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ABSTRACT
SEMANTIC SEGMENTATICN OF PRINT ADVERTISEMENTS
by
Clifford J. Cox

niversity of New Hampshire, May 1983

The opurrose of the study vas to construct a
comprehensive model of advertisement perception. The
model* s relaticnshigr to persuasion, recall and recognition
measures of advertisement effectiveness was explcred. The
research demcnstra ted that print advertisements are
percei ved primarily across three general semantic
dimensions. These dimensions were named Evaluation, Potency
and Activity. The relationship tetween the three dimensions
and similar semantic dimensions reported in the Semantic

Differential literature is discussed.

In this research, 32 1liquor, fjewelry and perfume
advertisements were studied. The relationship between the
advertisements® persuvasion, recall and recognition scores,
and the advertisements® Evaluation, Potency and Activity
scores is assessed. The advertisements® three perceptual
dimensions <scores e3xplained 53% of the variation in the

advertisements® persuasion, recall and recognition scores.

vii



A coding scheme was developed which described the
advertisements® physical characteristics. These codes were
factorel into sevén physical <characteristic dimensions.
These seven dimensions accounted for 48% of the

advertisements™ Evaluation, Potency and Activity scores.

viii



CHAPTER I

FACKGRCUNL ANL OV ERVIEW

Advertisemert rerception and effect are a function of
the complex interaction between a viever and an
advertisement. Advertisement characteristics such as color
and size, copy, product advertised and the medium vsed (i.e.
television, rrint) all influence viewers' perception of, and
reaction to, an advertisement. As well, the viewers".
situation ard perscnality characteristics may inflvuernce
reactions tc an advertisement. The series of studies
described in this paper examine a number of these factors
while develcring a ccmprehensive model of advertisement

perception.

This research is limited tc rrint advertisements <£rom
the liquor, jewelry and perfume prcduct categories.
Products similar in nature, luxury in this case, were chosen
for inclusion in this study in an attempt tc minimize
product differences. The purpcse of this research was to
investigate the role of percepticn c¢n advertisement
ceffectiveness. Therefcre, although a diverse selection of

products would have increased tle studie“s generalizability,
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diverse prcducts wculd have made it difficult to focus on
the advertisement perception issues which were tle heart of
the research. Althcugh this study is of limited
generalizability, +the 1logical extension of the research is
to a wider rarge of ricducts as well as to the television

medium.

In this dccument, "Person Criented" research refers to
studies which explain advertisement impact and rerception as
a function <¢f the viewers' personality characteristics.
"Advertisement Oriented" refers to research explaining
advertiserent rerception and imract in terns of an
advertisement's physical characteristics. The term
Perceptual Cateqcrizaticn will refer to studies in which a
relatively small numter of perceptual dimensicns are assumed
to account fcr the majority of a stimuli*s impact on the

viewver.

Person-Oxriented Research

Person Oriented research invariably explains between
five and ten percent of tetween advertisement variation over
a variety cf advertisement effectiveness measures such as
recall and recoqnition [Kassarjian, 1S71). A variety of
personality +theories have been used as predictors of
consumer behavior and advertisenment effectiveness
(Kassar-jian, 1¢71). 1These range from Festinger's (1957)

theory of cognitive dissonance to hiqghly quantified trait
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theories cf behavior {(Tucker & Fainter, 1961; Kernan, 1968;

Evans, 1969).

Cognitive Dissonance

Festinger's (1957) theory of cognitive dissonance has
been suggested as a basis for understanding consuner
behavicr and rercepticres. Brehm [1962) found given the
choice of two equally attractive brands, the brand chosen
will be rated mcre favcrably. Festinger®s theory suggests a
person's behavior and perceptions are oriented toward
reducing disscnance. The Brehm results therefore provide
evidence for a dissonance reduction effect in advertisement

perception.

LoSciutc and Perloff [(1967) suggest a consumer's
dissonance reductioh tendency <causes him/her +to require
information <sugrortirgq his/her decision. Therefore, an
effective advertisement should contain information directly
aimed at reducing consumer dissonance over chocosing a

varticular rrcduct.

There are, however, critics c¢f the disscrance thecry
and its arrlication to ccnsumer behavior. Oshikawa
(1968, 1969), arques dissonance can only occcur if a consumer
perceives himself +tc have "free choice" 1in selecting a
product. If, for any reason, tte consumer rerceives that he
is forced into chocsing a rrodvuct, there will be no

dissonance. This suggests a dissonance exgrlaration of
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'consumer behavior is «c¢nly useful for certain product
choices. Purchases of items such as food, clcthing and
other staples, which are bought to fulfill a perceived need,
are forced choices, and therefore are not 1likely +to result

in dissonance.

o —

Proponents of the +trait and factor thecries cf
personality have attempted to exglain consumer behavior and
perceptions Yty assuming personality characteristics are
important determinants of peoples® <cholces and attitudes
toward a product. Tucker and Painter {156 1) found
significant ccrrelaticns between uses of different products
(i.e. gum, aspirin) and the four measures c¢f Trersonality
attained frcr the Gecrdcn Personality Profile. Kernan ([1968)
tested the empirical relationship between decision behavior
and personality as measured by +the Gordcr Personality
Profile and rercrted statistically significant correlatioms.
Both these studies, however, accounted for stall amounts of
their resrective variances, and although the studies showed
interesting relationships, they 3did not add sigrificantly to

an overall exrlaraticr cf consumer behavior.

Using *he Edwards Personality Preference Schedule
[EPPS) Evans (1969) concluded there were no personality
differences betvween Ford and Chevy owners to the extent that

would allow for prediction of trand selection. Evans was,
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hovwever, able tc acccurt for 10% of the dependent measure®s

total variance through the use of the EPPS meacsures.

In pilct work this investigator obtained similar
results wusing the EPES as a predictor of an advertisements®
akility to hcld viewers® attention. Though there wvere
significant relationships between the EPPS measures and the
advertisement attenticn holding ratings, the amount of
variance accounted for using these relationships was

minimal.

Jther rersorality scales such as the Thurstone
Temperment Schedule (Westfall, 1962; Kamen, 19€4) and the
California Perscnality Inventory (Robertson & Meyers, 1969;
Bruce & Witt, 1970: Boone, 1970) have been used to predict
consumer choices, but, all have resulted in similar

unimrressive results.

Humani stic Approach-

The self-theory cf ccnsumer kehavior is ar cutgrowth of
Roger*s thecry cf self-actualization. It has been used as a
theoretical explanation for much of the researct in the
consumer behavior area. Levy (1954) showed that as the
economy vprospered through tte 1940%s the practical
attributes cf a product, and therefore the need for rational
appeal in an advertisement, became 1less important as a
result of the consumer placing a synbolic rearing on the

product. Bdvertisers quickly learned +they were not Just
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promoting a product, but, were trying +tc cieate the
perception that their rroduct was a symbol of the consumer®™s
self-concept, and his strive for recognitior. Individuval
consumer percertion cf a rroduct was shown to be a function
of how well the product and its advertising agreed with the

consumer's self-concept [Kretch, Crutchfield & Ballachy

1952; Bruner, 1¢%68).

The self-thecry approach to consunmer behavior
emphasized the strive for congruency of the self-image with
the image of the product. Tolich (1969) shcwed preferred
brands were rated mcre ccngruent to the consumers self-image
than those brands that were not liked. Other researchers in
this area have found similar results (Ham & Cundiff, 1969;

Delozier, 1¢€7%1).

Person Theory Summary

Kassarjian ([(1971), after reviewing the research using
persconality theories +to explain consumer perceptions and
decisions concluded that the studies in this area can be
considered "equivocal." Kassarjian states, "if correlations
do exist they are so weak as to be questicnnable cr vperhaps
meaningless." He alsc roints to the need for counsumer
behavior researchers to develop their own instruments and
not to rely c¢n thcse which vwere «created for entirely
different purposes (i.e. clinical). Finally, he

justifiably rcints to +the total lack of theoretical basis



Page 7

for using the majority of the tests in the first rlace. He
cencludes it i1s amazing that even five or ten percent of the
variance in a dependent measure can be explained «civen the
problenms with the instruments used for measuring

personality.

i S vt e S e M i . i i S, . . o

Advertisement Oriented studies are directed towards
explaining an advertisement's impact as a functicr of one or
two of an advertisement's physical characteristics. There
are volumes of research descritinqg specific attriktutes of an
advertiserent in texms cf the affect a pafticular attribute
such as color has on some measure of an advertisement's
effectiveness. TFor example, Strong and Adams {1912-1920)
showedl the size and frequency of an advertisirq message
effected Teader reccgni tion. Starch ({1966) showed
advertisements with a definite focal roint were recognized
significantly mcre cften than advertisements without a focal

point.

More recent research has exranded the above to include
many other physical characteristics of an advertisement.
Steadman [1S€¢), and Alexander and Judd {1978 concluded
non-sexual illustrations in a print advertisement were more
effective at enhancirg brand recall +than sexual ones.
Morrison and Sherman ({1972), however, concluded the use of

sex in adverticsing is not as <simple as described above.
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They factored differert groups of people from their data.
These groups showed different reactions to sex in
advertising. Further, Morrison and Sherman concluded degree
of nulity, as used Yty Steadman to describe sex ip an
advertisement, 1is an oversimgrlification of the problem.
Concepts defined as Romanticism, Realism and Suggestive Copy
were alsc fcurd to effect the degqrece of sex perceived in an

advertisement.

Hess [1964) has shown mcocdels with dilated ¢upils are
preferred tc nmcdels whcse pupils are not dilated. EBaker and
Churchill (1€77), Smith (1970), and, Ranungo and Fang (1973)
have shcwn attractive models vield mcre favorable

advertisement evaluaticn than less attractive models.

After reviewing the advertising effectiveness
literature, 0Ogilvy and Raphaelson [(1982) report magazine
advertisements attract more attention and are 1read more

frequently wkenm:

new information [(news) 1is included.

story arpeal (i.e. slice cof life) is included.
before and after illustrations are included.
the product is shown in the advertisement.
lcng informative headlines are used.

headlines include quotations.

# ¥ 3 % H o3
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2gilvy and Raphaelson (19€2) also assert the
advertisement should have emoticnal appeal, as few rurchases

are made for ertirely rational reasons.

Percertual Categorizaticn Research

There 1s a large tody of research suggesting humans
perceptually cateqorize complex stimuli. Several studies
have highlighted the importance of the 1interaction between
an individual‘'s codnitive set, personality and reed value
system [Bruner & Gccdman, 1947; Jones & Bruner, 1954;
Hastorf & Cantril, 1954) . Bruner {1954) has showuwn

perception is selective, organized and tasically ar act of

categorizaticr. Razran (1932) found people tend to
generali ze semantically, indicating we lcck for
consistencies in reaning across different stimuli.

Karwoski, Odbert and Osqgood {(1942) showed a 1emarkably
similar +transfer c¢f "meaning"™ frcm one sensory modality to
another, indicating meaning over different senses may have
shared significances. Mosier {(1841) found subijects
consistently scaled evaluative ad-jectives such as good,
excellent, common and fair on a favorable-~unfavorable scale.
This suggests there are general dimensions acicss which

people rate all stiruli.
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In pursving the hypothesis that there are general
dimensions c¢f meaning across which all stimuli are perceived
Osgood, Suci and Tannentaum [1957) developed the Semantic
Differential. Their research was based on the assumptions
of a "semantic space" of some unknown dimensicnality where
cach semartic dimensicn was defind by a pair of bipolar
adjectives. This space was hypothesized to be ccrorosed of
the relevart dimensicns acrecss which all stimuli are
percei ved. Fach dimension was considered orthogcral to all

other dimercicrs in the interest of maximum efficiency.

In a series of factor amnalytic studies {0Osqocd et al.,
1957) where different categories of vword concepts (i.e.
persons, institutions, physical ob-jects) were rated across
different sets of ‘tipolar adjective scales, surprisingly
ccnsistent results were chtained. A1l of these studies
pointed to a relatively simple semantic space in which three
factors domirated. The three factors were named Evaluation,
Potency and Activity Lased upon the bipclar scales which
locaded highly cn the pafticular factor. Additional factors
wvere extracted, but, these were found to be unstatle and of

minimal explaratory impcrtance relative to the first three.

Since the development of the Semantic Differertial many
researchers have used the methodology with varied stimuli.
Sclomon {1¢54) reported three factors which he best termed
"Evaluation, Fotency and Activity" in a study where trained

navy men rated passive scnar <ciqgnals on fifty bipolar
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scales. Tucker (1955) found similar factors wten artists
and non-articste were acsked tc¢ judge representational and

abstract paintings.

-

In Osgccd et al.>s [(1957) original researéh, the
Evaluation dimension was found to account for tlke greatest
amount of variance amcng the bipolar addjective ratings. In
Tucker*s recsearch with the paintings the activity dimension
explained the greatest amount of variance. The aprarent
flexibility in the relative imrortances of the three
dimensions is addressed by Osqood (1957). In his original
research (0sgccd et al., 1957) Csgood notes that there is no
general Semantic Differential test. There are no standard
scales on which to rate all concepts. 1In fact, tte concerts
and scales enrlicyed nust derend on the nature of the
research, and should be altered to fit the sitvation and
gquestions being addressed. 0sg cod (1957) concluded the
nature of the concepts to be rated, scales used for rating
and varied <situaticns will resuwlt in a "flip-flop" in
explanatory ipmrortance among the three dimensions. He
stated that +this should bYe expected given the great

diversity cf ccncepts rated.

Dimensions similar to those reported by Osqgccd (1957)
have been fcurd in the ncnverbal communications literature.
Nonverbal Communication has been studied by many researchers
for varying reasons. It refers to actions distinct from

speech and includes facial exrpressionssg eye contact;



Page 12

proxem ics; various hand, foot and body movements and
numerous other implicit communicationm behaviors (Hall, 1959,

1963, 1966: Mehrabian 1971, 1972:; Sommor 1969).

The earliest of the ncnverbal researchers were
concerned with minute body movements which ttkey believed
conveyed the ncnverbal ccmpcnent of a communication.
Birdwhistell [1970) ©proposed an analogy betweer specific
linquistic urits anrd specific kinesic (body) movements.
Branigan and Humphries (1972) prorosed a system of 136
rovements, invclvinq' ten gross body sights, which they
beli eved facilitated communication by adding to the effect
of the vertal component of an interaction. The research
ncted above, however, concentrated on describing nonverbal
behaviors. It was not concerned with creating a tkeoretical
framework frcm which the research findings could be

interpreted.

JDther rcnverbal reseachers began to acknowledge the
need for more than a description of the nmovements and body
positions dirvclved 1in nonverbal communication. These
researchers were primarily concerned with sunrarizing the
descriptive recearch intc more general categories, while
asking questions of awareness, intentionality of these
behaviors, ard, whether the nonverbal components of an
interaction are in fact communicative. Ekman‘s FAST (Facial
Affect Scoring Technique), scores faces on six emotions to

comprise an overall -judgement of facial emoticn {Ekman and
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Friesan, 1S€¢). Knapr (1972) has specified seven major
nonverbal dimensions which include: {1) body mction, [2)
physical characteristics, {3) touching, (% voice qgualities,

[5) proxemics, (6) artifacts and (7) environmental factors.

m"he general nonvertal coding models described in the
atove paracgrarhs have ccme under attack by researchers such
as Argyle and Cean (1965). They studied eye comntact in two
contexts. First, they assumed increased eye contact would
directly reflect "feeltack" provided to the speaker.
Feedlack, hcuever, in itself, was not very enlightening in
terms of the cffect it may have on the outcome of the
interaction. Consequently, Argyle and Dean fcund the
feedback ccrcert to be cf little utility. In the second

context, Argvle and Tean (19€5) adopted a firm tteoretical

orientaticn. They assumed eve contact wvwas related to
affiliaticen motivation. They suqggested a rumber of
nonverbal dinmnensiorns wculd interact to produce an

equilibrium level of "nonverbal distance." They hyrcothesized
that as distarce between people interacting increased, eve
contact would decrease, and vice-versa.  Similarly, if
subjects were asked tc interact with their eyves closed, it
was hypothesized the subjects would positicn themselves
significantly clcser tc each other than if their eyves vere
open. “Bofh of these hypotheses were supported and led to
the conclusicr that ncnverbal ccmponents of an interaction
can be used to predict the amount of liking between two

communicators.
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The compensatory relationshir tetween eye ccrtact and
interpersoral distance is perfectly logical given Argyle and
Dean®s ([1965) theoretical Lkasce. However, had Argyle and
Dean continued tc sinrly measure "feedback" independently of
the other nonverbal characteristics, they would tave bheen
disappointed with the eﬁsuinq results. A general
theoretical framework for nonvertal conmunication was
necessary 1f rredicticn, rather than description, was to be

the end goal of nonvertal commmunication researchers.

Albert Mehrabian was ccncerned with  nonverbal
communication and its impact on an interacticn. His major
obdjective was tc prcvide a solid theoretical approach for
describinag nonverbal behaviors in +terms of their overall
psychological effects cn an interac tion. Mehrabian (1972)
has concluded the total impact of a comrmunication is .07
verbal + .38 wvccal + .55 facial. This suggests print
advertisements, which presumably ccntain a relatively large
nonverbal component, should impact aon their viewers
primarily thrcugh the fgictorial or illustration. Similarly,
it suggests a print advertisement's copy is likely +to have

little effect ¢cn an advertisement*s impact on the viewer.

Mehrabian™s initial research was similar to
Osgood et al.*s (1957), original factor analytic studies.
Mehrabian, hcwever, investiga ted the nonverbal components of
commnunication as described ky napercus researchers.

Mehrabian®s nmain conclusicn was ncnverbal communication can
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be adequately descrited in terms of two dimensions which he
calls "attitude and status® {Mehrabian, 1972). Mehrabian
concluded the attitude and status factors were equivalent to
0sqood et al.‘s [(1957) Evaluaticn and Potency dimensions.
After reviewing forty vears of research c¢n verbal and
ncnverbal irteracticms, Rosemnburg and Bonoma (1974)
concluded that the ©Evaluation and Potency dimemsicns
explained thke madcr rvart of the variance in these

interactions.

The Status cr Pctency dimension is defined primarily in
terms of body and positioning cues [Mehrabiar, 1968).
Matarazzo, Wiens and Saslcw [19€%), suggest higher status or
strength can te conveyed by head and hand movements. Kendon
(1968) has shown that before a person sreaks he 1lccks away
from the rterscn he is addressing. This was interpreted as
conveying increased status to tte listerner. Kendcn {1968)
also concluded errcrs and hesitations in speech convey a
lower status where as fluent speech is an indicatcr of hiqgh
sStatus. Mehrabian [1968) has <chown higher status is
conveyed ty a relaxed posture, including asymmetrical
placement c¢f limbs, relaxed hands and neck, and, a sideways

lean or reclining position.

The Evaluvation dimensicn is basically a good-bad,
like-dislike continuum refering primarily to immediacy
tetween cornuricaters. Immediacy 1is defined by numerous

variables relating to the "psychological distance" between



Paqge 16

people interacting. The immediacy concept is related
primarily to proxemic variables. Hall (1963), developed the
concept of ricxemics, the study of man*s use of space as a
function of his culture. Some of Hall's proxemic variables
were eyvye ccrtact, bcdy crientation, touching and distance
between people interacting. Hall (1963) found immediacy
(i.e. 1increacsed closeness, eve ccntact) is to a large
degree associated with liking for ancther person. Mehrabian
{1967y, and, Weiner and Mehratian [(19€8 , tested the
relationshir between 1liking and proxemics. They concluded
communicator-addressee distance correlated with tlke degree
of dislike ccrmunica ted to, and inferred by, the addressee.
They also concluded ttke greater the eye contact between two

pecple the greater the degree cf liking between thenm.

Numerous studies have supported and extended the basic
hypothesis that 1liking, or a high rating on the Evaluaticn
dimension, is ccrrelted with ncnverbal cues of immediacy.
Argvle and Tean {1965) showed compensatory behavicr occurred
over proxenmic variables in that for a given degree of
liking, as closeness increase¢d, eye contact decreased.
Studies by Exlire and his coreseachers (Exline 19€3, 1972;
Exline & fldrige, 1967;: Exline, Gray & Schuette, 1965)
showed increased eye contact 1is normally associated with
more positive attitudes between communicators. Mehrabian
{1968), found a forward leaning torso and an oxientation of
the torsc +tcward the addressee to be positive evaluative

cues.
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Mehrabiar {1972), terorted the Activity dimension was
found in nonverbal interaction, tut, Activity measures
showed 1little explanatory importance. Even though <the
Activity dimension exhiltited a significant relaticnship to
persuasion, it did nct account for a largqe portion of the
variance in the factor analysis. Mehrabian arnd Williams
(1969), fcunrd intended and rerceived persuasion to be
primarily a function of the Activity dimension. As a person
increased higs ncnverbal activity he was perceived as being

mcre persuasive.

In reviewing his own and otters®' —research, Mehrabian
(1972) ccncluded inrmediacy cues were important for
determining Evaluation, and, postural relaxaticn cues were
primarily resrcnsitle fcr «ccnveying Potency or Status.
Further, althcugh the Activity dimension did not explain
much variance, it was important in deterrining intended and
perceived recvasion in an interaction. In summing up his
work for practical application, Mehrabian (1972) developed a
coding systen to defire ncnverbal interactions in terms of
the Evaluation, Potency and Activity dimensicns. This
coding schere served as the basis for the coding systenm

developed in Chapter Five of this research.
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Research Overview

e e o — ot i s s, pn s S o S

The series of studies to be described arprlies the
perceptual categorization hypotlesis to viewer rerceptions
cf print advertisements. It was hypothesized that the
numerous physical characteristics of an advertisement are
subconsciously factcred, cr percertually categerized, into a

much smaller number of relevant perceptual dimensicns.

The Tecsearch fccuses c¢n the perceptual dimensions
across which advertisements are perceived, and these
dimensions® <relaticnship to recall, recognition, and
persuvasion measures of advertisement effectiveness. Figure

1.1 shows the research model tested in the pilot research.

“hapter Two describes Pilot work. The pilot test
results showed that adjective ratings cf print
advertisements were rerceptuvally categorized into three
significant dimensions. The comparability cf the three
dimensions, tc those reported by Csgood et al. (1¢57), 1is

discussed.

Chapter Three describes the formal testing of the
perceptual cateqorization hypottesis. A larger and more
diverse number cf advertisements vwere rated by a 1large
number of sutjects. Results showed the pilot study s three

dimensions are replicable ina carefully controlled study.
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Chapter Four analyzes +the relaticnshir between an
advertisment‘*s rositicr on ttkte three dimensicts and the
advertisement®s impact on the vievwer. Inpact 1is defined
guan ti tatively with recall, vrTecognition and rfersvasion
measures cf advertisement effectiveness. A discussion of
the problems associated with measuring advertisement
effectiveness, and a descripticn of the effectiveness

measures used in this research, 1s provided in Charter 4.

Chapter Five explores the relationship between an
advertisement's physical characteristics and its perceived
position on the three relevant dimensions. A codiné' system
was developed for quantifying the advertisements® physical
characteristics. The nultitude of physical <characteristics
was then aralyzed tc determine which characteristics were

related to the three perceptual dimensions.

Chapter Six summarizes the research and discusses the
difficulties in generalizing to other situations and
advertisement nediuns. A discussion of future studies,
directed toward understanding how advertiserents are
perceived, and the rhysical characteristics which result in

an effective advertiement, is offered.
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Figure 1.1
(Research Model)

VIEWER PERSONALITY

‘need for Achievement
*need for Affiliation
*need for Dominance

*need for etc.
' ADVERTI SEMENT PERCEPTUAL ADVERTI SEMENT
PERCEPTION DIMENSIONS EFFECTIVENESS
*sex *Evaluation *Persuasion
*
power * *
ADVERTISEMENT CHARACTERISTICS *elegance Potency Recall
* *Activi x s
*product advertised *?i?Zﬁzshi Activity Recognition
*dominant color p
*eye contact
*proxemics
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*getting




CERPTER II

PILOT WORK

ABSTRACT

Pilot work was undertaken to determine if viewers®
adjective ratings of a series of advertisements could be
factored intc a zrelatively small number of dimensions
related to the advertisements® atility to hold the viewers®
attention. The relationship between an advertisement's
reported attention holding ability and the viewer's
perscnality characteristics, as measured by the Edwards

Personality Freference Schedule [EPPS) was assessed.

Viewer rercepticns were readily factored into three
dimensions comparatle to those repcrted by
O0sgood et al. {1957). Viewers' personality characterisitics
accounted for less than 5% of the +tctal variance in
subjects® rercrted attenticn levels for individnal
advertisements. The three factcred dimensions accounted for
85% of the total variance among tle adjective ratings, and

43% of the variance in the attention holding measure.
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Pilot recsearch wacs designed to determine the promise of
applviné the rercertual categorization hypothesis to print
advertisements. It was also designed to determine the
relative ingcrtance of personality variables in
advertisement perception. Consideratle research has been
devoted tc describing an advertisement's impact in terms of
the viewers® personality characteristicse. Kassarjian's
{1971) review o¢f the Person <Criented research strongly
indicates there is little purpose in pursuing personality
variables as a predictor of advertisement percertion and
effect iveness. However, the puipcse of this research was to
develop a comprehensive model of advertisement rercepticn.
Consequently, personality measures, as defined by the
Fdwards Personality Preference Schedule (EPPS), are included

in the pilot research.

The EPPS is a series of 225 pairs of statements. From
each pair the suliject must choose the statement he/she
prefers. A subiject‘s rersonality profile is defined by 16
orthogonal dimensions such as Achievement need, Affiliaticn
need, Dominarce need, etc. A score 1is computed for each
subject across each cf the 16 personality dimensions. The
pilot research data was analyzed to determine if the
subjects*® perscnality scores were related to either
sub-jects® perceptions of the advertisements, or, subjects"

reports cf the advertisements* ability to hold their
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attention.

Research directed toward explaininé advertisement
perception as a function of the advertisements® physical
characterisitics tends to examine specific physical
characteristics. Hcuever, to analyze the relationship
between advertisement effectiveness'(i.e. recall) and all
of an advertisement’s vphysical characteristics 1is an
overwhelming task. If the effects of an advertisement's
multiple rhysical characteristics are subconsciously
funnelled into a much smaller number of rerceptual
dimensions, the study of the relationship of physical
characteristics to advertising effectiverness becones
managable. Osgcod*s [(1957) and Mehrabian‘s (1972) work on
perceptual categorization suqggest an advertisement will be
categorized <cirilarly to other complex stimuli. The pilot
work described here tests this hyrothesis amnd examines the
resulting rerceptual dimensions® relationship to an

advertisement's ability to hold viewer attenticn.

Subijects-

Subjects were enrclled in Introductory Psychology at
the University of New Hanmnpshire. Completion of this
experiment provided partial <credit toward the required

laboratory e3xrerience. A total of 128 subjects, 73 female
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and 55 male, participated in tke pilot research. Sub jects
were betweer 17 and 23 vyvears cf age with greater than 90

percent bheing between 18 and 20 vyears of age.

Stimuli

Thirty-two full page print advertisements vere chosen
from nationally distrituted magazines dated betweer October,
1979 and Ncverber, 1980. Of the 32, 13 advertised 1liquor,
10 advertised fjewelry and 8 advertised perfume. No brand
name was Trerresented in mcre than one advertisement.
Advertisements were chosen subjectively to pick as diverse a
grcup of presertaticns as possible. Each advertisement was
photographed with Ektachrome 160 film at ASA 100 and F4.0.
An 82c ultraviclet filter translated 100 watt lighting into
the equivalent of 3200 K tungsten light. Advertisements
were photodgraphed at a distance of approximately 30 inches
with a Cancr 35mm camera {50mm lens). The film was
professionally processed and slides were prerared. Data
collecticn cccured between September 30, 1981 and October

15, 1981.

Mea sures

The Edward‘s Perscnality Preference Schedule (EPPS) was
administered as per instructicns in the EFES manual.
Subjects coded their answers directly onto optical scan data

sheets. 1A ccnputer prcgram was written to compute subjects®
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scores on the 16 EPPS personality measures.

Subjects rated advertisements on the amount of sex,
power, aggression, independence, love, staus, elegance and
friendshir the advertisement presented. As a measure of
advertisement effectiveness subijects rated advertisements®
akility tc hcld their attention. The scale for each rating
was five <categories in width and anchored with tle rhraces
"yvery little" and "a qreat deal."™ A copy of +the adjective
rating sheet used by the subjects is found in section A. 1 of

Appendix 1.

Procedur e

Subjects gathered in a large auditorium equipped with
rear projection capatkilities. Sultdects were giver one hour
to complete the EPPS. Following a 15 minute break, subjects
rated 38 advertisements {(includes six trial advertisements)
over the eiqtt adjective mea sures and the attention holding
measure. The 32 slides were randcmly ordered and presented
to subjects in 60 seccnd intervals via a rear projection
slide presentation. No contol for crder of the

advertiserents was inrlemeted.
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Factor Analysis of Adjective Ratings

The subjects® adjective ratings were factor analyzed to
determine if .factors similar +to those found in the pilot
data would result. The data was collapsed over subijects
resulting in mean scores for each advertisement cn each of
the nine rneacsures. A data file vas created with
advertisements as cases and mean ratings over the nine
measures as variables. This file was factor agalyzed with
the SPSS {1975) Factor procedure (PA2 Quartirax). The
analysis ircluded only the eight adjective rating measures,
omitting +the attention holding variatle. The FA2 apalysis
is a princiral ccmpcnent factoring algorithm with iteration.
The DQuartirax rctaticn results in variables loading heavily
on one factor and minimally on the others. Factors with an
eigenvalue <c¢f greater than 1.0 were retained for rotation.
The initial factor extraction resulted in three <significant
factors which explained 86% of the total variation. Table
2.1 chows the relative importances of the three factors 1in

terms of their ability to explain variance.

Table 2.1
{(Tnitial Factor Extraction of Pilot Data)
Factor Eigenvalue % of Var. Cumul. %
T 3. 81 47.7 7.7
IT 1.98 24.8 72.5

IIT 1.08 8.7 86.0
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The rctated factcr matrix presented in Table 2.2 shows
the loadings for the adijective measure on the three factors.
The first factcr extracted explained u#47.7% of the total
variance and 1loaded heavily on e€legance, power ard status.
The second ard third factcrs exrlained 24.8% and 13.5% of
the variance. They 1loaded teavily on 1love, sex and

friendshir, and, aggression and independence resrectively.

Table 2.2
(Quartimax Rotated Factor Matrix)
Factor
Measure I IT It
Elegance .96 .13 .07
Power .85 -.13 .39
Status « 96 -.08 .07
Friendship -. 55 .68 -.14
Love -.16 .96 -.15
Sex .29 <77 .30
Independence .16 -.05 .86
Aggression . 39 .06 - 81

For descriptive purgpcses, the factors were mnamed Potency
{status, powver, elegance), Evaluation {lcve, sex,
friendship) ard Activity {aggressicn, independence). Table
2.3 provides descriptive statistics on the three dimensions

and the atterticr hclding measure.
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Table 2.3
(Factor and Attention Variakle Descriptive Statistics)
Mean Std.Dev.
Evaluation 1.8 -« E6
Potency 2.1 <74
Botivity 1.6 . €
Attenticn 2.0 .47

Note: 211 measures were based on a N of 32.

To assess the rela tionship between subjects*
personalities and their perceptions of the advertisements it
was necessary to comrutte subijectst raw combination factor
scores {(for the 3 dimensions) for each advertisement. An
advertisement*s raw ccrbinaticn factor score on the Potency
dimension equals the sum of a subdject“s ratirgs on the
rower, elegance and status adjectives. Factcr scores for
the Evaluaticn and Activity dimensions are computed

similarly, using the arpropriate ad<jective measures.

Fn e me o A e n e sma et i e et st ot s e e

Tt was of interest to determine if an advertisement's
factor scores were related to sub-jects' reported attention
levels fcr the advertisements. As the unit of analysis 1in
this analysis was the advertisement, raw combinaticn factor
scores for the three dimensions, and, the attention holding
measure, Were collapsed over subjects. The advertiserments®
mean factor sccres [(ccllapsed over subjects) were regressed
against the advertisements® mean attenticn holdirg scores,

F{3,28)=6.99, r<.001. The three factors explained 42.8% of



Page 29

the variance associated with the attention holding measure.
Oonly the standardized Yteta weight for Evaluation was

significantly different frcm zero, T{30)=4, 42, p<.COt.

A series cf regression analyses, one per advertisement,
showed subiject raw factor scores to be excellent predictors
of an advertisement's atility to hold subdjects® attention.
The independert variables entered into the reqression models
were conceptualized as Yelonging 1in three grcups. The
groups were entered into the regression models in all
possible orders to determine their relative importance. The
groups of inderendent variables were:

1. Subjects® 16 EEPS personality scores.

2. Subjects® three raw combination factor scores.
3. 2 dummy variable to control for subject gender.

The dependent measure used in all the analyses was the
advertisement®s attention hclding rating. Regardless of the

-

Factor Scores® position c¢f entry into the regressicn model,
t he factcr scores were significant predictors of an
advertisement®s attention holding ability. Entered first,
the factor scores show a significant relaticnshirp to
attention ir all 32 advertisements (p<.05). Fntered after
the gender dunry variable and the personality characteristic
variables, the factor scores are significant rfredictors of
attention ir 29 <c¢f the 32 advertisements. Table 2.4

presents for each advertisement the Factcr Scores*

relationshir (entered last) tc attention.
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Takle 2.4
(Individual Advertisement Reqressions)

Note: The fcllowirg table shows the change in
the regqression models which occur when
thte three factor scores are added to
models already including sex and
pescnality measures as independent
variables. Fach line of the table
rerrecsents a regressicn analysis on a
single advertisement.

Adver. RESQ F SIGNIF
Num. CHG CHG CEC
1 .15 6.92 .000
.12 5. 43 .002
3 .2C 10.19 .000
4 .10 6.08 .001
5 <17 g8.58 .000
6 .05 2. 41 «C71%
7 .21 11.61 .000
8 .20 10. 52 . 000
9 .25 15.40 .000
10 <14 8.93 .000
" .12 5.64 . 001
12 .27 14. 29 .000
13 .14 8.79 .000
T4 .34 22.88 . 000
15 .15 8.97 .000
16 .16 8. 77 .000
17 .C5 2.55 . 059%
18 .12 6. 21 .001
19 .16 8.75 .000
20 .11 5.26 .00z
21 .18 8.99 .000
22 .19 10. 48 . 000
23 .C5 2.17 . 096%*
24 .18 8. 55 .000
25 .21 11.¢4 .000
26 .12 6. 20 -001
27 .20 13.10 . 000
28 .18 10. 00 .000
29 .26 15.41 .000
30 .10 4.72 - 004
31 .15 12.94 . 000
32 .13 11. 49 .000

NOTE: FEach analysis had 3 deqrees of freedom for the
numerator and 109 deqrees of freedom in the
dercminator.

* NCT signfiicant at p<.0E.
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Predictors of Factor Scores: A series of canonical

—-—

frey

correlations were computed to determine the relationship
between an advertisement®s factor scores and the rersonality
profile <c¢f the subjects rating the advertisements. This
analysis was designed to determine if subjects*
personalities inf luernced the adjective ratings and
subsequent factor scores of the advertisements. Tte unit of
analysis was the subject and advertisements were analyzed
individually. This rTesulted in 32 separate canonical
correlaticns, cne fer advertisement. Subject EPPS measures
were entered on one side of the equation and raw combination
factor scores for a particular advertisement were entered on
the other side. A significant relationship was found for
only one of the 32 advertisements. Howvwever, as 32 separate
analyses were ccnducted, there is a high probability of Type
B error. Therefore, the one significant findirg is likely

to have been gruriocus.

Predictors of Attention: It was also of interest to
determine if subject personalities influenced their reported
attention-levels for the 32 advertisements. A canonical
correlaticn with =subjects® 16 EEPS personality measures on
one side of the equation and subjects® 32 advertisement
attention hcldisa <cscores on the other side vyvielded no

significant canonical variates, Chi-Square=450, df=448,
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p<.U46. At the irdividuval advertisement level the regression
anal yses used to assess the raw combination factor scores"
relationship to attention holding also addressed tle ability
of the perscnality characteristics to predict attention. If
the EPPS measures are entered into the model first they show.
a significant relaticnshir to attention holding in 6 of the
32 advertisements (p<.05). However, if the durmry variable
controlling for sex of the subject 1is entered first, the
number of significant relationships attributed +to the
personality neasures drops to two. This remains constant
when bhoth sex and the factor scores are entered before the
personality measures. Agalin, however, the large number of
analyses qreatly increased the 1liklihcod of finding one or

two significart analyses by chance.

EISCUSSION.

— Tt e Bt e

The rilct research indica tes perceptual categorization
influences viewer rercertions of an advertisement. The
resulting cateqories or dimensions were shown tc be related
to an advertisement's ability to hold viewer attention. 1In
the factor analysis, the three perceptual dimensions
accounted fcr 86% c¢cf the variation among the adjective
ratings. The three factored dimensions accounted for 42.8%
of adverticsement variation in reported attention holding

capability.
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The factcr 1loading pattern <suggests comparisons to
Osgood et al.'s ({1957) Semantic Differential dimensions.
The factor lcading heavily on rower, status and elegance is
directly comparable to Osgood's Potency dimensicn. Osqgcod's
Evaluation dimensior is ccmparable to the pilot study factor
loading highly on love, sex and friendshig. The pilot
researches® third factor, loading cn aggression and
independence, 1is not obviously related to Csgocd“s third

facter of Activity.

Dsgood et al. {1S57) noted the factors extracted using
the Semantic Tifferential methodology change as a function
of the stiruli, concerts rated and the situation. He also
states there are no true semantic dimensions. Tlkey change
depending cn the variables noted above. Aggression and
independence are certainly the most "active" of the meacsures
taken on the adverticsements, but, it is impossible to be
certain that the aggression/independence dimension 1is
correctly ccnrared tc NOsgcod*s Activity dimension. However,
as 0sgood et al.*s factor names appeared well suited to the
rilot research®s dimensions, the names were retained for

descriptive purposes.

The Potercy dirersion accounted for approximately twice
the variance of the Evaluation dimension in the factor
analysis (47.7% ve. 24 .8%) . Evaluation approximately
doubled Activity (24.8% vs. 13.5%). Together, the three

dimensions acccunt fcr B86% of the +total variance. The
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stability of the dimensions, however, must be questioned.
The Activity dimension 1is a couplet defined by the
aggression and independence meacsures. To define its
dimensional position as a point rather than a plane im the
semantic <srace a third mea sure must be added. The addition
of another measure could result in a sukstantial realignment

of the three dimensiors, or, in tctally new dimensions.

The three factors (collapsed over subjects) explained
42. 8% of between advertisement wvariation in attention
holding ability. The Fvaluation dimension*s relatively
large standardized Beta weight shows Evaluation to be the
best predictor of an advertisement™s ability tc hcld the
viewers® attention. These results must also be interpreted
carefully. The advertisements chosen for inclusicr in the
pilct research do nct adequa tely represent the continuum of
advertising in the 1iquor, jewelry and perfume product
categories. Rdverticsements were chosen for +the pilot
research on the tasis +that +they appeared tc present
significantly different 1imges to this researcher. The
three factors, and their ability to explain attention, may
therefore be an artifact of bias in the advertisements
sampled. Feplication of the pilot research results with a

representative sample of advertisements is necessarve.

The pilot research shows personality measures to have
little influence <c¢n the percertual categorization of print

advertisements or on the impact the advertisement tas on the
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viewver. Perscrnality mea sures did not predict an
advertisement*s factor scores or the adverisement®s ability
to hold a viewer‘'s attenticn. However, the sulkjects who
participated in the pilot research were nct a rerresentative
sample of the populaticn. Normative data on the EEPS shows
college students score significantly differently cr some of
the perscnality ccnsructs. As well, college students
exhibit less variance than samples taken from the population
as a whcle. The limited range of scores and different
baseline levels make generalizing to the overall rfropulation
difficult. Research using a large, representative sample of
the population would offer a better assescsment of
personality characteristics' relationship to advertisement
perception and effect. This research, however, is 1limited
tc colleqe <students. Therefcre, the study of personality
characteristics® impact on advertisement effectiveness was

discontinued.

Chapter Three +tests +the thypothesis that rerceptual
categorizaticr, similar to that fcund in the pilot research,
will occur among a more representative sample of

advertisernrents.



CERPTER ITIX

PERCEPTUAL CATEGORIZATICN

Z2ESTRACT-

Pilot 1esearch indicated that subjects® adjective
ratings of adverticserents are perceptually cateqgorized into
three perceptual dimensions. These dimensions were ccmpared
to those 1erorted by Osgood et al. (j957). However, the
advertisements included in the pilot research were not a
representative samrle cf advertisements £from the liquor,
jewelrvy and perfume product categories. The rpurpcse of this
study was tc determine if similar dimensions could be
factored from a mOT € representative safitle of

advertisements.

Three dimensions, identical in compositicn to those
described ir the r1ilct research are reported. A factor
analysis of the data showed the three dimensicns accounted
for 85% «cf the total adjective rating variance. A measure
of "assertiveness" was added to the sub-djects® rating task.
This measure loaded on the Activity dimension thus

eliminating the couplet reported in the rilct research.
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INIRODLCTION

Veaknesses in methodology were inherent 1in the pilot
research. The advertisements chosen for study were not a
randcm sawrle. As vell, the sample size of 32
advertisements was not adequate for the factcr analysis
given that e€ight adjective meacsures were factored. However,
the results of the pilot research were encouraqgirg for the
perceptual categorization hypothesis. This study examines
the perceptual categorization of print advertiserents using

a more rigcrcus methcdclogical aprproach.

A random sanple of 72 advertisements was <celected for
study frcn the ligucr, Jjewelry and perfume product
categories. 1A measure of M"assertiveness" wvas added to the
subjects®t rating task, and the rating scale was expanded
from 5 to 10 cateqories in width. It was hypothesized that
assertiveness would load highly on the Activity dimension.
No measure of advertisement effectiveness was included in

this study.

ME THOD

P

Subjects

A total of 404 subjects, 182 male and 222 female
participated in the study. Subjects were enrclled 1in
Introductory Psycholcgy at the University of New Eampshire.

Completion of this experiment provided partial credit toward
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the required labcratciy experience.

Stimuli

The full page liquor, jewelry and perfume
advertisemerts were remcved from a gqgroup of nationally
distributed magazines. A total of 164 advertisements were
collected frco ragazines dated October, 1979 through
December, 1€€C(. Advertisements were grouped tv preoduct
category ard 24 advertisements were randomly selected for

study from each product group.

The 72 advertisements were photographed with Ektachrome
160 film at AsA 1C0 and F4.0. 2An 82c ultraviolet filter
translated 100 watt lighting into the equivalent <¢f 3200 K
tungsten 1light. Advertisements were photographed at a
distance of approximately 30 inches with a Cancn 35mm camera
(50mm lens). The film was professionally processed and

slides were prepared.

The slides were divided into their respective product
cateqories ard three groups of 24 slides ({8 per product
cateqgory) were randomly formed. Each gqroup of 24 slides
represented a "block" of slides. Subjects vwere exposed to
one block of slides and no control fcr crder «cf slides

within blccks was used.
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Measures:

e . ES e o e

Subjects rated advertisements on the amount of sex,
power, agqgression, independence, love, status, elegance,
friendshir ard assertiveness the advertisements presented.
There was no -interpretation of +the one wecrd ccncerts
provided, ncxr was ccntrol for presentation order of the

concepts included.

The scale fcr each rating was 10 points in width and
anchored at the ends with the vphrases "“minimum" and
"paximum. " The scale was expanded from 5 [pilct wcik) to 10
cateqories tc¢ helr eiiminate the problem of restriction of

ranqge which was encountered in the pilot research.

Procedure

Subjects were presented a block of slides via a rear
projection slide show. Subjects were not allcwed to rate
mere than cne blcck of slides. Fach advertisement remained
on the screen for a period of one minute (same as pilot
study) . Subkjects entered their ratings directly onto

optical scan data sheets.
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RESULTS-

P~

Factor Analysis of 3dvertisements-

The factcr analysis used in the pilot study was
repeated in this =<study to determine if factors similar to
those reported in the pilot research would result. Mean
scores for each advertisement across each of the nine
measures were computed {collapsed over subijects). A data
file was «created ﬁith advertisements as cases and the nine
mean adjective ratings as variables. This data file was
factored using a frincipal components factor analysis
followved by a Cuartimax rotation. Factors with an eigen
value of greater thanm 1.0 were retained for rotation. Table
3.1 show the initial factor extraction. Three significant

factors exylained 8U4.6% of the total ad-jective rating

variation.

Table 3.1
{Initial Factor Extraction)

Factor Eigenva lue % of Var. Cumul. %

I 4.14 46.0 46.0
1T 2. 10 23.4 69.3
ITI 1.38 15.3 84.6

The rctated factor matrix presented in table 3.2 showed
the first factor accounted for 46.0% of the wvariance and
loaded heavily on the aggression, inderendence and

assertiveness mea sures. The <=second and third factors
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explained 23.4% and 15.3% of the variance respectively. The
second factcr lcaded heavily cn elegance, status and power.
The *third loaded on love, sex and friendship. Table 3.3
provides descriptive statistics for the advertisements®

scores on the three factors.

Table 3.2
{Quartimax Rotated Factor Matrix)
Factorx
Measure I IT IIT
Tndependence .70 . 25 -.06
Aggressicro 93 -.05 -. 11
Assertiveness .95 - 16 .05
Elegance .09 « 95 «20
Fower . 60 « 66 -.21
Status o2 ¢ « 21 -.10
Friendship -.39 -.32 .73
Iove e 27 -01 -9“
Sex .38 «25 « 77
Takle 3.3
Means and Standard Deviations of Factors)
Mean std. Dev.
Evaluation 11.9 4.96
Potency 14.3 3.77
Activity 11.8 Z2.89
(n=72)

Subjects® raw comtination factor scores were comrputed
for each adverticement. For each subject, an
advertisement*s first factor score equals the sumr of the
subiject's ratings on the agqression, 1inderendence and

assertiveness reasures. Factor scores for the other two
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dimensions were computed similarly. Tte three factors were
named Activity, Pctency and Evaluation based upon the

loading pattern of the measures.

DISCUSSION

. v e . Soes e S St it et

Results of this study support the hypothesis that print
advertisements are ©perceptually cateqorized by tle viewer.
Corbined with tﬁe rilot research results it can be concluded
the composition: of the factors is stable and that the
factors acccurt for approximately 85% of the adjective
rating variance. Tn this research the factcrs are again
named Fvalvaticn, Pctency and Activity based on the factor

loadings of the adjectives.

The factcrs, althcugh identical to the pilot research
factors in composition, are very different in exrlanatory
power. In this study, the Activity dimension accounted for
6% of the variance, Potency accounted for 23.4%, and
Evaluation acccunted fcr 15.3%. The change (relative to the
Pilot Study results) may be attrituted to two sources. The
addition of the assertiveness measure to the =subjects"®
rating task ard its subsequent heavy loading on the activity
factor could have resulted in the Activity dimensicn®s large
gain in exrlanatory rcwer. Adding the assertivenss measure
created a new source of variation from which the Activity

dimension cculd draw exrlanatory rovwer.
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The larqer, mor € representative sarrle of
advertiserents may also have contributed to the drastic
change in the three dimensions relative explanatory
importance. The advertisemerts rated in this study should
more accurately reflect the true nature o¢f the dimensions
than the biased grour cf advertisements studied in the pilot

research.

dsgood et al (1557) has noted the dimensions are by no
means static in nature. The flip-flop in exrplanatory
importance is ncte wcrthy but does not represent a prcblen
in continuing the <tesearch. The replication of the pilot
research's factor composition is the sianificant finding in

this study.

From this study of perceptual categorizaticr a data
base has been ccnstructed. Factor scores have been computed
for each of the 72 advertisements studied. These sccores
were compared to rmeasures of advertisement effectiveness
developed in Chapter Four. In Chapter Four a subset of the
72 advertiserents was studied to determine the association
betwean an advertisement's factor scores and obdjective

measures cf its effectiverness.



CHAPTER IV

AIVERTIS EMINT EFFECTIVENESS

ABSTRAC

A subset of the 72 advertisements investigated in
Chapter Three were used to determine the 1relationship
Fetween the adverticements® Evaluation, Potency and Activity
scores, and, persuasion, recall and recogniticn measures of
advertisement effectiveness. The advertisements were mixed
with a series of ageneral interest articles to form a
"magaz ine" fcrmat for subject viewing. Subjects reviewed
the magazine and were subsequently tested to determine which

advertisemerts were rersvasive, recalled and/or recognized.

The Activity and Potency dimensions were found to be
significantly related +tc +the effectiveness meastres. The
Evaluation dirension was not signficantly related to any of
the effectiveness measures. There were <csignificant
differences ir the effectiveness measures found between
products advertised. Mo significant effectiveness measure
differences were found for the gender main effect and there

was no gender ty product interaction.
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INTRODUCTION

Pilot research [Ch. 2) and the Ferceptual
Cateqorization study {Ch. 3) have shown three dimersicns can
be factored frcm <suvbjects® adjective ratings of print
advertisements. These dimensions were compared tc Osqood's
semantic differential dimensions and were named FEvaluation,
Potency and Activity. The replicatility cf the dimensicns
in different 1research settings is of interest from a
psychological point of view. Chapters Two and Three present
strong evidence that viewers perceptually“ categorize print

advertisements.

From an arrlication perspective, the interesting issue
is the relationship (or lack of) between an advertisement's
impact and its Evaluaticn, Potency and Activity scores. In
advertising, the most relevent measure of advertisement
effectiverness wculd assess change in sales as a function of
exposure to an advertisenment. However, this is not a
concept whictk can be 1eadily measured in a laboratory, or
research situation. In fact, the issue c¢f measuring
advertisenrent effectiveness is widely debated in the current
advertising field. This proklem is so great that for the
most part researchers have turned to other more measurable
constructs which are assumed to ke correlated to changes in
sales [(Lavidge and Steiner, 1961). Measures of recall,
recognition and intent to purchase (persuasicn) have beccome

the standards fcr measuring an advertisment®s effectiveness.
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Although some researchers have criticized their vse (Palda,
1966 Lucas and Britt, 1963; ILucas, 1961) they are
relatively simple to enploy and are generally ccnsidered
valid measures of an advertisement's impact (Campbell,
1965) . More sophisticated measures cf an advertisement's
impact such as eye tracking and pupillometric measures have
also been shown to be good predictors of advertisement
effectiveness. Both c¢f these meacsures, however, require
special egquipment [Treistman & Gregqg, 1979; Hess & Polt,

1€60).

In this study of advertisement impact, the dependent
neasures were objective measures of persuasicn, recall and
recoqgniticr. The inderendent variables in this research
were the advertisements® Evaluation, Potency and Activity
scores, thc gender of the <subject and the products
advertised. The 16 advertisements studied are a carefully
selected stkset cf thcse investigated in Chapter Three. To
choose the 1€ advertisements, the seventy-two advertisements
used in the Perceptual Categorizaticn research (Ch. 3) Were
characterized as either High or low on each of the three
dimensions. The three dimensional High/Low categcries were
considered tc form a 2 X 2 X 2 factorial design. Two
advertisements were chosen for study from each cf the eight

cells.
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The 16 advertisements were interspersed randculy among
18 general interest articles to form a "slide magazine."
Subjects viewed the magazine alcne and received as much time
as they wished to reruse it. Subjects were not aware that

the magazine advertisements were the focus of the study.

It was hyrothesized that the three perceptual
dimensions, subject gender and rproduct advertised would
explain a significant portion of the dependert measure
variance. Nc¢ a pricri hypotheses vwere developed concerning
the contribution of +the various independent variables.
However, <cex and ricduct difference codes were included
primarily to remove systematic variance frcm the error tern,
thereby increacsing pcuwer in the analysis of the Fvaluation,

Fotency and Mctivity dimensions.

iy b ——

Subjects were enrolled in Introductory Esychology at
the University of ©New Hampshire. Completicn of this
experiment frcvided rartial credit toward the required
laboratory experience. One hundred and sixty-sever subijects
participated in this study. Of the 167, 64 were male and

103 were female.
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The 16 advertisements studied were selected from the
seventy-two advertisements included in the Perceptual
Categorizaticr {Ch. 3) researche. A median split of the
factor scores of the seventy<«two advertisements was
conducted cn each of the three dimensions. Advertisements
were characterized as High or Low on each dimension
depending urcn whether they fell above or below the
dimensions® median values. A 2 X 2X 2 matrix was
constructed baséd on the advertisements® High-Low ratings.
Each of +the seventy-two avertisements were placed in their
appropriate cell of the matrix. From each cell, the two
most extreme advertisements were chosen for inclusion in the
studv. Extrewme was defined as +*the sum of +the absolute
values of an advertisment®s difference scores over the three
dimensions. Lifference scores were an advertisement's

Factcr Score ninus the median value for each dimensione.

18 general interest articles were rencved fronm
naticnally distributed magazines. Topics were varied and
included such subjects as health, travel, perscral finances
and car rerair. The cover vpage of each article was
photographed under conditions identical to those wused to

prepare the advertisement slides {Ch. 3). Articles greater

than one page in length were limited to their ccver pages.
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The 16 adverticements and 18 general interest articles
were randomly collated to form the %slide magazine."
However, no more fthan three consecutive articles or
advertisements were allowed. Approximately one-half the

subjects were exposed to the first, random ordering of the

magazine. The other bhalf of the subjects viewed tae
articles 1in the same relative rositions, but, the
advertisements Were resequenced to control for order
effects.

Measures:

Persuasion: Persuasion was measured by coding changes

in purchase intent from pre-viewing tc post-viewing of the
magazine. The pre-viewing questicnnaire asked a <series of
general ogquesticns tc disquise its true intent. In General
Information I ([GI-I), the pre-viewing questicnnaire, the
questions <¢f interest are 7, 13 and 16. In General
Information II [GI-II), the post-viewing questicnnaire, the
pertinent ocquestions are C, G, and Y. GI-I and GI-TI are

found in secticns 2.3 and A.4 of Appendix A.

Persuasion is defined in each of the product categories
as a change in purchase interit (from GI-I to GI-II) to one

of the products advertised in the magazine.
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Recall: The recall measure used in this study is
shown 1in section A.5 of Appendix A. Immediately after
comple ting CI-IT subijects triefly descrited the

advertisenments they could recall. Subjects were given as

much time as they desired to complete this task.

Recogniticn: The 16 advertisements included in the

magazire were vtandcmly interspersed with 16 otter 1liqucr,
jewelry and rerfume advertisements. Section A.6 of Appendix
A is a copy of the sheet used by the subjects tc conrlete
the recogniticn task. The subjects® task was to record
whether or not each of the 32 advertisements were actually

included in the magazine.

Proced ure

Subjects reported to a waiting room and were informed
they would review @& magazine. The exact irstructions
received by the subjects are found in Section A.1 of
appendix A. Subjects completed GI-I and were ther escorted
into the viewing rocm. The GI-I questionnaire was ccllected

from the subdiects pricr to their viewing the magazine.

The viewing room was approximately ten by twelve feet
in size ard ccntained a slide prcijector, projection screen
and a comfortatle chair. Lighting of the Icom was
controlled by <thecstat allowing the slides to be viewed in

dim light rather than total darkness. The subjects vere



Page 51

seated and ccntrclled the forward/backward motion of the
slide carousel from their <chair. Subjects were told to
relax, enicy the =slides, treat the magazine as they would
any other and to get the experimenter [statiored in the next
roon) when tlhey were finished. Every effort was made to
create a relaxed atmosphere with no time rressure on the

subjects.

After viewing the magazine, sutjects were taken +to a
separate rccon vwhere they competed the GI-IT questionnaire
and the recall task. Foth instruments were comrleted at the

subjects® cvwn pace.

The recognition task was completed in anctrer “Toom.
Sub-jects again had access to a remote control slide
projector. The subjects completed the reccgnition task by
moving thrcugh the 32 slides at their own pace. Subijects
were instructed to not go track to slides +they had already

passed during the reccgnition task.

Following the recognition portion of the study the
subjects were debriefed and reminded the experiment should

not be discussed with other students.
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Multivariate Bralysis cf Covariance:

A multivariate analysis of covariance was conducted to
determine if rrodtct adverticsed, subject gender and/or the

advertisements® scores on the Evaluation, Potency and

Activity dimensicns were good predictors of the
advertisements® persuasion, recall and/or recognition
scores. Subject data was ccllapsed to create percentage
persvasion, recall and recognitior SCOTres for each

advertisement. This was done separately for male and female
subjects so that qgender differences in the rfersvasion,
recall and reccgniticn measures could be assessed. The
design of the multivariate analysis of covariance was a sex
by product (2 X 3) factorial with advertisement Evaluation,
Potency and Activity scores as covariates. The rercentage
persuasion, Tecall and recognition measures vwere the
dependent variables. Table #.1 cshows means and standard
deviations for +the +three perceptual dimersicns and the

persuasion, recall and recogniticn measures.

Tabtle 4.1

(Means and Standard Deviaticns of Covariates
and Rdvertisement Fffectiveness lNeasures)

. Mean Std. Dev.
Evaluaticn 10.8 6.1
Potency 13.7 4.9
Activity 11.6 3.8
% Persuasion 6.0 4.7
% Pecall 36. 1 13.6
% Recognition 8%.3 8.6

{n=32)
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The overall multivariate tests were significart for the
covariates ard prcdict main effect. The sex by product
interaction and the sex main effect were not significant. A
significant ccnstant was found for the recognition measure.
Table 4.2 summarizes the multivariate tests of significance
for each effect. The percentaqge persuasion, recall and
recoqgniticr neasures ccmputed for male and £fmales corrects
for wunequal N tetween genders. However, product groups are
not equal N. Liqucr W s represented by seven

advertisements, Jewelry by four and perfume by five.

Table 4.2
{Multivariate Significance Tests)
Effect Hctel. App. F af Signif
Covariates 1.63 3.57 9,59 .001
Product 1. 14 3.81 6, 40 .004
Sex .10 .69 3,21 .563
Sex X Proid. .40 1.36 6,40 .254

Univariate F tests for prcduct effects shcw significant
differences between prcducts for persuasion and recognition.
There were no significant differences between products on
the recall measure. In Stepdown F-tests with rersvasion
entered first, both persvasion and recognition Temain

significant.

Table 4.3 shows mean values and post-hoc significance
tests for each product across tle dependent meastires. The
percentage neacsures shcwn in tables 4.1 and 4.3 represent

the percent of the subijects (ccllapsed over gender) which
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were persuaded by, recalled and recocgnized for each of the
product cateqgories. Using the Newman-Keuls post-hoc
procedure, -dewelry advertisements were significantly more
persuasive than liquor advertisenments. Jewelry
advertisements were alsc recognized significantly more than
perfune advertisements. None of the other prcduct rela ted

post-hcc ccmparisons were significant.

Tatle 4.3
(Pcst-Hoc Significance tests)

Product Persuasion Recall Recogni tion
{Percentage of Subijects)

Liquor 4.70 37.15 84.83
Jevwelry 9.00% 40.90 90. 1 3%%
Perfume 5. 41 30.€5 82.11

* p< .05 different from liquor.
% p<.05 different frcm perfume.

The cverall multivariate analysis of the constants
associated with the dependent 1ueasures (corrected for
product, gender and the ccvariates) is highly significant,
Hotel.=12.84, F(3,21)=89.8, p<.001. The univariate F tests
show a significant constant for only the recogni tion
variable, ¥ (1,23)=237.2, p<.001. The value cf tle corstant

for recogniticn is estimated at 90.7%.

Table 4.4 shows overall univariate and =stepdown F
anal yses for the covariates {Activity, Pctency and
Evaluation). The three dimensions are shown to be

significant for all the dependent In the Sterdcwn F tests
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only the persuasion and recognition measures remain

significant.

Takle 4.4
[Univariate and Steplown F~-Tests)
Variable R RSO F Sig Stepdown
Sigqg
Persuasion «63 .39 5.02 . 008 .008
Recall .63 39 4.97 .008 <285
Recogniticn .58 .34 3.94 . 021 .023

The canonical analysis of the covariates resulted 1in
one significant cancnical variate explaining 53% of the
dependent measures® variance. The purpcse of this analysis
was to determine the relative contribution of the dependent
and independent variables to +the overall rultivariate
significance. Table 4.5 shous the standardized canonical
coefficients for each of the dependent ard irdependent
variables, and their =ztespective correlations with the

canonical variable defined by the independent variables.

Table 4.5
(Canonical Variates)

Variable Standardized Corr. wWith

Canonical the Canonical

Coefficients Variatle

Persuasicr 45 .78
Fecall -39 « 16
Recogniticno .55 .6U
Evaluation .14 .42
Potency -.92 -. 23

Activity 1.17 «62
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The rearession aralyses of the three covariates is
shown in table U4.6. This analysis shows individuval
dimensions regressed aqainst single dependent measures
allowing analysis of each of tte independent variables with
eack of the derendent variables. The Activity dimension is
related significantly to all +three dependent measures.
Potency is significantly related to recognition and
evaluation shovs no significant relaticnshiy +to the

dependent neasures.

Tatle 4.6
{Regrecssicn Analysis of Covariates)
Dependent Limension Beta T Value Signif of T
Measure
Persuasion Evaluation .09 .02 .78
Pctency -. 39 -1.82 .C8
Activity - 17 3.65 .00
Recall Evaluaticn « 25 1.4¢ .16
Fotency -.29 ~-1.33 .19
Activity «65 3.06 -C0
Recoqnitior Evaluaticn -.02 .13 « 89
Fotency -.74 3.29 .CO
Activity «52 2.34 .02
DISCUSSION

This study demonstrates that the perceptual dimensions
are related to advertisement effectivemess measures of
persuasion, recall and recognition. The Activity dimension
was the best individual predictor of the effectiveness

neasures. The Potency dimensicn was also strongly related
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to the dependent measures, tut, its canonical ccefficient
was negative. This indicates high potency advertisements
[status, elegance, power) have less impact on a viewer than

low potency advertisenments.

The Evaluation factor did not contribute significantly
to predicting the dependent measures. This result is
confusing giver Evaluation® s ability to predict attention in

the pilot study.

The rrcduct advertised was shown to have a siqgnificant
effect on the dependent measures. Given the luxutry status
of all the rrcducts studied, rroduct effects nmight be
significantly dgreater were a diverse set of rrcducts were

tested.

Subject gender did not contribute sigmificartly to the
prediction ct the persuvasion, recall and recognition
measures. This 1is interesting as rerfume and Jewelry
advertisements, intuitively, were expected to impact more
heavily on females. The design of the experiment, hovwever,
may have negated rctentially =significant gender effects.
The persuasion questionnaires (GI-I & GI-II) were designed
tc force both sexes to chccse an item from each product
category. This was accomplished through wording which
suggested the subject was definitely going to buy something,
either for him/herself, or as a gqgift. Consequently, the
male, wvho verhaps would never buy perfume, was ccerced into

choosing a brand. 1There is, hcwever, no such confusion with
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the recall and recoqnition measures which alsc show mno

significant gender effects.

The lack of a gender by product interacticn suggests
genderes react similarly to an advertisement, independent of

the produdt advertised.

The results =suggest a base recognition rate of
approximately 90% after correcting for gender, rroduct and
perceptual dimension effects. This fiqure, howvwever, is
suspect given the viewing and testing circumstances. The
corrected rercentage (91%) 1is greater than the mean
percentage for the overall analysis 85%) because the

Potency dimersicn is negatively ccrrelated with recognition.

The significance level of the constant (ccrrected for
gender, prcduct and the perceptual dimensicns) for recall
was .07, just above the cutcff cf p<.05. The constant was
estimated at 16%. The ranqe of recall sccres for the 16
advertisements was 15% to 56% with a mean of 36%. Taking
into acccunt the lack of a significant gender effect these
results sugqgest differences in 7recall are rrimarily a
function <c¢f rrcduct advertised and the advertisements®
positions on the Evaluation, Potency and Activity

dimensions.

There are numerous prchblems with the research setting
used in this study. The "slide magazine"™ is visually much

more dramatic than a regular magazine and a dimly 1lit roonm
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is not similar tc the ncrmal magazine viewing environment.
The subjects may have felt time pressure, or, they may have
qguessed the rurpose of the research. Testing of the
devenlent measures was done immediately followimng viewing of
the slides and nc ccntrol was included for the order in

which the dependent measures were tested.

There are also idinheremnt <amgpling probléms. College
students cannot te considered representative of the
population which views rrint advertisements, and, the three
products 1included 1in the study are anything but a random
sample of the rrcduct advertised in the print medium. This
study must therefore be viewed as a first step toward
considering the relaticnship between the Evaluation, Potency
and Activity dimensions and an advertisement®s ultimate

impact on thke viewer.

Although the study is not generalizable to print
advertising as a whcle, it certainly shows potential for
further research in this area. In the sanple of
advertisements stundied there were large correlations between
the three perceptual dimensions and the persuasicr, recall

and recogniticr mea sutes.

Chapter Five describes the last phase cf this research.
The relaticreship between an advertisement's physical
characteristics and the advertisement®s sccres on the

Evaluation, Pctency arnd Activity dimensions was explored.



CHAPTER V

ANALYSIS OF PHYSICAL CHARACTERISTICS

ABSTRACT

A comprehensive coding scheme was developed tc¢ describe
an advertisement in terms of its physical characteristics.
The 16 advertisements included in the slide magazine and the
16 "filler" advertisements included in the recognition
portion of Chapter Four were coded by a variety of Jjudges.
Tnter-judge reliability was established for all subjective
measures. The coding scheme was culled to eliminate items
which did not vary significantly among the advertisements
studied. The remaining variables were analyzed to determine
their relationship to advertisement Evaluation, Pctency and
Activity sccres. Separate analyses were conducted on the 16
"slide magazine" advertisements to deternmine the
relationshir between persuwasion, recall and recognition

scores and the advertisements® physical characteristics.

Results irdica ted@ the physical characteristic coding of
advertisements should include scaled rather than cateqgorical
judgements. 1A scaling technique was therefore imposed on

the data. The advertisements® physical characteristics vere
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factored intc seven dimensions which accounted for 72.9% of
the total variation. The seven factors explained 48% of the
variation ir the advertisements® Evaluation, Potency and
Activity scores. There was no direct relaticnship found
between an advertisement' s rersuasion, recall and
recogqnition scores and the seven physical characteristic

factors.

Previous chapters related an advertisement's impact on
the viewer tc the advertisement's scores on the Fvaluation,
Potency and Activity dimensions. Chapter Five addresses the
relationshic between an advertisement®s physical
characteristics and the advertisement®s scores cn the three
perceptﬁal dimensicns. It wa s hypothesized an
advertisement®s many physical characteristics would be
perceptually funnelled into a small number of perceptual
dimensions related to the advertisement®™s effect on the
viewer. Ssurrcrt for this hypothesis is found throughout

Chapters Two, Three and Four.

In this section of the research it was hypothesized a
model could be built to describe the relaticmnshir between
the three dimensicns and the advertisements® physical
characteristics. It was also hypothesized that individual
physical characteristics would not predict advertisement
persuasion, recall and recognition scores as well as the

composite variables constructed (i.e. Evaluation) in
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Chapter Three of this research. To test these hyrotheses,
it was necessary tc construct a Physical Characteristic
Coding System. The system considers the physical aspects of
copy and product presentation as well as the interpersonal
interaction tetween the advertisement mcdels and the reader.
The relaticrshiyp between the models included in the

advertisement was also analyzed.

ME THOD

in

ubjects: Subjects were enrolled in Introcductory Esychology
at the University of ©New Hampshire. Completion of this
experiment provided partial credit toward the required
laboratory exrperience. Twenty-two subjects participated in

the study. Cf the 22, 10 were male and 12 were fernale.

Stimuli

The 32 advertisements used in the recogniticr portion
of the Advertisement Fffectiveness (Ch. U4) research were
chosen as “he stimuli for physical characteristic coding.
The 32 advertiserents studied included the 16 advertisements
from the "slide magazine" and the 16 "filler" advertisements
used in the recognition task from Charter Four. All 32
advertisements had been previously studied ({Ch. 2) to
determine their scores on the Evaluation, Potency and

Activity dimersicns. Persua sion, recall and recognition

scores had been compu ted for each of the 16 "slide magazine"
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advertisements in Chapter Three of the research. The
Evaluation, Potency and Activity scores for the 32
advertisements, and the persuasion, recall and recognition
measures for the 16 "slide magazine" advertisements were the

dependent measures in this research.

2 s v

The advertisement coding scheme covers four Lasic areas
of the advertisements® physical characteristics. The se
include:

1. Product Eelated

2. Copy Related
3. Setting Related
4., Perscn Related

Product Felated coding included <codes for type of
product (i.e. liqucer); the location of the product within
the advertisement; and the area encompassed by the product
within the advertiserment. To code 1location and area
encompassed, a template was constructed which divided the
advertisements intc nine secticns (3 rows by 3 columns).
Location was coded as the row, column ccmbination which
defined the center c¢f the rprcduct s illustration in the
advertisement. Area encompassed was defined in terms of the
number of tenrlate rows and cclumns the product illustration

coverad.
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Copy Related ccdes were defined by the Flesch
Readership Fase and Human Interest Scores. These vere
calculated fcllcwing Flesch's procedures as described in The

Art of Readable M¥riting (Flesch, 1949 . A code for total

number of wcrds was also included. Copy location and the
area encorrassed by ccpy were coded using the same template
and criterea which defined the product related ccdes. As
the product and cory codes were easily quantifiable, no
reliability estimates vwere computed for these

characteristics.

Setting Related codes Were divided into four
categories: General, Srtokesperson, Dress and Personal
Relationships. The General category defined an

advertisement*s basic setting in terms of lighting level,
indoors/outdoors, city/rural, etc. The S rckesperson
category defired characteristics of the person or peopnle [if
any) vho directly promoted the product to the reader. Dress
codes were defined as Casual, Labor, Professional and
Fleqant. The apparent Personal Relationships (if any) of
people within the advertisements included ves/no arswers for
relationshirp categories of Friends [same sex), Friends
(opposite sex), Fnemies, Acquaintances and Prcfessional.
The total nunber of recple in the advertisement was coded as
either zero, one, two or greater than two. The
advertisements general pitch to the reader was defined by
vyes/no ccdes indicating if an advertisement was

informational, presented positive emoticnal affect,
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presented negative enmotional affect and/or presented a

humorous appeal to the reader.

The Perscn Related codes of the advertisement's
physical characteristics defined interpersonal irteraction
usina nonvertal body cue codes. Codes for relaxation and
symmetry of hands, neck, face and tody of advertisement
models were included. E ye ccntact, proximity, body
orientation, body 1lean, and swmiling were coded both for
interacticn between recple within the advertisement and for

interaction with the reader.

Setting and Person Related codes were analyzed for
coder reliability in dJudging each of the measures. A
complete coding scheme is included in Appendix A, section

A.7.

Coding Procedure

The 32 advertisements were spaced equally arcound a
large room and then taped +to the wvalls. Ten Ytest"
advertisements vere taped to the front blackboard in the

roome.

Tn a 9C rwinute dinstructional session, subjects were
informed of the purpose of the research and trained in the
use of the ccding scheme using the ten test advertisements.
Subjects were randomly divided inrto two groups, each of

which coded cre—half c¢f the 32 advertisements. Subijects
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coded advertisements at thelr own pace.

Coding sheets were assigned a value to define the
person who <coded the advertisement. All sheets were then
key punched arnd read cnto the disc area of a DEC 1090

conputer for analysis.

EESULTS-

hysical Characteristic Codes

Scaling ¢f Codes: The physical characteristic coding
scheme was ccnstructed to provide judgements defining each
advertisement® s vhysical composition. Froduct codes [type,
location, area) and Copy codes [Flesch scores, location,
area) were ccrnruted from the ratings of a single -judge. As
these jugements were clearly defined through the use of
tenplates and counting rroced ures, there was no concern for

reliability.

The remainder of the variables coded were subijective in
nature and reguired multiple HJudges to form a reliable
assessment. It was believed +the advertisements would be
reliably coded across the majority of the variables. This
was found to te the case as demcnstrated by the reliability
coefficients (dichotomous variatles), and +the rercentaqge
agreement measures ([categorical variables), found in the
last c¢olumn of +the <coding scheme shown in Arpendix 2,

section A.7. The reliatility estimates provided for the
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dichotomous variables, however, ignore "don"t know" and '"not
applicable" responses, which in many instances represented
significant gcrtions cf the judges ratings. TFor many of the
setting variables, the -dudges use of "don™t know" and "not
applicable" was 1inccnsistent. This appeared to be a
function of the judges willingness to infer what the setting
was like, even thcugh the advertisement did not clearly
present a setting. There also appeared to be some
fiqure-grcund influences in that some -judges would ignore
settings which weren*t obvious. As more judges chcse "don't
know" or "nct arplicable™ on a variable it was apparent the
advertisements became more ambiquous on the rarticular
variable in cuesticn. This indicated the coding scheme was
forcing dichotomous and categorical scales on stimuli which

should have been judged using interval scales.

The phenomenon of judqges inferring an advertisement's
setting wvher the advertisement was ambiguous made scaling
the data possible. Advertisements which <clearly presented
specific ccdes, were coded in the correct fashion by close
to 100% of the judges. Similarly, when an advertisement
obviously did nct deserve to be coded in a particular
fashion the -judges avoided those codes. As advertisement
ambiquity varied, the rercentage of judges picking a code
tended to decrease as the ambiquity of the code increased.
This being the case, a post-hoc scaling technique was

imposed on the data where possitble.
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The majcrity of the variables were <coded either vyes,
no, don‘*t know or not applicatkle. These variables were
scaled by reccrding the percentage of judges who chose "yes"
as their response. This provided an interval scale from 0%
to 100¥. As mcre judgqes chose "yes," an advertisement's
score on that particular varible increased. "Don*t knows,"
"not applicables" and "no" responses were treated as non-yes
ansvers. Ccnceptually, the new scaled variables are
different from the original dichotomous variables in that
only absolute "yes" arswers contribute to an advertisement's
score. The assumption is that as more -judges answer "yes",
an advertisement <shculd be scored more highly on the

particular variable in question.

Setting Related ccdes based on pairs of adjectives were
recoded to provide scaled data. 1In these instances, cne of
the adjectives from each pair was arbitrarily picked as most
representative of the variable. For example, the
scene-portrait dichctcmy was turned into a scale defining
the percentage of judges who felt the advertisenent
portrayed a scene. This was done by coding the percentage
of judges who pickead "scene"® for each of the 32
advertisements. The remainder of the setting variables were
coded similarly where the technique was arplicable.
Adjectives chcsen fcr scaling inciuded: scene, background,
outdoors, invited in, rural, busy, private, moving, hard

focus and high lighting.
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Similar scales vere constructed for the Bo dy
Orientation and Smiling variabtles. Variables which could
not te scaled due to their inherent categorical nature
includled aqe and sex of the spokespersom, the proximify
variables ([required a not applicable category) and many of

the product and copy related codes.

Variable Reducticn: It was necessary to eliminate a

few of the ccded variables because they exhibited no
variation. Variables eliminated through this analysis

included:

*familiarity of spokesperson

¥*aexpert versus non-expart srtokesperson
*] abor dress

*enemy relationship

*negative emdotional affect
*gpokesperson's age

As well as eliminating variables it was necessary to
reduce the rumber of categories some of the variables were
originally coded on. For example. sex of the stckesperson
was coded as male in only two of th2 32 advertisements and
femala in only four. The larger ¥ cells included couples as
spokespeople, and nc srokesperson at all. Consequently, sex
of spokesperson was coded into three cateqories which
inclulel: single {(male or female); couples; or no
spokesperscn. Color was recoded +to differentiate between
those advertisements which exhibited a dominant color and

those which did not.
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As ultimately the unit of analysis to be considered was
the advertisement, it was necessary to construct a new data
file from the numerous files which have been built
throughout this project. This data €file included the
following variables for each of the 32 advertisements
studied:

*Evaluation, Potency and Activity scores (Ch. 3).
¥*Dersuasion, Recall and Recognition scores (Ch. 4).

(nagazine advertisements only)
*physical Characteristics codes (Ch. 5) .

Descriptive statistics for each of these variables can

be found in the Chapters noted above.

The initial analysis of the scaled physical
characteristic variables consisted of creating a ccrrelation
matrix of the rhysical characteristics with the Fvaluation,
Potency and Activity dimensions, and, the Persuasicn, recall
and racogniticn measures. Table B.1 of Appendix B reports
all significant correlations [p<.05). Correlations not

reported in this table were non-significant.
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Factor -Analysis of Scaled Variables

A principal component factor analysis followed by
Quartimax rotation was conducted in an attempt to reduce the
number of physical characteristic variables. 411 of the
scalel physical characteristic variables were entered into
the analysis. TFactors with an eigenvalue of greater than
2.0 were retained for rotation. Table 5.1 shows the initial
factor extraction. The anmalysis resulted in the retention
of seven factors which explained 72.9% of the total

variation.

Table 5.1 .
(Initial Factor Extraction)
Factor Eigen. ¥ of Var. Cum. %
T 12. 41 25.3 25.3
1T £.07 16 .5 41.8
ITT 4.83 9.9 51.7
IV 3.30 6.7 58.4
v 2.79 5.7 64,1
VI 2.26 4.6 68.7
VIt 2.08 4.2 72.9

N~

The rotated factor matrix showed the variables included
in Table 5.2 to be the prime contributors to each of their

respective factors.

Table 5.2
Factor Variable Loading
T *scene included in advt. .91
*acquaintance relationships .88
*backgrcund is evident .86
*nunber of people in advt. .84

*friends of opposite sex .81



1T

I1T

TV

VI

VIT

*casual setting

*a moving setting

*people smiling at each other
*cutdoors

*positive emotional affect
*area devoted to prodwuwt

*spokesperson evident
*attractive spokesperson

*¥eye contact with reader
*spokesperson oriented to reader
*csrckesperson smiling at reader
*relaxed neck '

*reader invited into advt.
*relaxed face

*relaxed body

*elegant setting
*high lighting
*humor

¥*elegant dress
*casual dress
*outdoors

*professional setting
*rrofessional dress
*professional relationship

*labor setting

*friends of same sex

*eye contact within advt.
*husy setting

*Informational appeal to reader

*total words
*area devoted to copy

*synmetrical arms
*symmetrical hands

*invited in

*¥area devoted to product name
*reople sniling within advt.
*Flesch human interest score
*elegant dress
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.81
.80
.76
.69
.64
-.51

.93
.93
.89
.79
.75
.72
<71
.69
.67

-.84
.72
.64

-.62
.56
42

.85

.76

.65
.65
.64
.51

.84

.76
- 065

.61
.60
-.33
.32
.29
-.29
.29

As it was of interest to determine the relationship of

the factor scores to the three perceptual dimensicns and the

persuasion,

recall and recognition mea sures,

the SESS TFactor
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procelure was instructed to output each advertisement s
seven factor scores. These scores were added to the

existingy data file.

Apnalysis of Categorical Variables

There were a number of variables which could not be

v

scaled. These variables were analyzed as categorical

variables. These included:

¥*Product Type {liquor, Fjewelry, perfume)
*Product Pcw Location (top, middle, bottom)
*Product Column Location ({left, middle, right)
*Product Row Name

*Product Column Yame

*Theme Fcw Leccaticn

*Theme Column Location

*¥Zopy Pow Location

*Copvy Column Location

*Zo0lor (dcminant color vs. no dominant color)

¥ pokesperson{s) Sex Isingle, couple, no spokes.)
*Proximity Within Ad. {(touch to >84", not app.)
*roximity to Reader (as above)

Fach of the categorical variakles were subdjected to
three separate manovs. The first used Evaluation, Potency
and Activity measures as the dependent variables. The
second used Persuasicn, Recall and Recognition measures as
the dzpendent variables, and the third used the seven
physical characteristic factor scores as dependent measures.
Fach categorical variatle had to be analyzed separately as
the small nurber of advertisements studied did not allow for

analysis of interaction terms.
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There were no significant (p<.05) relationships between
any o5f the categorical variables and the persuasicn, recall
and recognticn measures. The proximity variables (withing
and with reader) and product row were significantly related
to both - the threc pereceptual dimensions andthe seven
physical characteristic factors. Table 5.3 describes the
multivariate siqgnificance and Table 5.4 provides group means
and post-hoc significance tests for variables whose stepdown
F-tests were significant. 211 post-hoc comparisons were
done using the Tukey HSD method and are significant at the

p<.05 level.

Table 5.3
{(Multivariate F-tests)
Three Dimencsions Seven Factors
F af Sigqg. ¥ af Siqg.

Prod. Row 3.C7 6,52 .010 4,485 14,44 .001
Proximity
within Sg.€¢ 9,74 .000 3.44 21,62 .001
reader 5.C5 12,71 .001 3.79 28,78 .001
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Table 5.4
IPcst-Hoc Ccumparisons (means))

Fval Pote Act i Fac?2 Facl Fach Fac7
Product Row

m™op 13.4 17.5 52.3 -7.3
Middle 7.6 52.6 57.8 : 45.3
Botton 13.7 -37.3 =34.0 -22.7
Proximity Within
Touch 1¢€. 13.4 -50.1 ~20.0 -=19.9
1-18n 16.2 19.1 40.0 5.¢ -3.3
19- 84n 1C.9 18.3 -35.2 -33.5 -28.5
not appe. €.0 14.0 55.2 35. 1 35.7
Proximity to Feader
1-18n g.9 71.5 -=-31.3 9.8 4.4
18-u8" 14.8 -5.4 8.4 -36.C -.5
4o- gyn 1.7 -37.8 -6.1 -9.3 -=28.5
Gm 8gun 13.0 -84.3 -14.0 -6.2 =~33.2
not app. 4.5 -18.4 70.1 63.8 53.4

Factor Relationship-to Dependent Measures-

Evaluaticn, Potency and- Activity: To determine the

T o e o ! — iy v

seven factors relaticnship to an advertisement®s scores on
the three perceptual dimensions a mnultivariate regression
analysis was conducted. The advertisements® seven physical

characteristic factor scores were the independent variables

and BEvaluation, Potency and Activity scores for the
advertisement*s were the dependent measures. "he overall
multivariate test was significant, Hoetl.=2.22;

F(21,62)=2.16, p<.01. Table 5.5 shows the dimensional
reduct ion aralysis and univariate and stepdown F tests for

these analysis.
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Table 5.5

Dimensicnal Reduction Analysis

Root Wilks F af Signif.
1 to 3 .21 2.22 21 .64 .008
2 to 3 - U5 1. 77 12,66 .052
3 to 3 .80 1.12 5,66 350
F-tests
Univariate Stepdown
R F({7,24) Siqg. F af Siqg
Eval. .73 3.93 . 005 3.93 7,24 . 005
Pote. .48 1.04 U425 1.00 7,23 U454
Acti. .52 1. 32 . 288 2. 31 7,22 .053

The twe significant canonical roots account for 48% of
the variance among the ©Evaluation, Potency and Activity
dimensions. The standardized canonical coefficients for the
two significant roots are shown 1in Table 5.6. Root One
loads heavily rcsitive on Evaluation and slightly negatively
on ths Activity dimension. It also loads heavily regatively
on Tactors Twc and Five. Root Two loads highly positively
on Aztivity and highly negatively on the Potency measure.
On the other side of the equation Root Two loads highly
positively on Factor Two and higqhly negatively on Factor
Seven. TFactcr Four also shows a considerable negative

standardized canonical coefficient for Root Two.
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Table 5.6
(Standardized Canonical Coefficients)
Root
Cne TWO
Eval. .95 <31
Pota. .29 -.97
ACti. —-36 1-07
FaC- I -029 030
IT -.53 .69
ITT .18 -.29
TY .09 - .48
v -.59 -.22
VT .18 21
vyIT .21 ~. 80
Persuasicn, Recall and  Recogpmition: 2An  analysis

identical to the one above was conducted substituting the
persuasion, recall and recognition measures of advertisement
effectiveness for the ®valuation, ©Potency and Activity
measures. This analysis 1included the 16 advertisements
which were rtrart of the "slide magazine." There were no

significant canonical roots found in this analysis (p<.39).

Coding Scheme

Tha physical characteristic coding scheme performed
reasonably well in its trial run. However, it clearly
requires substantial changes before it is used agains In

hindsight, it 1is not surprising that the scaling of
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variables became an issue. An advertisement is a complex
stimulus which is perceived across a variety of dimensions.
To force a -Hudge to put advertisements into specific, well
defin=d cateqories, was ot a reasonable assigrment. By
scaling the variables wherever possible subtle distinctions
were extracted from the data. These distinctions would have
heen lost 1ir an analysis of categorical data. This
increased the probaltility of findind the truly significant

relationshirs in the data.

The variables included in the physical characteristic
coding scheme were fairlvy ccmprehensive in nature. Once
-factored, they explained #8% of the variatior in the
advertisementst Evaluation, Potency and Activity scores. A
large partion of the remaining £52% may be explained by the
same variables once the training of judges is refined and
scaling techniques are improved. It is likely that a 1large
part of the urexrlained variation in the FEvaluation, Potency
and Activity dimensions was the result of the crude
measuring irstruments and techniques applied to the coding

of th2 advertisements® physical characteristics.

The necescsity cf elimim ting some variables from study
due to a lack of variation within the advertisemernts points
to both the iradeguacy of the advertisement sample, and the
fact that some characteristics will never be seen in a
commercial advertisement. Por exanmnple, it is highly

unlik=ly a ligquor, Hewelry or perfume advertisement will
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display eneries as part of its presentation. It 1s also
rare 1in these product cat eqories to find spokespersons who
are either under 20 or over 40 vears of age. Consequently,
some variables of theoretical interest do not exhibit enough
variation tc allow assessment of +their effects. The
solution to this problem 1is the creation of " laboratory"
advertisements where the experimenter can vary the variables
of interest at will. However, a finisted ©print

advertisement is time consuming and expensive to produce.

Tt is also important to note that the physical
characteristic coding <scheme employved in this research is
not directly applicable to either televisicn or radio
advertising. The time comronent found in these other
advertising mediums does not lend itself to being coded with

a static syster such ac has been developed in this research.

Table B. 1 c¢f Appendix B show a number of significant
correlaticns between individual physical characterisitics,
the Evaluation, Potency and Activity dimensions, and, the
persuasion, Tecall and recognition measures. The
sianificant correlations ({absolute value) between individual
physical <characteristics and the perceptual dimensions were
betwean .32 and .78. The range of significant correlations
between irdividual physical characteristics and the

persuasion, recall and recognition measures was .30 to .51
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The categorical variables rerorted in Tables 5.3 and 5.4
showel significant relationships with the FEvaluation,
Potency and Activity dimensions, but not with the

persuasion, recall and recognition measures.

The results of these analyses demonstrate the large
number of individual physical characteristics which were
related to the advertisements® perceptual dimension scores,
and the advertisements® persuasion, recall and recognition
scores. Oon the basis of number of significant
relationships, and size of the correlation coefficients, it
is possible +tc¢ argue that the physical characteristics
predicted the advertisements'® perceptual dimension scores to
a greater deqree than the advertisements' persuasion, recall
and rezcognition =scores. However, it must be noted the
perceptual dinension analvses were tased on sanmrle sizes of
32, where as all amnalyses of the persuasion, recall and
recognition measures were rased on a samrle of 16
advertisements. Thus, the analyses of the physical
characteristics was biased toward showing a greater number
of significant relationships for the three perceptual

dimeansions.

Tt is clear that the physical characteristics of an
advertisement are determinants of both an advertisements
Evaluation, Pctency and Activity scores, and, the
advertisments persuasion, recall and recogntion sccres. The

number of significant relationships is so large, however, as
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to be overvhelming and difficult to interpret. The factor
analysis of the scaled data was designed to help reduce the
number of physical characteristic items which had to be

simultaneously evaluated.

The seven factors retained for rotation in the factor
analvsis explained 72.9% of the variation in the
advertisements® physical characteristics. Other factors
were extracted and <could have teen retained, but, they
explained a very small percentage of the variation and were
extremely difficult to interpret. The factor analysis
includel only +the scaled variables. The categorical
variables will be addressed in the next section of the

Discussion.

The first factcr extracted explained 25.3% of the total
variation. Tt was named the "Interpersonal" factor on the
basis of its lcading pattern. Advertisements scoring highly
on this factcr exhibited reople enjoying their surroundings,
and each other. There was very 1little "push" given +to
selling the rroduct in advertisements scoring highly on the
Tnterpersonal factor. The Interpersonal factor
differentiated advertisements primarily in terms of
presentation of a happy, warnm, fun, casual setting with

people en-joying life.
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The second factor explained 16.% of the total variance,
or a little greater than one-half of the variance exnlained
by the Interpersonal factor. The second factor was named
the "Tnvite" factor based on its loading pattern and a
subjective assessment of the advertisements in terms of
their Tnvite scores. In advertisements scoring highly on
the Invite factor the reader is obviously the pcint at which
the advertisement is focused. High scoring 1Invite
advertisements either displayed a product in the rgpiddle of
the paqge, cr had a srokesperson promoting the product
directly to the reader. The spokesperson/(s) in these
advertisements tended to be perceived by the judges as being
very close to the reader. High scoring Tnvite
advertisements included people who were oriented towards the
reader, had evye contact with the reader and were dressed
non-casually. When nc srokesperscn was present, the product
was prominently displayed on the page. With peorle present
the product still remained in full view of the reader. Even
though the product was clearly displayed in these
advertisements there was no hint of ‘'"push" from the
advertisements. High scoring TInvite advertisements were

fairly subdued in their approach to selling the product.

Factor Three explained 9.9% of the total variance and
proved to be difficult to interpret. Based on its loading
pattern the factor would appropriately be named
"Deliberately Casual." The loadings suggest an avcidance of

elegance with a strecssing of humor and casuvalness. However,



Page 83

in subjectively surveying the advertisements ir terms of
their scores c¢cn this facter I saw no "Deliberately Casual"
thrust in the advertisements scoring highly on this factor.
In fact, the advertisements appeared to be randomly ordered.
Fortunately, however, this factor did not contribute
substantially to the factors* ability to predict the
EFvaluation, Potency and Activity scores of the
advertisements. Therefore, it is not critical +that it be
clearly interpreted. For descriptive purposes it will be

named "Deliberately Cacsual".

Factor Four accounted for 6.7% of the variaticn and was
named the "Professicnal" factor. The variables loading
highly on this factor vere professicnal setting,
professional dress and professional relationships between
people within the advertisement. A subijective viewing of
the advertisements 1in terms of their Professional factor
scores sugqgests something more than just a prcfessional
settinag 1is irvclved in this factor. Advertisements scoring
low on the Professional factor included "regular" ©people
exhibiting eve contact with the reader. They were also

percei ved as teing in close proximity to the reader.

The air exhibited by advertisements which scored low on
the Professional factor was one of a peer relationship with
the reader. Bdvertisements scoring hiqgh on the Prcfessional
factor either exhibit products (no people in advertisement),

or well dressed persons putting a hard sell on the product.
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In the high scoring Professional advertisement there is
little evidence of fun or casualness. The factor might also
be mnamed the "surerior" -factor as advertisements scoring
highly on the factor appear to be flaunting their products

at those whece dé not have the product.

Factor Five explained 5.7% of the variance and was
named the "“Success" factor. The loadings would suggest a
frienlly work atmosphere. However, in subjectively viewing
the advertisewments in terms of their scores on this factor
it is clear the dominant change from low to high scoring
advertisements is in the presentation of success.
Advertisements scoring high on the Success factor <tand to
have no reorle in them. They present a product and explain
that a goal has been reached when you purchase the product.
¥ot surprisingly, these advertisements tend to promote the
expensive brards of their respective product categories.
mhe difference between this factor and the Prcfessiomal
factor is that the advertisements scoring hiaghly on the
Success factcr invite the reader into the advertisement or
at least imply the reader has earned the right to purchase
the product. While the Professional factor demonstrates

superiority, the Success factor welcomes the reader +to the

club.

Factor Six explains U4.6% of the variance and has been
named the "Thene" factor., As the negative loading on the

area Jevoted to copy implies, there is little srtrace devoted
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to o©copy 1in adverticements scoring highly on this factor.
The other prominent loadings indicate a 1large number of
words with an informational appeal are characteristic of
high scorina Theme advertisements. These 1loadings seen
contradictcry, but ugcn surveving the advertisements it was
clear ajvertisements scoring highly on this factor all
present a distinct theme to the reader. There were usually
large amounts of copv associated with the theme but the copy
was in very srall print and in some out of the way location.
The theme itself was in large print and only a few words in
length. FExanrles cf themes are: "A woman's never to young
to wear Wedgewood"™ and "The French <call suct thoughts
fantasy." The themes 1in these advertisements are usually
carefully coordinated with the illustration porticr of the

advertisenment.

Factor Seven explains 4.2% of the total variation and
has been nared "Direct Sell." Advertisments scoring high on
this factor take the direct approach to selling the reader
the product. The high scoring advertisements on the Direct
Sell factor have one cr nc people, emphasize the product and
do not provide mnuch 1in the way of a background or scene.
Persons (if any) in the high scoring Direct Sell
advertisement stare directly at the reader and are perceived
as being clcse tc the reader. High scoring Direct Sell
advertisements do 1little to encourage a varm interpersomal
relationshir between the advertisement and the reader. They

depend very little on people for their impact.
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The sever factcrs extracted from the data in this
research range from the hiqghly personal Tnterpersonal factor
to the hard sell Direct Sell factor. Given the luxury and
personal status of the products studied in this research it
is not surprising to <csee the more interpersonal factors
account for 1larger portions of the variance than the
non- pesonal factcrs. Research using less personal products
and a less interpersonally oriented coding scheme could

result in very different factor structures.

Pt PP 5B~ TP—P— P TP

Due to the inherent categorical nature of many of the
product and ccpy variables they could not be included in the
factor analysis. The relationship of these categorical
variables tc the Evalw tion, Potency and Activity
dimensions, and their relationship to the seven physical
characteristic factcrs discussed in the previous section,
were analvzed separately. Cateqorical variables wtich were
not signficicantly related to either the three dimensions or
the seven factors were product +type, locaticn <c¢f product

name, locaticr cf theme and location of copy.

Throughout this research, product type has ©not showuwn
significant Jdifferences for various dependent measures.
Fowever, the question remains whether the three products
included in this research are too narrow in scope. If a

more jiverse set of products was studied significant product
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effects mav result.

The location of a product®s name, the 1locaticn of an
advertisenent's thenme and the location of the
advertisement®s copv showed no relationship with the three
perceptual dirensjions or the persuasion, recall and
recoqnition measures. This suggests a substantial amount of
leeway can be given to the person structtring the
advertisement. This study, however, does not provide
definitive proof that these variables are unimportant. The
row by colurn measuring instrument was at best crude.
Befors any firm conclusions are reached «ccncerning the
impact of relccating themes, copy and product name, a much

more detailed study must be undertaken.

The three categorial variables which did relate
significantly to both an advertisement's three dimension
scores and the seven factcrs vwere: row location of the
product, proximity of people within the advertisement, and
perceived prcxirity of the reader to people within the
advertisement. The row location ({top, middle or bottom) of
a product was signficantly related to an advertisements
Evaluation score and 1its scores on the TInvite (I1),
Professional (TV) and Direct Sell ([(VID) factors. An
advertisement which illustrated the product in the middle
row of the illustraticn scored significantly lower on the
Evaluation dimension than those with product illystrations

either on the tcp or bottom of +the advertisement. This



Page 88

result is consistent with what one would expect as highly
evaluative advertisements present sex, love, friendship and
touching. If +the product 1is occupyvying the center of the
advertisement it is- difficult to present a scene which

depicts these interpersonal characteristics.

CZonversely, a product pcsitioned in the center of an
advertisement 1is associated with higher scocres on the
Invite, Professicnal and Direct Sell factors. These three
factors vield relatively higher scores to advertisements

where the rrcduct is prominently displavyed.

The proximity of people within an advertisement 1is
significantly related to an advertisement's scores on the
Evaluation and Potency dimensions, and on the Invite (IT),
Success [V) and Direct Sell (VIY) factors. The
interpretation of the ‘tLetween gqgroup differences for the
Evaluation facter shcws that if an advertisement is to score
highly on Evaluation there must be at least two rfreople 1in
it. The mwmean Evaluation score for an advertisement with
greater than or equal to two people is 14.3. The mean for

an advertiserment with less than two people is 6.0.

The Potency dimension analysis shows Potency was best
displaved when people were less than 18 inches arart but not
touching. This was lcgical given touching implies <caring,
but, being close without touching can certainly imply rower

(Potency) .



Page 89

The analysis of the proximity of people within an
adverticement in relation to the Invite, Success and Direct
Sell factors shows advertisements score high on these
factors when there are less than two people included in the
advertisement. If there are two or more people in the
advertisement the highest scores on the Invite, Success and
Direct Sell factors will te ottained if the peorle are less
than 18 inches arart, but not touching each other. These
results are consistent with the earlier factor
interpretaticns in that if an advertisement scores high on
these factors the reader 1is made to feel welcome. In
advertisements where reople are touching each other there is

a tendency for the reader to feel uninvited.

The reader*s perceived proximity to the people in an
advertisement wvas significantly related to the
advert isenents® scores on the Evaluation dimension, and on
the Tnvite {TT), Professional {IV), Success (V) and Direct
Sell (VII) factors. The highest Evaluation scores are
obtained by advertisements where the reader feels he/she is
betweznn 19 and 48 inches from the people in the
advertisement. Advertisements which do not include people
in them demonstrate significantly lower Fvaluaticn scores
than advertiserents which include people. It is interesting
to note that relatively low Evaluation scores are obtained
by advertisements where the reader perceives the person [s)
in the advertisement is closer than 19 inches. This may be

a Tesult o¢f the —crerson in the advertisement invading the
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personal space of the reader without an invitation. Or, it
may re because advertisements which present persons close to
the reader leave no room ¢to present a highly evalvative

setting.

The closer the reader perceives him/herself to be to
the persons ir an advertisement the higher the advertisement
scores on the Invite factor. For the Professional, Success
and DNirect Sell factors significantly higher scores are

obtained for advertisements in which there are no feople.

The value cf the déteqorical variables is considerable
in helping to more <clearly define the structure and true
nature of the seven physical characteristic factors. From
the cateqgorical data analyses, it can be concluded the
Professional, Succeses and Direct Sell factors are primarily
non-people factors. Advert isements score hiqhly on these
factors when the product is illustrated in the middle of the

page and1 when there are no people in the advertisernent.

The urique interacition between reader and advertisement
described by the TInvite factor alsc becomes apparent.
Advertisements score high on the Invite factor when the
product 1is illustrated in the middle of the advertisement,
or wvhen there is cne rerson included in the advertisement.
Howe ver, advertisements score extremely high cn the Invite
factor when the reader perceives the person in the
advertisement as close to tim/her {the reader). The

conclusion is that the reader can be "invited" into an
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advertisement either by presenting the product directly to
the reader, ctr by havirg a svrokesperson for the product

oriented directly at the reader.

tvaluation, Potency and Activity Scores

P e e e s D i LT il a— b Paah—gi g p 4 — i s e -

The multivariate analysics relating the seven factors®

ability tc¢ rtrredict an advertisement‘'s Evaluation, Potency

and Activity scores. vielded +two signficant <canonical
roots. The twec 1rcots explained U48% of the Evaluation,
Potency and Activity measure variance. The first root

primarily describes high Evaluation scores in terms of low
scores on the Tnvite and Success factors. This
interpretaticr is ccnsistent with conclusions reached in the
previous section. As an advertisement‘s score decreases on
the Tnvite and Success factors the advertisement begins to
exhibit scenery, people, touching, etc. These are all

characteristics asscciated with high Evaluation scores.

The second significant root relates increasing Activity
dimension sccres primarily with decreases in the Direct Sell
factor and ircreases in the Invite factor. Decreases in the
Professional factor are also associated with increases in
Activity dirersion scores but to a lesser deqree than the

influence exhibited by the Direct Sell and Invite factors.

Conversely, as Activity dimension scores were changing
as a function of the factors noted above, similar but

opposi te changes occured in +the advertisements®™ Potency
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scores. s the ©Professional and Direct Sell factors
increase so do Potency dimension scores. As Invite factor

scores increase Potency factor scores decrease.

Tt can be <concluded that the seven factors do
significantly predict an advertisement*s position on the
three perceptual dimensions. Therefore, it may be possible
to wuse this information to create advertisements with
predetermined scores on the Evaluation, Potency and Activity
dimensions. Given the population studied in this research,
an effective advertisement is one which scores highly on the
Activity dinension. This would suggest advertisements be
created with emphasis on variatles 1loading Lighly <c¢n the
invite factcr. At the same time, variables associated with

the Diract Sell and Professional factors should be avoided.

To create an advertisement which scores highly on the
EFvaluation dimension you would simply aveid those variables
which load highly on the Success and Invite factors. Hiqgh
Potency advertisements would be constructed by emphasizing
variables which 1load highly on the Direct cell and
Professional factors, while avoiding variables associated

with the Invite factor.

The abecve amlysis is obvicusly an oversimplification
of what must occur in the <creation of an effective
advertisement. It is, however, a step toward the scientific
evaluation of advertisement components 1in terms of their

ultimate effect cn the viewer.
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This study did rct show a significant relationship
between +the seven rhysical characteristic factors and the
persuasion, recall and recognition measures. However, the
seven factors were significantly related to the Fvaluation,
Potencvy and Activity dimensions. This further suggests that
the advertisements* physical characteristics may not
directly effect advertisement persuasion, recall and/or
recoqniticn, but, that they influence effectiveness through
manipulation of the Evalmtion, Potency and Activity

nea sures.



CHAPTER VI

SUMMERRY/PRCELENS/FUTURE RESEARCH

Research Summacry

Considered together, the previous five charters are the
first steps towards the development of a comprelkensive model
of advertisenent percerticn and effectiveness. The model
predicts advertisement pesuasion, recall and recognition
through a multi-stage rrocess. The uniqueness of the model
is in its inclusion of the three perceptual dimensions:
Evaluaticn, Pctency and Activity. Advertisement scores on
the three dimensions wer2 found to be better predictors of
advertisenment persuacsicn, recall and recognition than either
the advertisement's physical characteristics or tte viewers®

personality rrcfiles.

Throughout this research tte three perceptual factors
reported have been compared to Osgocod et al.®s [1957)
original Semantic Differential dimensions. It can be
arqued, estecially 1in the case of the Activity dimension,
that the comparisons between this research's factors and
those reported by GCsgood (1957 are tenuous. However,

independent <¢f the stimuli tested, three perceptual
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dimensions ezxplain the majority of peoples' rerceptions
f{0sqood et al., 1957). These three dimensions are
consistently reported in the 1literature as Evaluation,
Pctency and Activity. 1In this research, the same factor
names were chosen. Whether these names best describe the
factors is not nearly as important as the fact +tlat three

consistent, cstable perceptual dimensions were found.

Advertisement Oriented researct was defined earlier as
research which exrlained advertisement persuasion, recall
and recognition as a function of the advertisements®
physical <characteristics. Perscn Oriented research was
defined by studies where viewer characteristics
(i.e. perscrality) are assumed to be responsible for an
advertisement's effect. The model defined in this research
is a combinaticn of both the Advertisement and Person
Oriented raridigms. Ra ther than consider viewer
personality, however, the Person Oriented secticn of this
research examines the way vievers' process information.
0sgool [(1957) and Mehrakian [1972) suqgested corplex stimuli
are perceived across three dimensions: Evaluation, Potency
and Activity. Chapter Two and Three of +this research
demonstrated print advertisements can be described by three
similar dirersicns. Given that viewers funnel perceptions
of advertisements into three perceptual dimensions it wvas
hypothesized an advertisement' s score on the three
dimensions should predict the advertisement®s effect on the

viewer. Charter Fcur demonstra ted tue Evaluation, Potency
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and Activity dimensions® ability to predict advertisement
ceffectiveness mea sures of persuasion, Tecall and

recognition.

Chapter Fcur‘*s canonical analysis results showed the
Evaluation, Potency and Activity dimensions acécunted for
£3% of the ©persuasicn, recall and recognition measure
variance. This suggests a new approach +to studying
advertisement effectiveness. Rather than directly relating
an advertisement®s individual characteristics tc rersuvasion,
recall and reccgniticrn, it may be possible to explain
greater amounts of the dependent measure variance by using
the three rerceptual dimensions as an intermediary. If an
advertisement*s scores on the three perceptual dimensions
are closely related tc the advertisements effect on the
vievwer, it must be assumed tlke three perceptual dimensions
intervene Tetveen an advertisement's physical
characteristics and its wultimate impact. Advertisement
Oriented research has ignored the intermediate step of

cognitive processing.

The cancrical analysis frcm Chapter five showed 48% of
the variation in the advertisements™ Evaluation, Fctency and
Activity dimersicn sccres was explained by seven physical
characteristic factors. This result further demonstrates
the viability of considering an advertisement*s physical
characteristics in terms of their impact on the three

dimensions rather than through directly relating physical



Page 97

characteristics to pesuvasion, recall and recognition scores.
In this research the inclusicn of the three rerceptual
dimensions <significantly increased the amount of pesuasion,
recall and recognition variance wtich was explained by the

model.

— e e T S P M M B . e

There is no doubt that this research must te considered
a pilot rrciject tcward the development of a comprehensive
model of advertisement perception and effectiveness. The
sanpling ard methcdclcgical restrictions of this research
are such that the conclusions reached can at best be
cautiously accerted. Sanpling problems are inherent in the
advertisements studied, and the subjects used 1in the
research are anything but a random sample of the people who

view print advertisements dailv.

The advertisements were chosen from the liquor, perfume
and jewelry product categories thus generalzing to other
products is imgrossible. As well, the products themselves
are all luxury items with little relationship tc many of the
day to day rrcducts we all purchase and see advertised. In
this research, a conscious attempt was made to select
products which were sirilar in nature. By choosing similar
prcduwts, +the relationship of the Evaluation, Pctency and
Activity dirmensions to the persuasion, racall and

tecognition measures was emphasized. Products substantially
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different in rature may result in highly significant product
main effects. This is not denied, but, in this research it
was controlled for. 1This was done to be certain the effects
of the three perceptual dimensions would not be lost in a

myriad of rowerful rrcduct effects.

The number of advertisements studied was inadequate for
reaching reliable ccnclusions. In the magazine testing
procedure only 16 advertisements were measured to determine
persuasion, recall and recognition. A much larger sample of
advertisements must be studied tefore firm conclusions can

be reached.

There is also the problem of the conditicrs urder which
the advertisement effectiveness testing was conducted. A
slide magazine with 16 advertisements is not at all similar
to the way in which an magazine is normally viewed. This
casts serious doubt onto the external validity of the

effectiveness meacsures (i.e. recall) used in this research.

The advertisements studied in the research were all
print advertisements. Therefore, it 1s imrcssible to
generalize this research to other advertising mediums such
as television and radio. Although the btasic mecdel could be
adopted in all other advertising mediums there was no
attempt in this research to design instruments directly

compatible with cther advertising mediums.
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All of the subjects 1included 1in this research were
college students and the vast majority of them were between
18 and 20 vears of age. This sanple restriction severely
limits the ability toc generalize results to the population

as a whole.

Methodclcgically, the analyses used were correct, but,
in mwmany cases there is some danger that the limited sanmrle
sizes employed in the research could have produced
unreliable ard unreplicable results. Consequently, as noted
previously, all conclusions and results must be accepted
cautiously. The physical characteristic coding scheme also
raises some methodological issues. The scaling cf many of
the variables was conducted arbitrarily after it was
determined that dichotomous and categorical data did not
accurately 1erresent the advertisements. As well, the
scales were built from the data of only 11 judges. Future
research shculd deal with this problem ad-hoc without

convenient data manipulation at the time of the analyses.

Future Research:

As is evident frcr the caveats noted above, there is
much which canp be done to improve on this piece of research.
More product diversity and a larqger number of advertisements
is a must fcr futuzre research. If this is impossible, it
may be prudent to study only one product category at any

point in time. This way a reliable data base could be built
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product by product. Product differences could be determined
as new products vwere added to existing knowledge. The
addition of other products to the overall picttre would
provide reliable estimates of product effects, and large
sample sizes will help in statilizing the nmultivariate

analyses.

The population of subjects used in future research
should alsc be varied. It is possible that personality
variables might significantly contribute to the model if the
population <studied exhibited widely diverse personalities.
More interesting, however, would be the study c¢f varied
"lifestyle" <cseguments cf the population. For example, would
today' s young professional perceive and react to
advertisements similar to Univerisity of New Hampshire
college students? T would hypothesize that the rerceptual
dimensions would remain the same, but, would not be
surprised tc find the three dimensions contributed
differently to advertisement effectivemess. In this study
assertiveness, agqgqrescsicn and independence [Activity) were
associated with advertisement pesuasion, recall and
recogniticn. Tn a study of professional people it might Dbe
logical to expect Potency to contribute mcst to the
advertisement effectiveness measures. In children, the
Evaluation dimension may te the best rpredictor of

advertisement rersvacsicn, recall and recognition.
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Ongoing research in this area will also have tc improve
the viewing conditions under which the subjects vféw the
maga zine. Tdeally, a true print magazine would be developed
and printed. The magazine +would contain preselected
advertisements and would te read in the privacy of one's cwn
home. Thics would ccnsiderably raise the reliability of the
effectiveness measures; would allow the assessment of large
nunbers of advertisements and onroduct categoriess; and would

remove any perceived time pressure from the viewer.

Future research must also revise the physical
characteristic coding scheme so that -judges are wcrking with
scales rather than absclute categories. This could be the
most difficult problem of all. However, its scluticn is
necessary if the relationships between an advertisement's
physical characteristics and its scores on the three

dimensions are to be rroven valid.

The research should also be expanded 1intec other
advertising nediums. The most logical medium for expansion
is television. Any technique which imrrcves the
cost/benefit relaticnship of a television advertisement will
be greatly valued in the advertising industry. Radio
advertising is also an interesting medium to which this line
of research could be applied. Radio would be interesting in
that it wculd only deal with auditory perceptions. An
analysis of Fadio advertising would nicelvy comriement any

work done in the televisicn medium, The basic model
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(advertisement to perceptual dimensions to effect) develoged
in this research is applicable to either of these mediunms,
however, the instruments used 1in this research are not. All
of the neasurement instruments would have to be redesigned
to include the time dimension. Time is irrelavent in the
print medium but 1is a definite and significant factor in

television and radio advertising.

Critical at this point, however, is to decide if the
research should continue at all. The nrodel develcred shcows
great promicse cf develcping into a useful tool. However, to
develop the model will require tremendous amcunts of
resources, time and carital. It would be 1impossible to
pursue the research correctly without the support cf a large

consumer goods ccmpany or advertising agency.

Tr this initial attempt at building the mcdel the three
perceptual dimensions accounted for 53% of the persuasion,
recall and recognition measures of advertisement
effectiveness. The analysis of the physical characteristics
of the model showed 48% of tke variation 1in the three
dimensions was exrlained by seven physical characteristic
factors. These figures are encouraging ard indicate the

research shculd be pursued.
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APPENDIX A
SUEJECT RAT ING SHEETS

Adjective Rating Sheets (Ch2 and Ch3) -

Exhibit A.1 is a reproduc tion of the adjective rating
task completed by subjects 1in Chapters three of the
research. Tt is similar to the task completed in the ©pilot
work ({Ch. 2) except that the assertiveness measure has been
added and the scale has heen enlarged +to ten pfcints in
width. Subjects rated each of the advertisements across
each of the nine (eighkt in the pilot research) adjectives.
Ratings were ccded directly by subjects onto optical scan
data sheets.

[Exhibit A .1) The Rating Task

All of the advertisements will te rated with the following

scale for each of the nine measures.
The larger the number you assiqgn to an advertisement the
mors you feel the advertisement presents that reasure.

L el Rt Dttt Bttt £ PP e e Ve Y

1 2 3 4 5 6 7 8 9 10
minimum maximum

TC WHAT EXTENT DOES THIS ADVERTISEMENT PRESENT:

1. Priendship 2. BElegance 3. Power
4. Love 5. Sex 6. Independerce

7. Aggressicn 8. Status 9. Assertiveness
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Exhibit A-2 is a copy of the imnstructions given to
subjects as they entered the magazine testing portion of the
research. Subijects entered the waiting room and were given
the instructicn sheet (Exhibit A.2) and General
Information I (Exhibit A.3). TFollowing the «ccrrletion of
General Infcrmation I subjects were taken to the viewing

room where they perused ¢the slide magazine. General
Information I was collected Yty the experimenter pricr to
viewing of the magazine. Uron finishing the magazine

subjects entered another room where they conrleted General
Informaticn (Exhibit A.%) and the recall task (Fxhibit
A.5). Subjects then entered another rcom where the
recogniticr task was administered (Exhibit A.6).

(Exhibit A.2) Sutject Instructions

Today ycu will be asked to. review a "nevw wmaqgqazine".
For convenience, and to prevent wear and tear the magazine
has been photoqraphed and and placed on slides. As we are
only interested in vyour general overview the magazine
inclules only the title pages from sanmple articles and
advertisements from a few samrple products.

When vou view the magazine we ask only that ycu act as
if vyou were glancing through any other periodical. Feel
free to take as much or as little time as you wish to browuse
through +the <clides. Most important to this study is that
vou treat our magazine as you would any other.

NOTE: For this study to remain effective throughout the
semester it is most important vou do not reveal its
objectives to your friends and/or classmates whc at some
point in tigze may take part. Please do not discuss this
study with anyvoe until the end of march at which time the
data collecticn will be comple te. Your cooperation is
greatly appreciated. c.C.
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(Exhibit A.3) General Information I

g.
10.
11.
12.

13.

14.
15.
16.

17.

What dis ycur sex? mle female ([circle one)

what is vour age? vears?

What srort, if any, 3o you enjoy watching most?
What sport, if any, do you most enjoy particigating in?

If you were to rurchase the automobile of your choice
wvhat would it be?

Do you drink alcohclic beverages? Yes/No (cirsle one)

what brand of liquor (not wine or beer) will ycu
purchase rext, either for yourself or as a gift?

How many hours per week do yvou watch T.V.? _____hrs
What is ycur favorite T.V. rrogram?
Where would you 1like to live?

What tyre cf music do you enjoy most?

Do vou drink beer? yes/no If yves, what brand?

If you were to tuy perfume for vourself or as a
gift what brand wculd it be7? __ _

What is your favorite magazine?

Do yvou smcke cigarettes? ves/no What brand?___

What brand of <§ewelry will you buy next? _

What is your favorite radio station?

How many hours per week dc0 you listen to radio?

How many hours per week do you exercise? _____Irs

How many hours rer week do you read? _____.__hrs

How many btrothers and sisters do you have?

£ e e . S B S S A, St e
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(Exhibit A.4) General Information II

When vou leave here today what will you do?

If you were going to buy a magazine immmediately
after leaving here what would it be?

Tf you were to buy a bottle of liquor immediately
after leaving here what would it be? (brand?)

If you went home and listened to radio what
station wculd you listen to ?

If you were to exercise after leaving here what would
vou 4o?

Tf you were to buy per fume for yourself or as a qift
what brand would ycu buy?

106

If you were to buy a car immediately after leaving here

what would it be?

If you were to buy a piece of jewelry for vourself or
as a gift what would it be?
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{Exhibit 2.9 Recall Ta sk

In the space provided below please describe all the
advertisenents (not articles) vhich yvou remember from the
slide magazine. TInclude the product advertised, name of the
product and a description <c¢f the setting in which the
product was presented.



{(Exhibit 1.6)

The scale below
slides shown in

SLIDE

NUMBER

)
2)
3)
4)
5)
6)
7
8)
9)
10)
1M
12)
13)
14)
15)

16)

1

1

Recognition Task

will be used to rate all of the
this section of the experiment.

[N R 1
Definitely
WAS NOT I¥
magazine.

- -

- .

- -

-—— - -

N

—— g —

—— -

— — -

SLIDE
NUMBER

3 17) 1 —==-
3 18) 1 ==—-
3 19) 1 ——--

3 20) 1 —=—-

3 21) 1 =—---
3 22) 1 ==--
3 23) 1 —==-
3 24) 1 =---

3 25) 1 ----
3 26) 1 —=--
3 27y 1 ==--
3 28) 1 ===-
3 29) 1 ===-
3 30 1 —-—-
3 31y 1 -=--

3 32) 1 —=--

N

N)

N)

Definitely
WAS IN
mazazine.

-—3

--=- 3
-——3
-3
-3
-—— 3

-—==3

=3

-—3

-3

-——= 3

-—— 3

———— 3

-——- 3

-——-3

-—-- 3
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Physical Characteristic Coding ([CH. 5)

Exhibit A.7 is a sample of the coding scheme used by
judges to define the advertisements® physical
characteristics. The scheme included in this exhibit is not
an exact copy of the sheets used by the judges. For all
ratings, judges were given the crrortunity to answer either
"don*t know" or not applicable".

The ccdirg scheme has been broken into two sections.
The first defines codes for which only one judge rated the
advertisements. CZonsequently there are no reliability or %
aggreement scores provided im this secticn. The second
section regrresents the physical characteristics which were
coded by a variety of judges. For each of these ratings a
KR-20 reliakility estimate is provided. This estimate
excludes "don™t know" and "not applicable" answers. Where
the variable cculd nct be dichotomized the KR-20 coefficient
is replaced with a percentage aqreement score.

(Exhibit A.7) Physical Characteritic Coding Schene

SINGLE JUDGE RATINGS

PRODUCT RFLATEL COD ING
a. Type 1=liguor 2=jewelry 3=perfunme

b. Locaticn Rcw, Cclumn {product itself)
Row, Column ([product name)

NDTE: the center of the product and product name
was measured to define the above codes.

c. Area Erccrrascsed Product Itself
Product Name

Note: the tctal nurber of squares were counted
(row, column combinations) for each of
the above categories.

CCPY RELATEL CCDING

a. Flesch Peadershiyr Fase score.

b. Flesch HEuman Interest score.
c. Total nunber cf words.

d. Location Row, Colunmnn [(theme of ad.)
Rcw, Column {actual copy)

e. Area Fncompassed Row, Column (thene)
Row, column ([copy)
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MULTIPLE JUICF RATINGS-

SETTING RFIATETLT CODING KR- 20 Reliability Coeff.
or % agreement score.

a. Dominant color? __ : . 83%

b. General

1. Is the ad a: scene portrait -«926
2. Is there: background no background .98
3. Is the ad: indoors outdoors -« 99
4, Is reader: invited in intruding .90
5. Is the settinag: city rural .99
f. Is the setting: tusy quiet .88
7. Is the setting: rriva te public .85
8. Is the setting: noving static .90
9, Camera Fccus: soft hard . 86
10. Lighting: high low .93
11. Casual Setting: ves no .90
12. Labor Setting: ves no « 95
13. Prof. Setting: ves no « 16
14. Flegant Setting: yes no .91

c. Spokesperson [(if no spokesperson "2-6" are coded n.a.)

1. Is there cne: ves no - 95
2. Ae of: <20 20-40 >40 87%
3. Sex of: male female 93%
4, Familiar rerson: vyes no .84
5. Expert: yes no .38
6. Attractive: yes no .95
d. Dress
1. Casual yes no .94
2. Iabor ves no .97
3. Professicnal: yes no .92
4, EFlegant: ves no .96

e. Relationship of people within advertisement

1. Friends [csame sex) yes no .98
2. Friends (opp. sex)ves no .99
3. Enemies yes no .99
4. Acquaintances ves no .99
5. Professicral ves no .86

Coder: - e




f. Interaction WITHIN ADVERSTISEMENT

1 2 3 i} 5
1. Evye Contact yes nc
2. Proximity touch <ign 18«48" ug9-gu" >gyn
3. Body Orient. 0-45 46~-90 >90
4. Body Lean erect toward awvay sideways
t. Smiling ves no ?ves ?no

g. Interacticr WITH READER

1 2 3 q 5
1. Eyve Contact yes no
2. Proximity touch <18n 18=-48" 49-84" >gun
3. Body Orient. 0-45 46-50 >990
4. Body Lean erect toward away sideways
5. Smiling ves no ?ves ?no

h. Appeal to Feader

1. Informaticnal: yes no
2. Positive Emotional: ves no
3. Yegative Enctional: ves no
4. Hunorous: ves no

i. Body Cues

1. Relaxed hands: v es no

2. Relaxed neck: vyes no

3. Relaxed face: ves no

4, Relaxed body: ves no

5. Symmetrical arms: ves no

6. Symmetrical hands: ves no

7. Symmetrical legs: ves no

5. Number of people in Ad? 0 1 2 >2
Coder:

Note: On the criginal coding sheets "don*t know"
and M"not applicatle" codes were included
for each cf the variables.
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<91
78%
.78
.89
<91

.99
8 1%
.92
.83
.92

.87
.86

.72
.62

.90
.94
.88
- 91
.84
.78
.85

.99
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PHYSICAL CHARACTERISTIC ANALYSIS

Tatle B.1

Significant Ccrrelaticns with
Three Perceptual Dimensions

Variable

% of area devoted to product
Total number cf words
Scene included

Background included
Outdoors

Rural setting

Busy setting

Private setting

Moving setting

Hard Focus

High lighting

Casual setting
Professional setting
Elegant settirg
Attractive Spokesperson
Casual dress

Elegant dress

Friends oprcsite sex
Agquaintances

Professional reltionship
Eve contact within Advert.
Direct body creintaticn (within)
Forward body lean (within)
Ssmiling (within)

Evye contact with reader
Criented toward reader
Forward lean to readecr
Informational Appeal
Positive Ercticnal
Humoro us

Relaxed Hands

Relaxed Neck

Eval.
-.54

.68
.65
.51
.42
.35
56
.60

69

.35
- 43
.36
.80
.85
.34
.38
.53
LUl
.71

.37
U7

.68

.71
.53

Pote.

--39
- 47

.73

-.73
o U49

-.31

".51
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Acti.

-‘39

-.36

-30

--31

.39

e Llr7
.38

.33

.32
~-31



Relaxed Face

Relaxed Body

Symmetrical legs
Symmetrical Arms

Number of People in Advert.

Note :All correlations reported are
at the r<.05 level. Correlations not

.66

.73
.31

.78

significant
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-.32

reported can be assumed to be non-significant.

Significant Correlations with

Persuasion, Recall and Recognition

Variable

% area given tc rroduct name
Flesch Readership Ease Score
Flesch Human Interest Score
Busy Setting

Hard Focus

High Lighting

Labor Setting

Elegant Dress

Friends Oprosite Sex

Eve Contact ({within ad.)
Humorous Avpreal

Pers.

.52
-.40
~.33

<32

« 31

42

"-29

. ua

Recl.

"033

.39
.39
.33
- .31
-.32
.50
.30

Note :A11 correlations reported are significant

at the r<.05 level. Correlations not

Rcgn.
- 37
-.36
«36
<31

e 33
.39

reported can be assumed to be non-significant.
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