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Abstract
When consumers encounter uncertainty regarding their purchase decisions, they tend to perform a mental visualization process of creating a
self-involved imaginative future incident about a product/service in which the consumption outcome is envisioned. The current study proposes a
new measurement instrument to capture the process, namely self-transformative consumption vision (SCV) scale. Although similar theoretical
constructs have been introduced, validity tests in more diverse media platforms and more elaborated measurement approaches are required. As
today's marketing communications are increasingly oriented toward stimulating SCV through diverse rich and interactive media, it is considered
scholarly and practically meaningful to propose a new scale. To this end, several pretests are conducted for initial item generations and stimuli
developments. Studies 1 and 2 identify valid items that capture SCV and Study 3 establishes the SCV construct's nomological validity. Studies 4
and 5 apply this scale in an empirical study, thereby comparing it to existing scales to identify scale superiority.
© 2018 Direct Marketing Educational Foundation, Inc., dba Marketing EDGE. All rights reserved.
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Introduction
When consumers encounter uncertainty regarding their purchase decisions, they tend to employ mentally simulated processes
to evaluate products/services by asking themselves questions such
as, “If I purchase this size of wrench, can I fix the problems in my
kitchen plumbing?” or “Will it really taste good?,” or “Will this
tablet PC be a better choice than other options?” In considering
answers for these intriguing questions, the brain generates mental
pictures of how to personally use or consume the target product in
their specific situations/contexts. This self-included mental process
⁎ Corresponding author.
E-mail addresses: mark_yim@uml.edu (M.Y.-C. Yim), tae.baek@uky.edu
(T.H. Baek), sauer@canisius.edu. (P.L. Sauer).

of anticipating and envisioning oneself in the product/service use
is called consumption vision (CV). This construct has been
generally defined as a consumer's product-related mental images
that enable him or her to anticipate the self-relevant consequences
of product use (Walker and Olson 1994). Prior studies
demonstrated that such mental imagery processes would reinforce
confidence about a recent purchase decision (Phillips 1996; Smith
and Swinyard 1988), enhance the attitudes toward the advertisement (Phillips 1996) or information sources (Shiv and Huber
2000), and stimulate their sensory fantasy and adventure for new
things (Christensen, Olson, and Ross 2004).
Accordingly, it is a practically and scholarly imperative to
formulate a scale that best identifies and measures a consumer's
mental process of this sort. Prior scholars have proposed and
empirically tested diverse measurement tools to capture this
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mental process. There are, however, some limitations in those
attempts. First, the existing CV-type scales have been mostly
tested using response to print advertisements which are
embedded within the traditional static media (e.g., Chang
2012; Escalas 2004; Phillips 1996; Walters, Sparks, and
Herington 2007; 2012). Little is known about whether this
scale would be still reliable and valid in other richer media
contexts (e.g., streaming video or interactive image ads). Second,
the lack of a unified measurement tool for assessing a
consumer's mental process of this type has resulted in few
research applications that compare effectiveness across the
increasingly diverse media contexts of current forms of
marketing communications. In addition, researchers have mainly
focused on the “imagery vividness” to measure the underlying
CV construct (e.g., Phillips 1996; Walters, Sparks, and
Herington 2007). The existing CV scales have failed to
adequately measure other dimensions of a person's mental
ability to transform self-relevant consequences based on
anticipatory product use into more engrossing forms of
immersive media environments. Instead, they captured it as a
unidimensional construct. Thus, it is essential that a richer, more
accurate form of the CV construct is required to assess multiple
dimensions of CV.
To address all these issues, we postulate a theoretically-based
CV construct and empirically test it for reliability and validity. In
operationalizing this CV scale, we seek to assess the multidimensional CV construct in the context of more diverse and rich media
forms that lead themselves to what we will call “self-transformative
consumption visions” (SCV). Following the guidance suggested
by Churchill (1979) and Gerbing and Anderson (1988) for scale
development, we implement five subsequent studies – excluding
pretests – to identify a parsimonious set of items that can most
effectively and accurately operationalize the SCV construct.
Literature Review
What Is Self-transformative Consumption Vision?
Grounding it in theories of mental imagery (Christensen 2002),
simulation theory (Gordon 1992), associative network theory
(Keller 1993), and the availability-valence hypothesis (Anderson
and Bower 1980), we define a self-transformative consumption
vision (SCV) as a person's mental visualization process of
creating a self-involved imaginative future incident, story or
narrative about a product or service in which the consumption
outcome is envisioned. The self-transformation occurs as a person
allows himself or herself to mentally experience the personal
consumption to such a degree that the incident may in some cases
be so vivid as to be perceived as having actually occurred.
To operationalize the SCV construct, two important premises
need to be established. First, this SCV construct is distinguishable
from other general mental imagery processes in that it creates
mental imaging of the self-envisioned actual or expected sensory
experiences with the product and/or consumption behavior (Green
and Brock 2000; Krishnamurthy and Sujan 1999). It would be
possible for consumers to visualize an object or event without
connecting it to the self in the imaging process (e.g., fantasizing;
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Klinger 1990). In this case, it could weaken the validity of the
gauging imagery process relative to future consumption, when
compared to consumers actually projecting themselves into the
mental scenario. Thus, we see the importance of self-transformation to the context in which response to marketing communications takes place. Second, the SCV construct consists of multiple
sub-dimensions such as imagery processes about self-related
product/service uses (e.g., vivid mental image about product use)
and relevant physiological mental states and conditions (e.g.,
engagement in stimuli). Both imagery and sensing are based on
the same operational psychological mechanism and in turn the
same physiological effects accompany it (MacInnis and Price
1987). That is, the greater richness of mental imaging requires
self-engagement accompanying of diverse physiological outcomes
in generating this type of “mental video” about self-actualized
future consumption. We proceed now to present a more detailed,
theoretically-based development of the components of this
construct.
Self-projection in Self-transformative CV
Prior theoretical constructs used in defining consumers'
mental envisioning processes have not adequately captured the
broad scope of imagery processes required to measure the
projection of the self into the imaging of consumption of a
product or service. This has resulted in too broad a range of
imagery measures (e.g., Miller, Hadjimarcou, and Miciak 2000).
For example, when a cue such as the Eiffel Tower is
incorporated in an online priceline.com website ad touting
touring Paris that includes the copy, “Project yourself here!” a
person would not only envision the beautiful historic buildings
in Paris but would further expand their imagination to include
personal interactions with other elements presented in or
generated by the online message. This may include elements
not particularly relevant to the travel in Paris, such as new friend
whom they have previously met in Paris or the news about recent
terror in Paris. As a result, although many scholars have reported
that mental imagery explains purchase intention (e.g., MacInnis
and Price 1987; Schlosser 2003), others have reported that it
does not (e.g., Petrova and Cialdini 2005; Yim et al. 2017).
In a similar way, the existing theoretical explanation of
mental imagery also fails to include the missing part of a media
user's self-transformativeness in the envisioned consumption of
a target object from an information processing perspective.
Among the numerous ways of defining mental imagery,
common salient perspectives of mental imagery are threefold:
1) a subset of experiences similar to the sensory experience
(Sommer 1978), 2) a process that is constantly held in our
working memory (MacInnis and Price 1987), and 3) newly
reconstructed information obtained by retrieving and modifying
previously stored information and experiences (Kosslyn, Ganis,
and Thompson 2001; Thomas 2004). This explanation demonstrates that although mental imagery is a process that engenders
sensory representations of ideas, feelings, objects, or product
experiences (MacInnis and Price 1987), all are relevant to
previous product encounters, fantasied or factual. In this sense
mental imagery is not concerned with how much a user transfers
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themselves into and focuses on the target object in the
information process. Correspondingly, many scholars in CV
studies have consistently pointed out the importance of selfrelated perceptual information that is converted into daydreams,
fantasies, and imaginative constructions (Walters, Sparks, and
Herington 2007), as shown Table 1. In short, to be selftransformative, CV must represent a vividly visualized image of
the self interacting with a product that enables consumers to
vicariously experience personal sensory consequences of using
these products (Elder and Krishna 2012; Walker and Olson
1994). It is the degree and types of sensory responses that
distinguish SCV from CV.
The envisioning process must be accompanied by some other
cognitive and physiological processes induced from within a
person's general imagination process. Specifically, the process of
generating SCV is similar to that occurring in the process of
creating stories or narratives by individuals (Phillips, Olson, and
Baumgartner 1995) who “do not record the world, but create it”
(Escalas 2004, p. 169). Stories created by people tend to help them
understand the world around them (Escalas 2004; MacIntyre 1984)
as is often observed when story-telling deeply incorporates the
imagination (Joy et al. 2009; Phillips and McQuarrie 2010).
Therefore, in order for SCVs to be effectively created, the
consumer should have had other accompanying experiences that
are similar to those occurring while watching a virtual-reality video
portraying a creative story about self-related product consumption
in the near future. It follows that the determining factors that enable
the virtual video to fully occupy a consumer's cognitive flow are
the same as those that influence and determine the strength of
SCVs.
Given this idea, we propose the additional three subcomponents of the SCV – image quality, mental fluency, and
engrossment – be included with self-projection when defining and
operationalizing SCV.
Image Quality in Self-transformative Consumption Vision (SCV)
One condition that facilitates the cognitive flow of
perceptual video in a consumer's mental image system is the
feeling of “watching a realistic and vivid video” rather than
“looking at an unrealistic and abstract photo” (Schroeder 2004).
Such perceived imagery quality is controlled by the vividness,
clarity, sharpness, and intensity of the vision of the future
consumption situation. Vivid mental imagery that resembles
the reality of the actual experiences in consumers' minds
encourages these consumers to more readily imagine themselves using the advertised product thereby shaping their
judgment process (Bone and Ellen 1992; Schlosser 2003). As
such, high imagery quality has been considered a major
resource that fuels “the richness of representations in working
memory” (Baddeley and Andrade 2000, p. 128). Similarly,
Amit et al. (2017) assert that this imagery process mediates our
thought when perceptual information from memory functions
as the mind's eye that generates visual imagery.
According to the availability-valence hypothesis (Anderson
and Bower 1980; Kisielius and Sternthal 1984; Tversky and
Kahneman 1973), when people process message information

they retrieve the relevant knowledge stored in memory that is
most readily available. Thus, the magnitude of imagery
richness functions as an indicator of how much of their
working memory capacity is being devoted to mental imagery
processing and to what extent SCV is being activated in
response to relevant stimuli (Yoo 2008). Consistent with this
idea, many prior scholars have indeed measured vividness and
included it as a primary agent that evokes elaborated mental
imagery in response to marketing communication stimuli (e.g.,
Krishnamurthy and Sujan 1999; Petrova and Cialdini 2005;
Pylyshyn 2002; Walters, Sparks, and Herington 2007).
Mental Fluency in Self-transformative Consumption Vision (SCV)
It is also noteworthy that this mental imagery processing
cannot be maintained at a consistently high level because our
cognitive resource is limited (Lang 2000) or because some
information in the message is less relevant to that which is of
greater concern to consumers (Walker and Olson 1994). To
enhance mental efficiency in digesting information, the better the
fit between the promotional marketing communication information (e.g., explainer video, messages in ad and e-commerce) and
the consumers' representational state, the better the promotional
information should be able to affect the perceived ease of
comprehension (Kidwell, Farmer, and Hardesty 2013). In
support of this, note that associative network theory (Keller
1993) asserts that memory consists of a set of nodes (i.e., stored
information) and links (i.e., the strength of association between
nodes of information). The recall or retrieval of information (i.e.,
mental imagery processing) occurs through a spreading activation process (Bower 1981). That is, when mentally created
images can more easily be recalled, retrieved, or generated, our
ability to constantly invest our mental resources in imagery
processing can be improved, allowing us to more capably
experience a virtual video in which we envision our future
product uses at a more consistent rate in our mental system. This
construct has often been called mental fluency (e.g., Alter and
Oppenheimer 2008; Nielsen and Escalas 2010; Petrova and
Cialdini 2005; Schlosser 2003; Song and Kim 2012).
Engrossment in Self-transformative Consumption Vision (SCV)
Mental imagery also has been understood to be a mode of
information processing (MacInnis and Price 1987) that interprets
the incoming information and mixes it into existing experiences
and opinions (Childers and Houston 1984; MacInnis and Price
1987). Consumers' anticipatory virtual videos feature people
describing themselves consuming target products in a newly
reconstructed imagery context in an effort to engross them more
deeply in a story (Nielsen and Escalas 2010). This mental process
involves another interesting and well-known psychological state
— engrossment. For example, suppose that a male consumer is
experiencing a variety of virtual watches in a video or ad
constructed using augmented reality (AR) wherein a set of shiny
images of TAG Heuer watches are displayed on the viewing
screen. The e-commercial messages activate his imaginative
processes so as to enable him to imagine himself wearing that

Table 1
Conceptualization of consumption vision in the previous literature.
Authors

Research type

Stimulus

Conceptual definition

Operational definition

Context

Phillips, Olson, and
Baumgartner
(1995)

Conceptual:
Qualitative
(interviews)

N/A

Visual image of certain product-related
behaviors and their consequences that
consist of concrete and vivid mental
images (adapted from Walker and Olson
1994)

Consumer decisionmaking situation

Phillips (1996)

Empirical:
Quantitative
(experiment)

Verbal cue (detail, no detail)
Visual cue (detail, no detail)
Invitation cue (present, absent)

Self-constructed mental simulations of
future consumption situations

Phillips, Olson, and Baumgartner (1995)
identify 5 factors for consumption vision:
(1) ‘possible self’ projected into a future
consumption situation, (2) narrative form, (3)
visual imagery, (4) affective reactions, and
(5) goal representation
Phillips (1996) develops a 4-item, 9-point bipolar scale that measures (1) the extent to
which subjects imagined, visualized, or
pictured a detailed consumption experience
and (2) the extent to which subjects could see
themselves as the main character in the
consumption vision.
Walters, Sparks, and Herington (2007)
develop a two-dimensional scale of
consumption vision: (1) elaboration and (2)
quality. These items are measured as a 7point Likert scale.
Chang (2012) uses a four-item scale adapted
from Phillips (1996): (1) “It is easy to see
myself using the advertised printer,” (2)
“While reading the advertisement for the
printer, I am able to transport myself into the
ad,” (3) “The advertisement brings to mind
concrete images or mental pictures of using
the product,” and (4) “My thoughts about
using the advertised printer were vivid or
detailed.” They use a 7-point Likert scale to
measure the items.
Yoo and Kim (2014) use a 13-item scale
(measured on a 7-point scale) adapted from
Walters, Sparks, and Herington (2007)

and

Herington Empirical:
Quantitative
(experiment)

Picture type (product consumption,
product pictures)
Copy type (present, absent)
Product type (high, low hedonic
nature)

Ad-evoked imagery that enables potential
consumers to experience the product
indirectly, without actually purchasing
or consuming (adapted from Walker and
Olson 1997)

Picture
(concrete
consumption
background, solid background)
Text (concrete descriptions, no
descriptions)
Product type (high, low
hedonic nature)
Empirical: Qualitative Ad picture type (static, rich media
(focus groups)
conditions)
Quantitative
Product type (tangible product,
(experiment)
intangible service)

It is a form of mental imagery referred to
as mental representations of consumption
behaviors

Chang (2012)

Empirical:
Quantitative
(experiment)

Yoo and Kim (2014)

Empirical:
Quantitative
(experiment)

Current research

Picture (concrete picture, less Sensory representations of ideas, feelings
concrete picture, no picture)
and objects or experiences with objects
Text (concrete words, instructions to
imagine, and both)

Self-related mental process used to The present research provides a scale that
anticipate the product/service use
reflects (1) imagery quality, (2) engrossment,
(3) self-projection, and (4) mental fluency.
Each of these items is measured on a 1–7
scale.

Print ad

Print ad

Website
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Walters, Sparks,
(2007)

Print ad

Print ad & moving
picture based
commercial
(YouTube)
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watch and receiving attention from others. While enjoying this
mental fantasy imagination process of consumption (Christensen
2002), he may reach a temporary state of disconnectedness from
the surrounding reality and experience a sense of escape into an
imaginative world (e.g., Escalas 2004; Green and Brock 2000).
In summary, self-transformative consumption vision is
defined by the same factors or components that facilitate the
ability to create a mental virtual video. They are proposed to be
the factors that enable consumers to not only anticipate, but also
actually envision and transformatively experience their future
consumption. This is based on the assumption that consumers
are capable of self-related imagery of future product consumption within the boundaries of their limited cognitive and affective
mental resources. This mental process is governed by how
deeply and easily consumers may become engrossed in the
mentally constructed SCV story. From this perspective, the three
components discussed in the previous section should align with
each other in envisioning consumers' anticipatory experience
with a product or service. This study empirically investigates
whether these components that effectively and efficiently enable
the generation and experience of the anticipatory mental virtual
video can indeed explain the strength and persuasive influence of
SCV in the content of well-known and empirically established
media psychology and consumer behavior theories.

Method and Analyses
The research design employed in this study involves eight steps
(cf., Churchill 1979) incorporating five studies, excluding pretests,
as shown in Fig. 1. Essentially this design consists of stimuli
preparation (pretest), item generation (interviews and literature
review), reliability testing (Study 1 and Study 2), validity testing
(Study 3), empirical scale application (Study 4) in a test of two
hypotheses to demonstrate potential applicability (see Fig. 1), and
another empirical scale application (Study 5) to assess the
discriminant and nomological validity of the SCV scale in
comparison with other existing scales.
Stimuli Preparation: Pretest
A consumer's imagination process is often initiated by
external stimuli, and accordingly, it is necessary to employ
external stimuli in our scale development process. The goal of
this process is to develop stimuli that can activate broad variations
in the strength of the SCV construct. Particularly, our efforts were
made to overcome the limitations of prior CV studies where
tested stimuli were mostly intangible services presented in a
traditional print media environment (e.g., Chang 2012; Escalas
2004; Phillips 1996; Walters, Sparks, and Herington 2007; 2012).

Item generation

Stimuli preparation

1st step:
Review consumption vision and relevant
literature
2nd step (n=11):
Focus group interviews

1st step:
Choose product categories that are familiar and
relevant to participants

2nd step (Pretest; n=96):
Create four different versions of ads that create
sufficient manipulation of treatments.
Measure ad involvement/relevance and mental
simulation to confirm the success of manipulation

3rd step (n=3):
Expert interviews

Testing reliability
4th step (Study 1; n=183):
Identify dimensionality
5th step (Study 2; n=218):
Confirm dimensionality and identify the relationship among sub-dimensions

Testing nomological validity
6th step (Study 3; n=220):
Confirm the predictability of the scale

Scale application 1
7th step (Study 4; n=113):
Apply the SCV scale to test hypotheses and to compare it with other existing scales

Scale application 2
8th step (Study 5; n=155):
Assess the discriminant and nomological validity of the SCV scale to establish its uniqueness

Fig. 1. Research flow (cf., Churchill 1979).
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Accordingly, based on successful use in prior studies (e.g.,
Bojanic 1991; Fyall and Leask 2006; Walters, Sparks, and
Herington 2007), four different stimuli were created based on
tangibility and media richness. The tangibility manipulation
included the intangible service of rafting in the Grand Canyon
and the tangible product of a Kindle Fire tablet PC from Amazon.
The rich media context manipulation included the static (still
picture print ad) and dynamic (YouTube based moving picture
ad) (see Appendix 1). Thus, a total of four different stimuli were
prepared for the scale development process — tangible/intangible
vs. still/moving picture conditions.
A manipulation check was performed using a sample of
college students (Mage = 21.08, SD = 3.39, n = 96). To evaluate
the possible range of variations in generating participants'
intention to produce product/service relevant imaginations,
participants were asked to respond to questions concerning
their intent to initiate mental simulation (i.e., mental intent) on a
three-item, seven-point scale (α = 0.96; e.g., I was easily able
to see myself in the context of the ad, I was easily able to project
myself into the story in the ad) and about their perceived
relevance to the stimuli based on a five-item, seven-point scale
(α = 0.92; e.g., While I was looking at the ad, I felt that the
message in the ad was directed to me, While I was looking at
the ad, I felt that it was talking about what I have really
wanted). These measures of participants' responses followed a
normal distribution curve for both mental intent (Mmental_intent
= 4.43, SD = 1.61, Skewness = − 0.39, Kurtosis = − 0.43) and
perceived relevance (Mrelevance = 3.29, SD = 1.36, Skewness =
− 0.04, Kurtosis = − 1.04). We therefore proceeded to perform a
series of ANOVAs (Analysis of Variance) to confirm
manipulations of treatment effects by specifying product
category (tangible/intangible) and media richness (still/moving)
as the independent variables and mental intent and perceived
relevance as the dependent variables. The results revealed the
significant main effects of both product category and media
richness on both dependent variables while no interaction
effects were found (mental intent: F (1, 92) = 1.59, n.s.;
relevance: F (1, 92) = 0.07, n.s.). Specifically, media richness
had a significant effect on mental intent (F (1, 92) = 9.17, p b
.01) and perceived relevance (F (1, 92) = 14.17, p b .001).
Product category also had a significant effect on mental intent
(F (1, 92) = 4.88, p b .05) and perceived relevance (F (1, 92) =
6.17, p b .05). It was found that the moving picture condition
generated greater mental intent (Mmoving = 4.89, Mstill = 3.98)
and greater perceived relevance (Mmoving = 3.75, Mstill = 2.82).
Similarly, intangible service generated greater mental intent
(Mintangible = 4.76, Mtangible = 4.11) and greater perceived relevance (Mintangible = 3.58, Mtangible = 2.99). As reflected in the
significant differences in these measures, the manipulation
check provided evidence that our prepared stimuli generate
sufficient variation to allow us to adopt these four different
stimuli for our scale development.
SCV Operationalization — Item Generation
To generate the set of items that measure the SCV construct,
a three-step process was used in which the multi-dimensional
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SCV construct was identified through: 1) literature review to
identify initial scale items; 2) focus group interviews to
supplement initial scale items with items more specific to the
stimuli to be used; and, 3) expert interviews to enhance the face
validity of the resulting SCV scale (e.g., Kim, Han, and Yoon
2010). In reviewing the prior literature, various concepts and
potential scale items relevant to SCV were identified. We began
with items measuring CV itself as developed by other scholars
in previous work (e.g., Phillips 1996; Walters, Sparks, and
Herington 2007, 2010). We then added relevant items
measuring self-visualization (Dahl and Hoeffler 2004; Green
and Brock 2000; Krishnamurthy and Sujan 1999), memory
elaboration (Miller, Hadjimarcou, and Miciak 2000; Rajagopal
and Montgomery 2011), narrative processing (Escalas 2004),
immersive experience (Christensen, Olson, and Ross 2004),
and mental imagery (Babin and Burns 1998; Ellen and Bone
1991; Goossens 2000; Miller and Marks 1992; Petrova and
Cialdini 2005; Schlosser 2003). Following this we conducted
two focus group interviews (Study 1) of 11 college students to
supplement our literature review and generate additional scale
items. Third, the face validity of our proposed items was
evaluated by three advertising and marketing scholars, resulting
in removal of some items that repeated meanings of other items.
This face validity process is described in the next section.
Two Focus Group Interviews and Expert Interview
Two separate focus-group interviews with five and six
college student participants in each respectively (Mage = 20.73,
SD = 0.90) were conducted to identify how SCVs are used in
processing the product/service information delivered in diverse
marketing communications contexts. After the basic concept of
SCV was briefly explained, we asked participants what mental
process they would use to understand and evaluate the
products/services we described to them when they saw
messages in diverse media contexts. This included contexts
such as, describing holiday vacations, car sales, and other
product functions. We also asked what they would expect to
encounter in diverse purchase decision situations (e.g.,
advertising, e-commerce, explainer video for new products).
We found that: SCV is a construct that clearly operates when
consumers have enough prior knowledge or experience relative
to the commercial messages; the importance and involvement
levels of purchase significantly affect the willingness to
envision themselves interacting with a product or service;
and, the mentally envisioned images of product uses can be
vividly created even when the encounter involves weak cues
(e.g., text messages) as opposed to strong cues (e.g., visual
images), especially if the information sources are considered
important and/or relevant to them. Moreover, to mentally
envision the self-use of the product or service, vivid images and
descriptions about the setting, product/service, and messages
that motivate them to be involved in the whole communications
process are required. The self as envisioned in their mental
simulations can be seen from either the first person or third
person perspective; thus it can be interpreted that the depiction
of the self in the mental imagery can be dominant or
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non-dominant in their self-transformative CVs. In the case of
gift purchase scenarios, they tended to anticipate the gift
recipients' responses after receiving the gift they chose, yet it
could also be observed that the recipients' responses were
expected and evaluated by participants in their virtual video/
scenario (Phillips, Olson, and Baumgartner 1995).
As such, all the conversations with focus group participants
enabled us to identify several important factors that relate to
SCV. These factors consist of both external factors such as
relevance, importance/involvement, message vividness/clarity
that initiate SCV, and internal factors such as perceived
imagery quality, self-description, and self-projection in product/service use that fuel the strength of SCV. One notable factor
in understanding SCV dimensions is that the strengths of these
mental imagery processes involving imagery quality, selfdescription and projection into the setting appear to be all
externalized based on how immersive their mental simulation
process is, as exemplified by a participant's comment, “I felt I
was actually visiting the destination while looking at the
advertisement”. These components are believed to explain the
characteristics of the SCV construct. Finally, SCV results in
self-evaluation in product/service uses or purchase outcomes of
the mental simulation process (Escalas 2004; Escalas and Luce
2004; Walters, Sparks, and Herington 2007).
As such, though the initial items were developed by
referring to existing literature and interviewees' opinions,
many of the items contained redundant and repeated
meanings. Therefore an expert judging task employing three
advertising and marketing scholars was conducted with the
goal of removing confusing and repeated items (e.g., It was
easy for me to imagine using the product/being at this
destination; Not dynamic–Dynamic). It was also necessary to
reduce the number of items in our final analysis pool so as to
minimize the fatigue effect that would reduce the scale

validity in the stages that followed (Porter, Whitcomb, and
Weitzer 2004).
In summary, the first two stage of scale development process
involving the literature review and two focus group interviews
generated a total of 106 items. The third stage of face validity
check of these 106 items resulted in removal of 36, resulting in
a total of 70 items in our final analysis pool. We proceeded to
use these 70 SCV items to conduct our study.
Study 1: Exploratory Factor Analysis
A total of 183 college students (Mage = 19.21, SD = 2.27,
male = 38.3%) were asked to participate in a study that would
include responding online to a questionnaire containing the 70
SCV items. To reduce the possibility of biased answers due to
the length of the questionnaire (i.e., fatigue effect), two reverse
ordered sets of questionnaires were prepared. To identify subdimensions of self-transformative CVs, EFA was conducted
using principal component analysis and promax (oblique)
rotation (see Table 2). The eigenvalues greater than 1 criterion
for selecting the number of factors and reflective items (Kaiser
1960) resulted in a four-factor solution. Items with loadings
greater than absolute value | 0.4 | were initially retained as
contributing to the identity of the respective factor. Further
refinement in which items with 0.4 or higher cross-loading
values and with smaller than | 0.5 | same-factor loading values
were removed (Hair et al. 1998) from identification of each
factor. This process resulted in a major removal of the items
(e.g., “How easily can you imagine yourself being in the scene
(s) described in the ad?” “How many images came to your
mind after seeing the ad?”). A final refinement made was that
some items that did not properly represent each labeled subdimension or that included redundant meanings were also
removed based on an additional face validity process so as to

Table 2
Study 1: self-transformative consumption vision dimensions identified by EFA based on four defined constructs.
Item

Vague–vivid
Sketchy–detailed
Unclear–clear
Dim–sharp
While watching the ad, I felt that time was disconnected from my real world.
While watching the ad, I lost track of time and heavily focused on the images described in the ad.
While looking at the ad, I felt I was in a different world.
I felt like I was a different person while looking at the ad.
I had images of myself in the ad.
I pictured myself being there on that boat/using the product.
The mental images that came to mind formed a picture in my mind in which I was a part.
I could easily construct a story about myself and the featured destination/product based on the mental
images that came to mind.
I was easily able to project myself into the story in the ad.
How much effort was required to retrieve the images you saw in the ad?R
How much effort was required to imagine yourself being in the scene(s) described in the ad?R
How long did it take to recreate in your mind the image(s) you saw in the ad?R
Notes: R indicates a reverse coded item.
Factor loadings greater than 0.50 are boldfaced.

Factor
Imagery
quality

Engrossment Selfprojection

Mental
fluency

0.89
0.93
0.93
0.91
0.01
0.09
− 0.01
− 0.07
− 0.02
0.02
0.01
− 0.01

0.03
0.06
− 0.04
− 0.05
0.89
0.87
0.76
0.82
0.23
0.07
0.02
0.10

0.04
− 0.06
0.03
0.06
0.05
− 0.02
0.20
0.04
0.72
0.81
0.86
0.77

−0.01
0.04
0.04
−0.06
0.03
0.09
−0.00
−0.15
−0.01
−0.01
−0.09
0.06

0.11
0.08
− 0.09
0.02

− 0.10
− 0.04
− 0.20
0.16

0.86
− 0.07
0.27
− 0.12

−0.04
0.82
0.74
0.90
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MODEL 1

Imagery quality 1
Imagery quality 2
Imagery quality 3
Imagery quality 4
Engrossment 1
Engrossment 2
Engrossment 3
Engrossment 4
Self-projection 1
Self-projection 2
Self-projection 3
Self-projection 4
Self-projection 5
Mental fluency 1
Mental fluency 2
Mental fluency 3

.70
.83
.85

Imagery
quality

.78
.87

1.25

.80
.78

Engrossment

.72

.70

.71

.80

SCV

.83
.86
.81

Selfprojection
.80

.84
.79
.90
.41

Mental
fluency

MODEL 2
Imagery quality 1
Imagery quality 2
Imagery quality 3
Imagery quality 4
Engrossment 1
Engrossment 2
Engrossment 3
Engrossment 4
Self-projection 1
Self-projection 2
Self-projection 3
Self-projection 4
Self-projection 5
Mental fluency 1
Mental fluency 2
Mental fluency 3

.86
.89
.91

Imagery
quality

.86
.89

.73

.81
.81

Engrossment

.75
.90

.63

.72

SCV

.74
.85
.89

Selfprojection
.59

.84
.86
.47
.87

Mental
fluency

Fig. 2. Study 2: self-transformative consumption vision dimensions identified by CFA based on four combined conditions. Notes: CFI = 0.94, NNFI = 0.93, SRMR
= 0.07, RMSEA = 0.07, χ2 (98) = 207.51, p b .001, χ2/df = 2.12, AIC = 283.51, BIC = 412.12. All significant at p b .001. Notes: CFI = 0.88, NNFI = 0.86, SRMR
= 0.20, RMSEA = 0.10, χ2 (104) = 322.43, p b .001, χ2/df = 3.10, AIC = 386.43, BIC = 494.74. Notes: CFI = 0.48, NNFI = 0.40, SRMR = 0.17, RMSEA = 0.21, χ2
(104) = 1,069.30, p b .001, χ2/df = 10.28, AIC = 1,133.30, BIC = 1,241.60.
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MODEL 3

Imagery quality 1
Imagery quality 2
Imagery quality 3
Imagery quality 4
Engrossment 1
Engrossment 2
Engrossment 3
Engrossment 4
Self-projection 1
Self-projection 2
Self-projection 3
Self-projection 4
Self-projection 5
Mental fluency 1
Mental fluency 2
Mental fluency 3

.24
.04
.14
.15
.53
.51
.57
.46

SCV

.71
.83
.85
.78
.82
.10
.10
.26

Fig. 2 (continued).

identify a more parsimonious model. For example, it is believed
that the item, “How easy is it to retrieve the images you just saw
in the ad?” does not represent the sub-dimension of selfprojection. This purification process applied to the SCV scale
resulted in retaining items in a four-factor solution that
explained 76.43% of the total variance. Based on the items
that passed this purification test for loading on a factor, we
labeled the four factors Imagery Quality, Engrossment, SelfProjection (in Use), and Mental Fluency, consistent with
theoretical meaning and face validity of the items.
Study 2: Conﬁrmatory Factor Analysis
The primary goal of Study 2 was to confirm the exploratory
factor analysis (EFA) loading by using AMOS 22.0 to perform
comparative tests of three different measurement model
configurations of the relationship of the indicators to the SCV
construct CFA performed (see Fig. 2). A second sample was
taken by administering the 70-item instrument to a sample of 218
college students (Mage = 21.21, SD = 4.08, male = 50.9%). Of
the three measurement models tested, Model 1 is a four-factor
second-order model where the four factors representing the four
sub-dimensions of SCV are freely correlated with each other and
are indicators of the second order SCV construct. This model is
expected to be the most accurate operationalization of the SCV
construct, given that, as many theoretical explanations indicate,
mental image creation or self-visualization processes are
accompanied by physiological responses (e.g., Hoch and
Deighton 1989; Phillips, Olson, and Baumgartner 1995).
Model 2 is also a second-order model where the four factors
are not allowed any direct correlation with each other but all four
constructs are indicators of the second order SCV construct.

Model 3 is a uni-dimensional first-order model where all 16
items are unrelated to each other but are all indicators of the SCV
construct. Although it was not expected that this model would be
appropriately able to explain the SCV due to a lack of theoretical
support, plus the fact that this model is highly restrictive and is
statistically out of acceptable range, we proceeded to empirically
test this model because a majority of existing scales in mental
imagery or mental simulation indicate a uni-dimensional
structure (e.g. Walters, Sparks, and Herington 2007).
Combining prior theoretical explanations with empirical
evidence from Study 1 (see Fig. 2) we considered it most
appropriate that we first test Model 1. Testing Model 1 revealed
good fit of the measurement model based on the configuration of
the 16 items as indicators of the four-dimensional constructs
(CFI = 0.94, NNFI = 0.93, SRMR = 0.07, RMSEA = 0.07, χ2/
df = 2.12, AIC = 283.51, BIC = 412.12). Similarly, a weak but
somewhat acceptable model fit from Model 2 (CFI = 0.88,
NNFI = 0.86, SRMR = 0.20, RMSEA = 0.20, χ2/df = 3.10,
AIC = 386.43, BIC = 494.74) was established, while Model 3
(CFI = 0.48, NNFI = 0.40, SRMR = 0.17, RMSEA = 0.21, χ2/
df = 10.28, AIC = 1,133.30, BIC = 1,241.60) showed a very
poor model fit and thus was excluded for further consideration.
To determine if a variation of Model 1 with no correlations
between constructs existed, a chi-square difference test confirmed that Model 1 has the significantly better model fit than a
comparable model with no inter-construct correlations (Model
2–Model 1; Δ χ2 = 114.92, Δ df = 6, p b .001; AICmodel_1 =
283.51 b AICmodel_2 = 1,133.30). Thus, we conclude that Model
1 (four-factor second-order model) most appropriately identifies
the construct of self-transformative CV, as expected.
The convergent and discriminant validities of Model 1 were
tested by calculating the average variance extracted (AVE).
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Table 3
Study 2: items in the measure of self-transformative consumption vision from Model 1.
Item

Std. factor
loading

Imagery quality
The images in the ad I just saw were:
Vague–vivid
0.70
Sketchy–detailed
0.83
Unclear–clear
0.85
Dim–sharp
0.78
Engrossment
While watching the ad, I felt that time was disconnected from my real world.
0.87
While watching the ad, I lost track of time and heavily focused on the
0.80
images described in the ad.
While looking at the ad, I felt I was in a different world.
0.78
I felt like I was a different person while looking at the ad.
0.72
Self-projection
I had images of myself in the ad.
0.71
I pictured myself being there on that boat/using the product.
0.83
The mental images that came to mind formed a picture in my mind in
0.86
which I was a part.
I could easily construct a story about myself and the featured
0.81
destination/product based on the mental images that came to mind.
I was easily able to project myself into the story in the ad.
0.84
Mental fluency
0.79
How much effort was required to retrieve the images you saw in the ad?R
How much effort was required to imagine yourself being in the scene(s) described in 0.41
the ad?R
0.90
How long did it take to recreate in your mind the image(s) you saw in the ad?R

Composite α
reliability

AVE ϕ2

Kurtosis Skewness

0.88

0.87 0.63

0.00–0.06

1.02

−0.78

0.88

0.87 0.63

0.00–0.15

− 0.57

0.40

0.91

0.90 0.66

0.00–0.21

− 0.34

−0.36

0.86

0.71 0.53

0.00–0.08

− 0.08

−0.12

Notes: R indicates a reverse coded item.

AVEs showed an acceptable range of values (0.53 ≤ AVE ≤
0.66), all greater than 0.50, confirming the acceptable convergent validity (Fornell and Larcker 1981) (see Table 3). Because
the AVEs were greater than the corresponding squared factor
correlations, discriminant validity (Lichtenstein, Netemeyer, and
Burton 1990) was confirmed. This further supports the SCV
model being a second-order construct indicated by the fourinterrelated factors. Cronbach's alpha showed high levels of
internal consistency (0.71 ≤ α ≤ 0.90) and the composite
reliability of all four sub-dimensional constructs exceeded the
criterion of 0.70 (0.86 ≤ α ≤ 0.91) (Nunnally 1978).

Study 3: Testing Nomological Validity of Self-transformative CV Construct
Nomological validity refers to the degree to which a measure
fits “lawfully” into a network of related constructs having
theoretically predicted relationships (Netemeyer, Bearden, and
Sharma 2003). Previous research has shown that experiencing
mental imagery or CV can evoke both cognitive and affective
inferences about the self-relevant information, thereby leading
to a more favorable attitude toward the ad and stronger
purchase intention (e.g., Amit and Greene 2012; Escalas 2004;
Walters, Sparks, and Herington 2007). Thus, we tested whether
our self-transformative CV scale would fit in a model with
other theoretically related variables – including consumer
learning, pleasure, overall attitude, and purchase intention – in
a nomological network. As such, we proceed to test how and in

what configuration our newly developed scale can predict
consumers' responses in a nomologically valid network.
In Study 3 responses were collected from a total of 220
college students (Mage = 19.64, SD = 1.73, male = 35.5%) using
the same procedure and instrument as used in Studies 1 and 2.
Building on the measurement model confirmed by empirical
tests of reliability and validity of Model 1, Model 4 depicts the
strength of SCV wherein the four sub-dimension factors are
interrelated and serve as indicators of the second order
construct SCV which in turn predicts consumer learning (Oh,
Fiore, and Jeoung 2007; four-item instrument, e.g., the ad
created an experience that was educational to me.) and pleasure
(Mehrabian and Russell 1974; six-item instrument, e.g.,
unhappy–happy), resulting in attitudes toward the ad
(Andrews et al. 1992; four-item instrument, e.g., unfavorable–
favorable) and in turn, patronage/purchase intention (Baker et
al. 2002; three-item instrument, e.g., after seeing the ad, I
would likely to go to this destination/purchase this product.)
(Fig. 3). In that consumers' product/service related mental
simulation is processed via both cognitive and affective routes,
predicting the influence of SCV on consumer learning
(cognitive) and pleasure (affective) is deemed reasonable
(Fishbein and Ajzen 1975). We found the significant role of
SCV exists when serving as an antecedent in explaining
theoretically expected consumer responses such as learning
(cognitive response) and pleasure (affective response) and all
the constructs in Model 4 are significantly related to each other
(see Table 4). As such, SCV makes a significant impact on
consumer's cognitive and affective information processing,
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MODEL 4

Imagery
quality
.85

Engrossment

.79
.38

Learning

.06*

Attitude
toward ad

SCV
.93

.57

Pleasure

Selfprojection

.78
.49

Purchase
intention

.62

Mental
fluency

Fig. 3. Study 3: nomological validity of the self-transformative consumption vision scale. Notes: CFI = 0.87, NNFI = 0.86, SRMR = 0.14, RMSEA = 0.09, χ2 (484)
= 1,260.80, p b .001, χ2/df = 2.61, AIC = 1,414.80, BIC = 1,443.10. All significant at p b .001 except ⁎ significant at p N .10.

resulting in consumer behavioral intentions, similar to prior
studies that adopted previously developed CV scales (e.g.,
Phillips, Olson, and Baumgartner 1995).
Study 4: Empirical Applications of Self-transformative
Consumption Vision (SCV)
Study 4 was designed to achieve two major goals: 1)
conducting an empirical test using a new scale to provide
support for the nomological validity of the SCV scale; and,
2) identifying the significant mediating role of the new scale
compared with existing scales – mental imagery (Miller,
Hadjimarcou, and Miciak 2000), consumption vision
(Walters, Sparks, and Herington 2007), presence (Bracken
2005; Lombard and Ditton 2001) and immersion (Pine and

Gilmore 1998) – was also tested. In so doing we identify
how better and in what different way our newly developed
scale predicts consumer responses compared to other
similar concepts of existing constructs. To this end, two
theoretically-based hypotheses concerning SCV effects are
specified.
To achieve these goals we compared the effects of internal
motivation (e.g., self-relevance) with external media influence
(static vs. rich media) in generating purchase intention because
both are known to enhance consumers' willingness to envision
themselves interacting with a product/service (Lombard and
Ditton 1997; Zaltman 1997; Zaltman and Coulter 1995).
Specifically, simulation theory (Gordon 1992) asserts that
imagination simulation strongly predicts subsequent consumer
behavior whereby consumers' mental images of products serve

Table 4
Study 3: correlations between self-transformative consumption vision dimensions and predictive measures.
Subscale

1

2

3

4

5

6

7

8

1. Imagery quality
2. Engrossment
3. Self-projection
4. Mental fluency
5. Consumer learning
6. Pleasure
7. Attitude toward ad
8. Purchase intention

–
0.16 ⁎
0.32 ⁎⁎⁎
0.30 ⁎⁎⁎
0.27 ⁎⁎⁎
0.45 ⁎⁎⁎
0.62 ⁎⁎⁎
0.27 ⁎⁎⁎

–
0.57 ⁎⁎⁎
0.21 ⁎⁎
0.46 ⁎⁎⁎
0.46 ⁎⁎⁎
0.28 ⁎⁎⁎
0.36 ⁎⁎⁎

–
0.36 ⁎⁎⁎
0.52 ⁎⁎⁎
0.52 ⁎⁎⁎
0.38 ⁎⁎⁎
0.62 ⁎⁎⁎

–
0.21 ⁎⁎
0.27 ⁎⁎⁎
0.24 ⁎⁎⁎
0.37 ⁎⁎⁎

–
0.43 ⁎⁎⁎
0.42 ⁎⁎⁎
0.40 ⁎⁎⁎

–
0.72 ⁎⁎⁎
0.56 ⁎⁎⁎

–
0.48 ⁎⁎⁎

–

Notes:
⁎⁎⁎ Signiﬁcant at p b .001.
⁎⁎ Signiﬁcant at p b .01.
⁎ Signiﬁcant at p b .05.
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as the main sources of information that help consumers make
judgments specifically related to intangible or experiential
purchases (Schwarz 1986). Furthermore, consumers' imagery
efforts tend to be directed toward something positive rather
than negative (Staats and Lohr 1979). Positive emotion evokes
a reduced amount of cognitive elaboration and biases the
consumer evaluation process (cf., affect referral hypothesis,
Wright 1975). Thus, it is likely to lead consumers to use a more
positive purchase decision-making process when SCV is
activated (Batra and Stayman 1990). Therefore, positive visions
of future consumption experience when drawing on selforiented imagery generally heighten consumers' product
interest, information search, and purchase intention (Petrova
and Cialdini 2005; Phillips 1996; Phillips, Olson, and
Baumgartner 1995). Accordingly, we propose that higher
[lower] self-relevance to the media will generate greater [lesser]
purchase intention, because higher self-relevance will stimulate
stronger self-motivation to mentally connect the self with and
make the self more involved in the product described in the ad
(Christensen, Olson, and Ross 2004).
The ad stimuli were created and embedded into rich dynamic
media for one condition and static media for the other. It was
expected that motion pictures would generate greater purchase
intention because that rich media is better able to detail all the
descriptions about how the advertised product/service can be
mentally connected with the self (Bracken 2005). Given that
purchase intention is an internal state of being fully persuaded by
messages (Homer and Kahle 1988; Howard and Sheth 1969),
self-relevance with the advertised product that stimulates the
internal motivation is believed to more significantly function to
persuade consumers, thereby resulting in a stronger purchase
intention. Thus, we predict that there is a moderating effect of a
medium type (rich vs. static) on the relationship between selfrelevance and purchase intention. This is because of the
mediating role of CV (i.e., interaction → SCV → purchase
intention). Thus, we hypothesize the following:
H1. In the rich media condition consumer perception of higher
self-relevance to the ad will generate greater purchase intention
than in the static media condition.
H2. SCV will mediate the relationship between the interaction
effect of self-relevance and medium type and purchase
intention.
To test the proposed hypothesis, a total of 113 college
students (Mage = 21.31, SD = 4.68, male = 51.3%) were recruited. A 2 (high vs. low self-relevance) × 2 (static vs. rich
media) between-subjects experimental design was tested
applying stimuli (e.g., Tablet PC, Rafting) used in previous
studies. Each participant was randomly assigned to one of these
four conditions and was asked to complete a survey. To assess
the perceived self-relevance of the content of the ad, we
measured respondents' feeling of involvement, defined as a
consumer's experiential and/or subjective feeling of selfrelevance with the ad (Celsi and Olson 1988; α = 0.94, e.g.,
While I was looking at the ad, I felt that the message in the ad
was important to me/designed just for me.) and purchase
intention (Baker et al. 2002; α = 0.91, e.g., after seeing the ad, I
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would likely to go to this destination/purchase this product). To
compare the significance of the mediating role among multiple
constructs, we adopted revised measures of consumption
visions (Walters, Sparks, and Herington 2007; α = 0.68, e.g.,
The mental images that came to mind made me feel as though I
was actually experiencing the destination featured in this ad.),
mental imagery (Miller, Hadjimarcou, and Miciak 2000; α =
0.82, e.g., Many images came to my mind.), presence (Lee,
Gretzel, and Law 2010; α = 0.94, e.g., I felt I was virtually
visiting the destination while looking at the ad.) and immersion
(Pine and Gilmore 1998; α = 0.90, e.g., While watching the ad,
I felt that time was disconnected from my real world.) as well as
the current SCV scale developed in this study.
To test the moderating effect of media type (static vs. rich
media) on the relationship between self-relevance and purchase
intention, we used the SPSS PROCESS macro add-in (Hayes
2013) which is a regression-based path analytic framework. For
more rigorous findings, we bootstrapped the samples based on
n = 5,000. To control the biasing effects of any
multicollinearity, a mean-centering method was adopted. The
results revealed a significant moderating effect of media type
on the relationship between self-relevance and purchase
intention (F (3, 109) = 13.578, p b .001, R2 = 0.272, β =
0.569, t = 3.258, p b .01). The visualized interaction effect in
Fig. 4 showed that as self-relevance increases the rich media
condition tends to generate a greater purchase intention (y =
1.84 + 0.65x), than the static media condition (y = 3.64 +
0.08x). Moreover, to test the significant difference of linear
regression parameters between the static versus rich media
conditions, a Chow test was conducted (Chow 1960), revealing
that there was a significant difference between the coefficient
values for the static media condition and rich media condition
(F (1, 109) = 10.616, p b .001), supporting H1.
Additional analysis was conducted to compare the significance of the mediating role of five different theoretical
constructs, including our SCV, mental imagery, existing
consumption vision, presence, and immersion. A structural
model based on medium type and self-relevance was constructed with the goal of explaining how these constructs will
mediate the interaction effect of self-relevance and medium
type on purchase intention (see Fig. 5). The result revealed that
the interaction term of self-relevance and medium type (β =
0.25, p b .05) had a significant influence on purchase intention
through SCV, but there was no significant relationship between
medium type and self-transformative CVs (β = 0.11, n.s.). This
indicates that self-relevance governs the major influence of CV
on purchase intention with media type assisting in this process.
Importantly, the mediation analysis identified that SCV
mediated the mixed effect of medium type and self-relevance
on PI (βinteraction → SCV → PI = 0.16, p b .01 [0.035 to 0.315]).
However, the other four expected mediators such as mental
imagery (βinteraction → CV → PI = 0.014, n.s.), consumption vision (βinteraction → presence → PI = 0.09, n.s.), presence (βinteraction
→ presence → PI = − 0.017, n.s.) and immersion (βinteraction →
immersion → PI = − 0.007, n.s.) did not show any mediating
influence in this process. Therefore, these results support H2,
revealing the significant superior mediating role of SCV over
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Purchase
Intention
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Self-Relevance
Fig. 4. Study 4: moderating effect of media features. Notes: Straight line = rich media condition, whereas dotted line = static media condition.

the other four frequently adopted mediators in predicting
purchase intention.
Study 5: Scale Validation
Study 5 was designed to further assess the discriminant and
nomological validity of the SCV scale with a more heterogeneous consumer sample than college student sample used in our
previous studies. That is, we tested whether the SCV is distinct
from other related constructs – mental imagery – defined as “a
cognitive process in which perceptual information is represented
in working memory” (Miller, Hadjimarcou, and Miciak 2000, p.
2). In a follow-up data collection of responses from 155
nonstudent adults (Mage = 35.2, SD = 11.93, male = 69%,
Anglo Americans = 76.8%) recruited from Amazon Mechanical
Turk, we included two additional measures of mental imagery:
20-item scale (α = 0.89) from Miller, Hadjimarcou, and Miciak

Medium
type (M)

.11

.60***
SCV

PI

Selfrelevance (S)

MxS

Fig. 5. Study 4: applying the self-transformative consumption vision scale in an
empirical study. Notes: Medium type: 0 = static media, 1 = rich media, CV =
self-transformative consumption vision, PI = purchase intention. χ2 (198) =
267.33, χ2/df = 1.68, CFI = 0.90, NNFI = 0.88, SRMR = 0.13, RMSEA = 0.08.
⁎ Significant at p b .05. ⁎⁎⁎ Significant at p b .001.

(2000) and 4-item scale (α = 0.90) from Schlosser (2003), along
with the 16-item SCV scale (α = 0.90). We had to ensure that
participants randomly viewed one of the two cable TV/Internet
service ads embedded into rich dynamic or static media platform.
Following the scale validation procedure (Kidwell, Hardesty,
and Childers 2008; Nenkov, Inman, and Hulland 2008), each
construct's correlation and hierarchical regression tests were
performed by comparing the relationship with purchase intention
between the SCV and the two mental imagery scales.
Based on the pooled data for rich and static media condition,
we found that the SCV was positively correlated to Miller,
Hadjimarcou, and Miciak's (2000) mental imagery (r = 0.57,
p b .01) and Schlosser's (2003) mental imagery (r = 0.59, p b
.01) in the expected direction. Given the relatively modest level
of correlation coefficient (± 0.41 b r b ± 0.70) suggested by
Hair et al. (2015), these findings provide additional support for
the discriminant validity of the SCV.
For each media format, two separate regressions were
conducted. As shown in Table 5, only the SCV emerged as a
significant predictor of purchase intention in the rich media
(β = 0.60, p b .001) and static media (β = 0.59, p b .001)
conditions, whereas the two existing mental imagery scales
failed to predict purchase intention (p = n.s.). Most importantly,
the beta coefficients associated with the SCV were larger than
other existing scale of mental imagery in predicting purchase
intention. To check for multicollinearity, we estimated the
Variance Inflation Factor (VIF), which should not be greater
than the recommended 10 (Kidwell, Hardesty, and Childers
2008). It is noteworthy to ensure that no effects of
multicollinearity were found among the SVC and two different
scales of mental imagery (VIF = 1.66). Overall, the SCV scale
would be a more powerful predictor of purchase intention than
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the two mental imagery scales, demonstrating that it is
nomologically linked to related construct – mental imagery –
yet indicates a distinct and different construct than that of
mental imagery as indicated by the discriminant validity.
Discussion
The primary goal of this study was to develop a new
measurement instrument that gauges the strength of consumers'
SCV and facilitates measurement of its effect on other reliable
and validated constructs in behavioral models. The underlying
premise in this scale development process was that consumers
rely on their envisioned consumption process through a form of
mental imagery – SCV – in responding to diverse marketing
communications. This process functions whether or not viewers
are mentally attentive while watching a video or simply envision
an illusion that features themselves experiencing the future use
of the potential product when illustrated in a form of marketing
communication. Through a literature review and a series of
studies self-transformative consumption vision construct is
defined and operationalized. Its validity was confirmed and
nomologically established as having a second-order factor
structure as shown in Model 1, consisting of a total of four
sub-dimensions: Imagery Quality; Engrossment; Self-Projection;
and, Mental Fluency. This construct empirically showed
significant and acceptable convergent, discriminant and nomological validity, and reliability (both composite and Cronbach's
alpha), consistent with theoretical foundations. The predictability
of the SCV construct was tested with the result showing
consistent findings that SCV explains attitudes toward ad and
purchase intention via affective (pleasure) and cognitive routes
(consumer learning). The final version of the SCV scale has been
empirically adopted to test a theoretically proposed hypothesis
and compared with other existing measurement tools in Study 4.
A key theoretical contribution of our research is to elaborate
and empirically validate the SCV construct. Previous studies have
formally defined a consumer's envisioning process in terms of
imagery responses to ad information designed to evoke a mental
representation of the focal product/service used (e.g., Phillips,
Olson, and Baumgartner 1995; Walker and Olson 1994; Walters,
Sparks, and Herington 2007). However, few existing scales
measuring consumer imagery processes have adequately captured, much less measured, the role and effect of including the
self in imagery within the same instrument. The current research
postulates that SCV should be manifested through the selfTable 5
Study 5: regression results for predictors of purchase intention for media type.
Rich media (n
= 76)
SCV
0.60 ⁎⁎⁎
Mental imagery (Miller, Hadjimarcou, and 0.06
Miciak 2000)
Mental imagery (Schlosser 2003)
0.19
0.59
R2
F-statistic
F = 34.32 ⁎⁎⁎
Notes: Numbers represent standardized beta coefficient (β).
⁎⁎⁎ Signiﬁcant at p b .001.

Static media (n
= 79)
0.59 ⁎⁎⁎
0.09
0.18
0.59
F = 38.96 ⁎⁎⁎
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relevant sensory experiences. Given that mental simulation
readily involves the self (e.g., Escalas 2004), consumers are
likely to incorporate their self-concepts or self-focused thoughts
into imagined future consumption when engaging with the
advertised product. This is somewhat consistent with the previous
literature on visual perspectives suggesting that individuals might
engage in self-imagery to obtain product information or to
construct a story of an experience by visualizing themselves
interacting with a product or service (Jiang et al. 2014). Our
results suggest that vivid self-projection is experienced while
being more immersed in the ad-evoked feelings and sensory
images without a disconnected sense of visualizations. Thus, the
present research broadens a more nuanced understanding of the
CV construct that embraces anticipatory self-projection and
immersion, which had not been identified and tested in studies
regarding previously published CV scales.
Notably, our research extends an existing CV scale developed
by Walters, Sparks, and Herington (2007). They identified two
dimensions – elaboration referring to the extent to which the
consumers elaborate upon their visionary response to the
advertisement and quality indicating the richness of the mental
images that consumers come to mind – underlying the CV
construct. Nevertheless, their CV measure did not test the scale's
validity and reliability needed for rigorous assessments. In addition,
they have used print advertising media to induce the CV structure,
further reducing its applicability to the digital media environments
(e.g., rich video content). The current research overcomes these
limitations across five studies by providing evidence of the
convergent, discriminant, and nomological validity of the selftransformative CV scale with satisfactory reliability.
Furthermore, the current research demonstrates that SCV
results in greater purchase intention when consumers perceive
higher self-relevance to the ad in the rich media context. That is,
the SCV construct we conceptualized and developed in this
research could serve as an important mediating variable that
determines purchase judgments in advertising and marketing
communication research, while other popularly used mediating
constructs failed to function as a significant mediator. We
speculate that this is because the SCV construct focuses more on
a self-related imagery process pertaining to products/service and
how it is related to other physiological symptoms often observed
in consumers' imagination process, while other constructs focus
on measuring only the cognitive process itself. As such, the new
scale developed in this study offers an interesting avenue for
future research wherein researchers examine how diverse
contexts of marketing communications influence SCV-based
mental simulation processing of and responses to them. For
example, Escalas (2007) has shown that consumers who are
highly skeptical of advertisements are less likely to engage in
narrative transportation processing – defined as immersion into a
story – because they tend to critically evaluate the ads with fewer
positive emotions. Examining whether consumer skepticism
toward advertising might affect the effectiveness of ad-evoked
envisioning processes would be fruitful. Our SCV scale would be
able to make important contributions to this stream of research.
On the managerial front, our SCV scale can be used as a
diagnostic tool to analyze and evaluate the effectiveness of
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various marketing communication approaches and tactics in
driving strong brand value. It enables marketers to compare the
effectiveness of brand communication strategies designed to
stimulate varying levels of consumers' mental visions of brand
engagement. We recommend using our SCV scale when
identifying diverse external and internal communication factors
that possibly influence consumer brand purchases in digital
environments. Although the sole use of the SCV measure on a
large-scale basis is not practical, marketers may benefit from
copy testing methods using our SCV scale, in addition to other
relevant criterion variables, such as recall, recognition,
persuasion, brand image, and purchase intention, before
implementing a particular brand communication campaign.
Limitations and Future Research
Despite our rigorous confirmation process, our newly
developed scale is not fully immune from some limitations. It
is noteworthy that our SCV scale may not be a valid measure all
the time, particularly when researchers aim to predict
consumers' responses/evaluations in the contexts where
information messages are irrelevant to message recipients.
This is mainly because it will not motivate them to initiate SCV

related responses to their anticipatory consumption fantasy (i.e.,
floor effect) (Green and Brock 2000; Krishnamurthy and Sujan
1999). In addition, there is an individual tendency/difference in
generating the strength of mental imagery related to products in
that some are likely to attend more often and deeply to SCV,
while others are not (cf., need for emotion). More importantly,
the efforts to measure the SCV construct using a questionnaire
may include potential biases by nature, although many prior
scholars have adopted this kind of approach. SCV is often an
emotionally laden experience so that consumers who experience consumption envisioning processes may not be fully
aware of it when responses to a questionnaire gauges
participants' SCV that is cognitively stored in this process
(e.g., Lee 2004; Yim, Cicchirillo, and Drumwright 2012). Thus,
caution is necessary in the adoption of the SCV item scale. To
overcome this potential limitation, future researchers may want
to consider other supplementary measures from a physiological
approach. For example, SCV is likely to be initiated with a
certain amount of arousal (Hoch and Deighton 1989; Singer
1975). Using physiological measures of heart rate, skin
temperature, and skin conductance that are less obtrusive,
more rigorous and more diverse measures of SCV then would
otherwise be possible.

Appendix 1. Stimuli: Tangible Product/Intangible Service and Static/Rich Media Conditions
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Appendix 2. Stimuli: Static/Rich Media Conditions in Study 5
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