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1. Research problem and justification for the study

Today, social networking sites are characterized by instant accessibility, universality
and a "multiplication of worlds". The images and information that appear throughout social
media indisputably shape the relationship an individual has with other people, i.e., those
known in the real world and those in virtual communities. They also affect an individual’s
self-presentation, ideals and preferred lifestyle, as well as his/her attitudes towards products,
price acceptance level or willingness to buy.

Since interactions on social networking sites take place in a virtual world, individuals are
free to choose how they present themselves to others — which then allows them to create
virtual, alternative images that are in contrast to their real selves (Amichai-Hamburger, 2005;
Messinger et al., 2009). Accepting another ‘self’ allows the user to have an open discussion
regarding his/her experiences, thus allowing him/her to avoid personal exposure
or embarrassment (Cunha & Orlikowski, 2008). Individuals want to free themselves from their
everyday lives, thus their alternative ‘self’, nurtured in a virtual space, allows them to freely
do what they want without having to adapt to everyday life.

Simultaneously for the younger generation, social media have created a kind of "should"
environment, i.e., if Internet users want to gain sympathy and recognition from their online
friends, they should present themselves as extremely physically attractive or smart, behave
in a certain manner, go to certain places, do certain things, or buy certain products.
This "should" environment is measured by how many likes are gained for content that is
published online, by having as many friends/followers as possible or by gaining wider reach
with posts.

This doctoral dissertation attempts to organize issues related to conceptualizing "image
discrepancy" based on Higgins’ self-discrepancy theory (1987) which, at the theoretical level,
is understood in a structural way. The first component is the ‘actual self’ in the real world
(offline). This is what the individual does in his/her everyday life which, in turn, builds his/her
real image. The second component concerns the image that results from the standpoint
of some significant others in the virtual (online) world (Bizman et al., 2001; Hu et al., 2015;
Ahadzadeh et al., 2017; Huang et al., 2019) and, more specifically, what it should be in order
to remain a member of the online community (‘ought self’) to gain recognition and sympathy
from other social media users. It is therefore assumed that:

A discrepancy in the self-system, more precisely between the two components of the

actual self offline, i.e., the individual’s actions in real life, and the ought self from the



standpoint of some significant others online (members of virtual communities, other social
media users), is called image discrepancy.

The proposed concept of image discrepancy is an original proposal and, although it is based
on the scientific reports of other researchers (Higgins, Nakkawita and Cornwell 2020, Mancini
and Sibilla, 2017; Hu, Zhao and Huang, 2015) as defined in this scope, it has not been
previously empirically researched.

Creating a strategic, alternative self has been documented in the literature, but mostly
as regards the psychological aspect (Ahadzadeh et al., 2017; Beos et al., 2021; Dengah
& Snodgrass, 2020; Kim et al., 2018; Lee and Suh, 2015; Yang et al., 2021). Factors that
determine the tendency for image discrepancies to arise, as well as the psychological
consequences of the analyzed phenomenon, seem to be well recognized in contemporary
scientific reports. The impact of discrepancies between various components of the self-system
(according to Higgins' theory) and people's behavior in various areas has been subjected to
empirical research, including the desire to impress others (e.g., Stewart and Clayton, 2021),
sharing information within online communities (Suh, 2013), actions performed while gaming
(Mancini et al., 2019), wellbeing (Kelly et al., 2015), or body dissatisfaction among people with
eating disorders (Lantz et al., 2018).

There has also been research on the impact of image discrepancy on consumer purchasing
behavior (e.g., Mandel et al., 2017). However, this research has often focused on the
effectiveness of marketing activities (e.g., Meng et al., 2015), online shopping (e.g., Li et al.,
2019) or interactions with brands (e.g., Kim and Kim, 2016; Rabbane et al., 2020). Yet there
have been relatively few such studies, and the effects of the impact of image discrepancy on
the purchasing behavior of consumers as indicated in these studies have been fragmentary
(e.g., they did not take into account the moderating factor — which is the product category).
Moreover, none of the scientific studies have considered the phenomenon of image
discrepancy, attitudes towards the product, or price acceptance level and purchasing
intention of consumers, and it was the consumption of selected products that became a tool
for creating one’s alternative self in the social media that gained social status and belonging
to a specific social group (Bynum, 2008). The “visible” consumption of certain goods allows
individuals to gain social recognition (Amatulli et al, 2015; Friehe
and Mechtel, 2014; Kaus, 2013; Khamis et al., 2012). So far, the choice of buying a product
"for show" was based on its high price or by being perceived as a luxury good.
Given the possibilities of unlimited exposure of consumed products in the social media,

the nature of these products’ attributes has changed —it is not their price but their uniqueness



and the possibility of arousing social interest that now determine whether they will be
purchased by the consumer.

The choice of a product is no longer determined only by its functional properties but,
in particular, by its symbolic dimension, i.e., consumers perceive the symbolic meaning of the
consumption of a given product, evaluating it through the prism of satisfying ‘envelope needs’
(understood as enriching needs that simultaneously accompany and have advantage over
one’s biological needs). Therefore, the buyer selects a product whose possession and use will
allow that buyer to express his/her characteristics or motivation (Hosany and Martin, 2012).

It is also interesting to note the impact that the relationship between image discrepancy
and purchasing intention might have on the predictive power of congruence measurement
methods. In previous scientific reports, researchers emphasized that greater compatibility of
self image and the image of the user of a given product determined a greater likelihood of
product purchase (Sirgy, 2018; Aaker, 1996; Govers and Schoormans, 2005; Lin, 2010).
However, in the literature on the subject, no studies have been found that would combine the
following issues of coherence of images, including self image and the user of a given product
(congruence theory), a consumer's purchasing intentions and image discrepancy (differences
between the actual self offline and the ought self offline). Previous scientific reports were
concerned only with the subjective scope of an individual's own image based on the actual
self and ideal self (Maléar et al., 2011, Markus and Nurius, 1986; Markus and Wurf, 1987). It
would be worth researching whether the ‘should’ construct can moderate the relationship
between congruence and the consumer's purchase intention in the same or similar way.
Moreover, the theory of congruence should be viewed through the prism of the changes that
have taken place in communication between the brand and the consumer. In other words, it

has become necessary to take into account the virtual context.



2. Research objectives and hypotheses

In view of the above, the following research problem was formulated which answers the
question: How does the discrepancy between the "actual self offline" and the "ought self
online" affect attitudes towards the product and prediction of a consumer's purchasing
intention?

In order to clarify the research problem, the following research questions were posed:

P1. How does an individual's tendency to have image discrepancy affect his/her attitude
towards the product, including his/her cognitive, emotional and behavioral elements?

P2. Do people who are prone to have image discrepancies perceive individual product
categories differently than people who do not show such a tendency?

P3. Will image discrepancy affect the price acceptance level, and to what extent?

P4. How does image discrepancy affect one’s intention to buy a product?

P5. How does image disparity affect the predictive value of congruence measurement
methods?

On the basis of the literature, the research problem and the research questions, the main
goal of this doctoral dissertation was formulated, which is as follows: to determine the effects
of "image discrepancy" in shaping attitudes towards the product and to recognize their impact
on consumer purchasing intentions.

Implementing the main objective requires ordering the existing knowledge within the
individual's tendency to present him- or herself in an alternative way by using selected
products and services, as well as researching the impact this behavior has on attitudes towards
the product and the purchasing intentions of consumers. Thus, other specific objectives have
been set. Taking into account the theoretical dimension of the issues raised here, the following
specific objective was indicated:

C1. Conceptualizing image discrepancy and indicating the conditions of its occurrence.

Moreover, a critical analysis of the literature was supplemented with conclusions drawn
from the author’s own empirical research. In the research layer, the following specific
objectives were formulated:

C2. Determining the strength and direction of the impact of image discrepancy on
attitudes towards the product

C3. Recognizing how image discrepancy affects perception of individual product
categories

C4. Recognizing how image discrepancy affects the price acceptance level



C5. Determining the impact of image discrepancies on consumer decisions whether to

make a purchase or not

Cé6. Identifying the strength and direction of the impact of image discrepancy on the

predictive value of congruence measurement methods.

Taking into account the epistemological dimension of the issues raised here, a seventh

objective was set as a derivative of the research objectives (C2-C6) and defined as:

C7. Identifying the similarities and differences in the behavior of segments showing and

The

not showing a tendency to have image discrepancies in social media.

research problems listed earlier refer to detailed objectives and to the research

hypotheses formulated below:

H1: Consumers' tendencies to diverge in their image affects their attitudes towards the

product:

a

H2a:

H2b:

. Cognitive element: For consumers prone to have image discrepancies, the utility

values of the product are less important than for consumers who do not show this
tendency

Emotional element: Consumers prone to have image discrepancy are more
susceptible to other people's opinions about their products than do consumers who

do not show this tendency

. Behavioral element: Consumers prone to have image discrepancy show a more

frequent desire to have a product "for a while" than do consumers who do not show
this tendency

Consumers prone to have image discrepancy more often perceive the product as a
tool to gain social recognition than do consumers not showing this tendency
Consumers prone to have image discrepancy perceive more product categories as

tools to gain social recognition than do consumers not showing this propensity

H3: For consumers prone to have image discrepancy, the price acceptance level is higher

for a category of products considered as a tool to gain social recognition than for

consumers who do not show this tendency

H4: For the category of products perceived as tools to gain social recognition, consumers

H5:

with a tendency to have image discrepancy are less likely to purchase them than do
consumers who do not show this tendency
The predictive power of congruence measurement methods depends on the

constructive element of the “image discrepancy”:



a. For people prone to have image discrepancy, the predictive power of purchase is
higher than for people not showing this tendency, when the image of the product
user is compared with the ought self of the actual self

b. For people who are not prone to have image discrepancy, the predictive power of
purchase is higher than for those who are prone to it, when the image of the

product user is compared with the actual self of the ought self



3. Structure of the dissertation

The structure of this dissertation makes it possible to achieve the goals set herein by
presenting the content in a logical order. The dissertation consists of five chapters, preceded
by an introduction and summarized by the conclusion. Both the theoretical and empirical
nature of this paper is reflected in its layout. It has a classic triad structure: the theory (first
two chapters), a description of the methodology of the author’s own research (third chapter)
and an empirical part in which the results of the author’s own research are presented (the last
two chapters).

In the first, theoretical chapter, a review of non-concise literature and journals referring to
attitudes towards the product was conducted, taking into account a three-element structure:
the cognitive, emotional and behavioral components. It also presents the definition of
purchasing behavior as adopted in this paper, pointing to relationships between the attitude,
intention and target behavior of the consumer. In the following part, the determinants of
consumer behavior are discussed, with particular emphasis on the psychological, socio-
cultural and marketing factors. The issue of congruence theory is also presented. Methods of
measuring conformity of the consumer's self-image with the image of the brand/product user
are described. These methods are listed as both direct and indirect. Then, the predictive value
of their measurement is assessed.

The subject of discussion in the second chapter is the issue of “image discrepancy”. It points
to the aspect of understanding the concept of image discrepancy by taking into account the
different ways of defining the components of the individual’s self system. In particular,
Higgins’ self-discrepancy theory was taken into account. In conclusion, this concept was
presented while signaling the difficulties associated with finding scientific reports covering the
subject’s scope, i.e., ought self and the context, i.e., offline—online. Continuing along this
thread, the possible determinants conditioning the tendency to diverge in an individual’s
image were discussed which indicated: own motivators for using social media (including
susceptibility to liking behavior), the level of public self-awareness (susceptibility to the
assessment and opinions of others) and the intensity of and how social media were used.

The discussion in third chapter separates the theoretical layer of the doctoral dissertation
from the empirical one. In the third part of this paper, an inventory of the extant research gap
is presented in the form of the existence of relatively few scientific studies that have taken
into account the impact of image discrepancy on consumer behavior as well as the lack or
fragmentation of scientific reports in this area. The detailed objectives of this doctoral

dissertation and research hypotheses are also presented. This chapter presents the
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methodology of the author’s own research, which is focused on the strategy of
methodological triangulation and consists of combining both quantitative and qualitative
methods to study a single problem. The methods used here (including surveys, ethnography
and individual in-depth interviews) and the research techniques (including projection
techniques, the balloon test, the test of unfinished sentences) are also discussed. This chapter
presents the characteristics of the population by taking into account the demographic
structure of the population. Based on the adopted components of the independent variable,
i.e., the tendency towards image discrepancies, the characteristics of the respondents are also
presented.

In the fourth part of this dissertation, the results of the author’s own research are
presented. Attitudes towards products were measured in the context of an individual’s
propensity towards image discrepancies, and an attempt was made to update the hitherto
accepted categorization of products (hedonistic/utilitarian) by emphasizing the possibility of
gaining social recognition in others. Based on the results of the quantitative research,
statistical verification of the formulated research hypotheses was then carried out. Statistical
verification was supplemented based on the results of ethnographic research and individual
in-depth interviews.

In the last chapter, via adopting the logic of the reasoning presented in chapter four, the
price acceptance level, purchase intentions of buyers and the predictive value of the methods
of measuring congruence in the context of an individual’s tendency towards image
discrepancy were analyzed. A summary of the obtained research results is then presented.
The cognitive value of the dissertation is also discussed, focusing on the typology of consumers
in the context of the phenomenon of image discrepancy. These elements were extended by
presenting the characteristics of consumer profiles showing a tendency towards image split
or those not showing this tendency. This chapter shows good practices focused on conducting

an effective marketing dialogue with consumers.
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4. Research methodology

The objectives of this doctoral dissertation (and the formulated research hypotheses in the
case of the research objectives) were implemented and verified using various research
methods and techniques:

e Critical analysis of the literature on the subject, which is the basis for the discussion in
the theoretical part of the paper that enables, in particular, to terminologically clarify
the concept of “image discrepancy” and to identify the conditions of its occurrence. A
bibliometric analysis was also carried out as a part of this method, the results of which
were used to locate the issue of image discrepancy in the science of buyer behavior

e Survey research, which allowed for statistical verification of the research hypotheses.
Quantitative results were the basis for determining the strength and direction of the
relationship between image discrepancy and attitudes towards the product, its price
acceptance level and consumer purchasing intention, as well as the basis for assessing
the predictive value of congruence measurement methods. Projection techniques
were also used for the purposes of this research method, the application of which
allowed for operationalization of the independent variable, which is the “image
discrepancy”. A total of 367 people took part in the survey.

e Ethnographic research, the results of which contain supplementary comments for
qguantitative verification of the research hypotheses. Conducting systematic
observations of the activities of social media users allowed for a deeper understanding
of the formation of the cognitive and behavioral element of one’s attitude towards the
product and the consumer’s purchasing intentions, as well as to find out more about
the categorization of products by taking into account the criterion of perceiving the
product as a tool for gaining social recognition. A total of 27 people took part in this
study.

e Individual in-depth interviews, the results of which contain supplementary comments
for quantitative verification of the research hypotheses. On the basis of qualitative
data obtained from individual in-depth interviews, the quantitative results of empirical
research relating to the shaping of the emotional and behavioral element of one’s
attitude towards the product, categories of products treated as tools to gain social
recognition and consumer purchasing intentions were supplemented. Individual in-

depth interviews were conducted among 34 respondents.

A summary of the research methods used in the study is outlined in Figure 1.
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C2. Determining the
strength and direction of the
impact of image discrepancy on
attitudes towards the product

C3. Recognizing how
image discrepancy affects
perception of individual

product categories

C5. Determining the
impact of image discrepancies
on consumer decisions whether
to make a purchase or not

C4. Recognizing how
image discrepancy affects the
price acceptance level

Cé6. Identifying the
strength and direction of the
impact of image discrepancy on
the predictive value of
congruence measurement
methods

Ethnographic research

(qualitative research)

v A4 ¢

N A A 4

Survey research

(quantitative research)

Individual in-depth
interviews

(qualitative research)

Figure 1. Linking the research methods and techniques used with the specific objectives set

1 C1: Conceptualizing image discrepancy and indicating the conditions of its occurrence was realized, based on critical analysis of the literature. This aim has not been used in

the diagram. C7: Identifying the similarities and differences in the behavior of segments showing and not showing a tendency to have image discrepancies in social media was

realized, based on for the realization of the research objectives established at the outset (C2-C6),
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The issues formulated in this paper determined the scope of research that was conducted
by the author. The subject scope includes attitudes towards the product and the purchasing
intentions of individuals prone to having image discrepancies between the “actual self offline”
and the “ought self offline”. In the subjective scope of the empirical research, people aged 20-
29 actively use social media. This group was deliberately narrowed down to users and online
creators of Instagram as the social networking site — where great emphasis is placed on the
visual attractiveness of the published content. The spatial scope of the empirical research
covered the entire country. Internet tools were used to conduct the quantitative and
qualitative research; these included a start-questionnaire, Google forms, Zoom or the MS
Teams Communicator, thus allowing to increase the range of the research. Taking into account
the time range, it should be noted that the author’s own quantitative research was conducted
in two rounds, i.e., in December 2020 and April-June 2022. Ethnographic research was
conducted April-June 2022, and individual in-depth interviews started in May and ended in

July 2022.
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5. Empirical results

The realisation of the first objective (C1) made it possible to define the notion of "image
discrepancy”, which, in contrast to previous proposals, provided a more complete
conceptualisation of the phenomenon. The author of the present dissertation extended the
scope of the proposed definition to include the constituent element of Higgins's cognitive
structure of the individual, which is the ought Self, going beyond the ideal self, which is well
recognised in the literature. Moreover, the author extended the traditionally understood
discrepancy in the Self system to include the context of the virtual world (more precisely:
social networks), which was not reflected in the traditional view of the structure of the
individual's cognitive system. An important element in the process of formulating the
definition of 'image discrepancy' was the identification of the determinants of its occurrence
(C1), among which were the individual's level of public self-awareness, the frequency and
intensity of social media use, and the gratification derived from its use.

A tool was developed to operationalise the independent variable of an individual's
propensity for image discrepancy. This construct includes three dimensions determined by
principal component analysis that go beyond the previously accepted measurement element
of discrepancy in the Self system based on the SkRAP scale. The author's more complete
proposal includes the discrepancy between an individual's real self and ought self, the
propensity of social media users to create content (including their own content and the level
of acceptance of the publication of false content by other web users), and the frequency and
intensity of use of social networking sites. Noteworthy is the comprehensiveness of the
developed measurement tool, which demonstrates the high methodological value of the
dissertation. The proposed tool was used to divide respondents into two research groups
according to their demonstrated or undemonstrated propensity for image discrepancy, which
was developed to measure their attitudes towards the product and potential purchase
decisions as well as their attitudes towards goods perceived as tools for gaining social
recognition.

The triangulation of methods (including questionnaire surveys, individual in-depth
interviews, and virtual ethnography) and research techniques (projective techniques: balloon
test and unfinished sentence test) allowed for a more comprehensive understanding of nRW
and RW consumers' attitudes towards the product, taking into account their division into

components of cognitive, emotional, and behavioural elements (C2). This proved that for RW

14



consumers, more often than for nRW consumers, the functional value of a product loses its
importance in favour of the emotional and social benefits of consuming a good (H1a). Those
showing a propensity for image divergence are characterised by a greater susceptibility to
third-party opinions about the goods they own than those not showing this propensity (H1b).
Moreover, the group of people whose opinions about a product are important to RW
consumers is broader because, in addition to approval from family and close friends (the
group of people significant to nRW consumers), they seek approval from members of virtual
communities and other social media users. Both RW and nRW individuals purchase products,
but it is the consumers prone to image divergence who show a greater willingness to brag
about the product online and then return it to get their money back (willingness to have the
product for a while, Hlc). Consumers who were willing to keep the product for longer
admitted that they did so for fear of losing their online credibility in a situation where
followers would find out about such behaviour.

Combining the results of the questionnaire survey with the answers given during the in-
depth interviews and the behavioural observations of the ethnographically surveyed
individuals enabled a more comprehensive understanding of the similarities and differences
between nRWs and RWs with regard to their perception of products, and more specifically
regarding their perception as tools for social recognition (C3). Those showing an image
discrepancy are more likely than those not showing it to perceive products as tools for social
recognition (H2a). It is among RW consumers that any product, regardless of its utilitarian or
hedonistic qualities, allows them to gain social advancement and generate interest among
others. For nRW individuals, the emotional and social benefits of consuming a good were only
noticeable for products with hedonistic and utilitarian-hedonistic characteristics (H2b). Such
results make it possible to 'update' the initially adopted product category by taking into
account the division of products by emotional and social characteristics (possibility of gaining
social recognition).

An important finding from the results of the study is also that the propensity for image
discrepancy influences the level of price acceptance of goods. Staying with the category of
products that are perceived as tools to gain social recognition, it was proven that it is among
those showing image discrepancy that higher levels of price acceptance are recorded (C4). RW
people are willing to pay a higher price than nRW people for goods that will arouse interest

among others (H3). However, the two research groups do not differ in their demonstrated
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willingness to purchase these products (C5). RW and nRW individuals are highly willing to
purchase products that allow them to gain social recognition (H4). It is noteworthy that for
those showing a propensity for image discrepancy, the possibility to return the purchased
product is crucial, meaning that they see it as a no-cost way to create a self-image online.

Another methodological result of this dissertation is worth noting, which relates to the
assessment of the predictive value of congruence measurement methods in the context of
the image discrepancy phenomenon (C6). It should be noted that - in opposition to previous
research - the author of this dissertation measures congruence interchangeably based on two
elements: The Real Self or the Individual's ought self. Higher predictive power is noted among
RW individuals than for nRW individuals in a situation in which the product user's image is
compared with the individual's Affinal Self. Similarly, and conversely, greater predictive power
of purchase occurs for nRW individuals when the product user's image is compared with the
individual's real self (H5).

The research carried out in this study allowed for the realisation of the research objectives
established at the outset (C2-C6), a derivative of which was the identification of similarities
and differences in the social media behaviour of RW and nRW segments (realisation of C7). A
characterisation of the respondents demonstrating and not demonstrating a propensity for
image divergence was carried out, taking into account their online behaviour (frequency and
intensity of social media use, propensity to publish untruthful content of their own, opinions
on the behaviour of other users of the portals), as well as their purchasing behaviour (attitudes
towards the product, price acceptance level, purchase intentions, purchase prediction).

Against the background of the practical results, it is also worth summarising. It is pointed
out that actions taken by companies should be preceded by an analysis of consumers'
propensity for image divergence and the adaptation of their actions to the nRW and/or RW
group. Maintaining the company's involvement of consumers prone to image discrepancy will
be able to reinforce positive word-of-mouth messages about the product/brand (especially
within the online brand community) and/or improve the entity's financial performance
(consumer willingness to pay a higher price for the product). With regard to RW consumers,
marketing messages should emphasise the functional value of the product but also, just as
importantly, the emotional benefit derived from the consumption of a particular product. It
becomes necessary for the person prone to image discrepancy to see the product as a tool to

gain social recognition. On the other hand, economic operators wishing to counterbalance the

16



buyer's "desire to have a product for a while" should develop a product return policy in order
to reduce the logistical costs associated with returned products on the part of the company.
Furthermore, it is pointed out that a permanent commitment to social campaigns should be
included in the marketing communication strategy, as a result of which consumers could

increase their level of self-acceptance (while reducing the image gap).
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6. Limitations and further directions of research

An important (albeit conscious) limitation of the research is the inclusion of three product
categories. If the number of categories was broadened to include everyday goods, elective
goods, luxury goods, and unperceived goods, such a classification could overlap with the
proposed product category that takes into account perceptions as a tool for gaining social
recognition. The second research limitation arises from the narrowing of the scope of the
present dissertation to a static understanding of attitudes; for the purposes of this
dissertation, it is limited to identifying an attitude and stating its existence. At the same time,
the issue of the dynamics of attitudes, their functioning, and the changes occurring in them
has been omitted. Another limitation of the own research is the assessment of the predictive
value of congruence measurement methods, which did not include direct measurement
methods. An assessment of the predictive value of a purchase was made based on a single
indirect method of congruence between an individual's self-image (the individual's real
self/objective self) and the image of the product user. The last limitation is determined by the
choice of research methods and techniques. The author of the research is aware that the
answers given in surveys are characterised by a high declarativity of the respondents, and
those from individual in-depth interviews may result from the fear of admitting certain (e.g.,
sensitive) things to the interviewer. The results based on ethnographic research may be
subjective, as the observation was active.

The highlighted limitations of the author's research in this thesis are, at the same time,
premises for defining directions for future research. As the closest, the author indicates that
they should take into account other product categories as variables moderating the
relationship between the propensity for image discrepancy and the level of price acceptance
or intention to purchase. Moreover, when assessing the predictive value of a product
purchase, one should also take into account direct methods of congruence measurement,
which are assessed in the literature as having a higher predictive value, and/or indirect
methods of congruence measurement.

The obtained results of the author's research in this dissertation, as well as the directions
of future research thus defined, allow confirmation of the significant role played by image
discrepancy propensity in shaping consumers' attitudes and purchase intentions. Undeniably,
the considerations contained in this dissertation touch upon an important new area that

requires further exploration and further research.
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