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Preface

The frequent occurred product harm crisis forced the enterprises to face
the post — crisis marketing recovery. This study focuses on the marketing recov-
ery strategies after the fast moving consumer goods’ bodily harm crisis, analy-
ses the effectiveness of the recovery strategies and find the most effective
post — crisis marketing strategies. We also find the functional mechanism that
the strategies have on the consumers’ purchase intention.

The first part of this thesis is a review of the existed studies of product
harm crisis. There are three phases of the study on this field. Firstly,the early
study of Simoks et al defined product harm crisis and studied the enterprises’
response to the crisis. The second phase is the studies of Dawar et al. Their
study analysis the enterprises’ pre — crisis status’ s effect on the consumers’
post crisis brand equity, attribution and purchase intention. They find that the
positive reputation and corporate social responsibility will help the corporate
the gain the consumers’ credit and support during the crisis. The third phase of
the study on this field has two directions. Study of Laufer et al analyses the ef-
fectiveness of the consumer character on the cognitive process during the cri-
sis. They found that the consumer character affected the consumers’ attribution
and purchase intension during the crisis. Study of Heeder et al analyses the
marketing effectiveness after the crisis. They focused on the post crisis adver-

tising on the product sale and found that the effectiveness of the advertising

001



002

of Ma

7= 5 6 T LIS T S T R M R I 5

ng d harm L nsis

decreased after the crisis.

Based on the study of the exited research and the reality of the product
harm crisis, this thesis study the effectiveness of different marketing strategies
on the purchase intension. Specifically ,the effectiveness of the change of prod-
uct attributes , promotional framing and the information of advertising are stud-
ied.

Literature review and expert method are employed to define the question
that should be studied,and to build the framing of research and analysis mod-
el. Experimental methods are used,and we used ANOVA on data analysis.

The main conclusion is below.

Firstly , the post crisis product attributes change has a significant effect on
the purchase intension,and the effect is moderated by the gender. Three kinds
of product attribute changes are studied :original product which means there is
no change about the product attribute ,amended product which means the prod-
uct attribute that may cause the harm has eliminated and improved product
which means the function of the product are enforced. The study finds that the
improved product has a significant higher purchase intension than both original
product and amended product. Further study shows that in the condition of
original product the consumer has the lowest perceived quality,,and in the con-
dition of amended product the consumer has the highest blame attribution on
the corporation, these two variables decreased their purchase intention. Only in
the condition of improved product, the consumer has the highest perceived
quality and relatively low blame attribution on the corporation;therefore they
have the highest purchase intension. Gender moderated the effectiveness of the
product attributes changes. Female have more blame attribution on the corpora-
tion which lead them a lower purchase intention than male.

Secondly , the promotional framing has a significant effect on the purchase

intension ,and the effect is moderated by the gender. Two kinds of promotional
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framing are studied ; price discount which is defined as monetary sales promo-
tion and extra product promotion which is defined as nonmonetary. The study
find that nonmonetary has significant higher purchase intension than monetary
promotion. The sale promotion’ s effect on purchase intention is mediated by
perceived risk and perceived value. In the condition of nonmonetary sale pro-
motion, the consumer’s perceived risk is lower and perceived value is higher
than under the condition of monetary sale promotion, therefor the consumer’ s
purchase intension is relatively high. Gender has a moderate effect on the pur-
chase intension. They have the same perceived risk in the condition of mone-
tary sales promotion while the female’ s perceived risk decreased not as much
as the male’ s perceived risk in the condition of nonmonetary sales promotion,
so the male’ s purchase intension is relatively high in the condition of nonmon-
etary sales promotion.

Thirdly, the information that the advertising delivered has a significant
effect on the consumer’ s purchase intention. Two kinds of advertising are
studied ; the company image advertising and product advertising. Consumers
who were exposed to the company image advertising have a significant higher
purchase intention than those who were exposed to the product advertising. The
company image advertising is more effective to release the consumer’ s per-
ceived risk thus improved their brand evaluation and purchase intention.

The thesis has reached 5 innovative points through study.

Firstly , the study has for the first time taken post crisis marketing strate-
gies such as product attribute , promotional framing and advertising framing as
recovering variables that affect the post crisis sales. And also it is the first time
to compare the effectiveness of different kinds of strategies on the post crisis
purchase intention.

Secondly , the study has empirical study on relations between product at-

tribute change and purchase intention. The comparative study shows that only
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improved product can improve the post crisis purchase intention, and this ef-
fectiveness is mediated by blame attribution and perceived quality.

Thirdly , the study has empirical study on relation between sales promotion
and purchase intention. The comparative study shows that nonmonetary sale
promotion such as price discount has a significant higher effect on purchase in-
tention than monetary sales promotion such as additional unit of product. It is
also approved that the effect sales promotion have on the purchase intention is
mediated by perceived risk and perceived value.

Fourthly, the study has empirical study on relation between advertising
content and purchase intention. The comparative study shows that company im-
age advertising has a significant higher effect on purchase intention than prod-
uct advertising. It is also approved that the effect advertising have on the pur-
chase intention is mediated by perceived risk and brand equity.

Finally,the study suggests that consumer character such gender will mod-
erate the effectiveness of recovery marketing strategies on the purchase inten-
tion,and was approved that gender is a moderate variable between recovery
strategies and purchase intention.

There are some managerial implications for the corporations. After the
product harm crisis, the managers should consider consumer’ s perceived risk
in a more wildly view, and find a more effective way to release perceived
risk. There are more effective methods to comprehension and display the corpo-
ration’ s responsibility ,more technical strategies to improve the perceived val-
ue. Further more, managers should consider the difference among the target

market.

DONG Yani
September,2013
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