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Abstract 

 

The concept of brand exists since the Ancient Greece. However, it was only in the 
twentieth century that it became an economic and social phenomenon. In this context, it 
emerges the concern for brand management (Branding) and several theories of consumer 
behavior. 

Normally, purchases and/or decisions of major involvement for the consumer are, 
mainly or even entirely, presented as based on cognitive appeals, involving rationality. 
However, it is believed that the capacity that a brand has to manage emotions through affective 
appeals can be as important and fundamental in its success as the ability to generate cognitive 
appeals.  

Since going to the university is one of the most important moments in one’s academic 
life, as well as being a decision that requires reflection, it is proposed to study what makes 
someone, in this particular case, prefer the brand Instituto Superior Técnico (IST) as the 
university where to pursue its studies. What kind of appeals most influenced that decision? 
Cognitive, emotional or both? 

In order to answer the question raised above it was developed a questionnaire – 
considering previous studies about consumer attitudes towards a brand – for IST students to 
respond. The results of that questionnaire will be subjected to a careful and rigorous statistical 
analysis, and should provide information that enlightens the nature of the appeals used when 
choosing the brand IST. 

 

Keywords: Affective Appeals, Brand, Branding, Cognitive Appeals, Involvement. 

 

1. Introduction 
 
The use of brands has evolved 

throughout history and there are references 
of its application in business management 
since Ancient Greece. Although the use of 
this denomination of origin emerged early in 
the history of the marketing, it seems 
consensual that the development of the 

concept brand, as an economical and social 
phenomena, only occurred in the mid-
twentieth century. 

The importance given to this concept as 
an enabler of added value had its starting 
point in the 80’s, with processes of mergers 
and acquisitions that triggered a boom in 
the market value, where it is possible to 
identify cases of company’s sales based on 
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the asset value of its brand. It is in this 
context that emerges the interest for brand 
management.  

What is a brand and the importance of 
brand awareness has changed a lot. In fact, 
the brand ceases to be simply a visual 
symbol of denomination of origin, to 
become an entire system of tangible and 
intangible information. 

Normally, purchases and/or decisions 
of major involvement for the consumer are, 
mainly or even entirely, presented as based 
in cognitive appeals, involving rationality. 
However, it is believed that the capacity 
that a brand has to manage emotions 
through affective appeals can be as 
important and fundamental in its success as 
the ability to generate cognitive appeals.  

The intention of this study is to connect 
these types of appeals with the choice of 
the brand IST, in other words, to evaluate 
how the process of decision-making is 
affected by these types of appeals. To be 
able to quantify the influence of such 
appeals in that process and move from a 
purely theoretical basis toward a more 
practical one, a questionnaire was carried 
out followed by statistical analysis of the 
data collected. The questionnaire used 
includes two scales: one designed by 
Spangenberg, Voss and Crowley (1997), 
which quantifies the weight of affective 
(hedonic) and cognitive (utilitarian) 
decisions, and the other, developed by 
Zaichkowsky (1985), which quantifies the 
level of personal involvement with this 
situation/decision. 

 
 

2. State of the Art 
 

What is a brand? 
 

The classical definition from the 
American Marketing Association (AMA) 
saya that “Brand is a name, a term, a 
symbol, or design, or a combination of 
them, intended to identify the goods and 
services of one seller or group of sellers 
and to differentiate them from those of 
competitors” (2007). 

The concept of what is a brand has 
gradually evolved over the years. 
Nowadays, brand is seen as a combination 
of tangible and intangible attributes that, 
properly managed, generate influence and 
value (Olins, 2005). 

Currently, one of the great challenges 
of a brand is to ensure certain standards of 
quality in order to guarantee the customer 

loyalty, as brands seek to convey a level of 
quality so that satisfied customers choose 
the same brand again and again. The main 
recipe for a brand to succeed is to create a 
strong and distinct image. 

 
What is Branding? 
 
Creating a strong and desirable brand 

depends on its impact on the consumer’s 
mind. Subsequently, it becomes imperative 
to create mental structures that help 
consumers to organize their knowledge 
about the products and services in order to 
clarify their decision-making and, in the 
process, add value to the company. Since it 
is necessary to develop more and bigger 
efforts to define the strategy of a product, 
this subject becomes one of the complex 
problems that affect most companies. 

In the course of successive changes in 
the mentalities prevailing in several 
companies, one comes to the current and 
most understandable definition of what 
Branding is: it is a set of actions connected 
to the management of brands. These 
actions, decided with knowledge and 
competence, lead brands beyond their 
economical nature, becoming part of the 
culture and influencing people’s life. These 
actions have the ability of simplifying and 
enriching our lives in an increasingly 
confusing and complex world (Martins, 
2006). 

 
Brand Equity 
 
The concept of brand goes far beyond 

a mere name or symbol. A brand 
represents the consumers’ perceptions and 
their feelings and expectations about a 
product or service.  

Brand Equity is the value of a brand 
based on the consumer’s loyalty, brand 
awareness, the perceived quality, the 
associations that the brand presents, and 
other assets, such as patents, 
communication channels and trademarks 
(Aaker, 1996; Kotler et al., 2008). 

Nevertheless, according to Kotler and 
Keller (2007), there are two possible 
approaches to measure brand equity. An 
indirect approach, in which the 
measurement is performed through the 
identification and tracking of the consumer’s 
opinion and knowledge of the brand. And a 
direct approach, in which the purpose is to 
measure the impact that a brand has on the 
consumer and how he or she responds to 
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marketing strategies carried out on behalf 
of that brand.   

 
Process of Decision-Making 

Concerning the Choice of a Brand 
 
Existing theories about brand loyalty 

are perhaps the most effective way of 
studying the relationship between the 
consumer and a brand.  

Fournier (1998) developed a 
conceptual framework intended to better 
understand the relationships between 
consumers and their brands. For a better 
understanding of the subject, the author 
argues that, (i) brands can and should be 
foreseen as important relational partners; 
(ii) the relations consumer-brand are valid 
as experience and (iii) the relations 
consumer-brand can be specified in several 
ways using a vocabulary that can be useful 
not only theoretically, but also practically. 

 
Consumer’s Decision-Making  
 
Preferences for a certain type of 

product or service are a result of significant 
affective factors, such as: social pressure, 
influences from our family or peers or too 
much exposure to the product or service. 
However, most of our attitudes involve a 
cognitive field; they can be shaped without 
the emotional support mentioned above.  

Preferences can also be acquired as a 
result of both cognitive and affective 
factors, and the order in which they arise in 
this decision-making process is not always 
the same. 

It is often said that cognitive factors 
justify the choice and the emotional 
determine the choice, that is, while the 
cognitive factors give a plausible reason for 
choosing a specific type of product, the 
affective factors, in most cases, only lead 
the individual on a path that does not have 
a rational explanation (Zajonc and Markus, 
1982). 

It is frequent to consider that attitudes 
have three components: a cognitive (set of 
beliefs that an individual has regarding an 
object), an affective (positive or negative 
reactions towards an object) and a conative 
(expected behaviors and what actually 
occurred). This classification of attitudes is 
called tripartite composition (Zajonc and 
Markus, 1982; Weiner, 1998). 

In an attempt to describe the interaction 
between the components of attitudes and 
the resulting behaviors, Bagozzi (1983) 
suggested four models to describe 

consumer’s responses: model of affective, 
cognitive, parallel and social response. 

The model tested in this work was 
created based on the model of parallel 
response, because this uses the affective 
and cognitive appeals at same level of 
importance. 

 
Theory of Consumer Behavior 
 
Consumer’s behavior is the study of the 

processes involved in the choice, purchase 
and use of products, services, ideas or 
experiences that meet their needs and 
desires (Belch, 1978).  

According to Howard and Sheth (1985), 
once the consumer has decided what 
product to purchase, another important 
decision follows: choosing the brand of that 
product. This decision will be based on 
three elements: set of reasons; several 
possible choices and mediators of decision. 
 
 

3. Methodology 
 
The main purpose of this study is to 

evaluate what leads – or not – someone to 
choose IST to pursued their studies at a 
higher level, if hedonic/affective factors or 
utilitarian/rational or both.   

In order to achieve this goal, it was 
developed a questionnaire intended to 
measure motivational levels (in affective 
and cognitive components) of IST students 
concerning their university brand choice.  

After some research, the questionnaire 
developed involved three sections: one with 
demographical questions; another to 
assess the hedonic and utilitarian levels 
behind the decision, and another to 
measure the personal involvement level 
with that decision. 

The scales chosen to measure these 
variables were: the scale developed by 
Zaichkowsky (1985), called Personal 
Involvement Inventory (PII) to measure 
Involvement, and the scale developed by 
Spangenberg, Voss and Crowley (1997), 
entitled Hedonic and Utilitarian Consumer 
Attitude (HED/UT) to measure the Hedonic 
and Utilitarian levels.  

Since that, for practical reasons, it was 
not possible to distribute the questionnaire 
to students in the process of choosing IST 
as their university, the questionnaire was 
distributed to students already attending 
IST degrees. Afterwards, it became 
imperative to deliver those same 
questionnaires to the largest possible 
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number of students. To accomplish this, it 
was decided to distribute the questionnaire 
in the Internet and advertised it through a 
social network (Facebook) and mailing lists 
of all the degrees offered by IST in the 
TagusPark campus. 

  
Research about the study and use of 

hedonic/utilitarian scales 
 

One of the most important questions to 
research in this study relates with the 
dichotomy between hedonism (behavior 
dimension related with having fun, being 
spontaneous and searching for 
multisensory experiences) versus 
utilitarianism (behavior dimension related to 
some kind of conscience/rational search). 
In this study, the scale used to measure 
these behavior dimensions was developed 
by Spangenberg, Voss and Crowley (1977). 

These same dimensions have been 
discussed in literature by several authors in 
different circumstances. Among many 
studies about the utilitarian dimension it is 
important to emphasize: Batra and Ahtola 
(1990); Olney, Holbrook and Batra (1991); 
Crowley, Spangenber and Hughes (1992). 

On the other hand, the hedonic 
dimension was studied by Hirschman and 
Holbrook (1982), Batra and Ahtola (1990); 
Olney, Holbrook and Batra (1991); Crowley, 
Spangenber and Hughes (1992) and Babin, 
Darden and Griffin (1994). 

 
Model and Hypotheses Tested 
 
In order to be able to perform this 

evaluation with the utmost accuracy and 
precision it is proposed a model  consisting 
of four variables: one dependent and three 
independent. The dependent variable is the 
one that we want to evaluate and, as its 
name entails, it depends on the 
independent variables.  The independent 
variables are those that combine a set of 
factors and experimental conditions that are 
manipulated and modified throughout the 
study (Malhotra, 2007). 

Since the topic of this dissertation is the 
study of students who chose IST as their 
first option or not to continue their studies, 
this becomes our dependent variable. The 
factors that may influence this dependent 
are the behavior hedonic and utilitarian 
factors as well as the involvement level in 
this decision, so these are our independent 
variables.  

The hypotheses that will be tested are 
the following: 

H1: The student utilitarian attitudes 
significantly influence the choice of IST as 
the first option to enter higher education; 

H2: The student hedonic attitudes 
significantly influence the choice of IST as 
the first option to enter higher education; 

H3: The student utilitarian and hedonic 
attitudes significantly influence the choice of 
IST as the first option to enter higher 
education; 

H4: The student utilitarian and hedonic 
attitudes and involvement significantly 
influence the choice of IST as the first 
option to enter higher education; 

H5: The student involvement has a 
significant moderating influence on the 
utilitarian and hedonic attitudes when 
choosing IST as the first option to enter 
higher education; 

H6: The students that have chosen IST as 
their first option obtain significantly different 
values for the pairs of adjectives of the 
utilitarian attitudes scale, than those who 
did not choose IST as their first option; 

H7: The students that have chosen IST as 
their first option obtain significantly different 
values for the pairs of adjectives of the 
hedonic attitudes scale, than those who did 
not choose IST as their first option; 

H8: The students that have chosen IST as 
their first option obtain significantly different 
values for the pairs of adjectives of the 
involvement scale, than those who did not 
choose IST as their first option; 

H9: The students that have chosen IST as 
their first option obtain significantly different 
values in the utilitarian attitudes scale, than 
those who did not choose IST as their first 
option; 

H10: The students that have chosen IST as 
their first option obtain significantly different 
values in the hedonic attitudes scale, than 
those who did not choose IST as their first 
option; 

H11: The students that have chosen IST as 
their first option obtain significantly different 
values in the involvement scale, than those 
who did not choose IST as their first option. 
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Developing the questionnaire 
 
The questionnaire involves three 

distinctive sections: Set of demographical 
questions; Twenty four questions – twelve 
of hedonic nature and other twelve of 
utilitarian. These questions were based on 
the scale developed by Spangenberg, Voss 
and Crowley (1997) and twenty questions, 
intended to measure the involvement that 
this decision implies. All the questions were 
based on the Zaichkowsy (1985) scale. 

Both scales used in this study are 
called semantic differential (of 7 points), 
which means bipolar scales where only the 
extremes are described. The semantic 
differential scales are graduated scales 
from one to seven points where extremes 
are associated to bipolar “labels” with the 
same semantic meaning (Malhotra, 2007). 

 
Measuring the Involvement through 

the Personal Involvement Inventory 
Scale 

 
In the existing literature, involvement 

has been studied, among others, by: 
Howard and Sheth (1969), and Clarke and 
Belk (1978).It was decided to use the scale 
proposed by Zaichkowsky (1985), since it 
assumes a vision of involvement that meets 
this study needs. In other words, it is based 
on personal relevance: “personal relevance 
of each individual about an object, based 
on their inherent needs, values and 
interests” (p.342).  

 
Measuring Hedonic and Utilitarian 

components trough the HED/UT Scale 
 

Havlena and Holbrook (1986) state that 
consumption experiences change within a 
mix of hedonic/utilitarian, 
tangible/intangible, or objective/subjective 
components, together with emotional 
aspects of consumption experiences that 
may occur. 

In hedonic consumption, the interest 
and involvement generated by the products 
is greatly emphasized. Stimulus alone does 
not possess the full capacity to engage the 
consumer. The consumer has the ability to 
become involved. Therefore, involvement 
will necessarily change from consumer to 
consumer and product/service to 
product/service (Taylor and Joseph, 1984). 
Highly involving stimulus should result in 
more intense and affective reactions when 
compared with peripheral stimulus. To 

Spangenberg, Voss and Crowley (1997), 
high levels of involvement should lead to 
high levels of hedonic levels. Therefore,  it 
is reasonable to combine the use of their 
scale with the involvement measurement 
scale, that in this study will be the Personal 
Involvement Inventory.  

As a result, it was decided to use the 
scale proposed by Spangenberg, Voss and 
Crowley (1997), more commonly known as 
HED/UT. 

 
Pre-test questionnaire 

 
According to Malhotra (2007), pre-tests 

correspond to the verification of 
questionnaires in a small sample of people 
and are intended to identify and eliminate 
potential problems that the initial version of 
the questionnaire might have. In this way,  
the questionnaires can be successfully 
applied and effectively respond to the 
questions raised by the researchers.    

Reynolds, Diamantopoulos and 
Schlegelwilch (1993) recommend that the 
pre-test sample comprises five to fifty 
elements and to carry out the pre-testing by 
personal interview, in order for the 
researcher to observe the participants 
answering the questionnaire and determine 
whether it is understandable.  The pre-tests 
were accomplished with the collaboration of 
ten participants. They were individually 
asked to answer the questionnaire, under a 
close observation. It was possible to 
observe and register some isolated doubts 
from the participants, which were 
considered in the final questionnaire 
available on the Internet. The average time 
to answer the questionnaire stood at five 
minutes. 

 
Data Collection 

 
The questionnaire was available for 

about twenty days on a Web address.  
To facilitate the dissemination of this 

research it was used a social network,  the 
Facebook. In the IST group in this social 
network it was wrote a small advertise 
where it was explained the purpose of this 
research and the link where those 
interested in responding the questionnaire 
could do so. Besides this effort, it was also 
sent an email to the Center of Student 
Support (CSS) in TagusPark, explaining the 
study that was being developed and 
providing the link where those interested in 
collaborating could answer the 
questionnaire. By sending this email, the 
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purpose was for the CSS to forward it for 
their entire mailing list, that comprises all 
the students that are studying in the 
TagusPark campus. The research did not 
include the rest of IST students due to 
bureaucratic difficulties and lack of 
collaboration of some of the participants in 
all this process.  

 
Description of the sample 

 
The questionnaire was answered by 

225 people. From those, only 179 fully 
answered all the questions. Therefore, it 
was decided to eliminate any questionnaire 
where one or more questions were not 
answered – this method is called Casewise 
Deletion.  

The existing “losses” (missing data) 
when answering the questionnaire may due 
to its extension (although it’s answering 
take about five minutes), to its nature 
(scales of semantic differential) or to  
difficulties in understanding some of the 
questions (even considering the 
development of a pre-test stage), or even to 
the lack of interest or concentration of some 
of the participants. 

From the 179 IST students that agreed 
to collaborate in the study, the majority are 
male (n=127, 71,0%) while the female 
gender represents only 29,0% (n=52) of the 
sample. The average age is 23,1 years old 
(SD = 2,8 years), the youngest student has 
18 years old and the oldest is 35. 

Concerning the academic qualifications, 
respondents with the high school were the 
most frequent situation (90,0% of the 
sample), followed by those having a first 
degree (8,0%) and master’s degree (2,0%). 

When asked if the IST was their first 
choice only 10,9% of the students indicated 
that it was not their first choice. 
 
 

4. Data Analysis 
 

After applying the questionnaire, the 
data collected were analyzed by using a 
specific software, SPSS (Statistical 
Package for the Social Sciences), which will 
provide all the statistical tools necessary to 
perform the tests that will allow us to 
answer the questions raised on this 
research.  

Two types of statistical techniques were 
used to analyze the results obtained: 
logistical regression and t tests. The choice 
of such tools will be justified later in this 
study. 

Results 

To test the hypotheses previously 
formulated we will use as reference, to 
accept or reject as null hypothesis, a 
significance level of (α) ≤ 0.05 or 
significance level of ≤ 0.10. In the first five 
hypotheses we will use, in different ways, 
the logistic regression model, since we are 
evaluating the influence of independent 
variables on a dependent variable of 
nominal type. In the remaining hypotheses 
we will use the t test for independent 
samples, as we are comparing two sets of 
dependent variables of quantitative nature. 
When the dependent variable is 
dichotomous, assuming one of two possible 
results (as in this case in which IST is 
chosen or not as the first option), what is 
measured is not the occurrence but the 
possibility of occurrence. Therefore, the 
logistic regression is the proper technique 
of statistical analysis in cases where the 
dependent variable has a discrete nature 
(Pampel, 2000; Hair et al., 1998).  

The results from the logistic regressions 
carried out (concerning H1…H5) are 
presented in Table 1 and Table 2 (see page 
7). Table 1 shows the results of model 
adjustment and Table 2 shows the results 
of logistic regression equations.  

With the exception of H4, all the other 
regressions didn’t revealed significant 
effects of the independent variables over 
the dependent variable. However, H4 
revealed a significant effect of the 
involvement over the probability of choosing 
IST as the first option vs. other options:.this 
probability  increases 4,8% 100*(1,048-1) 
for each unit increase of the involvement, 
maintaining the other explanatory variables 
constant. 

In the remaining hypotheses 
(H6…H11), t tests were used to verify the 
results between two independent groups, 
one with those cases that chose IST as 
their first option, and the other group with 
those that did not do that. From the tests 
carried out, it can be said that that there are 
no statistically significant differences 
between these two groups. The only 
significant difference between the two 
groups was found in the involvement scale 
(H8) with the pairs of adjectives 
Trivial/Fundamental, Useless/Useful, Not 
Considerable/ Considerable, Not 
Worrying/Worrying. 

The internal consistency of the scales 
used was evaluated with the coefficient of 
internal consistency Cronbach’s Alpha. The 
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values found for all independent variables 
(0,911 for utilitarian; 0,903 for hedonic and 
0,945 for involvement) show an excellent 

internal consistency (Hill and Hill, 2005), 
and are in consonance with those obtained 
by the scales authors. 

 

 

Tabel 1 - Model Summary 

 

  

  

  

Model Summary 

  

Hosmer and 

Lemeshow 

-2 Log Likelihood  Cox & Snell  (R Square) Nagelkerke (R Square) Sig. Chi-Square 

H1 116,601 0,001 0,003 ,213 10,803 

H2 116,615 0,001 0,002 ,602 6,401 

H3 116,530 0,002 0,003 ,602 11,267 

H4 111,445 0,03 0,062 ,534 7,024 

H5 110,141 0,037 0,076 ,352 8,888 

 
 

 

Tabel 2 - Logistic Regression Equations 

 

Hypotheses                                                                Equations 

H1 

0 1
( )Logit IST Ut= β + β  

( ) 1,376 0,009Logit IST Ut= − + −  

H2 

0 1
( )Logit IST Hed= β + β  

( ) 1,767 0,009Logit IST Hed= − + −  

H3 

0 1 2
( )Logit IST Hed Ut= β + β + β  

( ) 1, 494 0,006 0,006Logit IST Hed Ut= − + − + −  

H4 

0 1 2 3
( )Logit IST Hed Ut Env= β + β + β + β  

( ) 3,376 0, 24 0, 43 0, 47Logit IST Hed Ut Env= − + − + − +  

H5 

0 1 2 3 4 5
( ) * *Logit IST Hed Ut Env Env Hed Env Ut= β + β + β + β + β + β  

( ) 13,363 ,064 ,056 ,138 ,001 * ,001 *Logit IST Hed Ut Env Env Hed Env Ut= − + + + + − + −  

 

 

5. Conclusions 

The analyses of the results obtained 
allow some conclusions from this 
exploratory study.  

Model results do not allow to conclude 
with an acceptable degree of confidence if 
the types of appeals studied (affective and 

cognitive) affect or not the choice of 
pursuing a degree in IST, which means, 
that the choice of the brand IST is not 
explained through these same appeals.  

Since the first five hypotheses tested 
(H1, H2, H3, H4 and H5) concern the 
building of the model that explains the
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choice of the brand IST, their analysis 
shows that the proposed explanatory 
variables have no statistically significant 
results. Despite this fact, it was decided to 
illustrate some interesting results about the 
quality of the adjustment of the several 
models tested (Table 1). 

For the first two hypotheses (H1 and 
H2), we can observe that the values 
achieved are rather similar, meaning that 
when the utilitarian attitudes (H1) and the 
hedonic attitudes (H2) are tested 
separately, the explanatory quality of the 
resulting model is quite alike. 

In the third hypotheses (H3), the 
hedonic attitudes were tested along with the 
utilitarian attitudes. In this case, the results 
of the model adjustment are slightly better, 
as we can see by the increasing value of 
the Cox & Snell statistic, the Chi-square 
and the reduction of the -2 Log Likelihood 
value. 

In the fourth hypotheses tested, it was 
introduced a new variable, the involvement, 
that was tested along the hedonic and 
utilitarian attitudes. It is noticeable that the 
adjustment values of the model 
substantially improve, mainly by the 
reduction of the -2 Likelihood value and the 
increasing value of Nagelkerke’s R square. 

Finally, in the fifth hypotheses (H5), it 
was tested the moderator effect of the 
variable involvement in hedonic and 
utilitarian attitudes. One again, the model 
improves through the decreasing of the -2 
Log Likelihood value and the increasing of 
the Nagelkerke number. 

As a result, it is possible to deduce that 
the best model is the one concerning the 
H5. Overall, is the one that presents the 
best results in all the descriptive 
parameters of the model quality. 

It is also important to emphasize that all 
the models tested present good adjustment 
values according to Hosmer and Lemeshow 
standards (1989). 

Although in all of the hypotheses tested 
the proposed variables do not show results 
statistically significant in the response 
variable, there is an exception with H4. In 
this test, the involvement variable, when 
tested with the same importance level of 
the other two independent variables 
(utilitarian and hedonic attitudes)  has a 
significantly positive influence on the 
probability of choosing IST as the first 
option, which means that the greater the 
involvement the greater the probability of 
choosing IST as the first option versus 
other options. In the others hypotheses 

presented (H6, H7, H8, H9, H10, H11), t 
tests were applied to the sample with the 
purpose of studying the profile differences 
among the students that choose IST as the 
first option to enter higher education and 
the ones who do not. Only in H8, which is 
the application of the t tests to the results 
achieved from the involvement pairs of 
adjectives, it is possible to achieve some 
interesting results: four out of twenty pairs 
analyzed (Not Worrying/ Worrying, Not 
Considerable/Considerable, Useless/useful 
and Trivial/Fundamental) present 
differences statistically significant. This 
means that from all the others pairs of 
adjectives analyzed, these are the ones 
that better help in understanding the 
students attitudes in terms of their level of 
involvement with this decision making 
process. 

Regarding the objectives of this thesis, 
the tests performed to the model do not 
allow us to answer them in an enlightening 
manner. Therefore, it is concluded that the 
choice of a brand, such as an university 
degree, may not be the proper 
product/service to study the effects of 
affective and cognitive appeals over a 
brand, which means that the variables 
chosen to test this same service are not the 
best. There may be other variables much 
more influent when making this decision, as 
the student academic score, family and 
social influences, numerus clausus and 
personal characteristics of each student. 

On the other hand, in the logistic 
regression, a larger sample size is 
desirable in order to better discriminate the 
response variable. Hosmer and Lemeshow 
(1989) recommend the application in 
samples larger than 400 elements.  

Despite this and given the exploratory 
nature of this study and even considering 
the results achieved, it is believed that this 
study will be useful in future research on 
this subject (Rationality and Affectivity in 
the Management of a Brand), therefore, the 
content presented in this thesis makes a 
valid contribution for the development of 
this increasingly important area of research.  
 

Limitations and Future Research 
 
At first, it was thought to develop this 

study using a sample formed by IST 
freshmen students. However, due to 
bureaucratic difficulties in obtaining data 
from these students, it was developed a 
study using a sample of students who 
already are attending IST degrees. This 
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factor can somehow “adulterate” the results 
achieved, since in the context of the 
problem stated, it would make more sense 
to study the opinions of students who are in 
the process of choosing IST than those who 
are already studying in this university. 

Another limitation of this study consists 
on the size of the sample analyzed. As 
previously mentioned, 225 students 
answered the questionnaire available on 
the Internet, from which 179 answered the 
complete questionnaire. It would be 
desirable to have the questionnaire 
answered by a larger sample, that would 
allow a greater protection to non-response 
error and would allow a better 
discrimination of the response variable. 

The scales chosen to study the effect of 
affective and cognitive appeals when 
choosing a brand may not have been the 
most effective. Although this choice was 
carefully thought and well reasoned, maybe 
using other type of scales to analyze this 
problem would have brought better results. 

As a result, it is suggested that in future 
research about this subject all these 
limitations are thoroughly considered. 
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