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Abstract
The main goal of marketing is to persuade the audience to buy a particular product or use the
publicized service. Advertisers aim to create persuasive advertisements that evoke positive
responses from consumers. There are various strategies (e.g. authority, commitment, liking)
applied to obtain the desired outcome of marketing messages. However, the objective of
attempts is sometimes diminished by the persuasion knowledge (PK) that targets possess and
could result in Inferences of Manipulative Intent (IMI). People tend to establish coping
behaviours to intentionally resist persuasion attempts and stop agents interfere in their
psychology, but there are cultural discrepancies in the way in which people do it. The present
research investigated intercultural differences in persuasion knowledge in terms of
manipulative inferences with 3 hypotheses by using two different tactics (reciprocity and
scarcity) and neutral condition. Furthermore, 2 hypotheses proposed the adverse effect of
negative perception on ad attitude and purchase intention. In total, 115 Vietnamese and 115
Dutch participants’ responses were studied, since while the former is a collectivistic country,
the latter is rather individualistic based on the cultural model of Hofstede (1980). The results
showed that Vietnamese subjects scored lower than Dutch respondents on IMI in every
condition. This entails that Vietnamese people perceived every type of ad as more
manipulative. Moreover, increased inferences of manipulative (IMI) intent negatively
influenced both attitude towards the ad and buying motive. Overall, the research demonstrated
that persuasion knowledge is superior in the collectivistic, Vietnamese culture, regardless of
persuasive strategy. This signifies that advertisers have to be more conscious when targeting
people from collectivistic nations.
Keywords: advertising, culture, persuasion knowledge, inferences of manipulative intent
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Introduction
The notion of persuasion is undeniably present both in the personal or private as well as in the
scientific or professional life. While people tend to take part in situations where family
members, relatives and friends try to exert influence on them or the other way around,
advertisers and marketers also intend to persuade their customers to buy their product or use
their service. Persuasion can be described as alternations of one’s psychology, including
beliefs, feelings, choices and mental processes (Friestad & Wright, 1994, 1999). The most
important resource that helps to cope with influencing attempts is persuasion knowledge (PK).
Since persuasion-related events and tasks are fundamental aspects of life, the development of
this skill is crucial (Friestad & Wright, 1999). PK is not only advantageous to stop others
intervening in the inner-self, but also to boost people’s efforts in impacting one’s behaviour.
Furthermore, according to Friestad & Wright (1999), another essential aim is the establishment
and perseverance of relationships with individuals who regularly attempt to persuade their
peers in the interaction. Although persuasion is a universal concept, the knowledge concerned
with it is discrepant among cultures due to differences in values, norms and beliefs (Friestad &
Wright, 1994, 1999). Therefore, the main goal of the proposed study is to investigate crosscultural discrepancies in persuasion knowledge and discover its impact on the responses of
consumers to advertisements that apply certain persuasive tactics. In the following sections,
this paper will introduce the Persuasion Knowledge Model (PKM) by Friestad and Wright
(1994) and discuss studies that investigated PK in marketing contexts.
Theoretical foundation
The Persuasion Knowledge Model (PKM)
In their works, Friestad and Wright (1994, 1999) argued that individuals’ persuasion
knowledge transforms and advances over time by maturation and experience. Besides, changes
in principal cultural elements could also induce varying knowledge among generations. As it
was previously mentioned, in the domain of advertising, persuasive strategies are purposefully
used by advertisers to alter consumers’ attitude and behavioural intentions. However, personal
knowledge facilitates people’s comprehension of such intentions and assists the
accomplishment of their objectives. To illustrate how persuasion knowledge affects
consumers’ reaction to persuasion attempts of marketers, Friestad and Wright (1994) presented
the Persuasion Knowledge Model (PKM) (See Appendix B.). This theoretical representation
explains the relationship between agents, so the actors who create and perform the persuasive
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attempt, and the targets, for whom the former addresses an advertisement or a campaign for
instance. Additionally, the PKM depicts the persuasion attempt, which can be described as the
receiver’s view of the marketer’s tactical action in the presentation of information. This not
only involves the visible parts of the agent’s intentions, which are the ‘persuasion episodes’,
rather it consists of the perceptions of targets about the subtle, unobservable aspects as well.
Based on the PKM, Friestad and Wright (1994) detailed that there is an interaction between
three structures that regulate and govern the results of persuasion attempts. Firstly, one of them
is agent knowledge, which comprises people’s impressions of marketers’ and advertisers’
competencies and characteristics. Secondly, there is topic knowledge, which can be defined as
beliefs of the content of the marketing message (e.g. goods, services, political candidates, etc.).
Finally, the last construct is persuasion knowledge. This complex knowledge system draws the
attention of targets to the different components of the advertisements that possibly enable
inferences about the background and circumstances of the construction of the persuasive
material (Friestad & Wright, 1994). The interplay between these structures allows individuals
to develop coping knowledge which in turn helps to notice, evaluate, solve and remember the
attempt, and even to choose and implement a coping strategy. Moreover, consumers’ responses
and overall perception of agents’ competence depend on two other underlying dimensions as
well. On the one hand, people tend to judge the appropriateness of the attempts. This entails
the degree of perceived morality and acceptability. On the other hand, effectiveness is related
to the viewpoint on the advertiser’s tactics and the likelihood of those producing effects on
mental processes that may subsequently stimulate change in attitude, or behaviour, including
purchase intentions. It has to be emphasized that such judgments are dependent on situational
as well as on personal factors. Situational evaluations are rather concerned with certain
attitudes toward the particular topic of the message, while personal determinants of persuasion
knowledge generally influence complete assessments of attempts (Friestad & Wright, 1994).
Persuasion knowledge in marketing practice and its effects
Various investigations studied dispositional or situational PK. In the former case, researchers
measured people’s knowledge that evolved during the lifespan through communication and
interaction, whereas research that inquired situational PK mainly focused on specific
circumstances (Ham et al., 2015). In the upcoming paragraphs, studies that examined
persuasiveness and the change in PK as a cause of different situations will be reviewed. Van
Noort et al. (2012) investigated the degree of persuasiveness of viral campaigns on social media
platforms. Their main aims were to discover whether the social context occupies a mediating
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position in the impact of the campaign and that the strength of the connection between the agent
and the target moderates emotional and behavioural reactions. Further, whether the underlying
instrument is the anticipated persuasive intent. The scholars used the material of a familiar
brand to examine Dutch respondents in an experiment. Van Noort et al. (2012) found that
stronger social ties between consumers and marketers result in more positive attitudes toward
the brand in campaigns through social networking sites and that the responses are mediated by
the perceived intent of the advertiser. Therefore, they concluded that social media might be an
effective tool to launch advertising campaigns and increase brand attitude among highly
engaged stakeholders.
Although individuals’ perceptions of persuasive marketing messages could progress in a
positive direction, there may be skeptical views on certain strategies used by advertisers. Boush
et al. (1994) scrutinized adolescents’ skepticism toward advertisements that appeared on
television and mapped their knowledge about marketers’ tactics. In their longitudinal approach,
they identified that persuasion knowledge increases over time and enhances skepticism among
adolescents. This is probably justified by strengthening self-esteem and confidence which was
found to be associated with advertising skepticism. Such findings reflect on the downside of
persuasion knowledge of consumers from the agents perspective. Similarly to Boush et al.
(1994) Hossain and Saini (2013) considered skepticism by demonstrating differences in
persuasion knowledge between morning and evening type of people. In line with a previous
inquiry, their three study experiment demonstrated that evening type of people have superior
persuasion knowledge due to their higher cognitive resource availability at their optimal timeof-day (Hossain & Saini, 2013). Following the insights provided by Boush et al. (1994) on
skepticism, Hossain and Saini (2013) showed that greater PK provokes increased skepticism.
Therefore, this leads to the conclusion that evening-type individuals are more skeptical with
respect to persuasive messages because of their superior awareness of possible manipulations.
Another research, by Campbell (1995) also explored the negative effects of advertising tactics
and PK, particularly the influence of attention-getting marketing strategies on receivers’
Inferences of Manipulative Intent (IMI). In the article, Campbell (1995) argued that advanced
processing of ads could potentially be disadvantageous for the sender of the message, since
under circumstances in which the activation of PK is increased, appropriateness judgments may
lead to conclusions that refer to manipulation and unfairness. To test the assumptions, the
author utilized two tactics in practice, “delayed brand identification” and “borrowed interest
appeal”. The reason for the choices was that both of these boost processing. However,
according to Campbell (1995), the supposition is that there are four constructs that mediate
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inferences of manipulative intent and not the strategies by themselves. The researcher
suggested that perceived personal benefits/investments and advertiser benefits/investments
determine the outcomes. While investments imply attention, processing effort and involvement
from the audience’s end, this means money, time and effort from the advertiser. On the part of
benefits, information, entertainment and amusement are desirable results for consumers,
whereas attention, brand awareness and sales are the most valuable for marketers. In general,
Campbell (1995) detected that the impact of attention-getting tactics on inferences of
manipulative intent is explained by the balance between the aforementioned factors. Hence,
the conclusion is that when individuals process advertisements with special persuasive tactics,
and consequently believe that their investments are higher than their benefits and/or the
advertisers’ benefits are higher than their investments, they will view the message as
inappropriate and manipulative. These negative inferences will adversely affect attitudes
toward the ad, brand and purchase intention, indirectly through the former two variables
(Campbell, 1995).
Persuasion knowledge was not only studied in traditional advertising setting, but some
scholars investigated its role in covert marketing as well (Boerman et al., 2012, 2014; Skard &
Thorbjørnsen, 2014). Boerman et al. (2012) explored the way in which the duration of
sponsorship display on television influences PK, brand memory and attitude. They found that
primarily the longer disclosure (6 seconds) activated the recognition of advertising (conceptual
PK). Moreover, attitudinal PK was measured, which involves evaluations on trustworthiness,
credibility and honesty. Even though there were no discrepancies in brand memory between
the 3 and 6-second disclosures, the more people were exposed to sponsored content, the less
positive attitudes toward the brand were prevalent. This can be justified by heightened
attitudinal PK (Boerman et al., 2012). Boerman et al. (2014) continued the research on
sponsorship disclosure, but the primary focus in this article was the effect of its timing on the
processing of sponsored content. It was proposed that the comprehension of sponsored TV
content as advertising stimulates critical processing (attitudinal PK in their previous research),
which thus negatively impacts brand attitudes. Nevertheless, this outcome was only observable
when the sponsorship was disclosed before or during the sponsored content, but not when it
was visible at the end. Based on these two interrogations, it can be concluded that PK and
thorough critical or attitudinal processing of the sponsorship disclosure are key determinants
of attitude toward the brand since a clear depiction of the sponsor raises awareness (Boerman
et al., 2012, 2014). In a distinct context, Skard & Thorbjørnsen (2014) examined covert
marketing, specifically the function of brand reputation in communicating CSR. In the study,
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the researchers suggested that a non-corporate source (publicity) may be more beneficial for
brands with higher reputation, while the advertising of CSR activities through corporate
channels could be advantageous for companies with lower reputations. The findings of Skard
and Thorbjørnsen (2014) were congruent with the assumptions because brand evaluations were
more positive when CSR was presented via a non-corporate source, but only if there was high
pre-existing credibility and trustworthiness of the sponsor. Conversely, when the sponsor
possessed a lower reputation, advertising by corporate means seemed to evoke more positive
brand evaluations. This interaction between the source of CSR information and brand
reputation was mediated by PK as well as by the attitude toward sponsorship and the perceived
connection between the brand and the cause (Skard & Thorbjørnsen, 2014).
Cross-cultural discrepancies in persuasion and responses to advertising
Hofstede (1980) proposed a cultural model based on the data that was collected at IBM between
1967 and 1973. In this original schema, Hofstede (1980) differentiated 4 dimensions through
which cultures and discrepancies could be mapped and analyzed. These were individualism
(vs. collectivism), power distance (high vs. low), masculinity (vs. femininity) and uncertainty
avoidance (high vs. low). This model was supplemented with long term orientation (vs. short)
by Hofstede (2001), then it was completed with indulgence (vs. restraint) in 2010. Although
scholars argued that this schema is outdated and data was only collected at one particular
organization, thus it cannot be generalized, there were many researchers whose findings
concerning cultural differences were successfully connected to and explained upon this theory.
De Mooij and Hofstede (2010) emphasized that this cultural model is the most used in
marketing-related investigations because, through the six dimensions, differences in consumer
behaviour can be explained. One of the dimensions that is studied extensively in the advertising
context is individualism. According to Hofstede (1984), individualist cultures are characterized
by weak connections between members. This means that people are interested in their own
well-being, including close relatives. On the other hand, in collectivistic cultures, people are
expected to take care of the whole group and share equivalent beliefs with others within that
(Hofstede, 1984). Countries’ position on this scale is also influenced by wealth. While
wealthier societies are more individualistic, poorer nations are rather collectivistic. Zhang and
Neelankavil (1997) examined this dimension and the differences in its impact on the
effectiveness of advertising between China (collectivistic) and the US (individualistic). It was
proposed that as a cause of discrepancies in values that originate from the degree of
individualism, appeals that focus on individualistic traits are more persuasive in the US than in
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China, while topics of ads that highlight collectivistic values are more effective in the latter
country. Furthermore, the researchers assumed that product types have a moderating effect on
the persuasiveness of appeals. Their findings were in line with the assumption about the
effectiveness of ads that displayed individualistic values, but no support was discovered for the
case of themes with collectivistic characteristics. From the perspective of the advertised
product, it was concluded that in the case of a non-personal product, an appeal that is congruent
with the culture was liked better (Zhang & Neelankavil, 1997). Cheong, Kim, and Zheng
(2010) also studied the dimension of individualism, next to power distance and long term
orientation to find out the way in which these impact the use of food advertising appeals. The
authors compared China (collectivistic) and the US (individualistic). What was identified in
relation to individualism is that US food advertisements more frequently applied independence
appeals, whereas community and popular themes were more usual in Chinese marketing
messages. As these discussed inquiries illustrated, perception and preference of appeals may
differ as a result of different cultural background. However, it is also likely that individualistic
and collectivistic cultures contrast in their responses to persuasive strategies. Orji (2016)
designed a study in which six advertising tactics by Cialdini (2001) were used to determine
potential variations. Namely, reciprocity, scarcity, authority, commitment, liking and
consensus were employed. Among Asians and North Americans, regardless of culture,
commitment, reciprocity, and liking were perceived as primarily persuasive. Additionally, in
general, it is more likely that collectivists are persuaded by such tactics. The persuasiveness of
strategies was also investigated from the viewpoint of persuasion knowledge (AguirreRodriguez, 2013). The author compared the effectiveness of demand and supply-related
scarcity appeals. It was identified that supply-related scarcity appeal is less likely to stimulate
persuasion knowledge since people perceive such messages as informative rather than
persuasive. This can be justified by the assumption that in the case of supply-related scarcity
appeal, the marketer applies this particular strategy based on the data received from the
manufacturer, that is clearly aware of the stock (Aguirre-Rodriguez, 2013).
Persuasion knowledge and its impact on consumer responses to advertising were widely
investigated. Past inquiries considered both positive and negative effects of PK on reactions in
the marketing context and mapped intercultural differences on the perception of the
persuasiveness of numerous appeals, strategies and tactics. Nevertheless, despite the fact that
there is a large array of research on PK, cross-cultural explorations are scarce in this field.
Therefore, the proposed study investigates intercultural discrepancies in persuasion knowledge
and its effect on the responses to ads that apply (demand-related) scarcity and reciprocity
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strategies. Specifically, whether such persuasive tactics lead to inferences of manipulative
intent through persuasion knowledge, and the extent to which negative reactions by perceived
appropriateness impact attitude towards the advertisement and purchase intention. The two
cultures (nations) compared are The Netherlands and Vietnam. The reason for this choice is
that the latter has a remarkably low score on individualism (20), while the former has a
noticeably high score (80) on this particular dimension (Hofstede, 1980). Moreover, the two
cultures also significantly differ on other dimensions like power distance.
Thus the research question and hypotheses studied are the following:
RQ1: What are the cross-cultural differences in persuasion knowledge (inferences of
manipulative intent) between people from Vietnam and the Netherlands in response to ads that
apply ‘demand-related scarcity’ and ‘reciprocity’ persuasive strategies?
Furthermore, earlier research about the direction of the relationship between persuasiveness
and persuasion knowledge was contradictory, since Campbell (1995) outlined that inferences
of manipulative intent reduce persuasiveness. On the contrary, Aguirre-Rodriguez (2013)
argued that when a tactic is perceived to be more persuasive, the activation of PK is higher.
Additionally, the findings of Orji (2016) showed that individualists are more persuaded by
scarcity, while collectivists are more influenced by the reciprocity tactic, so it can be assumed
that:
H1: There is discrepancy in inferences of manipulative intent between Dutch and Vietnamese
participants in response to the ad with demand-related scarcity strategy.
H2: There is a difference in inferences of manipulative intent between Dutch and Vietnamese
subjects in response to the ad with reciprocity appeal.
H3: There is no difference in inferences of manipulative intent between Dutch and Vietnamese
samples in response to the ad with a neutral, informative appeal.
Besides, taking into account that higher PK enhances skepticism toward ads and that perceived
manipulative intent negatively influences ad attitudes and purchase intention (Boush et al.,
1994; Campbell, 1995; Hossain & Saini, 2013), it can be suggested that:
H4: Increased inferences of manipulative intent adversely affects attitude towards the ad.
Lastly,
H5: Heightened negative inferences unfavourably impacts purchase intention.
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Methodology
Materials
To investigate the discrepancies in persuasion knowledge (PK) between the members of a
collectivistic and individualistic culture, a questionnaire based experiment was conducted.
Participants with different cultural background were exposed to manipulated advertisements
that applied distinct tactics. Therefore, the first independent variable was ‘Nationality’ with
two levels (1 = ‘Dutch’; 2 = ‘Vietnamese’). In addition, to shed light on the differences between
the aforementioned cultures, the second operationalized independent variable was ‘Ad type’
with three levels (1 = ‘reciprocity’; 2 = ‘scarcity’; 3 = ‘neutral’). According to Cialdini (2001),
‘reciprocity’ is a persuasive strategy that includes a favour that inherently obliges the receiver
to give it back by any means, while ‘scarcity’ is characterized by products or services that are
limited, thus perceived as more attractive. Furthermore, in the presented research proposal, the
‘neutral’ appeal could be defined as the control condition, which signifies a message that have
a persuasive intent. In marketing, the first tactic is used in practice as an initial, unexpected
coupon offer from the advertiser, which is more likely to induce a return from the target, for
example in the form of purchase. Whereas the second strategy in advertising illustrated the
product as exclusive and in popular demand (Aguirre-Rodriguez, 2013). Finally, in the case of
the third type, there was only a basic, informative description of the product or service.
In the current study, the above-discussed tactics were put into context in orange juice
advertisements. This product is present in both Vietnamese and Dutch markets and is not
restricted to either individual or collective consumption. Hence the possible bias by this aspect
was reduced. In total, 3 advertisements with the same creative design, but different written
stimuli were shown to different groups of Dutch and Vietnamese participants in their mother
language. There was a marketing message with ‘demand-related scarcity’ strategy: “Psst…
Deze maand werken we samen met kunstenaars om onze flessen een kleurrijke make-over te
geven. Alleen in de maand April.” (Dutch) / “Psst... Chào đón tháng cộng tác với các họa sĩ
bằng những chai nước cam với diện mạo hoàn toàn mới!! Chỉ duy nhầt trong tháng 4!!”
(Vietnamese). Another with ‘reciprocity’ appeal: “Happy Juice Hour! Elke 10e bestelling krijgt
u van ons. Laten we daar op proosten!” (Dutch) / “Happy Juice Hour! Khoa liền tay miễn phí
ngay mỗi đơn thứ 10 trong giờ vàng. Cạn li!” (Vietnamese). These were chosen in a pre-test
and translated to the two languages from English. Thirdly, a neutral, control condition: “100 %
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biologische sinaasappelsap, 0% toegevoegde suikers, bij u bezorgd” (Dutch) / “100% nước
cam nguyên chất, 0% phụ gia đường, Giao hàng tận tay” (Vietnamese). The justification for
the application of a control material was to see whether the outcomes were caused by specific
persuasive principles of Cialdini (2001) or there are other predictors and whether there is a
difference in effect when the strategy is present or absent. Besides, it has to mentioned that the
endorser was a fictitious brand called ‘Orange Life’ (“juice delivery on demand”), since
possible pre-knowledge and preference may have distorted the results if the advertiser would
have been a known producer.
Pre-test
To choose the advertisements that appropriately applied the persuasive tactics (demand-related
scarcity & reciprocity) and were perceived by subjects as intended, a pre-test was conducted.
This was done similarly to what Gaube, Fischer, Windl, and Lermer (2020) did. BA students
(Dutch and Vietnamese as well) of International Business Communication (IBC) at the Faculty
of Arts of Radboud University Nijmegen created 10 English orange juice ads with the, 5 for
each advertising tactic category (See Appendices C – M.). It has to be highlighted that every
ad had different body text, whereas the visual design remained constant. The reason for this
was to increase the control over the material and to interpret the effect of the verbal stimuli. At
first, marketing experts at Radboud University evaluated the consistency of ads with the two
persuasive appeals by Cialdini (2001). Later, an online, English questionnaire was designed in
which other international people from the same university identified the most suitable
advertisement for the ‘demand-related scarcity’ and ‘reciprocity’ principles. The participants
of the pre-test were recruited in English, through WhatsApp. In total, 22 respondents completed
the survey, of which 9 (40.9%) was male, 12 (54.5%) was female and 1 (4.5%) preferred not
to say their gender. The average age was 24.23 (SD = 8.42) and ranged between 20 and 59.
This mean was calculated for 21 respondents, because one person indicated 1 for age. If that
would have been included M = 23.36 (SD = 9.75). There were 6 Polish (27.3%), 4 Hungarian
(18.2%), 3 Laotian (13.6%), 2 German (9%), 1 Indian (4.5%), 1 Malaysian (4.5%) and 5
(22.7%) participants who did not provide their nationality. With regard to educational level, 14
(63.6%) subjects had Bachelor, 5 (22.7%) obtained Master, 2 (9.1%) finished High School and
1 (4.5%) marked “Other”. In the beginning, they received a brief introduction to the
questionnaire and they had to provide their age, education level, gender and nationality. This
was followed by the 10 advertisements which were all supplemented by the definitions of the
corresponding tactic to ensure that respondents are aware of the meaning of the appeals
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throughout the pre-test. Subsequently, subjects marked the extent to which the marketing
messages well utilized the discrepant principles. These were indicated on a 7-point Likert scale
ranging from 1 (completely inconsistent) to 7 (completely consistent). The two materials that
got the highest ratings were “Happy Juice Hour! Every 10th order is on us. Cheers to that!”
(See Appendix C. for the advertisement) for reciprocity (M = 5.36, SD = 3.91) and “Psst…This
month we partnered with artists to give our battles colourful makeover! April only.” (See
Appendix I.) for scarcity (M = 4.82, SD = 1.65). These, with the individually chosen neutral
appeal, “100 organic orange juice, 0% added sugars, delivered to you” (See Appendix M.),
were translated to Dutch and Vietnamese and incorporated into the online survey for the
experiment (See Paragraph 3. in ‘Materials’).
Translation
The translation of materials was performed by the back-translation method (Brislin, 1976).
Firstly, the two chosen advertisements as well as the questionnaire were created in English by
a group of International Business Communication students from Radboud University,
Nijmegen. Then, bilingual experts from the group (1 Dutch/English and 1 Vietnamese/English)
forward translated those from English to the target languages, Vietnamese and Dutch. Thirdly,
2 other bilingual researchers (1 Dutch/English and 1 Vietnamese/English) checked the
translation, and and 2 independent experts translated the Dutch and Vietnamese versions of the
materials back to English. Lastly, the obtained back-translated versions of the advertisements
and the surveys were compared to the original English version. This thorough technique
ensured equivalent versions of ads and questionnaires in the two languages.
Subjects
The participants of the investigation were Vietnamese and Dutch individuals. The two samples
were recruited with the help of new and traditional media tools. Namely, prospective subjects
were contacted via e-mail and through social networking sites, including Facebook (Messenger
as well), WhatsApp, and Instagram to take part in the study. The explanation for the recruitment
by such means was that these previously mentioned social media platforms are the most
popular globally (Statista, 2021). Although 243 respondents started the survey, 13 responses
had to be excluded either due to their incompleteness or consent was not given or the participant
was under 18. In total, 230 correct answer sheets were recorded, of which 115 (50.0%) were
Dutch and 130 (50.0%) were Vietnamese. There were 55 (47.8%) males, 59 (51.3%) females
and 1 (0.9%) who indicated other in the Dutch sample. The division by gender among
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Vietnamese subjects was 20 (17.4%) males and 95 (82.6%) females. Concerning educational
level, the Dutch group comprised 11 (9.6%) people with compulsory education, 12 (10.4%)
with MBO, 21 (18.3%) with master degree, 23 (20.0%) with HBO and 48 (41.7%) with a
bachelor. The distribution based on the same characteristics within the Vietnamese sample was,
4 (3.5%) college, 4 (3.5%) PhD, 6 (5.2%) compulsory education, 25 (21.7%) master and 75
(65.2%) bachelor degree. It has to be underlined that the current research adopted the
differences in the names of educational levels between the countries. Considering age, the mean
was 25.96 (SD = 11.21) and ranged between 18 and 66 among Dutch participants, while the
average was 27.50 (SD = 8.43) with a minimum of 18 and a maximum of 51 among the
Vietnamese. Lastly, an equal number of Dutch people saw the ad with reciprocity and neutral
appeal (N = 38, 33.0%), whereas the scarcity ad was shown to 39 (33.9%) subjects. The
distribution among Vietnamese individuals int this sense was the same 38 (33.0%%) for
reciprocity, 39 (33.9%) for scarcity and 38 (33.0%) for the neutral condition.
Design
The research had a 2 (‘individualistic’; ‘collectivistic’) X 3 (‘reciprocity’; ‘scarcity’; ‘neutral’)
between-subject design. Although each sample saw the same advertisements, both the
Vietnamese and the Dutch group was randomly divided into three subgroups with similar
number of subjects. The division of participants implied that each subgroup and person only
had to observe one of the three tactics within the two samples. This assignment diminished the
potential errors provoked by respondents learning the purpose of the tasks throughout the
distinct conditions. What is more, in this way, the goal of the research remained unknown for
the respondents.
Instruments
To measure the differences between the two cultures in terms of persuasion knowledge, the
interval level dependent variable was the Inferences of Manipulative Intent (IMI) developed by
Campbell (1995). This six-item scale, which contained attribution statements with points that
range between 1 (completely agree) to 7 (completely disagree), was adapted and utilized in the
study. Also, one 7-point semantic differential scale with 1 (unfair and 7 (fair) anchors assessed
the participants’ perceived appropriateness of the ads (Campbell, 1995). In addition, other
interval-level, dependent variables, ‘ad attitude’ (Aad) and ‘purchase intention’ (PI), were
measured.

‘Aad’

was

assessed

with

three

7-point

semantic

differential

scales

with 1 (unpleasant) and 7 (pleasant), 1 (bad) and 7 (good), and 1 (awful) and 7 (nice). ‘PI’ of
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subjects was evaluated by their responses ranging from 1 (extremely unlikely) to 7 (extremely
likely) to a question that addressed how likely they would buy that particular brand. These items
were also adopted from Campbell (1995). After all, a two-item manipulation check with 1
(consistent) and 7 (inconsistent) anchors measured the consistency of the ad seen with their
definition. The aim of this was to guarantee that participants perceived the reciprocity and
scarcity persuasive strategies as intended. Equivalently to the translation of the designed
marketing messages, the items were also translated with the method detailed in the last
paragraph of the ‘Materials’ section.
Reliability analyses
To calculate the reliability of the scales that measured ‘Inferences of Manipulative Intent’
(IMI), 3 items had to be reversed. In other words, items number 1, 4, 5 had to be changed to
have 1 as the negative and 7 as the positive polar. After this modification was done,
Cronbach’s alpha was conducted. The reliability of ‘Inferences of Manipulative Intent’
(IMI) made up of six items was good: ɑ = .88. Therefore, the average of all six items was used
to calculate the compound variable ‘IMI Total’, which was employed in the further tests.
Furthermore, the reliability of ‘ad attitude’ (Aad) comprising three items was excellent: ɑ =
.90. Thus, the mean of all three items was applied to compute the compound variable ‘Ad
attitude Total’, which was used in the analyses.
Manipulation check analyses
To find out that advertisements that applied scarcity and reciprocity tactics were comprehended
as defined, two ANOVAs were carried out. Firstly, a one way analysis of variance showed a
non-significant effect of ad type on scarcity manipulation (F(2, 227) = 3.84, p = .023).
However, it was shown that the ad with scarcity appeal (M = 4.35, SD = 2.03) was significantly
more consistent with the definition of the corresponding persuasive tactic than the neutral
condition (p = .018, Tukey HSD-correction; M = 3.46, SD = 1.85). There was no difference
between the ad with reciprocity tactic (M = 3.79, SD = 2.13) and the neutral appeal (p = .571,
Tukey HSD-correction; M = 3.46, SD = 1.85), and the marketing message with scarcity strategy
(p = .199, Tukey HSD-correction; M = 4.35, SD = 2.03). Nevertheless, it is important to note
that the scarcity advertisement received the highest score in consistency with its definition.
Secondly, a one way analysis of variance showed a significant effect of ad type on reciprocity
manipulation (F(2, 227) = 5.11, p = .007). The ad with reciprocity tactic (M = 4.26, SD = 1.82)
was significantly more consistent with the corresponding definition than the scarcity appeal (p
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= .023, Tukey HSD-correction; M = 3.50, SD = 1.79) and the neutral condition (p = .012,
Tukey HSD-correction; M = 3.43, SD = 1.72). There was no discrepancy between the ad with
scarcity strategy (M = 3.50, SD = 1.79) and the one with neutral appeal (p = .971, Tukey HSDcorrection; M = 3.43, SD = 1.72).
Procedure
As it was previously described, the subjects were contacted via e-mail and through social
networking platforms to participate in the 5-10 minutes long experiment. The investigation
consisted of an online survey constructed with the internet-based tool called ‘Qualtrics’. This
built up of the pre-tested advertisements, the neutral condition and scales to mark the responses.
The participants received the invitation, and the questionnaire written in their mother language
(Vietnamese and Dutch). The samples were randomly assigned to the three conditions by
‘Qualtrics’. At first, they were instructed on their task, assured that their privacy was protected,
and the results, including the given personal information, will only be disclosed for scientific
purposes of BA students of International Business Communication (IBC) at Radboud
University Nijmegen. After that, they had to answer demographic questions, such as age,
gender, and education level. That section was followed by the part where they needed to
scrutinize the advertisements with the persuasive strategies, then respond to the ‘IMI’, ‘Aad’
and ‘PI’ scales, and the manipulation check items. The latter was inserted after measuring the
dependent variables because Geuens and de Pelsmacker (2017) reported that participants’
responses will be biased if it would be in preceding position. Ultimately, the subjects were
thanked for their contribution. After the collection of responses closed because a sufficient
number of subjects participated, it was realized by an IBC student coder that the answers for
the 6th IMI item were not recorded due to a technical bug in ‘Qualtrics’ and that there were
only 6-point semantic differential scales for ad attitude (Aad) instead of 7 in the Dutch version
of the survey. Moreover, the consent question was left out from the Dutch version as well. The
errors were corrected and the missing part was added to the questionnaire, which was sent out
again without any other adjustments. After the fixed and re-opened Dutch questionnaire was
completed by enough participants, the acquired data from both versions was translated, cleaned
and entered into IBM SPSS 25. When some analyses were conducted with the dataset, it was
found that the variance was unequal and the distribution of respondents in the three conditions
(reciprocity, scarcity, neutral) were not balanced. Hence, to attain equal number of people in
the Dutch and Vietnamese groups, subjects had to be removed from the latter. This was fulfilled
in SPSS, by random selection of cases from each condition in the Vietnamese sample. The
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reports of descriptive tests and the analyses in the ‘Methodology’ and ‘Results’ sections were
performed after the problem was solved.
Statistical treatment
Since the inquiry specified two independent variables, of which one had three, the other had
two levels, and the dependent variables were interval, a two-way ANOVA was conducted.
One-way ANOVAs were performed for ad type per country to interpret the differences between
the three conditions. Independent samples t-tests were run, one per persuasive tactic to discover
the potential discrepancies between the two nations (cultures). Besides, independent samples
t-tests were carried with the categorical ‘IMI’ variable to study its effect on ad attitude
(Aad) and purchase intention (PI).

Results
Inferences of Manipulative Intent - IMI (H1, H2, H3)
To see the effect of the two cultures (Dutch – individualistic; Vietnamese – collectivistic), the
two persuasive tactics (reciprocity, scarcity) and the neutral condition on ‘Inferences of
Manipulative Intent’ (IMI), multiple tests were performed. A two-way analysis with nationality
(culture) and ad type (persuasive strategy) as factors showed a significant, but small main effect
of nationality on ‘IMI Total’ (F(5, 224) = 45.88, p < .001, ηp2 = .170). Ad type also had a
statistically significant, but small main effect on ‘IMI Total’ (F(5, 224) = 9.86, p < .001, ηp2 =
.081). The interaction effect between nationality and ad type was not statistically significant
(F(5, 224) = 1.76, p = .175, ηp2 = .015). Since the Levene’s test of Equality of Error variances
was significant (p = .001) and appropriate post-hoc tests were not available to get correct
insight into the discrepancies, two separate one-way ANOVAs were conducted for both
cultures and three independent samples t-tests for each tactic to interpret the differences
between the two nations and the three advertising strategies in terms of ‘IMI’. In the Dutch
sample, a one-way analysis of variance presented a non-significant effect of ad type (persuasive
strategy) on ‘IMI Total’ (F(2, 112) = 2.22, p = .113). In the Vietnamese sample, a one-way
analysis of variance demonstrated a significant effect of ad type on ‘IMI Total’ (F(2, 103.24)
= 8.05, p = .001). Among the Vietnamese participants, the neutral condition (M = 5.09, SD =
0.91) received higher scores on the ‘IMI’ scales (more positive) than the reciprocity (p = .001,
Games-Howell-correction; M = 4.17, SD = 1.14) and the scarcity (p = .003, Games-Howellcorrection; M = 4.18, SD = 1.35) tactics. However, there was no difference between the
reciprocity (M = 4.17, SD = 1.14) and scarcity (p = .999, Games-Howell-correction; M = 4.18,
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SD = 1.35) persuasive appeals. In response to the ad that applied the reciprocity tactic, an
independent samples t-test showed a significant discrepancy between Dutch and Vietnamese
subjects with respect to ‘IMI’ (t(74) = 4.74, p < .001). The Dutch group (M = 5.31, SD = 0.94)
evaluated the ad higher on the ‘IMI’ scale (found it less manipulative) than the Vietnamese
sample (M = 4.17, SD = 1.14). In response to the scarcity appeal, an independent samples t-test
depicted a significant difference between Dutch and Vietnamese respondents concerning ‘IMI’
(t(66.69) = 4.09, p < .001). Dutch participants (M = 5.25, SD = 0.91) indicated higher ‘IMI’
(perceived the ad less manipulative) than the Vietnamese group (M = 4.18, SD = 1.35). In
response to the neutral condition, an independent samples t-test revealed a significant contrast
between Dutch and Vietnamese respondents regarding ‘IMI’ (t(74) = 2.80, p = .007). The
Dutch sample (M = 5.65, SD = 0.84) showed a higher score on the ‘IMI Total’ scale (found the
ad less manipulative) than the Vietnamese sample (M = 5.09, SD = 0.91).
Ad attitude and Purchase intention (H4, H5)
To observe whether there was an influence of ‘Inferences of Manipulative Intent’ (IMI) on
attitude towards the ad and purchase intention, ‘IMI Total’ was transformed into a categorical
variable (0 = ‘Low’, 1 = ‘High’) by a median split. An independent samples t-test demonstrated
a significant difference between Low and High ‘IMI’ with regard to ad attitude (t(228) = 7.46,
p < .001). High scores on ‘IMI Total’ (M = 5.27, SD = 1.18), so less perceived manipulation,
evoked more positive attitude towards the ad than Low ‘IMI’ values (M = 4.13, SD = 1.13).
Also for purchase intention, an independent samples t-test presented a significant discrepancy
between Low and High ‘IMI’ (t(208.24) = 4.33, p < .001). High numbers on the ‘IMI Total’
(M = 4.04, SD = 1.74) stimulated superior purchase intention than Low scores (M = 3.15, SD
= 1.31).

Discussion and Conclusions
The statistical analyses shed light on numerous differences in Inferences of Manipulative
Intent (IMI) between cultures in response to the advertisements that used the three distinct
persuasive strategies. It was found that the neutral condition induced fewer inferences of
manipulative intent (high score on the ‘IMI’ scale) in the Vietnamese sample, while there was
no difference between the reciprocity and scarcity tactics in this sense. Moreover, no
discrepancy was shown in ‘IMI’ between the three ad types among Dutch participants. When
the differences were investigated between the two cultures in the discrepant advertisement
conditions, it was identified that Vietnamese subjects scored lower on the ‘IMI Total’ scale
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after seeing the reciprocity and scarcity appeals. This outcome entails that they perceived those
advertisements more manipulative than Dutch respondents. Therefore, H1 and H2 are
supported. In the case of the neutral marketing message, the tendency was the same because
the Vietnamese group had a more negative perception about the ad than the Dutch one. Thus,
the findings are inconsistent with H3. Concerning ad attitude and purchase intention, H4 and
H5 are confirmed by the results. Low scores on the ‘IMI’ scales, so increased inferences of
manipulative intent adversely influenced both variables. More concretely, when participants’
impressions were negative about the ads, the impact was unfavourable on attitude towards the
ad and purchase intention. Overall, it can be concluded that persuasion knowledge in terms of
manipulative inferences is more prominent and dominant in the collectivistic (Vietnamese)
than in the individualistic (Dutch) sample.
The explanation of findings is somewhat contradictory with previous inquiries. Orji
(2016) presented that collectivists are more susceptible to the six persuasive (authority,
reciprocity, liking, scarcity, consensus and commitment) than individualists. However, the
current study shows that persuasion knowledge, which was measured by Inferences of
Manipulative Intent (IMI), was higher for the collectivist, Vietnamese nation, even when the
persuasive intent was absent in the material. According to Campbell (1995), negative
perception about advertisements diminishes persuasiveness. A possible reason for the
disagreement between the results of the present investigation and Orji (2016) could be that the
latter did not include persuasion knowledge as a potential determinant of susceptibility.
Furthermore, Orji (2016) did not evaluate the participants’ manipulative views on the
advertising strategies. Concerning the influence of ‘IMI’ on ad attitude and purchase intention,
it can be confirmed that both dependent variables are negatively affected when the appeal is
perceived to be more manipulative. This outcome is agreeing with Campbell (1995), which
demonstrated an adverse impact of IMI on attitude towards the marketing message and buying
motive.
Considering the limitations of the research, the selection of material was problematic
after seeing the manipulation check. Even though the ads that were chosen had the highest
average, in the case of the scarcity strategy, there was no significant statistical difference
between the one that was used in the experiment and another with a similar mean score.
Secondly, due to unequal variances, the groups in the Vietnamese sample had to be adjusted
and some respondents had to be removed. Thirdly, the survey had to be corrected and sent out
after the first publication since there was a technical bug in the online tool ‘Qualtrics’. This
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may have resulted that some subjects filled out the questionnaire two times and were aware of
the goal of the inquiry.
For future research, it is suggested that the manipulated materials are only implemented
in the main experiment after it was ensured that those statistically differ from the other options
lined up in the pre-test. In addition, the collection of data needs to be more controlled to achieve
the homogeneity of variances in samples without any further intervention from the researcher.
Furthermore, before publishing and sending out the questionnaire, there have to be multiple
checkers who guarantee that it is free from errors and mistakes. Lastly, future studies should
focus on persuasion knowledge and Inferences of Manipulative Intent (IMI) of other cultures
that are positioned on the extremes of the six dimensions, and consider different persuasive
advertising strategies.
In general, the current research contributes to the theory by reflecting on intercultural
discrepancies in persuasion knowledge and the way it influences the responses to marketing.
Besides, it provides a guideline to advertisers about advertising strategies that work less or
more well in certain cultures and that are perceived to be rather persuasive or manipulative.
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Appendix B. Persuasion Knowledge Model (Friestad & Wright, 1994)
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Appendix C. Reciprocity ad 1.
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Appendix D. Reciprocity ad 2.
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Appendix E. Reciprocity ad 3.
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Appendix F. Reciprocity ad 4.
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Appendix G. Reciprocity ad 5.
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Appendix H. Scarcity ad 1.
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Appendix I. Scarcity ad 2.
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Appendix J. Scarcity ad 3.
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Appendix K. Scarcity ad 4.
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Appendix L. Scarcity ad 5.
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Appendix M. Neutral ad
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