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Abstract 
The typeface a company uses for its products can positively influence consumers’ attitude towards the 
products due to the fact that typeface conveys connotative meaning. An important factor for this influence is 
the congruence between the connotative meaning of the typeface and the connotative meaning of the product 
category. The purpose of this study was to explain how congruence versus incongruence between the 
connotative meaning of typeface and a product category affects consumer attitude towards the product. The 
theoretical framework was based on particular typeface design characteristics, the tricomponent model of 
attitudes, homeostasis and the concepts of congruence and incongruence in connection to typeface. The 
authors applied a nonequivalent group experimental design and used survey questionnaires with a congruent 
typeface-product category condition and an incongruent typeface-product category condition for gathering 
data. The findings pointed out that consumer attitudes vary between the two conditions. In more detail, it was 
found that both a congruent and an incongruent condition can lead to a positive consumer attitude, however, 
the attitude was less positive under the incongruent condition. Additionally, it can be resumed that 
consumers’ likelihood to purchase the product was higher when the connotative meaning of the typeface was 
congruent with the connotative meaning of the product category. 
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1. Introduction 
This introductory chapter outlines the topic typography and its use in business. Further, the concept of 
connotative meaning of typography and the concepts of congruence/incongruence are explained, leading to 
the problem formulation and the statement of the purpose. 

1.1 Background 
Typography is used to present language in a visible manner through letters and words (Jubert, 2006). Every 
type of letter, from handwritten calligraphy to modern digital typefaces, is outlined by the term of 
typography. It is a fundamental element of communication (Kyrnin, 2014) and has a central role in 
marketing- and business communication, especially when it comes to the visual character of promotional 
materials (e.g. advertisements, product packaging) (Celhay et al., 2015). Previous research has pointed out 
that typography can be considered as a strong element of the visual perceptual equity of brands and 
companies (Childers & Jass, 2002; Doyle & Bottomley, 2004; Ampuero & Vila, 2006; van Rompay & Pruyn, 
2011; Foroudi, Melewar & Gupta, 2014). 

Several studies showed that typefaces convey connotative meaning  (Poffenberger & Franken, 1923; Davis 1

& Smith, 1933; Kastl & Child, 1968; Bartram, 1982; Henderson et al., 2004; Doyle & Bottomley, 2006; 
Celhay et al., 2015). Hence, typography is not a neutral factor when used for product names for instance. 
Tannenbaum et al. (1964, in Kastl & Child, 1968) came to the conclusion that due to that typefaces 
communicate connotative meaning they can function as a code to convey differences in such meaning. This 
means that typeface can be seen as a visual cue or signifier that communicates specific meaning, which 
influences how individuals perceive a typeface (Childers & Jass, 2002; Doyle & Bottomley, 2006; Doyle & 
Bottomley, 2011; Celhay et al., 2015). Kastl & Child (1968) identified particular characteristics (e.g. angular 
versus curved or bold versus light) of typefaces that lead to a particular mood perception.  

The semantic properties in typeface stimulate the perceiver’s arousal which leads to a particular emotional 
and cognitive response (Bartram, 1982). Such a cognitive response can be considered as a sort of 
predisposition to evaluate an object, which is called attitude (Solomon et al., 2010). Attitude also refers to a 
predictable and consistent response to a particular stimulus. Therefore are attitudes usually the result of the 
perception of a type of stimulus (Solomon et al., 2006; Evans, Jamal & Foxall, 2009; Foxall, 2015; Szmigin 
& Piacentini, 2015). The perceptual process starts with the sensory receptors (e.g. eyes) picking up stimuli 
(e.g. sight).  
 

   Connotative meaning refers to the visual cues an object or design can possess, which convey a certain meaning. It has been argued 1

that connotations are the outcome of transferring simple associations from the context in which the denotation originates from, to the 
new context in which it is used (Danesi, 2003). A word has an obvious denotative meaning. When that word is used in a certain 
context, certain associations related to the word are grafted to the new context, or domain of interest, which go beyond the obvious 
denotative meaning. In conclusion, connotation furthers the denotative meaning through associative assumptions (Danesi, 2003). In 
connection to typeface, connotative meaning concerns the communication of something through semantic elements of design 
additionally to what the actual word conveys (denotative meaning) (Poffenberger & Franken, 1923; Davis & Smith, 1933; Kastl & 
Child; 1968; Bartram, 1982; Henderson et al., 2004; Doyle & Bottomley, 2006; Celhay et al., 2015).
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As these stimuli grab humans’ attention, interpretation follows in order to make sense of it. Giving the 
stimuli meaning will yield a response, which entails a particular perception of something (Solomon et al., 
2006; Szmigin & Piacentini, 2015). According to Evans et al. (2009) and Lantos (2011) attitudes are based 
on three components namely: affect, cognition and conation.  

This means de novo that typeface serves as a stimulus that has an effect on consumers’ attitudes (Solomon et 
al., 2010). Henderson et al. (2004) also claim that multiple responses may be induced by a typeface design at 
the same time. Hagtvedt (2011) conducted a study regarding typefaces and found that typeface in logotypes 
can have significant impact on consumers’ perception of a company and on their attitudes. Also, Foroudi et 
al. (2014) argue that a positive attitude towards a corporate logo is positively related to the perception of 
corporate typeface. This goes in line with Doyle & Bottomley (2011) concluding that typeface has an effect 
on how people perceive brand names. The more positively the corporate typeface is perceived, the more 
sympathetic is the attitude towards the corporate logo (Doyle & Bottomley, 2011). 

Typeface can be considered as a fundamental component of any sort of promotional material in any business 
(Celhay et al., 2015), as typefaces convey connotative meaning and can be used as a cost-effective 
communication tool (Henderson et al., 2004; Doyle & Bottomley, 2006; Doyle & Bottomley, 2011). This 
implies that typeface can be a beneficial tool for companies to communicate their offerings. Deliya & Parmar 
(2012) found that of all elements of product packaging, typeface style has the greatest impact on consumer 
behaviour. As certain typeface design characteristics yield certain consumer responses, typeface used for 
packaging design is able to impact consumers’ responses in a beneficial manner (Henderson et al., 2004; 
Deliya & Parmar, 2012). Moreover, Celhay et al. (2015) found that specific typefaces enable consumers to 
associate or determine a particular product category with the given typeface.  

This induces that due to the connotative meaning of typeface, some typefaces can be more appropriate for a 
given context (e.g. a certain product category) than for others. Typography is generally seen as more 
appropriate when its connotative meaning matches the meaning of the context it is used in. This suitability, 
or match, of two aspects can be called congruence, which is a commonly used term in typography research 
(Walker et al., 1986; Lewis & Walker, 1989; Doyle & Bottomley, 2004; Doyle & Bottomley, 2006; Orth & 
Malkewitz, 2008; van Rompay & Pruyn, 2011; Foroudi et al., 2014; Grohmann, 2014).  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1.2 Problem Discussion 
The congruence of typeface in various contexts has been discussed early in typography research. For 
instance atmospheres and feelings conveyed by products can match the ones conveyed by a typeface 
(Berliner, 1920 in Rowe, 1982; Poffenberger & Franken, 1923). Davis & Smith (1933) conducted a study 
letting respondents select products and typefaces that are associated with a specific feeling. When a product 
and a typeface were described by the same specific feeling they were considered as appropriate. Hence, a 
typeface can be considered as appropriate when it is congruent with the context it is used in (Davis & Smith, 
1933). Congruence implies vice versa; that some aspects do not match others, meaning that some aspects are 
not appropriate for certain contexts; they are incongruent (Walker et al., 1986; Lewis & Walker, 1989; Doyle 
& Bottomley, 2004; Doyle & Bottomley, 2006; Orth & Malkewitz, 2008; van Rompay & Pruyn, 2011; 
Foroudi et al., 2014; Grohmann, 2014).  

Many studies have identified that typeface congruence has a positive effect on individuals’ perception 
(Walker et al., 1986; Lewis & Walker, 1989; Doyle & Bottomley, 2004; Doyle & Bottomley, 2006; Ampuero 
& Vila, 2006; van Rompay et al., 2009; van Rompay & Pruyn, 2011; Grohmann, 2014; Foroudi et al., 2014). 
Van Rompay & Pruyn (2008) also found that consumers’ attitudes can be positively affected by a high degree 
of congruence among general visual elements (e.g. shape, colour, logo, typeface) of a product. Meyers-Levy 
& Tybout (1989) argue that the degree of congruence/incongruence between a product and a product 
category (as a context) can have an impact on attitudes. Doyle & Bottomley (2004) support this as they 
found that consumers prefer products with typefaces congruent with the product category as compared to 
incongruent typefaces. On the other hand incongruence of typeface, which means the lowest degree of 
congruence, was found to have rather negative effects on individuals’ responses (Fox, Shaikh & Chaparro, 
2007; van Rompay & Pruyn, 2011). The incongruence between the visual elements and subject matter of 
product packaging or advertisements and the symbolic meaning of these visual elements creates mental 
stress for the observer, consequently affecting attitude negatively (van Rompay et al., 2009). In this respect, 
research on processing fluency  can shed light on the positive effect of congruence and the negative effect of 2

incongruence on consumer response (Van Rompay & Pruyn, 2008). Accordingly, stimuli that are easily 
processed, such as congruent information, typically generates more positive attitudes (Lee & Labroo 2004; 
Reber, Schwarz & Winkielman 2004). In contrast to this Dahlén (2005) found that an incongruent condition 
between a medium (e.g. a product) and an advertisement concerning the medium elicits more positive 
attitudes towards the brand/ad than congruent conditions. This is a relevant finding since typeface is a 
fundamental element of promotional materials like advertisements (Celhay et al., 2015). The findings 
regarding the effects of incongruence thus seem to be obscure as studies have come to opposite conclusions.  

With regard to the the studies discussed above, congruent and incongruent conditions of typeface can affect 
both consumer perceptions and attitudes. Solomon et al. (2006) as well as Szmigin & Piacentini (2015) argue  

 Processing fluency -  how easily information is processed. Processing fluency affects people’s judgments across a number of social 2

dimensions (Alter & Oppenheimer ,2009) 
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that perception is the foundation for individuals’ attitudes. It is argued that for companies and brands it is 
essential to stimulate their customers to positive attitudes towards their products. The reason for this is that 
the likelihood of a purchase is higher when the customer has a positive attitude towards the product. This 
also implies that negative attitudes can lead to the opposite effect (Szmigin & Piacentini, 2015). It can be 
argued that it is even more important to know about the influences on attitude than to know what attitude 
customers have towards a brand or product. Companies can be driven to the point where they have to face 
the question of what influences consumers’ positive or negative attitudes (Solomon et al., 2006; Evans et al., 
2009; Szmigin & Piacentini, 2015).  

A product's visual appearance has a significant impact on consumers’ choice (Bloch, 1995). Since typeface is 
an essential visual element of promotional materials such as advertisements (Bloch, 1995; Celhay et al., 
2015) it may be of great importance for companies and brands to know which typeface is appropriate to use 
in their advertising since the connotative meaning of typeface can influence consumer attitudes (Poffenberger 
& Franken, 1923; Rowe, 1982; Bartram, 1982; Doyle & Bottomley, 2004). As companies operate in 
particular product categories, research on typeface and product categories has a practical importance. Also, 
following the work of Meyers-Levy & Tybout (1989) and Doyle & Bottomley (2004), research on the effects 
of both congruence and incongruence between typeface and product category needs to be further developed. 
The particular effects of congruence/incongruence between typeface and a product category on consumer 
attitudes are still unknown.  

1.3 Purpose of the Study 
The purpose of this study is to explain how the congruence/incongruence between the connotative meaning 
of typeface and a product category affects consumer attitudes towards the product.  
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2. Theoretical framework 
This chapter outlines the theoretical framework used in this study. A table with main typeface design 
characteristics and the resulting perceptions clarifies the connotative meaning of typeface. Further, the 
concept of attitude is explained with the help of the tricomponent model of attitudes. Lastly, previous 
research on congruence/incongruence of connotative meaning of typeface and its effects is discussed which 
results into hypothesis formulation. 

2.1 Typeface characteristics for particular perceptions 
A typeface consists of semantic features that trigger the arousal of the perceiver, this in turn results into a 
particular cognitive response (Bartram, 1982). For designers of promotional materials, it is important to 
consider the right typeface characteristics in order to achieve the desired response from consumers 
(Henderson et al., 2004). As outlined vide supra this is due to that typefaces convey a connotative meaning 
(Poffenberger & Franken, 1923; Davis & Smith, 1933; Kastl & Child, 1968; Bartram, 1982; Henderson et 
al., 2004; Doyle & Bottomley, 2006; Celhay et al., 2015).  
Table 2.1 below illustrates certain typeface characteristics and the resulting perception. The first column 
indicates the typeface design category. The first column has two design categories: naturalness and potency. 
Bartram (1982) and Rowe (1982) argue that these are opposites since naturalness is characterised by a lack 
of potency and potency is characterised by lack of naturalness. Each category represents a row in the table. 
The second column gives a detailed description of the respective design categories. This column is followed 
by a visual illustration of these descriptions (3rd column) which were chosen based on the detailed 
characteristics of the typeface categories and the author's’ ability to select a matching typeface accordingly. 
The fourth column accounts for how each design category is perceived. The design category potency is 
perceived as e.g. masculine, while the design category naturalness is perceived as e.g. feminine. The last 
column (5th) presents the studies which have discussed these typeface design characteristics. 
Table 2.1: Typeface characteristics and the resulting perception  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Typeface design 
category

Detailed 
characteristics

Visual illustration 
of characteristics 
(example)

Perception/
responses

References

Naturalness Low potency, alive, 
leaning, rounded, 
curved, slanted, 
active, handwritten, 
thin, serif 

Naturalness 
(Snell Roundhand)

Pleasing, engaging, 
subtle, feminine, 
light, reassuring, 
elegant, natural

Bartram (1982); 
Rowe (1982); 
Henderson et al. 
(2004); Doyle & 
Bottomley (2006)

Potency Lack of 
naturalness, heavy, 
bold, short, 
straight, angular, 
sans serif

Potent 
(Arial Black)

Masculine, 
displeasing, 
unattractive, strong, 
potent

Bartram (1982); 
Rowe (1982); 
Henderson et al. 
(2004); Doyle & 
Bottomley (2006)
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2.2 The Tricomponent Attitude Model 
Lantos (2011) argues that an individual’s overall attitude towards a particular attitude object (AO) consists of 
three building blocks. These are affect, cognition and conation. Affect relates to the feelings one has towards 
the attitude object, while cognition relates to the beliefs and thoughts about the object. Conation on the other 
hand approaches the behavioural intentions and actions, which can stem from experience with the attitude 
object or intentions based on feelings and beliefs about it (Lantos, 2011).  
Figure 2.2 below shows the concept of attitude from an initial stimulus to the overall evaluation of the 
attitude object. 

 
 

 
 

 

 

 
 
 

Figure 2.2: Model of Attitude Components (based on Solomon et al. (2006); Evans et al. (2009); Lantos, 
(2011)) 
 
2.2.1 Affect 
Affect is concerned with individuals’ general feeling or mood, simply emotional appeals towards the object, 
such as like/dislike, love/hate (Evans et al, 2009; Lantos, 2011, Chen & Cheng, 2012, Chih et al., 2015). 
According to Chen & Cheng (2012) affection relates to consumer evaluations which are based on how well 
the expectation of what the attitude object provides matches their perception of what it actually provides. 
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2.2.2 Cognition 
Cognition refers to the descriptive beliefs and thoughts about an attitude object. These beliefs normally 
concern the physical attributes of the object and the cognitive value a consumer receives from the product 
(Evans et al., 2009; Lantos, 2011). A common model within this component is the multi-attribute model of 
attitudes (Lantos, 2011). A multi-attribute attitude model states that an attitude towards an object can be 
predicted by identifying specific beliefs that a consumer has about several attributes (Solomon et al., 2006). 
Multi-attribute-models reflect that consumers’ attitude towards an attitude object (Ao) is a function of their 
beliefs about it as well as the aspect of evaluation (Mazis, Ahtola & Klippel, 1975; Evans et al., 2009; 
Solomon et al., 2010; Szmigin & Piacentini, 2015). Multi-attribute models assume that the consumer's 
attitude towards a product can be determined by the identification of these beliefs (Solomon et al., 2010).  
 
2.2.3 Conation 
Conation can be translated as predispositions that refer to behavioural intentions and actions of the individual 
with respect to the attitude object (Evans et al., 2009; Lantos, 2011, Chen & Cheng, 2012). These behaviours 
or actions are based on the cognitive and affective components (Lantos, 2011).  
 
2.2.4 Homeostasis of Attitude Components 
The relation between the components can be consonant, which means harmonious or dissonant, which means 
confrontational. Individuals aim to reach consistency among the three components since inconsistencies 
cause mental stress which in turn causes discomfort (Lantos, 2011).  
The aim to reach consistency among the three components is motivated by a basic human behaviour 
mechanism which refers to the reduction of psychological tension. Humans try to turn an unpleasant state of 
mind into a balanced state of mind. This is called homeostasis (Kupfermann, 1991; Parker & Tavassoli, 
2000). Homeostasis describes the internal stability of an individual’s body, thus one’s psychology (Parker & 
Tavassoli, 2000; Wyer, Chiu & Hong, 2009). When connecting this to Lantos (2011) it can be said that when 
one two of the three components of attitudes have a confrontational relationship for an individual, there will 
be mental tension (Kupfermann, 1991; Parker & Tavassoli, 2000; Lantos, 2011). The tension might lead to a 
negative attitude due the individuals’ unpleasant state of mind (Lantos, 2011). If the relationship between all 
three components is harmonious, homeostasis is reached and the individual’s state of mind is balanced 
(Kupfermann, 1991; Parker & Tavassoli, 2000; Lantos, 2011). This, in turn, might lead to a more positive 
overall attitude (Lantos, 2011). Figure 2.2.4 below demonstrates the homeostasis of attitude components. If 
one of the three relationships is confrontational, the state of mind is rather unbalanced than homeostasis.  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Figure 2.2.4: Homeostasis of the three components of attitudes (based on Kupfermann, (1991); Parker & 
Tavassoli, (2000); Lantos, (2011)) 
 
2.3 Congruence of Typeface and the Effect on Attitudes 
Congruence between typeface and brand (Doyle & Bottomley, 2004), brand personality (Orth & Malkewitz, 
2008), logotype (Foroudi et al., 2014), product (Doyle & Bottomley, 2006; van Rompay & Pruyn, 2011) or a 
profession or business concept (Walker et al., 1986) can have positive effects on consumers’ perception. This 
indicates that a typeface and the context it is used in collectively possess characteristics (Walker et al., 1986). 
Childers & Jass (2002) found that if the typeface used in an advertisement is congruent with the message, it 
reinforces that message and increases its memorability. Van Rompay et al. (2009) add that the congruence 
between visual and textual elements of an advertisement positively affect consumer response. This goes in 
line with Solomon et al. (2010) explaining that attitudes towards products can be heavily influenced by 
intangible product attributes, such as product packaging design and even brand name. Mitchell (1986) has 
contributed to the understanding of how the visual elements of an advertisement affect attitude. It was shown 
that that the visual elements of an advertisement may have an impact on consumers’ product attribute beliefs 
as well as their attitude toward the advertisement itself. In turn, brand attitudes can be affected by these 
elements (Mitchell, 1986). Mitchell & Olson (1981) argue that beliefs about product attributes have a 
considerable mediating effect on brand attitudes. On the other hand, attitudes greatly mediate behavioural 
intentions. Hence, visual information appears to be convertible into semantic knowledge and beliefs 
(attitude) about characteristics of the displayed brand which can ultimately result into a particular 
behavioural intention (Mitchell & Olson, 1981).  
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A product's visual appearance is essential for consumer choice and products are comprised by several of 
visual elements, such as typeface (Bloch, 1995). For instance, Van Rompay & Pruyn (2011) add that 
congruence between other product packaging attributes (e.g. shape and colour) and typeface is of great 
importance. It is argued that the congruence between the product shape and the typeface has an impact on 
brand or product perception, as products with congruent attributes are more appealing (van Rompay & 
Pruyn, 2011).  

It has been shown that congruence among the symbolic meaning connoted by typeface and product can have 
an effect on product preference (Doyle & Bottomley, 2006). Doyle & Bottomley (2004) argue that products 
that are presented with a typeface which is congruent with the product category, are more likely to be further 
investigated than products that are not presented in an appropriate typeface (Doyle & Bottomley, 2004). 
Moreover, congruence between the connotative meaning of a product category and a typeface used for 
promotional materials of a product does not only yield a higher level of investigation; it also increases the 
likelihood of the product being chosen (Doyle & Bottomley, 2004; Doyle & Bottomley, 2006). Arguably, the 
reason for this could be that congruent information can be easily organised into existing knowledge-
structures, as such information corresponds to what we already know. Thus, when new information goes in 
line with what we already know, it can be regarded as congruent (Mandler, 1982). Congruence between a 
product and the typeface for instance, is more aesthetically pleasing for the observer (Van Rompay & Pruyn, 
2011) and leads to higher processing fluency (Meyers-Levy & Tybout, 1989; Mandler, 1982), which, as a 
consequence, facilitates favourable attitudes (Lee & Labroo 2004; Reber, Schwarz & Winkielman 2004).   

On the contrary, incongruence is when the information cannot be easily catalogued into current knowledge 
structures (Mandler, 1982). Incongruent information usually creates ambiguity, hence such information often 
requires an element of "puzzle-solving". It is argued that when the “puzzle” is solved, a rewarding sensation 
emerges (McQuarrie & Mick, 1992; Heckler & Childers, 1992). Hence, when information is presented in an 
incongruent fashion, it can appear to be especially noticeable (Phillips, 2000) which also can positively 
stimulate how an advertisement, for example, is perceived (McQuarrie & Mick, 1992; Heckler & Childers, 
1992). The rewarding sensation that comes with finding a solution to the “puzzle” transfers to advertisement 
and brand evaluations as well and can thus generate positive attitudes (Peracchio & Meyers-Levy 1994; 
McQuarrie & Mick, 1992). In opposition, van Rompay & Pruyn, (2011) found that incongruence in 
connection to typeface is considered to have rather negative effects on individuals’ response i.e. brand 
perception. Doyle & Bottomley (2004) mention that products presented with a typeface which is incongruent 
with the connotative meaning of the product category are less likely to be further investigated as well as to be 
chosen by customers. This can be explained in accordance with Lee and Labroo (2004) and Reber, Schwarz 
& Winkielman (2004) arguing that the “puzzle-solving” element of incongruence leads to a lower processing 
fluency of information. If processing fluency is low due to incongruence (Mandler, 1982 in Meyers-Levy & 
Tybout, 1989; Mandler, 1982) it may not facilitate positive attitudes (Lee and Labroo 2004; Reber et al., 
2004). 
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From this theoretical framework about the congruence and incongruence of the connotative meaning of 
typeface, it can be hypothesised that there is a difference in consumers’ attitude between these two 
conditions, which leads to hypothesis 1 (H1) of this study. 

H1: There is a difference in consumer attitudes when the connotative meaning of typeface used to describe a 
product is congruent with the product category as compared to when the connotative meaning of typeface 
used to describe a product is incongruent with the product category. 

Further, it has been discussed that due to a lower degree of processing fluency under an incongruent 
condition, consumers’ attitudes are less positive in comparison to a congruent condition. This implies on the 
other hand that consumers’ attitude is more positive under a congruent condition in comparison to a negative 
condition. These arguments provide hypothesis 2 (H2) of this study: 

H2: Consumer attitudes are less positive when the connotative meaning of typeface used to describe a 
product is congruent with the product category as compared to when the connotative meaning of the typeface 
used to describe a product is incongruent with the product category. 
 
2.6 Conceptual Model  
It has been hypothesised that there is a difference in consumer attitudes towards a product between a 
congruent condition of the connotative meaning of typeface and product category and an incongruent 
condition of the connotative meaning of typeface and product category (H1). Hence, the conceptual model 
illustrates that consumer attitude cannot be the same under both conditions. It has also been hypothesised that 
consumer attitudes are less positive when there is incongruence between the typeface used to describe a 
product and the product category as compared to when there is congruence between typeface used to 
describe a product and the product category (H2). This also implies vice versa, that consumer attitudes are 
more positive when there is congruence between typeface used to describe the product and the product 
category as compared to when there is incongruence.  

In accordance with hypothesis 2 (H2), it can be argued that attitude is relative to the degree of congruence. 
An incongruent condition then has the lowest degree of congruence. However, an extremely incongruent 
condition does not necessarily have to lead to a negative attitude. The attitude may very well be positive - 
however, less positive than under a congruent condition. The higher the degree of congruence, the more 
positive is the attitude. As such, to test how different degrees of congruence affect attitude implies that the 
study would test the impact of more or less congruent typefaces on attitude. In turn, this would call for 
identifying one neutral typeface and typefaces on either side of the neutral typeface. This study only tests two 
extremes: one very congruent typeface and one very incongruent typeface. Incongruence and congruence are 
assumed to be on the same continuum (counterparts to one another where attitude is relative to the degree of 
congruence), but this study does not concern what is in between the two extremes and how more or less 
congruent typefaces affect attitude. 
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Derived from this, congruence and incongruence (two extremes of congruence continuum) signify the 
independent variable of the study while attitude is dependent. Attitudes are based on the three components 
affect, cognition and conation, but it is assumed that they reflect the overall attitude. Therefore, is the overall 
attitude, which consists out of the three components, the dependent variable for this study. Figure 2.6 
illustrates the conceptual model of hypothesis 1 (H1) and 2 (H2). 
 
 

Figure 2.6: The conceptual model of the effect of congruence/incongruence between product category and 
typeface used to describe a product on attitude 
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3. Methodology 
The following chapter discusses and justifies the research approach and research design of the present study. 
The chapter further clarifies the data sources and data collection method applied. The operationalisation of 
the theoretical concepts is stated as well as descriptions of the pre-test, sampling and data analysis 
procedures. Additionally, the quality criteria of validity and reliability are specified followed by ethical 
considerations concerning this paper. 

3.1 Research approach 

3.1.1 Inductive vs. Deductive Research 
There are two approaches that are central when conducting research and these are: inductivism and 
deductivism (Bryman & Bell, 2011; Ghauri & Grønhaug, 2005). Bryman & Bell (2011) explain that 
deductive theory is considered as the most usual view when describing the relation between theory and 
research. The researcher deduces a hypothesis based on the existing knowledge and theoretical reflections 
regarding a certain subject. The hypothesis or hypotheses have to be exposed for empirical examination and 
it is important that the hypotheses are converted in a way that they can be operationalized (Bryman & Bell, 
2011). The deductive process is very structured and logical, meaning that the steps follow each other in 
order. A hypothesis is formulated based on the existing theory and the data is collected based on the 
hypothesis. In the end, the hypotheses are either rejected or accepted (Bryman & Bell, 2011; Ghauri & 
Grønhaug, 2005). The inductive process differs from the deductive process. The most significant difference 
is that the observations/findings create the theory in an inductive process. The inductive process is constantly 
ongoing, meaning that the researcher alternates between empirical information and theory (Bryman & Bell, 
2011; Ghauri & Grønhaug, 2005). Another expression for this is the grounded theory (Bryman & Bell, 2011). 
This process does not entail testing existing theories, but the theory is instead generated out of the collected 
data (Bryman & Bell, 2011).  

Since the authors of this study use existing theory and deduce hypotheses from this knowledge, a deductive 
research approach is chosen for this study. The aim is to test if there is a relation between the chosen 
independent and dependent variable. The hypotheses are statistically tested against the empirical data 
gathered are accepted or rejected. Hence, this study eliminates a knowledge gap within the research area of 
typeface congruence, specifically regarding typeface-product category congruence/incongruence and the 
effect on attitudes. 
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3.1.2 Quantitative vs. Qualitative research 
Quantitative research results into a deductive process, meaning that the theory is being tested. This means 
that the theory and concepts are operationalized and tested in research. The qualitative research leans more 
towards an inductive process, where the theory is generated out of the gathered data. This entails that the 
theory and concepts are arising out of the data in qualitative research (Bryman & Bell, 2011; Ghauri & 
Grønhaug, 2005).  

The question of which research technique is most suitable for a certain research is reliant on the main 
objective of the research. The most apparent difference between these two approaches is not the quality, but 
more the way of implementation (Ghauri & Grønhaug, 2005). Conducting a project of a quantitative nature 
means that measurements are used in order to quantify the data, this is not the case with a qualitative inquiry 
(Bryman & Bell, 2011; Ghauri & Grønhaug, 2005). Qualitative research is more concerned with the 
apprehension of the participants’ behaviour and attitudes. In comparison to quantitative research, where the 
purpose is to generalize the findings. Usually, the sample size is therefore larger in quantitative research and 
smaller in qualitative research (Bryman & Bell, 2011). Ghauri & Grønhaug (2005) explain that in some 
occasions can data collected be converted into numbers, even though the approach in itself is of qualitative 
nature. Consequently, it is plausible to convert qualitative data into numbers, hence to quantify it. This means 
that these two approaches do not exclude one another. What distinguishes these two approaches is the form 
and procedure (Ghauri & Grønhaug, 2005).  

The authors of this study chose to apply both a qualitative and quantitative approach. First, a qualitative 
approach is used in order to select two product categories that a typeface can be congruent/incongruent with. 
Further, the aim is to select both a congruent and an incongruent typeface with the help of the qualitative 
method. By doing so the authors can operationalize their independent variable and the affect and cognition 
components of the dependent variable. The results provide the authors with a natural and a potent product 
category as well as a congruent/incongruent typeface for each respective product category. Further, product 
category attributes are provided for operationalizing affect and cognition. This is needed in order to measure 
the effects of congruence/incongruence between typeface and product category on the dependent variable 
(attitude). The qualitative method of a focus group is used in order to base choices on individual opinions of 
a small sample of the actual sample which is selected for the quantitative method of questionnaires. A reason 
for the implementation of a qualitative method to extract the two product categories and the respective 
typefaces was due to a possible subjective bias that could occur if the authors had chosen them by 
themselves. Thus, a qualitative method was used in order to design the quantitative method of this study. 
The quantitative research approach was then selected accordingly to the choice of a deductive approach. The 
authors aim to statistically test their hypotheses based on existing theory with a quantified data set and to 
eventually generalize the findings. A qualitative approach is thus inappropriate for this purpose as the 
individual point of view is not of interest. Rather the researchers want to analyse the data objectively in order 
to find a relation between the independent and dependent variable which may be generalized.  
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3.2 Research Design and Research Strategy 
Bryman & Bell (2011) explain that implementing either a quantitative or qualitative approach is deficient for 
a research paper. The manner in which the research is going to be carried out should be included (Bryman & 
Bell, 2011). A research design is a building block needed to carry out a task. Implementing a research design 
entails having an agenda for how to collect data in order to figure out how to resolve the question at issue. 
Choosing a suitable research design assures that the task will be performed in a productive manner 
(Malhotra, 2010; Aaker et al., 2011).  

Bryman & Bell (2011) argue for that there are five main research designs: experimental design, cross-
sectional design, longitudinal research design, case study design and comparative research design (Bryman 
& Bell, 2011). Experiments are well suited for a deductive approach (Saunders et al., 2009). If experiments 
are employed there must be a change in the independent variable. This design concerns if the change has an 
effect on the dependent variable (Bryman & Bell, 2011). This design further argues that the independent 
variable must be manipulated, it acts therefore as an experimental stimulus. An experimental design allows 
the authors of this study to manipulate the independent variable. Moreover, an experiment is divided into two 
groups and these are the experimental group and control group (Ghauri & Grønhaug, 2005). The participants 
are randomly distributed within these two groups. This implies that everything is constant, except for the 
change in the independent variable. The experimental group is being treated with the experimental stimulus 
and the control group usually does not receive any treatment (Saunders et al., 2009).  

Aaker et al., (2011) explain that experimental designs can be roughly divided into two groups: classical 
designs and statistical designs. The key difference between these groups is that classical designs 
acknowledge the influence of a certain treatment level of an independent variable individually - that is, one 
at a time. On the contrary, statistical designs make it possible to examine the influence of various treatment 
levels of an independent variable as well as the influence of at least two independent variables. Moreover, 
classical designs can be classified into three groups: quasi-experimental designs, pre-experimental, and true 
experimental designs (Aaker et al., 2011).  As quasi-experiments entail manipulation of a social arrangement 
they are in this sense experiments. However, these types of experiments are not artificial interventions since 
they are conducted naturally in social settings (Bryman & Bell, 2011). Furthermore, a quasi-experimental 
experimental design does not use random assignment of the subjects. (Aaker et al., 2011). Nonequivalent-
group design is a type of quasi-experimental design. In this post test-only quasi-experimental design, the 
effect of a treatment is determined by the comparison across different groups of participants. That is, one 
group of participants receives the treatment (treatment group) and the other group does not receive the 
treatment (control group). The results of the groups are then compared in order to determine the treatment’s 
relative effectiveness. The treatments are not randomly assigned to the participants. This nonrandom 
assignment can emerge in several different ways. E.g. treatments can be assigned to the participants based on 
convenience (Reichardt, 2009).  
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This study applied a quasi-experimental design (more specifically, a nonequivalent-group design). The 
congruent and the incongruent group worked as control groups to one another. The participants of each group 
were chosen in terms of availability (convenience sample). In turn, the treatment was not randomly assigned 
to the participants of the treatment group. When testing the effect of congruence between the connotative 
meaning of a typeface and a product category on attitude, the treatment group gets the treatment (the 
congruent typeface) while the control group does not get this treatment (incongruent typeface). The results of 
both groups are then compared. When testing the effect of incongruence (the lowest degree of congruence) 
between the connotative meaning of a typeface and a product category on attitude, the treatment group got 
the treatment (incongruent typeface) while the control group did not get this treatment (congruent typeface). 
Hence, there is a change in the independent variable of congruence. The results of both groups were then 
compared. From this can be derived that the two groups work as control groups for each other. 

When a type of experimental research design is applied the research approach is usually explanatory 
(causal). An experimental design is one of the most applicable designs for this type of research approach 
(Malhotra, 2010; Aaker et al., 2011). An explanatory approach aims to explain if and why there is a 
relationship among variables. Moreover, it aims to clarify the motive behind the emergence of the 
relationship (Kumar, 2005). An explanatory approach will be undertaken to explain the relationship between 
the independent variable (x) and the dependent variable (y). According to Bryman & Bell (2011) the logic of 
comparison is a central element of experimental research design. The authors authors applied this logic and 
compared the results from the two experimental conditions in order to test the theoretically based hypothesis. 
In detail this study compared how two different treatments affect consumer attitudes: a) congruence between 
the connotative meaning of typeface of a product and the product category and b) incongruence between the 
connotative meaning of typeface of a product and the product category. The logic of comparison helped the 
authors to fulfil the purpose of this study.  

3.3 Data sources 
There are two types of data collections, namely primary and secondary data (Hox & Boeije, 2005; Ghauri & 
Grønhaug, 2005). Primary data is employed when secondary data cannot be applied in order to solve the 
research problem (Ghauri & Grønhaug, 2005). Primary data is concerned with gathering data for a certain 
research problem, meaning utilising the research techniques that suit the problem in question (Hox & Boeije, 
2005; Ghauri & Grønhaug, 2005). The benefit of primary data is that researchers gather data in line with the 
purpose and objectives of the study. However, a drawback is time consumption and that it may be an 
expensive way to gather data (Ghauri & Grønhaug, 2005). There are several examples of how to collect 
primary data, e.g. experiments, survey, qualitative research (Hox & Boeije, 2005; Bryman & Bell, 2011).  

Secondary sources are information that other researchers have created and that can be reused (Hox & Boeije, 
2005; Ghauri & Grønhaug, 2005). Secondary data analysis entails that the researchers who analyse the data 
have not been involved in the process of actually gathering the information (Bryman & Bell, 2011). Ghauri 
& Grønhaug (2005) explain that secondary sources can be e.g. articles and data created on the internet.  
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The benefit with secondary analysis is that it saves both time and money. However, a problem can be that the 
researcher does not have perfect information about how the data was gathered since the data is in this case 
not created by the researchers’. In addition, there does not exists any oversight regarding the quality of the 
data (Bryman & Bell, 2011). Primary data is considered to be appropriate when the objective is to find 
information concerning people’s attitudes (Ghauri & Grønhaug, 2005). As a result of this, the authors gather 
primary data. Survey questionnaires, which is used to collect quantitative data, is a method usually used for 
primary data collection (Ghauri & Grønhaug, 2005). As discussed vide supra this study applies a 
nonequivalent group experimental design. Since the experiment is conducted in a social setting (quasi 
experiment) the authors used two different questionnaires with two different treatments (congruence/
incongruence). The results of the of the two groups are then compared. 

3.4 Qualitative Data Collection Method - Focus Group  
A focus group is a research method suitable for collecting information of qualitative nature. This approach 
insists upon having six to twelve participants in the focus group. The participants conversed together, with 
focus on a specific topic (selected by the researchers). This enables the researchers to establish an 
understanding concerning people's opinions, thoughts and feelings (Bryman & Bell, 2011). Due to the 
variety of people in a focus group, opinions and ideas can be shared. As a consequence of the discussion, 
participants might perhaps modify their own thoughts. This allows the researchers to end up with more 
realistic answers concerning what opinions the participants have (Bryman and Bell, 2011). In order to not 
lose valuable information, the focus group is both recorded and transcribed. The researchers act as 
moderators to steer the conversation in the correct direction (Bryman & Bell, 2011). The focus group serves 
as a pre-study in order to conduct the actual experiment. The main objective of the focus group is to collect 
data for the independent variable to be used for the survey questionnaires (quantitative data collection 
method) as well as product category attributes to be used for the affect and cognition component of the 
dependent variable (attitude).         

3.4.1 Procedure Focus Groups 
The focus group of 7 respondents (4 females, 3 males) took place in a classroom in a quiet area of Linnaeus 
University in Växjö, Sweden. The participants were selected only in terms of availability and due to the fact 
that they were students at the focal university. Thus, the sample selected for the focus group represented a 
small part of the convenient sample, which was used for the questionnaire (students of Linnaeus University). 
The whole focus group conversation was done in an informal manner, snacks and coffee were provided and 
initially the researchers briefly introduced the respondents to the topic of the study. 6 respondents were 
undergraduate business students and one respondent was an undergraduate design student. For detailed 
demographic data (e.g. age) about the participating respondents see Appendix 1. The specific purpose was to 
let respondents identify 2 product categories based on the typeface design categories in the theoretical 
chapter and to be used in the later questionnaire.  
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Further, they had to identify specific attributes for each product category with the purpose to operationalize 
the concepts of affect and cognition for the questionnaire. Finally, in task 3 respondents select a congruent 
and an incongruent typeface for each product category. These typefaces are then used in the questionnaires as 
the two different treatments. Tasks were first processed individually by each respondent and then the results 
had to be discussed within the group to reach a consensus. The reason for this was to avoid the risk of one (or 
more) participant(s) being more dominant than the others, hence possibly influencing the opinions of the 
other participants. The choice of product categories was triggered by the opposing typeface design 
categories, potency and naturalness, stated in the theoretical chapter.  

Firstly, the respondents were given the task (task 1) to discuss and find two product categories matching with 
the perceptual description of the two typeface categories displayed on a screen. In task 2 respondents had to 
point out certain attributes of the products for each of the two product categories which they identified. Then 
they had to rank them and discuss the 3 most important attributes. These attributes were later used as 
measurement concepts for cognition since cognition concerns the feelings and beliefs about specific product 
attributes. Lastly (task 3), respondents were given a set of pre-selected typefaces (10 typefaces with different 
degrees of naturalness and potency - see Appendix 4). The different degrees of naturalness were selected 
based on how many of the perceptual characteristics a typeface matched with. The two extremes of typeface 
which were Zapfino for naturalness and Blackoak for potency matched with the most perceptual 
characteristics. The typefaces were presented with the term “Typography” in order to avoid possible biases 
through the particular names of the selected typefaces (e.g. Apple Chancery). Respondents now had to select 
two typefaces with respect to the congruence/incongruence with the product categories. This means that they 
had to choose typefaces that were perceived as the most congruent and the most incongruent with the product 
categories.  

3.4.2 Results Focus Groups 

Task 1 
After discussing their own selection, they came to an agreement that the product category that was perceived 
appropriate for naturalness was hygiene products The product category that was perceived as appropriate for 
potency was tools.  

Task 2 
For the second task the attributes which characterise each product category were discussed. These attributes 
helped the authors to formulate questions about consumers’ feelings (affect) and beliefs (cognition) about the 
product. The table below shows the results of task 2: 
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Out of the attributes stated in Appendix 3, the participants pointed out the following three attributes as the 
most important for each product category. 

Hygiene products - attributes for affect component 
Moisturising qualities, freshness 
________________________________________________________________________________ 
Tools - attributes for affect component 
Robustness, handling 
________________________________________________________________________________ 
Hygiene products - attributes for cognition component 
smell, quality, beauty  
________________________________________________________________________________ 
Tools - attributes for cognition component 
simplification, reliability, result 

These attributes were used in the operationalization to formulate the specific statement for two of the three 
theoretical components of attitude (affect, cognition) since the statements served as measurement instruments 
for the dependent variable selected for this study. 

Task 3 
After discussing their individual selection respondents reached a consensus in which the most congruent and 
the most incongruent typeface was defined. For the natural product category hygiene products, the typeface 
Zapfino (1) was selected as most congruent but most incongruent for the potent product category tools. On 
the other hand, the typeface Blackoak (8) was selected as the most congruent for the product category tools 
but as the most incongruent for hygiene products. The reason for this is that the product categories and thus 
the typefaces are polar opposites. The focus group identified product categories in task 1 in accordance with 
the perceptual characteristics of the typeface design categories (naturalness and potency), which means that 
the product categories also are each other’s polar opposites (one natural category opposed to one potent 
category). Therefore, when testing the effect of the two extremes of congruence (congruence/incongruence) 
between the connotative meaning of typeface and product category on attitude, the two conditions are as 
extreme as they possibly can be because the typefaces and the product category are either polar opposites or 
identical with regard to their perceptual qualities (see Table 2.1). Consequently, this study only tests two 
extremes: one very congruent typeface and one very incongruent typeface 
Due to that the authors selected these typefaces with the help of Table 2.1 (theoretical framework) the 
typeface choices of the participants supported their choice of product categories. This means that task 3 
validated the result of task 1. It further supports again that naturalness and potency, thus hygiene products 
and tools, are opposites to each other. For a detailed overview of the typefaces and the selections see 
Appendix 3. 
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3.5 Quantitative Data Collection Method - Survey 
There are different kinds of research techniques that can be employed when gathering primary data. In order 
to select the best customised research technique, it has to be in accordance with what is best suited with the 
purpose of the research (Kumar, 2005). Resources that are at display and the expertness of the investigators 
plays a part when focusing on the instruments that are relevant to gather empirical data. The researcher has 
the opportunity to gather data with both quantitative and qualitative methods (Kumar, 2005).  

In this study a quantitative approach was selected, in addition primary data was applied as a course of 
gathering information. Bryman & Bell (2011) explain that in quantitative research several research 
techniques such as structured interviews, surveys, structured observations and content analysis can be 
applied. Ghauri & Grønhaug (2005) argue that questionnaire is considered to be the most common 
instrument of gathering empirical data when using a survey method. There are two ways to gather data 
through survey methods; either by a self-completion questionnaire or through structured interviews. By 
employing structured interviews researchers can help and assist the participants with information if the 
survey is hard to understand. In a self-completion survey the participants respond to the question without any 
help from the researchers. The main disparity is that in structured interviews the researchers ask the 
questions and in some occasions clarify them, in a self-completion survey the participants answer the 
questions on their own. On the other hand a self-completion questionnaire does not entail any interviewer 
effect and no differences in wording of the questions (Kumar, 2005; Bryman & Bell, 2011).  

As discussed in the previous chapter, survey questionnaires are a feasible research technique for gathering 
primary data. Questionnaires are an efficient way of receiving information regarding consumers’ attitudes. 
This information might be useful for explanatory/causal purposes (Ghauri & Grønhaug, 2005). As the 
objective of this study is to measure the effect of typeface congruence/incongruence on consumer attitudes, 
survey questionnaires (self-completion questionnaires) were selected. Further, gathering data through a 
questionnaire facilitates quantification and statistical analysis of data, which was done in this paper.   

3.5.1 Questionnaire Design 
The layout of the questionnaire is important to have in mind because of the large sample. The survey has to 
be designed in a way easy to understand by respondents. Participants should not misconstrue the questions, it 
is therefore necessary that the questions are simple and precise (Ghauri & Grønhaug, 2005). Bryman & Bell 
(2011) suggest that the questionnaire should be designed in a way that it seems to be as brief as plausible in 
order to minimise the possibility of having a low response rate. This is a question of making the survey as 
appealing as possible for the respondents (Bryman & Bell, 2011). It is important to have in mind how the 
questions are being formulated. The questions should be understandable for the respondents and relevant for 
the study. A questionnaire can have both structured questions and unstructured questions. Open-ended 
(unstructured) questions do not provide any alternatives for the participants, they are instead free to answer 
what they want (Ghauri & Grønhaug, 2005).  
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A drawback with having open-ended questions is that the researchers may have a large fluctuation in the 
answers. Consequently, it becomes challenging to code and categorise the data. The benefit with closed 
(structured) questions is that the researchers can get precise answers. The respondents then have to tick their 
answer in one of the different alternatives (Ghauri & Grønhaug, 2005). In order to measure the answer for 
each of the attitude revealing attribute questions scales were used. Aaker et al. (2011) explains that there 
exists different sorts of attitude rating scales. Non-comparative multi-item scales are applied when there are 
several factors that play a part, hence it is not possible to only have a general attitude-scale. Likert scale is a 
part of Multi-Item Scales and it reveals whether the respondents agree or disagree to different statements in 
regard to attitudes. A Likert scale can be divided into two elements, item and evaluative. The first concerns 
the statement of the attitude or product. The latter concerns with how respondents reply to these statements, 
such as for example, agree or disagree (Aaker et al., 2011). The Likert scale can be ranked from 1 to 7, where 
1 can be equal to strongly disagree and 7 can mean strongly agree (Bryman & Bell, 2011).  

To test if the congruence versus incongruence between the typeface used to describe a product and the 
product category itself has a positive effect on consumer attitudes towards the product, the authors selected 2 
product categories with the help of a focus group. In the questionnaire the description of this category was 
displayed in either a congruent or incongruent typeface, which also was selected by the focus group. Hygiene 
products (naturalness) and tools (potency) were the two product categories identified. Two types 
questionnaires were developed. The authors decided to divide them into four separate questionnaires, one 
congruent and one incongruent version for each product category displayed in the respective questionnaire. 
The reason for this was a possible bias which could come up when both product categories would have been 
in the same questionnaire, which means that the two product categories could have biased respondents. 
Respondents could be biased when answering questions about the second product category due to that they 
already answered questions about the first product category. All four questionnaires were introduced with a 
brief cover letter, since the respondent needs to be well informed about the topic of the questionnaire.  

The two product categories identified were hygiene products and tools. In order to facilitate the measurement 
of attitudes, the authors selected a particular product as a proxy for the two product categories. For hygiene 
products shampoo was chosen and for tools, hammer was selected. For the selection, the authors considered 
products that are very common in an household and which both male and female respondents can be 
expected to have some degree of experience with. This was important for the design of the questionnaire in 
order to make it easier for respondents to display their attitude since it might have been difficult for 
respondents to display an attitude towards a product category only. In the top the product category was 
mentioned followed by the name of the specific product and a short description of the product and its 
features. The selection of features was inspired by the attributes selected by the focus group. The product 
category, the product name and the product description were presented in the same typeface (either congruent 
or incongruent with the product category) since this was the stimuli, thus the independent variables of this 
study.  
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In two of the four questionnaires the connotative meaning of the typefaces used for the text of the ads was 
congruent with the connotative meaning of the product category, while in the remaining two questionnaires 
the text of the ads was presented in incongruent typefaces (see Appendix 5 for overview of typefaces used). 
The product category, the product name as well as the product description were presented in form of an 
advertisement. After the presentation of the advertisement, statements with reference to the 
operationalization vide infra followed in order to measure attitude through the three components affect, 
cognition and conation. The respondents had the choice to provide their answer on a 7-point Likert scale 
where the values reached from: 1 ‘strongly disagree’, 2 ‘disagree’, 3 ‘moderately disagree’, 4 ‘neither 
disagree nor agree’, 5 ‘moderately agree’, 6 ‘agree’, 7 ‘strongly agree’. Likert scales were selected in 
accordance to Bryman & Bell argumentation vide supra (2011). All four questionnaires were translated to 
Swedish. The actual questionnaires which were handed out to respondents can be found in the Appendix 5.  

3.5.2 Operationalization 
The following operationalization is developed in order to measure the effect of the independent variable on 
the dependent variable. The effects of the independent variable is measured separately which means that each 
operationalization is applied for (1) a congruent condition and (2) an incongruent condition. The three 
components are affect, cognition and conation which together represent an individual’s overall attitude 
(dependent variable). 

The questions formulated in this operationalization can be traced back to the theory of tricomponent model 
of attitudes and the results of the focus group. Question 1 regards the general feeling (affect) one has towards 
the product while both question 2 and 3 have been based on two attributes that resulted from the focus group. 
All three questions regarding cognition (beliefs) were based on different product attributes which the focus 
group participants identified. The last three questions about conation are related to behavioural intentions and 
actions (conation) connected to the product. 
This procedure was implemented for both categories (hygiene products & tools). 
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Table 3.5.2a: Operationalization 1 -Hygiene Products (shampoo) 
 
 
 
 
 
 
 

 
 

Theoretical Measurement 
Concept Dependent Variable

Measurements (Dependent 
Variable) 

Measurement Instrument 

Tricomponent Model (ABC) of 
Attitudes:  

This model suggests that an 
overall attitude towards an 
attitude object is based on three 
components which are affect, 
cognition and conation ((Evans et 
al., 2009; Lantos, 2011)

Affect (Feelings 
(Evans et al, 2009; Lantos, 2011, 
Chen & Cheng, 2012, Chih et al., 
2015)

1. I have a positive feeling 
towards the product

2. I feel good about the product’s 
moisturising qualities

3. I have a positive feeling about 
the product’s refreshing qualities

Cognition (Beliefs) 
(Evans et al., 2009; Lantos, 2011)

4. I believe that the product smells 
good

5. I believe that the product has 
good quality

6. I believe the product would 
make my hair look good

Conation (Behaviour) 
(Evans et al., 2009; Lantos, 2011, 
Chen & Cheng)

7. I would like to use the product

8. I would recommend the product 
to others

9. I would like to buy the product
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Table 3.5.2b: Operationalization 2 - Tools (hammer) 

3.5.3 Pre-testing  
Ghauri & Grønhaug (2005) argues that pre-testing is a criterion in order to assess the construct validity of the 
measurements and if the questions are comprehensible. After the measurements have been established, they 
should be tested on carefully selected people. These people should act as counsellors and give their input on 
the measurements applied (Ghauri & Grønhaug, 2005). Bryman & Bell (2011) extend these arguments by 
emphasising that pre-testing is in particular essential in a self-completion questionnaire. Because the 
researchers are not in place to help respondents with the questions (Bryman & Bell, 2011).   
The pre-test for this study was conducted by handing out 5 questionnaires of each of the four types to  20 
Swedish speaking marketing students at Linnaeus University in Växjö, Sweden. Additionally, the four 
questionnaires were reviewed by Martin Amsteus (senior lecturer at the marketing department of Linnaeus 
University), who was the author's’ supervisor for this study. The results of the pre-test and the feedback from 
the supervisor implied that some small changes were necessary regarding the formulation of statements.  

Theoretical Measurement 
Concept of Dependent Variable

Measurements (Dependent 
Variable) 

Measurement Instrument 

Tricomponent Model (ABC) of 
Attitudes:  

This model suggests that an 
overall attitude towards an 
attitude object is based on three 
components which are affect, 
cognition and conation (Evans et 
al., 2009; Lantos, 2011)

Affect (Feeling) 
(Evans et al, 2009; Lantos, 2011, 
Chen & Cheng, 2012, Chih et al., 
2015)

1. I feel positive about the product

2. The product feels robust

3. I feel good about the ergonomic 
grip of the product

Cognition (Beliefs) 
(Evans et al., 2009; Lantos, 2011)

4. I believe that the product 
simplifies my work process

5. I believe that the product is 
reliable

6. I believe that using the product 
will provide good results

Conation (Behaviour) 
(Evans et al., 2009; Lantos, 2011, 
Chen & Cheng)

7. I would like to use the product

8. I would recommend the product 
to others

9. I would buy the product
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3.6 Sampling 
Sampling is a method of choosing a portion of the entire population. This group of people is then 
representative for the population. The benefits of applying this procedure is that it is timesaving with regards 
to both human and economical resources. The drawback is that the data gathered from the sample does not 
actually speak for the entire population, these are instead assessments and forecasts made out of the sample. 
As a result, there is a risk that an error might occur in the predictions (Kumar, 2005). 

According to Malhotra (2010), the most important decision when it comes to the choice of sampling 
technique boils down to the choice of probability or non-probability sampling. Bryman & Bell (2011) 
explain that a probability sample is a sample that has been chosen with the use of random selection. In a 
probability sample, each unit of the population has a known chance of being chosen. It is normally 
considered that a sample that precisely reflects the population, a representative sample, is more likely when a 
probability sample is the method of selection (Bryman & Bell, 2011). The very aim of this method is to keep 
sampling error, that is the difference between sample/population from which the sample is selected, as low as 
possible. When the sample has not been chosen with the help of a random selection method, it is a non-
probability sample. This means that the chance of being chosen is not the same for all units in the population 
(Bryman & Bell, 2011).  

Saunders et al. (2009) state that it is not always possible to specify the probability that any unit will be part 
of the sample. The reason for this could be the lack of a sampling frame and limited resources. Also, a 
randomly selected sample may not be suitable with regards to the research question(s) (Saunders et al, 2009). 
Non-probability sampling consists of three main sampling techniques: convenience sample, snowball 
sample, and quota sample. A convenience sample is a sample that has been selected on the basis of its 
accessibility to the researcher(s) (Bryman & Bell, 2011). Malhotra (2010) argues that this technique is the 
cheapest and least time consuming sample technique there is. However, there are downsides to this 
technique. The findings of a convenience sample may not generalised. The reason for this is that one cannot 
know what population the sample is representative of (Malhotra, 2010). 

For this study, a convenience sample is chosen as the sampling technique. Since this sampling method is 
considered as a non probability sampling method it is appropriate for the non-equivalent experimental design 
that this paper follows. The sample is chosen in terms of availability of subjects and the only requirement is 
that the sample only includes students in order to achieve consistency. As the researchers are located on the 
campus of Linnaeus University in Växjö, Sweden only Swedish speaking students from this university are 
selected.  
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3.6.1 Sampling Frame and Sample Selection  
A sampling frame constitutes a list of all individuals in the population of interest. The actual sample is 
selected from this sampling frame (Bryman & Bell, 2011). Since the authors of this study have chosen to use 
convenient sampling as sampling method the the sampling frame contains all students at Linnaeus University 
in Växjö, Sweden. The authors selected a sample of 200 students that were located in one of the several 
buildings at Linnaeus University on Thursday the 12th May 2016 between 11am and 4pm. The authors 
assured that the respondents completing the questionnaire actually were students of the university. This was 
done through simply asking them if they were students.  

3.6.2 Data Collection Procedure 
The authors selected the sample by handing out 50 questionnaires of each type to students located in several 
buildings at the university. In total 200 students were selected to complete the questionnaire (100 congruent 
and 100 incongruent). The authors were careful when selecting the respondents in order to avoid that a 
student who already completed one type of the questionnaires completed another one in order to avoid 
biases. The authors explained the questionnaire to each respondent since they physically were handed out by 
the authors themselves.  

3.7 Data analysis method 

3.7.1 Descriptive statistics 
According to Saunders et al. (2009) and Ghauri & Grønhaug (2005) descriptive statistics provide researchers 
with the opportunity to present and compare the data gathered with numbers. The research question(s) of the 
study and its objectives should pilot the choice of statistics. Statistics describing a variable are concerned 
with two things: the central tendency and dispersion. It is common to present general reflections of values 
that can be regarded as common/average/middling when quantitatively describing data for samples/
populations (Saunders et al., 2009). These values are referred to as measures of central tendency. The three 
most commonly used ways of measuring central tendency are: mode (the value that appear most regularly), 
median (the middle value of the ranked data), mean (the average). The mode can be computed for variable 
where there are expected to be a considerable amount of categories (Saunders et al., 2009). The 50th 
percentile can be determined in quantitative data by computing the median. The perks of using the median, is 
that it is not influenced by extreme values (Saunders et al., 2009; Bryman & Bell, 2011). The mean is the 
most commonly used measure of central tendency. As stated, describing a variable statistically does not only 
concern the central tendency (Saunders et al., 2009; Bryman & Bell, 2011). Dispersion is also of great 
importance, which is about describing how data values are scattered (dispersed) around the central tendency 
(only feasible for numerical data). The inter-quartile range and the standard deviation are the two most 
regularly used approaches to of describing dispersion. The inter-quartile range is equivalent to the variation 
in the mid fifty percent of values (Saunders et al., 2009). The data values can be divided into four sections 
(quartiles), ranging from the lowest to the highest value. The interquartile-range is the variation, difference 
that is, between the two middle quartiles (upper and lower bound).  
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Hence, the inter-quartile range discounts extreme values (Saunders et al., 2009). The standard deviation 
measures the degree to which values vary from the mean (Saunders et al., 2009; Bryman & Bell, 2011). The 
standard deviation is of great importance from a statistical point of view, as it determines the usefulness of 
the mean as a common value for the distribution. If the values are near the mean, it implies that the mean is 
more common than if the values would be further away from the mean (Saunders et al., 2009). 

As the mid-point in the 7-point Likert scale used for the questionnaires in this study is 4, 5-7 is regarded as a 
positive attitude while 1-3 is regarded as a negative attitude. Hence, the mid-point (4) is neutral with regards 
to attitude. The descriptive statistics helped the authors to define and compare the the means, the standard 
deviations and the upper and lower bounds of the respondents’ attitude among the congruent and incongruent 
condition (independent variable) which helped to identify general tendencies.  

3.7.3 Analysis of Variance (ANOVA) 
The purpose of an analysis of variance is to test a specific hypothesis (significance) which relates to the 
differences between the means of two or even more populations (Malhotra, 2010; Aaker et al., 2011). For the 
simplest form of ANOVA there must be at least one metric dependent variable as well as at least one non-
metric (categorical) independent variable. The categorical independent variable is synonym with the term 
factor. A combination of the particular factors is a treatment. Saunders et al. (2009) argue that the variance of 
a data values means how spread these are between and within the groups. These differences are presented by 
the F statistic and a large F value with a probability value (p) less than 0.05 means that the difference in 
means is statistically significant (Saunders et al., 2009).  
The differences of the means of one categorical variable can be determined by a so called one-way ANOVA 
(Malhotra, 2010). This study used the method one-way ANOVA in order to examine the difference between 
the means of the congruent/incongruent condition. Further, the one-way ANOVA was applied in order to test 
hypothesis 1 and 2 (H1 & H2). The significance level (p < 0.05) showed if the difference between the means 
presented in the descriptive statistics were statistically significant or not.  

3.7.4 Analysis of Covariance (ANCOVA) 
An analysis of covariance is a analysis method with a wide range of applicability (Keselman et al., 1998) and 
used when there are both metric and categorical independent variables (Malhotra, 2010). It is a combination 
of a regression analysis and an analysis of variance (ANOVA). Malhotra (2010) mentions that it is an 
analysis of total variation and the errors are normally distributed as well as non correlated. The covariates 
can be can one or more, which refers to a metric independent variable. The model further assumes that the 
variance is constant as well as that there is only one dependent variable measured (Malhotra, 2010). 
Keselman et al. (1998) argue that there are two main objectives of ANCOVA. It can reduce the error variance 
in experimental studies where subjects are randomly assigned to one of two groups with different conditions. 
This facilitates that the effect of an independent variable in a dependent variable can be measured in a more 
precise manner which leads to stronger statistical results.  
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An analysis of variance is conducted on the residuals of the regression which examines if the independent 
variable has an effect on the dependent when the covariates are removed (Malhotra, 2010).  
Reichardt (2009) argues that ANCOVA is a method to increase credibility when a post-test (post-treatment) 
nonequivalent group experiment design was chosen for research. Since the authors of this study selected two 
different product categories with the help of a focus group it could be that there are differences in the results 
due to the nonequivalence of these product categories. Since the authors did not conduct a pretest post-test 
method in order to determine such possible differences an ANCOVA was conducted. The aim was to test if 
the independent variable still has an impact on the dependent variable when the differences between the two 
product categories are taken into account. However, it is argued that in order to be able to use ANCOVA 
there are some assumptions that need to be met (Keck, 1994). Keck (1994) argues that before conducting an 
ANCOVA the normality of the subgroups (in this case the two different product categories) and the 
homogeneity of variance between the independent variable and the covariate need to be satisfied which 
means that the results of these tests should be insignificant. The normality of the subgroups was significant 
which means that the values varied significantly (thus not satisfied) between the product categories. This is 
due to the fact that there were two questionnaires for each treatment and product category which violated the 
normality of the subgroups. Homogeneity of the variance was insignificant (thus satisfied), however, the 
authors were not able to satisfy both assumption which was the reason to not use ANCOVA for this research. 
Only a normal analysis of variance (ANOVA) was conducted and the possible bi-effect of the covariate was 
not considered. 

4.7.2 Simple Linear Regression Analysis (bivariate) 
When analysing the associative relationship between a metric dependent variable and at least one 
independent variable, regression analysis, also called bivariate regression, is a very capable and flexible 
procedure in statistics. Regression analysis can be applied in several ways. It can reveal whether or not there 
is a relationship between the independent and dependent variables, and if, the strength of such a relationship, 
which means how much the dependent variable changes due to the independent variable (Malhotra, 2010; 
Aaker et al., 2011). Further, a regression analysis can determine the structure of the relationship which refers 
to the mathematical equation for the relationship. Also, regression analysis can anticipate values of the 
dependent variable. Finally, it can be used to control for other independent variables when assessing the 
contributions of a particular variable or group of variables (Malhotra, 2010). Conclusively, Aaker et al. 
(2011) mention that regression analysis can be used to describe, predict and control the relationship between 
a dependent variable and independent variables. Correlation analysis is incorporated in a regression analysis 
in order to describe the relationship of the variables. The Pearson correlation coefficient contributes a 
measurement of the linear association between two variables (Aaker et al., 2011). This correlation coefficient 
is normally denoted by the letter R.  It can assume any value ranging from -1 to +1.  A perfect positive 
correlation corresponds to a value of +1, meaning that two variables are absolutely related; when the values 
of one variable increase, so do the values of the other variable (Saunders et al., 2009). On the contrary, a 
perfect negative correlation corresponds to a value of -1, once again meaning that two variables are 
absolutely related.  
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Anyhow, when the values of one variable increase, the values of the other variable do not increase as well - 
they decrease instead. A value of 0 means that the variables are completely independent of one another. 
Values on either side of the value of 0 (in between -1 to +1) correspond to correlations of varied positive/
negative strength (Saunders et al., 2009). R squared is the coefficient of determination (usually displayed as 
R2). R2 is the value that shows the degree to which data fit statistical models as simple linear regression 
analysis. In a regression model, the R2 value will provide an understanding of the goodness of fit of the real 
data points. On the other hand, R Square adjusted is a measure for the the comparison of suitability of 
alternative explanatory variables. Thus, R2 Square adjusted only focusses on the independent variable 
excluding alternative variables. This makes the value of R Square more precise (i.e. R Square adjusted) 
(Jianlong et al., 2015). However, correlation analysis does not reveal anything about the type of relationship, 
just the strength of association between the two variables. This is what regression analysis is for: to 
understand the type of relationship between at least two variables (Aaker et al., 2011).  Malhotra (2010) 
argues, however, that a regression analysis can be able to explain the change in the dependent variable but 
this does not necessarily lead to causation. The formulation of the general linear model is essential in order to 
conduct a regression analysis, which is used for prediction of values. The general linear model can be 
formulated with the help parameters b0 and b1 (Aaker et al., 2011). b0 (unstandardised Beta coefficient) 
provides the intercept of the line which means the value of the dependent variable (Y) when no independent 
variable (X) exists while b1 (standardised Beta coefficient = correlation coefficient) reflects the slope of the 
line that is the dimension of the relationship between the dependent variable (Y) and the independent 
variable (X) (Saunders et al., 2009).The parameters thus describe the expected change of the dependent 
variable when one unit of the independent variable (X) is changed (Aaker et al., 2011).  

In order to control the relationship of the independent and dependent variable three assumptions about the 
residuals must be met (Saunders et al., 2009). Aaker et al. (2011) explain that the model assumes that the 
relationship is linear or at least close to that. Also, Saunders et al. (2009) argue that the relationship between 
the independent and dependent variable should be linear (on p p plot regression line). The standard error is 
assumed to be normally distributed which means that for each independent variable the dependent variable is 
normally distributed (Gaussian distribution), which means that for every value of the independent variable, 
the allocation of the dependent variable is normal (Aaker et al. 2011). A third assumption is that the data 
values for the independent and dependent variable should have equal variances which is called 
homoscedasticity. This means that there should be a random pattern of values in the scatterplot (Saunders et 
al., 2009).  

This study used the simple linear regression as a method to describe the relationship between the 
independent and the dependent variable and further, to predict the variation in attitude due to the two 
different conditions (congruent/incongruent). Lastly, these values were controlled with the help of the 
regression residuals by investigating if assumptions are satisfied. 
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3.7.5 Data coding 
Prior to analysing the data it needs to be coded (Saunders et al., 2009). The authors coded the data gathered 
in order to make it employable for the statistical software program IBM SPSS Statistics Data Editor. The 
statements in the questionnaire were ranked in a Likert scale with options from 1-7. In the Likert scale, 1 was 
equal to strongly disagree and 7 was strongly agree. The answers from the questionnaire were given the same 
number in SPSS, e.g. if a respondent answered 6 on a statement, it was then coded as 6 in SPSS. The last two 
questions about age and gender were interpreted through a nominal scale. These two question were coded 
differently in contrast to the other ones. The question in regards to age was split into four separate options, 
1=18-25, 2=26-33, 3=34-41, 4=41+. Gender was coded as 0=male and 1=female. The two different product 
categories were coded as 0=hygiene products and 1=tools. Finally, the code for the congruence/incongruence 
was 0=congruent and 1=incongruent.  

3.8 Quality Criteria 
Bryman & Bell (2011) argue that validity and reliability are two important terms when examining the quality 
of the measurement instrument. Validity concerns with whether the measurement instrument measures what 
it is intended to measure. Reliability concerns with the stability of a measurement instrument (Bryman & 
Bell, 2011). 

3.8.1 Validity 
Validity is concerned with whether a measurement instrument (question) actually measures what it is 
intended to. Measurement validity contains of different kinds of validity. Face validity is something that a 
researcher ought to determine. This can be settled by asking professionals within the field if they believe that 
the measurement is valid and if it is on point (Bryman & Bell, 2011). Concurrent validity refers to the extent 
which an operationalization can predict other constructs and if they perform as expected in relation to other 
variables. Construct validity entails that a hypothesis should be derived from the theoretical framework. It 
refers to the extent which an operationalization distinctly measures the concept it is supposed to measure 
(Bryman & Bell, 2011). 

Face validity was established by asking one senior lecturer at Linnaeus University (Martin Amsteus) within 
the field of marketing to evaluate and critically voice his opinions concerning the operationalization. The 
reasons for this was to see if the measurements together with the theoretical concepts were measuring  
precisely. Additionally, a pre-test was carried out by distributing five questionnaires of each of the four types 
to 20 marketing students at Linnaeus University in Växjö, Sweden to see if the questions were 
understandable. Construct validity was determined by the operationalization of the theoretical concepts. By 
thoroughly investigating the theoretical concepts the authors assured that the instruments measured correctly. 
Further, construct validity was approached statistically with a correlation analysis between the three attitude 
components that provide an overall attitude. Correlation analysis concerns measuring how strong the 
relationship between variables is.  
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E.g. the correlation coefficient contributes a measure of the extent to which there is a relationship between 
two variables (Aaker et al., 2011). Researchers are oftentimes interested in finding out if there is any 
association, relationship that is, between variables (two or more). In case of a relationship, the strength and 
nature of that of that relationship is what the researcher would like to know. Correlation analysis can be 
practiced when a quantitative variable (dependent variable) is going to be studied as a function of, or in a 
relationship to the independent variables. (Cohen et al., 2003). The correlation analysis of the three 
components of the dependent variable was especially important for this study since they necessarily must 
measure the same.   

Reichardt (2009) explains that due to the fact that the participants in a nonequivalent group design (which is 
the design of this study) are not randomly assigned to the treatment conditions, the participants of the 
treatment group might differ to those of the control group even before the treatment is distributed. These 
initial differences between the groups are referred to as selection differences. One such difference might be 
that the participants of one group are more intelligent or more socially adept than the those of the other 
group. Selection differences can be a severe threat to the internal validity of the study (Reichardt, 2009). 
Internal validity points to the confidence with which a cause and effect relationship can be claimed (Bryman 
& Bell, 2011). As such, a difference between the control group and the treatment group might not be the 
consequence of the treatment itself. In this study the researchers assured that all sample units were students 
at Linnaeus University in Växjö (Sweden) in order to avoid significant selection differences among the two 
groups. Bryman & Bell (2011) state that external validity is a problem when applying a non-probability 
sampling technique (e.g. convenience sample). This is because the sample is not a fair representation of the 
population. External validity concerns the generalizability of the findings. Hence, one should be very 
cautious when generalising the findings of this study. Bryman & Bell (2011) argue that ecological validity (if 
the research is applicable in the social everyday life) tends to be strong in quasi-experiments. This is due to 
that quasi experiments are not artificial but natural interventions in social life (Bryman & Bell, 2011).  

3.8.2 Reliability 
Reliability refers to the the stability of results and and consistency of measurement items over time (Aaker et 
al., 2011). Bryman & Bell (2011) suggest that there are three different areas within reliability. Stability refers 
to if the measurement instrument is durable for a long period. This means that there should not be a 
significant difference in the results if the study is conducted several times by the same sample (Aaker et al., 
2011; Bryman & Bell, 2011).  
Internal consistency reliability refers to the stability of the indicators the scale consists of (Bryman & Bell, 
2011). The several indicators are summed to form a total score for the respective scale. Internal consistency 
reliability assesses if the scores that participants have on a indicators have a tendency to be linked with the 
participants scores in any of the alternative indicators. One of the easiest ways to approach internal 
consistency is split-half reliability, which means that the indicators of a scale are split into halves and the 
resulting divided indicators are correlated (Aaker, et al., 2011). Malhotra (2010) explains that the Cronbach’s 
alpha is a measure which can be used to test this area of reliability.  
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This is the average of all split-half coefficients from the several methods of dividing the indicators of the 
scale. The coefficient average can vary from 0 to 1, however, the value should be at least 0.6 in order to 
reach a moderate internal consistency. A value of 0.73 or higher is an indicator for exceptional internal 
consistency reliability (Bryman & Bell, 2011). Usually, does the average of the split-half coefficients 
increase with the amount of indicators of the scale. Thus, the value increases when the number of indicators 
increase (Malhotra, 2010). 
Inter-observer consistency refers to when there is a subjective opinion included in the decision process 
(Bryman & Bell, 2011).  

Since the nonequivalent group experiment conducted in the present study was only conducted once the 
authors cannot be sure about the general stability of the measurement instrument. The Cronbach’s alpha was 
used in order to assure the internal consistency reliability of the study. Hereby, the authors were concerned to 
reach a value of 0.73 or higher. Inter-observer consistency was reached through the fact that the authors used 
a questionnaire in order to gather their data. The statements were not open-ended and had the same order in 
each respective questionnaire. 

3.9 Ethical considerations 
Bryman & Bell (2011) suggest that there are four ethical principles that should be of concern to a researcher. 
Firstly, if the research can be considered to hurt the participants in any way, it should then be seen as not 
acceptable. The area which is discussed the most regarding the ethical principles is whether the participants 
are informed about the study they are participating in (Bryman & Bell, 2011). Based on this information, the 
participants should make a decision on if they want to partake or not. It is not tolerated to be intrusive on 
people. That is, to intrude on their privacy. It is important to treat people with respect. The last ethical 
principle is concerned with whether the study in matter is truthfully represented, or if the study is represented 
as something that it is not (Bryman & Bell, 2011). 

The ethical considerations stated above were taken into considerations. In the questionnaire a cover letter 
was included. In the cover letter the intention of the study was revealed and the assurance that the 
respondents remained anonymous. The researchers did also verbally assure that the respondent would be 
anonymous when handing out the questionnaire. The respondents were not mentally harmed, since the 
authors reassured that the information was only used for the purpose of the study and the participation was 
voluntary.  
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4. Results 
This chapter presents the data collected with the help of the questionnaire. The data was evaluated with 
SPSS. Descriptive information about the distribution of gender and age is presented as well as the means of 
each attitude component and the overall attitude concept (dependent variable).  Moreover, a comparison of 
the means of the dependent variable is stated which reflects the significance of the difference between the 
means in a congruent/incongruent condition (independent variable). The validity and reliability of the data 
gathered is stated and finally the results are tested against the hypothesis of this study. Additional 
information displayed by the results is stated in the end of this chapter.  

4.1 Descriptive statistics - Sample  

4.1.1 Gender 
Figure 5.1.1 shows the gender distribution of the 200 respondents. 53 % were males and 47 % were females. 
The distribution between the genders were close to equal  

Figure 4.1.1 Gender of respondents 
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4.1.2 Age 
Figure 5.1.2 shows that 79 % of the respondents were between 18-25 years old and 21 % were between 
26-33 years old. None of the respondents were above 33 years of age. 
 

Figure 4.1.2 Age distribution of respondents 
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4.2 Hypothesis testing  
In order to test the hypotheses (H1 & H2) of this study the authors conducted descriptive statistics and an 
analysis of variance in order to point out the statistical significance. Moreover, a simple linear regression 
analysis was conducted in order to show how much the mean of overall attitude varies when the condition is 
changed from congruent to incongruent and vice versa.  

4.2.1 Descriptive Statistics 
Table 4.2.1a and Table 4.2.1b reflect the answers of respondents regarding their feelings, beliefs and 
behavioural intention towards the products from the two product categories. The authors calculated the mean 
for each attitude component since all three questions for each component measured the same. 

Table 4.2.1a shows that the mean of each dependent variable affect, cognition and conation is higher under a 
congruent condition than an incongruent condition. For affect and cognition, the mean is higher than 4.0 for 
both the congruent and the incongruent condition, however the incongruent condition led to less positive 
attitude values. For conation the incongruent condition led to a mean lower than 4.0 while the congruent 
condition was higher than 4.0. The means for the congruent condition were higher than for the incongruent 
condition for all three components. This already gave reason to assume that hypothesis 1 and 2 (H1 & H2) 
can be accepted since there is a difference between the means and the means for the congruent condition 
(attitude) are always higher. Also, standard deviations are very close to each other for all three components 
which means that the variation of the data was very similar among the components. The standard deviation 
for each concept as well as the total standard deviation are low, which means that the data is gathered close 
to the mean. Further, since the standard deviations of each of the components were rather similar, the authors 
decided to merge the three means of the components in order to see the differences in overall attitude.  

Table 4.2.1a: Descriptives of the three components (dependent variables) affect, cognition and conation 
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Table 4.2.1b shows the mean of the overall dependent variable attitude, which is the mean of the individual 
means of each component (affect, cognition, conation). It points out that the dependent variable had a higher 
value under the congruent condition (5,2444) as compared to the incongruent condition (4,0533). However, 
both means are higher than 4.0 which means that the attitude was not negative under neither the congruent 
nor the incongruent condition. Therefore, it was assumed again that both hypotheses can be accepted since 
the overall attitude is positive under both the congruent and incongruent condition, however, it is less 
positive under the incongruent condition. However, in order to accept the hypotheses, the significance of the 
variation in attitude needs to be known. In the following the significance of the differences was tested with 
the help of a one-way ANOVA. 

Table 4.2.1b: Descriptives of the overall attitude (sum of the three components) 
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4.2.2 Analysis of Variance (ANOVA) 
Table 4.2.2a shows that the difference between the means of each attitude component under an incongruent/
congruent condition is significant since the significance value is lower than 00.5 (p<0.05). This means that 
there is a statistically significant difference between the means of the three attitude components when there is 
a congruent/incongruent condition, which in turn accepts both hypothesis 1 and 2 (H1 & H2). Also, it 
justifies the author's choice to merge the three component means to one overall attitude mean. Therefore, was 
the regression analysis only done on one overall dependent variable instead of all three components 
separately.  

Table 4.2.2a: One-Way ANOVA of the three components (dependent variables) affect, cognition and conation 

Table 4.2.2b shows that the difference between the means of the overall dependent variable attitude, which is 
the mean of the individual means of each component (affect, cognition, conation), under an incongruent/
congruent condition is statistically significant since the significance probability value is lower than 00.5 
(p<0.05). Thus, since there is a significant difference between the attitude under a congruent condition and 
the attitude under an incongruent condition, hypothesis 1 and 2 (H1 & H2) are accepted. 

Table 4.2.2b: One-Way ANOVA of the overall attitude (sum of the three components) 
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4.2.3 Simple Linear Regression Analysis 
Table 4.2.3a shows the correlation between the independent variable and the dependent variable in form of 
Pearson's R (linear correlation coefficient). R is 0.487 and is thus positive and lies between +1 and -1. This 
means that there is a positive correlation between Congruence/Incongruence typeface with the product 
category and consumers’ attitude towards a product. Thus, the differences (variations) in attitude towards a 
product can be explained by congruence respective incongruence between typeface and the product category, 
which accepts hypothesis 1 (H1).  

 
 
 
 
 
 

Table 4.2.3a: Correlation between independent variables and dependent variables 

Table 4.2.3b shows a summary of the correlation. R reflects the Pearson’s correlation coefficient from the 
correlation analysis table above. R Square on the other hand determines the proportion of the correlation 
between the independent variable and the dependent variable. It shows how many of the data points lie on 
the regression line. Thus, 23,7% of the variations in attitudes can be explained by the two different 
conditions of the independent variable (congruence/incongruence). While R Square considers all variables 
that can explain the variation in the dependent variable, the adjusted R Square only considers the 
independent variable. In this case the independent variable accounts for 23,4% of the variation in attitudes. R 
Square and adjusted R Square are very close to each other due to the sample size in this study. In conclusion, 
these results accept hypothesis 1 (H1) again. 
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Table 4.2.3b: Summary of Correlation Coefficient (R)  

Table 4.2.3c presents the ANOVA of the regression. It shows that the variation in the dependent variable 
(different means, see Table 4.2.1a) due to the correlation with the independent variable is statistically 
significant. In other words, the variation in attitudes is significant due to the different conditions (congruent/
incongruent) of the independent variable. Thus, these results accept hypothesis 1 (H1) as well.  

Table 4.2.3c: One-Way ANOVA of Overall Attitude (Affect, Cognition, Conation) 

Table 4.2.3d presents the coefficients from the linear regression analysis. The standardised Beta coefficient is 
the correlation R between the independent and dependent variable. The intercept is called (Constant) in SPSS 
and reflects the congruent condition while the Congruence/Incongruence shows the change in the dependent 
variable (attitude) when the condition is changed from the congruent condition (Constant) to the incongruent 
condition. The unstandardised Beta coefficient for the ‘(Constant)’ is the mean of the attitude when a 
congruent condition is presented. The unstandardised Beta coefficient for ‘Congruence/Incongruence’ shows 
how much the dependent variable (attitude) changes when the condition is changed to an incongruent 
condition. Thus, the change is -1,191, which means that the average value of attitude decreases by a value of 
1,191 when there is a incongruent conditions instead of a congruent condition (Constant). The result is then 
the mean of attitude towards the product when the typeface is incongruent with the product category which 
can be seen in Table 4.1.4 (5,244 - 1,191 = 4,0533). This works vice versa as well, if an incongruent 
condition is changed into a congruent condition, however, in this case the unstandardised Beta coefficient 
(1,191) for Congruence/Incongruence has to be added to the attitude mean of the incongruent condition 
(4,0533 + 1,191 = 5,244). The result is then the attitude mean of the congruent condition. Thus, hypothesis 2 
(H2) is accepted by these results since it is pointed out that a congruent condition leads to more positive 
attitudes than an incongruent condition.  
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The significance in this table shows again that the variation in attitude can be considered as statistically 
significant, which also accepts both hypothesis 1 and 2 (H1 & H2). The confidence interval shows that in 
95% the change of attitude will be between 1,49 and 0,892 (unstandardised Beta coefficient for Congruence/
Incongruence is the mean of the two values) and the attitude value of the congruent condition (Constant) lies 
between 5,033 and 5,456 (unstandardised Beta coefficient for (Constant) is the mean of the two values).  
Additionally, in order to check and justify the author's’ choice of merging the means of the three components 
of attitude into one overall attitude mean (for each condition: congruent versus incongruent) a simple linear 
regression analysis was conducted for each of the three components. The coefficient values were then added 
together and divided with 3 (three components), which provided the coefficient mean of the overall attitude. 
The values received from the correlation were precisely consistent with the values received from the 
regression analysis conducted for the overall attitude.  

Table 4.2.3d: Coefficients  

Table 4.2.3e shows the residual values in the regression analysis. The residuals reflect the difference between 
value of the observed variation in attitude and the statistically predicted value of variation in attitude due to 
the congruent/incongruent condition (homoscedasticity of values). Since, there should not be a difference the 
mean of the residuals should be 0, which is the case. Thus, this accepts hypothesis 1 and hypothesis 2 (H1 & 
H2) again. 

Table 4.2.3e: Residuals Statistics 
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Figure 4.2.3a shows that the residuals are normally distributed (Gaussian distribution) about the predicted 
responses (attitudes), since the mean is 0 (see Table 4.6.2b). Hence, the assumption of normality of is 
satisfied.  

Figure 4.6.2a: Histogram - Normality of Regression Residuals 
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Figure 4.2.3b shows the normal p-p plot of regression. It illustrates that all predicted responses (attitudes) 
have a linear relationship. Hence, the assumption of linearity of the residuals is satisfied.  

Figure 4.2.3b: P-P Plot - Linearity of Regression Residuals 

Figure 4.2.3c shows the scatterplot of the residuals. However, a nonrandom pattern can be seen which is due 
to the fact that the two tested conditions of the independent variable (congruence/incongruence) are on a 
continuum. This means that there are just two values for the independent variable, which makes it difficult to 
see a clear line. Nevertheless, the dependent variable values for both the congruent and the incongruent 
condition value are randomly distributed (i.e. for each respective treatment). Hence, the variance of the 
residuals is the same for responses predicted and the assumption of homoscedasticity of the residuals is 
satisfied as well.  
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Figure 4.2.3c: Scatter Plot - Homoscedasticity of Residuals 

4.3 Reliability (Cronbach’s alpha) 
A reliability test was performed for each theoretical concept to assure that questions was equivalent to the 
measured concepts. The authors treated the three statements per component for each product category (hence 
actually 6 statements) as three since they measured the same components and the only difference was the 
attributes used for the statements regarding affect and cognition. Bryman & Bell (2011) argued that having a 
Cronbach’s alpha of 0.73 or higher is an indicator for exceptional internal consistency reliability. Table 4.3 
shows the Cronbach’s alpha for each component as well as the number of questions. In addition the table 
below presents the Cronbach’s alpha of the overall attitude, meaning the components combined together. All 
of the three components had a Cronbach’s alpha above 0,73, which implies an exceptional internal 
consistency reliability. Thus, it is assured that all three components measure the same concept, which is 
attitude.  

Table 4.3 Reliability Test - Cronbach’s Alpha 

Component Affect Cognition Conation Overall attitude

Cronbach’s Alpha 0,874 0,840 0,896 0,940

Number of 
questions

3 3 3 9

!48



 �       �       �         

4.4 Validity (Correlation) 
Table 4.4 shows the correlation between the variables. There are two parts that constitutes the correlation 
analysis. These are the Pearson correlation and the significant (2-tailed) level. The table shows that the 
correlation between affect, cognition and conation lies between -1 and +1. All values are close to +1 which 
means that there is a strong positive correlation. The significance level is below 0.05 for all of the 
combinations between the components. This means that these components are significantly correlated which 
validates the dependent variable. 

Table 4.4 Validity testing through Correlation Analysis 
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5. General Discussion 
The results have shown that there are significant differences in consumer attitudes towards the products 
when the connotative meaning of typeface used to describe the product is congruent respectively incongruent 
with the product category. Hence, hypothesis 1 (H1) is accepted. The mean of the attitude scores was always 
higher for the congruent condition for each attitude component (affect, cognition and conation). Based on 
this hypothesis 2 (H2) is accepted, which states that an incongruent condition leads to less positive attitudes 
than a congruent one. Consequently, this once again accepts hypothesis 1 (H1). These findings support Doyle 
& Bottomley (2006) as well as Van Rompay & Pruyn (2011) who found that congruence between typeface 
and a product can have positive effects on consumers’ perception and as argued by Solomon et al. (2006) and 
Szmigin & Piacentini (2015) is perception the foundation of attitude. Moreover, the results go in line with 
Doyle & Bottomley’s (2006) argumentation that congruence between the symbolic meaning connoted by a 
typeface and the connotative meaning of a product can have an effect on product preference, which relates to 
the conation (behavioural intention) component of attitudes. Similarly, it is supported that congruence 
between the connotative meaning of typeface and a product category can increase the likelihood of the 
product being chosen by consumers (Doyle & Bottomley, 2006). The results reflected that for conation, the 
score was negative (3,69<4,0) when the typeface was incongruent, which goes in line with Doyle & 
Bottomley, 2004 and Doyle & Bottomley, 2006 claiming that incongruence between typeface and the product 
category leads to a lower product preference by consumers. On the other hand was the conation score 
positive for the congruent typeface, which implies that respondents were more likely to use, recommend or 
purchase the product under this condition. According to Bloch (1995) is a product's visual appearance 
essential for consumer choice. The acceptance of hypothesis two and especially the descriptive results for 
conation support this finding.  

Affect had a more positive score under the congruent condition, which can be translated into that respondents 
had a more positive feeling or emotional appeal towards the product as compared to the incongruent typeface 
condition (Evans et al, 2009; Lantos, 2011, Chen & Cheng, 2012, Chih et al., 2015). Under both typeface 
conditions the score of cognition was positive, however less positive under the incongruent condition, which 
supports Mitchell & Olson (1981) who mentioned that visual information can be converted into semantic 
knowledge and beliefs about a brand, respectively a product. Moreover, Mitchell (1986) argues that visual 
elements of promotional materials (e.g typeface) can have an impact on consumers’ product attribute beliefs, 
which the different scores of cognition (beliefs) confirm.  
The statistically significant differences in scores of the three components under the two conditions can 
according to Lantos (2011) be explained by the concept of homeostasis. If there is an inconsistency among 
the three components, it causes mental stress for individuals. Such a tension can lead to an negative or at 
least less positive attitude due to an unbalanced relation between the components. Individuals aim to reach 
consistency among the attitude components, and this can be argued to be the reason as to why the congruent 
condition leads to a higher overall attitude score (more positive).  
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Under the congruent condition, all three attitude components (conation as well, which was not the case under 
the incongruent condition) were positive - i.e. differences in all three component scores were consistent.  
The overall attitude had a significantly lower score when the typeface was incongruent with the product 
category, which supports the results from the three component descriptive statistics. However, the overall 
attitude score was not negative under the incongruent typeface condition, but less positive. Van Rompay & 
Pruyn (2011) argued that incongruence of typeface leads to a rather negative responses of individuals. This 
cannot be supported by the results of this study, since the overall attitude score was indeed lower for the 
incongruent typeface in comparison to the congruent one, but not lower than 4, which means that both 
attitude scores were positive. Thus, the authors were able to accept hypothesis 2 (H2) as well and supported 
the acceptance of hypothesis 1 (H1). 

The differences in overall attitude scores between the congruent and incongruent condition of the connotative 
meaning of typeface can be explained by the findings of Mandler (1982, in Yoon, 2013) arguing that 
congruent information is easier to add to existing knowledge-structures, since information of this type 
corresponds to what we already know. The congruence between a typeface and a product category can 
therefore lead to higher processing fluency (Meyers-Levy & Tybout, 1989; Mandler, 1982). This, in turn, 
leads to more positive attitudes (Lee & Labroo 2004; Reber, Schwarz & Winkielman 2004), which is 
supported by the present study’s results.  
On the other hand, this might eventually explain why the overall attitude scores were lower under the 
incongruent condition. It is stated that incongruence leads to lower processing fluency (Mandler 1982 in 
Meyers-Levy & Tybout, 1989; Mandler, 1982) which may not lead to positive attitudes (Lee and Labroo 
2004; Reber et al., 2004). The results have shown that incongruence between typeface and a product 
category still can lead to positive attitude scores instead of a negative attitude, however, it is less positive 
than congruence between typeface and a product category, which supports hypothesis 1 (H1) and is 
supported by hypothesis 2 (H2). 

Additionally, the results pointed out by how much consumers’ attitude score varies among the two typeface 
conditions. It was found that attitude decreases by a value of 1,191 when an incongruent typeface is used 
instead of a congruent one. Vice versa, this implies that attitude scores increase by the same value when a 
congruent typeface is used instead of an incongruent one. These findings, based on the simple linear 
regression analysis, were consistent with both hypotheses (H1 & H2) of this study. Thus, the regression 
outcome was able to accept the hypotheses again.  
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6. Conclusion 
In this chapter the conclusion is presented, which fulfils the purpose of this study.  

The findings from this study showed that the differences in consumer attitudes, when the connotative 
meaning of typeface used to describe a product is congruent with the product category versus incongruent 
with the product category, were significant. As a result of this, hypothesis 1 stating that there is a difference 
in consumer attitudes when the connotative meaning of typeface used to describe a product is congruent with 
the product category as compared to when the connotative meaning of typeface used to describe a product is 
incongruent with the product category, was accepted. Further, the average mean for each attitude component 
(affect, cognition and conation) was in all cases higher when the typeface was presented in a congruent 
condition vs incongruent condition. This allowed for the acceptance of hypothesis 2, which stated that 
Consumer attitudes are less positive when the connotative meaning of typeface used to describe a product is 
congruent with the product category as compared to when the connotative meaning of the typeface used to 
describe a product is incongruent with the product category. 
Under the congruent condition it was revealed that all three attitude components were positive. For the 
incongruent condition two out of the three attitude component were positive (affect and cognition), conation 
was in this case the only component that reflected a negative attitude. However, the overall attitude was not 
negative under the incongruent typeface, but less positive in comparison to the congruent typeface. 
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7. Implications, Limitations & Future Research 
7.1 Theoretical implications 
Several earlier studies have researched the effect of congruence and incongruence of the connotative 
meaning of typeface. However, none of the previous studies has specifically investigated the effect that 
congruence/incongruence between typeface and product category has on consumer attitudes towards the 
product. The findings of this study contributed to the field of typography research as well as to the general 
research about congruence and incongruence. The theoretical gap of how congruence and incongruence 
between the connotative meaning of typeface and a product category affects consumer attitudes towards the 
product category has been acknowledged. The findings indicate that congruence of typeface has a positive 
effect on consumer responses. On the contrary, the results pointed out that incongruence, even in in 
connection to typeface, does not necessarily lead to a negative response of individuals. This gives reason to 
assume that the strength of effects that the congruence/incongruence of typeface has depends on the specific 
context a typeface is used in since Van Rompay & Pruyn (2011) found that incongruence between a product 
typeface and product shape leads to rather negative responses. The context in which the connotative meaning 
has been used in was thus product shape in their study. This study applied product category as the context for 
the connotative meaning of the typeface and found that attitudes indeed differ among congruent and 
incongruent conditions between typeface and product category but also that both conditions can lead to 
positive responses (attitudes). An important finding, however, was that incongruence resulted in a less 
positive response than congruence did.  

7.2 Managerial Implications 
The findings of this study go in line with several findings of previous research, supporting that the 
connotative meaning of typeface indeed has an effect on consumer response. Since, typeface is an important 
part of a company’s promotional materials (Celhay et al., 2015) the results indicate that companies need to be 
very certain and precise when selecting a corporate typeface as well as a typeface for product packaging and 
advertisements. The findings of this study indicate that congruence between the connotative meaning of 
typeface and product category leads to more a positive attitude than incongruence between connotative 
meaning of the typeface used and product category. However, incongruence does not lead to a negative 
attitude but to a less positive one. As such, it is preferable for companies to use typefaces in their 
promotional materials that are congruent with the product category, as this leads a more positive attitude as 
compared to incongruent typefaces. On the other hand, if a typeface with an incongruent connotative 
meaning is used it may be important to notice that this does not necessarily lead to a negative attitude of 
consumers. In accordance with Doyle & Bottomley (2006) does congruence between a typeface and a 
product lead to that consumers are more likely to purchase the product, which the findings of the present 
study support. Also, it is argued by Szmigin & Piacentini (2015) that reason for this is that the likelihood of a 
purchase is higher when the customer has a positive attitude towards the product.  
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Hence, can a typeface being congruent with the product category be an effective tool for companies in order 
to increase the likelihood of product purchases due to a more positive attitude.  

7.3 Limitations of the Study 
In this study a non-probability sampling technique (convenience sampling) was applied. The downside of a 
convenience sampling is that the results cannot be generalized for the entire population. Therefore, the 
results of this study should be treated with caution.  
When conducting an experiment, it is important that all factors are constant with the exception of the 
treatment that is given. In this case, not all factors were constant since the two typefaces used may have been 
different in terms of readability. This, in turn, means that the attitudes toward the products may have been 
affected by eventual differences in readability. In other words, the observed difference in attitude towards the 
product(s) is possible to be bigger/smaller than what this study has found. For instance, it could be assumed 
that the potent typeface was less readable than the natural typeface. This would likely result in a less positive 
attitude toward the product. If this was the case, the attitude towards products presented in a potent typeface 
would have been less positive than the attitude towards the products that were presented in the more readable 
typeface category (naturalness) independent of the degree of congruence. Of course, this also implies vice 
versa: that naturalness would produce more positive attitudes than the potent typeface category. However, the 
attitude towards the product presented in the assumingly more readable typeface was still less liked when it 
was presented in an incongruent condition than in a congruent condition. Also, the assumingly less readable 
typeface produced more positive attitudes when presented in a congruent fashion than in an incongruent. 
Hence, the difference is due to congruence/incongruence. However, the observed degree to which 
congruence/incongruence affect attitude should also be treated with caution, as the difference may be bigger/
smaller than what has been found. Further, the results may have been biased by differences between males 
and females. The authors did not take such differences into consideration since gender differences were not 
the focus of this study. Also, there may be an influence of the two different product categories which have 
been selected in this study with the help of a focus group. The results have possibly differed among these 
product categories, which in turn may have biased the results of the study. However, the two product 
categories also validated each other since they were treated as opposites (one natural category and one potent 
category).  

7.4 Future Research Implications 
This study has only looked at how two extremely congruent/incongruent conditions have affected the attitude 
towards a product. This study has not considered the effect on attitude of more or less congruent conditions, 
which means different degrees of congruence between the extremes. Furthermore, the readability of the two 
typefaces was not taken into consideration in this study. Therefore, future research should present 
incongruent and congruent conditions in typefaces that correspond to the same level of readability in order to 
avoid the effect of readability on attitude.  
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This study applied a non-probability sampling technique, which means that the results should be treated with 
caution. Therefore, a recommendation for future research would be to apply a probability sampling technique 
instead in order to generalize these findings. A majority of respondents were in between the age brackets of 
18-25 years of age due to the fact that only university students were selected. The same study can hence be 
conducted on the same age group in order to make the present findings more generalisable, but also on 
people above and below these ages to see if there are any differences or similarities in attitudes.  

Previous research has shown that incongruence can lead to positive attitudes as a result of the rewarding 
sensation that follows the “puzzle-solving”. The results of the study were not able to explain why the attitude 
was positive when the typeface was incongruent with the product category. One may argue that there was no 
element of puzzle-solving under the incongruent condition, hence there was no rewarding sensation to be 
had. If departing from this argument, there must be some other explanation as to why attitude was positive. It 
might also be argued that there was indeed an element of puzzle-solving under the incongruent condition. 
Realising (unconsciously or consciously) that the typeface was a perfect mismatch to the product (which can 
be regarded as some type of puzzle-solving) may have contributed to a rewarding sensation, ultimately 
resulting in a positive attitude. Hence, what the positive attitude may be deduced from remains unknown. 
However, it can be argued that attitude is more positive under a congruent condition than under an 
incongruent condition due to a higher degree of processing fluency. From this, it may be hypothesised that a 
low degree of processing fluency leads to a more positive attitude when that there is an element of puzzle-
solving compared to when there is not. All these questions and issues need to be further researched in future 
studies. An especially interesting question that should be considered in future research is: to what extent does 
processing fluency affect attitude? (Of course departing from that processing fluency has an effect on 
attitude), Is there a difference in attitude under different incongruent (low processing fluency) conditions? 
And if, under which incongruent conditions (low processing fluency) is attitude more positively affected?  

The findings of the study give a reason to assume that the strength of effects that the congruence/
incongruence of typeface has depends on the specific context a typeface is used in since Van Rompay & 
Pruyn (2011) found that incongruence between a product typeface and product shape leads to rather negative 
responses. The context in which the connotative meaning has been used in was thus product shape in their 
study. This study applied product category as the context for the connotative meaning of the typeface and 
found that attitudes indeed differ among congruent and incongruent conditions between typeface and product 
category but also that both conditions can lead to positive responses (attitudes). Therefore, the authors 
suggest to conduct further research on the specific contexts the connotative meaning of typeface is used in. 
Moreover, future research is recommended with regard to gender differences in attitude towards a product 
when there are different conditions of congruence between a typeface and a product category. Finally, the 
authors suspect that the results (attitudes) could vary among different product categories which is another 
interesting investigation for future research.  
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Appendix 1 
Focus Group Participants

Appendix 2 
Perception and Responses (see Table 2.1) 

 
Appendix 3 
Attributes Selected from the Focus Group 

Participant Age Gender Occupation
1 22 male Marketing student

2 24 female Marketing student

3 24 female Marketing student

4 28 male Marketing student

5 23 female Marketing student

6 23 male Design student

7 20 female Marketing student

Perceptions/responses

Pleasing, engaging, subtle, 
feminine, light, reassuring, 
elegant, natural

Masculine, displeasing, 
unattractive, strong, potent

Naturalness Potency

Product category Hygiene products Tools

Attributes cleanness, freshness, flowers, 
evokes sensations, nostalgia 
(smell), clean, good sense, 
smooth, moisturising effect , 
make you smell good, healthy, 
smell, quality, good feeling, 
softness, beauty, freshness, clean, 
renewal, essential, fresh,

practical, durable, reparation, 
tinkering, manual labour, hard, 
necessary, useful, metallic, 
sustainable, expensive, handling, 
effectiveness, result, helpfulness, 
robustness, reliable, quality, 
power, long-lasting, performance, 
warranty, heavy, assisting,  
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Appendix 4 
Pre-selected Typefaces for the Focus Group  

 

 
 

Nr Typeface shown to focus group participants 
framed with the term ”Typography”

Typeface name

1. Typography "
2.

3. Typography Britannic Bold

4. Typography Didot

5. Typography Cooper Black

6. Typography Chalkduster
7. Typography Phosphate

8. Typography Blackoak

9. Typography Apple Chancery

10. !

��

!
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Appendix 5 
Questionnaires  

Cover Letter 

Swedish 

Kära respondent!  
 
Vi är tre marknadsföringsstudenter vid namn, Adrian Dilaveri, Rasmus Eriksson och Jonas Kose 
som studerar vårt sista år på Linnéuniversitetet i Växjö, Sverige. Denna enkät handlar om 
konsumenters attityd gentemot en produkt från en produkt kategori. Det är genomfört inom ramen 
av vår C-uppsats. Följande enkät kommer ungefär att ta 3-5 minuter att slutföra. Deltagandet är helt 
frivilligt och du kommer inte utsättas för några risker. Dina svar är anonyma och du behöver inte 
under några som helst omständigheter uppge ditt namn. Om du väljer att delta, vilket vi skulle 
uppskatta, vänligen var så ärlig som möjligt med dina svar. Tack för att du tar dig tid åt att stödja 
oss i våra studier. Ifall du har några frågor, motsättningar eller  förslag tveka då inte att kontakta oss 
via mail.  
 
Med vänliga hälsingar,  
 
Adrian Dilaveri         (ad222iy@student.lnu.se)  
Rasmus Eriksson    (re222ed@student.lnu.se)  
Jonas Kose             (jk222tf@student.lnu.se) 

English 

Dear Respondent! 

We, Adrian Dilaveri, Rasmus Eriksson and Jonas Kose, are third year marketing students at 
Linnæus University in Växjö, Sweden. This is a questionnaire regarding consumer attitudes towards 
a product from a product category. It is conducted within the scope of our Bachelor thesis. The 
following questionnaire will require approximately 3-5 minutes to complete. The participation is 
completely voluntary and you will not be susceptible for any risk. Your response is anonymous and 
you are under no circumstance required to reveal your name. If you decide to participate, which we 
would appreciate, please be as honest as possible in your answers. Thank you for taking time to 
support us in our educational efforts. If you have any questions, objections or suggestions do not 
hesitate to contact us on email. 

Sincerely, 

Adrian Dilaveri      (ad222iy@student.lnu.se) 
Rasmus Eriksson (re222ed@student.lnu.se) 
Jonas Kose           (jk222tf@student.lnu.se)  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Product Category and Product Descriptions: Hygiene Products - Congruent Typeface 

Swedish 

 
 
 
 

English
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Product Category and Product Descriptions: Hygiene Products - Incongruent 
Typeface 

Swedish 

English
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Statements Hygiene Products - Swedish & English 

1. Jag har en positiv känsla gentemot produkten 
1. I have a positive feeling towards the product 

1 Instämmer inte alls/Strongly disagree - 7 Instämmer helt/Strongly agree 

________________________________________________________________________ 

2. Jag har en positiv känsla gentemot produktens uppfriskande egenskaper 
2. I feel good about the product’s moisterising effect 

1 Instämmer inte alls/Strongly disagree - 7 Instämmer helt/Strongly agree 

________________________________________________________________________ 

3. Jag har en positiv känsla gentemot produktens uppfriskande egenskaper 
3. I have a positive feeling about the product’s efreshing qualities 

1 Instämmer inte alls/Strongly disagree - 7 Instämmer helt/Strongly agree 

________________________________________________________________________ 

4. Jag tror att produkten luktar gott 
4. I believe that the product smells good 

1 Instämmer inte alls/Strongly disagree - 7 Instämmer helt/Strongly agree 

________________________________________________________________________ 

5. Jag tror att produkten är av hög kvalitet 
5. I believe that the product has good qualitiy 

1 Instämmer inte alls/Strongly disagree - 7 Instämmer helt/Strongly agree 

________________________________________________________________________ 

6. Jag tror att produkten skulle få mitt hår att se bra ut 
6. I believe that the product would make my hair look good 

1 Instämmer inte alls/Strongly disagree - 7 Instämmer helt/Strongly agree 

________________________________________________________________________ 
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7. Jag skulle vilja använda produkten 
7. I would like to use the product 

1 Instämmer inte alls/Strongly disagree - 7 Instämmer helt/Strongly agree 

8. Jag skulle rekommendera produkten till andra 
8. I would recommend the product to others 

1 Instämmer inte alls/Strongly disagree - 7 Instämmer helt/Strongly agree 

________________________________________________________________________ 

9. Jag skulle vilja köpa produkten 
9. I would like to buy the product 

1 Instämmer inte alls/Strongly disagree - 7 Instämmer helt/Strongly agree 

________________________________________________________________________ 

9. Ålder 
9. Age 

18-25; 26-33; 34-41; 41+ 

________________________________________________________________________ 

10. Kön 
10. Gender 

Man/Male; Kvinna/Female 
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Product Category and Product Descriptions: Tools - Congruent Typeface 

Swedish 

English 
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Product Category and Product Descriptions: Tools - Inongruent Typeface 

Swedish 

English 
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Statements Tools - Swedish & English 

1. Jag har en positiv känsla gentemot produkten 
1. I have a positive feeling towards the product 

1 Instämmer inte alls/Strongly disagree - 7 Instämmer helt/Strongly agree 

________________________________________________________________________ 

2. Produkten känns robust 
2. The product feels robust 

1 Instämmer inte alls/Strongly disagree - 7 Instämmer helt/Strongly agree 

________________________________________________________________________ 

3. Jag har en positiv känsla gentemot produktens ergonomiska grepp 
3. I feel good about the products ergonomic grip 

1 Instämmer inte alls/Strongly disagree - 7 Instämmer helt/Strongly agree 

________________________________________________________________________ 

4. Jag tror att produkten underlättar arbetsprocessen 
4. I believe that simplisimplifiesfies my work process 

1 Instämmer inte alls/Strongly disagree - 7 Instämmer helt/Strongly agree 

________________________________________________________________________ 

5. Jag tror att produkten är pålitlig 
5. I believe that the product is reliable 

1 Instämmer inte alls/Strongly disagree - 7 Instämmer helt/Strongly agree 

________________________________________________________________________ 

6. Jag tror att produkten kommer förse mig med goda resultat 
6. I believe that the product will provide good results 

1 Instämmer inte alls/Strongly disagree - 7 Instämmer helt/Strongly agree 

________________________________________________________________________ 
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7. Jag skulle vilja använda produkten 
7. I would like to use the product 

1 Instämmer inte alls/Strongly disagree - 7 Instämmer helt/Strongly agree 

8. Jag skulle rekommendera produkten till andra 
8. I would recommend the product to others 

1 Instämmer inte alls/Strongly disagree - 7 Instämmer helt/Strongly agree 

________________________________________________________________________ 

9. Jag skulle vilja köpa produkten 
9. I would like to buy the product 

1 Instämmer inte alls/Strongly disagree - 7 Instämmer helt/Strongly agree 

________________________________________________________________________ 

9. Ålder 
9. Age 

18-25; 26-33; 34-41; 41+ 

________________________________________________________________________ 

10. Kön 
10. Gender 

Man/Male; Kvinna/Female 
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