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ABSTRACT

The relative effectiveness of various ad appeals depends on product category, consumer
characteristics and situational factors. Building on regulatory focus theory, the authors divided
consumers and situation into promotion-focused orientation and prevention-focused orientation
to investigate the persuasion of informational appeals and transformational appeals for goods
and service respectively. Regulatory focus can be a dispositional variable. It is a chronic
regulatory focus. While regulatory focus can also be primed by some situation. It is a
momentary regulatory focus. We consider dispositional and momentary aspects of regulatory
focus in two experiments respectively to validate the hypotheses. The results of two experiments
show that advertising persuasion of different message appeals depends on regulatory focus. The
compatibility between message appeals and regulatory focus will enhance the persuasion of the
message. Specifically, among promotion-focused consumers or under promotion-focused
situation, transformational appeal is more persuasive (vs. informational appeal). However,
among prevention-focused consumers or under prevention-focused situation, informational
appeal is more persuasive (vs. transformational appeal). The enhanced persuasion is mediated
by message accessibility and diagnosticity.
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