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244 1. VIRDI

ntify puffed claims as not credible, Secony
a puffed claim into their evaluations or be| Mgy,
|‘.+u|']l:r'].' is a “wild”™ exaggeration, ﬁjr}l{'h l“"-h,,_
akers use Cartesiall logic, empirical evidence supports Sp; 'r;.n h by
|, (1993) show that interrupting the processing ”f_”ffiaf.a L
yrricipants believing the claims to be truer, The ?;-wtla”.l,
the findings by Gilbert et al. (1993 ) is that every 'Sturky,,,
an exaggerated claim can potentially 5 f‘an.E”u”!*'
mer realizes that the claim is false. Thct'r Futyp,
demonstrates that although consumers are able :]r_'n'ﬁtarr;.l
an cxaggerated claim as less credible, exposure to the puffed (| identif,
shifts the evaluation of the brand to be mor¢ positive, Claim gy

Government policymakers allow advertisers to use wildly exag
fanciful, or vague claims for a product or service because they beiE:md
nobody could possibly treat the claims seriously or be misled by thrhaz
“The results demonstrate that although consumers are able to i'd:ncnf'
exaggerated claims as less credible than factual claims, their brang ﬂI;Jh-
o exaggerated claims. The explanatiq

uations are inflated after exposure t
is that during the process of comprehension, claims are accepted before
being discredited. The temporary acceptance of the claim affects memor,

even after the claim 18 understood as an exaggeration.

consumers ¢an ide
will not incorporate
they understand that the

cym
Gilbert et a
results 0 pe
implication ol
with misinformation of

hehavior, even if the consu

presented here

PROCESSING EXAGGERATED CrAIMs

Cartesian Approach

Government policymakers have taken the position that consumers recog
nize that puffery lacks credibility, even though very little empincs
evidence has been presented to support this assumption. Policymaker
assume that when consumer process exaggerated claims they understand
the lack of credibility and ignore the claims. Cartesian logic is implicit i
this assumption, as there is no concern for partially processed claims.
used on conditions under whicl

Previous academic research has foc
consumers believe exaggerated claims (Kamins and Marks 1987, Olson
and Dover 1978: Rotfeld and Rotzoll 1980; Wyckham 1985). Most
rescarch has shown that consumers do form beliefs based on <
puffed claims such as “the fastest headache relief possible.” TWO oxph

II:II'E:I;.I'GII'IS are offered for the deception. First, consumers believe
Kamins and Marks 1987; Rotfeld and Rotzoll 1980; ShimP and
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