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Effects of 'feeling right' about website cultural congruency on regular and mobile websites 1 Introduction

When and why retailers benefit from displaying cultural cues on websites has attracted significant attention from researchers. Authors have focused on website cultural congruency (thereafter, WCC)-the degree to which consumers perceive that websites are designed to target the members of their own culture [START_REF] Bartikowski | Should all firms adapt websites to international audiences[END_REF][START_REF] Cho | Cross-cultural comparisons of interactivity on corporate web sites: The United States, the United Kingdom, Japan, and South Korea[END_REF][START_REF] Ko | Examining the effect of cultural congruence, processing fluency, and uncertainty avoidance in online purchase decisions in the US and Korea[END_REF][START_REF] Luna | Cross-cultural and cognitive aspects of web site navigation[END_REF][START_REF] Singh | Understanding international web site usage: A cross-national study of German, Brazilian, and Taiwanese online consumers[END_REF]. Higher levels of WCC may result from cues such as colors, symbols, heroes, or rituals that remind consumers of a specific target culture. For example, Kraft Canada launched Kraft Ka Khana (www.kraftcanada.com/recipes/worldcuisine/indian/kraft-ka-khana), a micro-site with oriental designs (e.g., ornaments, warm colors, or Indian spokespersons) which suggests to Indian immigrants that they can easily maintain ties with their home culture and traditional Indian cooking while at the same time using products from Kraft.

The existing studies support that higher levels of WCC tend to promote positive attitudes toward the site as well as purchase intentions [START_REF] Baack | Culture and web communications[END_REF][START_REF] Ko | Examining the effect of cultural congruence, processing fluency, and uncertainty avoidance in online purchase decisions in the US and Korea[END_REF][START_REF] Luna | Cross-cultural and cognitive aspects of web site navigation[END_REF][START_REF] Singh | Understanding international web site usage: A cross-national study of German, Brazilian, and Taiwanese online consumers[END_REF][START_REF] Vyncke | Are culturally congruent websites more effective? An overview of a decade of empirical evidence[END_REF]. However, while researchers widely agree that attitudes can effectively predict intentions and behavior, there is considerable debate about when they do so [START_REF] Kraus | Attitudes and the prediction of behavior: A meta-analysis of the empirical literature[END_REF][START_REF] Petty | Attitude strength: Antecedents and consequences[END_REF][START_REF] Smith | Attitude-behavior consistency: The impact of product trial versus advertising[END_REF]. As Schwarz (2010, p. 106) puts it: "we cannot predict a person's judgments or decisions by merely knowing what came to mind without taking the accompanying subjective experiences into account." For example, an attitude about an object may be strong because the person has learned information about the object experientially, or weak because the person found the object informations difficult to process. To differentiate attitudes that are behaviorally consequential from those that are not, researchers recommend that evaluative attitudes (here, attitudes toward the site and purchase intentions) should be studied in combination with non-evaluative attitude dimensions [START_REF] Krosnick | Attitude strength: One construct or many related constructs[END_REF][START_REF] Petty | Attitude strength: Antecedents and consequences[END_REF][START_REF] Rucker | Consumer conviction and commitment: An appraisal-based framework for attitude certainty[END_REF][START_REF] Schwarz | Metacognitive experiences in consumer judgment and decision making[END_REF]. The latter are meta-perceptions of attitude strength that reflect "people's thoughts about their thoughts, or their awareness of their own cognitive states and processes" (Tormala & Petty, 2004, p. 428).

Building on this literature, we consider attitude certainty (i.e., the degree to which an individual is confident about one's attitudes about an object and feels that one's evaluations are correct) [START_REF] Clarkson | A new look at the consequences of attitude certainty: The amplification hypothesis[END_REF][START_REF] Grohmann | The influence of tactile input on the evaluation of retail product offerings[END_REF][START_REF] Gross | Attitude certainty[END_REF][START_REF] Krosnick | Attitude strength: One construct or many related constructs[END_REF][START_REF] Tormala | Source credibility and attitude certainty: A metacognitive analysis of resistance to persuasion[END_REF]. Attitude certainty broadly reflects what researchers call 'feeling right' about one's cognitive or affective reactions [START_REF] Avnet | How regulatory fit affects value in consumer choices and opinions[END_REF][START_REF] Higgins | Value from regulatory fit[END_REF][START_REF] Schwarz | Feelings, fit, and funny effects: A situated cognition perspective[END_REF].

Authors have focused on attitude certainty as a predictor of attitude-behavior consistency to show that attitude-behavior relationships are stronger in situations in which people perceive greater attitude certainty [START_REF] Fazio | Attitudinal qualities relating to the strength of the attitudebehavior relationship[END_REF][START_REF] Kraus | Attitudes and the prediction of behavior: A meta-analysis of the empirical literature[END_REF][START_REF] Tormala | Source credibility and attitude certainty: A metacognitive analysis of resistance to persuasion[END_REF]. Unlike these previous studies, we attempt to induce different levels of attitude certainty through experimental manipulations (high vs. low levels of WCC), and consequentially, consider attitude certainty as a mediating variable in the relationship between WCC, attitudes toward the site and purchase intentions. By doing so enables us to test theoretical propositions derived from feelingsas-information theory [START_REF] Schwarz | Feelings-as-information theory[END_REF], namely the idea that consumers misattribute "feeling right" to their attitudes, which sheds new light to our understanding of the psychological processes underlying attitude expression and change, in particular in relation to WCC.

Despite significant research into WCC effects, it remains unclear how symbolic gestures on touchscreen devices shape consumer reactions in relation to WCC. This is an important gap in the literature given the rapid rise of mobile e-commerce [START_REF] Andrews | Linking perceived value of mobile marketing with the experiential consumption of mobile phones[END_REF][START_REF] Gao | Consumers un-tethered: A three-market empirical study of consumers' mobile marketing acceptance[END_REF].

In 2019, the worldwide smartphone Internet penetration is expected to reach 63%, and the number of smartphone users worldwide is projected to be 2.9 billion in 2020, up from 2.1 billion in 2016 (www.statista.com). [START_REF] Brasel | Tablets, touchscreens, and touchpads: How varying touch interfaces trigger psychological ownership and endowment[END_REF] argued that the type of devices used to access the internet shapes consumer dispositions toward websites just as much as website design and content do. We aim to contribute to this literature by studying how WCC affects website evaluations when consumers use regular computers in comparison with touchscreen devices, and additionally explore differences in these effects between ethnic majority and ethnic minority consumers. The focus on ethnic consumers is topical because consumer cultural diversity around the world is increasing with broad implications for public policy and marketing. Accordingly, authors call for more research to show when targeting ethnic majority and ethnic minority consumers with culture-specific advertising (here WCC) makes good business sense [START_REF] Aaker | Nontarget markets and viewer distinctiveness: The impact of target marketing on advertising[END_REF][START_REF] Antioco | On the importance of social integration for minority targeting effectiveness[END_REF][START_REF] Bartikowski | Targeting without alienating on the internet: Ethnic majority and minority consumers[END_REF][START_REF] Brumbaugh | Why do I identify with thee? Let me count three ways: How ad context influences race-based character identification[END_REF][START_REF] Johnson | Targeting without alienating: Multicultural advertising and the subtleties of targeted advertising[END_REF][START_REF] Karande | Minority response to ethnically similar models in advertisements: An application of accommodation theory[END_REF][START_REF] Lee | Using self-referencing to explain the effectiveness of ethnic minority models in advertising[END_REF][START_REF] Torres | A tale of two theories: Sympathy or competition[END_REF].

In summary, building on the existing literature on meta-cognitions, WCC effects, and ethnic marketing, this research aims to offer answers to three research questions of theoretical and practical relevance: First, does the consideration of attitude certainty enhance our understanding of how WCC informs consumer attitudes toward the site and their purchase intentions? Second, how differently does WCC affect attitudes toward the site when consumers use regular computers compared to touchscreen devices? Third, how differently does WCC affect ethnic majority and ethnic minority consumers' judgments about the website when they use regular computers in comparison with touchscreen devices?

To answer these questions, we develop a conceptual model and a set of hypotheses, which 

Hypotheses

The conceptual model guiding the theoretical developments appears in Figure 1. We hypothesize that consumer attitudes toward websites and their certainty about these attitudes mediate the relationship between WCC and purchase intentions. We further expect that (a) the type of internet access device (regular PCs vs. touchscreen devices) and (b) the ethnic culture (ethnic majority vs. ethnic minority) to which a consumer belongs moderate these relationships.

[Insert Figure 1 here]

Effects of website cultural congruency (WCC)

Researchers widely agree that judgments do not only reflect what comes to mind (e.g., the content of information received), but also how things come to mind (e.g., how information is processed) [START_REF] Winkielman | Mind at ease puts a smile on the face: Psychophysiological evidence that processing facilitation elicits positive affect[END_REF]. Of particular relevance in this respect is the mereexposure effect [START_REF] Zajonc | Attitudinal effects of mere exposure[END_REF]), a psychological phenomenon by which consumers tend to develop positive affect toward brands or other marketing stimuli merely because they are more familiar with them. Following Bornstein and D'Agostino (1990), the mere exposure effect results from two processes [START_REF] Jacoby | An illusion of memory: False recognition influenced by unconscious perception[END_REF]Reber & Schwarz, 1999). The first process is an increase in processing fluency (the ease with which information is processed), which may be induced by repeated exposure or other sources of familiarity. With our subsequent reasoning, we assume that WCC is a source of familiarity that causes processing fluency. The second process is that people misattribute fluency experiences to liking. Hence, processing fluency is by itself a pleasant experience that serves as a basis of judgment about the stimuli.

Culture can be defined as a collective body of shared knowledge that an individual has learned from socialization, media exposure or participation in a cultural group and that is easily accessible to members of that cultural group [START_REF] Aaker | Nontarget markets and viewer distinctiveness: The impact of target marketing on advertising[END_REF][START_REF] Holland | Ethnic consumer reaction to targeted marketing: A theory of intercultural accommodation[END_REF].

Studies show that higher levels of WCC enhance website ease-of-use, facilitate information categorization and interpretation, all of which may increase processing fluency [START_REF] Baack | Culture and web communications[END_REF][START_REF] Bartikowski | Targeting without alienating on the internet: Ethnic majority and minority consumers[END_REF][START_REF] Ko | Examining the effect of cultural congruence, processing fluency, and uncertainty avoidance in online purchase decisions in the US and Korea[END_REF][START_REF] Luna | Cross-cultural and cognitive aspects of web site navigation[END_REF][START_REF] Singh | Understanding international web site usage: A cross-national study of German, Brazilian, and Taiwanese online consumers[END_REF][START_REF] Steenkamp | How country characteristics affect the perceived value of web sites[END_REF]. Accordingly, we expect that higher levels of WCC promote positive attitudes toward the site due to increased processing fluency. Moreover, building on the idea that attitudes lead to intentions [START_REF] Beatty | Alternative hierarchies of the attitude-behavior relationship: The impact of brand commitment and habit[END_REF][START_REF] Fishbein | Belief, attitude, intention, and behavior[END_REF], we surmise:

H1a: Attitude toward the site mediates the positive relationship between WCC and purchase intentions.

Processing fluency may not only lead to more positive affect, but also increase feelings of attitude certainty [START_REF] Fazio | Attitudinal qualities relating to the strength of the attitudebehavior relationship[END_REF][START_REF] Wu | Susceptibility to persuasive appeals as a function of source credibility and prior experience with the attitude object[END_REF]. [START_REF] Berger | The effect of advertising on attitude accessibility, attitude confidence, and the attitude-behavior relationship[END_REF] found that attitudes formed on the basis of repeated ad exposure (i.e., one source of processing fluency) are more accessible from memory and held with greater certainty than are attitudes based on a single exposure. By analogy, websites high on WCC (compared to low) may be processed more fluently, enable consumers to make semantic or associative connections more easily and thereby enhance feelings of information accessibility (i.e., the ease with which they recall information about an object). Studies show that feelings of information accessibility enhance confidence about the information as well as feelings of expertise and certainty in relation to the information [START_REF] Haddock | Forming judgments of attitude certainty, intensity, and importance: The role of subjective experiences[END_REF][START_REF] Krosnick | Attitude strength: One construct or many related constructs[END_REF][START_REF] Petrocelli | Unpacking attitude certainty: Attitude clarity and attitude correctness[END_REF][START_REF] Schwarz | Metacognitive experiences in consumer judgment and decision making[END_REF].

Consequently, we expect that higher (versus lower) levels of WCC should enhance processing fluency and feelings of information accessibility, and therefore, positively affect feelings of certainty about one's attitudes toward the site.

Attitude certainty, in turn, may positively affect evaluative attitude dimensions including attitudes toward the site and purchase intentions. We derive this expectation from feelings-asinformation theory [START_REF] Schwarz | Feelings-as-information theory[END_REF]. Accordingly, people attend to metacognitive experiences such as vividness of memory or knowledge about an event as a source of information that determines their judgments of the event [START_REF] Schwarz | Mood, misattribution, and judgments of well-being: Informative and directive functions of affective states[END_REF]. Researchers have repeatedly shown that the subjective experience of "feeling right" about cognitive or affective reactions toward a message transfers to message persuasiveness and opinions about the message [START_REF] Cesario | Regulatory fit and persuasion: Transfer from "feeling right[END_REF][START_REF] Higgins | Value from regulatory fit[END_REF]. We expect similar psychological mechanisms to be at work when considering certainty about consumers' attitudes toward retail websites. That is, consumers may misattribute feelings of attitude certainty about WCC to their evaluations of the website, suggesting that attitude certainty informs both attitudes toward the site and purchase intentions.

Thus, we assume:

H1b: Attitude certainty mediates the relationship between WCC and purchase intentions.

H1c:

Attitude certainty and attitudes toward the site serially mediate the relationship between WCC and purchase intentions.

Interactions of internet access device types

Consumers may process behavioral or more direct (bodily) experiences more deeply than less behavioral ones, which likely enhances perceptions of control as well as object evaluations [START_REF] Fazio | Attitudinal qualities relating to the strength of the attitudebehavior relationship[END_REF][START_REF] Smith | The role of amount, cognitive elaboration, and structural consistency of attitude-relevant knowledge in the formation of attitude certainty[END_REF][START_REF] Wu | Susceptibility to persuasive appeals as a function of source credibility and prior experience with the attitude object[END_REF]. For example, [START_REF] Grohmann | The influence of tactile input on the evaluation of retail product offerings[END_REF] found that consumers evaluate products more positively and with greater certainty when they have the opportunity to touch them instead of only seeing them. Similarly, touchscreen devices (such as smartphones or tablet computers) afford closer or more direct behavioral interactions with websites through multiple finger gestures (tapping, sliding, pinching, or stretching on the screen) than regular computers. Arguably, such 'symbolic touch' on touchscreen devices makes website browsing more intuitive and more behaviorally experiential.

In fact, [START_REF] Chung | Do touch screen users feel more engaged? The impact of touch interfaces on online shopping[END_REF] found that online shoppers using touchscreen devices are more engaged and more satisfied with shopping than those using regular computers. Another study by [START_REF] Brasel | Tablets, touchscreens, and touchpads: How varying touch interfaces trigger psychological ownership and endowment[END_REF] indicates that interactions with touchscreen devices, compared to regular computers, increase feelings of ownership of the examined product, which, according to the authors, stems from enhanced feelings of control. This suggests that the types of devices used to access the internet shape attitudes toward the site and attitude certainty related to WCC because of varying degrees of bodily experiences ('symbolic touch'), associated levels of actual or perceptual elaboration, and different feelings of control. Therefore, we expect that positive effects of high (vs. low) levels of WCC on attitudes toward the site and attitude certainty (H1a, b) are stronger when consumers use touchscreen devices than when they use regular computers.

H2a,b: The type of devices moderates the effects of WCC on attitudes toward the site and attitude certainty such that the effects of higher levels of WCC on (a) attitudes toward the site, and (b) attitude certainty are stronger when consumers use touchscreen devices, compared to regular computers.

Interactions of ethnic culture

Cultural knowledge is unequally distributed among the members of a numerically dominant ethnic majority culture (here, the French culture), and the members of an ethnic minority group (here, Maghrebian consumers living in France) [START_REF] Brumbaugh | Source and nonsource cues in advertising and their effects on the activation of cultural and subcultural knowledge on the route to persuasion[END_REF]. Cultural knowledge includes familiarity with how and where to buy, with journals, magazines, websites, languages, etc. [START_REF] Laroche | Test of a nonlinear relationship between linguistic acculturation and ethnic identification[END_REF]. Socialization and acculturation processes make knowledge about the majority culture highly accessible to the members of both groups. Meanwhile, cultural knowledge about an ethnic minority culture is highly accessible foremost to its innate ethnic minority members, but less likely to the members of the distinct majority group. Accordingly, [START_REF] Brumbaugh | Source and nonsource cues in advertising and their effects on the activation of cultural and subcultural knowledge on the route to persuasion[END_REF] demonstrates experimentally that reactions such as self-referencing and attitudes in relation to mainstream advertising are similar for ethnic minority and majority consumers, but very different in relation to ethnic minority advertising. This suggests that attitudes toward the site and attitude certainty are contingent on both, the level of WCC (congruent vs. incongruent), and the consumer's cultural affiliation (ethnic minority vs. majority). In particular, it is likely that ethnic minority consumers will feel less incongruity in relation to websites designed to target the mainstream majority group (here, Maghrebian consumers in relation to websites with a French design), than majority consumers will feel incongruity in relation to websites designed to target the ethnic minority group (here, French consumers in relation to websites with a Maghrebian design). Accordingly, we expect that cultural affiliation shapes the effects of WCC on attitudes toward the site and attitudes certainty, such that effect differences that result from websites that are congruent with the host (French) culture, in comparison with incongruent ones (i.e., congruent with the ethnic minority culture), are positively stronger for the members of the majority culture than for the members of the ethnic minority culture.

H3a,b: Ethnic culture moderates the effects of WCC on attitudes toward the site and attitude certainty so that the effects of higher levels of WCC (versus lower) on (a) attitudes toward the site and (b) attitude certainty are positively stronger for members of the host culture than for members of the ethnic minority culture.

Interactions of WCC, device type, and ethnic culture

We previously argued that higher levels of WCC positively affect site attitudes and attitude certainty (H1a, H1b), that WCC effects are stronger on touchscreen devices than on regular computers (H2a, H2b), and that WCC effects are stronger for ethnic majority than for ethnic minority consumers (H3a, H3b). A corollary of this set of hypotheses is that touchscreeninduced effects of WCC on site attitudes and attitude certainty, compared to regular computers, should be stronger for ethnic majority consumers than for ethnic minority consumers (Figure 2).

H4a, b: Touchscreen devices, compared to regular computers, reinforce the effects of WCC on (a) attitudes toward the site and (b) attitude certainty more strongly for members of an ethnic majority culture than for those of an ethnic minority culture.

Study

Experimental design

The experimental design was a 2 (website design: WCCcongruent vs. WCCincongruent) × 2 (type of device: regular PC vs. touchscreen-enabled smartphone) × 2 (participants' ethnic affiliation:

French majority vs. Maghrebian minority) fully crossed between-subjects design with N = 282 study participants who filled an online questionnaire.

WCC manipulations: We created experimental mock websites 2 that mimic the website of an electronics retailer in France (computers, digital cameras, household appliances, etc.) using the invented brand name: "RS Electronics." Both websites were navigable on the internet with four pages in each condition (home page, products, promotions, and contact). Website content in terms of products shown for sale, product descriptions and other text, addresses, domain names, site logic and structure, and others was constant in all conditions. We manipulated WCC as 

Type of internet access device:

The experimental websites had a responsive design [START_REF] Glassman | One site fits all: Responsive web design[END_REF], meaning that the server where the site was hosted recognized the device used by the respondents and adapted it to the type of devices used in order to provide an optimal usability experience. The online questionnaire asked participants to report the type of devices they used when they accessed the website.

Ethnic affiliation: Study participants belong to two ethnic groups in France, namely French majority and Maghrebian ethnic minority consumers. This grouping relies on respondents' selfclassification in the online questionnaire in terms of their felt cultural affiliation to either the French or Maghrebian (in particular Algeria, Morocco, or Tunisia) cultures [START_REF] Johnson | Targeting without alienating: Multicultural advertising and the subtleties of targeted advertising[END_REF][START_REF] Laroche | Test of a nonlinear relationship between linguistic acculturation and ethnic identification[END_REF].

Data collection

Four research assistants posted the online questionnaire link on social networking sites in France. To target Maghrebian immigrants in France, we advised them to post the link on large community sites such as "Espace Maghrebins" or "Tunisiens en France" on Facebook. The questionnaire instructed them to consider they wanted to buy electronics, and search for product and purchasing information. Next, they randomly entered one of the two WCC conditions. After browsing the assigned site for at least two minutes, they filled a short French language questionnaire that measured the variables of interest using established scales, namely attitudes toward the site and purchase intentions [START_REF] Chen | Attitude toward the site II: New information[END_REF][START_REF] Poddar | Web site customer orientations, web site quality, and purchase intentions: The role of web site personality[END_REF] and certainty in relation to their attitudes toward the site [START_REF] Berger | The effect of advertising on attitude accessibility, attitude confidence, and the attitude-behavior relationship[END_REF][START_REF] Grohmann | The influence of tactile input on the evaluation of retail product offerings[END_REF].

We translated the scales into French using a translation/backtranslation procedure with two bilingual (English/French) speakers. , 2015). Given their low number, we excluded tablet users from the database to focus our attention on smartphones to represent touchscreen devices.

Hypothesis testing

We used Hayes' PROCESS tool (model 6) to test the mediation hypotheses (H1), and a series of ANOVA assessments to test the moderation hypotheses (H2, H3, and H4). Composite scores of attitudes toward the site (α=.84), attitude certainty (α=.89), and purchasing intentions (α=.92) served as the mediating and dependent variables; WCC, device type and cultural affiliation served as factors. Using PROCESS, we calculated 95% bias-corrected bootstrap confidence intervals using 1,000 resamples. The PROCESS output appears in Table 1, and the treatment cell means appear in Table 2.

[Insert 

[Insert Table 2 here]

Test of H2. The effects of WCC on attitudes toward the site are positively stronger when participants accessed the website with a smartphone (WCCcongruent -WCCincongruent: 3.69 -2.92 = .77) compared to a regular PC (WCCcongruent -WCCincongruent: 3.12 -2.70 = .42). The ANOVA assessment showed a significant interaction effect of WCC and type of device on attitudes toward the site (F(1, 278) = 2.88, p<.05, one-tailed test), suggesting support for H2a. Similarly, the effect of WCC on attitude certainty is slightly stronger when study participants accessed the website with a smartphone (WCCcongruent -WCCincongruent: 3.68 -2.99 = .69) than with a regular PC (WCCcongruent -WCCincongruent: 3.41 -2.99 = .42). However, the ANOVA assessment showed that this interaction effect is not significant (F(1, 278) = 1.78, p>.1), thereby not supporting H2b.

Test of H3. The results show a significant positive effect of WCC on attitudes toward the site for French (WCCcongruent -WCCincongruent: 3.40 -2.58 = .82, p<.01), but not for Maghrebian consumers (WCCcongruent -WCCincongruent: 3.21 -3.04 = .17, p>.1). Moreover, the WCC effect is positively stronger for the French than for the Maghrebian consumers as confirmed by a significant interaction between WCC and cultural affiliation (F(1, 278) = 10.3, p<.01). Hence, Hence, touchscreen-induced effects of WCC on site attitudes and attitude certainty tend to be stronger for ethnic majority than for ethnic minority consumers, suggesting that touchscreen devices reinforce cultural in-group/out-group favoritism (Figure 2).

H3a
To further study the generalizability of the findings, we conducted additional analyses considering sample diversity in terms of gender and age (we used a median split to differentiate younger from older participants). While the results of the ANOVA assessment consistently show that the effects of WCC on consumer attitudes, attitude certainty and purchase intentions are contingent on the cultural affiliation, the additional analyses show no interaction in relation to gender or age.

[Insert Figure 2 here]

Conclusion

The aims of this research were threefold: first, to clarify the role of attitude certainty to understand how WCC informs attitudes toward the site and purchasing intentions. Our findings show that attitude certainty acts as a key mediating variable between WCC, attitudes toward the site and purchase intentions. Second, we wanted to explore WCC effect differences when consumers use regular computers versus touchscreen devices. We found that touchscreen devices (here, smartphones), compared to regular computers, enhance the effects of WCC on attitude certainty and attitudes toward the site. The third objective was to explore differences in these effects between ethnic majority and minority consumers. The results show that the effects of WCC are stronger for ethnic majority than for ethnic minority consumers, and that touchscreen devices tend to reinforce these effects. These findings shed new light on the psychological processes underlying attitude change and persuasion, in particular in relation to WCC, with notable theoretical and managerial implications.

Theoretical implications

Our mediation analysis provides compelling evidence about the importance of considering attitude certainty as an explanatory variable for attitudes toward the site and purchase intentions.

In particular, consumers are sensitive not only to stimuli that shape their feelings about websites (here, WCC), but also to how these stimuli influence what they think about their feelings in line with the idea that "people attend to their momentary feelings as a source of information in forming judgments" (Schwarz, 2011, p. 5). We do not doubt the importance of an alternative utilitarian explanation (i.e., website ease-of-use) of attitude change in relation to WCC [START_REF] Singh | Understanding international web site usage: A cross-national study of German, Brazilian, and Taiwanese online consumers[END_REF]. However, our findings indicate that much of the variation in attitudes toward the site and purchase intentions is caused by the metacognitive experience of attitude certainty (more broadly consumer perceptions of "feeling right"; [START_REF] Avnet | How regulatory fit affects value in consumer choices and opinions[END_REF][START_REF] Schwarz | Feelings, fit, and funny effects: A situated cognition perspective[END_REF], which seems to prompt misattributions that can effectively explain consumer dispositions and ultimately why consumers do what they do. Our findings (Table 1) even suggest that both the direct impact of WCC on attitude certainty (B=.51) and the impact of attitude certainty on attitudes toward the website (B=.48) are stronger than the impact of WCC on attitudes toward the website (B=.29). Consequently, while WCC obviously influences attitudes toward the site directly, a significant portion of these judgments relates to how WCC affects what consumers feel about their thoughts. We recommend that consumer researchers more frequently consider the important role of metacognitions, attitude certainty in particular, for a fuller understanding of consumer behavior.

We also find that touchscreen devices, compared to regular computers, tend to strengthen the WCC effects. This aligns with previous research showing that the opportunity to touch products in offline settings affects consumers' product evaluations positively [START_REF] Grohmann | The influence of tactile input on the evaluation of retail product offerings[END_REF].

Adding to this literature, our findings demonstrate that 'symbolic touch' on touchscreen devices has similar positive effects on both attitude certainty and attitude toward the site. This may be because consumers interpret tactile input as an information gain [START_REF] Grohmann | The influence of tactile input on the evaluation of retail product offerings[END_REF], because direct (or bodily) experiences improve perceptions of control [START_REF] Krosnick | Attitude strength: One construct or many related constructs[END_REF], or because consumers interpret touching the screen as a type of approach behavior that induces liking [START_REF] Lee | Consumer responses to high-technology products: Product attributes, cognition, and emotions[END_REF].

Moreover, our findings indicate that WCC effects are stronger for ethnic majority than for ethnic minority consumers, which aligns with [START_REF] Brumbaugh | Source and nonsource cues in advertising and their effects on the activation of cultural and subcultural knowledge on the route to persuasion[END_REF] theory of unequal distribution of cultural knowledge. In particular, French consumers tend to prefer a typical French website design and reject a typical Maghrebian design, but Maghrebian consumers tend to be indifferent about either option. Hence, while the depiction of majority cultural cues may activate cultural knowledge and promote self-referencing for both members of the majority and the ethnic minority population, the depiction of minority cultural cues seems to do so only for members of the ethnic minority population. This interpretation is consistent with the idea that bicultural individuals (here, Maghrebian minority consumers living in France) shift between different available frames of cultural knowledge (here, the French and the Maghrebian cultures) in response to marketing stimuli, instead of mixing the two [START_REF] Brumbaugh | Source and nonsource cues in advertising and their effects on the activation of cultural and subcultural knowledge on the route to persuasion[END_REF][START_REF] Hong | Multicultural minds: A dynamic constructivist approach to culture and cognition[END_REF].

Managerial implications

Our findings confirm the importance of considering WCC for successful online retail Online retailers should also recognize the strong link between attitude certainty and attitudes toward the site. They may benefit from periodic checks to measure not only (evaluative) attitudes toward the website, but also non-evaluative attitude dimensions (attitude certainty in particular).

The implication is that marketers may strive to influence attitudes and purchase intentions not only directly (for example through promotions), but also indirectly through increasing consumers' attitude certainty or more broadly, their "feeling right." Our results clearly demonstrate that higher levels of WCC are one means to achieve this goal.

Given the rapid rise of mobile e-commerce, it is important for retailers to recognize the effects of device types and their differential impacts on behavior. Touchscreen devices (here, smartphones), in comparison with regular computers, tend to amplify the effects of WCC. Online marketers may expect similar effects in relation to other site characteristics such as load time or site navigation. Of crucial importance is that non-target market effects among French consumers tend to be stronger when they use touchscreen devices compared to regular computers (Figure 2).

This suggests that symbolic touch on touchscreen devices reinforces cultural in-group/out-group favoritism [START_REF] Forehand | Identity salience and the influence of differential activation of the social self-schema on advertising response[END_REF], such as avoidance reactions or discriminatory behaviors on the internet. Ultimately, the often discussed question of whether or not to adapt marketing messages to culturally diverse audiences [START_REF] Levitt | The globalization of markets[END_REF] has an ethical dimension given the extent to which design manipulations, here website designs, affect thoughts and, in turn, behaviors. We thus recommend that online retailers conduct culturally sensitive target marketing very carefully and try to find the right balance between cultural customization and standardization. Websites with a multicultural design might be a good compromise, although research to date has not investigated this issue in detail [START_REF] Johnson | Targeting without alienating: Multicultural advertising and the subtleties of targeted advertising[END_REF].

Limitations and suggestions for future research

Obviously, this research has some limitations. First, we interpret Schwarz's ( 2011) feelingsas-information theory to say that consumers misattribute feelings of attitude certainty to their attitudes toward the website. However, our empirical test of this effect is restricted by the crosssectional design of this study, which does not allow us to determine this cause and effect relationship entirely. Although the regression results emphasize the importance of considering attitude certainty, future research should manipulate attitude certainty experimentally. Future investigations may use implicit association tests to infer attitude certainty behaviorally. For example, time to respond may serve as a proxy to attitude certainty assuming that people who are less certain about their attitudes take more time to deliberate and respond. We also recommend that researchers should consider other non-evaluative attitude dimensions, such as attitude intensity (the intensity of feelings individuals have about an object), or attitude accessibility (the strength of the object-evaluation link in memory) [START_REF] Krosnick | Attitude strength: One construct or many related constructs[END_REF] for additional insights about the psychological processes underlying attitude formation.

Furthermore, the engagement with the device used is an important consideration. Many important insights on the role of attitude certainty can be obtained with behavioral data such as the time respondents spent on websites, the number of links they clicked, their navigation patterns, or perhaps the products they added to their online shopping cart. Higher levels of attitude certainty may reduce users meandering on retail websites and therefore enhance their trust in relation to the retailer.

Moreover, our argument related to the moderating effects of touchscreen devices suggests that 'symbolic touch' is an epistemic task that is only illusionary by nature. While illusions of touch can effectively explain why touchscreen devices enhance WCC effects (H2), the same explanation may not fully account for the different touchscreen effects that we found in relation to ethnic majority and minority consumers (H4). Indeed, there are some alternative explanations such as that ethnic minority consumers, compared to majority, are more likely smartphonedependent and use smartphones more frequently to purchase online [START_REF] Bartikowski | The type-of-internet-access digital divide and the well-being of ethnic minority and majority consumers: A multi-country investigation[END_REF][START_REF] Tsetsi | Smartphone internet access and use: Extending the digital divide and usage gap[END_REF][START_REF] Zickuhr | Digital differences[END_REF]. Hence, ethnic minority consumers, compared to majority, may be less sensitive to the effects of WCC on touchscreen devices because of habituation to these devices. We shall also note that the product category considered (electronics), the type of touchscreen device used (e.g., smartphone, phablet, tablet, convertible and hybrid laptops), as well as cultural variables such as ethnic identity [START_REF] Cleveland | Identity, demographics, and consumer behaviors: International market segmentation across product categories[END_REF], acculturation of the ethnic minority consumer to the host culture (Cleveland & Laroche, 2007), or the individually felt need for touch [START_REF] Peck | Individual differences in haptic information processing: The 'need for touch' scale[END_REF], are all factors that may impact the effects reported in this study. Moreover, the importance of considering WCC and metacognitions as drivers of behavior is not restricted to the consumer context. Arguably, all types of online information exchanges between people are concerned. We encourage researchers from various domains (education, health, politics, etc.) to apply and advance feelings-asinformation theory for a better understanding of attitude formation and behavior change. et al. (2006) Attitudes toward the site This website makes it easy for me to build a relationship with this company. I would feel comfortable in surfing this website. I would like to visit this website again in the future. I think I would be satisfied with the service provided by this website. I feel surfing this website is a good way for me to spend my time. [START_REF] Chen | Attitude toward the site II: New information[END_REF] Attitude certainty about attitudes toward the site I am very certain about my assessment of this website. I am very confident about my evaluation of the website I saw. [START_REF] Berger | The effect of advertising on attitude accessibility, attitude confidence, and the attitude-behavior relationship[END_REF][START_REF] Grohmann | The influence of tactile input on the evaluation of retail product offerings[END_REF] I feel very capable to evaluate the website I saw. My evaluation of this website is very accurate.

Purchase intentions

It is likely that I will purchase through this site in the near future. I expect to purchase through this site in the near future. I intend to purchase through this site in the near future. I will definitely buy products from this site in the near future. 

  follows: one version (hereafter, the French version) displayed typical cultural markers of the French culture (hence, WCCcongruent with the French culture, but WCCincongruent with the Maghrebian culture). The Maghrebian version featured a typical Maghrebian design (hence, WCCincongruent with the French culture but WCCcongruent with the Maghrebian culture). The French version used a rectilinear font type (Verdana), French national colors (the French tricolor: blue, white, red) in the background, as well as typical western people as contact persons. The Maghrebian version used an ornamented font type (Coquette), displayed a flag with a crescent moon and star (symbolizing coalition of Maghrebian countries and cultures), an ornamented warm red background, as well as typical oriental looking people as contact persons. Both versions displayed the French flag, contact details (physical address, phone numbers) in France, and used the .fr country code top-level domain to suggest that the company is located in France and targets consumers in this country. WCC manipulation check: We pretested the effectiveness of the WCC manipulation with data collected online from 22 French (46% female; 55% were 25 years or older) and 21 Maghrebian consumers (14% Algerian, 33% Moroccan, 52% Tunisian) living in France (57% female; 48% were 25 years or older). The study participants evaluated WCC in relation to France and Maghreb for both versions of the experimental website (assigned in random order) using three items (α > .7) measured on 5-point Likert scales (see Appendix 1). The WCC composite scores show that the participants perceived the French version as more culturally congruent with the French culture than the Maghrebian version (M=3.70 vs. M=2.31; p<.01). Conversely, they perceived the Maghrebian version as more culturally congruent with the Maghrebian culture than with the French culture (M=3.47 vs. M=1.99; p<.01). Separate analyses for French and Maghrebian respondents provided very similar results, supporting the effectiveness of the WCC manipulation.

  is supported. Similarly, the results show a significant positive effect of WCC on attitude certainty for the French (WCCcongruent -WCCincongruent: 3.53 -2.66 = .87, p<.01), but not for the Maghrebian consumers (WCCcongruent -WCCincongruent: 3.48 -3.42 = .06, p>.1), and again that the WCC effect is positively stronger for the French than for the Maghrebian consumers (F(1, 278) = 19.08, p<.01), thereby supporting H3b.Test of H4. The results related to attitudes toward the site demonstrate that the interaction between WCC and device type is neither significant for French consumers (F(1, 155) = 2.58, p>.05), nor for Maghrebian consumers (F(1, 119) = .79, p>.05). Although the WCC effect-size differences between smartphones and regular computers point to the expected direction (i.e., greater for French: ΔM = (3.88-2.66)-(3.20-2.54) = .56 than for Maghrebian consumers: ΔM = (3.51-3.17)-(3.02-2.95) = .27), we find no statistical support for H4a.The findings related to attitude certainty show that the interaction between WCC and device type is significant for French consumers (F(1, 155) = 14.82, p<.01), but not for Maghrebian consumers (F(1, 119) = 2.07, p>.01). Accordingly, WCC effect-size differences between smartphones and regular computers are stronger for the French (ΔM = (3.86-2.30)-(3.38-2.82) = 1.04) than for the Maghrebian consumers (ΔM = (3.50-3.68)-(3.46-3.24)= -.04), supporting H4b.

  management. It is surprising to see that practitioners, such as those associated with the Globalization and Localization Industry Association (www.gala-global.org) focus mainly on language and translation issues as a matter of website cultural adaptation, but rarely on website visual designs. Marketers should be aware of visual cues that promote consumer perceptions of WCC by culturally diverse target populations. Our study offers some insights into how culturally congruent website designs can be developed in relation to French and Maghrebian consumers. In particular, culture-typical colors and font types, as well as the ethnicity of the spokesperson and the display of national flags seem to be important aspects of culturally congruent website designs that marketers should consider. Moreover, marketers may use the short WCC scale used in this study to assess and control the degree of WCC in relation to different target populations.

  This website reflects typical French [Maghrebian] aspects. The images, colors, and symbols on this website remind me of France [Maghreb]. This website is designed to target French [Maghrebian] consumers [in France]. Adapted from Singh

Figure 2 :

 2 Figure 1: Conceptual model

  we test using data gathered from French ethnic majority and Maghrebian ethnic minority consumers in France. France is the third largest online market in Europe (preceded by the U.K.

	and Germany). In 2017, 28 percent of the French ecommerce sales stemmed from mobile devices
	(European B2C Ecommerce Report, 2017). Most ethnic minority consumers in France originate
	from Maghrebian countries (approximately 6% of the French population; roughly 3.6 million
	people) (INSEE, 2012); they mostly originate from Algeria, Morocco, and Tunisia, reflecting the
	important economic and cultural influences of France in these countries during the French
	colonization in the 19 th and 20 th centuries 1 .
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Test of H1. The results show overall, and in line with expectations, that higher levels of WCC enhance both attitudes toward the site (B=.29, p<.01) and attitude certainty (B=.51, p<.01).

Moreover, attitudes toward the site and attitude certainty are both positively related to purchase intentions (attitudes toward the website: B=.50, p<.05; attitude certainty: B=.40, p<.01), and attitude certainty is positively related to attitudes toward the site (B=.48, p<.01). As predicted with H1a, attitudes toward the site mediate the positive relationship between WCC and purchase intentions (B=.20, p<.05), and as predicted with H1b, attitude certainty mediates the relationship between WCC and purchase intentions (B=.15, p<.05). The results also support H1c, which predicted that attitude certainty and attitudes toward the site serially mediate the relationship between WCC and purchase intentions (B=.12, p<.05). Finally, the results show a strong positive total effect of WCC on purchase intentions (B=.44, p<.01).

Table 1 : Direct, indirect and total effects (PROCESS)
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	B	SE CIlow CIhigh

Notes: WCCinconcruent = 0; WCCcongruent = 1; *p<.05; **p<.01; CI=95% confidence interval

Table 2 : Treatment cell means Cultural affiliation Device type WCC Attitudes toward the site Attitude certainty
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	Purchase	
	Intentions	N

Note: Standard deviations appear in parentheses

The term "originate from Maghrebian countries" applies to people who were born in Maghrebian countries or were born to parents, at least one of whom was born in a Maghrebian country.