

[image: image1]
Emotional Effects on University Choice Behavior: The Influence of Experienced Narrators and Their Characteristics









	
	ORIGINAL RESEARCH
published: 24 May 2016
doi: 10.3389/fpsyg.2016.00689





[image: image2]

Emotional Effects on University Choice Behavior: The Influence of Experienced Narrators and Their Characteristics


Ana I. Callejas-Albiñana1, Fernando E. Callejas-Albiñana2* and Isabel Martínez-Rodríguez2


1Department of Psychology, University of Castilla-La Mancha, Ciudad Real, Spain

2Department of Spanish and International Economic, Econometrics and Economic History, University of Castilla-La Mancha, Ciudad Real, Spain

Edited by:
Ana I. Jiménez-Zarco, Open University of Catalonia, Spain

Reviewed by:
Victoria Labajo, Comillas Pontifical University, Spain
 David Cockayne, University of Huddersfield, UK

* Correspondence: Fernando E. Callejas-Albiñana, Fernando.Callejas@uclm.es

Specialty section: This article was submitted to Organizational Psychology, a section of the journal Frontiers in Psychology

Received: 08 March 2016
 Accepted: 25 April 2016
 Published: 24 May 2016

Citation: Callejas-Albiñana AI, Callejas-Albiñana FE and Martínez-Rodríguez I (2016) Emotional Effects on University Choice Behavior: The Influence of Experienced Narrators and Their Characteristics. Front. Psychol. 7:689. doi: 10.3389/fpsyg.2016.00689



This study analyzes the influence that experienced users of university resources might have as narrative sources of information for other students in the process of choosing their schools. Informative videos about the benefits of studying at the university provide a reference model. In these videos, a group of young people present their views and explain their reasons for choosing the university in which they are pursuing their degrees; the various narrators detail all the resources available. This study investigates whether the individual identifiers of these narrators (e.g., gender, age, physical appearance, nonverbal gestures such as smiling, posture) influence perceptions of the credibility of the information they provide. Among a sample of 150 students in their last year of pre-university training, the results demonstrate that the students' ability to identify with the narrators provides information and arouses emotions that inform their perceptions of reliability and therefore their consumption choices. None of these predictors appear to serve as determinants that can be generalized, but if emotional attitudes in response to narratives about the topic (i.e., the university) are positive, then they prompt a change in attitude toward that reference topic too.
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INTRODUCTION

The proliferation of private Spanish universities in recent years (of the 32 currently in operation, 14 are new since 2001), adding to the 50 public universities, all of which offer a wide range of degree programs, makes it imperative for these institutions to find new ways to attract consumers of their products, by encouraging diverse students to prefer their offerings to those provided in other, nearby regions. For example, the University of Castilla-La Mancha (UCLM) is a public university, located in the Secondary School of Spain, which manages to attract just 40% of the students in its surrounding community who qualify (i.e., those who pass an entrance exam). Yet data from the Ministry of Education, Culture, and Sports also reveal that UCLM includes students from other, nearby regions, such that overall, its average enrollment is comparable to that of other regions with similar characteristics.

These data in turn prompt an inevitable question: How do potential students in a particular region decide to study, or not, at the university located in their autonomous community? In its efforts to answer this question, and accordingly encourage more students to enroll, UCLM has undertaken a continual quest for improvement, seeking to advertise and diffuse its educational offerings, especially through online marketing strategies. For example, in online promotional videos, real UCLM students, graduates, or those who dream of attending the school describe their experiences at the university and their related views of its offerings. These videos then are available to be shared freely with potential enrollees. To test the effectiveness of this recruitment and marketing strategy, the current study seeks to analyze whether and how the narrators of these videos, who share their experiences with the product and thus provide signals regarding the prototypical users (i.e., students) of the university's offerings, affect the decision of students considering whether to enroll. In particular we consider whether the experienced narrators represent potential predictors of those decisions. To begin, we consider the different factors involved in this type of advertising and the reactions they might generate.

CONCEPTUAL FRAMEWORK

The central variables underlying our empirical study reflect insights gained from research into electronic word of mouth (WOM), consumer behavior, and the relevance of emotions in decision making, as we review in this section.

Electronic Word of Mouth

Advertising through various media formats represents a common strategy for online marketing. For example, informative videos on websites can facilitate users' access to pertinent knowledge, and they can reach these videos through their smartphones, computers, tablets, or other devices. Such videos also do not require information gatherers to read extended texts or rely on just still images.

These videos also can enable a strategy by which real people, who have personal experience with a particular product, appear in the videos to share their “word of mouth,” in which case it constitutes electronic word of mouth. According to the Association for Research of Media (2015), nearly 80% of Internet surfers read others' opinions or comments, and more than half of them express great confidence in this source of information. In particular, word of mouth affects 20–50% of all purchasing decisions (Marketing Directo, 2013). The increasing influence of eWOM suggests that it offers strongly compelling information to most consumers (Kozinets et al., 2010; Zhu and Zhang, 2010; Lim and Chung, 2011); it has long been well-established that the recommendations and opinions disseminated through word of mouth have far greater influence than other forms of paid advertising.

Consumer Behavior

Performance, from a psychological point of view, refers to the set of actions and behaviors that a subject exercises in response to external and internal stimuli. In a consumption context, this definition implies that consumer behavior is the set of actions conducted during a decision-making process, which arises due to some lack or perceived need. According to Wilkie (1996), consumer behavior involves the physical, mental, and emotional activities that people adopt to access the products and services they believe will meet their needs and desires. Arellano (2002) states that consumer behavior is related to the internal or external activity of the individual or group of individuals aimed at meeting their needs by purchasing goods or services.

Marketing researchers should be aware that there are many external variables that influence buying behavior (Rivas and Grande, 2004). To unify the various proposals we have to focus on connotations related to the common elements that can be seen in all of them, such as:

- A set of actions serve to pursue an end, following the detection of a need or some precise motivation, such that the actions are clearly intended to meet that need (e.g., product purchase).

- The presentation of a product can generate an attraction.

- Several factors influence the decision process, including cultural, social, psychological, and personal factors.

However, many decisions rely on quick thinking or emotions, such that they are relatively unconscious. Decision makers do not always undergo a rational process to arrive at conscious decisions. In some cases, others with some level of expertise or experience can prompt certain consumer behaviors, especially if they highlight needs that become personal aspirations. This effect implies a process of motivation, which refers to “the intensity, direction, and persistence of the effort to achieve a goal” (Robbins, 2004, p. 156).

Furthermore, two main streams of prior research identify the key predictors of consumer behavior. On the one hand, some studies focus on how consumers receive information and process it for use, premised on the notion of a fundamentally rational consumer (Solomon, 1998), who focuses on the decision process and brand evaluation. This stream of research primarily uses cognitive psychology as a foundation. On the other hand, other research notes the emotional, social, and cultural aspects of consumer behavior and therefore centers mostly on investigations of feelings and emotions. These two streams actually are complementary, in that they cover the various reasons people engage in the act of buying, and they span multiple cause-and-effect rationales for human behavior. As Bagozzi et al. (1999) suggest, a necessary condition for an emotional response to a situation or event is that the person already has some personal interest in the situation and is willing and able to assess the situation to support or mitigate this sense of interest or concern.

Focusing on the decision process involved in choosing a University, different stages of a clearly complex decision were analyzed, for example Chapman (1986) establishes five stages in a model of the college selection process: 1- Pre-search behavior, 2- Search behavior, 3- Application decision, 4- Choice decision, 5- Matriculation decision.

Another analysis of the stages of University choice is that made by Kotler and Keller (2009) establishing 5 such stages: 1 -Need arousal, 2- information search, 3- alternative evaluation, 4-decision, 5- decision implementation, 6- post- purchase evaluation. The first three involve a search for a system of prior assessment based on the motivation and characteristics of universities that have previously been selected by the subject, including those given by word of mouth, or other factors that may be attractive, all of them leading to the establishment of criteria for optimal evaluation in the final decision (stage five), although the process does not end with the deployment option but rather advances toward the final phase (6), which involves evaluation of the success of the choice and the degree of satisfaction.

Using this as a reference we can emphasize that universities should establish attractive offers and maintain established services to the standard expected by its users.

We now analyze models of University choice based on factors that promote the final decision. Chapman (1981) performs a study about relatively fixed university in attracting students. Chapman describes two types of factors related to the choice of college students, based on variables such as skills and prerequisites of students and the student's choice of college, highlighting three types of variables based on external influences, relevant people within the family environment, friends or teachers; University features (localization, co-variation of degrees), and college efforts to communicate with student (written information, campus visit, admission).

Raposo and Alves (2007) establish a classification of models based on factors that influence the choice process of a college or university:

a. Models based on economic cost and profitability are rational in character as they focus on the evaluation of factors such as: academic reputation, academic accreditations, costs, job prospects, teaching quality, variety of education, financial aid (Chapman, 1993; Coccari and Javalgi, 1995; Kallio, 1995; Holdsworth and Nind, 2005).

b. Models based on socio-emotional aspects of character mainly value personal and social cost, and assess factors such as personal contacts, influence of parents, location, social life, availability of a variety of degrees (Donnellan, 2002).

c. Mixed models that combine and give the same weight to economic cost and staff (Murphy, 1981; Lin, 1997; Soutar and Turner, 2002; Shanka et al., 2005).

Following the exploratory study by Raposo and Alves (2007) whose claim is based on establishing a model of University choice that brings together all criteria derived from the models listed above in four dimensions: institution overall reputation, educational offer, previous knowledge about the institution, individual factors, influence of others. The results show the difficulty in determining generalizable and stable criterion factors for all persons and areas of knowledge as there is a significant connection between all these factors, but it is not decisive, although highly influential variables stand out as markers of choice of University: proximity to home, costs, parents, and secondary school teacher recommendations, etc. It nevertheless provides interesting data regarding the effort universities must make to attract students because it shows the need to address all dimensions referenced to the same degree of importance, in order to ensure that the choices students make will be based on one of these factors.

In our study, one of the objectives is based on the dimension of prior knowledge and the relationship with individual and influence of other factors, and promotion of institutions as prerequisites to then move into one of the modes of uptake data: the promotional video.

Emotions in Advertising

Advertising uses various creative ways to win over consumers. Emotional advertising is an effective form of communication that companies can use to achieve differentiation from competitors, because this format awakens diverse sensations among audiences. (López, 2007). For example, The ARS Group (2010) uses the pleasure–arousal–dominance (PAD) theory to explain the role of emotion in advertising and how it generates preferences, sales, and market share. The Group has developed a technique to measure emotion and nonverbal responses, using visual techniques. The approach has been used successfully in more than 600 proprietary studies and 35 academic studies around the world. It also aligns with theory, as proposed by Gardner (1983) and subsequent (Clark and Isen, 1982; Burke and Edell, 1989) studies, that suggests that the affective responses influence cognitive processes, including evaluation, memory, and judgment.

Because so many decisions are subconscious, marketing strategies generally aim to provoke positive expectations among consumers, such as by forging positive emotions that evoke pleasant memories and benefits related to the consumption object. Emotional marketing acknowledges that emotions can satisfy consumers while also creating expectations about their feelings and sensations. To ensure that emotional marketing leads to consumption behaviors, marketers must establish a series of steps, such as identifying the wants and needs of consumers, establishing a link between their interests and intangible properties of the product, and creating a communication strategy that expresses the identified emotional perceptions, such that that both motivation and emotional processes influence consumers' psychic activity (Fernández-Abascal, 1997).

The basic process of communication theory emphasizes the importance of the source (sender of message) as persuasive element and the characteristics to be taken into account such as credibility, attractiveness, similarity, familiarity, and reputation. The most important is credibility, which depends on two fundamental factors: competence, understood as experience or reliable information which informs the skill in handling the transmitted message fluently (Briñol et al., 2001), and the sincerity that should allow the message to be sent with no profit motive and a lack of persuasive intent (Morales et al., 1997).

The attractiveness of the sender is one of the most persuasive elements in purchaser choice as it causes more attention to the message given, it influences the identification process because they may want to act the same way, and it can increase credibility by providing greater communication skills (Chaiken and Eagly, 1983). Furthermore, this attractiveness can be a critical component in making the message more effective (Schlecht, 2003).

However, the effects of source attractiveness can be overcome by the effects of credibility so that a highly credible source emitter with low appeal can be more effective than another with high attractiveness and low credibility (Wachtler and Counselman, 1981).

The credibility model of Ohanian (1990) relates these elements, indicating that purchase intention may be affected by the perceived attractiveness, reliability and level of experience of the source, draw attention to the positive characteristics of the communicator, affecting the acceptance of the message by the receiver.

The perceived similarity of the source by the receiver is also important especially if it refers to the same social group and provides attitudinal similarity (Briñol et al., 2001).

Both familiarity and reputation can be persuasive factors provided they do not become habitual, i.e., they change both the characters and the message (Briñol et al., 2004).

The choice of message transmission is one of the most interesting points in the process of persuading someone to purchase a product. The choices are to show directly, or to use a spokesperson or celebrity; however, in both cases the above factors should be taken into account. The study by Sertoglu et al. (2014) measures the differences in credibility perceived in Turkish society regarding the use of spokesman and celebrities and their impact on the purchase decision, obtaining that spokespersons are perceived as a more reliable and positive influence on purchase intent that celebrities, whereas celebrities are perceived as more attractive. This is in agreement with the studies of Van der Waldt et al. (2009). However, the society being studied should be considered when generalizing the results.

Long studies on the involvement of emotions in the process of purchasing decision have great relevance and Zajonc and Markus (1982) point out that there is a significant relationship between affective and cognitive reactions that affect the formation of the attitudes.

The theory of cognitive assessment studies the impact of emotions on behavior based on the cognitive assessment of the subject toward a certain behavior. According to Arnold (1970) initial evaluations begin the emotional sequence and arouse both appropriate actions and emotional experience, so that physiological changes accompany actions and experiences but do not start them. Lazarus (Lazarus, 1991) consider that the nature of the assessment of cognitions underlying emotional reactions is related, firstly, with a primary assessment linked to the importance of the event at the organic level, and then the organism's ability to face the consequences of the action should be assessed. However, Taylor (2009), believes that emotions can exist throughout the decision process with cognition.

The regulatory role of conduct in relation to behavior is also determined by the prospect of the cognitive assessment process which leads to emotional experience as the level of arousal. Di Muro and Murray (2012) examine how the interaction between the level of excitement and the valence of the emotional state affects consumer preferences, so that a positive mood tends to the choice of products according to their level of arousal, while a negative mood will choose products unsuited to the current level of excitement. Research Carrera and Oceja (2007) indicate that level of emotional intelligence is significant for handling negative emotions in the selection process as it can achieve positive results.

The impact of emotions on decisions related to consumption has acquired great significance today (Kotler et al., 2010; Peter and Olson, 2010), which leads to the need to develop marketing strategies based on the consumer rather than holistic strategies.

Finally, the new discipline of neuromarketing is based on the study of the brain in an effort to understand unconscious patterns that govern the buying process. Researchers using these techniques argue that consumers' attention can be captured through by images that excite them, not by rational argument. The more intensely deeper emotions are generated, the better the neurological brain connection encouraged by consumer advertising can reinforce these neural networks. We can point to many examples of the application of this notion, such as olfactory perceptions prompted by the smell of perfumes or cakes in bakeries, auditory perceptions sparked by contemporary music played in stores that target young consumers, or visual perceptions resulting from lighting that emphasizes a particular product. This study seeks to identify relevant variables in promotional videos that evoke emotional connotations that also can predict the consumption decisions among their audiences.

RESEARCH

Concerning the information about the ethics approval, we would like to highlight that: We always give participants detailed and written information about the study and the procedure. We do not collect data related (direct or indirectly) to the subject health at all and usually do not refer to the declaration of Helsinki when informing the subjects. We always guarantee the anonymity of the data collected. Consent was implied by voluntary completion of the questionnaire.

Several research goals drive this work. In particular, we seek to:

• Demonstrate preferences for eWOM information about a product.

• Establish the relationships between the characteristics of the narrators, or senders of eWOM, with study participants, or eWOM recipients.

• Check for predictive variables related to the demographic characteristics of the narrators in the informative UCLM video.

• Analyze participants' intentions to study at UCLM after viewing the video and narrators.

To achieve these research goals, this study uses six independent variables related to the study participants (i.e., potential students at UCLM) age (16–18 years), gender, high school course (controlled for, second baccalaureate1), residence (i.e., city with < 10,000 inhabitants, city with more than provincial capital), course of prior studies.

High school specialty (science, humanities/social sciences, or arts), areas of University knowledge, arts and humanities, social sciences, health sciences, social/legal sciences, or engineering and architecture). The dependent variables describe the character of the narrator in the video. They include the narrator's age (15–30 years), gender, and degree.

Sample of secondary schools in Ciudad Real province, we used stratified random sampling, based on the number of inhabitants. Accordingly, we defined three groupings based on residence, reflecting smaller cities, larger cities, and the capitol. We randomly sampled people who lived in all three locations. Localities included secondary schools: 16 in smaller cities (< 10,000 inhabitants), 12 in larger cities (>10,000 inhabitants), and 1 in the capitol. The random draw then led us to select populations from Argamasilla de Alba (7201 inhabitants), Puertollano (50,608 inhabitants, seven centers of which randomly chooses one of them), and Ciudad Real (74,960 inhabitants). This distribution produced the sample detailed in Table 1. However, the information in Table 1 does not include the type of bachelor's degree, because this option is not available to customers in any of the selected Secondary Schools, and one of the preconditions for sample participants was that they were attending their last year of their baccalaureate degree.

Table 1. Narrator traits.
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Complete a questionnaire to provide the data for our analysis. We solicited cooperation from the teachers, who agreed to devote some class time to allowing the students to complete the questionnaires, and the schools which made computers available for the students to complete the surveys. All schools had dedicated computer rooms or spaces, so this requirement was not a limitation.

The questionnaire (see the Appendix) consisted of two parts: a first part to collect demographic data about the participants and a second part that required participants to visit the website of the University of Castilla-La Mancha and locate a banner entitled “ASI all started,” which linked to the informative video. The video featured 12 narrators, describing their first-hand relationship with UCLM from different perspectives, representing different campuses, degrees, and levels (undergraduate, graduate), as well as some people who simply expressed their interest in studying at the university. Table 1 summarizes their characteristic features. On the website, participants also could access more information about each narrator by clicking on a related title, which revealed that person's history. Each participant could choose to read or listen to the personal information. After receiving these details, the participants completed several items related to their resulting impressions. Requested issues are: (1) which character you've chosen? (2) Why did you choose? (3) How old you are or think has the character you've chosen? (4) What do you like best of what it has been told? Why? (5) What it is the least liked you? Why? (6) It has been clearly expressed? Highlights some phrases or comments that have caught your attention; (7) Indicates aspects of his gestures, look, smile, posture, physical appearance; (8) It has shed new light on the University of Castilla La Mancha; (9) has your opinion changed about making your studies at this University?

Ultimately the idea is to confirm whether the information received from agents that represent similar characteristics or an expectation can be highly efficient for the choice of university studies. The work of Hung and Mukhopadhyay (2012) examines how visual perspectives taken to assess a situation are related to seeing themselves as actors in that situation influencing the intensity of the experience (related to the characters in the video).

The focus is on identifying the factors that are decisive in the choice of University and the motivation behind them, for example Keshishian and McGarr (2012) note that, for New York students, intrinsic motivation, social relationship, and the possibility of achieving the goal set by the student, act as important predictors and may be helpful when preparing recruitment strategies. However Mohamad et al. (2012) found that for Malaysian students, the fees (academic cost) were the most representative factor when choosing university.

Another notable factor is that the protagonists are natural storytellers, not celebrities. The fact that it is the image and the slogan which decide the choice or otherwise of the character is due to the claim that the greater personal involvement, the greater the tendency to pay attention to the message, to the arguments and not to peripheral signals such as the attractiveness of the source (Morales et al., 1997).

Gender differences regarding the choice of the character are also a differentiating factor when choosing and defining information about search behavior as a criterion for guidance through the media (Barber et al., 2009; Meyers-Levy and Sternthal, 1991).

In these terms, we want to know what the relevant factors for students in Castilla La Mancha (Spain) would be, and whether the marketing strategy is suitable or new methods may be found.

RESULTS

The data analysis relied on the software package SPSS, version 22. Our analysis revealed insights that reflected our research objectives. First, the participants clearly preferred eWOM, such that all of them (n = 150, 100%) chose to watch the video of the narrator versus reading their history.

These results are consistent with related studies by different authors (Chaiken and Eagly, 1983; Meyrowitz, 1985) on preference in video or audio media over printed sources.

Second, to investigate the links among the study variables, we performed a preliminary analysis of the frequencies of the characteristics of the narrators, to test its effect on the participants' choices. With the significance of the variables and their χ2-values, we built a cross-contingency table related to the features of the narrators and the personal characteristics of the participants. Then, we used a logistic regression to determine the predictive ability of these variables for participants' choice to study at UCLM.

Third, we consider the frequencies of the variables related to personal characteristics: age, gender, course of studies, situation, and narrator chosen. These descriptive statistics, with the exception of the age variable, are categorical variables. Therefore, it is important to acknowledge the descriptive statistics (Mo), or the value with the greatest frequency distribution data, without ignoring that categorical variables are inherently encoded. We find that the age of the narrator that earns the highest percentage rating is 30 years (29%); ages older than 25 years account for 80% of the total (Table 2).

Table 2. Frequency of the age of the narrator.
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However, the character most frequently chosen has the highest age (30 years), followed by 28, 26, and 23 years, so it is understood that the preference is in the expectation of achievement, and that in the attractiveness of the slogan in these cases the coincidence is in the mix of interests, not only academic but also personal (see “character traits”).

In addition, as we show in Table 3, male narrators are more likely to be selected than female narrators. The number of male narrators in the video was greater, by more than 50%, though this statement does not need to be relevant. However, we also uncover an apparently inverse relationship with regard to gender: Greater percentages of female (n = 105) and male (n = 49) participants in the sample did not choose a narrator of the same sex. With regard to the course of study, the most mentioned focus of the narrators was social and legal sciences (37%, Table 4). Regarding the focus of the participants in their baccalaureate studies (science or humanities), somewhat surprisingly, more students had chosen to study science (n = 108). Even if we include arts and humanities, the percentage value for science remains greater. This finding makes more sense in relation to the findings regarding their planned university studies, as we discuss subsequently. Furthermore, as Table 5 shows, the participants preferred narratives by people who currently are students at the university (80.9%), followed in much smaller percentages by students who had completed their undergraduate degrees and were continuing on to postgraduate studies (17.9%), and then by other prospective students (0.7%).

Table 3. Frequency of the gender of the narrator.
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Table 4. Frequency of the knowledge of the hero Rama.
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Table 5. Frequency of situation of the protagonist.
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Table 6 contains the frequency of selections of narrators representing different fields of study. 30-year-old engineer is engaged in his postgraduate studies. Thus, he effectively represents our findings regarding the most preferred gender, age, and course of studies. However, his degree, engineering, represented only the penultimate position in terms of choices. The next most frequently chosen narrator was 27-year-old Rocio, a student of environmental science, who also represents the most preferred features in terms of age. In contrast, two narrators did not prompt any significant selections. Both of them were younger than 25 years of age and did not currently attend UCLM but instead described their desires to go there (i.e., Juan Miguel and Lucia).

Table 6. Frequency of choice of the protagonists.
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Cross-Table Analysis

Fourth, the cross-tabular analysis details the relationships across variables. A relationship between two categorical variables cannot be established simply by observing the percentage frequencies; rather, we required some measure of the association and its corresponding significance. Therefore, working with statistical non-parametric tests, we relied on Pearson chi-square (χ2) values to determine whether a relationship exists between two categorical variables, reflecting the difference between the expected and observed frequencies. For the hypotheses tests, we note the degree of significance, which indicates the certainty associated with the relationship, though not of its strength. For that measure, we turn to the V Cramer and Pearson Phi, which indicate relationship intensity. The contingency tables accordingly present the independent categorical variables in rows and the categorical dependent variables in the columns. Using the statistical χ2 measure also requires that the expected frequencies are not too small. That is, if frequencies of < 5 are expected, they must not exceed 20% of all expected frequencies. If the percentage exceeds 20%, then we must interpret the Pearson statistic with particular care. In Table 7, we denote these assumptions with an asterisk. Finally, the university course chosen by the participants was not estimated, because it remains a constant factor for these baccalaureate students.

Table 7. Contingencies.
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To interpret the data in Table 6, we use reference variables, associated with each narrator feature and its association with the participants' characteristics. For example, the gender of the narrator had no association with age. Nor did we find any effect of the narrator's gender on the choice to study at UCLM. The correlations of the genders of the narrators and the participants also revealed no evident relationship [χ2 = 7360 (1, N = 150) = 0.007, p > 0.05]. Of the 49 male respondents, 42 chose a narrator of the same sex, and 7 chose a female narrator. However of the 107 women surveyed, 65 chose men and 36 women, such that more than 60% of these participants opted for narrators of the opposite sex. In addition, the type of facility is significant [χ2 = 13,629 (2, N = 150) = 0.00, p < 0.05], and the degree of intensity of.301 V Cramer indicates a moderate relationship. The type of baccalaureate [χ2 = 35,912 (1, N = 150) = 0.00, p < 0.05] is statistically significant, but the intensity ratio (V. indicates a strong degree of moderate intensity). The relationship, according to the ratio phi = −0.489, also is reversed, such that the variables fluctuate and when one increases, the other decreases in value. The type of area of university knowledge future of the students surveyed, in relation to the gender of the narrators, indicates that χ2 = 45,789 (6, N = 150, p < 0.05), but 21.4% count < 5, so the significance of these variables is not sufficient.

The age of the narrator relates significantly to several other variables (high school specialty, secondary school, areas of university knowledge, study at UCLM) but cannot be regarded as a reliable predictor, because the frequencies of < 5 exceed 20%. The age and gender of the participants offer no significant results.

The field of study that the narrator is pursuing correlates positively with the gender of the participants [χ2 = 9767 (4, N = 150) = p < 0.05], but the intensity Cramer V = 0.045 indicates a discreet relationship. The type of baccalaureate degree and the narrator's field of study showed a positive [χ2 = 38.879 (4, N = 150) = p < 0.05] and intense (Cramer V = 0.516) correlation. The degree also relates related to the study at UCLM [χ2 = 16,077 (4, N = 150) = p < 0.05], with a relatively high intensity. The remaining variables have no influence. Regarding the situation of the character, not influence results are statistically significant in the variables analyzed regarding subjects surveyed.

Although we have presented the cross-table results for the narrators, it was expected that the results were not reliable regarding expected frequencies as they have been fractionating in features that they can be representative (i.e., age, sex, type of area of knowledge of university qualifications, etc.).

Study pertains to the relationship between the variables reflecting the intended choice to study at UCLM or not. The contingency tables between choosing UCLM or not and other student characteristics (age, gender, high school specialty, secondary school, area of university knowledge future) indicate significant relationships only between the choice of UCLM and the type of school (Table 8), which in turn reflects the number of inhabitants in the region. Starting with the frequency determination, we find that 55.3% of participants indicated that they would not chose to study at the UCLM, whereas 44.7% prefer to study there, though men more frequently indicated that they would not choose to study at UCLM (61.2%) than did women (52.5%). The statistical results also indicate a χ2-value of 10,848 [(2, N = 150) = p = 0.004]; moderate relationship between the two variables. Ultimately these data appear to exert significant influences on Secondary School in the choice variable UCLM. This relationship is reflected in the percentages of frequency expressed: students from towns with fewer than 10,000 inhabitants are more likely not to choose UCLM as the location for their higher education studies.

Table 8. Cross-Tabulation UCLM * Secondary School.
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Logistic Regression Analysis

The logistic regression model seeks to predict the estimated probability of a dependent variable and present some possible values (1 = yes, 0 = no), depending on the different values for the independent variables. That is, it reveals how dependent variable relates to one or more independent variables multinomial logistic regression and categorical variables that are not dichotomous, so that we can classify the participants according to the values of a set of predictors. Because our research goal is to analyze the effectiveness of a promotional device, according to factors involved in it, we define the variable Y as interest in studying at UCLM or not and variables X as the gender of the narrator (GENDERNA), the narrator's areas of university knowledge (AREANA), and the environment of secondary school (SECONDSCHO). These X variables thus reflect the results of the observed factorial relationship variables. The test of the predictive nature of this model depends on the extent to which the logarithm of the odds ratio increases when we observe the presence of these variables.

To test this relationship between predictor variables has made an analysis of the Hosmer-Lemeshow (B) to evaluate the goodness of fit and check for predictive relationship between selected as independent and dependent variables, and the Wald test (W) to check the plausibility of the model.

Table 9 contains the estimates of the parameters for the final model of METHOD = ENTER. SEXOPE. RAMAPE. CENTER. The results reveal that χ2 = 26,356 [(7, N = 150) =, p < 0.00]. The lack of consistency of the predictive model means that we cannot establish its significance, despite some suggestion that the key character is a woman with some degree of knowledge about science.

Table 9. Estimates of the model.

[image: image]

Analysis of Open Questions

By studying participants' responses to the open questions in the questionnaire, we can address some alternative explanations and test some related concepts. In particular, we gauge the participants' first impressions of the narrators, their perceptions of the narrators' communicative ability, and their physical traits. Then we investigate if any of these perception change their view of the information received about UCLM idea and their choice of whether to study at UCLM or not. In this section, we present the most relevant findings, in the order in which they appeared in the questionnaire (see the Appendix).

a. Knowledge of UCLM. More than 80% knew that UCLM is divided into multiple campuses; 60% that is published in official website of University (www.uclm.es) and about 40% know that they could pursue various degrees, but 10% claim to know nothing about the university.

b. Liking of the narrator. Most participants highlighted the narrators' stories as interesting and expressed high valuation of the information transferred about university teachers, peers, and resources. A high percentage of participants did not indicate any negative aspects and indicated at least some identification with the narrators.

c. Verbal expression. The narrators presented their stories clearly, without the use of rhetorical or technical language, according to the participants. These participants also noted the presence of statements related to a desire for achievement or fulfillment of dreams.

d. Gestural expression and physical traits. Some notable gestures that the participants regarded positively included security, tranquility, a sincere smile, and personal proximity.

e. Causes of the choice to attend UCLM or not. Many participants did not want to study at UCLM because they did not want to leave their region or because it did not offer the degree they sought. Those who chose to study there, in parallel, often cited its proximity and offering of their desired degree.

Despite acknowledging that they received broad, attractive information about the UCLM, 68.2% of the participants noted that they did not change their initial intentions with regard to choosing the UCLM for their higher education; others often expressed basic doubt in categorical responses, such as “I don't know. Maybe. I'll think about it.”

DISCUSSION AND CONCLUSIONS

The study data reveal that the promotional video for UCLM meets the standards for a marketing strategy that leverages eWOM, in both format and the argument set out, and it helped increase positive attitudes among the audience who read or heard the stories of the different narrators. These results emphasize the influence of the communication channel in decisions and persuasive capacity. Through the video as a resource, the message becomes visually important, is expressive and encouraging direct printing and images, facilitating perceptions of more intimate relationships with the characters (Meyrowitz, 1985). These reactions immediately follow the viewing of the information through the source, since the actual decision is often not present to act as an explicit signal for consumer choice (Monroe and Chapman, 1987).

In short, positive attitudes toward the decision to study at UCLM increased after viewing, although this does not ensure that the time that elapses until the actual decision cannot vary based on perceptual factors and the magnitude of emotional responses (Meyers-Levy and Sternthal, 1991).

Our findings also reveal some links across the variables studied. Considering the demographic data (age, gender, degree), it seems logical to predict that participants would prefer to receive eWOM from narrators whose characteristics are similar to their own. However, we determined that female participants chose more narrators of the opposite sex, whereas men chose same-gender narrators.

Although the literature based on the difference in information sources between men and women warns that the discrepancy is related to interests or knowledge (Holbrook, 1986; Fischer and Arnold, 1994), it is possible to explain it in terms of differences in information processing (Meyers-Levy, 1989). Women are more thorough when coding nonverbal messages (Everhart et al., 2001), they are also more affected by visual stimuli and are more emotional (Dittmar et al., 2004). Men are more analytical and therefore more objective (Kim et al., 2007).

We must not forget that in our study, the number of male narrators is greater than that of women as an influencing factor when choosing, as are characteristics related to the source, mentioned above, and the prior credibility of the character to the argument.

A similar result applies to the choice of degree, which revealed an effect not of the similarity of the degree or the focal field of study that the participants aspired to but rather the influence of the suggestive content of the slogan used to attract their attention to certain stories—namely, those involving personal achievement, especially in relation to art and engineering studies that might lead to the fulfillment of a dream. The participants also preferred stories told about the present or past, reflecting lived experiences or experiences in progress. In summary, the interest in the product (university) is most closely linked to experienced users, who continue to study, who are men, and whose narratives suggest a history of achievement, which might be related to their future aspirations as academics. In this point, gender differences can also be interpreted. Men are less likely to get involved in the stories, but women tend to enter into the story from personal experience (Kim et al., 2007).

However, we cannot establish any predictive traits of the narrators, such that we could anticipate which of them lead audiences to choose UCLM.

This study also helps identify some possible causes of “leakage” of students to other universities. The results indicate that the most significant cause is due to location factors, reflecting both the actual region and the size of their home towns. For example, people from smaller cities appear most interested in “flight” from their location region.

In short, the use of the promotional video to share information about UCLM is effective, if discreet, and provides a resource that can capture the attention and spark positive attitudes; in no case did it generate negative reactions (e.g., putting positive intentions to choose UCLM in doubt). To advance and continue this investigation, it would be interesting to track the students who participated in this study to specify their final decision. Because these students often are the consumers but not necessarily the buyers of the university product, it also would be interesting to determine if the preferences and choices of parents (buyers) match those of the students (consumers).
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FOOTNOTES

1The Spanish education system includes two high school courses, defined by they specialty, for students who plan to attend college. These studies are not binding as basic education, but they are required for university entrance.
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APPENDIX

Questionnaire

DEMOGRAPHICS Data

Age: ____ Gender: Male Female High school Course:

High school specialty:

High school (name):

Population:

What would you like to study at University?:

What do you know about the University of Castilla-La Mancha?

Would you like to study at the University of Castilla-La Mancha? Yes___ No___

Why?

INSTRUCTIONS:

Enter the website of the University of Castilla-La Mancha: http://www.uclm.es. Enter “Así empezó todo.”

Put over each of the people featured and read the phrase it says. Choose only one of the images, double click, and heard his/her story, then answer the following questions as honestly as possible.

1. Who have you chosen? ______________________________________________________

2. Why have you chosen him/her? _______________________________________________

___________________________________________________________________________

3. How old do you think his/her is? ______________________________________________

4. What did you like the most about his/her has narrated? Why? ________________________

____________________________________________________________________________________________________

5. What did you like the least? Why?

____________________________________________________________________________________________________

6. Has him/her been clearly expressed? Highlights some phrases or comments that have caught your attention.

____________________________________________________________________________________________________

7. Indicates aspects of his/her gestures, look, smile, posture, physical appearance.

Gestures____________________________________________________________________Look__________________________

Smile______________________________________________________________________

Position_____________________________________________________________________

Physical appearance___________________________________________________________

8. Has it provided new information about the University of Castilla-La Mancha to you? _________________________________________________________

9. Have you changed your opinion about studying at this University? Yes___ No___

Other observations____________________________________________________________
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