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Abstract
The primary objective of this study was to examthe effect of tailored messages to
individual differences in motivational orientati@m attitudes and intentions towards active
work commuting by electrically assisted bicycleAB. The underlying objective was to
develop an approach for enhancing message persnasw® in health communication. Based
on regulatory focus theory, it was predicted thé&t Between the strategically used framing
method and people’s chronic regulatory focus waasult in higher intentions and more
positive thoughts and feelings about active workncwting by EAB. Moreover, it was
expected that people who experienced a regulatbtyal a more positive attitude and a
higher buying intention of an EAB. The tailored w&ges were presented among four
different risk-reduction conditions and the psydugital risk reduction condition appeared to
be the most effective. The expected regulatorgffiect was only found in the financial risk
reduction. However, the interaction showed a ceatitig relation in which a regulatory non-
fit resulted in a higher advertisement evaluatiomore positive feelings about active work
commuting by EAB, a more positive attitude towakdsB and a higher buying intention of
an EAB. The results show that regulatory fit ishably not always or solely the moderator
of message framing effects. Involvement and matwaid to process information are possible

important factors that moderate regulatory (nomeffiects.

Keywords: health communication, message framingyledory focus theory, active work
commuting, electrically assisted bicycle



THE ROLE OF MESSAGE FRAMING IN PROMOTING ACTIVE WAORCOMMUTING BY
ELECTRICALLY ASSISTED BICYLE

Abstract (in Dutch)
Het primaire doel van deze studie was om te one&eo of boodschapformulering gericht
op individuele verschillen in motivationele oriéi¢ainvioed heeft op de attitudes en intenties
met betrekking tot forenzen per elektrische fig#®et onderliggende doel was om een
methode te ontwikkelen die de overtuigingskracht gazondheidscommunicatie vergroot.
Op basis van regulatory focus theory werd verwatdit een match tussen de strategisch
gekozen boodschapformulering en de wijze waaropsererdoelen nastreven (regulatory
focus) zou resulteren in hogere intenties en mesitipve gedachtes en gevoelens over
forenzen per elektrische fiets. Daarnaast werd aeimivdat mensen die een ‘regulatory fit’
ervoeren, een meer positieve houding en een hageneopintentie met betrekking tot een
elektrische fiets hadden. De gemanipuleerde boeggen werden toegepast op vier
verschillende risico verminderende condities, wial® slogan die de nadruk legde op het
verminderen van het psychologische risico het msestesvol bleek. Het verwachte ‘fit-
effect’ werd alleen in de conditie met de finaneiélsico verminderende slogan gevonden,
waarbij de interactie overigens tegenovergeste&klblte zijn. Concreet betekent dit dat
slogans die incongruent waren aan de motivatiooeéntatie van mensen, leidden tot meer
positieve gevoelens over forenzen per elektrisadts,feen betere houding ten opzichte van
elektrische fietsen en een hogere aankoopintertie een elektrische fiets. De resultaten
impliceren dat regulatory fit waarschijnlijk nietedenige modererende factor is op
boodschapformulering. Betrokkenheid en motivatie amformatie te verwerken zijn
mogelijke belangrijke factoren die regulatory (rfargffecten modereren.

Keywords: gezondheidscommunicatie, boodschapformgleegulatory focus theory,
forenzen, elektrische fiets
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Executive summary
By support of Royal Dutch Gazelle, the current gtwekamined the effect of tailored
messages to individual differences in motivatioogaentation on attitudes and intentions
towards active work commuting by electrically assisbicycles (EAB). The underlying
objective from a practical point of view was to dBp a method for effective (health)
communication in advertisements.

Based on regulatory focus theory, it was predithed a fit between the strategically
used message framing method and people’s chrogiudatery focus would result in higher
intentions and more positive thoughts and feelialgsut active work commuting by EAB.
Moreover, it was expected that people who expeee@raregulatory fit had a more positive
attitude and a higher buying intention of an EAB.

Three hundred and thirty-seven (N= 337) filled he tonline questionnaire. All
participants were randomly allocated to the adsentient in one of the four risk reduction
conditions (i.e., financial-, physical-, time- osyghological risk reduction condition) which
contained a visual, logo and gain- or loss- fransémban encouraging participants to
participate in active work commuting by EAB. Thepegted regulatory fit effect was only
found in the financial risk reduction, but the matetion showed a contrasting relation in
which a regulatory non-fit resulted in a higher adisement evaluation, more positive
feelings about active work commuting by EAB, a mpaositive attitude towards EAB and a
higher buying intention of an EAB. In fact, this ams that when the objective is to
communicate about financial issues related to aatiork commuting, it is important to know
the predominantly regulatory focus of the targetugr. Promotion oriented people are more
persuaded by a loss-framed slogan and preventiented people by a gain-framed slogan.

Between all four risk reduction conditions, the gsylogical risk reduction condition

appeared to be the most effective. Concretely iamaefor Gazelle that the best way of
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persuading people to commute by bicycle is to Uusgass that focus on psychological
feelings and benefits. Furthermore, the gain-frarskjans were more persuasive with
respect to advertisement evaluation. Therefores recommended to formulate slogans in
advertisements in terms of gains when the objectsveo create a more believable,
informative and interesting advertisement. Finadyrelevant effect regarding gender was
found on attitude towards EABs. Women appear tceh@wmore positive attitude towards
EABs than men. Since most of the EABs currently afeo sold to women, is it
recommended to focus in advertisements on the putshtial target group: men.

It should be noted that the importance of futuseagch in exploring motivations in
active work commuting behavior is essential, comsid) the health- and environmental
consequences of commuting by motorized transportatiodes. Future research should aim
to extend the knowledge of regulatory non-fit efée@nd the underlying factors that moderate
these effects on persuasion. This can be realigddriexample generalizing and extending
the current study. The use of a different partiotpsample, improved framing manipulation,
induced regulatory focus (i.e., compared to meagurhronic regulatory focus), involvement
and motivation to process information as moderatiagtors are examples of relevant

adjustments, for both science and marketing manegeatf organizations.
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An important way to enhance public health is bgréasing physical activity. The
relationship between physical activities in difigr@lomains and health indicators such as
body mass index has been positively confirmed s studies over the years (Morrison,
Petticrew & Thomson, 2002; Abu-Omar & Ritten, 2008ori, 1998; Haskell, Lee, Pate,
Powell, Blair, Franklin, Macera, Heath, ThompsorB&uman, 2007). However, the amount
of people with overweight or even obesity is giging (Schokker, Visscher, Nooyens, van
Baak & Seidell, 2006) and research shows that sidu still not active enough (Haskell et
al., 2007). Specifically in the Netherlands, itnsirout that less than half of the adult
population meets the recommendations for adequateiqal activity (Kemper, Ooijendijk &
Stiggelbout, 2000). In combination with unhealtifedtyles physical inactivity remains an
urgent public health issue (Haskell et al., 200dimdhs, van Es & Hendriksen, 2009).

The potential of improving public health by physicactivity has been called
substantial (Vuori, 1998) and is also known as theahhancing physical activity (HEPA).
HEPA is defined by Oja, Vuori and Paronen (19987pas “accumulation of 30 minutes or
more of moderate-intensity exercise on most, ofepably all days, of the week”. There are
several domains in which HEPA can take place, saagHheisure time, occupational time,
domestic time and during commuting (Abu-Omar & Riift2008). Oja et al. (1998) state that
incorporating physical activity into people’s dailje routine is the best way to realize
substantial public health-enhancement. The comibmaif daily life routine and the potential
to make two daily activity bouts makes the domdiaaiive work commuting (e.g., walking,

cycling) an important and interesting domain ta@ase public health.

Since cycling is performed at a higher relativeemnsity, it became more effective in
improving health compared to walking (Oja et aB98). Moreover, cycling enables people

to overcome a longer distance than walking. Onayeb0% of all car trips in the European
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Union member countries are shorter than five kiltaree(Titze, Stronegger, Janschitz & Oja,
2008) and thus having a great potential to be lied/éy bicycle. Despite a bicycle-friendly
infrastructure and a positive image of cycling, reve the Netherlands exists a large group
who decides not to cycle in these situations (Heivan Wee & Maat, 2010). A relatively
new device that can help people to meet the gueelfor sufficient physical activity is the

electric bicycle (Simons et al., 2009).

Electric bicycles can be described as “electricang@owered bicycles, including as
well fully as partially motor powered bicycles” (Mtze & Tan, 2005, p.2865). The partially
motor powered bicycles are also called electricaligisted bicycles (EABs) (Simons et al.,
2009) and have a lot of potential in the Netherdamd grow as an alternative way of
commuting since this type of electric bicycle isshoommon in the Netherlands and requires
also human physical activity (Muetze & Tan, 2008pposed to regular bicycling, electric
bicycling by EAB enables long distance biking irslaorter time frame without an intense
effort and without resulting in uncomfortable unkeygc situations (e.g., sweat). This makes
the EAB an interesting mode of transport in the dionof active work commuting. Related
to the common goal to improve public health, suppgrevidence is found in the study of
Simons et al. (2009). Their results showed thatpimwgsical intensity during cycling on an
EAB is sufficiently high enough to meet the physetivity guidelines for adults according

to HEPA standards.

In order to achieve enhancement in public healdgpfe need to be persuaded to
change their (commuting) behavior. Morrison et @003) state that health promotion
campaigns or programs focused on physical actiaity the most effective transport
interventions to improve health and change behavwomwever, message impact still needs
further development to improve the effectivenesfuaire health promoting campaigns. The

current study examines the effect of tailoring rmages to individual differences in
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motivational orientation on attitudes and intensiotowards active work commuting by
electrically assisted bicycles. The underlying obye is to develop an approach for

enhancing message persuasiveness in health conmatianic

Message framing as a behavior change strategy

There are many approaches that focus on healthvioehaodification. One major
form that uses theoretical frameworks to inform agpersuade both individuals and
communities about health-enhancement activitieseiglth communication (Myers, 2010).
Noar (2006) states that a targeted and well-exdchealth mass media campaign can
contribute to improve knowledge of (health) issw®l to change attitudes and beliefs
towards a certain behavior. Moreover, it will sugpaeehavioral change. Although there are
many factors of importance by conducting a massiansmpaign, one of the most important
elements of the communication campaign is the wageasage is tailored (Noar, 2006).
Message tailoring is a “health communication sgatéhat involves the customization of
information and intervention to best fit the chaeaistics and needs of specific target
populations or individuals” (Kreuter & Wray, 2008s cited in Myers, 2010, p. 501). Prior
findings show that tailored health messages havee persuasive power and are more
effective in behavioral change promotion, comparedeneral health messages that are not
tailored to individual differences (Kreuter & Wrag003; Latimer, Katulak, Mowad &

Salovey, 2005).

Message framing is a message tailoring strategyeflyeinformation is manipulated
and framed in order to influence (individual or papbbehavioral decisions. This concept of
framing holds that the way a message is charaetk(i@.g., in a communication campaign)

can influence the way it is understood by the mgssacipients (Scheufele & Tewksbury,
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2007). In this way it is assumed that someone’gud#, decision, intention and even
behavior can change when presenting a similar rgessadifferent frames or formats. The
major goal of a framing strategy is generally torpote a certain behavior (Rothman &
Salovey, 1997), which can be achieved via differem@ssage framing forms. Levin,
Schneider and Gaeth (1998) describe three diffemegsage framing types that all have
distinctive underlying mechanisms and effects. Ohthese manipulations is introduced by
Tversky and Kahneman (1981) and is called ‘riskgich framing’. In this type of framing,
the choice between a risky and a riskless outcosperttls on the way they are framed. The
next framing method is called ‘attribute framinglhe focus point in the framing
manipulation of attribute framing is on charactiges of an object or event. Finally, goal
framing is associated with the framing of a cerggmal of an action or behavior (Levin et al.,
1998). Table 1 is adopted from Levin et al. (19880 shows the methodological differences

between risky choice-, attribute- and goal framing.

Table 1

Summary of Methodological Differences in Risky ChoAttribute and Goal Framing

Frame type What is framed What is affected How effet is measured

Risky choice Set of options with different risk  Risk preference Comparison of choices
levels for risky options

Attribute Object/event attributes or Item evaluation Comparison of
characteristics attractiveness ratings for

the single item

Goal Consequence or implied goal of a Impact of persuasion Comparison of rate of

behavior adoption of the behavior

Note.Adapted from “All frames are not created equalypalogy and critical analysis of framing
effects” by Levin, I. P., Schneider, S. L., & Gaeb. L. (1998). All frames are not created eghal:
typology and critical analysis of framing effeaBrganizational Behavior and Human Decision
Processes, 76149-188, p. 151)
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Goal framing. The most applied way of framing to promote physaxetivity is goal
framing. Goal framing is mostly applied to studibkat focus on persuasive communication.
Research shows that the persuasiveness of a massggdepend on whether the message
focuses either on the positive consequences (aspaf performing a certain behavior or on
the negative consequences (or losses) of not parigrthat particular behavior (Levin et al.,
1998). An important and distinctive feature of gé@ming manipulation is that both the
gain-framed condition and the loss-framed condiion at achieving the same desired end-
state or behavior and thus representing equivabdotmation (Block & Keller, 1995; Levin
et al., 1998). The key question in goal framingvigeether the gain- or loss-framed condition

has more persuasive power in convincing peoplettopn a certain behavior.

Due to inconsistent findings, several meta-analygiziews were conducted in the
previous years to collect, analyze and report ngesfiaming effects on health behavior in
order to see whether a gain-framed or loss-framedsage is more effective. Levin et al.
(1998) collected the results of 28 studies withpees to goal framing and found that in
general the loss-framed messages had more effeetsppnses compared to the gain-framed
messages. An example is the well-known study froeyddowitz and Chaiken (1987). Their
study aimed to convince women to engage in brealftesamination (BSE). The results
showed that women who were exposed to a loss-framesgsage that emphasized the
negative consequences of not engaging in BSE wene tikely to participate in BSE,
compared to women who were exposed to informatiost focused on the positive
consequences of BSE (i.e., gain-framed messagpjpo8ufor this conclusion was also found
in the study of Block and Keller (1995). They foutitht for low efficacy or detection
behavior, the loss-framed message had more influencattitudes and intentions than the
gain-framed message. However, a more recently awedumeta-analytic review of O’Keefe

and Jensen (2006) provides other insights. Acrthss ¢ghe 165 studies they reviewed, they
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did not find evidence that a loss-framed message significantly more persuasive than a
gain-framed message, or the other way around.i$hmsline with the results of the extended
study of O’Keefe and Jensen (2007) which focuseecifipally on disease prevention

behaviors (e.g., diet/ nutrition behaviors, inotiola and exercise behaviors). They found
significant advantage for gain-framed messages ss-framed messages, but this effect
was very small and applicable to only one speddren of prevention behavior (i.e., dental

hygiene). Therefore, it can be concluded that unslear which frame, gain or loss, is more
persuasive than the other (Levin et al., 1998; &y8010; O Keefe & Jensen, 2006; 2007,

Rothman & Salovey, 1997).

In addition, Yan, Dillard and Shen (2010) state th&raming effects exist, they can
only be understood by determining the underlyingiakdes that moderate these effects.
Theoretical models should provide more insighthe tinderlying processes that leads to
different results in message framing. In fact, kans that the common use of only one
theoretical framework is not sufficient. In ordes understand why multi-theoretical
frameworks should be used to explain message framifects, the relevant theories and

conceptual models regarding message framing widlibeussed.

Motivational orientation

The basic principle of message framing can be foundhe prospect theory.
Kahneman and Tversky (1979) introduced this theanich describes how people manage
risk and uncertainty in decision making. More speally, they state that when behavioral
choices involve risk or uncertainty, decision makilepends on whether the choices are
framed in terms of potential losses or in termgatential gains. In this way, people tend to
be more willing to seek and take risks as long gbtential disadvantages or losses of a

particular situation are made salient. On the oflaerd, when the choice is framed in terms of

10
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gains, people generally tend to be risk aversetanthoose the decision that avoids these
risks (Kahneman & Tversky, 1979; Levin et al., 1998ers, 2010). Tversky and Kahneman
(1981) applied this theory to the concept of fragnamd found in their study that when the
losses were certain, most of the participants clioseisk reeking option. On the contrary, if
a gain was certain, people chose the risks avertseno However, prospect theory does not
adequately describe the underlying mechanisms amdittons of message framing that
influence people’s attitudes, beliefs and behavigtethman & Salovey, 1997). For that
reason, it is not possible to explain message figraffects on health-related behavior purely
based on prospect theory (Levin et al., 1998; Rathi& Salovey, 1997). Multi-theoretical
frameworks are necessary in order to understandribéerating factors and complexity
regarding message framing effects.

Higgins (2000) states that characteristics of iittlials provides most insight in the
effectiveness of message framing. Related to tmeegut of goal framing, Higgins (2005)
argues that “when people pursue a goal, they bedginsome motivational orientation, some
concerns or interests that directs to the goaluosyt” (Higgins, 2005, p.1). For that reason
he argues that motivation theories can be intedrateh prospect theory in order to
understand the underlying processes in messaganfyarihere are several theories of
motivation who state that individual behavior igukated by two different systems: the
approach system and the avoidance system (CantonS& Scheier, 2000). These systems
represent people’s chronic predominantly motivatstyle. The approach system regulates
“desired” behavior towards potential good outconf@say, 1981) whereas the avoidance
system leads “aversive” behavior away from posdibieats or bad outcomes (Gray, 1981;
Carver et al., 2000). Sherman, Mann and Updeg2006) state that message framing
interacts with the so-called predominantly motieaél style that someone has. More

specifically, they developed a congruency hypotheghich predicts that framed health

11
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messages which are in line with motivational stgte the most effective way to promote

health behaviors.

Higgins (1997) examined also the approach-avoidgrogciple and introduced a
theory of self-regulatory focus, called regulatdogus theory (RFT). RFT underlies the
hedonic principle (i.e., “people are motivated pp@ach pleasure and avoid pain”, Higgins,
1997, p.1280) but differs radically in its motivaial consequences. The theory starts with
arguing that the hedonic self-regulatory princigi@uld be applied differently when it comes
to different needs (Higgins, 1997). The two différeegulatory focus mechanisms are
defined as promotion focus and prevention focusofaing to RFT is regulatory focus the
dominant motivation system which explains why peopilake certain decisions or show a
certain behavior. The underlying thought of RFTthat self-regulation in regarding strong
ideals versus strong oughts differs in regulataigut. Ideal self-regulation concerns a focus

on promotion, whereas ought self-regulation congarfocus on prevention.

The self-regulatory orientations work separatelgt amdependently of each other and
form the motive of someone’s attitudes and behavi@very person has a predominantly
prevention- or promotion focus. According to Higgin(1997), for both information
processing and motivation, people with a predontlggmevention focus respond different to
a message than people with a predominantly promdtous. For example, people with a
predominantly prevention oriented focus are drivgnsafety, responsibility and security
needs. Those people view goals as oughts and they@ivated from a strategically point of
view to approach non-losses (i.e., the absenceeghtives) and to stay away from bad
outcomes (i.e., losses: the presence of negatisdple with the opposite dominant
regulatory focus (i.e., promotion focused) are ryamotivated by hopes, accomplishments
and advancement needs. For those people, goateaneas ideals and they are strategically

focused on avoiding non-gains (i.e., the absenceositives) and the approach of good

12
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outcomes (i.e., gains: the presence of positideshould be noted that both people with a
promotion focus and people with a prevention fomast to achieve the desired end state and
to avoid the opposite (Cesario, Higgins & Schol08). In fact, it means that as well
promotion focused people as prevention focusedlpeom to approach success and to avoid
failure. Only the way in which they represent thetstes is different for promotion versus
prevention focused people. Finally, it is also im@ot to note that regulatory focus is a state
and for that reason, it cannot only differ betweaedividuals (i.e., predominantly chronic
regulatory focus), but can also differ between aitins, which is called momentary
regulatory focus. Predominantly (chronic) regulatdocus can be measured by the
regulatory focus questionnaire (Higgins, Friedmidarlow, Idson, Ayduk & Taylor, 2001).
Momentary regulatory focus can be primed or induckst example before message

exposure.

Regulatory fit theory. After the well known article of Higgins (1997) aldd®FT, as
well Higgins as other researchers conducted nediesito examine and extend the theory
about regulatory focus. An important extensionRFT which has impact on the concept of
message framing is regulatory fit. Regulatory ligdry is also a goal-pursuit theory but one
that focuses on the relation between people’s ebroggulatory focus and the strategic
framing method of a message (i.e., promotion ovgmion focused) (Higgins, 2000; 2005;
Cesario et al., 2004). People experience a regyldib when both the person and the
situational demands are either promotion- or pregarfocused (Higgins, 2000). In this way
people’s focus regarding a goal can be uninterdufite., regulatory fit) or intermittent (i.e.,

regulatory non-fit) because of the communicatioategyy someone has used.

Higgins (2000) state that regulatory fit creatdseading of rightness regarding the goal
pursuit. Moreover, he suggest that regulatoryrgréases task engagement (Higgins, 2000,

2005), such as

13
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such as feeling right about someone’s positivearsp after exposure to a message
(Cesario, Grant & Higgins, 2004). Additionally, imgh regulatory fit situations, people tend
to be more strongly motivated and alert during sieai making. Even after decision making,
people evaluate it more positively compared to feedpat experienced a regulatory non-fit
(Higgins, 2000). Finally, regulatory fit increasttee value of people’s behavior (Higgins,
2000). In that way, regulatory fit intensifies resges, such as the persuasiveness of framed

message arguments (Cesario, Higgins & Scholer,)2008

The theory is applicable to the following situatidrne topic of a message focuses on
a desired end state or goal for the message ratigiecordingly, the message is framed in
terms of a promotion- (i.e., aiming at avoiding fgains or approaching gains) or prevention
orientation (i.e., aiming at approaching non-loseesavoiding losses). Consequently, the
framed message will sustain or disrupt the recifsechronic motivational orientation, and
will result in a regulatory fit or non-fit. Rese&|rs used this theory to test fit predictions and
found that promotion-framed arguments (focused oopek, accomplishments or
advancement needs) had a greater persuasive imapapeople with a matching chronic
regulatory focus (i.e., predominantly promotion ised orientation), compared to people
with a predominantly prevention focused orientatidhe reverse was true for prevention-

framed arguments (Cesario, Higgins & Scholer, 2008)

Regulatory fit and physical health.A recent and relevant study related to regulatory
fit and the enhancement of physical health is thdysof Latimer, Rivers, Rench, Katulak,
Hicks, Hodorowski, Higgins and Salovey (2008). Tlmyestigated to what degree messages
tailored to people’s promotion- or prevention-gaalentation resulted in more positive
thoughts and feelings about physical activity pgyation. Moreover, they investigated

whether a regulatory fit effect resulted in a higparticipation degree in physical activity.

14
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Latimer et al. (2008) measured (the by Higgins BlO@dicated) five domains that derive

value from regulatory fit, which included:

“(a) increased preference for orclination toward the behavior (Higgins, Roney,
Crowe, & Hymes, 1994), (b) increaseubtivationto engage in behavior (Cesario,
Grant, & Higgins, 2004; Shah, Higgins, & Friedmd®98), (c) imagining feeling
good about engaging in the behavior (ijgositive prospective feeling#liggins,
2000), (d) feeling good after engaging in the bé&bray.e., positive retrospective
feelings Freitas & Higgins, 2002), and (e) assigning aatgevalueto the behavior
(e.g., perceiving the behavior as more enjoyablerenworthwhile, or worth more
money; Higgins, Idson, Freitas,Spiegel, & MoldeAp2)” (Latimer et al., 2008, p.

827).

Latimer et al. (2008) used these five domains, (irelination, motivation, positive
prospective feelings, positive retrospective fegdirand value) as indirect indicators of
regulatory fit. Compared to former studies thateext their findings from laboratory-based
experiments, this study was a field-based investigawithin the domain of health. The
findings showed that participants were more likyparticipate in physical activities and
had more positive feelings towards this health bemavhen exposed to messages that fit
their chronic regulatory focus, compared to incolegt messages that did not fit their
chronic regulatory focus. This effect was partidylafound in the promotion-focused
condition. Moreover, the results showed that theeffiects were mediated by positive

retrospective feelings about physical activity.

From this research, it seems clear that tailoredsages that fit peoples regulatory
focus have a positive influence on the participaiio physical activity. However, it is less

clear whether these effects also apply for commubiehavior and whether the effects are
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similar between people with different levels of piwal activity. Moreover, it remains unclear
if the results can be generalized to other comnatinic designs. While Latimer et al. (2008)
conducted a telephone interview where participdiggened to a randomly assigned
promotion-focused or prevention-focused message,cthrent research will focus on the
development and testing of computer tailored messaghe primary goal of the current
study is to generalize prior evidence of messagmifig and regulatory fit. More specifically,
the persuasiveness of messages tailored to in@ividifferences in regulatory focus are
examined in a more specific domain of HEPA: actineek commuting. Regulatory fit theory
is used to predict the persuasiveness of slogansomputer tailored advertisements.

Followed by the results of Latimer et al. (2008siexpected that:

H1 a: When exposed to a gain-framed message, promotees igher intentions and
more positive thoughts and feelings about activekwapmmuting by EAB than

preventers.

b: When exposed to a loss-framed message, prevem®es higher intentions and
more positive thoughts and feelings about activekwaommuting by EAB than

promoters.

Since the process of changing commuting behavioelbgtrically assisted bicycles
does not only involve intrinsic motivation, but @lthe adoption and purchase of a product
(i.e., an EAB), the influence of tailored messageshe consideration towards EABs is also

taken into account:

H2: a: When exposed to a gain-framed message, proma®esdnmore positive attitude

and a higher buying intention of an EAB than preégen

16



THE ROLE OF MESSAGE FRAMING IN PROMOTING ACTIVE WAORCOMMUTING BY
ELECTRICALLY ASSISTED BICYLE

b: When exposed to a loss-framed message, prevdraeesa more positive attitude

and a higher buying intention of an EAB than proenst

Latimer et al. (2008) used the IPAQ to screen peoplphysical activity and included
only inactive people in their research. Howevelpriavide a deeper understanding in
different levels of physical activity among peoptes necessary to include all these levels in
the current study. In general it is expected thghlly active people will intent more strongly
in active work commuting, but prefer to ride oregular bicycle. Since the EAB enables
people to cycle longer distances (Muetze & Tan52@ shorter time frame and without
resulting in uncomfortable unhygienic situationsmenuting by EAB can also be of interest
for active people, specifically for longer distasc8ince the EAB also requires physical
effort, inactive people are expected to intend @hlgrter trips with an EAB. For that reason
the current study will also investigate if intetaoteffects of regulatory fit on intentions,
thoughts and feelings about active work commutingBB can be explained (are mediated)

by levels of physical activity (as defined by IPAQ)

H3: Interaction effects between regulatory focus andssage framing on intentions,
thoughts and feelings towards active work commutioyg EAB are mediated by

participants’ level of physical activity.

The adoption of a new product

Since EABs and their purpose for active work comngutre relatively new, some
barriers of adoption need to be taken into accoDstlund (1974) describes the importance
of the ‘perceived risk’ of an innovation. The comsrs’ perceived risks of innovations can
be classified into six key dimensions of perceivisft: financial-, performance-, physical-,
time-, social- and psychological risks (Stone & @raug, 1993). For example, financial risk

is about losing money in case of a disappointingelpaise. Several studies examined the
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influence of communicating the risks of a new pmridiHerzenstein, Posava and Brakus
(2005) tested the adoption of a new product intiatato regulatory focus and perceived risk.
Their results showed that in conditions where theeg@ved risks of a really new product was
not made clear to consumers, promotion orienteplpetend to have a higher purchase
intention than prevention oriented consumers. H@newn case the risks were made more
noticeable, both promotion- and prevention oriergadicipants were similarly unwilling to

buy the product.

In contrast to this ‘perceived risk’ perspectivegssages can also be framed to
emphasize the risks afot adopting the product (i.erisk reduction strategy), which may
result in a higher intention to adopt a productisitould be in line with findings from Van
Bekkum, Williams and Morris (2011) about communicgt barriers associated with a
specific behavior, such as cycling. They state ttetreasing the perceptions of barriers
assists in changing individuals’ attitudes, beliafed intentions towards carrying out that

behavior change.

Heinen et al. (2010) divided the barriers to cyaio different groups: built
environment (e.g., poor infrastructure, perceivedecurity), natural environment (e.g.,
hilliness, bad weather), socio-economic variablesg.( personal- and household
characteristics), psychological factors (e.g.jades, social norms, habits) and aspects related
to costs, time, physical effort and safety. (Heimtral.,, 2010; Oja et al., 1998; Pucher &
Dijkstra, 2003). Several barriers or dimensiows to cycle are related to the perceived risk
dimensions of adopting a new product. For exanthkeexpense of buying a bike is a barrier
to cycle (Van Bekkum, Williams & Morris, 2011), batso a perceived risk dimension in
adopting a new product (Stone & Gronhaug, 1993heOperceived risk dimensions of

adopting a new product related to barriers to cyuke physical riskrélated to physical
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effort), time risk (elated to time barrier and psychological riskré¢lated to psychological

barriers).

Based on existing literature it is suggested torigereduction slogans aligned with
barriers to cycle, because this will assist in ¢iag individuals’' attitudes, beliefs and
intentions towards active work commuting by EAB.the current research, therefore, the
gain- and loss-framed slogans will be applied tor fdifferent risk reduction dimensions.
This is particularly interesting since most pritudies related to the enhancement of public
health focus on physical costs/benefits in the amgss that they examine. For example, it
may be possible that people are more triggeredpansiaded to participate in active work
commuting when reading a message related to finhnosts/benefits instead of a message
related to physical costs/benefits. In that case dhme goal (enhancing public health by
active work commuting) will be achieved by only aommicating in the most persuasive
dimension, which may be other than the physicaltheimension. The results of this part of
the study will indicate whether communicating aafigial-, physical-, time- or psychological
risk reduction slogan is more persuasive in botHigpation intentions of active work

commuting and purchase intentions of an electogdbe.

Research design.In conclusion, it is expected that high levels fdf lead to
enhancement of message persuasiveness and prathmtioa. In order to achieve the
objectives of the current study, risk reduction dibon, message framing, regulatory focus,
and level of physical activity were included asapdndent variables in the design. A 4 (risk
reduction slogan: financial vs. physical vs. tinge psychological) x 2 (frame of slogan: gain
vs. loss) x 2 (regulatory focus: promotion vs. @mon) between-subjects design was used.
A regulatory focus x frame interaction would prawiturther support that regulatory focus
moderates framing effects (H1+2). The four differeisk reduction dimensions would

provide insight whether the context of the sloghage an influence on the framing effects.
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Furthermore, a separate analysis with level of pghysctivity (low vs. moderate vs. high)
may provide support that level of physical activiipderates the framing effects in active

work commuting behavior (H3).

Method

Participant characteristics

All participants were recruited by Royal Dutch Gégea bicycle manufacturer and
market leader in the Dutch bicycle industry. Gazedroduces per year around 250.000
bicycles, of which approximately 30.000 EABSfK, 2011). An e-mail with the invitation to
participate in an online survey was sent to a sarapP.971 potential participants, who were
randomly selected from the customer database otl@azlhe database included a wide
range of different stakeholders of Gazelle, amotigers customers who bought a bicycle,
people who requested a brochure and people whedigp for the newsletter of Gazelle.
Similar to the study of Werth & Foérster (2007), tiapants were informed that the goal of
the study was to learn something about consumeds tanobtain product evaluations.
Furthermore, participants were told that the surwag related to commuting behavior and
that this information was necessary for Gazellergter to meet the needs of customers. As a
reward for their participation, they had a charwin a bicycle. Participants were able to fill

in the questionnaire on every location, as lonthase was internet connection.

In total, 1.485 people were willing to participatethe survey (response rate = 15%).
However, only eligible participants filled in th@estionnaire for this study. Selection criteria
included whether or not the participant was a cotem(only commuters passed through)
and what their main mode of transportation was. Qakers by either a bicycle or electric
bicycle were excluded from this study since it whs aim to convince people who are

currently not cycling for the major part of thenpt to work. Participants who were not
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eligible for this study continued with another {sfatction) questionnaire of Gazelle, which is
not covered by this study. Accordingly, particimamtere randomly assigned to one of the
four risk reduction conditions, with either a gaor-loss-framed slogan. Figure 1 shows the

sampling and flow of participants through the syrve

Figure 1

Sampling and Flow of Participants Through the Swrve

E-mail sentto sampla(=9.971)

Delivery failure f = 41)

E-mails deliverd if = 9.930)

E-mails opened(= 3.535)
I

Wiling to participate = 1.485)

Enroliment

c
o
% Eligible to current studyn(= 337) Ineligible: continued with other questionnaire£ 1.148)

Gain- framed slogam(= 42) |

— Physicalrisk reduction condition = 85)

Loss- framed slogam(= 43) |

Gain- framed slogam(= 43)

— Financialrisk reduction conditiom & 86)

Loss- framed slogam(= 43)

Random allocation

— Timerisk reduction conditiom(= 98)
Loss- framed slogam(= 53)

Gain- framed slogam(= 38)

—— Psychologicalrisk reduction condition € 68)

VANVANRVANSVAN

|
|
Gain- framed slogam(= 45) |
|
|
|

Loss- framed slogam(= 30)

Finally, three hundred and thirty-seven (N = 33ditigipants (187 male, 150 female)

filled in the questionnaire for this study. Most them had a fulltime job (60%) and were
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predominantly highly educated (i.e., HBO or univtgts57%), which is above the Dutch

average (i.e., 34% of the labor force, CentraalBurvoor de Statistiek, 2012). The average

age of the sample was 43.83 yed®® € 10.48), varying between 22 and 71. Almost all

participants had a moderate (43%) or high (50%®lle¥ physical activity. As a consequence

of that, no reliable outcomes can be reported &mpge low in physical activity. Regarding

the different risk reduction conditions and differenessage framing conditions, there were

no significant differences in demographic charasties and baseline physical activity. Table

2 shows an overview of all participant charactexsst

Table 2

Participant Characteristics

n % n %

Gender Occupation

Male 187 56 Fulltime job 201 60

Female 150 45 Parttime job 101 30
Age Enterpreneur 12 4

15-25 11 3 Housewife/-man 1 03

26-44 165 49 Unemployed 4 1

45-64 152 45 Retired 10 3

65+ 9 3 Student 5 2
Household structure Others 4 1

Live alone 40 12 Level of Physical Activity

Live together with parents/carers 8 2 Low 24 7

Live together with partner 91 27 Moderate 144 43

Live together with partner and child 185 55 High 169 50

Live together with children 11 3 Mode of transport

Live together with other people 1 03 Car 247 73

Others 1 03 Motorcycle, -bike or scooter 9 3
Educational levei Public transport (e.g., train, bus) 58 17

Primary school 1 03 Others (i.e., combination) 23 7

VMBO/MAVO/LBO 32 10 Possession bicycle

MBO 91 27 Yes 327 97

HAVO/VWO 22 7 No 10 3

HBO 136 40

University 55 16  Total 337 100

Note. 2 Dutch educational level
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Experimental manipulations

Similar to the study of Latimer et al., (2008) #opistudy was conducted to review
and test the gain- and loss-framed manipulatiothefframed slogans in the advertisements.
In total, twenty-three respondents (N= 23; 56% fiemnd4% maleMage = 29.70;SD = 9.30
years) were randomly assigned to one of the twemx@ntal conditions (i.e., gain- or loss-
framed advertorial). The two advertisements had dlmme visual and included the same
neutral information (i.e., product specificationsyhich was based on Werth & Forster
(2007). The only difference was the framing metlmbdhe slogan, which was either gain-
framed or loss-framed. 12 Respondents evaluated gdia-framed message and 11
respondents evaluated the loss-framed messagexpksted, the gain-framed message was
evaluated significantly higher in emphasizing tieadfits of commuting by EAB on physical
health Mgain = 4.33) as opposed to the loss-framed condifips{= 3.27,t (21) = 2.84p <
.05). The mean scores showed on the other handthiealoss-framed messages were
evaluated significantly higher in emphasizing tiekg of not commuting by EABMjoss =
3.18), compared to the gain-framed conditidig, = 2.00,t (21) = -2,29,p < .05).
Respondents were also asked to report what acgptdirthem, the key message of the
advertorial was. It turns out that the neutral infation distracted too much from the main
message. For that reason, the neutral informatiaime advertisement was excluded in the

main study to make sure the focus was only on dyenkessage.

In doing so, the advertisements in the actual exprt were also created by
presenting the same message in different formaise @ formation was consistent across
conditions, along with the same visual and logdfddences appeared only in the way the
message was framed (i.e., gain- or loss- framed) ianrisk reduction dimensions (i.e.,
physical-, financial-, time- or psychological dinsgon). Gain- and loss-framed messages

about active work commuting by electric bicycle eenanipulated simultaneously through
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textual slogans (Schneider, Salovey, Pallonen, Mthdmith & Steward, 2001). These
slogans were formulated with assistance of comnatioic professionals from the marketing
& communication department of Gazelle. Table 3 shall (translated) gain- and loss-
framed slogans (see Appendix C for the originalestiisements with Dutch slogans) for each
of the risk reduction condition and Figure 2 shaws of these original advertisements.
Immediately after exposure to the manipulated athament, participants filled in two
guestions to check the manipulation of gain and lbaming. Similar to the pilot test, the
results confirmed the intended manipulation. Then-flmamed messages were evaluated
significantly higher in emphasizing the benefitscoimmuting by EAB Mgain = 4.15) as
opposed to the loss-framed conditioMd,{s = 3.26,t (335) = -7.017,p < .01). On the
opposite, the loss-framed messages were evalugedicantly higher in emphasizing the
risks of not commuting by EABMjoss = 3.14) compared to the gain-framed conditiblya,

= 2.26,t (335) = 4.579p < .01).

Table 3

Translated Gain- and Loss-framed Slogans of Maaii@al Advertisements

Risk reduction condition Gain-framed slogans Lossafrd slogans
_ Commuting by electrically assisted  Not commuting by electrically assisted bicycle
Physical bicycle increases your physical fithessdecreases your physical fithess and thus lowers
and thus makes you healthier your health

You will gain a lot of money by
Financial commuting with electrically assisted
bicycle

Not commuting by electrically assisted bicycle
will cost you a lot of money

You will gain time when you commute Not commuting by electrically assisted bicycle
Time by electrically assisted bicycle in urbamwill cost you more time in urban area’s with
area’s with traffic congestion traffic congestion

Commuting by electrically assisted  Not commuting by electrically assisted bicycle
Psychological bicycle provides you a good feeling  worsens your feeling about the start of your
about the start of your day! day!
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Figure 2

Original Gain- and Loss-framed Advertisements iy$ttal Risk Reduction Condition

|
|

Gazelle

Woon-werk verkeer per elektrische I Woon-werk verkeer per auto of open-
fiets verhoogt je lichamelijke baar vervoer verlaagt je lichamelijke
conditie en daarmee je gezondheid! conditie en daarmee je gezondheid!

Procedure

The online survey was conducted by means of a gsfeal online survey program
(MWM2). This program made sure every question wiedfin before answering the next
guestion, so no missing values appeared. Moreawevas not possible to return to the
previous page. The first part of the survey waBatsscreening, based on current commuting
behavior. Eligible participants (commuters, whoreatly not commute by bicycle or EAB)
continued with the second part of the survey, winctuded the other independent variables
(i.,e., RFQ & IPAQ). Accordingly, they were randombllocated to one of the four
advertisements (financial, physical, time or psyopizal) with either a gain- or loss-framed
slogan encouraging to participate in active worknopwting by EAB. Similar to the study of
Lee and Aaker (2004), participants were told tawike advertisement as they were viewing
it on a website or in a magazine. They were exptsdlde advertorial as long as they needed
for reading and understanding the message. Aftposxe, the depending variables (i.e.,

outcome variables) were measured.
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Measures

Most of the independent and dependent variableg wwdopted from prior studies.
The article of Titze et al. (2008) formed the bafis the demographic characteristics

measured in this study.

Independent variables.Regulatory focusvas assessed using the 11-item Regulatory
Focus Questionnaire (RFQ; Higgins et al., 2001}rakslated version of the original RFQ
was adopted from Zomerdijk (2012). Participantedaheir subjective histories of promotion
and prevention success on a 5-point scale (1 =rnéve very often). Examples of the
guestions that the scale included were: “How offehyou obey rules and regulations that
were established by your parents?” and “I feel likeave made progress toward being
successful in my life"Six questions were related to promotion foaus (67) and five items
were related to prevention focus € .75). According to Higgins et al. (2001), as Mtk
subscale for promotion focus as the subscale fewvgmtion focus have adequate test-retest
reliability and appropriate validity. For that reas the scale remained similar to the original.
Identical to Higgins et al. (2001), the differenbetween the scores on the promotion
subscale and the scores on the prevention subseaked as indicator of predominant

regulatory focus.

Physical activitywas assessed using the self-reported short fortheofnternational
Physical Activity Questionnaire (IPAQ questionnai2®12) Using the short-form was easier
to administer and relatively undemanding for pgaats. This was of major importance
regarding the overall length of the entire questare. The scale assesses the frequency and
duration of walking and moderate- and vigoroushsiy physical activities over the last 7
days. The output of the questionnaire is infornmatan so called metabolic equivalents

(METS), which serves as an indicator of physicdivag related energy expenditure (Abu-
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Omar & Ritten, 2008). The total weekly physicali\att was calculated by weighting the
scores (i.e. number of minutes per week) withinheeategory using the category-specific
metabolic equivalents. Based on the IPAQ protot®AQ guidelines, 2012), participants
were categorized in three levels of physical agtiviiigh level of physical activity, moderate

level of physical activity and low level of physictivity.

Dependent variables.The first measured outcome variables is persuasisrgssessed
among four categories: advertisement evaluationjvatton to participate in active work
commuting, positive prospective feelings about caming by EAB and perceived goal
value. The second outcome variable is adoptionchviwas measured by attitude towards

EABs and buying intentions of an EAB.

Advertisement evaluatiowas measured by the extent to which participaotsxd the
physical activity message believable, informativel anteresting (Latimer et al., 2008) by
using a 1 (not at all) to 5 (extremely) scade=<.85). Motivation was measured by asking
participants to what extent they agreed with tlaesbent: “I will try (I intent) to participate
in active work commuting by bicycle for at leasta® times per week”. Rating scores were
from 1 (strongly disagree) to 5 (strongly agreeatiiner et al., 2008)Prospective feelings
andperceived goal valuerere analyzed collectively since the results offdwor analysis of
all value from fit variables showed one factor &ir these items. Feelings associated with
engaging in active work commuting by EAB were assdausing four bipolar pairs, rated on
a 5-point-scale (unpleasant-pleasant, not enjoyajieyable, stressful-relaxing, extremely

worthless-extremely valuable),= .88 (Latimer et al., 2008).

Attitude towards EABsvas measured by five items based on the study athA&nd
Forster (2007) of = .831). First of all, participants rated on alscaf 1 (not at all) to 5

(extremely) the extent to what they thought an BEA8s attractive, interesting and safe.
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Secondly, participants evaluated the expected tyuahd satisfaction with the product in
everyday life, also on 5-point scales (very poaaldyvery good quality, not satisfied at all -

very satisfied).

Buying intention EABvas measured using two items in the form, “During next 12
[24] months, what do you think the chances are yoat or someone in the household will
buy an electrically assisted bicycle?” (Juster,6)96 = .89. Chances were measured on a
scale from 1 (no change/almost no change) to Tajodpractically certain). See Appendix A

and B for both the original (Dutch) questionnaingl ahe English questionnaire.

Results
Main effects

First of all, separate analyses were conducte@gbrain effects on advertisement
evaluation, motivation to participate in active Wa@ommuting, prospective feelings of active
work commuting by EAB, attitude towards EABs angibg intention of an EAB.

Framing. For slogan (i.e., gain- or loss-framed), no maifedf were expected.
However, the results of the ANOVA analyses showetd the gain-framed slogans resulted
in significantly higher advertisement evaluatioRg{,335) = 35.88p < .01). This effect was
significant in all of the four risk reduction cotidns, which means that all advertisements
with a gain-framed slogan were evaluated as mdrevable, informative and interesting.

Regulatory FocusA Pearson correlation analysis was conducted tb wéether
chronic regulatory focus had an effect on the auteovariables. Since predominant
regulatory focus was calculated as the differeneavéen the promotion scale and the
prevention scale, scores below zero indicate agomn@thnt prevention focus and scores
above zero indicate a predominant promotion sclorehis way, the correlation analysis

provided insight whether higher (or lower) scorésegulatory focus resulted in different
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outcomes on advertisement evaluation, motivatioosgective feelings, attitude of EABs or
buying intention of an EAB. The correlation wasrsigant for prospective feelings (r = -
154, n = 337p < .01). Since the relation is negative, it mednat people with lower scores
on regulatory focus (i.e., prevention focus) haghbr scores on prospective feelings with
respect to active work commuting by EAB. Concretélymeans that people who are more
prevention oriented have more positive feelingsuéleagaging in active work commuting by
EAB than people who are more promotion oriented.

Level of physical activityFollowed by the guidelines of the IPAQ protocol AI®
guidelines, 2012), people’s level of physical atyiwas calculated. Based on that score,
people were assigned to either a low, moderategtr level of physical activity. ANOVA
analyses shows that differences in level of physictvity had an influence on motivation to
participate in active work commuting (F (2,334) @& p < .01) and prospective feelings
about active work commuting by EAB (F (2,334) =G1.8< .01). A post-hoc Bonferroni test
shows that the effect for motivation is both sigraht between people low in physical
activity and people high in physical activity (F324) = 4.80p < .05) and between people
with a moderately level of physical activity andopée with a high level of physical activity
(F (2,334) = 4.80p < .05). Regarding prospective feelings, the Baofartest shows that the
mean difference is significant between people lawphysical activity and people high in
physical activity (F (2,334) = 4.8@y < .05). In other words, the results indicate ttie
higher the level of physical activity, the strondgbe motivation is to participate in active
work commuting and the more positive prospectivadifigs they have about commuting by
EAB.

Age and gendein order to test to what degree demographics charatics might
influence the outcome variables, age and gendez alep tested in an ANOVA analysis. For

gender, a main effect was found on attitude tow&ABs. Women had a significant more
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positive attitude towards EABs than men (F (1,335p.09, p < .05), especially in the
psychological risk reduction condition. With respeto advertisement evaluation, a
marginally significant age effect was found. As tlage of participants rises, the
advertisement was seen as more believable, inforenahd interesting (F (3,332) = 2.50<
.10).

Risk reduction conditianANOVA analyses were conducted to test the meanesc
between the different risk reduction conditionse.(i. physical- financial-, time- and
psychological risk reduction). The results showleal toverall, the psychological condition
resulted in higher means scores (see Table 4). HAmwedhe differences between the

conditions were only significant for buying intems (F (3,333) = 5.99p < .01).

Table 4

Mean Scores between all Risk Reduction Conditions

Physical Financial Time Psychological
Evaluation of ad M =3.19, SD = .89 M = 2.96, SC8F M = 3.06, SD = .89 M =3.14, SD = 1.03
Motivation M=262,SD=146 M=265SD=154M=258,SD=153 M=2.96,SD =1.47
Prospective feelings M =3.90, SD =.94 M =3.8B,5.91 M =3.80, SD =.76 M =4.00, SD =1.03
Attitude EAB M=3.71, SD = .82 M=3.74,SD=.74 M=3.75,SD =.76 M =3.94,SD = .81

Buying intention EAB M =2.43,SD=159 M=213,SD=142 M=2468166 M=23.24,SD=1.99

Hypothesis testing

In order to test the first two hypotheses regardimigraction effects of regulatory fit
between regulatory focus and framing method, sépaiararchical regression analyses were
conducted according to the procedure of Fitzsim@d98). Fitzsimons (2008) argues that,
when measuring an independent variable such ascaaifol (or in the current study
regulatory focus), it is not appropriate anymorelichotomize this variable. As example for

the current study, dichotomizing would mean thateadian split analysis is performed on the
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dataset and a new variable is created and callexhigtion oriented” by scores on the RFQ
that are above the median. On the other hand aresbelow the medium of the RFQ coded
as “prevention oriented”. The next step would tHen a two-by-two between-subjects
ANOVA analysis. The main problem with this metha the fact that it could lead to
misinterpretations of the hypothesized relationshiptzsimons (2008) states that the correct
approach would be to “regress the dependent variabl the continuous independent
variable, the manipulated independent variablethadt interaction” (Fitzsimons, 2008, p.6).
In the current study, the independent variablesewegulatory focus, message framing and
the interaction between those variables. Accorginghe statistical test is the slope of
regulatory focus on the ‘framing’ level of the mamliated independent variable (Fitzsimons,
2008).

In this way, regulatory focus was prior to condagtthe analyses, zero-centered and
experimental condition was dummy-coded (loss messagl, gain message = 1). To
interpret the Message Framing x Regulatory Focteyaation, two restructured regression
equations were calculated. The relationship betwesgulatory focus and the outcome
variable was statistically examined by conductingacalled spotlight analysis at one
standard deviatiorbelow the mean of the regulatory focus score (ipgedominantly
prevention focused people) and one standard deniabove the mean of the regulatory
focus score (i.e., predominantly promotion orierpedple) (Fitzsimons, 2008; Latimer et al.,
2008). According to Fitzsimons (2008, p.7) is thetistical test for differences across gain-
and loss-framed conditions is given by the paramneatd significance of the dummy variable
in the regression equation. In this way, the resultlicated whether a gain- or loss-framed
slogan influenced the dependent scores for promairoprevention oriented people and to

what degree the scores between the gain- andrasefl conditions differ from each other.
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Finally, the interaction effect was visualized biptpng a graph using the unstandardized

beta weights (i.e., prevention oriented versus teom oriented variables).

Overall effects. First of all, interaction effects were measuredardtgss of the
experimental risk reduction conditions (i.e., @uf risk reduction conditions). For each of
the outcome variables (i.e., advertisement evaloatmotivation, prospective feelings,
attitude EAB and buying intention) separate redgogssnodels were conducted with
independent variable regulatory focus, the dumnmafée for gain- or loss-framed condition
and their interaction. However, in contrast witle tformulated hypothesis, neither for
advertisement evaluation, motivation, attitude talgaEAB or buying intention of an EAB
the regression model was significant and no intemaeffects were found.

Only for prospective feelings about active work comting, the regression model was
significant (R3gjustea= -03, F (3,333) = 4.4& < .01). The results showed a significant two-
way interaction between message framing and regyldbcus f = -.153,t = -2.125,p <
.05). In order to explore the interaction, the s®@f regulatory focus were examined. As
Figure 3 shows were the slopes for both the gaméd message and the loss-framed
message decreasing, which means that preventiented people had as well in the gain-
framed condition as well as in the loss-framed @omd more positive feelings about active
work commuting by EAB, compared to promotion oreghpeople. However, in contrast with
the hypothesis, the regression coefficients inditat non-fit effect for the regulatory focus x
framing method interaction, which implies that fmevention oriented people, a gain-framed
slogan was the most effective and for promotioeraad people, a loss-framed slogan was
the most effective (Figure 3). Indeed, for prevemtoriented people, a spotlight analysis at
one standard deviation below the mean of regulatoeys showed a significant difference

such that they had significantly more positive ifegd about active work commuting by EAB
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when exposed to the gain-framed sloggr=(.150,t = 2.106,p < .05). A similar spotlight
analysis at one standard deviation above the mesegolatory focus showed no significant
difference p = -.067,t = -.932,p > .10), which means that for promotion orientedpge, it

made no significant difference whether the slogas Wwamed in terms of gains or losses.

Figure 3

Zero-Centered Scores on Prospective Feelings, BRlegarof Risk Reduction Condition
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Risk reduction conditions. Subsequently to the overall analysis, separateessgmn
analysis were conducted to each of the four ristuecgon conditions (i.e., physical-,
financial-, psychological- and time risk reductida)see if different interaction effects appear
by exposure to different risk reduction conditioite results showed that the expected
interaction effect was only found in the financ@ndition. Specifically, the regression
models were significant for prospective feelingé.{fwq= .14, F (3,82) = 5.64 < .01) and

marginally significant for attitude towards EABS?Rsted= .05, F (3,82) = 2.5 < .10).

Regarding prospective feelings, the interactiorectffwvas found to be statistically
significant § = -.482,t = -3.591,p < .01). The slope of the gain-framed message wasdf
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to be negative, while the slope of the loss-frameessage was positive. The spotlight
analysis showed a significant difference at onenddied deviation below the mean of
regulatory focusf{ = .352 ,t = 2.558,p < .05), which means that prevention oriented pzopl
had more positive feelings about active work comnguby EAB when exposed to the gain-
framed message, compared to the loss-framed mesSageersely, the spotlight analysis at
one standard deviation above the mean showed alsignaficant difference such that

promotion oriented people had more positive fealiagout active work commuting by EAB
when exposed to the loss-framed messfige {.334,t = -2.624,p < .05). In this way, the

regression coefficients indicated again the oppogitection (i.e., non-fit results in higher
scores). This means that feelings about active wsakmuting by EAB became more
positive when people were exposed to a sloganthatincongruent with their predominantly

regulatory focus.

Also regarding attitude towards EABSs, there wagyaificant interaction effect found

(B =-.291,t = -2.536,p < .05). Similar to the effect on prospective fegs, the slope was
negative when exposed to the gain-framed messaf@asitive when exposed to the loss-
framed message. However, the spotlight analysigzstianot significant effects on both sides
of regulatory focus. For predominantly preventioieoted people, the attitude towards EABs
was significantly more positive when exposed togam-framed slogar(= .250 t = 2.125,

p < .05). For predominantly promotion oriented pegghe attitude towards EABs did not
significantly became more positive, but howevedme more positive when exposed to the

loss-framed slogarg(= -.164,t = -1.507 p > .10).

Hypotheses la+b and H2 a+b aimed to find evideaceegulatory fit theory. Since
the findings only show interaction effects in thmahcial risk reduction condition,
specifically for prospective feelings and attitusvards EABs, these hypotheses are not

confirmed. Moreover, the interaction effects thad dppear showed even a contrasting
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relationship as predicted (i.e., non-fit effectpr Ehat reason, both hypothesis 1 and 2 cannot

be accepted.

Moderation analyses.In order to examine whether the regulatory (noréffects in
the financial risk reduction condition are modedaby level of physical activity, separate
regression analyses were conducted for people mibderate or high levels of physical
activity (people with low level of physical actiyitwere excluded since there were not
enough participants in this condition for reliabksults). The regression analyses indeed
showed differences between moderate and highlyigdlyactive people. The interaction
effects were mostly found in the conditions with dacate physical active people, which
implies that type of message framing was more ofrgst and had most influence on

moderately active people.

Among moderately physical active people was fifsalban interaction effect found
in the financial risk reduction condition for adiisement evaluatior(= -.508,t = -2.604,p
< .05). As graph A in Figure 4 also shows is ttepslnegative when exposed to the gain-
framed slogan and positive when exposed to theftassed slogan. However, the influence
of framing method was not equal to prevention- pramotion oriented people. A spotlight
analysis at one standard deviation below the méargulatory focus was significanf &
.651 ,t = 3.565,p < .01), such that prevention oriented people atallithe advertisement as
more believable, informative and interesting whgposed to the gain-framed slogan versus
the loss-framed slogan. The spotlight analysisna standard deviation above the mean of
regulatory focus showed no significant differenge=(-.072,t = -.411,p > .10). It means that
for promotion oriented people, the advertisemenalwation was slightly (but not

significantly) more positive in the loss-framed ddion.
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Figure 4

Zero-Centered Scores on Advertisement Evaluatioosgective Feelings, Attitude towards
EABs and Buying Intention for Moderately Active Ppé®who were Exposed to the Message
in the Financial risk reduction
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Regarding prospective feelings (graph B in Figura 4lear non-fit interaction effect

was found f§ = -.605,t = -2.466,p < .05) for moderately active people in the finahcisk

reduction condition. Similar to prior findings ihd current study, the slope for regulatory

focus was negative in the gain-framed condition pasltive in the loss-framed condition,

which indicates a non-fit effect. The spotlight lgses between the scores of the gain- and

loss-framed slogans showed only marginal signifiedfects, as well for prevention oriented
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people p = .427,t = 1.861,p < .10) as for promotion oriented peoppe<-.434,t = -1.963 p
< .10). This means that for both prevention oridrgeople and promotion oriented people,
an incongruent slogan resulted in more positivdirfge about active work commuting by

EAB.

Accordingly, also for attitude towards EABs a sfgrant interaction effect was found
among moderately physical active peofle=(-.701,t = -3.553,p < .01). Similar to all other
interaction effects, the regression coefficienttigate a non-fit effect (graph C in Figure 4),
such that for prevention oriented people the geaméd slogan resulted in a more positive
attitude towards EABs and for promotion orientede, a loss-framed slogan resulted in a
better attitude towards EABs. The spotlight analyai one standard deviation below the
mean of regulatory focus showed that this diffeeebetween the gain- and loss-framed
slogan was marginally significarfi € .335,t = 1.813,p < .10). A similar spotlight analysis at
one standard deviation above the mean of regulaimrys showed that for promotion
oriented people, the loss-framed slogans had signily higher influence on the attitude

towards EABS compared to the gain-framed slogfrs-(663 t = -3.728,p < .01).

Finally, also for moderately physical active peopiethe financial risk reduction
condition was a significant interaction effect fduon buying intention of an EAB (= -.991,
t =-2.351,p <.05). The slope for regulatory focus was posiiivthe gain-framed condition
and negative in the loss-framed condition (seelgfamn Figure 4). However, for prevention
oriented people, the buying intention was not digantly higher in the gain-framed
condition, compared to the loss-framed conditign=(.510 ,t = 1.292,p > .10). For
promotion oriented people, the loss-framed slogssulted in significantly higher buying

intentions, compared to the gain-framed conditfpr €.901,t = -2.370,p < .05).
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In conclusion, the current findings show that ratpdy fit is probably not always or
not solely the moderator of message framing effégiparently, within the domain of active
work commuting by EAB, regulatory fit effects ondyppear in the financial risk reduction
condition. However, the intended interaction eleate not in line with the expectations as
stated in hypotheses 1 and 2. The implicationshe$é findings are discussed in the next
section. Some support is found with respect tothimel hypothesis concerning differences
between the level in physical activity: interactieffiects are mediated by participants’ level
of physical activity. Note that this hypothesis wasly supported for the financial risk
reduction condition. The implications of the fingsin the current study are discussed in the

next section.
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Discussion

The main objective of the current study was to exarthe effect of tailored messages
to individual differences in regulatory focus inder to persuade people to change their
commuting behavior. In contrast to existing literat the results did not show in each
condition the intended effects. More specificallmly for prospective feelings (i.e.,
imagining feeling good about engaging in active kmoommuting) an interaction effect was
found. These findings diverge from most literatore regulatory focus theory. However,
Friedman-Wheeler, Rizzo-Busack, Mcintosh, Ahrengl dtaaga (2010) neither found
support for the congruency hypothesis of regulafarylrhey argue that context of research
(i.e., smoking) or methodological limitations magpkain these findings.

Also in the current study, the results may diffechuse of the unique focus on
commuting behavior. Perhaps regulatory fit theoogsinot apply to the context of active
work commuting. This conclusion seems rather ubjilsince Latimer et al. (2008) did find
support for the congruency hypothesis in the cdntéxphysical activity, which is closely
related to active work commuting. With respect tetlnod, Friedman-Wheeler et al. (2010)
developed the smoking vignettes themselves and #tat this manipulation may not have
been effective. Although the slogans in the curstnody were conducted in collaboration
with communication professionals of Gazelle, ndtall them were pre-tested (i.e., only
physical risk reduction condition). Future reseasiiould incorporate a pretest of all
conditions in order to make sure that the intenchadhipulation did work. Nevertheless, the
framing manipulation (i.e., gain- or loss-framed dork, as the results of the manipulation
check shows. A more suitable explanation for themjent results is that there may be other
moderating factors that influence message framifects and moderate regulatory fit on
persuasion. For example private self-focus, involest and motivation to process

information, which will be discussed later on inmmadletail.
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Regarding the current findings, for prospectivdifgs a significant interaction effect
was found. However, the regression coefficientscateéd a non-fit effect. This means that
slogans that were formulated incongruent with pgrdints’ chronic regulatory focus resulted
in more positive prospective feelings about actimek commuting by EAB. A more in-depth
analysis between the four risk reduction analydesvs that the interaction effects only
appeared in the financial risk reduction conditidhis implies that for as well promotion-
focused patrticipants as prevention-focused pasdidp in the physical-, psychological- and
time- risk reduction conditions, it made no diffece whether the slogan was framed
congruent or incongruent to their chronic reguhatfircus. In the financial risk reduction
condition however, it did matter (for as well prama- as prevention oriented participants)
whether the slogan was framed in terms of gairlesses.

The effect was particularly found among moderagelyve people, which implies that
participants with a high level of physical activiye less affected by different types of
message framing. This may be explained by thetfettthose people are already very active
and, consequently, are less sensitive for messtg¢sencourage them to be even more
physically active. The interaction for moderatelytige people was again a non-fit effect,
which means that participants in this condition haidgher scores on advertisement
evaluation, prospective feelings, attitude towakfsBs and buying intention of an EAB
when the message was framed by a slogan thatodid their chronic regulatory focus.

Although these non-fit interaction effects only se® distract with existing evidence
related to regulatory fit theory, are there sonneilar effects found in literature. For example,
Cesario et al. (2004) also found a non-fit effectone of their conditions. Their results
showed that the interaction effect on confidentmga was reversed when the misattribution
or transfer of feeling right from regulatory fit wdlocked. According to Fransen, Fennis,

Pruyn and Vohs (2011) and Harding, Lisjak and L2@&1@) are there moderating factors for
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regulatory fit effects. Fransen et al. (2011) iriggeded the moderating role of private self-
focus in such regulatory fit effects. They founattfor people with high private self-focus,
the regulatory fit effect was stronger than forgeowith low private self-focus.

Harding et al. (2012) went beyond this principleddferences in strength of fit effect
and showed that non-fit effects can appear by natithgy role of involvement and motivation
to process information. They hypothesized that éhgeople, who were under high-
involvement conditions and who were exposed tongtt@nd compelling message arguments,
were more persuaded by appeals that did not fir tlegulatory focus. The underlying
suggestion is that people’s motivation to procedsrination moderates the fit effect on
persuasion. An important article that Harding et (@012) refer to as a basis for their
hypothesis is the study of Wang and Lee (2006)t Shady showed that the regulatory fit
effect on persuasion disappeared when people wetwated to process information. The
reason why Wang and Lee (2006) probably did nad fnnon-fit effect is, according to
Harding et al. (2012), that their participants wergposed to as well fit- as non-fit
information. Other relevant evidence was foundhe study of Forster, Higgins and Werth
(2004). Their findings show that participants hadbetter memory for inconsistent
information, compared to consistent or neutralnnmfation.

Based on three different experiments, Harding e(2812) found support for their
hypothesis. As expected, the findings showed tloakfit effects appear when people are
motivated to process information. Moreover, these-fit appeals were more persuasive
under high-involvement conditions (Harding et 2012). These findings illustrate a possible
explanation for the non-fit effects in the currestidy. The sample consisted of Gazelle
stakeholders, which are probably people who arevitetd to process information of Gazelle

and are also more involved than non-stakeholde@aaklle.
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The findings of the current study are of interestthe area of consumer psychology
because they provide support for a recently examinew view on regulatory focus theory.
Where findings in literature commonly predict entement of persuasion in regulatory fit
conditions, shows the current study that this nat always necessarily be the case. Framing
effects are apparently not always only moderateddngulatory focus, but also by other
factors such as private self-focus, involvement aradivation to process information. This
conclusion may have influence on prior evidencénwgtgard to regulatory fit, because these
findings may be biased by participant sample. Bangle when participants were low
involved with the topic of the concerned study dnew a sample of students was less
motivated to process information because their afljective was to earn credits. Future
research is necessary to further pursue this lriaught and to gain more knowledge of
regulatory non-fit effects on persuasion. Therefatels important to focus on possible
moderating factors which cause these effects. M@mredhe study of Harding et al. (2012)
could be extended to other areas and other typmeslsage exposures to generalize their

findings.

Practical implications. Also on a practical level, these findings offeipiioations for

the effectiveness of (health) communication in atisements. In general, the current study
shows that having knowledge about the target greumportant, not only from the point of
view of chronic regulatory focus, but also for degrof involvement and motivation to
process information. These personal details seamhete&rmine the response on advertisement
slogans and therefore need to be understood firstder to formulate slogans in the most
persuasive way. Moreover, personal characteristiag determine the target group for a
certain campaign. As an example, the current swltyws that the higher the level of

physical activity, the stronger the motivation asparticipate in active work commuting and
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the more positive prospective feelings they haveualtommuting by EAB. Therefore,
gathering information about who is physically aetis knowing who to target on. This
information may be collected among current and ii@Eecustomers by a questionnaire such
as the IPAQ.

In the current study were also some main effeatsdothat have direct implications
for marketing and communication management, spadiyi for Gazelle. First of all shows
the data that gain-framed slogans were more pevsuagith respect to advertisement
evaluation. Therefore, it is recommended to forreukogans in advertisements in terms of
gains when the objective is to create a more baliley informative and interesting
advertisement. However, gain-framing did not resalsignificantly higher motivation to
participate in active work commuting by EAB, a betattitude of active work commuting
and EABs or a higher buying intention of an EAB.isTimplicates that other strategies are
necessary in order to reach these goals.

Another relevant but also somewhat obvious findsighe gender effect on attitude
towards EABs. Women appear to have a better agtitadards EABs than men, especially
when exposed to the message in the psychologiaditoan. Sales data show that most of the
EABs are currently sold to women (67%, GfK, 202djich indicates that most women
already have accepted the EAB, in contrast to mbarefore, the most potential target group
that should be focused on in future advertisemargsmen. Furthermore, the results showed
that, compared to the physical-, time- and findnaigk reduction condition, the
psychological risk reduction condition was ovethf most persuasive condition. This is an
important and notable finding, because it resutisamly in the recommendation for Gazelle
to use slogans that focus on psychological feeliagd benefits. It goes beyond and
contributes to the effectiveness and persuasiveokhgalth communication by suggesting

that it is not necessary, and perhaps even lesste#, to focus on physical health aspects
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when the objective of an advertisement is to engnublic health. Many studies that aim to
enhance public health by help of message framingnmanicate about physical health
benefits or disadvantages as a result of (not)oparhg a certain behavior. The current
findings indicate that the effectiveness of heattmmunication may be enhanced by
changing the underlying context of advertisememits, ifor example, a psychological context.
In this way the goal remains to enhance healthshifts the context in which should to be
advertised. Further research is necessary in aaeronfirm these suggestions and to

generalize the findings of the current study.

Limitations and further research. Some limitations of the current study are notable
and need to be taken into account in future rebediicst of all, there are some limitations
with regard to the characteristics of the partinipaample. The sample appeared to be
particularly moderately or highly physically actiefore the start of the study. This implies
that most of the participants already seemed tot iee HEPA recommendations, while
many health advertisements primarily targeted ase¢hwho do not, or not sufficiently,
engage in healthy behavior. Future research showdidide the IPAQ questionnaire as
selection criteria in order to make sure that tleespasiveness of tailored messages are
examined at those who are insufficiently physicadigtive. Another interesting point
regarding the characteristics of the participamh@a is the fact that all participants were
Gazelle stakeholders. As described earlier wergetlparticipants probably high(er) involved
and more motivated to process information. This rhaye influenced the regulatory fit
effect. Finally, people who already commute by eitla regular or electric bicycle were
excluded from the survey. However, it is importaminclude these people in the future also
in the sample, because they may confirm or disoontine persuasiveness of the slogans and

the advertisement in general. They may indicatetmédrethe advertisement can be evaluated
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as reliable and trustworthy. Moreover, a lot candsned from differences in existing and
potential customers.

Secondly, there was a notable amount of non-regptmsards the invitation. It
would be interesting to follow-up on these respaonsi¢o ask them what their reasons were to
not participate in the survey. With that knowledget probably in the future possible to
select a better sample and to write a more pergaiastitation.

Furthermore, the framing manipulation was not cqoset with respect to the use of
the word EAB. More specifically, two out of eightheertisements did not incorporate the
word EAB in the slogan, while the others did. Altigh more in-depth research did not
provide insight whether this had influenced thecoutes, is there still a serious possibility
that it affected the results. For that reason,rutesearch should aim to be consistent in use
of words with respect to message framing maniputati

Finally, it would be interesting to study the etfecof different risk-reduction
conditions not only separately, but combined wistche other. For example, a slogan with
both physical- and psychological risk reductionmed@ts might be more persuasive than a

message that focuses on only one risk reductioemsion.

In conclusion, it can be stated that based on timeewct findings further research is
necessary in multiple ways. The importance of fittesearch in exploring motivations in
active work commuting behavior is essential, comsiy the health- and environmental
consequences of commuting by motorized transportatiodes. Future research should aim
to extend the knowledge of regulatory non-fit efée@nd the underlying factors that moderate
these effects on persuasion. This can be realigddribexample generalizing and extending
the current study. The use of a different partiotpsample, improved framing manipulation,

induced regulatory focus (i.e., compared to meagurhronic regulatory focus), involvement
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and motivation to process information as moderafiagtors are examples of relevant

adjustments.
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Appendix A: Original questionnaire (in Dutch)

1. Demografische gegevens

=  Geslacht
= Leeftijd
=  Postcode

= Huishouden
= Hoogst genoten opleiding
= Dagelijkse bezigheid
= Momenteel een baan of ander (onbetaald) werk oaeeéeare locatie dan
thuislocatie?
o Indien ja: afstand tot bestemming
o Indien nee: uitsluiting van deelname aan het oruiz
»= Hoofd vervoersmiddel
o Indien reguliere of elektrische fiets: deelname aader onderzoek
voor Gazelle; uitsluiting voor dit onderzoek.
* In het bezit van een fiets?
o Indien ja, wat voor type fiets (reguliere [stadte}s, hybride fiets,

elektrische fiets, sportfiets)
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2. Regulatory focus vragenlijst

De volgende vragen hebben betrekking op specifiekeurtenissen in uw leven. Wilt u

voor iedere vraag aangeven in welke mate dit blingkheeft op u?

1. Bent u, vergeleken met de meeste andere mensésghypet in staat om uit het
leven te halen wat u zou willen? (pro*)

2. Hebt u, toen u opgroeide, ‘ooit grenzen overschredeor dingen te doen die uw
ouders niet tolereerden? (prev*)

3. Hoe vaak hebt u dingen bereikt die u ertoe aandestdien om nog harder te werken?
(pro)

4. Werkte u uw ouders vaak op de zenuwen toen u ofgd¢prev*)

5. Hoe vaak hield u zich aan de regels en voorschrdte door uw ouders waren
vastgesteld? (prev)

6. Toen u opgroeide, heeft u zich toen ooit gedrageaeem manier die uw ouders
verwerpelijk vonden? (prev*)

7. Doet u het vaak goed met verschillende dingen dgibeert? (pro)

8. Ik ben wel eens in moeilijkheden geraakt door nagirzichtig genoeg te zijn. (prev*)

9. Wat betreft het bereiken van dingen die belangrij&r me zijn, vind ik dat ik niet zo
goed presteer als ik idealiter zou willen. (pro*)

10.1k heb het gevoel dat ik vooruitgang heb geboektanhsuccesvol zijn in mijn leven
(pro)

11.1k heb heel weinig dingen gevonden in mijn levea miij echt boeien en waar ik veel

energie in wil stoppen. (pro*)

Schaal:
1 2 3 4 5
Nooit of zelden Soms Erg vaak

Pro= promotion vraag
Prev= prevention vraag

* = omgeschaald
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3. IPAQ vragenlijst

De volgende vragen gaan over de fysieke activdieis in deafgelopen zeven dagen

gedaan hebt. Er zitten vragen bij over de lichaawslging op uw werk, over uw
verplaatsingen, over uw werk in huis en in de teim,over uw vrije tijd in verband

met ontspanning, lichaamsbeweging en sport. Protygedle vragen te antwoorden,
zelfs als u vindt dat u niet erg actief bent.

Denk aan alleware activiteiten die u defgelopen 7 dagerhebt gedaan. Zware fysieke
activiteiten verwijzen naar activiteiten die eenars lichamelijke inspanning vereisen en
waarbij u veel sneller en dieper ademt dan norntdel.gaat hierbij alleen om de fysieke
activiteiten die u gedurendrinstens 10 minuten aan één stugedaan heetft.

1. Hoe vaak, in dafgelopen 7 dagenheeft uzware fysieke activiteiten gedaan zoals
zwaar tilwerk, spitten, aerobic, of snel fietsen?

dagen per week

Geen zware fysieke activiteiten === DooOr naar vraag 3(automatisch)

2. Hoeveel tijd besteed u gemiddeld in totaal op zi@ig besteedt aamvare fysieke
activiteiten?

uur minuten/dag

Geen idee

Denk nu aan allematig zware activiteiten van deafgelopen 7 dagenMatige fysieke
activiteiten verwijzen naar activiteiten die een matige lichhjkes inspanning vereisen en
waarbij u iets sneller en dieper ademt dan norntdet. gaat hierbij alleen om de fysieke
activiteiten die u gedurendeinstens 10 minuten aan één stugedaan heeft.

3. Hoe vaak, in dafgelopen 7 dagenheeft umatige fysieke activiteiten gedaan zoals
het dragen van lichte lasten of het fietsen op a¢eranelheid? Wandelen valt hier
niet onder.

dagen per week
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Geen matige fysieke activiteiten === Door naar vraag 5

4. Hoeveel tijd besteed u gemiddeld op zo’n dagraatige fysieke activiteiten?

uur minuten/dag

Geen idee

Denk nu aan de tijd die u gewandeld heeft irafiglopen 7 dagenHieronder valt wandelen
op het werk en thuis, wandelen om te reizen vaatplaaar plaats en al het ander lopen of
wandelen dat u heeft gedaan ter recreatie, sporijeftijd.

5. Op hoeveel dagen, in teatste 7 dagenheeft ugewandeldgedurende minsteri
minuten aan één stuk

dagen per week

Geen één dag m=p Door naar vraag 7

6. Hoeveel tijd heeft u (gemiddeld) in totaal heetipuizo’n daggewandeld

uur minuten/dag

Geen idee

De laatste vraag heeft betrekking op de tijd déewafgelopen 7 dagesittend doorbracht op
het werk, thuis, tijdens studiewerk of in uw vrijgl. Hieronder valt ook de tijd die u achter
een bureau zat, bezoek kreeg, zat te lezen, oftelearisie zat of lag te kijken. De tijd die u
zitten doorbracht in een motorvoertuig, valt hiest onder.

7. Hoeveel tijd heeft u gemiddetgezetenop een doordeweekse dag, in de afgelopen 7
dagen?

uur minuten/ per dag

Geen idee
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4. Blootstelling aan de advertentie

Deelnemers werden random toegewezen

Op de volgende pagina krijgt u een afbeelding mledttte zien. Bekijk deze advertentie alsof

aan één \axhteondities.

u deze advertentie op een website of in een magarh

Physical risk reduction

Financial risk reduction

Gain Loss

Gain Loss

i Gcazelle @

Woon-werk verkeer per elektrische
fiets verhoogt je lichamelijke
conditie en daarmee je gezondheid!

Woon-werk verkeer per auto of open-
baar vervoer verlaagt je lichamelijke
conditie en daarmee je gezondheid!

> Gazelle @

' cazelle @

'+ cazelle @

Indien je met de elektrische | Indien je niet met de elektrische
fiets naar je werk reist, bespaar | fiets naar je werk reist, kost het je
veel meer geld!

je veel geld!

Time risk reduction

Psychological risk reduction

Gain Loss

Gain Loss

In drukke steden met veel verkeer | In drukke steden met veel verkeer kost Met de elektrische fiets naar je werk Met de auto of openbaar vervoer

win je tijd door met de elektrische| het je veel extra tijd als je niet met de
fiets naar je werk te reizen! elektrische fiets naar je werk reist!

reizen levert je een goed gevoel op naar je werk reizen verslechtert je
over de start van je dag! gevoel over de start van de dag!
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5. Manipulatie check (gain/loss framing)

De volgende vragen hebben betrekking op de aduestéie u zojuist heeft gezien. Geef aan
wat volgens u het meest passend is bij de slogan teeft gelezen op de vorige pagina.

Noot: Er is geen goed of fout antwoord; het gaatuswrmening.

- Framing manipulatie check
o Ik denk dat de slogan de voordelen van de elekiisiets als woon-werk

vervoersmiddel benadrukte

o |k denk dat de slogan de nadelen van niet reizaérdmelektrische fiets tussen
woning en werk benadrukte.
1 2 3 4 5

Absoluut niet mee eens Helemaal mee eens
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6. Value derived from fit variabelen

Kunt u per stelling aangeven welk antwoord vooan toepassing is?

- lk vond de advertentie...
o0 Geloofwaardig
o Informatief
0 Interessant

1 2 3 4 5
Absoluut niet... (geloofwaardig, etc) Heel ergelépfwaardig, etc)

- |k ga proberen (ik heb de intentie) om minimaak®ikin de week voor woon-werk
verplaatsingen de (elektrische) fiets te pakken

1 2 3 4 5
Helemaal niet mee eens Helemaal mee eens

- |k verwacht dat reizen tussen woning en werk metldktrische fiets ... is.

1 2 3 4 5
Onaangenaam Aangenaam

1 2 3 4 5

Niet leuk Leuk

1 2 3 4 5

Stressvol Relaxed

1 2 3 4 5

Extreem waardeloos Extreem waardevol
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7. Nieuwheid elektrische fiets

Een elektrische fiets is een fiets met elektrigthpondersteuning. Er is alleen ondersteuning
van de motor wanneer u zelf ook trapt; het is desngvervanging van de eigen trapkracht
zoals bij een scooter. Deze fiets heet ook weleebike en kan bijvoorbeeld gebruikt worden

voor het fietsen tussen woning en werk.

Kunt u op basis van de omschrijving van een e-bi&kegeven hoe nieuw u de elektrische
fiets vindt?

1 2 3 4 5
Absoluut niet nieuw Heel erg nieuw

8. Attitude ten opzicht van de elektrische fiets

- Geef aan in welke mate u een elektrische fietseigoersmiddel aantrekkelijk,
interessant en veilig vindt:

1 2 3 4 5

Absoluut niet aantrekkelijk Heel erg aantrekkeli
1 2 3 4 5

Absoluut niet interessant Heel erg interessant
1 2 3 4 5

Absoluut niet veilig Heel erg veilig

- Hoe beoordeelt u de verwachte kwaliteit van detakzihe fiets als vervoersmiddel?

1 2 3 4 5
Heel erg slecht Heel erg goed

- Hoe tevreden verwacht u te zijn als u de elektadats zou gebruiken?

1 2 3 4 5
Absoluut niet tevreden Heel erg tevreden
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9. Aankoopintentie elektrische fiets

Hoe waarschijnlijk schat u de kans dat u, of iemliaindien uw huishouden, in de komende 12
[24] maanden een elektrische fiets aanschaft?

1 2 3 4 5 6 7
Zeer onwaarschijnlijk/ zeker niet Zeer waarguik/ zeker
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Appendix B: Translated questionnaire (in English)

1. Demographic characteristics

- Gender
- Age
- Postal code
- Household structure
- Level of education
- Occupation
- Currently commuting?
o If yes: distance to destination
o If no: exclusion for this study
- Mode of transport
o If bicycle or EAB: exclusion for this study
- Possession of a bicycle?
o If yes: What type of bicycle? (regular, hybrid,alec, MTB, ATB, race,
other....)
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2. Regulatory Focus Questionnaire
This set of questions asks you about specific evengour life. Please indicate

your answer to each question by circling the appatg number below it.

1. Compared to most people, are you typically unablget what you want out of life?
(pro®)

2. Growing up, would you ever “cross the line” by migithings that your parents would
not tolerate? (prev*)

3. How often have you accomplished things that got $iosyched” to work even
harder? (pro)

4. Did you get on your parents’ nerves often when weue growing up? (prev*)

5. How often did you obey rules and regulations thaterestablished by your parents?
(prev)

6. Growing up, did you ever act in ways that your pgsehought were objectionable?
(prev~)

7. Do you often do well at different things that yoy? (pro)

8. Not being careful enough has gotten me into troablanes. (prev*)

9. When it comes to achieving things that are impartame, | find that | don’t perform
as well as | ideally would like to. (pro*)

10.1 feel like | have made progress toward being ss&ite in my life. (pro)

11.1 have found very few hobbies or activities in rifg that capture my interest or

motivate me to put effort into them. (pro*)

Scale:
1 2 3 4 5
never or seldom sometimes very often

Pro= promotion question
Prev= prevention question

* = reversed question
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3. Short IPAQ questionnaire

The next questions will ask you about the time gpant being physically active in thest 7
days Please answer each question even if you do nudicder yourself to be an active
person. Please think about the activities you deaak, as part of your house and yard work,

to get from place to place, and in your spare fion@ecreation, exercise or sport.

Think about all thevigorous activities that you did in thést 7 days Vigorous physical
activities refer to activities that take hard plogsieffort and make you breathe much harder

than normal. Thinlonly about those physical activities that you did doleast 10 minutes

at a time.

1. During thelast 7 days on how many days did you dagorous physical activities
like heavy lifting, digging, aerobics, or fast batipng?

days per week

No vigorous physical activities === Skip to question 3 (automatically)

2. How much time did you usually spend doivigorous physical activities on one of
those days?

hours per day

minutes per day

Don’t know/Not sure

Think about all thenoderate activities that you did in thiast 7 days Moderate activities

refer to activities that take moderate physicabfbind make you breathe somewhat harder
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than normal. Think only about those physical atéis that you did for at least 10 minutes at

a time.

3. During thelast 7 days on how many days did you dnoderate physical activities
like carrying light loads, bicycling at a regulaage, or doubles tennis? Do not
include walking.

days per week

No moderate physical activities === Skip to question 5

4, How much time did you usually spend doimpderate physical activities on one of

those days?

hours per day
minutes per day

Don’t know/Not sure

Think about the time you spewmialking in thelast 7 days This includes at work and at
home, walking to travel from place to place, ang ather walking that you have done solely

for recreation, sport, exercise, or leisure.

5. During thelast 7 days on how many days did yaualk for at least 10 minutes at a

time?

days per week

No walking === Skip to question 7
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8. How much time did you usually spemnglking on one of those days?

hours per day
minutes per day

Don’t know/Not sure

The last question is about the time you sptting on weekdays during thiast 7 days
Include time spent at work, at home, while doingree work and during leisure time. This
may include time spent sitting at a desk, visitingnds, reading, or sitting or lying down to

watch television.
9. During thelast 7 days how much time did you spersiting on aweek day?

hours per day

minutes per day

Don’t know/Not sure
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4. Exposure to the ad

Participants were randomly assigned to one of ighateconditions.

On the next page you’ll see an advertorial whiatstsis of an image and a slogan. View this

advertorial as you are viewing it on a websitenoa imagazine.

Physical risk reduction

Financial risk reduction

Gain Loss

Gain Loss

i Gcazelle @

Woon-werk verkeer per elektrische
fiets verhoogt je lichamelijke
conditie en daarmee je gezondheid!

Woon-werk verkeer per auto of open-
baar vervoer verlaagt je lichamelijke
conditie en daarmee je gezondheid!

> Gazelle @

' cazelle @

'+ cazelle @

Indien je met de elektrische | Indien je niet met de elektrische
fiets naar je werk reist, bespaar | fiets naar je werk reist, kost het je
veel meer geld!

je veel geld!

Time risk reduction

Psychological risk reduction

Gain Loss

Gain Loss

In drukke steden met veel verkeer | In drukke steden met veel verkeer kost Met de elektrische fiets naar je werk Met de auto of openbaar vervoer

win je tijd door met de elektrische| het je veel extra tijd als je niet met de
fiets naar je werk te reizen! elektrische fiets naar je werk reist!

reizen levert je een goed gevoel op naar je werk reizen verslechtert je
over de start van je dag! gevoel over de start van de dag!
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5. Manipulation check (gain/loss framing)

The following questions refer to the advertorialiyost have seen. Please indicate to what

extent you agree with the following statements.

Note: There is no right or wrong answer; it conseyaur opinion.

- Perceived framing of the message:
o | think the message emphasized the benefits oicpaating in active work
commuting by electrically assisted bicycle
o | think the message emphasized the risks of ndicgaating in active work

commuting by electrically assisted bicycle

1 2 3 4 5

Totally disagree Totally agree
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6. ‘Value derived from fit’ variables: thoughts & fe@lgs towards active work
commuting

- To what extent you found the advertisement:
= Believable
= Informative
= Interesting

1 2 3 4 5
Not at all...(believable, etc) Extremely....(belldeaetc)

- lwill try (I intend) to participate in active workommuting (i.e., electric cycling to
work) for at least three times per week.

1 2 3 4 5
Strongly disagree Strongly agree

- | think, engaging in active work commuting by etexbicycle is:

1 2 3 4 5
Unpleasant Pleasant
1 2 3 4 5

Not enjoyable Enjoyable
1 2 3 4 5

Stressful Relaxing
1 2 3 4 5
Worthless Valueable
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7. Novelty EAB

<Description EAB>

Based on the description of thkectric bicycle please rate how new you think it is:

1 2 3 4 5
Not at all new Extremely new

8. Attitude towards the product

To what extent you think an electric bicycle isattive, interesting and safe?

1 2 3 4 5

Not attractive at all Extremely attractive
1 2 3 4 5

Not interesting at all Extremely interesting
1 2 3 4 5

Not safe at all Extremely safe

How do you rate the expected quality of the product

1 2 3 4 5
Very poor Very good

How satisfied do you think you would be with thi®g@uct/ an electric bicycle in
everyday life?

1 2 3 4 5
Not satisfied at all Very satisfied
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9. Buying probability of an EAB

During the next 12 [24] months, what do you thih& thances are that you or someone in
the household will buy an electrically assisted/blie?

1 2 3 4 5 6 7
No chance/ almost no chance Certain/ practicaértain
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Appendix C. Manipulated interventions (in Dutch)

Pt
[ =
L

: j' Gazelle @
" cazelle @

Indien je met de elektrische Indien je niet met de elektrische

fiets naar je werk reist, kost het je
veel meer geld!

fiets naar je werk reist, bespaar
je veel geld!

Gain-Framed slogan Loss-Framed slogan

Financial risk reduction condition
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- ]
el

" cazelle @)

Pt
PN e

" cazelle @)

Woon-werk verkeer per elektrische Woon-werk verkeer per auto of open-

baar vervoer verlaagt je lichamelijke

fiets verhoogt je lichamelijke
conditie en daarmee je gezondheid!

conditie en daarmee je gezondheid!

Gain-Framed slogan Loss-Framed slogan

Physical risk reduction condition
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.- ]
el

" cazelle @)

i
el

" cazelle @)

Met de elektrische fiets naar je werk Met de auto of openbaar vervoer

naar je werk reizen verslechtert je
gevoel over de start van de dag!

reizen levert je een goed gevoel op
over de start van je dag!

Gain-Framed slogan Loss-Framed slogan

Psychological risk reduction condition
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.- ]
el

" cazelle @)

i
el

" cazelle @)

In drukke steden met veel verkeer In drukke steden met veel verkeer kost

het je veel extra tijd als je niet met de
elektrische fiets naar je werk reist!

win je tijd door met de elektrische
fiets naar je werk te reizen!

Gain-Framed slogan Loss-Framed slogan

Time risk reduction condition
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