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ABSTRACT

An average consumer is exposed to a range of persuasion marketer generated
communications seeking to get his/her attention and elicit some desired response. This
communications may make decision making less demanding redih@ngmeand

effort spent inselecting a produtservice(consumer involvement). Also the level of
involvement a consumer places on a particular purchase has a bearing on the actual
selection (consumer choice) that will be made. But, some of the persuasion messages
are relayed at apeed that makes it impossible to comprehend the communications,
raising questions on the nature of elaborations consumers make, and involvement
level they experience, which ultimately influences choice of product or service they
make. To better understahthis concept the Consumer Involvement Theory (CIT)
and Elaborate Likelihood Model (ELM) eve used to evaluate persuasion and its
relationship withconsumer choice. The study postutbtieat all forms of persuasion

have a positive and significant relatsbrp with consumer involvement in the choice

of daily newspaperby readers irKenya; onsumer involvement has a weak, positive

and significan relationship with choice of daily newspapdrg reades in Kenya,

there isa significant difference between rétanships of different forms of persuasion

and consumer involvemeirt the choice of daily newspapdryg readers ofdifferent

gender in Kenyaand here is no significant difference between relationships of
consumer involvement and consumer choloetween male and female daily
newspaper readers in Kenyamulti stage sampling techniqueasemployed to get a
sample 0f384 respondents who complételose ended questionnaires. The findings

of this study revealed that a positive correlation existed betwdeforats of
persuasion and consumer involvement. Self persuasion and subliminal persuasion
predicted consumer involvement but interpersonal persuasion did not. Further, daily
newspapers strongly displayed features of low involvement product purchase and the
study results showed a weak relationship existed between consumer involvement and
consumer choice. Generally, all hypotheses were supported with exception of the first
one, which stated thatllaforms of persuasion have a positive and significant
relationship with consumer involvement in the choice of daily newspapers readers in
selected ounties in Kenya. fie study recommesdhat daily newspapers publishers
shouldresearchurther on their customers and/or potential customers to understand
content thaappeal to them more and then strategically infuse this in their dailies

gain a competitive edgdhe newspaper publishecsuld alsoexplore possibility of

growth in their sales througbnline printstargeted athose within age ranges of 18

and 24 year as their computer literacy level is high (94.4%lvertising clients are
similarly advised to identify the daily newspaper with the highest readership when
pitching their adverts. This is because a large percentage of daily newspaper readers
(65%) do no purchase and read more than one daily newsp@perfindings of this

study contribute to knowledge in the area of persuasion, consumer involvement and
consumer choice, thus building on existing theories. Policy formulators will be
sensitised by thefindngs r el ated to subl i minal per su
they can take appropriate steps in regulating its influence on consumers and
challenges that may result. Marketers and advertising practitioners on the other hand,
have knowledge generatéxy this study that is critical for strategprepaation of
persuasive messages that will elicit desired outcomes.

Key WordsMarketing CommunicatiorRersuasionConsumer Choice, Consumer
InvolvementConsumer Involvement Theory, Elaboration Liketiti Model
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Attribute:

Attributio n

Behaviour:

Choice:

Consumer involvement

Daily Newspapet

DEFINITION OF TERMS
Characteristics or features that an object might or might

not have.

A process that generates inferences of the relatively
invariant qualities of thingsrom the characteristic

variance patterns they cause initimeedia.

Everything that a consumer does related to acquiring,

using and disposing of products.

The process of selecting among limited alternatives.

It is a thoughtful process thateulcts a personods
perceived redvance of an object based upon inherent
needs, values and interest. It tise way consumers

search, assess, purchase and cmesumption items
(Gronroos, 2000Mascarenhas et a004 Lin, 2006

Solomon et al., 20Q6For this study it medrihe degree

of effort (time, thought, energy and other resources)

individual devotes in the purchase process after

receiving persuasion communications.

Any print containing public information, intelligence or
any remarkable or observation teer printed anywhere
in a geographic jurisdtion for sale or free circulation
and published in thategion or printed sewhere and

circulated every day
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Habits

Habitual Purchasing:

High Involvement:

Interpersonal persuasion:

Low Involvement:

Marketing communication:

Newspaper:

Theseare a specific form of automaticity in which
responses are directtyied by the contexts (e.g.,
locations, preceding actions) that consistently covaried

with past performance

Consumer buying behaviour in situations characterized
by low-consumer involvement and few significantly

perceved brand differences

This is when a consumer spends more time and effort in
information processing and actual purchase of a

product/ service.

A social interaction where two or more people show
mutual attentiveness reciprocally influence one another
through verbal and non verbal behavior, personal

feedback, coherence béhaviourand purpose.

This is when a consumer spends little time and effort in
information procesing and actual purchase of a

product/ service.

the process wherelgarketersattempt tanform,
persuade and remind consumers directly or indirectly

about the products and brands that they sell.

Any print containing public information, intelligence or
any remarkable or observation therein printed anywhere

in a geographic jurisdtion for sale and published in

XXii



thatregion or printed skewhere and circulated

periodically.

Newspaper reader A persorwho examines or is thought to examine a

particular newspaper to meet specific objectives

Newspaper readership Thisis the people who read or are thought to read a

particular newspaper

Persuasion This is an interactive process throughich a given
message alters i ndividual so
the attitude, knowledge, beliefs, or interest that underlie
those perspective$Murphy, 2004; Lin, 2006 Bell,

2007, Campbell &Kirmani, 200Q. This study retained
this definition and uset in the same way.

Self persuasion This is when an individual through rofle playing or
directly generating arguments with oneself as the target

is convinced.

Subliminal persuasion It is theinfluence of individuals thinking, feelings or

behaviour below the threshold of awareness
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CHAPTER ONE
INTRODUCTION

1.1Background of the Study

Persuasionhas become a powerful tool used by marketers for imbuing brands with
meaning to generate compelling messages that elicit desired outcomes. Ttebdippl

and appropriateness pkrsuasioras a marketing tool rest on the cues generated from
information delivered through messages or communication within specific contexts.
Persuasion is an interactive proc#s®ugh which a given message attemptsilter an
individual 6s perspective by changing the Kk

perspectivesMurphy & Alexander 2004).

Although messages may seem well prepared and easy to comprehendst cases
consumers tend to spend some tiamal effort in an attempt to analyze messatey

receive and when they o rhave adequate tinte fully process the messagésey resort
to shortcuts cues readily available in the messd@arry, 2000 Campbell &Kirmani,

200Q Pierro et al, 2004Bell, 2007 Brown & Carpenter2000) to draw conclusion and
derive meaningsCueing provides access to belid¢feld by consumersand marketers
have occasionally employedt as a toolfor brand attitude formation oto counter

arguments with persuasive magss §imon 2011 umpe, 2000).

It is common for consumers to repeatedly get exposed to brands that are paired with
various images in one form or another especially in adverts on billboards to televised
commercials (Carroll et al2007) and to knowledg they hold from interaction with
peers, family members and a wide range of other sources including int€heehumber

of persuasion messages and sources have increased over time, leading to bombardment of



consumers with messages at a pace and ratéhthatmay not meaningfully comprehend

Or process

Consumers are also changing, becoming better informed and more communication
empowered in this digital era fact that has made them not only on marketeri

supplied information bualso find information on their ownor even create their own
marketing messages (Kotler, 2012)his is the case, for instanda,the phenomenon of

self persuasion where brand attitude may develop not as a result of a message received,
but thoughts, ideas and argumetitat an individual may generagdter the message

comes in.

Since consumers get exposed to a lop@fsuasivestimuli, they may screen out some or
block them from their minds. Although they may not be able to effectively recall specific
claims by brand®or even the brand names themselves, they might have been left with
positive or negative feelings about some brands, one which they may not even be
consciously awardéEdward, 2010 Pierro et al 2004. This may make it difficult for

marketers to gauge tledfect of persuasion messages they cratft.

Similarly, the assertion ofF r e u d 6 sthatah @@mry ondés buying deci s
subconscious motives that even the buyer may not fully under@atidr, 2012), further
complicates efforts to undeéasid consumer buying behaviolruin (2004)emphasises

this by assertingthat choice decisions of consumers are not only determined by
evaluations of rational information (product attributes) but are also driven by forces that

are generally outside of rahal control.



Consumers approach the marketplace and the corresponding product/service offerings
with varying levels and intensity of interest and personal importance, which is commonly
known asconsumeilinvolvement. Involvement creates within consumensurge to look

for and think about the product/service category and the varying options before making
decisions on brand preferences and the final act of pur¢agkr et al., 2004)lt is an

important consumer behaviour construct that varies amonguaters ananay manifest

itself in two waysi low or highinvolvement It is vital that marketers understand the
intervention their persuasion message get from level of consumer involvement as this
creates a basis for predicting their (consumers) actiovarttss an or gani zat i o

products/service@Parker 2002 Solomon et al., 2006

Many businesses today have realized that monitoring and understanding of consumer
choiceis not only necessary and relevant but also essential for the success of business
enities. This is vital as the complexity of consumers has increased over time, their needs
have increasingly become dynamic and they often get exposed to a wide range of
persuasions and products that may complicate (to consumers) the process of choosing a
product. All these present to marketers challenges of monitoring and understanding the
needs, as well as attempting to explore the diversified brand attitudes they hold in order to

motivate them enough to subsequently make a purchase,(B206).

Daily Newspapersn Kenyaare structuredn a way thatdifferent dayscarry local and
international content bearingnique themes which include; lifestyle, business, education,
entertainment featuresports among other§hey alsooften include features, editolsa
articles, opinion pieces and social commentary on current events which may reflect the
target audience or the politicaldcial bias of the newspap@tdonye &KhasandiTelewa

2013) There are five daily newspapérsDaily Nation, The Standard, The §t&eople
3



Daily and Taifa Leoi with a circulation of 320,000 dailgationwide People Daily is a
free circulated while the restre paid for dailies.The readership is significantly higher
given that about 10 people share a newspaper daily. IgSgsovde findings support this
through their surveys, which show that

over 3 million (Synovate, 2011).

Some of the published information is paid for while other informatsonbtained by
journalists who work fodifferentdaily newspaper publishingnediahousesit is expected
thatdaily newspaperdeliver news and other information in antapdate, factual manner
without bias(Kurtz et al., 2007; Zielke, 2010xcept for a few photos and the occasilon
drawings, the information is relayed through written words, a fact that resjsoene
minimal literacy to read and comprehend the contents in daily newspbepKenyadaily
newspapersnedia housefack afternoon editionsonly single publicationgre made per
day with some regional differencékends in formatcolour, sizeand cover price of daily
newspaperare relatively the samimr The Standarcand Daily Nation while Star has
slightly lower priceandfocusesmore on social theme$aifa Leois written inSwahili and

is thecheapest among all the daily newspag€cCkK., 2012)

The daily newspapers amostly sold by vendorsnainly in the morning hoursThey are
alsosoldin retail outlets such agroceryshops and supermarke8omepeoplebuy their
copiesalong highways and petrol stations their way towork, while somevendors
deliverthem inoffices based on agreements between the pd@ieK., 2012).The choice

of daily newspaper tpurchase andead or outlet to access the paper may be based on
attnbutes contained in the paper or oufldtionyeet al., 2013)It is also possible that the
newspaper readeover time have developed loyalty which has influehtteechoice they

make when purchasing and reading their dailies.



Some newspaper readers ascehe paper via their phones, from a cyber or personal
computers(Powell, 2010 Sulait et al,2012. This study will attempt to investigatbe
relationship betweerdifferent forms of persuasion readers of daily newspapget
exposed to, the interventia level of involvement in their purchases and the choices they

make.

1.2  Statement of theProblem

I n todaybébs business environment, persuasio
to influence consumer sé bel iserhducts oaservided udes
they deal in (Crain, 2004). For instance, the average consumer is exposed to a range of
between 300 and 1500 adverts per day (Jones, 2004), whete 300 of them come

from the media alone, and watches 1000 commercials per (Beeger, 2004) This is

besides streams of persuasion messages through internet, billboards and subliminal
persuasion(Taylor, 2007) word of mouth and other interpersonal persuasions (Mac
George et al 2008) that bombard them seeking their attention, ndhstanding
phenomenon of self persuasion (Green, 2005). To elicit desired response, marketers have
purposefully linked psychoanalysis and consumer behaviour in order to broaden their
understanding of consumers, a fact that would assist in designing pensogessages

intended to inform, change or defamiliarize existing information (Oatley, 2002).

Though literature on persuasion is extengiesuino, 2008Nicole, 2010 Ivana, 2008;
Dillard, 2002 Murphy, 2004, and consumer involvement has receivedtaof attention
among academicianstuslies have not evaluatedlationships betweewarious forms of
persuasions consumers get confronted with, affecting the involvement process that
ultimately influence the choice of products they make. Exclusive stuwkamining the
relationship between persuasions (self, subliminal and interpersonal persuasions) and
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involvement [ow andhigh involvement) and its eventuahfluenceon choice of a product
are lacking. Also an attempt to explore whether this influerscg across gendes not

available.

From past literature, thextent to and ways in which consumers land usesome
products raises the need to discern their purchasing habits to decipher the influence to the
choice they eventually make. To some produstabilitywitnessedn choices(Quinn &

Wood, 2005;Vogel et al, 208) they make in the face of systematically repeated and
modified persuasion messages raises quesi®iigre a relationship betweepersuasion

and involvemertt If it exists, what forms of persuasions and lesebdf involvement
influencethese choices?And last but not least, what difference exiatsoss gende?rs
Therefore the problem can be stated as; although many firms have made atiamspts
persuasion as a tool to markibieir products, therelationshipthis haswith level of

consumer involvemerandchoice of productare vastly unexplored

1.3 Research Objectives
The main objective of this researafasto evaluatethe relationship betweepersuasion

andchoice of daily newsgpersby readersn Kenya.

Specific Objectives
The specific objectivewere
() To examine the relationship between different forms of persuasion and
consumer involvement in the choice of daily newspabgreaders in Kenya
(i) To investigate the relationshipetween consumer involvement and choice of

daily newspaperby readers in Kenya



(i)  To examine the relationship between &Bfent forms of persuasion and
consumer involvemenih thechoice of daily newspapeby readersof different
gendeiin Kenya.

(iv)  To explor the relationshipbetweenconsumer involvement and consumer

choicebetween male and female dailgwspaper readers in Kenya

1.4  Research Hypotheses
) All forms of persuasion have a positive and significant relationship with
consumer involvement in the @ice of daily newspapeils/ readers in Kenya.
(i) Consumer involvement has a weak, positive amphificant relationship with

choice of daily newspapeby readers in Kenya.

(i)  There isa significant difference between relationships of different forms of
persua®n and consumer involvememm the choice of daily newspapeby
readerof different genders in Kenya

(iv)  Thereis no significant difference between relationships of consumer involvement
and consumer choicbetween male and female daihewspaper readers in

Kenya

1.5 Significance of the Study

This study is important not only for academic research but also to marketing and
management strategy campaigns. It contribtdexistingknowledge in théargerareas of
persuasion, consumer involvement and consuaieice. The studytherefore offers
insight which can be used as reference material for scholars undertaking research in

consumer behaviour.



The methodology adopted in this study was constructed to resonate a realistic competitive
marketing environmentwhere a unified model was adopted in the investigation.
Therefore, the same methodology can be considered to probe other low involvement
products.Also, gender has always remained a segmentation variable in marketing, this
study evaluated the relationshigetween persuasion and choice of daily newspaper by
readers of different gender. The moderating effect of gender can be adopted in other

consumer behaviour studies.

The findings of this study may assist marketing professional bodies and government in
policy formulation in regard to consumer communication. This is because divergent views
are held by scholangarticularlyon subliminal persuasion as reflected by extant literature
on the influence it may have on consumers (Groves, 20Bbuch et al, 20035trahan

et al, 2001;Winkielmanet al, 2001;Martijn et al, 2010; Dijksterhuis et al, 2005This

study probed subliminal persuasion with an objective to decipher its relationship with
consumer involvement in choice of a product, a fact that may helpypwilakers to
authoritatively regulate or support course of action they take towards media and promotion
activities. Furthermore, this study contemplated disclosures from findings equipping
marketing professional bodies and government policy makers wiihgrgrknowledge on
subliminal persuasion that may provide a basis for policy framework and of monitoring

and evaluating communications made by marketers.

The moremarketingpractitioners and researchers understand abounubaces of the
different formsof persuasion, the moteeir (different forms of persuasiopptential can
be harnesseth businessnvironment This is because, given marketing communication

prominence in the marketplace, the contribution of this study sufficiently heightens



probablepersuasion directions marketing practitioners can take and generally familiarize
them to relationships that exist between persuasion, consumer involvement and consumer
choice. Furthermore,ngdlerstandinghese aspectsonsumer behaviour will possibly assist
marketers to better prepapeomotioncampaigns, adjust fduture planning and predict
profitability. Also, these findingsdo not only have implicationson marketing
communication theory butlso provide insights into the dynamics of forms of persuasion,

which are ofbusinesgnanagerial value.

1.6  Justification of the study

This studywasconducted at this timeognizant of the fact thaherearenew channels of
delivering persuasion message in thé Zentury, which are bound to affeconsumer
behavour (Powell, 2010) Also, since objects themselves patrticipate in rhetoric, through

theirdesign and usé, is necessaryo investigatehow this affects choice of products.

Recent studiegJonathan, 200&Kotler, 2012;Galdi, 2008 Maumeister, 2008)eveal that
fastpacedcomplex persuasion messages often used in mediertisingmay exceed the
cognitive capacity of most people, leading to failure in processing of adverts to any
significant extentSinceadverting budgets have been risingnany orgaizationsas more

and more resources gaammitied (Jonathan, 2004}his studyavailsa chance to evaluate

these persuasion messagfectiveness and question their justification.

The study adoptedConsumer Involvement Theory (CITWhich is associatedwith
consumebehaviour It is common that any purchasatailssome level of involvemerity
a consumerlin particular,the study adamd and appliecconsumer involvemenas an

intervention of persuasi@nsffect on consumer choice of products.



1.7  Scope and Limitation of the Study
1.7.1 Scope of the Study

The evaluation of the relationship betweempersuasionand consumer choice, with
interventionof consumer involvement anchors the research study framework of reference.
This study vas based on the Coomer Involvement Theory and Elaborate Likelihood
Model, and vas limited to 13 countiesin Kenya.The countiesselected hagbopulation
proportions of over 200,000 peogiavingsecondary education and ab@i#eNBS, 2014)

This groupwasthought to be able toead the newspapeor understand issues discussed

in the larger part of the paper than those with primary education alone.

The unitof analysis vas people who purchase daily newspapansl focuswas on the
choices of daily newspapethey purchase andead The type and level of involvement

intervenedoersuasion and choice of daily newspaper ackaders inhese counties

1.72 Limitations of the Study

Although this study significantly contributes to knowledge in the area of persuasion,
consumer invivement and consumer choice, there are number of limitation associated
with this dissertation. First, the sample for the study was limited to tiwhee have
attainedsecondary level education and above. While there are characteristics of this
sample that mde them appropriate and desirable to the context of the study, careful
considerations should be taken when generalizing the findings to other populations. There
is a possibility of people with primary level education reading a newspapeattributes

of daily newspagr influencingchoice of paperhey wouldpurchase and read may be

different.
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Also, aut of 47 counties in Kenya, only 13 were considered for this study. Results may
differ when different counties are considemdall counties are used feuch a study
However, the methodology adopted in this study can be applied in other consumer

behaviour studies

Finally, this study focused on one product within the frequently purchased consumer
goods. As a result, the findings may not applynfeequently purchased consumer goods

and services, or even other frequently purchased goods.

18  Chapter Summary

Todayos mar ket pl ace i s heavily | aden wi t
employed to influence c¢ons umesrosvdrds preducise f s,
or services theyise or consume. The overwhelming persuasion communications sources
have increased too as new'2Entury communication channels come into being. This has
created a scenario where consumers have been bombarded by tenantwate
persuasion messages, some of which are communicated at a pace that exceed cognitive
capacity to comprehend them. Ultimately, this may lead to failure in consumers processing
of these messages to a significant extent hence limiting theirdéwevolvement in the
message delivered and choices they make towards products they end up selecting.
Therefore this study examines the relationship between persuasion, consumer involvement
and consumer choice, and also investigates differences across.defatuses on media
houses that devote a lot of resources relaying persuasion communications to targets, and
guestions the prudence of this as stability in choices that consumers make is evident. Daily

newspapers are the carefully chosen product under investigation.
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CHAPTER TWO
LITERATURE REVIEW

2.0 Introduction

This chapter discusses the theoretical foundation of the research by reviewing historical
and current literature. The relevant discipline of marketing communicatgsneviewed,
generéing important direction for the study. Consumémvolvement theory and
dominating persuasion models have been examined in order to place the study in its
appropriate context\ gapin existing literature on persuasionsizeen identified and a

conceptuaframework ideal for this studywasdeveloped.

2.1 Theoretical Review

According toArmstrong (2010)marketersrequiremethodologies for modeling consumer
behaviourput in placeif they intend to becomecompetitve.Thi s i s because
marketplace amplexities dictate a thorough understanding of consumers and execution of
multichannel strategies ordert o achi eve firmso6é marketing
adoptedwill enable marketersto consistently monitor the marketplace, gather datan

the envionments they operatand process informatiomt their disposallt is this
consistency that mayield concretemarketingplans andreliable strategieshat can be

used to communicate to their targé{stler, 2012)

Existing literature (Shrum et al2012; Jonas & Sine, 2009; Petty, 200durphy, 2004
Lin, 2006 Bell, 2007; Campbell &Kirmani, 200Q Shrum et al. 2012 Kotler, 2012
Jenkins & Dragojevic, 20)Xuggest thatiggling persuasion methodologiesnmarketing
communicatiorplanning andgrudentprioritization of resource allocationis criticalin the
current businessenvironmentwhere consumers seem to behave contrary to expected

responsesKotler (2012) argues thaiarketersmust attemptto maximize marketing
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communicationtechnologiesat ther disposalto reach their targets effectivelgiven
persuasion eminence in the domain of marketing communication, it is not surprising that
theories of persuasion have been central in scholarly research in advertising, public

relations and marketing prorton.

This study thereforgeviewed persuasion theoriespecifically Attritution theoryand
Elaboration Likelihood ModelAcross these theories, there are significant overlaps as well
as differencesPersuasion theories alone may not adequately add¥kd®nships that

exist between persuasion and consumer choice without focus on involvement. This study
alsodiscussedheory of Consumer nvolvementas itrelates tantervenespersuasion and
consumer choicelheory of consumer choice was reviewed, higgiting how consumers

make purchase decisions.

2.1.1 Attribution Theory

This theory emerged in the late 1960s as a way to understand what motivations are
ascribed to senders by receiveacsnd how receivers f#Afigure ou
sender to saysomething (i.e. attribute a motivatiorfHilton, 2007 Weiner, 2006
Schwarz,2006) It attempts to explain how people use informatimeluding persuasion
information- to draw conclusions for events by combining information received to form

causal judgment.

It is associated with Firtz Heider (189%988) who believed that people are naive
psychologists trying to make sense of the social worldey are bound to evaluate
information they receive to try and understand it and why it waste¢ném or ntention

of the sender Later it wasimproved on byHarold Kelley andBernard Weiner of the
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University of Californiawho developed a more comprehensive and extensive model of
human attributionBasically, the theory recognises thaa fherson talks abowt product or

service, then this can be attributed either to a personal reason (e.g. the person is making a
profit from it) or it can be attributed to something about the product (for exanipkea

really excellent produc{Malle, 2004; SchwarZ006.

The distinctive features of the theory ahat individuals evaluate what personsays
using threesoypds owovar ifanudbtainedfroro then eeteivessn 0
perception of thgerspectivein which this message is being séHilton, 2007).In the
context of this study taking the example of daily newspaperthe three variables are:
Consensusi.e. how far the message being received is coherent with what other people
are saying (e.g. are they all saying tfaly newspaperis good).Consistency i.e. is the
sender always saying the same thing (e.g. is gsemderrepeatedlyraisingthe daily
newspaperon severaloccasionsand Distinctiveness i.e. is the message abodaily
newspapedifferent to other messages from the same semngerdpes the sender always
talk highly about everylaily newspapeor is s/heusually critical, and this timé is a

different story).

Schwarz 2006, furtherargueghat ace received, the information is evaluated against the
three covariait information variables and timejudged to be either high or lowFor
instanceif other persons have talked well aboutdlady newspapethigh consensus), the
sender of messagdoes not normally talk well about otheiaily newspaperghigh
distinctiveness) and theendertalks repeatedly well about théaily newspaperthe
receiver is likely to attribute the motive of the sender to be linked tddtye newspaper

(i.e. something about thdaily newspapeiis good). Conversely, if other people talk
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negatively about aaily newspapebut the sender talks positively (low consensus), the
sender always talks positive about evdaily newspapeflow distinctiveness) and the
sendervaries whats/he says about thaaily newspape(low consistency) then it is likely
that thereceiver will attribute the positiveaily newspapeevaluation to smething related

to thesender (e.g arofit making interest} and not to be the result of a particularly good

product.

Hilton (2007) contends thatni many situations the receiver magck some of the
contextual informationhencemay not be able to evaluate the message using the three
covariation variablekighlightedabove.The receiver is still likely to attempt to figure out
what causes the sender to say someitefpre being persded using whatever cues

availablein orderto explain what caused the sender to say something.

2.1.2Elaboration Likelihood Model

In an attempt to explain how attitudes are formed and changed, in 1980 Petty and
Cacioppo developed the Elaboration Likelod Model (ELM) of persuasiofPetty,

2001) This modelis based on the idea that attitudes are important bethegguide
decisions and other behavioufslamilton, 2004).While attitudes can result from a

number of things, persuasion is a primary seurc

The model features two routes of persuasive influence: central and peripheral. The ELM
accounts for the differences in persuasive impact produced by arguments that contain
ample information and cogent reasons as compared to messages that rely isticsimpl
associations of negative and positive attributes to some object, action or sifDatitsch

et al 2006).
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The key variable in this process is involvemé@aargh, 2002, the extent to which an
individual i s willing dondadvaddd and itsosupportingi n k 6
materials. When people are motivated and able to think about the content of the message,
elaboration is high. Elaboration involves cognitive processes such as evaluation, recall,
critical judgment, and inferential judgntgiBenoit et al., 2001)When elaboration is high,

the central persuasive route is likely to occur; conversely, the peripheral route is the likely
result of low elaboration. Persuasion may also occur with low elaboration. The receiver is
not guided by hi®r her assessment of the message, as in the case of the central route, but
the receiver decides to follow a principle or a deciside which is derived from the

persuasion situatiofMaumeister, 2008)

The Elaboration Likelihood Model is one of the tdwal processing models of persuasion.
The other major model is called the HeuriSigstematic Mode{HSM), which shares
much in common with the ELM. Together, these are the two main theories of processing
that social psychologists look at to describe hattitudes are formed and changed in
response to a persuasive message (Petty, 2001). He8gstematic ModelHSM)
emphasizes that people use mental shortcuts (heuristics) in deuekimng. Instead of
looking at the central route of processing andpbapheral route of processing, in this
theory thoughtful and attentive decisioraking is called systematic processiwhile

automatic processing is called heuristic processing (Hamilton, 2004).

Although theseare two different theories, the fact thaeyhare so similar in nature
demonstrates that the ELM is widely believed and few social psychologists criticize its
merit. The experiments that support the ELM have been replicated again and again in

different situations and with various variabl@he Elaboration Model ofPersuasions
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thereforeheld as the leading theony describingthe processing of persuasive messages

(Petty, 2001).

It could be argued that functionalist models such as the ELM, do not reduce the subject
exclusively to the epistemic miension. In fact, the decision to pay attention and use the
6centr al routed is determined by motivatio
and meaningful for the individual subject, which is a way of acknowledging a role for
subjective preferazes. But motivational processes never constituted a problem for
functionalists in that they can also be reduced to a process of rational choice or, at worst,

locked within a black box (Jorge, 2008).

Figurel: Elaboration Likelihoodvodel

High Central Comprehension Per;uajlor;b lief
» Involvement »| Attention » § Deep thoughts 1 Produc .e IE1S
E . 1 Brand attitude
ocus 1 More Elaboration
1 Purchase
Exposure
Low Peripheral Comprehension Per;uasmnd ¢ belief
» Involvement | Attention (% ¢ Shallow thoughts T onpr.o uc beliers
E : M Ad attitude
ocus 1 Low elaboration . .
1 Purchase intention

SourcePetty & ©Omléd oppods

2.1.3Consumer Involvement Theory

Consumer involvememtefers to the amount of time, deliberation and other resolirces
like research or asking friends consumers put into the purchase decision process.
According to Fiore (2001), mvolvement refers to how much time, thought, energy and
other resources people devote to the purchase prétcgsges away to understand the

psychology andbehaviour of target audienceg(Fiore, 2001 Deutsch et al, 2006
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Mascarenhs et al. 2004) Involvement originates from social psychology and the notion
of 'egainvolvement’, which refers to the relationship between an individual, an issue or

object gaichkowsky, 198k

This conceptualization has been the basis for applyingglvement in consumer
behaviour. The involvement construct became linked to marketing and consumer
behaviour following Krugman (1967)'s measurement of involvement with advertising.
Since then, and specifically through a period of increasing consumerctresetivity in

the 1980s, attention has focused on the conceptualization and measurement of
involvement in relation to 'objects' such as a product, message, purchase task, advertising
or activity. Just agnarketeravould baseheir advertising creative otine way people make

purchase decisions regardinigeir (marketers)products, they should also crafttheir

sponsorship portfolio and activation programs witteir target audiende s l evel
involvement in mind (Della Bitta, 2002).
At the heart of these cogpt ual i zat i on spersaal relavenceleteis on o f

general agreement that a consumer's level of involvement with an object is determined by
the extent to which the product is seen as personalgvast (Zaichkowsky, 1985)
Involvement has ab been examined in relation to other concepts such as perceived risk,
information search, attribute comparison, brand loyalty, retail context, diffusion and

opinion leadership.

Consumer involvement is an importagbncept believed to explain a significan
proportion of consumer purchase choicé4any marketers base their sponsorship

investments on details like brand migration potential, fan or attendee demographics, or
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direct revenue opportunities. Oftentimes, when marketers decide to invest in a
sponsorkip, they do not consider a critical variabléhe way consumers in their target

audience actually make purchase decis{dMescarenhas et ak004)

2.1.4 Theory of Consumer Choice

This theory illustrates how consumersmake purchase decisionsy showirg how
individuals make choices given their income and the prices of goods and seffiees
core economic assumption is thabnsumers are rational henettempt toobtainthose
goodsor servicesthat they enjoyand derivemaximum satisfactionfrom (Creugn &
Schoormans2005 Conreyet al, 2005. The theory does not rely on price alone but
demonstrateshat a systematic change to the set of alternative choices occurs when the
price of a commodity changeBhis is the case of daily newspapwiisereotherattributes

of the newspaper may influence the choice.

Choice theory draws aflanalyticalb o u n d (&owgydo & Mayumi, 2001) around an
individual consumer, ignoring social and ecological context, to examine how he/she makes
choices in a weltlefined marketlt is widely acknowledgedhat the axioms of consumer
choice theory are quite restrictive, but defenders of the neoclassical approach argue that
this simplification still captures basic features of decisimaking and is necessary in any

analytical repreggation of complex reality.

The theory looks aallocation of scarce resourceéy consumers both as individual or
society. This study focused ¢mow an individual selestfrom possible allocations of the
resources available tinem andutilizes them. There are innumerable examples of these

choices, such as purchases of goods or services, the allocation of income between present
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and future consumption or the allocation of time between work and leisure. Many of these

choices have common elements.

2.2  Empiri cal Review

Marketing communication may noecessarilyesult from direct marketer led efforts as
products themselves also do communicAtetudy byJ onas & Sine T2 009)
Playful Persuasion: Th&hetoricalPotential ofAd v e r g a me s 0le videdhgarees s a mj
were used for advertising purposes in persuasive communic#tioras revealed that

games made self contained argument and there was a high degree to which a service or
product get integrated into the game. This stiuidilightedperspecties for integration of
communication studies and game studileat marketers can exploiFurther, Bogost

(2005) raises an argumeiat the persuasive potential of video games lies in their pro
cedural form; that is, games are neither verbal, written isoal/rhetorical utterances but

a type of rhetoricut hdtowma i élThegéme adtea fotds a b
present the player with explicit claims and arguments, but sets up the procedure for
playing, and by following this procedure the player cotoesnact the claim of the game

Both studies highlight one way consumers may be persuaded, through advergames, giving

a dimension that shows some relasibip with this study, thougtthe currenfocused on

several dimensions of persuasion. They also ighdhe fact that when consumer

elaboration occurs determinstheir involvement in an advert.

Sometimes individuals arefluenced unconsciously. This igcaptured in Edward &
Anned §2010) s t u dHpw PerSuasiveMessages camnfluence Behaviour Without
Aw a r e nTheysevealed that persuasive messaggn enhance the apparent value of a

product by biasing the interpretation of subsequent informaflidwir study further
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showed that people are awaretld direct effectof advertisingon their choice but not of

its indirect effect through the biased evaluation of product informatiboreover, a
subsequent study hiennifer 2009) noted that much of human behaviour is automatic

and nonconscioud?etty (2001) crows it by stating that evaluations are paswe and
dominantin human responseand that sometimeghey are performed automatically,
unintentionally and without awareness. Th
aspects of subliminal persuasion which this studg ilseombination with otheforms of

persuasion to explore its effect on consumer choice.

Vogel et al, (2010),suggest a positive correlation between physical attractiveness and the
expectation of positive outcomes in social interactions such as successful persuasion.
However, prorment persuasion theories do not imply a general advantage of attractive
sender s. |l nstead, the persuasion success

motivation and processirgapacity This iswhat this study looked at.

Some researés (Julia, 208; Hamilton, 2004 Deutschet al, 2006 Petty, 200} have

examined persuasion and interpreted their results in terniSlatoration Likelihood

Model ELM). These researchers have put up credible arguments providing an ingight

the route of persuasio. They argue t hattopay afieatiorstomd6 s m
message influences the processing of the messages effort may be put in, in an

attempt to understand or evaluate a message, hence high elaboration. In some instance low
motivation may leado little search for information. Figure 2 beloghows howthe

strength of an argument influerscatitude towards an advert (persuasion message)
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Figure2: Attitudei Cognition Relationship
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Source:Johnet al (2007 55

Maya Tamiretal( 200 4) conduct ed WePuppgets dn@tringshThe t | ed
ContextualMeaning ofUnconsciousExpressiveCu e s 0 , which reveal ed

expressive cues can lead to opposite evaluations, depending @mmthlgt in which they

occur. This suggests that the meaning of unconscious expressive cues is ndt rfiregd.

change across products or situation. This raises the need to further probe its occurrence

across products. Although this is out of scope fa whrk, this study makesn effort to

examine whether consumers have a variation across brand of products in the same

category (daily newspapers).

In 2004 P. Karen Murphycarried o ut a study ent i Dynani, nPer
MultidimensionalProcess:An Investigation ofindividualDi f f er enc e s 0, whos

reveal ed that i ndeed persuasion messages
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and interest directly and indirectlyhis was further emphasized byrtsumeresearches

(Herr & Page 2004; Gant et al. 2004; Cox & Cox 2001)who have shown that indeed
consumes do process message informatibey receive, thoughome may require more
elaboration than others and may be less spontaneously genénaged.and Brock (2008)

further strengthenedrguments by other scholathat mode of delivery of a message
influencsi t s persuasive power. The combinati ol
process messages and mode of delivery influence persuasive power of messages) is critical
to marketersn thesense thaif properly understood and utilized cangive a competitive

edge over competing firms.

Tobias et al. (2010) suggested in their study thaérsuasin success vary with the
receiverso processi ng molheyfoadedmotme paspattivgp r o c e
of the message sender and elaborateday theories about how attractiveness affects
persuasion succesbBhey propose that lay theories mateld scientific models in that they
compri se t he i nteraction ofei vseernsdoer & 0 cae
characteristicsgui de | aypersonso® ant i andpanglateormo o f [
strategicbehaviour. This emphasizes the need to prepare messages that receive attention
from consumersand that consumers processing ability ameirtexpectations must be in

focus. This study focuss on newspaper readers with secondary school education and
above whose mental ability can be considered relatively unifoom minimum

understanding of concepts and ideas expressed in a daily newspaper

Koller et al. (2013)nvestigatel unobserved heterogeneity between-selited variables
and susceptibility to interpersonal influendehey testeda structural model explaining

susceptibility to interpersonal influence through ®elfcept clarity andedf-esteemThey
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found that the degree of interpersonal persuasibility can vary significantly across
individuals This study focused on description of respondents on definite groups of family,
friends peers, workmates and vendors, and the focus was mothea influence on

actual purchase.

Interpersonal influence can occur on online platforms as demonstrated by studies on
electronic worebfi mouth (Andreassen & Streukens, 2009; Kozinets et al., 2010; Ward &
Ostrom, 2006), online opinion leadership ¢og & Henderson, 2005; Senecal & Nantel,
2004), as well as on the dynamics of online reference groups (Valck, 2005). Gossieaux &
Moran (2010) argues that interpersonal influence in online contexts is very similar to
offline interpersonal influence, desphliappening on a scale never before contemplated. In
contrast with the current studgnline studies interactions are textual only and therefore

faceto-face relationships are lacking.

Il n an arWamt ofladail: N&gativePersuasion in @arty Leadeship Race, by

Peter J. (2011), evidence was presented that communication of contraversial policy
through direct mail reduced prdbbty of party candidate being supported. This was in
line with the fact that individual process information they receveraw meanings out of

it.

2.2.1 Marketing Communication

Marketing communicatioms the means by which firms attempt to inform, persuade and
remind consumers directly or indirectly about the products and brands that théisell.
could be through persahandor non personal channels of marketing communication

(Kotler, 2012) These communicationsould beverbal (spoken or written wordshon
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verbal (visualssigns, body language, expressions, etc.), or symbolic (lm@lodr, logo,

punch lines, etc.) imature.The ability to persuades critical for marketing practitioners

and is a form of communication competencghich requires effectiveness and
appropriateness when employed. The good thing about it is that just like any skill set,
persuasive skills ecabe improved through training of marketing force and pragtice

relevant situations

A range ofalternatives modes of marketing communication are available for firms to
adopt and employ. These include among otlegertising, sales promotion, public
relations and publicity, di&ct marketing, and personal sellingn real sensemarketing
communicatiorrepreserst h e 7 v o i proelut odbrind anllisea meansby which

firms can establistdialogue and build relationships with consuméBerger, 2005
Barnlund,2008. The key element is that marketing comnmation is intentional, where
deliberate effort is made to bring about a response; it is transactional, where the
participants are all involved in the process; and is symbolic, where words, gichwsic

and other sensory stimulants are used to convey tho{Rgnslund,2008).

Good persuasivemarketing communication requires that firms-aeate meaning with
intended message targets. This is because the communicated message is subject to
interpretation by the recipient and may even be ignok&@ll designed and managed
marketing communication may generate feedback from taegetisling firms to evaluate

how the message is understodthe feedback should enable the firm to gauge if the

message wasnderstood properly or needs to be modified.
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This feedbackwill also provide firms with data that at times show them where they are

lacking and what they could do to improve on these. Unfortunately not all companies

deliberately plan and design markegticommunicatios that are geared at capturing

important insights from the market place or target customers. Therefore they align

themselves to address customer needs they may have implicit knowledge about and

eventually underperform or fail to meet theiarketing goals and objectives.

2.2.2 Componentsof Communication Process

The classic communication process involves the sender encoding a message that is

delivered across the chosen channel of communication to be decoded by the eeceiver

illustrated infigure 3 The communication process allows exchandenformation and

conveying message to otheltsis ideal that marketers transnmiformaion in such a way

thatthe intendedreceiver(consumer, channel intermediaries, retailers, @tcderstands as

closely as possible the meaning intended without any distortion.

Source
Encoding the
Messag

A 4

Message

Message
Channel

Feedback

Receiver

Decoding the

Message

< Noise>

Figure 3: Shannoni Weaver Model

However, in the process oflayingmessages nt er r upt i on

may

occur

transmission channehaking t difficult to decode messagegpropriately The common
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forms of noise include;rironmental noise, physiological noi§enpairmenj, semantic
noise, syntactical noise, organizational noise, cultural nars# psychological noise
(Barnlund,2008).An organization may intend to send persuasion messages to a range of

audienceonly to find it being distorted by the noise in the channel.

2.23 Persuasion andPersuasionDimensions

Persuasion is the act of changing an individual's attitude, knowldadtgnions,
behaviour beliefs, or interests through reception of a message (Murphy; RBN£2006
Bell, 2007; Campbell &irmani, 200Q. Galdi (2008) poss# that cnce a message comes
through, the individual could develop a positive attitude towards it, diéferent or
express negative opinions, feeling and emotions towardsmiébgsage or what it is
conveying Recent research suggests thdtew information is repeated, people tend to
believe it to be more valid and believable than when it is presented(Battg, 2001;
Shrum et al.2012 Kotler, 2012 Jenkins& Dragojevic, 201). Hence, marketemseed to
employ repetitive andystematic persuasiono change consumersé at
because some products have been bought because of familiaritytacidime made in

the advert$ typical of habitual purchases

Pressures of the moment have madeketersto ventureinto new, unfamiliar territories,
juggling multichannel strategies, allocating ad resources among media, and trying to
maximize new tectwiogies, all at a time when consumers seem to find it easieraber

to bypass and ignore the efforts.This presents a challenge that require careful decision
making and multidimensional strategy formulation to realistically address dynamism in
the maket place.These challengethat arefurther compounded by the fact thdtaugh
marketing choices have increased, advertising badgeteremaired relatively the same

for many organizations limiting critical resources for persuasive marketing
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communican. Great marketing has always been tough, though never as complex as it is
now. It is important thatn a world ofcompetingmarketing allocation andariety of
messaging choices, businesss#®uld adopta methodology for modeling customer

behaviourif they areto make an impact anghaintain a leadh the marke{Shimp, 2003).

In business, persuasion is a process aimed at changing a person's (or a group's) attitude or
behaviour toward some event, ideaganization,object, or other person(s), by using
written or spoken words to convey information, feelings, or reasoning, or a combination
thereof This in itself presents a challenge Rstty (2001) argus, attempt to influence

others make one also a target to be influence€onsequently, it is imperativihat
adequate experience and training for persuasion marketing communioaigased to

better understanidow persuasion works amgnerallyto be effective.

Apart from visual and verbal cuepersuasive elements can involve all human sensual
modalities affecting both cognitive and emotional aspédansen and Christensen, 2007).
Therefore, subliminal persuasion has created fear in individuals of being unable to block
off undesirable influences that may occur unconsciously. Hence marketers needoy empl
this form of persuasion carefully as some governments discourage its use. Nonetheless,
persuasioms an area that has witnessetiolars in diverse rang# disciplines, marketing
included,and practitioners in areas requiring persuasive communicaystematically

study persuasion thereby improving on persuasive knowledge avaitablelated skills

Three forms of persuasion are described below in the discussion that follows.

2.2.3.1Self Persuasion

Self persuasion generates more powerful and lastinginfluence in an individuasince

once a person generates and adopts an idea in their thaughay, become unstoppable
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and that person may be stretched to the heights and depths of their {{@sglet, 2000).
According toBrinol et al. (2012)selfpersuasion can occur either through +jolying
(i.e., when arguments are generated to convince another person) or, more directly, through

trying to convince oneself (i.e., when arguments are generated with oneself as the target)

In the process ofvhat seems as interpersonal persuasanindividuals attempt to
persuade others in an ensued debate may Bcaral up persuading himself/herself as the
arguments comes to conclusion. Tesser (2000) argues that people wish to enhance the
positivity of their self views and are bound to seekormation that maintains this. This
information is then used to engage in favourable comparisons with others, including the
products they buy and usk.is alsocommon for consumers to raise arguments in their
minds about a product or service and arrive at conclusions that le#tidna purchase or

not. This will always happen if an external influence is not available or if prior knowledge
about the product is held by the consunidre degree o$elf persuasiordependdargely

on the way theonsumeibecoms involvedin the arguments they generaig elaborating

them and reactingo them by either reinforcing agreeing distoring, derogang or

rejecing them.

Deliberate selpersuasion can occur only when pko consciously recognize a
discrepancy between how they actually evaluate aspects of an object and how they would
like to evaluate it which make them to generate some inner tensibmpeople are
motivated and able to resolve this discrepancy, thendheyemploy a variety of covert

mental strategies, and these strategies vary in how they balance the need to possess a
correct attitude and the need to possess a desired attitude. Some strategies simultaneously

aim for the correct and desired attitude byngsreasoning processes to alter mental
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representations of the object of judgment and the standard of comp&ikenstrategies,
however, are not constrained by the motive to be accurate. The &Tisyedfocus
solely on the desired outcome and umental control processes to simply raise the
accessibility of desired feelings, beliefs, dmehavioursor to inhibit the accessibility of

undesired feelings, beliefs, ahdhaviours

2.2.3.2 Subliminal Persuasion

A human mind is a powerful tool that resus to various forms of stimulus and
motivation a fact that has enabled subliminal communications tap into and manipulate the
way information is processed (Taylor, 2007). Subliminal techniques, including audio
recordings, have been used in a range ¢ddi¢o help people gain confidence, boost self

esteem, improve their health, and achieve g@ateves, 2012).

In order for marketing ads to work, they must leave a lasting impression within seconds.
On a conscious level, this can be difficult, almostasgible, as people rarely give their
undivided attention to product adsubliminal suggestionshowever, havebeen
effectively employed in advertising to reach people on deeper, subconscious level
(Edward, 201Q)This has beerhtough an awareness of héfne mind perceives the world,

and exploitation of this knowledge by ad creators who covey messages with subliminal

traits without expecting people to sacrifice their time or focus (Groves, 2012).

Whether a television commercial, magazine advertisementililmodrd signs, most
marketing ads contain subliminal media. Advert creators are interested in subliminal
persuasion because they intent not only to display a message but also to implant it into

consciousness of their audience for a long time. Ideallyatiigence will not even be
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aware of the information that they are absorb{dgnnifer, 2009) The essence of
subliminal persuasion is the message an audience hears, receives and experience enters the
mind without conscious evaluation. It is used in adserient to effectively play on the

minds abilityto perceive the world as whole and not only pieces of data, but as concepts,

senses and emotio(Shimp, 2003).

2.2.3.3Interpersonal Persuasion

It is the behaviourthat takes place when two or a few peopigeract in a way that
involves verbal and nonverbakehavious, personal feedback, coherencebahavious
(relevance or fit of remarks and actions), and the purpose (on the part of at least one
interactant) of changing the attitudes andehavious of the other{Gossieaux & Moran,
2010).1t occurs when an individual is influenced by a group such as family, sales men,
friends or societal norm®&eople are easily influenced by people whom they(Shimp,

2003 Mourali et al., 2005; Yap et al., 2018ndsocial psychology research recognize that
peoplebs attitudes and interpretation of
groups(Pool et al., 1998 By creating similarity bonds, discovering common interests,
and using charm and praisgu will more likely achieve compliancé. is common for

individuals relying on subjective inclinations to changeatitude.

Interpersonal influence can occur on online platforms as demonstrated by studies on
electronic worebf-mouth (Andreassen & Streukens,02Q) Ward & Ostrom, 2006
Kozinets et al.,, 2010)pnline opinion leadershipSenecal & Nantel, 2004Lyons &
Henderson, 2005), as well as on the dynamics of online reference groups (Valck, 2005).
Extantliterature suggests that interpersonal influence imercontexts is very similar to

offline interpersonal influenc@&ossieaux & Moran, 2010).
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Interpersonal persuasion not only involves what we say, but very importantly what we do

in communication interactions. What we do may involve our manner of dredy,
language, gestures, manner of eye contact, and personal grooming. In many instances,
nonverbal communication can be just as important as what wéCsaglo et al.2011).

The intended result of the interaction is a change in attitudes, behaviobediets of the

person with whom we are communicating, and perhaps constructive resoliergs.
recently,Cheng et al. (2013) found that consumers who were susceptible to interpersonal
influence were alsanore likely to exhibit impulse purchaskehaviourwhen shopping

with a companion of the opposite sex, whereas, for shoppers who were not as susceptible
to interpersonal I nfluence, the effect of

buyingbehavioumwas lower.

2.24 Consumer Involvement in Purchaseand use of ProductsServices

Although there are diverse conceptions of involvement in the literalutka(& Marsh
2000; Garry & Polaschek, 200(Rark & Moon, 2003Solomonet al., 2006,Quester &
Lim, 2003 Alam, 2006and Cialdini, 2007 Aqueveque, Q06), Ci a | sdowmdefimition

is quite appropriatbecause it imot onlymore upto-date to go with the modern approach
in decision theoryut alsoanalytical.He defines involvement advariations in the extent

to which the individual is more or lessotivated toward a specific piece of information,
product, or the liké He goes on to say that with high involvemdimhore psychic energy

is released for handling incoming information, sorting it out, and making choites.
view of involvement is appéag for several reasons. First, it is quite congruent with some
major, recent definitions advanced by involvemestearchers (Atkir2004 Berkman, et

al.,, 1992. Second, it is general enough to apply to the viewing of an advertisement,

product use, or yrchase task. Third, it defines involvement in terms of motivational
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energy, and not in terms of information process{@gester and Lim (2003) argue further
that repeat purchases on high involvement prodigctd to pointtowardsbrand loyalty

while repe&purchaseamonglow involvement products are simply a habitual purchase.

2.24.1 High Involvement

In high-involvement situations, the ability to process is the necessary condition for active
cognitive processing of advertising messa@®srrington & Shm, 2000) As is true in the
traditional ELM, several factors determine the ability to process detailed advertising
messages on the first linked page from banner dilstractionp Amessage

comprehensibilityg fissue familiarity) fiappropriate schentaetc.

First, if people are unable to process advertising information, they cannot start active
messageelated cognitive processing. In this situation (high involvement but no ability to
process), as is true in the traditional ELM, people will turn theen#étin to peripheral
aspects of advertising messages such as an attractive source, musia, hisuals, etc
(Conreyet al, 2005) Contrariwise, when people have the ability to process, they start
active and conscious cognitive processing or messaaged cognitive thinking. As is

true in the traditional ELM, there are two determining factors in this cognitive processing
the initial attitude and the argument quality of advertising messages. These two factors
interact with each other so that they yiddlifferent outcomes:behaviour thoughts

predominate, and neither or neutral thoughts predomiRai# & Moon, 2003)

In the case of the last outcome (neutral thoughts), people change to the peripheral route to
persuasion by focusing on peripheral cues.thiéy like peripheral cues, they will
temporarily shift their attitude; otherwise, they will retain their initial attitude. However,

for the first outcomge people experiencdicognitive structure changeswhere two
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procedures occur: new cognitions dam alopted and stored in memoayd/or different
responses are madmore salient than previouslidased on this change in cognitive
structure, people can have two diffat types of attitude changan enduring positive
attitude change (persuasion) for thoseovhave predominariiehaviourthoughts and an
enduring negative attitude change (boomerang) for those wh@hed@minanbehaviour

it thoughts Quester & Lim, 2003)

Complex buying behaviour occurs when the consumer is highly involved with the
purchaseand when there are significant differences between brands. This behaviour can be
associated with the purchase of a new home or of an advanced computer. Such tasks are
complex because the risk is high (significant financial commitment), and the large
differences among brands or products require gathering a substantial amount of
information prior to purchase. Marketers who wish to influence this buying task must help
the consumer process the information as readily as possible. This may include informing
the onsumer about the product category and its important attributes, providing detailed
information about product benefits, and motivating sales personnel to influence final brand
choice. For instance, realtors may offer consumers a book or a video featuring
photographs and descriptions of each available hamhde a computer salespersors

likely to spend time in the retail store providing information to customers who have

guestions.

Dissonanceeducing buying behaviour occurs when the consumer is highbvied but

sees little difference between bran@ark & Moon, 2003) This is likely to be the case

with the purchase of a lawn mower or a diamond ring. After making a purchase under such
circumstances, a consumer is likely to experience the dissonancertied from noticing

that other brands would have been just as good, if not slightly better, in some dimensions.
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A consumer in such a buying situation will seek information or ideas that justify the

original purchase.

2.24.2 Low Involvement

There are twaypes of lowinvolvement purchases. Habitual buying behaviour occurs
when involvement is low and differences between brands are gBraknspan, 2002
Consumers in this case usually do not form a strong attitude toward a brand but select it
because itd familiar. In these markets, promotions tend to be simple and repetitive so that
the consumer can, without much effort, learn the association between a brand and a
product class. Marketers may also try to make their product more inv@ungster and

Lim, 2003) For instance, toothpaste was at one time purchased primarily out of habit, but
Proctor and Gamble Controduced a brand, Crest toothpaste, that increased consumer

involvement by raising awareness about the importance of good dental hygiene.

In contrast to highnvolvement situations, consumers in low involvement (low personal
and product involvement) have low motivation to process advertising messages due to low
personal relevance and low need for cognitibney arethereforeless likely to requst

more information, i.e., less likely to click banners to see more detailed information.
However, they follow another route to clicking baniiére peripheral route to voluntary
exposure. When consumers are not highly motivated to process further ad,dbetedo

not want to engage in messagdated thinking; rather they are more likely to focus on
available peripheral cues. In other wortshaviour of peripheral cues will influence
clickability of banner ads in lownvolvement situations. In the @asf banner ads,
attentiongetting or curiositygenerating peripheral cues would be novetiy contrast
related compnents of banner ads, suchlagesized banner, bright colors, and attertion

getting animatiorfQuester & Lim, 2003)
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2.2.6 Consumer Buying Process

The purchase process is initiated when a consumer becomes aware of a need. This
awareness may come from an internal source such as hunger or an external source such as
marketing communications. Awareness of such a need motivates the consse®icto

for information about options with which tmeetthe need This information can come

from personal sources, commercial sources, public or government sources, or the
consumeis own experience. Once alternatives have been identified through thesessou
consumers evaluate the options, paying particular attention to those attributes the
consumer considers most important. Evaluation culminates with a purchase decision, but
the buying process does not end here. In fact, marketers point out that aspurch
represents the beginning, not the end, of a congamaationship with a company. After

a purchase has been made, a satisfied consumer is more likely to purchase another
company product and to say positive things about the company or its produbeto o
potential purchasers. The opposite is true for dissatisfied consumers. Because of this fact,
many companies continue to communicate with their customers after a purchase in an

effort to influence pospurchase satisfaction and behaviour.

For examplea plumber may be motivated to consider buying a new set of tools because
his old set of tools is getting rusty. To gather information about what kind of new tool set
to buy, this plumber may examine the tools of a colleague who just bought a new set, read
advertisements in plumbing trade magazines, and visit different stores to examine the sets
available. The plumber then processes all the information collected, focusing perhaps on
durability as one of the most important attributes. In making a particutahase, the
plumber initiates a relationship with a particular tool company. This company may try to
enhance posgburchase loyalty and satisfaction by sending the plumber promotions about

new tools.
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2.2.7 Consumer Choice

Stream of literature indicate thbusiness organizations work on daily basis trying to find,
get, keep ad grow customers with the aim of increasing or maintaithieg market share
(Foxall, 2003;Kotler, 2012 Larsen et al, 2001 Theythereforespend substantial financial
proceeds ormdvertising, promotion and public relations trying to communicate messages
that make customers view thewn their products/ servicdavourably in the marketplace
(Andrade & Cohen J2007;Clement, 2007Platt, & Veryzer, 200b Research points out
that t is this thatultimately persuades consurado pick their products to tryr use them
(Blijlevens et al, 2009). Therefore poorly communicated products may not attract

consumers towards them.

Literature suggests thatechand for products is oftemodelked as a function of product
attributes(Fowdur et al 2009 Foxall, 2003. Clement (2007) revesthat distinct shape,

colour, orientation, autrast, and sizare visual attributes of products that consunperg

attention to Each one of these attributesm f | uences what he call s t
Afcritical mo me nt when consumer s stretch 0
phase, whi ch pr obabl Vherefoees kowlédge of whatvasualp ur c h

attributes are perceived by consumarsa product can helpnarketerspersuasively
communicate certain pigpecified meanings in a produchlso, the meaning the
appearance foproduct attributes communications make, halpnsumers to assess the

product on functional, aesthetic, symbolic ayanomicbasis(Fowdur et al 2009)

Chen and Paliwoda (2006) found that when a consumer is faced with two brands they are
more likely to make a quick decision with a brand they have had more experience with or

know more about. The reasoning behind thighat consumers who are more familiar with
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a brand will put less effort into evaluating other similar product braBds.a typical
market is characterized by the presence of many different kinds of brands, so consumers
have to make their own judgmerdbout the attributes of these brands before making a

choice thusif communication is persuasive they tend to be drawn towards a given brand

Myung et al (2008) argue that consumers face conflict of making a choice among various
alternative brandgsrhenavailable numbers are high. Also consumers may make different
choices when faced with same alternatives. This is attributed to the fact that relative value
placel on alternative varies among individuals'herefore consumemsay becompelled

to spend soméme evaluating thattributesof competing brands before they eventually

make choice decisions

Academic researchers are increasingly studying the dynamics associated with appraisal
consumer®f overall product attributes as a result of persuasiaketing communication

by business organizatiorftarsen et aJ 2001 Sanjayand Sheldon2013. In order to
depict this market scenari&enyan daily newspapeindustrial sectomwas considered.

This is because addition of daily newspaper brandsirtasduced dynamism in the
market increasing level of competitioA.range of marketing communicatioesnployed

by firms in this sectorhas also simultaneously increased consumer exposure and

awareness of existing brands, heralding in choladlenges.

In practice business organizations spend considerable effort communicating unique
attributesof their productgersuasively to their targets in ordemb@ake them(attributes)
fresh and relevant in their mind8lijlevens et al 2009). This is because busirges

organizations have realized that it significantly influences sales and profit margins.
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Consequently,it either reduce the time consumers spend to make a choice or limit
attempts by consumers to check on competing brartus. studyspecifically explored
attributes that exist in daily newspapers and hoortantthey areto readers when

choosing the da#sto purchase and read

Age and gender of consumersvlarecently become more and more important to
marketers. There isteandency of consumers ovB0 years havinglecreased tolerance of
ambiguity and are consistent with low cognitafective complexity(Sikkel, 2013)
Results of asurvey conducted by Sikkel omamd relations and life coursietermined that
given future time perspective, relatiod®tween age and brand becomes stronger.
Therefore it was critical that this study consider age and gender relationship with
consumer choiceLambertPandraud and Laurent (2010) show that for the French
automotive market and the French perfume market céisply, thee isa relatively high
attachment to long established brands by older consumers. This suggests thatatength
brand relationships are different for older consumers as compared with younger
consumersThis study explored strength in relatstp between age and consistency in

brand choice

2.2.8 Genderin Marketing

Despite onsumer literaturbeing replete with researches that have reported biological sex
traits and used it as the saleterminant of gendeelated behaviorghereis an inceasing
approbation afforded to gender identity as a multifarious congiratan 2001 Poggio,
2006 Backwell& Vincent-Wayne, 2003Yorkston& Gustavo De Mello2005 Koerning
& Neil, 2006 Hess& John,2005. The traditional basic assumption of thelbgical sex

approach is that the difference between men and women is universal andistetimet
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there exists fixed characteristidthat are relatively statiandlearnthistorical functions,
and thus men are predetermined to be masculine and womegoretletermined to be

feminine

On the contrary,over and above physiological characteristics, gender identity is a
psychological and a social constrastwell As Koerning& Neil (2006)argued that most

gender difference due to biological sex thatehbeen uncovered so far are, statistically
speaking, quite smallMore than simply a biological classification, both gender and
gender i1identity have been explored as port
emotive states, brand attributions artbEping behaviorsBasically, gender is shaped
through the institutional and social mores and is constantly redefined through the everyday
individual practices and interactions (Poggio, 20B6an & Khan, 2008;McKeen &

Nailin, 2005. As such, gender idahes generate within dynamic and shifting social
contexts (Courtenay, 2000) because culture and society are more powerful explanatory

mechanisms than nature and biology (Synott, 1993; Shilling, 2003).

This study adopted gender as a moderating variaioldnad the view that as much as there
are differences between men and women, overlooking the similarities between them
would fail to bring out reality in the marketplace and hence distort results. Also this
decision was reinforces yolt and Thompso2004) empirical evidence that support the
view that sex is not necessarily related to gender idermiitgtgender identity might be a

better explanatory variable than sex with respect to gendered products
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2.2.81 Consumer Gender Differences

Gender has beddentified as one of the most common and reliable form of segmentation
that has been used and presently still used by marketers. This is because a range of studies
have demonstrated that men and women approach purchase decisions differently, with
men focugg on satisfying short term needs while women paying more attention on long
term needs (Nolehoeksema, 2012; Li et al., 2012; McClure et al., 2004; Kuruvil et al,
2009; Baker, 2012; McRae et al., 2008; Kraft & Weber, 2@R@naghil et al, 2013;
Kwang etal., 2013; Peterson & Harmalones, 2012; Petersen & Hyde, 2010;McKay
Nesbitt et al., 2012). Whereas it is desirable to marketers that clear behavioural patterns
among male and female are discernable, getting to have accurate knowledge has remained
a chalenge as changes in the business environments make consumers respond differently.
This make the urge to generalize consumer behaviour remain an unceasing process with
new revelations across different gender over period of time emerging. Until this void
(gender difference knowledge) is filled and gender differences are clearly understood by
marketers, it is difficult if not impossible to form logical and systematic approach to
selling to male and female customers. Therefore, the investigation by this stgepnaer

as a moderator of the relationship between forms of persuasion and consumer
involvement, and between consumer involvement and consumer choice, offers an
opportunity for marketers to understand and make sense of tendencies witnessed in

behaviour othe different gendeiKfaft &Weber, 2012Kuruvil et al, 2009.

Based on evaluation of existing literature of other studies, gender has not only been of
interest to marketers. Other disciplines such as evolutionary psychology, sociology,
monitoring ancevaluation, project management, supply chain management and economics
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among other, acknowledge and complement a range of gender specific differences among
male and female persons (Greenberg, 2012; Abel, 2010; Kwang et al., 2013; Bolwig &
Odeke, 2007; Bramla, 2001; Anderson, 2012; Baker, 2012; Kraft & Weber, 2012;
Melnyk et al. 2009). This is in line with literature contributions where gender has been
recognized to influence behaviour in a variety of consumer related activities in the
marketing domaini consumption, product information search, product information
processing, choice of shopping outlet and purchase decisions. With all this in mind, the
knowledge that diverse approached have to be relied on when selling to different gender,

ma k e s ma ecéneimere pepared and effective in any customer facing situation.

Levels of education do affect consumption and perceptions of products and services.
Therefore variances in literacy levels among different genders will automatically result in
gender basd dissimilarities observed in consumptions. This is because gender literacy
gaps may create significant variations in expectations, needs and demand for products and
services Ronaghil et al, 2013QECD, 2011; UNDP, 2013; UIS, 2009; UIS, 2013).
Similarly, this difference will be ultimately reflected in the way male and female respond

to communications by marketers and attitudes they form. In the case of daily newspapers
there is a likelihood of difference in readership because of the difference in likevaty
among gender . Last Kenyads census (2009)
87.4% in the entire population, which limits number of daily newspaper sold. In terms of
gender the male literacy level were estimated at 90.6% while femaledu29% 8KNBS,

2013), which may have a bearing on sales to male and female. It is expected that a daily
newspaper will be read by those with the ability to read, which may influence the desire to

purchase a daily newspaper. While literacy levels may influgander gaps in the choice
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of daily newspapers, education attainment levels and choice of courses taken by different

gender clearly create gender imbalances in readership (OECD, 2011).

2.2.82 Genders and Marketing Communication

Marketing communication ds over the years been extensively used to represent the
ovoiced of a brand and provide an avenue
connect with consumers. It (marketing communication) is the means by which firms
attempt to inform, persuade and redhiconsumers directly or indirectly about the
products and brands that they sell (Kotler. 2(R&rjuMitran et. al., 2014Kemp et al.,

2013; Richard et al.,, 2010; Rucker et al. 201Rirms will communicate through
marketing activities such as brandiraglvertising, direct marketing, sales promotion and
public relation, among others. It is evident that marketers in very competitive
marketplaces moderate and deliberately craft messages with intension of influencing target
audience, men or women, to respandoredetermined ways. Certainly, this make them
grapple with diverse gender difference and similarities issues in the messages they
frequently relay. Generally, increased understanding of the similarities and differences
between men and women lead to endocused and rewarding marketing campaigns

((PerjuMitran et. al., 2014Alexander et al., 200%olland, 2012Melnyk et al., 2012

Studies have revealed that customers have three preferred communication styles (Joy,
2006; Cleveland & Babin, 2003; Kepf, et. al., 2006; Greenberg, 20Kxnrick & Luce,

2000. These include verbal, visual and touch, which in most cases marketing
communicators uniquely categorize customers. Those who prefer visual communication
are bound to go for pamphlets, DVDs, billivds, among other visual materidiécShane,

et al.,, 2012) Contrary touch style customers prefers communication approaches that
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enable them to feel or manipulate a product and will generally describe what they do and
do not like in term of feelings su@s safe, cozy, or comfortable. Finally, those that prefer
verbal communication are bound to respond to the words of a message probably via
telephone calls and radio commercials (Joy, 2006). As much as it seems the three
communication styles would appeaatia marketer may reasonable only effectively sell to
one of these groups, it is vital that marketers find a way to reach all three styles with one

communication/ promotional effort.

These styles have been employed by marketing communicators occastorfaiyn a

basis of universal differences in men and women. However, marketing communication
studies also reveal that even in the same styles of customers, differences still exist that
make marketing to men and women require consideration of additiortalsfao be
effective. These disparities require that marketers define their target market as men,
women or both. This is necessary for better understanding of the target market and how to
effectively communicate to it with the gender differences catemreKeEmpf, et. al., 2006;

Trainor et al, 2010Greenberg, 2012).

2.2.8.3Gender and Information Processing

Consumers make a range of decisions everyday on purchases and consumptions they
make. Some decisions are made within short periods like the casguwse buying in
shopping outlets, while others take considerable time especially when dealing with
shopping and specialty producRajvainen, 2011)Most decisions made by consumers

will need processing some information and it is argued that undeimceotaditions men

and women have shown differences on how they choose and which kind of information
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they process (Bafal & Jarymowicz, 2010Wolin, 2003; Lippa, 2010; Moore, 2007,

Holland, 2012{aroche et al; 2000; Kurt et al., 2011; Roivainen, 2011)

Men are more likely to be driven by overall message themes and women are more likely to
engage in detailed elaboration of messages (Lee & Schumann, 2009). Basically, men are
0selective processorsod6 who often rcuediy on
pl ace of detailed message el aboration. On
processorso who attempt to assimilate al/l
(Levit, 2012; Twenge, 2001; Trainor et al, 2010; Schultheiss, 200bnseqgently, it is

important to understand how people make decisions, the information they attend to or

ignore, and how individual differences account for variation in information processing.

Selectivity hypothesis has greatly contributed to much researopjender differences

raising a range of assumptions that men and women differ in the way they view the
external world and how they process persuasive information (Mégess& Zhu, 2010;

Hanna, 2012; Heermann, 2010). The theory posits that men and womiay eiffprent
strategies and have different thresholds for processing information relayed to them or they
come across. The selectivity hypothesis a
largely categorical they acclimatize to a condition by ctiey rules, laws and attitudes.

They do not take time to fully process all available information, but are rather selective
data processors, and tend to use less effortful heuristics and modest or salient cues as a
basis for their judgment. These cues dmeught to activate well developed, easily
accessible notions or preconceptions about the information (Wolin, 2003; Md&&hytt

et al., 2012).
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In contrast, female are believed to form judgments by considering the internal aspects of
personal and socigituations, and tend to be comprehensive information processors who
consider all available product attributes (Heermann, 2010) but possess a lower threshold at
which they apprehend information. Though capacity restrictions in active memory may
prevent wome from accomplishing this goal, the selectivity hypothesis states they give
equal attention to all available promotion information. This renders women to more
probably detect, elaborate more expansively, and use relatively less reachable and more
distally relevant information when forming assessments. This is in line with Kempf, et. al.
(2006) argument that men process two forms of marketing information (advertising and
product trial) differently from women. Precisely, women are more sensitive to the
compldgeness of persuasive information while males are less likely to notice attributes in

the persuasive information.

This theory not only explains many outcomes derived from its logic (Richard, Chebat,
Yang, & Putrevu, 2010; Meyetsevy & Zhu, 2010;Levit, 2012; Holland, 2012t aroche

et al., 2000Kempf, et. al. 2008 but it also seems to accommodate a wide range of other
findings, including unpredicted, applied, and #tbeoretically grounded observations. To
further illustrate, the selectivity hypothessems to explain why, compared to males,
females more precisely identify and interpret subtle nonverbal cues, for instance, body
language, paralanguage (Rosip & Hall, 208kShane et al., 201utrevu, 2010), scan
more data i.e., perform more eye fixasoproducing a recognition advantage (Heisz et al.,
2013), engage in more patidiocused behaviors as heattare providers e.g., give longer
consultations and more patient feedback (Street, 2002), selecting a shop brand (Li & Lin,

2008) screen and prosemore probleniree loans as loan officers (Beck et al., 2010), and
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employ a more employestuned (versus tadkcused) supervisory style (Doughty &

Leddick, 2007).

A common perception of the selectivity hypothesis view that females are more
comprehensie processors than males enables us to draw a conclusion that males should
be more likely than females to simplify decisions by using intuition or strikingnespked
heuristics. A number of findings are in line with this deduction. For instance, it was
noticed in many countries in Europe and America, when it came to choosing national

l ottery numbers to play, mal es -th@int@tionof t e n
that an event is less likely to reoccur if it happened in recent times (Suetensag, Tyr
2012). Hence, unlike females, they were less likely to select lotto ticket numbers that were
winners in the previous week. Studies also reveal that males also depend more than
females on the intuition that marketers use more eye catching coloursvtatteation to

good buys. Only males perceived price discounts as greater when ads featured them in red

rather than black (Puccinelli et al., 2013).

However it is important that careful consideration be taken in interpreting findings
regarding the use dfeuristics. Without knowing how consumers actually use a particular

cue, one cannot be certain whether its use signifies reliance on a modest heuristic or the
inferring of more thoughtful diagnostic deductions implied by the cue. This is evident in
Shaoe al . (2004) findings, which posit t ha
intentions to use a banker were higher when the banker dressed more professionally.
Whil e malesdéd showed the same pattern, t he
findings could be viewed as contradicting the selectivity hypothesis prediction, indicating

that females, not males, may be more likely to rely on heuristics implied by a salient cue
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(i.e., the heuristic that the attire cue implies that the banker should detofessional

quality service). But an equally viable interpretation is that the findings actually support

the selectivity hypothesis view that females process data more comprehensively and thus
more thoughtfully interpret subtle yet diagnostic cues (Liary,u& Lin, 2008). That is, in

the absence of any useable indicator of service quality, females may have drawn the
reasonabl e inference that the bankeroés pro
hi s/ her wor k and hencneedsi As tht iexampleeunderscores, ¢ U S
whether a cue is central (i.e., diagnostic of substantive issues) or peripheral (i.e., a
heuristic cue) depends on how people actually use the cue (Deutsch et al, 2006;

Maumeister, 2008; Petty, 2001).

2.2.8.4Gender and Persuasion

Men and women vary in the way they act, from the style in which they communicate to
the way in which they try to influence others. They differ in their visual perception, how
they perceive designs, visual aesthetic, language and communidatgn make
(McShane, 2012\Vrase et al., 2003Kwang et al., (2013) argue thgender differences in
communication point towards different need in designing persuasion geared
communications among men and women. Particularly across western civilizagarches

has demonstrated variations in communication, which is commonly referred to as gradual
language differences between genders. This implies that women use a particular way of
speech more often than men. Academic research has also pointed to theatfact th
differences in conversation characteristics and traits. This has significantly varied and

influenced persuasion ability across different gender. Generally, to effectively persuade
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targets in the marketplace, it is critical that one comprehends geneferepces in

language styles, visual presentation and perceptions towards aesthetics.

Heisz et al. (2013) argue thdtte biggest difference between men and women and their
style of communication boils down to the fact that men and women view the pufpose o
conversations differently. Academic research on psychological gender differences has
shown that while women use communication as a tool to enhance social connections and
create relationships, men use language to exert dominance and achieve tangibleoutco
Women are, overall, more expressive, tentative, and polite in conversation, while men are
more assertive, and powekungry (Basow & Rubenfield, 20034cClure, et al., 2004

Men tend to be individualistic, object centred and may most of the timgengai n Al 0
They strive to complete a single task at a time. They (men) are more interested in the
functional and technical aspects of a product, and will avoid other details. On the
contrary, women are more collective concerned hence they are pgeopied and engage

i n A weRuckdr at lalk 2012)They are able to multi task making it possible for them

to make simultaneous products decisions. They also gather a lot of information on product
features, what the features do and rarely buy if dégietails are not fully addressed
(Heisz et al., 2013; Putrevu, 2010)herefore persuading the different genders require

diverse tailored strategies to the different gender.

A fascinating finding by Hart (2013), reveals that men are more inclined tugsoand
design developed by men, and women those created by women (this is without them
having knowledge of whether they were created by men or women). Additiofadpg
et al. (2010) argues that prodwt#signs differ from one gender to another, poilag
preferences. One good example comes with the use of colour, where in men designs;

colour is used sparingly while greater number of colours is desired by women. A
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significant numbeiof males react to images that are form dominant whereas a higher
proportion of women respond to coledominated images. Also, women are bound to
relate best to images of women and similarly men relate to images of atewg(et al.,
2010; Workman & Lee, 2013; McKayesbitt, 2012) This has a bearing on how the

differentgender may be persuaded in marketing.

The society generally prescribes gender related roles that influence intentionally or
unintentionally communication styles and tactics adopted by different genaers( al.,

2012) Men and women also differ in theielations towards others in society: while
women strive to be more social in their interactions with others, men value their
independence. Men often seek straightforward solutions to problems and useful advice
whereas women tend to try and establish iatynby discussing problems and showing
concern and empathy in order to reinforce relationshifoydr et al., 2007)Though the
influence tactics used by male and female marketers vary depending on the gender of the
target person that they are trying tdluence, much research proves gender differences

across influence tactics.

2.2.8.5Gender and Consumer Involvement

Product involvement is a multidimensional and important variable that has been used by
researchers to evaluate consumer behaviour. linfrence the decisiemaking process

about a product, the amount of effort put in information search about a product by a

consumer, the time a product may be adopted, the way in which the consumer's attitudes
and preferences concerning a product is vieweglconsumer's perceptions of alternatives

in the same product category and brand loyalty (Bauer et al., 2006; Lin & Chen, 2006;

Chang et al., 2013; Valentyna & Stija012. Researchers have revealed that consumers
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approach the marketplace displaying elént characteristics, behaviour and shopping

styles. Consequently, different levels of involvement will be exhibited.

Men and women present different patterns in effort they put in to acquire a product or
service. Gender differences have been demoadtiatconsumer involvement in a range

of decisioamaking dimensions among men and wontémaft & Weber (2012) argue that
women are currently involved in making decisions on large and small purchases and in
some instances have taken over the role of kegdovanners of their families. This has
been made possible because majasityvomen today are engaged in financially viable

activities that generate their own and the

A difference in level of involvement between mem amomen may arise because there are
variations in preferred communication styles. Women prefer verbal communication and
hence tend to seek approval from others hence thereby being involved more in information
search. On the other hand men tend to prefent sind direct verbal communication. They

like making independent decisions and hence spend less time and effort in information
search. This is supported by Heermann (2@ argughatwomen spend more time in
shopping than men. Chigger (2001) is of dpenion that men consider shopping tiresome
and try to get over it faster while women on the other hand enjoy it. This is in line with
Bakerdos (2012) argument that women sati sf
shorter sighted and hence look aisgging immediate or short term needs and wants. The
implication is that this reinforces the fact that women are bound to get involved in seeking
more information inorder to make such decisions. On the contrary men may not be
involved as such since theyeamore individualistic in information searcbaveria&

Nadeem (2014¥urther confirms differences between men and women by stating that
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information processing differs in male and females, and adds that they even react

differently to same stimulus.

Interestingly, observations have been made that indicate that some purchase behaviour
may not differ between men and women, particularly impulse purchases. The level of
involvement may relatively remain the same. But, some studies reveal substantial gender
differences in levels of involvement in the same category of prodiatsria & Nadeem
(2014, argue that women and men make different decision mainly due to the difference in
how they process information. This is the reason why this study was conducteds® ass

gender differences in involvement one a persuasion message is relayed.

2.2.86 Gender and Consumer Choice

Marketers strive to understand reasons behind consumer purchase decisions. In an attempt
to do this they segment their markets based on a rahgatributes. Demographic
characteristics are some of the attributes that have been used with credible results, hence
understanding gender influence on purchase decision making has been attracting a lot of
attention with intensity and has remain one la# tnost investigated attribute at present
(John, 2014Mary, 2013. Several consumer behaviour researches have cited genders as
one of the attributes that influence product preference and choice. Sahay et al. (2012)
revealed that women make choices basedgreater emotional experience while men
evaluated the same products using greater factual experience. Also, Kolyesnikova et al.
(2009) while evaluating gender as a moderator of consumer behavior revealed that the
dimension of femininity is greatly assotd with emotional concern of others than

masculinity. According to Ye (2008), the association between gender and brand has a
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considerable influence on consumer brand choices. Since gender identities may become
blurred over time, consumers often use bratfdd fit their own gendered image while
presenting to others a gendered self beyond just sex and traditional gender roles. In other
words, how consumers perceive themselves (gender view) and their brands under various
usage conditions may have substantdluence on their brand attitudes and behaviour

(Hausner et al, 2012).

Even though men and women speak the same language, they usually have differences in
priorities, internal processing and behaviour pattérhs makes it easy to misunderstand,

misint er pret or simply misjudge the other par
should decode consumer choice related issues (Franchi, 2012; Hoegg & Alba, 2007;
Hausner, et al., 2012; Beardsworth et al., 2062 r i | | o et al ., 2011;
al.,2008;Franchi, 2012). While gender differences may have been extensively researched
and specific behaviours observed, documented and labelled, still there are portrayals that
need to better be understood for strategérketing reasons. This is because stereotyping

has proved to be inappropriate in some consumer choice behaviours as recent researches
are continually posting more gender diversitiBpi(n et al., 2014Constance et al., 2012;

Hoegg & Alba, 200Y. For ingance, as much as mand women differ in their relations

towards others in society research shows that while women strive to be more social in

their interactions with others, men value their independéniteere is a level at which
stereotyping behaviowirtually becomes imperfect (Sam et al. 2010). Also, consumer
choices tend to relate with attitudes held by individuals, their loyalty to brands or stores,
motivation for the purchase and interest, among others. This implies that people of

different gendrs may hold the same attitudes towards a product, store outlet or the seller,
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hence influencing positively or negatively the choice decision they nidikeet al., 2014;

Schertzer et al., 2008

In the last fifty years, dramatic changes have been veites:n many countries Kenya
included, pertaining gender equality (OECD, 2011). Attempt to bridge persistent glaring
gender inequalities have been done not only for reasons of fairness and equity but out of
economic necessities. As a result women have dmancial independence and
responsibility (Holland, 2012;Thomas et al., 2034 This has resulted in substantial
number of women who are financially independent and capable of making purchase
decisions and choices that were initially the reserve of mene3x4 this decisions have

been learnt by women through traditional societal observation of men, hence have
relatively been maintained, while others their (women) gender characteristic have greatly

influenced then{Sam et. al, 2010).

23  Summary and Gaps

In review of literature persuasion has beestudied largely in social and behavioural
studieswith marketing communicationgarticularly; advertisingis widely evaluated and
reported(Murphy, 2004;Jonas & Sine, 20Q9in, 2009. All these studies are geed
towards understanding the consumer much more to better predict their behaviour. On the
flip side,there is a critical indication in the business environment that consumers seem to
behave contrary to expected respors#sing more challenges to researsh and
marketing communication practitionef&his study contributes to knowledge on consumer
behaviour that aims to help understand consumers slightly better in the areas of persuasion

and involvement in choice of products that are routinely purchased.
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Extantresearche¢Edward, 2010; Shrum et aR012; Shimp, 2003Mourali et al., 2005;

Yap et al., 2013Jonas & Sine, 2009; Petty, 2001; Murphy, 2004;, 2006; Bell, 2007,
Campbell & Kirmani, 2000;Kotler, 2012 Jenkins & Dragojevic, 2011barely pay
attention to only single forms of persuasiaisa timeand their resultsuggesting that they

may not conclusively predict on their owalationships between variablasdbr room

exists of other influencesThis created a gap in literature that this stadgmpts to
explore, by focusing on three forms of persuasion (self persuasion, subliminal persuasion

and interpersonal persuasion) at the same time.

Research has indeedposed that family and peers are important sources of interpersonal
persuasionSimilarly, self persuasion is viewed to occur withim di vi dual 6s r ef
socially acceptableconstructs;hence an extension of interpersonal persuasion may be
envisaged. However, no attempt has been made to examine how they relate and their
statisti@al significance in determining consumer choi@ansequently, this studfully
investigates the correlation betweéorms of consumer persuasion (self persuasion,
subliminal persuasion and interpersonal persuasion) and involvemecept It further

looks at correlation between consumer involvement and consumer chdieestatistical

significance of these relationships are critical heareereasonablyvestigated

Closer examination of extant research rev#at a gapn literature between persuasiand
consumer choice for habitually purchag@gdducts has not been bridgddthe probability of
making wrong assumptions is therefore inherent and the eventual business implications to a
marketer are glaring. It has yet been demonstrated that habituatlygsed producthat are
distributed at relatively the same price have low involvement level, an attribute of subliminal

persuasionThis study found it interesting to use daily newspapers to explore relationships that
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exist between different forms of geeasion and consumer choice as literature points to

violation of the basic premise of persuasorientationi positively influencepurchasection.

24  Conceptual Framework

The conceptual framework of study chpersuasion as the independent varialite.
specifically focusd on three forms of persuasidrself persuasion, subliminal persuasion

and interpersonal persuasion. Persuasiay not directly influence consumer choice, but

may ke intervened by consumer involvement. This (consumer involvemestpoked at

from the perspective dbw and high involvement in the purchastle ws paper r eac
gender was the moderating variable between persuasion and involvement, and
involvement and consumer choiCehe dependent variable, consumer choice, maeiest

itself as eithefavourableor unfavourable

Figure 4: Conceptual Framework

Independent Intervening Dependent
Variable Variable Variable
Persuasion Purchase
Involvement
Self Consumer
Persuasion High Choice
Involvement 1 Favourable
i unfavourable
. 2 > A 7
Subllmln_al Low
Persuasion Involvement
Interpersonal
Persuasion
Newspaper

Reader Geder

Mé6@erating
Variable



SourceResearchérs Own C@olR2)ept ual

25  Operationalization of the Variables

The key variables are measured through apiation of existing scales in literature and
formulation of new scalegsemswhere not possible. All items in the questionnaierav
close ended as depicted iAppendix 1 Table 1 indicates how variables were

operationalized

Table 1: Variables in the Questionnaire

. Indicators Data Analysis
Variable Measurement
Instrument Method
1 Self persuasion Perceptions Questionnaire Regressior
Subliminal 5 . Analysis
Independent persuasion 0
Persuasion | Interper§onal
persuasion
Dependent 9 Favourable Perceptions Questionnaire Regressior
1 Unfavourable . . Analysis
Consumer 0 o]
Choice
Intervening 9 High Perceptions Questionnaire Regressior
Consumer  q |ow Analysis
Involvement 0 o)

SourceResearcher (2@)

26  Chapter Summary

Overall observations indicate thatirketers devote considerable time trying to understand
consumer behaviour inorder to design marketing communicatioais dlicit desired

outcome.Also, literature reviewed revealed thp¢rsuasion has been prominent in most
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marketing communicationsndeavarsandis critical in influencing mvolvement levels in
consumerinformation processingessentially this chapter rdewed persuasion theories
and particularly paid attention toAttribution theory and Elaboration Likelihood Model.
Furthermore,hte time and effort spent in decision making vary substantially with levels of
involvement and considerably influence choicepraducts/ services made by consumers.
Consequently consumer involvement theory was also descriéddeory of consumer
choice wasexamined with more attention focused baw consumers make purchase
decisions.Finally, research gaps wergentified andhighlighted, conceptual framework

developed andescribed, andariables operationalize.
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CHAPTER THR EE
RESEARCH METHODOLOGY

3.0 Introduction

This research investigatethe relationship between ftrent forms of persuasions
consumer involvemnt and consumer choicdt also identified attributes that underlie
choice of daily newspapgreaders. The findings build on existiligeratureand generate

knowledge that will help marketemaglvertiserspther researchers and policy formulators.

The previous chapter reviewed literature on marketing communication, consumer
persuasion and involvement models, as well as consumer choice thb@yhapter
describesthe nature of research, includimgeasurement characteristics of ttesearch
instrument data collection processand data analysis methods. also highlights the
research paradigm, research desgfudy area, the participants, procedanel pilot study

conductedIt outlines the method for testing hypotheses that were developed faudlye st

3.1  Justification of Research Paradigmand Method

Identifying and understanding the research paradigntise foremost and crucial step in

any resear cWielrldiss j 020 O 2 )y pamdigmlisaa corsprehemsiag A a
belief system, world viewor framework that guidessee ar ch and prlasti ce
a basic orientation of theolip researchas it emphasizes on assumptions alvalat is

important to study, what can be known, what research tools and designs are appropriate,
and what stadards should be used to judge the quality of the resébimiiman, 2003

Creswell, 2008; Josselson, 2007

From a philosophical perspective, a paradigm comprises a view of the nature of reality

(i.e., ontology)i whether it is external or internal toettknower; a related view of the type
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of knowledge that can be generated and standards for justifying it (i.e., epistemology); and
a disciplined approach to generating that knowledge (i.e., methodd¢oggwell, 2008)
Although various author@Bryman, 2A2; Bronner, 2011; Howe, 2008ave identified a
number ofparadigmsthat underpin researcBhattacherje€2012 suggests that the two

main paradigmsthat form the basis of research in the social sciences ango#iiavist

approachand thenaturaistic (interpretivist) approach.

This study was grounded in a positivist paradigm which emphasizes the importance of
observation for the growth of knowledge and thus considee measurement of
phenomena as central to the development of understaielrxg 2008 Howe, 2009. It
recognizes the need for a theoretical framework within which to structure data. Its
proponentg(Collins, 2011;Freeman, 2010; Bryman, 2012; Howe, 2009; Troudi, 2010)
argue that theories should be tested against data with the intentibeiroferification.

Since this study focused @laboration Likelihood Model (ELM)Consumer Involvement
Theory(CIT) andConsumer Choice Theory (CCihat have already been developed and,
data collected to empirically measure and evaluate phengrpesivist paradigm was

ideal.

Furthermore, his being a descriptive study, which is more focusedyielding an
understanding of a particular phenomenwgs best suited for a positivist paradigm

(Bauer et al] 200Q Goddard, 2004Lather, 200%. Also, the krowledge generated from

this study was a product of straightforward experience of respondents and was interpreted
through rationabnd objectivedeductionas prescribe by positivist paradigfinally, the

entire studywas i ndependent adsinciudingtherinsteumentrusebtbe r 6 s |

undertakehe study.
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Critics of positivism approach to research argue that it generates insufficient knowledge,
and that it has no builh mechanisms for (self) correction and (self) reflection. However,

it should bementioned that the critique of positivism does not contain a kind of
ideological connotation or disqualification, but only calls attention to the methodological
and epistemological dilemmas of contemporary social science reg@aychan, 2012).

On the otler hand, positivism is committed to removing subjectivity from knowledge
growth, and thus denies any role for reflexivity among researchiey. seek to reduce
everything to abstract andhiversal principles, and tend fragment human experience, as
the case with this studyather than treat them as a complex whélewe, 2009 Troudi,

201Q Bryman, 2012

3.2  Study Area

The study was conducted in Kenya, located in East Africa, between latitdNestHto
4°South and Longitude 8Bast and 4%East.Since thér inception Kenya has championed
and localized theMillennium Development Goals (MDGs) by developing vision 2030,
which intends to transform the country to middheome statusThe social pillar of vision
2030 focusse on establishing a just andohbesive society where individuals enjoy
equitable, social development while living in a clean and secure environment. Education
sector has been earmarked as a major contribotdhdse, hence commencing free
universal primary and secondaryeducation The Sessional Paper No. 14 in 2012 on
Education and Training and the Basic Education Act in 2013 laid a legal framework for
achievingUniversal Primary Educatio(UPE). This has significantly improved literacy

levels in the country.
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The projected populatioof Kenyafor 2013 was 41.8 million with an annual growth rate
of 2.97%. This population is fairly youthfyl with those aged 25 years and below
accounting for 62% of the population (GOK, 2013jeracy level is 87.4%ut statistics
by Kenya Demographic andealth Survey (KDHSPf 2009indicate that literacy ratfor
1571 24 years, which stood at 80.3% the year 200(hadimproved to 91.3%. This ian
importantdevelopmentor newspapepublishersas it presentsreopportunityfor potential

growth in markéshare

The study was conducted in 13 counties in Kersach of theselected counties had a
proportion of population with over 200,000 peopleo had attainedecondary and above
education according to 2009 population census statistics (KNBS, 2013)ofOdil
counties in Kenya only 13 hadicha number of educated peopl€he study assumed that
people with this level of education are able to read and understand most items covered in
daily newspaper than those with primary school education. Therefoye wbeld

adequately complete questionnaire more meaningfully

3.3  Research Design

Kothari (2004 assertghat decisions regarding what, where, when, how much, by what
means concerning an inquiry or a research study constitute a research tbsgg.
decisbns havea great bearing on the reliability of the results arrived at and as such
constitute the firm foundation of the entire edifice of the research ¢&irigh, 2006;
Cooper, 2003 Choice d research desigio be adoptedhouldthereforebe done with

great care as any error in it may upset the estirdy.

Research desigman be defined athe arrangement of conditions for collection and

analysisof data with maximum control over factors that may interfere with validity of the
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findings (Kothari, 20@). It is a framework that facilitates the smooth flow of various
research operations and enables specifgargicularrelationships among study variables

(Cooper, 2003Robson, 2002; Singh, 2006

This study adopted a cross sectional survey designch is descriptivein nature
Normally the entire population or a subset of it may be selected for investigetiem a
surveyis conducted Since dat was to be collected only ondé was the ideal research
designfor the studyand also, by virtue of the fact that it can be employedo gather

contemporaryssueswhich partly formed matter under investigationthis study

Survey research designs limatctive intervention by the researcher that may produce
researcher bia@ohen et al 2000)This was cosidered in choosing the research design,
which madegeneralization of the findingsf this study possibléAlso, the design (survey)

is flexible enough allowing a wide range of informattorbecollected It was appropriate

for this study as it did collédnformation on demographics of respondents, a range of
consumer persuasions, consumer involvement and consumer choiedly, survey
designsrepresentshe most common form of empirical research in many areas, including
marketing channelssonsumer bedwiour, and marketing strateg{Bhattacherjee, 20)2

The designs therefopgovide a critical foundation for much of knowledge generateal in
range of marketing areafRobson, 2002; Bake2001) This study contributes to

knowledge in marketing particulgrtonsumer behaviour.

34  Target Population
This isthe entire set of units for which collected data are to be used to make infefences
generallyincludes all people or items with the characteristic the researcher wishes to

understandand defines thos units for which the findings of the study are meant to
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generalize (Lavrakas, 2008; Kothari, 200dgik et. al., 2008 Its definition determines
whether sampled cases are eligible or ineligible for the stidhndy et al., 2010;
Lavrakas, 2008)Though arculation of daily newspapers is low, with figures of 2010
indicating 320,000 newspapers were bought daily, the readership is significantly higher
given the fact that about 10 people share a newspaper daily.il@gsovate findings
support this through hei r surveys, which show that Ke

at slightly over 3 million (Synovate, 2011).

The study target population was daily newspaper readers with secondary school education
and above. According to census figures of 2009, nalip the proportion of the
population with secondary school education and above was 22.8% of the entire
population, constituting 7,751,562 people (KNBS national report, 2013). This group was
ideal for this study as it was assumed to be literate enougdatba newspaper. This is
because daily newspapers in Kenya are written in English and Kiswahili, which are

compulsory examinable languages at Kenya secondary schools national examination.

3.5 Sampling Design and Procedure

Sampling involves a process sélecting a suisection of a population that represents the
entire population in order to obtain information regarding the phenomenon of initeiest.
a smaller groupwhich is selected to participate in a sty@ykund, 2000;0gula, 2005
Orodhq 2003 Saunders et al., 20Q0%ince it was not practicab use the entire target
population for this study, it was necessary to define the accessible populdtisris a
subset of the target population that reflects specific characteristics and widthane
reach for study Therefore two methods of sampling were used, wlare yields

probability samples in which the probability of selection of each respondent is assured.
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The other yields neprobability samples in which the probability of selection is wvkm

(Malhotra, 2003

This study usedoth probability and nosprobability sampling technique3he pattern
employed to select the sample for investigation significantly limited sampling errors and
generated unbiased sample as advocated for by Kothd&4)(2Birst, a sample of 384
respondents was obtained using Krejcie & Morgan (1970) formula from a target
population of 7,751,562 people with secondary school education and above. The

illustration that follows shows demonstrate how it was done.

w. 0p O
A . p ©w0p O

o1 B xxvpeB T p T

™ BT
™ Xk vmpoecp oPT B ™ p T

S = 384.09 approximated to 384

Where; Si Required sample size’i The table value of chi square for one degoé
freedom relative tthe desired level of confidence, which was 3.841 for the .95 confidence
level, Pi The population proportion (assumedbi® 0.50), Ni The population sizand d

I The degree oficcuracy (d = 0.05).

After arriving at a sample sizaf 384 respondents, counties were then used to distribute
the sample. This was because counties formed good existing geographic units, census

population figures per county and proportion of the population with secondary school
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education and above were dable (KNBS national report, 2013). Since BorgGall
(2003)argue that 30% of the target population is representative enough, a figure 14 out of

the 47 counties was able to realise this.

To achieve homogeneity yet maintaining representation of thet faogelation counties

with over 200,000 people with secondary school education and aboveweasively
sampled (KNBS national report, 2013). This included Nairobi, Nyeri, Muranga, Kiambu,
Mombasa, Meru, Machakos, Trans Nzoia, Kisumu, Kisii, U&shu, Nakuru,
Kakamega and Bungoma. Since Trans Nzoia County was involved in piloting the research
instrument, 13 counties were used for the actual study with their distribution of the

population sample shown in appendix IlI.

The research used point of sabe hewspapers to access the sample. The study considered
people who buy newspapers as the readers of the same. Individuals below 18 years were
not included in the study as legally they are not employed and the implications of the
findings would be importarfor business purposes especially the actual purchase of daily
newspapers. Supermarkets were used as the points of data collection as they provided a
practical opportunity for research assistants to meaningfully engage respondents and get

their consent. fiey also provided an ideal environment for questionnaire completion.

36 Data Collection Instrument and Procedure

A close endedjuestionnairgcopy provided in appendix 1yas usedo collect data for

this study.It wasutilized in order to retrieve thmaximum amount of information without
imposing on the time and resources of the respondintkari, 2004) The questionnaire

had two parts, part | captuteemographic information and part Il adde$ebjectives of
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the study Pallant(2011) argues thatuestionnaires are quite popular especially in cases
involving surveys and big enquirieAt the same time,asearchers find them useful in
maintaining consistency in data collecti@criterion that influence their choice for this
study.Costs elementand duration of data collection was also considered in selecting the

research instrument.

Kothari (2004 arguesthat awell designedand administeredjuestionnaire is critical in
reduction of non responses and measurement eftatso has the potewli to reach a

large number of respondents, generate standardized, quantifiable, empirical data and offer
confidentiality andbr anonymity. The key constructs othis studywere measuredby
adqtion of exsting scales in literaturéhat were modified to suithe study Items on
persuasion were adopted froself persuasionPohlmann et al 2007), interpersonal
persuasion (Pohlmann, 2006)and subliminal persuasion(Donald, 2010) while
involvementtemswere adopted frorhee and Aaker (2004andTormala (®08). All the

four constructs were designed in a 7 point likert fovith completely disagree assigned 1,
strongly disagree 2, slightly disagree 3, neither agree nor disagree 4, slightly agree 5,

strongly agree 6 and completely agree 7.

Ambiguity is a cormon characteristic of individual questions im@estionnaire, but it is

also possible for a question to be ambiguous because of its placement in the questionnaire.
To avoidthis, the questioné this instrumentvereassessedgeviewed and organized with
research superviseto guarantee proper flow and structure of the questidmsbreath in

content and formatvas demonstrated, whigmhanced the face validity of the instrument

(Gearing, 2006).
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Data was collected frompoints of sale of daily newspaperhere aestionnaires ere
distributed personally tondividuals purchasg daily newspapersSupermarkets were

used as the points of data collection. Those supermarkets that do not sell daily newspaper
were excluded. Customers whparchased daily newspapgewere approached and once a
confirmation was made that they were buying the daily newspaper for themselves, they
were informed by research assistats purpose othe study and their consent sought.
They were then shown a desk tositand complete thquestionnaire. Research assistants
offered guidance and clarifications where necessHng. completed questionnaires were

then handed back to the research assistant who thanked respondents ¢oofiesation,
information given and their tim@&hose unwling to participate in the study for any reason

were not pursued further.

3.7 Validity and Reliability of the Instrument

3.7.1 Validity of the Instrument

The questionnaire aspilotedin Trans Nzoia Countyo evaluate its competencyhis is
because its cosmopolitan and shares similarities in population characteristics with the 13
counties that were selected for data collectioh.e Al i veo test ods t he
usedto get feedback on appropriateness of the wording and clarity of quedtions
estimate the length of the survey awadirace any important issues that may have been

overlooked (Iraossi, 200&llis, 201Q Mayring, 2014).

Content validityrefers to the adequacy with which a measure or scale has sampled from
the intended universer domain of conten{Pallant, 2011;Kothari, 2004) This was
demonstrated by use of research supervisors who reduced the list of questions that had

been formulated to those most appropriate for measuring the variables under investigation.
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3.7.2 Reliability of the Instrument

The purpose of reliability is to examine consistency of measuremnetita analysis, the
internal consi stence of measures (reliabil
(Pallant, 2011 Bhattacherjee, 20)2 The higher € o n b a ¢ h Gatue isathepbletter,

because it implies the higinternal consistencyof measurementsThe minimum
acceptable level for a high enough of reliability among a given group of measures is 0.7
(Gearing, 2006; Kothari2004; Pallant, 2011; Elli010).,Accor di ng t o Zarc
Personal Involvemennventory (Pll) that has been modified for a range of surveys, the
Cronbach Alpha values have varied from 0.85 to 0.95. In this study the overall
guestionnaire Cronbach Alpha coefficient wa®70. Ths suggestedgood internal
consistencyreliability for the instrumentTable 2 shows Cronbach Alpha coefficients of

individual variables in the questionnaire.

Table 2: Reliability of Constructs

Reliability
Variable Cronbadcdad Cronbachi Numberof
Value of all items Value after deleted ltems
items
Self Persuasion 752 .752 8
Interpersonal Persuasic .830 .830 5
Subliminal Persuasion .838 .838 10
Involvement .686 .822 16
Consumer Choice .823 .823 8

* variable incuded deleted item (Question Matem lis deletecand No.11 item B

Source: Pilot Survey (2014)
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The result of reliability in items of self persuasion shows that Alpha value %2,0.7
interpersonal persuasion 0.83ubliminal persuasion 0.83hd conamer choice 0.823
Thesefour variables all indicate a high Alpha value, so their internal consistency is fairly
good. However, Cronbach Alpha valuein¥olvementis smaller than 0.7 &.686.After
testing the value ofhe item deleted, the Cronbach Alptcoefficient was 0.822vhich

made the variable hawa good internal consistencyafile 2)

38 Data Analysis

Data analysignvolved three major steps, in the following order; preliminary analysis,

descriptive analysis andferentialanalysis

38.1 Preliminary Analysis

Before processing the responses, daackeaned to check for erroneous entries, outliers,
completeness of questionnaires dimeindata coded to enable the resportsese grouped
according to dailynewspaper branda Kenya Double @&try wasdone to ensure data is

accurately entered into the computer.

A range of multivariate analysis assumptions were undertaken. Assumption for normality
was checked to ensure all variables were normally distribd&anuch ageliability of
theresar ch instrument was established wusing
independence was performed on all the variable constructs of persuasion (self,
interpersonal and subliminal), consumer involvement and consumer choice during
analysis. This was preliminary test that was adopted for investigation because some data
was summarized in the form of frequencies. Usually, it answers the question whether

frequencies observed deviate significantly from theoretical or expected population
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frequencies (Palld, 2011). A major difficulty with Chi Square test of model fit that may
make aresearchefail to reject an inappropriate model in small sample sizes and reject an
appropriate model in large sample siis to this study not employing it (Chi Square) as

a measure of model fitkurtosis and skewness of variables was examiGeddness of fit

was also investigated.

3.8.2 Descriptive Analysis

Descriptive statistics @areused mainly to describe the basic features of the datenakd

summaries about the spha and the measures made. Datesanalyzed in the form of
frequencies and percentages. Then findingeewresented in form of graplasd tables to

easily bring out some characteristics within the data.

3.8.3 Inferential Analysis

The hypothesized relanships between persuasion, consumer involvement and consumer
choice were tested at two levels; first at the aggregate level then uniquely for each gender
to ascertain relatedness and differences between study variables. Bivariate correlational
analyses wre conducted in order to assess the strength and direction of the relationship
between variableDifferent authors recommend different interpretations of correlation
coefficient val ues. Thi s study adopted P
guideines, where correlation coefficient value of between .10 and .29 is small, .30 and .49
is medium and .50 and 1.0 is considered large. A value of zero would mean there was no
linear relationship between the variables. The direction was determined to theepmsi
negative on the basis of output values of analyses, either positive or negattest the
veracity of hypothesized relationshigferential statistics were used, specifically multiple

linear regression analysis to determine statistical signifieaf theorized models. Data
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was tested using Statistical Package for Social Scientists (SPSS) then conclusions drawn

and generalizations made.

Statisticalassumptions of multivariate analyses and statistical test were checked to ensure
none of them wer violated.This wasconductedusing the numerical approac{Park,
2008). All variables were checked for normality by first comparthg original means
statistic and 5% trimmed means statistic of variables in the sbudyestigate if extreme
values hada strong influence on the meaf#sost, 2011). A big difference in the means
necessitated further investigation of variables to check their distribétfter. comparing

the original means and 5% trimmed means of the variables, the resultofrtiegorov-
Smirnov statistic was checkedvariable with values > 0.05 suggest a violation of
assumption of normality. Skewness and kurtosis of variables were checked by computing
Z scores(i.e. Zskewness= Skewness Statistic / Standard Error angndis = Kurtods
Statistic / Standard Erroffshasemi, et al., 2012; Tabachnick et al., 2007 & Kline, 2005).
Absolute Z score values greater than 1.96 at p < 0.05 were significant (Ghasemi, et al.,
2012) and indicated substantial departure from normality and weredfeensidered

non normal. Nomormal variables were transformed using both square root and
logarithmic functions. An inspection ofthe degree skewness and kurtosis of the

transformed variables to determine whether there was improvevasrdarried out

Multicollinearity test was necessary to rid the model to be regressed of redundant
information not needed for analysis (Tabachnick et al., 200fgrefore this study
investigated the presence of multicollinearity. This was donadsgssg the Variance
Inflation Factor (VIF) for thendependent variablem the regression models once the

regression had been rullost commonly recommended maximum acceptable level is a
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value of 10 Hair, et al., 1995, but other scholars like Rogerson (2001) recommends
maximum VIF value of 5while Pan et al (2008) recommends maximum VIF value of 4.
Since the higher the VIF index the higher the variance in the estimated parameter, this
study considered a VIF value of 4 as the maximum acceptable level. VIF values greater

than4 indicated significant multicollinearity.

The four hypothese weretested usingnultiple linear regression analysis. It is common

for consumer behaviour study researchers and marketing scholars to adopt this approach in
data analysisKupor et al., 20%; Sadasivaret al.,2011;, Hanzaeeet al., 2011;Schmitt
2001;Tormala& Clarkson 2007 Koller et al., 2013 Therefore regression analysis was
adopted for the study as it has been used before for similar studies (behavioural) and
yielded credible restd. Furthermore, research scholars have arguéthitr@ exists a thin

line between ordinal and interval data, and indeed the margin between them is very hazy.
This gives broader latitude of usage of linear regression in research that would otherwise
bereferred to as qualitativ8.he theoretical multiple regression modial the study took

the form below:

CoCh= b 1Bf P IPP+ B:FubP+ 0

Where; CoCH Consumer choice, SfP Self Persuasion, IPP Interpersonal Persuasion,

SubPi Subliminal Persasion,bpit h e i n t,,é&x bg)d Edtimated farameters and

U1 the error term.
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39 Ethical Considerations

The proposal for this study was reviewed by a panel set up by the institute of post graduate
studies who approved that the guidelines atahdard of the universiti?hD thesis
proposal were adhered ®hattacherje€2012) argues that subjects in any research project
must be awarg¢hat they are part of a study group being investigaleds study ensured
that this principle was not violatdwy first approaching participants and informed consent
sought from themkEull disclosure washenmade where respondents were tihld nature
andfor what purposehe studywas being conductedhe participants were also informed
that they had freedom twwithdraw from participation anytime without any unfavourable
consequences befaly them. Those unwilling to participatgere not followed up with
persuasive communicatiomith an objective of changing their mindastly, questions in
the research instrume were phrased ia nonthreatening wayTherefore participation

was voluntary and harmless.

The dual principle of anonymity and conf i d
telephone numbers or any other identificataetails were noasked The participants

remained anonymous anas such this document does not reflect the respondents
identifying information. Also, the information obtained was used purely for academic

purposes and shatenly between the researcher dhd study supervisors.

The researchefollowed recommended and ethical guidelines in data analysis and
reportingas advocated bMaik et. al, (2008).The study grounded on positivist paradigm,
sought toinvestigate facts without any researcher biases interfefingrefore, dta was

reviewed and categories verified by a second ctmlguaranteealid entries were made
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The final descriptions and interpretationgre validated by research supervisariso

ensurednisrepresentations wen®t made

3.10 Chapter Summary

In this dhapter a comprehensive account of the research philosophy is presented,
justification for adopting it and methodology employed in conducting the research. A
positivist research paradigm was adopted for this study, which to a great extent determined
analyss detailed in the chaptehlso, asurvey research design embraced for this study is
described, target population together with sampling techniques unveiled, and justification
of for analysis methodology giverfinally, a detailed account of data collectio
instrument and procedures were presented, how findings were to be interpreted clarified

and ethical issues considerations undertaken.
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CHAPTER FOUR
ANALYSIS AND DISCUSSION OF RESULTS

4.0 Introduction

This chapter deals with data analysml gresentation of the findings with interpretations
based on the research objectives. The data collected from thevéisddummarized and
presented in form of tables and pie chaittotal of 384 questionnairewere distributed
and 31 were successfullfilled and returned for analysis thus giving the st9@y226

response ratélable 3shows the resust

Table 3: Response rate

Respondents Number of respondents Percentage (%)
Expected responses 384 100%
Received responses 381 99.220
Un-received responses 3 0.78%

Research Data (2@}

4.2. DemographicDescriptives

The studycollected demographic data from respondentss includes their gender, age

and academic levels. Age had four categories to choose Wwbroh included181 24

years, 25 34 years, 35 49 years and 50 years and above. Academic levels were five,
categorized as secondary education, high school education, college diploma, university

bachelor degressand post graduate degr@de demographic data is pressshin tabled.
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Table 4: Demographic Descriptives

Demographics Percentage
Gender 381 100
Male 271 71%
Female 110 2%
Age 381 100%
18- 24 29 08%
25-34 122 32%%
35-49 165 43%
50 > 65 17%
Academic Level 381 100%
Secondaryschool Education 29 08%
High SchoolEducation 41 11%
CollegeDiploma 89 23%
University BacheloDegree 173 45%
Post graduate Degree 49 13%

SourceResearch Data (2014)

The distribution of the respondents by gender shotatl 71% of therespondents who
completed the questionnaires were male, while female constitutedT288cshows that
males buy and read daily newspapem®rethantheir femalecounterparts. This is in line
with Akande et al (2014) 8ndings that revealed thaigher pecentage of the populations
(81%) patronizing daily newspapers were of the nsabe Also, Njeze (2013)evealed

that male students (54%) consult newspapers more than female students.
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Age distribution of respondents shesithat theagebracketof 18- 24 years had 8% of the
respondents, between P34 years 32%, between B39 years 43%, and lastly 50 years

and above constituted 17% of the respondents. This suggests that daily newspaper are
bought and read mostly by people within the range o#35/eas old. The small
percentage of respondents between the age range-o24.§ears may be because their
financial resources are low compared to those in other age gaodptherefore a small
number may purchase newspap@iss group may also be accessthg daily newspaper

electronically via the net rather than in print form.

Education demographics indicatdtht 8% of the respondents had tgpsecondary school
education 11% had high school education, 23% diploma level, 45% university bachelors
degres and 13% post graduate degree. This is apparent that the higher the education the
more likely a person will actively get attracted to literature as reflected by increase in
percentages of respondents with higher levels of education. The smaller nurpbst of
graduate degrees is synonymous wstiatistics of population figures in the country

showinglow figures ofpeople with post graduate degr¢€diBS national report, 2013).

The studyfurther delved oreducation in relation to purchasing and readirmgenthan one

daily. Table5 shows the findings.
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Table 5: Academic Level in Relation to Purchasing and Reading more Daily

Newspapes

Only one Newspaper More than one newspaper

Academic Level Frequency Percentage Frequency Percetage

Secondary Education 22 76% 7 24%
High School Education 36 88% 5 12%
College Diploma 60 67% 29 33%
University Bachelors Degree 105 61% 68 3%
Post graduate Degree 29 5% 20 41%

SourceResearch Data (2014)

The results revealed théte higherthe education level a newspaper reaaainsthe

higher the chance that they would purchase and read more than one daily newspaper. Also
percentages decreased for those who purchase and read only one daily newspaper with
increase in academic levél from secondary education to post graduate degrbis
conforms to psychodsomeicentinged to attam thighemleévelstoh a t
education their urge for more information also increases. Ther#feréndings suggest
thatreaders with higher levelof education seem to purchase and read more than one daily
newspaper as they seek to access more and variety of infornfdtismay be punctuated

by Arahana (2013 srgumentthat newspapers disseminate more than daily happenings
locally and internatinally, both good and bad, and different newspapers may report
details of happenings differently. Therefore the purchase and reading of more than one

daily newspaper suggeshatn o si ngl e paper is able to sat
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4.3. General Information on Daily Newspaper Readership
The studyinvestigateda range of general information on daily newspaper readership. As

indicated in the sub titles below.

4.3.1 Daily Newspapers Purchased and Read
Daily newspapers that are sold to readersuthelDaily Nation, The Standard@he Star
and Taifa Leo. Table 6 shows the distribution aailyd newspaperghe respondents

preferred to purchase and read

Table 6: Daily Newspaper Purchased and Read

Daily Newspaper Frequency Percentage
Daily Nation 215 56%
The Standard 131 34%
The Star 21 6%
Taifa Leo 14 4%

Source: Research Data (2014).

In the table 6, 56% of the responded indicated that they preferred to purchase and read
Daily Nation newspaper, 34% The Standard, B8& Sta and 4% Taifa Leo newspaper.
This implies that over half of the respondents preferred to puremaseeadaily Nation
newspaper.This is in line lpsosSynovate survey of 2010 which indicated that Daily
Nation newspaper kiathe largest circulation, follwsed by The Standard;aifa Leo and

The Star (IpsoSynovate, 2011).The difference in position of The Star and Taifa Leo

may largely be because The Stamnched in 2007 is relatively new compared to Taifa Leo
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but has steady begrowing in daily circulaton figuressince 2010surpassing Taifa Leo
in daily circulation figuregNyabuga& Booker, 2013) It also mirrorsWorld Association
of Newspaperand News Publishers survey Byuse and Nelson (2012), which showed
Daily Nation with a market share of 4%, followed by The Standard by 19.30%he

Star 7.70% and Taifa Leo 5.20%.

4.32 Number of Daily Newspapers Purchased and Read
The respondents were asked if the purchased and read more than onel alalidy7

presents the findings.

Table 7: If Respondents purchase and Read more than erDaily Newspaper

Response Frequency Percentage
Yes 129 35%
No 252 65%

Source: Research Data (2014)

The findings indicated that 35% of the respondentputchase and read more than one
daiy newspaper while 65% only purchase and read one daily newspéieishowthat
readers may be loyal to the brands of daily newspapergptirejlase ancead and it may
suggest that they have preference to specific brands hence the big percentaggewhtho

purchase and read only one daily newspaper

4.33 How Often More than one Daily Newspapeiis Purchased and Read
Respondents who agreed that they purchase and read more than one daily newspaper were

probedon how often they did this. The resudti presented ihable 8
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Table 8: How Often More than one Daily Newspapeis Purchased and Read

Response Frequency Percentage
Daily 41 32%
Occasionally 88 68%

Source: Research Data (2014)

Fromtable8, only 32% of the respatents whgourchasanore than one daily newspaper,
do it on daily basis while majority 68%) purchasemore than one daily newspaper
occasionallyThis feedbaclpoints out to the need fan analysisinto the occasiondaily

newspaper readers purchase nibes one daily newspaper.

4.34 Other Daily Newspapers Purchased and Read
Respondents were asked to list other daily newspapers they bought and read other than
their preferred dailies, in the order of preference, from the most preferred depending on

thenumber of daily newspaper they read. Tdb#howsthe findings.

Table 9: Other Daily Newspapers Purchased and Read in order of Preference

Preferer_lce Daily Nation  The Standard The Star Taifa Leo Total
categories prequency % Frequency % Frequency % Frequency %
A 39 30 63 49 17 13 10 8 129
B 7 12 11 19 29 49 12 20 59
C 0 0 5 36 6 43 3 21 14

Source: Research Data (2014)
The researchdurther probedrom those respondents who purchased and read more than

one daily newspaper ¢hother dailies they read. These daily newspapers were arranged in
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A

order of preference. O0AO6 (@& and @oamdhe last pr e f
category. It was designed with only three categories as only four daily newspapers are
purchased in the Kyan marketThe fi ndings show that i n
respondents are likely to purchase and read only two daily newspapers 30% would
purchase andead Daily Nation newspaper, 49% The Standard, T3# Star and 8%

Taifa Leo.This category had 12@83.8%)respondents out of 381 indicating they would

purchase and read two daily newspapers.

In the event the respondemgrchase and read three paperc at egory 6BO, Dai
will have 12% of the respondents, 19% The Standard, #8&&tar and 209 aifa Leo.
Cat egory (tbB%)respandents @t of 381 indicating a possibility of purchasing

three daily newspapers.

Category O0CO6 shows a scenari o where respo
newspapersThis category had only 18.7%)respondents out of 38&ho indicatel they

would purchase and read all the four daily newspapérs. Standard had 36% of the
respondent,The Star 43%, Taifa Leo 21%, while Daily Nation did not have anyone
complete it at this level. This suggests that Padilation newspaper is likely to be

purchased and read by most respondents in case they bought only three daily newspapers.

4.35 Gender in Relation with Daily Newspapers Purchased and Read

The studyfurther sought t@xaminethe different genders and tpeeferred brand of daily

newspaper they purchased and r8adhle 10 shows the findings.
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Table 10: Gender in Relationto Daily Newspapers Purchased and Read

Gender Daily Nation The Standard Star Taifa Leo Totals
Male 145 97 18 11 271
Female 70 34 3 3 110

Source: Research Data (2014)

Table 10 shows that 53% of the male respondergarchase and read Daily Nation
newspaper, 36% The Standard, The Star and 4% Taifa Leo. On the female side, 63%
purchase and read Daily Nation,9%81TThe Standard, 3%he Star and 3% Taifheo. This
implies that as much as Daily Nation is purchased and read mohe tyo genders, it is

more populawith female (63%) than male (53%gaders

The study alsprobedthe different genders and whethleey purchase and read more than

one daily newspaperablel1l shows the findings.

Table 11: Gender in Relationto Number Purchase and Readership Behaviour

Gender One daily More than one Totals
newspaper only daily newspaper

Male 168 103 271

Female 84 26 110

Source: Research Data (2014)

While 63% of the male respondents purchase and read only one daily new8géper,
purchased and read more than one paper. On the oth&6%adf the femalepurchased

and read only one paper, WhR4% purchased and read more than one paper. This implies
that more male are likely to purchase and read more than one paper compared to female.
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Also it may suggest that female readers are more loyal to their brands than madacee

sticking to onlyone daily newspaper.

4.36 Willingness to Pay More for Daily Newspapers Purchased and Read
The study iquiredwhether the respondents were willing to pay more for their favourite
brand when other daily newspaper brands were avail@bkeresults are sk in Table

12.

Table 12 Willingness to Pay More for Daily Newspaper Purchased and Read

Options Frequency Percentage
| would definitely buy 133 35%
| probably would buy 82 21%
| might/ might not buy 115 30%
| probably would nbbuy 33 9%
| definitely would not buy 18 5%

Source: Research Data (2014)

Table 12 shows that 35% of the respondents would definitely buy their daily newspaper,
21% probably would buy, 30% might or might not buy, 9% probably would not buy and
5% defintely would not buy. The high percentage of those who would definitelyetery

if they were to pay more for their dailissggestshat they may béyal to the newspaper

brandsthey purchase

4.3  Persuasion Descriptives
The three forms of persuasioregresented with their results discussions. Implications of

these findings aralsoderived.
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4.3.1 Self Persuasion Descriptives

Literatureindicatesthat selfpersuasion can occurtleer through rolelaying (i.e.when
arguments are generated to conviacether person) or, more directly, througyirg to
convince oneself (i.avhen arguments are generated with oneself as the t@Byatdl et
al, 2012) Also the degree ddelf persuasion depends on the way ithgividual becoms
involvedin the arguments they generditg elaboratinghemand reacts tohemby either
reinforcing agreeing distoring, derogang or rejecing them. Therebre this study
evaluatedthe concept of éf-persuasiorbecause itgenerates more powerful and long

lasting changesSharma, 2015)

4.3.1.1If Compared Different Newspaper Brands in the Market
The studyexaminedf the respondentsavecompared differentaily newspaper brands in

the marketThe responses were reported on a seven point scateresented ifable B.

Table 13: Comparison betweenDifferent Newspaper Brands in the Market

Response Frequency Percentage
Completely Dsagree 38 10.0
Strongly Disagree 19 5.0
Slightly Disagree 20 5.2
Neither Agree nor Disagree 61 16.0
Slightly Agree 77 20.2
Strongly Agree 72 18.9
Completely Agree 94 24.7

Source: Research Data (2014)
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From the findings 10% completely disagree thady have compared different daily
newspaper brands in the market, 5% strongly disagreed, 5.2% slightly disagreed, 16%
neither agreed nor disagreed, 20.2% slightly agreed, 18.9% strongly agreed and 24.7%
completely agreedlhis suggests that responded éagaid attention to the different brands

in the marketmaking comparisonTherefore a new daily newspaper has a chance of

attracting consumers particularly if it has superior features.

4.3.1.2Paying Attention to Daily Newspaper Adverts
The sirveyprobedif the respondentpaid attention to advertsr daily newspaper brands

Ther feedback igepresented iffable 4.

Table 14: Paying Attention to Daily Newspaper Adverts

Response Frequency Percentage
Completely Disagree 31 8.1
Strongly Disagree 22 5.8
Slightly Disagree 44 11.5
Neither Agree nor Disagree 28 7.3
Slightly Agree 101 26.5
Strongly Agree 69 18.1
Completely Agree 86 22.6

Source: Research Data (2014)

From the findingsB.1% completely disagree that thewid attenbn to daily newspaper
brandsadverts,5.8% strongly disagreed, 12&slightly disagreed7.3% neither agreed
nor disagreed, 5% slightly agreed, 18% strongly agreed and2Z% completely

agreed. This indicateghat considerable number of consumerstdke some time to look
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at advertan daily newspapexr This means it is possible to reach substantial number of

readers wh a specific appeaincethey pay attention to adverts.

4.3.1.3Readers Noticing New Daily Newspapers Coming to the Market
Theresmndents were expected to indicate if they notivew daily newspapsicoming to

the marketThe findings are representedliable b.

Table 15: Readers Noticing New Daily Newspapers Coming to the Market

Response Frequency Percentage
Completely Disagree 41 10.8
Strongly Disagree 51 13.4
Slightly Disagree 43 11.3
Neither Agree nor Disagree 61 16.0
Slightly Agree 85 22.3
Strongly Agree 35 9.2
Completely Agree 65 17.1

Source: Research Data (2014)

From the findings10.86 competely disagree that thegoticed newdaily newspaper

coming to the marketl3.4%6 strongly disagreed, 136 slightly disagreed]16% neither

agreed nor disagreed?.3% slightly agreed9.2% strongly agreed antli7.1% completely

agreed.lIt implies that a & daily newspaper can easily be noticed. This is important to
marketers as they may make presentations that can make readers try (purchase and read) a

new daily newspaper.
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4.3.1.4Readers Knowledge of Prices of all Daily Newspapers in the Market
The respadents were required to indicate if they had knowledge of prices of all daily

newspapers in the markdthar responseareshownin Table Bb.

Table 16: Readers Knowledge of Prices of all Daily Newspapers in the Market

Response Frequency Percentage
Completely Disagree 75 19.7
Strongly Disagree 38 10.0
Slightly Disagree 90 23.6
Neither Agree nor Disagree 37 9.7
Slightly Agree 52 13.6
Strongly Agree 40 10.5
Completely Agree 49 12.9

Source: Research Data (2014)

From the findihgs 19.@6 completely disagree that théyad knowledge of prices of all

daily newspapers in the markd% strongly disagree®3.68% slightly disagreedd.7%

neither agreed nor disagreelB.6% slightly agreed10.8%6 strongly agreed anti2.9%
completely ageed. This implies that price may not be the best tool for competition as
newspaper readers seem not to have knowledge of prices of all daily newspaper

irrespective of their small number.
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4.3.1.5Recall of Existing Daily Newspapers from Memory

Table 18 shws the responderiisesponse®n whetherthey could recall existing daily

newspapers from memory.

Table 17: Recall of Existing Daily Newspapers from Memory

Response Frequency Percentage
Completely Disagree 41 10.8
Strongly Disagee 54 14.2
Slightly Disagree 69 18.1
Neither Agree nor Disagree 38 10.0
Slightly Agree 75 19.7
Strongly Agree 46 12.1
Completely Agree 58 15.2

Source: Research Data (2014)

From the findingsl08% completely disagree that theguld recallalmost & existing
daily newspapefrom memory 14.2% strongly disagreed,811% slightly disagreed] 0%
neither agreed nor disagreeld.®6 slightly agreed, 2.1% strongly agreed anil52%
completely agreedlhis was relatively a balanced result indicating thatpercentagesf
those who can recadlll daily newspapefrom memory mirror those who cannot. Daily
newspaper producers need to continually advertis@poessawareness of their brands in

the mind of readers.
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4.3.1.6Recognition of Daily Newspapers aSelling Point

The study iguiredif the respondentsecognized daily newspapers at selling points. Table

18 shows the readerssponsén terms of recognition of daily newspapers at point of sale.

Table 18 Recognition of DailyNewspapers at Selling Point

Response Frequency Percentage
Completely Disagree 41 10.8
Strongly Disagree 36 9.4
Slightly Disagree 52 13.6
Neither Agree nor Disagree 41 10.8
Slightly Agree 57 15.0
Strongly Agree 64 16.8
Completely Agree 90 23.6

Source: Research Data (2014)

From the findingsl0.8% completely disagree that thegcognized all déy newspapemt

point of sale9.4% strongly disagreed 316% slightly disagreedl0.8% neither agreed nor
disagreed15% slightly agreed, 8.8% strongly agreseand 3.6% completely agreedhis

means that the daily newspapers are differentiated making it easy to be recognized at point

of sale.

4.3.1.7Readers Knowledge on Daily Newspapers
The study igpectedr eader s 0 knowl edge onThedrae d d/e r reedw

responses amepresented ifable19.
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Table 19: Readersknowledge on Daily Newspapers Issues

Response Frequency Percentage
Completely Disagree 11 2.9
Strongly Disagree 34 8.9
Slightly Disagree 31 8.1
Neither Agree aor Disagree 61 16.0
Slightly Agree 102 26.8
Strongly Agree 73 19.2
Completely Agree 69 18.1

Source: Research Data (2014)

From the finding.9% completely disagree that thbgd knowledge odaily newspaper

issues 8.9 strongly disagreed8.1% slighty disagreed,16% neither agreed nor
disagreed26.8% slightly agreed, 19.2% strongly agreed and %8cbmpletely agreed.

The daily newspapers producers need to educate their readers about newspapers issues.
This could be critical in the choices that theyake when buying and reading daily

newspapers.

4.3.1.8Readers Use obwn Knowledge to Verify Advertising Claims

The researcher sought to understand if readers used aweirknowledge to verify

advertising claimsThe findings are representedTiable20.
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Table 20: Readers Use obwn Knowledge to Verify Advertising Claims

Response Frequency Percentage
Completely Disagree 28 7.3
Strongly Disagree 32 8.4
Slightly Disagree 65 17.1
Neither Agree nor Disagree 76 19.9
Slightly Agree 64 16.8
Strongly Agree 52 13.6
Completely Agree 64 16.8

Source: Research Data (2014)

From the findings7.3% completely disagree that thexed their knowledge to verify
advertising claims about daily newspap&4% strongly disagreed, 711% slighly
disagreed, 19.9% neither agreed nor disagreel§.8% slightly agreed, 3.1% strongly
agreed and 6.8% completely agreedhis implies that readers evaluate adverts based on
the knowledge heldhus equipping them with right information may be an advgetto

daily newspapers producers.

4.3.2 Interpersonal Persuasion Descriptives

The concept of community has always bémportantto society; it is connected to the
notion of a shared space, feelings of belonging, and the need for intimate inter
relationshipsand hence has remained a prepondeiraetpersonasource of prgpurchase
information (Scaraboto et al., 201®ourali et al., 2005; Yap et al., 20l ccording to
Chattalas & Harper (200,/human beings present a desire to belong to a group with whom
they can identify and share feelings, beliefs, and common interests, inflnemce one

another interpersonally.
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Interpersonapersuasioroccurs when two or a few people interact in a way that involves
verbal and nonverbdlehavious. It is interactive andesults into one party influencing the
other in some way. lbccurs with each party constantly aware of otiger and involves
constant adaptation and adjustmenis study sought to investigate this influence on

choice of newspaper readers purchaserasgonse distribution is shown in Table 21.

Table 21 Gender Relationship with Interpersonal Persuasion

Group Male Mean Female Mean Total Mean
Family Influence 3.36 4.37 3.65
Friends Influence 3.38 3.84 3.51
Workmate Influence 3.56 3.38 3.69
Peers Influence 3.58 3.73 3.62
Vendors Influence 2.93 3.30 3.04

Source: Research Data (2014)

On average the respondents seem neither agreed nor disagreed that family, friends,
workmate and peers with means 3.65, 3.51, 3.69 and 3.68ctesy, influence the

choice of daily newspaper they purchase. They slightly disagreed that vendors influenced
the choice of daily newspaper they purchase. This suggests that readers are not sure of the
influence from family, friends, workmates and peenspurchases of some products like

daily newspaper. In terms of gender, the male specifically neither agreed nor disagreed
that the workmates or peers influenced the choice of newspaper to purchase while for the

female, it was family, friends and peers.

4.3.2.1Family Influence on Choice of Daily Newspaper

In consumetbehaviourstudies the family is considered a crucial decision making unit as
the interaction and influence between family membsrsnore than in other groups
(Harcar et al 2005 Martengn & Gronholdt, 2008 Hsiung & Bagozzi,2003. This
domain has attractedhterest of marketing researchers and academicians over years
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(Moore et al 2002; Shoham & Dalakas, 2005e Mol & Buysse 2008. Therefore this
study sought toexamiethe influenceof the family on the choice of newspaper readers

buy. Figure 5 shows the outcome.

35.0%
29.9%

30.0%

25.0%

20.0%
16.0% 16.0%

15.0% 14.2%
10.2%
[0)
10.0% 6.8% 6.8%
5.0% l l
0.0% : - ' ' ' '

Completely Strongly  Slightly Neither  Slightly  Strongly Completely
Disagree Disagree Disagree Agree nor Agree Agree Agree
Disagree

Figure 5: Family Influence on Choice of Daily Newspaper
Source: Research Data (2014)
From the findings29.9% completely disagree that tfemily influenced the choice of the

daily newspaper they purchased, 24.8trongly disagreed.8% slightly disagreed;.8%
neither agreed nor disagreetl).Z26 slightly agreed,16% strongly agreed and6%
completely agreed. Thisnay suggest thaindividuals who puchase and read daily
newspapercould be key decision makers in the family hence #eylikely to purchase
without family members influencdt could also imply that the newspapers fall in the
category of convenience products that are frequently bougttthas leads to some

loyalty, hence littlanput from the rest of family members

4.3.2.2Friends Influence on Choice of Daily Newspaper
Since consumer decisions are impacted to some degrefdiyisaround an individual

including the people they saciate with and those they admire, the stpbbedfriend
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influence onthe choice of daily newspaper an individual purchases and réads.esults

are shown irFFigure 6.
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Disagree Disagree Disagree Agree nor Agree Agree Agree
Disagree

Figure 6: Friends Influence on Choice of Daily Newspper

Source: Research Data (2014)

The results show th&6% completely disagree théttiends influence the choice of daily
newspaper they purchase and reb.5% strongly disagreed, 1% slightly disagreed,

7.9% neither agreed nor disagreed,1% slighty agreed, &.5% strongly agreed and
8.9% completely agreed. This implies thmajority of readersare not influenced by their

friends on the choice of daily newspaper they purchase and read.

4.3.23 Workmate Influence on Choice of Daily Newspaper

Peoplespend most of their time during the day at ptaafenvork. They work in teams with
their colleagues and influence one another through discussion, ideas and argaiseshts
Therefore theespondentsvere askedboutt hei r wor kmat eds eiofnf | uet

daily newspaper they purchase and read. Figure 7 gives the percentage outcome.
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Figure 7: Workmate Influence on Choice of Daily Newspaper

Source: Research Data (2014)

The outcome shosvthat 26.26 completely disagree thaheir choice of newspaper is
influenced by their workmated4.®6 strongly disagreed®.2% slightly disagreed5%
neither agreed nor disagreedy. @6 slightly agreed, 1.1% strongly agreed and211%
completely agreed. This implies thaimost half (50.1%) oflaily newspapereadersare

not influenced by workmates on choice of newspaper they purchase andueabe
percentagef daily newspapers readers who are influenced (44.9%) is equally big. This
may be attributed to the fact that most people spentddd tone at work place and interact

with workmates who may influence the daily newspaper they read.

4.3.2.4Peers Influence on Choice of Daily Newspaper

Whenmakingpurchass, individuals are likely to keep in mind some people. More often
than not, suclpeople give opiniondhat other peopléel obliged ompressurized to follow.
This trend becomes synonymous with them and rely an {peerskyas a standard of their

purchase decisiorChang and Chuang, 2005chiffman and Kanuk, 200.7Overall, hese
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are reference groups thamnclude peers. This studyspeced the influence of peers on

choice of daily newspapeeadergpurchase and read-he results are shown kgure 8.
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Figure 8: PeersInfluence on Choice of Daily Newspaper

Source: Research Data (2014)

The results show th&6.26 completely disagree thaeers influence the choice of daily
newspaper they purchase and red&#o strongly disagree®.2% slightly disagreed;.8%
neither agreed nor disagreed!.f6 slightly ageed, #.4% strongly agreed anti2.9%6
completely agreedThe results closely correspond to those obtainedMakgosa &
Mohube (2007 study that indicated that privately consumed necessities are not likely to
be influenced by peer¥he respondents disagrethat their peers influenced the choice of

daily newspaper they purchased and read.

4.3.2.5Vendors Influence on Choice of Daily Newspaper

Vendors sell products or services directly to final consumers for their personal, non
business useKolter, (2012 argues that@me 40 percent of all consumer decisions are

made in or near the store. Thugndorsreach consumers at key moments of truth,
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ultimately influencing their actions at the point of purchadeo, Abu (2004) agues that
personal interactiondiween vendors and customessimportant as it may influence their
(customers)oyalty and choice they makd&herefore this studgnaly®d vendorsinfluence
onr e a dchaice d@f daily newspapets purchase and readhe findings argresented

in Figure9.
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Figure 9: Vendors Influence on Choice of Daily Newspaper

Source: Research Data (2014)

From the findings35.4% completely disagree that vendors influence the choice of daily
newspaper they purchase and read, 21% strongigaied, 7.1% slightly disagreed, 7.3%
neither agreed nor disagreed, 8.9% slightly agreed, 10% strongly agreed and 10.2%
completely agreedlhis shows that vendors may not influence choice of daily newspapers
readers purchase and suggests that daily n@espare indeed convenience products

which little time and effort is made during purchase
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4.3.3 Subliminal Persuasion Descriptives

The studyexaminedsubliminal persuasiosinceit is thought to influence individuals
thinking, feelings or behaviour belothe threshold of awarenesdt is the belief that
subliminal messages sent on a frequent, routine basisinfliience preferences and
behaviour of people (Edward, 201Q) T hi s study sought t o i
perceptions on persuasive messageh waitributes of subliminal persuasion consadir

The findings are present@dTable 2.

Table 22: Subliminal PersuasionResults Summary

Completely Sf[rongly Slightly Agfeitehii)r Slightly  Strongly Completely
Disagree  Disagree Disagree Disaqree Agree Agree Agree
% % % e % % %
Emotional 17.3 10.2 11.3 18.4 10.8 11.3 20.7
Interesting 4.2 2.4 6 6.3 10.5 18.1 52
Funny 6.3 3.7 7.9 11 18.7 16.8 35.9
Influential 4.7 1.8 5.8 12.1 16 16.5 42.5
Informative 3.4 3.7 1.8 5 7.6 134 64.6
Reliable 3.9 2.9 55 4.2 9.2 155 58.3
Easy to recall 3.9 4.7 2.1 10.5 16.3 15.2 46.7
Pleasant 4.5 3.1 3.4 7.3 15 18.6 47.5
Exciting 3.9 2.9 2.4 6 11.8 24.9 47.5
Show fun 55 1.6 4.2 11.3 15 155 46.5

Source: Research Data (2014)

The findings indicatedthat 17.3% of the respondents completely disagree that they like

persuasive messages that are emotional, 10.2% strongly disagreed, 11.3% slightly
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disagreed, 18.4% neither agreed nor disagreed, 10.8% slightly agreed, 11.3% strongly
agreed and 20%% completely agreedrlhis indicates that adverthat appeal to viewer

emotions may subliminally persuade them.

The survey eval uat ed thee kipgpforchtenedirg@ersuyasson c e pt i
message The results show that 4.2% completely dreggthat they like persuasive
messages that are interesting, 2.4% strongly disagreed, 6.0% slightly disagreed, 6.3%
neither agreed nor disagreed, 10.5% slightly agreed, 18.1% strongly agreed and 52%
completely agreedl'he high percentage of newspaper readi&ing interesting messages

is in line with a range marketing communication literature that pabtgsneed to make

promotion communications interesting to attract audience attention.

Newspaper readers were asked their perception on persuasive esdbsagre funny and

6.3% completely disagreethat they like persuasive messages that fammy, 3.7%

strongly disagreed, 78 slightly disagreed, 126 neither agreed nor disagreed. o

slightly agreed, 8.8% strongly agreed an85.9 completely agreedhis indicates that

funny messagesnay be captivating e natentpm thdrefore at t r ¢
marketing communication practitioners need to infuse fun in their messages to

subliminally persude their targets

The survey also establishetl7% d the respondents completely disagree that they like
persuasive messages that are influential, 1.8% strongly disagreed, 5.8% slightly disagreed,
12.1% neither agreed nor disagreed, 16% slightly agreed, 16.5% strongly agreed and

42.5% completely agreed.he effectiveness of a communicated message will depend
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largely on how influential it is hence the large percentage of the respondents (75%)

agreeing that they like influential persuasive messages.

Therespondents were asked if they liked persuasive mestagesre informative3.4%

of the respondents completely disagree that they like persuasive messages that are
informative, 3.7% strongly disagreed, 1.8% slightly disagreed, 5% neither agreed nor
disagreed, 7.6% slightly agreed, 13.4% strongly agreed &b6&dcompletely agreedhe

results imply that messages from marketing communicators must be highly informative to
subliminally persuade the audiendghen et al(2011) and Johnson et £012) argue that
expansion of information hedpconsumers in ideifying the best product, hence

informative communication may be more persuasive.

The findings also indicated th8t9% of the respondents completely disadréat they

like persuasive messages that are reliaBl®o strongly disagreed5.5% slightly
disagreed4.2% neither agreed nor disagre®@% slightly agreed, 195 strongly agreed
and 58.36 completely agreedlhis shows that unreliable messages will not persuade
therefore marketing communicator must enhance message reliability to elicit ldesirab

outcomes.

The survey evaluated if the respondents like persuasive messages that are easy to recall.
The percentage distribution of their resporstgow that3.%% of the respondents
completely disagree that they like persuasive messages that are e&ealtod.7%

strongly disagreed?.1% slightly disagreed105% neither agreed nor disagredd, 36

slightly agreed, 3.2% strongly agreed andl6.®6 completely agreedConsumers do not

have a lot of time to process complicated messagésct that may &kct their ability to
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recall. Marketing communicators must therefore make messages short and less

complicated to benderstod and recalled.

Respondents were asked if they like persuasive messages that are plkagant.
completely disagrekthat they lke persuasive messages that @easant 3.1% strongly
disagreed,3.4% slightly disagreed,.3% neither agreed nor disagreetf% slightly
agreed, 8.6% strongly agreed andl7.3% completely agreed:his implies that marketing

messages need to be pleasarie effective.

The findings show thaB.9% of the respondents completely disadré®at they like
persuasive messages that are exciting, 2.9% strongly disagreed, 2.4% slightly disagreed,
6% neither agreed nor disagreed, 11.8% slightly agreed, 24r8fglstagreed and 47.5%
completely agreedrlhis shows that less exciting persuasive messages may nothgeld

desired outputs.

The survey evaluated if respondent like persuasive messages that shdwefdimdings

show that 5.5% of the respondents ctetgly disagree that they like persasive
messages thahow fun, 1.6% strongly disagreed, 4.2% slightly disagreed, 11.3% neither
agreed nor disagreed, 15% slightly agreed, 15.5% strongly agreed and 46.5% completely
agreed Marketing communicators shouttus consider infusing attributes that show fun

to appeal to target audience.

4.3.4 Readers Involvementin Choice Descriptives

A consumer haa role indecision making and researchers of consuseéaviourhold the
view thatinvolvement is a moderatingaxiable in decision making process of buying

103



(Kinard & Capella; 2006)Lin and Shuo (2006) argue that the level of involvement may
also affect information processing. The study therefore investigatec direvolvendent

in the choice of daily newspapei@able 2 shows the findings.

Table 23: Readers Involvement in Choice of Daily Newspaper

Completely Strongly  Slightly l\,lb\(z:z(;r Slightly  Strongly Completely
Disagree Disagree Disagree _nor Agree Agree Agree
% % % Disagree % % %
%
A 10.8 4.7 6.6 14.7 17.6 16 29.7
B 1.8 6.6 9.4 13.4 15 23.6 30.2
C 131 11.3 15 16.5 21 12.1 11
D 5.5 6.8 14.4 12.6 13.9 16.5 30.2
E 12.1 16.8 7.3 14.4 14.4 12.3 22.6
F 8.4 6 11 14.2 19.9 20.5 19.9
G 11.5 16 15 14.7 19.7 14.4 8.7
H 42 6.8 10 13.6 24.7 19.9 20.7
I 1.8 3.1 6 10 8.1 21.8 49.1
J 28.6 25.7 11.8 6.6 14.2 8.1 5
K 15 15.2 9.4 15.5 13.4 15 16.5
L 40.4 22.6 131 7.6 6.8 4.7 4.7
M 18.4 20.7 16.8 13.1 12.9 9.4 8.7
N 20.2 18.4 17.6 9.2 11.5 7.9 15.2
O 15 17.8 24.9 11.5 11.8 10.2 8.7
P 10 15 9.7 16 14.7 14.4 20.2

Source: Research Data (2014)
The study sought to find out if newspaper readers persistently bought the same daily

newspaper brand. | Table 23 The éindings eshbwthats10.896A 6
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completely disagrekthat theypersistently bought the same daily newspaper brand, 4.7%
strongly disagreed, 6.6% slightly disagreed, 14.7% neither agreed nor disagreed, 17.6%
slightly agreed, 16% strongly agreed and 29.7% completely agreed. This shomeshat
readers (approximately 68%6) habitually buy the same pap&he findings support extant
literature thattconsumers easily bring habits to mind in part because alternative responses
are reduced in accessibility as haliévelop. Alsoafterthey (consumersepeatedly and
consistatly practice using a particuldyehaviourto meet a goal, othdsehavioursthat

served the same goal become less accessible in memory (Baah@007; McCullochet

al., 2008; Wood & Neal 2009.

The studyinquiredwhether the readers like having thdaily newspapeiit is denotedas
0 B 06 Table 23 The findings show that 1.8% completely disagre6.6% strongly
disagreed, 9.4% slightly disagreed, 13.4% neither agreed nor disagreed, 15% slightly
agreed, 23.6% strongly agreed and 30.2% completebedgiThis shows thaiewspaper

readers like having their daily newspapers.

Happiness of the readers in relation to having their daily newspapers wagaisioed It

i s denot @able 239he debufis indicate that 13.1% completely disalyré&3%
strongly disagreed, 15% slightly disagreed, 16.5% neither agreed nor disagreed, 21%
slightly agreed, 12.1% strongly agreed ard% completely agreed. Thisuggeststhat
newspaper reademsay not be emotionally attached to the brands of daily newsptuesrs

purchase and read.

The studyexploredwhether the readers mind spending money on the daily newspapers. It

i's denot eTdble®3 Thefiddingsi show that 5.5% completely disadre®8%
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strongly disagreed, 14.4% slightly disagreed, 12.6%heeiagreed nor disagreed, 13.9%
slightly agreed, 16.5% strongly agreed and 30.2% completely agreed. This indicates that

readers are willing to spenieir money on daily newspapers.

Budgeting for expenditure readers make on purchasing of daily newspa@s
investigated. | tablei 28 The results indichte thag 12A4% 6ompletely
disagred, 16.8% strongly disagreed, 7.3% slightly disagreed, 14.4% neither agreed nor
disagreed, 14.4% slightly agreed, 12.3% strongly agreed and 22.6%ebelsnjgigreed.

This suggests thdéirge number of dailpewspaper readefapproximately 49.3%) do not
budget for the newspapers they purchase. It may also imply that daily newspapers do not

represent a significant expenditure in the

The study sought to find out theaseof readers stopping to read their daily newspapers. It

i s denot dable a3sTheadsudts shaw that 8.4% completely disagjtbat they

would find it very difficult to stop reading their daily newspap&% stronty disagreed,

11% slightly disagreed, 14.2% neither agreed nor disagreed, 19.9% slightly agreed, 20.5%
strongly agreed and 19.9% completely agreed. Timgplies that most readers

(approximately 60.3%) are avid daily newspaper readers.

Differences betweehrands may increase consumer involvement in making a choice. The
studyprobedt hi s and it i Fablal 28 The tresudts iradisate Gh@tdL1.5%n
completely disagrek that there is little to choose between different brands of daily
newspapers, 16%trongly disagreed, 15% slightly disagreed, 14.7% neither agreed nor
disagreed, 19.7% slightly agreed, 14.4% strongly agreed and 8.7% completely agreed.

This suggests that there is much to choose betweenediffierands of daily newspapers
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If consumershink of other brands within the same products category when purchasing, it
may influence the level of involvement in the choice they make. Therdierstudy
considered hi s and f i ndiimTakle 28 €he ccsukbsdndicate thak 290
completey disagred that they can remember other daily newspaper brands when
purchasing their preferred brardl8% strongly disagreed(% slightly disagreed, 3.6%

neither agreed nor disagreet. @6 slightly agreed, %o strongly agreed and02%o
completely ageed.This suggests that daily newspapers readers are aware of other brands

when making a choice of the preferred brand.

The studyscrutinizedn e ws paper readerso6 ability to vis
without much effort at the place of purckas |1t i s dEabl@23 &kt resuds 61 6
show that 1.8% completely disagda@at at the place of purchase they can visually detect

their preferred daily newspaper brand without much effort, 3.1% strongly disagreed, 6%
slightly disagreed, 10% neghagreed nor disagreed, 8.1% slightly agreed, 21.8% strongly
agreed and 49.1% completely agreeaghibws that newspaper readers easily pick out the

brands of daily newspapers they purchase.

Time and effortspentto decide thechoice of a product may ilience consumer
involvement in purchasing.he study soughtto findotithi s and i s Tabkenot ed
23. The results show thé28.8%6 completely disagreethat theyspend time and effort
deciding which daily newspaper to hug5.®%6 strongly disagreed11.8% slightly
disagreed6.6% neither agreed nor disagreed, 2% slightly agreed3.1% strongly agreed

and 5% completely agreed. This implies that most readers (approxim@@el$o) are

loyal todaily newspapethey purchase and read.
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The study inveggated whether the readers consider many factors before purchasing daily
newspapers. | t Table 2Bdmedindmgbs shawe thad 6% campletely
disagred, 15.2% strongly disagreed, 9.4% slightly disagreed, 15.5% neither agreed nor
disagreed, 3.4% slightly agreed, 15% strongly agreed and 16.5% completely agreed. This
results show a fairly balanced response with 39u8€icaing that they do not consider
many factors before purchasiagdaily, while 44.9% consider many factors. It suggests
that daily newspapers publishers need to come up with more wayscdahét attract

readers to their brands.

The studyexaminedwhether the readetsuy any daily newspaper they find in the market
Il t i s dlen dable 83 Thedindiags show that0.£46 completely disagrekthat
they buy any daily newspaper they fimdthe market22.68% strongly disagreed,3.1%
slightly disagreed/.6% neither agreed nor disagreéd% slightly agreed4.7%6 strongly
agreed andl. @6 completely agreedlhe results suggeshat daily newspapeneaders

have preference for some specific brands.

The study sought to find out if newspaper readers rationalize a lot before choosing a daily
newspaper to pur chasTahle 23 The findingsdskeow thatd&4%a s 0
completely disagred 20.7% strongly disagreed, 16.8% slightly disagreed, 13.1% neither
agreed nor disagreed, 12.9% slightly agreed, 9.4% strongly agreed and 8.7% completely

agreed. This suggests that the buying process may be less involving.

The studyprobed if newspaper readers alwap®ught their daily newspapefsom the

same outl et. | t Tables23 The findinge showahat 2@.2%0completely
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disagred that they always bought their daily newspapers from same od8e®o
strongly disagreedl7.6% slightly disagreed.2%% neither agreed nor disagreed, 36
slightly agreed,7.% strongly agreed antl5.26 completely agreed. Thisdicates that

readers buy daily newspapers from different outlets

The studyinquiredif newspaper readers paadtention to other brands when purchasing
their preferred dai |Tal®es23 Thé findings showehatéth ed as
completely disagrekthat they y attention to other newspaper brands when purchasing

their preferred dailiesl7.8% strongly dsagreed24.9% slightly disagreed, 1.5% neither

agreed nor disagreed].8% slightly agreed, @ 2% strongly agreed angl7% completely
agreed.This implies that readers of daily newspapers may not be involved so much in the

purchase atheyavoid payingattention to other brands.

The studyexploredif readers track expenditure on daily newspapery they in any
systematic way. Table 233he finelinge shewdthaal®% dor@pdetely n
disagred that they track expenditure on daily newspaphg/ buy in any systematic way,

15% strongly disagreed, 9.7% slightly disagreed, 16% neither agreed nor disagreed, 14.7%
slightly agreed, 14.4% strongly agreed and 20.2% completely agreed.uggmssts that

readers track purchase expenditures they roaldaily newspapers

4.3.5 Consumer ChoiceDescriptives

Product attributes play a critical role both to the marketer and consumer. Marketers rely on
their products attributes to set their brands apart from competition while customers use
them to evaluatproduct benefits they seek by purchasing a product (Akpoyomare et al
2012 Caswell et al.2002 Arunachalam et al. 2009The attributes are also used to work
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out optimum level of that balan@eistomer value expectation as beacon for resource
allocaton, costing andoricing decisions Travisi & Nijkamp, 2008. This study ranked
daily newspaper attributefrom most favoured to the least favourddat influence the
C u st ochace 6fglaily newspaper they purchase and read. Tdbéh@vs response

distribution.

Table 24: Newspaper Attributes Ranking

Percentage Distribution per rank

Attributes L 5 3 4 5 5 . 3
Price of newspaper 129 142 113 84 131 79 113 21
Newspaper layout 71 79 123 189 147 147 152 9.2
Size of newspaper 3.9 5 121 7.3 105 19.2 234 186
Colour of newspaper 6 6.6 9.2 105 17.1 147 155 205

Content in the newspaper 47.5 16 6 81 45 81 5 3.9
Diversity/ Variety 10 291 16 115 113 10 6.6 55
Font used 24 10.2 171 147 163 165 142 8.7

Availability of newspaper 11.8 13.1 17.1 189 118 94 7.6 10.2

Source: Research Data (2014)

The results indicate that content in the newspaper was ranked as the most favoured
attribute which influences the daily newspaper readers purchaseahdt was followed

by diversity/ variety of newspaper content which was ranked second. Print of newspaper
(type of font and size) and availability (ease of getting) of the newspaper, tied in the third
position. These were followed by newspaper layowtowr of newspaper, size of

newspaper and price as the least favoured attribute.
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These results have the implication that newspaper publishers need to carefully research
their content always to build confidence in daily newspaper readers making them derive

high satisfaction from their brands. This may enhance brand loyalty and guarantee repeat
purchase. Also, price should not be adopted as a competing tool as it is least favoured
hence may not yield much. The ranking of price could have been attributezlfeect that

the first two leading newspapers (Daily Nation and The Standard) are circulated at the

same price, and have historically maintained the same prices, even adjusting their prices

on the same days.

Diversity/ variety of daily newspaper contenhich ranked second most favoured
attribute, can be employed to create a strong point of differentiation. This may eventually

build strong brands that will enhance brand preference and in the long run brand loyalty.

With an increase in the number of Iganewspapers on the market, consumers are exposed

to greater choice possibilities than before. There is a likelihood that consumers will be able
to get their ideal or near ideal newspapers in the choice set and also it may satisfy needs of
consumers witlvariety seekindgendencies (Broniarczyk, 2008)he increased assortment
available may thus bring unprecedented breadth to pick from introdabaltenges to

choice decisiongMarkus & Schwartz, 2010; Macdonald & Sharp, 200M@ser et al.,

2011; Chamhuri& Batt, 2013) This study therefore looked at how specific attributes
influence the purchase of daily newspapers made by readers. Table 25 shows response

distribution.
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Table 25: Attributes Influencing Choice of Daily Newspapers

Percentages Distribution

(¢}
(O]
Daily Newspaper = > o =
Attributes 28 =28 - 3 = ?) - = ©
[N — o S K2 — o
£EY 63 5% £° 58 68 £9
Qu 5.0 = 0 Vs = =25 25
OaA wAQ A Z = nNng g Og
Price of newspaper 155 27.0 16.8 8.4 131 79 113
Newspaper fgout 7.9 7.9 12.3 18.9 147 18.1 20.2
Size of newspaper 7.6 5.0 20.7 9.7 105 231 234
Colour of newspaper 9.7 6.8 9.2 105 205 247 18.6

Content in the newspaper 9.7 16.0 6.0 8.1 115 252 234
Diversity/ Variety 100 29.1 16.0 115 113 129 9.2
Font used 7.1 14.2 17.1 147 163 165 14.2

Avalilability of newspaper 18.9 16.3 17.1 18.9 118 94 76

Source: Research Data (2014)

Table 5 shows that 15.5% completely disagikéhat price influenced the choice dfily
newspapethey purchased andad 27% strongly disagreed, 16.8% slightly disagreed,
8.4% neither agreed nor disagreed, 13.1% slightly agreed, 7.9% strongly agreed and
11.3% completely agreedhe results imply that price should not be used as a promotion

tool as it is not bound to infence sales positively.

Newspaper layout was ranked fourth as an attribute that infleesic@ce of daily
newspaper7.9% completely disagrekthat layout of the daily newspaper influenced their
choice of paper they purchased and yed®% strongly dsagreed, 2.3% slightly

disagreed,18.9% neither agreed nor disagreed,. @0 slightly agreed]18.1% strongly
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agreed and 20%2 completely agreed.he figures imply that readers are keen on layout of
daily newspapers therefore newspaper publishers must dediberate effort to establish

the layout thatesonatewith readers and thaansignificantly yield desirable result.

Respondents also ranked size of the newspaper as an attribute influencing the choice of
daily newspapers(.6% completely disagrekthat size of daily newspaper influenced the
choice of paper they purchased and r&&6l strongly disagree@0.7% slightly disagreed,

9.7 neither agreed nor disagreed.36 slightly agreed, 2B% strongly agreed and
23.%% completely agreedds much as itvas ranked second least attribute that influsnce
choice, the figures imply that size may be processed through peripheral route to judge

presence of variety of content in the daily newspaper.

Colour of daily newspaper was also ranked #&@6 completelydisagred that it
influenced the choice of paper they purchased and &8 strongly disagreed, 92
slightly disagreed,10.3% neither agreed nor disagreed, 20.5% slightly agreed, 24.7%
strongly agreed and 86 completely agreedBased on the findingsewspaper publishers
should pay more attention to handling of the paper during transport and distritoution

maintain a desirable colour.

Content in the daily newspaper was ranked as the mostreavattribute that influence
reader s O c hoyipurchased7% pomgletely disadree ehat content in the daily
newspaper influenced the choice of paper they purchased and read, 16% strongly
disagreed, 6% slightly disagreed, 8.1% neither agreed nor disagreed, 11.5% slightly
agreed, 25.2% strongly agreaxd 23.4% completely agre€this has the implication that

any daily newspapen the market is likely to be picked by readers based on content.
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Therefore daily newspaper publishers need to estalfistkind of content that will

enhance performance of aily newspaper.

Diversity/ variety of content was ranked ah@®o completely disagree thétinfluenced

the choice of paper they purchased and re@dl9 strongly disagreed, %6 slightly
disagreed,11.3% neither agreed nor disagreed,. 3 slightly agred, 12.9% strongly

agreed an®.2% completely agreedVe can deduce from the figures that most newspaper
readers are variety seekers as the attribute was ranked second, but newspaper publishers
must establish variety sought by readers to effectiegyloit the attribute.The result is

rather controversial as the attribute was ranked second mostddybut further analysis
indicate that approximately 55.1% disagree that it influenced the choice of daily

newspaper they purchased.

The type of font and sie were the third most fauced attribute that influensereaders

choice of daily newspaper to purchage% completely disagree that print of newspaper

(type of font and size) influenced the choice of paper they purchased andl4ead,
strongly disagreedl7.1% slightly disagreedl4.®%6 neither agreed nor disagree®, o

slightly agreed,16.3% strongly agreed and4126 completely agreedThe newspaper
publishers should use font type and size that are appealing to encourage readers to peruse
their dailies This may enable readers to quickly figure out the content in the daily

newspaper and variety of content available.

Availability (easy to getpf a daily newspaper was also rankat 18.9% completely
disagree thait influenced the choice of paper thpurchased and readf.3%6 strongly

disagreed, 1.1% slightly disagreed]8.9% neither agreed nor disagreed,8% slightly
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agreed,9.4% strongly agreed and@.6% completely agreedThe results indicate that
readers are willing to spend some time looking tloeir preferred daily newspaper,
therefore publishers need to address issues on content in the paper and they (readers) will

make an effort to get the paper.

4.4  Inferential ResultsAnalysis andDiscussions
The inferential resultare presented unddri$ section. Furthermore, procedure of arriving

at the results is also shown in the discussions below.

4.4.1 Chi SquareTest for Independence

Chi Square test for independence was used to explore relationship between variable items
within a variable constict. This applied to all independent variables (self persuasion,
interpersonal persuasion and subliminal persuasion), consumer involvement and consumer
choice.The relationship may be hypothesized as there is no relationship between items
that influence th choice of daily newspapby readers in Kenyal he assumptions of Chi

Square were checked and ensured that they were not violated.

4.4.1.1Chi Square Test for Self Persuasion

A single variable may have several items that fully represent and explairthis case

self persuasiohad eight items that readers of daily newspapers were expected to respond
to. To determine whetheself persuasioronstruct items were related a chi square test for
independence was conductdtem frequencies loadings foraaof the eight items in the

self persuasiomariable are depicted in Tal?é.
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Table 26: Self Persuasion Chi Square test

Q
- (O]
Self > 2 2 > g
: &) & =
Persuasion £ 3§ >3 S -3 > B3 & g
. — = D) = = 0 = (@] -
s B 5% §eogE g 5 EE o
Items oL S0 L 025 O s O o
oo w0No O zo0< < n O<
compare 38 19 20 61 77 72 94 2286 0.001
Pay attention 31 22 44 28 101 69 86 2286 0.001
take note 41 51 43 61 85 35 65 2286 0.001
price 75 38 90 37 52 40 49 2286 0.001
recall 41 54 69 38 75 46 58 2286 0.001
recognize 41 36 52 41 57 64 90 1905 0.001
knowledge 11 34 31 61 102 73 69 2286 0.001
verify 28 32 65 76 64 52 64 1905 0.001

Research Data (2014)

The outcome of the Chi Square test for independence indicated thelthmersuasion

construct items were significantly relatethe itemé r ecogni zed represen

can recognize all daily newspapers at poin

knowl edge on daily newspapers to verify
these questions shared a Chi Square v@afa€80, N=381), =1905, p < 0.001)The other

six items shared Chi Square value W&s(36, N=381), =2286 p < 0.001)The questions

are shown in the questionnaire (question 7), appendiXhgrefore the items in the

consumer choice variable are rethte
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4.4.12 Chi Square Test for Interpersonal Persuasion

Interpersonal persuasion variable items were also subjected to a Chi Square test for
independence. These items sought to investigate influence on choice of daily newspapers
by family, friends, workmies, peers and vendoitem frequencies loadings for each of

thefive items in the consumer choice variable are depicted in Pable

Table 27: Interpersonal Persuasion Chi Square test

2 2
o ()
Ir::ferpersqnal - .5 ) ? > S
grsuasmn o oo s OF 13 2 C>5
Variable Items @ & F 2 S T o 5 2
oo c o D < GJ s 29 o
= T oS ® T = o o £9
5 5.9 0 L O (e)) s 0D
on w0 (m) zZ2 2 < n O<<
Family 114 54 26 26 39 61 61 1524 0.001
Friends 99 60 42 30 50 63 34 2268 0.001

Workmates 100 56 35 19 60 65 46 2268 0.001

Peers 100 61 35 26 55 55 49 1905 0.001

Vendors 135 80 27 28 34 38 39 2268 0.001

Research Data (2014)

The results of the Chi Square test for independersl®wed that the interpersonal
persuasiorconstruct items were significantly relatdeamily influence on té choice of
daily newspaper purchased Chi Square véli®24, N=381), =1525, p < 0.001)Peers
influence on the choice of daily newspaper purchased Chi Square(Va(@6, N=381),
=1905, p < 0.001), while friends, warlkates and vendoisfluence on the choice of daily
newspaper purchased Chi Square vla&36, N=381), = 2268p < 0.001). Thereforea

conclusion can be made thie items in thénterpersonal persuasioariable are related.
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4.4.13 Chi Square Test for Subliminal Persuasion

Subliminal persuasion variable items were subjected to a Chiar8qtest for
independence. én items were used tqpursued ai | y ne ws p pepception ofr e ad e
persuasive messagedtem frequencies loadings and fit statistics for each of the eight

items in the consumer choice variable are depicted in P&ble

Table 28: Subliminal Persuasion Chi Square Test

8
5 ¢ 3 2
Subliminal a 3 < 5 = =
Persuasion Variable > O Ao < g & g
: [ > 3 o > 3
items ° =) 5o 5 2 o
S c o < 3 c o
S o T =. 2 o S
o ] = L O (@) = O
O ® B zz < » O
Emotional 66 39 43 70 41 43 79 1905 0.001
Interesting 16 9 23 24 40 69 200 2286 0.001
Funny 26 14 30 42 70 64 135 2286 0.001
Influential 20 7 22 46 61 63 162 2286 0.001
Informative 13 14 7 19 29 51 248 2286 0.001
Reliable 15 11 21 16 35 59 224 2286 0.001
Easy to recall 17 18 8 40 62 58 178 2286 0.001
Pleasant 17 12 13 28 59 71 181 2286 0.001
Exciting 15 11 9 23 45 97 181 2286 0.001
Shown Fun 21 6 16 45 57 59 177 2286 0.001

Research Data (2014)

The results of the Chi Square test foindependence indicated that tlbliminal

persuasionconstruct items were significantly relatefhe emotional item had a Chi
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Square valu¢ &30, N=381), =1905, p < 0.001). The other nine items shared a single Chi
Square valug %(36, N=381), =2286, p < 0.001Yherefore the items in the consumer

choice variable are related.

4.4.14 Test for Consumerlnvolvement

Consumer involvement vablewas interrogated for independence of its items. A total of
sixteen items were captured in the constrliotdetermine whether choice construct items
were related a chi square test for independence was condUdtede items are reflected
in questionl0 and labelled as A, B, C, all the way tdtem frequencies loadings for each

of thesixteenitems in the consumer choice variable are depicted in B&ble
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Table 29: Chi Square for Consumer Involvemen

(]
Consumer > g %)’ > g
Involvement < 3 >3 3 .3 ; £ @ TE
ltems c2 592 2025 B S5 OO
onNn (O O zZz0< < n oO<
A 41 18 25 56 67 61 113 2286 0.001
B 7 25 36 52 56 90 115 2286 0.001
C 50 43 57 62 80 47 42 2286 0.001
D 21 26 55 49 53 62 115 2286 0.001
E 46 64 28 55 55 47 86 1905 0.001
F 32 23 42 54 76 78 76 1905 0.001
G 43 61 57 55 75 56 34 2286 0.001
H 16 26 38 52 94 75 80 2286 0.001
I 7 13 23 38 31 82 187 2286 0.001
J 109 97 45 25 50 31 19 2286 0.001
K 57 58 37 59 50 57 63 1905 0.001
L 154 86 50 29 26 18 18 1905 0.001
M 69 79 63 50 49 36 35 2286 0.001
N 77 70 67 35 44 30 58 2286 0.001
O 21 18 34 29 29 80 170 2286 0.001
P 57 68 95 45 44 39 33 2286 0.001

Research Data (2014)

The outcome ofthe Chi Square test for independence indicated thatctimsumer

involvement construct items were significantly relatedems labelled E, F, K and L

120



registered a Chi Square value(ofy30, N=381), =1905, p < 0.001The rest of the items
in the consumeinvolvementvariablehad aChi Square valu¢ (36, N=381), =22867, p

< 0.001). Therefore the items in the consumer choice variable are related.

4.4.16 Chi Square Test for Consumer Choice

In this case consumer choice had eight items that readersilpfngavspapers were
expected to respond tdo determine whether choiamnstruct items were related a Chi
Square test for independence was conductiéem frequencies loadings for each of the

eight items in the consumer choice variable are depictedaie Ta

Table 30: Chi squares values ohewspaper overall choice subscale items

o

5 O ? 2

(Lg [e)) — (¢} (@)
5 8 2 £ < e
Daily Newspaper > A D o g = & T
Attributes g = g Q¢ > T =

s 2 5 22 g 2 @

S} s 2 90 o = o

O n QA z2z2 < n O
Price of newspaper 59 103 64 32 50 30 43 2286 0.001
Newspaper layout 30 30 47 72 56 69 77 1905 0.001
Size of newspaper 29 19 79 37 40 88 89 2286 0.001

Colour of newspaper 37 26 35 40 78 94 71 2286 0.001

Content in the 37 61 23 31 44 96 89 2286 0.001

newspaper
Diversity/ Variety 38 111 61 44 43 49 35 2286 0.001
Font used 27 54 65 56 62 63 54 1905 0.001
Avalilability of 72 62 65 72 45 36 29 1905 0.001
newspaper

Research Data (2014)
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The outcome of the Chi Square test for independenceaitedichat the choice construct
items were significantly related. Newspaper layout, fonts used in the daily newspaper and
availability of daily newspaper were significantly related witig(30, N=381), =1905, p <
0.001). The rest of the items in the consumer choice variable i.e. price, size, colour,
content in the daily newspaper and variety in the daily newspaper registered Chi Square
value ( %(36, N=381), =2286, p €.001). Thereforehe items in the consumer choice

variable are related.

4.42 Normality Assumption Tests

To assess normality of variablésst the original meanstatisticand 5% trimmed means
statisticof variablesin the studywere compared to investigate if extrewedues had a
strong influence on the mean It was revealed thathére were no much differences
between the means as showable31, which is an extract frorAppendix5. Therefore

extreme valuemfluence on the original means of variables was min{ifadst, 2011)

Table 31 Variable Original Means and 5% Trimmed Mean Comparison

Statistic
Original Mean 5% Trimmed Mean Difference
Self Persuasion 4.4593 4.4723 -0.013
Interpersonal Persuasior 3.5039 3.4519 0.052
SubliminalPersuasion 0.3363 0.3315 0.0048
Consumer Involvement 2.069 2.0734 -0.0044
Consumer Choice 2.1629 2.1702 -0.0073

Research Data (2014)
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After comparing the original means and 5% trimmed means of the varii@agsults of
the Kolmogorov+Smirnov statstic was checked. For all the fiwariables, value > 0.05
(Appendix5) were registered, suggesting a violation of assumption of normaliig.

prompted @irther investigationby assessing skewness and kurtosis.

Skewnessand kurtosisvalues for the vaables were checkednd d the variables gelf
persuasion-0.100, subliminal persuasior0.114, consumer involvemen.145 and
consumer choice-0.165) were negatively skewed with exception of interpersonal
persuasion(.210) that was positively skeweBurther investigations were preferred that
involved inspection of the shape of the distribution using histogramshamdal Q-Q

plots.

Kurtosis value for consumer choice was positiv@764) while the other variables
registered negative values (self persion -0.360, interpersonal persuasio€.847,
Subliminal persuasior0.287 and consumer involveme#tL026). Since all the kurtosis
values were less thah except consumer choicé& suggested that the distribution was
relatively flat, but the risk of werestimation of variance was reduced as the sample size

was more than 200 (Tabachnick & Fidell, 20Byrne 2001 Frost, 2011).

Further investigation involved computing Z scores for skewness and kuridss.
computed results revealed that self persmy|Zsewness = | 0.800] < 1.96) and
interpersonal persuasion {&wesk = | 1.680| < 1.96) and were normal. However, the Z
score values for subliminal persuasion gidéness = | 10.608| > 1.96), consumer
involvement (|Zkewnesk = | 11.136| > 196), and consumer choice {|&inesk = [2.400| >

1.96) violated normality as their |Z score| of skewness were above 1.96. The Z score of
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kurtosis for interpersonglersuasion (|&rosid = | 3.402| > 1.96), subliminal persuasion
(IZkurtosid = § 10.606 > 1.96) and consumer involvementylésid = | 7.510| > 1.96) also
moved away from normalityThe results of skewnessstatistic (Zkewnesy @and kurtosis

statistic (Zurosi9 values for variableare shown irmmable32.

Table 32 Normality Distribution for Variables beforeTransformation

Skewness Kurtosis
Variable L Statistic/ L Statistic/
Statistic SE SE Statistic SE SE
Self Persuasion (SfP) -0.100 0.15 -0.800 -0.360 0.249 -1.446

Interpersonal Persuasion (IPF 0.210 0.15 1.680 -0847 0.249  -3.402
Subliminal Persuasion (SubP) -1326 0.15 -10608 2641 0.249 10.606
Consumer Involvement (Cinv  -1.392 0.15 -11136 1.870 0.249 7.510

Consumer Choice (ConCh) -0300 0.1%5 -2400 0257 0.249 1.032

Source: SurveyData (2014)

From Table 27 three variableqsubliminal persuasion, consumer involvement and
consumer choiceshowedvalues thatdeparted from normalityThey were therefore

transformd to minimize the skewnesmnd kurtosisn thdr distributions

Subliminal persuasn was transformed using reflection and logarithm method. The
formula LG10 (K- old variable) was applied, where K = largest possible number + 1
(Tabachnick & Fidell, 2007).The result substantially improved h e di stri but
skewness statistiiZskewnes] = 10.916| < 1.96)Also visual inspection of the histograms

and QQ plots showed improvement in the distributibigure 10 show histograms and Q

Q plots before and after transformation.
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Before Transformation

After Transformation
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Figure 10: Subliminal Persuasion Histograms and QQ Plots
Source: Research Data (2014)

Consumer involvement also transformed using reflection and logarithm métmedesu

significantly improved skewness statistic(|Zskewnesk = | 1.160 < 1.96).Figure 11 show

histograms and @ plots before and after transformation.
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Before Transformation After Transformation
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Figure 11: Consumer InvolvementHistograms and QQ Plots
Source: Research Data (2014)

Consumer choice was transformed using square root mettae theformula applied
wasnew variable = Square root (old iable). ~The new value | mprove
skewness (|Zskewnesk = |1.320| < 1.96) furtheFEigure 12 shows the histograms and@

plots.
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Before Transformation After Transformation
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Figure 12: Consumer Choice Histograms and @Q Plots
Source: Research Data (2014)

The computation of the three transformed variable improved the absolute Z score for
skewness as they were less than 11B@lso improved kudsis Zscore for subliminal
persuasion (|&rosid = J 1.153| < 1.96) and consumer involvemenk{&id = | 1.044| <

1.96) which had departed from normalitfhe skewness and kurtosis value after
transformation reported ihable 33 indicate that thessumption of normal distribution of

data is not violated.
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Table 33: Normality distribution for variables after Transformation

Skewness Kurtosis
Variable . Statistic/ L Statistic/
Statistic SE SE Statistic SE SE
Self Persuasio (SfP) -0.100 0.1% -0.800 -0.360 0.249 -1.446

Interpersonal Persuasion (IPP) 0210 0.15 1.680 -0.847 0.249 -3.402
Subliminal Persuasion (SubP)  -0.114 0.15 -0912 -0.287 0.249 -1.153
Consumer Involvement @hv) -0.145 0.1%5 -1.160 -0.260 0.249 -1.044

Consumer Choice (Q2h) -0.165 0.15 -1.320 0.764 0.249 3.068

Source: SurveyData (2014)

The relationships between variables werneestigated using Pearson product moment
correlation coefficientPreliminary analysis were undertaken to ensure naatimt of the
assumptions of normality, linearity and homoscedastieiigted The results revealed
that all variables were positively correlated. Theras a strong positive correlation
between self persuasion and consumer involvement (r = 0.81, p ¥ T0@lfindings
support the theory of consumer choice and intpbt marketersshould be keen on how
Cc 0 n s u precess idformation relayed to them. They nadter it to fit with their self

concept and subsequently act based osetinaluatiors.

Moderat relations existed between consumer involvement and consumer choice (r = 0.37,
p <.001), and subliminal persuasion and consumer involvement (r = 0.35, p <.001). Small
relationship existed between subliminal persuasion and consumer choice (r = 0.122, p <
.005), Self persuasion and subliminal persuasion (r 5 @.2 .001), and $epersuasion
andconsumer choice (r = 0.24, p < .00Rgsults using alive variablesin this studyare

presentedn Table34.

128



Table 34: Pearon Product-moment Correlations betweenVariables

Variables 1 2 3 4 5

1 Consumer Choice (CoCh_Sqrt) —

2 Subliminal Persuasion (SubP_Rlog) 127 -

*

3 Consumer Involvement (Colnv_Rlog) .367  .347 -

F* Xk

4 Self Persuasion (SfP) 236 .250° .814° -

5 Interpersonal Persuasion (IPP) .009 016 .048 .031 -
*, Correlation is significant at the 0.05 levelt@led).
**_Correlation is significant at the 0.01 level@iled).

Source: Research Data (2014)

4.43 Hypothesis testing

Hypothesis testingoflowed the systematic approach to testing structural equation models
recommended by Tabachnick & Fid¢P007). The hypotheses compriir proposed
models that explore thelifferent forms of persuasionand their relaionship with
consumer involvementonsumer involvement relates to consumer cha@eader relation

with persuasion andconsumer involvement; and gender relation with consumer

involvement andonsumer choice

4.4.31 Outcomes of Unified Model on the Relationship between Persuasion and

Consumer Involvement.

The first hypothesisthat all forms of persuasion have a positive and significant

relationship with consumer involvement in the choice of daily newspdyyaersaders in
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Kenya,was tested usingultiple linear regression analysisth consumer involvement as

the treatment factomhe process andesultsare illustrated in the following section below.

Since some variable had to undergo transformatiomeipeessiormodel was theorized as

follows: -

Colnv_RLog= ¢b 1Bf P PP+ 3%ubP RLog+ -4------ ------------ (Eg-1)

Where; - Colnv_RLog i Consumer Involvement, SfR Self Persuasion, IPH
Interpersonal Persuasion, SubP_Rlio§ubliminal Persuasion, £/ by, bs,) I Estimated

parameters ana- the error term

The goodness of fit was assessed to determine how much of involvemetarimided by
predictor(SfP, IPP and Sub_RLogphe findingsof assessment of goodness ofrfilicate
that model 1 accounted for 68.5% variancé £R0.685) andhe outcome ispresengd in

Table &.

Table 35: Variance in Consumer Involvement (Model Summary)

Model R R Square Adjusted R Square  Std. Error of the Estimate

1 .82¢ .685 .683 76222
Source:ResearchData (2014)

The highR? value may be explained by the fact that any form of persuasion may elicit
either high or low involvemenfRusso& Anne-Sophie2010) Also, Ghafelehbashet al
(2011) posit that consumers receive and process information effectivelydgin element

of involvement, a fact that may have contributed to rinedel being able toegisterhigh

R? value between persuasion and consumer involvement.
130



These resultscorroboratesextant literaturefrom social psychology particularly the
elaboration likelihood modgivhich argue that any one route of persuasion process could
influencedifferentlevels of involvement Ghafelehbashi et al, 201Rgetty, 2001Verbeke

& Vackier, 2003. The three predictors (self persuasion, interpersonal Eeosuand
subliminal persuasiorgre taken in total to capture all forms of persuasion hence High R
value as thenore predictors included inmodel thehigher thechance of increasing’R
(Martin, 2012, Frost, 2@). Although thepredictors were able to show higlariance
between persuas and involvementit was important t@ssessignificance of the model

as R only shows completeness of the model. This was done by assessméntatibF

The outcomes presented Trable & by the final modell revealthat the prediction model
was sétistically significant withF 3 377= 273.611 p < 0.001. The model was therefore a

significant fit to the data.

Table 36: Significance of the rerall Consumerinvolvement Model (ANOVA)

Model Sum of Square df Mean Square F Sig.

1 Regression 476.88: 3 158.961 273.611 .000"
Residual 219.027 377 .581
Total 695.911 380

Source: Survey data (2014)

A determination of the significance of thaeepredictor variables in the model wemen
conductedThe findingsas presentedy themodell in Table37 suggest thabubP_RLog

and SfPwere statistically significant in the model wiul®_RLog(b = 0972, p < 0.001)
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andSfP (b =0613 p < 0.M1). The VIF ratio for each of the thremriables was less than
4 suggesting absencé multicollinearity (Pan et al., 2008)The study revealed th#PP
was not statistically significarand had a g value =0.450, p >0.05. This may be
attribued to the fact that daily newspapers are habitually purchdsedt Chang,2003

Ji & Wood, 2007; Quinn & Wood, 2005Vogel., 2008; Pocheptsovat al., 2009 and
therefore the choice of paper to buy and read doesvalie the readegoing through the

entire consumer decision making procéssjnstancanformation search.

Table 37. Significance of Persuasion Relationship with Consumer Involvement

Coefficients in the Model (Coefficients)

Unstandardized Standardize: Collinearity
Coefficients  Coefficients Statistics
Model B  Std. Error Beta t Sig. Tolerance VIF
1 (Constant)  1.25¢ 131 9.61£  .000
SubP_RLog .972 190 152 5.105  .000 .937 1.067
SfP .613 .024 .77525.97¢  .000 .937 1.068
IPP .019 .024 .022 756  .450 .999 1.001

Source: SurveyData (2014)

The prediction equation as presented below based on si@ndardized coefficients was
statistically significant,F 3377 = 273.611 p < 0.001and accounted for approximately
68.9% of the variance ofolnv_RLog(R?= 0685, AdjustedR? = 0.683). Figure 13 shows
a unified relationship thoughColnv_RLog was primaity predicted by SfP and

SubP_RLog

Colnv_RLog = 1.259+ 0.972SubP_RLog + 0.613SfP
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Figure 13: Persuasion and Consumer Involvementtnified Level Relationships

Self Persuasion 0.613, p<0.001
Interpersonal 0450, p> 0.0 > Consumer
Persuasion " Involvement
Subliminal
Persuasion 0.972, p <0.001
Sour ce: Researcher 6s Model

The findings show that theris a positive correlation between canger involvement and
all three forms ofpersuasios (self persuasion, interpersonal persuasion and subliminal

persuasion) which is in line with Consumer Involvement Theory

Russoand Anne-Sophie(2010) argue that psmnasive messages can succeed through both
direct and indirect paths of influence and conscious and non conscious ones, which this
study demonstrated through self persuasion and subliminal persuasion influence on
involvement. Also, thesefindings are constent with other evidence for the context
sensitivity of (norevaluative) unconscious procesdédge in the case of subliminal
persuasion (Merikle, 200 Tamiret al., 2003 The findings may support extant literature
(Jonathan, 20Q4Kotler, 2012;Galdi, 2008 Maumeister, 2008which argue that fagt

paced complex persuasion messages often used in modern advertising may exceed the
cognitive capacity of most people, leading to failure in processing of adverts to any

significant extent.
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In this study sef persuasion and subliminal persuasimave been confirmed tpredict
consumer involvemenwhile interpersonal persuasion was not significdherefore the
hypothesis,all forms of persuasion have a positive and significant relationship with
consumer inglvement in the choice of daily newspapbysreaders in Kenyawas not

supported.

The inability of interpersonal persuasiongeedict could be based on the nature of the
product (daily newspaper) being habitualpught (Lin & Chang, 2003, purchase
decisions are usually routind’his may not attract influence of familjriends, peers or
vendors a factsupported by previous studies on consumer involvement in habitual
purchase¢Chen,et al 2011;Pocheptsovat al., 2009Danner et al., 2007; McCulloat

al., 2008 Johnson et al., 20)2From a practical standpoint, interpersonal persuasion
should not form the basis for marketing communication strategy; rather subliminal
persuasive communication strategies should be more yielding when adofptguently

purchased items

4.4.32 Outcomes of Unified Model on the Relationship between Consumer

Involvement and Consumer Choice

The second hypothesis stated as, consumer involvement has a weak, positive and
significant relationship with choice of daily nespapersby readers in Kenya, was also
testedusing multiple linear regression analysigith consumer choice as the treatment
factor. The variable had undergone transformation to meet the assumption of regression

analysis. This made the second moddheerized as follows:

CoCh_Sqrt o6 1@Inv_RLog+ -8------- e (Eqi 2)
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Where;- CoCh_Sqrt consumer choiceZolnv_RLogi Consumer Involvemen(, & b,) i

Estimated parameters andthe error term

The goalness of fit was assessed to determine how much of consumer choice is
determined by predictor (Colnv_RLog). The findings of assessment of goodness of fit
indicate that model 2 accounted for 13.5% variancé ¥R0.135). The outcome is

presentedn Table 3.

Table 38: Variance in Consumer Choice (Model Summary)

Model R R Square Adjusted R Square Std. Error of the Estimate

2 367 135 132 13362
Source:ResearchData (2014)

Thelow R? value may be explained by the fact th@nsumer decision making process for
habitual products may involve some steps being skijpded instance information search
T leading to low involvemenfThis is in line withresults fromdescriptiveanalysis which
show that 79% of the responds can visudketect their preferred brands without much
effort at the place of purchasecanfirmationof low involvement in the purchase. Also,
63.3% of newspaper readers buy the same paper and 61.1% indicated thdu tioty
spend time and effort deciding whidaily newspaper to buy. All these point to low

involvement inchoosing daily newspapers readers purchase.

Table ® shows the results aissessment of F ratio that followed after determining

goodness of fitThe results as presented by the final mdishow that the prediction
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model was statistically significant witk 1379 = 59.011 p < 0.001. The model was

thereforea significant fit to the data.

Table 39: Significance of the Overall Consumer Choice Model (ANOVA)

Model Sum ofSquare: df Mean Square F Sig.

2 Regression 1.054 1 1.054  59.011 .000°
Residual 6.767 37 .018
Total 7.820 380

Source:Researchdata (2014)

A determinéion of the significance of the predictor varialiethe model was conducted
and esults & presented biModel 2 in Table40 suggest thatonsumer involvement was
statistically significant in the model witholnv_RLog(b = 0.14, p < 0.001)The VIF ratio
for consumer involvement variableas less than 4 suggesting absence uficollinearity

(Pan et al., 2008).

Table 40: Significance of Consumer Choice Rlationship with Consumer

Involvement Codficients in the Model (Coefficients)

Unstandardized Standardize: Collinearity
Coefficients  Coefficients Statistics
Model B  Std. Error Beta t Sig. Tolerance VIF
2 (Constant)  1.775 021 86.161  .000
Colnv_RLog .014 .002 367 7.682 .000 1.000 1.000

Source: Survey data (2014)
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The prediction equation as presented below based on the unstandardized coefficients was
statistically significantF 1 379 = 59.011, p < 0.001and accounted for approximatelg.3%
of the variance ofCoCh Sqrt (R?* = 0.135 Adjusted R* = 0132). CoCh_Sqrtwas

moderatelypredicted byColnv_RLog.Figure 14 show a model of the relationship.

CoCh_Sqgrt= 1.775+ 0.14 Colnv RLog

Figure 14: Unified Level Relationship between Consumer Involvement and Choice

Consuner

0.14, p < 0.001
Involvement

Consumer Choice

A 4

Source: Researcher Model

The outcome revealethat there is aweak positive correlation between consumer
involvement and consumer choice. This is in line with extant literature on consumer
involvement(Radder& Huang 2008 Johnson et al., 20)2ndconsumer choic@yengar

& Lepper, 2000; lyengar et aB006) mentioned earlier in this thesi¥he concept of
consumer involvement especially in habitual purchases produces little cognitive effort in
terms of information processing hence a small positoreelation.Therefore hypothesis
stated asConsumer involvement has a weak, positive and significance relationship with

choice of daily newspapeby readersin Kenyawas supported.

4.4.33 Outcomes of Gender Difference Models on the Relationship between
Persuasion and Consumer Involvement.

The third hypothesistating thatthere isa significant difference between relationships of
different forms of persuasion and consumer involvenretite choice of daily newspapers

by readersof different genders irKenyg was tested using regression analysish

137



consumer involvement as the treatment factor. The procedure of analysis is described

below.

First correlation between variables among the different genders was establibbed.
investigation ofboth male ad female gendersevealeda strong relatioship existed
betweenself persuasion and consumer involvement i.e. male (r = 0.81, p < .001) and
female (r = 0.82, p < .001Moderate relation existed between consumer involvement and
consumer choicéor both gaderi.e. male(r = 0.3, p < .001)and female (r = 0.32, p <
.001), and consumer involvement and subliminal persuasiomale (r = 0.36, p < .001)

and female (r = 0.30, p < .00Ihe relationship between self persuasion and interpersonal
persuasiorwas not significant. The entire resulisvolving all five variablesusedin this

study are presented Trable41.

Table 41. Pearon Productmoment Correlations betweenVariables among Gender

Gender Variables 1 2 3 4 5

1 Consumer Choice (CoCh_Sqrt)

2 Consumer Involvement (Colnv_Rlog) .376

male 3 Subliminal Persuasion (SubP_Rlog) .080 .364"

4 Interpersonal Persuasion (IPP) -.008 .075 .025

x* xx x*

5 Self Persuasion (SfP) 242 813 .278 .048

1 Consumer Choice (CoCh_Sqrt)

2 Consumer Involvement (Colnv_Rlog) .317"
female 3 Subliminal Persuasion (SubP_Rlog) .207 .299
4 Interpersonal Persuasion (IPP) .012 -.070 -.012

x*

5 Self Persuasion (SfP) 189 822" .173 -.038

**_Correlation is significant at the 0.01 level-(iled).
*, Correlation is significant at the 0.05 levetti@led).

Source: Research Data (2014)
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After correlation of variablevas done independently for each gendendness fofit was
assessed to determine homuch variancepredictorswere able toascertainusing both
male and female models. The results are showiable42. Theassessment of thmodeb
revealed hat the predictor variable§Self persuasion, interpersonal persuasion and
subliminal persuasion)caounted for 68.3% of the variance?(R 0.683) in males, and

70.2% of variance (R= 0.702) in females.

Table 42: Variance in Consumerinvolvement among Gender(Model Summary)

Gender Model R R Square Adjusted R Square Std. Erra of the Estimate

male 3 .826" .683 679 2.3012¢
female 3 .83¢ .702 .694 1.7524¢

Source: Research data (261

The resultsare consistent with the unified modet o u thoughthey,seem to show
stronger relationshipamong theindividual gerders than with the unified modeThis
pattern refle@ persuasion and involvement relationships that fmend in extant

literature.

An assessment dhe significance of thgendermodek by examining theF T ratio as
presented bivlodel 3showed that th prediction modslwerestatistically significant with
F 3267 = 191458 p < 0.001for males and- 3106 = 83.259 p < 0.001for females The
modek weretherefore a significant fit to the data. Studiydings are presented in Table

43,
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Table 43: Significance of the Consumer Involvement Mdelby Gender (ANOVA)

Gender Model Sum of Squares df Mean SquareF Sig.
male 3 Regressior 3041.68 3 1013.89¢ 191.45¢ .000"
Residual 1413.94; 267 5.29¢€
Total 4455.62¢ 270
female 3 Regression 767.11¢ 3 255.70¢ 83.25¢ .000°
Residual 325.54¢ 106 3.071
Total 1092.661 109

Source: Research Data (2014)

A determination of the significance of tlleree predictor variables in the model was
carried out. Reults as presented bjodel 3 in Table44 suggest thaBubP_RLog, and SfP
were statistically significant in the modek both gendersvith SubP_RLogb = 2.483 p

< 0.001) and5fP (b = 1.811, p < 0.@1) for male, and SubP_RLd@ = 2.402, p < 0.001)
andSfP (b = 1.519 p < 0.@1) for female The VIF ratio for each of the thraeariables
was less than 4 suggesting absence wificollinearity (Pan et al 2008).The regression
coefficients oflPP did not reactstatistical significacein both gendersvith a pi value =
0.310, p >0.05for male and.477, p > 0.0%or female,an attribution to the fadhat daily
newspapers are habitually purchased armdefore the choice of paper to buy and read
does not involve the readsearching for information as prescribed by consumer decision

making process.
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Table 44: Significance of PersuasionRelationship with Consumer Involvement

Coefficients in the Modelamong Gender(Coefficients)

g _ Unstandardized Standardize: Collinearity

S % Coefficients  Coefficients Statistics

© = B Std. Error Beta t Sig. Tolerance VIF
(Constant) 3.10C 454 6.82¢€ .000
SfP 1.811 .084 .770 21.43€ .000 .921 1.08€

]

3 3

= SubP_RLo¢ 2.843 .687 149 4.13¢ .000 .923 1.084
IPP .090 .088 .035 1.017 .310 .998 1.002
(Constant) 5.257 .623 8.437 .000

o SfP 1.51¢ 103 .792 14.711 .000 .969 1.032

©

£ 3

e SubP_RLo¢ 2.402 .802 161 2.994 .003 .970 1.031
IPP -.074 .104 -.038 -.714 477 .999 1.001

Source: Research data (2014)

The prediction equati@for both genderas presented below based on the unstandardized
coefficients was statistically significark,z 267 = 191458 p < 0.001for males andF 3106 =

83.259, p < 0.001for females and accounted for approxima@®y3% of the variance of
Colnv_RLog (R = 0.683, Adjusted R= 0. 679) in maledés model
70.2% of the variance of Colnv_RLog?%R 0.702, Adjusted R= 0. 694) in fe
model. Figures 15 and 16 presents male and female level relationships of all the variables
tested inModel 3, but 8ll in the two gendermodelstheorized inModel 3 testing,

Colnv_RLog was predicted by SfP and SubP_RLog.

Colnv_RLog = 3100 + 1.8113P + 2.843SubP_RLog----------------=------ (maleEqg-3)
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Colnv_RLog = 2257 + 1.519%6fP + 2.40SubP_RLog---------------------- (femaleEq-4)

Figure 15: Persuasion and Consumer Involvemenitevel relationshipsi Male only

Self Persuasion 1.811, p <0.001
Interpersonal Consumer

0.310 p> 0.05
Persuasion Involvement
Persuasion 2.843 p < 0.001
Sour ce: Researcher 6s Model

Figure 16: Persuasion and Consumer Involvemenitevel relationshipsi Female only

Self Persuasion 1519 p <0.001
Interpersonal 0477, p> 0.0 Consumer
Persuasion Involvement

Persuasio 0402 p <0.001

Source: Researchad Model

The findings show that there isng@gative correlation between interpersopaisuasion,
subliminal persuasiomnd self persuasion; and consumer involvement among female,
while positive correlationexisted for the same variables with consumer involvement
among malesThis may need further investigation to establish the reasonde&iso, in

this study, self persuasion and subliminal persuasion have been confirmed to predict
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consumer involvement, while interpersonal persuasion was not signifidaoth genders.
The models for both genders accaatfor 68.3%of variancein (R* = 0.683)males and

70.2%o0f variancen (R* = 0.702)females which igenerallylarge.

Therefore, lhe hypothesis statethere isa significant difference between relationships of
different forms of persuasion and consumer involveinethie choice of dily newspapers

by readers of different gender in Kenyas supported.

4.4.34 Outcomes of Gender DifferenceModels on the Relationship between

Consumer Involvement and Consumer Choice.

Thefourth hypothesis stated;abere isno significant differencéoetween relationships of
consumer involvemerdnd consumechoice between male and fematkaily newspaper
readers in Kenyawas tested using regression analysis and consumer choice as the

treatment factorThe two varidles were transformed ahdlodel 4theorized as follows:

CoCh_Sqre o6 @lnv_RLog+ -4------- e (male Eqi 5)

CoCh Sqrt ob 1@ | NV _ R L-@-g----+--—-fp----------—-- (female EqG 6)

Where;- CoCh_Sqgrt consumer choice, Colnv LRg T Consumer Involvemen(, § b1)

Estimated parameters andthe error term

The goodness of fit was assessed to determine how wau@nceof consumer choice is
determined by predictor (Colnv_RLog). The findings of assessment of ge®dif fit
indicate that model 4 accounted for.1% variance (R = 0.141) for males and 10.1%
variance (R = 0.101) for femaleThe outcome is presentedTiable45.
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Table 45: Variance in Consumer Choiceamong Gender(Model Summary)

Gender Modd R R Square Adjusted R Square¢ Std. Error of the Estimat:

Male 4 376" 141 132 12808

Female 4 317 101 .092 14541

Source: Research data (2014)

Thelow R? values for both gendemre consistent with the unified model tsaggest that

newspaper @&ders do not put in a lot of effort in choosing a daily to purchase and read.

Table 4 shows the results of assessment of ftio that followed after determining
goodness of fitThe results as presented by the fivabdel 4 show that the prediction
model was statistically significant with 1269 = 44.322 p < 0.001for males and fyps =

12.105, p < 0.001 for femaleBhe moded were therefore aignificant fit to the data.

Table 46: Significance of the Consumer Choice Modedmong Gender(ANOVA)

Gender Model Sum of Square df Mean Squart  F Sig.
Male 4 Regression 727 1 727  44.32: .000°
Residual 4413 269 .016

Total 5.140 270

Female 4 Regression .256 1 256 12.10% .00
Residual 2.283 108 .021
Total 2538 109

Source: Research data (2014)

A determindéion of the significance of the predictor variable in the model was conducted
and esults as presented by tivodel 4 in Table 47 suggest thatonsumer involvement

was statistically significant in the modeWith Colnv_RLog(b = 0.13, p < 0.001)among
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male and(b = 0.15, p < 0.001) among femal&he VIF ratio for consumer involvement

variablewas less than 4 suggesting absenceuficollinearity (Pan et al., 2008).

Table 47: Significance of Consumer Choice Rlationship with Consumer

Involvement Coefficients in the Modelamong Gender(Coefficients)

s — Unstandardizec Standardize: Collinearity

% % Coefficients Coefficients Statistics

o = B Std. Error Beta t Sig. Tolerance VIF
4 (Constant) 1.777 .022 81.45¢ .000

(]

T

= Colnv_RLog .013 .002 376 6.657 .000 1.00C 1.00C

o 4 (Constant) 1.777 .053 33.51% .000

©

ﬁ'Eﬁ Colnv_RLog .015 .004 317 3.47¢ .001 1.00C 1.00C

Source: Research data (2014)

The prediction equation as prased below based on the unstandardized coefficients was
statistically significantwith F ; 269=44.322 p < 0.00Ifor malesaccountingor 14.1% of
variance of CoCh_Sqrt (R= 0.141, Adjusted R= 0.139 and . 10s= 12.105, p < 0.001

for femalesaccouned for 10.1% of variance of CoCh_S¢R® = 0101, AdjustedR? =

0.092). Figures 17 and 18howrelationshigs in the male and female models respectively.

CoCh_Sqrt =1.777 + 0.013 Colnv_RLeg--------------=-=-=-mmmmmmmee- (male Eqi 5)

CoCh_Sqgrt= 1.775 + 0.015 Colnv_RLog-----------=--=-====mmmmmme (female EG 6)
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Figure 17: Relationship between Consumer Involvement and ChoidgeMale only

Consumer

0.013, p < 0.001
Involvement

Consumer Choice

A 4

Source: Researcher Model

Figure 18: Relationship between Consumer Involvement and Choice Female only

Consumer

0.015, p < 0.001
Involvement

\ 4

Consumer Choice

Source: Researcher Model

The outcome revealed that there is a weak positive correlation between consumer
involvement and consumer choider both genders Also consumer involvement
contibution to the variance for both genders was snidlis may be because habitual
purchasing may not attain more elaboration heneelvement predictinggmall level of
variance in consumer choi¢€henget al., 2013Radder& Huang 2008 Johnson et al.,
2012. Therefore hypothesis stated; athere is no significant difference between
relationships ofconsumer involvemergnd consumerchoice between male and female
daily newspaper readers in Kenyas supportedlhe summary of hypotheses testiigy

presenedin Table 4.
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Table 48: Summary of Hypotheses Testing

No Hypothesis Model

H, All forms of persuasion have a positive and significant relation Not Supported
with consumer involvement in the choice of daily newspapgr
readers in lkénya.

H, Consumer involvement has a weak, positive and signifi Supported
relationship with choice of daily newspapéssreaders in Kenya.

Hs; There isa significant difference between relationships of differ  Supported
forms of persuasion d@nconsumer involvemenh the choice ol
daily newspaperby readerf differentgender in Kenya

Hs There is no significant difference between relationships Supported
consumer involvemenand consumerchoice betweenmale and

female dailynewspaper reters in Kenya

Source:Research DataAnalysis (2014)
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CHAPTER FIVE
SUMMARY, CONCLUSIONS AND RECOMMENDATION S
5.0 Introduction
This chapter draws discussion amat has been analyzewd chapter four and provides
insights that capturéné gist of the studylhe first partsummarizes key insights from the
analysis and highlights relationships that were reve&adhermore, anclusions based
on the findings of this studgremade and implications drawn from the findings discussed

Finaly, recommendations and suggestions for further study ardiglsioghted.

5.1 Summary of the Findings

The purpose of this study was to investigate the relationship between different forms of
persuasion with consumer choice. As such, relationshipeeetiorms of persuasion and
consumer involvement in a unified model was first determined. Then relationship between
consumer involvement and choice investigated, ascertained and documented. The same
evaluation was conducted for unique genders i.e. matetearales. The daily newspapers

were the products under investigation and newspaper readers in Kenya formed the sample
frame. A personal involvement inventory designed questionnaire was employed to capture
data that explored these relationships and a rahg®nsumer purchase behaviour was

revealed.

Daily Newspaper attributes were investigated to ascertain how readers favoured them and
influence they had on the choice of dailies they purchased and read. The results indicate
that readers ranked content tife newspaper as the most favoured attribute which
influences the daily newspaper they purchase and read. It was followed by diversity/

variety of newspaper content which was ranked second. Print of newspaper (type of font
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and size) and availability (easy get) of the newspaper, tied in the third position. These
were followed by Newspaper layout, colour of newspaper, size of newspaper and price as
the least favoured attribute. The ranking of price could have been attributed to the fact that
the first twoleading newspapers (Daily Nation and The Standard) are circulated at the
same price, have historically maintained the same prices and even adjust their prices on

the same day.

In an attempt to explore thessociationdetween variablementioned abovehe study
determind the relationship between different forms of persuasion and consumer
involvement in the choicenade bydaily newspapers readers in Kenya. Descriptives
revealed thabesidesconsumers takg time to look atdaily newspapeadverts they also
evaluate theadvertsbased on knowledge theyoltd. The results also informed that
newspaper readedo pay attention to different brands ddily newspapers in the market
Also revealedvasthat daily newspapersh Kenyaare differentiated enouglo e easily
recognizedthough consumers seem not to know the prices of all papers irrespective of the
smallnumber.The resultsconstitute an important findindpat entailsstrategic implication

to marketing practitionerdn essenceit implies that it is possible to reach substantial
number ofdaily newspapereaders with a specific appesihce they pay attention to
adverts and price may not constitute an attraetcompetition toal Also, the findings
meanthatthe nder | yi ng pr e mi)sagument thad pesuasoa geperaie 0 1 5

more powerful changes holds in this case.

The inferential statistics resuitgported in the study lend support for the theoretizadiel
(ELM) that was adopteftom extant literatureA common element shared by aletthree

forms of persuasion was thapasitive correlatiorexistedbetweerthem (self persuasion,
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interpersonal persuasion and subliminal persuasion) cam$umer involvementThe
model theorized for the hypothesis was abl@doountfor 68.5% varianceR? = 0.685)

with F 3 377= 273.611 p < 0.00Imaking the model significant fit to the dafdso, a major
finding that emerge from th&tudy was that only self persuasion and subliminal persuasion
predictedconsumerinvolvement with their stadtical signf i canc e=0683ipn<g b
0.001 a n d= 0®72,p < 0.001 respectively. Interpersonal persuasion on the other hand
was not statistically significant with pi value =0.450, p >0.05. This could be attributed

to the fact that daily newspapers are haiyupurchasedence little or no influence may

be envisaged from friends, peers, family members or workmates among other
interpersonal persuasion sourci#salso may cogently prove that daily newspapers are
indeed low involvement products hence readeey mely on peripheral route cués
analysing persuasive messagberefore the hypothesiksatall formsof persuasion have a
positive and significant relationship with consumer involvement in the choice of daily

newspapers readers in selected counti&emya, was not supported.

As a whole, onsumer involvement was found to have a weak, positive and significant
relationship with choice of daily newspapérbecame apparent thaewspaper readers
easily pick out the brands of dailies they read, prepacific brandsof dailies and
approximately 63.3% of thdaily newspaperboughtdemonstratéendencies ohabitual
purchasesThe predictionmodelwas statistically significant: ;1 370 = 59.011, p < 0.001

and accounted for approximatel@.3% of the varance ofconsumer choicelhis finding
augment to existing literature on consumer involvement, whehevis ones attention to
consumer behaviour during low involvemgnirchaseThe results indicate thabnsumer

involvement is bound to predict littheariance of consumethoice.Therefore hypothesis
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stated asdConsumer involvement has a weak, positive sigaificant relationship with

choice of daily newspapeby readers in Keny@awas supported.

Unified model predictions are undoubtedly importdnit information on this alone may

not be sufficientfor effective marketing decisioomaking Therefore, hie desire of the
study was tonvestigate the relationshthat existedbetween different forms of persuasion
and consumer involvement in the choice ofl\daewspapers readers among diffietr
gendersThe findings revealed th&3% of the male respondents purchase and read only
one daily newspapewhile 38% purchased and read more than one paper. On the other
hand 76% of the females purchased and rea¢ onke paper, while 24% purchased and
read more than one papéihe descriptivesncidentally revealed thaas much as Daily
Nation is purchased and read moretbg two genders, it is more populaith female
(63%) readers than male (53%)so the surveyesults show that more malare likely to
purchase and read more than one paper compared to $eMaethelessthis may also
suggest that female readers are more loyal to their brands than male are, hence sticking to

only one daily newspaper.

Still in relation to investigation along the line of gender, self persuasion and subliminal
persuasion were confirmed to predict consumer involvement, while interpersonal
persuasion was not significant in both gend&rss mirroredresultsof the unified model.
Further, he models for both genders were able to account for 68.3% of variancesn (R
0.683) males and 70.2% of variance irf €R0.702) females which is generally large.
Therefore, the hypothesis statédiiere is a significant difference between rielaghips of
different forms of persuasion and consumer involvenretite choice of daily newspapers

by readers oflifferent genders in Kenya®as supported
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Finally, investigation with gender as the focus aimed eterthinng the relationship
between consumer involvement and consumer choice among different genders of
newspaper readerfhe findings indicate th&i3% of the male respondents purchase and
read Daily Nation newspaper, 36% The Standard Th&Star and 4% Taifa Leo. On the
female side, 63% pahase and read Daily Nation, 31% The Standard,TB&Star and

3% TaifalLeo. A clearer picture emergeasdicative of Daily Nation being more popular

among female (63%) readers than male (53%) readers.

The inferential analysis outcome revealed that tleeaeweak positive correlation between
consumer involvement and consumer choice for both genders. Also consumer involvement
contribution to the variance for both genders was small, thobghresultsof the
prediction model was statistically significanithivF ; ,60= 44.322 p < 0.00Ifor males and
F1108= 12.105, p < 0.001 for females accounting for 10.1% variance of consumer choice
(R = 0101, AdjustedR? = 0092 , whereasF 1260 = 44.322 p < 0.001for males
acounted for 14.1% of varianq®? = 0141, Adjusted R= 0.132. This may be because
habitual purchasing may not attain much elaboration hence involvement predicting small
variance in consumer choic&herefore hypothesis stated, @hfere is no significant
difference between relationships @insumer involvemerdand consumechoicebetween

male and female dailpewspaper readers in Keny#@as supported.

5.2  Conclusions
The study set out tmvestigate the relationship between persuaaimh consumer choice
and basically disaggregated pesion into the three forms namely; self persuasion,

interpersonal persuasion and subliminal persuastamsumer involvement intervened
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between persuasion and choice as gender moderated. Elaboration Likelihood Model
(ELM) was adopted for the study addiy newspapers in Kenya were used to explore

concepts under investigation.

Persuasionis the act of changing an individual's attitude, knowledggentions,
behaviour, beliefs, or interests through reception of a message through this act

C 0 n s u mlabosté the message given, consequently influencing their level of
involvement in the choice of products they purchdse market for print newspapers is
characterised by intense competition and the presence of perseadeavours. The rate

of persua®n is not likely todecrease in the near future. As a result, consumers are likely
to become even more discerning when making choices in the marketplace. Thus, the key
to survival ofprint newspapers in the long run is how wbky understand relationgts

that existbetween persuasion efforts they make and consumer choice, and use this
information to strategically design persuasion approaches that woeldit desired

outcomes.

Reaching consumers with persuasion messages that capture their attehtimolisi but

not impossiblei since every business want to be notigedl therefore compete for
cust omer 0s Usednwseyn the Edabaraton Likelihood Meldcan be a very
helpful tool as apersuasion techniquehus the need to augment andtegrate it in
organi zati onos . kaketikg deparingentsptmabkgep drack of changing
customer needs are likelyo place persuasion messagesluencing elaboration via
specific routes, ultimatelybtaining desired resultand outpacing compé&on in the
marketplace.Consumer involvement will determine elaboration of a message and

understanding this relationship wil!/ go a
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Todayods marketers must successf udonsynerd eci pl
rely on when processing persuasion messages. This may then be employed strategically
define distinct customer segments that can be tracked over time, ultimately yielding

maximum benefits.

Survey fndings revealed thahore male(71%) buy ard read daily newspapers than their
female (29%) counterparts, and daily newspaper are bought and read mostly by people
within the agerange of 3549 years. The small percentage of respondamesibetween

18 - 24 years may bassociated witltheir low financial resources compared to those in
other age groups and therefore a small number may purchase newspapgressible

that his group may also be accessing the daily newspaper electronically vraetinet

rather than in print form.

Newspaper raders do pay attention to different brands of daily newspapers in the market.
It is thereforelikely that a new daily newspaper put on the market may attract readers to
try it. Since persuasion predicts 68.5% of consumer involvement, marketing
communicatio strategies can be tactfully employed to drive processing of information
through desired routes to achieve specific targets. Also, 35% of the daily newspaper
readers would definitely buy their daily newspaper even if the prices increased, showing
some leel of loyalty. Firms also may retain their market shares and even attract
competitors so long aheir newspaper content is rich atitbse papers haweriety of
content. Price should not be adopted as a competition tool with the prevailing market

conditions as it is boundotto yield desired resudt
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Consumer involvement is influenced by self persuasion and subliminal persiasitre

other hand, nterpersonal persuasion was not significant hence does not influence
consumer involvement. This could becauserivately consumed necessities, whate
neither observable nor exclusiand consumed out of public vieware not socially
appealingand not likely to be influenced by peeAdso, daily newspapers are habitually
purchase hence little or no inflnce may be envisaged from friends, peers, family
members or workmates among other interpersonal persuasion solhegs. is an
indication that the daily newspapers are low involvement products. Therefore as
involvement decreases, consumers have littlévaiion to comprehend and elaborate on
messages salient to a purchase. This may result in little depth of information processing,

decreased arousal and less extended decision making.

Consumer involvement has a weak relationship with consumer choid¢eefoase of daily
newspapers. It was noticed from the findings that readers easily pick out the daily
newspaper brandthey purchase and readn indication that they are differentiated
enough.They alsgprefer specific brands and habitually purchase dwglyspapersrhis is

in I'ine with Okekeds (2013) argument t hat
differences between brands in a product cEsd easily pick out their choices in the

marketplace.

53 Recommendations

The study findings revealedahcontent in the newspaper ranks firstresmost favarred
attribute that influencechoice of daily newspaper. It was followed by a closely related
attribute, variety of contenilo avoid shooting in the darkhis study recommends that
daily newspaperpublishers research more on their customers and/or potential customers
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to understand content that appeabre to them then strategically infuse this in their
dailies to gain a competitive edgelt is important that ey (newspaper publishers)
continuallymarket and promote their newspaper content to create awarenasterto
attract newspaper readers to purchase their dallles.will partly enable thenfind, get
and keep their custongeand eventuallygrow readershipa factthatwill guarantee futte

earnings.

Alternatively, the study recommends thatewspaper publishers attempthrough
persuasive communication strategies, to alter the ritapce newspaper readers place on a
specific attribute. For example, priesd availability of the newspapewere generally
perceived as less important attritsite this survey. If managememutews their brands to

have this attributso embedded in their newspapers, they may use persuasive marketing
communications to change the importance of the fesitnréne mind of target newspaper
readersMarket communicationdor instancemight feature the benefit and necessity of

price to judge quality of content or justificatiohwvariety of content available.

The high percentage (30%) of those who might or migittbuy theirfavourite daily
newspaper brand asked to pay moreven if other brand&ereavailable, shows a group
that is undecidedrhe study recommends thaarketersseizeand exploit thiopportunity

to enhancédrand switching or attrat¢his groupto purchase a new brand of newspajter
is a segment that can be targeted with moreatiffe persuasive communications, which

may fruitfully yield in the long run.

This survey had 8% of the respondents within an age range-@4$8arsndicating that

people within this age range are either disinterested in print daily newspaper or do not
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have enough resources to allocate for purchase of dailies. Furtherheidafdrmation
Communication Technology (ICT) Survey of 20ib@icates that computer literatgvels
for the 15- 24 youth group siod at 94.4%.In addition,according toCommunications
Commission ofKenya SecondQuarter Statistical Report for the period 2013/201the
estimatef internet users in Kenyay December 201@ere21.2million, (more tran half
of Kenyao $ with diffusidn aate iato52.3 % of the populatiqCK, 2014).
Whichever way looked at, thedgures present a potential market for thewspaper
publisher on online platfornThis is because more and more customers are ranctseg
via theinternet (Park et al., 2007: Korgaonk&r Karson, 2007) raising the chance of
reading online printsThis study recommends that newspaper publisherperseiasive
online communicationstrategieto woo internet user to read electronicliésj a segment

that is not fully exploited

The study also recommentsat advertising clientdentifiesthe daily newspaper with the
highest readership when pitching their adverts. This is because a large percentage of daily
newspaper readers (65%) dot purchase and read more than one daily newspaper. Also
noteworthyis the factthatof those who purchase and read more than one daily, only 32%
do it on daily basis. The rest, 68% occasionally purchase and read more than one daily
newspaperOf value toadvertisers is that 63.8% of daily newspaper readers compare
different dailies in the market indicative that they may come across an advert irrespective

of the daily used to advertise.

54  Theoretical, Managerial and Marketing Contributions

The analysisof the study gave findings that have theoretical, managerial, policy and
mar ket i ng gontrédbations Theyane digcis<ed in this section below.
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5.4.1 TheoreticalContribution s.

Threetheoreticalcontributionscan be drawn from this study. &irall the three forms of
persuasiorfself persuasion, interpersonal persuasion and subliminal persuasion) employed
in the study have a positive correlation with consumer involveni@nelvious studies
looked at forms of persuasion singiy isolation ofothers(Chenget al., 2013Migerode

et al, 2012;Scarabotcet al, 2012 Andrews & Boyle, 2008Schroder& Zaharia,2008

Koller et al., 2013 This study useé a unified modelsince consumersn a competitive
marketing environmentre likely to beexposeé to the three forms of persuasion

simultaneouslyr in close succession

Secondly, only self persuasion and subliminal persuasion predicted consumer involvement
in choice ofdaily newspaperinterpersonal persuasion was not statistically significant.
The application of this investigation is not restrained to newspaper only but can be

adopted footherlow involvement products as well.

Thirdly, generallyconsumer involvemenprediction of variancein the choice of daily
newspapers iswoderately smalland for the different gendees much as it remains low, it
is relatively higher in male than female. Literature on low involvement has shown no

variance between the gendéssidhar 2007 Schrodei& Zaharia,2008).

5.42 Contributions to Managerial Practice.

This study does noonly contribute tomarketingtheorybut also provide insights into the
dynamics of forms of persuasion, which arebakinessmanagerial valueThe findings
revealed that only ® of the respondentaere within the age range of 1824years
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indicaing thateitherthey weredisinterestdin print daily newspapers t¢heylack enough
financial resourcegbearing in mind the period they may have been in employnifent
any). Managers should look for better ways to reaah to this groupearly enough to

guarantee future sales.

Also, the Information Communication Technology (ICT) Survey of 2@idicated that

computer literacy levelfor the 15- 24 youth group stod at 94.4%In addition,estimated

internet users in Kenyaere21.2milli on by December 2013nore tharh al f o f Keny
population,while the penetration ratevas52.3 % of the populatio(CCK, 2014). These

are crucial figures managers can use to launch online platforms targeting specifically those
within the ages of 18 to 24ewrssinceas indicated, thisgroup is engaging heavily in

online activities With more investigations, amagers can also ugeesefigures to segment

their markets based on age

5.43 Contribution to Policy Formulation.

Subliminal persuasion has beemajor concern to many governmemtsrld oversinceit

exerts someinfluence without an individuél sconscious knowledge This study
established thasubliminal persuasiomdeed predic consumer involvemena fact that

may be of concern to policy formutas, particularlyon low involvement productsThis

study finds itapt that nodalities be put in place to monitor subliminal persuasion
communications with a view to fully establithe nature of influence anticipated as a
result ofits relationship withconsumer involvement across a range of produdtss is
important to policy formulators because counter marketing strategies may not yield much
as the study has also proved that interpersonal persuasion does not queslicher

involvement.
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Low involvament persuasiorereforeneed to be carefully regulated to limit undesirable
subliminal influences orehaviourof consumers. The policy formulators have a huge
opportunity to limit any challengethat mayarise later onas a result of subliminal

persua®n communications to consumery appropriately evaluating persuasive

communications made by organizations

5.44 Contribution to Marketing.

The findings of this study show that a positive relationship exists between persuasion and
consumer involvement which reinforces the value persuasion has in marketing
communication and probable consumer reaction. The study established that self persuasion
and subliminal persuasion did predict consumer involvement, while interpersonal
persuasion was not significahntimplying it does not predict involvement for the case of
daily newspapers. This is bound to make marketers pay a little bit more attention on the
desired consumer involvement and generate cues through persuasive communications that
influence the same.hEe study further revealed that marketing communications that appeal

to audience emotions, that are more informative, show fun and are pleasant may
subliminally persuade consumers. Finally, the notion fronted by this study is that marketer
should not primeheir marketing communication based on interpersonal persuasion for the

case of daily newspapers.

Important marketing contribution was that readers of daily newspapers habitually buy the
same paper, they also like having their daily newspapers, willisgegnd their money on
the daily newspaper, they do not budget for daily newspapers they buy, visually detect

their preferred dailies, buy dailies from different outlets, and do not pay attention to other
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dailies when purchasing their preferred dailies.tBgether they reflect a low involvement
purchase and therefore marketers may need to strategicatiypulate andhannel their

persuasion communications through the peripheral route rather than the central route.

Also a valuable marketing contributios on the attributes that influence the choice of
daily newspaperslhe resultsshowthat content in the newspaper was the most favoured
attributethat influences thechoice ofdaily newspaper readers purchase and read. It was
followed by diversiy/ varigy of newspaper content, andrmi of newspaper (type of font

and size) andvailability (ease of getting), which tiedlhese were followed by newspaper
layout, colour of newspaper, size of newspaper and price as the least favoured attribute.
Consequentlythe findingssuggestshat newspaper publishers need aotouslyresearch

their contentcontinuously inordeto build and maintainconfidence in daily newspaper
readersdelighting them (readers)This may eventually heightenbrand loyalty and
guarantegepeat purchase. Also, price should not be adopted as a competing tool as it is

least favoured hence may not yield much.

5.5  Suggestions foFurther Research

Away from the substantive knowledggenerated from conductintdpis study, there are
indications that further researcimeed to be undertaken. The scope of the study allowed
only paid daily newspaper circulations to be investigated. It is worth investigating free
circulated dailieswith the same variables that were used to model this study. From a
prectical point of view,this will enable comparisomo be arrived at and present an

opportunity togenerally draw unified models across daily newspapers.
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While the scope of this study was limited to the context of consumer goods, it is
reasonable to bele that the relationships among the different forms of persuasion and
consumer choice may be ajgpl to a service context as well. This is because a range of
customer services offered in the marketplace are uniquely persuasively commuiacated
influence their attraction to customerd-uture research could explore this issue by

replicating this study in a service context.

This study did not look at the income disparity among consumers and though price was
ranked as the least favored attribute influenahgice of daily newspapers, it would be
interesting to establish moderating effect of income as it is one of the factors that influence

consumption of goods and/or services.

Issue ofconsumer conditioning, which was not possible within the scope oftiaty,
alsocomplicats what appears to be a simple act of buying a produespective of the

fact that the power of persuasion does influence what consumers &umore
comprehensive understanding of how conditiomelgted tendencies influence a
consumer predisposition to persuasion communications would be of utmost importance for

both consumebehaviouresearchers and marketing practitioners.

Finally, the quality of persuasive communicasoneedsproper measures modeled to
prove its relationshipvith consumer involvement and choice of produets well asthe
ideal environmentfor its employmentto be effective Also, products by themselves
communicate to consumeasnd thereforet will be interesting to unearth how this may
affect other forms opersuasive communications to custontieis vital that thestudies are

doneover a period of time and across a range of products/ service since characteristics of
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products/ service may influence how communication is undertaken and how consumers
receive tle information.Since consumer communication and persuasion argoing
activities, there is ample opportunity for further researncthesediverse contextso be

undertaken
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APPENDICES

Appendix | T Researt Questionnaire

Research Questionnaire

This questionnaire attempts to collect data for a PhD student research thesis of
University entitledgAn Evaluation o the Relationshjp Between Persuasiorand
Choice of Daily Newspaperby Readers n Kenyao

You are requested to participate in thisresgroject and your contribution will be hic
appreciated. The information and data required in this research project is pi
academic purposes only and will be treated in confidence.

Consumers are exposed to a range of persuasion througges#ssy receive from adverts,

family, peers or even through self evaluation of a product. This may eventually influence the
choice they make in trying, using, selecting, picking, or purchasing a product. This study
focuses on forms of persuasion andceffess t hey have on custom
newspapers they read.

*PLEASE READ INSTRUCTIONS CAREFULL Y**

Read each item carefully and indicate the response that most closely describes your thoughts
in the space provided. Be sure to respond to eacf itere are no wrong or right answers.

Part | Personal Information

1. Gender Male () Female ()
2. Age 18- 24 years () 250 34 years ()
350 49 years () 50 years and above ( )

3. Indicate what best describes your academiic leve

Secondary educatitevel ( ) High school education ()
College Diploma () University Bachelors Degree ( )
Post graduate degree ()

Part Il General Information about newspaper readership

4. Which daily newspaper dauymrefer to purchase and read? (please choose only one)

Daily Nation () The Standard ( )
The Star () Taifa Leo ( )
5. Do you purchase and read more than one daily newspaper
Yes () No ()
@ If yes how often do you purchaseDaily ( )  Occasionally ( )
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(i) Pleaseidt the other daily newspapers you buy and read other than the one ydu prefer
the space provided and order of preference. (a) being the most preferred (in that order
depending on the number of newspaper)

(a) (b) (©)

6. Would you be interested in paying more to buy your favourite brand when other daily
newspaper brands are available? (Please tick where applicable)

| would definitely buy ()

| probably would buy ( )

| might/ might not buy ()

| probably would not buy ()

| definitely would not buy ()

Use the objectives below to complete questions that follow in the space provided.

Completely Disagree (1) Neither agree malisagree 4) Completely Agree (7)
Strongly Disagree 2) Slightly Agree (5)
Slightly Disagree 3) Strongly Agree (6)

Self persuasion

7. Please indicate to what degree you agree/disagree with the following statements by
indicating in the space (response) provided using numbers 1526 3r4:

Number Question Response
A | have compared different daily newspapers brands in the marke
5 | usually pay attention to adverts for the daily newspaper brands
C | usually take note of new daily newspapers coming to the marke
5 I knowthe price of all the daily newspapers in the market
c I can recall almost all existing daily newspaper from memory
E | can recognize all daily newspapers at point of sell
G | consider myself knowledgeable on daily newspaper issues
| use my knowlige on daily newspapers to verify advertising (
H about newspapers
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Interpersonal persuasion

8. Please indicate to what degree you agree/disagree with the following statements by
indicating in the space (response) provided using numbers 1, 2, &, 4, 5, 6

Number Question Response
A My family influence the choice of daily newspaper | purchase
B My friends influence the choice of daily newspaper | purchase
C My workmates influence the choice of daily newspaper | purchas|
D My peers influence the choice of daily newspaper | purchase
E Vendors influence the choice of daily newspaper | purchase

Subliminal Persuasion

Use the objectives below to complete questions that follow in the space provided.

Completely Disagree (1) Neither agree nor disagree (4) Completely Agree (7)
Strongly Disagree 2) Slightly Agree (5)
Slightly Disagree 3) Strongly Agree (6)

Study the list below carefully and circle or tick one that best represents your perception of
persuasive resages.
9. |like persuasive messages that are;

N

Emotional
Interesting
Funny
Influential
Informative
Reliable

Easy to recall
Pleasant
Exciting

e e
N NN N NNNDNDDN

W W W W W W W W W w
B S N T S T S O ~ N - N b o
(SIS, IS, B S, S, B, NG, B S B & IS
O O O OO 0000 O
N NN NN NN N NN

Show fun
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Reader Involvement in choice of daily newspaper

Use the objectives below to complete questions that follow in the space provided.

Completely Disagge (1) Neither agree nor disagree (4) Completely Agree  (7)
Strongly Disagree (2) Slightly Agree (5)
Slightly Disagree 3 Strongly Agree (6)

10.Please indicate to what degree you agree/disagree with the following statements by
indicating in the sge (response) provided using numbers 1, 2, 3,4, 5,6 or 7:

Number Question Response

A | persistently buy the same daily newspaper brand

B | like having my daily newspaper

C Being without my daily newspaper makes me unhappy

D I do not mind spendgmoney on my daily newspaper

E I do not budget for the daily newspaper | buy

F I would find it very difficult to stop reading my daily newspaper

G I think there is little to choose between different brands of
newspapers

H | can remember oghn daily newspaper brands when purchasing my
preferred brand

| At place of purchase, | can visually detect my preferred daily ne
without much effort

] | usually spend some time and effort deciding which daily newsg
buy

K I usually conder many factors before purchasing daily newspape

L | buy any daily newspaper brand I find on the market

M | rationalize a lot before choosing a daily newspaper | purchase

N | always buy my daily newspaper from the same outlet

0 When | purchase npreferred newspaper brand, | do not pay atte
to the other brands

P I do not track expenditure on daily newspaper | buy in any sys
way.
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Consumer Choice

11.The following is a list of attributes of daily newspapers that may influencercastbome
purchase decision. Please study the list carefully arahkheach attribute from 1 to
8 according to most favored attribute that influence the choice of the daily newspaper
you purchase and read. Place 1 next to the most favored attributexdrid tha least
favored.Please do not repeat a numberThenplease indicate using the seven point
scalebelowyour agreement on hoyou agree or disagree on their influence on your
choice of daily newspaper you purchase

Completely Disagree (1) Neitheragree nor disagree  (4) Completely Agree  (7)

Strongly Disagree (2) Slightly Agree (5)
Slightly Disagree 3 Strongly Agree (6)
Rank Agreement

(a) Price of the newspaper

(b) Layout of the newspaper

(c) Size of newspaper

(d) Colour of newspaper

(e) Content in the newspaper

() Diversity/ Variety of newspaper content

(9) The print of newspaper (type of font & size)

AN AN AN AN AN AN N /N
N N’ N N N N N N

(h) Availability (easy to get) of newspaper

Thank you for your time and ceoperation
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Appendix Il : Table for Determining Sample Size from a given Population

N S N S N S N S N S
10 10 100 80 280 162 800 260 2800 | 338
15 14 110 86 290 165 | 850 | 265 | 3000 | 341
20 19 120 92 300 169 900 | 269 3500 | 246
25 24 130 97 320 175 950 274 4000 | 351
30 28 140 103 | 340 181 | 1000 | 278 | 4500 | 351
35 32 150 108 | 360 186 | 1100 | 285 | 5000 | 357
40 36 160 113 | 380 181 | 1200 | 291 | 6000 | 361
45 40 180 118 400 196 | 1300 | 297 7000 | 364
50 44 190 123 420 201 1400 | 302 8000 | 367
55 48 200 127 440 205 | 1500 | 306 9000 | 368
60 52 210 132 460 210 | 1600 | 310 | 10000 | 373
65 56 220 136 480 214 | 1700 | 313 | 15000 | 375
70 59 230 140 500 217 1800 | 317 | 20000 | 377
75 63 240 144 | 550 | 225 | 1900 | 320 | 30000 | 379
80 66 250 148 600 | 234 | 2000 | 322 | 40000 | 380
85 70 260 152 650 | 242 | 2200 | 327 | 50000 | 381
90 73 270 155 | 700 | 248 | 2400 | 331 | 75000 | 382
95 76 270 159 750 | 256 | 2600 | 335 | 100000 384
Note: ANO i s population size
ASO is sample size.

Source: Krejcie, et al (1970)
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Appendix Il : Sample sizes peCounty

Total Percentage with

County _Population EdSuec(;(zir(]J(laar\% d P{;,%%?ﬁi%gr?f Sample Size
in the county above
Nairobi 3,078,180 51 1,569,872 112
Nyeri 679,236 34 230,940 16
Muranga 935,578 25 233,895 17
Kiambu 1,602,754 40 641,102 46
Mombasa 920,121 37 340,445 24
Meru 1,337,483 17 227,372 16
Machakos 1,084,631 27 292,850 21
Kisumu 952,645 25 238,161 17
Kisii 1,141,367 28 319,583 23
UasinGishu 869,422 29 252,132 18
Nakuru 1,564,872 28 438,164 31
Kakamega 1,646,502 19 312,835 22
Bungoma 1,361,390 21 285,892 20
Total 17,174,181 5,383,243 384

Source:Kenya NationaBureau of Statisticé National Report 2013
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Appendix IV : Q-Q Plots

Normal Q-Q Plot of Self Persuasion
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Consumer Invlvement

Consumer Choice

Expected Normal

Expected Normal

Normal Q-Q Plot of Consumer Involvement
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Appendix V: Variable Descriptives Tables

Self Persuasion

Descriptives

Statistic | Std. Error
Self Mean 4.4593 .05864
Persuasion 95% Confidence IntervalLower Bound 4.3434
for Mean Upper Bound 4.5747
5% Trimmed Mean 4.4723
Median 4.000¢
Variance 1.314
Std. Deviation 1.1454¢
Minimum 1.00
Maximum 7.00
Range 6.00
Interquartile Range 1.0G
Skewness -.100 125
Kurtosis -.360 249
Tests of Normality
Kolmogorov+Smirnov ShapireWilk
Statistic df Sig. Statistic df Sig.
Self Persuasio .18( 381 .000 .933 381 .00¢

a. Lilliefors Significance Correction

216



Interpersonal Persuasion

Descriptives

Statistic | Std. Error
Interpersonal Mean 3.503¢ .08834
Persuasion 9504 Configence Lower Bound 3.3301
Interval for Mean Upper Bound 36777
5% Trimmed Mean 3.451¢
Median 3.000(
Variance 2.977%
Std. Deviation 1.7253¢
Minimum 1.0G
Maximum 7.00
Range 6.0C
Interquartile Range 3.00
Skewness .210 125
Kurtoss -.847 .249
Tests of Normality
KolmogorowSmirnov ShapireWilk
Statistic | df Sig. Statistic df Sig.
Interpersonal Persuas 132 381 .000 .936 381 .00(g

a. Lilliefors Significance Correction
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Subliminal Persuasion

Descriptives

Stdistic | Std. Error
Subliminal Mean .3363 .0104¢
Persuasion 9594, confidence Lower Bound 3156
Interval for Mean Upper Bound 3560
5% Trimmed Mean 3315
Median .3010
Variance .042
Std. Deviation .20465
Minimum .00
Maximum .85
Range .85
Interquartile Range .18
Skewness -.114 125
Kurtosis -.287 249
Tests of Normality
KolmogorowSmirnov ShapireWilk
Statistic df Sig. Statistic| df Sig.
Subliminal Persuasion 243 381 .000 .88 381 .00¢

a. Lilliefors Significance Correin
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Consumer Involvement

Descriptives

Statistic | Std. Error
Consumer Mean 2.069( .0150¢
Involvement g5o, confidence Lower Bound 2.0394
Interval for Mean Upper Bound 2 0987
5% Trimmed Mean 2.0734
Median 2.000(
Variance .087
Std. Deviation .29454
Minimum 1.41
Maximum 2.65
Range 1.23
Interquartile Range 24
Skewness -.145 125
Kurtosis -.026 .249
Tests of Normality
KolmogorowSmirnov ShapireWilk
Statistic df Sig. Statistic df Sig.
Consumer Involvemen .205 381 .00 923 381 .00d

a. Lilliefors Significance Correction
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Consumer Choice

Descriptives
Statistic | Std. Error
Consumer Choic Mean 2.162¢ .01333
95% Confidence Lower Bound 2.1367
Interval for Mean Upper Bound 2 1891
5% Trimmed Mean 2.1702
Median 2.236]
Variance .068
Std. Deviation .2601(
Minimum 1.41
Maximum 2.65
Range 1.23
Interquartile Range .24
Skewness -.165 129
Kurtosis 764 .249
Tests of Normality
Kolmogorov+Smirnov ShapireWilk
Statstic df Sig. Statistic df Sig.
Consumer Choid 197 381 .000 .884 381 .00Q

a. Lilliefors Significance Correction
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Abstract

A one-size-fits-all strategic approach to persuading male and female consumers in the
marketplace may not yeld desired results, as research has established gender differences in
percepfion of markefer communicated information, which reliably influences a range of
consumption related behawviour. This study wused Consumer Involvement Theory (CIT) and
Elaborafte Likelihood Model (ELM) fo evaluate persuasion and its relationship with consumer
choice between male and female newspaper readers. A multi stage sampling technigue was
employed fo get a sample of 384 respondents from 13 counties in Kenya, who complefed close
ended questionnaires. The findings of this study revealed that there is a negative comrelation
between interpersonal persuasion, subliminal persuasion and self persuasion; and consumer
imvolvement among female, while positive correlation existed for the same vamables with
consumer involvement among males. Also, in this study, self persuasion and subliminal
persuasion have been confirmed fo predict consumer involvement, while interpersonal
persuasion was not significant in both genders. The models for both genders accounted for
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68.3% of variance in (R% = 0.683) males and 70.2% of vanance in (R® = 0.702) females which is
generally large. The findings also revealed a weak positive correlation between consumer
involvement and consumer choice for both genders. Also consumer involvement confribution to
the variance for both genders was small, 14.1% of variance in (F° = 0.141) male and 10.1% of
vanance in (R = 0.101) female. Finally, all the two hypotheses were supported.

Keywords: Marketing communication. Persuasion, Consumer Choice, Consumer Involvement,
Consumer Involvement Theory, Elaboration Likelihood Mode!

INTRODUCTION

Persuasion is an interactive process through which a given message attempts to alter an
individual's perspective by changing the knowledge, beliefs or interest that underlie those
perspectives (Murphy & Alexander, 2004). Although messages may seem well prepared and
easy to comprehend, but in most cases consumers tend to spend some time and effort in an
attempt to analyze messages they receive and when they fail to have adequate time to fully
process the messages; they resort to shortcuts - cues readily available in the message (Gamy,
2000; Campbell & Kirmani, 2000; Piero et al, 2004; Bell, 2007; Brown & Campenter, 2000) to
draw conclusion and derive meanings. Cueing provides access to beliefs held by consumers,
and marketers have occasionally employed it as a tool for brand attitude formation or to counter
arguments with persuasive messages (Simon 2011; Lumpe, 2000).

Male and female gender typically approach purchasing decisions very differently as both
want different things out of a buying decision. Women look fo satisfy long term needs and wants
while men are shorter sighted and look at satisfying immediate or short term needs and wants
(Baker, 2012). This may generate more challenges to a marketer accompanied by the fact that
consumers are also changing, becoming better informed and more communication empowered
in this digital era. A fact that has made them not rely only on marketer — supplied information but
find information on their own or even create their own marketing messages (Kotler, 2012).
Gender difference is worth investigating as more women have gained greater financial
independence and responsibility hence making more purchase decisions than before and
actually being involved in buying exercise (Holland, 2012)

Daily Mewspapers in Kenya are structured with different days having unique themes,
which include; lifestyle, business, education, entertainment features sports among others, that
occur locally and internationally. They also often include features, editorials articles, opinion
pieces and social commentary on current events which may reflect the target audience or the
political/ social bias of the newspaper (Ndonye & Khasandi-Telewa, 2013) which may attract

[@Nolel
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different genders in a dissimilar way. There are five daily newspapers — Daily MNation, The
Standard, The Star, People Daily and Taifa Leo — with a circulation of 320,000 daily nationwide.
People Daily is a free circulated daily while the rest paid for dailies. The readership is
significantly higher given the fact that about 10 people share a newspaper daily. Ipsos —
Synovate findings support this through their surveys, which show that Kenya's daily print
readership stands at slightly over 3 million (Synovate, 2011). Except for a few photos and the
occasional drawings, the information is relayed through written words, a fact that requires some
minimal literacy to read and comprehend the contents in daily newspapers. In Kenya daily
newspapers media houses lack afternoon editions only single publications are made per day
with some regional differences. Trends in format, colour, size and cover price of daily
newspapers are relatively the same for The Standard and Nation, while Star has slightly lower
price with focus more on social themes. Taifa Leo is written in Swahili and is the cheapest
among all the daily newspaper.

The daily newspapers are sold by vendors mostly in the early parts of the day and also
in retail outlets such as shops and supermarkets. Some people buy theirs on their way to the
work along highways and petrol stations, while some vendors deliver them in some offices
based on agreements between the parties. The choice of daily newspaper to purchase and read
or outlet to access the paper may be based on attributes contained in the paper or outlet. It is
also possible that the newspaper readers over time have developed loyalty which has influence
choice they make when purchasing and reading their dailies. Some newspaper readers access
the paper via their phones, from a cyber or personal computers (Powell, 2010). This study wall
attempt to investigate the relationship between different forms persuasion readers of daily
newspaper get exposed to, the intervention of level of involvement in their purchases and the
choices they make.

Problem Statement

In today's business environment, persuasion has become a tool marketers have employed to
influence consumers’ beliefs, attitudes, andfor behaviours towards products or services they
deal in (Crain, 2004). For instance, the average consumer is exposed to a range of betwean
300 and 1500 adverts per day (Jones, 2004), where 300 to 400 of them come from the media
alone, and watches 1000 commercials per week (Berger, 2004). This is besides streams of
persuasion messages through intemet, billboards and subliminal persuasion (Taylor, 2007);
word of mouth and other interpersonal persuasions (Mac George et al., 2008) that bombard
them seeking their attention, not withstanding phenomenon of self persuasion (Green, 2005). To
elicit desired response, marketers have purposefully linked psychoanalysis and consumer
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behaviour in order to broaden their understanding of consumers, a fact that would assist in
designing persuasion messages — intended to inform, change or defamilianze existing
information (Oatley, 2002).

Though Iterature on persuasion is extensive (Jesuino, 2008; Nicole, 2010; lvana, 2008;
Dillard, 2002; Murphy, 2004), and consumer involvement has received a lot of attention among
academicians, studies have not evaluated relationships between vanous forms of persuasions
consumers get confronted with, affecting the involvement process that ultimately influence the
choice of products by different genders. Exclusive studies examining the relationship between
persuasions (self, subliminal and interpersonal persuasions) and involvement (low and high
involvement), and its eventual influence on choice of a product are lacking. Also an attempt to
explore whether this influence vary across gender is not available. Therefore the problem can
be stated as; although many firms have made attempts to use persuasion as a tool to market
their products, the relationship this has with level of consumer involvement and choice of
products by male and female are vastly unexplored.

Research Objectives

The main objective of this research is to evaluate the relationship between persuasion and

choice of daily newspapers by readers of different gender in Kenya.

The specific objectives are;

(i) To investigate the relationship between different forms of persuasion and consumer
involvement in the choice of daily newspapers by readers of different gender in Kenya.

(i} To determine the relationship between consumer involvement and consumer choice among
different gender of newspaper readers in Kenya.

Research Hypotheses

(1) There is a significant difference between relationships of different forms of persuasion and
consumer involvement in the choice of daily newspapers by readers of different gender in
Kenya

(i) There 15 no significant difference between relationships of consumer involvement and
consumer choice among different gender of newspaper readers in Kenya

LITERATURE REVIEW

Existing literature (Shrum et al. 2012; Jonas & Sine, 2009; Petty, 2001; Murphy, 2004; Lin,
2006; Bell, 2007; Campbell & Kirmani, 2000; kotler, 2012; Jenkins & Dragojevic, 2011) suggest
that juggling persuasion methodelogies in marketing communication planning and prudent
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priontization of resource allocations is crtical in the current business environment where
consumers seem fo behave contrary to expected responses. Kotler (2012) armgues that
marketers must attempt to maximize marketing communication technologies at their disposal to
reach their tamets effectively. Given persuasion eminence in the domain of marketing
communication, it is not surprising that thecnes of persuasion have been central in scholarly
research in advertising, public relations and marketing promotion.

Elaboration Likelihood Model

In an attempt to explain how atfitudes are formed and changed, in 1980 Petty and Cacioppo
developed the Elaboration Likelihood Model (ELM) of persuasion (Petty, 2001). This model is
based on the idea that attitudes are important because they guide decisions and other
behaviours (Hamilton, 2004 ). While attitudes can result from a number of things, persuasion is a
primary source. The model features two routes of persuasive influence: central and peripheral.
The ELM accounts for the differences in persuasive impact produced by arguments that contain
ample information and cogent reasons as compared fo messages that rely on simplistic
associations of negative and positive attributes to some object, action or situation (Deutsch et
al, 20086).

The key variable in this process is involvement (Bargh, 2002), the extent to which an
individual is willing and able to ‘think’ about the position advocated and its supporting matenials.
When people are motivated and able to think about the content of the message, elaboration is
high. Elaboration involves cognitive processes such as evaluation, recall, cntical judgment, and
inferential judgment (Benoit et al., 2001). When elaboration is high, the central persuasive route
is likely to occur, conversely, the penpheral route is the likely result of low elaboration.
Persuasion may also occur with low elaboration. The receiver is not guided by his or her
assessment of the message, as in the case of the central route, but the receiver decides to
follow a principle or a decision-rule which is denived from the persuasion situation (Maumeister,
2008).

The Elaboration Likelihood Model is one of the two dual processing models of
persuasion. The other major model is called the Heuristic-Systematic Model (HSM), which
shares much in common with the ELM. Although these are two different theories, the fact that
they are so similar in nature demonsirates that the ELM is widely believed and few social
psychologists crticize its ment. The experiments that support the ELM have been replicated
again and again in different situations and with vanous varables. The Elaboration Model of
Persuasion is therefore held as the leading theory in describing the processing of persuasive
messages (Petty, 2001).
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Consumer Involvement Theory

Consumer involvement refers to the amount of time, deliberation and other resources — like
research or asking friends — consumers put into the purchase decision process. According to
Fiore (2001), involvernent refers to how much time, thought, energy and other resources people
devote to the purchase process. It gives a way to understand the psychology and behaviour of
target audience (Fiore, 2001, Deutsch et al, 2006, Mascarenhas et al. 2004). Involvement
ofiginates from social psychology and the notion of ‘ego-involvernent’, which refers to the
relationship between an individual, an issue or object (Zaichkowsky, 1985).

At the heart of these conceptualizations is the notion of “personal relevance”. There is
general agreement that a consumer's level of involvement with an object is determined by the
extent to which the product is seen as personally relevant (Zaichkowsky, 1985). Involvement
has also been examined in relation fo other concepts such as perceived nsk, information
search, atinbute companson, brand loyalty, retail context, diffusion and opinion leadership.

Consumer involvement is an important concept believed to explain a significant
proportion of consumer purchase choices. Many marketers base their sponsorship investments
on details like brand migration potential, fan or attendee demographics, or direct revenue
opportunities. Oftentimes, when marketers decide to invest in a sponsorship, they do not
consider a critical vanable - the way consumers in their target audience actually make purchase
decisions (Mascarenhas et al_, 2004).

Persuasion and Persuasion Dimensions

Persuasion is the act of changing an individual's attitude, knowledge, intentions, behaviour,
beliefs, or interests through reception of a message (Murphy, 2004; Lin, 2006; Bell, 2007;
Campbell & Kirmani, 2000). Galdi (2008) posit that, once a message comes through, the
individual could develop a positive atfitude towards it, be indifferent or express negative
opinions, feeling and emotions towards the message or what it is conveying. Recent research
suggests that, when information is repeated, people tend to believe it to be mere valid and
believable than when it is presented once (Petty, 2001; Shrum et al. 2012; kotler, 2012; Jenkins
& Dragojevic, 2011). Petty (2001) argue that, attempt to influence others make one also a target
to be influenced. Consequently, it is imperative that adequate experience and fraining for
persuasion marketing communicators must be gained to better understand how persuasion
works and generally to be effective. Apart from visual and verbal cues, persuasive elements can
involve all human sensual modalities affecting both cognitive and emotional aspects (Hansen
and Chnstensen, 2007). Monetheless, persuasion is an area that has witnessed scholars in
diverse range of disciplines, marketing included, and practitioners in areas requiring persuasive
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communication, systematically study persuasion thereby improving on persuasive knowledge
available and related skills. Three forms of persuasion are described below in the discussion
that follows.

Self Persuasion

Self persuasion generates more powerful and long lasting influence in an individual. When an
individual generates and adopts an idea in their mind, this may become cyclic making that
individual stretched to the heights and depths of their thought (Tesser, 2000). Brinol et al.
(2012), argue that self-persuasion can occur either through role-playing - individuals’ making an
attempt to persuade others in an ensued debate may actual end up persuading himselfherself
as the arguments comes to conclusion, or more directly, through trying to convince oneself (i.e.,
when arguments are generated with oneself as the target).

It is also common for consumers fo raise arguments in their minds about a product or
service and amve at conclusions that lead to either a purchase or not. This will always happen i
an external influence is not available or if prior knowledge about the product is held by the
consumer. The degree of self persuasion depends largely on the way the consumer becomes
involved in the arguments they generate by elaborating them and reacting to them by either
reinforcing, agreeing, distorting, derogating or rejecting them.

Subliminal Persuasion

A human mind is a powerful tool that responds to various forms of stimulus and motivation a fact
that has enabled subliminal communications tap into and manipulate the way information is
processed (Taylor, 2007; Groves, 2012). In order for marketing ads to work, they must leave a
lasting impression within seconds. On a conscious level, this can be difficult, almost impossible,
as people rarely give their undivided attention to product ads. Subliminal suggestions however,
have been effectively employed in advertising to reach people on deeper, subconscious level
(Edward, 2010). Whether a television commercial, magazine advertisement or billboard signs,
most marketing ads contain subliminal media. Advert developers are keen to employ subliminal
persuasion because they intent not only to display a message but also to implant it into
consciousness of their audience for quite some time. Ideally, the audience will not even be
aware of the information that they are absorbing (Jennifer, 2009).

Interpersonal Persuasion
It takes place when two or a few people interact in a way that involves verbal and nonverbal
behaviors (manner of dress, body language, gestures, manner of eye contact, and personal
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grooming) feedbacks, coherence of behaviors, and the purpose (on the part of at least any
interactant) of changing the attitudes and/or behaviors of the others (Casalo et al. 2011,
Gossieaux & Moran, 2010). An individual may be influenced by family, sales men, friends or
societal norms. Extant literature suggests that interpersonal influence in online contexts is very
similar to offline interpersonal influence (Gossieaux & Moran, 2010), and generally people are
easily influenced by people whom they like (Shimp, 2003; Mourali et al., 2005; Yap et al., 2013).

Consumer Involvement in Purchase and use of Products/Services

Although there are diverse conceptions of involvement in the literature (Julka & Marsh 2000;
Garry & Polaschek, 2000; Park & Moon, 2003; Sclomon et al., 2006, Quester & Lim, 2003;
Alam, 2006 and Cialdini 2007; Aqueveque, 2006), Cialdin's own definition is relatively suited
modermn approach in decision theory and analytical. He defines involvement as “vanations in the
extent to which an individual is more or less motivated toward a specific piece of information,
product, or the like.” Solomon (2005) looks at involvement as a person’s perceived relevance of
the object based on their inherent needs, values, and interests.

Consumers experience involvement as cognitive perceptions of importance and interest
and affective feelings of arousal (Peter and Olson 2002). In high-involvement situations, the
ability to process is the necessary condition for active cognitive processing of persuasion
messages (Wormngton & Shim, 2000). Marketers who wish to influence this buying task must
help the consumer process the information as readily as possible. The Elaboration Likelihood
Model (ELM) indicates that several factors determine the ability to process detailed persuasion
messages on the first linked page from banner ads: “distraction,” “message comprehensibility,”
“issue familianty,” “approprniate schema,” etc. Therefore, if people are unable to process
persuasion information, they cannot start active message-related cognitive processing. In this
situation (high involvement but no ability fo process), as is true in the traditional ELM, people will
turn their attention to penpheral aspects of advertising messages such as an attractive source,
music, humer, visuals, etc (Conrey et al, 2005). Conversely, when people have the ability to
process, they start active and conscious cognitive processing or message-related cognitive
thinking.

Low involvement is associated with habitual buying and wvariety seeking buying.
Consumers have low motivation to process persuasion messages due to low personal
relevance and low need for cognition. Habitual buying behaviour occurs when involvement is
low and differences between brands are small (Greenspan, 2002). Consumers normally lack
strong attitude toward a brand but select it because it is familiar and hence they are likely not to
request more information (Quester & Lim, 2003). When consumers are not highly motivated to
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process further persuasion message content, they do not want to engage in message-related
thinking; rather they are more likely to focus on available penpheral cues.

Consumer Choice
Stream of literature indicate that business organizations work on daily basis trying fo find, get,
keep and grow customers with the aim of increasing or maintaining their market share (Foxall,
2003; kotler, 2012; Larsen et al, 2001). They therefore spend substantial financial proceeds on
advertising, promotion and public relations trying to communicate messages that make
customers view them or their products/ services favourably in the marketplace (Andrade &
Cohen J. 2007; Clement, 2007; Platt, & Veryzer, 2005). Research points out that it is this that
ultimately persuades consumers to pick their products to try or use them (Blijlevens et al, 2009).
Therefore poorly communicated products may not atiract consumers towards them. Literature
suggests that demand for products is often modelled as a function of product attnibutes (Fowdur
et al, 2009; Foxall, 2003). Clement (2007) reveal that distinct shape, colour, onentation,
contrast, and size are visual attributes of products that consumers pay attention to. Therefore,
knowledge of what visual attnbutes are perceived by consumers in a product can help
marketers persuasively communicate certain pre-specified meanings in a product. Also, the
meaning, the appearance of product attnbutes communications make, help consumers to
assess the product on functional, aesthetic, symbolic or ergonomic basis (Fowdur et al, 2009).
Chen and Paliwoda (2006) found that when a consumer is faced with two brands they
are more likely to make a quick decision with a brand they have had more expenence with or
know more about. The reasoning behind this is that consumers who are more familiar with a
brand will put less effort into evaluating other similar product brands. But, a typical market is
charactenzed by the presence of many different kinds of brands, so consumers have to make
their own judgments about the atinbutes of these brands before making a choice; thus if
communication is persuasive they tend to be drawn towards a given brand. Myung et al (2008)
argue that consumers face conflict of making a choice among various alternative brands in the
event available numbers are high. Also consumers may make different choices when faced with
same altematives. This is attrbuted to the fact that relative value they place on altermative
varies among individuals. Therefore consumers may be compelled to spend some time
evaluating the atinbutes of competing brands before they eventually make choice decisions.
Age and gender of consumers have recently become more and more important to
marketers. There is a tendency of consumers over 50 years having decreased tolerance of
ambiguity and are consistent with low cognitive-affective complexity (Sikkel, 2013). Results of a
survey conducted by Sikkel on brand relations and life course, determined that given future time
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perspective, relations between age and brand becomes stronger. Research has also
established gender differences in many areas including the perception of different behavior
determinants

Summary and Gaps

In review of literature, persuasion has been studied largely in social and behavioural studies
with marketing communications, particularly advertising widely evaluated and reported (Murphy,
2004; Jonas & Sine, 2009; Lin, 2006). All these studies are geared fowards understanding the
consumer much more to better predict their behaviour. On the flip side, there is a critical
indication in the business environment that consumers seem to behave contrary to expected
response posing more challenges to researchers and marketing communication practiioners.
This study contributes to knowledge on consumer behaviour that aims to help understand
consumers slightly better in the areas of persuasion and involvement in choice of products that
are routinely purchased.

Extant researches (Edward, 2010; Shrum et al. 2012; Shimp, 2002; Mourali et al., 2005;
Yap et al, 2013; Jonas & Sine, 2009, Petty, 2001, Murphy, 2004; Lin, 2006; Bell, 2007,
Campbell & Kirmani, 2000; kotler, 2012; Jenkins & Dragojevic, 2011) barely pay aftentions to
only single forms of persuasions at a time and their results suggesting that they may not
conclusively predict on their own relationships between vanables and/or room existed of other
influences. This created a gap in literature that this study attempts to explore, by focusing on
three forms of persuasion (self persuasion, subliminal persuasion and interpersonal persuasion)
at the same time.

Research has indeed exposed that family and peers are important sources of
interpersonal persuasion. Similary, self persuasion is viewed to occur within individual's
references of sccially acceptable constructs; hence an extension of interpersonal persuasion
may be envisaged. However, no attempt has been made to examine how they relate and their
statistical significance in determining consumer choice. Consequently, this study fully
investigates the comelation between forms of consumer persuasion (self persuasion, subliminal
persuasion and interpersonal persuasion) and involvement concept. It further looks at
comelation between consumer involvement and consumer choice by male and female. The
statistical significance of these relationships are critical hence are reasonably investigated.

Closer examinations of extant research reveal that a gap in literature between
persuasion and consumer choice by different gender for habitually purchased products has not
been bridged. The probability of making wrong assumptions is therefore inherent and the
eventual business implications to a marketer are glanng. It has yet been demonstrated that
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habitually purchased products that are distributed at relatively the same price have low
involvement level, an attnbuted of subliminal persuasion. This study found it interesting to use
daily newspapers to explore relationships that existed between different forms of persuasion
and consumer choice by different gender as literature points to violation of the basic premise of
persuasion onientation — positively influence purchase action.

RESEARCH METHODOLOGY

Research Design

This study adopted a cross sectional survey design, which is descriptive in nature. Normally the
entire population or a subset of it may be selected for investigation when a survey is conducted.
Since data was fo be collected only once, it was the ideal research design for the study and
also, by virtue of the fact that it can be employed to gather contemporary issues, which parthy
formed matter under investigation in this study. Survey research designs limit active intervention
by the researcher that may produce researcher bias (Cohen et al 2000; Shaughnessy, et. al,,
2011; Martyn, 2010). This was considered in choosing the research design, which made
generalization of the findings of this study possible.

Target Population

The study target population was daily newspaper readers with secondary school education and
above. According to census figures of 2009, nationally the proportion of the population with
secondary school education and above was 228% of the entire population, constituting
7,751,562 people (KNBS national report, 2013). This group was ideal for this study as it was
assumed to be literate enough to read a newspaper. This is because daily newspapers in Kenya
are written in English and Kiswahili, which are compulsory examinable languages at Kenya

secondary schools national examination.

Sampling Design and Procedure

This study used probability and non probability sampling technigues. First the counties were
picked through purposive sampling where only those with over 200,000 people with secondary
school education and above were considered. This approach led to only 13 out of 47 counties
selected. Simple random sampling, a probability sampling design, was used to pick the actual
respondents who completed the gquestionnaires. A sample of 384 respondents was obtained
proportionately based on 2009 census population figures (Krejcie et al_, 1970).

(+) (T
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Data Collection Instrument

A close ended questionnaire was used to collect data for this study. Pallant (2011) argues that
questionnaires are quite popular especially in cases involving surveys and big enquiries. The
key constructs of this study were measured by adoption of existing scales in literature that were
modified to suit the study. ltems on persuasion were adopted from, self persuasion (Pohlmann
et al., 2007), interpersonal persuasion (Pohlmann, 2006) and subliminal persuasion (Donald,
2010); while involvement items were adopted from Lee and Aaker (2004), and Tormala (2008).
All the four constructs were designed in a 7 point likert form with completely disagree assigned
1, strongly disagree 2, slightly disagree 3, neither agree nor disagree 4, slightly agree 5,
strongly agree & and completely agree 7.

Validity of the Instrument

The questionnaire was piloted in Trans Nzoia County to evaluate its competency. The “live” test
of the survey instrument was used to get feedback on appropriateness of the wording and clarity
of questions, to estimate the length of the survey and to trace any important issues that may
have been overlooked (lraossi, 2006; Elis, 2010; Maynng, 2014). Content validity was
demonstrated by use of research supervisors who reduced the list of questions that had been
formulated to those most appropriate for measunng the vanables under investigation {Pallant,
2011; Kothan, 2004).

Reliability of the Instrument

Intemal consistence of measures (reliability) is most often measured by Cronbach’s alpha
(Pallant, 2011; Bhattacherjee, 2012). The higher Cronbach’s alpha value is better, because it
implies the high infemal consistency of measurements. In this study the overall questionnaire
Cronbach Alpha coefficient was 0.87. This suggested good internal consistency reliability for the
instrument. Table 1 shows Cronbach Alpha coefficients of individual vanables in the

questionnaire.

Table 1: Reliability of Constructs

Variable Cronbach’s Alpha Cronbach's Alpha Value  Number of ltems
Value of all items after deleted items

Self Persuasion 752 752 8

Interpersonal Persuasion 830 B30 5

Subliminal Persuasion 838 838 10

Involvement* 686 822 16

Consumer Choice 823 823 8

* yvariable included deleted item (Question No.7 item | is deleted and No.11 item P )

[@Nolel
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Analytical Approach

A range of multivanate analysis assumptions were undertaken. Assumption for nomality was
checked to ensure all variables were normally distnbuted. Kurtosis and skewness of vanables
was examined. Goodness of fit was also investigated.

Bivanate comelational analyses were conducted in order to assess the strength and
direction of the relationship between vanables. To test the veracity of hypothesized relationship
inferential statistics were used, specifically multiple linear regression analysis to determine
statistical significance of theonzed models. Data was tested using Statistical Package for Social
Scientists (SP55) version 17.0 then conclusions drawn and generalizations made.

Testing Assumptions of Multivariate Analyses
Statistical assumptions of multivanate analyses and statistical test were checked to ensure none
of them were violated. This was conducted using the numerical approach (Park, 2008). All
variables were checked for normality by first comparing the onginal means statistic and 5%
timmed means statistic of vanables in the study to investigate if extreme values had a strong
influence on the means (Frost, 2011). A big difference in the means necessitated further
investigation of vanables to check their distnbution. After comparing the onginal means and 5%
timmed means of the vanables, the results of the Kolmogorov-Smimov statistic was checked.
Vanable with values > 0.05 suggest a viclation of assumption of nommality. Skewness and
kurtosis of variables were checked by computing £ scores (l.e. Zswewmess = Skewness Statistic /
Standard Error and Zywees = Kurtosis Statistic / Standard Emor) (Ghasemi, et al, 2012,
Tabachnick et al., 2007 & Kline, 2005). Absolute £ score values greater than 1.96 at p < 0.05
were significant (Ghasemi, et al., 2012} and indicated substantial departure from nomality and
were therefore considered non normmal. Mon-normal variables were transformed using both
square root and logarthmic functions. An inspection of the degree skewness and kurtosis of the
transformed variables to determine whether there was improvement was carried out.
Multicollineanty test was necessary fo rid the model to be regressed of redundant
information not needed for analysis (Tabachnick et al., 2007). Therefore this study investigated
the presence of multicollineanty. This was done by assessing the Vanance Inflation Factor (VIF)
for the independent vanables in the regression medels once the regression had been run. Most
commonly recommended maximum acceptable level is a value of 10 (Hair, et al., 1995), but
other scholars like Rogerson (2001) recommends maximum VIF value of 5, while Pan et al
(2008) recommends maximum VIF value of 4. Since the higher the VIF index the higher the
variance in the estimated parameter, this study considered a VIF value of 4 as the maximum
acceptable level. VIF values greater than 4 indicated significant multicollinearity.
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Inferential Analysis

The two hypotheses were tested using multiple linear regression analysis. It is commen for
consumer behaviour study researchers and marketing scholars to adopt this approach in data
analysis (Kupor et al, 2014; Sadasivan et al, 2011; Hanzaee et al., 2011; Schriit, 2001;
Tomala & Clarkson, 2007; Koller et al_, 2013). Therefore regression analysis was adopted for
the study as it has been used before for similar studies (behavioural) and yielded credible
results. Furthermore, research scholars have argued that there exsts a thin line between ordinal
and interval data, and indeed the margin between them is very hazy. This gives broader
latitude of usage of linear regression in research that would otherwise be referred to as
qualitative. The theoretical multiple regression model for the study took the form below:

CoCh = Bo+ B:SfP + BzIPP + BaSubP + &

Where; CoCh — Consumer choice, SfP — Self Persuasion, IPP — Interpersonal Persuasion,
SubP — Subliminal Persuasion, Po— the intercept, (B, B2, Bs,) — Estimated parameters and € —
the emor term.

ANALYSIS AND DISCUSSION OF FINDINGS

Descriptive statistics

Gender in Relation with Daily Newspapers Furchased and Read

The study sought to investigate the different genders and the preferred brand of daily
newspaper they purchased and read. Table 2 shows the findings.

Table 2: Gender in Relation to Daily Newspapers Purchased and Read

Gender Daily Nation The Standard Star Taifa Leo Totals
Male 145 a7 18 11 27
Female o 34 3 3 110

Table 2 shows that 53% of the male respondents purchase and read Daily Mation newspaper,
36% The Standard, 7% The Star and 4% Taifa Leo. On the female side, 63% purchase and
read Daily Nation, 31% The Standard, 3% The Star and 3% Taffa Leo. This implies that as
much as Daily Mation is purchased and read more by the two genders, it is more popular with
female (63%) than male (53%) readers.

The study also investigated the different genders and whether they purchase and read
more than one daily newspaper. Table 3 shows the findings.
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Table 3: Gender in Relation to Number Purchase and Readership Behaviour

Gender One daily newspaper only More than one daily newspaper Totals
Male 168 103 27
Female G4 26 110

While 63% of the male respondents purchase and read only one dally newspaper, 38%
purchased and read more than one paper. On the other had 76% of the females purchased and
read only one paper, while 24% purchased and read more than one paper. This implies that
more male are likely to purchase and read more than one paper compared to female. Also it
may suggest that female readers are more loyal to their brands than male are, hence sticking to
only one daily newspaper.

Interpersonal Persuasion Descriptive

The concept of community has always been important to society; it is connected to the notion of
a shared space, feelings of belonging, and the need for intimate inter-relationships and hence
has remained a preponderant interpersonal source of pre-purchase information (Scaraboto et
al., 2012; Mourali et al., 2005; Yap et al., 2013). According to Chattalas & Harper (2007), human
beings present a desire to belong to a group with whom they can identify and share feelings,
beliefs, and commen interests, hence influence one ancther interpersonally. Interpersonal
persuasion occurs when two or a few people interact in a way that involves verbal and
nonverbal behaviours. It is interactive and results into one party influencing the other in some
way. It occurs with each party constantly aware of the other and involves constant adaptation
and adjustment. This study sought to investigate this influence on choice of newspaper readers
purchase and gender difference response distribution is shown in Table 4.

Table 4: Gender Relationship with Interperscnal Persuasion

Group Male Mean Female Mean Total Mean
Family Influence 3.36 4 37 365
Friends Influence 3.38 3.84 3.51
Workmate Influence 3.56 3.38 3.69
Peers Influence 358 373 362
Vendors Influence 2493 3.30 3.04

On average the respondents seem neither agreed nor disagreed that family, friends, workmate
and peers with means 3.65, 3.51, 3.69 and 3.62 respectively, influence the choice of daily
newspaper they purchase. They slightly disagreed that vendors influenced the choice of daily
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newspaper they purchase. This suggests that readers are not sure of the influence from family,
friends, workmates and peers on purchases of some products like daily newspaper.

In terms of gender, the male specifically neither agreed nor disagreed that the workmates or
peers influenced the choice of newspaper to purchase while for the female, it was family, friends

and peers.

Self Persuasion Descriptive

Literature indicates that self-persuasion can occur either through role-playing (i.e. when
arguments are generated to convince another person) or, more directly, through trying to
convince oneself (i.e. when arguments are generated with oneself as the target) (Brinol et al,
2012). Also the degree of self persuasion depends on the way the individual becomes involved
in the arguments they generate by elaborating them and reacts to them by either reinforcing,
agreeing, distorting, deregating or rejecting them. Therefore this study evaluated the concept of
self-persuasion because it generates more powerful and long lasting changes (Sharma, 2015).
Table 5 shows the results summary.

Table 5: Self Persuasion Results Summary

Female Owerall

Question Male Mean Mean Mean
I have compared different daily newspapers brands in the 5.08 481 494
market

I uzually pay attention to adveris for the daily newspaper 478 495 456
brands

I usually take note of new daily newspapers coming to the 497 407 417
markeat

I know the price of all the daily newspapers in the market 3.7 3.70 370
I can recall almost all existing daily newspaper from 413 408 409
MEmaory

I can recognize all daily newspapers at point of sell 458 447 452
! consider myself knowledgeable on daily newspaper s07 454 476
izzues

| use. my kn.medge on daily newspapers to werfy 237 243 4.40
advertizing claims about newspapers

I would be willing to pay more if the price of the daily 457 415 496

newspaper | usually buy goes up

The findings reveal that male compare different daily newspapers in the market than female.
They also consider themselves (male) more knowledgeable on daily newspaper issues. On the
other hand female pay more attention to adverts for daily newspaper brands than male.

DN
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Regardless of the few dailies in the market both genders seem not to know prices of all daily
Newspapers.

Subliminal Persuasion descriptive

The study investigated subliminal persuasion since it is thought o influence individuals thinking,
feelings or behaviour below the threshold of awareness. It is the belief that subliminal
messages sent on a frequent, routine basis will influence preferences and behaviour of people
(Edward, 2010). This study scught to investigate consumers’ perceptions on persuasive
messages with attributes of subliminal persuasion considered. The findings are presented in
Table 6.

Table 6: Subliminal Persuasion Result Summary

Male Mean Female Mean Overall Mean
Emaotional 4 06 425 416
Interesting 5.76 5.94 585
Funiny 212 .49 5.30
Influential 543 5.72 557
Informative 6.07 617 6.12
Reliable 5.90 6.02 5.96
Easy to recall 553 L.B4 5.68
pleasant 5.63 5.94 5.79
Exciting 5.76 .09 592

The findings indicated that informative messages are liked more by both genders. Chen et al.
(2011) and Johnson et al. (2012) argue that expansion of information helps consumers in
identifying the best product, hence informative communication may be more persuasive. Female
consumers are likely fo process mere of a pnmary message their male counterparts hence they
may seek more information than male before making a dedsion on an advert or promotion. This
indicates that as much as adverts that are embedded with informative subliminal messages
persuade daily newspaper readers, it may cccur mere in female newspaper readers than male.

Readers Involvement in Choice Descriptive
A consumer has a role in decision making and researchers of consumer behaviour held the
view that involvement is a moderating vanable in decision making process of buying (Kinard &
Capella; 2006). Lin and Shuo (2006) argue that the level of involvement may also affect
information processing. The study therefore investigated readers’ invelvement in the choice of
daily newspapers. Table 7 shows the findings.
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Table 7: Gender Relationship with Consumer Involvement

a . Male Female  Owerall
uestion Mean Mean Mean
| persistently buy the same daily newspaper brand 495 479 4 87
| like having my daily newspaper 523 530 5.26
Being without my daily newspaper makes me unhappy 4.09 382 3.96
| do not mind spending money on my daily newspaper 513 445 479
| do not budget for the daily newspaper | buy 4.44 396 420
| would find it very difficult to stop reading my daily newspaper 479 4 56 4 68
| think there is little to choose between different brands of daily 400 377 300
Newspapers
| I ther dail brands wh hasi

can remember other daily newspaper brands when purchasing my 491 4589 4.90
preferred brand
At place of . purchase, | can visually detect my preferred daily 583 =79 5 81
newspaper without much effort
| usually spend some time and effort deciding which daily newspaper 101 2 as 293
to buy
| usually consider many factors before purchasing daily newspaper 410 405 4.07
| buy any daily newspaper brand | find on the market 252 248 250
| rationalize a lot before choosing a daily newspaper | purchase 351 3.35 343
| always buy my daily newspaper from the same outlet 364 344 354
When | purchase my prefered newspaper brand, | do not pay
attention to the other brands 357 343 350
| do not track expenditure on daily newspaper | buy in any systematic 448 402 495

wWay.

The findings show that both genders like having their daily newspapers, can visually detect their
preferrad daily newspapers without much effort and do not buy any daily newspaper they find on
the market. Male were not sure if they rationalized a lot before choosing a daily newspaper they
purchase but female slightly disagreed that they rationalized a lot before choosing a daily
newspaper they purchase. The difference between the two genders seemed small in their
involvement in the choice of daily newspapers they buy.

Consumer Choice Descriptive

Product attibutes play a cntical role both to the marketer and consumer. Marketers rely on their
products atinbutes to set their brands apart from competition while customers use them to
evaluate product benefits they seek by purchasing a product (Akpoyomare et al., 2012; Caswell
etal, 2002; Arunachalam et al. 2009). The attributes are also used to work out optimum level of
that balance-customer- value- expectation as beacon for resource allocation, costing and pricing
decisions (Travisi & Nijkamp, 2008).
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With an increase in the number of daily newspapers on the market, consumers are exposed to
greater choice possibiliies than before. There is a likelihood that consumers will be able o get
their ideal or near ideal newspapers in the choice set and also it may satisfy needs of
consumers with variety seeking tendencies (Broniarczyk, 2008). The increased assoriment
available may thus bring unprecedented breadth to pick from introducing challenges to choice
decisions (Markus & Schwartz, 2010; Macdenald & Sharp, 2000; Moser et al., 2011; Chamhuri
& Batt, 2013). This study therefore looked at how specific attnbutes influence the purchase of
daily newspapers made by readers. Table 8 shows response distribution.

Table 8: Attnbutes Influencing Choice of Daily Newspapers — Male Only

Daily Newspaper Attributes  ~_ Percentages Distribution
Price of newspaper 14.0 266 170 85 133 89 11.8
Mewspaper layout T.7 8.1 133 181 14.4 17.0 214
Size of newspaper T0 55 18.8 96 125 236 229
Colour of newspaper 89 6.3 89 118 210 236 196
Content in the newspaper 10.7 15.1 5.3 85 11.4 232 255
Diversity! Variety 10.3 3.4 15.5 103 114 12.2 89
Font used 7T 13.7 177 144 129 18.1 155
Availability of newspaper 19.9 14.0 18.1 196 129 85 7.0

Colour of newspaper, content in the newspaper, and size of newspaper were the attnbutes that
most influence purchase of daily newspaper by male readers. Price and availability were
attnbutes that least influenced purchase of daily newspapers by male readers.

Table 9: Attnbutes Influencing Choice of Daily Newspapers — Female Cnly

Daily Hewspaper Attributes Percentages Distribution

Price of newspaper 191 282 16.4 82 12.7 55 10.0
Mewspaper layout 82 7.3 10.0 209 155 209 17.3
Size of newspaper 9.1 3.6 255 10.0 55 218 245
Colour of newspaper 11.8 8.2 10.0 7.3 191 273 16.4
Content in the newspaper T3 18.2 T3 73 11.8 30.0 18.2
Diversity! Variety 9.1 236 17.3 145 109 14.5 10.0
Font used 55 15.5 155 155 245 12.7 109
Availability of newspaper 16.4 218 14.5 17.3 91 11.8 9.1

Colour of newspaper, content in the newspaper and newspaper layout were the most desired
attnbute for female daily newspaper readers. Price of newspaper and availability of newspaper
were the attributes that least influenced purchase of daily newspapers.

(r) (D]
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Inferential Statistics

Normality Assumption Tests

To assess nomality of varables first the onginal means statistic and 5% timmed means
statistic of variables in the study were compared to investigate if extreme values had a strong
influence on the means. It was revealed that there were no much differences between the
means as shown in Table 9. Therefore extreme values influence on the onginal means of
variables was minimal {Frost, 2011).

Table 10: Varable Oniginal Means and 5% Trnmmed Mean Comparison

Original Mean 5% Trimmed Mean Difference
Self Persuasion 4.4593 44723 -0.013
Interpersonal Persuasion 3.50359 34519 0.os2
Subliminal Persuasion 0.3363 0.3315 0.0048
Consumer Involvement 2.089 20734 -0.0044
Consumer Choice 2.1629 21702 -0.0073

After companng the onginal means and 5% tnmmed means of the vanables, the results of the
Kolmogorov-Smimov  statistic was checked. For all the five vanables, value = 0.05 were
registered, suggesting a violation of assumption of normality. This prompted further
investigations by assessing skewness and kurtosis.

Skewness and kurtosis values for the variables were checked and all the variables (self
persuasion -0.100, subliminal persuasion 0.114, consumer involvement -0.145 and consumer
choice -0.165) were negatively skewed with exception of interpersonal persuasion (0.210) that
was positively skewed. Further investigations were preferred that involved inspection of the
shape of the distribution using histograms and normal (-0 plots.

Kurtosis value for consumer choice was positive (0.764) while the other vanables
registered negative values (self persuasion -0.360, interpersonal persuasion -0.847, Subliminal
persuasion -0.287 and consumer involvement -0.026). Since all the kurtosis values were less
than 0 except consumer choice, it suggested that the distribution was relatively flat, but the nsk
of underestimation of vanance was reduced as the sample size was more than 200 (Tabachnick
& Fidell, 2007; Byme 2001; Frost, 2011;).

Further investigation involved computing Z scores for skewness and kurtosis. The
computed results revealed that self persuasion (|Zsiewness| = |- 0.800] < 1.96) and interpersonal
persuasion (|Zswwess| = | 1.680] < 1.96) and were normal. However, the Z score values for
subliminal persuasion (|Zskewn=esl = |- 10.608] = 1.96), consumer involvement (|Zmewness] = |-
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11.136] = 1.98), and consumer choice (|Zskewnzss| = [2.400] = 1.96) viclated normality as their |£
score| of skewness were above 1.96. The 7 score of kurtosis for interpersonal persuasion
(| Zwuress] = | 3.402] = 1.96), subliminal persuasion (|Zsuress| = |- 10.606] = 1.96) and consumer
involvermnent (|Zuwmss| = - 7.510] > 1.96) also moved away from normality. The results of
skewness statistic (Zexewnee=) and kurtosis statistic (Zustess) values for vanables are shown in
Table 11.

Table 11: Mormality Distnbution for Vanables before Transformation

Skewness Kurtosis
Variable Statistic ~ SE Stast';t":'r Statistic ~ SE Sta;;t'd
Self Persuasion [SfP) -0.100 0.125 -0.800 -0.380 0.249 -1.448
Interpersonal Persuasion (IPP) 0.210 0.125 1.680 -0.847 0.249 -3.402
Subliminal Persuasion (SubP) -1.328 0.125 -10.608 2.641 0.249 10,606
Consumer Involvement (Clnv) -1.392 0.125 -11.136 1.870 0.249 7.510
Consumer Choice (ConCh) -0.300 0.125 -2.400 0.257 0.249 1.032

From Table 11 three vanables (subliminal persuasion, consumer involvement and consumer
choice) showed values that departed from normality. They were therefore transformed to
minimize the skewness and kurtosis in their distributions.

Subliminal persuasion was transformed using reflection and loganthm method. The
formula LG10 (K - old varmable) was applied, where K = largest possible number + 1
(Tabachnick & Fidell, 2007). The result substantially improved the distribution's skewness
statistic (|Zsewness] = H0.916] < 1.96). Also visual inspection of the histograms and Q-Q plots
showed improvement in the distnbution. Consumer involvement also transformed using
reflection and loganthm method. The result significantly improved skewness stafistic to
(| Zskewnessl = 1.160] < 1.96). Consumer choice was transformed using square root method,
where the formula applied was new vanmable = Square root (old Varable). The new value
improved the distribution’s skewness (| Zskewnes=| = [1.320] < 1.96) further.

The computation of the three transformed vaniable improved the absolute 7 score for
skewness as they were less than 1.96. It also improved kurtosis Z score for subliminal
persuasion ([Zumssl = |- 1.153] < 1.96) and consumer involvement ([Zwuneeel = |- 1.044] < 1.96)
which had departed from nomality. The skewness and kurtosis value after transformation
reported in Table 12 indicate that the assumption of nomal distribution of the data is not
violated.
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Table 12: Mormality distribution for varnables after Transformation

Skewness Kurtosis
Vanable Statistic ~ SE Sta;;w Statistic ~ SE Eta;;t'd
Self Persuasion (SfP) -0.100 0.125 -0.800 -0_360 0249 -1.446
Interpersonal Persuasion (IPP) 0210 0.125 1.680 -0.847 0249 -3.402
Subliminal Persuasion (SubP) 0.114 0.125 0912 -0_287 0249 -1.153
Consumer Involvement (Colnv) -0.145 0.125 -1.160 0.260 D.249 -1.044
Consumer Choice (CoCh) -0.165 0.125 -1.320 0.764 0249 3.068

The relationships between variables were investigated using Pearson product moment
comrelation coefficient. Preliminary analysis were undertaken to ensure no violation of the
assumptions of normality, lineanty and homoscedasticity existed. The results revealed that all
variables were positively comelated. There was a strong positive comelation between self
persuasion and consumer involvement (r = 0.81, p < .001). The findings support the theory of
consumer choice and imply that marketers should be keen on how consumers’ process
information relayed to them. They may alter it to fit with their self concept and subsequently act
based on these evaluations.

Moderate relations existed between consumer involvement and consumer choice (r =
0.37, p < .001), and subliminal persuasion and consumer involvement (r = 0.35, p < .001). Small
relationship existed between subliminal persuasion and consumer choice (r = 0.122, p < .005),
Self persuasion and subliminal persuasion (r = 0.25, p < .001), and self persuasion and
consumer choice (r =024, p < .001). Results using all five vanables in this study are presented
in Table 29.

Hypothesis Testing

Outcomes of Gender Difference Models on the Relationship between Persuasion and
Consumer Involvement

The third hypothesis stating that, there is a significant difference between relationships of
different forms of persuasion and consumer involvement in the choice of daily newspapers
readers among different genders in selected counties in Kenya, was tested using regression
analysis with consumer involvement as the treatment factor. The procedure of analysis is
descnbed below.

First comelation between varnables among the different genders was established. The
investigation of both male and female genders revealed a strong relationship existed between
self persuasion and consumer involvement i.e. male (r= 0.81, p < .001) and female (r=0.82, p
< 001). Moderate relation existed between consumer involvement and consumer choice for
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both gender i.e. male (r = 0.38, p < .001) and female (r = 0.32, p < .001), and consumer
involvement and subliminal persuasion i.e. male (r = 0.36, p < .001) and female (r=0.30, p <
001). The relationship between self persuasion and interpersonal persuasion was not
significant. The entire results involving all five vanables used are presented in Table 13.

Table 13: Pearson Product-moment Correlations between Vanables among Gender

Gender ‘Variables 1 2 3 4 5
-1 .C onsumer Choice (CoCh_Sqrt) l _ . I . I
2 .C onsumer Involvement (Colnv_Rlog) l a7e” _
malke 3  Subliminal Persuasion (SubP_Rlog) 080 264 _
4 Interpersonal Persuasion (IPP) -.008 075 025 _
5 Self Perzuasion (SfP) 2427 B13" 278" D48 _
1 Consumer Choice (CoCh_Sqgrt) _
2 .Cunsu mer Invalvement (Colnv_Rlog) ' 37 . _
female 3 Subliminal Persuasion (SubP_Rlog) - 207 2997 . _
4 Interpersonal Persuasion (IPP) 012 -ofro -0z
5 Self Persuasion (SfP) 89 B22" 173 -.038

Correlation is significant at the ** 0.01 level {2-tailed) and *0.01 level (2-tailed).

After correlation of vanable was done independently for each gender, gocdness of fit was
assessed to determine how much varance predictors were able to ascertain using both male
and female models. The results are shown in Table 14. The assessment of the models revealed
that the predictor vanables (Self persuasion, interpersonal persuasion and subliminal
persuasion) accounted for 68.3% of the vanance (R? = 0.683) in males, and 70.2% of variance
(R? =0.702) in females.

Table 14: Vanance in Consumer Involvement among Gender (Model Summary)

Gender Model R R Square Adjusted R Square 5td. Error of the Estimate

Male 3 B26* 683 B79 230123
Female 3 838 702 694 1.75249

The results are consistent with the unified model's outcome; though they seem to show stronger
relationships among the individual genders than with the unified model. This pattern reflects
persuasion and involvement relationships that are found in extant literature.

An assessment of the significance of the gender models by examining the F — ratio as
presented by Model 3 showed that the prediction models were statistically significant with F 3257
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= 191.458, p < 0.001 for males and F z1s = 83.259, p < 0.001 for females. The models were
therefore a significant fit to the data (Table 15).

Table 15: Significance of the Consumer Involvement Model by Gender (ANOWVA)

Gender Model Sum of Squares df Mean Squares F Sig.
Male 3 Regression 3041687 3 1013.896 191458 000
Residual 1413.942 267 5296
Total 4455 629 270
Female 3 Regression 767113 3 255704  B3259 000
Residual 325548 106 3071 '
Total 1092.661 109

A determination of the significance of the three predictor variables in the model was carried out
Results as presented by Model 3 in Table 16 suggest that SubP _Rlog, and SfP were
statistically significant in the model for both genders with SubP_RLog (p = 2.483, p < 0.001) anc
SfP (f = 1.811, p < 0.001) for male, and SubP_RlLog (f = 2402, p < 0.001) and SfP (B = 1.519
p < 0.001) for female. The VIF ratio for each of the three vanables was less than 4 suggesting
absence of multicollineanty (Pan et al., 2008). The regression coefficients of IPP did not react
statistical significance in both genders with a p —value = 0.310, p = 0.05 for male and 0477, p >
0.05 for female, an attnbution to the fact that daily newspapers are habitually purchased anc
therefore the choice of paper to buy and read does not involve the reader searching fo

information as prescribed by consumer decision making process.

Table 16: Significance of Persuasion Relationship with Consumer Involvement Coefficients in
the Model among Gender (Coefficients)

5 © Unstandardized Standardized Collinearity
2 § Co-el’_ﬁcients. _ Coefficients Statisli_cs
o = B  Std. Ermor Beta t Sig. Tolerance  VIF
' (Constant) 3100 454 ' 6826 000 '

s 1.811 084 770 2143 000 921  1.086
® SubP_Rlog 2.B43 587 149 4139 000 923  1.084
2 IPP 090 088 035 1.017 310 998  1.002

(Constant)  5.257 623 8437 .000

S 1519 103 792 14711 000D 969  1.032
% SubP_Rlog  2.402 802 161 2994 003 970 1.031
3 PP -074 104 -038  -714 477 999 1.001
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The prediction equations for both genders as presented below based on the unstandardized
coeflicients was statistically significant, F 2267 = 191458, p < 0.001 for males and F 315 =
83259, p < 0.001 for females and accounted for approximately 68.3% of the vanance of
Colnv_RLog (R? = 0.683, Adjusted R? = 0.679) in male’s model and approximately 70.2% of the
variance of Colnv_Rlog (R? = 0.702, Adjusted R* = 0.694) in female’s model. Figures 1 and 2
presents male and female level relationships of all the vanables tested in Model 3, but still in the
two gender models theonzed in Model 3 testing, Colnv_Rlog was predicted by SfP and
SubP_RLog.

Colnv_ RLog =3.100 + 1.811SfP + 2.8435ubP_Rlog {male Eq-3)
Colnv_RlLog =5257 + 15195fF + 2.4025ubP_Rlog {female Eq -4)

Figure 1: Persuasion and Consumer Involvement Level relationships — Male only

Self Persuasion 1811, p=0.001
Interpersonal 0.310,p > 0.05 »  Consumer
Persuasion i Involvement
Subliminal
Persuasion 2.843, p = 0001

Figure 2: Persuasion and Consumer Involvement Level relationships — Female only

Self Persuasion 1519 p=0.001
Interpersonal 0477, p > 0.05 »  Consumer
Persuasion i Involvement
Subliminal
Persuasion 0402 p= 0001
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The findings show that there is a negative comelation between interpersonal persuasion,
subliminal persuasion and self persuasion; and consumer involvement among female, while
positive correlation existed for the same vanables with consumer involvement among males.
This may need further investigafion to establish the reason behind. Also, in this study, self
persuasion and subliminal persuasion have been confimed to predict consumer involvement,
while interpersonal persuasion was not significant in both genders. The models for both genders
accounted for 68.3% of varnance in (R? = 0.682) males and 70.2% of variance in (R? = 0.702)
females which is generally large.

Therefore, the hypothesis stated; there is a significant difference between refationships
of different forms of persuasion and consumer involvement in the choice of daily newspapers by
readers of different gender in Kenya, was supported.

Outcomes of Gender Difference Models on the Relationship between Consumer
Involvement and Consumer Choice
The fourth hypothesis stated as; there is no significant difference between relationships of
consumer involvement and consumer choice among different genders of newspaper readers in
selected counties in Kenya, was tested using regression analysis and consumer choice as the
treatment factor. The two vanables were transformed and Model 4 theorized as follows:
CoCh_Sqrt = fo+ B1Colnv_RlLog + & (male Eg-5)
CoCh_Sqrt = Bo + BiColnv_Rlog +& (female Eq - 6)
Where; - CoCh_Sqrt - consumer choice, Colnv_Rlog — Consumer Involvement, (Bo, B1) —
Estimated parameters and & - the eror term

The goodness of fit was assessed to determine how much variance of consumer choice
is determined by predictor (Colnv_RlLog). The findings of assessment of goodness of fit indicate
that model 4 accounted for 14.1% vanance (R? = 0.141) for males and 10.1% vanance (R? =
0.101) for female. The outcome is presented in Table 17.

Table 17: Variance in Consumer Choice among Gender (Model Summary)

Gender Model R R Square Adjusted R Square Std. Error of the Estimate
Male 4 37e=s 141 32 12808
Female 4 3 01 09z 4541

The low R? values for both genders are consistent with the unified model that suggest that
newspaper readers do not put in a lot of effort in choosing a daily to purchase and read.
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Table 18 shows the results of assessment of F - ratio that followed after determining goodness
of fit. The results as presented by the final Model 4 show that the prediction model was
statistically significant with F 1250 = 44 322, p < 0.001 for males and F1,10e = 12.105, p < 0.001 for
females. The models were therefore a significant fit to the data.

Table 18: Significance of the Consumer Choice Model among Gender (ANOWVA)

Gender Maodel Sum of Squares  df Mean Sguare F 5ig.

Male 4 Regression 727 1 727 ‘44322 000
Residual  4.413 269 D018 ' '
Total 2.140 270

Female 4 Regression 256 1 256 12.105 001
Residual 2.283 108 o
Total 2.539 109

A determination of the significance of the predictor vanable in the model was conducted and
results as presented by the Model 4 in Table 19 suggest that consumer involvement was
statistically significant in the models with Colnv_RlLog (B = 0.13, p < 0.001) among male and (p
=0.15, p = 0.001) among female. The VIF ratio for consumer involvement vanable was less
than 4 suggesting absence of multicollinearty (Fan et al., 2008).

Table 19: Significance of Consumer Choice Relationship with Consumer Involvement
Coefficients in the Model among Gender (Coefficients)

_ — Unstandardized  Standardized Collinearity

& 'g Coefficients Coefficients Statistics

(“’;" = B Sid. Ermor Beta t Sig. Tolerance  VIF
@ 4  (Constant) _1.???_ 022 _ .51 459 _ .ooa _ _

g Colnv_RLeg .013 Joo2 AT6 6657 .0OO 1.000 1.000
3 4 (Constant) 1777 053 33513 000

i o Colnv_RLeg .015 004 317 3479 001 1.000 1.000

The prediction equation as presented below based on the unstandardized coefficients was
statistically significant, with F 1250 = 44.322, p < 0,001 for males accounting for 14.1% of
variance of CoCh_Sqrt (R* = 0.141, Adjusted R* = 0.132) and Fyes = 12.105, p < 0.001 for
females accounted for 10.1% of vanance of CoCh _Sgrt (R? = 0.101, Adjusted R* = 0.092).
Figures 3 and 4 show relationships in the male and female models respectively.
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CoCh_Sqrt = 1.777 + 0.013 Colnv_RLog (male Eq - 5)
CoCh_Sqrt = 1.775 + 0.015 Colnv_RLog (female Eq—6)

Figure 3: Relationship between Consumer Involvement and Choice — Male only

Consumer 0013 p <0001
Involvement

¥

Consumer Choice

Figure 4: Relationship between Consumer Involvement and Choice — Female only

Consumer 0015 p = 0001
Involvement

h

Consumer Choice

The outcome revealed that there is a weak positive correlation between consumer involvement
and consumer choice for both genders. Also consumer involvement contribution to the vanance
for both genders was small. This may be because habitual purchasing may not attain more
elaboration hence involvement predicting small level of variance in consumer choice (Cheng et
al., 2013; Radder & Huang, 2008; Johnson et al., 2012). Therefore hypothesis stated as; there
is no significant difference between relationships of consumer involvement and consumer
choice befween male and female daily newspaper readers in Kenya was supported. The
summary of hypotheses testing are presented in Table 20.

Table 20: Summary of Hypotheses Testing

HNo Hypothesis Findings
Ha There is a significant difference between relationships of different forms Supported
of persuasion and consumer involvement in the choice of daily
newspapers by readers of different gender in Kenya
Hz There is no significant difference between relationshipz of consumer Supported
involvement and consumer choice between male and female daily
newspaper readers in Kenya

SUMMARY OF THE FINDINGS

The purpose of this study was to investigate the relationship between different forms of
persuasion and consumer choice by newspapers readers of different gender. As such,
relationship between forms of persuasion and consumer involvement was conducted for
different genders i.e. males and females. Then relationship between consumer involvement
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and choice investigated, ascertained and documentaed. The descriptive statistics incidentally
revealed that as much as Daily Nation is purchased and read more by the two genders, it is
more popular with female (63%) readers than male (53%). Also the survey results show that
more males are likely to purchase and read more than one paper compared to females.
Monetheless, this may also suggest that female readers are more loyal to their brands than
male are, hence sticking to only one daily newspaper. Self persuasion and subliminal
persuasion were confirmed to predict consumer involvement, while interpersonal persuasion
was not significant in both genders. Further, the models for both genders were able to account
for 68.3% of vanance in (R? = 0.683) males and 70.2% of varance in (R% = 0.702) females
which is generally large.

Investigation also aimed at determining the relationship between consumer involvement
and consumer choice among different gender of newspaper readers. The findings indicate that
53% of the male respondents purchase and read Daily Nation newspaper, 36% The Standard,
T% The Star and 4% Taifa Leo. On the female side, 63% purchase and read Daily Nation, 31%
The Standard, 3% The Star and 3% Taifa Leo. A clearer picture emerges indicative of Daily
Mation being more popular among female (63%) readers than male (53%) readers. The
inferential analysis outcome revealed that there is a weak positive comelation between
consumer involvement and consumer choice for both genders. Also consumer involvement
contribution to the vanance for both genders was small, though the results of the prediction
model was statistically significant with F 1265 = 44 322, p < 0.001 for males and Fy10e = 12105, p
= 0.001 for females accounting for 10.1% variance of consumer choice (R2= 0.101, Adjusted R®
= 0.092), whereas F 25, = 44.322 p < 0.001 for males accounted for 14.1% of varance (R =
0.141, Adjusted R? = 0.132). This may be because habitual purchasing may not attain much

elaboration hence involvement predicting small variance in consumer choice.

CONCLUSIONS
The rate of persuasion is not likely to decrease in the near future. As a result, consumers are
likely to become even more discerning when making choices in the marketplace. Thus, the key
to survival of print newspapers in the long run is how well they understand relationships that
exist between persuasion efforts they make and choices made by newspaper readers of
different gender, and use this information to strategically design persuasion approaches that
would elicit desired outcomes.

Survey findings revealed that more male (71%) buy and read daily newspapers than
their female (29%) counterparts, and daily newspaper are bought and read mostly by people
within the age range of 35-49 years. The small percentage of respondents aged between 18 -
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24 years may be associated with their low financial resources compared to those in other age
groups and therefore a small number may purchase newspapers. It is possible that this group
may also be accessing the daily newspaper electronically via the intermet rather than in print
form. Also, newspaper readers do pay attention to different brands of daily newspapers in the
market. It is therefore likely that a new daily newspaper put on the market may attract readers to
try it.

Consumer involvement has a weak relationship with consumer choice for the case of
daily newspapers in both genders. It was noticed from the findings that readers easily pick out
the daily newspaper brands they purchase and read, an indication that they may be
differentiated enough. They also prefer specific brands and habitually purchase daily
newspapers. This is in line with Okeke's (2013) argument that low involvement consumers
perceive little differences between brands in a product class and easily pick out their choices in
the marketplace.

Consumer involvement is influenced by self persuasion and subliminal persuasion in
both male and female newspaper readers. On the other hand, interpersenal persuasion was not
significant hence does not influence consumer involvement. This could be because privately
consumed necessities, which are neither observable nor exclusive and consumed out of public
view, are not socially appealing and not likely to be influenced by peers. Also, daily newspapers
are habitually purchase hence little or no influence may be envisaged from friends, peers, family
members or workmates among other interpersonal persuasion sources. There is an indication
that the daily newspapers are low involvement products. Therefore as involvement decreases,
consumers have litle motivation to comprehend and elaborate on messages salient to a
purchase. This may result in little depth of information processing, decreased arousal and less
extended decision making.

RECOMMENDATIONS

The study findings revealed that content in the newspaper ranks first as the most favoured
attnbute that influences choice of daily newspaper by male and female readers. It was followed
by a closely related attnbute, vanety of content. To avoid shooting in the dark, this study
recommends that daly newspapers publishers research more on their customers and/or
potential customers to understand content that appeal more to them, then strategically infuse
this in their dailies to gain a competitive edge. It is important that they (newspaper publishers)
continually market and promote their newspaper content to create awareness in order fo atiract
newspaper readers to purchase their dailies. This will partly enable them find, get and keep their
customers and eventually grow readership, a fact that will guarantee future eamings.

(1) (D)
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Altematively, the study recommends that newspaper publishers attempt, through persuasive
communication sirategies, to alter the importance newspaper readers place on a specific
attnbute. For example, price and availability of the newspaper were generally perceived as less
important aftributes in this survey. If management views their brands to have this atiribute so
embedded in their newspapers, they may use persuasive marketing communications fo change
the importance of the features in the mind of target newspaper readers. Market
communications, for instance, might feature the benefit and necessity of price to judge quality of
content or justification of vanety of content available. Marketers can also try bridge the gap
between male and female newspaper readers perception of newspaper attributes that influence
the choice of dallies they buy. This will enable targeting them with the same message
effectively.

The study also recommends that advertising client identifies the daily newspaper with
the highest readership when pitching their adverts. This is because a large percentage of daily
newspaper readers (65%) do not purchase and read more than one daily newspaper. Also
noteworthy is the fact that of those who purchase and read more than one daily, only 32% do it
on daily basis. The rest, 68% occasionally purchase and read more than one daily newspaper.
Of value to advertisers is that 63.8% of daily newspaper readers compare different dailies in the
market indicative that they may come across an advert imespective of the daily used to
advertise.

LIMITATIONS OF THE STUDY

Although this study significantly contributes to knowledge in the area of persuasion, consumer
involvement and consumer choice, there are number of limitation associated with this
dissertation. First, the sample for the study was limited to those with secondary level education
and above. While there are charactenistics of this sample that made them appropnate and
desirable to the context of the study, careful considerations should be taken when generalizing
the findings to other populations. There is a possibility of people with primary level education
reading a newspaper, and attributes of daily newspaper influencing choice of paper they would
purchase and read may be different. Also, out of 47 counties in Kenya, only 13 were considered
for this study. Results may differ when different counties are considered or all counties are used
for such a study. Finally, this study focused on one product within the frequently purchased
consumer goods. As a result, the findings may not apply to infrequently purchased consumer
goods and services, or even other frequently purchased goods.

@Nokel

Licensed under Creative Common =i Page 329

251



& Dundo, Martin & Lilly

REFERENCES

Akpoyomare, O. B., Adeosun L. P. K. & Ganiyu R. A. (2012) The Influence of Product Attributes on
Consumer Purchase Decision in the Nigerian Food and Beverages Industry: A Study of Lagos Metropolis.
American Journal of Business and Management Vol. 1, No. 4, 2012, 196-201

Andrade, E., & Cohen, J., (2007), “On the Conszumption of Negative Feelings®, Journal of Consumer
Research, 34, 283-300.

Arunachalam, B., Shida R. H., Jayson L. L., & Bailey F. M. (2009). An Empirical Investigation into the
Excessive-Choice Effect. American Jourmal of Agriculfural Economics 91(3): 810-825.

Baker, M_J. (2001). Selecting a research Methodology. The Markefing Review, 1(3), 373-397.

Baker, A. (2012).Gender Differences In Decigion Making. Refrieved January 23, 2013, from
hitp:ffwww _decision-makingconfidence. com/gender-differences-in-decision-making.htmil

Bargh J. A. (2002). Losing consciousness: automatic influences on consumer judgment, behaviour, and
motivation. Journal of Consumer Research 29(2),280-85

Bell, 5., & Eisingerich, A. (2007), “The paradox of customer education: customer expertize and loyalty in
the financial services industry,” European Journal of Marketfing, Vol 41, No. 5/6, pp.466-486.

Berger, A. (2004). Ads, Fads, and Consumer Culture. Lanham, MD: Rowland & Littlefield.

Benoit, W. L., Stephenson, T., & Tschida, A. {2001, Winter): Communication Studies 52.4. Retrieved
June 17, 2013 from the Academic Search database.

Bhattacheree, A. (2012). "Social Science Research: Principles, Methods, and Practices™. Textbooks
Collection. (3™ Ed) Retrieved on 14* February 2014. hitp-fscholarcommons.usf eduw'oa_textbooks!3

Blijlevens, J., Creusen, M. E. H., & Schoormans, J. P. L. (2009). How consumers perceive product
appearance. The identification of three product appearance attributes. Infemafional Journal of Design,
3(3), 27-35.

Bringl, P., McCaslin, M. J_, Petty, R.E. (2012). Self-generated persuasion: effects of the target and
direction of arguments. Journal of Personality and Social Psychology, Vol 102(5), 925-940

Broniarczyk, 5. (2008). Product assortment. In C. P. Haugtvedt, P. M. Hemr, & F. R. Kardes (Eds.),
Handbook of Consumer Psychology (pp. 755—779). New York, NY: LEA/Psychology Press

Byme, B. M. (2001), Stuctural equalion modeling with amos: Basic concepis, applicafions, and
programming, Mahwah, NJ, London: Lawrence Erbaum.

Campbel, M. C., & Kimani, A. (2000). Consumers’ use of persuasion knowledge: The effects of
accessibility and cognitive capacity on perceptions of an influence agent. Journal of Consumer Research,
27,6983

Casalo, L., Flavian, C., & Guinaliu, M., {2011). Understanding the intention to follow the advice
obtained in an online travel community. Computers in Human Behavior 27 (2), 622-8633.

Clement, J. (2007). Visual influence on in-store buying decisions: an eye-track experiment on the visual
influence of packaging design. Journal of Marketing Management, 23. doi10_1362/0267 25707 X 250395

Chamhuri, N. & Batt, P. J. (2013). Exploring the Factors Influencing Consumers’ Choice of Retail Store
When Purchasing Fresh Meat in Malaysia. International Food and Agribusiness Management Review
Volume 16, PP 99 — 122,

Chattalas, M., & Harper, H. (2007). Mavigating a hybrd cultural identity. Hispanic tesnagers’ fashion
consumption influences. Journal of Consumer Marketing, 24(8), 351-157.

Chen, J_, & Paliwoda, 5. (2006). |dentifying and Measuring Knowledge Transfer in the Consumer New
Brand Purchase Decigion. Journal of Euromarketing, 15(3). March 20, 2009. Buginess Source Complete.

Chen, ¥., Wang, Q. |., & Xie, J. (2011). Online zocial interactions: A natural experiment on word of mouth
versugs observational leaming. Joumal of Marketing Research, 48, 238-254.

(r) (0]
ml-] Page 330

Licensed under Creative Common e

252



International Journal of Economics, Commerce and Management, United Kingdom

Cheng, Y.-H., Chuang, 5.-C., Wang, S.-M. & Kuo, 5.-Y., (2013). The effect of companion’s gender on
impulsive purchasing: the moderating factor of cohesiveness and susceptibility to interpersonal influence.
Journal of Applied Social Psychology 43, 227-236.

Conrey, F. R., Sherman, J. W_, Gawronzki, B., Hugenberg, K., & Groom, C. (2005). Separating multiple
processes in implicit social cognition: The Quad-Model of implicit task performance. Journal of Personality
and Social Psychology, 83, 469-487.

Deutzch, K., Gawronzki, B., & Strack, F. (2008). At the boundaries of automaticity: Megation as reflective
operation. Journal of Personality and Social Psychology, 91, 385-405.

Dillard, P. (2002). The Persuasion Handbook: Development in Theory and Practice. London: Thousand
Oak, CA

Donald, A. 5. (2010). Social Vigilatism: Measuring Individual Differences in Belief Superiority and
Resistance to Persuasion. Sage Publication , 19 - 23.

Edward, J. R & Anne, 5. C., (2010). How persuasive messages can influence behavior without
awareness, Journal of Consumer Psychology, 20,338 - 342

Ellis, F. (2010). The Essential Guide to Effect Sizes: Stalisfical Power, Mefa-Analysis, and the
Interpretation of Research Resulfs. Cambdrige: Cambridge University Press

Fiore, A_ M., Lee, 5., Kunz, G., & Campell, J. R. (2001). Relationzhip between optimum stimulation level
and willingness fo use mass customization options. Journal of Fashion Marketing and Management, 5 (2),
99-107.

Fowdur, L., Kadiyali V., & Narayan, V. (2009). The Impact of Emotional Product Aftributes on Consumer
Demand: An Application to the U.5. Motion Picture Industry, Johnzon School Research Paper Series MNo.
2209

Foxall, G.R. (2003). “The Behavior Analysie of Congumer Choice” Journal of Economic Psychology,
24(5). 581-588

Frost, M. (2011). Qualitative Research Methods In Psychology: Combining Core Approaches. Open
University Press. Kindle Edition

Galdi, 5., Arcuri, L., & Gawronski, B. (2008). Automatic mental associations predict future choices of
undecided decision-makers. Science, 327, 1100-1102.

Garry, M., & Polaschek, D. (2000). Imagination and memory. Current Directions in Psychological Science.
9, 6-10.

Ghasemi, A., & Zahediasl, S. (2012). Mormality Tests for Statistical Analysiz: A Guide for Mon-
Statisticians. Infernafional Journal of EndocrinoiMefab, 10{2), 486 — 489,

Groves, J. (2010). Subliminal Persuasion — Persuasion Secrets with Controversy. Refrieved on 30
February 2012 from htipJ/iwww hypnosigardiclesdirectory. com/Art12173/263/Subliminal -Persuasion-
Perzsuasion-Secrets-With-Controversy_hitml

Hamilton, %. L. (2004). idenfification as a Challenge fo Dual - Process Theories of Persuasion.
Anonymous in “ The social psychology of group pracfice.” American Psychology Association. Washington

Hansen, F., Chrstensen, 5. R., (2007). Emotions, Advertising and Consumer Choice. Copenhagen
Business School Press, Liber, Copenhagen.

Hanzaee, K. H., Khoshpanjeh M., & Rahnama, A. (2011). Evaluation of the effects of product involvement
facets on brand loyalty. Afncan Journal of Business Management Vol. 5(16), pp. 6964-6971.

Iracssi, G. (2006). The Power of Survey Design: A User's Guide for Managing Surveys, interpreting
Results, and Influencing Respondents. Washington, D.C_: The Word Bank

Ivana, M. (2008). Dicgenes, Persuasion and Social Peychology. Sage Publication , Vol 35.

Jenking, M., & Dragojevic, M. (2011). Explaining the process of registance to persuasion: A politeness
theory- based approach. Communication Research, 38(5), 1-32.

(r) (O]
m] Page 3231

Licensed under Creative Common B

253



& Oundo, Martin & Lilly

Jennifer, M. G. (2009). The llusion of Will in Organizational Behavior Research: Monconscious Processes
and Job Design. Jounal of Management , Vol 35 PP 1318 - 1339.

Jesuino, J. C. (2008). Diogenes, Lost in Teanslation: From Influence to Persuasion. A Sage Publication |
Vol 55, P 107.

Johnson, E. J., Shu, 5. B., Dellaert, B. G. C., Fox, C., Goldstein, D. G_, Haubl, .. (2012). Beyond
nudges: Tools of a choice architecture. Marketing Leffers, 23, 487-504.

Jonas H. 5., & Sine N. {2009). Playful Persuasion: The Rhetorical Potential of Advergames Nordicom Vol
30, PP 53 - 68

Julka, D.,& Marsh, K.(2000). Matching persuasive messages o experimentally induced needs Current
Research in Social Psychology, Vel 5 Mo, 21 Refrieved MNovember 12, 2009 from
hitpffwww. uiowa edu/~grpproc/crisplensp.5.21.him

Koller, M., Floh, A., Zauner, A., & Rusch, T. (2013). Persuasibility and the self — Investigating
heterogeneity among consumers. Ausfralasian Markefing Journal 21. pp 94-104

Kothari, C. M. (2004). Research Methods. New Age International (P) Ltd., Publishers. New Delhi
Kotler, P_, & Armstrong, G., (2012). Principies of Marketing 14™ Ed. Prentice Hall, New Jersey.

Kupor, D. M., Tormala, Z. L. & Norton, M. | (2014). The allure of unknown outcomes: Exploring the role of
uncertainty in the preference for potential. Jowrnal of Experimental Social Psychology 55 (2014) 210-216

Krejcie, R. V_ & Morgan, D. W_, (1970) “Determining Sample Size for Research Activities®™, Educational
and Psychological Measurement.

Larsen, J. T., McGraw, & P., & Cacioppo, J. T (2001),"Can People Feel Happy and Sad at the Same
Time?" Journal of Personalify and Social Psychology, 81 (October), 684-96.

Lee, A_ Y. (2004). Bringing the Frame into Focus: The Influence of Regulatory Fit on Processing Fluency
and Persuasion. Jourmnal of Personalily and Social Psychology , Vol 86, PP 205 - 218.

Lepla, J. & Parker, L. {2002). Integrated Branding: Becoming Brand Driven through Company-wide
Action. London: Kogan Page

Lin, M.¥. & Chang, L.H. (2003), “Determinantz of habitual behavior for national and leading brands in
China®, Jounal of Product & Brand Management, Vol. 12, February, pp. 94-107.

Lin, M.¥. & Chen, C.5., (2006). “The influences of the country-of-origin image, product knowledge,
product involvement on consumer purchase decigions: an empirical study of insurance and catering
services in Taiwan®, Joumal of Consumer Marketing, Vol. 23, Mo, 5, pp. 248-265

Macdonald, E. K. & Sharp, B. M. (2000). Brand Awareness Effects on Consumer Decizion Making for a
Common, Repeat Purchase Product: A Replication. Jourmal of Business Research 48, 5-15

Markug, H. R, & Schwartz, B. (2010). Does choice mean freedom and wellbeing? Joumnal of Consumer
Research, 37, 344-355.

Martyn, 5. (2010).Cross Sectional Study. Retrieved from hitps:/lexplorable com/cross-sectional-study on
17.09.2014

Mascarenhas, O. A, Kesavan, R. & Bemacchi, M. (2004). “Customer value-chain involvement for co-
creating customer delight®, Journal of Consumer Marketing, Vol. 21, No. 7, 486496

Maumeister, R., & Bushman, B. (2008). Scocial Psychology & Human Mature. Thomson Wadsworth.
California, Usa PP 463 - 465, Retrieved on 3= July 2011 from
hitpffwww_psychwiki.com/wiki/Elaboration_Likelihood_Model

Mayring, P. {2014). Qualitative content analysis. Theoretfical foundation, basic procedures and software
solution. Retrieved on 20 Movember 2014. From, hitp://nbn-resclving.defurn:nbn:de:0168-ss0ar-295173.

Mozer, R., Raffaelli, R. & Thilmany-McFadden, D. (2011). Consumer Preferences for Fruit and
Vegetables with Credence-Based Aftributes: A Review. Infermafional Food and Agribusiness
Management Review. Volume 14 Pp 121- 142

(1) Q]
Licensed under Creative Cnmmu:un Page 332

254



International Journal of Economics, Commerce and Management, United Kingdom

Mourali, M., Laroche, M., & Pons, F., (2005). Antecedents of consumer relative preference for
interpersonal information sources in pre-purchase search. Journal of Consumer Behaviowr 4 (5), 307-
318.

Murphy, P. K & Alexander, P. A, (2004). Persuasion as a Dynamic, Multidimensional Process: An
Investigation of Individual and Intraindividual Differences. American Educational Research Journal Vol
41, No. 2, pp. 337-363

Myung, E., McCool, C. A., and Feinstein, H. A., (2008). Understanding Attributes Affecting Meal Choice
Decizsions in a Bundling Context. Infernational Journal of Hospitality Management pp. 119 - 125

Ndonye, M. M., & Khasandi-Telewa . (2013). The Future Of Print Joumnalism: Intemet Technology and
The 21st Century Newspaper In Kenya. In Infernational Journal of Research in Social Sciences. Vol. 3(3)

Pallant, J. (2011). A Step by Step Guide to Data Analysis Using SP55 (4™ Ed) Everbest Printing Co.
China,

Park, C. W, Moon, B. J_{2003). The relationship between product involvement and product knowledge:
moderating roles of product type and product knowledge type. Psychology and Marketing 20 (11), 977-
997.

Park, H. M. (2008). Univariate Analysis and Normaliy Test Using SAS, Stafa, and SPS55 Working
Paper.The University Information Technology Services (UITS) Center for Stafistical and Mathematical
Computing, Indiana University." Retrieved from
hitp-ifrt. uits. iu edwivisualization/analylics/docs/mormality. php

Peter, J. L. (201 1). For want of a nail: Negative persuasion in a party leadership race. Sage publicafion ,
Vol 17 PP 45 - 65.

Petty, R. E. (2006). Understanding Social Judgment: Multiple Systems and Processes. Psychological
inguiry , Vel 17, 217 - 223.

Petty, R. E. (2001). Aftiude Change: Psychology. Meil J. Smelzer and Paul B. Baltes. in international
Encyclopedia of the Social & Behavioural Sciences. Oxford Pergamon.

Piemo, A., Mannetti, L., Kruglanski, AW_, & Sleeth-Keppler, D. (2004). Relevance override: On the
reduced impact of cues under high motivation conditions of persuasion studies. Jounal of Personality
and Social Psychology, 86, 252-264.

Pohlmann, C. (2006). Who Shapes the Self of Independents and Interdependents? Explicit and Implicit
Measures of the Selfs Relatedness to family, Friends and Parners. European Joumal of Personality , 20,
525 - 547

Powell, R., (2010). Infoasaid Kenya media and telecoms landscape guide. Retrieved on December 129,
2011 httpfinfoagaid orglsites/infoasaid.orgfilea/Kenya% 20media% 20landzcape%20guide®% 20Movie 202

010.pdf

Quester, P, & Lim, A L. (2003). Product involvement'brand loyalty: is there a ink? The Jourmnal of Product
and Brand Management, 12 (1), 22-39.

Radder, L. & Huang, W. (2008). High-involvement and low-involvement products, A comparison of brand
awareness among students at a South African university, Jowrnal of Fashion Markefing and Management,
Emerald Group Publizghing Limited Vol. 12 No. 2, pp. 232-243

Rogerzon, P. A. (2001). Statistical methods for geography. London: Sage

Sadasivan, K_, Rajakumar, C. 3., & Rajinikanth, R. (2011). Role of Involvement and Loyalty in Predicting
Buyer's Purchase Intention towards Private Apparel Brand Extensions. Infemafional Joumnal of
Innovation, Management and Technology, Vol. 2, No. 6, pp. 519 - 524

Schmitt, B. (2012). The consumer psychology of brands, Journal of Consumer Psychology Vol. 22 pp.7—
17

Scaraboto, D., Rossi, C. A. V., & Costa, D. (2012). How Consumers Persuade Each Other. Rhetorical
Strategies of Interpersonal Influence in Online Communities. Braziian Adminisiration Review pp 247 -
267

(r) (D)
@m Page 333

Licensed under Creative Commion xS

255



& Dundo, Martin & Lilly

Sharma, V. P. (2015). Seli-Persuasion i Best for a Lasting Change. Retrieved from
hitpzfwww. mindpub.com/art353_htm on 20th April 2015

Shaughnessy, J., Zechmeister, E., Jeanne, Z. (2011). Research methods in psychology (9th ed.). New
York: McGraw Hill

Shrum, L. J., Min, L., Mark, M., & Tina, M. L., {2012). "Persuasion in the Marketplace: How Theories of
Persuasion Apply to Marketing and Advertising,” In The Persuasion Handbook, eds. James Dillard &
Lijiang Shen, Thousand Oaks, CA: Sage Publication.

Sikkel, D., (2013). Brand relations and life course: Why old consumers love their Brands, Journal of
Marketing Analytics, 1, 71-80. doi:10.1057/jma.2013.5; published online 27 May 2013

Simon, H. W. & Jones, J., (2011). Persuasion in Sociefy. 2" Ed, Routledge Communication series.

Selomon, M., Bamossy, G., Askegaard, 5, & Hogg, M. K. (2006), Consumer Behaviour: A European
Perspective 3rd edition, England: Prentice- Hall/Financial Times.

Sridhar, G. (2007). Consumer Involvement in Product Choice — A Demographic Analysis. Journal of
Management. Pp 132 - 148

Tabachnick, B. G., & Fidell, L. 5. (2007). Using mulfivariate sfatistics (5th ed.). Boston: Pearson
Education.

Tomala, Z. L. & Clarkson J. J. (2007). Assimilation and Contrast in Persuasion: The Effects of Source
Credibility in Multiple Message Situations. Personalify and Social Psychology bullefin 33 pp. 559-571

Tayler, E. (2007). Subliminal Information Theory Revisited: Casting Light on a Controversy. Annals of the
American Psycholotherapy Association , 60.

Travisi, C. M., & Peter, N. (2008). Valuing environmental and health risk in agricuture: A choice
experiment approach to pesticides in ltaly. Ecological Economics 67(4); 598-607.

Wormrington, P., & Shim, 5., (2000). An empirical investigation of the relationship product involvement and
brand commitment. Psychology and Markefing 17 (9), 761-T782.

Yap, K.B., Soetarto, B., & Sweeney, J.C., (2013). The relationship between electronic word-of-mouth
motivations and message characteristics: the sender's perspective. Awustralasian Marketing Journal 21
(1), B6-T4.

Zaichkowsky, J.L. (1985). Measuring the involvement construct. Journal of Consumer Research 12 pp.
341-352.

r@m Page 334

Licensed under Creative Common =

256



International Jowrnal of Research m Management ISSH 2248-5508
Available online on hittp:/www.rspublication com/Irm/jrm_index htm Issue 6, Vol. 2 (March 2016)
_______________________________________________________________________________________________________________________|

AN INVESTIGATION OF PERSUASION AND ITS EFFECT ON CONSUMER
INVOLVEMENT IN THE CHOICE OF DAILY NEWSPAPERS BY READERS IN

EENYA.
Busolo Hillary Ounde’, Professor Ogutu Martin?, Professor Njanja Lilly®,
Kabarak University, University of Nairobi, St. Pauls University,
EKenya. Kenya. Kenva.

ABSTRACT

It would be useful for marketers, academicians, policy formmlators and those in the
advertising industry to better understand why a consumer makes a particular purchase.
When persuasive communications are received by a consumer, decision making process
may be made less demanding reducing the time and effort spent in selecting a product/
service (consumer involvement) Also the level of involvement a consumer places on a
particular purchase has a bearing on the actal selection (consumer choice) that will be
made. To better understand this concept the Consumer Involvement Theory (CIT) and
Elaborate Likelihood Model (EILM) were used to evaluate persuasion and its relationship
with consumer choice. A nmlfi stage sampling technique was emploved to get a sample of
384 respondents from 13 counties in Kenva, who completed close ended questionnaires.
Finally, hvpothesis tests were done and the implications associated with the persuasion and
choice by newspaper readers, are discussed.

Kev Words: Marketing communication. Persuasion, Consumer Choice, Consumer
Involvement, Consumer Involvement Theory, Elaboration Likelihood Modal.

Background of the Study

Persuasion has now become a powerful tool nsed by marketers for imbuing brands with
meaning to generate compelling messages that elicit desired outcomes. The applicability
and appropriateness of persuasion as a marketing tool rest on the cues generated from
information delivered through messages or commmnication within specific confexts.
Persuasion is an inferactive process through which a given message attempts to alter an
individual s perspective by changing the knowledge, beliefs or interest that underlie those
perspectives (Murphy & Alexander, 2004). Although messages may seem well prepared and
easy to comprehend, but in most cases consumers fend to spend some time and effort in an
attempt to analyze messages they receive and when they fail to have adequate time to fully
process the messages; they resort fo shorteuts - cues readily available in the message (Garry,
2000; Campbell & Kirmani. 2000; Pierro et al, 2004; Bell. 2007; Brown & Carpenter. 2000)
to draw conclusion and denve meanings Cueing provides access to beliefs held by
consumers, and marketers have occasionally employed it as a tool for brand attitde
formation or to counter arguments with persuasive messages (Simon 2011; Lumpe_ 2000).

It's common for consumers to repeatedly get exposed to brands that are paired with various
images in one form or another especially in adverts on billboards to televised commercials
{Carroll et al 2007), and to knowledge they hold from interaction with peers, family
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members and a wide range of other sources including internet. The number of persuasion
messages and sources have increased over time, leading to bombardment of consumers with
messages at a pace and rate that they mav not meaningfully comprehend or process.
Consumers are also changing, becoming better informed and more commmmication
empowered in this digital era. A fact that has made them not rely only on marketer —
supplied information but find information on their own or even create their own marketing
messages (Kotler, 2012). For instance in the phenomenon of self persuasion where brand
attimede mav develop not as a result of a message received, but thoughts, ideas and
arguments that an individual may generates after the message comes in.

Since consumers get exposed to a lot of persuasion stimuli, they may screen out some or
block them from their minds, hence being unable to remember them Although they may not
be able to effectively recall specific claims by brands or even the brand names themselves,
they might have been left with posifive or negative feelings about some brands, one which
they may not even be consciously aware (Edward, 2010; Pierro et al. 2004). This may make
it difficult for marketers to gauge the effect of persuasion messages they craft. Similarly,
Freud's theorv argument that a person’s buying decisions are affected by subconscious
meotives that even the buyer may not fully understand (Kotler, 2012), further complicates
efforts to understand consumer buying behaviour. Bruin (2004 emphasises this by asserting
that choice decisions of consumers are not only determined by evaluations of rational
information (product attributes) but are also driven by forces that are generally outside of
rational control.

Consumers approach the marketplace and the corresponding product/service offerings with
varying levels and intensity of interest and personal importance, which is commonly known
as consumer involvement Involvement creates within consumers an urge to look for and
think about the product/service category and the varving options before making decisions
on brand preferences and the final act of purchase (Taylor et al, 2004). It 15 an important
consumer behaviour construct that varies among consumers and may manifest itself in two
ways — low or high mvolvement. It 1s vital that marketers understand the intervention their
persuasion message get from level of consumer involvement as this creates a basis for
predicting their (consumers) action towards the organization’s products/services (Parker
2002; Solomon et al, 2006). Many businesses today, have realized that monitoring and
understanding of consumer choice is not only necessary and relevant, but also essential for
the success of business entifies. This is vital as the complexity of consumers has increased
over time, their needs have increasingly become dynamic and they often get exposed to a
wide range of persuasions and products that may complicate (to consumers) the process of
choosing a product. All these present to marketers’ challenges of monitoring and
understanding the needs. as well as attempting to explore the diversified brand attiudes they
hold in order to motivate them enough to subsequently make a purchase (Batra 2008).

Daily Newspapers in Kenya are structured with different days having unique themes, which
include; lifestyle, business, education entertainment feafures sports among others, that
occur locally and internatiomally. They also often include features, editorials articles,
opinion pieces and social commentary on current events which may reflect the target
audience or the polifical’ social bias of the newspaper (Ndonye & Khasandi-Telewa, 2013).
There are five daily newspapers — Daily Nation. The Standard, The Star, People Daily and
Taifa Leo — with a circulation of 320,000 daily nationwide People Daily is a free circulated
daily while the rest paid for dailies. The readership is significantly higher given the fact that
about 10 people share a newspaper daily. Ipsos — Synovate findings support this through

©2016 RS Publication. rspublicationhouse@ gmail com Page 13

258



International Jowrmal of Research in Management ISS5H 2248-5908
Available online on http:/wwrw.rspublication com/rm/jrm_index htm Issue 6, Vol. 2 (March 2016)
|

their surveys. which show that Kenya's daily print readership stands at slightly over 3
million (Synovate, 2011).

Some of the published information is paid for while other information is obfained by
journalists who work for different daily newspaper publishing media houses. It is expected
that the daily newspaper deliver news and other information in an up-to-date, factual
manmer without bias. Except for a few photos and the occasional drawings, the information
15 relaved through written words. a fact that requires some minimal literacy to read and
comprehend the confents in daily newspapers. In Kenva daily newspapers media houses
lack afterncon edifions only single publications are made per day with some regional
differences. Trends in format, colour, size and cover price of daily newspapers are relatively
the same for The Standard and Nation, while Star has slightlv lower price with focus more
on social themes. Taifa Leo is written in Swahili and is the cheapest among all the daily

Newspaper.

Problem Statement

In today’s business environment, persuasion has become a fool marketers have emploved to
influence consumers” beliefs, attitndes, and/or behaviours towards products or services they
deal in (Crain, 2004). For instance, the average consumer is exposed to a range of between
300 and 1500 adverts per dav (Jones, 2004), where 300 to 400 of them come from the media
alone, and watches 1000 commercials per week (Berger. 2004). This is besides streams of
persuasion messages through internet, billboards and sublinunal persuasion (Taylor, 2007);
word of mouth and other interpersonal persuasions (Mac George et al, 2008) that bombard
them seelang their attention, not withstanding phenomenon of self persuasion (Green,
2005). To elicit desired response, marketers have purposefully linked psychoanalvsis and
consumer behavionr in order to broaden their vnderstanding of consumers, a fact that would
assist in designing persuvasion messages — intended to inform, change or defamiliarize
existing information (Oatley, 2002).

Though literature on persuasion is extensive (Jesuino, 2008; Nicole, 2010; Ivana, 2008;
Dillard, 2002; Murphy. 2004), and consumer involvement has received a lot of attention
among academicians, studies have not evaluated relationships between various forms of
persuasions comsumers get confronted with, affecting the imwvolvement process that
ultimately influence the choice of products they make FExclusive studies examining the
relationship between persuasions (self, subliminal and inferpersomal persuasions) and
involvement (low and high mvelvement). and its eventual influence on choice of a product
are lacking. From past literature, the extent to and ways in which consumers buy and use
some products raises the need fo discem their purchasing habits to decipher the influence to
the choice they eventually make. To some products, stability witnessed in choices (Quinn &
Woaod, 2005, Vogel et al., 2008) they make in the face of systematically repeated and
modified persuasion messages raises questions; is there is a relationship between persuasion
and involvement? If it exists, what forms of persuasions and level of involvement nfluence
these choices? And last but not least, what difference exists across genders? Therefore the
problem can be stated as; although many firms have made attempts to nse persuasion as a
tool to market their products, the relationship this has with level of consumer involvement
and choice of products are vastly unexplored.
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Research Objectives

The main objective of this research is fo evaluate the relationship between persuasion and
choice of daily newspapers by readers in Eenvya.

Specific Objectives
The specific objectives are;

(1) To determine the relationship between different forms of persuasion and
consimer involvement in the choice of daily newspapers readers in selected
counties in Kenya

(1)  To investigate the relationship between consumer involvement and choice of
daily newspapers readers in selected counties in Kenva

Research Hypotheses

(1) All forms of persuasion have a positive and significant relationship with consumer
involvement in the choice of daily newspapers readers in selected counfies in
Kenva.

(11)  Consumer involvement has a weak, positive and significance relationship with
choice of daily newspapers readers in selected counties in Kenva.

Significance of the Study

This study is important not only for academic research but also to masketing and
management strategy campaigns. It contributes knowledge in the larger areas of persuasion,
consumer involvement and consumer choice. Therefore, the study offers insight, which can
be used as reference material for scholars undertaking research in consumer behaviour.

The findings of this study can assist marketing professional bodies and government in
policy formulation in regard to consumer commumication It may help policy makers to
authoritatively regulate or support course of action they take towards media and promotion
activities. This is because the results of the study can easily be generalized since if 15 not
about percentages in population, but about relationship between variables.

This study revealed the valuable forms of persuasion that can be emploved to significantly
influence the choice of products by consumer parficularly when dealing with low
invelvement purchasing. Understanding consumer behaviour will possibly assist marketers
to better prepare promofion campaigns, adjust for future planning and predict profitability.
The more marketing practitioners and researchers understand about the nuances of the
different forms of persuasion, the more its potential can be harnessed in business
environment.

Justification of the study

This study was conducted at this tfime since there were new channels of delivering
persuasion message in the 21% century. which are bound to affect consumer behaviour
{(Powell, 2010). Also, since objects themselves participate in rhetoric, through their design
and use, if is ideal to investigate how this affects choice of products.
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From literature, recent studies (Jomathan 2004; Kotler, 2012; Galdi. 2008; Maumeister.
2008)  reveal that fast — paced complex persuasion messages often used in modem
advertising may exceed the cogmitive capacity of most people, leading to failure in
processing of adverts to any significant extent. Since adverting budgets have been rising in
many organizations as more and more resources get committed (Jonathan 2004, this study
avails a chance fo evaluate these persuasion messages effectiveness and question their
justification.

Consumer Involvement Theory (CIT) is a theory associated with consumer behaviour. It is
common that any purchase will have some level of involvement a consumer has to undergo.
In particular, the study adapted and applied consumer involvement as an infervention of
persuasion’s effect on consumer choice of products.

LITERATURE REVIEW

Existing literature (Shrum et al. 2012; Jonas & Sine. 2009; Petty, 2001; Murphy, 2004; Lin,
2006; Bell, 2007, Campbell & Kirmani, 2000; kotler, 2012; Jenkins & Dragojevic, 2011)
suggest that juggling persuasion methodologies in markefing communication planning and
prudent prionitization of resource allocations is critical in the current business environment
where consumers seem to behave contrary to expected responses. Kotler (2012) argues that
marketers must attempt fo maxinuze marketing communication fechnologies at their
disposal to reach their targets effectively. Given persuasion eminence in the domain of
marketing communication, if is not surprsing that theories of persuasion have been central
in scholarly research in advertising, public relations and marketing promotion.

Elaboration Likelihood Model

In an afttempt to explain how aftitudes are formed and changed, in 1980 Petty and Cacioppo
developed the Elaboration Likelihood Model (ELM) of persuasion (Petty, 2001). This
mode] 15 based on the idea that attifudes are important because they guide decisions and
other behaviours (Hamalton, 2004). While attitudes can result from a ouwmber of things,
persuasion is a primary source. The model features two routes of persuasive influence:
central and peripheral The EIM accounts for the differences in persuasive impact produced
by arguments that contain ample information and cogent reasons as compared to messages
that rely on simplistic associations of negative and positive attributes to some object, action
or situation (Deutsch et al, 2006).

The key vanable in this process is involvement (Bargh, 2002), the extent to which an
individual is willing and able to ‘think’ about the position advocated and its supporting
materials. When people are motivated and able to think about the content of the message,
elaboration is high. Elaboration involves cognitive processes such as evaluation, recall,
critical judgment, and inferential judgment (Benoit et al.. 2001). When elaboration is high,
the cenfral persuasive route is likely to occur; conversely, the peripheral route is the likely
result of low elaboration. Persuasion may also occur with low elaboration. The receiver is
not guided by his or her assessment of the message, as in the case of the central route, but
the recerver decides to follow a principle or a decision-rule which is derived from the
persuasion situation (Maumeister, 2008).

The Elaboration Likelihood Model is one of the two dual processing models of persuasion.
The other major model i1s called the Heuristic-Systematic Model (HSM), which shares mmch
in common with the ELM. Although these are two different theories, the fact that they are
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s0 simular in nature demonstrates that the EILM is widely believed and few social
psychologists criticize its merit. The experiments that support the ELM have been replicated
again and again in different simations and with various variables. The Elaboration Model of
Persuasion is therefore held as the leading theory m describing the processing of persuasive
messages (Petty, 2001).

Consumer Involvement Theory

Consumer involvement refers to the amount of time, deliberation and other resources — like
research or asking friends — consumers put into the purchase decision process. According to
Fiore (2001), involvement refers to how much time. thought, energy and other resources
people devote to the purchase process. It gives a way to understand the psychology and
behaviour of target audience (Fiore, 2001; Deutsch et al.. 2006; Mascarenhas et al. 2004).
Involvement oniginates from social psychology and the notion of 'ego-involvement', which
refers to the relationship between an individual, an issue or object { Zaichkowsloy, 1985).

At the heart of these conceptualizations 15 the notion of “personal relevance™ There is
general agreement that a consumer's level of involvement with an object is determined by
the extent to which the product is seen as personally relevant (Zaichkowsky, 1983).
Involvement has also been examined in relation to other concepts such as perceived risk,
information search, attribute companson, brand lovalty, retail context, diffusion and opinion
leadership.

Consumer involvement is an important concept believed to explain a significant proportion
of consumer purchase choices. Many marketers base their sponsorship investments on
details like brand migration potential, fan or attendee demographics, or direct revenue
opportunities. Oftentimes, when marketers decide to invest in a sponsorship, they do not
consider a crifical vanable - the way consumers in their target audience actually make
purchase decisions (Mascarenhas et al., 2004).

Persuasion and Persuasion dimensions

Persuasion is the act of changing an individual's attitude, knowledge, intentions, behaviour,
beliefs, or interests through reception of a message (Murphy, 2004; Lin. 2006; Bell, 2007;
Campbell & Kirmani, 2000). Galdi (2008) posit that, once a message comes through the
individual could develop a positive attitude towards it, be indifferent or express negative
opmions, feeling and emotions towards the message or what it is conveving. Fecent
research suggests that, when information is repeated, people tend to believe it to be more
valid and believable than when it is presented once (Petty, 2001; Shmum et al. 2012; kotler.
2012; Jenkins & Dragojevic, 2011). Petty (2001) argue that, attempt to influence others
make one also a target to be influenced Consequently, it is imperative that adequate
experience and training for persuasion marketing communicators must be gained to better
understand how persuasion works and generally to be effective. Apart from wvisual and
verbal cues. persuasive elements can involve all mman sensual modalities affecting both
cognitive and emotional aspects (Hansen and Christensen, 2007). Nonetheless, persuasion is
an area that has witnessed scholars in diverse range of disciplines. marketing included, and
practifioners in areas requiring persuasive communication, systematically study persuasion
therebv improving on persuasive knowledge available and related skills. Three forms of
persuasion are described below in the discussion that follows.
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Self Persuasion

Self persuasion generates more powerful and long lasting influence in an individual. When
an individual generates and adopts an idea in their mind, this may become cyclic making
that individual stretched fo the heights and depths of their thought (Tesser. 2000). Brinol et
al. (2012), argue that self-persuasion can occur either through role-plaving - individuals®
making an attempt to persuade others in an ensved debate mav actual end up persuading
himself'herself as the arguments comes fo conclusion. or more directly, through trying to
convince oneself (ie , when arguments are generated with oneself as the target).

It is also common for consumers to raise arguments in their minds about a product or
service and armive at conclusions that lead to either a purchase or not. This will always
happen if an external influence is not available or if prior knowledge about the product is
held by the consumer. The degree of self persuasion depends largely on the way the
consumer becomes involved in the arguments they generate by elaborating them and
reacting to them by either reinforcing, agreeing, distorting, derogating or rejecting them

Subliminal Persuasion

A mman mind is a powerful tool that responds to various forms of stimmlus and motivation
a fact that has enabled subliminal commumications fap mto and manipulate the way
information 15 processed (Taylor, 2007; Groves, 2012). In order for marketing ads to work,
they must leave a lasting impression within seconds. On a conscious level, this can be
difficult, almost impossible, as people rarely give their undivided attention fo product ads.
Subliminal suggestions however, have been effectively emploved in advertising to reach
people on deeper, subconscious level (Edward, 20107

Whether a television commercial, magazine adverfisement or billboard signs, most
marketing ads contain subliminal media. Advert developers are keen to employ subliminal
persuasion because they intent not only to display a message but also to implant it into
consciousness of their audience for quite some time. Ideally, the audience will not even be
aware of the information that they are absorbing (Jennifer, 2009).

Interpersonal Persuasion

It takes place when two or a few people interact in a way that involves verbal and nonverbal
behaviors (manner of dress, body language, gestures, manner of eye contact, and personal
grooming) feedbacks, coherence of behaviors, and the purpose (on the part of at least any
interactant) of changing the attitudes and/or behaviors of the others (Casalo et al. 2011;
Gossteam & Moran, 2010). An individual may be influenced by family, sales men, friends
or societal norms. Extant literature suggests that interpersonal influence in online contexts is
very similar to offline inferpersonal influence (Gossieaux & Moran, 2010), and generally
people are easily influenced by people whom thev like (Shimp, 2003; Mourali et al., 2005;
Yapet al. 2013).

.|
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Consumer Involvement in Purchase and use of Products/ services

Although there are diverse conceptions of mnvolvement in the liferature (Julka & Marsh
2000; Garry & Polaschek, 2000; Park & Moon, 2003; Solomon et al., 2008; Quester & Lim_
2003; Alam_ 2006 and Cialdini 2007; Agqueveque, 2006). Cialdimi’s own definition is
relatively suited modern approach in decision theory and analytical He defines involvement
as “variafions in the extent to which an individual is more or less motivated toward a
specific piece of information, product, or the like.” Solomon (2003) looks at involvement as
a person’s perceived relevance of the object based on their inherent needs. values, and
interests.

Consumers expenience involvement as cognitive perceptions of importance and inferest and
affective feelings of arousal (Peter and Olson 2002). In high-invelvement situations, the
ability fo process is the necessary condition for active cognitive processing of persuasion
messages (Wornngton & Slim, 2000). Marketers who wish to influence this buving task
mmst help the consumer process the information as readily as possible. The Elaboration
Likelihood Model (ELM) indicates that several factors determune the ability to process
detailed persuasion messages on the first linked page from banner ads: “distraction.™
“message comprehensibility,” “issue familiarity,” “appropriate schema,” etc. Therefore, if
people are unable to process persuasion information, they cannot start active message-
related cognitive processing. In this sifuation (high involvement but no ability to process),
as is true in the traditional EIM, people will turn their attention to peripheral aspects of
advertising messages such as an affractive source, music, mmor, visuals, ete (Conrey et al,
2003). Conversely, when people have the ability to process, they start active and conscious
cognitive processing or message-related cognitive thinking,

Low involvement is associated with habitual buying and variety seeking buving. Consumers
have low motivation to process persuasion messages due to low personal relevance and low
need for cogmition Habitual buving behaviour occurs when involvement is low and
differences between brands are small (Greenspan, 2002). Consumers normally lack strong
attitude toward a brand but select it because it is familiar and hence they are likely not to
request more information (Quester & Lim. 2003). When consumers are not highly
motivated to process further persuasion message confent, they do not want fo engage in
message-related thinking; rather they are more likely to focus on available peripheral cues.

Consumer Choice

Stream of literature indicate that business organizations work on daily basis trying to find,
get, keep and grow customers with the aim of increasing or maintaining their market share
(Foxall, 2003; kotler, 2012; Larsen et al, 2001). They therefore spend substantial financial
proceeds on advertising, promotion and public relations frying fo comnumicate messages
that make customers view them or their products/ services favourably in the marketplace
{Andrade & Cohen J. 2007; Clement, 2007; Platt, & Veryzer. 2005). Research points out that
it 15 this that ultimately persuades consumers to pick their products to try or use them
(Blijlevens et al, 2009). Therefore poorly comnmnicated products may not attract
consumers towards them. Literature suggests that demand for products is often modelled as a
function of product attributes (Fowdur et al, 2009; Foxall, 2003). Clement (2007) reveal that
distinct shape, colour, orientation contrast, and size are visual attributes of products that
consumers pav attention to. Therefore, knowledge of what visual attributes are percerved by
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consumers in a product can help marketers persuasively comnmmicate certain pre-specified
meanings in a product. Also, the meaning, the appearance of product attributes
commumnications make. help consumers to assess the product on functional, aesthetic,
symbolic or ergonomic basis (Fowdur et al, 2009).

Chen and Paliwoda (2006) found that when a consumer is faced with two brands they are
more likely fo make a quick decision with a brand they have had more experience with or
know more about. The reasoning behind this is that consumers who are more familiar with a
brand will put less effort into evaluating other similar product brands. But, a typical market
15 characterized by the presence of many different kinds of brands. so consumers have fo
make their own judgments about the attributes of these brands before making a choice; thus
if commmnication 1s persuasive they tend to be drawn towards a given brand. Myung et al
(2008) argue that consumers face conflict of making a choice among various alternative
brands in the event available numbers are high Also consumers may make different choices
when faced with same alternatives. This is atfnbuted fo the fact that relative value they
place on alternative varies among individuals. Therefore consumers may be compelled to
spend some time evaluating the attributes of competing brands before they evenmally make
choice decisions.

Age and gender of consumers have recently become more and more important to marketers.
There iz a tendency of consumers over 50 wyears having decreased tolerance of ambiguity
and are consistent with low cogmtive-affective complexity (Sikkel, 2013). Eesults of a
survey conducted by Sikkel on brand relations and life course, determined that given future
time perspective, relations befween age and brand becomes stronger. Research has also
established gender differences in many areas including the perception of different behavior
determinants

EESEARCH METHODOLOGY

This study adopted a cross sectional survey design, which is descriptive in nature. Survey
research designs limit active intervention by the researcher that may produce researcher bias
{Cohen et al 2000; Shaughnessy, et. al.. 2011; Martyn 20107, This was considered in
choosing the research design, which made generalization of the findings of this study
possible. The study target population was daily newspaper readers with secondary school
education and above. According to census figures of 2009, nationally the proportion of the
population with secondary school education and above was 22 8% of the enfire population,
constituting 7,751,562 people (EINBS national report, 2013). This group was ideal for this
study as it was assumed to be literate enough to read a newspaper. This is because daily
newspapers in Eenva are written in English and Eiswahili, which are compulsory
examinable lanmuages at Kenva secondary schools national examination.

This study used probability and non probability sampling techniques. First the counties
were picked through purposive sampling where only those with over 200,000 people with
secondary school education and above were considered. This approach led fo only 13 out of
47 counties selected. Simple random sampling. a probability sampling design, was used to
pick the actual respondents who completed the questionnaires. A sample of 384 respondents
was obtained proportionately based on 2009 census population figures (Erejcie et al. | 1970).
A close ended questionnaire was used fo collect data for this studv. Pallant (2011} argues
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that questionnaires are quite popular especially in cases mvolving surveys and big enguiries.
The guestionnaire was piloted in Trans Nzoia County to evaluate ifs competency.

Internal consistence of measures (reliability) is most often measured by Cronbach’s alpha
(Pallant. 2011; Bhattacherjee, 2012). The lugher Cronbach’s alpha value is better, because it
implies the high internal consistency of measurements. According tfo Zarchkowsky's
Personal Involvement Inventory (PII) that has been modified for a range of surveys, the
Cronbach Alpha wvalues have varied from 085 to 095 In this smdy the overall
guestiommaire Cronbach Alpha coefficient was 087, This suggested good internal
consistency reliability for the instrument. Table 1 shows Crombach Alpha coefficients of
individual variables in the questionnaire.

Table 1: Reliability of Constructs

Reliability
Wariable Cronbach’s Alpha Cronbach’s Alpha Number of
Value of all items Walue after deleted Items
items

Self Persuasion 152 152 8
Interpersonal Persuasion B30 830 3
Subliminal Persuasion 838 838 10
Involvement™ 686 822 16
Consumer Choice 823 823 8

* variable included deleted item (Question No.7 item [ is deleted and No. 11 item P )

Source: Pilot Survev (2014)

DATA ANALYSIS & DISCUSSIONS OF RESULTS

A range of multivariate analysis assumptions were undertaken Assumption for normality
was checked to ensure all variables were nommally distributed. Eurfosis and skewness of
variables was examined. Goodness of fit was also investigated.

Bivariate correlational analyses were conducted in order to assess the strength and direction
of the relationship between variables. To test the veracity of hypothesized relationship
inferential statistics were used, specifically nmltiple linear regression analysis to determine
statistical significance of theorized models. Data was tested using Statistical Package for
Social Scientists (SPSS) version 17.0 then conclusions drawn and generalizations made.

Testing Assumptions of Multivariate Analvses

Statistical assumptions of nmltivariate analyses and stafistical test were checked fo ensure
none of them were violated. This was conducted using the numerical approach (Park, 2008).
All variables were checked for normality by first comparing the original means statistic and
5% trimmed means statistic of variables in the study to investigate if extreme values had a
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strong nfluence on the means (Frost, 2011). A big difference in the means necessitated
further investigation of vanables to check their distribution. After comparing the original
means and 5% trimmed means of the variables, the results of the Eolmogorov-Smimowv
statistic was checked Vamiable with values = 0.05 suggest a violation of asswmption of
normality. Skewness and kurtosis of variables were checked by computing Z scores (Le.
Fpenmes: = Skewness Statistic / Standard Emror and e = Kurtosis Statistic / Standard
Error) (Ghasemi, et al.. 2012; Tabachnick et al | 2007 & EKline, 2005). Absolute Z score
values greater than 1.96 at p < 0.05 were significant (Ghasemi, et al . 2012) and indicated
substantial deparfure from normality and were therefore considered non normal Non-
normal variables were transformed using both square root and logarithmic functions. An
inspection of the degree skewness and kurtosis of the transformed variables to determine
whether there was improvement was carried out.

Multicollinearity test was necessary to nid the model to be regressed of redundant
information not needed for analysis (Tabachnick et al, 2007). Therefore this study
investigated the presence of mmlticollinearity. This was done by assessing the Vanance
Inflation Factor (VIF) for the independent variables in the regression models once the
regression had been mun. Most commonly recommended maximum acceptable level is a
value of 10 (Hair, et al, 1993), but other scholars like Rogerson (2001) recommends
maximum VIF value of 5, while Pan et al (2008) recommends maxinmm VIF value of 4.
Since the higher the VIF index the higher the variance in the estimated parameter, this study
considered a VIF value of 4 as the maxinmmm acceptable level VIF values greater than 4
indicated significant multicollinearity.

Inferential Analysis

The two hypotheses were tested using mmltiple linear regression analysis. It 15 common for
consumer behaviour study researchers and marketing scholars to adopt this approach in data
analysis (Eupor et al., 2014; Sadasivan et al, 2011; Hanzaee et al, 2011; Schmitt, 2001;
Tormala & Clarkson, 2007; Koller et al | 2013). Therefore regression analysis was adopted
for the study as it has been nsed before for similar studies (behavioural) and vielded credible
results. Furthermore, research scholars have argued that there exists a thin line between
ordinal and inferval data, and indeed the margin between them is very hazy. This gives
broader latitnde of usage of linear regression in research that would otherwise be referred fo
as qualitative. The theoretical multiple regression model for the study took the form below:

CoCh = By+ B1SEP + BoIPP + BsSubP + ¢

Where; CoCh — Consumer choice, SfP — Self Persuasion, IPP — Interpersonal Persuasion,
SubP — Subliminal Persuasion, [ — the intercept, (B, pa. Ps.) — Estimated parameters and =
— the error term.

Response rate
The data collected from the field was summarized and presented in form of tables and pie

chart. A total of 384 questionnaires were distributed and 381 were successfully filled and
returned for analysis thus giving the sdy 99 22% response rate. Table 2 shows the result.
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Table 2: Response rate

ISSN 22495508
Issue 6, Vol. 2 (March 2016)

Respondents Number of respondents Percentage (%)
Expected responses 384 100%
Recerved responses 381 90 22%
Un-received responses 3 0.78%

Research Data (2014)
General Information on Daily Newspaper REeadership

The study investigated a range of general information on daily newspaper readership. As
indicated in the sub titles below.

Daily Newspapers Purchased and Read
Daily newspapers that are sold to readers include Daily Nation, The Standard. Star and

Taifa Leo. Table 3 shows the distribution on daily newspapers the respondents preferred to
purchase and read.

Table 3: Daily Newspaper Purchased and Read

Daily Newspaper Frequency Percentage
Daily Nation 215 56%
The Standard 131 34%
Star 21 6%
Taifa Leo 14 4%

Source: Research Data (2014).

In table 3 above there 15 an indication that over half of the respondents preferred to purchase
and read Daily Nation newspaper. This is in line Ipsos-Synovate survey of 2010 which
indicated that Daily Nation newspaper had the largest circulation, followed by The
Standard, Taifa Leo and The Star (Ipsos-Syvnovate, 2011). The difference in position of The
Star and Taifa Leo may largely be becanse The Star launched in 2007 is relatively new
compared to Taifa Leo but has steady been growing in daily circulation fisures since 2010
surpassing Taifa Leo in daily circulation figures (Nvabuga & Booker, 2013). Tt also mirrors
World Association of Newspapers and MNews Publishers survey by Cruse and Nelson
(2012), which showed Daily Nation with a market share of 42 30%, followed by The
Standard by 19.30%, Star 7.70% and Taifa Leo 5.20%.

Number of Daily Newspapers Purchased and Read.

The respondents were asked if the purchased and read more than one daily. Table 4 presents
the findings.
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