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CHAPTER 13 

Effect of Exaggerated Claims on Brand 

Evaluation

Ishpreet Virdi 

INTRODUCTION 

Is belief independentof comprehension?Descartesasserted that compre 

hension proceeds, and is independent of, belief. As humans come into 

contact with claims or opinions, they comprehend them automatically,

andthendecide whether to accept or reject theinformation (Gilbert 

1991; Gilbert et al. l1993). Spinoza, 
on the other hand, believed that 

comprehending and accepting 
were part of the same process. "According 

to Spinoza, the act of understanding is the act of believing. As such, 

people are incapableof withholdingtheir acceptance of what they under 

stand. They may indeed change their mind after accepting the assertions 

they comprehend but they 
cannot stop their minds from being changed

Dy the contact with those assertions"(Gilbert et al. 1993, p. 222). 

uOvernment policymakersallow advertisersto use puffery, 
defined as 

wdly exaggerated,fanciful,or vague claims for a product 
or service, 

use they 
believe that nobody could possibly 

treat puttery senOusy 

Onisled 
by it. Two critical assumptionsunderlay the policy. 

First, 
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consumers can identify puffed claims as not credible. Secon 

wild" exaggeration. Althon 
ience supports Spind 

, consumer 

will not incorporate a puffed claim into their evaluations or b 

ough polh 
cymakers use Cartesian logic, empirical evideno 

the processing 
suPports Spinep 

of fal_e claims 

with misinformation or an exaggerated claim can potentially af 

earch 

nter 

fs because 

they understand that the puffery is a wildCxaggeration. Alth 

a's 

ecay 

view 
Gilbert et al. (1993) show that interruptingithe processingof c 

claims to be truer. The 
disturbing 

implication of the findings by Gilbert et al. (1993) is that ever 
otentially affect 

results in participants believing the claims to 

counter 
uture 

presented here demonstrates that although consumers are able toarch 

ffed claim 
behavior, even if the consumer 

realizes that the claim is false. Th 
are able to identify 

an exaggerated claim as less credible, exposure to the puffed 

shifts the evaluation of the brand to be more positive. 
stil 

d, Government policymakers alloOW advertiSers to use wildly exageerata
ve that 

fanciful, or vague claims for a product or service because they believe. 

nobody could possibly treat the claims seriously or be misled by the 

The results demonstrate that although consumers are able to ident. 

exaggerated claims as less credible than factual claims, their brand eva 

uations are inflated after exposure to exaggerated claims. The explanation

is that during the process of comprenension, claims are accepted before 
ry 

being discredited. The temporary acceptance of the claim affects memorv 

even after the claim is understood as an exaggeration.

PROCESSING EXAGGERATED CLAIMSs 

Cartesian Approach 

Government policymakers have taken the position that consumers recog 

nize that puffery lacks credibility, even though very little empincal

evidence has been presented to support this assumption. Policymakers

assume that when consumer process exaggerated claims they understand 

the lack of credibility and ignore the claims. Cartesian logic is implicit in 

this assumption, as there is no concern for partially processed claims

Previous academic research has focused on conditions under wncn 

consumers believe exaggerated claims (Kamins and Marks 198/5 O 
ecithc and Dover 1978; Rotfeld and Rotzoll 1980; Wyckham 1985). Mo 

research has shown that consumers do form beliefs based on sp 
claims puffed claims such as "the fastest headache relief possible." Two c 

nations are offered for the deception. First, consumers believe 

(Kamins and Marks 1987; Rotfeld and Rotzoll 1980; Shimp ana . 
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