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ABSTRACT	
	

	
The	Elaboration	Likelihood	Model	(ELM)	has	been	introduced	in	marketing	researches	for	

describing	advertising	persuasion	since	the	1980s.	ELM	defined	that	there	are	variables	

that	resolve	people’s	emotion	and	have	the	effect	on	his	or	her	evaluation.		This	study	will	

apply	the	flexible	correction	to	examine	how	the	contrast	degrees	between	subjective	

knowledge	and	objective	knowledge	affect	attitude	confidence	and	judgmental	correction.		

In	the	present	research,	we	define	high	involvement	in	all	our	participants	and	manipulate	

participants	into	two	major	groups.	Half	of	the	participants	will	be	served	as	high	

subjective	knowledge	with	low	objective	knowledge,	and	the	remaining	participants	will	be	

served	as	low	subjective	knowledge	with	high	objective	knowledge.	The	participants	in	this	

experiment	are	Thai	people,	and	we	collected	the	data	from	an	online	survey.	The	results	of	

these	analyses	showed	that	participants	with	low	subjective	knowledge	have	more	

correction	on	attractive	endorser	than	participants	with	high	subjective	knowledge.		The	

attractive	endorser	has	more	effect	when	participants	are	served	as	a	high	subjective	

knowledge.	

Key	words:		Elaboration	Likelihood	Model,	Flexible	Correction	Model,	Bias	Correction,	

Subjective	Knowledge,	Objective	Knowledge,	judgmental	attitude,	evaluation.			
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CHAPTER 1 INTRODUCTION 

 

Motivations and Study Purpose 

Social psychologists have studied the changes in behavior for a long time, and the 

influence of this study has been the main idea for many applied psychological fields. In 

classical social psychology study, Brinol and Petty (2009) explained “the persuasion is 

possible when a person or a group of people (i.e., the recipient) receives an intervention 

(e.g., a persuasive message) from another individual or group (i.e., the source) in a 

particular setting (i.e., the context)” (p. 71). The persuasion will succeed while an attitude 

influences to recipient’s thought direction.   

Persuasion has been a fundamental factor in human behaviors. Many studies 

developed the theories of persuasions.  The elaboration likelihood model has described 

many ways that persuasion could happen when people assume the target with attentively 

or thoughtlessly. Besides, this process and result are also not the same, it depends on the 

variables, for instance, message, source, context or recipient that effect in each situation.  

The elaboration likelihood model (ELM) also indicated that a variable could determine a 

person’s related emotions and influence his or her evaluative judgment (Brinol & Petty, 

2009).    

An individual's level of knowledge can be one of a variable that influences one's 

judgment or evaluation. Previous researchers (see Johnson & Russo, 1984) explained that 

when consumers (i.e., recipients) have more knowledge about the product, they would 

have more efficiently to search the information about that product while decreasing their 

cognitive resources to get that related information (Alba & Hutchinson, 1987). 

 



	

	 2	

Conversely, this process will lead consumers to have more confident in their ability to 

make an appropriate judgment on that product (Brucks, 1985).  

In consumption research, consumers’ actual knowledge is separated into two 

categories based on their knowledge’s evaluation (e.g., Alba & Hutchinson 1987, 2000; 

Brucks, 1985).  Objective knowledge and Subjective knowledge have a clear distinction 

in using its relevant constructs. Objective knowledge related to ability and special skills 

that each person had learned from their experience, while Subjective knowledge refers to 

the consumers’ confidence in their understanding for their judgments. (Alba & 

Hutchinson, 1987; Bearden, Hardesty, & Rose, 2001)   

The phenomena of correction have been studied in many research fields 

containing context and priming effects, judgment, impression structure and attribution. 

However, there are only a few researches that focus on the specific causes of correction. 

Most of the researches had focused on the influence of the unrelated contexts in social 

judgments.   

There are many variable biasing factors had been found when studying about bias 

correction. For instance, the effects of specific situations such as native culture, media, 

and social norms, or the individual effect such as motivation, emotion, and confidence 

but there is only some researches’ attention that tries to find or study about the processes 

when the biases have an attempt toward the target. In other words, many pieces of 

research do not focus on the process how the bias has the effect or when the people have 

a bias, how and when they try to eliminate this bias form their perception and evaluation 

(Wegener & Petty, 1997).  
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Briefly, the corrections are the outcome of people perspective’s result by using 

their native theories. That is, there is a more flexible form of corrections because the 

corrections are depended on people’s native theories.  

Recently, many experimental researches studied the bias corrections that impact 

of unrelated contexts on social judgments (e.g., Martin, 1986). However, there are a few 

studies focused on the influence of bias corrections toward the product’s evaluation or 

judgment. Many relevant researchers had studied how objective knowledge and 

subjective knowledge affect in different consequence toward decision-making or 

information search (e.g., Hadar, Sood, & Fox, 2013).  Also, the previous studies (e.g., 

Hadar, Sood, & Fox, 2013) researched only one kind of the consumer knowledge or 

focus on the impact of knowledge on searching behavior.  

This study will focus on the contrast level between objective knowledge and 

subjective knowledge that affect attitude confidence and judgmental correction. 
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CHAPTER 2 LITERATURE REVIEW 

 

Elaboration Likelihood Model (ELM) 

The idea of "two routes to persuasion" was introduced several years ago, in the 

role of the Elaboration Likelihood Model or ELM. The principle concept of ELM is 

about the processes that focus on the attitude changes toward the perceptions of objects; 

for every variable will have the influence to the processes in a different level of 

perceptions resulting and evaluative judgments (Petty & Cacioppo, 1986a).  

The Elaboration Likelihood Model, it determined that there are two routes of the 

perception process – central route and peripheral route that depended on how does 

effortful processing about the products. Central route to persuasion refers to attitude 

changes with high-effort cognitive to process product information. Under the central 

route, the information process activity related extensively and effortful to try to assess 

and scrutinize the central merits of the supportable situation. With the low-effort of 

attitude changed is presented by the peripheral route to persuasion. Under a peripheral 

route, the process depended on a capability that less cognitive method than the central 

route. 

In the conceptualization of ELM suggests that people probably accept the 

information that based on their existing knowledge and evaluates them superficially when 

the elaboration likelihood decreases. The resultant of this process is lacked the careful 

consideration of relevant information; it is formed on (a) the result that affiliated with 

positive or negative cues and unrelated to the attitude stimulus or (b) the implication 

based on different cues in persuasion context. Contrarily, in case that the elaboration 
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likelihood is high, the acceptable or rejectable from the cognitive method is predicted (a) 

to be relative with the issue-relevant thinking and more likely to related to their earlier 

experience and knowledge about that object; (b) the recipients will have more confidence 

and willingness to process over their attitudes. (Cacioppo & Petty, 1984).   

In Elaboration Likelihood Model also described the elaboration continuum that is 

defined by how motivation and ability estimate the central merits of attitude object as 

shown in figure 1. There are not only two points – central route and peripheral route - in 

the model, but there are also the continuums from each point.   

At the upper end of the central route continuum, the attitude change and the 

elaboration get higher than the continuum of a peripheral route.  It means that the 

recipients, who have a cognitive method through central route, they will have more effect 

from attitude change and have more responsibility than another who process through 

peripheral route.  

The influence of confidence 

Confidence is a critical mainly factor for people to convert their thinking into 

evaluations or judgments. It can be representative of a sense of one's beliefs and thinking. 

(Petty, Brinol, &Tormala, 2002; Wegener, 2007). Moreover, the confidence in people's 

thoughts also can be the primary factor that impacts people's persuasion. (Petty, Brinol, & 

Tormala, 2002).  

  Brucks (1985) described that the self- confidence could measure the level of 

subjective knowledge that is it high or low.  Besides, when people receive some 

information, self-confidence may influence their information perceiving and their 

evaluation. For instance, compare with the actual knowledge level, people with a 
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shortage of confidence may have more motivated to search the related information that 

people with higher of confidence.  

Self-validation Hypothesis.  Petty, Brinol, & Tormala (2002) suggested that 

there are only thoughts that people have the confidence to accurate and form their 

attitude.  The more holding of confident though, the more effect on their judgments.  

The main idea of Self-validation Hypothesis is that thought confidence is a 

relevant cause of thought predicts attitudes, while attitude confidence is a relevant cause 

of attitudes predicts behavior (Petty, Brinol, &Tormala, 2002; Wegener, 2007).  

Gross, Holtz, and Miller (1995) recommended that this self-validation hypothesis 

concept between thought confidence and attitude have related to the concept of attitude 

confidence and behavior. Petty, Brinol, &Tormala (2002) explained the attitude 

confidence as "a subjective sense of conviction or validity regarding one's attitude" (Page 

560).  

In meta-cognitive also mentioned that in one's thoughts are composed of the 

degree of confidence for estimate their thought and the degree of confidence will be 

ranged from the highest assuredly to the lowest (e.g., highest doubt). Hence, the more 

confidence in that thought, the more effect on that judgment compare in the same 

perception. (Brinol & Petty, 2009).  

In additional, Self-validation Hypothesis indicated that generating thoughts is not 

enough to affect their judgments, but they need to have the confidence in that perception. 

Moreover, the amount and the valence of thought are also the critical factors to determine 

thought confidence (Petty et al., 2002).  
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Correction Model 

Set-Reset Model. Initially suggested by Martin in 1986 and later on developed by 

a number of the researcher, the Set-Reset model becoming one of the fundamental 

models for correction cognition as well as consumer research studies. Martin claimed that 

both negative and positive element might add in a representation of the target. In the 

model, Martin (1986) argues that augmented processing volume can affect consumers' 

efficiency to assess the correctness of contextual message.  

Furthermore, following to the Set-Reset model, it described that when the users 

(consumers) have the comment about that understanding, they will assess both of their 

motivation and that factors ("setting"). On the other hand, if the person recognizes that 

context is as the influence to affect their reception and they have the confidence on it, it 

will have a bias toward their motivation and will reset their decision from that factor 

("reset") (Martin, 1986).  

When the individual resets his/her judgment, there are some factors that they 

believe that it can be identifiable in that context. There are many opportunities occurred 

that the evaluator could not evaluate the impact of contextual consciously, so they 

generated the contrast response.  

Forehand and Perkins (2005) explained set/reset model in their study with an 

example that is easier to understand as follows "if an evaluator believes that pleasant 

weather (a contextual cue) is biasing their evaluation of a new acquaintance, they may 

estimate how the weather prompts much positive effect and adjust their evaluation of the 

acquaintance accordingly. If the evaluator overestimates the degree to which positive 

effect is due solely to the weather, the net effect of resetting is a less positive evaluation 
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of the acquaintance than is objectively warranted" (p. 436). 

 Correspondingly, the overestimate of the negative influences the result of the 

contextual cue and affect more favorable evaluation than justified.  

Inclusion-Exclusion Model. Schwarz and Bless presented the Inclusion-

Exclusion Model (IEM) in 1992 and become one of the prominent models in context 

effects to explain assimilation (positive relationship) and contrast (negative) (Bless and 

Schwarz, 2010). The model claims that individuals have to form two mental 

representations to assess the target's evaluation: the first one refers to the target stimulus 

and the other representation of a standard of comparison to evaluate the target stimulus. 

In other words, when the person is in a precise moment, and the information 

arises to concentration in precisely that moment appeals special consideration. Reliantly 

on how individuals classify the information, the same access information can outcome in 

assimilation or contrast effects. The assimilation effects are likely to occur when the 

accessible information builds the representation of the target, conversely, the contrast 

effects likely to occur when accessing information used to construct the standard of 

comparison.  

Flexible Correction Model (FCM). The model introduced by Petty and Wegener 

(1993) called Flexible correction model, focuses more on how the correction works and 

addressing more into correction view. This model argues that if there are alternatives and 

adjustments of targets, and if the judgments are motivated to change, flexible correction 

occurs that depends on their naïve theories of how the context influences the judgment of 

the target. Briefly, the flexible correction model (FCM) depends on individuals' use of 

their own biases' understanding to effort in a hypothetical judgment situation. 
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Basically, the FCM explained that corrections are intended to remove the bias of 

the individual considers are related to the factors. The FMC assumes that when people 

believe that there is a bias making their judgments of an object too similar to the context 

(aware of assimilation effect), they will try to remove it, that is, less like the context. On 

the contrary, when people convince of some biasing factors rendering their judgments 

away from the context (aware of contrast effect), they would revise their judgments to be 

more like the context.  

Objective knowledge and Subjective knowledge 

 In the consumer context, based on individual knowledge's assessment, 

consumers' knowledge can be separated into two categories (e.g., Alba & Hutchinson 

1987, 2000; Brucks, 1985). Objective knowledge refers to the product-related 

information, which is stored in long-term memory and can be retrieved with accurately 

and validly. Many researchers indicated that objective knowledge affects to consumer's 

motivation and the ability for searching (Brucks, 1985), processing and evaluating the 

related information. On the other hand, subjective knowledge refers to consumers' 

confidence about product-related information that they keep in their memory (Brucks, 

1985). Subjective knowledge also influences service quality assessment and searching 

method for the product.   

Knowledge miscalibration. Knowledge miscalibration is a concept that presents 

the argument between subjective and objective knowledge. It shows how the error 

occurred on subjective knowledge. The knowledge miscalibration can be formed into two 

types: overconfidence and underconfidence.  Alba and Hutchinson (2000) noted that a 

consumer with overconfidence tends to have the less suitable effort for searching the 
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information; they also think that they knew it already and did not have the motivation to 

search more information.  Conversely, underconfidence consumer has over an effort to 

collect the information. So they think their existent knowledge is not enough for 

processing this action.  
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CHAPTER 3 PROPOSED THEORY AND HYPOTHESE 

 

Proposed theory 

According to the Flexible Correction Model concept, when people attempt to  

“correct” or make a judgment, they often use their own naïve theories of bias to generate 

it (Chien, Wegener, Hsiao, & Petty, 2014).  However, the critical idea of FCM is that the 

corrections are driven for generating the corrected or uncorrected of biases that people 

believe that they have collaborated with other factors. That is, people may behave not 

enough ability to evaluate or adjust their perceptions because of their confidence or their 

knowledge.  

To attempt to present the Flexible Correction Model into a framework, we 

determined that if the levels of subjective knowledge and objective knowledge influence 

one’s attitude confidence and, in turn, that confidence may affect the judgmental 

correction.   

We wonder what the people with high subjective knowledge and low objective 

knowledge (i.e., subjective expert) may have more confidence than the people with low 

subjective knowledge and high objective knowledge (i.e., subjective novice).  With their 

higher confidence will tend to affect their judgment and may tend to perceive the 

judgmental bias correction. 

In this study, we focus on one’s subjective knowledge and objective knowledge 

with their attitude confidence that influence their evaluation.  

That is, people correct their perceived bias with their own naïve theories (i.e., subjective 

knowledge and objective knowledge).  Their consideration creates the level of confidence 
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and their adjusted judgments to the target.  After that, we want to examine that the 

condition of correction (bias of attitudinal confidence) whether or not affect the bias of 

judgmental correction. 

Hypothesis 

In order to investigate how much subjective knowledge and objective knowledge 

affect consumers’ attitudinal judgment. We designed two hypotheses for our 

experimental as below. 

Hypothesis 1: People with high objective knowledge and low subjective 

knowledge are more likely to correct for bias. 

In this hypothesis, we expect that people with high objective knowledge and low 

subjective knowledge are not confident on their product judgments, and therefore, they 

would be more likely to correct for the identified bias. 

Hypothesis 2: People with low objective knowledge and high subjective 

knowledge are less likely to correct for bias. 

In this hypothesis, we assume that people with low objective knowledge and high 

subjective knowledge are confident on their product judgments, and therefore, they 

would be less likely to correct for the identified bias.  
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CHAPTER 4 RESEARCH METHODOLOGY 

 

Overview 

 This study was managed by an experimental design to examine whether or not 

Subjective knowledge influences the consumers’ evaluation.  Besides, how the subjective 

knowledge impacts the consumers’ confidence in assessing the product. To examine 

these hypotheses, we conducted the questionnaire into three parts. First, Bias reminder to 

remind the participants to regard to the bias in the target product. Secondly, Subjective 

knowledge to manipulate the participants to get the high subjective knowledge with low 

objective knowledge or low subjective knowledge with high objective knowledge, after 

this part the participant will be conducted to adjust their confident level toward the target 

product. Lastly, Endorse to examine participants’ attitude toward the endorser and how 

was the effect on consumers’ evaluation.  

     In the experiment, we collected the data randomly by sharing the link of the 

online survey platform to the participants. There will be eight different questionnaires in 

our experiment to examine the different variables. The participant will be asked to select 

the questionnaire following on their birthday. We expected to collect the 15 participants 

for each group to do our analysis.      

Main Experiment 

Participants and Design. Since our experiment designed to examine Thai people, 

all of our data will be collected by the online platform.  The Jotform.com website was 

used to create our online questionnaires.  
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We expected to have at least 180 Thai males and females to participant in this 

experiment. There were eight different questionnaires and participants were asked to do 

for each questionnaire by randomly using participants’ birthday. 

For each questionnaire, we designed each questionnaire by following to the cells in a 2 

(Bias Reminder: bias reminder or without bias reminder) x 2 (Subjective knowledge: high 

or low) x 2 (Endorser: attractive or average).  Our questionnaires’ design is presented in 

Table 1. 

 

Table	1.	

Experimental	Design	

 

Experimental Procedure. In our experiment, after the participant selected the 

questionnaire according to their birthday, the first page of the questionnaire will be the 

survey introduction explained that our study researched on consumers’ cognitive 

capability and reading comprehension on the general media information. Also, there was 

the notification that the participants cannot turn back to the previous page so the 

participants should read the articles and do the questions on each page carefully.  

The next page was Bias reminder advertisement. Half participants discovered the 

Bias reminder advertisement while the other participants discovered the advertisement 

Variables Level 

Bias Reminder Have Without 

Subjective knowledge High Low 

Endorser Attractive Average 
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without Bias reminder. After this page, there were five questions regarding the product 

quality, celebrity endorsement and purchase intention to evaluate the target product. In 

this experimentation, we would like to examine that how the biases affect participants’ 

evaluation. In the Bias reminder advertisement, there were some articles about the bias 

(e.g., costing for endorser and packaging) to remind the participants. Participants 

encountered with Bias reminder advertisement were recalled about the biases in these 

articles, and they would have more attention on the product while the other would not. 

After Bias reminder’s experiment stage, the participants would read the article 

about the daily product. The half of participants got the article related to our knowledge 

test on the next page to serve as high objective knowledge. After the knowledge test, 

there was a message informed participants that they got only two correct answers from 9 

questions for manipulating our participants to have a low subjective knowledge. On the 

other hand, the reminding participants would get the article unrelated to following 

knowledge test to serve as low objective knowledge and got the message reported that 

they got seven correct answers from 9 questions for controlling our participants to get a 

high subjective knowledge. For this process, we would like to manipulate the half 

participants to serve as a high objective knowledge with a low subjective knowledge and 

the others serve as a low objective knowledge with high subjective knowledge.  

Then, there was the advertisement to lead the participants to have a high 

involvement with our target product, after that the endorser for the target product’s 

advertisement will be introduced. The half of participants encountered with attractive 

endorser while the others encountered with the average endorser. Finally, participants 

will be asked to answer the questions about the target product. In this last experiment 
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questionnaire, we would like to examine participants’ evaluation of our product target 

with different endorser and different attitude on subjective knowledge and objective 

knowledge. 

Independent Variables 

     Endorser. In our experiment, there were two endorsers in the target 

advertisement, first endorse is a famous actress in Thailand Toey - Jarinporn and the 

second endorse is an unknown college student.  Both of these two endorses will appear in 

the same kind of picture with the target product and some description sentence to 

promote the target product.    

Involvement. To serve as the high involvement, the article in the target 

advertisement that introduced the brand of target product had the plan to expand its 

market to South East Asian, and it selected Thailand to be the first market to sell this 

product in next two weeks.   

Bias Reminder. There were two kinds of target advertisement in this part of our 

experiment. The first one was the advertisement of PP supermarket with the description 

that the products in this store have a low price because the prices are not included the 

celebrity endorsement cost or the packaging cost to remind the participants to regard to 

these biases. The second advertisement was also the advertisement for PP supermarket, 

but there was not any bias reminder on the advertisement.  

Subjective knowledge. Half of the participants will be manipulated to have high 

subjective knowledge but low objective knowledge, they will be asked to read the daily 

article that does not relate to the nine questions on the next page. On the other hand, the 

other participants will be controlled to have low subjective knowledge but high objective 
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knowledge, they will be encountered in the daily articles that related to the nine questions 

on the next page.  

Dependent Variable 

     Attitude. The questions regard to the attitude toward the target product were 

asked after all the participants encountered the target advertisement. Five 7-scale items 

from 1 (very poor quality/ very bad/ very negative / dislike very much/ low purchase 

intention) to 7 (very good quality/ very good/ very positive/ like very much/ high 

purchase intention) were used to measure participants’ attitude toward the target. The 

average of these five items served as the index to indicate the participants’ rating on 

attitude (Cronbach’s Alpha = .91).  

Confidence. Participants’ confident levels were assessed by using three 7-scale 

items from 1 (very unconfident/ very uncertain/ very unsure) to 7 (very confident/ very 

certain/ very sure). The coefficient of Cronbach’s Alpha = .92 showed high consistency. 

These three items were average to serve as the index of participants’ rating on 

confidence. 

Involvement. Three 7-scales questions from 1 ( not involved at all/ not very 

serious/ very inattentive) to 7 (highly involved/ very serious/ very attentive) were applied 

to check participants’ involvement toward the target. The rating on there three questions 

were highly consistency ( Cronbach’s Alpha = .93).  Thus, the average of these three 

questions served as the index to indicate the participants’ rating on involvement. 

Endorser. Attitude toward the endorse was measured by two 7-scales items from 

1 (very negative/ dislike very much) to 7 ( very positive/ like very much). The average of 
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these two items served as the index to indicate participants’ rating on attitude toward this 

celebrity (Cronbach’s Alpha = .85).     

Argument Quality. Participants’ perception about the product was assessed by 

using two 7-scales items from 1 (very useless/ not persuasive) to 7 (very useful/ very 

persuasive). The coefficient of Cronbach’s Alpha = .87 showed high consistency. These 

two items were average to serve as the index of participants’ rating on argument quality. 
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CHAPTER 5 RESULTS 

 

Manipulation	Checks		

Confidence.	In	the	2	by	2	by	2	ANOVA	on	participants	‘	ratings	of	confidence,	

there	were	a	significant	main	effect	of	Endorser	and	a	partially	significant	three-way	

interaction.	The	other	effects	were	not	significant	as	shown	in	Table	2.	Participants	

encountering	the	celebrity	endorser	in	the	target	advertisement	reported	higher	

confidence	(M	=	4.47)	than	participants	encountering	the	average	endorser	in	the	

target	advertisement	(M	=	4.11),	F	(1,159)	=	5.67,	p	<	.05.	The	three-way	interaction	

approached	significant,	F	(1,159)	=	3.92,	p	=	.05.		

	

Table	2.		

ANOVA	Output	on	participants’	Rating	of	confidence	

	

The	manipulation	of	subjective	knowledge	did	not	influence	confidence	

ratings.	It	was	likely	that	immediately	after	the	manipulation	of	subjective	

knowledge,	participants’	confidence	on	dairy	knowledge	did	differ	as	expected,	but	

after	the	rating	of	attitude	(i.e.,	after	the	correction),	participants’	confidence	ratings	

Source	 Sum	of	
Squares	

df	 Mean	
Square	

F	 Sig.	

Endorer	 6.379	 1	 6.379	 5.688	 .018	
Bias_reminder*	
Subjective_knowledge*	
Endorser	

4.393	 1	 4.393	 3.917	 .050	

Error	 178.308	 159	 1.121	 	 	
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might	be	enhanced.		It	is	therefore	suggested	that	confidence	rating	can	be	

measured	immediately	after	the	manipulation	of	subjective	knowledge	

Involvement.	To	check	participants’	involvement,	there	were	main	effect	of	

Endorser	and	two-way	interactions	were	significant,	as	shown	in	Table	3.		The	

celebrity	endorser	in	the	target	advertisement	led	the	participants	to	higher	

involvement	(M	=	4.21)	than	the	average	endorser	in	the	target	advertisement	(M=	

3.89,	F	(1,	159)	=	4.10,	p	<	.05).		The	significant	Bias	Reminder	x	Endorser	

interaction,	F	(1,	159)	=	5.52,	p	<	.05	showed	that	celebrity	endorser	heightened	

participants’	involvement	only	when	the	bias	reminder	was	not	presented	in	the	PP	

supermarket	advertisement	(M	=	4.33	vs.	3.51),	but	not	so	when	the	bias	reminder	

was	presented	(M	=	4.09	vs.	4.15).	In	addition,	two-ways	interaction	(Bias	Reminder	

x	Subjective	knowledge),	F	(1,159)	=	3.40,	p	=	.07	and	three-ways	interaction,	F	

(1,159)	=	2.93,	p	=	.09	was	partially	significant.		

	

Table	3.		

ANOVA	Output	on	participants’	Rating	of	Involvement	

Source	 Sum	of	
Squares	

df	 Mean	
Square	

F	 Sig.	

Endorer	 6.243	 1	 6.243	 4.103	 .044	
Bias_reminder*		
Endorser	

8.398	 1	 8.398	 5.519	 .020	

Error	 241.941	 159	 1.522	 	 	
	

Endorser.	The	manipulation	check	on	endorser	attractiveness	showed	only	

the	significant	main	effect	of	Endorser,	while	the	other	effects	were	not	significant,	

as	shown	in	Table	4.	Participants	perceived	the	celebrity	endorser	in	the	target	
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advertisement	more	attractive	(M	=	4.76)	than	the	average	endorser	in	the	target	

advertisement	(M	=	3.95),	F	(1,159)	=	29.84,	p	<	.001.		

	

Table	4.		

ANOVA	Output	on	participants’	Rating	of	Endorser	Attractiveness	

Source	 Sum	of	
Squares	

df	 Mean	
Square	

F	 Sig.	

Endorer	 27.085	 1	 27.085	 29.835	 .000	
Error	 144.341	 159	 .908	 	 	
	

Argument	Quality.	Following	the	2	by	2	by	2	AVOVA	on	participants’	rating	

of	argument	quality,	there	were	a	significant	two-ways	interaction	(Bias	Reminder	x	

Endorser,	F	(1,159)	=	7.31,	p	<.	05)	and	three-ways	interaction,	F	(1,159)	=	6.03,	p<	

.05	respectively	as	shown	in	Table	5.	The	significant	Bias	Reminder	by	Endorser	

interaction	showed	celebrity	endorser	intensified	the	argument	persuasiveness	

when	the	bias	reminder	was	not	presented	(M	=	4.39	vs.	3.80),	but	denounced	the	

argument	persuasiveness	when	the	bias	reminder	was	presented	(M	=	4.02	vs.	

4.52).	The	significant	three-way	interaction	indicated	that	the	aforementioned	Bias	

Reminder	by	Endorser	interaction	was	only	presented	when	participants’	subjective	

knowledge	was	manipulated	relatively	low	rather	than	when	participants’	

subjective	knowledge	was	manipulated	relatively	high.			
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Table	5.		

ANOVA	Output	on	participants’	Rating	of	Argument	Quality	

Source	 Sum	of	
Squares	

df	 Mean	
Square	

F	 Sig.	

Bias_reminder*		
Endorser	

13.151	 1	 13.151	 7.313	 .008	

Bias_reminder*		
Subjective_knowledge
*	
Endorser	

6.034	 1	 10.851	 6.034	 .015	

Error	 285.921	 159	 1.798	 	 	
	

Objective	knowledge.	For	checking	the	level	of	participants’	objective	

knowledge	by	using	the	2	by	2	by	2	ANOVA,	there	was	only	a	significant	main	effect	

of	Subjective	knowledge	as	shown	in	Table	6.	The	participants	who	read	the	article	

enhancing	the	objective	knowledge	received	higher	scores	(M	=	5.549)	in	the	

subsequent	knowledge	test	than	the	participants	who	read	the	article	unrelated	to	

the	following	knowledge	test	(M	=	4.74),	F	(1,159)	=	5.83,	p	<	.05.		

	

Table	6.		

ANOVA	Output	on	participants’	Rating	of	Objective	knowledge	

Source	 Sum	of	
Squares	

df	 Mean	
Square	

F	 Sig.	

Subjective_knowledge	 22.555	 1	 22.555	 5.831	 .017	
Error	 615.022	 159	 3.868	 	 	
	

Dependent	measure	

Attitude.	The	result	of	ANOVA	displayed	that	there	was	a	very	significant	

main	effect	of	Endorser	and	a	partially	significant	main	effect	of	Bias	Reminder,	as	
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shown	in	Table	7.	The	celebrity	endorser	in	the	target	advertisement	led	the	

participants	to	have	higher	attitude	ratings	(M	=	4.63)	than	the	average	endorser	in	

the	target	advertisement	(M	=	4.11,	F	(1,159)	=	13.77,	p	<	.0001).	Additionally,	the	

participants	who	came	across	without	Bias	Reminder	in	the	target	advertisement	

expressed	higher	attitude	rating	(M	=	4.52)	than	the	participants	who	came	across	

with	Bias	Reminder	in	the	target	advertisement	(M	=	4.24,	F	(1,159)	=	3.43,	p	=	.067.		

	

Table	1	

	ANOVA	Output	on	participants’	Rating	of	Attitude	

Source	 Sum	of	
Squares	

df	 Mean	
Square	

F	 Sig.	

Endorser	 11.586	 1	 11.586	 13.786	 .000	
Error	 133.797	 159	 .841	 	 	
	

As	shown	in	Figure	and	Figure	3,	for	participants	low	in	subjective	

knowledge,	bias	reminder	negatively	influenced	the	target	attitude	only	when	the	

endorser	was	attractive	(M	=	4.32	vs.	5.20,	F(1,159)	=	8.97,	p	<.005	in	the	simple	

main	effect	test	as	shown	in	Table	8),		but	not	so	when	the	endorser	was	not	as	

attractive	(M=	4.16	vs.	4.18,	F	(1,159)	=	.01,	p	=.95	in	the	simple	main	effect	test),	

consistent	with	Hypothesis	1,	in	that	the	correction	on	attractive	endorser	was	more	

likely	to	occur	in	the	condition	of	low	subjective	knowledge.	On	the	other	hand,	for	

participants	high	in	subjective	knowledge,	bias	reminder	did	not	differ	the	target	

attitude	either	when	the	attractive	endorser	was	presented	(M	=	4.51	vs.	4.56,	F	

(1,159)	=	.02,	p	=	.89	in	the	simple	main	effect	test)	or	when	the	average	endorser	

was	received	in	the	target	advertisement	(M	=	4.01	vs.	4.13,	F	(1,159)	=.	18,	p	=	.68	
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in	the	simple	main	effect	test),	consistent	with	Hypothesis	2	in	that	the	correction	on	

attractive	endorser	was	less	likely	to	occur	in	the	condition	of	high	subjective	

knowledge.		

	

	

	

	

	

	

	

	

	

 

 

Figure	1.	Mean	Ratings	of	Target	Attitude	(Low	subjective	knowledge)	
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Figure	2.	Mean	Ratings	of	Target	Attitude	(High	subjective	knowledge)	

	

Table	2.	

Syntax	Output	of	simple	main	effect	test	
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CHAPTER 6 GENERAL DISCUSSION 

 

Conclusion	

	 This	current	study	has	illustrated	that	subjective	knowledge	can	be	the	

primary	effect	on	consumers’	evaluation	of	the	product.	The	result	of	our	

experiment	presented	participants	with	low	subjective	knowledge;	the	attractive	

endorser	does	not	have	much	effect	on	their	evaluation.	On	the	other	hand,	

participants	with	high	subjective	knowledge,	the	attractive	endorse	influences	their	

evaluation.		

Even	though	the	participants	in	the	condition	of	high	objective	knowledge	

answered	more	questions	correctly	than	in	the	condition	of	low	objective	

knowledge	(M	=5.49	vs.	4.74),	the	participants	high	in	objective	knowledge	

answered	.75	correct	answer	(less	than	one	correct	answer)	on	average	more	than	

the	participants	low	in	objective	knowledge.	The	difference	between	the	two	

conditions	was	not	pretty	huge.	Such	a	significant	but	not	huge	difference	might	

support	the	manipulation	of	subjective	knowledge	immediately	after	the	knowledge	

test.		

That	is,	it	was	more	likely	for	the	participants	high	in	objective	knowledge	

with	the	average	correct	answer	of	5.49	to	believe	that	they	only	made	two	correct	

answers.	It	would	have	been	even	more	unlikely	for	the	participants	high	in	

objective	knowledge	making	8	or	9	correct	answers	to	believe	that	they	only	made	

two	correct	answers	shown	on	the	page	of	subjective	knowledge	manipulation.	In	

 



	

	 27	

the	same	vein,	it	was	more	likely	for	the	participants	low	in	objective	knowledge	

with	the	average	correct	answer	of	4.74	to	accept	that	they	turned	out	making	seven	

correct	answers	in	the	manipulation	of	high	subjective	knowledge.	It	would	have	

been	even	more	unlikely	for	the	participants	low	in	objective	knowledge	actually	

making	1	or	2	correct	answers	to	believe	that	they	eventually	made	seven	correct	

answers.		

The	success	of	subjective	knowledge	manipulation	depends	on	the	ambiguity	

of	participants'	prior	perceptions	of	their	own	subjective	knowledge.		Additionally,	

our	study	also	recommends	that	subjective	knowledge	may	impact	consumers’	

confidence	in	the	evaluation.	

Academic	Contribution	and	Managerial	Implication	

The	present	study	has	examined	the	corrections	of	people	with	high	

subjective	knowledge	and	low	objective	knowledge	and	people	with	low	subjective	

knowledge	and	high	subjective	knowledge	of	the	product’s	evaluation.		After	our	

experiment,	we	discovered	that	all	of	our	hypothesizes	are	certified.	People	with	low	

subject	knowledge	have	the	correction	with	attractive	endorser	more	likely	than	

people	with	high	subjective	knowledge.	In	contrast,	people	with	high	subjective	

knowledge,	bias	reminder,	and	endorse	have	not	distinct	toward	their	attitude.			

Thus,	doing	the	marketing	plan,	the	marketing	planner	should	be	more	

accurate	when	using	the	attractive	endorser.	The	attractive	endorser	constantly	

may	not	be	effective	in	the	advertisement.		As	the	attractive	endorsers	possibly	do	

not	have	sufficient	influence	to	persuade	the	consumers,	especially	with	consumers	

who	have	the	high	subjective	knowledge.		
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Additionally,	the	questionnaires	in	this	experiment	were	designed	by	based	

on	Taiwanese	experiment	pattern.	However,	we	collected	the	data	and	

experimented	with	Thai	people.		Hence,	this	study	presented	that	this	pattern	of	

questionnaires	is	practicable	with	Thai	people.			

Limitations	and	Future	Research		

There	are	multiple	effects	have	the	influence	on	consumers’	evaluation	and	

subjective	knowledge	is	one	of	the	main	effects	on	evaluation.		When	we	started	to	

experiment	and	designed	our	questionnaires,	we	also	expected	that	objective	

knowledge	and	subjective	knowledge	could	have	any	effect	on	consumers’	

confidence	and	this	confidence	could	play	an	important	role	on	consumers’	

judgment	toward	that	product.	However,	our	results	did	not	definitely	verify	of	this	

expectation.	Thus,	we	suggest	that	after	manipulating	participants’	objective	

knowledge	and	subjective	knowledge,	we	should	immediately	exanimate	

participants’	confidence	level	and	check	participants’	subjective	knowledge	before	

the	target	advertisement	was	presented.		

Lastly,	this	study	we	collected	the	data	by	the	online	survey	in	Thailand,	and	

Thai	people	do	not	get	used	to	this	kind	of	online	questionnaire.	Perchance	there	

were	some	participants	did	not	pay	more	attention	to	our	questionnaire.			

Therefore,	we	suggest	collecting	the	data	by	paper	collection	may	be	more	suitable	

for	this	experiment.		
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