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ABSTRACT
CONG LI: Are highly tailored messages always more effective? The influence of cultural
psychology on Welbased customization
(Under the direction of Slam Kalyanaraman)

Web-based customization is widely adoptedinariety of domains today.
Current conceptualizatioof customization is to provide individualized messages to
message recipients based on thaitipular needs or preferencésgrowing bod of
empirical research has shown positive effects for customization, suggesting that
cudomized messages generstongememory anch morefavorableattitudethan non
customizedbnes because they match message recipient
However, such findings are centeredumnd the Western notion eélf which values
individuality i prior studies have tested customization effects with only American people.
Given that people from different cultures tandhave different viewsfeself, pasitive
customization effects might not be realized in those cultures that do not enaonicage
selfidentity (e.g., East Asian culture3)o advance conceptual understanding of
customizationthis dissertatiotesedexisting conceptual approaches tatoumization
(tailoring, targeting, and generic) with two groups of participants from different cultures
(Americans and Chinesé)lore specifically, a 3 x 2 full factorial betwesnbjectanain
experiment was designed. The customizatamborwas manipulad by exposing

participants to Web sites with tailored, targeted, or generic mes3égesulture factor

was measured. The main experiment was coeducilowing a pilot study that



examined the effectiveness of customized message manipulation, meagueeg)ent
procedurs, and sampling method.

It was found that customized messages in general (including both tailored and
targeted messages) generated stronger memoyrancke favorable attitude than non
customized messages (generic messages). Furtteeananteraction effect was detected
between customization and culture on attitudelofed messagegeneratd the most
favorable attitudéor American participants (individualists) because these messages
matcledtheir preferences for unique self idéwtiln contrast, targeted messages
generatd themostfavorable attitudéor Chinese participants (collectivists) since these
messages matettheir preferences for seilfi-group identity.Suchcustomization effects
were mediated by three mediating varesblperceived relevance, perceived involvement,
and psychological sense of community. Theoretical and practipiitations of study
findingswerediscussedStudy Imitations awl future research directiomgerealso

addressed.
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CHAPTER ONE

INTRODUCTION AND THEORY

A number of unique charamistics that differentiate the Wétom other media
have contributed tostrapid diffusion (Robert200§. Onesuchprominent feature is its
ability to deliverindividualized messages toal' uses, a process known as \Eb-based
c u st o milrdeetd,icustomization is becoming a ubiquitous strategy within the
online environment-or example, in the past, peopleed tareceivegeneric, non
individualizedmedia content from traditional mass media such as newspapers. Today,
they can receive customized media content from vakideis sites on the InternetSuch
Web sites (e.g.,My Yahoo!) deliver individualized information of a variety of topics
bsed on Web u skalyahdaman & Sindar, 20064itesis& Pereira,
2005)andpersonal needssilmore & Pine, 2000)

With the increasing popularity 8/eb-based customizatioa numberof sudies
on its effecthave been conducteBlor exampleVesanen (2007) argdehat
customization @ates many benefits for individgaincluding a better preference match,
better products, better service, better communicadioa better experienc8everal
empiricalfindingssupport such statements, showingttbustomized messages can

generatestrongermemorytracese.g., Beier, 2007; &npbell, et al., 199&kinner,



Strecher, & Hosperd 994)and more favorablattitudes (e.g., BeierKalyanaraman &
Sundar, 2006Kreuter, Strecher, & Glassmal999).

As agued byKalyanaraman and Sundar (2006) and Petty, Barden, and Wheeler
(2002), the defining feature of customization is matclingessagéo some aspect of the
messge recipierd self. A customized messagangenerate more favorable effethan
cana ron-customized messagpecausét tendsto create @matcho Forinstancein
Kal yanar ama n(2086) ekpefdmemtfte @antérsg of a Web portal completely
matcledp ar t i c i p @ontvaidus topicen the heghctstomization condition.
Paricipants were found to generdte2 most favorablattitudetoward théWeb sitein
this conditionsince theNeb content wasompletelybased on their individual lilseand
desires, as opposedttee mediumcustomization and loweustomization conditics)
which dd not cater to each participant as inimitable individuals.

Thus,by providing individualized messages and matching individual preferences,
customization creates a sense of uniqueness for message re¢ij@eatse individual
preferences argenerdly perceived to be uniqueHowever, sme importanuestiors
arise Do people ahays observe Bmatchdo whentheir individualinterests opreferences
are meby a messagds it a universal rule that people want and need to be uniyile?
individualized messges generatgmilar favorable effeif some message recipients do
not have a inherenpreference for uniqguene®#n attempting to shed light on these
guestions, #teraturereviewreveals thaprior customizatiorstudieshavetested
customization effets withonly one group oparticipants American peopleThe current

understanding that customized messages generate more favorable effects-than non



customized oneis largely embedd#in the Westermotionof the selfwhich values
individuality. However it appears somewhat presumptutiugeneralizesucheffects
acrcss other subpopulatioiis.g.,East Asian peop)avho mayhave a different
perspectivef theselfi one that discouragéhe need to be unique or individualized
Theseconcernsareespecial salientin the context oiWeb-based customization since the
Internettranscends traditional ggaphic barriers and espouses the notion of uralers
access. Usersf thesame Web site could include people frdiffierent cultures. Thus, a
Web site with sme customized content might genenatey different effects for its users
depending on their Aselfo orientation.
Consistent with this viewpoint arasuggested by Lynch (1982), if the
background factor AType of Sigtlymanpualatedi nt er act
in an experiment, the study results lack external validity. Such interactions may lead to a
complete reconceptualization of the phenomena being studied and inspire theoretical
progressEvidence from cultural psychologyggestshat sich interactions arkkely to
occurbetweercustomization and customized message recipibfaay altural
psychologisthave argued thatystematidifferences of norms and beliedgistacross
different groups of people with different cultures (e.qg.,dtede, 1980, 1984, 2001;
Markus & Kitayama, 1991, 1994, Nisbett, 2003; Triandis, 1989, 1995). A well
establishedidst i ncti on across cultures is based on
construct, suggesting that peoplbo live in Western societies such the U.S.
(individualisic cultures) are more setiriented(people see themselves as independent

and unique)ard people fronEast Asian countries such as China (collectivistic cultures)



are more grouwpriented (people see themselves amtin groups) (e.gHofstede,

1980, 1984, 2001; Markus & Kayama, 1991, 1994; Nisbgfiriandis, 1989, 1995
Based orthesedifferences,timight not be surgising to see that customizetkssages
generatenorefavorable effectshan norcustomized onef®r Westerners since
customized messagestchthosep e o p | e 6 s n e eidentityoHowewventhequue sel f
popular assuntmn in the literature that similaffects will accur across cultures
(subpopulationsjleserves further scrutint is possible thapeople fromEasern cultures
do notenjoyindividualized messagégsr at leashotas much as would people from a
Western cultte) since seHin-group identityinstead of unique seidientity is encouraged
in these culturednstead, they might hold a more favorable attitude to messages that
emphasize the relationship between themselves and their groups.

This empirical possibilityhaslargelybeenneglectedn the literature A few
studies have touchegbonthis research direction i some preliminary survey datayt
without solid conclusionsd.g.,Sigala, 2006Steenkamp & Geyskens, 2006)id?
experimentatesearch halsardlytestedcustomization effects withon-Western
participantsHowever, it is important to igde these subpopulations in tiest of
customization effects since the current conceptualization of customizationmatgbst
be incomplete but also somewhatarrect.

To explore potential interactions between customization and customized message
recipients, two customization approack&sdnon-customizatiorcontrol) were
incorporatedn this dissertationGenerally,customized messageould beexecuted in

two ways: tailomg and targetingasopposedo generic communicatiofiKreuter &



Wray, 2003). According t&reuter andSkinner (2000), targeting involves development
of a communication approatdr a defined population subgroup that takes into account
charateristicssh ar ed by tsmembergwhgreas tailpring refers to a process of
creating individualized communication messages or stratggiessingle persan
Therefore, he major dishction between the twgaustomization approachestisat
tailoring matcheghe message to a particular persorti{atndividual level),while
targetingmatcheshe message to a grooppeople(atthegroup level).

Basedon the different perspectives séIf between Westerners and Easterners
(e.g., Hofstede, 1980984, 2001; Markus & Kitayama, 1991, 1994; Nisbett, 2003;
Triandis, 1989, 1995y ulture is anticipated tmfluence the effects dfifferent
customizatiorapproachesAs argued by Markus and Kitayama (1994¢plefrom
individualistic cultures arenotivaied to feel unique in a positive manner and, when they
are able to construct or locate such inforomatthey will feel good. By cdrast,people
from collectivistic culturesare habitually motivated to fih with or align themselves
with agroup.Therefoe, tailoring mightgeneratenorefavorableeffectsfor people from
individualistic societieswherena 1 ndi vi dual Oidentiyrs grengpnenm,d e n t
while targetingnight generatenorefavorableeffects for people froncollectivistic
cultures where p e r s o fridérgity withirh a groups more important.

Previous rese@&h has provided some evidencelw impact of culture oanline
communicatior(e.g., Nitish & Periga, 2005) butlittle research has explordge impact
of culture on Wekbasedcusbmization.Part of he significae of this dissertatioles in

its challenge to thealidity of existingfindings ofcustomization effectdf the

sel f



propositiondorwarded here arsuppored the current notionf customization may need
to bere-conceptuated. To test thisdea,apilot study and a sukguent main studgre
proposedPrevious studies on the phenomenon of customization have only employed
participants fran individualistic cultureendhaven ot exami ned t he dAcul t ul
di f f e rfaetor.dlustiie pilot study islesigned for participants from collectivistic
cultures Chinese students). It ¢esigned to ba single factor (customization: tailoring
vs. targeting) betweesubjects experiment, aimirtg test he efficacy of manipulationfo
tailored aml targeted messagéeBereliability of measureandthe generalktudy
procedureand thevalidity of sampling methodf ChineseparticipantsBuilt on the pilot
study, he subsequent main studyai8 (customization: tailoring vs. targeting gsneic)

x 2 (culture: individualism vscollectivism)full factorial betweersubjectsexperiment,
including participants from both individualistic cultures (American students) and
collectivistic cultures (Chinese students). It abmgest the interaction effes between
customization and cultuien some dependent measuidse remainde of ChapterOne
reviews prior findings ofcustomizationeffects, explaiathe differences between tailoring
and targeting, examis¢he underlying mechanism of customizateifects and

explicates the construaof individualism and citectivism. Based a the literature review,
threehypotheses anaresearch question are proposétapterTwo describes pilot

study that tests the effectiveness of manipulation of tailored rgessand targeted
message, measurement reliabilitgxperimental procedureand sampling method

Based on the pilot study resul@hapterThree explains the design of the msindy and



its results. Chaptdfour discusses both pilot study and main stiidglings and their

implications, addresses limitations, and suggests directions for future research.

CustomizatiorEffects

Since its wide adoption iseveradomainssuch as communication, marketing,
and information scien¢eustomizatiornas attractecdubstantiahttention fromboth
academiand industrylt alsocarriesseverabther labelssuch as personalization
(Vesanen, 2007), ore-one marketing (Peppers & Rogers, 1993), mass customization
(Pine, 1993), tailoring (Kreuter & Skinner, 2000), anatching(Brifiol & Petty, 2006)
Someresearchers (e.d<reuter, Bull, Clark, & Oswalg1999 Murthi & Sarkar, 2003)
havetried toexplicate the distinctiyamongheseterms,while others have useétdem
interchangeably to carry similar meaning@wever the kasic premisef the current
conceptualization ofustomization is to providedividualizedmessages (or producis
services) to people, irrespective of whethiers focusedon media content (e.g.,
Kalyanaraman & Sundar, 2008)eb siteinterface @sign (e.g., Manber, Patel, &
Robison, 2000)pricing (e.g., Chen & lyer, 2002or productpromotion (e.g.Zhang &

Krishnamurthi, 2004)

Customization and the Internet
Customization is one of the most prominent characteristics of the Intérabt.

basedcustomization could be broadiiefined as any action that adapts the information



services provided byWeb site to the needs of a particular user or a setevEpased

onthek nowl edge gai ned f r bemaviorfare indivsdeal istésts,n avi gat i
in combination with the content and thieucture of th&Vebsite (Eirinaki &

Vazirgiannis 2003) By using advancee b usage mining tWebhni ques,
experience could beasily customize (Srivastava, Cooley, Deshpande, & Ta000)

For examplepeoplewho shopon the Internetanbe identified at the individual level.

Moreover their browsingpatternscanalsobe tracked. That is, records can be constructed

not only of whapeople buybut also what they inspect and for how long. Tloaéine

shopping Web sitesan use these data to provimestomized information to their users

(Alba, et al, 1997).

In usability research, scholars have employed customization elements such as user
salutation, recommendation of hyperlinks, individualizedtent, and personalized
negotiations to enhanceser retention of Web site(Eirinaki & Vazirgiannis, 2003), and
to alleviate information overloadPierrakos, Paliouras, Papatheodorou, & Spyropoulos,
2003; Murthi & Sarkar, 2003.akingAmazon (vwww.amaonn.con) for example, the
Web sitevirtually creaesa customized Amazon store for its customers, based on
customer preferences, past customer searches, customer personal data, and customer
lifestyle information (Nitish & Pereira, 2005).

Because customizadessages can be computer generated mass scale, this
approachs becoming increasingly important as a public health educatiortaool
(Kreuter,Bull, et al, 1999).Forinstance health education messages can be

communicated in a numberways, fromgeneric waiting room pamphlets providing



generalnformationaimedat no specific person, to of&-one counseling sessions with
messagespecifically tailored for each counselee (Ryan, Skinner, Farrell, & Champion,
2001).In fact, computercustomizechedth messages are frequently used for various

health communication purposétsoriginated in the end dhe 1980s when demographic

and behavioral variables of certain smoker groups were used to design smoking cessation

selthelp guidegRimer & Kreuter, 206).

ExistingFindingson Effects ofCustomization

The efects of customizatiotactics havebeen well docmented in the literature
such as omveightloss Kreuter,Bull, et al, 1999), mammography screenin@@kinner
et al.,1994), and dietary fat redtion (Campbell, et al., 1994Yost priorstudieshave
provided evidence fopositive customization effects (See Rimer & Kreuter, 2006 for a
comprehensive review).

For exampleSkinner and colleagu€¢$994) sought to determine whether printed
customizep hysi ci ansdé6 recommendation | etters addr
and risk status and perceptions about breast cancer and mammography were more
effective than standardized printed recommendations. Participants were interviewed at
baseline and randaly allocated to receive individually tailored or standardized
recommendation letters. The follewp telephone interview results showed that women
who received tailored letters were more likely to remember them than were standardized

letter recipients. Finermore, more than half (53%) of the tailored letter recipients who



recalled the letter reported reading all or most of it, compared with 40% of standardized
letter recipients.

As another example, Campbell and colleagues (1994) examined the impact of
tailored and nottailored nutrition education material on fat, fruit, and vegetable
consumption. Adult patients from four North Carolfaaily practices wersurveyeddy
mail at baseline and then randomly assigned to tailored otailmned interventions do
a control group. The tailored intervention consisted of individually comypaitered
nutrition messages, and the Aaored intervention consisted of standard nutrition
information. The control group did not receive nutrition messages. Participards
resurveyed four months peasitervention to assess effects. It was found that the patients
who received tailored messages were more than twice as likely as those who received
nontailored messages to remember receiving the information. Moreoves, winas
remembered receiving a message were more likely to report having read all of it if the
message was tailored than if it was not. Also, the tailored intervention produced
significant decreases in total fat andusated fat intakes compargalthose ofthe control
group. Total fat was decreased in the tailored group by 23%, in th@ianed group by
9%, and in the control group by 3%.

In another study, Kreuter, Bull, and colleagues (1999) randomly assigned 198
participants to three different typekprinted weightloss information: (1) materials that
were computegenerated and tailored to the individual, (2) standargopréed materials
from the American Heart Association (AHA), (3) comptgenerated materials

containing the same content as &t¢A materials but formatted to look identical to the

10



tailored materials. The tailored messages we
loss, motives for losing weight, and other such considerations. Participants were asked to
list all the thoughtsind ideas they had while reading the weighkts materials. These
thoughts were later coded on five dimensions including personal connections, self
efficacy, selfassessment, behavioral intention, and polarity. The statistical analyses
showed that partipants who received tailored materials listed more positive thoughts
about the weighloss materials, positive personal connections to the materials, positive
seltfassessment thoughts, and positive thoughts indicating behavioral intention than those
who re@ived either of the untailored materials. Moreg compared tthe two
untailored groups, those in the tailored group rated the materials more favorably in terms
of overall liking, being attention catching, being easy to understand, and the extent to
which they agreed with the content of the materials.

The aforementioned studies all examined customization effetts jorint
medium A growing body of research also documented effects of customization in the
online mediumFor example, Ansari and Mela (@8) examined the impact of
cugomization on permissichased Email communication. The authors found that the
response rate (expected chitkoughs) could bancreased by 62 percentifthenka i | 0 s
design wagustomized. Steenkamp and Geyskens (2006 dfthet customization is an
important driver for the perceived value ofeb site The authors used the example of
MypetstopWeb site Qual i tative data (e.g., fAThis is &
site is directly talking to me and my cat)evealed that participanparticularly liked the

level ofcustomization offered by th&eb siteFor exampl e, td&waysvi si t or G

11



referred to by its name pat h&rl nhaaddibtyi ¢ e
coulduse the FoodFinddunction to find out what pet food prodwsotvould be advisable
for their pet aftertheyddt yped i n t he pet aseedsyapdevhethbrr eed, a
it is overweightd In a related veinBurke (2002) conducted a survey and found that
most respondenthowed a positive disposition towaikeb sitecustomizatiorfeatures
For example, consumevrgere inclined to favoa Web sitethatkepttrack of their past
purchases to provide proof of purchase for returnsaancanty repairs. Respondeiadso
liked haung aWeb sitethat savedhipping and billing information fduture oneclick
ordering.

Web-based customization effects halsobeenexamined in rigorous
experimental studie&alyanaraman and Sundar (2006) investigatastanization
effectson aWebportal. In ther experiment, different versions bfyYahoo! Web site
were created to reflect low, medium, and high levels of customization. These sites were
created based on p preaxpemmenpaestobmare. néhelppgnses t o
medium, andigh customizatioronditions, zerp10 and 24 customizable units on the
Websitemat ched i ndividual userso6 stated prefere
participants who were expostmthe highcustomizedNVeb siteshoweda more favorable
attitudetoward theWeb sitethandid the other two groups of participants. Higher levels
of customization also |l ed to participantso |
Web site Along similarlines, i n Bei erds (2007) stoady, part.i
customized or nogustomized newgVeb sitebased on their preferences to news stories.

Participants in theustomized condition exhibitealmore favorablattitude toward the

12



Web sitethan those ithe noncustomized condition. Moreover, participarnighe
customized condition were able to recall more facts of the storywt@eeparticipants in

the noncustomized condition.

Tailoring and Targeting

Theessence of customizationngatchng amessage to some aspect of the
message recipiebtself (Kalyanaraman & Sundar, 2006; Petty, et al., 200kgre are
different ways in which a message can be customized (matched), including the use of
individually-tailored messages (matching at the individual level) and gargeted
messages (matching at the grdéenel) Brifiol & Petty, 2006) In health communication,
these two customization approaches aretee d At ai | or io0n groe sapnedc tiitvaerlgye
(Kreuter & Skinner, 2000; Kreuter & Wray, 2003xiloring and targeting are two
distinctly different communicain strategies, though they have sometimes been misused
in the existing literature (Kreuter & Skinner, 2000).

The distinctions between tailoring and targeting are somewhat similar to that
between the high and medium levels of customization proposedyanébhman and
Sundar 6s (A2cOr0irg Yo Keeutew ahg Skinner (2000) and Kreuter and Wray
(2003), targeted communication is intended to reach some population subgroup based on
some characteristics presumed to be sharedl lgyoup members, whileiored
communication is intended to reach one particular person based on specific
characteristics of that person. Therefore, the ohigssessment (subgroups v

individuals), types of datollected (usually demographis.\ypsychosocial), use dfata
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collected (using individual level data to characteazeibgroup s using individual level
data to intervene with specific individual) and final message (sametent forall
members of a subgrou.\different contentor each person) can be quite diént for
targeted communication and tailored communication.

Such ideasesonatavith Murthiand Sar kar s (2003) argument
marketing. According to Murthi and Sarkar, customization consists of three stages:
learning, matching, and evaluatidn.the matching stagérms use the knowledge of
customer preferences collected in the learning stage to design products that best reflect
the market needs, and then market these products to the appropriate segment. This
strategy could be implementedthé aggregate market level (a segmerd sizmany) or
at theindividual level (a segment size of onE)rinaki and Vazirgiannis (2003) also
proposed a siitar idea. They argued that thdormation and service provided by a Web
site could potentially badapted to the nesdf one particular user or a set of users.

It is clear thatargeted communication is based on the assumption that important
differences between groups could be addressed by creating different versions of a
communication (Rimer & Kreute2006). Along similar lingssegmentation marketing
implies that marketers can identify some common interests and characteristics shared by
a group of consumers. Such consumer segmentations are usually realized by dividing up
the marketplace by eithermdining certain consumer characteristics or selecting a
subculture (Kotler, Armstrong, & Starr, 1991).

One example of segmentation marketing is that marketers can create commercial

messages that carry a certain intended meaning for that segment, wihvels éaon
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using cues such as culturally similar actors, shared cultural symbols, appropriate media
placement, and preferred language or vernac@ael & Brumbaugh, 1999)n fact,

Grier and Brumbaugh found that target and-temget audiences createdfeient

meani ngs based on the same commercial messag
targeted advertising messages are expected to be effective because specific advertising
characteristics have been customized to the characteristics of a targestigchen

segmentAaker, Brumbaugh, and Grier (2000) also found favorable effects of target

marketing through their experiments. The positive effects of targeting occurred for

distinctive consumers because of their strong feelings of similarity with thetiathge

source.

Health communication research has also shown that both targeting and tailoring
can be moreffective than a generic approach which does not takeamsideration the
characteristics of the message audience (e.g., Kreuter, et al., 1869@vet, few studies
have examined the relative effectiveness of targetingvis tailoring (Kreuter &

Skinner, 2000), although some researchers have attempted to quantify the differences
between targeted mammography interventions and tailored intemeiiRyan, et al.,
2001), in which they found two thirds of tailored intervention messages replicated

targeted intervention content generated by a computer program.

Underlying Mechanisms of Customizatiéfiects
Although the effectiveness of customizatioas been widely documented,

limited number of studies haexamined the psychological mechanisms informing the
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effects Brifol & Petty, 2006)An important feature of customizatios ¢reating a
Amat cho ames ssege and t he @EyRBlifiok&Pety)oAs char act er
reflected in Whittler (2 89) and Whit¢tl@e91ansgt ODd Me® d68n Vi ev
processing of racial cues in advertising stimuli, stronger persuasion effects occurred when
the actor featured in the advertisement was of the sasaesathe reviewers. As another
exampleKalichman and Coley (1995) randomly assigned 100 black women to three
types of health messages: only ethnioitgtched; ethnicibgendermatched; and
culturally-matched. The results showed that more matched comatiomenessages
elicited greatest perceptions of personal relevance and behavior chidreyesore the
basic notion is that there are some sitret in which some aspect amessage can be
l inked to some aspect of tdeendogeaderymakiag reci pi e
the messagpersonally relevant. Linking mesage to almost any aspecttloé message
recipientss el f, such as oneds Vv aclounecse p toinoend,s oonuetdcso
identity, and so forth, can enhance selevance Brifiol & Petty) Based on this
rationaleper cei ved personal relevance (fAmatcho) a
potentially increase peoplebdbs motivation to
receptivity, thus influencing behavior (Rimer & Kreuter, 20@G)cording to Bettman
(1979), motivation affects both the direction and intensity of behavior. The greater the
processing motivation for a specific task, the more attention is focused on it (Macinnis &
Jaworski, 1989).

As a matter of fact, previowdudieshave attributegbositive customization effects

to increased personal relevance, and other constructs such as increased involvement, Web
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site interactivity, and novelty of the message, (e.g., Kalyanaraman & Sundar,|B006).
their experiment, Kalyanaramana Sundar (2006) found that pa
attitudes towardhighly customized portalwere mediated by their perceptions of
increased personal relevance, involvement, Web site interactivity and novelty of the
content. Beier (2007) also detecteddmd¢ion effects of personal relevance and Web site
interactivity onWeb usesdfavorable attitudetoward customized news Web sites.
Similarly, Oenema, Tan, and Brug (2005) found that perceived personal relevance,
individualization,and interestingness mated the relationship between customization
and attitudeFinally, in a recent study, UpdegraBherman, Luyster, and Mann (2007)
suggested that tailoring health messages twithaial characteristics increastae
tendency for recipients to carefullyauate the messagelhey found that strong
messages received better evaluations than weak messages when their frames (loss or
gain) matched the recipientsd motivational o
conditions, recipients did not give messageseelaboration and did not discern strong
messages from wealnes.

These findings are consistent with the framework of the Elaboration Likelihood
Model (Petty & Cacioppo, 1981, 1986), which posits #raindividual allocates an
amount of processing effaxd a message that is concomitant with both motivation and
ability to process the stimulug/hena message increases in personal relevance, it
becomes more important to form a reasoned opinion on it. Therefore, people are more
motivated to devotthe cogniive effort required to evaluate the true merits of the

messageThis largely explains why customized messagsterate stronger effects in
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cognition(e.g., Beier, 2007; Campbell, et al., 1994; Skinner, et al4)1&%d affect (e.qg.,

Beier, Kalyanaraman &undar, 2006; Kreuter, Bull, et al., 1999).

Individualismand Collectivism

To furtherexplore customization effegtsvo customization approacheailoring
and targetingare incorporateth this dissertationA non-customization condition
(generic commanicatior) is also includedn themain studyas a baseline comparison.
Culture is expected toave a significant impact on the effectiveness of tailored messages
and targeted messages. Since an individual 0s
mes sages and an individual 6s rel ationship to
messages, participants from different cultures which enceutifigrent self identities

might perceive tailored and targeted messages differently.

Culture

The notion 6 culture as a determinant of various socrad @conomical processes
is well establishedhn the literaturgHofstede, 19801984, 2001; Nisbett, 2003; Triandis,
1995),whereu | t ur e was defined as fithe collective
distinguisheshe members f one group or cat e (Hofstede,of peopl
2001, p. 9)It specifiesthe way ofliving that ha proven effective in the paétriandis,

1989).
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Most conceptualizations of the tefioultured contain two common features. First,
culture is regarded as a systéma collective and integrated whole consisting of ideas,
behaviors, and productSecond culture is also considered to be related and adjusted to
the needs of humans. The survival of humans depends on their ability tot@adnest
congantly changing environment. Therefore, culture is learneditasmdcquired by
people to become @mbers of a society. Culture is also shared, aitdral phenomena
are not unique to a partilew individual (Nalyor, 1996).

Numerous studgin cultural psychologyave appeared in the last three decades
largely due to the culturdtameworkproposed by Hofstede (1980), in which he
identified four cultural dimensions across more than 50 nations and regions:
individualism, power distance, naginity, and uncertainty avoidance. Subsequent

research found a fifth dimension: letegrm orientation (Hofstede, 2001).

Basic Meaningof Individualism and Collectivism

Among the five dimensiongheindividualismi collectvism dimension has
receivedmost attention in academ{@riandis, 1995)No construct has a gremimpact
on contemporary crossultural psychology than individualism and collectivism
(Triandis, 200). The greatest strength of the individualism and collectivism framework
is that themodel focuses on a few central dimensions of cultural diffestheg¢explain
the variabilityof behavios in individuals frondifferent parts of the world (Oyserman,

Coon, & Kemmelmeier, 2002).
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The core element of individualism is the assumption thatichehls are
independent oéach otherwhile the core element of collectivism is the assumption that
groups bind and mutually obligate individsgDyserman, et al2002).Based on

Triandisbdés (1995, p . 2) definition, I ndi vi du

fi Aocisl pattern that consists of loosely linked individuals who view themselves as
independent of collectives; are primarily motivated by their own preferences, needs, rights, and the
contracts they have establi shed swvettiegaasdfer s6 gi ve
others; and emphasize rational analyses of the advantages and disadvantages to associating with

otherso

Accordingly,in individualisic societies, people aretexpected to shaietight
bond with groups. Thetend tolook after tiemselves and their immediate family only
(Hofstede, 1980, 1984, 2001; Hofstede & MaCrae, 2004; Mooij & Hofstede, 2002).
contrastin collectivistc cultures, people belong to groups that look after them in
exchange for loyalty (Hofstede, 1980, 198a01; Hofstede & MaCrae; Mooij &

Hofstedg. As described by Triandis (1995, p. 2), collectivism is:

fiA social pattern consisting of closely linked individuals who see themselves as parts of
one or more electives; are primarily motivated by the norms ofdatiels imposed by, those
collectives; are willing to give priority to the goals of these collectives over their own personal

goals; and emphasize the connectedness to members of these coliectives.

Basic Meaning of Self
Thedistinctions between indduaism and collectivism arbased on peopie

different views othefi s @ Mdrkus & Kitayama, 1991, 1994n awell-cited work
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Markus and Kitayama (199tljscussed the constructiontbe self within different
cultural contexts. €ople from individualist and collectivisticculturesarepresumed to
differ in the ways that they construe the self as independent or interdepevitieht
affectpsychological development and functioning

The self is an organized locus of the various, sometimes competing,
understandings of how to be a person, and it functions as an individualized orienting,
mediating, interpretive framework giving shape to what people notice and think about, to
what they are motivated to do, and to how they feel and their ways of f@diamkus &
Kitayama, 1994)It is the ways in which the person is made meaningful or given
significance (Markus & Kitayama

Self knowledge never begins from scrafbdleisser, 1997)Every social group is
organized and held together by some specific psych@ogicdency (Bartlett, 1932),
and this psychological tendency and the form of subjectivity that accompanies it derives
from the cultural groupdés commitment to
(Markus & Kitayama, 1994 People live and grow upm some specific dtural setting.
That setting is the context in which people develop idegis about human nature in
general and about themlves in particulafNeissey. Different culturestress different
kinds of self conepts and thusupport the deslopment otdifferent selves (NeisserAs

Taylor (1989, p. 35) described:

My self-definition is understod as an answer to the questionodt am. And this question
finds its original sense in the interchange of speakers. | define who | am by defirdrg lveipeak
from, in the family tree, in social space, i
learn our languages of moral and spiritual discernment by being brought into an ongoing
21
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conversation by those who bring us up. The meaningshtb&ey words first had for me are the

meanings they have for wus, that is, for me

|l earn what anger, | ove, anxiety, the aspiration

experience for us, imgne common space

Theself in North America and in much of Europe is defined as an independent,
self-contained entity, whichomprises a unique configuration of internal attributes (e.g.,
traits, emotions, motives, values, and rights) and behaves pyirasgonsequence of

these internal atbutes (Markus & Kitayamal99]). An explicit social goal from this

A

perspective is to separate oneds self from

others or connection to them. People with independent selltdsevmotivated to feel
unigue in a positive manner and, when they are able to construct or locate such
information, they will feel goo@arkus & Kitayama, 1994)Thisis consistent with

We s t e r n stangliig belief thaparticular objectsire in isotion from their context
(Nisbett, 2003).

In individualistic societies, the independent self is usually prioritized above the
group, and group membership is only valuable when it allows freedom of personal
expression (Kim & Markus, 1999). Being true te ihdependent self is often portrayed
as an act of courage in individualistic cultures, something that must be pursued even in
the face of group pressure (Hornsey & Jetten, 2004). For example, the notion that
standing out and being different is a virtugvidely portrayed in American media such
as American movies (Kim & Markus).

In contrast, the self in East Asi&outh America and Africs defined as an

interdependent entity (Markus & Kitayama, 1994¢cording to this perspective, the self
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is not and canot be separatdrom others and the surrounding social context. The self is
interdependent with the surrounding social cont@xd it is the selin-relationto-other
that is focal in individual experien¢®arkus & Kitayama199J). People with
interdeendent selveare habitually motivated to fit ingroup. When people fit and find
their proper place, they become part of the whole and are not distinctive. Working
together harmoniously is a way of creating and affirming the self (Markus & Kitayama,
1994. This perspective is consistent with Eastesnér br oad, contextual vi
and their belief that events are highly complex and determined by many factors (Nisbett,
2003).Some linguistic facts also illustrate the sogai/chological gap betwadEast and
West. For example, in Chinese there i s no wo
the word for fAselfishnesso (Nisbett).
Therefore to be nonconformisind tostand up against group pressure does not
have a positive valenge collectivisticsocietiedKim & Markus, 1999 A person being
on his or her own, being separated or disconnected from others is not encouraged, and a
desire for independence is cast as unnatural and immdtarkys & Kitayama, 1994
Withinthistrad t i on, an at siadivgdalitytisoftea sosseleredda o n e 6
disruption to group solidarity, and the willingise® integrate orto agdjs t s selite 0
group norms is indispensable to the progress of the gkinp& Markus).
BasedonTrmdi s6s (1989, 19crdypothandigduahitantd s, peop
collectivist tendencies.le difference is that in some cultures the probabiligy th
individualist selves, attitudes, norms, values, and behaviors will be sampled or used is

higher than in others. In fact, a person can sample a collectivist or individualist element
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to construct a social situation. If individuals in a culture sampleddlist elements most

of the time, acrasmost situations, thehe cultures calledcollectivisic culture

(Triandis, 1994). Chilgearing patterns in individualistic cultures tend to emphasize self
reliance, independence, findingeself, and selactualization. Such chilgearing

increases the complexity of the private self, and because there are more elements of the
private self to be sampled, more are sampled. Thus, the probability that the private rather
than other selves will be sampled increas#l imdividualism. Conversely, in

collectivistic cultures, childearing emphasizes the importance of the collective; the

collective self is moreomplex and more likely to be sampled (Triandis, 1989).

Consequenceof Different Perspectives of Self

Thesedivergent vievs of the seli independent anthterdependerit have a
systematic influence on various aspects of cognition, emotion, and motivation (Markus &
Kitayama, 1991)lt has been widely tested and suppof@eeOyserman, et 312002 for
acomprénensivereviewon studies of individualism and collectivigm

Forexample Kim and Markus (1999¢onducted a series of studito examine
how core cultural ideas and values are expressed and fostered in everyday public
messages, social interactions, ardividual preferences. In their study 1, abstract figures
were presented as stimuli to Chinese American and European American high school
students. The figures were presented as groups of subfigures, of which one or more
deviated from the rest. The resudtsowed tht European American studsriked the

unigue subfigures more than Chinese Amerisiauderd did. The autharreplicated the
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results ofstudy 1 in their study 2 with European American stud and Korean students.
As afollow-up, in their study 3they designed a social episode to test how preferences
for conformity and uniqueness wemanifested through individual choice. In this study,
European American and East Asian participants recruitdek &@dn Francisco
International Arport were askeda choose @en from a group of five pen&s a result,
East Asian participanis the studytended to pick thpens when thecolors seemed
common andeuropearAmerican participantked to choosethe pens when their coler
looked unique.

As another exaple,in Aaker and Schmiit £001) studyparticipants were
presented with a mock advertising message for a brand of watches. The brand was eithe
described as having primarithfferentiation or assimilation associations. As predicted,
Chinese patrticipas had higher preference levels for the brand in the assimilation frame
than the differentiation frame. In contrast, American participants had higher preference
levels for the differentiation frame than the assimilation frame

Moreover lyengar and Leppdl999) found thathe provision of individual
choice was more crucial to Anglo American children, for whom the acaéing a
personal choice offerambt only an opportunity to expreasn d r e csepersoeal one 6
preference, but also a chance to estaldisheudique selidentity. For Asian American
children however, personal choice didt seem to be as critic&or them, having
choices made by relevantgmoup membersistead of making their own choicess
moreintrinsically motivating a#t provided a greateopportunity to promote harmony

and to fulfill the goal of belongintp the groupln theirstudy 1, for instance&53 Anglo
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American and 52 Asian American grasiehool children were asked to engage in an
anagrams task. One third of these stuslerdre allowed to choose which category of
anagrams they would like to try (personal choice condition), one third were assigned that
same category by an unfamiliar experimenter (experimenter choice condition), and one
third were told that the relevant cgtey had been chosen for them by their mothers
(mom choice condition). The results indicated that the Asian American children actually
performed best and appeared to enjoy the task most in the mom choice colmdition.
contrast, Angl o romance andiintringicmptivatian everedtlee p e
highest in the personal choice condition.

The preceding examples claritye extent to whiclkulture shapes individual
behavior.In this dissertatiora pilot study and a main studye designetb testthe
impad of culture orhow people perceivitiree different types afustomized/non
customizednessagétailored, targeted, and generi§jnce customization is an important
feature of the Internet, it is valuable to tdst effecsin an onlinesetting. Asdescibed
by Hofstede (2001, p. 453)electronic communication will not eliminate cultural
differences, just as faster and easier travel has not reduced cultural rifts. The software of
machine may be globalized, but the software of the minds that use thealsimé not . 0
With the manipulation oWeb site content to be either tailored, targeted, or generic
cultureis expected to exert impaoch Web-basedcustomization

According to Markus and Kitayama (1991)etindependergelfview is most
clearly exempfied in American culture, as well as in Western European cultures. The

interdependergelfview is exemplified in Asian cultures, Latfamerican cultures, and
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many southern European cultursthis dissertationAmericaand Chinaare choseto
represenindividualistic (independent view of sel§nd collectivistiqinterdependent

view of self)cultures respectivelyBased on a numericedting America possesses the
most indvidualistic culture in the world, scoring1 on this dimensiarOn the other hand
China is among the most collectivistultures with a scoreof 20 (Hofstede, 1993A

large proportion oprior crossculturalresearcthasused such arating as proxies for
individualismand collectivism(Oyserman, et 312002).Accordingly, Americanand
Chinese studenttudyingat the University bNorth Carolina at Chapel Hilire recruited

to participate in the experimentdultiple prior studies have examined the differences
between European American people and Asian/Asian American people staying
America, and the results showed that European Americans are higher in individualism
and lower in collectivism than Asians/Asian Americans in America (the effect size is
especially large when comparing European Americans with Chinese) (Oyserman, et al.).
To further ensure that thevo student samples represent individstati and collectivistic
cultures respectively, two well established measures for indalidm and collectivism

(Singelis 1994) are also uddor amanipulation check atultural differences.

Hypothese and Research Question

Based on the literature revieseverahypothesesre developedccodingly.
Multiple prior studies have showpositivecustomizatioreffecs on cognition(e.g.,

Beier, 2007; Campbell, et al., 1994; Skinner, etl#194) affect(e.g., Beiey
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Kalyanaraman & Sundar, 2006; KreutBgll, et al., 1999)and behaviofe.g., Ansari &
Mela, 2003; Campbell, et al.; Kalyanaraman & Supdar

In this dissertatioomessge recalls selected to bthe cognitivemeasure. Both
recall and recognition are good measures for memory, and they serve dftiactiois.
Bettman (1979) suggested thia¢ way in which informatiors to be used il indicate
whether recall or recognitias appropriateBased on the design tifis dissetation (both
pilot study and main studyparticipants willbe involved in anntensive Web site
viewing ratherthan some shallow information processihtpssageecallseems to be
more appropriatéhan recognitiorfor such a information processing task

Attitude is a focal area of persuasion resedfity & Cappos, 1986), and it is
strondy connected to cognition and behavior (MacKenzie, Lutz, & Bel®B9. As
both pilot study and main studigr this dissertation arenplemented in an online setg,
attitude toward the Weesite is chosen as th#extive measureAttitude toward the Web
siteis argued to bene of the major indicators of Web site effectiveness (Chen & Wells,
1999) which could be defined e b user sé6 predi safawsbiedri on
unfavorable manner to a&lisite when exposed to(MacKenzie, Lutz, & Belch

As with customizationthree types of customized/nanstomized messagee
includedin this dissertationtailored, targeted, ahgeneric. Min effecs of cusbmization
are expectedshowing that tailored and targeted messages generate stronger memory
(higher message recall) andnore favorable attitudeafnore favorable attitude toward
the Web site) thado generic messages. Behaviarsasures are not adopiedhis

dissertation
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A unique contribution ofhis dissertations intestng the interaction effestof
customization and cultuien the cognitive and affective measurs argued byMarkus
and Kitayama (1991jhe most desirable situations for indivalists peoplewith an
independenselfview) are those that convey the sense that one is appropriately
autonomous and unique. In contrast, for collectivigeénplewith an interdependeself
view), the most desirable states #nese that convey thersge that one is succeeding in
his or her interdependent relationships atustesSince tiloredand targeted messages
are customized dheindividual and groupevel respectivelyit is predicedthattailored
messagewill generate highest recédir individualists(this refers toAmerican
participants in this dissertatigrgnd targeted messagesl geneate highest recator
collectivists(this refers toChinese participants in this dissertatidBince generic
messageare not customized at any Ehandserve ashebaseline, they are expected to
generatdowest recall for both individualists and collectivists. Thus, the following

hypothesis is generated

H1: There will bean interaction effect between culture and customization on
part i enenp@ of thesndessageAmerican partcipants will generate highest recall
for tailored messageandChinese participants will generate highest refaltargeted

messagedoth groups of participants will generate lowest recall for generic messages.

Similarly, an interaction effect between culture and customizatigradicipant®

attitudes toward the Web sites anticipatedleading to the following hypothesis:

29



H2: There will bean interaction effect between culture and customization on
participans étitudestoward theWeb site American participants wilpeneratéhe most
favorableattitude toward th&Veb sitewith tailored messageand Chnese participants
will generatehe most favorableattitude toward th&/eb sitewith targeted messages.
Both gioups of participants will generattee least favorablattitude toward the Web site

with generic messages.

Prior studiedavealso suggestetthat favorable affective effecbf customized
messagewereme di at ed by mes s agsefincreasedpgrdormint sd per cej
relevance, involvement, novelty of the contemtdWeb site interactivityKalyanaraman
& Sundar, 2006). Sindlrly, Beier (2007) detected mediation effectsdersonal
relevance and Web site interactivienema and colleagues (2005) idfezd perceived
personal relevance, individualizatiaand interestingness asdiators otustomization
effects.Based on these findings,s expectedhat this study wilbbservemediation
effects ofperceived increase oepsonal relevance, involventenovelty of the content
andWeb site interactivityn the affective superiority of tailored and targeted messages
over generic ones.
Kalyanarama and Sundar (2006) also propdsnother ptentialmediating
variable, psychological senseaommunity Tar get ed messages might ent
feeling of group membershigincethey arecustomized athe group level which is a

primary factoreadng to a sense of communiticMillan & Chavis, 1986)
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Furthermoe, Kalyanaraman and Sundagued that customezl Web sitewould evoke a
sense of belonging and cr eralatieetomon iuso ver sus
customized oned hus, psychological sense amomunityis also expected to exext

mediation effectAccordingly, the following hypothesis is genta

H3: The interaction effect of culture and customization on attitude toward the
Web site will be mediated by perceivpersonaltelevance, perceived involvement,

noveltyof the contentWeb site interactivityandpsychdogical sense of community

As argued byBrifiol and Petty (2006pne of the most fundamental influences
that avariable can exert on attitudeto affect the amount of thinking people do about a
messagelncreasing the amount of thinking can get people to carefully process the
relevant information presented and therefore be influenced. Bygbod measure for the
amount of thinking ishetotal number of thoughipeople go through their minds while
processing information. Howevehg impact of total number of thouglun customied
messages veus norcustomizednesis unclear in the literature. Thua,general research

guestionis proposed

RQ: How will the total number of thought nf | uence participants?o

attitudes for customzed and nortustomized messages?
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CHAPTERTWO

PILOT STUDY

Method

Since naknown prior experimental studies have been conducted to test the impact
of culture on customization effects, a pilot stwegsconductedbefore testing the
hypotheses and exploring the rasdh question in the main stydyp ensure the efficacy
of customized message manipulatioreasurement reliabilitygxperimental proceduse
and sampling methodhe pilot studywas designed as a single factor (message type:
tailoredmessagess. targeteanessagedetweensubjects exp@mentfor participants
from collectivistic cultures onlyThirty Chineseparticipants were randomly signed to
one of the two experimentalessageonditions where they completed a pegperiment
guestionnaire, viewed a Web site wibmetailoredmessges or targeted messagesnd
completed a postxperiment questionnair€éhe objective of the pilot study arthree
fold: the primarygoalis to check whethahemanipulation of tailored nesages and
targeted messagessgccessfulith Chinese participas, as no known prior studies have
validated the manipulation method of customized messages with participants from

collectivistic culturesThe secod aim is to identify aras that refinements in measiaired



experimental procedure are needHEake third urpose is to examine the validity of

samping Chinese Students studyingthe U.S. to represent Eastern culture

Participants

Thirty Chinese students studying at the University ofthNN€arolina at Chapel
Hill wererecruited to participate imé pilotstudy. The recruiting #nail message was
sent to the listserv dhe Friendship Association of Chinese Students and Scholars at the
University of Noth Carolina at Chapel Hill. &ticipation was/oluntary Each participant
received $0 compensation for &ior hettime.

Of the 30participants, 53.3%N = 16) were male, and 484(N = 14) were
female. Thanean age gbarticipans was 27.84SD= 3.39).0n average, they had stayed
in the U.S. for 3.39 year§D= 2.52), and had been back to visit China f@01imes
(SD=1.35) During their stay in the U.S., they had been visited by people from China for
amean of 1.30 time$SP=1.79). Themeangfar t i ci pant sdé reported coc

with peopek in China througlE-mail or telephonavas 8.03 $D= 1.64) ona 9-point

scale (1 = AVery Ilittl eofpa®t  Eciipjentysoftepon:t
being a Chinese was 84SD=.86)ona$ oi nt scale (1 = AVery | it
mucho) .

The mean of participasdreported Welusage was 2.41 houper day §D=
1.82). Rarticipants also reported some jseurs per daydpf online newsNeb sitedM =

.99, SD=.52), newspapeM = .23,SD=.27), televisionNl = .46,SD= .46), and radio

33



(M =.18,SD= .29).Moreover, 70% oparticipantshad never usda customized Web

sitesuch as Myrahod before(Tablel).

Stimulus Materials

The stimulus materialsf the experimentvere created basedpnar t i ci pant s o
responses to pre-experiment questionnaifeseeAppendixA). In thepre-experiment
guestionnairepartidpants were requested to list three social groups that they thought
they belongedto n o r d er oniporthnbedo tlemThnay\pesealsoasked to rate
the importace of each groupna9p oi nt scale (1 = ANot at all
AEXxt rinpogdnty) . | n patidighnts réported some common characteristics
shared by all group members asaine oftheir unique characteristics for each grou

To gauge par tnewsiineeesithey weresrgreested toireport their
level of interest in 12 news categoriesonp®i nt scale (1 = ANot at &
AExtremely interestedo), including professio
travel, politics, business and finance, technologyltihheaews happening in wheresth
reside (e.g., Chapel Hill), news happening in China, and news happening in countries
other tharin China andheU.S.. Rarticipants were also requested to list three favorite
topics under each news categdfinally, theywere askd to list three newsopics tha
they thought best representieir uniqguenewsinteress but not other peopte m their
groups.

To understand theommon news interests that participants shared with other

group members, thayere requested to report how often they talkedibth® interests
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with other group members in the same 12 news categories-pn@mi9nt scal e (1 =
all, o 9 = AExtremely ofteno). They also | i st
group members under each news category. Finally, theg nequested to list three news
topics thabest representeatie commonnewsinteress of all group members.
Based on peaporises toithp pexrpersnént questionnaire, 86titious
Web sitsentitt d A News EXx pr e siesfdar eastepiogpand. The #dnte d (o
pages of the Web siteprovided participantaith somestudyinstructions which led
themto read a news story on the sit€he layoubf the Web site wasexactlythesame
for both experimentalanditions (tailored messages texgeted messagedjlowever,
there were certain differences between the two to réflectustomized message
manipuation.
In the tailored message condition, participants were greetedibpainges (e.g.,
A He ILdi Zhan® ) o front pageeof thestimulus Web sitesand they werenformed
that they wouldeada news story created spdlbydor themin the experimengFigure J).
On the nexiWebpagethat contained the news stoptiiese participants were greeted by
theirnames gai n ( e. gLeiZhaoWe.l cTdsEriesihattheyreadwere
selected to be tailored to their particular news interbesitsnot to the common interests
of all members in hisor hergroupo accompl i sh this goal, parti
pre-experiment questionnaiwveere carefully examined and the news topics were selected
accordingly.For example, one male participgassigned to the tailored message
condition) reportedn the preexperiment questionnaire that tmeisical bandiNirvanad

best representdds unique mterest. Such apic clearly diffeed fromthe topicghathe
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often talked about with higroup members (heportel thein Mat er i al Resear ch S
to behis primarygroup), which heeported to béocused on technologyhus, anews

story aboutNirvanacould be regarded as a tailomedssage for this participant.sdory

about the bandias then selectddr him by using the Google news search engine with

ANIi rvanao a(figuted.&Vhdn eayticipamtfhished reading the news sies

on the stimilus Web sits, they were directed to the lasiges of the siteswhich told

them to & quiety and wait fo the postexperiment questiorare (Figure3).

On the other hand, in the targeted message condition, participants were greeted by
theirgroupmembshis (e. g., AFACSS megmbteestijluson t he fr
Web sitesand they were informed that they wouldrbadng a news story created for all
of theirgroup membergFigure4). In the pe-experiment questionnairparticipants
reported threecgial groups that they belongj¢éo and rated their imp@mce. The first
groups thaparticipantdisted were used for their group memberslhipthe experiment
since these groups were tm@st significant one©n theWeb page that contained the
news staes participants in the targeted messagedition were greeted by their group
member ships again (e.g., A Wel come, FACSS men
were chosen to be targeted to the common inteoésil membersn theirgrougs. This
wasaccomplished with the information provided by participants in theepperiment
guestionnairgtoo. For example, one female participavito was assigned to the targeted
messageondition reportedhe NBA player Yao Ming as a common news topic among
her goup members (she considdthei Chi nese Students at UNCO as

group), but she was not particularly interested in professional sports. Therefore, a news
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story about Yao Mingvould be a gootiargeted messader this participant.

Accordingly, anews storyabout Yao Mingvas selectetbr herby using the Google

news search engine wi t(igurB5 a0 Mi ngd as the ke
The same procedure was adopted for each particigepéending on what

experimental conditiothat they were assigned to totd, 30 Web sites were created for

the pilot study, with15 tailored news stories and 10 targeteds&aries. All the

selectechews stories werearefullyedited to be of similar length (from 581 words to 622

words)to avoid any confounding length effect

Manipulation Check
To check the manipulation of tailored messagesticipants were regsted to
report their agreememtith two statement@alyanaraman & Sundar, 2006 a 9point
scalein the postexperiment questionnaifé =i St r oinsggd g9 ede , @St rongl vy
a g r éSeeAppendixB, Part C, @estion 30 and 31
x  The content featured on the Web site targeted me as a unique individual.
x This Web site was fApersonalizedd accor
Similarly, to check the manipulation of targeted nages, participants were
requested to report their agreement vaithther two statements (witheir proper group
membershipsserted in the statemepsnasamep oi nt scale (1 = AStr o
9= St r on g l(SeeAppgndigBe Bajt C, @eston 32 and 33)For example, for
the male participawh o | i sted the fAMaterial Research Sc

two statements were:
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at

x  The content featured on the Web site targeted me more as a Material
Research Society member rather than a unigdiridual.
x This Web site was fpeMaenanRedearched 0 accor
Society membser6 common i nterests.
Another exampledr t he female participant who rep
UNCO to be her primary group, the two st a
x Thecontent featured on the Web site targeted me more as a UNC Chinese
student community member rather than a unique individual.
x This Web site was fApersonalizedod accor

common interests.

Dependent Variables

Recall.Participans 6 cogni ti ve pr owaseasunedwitbfreet he me:

recall. After viewing the Web sitesgith customized messaggmrticipants were

requested to list all the things that they could remember about the news stories that they

had readThey were iformedto be as specific as possible and toavorry about

grammar and spellinGeeAppendixB, Part A)

Attitude toward the Web sitAs the primaryaffectivedependent variablehé

measure of attitude toward the Web site was adopted fronaialgma and Sunder

(2006) Participants were requestedndicate how welll1 adjectivege.g., appealing;

useful)described the Web sitbat theyhadviewedon a 9-point scaldn the post
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experiment questionnaif@=fA St r on g |1,00=8 B B g n g){See Appendixe 0

B, Part B)

MediatingVariables

Perceived relevancd.0 measur e participantso6 percei v
customized messages, they were requested to rate their agreement with six statements
(Kalyanaraman & Sundar, 2008)the postexperinent questionnairen a 9-point scale
s u ¢ hThecentefit in the Web site said something important to @ieere 1
represented St r o n g | oynd¥repseaegtedeSet r o n @P(Sge Appgndie B,

Part C, Question 1 to B

Perceived involvemernthe measure of perceived involvement was adopted from
Kalyanarama and Sundar (200&po. Participants were asked to report their agreement
with four statements u ¢ hl ga emotfonally involved in this Web s@é the post
experiment questionnaimn a 9pointscalel = ASt samggley, d 9 = AStr ol

ag ee0) (See Appestiodilxol®B., Part C, Q

Noveltyof the contentTo measure how novphrticipants perceived the
customized messagasbe they were requested to rate their agreement with four
statements (Kalyanaraman & Sundar, 20086he postexperiment questionnaire

i nc | uTdis Wed sité was typical of most Web sites you see toolaya 9point scale
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where 1 representing AStrongly d$esagreeo and

Appendx B, Part C, Qestion 7 to 10).

Psychological sense of communityie measure of psychological sense of
community waslsoadopted from Kalyanarman é$undads (2006) study Participants

reported their agreement with six statemeémthie postexperimemn questionnairen a

same 9oint scale [ AStrongl y rddglsya ga geree Bdis Webssu difSta 0 fi
site made me feel that | was part of a community( See Ap p e nuaestign 18 , Part

to 23).

Web site interactivityAnother potential mediating xable, perceivedVeb site
interactivity, was also measuradthe posexperiment questiorare. The measure was
adapted from Sundar, Kalyarman, and Browds (2003)study. Rrticipants reported
their agreement with three statements orp@i@it scalel= A St riosnagglryeed, 6 9 =
AStrongl y a ghemmant)of the Webhsiteavas inferactiv8de Appendix

B, Part C, Qestion 15 to 17).

Thought Listing

Total number of thoughtin the postexperiment questionnaire, participants were
asked to lisany thoughd they wer through their minds while viewg the Web site
They were provided with 20 boxes and instructed t@hgtonethought in each box.

After thought listing, participants were further asked to rate their confidence about those
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thougtts with four statements (Pet®rifiol, & Tormala, 2002pn a 9point scalgl =
ANot at all , 0 9 Howiftdhfidéntaeema linyhé thoughts goh listeds

aboe 06 (See Appendix B, Part D).

Control Variables

Participant s o6 oleca e the @rexgeringegt guesiianmaiee.
Their birth locations were also collect€thinese studes studyingn the U.S. were
recruited for thepilot study andhey were assumed to caffastern cultureasdid
people staying in China. To ensurettparticipans in the pilot study were tightly
connected to China drhad not beefully assimilated t&Western culturg some cultural
assimilation items from Marks et al. (198tudy were modified and adepkin the pre
experiment questionnaire. Parpiants wereasked to report how long they had staired
the U.S., how many timakeyhadvisited Chinan the last five yearsand how many
times they had been visited by people from Cliinhe last five yeardn addition,
participants were requestedrgportthe frequency ofheir communication with people in
Chinaona9poi nt scal e o(® = mWeaPacipinit tveedraidg)
requested to report how much pride they had being a Chinese-poiret 8cale (1 =
AVery | ittmhegho)d EESde/ehApypendi x A, Part

Some other contralariables were measured in the pesperiment questionnaire

E) .

too. Participants reported their media usage in hours per day including browsing the Web,

reading online news Web sites, readiegvapapers, atching televisionand listening to
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radio. Participants were also asked whether theyusad customizd Web sites such as
My Yahod before(See Appendix B, Part,E)uestion 4 to B
Since the news stories for participants to nedtie experimental se®nswere
selected through Google news searafjire® prior exposure to these storragght
potentially confoundhe study results. Therefore, partieipmt s6 f ami | i ari ty wi't
was measured with a statemé@Hbw familiar are you with the conteof the articl® on
a 9point scaldn the postexperiment questionnaifel = A Noti aart, 6al9l =f ami |
AEXtr emel {SedAppendix B, Rart@)uestion R
Moreover,the source of the news stories was not revealed to participahts
experment.Potentially, some participantsight suspect the stories that they read were
fictitious although they were all real'o controlfor any confoundingredibility effect,
perceived message credibility was measured in thegxpsiriment questionnaire
(adapte fromMetzger et al. 2003). Participants were requesteddort their agreement
with six statements u ¢ hl tresttheifformationpresentean the Web siteon a 9
pointscalel = fAStrcamglee,d 9 e=e of)St(rSceneg |AYPp paegndi x B,
Question 24 to 29).
Finally, message valence coybdtentialyi nf | uence par tDuei pant so
to the scope of th dissertationthemessage valenaariablewas na manipulated
Instead, it was measured in a categorical manner in theeppstimen questionnaire.
Participants were asked to report whether the news stories thaiithead were
positive, neutral, or negative based on their own perceqi8ae Appendix B, Part E,

Question 2)
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Individual Difference Variables
Although participantsdr the pilot stidy all came fronthe same cultual
framework(Eastern culturg and there wagso other cultual group to comparehere
were certairwithin-groupvariancesTo gauge these individual differences, two well
established measures for interdegimt sekconstrual (collectivism) and independent
selt-construal (individualism) were used in the4epgeriment questionnair&ifigelis,
1994).The measure of collectivism asked participants to rate their agreement with 12
statements on affointscalel = A St rsamglee,d 9 = AStitrongly a
is important for me to maintain harmony within my groughe measure of
individualism asked participants to rate their agreement with another 12 statements on a
same®Poi nt scaleib6hgreeSODrOngl iSdanongl y agr ee

comfortable with being singled out for praise orrewards( See Appendi x A, Pa

Procedure
The recruiting Email message was sent to tistserv of theFriendship
Association of Chinese Students and Satsodd the University of North Carolina at
Chapel Hill. After 30 voluntary participants were recruited, each of them received a copy
of the preexperiment questionnair€he experimenter toldgpticipants that the
guestionnaire was a survejcollege studet s 6 news.Threfgersstc®fnnai r e

connectiongo the otheparts of thestudy were not mentioned order to avoid any
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potential biases. Participants weegjuired to corplete the questionnaire to thestof
theirknowledgeand returrit within afew days

One week after participants returneditipee-experimenguestionnairesthey
were contacted again and invited to the Media Effects Laborigiding School of
Journalism and Mass Communication at the University of North Carolina at Chapel Hill
Each participant came in a session scheduled specifically for him or her. No study session
had more than four participants at a time.

Upon arrival, each participant wgeeetedvy the experimenter and asked to sign
aninformedconsent forn{SeeAppendk C). Theywere told that the researcher was
interested in knowingeopl® s o pan diffem reews stories. Thus, they would be
aslked to view a nes story on alesignatedWeb site and provideome responsémsd
on the content that they viewd®@artiagpants were theexposed to the front page of a
stimulusWeb site from where they began to viaibased on their own pacafter they
finished viewing the Web sit¢hey wereasked to fi out a paper and pen@bst
experiment questionnair@fter compketion ofthe questionnaire, participanigere
thanked, debriefed, and given $10 ddin compensation. Thexperimental sessions

each lasted about 30 to 40 minutes.

Results

Manipulation Cheks
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Two independent-tests were perforad tofulfill the primary objective of the
pilot study: checking the manipulation of customized messages. The results indicated that

the manipulation of both tailored and targeted messages in the pilot study was successful.

Tailored message3he two statemestused to checkhe manipulation of tailored
messages were averaged t ®hisihdexwasraeliadei ngl e fit ai
Pear so¥Mps.01).

To checkwhether participants in the tailored message condition perceived the
messages to be more individually ¢aéd thardid participants in the targetedessage
condition, an independentte st was performed with the #fAtail
dependent variable anlde message type as the grouping variable. Tiesttresult
confirmed that participants in the tadal condition perceived the messages to be more
individually tailored M = 6.27,SD= 1.27) than participants in the targeted conditin (

=4.00,SD=2.38),t(28) = 3.25p < .01 (two-tailed).

Targeted messageghe two statements used to check the mdation of
targeted messages were also averagedtodorns i ngl e fAt(Regresadam@® i nde
63, p<.01).
To check whether participants in the targeted message condition perceived the
messages to be more group targeted théparticipants in theéailored message
condition, another independertte st was conducted with the #fAt:

dependent variable and the message type as the grouping variable. It was shown that
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participants in the targeted conditidid perceivdhe messages tee more group targeted
(M =5.17 SD= 1.72 than participants in the tailored conditiovt € 3.37, SD= 1.78,

t(28) = 2.82p < .01 (two-tailed) (Table2).

Dependent Variables

Although the primary goalf the pilot study wato determine the efficacy of
customized messageanipulation, some analysestbé dependent variablesd
individual difference variablesere also conducteid shed somepreliminary light on the

possible directions fahe main study

Recall Parti ci pant s Oecal gestipnamtte pasixperiment he fr ee
guestionnaire were coded by two Chinese graduate stusleatstudied at the University
of North Carolina at Chapel HillThe coding was based on how many unique facts that
participants had listed in the free recalltggt Unique facts could be a sentence, a
phrase, or a word, depending on how participants responded in this &detion
examplei This is a news about 1 f Tyler H. wanna
fact . HAnaviestill éalis dowf, no ond&nows what is the bottoon was coded as
two unique factsThe intercoder reliabilitywas.75. Differences of coding wenmesolved
by discussions.

To test whether participants in the tailored and targeted message condition
significantlydiffered inther memory of the messagesgression analyses were

performed" Although allparticipants in the pilot study wefi®m Eastern cultur it
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wasstill valuable to includendividual cultural difference variables (collectivismca
individualism) in the analysssince there were certain variances witthiesame culture.
To conductegression analysesdummycodedvariablefor message typeasfirst
created with 1 representing tailored messages and O representing targeted messages.
Next, the 12 statements meang collectivism (interdependent salbnstrual) were
averaged to form a single inde(xCrodn biaccon dse cl i
= .80 andunidimensionalSimilarly, the 12statements measuring individualism
(independent selfonstrual) weraver aged to form a single inde
The index was reliable Cr o n b a ¢ h 6 st was also unidnzisioraiexd, two
interaction variables wereeated by computing the producisthe dummycoded
messagetype ar i abl e anidvitshmed ficnodl el xepdedmessagettyipee d u mmy
variabl e and t he Ai nmulipleregressidn analysés were d e x . Fi na
performed, testing main effects of message type, collectiasthindividualism.
Interaction &ects between message typellectivism and individualism were also
tested.
A simple linear regression analysis revealed that message/agoeot a
significant predictor omessageecall,t(28) =-.81,p = .42. The equation was as
followed:
Recall =b0 + bl x message type (dummgded
Recall =10.73 1.00 M
When t he dcol | dgheinhtéractiosvanablebenveer collectivisth

and message type were luded in the regression equatjonwas shown thahe
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interactioneffect ofcollectivism andnessage typen messageecall was statistically
significant,t(26) =-2.09,p < .05, while the main effects of message type and
collectivism were nofTable3). The sign of the interaction effect suggested that
participants who weifrenmedeé gherbndHeecbr eds mi
collectivism measupehadhigher recall fothe targeted messages, while participants who
wer e | e wismdirciod nteecd d h a dhetailorgdhmessagebellovanlg | for
Aiken and Wesk (1991) suggestions, the mean of collectivism andsteedard
deviation below and above theean were plotted fanillustration, as inFigure6. The
equation was as followed:
Recall =b0 + bl x message type (dummy cogledb2 x collectivism +3 x
message type (dummy codedcollectivism
Recall =7.04 +1.21M + .60C7T 2.81x M x C*
*=p<.05.**=p<.0L** = p<.001
When the #Ai ndi vihanteettiongariablebetwmedre x an d
individualism and message type werduded in the regression equatjor significant
main effecs or interation effect weredetectedTable4). The equation was as followed:
Recall =b0 + bl x message type (dunynsoded + b2 x individualisn + b3 x
message typeummy codejlx individualism

Recall =8.651 2.35M + .33 1+ .2k M x |
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Attitude towardthe Webtsi The 11 items that m®seasured
toward the Web site in the pestperiment questionnaire were aveageform an
fAsited index, which was highly reliable (Cronbacls U = . 94) and uni di me
To test whether participants in thelored message condition generated
statistically different attitudetoward the Web sitthan participants in the targeted
message condin,r egr essi on analyses were conducted.
Ai ndi vidual i smo i ndex esetestng farlpatentialimaic | uded i n
effects of these individual difference variables and their interactwthanessage type.
First, a simple linear regression was conducted to test the main effect of message
type.It was revealed that message tyyes not asignificant predictor of attitude toward
the Web sitet(28) = 1.62p = .12. The equation was as followed:
Asite =b0 +bl x message type (dummy cogled
Asite =5.11 + .82 M
Next, the 0col ltheiteractionvasiablé ofdolleaivessm ama n d
message type were included in the regression analysessdaledhat themaineffect of
collectivismwas statistically significant(26) = 2.39p < .02 but the main effeabf
message type arideinteraction effect otollectivismand message typeerenot (Table
5). The sign of thenaine f f ect suggested that participants
o r i e hatlabettér attitudedwardtailored and targeted messagesaverage
comparedtpar ti ci pant s wh o -owentedeas illestsdsd infriguce?. 1 ect i vi s

The equation was as followed:
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Asite =b0 +bl x message type (dummy cofledo2 x collectivism +H3 x
message type (dumnepded x collectivism
Asite= .61 +1.47 M+ .73 Cf .15x Mx C
*=p<.05.**=p<.01l.***= p<.001
Finally,thefii ndi vi du al thentekctionradablebetveeand
individualism and message type were included in the regression analysis. No significant
main effecs or interaction dect weredetectedTable6). The equation was as followed:
Asite =b0 +bl x message type (dummy cofledb2 x individualism +3 x
message type (dummy codedindividualism

Asite=2.27 + 3.39 M + .451 .40x M x |

Mediating Variables

Measures of fivgpotential mediating variald€perceived relevance, perceived
involvement, noveltyof the contentpsychological sense of community, and Web site
interactivity) were included in the postxpeiment questionnairdcach measure was

examined for reliability and unidimensionality.

Perceived relevancd he six statements that asired participastd per cei v ed

relevancevere averged to form a single relevangelex. The index was reliable

(Cronbachés U = .87) and unidi mensional
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Perceived involvement The f our statements that me as U

involvementwere averged to form a single involvememdex. The index wakighly

reliabl es (&r o nas@udifindeasiodal.

Noveltyof the contentThe measure of novelty was good tdbe four statements
were averaged t@fm a single noveltindex, whichwas reliable (Cronbdcé s U = . 91)

and unidimensional.

Psychological sense of commuynithe six staments that measured
psychological sense of communitiere averged to form a single communiiydex. The

indexwas reliabl e [ dddunidihensiohabs U = . 89

Web site interactivityFinally, the threestatements that measured paptnts 0
perceived interactivity of the Web siteerealsoaverged to form a single interactivity

index. Theindewas r el i abl e [ dddunidihensiohahs U = . 78

Due tothe limitationof the sample sizén the pilot study K = 30), there was a
lackof statistical power ithe mediation analys. However multiple regression analyses
on theg mediating variables westill performed looking for any potentisduggestions
for the main study

Multiple regresion analysetesedthe main effects of meage type and

individual difference variablegs well as inteaction effects ofthe twg on each mediating
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variable However, no statistically significant effect was deteciedking perceived
relevance for example, three multiple regression analyses eeogmed but not
suggesting any statistically significant effethe equations were as followed:
Equation 1Relevance 0 +bl x message type (dummy cofled
Relevance =5.90 + .60 M
Equation 2Relevance 0 +bl x message type (dummy cofledo2 x
collectivism +b3 x message type (dummy cogled
collectivism
Relevance =1.92 +4.85M + .6483C69 x M x C
Equation 3Relevance 0 +bl x message type (dummy cofledd2 x
individualism +b3 x message type (dummy cogled
individualism
Relevance =5.5B.59 M + .648 1 + .19 x M x |
Although multiple regression analyses did not reveal any significteut ef
correlation analyss showedhatperceived relevance, perceived involvement,
psychological sense of community, and Web site interactivée sigificantly
correlatedwitat t i t ude toward the Wellpx<iOD;e (rel evan:
i nvol vemenrt=:42,p<e a.rB20;n 6cso mmum=i.48,p<.0lPear sonods
i nteract i vri=tdyp<.0R)eThercarrelationsbetween novelty arttitade
toward the Web site wa®02m0a3).Noriegfthsdfiiec ant ( Pe a

mediating variables wasgnificantly correlated with message recall.

52



ThoughtListing

Total number oftioughs. Besides the abovementioned five possibleiatizoh
variables, participants were also requested to complete a thought listing task inthe post
experiment questionnaire. Thetal number of their thoughts was coded by the same two
Chinese graduat e st udfeerdcal Thehntecodes lialditypar t i ci p
was perfect and there was no discrepahcy

Multiple regression analysesere conducted ttest the main effects of message
type and individual difference variables as vesitheinteraction effecof the two on the
total number of thoghts. No significant effect was founéHowever the total number of
thoughkwas significantly correl at.37p<.04)luh messag

it was not with attitud=17pec8@®.rd t he Web site

Control Variables
To test potential effects of control variables, some inddpet ttests,correlation

analysesand multiple regression analysesre performed.

Gender and ageNo significant effect of gender or age wiasnd on the
dependent variable§lale participatsin the study did not diffesignificantly from
female participants otheir message recali(28) =1.48,p = .15(two-tailed), and on
attitude toward the Web sit§28) = .24 p = .81 (two-tailed) Age was not correlated
with either message recall (Peans 6=s.24,p = .20) or attitude toward the Web site

( PearrsolRp=s.92).
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Media usageNone of the media usage variab{@¢eb browsing, online news
Web sitereading, newspaper reading, television watching, and radio listemasy)
significanty correlated with message recallattitude toward the Web sité&/hether
participants had used customized Web sites before did not significantly influence their
message recall(28) = .82,p = .42 (twetailed), or theirattitudes toward the Web site,

t(28) = 1.04p = .31 (two-tailed).

Cultural assimilation P a r t total tinge atayingidthe U.S. was found to be
positively correlated with thiescoresonthé@ i ndi vi deal|l ( Ber&gr4§,md 6 s
< .02), which confirmed the validity of thedax. No other significant correlation was

detected.

Messagedmiliarity. Par t i ci pantsdé familiarity with t
viewed was not significantly correlated withe s s age r e crab.05,p€£.P&8& ar sonds

or attitude toward the Web sitB g a r $ ©.03(ps .90).

Message credibility The si x statements that measur e
message credibilitin the postexperiment questionnaimere averaged to formraghly
reliabl e ( Cr on b amehsisaindgx.ltwas stysificantyy sodrelated i d i
with attitude towar=d42ipk 62), Weibwasnabrelat¢dP e ar sonds

with message r=el2apfb5).( Pearsonods
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Message valencén the posexperiment questionnaire, 16 participants reported
thatthey perceived the messages that they read to be positive, and 14 participants
reported that the messages to be either neutral or negativedependent-test result
revealed thaparticipants who perceived the messages to be positive genenateel
favorableattitude toward the Wbsite (M = 6.05 SD= 1.58 thandid participants who
perceived the messages to be neutral or negdive4.9Q9 SD=.93),1(28) = 2.47p<
.02 (twotailed), but they did not significantly differ in terms of message Ike€28) =-

1.53,p = .14 (twotailed).

Sincemessage credibility and valence had
attitudes toward the Web site neadditionalmultiple regression analysis with attitude
toward the Web site dee dependent variable waonducted to see whethbe
previously detected effect remained significartte two control variables, credibility and
valence (a dummgodedvariable was created for message valence with 1 representing
positive messages and 0 representing neutrahegative messages), were included in
the regression equatidor statistical control. The result indicated ttia inclusion of
thesetwo control variables did not change theedtion or significance ahe previously
detectectollectivism main effectThe regression equatiswith and without control

variables were as followed:
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Previous equation: Asite BO + bl x message type (dummy cogledd2 x
collectivism +b3 x message type (dummy codled
collectivism
Asite =.61+147M+ .73CF.15xMx C
*=p<.05.**=p<.0L**= p<.001
New equationAsite =b0 + bl x message type (dummy cofled2 x
collectivism +b3 x message type (dummy cogled
collectivism +b4 x credibility +b5 x valenc§dummy
coded)
Asite =-1.55+5.01M+.79C¥.72xM x C + .23 Co +

*=p<.05.% = p<.0L** = p<.001

Additional Analyses
In the preexperiment questionnaire, participants listed three social groups that
they thought they belonged to in the ordethafg r o ungpertance. Pagdt-test results
suggested that the first graghat participants listed were perceived to be more
important M = 7.77,SD= 1.12) than the second gra( = 6.53,SD= 1.81)t(29) =
4.72,p < .00, and than the third grosifM = 5.92,SD= 1.98),t(24) = 5.94p < .00.
These results confirmed the validity of wusin
memberships in the Web site design Hmebostexperiment questionnaire.
In the preexperiment questionnaire, participargported their level of interest in

12 news categories. Based on the descriptive statistics, the toméwesecategories were
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travel M = 7.20,SD= 1.75), novies M = 7.03,SD= 1.69), and news happng in

China M = 6.77,SD= 1.89). Thebottomthree news categories were news happening in
countries other than ChiraadU.S. M = 4.63,SD= 1.85), politics 1 = 4.70,SD=

2.60), and business and finanbé=£ 5.43,SD = 2.40). Participants also reported the
frequency on howftenthey talkedaboutthe interestsvith their group members within
each of those 12envs categories. Threemost talked aboutews categories among
groups membernsere news happening in where thegidel (M = 6.27,SD= 1.93),

travel M = 6.13,SD= 2.15), and news happening in Chiivad%£ 6.03,SD= 1.88). The
threeleast talkedaboutnews categories among group members were news happening in
countries other tham ChinaandtheU.S. M = 3.87,SD= 2.02), professional sports/(

=4.17,SD= 2.53), and business and finankbe=£ 4.40,SD= 2.39)(Table7).

Discussim

The primary intent of the pilot study was to examine the effectiveness of
customized message manipulatidtore specifically, the method using participaps
experiment questionnaire responses to create tailored and targeted messdgédgo be
validated Based on theesults of thananipulation checks, throcedure of creating
tailored and targeted messages @&@xmmentdi ng t o
guestionnaire washownto besuccessful.
The secondary objective of the pilotdguvas measuremeand experimental

procedurgefinementAll the multi-item scales used in bothe pre-experiment
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guestionnaire anthe postexperiment questionira wereillustrated to be reliableAs
expected, they were also unidimensioh.furthermeasuremenefinementwvas
deemedhecessary for the main study.
Theentireexperimentaprocedurevasalsocarefully examined and the results
weresatisfactoryNo participant had trouble understanding the experimental instructions
although there were aiv missing data in the pexperiment questionnaire&ccording
to the feedback provided by participants after debriefing, none of them guessed the
purpose of the study correctly beforehand. Moghem expressed big interest the
wholeexperimental pycedure and thgenerakesearch area of Wdiased customization.
However the length othepre-experiment questionnaire was a source of concern.
Several participants expressed fatigue after completion of the Yyemqagistionnaire.
Based ortheir commentsthetwo questions asking for their unique personality
characteristics and common characteristics shayedl group members were a bit
confusing and difficult to answeAs a resultthere weregjuite a few missg data and
some Al do n o tfortkoseawo@uestientn pddition ® that, listing three
favorite topics under each news category for themselind for all group members was
redundant because several news topics could ovaitéplargely explained why some
parti ci pa namstotheprevious deetidd firse swhemtlsegwere requested
to list favorite topics. Moreovethe preexperiment questionnaire asked participaots
list three news topics that best represented common irgefest group members, biit
did notindicate which groujit referred to Finally, wording of some questions needed to

be refined to avoid confusion.
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Anotherpurpose of the pilot studyas to validate the sampling methafd
Chinese patrticipant&lthough manyprior studies had useskian particpants staying in
the U.S. as opposed tioe American participants in some creggltural comparisonst
was still necessary ®nsurethat the Chinese participants recruited for thislgttould
legitimately represeriastern culture According to the mesures in the prexperiment
guestionnaire, this assumption was confirmed. All the participants pilttetudy were
born in a city in China. Most of them had not been indtf& for more tharfour years.
Theywere vey tightly conneted to China, adlustrated bygoing back to visit people in
China, hosting people from China in the U.S., communicating vetiple in China
through Email andtelephoneMoreover,News happening in China wagse of themost
favorable news topicamong the participantad they werevery proud of bein@ghinese.
All of theseresultssuggested that the Chinese participants irptlo¢ study were not
assimilated to Western cultget least not much.

The inclusion othecollectivism and individualism measugri@ the pre
experiment questionnaire was also very informative. As expected, the correladlysis
revealed that the longarparticipant stayed in the U, $e higher he or she scoredtbe
individualism measure. This confirméuk validity of sucta measureAlthough all the
participants in th@ilot study came from theame country, there were certain within
culture individual @ferences, as reflected in tleellecivism and individualism indess
As a matter of fact, multiple regressianalyses revealed arteresting main effect of
collectivismon attitude toward the Web s@@daninteraction effect of collectivism and

message typen message recall
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On average, more collectivisoriented Chinesegsticipants held a more
favorableattitude toward the Web sithan less collectivisrariented participants, no
matterwhetherthe Web sitalelivered tailored messages or targeted messadthough
aninteraction effect between collectivism and message type on attitude toward the Web
sitewas not observeith the plot study themain effect looked promising. Since tmain
study plannedo include two cultural participant grouflsoth Chinese participants and
American participants)arger variances on the collectivism measueee expected aral
significant interation effectlooked possible

Regarding message recalhexpected interaction effect between collectivism and
message typeas observedMVore collectivismoriented Chinese participants generated
higher recaltowardtargeted messages, and less collectivisiented Chinese
participantggenerated higher recatiwardtailored messageSuch findings were
expected to be replicatéd the main study.

To provide more useful hinter the main studyadditional analyses weedso
performed orthe mediation vambles anaontrol variablesDue tothe limit of sample
size,no significantmediation efflect was detected. However, fauediation variables
were found to be significantly correlated with attitude toward the Web site.aMitger
sample size in the mastudy,more detailed mediation analgs®uld be performed

Control variables did not influence the two dependent variables, except message
credibility and valence. However, when sleéwo control vaiableswere includedn the

regression analys, theydid not change the direction significance othepreviously
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found effect. Thuspo special care of control variables seemed necessary for the main
study, although all of thenverestill keptin the questionnaires.

Finally, parti c ipeepetingedtquesgicnpaverpoweded t o t he
someuseful information on how to manipulate generic messages for the mainAtudy
generic message was operationalized ssraofmessage not of particular inést of ay
person ogroupin this dissertationForthe main studysome messagegthin the
category of Anews happenandly S.nd csoeuennterdi etso obteh
good choicdor ageneric messageanipulationbecause it wasoth the least interested
topicamongpilot studyparticipants and anmg their group members.

To sum up, the pilot study was successful in general, whose multiple functions
were all fulfilled. Based on the results of the pilot study, there were no radical changes
needed for the customized message manipulation, measuresnexpal proceduie
and sampling method. The major revision would be focused on trexpegiment

guestionnaire, aiming to make it more precise and concise.
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CHAPTER THREE

MAIN STUDY

Method

Built on the pilot study, a main study was employed. Magnstudy was
designed to ba 3 (Message type: tailored messages vs. targeted messages vs. generic
messages) x 2 (Culture: individualism vs. collectivism) full faatdretweersubjects
experiment, where the factoressage typ@as manipulatedlTwo groups oparticipants
(American students vs. Chinese students), representing individualistic and collectivistic
cultures respectively, were randoméssigned to one of therde message conditians

Eachcondition hadan equal sample size of.20

Pre-experimenfQuestionnaireChanges from Pilot Study
Based on the findings of the pilot studystomizednessage manipulation,
experimental procedusesampling method, and variable measurements all worked fine.

The major concern was how to make thegxperimet questimnaire more concise and

avoid participants6é confusion and fatigue.

for the main study.
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Deletion of two questiongn the originalre-experimenguestionnaire,
participants were asked to list some common charsiits shared by their group
members and some unique characteristicheir own. Basedopar t i ci pant so0 f e e
these two questions were somewhat confusing and harspon@to. In fact,participants
providedsomemi ssi ng dat a anwlo sormefirNgIsApdateeecst. Krhal s
following two questions were exclude@im the main study.

x What are theommon characteristichared by all group members

including you? Please list one common characteristic for each of the above

three groups.

x  What arelhe characteristics thgbu do NOT share with other group

members and make you differ@rielease list one of your unique

characteristics for each group.

Regrouping questionn the originapre-experimenguestionnaire, participants
were requested to tithree social groups that they thought they belonged to in order of
their importance. They were also askedtr at e t he gr a@mmt&caleempor t an
These questions proved to be informative. However, they were placed in the first section
of theoriginal pre-experiment questionnaire. Participants recommeénelecaing these
two questiongnd puting them togethewith those questions that measured common
news interest among all group membesrsas to be clearer about which group was
referred toTheir advice was taken. These two questions were moved from the first

section in the prexperiment questioraireto the second for the main study.
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Rewording of question¥he questionthatasked or parti ci pant sao
interests and their grpu  me m boenman dnterests were rewritten since these questions
looked redundant and confusir§jnce these questions wehe primary source for our
message manipulation, participants were requested to provide five responses instead of
three for the maistudy.The original questions in the pexperiment questionnaires
read:

x  Among all the news topics that you have listed above from Question 2 to
Question 13 (including professional sports, college sports, movies, music,
travel, politics, business and fimae, technology, health, news happening
in where you reside, news happening in China, news happening in
countries other than China and U.S.), which topics do you thesk

represent the unigue interest of you but NOT of other people in your

group?Pleasdist three of them in order.

x  Among all the news topics that you have listed above from Question 2 to
Question 13 (including professional sports, college sports, movies, music,
travel, politics, business and finance, technology, health, news happening
in where you reside, news happening in China, news happening in
countries other than China and U.S.), which topics do you thesk

represent the common interest of ALL group membPBisase list three of

them in order.

And they were revised to
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x  Among all thenews topics that you have listed above from Question 2 to

Question 13, what topics do you thib&st represent the unique news

interest of you but NOT of other peoplefease list five of them in order.

x  What news topics do you thirdest represent the consmnews interest of

ALL group members of thérst group that you have liste(that is to say,

what news topics do you think will att
Please list five of them in order. (Please tripécspecifiovith the news

topics.DO NOT list news categories in general. For example, if you think

all group members are interested in UN
as fisportso or fAbasketball™, 6 list it a

Two version®f pre-experiment questionnaifer participants Since all
participantsn the pilot studywere from China, there was only one versiothefpre-
experiment questionnairelowever, the sample ithhe main studyncluded both Chinese
students and American students. Their versiorisegfre-experment questionnaire were
slightly different(See Appendix D andppendixE).

When measuring participantsd particular n
member sé6 common interests within 12 news cat
ANews happiemaongandn iCNhews happening in countrtr
U . Sin theopreexperiment questionnaire used in the pilot stldhys was the same for

Chinese patrticipants ité¢ main study. However, fétmerican participants in the main
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study, thetwocategr i es wer e changed to ANews happenin

happening in countries other than U.S. .0
In the last section of the pexperiment questionnaitesed in the pilot study,

participants were measured with some cultural assimilation items such &snigahey
hadstayed in the U.S., and how often they communicated with people in China through
E-mail andtelephoneThis stayed the same for Chinese participants in the main study.
For American participants the main studythere was apparently no needapplythese
measures. Instead, they were asked tortephich countries other than U.S. they had
been taand for how long Such infomation would help us manipulageneric message
in the main studyThethreequestiondor American participantseadas followed

x Have you ever traveled outside the U.S.?

x |If you have traveled outside U.S., what countries have you been to? Please

also tell uswvhenyou went to those countries afud how long

x What is the longest period of time that you have lived outbielé).S.?

Participants

A total of 120 participants were recruited for the main study, including 60
American students and 60 Chinese studérte American participaniacluded both
undergraduate and graduate studertigy were all originally born irhe United States.
The undergraduate studemisre recruitedrom a few undergraduate classes in the
School of Journalism and Mass Communication at the University of North Carolina at

Chapel Hill. The graduate students were recruited through-araEmessge sent to the
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listserv of graduate students in the same scAd@ Chineseparticipants were both
undergraduate and graduatadentstoo. They were all originally born in China and now
studying at the University of North Carolina at Chapel Hilley were recruited fronan
E-mail messagsent to the listserv of tHeriendship Association of Chinese Students and
Scholars at the University of North Carolina at Chapel ¢tithroughsomepersonal
contact None of them had participated in the pilot stully participationwas on a
voluntary basis. Each participant receivdd® $ompensation after participation

Of the 60 American participants, 31.7%% 19) were male, and 68.3% € 41)
were femaleAmong the60 Chinese participants, 65.0% £ 39) were mie, and 35.0%
(N = 21) were female. A Cksquare test showed that the differesxaegender proportion
in the two participant groups were significagg(l, N = 120)= 13.39, p < .01

The mean ageas 24.54SD= 8.07) for American participants and 27. 8D
4.34) for Chinese participants. An independetest suggested that Chinese participants
in the main study were significantly older than Ameripanticipantst(117) = 2.70p <
.01 (twotailed),although the difference was minimal.

American participants reported (in hours per day) their Web ushge?(52,SD
= 1.27), online newgVeb sitereading M = .89,SD= .55), newspaper readiniyl = .50,
SD= .45), television watching = .47,SD= .50), and radio listenind/ = .21,SD=
.36). Chinese participants reported similar media upagerndWeb:M = 2.92,SD=
1.47; online newyVeb site M = 1.29,SD= .85; newspapeM = .36,SD= .57,
television: M = .36,SD= .53; and radioM = .21,SD=.32). Independenttests did not

reveal any significant differences regarding media usage between the two participant
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groups except online newsgeb sitereading. Chinese participants spent more time
readng online news Web sisghanAmerican participantg(117) = 3.12p < .01(two-
tailed), although the dérence was again very minimalhe two participant groupid
not differ in terms of customized Wesite usage, with 70.0% Aimerican participants
and 68.3% ofChinese participants havimgver used a customized Web site befa2él,
N =120) = .04p = .84.

Very similar to the pilot study, the mean length of stathe U.S. foiChinese
participants in the main study was 3.64 ye&B £ 2.70). Duing their stay in the U.S.,
they had been back to China for a mean of 1.96 t8e=(2.04) and been visited by
people from China for a mean of 1.29 tim8®¢ 1.72). The mean of Chinese
participantsd reported c thnougluEmeilardtelepbame wi t h p e
was 8.33 on a-point scée (SD= 1.43) and the mean of theaported pride of being
Chinese was 8.48n a 9point scaldSD= 1.21).All these results suggested that the
Chinese patrticipants in the main study kady similar charactesticscompared tahe

Chinese patrticipants in the pilot studablel).

Stimulus Materials

Theresults ofthe pilot study confirmed the validity dhe customized message
manipulation. Thereforghe same procedure was adopted for the main study. Based
parti ci p andtepreexpersnpnd quaseosnaireews stories thaeflecied
tailored and targeted messages were carefully seldotmaghthe Google news search

engine For the tailored message comatit a total of 40 Web sites wereeded with 39
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unique news stories, one Web site for each participhntwas assigned to this condition
(SeeFigure8 andFigure9)."" For the targeted message condition, a totallofVeb sites
were created with 10 news stor{@eeFigure10 andFigure11).”

Based orthe pilot studyfindings some news happening in countries other than
China and U.S. would be a good reflectiorageneric messader the main studyThus,

a news story about oil crisis management hagein Latin Americavascarefully

selected for this experimental condition. The story was focusdtbanBrazil refused to
share Bolivian natural gas with Argentina for its energy crisis. No participant in the main
study reportedo havebeen to any of the three abovementioned courtieése No
participant listed any of these three countries as his or her favorite travel destination or
favorite news topicsither And, no participant reported these countries to be of

particular interest of their groupembers. Therefore, this news stargsa good

reflection ofageneric message since it was not tailored to any particular participant or
targeted to any group that participants belonged to.

One Web site wathen createdor all participants in the generic message
condition. On the front page tfe Web site, participants were greeted by the term Web
user (fAHell o, Web wusero) instead of their na
message condition) or their group memberships (as did participants in the targeted
message condition). They wendd that they would be reading a news story created for
the general public instead of a nestsry created for therfas did participants in the
tailored message condition) or a news story created ftreatigroup members (as did

participants in the tasged message conditio(§eeFigure ). On the nexiVebpage
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that contained the oil crisreewsstory, participants were greeted by the term Web user
again (fAWel cdeeFigurei.b user 0)

Similar to the pilot study, lathe news stories used in th&in study were
carefully edited to be of similar length avoid length effectThe longest storin the
main studywas 645 words, anithe shortesbne was 587. Albf the Web sites in the main

study carried the same layout with the pilot study.

Manipulation Check
The four statements used for manipulation checks in the pilot study were
illustrated to be effective. Thus, they were adopted in the main study without any further

revisions.

Variable Measures

All the dependent variables, individual féifen@ variables, and mediating
variables used in the pilot study were reliable. Therefore, they were used again in the
main study without change.

There were some slight changes to the control variables from the pilot study. As
mentioned earliethere weréwo versions othe preexperiment questionnaire in the
main study, one foAmerican participants, and the otlier Chinese participants.
American participars were not measured witlulture assimilation items, while Chinese

participants were.
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Procedure
All experimental procedures employed in the nsainly were precisely the same
asthose in the pilot study, except the changes to thexperiment questionnaire.

Participantso experimental sessions | asted a

Results

Manipulation Check
Two oneway ANOVA tests were performed to check the manipulation of
customizationn the main study. The resultenfirmedthat the manipulation of all three

message types was successful.

Tailored messages vs. othefs in thepilot study, thewo statements used to
check the manipulation of tailored messages were averagedtof a singl e Adtail
index(Pe ar s$0.680p%x.01).
To check whether participants in the tailored message condition perceived the
messages they viewed to be mmaividually tailored thardid participants in the
targeted messagandgeneric message condit®ran oneway ANOVA test was
performed withthe message tgpas the grouping variableancth e At ai Xasthe ngo i nc
dependent variabl&he ANOVA results onfirmed this expectatios(2, 117) = 43.20p
< .01 Post hoc analyses usitige Bonferroni method showed that participants in the

tailoredmessage ondi ti on scored significdnid84y higher
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SD= 2.21) than participants the targetednessageondition M = 4.68,SD=1.69),p <

.01, and than participants in the genenessageondition M = 2.20,SD= 1.36),p< .01

Targeted messages. othersSimilarly, the two statements used to check the
manipulation of targetedmes ages wer e al so averaged to for.i
The reliability of this index waacceptabléP e a r $ ©. 1O < .01).

To check whether participants in the targeted message condition perceived the
messages to be more group targeted théparticipants in the tailored messagel
generic message conditgranother onavay ANOVA test was conducted withe
message type as the groupirsgiableand he fAt argeti ngo index as tt
variable The expectation was confirmed td&2,117 = 108.71p < .01 Post hoc
analyses usinthe Bonferroni method revealed that participants in the targeesbage
condition scored significBKMpr693pD-hlicHthamr i n t he
participants in theailored messageondition M = 2.69,SD= 1.57),p < .01, and than

participants in the generic conditiod € 2.26,SD= 1.49),p < .01(Table8).

ManipulationCheckfor Cultural Differences

Although the sampling method of Chinese participaatsbeen validateth the
pilot study,thoseindividual difference variables and cultural assimilation measuvees
still includedin the main study tersure that these participants coalttuallyrepresent

Eastern culturgalthough they were currently staying in the U.S..
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Using the same pcedure applied in the pilot studiaet12 statements in the pre
experiment questionnaire measuring collectivism were averagedtor m a fdcol | ect i
i ndex. 't was r el)iaadunidimer(siGnaloThebld statetnents hthe . 8 3
pre-experiment questionnaire measuring individualism were also averaged taform a
i niddual i smo i mdedx,abwhei o C3)vardsnainéndicnaglon. = . 7
As expectedChinese participants in the main study scored significantly higher
(M =6.53 SD= 1.09 thanAmerican participantdy = 6.16,SD= 1.17) on the
collectivism indext(118) = 1.87p < .03(onetailed). MeanwhileChinese participants
did not score significantly loweM = 6.16 SD= .98 thanAmerican participanta\{ =
6.42 SD= 1.00 on the individualism scale, although {h@alue wa<lose to

significancet(118) =-1.430,p = .08 (onetailed)

Hypotheses Tast
To test the hypotheses, ANOV&d ANCOVAtests, multiple regression

analysesand some advanced mediation analyactics were applied.

Recall H1 predicted an interaction effect between message type and culture on
participant s o6 mgwtloAmericanfparticibaats garemtdhghgst
recall for tailored messages and Chinese participants generating highest recall for
targeted messages. Although the pilot study results suggested such a direction, this

hypothesis was not completely supeadrby the main study data.
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Messageecallwas coded by the same two Chinese graduate students who
conducted theoding forthe pilot study. Since they had been trained in the pilot study
and provided satisfactory intender reliability, the 120 postxpagiment questionnaires
in the main study were divided into two and each of them coded 60. Na@auer
reliability was further calculated for the main study.

To test H1, a twavay ANOVA test was performed with recall as the dependent
variable and messaggpe and participant group as the two factbio significant
interaction effect was detecte®(2, 114) = .49p = .62, &= .08. However, both message
type,F(1, 114) = 9.63p < .01, &= .08, and participant group(2, 114) = 6.02p < .01,
A= .10, hadasignificant main effect on recgTable 9) Post hoc analyses usitige
Bonferroni method revealed that American participants generated higher messdige
(M =11.12,SD=3.3) thandid Chinese patrticipantdf= 9.27,SD=3.45, p< .01 It
also showedhat participants in bottihetailored message condition atieétargeted
message condition generated higher recall (taildved:11.33,SD= 3.65; targetedvl =
10.43,SD= 3.42) thardid participants in the generic message conditidr=(8.83 SD=
3.00),ps <. 01(Figure14), while the difference of recall between participants in the
tailored message condition atiek targeted message condition was not signifigast,

.66.

Attitude toward the Web sitel2 predictedan interaction effect beeen message
type and cul t ur e stowardphaWebisite.iMpra spéciically,at t i t ude

American participants we hypothesized to generatenorefavorableattitude toward
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Web sites with tailored messages and Chinese participants were legpéhto generge
a morefavorableattitude toward Web sigavith targeted messages.

To test H2, the 11 adjectives that measured attitude toward the Web sifestere
averaged to form the index of Asite. The ind
andunidemensionalNext, a tweway ANOVA test was conducted withessage type
and parttipant group athetwo factors andisite as the dependent variablée
ANOVA test resultsupportedhe H2 prediction. A significantnteraction effect between
messageype and participant group on attitude toward the Web site was obsE(2ed,
114) = 6.05p < . 01, £ =.10,(American/tailored messaged:= 6.18,SD= 1.25;
Americanparticipant#argeted messagddg: = 5.20,SD= 1.30; American/generic
messageM = 4.39,SD= 1.13; Chinese/tailored messagés= 5.32,SD= 1.60;
Chinese/targeted messagll= 6.45,SD= 1.43; Chinese/generic messalges 4.60,SD
= 1.41) as illustrated ifFigure15" A significant main effecof message type was also
discoveed,F(2, 114) = 12.00p < . 01, A= .17, with pariipants generatingmore
favorableattitude toward the Wesite in botlthetailored M = 5.75,SD= 1.48) and
targeted message conditsaiM = 5.82,SD= 1.49) than participants in the generic
message conditioM = 4.50,SD= 1.26) based on post hoc analysis usirgBonferroni
method(Figure16). The main dect of participant group on attitude toward the Web site
was not significant-(1, 114) = .65p=. 42 = .01, (AmericanM = 5.26,SD=1.41;
ChineseM = 5.46,SD= 1.64)(Table 10)

Based on the significant interaction effect detected in the ANOVA test, further

contrast analyses were needed to determine where the significant differencesexisted.
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Two contrast coded variables for message type were created. The first variable aimed to

test the difference between tailored messages and targeted megsages)the generic

message which was labeled t ar ¢ @itoiingdg Par t i ci panmessagen t he t

condition were coded a$ for this variable. Participants in the targeted message

condition were coded as +1, and participants in the generic message condition were

coded as 0. The second variable aimed to examine the difference between non

custonzed message (generic messa@ad customized messages (average of tailored

messages and targeted messages), which was ldbeglesl nigtailoring +targeting/2.0

Accordingly, participants inhe generic message condition weoeled as +1 for this

variable, and both participants in the tailored message and targeted message sondition

were coded as5. Another contrast coded variable was created for participant group. It

planned to test the difference between American participants and Chinese pasticipan

and was labeled A me riiChiaesed Amer i can participants were

Chinese participants were codedAdor this variableTwo interaction variablesere

further created by compChingstbebpgprdtdacyget of

taa |l ori ngo Ta(ntdaiflgoernienrgi c+ targeting)/ 20 respect
With all three contrast coded variables and two interaction variables created, a

multiple regression analysis was performed with Asite as the dependent variable and the

five abovementioned viables as predictors. It was found that the contrast coded variable

Agenigrtiad | or i ng pk.0)) aragqeat itrhege) /i 2d e(racii on var.i

Chineseo by ailt apgod tyavensgnificant predictorsf attitude toward

theWeb site while others were ndfable 11) The regression equation was as followed:

76



Asite=b0+bl x AAMENiI cae X Hitiatragielteibdixgn go

=]

g e nigtailoring+ta get i#bg ) X 20 AMENiIi came o X

=]

tardgeai hghbbi xgoi AinEhii case o Tx figeneric
(tailoring + targeting)/ 20

Asite =5.360 .10A+.04Ti .86 G** T 53 AXT*** T .82AXG

*=p<.05.**=p<.01l.***= p<.001

The negative signipfatherenhfetttecaf gégiengy
that the average aittitude toward the Web site the tailored message and targeted
mesage condition wasore favorableéhan that in the generic message condition.
Meanwhil e, the negative sign ofChihreendend ea act
Aitar geai hgringd suggested that there existed
American participants and Chinese participants regarding their attwlard targeted
messages and tailored messalyese specifically, the difference betweéhinese
par ti ci p atowasddargetedimessagediaailored messages was positarel it
was negativéor American participants. lather word, Chinese participants heédnore
favorableattitude towardhe Web site with targeted messages and Amanc
participants heléd more favorablattitude towardhe Web sites with tailored messages,
which matchedhe prediction Regardinghe Web sites withlgeneric messageno
significant difference between the two participant gsowuas detectedvhich was te

least favorabldéor both.
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Mediatingvariables Before analysesere conducted on five mediatingriables,
the statements in the pestperiment questionnaire measuring each of the twvmables
were averaged to forgingleindexes. The procedure walkda same athe pilot study. All
the indexes appeared te leliable and unidimensionaldRReivel r el evance: Cronb
U =;Pereited nvol vement : CNowveitywfahe hoditent UCr=on®dc h 0 s
U .88 Psychological sense of community: Croabla 6 s.93Welssite interactivity:
Cronbac8ddos U =

H3 predictedhattheinteraction effect of message type and participant group on
attitude toward the Web site was mediatedh®sefive mediation variableslhe
analysederewould include bothmediation and moderation sinaenoderation effect
(interaction effect) o€ultureon attitude toward the Web sitas already discovered
the previous analyseThe classicmediation and moderatiapproachntroduced by
Baron and Kenny1986)was usedn this study.The resultavere further testedith other
newly-developed advanced techniquiés.

In theconceptualizatioof this dissertationmessage typestomization) wathe
primary independent variable, participant type (culture) th@snoderatorand attitude
toward the Web site was the dependent variable. Five variables (perceived relevance,
perceived involvement, noveltf the contentpsychological sense of communignd
Web ste interactivity) were suspest to be mediationariables.Therebre, echof them
wasadded irtheregressiommodel to test any potential mediatiefiect

As suggested by Baron and Kenny (1986 multiple regression analysesre

conducted firstwith five potentialmediation variablesachasthe dependent variéh
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Both message type and participant group (contrast codedh@nohteraction terms

were included in theegressiorequations. Thereviously foundsignificantmain effect

of fAgie(nteariilcori ng + targeting)/ 20eriaanid t he i nt

Chineseo aitdaifltoarrigregd nogn at t werewnldosfoudomwar d t he

perceived relevancegrceived involvement, and psychological sense of commuihity.

specificregression equations were as followed:

Mediation variablee b0 +bl x A AMENi ©caRe x Htiargeting

tail ob3i kgoh genhairi cari ng bAxt argetin
AAmeriiChameseo0o Kt diitlach§iertg i g+

AmeriiCchameseo ixtaAageneirng + tar ge

N

Relevance =5.94 + .11 A+ .021 1.40G** 1 41 AxT**1 .37TAXG
Involvement = 4.27 .02 AT .05Ti 1.42G***| 49 AXT*1 .03AXG
Novelty =5.18 + .12 A .18 T+ .24 G+ .18 AXT .23AX G
Community = 3.7% .37 A* 7 .03 Ti 1.27 G**7 58 Ax T***+ 03AX G
Interectivity = 3.357 .47 A*** 1 .13 T+ .53 G***1 21 AxTi .10Ax G
*=p<.05.**=p<.01l.***= p<.001
Sincenovelty of the contenandWeb site interactivityverenot significantly
predicted by the interaction effect (the product térid me riiCcha mese 0 & At ar get
t ai | )pthesentvgodvariables were excluded from furthediationanalysesThe other
three variables, perceived relevance, perceived involvement, and psychological sense of

communityremained for the next steps in the analysi
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In the original regression modeith attitude toward the Web site as the
dependentvariablas i gni fi cant mai(m ledrfiemrdg Hft diggeateirng
ani nteraction eff@€hi hetweoe nintddAifewmeregrachd n g
detectedas followed:

Model 1: Asite=b0+bl x A AMENiI ©cae X Htiatragieltoirnigngo

+b3 x A@generili eri ng b4 txarigheieirnigc)a/n2 o
Chineseo it dlitlachbfierkg di ¢Hiner i c an
Chineseo | gaildiingeageé i ©g) / 20
Asite =5.360 .10A+.04Ti .86 G** T 53 AXT*** T .82AXG
*=p<.05.**=p<.01l.***= p<.001
Now, it was necessary determine whether those significant effects would
completely or partially disappear if mediation variables weeckided in the equation,
which was the basic idea of mediation. Thus, perceived relevance, perceived
involvement, and psychological sense of community were each added into the equation
as followed:
Model 2: Asite=b0+bl x A AMEN i © akRe cargdiigit ai | ori ngo +
b3 x Ageneirli ari ng b4 txarigleiiteirnigc)a/n2 o
Chineseodo Tkt alitlachierkg A@gHnEhi came o
X Agefemic¢oring boxRelevapweet i ng)/ 20 +
Asite =2.78 .15A+.03Ti .25 Gi .35 Ax T*+.15A x G +.44 x R***
Model 3: Asite=b0+bl x A AMEMIiI cal®e X Htiatragieltoirnigngo +

b3 x fAngemnerli eri ng b4 txarigAeieirnigc)a/n2 o
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Chineseo Tkt alitlachierkg A@gHnEhi came o
X A g & fftaloringert ar g et ibGxgnvolv@ment +
Asite =3.600 .09 A+.06 Ti .28 GT .33 AXT*1 .02 AXx G +.41 x I***
Model 4: Asite=b0+bl x A AMENiI cae X Htiatragieltoirnigngo +
b3 x fAgeneirli cari ng B4 txarigheiiieirnigc)a/n2 o
Chinee 0 x fAttaigl o6b5inigkKg o AHhEhi ca®e o
X Agerfemic¢oring BEXCanmgnéyt i ng) / 20 +
Asite =371+ .06 A+.05T .29 GI .27 AX T*1 .02A X G +.44 x C***
*=p<.05.**=p<.01l.***= p<.001
Comparing Model 1 to Modg2, 3, and 4 respectively,wasdiscoveredhat(1)
perceived relevance, perceived involvement, and psychological sense of community were
all significant predictors of attitude toward the Web site; (2) the significant main effect of

Agenigtailbio g + targeting)/ 206 di sappeared when

into the equations; (3) iChenkesteéerantdi anaefyee
t ai | ocemainedysignificant with mediation variables in the equation, but its
magni t udled fisoe ebonee s mal | er . T osoffmagnitutlesofrthet e st wh

interaction effectrom Model 1 to Moded 2, 3, and 4 wersignificant or notanonline
calculator for the Sobel test developedRrgacher and & Leonarde(R001)was used
The reslts showed significardrops for all three mediation variables (Perceived
relevancep < .02; Perceived involvemeri:< .02; Psychological sense of communfy:
<.01). Some researchehad questioned the normality assumptiothefSobel test and

provided other advanced mediation analysis methods such as bootstrapping (Preacher &
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Hayes, 2004)Hence the bootstrappng tactic waslso appliedo the same data. It did

not change any of the conclusions from the abovementioned Sobel tests. Based on all

theseresults,it wasconcluded that perceived relevance, perceived involvement, and

psychology sense of community completely mediated the main effeastafimization

(generic vs. average of tailoring and targeting) and partially mediated the interaction

effectbetween culture and customization approaches (American/Chinese x

tailoring/targetingn attitude toward the Web sitdauspartially supporting H3

However, here were certain arguntsraroundheorydriven analysis and data

driven analysis’ Although peceived relevance, perceived involvementd

psyclological sense of communityere consideretheoretically distinguishable

constructsn this dissertationthey did show significaht high correlatios with each

otherinthed at a s et r{aRgedfoms.55 t0078ps < .0). Thereforeall the

statements measuring relevance, involvement, and comnwerigyaveragetb form a

single index of Aover al IYTheélbwiagtmuliped ( Cronbac

regression analyses revealed thatfthis vlielr ame dindextcdmpletaly mediated the

main effect of customization and the interaction effect between culture and customization

approachesn attitude toward the Web site

Overall mediation 0 +bl x A AMENiI ca®ex Htiargeting

tailoin gob3 +x MAgenairli cring bB4xtargetin
AAmeriiChameseo Kt diitlach§iernt g n g+
ARAmeriiChameseo iXtAgéonerng + tar ge

Overall mediation = 4.68 .10 AT .02 Ti 1.36 G** T 49 AxT**1 .12AX G
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Asite=b0+bl x AAMENI ca®e X Hitiatragieltoibdign go +

=]

genigrtiad | ori ng b4 txarighei€inn go)e/exd X

=]

tardgeai hghbbi xgoi AinEhii case o Tx figeneric
(tail oring 6xOeralgneedidtiong ) / 20 +

Asite =2.400 .04 A+.05Ti .00GT .22 AXT+.07 AxG +.63 x O***

*=p<.05.**=p<.01l.***= p<.001

In summary, Bhough several different analytical methadsre performedn the
mediation analysi&" the overall pattemiof results were siilar to each otheiPerceived
relevance, perceived involvement, and psychological sense of community significantly
mediated the interaction effect of culture and customization approeattittde toward
the Web sitéFigure17). It is considered anediaed moderatiorffect™"

Research Question

Total number of thought The total number of thougdivas coded by the two
Chinese graduate studemtho completed th coding for messagecall. It was foundo
be significantly correlated with message recala(Pes o #1.433 < .01), but not with
attitude toward the Web sitp £ .32).

To explore the function of total number of thouglattwo-way ANOVA test was
conducted withmessage fye and participant group #getwo factorsandthe total
number of thoghts as the dependent variablEhe main effect of participant group was
significant,F(1, 114) = 8.73p < .01, /= .07, suggestinthatAmerican participants

generated more thoughtel € 8.73,SD= 3.16) than Chinese participankd € 6.93,SD
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= 3.43).No other significant effect was discover@able 12) Sincethetotal number of
thoughs was significantly cordated with message recall, another ANCOVA test was
performed with message recall as the dependent variable, message type and participant
group as théwo factors, andhetotal number of thoughtas a covariate. It did not

change any ahepreviously disovered significant results, and it was not further

discussed”™

Control Variables
Similar to the pilot study, a few control variables were examined to detect any

potential effect.

Gender and agéAn independent-testrevealed no significant differencetween
maleparticipants 1 = 5.30,SD= 1.63)and femalgarticipants 1 = 5.40,SD= 1.44)
regarding their attitudgtoward the Web sité(118) =-.36,p = .72 (twotailed).

However, female participants generated more message Mcall(.88,SD= 3.9)) than
male participantsM = 9.45,SD= 3.37),1(118) = 2.29p < .02 (two-tailed). An additional
analysis wasonducted using gendar statistical control, but it did not change any of
the previously detected significant resulffs.
Correlation analysishowed that age was not correlated with either message recall

or attitude toward the Web site.
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Media usageCorrelation analyses were conducted on media usage variables to
message recall and attitude toward the Web site. The only significant correlaton
bet ween online news readi=#s-d9mnld).inddedng age r eca
this variable in the analysis fetatisticalcontrol did ot change any previous findings,

and it was not further discussed.

Message familiarityMessage familidty was not significantly correlated with

message recalp(= .06), although it was close to the significance level.

Message credibilityThe six statemesimeasuring message credibility were
averaged for a single index of credibility. It was highly t@dka(0 onbachés U = . 95
unidimensional.

It was significantly correlated=with att.:.
.51, p< .02, but not with message recgll € .06).The inclusion of credibility in the
regression analysis did not change ahthepreviousy foundresults. Thus, it was not

further discussed.

Message valencdlessage valence was found to have significant influences on
both message recall and attitude toward the Web site. Parte{pent5) who
perceived the messages to be posigenerated higher recall(= 11.09,SD= 3.55)
thandid participants ll = 65) who perceived the messages to be either neutral or negative

(M =9.43 SD=329),1(118) = 2.66p < .01 (two-tailed).Participans who perceived the
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messages to be positivis@ helda more favorable attitude toward the Web skex
6.23,SD= 1.30)thandid participantsvho perceived the messages to be neutral or
negative M = 4.61,SD= 1.31),t(118) = 6.80p < .01 (two-tailed).

To control for the effect of message valereelummycodedvariable was created
with 1 representing positive messages and 0 representing the rest. Regression analysis
including this new dummy coded valence variable showed that the main effect of
customization (generic vs. average of tailoring amgedting) on attitude toward the Web
site turned marginally significant (from<. 01to p = .07) but the interaction effect
between customization approach and culture (American/Chinese x tailoring/targeting)
remained significant. It did not chantiee previously found results regarding message

recall.

Additional Analysis

Onealternative explanation for theetected significant interaction effect between
message type and participant group on attitude toward the Web siteanv@kinese
participants mighperceive their groups to be more important than American participants.
To rule out this possibility, an independened was performed. The resulid na
suggestny significant difference between the two participant groups (Chikkese3.02,

SD= 1.05 American:M = 8.20,SD= 1.22),t(116) =-.87,p = .39 (twotailed).

Summary of Results
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In summary, the data analysis results provided full support for H2 atidl par
support for H1 and H3A summary of hypotheses, reseageiestion, and relevant
findingswas presented in Table .18onsonant witlhe predictions, Web sites with
targeted messages elicitde most favorable attitude from Chinese participants, while
Web sites with tailored messages elicitieelmost favorable attitude from American
participants. Both groups of participants generabedeast favorable attitudewardthe
Web sites with generic messages. Although such an interactionwefiectot founan
message recall, the main effect of customizatiomecallwas significant. Participds
recalled more facts of tailored and targeted messages compared to generic messages.
Three of the five expected mediation variabfesceived relevance, perceived
involvement, and psychological sense of commuiiltistrateda mediation effectMore
specifically, they fully mediated the main effect of customization on attitude toward the
Web site. And, they partially mediated the interaction effect of culture and customization
on attitude toward the Web site, which was considered a mediated modeffsadn
Total number of thought, and some control variablesevalso examined in the anadys
Althoughsome of these variables showemdrelations with message recall or attitude

toward the Web site, none of them significantly changed the oyartédirnof findings.
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CHAPTER FOUR

DISCUSSION

Interpretation of Findings

This dissertation examinedn di vi dual sé responses to thre
customized/norcustomized messages: tailored, targeted, and generic. Significant
differenceswnere detected betwedéno participant groups representimifferent cultures
onmeasures ofognition and affect

Themost interestingind significanfinding of this dissertatiois the interaction
effect between cul ture atttudestowasthe \Welsiteat i on on
More specifically American participants perceived Web sites with tailored messages to
be most favorablecompared to Web sites with targeted messages and generic messages
This findingis consistent wittsomeprior researcltonclusionge.g.,Kalyararaman &

Sundar, 2006)which reveadthathighestlevels of customization ld to the most
positive favorablg attitude However Chinese participasiperceivedVeb sites with
targeted messages to be most favoratdepared to both Web Sites with taddr
messages and generic messafeshresuls sound countemtuitive, but carbewell
explained byexistingcross-cultural psycholog theories. According to crossultural

psychologistspeople live andygrow up in some specific cultural settifg.g., Nésser,



1997) Different cultures stress different kinds of self concepts and support the
development oflifferent selves (NeisserAs argued by Markus and Kitayama (1991),
individualswith anindependent view dheselftend toseekinformationthat corfirms or
enhancesheirinternal andprivate attributes. The most desirableiattonsfor these
peopleare those that allothemto verify and express ¢himportant internal attributes
and that convethe sense thahey areappropriately autonomous$ailored messages
constitute ach a situationandthus generatthe most favorable attitude from American
participants who are believed to have an independent self perspectweetrast, for
peoplewith an interdependent view tfeself, theyexpect the rast desirabletates to be
those that allovthemto be responsive tiheir context or that convey the sense tinaty
aresucceeding itheirinterdependent relationships oatstsesTargeted mesages fulfil
this function, andjeneratehe most favorablattitude from Chinese participants who are
expected to be interdependent.

Moreover, generic messages illustratetbaseline effecin this dissertationThe
affective effect of generic messages was the least favorable for both American
participants and Ghese participantsSuch ainding supported thexistingnotion that
customizednessages generalincluding both tailored and targeted messagasl)
certain superioty over noncustomized ones (e.g., Vesanen, 2007).

Secondlythe cognitive effect ofustomized messages in genavakfound to be
stronger than nenustomized ones. This finding t®nsistent with prior studiem
customizatior(e.g., Beier, 2007; Campbell, et al., 1994; Skinner, et al., 1894 )also

consistent witithe frameworkof the Elaboration Likelihood Model (Petty & Cacioppo,
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1981, 198§ althoughthe modelwvas not explicitly testeth this dissertatin. The

findings of this dissertatiormply thatcustomized conteranstrengtherv i e wer s 0
attention, no matter howis custanized or the degree to which it is customizedother
words, viewerstendto devote more cognitive resourdegxocess information thas
customizd to them in either a tailored atargeted manner ardisplayhigher scores on
memory, a®pposedo information thats not customizetb them

Notably, such an effect was discovered for both American participants and
Chinese participanis the main studySince nagprior study(to the best obur knowledgg
hastested customization effeawith participants from Eastern cultusethis findingis
informative. Culture seesmot to influence the intensityoepo pl eé6s cogni tive p
of customizednessage People from collectivistic cultures této be more attentive to
customized messages than g@nmessages, similar to thogeoplefrom individualistic
cultures.

We also found that American participagenerated higher message recall than
Chinese participants. This finding should not be interpreted as a main effect of culture on
peopl e o sinfarnsagonprotessingAs observed in theainstudy, American
participants in general completed the experiment quicker than Chinese participants,
although we did not statistically measure how long it took for each partichant.
plausible explanation f@ucharesultis that American participants and Chinese
participants diffeedin their capability of processing information in Engligifact, dl
the stimulus matrials and questionnaireshoth pilot study and main studyere

designecdand writtenin English.Possibly,Chinese participants werelativelyslower
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and less efficienin comprehading and memorizing th&imulus content, which lead to
lower message recall (and toteimber of thougts). To avoid such a potential
confounding effect, futureesearch needs to presenstomizednessages to participants
in their first language (as discussed later).

This dissertation also made a contribution to the literatute@nnderlying
mechanism of custmization effecd. Both conventional and more newlgwtloped
mediation analysisactics were employeguggesng mediatingeffects of three
variables: perceived relevance, perceive involvement, and psychological sense of
community. This partly replicated prior study findings (e.g., Kalyanaraman & Sundar,
2006). The three variables were found to fully mediataribee favorable attitudef
customized messages over raustomized oned hat is to say, articipantsperceived
customized messages to bermpersonallyelevar, to be more involving, and to satic
morefeelings ofasense of cmmunity, all of which lead tamore favorable attitudén
addition, a mediated moderatieffectwas also discovered. The three mediating
variables were found to partially mediate the moderating effect of culture on
custanizationon attitude toward the Web siteut another waythe observed interaction
effectbetween culture and customization on attitude toward the Wetwsite partly be
explained by the influence of perceived relevance, perceived involvement, and
psyclological sense of community. Chinese participants perceived targeted messages to
be more personally relevant, more involviagd creating morieelingsof community
compared to tailored messagdeswever, t wasexactlythe oppositefor American

participats who perceived tailored messages to be more pergoaldvant, more
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involving, and creating more feelingé community.It is interesting to note that suehn
effect was considerethediated moderation, but not moderated iatgzh. Nodifferent
mediabrsfor two participant groupsvere discoverednstead, all three mediating
variables exerted mediation influences on both participant groups.

In addition the total number of thoughthat participants went through their
minds while going over the stimugd Web sitesvere measured he only significant
result detected was that American participants generated more ththagh@hinese
participantsA possibleexplanation for such a finding similar to whathas been
discussed earliavith message recallhis should not be consideredreflection of the
main effect of culture on individuasognitive information processintnstead, the result
wasprobablydue to the linguistilmformationprocessingmbalance between the two
participant groups.

Finally, severalcontrol variablesvereincluded inboththe pilot studyandthe
main study One consistent finding in both studias on message valence. Participants
tended to generate a more favoraditgude toward the Web site when th@srceived
messagesrothe Web sit¢o be positive compaddo when they perceivetiessage on
the Web sit¢o be neutral or negative. However, further analysis with message valence

statistically contrbed in data analysigid not dethrone any afie major conclusions.

Theoetical Implications
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This dissertatiomooks into aresearch arethat has hardly been examinedhe
literature andorces us to rethink existing approasio customizationAs Lynch (1982)
pointed outjf the background factor of participanteracedwith the primary
independent variabl@manipulated in a stugdyhestudy resultand related theories would
face thechallengeof lackingexternal validity. This was found to iee caseon
customizatioreffectsin this dissertationBasd onwhatwasuneathedin boththe pilot
study andhemain studythe hitherto @imos) universal assumption that highly
customized (individualized) messages akeaysgoodwas challenged and nesih be
reconsidered

As reflected in the literature, uttiple prior studes have showthat customized
messages could generate more positive effects thanustomized messages such as
stronger memorye.g., Beier, 2007; Campbell, et al., 1994; Skinner, et al., 1889
more favorable attitudge.g., Beier; Kalyanaraman &u8dar, 2006; Kreuter, Bulét al.,
1999) The findingsfrom this dissertatiorconfirmed that Web sites with customized
messagem general (both tailored messaged targeted messagesicited more
positive responsgsnemory and attitugeghandid thoseWeb sitesvith noncustomized
messageggeneric messages)

However this dissertation opens up some new research directions instead of
focusing on the comparison between customized andustomized messagess A
described by Kreuter and Skinner (2000gre existswo different customization
approaches: tailoring and targetighetherthe two customization approaches generate

similar or differenteffectsremainsunderexplored in the literatur€his dissertatiortested
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the effects of tailored and targetmessages with both participants from Western and
Eastern cultures'hese twdifferent customization approaches apparently functioned
very differently for people from individualistic and collectivistic cultsire

To reiterate what was pointed out earlrethe literature review, mogtior
customization studies were built upon an explicit or imphoiionthat customization
was equal to tailoringdowever, based on the study findings in this dissertation, such a
conceptualization is problematit.is true to say that tailoring is customizatjdout itis
not the case vice vexdn fact, customization refers to different concepts for people from
different cultures. For people from Western cultures, customization means tailoring.
However, for people &@m Eastern cultures, customization refers to targeting instead.

What really is customizatiorBrifiol andPetty(2006)suggested thdhe essence
of customizatioowastoc r e at e a A naanessadgeahtbemessageaatipient
It was showrin this disgrtation thathe term fimatcho contaired different meanings for
people from different cultures. For people from an individualistic cultural framework, a
messagé@matchesé them if it fitsinto their individual taste In this case, the more
tailored amessge is the more customizedig. On the other hand, for people from a
collectivisticculturetradition, a messag&natches them if it fallsinto the scope dheir
group preferencedhus, in thissituation the more targetedraessage is, the more
custonized it is

Some researchers might aggthat for participants who aff@m collectivistic
cultures, theifindividual preferenc&or fAi ndi vi du arhessagestlthsfio ar

theirigroup prefereno Hence, dtargeted message for these peoptauld still be
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theoretically regarded agiailoredd messge for themWhile this may indeed be true,
this dissertatiomloesnot intend to alter the meaningstbé previously established terms
such adailoring and targetingRather, lhe primarypurposehere s o add the concept of
culture toexistingconceptualizatiogiof customizationPeople fom different cultures
actuallyunderstad and perceiveustomization irvery differentways A highly
individually-tailored message médpe perceived tbehighly customized by a Westeme
However, such informatiomaynot be perceived dgghly customizdby an Easterner.
On the other hand, a group targeted message could possibly be considered highly
customized information for an Easterner, but not for a Westekhéhe heart of iall, it
depends on how the message matches the
(independent vs. interdependent).

As explained aboveninterestingnteraction effect between culture and
customizatiorwas foundo n p a r taititadiespoevard tre §Veb sitan the main study.
However, such an interaction effect was distoveredn participantSmessage memory
in the main study, even though it was in the pilot study. A possible explanation for this
inconsistency lies in participésddifferent capabilitiedor processingnformation written
in English More specifically, here were only Chinese participants in the pilot study.
Although all thepilot studystimulus materials and questionnaires were presented in
English(as it wasm the main study)t did not significantly influence study results since
participants were all on a similar levellahguage proficiencyHowever, it was a
different situation for the main studjwo groups of participant&ere recruitedn the

main stug, and stimulus materials and questionnaires were presented in their first
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languagdfor American participantsgnd second languag@®r Chinese participants)
respectively. Chinese participants were relatively less efficient in processing the stimulus
mateials, asmay be evidenfrom theresults. Thus, its possible that even though
Chinese participants viewed Web sites with targeted messathesmiost favorable way,
slower reading speed and comprehension of Enghsented them from memaing
more ontenton the Web sitedf the main study stimulus materials and questionnaires
were all presented itlhe participantsfirst language (English and Chinese respectively)
it is possible thathe similar interaction effect of culture and customizatiommssage
recall as found on attitude toward the Web witeild be detected

This dissertation also found ththethree variables, perceived relevance,
perceived involvement, and psychological sense of commumnégijated the interaction
effectof customizéion and culture on attitude toward the Web dités important tanote
that customization effects were mediated by same variables for both freaple
individualistic and collectivistic cultures. In the typical individualistic cultures, an
individual peceives other peoplés business asone of his or har On the contraryin the
typical collectivistc cultures, an individual tends care aboubther peoplé business
too. Therefore, itsinteresting to observia the main studyhatparticipantsrom
collectivistic cultures evaluated targeted messages to befjmensonally relevaitthan
tailored messages even though those messages were ripetisanab It is also
interesting thaparticipantsrom individualistic cultures considered tailored seges
more as @icommunity than targeted messages even though they were créating

community of ongersono
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There were nexpected mediation effedisund with two other proposed
variablesnovdty of the contenaind Web site interactivityA possible &planationfor
not findingamediation effetfor novelty is he rapid evolutiof Web technologie#As
the customization fure of the Internes being adoptednore and more, the
customizationdeapermeates a vast number of industries from automtbdeocery
shopping Gilmore & Pine, 2000 It is likely that people view customized messages on
the Internet aa standard featutedayand do not consider customized Web sitesvebd
anymoreThe reason whg mediation effect for Web site interactivityas not found
could be due to the design of our experimental proce#latganarman and Sundar
(2006) argued that Web users would view customized Web sites to be more interactive
than norcustomized ones if they hawntrol over thaype ofinformation trey elecedto
receive.ln this dissertatiorthe participants did not knowthat the messagdisey viewed
on the stimulus Web sites were selected based on their responses teetkigepraent
guestionnaireTherefore, it was possible thiiey were unawaref their ficontrolp and
thusdid not perceive customized Web sites as more interattiveher word, the
participants in this dissertation were fApass
customization seeker s. othisdissertdtien werecdessgned me nt a |
to be an fAactived way for participants, stud
tailored and targeted messages will generate similar effects as found in this dissertation
when participants actively seek such infotimaremains a very interesting research

guestion.
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Since his dissertation touches upon a new line of retsedre exploration ohow
to manipulateustomized messag# an experimenis also vey suggestive. No known
prior studyto our knowledgdias examired individuas group preferences by usiag
pre-experiment questionnaire. Thisp a s snetho@ washown to be successful, which
is differentfromiact i ve 0 meotditeocdstomizgatiopAccordirsg to Ansari
and Mela (2003)portal sites suchsNetscape and Altavista enable users to self
customize the site. Users of such sites can specify keywords of interest to filter news
stories, can provide lists of stocks for which they require regular information, or can
manipulate the page views themget The method used in this dissertatapplied
similar rationale, by filtering news content to individuaiglividual or group preferences.
However,themethod diffes with on-site customization sinagata abouparticipant$
individual and group newgreferences were collected in an implicit and unobtrusive way.
The advantage of doing this is to reduce particigantsrmation overload and avoid any
confoundng effects caused by peopéefatigue Morefuture studiesare needed tatilize

such a methodnd further refine it.

Practical Implications

Besides theoretical implicatiornthjs dissertation also contaisame practical
suggestions. iBce tailored messages can genetiaganost favorable effects fqreople
from individualist culturesind targetd messages can genettaiemost favorable effects

for peoplefrom collectivistic cultures, marketers should be careful with their marketing
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communication message designs. Whether to maksages tailored or targeted will
depend omwho the message reaguits areeven though the products might be the same.
As argued bKreuterandWray (2003) dthough there are some fundamental differences
between tailoring and targeting, the rationale for both approaches issthelanore one
knows aboumessageecipients, the better able one will be to make the message relevant
to them.Thus, it is importanfor marketers to be awaoé whatis firelevandto people
from different culturestFor customers from Western cultures, marketing messages should
cont ai mdividlealheeménts. On the contrargrfcustomers from Eastern cultures,
messages should contain soifigeoupd elements.

This dissertation was conducted in an online environnidm@re aresome
informative suggestions related to online communicatiornodghthe Internet is
globally accessible, individuals might be capable of using it in a customized narg
is more and more individualized content appearing ortbdaysuch as blogs. Such
messages could potentially be met®d in a tailoredr atargeted manneWeb sites
primarily for useby people from Western cultures should be construct@dmore
tailored way. Tak an onlineshoppingWebsite for exampleif most users of thisVeb
site are from individualistic culturethe Website shouldbe dentified as a personal
shopping ge. More specifically, it cagreetits users by their names and make shopping
recommendation for each usey individualized as possible (e.dhis is a
recommendation specifically for you However,aWeb site primaly for theuse of
people from Eastern cultures should be constructed in a more targeted way. Taking the

sameonlineshoppingWebsite for example, if its most users are from collectivistic
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cultures, thaNebsite should be identified as a shopping comnyuiioit a group of
shoppers who share some common iststeMore specifically, it cagreet its users by
their memberships and make shopping recommendations in a group nenngh(s,is f
a recommendation for all the users who shop orvikeb sited).

Another practical implication is on Web site language. As illustrated in our main
study, language could be a source of concern for online communication. Although
English is argued to be tlievorld language or Auniversal languageijt is risky to use it
evelywhere. Web site content is better presenteeb useis first language since
language is a central element of culture (Hofstede, 2001). This largely explains why
many portals (e.g., Yahoo) and search engines (e.g., Google) create different versions of
their Web sites in different languages for users all over the world.

Finally, it is important for Web sites to find an effective way to collect their @sers
preference data. Providing users vatburvey seems to be a possible option. However,
determininghow to conduct it in an unobtrusive way and awdeb user8information

overload and fatigue is a quite challenging task.

Limitations

Although psychological differences between people from individuahsit

collectivistic cultures have been heawlycumented in the literatufe.g., Hofstede,

1980, 1984, 2001; Markus & Kitayama, 1991, 1994; Nisbett, 2003; Triandis, 1989, 1995)
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a big challeng to crosscultural studies still remains: Whether participants in the studies
differ in theirficulture syster?d

In crossculturalresearchthreemajorapproache$ave beemsel : (1) applyirg
Hof st edods (1 P3&dilectdssessmaentvoflividuaglism(and collectivism;
(3) priming culture framg(Oyserman, et al., 2002). In this dissertation, the tivet
approacks were adoptetiowever, tlere arecertain shortcomings involved withese
approaches.

Hofstede (1980) assumed that individualism and collectivism formed a single
continuum, with low individualism isomorphic with high collectivisAtcordingy, the
U.S. and Chinavere selectetb represent individualistic and collectivistic cultures
respectivelyin this dissertatiotrased on theiscores on a numerical meas(iefstede,
1993).However, such aassumption might be problemasimce collectivem and
individualism were later discovered to be two distinctive constf@serman, et al.,
2002)

In addition,the second gpoachwas also adoptedly includingthe independent
and interdependent satbnstrual measurekeveloped bysingelis(1994)in the pre
experiment questionnairaiming toensure that Chinese students studying at the
University of North Carolina at Chapel Hill cardisimilar collectivistic cultual values
as peopldiving in China However, a argued by Triandis (2001), the measnent of
individualism and collectivism has been extremely difficult estill unsatisfactory.
More than 20 methods have been used in thetitee. Although the methodse

correlated, they oftedefineseparate factors fiactor analyses (TriandisAccordingly, it
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cannot be guarargd how well the constructs of individualism and cotleism were
measured witlsomestatement ratingé&.g.,Singelis) even though statistically
significantdifferences betweeiné two participant groups onedestatemat measures
were discovered

Another ptential limitation of this dissertation li@s thetarget message
manipulation. As argued by Triandis (1989), individuals usually havéple group
membershipsThe noreindustrialized a society ishe moresocid groupspeople belong
to. In most cases, these groups aoé mutually exlusive. Inother word, it is possible
that a group does not haaelear identitysuch asn its news peferences. For example, it
maybe easy t@ay that most UNC studerdseinterested in UNC Meis Basketbalteam.
However, it maye harder to tell what most UNC freshnarinterested in. Apparently,
membes in these two groups overlap. Sotleir newspreferences. IUNC Ments
Basketbalkeamis identifiedas a representativexample of news preferersf®r both
UNC freshmerandall UNC students, which might be correct, it Wi very confusing
for themessage recipients knowwhich group this messaggintendedfor.

A third challenge igo the conceptualization od generc message in this
dissertation. Witthe manipulationageneric message was within the least interested
news topic®f participants Thatis to say,fia message for nobodwas selectetb
represena generic mesage. Howevers it conceptually the same fia message for
everybodyp which isanother possible definition of generic communication? Both
conceptually and practically, these two types of messagght bedistinctive. However,

this dissertation did not differentiabetweerthe two conceptualiz&ins
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It shouldalsobe noted that there exisiglifference betweeiiperceived
customization andfiactual customization.n this dissertation, all customization
stimulus materials were created according to participaetsperceptions. Thus,
fiperceiveccustomizatiod was manipulatedthstead ofiactual customization.For
example, one participant in the pilot study claimed that the nii3aging Private Ryan
washis particular interest. A nevetoryaboutfiSaving Private Ryaywas therchoserno
behis tailored messagéiowever, the movie was popular and apparently had rhare t
one crazy fan. On theractical levelit could not be considerd@ctual customization.
This dissertatiomlid not explain whethdiperceived customizatierandfiactual
customiationd were two separate constructs avmauld generatdifferent effects. Some
researchers might argue tlfiattual customizatiandid not exist since it wasxtremely
hard to find a message that was partidulanterested byionly one individual. Such
argumentsare very reasonable sinoely uniqueidentifiers such as names could
practically haveanaudience of only on¢dowever, whethefiperceived customizatian
andfactual customizatianaretwo differentconstructs or ondeserves further theoretical

examination

Future Research

This dissertatiomasprovided goreliminary test othe impact of culture on
customizationlnteresting main effects and interaction effects between culture and

customization on some cognitive and affective measures wesetelbt Based on these
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findings, several directiorappeaipromising for future researchn addition to those
pointed out earlier, severatherfuture research possibilities are discussed as follows.

First, the research findgs in this dissertation nee¢al be replicated with some
otherstudysamplesAs discussedarlier, a big challenge to the internal vatydof cross
cultural studies iso ensure differenabetween participant groups on thisculture
systemo There & nouniversaly good method toave ths problem. A better approach i
to adopt multiple operationalizations and multiple methods osahe construct. Hence,
it is helpfulto try to replicatethe currenstudy results with anoth€hinese participant
sampléiving in China It is alsohelpful toreplicate the study with some participants
from other countries thareassumed to carry similar culturgsich as Korea to represent
collectivistic cultureand Germany to represent individualistic cultiurésoreover, the
priming tactics reemmended byYysermarand colleague@002)could be applieih
future research. Cultural frameworks dapotentiallyprimed and beametemporarily
salient. For example, an image of Mickey Moosaneaglemaybe able tgrimepeople
with Western culture temporarily, while an image ahancient templeoa panda may
makeEastern culturesalienttentatively.

This dissertatiomsed general news storiesthe stimulusmanipulation Future
research camanipulate customization in other informaticategores Message category
or message importanoeaybeinteresting variableto test.More specifically, ndividuals
may perceive information in certain categories to be more important and other caegorie

to be less important. Fonore important informatiorstronger customization effects
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might be observedror less important informatiorcustomizatioreffects might be
marginalized.

Moreover,similar study designmay be appliedo testcustomization effects of
commercialmessages. @nmercialmessages havengbeen considerea type of
targeted message singeducts are usually designed for a specific customer group.
However, with the introduction of customizedmmerciabproducts, customized
commercialmessages benwe possibleWhether people perceiaeistanizedcommercial
messges in a similar vein as tudgomized general messagemainsan interesting
research questioiVhether people from different cultures perceive customized
commercialmessagein different wayss also worthexamining.

Another possile future research directios o test the effects dactive media
uses0 versusipassive media useo As illustrated inthe study desigrof this dissertation
participants did not know the study purpose beforehand and none of them guessed
correctly Thus, they could be considenedssiverecipients osomecustomizedor non
customized)nessageslhis isubiquitousin todays InterneenvironmentWeb users
browsing data aresually collected in an unobtrusive wlay Web sites for later
customizedVeb pagealesigns. However, highlyustomized messages which toush
personal informatin such asageand gender argkely to raise some privacy concerns.
On the other hand, some Web sites ask users to construct the sites by themselves by
responding to aeries of choice questions. In this case, the privacy concern becomes

minimal, but participants might become fatigweth information overload
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Based o whatwasobserved in this dissertatiptherewasa linguistic
information processing issue. AlthouBhglish is considered to be a universal language,
someresearchermight argue that English is a sort of symbol of individualistic cultures.
Thus, future research is needediésign messages in different languages for people from
different cultures to avd this confounding effect.

Finally, across the pilot study and the main study, robust effects of perceived
message valenaeere found To further test whether message valence intevett
customizationfuture researcheeds tananipulateatailoredmesage (or a targeted
messageo bepositiveor negative, to see whether different effects occur.

To sum up, by includinghe culturefactor in the conceptualization of
customization, a whole new research area is waiting &xplored, with many promising

directions
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Table 1

Summary of Participant Characteristics for Both Pilot Study and Main Study

Chinese Participant. Chinese Participants AmericanParticipants

in Pilot study in Main Study in Main Study
Total Number 30 60 60
Age (Mean) 27.87 27.73 24.2
Gender 53.3% Male 65.0% Male 31.7% Male
Web Usage 2.41 2.92 2.52
(Hours/day)
Online News .99 1.29 .89
Reading (Hours/day;
Newspaper Readinc .23 .36 .50
(Hours/day)
Television Watching .46 .36 A7
(Hours/day)
Radio Listening .18 .21 21
(Hours/day)
Customized Web 70% No 68.3% No 70% No
Sites Usage
Stay in U.S. (Mean) 3.39 3.64 N/A
Visit China (Mean) 1.80 1.96 N/A
Being Visited 1.30 1.29 N/A
(Mean)
Communication with 8.03 8.33 N/A
China (Mean)
Pride of Being a 8.40 8.43 N/A

Chinese (Mean)
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Table 2

Summary of Means and t Values for Pilot Study Manipulation Checks

Dependent Variable Tailored Message: Targeted Message: t
ATail orir 6.27 4.00 3.25%**
ATargetin 3.37 5.17 2.82**

*p<.05.%*p<.0L** p< .001
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Table 3

Summary oRegressionalysis for Variablegincluding CollectivismPredicting Recall
(Pilot Study)

B S.E. b t p
Constant 7.035 4.865 1.446 160
M 17.212 8.711 2.613 1.976 059
C 602 780 174 771 447
Mx C -2.805 1.340 -2.843 -2.093 046

Note M = Message Type (Dummy Codes} = Collectivism M x C = Message Type (Dummy Codes) x
Collectivism

*p < .05. *p < .01. **p< 001
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Table 4

Summary ofRegressionAnalysis for Variables(Including IndividualismiPredicting
Recall(Pilot Study)

B S.E. b t p

Congant 8.646 4.881 1.771 088
M -2.346 7.383 -.356 -318 753

| 328 753 111 435 667

M X | 211 1.141 -.209 185 855

Note M = Message Type (Dummy Codeky Individualism M x | = Message Type (Dummy Codes) x

Individualism

*p<.05.%p< .01.**p< .001

110



Table 5

Summary ofRegressionAnalysis for Variables(Including Collectivism)Predicting
Attitudetoward the Web Sit@ilot Study)

B S.E. b t p
Constant 605 1.909 317 754
M 1.470 3.418 526 430 671
C 732 306 499 2.392 024*
Mx C -.148 526 -.355 -.282 780

Note. M = Message Type (Dummy Codes). C = Collectivism. M x C = Message Type (Dummy Codes) x
Collectivism

*p < .05. *p < .01. **p< .001
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Table 6

Summary ofRegressionAnalysis for Variables(Including Individualism)Predicting
Attitudetoward the Web Sit@ilot Study)

B S.E. b t p
Constant 2.267 1.945 1.166 254
M 3.392 2.942 1.214 1.153 259
| 445 300 356 1.484 150
M X | -.404 455 -.947 -.889 382

Note. M = Message Type (Dummy Codes). | = Individualism. M x | = Message Type (Dummy Codes) x
Individualism.

*p < .05.% p < .01.** p< .001
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TaHe 7

Summary of Participantsd® NeMamStudyt er ests for

Pilot Study Main Study
News Category Individual Group Interest  Individual Group Interest
Interest (Mean) (Mean) Interest (Mean) (Mean)
Professional 5.47 4.17 4.98 4.60
Sports
College Sports 5.60 4.50 5.89 5.97
Movies 7.03 5.33 6.85 5.97
Music 6.43 4.40 6.43 5.50
Travel 7.20 6.13 6.17 5.74
Politics 4.70 4.83 5.61 5.52
Business and 5.43 4.40 4.94 4.22
Finance
Technology 6.47 5.27 5.78 5.13
Health 6.47 5.60 5.98 5.00
News 6.47 6.27 6.64 6.26
Happening in
Where You
Reside
News 6.77 6.03 7.27 6.44
Happening in
China/U.S.
News 4.63 3.87 5.37 4.28
Happening in
Countries
Other Than
China and U.S
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Table 8

Summary of Means and F Values for Main Study Manipulation Checks

Dependent Variable Tailored Targeted Generic F
Messages Messages Messages

ATailorir 584 4.68 2.20 43.20%**

ATargetir 269 6.93 2.26 108.71%*

*p<.05. *p< .01. **p<.001
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Table 9

Analysis of Variance fdrecall(Main Study)

Type 1ll Sum

Source of Squares df Mean Square F p
Corrected Model 241.342(a) 5 48.268 4.528 .001*** .166
Intercept 12464.408 1 12464.408 1169.259 .000*** 911
Culture 102.675 1 102.675 9.632 .002** .078
Message Type 128.267 2 64.133 6.016 .003** .095
Culture x

10.400 2 5.200 .488 .615 .008
Message Type
Error 1215.250 114 10.660
Total 13921.000 120
Corrected Total 1456.592 119

*p< .05.**p<.0L.** p<.001
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Table 10

Analysis of Variance foAttitudetoward the Web SitgMain Study)

Type Il Sum
Source of Squares df Mean Square F p
Corrected Model 67.844(a) 5 13.569 7.349 .000*** 244
Intercept 3442.486 1 3442.486| 1864.515 .000*** .942
Culture 1.200 1 1.200 .650 422 .006
Message Type 44.303 2 22.152 11.998 .000*** 174
Culture x
Message Type 22.340 2 11.170 6.050 .003** .096
Error 210.480 114 1.846
Total 3720.810 120
Corrected Total 278.324 119

*p< .05 p<.0L.** p<.001
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Table 11

Summary oRegressiomnalysis for Variables Predictingttitude toward the Web Site
(Main Study)

B S.E. b t p

Constant  5.356 124 43.180 .000%**
A =100 124 -.066 -.806 422
T 035 152 019 232 817

G ~.858 175 -.399 -4.893 .000%**

AXT -528 152 -.283 -3.478 .001%**
AXG -.007 175 -.003 -.039 1969

Note A = Americani Chinese (Contrast Coded)= Targetingi Tailoring (Contrast Codesls = Generic
T (Tailoring + Targeting)/2 (Contrast Code#)x T = (Americani Chinese) x (Targeting Tailoring). A x
G = (American Chinese) x {Generit (Tailoring + Targeting)/2}

*p < .05.%* p < .01.** p< 001
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Table 12

Analysis of Variance fofotal Number of Thoug{Main Study)

Type Il Sum
Source of Squares df Mean Square F p
Corrected Model 113.267(a) 5 22.653 2.034 .079 .082
Intercept 7363.333 1 7363.333  661.273 .000 .853
Culture 97.200 1 97.200 8.729 .004** .071
Message Type 4.817 2 2.408 .216 .806 .004
Culture x
Message Type 11.250 2 5.625 .505 .605 .009
Error 1269.400 114 11.135
Total 8746.000 120
Corrected Total 1382.667 119

*p< .05 p<.0L.** p<.001
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Table 13

Summary of Hypotheses and Research Question and Relevant Findings

Hypotheses/Research Question

Pilot Study Findings

Main Study Findings

H1: An interaction effect between
culture and message type on recall.
American participants generate highes
recdl for tailored messages, and Chine
participants generate highest recall for
targeted messages.

Expected interaction effect
found. Hypothesis fully
supported.

Main effect of culture and
message type on recall
found. Hypothesis partially
supported.

H2: An interaction effect between
culture and message type on attitude
toward the Web site. American
participants generate most favorable
attitude toward the Web site with
tailored messages, and Chinese
participants generate most favorable
attitude toward th&Veb site with
targeted messages.

Main effect of collectivism
on attitude toward the Web
site found. Hypothesis
partially supported.

Expected interaction effect
found. Hypothesis fully
supported.

H3: The interaction effect of culture ani
message type ontdtide toward the Wek
site is mediated by perceived relevanct
perceived involvement, novelty, Web
site interactivity, and psychological
sense of community.

Mediation analysis lack of
power due to limited sampl
size.

Mediation effect of
perceived relevamg
involvement, and
psychological sense of
community found.
Hypothesis partially
supported.

RQ: How does the total number of
thoughsi nf l uence part
and attitude for customized and ron
customized messages?

Total number of thoughkt
positivdy correlated with
recall.

Total number of thoughkt
positively correlated with
recall. American
participants generated mor
thoughts than Chinese
participants.

Not hypothesized Control Variables

Gender| None. Female participants
generated higher recallah
male participants.

Age | None. None.
Media Usage None. Online news reading

negatively correlated with
recall.

Message Familiarity

None.

None.

Message Credibility

Positively correlated with
attitude toward the Web
site.

Positively correlated with
attitude toward the Web
Site.

Message Valenci

Positive messages generat
more favorable attitude
toward the Web site than
neutral and negative

messages.

Positive messages generat
higher recall and more
favorable attitude toward
the Web site than neutral
andnegative messages.
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Figure 1 Front Page of Sample Web Site with Tailored Messég@jést Study)

(= Untitled Document - Windows Internet Explorer

@T; - | 10 hetp: v, unc.edujeconlfMews_Express{Pilat/zhangli v‘ 4|[x \Live Search | Pl
_ § »
% [ 1) Untitled Document [ | [ v page « 3 Took -

Hello, Lei Zhang, thank you very much for your participation in this experimental study. You will be
asked to read a news story created specifically for vou. We want you to focus on the news story in the
experiment. Thus, all the external links on the Web page have been disabled.

Please be seated quietly and listen to the instructions carefully. Please do not click the start button
below until you are told to do so.

Start

Done € mnternet  100% T
i3 start 7~ @ G | T cong Lt w. /= Untitled Document - .
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Figure 2 News Story Page of Sample Web Site with Tailored MesgaigmsStudy)

(2 Untitled Document - Windows Internet Explorer
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W [ ] Untitled Documert [71 - B

NEWS EXPRESS : ;
| Rois | Pwhes | Eersbmedt | Soors | Heah | Toohwobey Il | Soece

Welcome, Lei Zhang

Today's Top News: Entertainment > Musical Group > Nirvana

Smells like Electoral Reform

The book is not much longer than a pamphlet, just 103 pages, but that is appropriate because it is reminiscent of pamphlets that rallied
public action in past eras of American history.

Krist Novoselic has similar aims for “Of Grunge and Government: Let’s Fix This Broken Democracy!”. The 39-year-old former bass player 1
for Nirvana is intent on rallying fellow citizens, especially younger citizens, to the obscure cause of a revamped electoral process in the
United States, with such reforms as instant runoff voting and full representation.

“Our Constitution has evolved over the course of the last two and a quarter centuries, while our election system has remained the same,”
Novoselic writes. “It's like we’ve crossed the bridge to the 21st century in an 18th-century horse and buggy.”

“Of Grunge and Government” enwraps its political message in the flannel shirts and torn jeans of grunge, with Novoselic opening his book
with a brief but engaging look at his humble roots and the disorienting whirlwind of Nirvana.

Novoselic is not one to reveal any great secrets about the punk-influenced trio that got its start in the unlikely environs of Aberdeen, Wash.,
when Novoselic started jamming with an intense guy named Kurt Cobain.

“Kurt was a completely creative person - a true artist,” Novoselic recalls. “He tried to make his own lava lamp out of wax and vegetable oil.
He sketched very obscene ‘Scooby-Doo’ cartoons all over his apartment building hallways. He made wild sound montages from obscure

records. He sculpted clay into scary spirit people writhing in agony. He played guitar, sang and wrote great tunes that were kind of off-kilter.
Punk, pop, or whatever, it was raw creativity.”

3

Done
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Figure 3 End Page of All Web Sites Used in Both Pilot StudyMaith Study

(= Untitled Document - Windows Internet Explorer
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Now you have finished reading the news story. Please still be seated and raise your hand. The
experimenter will come to vou and give you a questionnaire to answer. Please read the questionnaire
carefully and answer the questions to your best knowledge. Thank you.

Done € mnternet  100% T
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Figure 4 Front Page of Sample Web Site with Targeted Mesq&ijjes Study)

(= Untitled Document - Windows Internet Explorer
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% [ 1) Untitled Document [7} [ v page < (hTook -

Hello, FACSS member, thank you very much for your participation in this experimental study. You
will be asked to read a news story created for all FACSS members. We want you to focus on the news
story in the experiment. Thus, all the external links on the Web page have been disabled.

Please be seated quietly and listen to the instructions carefully. Please do not click the start button
below until you are told to do so.

Start

Done € mnternet  100% T

i3 start £~ €& G [T .. /= Urtitled Document - .
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Figure 5 News Story Page of Sample Web Site with Targeted Meggalge Study)
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