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This study compares experienced and inexperienced consumers patterns in cue utilisation in product
evaluations in the arts market. Borrowing the notion of high- and low-scope cues introduced by the
cue-diagnosticity framework, we differentiate between the two most readily discernible extrinsic cues
in the fine arts market - an art gallery's brand reputation (a high-scope cue) and certificates of
authenticity (a low-scope cue). These two cues are different in nature: the former is more abstract,
intangible, and rich in content, so is more difficult to interpret than the latter. Given the differences
in experienced and inexperienced consumers information processing styles, we hypothesise that
experienced arts consumers form perceived credibility of and purchase intentions towards artworks
based on high-scope cues, whereas inexperienced consumers do so based on low-scope cues. To test
our hypothesis, we conducted a consumer intercept study at Korea's two most representative art
fairs. The survey participants were categorised into either experienced or inexperienced consumers
based on their prior purchase experience, and their responses to a set of attribute combinations about
two artworks created by the same artist were collected. The results indicate that experienced participants
show higher purchase intentions when an art gallery’s reputation is very high, whereas inexperienced
participants show higher purchase intentions when artworks are accompanied by certificates of
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authenticity. This congruency effect between prior experience and cue type is mediated by the
perceived credibility of the artworks. The findings suggest a correspondence between a consumer's
prior experience and the types of extrinsic cues that are important in product evaluations. To the
best of our knowledge, this study is the first attempt ever to investigate the role of prior experience
in determining when to use high- or low-scope cues. It also provides a useful frame of reference to
advise marketers on the effective sales approach based on a client’s prior purchase experience.

Key words: art gallery's brand reputation, certificates of authenticity, cue diagnosticity, perceived
credibility, prior purchase experience, purchase intention

I. Introduction

The arts market is a venue in which the more
you know, the more you enjoy. This statement
describes the importance of information in the
arts market. It is very difficult for consumers
to evaluate the value of artworks prior to pur-
chasing them, due to their abstract characteristics.
Consumers may not understand the aesthetic
and financial value of artworks readily even
when a certain piece of information is presented.
Thus, cue utilisation is particularly important to
consumers quality judgments and purchase
behavior in the arts market (Schonfeld and
Reinstaller, 2005). Although previous researchers
have extensively studied the effects of such
factors as price, warranty, and brand reputation
in product evaluation (e.g., Shimp and Bearden,
1982 Teas and Agarwal, 2000: Purohit and
Srivastava, 2001), such studies are lacking in
the arts market. Furthermore, little research

has ever been conducted to investigate the rel-
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ative influences of diverse extrinsic cues in the
arts market.

In this research, we investigate whether ex-
perienced and inexperienced consumers use dif-
ferent types of extrinsic cues in product evalu-
ations in the arts market. In doing so, we dif-
ferentiate two types of extrinsic cues, high- and
low-scope cues, as introduced by the cue-diag-
nosticity framework (Purohit and Srivastava,
2001: Miyazaki et al, 2005). The two types of
cues change over time differently (Purohit and
Srivastava, 2001). Compared with transient low-
scope cues, long-lasting high-scope cues evolve
slowly through substantial effort. Thus, updat-
ing the valence of these cues from negative to
positive calls for a considerable investment of
time and money. Given their static nature, high-
scope cues are generally perceived as more
credible and diagnostic than low-scope cues.
Against this backdrop, we propose that experi-
enced consumers rely more on high-scope cues,
whereas inexperienced consumers rely more on

low-scope cues. Those who are less experienced



may lack the ability to be appreciative of high-
scope cues, whereas experienced consumers ap-
preciate the value of high-scope cues very well.
We investigate this rationale by conducting a
consumer intercept study in the Korean fine

arts market.

II. Theory and Hypotheses

2.1 Characteristics of Artworks as
Products

Artworks are generally considered to be ex-
perience goods (English, 2013). Artworks such
as novels, songs, films, and paintings must be
experienced before they can be fully understood
and appreciated. Their true quality may not be
immediately obvious to consumers at the time
of purchase, but may instead become more
evident upon consumption. However, high-end
cultural artworks such as the fine arts used as
stimuli in this study can be considered to be
credence goods (Darby and Karni, 1973). Consumers
cannot easily judge the quality of these goods
based on their experience alone: rather, they may
depend on the judgment of certified authorities
as a signal of credibility (Jahn et al., 2005).

The characteristics of artworks as experience
and credence goods are inseparable from their
characteristics as information goods, whose main

value is derived from the quality of the in-

formation they contain (Zorloni, 2013). Information
asymmetry, which refers to the information
gap between market participants who possess
different quantities and qualities of information,
tends to exist in markets that trade in information
goods. When a seller’s information is perfect
but their consumer’s information is limited, the
market may be either non-existent or consist of
only low-quality merchandise (Akerlof, 1970).
The Korean arts market is a good example. Its
characteristic opaqueness gives rise to a closed
transaction system, characterised by non-disclosure
of market information, uncertainty in the au-
thentication and evaluation of artworks, and a
consistently low record of sale and resale.

As both experience/credence and information
goods, artworks may entail a high level of per-
ceived risk for consumers (Mitra et al., 1999).
Bauer (1960) defined perceived risk as the ex-
pectation of possible negative consequences from
the purchase of a particular product or service.
It refers to the consumer's experience of un-
certainty with regard to the outcome of their
purchase decisions. Thus, consumers attempt to
reduce their degree of anxiety by becoming better
informed and by seeking the recommendations
of experts.

Marketers can use signaling to effectively solve
these problems created by artwork traits, An
agent with an information advantage shares his
or her knowledge with other agents, so that
consumers can be better informed about prod-

uct quality (Spence, 1973). Arts marketers can
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provide extrinsic cues such as price, certificates
of authenticity, and an art gallery’s brand rep-
utation as signals of quality (Shimp and Bearden
1982: Teas and Agarwal, 2000, Purohit and
Srivastava, 2001).” Arts consumers can lower
their perceived risk, ensure product quality,
and establish credibility using these extrinsic
cues (Schonfeld and Reinstaller, 2005).

2.2 Art Gallery’s Brand Reputation
and Certificates of Authenticity
as High- and Low-Scope Cues

There are a variety of extrinsic cues, such as
price (Kihlstrom and Riordan, 1984: Gerstner,
1985: Tellis and Wernerfelt, 1987: Boyle and
Lathrop, 2009), warranty (Spence, 1977: Wiener,
1985: Kelley, 1988: Boulding and Kirmani,
1993: Lutz and Padmanabhan, 1995), guaran-
tee (Moorthy and Srinivasan, 1995: Steiner
and Yang, 2010), retailer reputation (Chu and
Chu, 1994: Jones and Kim, 2010), and adver-
tising (Rotfeld and Rotzoll, 1976: Milgrom and
Roberts, 1986: Kirmani, 1990: Mizuno and
Odagiri, 1990: Kirmani, 1997). In this research,
we particularly focus on an art gallery’s brand
reputation as a high-scope cue and certificates

of authenticity as a low-scope cue, because

these cues can easily differentiate between ex-
perienced and inexperienced arts consumers in
product evaluations. Experienced consumers, when
making product evaluations, tend to place great
weight on diagnostic cues such as an art gal-
lery’s brand reputation. They have the capacity
to process information in a comprehensive and
deep maner and make refined judgements on the
basis of such cues (Maheswaran and Sternthal,
1990). Conversely, inexperienced consumers tend
to base their judgments on salient and shallow
cues such as product warranty, which may
bias their subsequent information processing
(Maheswaran, 1994).

We choose to use certificates of authenticity
as a low-scope cue instead of using product
warranty which has been heavily researched in
the cue-diagnosticity framework (Purohit and
Srivastava, 2001: Miyazaki et al., 2005; Taylor,
2009: Akdeniz et al., 2013: Roggeveen et al.,
2014). Certificates of authenticity are very
similar to warranty in nature and more rele-
vant to the evaluations of artworks. Although
no studies, to the best of our knowledge, have
directly categorised certificates of authenticity
as a low-scope cue, certificates of authenticity
share with warranty the critical feature of re-

ducing potential risk in purchase decision (Kelly,

1) Certificates of authenticity are documents testifying to the authenticity of artworks. They are vouchers offered in
conjunction with artworks as proof that they are authentic. They contain information such as the title of the artwork,
the medium in which it is rendered, its size, date of creation, edition number (for limited edition prints) and various
details of certification (such as the artist, gallery, dealer, and appraiser). In Korea, no official organisation is responsible
for issuing such certificates. As with any other documentation, certification can easily be forged. Thus, it is essential for
arts consumers to verify the origins of a certificate of authenticity.
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1996). Moreover, certificates of authenticity can
be changed relatively easily and inexpensively
(Purohit and Srivastava, 2001, p.125), com-
pared to an art gallery's brand reputation.
Instead, art galleries can rely on their brand
reputation to demonstrate that their goods are
of premium quality. Reputation, which is a
powerful indicator of a gallery’s ability to choose
artists with sound potential, is understood and
appreciated by those with knowledge and ex-
perience in the field. The reputation of an art
gallery is a high-scope cue that evolves as the
gallery interacts with artists and consumers
over time. Each decision to feature good artists
in a variety of communications, such as art
shows, media reviews, and other venues, sends
signals of the gallery’s recommendations to its
consumers and of its commitment and trust to
the artists. The heightened recognition due to
the artists and the consumers satisfaction with
well-informed purchases in turn boosts the gal-
lery's reputation and performance (Schonfeld
and Reinstaller, 2005). Unfortunately, a high
reputation is difficult to establish within a short
period in the fine arts market, as artworks are
traded somewhat infrequently and only in small

quantities,

2.3 Moderating Role of Prior Experience

As discussed, extrinsic cues vary in their di-
agnostic value: high-scope cues are in general

more credible and diagnostic in evaluating prod-

ucts than low-scope cues (Purohit and Srivastava,
2001). We argue that the diagnosticity and
credibility of high-scope cues are appreciated
better by experienced than inexperienced consumers.
The literature has found that consumers with
great knowledge and experience rely more on
diagnostic cues in product evaluation by con-
structing higher relative valuation differentials
for differences in diagnostic cues than in non-
diagnostic cues (Cordell, 1997). Consumer fa-
miliarity or expertise increases the importance
of high-scope cues, such as brand, but decreases
that of low-scope cues, such as origin labels on
agri-food products (Chocarro et al., 2009). Thus,
we predict that when evaluating artworks, ex-
perienced consumers will give more weight to
an art gallery’s brand reputation, whereas in-
experienced consumers will give more weight
to certificates of authenticity.

To support this prediction, we focus on two
important differences between an art gallery's
reputation and certificates of authenticity. First,
an art gallery's brand reputation is built over a
long period, so is more abstract, intangible, and
multidimensional than certificates of authenticity
(Keller, 2003). Experienced consumers tend to
evaluate brands more favourably when they
are presented with abstract rather than con-
crete information (Hong and Sternthal, 2010).
Second, the signal ability of an art gallery's
brand reputation versus certificates of authenticity
may differ according to consumers’ familiarity

or experience. The concrete information in cer-
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tificates is less likely to vary in its signal con-
tent with the level of prior experience, whereas
abstract brand information may be differently
interpreted by experienced and inexperienced
consumers. Inexperienced consumers may strug-
gle to understand and appreciate the rich in-
formation contained in brand reputation (Price
and Dawar, 2002).

These differences between the two cues have
important implications for consumer information
processing. According to the dual-processing
models of attitudes and persuasion (Petty and
Cacioppo, 1986: Chen and Chaiken, 1999), ex-
perienced consumers process information on
broad and deep levels through more elaborate
processing. They are good at understanding the
significant meaning of high-scope cues, which
is abstract, complicated, and rich in content.
Furthermore, consumers with more familiarity
and experience are more likely to use brand
name as the basis for product evaluations as
they structure their product-related knowledge
around brand information, such as usage, ad-
vertising, and public relations (Bettman and
Park, 1980). Conversely, inexperienced consum-
ers develop less elaborate systems to process
information in shallow and narrow terms. They
give high weight to tangible, familiar low-scope
cues that are easier to comprehend. Therefore,
experienced consumers are able to judge the
perceived diagnosticity of high-scope cues bet-
ter than inexperienced consumers, thereby re-

lying more on such cues for product evalua-
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tions, whereas inexperienced consumers focus
more on superfical low-scope cues that only
assure safe decisions. We argue that the two
groups of consumers differential perceptions of
cue diagnosticity affect credibilty of artworks
first and purchase intentions subsequently.

To summarise, arts consumers rely on ex-
trinsic cues to tackle the problems created by
the characteristics of artworks as experience/
credence and information goods. However, ex-
perienced and inexperienced consumers will
show different patterns in cue utilisation (Raju,
Lonial, and Mangold, 1995). Considering the
inherent cue differences and the two groups of
consumers different processing styles, we pro-
pose that the two consumer groups will depend
on different cues to assure the perceived credi-
bility of artworks and subsequently to form
purchase intentions (Figure 1). Thus, we hy-
pothesise a congruency effect between cues and

consumer groups as follows:

Hla: Experienced consumers will show higher
purchase Intentions towards artworks
with no certificate of authenticity and
high gallery reputation than towards
artworks with a certificate of authenticity
and low gallery reputation.

H1b: Inexperienced consumers will show higher
purchase intentions towards artworks
with a certificate of authenticity and
low gallery reputation than towards
artworks with no certificate of authenticity



H2a: Experienced consumers will perceive the

H?2b:

H3:

and high gallery reputation.

credibility of artworks with no certifi-
cate of authenticity and high gallery
reputation as higher than of artworks
with a certificate of authenticity and
low gallery reputation.

Inexperienced consumers will perceive
the credibility of artworks with a cer-
tificate of authenticity and low gallery
reputation as higher than of artworks
with no certificate of authenticity and
high gallery reputation.
The proposed congruency effect in HI

will be mediated by the perceived cred-
Ibility of artworks,

. Empirical Study

3.1 Method

3.1.1 Participants, research design, and
stimuli

Two hundred participants were recruited for

a survey from Korea's two most representative

{Figure 1) Conceptual Model

Artworks

Information goods
Experience/credence goods

Signaling
(Spence, 1973)

|

Extrinsic cues

Prior purchase
experience

|

l

Low-scope cues
Certificates of
authenticity

High-scope cues
Art gallery's brand
reputation

« Change relatively easily
and inexpensively
{Purohit and Srivastava,
2001)

+ Concrete, simple, and
impoverished

Develop through
substantial expenses of
time and money

(Purahit and Srivastava,

2001)
Abstract, complex, and
rich (Keller, 2003)

Experienced art consumers are more inclined
towards an art gallery's brand reputation

Experienced Inexperienced
consumers consumers
+ Elaborate, effortful + Shallow, less effortful
processing (Petty and processing (Petty and

Cacioppo, 1986; Chen
and Chaiken, 1999)

+ Brand-based
processing (Bettman
and Park, 1980)

Cacioppo, 1986; Chen
and Chaiken, 1999)
Attribute-based
processing (Bettman
and Park, 1980)

Inexperienced art consumers are more inclined towards certificates of authenticity
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art fairs, KIAF (Korea International Art Fair)
and MANIF (Manifestation d'art Nouveau
International et Forum), both held from September
to October in 2013 (MANIF: 9/28-10/6, KIAF:
10/3-10/7). We carried out this study as a
quasi-experiment in which all the independent
variables except for consumer type were ma-
nipulated (Campbell and Stanley, 1963). To be
specific, before administering the survey, we
first asked the participants about their past ex-
periences with artwork purchase. If they ever
had such an experience, then we classified them
as experienced consumers. We continued our
participants recruiting process until we collected
one hundred participants for each of the expe-
rienced and inexperienced consumers. We tried
to minimise the problem caused by self-selection
by treating independent variables to be with-
in-participants and controlling for inherent dif-
ferences across the participants (Shadish, Cook,
and Campbell, 2002).

Fach of the participants completed a survey
that, like in conjoint experiments, comprised 16
hypothetical cards. Eight cards depicted a painted
piece and another eight cards depicted a print-
ed piece, both created by Unsung Han, a re-
nowned artist who works on both painting and
printmaking. Each of the cards manipulated

three product attributes, indicating whether the

art gallery as a distributor of the artworks had
a high or low brand reputation, whether a cer-
tificate of authenticity was present or absent,
and whether the product price was high or
low. As such, this study used a 2 (consumer
type: inexperienced vs. experienced) x 2 (art
gallery’s brand reputation: high vs. low) x 2
(certificate of authenticity: present vs. absent)
x 2 (price: high vs. low) x 2 (artwork type:
painting vs. printmaking) mixed design. Consurmer
type was a between-participants factor, whereas
the others were all within-participants factors.

To vary the art gallery’s reputation, we se-
lected one of the two art galleries - one real
name (Gallery IHN) and one hypothetical name
(Gallery Li) - as the distributor of the art-
work for each card. On the first page of the
survey, we explicitly explained that the two
galleries differed in brand recognition and reli-
ability among the Korean arts consumers and
in whether they were affiliated with the Galleries
Association of Korea. In each card, the certifi-
cate of authenticity was described as either
accompanying the artworks or not. The price
level was varied by selecting two price points
within a hypothetical but reasonably determined
market price range?

On the first page of the survey, we pre-

sented general information on the fine arts

2) We decided not to describe the price information in detail because disclosing it was not permitted by the artist.
The painted piece was set at 7% higher or lower than the average of the minimum and maximum of the market price
range. Similarly, the printed piece was set at 10% higher or lower than the average of the minimum and maximum of

the market price range.
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market such as the definitions of painting and
printmaking, the concept of certificates of au-
thenticity, the differences described earlier be-
tween the two art galleries, and an introduction
to the Galleries Association of Korea to famil-
iarise the participants with the terms used in
the study. We also presented them with a
short artist biography and an explanation of
the painted piece by Unsung Han, Pomegranate
(Chung, 2011: see Appendix). After the painted
piece was evaluated for eight different combi-
nations of the three attributes, the stimulus
was replaced with a printed piece by the same
artist, Two Pomegranates (Chung, 2011: see
Appendix). To reduce the extraneous effect of
a budget, we asked the participants to imagine
that they had enough money to purchase both

products.

3.1.2 Manipulation check

Instead of including manipulation check meas-
ures in the main study, we used a manipulation-
check group (Kidd, 1976) whose sole purpose
was to evaluate the efficacy of manipulations.
We did so to avoid some well-kown problems
associated with manipulation checks. For ex-
ample, if manipulation check measures precede
dependent variables, they may produce the
problem of demand characteristics. Manipulation
check measures, if administered after dependent
variables, may not capture the efficacy of ma-

nipulations which often lead to a temporary

change in independent variables (Perdue and
Summers, 1986). Since the manipulation asso-
ciated with certificates of authenticity was ob-
vious in this study, an independent sample of
forty participants responded to a question asso-
ciated only with an art gallery’s brand reputa-
tion: T believe the reputation of this gallery is
high” (1 = strongly disagree, 7 = strongly
agree). The participants perceived Gallery IHN
as a gallery of higher reputation than Gallery
Li (5.00 vs. 3.05: Fy 3 = 17.33, P < 0.001).

3.1.3 Dependent and ancillary measures

The participants responded to two 7-point
scales for the artwork on each card (16 in all).
The scales measured the perceived credibility
of the artwork (1 = not at all credible; 7 =
very credible: Moussa and Touzani, 2008) and
the participant’s purchase intentions (1 = very
unlikely to purchase: 7 = very likely to pur-
chase). We collected the participants demo-
graphic information, such as gender, age, edu-

cation, and income level.

3.1.4 Analysis strategy

We analysed the data using multiple regression.
Of the four within-participants factors, we
treated artwork type and price as blocking fac-
tors (ie. categorical control variables) because
these variables were not of interest in this study

and their effects needed to be controlled for.
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The analysis model was: where all of the predictors were contrast-

coded variables that were -1 for inexperienced

purchase intention = consumer type consumer, low reputation, certificate present,
+ gallery reputation + certificate of authenticity printed piece, and low price, and +1 otherwise.
+ consumer type X gallery reputation We analysed the model using the SAS GLM
+ consumer type x certificate of authenticity Procedure.

+ gallery reputation X certificate of authenticity
+ consumer type x gallery reputation x 3.2 Results
certificate of authenticity
+ artwork type + price, Table 1 summarises the sample characteristics.

The sample consisted of slightly more men

(Table 1) Sample Characteristics

Total Experienced Inexperienced
(n = 200) (n = 100) (n = 100)
Variables N % N or % Nor %
Gender Male 113 56.5 55 58
Female 87 435 45 42
Age 20-29 28 14.0 3 25
30-39 79 39.5 21 58
40-49 46 23.0 29 17
50-59 35 175 35 0
60-69 11 55 11 0
> 70 1 0.5 1 0
Education High school 4 2.0 4 0
Bachelor's degree 149 745 56 93
Current in graduate school 2 1.0 1 1
Master's degree 26 13.0 22 4
Doctoral degree 19 9.5 17 2
Household < 30,000 3 1.5 3 0
income 30,000-60,000 46 23.0 15 31
(unit: ¥1,000)2 60,000-90,000 82 41.0 30 52
90,000-150,000 35 175 24 11
150,000-200,000 16 8.0 11 5
200,000-250,000 6 3.0 5 1
> 250,000 12 6.0 12 0

SD, standard deviation.
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than women (56.5% vs. 43.5%) and included
more participants in their 20s and 30s than
other age groups. The majority of the partic-
ipants had completed at least a bachelor's de-
gree and had a greater household income than
the average Korean household (the GDP per
capita in 2013 was $26,200). The experienced
and inexperienced consumer groups differed
significantly in the distributions of age (X%
= 84,75, P < 0.0001), education (x’uy = 37.49,
P < 00001), and income (¥@ = 3621, P <
0.0001). There was no significant difference in
the distribution of gender (x*q) = 0.18, P =
0.67).

3.2.1 Purchase intention
The overall regression model was significant

(Fy 5190 = 1,206.32, P < 0.0001: Table 2). The

result of the greatest interest was that the

consumer type x gallery reputation X certifi-
cate interaction was significant (Fi 3190 = 23.84,
P < 00001). To understand this three-way in-
teraction, we divided the sample into experi-
enced and inexperienced consumers and con-
ducted multiple regressions for each sub-sam-
ple (Table 3). As multiple within-participants
factors were included, we created a dummy-
coded participants variable and entered it with
the other variables of interest. This dummy-
coded variable corrected for extraneous effects
attributable to individual differences by group-
ing all of the observations about each participant
into one category (Pedhazur, 1982).

The results indicated that the relative influ-
ences of gallery reputation and certificate pres-
ence differed between experienced and inex-
perienced consumers. The purchase intentions
of experienced consumers was influenced by
gallery reputation (estimate = 1.15, P < 0.0001)

(Table 2> Multiple Regression Analysis Results

Predictors df. F P

Consumer type 1 14.60 < 0.0001
Gallery reputation 1 4,914.29 < 0.0001
Certificate 1 5521.32 ¢ 0.0001
Consumer type x gallery reputation 1 60.38 < 0.0001
Consumer type x certificate 1 294.26 < 0.0001
Gallery reputation x certificate 1 0.02 0.8986
Consumer type x gallery reputation x certificate 1 23.84 < 0.0001
Artwork type 1 10.14 0.0015
Price 1 18.03 ¢ 0.0001
Error 3,190

Dependent variable: Purchase intention.
Regression model: Fy 3190 = 1,206.32, P < 0.0001.
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(Table 3) Multiple Regression Analysis Results by Consumer Type

Predictors Estimate SE df. F P
Experienced consumers
Participant 99 411 < 0.0001
Gallery reputation 1.15 0.02 1 4.273.25 < 0.0001
Certificate 0.84 0.02 1 2.301.70 < 0.0001
Gallery reputation x certificate 0.07 0.02 1 1594 < 0.0001
Artwork type 0.10 0.02 1 30.13 < 0.0001
Price 0.43 0.02 1 590.92 < 0.0001
Error 1,495
Inexperienced consumers
Participant 99 2.44 < 0.0001
Gallery reputation 0.92 0.02 1 2,768.80 < 0.0001
Certificate 1.35 0.02 1 5,961.15 < 0.0001
Gallery reputation x certificate -0.07 0.02 1 17.89 < 0.0001
Artwork type -0.00 0.02 1 0.02 0.8860
Price -0.30 0.02 1 298.49 < 0.0001
Error 1,495

Dependent variable: Purchase intention.
SE, standard error.

more than certificate presence (estimate = 0.84,
P < 0.0001), whereas inexperienced consumers
were influenced by certificate presence (estimate
= 1.35, P < 0.0001) more than gallery reputa-
tion (estimate = 092, P < 0.0001). Furthermore,
the gallery reputation X certificate interaction had
opposite directions in the experienced (estimate
= 0.07, P < 0.0001) and inexperienced (estimate
= -0.07, P < 0.0001) groups.

To test hypothesis 1 directly, we recoded
gallery reputation and certificate variables to
determine whether the positivity of the two

cues matched or mismatched (see Table 4 and
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Figure 2). We generated four types of cues:
high gallery reputation without a certificate,
low reputation with a certificate, high reputa-
tion with a certificate, and low reputation without
a certificate. The first two types represented
inconsistent cues, whereas the latter two repre-
sented consistent cues. Then we conducted
contrast analyses by focusing on the two types
of inconsistent cues. The results indicated that
purchase intentions were more heavily influ-
enced by different cues depending on consumer
type. The experienced consumers showed higher

purchase intentions towards the artworks with



<Figure 2> Purchase Intentions as a Function of Cue Type and Consumer Type
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no certificate and high gallery reputation than
towards the artworks with a certificate and
low gallery reputation (4.25 vs. 3.64: F| 5190
= 107.34, P < 0.0001). In contrast, the inex-
perienced consumers showed higher purchase
intentions towards the artworks with a certifi-

cate and low gallery reputation than towards

the artworks with no certificate and high gal-
lery reputation (4.41 vs. 355: Fy g0 = 212.11,
P < 0.0001). These results supported hypoth-
esis 1. For the two types of consistent cues,
both experienced (6.08 vs. 2.10: Fy 3190 =
4,557.86, P < 0.0001) and inexperienced (6.10
vs. 157 Fi mg = 591294, P < 0.0001) con-

(Table 4) Purchase Intention and Perceived Credibility in Two Conditions of Inconsistent Cues

High reputation
without a certificate

Low reputation
with a certificate

Dji?;gzzt Experienced Inexperienced Experienced Inexperienced
consumers consumers consumers consumers
M (SD) M (SD) M (SD) M (SD)
Purchase intention 4.25 (0.92) 355 (0.92) 3.64 (0.95) 4.14 (0.90)
Perceived credihility 4.37 (0.95) 367 (0.97) 3.77 (0.91) 4.52 (0.83)

SD, standard deviation.

(Table 5 Mediation by Perceived Credibility

Dependent variables

Regression 1
Purchase intention [Y]

Perceived credibility [M]

Regression 3
Purchase intention [Y]

Regression 2

Estimate SE P

Estimate SE P

Estimate SE P

Intercept 39 002 < 00001
Cue type [X] -006 002 00070
Consumer type [W] -002 002 0494
Cue type x consumer type 037 002 <0.0001
Perceived credibility [M] - = —
Artwork type 005 002 0.0466
Price 007 002 00014

Regression model
K = 01486

FS, 1504 = 5565, P< 00001 F5 154 = 16137, P< 00001

408 002 < 0.0001 094 009  <0.0001
-006 002 00019 -002 002 03723
-001 002 05759 -001 002 0.6755
036 002 < 00001 010 002 < 00001

- = — 074 002 <0000
001 002 05343 004 002 0.0370
044 002 < 0.0001 -025 002 < 00001

F e = 274.38, P € 00001

R = 03361 B = 05082

Cue type [1 = high reputation without a certificate vs. -1 = low reputation with a certificate].

Consumer type [1 = experienced vs. -1 = inexperienced].

X = independent variable, W = moderator, M = mediator, and Y = criterion variable.

SE, standard error.
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sumers showed higher purchase intentions to-
wards the artworks with a certificate and high
gallery reputation than towards the artworks

with no certificate and low gallery reputation.

3.2.2 Mediation via perceived credibility

Focusing only on the two types of inconsistent
cues, we tested the relationships predicted in
hypotheses 2 and 3 jointly using the PROCESS
macro (model 8: Hayes 2013 Hayes and
Preacher 2013). The hypotheses represented a
mediated moderation, in that the effect of cue
type (ie., high reputation without a certificate
vs. low reputation with a certificate) on purchase
intention was moderated by consumer type,
and this moderation was mediated by per-
ceived credibility.

The results indicated that the effect of the
cue type x consumer type interaction on pur-
chase intentions was indeed mediated by per-
ceived credibility (Tables 4 and 5). The overall
indirect effect of the interaction on purchase
intentions via perceived credibility was significant
(point estimate = 053, 95% CI = [0.4719,
0.5967]). The conditional indirect effects via
perceived credibility were significant for both
experienced (point estimate = 0.22, 95% CI =
[0.1797, 0.2620]) and inexperienced (point esti-
mate = -0.31, 95% CI = [-0.3580, -0.2703])

consumers.

IV. General Discussion and
Conclusion

This study offers an empirical analysis of
how two types of extrinsic cues interact with
consumers prior experience in product evalua-
tion for artworks characterised as information
and experience/credence goods. We confirm that
experienced arts consumers are more heavily
influenced by high-scope cues, such as an art
gallery’s brand reputation, whereas inexperienced
arts consumers are more heavily influenced by
low-scope cues, such as certificates of authenticity.
Our results also corroborate mediation by the
perceived credibility of the artworks.

To the best of our knowledge, this is the
first attempt to understand the role of prior
experience as a determinant of which extrinsic
cues are used. Although Bao et al. (2011) in-
vestigated how two consumer characteristics,
product familiarity and risk aversion, moderated
the effects of two high-scope cues, store image
and product signatureness (ie., the degree to
which a product category is associated with a
particular store), no individual-level moderators
have yet been proposed to determine when to
give more weight to high- or low-scope cues
for product evaluation.

According to the cue-diagnosticity framework
(Feldman and Lynch, 1988: Purohit and
Srivastava, 2001: Miyazaki et al, 2005), a sig-

nature feature of high-scope cues is that their
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diagnosticity is not influenced much by the
presence and diagnosticity of other cues. Conversely,
the relative diagnosticity of low-scope cues tends
to vary depending on the presence of high-scope
cues in the environment. The presence of pos-
itive high-scope cues is less likely to deliver a
false signal, rendering accompanying low-scope
cues relatively more diagnostic, whereas neg-
ative high-scope cues will render other low-
scope cue less diagnostic. This argument sug-
gests an interaction between high- and low-
scope cues in determining the perception of
quality and product evaluation, as empirically
corroborated in the literature (e.g., Purohit and
Srivastava, 2001: Khare et al., 2011: Akdeniz
et al., 2013).

However, our findings indicate that the ben-
efit from certificates of authenticity was not
moderated by an art gallery’s brand reputation.
Inexperienced consumers rated artworks with
certificates favourably even when the art gal-
leries involved had low reputations. This result
seems to be driven by the fact that inex-
perienced consumers cannot grasp the deeper
meaning of low gallery reputation for artworks
and thus tend to ignore the influence of the
cue for judgments. In previous research, brand
reputation has been manipulated to be easily
comprehended without great product knowledge
and experience (e.g., Purohit and Srivastava,
2001). As such, the literature has not explicitly
considered the effect of consumer experience in

cue utilisation. We believe that this novel find-
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ing makes an important contribution by identi-
fying consumer experience as a boundary con-
dition for an interaction between high- and
low-scope cues. However, future research is
called for to confirm that the observed effect
of prior experience may also occur for other
credence products.

One limitation of this study is that the cus-
tomers were categorised based simply on their
purchase experience. We believe that our oper-
ationalisation of prior experience is valid and
meaningful because product-related experience
1s an important determinant of subjective knowl-
edge (Park et al, 1994) and expertise and fa-
miliarity have very similar effects on how much
importance consumers place on extrinsic cues
when choosing products (Chocarro et al., 2009).
Nonetheless, future research is still needed to
investigate the influences of different consumer
knowledge measures.

Another limitation is that this study included
multiple within-participants factors and for the
stimuli used two similar artworks created by
the same artist. We addressed some of the
problems generated by the repeated measures
by including the participants variable to account
for idiosyncratic differences. Although the findings
confirm relative differences across conditions
effectively, we believe that adopting between-
participants designs in future research would
be beneficial to tackling such problems as car-
ryover effects and participants fatigue. Moreover,

expanding the nature and number of artworks



used as stimuli would further enhance the
generalisability of the findings.

Although our conceptualisation of an art gal-
lery’s reputation and certificates of authenticity
is based on the cue-diagnosticity framework,
there are many inherent differences between
the two cues which cannot be easily captured
by the notion of cue scope. As we argued, the
two cues have different abstractness and sig-
naling abilities. In addition, certificates are an
assurance of an artwork’s authentication, so
pertain more to risk reduction, whereas an art
gallery’s reputation is more indicative of the
quality of its artworks (Price and Dawar, 2002).
Considering multiple differences inherent to the
distinction between high- and low-scope cues,
as exemplified by an art gallery’s reputation
and certificates of authenticity, the robustness
and generalisability of our findings can be in-
creased by testing other high- and low-scope
cues. For example, the volume of word-of-mouth
communications as a high-scope cue can be
tested to generalise our findings (Khare et al.,
2011).

Finally, while we confirm mediation via per-
ceived credibility of artworks, we cannot dis-
count the presence of other possible mediating
variables. The most promising one is perceived
diagnosticity of extrinsic cues for quality judg-
ments (Feldman and Lynch, 1988). By in-
troducing this variable as a mediator, we could
directly test the validity of the cue-diagnosticity

framework (Purohit and Srivastava, 2001:

Miyazaki et al., 2005), which we draw upon to
establish our research hypotheses. Alternatively,
the intervening processes that underlie the ob-
served effects can be captured by using other
independent and/or moderating variables. If
the observed effects are indeed due to funda-
mental differences in complexity and richness
between high- and low-scope cues, manipulat-
ing cognitive motivation as an indepent varia-
ble (Petty and Cacioppo, 1986) or measuring
need for cognition (Cacioppo and Petty, 1982)
may serve as an indirect method to make in-
ference about the underlying processes.

This research offers significant managerial
implications for a gallery’s sales strategy. Given
that different types of consumers react differ-
ently to extrinsic cues, an effective approach to
sales would be based on clients” prior experience.
The fact that experienced consumers choose to
reference brand reputation suggests that trust
should be built with consumers by continuously
interacting through a variety of media such as
art shows, personalised consulting service, and
provision of exclusive information. More im-
portantly, since brand reputation signals not
only reliability but also performance of prod-
ucts, art galleries need to consistently discover
talented artists whose artworks can exhibit high
aesthetic and financial values in the long term.
With such brand-building efforts, art galleries
can forge long-standing relationships with their
CONSUMers,

In contrast, the finding that inexperienced
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consumers rely more on certificates of au-
thenticity which signal nothing more than reli-
ahility implies that they are unable to adequately
judge the quality of artworks and thus, have
high sensitivity to potential purchase risks. Art
galleries should thus compensate for their in-
competence in judging quality by providing
certificates of authenticity and expert third
party opinions and guarantees to help them to
avoid taking risks and make safe choices. This
strategy is particularly important for galleries
that are late entries to a market and have not
yet established a good reputation. On the other
hand, as inexperienced consumers accumulate
more experiences over time, art galleries may
want to provide detailed information increas-
ingly to facilitate consumers™ understanding of
their high reputation and the importance of
reputation information in artworks evaluation.
Then consumers can access a broader and deeper
range of information with which they reduce
their perceived risk of making a poor selection.
To conclude, it is essential for arts marketers
to vary their approach according to consumer
groups they are targeting. This research pro-
vides a useful frame of reference when target-
ing potential consumers in the arts market.
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{Appendix) Artworks Used in the Survey (Chung, 2011)

Painting Printmaking

Unsung n, Pegranate, Unsung Han, Two Pomegranates,

2008 2007
Oil on Canvas, 100 x 100 cm Digital C Print, 56 x 56 cm

Ed. of 30, AP. 10

Comparison of Experienced and Inexperienced Consumers” Utilisation of Extrinsic Cues in Product Evaluation: Evidence from the Korean Fing Arts Market 127



