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    ABSTRACT
This article explores how a multiplatform advertising strategy enhances brand perceptions and performance in the fast-digitizing Chinese market. Using schema theory as the overarching framework, the authors posit that a company's choice of online versus offline advertising efforts significantly affects its brand perception and performance, with message content strategies, social interactivity, and reputability playing a moderating role. Results from a series of controlled experiments and a real-life brand database confirm that online and offline advertising efforts influenced brand warmth and competence, respectively, and these effects were enhanced by appropriate message content. Brand warmth and competence individually and complementarily affected purchase intentions.

MANAGEMENT SLANT
	Online media advertising helps brands project an image of warmth and friendliness.

	Offline media carry a one-way, authoritative image that encourages consumers to perceive brands as more competent.

	A warm brand gives consumers the impression of being sincere, modest, and helpful. When consumers associate a brand with higher competence, they likely will perceive the brand as more reliable in its claims.

	The effect of online advertising on increased brand warmth is attenuated when the online platform is low in social interactivity; the effect of offline advertising on increased brand competence is attenuated when the offline platform is low in reputability.



INTRODUCTION
Driven by social media's accelerating growth and proliferation, global consumer brands are shifting their advertising budgets increasingly toward online media.1 Continuous advances in digital technology and portable devices, such as smartphones, smart watches, and tablets, suggest that this media shift will gain momentum. To communicate with consumers more effectively, most brands, even traditional ones, are expanding their media breadth, turning to Internet advertisements, brand pages, online forums, and mobile apps to spread awareness of their brand.
Compared with offline media, online advertisements promise quicker access and more precise segment targeting. They also transcend restrictions of time and location, enabling companies to increase their touch points with consumers (Kaplan and Haenlein, 2010) and to accommodate those consumers' dynamic and diverse media habits (Naik and Raman, 2003). Because most companies are resource challenged, a change in media portfolios often implies a need to reduce a company's offline media spending.
Although a growing body of literature supports cross-media effects (Assael, 2011), these effects give rise to questions that still need to be answered through vigorous research with real-life data (Voorveld and Valkenburg, 2015). Among cross-media studies, an implicit assumption is that certain audience reactions or psychological processes can explain the effectiveness of cross-media campaigns, but such mechanisms have not been examined clearly (Voorveld, Neijens, and Smit, 2011). In practice, however, online advertisements generally cost less than offline—particularly television—advertisements to produce and air.
Still, it is doubtful whether online advertisements carry the same brand stature as television advertisements do (Sheehan and Doherty, 2001). Although online advertisements open up opportunities for small and start-up brands, they also may signal a less-established brand stature. Building brand trust online constitutes a different process and can be more complex than doing so offline (Ha, 2004).
The second issue concerns the downstream effects of a multiplatform strategy on brands. Studies have shown that companies can improve their engagement with consumers by combining online and offline efforts (Havlena, Cardarelli, and de Montigny, 2007). Researchers' understanding of the perceptual impacts of multiplatform efforts on a brand (i.e., brand perceptions and, subsequently, purchase intentions) is preliminary, however.
Some studies have shown that a brand's online media effort is related positively to its perceived innovativeness, transparency, and technological competence (Sheehan and Doherty, 2001). The increasing ubiquity of online advertisements eventually may dilute these perceptions. The challenge is to identify downstream effects of multimedia efforts and verify the specific brand-perception dimensions that likely are affected. This step is critical to help companies design appropriate media strategies to enhance performance.
The third issue is related to the boundary conditions of multimedia effects. Recent studies have established the interacting role of media sequencing across different media (Voorveld, Neijens, and Smit, 2012) and the moderating effect of content fit (Voorveld and Valkenburg, 2015). Other salient effects, such as message content, that are crucial to copy strategy warrant exploration, as well. The authors posit that the way brand messages are delivered moderates the effect of online and offline advertising efforts on brand perceptions, with further downstream effects on brand performance. Using insights from schema theory and media studies, this article presents and empirically verifies a conceptual framework of these salient and managerially relevant effects in companies' media strategies.
Vigorous examination of the above issues carries several requirements. First, empirical verification needs to show reasonable internal and external validity. It thus is best if both experimental data and real-life market data are deployed. Second, such verification needs to be conducted in a multibrand, multiproduct context. For this reason, a study should be conducted in a market environment in which the mix of online and offline advertising has a reasonable spread to ensure external validity in the findings.
This study's context is China's consumer-product market, a highly competitive and vibrant market in which global and local brands consistently use online and offline advertising efforts (Hung, Chan, and Tse, 2011).2 Study 1, designed to establish the main effects of multiplatform efforts, was conducted in a controlled laboratory setting with mainland Chinese consumers as participants to ensure internal validity. Study 2 was an extension of Study 1 intended to explore the boundary conditions underlying the main effects of multiplatform efforts.
In Study 3, the authors partnered with a global research firm, Millward Brown, to collate a real-life database on 194 consumer brands using three independent data sources. The database used data at both the consumer level—a brand-perception survey for each brand—and the brand level—objective online and offline media expenses. This helped to ensure the external validity of the findings.
This article fills several gaps in the literature on multimedia effects and provides implications for media-planning strategy. First, it integrates insights from schema theory and cross-media research to delineate conceptually the effects of online and offline media efforts. Second, it aims to establish the brand-perception effects of online and offline advertising, an area that has not been explored previously. Third, it investigates the moderating effect of message design to uncover insights for copy strategy. Finally, by employing China as the research context, the study provides additional managerial implications for companies in a country where reliable data are known to be scarce.

MULTIPLATFORM MEDIA CHALLENGES
In many parts of the world, the most profitable consumption segment is trending young. Some 80 percent of wealthy Chinese consumers are under the age of 45, compared with 30 percent in the United States and 19 percent in Japan.3 These young consumers are accustomed to embedding themselves in the multitasking, multimedia world. They listen to music while surfing the Internet; they watch television while texting their friends; they scan through Twitter posts while streaming videos from YouTube.
In response, advertisers need effective multiplatform strategies to reach and engage young consumers. By using online and offline advertisements, particularly on television, companies can improve consumers' attention to messages (Putrevu and Lord, 2003; Rossiter and Bellman, 1999), enhance message credibility, and increase positive thoughts (Chang and Thorson, 2004). Such advertisements also heighten memory recall (Edell and Keller, 1999) and brand awareness (Chan, Leung, Tan, and Tse, 2015; Havlena et al., 2007). Increased exposure to television advertisements leads to increased activity in online brand searches (Laroche, Kiani, Economakis, and Richard, 2013). To date, however, industry reports have shown that television and other offline channels remain dominant in most companies' advertising budgets, especially in China, where watching television is considered a familial pastime integral to the country's collective culture (Chan et al., 2015).4
A review of cross-media effect research noted a substantial body of work on media studies (Assael, 2011). The review found, however, that most of these studies were isolated along each medium, so multimedia comparisons attempt to be holistic (by “modeling aggregate advertising expenditure across media to sales”; Assael, 2011, p. 7) but are unsystematic. The advancement of new media technology, however, has exposed several research gaps and opened up a rich array of conceptual and theoretical insights that shape today's media studies. These include the following:

	multitasking versus sequential exposure of cross-media effects (Enoch and Johnson, 2010);

	enhancing or positive synergy in cross-media efforts (Chang and Thorson, 2004) versus cannibalization or negative synergy effects (Enoch and Johnson, 2010);

	silo versus image transfer, whereby image effects of separate media exposures are linked positively;

	quality signaling—believing the brand is good because of the amount of advertising (Kirmani, 1997; Voorveld et al., 2011).




These rich insights have led to an emerging body of multiplatform studies (Chatterjee, 2012; Dahlén, Rosengren, Torn, and Ohman, 2008; Naik and Raman, 2003; Voorveld, 2011; Voorveld et al., 2011). These studies explored various congruence issues, including fit among campaign elements (Dahlén et al., 2008) and content consistency over time (Chatterjee, 2012) and across media (Voorveld and Valkenburg, 2015). Despite such efforts, researchers (Assael, 2011; Chatterjee, 2012; Voorveld and Valkenburg, 2015) agree that more studies are needed to understand multimedia effects. They have pointed out the need for new theory explorations and for research vigor to ensure internal and external validity in research findings, two goals of the current study. This study identifies and seeks to fill three gaps in the literature:

	delineating the effects of online and offline advertising through schema theory;

	assessing multiplatform effects on brand perceptions;

	uncovering moderating effects of message content on multimedia efforts.




Insights from Schema Theory And Media Research
How do consumers behave in an online or offline media context? Schema theory (Axelrod, 1973; Lynch and Schuler, 1994) delineates the consumer media experience in detail, lending strong support to differential perceptions formed in online and offline encounters. It suggests that consumers subconsciously use context-specific cues to organize, process, and filter information regarding an object that affects their perceptions of that object (Aronson, Wilson, and Akert, 2012; Chen and Wells, 1999).
“Media as message” (McLuhan, 2012), a long-standing paradigm, offers additional insights into what kind of contextual cues are provided by different media. This paradigm proposes that the media platform is not just a background on which advertisements are placed, but rather gives meaning to the messages it delivers.
First, format—including visual and audio elements, narratives, and genres—can affect the entire communication environment, including the speaker, the message itself, and the audience. Second, in delivering the message, a media platform provides varying experiences, which can be soothing or enjoyable, during which the audience's emotional reactions are stimulated. Third, a media platform generally exerts a certain degree of editorial control on the messages it carries. Finally, a medium has specific ways to reach and engage its audiences. When a brand's advertisement appears in a particular medium, such as a television channel or website, such context-specific cues affect the way the audience thinks and perceives the advertisement's message and, correspondingly, the advertised brand.
The totality of a media platform's contextual characteristics provides cognitive, emotional, and motivational framing (i.e., schema) for consumers (Scheufele, 1999). Once a consumer adapts to the particular schema of a medium's environment, the cost of psychologically processing these environmental characteristics is lowered (Axelrod, 1973; Scheufele, 1999). This implies that, with low cognitive costs, a consumer can immerse himself or herself seamlessly in the media experience. This leaves more perceptual capacity to process the advertising message and enjoy the experience that the advertisement provides. This schema effect can occur when a company updates its website or when a video game changes its format for a different platform. If the changes are substantial, some consumers may find them difficult to accept, and, thus, complaints will emerge.
It is important to note that the schema effect also can generate a strong associative learning effect (Axelrod, 1973) on the consumer through implicit images. Most consumers, for example, have vivid implicit images of CNN, because its website has a familiar content layout, and Google, because its search engine is simple and user friendly. On a brand-advertising level, these implicit images of a media platform may influence how consumers process brand messages.


HYPOTHESIS DEVELOPMENT
Multimedia Effects: Online as Warm And Offline as Competent
A growing body of brand research (Aaker, Vohs, and Mogilner, 2010; Kervyn, Fiske, and Malone, 2012) posits that consumers relate to brands in ways that resemble the relations between individuals. This proposition resonates with social perception studies that examine how people evaluate others. Whether in split-second impressions (Ybarra, Chan, and Park, 2001), romantic encounters (Sinclair and Fehr, 2005), or group evaluations (Judd, James-Hawkins, Yzerbyt, and Kashima, 2005), two universal dimensions—warmth and competence—emerge. Warmth captures the concepts of friendliness, sincerity, and helpfulness (Judd et al., 2005), whereas competence captures the concepts of competitiveness, intelligence, and perceived capability to carry out one's intent (Cuddy, Fiske, and Glick, 2008).
As discussed above, online and offline media exhibit distinctive features through their formats, experiential stimuli, editorial control, and audience interactivity. When an advertisement is placed in either platform, people form implicit images regarding the advertised brand. Traditional advertisements, whether television, radio, or print, are bound largely by their one-way delivery of brand message. The storyline, the spokesperson, and the advertisement's visual and audio elements can enhance persuasion, but consumers are becoming less receptive to messages delivered through these traditional media (Boush, Friestad, and Rose, 1994).
In general, advertising through traditional platforms requires longer lead times and higher production costs, especially for television commercials and large out-of-home billboards, than online media.5 Offline advertisements thus are less flexible for instantaneous changes and updates to appeal to customer's right-here-right-now needs. In today's fast-changing society, an advertisement easily may become less enjoyable if some aspects of it, such as a current pop song as background music, go out of fashion and lose freshness.6 In advertising practice in China, heavy media spending, together with a common burst-viewing strategy (i.e., frequent exposure to the same advertisement over a short time), further exacerbates consumers' diminishing receptivity to traditional platform advertisements by limiting the incremental increase in awareness and persuasive power (Chan, Cody, and Wang, 2011).
In recognition of these limitations, companies often design offline advertisements with greater attention to conciseness, relevance, and the importance of making a lasting impression on consumers in accordance with their needs. Because offline advertising lacks the ability to target specific consumer segments with the same effectiveness as online and mobile advertising, most traditional advertising focuses on getting a brand's well-crafted message to a broad audience of consumers. The goal essentially is to announce to the world, “This is who we are, and this is what we do.”
Although consumers are familiar with their format and context, effective offline advertisements can transcend their implicit images to signal that the advertised brands are orthodox, professional, and business-like.7 Some consumers may conclude that because these brands are willing to broadcast so openly, they must be good at what they do. This certainly is not to say that all traditional media advertising attempts are large-scale campaigns.
Brands that eschew the mainstream move to digital, however, in favor of remaining with traditional media advertising (whether television commercials or local magazine print advertisements) may find that reaching and resonating with their target consumers repeatedly in this way remains more effective in signaling competence, quality, and reliability. This echoes earlier work suggesting that consumers associate traditional advertising repetition with higher brand quality because the higher costs of repetition indicate brands' commitment to their products, albeit only up to a point (Kirmani, 1997; Nelson, 1974).
This mind-set particularly is evident in China, with the majority of Chinese consumers attracted to big, popular brands, whether true or perceived (Chan et al., 2011). In combating their underdog image, Chinese domestic brands often invest a greater amount in traditional media buying than their international counterparts. The top 10 advertising spenders on China's largest television network (China Central Television) in 2015 were all local brands except for Coca-Cola.8 In a classic example, a series of 60-second television commercials for Bawang shampoo featuring Jackie Chan built up public awareness overnight for the once-unknown China-based company. Companies in China often practice such quick and sizable traditional media-buying strategies to enhance the perceived popularity and capability of a brand (Chan et al., 2011).
In contrast, online media vary in format from simple texts or photos to extensive networks of threads and sharing, providing web surfers with user- and usage-specific experiences. Editorial control over online media generally is minimal and mostly is related to content relevance, which allows large numbers of users to express freely their thoughts, emotions, and claims and others to respond. Coupled with the seamless mobile access most of today's users enjoy, online advertisements via mobile devices have even greater advantages of reach and interactivity (Ishii, 2006).
Again, this is not to say that all online advertising attempts employed by brands are interactive in nature; simple banner and display advertisements may not be. Brands that have shifted their marketing budgets toward digital platforms, however, increasingly utilize the power of online interactivity, especially mobile, to engage their customers, because of the rising competitiveness of these channels. Along with sophisticated mobile payment systems, such as Alibaba's AliPay, about half of all e-commerce in China is now mobile-based, compared with only one-fifth in the United States.9 China is considered the world's most dynamic market in mobile usage, so most brands that excel in the Chinese consumer market have a strong mobile presence, not simply as communicators of product and service knowledge but as relational partners to consumers.10
Collectively, online media platforms provide ubiquitous, communal, and interactive ways for brands to engage consumers so they can cultivate a warm and friendly brand image among users.11 Offline media platforms, conversely, offer an orthodox way for brands to claim who they are and what they are good at and, thus, better reflect their competence dimension. The authors thus hypothesized the following:

	H1: A brand likely will be perceived as higher in the warmth dimension—such as friendly or kind—when its advertising efforts focus more on online media.

	H2: A brand likely will be perceived as higher in the competence dimension—assertive or brave—when its advertising efforts focus more on offline media.





The Moderating Role of Message Content In Brand Perceptions
In China, the importance of brands and branded products is rising rapidly in a dynamic consumer economy (Chan et al., 2015). The overall market, which is composed of an increasing number of foreign brands as well as leading local brands, has become highly competitive. An offshoot of this trend is that Chinese consumers are being bombarded with advertisements that are displayed vividly almost everywhere. It seems that few public spaces are able to avoid the onslaught of advertising—advertisements appear even on airline seat covers, outside and inside elevators, and in public bathrooms.12
In the face of this competitive market landscape, escalating purchasing power, and rising consumer demands, companies in China recognize the need for sophisticated brand-building strategies and bigger advertising spending.13 In such an advertisement-cluttered environment, message content becomes important in capturing consumer attention and interest. In this article, the authors have focused on two message styles: social interactivity and reputability.
According to schema theory, contextual cues that better align with a person's ongoing motives and needs carry a stronger impact (Schulze, Schöler, and Skiera, 2014). Facebook, for instance, offers a fun-oriented environment that biases consumers to devote subconsciously fewer mental resources to information processing. This results in a greater reach of the message when it is related to a hedonic product but not a utilitarian product (Schulze et al., 2014). Because audiences primarily seek social connectedness when using online platforms (Hoffman and Novak, 2013), advertising messages that encourage social interactivity fit consumers' habitual schema and likely will enhance the online platform effect.
Indeed, this communication strategy can be seen readily in China, where brands are integrating technology to improve the online brand experience. For instance, the Shanghai-based apparel brand Metersbonwe once recreated its celebrity endorsers as virtual fashion consultants, providing customized advice and tips for styling in an online fitting room. This virtual interaction with the celebrity endorsers on the brand's website in turn attracted nearly 50,000 unique visitors within a month, resulting in a 9 percent increase in sales per store.14
Online users seek enjoyment, entertainment, and, ultimately, a sense of connectedness through social interactions and content sharing (Hoffman and Novak, 2013). Advertising content, accordingly, should be inviting rather than authoritative in an online environment. This helps facilitate a sense of interpersonal closeness between the brand and consumers. Drawing insights from the above cases, the authors posited that advertisements featuring socially interactive elements (e.g., personality tests or “advergames”) or formats that encourage forwarding or sharing fit better with the audience's online schema and, thus, can enhance a brand's online advertising efforts on brand warmth. The authors hypothesized the following:

	H3: The social interactivity of messages positively moderates the link between companies' online advertising efforts and brand warmth. That is, the positive effect of companies' online advertising efforts on brand warmth is stronger when the message's social interactivity is high, versus low.



How, conversely, can brand competence be enhanced? Consumers prefer and trust brands that are strong in professional integrity and deliver performance compatible with the advertised attributes. Consumers have learned to use informational cues, such as product reviews and other consumer recommendations, to discriminate between brands that are trustworthy or managed professionally and those that are not.
As postulated in schema theory, a brand's message contents are cues that provide information on the brand's stature and competence. The literature in consumer research and marketing illustrates that simple cues on quality and performance and money-related priming serve as effective tools to improve competence perception (Aaker et al., 2010; Berger, Draganska, and Simonson, 2007). Even subtle cues, such as endorsers wearing lab coats, can enhance respect and trustworthiness, as shown by partial replications of the (in)famous Milgram obedience experiment (Burger, 2009).
Product variety also conveys a quality cue that a brand has higher category expertise if it offers more product choices (Berger et al., 2007). Similarly, an advertisement display of a nonprofit organization in a finance magazine increased perceptions that the organization was competent among participants who were primed with a subtle reminder about money (Aaker et al., 2010). The reputability of offline message content thus is an effective informational cue to facilitate the formation of competence perceptions (Aaker et al., 2010; Moscarini, 2007).
As a result of source credibility and meaning-transfer mechanisms, celebrity endorsement represents an effective method of elevating the credibility, status, and desirability of a brand (Erdogan, 1999; Ohanian, 1990). In China, domestic and foreign brands alike commonly leverage the popularity and charisma of major celebrities to project a reputable image and lift the perceived status and likability of the brand (Chan et al., 2011). The implementation of celebrity endorsements, and thus the image portrayed, varies across cultures (Choi, Lee, and Kim, 2005). The use of a celebrity as a brand spokesperson is far more frequent in Korea, a more collectivistic culture, than in the United States, a more individualistic culture (Choi et al., 2005). The creative execution also complies with the respective cultural orientations, emphasizing culturally relevant appeals. For example, Korean celebrity commercials highlight compliance with tradition and the social hierarchy, as well as the use of local celebrities (Choi et al., 2005).
Similarly, because of China's collectivistic society, Chinese people often regard a celebrity as “a hero, a role model, or even an other-world figure who takes on a dimension larger than life” for fans to admire, aspire to become, and worship (Hung et al., 2011, p. 611). Although personal characteristics, such as being friendly and modest, are essential selection criteria for a spokesperson, endorsements in China tend to ride on the competent and reputable image of the celebrity, who thus most often is a top star, in providing consumers with a degree of confidence in the advertising message (Hung, 2014).15
The authors thus hypothesized that informational cues embedding reputable information—such as utilizing credible media touch points, celebrity endorsement updates, key opinion leaders' comments, sponsorships, and cobranding information—can enhance a brand's offline advertising efforts on brand competence.
	H4: Reputability of the message positively moderates the link between a company's offline advertising efforts and brand competence. That is, the positive effect of a company's offline advertising efforts on brand competence is stronger when the message's reputability is high, versus low.



Validation of Favorable Brand Perceptions On Purchase Intention
It is imperative to assess the downstream effects of a brand's perception—namely, how brand warmth and competence affect consumers' purchase intention. This is especially important in China, where

brand loyalty is known to be low and elusive.16 In this study, the authors aimed to replicate and validate the existing positive findings regarding favorable brand perceptions and consumer behavioral outcomes from prior research on consumer choices (Aaker et al., 2010). The authors expected to find that brand warmth, competence, and the combined power or interaction of both drive purchase intention. They undertook three empirical studies to verify the proposed conceptual model (See Figure 1).
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Figure 1 Conceptual Model of Multiplatform Advertising Strategy And Brand Perception





RESEARCH DESIGN AND METHODOLOGY
China's consumer market was chosen as the study context for three reasons. First, China, with its accelerated growth in disposable income, has attracted many of the world's leading consumer brands. The country's advertising sector thus has been growing much faster than the global average, 9 percent versus 3.9 percent in 2014.17 Second, advertising spending on traditional media, such as television and print, remains robust (Hung, Tse, and Cheng, 2012). Third, China has one of the world's largest, fastest growing, and most vibrant Internet communities, with more than 500 million users. A multiplatform strategy hence is salient and relevant to brands in China.

STUDY 1: LABORATORY EXPERIMENT—MAIN EFFECTS
This experiment aimed to demonstrate the direct effects of online and offline advertising platforms on brand warmth and competence (Hypotheses 1 and 2). The authors introduced a fictitious sports-shoe brand as an experimental stimulus, rather than an existing brand, to control for possible confounding based on prior knowledge of the brand. Sports shoes were selected as the product category because they have been used widely as a target product manipulation in the branding literature (Swaminathan, Stilley, and Ahluwalia, 2009).
Prior studies have confirmed that participants use both utilitarian (durability and comfort) and hedonic (design and color) criteria in evaluating a pair of sports shoes (Yeung and Wyer, 2004), which fits the context of studying brand perceptions. Advertisement content and space also were controlled for, such that the shoe advertisement always took up 50 percent of the total viewing context, on screen or in print, across different advertising platforms.
Method
Participants. Eighty-four university participants (all Chinese; 70 percent female; mean age = 21) were recruited for this one-factor, online advertising versus offline advertising, between-subjects experimental design in exchange for a small monetary incentive.
Stimulus. A hypothetical brand name (JA) and tagline (“Time to run”) were presented on the advertisement stimulus (See Appendix 1). For the online platform condition, advertisements were embedded in Weibo, the most popular Chinese social networking site. For the offline platform condition, mock print advertisements were presented in a real Chinese newspaper layout.
Procedures. Participants first were told a cover story about the fictitious shoe brand, JA, which was slated for introduction in China. They were told that the brand was testing three advertisements with different tagline locations and wanted consumers' opinions of the advertisement design and brand. The order of the three advertisement versions was counterbalanced among different conditions.
In testing Hypotheses 1 and 2, the authors used online versus offline advertisement exposure to serve as a proxy for the brand's multiplatform advertising strategy. The purpose of this experiment was to allow participants to have multiple exposures to the same advertising message on different platforms and then to collect their evaluations on brand warmth and competence. After the cover story was presented, half of the participants were exposed to three advertisements—embedded in Weibo presented on a computer screen for the online condition—and the other half saw the same advertisements in a color-printed format in a Chinese newspaper for the offline condition. Participants then indicated which advertisement version looked best and completed the brand-perception assessments, which served as the dependent variables.
Dependent variables. The dependent variables of brand warmth and competence were adopted from a previous study (Aaker et al., 2010). The warmth dimension included “warm,” “kind,” and “generous” items, and the competence dimension included “efficient,” “competent,” and “effective” items. All items used a 7-point scale (1 = “strongly disagree” to 7 = “strongly agree”).

Results
In this experiment, the authors predicted that the use of a fictitious brand would produce the hypothesized main effect: Being exposed to online advertisements would increase perceived brand warmth, whereas being exposed to advertisements on an offline platform would increase perceived brand competence. To examine the prediction, the authors first averaged the items (from Aaker et al., 2010) to form a warmth score (α = .80) and a competence score (α = .92).
Supporting Hypotheses 1 and 2, a one-way analysis of variance revealed a significant main effect of advertising platform (online versus offline) on brand warmth, F(1, 82) = 9.27, p < .01, and brand competence, F(1, 82) = 4.16, p < .05. Participants perceived the brand to be warmer when advertisements were shown on Weibo (M = 4.10) than when they were shown in a Chinese newspaper (M = 3.48). In contrast, participants perceived the brand to be more competent when the advertisements were shown offline (M = 4.59) rather than online (M = 4.14).
Additional analysis confirmed that the likability felt toward the advertisements did not differ across online and offline platforms. This ruled out possible differences in the template design. In addition, the order of advertisement presentation did not affect subsequent brand evaluation.

Discussion
These findings highlight that different media platforms have unique effects on brand perceptions, in support of Hypotheses 1 and 2. Consistent with schema theory and the media-as-message paradigm, the results confirm that more advertisement exposure through online platforms produced higher brand-warmth perceptions, whereas more advertisement exposure through offline platforms produced higher brand-competence perceptions.


STUDY 2: LABORATORY EXPERIMENT—BOUNDARY CONDITIONS
The purpose of this experiment was two-fold. First, it aimed to demonstrate the boundary conditions of the main effects in two separate experiments. As postulated by schema theory, audiences put on a socially interactive mind-set in an online setting, whereas they use a lens of reputability in evaluating advertisements in an offline context. Not all online campaigns thus can be seen as warm if they are not interactive. Similarly, not all offline campaigns can be perceived as competent if they do not imply reputability.
In the following two experiments, the authors predicted that online advertising with low social interactivity would attenuate the effect on increased brand warmth (Study 2A) and that offline advertising with low reputability would attenuate the effect on increased brand competence (Study 2B). This set of experiments also aimed to generalize the existing findings by adopting brand measures of warmth and competence from industry practices (identical to the Millward Brown measures in Study 3) and by showing a different advertisement appeal of the shoe brand (See Appendix 2).
Study 2A
Method. Seventy-six university participants (all Chinese; 70 percent female; mean age = 21) were recruited for this study, in which they were assigned randomly to one of the three conditions. The experimental design was the same as in Study 1 except for an additional boundary condition—online advertising with low social interactivity. For the offline condition, an advertisement stimulus again was presented in a real Chinese newspaper layout. For the online context, the original design of the online advertisement embedded in Weibo in Study 1 represented the high social interactivity condition, and a display advertisement in a Chinese web portal (hao123.com) represented the low social interactivity condition.
As in Study 1, likability of the advertisements did not differ across the three conditions, despite possible differences in template design. When the authors cross-validated the dependent variables from different sources, the correlation results showed that both brand warmth (r = .82) and competence (r = .78) measures adopted from industry practices were correlated highly with the academic measures (Aaker et al., 2010), which shows good convergent validity of the measures.
Results. Replicating the results of Study 1, a pairwise comparison revealed that participants perceived the shoe brand to be warmer when the advertisement was shown in the online Weibo format (M = 4.69) than in the offline newspaper format (M = 3.86), F(1, 73) = 10.02, p < .01. When the advertisement was displayed on a web portal featuring low social interactivity, however, perceived brand warmth did not differ regardless of whether the advertisement was shown on the web portal (M = 4.19) or in a newspaper format (M = 3.86, p > .20). This suggests that the effect of online advertising on increased brand warmth was attenuated when the online platform was low in social interactivity.

Study 2B
Method. Seventy-nine university participants (all Chinese; 67 percent female; mean age = 21) were recruited for this study. The experimental design and procedure were the same as in Study 2A, except for the introduction of another boundary condition. In this study, an advertisement embedded in Weibo was employed as the online condition, and an advertisement in a Chinese newspaper represented the high-reputability offline condition.
The advertisement was placed in a paid national newspaper, People's Daily, which acted as a subtle informational cue on media reputability, consistent with competence manipulation in previous research (Aaker et al., 2010). In contrast, in the low-reputability offline condition, an advertisement was displayed in a promotional flyer format. Again, likability of the advertisement did not differ across the three conditions.
Results. The main effect results were replicated again in this study. The shoe brand was perceived to be more competent when the advertisement was shown in a newspaper (M = 4.75) than when it was shown on a social networking website (M = 3.90), F(1, 76) = 5.32, p < .05. More important, the results showed that perceived brand competence did not differ regardless of whether the advertisement was shown in the low-reputability flyer (M = 3.94) or on the online Weibo format (M = 3.90, p > .90). This suggests that the effect of offline advertising on increased brand competence was attenuated when the offline platform was low in reputability.

Discussion
These findings highlight the boundary conditions of advertising platforms on perceived brand warmth and competence. Adding to the robustness of the findings, the results from Study 2 replicate the main effects found in Study 1. The results reveal that the effect of online advertising on increased brand warmth was attenuated when the online platform was low in social interactivity, whereas the effect of offline advertising on increased brand competence was attenuated when the offline platform was low in reputability.
Consistent with the media-as-message paradigm, online and offline media platforms offer distinct contextual characteristics. Audiences in turn employ different schemas on encountering a brand in various online or offline platforms. In particular, audiences expect socially interactive elements in an online context, but they look for reputable signals when seeing a brand offline.


STUDY 3: REAL-LIFE BRAND DATABASE
The authors collated data from three independent sources. The first data source was GroupM, the largest media buyer in China. Through a joint research effort, the authors obtained the 2011 online and offline advertising expenses for the sampled brands in this study.
The second data source was Millward Brown, a global consumer and brand research firm. Millward Brown ran a large consumer e-panel in China with 400,000 consumers. By partnering with the firm, the authors obtained consumers' perceptions of each brand's warmth-related and competence-related measures, as well as the consumers' brand-purchase intention.
The third data source was related to each brand's message. The authors chose Weibo, Sina's platform, as the social media context. In 2012, Sina Weibo, which is similar to Twitter in the United States, had more than 500 million registered users and 100 million daily postings. Since November 2011, the Chinese government has required each microblog account to be traced to a genuine user with detailed information. This helps to ensure the reasonable reliability and credibility of using Weibo as a context to assess brand-communication content. This multisource design helped to reduce common method biases in the study.
Sample
This study covered 194 leading consumer brands (foreign, n = 91; local, n = 103) across 23 product categories in China. These included service brands (insurance, banking, airlines), utilitarian products (electronic home appliances, daily necessities), and hedonic products (confectionary, drinks). The broad range of brand categories and well-known brand choices ensured greater generalizability of the results.
Two full-time research assistants were employed to review each of the 194 brands' Weibo pages and download three of the latest brand-initiated postings that were longer than 50 Chinese characters. Short postings were excluded because many of them were replies to customers. A total of 582 postings, three for each brand, then were analyzed and coded by trained research assistants.
The coding scheme was created and refined according to established guidelines for content analysis (Tse, Belk, and Zhou, 1989). Coders were asked to code each posting independently, without knowledge of the study hypotheses. Any inconsistencies were discussed and resolved between the coders with advice from the authors.
Two coding measures of each brand's communication style—social interactivity and reputable content—were acquired from this content analysis. To check for intercoder reliability, the two coders coded an overlapping set of variables for a selected sample of brand messages (10 percent of the total sample, as suggested by prior studies; Wimmer and Dominick, 2010). Cohen's (1960) Kappa was used to assess interrater reliability, and the Kappa estimates ranged from 0.64 (for social interactivity) to 0.81 (for reputable content), which are considered adequate (Landis and Koch, 1977).

Operationalization of Measures
Measures for each construct in this study were collected, measured, and coded in 2011, except for each brand's advertising expenses, which were collected in early 2012 (See Table 1). For the brand-perception measures (from Millward Brown), an average of 220 consumers rated each of the 194 brands. The ratings were aggregated to represent brand warmth and competence scores according to Millward Brown's proprietary method.
Multiplatform advertising strategy—online/offline advertising expense ratio. The central goal of this study was to investigate the effect of multiplatform advertising to provide a clearer understanding of the balance between online and offline media. An online/offline advertising expense ratio—that is, the ratio of total marketer-generated Internet advertising expenses to offline advertising expenses—was employed as a proxy for the multiplatform effect in this study. Internet advertising expenses included total spending on websites, social networking sites, and search advertisements, whereas offline advertising expenses included television, newspaper, magazine, and radio advertisements.
As expected, television accounted for a major proportion of advertising spending (M = 67 percent), consistent with the media-consumption pattern in China. A higher ratio (greater than 1) implies that a company allocates more resources to online advertisements, versus offline, whereas a lower ratio (less than 1) indicates the reverse. This study examined the effect of this ratio on brand perceptions. The authors performed exponential transformation to normalize the distribution for regression analysis (Frank, 1966).
Brand warmth. Three measures from Millward Brown—namely, the extent to which a brand was perceived as friendly, kind, and innocent—were used to capture brand warmth. The three items closely followed the definition of warmth presented in prior works (Cuddy et al., 2008). An exploratory factor analysis was performed, and the results showed a neat cluster of the three items into a single factor.
Brand competence. Similar to the brand warmth construct, three brand measures from Millward Brown were used as a proxy for brand competence. The three items—the extent to which a brand was perceived as assertive, brave, and adventurous—followed closely the description of competence as the capability to bring about one's intent (Cuddy et al., 2008). Again, these items were factor analyzed, and the results showed that they adequately fit into a single-factor construct.
Socially interactive content. This measure was obtained from content analysis of the Weibo postings by each brand. After selecting the latest three postings from each brand, the research team followed a multistep content-analysis procedure, as illustrated in previous studies (Tse et al., 1989). The team randomly selected 10 of the brand postings from the sample and developed eight items, such as “fun/entertaining,” “informative,” and “interactive,” to cover different aspects of the message content. A 5-point Likert scale (from 1 = “definitely not” to 5 = “definitely”) was used for the coding. The team then coded the eight content items with a new set of brand postings to ensure the comprehensiveness of the coding scheme. Within the coding scheme, items reflecting the extent to which the brand message was considered interactive were used as a proxy for social interactivity.
Reputable content. This measure was obtained from content analysis of the Weibo postings by each brand. Within the coding scheme, reputable content was operationalized as the extent to which brand messages embedded information or updates from reputable sources, including celebrity endorsers, experts, key opinion leaders, sponsors, and cobranding partners. The existing coding followed prior studies on source credibility and celebrity-endorsement content analysis (Chaiken and Maheswaran, 1994; Choi et al., 2005).
Purchase intention. A proxy, “Value-D Score” (worth buying or not), constructed by Millward Brown, was used to capture consumers' purchase intention toward the brand. The proxy was operationalized as the extent to which a brand was worth its cost (the subtractive result of a price index from a desire index).
Control variables. Management studies have suggested that factors such as a company's size, nature, and industry affect its performance (Waddock and Graves, 1997); therefore, each of these characteristics was operationalized as a controlling variable. Following standard proxies from prior research, the authors employed three size measures in this study—total assets, brand age as number of years of existence in the market, and number of employees. In addition, they created a dummy variable for whether the brand was from China (local) or outside China (foreign) to account for possible differences in brand perceptions.
Finally, the authors employed two proxies to control for any effects from the different nature of offerings:

	a dummy variable for whether the brand offering was a product or a service;

	a dummy variable on industry category of whether the brand was a fast-moving consumer good or otherwise, with Standard Industrial Classification being used for the industry coding.



Because half the sampled brands fell into manufacturing, including food, apparel, and mobile telephones, and the other half were dispersed into finances, services, entertainment, and transportation, the authors generated a dichotomous dummy variable to better capture the nature of business in the current sample.

Analysis and Results
Validation of measures. The results of various assessments revealed that the latent measures in this study demonstrated satisfactory convergent and discriminant validity (See Table 1 for measurement items and the respective validity assessments of the two latent constructs; See Appendix 3 for the correlation matrix and descriptive statistics of the measurement items). The authors used standardized scores to create interaction terms for the moderated regression analyses. The variance inflation factors in the regression model were around 1.0, indicating that multicollinearity was not a problem.
Multiplatform effects: Online as warm and offline as competent. The first two hypotheses assessed the effects of a multiplatform advertising strategy on brand warmth and brand competence, respectively. When using a ratio as the independent variable, one needs to exercise care in interpreting the results. A positive outcome signifies that online advertising expenses have a stronger effect on the dependent variables, whereas a negative outcome means offline advertising expenses (the denominator) have a stronger effect on the dependent variables.
As expected, the online/offline-platform ratio—online to offline advertising expenses—exerted a positive significant effect on brand warmth (β = .184, p < .01) and a negative significant effect on brand competence (β = −.209, p < .001; See Table 2, Models 2 and 5). The results confirm Hypothesis 1 (a higher proportion of online advertising efforts produced stronger brand warmth) and Hypothesis 2 (a higher proportion of offline effort produced stronger brand competence), in accordance with the media-as-message effect and schema theory. The consistency of these findings with the experimental results from Study 1 and Study 2 adds to the external validity of the proposed cross-media effects.
Moderating effect of social interactivity. Hypothesis 3 posited that a communication style that promotes social interactivity would enhance the positive impact of the online/offline platform advertising ratio on brand warmth. The results (Model 3) support this proposition (See Table 2). The advertising ratio interacted with social interactivity to produce a positive significant effect (β = .248, p < .08) on brand warmth, whereas the main effect of social interactivity was insignificant.
A simple-slope analysis (See Figure 2) showed that when advertisements were delivered more often through the online platform, brand warmth was significantly higher if the message style was highly socially interactive than if it was not,

which supports Hypothesis 3. In addition, this enhancement effect of social interactivity only exerted a significant effect on brand warmth, not on brand competence (β = −.190, ns; Model 6), which further supports the unique differential platform effect based on schema theory.
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Table 1 Description of Measures



Moderating effect of reputable content. Hypothesis 4 postulated that the effect of a company's offline advertising efforts on brand competence would be enhanced if the advertising message contained reputable content. The results showed that reputable content interacted positively

with the online/offline platform ratio and improved brand competence (β =−.153, p < .05; Model 6), and the main effect of reputable content was insignificant.
View this table:	View inline
	View popup



Table 2 Regression Results of Cross-Platform Effects on Brand Personality (N = 194 brands)



A follow-up simple-slope analysis (See Figure 3) revealed that the interaction effect pattern agreed with what was proposed. In the high offline advertising effort condition, the brand was perceived to be more competent when the messages were related more, versus less, to reputable sources, such as information on endorsers, key opinion leaders, and cobrands. This finding supports Hypothesis 4. Again, such enhancement effect of reputable content was unique to the offline platform in that it did not exert a significant effect on brand warmth (β = .022, ns; Model 3).
Downstream effect on brand purchase intention. In previous research (Aaker et al., 2010), both brand warmth and competence were regarded as favorable brand attributes that drive positive brand performance. Similarly, the current results validate prior findings that brand warmth (β = .309, p < .001) and competence (β = .267, p < .001) exerted significant direct effects on purchase intention. In addition, this study further demonstrates that brand warmth and competence interacted with each other to affect purchase intention significantly (β = .203, p < .01; See Appendix 4). It thus appears that achieving high levels of both warmth and competence dimensions offers brands extra benefits that go beyond the individual effects.

Discussion
In sum, the findings from the study on real-life brands confirm the proposed full multiplatform model. First, committing


more advertising efforts to online platforms enabled brands to create a sense of warmth and friendliness among consumers. Likewise, applying more effort to offline media enhanced perceived brand competence among consumers.
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Figure 2 Interaction Effects of Online/Offline Platform Ratio and Social Interactivity on Brand Warmth
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Figure 3 Interaction Effects of Online/Offline-Platform Ratio and Reputable Content on Brand Competence



Second, this study helps to identify two message-content strategies that enhanced the above multiplatform effects. Messages that promoted social interactivity reinforced the effects of online advertising efforts on brand warmth, whereas messages that reflected higher reputability strengthened the effect of offline advertising efforts on brand competence. Finally, both brand-perception dimensions individually and complementarily drove consumers' brand purchase intentions.


GENERAL DISCUSSION AND IMPLICATIONS
Despite the increasing use of a multiplatform strategy, knowledge of its theoretical roots, fundamental mechanisms, and downstream effects remains preliminary. The popularity of this strategy has opened up new constructs, such as multitasking, sequential exposure (Enoch and Johnson, 2010), and positive and negative media synergy (Chang and Thorson, 2004; Enoch and Johnson, 2010). The issues of congruence and alignment have drawn continual interest, with studies focusing on the fit among campaign elements (Dahlén et al., 2008) and content consistency over time (Chatterjee, 2012) and across media (Voorveld and Valkenburg, 2015).
This article has benefited and was built from these works, as it set out to understand how multimedia contexts drive specific brand dimensions and how message design—both social interactivity and reputability—moderates these effects. In so doing, this article delineates these effects through a conceptual model and examines the relevant hypotheses in China through a multimethod, multibrand, and category design. The authors drew insights from schema theory and the media-as-message paradigm to delineate how media format, experience, editorial control, and audience engagement make up the unique features of online and offline media.
These media features operate as contextual cues that precipitate a subconscious impression of brands when their advertisements are placed on these platforms. Online media help to project an image of warmth and friendliness for brands that use them to advertise, whereas offline media carry a one-way, authoritative image that encourages consumers to perceive brands as more competent. Using a series of controlled experiments together with a real-life database of 194 consumer brands, the authors validated this multiplatform effect and verified the enhancing (moderating) effects of message-content strategies.
This article was a response to calls from researchers (Assael, 2011; Chatterjee, 2012; Voorveld and Valkenburg, 2015) to develop a conceptual model with empirical validations regarding cross-media advertising. With the growing prevalence and importance of online media, some scholars have begun to question the validity and applicability of traditional advertising theories, such as the elaboration likelihood model, to new digital platforms (Kerr, Schultz, Kitchen, Mulhern, and Beede, 2015). The authors of this article contend, however, that certain foundational media theories still very much are relevant, especially for multiplatform strategies in advertising, and the current study results validate this argument.
The studies confirm that multiplatform advertising strategies exert salient effects on brand-perception dimensions, which, in turn, affect purchase intention. The findings also reveal two routes to improving purchase intent: by enhancing a brand's perceived warmth, and by enhancing its perceived competence. When consumers associate a brand with higher competence, they likely will perceive the brand as more reliable in its claims. A warm brand gives consumers the impression of being sincere, modest, and helpful. The effects of these two brand-perception dimensions are traceable to the platforms on which the advertisements appear, an important discovery as brands continually strive to differentiate themselves.
With respect to theory, this article helps to delineate the underlying mechanisms in cross-media research by employing the relevance of information cues from schema theory. This crucial finding provides a new starting point for examining the role of these information cues as consumers engage in multiple exposures on different media (Enoch and Johnson, 2010). It also might provide additional hypotheses for multimedia effectiveness studies, such as whether informational cues across media types have an additive effect or create a negative synergy on advertisement persuasiveness.
Multiple Touch Points for Impacts on Brand Perceptions
The findings in this article validate the effect of the current multiplatform approach that most brands adopt. Even with the popularity of a multiplatform approach, brands gradually are shifting their budgets to online spending. The findings from this article caution against this, however, showing that there is great value in both the traditional and the new.
The current study proves that unique and desirable brand-perception dimensions are elicited through offline and online advertising. In particular, online advertising drives brand warmth, whereas offline advertising drives brand competence. The distinctive roles played by online and offline media enable advertisers to strategize and improve the effectiveness of their advertising budgets, a message that certainly will be welcomed in today's resource-tight economy. This echoes the brand-management studies on the importance of identifying an arche-type for a brand and developing coherent communication strategies around it (Mark and Pearson, 2001).

Cultivating Brand Warmth And Brand Competence
Although advertisers commonly look at a brand's competence or performance as the primary driver of brand equity (Chu and Keh, 2006), this study suggests that brand warmth also is a strong predictor of consumer purchase intention. In light of consumers' increasing distrust and skepticism toward brands and their advertising messages, an important takeaway of this study is that adding perceptions of warmth, and thus creating a better connection with consumers, may reap extra benefits beyond the traditional emphasis on brand competence alone.

Looking Beyond Simple Online Brand Metrics
There also is an increasing trend toward using web-traffic volume, number of followers, message forwarding, and “viralness” as metrics to justify a brand's advertising spending in online media. This study, however, suggests that to be successful, a brand's online strategy needs to go further than these simple traffic metrics. The findings encourage brand managers to go beyond promoting buzz and traffic to examine as well how online efforts affect a brand's personality dimensions, because the perceived warmth of the brand is at stake. Brand managers, therefore, should think of ways to leverage digital technologies across their brand's touch points to improve the brand's personality perceptions; they should also pay attention to interacting with consumers at the right time and with the right content.

Offline and Online Advertising in China
Finally, the authors put forth two implications for companies operating in the Chinese market, which form the basis for Study 3 of this article. First, in light of recent well-documented scandals and failings in various industries and among foreign and local brands alike, performance assurance and accountability are especially important for doing business in China. In the quest to portray these attributes, brands operating in this market may want to consider that communicating reputable content can increase significantly perceptions of brand competence and, ultimately, purchase intentions. They need to note, however, that this effect may be more salient in advertising on traditional offline media platforms than online platforms, which underscores the continual value of offline campaigns in China.
Second, the speed of online media growth and development in China is among the fastest in the world, which presents a constant challenge for practitioners to adapt to the evolving digital trends in communicating with consumers. For instance, popularity has shifted from social media microblogging to mobile instant messaging, from Weibo to WeChat. Even among such online trends, the findings of this study suggest that a higher level of social interactivity produces positive brand outcomes—that is, brand-warmth perceptions. In utilizing the various online media tools in China, practitioners should prioritize audience interactivity as a way to mold a warm brand perception among Chinese netizens.

Limitations and Future Research Directions
This study has limitations that point to opportunities for future research. First, the context of this study is China, where the unique and indigenous characteristics of the market are known well. It would be useful for future studies to expand the research scope to include other country markets to better define the boundary conditions and cultural heterogeneity of the multiplatform effects.
Second, as a pioneering attempt, this study adopts a parsimonious approach to assess multiplatform effects by summing up advertising efforts along the online–offline divide. Although the lab experiments in Study 2 took a more nuanced approach by comparing two different online platforms (website versus social networking site) and two different offline platforms (promotional flyer versus mainstream newspaper), the large-scale brand study was not able to make this distinction. It thus may be advisable for future studies to survey brands on their itemized spending in specific types of online and offline media platforms to ascertain the effect of these platform types on warmth and competence dimensions.
Third, because the real-life brand study focused mainly on large-scale and well-known brands, future studies can examine whether smaller or start-up brands exhibit fundamental differences in relation to brand-perception and message-content constructs. As the multiplatform strategy continues to evolve, a comprehensive understanding will provide much-needed insights in the future. Last, future research exploring the downstream effects of brand warmth and competence on brand performance should supplement the model with other objective data, such as actual sales and user brand experience. These data would further underscore the value of brands vying for warmth and competence perceptions.
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APPENDIX 2 Advertisement Stimuli for Boundary Conditions of Experiments 2A and 2B
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