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Abstract

After being mocked for decades, the geek culture is increasingly present in the media, in cultural
representations, and marketing. Recently, even some luxury brands have given into the trends
of using geek codes and references in ads or product design, though this may seem rather
incompatible. This study then explores how members and non-members of a subculture perceive
its dissemination and its appropriation, and more especially, how geeks and non-geeks perceive
ads for luxury brands using geek references. Two quantitative studies on a French sample explore
measurement of subcultural belonging and the evaluation of ads on the perceived congruence and
attitude toward the brand dimensions by members and non-members of the subculture. Results
show an interesting interplay between subcultural belonging and ambivalence toward luxury on
how geeks and non-geeks adhere (or not) to the subcultural appropriation trend.

Key-words

Geek culture; Luxury; Advertising; Congruence; Appropriation



Introduction

In 2019, the manga “Dragon Ball Super Volume 3” was sold in more than 100,000 copies
(Libération, 2019) and the movie “Avengers: Endgame”, with 6.7 million spectators, was
number one at the box office (Allocine, 2019). The geek subculture is gaining in popularity and
represents a considerable economic weight (e.g., $139.9 billion in turnover for the video game
industry in 2020 (AFJV, 2021). It is increasingly present in the media, in cultural events and
products, and marketing. Mostly studied in sociology, game studies, or media studies, geek
culture has also been the focus of research in marketing (Kozinets, 2001; Garcia-Bardidia and
Nau, 2012; Seregina and Weijo, 2016; Tiercelin and Rémy, 2019). Originally associated with
obscure activities (McCain et al., 2015) and an insult (McArthur, 2009; Robbins, 2011), the
geek culture seems to be operating its symbolic revolution (Tiercelin and Garnier, 2016) to
infuse popular culture.

The boundary between geek culture and mainstream culture seems more and more porous,
and this is observed in consumption-related contexts: organizations and brands now use geek
codes and myths in their ads or for spin-off products (Appendix 1). Recently, even some luxury
brands used geek codes and references to advertise their products or to design new ones. The
paradox here seems twofold. Luxury seems relatively far from geeks’ interests and geek people
are not the usual target for luxury brands, at least at first sight. Indeed, geeks are defined as
people who are fascinated, sometimes obsessively, by obscure or very specific areas of knowledge
and imagination (Konzack, 2006), related to science fiction, fantasy, Japanese culture, role-playing,
science, or technology. The stereotype of the nerdy, badly dressed geek is pervasive and does not
fit with any interest in fashion or luxury. Furthermore, luxury brands' image relies on exclusivity,
high range, endurance, and rarity (De Barnier et al., 2008), and other aspects surround the image
of the luxury brand such as heritage, price, and product excellence (Jenni et Ava, 2020). Given
geeks’ interests and stereotypes, as well as luxury’s ones, using geek symbols such as
videogame characters in ads for luxury brands then seems relatively incompatible or at least
weakly congruent, being questionably relevant and rather unexpected (Fleck et al., 2006; Fleck
and Maille, 2010), as suggested by match-up effects in ads (Helme-Guizon, 1997). Just as Arsel
and Thompson (2010) questioned the hipster culture becoming mainstream, it is then an
interesting trend that has to be looked at, to clarify whether the links between geek culture and
the mainstream are perceived as unexpected or irrelevant.

Our research question then relates to how members of the geek community would
perceive the use of their usual codes in seemingly unrelated contexts and markets. We also
wonder how references to geek culture in marketing practices are perceived by non-members.
The aim of this research is then to understand better the dissemination of a subculture and how
this is perceived, through the case of geek culture appropriation in mainstream advertising. We
notably seek to contribute to the literature by exploring further how members and non-members of
a subculture perceive its appropriation, as well as the role advertising plays in this process. We
specifically tackle the case of luxury brands using geek references in their ads as a potentially
incongruent case of appropriation. The first sections of our paper present the conceptual framework
of our research, dealing with the geek subculture and subculture dissemination, and our research
question. We then present two studies conducted recently in France. We finally detail our findings,
before concluding on contributions, limits, and perspectives of this ongoing research.

Conceptual Framework and Research Questions

The definition of the geek culture presented previously fits the definition of any consumer
subculture that is ‘a distinctive subgroup of society that self-selects on the basis of a shared
commitment to a particular product class, brand, or consumption activity’ (Schouten and
McAlexander, 1995, p.43). Like any other subculture, geek culture has a value system and geeks
share common stylistic, cultural, literary, mythical, scientific, behavioral, and language references



(Bucholtz, 1999; Tocci, 2007; Peyron, 2012) and its members traditionally position themselves as
non-conformist and uninterested in the mainstream (Peyron, 2012). Among the topics already
studied regarding subcultures (Fox, 1987; Schouten and McAlexander, 1995; Thornton, 1996; Belk
and Costa, 1998; Cova and Cova, 2001; Hodkinson, 2002; Kates, 2002; Belk and Tumbat, 2005;
Leigh et al., 2006; Ostberg, 2007; Arsel and Thompson, 2010), the porosity between a subculture
and the mainstream is not a new issue (Arsel and Thompson, 2010). Both consumers' and marketers'
actions make the boundary permeable (Kates, 2002) and some subculture-specific markers have
already passed into mass consumption (Schouten and McAlexander, 1995; Arsel and Thompson,
2010; Tiercelin and Garnier, 2016). Research has shown that cultural movements follow a
chronology (McCracken, 1986; Hodkinson and Deicke, 2007; Cléret, 2011; Bourdieu, 2013). This
is described as a Symbolic Revolution (Bourdieu, 2013): what was considered transgression,
scandal, and heresy by the mainstream becomes obvious, normal, and fully integrated (Tiercelin
and Garnier, 2016). While geeks were insulted and mocked years ago (McArthur, 2009; Robbins,
2011), a significant part of supermarket leisure shelves is now dedicated to Marvel franchises and
the Star Wars franchise extends to crisps, energy drinks, or shower gels. This permeability makes
this case interesting and relevant. It seems to be more important and more durable than for other
subcultures, that remained confidential or have quickly gone out of fashion.

Although Arsel and Thompson (2010) already studied the issue of the dissemination and
perceived devaluation (by members) of subcultural capital, there is no study, to our knowledge, that
looks at the attitudes and perceptions of a subculture’s members towards the use of the symbolic
elements of their subculture in mainstream advertising. Like fashion (McCraken, 1986), the
advertising industry has a capacity to appropriate the salient elements of a cultural movement, such
as symbols that are ‘hijacked and used by companies and advertisers to update a commercial offer,
and make it consistent with contemporary cultural trends' (Cléret, 2011, p.284). If the capacity of
fashion to appropriate geek codes is already documented (Tocci, 2007, Quail, 2011), the question
of subcultural appropriation in ads remains understudied. Research work in the area indeed mainly
focused on the changing visibility of minorities (Bachollet et al., 1992; Santone, 2013) and attitudes
towards the use of similar ethnic models (Koslow et al. 1994; Brumbaugh, 2002; Butt and de Run,
2010; Sierra et al. 2009, 2010). Finally, how non-members perceive the use of subcultural codes in
ads is not documented.

The issue is key, especially for luxury brands, as literature in advertising has shown that the
use of symbols is a determinant of brand heritage (Pécot and De Barnier, 2015). The visual branding
of goods and services can be seen as a semiotic object (Floch, 1995; Bobrie, 2018): the advertising
visual or the derivative product can be considered as a signifying whole (Floch, 1995). The product
image elicits representations of sensory information (Hirschman and Holbrook, 1982) and can
increase cognitive associations (Underwood and Klein, 2002), with a mediating role in influencing
iconic stimuli on consumer behavioral responses (Babin, 1992; Yoo and Kim, 2014). For brands,
and specifically luxury brands using geek symbolism, questions can be raised about the semiotic
dimensions and their understanding by the targets; about the imaginary that is conveyed; and about
the evaluations of the product/the brand that will result from it, as iconographic elements impact on
consumers' judgments (Kisielius and Sternthal, 1986; Underwood and Klein, 2002), whether or not
they are members of the subculture.

We then specifically propose to study how geeks and non-geeks perceive ads using geek
references, especially in the case of luxury products. Specifically, are such associations in ads
perceived as congruent by geeks and non-geeks? Does this affect attitude toward the ad or the
brand? We suggest that both geeks and non-geeks will perceive such an association as (1)
unexpected and (2) irrelevant. We expect this perception to be stronger (more irrelevant and more
unexpected) for geeks that could wish to preserve their subculture from appropriation and could
then display more negative perceptions. We further hypothesize that this could in turn harm attitude
toward the luxury brand appropriating geek codes. Furthermore, luxury and luxury brands are often



criticized by the general population, so that people display some ambivalence to luxury (Ladwein
& Sanchez, 2018), which can be negative on the brands that make up this ecosystem and their
actions. We then propose to include ambivalence to luxury as a possible covariate interacting with
belonging to the geek subculture. To answer these questions, two quantitative studies were
conducted.

Study 1 — Methodology and findings
Study 1 aimed at testing the Geek Identification Scale (GIS) developed by McCain et al.

(2015) to estimate objectively and subjectively membership to this subculture, to be able to identify
and distinguish members and non-members in subsequent studies. The GIS is a declarative self-
identification scale (10 items) relating to the subjective feeling of belonging and involvement in
geek culture. Respondents were also surveyed about their participation in geek activities as
identified in French literature (Peyron, 2012), through ad hoc items. The survey was carried out
with Qualtrics and transmitted via e-mail and social networks on a French convenience sample, as
geeks and non-geeks can be found in any age ranges and social categories. All items were assessed
on a 5-point Likert scale basis. 167 valid questionnaires were collected (which fits the criteria of
having a number of respondents 5 to 10 times the number of items tested for a PCA analysis, see
Appendix 2A for sample details).

Findings show that the GIS scale demonstrates good psychometric qualities (Appendix 4).
From a generalization perspective, the GIS scale could easily be adapted to study other subcultures.
A dynamic cluster partition (Irwin & McClelland, 2001, 2003) then allowed us to identify two easily
interpretable and balanced groups: Geeks (Mgis=3.84; n=68) and Non Geeks (Mgis=1.87; n=99).
To verify whether this score is indeed linked to so-called geek activities, we identify that the ad hoc
items all significantly correlate with the GIS score, and significant differences are revealed through
ANOVA:s: the Geek group systematically exhibits higher scores (see Appendix 5). This study thus
manages to show that the measurement of a subculture is possible, via the “geekiness” scale, that
could be adapted to other contexts, and that serves to renew approaches to the identification and
characterization of subcultures. This study confirms the quantifiable reality of a subculture and the
possibility of measuring it.

Study 2 — Methodology and findings
Study 2 then aims at assessing the reactions of geeks and non-geeks to the use of geek
references in ads for luxury products. Materials include two cases of existing ads associating luxury
products to videogame or manga characters (Vuitton/Final Fantasy and Gucci/One Piece) (see
Appendix 3). Those geek symbols can be qualified as relatively specialized, still at different levels:
if One Piece is a relatively popular manga even in the mainstream, the Final Fantasy reference
requires sharper knowledge in the geek culture. A survey was conducted through a Google form
transmitted via e-mail and social networks, on a convenience sample of 215 French respondents
(see Appendix 2B for sample details). The respondents were presented with the two mentioned
materials. They first had to state if they recognized the geek symbol evoked. We then measured the
perceived congruence with its relevance and expectedness dimensions (Fleck-Dousteyssier, 2006),
attitude toward the brand (Spears & Singh, 2004; Lacoste-Badie et al., 2013) and ambivalence to
luxury (Ladwein & Sanchez, 2018), which is negative on the brands that make up this ecosystem
and their actions, to assess a potential effect. All measurements were valid and reliable scales from
literature presented in 5-point Likert format. Measurement analyses are indeed satisfactory
regarding validity and reliability (explained are all above 50% and Cronbach’s Alpha for all
constructs are between 0.778 and 0.95; Appendix 4B).
For Study 2, a similar partition of respondents as in Study 1 is first reproduced (Geek
(Mgis=3.42; n=75); Non Geek (Mais=1.42; n=140); Appendix 2). To consider also a potential effect
of ambivalence to luxury, we further designed a partition of respondents combining two



classifications based on clustering techniques: (a) feeling of belonging to geek culture based on the
GIS, as presented previously, and (b) ambivalence to luxury brands scores. This cluster partition
allows us to identify four groups: Ambivalent Geeks (GA; Mgis=3.43; Mame=3.79; n=25), Non
Ambivalent Geeks (GNA; Mgis=3.39; Mawve=1.87; n=50), Ambivalent Non Geeks (NGA;
Mgis=1.41; Mame=3.63; n=80) and Non Ambivalent Non Geeks (NGNA; Mgis=1.43; Mavs=1.82;
n=60).

Results (see Appendix 6) first show that geeks find both actions less unexpected than non-
geeks (Louis Vuitton: Mg-exp=2.14, sd=1.05 vs. Mnc-exr=1.88, sd=0.86, Welsh T'=3,48, p=0,064
; Gucci: Mgexp=2.43, sd=1.16 vs Mnc-exr=2.13, sd=0.99, Welsh T=3,54, p=0,062)2. Still, the
effect of geekiness on expectedness perception is relatively weak (F<5.0). Otherwise, we do not
identify any significant difference between geeks and non-geeks on relevance perception and brand
attitude both geeks and non-geeks. We can also notice that, in all cases, evaluations are quite low
in absolute value (< or ~ 3 out of 5). We further identify that ambivalent non-geeks have a more
positive attitude towards Louis Vuitton than non-ambivalent non-geeks, which suggests an effect
of ambivalence toward luxury rather than geekiness (Mnca=3,63 Vvs. Mnena=3.04, T=4,81,
p=0,004). It is then interesting to include ambivalence toward luxury in the reflection, as geekiness
does not necessarily provoke the differences we might have expected.

We further notice that it is ambivalent geeks who have a more positive perception of
congruence (relevance dimension: Mga=2.94 vs. Mena=2.20, T=4,376, p=0,006; expectedness
dimension: Mea=2.30 vs. Mena=1.83, T=2,492, p=0,066). However, no significant differences are
observed for the Gucci/One Piece condition (see Appendix 7). One intriguing result is that
ambivalent geeks most often display the most favorable answers (in absolute value). In fact, the
study shows that the geeks who are ambivalent (Groupca) toward luxury are those who seem less
surprised to see those brands using geek symbols (expectedness for Louis Vuitton ad: Mea=2.30;
Mana=1.827; Mnca=1.842; Mnena=1.928; expectedness for Gucci ad: Mga=2.51; Mgna=2.26;
Mnca=2.113; Mnena=2.15).

Discussion

It appears that French geeks do not seem much disturbed or pained by the appropriation of
geek iconic elements. They find such an association not that unexpected, not that irrelevant and
their attitude toward the brand does not seem to be negatively affected. These results are not
consistent with Helme-Guizon's (1997) findings. Though this has to be confirmed by further studies,
we, however, suggest that it rather seems to be a lack of rejection than a clear approval. Congruence
is a more challenging issue. If both relevance and expectedness are higher with ambivalent geeks,
it is not the case with non-ambivalent geeks. It is then important to consider that belonging to the
geek culture is not the only or main factor, and that attitude toward the luxury sector is another
important antecedent to consider.

Intuitively, the ambivalent geek group should have been the most opposed to an appropriation
of its symbols by luxury brands, as they are supposedly defending the ethos of the culture and
opposed to luxury. However, it does not seem to be the case. Despite being geeks and ambivalent,
they are the less “surprised.” Studying more in detail this group could provide interesting insights,
notably on what relevance and expectedness really mean to consumers. It could possibly be that
luxury brands are expected to recycle the symbols of any subculture when it becomes a bit popular,
or that luxury brands like Louis Vuitton or Gucci are consistent with the video games/Japanese
mangas they used. However, this result also partly could be explained by the fact that Louis Vuitton
and Gucci are known to be disruptive and avant-garde brands regarding advertisement.

1 Due to unequal variances between groups on some of the items (Levene's Test), the Welsh T-test should be preferred
to the F-test of the ANOVA.

2 The p-value is borderline and can be considered acceptable at the 0,1 level. We report it as significant considering
the exploratory nature of the study and the limited size of our sample.



We thus wonder about the motivation behind respondents’ answers: do geeks expect
disruptive brands like Vuitton and Gucci to be the first using geek symbols and trying to reach that
community? Is there any pride in seeing their symbols being appropriated? Is the attitude positive
or rather neutral — meaning they just do not mind or are aware they cannot prevent appropriation
and have to accept this trend? Such hypotheses demand more investigation, to identify also which
brands may fit more with the geek community and why. This question is even more crucial since
literature (Lehu and Bressoud, 2008) showed that in-game advertising is well received if the
universes of the brand and the game are consistent, and if the insertion is adequate. Such logic could
also apply to advertisements using video game contents.

As for non-geeks, they appear rather unattracted to such actions and find them both irrelevant
and unexpected, confirming Helme-Guizon's findings (1997). Even if unexpectedness may be a
positive trait for an ad, these results may underline that dissemination of geek symbols from games
and mangas is just beginning.

Conclusion

With this work in progress, we managed to show that the measurement of a subculture is
possible, via the “geekiness” scale, and that could be adapted to other contexts/subcultures. We also
highlighted that the geek community is paradoxical toward the use of their symbols to advertise a
product and reach them as consumers, which contributes to the literature on advertising trends as
well as on subcultural dissemination. One interesting paradox relates more precisely to geeks that
are ambivalent to luxury, but still seem to expect brands to actually try such initiatives of
appropriating a non-conformist subculture that may be becoming popular. Further research is then
much needed to understand this trend. Notably, a qualitative study about the motivation of
ambivalent geeks toward luxury brands, about the congruence between those brands and their
games, or even broader the ethos of the community, could provide interesting insights. As this
research is limited to French samples, it would also be valuable to replicate the study in other
countries: though the geek culture display common traits on an international level, local specificities
or differences may exist between countries (Garnier et al., 2019). As advertisers and brands rely on
minorities and communities to communicate, better understanding the congruence and impact of
such associations entails promising research perspectives that this project is only beginning to
explore.
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Appendix 1. Examples of the use of geek symbols and references in advertising and example of spin-off products

-
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Appendix 2. Study samples

Appendix 2A. Study 1 - Sample and Geek/Non-Geek groups

Group n M/F repartition Age GIS score
Total 167 | M: 38,3% (n=64) / F: 61,7% (n=103) 754%btw 18 and 44y.0. | 244
Geek (G) 68 M: 48,5% (n=33) / F: 51,5% (n=35) 82,3% btw 18 and 44 y.o. 3,84
Non Geek (NG) 99 M: 38,3% (n=31) / F: 61,7% (n=68) 70,7% btw 18 and 44 y.o. 1,47

Appendix 2B. Study 2 — Sample and Geek/Non-Geek groups

Group n M/F repartition Age GIS score
Total 215 | M:50.7% (n=109) / F: 48.4% (n=104) / Non binary : 0.9% (n=2) 90.7% btw 15 and 39 y.o. 2.12
Geek (G) 75 M: 68.0% (n=51) / F: 30.7% (n=23) / Non binary : 1.3% (n=1) 95.9% btw 15 and 39 y.o. 3.42
Non Geek (NG) | 140 | M: 41.4% (n=58) / F: 57.9% (n=81) / Non binary : 0.7% (n=1) 87.9% btw 15 and 39 y.o. 1.42




Appendix 3. Luxury advertising and initiatives using Geek codes and references

Videogame character used to promote luxury products

Character / game : FF13 lightning / Final Fantasy
Luxury brand : Louis Vuitton

Character / Game : Luffy / One Piece
Luxury brand : Gucci

LOUIS VUITTON

Appendix 4. Geek Identification Scale validation (French translation used in the study)

STUDY 1 STUDY 2
Items Loadings Explained Cronbach’s Loadings | Explained Cronbach’s
Variance Alpha Variance Alpha

GI1. Je considére que je suis un(e) “geek™. 0,920 0,879
GI2. Etre geek est central dans mon identité. 0,921 0,887
GI3. Etre geek est important pour moi dans ma vie. 0,900 0,920
Gl4. Etre geek est une partie importante de ce gue je suis. 0,952 0,917
GIS. Je me décrirais a d’autres personnes comme ¢étant un(e) geek. 0,907 0,853
Gleé. Je_ ium fier(e) d etr@ l.m(e)‘ geek. _ ' . _ 0,893 79.05% 0,97 0,866 75.47% 0,96
GI7. Si j’arrétais de participer a des activités geek, je ne serais plus la méme

0,822 0,838
personne.
GI?_B. _J € ne peux pas imaginer la vie sans mes centres d’intérét et mes 0,857 0,827
activités geek.
GI9. Je considere que je fais partie de la culture geek. 0,886 0,878
GI10. Je valorise le fait d’étre geek. 0,825 0,817
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Appendix 4B. Psychometric values of scales used in study 2

% explained Cronbach’s
variance Alpha
Ambivalence to luxury 71,2 0,865
Brand image 83,2 0,898
Louis Vuitton - Final Fantasy Relevance 74,95 0,833
Expectedness 69,84 0,778
Brand image 90,95 0,95
Gucci - One Piece Relevance 74,41 0,828
Expectedness 72,34 0,871
Appendix 5. Study 1 findings — Geeks vs Non-Geeks comparisons
Pearson F
Ao Correlat. . Levene . or .
Ad hoc Items on geek activities with GIS Sig. Stat. Sig. Gp Mean sd Err. Std Welsh T Sig.
score *
L o G 3,68 1,099 0,133
Playing videogames 0,517 0,000 2,696 0,103 NG 244 1214 0.122 44,806 0,000
. - G 2,51 1,086 0,132
Downloading on platforms 0,380 0,000 2,054 0,154 NG 185 1014 0.102 16,427 0,000
Member of a game, sci-fi, fantasy club or association (Quidditch or - G 1,75 1,138 0,138
laser saber club, scientific association, game or Magic club...) 0,377 0,000 35,787 0,000 NG 1,19 ,634 0,064 13,485 0,000
Reading (mainly books) 0,368™ 0,000 1,036 0,310 G 365 927 0112 21,575 0,000
9 y ’ ’ ’ ’ NG | 290 | 1083 | 0,109 ' '
. . - G 2,76 ,948 0,115
Tabletop traditional board games playing 0,365 0,000 0,006 0,938 NG 208 907 0,100 19,741 0,000
. . ** G 2,04 1,028 0,125
Collections (LEGO, Magic...) 0,351 0,000 0,839 0,361 NG 155 799 0,080 12,397 0,001
. . . e ok G 3,85 ,868 0,105
Watching TV series (science-fiction, fantasy...) 0,325 0,000 9,332 0,003 NG 327 1096 0.110 14,501 0,000
. . . o G 3,49 1,203 0,146
Watching programs in streaming 0,205 0,008 0,511 0,476 NG 308 1140 0.115 4,851 0,029

* Due to unequal variances between groups on some of the items (Levene's Test), the Welsh T-test should be preferred to the F-test of the ANOVA. This column shows either the Welsh F or T test, depending
on the Levene statistic.
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Appendix 6. Study 2 findings for geeks and non geeks

Dependant variable Lg;/aetne Sig. Gp Mean Sd Err.Std | Welsh T * Sig.
Condition A : Final Fantasy — ad & product based on Final Fantasy universe - Louis Vuitton
. G 3,151 1,163 0,134
Attitude towards brand 1,202 0,274 NG 3.379 1062 0,090 1,984 0,161
G 2,653 1,019 0,118
Congruence — relevance 0,01 0,921 NG 2.462 0,949 0,080 2,641 0,106
G 2,142 1,047 0,121
Congruence - expectedness 6,316 0,013 NG 1879 0,865 0,073 3,481 0,064
Condition B : One Piece —ad based on One Piece universe — Gucci
. G 2,920 1,280 0,148
Attitude towards brand 0,452 0,502 NG 3,003 1164 0,098 0,948 0,332
G 2,658 1,220 0,141
Congruence — relevance 2,338 0,128 NG 2521 1083 0,002 0,659 0,418
G 2,427 1,164 0,134
Congruence - expectedness 3,674 0,057 NG 2129 0,992 0,839 3,542 0,062
* Due to unequal variances between groups on some of the items (Levene's Test), the Welsh T-test should be preferred to the F-test of the ANOVA.
Appendix 7. Study 2 findings — Geek ldentification and Ambivalence to Luxury
Dependant variable Lg;/:;w ¢ Sig. Gp Mean Sd Err. Std Welsh T * Sig.
Condition A : Final Fantasy — ad & product based on Final Fantasy universe - Louis Vuitton
GA 3,153 1,184 0,167
. GNA 3,147 1,143 0,229
Attitude towards brand 4,005 0,008 NGA 3.633 0.850 0,095 4812 0,004
NGNA 3,039 1,218 0,157
GA 2,940 0,989 0,140
GNA 2,200 0,908 0,182
Congruence — relevance 1,740 0,160 NGA 2.396 1,008 0.113 4,376 0,006
NGNA 2,550 0,865 0,112
GA 2,300 1,004 0,142
Congruence - expectedness 1,134 0,336 ﬁgﬁ 122; égg% 8i(1)g 2,492 0,066
NGNA 1,928 0,826 0,107
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Condition B : One Piece — ad based on One Piece universe - Gucci

GA 3,007 1,237 0,175
. GNA 2,747 1,372 0,274
Attitude towards brand 0,471 0,703 NGA 3.233 1143 0.128 1,394 0,251
NGNA 2,906 1,174 0,152
GA 2,760 1,197 0,169
GNA 2,453 1,265 0,253
Congruence - relevance 2,735 0,045 NGA 2.629 1,168 0.131 1,321 0,273
NGNA 2,378 0,948 0,122
GA 2,510 1,046 0,148
GNA 2,260 1,378 0,276
Congruence — expectedness 1,906 0,130 NGA 2113 1,019 0.114 1,662 0,182
NGNA 2,150 0,964 0,124

* Due to unequal variances between groups on some of the items (Levene's Test), the Welsh T-test should be preferred to the F-test of the ANOVA.
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