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Abstract 
Consumer Generated Advertisements are becoming more prominent with the spread of internet use as 

a new form of Word of Mouth communication. If one can understand their impact on sales, it might be 

possible for companies to create strategies to cope with or foster the generation of specific types of 

Consumer Generated Ads to improve sales or to add value to the brand. 

The purpose of this paper is to understand the effects of different Consumer Generated Advertisements 

on consumer intent to purchase. An experimental design is proposed to understand the impact of the 

attributes of Consumer Generated Advertisements on consumers purchase decisions. The theory tested 

is taken from the Word of Mouth literature focusing on the asymmetric effects of Negative and Positive 

Consumer Generated Ads. The results will be reported and directions for future research will be 

provided once the study is complete. 
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Introduction 
The consumer has a louder voice than ever before, thanks to the World Wide Web, cheap data storage 

capabilities and creative software. The focus of this study, Consumer Generated Advertisements (CGAs), 

are only one example where the consumers get to voice and even visualize their opinion, evaluation or 

experience about a product. To the uninterested eye, they might be another source of entertainment 

but to the marketer they should mean more sales or less. They are the new and improved form of 

“Word of Mouth” (WoM) that extends beyond the consumers neighborhood, to a world far far away. 

The purpose of this paper is to understand the effects of different CGAs on consumer intent to 

purchase. If one can understand these effects, it might be possible for companies to create strategies to 

cope with or foster the generation of specific types of CGAs to improve sales or to add value to the 

brand. Of course the assumption here is that CGAs will be one of the important media for product 

review in the future. eReviews have gone through a similar life cycle, where they started out small and 

grew, especially in the western hemisphere to influence sales significantly (Chatterjee, 2001). 

 The main question is: 

 What is the impact of the ‘attributes’ of a CGA on the consumer’s intent to purchase? 

To answer this question this paper will first introduce the concept of CGA and how they relate to WoM. 

Then an account of previous empirical studies focusing on the effects of positive and negative WoM, will 

be documented for hypotheses development. Possible measurement scales and an experimental design 

will be proposed for the data gathering process. 

Consumer Generated Advertising: How did Ads break free? 
Consumer Generated advertising is a type of User created content on the World Wide Web, hence its 

roots can be traced back to earlier practices. User created content (UCC) defined as content made 

publicly available over the internet which reflects a certain amount of creative effort and is created 

outside of the professional routines and practices (Working Party on the Information Economy, 2007), 

has existed long before YouTube. It existed through consumer letters or emails published by the 

companies on their websites, feedbacks on eBay, ratings on Amazon, not to forget personal websites 

and recently more popular blogs. Another term with a very close meaning is consumer generated media 

(CGM) (www.ConsumerGeneratedMedia.com) coined by Pete Blackshaw, the CMO for Neilsen 

Buzzmetrics. He has developed a new term, CGM to describe the online video explosion.  

A subcategory of CGM is consumer generated advertising (CGA). We use the definition provided by 

Berthon et al.  

Any publicly disseminated, consumer generated advertising message whose subject is a 

collectively recognized brand/product. (Berthon, Pitt, & Campbell, 2007, p. 4)  

http://www.consumergeneratedmedia.com/
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These ads can be delivering the same explicit brand message generated by the company (official 

message) or they could be in tension with it. Another dimension in these ads is the attitude of the 

consumer who created the ad, which could range from positive to negative. Keeping these two 

dimensions in mind we can group these CGAs in four categories (Berthon, Pitt, & Campbell, 2007):  

When the CGA is in accordance with the official message and has positive tone towards the 

brand/product it is a concordant ad. On the other hand a subversive ad would be in general agreement 

with the official message but with an underlying negative attitude. Incongruous ads do not convey the 

official message nevertheless have positive attitudes. Finally the ones that are off the message and 

clearly have a negative tone are called contrarian ads. These categories represent the textual and sub-

textual structures of CGAs. A component other than the structure mentioned above is the content of the 

CGAs 

Theory and Hypotheses 

Previous Literature: Word of Mouth 
The subject matter of the CGAs is most commonly the consumer’s opinion of a product. This feature 

highly resembles a concept previously coined as “Word of Mouth” (Dellarocas, 2003). Although mass 

media advertising is generally effective in generating product awareness, consumers most often rely on 

word of mouth when making their purchasing decisions (Arndt, 1967a). This 40 year-old statement 

seems to hold, with a slight difference the word of mouth has changed shape and turned into user or 

editor reviews in magazines then on television and in the recent decade on the Internet. Bayus (1985) 

agrees with the importance of word of mouth as a marketing element, in this article he focuses on 

previous research about the effects of negative word of mouth (Weinberger, Allen, & Dillon, 1981; 

Mizerski, 1982).  

Another rather recent article (Samson, 2006) looks at the predictive features of Word of Mouth for 

sales. The idea is that negative word of mouth (NWoM) has stronger effect on the decrease of sales than 

positive word of mouth (PWoM) has on their growth (Marsden, Samson, & Upton, 2005; Ferguson, 

2005; Smith & Vogt, 1995). On the other hand there is also evidence that PWoM is equally or even more 

influential than NWoM on purchasing attitudes (Charlett, Garland, & Marr, 1995; Ahluwalia, 2002; East 

& Hammond, 2005).  

Hypotheses Development 
The question that occupies the marketer’s mind has almost always been “Can this marketing tool sell 

more of my product?” This is the main reason this paper sets out to measure a consumer’s “intent to 

purchase” as a dependent variable in our hypotheses. Previous research in advertising effectiveness 

(Lavidge & Steiner, 1961; Eldridge, 1958; Politz, 1975) has focused on many different dependent 

variables, like persuasion (Moldovan, 1984), likability (Strasheim, Pitt, & Caruana, 2007) or allocation of 

scarce resources and measurement methods (Beerli & Santana, 1999). Some of these dependent 

variables will also be explored in the supplemental analysis section.  
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The attributes of CGA that will be manipulated were mentioned above (see Figure 1 for a summary): The 

nominal relation (text) of the CGA to the official ad could be either assonant or dissonant. The second 

attribute is the tone/attitude (subtext) of the CGA that can be positive or negative. The experimental 

design is structured so that two separate studies look at the assonant (positive, negative) and the 

dissonant (positive negative) cases holding all other variables constant. 

This article starts and builds upon an assumption that Consumer Generated Advertisements, like other 

means of marketing, can and do influence consumer’s attitude, decision and behavior (Bickart & 

Schindler, 2001; Chatterjee, 2001; Chen & Xie, 2004). However there is another assumption that needs 

to be tested in this stage of the study which will make up our very first hypothesis. 

H0:  CGAs have an effect on consumer’s intent to purchase over and beyond the official 

advertisements do. 

As CGAs have recently come into the attention of marketing scholars there are not many empirical 

studies that explore their impact. There are many factors that might influence the effectiveness of any 

marketing tool, none the less it is important to see if CGAs have any effect over and beyond 

conventional commercials created by the companies before we make our case. The structure of the 

experiment that enables us to test this assumption will be explained later in the methodology section.  

At this stage suffice it to say H0 is supported if the findings in the assonant (watching the official ad as 

well as positive and negative assonant CGAs) and dissonant (watching the official ad as well as positive 

and negative dissonant CGAs) groups are significantly different than the control group (watching the 

official ad only). 

The extensive amount of literature on Word of Mouth, summarized above, and also eWoM (Park, Lee, & 

Han, 2007; Ratchford, Talukdar, & Lee, 2001) suggests that negative and positive information can affect 

purchase intentions asymmetrically. The following sets of hypotheses are constructed to test the validity 

of these propositions for the case of CGAs. 

H1: Asymmetry for the Assonant Group 

            H1a: Diff(A-, C)>Diff(A+, C) 
 where A- is assonant negative, A+ Assonant positive and C control group 
 
In other words, CGAs with a negative attitude and will affect the intent to purchase more than CGAs 

with positive attitude in the case where both are assonant with the official ad message. 

            H1b: Diff(A+, C)>Diff(A-, C)  
where A- is assonant negative, A+ Assonant positive and C control group 

In other words, CGAs with a positive attitude and will affect the intent to purchase more than CGAs with 

negative attitude in the case where both are assonant with the official ad message. 
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H2: Asymmetry for the Dissonant Group 

            H2a: Diff(D-, C)>Diff(D+, C), 
 where D- is Dissonant negative, D+ Dissonant positive and C control group 
In other words, CGAs with a negative attitude and will affect the intent to purchase more than CGAs 

with positive attitude in the case where both are dissonant with the official ad message. 

            H2b: Diff(D+, C)>Diff(D-, C),  
where D- is Dissonant negative, D+ Dissonant positive and C control group 

In other words, CGAs with a positive attitude and will affect the intent to purchase more than CGAs with 

negative attitude in the case where both are dissonant with the official ad message. 

Methodology 

Experimental design 
The study composes of 2 separate between-subjects experiments, designed as 1 by 2 (See Table 1 and 

Table 2).  

The text (nominal relation to the official message) and the subtext (the tone/attitude of the CGA) are 

manipulated as independent variables, and advertising effectiveness is measured by the intent to 

purchase as the dependent variable. (See Figure 2) 

All measurements for the manipulations and the dependent variables were on a scale of -5 to 5; 0 being 

indifferent. To avoid any inclination, signs were omitted in the questionnaire, instead marker phrases, 

such “very unlikely” for 5 on the leftmost side, “neither likely nor unlikely” for 0, and “very likely” for 5 

on the rightmost side were used. 

Sample 
The sample will most probably consist of Bentley undergraduates and HBS graduate students. The size 

of the sample is yet unknown but estimated to be around 150. 

Manipulations 
There will be a control group where the participants will be exposed only to the official ad and given the 

same measurement questions as the experimental groups. The experimental groups will be randomly 

assigned to view assonant or dissonant and positive vs. negative CGAs after viewing the official ad. Then 

they will be answering the questionnaire with the measurement questions, manipulation check 

questions and a demographical survey (for sample questions see Appendix A) 

The Next Step 
Following this proposal, we will refine the concepts and methodology then report our findings and what 

they mean for this newly emerging area in marketing.  
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Appendices 

Appendix A: Sample Questions 

¶ Measuring intention to purchase:  

How likely would you be to purchase this product?  

5 4 3 2 1 0 1 2 3 4 5 

Very unlikely          Neither likely nor unlikely   Very likely 

¶ Checking the manipulation on the nominal relationship (assonant/dissonant): 

How similar was the Consumer Generated Ad (second video) to the official ad (first video)? 

5 4 3 2 1 0 1 2 3 4 5 

Very different                   Neutral    Very similar 

¶ Checking the manipulation on the tone (positive/negative): 

How would you characterize the tone/attitude of the ad? 

5 4 3 2 1 0 1 2 3 4 5 

Very negative                   Neutral    Very positive 

 

Tables 

Table 1: Assonant experiment 1X2 
 Attitude 

Positive Negative 

Assonant   

 

Table 2: Dissonant experiment 1X2 
 Attitude 

Positive Negative 

Dissonant   
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Figures 

Figure 1: Attributes and Types of Consumer Generated Ads 

Figure taken from (Berthon, Pitt, & Campbell, 2007) 

Figure 2: Libby Boxes 
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