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Editorial Remark

This discussion paper is a revised and extended edition of the discussion paper No. 208 “Is
Specific Consumer Behaviour Influenced by Terminal Values or does Yellow Press Set the
Tone?”. The latter has been published by the Chair of International Marketing, Consumer
Behavior, and Retailing, in February 2004 in the same series issued by the Faculty of Busi-

ness Administration and Economics at the European University Viadrina.



The Impact of Terminal Values and Yellow Press on
Consumer Behavior

Abstract

We investigate if pluralistic consumption styles (like “frugality*, or “indulgence in luxury”)
can be identified and are correlated with different terminal values and if values and consump-
tion styles prove to be stable or can be changed by drastic events. The results of two polls
(before and after the war in Iraq) are compared. Using content analyses, media influence on
consumers’ values and consumption patterns is also analyzed. Marketing relevance of the
research is substantiated by investigating whether values and/or specific consumer trends have
a significant impact on the preference of advertising campaigns showing different lifestyle

themes.



The Impact of Terminal Values and Yellow Press on
Consumer Behavior

Extended Abstract

In their article, first the authors investigate if pluralistic consumption styles (like “frugality®,
“need for uniqueness”, “indulgence in luxury”, “smart-shopping”, and “hedonic consump-
tion”) can be identified and if they are correlated with different terminal values. Although
most values are formed early in life and have an enduring and steady character. Individual
value systems may change in different life-cycle-stages or because of economic reasons or
critical incidents. However, whereas some studies already investigated the impact of values
on different consumption styles (e.g. Todd and Lawson 2002), further research is needed to
solve some inconsistent value — consumption style patterns found in these studies. Further-

more, two important aspects have been neglected so far:

1. It has yet to be determined if drastic events (like 9/11, the war in Iraq or consequences
of economic downturns consumers are becoming aware of) can have an impact on
value systems. We regard this aspect by comparing the relevance of terminal values
that gained importance between our two polls in February and October 2003.

2. Until now, only a few empirical studies have dealt with the role media plays for the
dynamics of values and consumption trends. Since news media coverage has been
found to be a good predictor for changes in consumer confidence, we may also expect
an influence on a broader range of consumption trends. This effect should be most in-
tense for issues of high personal relevance. Thus, using content analyses, the authors
also want to find out if media can influence specific consumption behavior.

The Marketing relevance of the research is substantiated by analyzing the question of whether
values and/or specific consumer trends have a significant impact on the preference of adver-
tising campaigns showing different lifestyle themes.

The following hypotheses are tested:
H1: Values and consumption styles can be influenced by critical incidents.
H2: Media coverage has an impact on consumption styles.

H3: If pluralistic consumption styles can be identified, they are correlated with dif-
ferent terminal values.

H4: Different value patterns and consumption styles lead to preferences for differ-
ent themes presented in advertising campaigns.

The four hypotheses are tested in an empirical study with two surveys, one before, and one
after the Iraq war to account for a critical incident that might have the potential to influence
value systems and consumption patterns. Terminal values were measured based on the
Rokeach Value system because, compared to the List of Values, it offers a greater variety in
the value set.

Contrary to our expectations, we found no changes in the value hierarchies our respondents
reported. However, we found a significant change in consumption patterns, with price- and



service-orientation becoming more, and indulgence in luxury becoming less important, so H1
could only be partially supported.

Furthermore, we found a significant influence of the increased media coverage on financial
setbacks between the two polls on price-orientation of respondents in our study. Thus, H2 was
supported.

H3 and H4 were tested using nonparametric correlations. We found significant and plausible
correlations between values and consumption patterns, which support H3. For instance, the
terminal value “freedom” is positively associated with need for uniqueness and experience-
orientation, whereas the correlation between family security and experience-orientation is
negative.

Finally, preferences for different advertising themes were found to be correlated with different
values and consumption patterns. Respondents, for example, who attach great importance on
freedom prefer advertising themes emphasizing fun and showing a life offering excitement.
On the other hand, advertisements clearly focusing on low prices offered are only valued by
consumers with high price-orientation. Thus, H4 could be supported, leading to the recom-
mendation to use advertising themes that match consumption and value patterns of the target

group.
Summing up, we can conclude:

* A significant relationship between values and consumption styles exists.

* Furthermore, the consumption styles ‘frugality’ and ‘need for uniqueness’ recently
discussed in consumer research can be described by specific value patterns.

* Terminal values prove to be stable over time and are not altered even by drastic events
like the war in Iraq and media coverage on this subject. In contrast, we found signifi-
cant changes in some of the consumption styles. The media analysis showed that head-
lines may have an impact on consumer behavior. However, more research is needed in
this field of studies, e.g. on the relevance of “personal” incidents only critical to an in-
dividual consumer, which were not included in this study.

* Moreover, preference for certain advertising themes is significantly related to values
and consumption styles, with the correlation between values and advertising themes
being stronger than between consumption styles and ad themes. By using distinctive
themes, advertisements can be positioned sharply in the value systems of consumers.



The Impact of Terminal Values and Yellow Press on
Consumer Behavior

Introduction

In the 80s and at the beginning of the 90s, post-modern values and consumer behavior trends
like hedonic consumption or experiential shopping were discussed intensively. Recently, due
to the terror attacks on September 11" and an enduring economic stagnation in some western
countries, a significant number of articles in academic and popular press propagate the end of
the so called “fun and leisure-time oriented society” and emphasize that traditional values like
respect, sense of duty, and security should gain in importance. Furthermore, “frugality” is
announced to be a significant trend in consumer behavior for the next years. However, there
are still many new publications dealing with topics like “need for uniqueness* or “indulgence
in luxury” indicating an optimistic view of life and multi-optional lifestyles (references in the

following sections).

In this article, first the authors investigate if pluralistic consumption styles (like “frugality*,
“need for uniqueness”, “indulgence in luxury”, “smart-shopping”, and “hedonic consump-
tion”) can be identified and are correlated with different terminal values and if values as well
as consumption styles prove to be stable or can be changed by drastic events. To answer the
last question, the results of two polls (before and after the war in Iraq) are compared. Second,
using content analyses, the authors also want to find out if media can influence consumers’
values and specific behavior, and third they try to substantiate the Marketing relevance of
their research by analyzing the question of whether values and/or specific consumer trends

have a significant impact on the preference of advertising campaigns showing different life-

style themes.



Definition and Measurement of Terminal Values

According to Schwartz and Bilsky (1990, p. 878) values “(a) are concepts or beliefs, (b) per-
tain to desirable end states or behaviors, (c) transcend specific situations, (d) guide selection
or evaluation of behavior and events and (e) are ordered by relative importance”. Most values
are formed early in life and have an enduring and steady character. However, individual value
systems may change in different life-cycle-stages or because of economic reasons or critical

incidents (Inglehart 1995).

Currently, there are two ways to analyze individual target value systems (Durgee, O"Connor,
and Veryzer, 1996, p. 90). One is to apply a standard value inventory such as the Rokeach
inventory (Rokeach, 1973), the “List of Values” (LOV; Kahle 1983; Grunert and Scherhorn
1990) or the “Value and Lifestyle” approach (VALS; Mitchell 1983), which also includes a
number of questions about consumer behavior. The other way is to ask consumers to describe
their feelings and thoughts about products and services until they uncover relevant values.
This “laddering technique” links values and products via “means-end-chains” (Reynolds and
Gutman 1988; Grunert and Grunert, 1995) and is a useful method when the focus is on the

(specific) product over the person (Durgee, O’Connor, and Veryzer, 1996, p. 91).

The Rokeach Value-Survey (RVS; Rokeach 1973) instrument on which most contemporary
research on values is based (Oppenhuisen and Sikkel 2001), is preferred when the focus is on
the person over the product, so this method is suitable for the research questions of this study.
The RVS consists of 18 terminal values that have to be rank ordered in terms of their impor-
tance as guiding principles of the respondent’s life. However, since the rank ordering of 18
values has proved to be difficult for many people, modifications of the RVS have been devel-
oped. One variant is to ask respondents only to rank the most important values (Kamakura
and Mazzon 1991, Kamakura and Novak 1992). Another variant is the List of Values (LOV)

that reduces the RVS to a smaller set of nine primarily person-oriented values (Kahle 1983,



Grunert and Scherhorn 1990). Though LOV is an appealing research instrument, in this em-
pirical study the authors decided to use RVS because of the greater variety in the value set.
However, in the study consumers rank ordered only the first three important terminal values,
thus adapting a technique introduced with the advent of LOV which makes the ordering task

easier for respondents.

Current Trends in Consumer Behavior

Recently, frugality, need for uniqueness, and indulgence in luxury have been detected as cur-
rent consumption styles. Frugality characterizes the degree to which “consumers are both re-
strained in acquiring and in resourcefully using economic goods” (Lastovicka et al. 1999, p.
88). Frugal consumers can be described as voluntary simplifiers in order to seek a more mean-
ingful existence (Cherrier and Murray 2002). They simply dispense with all superfluous lux-
ury goods (Todd and Lawson 2002). This lifestyle “is associated with a feeling of independ-
ence” (Shoham et al. 2002). The careful use of products and resources is contributing to indi-
viduals’ satisfaction and perceived quality of life. Frugal consumers save money, not because
they have to do it but because they want to restrain their consumption (Shoham et al. 2002).
They are also price-conscious (Lastovicka et al. 1999) but cannot be characterized as “tight-
wads” or “smart consumers”. Smart consumers are also extremely price-oriented, like to ne-
gotiate prices, and search for clever bargains. Smart consumers are interested in an optimal
value-for-money ratio but they do not want to reduce their buying behavior. Thus, smart
shopping and frugality are different constructs. Lastovicka et al. (1999) viewed frugality as a
lifestyle-choice and not as a single value. However, an empirical study by Todd and Lawson
(2002) shows that frugal consumers actually differ from non-frugal consumers in their accep-
tance of different values. Unfortunately, though many logical differences in the value patterns

between the two groups could be discovered, not all results were consistent. Therefore, the



authors will come back to this point and try to find out if different consumption styles are

connected with different values.

Indulgence in luxury can be regarded as quite the opposite of frugal consumption. However,
in the last years there have been many publications dealing with this phenomenon (Dubois
and Laurent,1996; Li and Wong 1998; Kapferer 2001; Kivetz and Simonson 2002; Silverstein
and Fiske 2003). Dubois and Laurent (1993, 1996) found out that buying of luxurious goods

is dependent on consumers’ level of financial resources and cultural background.

Though many western countries have to cope with economic stagnation and high unemploy-
ment rates, more and more companies discuss the creation or the revitalization of luxurious
brands (Kapferer 2001) (e.g. in the car industry: Phaeton, Maybach, Bentley). Different rea-
sons for the market success of luxurious products are mentioned in the literature: On the one
hand, a group of solvent consumers with an enduring financial standing must exist that is will-
ing to spend money for luxury irrespective of the national or global economic situation, on the
other hand, the hypothesis is discussed, that luxury indulgence is caused by perceived loneli-
ness (or as a compensation for something that is missing) or is simply evoked by spoiling
oneself or by the wish to have a comfortable and exciting life (Sukhdial, Chakraborty, and
Steger 1995). The last idea would imply that luxury indulgence is influenced by certain val-

ucs.

The third frequently discussed trend in consumer behavior is called “need for uniqueness”
(NFU) and can be characterized as an unconventional or a “counter conformance” buying
behavior. Here individuals acquire products or participate in consumer experiences for the
purpose of developing a self-image that is different from others (Burns and Warren 1995;
Tian and McKenzie 2001; Tian, Bearden, and Hunter 2001). NFU consumers may be inter-
ested in special status symbols or technical innovations. They also search for rarities and curi-

osities to create a new fashion style (Lynn and Harris 1997). Individuals’ search for unique-



ness may also require that they move away from norm and break the rules of ,,good taste* to
be regarded as an “exceptional person” over time (Tian and McKenzie 2001). The paradox is
that though NFU individuals often do not obey societal rules, they use this counter confor-
mance behaviour ultimately in the hope of being held in esteem by society (Lynn and Harris

1997).

Besides these currently discussed consumption styles, of course there exist more facets of
consumer behavior that are no longer that extraordinary. Individuals may also be described as
hedonic or experience-oriented consumers (Babin, Darden, and Griffin 1994; Boedeker 1995;
Groeppel and Bloch 1990). Babin, Darden, and Griffin (1994, p. 646) define hedonic value as
“more subjective and personal than its utilitarian counterpart and results more from fun and
playfulness than from task completion. Thus, hedonic shopping value reflects shopping’s po-
tential entertainment and emotional worth”. Another well-known shopping motive can be
described as “quality-orientation” (Dawson, Bloch, and Ridgway 1990) which means that
consumers prefer to buy branded goods or products with seals of quality. Last but not least,
other consumers can be described as more price-oriented (Groeppel-Klein, Thelen, and
Antretter 1999) or as so called “smart-shoppers”. Smart shoppers are highly sensitive on
prices and are always keen on getting a discount. In the empirical study, these aspects of con-

sumer behavior are also considered.



The Influence of Critical Incidents and Media on Terminal Values and Consumption
Patterns

There is a multitude of empirical investigations discussing the role of values in Marketing.
Some of them are analyzing the impact of values on different consumption styles (e.g. Todd
and Lawson 2002), which the authors will also investigate (cf. chapter 3). However, two as-

pects have been neglected so far:

1. More research is needed to find out if value changes arise through drastic events
(like September 11™ or the war in Iraq). Here, this aspect will be regarded by com-
paring the relevance of terminal values before and after the Iraq war. In view of
current discussions about the Iraq war and on ways to pacify the region we can rea-
sonably assume that the terminal value “peaceful world” gained importance during

and after the war.

2. Until now, only a few empirical studies have dealt with the role media plays for the
dynamics of values and consumption styles. Frewer, Miles, and Marsh (2002) were
interested in the influence of media reports on risk awareness concerning food con-
sumption and could show that risk perceptions do increase and decrease in line with
volume and content of risk reporting. Shrum (2002) discovered that media con-
sumption may have an impact on issue and social perceptions. Richins (1987)
showed a weak, but highly significant effect of television exposure on materialistic
values. Tims, Fan, and Freeman (1989) found news media coverage on the eco-
nomic situation to be an excellent predictor for consumer confidence. The strongest
media effect is to be expected for issues that can be regarded as subjectively impor-
tant to the audience. Testing linear and nonlinear models of agenda-setting in tele-
vision, Brosius and Kepplinger (1992) report most intense reactions of the public

for changes in reporting about taxes and pensions, and therefore for issues of high
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personal relevance. Thus, it can be assumed that media messages might be able to
explain changes of consumption patterns, especially for issues of major concern to

consumers.

Summing up, the following research hypotheses can be derived:

H1: Values and consumption styles can be influenced by critical incidents.
H2: Media coverage has an impact on consumption styles.

H3: If pluralistic consumption styles can be identified, they are correlated with different

terminal values.

H4: Different value patterns and consumption styles lead to preferences for different

themes presented in advertising campaigns.

Empirical Investigation

In an empirical study we investigated the relationship between values, consumption styles,
and marketing instruments (here exemplified by advertisement themes). Besides the recent
consumption styles also earlier trends (like the orientation towards service, experiential con-
sumption, or low prices) were taken into account. Data (n=363) was collected in two surveys

in January 2003 and October 2003 in a medium-sized German town.

For the analysis of media coverage, the headlines of Germany’s largest tabloid “BILD” were
collected. A study by New York and Berlin based Media Tenor Ltd. Institute shows that
BILD is the most frequently cited German newspaper and can be validly regarded as medium
having a great deal of sway (Medien-Tenor 2004). BILD headlines were coded by experts for

RVS items and for consumption-relevant issues.
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Operationalization and Dimensions of the Variables

Consumption styles were operationalized using items from the scales proposed by standard
literature. Exploratory factor analyses showed that the statements load clearly on the postu-

lated dimensions. Table 1 shows the summary results.

Factor
Items for “Frugality” Loadings
I discipline myself to get most from my money. +0.813
I believe in being careful how I spend my money. +0.794
I restrict myself to buying only things that are really necessary. +0.632
Items for “Indulgence in luxury”
Luxury products are a must for a comfortable life +0.742
Things that are really good just have to be expensive +0.704
Items for “Need for uniqueness”
When I buy clothes for myself, I am always looking for something really special. +0.795
I buy innovative products because I want to be ahead of the others. +0.747
It is important to me to stand out from the masses by my clothes and hobbies. +0.720
Items for “Price-orientation”
When going shopping, I am always looking for the cheapest special price offers. +0.696

When I go shopping I check prices here and there before I buy wherever the product is sold for +0.683
the cheapest price.
Shopping is fun, especially when I can negotiate for a discount. +0.622

I am convinced that you can always negotiate for discounts when shopping. +0.517

Items for “Experience-orientation”

I prefer shops where I can always discover something new and exciting and where I am sur- +0.843
prised time and again.
I love to browse through the stores. +0.774

Items for “Service-orientation”

For an excellent service I gladly pay some Euro more now and again. +0.838
I derive great pleasure from talking to clerks on my shopping sprees. +0.705

Items for “Quality- and brand-orientation”

It matters very much to me to buy branded products. +0.772
When going shopping, I pay special attention to quality labels. +0.558

TABLE 1: SUMMARY OF THE RESULTS OF THE FACTOR ANALYSES
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Key results

Firstly, we investigated if value hierarchies changed significantly between the two polls (so-
cial-demographic variables were controlled for in both samples). We found slight changes in
rank order (printed in bold letters). Mature love, self-respect, and national security increased
in importance, whereas sense of accomplishment and exciting life became less important;

however, there were no significant changes in any of the 18 values.

Contrary to our expectations, the relevance of the value “peaceful world” did not change be-
tween our two surveys before and after the war in Iraq. However, this might be understand-
able since in Germany the question if a war against Iraq is justified was discussed highly con-
troversial and emotional before the war (i.e. at the time of our survey in January 2003). Since
Germany was not involved in the war with own troops, the discussion was already defused
after Iraq’s capitulation (i.e. in October at the time of our second survey). Table 2 shows the

hierarchy of values (HV) based on both studies and the mean ranks of the two sub studies.

HV Mean Rank Jan Oct|HV Mean Rank Jan  Oct | HV Mean Rank Jan  Oct
Value 03 03 Value 03 03 Value 03 03

1. family security  71.2 72.0|7. freedom 242 26.0|13. wisdom 11.0 9.8

2. true friendship 52.6 52.4|8. inner harmony 20.5 20.5|14. social recogni- 10.1 9.0

tion

3. peaceful world 51.6 47.0|8. self-respect 19.5 21.5|15. world of beauty 69 6.2

4. comfortable life  48.8 46.3|10. happiness 18.1 17.8|16. salvation 53 6.1

5. sense of accom- 483 40.5|11. exciting life 13.6 99]|17. equality 41 38
plishment

5.  mature love 40.8 46.1|11. national security 11.0 15.1|18. pleasure 20 2.0

TABLE 2: VALUE RANKS AND MEAN RANKS FOR ALL RESPONDENTS

In a second step, we analyzed if there were changes in the consumption styles between the
two surveys. To determine the relative importance of the single consumption patterns we
abandoned using the factor scores and calculated compute variables based on the factor ana-
lytic solution instead, i.e. the means for statements loading high on a factor were summed up

and divided by the total number of statements with high loadings on that factor.
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independent Mean Mean n n  Rank Rank df Sign. Homogene-
dependent January October Jan Oct Jan. Oct. ity of vari-
variables 2003 2003 ances
Frugality 3.19 3.19 183 116 1. 2. 297 946 no
Price-orientation 3.06 331 183 116 2. 1. 296 .045 no
Experience-orientation 2.66 2.79 183 115 3. 3. 296 329 yes
Brand-/Quality-or. 2.65 2.75 183 115 4. 5. 296 328 yes
Indulgence in luxury 245 221 183 115 5. 7. 296 013 yes
Need for uniqueness 2.42 2.48 171 116 6. 6. 285 537 yes
Service-orientation 241 2.77 183 116 7. 4 297 .002 yes

TABLE 3: ANOVA CONSUMPTION PATTERNS JANUARY VS. OCTOBER 2003

Here we found significant differences (p < .05, cf. table 2) between October and January with
respect to price-orientation and service-orientation (both trends got more important), and in-
dulgence in luxury (less important). No changes in frugality could be detected. However, due
to an enduring economic downturn, consumers’ price-orientation and their service orientation
— even if better service comes with a price tag — seem to be concomitant trends. This effect
might appear paradox at first glance. However, we can make sense of it keeping in mind that
consumers may have learned that good service and advice given by trained clerks can prevent
them from bad bargains which seem to be attractive because of their special price but in fact

turn out to be a waste of money when they do not really fit.

Subsequently, we checked consumption trends and value hierarchies for demographic biases.
For that, we standardized the variables “income” and “age” and set up two groups with above
and below average income and age, respectively. In a first step, we analyzed if both age and
income groups were equally distributed in both samples, which we found to be true for in-
come, but not for age: respondents in the sample drawn in October 2003 were significantly
younger (30,8 years) than in the February 2003 sample (37,7 years). In a next step, using a
nonparametric test we investigated if differences in age or income lead to different terminal
value preferences. It turned out that “family security” plays a more important role for younger
respondents (p < .05), whereas “happiness” is more important to older informants. Affiliation

to different income classes leads to significant differences in ranking the values “peaceful



14

world” (more important to the prosperous), and “family security” (more important to the low-

income group).

Age and income were taken into account as intervening variables for consumption trends as
well. A variation of income class did not lead to changes in consumption patterns, whereas
age mediated preferences. “Frugality” and “service-orientation” are more important to older,
“experience-orientation” to younger consumers. As noted earlier, in our second survey par-
ticipants were significantly younger than in our first survey. Considering this fact, the in-
creased importance of “service-orientation” appears to be even more remarkable and might
have been even higher for samples with age equally distributed. Concerning H1, we can thus
assert that Irag war and economic downturn in Germany did not lead to a drastic change in
values, but to a significant change in consumption patterns. Thus, we found only partial sup-

port for H1.

Since the value hierarchies have not changed dramatically, we investigated whether the con-
sumption trends were altered by the media coverage. The analysis of the headlines shows that
coverage of upcoming financial setbacks appears significantly more often (n=72 headlines;
Chart 1) than coverage linked to any other value or consumption trend. Consequently, it
seems to be of interest to analyze if the observed change in price-orientation (table 1) can be
put down to the increased press coverage. To evaluate this “media effect”, we split our sample
according to media consumption: a first group included only respondents who indicated they
at least glanced at the BILD headlines from time to time. A pretest proved this statement to be
a valid way to identify BILD readers avoiding the social potential which admitting to read

tabloids might have. The second group reported no contact with BILD headlines at all.
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CHART 1: NUMBER AND CONTENT OF HEADLINES IN BILD BETWEEN THE TWO
SURVEYS (ONLY TOPICS WITH N>15)

A univariate analysis of variance (Table 4, p. 16) for group 1 (BILD audience) with time of
the survey as independent and price-orientation as dependent variable shows that price-
orientation of respondents exposed to BILD headlines rose significantly between February (-
0.054) and October (0.169). Age and income were introduced as covariates since these vari-
ables were found to have an influence on values and consumption patterns (cf. above). How-
ever, both influence of covariates and two- and three-way interactions proved were found to
be not significant. For respondents who did not read BILD headlines price-orientation did not
differ between February and October, F = 0.125, p = .724. Thus, H2 was supported for the

media effect of coverage on financial setbacks on consumers’ price-orientation.
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Source Type III Sum of Squares df Mean Square F Sig.
Corrected Model 12.030 7 1.719 2.278 .029
Intercept 0.939 1 0.939 1.245 266
Time of survey 4.804 1 4.804 6.367 012
(Jan. vs. Oct. 2003)

Age 0.959 1 0.959 1.272 261
Net income 0.050 1 0.050 0.067 796

TABLE 4: ANOVA TIME OF SURVEY ON PRICE-ORIENTATION WITH AGE AND
NET INCOME AS COVARIATES

When interpreting the relationship between media coverage on financial setbacks and price-
orientation of the audience it should be kept in mind that the direction of causality is not nec-
essarily unidirectional. It is feasible that media coverage not only influences consumption
trends but it also might be oriented to current consumption trends. This effect is not unlikely
since what becomes news is often defined by the (subjective) needs and interests of the target
audience (Hagen 1999; McCullagh 2002, p. 83-85). This could lead to a feedback loop: BILD
readers being taxpayers are affected by financial setbacks and probably adapt their consump-
tion to this situation — BILD anticipates the needs of the target group and reports about the
downturn and its consequences for the typical BILD reader — because of the intensified cov-
erage readers perceive themselves as even more affected by financial restrictions and change
their consumption even more towards price-orientation which in turn leads to even more cov-
erage of this soaring consumption trend. Further research could be directed towards this feed-

back process.

To test H3 we computed nonparametric correlations between terminal values and consump-
tion trends. Participants were asked to select and rank the terminal values from the RVS that
are most important to them. Although this procedure results in a low n for most associations,
it helps avoiding biases due to symptoms of fatigue respondents sometimes show when faced
with the task of ranking all terminal values of the RVS. We correlated these ranked terminal
values with consumption trends we measured on a five point rating scale. To account for the

ordinal nature of the terminal values, we also recoded the consumption trends into a three
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point scale (high — medium — low importance of the consumption trend). We found signifi-
cant, albeit mediocre Spearman rank correlations (n>13 for all correlations), and thus some
support for H3 (table 5). Luxury and pleasure are highly correlated, however, there were only

a few respondents who chose “pleasure” as an important value.

Consumption trend

Fruealit Ipdulgence NFU .Pricet Experier}ce- Sprvige— Brgnd—/
Value saity in luxury orientation orientation orientation quality-or.
family security —0.241**
freedom +0.361%* +0.336*
happiness —0.543**
true friendship -0,302%*
mature love —0.311**
pleasure ##

TABLE 5: RANK CORRELATIONS VALUES — CONSUMPTION TRENDS
(## HIGH CORRELATION, BUT LOW N)

Although the Spearman correlation coefficients are not very high, they indicate that some of
the aforementioned consumption trends are associated with different value preferences. Low
coefficients may partly be attributed to low cell sizes. However, as detailed above, we found
some evidence for a positive correlation between need for uniqueness and the value “free-
dom”. Likewise, frugality is associated with certain “positive” values like “happiness” or
“mature love”, although these correlations are negative. It is possible that in our study frugal-
ity is more of a consumption pattern imposed by conditions making life difficult, and less of a
voluntary simplicity. The negative relationship between price-orientation and “true friend-
ship” might well be explainable by the old adage “friendship doesn't extend to money matters

“. Summing up, we can conclude that H2 was supported.

In a last step, we investigated if a preference for different ad themes (cf. appendix) correlates
with particular values or consumption trends (Tables 6 and 7, p. 18). Again, respondents were
asked to indicate which ad theme — not the promoted object — they liked best, second and

third.



18

Advertising theme

Bio- Rade- Asti Media-
Value Label berger Chopard — CMA Cinzano Sharp  Peugeot Markt
comfortable life —0.299*
sense of accompl. +0.713
family security +0.315%*
freedom +0.520* +0.551*
happiness —0.677**

TABLE 6: RANK CORRELATIONS BETWEEN VALUES AND ADVERTISING
THEMES

Advertising theme

Bio- Rade- Asti Media-
Consumption trend  Label  berger Chopard ~ CMA Cinzano PP Peugeot  yp
frugality —0.251*
indulgence in luxury +0.221%*
need f. uniqueness —0.190* +0.205*
price-orientation +0.339*
experience-or. —0.206*

service-orientation -0.182*

brand-/quality-or.

TABLE 7: RANK CORRELATIONS BETWEEN CONSUMPTION TRENDS
AND ADVERTISING THEMES

First of all, we can record that in principle value preferences show higher Spearman correla-
tions with our advertising themes than the consumption patterns. H4 finds some support, lead-
ing to the recommendation to record personal values of the target group and to integrate them
in advertising campaigns. One reason for the only medium-sized power could be the occa-
sional low number of respondents who ranked a value (cf. Table 1). Furthermore, there are
some highly significant associations between consumption styles and preferred advertising
themes. In addition, our results furnish clues for the success of MediaMarkt, a leading Ger-
man discount retailer of brand-name consumer electronics that beat the German market by
about 15% in 2003. The advertising concept of MediaMarkt shows a distinct profile: it targets
performance oriented customers who simultaneously strive to be clever smart shoppers. The
Chopard campaign on the other hand (and in contrast to the Sharp advertisement) is not asso-
ciated with indulgence in luxury. It seems that to achieve this luxury profile, it needs more
than just showing a pricey product. Furthermore, the results indicate that Bio-Label and Peu-

geot might want to reconsider their positioning.
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Discussion

Results show:

A significant relationship between values and consumption styles does exist.
Furthermore, the “new” consumption styles ‘frugality’ and ‘need for uniqueness’ can
be described by specific value patterns.

Terminal values prove to be stable over time and are not altered even by drastic events
like the war in Iraq and media coverage on this subject. In contrast, we found signifi-
cant changes in some of the consumption styles. The media analysis showed that head-
lines may have an impact on consumer behavior. However, more research is needed in
this field of studies, e.g. on the relevance of “personal” incidents only critical to an in-
dividual consumer which were not included in this study.

Moreover, preference for certain advertising themes is significantly related to values
and consumption styles with the correlation between values and advertising themes
being stronger than between consumption styles and ad themes. By using distinctive

themes, advertisements can be positioned sharply in the value systems of consumers.

However, some limitations should be addressed in further studies:

Our study was conducted only in Germany. Similar studies in other countries might be
able to show if our results are robust across different cultures with different value pat-
terns. However, our central idea was not to show the specific value system and emerg-
ing consumption trends in Germany, but to investigate how these constructs correlate,
and to what extent they can be influenced by media coverage. Furthermore, we could
lay out how they affect preferences of different advertising campaigns.

Our selection of advertisements for our study was not restricted to globalized cam-

paigns. However, advertising themes and topics similar to those we used for the sur-
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vey can be found all over the world, as can be gathered from advertisement archives

like http://www .luerzersarchive.net/search_tool.asp.
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