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Abstract

Background Although new product adoption has been extensively discussed, the impact of
display mode on new product adoption has been little discussed. We hypothesize that when
product-irrelevant information is displayed in a digital way (vs. analog), the construal level of users
decreases, which in turn decreases their new product adoption.

Methods We conducted an experiment in Hanoi, Vietnam using a new product by LG
Electronics called Tromm Styler.

Results We found that when participants read an analog (vs. digital) clock and reported
time in the analog (vs. digital) way, their construal level increased, supporting Hi. We also found
that when their construal level increased, their willingness to adopt the new product increased,
supporting H2. We further obtained evidence that the effect of display mode on new product
adoption was mediated by construal level.

Conclusions Our findings contribute to the academic discussions of behavioral economics
in the context of new product adoption by introducing display mode as a new intervention. In
particular, the dark side of digital display mode provides counter-intuitive insights into researchers
who primarily shed light on its bright side. For the design practitioners, we recommend them to
display product-irrelevant information (e.g., time, temperature, and humidity) in an analog way to
encourage shop visitors to think abstractly and adopt new products.
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1. @70 117 X 2%

QEY VSR e AAES AEH O F Aol ZA|5HT QLo EA1H *1111%91 40% ool Aol A
Aajsie, o] et 2 A& A 25071 WA -2 A0 g defA 9l & o, ul=o] FEEF A
%(packaged goods industry)®] %, uld 30,000702] Al&Eo] A|&o] EA| = AT 70—90%94 Algol 12714
o[Ule]l mi&ol A AtebRitt, A1 AHE(Really New Product: RNP) oA 7P A& Aol A¢Jsl A&
47%7F Aol A Aafstar, AlE e e E AR e e AoE AEE dyto] AlFA AlgtAlE A o2
242 # 9t} (Gourville, 2006).

olof whe} o] w gt ARgAR AH| 7L A, ojwgl o] 32 XA FE FEH=AE olFfoke Aol AT &
A7+ = A Joo, Im, and Kim (2014)¢] 25 Aol @2, 20009-201449 5t s o] 8 SheA|d &
ZHEl AR At A1 T o] Bet A5 Ay F 40HF oA AAE Fgol Tt At 7 HlS
o] =2 45%E At AAFE +4 A7 A 7R Urle] Hadl (1) FA4, J-=T4E 59 A
4ol AFEH7E FA, 2) AlFe] A7k foldolv At -84 5 AlE B4l AFEIE ik 3) 4
o] wheba] Wshe AMHEALY] AlEd EAQ] 2 24 TR AlEH ol W] A= T Flar, wpAHke
B (4 AHEALY] AAZ dig Aol AlF WY Fol A= E ok AHEALY] AlEd ARl 2 23
(Regulatory focus) A5 o= =9 (Higgins, 1998) AFE2 H31E o|F7] QlallA X137} HA]2h= 2719
ARt A7) A ZR2AAE AR, @93 o] S 2 JFshd 7 22 2 (promotion focus)
o] P 1L, o Fe}t M-S A71= AFotH WA 28 ZH (prevention focus)o] FHHTHL gt o] 2T
AR AEE AAE 8ol S85te, 7 28 24 A ol AR g o] 2E&4E AAE
gk Pl =7t S7FSkAIEE o 28 23 AR ol ARgRke] FAl4g0] AAIE T e d3E 1l
A4 %,lb Ao F yetstths A 23} 9l

AR|FE 4280l Tt AT FAo| L oo Tt 71E A7t hefstA FPH
U AEE "é—% Hojut thafel A% E40] AAIE 8o oju et JFE 71AE l°ﬂ et 01-7“— *7&
g et gt B9 ol FoE, 89 5 ook gxE 71717k 1%«] 1‘?} LE G OdREIAES O
Akl 9171 wiizoll, AF== FE | Walo] YA E ol ARgARY 4H]X
=)o Higt Zlo] 9= A7t B asict (Lee & Nam, 2016).

HEE A" P4 02 AFohs uig tiE AFSARe] A MAstels ko] AR olsE 4= 9l
th. dlE B0, A|Y R WE deto] ERFS Mg dRte P S Fall AT 1TV g&she dAmae dols
o, g fA e o=t gAE PA7F AR = o] 9lar, AA7]7F F2E A go] o] 85 BH[d ZAR A
EF e T 5 k. oo ZaAo| = AnjAE A=l DEA ¥ (dal.komm)E A HES A
A718 st miA-g tAEst st gt ofok gl AJF A S o] R AES Tt F
Hal=d) f A g WAL o] g5t= A9 % gltt W Luton A= ERIH R FEE /A AS B
A AR E EHA7IA] Fast FRE AFst7] T 5hH, Microsoft7h 7H# %<1 IlumiRoom-2 TV Well
A3 FA AL WET TV F3 F2hE A5t Ad EYEE =olefe AEE 5k gk (Ng, 2014). ©]
A thofet BAE 7M1 F

ﬂl

_,d
_,d
:d
o3
=
o
o
>
o
o
i)
2
o

)
O

gt 2k i Ee] gz é 71717F o] EQ)=l= FA0)aL 37t QR & gAY AtolY
A7} F7bE AL QAR YA E A 02 A RIL AT EH ARSARL 2HAE ARES B Wl Fufjsh=A] o
ol A= B} HEo)

7|& Ao W2 d, AET} FAE JB O] A9, ARIF FAE= B o] ARARLt An|Ake] AJE Fafof
FE At AS € F Yk dE S0l AFRES A7 S0t AL AFEE Fol=(Specification
seeking) 7ol lolA w7} GAo] 228 FAH Y4 7HeE AZstal ofod] 4Tt AR FAE
utAbA] 71A1E Agths AT A3 ot (Hsee, Yang, Gu, & Chen, 2009). ¢1714 ghd o tpolr} 522t
7} 791 oush=A] AEsHA mtetstA] Hols et AE R @5 AR BAE 7| ohE A
L7t F7koke A o S Bolvks $A4E gloh B3 42 ARtk Adst | JHE ARt
A= H(Gamified information) AAF-S o Wo| WolERIth= A+E It (Miller-Stewens, Schlager,
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Héubl & Herrmann, 2017). “%‘ Aol wp2H w12 L R4 AgS 46}
stef= Aol S7t6ka, o = Hl A E g AR
H}-ﬂﬂ A =o] 1]'%2 1 95]1]" A AG e ggo] FUkelth &, AAIES] 7]
S5l o] 2R 1 A ES AT ) A& E7R0] FREY] fio] AAE 827t 22
ot}
o|AY AF HAE FEI} AR HAIEAY AUt Eo] RAIEH AAF 857t SR s
AEI} FH0] gl AEO] Aols AT/ £ A= 53] AF} FAGE FEOIHA HztolH <]
Ao uwpeta] @ kel wiAtol A FA| WS HHE 5= ol AREA 34 Ko e 3 JEH AL
|27} ojul gt B0l & A=A il AR, AR, 2%, £5), gl MAIE AEde £
tt. o] ggt FE = tzte] o] AAo| ‘ﬂra}ﬁ faZdo] WE wASH|N oHd, dAE &2 JRE A
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g 9l opdE ] HFE ARE QG 5 Qi) ofof whe}, & AtollAe AFT} Faigt R} O A
g o g BAEY, 52 éLﬂ. 7hobrdE 0 WAoo 2 EAE uff H]E|A], AFERY/ A AL AIR|E S0
7} STV AE ‘E?‘fﬂﬁ} B A EE S AAE 4050 AZ 1EE & o A5k HS5]
oA, 2 AtelAl= AElgtol A FHflotAl A e M4l 54 4=F(Construal level)ol] 25l F W47}
AAEE F/HH o2 Akt &, 2 A9 B2 () A&} TSt AR 2] Wo] b ua) AR
A/ 2u]RRe] B A o] GEblS BB A, (2) B4 o] Eepel| uhebA AlAIE 80wt EebdS el
£ Zolth F i) o2 /M 55 flslA shuhel AdS Aesi, A9 At Aol ArttEe] 47
SH= SPSS BA WA & BA oot}

2,018
2. 1. dH EA| WH(Display mode)

AEE FAoH= W 37 ofdE e fgxd 27‘P<1E Ut o2 d(Analog)e A 2 2Ju|
£ A oPdEAA(Analogous)oll A FrElF=tl, A&H 08 Wol= S-S AR &t fAR 27|12 23
She Ag Anigith Ao Zo|, 2%, AF 5 ﬂé% EFE FABH vebd Aoz Aolstar Qlet,
OP‘éEZ’-E JRE Rdsh= AL, & i% o] AAJsH= diifol o] AolHA EAT AA o] 2|44

2 A5k W] HAg Aol thekd 4 gl Ao] QAN Bueka HesHA) gehe Tl
. 1ol W5t A Digiab A £74etolut BEe) ket feAEd, E 0% 12 o}
o1 o]214 Fel= Adkste] HIE A 0% AYSHE A& oJulFHe} (Choi, 2008). DD ABE EATH:

39, EAI AAPYS ASH 02 ot 2 L5 oAl FAE AAL YOI2 B9 o] A4
1591 1 4171 o] sk Fstetek 400l e

AZkE FABHE WS A2 Sof BA A, B3, 20| A5H0R SHolvlA vHsE Azt R
AShe o= A% AL, B, 28 5442 FelFE 4D AA7F ok ot AR vhse]
Zo} A7k2 weirtok 5] uhizo] 31 S5t dolof shal JAg 1A% 4ol Wastek tAE AAE
AT S5 Aol A 1] A5 AL L ATk A 12 013 Al 42 2
ok e A9l 49 A4 Agel oet el NS Bl A2 4 BAsh, Aokd oz 2
B 58 9 2402 Hol 449 T FASA celets 590l ek AR ohlet AFA,
A, LEA, A B4 W, FA, B, L&, Lol 5l Beld Justobda Ao BAE 5
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A} 7o) 2712 Ak 7 237k 9Ir (Messaris, 1993). H 27} oFd 212 BATE A9, Fus
AT At A To] TAEAL ARE W Aol 344 Fol7t dolu] g, AT R
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H1: A% 79 A7} obdw 1% BAH(s. IADR BAD 1) wsha) A8R/Au40] 514 40]

2. 2. 84 =& (Construal level)

o4 pE o]2E TET Aol B #ELE ME 4 U2 WY AeE o]&olth (Construal Level
Theory in Trope & Liberman, 2010). ©] o]&2of w2W AlgEo| AFEo|y @AM duhy Ale2jdog W
Z¥7RE7 el whebA] s AREolU @A afj Aok WAl o] - ol AY LAA Y 4 gtk FA o=, =2
A A= /\1“501‘% dio] A0 ofef=7] wiZol U¥rAl Aot DAoLzt sl o)Al
37t 2 AGEH, $2 3|4 fEolA = AREolu 4ol FAF 0 o]sf =] wlZe] A Q1 T ol
3o 2= ‘%_}74]7} TE Agdd.

A 9] Aol AR AZtol= WA Y] Rpo] & o]oj M), w2 oA o] ST o] FAAH o R A

Z4oHA =W AlES v W, o 9o, o Sl W] Yo il ol WA, W3S o4 o] SIS
Hol FAH O AZolA HE AES o FiL, v FAH|H, B o] AAQ] §Fe] Yo g} (Trope &
Liberman, 2010). o1 B 9E of sk=A], & Guhit BFEAHA] Azbole AL =2 o4 ¢33 #o] 91,
ojH Y5 o] BA sh=Al, & AW 7Fe S Aot AL W o4 - Il Yle AR WHE A
(Freitas, Gollwitzer, & Trope, 2004).

[

A 0] Aol AE] ti BrAOIE G v B AN 702 A2 AFol AT o
APAQ) ol AFFL, e 4 S0 A2 AR AR S0l 23w BAlske 744
A BARE g2 B o]t 22AL o= SW & A4 SO A2 dol W EE A2
ZUP e Qubel BHS WA e S SE0R Az o] Mrh ‘B 1] fof Btk Y
T2 At 5 AE S4, AA 4, Bo] Wt uehd & A4 2Eo8 AdsE AFL F o 34
o Hrska AFe] vt Blwst o I, webal Aol dhat Fu) owrt Lebhe Aol 9

< 1ot
(Liberman, Sagristano, & Trope, 2002). =& dj4] £& 02 7Sk o AlFS B ojFH zF4lo] Eolsl= 1}
A8 AttEkal AEsh=s ko] 7tk A Av: 9ot (Fiedler, 2007).
ol2|gt A2 A5 UG O & olH, ARG S A S 2= ANC R AAIF 80 F7FE A
A AN E o= Yk AAES FETOEA Fe= o]d@A E B AR AT w2 A 2
o] i, AAEE 85kt E0l7he HIS(FAH vl&olu AAES AHESH7] flsiA Zagt g
= 1 8) 2 o g4 o)A A | 27] o]t} (Zhao, Dahl, & Hoeffler, 2014). 23 AA|ZS
Lo 2 A = 0]9E o Wol H&e]1l AA|Fo] o Wol +8H =S Frol2H, AFEAR 2H]2e] 5
A pEE FolA FAH R Aot g f o= Ao] 423 Aot
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H2: A/ Al ko] 3l Szzol Z7boh, A4S 48917k 374 Holet,

Display mode H1 Construal level H2
(Digital vs. Analog) (Low vs. High)

New product adoption

Figure 1 Research framework

A% % A7 2L 17holx, shbe] AT 2 ool 3749) W o] Rl 2719] T FHale] o]

olet. 7HA 1€ ko] 5 O] MR R A T 4] $2)9] At AlelH ol S AY A o] %
o 54H= Figure 30131, 7H 2% H9] T 9] MA@ 223 AAE 48 %) o 913t BAolH ]2

st Ad Ayt o] $of 57d5l= Figure 40|t}

AT Bol|l A AAIH 2709 7HEE A $lslA, ofefe] A AXRh 2 7] HRE AR FA W
ol AAIF $82 %ol n|A= IS AFOHL 4 0] o] FIHE wiAfst=A] FRlsHe AoJBE,
=9 Wee AR A Y, o7l M dlA £, 281 5 s AAE 249 skolck
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3. 49

3.1, A= A

£ AT AR/ AHATE AAES Aot 8528 HSote Aol HHo)7] wiid, A A7
7F AlFoltt gl tigt lego] HAstE = Al AR A A7EAA AFS SHEA AT 5= 3
ofof g}, wrebA LG AZHe] Tromm StylerE A3 A=EE A4t o] AF-2 FollAl ZHHsHA Etolst
= AR = e O BV HEWlA s ofd wufjke] WA ok AlAEolth E9] o] AEL HIE
o] A2 HEgol9t ghatol & AAR fLAlet: Al 147 HEE @A o)2 FAAHA FA4F o, A
O] QFE HaslotuAl FHAE BASHL $HE S¥oks IS AN A B F5T H2
Hofstede ©] A Z3tol| =29 HEGT} gh=to] E3H5 Aok 6719 84 FollAl 47hoAE o YAt
= £AE HolF 11 9l7]ol(Power distance, individualism, masculinity, and indulgence), & A9 o] A7=
gh=to] ghE ofAlot E3HHEOA A& 4= 9l shte] AR Hobx FHfsirh Ho|tt, ofof utel HE st
L-o](Hanoi, Vietnam)oll 274¢k oJ5tg th = HEY 34 80 S di o= AdS At

2 AR Bt AR FHst AR 2 A0 FAEE S, oA o] Wokal AAE 89
7} AghE ASote Aot AlF et ARE 2464 AlEg AHlolA, ofA 2 AAE 289955
Esh= o] Hatol7] wiol, WA AlF FHT JRE 24t

w7 Woll EAfjol= AET Faet AR FolAl, A HHS A 24T 5 YL ISR o&sHA whop
E£9 4 &= Ao 7 AAof Yeh= A7+ At o]of whah A9-8 2(3 X %A WH: Digital vs. Analog)
between-subjects design &2 JP=| et HE F7HAEA @A A[ZET 3A7E 158 0] Ad F A[A]7} of
| BEAA Folof 18 Hapal @ 3P, AR JIEeAl= @A A4S HAE AAR Bol:4lal thE
Agto] AR Al @A A2 oPgR I AAR Bk FA R, F A9 AlAE % 378 71
QL L NS YL glglom, A4 uigat vtk S A F F ot AlAZE ARA Wl
A8 A, F7E7L QA gk H 1E Y& Fol B HEEH & 4 gls 2ol YA

F7HAENA D0l AAE BA a1, 3AZF 1580 Ad £ AAE T8Beks 893S 3 olf=,
AL 357 Aol 1272 TS o= o] A AstHA BAd Al 7] BAES Bkt 1
olqltt. du] A efAl= & F shvhe] WAAE dolE F A7HEA AFol E AlIA SHsttal 833
=8, (D AIAE BA §Far obft AZboluh AL (2) BAIA g4l FiE2] A8 AAE gelg § @7 Azt
< AR AAY ) o/ dE D BAIAE £ | AA A FARE, YAE HA O R) HofA 4 o] A
A7F = AT oA SRR Wsks A ] Q) ool wheEbA 2 Ao A= ARk Eelsh=A], AR #A]
o] A& o2 YAAR gRelete Zlo] YA, 121l FE FA] Wof BA o4 fFo] U ol A A Az
< okal QIR ERlsty| SleliAl, @] BAIAIE Bt 8% di4ld, Aldtstr] of 2@ g9 Al7hs =&
B A i FYoA SEotEal R S ute]l §iglth @A olA = A o] o RN
Ao & oA IA|A|EE Ao A= 4] S JE A IS SHEA 246t e

=

123
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Digital Analog

Figure 2 Display mode

www.aodr.org 107



AA 89S I8 §

7}
and Wegner (1987)7F 7Hgtst 54 =& =% =+ (Behavioral Identification Form: BIF)E o]-&5}o] A&

t}. BIF= 25709 AR & 5o Ql=H

£ 7S] Azte] At FAHOI AL A A S4517] 91514 Vallacher

AE F A7t 225 6 2ol #2 ALE, 5 344

1]’
o8 AZshz A0 R Er), 7 %ol FAL AulsteAE LEFRA AAE 2719 SRANE | = AX=

2) FoA S TEEE QA AXE
NEH SA AR oF(FAA) s A5 A0 R kel 7]E A7E ulebA] AAE 1S A

= vjstol A8 SERte] o

12 2 A 4T A9IGAA) AT AR, ANE 28

)
S
=
I
il
t

4 422 shorge,

Table 1 Behavioral Identification Form (Vallacher and Wegner 1987)

22 dE HAIZ1(H2 sH4) HAIZ2(5H a4
1 ey 2ol HEE HHot= A MEPI0 22 2= A
2 dEx Lol ¥Zge Hol= A OIRE TSHA7|2 Past= A
3 L Hi|7] s A ENE FEEA
4 Y2 ORIE 5P| YS MEA 20/ U== A HRIE o= HIEHS= A
5 atx 27| U 27| A U= A A0 22 F=A
6 = #3271 TS s st A 220 E4E 2= A
7 HEE| SXE Yot= A &S ¢ AN SHOI= A
8 24 7| Y2 =A o &7I= A
9 OfZlotolol|A| &st7] OfZI0t0[0f|H| RA7IE 7t2X|= A HEet IO E A8stE A
10 RN X|0tE E&5h= A X|atof 7h= A
11 B|AE 227 HH gtots A S0l Hof == A
12 71 AME d= A 29| 2fels M2t = A
13 =0 714st7| Lt2t 2l S2i5k= A s&s=A
14 ALHE @) HE NS E=EA LIRIEX|Of = ALHE T A
15 EEX= & gt EHlsks A ENEMEA
16 2MIE W7 o RE FAol= A == Ul=A
17 EHsP| A 200 S F= A 2 X0 ZAlsts A
18 L 221717 E2 R d=A URIIKEH=A
19 2| HAE §}7] =210f o3t Lot = A Z2s gols A
20 AEE7| AAg 2ol= A RS o= A
21 QIAFSE7| TS Hol= A ‘orgrat wsk= A
22 /=S HEWI EEHY EIVIER0=A ‘ot &st= A
23 s U=l RSt OIS = A Mots d= A
24 R R O Lt ANE88s 7oA =S mEt7hs A
25 ES TOl AFRHO] A=X| 2HRl5k= A 712 X0l A
BE SHAES 09 ARoz FAE AF Al=aol #elA et (Alexander, Lynch, & Wang,

1
2008) (LH: o] AEE ok W7t 7|dshs Hole 98 4 gl
RS W, S ulg3} 22 Weke] A8 Fr4uA s Al
s
=

U S8& Wol vhof ettt/ o] AAlES AHgshd Wt A

Aol AR/ e o] AlES Frfiska

Flet/ o] AAES] FAH HojL A0
A7 2 S A 4 9 Aol (1=

A8 29A gt 7=w$ 2o
uhAgte 2 27)e] Ao 2 4 AAE S4elwol et (Claudy, Garcia, & O'Driscoll, 2015) (o] A
7

F2 0% o] Yt/ b DRI o] AFL
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E2& 245 SA8iA & 3711 A BAS AAIRI AA|, A A7HEe] A, vol, Add 22
AFEA 544 A5t fsted Nl B4 7& A 248 AUt A, AS== ARE AlFol gt

2 Jgpo] Slth) (1= 1A ghek, 779 13



U A2 F4517] Yol MER M5 BS ALtetanh. AA, 7HE A5 e A8 A W
Ho| S|4 =30 X = S 3]7] E A (Regression analysis)T EAF EA(Analysis of Variance: ANOVA)
B EAsL(HD), a4 o] AAE S8 5 v 3 37 BT A BA 07 EAS F(H2), ot

Auro g AR FA| WHY AAE 89w vA= FFol oA 22 FolAl viZiES Eelstr] AsiA,
Preacher and Hayes (2004)9] Bootstrapping 718l <At Al wj7j 43}, Baron and Kenny (1986)7}
AAgE AEA i A4S TA FB P BE FAEAL SPSS A 7| AE o]§-ote] =5kt

3.3. &1

3.3.1. B2 E

A9 Z7EAEe] S FAJ o] 4218(52.5%), 01730l 38T (47.5%)01H, AL 10t 4t 4378(53.7%), 200 =

1 3078(37.6%), 20t $8t 798(8.7%) 2.2 Uetdth, o2 =, shAo] 551 0|1 68.8%5 AR eH, S|A
TR 2HQ2.5%), TFHE AL 498(4.9%) 2 F et

Z

1}

o] 193(23.8%),
3.3.2. MHIZ M2 5%

ARSI AES AT ARE Foluu], BE FrASo] Tromm StylerS & & HE A3 1 Ho] ¢

o3l gotict, AHE%& SAot= A7 4709 SEE T4 23 Tromm Stylerd] MEF A= 9.47H 2 &
vrebgth (Alexander et al., 2008).

A PHOE 3 B4 M4SN SRR AW H 87 BA
hv 0
=

é@é = A$7t +0.727 2 YE

N

A £2(BIF A4S ANOV. st Auto] W, A7lo] ofda
2 % 33 MU 0 5205 208 i = 1155 5
Mg = 16.44, F(1,78) = 95.633, p .001). webA] H1-> A &= 9t

Table 2 Results of experiment

saus  szEs RMZ ~ +8E  F B t p 7h
RHIZ

oM F HE BAIYYE 529 523 87.466 727 9.352 .000***  7Hd1

LHE SN =& .821 .819 357.440 906 18.906 .000™**  7Hd 2

p .05*, p< 001 xx*

-~

25

20

16.44

15
11.55

10

Behavioral Identification Form (0-25)

Digital Analog

Figure 3 Construal level as a fundtion of display mode
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H2E AFH7] oA, 5 9S8 oA 508 of1l 5% W48 AAE 8 =8 A 7 39 £45
AAFTE ST 39 A7t ol Wl om, a4 o] AAE 88 AAsk= Al +0.906
(F(1,78) = 357.440, p € .00D2& Yehgeng H27l Fe e =, 4 $50] B2 IFo| d)4 20
W2 TEl HlshA AAIE 857t =kl o] sfd 4 Sl
7 6:5

&

= b 5

a 4,

g, 7

z -4

3 3

2.167 azﬁt
g 2 Lv
B
0 ) 10 15 20 25
Behavioral Identification Form

Figure 4 New product adoption as a function of construal level
Ao 2 AR FA| o] AAE 80k nX= Fgol A ol whekA mifE=A AEs5t
7] 18, SPSS macro 2131 PROCESSE 54l A& gL A55h= Bootstrapping < Al 3Tt

TE R B

(Preacher & Hayes, 2004). 5% Al B
& AAE g woln, B2 5000 Bootstrap A
ojFojHrt. £4 A}, AR A HHL AAE 5
At 95% FEol A A1 L7k 00] E0171A] S off BAH L
Hol AAE 490 n &= A F K direct effect)= +1.
o] AAIFE o= vA=

ol AAIE 82z nA=

AL
T

Table 3 Total effect, direct effect, and indirect effect of display mod
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Table 4 Mediation analysis of construal level
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New product adoption

Figure 5 Effect of display mode on new product adoption mediated by construal level
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