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Abstract

Schema congruity theory predicts an inverted u shape relation between incongruity and
evaluation: from congruity to incongruity, evaluation first increases and then
decreases. Previous research manipulated incongruity as three-level categories and
results supported the theory. However, we argue that the definition of incongruity
implies a continuum, rather than categories. The current research examined the theory
by employing a continuous incongruity measurement. Moreover, by applying a
within-subject approach, we examined the inverted u shape relation on both group
level and individual level. Five pre-registered studies presented respondents with
various products made from realistic materials that differed in naturalness and degree
of being repurposed. The results showed no relationship between incongruity and
product evaluation on group level, nor individual level. We also investigated the
causes of incongruity. The results revealed that materials failing to satisty the product
function at least partially explained incongruity perceptions. This knowledge is
valuable for product development.
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