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Theinfluence of global and local iconic brand positioning on advertising persuasion in an

emer ging market setting

Abstract

This study explores how positioning a brand as global and/or local iconmarerate the impaci
advertisng frequency(AF) on brand attitudeis an emerging market conte;e argue that brasd
may be seen as the source obdaertisemenand that the positioning of a brand ¢hnsenhance
sourceattractiveness, and/epurcecredibility, which in turn facilitate thenpactof AF on brand
attitudes Our results suppothatbothaglobal andalocal iconic positioning enhance thé — brand
image relationship, but dly do nothave areffectonthe AF—brand quality relationshipAdditionally,
we examine whether source attractiveness and source credibility mediate thesgiomoeects and
find thatonly source attractiveness a significanmediator Additionally, we investigat&vhether a
hybrid positioning strategyi.€., positioning as both global and local iconic) is lfieis. Results
indicate that a separate positioning (igtopal or local iconic) is a better strategy to incrahse
attractiveness of the advertising source iartdrnto facilitate theeffectof advertisingfrequencyto

create brand image.



INTRODUCTION
It is crucialfor firms toobtain the greatest benefit frahreir ad expenditure® remain competitive
This basic principle of marketing éspecially vital fofirms in emerging markefor two reasons
which is why the present study employs aresging market perspective: first, competition in
emerging markets is even fiercer than in established ones, often resulting ithpapergins (Sheth,
2011); second, advertising possesses a stronger leverage in creating salegig enaekets than in
developed countrig®ahadir, Bharadwaj, & Srivastava, 2015). Additionally, emerging msaket
sometimes referred to as distificim developed ong®.g, concerninghe interplay between global
and local brands, Ozomer, 2012). Timsritsa closer lok into ways to enhance advertisisigccess
and possible distinctive characteristics of brand positiomg. of the focal instruments of managers
for steeringheir advertisinguccesss advertising frequency (AF) because of its direct relation to
companies’ advertising costs (i.e., the bottom line), as well asates and revenuee., the top line)
(Tellis, 2004).In this regardenhancing AF’s ability to induce attitude changgesf key importance.
Because of AF's high relevance, some moderators have already been idengfibdncé\F's
relationshi to brandattitudes(Schmidt & Eisend, 20)5these moderators are mainly related to the
consumer (such as involvement) or the advertisement itself (such as adveatigthgor message
complexity). However, with the notabdéxception of Campbell and Keller (2003), the importance of
brand related moderators has been neglected. Especiathpttexating role obrand positioning on
the relationship between AF and brand attitudes has been overlodkeditaratureBrand
positioning is acentralstrategic tool that has important consequences on firm performance and it
requires significant amount of investment. Thus wital to examine how brand positioning affects
the relationship between AF and brand attitudes. Accordingly, examining the nmgleffects of
brand positioning would guide firms to make sounder brand positioning decisions to ethigance
effects of AF.

Brand positioningnay be a possible facilitattw theeffects of advertising€quencybecause
brand positiomg might convey credibility and/or attractiveness (Aaker, 1991) andrtves may be
seen as the source of avertisementKeller, 2003). One of the key positioning strategies, especially
in emerging markets, is tlggoballocal dichotomy(ZarantonelloJedidj & Schmitt, 2013)A global
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brandreachescross multiple countries asgmbolizes consensus values of globalizatfotocal
iconic brands built aroundocal operations anid able to meet local tastes and reeedoreover, it
symbolizes consensus values of the local commuNiably, brand positioning is a strategic
decision. Companiamay choose to presenbeand to consumers a certain wao that it becomes
more or less global and/or local iconreviouditerature has connectdxbth globalndlocal iconic
positioning strategies tifferent benefits and drawbacies.g., for global brandgetter quality
prestigeand an association witflobal culture for local iconic brandsa patriotic auraand a laver
price point Alden, Steenkamp, & Batra, 199atra, Ramaswarny, Alden, Steenkamp, &
Ramachander, 200@zsomer, 2012)However the literature has overlooked whether and laow
global/localiconic brand pogioning facilitates theféects of advertigig frequency.

Prior research has found thsf affects brand attitudes along two important routes, an
affective routge.g, leading tobrand imageand acognitive route (e.gleading tobrand quality)
(Schmidt & Eisend, 2015). Moreoven attractive dvertising sarce usuallftriggers positive affect
towards the product, whereasredibleadvertising sourcenayfacilitate greatercognitive
elaborationgRucker Petty, & Priester2007).Hence, #ractivenessf the sourcenaypromote the
affectiveroue triggered by advertising frequenayd thus facilitate the AFbrand image
relationship Source credibility, on the other hamay facilitatethe cognitive pocesses triggered by
advertising frequencgnd then moderate the AF — brand quality relatigm$iowever,although there
is a general beligh these effects (Rossiter & Percy, 1997: 260), there is only limited amd ofte
indirect evidenceThe research on brands as the source of anpautisularly underdeveloped
(Keller, 2003) To the best athe authors’ knowledge, only Campbell and Keller (2003) have
empirically investigated the moderating role of bimad sourcesf anad on effects of advertising
frequency However,although Campbell and Keller (2003) rely on the source effect, manylcrucia
building blocks of the underlying persuasibeoly have not beetested by their researchRor
example, iremains unclear thrand positionindacilitatesthesource effect for the affectiandbr
cognitiveroutetriggered byadvertising frequengyn other words, does brand positioning affect the
AF — brand image, and/or the AF — brand quality relationdkipre importantly, it is essential for a

better theoretical understanding of these relationships to gain insightghy and how brand



positionirg facilitatesthe attitude changes triggereddmyvertising frequency. Hence, we also
investigate the mediating roles of source attractiveness and soeddality to the moderating
relationships of global and/or local iconic brand positioniag the &ects of AF on brand image and
brand quality This investigation provides understanding of the nhomological network surrouhding
moderatingeffectson advertising frequency.

Moreover, pevious literature has suggested that emerging markets bagliferent from
developed countries aridata hybrid positioning may be feasiliteere (e.g., Ozsomer, 2012).
However,other researchers V®voiced doubts if such a hybpasitioning is viablde.g, Hollis,

2008; Zhou & Belk, 2004 Our study addresses these opposing views by investigating whether
distinct positioningi(e., positioning as either global or local iconic), or hybrid positionimg, & joint
positioning strategyis more beneficial.

Thesegarsin the literatureverereiterated in recent dalto enhance global branding
knowledge irtheinternational branding strategy (Chabowski, Samiee, & Hult, 2013) anderdee
knowledge of the advertising persuasion process in emerging marketst(@eello et al., 2013)n a
nutshell, the contributionsf this studyare to investigatavhether(1) global and local iconic
positioning enhancthe effects ofAF on brand image and brand quality, (2)sdaenoderating effects
occurvia source attractivenessd/or sourceredibility, and (3 hybrid positionirg (globalandlocal
iconic) or separate positioning (glotmllocal iconic)enhances source attractiveness and/or source
credibility and in turrfacilitatesthe AF—brand attitude relationship§aken together, these points
errich our understanding of how brand positioning helps to facilitate adveréffietivenessThe
extant literature has discusssmme moderating variables to the AF — brand attitude relationship

(Schmidt & Eisend, 2015), but has negledteseffectsof a global/local iconic brand pitioning

MODEL DEVELOPMENT
Credibility and Attractiveness of Global and L ocal Iconic Brands
Advertising frequencgnhances both bramshageand brand quality (Schmidt & Eisend, 2015). The
AF —brand image path can be seen as an affective route which embraces emotions gsd feelin
whereas théd\F —brand quality path has been connected to cognitive processeadbatpasgssue
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relevant tinking (Ruckeret al, 2007).These two routes can be enhanced if the source of the ad is
attractive orcredible respectively Building onpersuasion theorynaattractive source creates positive
affect The relationship between the receiver and the source becomes more @ateltaatreceiver
may voluntarily give into the influence from the source (Wilson & Shet@93. Hence, an

attractive source ia possible moderator to tiié —brand imageelationship Again following
persuasion theory,@edible sourcenayfacilitate the cognitiveroutebecause mindividual may
conform to an influence more readily an@pthis/heiown cognitivebeliefs if s/he sees the influence
as originating from a source of valid informati@onsequently, a credible sourcaipossible
moderator to the AR brand quality relationship (Kelman, 1961; Rossiter & Percy, 1$%e

brands may be seen as thaurce of an ad (Keller, 2003) acah alsde attributed with credibility
and/or attractivenesg\éker, 1991)we argue thadt is possible to enhance thattractiveness and/or

credibility with the help obrand positiomg.

AF —Brand Image According to Kelman (1961),sourceof an ads likely to be attractive for an
individual if it occupies a position which the individual desii®isice global and local iconic brands
address acute tensions and opportunities of consumeggdbadizing societythey may be desirable
and thus attractive sources when viewedoasces of an adslobal and local iconic positioned
brandspossess the ability to communicate a consumer’'sdsttity (Xie, Batra& Peng, 2015).
Globalization poses challenges to the individual (e.g., confusion of cutterdity, alienation
between generations), and global and local iconic brands may support indivahiatswith these
challenges by helping them to locate themselves or gain acceptance ineemejsopp

An attractive source in tunmay create positivaffect,which simplifies the transfer of
attitudes from asl (MaclInnis, Moorman, & Jaworski, 1991). Consumers thay voluntarily give
into the influence from the sourdacreasingheeffect d advertising along theffective route
(Rossiter & Percy, 1997).

For example, lgbal brands might seem attractive for certain consumers because they carry
the promise to feel at one with global culture (Alden et al., 1998)eover,global brand
consumgion helpsconsumersn shapng a cosmopolitan selfientity by signalingbelongingness to a
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world-wide segmen{Holt, Quelch, & Taylor 2004).Likewise, bcal brands can become local icons
thatconsumers may use to “address identity desires and anxigtaes® 2, quote by Holt, 2004).
Local iconicbrands build their attractiveness on local cultural capital and a deepertandierg of
the local psyche (Ger, 1999) anelp to define the local marketflavor (Dimofte, Johansson, &
Ronkainen 2008). Moreoverpnsumers may perceitiee local iconic attribute of a brand as
attractive because it may halgemto reinforceoriginality and local pride (Ozsomer, 2012 a
result,global and local iconic bramgbsitioningmayenhancéhe attractivenessf a branl as an
advertising sourcd he increased attractiveness of a wakitioned brand themay resulin a higher
persuasive impact of the brand’s advertising, widciiitatesthe AF —brand image relationship

Therefore, we hypothesize:

Hla: Global brangbositioning enhances the effectAf on brand image.

H1b: Local iconic brand positioning enhances the effeétFobn brand image.

Hlc: Source attractiveness mdadmthe moderation effect of global brand positioning on the
AF —brand image relationship

H1d: Source attractiveness matgis the moderation effectlotal iconic brand positioning

on the AF -brand image relationship.

AF — Brand Quality.Additionally, the positioning of a branday add credibilityto the advertising
sourceand thus increagbeimpact of AFalong the cognitive rout&Vhen the brand igerceivedas
able and willing to deliver what it promisésis viewedas credibleMessages communicated from a
source of higleredibility maybe perceived asiore relevant for the individbandthus have a higher
likelihood toinduce attitude changékelman, 1961 Prior research has found tteatredide ad
sourcemayfacilitate thecognitiveintegration of the advertising claim into the consumer’s belief
system Rossiter & Percy, 1997). Henamurcecredilility of the brandnayease cognitive

processingind have an impact on tié — brandquality relationship



Global brands requirsubstantiabrand building expenditureshich can beviewedas a bond
thatis put at risk irthecase ofa broken brand promise. Therefdies investments that are necessary
to build a global brand may enhance the credibility of a global positioretggy(Heinberg Ozkaya,
& Taube, 2016Holt et al, 2004). AccordinglyOzsomer andltaras(2008)propo®d that global
brands,'have greater credibility because of greater brand investments and marketiognsisteng
across major markets and tim@afie10, quote by Ozomer & Altaras, 2008

A similar effect could also apply to brands with a local icguasitioning. he quality level of
local brands has increased significantly in emergiagkets(Zhou & Belk, 2004) Additionally, local
brandsmight bettertarget their produstto theunique needs and desires of local consumers (Ozsomer
2012).Hence, tcal brands may haveader relationships with consumers, which could explain why
consumers tend to view local brands as authé@tic, 1999)This potentialcredibility could be
attached tdocal iconic brandsvhen seen as an advertising sourceandd help toease theognitive
routetriggered by advertising frequendyence globalor localiconic brand positioning may increase
the credibility of a brand as an advertising source. The enhanced ctgditédiwell-positioned brand
then may ease the internalization of the advertising message, which &sthieedF — brand quality

relationship Therefore, wéypothesize:

H2a: Global brand positioning enhances the effegtfobn brand quality.

H2b: Local iconic brand positioning enhanche effect ofAF on brandjuality.

H2c: Source credibility medies the moderation effect of global brand positioning on the AF
— brand quality relationship.

H2d: Source credibility mediates the moderation effect of local icoamdypositioning on

the AF— brand quaty relationship.

I nteraction between Global and L ocal I conic Brand Positioning
As previously discussed, both the global éowhl iconic positioningtrategie®f brandamight offer

benefits that may easlee AF — brand attitude relationshipdowever the literaturéhas provided



ambiguousevidence as terhetherit is possible to simultaneously profit from bgibsitioningeffecs.
While the literaturénassupporéda separate positioning strategy in developed countries (Ozsomer
2012, somescholarshave argud for the benefits of a hybrid positioning strateigyemerging
markets(e.g, Ozsomey 2012, Xie et al., 2015Neverthelesther findingshaveraisal doubts

against such a propositi¢e.g, Swoboda, Pennemann, & Taube, 2012).

We do not share Ozsomer’s (2012) view, which encourages a hybrid positioninggingme
markets.Such a hybrid brand positioning is possible in practice; however, we argue thgtribm
necessarilype prudentFor examplel.enovo, one of the most thriving emerging market brands and
one of the biggest success stories of a Chinese company, has recognizedrtailit be successful,
when avoiding a hybrid brand positioning. Jo Moore, the executive brand directordrmmd.
recently affirmed in an interview\We see owgelves as a global brand and we don’t want to be put in
any kind of box[...] We don't make a point of being Chin&¢guote by Rogers, 2016). In other
words, in order to be appealing for consumers around the world, the company less Bt éssal
iconic image. Such a negative relationship has also been noted in researcigaltinvgdirand
positioning in advertising in both developed and emerging markets, Alder{Z999) find a strong
negative correlation between a global and a local culturaliqasig (r=-0.77).

One key reason why hybrid brand positioning might to adverse effects forandsis the
bicultural exposure effect, which is present in developed and emergikgtsalike Chiu, Mallorie,
Keh, & Law, 2009)An individual’'ssimultaneous exposure different cultures within one object
leads to an emphasis stereotypic qualities of those cultures. As a reshit perceived
incompatibility between the respective cultures is enlaigedjng tofeelings of ‘cultural
contamination’ (Torelli, Chiu, Tam, Au, & Keh, 201Thefusion of one’s own and a foreign culture
within one object could evagive riseto disgust (Cheon, Christopoulos, & Hong, 2016).

This effect extends tproductswhereTorelli andAhluwalia (2012) have found that brand
extensions of culturally symbalbrands to a culturally incongruent product categoeyevaluateds
significantly less ppealing compared to those frameutral or congruent product categ@imilarly,
products, especially cultural icons, asaluated better, when they are monocultimstead of

bicultural (Torelli & Cheng, 2011; Torelli et al., 2011



The hybrid global and local iconic positioning exposes consuméstifferent cultural
influencesThis should apply especially in emarg markets, where local culture is potentially more
different from Western images, which are often associated with glabafiZAlden et al., 1999).
Therefore, we argue that there might be a loss of attractiveness, agittoning a brand as global
andlocal iconic at the same tingkie to the bicultural exposure effect resulting from the distinct
cultures that these brand types repres&mliminishing attractiveness of a brand with a hybrid
positioning would imply that the brand is affectively lessspasive and we, therefore, expect a
decrease in the AF brand image relationship. Correspondingly, brands with a hybrid positioning
may be perceived as less trustworthy, and thus less credible, because comsginiédrs unclear
what these brands stand,fperceive the brands as insincenesee them as unable to fulfill their
promisesConsequently, advertisements from such a brand should be cognitively less persuasiv

whichis expectedo lead toa weaker AR brand quality relationship. We hypothesiz

H3a Theinteraction between global and local iamhrand positionindpas a negative effect
onsource attractiveness

H3b: The interaction between global and local iconic brand positioningregasive indirect
effect via source attractiveness on thi-— brand image relationship.

H3c: The interaction between global and local icdirand positionindpnas a negative effect
onsource credibility

H3d: The interaction between global and local iconic brand positioningregasive indirect

effect via ®urce credibility on the AF — brand quality relationship.

METHODOLOGY
To investigatéhese hypotheses, wenductseparatstudiesset inChinaand India; both countries
lead among the emerging markets in terms of advertising spending grovatiaantsng spending,
respectively(ZenithOptimedia, 2015 he first study is a preliminagtudy and igplacedin China. It
examineghe general notion if global and local iconic brand positioning can enhancé& thérand
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image and the AF brand quality elaionships. We use multilevel modeling to best account for our
nested data set, which is created by collecting consumer responses on 36 deakithadifferent
positioning strategies. The second stiglthe main studyit is set in India (Bangalorgndwe use

this study for hypotheses testing. It investigates the relationshipgeabepi Figure 1 and thus

examines 1)he moderating role of global and local iconic brand positioning on the AF — bragd im
and the AF — brand quality relationships, 2) the mediation of source attrestsvand source

credibility to the above moderation relationships and 3) the influente @fiteraction of a global and
local iconic positioningpn source attractiveness and source credibility and in turn on the AF — brand
image and AR brand quality relationship$o reduce the complexity of these tests, we employ
structural equation modeling for the second study.

[Insert Figure 1 about here]

Study 1: Preliminary study
We employeda preliminarystudy in China tassess iglobaland local iconic positioned brands are
capable to enhance the affective and cognitive efé&E. For our data collection, emusedandomized
cluster sampling, and our sampling unit was the residential home. Interverer$ageto-face and
conducted by professional and trained interviewers based on a standardiziedopies, and lasted
about 30 minute®verall, the sample size ©hina is1187. To reach better generalizabilityata
were collected in Beijing, Shanghai, and Chengtiery respondent was only questioned about one
randomly selected brand, that was at least “rather familiar” to them. Respsndre 1845 years of
age and were roughly comparable to@eénesepopulation in terms of age and gender, with a slight
oversampling ofvomen. Questionnaires were professionally traedlfrom English into Chinese and
backtranslated until both versions matched.

To select the set of real brands, we built on desk research and focus gsoupsidnswWe
focused on FMCGs, because tlapg advertising savvy and consumers show high familiarity and
prior experience with these brands. Moreover, FMCGs are a typicahl@mlvement product

category and, therefore, consumers are known to spend fewer resourcesgs tireic information
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and rely heavily on the source effect (Tellis, 2004 Brand level encompasses 36 brands; this
number is large enough to ensure accuracy of parameter estimates (Hox, 2010).

We used established scales and conducpidt study (n =23) to check their applability in
the Chinesecontext relying on perceived measures of key construot®(¥Yonthu, & Lee, 2000)
(measurement scales are displayed in the web appevwtxested our scales rigorously for validity,
reliability and possible biases. Standardizattdr loadings were generally above 0.7, and Cronbach’s
alpha coefficients were well above acceptable limits. Also, convergenityalims supported, and
discriminant and nomological validity was confirmed with the help of tvadil-Larcker criterion
(Hair, Black, Babin, Anderson, & Tatham, 2016)nally, the measurement model displayed excellent
fit values (CFI= 0.96; SRMR = 0.03).

Post hoc, we ran twiests to check for common method variance. Firstcenducted
Harman's single factor teandreacheda common method variance ofl@. This value is satisfactory
(Podsakoff, MacKenzie, Lee, & Podsakoff, 2003). Second, we theemarker variable approaahd
gaired supportthatcommon method testing did not bias our restklitionally, we checked th
variance inflation factoto test for multicollinearityThe highest value reached up to 1which is
well below the atoff point of 10 Hair et al, 2010).

The model was estimated using a robust maximum likelihood estimator withicalmer
integration with Mplus. To provide a more rigorous test for the moehad include the following
covariates: city differences, product category differences, local tgesdtisfaction, and familiarity.
With 0.11, we find a medium size intraclass coefficient, whkidbstantiates our HLM approafitox,
2010). Moreover, our model receives suppath thesteady declinin theresidual variancevhen
adding the relevant variables.

Altogether, theAF — brand attitude relationships in the preliminary stddyelopedas
expectedaccording to previous studies: AF ladirect effect on brand image £10.11) and
perceived brand quality (b = 0.4@&etailed results are displayed in the web appenHirflings also
corroborate tat aglobal andocal iconc brandpositioning @hanceghe relationshigpetweerAF and
brand imageThe more globalb = 0.29) or local iconic (b= 0.3 a braml is, the stronger ¢heffect.
The same moderatorseve also hypothesized for the relationdinggn AF on brand qualitybut the
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effects are nowignificant (globalb =0.23; local iconic: b= 0.15). Therefore, we receive support for
the general notion, that brand positioning can enhandenffeetof advertising on attitude changes
but only along the affective route. The moderation effect on the cognitive hawtever, did not
receive support.

Building on the logic of persuasion theory dahdsource effectleveloped abovelifferent
reasons might explain this result. First, brand positioning could be les$i\adfto create credibility
than epected by the mainstream literature (e.g., Xie et al., 2015). A number ofs$tadezliscussed
possible cause$or global brands, Dimofte et al. (2008) argued that the associationaifal grand
positioning with quality might originate from the fact that many global brased in existing
analyses are strong brands. For local iconic bramastudy has found evidentteat localemerging
marketbrands are connected to higher quality perceptiery, Ozsomer, 2012; Steenkamp, Batra, &
Alden, 2003).Thismayindicate that local brandsve not reached the operational standards of global
brands and that their quality promise lacks credibility. Second, next tailine fof brand positioning
to induce source credibility, the persuasive impact of sociedibility might also be contested. The
effect is widely accepted in the literatuRo(npitakpan, 2004; Wilson & Sherrel, 1993), but some
studies challenge the importance of source credibilityhi@icognitive routeFor instancecognitive
persuasiomf adscould depenanoreon the initial opinion of the producB{ernthal Dholakia,&
Leavitt, 1978), or on thdirect experience with therand (Wu & Shaffer, 1987), instead of the
credibility of theadvertisingsource. In other words, consumers mayedging on their direct
experience with the brand and/or their initial opinion of the product rdtarmrelying on the
credibility of the source. To investigate these explanations and, mostamhqgrto test the

hypotheses, we conductéte main stugl.

Study 2: Main study

To stay closéo the methodology from study onvee use the same sampling approadhis time
covering44 FMCG brands (toiletries and beveragég)wever, in order to reduce model complexity
for the mediatioranalysisof the modertion, wechoose structural equation modelifigpe gudy (n =
437) is set in India tancrease the generalizability ofir ideasacross countriefespondents were
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roughly comparable to tise in study one in terms of age and gender, but Indian consumers were
slightly more affluat, which may belue to our choice of Bangalore for data collec{see web
appendix).This time, the original English questionnaire was professionally ttedsisto Hindi and
backtranslated into English until both versions matched.

Themeasurement model resembétsdy one, but we includevo additional constructs
source attractiveness and source credibiiitgnalyze the mediatiosffects (Table 1)Like in the
preliminary study, w used perceived measures for advertisingugacy, brand image, and brand
quality. Specifically, we follow Yot al.’s(2000) argument, that “perceived marketing efforts
[compared to actual marketing efforts] play a more direct role in the consuyspjugy” (page
200, quote by Yoo et al. 20pPecause marketing effort can only change consumer behavior when
consumers perceive their existence.

An interaction between global and local icopdsitioning strategiesiodeled onto the source
attributescan cover the effects of a hybrid/separate pwsitg. Since the single effects of either a
global or local iconic positioning on source attractiveness/credibiktgxgyected tdoe positive, a
negative effect of the interaction onto source attractiveness/crgditnlitid indicatea rise in source
attractiveness/credibility the more we move frohyhrid to a separate positioningegative effects
of a global and local iconic positionimgteractionwouldthus indicatéenefits fora separate
positioning whereas positive effects of the interaction idazall for a hybrid positioning strategy.

In line with study onea number of covariates were taken into account to control for
exogenous variables. Strong variance between different groups of emergdkeg coasumerm
terms of local pride may biassults; we thus controlled ftocal identity.Because we relied on real
brands, we useshtisfactionto control for effects of usage experience. Third, we controlledréord
familiarity, which could lead to differences in information processing and brand evalirtialty,
we useproduct categoryo take into account the possible differences between toiletries (coded as 0)
and beverages (coded as 1).

[Insert Tablel about here
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The validity and reliability tests provided good support forwhiole measurement model.
Standardized factor loadings, Cronbach’s alpha coefficients, and theevaramce extracted were
al well above adequat@nits, supporting convergent validity. Moreover, discriminant and
nomological valiity were confirmedHfair et al, 2010) andesultsfrom the confirmatory factor
analysisshowed an acceptable model(@Fl = 0.9 SRMR = 0.05).Tessfor common method
variance (Harman'’s single factor test & marker variaB@alsakofiet al, 2003)and multicollinearity
(Hair et al, 2010 also showed satisfactory results.

To test hypotheses, we follow a stepwise approach and build four interretatet(hable
2). Model 1, the main treatment model, represents the moderation of a gloladancbnic brand
positioning on the AF — brand image and ABrand quality relationships and thus resembles the
model from our preliminary study closelyimilarly, results confornto the findings from the
preliminary studyGlobal brand positioning and local iconic brand positioning enhaecaRh-
brand image relationship (B = 0.24 and B.20), supporting Hla and H1b. However, also analogous
to the preliminary study, they do not have a significant moderating effece @itk brand quality
link (B =0.11 and B = @7), leading to a rejectionf@i2a and H2b. Model 2 is designedassesshe
mediation of source attractiveness and source credibility to the aboveatmeelationships. To
test the mediation, weuild on the widely accepted steps, initially proposed by Baron and Kenny
(1986). We examine 1) the links between brand positioning and sourcg\atrass/source
credibility, 2) the role of source attractiveness/source credibility as a moderaterAd-thbrand
image andhe AF — brand quality relationsh#pand finally 3)the changef effect siza of the main
moderation effect of brand positioning when including the mediéterssource attractiveness and
source credibility}o these moderation effectFollowing this procedure, we firgignificant
relationships between global.23) and local iconic brand positioning 88) andsource attractiveness.
Moreover, source attractivenasederateshe AF— brand image relationship 82). Consequently,
the indirect effect of the mediation shows significant influeri@ed5 and 0.09espectively). Fally,
the direct moderation effexdf global (0.15)and local iconic (0.09positioning on the AF brand
image relationship decreagesize and fall below the significance threshold after including the
mediator This indicates that the mderation of brand positioning on the Abrand image
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relationship is fully mediated by source attractiveragatwe, therefore, find support for the ideas
expressed in H1c and H1d.

As outlined above, the moderations of global and local iconic positioning dythérand
guality relationship were not significant. A closer look at the medatsource credibility might
provide insights into possible reasdasthese resultOurfindingsindicate that the effestof global
(0.33) and local iconic (09} positioning on source credibility are significant, but that the moderation
of source credibility on the AF — brand quality path does not cross the cigieifi thresholdt means
that global and local iconic brands induce credihiliigwever credibity does nbplay a moderating
role in the AF — brand quality relationship. Therefore, we do not find a mediatsmuafe credibility
to the brand positioning moderation on AF — brand quality and H2c antd2do be rejected.

The above results are alsupported in the full mediation model (ModeM8)ich omits the
nonsignificantdirect moderation effects from brand positioning to reduce model conyplEiiglly,
Model 4 alows investigatingheinteraction effect betweemglobal and local iconipositioningon
source attractiveness/credibility atie indirect effects between the interaction of brand positioning
via the mediators and td= — brand attitude relationships. In support of H3a, we find that the
interaction significantly decreases th# fuediatorsource attractivenes€(08). Additionally, source
attractivenessontinues tanoderate the AF brand image relationship (0.23eading to a significant
negativeindirect effect of {0.02), supporting H3lH3c cannot be confirmed, as theesdt of the
interaction of a global and local iconic positioning to source credibilitg doecross the significance
threshold. Additionally, we find that the moderation of source credibility on Ehe Brand quality
relationship is still below significece, leading to a nesignificant indirect effect; consequently H3d
has to be rejected.

Summarizing, iese results suggest that a global and local iconic brand positioning can
enhance the attractiveness of a brand as an advertising source andumigcilitate theaffective
route of advertising frequency, i.e., the AFrard image linkA possible reason why brand
positioning does not moderate the AF — brand quality relationship can be foundartuteedf
source credibility to facilitate the cognitiveuteof advertising frequencyl.he results of study one
and study two are, therefore, interwoven and substantiate each other. &pbgaselecting two
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different emerging markets, viimd a solid indication for the generalizability @fir theorettal model
beyond a single emerging markadditionally, resultsrevealthat a hybrid positioning is not an
advisable strategy in emerging markets because it rethepersuasive effects of source
attractiveness and thirsturn decreasethe AF— brandimage relationship.

[Insert Table2 about here]

DISCUSSION

It is importantto unveilthe factors that enhance thiects of advertising frequency in this erehagh
advertising intensityThis study shows thdtis possibleo enhance the effect & on brand image
with a global positioningor alocal iconicpositioning.However, these positioning strategies are not a
cure for firms trying to enhance the more cognitive effects of AF, sincesuits reveal that they
have ndnfluenceon the AF — brand quality relationship. Brand positioning as either global ér loca
iconic may raise the attractivenesstbf brandas the source @n ad whichin turnfacilitates the
affectiveroutefrom AF on brand image. Also, and in accordance with the extartlite (e.g.,
Ozsomer, 2012; Steenkarapal, 2003, Xie et al., 2015), brand positioning as either global or local
iconic can enhance source credibility. However, this effect does not stretdilitatbthe AF —
brand quality relationshipWhile the mgority of studieshave suggestetiatsource credibility is a
potent moderator to advertisieffects(e.g.,Wilson & Sherrel 1993, there are also some findings in
the literature that might help explain the non-significant moderation ofesavedibiliyy. The effect
might be less influerdl if consumers have alreabyilt up experience with a bran@/(1 & Shaffer,
1987), or ifthere is little doubt about brand quality, because consumers do not have a negative
opinion about a producBternthalet al.,197§. On theother hangthe effect of source attractiveness
may not wear off with brand experiengg consumers use brandsedaffirm and communicate their
selfidentity with the brand and the attractiveness it possesses.

Thesemoderating effects of brand positioningtbe AF — brand attitude relationshiper
important contributions. The extant literature lentified some moderators related to consumers or
the ad itsel{ Schmidt & Eisend, 2015), but has negledtedlrole of brands as moderatorstfwine
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notable exception of Campbell & Keller, 200Bherefore, the present study provides valuable
insights into the applicability of key building blockkpersuasion theorp brands as moderators to
the AF- brand attitude relationships. First, the moderation of global and locat tm@wid
positioningonly affects the AR brand image path (i.¢he affective route), but not the AFbrand
quality path (i.e., theognitiveroute). Second,ybexamining the role of source attractiveness and
source crdibility the study explores theoretical mechanism behind these effectd thus
elaborates the nomological network. The mediator of source attractiviily explains the
moderation of brand positioning and thus enables a deeper understandimgtoéd moderating
effects of a global and local iconic brand positioning occur.

The global and local iconic positioning is especially important for gimgmarket
consumers (Batra et al., 2000) aederal studies have focused theadvantagesf global orlocal
iconic productssuch agreatingcertain brand promises to consumgrg, Xie et al., 2015).
However, previous research has overlooked lmlval and local iconic positioning strategies
increase the successkafy marketing mixcomponentssuch & advertising

Thethird contribution of this researchts reveal the exclusive natwef global and local
iconic positioning. Contrary to previous findings (e@zsomey 2012) which suggestithat local
iconic brands in emerging marketéght profit from a global appeal, our findings depi@tthese
positioning strategies are not well reconciladohe that hybrid positioning has a negative effect on
source attractiveness and in turn decreaseARhebrand imageelationship The separate
positioning suggestion revealed by our resultshisrefore, similato those for developed countries
(Ozsomer, 2012). Hengae expect that the model is also applicable beyond the emerging market
context in developed countrie&ccording to our theoretical reasing, the bicultural exposure effect
may explain these results. The simultaneous exposure to different cultivi@sone object may lead
to feelings of ‘cultural contamination’ (Torelli et al., 2011) dhds decrease the attractiveness of a
brandas tte source ban ad.

Interestingly, the effestof a hybrid positioning on source credibility and in turn on the AF —
brand quality relationships are not significartieTbicultural exposure effect proviie possible
explanationAs developed above,jaint presentation of different cultures in one object leads
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consumers to focus on cultural stereotypes and the potential incompgadibiliese cultures
decreasing the appeal of the objéuterestingly, research has indicated that careful cognitive
elalorations might attenuate the bicultural exposure effiemte(li et al.,2011). This might explain
why source credibility, which is more connected to cognitive elaborationst iegativelyaffected
by the hybrid brand positioning. We have to leave futare studies téurtherexplore these ideas.
Moreover, ve encourage future studies to replicaietbeoretical model beyorletMCG
brands and in developed countrias product category might have a moderating effect (Ozsomer,
2012).Additionally, oursample only representéideurbanmiddle clasgpopulation, aged 18-45.
Hence we encourage a replication in rural areas and with poorer or older cerssuvhere media
consumption, and thus advertising frequency, might differ. Finally, we relied on censum
perceptionso measure ARy doing so, we aliged ourselves with othénfluential studies (e.gYoo
et al, 2000). Fbwever toincrease theonfidence in our model, we proposkh or fieldexperiment
to manipulate actual advertisifrgquency Suchan experiment might also test the interaction of

brand positioning with possible quadratic effanftthe AF— brand attitude relationships.
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Table 1:

Measurementmain study (India)

Construct and Item wording A CA CR
Advertising Frequency (Joo et al., 2014; Yoo et al., 2000)

[Brand] frequently advertises on television. 0.95 0.95 0.95
| see advertisements from [Brand] frequently in the media. 0.99

| frequently notice [Brand’s] advertisements. 0.87

Brand Image (Keller, 1993)

[Brand] is a strong brand. 0.73 0.80 0.82
[Brand] is favorable to me. 0.83

[Brand] is a unique brand. 0.76

[Brand] has a positive image. 0.61

Brand Quality (Stayman & Batra, 1991)

[Brand] is of high quality. 0.72 0.74 0.74
[Brand] appears reliable to me. 0.67

[Brand] is useful to me. 0.73

Source Attractiveness (Amos & Spears, 2010)

[Brand] is appealing. 0.78 0.80 0.80
[Brand] is attractive. 0.76

[Brand] is desirable. 0.73

Source Credibility (Erdem and Swait, 2004)

[Brand] has the ability to deliver what it promises. 0.81 0.87 0.87
This brand keeps is promises. 0.89

| definitely trust [brand]. 0.81

Global Brand Positioning (Steenkamp et al., 2003)

To me, this is a global brand. 0.96 0.97 0.98
I do think consumers overseas use this brand. 0.97

This brand is located all over the world. 0.95

Local Iconic Brand Positioning (Steenkamp et al., 2003)

| associate this brand with things that are "Indian”. 0.97 0.94 0.95
To me, this brand represents what "India" is about. 0.85

To me, this brand is a very good symbol of "India". 0.95

A = standardized factor loadings (CFA); CA = Cronbach’s Alpha; CR = Composite reliability
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Table2:

Results oimain study (India)structural equation modeling

Model 1: Main treatment model = Model 2: Mediation model controlling
for main treatment

Model 3: Full mediation model

Model 4: Full mediation model with

interaction test

Hypotheses

Paths Unstand. Standard Significance Unstand. Standard Significance Unstand. Standard Significance Unstand. Standard Significance
struct. coeff. errors level struct. coeff. errors level struct. coeff. errors level struct. coeff. errors level
Controls
Local Identity ->Brand Image 0.12 0.08 n.s. 0.12 0.08 n.s. 0.10 0.07 n.s. 0.10 0.07 n.s.
Satisfaction -> Brand Image 0.26 0.04 *xE 0.26 0.04 *oxx 0.29 0.04 *rK 0.29 0.04 Hoxx
Familiarity ->Brand Image 0.15 0.03 *EE 0.15 0.03 FEx 0.17 0.03 HAk 0.17 0.03 *EE
Product Category ->Brand Image -0.00 0.07 n.s. -0.00 0.07 n.s. 0.01 0.07 n.s 0.01 0.07 n.s
Basic model
Advertising Frequency -> Brand Image 0.06 0.03 * 0.06 0.03 * 0.05 0.03 * 0.05 0.03 *
Advertising Frequency -> Brand Quality 0.05 0.03 * 0.05 0.03 * 0.12 0.03 *rK 0.12 0.03 Hoxx
Brand Quality -> Brand Image 0.38 0.07 *xE 0.38 0.07 *xx 0.36 0.07 *rK 0.36 0.07 Hoxx
Moderation from brand positioning
Global Brand Pos. ->Brand Image 0.13 0.10 n.s. -0.01 0.08 n.s.
Local Icon. Brand Pos. ->Brand Image 0.16 0.10 n.s. -0.02 0.09 n.s.
Global Brand Pos. -> Brand Quality -0.04 0.10 n.s. -0.04 0.10 n.s.
Local Icon. Brand Pos. -> Brand Quality 0.08 0.11 n.s. 0.06 0.11 n.s.
Int. Adv. Freq.*GBP -> Brand Image 0.24 0.08 ** 0.15 0.08 n.s. 1la: supported
Int. Adv. Freq.*LIBP -> Brand Image 0.20 0.09 * 0.09 0.09 n.s. 1b: supported
Int. Adv. Freq.*GBP -> Brand Quality 0.11 0.08 n.s. 0.15 0.08 n.s. 2a: falsified
Int. Adv. Freq.*LIBP -> Brand Quality 0.07 0.08 n.s. 0.13 0.09 n.s. 2b: falsified
Moderation from source attributes
Source Attractiveness ->Brand Image 0.89 0.08 FEx 0.87 0.08 HAk 0.88 0.08 *EE
Source Credibility -> Brand Quality 0.33 0.05 *oxx 0.39 0.05 *rK 0.39 0.05 Hoxx
Int. Adv. Freg.*Source Att. -> Brand Image (B,) 0.22 0.05 *oxx 0.24 0.04 *rK 0.23 0.04 Hoxx
Int. Adv. Freg.*Source Cred. -> Brand Quality (B,) -0.03 0.03 n.s. -0.01 0.03 n.s. -0.01 0.03 n.s
Brand positioning effects on source attributes
Global Brand Pos. -> Source Attractiveness (B;) 0.23 0.09 * 0.22 0.09 * 0.27 0.09 *x
Local Icon. Brand Pos. -> Source Attractiveness (B,) 0.38 0.10 FEx 0.37 0.10 HAk 0.39 0.10 *EE
Int. GBP*LIBP -> Source Attractiveness (B;) -0.08 0.03 *x 3a: supported
Global Brand Pos. -> Source Credibility (B,) 0.33 0.15 * 0.34 0.17 * 0.38 0.15 *
Local Icon. Brand Pos. -> Source Credibility (Bs) 0.49 0.16 ** 0.51 0.17 *xx 0.53 0.16 *xE
Int. GBP*LIBP -> Source Credibility (Bg) -0.07 0.04 n.s 3c: falsified
Test for mediation of moderation (indirect effects)
B, * B, 0.05 0.02 * 0.05 0.03 * 0.06 0.02 *x 1c: supported
B, *B, 0.09 0.03 ** 0.09 0.03 HAk 0.09 0.03 *EE 1d: supported
B, * B, -0.02 0.01 * 3b: supported
B, *B, -0.01 0.01 n.s. -0.00 0.01 n.s. -0.00 0.01 n.s 2c: falsified
By, * By -0.02 0.02 n.s. -0.01 0.01 n.s. -0.00 0.01 n.s 2d: falsified
B, * By 0.00 0.00 n.s 3d: falsified

*p < 0.05, **p < 0.01, ***p < 0.001

25



	Martin Heinberg
	H. Erkan Ozkaya
	Markus Taube

