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A Moderating Role of Personal Need for Structure on
the Effects of Process versus Outcome Simulations on
the Evaluation of Really New Products®

Jun San Kim**
Minhi Hahn™**
Yeosun Yoon****

Really new products (RNPs) provide novel benefits yet many consumers are reluctant to accept
these highly innovative new products, Previous literature has shown that mental simulation is an ef-
fective method for enhancing the evaluation of RNPs. However, Castano et al. (2008) and Zhao,
Hoeffler, and Zauberman (2011) demonstrate conflicting results as to which type of mental simu-
lation (ie., process versus outcome) is more effective for the enhancement of RNP evaluation, The
authors try to reconcile these results by incorporating a moderating variable which is personal need
for structure (PNS). PNS is an individual difference variable that taps the differences in people's
propensity to cognitively structure and simplify their environment (Neuberg and Newsom 1993).
From the analysis of the previous two works, the authors point out that consumers™ susceptibility to
uncertainty may contribute to the different results, and suggest that this susceptibility is dependent
on consumers PNS, To test the hypotheses established, an experiment was conducted, Waterless
washing machine was presented as a RNP and PNS was measured by using the 12-item PNS Scale
(Thompson et al, 2001). The results of the study show that for high-PNS consumers, process sim-
ulation is more effective than outcome simulation for enhancing the evaluation of a RNP, whereas for
low-PNS consumers, outcome simulation is more effective than process simulation,

This research contributes to the mental simulation and new product literature by suggesting and ver-
ifying that PNS moderates the effects of process versus outcome simulations for enhancing the evalu-
ation of RNPs, This research provides important managerial implications for marketing managers of
RNPs, indicating that they should take account of the target consumers PNS in planning marketing
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communications, Specifically, when targeting high-PNS consumers, marketing communications that en-
courage process simulation may be more effective than those that encourage outcome simulation. In
contrast, when targeting low-PNS consumers, marketing communications that encourage outcome
simulation may be more effective than those that encourage process simulation,

Key words: really new products, process simulation, outcome simulation, personal need for
structure, susceptibility to uncertainty

Innovative new products such as iPad, Slate
PC, and robotic products are considered as
newly developed products that have not been
existed, that is, really new products (RNPs)
(Hoeffler 2003). Firms often devote consid-
erable efforts to develop these innovative new
products to ensure their profitability and sus-
tainable growth. However, it is a well known
fact that the success rate of RNPs is exceed-
ingly low (Gourville 2006), calling for more re-
search regarding the ways to enhance the
evaluation of these highly novel products
(e.g.. Wind and Mahajan 1997). As one of the
methods, mental simulation has been found
effective (e.g, Dahl and Hoeffler 2004: Hoeffler
2003: Zhao, Hoeffler, and Dahl 2009). However,
previous literature shows conflicting results as
to which type of mental simulation (ie., proc-
ess versus outcome) is more effective than the
other. That is, the results of the studies by
Castano et al. (2008) show that process simu-
lation is more effective than outcome simu-
lation, whereas the results of the studies by
Zhao, Hoeffler, and Zauberman (2011) show
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that outcome simulation is more effective than
process simulation. This research tries to ex-
tricate these contrary results by suggesting a
moderator which is personal need for structure
(PNS).

PNS is an individual difference variable that
taps the differences in people’'s propensity to
cognitively structure and simplify their envi-
ronment (Neuberg and Newsom 1993). Recently,
PNS has been identified as a moderator that
affects the relationship between the degree of
product newness and consumers’ new product
evaluation (Kim, Hahn, and Yoon 2012).
Likewise, this research suggests that PNS
plays a moderating role on the effects of proc-
ess versus outcome simulations for enhancing
consumers evaluation of RNPs, To this end,
we analyze the previous two works and sug-
gest that the more effective type of mental
simulation differs according to consumers’ sus-
ceptibility to uncertainty. Also, based on the
previous literature (Landau et al. 2006: Landau
et al, 2004: Neuberg and Newsom 1993: van
den Bos et al. 2005), we propose that consumers’




susceptibility to uncertainty is positively related
to consumers’ PNS, Based on these assertions,
we predict that for high-PNS consumers, proc-
ess simulation is more effective than outcome
simulation, whereas for low-PNS consumers,
outcome simulation is more effective than
process simulation. We verify these predictions
by an experiment which show supportive re-
sults for the hypotheses, These results provide
an explanation for the conflicting results of the
previous literature. Also, they indicate that
marketing managers of RNPs should take ac-
count of the target consumers’ PNS in decid-
ing the type of mental simulation, which may
be embedded in marketing communications for
RNPs.

This article is organized as follows. First, we
briefly review the literature about enhancing
the evaluation of RNPs, Among them, the ef-
fects of mental simulation are detailed and
conflicts surrounding them are investigated.
Second, a moderating role of PNS is suggested
regarding which type of mental simulation is
more effective for enhancing the evaluation of
RNPs, Third, an empirical study was con-
ducted to test the hypotheses established and
the results of the study are provided, This ar-
ticle concludes with discussions about the re-
sults of the study and managerial implications
for marketing managers.

I. Mental Simulation and the
Evaluation of Really New
Products

1.1 Enhancing the Evaluation of
Really New Products

Really new products (RNPs) are the new
products with novel benefits creating a new
product category (Gregan-Paxton and John
1997 Hoeffler 2003), such as iPad. They en-
able consumers to do things that could not be
done with the existing products, However, con-
sumers are more uncertain about the perform-
ance of RNPs than the existing products and
they often require substantial learning and
change of behavior for consumers to effectively
use them. And these characteristics are be-
lieved to lower the acceptance of RNPs
(Alexander, Lynch, and Wang 2008: Castano
et al. 2008: Hoeffler 2003: Hoeffler and
Herzenstein 2011: Zhao, Hoeffler, and Dahl
2009). This gave rise to the stream of liter-
ature that explored the ways to enhance the
evaluation of RNPs (e.g, Dahl and Hoeffler
2004: Herzenstein, Posavac, and Brakus 2007:
Jhang, Grant, and Campbell 2011: Zhao,
Hoeffler, and Dahl 2009). Researchers have
suggested several methods for this goal. For
example, the inducement of promotion focus
has been shown to enhance the adoption of
RNPs compared to the inducement of pre-
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vention focus (Herzenstein, Posavac, and
Brakus 2007). Also, the facilitation of cognitive
flexibility has been shown to enhance the eval-
uation of extremely incongruent new products
(Jhang, Grant, and Campbell 2012). As one of
the ways, the effects of mental simulation has
received wide attention among researchers
(e.g., Castano et al. 2008: Hoeffler 2003: Zhao,
Hoeffler, and Zauberman 2007: Zhao, Hoeffler,
and Zauberman 2011). However, a debate re-
mains about which type of mental simulation
(ie., process versus outcome) is more effective
for enhancing the evaluation of RNPs than the
other. After we introduce mental simulation
and its types, we investigate more details re-
garding this issue,

1.2 Effects of Process versus Outcome
Simulations on the Evaluation of
Really New Products

Mental simulation is the imitative representa-
tion of some event or series of events (Taylor
and Schneider 1989). It represents a mental
construction of real or hypothetical events.
Researchers have classified mental simulation
into two types: process versus outcome (Taylor
et al. 1998). Process simulation is a simulation
with an emphasis on the step-by-step process
needed to reach a goal. OQutcome simulation is a
simulation with emphasis on the resulting out-
come a person would gain when the goal is
achieved. The differential effects of these two
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types of mental simulation have been widely
studied in the domain of social psychology
(eg, Pham and Taylor 1999: Rivkin and
Taylor 1999: Taylor and Pham 1999). For
example, process simulation has been shown to
be more effective than outcome simulation in
facilitating studying and improving grades
(Pham and Taylor 1999). In marketing, re-
searchers have proposed that process simulation
refers to a simulation of the step-by-step
process of using the product, while outcome
simulation refers to a simulation of the end
benefits one would gain and enjoy after using
the product (Escalas and Luce 2003, 2004).
Also, they have shown that process simu-
lation elicits higher purchase intention than
outcome simulation. As above examples in-
dicate, researchers have showed that process
simulation is more effective than outcome sim-
ulation for the achievement of some goals or for
the inducement of positive consumer responses
toward products.

However, in terms of the enhancement of
consumers RNP evaluation, there have been
conflicting results as to which type of mental
simulation is more effective, That is, Castano
et al. (2008) have shown that process simu-
lation is more effective than outcome simu-
lation for increasing adoption intention for RNPs,
whereas Zhao, Hoeffler, and Zauberman (2011)
have reported that outcome simulation is more
effective than process simulation for increasing
the evaluation of RNPs. Although they have



incorporated a number of factors other than
the type of mental simulation, we contend
that their results differ in the conditions that
are similar to each other.

As for the research by Castano et al. (2008),
they assert that the more effective type of
mental simulation differs by temporal distance
(near versus distant) to the adoption of RNPs,
The focus of this article is on consumers
on-line evaluation as they're exposed to RNPs,
Thus, we only consider the results in the near
future condition from the studies by Castano et
al. (2008), In this condition, they show that
process simulation is more effective than out-
come simulation.

As for the research by Zhao, Hoeffler, and
Zauberman (2011), they did not use the term
RNPs in their research. However, product stimuli
presented to participants in their studies were
mostly RNPs (e.g., Sony tablet, Apple iPad).
Moreover, one of the product stimuli, AudioPC.
was the same product as the one presented as
a RNP in the previous research (cf, Zhao,
Hoeffler, and Dahl 2009). Thus, we contend
that the results of their studies show the ef-
fects of mental simulation on the evaluation of
RNPs. They assert that the more effective
type of mental simulation differs by the type
of information processing mode of mental sim-
ulation (cognitive versus affective), product
type (utilitarian versus hedonic) and temporal
distance (near versus distant). As we stated
earlier, we only consider the results in the near

future condition, However, for the information
processing mode and product type, we consider
the results in the specific conditions that match
the studies by Castano et al, (2008).

Zhao, Hoeffler, and Zauberman (2011) argue
that previous literature on mental simulation has
combined both cognitive and affective process-
ing modes of mental simulation. They dis-
tinguish between these two processing modes
by the specific emphasis given by the mental
simulation instructions, that is, whether the in-
struction asks participants to focus on their
thoughts or feelings. The mental simulation in-
structions used in the studies by Castano et al,
(2008) emphasize participants’ thoughts, rather
than feelings. Thus. we contend that the re-
sults of the studies by Castano et al. (2008)
show the effects of cognitive processing mode
of mental simulation. Moreover, new product
stimuli presented to participants in the studies
by Castano et al. (2008) were utilitarian prod-
ucts (eg. virtual courseware and automatic
car), Thus, we only consider the results in the
cognitive processing mode, the utilitarian prod-
uct and the near future conditions from the
studies by Zhao Hoeffler, and Zauberman (2011).
In these conditions, they show that outcome
simulation is more effective than process simiation.

To summarize these arguments, the results of
the previous two works differ in the similar
conditions as to which type of mental simu-
lation is more effective for enhancing the eval-
uation of RNPs. We contend that Castano et
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al. (2008) give emphasis on the cognitive di-
mension of mental simulation and focus on the
utilitarian products. Given this, Castano et al.
(2008) show that process simulation is more
effective than outcome simulation in the near
future condition, However, Zhao, Hoeffler, and
Zauberman (2011) show that outcome simu-
lation is more effective than process simulation
in the cognitive processing mode, the utilitarian
product, and the near future conditions. This
research tries to explicate this conflict, and
thus, we only consider the results in the afore-
mentioned conditions from the studies of the
previous two works.

Regarding the contrary results, Zhao, Hoeffler,
and Zauberman (2011) point out that the mental
simulation instructions are different between
the two works. In a different perspective, we
suggest that the more effective type of mental
simulation for enhancing the evaluation of RNPs
differs depending on consumers susceptibility
to uncertainty, And we propose that this sus-
ceptibility to uncertainty is dependent on con-
sumers' individual difference of PNS, Before
we arrive at these asserfions, we investigate
the differences between the assertions of the

previous two works.
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[I. A Moderating Role of Personal
Need for Structure on the
Effects of Mental Simulation

2.1 Differences between the Two Works

In this section, we analyze the differences in
the assertions by Castano et al. (2008) and Zhao,
Hoeffler, and Zauberman (2011). Note that the
analysis is restricted to the conditions set in
the previous section. Castano et al. (2008) sug-
gest that uncertainty is the major barrier for
consumers adoption of RNPs. Among various
types of uncertainty, they assert that switching-
cost uncertainty plays the most important role.
Switching-cost uncertainty refers to the un-
certainty consumers perceive about how much
time and effort would be needed for learning
how to use the new products (Castano et al
2008). They suggest that simulating the step-
by-step process of using the product will alle-
viate this switching-cost uncertainty, increasing
the adoption intention for RNPs. Thus, they
predict and show that process simulation is more
effective than outcome simulation for enhancing
consumers adoption of RNPs,

Similarly, Zhao, Hoeffler, and Zauberman
(2011) suggest that consumers focus on the
learning costs of RNPs, However, they do not
mention uncertainty in their studies. They
assert that consumers’ focus on costs, rather

than benefits, is the major barrier for the



adoption of RNPs. They suggest that simulat-
ing the outcome, or the end benefits after us-
ing the product will change consumers focus
from costs to benefits, enhancing the evalua-
tion of RNPs. Thus, they predict and show that
outcome simulation is more effective than process
simulation for enhancing the evaluation of RNPs,
The above analysis comes to a finding of this
research regarding the differences between the
previous two works. They both posit that con-
surners focus more on the process (ie., learning
costs) than outcome (i, benefits of using the
product) of RNPs when theyre exposed to
them. However, they differ in their assertions
regarding the effect of uncertainty on consurmers’
adoption of RNPs. Castano et al. (2008) assert
that it is affected by uncertainty regarding the
learning costs related to RNPs (ie., switch-
ing-cost uncertainty). In contrast, Zhao, Hoeffler,
and Zauberman (2011) argue that it is not af-
fected by uncertainty, even though consumers
focus on the learning costs related to RNPs.
As Hoeffler (2003) stated, RNPs are charac-
terized as having more uncertainty than the
existing products. Thus, the characteristics of
consumers, which is related to their proneness
to the effect of uncertainty (ie.. consumers’
susceptibility to uncertainty), may settle the
different assertions of the previous two works.
That is, consumers’ susceptibility to uncertainty
may lead to the different adoption processes of
RNPs. Specifically, for consumers who are
more susceptible to uncertainty, process simu-

lation may be more effective than outcome
simulation by alleviating switching-cost uncertainty.
However, for consumers who are less suscep-
tible to uncertainty, outcome simulation may
be more effective than process simulation by
switching their focus from costs to benefits.
Thus, we suggest that the more effective type
of mental simulation for enhancing the evalua-
tion of RNPs differs according to consumers’
susceptibility to uncertainty. And we propose
that this consumers’ susceptibility to uncertainty
is dependent on consumers’ personal need for
structure,

2.2 Personal Need for Structure and
the Effects of Mental Simulation

Personal need for structure (PNS) is an in-
dividual difference construct that taps the ex-
tent to which people are inclined to simplify
and structure their environment (Neuberg and
Newsom 1993: Thompson et al. 2001). People
simplify and structure their world to make it
more manageable, because they cannot process
all the information they receive (Neuberg and
Newsom 1993). And some of them have a
stronger need for this simple structuring than
others. PNS has been widely researched in the
domain of social psychology and revealed to
affect people's various interpersonal behaviors
such as stereotyping and trait inference (eg.,
Moskowitz 1993: Neuberg and Newsom 1993:
Schaller et al. 1995).

A Moderating Role of Personal Need for Structure on the Effects of Process versus Outcome Simulations on the Evaluation of Really New Products 83



Previous literature has not revealed the rela-
tionship between consumers susceptibility to
uncertainty and PNS. However, we infer this
from the results of the previous literature (Landau
et al. 2006: Landau et al. 2004: Neuberg and
Newsomn 1993: van den Bos et al. 2005).
Researchers have shown that PNS moderates
the effect of mortality salience: high-PNS in-
dividuals are more affected by mortality sali-
ence than low-PNS individuals (Landau et al.
2006: Landau et al. 2004). Specifically, under
mortality salience, high-PNS individuals seek
structures by relying on the representative in-
formation, whereas low-PNS individuals do not
show these tendencies (Landau et al. 2004). Also,
when mortality thoughts are salient, preference
for the seemingly meaningless modern arts de-
clines among high-PNS individuals, whereas no
such effect is evident among low-PNS in-
dividuals (Landau et al. 2006). These results
can be interpreted alternatively according to the
assertions by van den Bos et al. (2005). They
contend that mortality salience and uncertainty
salience prompt similar reactions, suggesting
that uncertainty salience may be an important
part of mortality salience manipulation. Thus,
the results of the studies by Landau et al
(2004) and Landau et al. (2006) can be in-
terpreted as showing the moderating role of
PNS on the effect of uncertainty: high-PNS
individuals are more susceptible to uncertainty,
whereas low-PNS individuals are less suscep-
tible to uncertainty, Moreover, PNS has been
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shown to be positively related to intolerance of
ambiguity (Budner 1962: Neuberg and Newsom
1993). That is, high-PNS individuals are more
threatened by ambiguous situations than low-
PNS individuals, From the above arguments,
we suggest that consumers’ susceptibility to
uncertainty is positively related to consumers’
PNS.

We summarize our arguments to arrive at
two hypotheses. We suggest that the more ef-
fective type of mental simulation for enhancing
the evaluation of RNPs differs according to
consurmers susceptibility to uncertainty. Specifically,
we suggest that for consumers who are more
susceptible to uncertainty, process simulation is
more effective than outcome simulation, whereas
for consumers who are less susceptible to un-
certainty, outcome simulation is more effective
than process simulation. Also, we propose that
consumers susceptibility to uncertainty is pos-
itively related to consumers’ PNS. Thus, we
predict that for high- PNS consumers, process
simulation is more effective for enhancing the
evaluation of RNPs than outcome simulation,
whereas for low-PNS consumers, outcome sim-
ulation is more effective than process simulation,
These predictions can be formally described as
follows:

H1: High-PNS consumers give a higher eval-
uation to a really new product after proc-
ess simulation than outcome simulation,

H2: Low-PNS consumers give a higher eval-



uation to a really new product after out-
come simulation than process simulation,

. Study

An experiment with the two conditions (mental
simulation: process versus outcome) was de-
signed to test the predictions established in the
previous section. Participants were randomly
assigned to one of the two conditions,

3.1 Method
3.1.1 Participants and Procedure

Ninety-one female undergraduate and gradu-
ate students from the universities in the Republic
of Korea participated in the experiment. They
were given a booklet which contained an ad-
vertisement of a RNP and measures. The ad-
vertisement was followed by an instruction for
mental simulation focused either on the process
or the outcome of using the advertised product.
After responding the measures, participants
were debriefed and compensated.

3.1.2 Stimulus

An advertisement for a RNP was developed
as the stimulus. A new product that may cre-
ate a new subordinate level category within

the basic level category was provided as the
RNP (Kim, Hahn, and Yoon 2012). The ex-
perimenter made the decision as to whether
the new product will create a new subordinate
category or not. A washing machine category
was selected as the basic level category. As
the new product, a waterless washing machine
which uses polymer beads to wash garments
instead of water and detergent was presented.
This new product was under development and
was not commercially available at the time of
the experiment. The waterless washing machine
was expected to create a new subordinate level
category within the washing machine category
because of its unique feature. Because the atti-
tude toward a washing machine category could
differ across gender, only the female students
were recruited to participate in the study. The
advertisement presented a picture of a washing
machine, the headline, and the product description.
The new product was presented with a ficti-
tious brand name Nespia. The headline of the
advertisement read, “Revolutions of Washing
Machine! Nespia® Waterless Washing Machine.”

3.1.3 Simulation Instruction

The mental simulation instructions were con-
structed after the instructions used in the pre-
vious literature (Escalas and Luce 2003: Zhao,
Hoeffler, and Dahl 2009: Zhao, Hoeffler, and
Zauberman 2007). Participants in the process
simulation condition read the following instruction.
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The reason why you use a washing machine
is to wash garments.

Imagine that you wash garments using Nespia®
Waterless Washing Machine while thinking about
the process and the procedure you need to go
through from the moment you purchase Nespia®
Waterless Washing Machine to the moment you
finish washing the garments.

That is, think about the process you would go
through to arrive at the goal of “washing the
ganments” using Nespia® Waterless Washing Machine,

Participants in the outcome simulation con-
dition read the following instruction.

The reason why you use a washing machine
is to wash garments.

Imagine that you wash garments using Nespia”
Waterless Washing Machine while thinking about
the outcome and the benefits you earn and
enjy when you wash garments using Nespia®
Waterless Washing Machine.

That is, think about the outcome vou would
earn and enjoy when you arrive at the goal of
“washing the garments” using Nespia® Waterless
Washing Machine.

To guide participants’ mental simulation, the
examples of thoughts generated from the sim-
ulation are provided (e.g., Castano et al. 2008).
To stimulate mental simulation toward the ad-
vertised new product, the examples of the dif-
ferent product category (ie., wireless mouse)
were provided. To facilitate mental simulation,
we asked participants to list their thoughts
generated from the simulation.
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3.1.4 Measures

As a dependent variable, product evaluation
was measured by using the four nine-point items
anchored by “very bad / very good,” “very poor
/ very excellent,” “very negative / very positive,”
and “very unfavorable / very favorable,” which
were averaged to form the overall evaluation
(a = 93). As a manipulation check, product
newness was measured by using the four nine-
point items anchored by “not at all new / very
new,” “not at all novel / very novel,” "not at all
innovative / very innovative,” and “not at all
original / very original” {(Herzenstein, Posavac,
and Brakus 2007: Zhao, Hoeffler, and Dahl
2009), which were averaged to form the overall
product newness score (a = 97). As a manip-
ulation check measure for process simulation,
participants were asked to rate how much they
thought about the process and the procedure of
using the advertised product on a nine-point
item anchored by “not at all thought about the
process and the procedure / very much thought
about the process and the procedure.” As a
manipulation check measure for outcome simu-
lation, participants were asked to rate how
much they thought about the outcome and the
benefits of using the advertised product on a
nine-point item anchored by "not at all thought
about the outcome and the benefits / very much
thought about the outcome and the benefits.”
As an independent variable, PNS was measured
by using the 12-item PNS Scale (Thompson et



al. 2001). The items were averaged to form
participants’ PNS score (a = .82). Also, par-
ticipants' performance uncertainty ratings to-
ward the advertised new product was meas-
ured fo verify the relationship between PNS
and consumers susceptibility to uncertainty,
Although our argument focuses on the switching-
cost uncertainty, we measured performance un-
certainty because this type of uncertainty is
known to be the most prevalent one among
various fypes of uncertainty in RNPs (Hoeffler
2003), and our aim here is to provide initial
verification for the relationship between PNS
and consumers’ susceptibility to uncertainty.
Participants were asked to rate how certain
about how much the advertised product will be
useful to them on a nine-point item anchored
by “very uncertain about how much useful
this will be / very certain about how much
useful this will be” (Castano et al. 2008). As a
demographic variable, participants' age was
measured,

3.2 Results

Participants rated the advertised new prod-
uct newer than the midpoint (M = 7.04,
t(90) = 1041: p < .001). Thus, product new-
ness was manipulated as intended, Participants
in the process simulation condition responded
that they focused on the process during
mental simulation more than participants in the

outcome simulation condition (Mpigess = 5.76,

Mouweme = 5.02: t(89) = 197: p = 051).
Participants in the outcome simulation con-
dition responded that they focused on the out-
come during mental simulation more than par-
ticipants in the process simulation condition
(Moutcome = 647, Mprwess = 5430 t(89) =
251 p = 014). Thus, mental simulation was
manipulated as intended.

To test H1 and H2, regression was used
(Irwin and McClleland 2001). Product evalua-
tion was regressed by mental simulation dum-
my variable (process simulation coded as 0),
PNS, and their interaction, and revealed sig-
nificant interaction effect (p = .041). For
high-PNS participants, product evaluation was
regressed by mental simulation, PNS (adjusted
to the high-level of PNS by 2 SD: Irwin and
McClleland 2001), and their interaction. The
sign of beta coefficient of mental simulation was
minus as predicted (b = -.490) and the effect
was significant (p = .049). For low-PNS par-
ticipants, product evaluation was regressed by
mental simulation, PNS (adjusted to the low-
level of PNS by 2 SD: Irwin and McClleland
2001), and their interaction, The sign of beta
coefficient of mental simulation was plus as
predicted (b = .390) and the effect was sig-
nificant (p = .091). Thus, both Hl and H2
were supported by the results of the study.
Figure 1 shows the cell means using a median
split for PNS (median = 3.92). To test the re-
lationship between PNS and consumers sus-
ceptibility to uncertainty, participants” perform-
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ance uncertainty ratings were regressed by
PNS. The sign of beta coefficient of PNS was
plus as predicted (b = 221) and the effect
was significant (p = .003). Thus, the results
‘ of the study showed that PNS is positively re-
lated to consumers’ susceptibility to uncertainty,

The study was conducted to test the hy-
potheses established about a moderating role
of PNS on the effects of process versus out-
come simulations for enhancing the evaluation
of RNPs, Specifically, we predicted that for
high-PNS consumers, process simulation is more
effective than outcome simulation, whereas for
low-PNS consumers, outcome simulation is
more effective than process simulation, The re-
sults of the study supported both predictions,
Also, the results of the study provided initial
evidence regarding the positive relationship

between PNS and susceptibility to uncertainty.

IV. Discussion

In this research, we tried to explicate the
contrary results within the existing literature
regarding the effects of mental simulation on
the evaluation of RNPs by incorporating a
moderating variable, which is personal need for
structure (PNS). Previously, Castano et al.
(2008) have found that process simulation is
more effective than outcome simulation, whereas
Zhao, Hoeffler, and Zauberman (2011) have
shown that outcome simulation is more effec-
tive than process simulation. We propose that
the more effective type of mental simulation

{Figure 1> Study Results:
Evaluation of a RNP After Process Versus Outcome Simulations as a Function of PNS

Evaluation -
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Low-PNS

542

' Mental Simulation
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Note: Scores reported are condition means using median split for PNS.

88 ASIA MARKETING JOURNAL Vol. 14 No.04 January 2013



differs according to consumers’ susceptibility
to uncertainty. And we suggest that con-
sumers susceptibility to uncertainty is depend-
ent on consumers’ PNS, which is an individual
difference variable regarding people's propen-
sity to simplify and structure their environment
(Neuberg and Newsom 1993). The results of
the study show that for high-PNS consumers,
process simulation is more effective than out-
come simulation, which are consistent with the
results of studies by Castano et al. (2008). In
contrast, for low-PNS consumers, they show
that outcome simulation is more effective than
process simulation, which are consistent with
the results of studies by Zhao, Hoeffler, and
Zauberman (2011). Thus, this research con-
tributes to the mental simulation and new
product literature by suggesting and verifying
that PNS moderates the effects of process ver-
sus outcome simulations for enhancing the
evaluation of RNPs.

The results of this research provide an alter-
native explanation for the conflicting results of
the previous two works by Castano et al,
(2008) and Zhao, Hoeffler, and Zauberman
(2011). Zhao, Hoeffler and Zauberman (2011)
suggest that the differences in the mental sim-
ulation instructions between the two works
may be one of the reasons for the conflicting
results, They argue that the mental simulation
instructions in their studies are direction-
oriented, whereas those used in the studies by
Castano et al. (2008) are solution-oriented (ie..

including examples and guides). In this re-
search, the mental simulation instructions were
constructed based on the ones used by both
works. That is, participants were provided with
the instructions accompanied by the specific
examples that guided their simulation. Although
the instructions were the same across partic-
ipants’ PNS, the results of the study show that
the more effective type of mental simulation
differs according to their PNS. This indicates
that the conflicting results between the pre-
vious two works may be in part due to the
differences in participants’ PNS. Although par-
ticipants were randomly assigned to one of the
experimental conditions, those in the studies by
Castano et al. (2008) were recruited from the
universities in Mexico, whereas those in the
studies by Zhao, Hoeffler, and Zauberman
(2011) were recruited from the universities in
the US. This could systematically affect par-
ticipants” PNS, resulting in the different results.

As a future research, the underlying mecha-
nism regarding the moderating role of PNS on
the effects of process versus outcome simu-
lations awaits further investigation. We assert
that consumers may go through the different
adoption processes of RNPs according to their
susceptibility to uncertainty, or PNS, That is,
for high-PNS consumers, process simulation
may be more effective than outcome simulation
by alleviating switching-cost uncertainty, whereas
for low-PNS consumers, outcome simulation
may be more effective than process simulation
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by switching their focus from costs to benefits,
Investigation of these processes will enlighten
the underlying mechanism as well as consum-
ers new product adoption processes and the
role of PNS on them (e.g,, Moreau, Lehmann,
and Markman 2001). As another future re-
search, the relationship between PNS with
other variables including demographic and psy-
chographic factors needs further investigation.
As mentioned above, regional, cultural, and na-
tional characteristics may affect consumers’ PNS.
Also, marketing managers may find it difficult
to identify low- or high-PNS consumers. Thus,
exploring the relationship between consumers’
PNS and variables which marketing managers
often use to segment consumers is another
promising future research question.

As a limitation of the research, we focused
on the results in the specific conditions from
the previous two works. That is, we only con-
sidered the results in the near future condition
from the studies by Castano et al. (2008) and
the results in the cognitive processing mode,
the utilitarian product, and the near future
conditions from the studies by Zhao, Hoeffler,
and Zauberman (2011). Investigating the ef-
fects of PNS in relation with these factors will
help uncover the larger picture regarding the
effect of mental simulation on the evaluation
of RNPs, For example, the role of PNS on the
effects of mental simulation in the affective
processing mode or for the hedonic products
may be investigated in the future. As another
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limitation, the explicit use of mental simulation
instructions hinders the results of the study to
be generalized in the real marketing communications,
Thus, it would be a meaningful extension of
this research to provide participants with the
ad-embedded type of mental simulation (eg.,
Zhao, Hoeffler, and Zauberman 2011), This will
be particularly helpful for marketing managers.
Finally, the study employed only one product
category, a washing machine, Replicating the
results of the study for the products in the
other product categories will increase the ex-
ternal validity of the study results,

This research provide important managerial
implications for marketing managers of RNPs.
Because failure rates of RNPs are notoriously
high (Gourville 2006: Schneider and Hall 2011),
firms can benefit by adopting various methods
to enhance consumers’ evaluation of RNPs,
Previous literature suggests several methods to
fulfill this goal. For example, Jhang, Grant, and
Campbell (2012) suggest that positive emotional
appeals may enhance the evaluation of RNPs.
As for mental simulation, researchers have
suggested that emphasizing the process or the
outcome of using the product in marketing
communications may enhance the evaluation of
RNPs (e.g, Castano et al. 2008: Dahl and
Hoeffler 2004: Zhao, Hoeffler, and Dahl 2009:
Zhao, Hoeffler, and Zauberman 2011). However,
it has not been clear that which type of mental
simulation is more effective. The results of the
study suggest that marketing managers should



choose the type of mental simulation in their
marketing communications based on the target
consumers’ PNS. That is, when targeting high-
PNS consumers, marketing communications that
encourage process simulation may be more ef-
fective than those that encourage outcome
simulation. In contrast, when targeting low-PNS
consumers, marketing communications that en-
courage outcome simulation may be more ef-
fective than those that encourage process
simulation. Previous literature suggest that mar-
keting managers of new products may benefit
by taking account of consumers goals (Park,
Kim, and Chung 2012), Likewise, the results of
this research indicate that they should consider
the target consumers’ PNS in planning their
marketing communications,

This research investigated the role of in-
dividual difference of PNS on the effects of
process versus outcome simulations for enhanc-
ing the evaluation of RNPs, The results of the
study highlight that considering consumers’ in-
dividual characteristics is important for both
academics and marketing managers of RNPs,
As Ziamou (1999) has suggested, investigating
the effect of consumers’ individual differences
on their responses to RNPs will increase the
understanding regarding the nature of consumers’
adoption processes as well as the success fac-
tors of RNPs,
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