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Through two studies in two different nations, this research examines the nationality of non-celebrity spokespeople (i.e., a citizen ambassador) and answers the question, how does the nationality of a citizen ambassador influence attitudes toward a product being advertised?

Merging meaning transfer and schema congruity theories, the results show that the use of citizen ambassadors of a different (same) nationality as the consumer leads to higher product attitudes, but only if the product is of the same (different) nationality as the consumer (Study 1).

Consumers low in identity salience experience these effects the most, such that the citizen ambassador is more influential on perceptions of nationally representative foods, in comparison to consumers high in identity salience (Study 2). Moderate incongruity (as opposed to mild or high incongruity) appears to be a more potent explanation for the effects of citizen ambassadors on product attitudes toward nationally representative products, especially in online advertising.

Introduction

Consuming certain products helps consumers affirm, confirm, and signal identity positions, including national identity [START_REF] Aronczyk | Branding The Nation: The Global Business Of National Identity[END_REF]. As such, marketers may use native spokespeople in their advertising to render national identity more salient for consumers. For example, Brazilian supermodel Gisele Bündchen is the spokesperson for the emblematic Brazilian sandal brand Ipanema. Yet the market is also full of examples of non-native endorsers of nationally representative products. For example, American astronaut Buzz Aldrin is a spokesperson for Swiss tourism. Much of the past research on nationality effects in advertising examines the influence of national identity in advertising (e.g., Western ads in China; [START_REF] Zhao | Advertising consumer culture in 1930s Shanghai: Globalization and localization in Yuefenpai[END_REF], but provides little insight on the role of a spokesperson in supporting (vs. not supporting) national identity representations of products in advertising. Additionally, prior research shows that explicit identity marketing can backfire [START_REF] Bhattacharjee | When Identity Marketing Backfires: Consumer Agency in Identity Expression[END_REF], providing an avenue for marketers to use subtle nationality references by citizen ambassadors.

This research examines the case of nationality as an interpreted identity cue in spokesperson advertising, with a specific focus on non-celebrity spokespersons, which are referred to here as citizen ambassadors. Citizen ambassadors are conceptualized as residents of a place who can become spokespersons for their brand (i.e., their city or country) [START_REF] Braun | My city-my brand: the different roles of residents in place branding[END_REF][START_REF] Rehmet | Citizen brand ambassadors: Motivations and perceived effects[END_REF]. We build on the research supporting meaning transfer as explaining spokesperson effects [START_REF] Kamins | Congruence between spokesperson and product type: A matchup hypothesis perspective[END_REF], to show that meaning transfer research should also consider schema congruity [START_REF] Mandler | Consciousness, imagery and emotion -with special reference to automatic imagery[END_REF][START_REF] Meyers-Levy | Schema Congruity as a Basis for Product Evaluation[END_REF] as a more comprehensive theoretical framework explaining spokesperson effects when nationality is the focal characteristic. Specifically, this research examines how meaning transfer occurs as a result of perceived congruity, similar to the procedure used by [START_REF] Misra | Celebrity spokesperson and brand congruence: An assessment of recall and affect[END_REF]. Stated simply, we merge meaning transfer and schema congruity theories together to provide a more thorough understanding of spokesperson effects when nationality is a focal characteristic of the spokesperson and/or product. Additionally, this research postulates and demonstrates consumer preference for moderate incongruity in their evaluation of citizen ambassador advertising. Consequently, this research adds to the existing stream of research on the value of moderate incongruity in advertising and product evaluation [START_REF] Mandler | Consciousness, imagery and emotion -with special reference to automatic imagery[END_REF][START_REF] Campbell | The moderating effect of perceived risk on consumers' evaluations of product incongruity: Preference for the norm[END_REF][START_REF] Meyers-Levy | Schema Congruity as a Basis for Product Evaluation[END_REF]) by extending it into the spokesperson domain.

Meaning transfer theory [START_REF] Mccracken | Who is the Celebrity Endorser? Cultural Foundations of the Endorsement Process[END_REF] suggests attitudes are influenced by cognitive assimilation because symbolic properties of a spokesperson "move from celebrity to consumer good and from good to consumer" (p. 310). As such, congruent symbolic properties, for example between a spokesperson and a brand (c.f., [START_REF] Misra | Celebrity spokesperson and brand congruence: An assessment of recall and affect[END_REF], result in more positive marketing outcomes. The research herein posits a moderating effect to this theoretical approach, such that when the focal feature of the citizen ambassador is their nationality, consumer attitudes may be improved when moderate incongruity is present due to cognitive assimilation. In other words, consumers may report greater satisfaction for a product after they must cognitively process dissimilarity between a product's national origin and that of their citizen ambassador. For example, Canadian consumers may expect a Canadian to speak of maple syrup in advertising, but they may also be more receptive if the spokesperson is Japanese because this requires more cognitive processing due to the unexpected pairing of the two nationalities.

In order to show this effect, the research herein examines how the nationalities of a product, citizen ambassador, and consumer interact. Building on previous literature regarding congruence between the product/brand and spokesperson characteristics [START_REF] Choi | It is a match: The impact of congruence between celebrity image and consumer ideal self on endorsement effectiveness[END_REF][START_REF] Miller | How does celebrity meaning transfer? Investigating the process of meaning transfer with celebrity affiliates and mature brands[END_REF], this research seeks to incrementally add to the message source-recipient literature in terms of (a) focusing on national identity as a source characteristic, (b) testing the influence of citizen ambassador nationality on product attitudes, and (c) distinguishing nationality congruence effects from ethnocentrism (which could be considered an alternative mechanism).

Additionally, identity threat is examined as a mediator and identity salience as a moderator to these relationships, testing the important role that identity plays in understanding consumer response to citizen ambassador use in advertising. Consequently, this research sheds light on the implications of nationality as a potentially important characteristic, thereby reorienting the discussion from product to ambassador origin and demonstrating the necessity of this area of research.

Literature Review

National Identity Salience in Advertising

The influence of identity on consumption behavior is particularly strong when one's identity is made salient via market cues, such as symbols on products and in advertising [START_REF] Elias | The honey, the bear, and the violin: The Russian voices of Israeli advertising[END_REF][START_REF] Forehand | Identity salience and the influence of differential activation of the social self-schema on advertising response[END_REF]. The same can be said for national identity, which is often made salient via consumer practices [START_REF] Lalonde | Testing the social identity-intergroup differentiation hypothesis: we're not American eh![END_REF] or national cues and symbols on products [START_REF] Spielmann | Is it All or Nothing? Testing Schema Congruity and Typicality for Country of Origin Products[END_REF]. For instance, the US beverage manufacturer, Musselman's, affixes a "American Grown Apples" label on its bottles of apple cider to remind American consumers of the importance of sustaining American companies. National symbols can be implicit or explicit in advertising, but nonetheless aim to arouse the national identity of consumers and help consumers maintain a distinct connection to their nation [START_REF] Carvalho | Effects of National Identity Salience on Responses to Ads[END_REF]Dimofte, Forehand, & Deshpandé, 2003;[START_REF] Yoo | Calling It Out: The Impact of National Identity on Consumer Response to Ads With a Patriotic Theme[END_REF]. However, overtly explicit identity references can also backfire, leading consumers to feel less agency in identity expression [START_REF] Bhattacharjee | When Identity Marketing Backfires: Consumer Agency in Identity Expression[END_REF].

The more an identity is important or rendered important to a consumer, the more appealing consumers will find products related to that identity [START_REF] Forehand | What we see makes us who we are: Priming ethnic self-awareness and advertising response[END_REF][START_REF] Kleine | Mundane consumption and the self: A socialidentity perspective[END_REF], thereby provoking homophily perceptions. Homophily is a tendency by individuals to prefer and trust what is similar to them (McPherson, Smith-Lovin, & Cook 2001). Often modeled in social networks and online contexts (e.g., word of mouth online), homophily can be conceptualized as congruence between an individual and another individual based on socio-demographic characteristics such as age, gender, education, or nationality [START_REF] Davis | Revisiting Group Attachment: Ethnic And National Identity[END_REF][START_REF] Nitzan | Social effects on customer retention[END_REF]. Consequently, the meaning of nationality and the salience of national identity should depend on a certain perceived level of congruence between a sender and a receiver (e.g., between a citizen ambassador and a consumer).

Citizen Ambassador Effects in Advertising

Currently, most advertising research focuses on the importance of celebrity spokespeople in general advertising (c.f., [START_REF] Erdogan | Celebrity endorsement: A literature review[END_REF] for a review of celebrity endorsers). Celebrity spokesperson use in advertising is prevalent because use of these spokespeople is expected to add credibility to products [START_REF] Bartz | When a celebrity endorser is disgraced: A twenty-five-year event study[END_REF][START_REF] Petroshius | An empirical analysis of spokesperson characteristics on advertisement and product evaluations[END_REF]. Additionally, celebrity endorsers have a social influence that affects message acceptability [START_REF] Grewal | The moderating effects of message framing and source credibility on the price-perceived risk relationship[END_REF][START_REF] Kelman | Processes of opinion change[END_REF]Marshall, Na, State, & Deuskar, 2008). Taken together, the results on celebrity spokespeople suggest that their influence is rooted in their superior social status, social capital, or visibility. However, while celebrities carry their own appeal, they may not be accessible to all advertisers. As well, qualifying the effects that occur when spokespeople are celebrities also brings to light situations when spokespeople are not outright celebrities. Depending on the product type or the brand positioning, it may be more appealing for consumers to see "regular people" as spokespeople. This is the case for brands like TJ Maxx in the USA that in 2014 decided to feature actual shoppers in their advertising campaign [START_REF] Feldman | TK Maxx Casts 'Regular' People In Ad, And The Results Are Great[END_REF] or the 'Unlimited You' campaign by Nike featuring regular men and women in their advertising [START_REF] Verry | How Regular People Outshined Pros in Nike's Best Ads of[END_REF]. There are many types of spokespeople a company may use in advertising; we focus in particular on citizen ambassadors, or rather non-celebrity spokespeople that represent a particular nation or place. This is most prevalent in place brand marketing (e.g., using residents as spokespeople in city advertising; [START_REF] Rehmet | Citizen brand ambassadors: Motivations and perceived effects[END_REF].

The use of such spokespeople (versus celebrities) is meant to add credibility to brand messages via perceived congruence between the consumer and the spokesperson (i.e., both residents of the same place) or between the spokesperson and the product (i.e., a resident promoting their own city) [START_REF] Braun | My city-my brand: the different roles of residents in place branding[END_REF]. It is expected that congruence between a citizen ambassador and a product would result in favorable marketing outcomes because congruence between the consumer and the brand [START_REF] Misra | Celebrity spokesperson and brand congruence: An assessment of recall and affect[END_REF] or between a spokesperson and a product [START_REF] Kamins | Congruence between spokesperson and product type: A matchup hypothesis perspective[END_REF][START_REF] Garretson | Spokes-characters: Creating character trust and positive brand attitudes[END_REF] result in more favorable marketing outcomes. However, Heider's balance theory (1958) also stipulates that attributional processing can result when tension, such as incongruent stimuli, is presented. In particular, consumers may seek to understand why a source may endorse a message incongruent with a consumer's expectations. This is interesting as while it might be common logic to use a national spokesperson to promote a national product, there may be more marketing benefits if a national product is promoted by a non-national spokesperson. The moderate incongruity generated by the aforementioned scenario may lead to increased processing that then sparks assimilation and thus more positive attitudes (as per [START_REF] Mandler | Consciousness, imagery and emotion -with special reference to automatic imagery[END_REF][START_REF] Meyers-Levy | Schema Congruity as a Basis for Product Evaluation[END_REF][START_REF] Meyers-Levy | Schema Congruity as a Basis for Product Evaluation[END_REF][START_REF] Campbell | The moderating effect of perceived risk on consumers' evaluations of product incongruity: Preference for the norm[END_REF][START_REF] Campbell | The moderating effect of perceived risk on consumers' evaluations of product incongruity: Preference for the norm[END_REF].

Yet discussion about in/congruence based on nationality or how spokespeople can promote products carrying national value is noticeably absent from the spokesperson literature.

For example, national culture is shown to moderate the way individuals and firms use information from others [START_REF] Money | Explorations of national culture and word-ofmouth referral behavior in the purchase of industrial services in the United States and Japan[END_REF], and consumers tend to donate larger sums of money in response to donation requests from domestic rather than international spokespeople [START_REF] Einolf | National Giving Campaigns in the United States Entertainment, Empathy, and the National Peer Group[END_REF]. However, little research specifically examines how congruence between the nationality of a citizen ambassador, the consumer, and the product influences marketing outcomes. Stated simply, little research examines congruency effects between the identities of citizen ambassadors, consumers, and products. At the same time, conceptual work hints at the importance of source credibility in motivating consumers to process incongruent information [START_REF] Lee | Explaining the Special Case of Incongruity in Advertising: Combining Classic Theoretical Approaches[END_REF]. In other words, if a credible source promotes a message, a brand, or a product that is different from a consumer's expectations, then the consumer may be more inclined to process the advertising message in order to uncover why the source is willing to promote it.

In light of the literature on spokesperson effects and source credibility, we now focus on the features of a spokesperson that can make them seem credible, beyond celebrity status. While some work has been conducted on brand ambassadors (c.f., Kalandies, Andersson & Eckman, 2009) and place ambassadors [START_REF] Braun | My city-my brand: the different roles of residents in place branding[END_REF], little work focuses on product ambassadors. Places can be conceptualized as products, but there are also products that are symbolic of places (e.g., fine watches and Switzerland; wine and France, etc.). Product ambassadors, like market mavens [START_REF] Feick | The market maven: A diffuser of marketplace information[END_REF], are consumers, not celebrities, who have additional information and exceptional knowledge about products that they willingly share with other consumers. Often, product ambassadors and/or market mavens acquire knowledge given personal motivation and involvement in a product category [START_REF] Zaichkowsky | The personal involvement inventory: Reduction, revision, and application to advertising[END_REF]. For example, a consumer who appreciates wine and consumes a lot of it might over time and via regular wine-related activities become a market maven for wine within their social group. However, when the product is also representative of a social group, such as being nationally representative, one might consider the consumer to be a citizen ambassador. Such consumers have a connection to the place and are able to promote the image and features of a place [START_REF] Kalandies | Ambassador networks and place branding[END_REF]. Thus, citizen ambassadors can be recognized for their representation of a place/nation or from their ability to market a product symbolic of a place.

As such, these consumers become credible sources of information [START_REF] Wilton | Task, expectancy, and information assessment effects in information utilization processes[END_REF]).

Yet, the influence of these citizen ambassadors with an identified nationality remains underexamined. To address this gap, the research herein examines two issues: a) the use of citizen ambassadors with an identified nationality and their influence on product attitudes, and b) the role of perceived identity threat as well as nationality identity prominence in explaining the influence on citizen ambassadors.

As such, this research moves away from the already researched domain of celebrity spokespeople and focuses exclusively on "regular people" as spokespeople (i.e., citizen ambassadors) in addition to examining how their nationality can influence product attitudes. The studies herein examine citizen ambassador effects using two different advertising contextsonline video blogs and social media posts. The context of online advertising because of the increased advertising spending in online media and the ease of which for citizen ambassadors of varying nationalities to interact with consumers of differing national backgrounds using these advertising mediums.

Conceptual Framework

In accordance with meaning transfer theory [START_REF] Mccracken | Who is the Celebrity Endorser? Cultural Foundations of the Endorsement Process[END_REF], this research suggests that nationality is a source of perceived homophily between a citizen ambassador and a consumer. Thus, if a product is of the same national background as a consumer and the citizen ambassador, then shared identity should be salient to the consumer, making the product more attractive [START_REF] Forehand | Identity salience and the influence of differential activation of the social self-schema on advertising response[END_REF]. This scenario represents assimilation [START_REF] Mandler | Consciousness, imagery and emotion -with special reference to automatic imagery[END_REF] where the nationality schema of the citizen ambassador, the product, and the consumer is congruent for the consumer. However, assimilation stimulates lower levels of information processing in comparison to nationality scenarios that are slightly incongruent [START_REF] Mandler | Consciousness, imagery and emotion -with special reference to automatic imagery[END_REF][START_REF] Meyers-Levy | Schema Congruity as a Basis for Product Evaluation[END_REF], such as when a citizen ambassador and product are representative of different nationalities. When faced with moderate nationality incongruity between a citizen ambassador and a product or between a citizen ambassador and a consumer, consumers have to cognitively assimilate, which requires greater processing and results in potentially higher product attitudes.

This greater processing should lead to more positive affect because processing incongruity stimulates a consumer's central processing mechanism due to the source credibility of a spokesperson or personal relevance of a product [START_REF] Lee | Explaining the Special Case of Incongruity in Advertising: Combining Classic Theoretical Approaches[END_REF], particularly when consumers value the nationality of the spokesperson or product. Specifically, patriotic consumers feel a sense of pride when they are primed to think about the traditions, history, and cultural symbols of their nation [START_REF] Kemmelmeier | Sowing patriotism, but reaping nationalism? Consequences of exposure to the american flag[END_REF]Mummendy, Klink & Brown, 2001). By priming national and cultural symbols, but in a slightly incongruent or unexpected fashion (e.g., with citizen ambassadors from a different national background than a product), consumers are reminded of what they stand for as well as encouraged to maintain a connection to their culture.

Finally, when there are too many incongruities, such as when the nationality between a product, a citizen ambassador and a consumer are all different, then major incongruity would occur. This could in turn increase resistance by consumers, such as when market offerings are incongruent to a consumer's self-concept, leading consumers to potentially reject the incongruity all together [START_REF] Galvagno | The intellectual structure of the anti-consumption and consumer resistance field: An author co-citation analysis[END_REF][START_REF] Lee | Explaining the Special Case of Incongruity in Advertising: Combining Classic Theoretical Approaches[END_REF].

In this research, we make a distinction between ethnocentrism (i.e., how one evaluates another culture in relation to their own culture) and identity salience as the vector of incongruity assimilation for citizen ambassadors. Whereas product cues and spokespeople can stimulate nationality cognitions, these are explicit cues that are made salient and primed through marketing communications, such as advertisements. Pride encourages involvement and therefore desire to resolve incongruity because the cues are personally relevant to the consumer [START_REF] Kemmelmeier | Sowing patriotism, but reaping nationalism? Consequences of exposure to the american flag[END_REF][START_REF] Lee | Explaining the Special Case of Incongruity in Advertising: Combining Classic Theoretical Approaches[END_REF]. Alternatively, ethnocentrism is an implicit processing mechanism related to social behavior that results in automatic attitudes. In contrast to implicit processing that can occur without the consumer's awareness, the consumer is often engaged and aware of explicit processing. An example of this is the explicit processing that activated by nationality-related cues in advertising and can be controlled by the consumer, thereby being sufficiently strong to trump implicit processing mechanisms, such as ethnocentrism [START_REF] Macdonald | Effortful control, explicit processing, and the regulation of human evolved predispositions[END_REF]. In particular, explicitly represented goals can control implicit negative attitudes [START_REF] Wheeler | Controlling racial prejudice: Social-cognitive goals affect amygdala and stereotype activation[END_REF]. As such, we posit that when nationality cues are explicit (e.g., stating an origin, stating a nationality, clearly outlined country cues, recognizable accents), they activate the more explicit-processed and response of pride rather than the more implicit-processed response of ethnocentrism.

The country of origin literature supports this theory of moderate incongruity among brands, manufacturing origins, and brand cues in showing that such incongruity positively influences attitudes [START_REF] Carvalho | The effect of country-related brand associations and product attributes on attitude toward unfamiliar foreign brands: a schema congruity perspective[END_REF]. Past advertising research suggests that some congruency between endorsers and a product is necessary for improved product evaluations [START_REF] Wright | Reinvestigating the Endorser by Product Matchup Hypothesis in Advertising[END_REF]. Thus, product-consumer congruity with a native citizen ambassador should lead to assimilation whereas a citizen ambassador with a differing national identity than the product or consumer should create contrast. This contrast should then lead to more positive attitudes toward the product, inclusive of heightened pride, due to the greater processing involved. Likewise, moderate incongruity with shared national identity between the citizen ambassador and the consumer partnered with a product of a different nationality should result in cognitive assimilation as well as more positive product evaluations.

Stated another way, moderate incongruity should lead consumers to greater processing of advertising, necessitating cognitive assimilation, and this presumably greater level of central processing [START_REF] Meyers-Levy | Schema Congruity as a Basis for Product Evaluation[END_REF] should produce more positive attitudes. Such incongruity can occur in two forms. First, it can be in the form of a citizen ambassador of a different nationality in comparison to the consumer promoting a nationally-representative product (i.e., incongruity between a citizen ambassador and a consumer's nationality). Second, moderate incongruity can be in the form of a citizen ambassador of the same nationality as the consumer promoting a non-nationally representative product (i.e., incongruity between the nationalities of the citizen ambassador/consumer and the product's origin). This theorizing builds off [START_REF] Spielmann | Is it All or Nothing? Testing Schema Congruity and Typicality for Country of Origin Products[END_REF] approach in examining the number of elements that are congruent or incongruent in identifying the effects of origin cues on product attitudes, with the moderate levels of (in)congruity between cues having the strongest effects on product attitudes. Thus: H1: Citizen ambassadors representing a different nationality as a consumer produce more positive product attitudes toward a national product, in comparison to citizen ambassadors representing the same nationality as a consumer.

H2:

Citizen ambassadors representing a different nationality as a consumer produce less positive product attitudes toward a non-national product, in comparison to citizen ambassadors representing the same nationality as a consumer.

As previously mentioned, identity likely plays an important role in how consumers respond to citizen ambassadors. Prior research has shown that identity effects are particularly strong when one's identity is made salient via market cues, such as via symbols on products and in advertising [START_REF] Elias | The honey, the bear, and the violin: The Russian voices of Israeli advertising[END_REF][START_REF] Forehand | Identity salience and the influence of differential activation of the social self-schema on advertising response[END_REF]. Building on this, a consumer's nationality identity prominence (i.e., the importance of a consumer's national identity to his or her total identity) should moderate effects of identity priming on evaluations of advertisements featuring citizen ambassadors. While nationality references should increase connection to one's nationality [START_REF] Carvalho | Effects of National Identity Salience on Responses to Ads[END_REF]Dimofte, Forehand, & Deshpandé, 2003;[START_REF] Yoo | Calling It Out: The Impact of National Identity on Consumer Response to Ads With a Patriotic Theme[END_REF], these effects may be most likely to occur for those that already have pre-existing high levels of nationality identity prominence. Additionally, consumers lower in nationality identity prominence are likely to be more open to different references to nationality in advertising because incongruent nationalities (between that of the consumer and that of the product) are less likely to lead to a threat to one's core identity [START_REF] Kruglanski | Bias and error in human judgment[END_REF][START_REF] Kruglanski | Motivated closing of the mind: "Seizing" And "Freezing[END_REF]. Thus: H3: A consumers' nationality identity prominence moderates the effect of citizen ambassadors on product attitudes, such that consumers high (low) in nationality identity prominence are more likely to desire congruent (incongruent) citizen ambassadors.

In addition to the moderating role of nationality identity prominence, perceived identity threat should mediate the relationship between exposure to citizen ambassadors of different nationalities and resulting product attitudes. Social identity threat occurs when "people's interests are jeopardized because their group has to compete with other groups for scarce resources" (Branscombe, Ellemers, Spears & Doosje, 1999, p. 36). When consumers feel their social group's values, distinctiveness, or overall identity is being challenged, they may react negatively to the stimulus that creates this tension. As such, and in light of incongruent nationality-based stimuli, it is plausible that national identity threat may moderate these effects. Thus, nationality identity prominence is treated as a moderator rather than a mediator because it is a stable trait representing how important nationality is to a consumer's total identity [START_REF] Kruglanski | Bias and error in human judgment[END_REF][START_REF] Kruglanski | Motivated closing of the mind: "Seizing" And "Freezing[END_REF]; therefore, nationality identity prominence should not be influenced by exposure to advertising featuring nationally-representative products or spokespeople. In contrast, perceived threat to one's identity should be influenced by exposure to identity-relevant advertising, thereby serving as a mediator in the proposed model.

Consumers that are exposed to advertising should be more open-minded in evaluation of the corresponding product when advertisement elements (e.g., the citizen ambassador) are not perceived as a threat to one's core identity [START_REF] Kruglanski | Bias and error in human judgment[END_REF][START_REF] Kruglanski | Motivated closing of the mind: "Seizing" And "Freezing[END_REF]. Since consumers respond more positively when their core identity is not threatened [START_REF] Hildebrand | In-group and out-group influences on the consumption behavior of minority groups: The case of gay men[END_REF], it is expected that identity threat negatively influences citizen ambassador effects. Thus: H4: Perceived identity threat mediates the relationship between citizen ambassador use and product attitudes, such that high levels of identity threat lead to lower product attitudes.

To address these hypotheses, Study 1 examines the influence of congruent and incongruent citizen ambassadors for national products (H1) and non-national products (H2).

Study 2 then examines the moderating role of nationality identity prominence (H3) and the mediating role of identity threat (H4).

Study 1

Study 1 tests hypotheses 1 and 2 using a between-subjects design. In this study, the citizen ambassadors' nationality (native versus non-native) as well as product nationality (national versus non-national) is empirically manipulated. Ethnocentrism was also included as an alternative mechanism potentially moderating product attitudes. Ethnocentrism is the tendency for individuals of one culture or nation to view their own nation as central and all others to be of less importance and relevance. This effect extends to products and services as well as to all symbols associated with a consumer's nation, with resulting outcomes influencing product attitudes [START_REF] Huddleston | Consumer ethnocentrism, product necessity and Polish consumers' perceptions of quality[END_REF].

To manipulate incongruity, we followed suit with the literature on operationalizing schema incongruity [START_REF] Meyers-Levy | Schema Congruity as a Basis for Product Evaluation[END_REF]. Specifically, the congruent (incongruent) scenario represented the expected (not expected) schema in the consumer's mind for the configuration of the consumer-spokesperson-product. Stated another way, a match in these elements (i.e., same nationality of the consumer, spokesperson, and product) is a congruent scenario, and a mismatch in these elements (i.e., different nationalities among the consumer, spokesperson, and product) is an incongruent scenario.

Pre-test

In an online questionnaire, French respondents rated how nationally representative of France and America they considered a series of randomly-presented products (e.g. Bourbon, movies, wine, foie gras, cheese, BBQ sauce, etc.). These two countries were selected because they were also used in prior cross-cultural research on product attachment [START_REF] Overby | French versus American Consumers' Attachment of Value to a Product in a Common Consumption Context: A Cross-National Comparison[END_REF]. Respondents indicated the degree to which they perceived the list of products to be representative of the USA and France. A Qualtrics panel of French respondents completed the pretest (n = 49, 47% men, 82% between the ages of 18-49). Paired t-tests revealed that foie gras was more representative of France than of the US (MFrance=5.49, MUS=0.67, t=15.77, p < .001), and BBQ sauce was more representative of the US than France (MUS=4.69, MFrance=1.49, t=6.96, p < .001).

Experimental Manipulations and Questionnaire Design

A 2 (citizen ambassador-consumer nationality: congruent or not) x 2 (product: nationally representative or not) between-subjects design was established. Four videos using a bilingual French-American actor (who had resided in both the US and France for many years) were produced. This actor had not acted in any major roles (acting is not even his main job) and was unknown and unrecognizable to our panel. In the French condition, the actor spoke French with a Parisian-French accent. In the American condition, the actor spoke French with a strong American accent (i.e., dragging out vowels and pronouncing all consonants such as 'traays' instead of 'treh' for the French word très). To manipulate product nationality, videos positioned as vlogs (i.e., video blogs) were created. The actor presented how he preferred to prepare and use either foie gras (nationally-representative of France) or BBQ sauce (not nationally-representative of France). In all the vlogs, the actor identified himself as either French or American in addition to using the adapted accent when speaking. Additionally, vlogs did not specify any celebrity status of the citizen ambassador.

After watching the videos, participants completed several measures assessing their product attitudes (α. = .987), compatibility between the product and the citizen ambassador (α. = .969), and the CETSCALE (α. = .962). See Table 1 for scale items. We used the French translation of the CETSCALE as per [START_REF] Netemeyer | A cross-national assessment of the reliability and validity of the CETSCALE[END_REF].

INSERT TABLE 1 ABOUT HERE

Respondents were randomly assigned to view one of the four videos before answering the dependent measures. The survey was sent to a Qualtrics panel of 200 French adults (n = 175 after manipulation checks, 49% men, MAge = 40.1 years, all with French citizenship). Manipulation checks were included at the end of the survey to: (a) identify those who did not remember the nationality of the citizen ambassador, (b) ensure respondents saw and heard the videos properly, (c) assess demand effects and filter out those who guessed the purpose of the study, and (d) eliminate those who felt that the actor was not authentically French or American (depending on the condition).

Results

Ethnocentrism did not differ between the four groups (F(1, 171) = 0.42, p > .05), ruling out the possibility that the results were driven by protectionist national sentiments.

First, a two-way ANOVA revealed a significant interaction between product nationality and citizen ambassador nationality on perceived compatibility (F(1, 171) = 29.38, p < .001).

Pairwise comparisons showed that when a product was nationally representative, a non-native citizen ambassador led to significantly higher perceptions of compatibility (MNON-NATIVE = 4.33) than a native citizen ambassador (MNATIVE = 2.82) (F(1, 171) = 23.55, p < .001). In contrast, when a product was not nationally representative, a native citizen ambassador led to significantly higher perceptions of compatibility (MNATIVE = 4.23) than a non-native spokesperson (MNON-NATIVE = 3.52; F(1, 171) = 7.88, p < .05), supporting our moderate incongruity hypothesis.

Second, a separate two-way ANOVA revealed a significant interaction between product nationality and citizen ambassador nationality on product attitudes (F(1, 171) = 15.15, p < .001).

Pairwise comparisons showed that when a product was nationally representative, a non-native citizen ambassador led to significantly higher product attitudes (MNON-NATIVE = 5.05) than a native citizen ambassador (MNATIVE = 4.49) (F(1, 171) = 4.54, p < .05). In contrast, when a product was not nationally representative, a native citizen ambassador led to significantly higher product attitudes (MNATIVE = 4.64) than a non-native spokesperson (MNON-NATIVE = 3.75; F(1, 171) = 24.48, p < .001). These results support hypotheses 1 and 2 (see Figure 1).
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Discussion

These results suggest that for domestic advertising, a non-native citizen ambassador garners higher perceived compatibility and product attitudes than a native citizen ambassador.

These results align perfectly with schema congruity theory and extend prior research on schema incongruity between product cues [START_REF] Carvalho | The effect of country-related brand associations and product attributes on attitude toward unfamiliar foreign brands: a schema congruity perspective[END_REF] to spokesperson effects, such that moderate incongruity likely leads to greater processing and as a result of such, produces higher product attitudes. The aforementioned past research demonstrates that changes to one product feature versus many would qualify as moderate versus major incongruity. The results from Study 1 also show that this slight incongruity results in positive perceptions of compatibility.

Thus, changing one feature (e.g., a product's nationality or a spokesperson's nationality but not both) results in moderate incongruity, thereby explaining our results. As per the previously presented theorizing, citizen ambassador-consumer nationality incongruence can be balanced out with product-consumer congruity, resulting in moderate incongruity and more positive product attitudes. Likewise, product-consumer nationality incongruity can be balanced out by citizen ambassador-consumer congruity. However, the results of Study 1 do not identify the nature of the positive evaluations (i.e., boundary conditions) nor do they demonstrate the process mechanism that drives these positive evaluations, which Study 2 seeks to uncover. Thus, Study 2 seeks to fill this gap by examining how nationality identity prominence moderates and perceived identity threat mediates the relationship between citizen ambassador use and additional product evaluations.

Study 2

Pre-test

A sample (n = 51, 46% men, M age = 35.40, SD = 10.65) of American adults from Amazon's Mechanical Turk completed the same pretest questionnaire as used in Study 1 in exchange for a small cash incentive. Participants evaluated products as which were most representative of the US and France. For French foods, crepes (M = 6.02, SD = 1.19) were seen as more uniquely French than apple pie (M = 2.61, SD = 1.67), t(50) = 11.77, p < .001. In contrast for American foods, apple pie (M = 6.00, SD = 1.09) was seen as more uniquely American than crepes (M = 2.58, SD = 1.44), t(50) = 12.03, p < .001.

Experimental Manipulations and Questionnaire Design

Two-hundred and eighty-two American adults (M age = 40.04, SD = 15.45, 68.08% female) from a Qualtrics panel participated in this study in exchange for a small cash incentive. A 2 (citizen ambassador-consumer nationality: congruent or not) x 2 (product: nationally representative or not) between-subjects factorial design was created. The same protocol and questionnaire from Study 1 was used in Study 2; however, fictitious Facebook posts rather than vlogs as well as different products (crepes -French, apple pie -American) were used for Study 2 (see Figure 2 for an example). Posts did not specify any celebrity status of the citizen ambassador.
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The same product attitude measure (α. = .971) and manipulation checks as used in Study 1 were used again here in Study 2. Additionally, more product evaluation measures were included to assess purchase intentions (α = .983) and likelihood of sharing the Facebook post (α = .984). Lastly, the moderator of nationality identity prominence (α = .918) and mediator of perceived identity threat (α = .871) were measured. See Table 1 for all items.

Results

Four participants failed the manipulation check and were removed from the dataset, leaving the data from 278 participants for further analysis. Hierarchical linear regression was used to assess the influence of conditions and the moderator of nationality identity prominence on perceived identity threat and product attitudes. The three-way interaction of citizen ambassador condition, food condition, and nationality identity prominence had a directional direct effect on purchase intentions, t(270) = 1.71, p = .089, with the overall model being significant, F(7,270) = 5.50, p < .001. All other direct effects on product attitudes were non-significant.

However, there was a significant three-way interaction on the mediator of perceived identity threat, t(270) = -2.21, p = .028, with the full model also being significant, F(7,270) = 3.47, p = .001 1 .

To further examine mediation effects through perceived identity threat, Hayes' (2013) PROCESS macro with 10,000 bootstrapped samples and bias-corrected confidence intervals (model 4) was used for each product evaluation variable (product attitude, purchase intentions, share intentions). Confidence intervals (CIs) not containing zero represent significant at a 95% confidence level. Significant indirect effects through perceived identity threat emerged for product attitudes (CI: .0292 to .6112), purchase intentions (CI: .0309 to .6209), and share 1 A follow-up analysis using the same items from Study 1 for product attitudes was conducted. A similar pattern of effects (although non-significant) was found. Here, apple pie with a French ambassador (i.e., incongruent, M = 5.79) and crepes with an American ambassador (i.e., incongruent, M = 4.98) produced the greatest overall attitudes (p = .166). Lower attitudes occurred for apple pie with an American ambassador (i.e., congruent, M = 5.44) or crepes with a French ambassador (i.e., congruent, M = 4.77). intentions (CI: .0129 to .4408). Specifically, the three-way interaction significantly influenced perceived identity threat, t(270) = -2.21, p = .028, and then perceived identity threat significantly and negatively influenced product attitudes (t(269) = -6.02, p < .001), purchase intentions (t(269) = -5.02, p < .001, and share intentions (t(269) = -2.63, p = .009).

These interaction effects were probed using a spotlight analysis at one standard deviation above and below the mean for perceived identity threat (M = 3.25, SD = 1.13). These analyses revealed that consumers low in nationality identity prominence experienced higher perceived identity threat when the Facebook post featured a French (American) citizen ambassador with a congruent product, crepes (versus incongruent product, apple pie). Opposing effects were found for consumers high in nationality identity prominence, such that higher perceived identity threat occurred when the Facebook post featured a French (American) citizen ambassador with an incongruent product, apple pie (versus congruent product, crepes); see Figure 3.
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Discussion

Similar to Study 1, the nationality of a citizen ambassador influences product evaluations for a nationally-representative in comparison to a non-nationally-representative product. Specifically, we found directionally significant evidence for hypotheses H1 and H2.

Furthermore, results show that consumers' nationality identity prominence moderates the influence of citizen ambassadors on product evaluations, thereby supporting H3, and perceived identity threat mediates this relationship, thereby supporting H4. These results are particularly interesting in that incongruent citizen ambassador effects produce the most positive product evaluations for consumers low in nationality identity prominence. These consumers perceive less threat to their identity from incongruent citizen ambassadors likely because nationality is not a prominent feature of their identity [START_REF] Kruglanski | Bias and error in human judgment[END_REF][START_REF] Kruglanski | Motivated closing of the mind: "Seizing" And "Freezing[END_REF]. Thus, Study 2 provides an interesting boundary condition to citizen ambassador effects, such that incongruent ambassadors should be used for consumers low in nationality identity prominence.

General Discussion

As prior research suggests, schema congruence or expected similarity does not always result in more positive consumer evaluations [START_REF] Bhatnagar | Is Self-Character Similarity Always Beneficial[END_REF]. This research examines the effects of nationality congruence within the consumer-spokesperson-product triad and provides support for the positive influence of moderate schema incongruity on product evaluations and attitudes. The results make several contributions. First, the results suggest that citizen ambassadors, just like celebrities, can influence product attitudes. Second, the results suggest that the positive influence of citizen ambassadors in advertising depends, in part, on cognitive assimilation. Specifically, citizen ambassadors can be of the same or a different nationality than consumers, or they may present a national or non-national product, but they must present one facet in common with the consumers' nationality. Third, we find this effect to be particularly stronger when a consumer's nationality is not a prominent component of their identity. Thus, it is possible to conceive that consumers may trust an independent source (e.g., citizen ambassadors, friends, consumer reports, etc.) more than a marketer or celebrity because this source is perceived to be less biased. Furthermore, consumers may judge a non-native speaker (versus a native speaker) to have more expertise in a product category, which explains why they are a spokesperson for the product. This in contrast to a native speaker, who may simply have a country association and no expertise. Stated otherwise, to be a spokesperson, the non-native speaker would have to work harder to be an expert, versus a native speaker who has simply been exposed to a product.

Finally, the results also reveal that the positive effects of moderate incongruity in consumer-spokesperson-product based national advertising are driven by perceived threat to the consumer's identity. We argue these positive effects of moderate incongruency are due to the fact that consumers engage in greater processing to understand the incongruity, thereby leading to more positive product attitudes as a result.

Implications for Theory and Research

Source attributes are important in determining the credibility of a citizen ambassador [START_REF] Gilly | A dyadic study of interpersonal information search[END_REF] as well as in influencing product perceptions [START_REF] Mccracken | Who is the Celebrity Endorser? Cultural Foundations of the Endorsement Process[END_REF]. The results of the studies herein suggest that nationality is an especially important characteristic influencing product attitudes. When a citizen ambassador is of a different (versus same) nationality than the consumer, the consumer has more (versus less) favorable attitudes toward a national product, particularly when nationality is not a prominent component of the consumer's identity. Again, we argue these effects are due to increased processing in incongruent situations. Consequently, this research answers questions regarding who can best sell national products as well as what role a citizen ambassador has in augmenting or emphasizing national attachment to products. Thus, further research is needed examining the complex relationship between citizen ambassadors and national products as well as how citizen ambassadors can shape or modify national/non-national product attachment. For example, examining how a national citizen ambassador can attenuate negative stereotypes or how foreign (even expatriated) citizen ambassadors can augment positive product stereotypes is a worthy area for future research.

The results are consistent with research proposing that explicit nationality cues trigger more positive consumer evaluations [START_REF] Dimofte | Ad schema incongruity as elicitor of ethnic self-awareness and differential advertising response[END_REF]. The results specifically demonstrate that explicit nationality cues are relevant in messaging featuring citizen ambassadors. More specifically, explicit statements of nationality can activate stereotypes and stereotype schemas, making it easier for identities to become salient. While prior research has shown that explicit identity cues can backfire for marketers [START_REF] Bhattacharjee | When Identity Marketing Backfires: Consumer Agency in Identity Expression[END_REF], the studies herein show that identity cues can allow consumers to make the connection between nationality references and their own nationality rather than overtly expressing the connection to personal identity. Thus, our findings support the use of citizen ambassadors for communicating explicit nationality cues as well as elucidate the appropriate contexts for making such nationality cues salient.

In addition, while research has focused extensively on celebrities (e.g., [START_REF] Erdogan | Celebrity endorsement: A literature review[END_REF][START_REF] Mccracken | Who is the Celebrity Endorser? Cultural Foundations of the Endorsement Process[END_REF], only a small body of research has focused on non-celebrity citizen ambassadors. This research contributes to the literature by examining non-celebrities (i.e., citizen ambassadors), including those positioned as experts versus non-expert (similar to [START_REF] Wang | The effects of expert and consumer endorsements on audience response[END_REF] and consequently reveals the value of nationality in influencing product attitudes. For national products, it appears that a non-native citizen ambassador may be more effective, whereas for a non-national product a native citizen ambassador may be more effective. This research also shows the importance of understanding the prominence of nationality in a consumer's identity as well as the role of perceived identity threat in a consumer's response to companies using citizen ambassadors in marketing communications. Thus, the studies herein contribute to the literature on citizen ambassadors and spokesfigures (c.f., [START_REF] Choi | It is a match: The impact of congruence between celebrity image and consumer ideal self on endorsement effectiveness[END_REF][START_REF] Miller | How does celebrity meaning transfer? Investigating the process of meaning transfer with celebrity affiliates and mature brands[END_REF] to show how nationality identity prominence is a boundary condition to moderate incongruity effects.

Implications for Practitioners

Marketers should continue using citizen ambassadors in marketing communications, particularly when national identity is not a core component of a consumer's identity. More specifically, marketers should seek ways to produce moderate incongruity to increase consumers' evaluations of corresponding products. For example, using a French citizen ambassador for a new burger restaurant (since burgers are associated with the USA), an American citizen ambassador for quality French wine (since wine is traditionally associated with France: [START_REF] Bastien | La Marque France[END_REF], or a Brazilian spokesperson for sushi (since Sushi is associated with Asia) could actually produce higher product evaluations than using citizen ambassadors from the nationally-representative product.

A citizen ambassador may also evoke a consumer's national identity via implicit cues, such as accents (Mai & Hoffman, 2014) or even body language. This area of implicit nationality cues remains an interesting and under-examined area of research and an area where marketers could benefit from further understanding. For example, an American with a French accent or a South African wearing Indian attire could be enough to produce moderate incongruity effects.

Additionally, more subtle manipulations of the nationality of a citizen ambassador may be able to reduce the perceived identity threat from incongruent citizen ambassadors of consumers high in nationality identity prominence, thereby leading to moderate and positive incongruity effects for all consumers.

Future Research and Limitations

This research focused on national products, and specifically food products, and as such limits the conclusions to these categories. Furthermore, in the global marketplace, consumers may have fixed schemas about product nationality (e.g., maple syrup is Canadian, pasta is Italian), but they may also have a harder time identifying product and brand origins for other products like chicken or oatmeal [START_REF] Samiee | Brand origin recognition accuracy: its antecedents and consumers' cognitive limitations[END_REF]. A citizen ambassador's nationality may be a means to emphasize a real or even fictitious brand origin. As well, perhaps explicit and implicit nationality cues conveyed by citizen ambassadors can serve to identify or confirm brand nationality. Nationality cues by entities other than citizen ambassadors should also be explored to see if moderate incongruity effects from nationality pervade beyond people (e.g., partnered charities that influence consumer perceptions, such as Food4Africa or American Red Cross; [START_REF] Minton | The cause cue effect: Cause-related marketing and consumer health perceptions[END_REF].

We also acknowledge that we did not measure involvement or processing style, which prior research has posited may influence the effect of incongruity in advertising [START_REF] Lee | Explaining the Special Case of Incongruity in Advertising: Combining Classic Theoretical Approaches[END_REF]. Furthermore, we did not test perceived compatibility in Study 2, given that we had already shown this effect in Study 1, preferring instead to follow up with other analyses in Study 2. We, like much of the prior research outlined in this paper, assumed that respondents used central processing when evaluating the study advertising stimuli. We also only measured Additionally, future researchers are encouraged to consider the in/congruence of a citizen ambassador's nationality with brand nationality, particularly for products that are perceived as native versus non-native. It would also be interesting to replicate and extend the studies herein by including branding cues to see how these might interact with the product category as well as the spokesperson's nationality to influence other marketing outcomes, such as brand attitudes. For example, running shoes are not uniquely American (e.g., Nike and Reebok are American brands, but Adidas and Puma are German and Lacoste is French). However, the use of "regular" people of multiple nationalities in Nike advertising may make the brand seem more global but local at the same time and thus more attractive. Interesting further research could identify how brands benefit from using such types of citizen ambassadors.

Further research might also explore the use of self-referencing language on the effectiveness of citizen ambassadors. For example, a citizen ambassador may describe a product as "the product" to not reference personal relations to the product. Alternatively, the citizen ambassador could describe a product as "our product" or "your product" making the consumer's relationship with the product more prominent. Such self versus group-referencing language (e.g., through the use of personal pronouns) has been shown to influence consumer's product evaluations and brand commitment [START_REF] Sela | We Are Not the Same as You and I: Causal Effects of Minor Language Variations on Consumers' Attitudes toward Brands[END_REF].

More research also needs to be conducted to elucidate the peer-to-peer effects of nationality congruence. With the advent of electronic communication and social media, the importance of non-celebrity citizen ambassadors has increased, in particular because online settings facilitate peer-to-peer exchanges [START_REF] Roed | Language learner behaviour in a virtual environment[END_REF]. Likewise, another limitation of this research is that it focused on positively framed messages. Negative information has more influence on shaping beliefs and attitudes, since it is perceived as diagnostic [START_REF] Skowronski | Social Judgment and Social Memory: The Role of Cue Diagnosticity in Negativity, Positivity, and Extremity Biases[END_REF]. Thus, future research should examine negatively framed citizen ambassador advertising (e.g., for preventative health-related messages) and how this interacts with the national identity of a product and citizen ambassador. Also, future research should examine how such valenced messages can change stereotypes associated with products or nations via a citizen 
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  nationality identity prominence in Study 2. As such, future research should examine the effect of nationality-derived incongruity and measure the processing style used by consumers at the time of ad evaluation as well continually measure perceived compatibility and nationality identity prominence in order to explicitly test schema incongruity mechanisms. Future research should also measure the amount of processing that occurs at different levels of nationality congruence between the consumer, spokesperson, and product. Finally, Study 2 used Facebook posts while Study 1 used videos. Consequently, consumers may have spent less time viewing the Facebook posts than the videos and thereby engaged in less processing which is what led to only directional effects in Study 2 compared to Study 1.
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ambassador's attractiveness and expertise.

Appendix 1

American National, French Product Hello, my name is Michel Roger, and I'm American. I enjoy foie gras even if I don't know much about it. Here is how I like to enjoy foie gras. I like to serve it at room temperature because when it's too cold I find it doesn't have as much taste. When I am ready to serve it, I use a smooth knife because a serrated knife does not make for nice slices. Normally, a portion of foie gras is between 50-150g, but that will depend on if I am serving it as a starter or a main dish. I like to serve foie gras with a sweet wine.

French National, American Product Hello, my name is Michel Roger, and I'm French. I enjoy BBQ sauce even if I don't know much about it. Here is how I use BBQ sauce. First, I buy it because I don't know how to make it. I do not marinate my meat in it because I find it tends to burn if I do that. I prefer to baste it on my food after it has been cooked so I get all the good flavors out of it. I really like the rich texture and the smoky, sweetness of BBQ sauce. I could put BBQ on anything, but usually I prefer BBQ sauce on pork ribs, chicken, and even shrimp. Full scale from [START_REF] Shimp | Consumer ethnocentrism: construction and validation of the CETSCALE[END_REF] Please indicate your agreement with the following statements:

1. French (American) people should always buy French (American)-made products instead of imports. 2. Only those products that are unavailable in France (the U.S.) should be imported. 3. Buy French (American)-made products. Keep France (America) working. 4. French (America) products, first, last, and foremost. 5. Purchasing foreign-made products is un-French (American). 6. It is not right to purchase foreign products because it puts the French (Americans) out of jobs. 7. A real French person (American) should always buy France (American)-made products. 8. We should purchase products manufactured in France (America) instead of letting other countries get rich off us. 9. It is always best to purchase French (American) products. 10. There should be very little trading of purchasing of goods from other countries unless out of necessity. 11. French people (Americans) should not buy foreign products because this hurts French (American) business and causes unemployment. 12. Curbs should be put on all imports. 13. It may cost me in the long-run, but I prefer to support French (American) products. 14. Foreigners should not be allowed to put their products on our markets. 15. Foreign products should be taxed heavily to reduce their entry into France (the U.S.). 16. We should buy from foreign countries only those products that we cannot obtain within our own country. 17. French (American) consumers who purchase products made in other countries are responsible for putting their fellow French people (Americans) out of work.

Purchase Intentions

(all items measured on a 7-point bipolar scale)

Self-generated scale

How likely would you be to buy the product discussed in the post? French Ambassador, Apple Pie American Ambassador, Crepes