VII. Appendices

1. Stata Graphs
1.1. Demographics
1.1.1. Gender
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1.1.3. Education Level

Education Level of Participants
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1.1.4. Profession

Participants by Profession
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1.2. Normality

1.2.1. T1 Emotional Responses
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1.2.3. T1 Trust
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B -
.E_ -
_1 -
E =
ﬂ_ -
1 1 I 1
a 2 4 g
Inverse normal
1.2.4. T2 Trust
Mormality test t2_trust
E -
.E_ -
4 -
2 =
ﬂ_ -
1 1 1 1
a 2 4 2]
Inverse normal

1.2.5. T1 Authenticity
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1.2.6. T2 Authenticity

Mormality test t2_authenticity
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1.2.7. T1 Purchase Intention



MNormality test t1_purchase intention
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1.2.8. T2 Purchase Intention
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1.3. Outliers

1.3.1. T1 Emotional Responses



t1_emotional
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Outliers Check: t1_Emotional_Responses (6 groups)
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1.3.2. T2 Emotional Responses

Qutliers Check: t2 Emotional Responses (6 groups)
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1.3.3. T1 Trust
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Outliers Check: t1 Trust (6 groups)
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1.3.5. T1 Authenticity



Outliers Check: t1 Authenticity (6 groups)
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1.3.6. T2 Authenticity

Outliers Check: t2 Authenticity (6 groups)
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1.3.7. T1 Purchase Intention
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Outliers Check: t1 Purchase Intention (6 groups)
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2. Generated Images (Nano Banana Pro, Gemini 3 Pro Image)

2.1. Juice
2.1.1. Final Image
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100 NATURAL ORANGE JUI(E

UNBOTTLE THE SUNSHlNE

EXPERIENCE FRESHNESS IN EVERY SIP.
SOLARA ORANGE JUICE.

2.2. Chocolate

2.2.1. Final Image
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NIQUE JOURNEY OF TAS
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CLAT D'OR

Peruvian Single-Origin Artisan Chocolatier

A

NDENBERGHE

g 9
" L’ATELIER
VANDENBE

CRAFTED IN BRUGES,
FOR DISCERNING PALATES.

BELGIUM’S UNTOLD
CHOCOLATE STORY.
SINCE 1912.

— - LU

EXPLORE LATELIER VANDENBERGHE

L’ATELIER VANDENBERGHE | BRUGES, BELGIUM | be| | MADE IN BELGIUM.
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THE ART OF INDULGENCE

CHOCORA .
GOURMET

?m

DISCOVER THE CHOCORA COLLECTION | HANDCRAFTED PERFECTION | SUSTAINABLY SOURCED

ol for detailed

., 2 - ) -
- P
elred Chocolatier. We use only ethically sourced, *

redients for a truly authentic taste experience AETH ELR ED

o appreciate quality in every bite. CHOCOLATIER
Taste the Tradition, ‘

W Aura Discover

the Depth of Dark

Artisanal. Ethical. Uncompr wmlcnq




San Martin.

acao Growers. Pure Origin, Exceptional TaSte

\ Discover the Soul
of San Martip.

e purest expressions of P
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SOLSTICE

CACAO GROWERS

[SAn marTiN, PERU]

Discover the Soul
of San Martin.

2.3. Cereals
2.3.1. Final Image

FUEL YOUR DAY | 100% N

2.3.2. Other images generated

START YOUR DH ,

E—— Introducing SUNNY SPOON 5= -
- The Deliciously Crunchy Way to Kickstart Your Morning.
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CRUNCH INTO YOUR
GOLDEN HARVEST.

Pure Maple. Real Pecans. Start Powered.

BLENDS

DARK DHUCOLATE
& ESPRESSO CRUNC

ANOLA |
BLUEBERRIES 8GR [

IS "¢, :
Ao S S

FUEL YOUR DAY | 100% NATURAL INGREDIENTS | SUSTAINABLY SOURCED

18



STARTYOUR BLISSEUL MORNING!
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2.4. Shampoo

2.4.1. Final Image
-
VERIDIAN Labs: Scientific Nature,§

Perfected. ‘ g

2.4.2. Other images generated
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~ Revitalizing Bergamot & Lemon
For Natural, Vibrant Strgngth.

L l
AEQUORA Botanilal Science:
Pure Efﬁcacy, Perf

2.5. Soap
2.5.1. Final Image

PURITY, NATURALLYS

PURE NATURE,
IN EVERY BAR.

2.5.2. Other images generated
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CLEANSE. HYDRATE. RENEW.

AURA BO NICA[EE

The Art of Pure Hands. Bergamot & Oat Lather.
Find your Aura.

Discover the Radiance.

PURITY, NATURALLY,

—
‘o e IINC)
o {g “|  Aura ¥ ez=
" Botanicals g

Crafted with essential oils.
Gentle for daily use.

Ny

2.6. Toothpaste
2.6.1. Final Image
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UNLOCK YOUR
BRIGHIGEST SMILE

—

" SMILE.

LUMINO Ultra White: Radiate Confidence.

\.YOUR BRIG

SOLARIS Radiance White: The Beacon of Self-Assurance.
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- Deep Enamel Repair for Lasting Strength
¥ - Advanced Stain-Lift in Just 3 Days*
- Gentle Protection with Bamboo Charcoal

AETHEL. Define Your Confident Shine.
leading stores.

L *based on brand survey. 75ml. Find it at

Confidence
SYou Can See.

Start your morning
with EverBright.

‘EverBright

“EverBr Oral Care,
EverB n

CONEIDENCE YOU CAN FEEL.

fongerERamel. Brighter Smiles, Lumident Enamel Restore:

Ly
Lumident

LUMIDENT - Healthy Smiles, Every Day.
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2.7. Canned Food

2.7.1. Final Image
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2.7.2. Other images generated

Simple Ingredients.
Honest Flavor.

At Harvest Haven, we believe in transparency.

Our black beans are grown sustainably and

packed with care, with nothing artificial added.

Just pure, wholesome goodness you can

- trust for your family's table.

ARVEST
HHAVEN

Organic

HARVEST
HAVEN

Nature's Best
Canned with Care.

— o
 m— —

HARVEST
k

ORGANIC BEANS
INTO
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3. G*Power Calculus

i G*Power 3197 — b4
File Edit View Tests Calculator Help
Central and noncentral distributions  protocaol of power analyses
critical F = 1.66529
1
0.5+
0
[}
Test farniky Statistical test
F tests ~ Linear raultiple regression: Fixed model, B2 deviation from zero w~
Type of power analysis
A priori: Compute required sample size - given o, power, and effect size ~
Input Parameters Cutput Paratmeter s
Determine = Effect size 2 015 Moncentrality parameter & 228500000
o err prob 0.05 Critical F 1.66528583
Power {1-F err prob) 0.50 Murneratar df 19
Murnber of predictors 19 Denorninator df 133

Total sarnple size 153

Actual power 0.5011457

*-% plotfor arange of values Calculate

4. Questionnaire link (Google Forms) + Google sheets

https://uclouvain-my.sharepoint.com/:b:/r/personal/alexia-

ilinca_mateiciuc_student_uclouvain_be/Documents/Questionnaire%20Master%20Thesis%20

(Google%20Forms).pdf?cst=1&web=1&e=tTUn9%4



https://uclouvain-my.sharepoint.com/:b:/r/personal/alexia-ilinca_mateiciuc_student_uclouvain_be/Documents/Questionnaire%20Master%20Thesis%20(Google%20Forms).pdf?csf=1&web=1&e=tTUn94
https://uclouvain-my.sharepoint.com/:b:/r/personal/alexia-ilinca_mateiciuc_student_uclouvain_be/Documents/Questionnaire%20Master%20Thesis%20(Google%20Forms).pdf?csf=1&web=1&e=tTUn94
https://uclouvain-my.sharepoint.com/:b:/r/personal/alexia-ilinca_mateiciuc_student_uclouvain_be/Documents/Questionnaire%20Master%20Thesis%20(Google%20Forms).pdf?csf=1&web=1&e=tTUn94
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5. Codes + Results Stata
5.1. Data cleaning
5.1.1. Label check

. count
187

. drop if passed_check ==0
(21 observations deleted)

. count
166

5.1.2. Meaning of the variables

Thesis.MeaningVariables.de X Thesis MeaningVariablesdo X .
1 1. Define the meanings 16

2 label define product_type lab @ "Chocolate” 1 “"Toothpaste” 17 ¥ 3a. Dictionary for 7-point Likert Scales .

3 label define label _type lab @ “"No Label™ 1 "AI Label than 18 label define likert7 1 “Strongly Dissgree” 2 “Disagree™ 3

e - 5 Somewhat Disagree™ 4 “Neutral® 5 “Someuhat Agree" 6 “Agree

5 Human"™ 2 "Human label than AI 5 7 "strongly Agree”

4 label define gender_lab @ "Male™ 1 “"Female" 2 "Prefer Not 13

G To Say™ 20 *3b. Attach the 7-peint Likert scales to the cerresponding
5 label define age_lab 1 “between 18-24 years old™ 2 “between 5 values

§ 25-34 years old" 3 "betueen 35-44 years old” 4 “between ;; label values tl_visually_appealing tl_crestive tl_likable
5 45-54 years old” 5 “between 55-64 years old . 5 t1_brend_=ffu—:'t1_prof':;s§:nel_bgand't:._genuinejuthmi:
6 label define education_level lab 1 “Secondary Education™ 2 5 t1_conflict_visusl label t1_consideration_purchase

G “Post-secondary education® 3 “short-type / professional [ t1_willingness_purchase t1_likelihood_purchase

4 bacheler™ 4 "University Bachelor™ S “"Master or higher"™ [ t1 _conflict visual label rev t2 wisually appealing

7 label define profession_lab 1 “Students™ 2 “Academia and 5 t2_creative t2 likable t2_brand_effort t2 _professional brand
G Researchers™ 3 "STEW and Healthcare® 4 “Business, Social & t2_genuine_authentic t2_conflict_visual label

5 sciences and Humanities® 5 "Other™ 5 t2_likelihood_purchase t2_consideration_purchase

4 5 +2_willingness_purchase t2_conflict_wisual_label_rev likert?
9 *2, Attach the meanings to your actual variables ;i * 4a. Dictionary for S-point Likert Scales
1@ label values product_type product_type_lab 25 label define likert5 1 “Strongly Disagree" 2 "Disagres" 3
11 label values label _type label type lab 5 “Neutral™ 4 “Agree” 5 “strongly Agree”
12 label values gender gender_lab 26 N i . .
13 label values age age 1ab 27 4b. Attach the S-point Likert Scales to the corresponding

= 5 values

14 label values education_level education_level_lab 28 label values gasis_negl gaais_neg? gaais_negd gasis_posl
15 label values profession profession_lab 5 gaais_pos? gaais_pos3 likerts

9

30 *Sa. Replace the semantic scales to make them more visual

31 label define semantic7 1 “Negative Attribute" 7 “Positive

5 Attribute®

32

33 *Sb. Attach the semantic scale to the specific values

34 label values t1_pleasant t1_captivating t1_convincing

5 t1_trustworthy tl_realistic t1_high_quality t2_pleasant

G t2_captivating t2_convincing t2_trustworthy t2_realistic

5 t2_high_quality semantic7

35

36 *6. Define and attach the scales to the specific values for

4 frequency_purchase_chocolate

37 label define frequency6 @ “Never™ 1 “Less than once a month"

5 2 "Once a month™ 3 "2 - 3 times a month™ 4 "Once a week" S

4 "2 - 3 times a week"

38

39 label values frequency_purchase_chocolate frequency6

5.1.3. Management of missing data

Thesis.ReplaceValuesO.do X

9 * Replace @ with missing for the control group, second ad
1@ replace t2_brand_effort = . if t2_brand_effort == @

11 replace t2_captivating = . if t2_captivating == @

12 replace t2_conflict_visual_label = . if

4 t2_conflict_wisual_label == @

15 replace t2_conflict_visual_label_rev = . if

3 t2_conflict_wisual_label_rev == @

14 replace t2_consideration_purchase = . if

4 t2_consideration_purchase == @

15 replace t2_convincing = . if t2_convincing == @

16 replace t2_creative = . if t2_crestive ==

17 replace t2_genuine_authentic = . if t2_genuine_authentic ==
B 4]

18 replace t2_high_quality = . if t2_high_quality == @

19 replace t2_likable = . if t2_likable ==

20 replace t2_likeliheod_purchase = . if t2_likelihood_purchase
5 = @

21 replace t2_pleasant = . if t2_pleasant == @

22 replace t2_professional_brand = . if t2 _professional_brand
5 =@

23 replace t2_realistic = . if t2_realistic == @

24 replace t2_trustworthy = . if t2_trustworthy == @

25 replace t2_visually appealing = . if t2 wisually_sppesling
5 == 0

26 replace t2_willingness_purchase = . if

3 t2_willingness_purchase == @

28
29

30

31

*Replace the first ad label visual variable with
replace tl_conflict_wvisual_label = ., if
tl_conflict_visual_label ==

replace t1_conflict_wisual_label _rev = . if
t1_conflict_visual_label_rev == @

when @

29



5.1.4. Reverse item (conflict visual label)

*Reverse questions -> Conflict what I see and what I am told
recode tl_conflict_visual_label (1=7) (2=6) (3=5) (4=4) (5=3
) (6=2) (7=1), gen{tl_conflict_visual_label_rev)

recode t2_conflict_visual_label (1=7) (2=6) (3=5) (4=4) (5=3
) (6=2) (7=1), gen{t2_conflict_visual_label_rev)
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5.3. Sample Description
5.3.1. Gender

. tabulate gender

gender Freq. Percent Cum.
Male 73 44.51 44.51
Female 89 54.27 98.78

(8]

Prefer Not To Say 1.22 100. 00

Tetal 164 100. 00




532. Age

. tabulate age
age Freq. Percent Cum.
between 18-24 years old 55 33.54 33.54
between 25-34 years old 59 35.98 69.51
between 35-44 years old 13 7.93 77.44
between 45-54 years old 12 7.32 84.76
between 55-64 years old 25 15.24 100, 68
Total 164 100. 00
5.3.3. Education level
. tabulate education_level
education_level Freq. Percent Cum.
Secondary Education 8 4.88 4.88
Post-secondary education 2 1.22 6.19
Short-type / professional bachelor 14 8.54 14.63
University Bachelor a7 28.66 43.29
Master or higher 93 56.71 100.900
Total 164 100, 00
5.3.4. Profession
. tabulate profession
profession Freq. Percent Cum.
Students 52 31.71 31.71
Academia and Researchers 24 14.63 46.34
STEM and Healthcare 19 11.59 57.93
Business, Social Sciences and Humanitie 58 35.37 93. 29
Other 11 6.71 100,00
Total 164 100. 60
5.4. Groups Description
. tabulate product_type label_type
product_ty label_type
pe No Label AI Label Human lab Total
Chocolate 27 31 25 83
Toothpaste 31 26 24 81
Total 58 57 49 164

5.5. Scale Reliability (Cronbach’s Alpha)

5.5.1. T1 Emotional Responses



. *la. Reliability Emptional Responses t1 & t2
. alpha t1_visually_appealing t1_creative t1_likable t1_pleasant t1_captivating,
> dtem

Test scale = mean(unstandardized items)

Average
Item-test Item-rest interitem
Item Obs Sign correlation correlation covariance alpha
tl_visuall~g 164 + 9.7590 9.6251 1.14727 9.8518
tl_creative 164 + 0.8193 ©.6972 1.033187 9. 8347
t1_likable 164 + 8.8299 8.7232 1.845345 2.8279
t1_pleasant 164 + 9. 8045 @.6913 1.993265 9.8363
t1_captiva~g 164 + 9.8187 9.6986 1.839734 9.8341
Test scale 1.87176 9. 8654

5.5.2. T2 Emotional Responses

. alpha t2 _visually appealing t2 creative t2 likable t2 pleasant t2_ captivating,
> dtem

Test scale = mean(unstandardized items)

Average
Item-test Item-rest interitem
Item Obs sign correlation correlation covariance alpha
t2_visuall~g 106 + @.8318 9.7281 1.396676 9.9925
t2_creative 106 - 9.8944 2. 8259 1.388745 9.8814
t2_likable 106 + @.8798 @.8083 1.362084 9. 8856
t2_pleasant 106 - 8.8760 @. 8855 1.386164 9. 8866
t2_captiva~g 106 + e.8213 .7177 1.431586 2.9241
Test scale 1.377035 9.9119

5.5.3. T1 Trust

. *2a. Reliability Trust t1 & t2
. alpha t1_convincing t1_trustworthy t1_realistic t1_high_quality, item

Test scale = mesn(unstandardized items)

Average
Item-test Item-rest interitem
Item Obs sign correlation correlation covariance alpha
t1_convinc~g 164 + 8. 8299 9.6384 1.842209 8. 7665
tl_trustwo~y 164 - 9.8322 9. 6896 1.919066 9.7426
t1_realistic 164 + @.7449 @.5359 1.198795 @.8148
t1_high_quey | 164 0.8270 8. 6868 1.841461 0.7453
Test scale 1.873383 @.8153

5.5.4. T2 Trust

. alpha t2_convincing t2_trustworthy t2 realistic t2 high quality, item

Test scale = mean{unstandardized items)

Average
Item-test Ttem-rest interitem
Item Obs Sign correlation correlation covariance alpha
t2_convinc~g 106 + @.8933 9.8028 1.414876 @.8571
t2_trustwovy 106 + 9.9012 9.8106 1.358521 9.8542
t2_reslistic 106 + @.8499 @.719@ 1.566247 @.8874
t2_high_qu~y | 106  + @.8645 8.7618 1.524409 0.8725
Test scale 1.465813 9.8979

5.5.5. TI1 Authenticity

With the item conflict visual label:

32



. *3a. Reliability Authenticity t1 & t2
. alpha t1_brand_effort t1_professional_brand ti_genuine_authentic ti_conflict_v
» isual_label_rev, item

Test scale = mean(unstandardized items)

Average
Item-test Item-rest interitem
Item Obs sSign correlation correlation covariance
tl_brand_e~t 164 + 9.8026 9.6114 . 8569879 9. 6445
tl_profess~d 164 + 9.8633 9.7144 . 695563 9.5658
t1_genuinevc 164 + @.8405 2. 6650 . 7545798 8.6072
t1_conflicww 196 + 9.4592 9.1235 1.442616 9. 8358
Test scale ~ 9736099 9.7523

Without the item:

. *3a. Reliability Authenticity t1 & t2
. alpha t1_brand_effort t1_professional_brand t1 _genuine authentic, item

Test scale = mean(unstandardized items)

Average
Item-test Item-rest interitem
Item Obs Sign correlation correlation covariance alpha
t1_brand_e~t 164 + 2.8456 ©.6583 1.610504 8.8339
t1_profess~d 164 + @.8874 9.7441 1.377226 8. 7530
t1_genuine~c 164 + @.8881 9.7340 1.349117 8. 7619
Test scale 1.442616 8. 8450

5.5.6. T2 Authenticity

With the item conflict visual label:

. alpha t2 _brand_effort t2_professional_brand t2 genuine_authentic t2 conflict_v
> isual_label rev, item

Test scale = mean(unstandardized items)

Average
Item-test Item-rest interitem
Item Obs Sign correlation correlation covariance alpha
t2_brand_e~t 106 + @.8517 9. 6985 6442947 9.5299
t2_profess~d 106 + @.8274 9.6523 . 697065 9.5589
t2_genuinevc 186 + @.8912 8.7699 5457622 8.4769
t2_conflicww 106 - @, 3557 9.9269 1.773914 9.8933
Test scale +9152591 9.7162

Without the item:

. alpha t2_brand_effort t2_professional_brand t2_genuine_authentic, item

Test scale = mean(unstandardized items)

Average
Item-test Item-rest interitem
Item Obs Sign correlation correlation covariance alpha
t2_brand_e~t 186 + 9.8897 0.7550 1.901977 9.8781
t2_profess~d 106 + 9.9019 °.7774 1. 816063 @.8591
t2_genuine~vc 186 + 9.9316 2.8399 1. 609704 9. 8019
Test scale 1.773914 8.8933

5.5.7. T1 Purchase Intention
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. *sa. Reliability Purchase Intention t1 & t2
. alpha t1_consideration_purchase t1_likelihood_purchase t1_willingness_purchase
>, item

Test scale = mean{unstandardized items)

Average
Item-test Item-rest interitem
Item Obs Sign correlation correlation covariance alpha
tl_consideve 164 + 9.9364 @.8523 1. 655544 @.8914
t1_likelih~e 164 + 9.9230 @.8359 1.837274 @.9059
tl_willingve 164 + 9.9428 @. 8646 1.599955 @.8817
Test scale 1.697591 9.9264

5.5.8. T2 Purchase Intention

. alpha t2_consideration_purchase 2 1ikelihood_pu-chase t2_willingness_purchase
>, item

Test scale = mean(unstandardized items)

Average
Item-test Item-rest interitem
Item Obs Sign correlation correlation covariance alpha
t2_consideve | 106  + #.9555 ©.8949 1.832974 ©.9127
t2_likelihwe | 106  + ©.9348 ©.8598 2.089308 ©.9392
t2_willirgve | 106  + @.9577 ©.9031 1.872237 ©.9054
Test scale 1.931506 @.9458
5.6. Composite mean scores
*1b. Create composite score Emotional Responses t1 & t2 *2b. Create composite score TFUS‘E t].- 4 t2
egen t1_emotional = rowmean (tl_visually_ appealing egen tl_trust = rowmean (tl_convincing tl_trustworthy
tl_creative tl_likable tl1_pleasant tl_captivating) tl_realistic t1_high_quality)
egen t2_emotional = rowmean (t2_visually appealing egen t2_trust = rowmean (t2_convincing t2_trustworthy
t2_creative t2_likable t2_pleasant t2_captivating) t2_realistic t2_high_quality)
R L *abh. Create composite score Purchase Intention tl & t2
*3b. Create composite score Authenticity t1 & t2 egen tl1_purchase_intention = rowmean
egen tl_authenticity = rowmean (tl_brand_effort tl_consideration_purchase tl1_likelihood_purchase
t1_professional_brand t1_genuine_authentic) t1_willingness_purchase)

egen t2_purchase_intention = rowmean (
t2_consideration_purchase t2_likelihood_purchase
t2_willingness_purchase)

egen t2_authenticity = rowmean (t2_brand_effort
t2_prefessional_brand t2_genuine_authentic)

5.7. Randomization Check
5.7.1. Gender

. tabulate gender condition, chi2

group(product_type label_type)

gender 1 2 3 a4 Total

Nale 15 12 13 10 73

Female 1u 19 12 2 L

prefer Not To Say 1 ° ° 1 2
Total 27 n 25 n 164

group(product_type
label_type)

gender H 6 Total
Male 10 13 73

Female 16 1 L

Prefer Not To Say o e 2
Total 26 24 164

Pearson chi2(10) = 9.2745 Pr = 0.506




5.72. Age

. tabulate age conditiom, chi2

group(product_type label_type)
2 4

age 1 3 - 6 Total

9 19 13 5
17 13 11

betueen 18-24 years o 55

between 25-34 years o

between 35-44 years o 13
o 12
o

25

between 45-54 years
between 55-64 years

N BN e
NN
@™ N NW
w
Bwno e

Total 27 3 25 E: N 26

H

164

Pearson chi2(20) = 27.5849 Pr = 0.120

5.7.3. Education Level

. tabulate education_level condition, chi2

group(product_type label type)
3 4 s 6 Total

-

education_level

Secondary Education 2
Post -secondary educat @
Short-type / professi 2

University Bachelor 6 12

Master or higher 17 18 15 14 16 13 93

® W
®» S 8 N
=
mwune s
®we s
)

Total 7 31 2 31 26 24 164

Pearson chi2(28) = 19.1563 Pr = @.512

5.7.4. Profession

. tabulate profession condition;, chi2

group(product_type label_type)
2 3 4

-
w
o

profession Total

Students 11 52
Academia and Research

STEM and Healthcare
Business, Social Scie 13

Other

No&

19
58
1

11 1

-
aBrnuwbl
[T N K]
L3
N® WK

Total 27 3 25 3 26 24 164

Pearson chi2(20) = 23.4693 Pr = @.266

5.8. Normality of the dependent variables (Jarque-Bera): H1 + H2
5.8.1. T1 Emotional Responses

. robstat t1_emotional, jb

Robust Statistics Number of obs = 164
t1_emotional | Coefficient Std. err. [95% conf. interval]
skewness -.1719024  .1456727 -.4595514 .1157466
kurtosis 2.787564 .2255996 2.342089 3.233e38
SK25 -.1428573 .1179068 -.375679 .0899644

QW25 1.285714 1537038 .9822069 1,589221

MC -.1428573 .1857489 -.3516558 0659412

LMC +1666667 .1229721 -.8761571 4094905

RMC .4285713  .1451656 .1419239 .7152188

Normality Tests

chi2 df  Prob>chi2

JB 1.12 2 0.5723
MOORS 1.98 2 0.3714
MC-LR 5.08 3 0.1662




5.8.2. T2 Emotional Responses

. robstat t2_emotional, jb

Robust Statist

ics

Number of obs = 186

t2_emotional | Coefficient Std. err. [95% conf. interval]
skewness -.1233775 .1593176 -.4392749 .1925199
kurtosis 2.807038 .2868398 2.238288 3.375788
SK25 +1428573 .1398142 -.1343684 +4200831

QW25 1.857142 .3245605 1.213599 2.500686

MC e .117e872 -.2321622 +2321622

LMC 4285716  .1769871 8776388 7795043

RMC .333333 .151716 .8325081 .6341578

Normality Test

s

chi2 df  Probrchiz

bl:] @.43 2 @.8852
MOORS 14.45 2 0.0007
MC-LR 2.89 3 0.4895

5.8.3. T1 Trust

. robstat tl_trust, jb

Robust Statistics Number of obs = 164
t1_trust | Coefficient Std. err. [95% conf. interval]
skewness -.4551432 .1338096 -.7193669 -.1909194
kurtosis 3.e3e512 .2794657 2.478672 3.582352

SK25 -.2 .1996494 -.4165163 .8165163
QW25 1.4 .1985144 1.823806 1.776194
MC -.2 .098317 -.3941392 -.0e58608
LMC .5 .1188236 .265368 .734632
RMC .4 .098604 .2052941 .5947@59

Normality Test:

s

chi2 df  Probrchi2

JB 5.67 2 ©.8588
MOORS 5.87 2 0.8791
MC-LR 14.55 3 0.2022

5.8.4. T2 Trust

i . robstat t2_trust, jb

Robust Statistics

Number of obs = 186

p

normality jb Monday May 11 14:52:23 2026
t2_trust | Coefficient Std. err. [95% conf. interval]
skewness | -.1186574  .1702267 -.4561856  .2188707
kurtosis 2.615269  .2514109 2.116767 3.11377 chi2 df Prob>chi2
K25 e .1235509 -.2449786  .2449786
QW25 1.25  .1752457 .9025202 1.59748
MC e .1261958 -.250223 .250223
LMC | 3333333 .2467727  -.1559714 8226361 JB 0.90 2 0.6368
RMC e +1436687 -.2848685 +2848685 MOORS 9_01 2 3.9933
Normality Tests MC-LR 2.47 3 0.4801

5.8.5. TI1 Authenticity

. robstat t1_authenticity, jb
Robust Statistics Number of obs = 164
t1_authent~y | Coefficient Std. err. [95% conf. interval]
skewness -.153@535 .1281731 -.4061473 .1leea403
kurtosis 2.638563 +2123292 2,211293 3.049834
SK25 -1.43e-07 .1278826 -.2525202 .2525199
QW25 1.8 .21608635 1.373356 2.226645
MC -2.75e-08 .8826821 -.1632661 .163266
LMC .3333335  .1787819 -.8196937 .6863607
RMC 7.15e-07 .1696672 -.3350283 .3358297
Normality Tests
chi2 df  Probxchi2
bl 1.57 2 0.4555
MOORS 16.97 2 0.0002
MC-LR 3.83 3 @.2807
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5.8.6. T2 Authenticity

. robstat t2_authenticity, jb

Robust Statistics Number of obs = 106
t2_authent~y | Coefficient Std. err. [95% conf. interval]
skewness .8453256 .1547999 -.261614 .3522651
kurtosis 2.587966 .2447778 2.102617 3.873316
SK25 -1.19e-87  .1264454 -.258718 -2587177

QW25 1.333334 .2841098 .9286215 1.738046

MC -.1428572 .1243879 -.3894955 .1e37811

LMC .25 .1493733 -.0461797 .5461797

RMC . 2000001 .154562 -.106467! 5064681

Normality Tests

chi2 df  Prob>chi2

JB 8.79 2 09.6750
MOORS 8.36 2 @.8351
MC-LR 2.12 3 9.5488

5.8.7. TI1 Purchase Intention

. robstat t1_purchase_intention, jb

Robust Statistics Number of obs = 164
t1_purchas~n | Coefficient Std. err. [95% conf. interval]
skewness -.3179648  .1184701 -.5518988  -.0840309
kurtosis 2.534843  .1997786 2.148355 2,92933
SK25 -.8909091 .1891023 -.30863452 .1245269

Q25 1.454546  .1922645 1.074895 1.834196

MC -.1428571  .1@@5062 -.3413191 .8556049

LMC .25 ,1149578 .08230016 4769985

RMC ® .1619933 -.3198759 3198759

MNormality Tests

chi2 df  Prob>chi2

B 4.24 2 0.1199
MOORS 3.37 2 0.1854
MC-LR 6.85 3 0.8767

5.8.8. T2 Purchase Intention

. robstat t2_purchase_intention, jb

Robust Statistics Number of obs = 186
t2_purchas~n | Coefficient Std. err. [95% conf. interval]
skewness -.0947236 .1493044 -.3907667 .2013196
kurtosis 2.524027 2351577 2.857753 2.9983e1
SK25 -.2000001 .1359936 -.4696584 .B696501

QW25 1.6 +2719581 1.060757 2.139243

MC -.2000001  .1330901 -.4638933 .8638931

LMC @ .1541304 -.3056121 .3856121

RMC + 2000001 +1697599 -.1366025 -5366027

Normality Tests

chi2 df  Prob>chi2

B 1.16 2 8.5681
MOORS 6.93 2 9.0313
MC-LR 4.39 3 9.2224

5.9. Normality of the dependent variables (Shapiro-Wilk): H3
5.9.1. H3A (Groups 3 & 6)
Emotional Responses (t1 — t2): Trust (t1 —t2):

. swilk difff_emotional if group_number == 3 | group_number == . swilk difff_trust if group_number == 3 | group_number ==
Shapire-Wilk W test for normal data Shapire-Wilk W test for normal data
Variable | Obs W v z Prob>z Variable | Obs W v z Prob>z

difff_emot~1 | 49 @.92074 3.669 2.769  0.00281 difff_trust | 49 8.95438 2.112 1.592  0.85566



Authenticity (tl —t2):

. swilk difff_authenticity if group_number == 3 | group_number == 6
Shapiro-Wilk W test for normal data

Variable ‘ Obs W v z Prob>z

38

Purchase Intention (t1 — t2):

. swilk difff_purchase if group_number == 3 | group_number ==

Shapiro-Wilk W test for normal data

Variable | Obs W v z Prob>z

JIFFF_authey | 49 0.90542 4.378 3.145  ©.00083

5.9.2. H3B (Groups 2 & 5)
Emotional Responses (t1 —t2):

. swilk difff_emotional if group_number == 2 | group_number ==
Shapiro-Wilk W test for normal data

Variable | Obs. W v z Prob>z

difff_emot~1 | 57 9.96268 1.947 1.432 6.e7607

Authenticity (t1- t2):

. swilk difff_authenticity if group_number == 2 | group_number == 5
Shapiro-Wilk W test for normal data

Variable ‘ Obs W v z Prob>z

difff_auth~y ‘ 57 9.98574 4.918 3.423 @.eea31

5.10.
5.10.1. H1

T1 Emotional Responses:

. *Homogeneity of Variances (Homoscedasticity) for H1 + Emotional Responses
. robvar t1_emotional, by(label_type)

Summary of t1_emotional

label_type Mean  Std. dev. Freq.
No Label 4,2034483  1.1141775 58
AI Label 4,2736842  1.1209891 57
Human lab 4.,4408163  1.1105401 49
Total 4,2987805  1.1128969 164

we = ©,23381466 df(2, 161) Pr > F = 8.7917768
W50 = ©.20188621 df(2, 161) Pr > F = 8.81739447

Wie = ©.22578722 df(2, 161) Pr » F = 8.79820375

T1 Authenticity:

. *For H1 + Authenticity
. robvar t1_authenticity, by(label_type)

Summary of t1_authenticity
label_type Mean  Std. dev. Freq.
No Label 3.591954  1.2963333 58
AI Label 3.4269006 1.245236 57
Human lab 4.2857143 1.2435016 49
Total 3.7418699  1.3066482 164
We = 0.02142231 df(2, 161) Pr > F = 0.9788083
W5e = 0.00148765 df(2, 161) Pr > F = 0.99851347
Wle = 0.09720574 df(2, 161) Pr > F = 0.99282048

difff_purc~e | 49 0.89671 4.781 3.333 @.00043

Trust (t1 — t2):

. swilk difff_trust if group_number == 2 | group_number ==
Shapiro-Wilk W test for normal data

Variable ‘ 0bs W v z Prob>z

difff_trust ‘ 57 @.90573 4.918 3.423 @.00031

Purchase Intention (t1 — t2):

. swilk difff_purchase if group_number == 2 | group_number == §
Shapiro-Wilk W test for normal data

Variable | Obs W v z Prob>z

difff_purc~e| 57 0.97405 1.354 0.651  0.25749

Homogeneity of variances (Homoscedasticity)

T1 Trust:

. * For H1 + Trust
. robvar tl_trust, by(label_type)

Summary of t1_trust
label_type Mean  Std. dev. Freq.
No Label 4,25 1.1111477 58
AI Label 4.2236842 1.0995984 57
Human lab 4.4438776 1.2502763 49
Total 4.2987805  1.1474425 164
We = @.87877353 df(2, 161) Pr > F = ©.42858965
W5 = @.52379411 df(2, 161) Pr > F = ©.59327493
Wle = @.65721599 df(2, 161) Pr > F = 8.51967706

T1 Purchase Intention:

. *For H1 + Purchase Intention
. robvar t1_purchase_intention, by(label_type)

Summary of tl1_purchase_intention
label_type Mean  Std. dev. Freq.
No Label 3.9942529 1.2066925 58
AI Label 3.5964912  1.4194466 57
Human lab 4.0612245 1.413679 49
Total 3.8760163 1.3537071 164
We = 1.4307433 df(2, 161) Pr > F = 0.24215493

W50 = 1.3629156 df(2, 161) Pr > F = 0.25884997

W1e = 1.4510363 df(2, 161) Pr > F = 0.23737511



5.10.2. H2

T1 Emotional Responses:

. *Homogeneity of Variances for H2 + Emotional Responses

. robvar t1_emotional if label_type ==

@ | label_type ==

group(produ
ct_type Summary of t1_emotional
label_type) Mean  Std. dev. Freq.
1 4.5259259  1.8109374 27
2 4.4258065  1.2487241 31
4 3.9225806 1.1392131 31
5 4.0923077  .93847666 26
Total 4,2382609  1.1132048 115
We = 1.2521833 df(3, 111) Pr > F = 0.29441955
W50 = 1.0661088 df(3, 111) Pr > F = 0.36655307
W1@ = 1.1746884 df(3, 111) Pr > F = 8.32273776

T1 Authenticity:

. *For H2 + Authenticity
. rabvar tl_authenticity if label type == @ | label_type == 1, by(cell_group)

group(produ
ct_type Summary of tl_authenticity
label_type) Mean  Std. dev. Freq.
1 3.9012345  1.1976288 27
2 3.2795699  1.3692301 31
4 3.3225886  1.3374488 3
5 3.6025641 1.8791735 26
Total 3.5101449  1.2683904 115
wWe = 1.e737156 df(3, 111) Pr > F = 0.36331923
W58 = 1.8457473 df(3, 111) Pr > F = 8,37533454
Wle = 1.1368542 df(3, 111) Pr > F = 8.337a4104

5.11.

Hypothesis 1

5.11.1. ANOVA HI

T1 Emotional Responses:

anova t1_emotional i.product_type##i.label_type

1, by(cell_group)

T1 Trust:

. *For H2 + Trust

. robvar t1_trust if label_type == @ | label_type == 1, by(cell group)

group(produ
ct_type Summary of t1_trust
1abel_type) Mean Std. dev.
1| a.3703708 1.0943411
2 4.233871  1.2465544
a 4.1451613  1.1324277
5 4.2115385  .91840162
Total 4.2369565  1.1006594
We = 1.4728442 df(3, 111)
WSO = 1.0604180  df(3, 111)
W10 = 1.5410379  df(3, 111)

Freq.

115

T1 Purchase Intention:

. *For H2 + Purchase Intention
. robvar tl1_purchase_intention if label_type == @ | label_type == 1, by(cell_group)

group(produ
ct_type Summary of t1_purchase_intention
label_type) Mean Std. dev. Freq.
1 4.4074074 1.0267089 27
2 3.7311828  1.4231404 31
a4 3.6344086  1.2512359 31
5 3.4358974  1.4260099 26
Total 3.7971015  1.3257795 115
We = 1.6199285 df(3, 111) Pr > F = 0.18881971
W50 = 1.3470365 df(3, 111) Pr > F = 0.26286635
Wile = 1.7848749 df(3, 111) Pr > F = 0.1541909

T1 Trust:

anova t1_trust i.product_type##i.label_type

Pr > F = 0,22585524

Pr > F = 0.36898898

Pr o> F = 0.20790085
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Number of obs = 164 R-squared = 0.0125
Number of obs = 164 R-squared = ©.0493
Root MSE © 110217 Adj Rosquared - 0.0152 Root MSE = 1.15816  Adj R-squared = -0.0188
source | Partial S5 o s E Probof Source | Partial Ss dof MS F Probs>F
Model 9.943961 5 1.9887922 1.64 ©.1532 Model | 2.6798783 5 .53597567 0.40 0.8486
product_t~e 7.5593088 1 7.5593088 6.22 0.9136 product_t~e .01408331 1 .01408331 0.01 0.9185
label_type | 1.3475416 2 .67377082 8.55 label_type 1.481881 2 .74094052 0.55
product_t~e#label_type | .62783388 2 .31391694 0.26 ©.7726 product_t~e#label_type | 1.1524146 2 .57620732 0.43 0.6515
Residual 191.9358 158  1.2147835 Residual 211.92988 158  1.3413283
Total 201.87976 163  1.2385261 Total 214.60976 163  1.3166243
T1 Authenticity: T1 Purchase Intention:
. 1 hi intenti i.product_type##ii,label_t
. anova tl_authenticity i.product_type##i.label_type anova Tl_purchase_intention 1.product_typewtl. label type
Number of obs = 164 R-squared = ©.8589
Number of obs = 164 R-squared = 8.1827 _ _
Root MSE - 1.25714 Adj R-squared = 8.0743 Root MSE = 1.33383 Adj R-squared = @.0292
Source | Partial §S df ns F Probsk Source | Partial S§ of s F Prob>F
Model | 28.589415 5  5.717883 3.62 0.0040 Model | 17.604348 5 3.5208696 1.98 0.0846
product_t~e | 1.2020773 1 1.2020773 9.76 0.3845 product_t~e 7.9123602 1 7.9123602 4.45 0.0365
label_type | 28.413734 2 10.206867 6.46 label_type 7.6796757 2 3.8398379 2.16
product_t~e#label_type | 5.947@536 2  2.9735268 1.88 ©.1558 product_t~e#label_type 2.3041159 2 1.1528579 .65 8.5247
Residual 249.7053 158  1.5804133 Residual 281.09687 158  1.7790941
Total | 278.29472 163 1.7873295 Total 298.70122 163  1.8325228




5.11.2. Pairwise comparison for Authenticity

| . margins label_type, pwcompare(effects)
Pairwise comparisons of predictive margins

Expression: Linear prediction, predict()

Number of obs = 164

Delta-method Unadjusted Unadjusted
Contrast std. err. t P>|t| [95% conf. interval]
label_type
AI Label than Human vs No Label -.1763384  .2351909 -0.75 0.455 -.6408622 .2881853
Human label than AI vs No Label .6692084 .2443038 2.74 e0.007 .1866858 1.151731
Human label than AI vs AI Label than Human .8455468  .2452375 3.45 0.001 .3611802 1.329913

5.12. Hypothesis 2
5.12.1. H2A (interaction

effect)

T1 Emotional Responses:

. anova t1_emotional i.label_type##i.product_type if label_type <= 1

T1 Trust:

40

anova t1_trust i.label_type##i.product_type if label_type ¢= 1

Number of obs = 115 R-squared = ©.0493 Number of obs = 115 R-squared = @.8e55

Root MSE 1.09997 Adj R-squared = ©.0236 Root MSE = 1.11237 Adj R-squared = -0.8214

Source | Partial SS df MS F Prob>F Source | Partial SS df MS F Prob>F

Model 6.9677907 3 2.3225969 1.92 e.1305 Model .75889035 3 .25296345 9.20 @.8931

label_type .03460506 1 .03460506 0.03 ©.8660 label_type .83511865 1 .e3511865 09.03 0.8665

roduct_t~e 6.2684615 1  6.2684615 5.18 ©.0248 roduct_t~e +43764573 1 .43764573 .35 @.5532

* .52006786 1 .52006786 0.43 0.5134 * .2939613 1 .2939613 0.24 0.6269
Residual 134.30386 111 1.2099447 Residual 137.34654 111 1.2373563
Total | 141.27165 114 1.239225 Total 138.10543 114 1.2114512

T1 Authenticity:

anova t1_authenticity 1 i.label_type##i.product_type if label_type <= 1

Number of obs = 115 R-squared = 0.0387

Root MSE 1.26032 Adj R-squared = ©.0127

Source | Partial SS df MS F Prob>F

Model 7.090455 3 2.363485 1.49 ©.2218

label_type 83381264 1 .83381264 0.52 0.4703

roduct_t~e .46682152 1 .46682152 0.29 0.5888

* 5.8063142 1 5.8063142 3.66 ©.0585
Residual 176.31437 111 1.5884178
Total 183.40483 114 1.6088143

5.12.2. H2B & H2C

T1 Emotional Responses:

. margins product_type if label_type <= 1, dydx(label_type)

Conditional marginal effects

Expression: Linear prediction, predict()

Number of obs = 115

T1 Purchase Intention

anova t1_purchase_intention i.label_type##i.product_type if label_type <= 1

Number of obs = 115 R-squared = 0.0719
Root MSE = 1.29438 Adj R-squared = ©.0468
Source | Partial SS df MS F Prob>F
Model | 14.404199 3 4.8013998 2.87 0.0399
[

label _type | 5.4648741 1 5.4648741 3.26 0.0736
roduct t-e | 8.1507948 1 8.1507948 4.86 0.0295
* | 1.6299009 1 1.6299009 0.97 ©.3261

Residual | 185.97261 11 1.675429

Total | 200.37681 114 1.7576914

T1 trust:

. margins product_type if label_type <= 1, dydx(label_type)

Conditional marginal effects

Expression: Linear prediction, predict()

Number of obs = 115

dy/dx wrt: 1.label_type dy/dx wrt: 1.label_type
Delta-method Delta-method
dyfdx std. err. P>|t| [95% conf. interval] dy/dx  std. err. t P>|t| [95% conf. interval]

@.label_type (base outcome) @.label_type (base outcome)
1.label_type 1.label_type
product_type product_type

Chocolate -.1801195 .289557 -8.35 8.73@ -.6738959 .473657 Chocolate -.1364994  .2928186 -0.47 ©8.542 -.716739 .4437402

Toothpaste .1697271 .292518 @.58 @.563 -.489917 .7493711 Toothpaste 0663772 .295813 @.22 @.823 -.5197961 .6525504

Note: dy/dx for factor levels is the discrete change from the base level.

Note: dy/dx for factor levels is the discrete change from the base level.



T1 Authenticity:

. margins product_type if label_type <= 1, dydx(label_type)
Conditienal marginal effects Number of obs = 115

Expression: Linear prediction, predict()
dy/dx wrt: 1.label_type

Delta-method
dy/dx  std. err. t P>|t] [95% conf. interval]
@.1abel_type (base outcome)
1.label_type
product_type
Chocolate -.6216647 .3317673 -1.87 0.864 -1.279084 .8357545
Toothpaste «2799835 .3351601 .84 -.3841586 .9441255

Note: dy/dx for factor levels is the discrete change from the base level.

5.13. Hypothesis 3A
5.13.1. Paired t-test

Emotional Responses:

. ttest t1_emotional == t2_emotional if group_number == 3 | group_number == &

Paired t test
T

5 -
Variable | Obs Mean Std. err. Std. dev. [95% conf. interval
’ }
T
» -
t1_emo~1 | a9 4.440816 .1586486 1.11054 4.121832 4.75980
>1
t2_emo~1 | a9 3.97551 +1727757 1.20%43 3.628121 4.32289
>9 )
T
y -
diFE | 49 .4653861  .1122418  .7856926  .2396288  .690983
>4
1
>
mean(diff) = mean(tl_emotional - t2_emotional) t= 4,145

> 6

HB: mean(diff) = @ Degrees of freedom = a
>8

Ha: mean(diff) != @ Ha: mean(diff) >

Pr(T > t) = 4000

Ha: mean(diff) < @
]

>
ni(r < t) = 0.9999 pr(lTl > It]) = e.e001
>

Authenticity:

. ttest t1_authenticity == t2_authenticity if group_number == 3 | group_numbe
>r==6

Paired t test

5 —

Variable | Obs Mean Std. err. Std. dev. [95% conf. interval
>
] |
T
5 =
t1_aut~y | 49 4,285714 +1776431 1.243502 3.928539 4.6428
>9
t2_aut~y | 49 3.455782 2014905  1.418434  3.850658 3.86090
> 6 ,
T
s -
i | 49 .B29932  .1708993  1.196295  .4863159  1.17354
> B
1
-
mean(diff) = mean(tl_authenticity - t2_authenticity) t = 4,85

3
HB: mean{diff) = @ Degrees of freedom = 4
8

Ha: mean(diff) < @ Ha: mean(diff) != @ Ha: mean(diff) >

>0
Pi(T < t) = 1.0000 Pr(|T| > |t]) = e.eee8 Pr(T > t) = 01888
>

T1 Purchase Intention:

. margins product_type if label_type <= 1, dydx(label_type)
Conditional marginal effects Number of obs = 115

Expression: Linear prediction, predict()
dy/dx wrt: 1.label_type

Delta-method
dy/dx  std. err. | [95% conf. interval]

8.label_type (base outcome)

1.label_type
product_type
Chocolate -.6762246  .3407331 -1.98 @.e50 -1.35141  -.@010393
Toothpaste -.1985112  .3442175  -0.58 ©.565  -.8806011  .4835787

Note: dy/dx for factor levels is the discrete change from the base level.

Trust:

. ttest tl_trust == t2_trust if group_number == 3 | group_number == &

Paired t test

> -

Variable Obs Mean Std. err. Std. dev. [95% conf. interval
> ]
.
t1_trust a9 4.443878 .1786189 1.258276 4.884756 4.80299
>9
t2_trust a3 3.913265 .1824797 1.277358 3.546365 4.28016
>5
.

daiff 49 ,5306122 1367039 9569274 2557506  ,8@5473
>9

mean(difF) = mean(tl_trust - t2_trust) t= 3.881

>5
HO: mean(diff) = @ Degrees of freedom = 4
> 8

Ha: mean(diff) < @ Ha: mean(diff) 1= @ Ha: mean(diff) >

Pr(T > t) = BUB6E

pr(|T] > [t]) = e.ee03

)
Pr(T < t) = 0.9998
]

Purchase Intention

. ttest t1_purchase_intention == t2_purchase_intention if group_number == 3 |
> group_number == &

Paired t test
T

» -

Variable | Obs Mean Std. err. Std. dev. [95% conf. interval
> ] ,
T
-
t1_pur~n | 49 4.961225 +2019541 1.413679 3.655168 4.46728
>1
t2_pur~n | 49 3.55182 .2128592 1.490015 3.123038 3.97908
>3
|
T
> -
G | 49 .5102041  .1487228  1.04106  .2111768 809231
>4 .
5 =
mean(diff) = mean(tl_purchase_in~n - t2_purchase_in~n) t= 3.438

> 6
HB: mean(diff) = @ Degrees of freedom = 4
> 8

Ha: mean(diff) != @ Ha: mean(diff) >

Pr(T > t) = Bloed

Ha: mean(diff) < @
>e

Pr{T ¢ t) = 8.9994 pr(|T| > |t]) = e.ee12
>
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5.13.2. Wilcoxon signed-rank test

Emotional Responses: Trust:

. signrank t1_emotional = t2_emotional if group_number == 3 | group_number == . signrank t1_trust = t2_trust if group_number == 3 | group_number == &
A - . | !

>

Wilcoxon signed-rank test
Wilcoxon signed-rank test

si b S k E: ted
Sign Obs  Sum ranks Expected en N um ranks xpec
Positive 32 979.5 594.5 Positive 2 925 585
Vi . . T
Negative 9 209.5 594.5 "Ega;::: :: z;: 5::
Zero 8 36 36
All a9 1225 1225 ALl 49 1225 1225
Unadjusted variance 10106.25
Unadjusted variance 10106.25 N
it o s s fdotert fr ties e
Adjustment for zeros -51.00 .
Adjusted variance 10038.38 Adjusted variance 9972.12
HO: t1_emotional = t2_emotional Ha: t1_trust = t2_trust
z = 3.883 z = 3-405
Prob > |z| = @.e001 :"’Ubt> |ZI|’ = :m:
Exact prob = ©.0001 XBCE prao = 8.
Authenticity: Purchase Intention:

- signrank t1_authenticity = t2_authenticity if group_number == 3 | group_num . signrank tl_purchase_intention = t2_purchase_intention if group_number == 3

> ber == & > | group_number == &
Wilcoxon signed-rank test Wilcoxon signed-rank test
Sign Obs  Sum ranks Expected Sign Obs  Sum ranks Expected
Positive 32 1018 598.5 Positive 24 847.5 544.5
Negative 1e 179 598.5 Negative 9 241.5 544.5
Zero 7 28 28 Zero 16 136 136
ALL a9 1225 1225 AlL 49 1225 1225
Unadjusted variance 18106.25 Unadjusted variance 10106.25
Adjustment for ties -8.88 Adjustment for ties -22.62
Adjustment for zeros -35.e0 Adjustment for zeros -374.00
Adjusted variance 10062.38 Adjusted variance 9709.62
H@: t1_authenticity = t2_authenticity He: t1_purchase_intention = t2_purchase_intention
z = 4.182 z = 3.875
Prob > |z| = @.eeee Prob > |z| = @.8021
Exact prob = @.0000 Exact prob = @.0017

5.14. Hypothesis 3B
5.14.1. Paired t-test

Emotional Responses: Trust:

. . ttest t1_trust == t2_trust if group_number == 2 | group_number == 5
. ttest t1_emotional == t2_emotional if group_number == 2 | group_number == 5

Paired t test
Paired t test

> - Variable | Obs Mean Std. err. Std. dev. [95% conf. interval
Variable Obs Mean Std. err. Std. dev. [95% conf. interval g |
> ] !
,,,,,,,,,,,,,,,,,,,,,,,,,,,,, 5
> t1_trust | 57  4.223684  .1456454  1.099598  3.931921  4.51544
t1_emo~1 57 4.273684 +1484786 1.120989 3.976246 4.57112 >7
>3
2. eno~1 57 4.070175 1661516  1.254816  3.737338  4.40301 :2§trust | 57  4.197368  .1688149  1.274524  3.859192  4.53554
>7 %
> - > -

aiff 57  .2035088  .0942576  .7116291  .0146882  .392329 dEFE | 57  .0263158  .1283517  .9690342 -.2308036  .283435
>4 >2

1

> - > -

mean(diff) = mean(tl_emotional - t2_emational) t= 2.159 mean(diff) = mean(tl_trust - t2_trust) t= 0.205
>1 >0
HO: mean(diff) = @ Degrees of freedom = 5 HO: mean(diff) = @ Degrees of freedom = 5
> 6 >6
Ha: mean(diff) < @ Ha: mean(diff) 1= @ Ha: mean(diff) > Ha: mean(diff) < @ Ha: mean(diff) I= @ Ha: mean(diff) >
>8e

>0
>Piﬁ < t) = BISEZA Pe(|T| > |t]) = @.0351 Pr(T > t) = BU6EF Pr(T < t) = BUS86S pr(ITl > [t]) = .8383 Pr(T > t) = 0.419
>1



Authenticity:

: ttest tl_authenticity == t2_authenticity if group_number == 2 | group_numbe
>r==5

Paired t test

AU

>
variable | Obs Mean  Std. err. Std. dev. [95% conf. interval
> ] }
> —
t1_aut~y | 57 3.426901 +1649355 1.245236 3.096495 3.75730
> 6
t2_aut~y | 57 3.7e7602 +1867719 1.418097 3.333453 4,08175
>1
f
>
i | 57 -.2807@17  .1286645  .9713954 -.5384476  -.@22955
> 8
- !
>
mean(diff) = mean(tl_authenticity - t2_authenticity) t= -2.181
>7
HB: mean(diff) = @ Degrees of freedom = s
> 6

Ha: mean(diff) < @

>0
Pr(T < t) = B.0167
>3

Ha: mean(diff) |= @ Ha: mean(diff) >

Pr(IT| » |t]) = e.0333 Pr(T > t) = 8.983

5.14.2. Wilcoxon signed-rank test

Emotional Responses:

' . signrank t1_emotional = t2_emotional if group_number == 2 | group_number ==
> 5

Wilcoxon signed-rank test

Sign Obs  Sum ranks Expected
Positive 32 1187.5 816
Negative 19 524.5 816

Zero 6 21 21

All 57 1653 1653

Unadjusted variance 15841.25
Adjustment for ties -33.13
Adjustment for zeros -22.75
Adjusted variance 15785.38

H@: t1_emotional = t2_emotional
z= 2,320

Prob > |z| = @.0203

Exact prob = 0,0196

Authenticity:

! . signrank t1_authenticity = t2_authenticity if group_number == 2 | group_num
> ber ==

Wilcoxon signed-rank test

Sign Obs Sum ranks Expected
Positive 17 552.5 766.5
Negative 25 980.5 766.5

Zero 15 120 120

All 57 1653 1653

Unadjusted variance 15841.25
Adjustment for ties -17.75
Adjustment for zeros -310.00
Adjusted variance 15513.50

He: t1_authenticity = t2_authenticity
z=

Prob > |z|

Exact prob

5.15.

Purchase Intention

. ttest t1_purchase_intention == t2_purchase_intention if group_number == 2 |
> group_number == 5

Paired t test

Fo

variable | Obs Mean Std. err. Std. dev. [95% conf. interval
> ]
§ =
t1_pur~n | 57 3.596491 .1880103 1.419447 3.219861 3.97312
>1
t2_pur~n | 57 3.859649 .1818382 1.372848 3.495384 4.22391
>5
=

i | 57 -.2631579  .1211247  .9144711 -.5057997 -.020516
>1

I

>

mean(diff) = mean(tl_purchase_in~n - t2_purchase_in~n) t= -2.172
>6
HO: mean(diff) = @ Degrees of freedom = 5
>6

v
x

>

Exploratory test - Hypothesis 1A

a: mean(diff) < @

o
Pr(T < t) = BH0170
e

Ha: mean(diff) 1= @ Ha: mean(diff) >

Pr(|T| > |t]) = e.0341 Pr(T > t) = 0.983

Trust:

2 . signrank t1_trust = t2_trust if group_number == 2 | group_number == 5

Wilcoxon signed-rank test

Sign Obs Sum ranks Expected
Positive 22 782.5 781
Negative 22 779.5 781

Zero 13 91 a1

All 57 1653 1653

Unadjusted variance 15841.25
Adjustment for ties -112.00
Adjustment for zeros -204.75
Adjusted variance 15524.50
HB: t1_trust = t2_trust

z = 8.012
Prob > |z| = @.9984
Exact prob = ©,9923

Purchase Intention:

. signrank t1_purchase_intention = t2_purchase_intention if group_number == 2
> | group_number == 5

wWilcoxon signed-rank test

sign Obs  Sum ranks Expected

Positive 17 534 766.5

Negative 25 999 766.5

Zero 15 120 120

All 57 1653 1653
Unadjusted variance  15841.25
Adjustment for ties -61.63
Adjustment for zeros  -318.80
Adjusted variance 15469.62

H@: tl1_purchase_intention = t2_purchase_intention
z = -1.869

Prob > |z| = ©.8616

Exact prob = 0.8615

5.15.1. Homoscedasticity (Breusch-Pagan)

T1 Emotional Responses:

T1 Trust:
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. estat hettest

Breusch-Pagan/Cook-Weisberg test for heteroskedasticity
Assumption: Normal error terms

Variable: Fitted values of t1_emotional

He: Constant variance

chi2(1) 0.30
Prob > chi2 = @.5846

T1 Authenticity:

. estat hettest

Breusch-Pagan/Cook-Weisberg test for heteroskedasticity

Assumption: Normal error terms
Variable: Fitted values of tl_authenticity

He: Constant variance

chiz(1) = 1.73
Prob > chi2 = @.1880

5.15.2. Regression

T1 Emotional Responses:

. regress tl_emotional i.label type##(i.gender i.age i.education_level i.profess

> ion c.gaais c.purchase_freq std) i.product_type if label_type <= 1
note: 1.label_type#2.gender identifies no observations in the sample.

Source 55 df M5 Number of obs = 11s
F(33, 81) = 1.18
Model 43.6828534 33 1.32372283 Prob > F = @8.3579
Residual 97.5887984 81 1.20479998 R-squared = 8.3892
Adj R-squared 9.0278
Total | 141.271652 114 1.23922502 Root MSE = 1.e976
t1_emotional | Coefficient Std. err. t Pt [95% conf. interval]
label_type
AI Label t.. -1,953371  1,755148 -1.11  8.289 -5.445565 1,538823
gender
Female .2361839  .3278889 .72 @.474  -.4162921  .8884998
Prefer Not.. .@883643  .8741313 @.10 @.9280  -1.658883  1.827611
age
between 25.. ~-.2897798 .383079 -8.76 @.452 -1.851987 .4724273
between 35.. -.4487643  .6968716 -8.64 @.521 -1.83532 .9377916
between 45.. -.1166272  .6577821 -8.18 0.860 -1.425487 1.192153
between 55.. .5770241  .6012952 @8.96 8.348 -.6193648 1.773413
education_l~1
Post-secon, . -1.305515  1,316575 -8.99 @.324 -3.925085 1.314856
Short-type. . .1818643  .8689937 @.12 @.9987 -1.627161 1.830889
University.. -.1516683  .7231875 -8.21 @.834 -1.598577 1.287256
Master or .. -.7737818  .7359479 -1.85 0.29 -2.238087 6985236
profession
Academia a.. .6880047  .6929585 @.88 @.383 -.7707654 1.986775
STEM and H.. .4733873  .5264608 e.98 @.371 -.5741847 1.520799
Business, .. -4184785  .4397175 @.95 08.344 -.4564293 1.29337
ather -.1840145 1,209267  -0.89 @.932  -2,518077  2.302048
gaais .0260884  .2618876 .18  8.921  -.4949858  .5471626
purchase_fr~d -.3227469  .6696175 -8.48 @.831 -1.655076 1.009582
label_type#
gender
AL Label t.. #
Female +3859883 501811 @.77 @.444 -.6124582 1.384435

T1 Trust:

. estat hettest
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Breusch-Pagan/Cook-Weisberg test for heteroskedasticity
Assumption: Normal error terms
Variable: Fitted values of ti_trust

He: Constant variance

chi2(1)
Prob > chi2

e.e3
0.8613

T1 Purchase Intention:

. estat hettest

Breusch-Pagan/Cook-Weisberg test for heteroskedasticity

Assumption: Normal error terms

Variable: Fitted values of ti1_purchase_intention
He@: Constant variance

chi2(1)
Prob > chi2

Al Label t.. #
Prefer Not..
label_type#
age
Al Label t.. #
between 25..
AI Label t.. #
between 35..
AT Label t.. #
between 45. .
Al Label t.. #
between 55..
label_type#
education_l~1
Al Label t.. #
Post-secon. .
AI Label t.. #
Short-type. .

AI Label t.. #
University..
Al Label t.. #
Master or ..

label_type#
profession

Al Label t.. #
Acadenia a..

AI Label t.. #
STEM and H..

AI Label t.. #
Business, ..

AI Label t.. #
Other

label_type#
c.gaais
Al Label t..

label_type#t

c.
purchase_fr-d
Al Label t..

product_type
Toothpaste
_cons

.3526395

.5504144

-2.406363

-.3505961

1.528712

1.864169

+9209433

2.305697

-.426221
.8318273
=1.855306

+B8969746

.1635039

-.6236764
4.739797

0.85
9.3556

(empty)

6164238
9894547
1.488343

.8842827

1.92035
1.263319
1.123866

1.140112

.9310059
8559571
+6237362

1.367407

+ 3786241

1.013881

2567397
1.137455

-1.63

-8.46
@.04
-1.69

-8.84

-2.43
4.17

8.482

@.415

9.648

@.97¢

8.872

- .B738505

-1.41829

-5.35178

-2.118841

-2.292183

-1.449438

-1,315197

.0372316

-2.278631
-1.671259
<2.296345

-2.775743

-.6563686

-1.853801

-1.134508
2.476618

1.57913

2.519119

5398546

1.488849

5.349606

3.577777

3.157084

4.574162

1.426189
1.734913
-1857338

2.665681

-8503178

~-.112845
7.802975



. regress tl_trust i.label_type##(i.gender i.age i.education_level i.profession
> c.gaals c.purchase_freq_std) i.product_type if label type <= 1
note: 1.label_type#2.gender identifies no observations in the sample.

Source | ss df Ms Number of obs = 115
F(33, 81) - 1.45
Model 51.3436951 33 1.55586955 Prob > F = 9.0895
Residual | 86.7617397 81 1.87113259 R-squared = 8.3718
t Adj R-squared =  ©.1158
Total 138.105435 114 1.21145118 Root MSE = 1.035
tl_trust | Coefficient Std. err. t Px|t| [95% conf. interval]
label_type
AI Label t.. -.3484965 1.654923  -9.21 ©.834  -3.641274  2.944282
gender
Female +2163324 . 3091653 8.70 9.486 -.39880896 8314745
Prefer Not.. -.@56151 .8242155  -8.07 ©.946  -1.696881  1.583779
age
between 25.. -.3732033 -361284 -1.83 8.385 .3454793
between 35.. -.4272496  .657@78  -8.65 ©.517 8801295
between 45.. 23714064  .6202206 .60 1.605451
between 55.. .2059305  .5669593 8.36 1.334082
education_l1~1
Post-secen. . .2422398  1.241394 0.20 ©.846  -2.227745  2.712224
Short-type. . -8517738  .8193714 8.958 -1.578518 1.682066
University.. -.5635836 .6818912 - 0.411  -1.920333 .793166
Master or .. -.9660142  .6939229  -1.39 ©8.168  -2.346703  .4146747
profession
Academia a.. -.1449248  ,6533883  -0.22 ©.825  -1.444963  1.155113
STEM and H.. .7581514 4963982 1.53 ©.131  -.2295253  1.745828
Business, .. .2629388  .4146082 9.63 ©.528 -.5620814 1.087879
Other -1.991837 1.140214  -1.75 ©.084  -4,268506 .276831
gaais .3431201  .246933 1.39 ©.168  -.1481991  .8344392
purchase_fr~d .8083506  .6313802 e.01 989 -1,247898 1.264599
label_type#t
gender
Al Label t.. #
Female -.0143976  .4731559 -9.83  9.976 -.9558295 .9270343
AT Label t.. #
Prefer Not.. @ (empty)
label_type#t
age
AL Label t.. #
between 25.. .4319355  .581224 0.74  0.460 -.724518  1.588389
AL Label t.. #
between 35.. -@589574  .9329536 8.06 @.950 -1.797328 1.915242
AL Label t.. #
between 45.. -2.744333  1.39581  -1.97 B.853  -5.521558  .@328911
AL Label t.. #
between 55.. -.3422948  .8337873  -0.41 0.683 -2.00127 1.31668
label_typet
education_l~1
AL Label t.. #
Post-secon. . .1436776  1.818692 9.08 0.937 =3.459831 3.746387
AL Label t.. #
short-type. . .2087435  1.191179 8.18  ©.861  -2.161329  2.578816

AL Label t.. #

T1 Authenticity:

. regress t1_authenticity i.label_type##(i.gender i.age i.education_level i.prof
» ession c.gaais c.purchase_freq_std) i.product_type if label type <= 1
note: 1.label_type#2.gender identifies no observations in the sample.

Source 55 df MS Number of obs = 115
F(33, 81) = 1.10
Model 56.6769767 33 1.71748414 Prob > F = 9.3591
Residual | 126.727853 81 1.56454139 R-squared = e.3090
Adj R-squared =  @.0275
Total | 183.484829 114 1.60881429 Root MSE = 1.2508
t1_authenti~y | Coefficient Std. err. t P |t] [95% conf. interval]
label_type
AL Label t.. -1.773563  2.000091 -e.89 9.378 -5.753117 2.205991
gender
Fenale -.1199941 .373648  -8.32 ©.749  -.B634365 6234483
prefer Not.. -1.87768  .9961224  -1.88 ©.283  -3.859652  .9842907
age
between 25.. -.3824507 .4365484 -8.88 ©.384 -1.251829 .4861277
between 35.. -.9997593 .7941249 -1.26 9.212 -2.579819 .5803002
between 45.. .0048648  .7495802 9.01 ©9.995 -1.486565 1.496294
between 55.. .5764451  .6852102 0.84 @.403 -.7869083 1.939798

45

University.. .1188534  1.059689 9.11 e.911 -1.989596 2.227303
Al Label t
Master or .. 1.092802 1.075088 1.82 @.313 -1.846926 3.23093
label_type#
profession
Al Label t.. #
Academia a.. .651633 .B8778425 e.74 0.460 =1.894998 2.398264
AI Label t.. #
STEM and H.. .6332656 .8878792 @.78 ©.435 -.9725689 2.2391
AI Label t.. #
Business, .. -.395067 .5881189 -0.67 0.504 -1.565239 .7751851
AI Label t.. #
Other .9658439  1.289324 8.75 0.456 -1,599506 3.531194
label_type#
c.gaais
Al Label t.. .0344095  .3578034 @.18 8,923 -.6759154 .7447343
label type#
c.
purchase_fr~d
AI Label t.. -.8611332  .9559851 -8.98 0.370 -2.763244 1.040977
product_type
Toothpaste -.3242423 .242079 -1.34  o.184 -.8059036 .157419
_cons 3.812273 1.e72503 3.55 0.e01 1.678329 5.946217
education_1~1
Post-secon. . -2.66929 1.500312 -5.65444 +3158598
Short-type. . ~.622098  .9902679 -2.59242 1.348224
University.. -.696994  .8241134 -2.336721 9427332
Master or .. ~.9576819  .8386545 -2.626341 +7109776
profession
Academia a.. +3638135  .7896657 0.46 0.646 ~1.207374 1.935001
STEM and H.. +4470102  .5999321 0.7 0. - . 7466666 1.640687
Business, .. .5108752 .5010831 1 -.486123  1.507873
Other -1.967766  1.378029 -1, ~4.709611 7740796
gaais +1190626  .2984359 -.4747311 .7128564
purchase_fr-d .1793329  .7630673 ~1.338932 1.697598
label_types
gender
Al Label t.. #
Female +1325234  .5718422 0.23 e.817 ~1.005263 1.27e31
AI Label t.. #
Prefer Not.. @ (empty)
label_types
Al Label t.. #
between 25.. .3205241  .7024501 0.46 0.649 -1.077131 1.718179
Al Label t.. #
between 35.. 1.342505 1.12754 1.19 0.237 ~.9009459 3.585956
Al Label t.. #
between 45.. -. 7178384  1.686935 -0.43 0.672 -4.074309 2.638633
AI Label t.. #
between 55.. -.1726108  1.007691 -0.17 0.864 ~2.177599 1.832377
1abel_types
education_l~1
2.235361 1.2 e.310 ~2.118766 6.589489
1.896893  1.439624 1.32 e - 9675067 4.761292
University.. .7492602  1.280709 0.59 0.560 ~1.798949 3.29747
Al Label t.. #
Master or .. 1.95571 1.299222 1.5 0.136 -.6299744 4.540116
label_types
profession
Al Label t.. #
Academia a.. .019781  1.060934 0.02 0.985 ~2.091146 2.130708
AI Label t.. #
STEM and H.. 3720953 9754119 e.38 0.704 ~1.568669 2.312859
AL Label t.. #
Business, .. ~.9206984 710783 -1.36  0.199 ~2.334934 4935368
AI Label t.. #
Other 1.372704  1.558239 e.88 0.381 -1.727703 4.4a7311
label_types
c.gaais
Al Label t.. .0886363  .4314637 0.21 e.838 ~.7698412 .9471138
label_types
purcmsejr:
AI Label t.. ~.4099846  1.155375 -0.35 0.724 ~2.708819 1.88885
product_type
Toothpaste ~.2719874  .2925695 -0.93  0.35§ -.8541089 .3101341
cons. 4.057015  1.296195 3.13  e.e02 1.47799%4 6.636035




T1 Purchase Intention:

15 . regress tl_purchase_intention i.label_types#(i.gender i.age i.education_level

46

» i.profession c.gaals c.purchase_freq_std) i.product_type 1f label type <= 1 between 45.. -2.23044 1.66938 -1.34 0.185 -5.551982 1.e91101
note: 1.label_typewz.gender identifies no ocbservations in the sample. AT Label t.. #
Source 55 af L Number of obs = 115 between 55.. -.1736419 .997204 -8.17 0.862 -2.157765 1.810481
I F(33, B1) - 1.5
Model 76.2728405 33 2.3112982 Prob > F - 8.8695
Residual | 124.103973 81 1.53214782  R-squared - 806 label_typei#t
Total | 200376814 114 1.75769135 ::ztn&mmu T 122 education_1-~1
' ’ o AL Label t.. #
Post-secon.. 1.667164  2.165575 8.77 0.444 -2.641652 5.975979
t1_purchase=n | Coefflcient Std. err © et [95% conf. interval] AT Label t.. #
label_type Short-type.. 2.100753  1.424642 1.47 ©.144 -.7338381 4.935344
AL Label t.. | -1.959141 1.979277  -0.99 0.325  -5.897281  1.976999 AI Label t.. #
gender University.. .981603  1.267381 0.77 ©.441 -1.540088 3.503294
Female .0885523 3697596 .24 0.811  -.6471534  .B24258 AL Label t.. #
prefer Not.. .5761692 9857562 ¥ 61  -1.385176  2.53751 .
e s osmmmer e e e nsTs Master or .. 2.338389 1.285762  1.81 B.874  -.227755  4.888532
between 250 | -.e7186 4319975 -.BB12582 8378209
between 35.. .2768713  .7ESEGE -1.286745  1.B46438 label_type#
between 45.. 3236151 7417797 -1.152284  1.799524 profession
between 55.. .1965197 6786795 -1.052686  1.645685 AT Label t.. #
education_1~1 Academia a.. -.5910529 1.049894 -8.56 0.575 -2.680012 1.497906
Post-secor -.4341532  1.484699 -3.388238  2.519932 AT Label t.. #
Short-typ -1.298503 9799626 -3.244321 6553149 .
Universit -1.1949 8155372 -2.817563 4277633 STEM and H.. .2611544  ,9652613 .27 ©.787 -1.659413 2.181722
Master or .. | -1.679183  .829927 -3.330478  -.0278888 AI Label t.. #
profession Business, .. -.5393163 .7033862 -0.77 8.445 -1.938834 .8602016
fotaia 2. | g v m et Leaw e AL Label t.. 8
Susiness, .. | 11secas assmess . 1.101686 .3818908  1.542023 ©.25 ©.805  -2.687@51  3.449232
Other | -2.340459 1.363688  -1. 3728533
gaais 3570468 2953302 1.21  0.238  -.2305676  .9446612 label_type#
purchase_fr-d |  .6671984 .7551264  ©.88 0.380  -.8352744  2.169655 c.gaais
Label_types AI Label t.. 1477764  .4269737 8.35 ©.738  -.7017673  .9973201
gender
1t.#
A e 6775697  .S6S6913  1.20  0.235  -.4483764  1.803516 label typed
AL Label t.. # c.
prefer Not @ (empty) purchase_fr~d
label_types AI Label t.. -.3260327  1.143352 -8.29 0.776 -2.600944 1.948879
age
AL Label t.. ®
betu:en 2. -.8149694 69514 -1.17  0.244 -2.19808  .56H1412 product_type
AL Label t.. # Toothpaste -.6499783  .2895248 -2.24 @.e27 -1.226042  -.0739147
e T g LIS LA LM 036 3o Lesnie _cons 3.940073  1.282706 3.87 0.803 1.387891  6.492255

5.16. Exploratory test — Hypothesis 1B

5.16.1. Homoscedasticity

T1 Emotional Responses:

. estat hettest

Breusch-Pagan/Cook-Weisberg test for heteroskedasticity
Assumption: Normal error terms

Variable: Fitted values of tl1_emotional

He: Constant variance

chi2(1) = @.24
Prob » chi2 = @.6226

T1 Authenticity:

. estat hettest

Breusch-Pagan/Cook-Weisberg test for heteroskedasticity
Assumption: Normal error terms

Variable: Fitted values of tl_authenticity

H@: Constant variance

chi2(1) 1.53
Prob > chi2 = @.2158

T1 Trust:

. estat hettest

Breusch-Pagan/Cook-Weisberg test for heteroskedasticity
Assumption: Normal error terms

Variable: Fitted values of tl_trust

H@: Constant variance

chi2(1) 0.00
Prob > chi2 = ©.9689

T1 Purchase Intention:

. estat hettest

Breusch-Pagan/Cook-Weisberg test for heteroskedasticity
Assumption: Normal error terms

Variable: Fitted values of t1_purchase_intention

H@: Constant variance

chi2(1) = @.19
Prob » chi2 = @.6621



5.16.2. Regression

T1 Emotional Responses:

5 . regress t1 _emotional i.label type##(i.gender i.age i.education_level i.prof

> ession c.gaais c.purchase_freq_std) i.product_type if inlist(group_number,

>1, 3,4, 6)
note: 2.label_type#2.gender identifies no observations in the sample.
note: 2.label_type#2.education_level identifies no observations in the
sample.
Source sS df L Number of obs = 10
>7
F(32, 74) - 1.2
>4
Model 45.7757772 32 1.43049384 Prob > F = 0.226
>0
Residual | 85.6784289 74 1.15781661 R-squared = 0.348
>2
T Adj R-squared = 0.066
>4
Total 131.454206 106 1.24013402 Root MSE = 1.e7
>6
v
t1_emotional | Coefficient Std. err. t ] [95% conf. interval
>]
>
label_type
Human lab.. ~2.772386  1.818699 -1.52 0.132 -6.396224 .85145
>2
gender |
Female 2001152 .3210819 0.65 ©.517  -.4306544  .848884
>7
Prefer No.. .0492469  .8566418 0.6 0.954 -1.657649 1.75614
>3
age |
between 2.. -.3003362  .3754895 0.426  -1.048515 44784
>3
between 3.. -.3982818  .6825723 -9.58 0.561 -1.758337 .961773
>2
between 4.. -.160064  .6443769 -0.25 ©.805 -1.444013 1.12388
>5
between 5.. .6248486  .5888549 1.e6 0.292 -.5484704 1.79816
>8
education_~1 ‘
Post-seco.. -1.373774  1.290091 -1.06 9.290 -3.944336 1.19678
>8
Short-typ.. . 0640485 .851622 0.8 ©.940 -1.632845 1.76094
>2
Universit.. -.1829178  .7087335  -0.26 ©.797 -1.5951  1.22926
>4
Master or.. -.7892337  .7214043 -1.09 0.277 -2.226663 .648195
>7
profession
Acadenmia .. .6220429 6792678 0.92 ©.363  -.7314277  1.97551
>3
STEM and .. .4458388  .5158678 0.86 0.3% -.5820502 1.47372
>8
Business, .. .4149927  .4310541 0.96 ©0.339 -.4439013 1.27388
>7
Other -.1334374  1.185341  -0.11 ©.911  -2.495281  2.22840
>7
gaais | .8277545  .2567288 0.11 0.914 -.4837887 .539297
>7
purchase_f~d -.3484844  ,6562754 -0.53 0.597 -1.656142 .959172
>9
. regress t1_trust {.label_typess(i.gender i.age i.education_level 1.professi
> on c.gaals c.purchose_freq std) i.product_type Lf inlist(group_number, 1, 3 sesession
>, 4, 8) -
note: 2,1abel_typed2.gender identifies mo observations in the sample. tn
type#2.education_level identifies no observations in the :;:L
otver
ss o " Number of obs = 10 1
>
F(32, 78) - 1.8 ™
>9 perchase_f-d
Model | 46.8592928 32 1.4643529  Prob > F = 0373 v
>2 Labed_types:
Residual 99.5472492 74 1.3452331  R-squared - 0.320 -
»1 wanan Jan.. 0
adi R-squared =  0.026 g
man 1sb.. 8
Total 146. 406542 186 1.38119379  Root MSE - 1.159
> Tabel_types:
e
saman 126, 8
. st
t1_trust | Cosfficient Std. err. t  Balt]  [95% conf. interval soman 1ab.. 8
] wezen's
aman 120, 8
> brtueon 4.
label_type vu
Husan 1ab. . -1.54588  1.960378  -0.79 9.431  -5.452018  2.3602% T 1ab-- 4|
>9 ve
gender
Female 1403273 3460945 -.549281 829935
>58
Prafer Na.. 1663128 9233751 -2.006178  1.67355
>2
-.4029121 4847405  -1.00 ©.323  -1.200095 46353
st o
-.2850816 7357454  -6.39 ©.789  -1.751086  1.18092 "
Labe1,_types’
2490801 . 6945745 0.3 o7 ~1.13489 1.6338 profession
il
.3406131  .6M7273  0.54 0.593  -.9241086  1.60533 CE
Simana
education_~1 man 136... 8
Post-seca.. 0500097 139955  0.84 9.971  -2.720601  1.82082 Besdaass,
>1 o lab.. 8
Short-typ.. 0547226 9179642 -1.883606  1.77436 -
>1 »e
universit,, | -.6516105 7639445 -2.73803 670582 P
»>2 c.paats
Master or.. -1.009529  .7776824 -1.30 @.198 ~2.558936 ~539877 Shmen Lb.

»2

aagan

e

250808

5045681  -9.61
(empty)
8372698 1.39
1.144778  -8.23
9863696 0.31
1.000545  -0.75
(empty)
1.497541 0.33
1.096296  -0.17
1.15282 8.51
1.149448  -0.36
1.854174  -8.23
8435814  -0.34
1.411969  -0.10
4029706 1.16
.9363819 2.63
2843496 -2.11
1.115046 a.24

@.545

@.167

°.757

@.865

8.611

9.251

-1.312208

~.5803876

=«2.546122

-1.659176

-2.739186

-2.491297

-2.3717

-1.78889

-2.708784

~-2.343893

=1.964153

-2.957889

-.3362859

-1.002017

698539

2.83620

2.81591

2.27159

1.24807

3.47653

1.99713

2.88599

1.87194

1.857@8

1.39759

2.6689

1.26958

4.32641

-.828262

6.95297

label_type#
gen
Human lab.. #
Female -.306834
>9
Human lab.. #
Prefer No.. L]
label_type#
age
Human lab.. #
between 2.. 1.167909
6
Human 1ab.. n‘
between 3.. -.2651018
> B
Human 1ab.. »‘
between 4.. .3862079
> 2
Human lab.. u‘
between 5.. -.7455565
>3
label_type#
education_~1
Human lab.. #
Post-seco.. ]
Human lab.. #
Short-typ. . 4926184
>3
Human lab.. ¥
Universit.. -.1872828
> 5
Human lab.. ¥
Master or.. -5889547
>9
label_type#
profession
Human lab.. #
Academia .. -.4183789
> 6
Human lab.. t‘
STEM and .. -.2434843
>4
Human lab.. u‘
Business, .. -.2832809
»2
Human 1ab.. w‘
Other -.1444796
>3
label_type#
c.gaais
Human lab.. -4666505
> 7
label_type#
c.
purchase_f~d
Human 1ab.. 2.46061
>1
product_type
Toothpaste -.5151399
> 8
_cons | 4.731199
> 6
............ L
E s ess usess 18
Y It
B N
LA A6 eam asws
M L3 e o0 e
B ]
NS ees esn clads  Es
lenpty)
muse 1 eam  smess deses
Lams a1 s 2aeem Len
Lesier e emE N 1o
Lemas s ey asmn L
Comprr)
Lewm ees ess aamm 2.0
Lames e s lasee  2ase
1maeae 001 0970 -1AMM4 151760
LIS Les 29 Lases 3
LA a8 e ATEe e
B T T
T A
T

H18 homo o exploratory Friday May 15 91:34:28

label_types |

c. |
purchase_f-d
Human 1ab..
>1

product_type |
Toothpaste
»2

<ons
s 7

1.793182

3.788062

1.009327

178

-0.07

2026 Page 13

-.1179456
0.944  -.5433887

o002  1.393207

47

58622




T1 Authenticity:

3 . regress t1_authenticity i.label_typess(i.gender i.age i.education_level i.p
> rofession c.gaals c.purchase_freq_std) i.product_type if inlist(group_numbe
> 1, 3, 4, 6)

note: 2.label «gender identifies no cbservations in the sample.
note: 2.label_typew2.education level identifies no observations in the
sample.
Source 55 df s Number of obs = 1@
57
F(32, 74) - 1.1
>3
rodel | 59.941407 32 1.87316897  Prob > F = eam
> 8
Residual | 122.8818a7 74 1.66816145  R-squared = eaw
ady R-squared = 0,037
>
Total | 182.793354 106 Root MSE = 1.8
B
o
1_authent~y | Coefficient std. err. t et [95% conf. interval
>1
>
label_type
Human lab.. -1.675683  2.177791 -6.814546  2.66374
51
gender
Female | -.1066398 .3844776 -.8727281 659448
36
Prefer No.. 1.858325  1.025781 -3.102238 98558
>
SATTAITE AASE1TT 8B4 B.4B4 -1L17M3 LE1BETS
-1.024739 8173422 ©.214  -2.653329 603851
.0263578 7716054 ©.973  -1.511099  1.56381

T1 Purchase Intention:

7 . regress tl_purchase_intention 1.label_type##(1.gender 1.age i.education_lev
5 €l i.profession ¢.ganls €.purehase_freq_std) 1.product_type if 1nlist(group

wmer, 1, 3, 4, 6)

2.label_typesz.gender identifies no cbservations in the samp.

2.1abel_type#2.education_level identifies no observations in the
sample.

Source 58 df L3 Mumber of obs = 10

>
. F(32, 78) - 1.8

>3
Wodel | 55.232847 32 172600397 Prov > F - eam

>0
Restdual | 123.812207 74 1673137 R-squared - e

>s
' Adj R-squared = ©.009
Total | 179.04a654 186 1.68910851 Root MSE - Lm

s
between 5. SRTEL LIS 07F G.4M -BEE LIS
>
education =1
Pa GLEMEIS LGAEIZ L1 G001 5700610 Ladases
ra
Serttyp.. | LGN LA 05 G5 LOR2 Las
>
Universit.. | -.6BISITS .BABSGES  -0.08 W41 LTSI 1654y
Raster 6. | 9500862 .MM 138 7S 2.amam s
rz
profession
Acatemia JBNETY M M 9. 187787
)

05 eas 1o
e e 150
138 ean .arases
008 em -asee e
2 esm  cLwwn LT
Labe1_types
R A T R ) 15683
Prefer ho.. o (smoty)
Label_types
age
Hman 1ab.. #
beesen 1. | LI6ISEL  1LISM L6 8.5 - E36NE 315073
>3
Homan 13, #
betucen 1018286 17eses  0.82 @417 LeIL 384067
>u
Haman 1a.. +
4| emme lasun a5 e Lesan
e
Hamsn 1ab.. 4
Eeteoen 5 105 1159097 090 8.3 130981
s
o (emty)
ARSI LTSN 07 6w 20mm dann
SEMEE LM 63 eEe 2aue L
At 1m0 2088
Label_types
profeision
Haman 1ab.. #
acadents .. T LA a7 e 352528
re
Haman 13, ¥

.

t1_purchas~n | Cosfficient Std. err. t Bltl [95% conf. interval

*]

>

1abel_type

Fuman 1ab, LSS I TIaTSTe L9434

se
Fensle .oeadsss 359773 636 0.6 -Temwr  .msan2

>a

refer o LSISISSN LAESTE 652 G.68S  -L5I6526 258724

»s

etween 2. o0z _sssees

>

Between 3. o6 198848

>

Betueen 4. 836 678 1268155 1878

>

netueen 5 045 0.626  -1.06e051 175687

»8

155637 033 0.7ds 3595476 25847
LOUTT L 0w aTT 795N
BSITIL clad G54 2aIs a7eess
SBOTIISE -L95 G834 -Lam 32681
e.54%  cLDus nun
>

STEN and . e casan e

>

Business, .. o254 L8

»a
other e 52361 468052

>9
WA | OSETM GRELTS 136 0.3 -asss 9T

>

purchase_f-d | 643333 .TESSIS4 .51 0.428  ..3NE  2.2uN

Label_types

Human lab.. §

Ferale | -.0507088  .606s4nn LIS ESTHES
n dab.. ¥

Prefer ha.. o (empty)

1avel_types

suman lab.. ¥

etueen 2. 118031 1006495 118 0.3 -.624E34  3.18951

>5

Husan lab.. ¥

etueen 1. STIESE LTSS 056 05T L5IBM 107148

52

suman 1ab.. ¥

etween 4. AT LMETI 1 6916 -2.237395  2.4ETM

>

Human lab.. ¥

between 5., | -.SOZ7 1.20277 -2.979405

STEM and ..

»
Husan Lab.
Business,
>1
Human 1ab.. 8
Other

label_types

<.
purchase_f~d
Human ab..
>5

product_type
Toothpaste
> 8

cons.

>2

1.01069

2132596

4.061269

262318

1810142

.21

-1

-1.504528

-1.798401

-1.682784

48

257915

6.72172

>8

Label_typen
education_-
Hunan lab.. #
Post-seca. .
Human lab.. #
Short-typ. .
>12

Hunan lab.. .l
Universit..

57
Human lab.. Il
master or..
>

label_typen
profession

i

label_typen
€.gasts
Fuman lab..
>8

label_types
c.
purchase_f~d

Human 1a
>7

product_type
Toothpaste
> 6

_eons |
>3

1.807775

-.7479879

1428118

2.366187

412676

7254027

- 5367456

3.931104

(empty)

1.800216

1.327874

1.385822

1.028082

1.697349

1.125638

2937363

1.340413

015

1.39

0.557

0.167

-2.552331

151748

6.39578

4.06048

2.95413

2.16341

5.74822

1.37788



5.17.
5.17.1. Homoscedasticity

T1 Emotional Responses:

. estat hettest

Breusch-Pagan/Cook-Weisberg test for heteroskedasticity
Assumption: Normal error terms

Variable: Fitted values of ti_emotional

He: Constant variance

chi2(1) = e@.21
Prob > chi2 = @.6496

T1 Authenticity:

estat hettest
Breusch-Pagan/Cook-Weisberg test for heteroskedasticity
Assumption: Normal error terms
Variable: Fitted values of t1_authenticity

H@: Constant variance

chi2(1) 1.55
Prob > chi2 = ©.2126

5.17.2. Regression

Exploratory test — Hypothesis 1C

49

T1 Trust:

. estat hettest

Breusch-Pagan/Cook-Weisberg test for heteroskedasticity
Assumption: Normal error terms

Variable: Fitted values of t1_trust

He: Constant variance

chi2(1) 0.00
Prob > chi2 = @.9728

T1 Purchase Intention:

. estat hettest

Breusch-Pagan/Cook-Weisberg test for heteroskedasticity
Assumption: Normal error terms

Variable: Fitted values of t1_purchase_intention

He: Constant variance

chi2(1) 0.03
Prob > chi2 = 0.8732

T1 Emotional Responses:

L . regress t1_emotional i.label typess(i.gender i.age i.education_level i.profession c.gaais c.purchas

> e_freq_std) i.product_type if inlist(group_nusber, 2, 3, S,

note: 2.1abel_type#2.education_level identifies no observations in the sample.

Source ss of s Number of obs =
. F(31, 78) -
Model 53.6374448 31 1.73024015 Prob > F -
Residual 76.6674612 74 1.03684677 R-squared -
Adj R-squared =
Total | 130.304906 105  1.2409991  Root MSE -
t1_emotional | Coefficient Std. err. t o elt] [95% conf. interval]
1abel_type
Human label than AI | -.8202778 1.842283  -0.45 0.657  -4.491108  2.850552
gender
Fesale 6282232 .3488013  1.80 ©0.676  -.6667786  1.323225
age
between 25-34 years old .0786157 .4450808  ©0.18 ©.860  -.8082272  .9654587
between 35-44 years old .1210827 .6622808 0.18 0.855 -1.198541 1.440706
between 45-54 years old ~2.47567 1.217388 -2.03 0.046 -4.901369 -.0499705
between 55-64 years old .2179404  .5962886  ©.37 0.716  -.9791996  1.486071
education_level
Post-secondary education .2240955 1.296045  0.17 0.863  -2,358331  2.806522
Short-type / professional bache.. 1.11029 .8681025  1.28 ©.205  -.6194415  2.840022
University Bachelor .7487814 .8035908 0.93 0.354 -.8524081 2.349971
Master or higher 1.515026 .8098299  1.87 ©.065  -.0985954  3.128647
profession
Academia and Researchers .1321196 .5674061 -.9984616 1.262701
STEM and Healthcare .4742296 635638 -.7923068  1.740766
Business, Social Sciences and H.. -.6631153 .4117634 -1.483572 .1573413
Other ~.1765669 .5982661 -1.368638 1.015504
gaais .1216112 +2535004 -.3834993 6267217
purchase_freq_std = -.1133292  .6934296 -1.495018  1.268359
label_typesgender
Human label than AlsfFemale -.7248016 5082679 -1.43  @.158 -1.737547 +2879443
label_typesage
Human label than AI #
between 25-34 years old .798945  .841938 .95 ©.346  -.8786532  2.476543
Human label than AI #
between 35-44 years old ~.7733381  1.090383 -9.71  0.480 ~2.945974 1.399298
Human label than AI #
between 45-54 years old 2.621836  1.407535 1.86 0.066 ~.1827382 5.42641
Human label than AI #
between 55-64 years old | -.3377638 .9693548  -0.35 ©.728  -2.269245  1.593718
1abel_typetteducation_level
Human label than AI #
Post-secondary education @ (empty)
Human label than AI #
Short-type / professional bache.. -.5117623  1.434569  -6.36 ©.722  -3.370203  2.346678
Human label than AI #
University Bachelor -1.100127 1.127684 -0.98 0.332 -3.347087 1.146834
Human label than AL #
Master or higher -1.695114  1.172169 -1.45 0.152 -4.030711 .6404832
label_type#profession
Human label than AI #
Academia and Researchers .09573598 1.0615 0.957 -2.057724 2.172844
Human label than AI #
STEM and Healthcare ~.280883 1.079699 0.795 ~2.43223 1.870464
Human label than AI #
Business, Social Sciences and H.. .7932083 8010768 0.325  -.802972  2.389389
Human label than AISOther -.0952391 .9407104 .920 -1.969645 1.779167

label_typesc.gaais

Human label than AT .3742483 .387869 8.96 9.338 -.3985975 1.147894
label_typesic. purchase_freq_std

Human label than AI 2.235593 .9522409 2.35 e.e2 .338212 4.132975
product_type

Toothpaste -.5523929 +2369195 =-2.33 @.822 -1.824465 -.8883205

_cons 2.766667  1.248533 2,23 0.e29 .294851  5.238484



T1 Trust:

. regress t1_trust i.label_typesa(i.gender i.age 1 ncun(lm _level i.profession ¢.gaais c.purchase
» eq_std) i.product_type if inlist(group_number, 2,
note: 2.label_type#].education_level identifies no iarvatimg 1 the sample.

Source 55 of s Number of obs = 106
F(1, 74) . 1.51
558595577 31 1.86321154  Prob > F . e.E7aE
Residual | 88.1216687 74 1.19083336  R-squared = o881
L Adj R-squared = 0.1318
Total | 144.621226 105 1.37163073  Root MSE = lee13
ti_trust | Coefficient Std. err. t  Palt]  [95% conf. interval]
label_type
Human label than AT | -1.146796 1.975114 -5.882298  2.788705
gender
Fenale .2268268  .3739503 .61 ©.546  -.S192855  .9719391
age
between 15-34 years old 4771717 -.B280841  1.873487
between 35-44 years old 7180321 SL.794166  1.125373
batween 45-54 years old 1.305164 -4.781802 97877
between 55-64 years old 6392818 Sl4dd62 1102973

T1 Authenticity:

7

regress t1_authenticity i.label _typens(i.gender i.age i.education_level 1.profession c.gaais c.purc
> hase_freq_std) i.product_type if inlist(group_nusber, 2, 3, S, 6)
note: 2.1abel_type#2.education_level identifies no observations in the sasple.
Source ss of ns Number of obs = 106
F(31, 78) - 1.46
Model | 68.6031631 31 2.2130526  Prob > F - 0928
Residual | 111.887404 74 1.51199195  R-squared - 3801
Adj R-squared = 1204
Total 180.490567 105 1.71895778 Root MSE - 229
t1_authenticity | Coefficient Std. err. t plt] [95% conf. interval]
1abel_type
Human label than AT .1958282  2.225571  ©.09 0.930  -4.238719  4.630376
gender
Female .0231915 421369 0.6 ©0.956  -.8164657  .8627887
age
between 25-34 years old -1.105877  1.636825
between 35-44 years old -1.217632 1.970711
between 45-54 years old -3.561048  2.29968
between 55-64 years old -1.046248

education_level
Post-secondary education
Short-type / professional bache..

-3.552067  2.687335
-.9117486  3.267458

University Bachelor -1.917705
Master or higher -.9813175
profession
Acadenia and Researchers 2972264 6854551 1.663026
STEM and Healthcare 7653605  .7678828 2.2954
Business, Social Sciences and M.. -.4555254  .497431 15356275
Other -.6255328  .7227356 145494
gaats 12051742 3062412 8153731
purchase_freq_std -.1508055  .8376979 1.518344
label_typesgender
Human label than Alsfemale +2289817 6140132 0.37 0.710 ~. 9944664 1.45243
1abel_typesage
Human label than AI #
between 25-34 years old 7717251 1.617164  0.76  ©.450  -1.254898  2.798348
Human label than AI #
between 35-44 years old -.3360681 1.317238  -0.26 ©0.799  -2.960721  2.288585

T1 Purchase Intention:

education_level

Human label than AI #|
between 45-54 years old |

Human label than AI #
between 55-64 years old

label_typefeducation_level |

Human label than AT #|
Post-secondary education
Human label than AT #|
Short-type / professional bache..
Human label than AT #|
University Bachelor
Human label than AI #
Master or higher

label_type#tprofession |

Human label than AL l
Academia and Researchers

Human label than AI &

STEM and Healthcare

Human label than AI

Business, Social Sciences and H..
Human label than AISOther

label_type#c.gaais |

Human label than AI

label_typeitc.purchase_freq_std |

Human label than AT

product_type |

Teothpaste

_cons |

Post-secondary education | .3895652  1.389492

short-type /[ professional bache.. .8342009 9306938

University Bachelor -.527966  .8615307

Master or higher .9574197 8682197
profession |

Acadesia and Researchers .305873 6083168

TEH and Healthcare 1.265984 6814684

Business, Social Sciences and H.. | -.2388247 4814521

Other | -1.897131 6414019

gaais | 3716354 2717781

purchase_freq_std | -.6663736  .7434267
label_type#gender |

Human label than Al#female | -.4368089 5449147
label_typesage |
Human label than AT u‘

betueen 25-34 years old 7053203 9026428
Human label than AT &

between 35-44 years old 224791 1.169001
Human label than AT &

between 45-54 years old 2.330016  1.50902
Human label than AT #

between 55-64 years old .8753365  1.839246
1abel_typeseducation_level |
Human label than AT #

Post-secondary education o (enpty)

Human label than AT #

short-type / professional bache,. | 0164704  1.538003
label than AL #

University Bachelor | -.2152012 1.208982
Human label than AL #

Master or higher = -1.01652 1.256683
label_typesprofession |
Human label than AL #|

Academia and Researchers | 1.138035
abel than AL #

STEM and Healthcare | -.1628205 1157546
Human label than AL #|

Business, Social Sciences and H.. | .9272616  .BSBB3SS

Human label than Al#Other = 1.566148  1.008537
label typesic.gaals |

Human label than AT ~8631944 4158348
label_typesic.purchase_freq_std |

than AL | 2.399833  1.020899
product_type |

Toothpaste -.834833 2548017

cons | 3.383559

«.8417806

-.9247464

-1.131838
-.5843859

-1.829237

9899608
7492743

1.189181

1.113429

.2146745

9259992

-.1480223
2.249891

-0.18

-0.81

-8.14

1.08
1.55

8.15

1.700373

1.171029

(empty)
1.733031
1.3623

1.416039

1.282345
1.304331
.9677411
1.136426
.A46B5653

1.150355

.+ 2862107
1.498627

0.437
0.848
8.127

e.421

0,448
0,883

0.288
.125

-8.79

-8.37

-1.29

- . 9070246
-. 0919117
-1.118437
-2.375152
1698942
-2.147684

-1.522575

-1.093235
-2.104494
- 676772

-1.995407

-3.048067
-2.62417

-3.520516

-1.38418
-2.469282
-. 7840054
- . 4434058

- . 7653746

8.432

0.516

8.712

6489573

2.503875
2.554076
5.336803

2.14608

2.193768

1.487477

3.151029
2.143881

2.638529
3.575701
8917633

4.434024

4712765
6.033597

=3.429848

-3.258073

584978
-3.218827

-4.650756

-1.645167
-1.849661

=.7391651

-1.150948

-.7189622

-1.366133

-.7183096
-.7369874

3.346287

1.408581

2.321302
2.210055

9922816

3.465089
3.34821

3.117368

3.377806

1.148311

3.218132

1422265
5.23517
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5 . regress t1_purchase_intention i.label_type##(i.gender 1.age 1.education_level 1.profession c.gaais
» c.purchase_freq_std) i.product_type if inlist(group_number, 2, 3, 5, 6)
note: 2.label_types2.education_level identifies no observations in the sample.

Source af s Wumbor of obs = 106

- —  F(31, 74) - 1.4
1 Prob > F - e.asss
Residual | 137.473269 74 185774715 R-squared - 0.8
Ad] R-squared = 9.0964
Total | 214.848639 185 2.84236799  Root MSE - 138
t1_purchase_intention | Coefficlent Std. err. t  Paltl  [95% conf. interval]
1abel_type
Human label than AL | -1.367555 Z.466948  -0.55 ©.581  -6.280058  3.547947
gender
Female L7RIBE3S 4670697  1.67 ©.098  -.1488533  1.71246
age
between 25-34 years old | -.7963887 5959949  -1.34 0.186  -1.983934 391157
between 15-44 years old | -.EIEJ6} .EBEBALL  -8.95 0.ME  -2.605431 228708
between 45-54 years old | -1.785794 1.630169  -1.10 0.277  -5.033977  1.46239
betueen 55-64 years old (1011689 L7IB4TZE .13 0.909  -1.489823 1692161
education_level
Post -secondary education 1.235309  L735497 071 @479 222744 4.693361
Short-type / professional bache.. .6636745 1162451 .57 0.578  -1.65256  2.979908
University Bachelor | -.265733% 1.076065  -9.25 ©.096  -2.40984  1.878373
Master or higher .GOBO0BE  1.88882  0.56 @ 1552745 2.768762
rofession
Acadenia and Researchers | -.ZI75818 759797  -B.31 0755 -LJSIS1  1.276347
STEM and Healthcare .5502553  .BSIIEAS  1.12 0.268  -.7457269  2.646238
Business, Social Sciences and .. | -.491473 5513805  -0.89 ©.376  -1.59012 6071792
Other | -2.004183 .BONI208  -2.50 0.015  -3.6B0451  -.407915
gaal 5011099 339455 148  ©.144  -.1752689 1177489
purchase_freq_std | .4585019 .028S515  @.49 0.623  -1.391587  2.366771
label_typesgender
Wuman label than Alsfemale | -1.074232 .68606E  -1.58 @.119  -2.43007 2819872
label_typesage
Human label than AI ®
between 25-34 years old 1929164 Laz7m1s 171 @N8A -.a7259  a.a7sser
Human label than AI &
between 15-44 years old LI767048 14681 8.26  0.787 1531669 3.286018
Wuman label than AL ®
between 45-54 years old 2189273 LBBATES  1.16 .249 1566251  5.944798
Human label than AI #
between 55-64 years old | -.3392285 1.298035  -9.26 0.795  -2.925619  2.247162
label_typefeducation_level
Human label than AL #
Post -secondary education @ (empty)
Human label than AL #
Short-type / professional bache.. LTIITZ 1920969 0.38 @704 -3.094148  4.561162
Human label than AT #
University Bachelor 4376205 1510049 0.29 @773 1571019 3.44666
Human label than AL &
Master or higher | -.5319835 1.568617  -8.3d 0.735  -3.666514  2.584547

label_typesprofession

5.18. Exploratory test — Hypothesis 2

5.18.1. Homoscedasticity

T1 Emotional Responses:

- . estat hettest
Breusch-Pagan/Cook-Weisberg test for heteroskedasticity
Assumption: Normal error terms
Variable: Fitted values of t1_emotional

HB: Constant variance

chi2(1) 8.32
Prob > chi2 = @.5705

T1 Authenticity:

. estat hettest

Breusch-Pagan/Cook-Weisberg test for heteroskedasticity
Assumption: Normal error terms

Variable: Fitted values of tl_authenticity

He: Constant variance

chi2(1) = 2.@6
Prob > chi2 = @.1510
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Human label than AI #
Academia and Researchers .9599343  1.421423 0.68 @.502 -1.872314 3.792182
Human label than AI #
STEM and Healthcare -.9418989  1.445793 -0.65 0.517 -3.822705 1.938907
Human label than AI #
Business, Social Sciences and H.. .7487188  1.072699 0.70 0.487 -1.38868 2.886118
Human label than AI#Other 1.987882 1.259678 1.58 0.119 -.5220816 4.497845
label_type#ic.gaais
Human label than AI .2676534  .5193841 9.52 0.608 -.767242 1.302549
label_type#ic.purchase_freq_std
Human label than AI .8883835  1.275118 e.76 @.488 -1.652345 3.429112
product_type
Toothpaste -.4676559  .3172521 -1.47 @.145 -1.099794 .1644827
_cons 1.930396  1.661162 1.16 0.249 -1.379541 5.240334

T1 Trust:

. estat hettest

Breusch-Pagan/Cook-Weisberg test for heteroskedasticity
Assumption: Normal error terms

Variable: Fitted values of ti_trust

He: Constant variance

chi2(1) 0.3
Prob > chi2 = @.8735

T1 Purchase Intention:

. estat hettest

Breusch-Pagan/Cook-Weisberg test for heteroskedasticity
Assumption: Normal error terms

Variable: Fitted values of tl1_purchase_intention

H@: Constant variance

chi2(1) = @.91
Prob > chi2 = @.341@



5.18.2. Regression

T1 Emotional Responses:

3 ., regress tl_emotional i.label_type##i,product_type i.label_type##(i.gender i.ag
> e i.education_level i.profession c.gaais c.purchase_freq_std) if label type <=

> 1

note: 1.label_type#2.gender identifies no observations in the sample.

Source | ss df MS Number of obs = 115
1 F(3a, 80) - 1,85
Model | 43.7169994 34 1.2857941 Prob > F = 8.4122
Residual & 97.5546524 80 1.21943316 R-squared = @.3895
i Adj R-squared = 0.0160
Total 141.271652 114 1.23922582 Root MSE = 1.1043
t1_emotional | Coefficient Std. err. t Pt [95% conf. interval]
label_type
Al Label t.. -1,937588  1.768317 -1.18  9.277 -5.456572 1.581553
product_type
Toothpaste -.5826094  .3562929 -1.64 ©.106  -1.291655 1264362
label_type#t
product_type
AT Label t.. #
Toothpaste -.8865572 .517264  -98.17 ©.868  -1,115945 .942831
gender
Female .2258921  .3354712 0.67 @.503 -.4417169 .8935012
Prefer Not.. .8735634  ,8838605 8.e8 9,934 -1.685375 1.832502
age
between 25.. -.293774 .3861369 -8.76 ©.449 -1.962211 +4746628
between 35.. -.4296632  .7103225 -8.60 0.547 -1.84325 .9839236
between 45.. -.1338624  .6690134 -8.20 0.843 -1.464442 1.198317
between 55.. .5951195  ,6145251 8.97 @.336 -.6278244 1.818063
education_l~1
Post-secon. . -1.331342  1.333508 -1.80 0.321 -3.985187 1.322424
Short-type. . .@875559  .B8784266 8.18 9.921 -1.668569 1.835681
University.. -.1634872  .73099@9 -8.22 0.824 -1.618206 1.291231
Master or .. -.7796284  ,7412276  -1.85 ©.296  -2,254718 6954615
profession
Academia a.. .6133164  .6978763 0.88 0.382 -.7755018 2.002135
STEM and H.. .462914  ,5332776 8.87 @.388 -.5983422 1.52417
Business, .4171546  .4424496 9.94 @.349 -.4633482 1.297657

T1 Trust:

7 . regress t1_trust i.label typed#i.product_type 1.label type#n(L.gender L.age 1.
> education_level i.profession c.gaais c.purchase_freq_std) if label_type <= 1
note: 1.label_type#2.gender identifies no observations in the sample.

Source

Model

Residual

Total
1_trust
label_type

AT Label t..

product_type
Toothpaste

label_type#
product_type
AL Label .. ¥

Toothpaste

gender
Fenale
prefer Not..

age
between 25..
between 35, .
between 45, .
between 55..

education_1~1
Post-secon. .
short-type. .
University. .
Master or ..

profession
Academia a..
STEM and H..
Business, ..
Other

purchase_fr~d

label_types
gender

A Label t.. &
Fenale

AT Label t.. #

Prefer Not..

label_type#

Al Label
between 55..

-.0642256 4877591

2087553 3163358
-.8671333 8334347

-.376167 3641115
-.4130765 6698054
3582114 6388526
42193573 5794723

223076 1.257444
8411569 8283208
-.5723592  .6892949
-.9703523 6985476

-.1409836 6588692
7504396 5028591
2619624 4172121

-2.900098  1.148908

3435878 24847
0011247 6376111

-.0897236 4773739

o (empty)

4274386 5857785
0355827 9553032
-2.754545  1.406495

-.3517025  .B419284

0.66  9.511
-8.08  ©0.936
-1.03 0.385
-8.62  9.539
8.57  8.571
8.38  0.706
8.18  0.860
8.95 9,960
-0.83  0.489
-1.39  8.169
8.2 0.831
1.49  9.140
0.63  9.532
-1.74  0.086
138 0.a71
0.00  9.999
-0.02  0.984
0.73  9.468

0.04  0.970

-1.96  Blesd

-0.42  0.677

- s

[95X conf. interval]

-3.655061  2.981607

55 daf s Nusber of obs
F(34, 80)
51.3628948 34 1.51866161 Prob > F
86.74294 80 1.08420675  R-squared
— ] Rapered
138.105435 114 1.2145118  Root MSE
Coefficient Std. err. v et
-.3367271 1.667451  -8.28  0.840
-.2937765  .3359698  -8.87 0.385

-.9623718 3748308

-.420773 8382837
-1.725781  1.591475

-1.180772 3484379
-1.746032 9198787
-.8962253  1.614648
-.9338294  1.372544

-2.279318 2.72547
-1,687254  1.689568

-1.9481 7993814
-2.361382 4205979

-1,450583  1.168616
-.2502821  1.751161
-.5683162  1.892241
-3.286498  .2863019

-.1508832 8380589
-1.267762  1.270011

-.959728  .9402808

-.7382977  1.593175

-1.865531  1.936697

-5.552559 844468

-2.827194  1.323788

label_type#t
education_l~1
AI Label t.. #
Post-secon..
AI Label t.. #
Short-type
AI Label t.. #
University..
AI Label t.. #
Master or ..

label_type#
profession
AI Label t.. #
Academia a..
AI Label t.. #
STEM and H
AI Label t
Business,
AI Label t.. #
Other

label_type#
c.gaais

AI Label t..
label_type#

c

purchase_fr~d
AI Label t..

_cons

Other -.1151472  1.218487 -8.89 9,925 -2.539853 2.389559
gaais -0267188  .2635001 e.1e @.919 -.4976632 .5511008
purchase_fr~d -.3324852  .6761807 -8.49 9.624 -1.678128 1.013157
label_type#
gender
AL Label t.. #
Female -3922874  .5862507 8.77 ©.441 -.6151836 1,399758
AL Label t.. #
Prefer Not.. @ (empty)
label_type#
age
AL Label t.. #
between 25.. 3465789  .6212127 ©.56 ©.578  -.8896737  1.582832
AL Label t.. #
between 35.. 5189123  1.@1309 ©.51 ©.610  -1.497202  2.535026
AL Label t.. #
between 45.. -2.420125 1.491575  -1.62 @.189  -5.388454 5482825
AI Label t.. #
between 55.. -.363275 .8928574  -0.41 ©.685  -2.140118  1.413568
label_type#
education_l~1
AI Label t.. #
Post-secon. . 1.553966 1.937863 8.80 9.425 -2.302584 5.418435
AI Label t.. #
Short-type. . 1.114851  1.305456 8.85 9.396 -1.48389 3.711992
AL Label t.. #
University.. .9458534  1.140428 9.83 0@.409 -1.32367 3.215377
AI Label t.. #
Master or .. 2.322321  1.151309 2.02 [@ledd .8311429  4.613499
label_type#
profession
AL Label t.. #
MAcademia a.. -.399839  .9498188 -8.42 @.675 -2.290839 1.498361
AL Label t.. #
STEM and H.. -8619428  .B797445 8.87 ©.944 -1.688805 1.81269
AL Label t.. #
Business, .. -1.837219  .6367533 -1.63  @.187 -2.304398 2299606
AL Label t.. #
Other -.0327166  1.382134 -8.82 @.981 -2.783252 2.717818
label_type#
c.gaais
AI Label t.. 8972707  .3809206 0.26 ©.799  -.6607855  .8553268
label_type#
<.
purchase_fr~d
AI Label t.. .1439419  1.826697 ©.14 9.889 -1.89925  2.187133
_cons 4,736544  1.144507 4.14  9.000 2.458903  7.914185
.162416  1.827326 0.09 0.929 -3.474079 3.798911
.2457556  1.230993 0.20 0.842 -2.203998 2.695509
.1373368  1.075377 0.13 ©0.899  -2.002732  2.277406
1.104337 1.085638 1.2 0.312 -1.056151 3.264826
.6712085 .8956407 0.75 0.456 -1.111173 2.45359
.6556113 .8295635 0.79 0.432 -.9952727 2.306495
-.3816465 .6004326  -0.64 ©.527  -1.576546 .8132525
.9824012  1.303297 0.75 0.453 -1.611242 3.5760845
.0346292  .3591927 e.1e 0.923 -.6801872 .7494455
-.8756483 .9681335 -0.90 0.368 -2.802295 1.050999
3.809859 1.079224 3.53 @.e01 1.662136 5.957583
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T1 Authenticity:

t1_authenti:

label_types

3
purchase_fr-d
AT Label t..

std. err. Plt]  [95% conf. interval]
label _type
AT Label't.. -1.8485 2018609  -8.57 0.363  -5.84174 2168739
product_type
Toothpaste | -.4452023 4051127  -1.18 .25 -1.25149 3609856
label_types
product_type
AT Label t..
Tosthpaste L365276  LSEEIEE .62 G536 -.BOSISTS 153571
gender
Female -.0763 381437 -8.20 0.841  -.8359039 6821839
Prefer Not.. -1.81522 1.004966 -1.01  8.315 -3.015166 984TIST
4390848 -1.239322
£876299 -2.687641
Teas807 -1.439581
6387264 -.8904283
1.516223 -1.69  0.895 -5.577679 4570826
K .99878 856 0.575  -2.549366  1.425934
University.. | -.647038 .§311583  -8.78  0.430  -2.301126  1.006858
Master or .. | -.9330093 8427895  -1.11 0.272  -2.610214 7441953
profession
acadenta a.. L3413982 7934983 0.43 0,668 -1.237714  1.92851
STEM and W, .4508782 6063465 .51 0.421  -.JISTSTE  1.697538
Business, .. (5164284 5030735  1.83 0,388 4847197 1517576
Other ~1.920785  1.385351 -1.39  9.189 -4.677721 LB361512
gaais 21164823 . 2996046 8.39  0.699 - 4798297 T126344
purchase_fr-d (220429 7688381  ©.25 0.775  -1.309592  1.75845
label_typer
L1059487 5756164 @.18  @.854 ~1.039573 1.251454
o (empty)
3461082 . 7e63384 8.45 @8.625 1.859542 1.751742
1.475446  1.151902 1.28  @.204 -. 8169132 .767TeS
659759 1695948 -8.30  0.698  -4.00803 2715285
-.1191851  1.015195  -8.12 0.987  -2.139408  1.981198
220789 230336 .97 9.337 6.513666
. regress t1_authenticity 1.label_typedi.product_type i.label_typess(i.gender i
5 Tage 1-education. level 1.profesiion c.gAMLs <.parchase, freq it if Lavel type leMm Laums  Lu o ems e
-1
rote: 1.1abel_type#2.gender identifies no chservations in the sample. ) . AMRIS 1.2 650 S 3.2aaa2
source s of " umber of 0bs = Master or .. 1.884515 138996 144 9154
(34, 88) -
Model | §7.2850778 34 1.68485523 Prob » F - label_types
Residusl | 126.119752 89 1.57689689 R-squared - profession
Adj R-squired = AT Label t.. %
Total 183. 484829 114 1.68881429 Root MSE - Acadenia a.. -.8915524  1.879961 -8.08  8.913 ~2.240744 2.05764
T1 Purchase Intention:
Post-secon. . -.3958706  1.503663
Shart-type. . -1.273294 9904739
University.. ~1.177369  .B242321
Haster or .. 1676517  .8357745
profession
Acadenda a 4726242 7868936
STEM and H.. .7835522  .6012995
Business, .. .1179133 4988861
Other -2.323957  1.37382
gaais .3561124  .2971188
purchase_fr-d .6816251  .7624306
label_type#
5 . regress t1_purchase_intention i.label_type##i.product_type i.label type##(i.ge PN
> nder i.age i.education_level i.profession c.gaais c.purchase_freq_std) if labe il 6682328  .5708252
> 1_type <=1 Al Label t.. #
note: 1.label_type#2.gender identifies no observations in the sample. Prefer Not.. e (empty)
label_types
Source sS df MS Number of obs = 115 age
F(34, 89) = 1.45 ;:‘L“'lz; .
Model | 76.3478626 34 2.24552537 Prob > F = 0.0899 oF Lol t .
Residual 124.028951 80 1.55036189 R-squared = 9.3810 between 35 1.142324
Adj R-squared =  ©.1180 SE Label 't
Total | 200.376814 114 1.75769135 Root MSE = 1.2681 il 1681832
between 55.. -.1548484  1.006745
t1_purchase~n | Coefficient Std. err. t P>t [95% conf. interval] Nu::ﬁé;tfﬁ'
1abel_type 1.629731  2.185046
AT Label t.. -1.982652 1.993874  -8.99 ©.323  -5.958587  1.985282 2026815 1.471973
praduct_type University.. | 844787 2285894
Toothpaste -.7108563 .4017397  -1.77 ©.881  -1.518338  .8886372 oty 2.305747  1.298164
label_type# 1abel_typed
product_type
Al Label t.. # -.6301579  1.e70972
Toothpaste .1283083 .5832434 8.22 @.826 -1.832391 1.288992
.2165154 9919599
gender -.5661256  .7179741
Female +1036887 .3782621 9.27 @.785 -.6498769 .8564543 52 1.ssean
Prefer Not.. .5981079  .9966009 @.60 8.550 -1.385191 2.581487 . .
label_types |
age c.gaals
between 25.. | -.0157981 .4353904  -0.84 ©.971  -.8822526  .8506563 AL aoal oo ] sMATEATS - LAmiSeer
between 35.. .2485586  .B@@9273 8.31 0.757 -1.345338 1.842455 label_type#
between 45.. .3479764  .7543491 8.46 @.646 -1.153226 1.849179 E—. Fri;
between 55.. 2696976  .6929105 0.39  0.698 -1.109238 1.648633 il ..2970%67  1.1576%
_cons | 3.944895  1.290494

education_l~1

-1.15
-0.98
-1.31

-8.15

-8.59
8.22

-8.79

-8.26

3.e6

2450062

- sarazse

1.278536

-.3arams

a.emera2

§f REE &R

o®

0.253
e.331
@.193

@.458
0.172

@.558
e.828
9.433

8.798

0.003

1.000286

- Tramens

1.571512

4331138

1.167373

1.302225

. 4677457

-2.199928
-3.391519
-5.556992

-2.158336

-2.718648
-.9025046
-1,614332

-.2776808

-2.761461
~1,757548
~1.99494

~2.753363

- 7674121

~2.600847

1.376731

-1.38 ean

0.841

2.596395
6978114
4629048

-.8872729

2.838592
1.980176

1.804211

5879563
1.155037
1.136911

1.848639

5.97811
4.956135
3.503691

4.889175

1.501145
2.190578
.B626883

3.449393

1.802087

2.806773

6.513059

1748626

-2.a37832

-1.848873

- T7453M1

-2.650578

1483022
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2.5639
e

4.405945

8493188

1995718

6.660462



5.19.
5.19.1. Homoscedasticity

Emotional Responses:

. estat hettest

Breusch-Pagan/Cook-Weisberg test for heteroskedasticity
Assumption: Normal error terms

Variable: Fitted values of emotional_penalty

HB: Constant variance

chi2(1) = 4.91
Prob > chi2 = @.08266

Authenticity:

. estat hettest

Breusch-Pagan/Cook-Weisberg test for heteroskedasticity
Assumption: Normal error terms

Variable: Fitted values of authenticity_penalty

H@: Constant variance

chiz2(1) 6.54
Prob > chi2 = ©.0105

5.19.2. Regression

Emotional Responses:

. regress emotional_penalty i.gender i.age i.education_level i.profession c.gaais c.purchase_freq_std
> 1.product_type if inlist(group_nusber, 3, 6), vce(robust)

Linear regression Nunber of obs

F(15, 33) -
Prob > F .
R-squared .
Root MSE -
Robust
emotional_penalty | Coefficient std. err. t e [95% conf. interval]
gender
Female 3833871 ansmn 1.40 0170 -.173108 +9398822
age
between 25-34 years old | -.1720344 .5496003  -0.31 ©0.756  -1.290205  .9461358
between 35-44 years old ~.2916031 .7085954 -9.41 0.683 -1.733251 1.150045
between 45-54 years old -.0946613 .4396123 -9.22 0.8 -.9890594 7997367
betueen 55-64 years old .1433751  .5553434  ©.26 0.798  -.9864795  1.27323
education_level
Short-type / professional bache.. -1.24712 . 8025285 ~1.55 0.13 ~2.879876 3856365

Trust:

Exploratory test — Hypothesis 3A
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Trust:

. estat hettest

Breusch-Pagan/Cook-Weisberg test for heteroskedasticity
Assumption: Normal error terms

Variable: Fitted values of trust_penalty

H@: Constant variance

chi2(1) = 3.91
Prob > chi2 = ©.0479

Purchase Intention

. estat hettest

Breusch-Pagan/Cook-Weisberg test for heteroskedasticity
Assumption: Nermal error terms

Variable: Fitted values of purchase_intention_penalty
He: Constant variance

chi2(1) 5.81
Prob > chi2 = 0.0159

University Bachelar -.436061 .3648239  -1.280 ©.241  -1.178301  .3861788

Master or higher -.BES663  .6154262  -1.44 9.168  -2.137757  .3664311
profession

Academia and Researchers .9727429  .637136 1.53  9.136 -.32352  2.269006

STEM and Healthcare +4687261  .6181618 8.75 9.461 7969335 1.718386

Business, Social Sciences and H.. .40B6111  .5126991 @.80  ©.431 634483 1.451785

Other 8077976  .5639848 1.43  0.161 -.339638  1.955233

gaais | -.2320082 .3248386  -@.71 ©.489  -.8928893  .4288889

purchase_freq_std | -.8244086 .5638419  -1.46 ©.153  -1.971554  .3227364
product_type

Toothpaste .018935  .2690173 ©.07 ©.944  -.5203848  .5662548

_cans .9425921  1.272458 @.74 ©.464  -1.646244  3.531428

. regress trust_penalty i.gender i.age i.education_level i.profession c.gaais c.purchase_freq_std i.p

> roduct_type if inlist(group_number, 3, 6), vce(robust)

Linear regression Munber of obs - a9
F(15, 33) - 16.01
Prob > F - 0.0000
R-squared = 9.3324
Root MSE = 94298
Robust
trust_penalty | Coefficient std. err. t Ppt] [95% conf. interval]
gender
Female -.0695177  .2388715 -8.29  0.773 -.5555053 ~a1647
age
between 25-34 years old -.1635176  .5398663  -6.30 0.764  -1.261884 9348487
between 35-44 years old -.5333972 878433  -8.61 0.54 320583 1.253788
between 45-54 years old «2857701  .6200557 8.46 @.548 -.9757428 1.547283
between 55-64 years old .6339478  .4762014 1.33  0.192  -.3348912  1.602787
education_level
Short-type / professiocnal bache.. 7728738 .B618741 ©.98 ©.376  -.9789947  2.524742
University Bachelor 1.397735  .4036067 3.46 5765914 2.218879
Master or higher 1218463 .5001336 2.43 -1969333  2.231992
profession
Academia and Researchers -.1124435  .6547579  -8.17 ©.B65  -1.444558  1.219671
STEM and Healthcare -.667984 6584326 -1.81  9.318 -2.007495 -6716871
Business, Social Sciences and H.. -.4976301 4976918  -1.00 ©.325  -1.510192  .5149315
Other 3163112 7539836 0.42 0.678  -1.217517 1.85014
gaals .3256837  .3912272 6.83  @.411 -.4782741 1.121641
purchase_freq std | -.6744872 .7205132  -0.94 0.356  -2.140382  .7914079
product_type
Toothpaste 0745765 .3134476 ©.24 @.B13  -.5631374 7122985
_cons | -2.317823  1.41162  -1.64 ©.110  -5.189785  .5541384




Authenticity:
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. regress authenticity penalty i.gender i.age i.education_level i.profession c.gaais c.purchase_freq_
> std i.product_type if inlist(group_number, 3, 6), vce(robust)

Linear regression Number of obs = 49
F(15, 33) = 4.85
Prob > F = 0.00801
R-squared = 8.2604
Root MSE = 1.2408
Robust
authenticity_penalty | Coefficient std. err. t o Prt| [95% conf. interval]
gender
Female .3325949 4373832 ©.76 ©.452  -.5572679  1.222458
age
between 25-34 years old .2638645  .6411333 8.41 ©.683 -1.840531 1.56826
between 35-44 years old -.0189417  1.219385 -8.82 ©.988  -2.499637  2.451754
between 45-54 years old 5594746 .511344 1.3 @,282 -.4808627 1.599812
between 55-64 years old 1.893296 +6595362 1.66 ©.107 - 2485405 2.435132
education_level
Short-type / professional bache.. .7156723  .B225522 8.87 ©.391 -.9578227 2.389167
University Bachelar 1.155746  .5616653 2.86 8130296  2.298463
Master or higher .5954271  .6156988 ©.97 @.341  -.6572215  1.848876
profession
Academia and Researchers .417263 988491 8.42 0.676 -1.593837 2.428363
STEM and Healthcare -.334102  1.804223 -8.33  @.741  -2.377209  1.789@05
Business, Social Sciences and H.. .182574  .7255916 8.14 ©.888 -1.373653  1.578801
Other .6092995 +75908548 e.se 9,428 -.935009 2.153608
gaais .1975281  .3714486 8.53 @,598 -.5581978 .9532379
purchase_freq_std -.4184477  .6837339 -8.68 ©.552  -1.801515 9886193
product_type
Toothpaste 0262472 .4294836 ©.86 ©.952  -.8475437 9800381
_cons -2.62744  1.324813 -1.98 @.856 -5.322791 .8679115

Purchase Intention

b regre'ss purchase_intention_penalty i.gender i.age i.education_level i.

> _freq_std i.product_type if inlist({group_number, 3, 6), vce(robust)

Linear regression Number of obs = 49
F(15, 33) = 1.73
Prob > F = 8.0928
R-squared = 0.3487
Roat MSE = 1.8195
Robust
purchase_intention_penalty | Coefficient std. err. t P>|t| [95% conf. interval]
gender
Female 3395242  .3133975 1.88 ©.286  -.2980878 9771362
age
between 25-34 years old -1.281133  .5316988  -2.41 [0.022  -2.362882 -.1993835
between 35-44 years old -.B205025 .6349983  -1.29 9.205  -2.112416  .4714112
between 45-54 years old -.2245266  .5087186 -2.44 0.662 -1.259522 -B104692
between 55-64 years old -.7811806  .5@75%08 -1.54 0.133 -1.813882 .2515207
education_level
Short-type / professional bache.. .4897585  1.211991 @.48  ©0.689  -1.976@55  2.955572
University Bachelor .9183826  .B366768 1.18 @.2808 -.7838492 2.620614
Master or higher 8303032  1.857281 @.83  0.977  -2.120752  2.181358
profession
Academia and Researchers 2.142563 -674743 3.18 7697879 3.515338
STEM and Healthcare 1.376495  .7652826 1.80 -.180484 2.933474
Business, Social Sciences and H.. 1.327828  .5124149 2.59 .2853123 2.370344
Other 1.31899  .9422636 1.48 @.171 -.5988593 3.23604
gaais .1159252  .2760319 @.42  0.677  -.4456659 6775162
purchase_freq_std -.@61386 .5691997  -8.11 @.915  -1.219352  1.896739
product_type
Toothpaste .1426593  .3524213 @.48 0.688 -.5743472 . 8596658
37

_cons

5.20.

-1,884806

1.376726

-1.

5.20.1. Homoscedasticity

Emotional Responses:

. estat hettest

2,180

-4.685775

Breusch-Pagan/Cook-Weisberg test for heteroskedasticity

Assumption: Normal error

terms

Variable: Fitted values of emotional_penalty

He: Constant variance

chi2(1)
Prob > chi2

2.80
0.0941

-9161634

Exploratory test — Hypothesis 3B

profession c.gaais c.purchase

Trust:

. estat hettest

Breusch-Pagan/Cook-Weisberg test for heteroskedasticity
Assumption: Normal error terms

Variable: Fitted values of trust_penalty

He: Constant variance

2.8
0.1498

chi2(1)
Prob > chi2



Authenticity:

. estat hettest

Breusch-Pagan/Cock-Weisberg test for heteroskedasticity
Assumption: Normal error terms

Variable: Fitted values of authenticity_penalty

He: Constant variance

chi2(1) = 15.99
Prob » chi2 = @.eee1

5.20.2. Regression

Emotional Responses:

7 . regress emotional_penalty i.gender i.age i.education_level i.profession c.gaals c.purchase_freq_std
> i.product_type if inlist{group_number, 2, 5}

Source s df " Number of obs = 57
T ~  F(16, 48) - 0.49
Model | 4.68052543 16 .292532839  Prob > F = 0.9354
Residual | 23.6787708 @ .5 R-squared «  0.16%
t Adj R-squared =  -0.1689
Total | 28.3592962 56 .586416004  Root MSE - .7698
enctional penalty | Coefficient Std. err. T Bt] [95% conf. interval]
gender
Female -.817151 2641634 -6.86 6.349  -.5516452 5167432
age
between 25-34 years old . 3390507 -.911549 4589451
between 35-44 yeors old 503292 -1.356511 6778713
between 45-54 years old 9288395 -2.829421 9250882

between 55-64 years old (4512988 -0.43  0.671  -1.184992  .7192257

education_level

Post-secondary education 9707726 9796734 .99 0,328  -1.009221  2,950767
Short-type / professional bache.. .505245 .6728439  ©.75 0.457  -.8546233  1.865113
university Bachelor -2129119 . 6098872 e.35 e.729 -1.819716 1.4a554
Master or higher .2142853 6138613  ©.35 ©.729  -1.826253  1.454824
profession
Academia and Researchers L1898751 4489184 1.897157
STEM and Healthcare -.198696 4875015 17865813
Business, Social Sciences and H.. .2247468 3196529 8695707
Other | -.5884378  .4546359 13304155
gaais | -.0593103 1516581  -0.31 ©.759 13280453
purchase_freq_std .2608978 5382898 .48  6.632 1.348022

product_type
Toothpaste -1569394 .2612703 0.68 0.551 -.3711077 . 684
_cons | -.2847602 .9391909  -0.30 ©.763  -2.182936  1.613415

Trust:

. regress trust_penalty i.gender i.age i.education_level i.profession c.gaais ¢.purchase_freq_std i.p
» roduct_type iF inlist(group_number, 2, 5)

source s of s Number of obs =
F(18, 48) -
Model | 13.5593176 16 .B47457352 Prob > F - X
Residual | 39.0262087 40 975655117  R-squared = 0.2579
Adj R-squared =  -8.8398
Total | 52.5855263 56 .930027256  Root MSE - 98775
trust_penalty | Coefficient Std. err. t Pat| [95% conf. interval]
gender |
Female | .0660608  .339134 0.19  ©0.847  -.6193546  .7514761
age |
between 25-34 years old | -.5470558 .4352745 -1.426778 3326669
between 35-44 years old | -.5948151  .6461281 -1.900699 7110485
between 45-54 years old | -1.296358  1.192447 -3.706385  1.113668
betwsen 55-64 years old | -.7078912  .579379 -1.87806  .4638774

Authenticity:

56

Purchase Intention:

. estat hettest

Breusch-Pagan/Cook-Weisberg test for heteroskedasticity
Assumption: Normal error terms

Variable: Fitted values of purchase_intention_penalty

HB: Constant variance

chi2(1) 2.49
Prob > chi2 = @.1144

education_level

Post-secondary education | -.2457768 1.25778  -0.20 ©.846 -2.7877  2.296147
Short-type / professional bache.. 1.272264 .8637995  1.47 ©.149  -.4735402  3.018968
University Bachelor 1.644357 .7829754  1.33 ©.199  -.5380955  2.626809
Master or higher 1.465282 .7880003  1.86 -.1273258  3.05789

profession
Academia and Researchers .0972827  .5763128 0.867  -1.067489  1.262054

ssbe
BE&T
®
&
3

STEM and Healthcare -.9109469  .6258562 0.153 -2.17585 +3539556

Business, Social Sciences and H.. .3290228  .4096012 -.4988122  1.156858
Other .1192019  .5836632 .20 0.839  -1.060425  1.298829
gaais | -.1830975 .2460514  -0.74 ©.461  -. .3141909
purchase_freq_std .7754069 6910584  1.12 ©.269  -.6212743  2.172088
product_type
Toothpaste | -.@@85591 .3354198 0.980  -.6864679  .6693496
_cons | -.7143327 1.205737 0.557  -3.151217  1.722552




. regress authenticity_penalty i.gender i.age i.education_level i.
> std i.product_type if inlist(group_number, 2, 5), vee(robust)

profession c.gaais c.purchase_freq_

Linear regression Number of obs = 57
F(14, 4@) - .
Prob > F - .
R-squared - 2.3658
Roat MSE - 9153
Robust
authenticity_penalty | Coefficient std. err. Prt| [95% conf. interval)
gender
Fenale 7352448 3330899 2,21 [@esd 862845  1.408445
age
between 25-34 years old .20e9867  .3927313 9947283
between 35-44 years old -.2657892  .577023 9004178
between 45-54 years old -2.461573  .4855836 -1.480172
between 55-64 years old -.2893982  .3943429 5875986
education_level
Post-secondary education -1.811133 7590374 .5229387
Short-type / professional bache.. -.3867897  .800344 1.310766
University Bachelor -.2648915 6741182 1.897552
Master or higher -.3871319  .7006778 1.108991
profession
Acadenia and Researchers -.0850394  .6413196 1.291116
STEM and Healthcare | -.5234446 6139678 7174306
Business, Social Sciences and M.. -.1807372  .5412588 9931877
Other -.4238534  .5272856 6418305
gaals | -.2797988  .1286305 1822805
purchase_freq_std .5160289  .6758957 1.882065
product_type
Toothpaste

cons

Purchase Intention:

. regress purchase_intention_penalty i.gender i.age i.education_level i.profession c.gaais c.purchase

»> _freq_std i.product_type if inlist(group_number, 2, 5)

Source 55 dF [ Nunber of obs = 57
F(15, 48) = 1.52

Model 17.6789683 16 1,10493552 Prob > F = @.1418
Residual | 29.1514435 48 728786887  R-squared - 8.3775
Adj R-sq = 8.1285

Total | 46.8364118 56 .836257354 Root MSE - .85369

purchase_intention_penalty [95% conf. interval)
gender
Female -.806032 3847424
age
between 25-34 years old 1.420863
between 35-44 years old 2.25316
between 45-54 years old 1.561164
between 55-64 years old 1.133231
education_level
Post-secondary education -3.96271 ~4311304
short-type / professional bache.. -1.331706 1.686003
University Bachelor -.6B4111  2.851236
Master or higher 1141803 1.511899
profession
Academia and Researchers -1.481004 -5323615
STEM and Healthcare -1.913542  .2729053
Business, Social Sciences and H.. . T446487
Other -.3486187  1.693426
gaais 8862284  -.0266327
purchase_freq_std -1.217228 1.197084
product_type
Teothpaste - -4856631 +6861358
-cons -.9126317 3.299684
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