Can Behavioural Priming Effects Transfer into The Corporate World?

Fitzsimons, et al (2008) identified a gap in psychological research with regards to behavioural effects after brand exposure. They conducted three separate experiments, however, this piece will focus on their first experiment. The main objective of this experiment was to find out whether behavioural primes could be transferred from the social realm to the consumer field. Behavioural priming is the concept that exposure to certain words or environmental cues can lead to a behavioural change, for example “priming participants with words related to rudeness leads them to behave rudely; Bargh et al. 1996” (Fitzsimons, et al., 2008, p. 21). These primes are often subliminal and the participant may be completely unaware of the prime’s existence or its effect on the participant (Fitzsimons, et al., 2008). The effect of a prime is said to be linked to the construct connected to it, if a person is repeadedly exposed to elderly people their walking speed may decrease as “slow” is a term related to elderly people (Fitzsimons, et al., 2008). This is closely linked to Top-Down Processing and Schematic Processing, whereby society, expectation and experience all impact our behaviour and motivations (Hardin, 2019). It is also important to note Spreading Activation Theory,  this looks at how closely related concepts cause reaction times to decrease (Hardin, 2019). Recently activated concepts within the brain can trigger other related concepts to become active, reducing reaction times and causing these related concepts to have an effect on a perons behaviour (Hardin, 2019). These are cognitive motivations, whereas this experiment also looks at goal based motivations. This is where a prime activates a motivational construct, thus influencing a persons behaviour in a goal oriented manner (Fitzsimons, et al., 2008). This can also cause an increase in the performance of a participant whereby when a goal is activated within the brain the way in which to achieve that goal becomes more accesible (Fitzsimons, et al., 2008). These theories are the basis for the experiment, can a brand be used as a prime to alter the behaviour of participants in the same way behavioural primes can. 
The experiment used two well known technology brands, Apple and IBM.  Apple is known for having cultivated it’s brand personality based around modernisation, unconventionality and creativity (Fitzsimons, et al., 2008). They achieved this perception through intense marketing and advertisement, for example their “Think Different” campaign (Fitzsimons, et al., 2008). IBM however, is viewed in a somewhat contrary manner, being perceived as conventional, dependable and smart (Fitzsimons, et al., 2008). Both brands are regarded in a positive light, only Apple is considered to be creative in it’s branding (Fitzsimons, et al., 2008). Creativity will be the prime in this experiment, with the hypothesis that participants exposed to the Apple logo will produce more creative results than those exposed to the IBM logo. Another hypothesis of this experiment is that the Apple brand will cause goal-driven processes to be effected by the prime (Fitzsimons, et al., 2008). Creativity is seen as a positive trait within most Americans (the country where the experiment took place), therefore participants will see this as a goal to achieve, in contrast IBM is not viewed as goal-oriented or creative and should therefore have no effect on the creative behaviour of participants (Fitzsimons, et al., 2008). 
A pilot test was conducted whereby twenty five participants completed a questionnairre consisting of a list of traits, including creativity. Participants were asked to rank each trait to what degree they associated it with the brand. Half of the participants answered the questionnairre about the Apple brand and the other half about the IBM brand (Fitzsimons, et al., 2008). Also included in the questionnairre were questions about the participants overall perception of each brand. The results of this test showed that Apple ranked significantly higher than IBM when it came to creativity, though IBM appeared to be ranked as average as opposed to low (Fitzsimons, et al., 2008). This pilot test also confirmed that neither brand were ranked as particularly more preferential than the other (Fitzsimons, et al., 2008).
Three hundred and fourty one students participated in the experiment, with two hundred and nineteen being primed with the Apple brand and one hundred and twenty two students being primed with the IBM brand. No demographic variables were identified and participants were assigned a brand at random (Fitzsimons, et al., 2008). Each participant viewed the priming task on a projected screen (totalling running numbers shown), with brand prime being shown for thirteen milliseconds at a time (Fitzsimons, et al., 2008). Four Apple or IBM logos were used, each being exposed twelve times in a random order, totalling fourty eight exposures to the brand prime (Fitzsimons, et al., 2008). Each logo was matched in regards to size, colour and level of detail in order to minimise variables (Fitzsimons, et al., 2008). Once the priminmg task was completed, each participant was asked to complete a creativity test and a mindless task. The creativity test required the participants to state as many unusual uses for a brick as possible, they were given examples of an unusual, usual and impossible use for a paperclip as an instruction of what they were expected to do (Fitzsimons, et al., 2008). The mindless task consisted of crossing out any letter “e” found within an engineering textbook for approximately five minutes (Fitzsimons, et al., 2008). Each participant was randomly assigned a booklet which comprised of both tasks, some with the mindless task first and others with the creativity test first (Fitzsimons, et al., 2008). Finally participants were given a debriefing task within which they were asked if they had observed any brand logos within the task (Fitzsimons, et al., 2008).
Apple primed participants came up with more unusual uses for a brick than those who had been exposed to the IBM logo (Fitzsimons, et al., 2008). This result was consistent in all participants irrelevant of whether they completed the mindless task of creativity test initially (Fitzsimons, et al., 2008). All participants who completed the mindless task first, after being exposed to the Apple prime, came up with more unusual uses for the brick than those who completed the creativity task first (Fitzsimons, et al., 2008). None of the participants reported noticing a brand logo during the priming task or could identify that they had been exposed to a brand, this confirmed that the primes had stayed outside of the participants concious awareness (Fitzsimons, et al., 2008).
In conclusion, this experiment appears to have proved its hypothesis that consumer based primes can be used to affect the behaviour of a participant, with Apple exposed participants outperforming IBM exposed participants in the creative test (Fitzsimons, et al., 2008). The experiment also shows some support for the hypothesis that brand priming effects goal-based behaviour. When Apple is used as a prime the goal-based motivation of being creative should become active, this is shown by the evidence that creativity increased after a delay of completing a mindless task (Fitzsimons, et al., 2008). Cognitive based priming effects should decrease over time, however the results showed that creativity results increased over time offering support to the hypothesis of goal based activation (Fitzsimons, et al., 2008). 
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