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[1Ba nyTn BbIABNEHNA MHOpMaLUW:

CKaHunpytoLme KOHTPaKTbl (CKPUHUHT), NCXOOUT OT
npuHUMnana

CurHanbl Ka4yecTBa, UICXOOSAT OT areHTa c NPOAOYKTOM
BbICOKOIO Ka4eCTBa.
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Peknama Kak curHan KkadyecrtBa

Peknama - «pactounTenbHbIE pacxoabl»?

He moxeT nn peknama bbITb «CUrHanom kadectsa»? Ecnn aa, To Npu Kakux
yCcroBuax?

CDOpMyJ'II/IDOBKa N CMbICJ1 OrpaHn4eHnAa CoBMeCTUMOCTU CTUMYJTOB U
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TABLE 1

Characteristics of Signals

Default-Independent Signals

Default-Contingent Signals

Sale-Independent

Sale-Contingent

Revenue-Risking

Cost-Risking

Examples

Characteristic

Repeat purchase

Monetary loss

Secondary benefits

Appropriate when

Potential for abuse by
consumer

Advertising

Brand name

Retailer investment in
reputation

Publicly visible
expenditures
before sale

Is important

Fixed

Buyer does not

receive direct utility

Buyer cannot be
identified easily

None

Low introductory price
Coupons
Slotting allowances

Private expenditures
during sales
transaction

Is important

Variable or semi-
variable

Buyer receives direct
utility

Buyer can be
identified easily

High

High price
Brand vulnerability

Future revenues at
risk

Is important

In the future

Buyer does not
receive direct utility

Frequently purchased
nondurables

None

Warranties
Money-back
guarantees

Future costs at risk

Irrelevant

In the future

Buyer receives direct
utility

Durables

High
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TABLE 2

A Sampling of Empirical Signaling Research

Authors

Type of Signal

Context

Findings

Sale-Independent Default-Independent Signals

Archibald, Haulman,
and Moody (1983)

Caves and Graana
{1996)

Erdem (1998)

Erdem and Swait
(1998)

Kirmnani and Wright
(1989

Kirmani (1920)

Advertising

Advertising
and high
price

Umbralla

branding

Brand
name'sgquity

Advertising

Adveartising

Analysis of secondary data correlating
actual prices and objective advertising
with published ratings of quality.

Analysis of sacondary data correlating
actual prices and advertising outlays
with Consumer Reports ratings of
quiality.

Analysis of scanner panel data for
toothpaste and toothbrushes,

Survey data from undergraduate
students analyzed by LISREL for two
categories (jeans and juica)

Multiple experiments using university
staff as subjects.

Exparnment manipulating advertisement
size with university staff as subjects,

Advertising signals a better buy after
quality ratings are published,

Advertising is a source of information
rather than a signal of quality. Price is
a signal of quality for convenience
goods.

Umbrella brand extensions are expectad
to have the guality of the parent brand,
Low-guality extensions have nagative
spillover effects on the parent brand.

The consistency and clarity of the brand
signal are positively related to signal
cradibility. Signal cradibility is positively
related 1o percaived quality

High-adveartising expanse leads to higher
quality perceptions, but this beliet can
be undermined.

High-advertising expenditure and guality
percaptions display an inverted U
relationship as extremealy high levels of
expenditure suggest that the firm is
desperate.
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Kirmani (1997) Advertising Experimant varying ad repetition and
color using student subjects.
Mizuno and Odagiri  Advertising Computer simulaticn,
(1989)
Rotfeld and Rotzoll Adveartising Analysis of secondary data correlating
(1976) actual advertising outlays with

published ratings of quality.

Sale-Contingent Default-iIndependent Signals

Dawar and Sarary Lo Expernment manipulating separaling,
{1997) introductony pooling, and ambiguous equilibria with
price loww and high introductory prices using
Rao and Mahi studant subjects.
(2000 Slotting
allowances Survey of grocery store buyers' tendency

to charge slotting allowances for
stocking new products.

Revenue-Risking Default-Contingent Signals

Garstnaer (1985) High price Analysis of secondary data corredating
product category prices with
Consumer Reports ratings.
Rao, Cu, and Brand names Multipla experiments on mall-intercept
Rueakart (1999) shoppers' parceptions in a brand

alliance context.

Thera is an invarted U relationship
betwesn repetition and perceived
quality for color but not black-and-
white advertisements.

Signaling predicticns hold in the
presence of consumer learning.

Advertising is correlated with quality
when the sample contains all brands
but not when the sample contains only
nationally advertised brands.

Purchase intentions are consistent with
signaling theory, but quality judgments
are nol.

Slotting allowances do not signal
manufacturers’ confidence in new
product demand but are charged by
large retailers to relatively small
manufacturers.

Price—quality correlations vary
considerably across product
catlagories.

Brands can signal guality on the basis of
their investments in reputation as weill
as their vulnerability to fulure
sanctions, even when they lack a
reputation.
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Authors Type of Signal Caontext

shall Findings
Tellis and Wemerelt  High price Meta-analysis of existing studies that Price—quality comelafions tend to be
(1967) report price=quality correlations. higher for durable products because

Cost-Risking Default-Contingent Signals

Boulding and Warrantias Three-factor experimantal test of the
Kirmani (19483) impact of warranties for reputable and
reputation-less computers on MBA
student sample.

Kelley (1988) Warranties Analysis of secondary data correlating
warranties with Conswmer Reporis
ratings of quality.

Wiener (1985) Warrantias Analysis of secondary data comelating

warranties with Consumer Heporis
ratinas of auality.

consumers are more quality-sensitive
for such products.

Warranties signal unobservable quality
when they are enforceable.

Warranties are positively correlated with
quality.

Warranties are an accurate signal of
product reliability.



