and

foreign setting (denotative dimension). The connotative

dimension of sad feeling affects the objects in the

connotative response (good-bad) by association of contiguity

(learning principle). As discussed later, the denotative

dimension of the picture is orthogonal to (independent of)

the connotative response to the objects. Thus, the pictures

should be regarded as both connotative and denotative

manipulation.

As shown in the ANOVA table, F values for the verbal

factor in the connotative responses to the objects are very

high. This indicates that the verbal factor played a major

role in imposing an emotional meaning on the objects. This

notable contribution of the verbal factor could be explained

in three ways.

First, according to Paivio's (1971) dual coding theory,

as discussed in Chapter II, there are separate and

interconnected coding (and decoding) processes of

information-imaginal and verbal. The imaginal system is

parallel processing, while verbal system is sequential

processing. In the experimentation, the subjects were asked
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to name the objects verbally in order to draw their

attention to the objects. The words were read to the

subjects as soon as they named the objects. Since the

subjects named the objects verbally, they were actively

participating through the verbal system. Hearing the words

verbally requires the verbal system, more active than the

imaginal system. Consequently, the verbal factor could be

more effective in conditioning the objects.

If this interpretation of the finding holds true, it

gives new light on learning and perception. Learning

through association is a well-accepted principle. What is

significant is the fact that the association of words and

objects is considerably stronger than the association of

pictures and objects, when both associations are presented

simultaneously. The implication is that if one modality is

more active than the other, learning through the more active

modality is more effective than through the less active one.

Generally, watching a television commercial is a passive

sensory experience through both the verbal and imaginal

systems. Using a number of techniques, marketers could

activate one of the modalities, then utilize that modality

to condition consumers. However, it is premature to draw

this conclusion at this point.

Second, the effect of the verbal factor over the

pictorial factor can be explained by the theory of auditory
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short-term memory, introduced by Crowder and Morton (1969).

According to the theory, immediate-memory stimuli entering

the system through the ears benefit from a storage mode

called precategorical acoustic storage (PAS), a store

without a viable counterpart for visual stimuli. In other

words, verbal stimulus results in a larger recency effect

than visual stimulus. Recently, silent lip reading and

silent mouthing proved to have a recency effect comparable

to that found with overt speech (Campbell and Dodd 1982;

Greene and Crowder 1984; Nairne and Crowder 1982; Nairne and

Walters 1983). Thus, the recency effect supports the

superiority of the verbal factor in the connotative response

to the objects.

Third, measurement for the effect of conditioning may

explain the superiority of the verbal factor. The

conditioning words selected as good or bad have a stronger

relationship with the seven-point good-bad scale than the

conditioning pictures selected in terms of happy or sad.

Thus, the subjects may have related the objects more

strongly to the words than to the pictures.

In actuality, one or more of the explanations discussed

above may have contributed to the superiority of the verbal

factor over the pictorial factor in the connotative response

to the objects. This indicates that evaluative meaning is

transferable from word to object through association.
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Transmission of evaluative meaning from word to word has

been tested (DiVesta and Stover 1962; Paivio 1964; Lohr and

Staats 1973). The significance of the verbal factor

suffices to establish the relationship between perception

and emotion in the model. The connotative response

(emotion) is a reaction (good-bad) to stimulus (box or rock)

(Plutchik 1980). interaction with the environment (Izard and

Buechler 1980), an appraisal (good-bad) of stimulus (box or

rock) (Lazarus, Averill and Opton 1970; Averill 1980) or a

meaning response (Mandler 1980).

The pictorial factor, even though its impact on the

objects is not as strong as the impact of verbal factor, is

quite formidable (F=6.67(1,87), p < 0.0115 for the rock,

F=2.29(1,87), p < 0.0871 for the box). This phenomenon is

known as contextual perception. Learning occurs in a

cognitive or associative context of what has been learned

before and in an environmental context defined by location,

time, and specific features of the task at hand (Balsam

1984). Here context can be defined as all the aspects of an

experimental environment (neighboring stimuli) that are

presented concurrently (Balsam 1984), where context provides

a conceptual frame (Minsky 1975) or meaningful setting

(Palmer 1975). In other words, context gives meaning. It

is the same learning principle (association of contiguity)

as discussed earlier with regards to the verbal factor.
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The reason for the mixed results of the pictorial

factor in the significance test could be that the verbal

factor was so strong that the pictorial factor had to

compete with the verbal factor. Since there was no

interaction between the two factors, these factors are

independent each other and compete with each other to

associate with the object. Competition among stimuli is

documented empirically (Leyland 1977; Leyland and Mackintosh

1978).

Once again the mixed results of the pictorial factor do

not affect the relationship between perception and emotion

in the model, since the verbal factor is sufficient. The

relationship between the two constructs would be established

regardless of which the two factors were significant.

Imagery responses on both the rock and the box in both

the pilot and the main studies were in agreement. Only the

pictorial factor was significant. The verbal factor and the

interaction between the two factors failed to reach

significance. The verbal factor did not interfere with the

pictorial factor. This is in accord with the position that

ratings of denotative meaning are not affected by

manipulation of connotative meaning (Lohr 1976). Thus, the

group difference in the denotative response is attributable

to the pictorial manipulation. This means that imagery

(response) depends on a person's experience associated with
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a stimulus (product) and can be generated on perception of

the stimulus (product). Paivio (1971) called this imagery,

when the object and the picture are paired and through the

object the picture is recalled, associative meaning. It is

similar to proximity, one of the Gestalt grouping

principles. Stimuli which are spatially or temporally

proximal are typically perceived as going together

(Wertheimer 1955). Associative learning (and memory) is a

basic principle and has been written by many (Greeno, James,

DaPolito, Polson 1978; Mackintosh 1983; Rescorla 1985;

Underwood 1982).The findings indicate that imagery can be

generated by perception.

ANOVA tests on the connotative response to the imagery

in both of the studies show that only the pictorial factor

was significant. The verbal factor was not significant, and

there was no interaction between the two factors. This

implies that the evaluative manipulation of the object did

not affect the ratings of the connotative-meaning response

and that the two factors are independent of each other on

the connotative response to the imagery. This independence

does not contradict the finding that the connotative

response to the object was affected by the connotative

manipulation of the imagery. One is the response to the

object and the other is the response to the imagery.

Actually, the pictorial factor affecting the connotative
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response to the object should be regarded as a stimulus

affected by association rather than as a connotative

manipulation of imagery.

Thus, regarding the connotative response to the

imagery, only the pictorial manipulation was a contributing

factor to the group difference. This implies that emotions

can be generated from imagery, as depicted in the model, and

that emotions on imagery depend on the connotative qualities

of the imagery evoked.

The denotative meaning response is sensory in nature

(Staats 1967, 1968), and mental imagery has behavioral

effects similar to those that occur with perception (Finke

1980). This means that imagery is functionally equivalent

to perception, and thus, imagery generates emotion as does

perception. Izard (1979) and Solomon (1977) recognized the

relevance of imagery to emotion. Mandler (1984), Lyman

(1984), Ahsenm (1982, 1984) stated that imagery carries

emotion or feeling-meaning with it. Imagery can serve as

internal triggers of emotional behavior and also serve in

the task of emotional control (Plutchik 1984). This current

study empirically supports the relationship between imagery

and emotion.



CHAPTER BIBLIOGRAPHY

Ahsenm, A. (1982), "Imagery in Perceptual Learning and
Clinical Application," Journal of Mental Imagery, 6,
157-186.

(1984), "Eidetics: an Overview," Journal of
Mental Imagery, 1, 5-38.

Balsam, P.D. (1984), "The Functions of Context in Learning
and in Performance," Context and Learning, P.D. Balsam
and A. Tomie, eds., Hillsdale, New Jersey: Lawrence
Erlbaum Associates, Inc.

Campbell, R. and B. Dodd (1982), "Some Suffix Effects on
Lipread Lists," Canadian Journal of Psychology, 36,
508-514.

Cilo, C. (1985), "Emotion a Powerful Tool for Advertisers,"
Advertising A, July 8, 28.

Crowder, R.G. and J. Morton (1969), "Precategorical Acoustic
Storage (PAS)," Perception and Psychophysics, 5,
365-373.

DiVesta, F. J. and D.O. Stover (1962), "The semantic
Mediation of Evaluative Meaning," Journal of
Experimental Psychology, 64, 467-475.

Finke, R.A. (1980), "Levels of Equivalence in Imagery and
Perception," Psychological Review, 87, 113-132.

Greene, R.L. and R.G. Crowder (1984), "Modality and Suffix
Effects in the Absence of Auditory Stimulation,"
Journal of Verbal Lear and Verbal Behavior, 23,
371-382.

Greeno, J.G., C.T. James, F. DaPolito, and P.G. Polson
(1978), Associative Learning: a Cognitive Analysis,
Englewood Cliffs, New Jersey: Prentice-Hall, Inc.,

Izard, C.E. (1977), Human Emotions, New York: Plenum Press.

Konopachi, A. (1982), "Emotionally Speaking, Are You Selling
in The Right Hemisphere?" Industrial Marketing, 67,
December, 38-39.

113



114

Leyland, C.M. (1977), "Higher Order Autoshaping," Quarterly
Journal of Experimental Psychology, 29, 607-619.

Leyland, D.M. and N.J. Mackintosh (1978), "Blocking of
First- and Second- Order Autoshaping in Pigeons,"
Animal Learning and Behavior, 6, 391-394.

Lohr, J.M. (1976), "Concurrent Conditioning of Evaluative
Meaning and Imagery," British Journal of Psychology,
67, 353-358.

Lohr, J.M. and A.W. Staats (1973), "Attitude Conditioning in
Sino-Tibetan Languages," Journal of Person. Soc.
Psychology, 26, 196-200.

Lyman, B. (1984), "An Experiential Theory of Emotion: a
Partial Outline with Implications for Research,"
Journal of Mental Imagery, 8(4), 77-86.

Mackintosh, N.J. (1983), Conditioning and Associative
Learning, Oxford: Oxford University Press.

Mandler, G. (1984), "Consciousness, Imagery, and
Emotion-with Special Reference to Automatic Imagery,"
Journal of Mental Imagery, 8(4), 87-94.

Minsky, M. (1975), "A Frame Work for Representing Knowledge"
in The Psychology of Computer Vision, P.H. Winston,
ed.,, New York: McGraw Hill.

Nairne, J.S. and R.G. Crowder (1982), "On the Locus of the
Stimulus Suffix Effect," Memory and Cognition, 10,
350-357.

and V.L. Walters (1983), "Silent Mouthing
Produces Modality and Suffix Effect," Journal of
Verbal Learning and Verbal Behavior, 22, 475-483.

Paivio, A. (1971), Imagery and Verbal Processes, New york:
Holt, Rinehart and Winston.

(1964), "Generalization of Verbally Conditioned
Meaning from Symbol to Referent," Canadian Journal of
Psychology, 18, 146-155.

Palmer, S.E. (1975), "The Effects of Contextual Scenes on
the Identifications of Objects," Memory and Cognition,
3, 519-526.

Plutchik, R. (1984), "Emotions and Imagery," Journal of
Mental Imagery, 8(4), 105-112.



115

Rescorla, R.A. (1985), "Pavlovian Conditioning Analogous to
Gestalt Perceptual Principles" in Affect,
Conditioning, and Cognition, F.R. Brush and J.B.
Overmier, eds. , New York: Lawrence Erlbaum
Associates.

Shapiro, E.L. (1969), "The Responsibility for Package
Design " in Package Design and its Management, American
Management Association.

Solomon, R.C. (1977), The Passions, Garden city, New York:
Anchor Press/Doubleday.

Staats, A.W. (1967), "Emotions and Images in Language: a
Learning Analysis of their Acquisition and Function,"
in Research in Verbal Behavior, K. Salzinger and S.
Salzinger, eds., New york: Academic Press.

(1968), Learning, Language and Cognition, New
York: Holt, Rinehart and Winston.

Underwood, B.J. (1982), Studies in Learning and Memory, New
York: Praeger Publishers.

Wertheimer, M. (1955), "Laws of Organization in Perceptual
Forms," in A Source Book of Gestalt Psychology, W.D.
Ellis, ed. and trans., New York: The Humanities Press.

Young, P.T. (1973), Emotion in Man and Animal, Huntington,
New York: Robert E. Krieger Publishing.



CHAPTER V

SUMMARY, CONCLUSIONS, IMPLICATIONS, AND
RECOMMENDATIONS

Summary

In the model presented, emotion is evoked by perception

and imagery, and imagery is generated by perception. In

order to establish the relationships among the constructs,

an experiment was designed and carried out with four

treatment groups and one premeasurement group. Initially, a

pilot study was performed to monitor for unforseen problems

which might arise in the design, experimentation, and data

analysis. As the pilot study did not suggest any problem,

The main study was carried out with a minimum twenty

students in each group (20, 21, 26, 23). The data were

collected using three semantic differential scales and were

analysed with two factorial ANOVA.

In the pilot study, the dependent variables

interactions between the independent variables were not

significant. The verbal and the pictorial factor were

orthogonal to each other, thus work independently. For the

connotative response to the objects, the verbal factor

reached significance. For the denotative response, only the

pictorial factor was significant. For the connotative

116
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response to the imagery, only the pictorial factor was

significant. In other words, through the verbal factor the

connotative meaning was attached to the objects, through the

pictorial factor the imagery was created, and the pictorial

factor was responsible for the connotative meaning of the

imagery.

In the main study, as in the pilot study, none of the

interactions between the verbal and the pictorial factor

were significant. For the connotative response to the rock,

both the pictorial and the verbal factor contributed

significantly to the group difference. With regards to the

box, only the verbal factor did. The effectiveness of the

verbal factor in the connotative response was explained by:

a more active verbal system at the time, precategorical

acoustic storage for verbal stimuli, and the measurement

scale. The significance of the pictorial factor in the

connotative response to the rock was explained by contextual

perception. For the denotative response to the objects and

the connotative response to the imagery, only the pictorial

factor reached significance. Thus, the denotative response

(imagery) and the connotative response to the imagery are

separate from the connotative response to the stimulus in

the environment.

Generally, the results of the two studies were in

agreement. The only difference between the studies was that
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in the pilot study for the connotative response to the rock

only, the verbal factor was significant. On the other hand,

in the main study both the verbal and the pictorial factors

were significant.

Conclusion

The directionalities of the connotative (emotional)

responses on the objects (packaging), according to the

manipulation, indicate that meaning (emotion) imposed on

stimulus is generated upon perception of the stimulus. In

turn the directionalities establish the linkage between

perception and emotion in the model. The relationship

between perception and imagery is supported by the

directionalities of the denotative (imagery) responses on

the objects according to the manipulation. Here, the

connotative manipulation did not affect the denotative

response. With regards to the connotative response to the

imagery, connotative manipulation of the verbal factor did

not interfere with the connotative manipulation of the

pictorial factor. The directionalities of the connotative

response to the imagery support the linkage between imagery

and emotion. Thus, emotions on perception and emotions on

imagery are separate, but are both initiated by stimulus in

the environment.

The model depicted in the study is based on existing

theories of perception, imagery and emotion, and on
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empirical evidences. The results of this study also support

the relationships among the constructs. Thus, the model, to

some degree, workable and valid.

Implications

Emotion is a powerful tool for communication (Cilo

1985) and a critical factor for purchasing decision

(Konopachi 1982). Emotional appeal creates loyalties,

commitments, attitudes, ideals, and beliefs (Young 1973).

Thus, the ultimate goal for marketers should be to create

some positive emotions about a product in order to attract

customers.

As stated, the purpose of the study was to test the

model and thereby explain theoretically how emotions are

generated. The purpose of this study was not to provide a

detailed technique to evoke various emotions. Rather, the

goal was to provide better understanding about emotions.

The model could work as a principle in conceptualizing how

to go about generating emotions with packaging design.

Shapiro (1969) said that there is no secret formula for

the creation of package design-just hard work, sweat, trial

and error, and more of the same. Where creativity is

involved there cannot be a secret formula or a step-by-step

approach in packaging design, just as there can be no

step-by-step approach to create a masterpiece in art.

However, by understanding what makes customers tick efforts

to create package design can be improved.
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Typical approaches to packaging design range from a

simple art work to a culmination of motivational research,

color psychology, psychological manipulation, analytical

profiles, and depth testing so as to create desire and to

reflect quality. The assumption made by marketers is that

psychological response is a sole function of stimulus (S-R

paradigm). According to the bahaviorism, mental phenomena

is unknowable, thus, uncontrolable. Consequently marketers

have concentrated only on the surface impression of a

package. However, mental experiences are well documented by

cognitive psychologists. And, as these findings indicate,

mental imagery is manipulative and generates emotions as

well. Imagery, thus, plays a critical role for affecting

the human behavior that depends upon emotion.

The results of this study indicate that there are two

ways to evoke emotions-directly from perception of a

stimulus, and from imagery generated by the perception of

the stimulus. In terms of packaging, emotion is evoked by a

packaged product. Emotion is also by an imagery generated

by the perception of the packaged good. The more emotion

marketers can generate in the consumers' mind, more

successful they will be. In marketing, the role of imagery

has been ignored or has not been informed widely, so that

the effectiveness of marketing communication may have been

compromised. Thus, marketers should exploit these two

avenues of emotion for their products.
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In order to generate conducive imagery in the

consumer's mind, it is critical to understand the culture,

subculture, lifestyle, values, and attitudes of a target

group. Suppose eggs are regarded as nourishing,

life-giving, delicate, and mysterious in a particular

culture, and these qualities are suitable to the product,

then egg shaped package would be good for the product. In

oriental culture sets of three in a package is better than

sets of four, since four signifies death. Without

understanding the symbols in a social context, imagery can

also be counterproductive.

If the lifestyle of a target group is to seek freedom,

soaring birds in a package design might triger the

imagination toward freedom. Depending on the values of a

target group, package design should be different. For

traditional, conservative, nostalgic, and unexperimental

group, design should emphasize homeness or belongingness,

whereas for inner-directed, experiential, intuitive group,

design should reflect sports, participating, or action, so

that they can easily identify with their experiences.

Fantasy is an unrealistic dream that almost everyone has.

Marketers could provide a cue for the fantasy. Testimonial

advertising is working because the imagery of the idealized

self concept evokes powerful emotion. Color can work as a

surrogate cue--red for excitement and blue for power or

masculinity.
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Usefulness of the copy of a package is almost

limitless. A wide variety of imagery can be created with

the words which are most potent symbols for human

communication. Specially, concrete words have better

imagery value (Paivio 1971). "Mountain fresh" has better

imagery value than "fantastically fresh", since "mountain"

is a concrete word and "fantastically" is a abstract word.

For a brand name also it is better to use concrete words.

"Ocean spray juice" is better than "Glory rug" (Alesandrini

and Sheikh 1983); imagery of ocean spray can be represented

easily in the mind of consumer but imagery of glory cannot.

A good design would stimulate the customer's

imagination toward impressions of loveliness, romance,

power, excitement or freedom, and would project enjoyment of

the product. Thus, one should consider that which goes

beyond the surface impression of package design. Imagery

can be related to the convenience of a product, the

after-use of a product, the color, the shape, the lettering,

the copy, and/or the picture in a package design. Every

element that goes into a package design should be

crosschecked with the results of marketing research.

In many cases, marketers cannot evoke strong emotions

from a product. In such cases it is better to manipulate

imagery. Showing packaged goods in television commercials

could be considered as a procedure for conditioning the
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consumers. In this way the imagery of the commercial can be

evoked.

Designing a package, then, should not merely be art

work to impress the eyes. Through imagery marketers should

be able to tap the value system of the target consumers more

deeply so that additional emotions necessary to attract

consumers can be elicited.

Recommendations

The relationships among the constructs in the model are

supported by this study. For future research there are a

number of recommendations.

1. It is recommended to develop an experimental program

using real packaged goods.

2. It is recommended to test the model in other areas of

promotion such as in print AD, TV AD and personal

selling.

3. It is recommended to test the cumulative effect of

emotions generated by the two channels on consumer's

decision making.

4. It is recommended to see whether or not different

emotions are more effective for different product

categories.
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Appendix A

QUESTIONNAIRE

This is a test for measuring advertising effectiveness.

Please evaluate the objects presented and answer the

questions carefully. There are, of course, no "right" or

"wrong" answers and we urge you to be as accurate as

possible in your ratings without pausing to reflect for too

long a time on each scale.

For purposes of illustration, suppose you were asked to

evaluate an object using the "fair-unfair" scale. If you

judged the object to be extremely "unfair", you would check

as follows:

unfair: : :.:.:.:..:fair

If it is judged to be slightly unfair,

unfair:_:_:_:_:_:_;_:fair

If it is judged to be neutral,

unfair:_:-:-:.::::fair

If it is judged to be extremely fair,

unfair:-: :'::: fair

Be sure you mark every adjective pair. Never fill in

more than one bar on a single adjective pair scale. Make

each item a separate and independent judgement.
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1. the rock on the screen is:

good: :0. : : :: :bad

2. the setting of the background picture of the rock is:

domestic:._..:_ ::.:foreign

3. the background picture of the rock is:

happy: :::: : : :sad

4. the box on the screen is:

good: : : :: bad

5. the setting of the background picture of the box is:

domestic:_:_ ::_:_:_foreign

6. the background picture of the bax is:

happy:_.- :_ :: : :sad
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Date:

Age:_

Sex: M F

Thank you for your participation.
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