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ABSTRACT

THE IMPACT OF PRODUCT USAGE WARNINGS IN BROADCAST

TELEVISION ADVERTISING: AN EXPERIMENTAL STUDY

By

Sandra Jean Smith

Consumer product warning information is presently

communicated predominantly through product labels, package

inserts, and/or user guides. Little research has addressed

the effectiveness of transmitting product warnings through

such methods, even though they have proven inefficient for

communicating other types of information. Advertising may

represent a more effective transmission vehicle for product

safety information. Not only do some consumers use

advertising as a source of information, but advertising may

better reach the passive and less-educated consumer as well.

Literature regarding consumer response to negative

information suggests the superior impact of more severe

messages. Product relevance, however, may mediate consumer

reactions as defensive tendencies may occur in high-

relevance consumers. Furthermore, because response to

disclosures in broadcast television has been shown to differ

based upon format, reactions based on warning transmission

mode within a broadcast television commercial (audio-only,

video-only, or audio-video) may differ.

A 2 x 2 x 3 factorial model was tested utilizing a

post-test-only-with-control-group experimental design. A
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total of 445 undergraduate students were randomly assigned

to one of six treatment or two control groups following an

initial median-split for product relevance. Subjects were

exposed to a broadcast television commercial containing a

product usage warning message embedded in a television

program. Warning severity and transmission mode were

manipulated.

Three-way analyses-of-variance were performed to test

main and interaction effects on recall and product safety

beliefs. The main effect of mode was significant across all

recall levels, and the message severity main effect was

significant in recall of a warning disclosure. Only product

relevance was significant for product safety beliefs. Few

significant two- and three-way interactions occurred. Post

hoc analyses of the main effects revealed the superiority of

the high-severity message and the audio and audio-video mode

of transmission in producing warning recall.

Recall levels indicated the positive potential of

including product warning messages in broadcast television

advertising. High—relevance subjects did not react

defensively to the severe message suggesting that warnings

should be strongly-worded. Product warnings should also

appear in at least audio form as video-only disclosures had

little impact.
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CHAPTER I. PURPOSE AND SIGNIFICANCE OF STUDY

The provision of product information to consumers has

long been recognized as an aid to effective decision-making.

Public policy has increasingly favored providing product

information to consumers; the rationale for this viewpoint

is that consumers should be afforded the optimal amount of

product information upon which to base their purchase and

consumption decisions. While regulations have reflected

this concern for information disclosure, the United States

government has also traditionally sought to protect consumer

health and safety. Therefore, product information provided

may ideally relate not only to beneficial attributes, but to

those that are potentially hazardous as well. Warning

consumers of possible dangers inherent in or associated with

utilization of a particular product may benefit the public

in allowing both effective decision-making, through product

value considerations, and the prevention of possible

physical harm.

The ultimate purpose of a warning is to afford a

potential victim a fair opportunity to avoid personal hazard

from use of a given product.1 Based upon surveys conducted

by the Consumer Product Safety Commission (CPSC), three

elements are typically involved in any product-related

injury: (1) the environmental conditions in which the

injury occurred, (2) the physical and psychological



conditions of the product user, and (3) the product itself.2

Thus, three types of product warning information may be

identified, including information about risks of danger

under certain product uses, risks to individuals with

particular susceptibilities, and risks about intrinsic

product characteristics.3 Consumer product warning

information, therefore, includes disclosure of both

potentially hazardous product ingredients and proper product

usage guidelines.

Consum Protection T rou Prod ct Safe

Information Erovisiog

Consumer Safety

Although the function of protecting citizen health and

safety rests primarily with state governments, the United

States federal government has historically sought the

protection of society with regard to consumer products.

Concern for the physical safety of the public was the basis

for early federal legislation regarding product information,

specifically, the passage of the Food and Drug Act of 1906,

which created the Food and Drug Administration (FDA) to

prohibit false labeling of foods and drugs.‘ While the

original act was punitive in nature, requiring the policing

of goods presently on the market to determine possible

dangers, the passage of the Food Drug and Cosmetic Act in

1938 provided the FDA with preventive control, allowing



3

drugs and additives to be marketed only after FDA approval.5

The basic mandate of the FDA is to protect the health of the

nation, as one-third of consumer expenditures are spent on

products regulated by this agency.6

Additional acts of Congress intended to protect

consumer safety include: the Flammable Fabrics Act (1953),

outlawing the manufacture or sale of highly flammable

wearing apparel or fabric, the Food Additives (Delaney)

Amendment to the Food Drug and Cosmetic Act (1958),

exempting from FDA approval any food additive determined to

cause cancer in man or animal, the Kefauver-Harris Amendment

to the Food Drug and Cosmetic Act, requiring that all drugs

be tested for safety, the National Traffic and Motor Vehicle

Safety Act (1966), authorizing the establishment of

compulsory safety standards for automobiles and tires, the

Child Protection Act (1966), preventing the marketing of

potentially harmful toys, the Cigarette Labeling Act (1966),

requiring health warnings on cigarette packaging, and the

Poison Prevention Packaging Act (1970), authorizing the

establishment of standards for child—resistant packaging of

hazardous substances.7 The Consumer Product Safety Act,

founding the CPSC, went into effect in 1972, and afforded

the commission powers to prescribe safety standards for

almost all non-food consumer products.8
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Consumer Information Provision

Governmental concern for consumer information provision

has similarly been evidenced by Congressional action. The

Federal Trade Commission Act of 1914 created the Federal

Trade Commission (FTC) to enforce the prohibition of unfair

competition in commerce,9 yet in 1938, the Wheeler-Lea

Amendment to the FTC Act included provisions regarding

deceptive or unfair labeling and advertising, implying the

aim of protecting consumers in addition to competitors

within a market.10 Section 5 of the FTC Act was altered

from considering as unlawful only "unfair methods of

competition in commerce" to including "unfair or deceptive

acts or practices in commerce"11 as well; these additional

words gave the commission authority to directly protect the

consumer without the previously necessary "disguise" of

first protecting market competitors.12 The amendment also

brought false advertising within the meaning of the FTC Act.

In judging the falsity of advertising, the FTC considers

. .the extent to which the advertisement

fails to reveal facts . . . material with respect

to consequences which may result from the use of

the commodity to which the advertisement relates

under the conditions prescribed in said

advertisement, or under such conditions as are

customary or usual.13

A "material” fact has been defined as one that would affect

determinations on the part of some consumers about whether

or not to purchase a particular product.H Similarly, the

Food Drug and Cosmetic Act states that the failure to
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include material information on labels may be as misleading

as the inclusion of false information.15

"Probably the most scrutinized advertisement is that

which has reference tO'a product whose use might endanger

the public health or safety.”16 Where product risks are

likely to occur and would not be apparent to a consumer,

nondisclosure is considered deceptive and, thus, unlawful.17

The increased powers granted to the FTC to regulate

advertising exemplify a trend concerned with protection

against misinformation in addition to that against unsafe

products.18 Major consumer legislation can be

traced to the idea that the consumer should be provided with

sufficient information to facilitate value comparisons among

products.19 The Fair Packaging and Labeling Act of 1966,

for example, represented a major attempt to improve the

level of information on packages and labels by directing the

FDA and FTC to issue regulations requiring that the identity

of product, net quantity, and producers be disclosed on all

”consumer commodities."2° In that act, Congress addressed

the importance of informed consumers, reinforcing the

concept of an "informed public" as opposed to the

longstanding doctrine of "caveat emptor" or "buyer beware."

Informed consumers are essential to the fair

and efficient functioning of a free market economy.

Packages and their labels should enable consumers

to obtain accurate information as to the quality

of the contents and should facilitate value

comparisons. Therefore, it is hereby declared

to be the policy of the Congress to assist

consumers in reaching these goals in the

marketing of consumer goods.21



Other Congressional actions aimed at providing

information to consumers include: the Consumer Credit

Protection Act (1968), requiring full disclosure of terms

and conditions of finance charges,22 and the Magnuson-

Moss/FTC Improvement Act (1975), empowering the FTC to make

rules for consumer product warranties.23 The FTC

affirmative disclosure program also operates under the

notion that the absence of meaningful information can lead

to purchase decisions based on false assumptions.24

Advertisers are required to disclose product deficiencies or

limitations so that the consumer may be aware of both

negative and positive attributes.25 Thus, failing to

disclose product warning information in an advertisement may

constitute false advertising if, by the omission of

pertinent product risks, a misleading perception of the

level of product safety is communicated.

Broad governmental actions regarding consumer

protection have focused on both consumer safety and the

provision of information to allow effective product

evaluations. Disclosure of product warning information

accentuates both governmental aims in this area, as

consumers may be protected from potential harm while

simultaneously receiving product risk information to allow

for more effective decision-making.
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One theory of consumer protection,assigns

public agencies the responsibility of identifying

hazardous products and excluding them from the

marketplace. The alternative relies on consumers

themselves to identify hazardous products and

avoid them. . . .[this] depends on individual

consumers’ ability to seek, afford, acquire, and

meaningfully use product information.26

Regulation of Warning Informgtion

Governmental policy goals and accompanying legislation

can be identified with respect to information provision and

protecting consumer safety, yet regulations related to

product warning information have been enacted largely on a

piecemeal, case-by-case basis, as expected due to the many

administrative agencies enforcing the aforementioned

Congressional actions.37 Using the authorization granted

under such acts, agencies have required warning information

to accompany numerous consumer products, the most prevalent

of which are prescription and over-the-counter drugs under

FDA authority.28

A major identifiable problem in the area of required

product warning information is a dearth of communication

effectiveness research. The implementation of

policies pertaining to product warnings has largely ignored

the potential effectiveness of the communication modes

selected, as administrative agency actions in the area of

warning information provision appear to be taken without

extensive guidance of communication research. Rather than

analyze the most effective potential communication sources
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prior to enforcement, agencies seem largely content to issue

policies and examine their impact ex post facto.29

The most blatant example of this lack of communication

effectiveness research involves the Cigarette Labeling Act.

Following health group complaints, Congressional hearings

regarding cigarette labeling ensued and the act was adopted

requiring a warning to appear on packaging.30 A review of

the Congressional hearings in both 1965 and 1969, however,

when the issue again received consideration by the House and

Senate, reveals that testimony was heard predominantly from

members of the medical profession, providing statistics on

smoking and the incidence of cancer, and by tobacco industry

representatives, advocating their position against the

warnings.31 Marketing and communication specialists were

noticeably absent from testimony.

Similarly, Congress passed the Saccharin Study and

Label Act in 1977, requiring the prominent display of

warnings on products containing the artificial sweetener and

in establishments selling such products,32 without first

undertaking communication research. Under the Delaney

Amendment, the FDA had no choice but to propose a ban on the

sugar substitute after a link was found between the additive

and bladder cancer in Canadian laboratory animals.33 Yet,

following unprecedented consumer protest, prompted primarily

because no other adequate sugar substitute existed, Congress

passed the bill requiring warning 1abeling.3‘
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The rapid unfolding of events that culminated

in the legislative intervention by Congress

essentially precluded use of research to develop

the most effective language and display format

for the saccharin warning or to conduct baseline

survey research on consumer attitudes, knowledge,

and behavior.35

Consumer and Industry Attitudes Toward

Safety Lgformatigg Provision

While the government has clearly demonstrated a concern

for providing product safety information to consumers,

consumer and industry sources support this idea as well.

Consumer attitude surveys indicate that the provision of

product warning information is beneficial to the public as

consumers reportedly favor receiving additional information.

A 1978 study of 1,500 adults revealed that 72% would rather

receive full information about carcinogens, such as

cigarettes or saccharin, and make their own decisions than

advocate a governmental ban on all potential cancer-causing

agents.3°

Similarly, in an FDA survey of 1,569 households,

subjects were asked what action they would prefer the federal

government take if there was "some" evidence of a health

danger in a product.37 Only 31* favored banning, while 24%

desired more information, 12% advocated warning labels, and

27X preferred no immediate governmental action whatsoever.3°

Unfortunately, "data on consumer attitudes toward

hazard warning labels, other than that cited above, does not

appear to exist in the published literature.”39 These
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studies do imply, however, a public that wishes to be at

least informed of potential dangers associated with

products.

Industry appears to agree with this "informed consumer"

notion as well. Reponses to a 1974 survey of 3,418 business

executives revealed that 62% believed marketers should make

a sincere effort to point out failings and limitations of

their products, as well as strengths.‘° A majority (87%)

also felt that advertising should include adequate

information for "logical" buying decisions, whether or not

consumers choose to use it.H

Furthermore, in 1977, the Academic Advisory Committee

of the American Association of Advertising Agencies composed

a list of public policy issues related to consumer

processing of information; warnings and safety were two of

the 12 issues set forth.“2

Thus, government, consumers, and industry apparently

favor the idea of an informed consumer with respect to

product risk data. Researching methods of providing such

information, however, has been largely ignored or performed

in a post hoc manner. Both academic and industry research

is sparse in this area as well, as evidenced in the review

presented forthwith.

Potential Consumer Benefits of Advertising Warnings

Although historically ignored as a means of

transmitting warning information, advertising may represent
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a beneficial vehicle. Not only do some consumers use

advertising as a source of information, but advertising may

reach passive and less-educated consumers as well. Safe

product usage may also be visually depicted in advertising.

Advertising as an Information Source

Receiving and processing product information, forming

strategies for weighting product or brand attributes, and

making the choice of an alternative may occur outside of the

store, or before direct contact with the product, as

information is received from sources such as advertisements

and word-of—mouth.‘a

Therefore, advertising may be a proper channel through

which to convey product warning messages. Studies have

indicated that consumers utilize advertising as an

information source for some products. An FTC study revealed

that 43% of consumers rely on advertisements as a primary

information source for OTC drug information, as opposed to

only 138 who depend on labeling,H while 32% of consumers

use advertising for information regarding major durable

goods.‘5

Reaching the "Irrational” Consumer

In contrast to the information-processing approach, a

new "school of thought" has recently arisen regarding the

nature of consumer behavior, as it has been theorized that
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the majority of purchase decisions can best be characterized

as not requiring extensive prior consideration.‘°

Maintaining such a stance, one might assert that product

information is not intentionally sought from advertisements

and that advertising functions merely to display products

and reinforce brand names. Furthermore, some contend that a

functional difference between advertising and labeling is

recognized by consumers, in that when a consumer

wants to use a product and wants to find out how,

even a naive consumer does not think he is

supposed to turn on the television to catch a

commercial or drive in the country to find a

billboard.‘7

Thus, advertising information may not be intentionally

learned by disinterested consumers not actively seeking

information. Learning from advertising, or retention of

information might, therefore, best be characterized as

incidental rather than intentional. Such passively-acquired

information is retrieved by the consumer through an internal

information search.‘3

While the economic view of man assumes all product

decisions are made rationally, this "passive" perspective of

audience processing regards consumers as possessing little

commitment to products and engaging in little pre-purchase

information-seeking behavior.‘9 While the "active"

rational man view maintains that advertising information is

consciously sought out by consumers, the "passive" view

contends that most advertising easily reaches the individual
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who is not consciously seeking out or blocking out

information. Under this perspective of consumer

"rationality," or lack thereof, advertising might best

transmit warning and safety information through mere

repetition and may better reach the passive consumer than a

label or package insert.

Empirically, we know very little about the

limits of the complexity and quantity of

information that can be absorbed passively,

the retention of such information, or how the

mode of presentation and the nature of the

information itself might affect these limits.50

Longitudinal studies of affirmative message disclosures

in advertising, however, found that beliefs about the

advertised brand were eventually altered; the process was

gradual over time, presumably reflective of repeated

exposure to the message.51 By including product safety and

warning information in advertising, the pervasive and

repetitive nature of this promotional tool may allow for the

transmission of warnings to those consumers who would

ordinarily receive no exposure. Thus, if consumers are

actively seeking product information, messages in

advertising regarding potential product risks may serve to

facilitate their search, while advertising may also better

reach the passive consumer than may labeling or package

inserts.
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Aiding the Less-Educated Consumer

Not only may advertising serve as an effective

information channel for "rational" and "irrational" (or

"active" and "passive") consumers, but for less-educated and

low-income consumers as well. As previously mentioned,

product labeling is used predominantly by well-educated

consumers, while those who may need such product information

most, due to a limited income and correlative need to make

cost-efficient purchase decisions, fail to reap benefits.

Furthermore, many consumers cannot use label

information due to an inability to read.

Illiterates cannot read instructions on a bottle of

prescription medicine. . . nor can they read of

allergenic risks, warnings to diabetics, or the

potential sedative effect of certain kinds of

nonprescription pills.52

Reported figures from the U. S. Department of Education,

Office of Vocational and Adult Education, and National

Institute of Education differ regarding the number of

illiterate Americans, yet all concur that total "functional"

and "marginal" illiterates represent no fewer than 60

million or over one-third of all American adults.53

Many illiterates cannot read the admonition

on a pack of cigarettes. Neither the Surgeon

General’s warning nor its reproduction on the

package can alert them to the risks. . . . They can

see the handsome cowboy or the slim Virginia lady

lighting up a filter cigarette; they cannot heed

the words that tell them that this product is (not

"may be") dangerous to their health. Sixty

million men and women are condemned to be the

unalerted, high-risk candidates for cancer.54
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Illiterates are unable to read product labels, yet they

may be able to pick up warning information from televised

advertising messages. A negative correlation has been

uncovered between education and television viewing.55

Lower income groups have also been found to watch more

television relative to higher socioeconomic groups.5°

Therefore, warning messages broadcast via television

commercials may best reach illiterate and less-educated

CODSUIOFI .

Demonstrating Safe Product Usage

Advertising might also represent a manner by which safe

product usage may be visually demonstrated. While a product

label might direct a consumer to utilize a product in a

certain manner, a print or broadcast advertisement can

depict safe usage. Advertisers may frequently overlook

safety considerations for a dramatic effect and fail to

recognize that some consumers have a limited capacity for

judging risks and distinguishing between "puffery" and

reality.57 Legal proceedings have arisen due to consumer

modeling of unsafe behavior depicted in advertising.5a

Used in the right manner, however, advertising may have

a positive influence on consumer behavior.59 Consumers may

associate a product with a particular visual image from

advertising when coding or structuring information.°°

Visuals depicted, therefore, may influence safe product

usage.
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Proposed Research

At present, consumer product warning information is

communicated to consumers predominantly through product

labels, package inserts, and/or user guides. One must

question the communicative efficacy of providing warning

information through these channels. Whether or not

information from product labels is sought, used, or even

perceived by the consumer necessitates investigation. If

product evaluation and purchase and use decisions are made

without regard for or prior to exposure to labels or

inserts, consumers may fail to perceive this information.

A completely "informed" decision cannot occur without

perception and comprehension of risk information. Warning

information might be better communicated through product

advertising; the qualities of pervasiveness and

repetitiveness associated with advertising, as well as the

ability to communicate with a greater number of consumers,

may deem this communication form a more effective source for

relaying such information to consumers. Furthermore,

failure to disclose potential product risks to consumers may

constitute false advertising. Therefore, the inclusion of

product warning information in advertising warrants

investigation.
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CHAPTER II. LITERATURE REVIEW

Related Research

The "informed choice" model, dictated and followed by

the government, views man as rational in his decisions

regarding consumer products. Therefore, governmental

regulations regarding product warnings and other product

information are designed to respond to the needs of a

"rational," information-seeking consumer. The information-

processing approach to consumer behavior also assumes that

man acts rationally in his decision-making, weighing

alternatives prior to choice behavior. This is similar to

the approach of economists, who hold that purchase decisions

are the result of largely rational and conscious economic

calculations. The individual seeks to spend his income on

those goods that will deliver to him the most satisfaction

or utility.1

Rational, economic man is assumed to know not only all

courses of action open to him, but also the outcome of each

action as well.2 Therefore, in order to make efficient

choices, the consumer must be provided with both positive

and negative information regarding products, including

product warnings. Given usable, understandable information,

individuals may weigh risks and advantages to arrive at

purchase and use decisions.3

22
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A review of the inefficiencies of product labeling as a

method of warning information transmission and the lack of

research on advertising as a viable transmission mode

provides justification for study of this issue.

Warning Information Provision in Product Labeling

"Information environment" has been denoted as the

entire array of marketer-controlled product-related data

available to the consumer.‘ The design of such

environments is of public concern and policy should be

advanced attempting to provide consumers an optimal amount

of information while using the optimal modes of organization

and presentation.5 Such environments must be assessed in

light of consumer utilization. Most governmental

legislation has focused on warning information provision

through product packaging. As previously mentioned,

consumer information is presently communicated predominantly

through product labels and package inserts or user guides.

These tactics should be analyzed to determine their

efficiency and efficacy for consumers.

The Fair Packaging and Labeling Act defines a "label"

as "any written, printed, or graphic matter affixed to or

appearing upon a package containing any consumer

commodity,"6 yet package inserts and guides may be

considered "quasi-label" modes of information presentation

as well.7 According to Congress, "Packages and their
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labels should enable consumers to obtain accurate

information. . . [and] should facilitate value

comparisons."8 As the consumer marketplace has

increasingly moved toward self-service and pre-packaging,

the consumer may be required to rely completely on the

package label as the only available source of information

for product contents, instructions, and potential hazards.9

Warning information in labeling presumably leads to

"informed consent" as potential product users are aware of

any product hazards and make informed decisions regarding

product usage.1° Yet the notion of "informed consent"

presumes that information provision and perception or

ultimate use are synonymous. The communicative impact of

product labels must be assessed to determine the validity of

this presumption.

Review of Related Labeling Research

Past research has examined the sufficiency,

availability, and consumer use of various types of label

information. Generalizations from such research include:

label information is used differentially among various

consumer segments, in that younger, better-educated, higher-

income households are more likely to use labels; labels can

improve consumer knowledge and choice in product

evaluations; labeling importance varies across product

categories; and labeling programs appear to reassure

consumers about product quality.11 Because research on
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warning labels is scarce, studies of nutrition and

ingredient listings will be considered as well, as these

variables might also impact on consumer health and safety.

Warning Labeling

Warnings are required to be included on labels for a

variety of products, ranging from protein supplements12 to

aerosol sprays.13 Studies on product warnings, however,

have been conducted primarily for private companies or in

conjunction with litigation following an accident associated

with a product.H As previously mentioned, research

investigating the effectiveness of warning labels consists

predominantly of field studies attempting to isolate the

effects of the warning message following implementation.

The most obvious example of such research involves

cigarette warnings; product consumption studies are profuse.

An FTC study developed a statistical model of smoking

behavior, analyzing the smoking histories of 12,000

adults, controlling for cigarette prices, consumer income,

and several demographic characteristics. Smoking trends

were found to have altered since 1964, when the FTC first

proposed its labeling rule, as a 3.5% average annual decline

in per capita consumption (from predicted sales) occurred

over the analyzed period (1964—1975). Virtually all of

the decline was attributable to "rising quit rates and

falling start rates"; highly educated consumers demonstrated
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higher quit rates. While the FTC study could not isolate

the specific effects of the cigarette package warning from

other publicity throughout the period, the report did argue

that no evidence existed of an intensified decline in

consumption during the period of numerous anti-smoking

broadcast commercials (1968-1970) or moderated with the

removal of broadcast cigarette advertising (after 1971).15

A demand function regression estimate for cigarette

consumption from 1950 to 1970 also found health scare dummy

variables to have a highly significant effect, and greater

impact in deterring demand than did promotional cigarette

advertising in stimulating demand.16 Thus, it was predicted

that removal of broadcast cigarette advertising would likely

have little effect, and perhaps even a negative effect, on

cigarette demand due to the subsequent lack of anti-smoking

messages.17 An analysis of consumption data uncovered that

per capita cigarette consumption actually increased

following the broadcast advertising ban.18

The impact of the 1977 saccharin warning has been

examined through multiple regression analyses of syndicated

grocery store sales data of diet and regular soft drinks,

diet soft drink advertising expenditures, pertinent news

events, retail pricing, and seasonality; the warning label

was associated with a slight reduction in sales of diet soft

drinks. A time series analysis (February, 1974 to July,

1980) uncovered that unit sales of diet soft drinks

decreased in terms of annual average growth rate from 17.2%
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in the 1975-1977 period to 1.8% in 1980, while regular soft

drink sales rose 3% to 6% over the entire period.19 Again,

lower educated households increased consumption while the

consumption level in college-educated households remained

virtually unchanged.2°

An extension of this study covered the period from 1974

to 1983 in an attempt to examine the potential for a "life

cycle” of the saccharin warning label. No evidence of a

decay in "effectiveness" occurred, however, based on the

small but sustained reduction in diet soft drink sales

associated with the warning implementation.21

A market tracking study of the largest selling brand of

estrogen also revealed a slight decline in sales following

the inclusion of warning inserts in packages required by the

FDA in 1977.22 Such consumption studies, however, fail to

examine direct communication effects. Warning information

impact upon aggregate purchase behavior does not address

individual perception and comprehension of the information.

Warnings are not necessarily intended to completely dissuade

purchase behavior, but rather alter manner of product usage.

FDA survey research regarding patient package inserts

(PPIs), required by the FDA in oral contraceptive and

estrogen packages, did examine some communication variables

and reported that 95% of oral contraceptive users read the

insert initially, to obtain general information, and 54%

were able to recall the most serious warning regarding blood
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clotting.23 An experimental study of PPIs for hypertension

drugs uncovered 67% readership of the insert and an average

information comprehension level of 69%; the most commonly

missed items on the comprehension test dealt with effects on

pregnant and nursing women. Education was positively

associated with self-reported compliance with the PPI

instructions.2‘

Nutrition and Ingredient Labeling

The FDA and FTC food labeling formats require that

ingredients be listed in descending order of prominence, and

that nutrition information and percentages of significant

ingredients be specified in food product labels. These

requirements are based on both the presumption that public

health is contingent upon "good eating habits" and the

consumer right to information.25

Survey data regarding ingredient and nutrition labeling

information report consumer usage, yet experimental data

fail to concur. A 1978 FDA consumer food labeling survey

revealed that 41% of consumers used labels for ingredient

information and 22% for nutrition information; furthermore,

54% read ingredient listings in order to avoid certain

substances, indicating health hazard concerns.26 Nearly 70%

of consumers surveyed in the Philadelphia area reported

seeking information from package labels; younger and more-

educated consumers were more likely to do 30.27

Furthermore, 63% of respondents rated such information as
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either very or extremely important.28 In a similar survey,

conducted in New York, 91% responded favorably when asked if

nutrition labeling on products was needed.29 Consumers have

also reported a willingness to pay for nutrition

information. 3°

Experimental research, however, uncovers little use of

ingredient and nutrition information on labels. Nutrition

labeling was found to have an insignificant impact on

preferences for a canned vegetable, although perceptions of

"wholesomeness" and "tenderness" were influenced

significantly.31 Labels stating nutrition values in vague

terms had no effect whatsoever, while more detailed labels

were used by some consumers.32 Such labeling had no

significant main effect, however, on consumer nutrition

perceptions of bread, as color was apparently used as a

surrogate for nutrition.33 Overall, consumers have been

found to devote only a negligible proportion of prepurchase

search to actually acquiring nutrition information.34

Highly-educated consumers who plan meals in advance and

consider themselves knowledgeable about nutrition tend to

demonstrate greater nutrition label use.35

In a closed-ended local consumer survey designed to

determine reasons for not using nutrition labeling, 79%

reported an absence of need based on abilities to select

nutritious foods without label information. Others

reported a lack of time (43%) and buying particular brand
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names regardless of nutritional considerations (39%).

Perceived inability to use the information was reported as

well, due to a lack of knowledge about nutrition and

confusion experienced from reading the labels.35

Miscomprehension as a function of education, was found

to impact on label use.37 Only 10% of consumers in the FDA

survey reported understanding ”U.S. RDA,” a necessity for

understanding nutrition information.38 Words such as

"riboflavin" and ”polyunsaturated” were confusing to nearly

all respondents and "the plight of the socially and

educationally deprived is obviously far worse."39 When

asked to assess the nutrient values in an entire box of

cereal (requiring the multiplication of nutrient value per

serving by number of servings), only 51% of subjects could

do so correctly.‘o Thus, apparently "the vast majority of

consumers neither use nor comprehend nutrition information

in arriving at food purchase decisions.“1

Inefficiency of Providing Information on Labels
 

While little knowledge regarding the use of warning

label information may be gleaned from past research, studies

dealing with nutrition and ingredient information suggest

that product labeling may be an ineffective mode of

information provision, particularly for less-educated

consumers. As noted earlier, consumers tend to desire

product information, and many purport to use it, yet

underutilization is apparent from experimental evidence.
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Furthermore, according to the 1978 FDA survey, 27% of

consumers found some confusion with product labels,‘2 and

those consumers in greatest need of product information (low

education, low income) tend to benefit least from labeling.

The existence of a hierarchy-of-effects has been

supported when analyzing consumer responses to

disclosures. Awareness and comprehension usually precede

any behavioral impact that product information disclosures

might produce.‘3 Warning information, therefore, may have

no effect on product usage if such messages are not first

perceived and comprehended by the consumer.

Thus, consumers may not act as rationally as the

government presupposes with respect to information seeking.

Product information may be gained largely through passive

techniques. As a matter of public policy, the

mere provision of information may be insufficient, as

transmission is of greater concern. Placing information on

packaging assumes that ”the consumer wants, will acquire

and, having acquired, will adequately understand and use the

information in question."“ If consumers are, indeed, more

passive in information-seeking behavior, relying largely on

internal search mechanisms, product labeling may be an

inefficient means of information transfer. Other

transmission modes require evaluation to determine how to

more effectively transfer warning information.
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Warning Information Provision in Advertising

Advertising may represent an optimal vehicle for

conveying product safety information and creating awareness

of potential product hazards. The only consumer product to

date, however, for which warning information is required

under a consent decree to appear in advertising is

cigarettes. The issuance of a requirement that a health

warning appear on cigarette packages and later in

advertising stemmed from a rule originally proposed by the

FTC, following public health group surveys released in the

1950s indicating a cause-effect relationship between smoking

and lung cancer. The 1964 Surgeon General report

concluding that cigarette smoking was a health hazard of

sufficient importance to warrant remedial action led to the

FTC announcement of a proposed trade regulation rule

requiring warning labeling on all cigarette packaging and in

all advertising.45 The FTC action was based on the notion

that cigarette advertising was misleading under the Wheeler-

Lea Amendment definition which states:

. .extent to which the advertisement fails to

reveal facts. . .material with respect to

consequences which may result from the use of the

commodity. . .‘5

Congressional oversight power affords Congress control

over administrative agency actions; this power was exercised

against the FTC cigarette rule due to profuse Tobacco

Institute lobbying. Lengthy hearings regarding the

substance and wisdom of the FTC action resulted in



33

legislation negating the FTC rule and removing FTC

rulemaking power in the cigarette advertising field.“7

Following health group complaints and subsequent

Congressional hearings, the Cigarette Labeling Act was

adopted requiring a warning to appear on packaging."8

A review of the 1965 Congressional hearings regarding

cigarette warnings reveals that only one marketing

professional testified, claiming that advertising was not

expected to be impartial, and that the purpose of

advertising is not to relay negative product information.49

. . .I cannot help but view mandatory warnings in

advertising as basically incongruous and at odds

with the traditional and accepted role of

advertising in our economy. This role is to remind

consumers of the advertised product’s virtues and

benefits, whether tangible or intangible. In the

case of cigarettes, of course, the benefits are

intangible: taste and psychological satisfaction.5°

Other included statements by marketing academics

supported the notion that such a requirement would "create

a precedent that could cause considerable confusion in

consumers’ minds as to the function of advertising and its

meaning"51 and that "favorable promotion of the advertised

brand is the very purpose of the advertising expenditure."52

Furthermore, speculation arose regarding potential consumer

assurance that other products were risk-free due to the lack

of advertised warnings.53

Congress obviously agreed that the use of advertising

was not a proper channel through which to disseminate

warning information, yet based apparently on the remarks of
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these marketing professionals and members of the tobacco

industry, rather than communication effectiveness analyses.

Thus, advertising was dimissed as a mode of transmission

without scientific evidence of its potential impact.

An FTC consent order was signed in 1972 in which

cigarette manufacturers agreed to place the warning message

in print advertisings‘ (as mentioned, advertising had been

banned by Congress from the radio and television media

beginning January 2, 1971, precluding analysis of the impact

of broadcast warning messages).55 A system of four labels

expressing more specific warning information is scheduled to

be rotated on cigarette packaging beginning October 12,

1985,56 emphasizing serious health risks, lung cancer, heart

disease, emphysema, pregnancy complications, fetal injury,

and the presence of carbon monoxide.57 According to the

Coalition on Smoking or Health, an anti-smoking group, while

25% of teenaged boys and 40% of teenaged girls reportedly

smoked cigarettes in Sweden in 1977, the year a similar

rotating label system began, these figures were reduced to

21% and 33%, respectively, by 1980.58

Thus, a lengthy process, controversial in nature,

preceded the only advertising warning requirement ever

established. An FTC trade regulation rule was proposed

regarding warnings in over-the-counter (OTC) antacid

advertising, due to the following FTC contentions:

(1) consumer knowledge of adverse effects was low, (2) many
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consumers fail to read or continue to read labels, and

(3) many rely primarily on advertising as an information

source.59 Termination of the rule, proposed in the mid-

1970s, was recommended by the commission, however, on

July 1, 1984,80 based on the establishment that the

"failure to disclose in advertising warning information

contained on antacid labels is neither deceptive nor

unfair."61 Furthermore, the warning was determined to apply

to only a minority of consumers.62 OTC drug manufacturers

do voluntarily include a "use only as directed" disclosure

in advertising.63

Past Research on Warninga in Advertising

Few experimental studies were located that have

dealt specifically with including warning information in

advertisements, three of which stemmed from the FTC antacid

warning proposal. Medium of transmission, other independent

variables manipulated, and dependent measures differed

across the studies (see Table 1).

In a study designed to test advertising information

impact on increasing the reading of in-store and package

label drug warnings, subjects were exposed to television

c0mmercials for OTC antacids, advocating in-store warning

examination in an audio-visual format. Recommendations

were either general or concrete, depending upon the level of

specificity of the wording, and "package object" or "shopper

"

demonstration, depending upon the visual elements
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Table 1.

Product

ASl Antacids

lilliaos Antacids

Ford 1 Kuehl OTC Drugs

lright Antacids

Horris, Brinherg,

& Pliopton Prescription

Drugs

36

Hedius

Television

Magazine

Hagazine

Television

Print

EXPERIHENTAL RESEARCH ON HARNINBS IN ADVERTISING

Other

Hanipulated

Variables

Press Release

Exposure

Hessage Specificity

Drug Type

Type Size

Hessage Specificity

Visual Depictions

lnforsation Aeount

Source

Placeeent

Dependent

Measures

Recall

Product Saiety

Perceptions

Credibility of

Advertiser

Purchase Intent

Product Safety

Perceptions

Generalizability of

larning

In-store Label Reading

ln-store Sign Reading

Knouledge

Beliefs

Attitudes
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depicted. No significant main effects occurred regarding

package inspection, while a significant difference did

result between exposed subjects and a control group with

respect to subsequent in-store sign reading.°4 Although

direct warnings were not included in the tested

advertisements, results did suggest that advertising may

have had some impact on behavior regarding warnings, or that

the message in the advertisement was noticed.

A second study used a 3 x 3 latin square design

manipulating drug type, warning message specificity, and

type size in print advertisements for three OTC drugs (Di-

Gel, Contac, and Excedrin). Message specificity was

operationalized through including a general statement to

read label directions, a general instruction to read

warnings on the label, and a specific warning directed at

individuals with health problems. A post-exposure

questionnaire, testing subjects for information regarding

the perceived safety of the drug and generalizability of the

warning across the product category, found drug type

differences to be significant for perceived safety, and

warning type significant for generalizability of side

effects.65 Although the authors concluded that the results

failed to support the notion that embedding such warnings

will alter existing consumer perceptions of OTC drug

products,66 this conclusion may be premature. Not only

were consumers exposed only once to the message, neither



38

pre-exposure product beliefs nor product interest were

measured. Furthermore, no control groups were used to

determine warning impacts against a no warning condition.

In an experimental study conducted to determine the

impact of a warning message in an antacid advertisement on

attitudes toward product safety and purchase intent, groups

were exposed to print advertising with and without a warning

message. Two additional groups received warning exposure

treatment following exposure to press releases; one release

revealed the FDA and Health Research Group opinion regarding

the dangers of Alka-Seltzer, while the second carried the

Miles Laboratories contention that such danger information

was false.°7

Each group was questioned about perceived product

danger, advertiser credibility, and purchase intent in a

pre- and post-exposure test. While no attitudinal

differences toward perceived danger of the product or

perceived advertiser credibility occurred without a warning

message in the advertising, perceived danger rose

significantly for those exposed to the advertisement with

the warning; purchase intentions did not differ

significantly for any brand. When forewarned of product

danger, through the negative press release, advertising had

no significant impact on perceived danger, as this

perception had been significantly altered prior to

advertising exposure.68
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These findings do indicate the potential for

advertising to communicate warning information. Following a

one-week lapse, perceived product danger returned to near

its pre-exposure level.69 This return to initial perceived

danger level may be unlikely in reality where print or

broadcast advertising might continually transmit the

warning. The lack of purchase intention change may have

been attributable to the fact that the warning concerned

harmful effects to "persons with serious stomach

disorders;"7° this message may have been irrelevant to

most subjects.

In a study presented to the FTC, two direct warnings

were inserted into 30-second antacid television commercials

using both a video and an audio-video format, as well as a

control advertisement with no warning. Of subjects

exposed to the audio-video disclosure, 63% remembered one or

both warning messages with aid, while 28% recalled one or

both warnings unaided; this unaided figure was reportedly

close to that for the selling message in the

advertisement. Furthermore, communication of sales—

oriented copy points and registration of correct brand name

were almost identical among the tested commercials, implying

that the advertiser’s message was not overwhelmed by the

warning.71

Although prescription drug advertising has historically

been directed at physicians, prescription drug manufacturers

have expressed interest in advertising directly to
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consumers.72 Thus, the final experimental study in this

area examined student reactions to print advertisements for

fictitious acne and back pain remedies. Source (leaflet or

magazine), amount of risk and benefit information (based on

number of sentences), and information placement (integrated

or separated) were manipulated, and knowledge, risk/benefit

beliefs, and attitudes were obtained following exposure.

Overall, drug type acted as a primary determinant for

information processing, since other manipulated variables

were interpreted within the context of one drug type or the

other. Risks for the acne medication were perceived as

overemphasized, while risk information was valued for the

pain reliever.73 Results from this study must be

interpreted cautiously, since prescription drug

advertisements are not presently directed toward consumers

causing high artificiality of the treatments.

Each aforementioned study involved only one exposure,

taken out of the context of the surrounding media, and

measured immediate responses, thereby limiting the validity

of the results. Yet while methodological questions might be

raised regarding these studies, they represent the only

experimental research to date attempting to test warning

communication in advertising. Findings do indicate the

positive communicative potential for advertising warning

messages.
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Conclusions from Previous Related Research

At present, little empirical justification exists for

policy recommendations or actual decisions to mandate

advertised warnings in any form by law or regulation;

labeling decisions in this area have been based largely on

assumptions that warnings will have an appropriate impact on

consumer behavior." Yet when the government establishes

information standards or requires the disclosure of

information to consumers, it must insure that the

information is noticed, comprehended, and used by

consumers.75

The government advocates a safe and "informed"

consumer, yet present warning information provision methods,

namely product labeling, are largely underutilized by

consumers; other modes of information transmission require

examination. Because of the sparse body of research

regarding the communication effectiveness of warnings in

advertising, and warning information in general, further

research must be conducted before any type of policy in this

area can be advocated. Potential benefits from the use of

warnings in advertising advocate their inclusion, yet

published empirical research which might lend support to

this notion is virtually absent. The few studies that have

been undertaken have shown potential positive impacts.

Therefore, further experimental research is necessary to

help determine communication impacts.

5
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Research is needed to uncover both how to effectively

design and evaluate informational programs.78 Variables

that require experimental manipulation include: the type of

warning message, whether concerning inherent product

characteristics, particular users, or usage situations, the

medium used to convey the information, the size of the

warning message relative to the size of the advertisement,

with respect to both print and broadcast advertising, and

the severity of the wording in the warning message.77 Such

variables should be concisely operationalized and rigorously

tested so as to design warning messages that both prevent

miscomprehension and facilitate information transfer.

T eoretipal Literature
 

Consumers may derive benefits from the inclusion of

product warnings in advertising, yet any benefit presumes

attention to and comprehension of advertised warnings.

Although several models of response to advertising

communication have been proposed, most begin with the

element of awareness,78 implying the importance of achieving

attention to and comprehension of the message. To be at all

effective, warning information in advertising must also be

transmitted so as to create awareness of the product risks.

Once the information is effectively transmitted, consumers

may make informed decisions regarding product usage. Thus,

specific cognitive reactions of consumers to warnings in

advertising must be examined.
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While past research on warning messages analyzed

important variables, theoretical connections that might help

predict consumer response patterns were largely ignored. A

review of related literature regarding consumer information-

processing, media and product involvement, and negative

information in persuasive communication may help predict

consumer responses to warnings in advertising.

Consumer Information Processing

The information processing perspective of consumer

behavior posits that consumers faced with the need to make a

purchase, search for and are exposed to information about

product and brand alternatives; perceive, comprehend, and

encode the information; store the information in their

memories; evaluate the product or brand alternatives; and

finally make a decision.79 Thus, man is assumed to be an

active receiver of product information.

More specifically, information-processing theory

assumes that cognitively active information receivers

typically experience a series of stages when presented with

a stimulus, such as a product label. Incoming information

is represented in active or short-term memory (STM) and may

stimulate activation of previously processed object-relevant

thoughts, or retrieval, while rehearsal of information leads

to storage in long-term memory (LTM).80 A "levels-of-

processing" approach has postulated that retention of
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information is a function of the depth of processing present

which in turn is determined by attention to the stimulus,

compatibility between the stimulus and existing cognitive

structures, and available processing time.81

Both an internal search and an external search may be

undertaken by consumers with respect to decision-making.82

An internal search involves retrieving information stored in

memory from past product experience or encounter and from

passive advertising message reception; conversely, an

external search requires active seeking of new information

about the product.83 Information sources may be marketer-

controlled, such as advertising, packaging, sales promotion,

and personal selling, or nonmarketer-controlled, including

word-of—mouth, impartial ratings, and personal consumption

experiences.3‘ As previously mentioned, the "passive"

perspective of audience processing regards consumers as

possessing little commitment to products and engaging in

little pre-purchase information-seeking behavior.85

These two ideas regarding how consumers utilize

advertising, either active information-processing or passive

reception, are analogous to the traditional perspectives of

communication receiver activity levels; print media have

been considered to be processed "actively" and broadcast

"passively," particularly in terms of advertising

information. The "active audience" view of advertising

effects stemmed from what was originally nonadvertising
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media research that pointed out the limited persuasive

powers of the print media due to selectivity practiced by

audiences.86

Processing of Broadcast Inforaation

Television advertising has been suggested to

result in passive learning from audience members since

they are typically in a relaxed, "low-drive" state.87

Because broadcast television may best be termed a "low-

processing" medium, attempting to transmit warning

information via this medium might be questioned. The

optimal method of televising such information for the

passive consumer must be derived. Presentation of warnings

in broadcast television advertising may be in audio, video,

or audio-video form.

Psychological research regarding mode of information

transmission and memory has consistently found auditory

presentation of information to result in superior recall

relative to visual presentation for nouns, nonsense

syllables, and numbers.88 Auditory information has also been

more effective in recognition tests.89 Combined visual-

auditory presentation was also found to be superior to

visual-only presentation, but slightly inferior to auditory

only presentation in information recall.90

Yet, such studies utilized predominantly nonsensical

information. Transmission mode apparently interacts with

the difficulty of a meaningful message transmitted. When
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subjects were presented with an easy- or difficult-to-

understand message in a written, audiotaped, or videotaped

mode, greater comprehension of a difficult message occurred

in written form.91 Comprehension did not differ

significantly across modes, however, for an easy message.92

Combining modes was found to facilitate recall.

Information cues occurring simultaneously in audio and video

channels have been found to be more likely to be stored in

long-term memory than cues presented in only one form for

news stories.93 Greater audio recall occurred and lower

visual recall under conditions of audio-visual redundancy in

newscasts, however, indicating greater audience focus on

audio cues in processing broadcast information.9‘

Immediate recall measures following exposure to

televised commercials, however, revealed that video events

(picture, print) were recalled more often than were audio

events (voice, sound) in a laboratory setting. More

specifically, picture portions of the message generated

highest recall, followed by print, voice, and sound in that

order. Again, coordination of audio and video elements

tended to amplify recall.95

Warnings in broadcast television advertising

would compare more realistically with a disclaimer as

opposed to a major element in the commercial. When

disclaimers in children’s commercials were studied, in fact,

the audio—visual disclaimer format was similarly found to be
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much more effective in correcting misleading impressions

than was a video only message.96

A content analysis of children’s television

commercials, however, found that 22% contained an audio

disclaimer, 11% a visual disclaimer, and only 8% both audio

and visual.97 A second analysis found that of the total

number of children’s commercials with disclaimers, 60.5%

used an audio form, 30.2% video, and 9.3%, or even fewer,

both audio and video,98 apparently the most effective

format.

Although mode-of—transmission for disclosures in other

commercials has apparently not been examined in depth, in a

study of video disclaimers, students were found to recall

less than two percent of disclaimer information as compared

to approximately 50 percent of non-disclaimer information.99

When sensitized to the potential inclusion of disclaimer

information, recall was increased, but still achieved a

level of only 20%.100 Thus, video disclaimers were

ineffective in producing attention and comprehension of the

information.

National Association of Broadcasters (NAB) guidelines

allow for "overt references" directing consumers to "read

directions" and "use only as directed" to appear in audio or

video form in televised OTC drug advertising,”1 and the FCC,
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which regulates how televised disclaimers are displayed,

requires that video disclosures:

.be given in letters of such sufficient size

to be readily legible to an average viewer, should

be shown against a background which does not

reduce its legibility, and should remain on the

screen long enough to be read in full by the

average viewer.”2

Audio transmission of warning information, either

alone or in conjunction to video transmission, may be

necessary to effectively achieve attention and message

comprehension in the consumer. Television may be watched,

but not actively "read" by a consumer in a passive state.

Therefore, greater recall of warning information should

occur following audio-video and audio-only transmissions

relative to a video-only disclosure.

Prodact Relevance and Inforaation-Procaasing

Perhaps equally as important as the media variable in

determining both attention and the manner in which

advertising information is processed is consumer involvement

with the advertised product. Ego-involvement was originally

explicated as the degree to which an object is

motivationally relevant to the individual, or the

psychological commitment associated with the object. Ego

development consists of forming stable ties with physical

and social surroundings, and individuals strive to maintain
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the stability and balance of such ties, with involvement

often derived from the values or norm system of an

individual.”3

Marketing definitions of product involvement,

importance, or relevance, commonly derived from notions of

ego-involvement, generally refer to the centrality of the

object in an individual’s ego structure or relation to

central values.1°‘ Cognitive processes have been found to

become activated when an individual is confronted with an

advertisement which he perceives as relevant to an impending

decision.”5 A key factor in determining the amount of

attention a consumer pays to a communication is whether or

not it has pertinence to the consumer.”8 Subjects were

found to exhibit a tendency to expose themselves to relevant

information while showing little interest in irrelevant

information.”7

Thus, cognitive processing at a deeper level is more

likely to occur when an advertised product is of particular

importance to the receiver.”8 Increased involvement has

been found to facilitate information-processing.log

Conversely, minimal prepurchase information is necessary for

low-commitment products and, therefore, the pervasiveness of

advertising may be sufficiently powerful to initiate a

behavioral response.11°

Product interest has been found to result in greater

recall from print advertisements, although no significant

differences occurred in televion commercial recall based on
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involvement.111 Yet, the message which contains subject

matter of interest to a recipient should stimulate higher

involvement in the recipient regardless of the medium in

which it is communicated.112

Thus, notions from the study of product involvement

imply that warning information will be attended to if the

product advertised is relevant to the consumer. Yet product

warnings present a specific instance wherein the information

presented does not concern positive product attributes.

Literature regarding negative information suggests laaa

impact may occur when the advertised product is relevant to

the consumer.

Response to Negative Information

Although marketers have long been interested in the

value to consumers of product information, little research

has focused on the impact of negative product information in

advertising. Negative information has been defined as the

presentation of output that somehow denegrates the object of

the message.113 Such information may be transmitted through

advertising in the form of fear appeals, two-sided appeals,

corrective information and other forms of affirmative

information disclosure, and comparative and

counteradvertising appeals.11‘ As mentioned, information

warning consumers of possible hazards inherent in or

associated with use of a product might also be considered
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negative information. In order to assess the effectiveness

of including product warnings in advertising, the potential

consumer response to exposure to negative product

information through mass media channels must be determined.

Two reactions toward the advertised product may

logically occur: the warnings may arouse fear in the

consumer, or the information may be considered by the

consumer as a negative product attribute, contributing to a

negative product perception. Both responses lead the

consumer to focus upon a negative aspect of the product or a

risk associated with its use; consequently, the consumer may

experience psychological tension, particularly if the

product is highly valued.

Psychological Tension

According to theories of cognitive consistency,

equilibrium among the cognitions of an individual is a

necessary state. The basic consistency assumption maintains

that an imbalanced set of cognitions is associated with

tension and the subsequent arousal of forces to restore or

attain balance.115 Thus, individuals tend to accept only

those notions that are consistent with their beliefs and

attitudinal predispositions in order to maintain a state of

psychological balance. Consistency theories assume that

alignment among beliefs, attitudes, and behaviors is

desired.115
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Cognitive dissonance, perhaps the most refined of

consistency theories, states that two cognitions ”. . . x

and y are dissonant if not-x follows from y," and cognitive

dissonance is an antecedent condition that leads to activity

to reduce the condition. Upon experiencing cognitive

imbalance, or dissonance, an individual is assumed to either

accept the imbalance, alter his beliefs, attitudes, or

behavior, or avoid, disregard, or fail to retain the

discrepant information.*17

Thus, communication messages inconsistent with the

attitudes or behavior of individuals may lead to ignoring or

disregarding the information, while messages in accord

with the cognitions of the individual will more likely be

perceived. Negative product information inconsistent with a

consumer’s prior beliefs, attitudes, and behaviors may be

selectively screened in this manner.

The greater the value of the cognitions, the greater is

thought to be the dissonance resulting from inconsistency.

"If two elements are dissonant with one another, the

magnitude of the dissonance will be a function of the

importance of the elements."113 The strength of pressure to

reduce dissonance, therefore, is a function of the magnitude

of the dissonance. Thus, the "importance" of the elements,

previously described as leading to deeper information

processing, may result in greater selective reactions when

information is negative.
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Selective Reactiona

Selectivity in exposure and attention to, and

perception and retention of information act as defense

mechanisms to combat inconsistent stimuli. When exposure is

voluntary, the individual will likely expose himself only to

those messages in accord with his predispositions. These

messages will also receive greater attention. Individuals

seek out information that supports or reinforces previous

beliefs and avoid challenging information.119

Under conditions of involuntary exposure to a

persuasive communication that "forcibly” produces

dissonance, one might erroneously interpret the material or

attempt to abolish it. Involuntary exposure has been

equated with broadcast advertising messages.12°

Studies of involuntary exposure to propaganda have

found that in order to avoid either defending one’s self or

admitting error, an individual may evade the issue

psychologically by simply not understanding the message,

through a conscious or unconscious evasion.121 The message

may similarly be made invalid by claiming exceptions or

referring to it as "just a story."122

This type of evasion or defense mechanism is likely

mediated by seriousness of threats to the ego-structure, as

selection in forgetting discrepant messages has been found

to be a result of attitudinal factors when opinions are

enduring since stresses arise from the ego field.123
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Product warnings have been predicted to be ignored due to

such selective defenses: "Smokers will not ’hear’ or see

the warning; they will ’hear’ or see only the pleasant

smoking ideas which they want and expect to ’hear’ and

see.’"124

Counterargumentaand Reactance

Another possible defense against discrepant

information, or psychological anxiety arousal, involves

discounting the impact of the inconsistent messages through

counterargument or reactance in opposition to the message

presented. An individual opposed to a particular issue is

thought to rehearse his own arguments when presented with

propaganda advocating the issue.125 Counterarguments are

activated when a discrepancy is noted between incoming

information and the existing belief system.126

The cognitive response approach to studying attitudes

maintains that an individual generates cognitive responses

when exposed to a persuasive message that determine

acceptance or rejection of the information. To the extent

that communication evokes antagonistic cognitive responses,

or counterarguing, the individual will disagree with the

communication.127 Consistent with the notion of involvement,

the tendency for individuals to counterargue discrepant

information should be a function of the central importance

of the issue.
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Reactance theory predicts not only counterargument, but

actual behavior in the opposite direction of that advocated

by the communication.128 Threatening to restrict one’s

freedom to act as he chooses is posited to result in

psychological reactance to reestablish the threatened free

behavior.129 Warnings have also been predicted to result in

such "boomerang" reactions.13°

A warning in advertisements could. . . cause many

teenagers to identify smoking with rebellion.

Such identification may assist in the development

of a new group of smokers, attracted by smoking as

an opportunity for defying authority.131

Again, such behavior would logically be a function of

relevance of the product to the individual.132

Analyzing Reactions to Negative Persuasive Messages

Past marketing and advertising research has examined

the impact of fear-evoking appeals; the context, however, is

usually one in which the product advertised is presented to

alleviate the fear. Research has also dealt with two—sided

appeals, wherein both positive and "negative" product traits

are included, although "negative" aspects are generally mere

limitations of the product. Psychological and sociological

research has similarly examined such appeals, usually as

techniques associated with persuasion.

Dependent variables measured in this research were

predominantly attitudinal or behavioral. As mentioned,

perception and comprehension of the information, conversely,

are the primary goals of communicating warning information
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through advertising; subsequent affective responses and

decisions regarding the product are left to the consumer.

Although the past variables studied are not directly

comparable to product warning information, and the primary

variable measured is attitudinal, an analysis of this

research should provide some indication of the potential

consumer reaction to including such information in

advertisements. A likely framework from which to analyze

these reactions is issue or product relevance, since, as

mentioned, this variable tends to mediate information—

processing.

The two broad areas of research wherein exposure to a

persuasive communication might be analogous to exposure to

an advertisement containing a product warning, fear appeals

and two—sided appeals, require examination with topic

relevance as a potential mediator. Reactions to negative or

contrary information should be a function of anxiety based

upon relevance of the issue to the audience. Because

exposure is involuntary in experimental settings,

selectivity in perception and retention is expected from the

dissonance model, as opposed to exposure selectivity.

Counterargument is also expected based on the notions of

cognitive response and reactance theory. Overall, such

negative appeals are predicted to have a strong impact on

those for whom the topic of the appeal is irrelevant and a

weak, if any, impact on those for whom the topic is

important.
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Fear Appeal Research

The emotion of fear has long been intuitively thought

to provide a tool of motivation for persuasion, specifically

in changing attitudes and behaviors. The marketing

discipline, however, has tread warily in the area of fear

appeals, perhaps because research regarding the benefits of

arousing this emotion has produced equivocal results.

The persuasive message in a fear appeal usually focuses

on anxiety arousal and then presents a recommendation for

reduction of the emotion or avoidance of the situation in

the future. Fear appeals used in persuasive communication

messages typically associate undesirable practices with

negative consequences or associate desirable practices with

the avoidance of negative consequences; once the association

has been made recommendations are presented to avoid the

potential negative consequences.133 Marketers using a fear

approach generally attempt to induce anxiety and then

promote the use of the advertised product as a tension-

reduction method.

Two major theoretical frameworks have been developed

from past research on fear appeals, including: "defensive-

avoidance," which predicts a curvilinear relationship

between level or fear appeal and effectiveness of the

' predicting a positivemessage, and "parallel response,‘

relationship between these variables. (Although some

research found no relationship between fear level and
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communication effectiveness, this may have been due to an

insufficient manipulation of fear arousal.13‘) While

findings supporting each of these frameworks appear

contradictory, they tend to align more closely when

analyzed from the aforementioned relevance/tension-arousal

perspective.

Curvilinear Relationship

The arousal of fear in a persuasive communication

context was first examined with the assumption that

emotional tension would induce motivation to accept

reassuring recommendations presented by a communicator.

Those reactions observed during patient psychoanalysis-—

inattention, aggression, or defensive avoidance-~were

hypothesized to ”occur among normal persons" following

exposure to a threatening communication.x35

Three ”intensities" of fear in a communication

regarding dental hygiene were presented to high school

students via lectures with accompanying slides, with no

significant differences found among the three experimental

groups and a control group regarding amount of information

acquired. Attitude change, however, or conformity to the

recommendations presented, was greatest for those exposed to

the communication with the least amount of fear-arousing

material and the strong fear appeal group failed to differ

significantly from the control group; thus the overall
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trend suggested that "as the amount of fear-arousing

material is increased, the conformity tends to decrease."136

Furthermore, when presented with "counterpropaganda,"

information in conflict with that presented in the lectures,

the minimal appeal group demonstrated the greatest

resistance to acceptance. Therefore, the following

proposition was advanced:

When a mass communication is designed to

influence an audience to adopt specific ways or

means of averting a threat, the use of a strong

fear appeal, as against a milder one, increases the

likelihood that the audience will be left in a

state of emotional tension which is not fully

relieved by rehearsing the reassuring

recommendations contained in the communication.137

Results could only be considered as representing

"defensive avoidance" since they failed to be described by

either of the other two perspectives (inattention or

aggression). Yet, the notion of residual tension leading to

future avoidance of the information does align with the

tension-reduction element of the dissonance framework.

Subsequent research supported the relationship between

level of fear and communication effectiveness. Comparing

personality differences utilizing the same data set, high-

anxiety students exposed to the strong fear appeal showed

significantly less change or conformity than did low-anxiety

students and were also markedly more resistant to

counterpropaganda. Under the minimal threat condition,

however, high—anxiety subjects showed a greater amount of

attitude change. Under minimal fear conditions, the fear
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arousal in high-anxiety subjects apparently produced a

greater facilitating effect in accepting the communication,

while under strong fear arousal, the anxiety produced a

greater message interfering effect leading to the avoidance

motivation.133 Thus, personality variables had an impact on

reaction to fear-arousing material, lending support to the

idea that topic relevance to individuals may also intervene.

Similarly, "avoiders" were distinguished from "copers"

based upon responses to a sentence completion test as either

predominantly related to self-needs and emotions (copers) or

unrelated to the self (avoiders). Avoiders were predicted

to better accept a minimal fear communication since it would

be closer to neutral information, while the strong appeal

was hypothesized to receive greater acceptance from

copers.139

The net effect, or difference between subjects

demonstrating positive conformity to dental hygiene

suggestions and those showing negative conformity, of both

the strong and minimal appeal was insignificant between the

groups. Both lectures were ineffective with copers, a

finding in accord with the ineffectiveness of fear

communication with low-anxiety personalities, and avoiders

did consistently react more favorably to the minimal fear

appeal, supporting the notion that defensive reactions may

occur.140

Yet although earlier research had suggested the

inability to recall recommendations as associated with
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strong fear appeals, and, in fact, the explanation for the

failure of such appeals as persuasion tools, this hypothesis

was not substantiated by differential recall of content

among groups in this study. Such equivalent recall

suggests both attention and retention of the messages; thus,

disbelief of the statements or counterarguing may have

occurred to result in the lack of conformity.

The defensive-avoidance explanation of fear appeal

reactions was also examined by analyzing responses during

exposure to communication, to determine if resistances were

mobilized at the time of fear arousal. Adult volunteer

subjects were exposed to a taped communication message from

medical authorities regarding heavy cigarette smoking and

cancer in both high and low threat conditions, with an even

distribution of heavy and light smokers and nonsmokers

across the two fear conditions.”1

The two conditions resulted in significantly different

amounts of rejection statements made (strong fear group >

weak fear group) and paraphrasing statements about harmful

effects of smoking (strong fear group ( weak fear group).

Rejections indicated clear-cut objections to the

communication, while the lack of paraphrasing suggested an

inhibitory tendency toward the communication, implying that

the more strongly fear is aroused by communication, the more

motivated the individual will be to avoid responses and
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thoughts that would lead him to focus on or recall the

arguments presented.”2

When a relatively high level of fear is

induced by the warnings presented in a persuasive

communication, the recipients will become motivated

to develop psychological resistances to the

communicator’s arguments, conclusions, and

recommendations.”3

An inverted U-shaped curve was subsequently postulated

as best describing the relationship between level of

emotional arousal and cognitive response.144 Empirical

evidence, however, had failed to reveal a decrement in

attention, comprehension, or learning at high levels of fear

arousal; only acceptance of communicated recommendations fit

the inverted U-shaped curve. This may suggest that

selectively perceiving or counterarguing the information, as

opposed to inattention or selective retention, are the

mechanisms practiced by those experiencing tension. The

message may be recalled, yet not believed or supported so as

to affect acceptance of communicated recommendations.

In these early studies that revealed a curvilinear

relationship between fear and effectiveness, the topic

under investigation was dental hygiene, undoubtedly a matter

of some relevance to all. Teeth and gums were thought to

represent an important component in the average person’s

body image; thus, "one could reasonably expect the audience

to be fairly responsive to variations in content."145 While

information acquired was not significantly different among
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groups, interest was higher for the strong appeal group,

suggesting the importance of the issue to the subjects.

Therefore, the defensive reaction may have occurred due

to the relevance of the issue to the subjects involved.

Anxiety would be expected to be higher in individuals for

whom the topic is relevant. Smokers were found to be more

resistant to recommendations than were nonsmokers in the

study on cigarette smoking, as significantly fewer

acceptance statements occured on the part of smokers during

exposure.”6 Again, this finding suggests the possible

impact of relevance as a mediating factor in response to the

communication.

Positive Relationship

While such evidence of a curvilinear relationship

between communication effectiveness and strength of fear

appeal has been provided, the preponderance of experimental

research regarding these variables has uncovered a positive

relationship suggesting that fear acts as a facilitator

rather than an inhibitor in persuasive communication. When

analyzed from a relevance perspective, however, the

relationship tends to become curvilinear.

High-fear communications were found to produce more

favorable attitudes toward obtaining tetanus shots than did

low fear communications, but actual behavior did not differ

and occurred only when specific instructions were

provided.“7 The issue of tetanus shots, however, does not
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represent an on-going relevant activity to individuals, but

rather a future behavior that may become necessary. Because

the message did not threaten a present behavior, defensive

responses would be unlikely. The potential for infection in

the future may have had little immediate relevance.

Strong fear appeals by highly credible sources (making

references to physical injury or death of spouses and

children) were also found to produce greater attitude change

toward fallout shelters,149 yet, again, the subject of

fallout shelters may have had little importance or present

significance for the subjects to induce repression or

counterarguing.

Magnitude of future potential loss threatened in a

communication, likelihood of loss, and imminency of loss, as

anxiety-arousing factors, were manipulated regarding

roundworm infestation using Taiwanese grade school students

as subjects. Magnitude, likelihood, and efficacy of the

solution, or drug use as a cure, were positively related to

attitude change, with strong fear appeals more effective

overall in willingness to take the drug than mild

appeals.1“9 Again, however, the issue involved a future

potential incident and coping behavior, as opposed to an on-

going activity.

Early fear appeal literature was criticized as the

message was thought to be above the "threshold" of interest

for most subjects in all conditions. Thus, in the
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earliest study of a type of involvement variable, interest

and relevance were manipulated with predictions that strong

anxiety—provoking material may result in greater interest

and, thus, opinion change, relative to a minimal appeal, and

magnitude of the avoidance reaction may increase with the

relevance of the message to the audience member.150 Thus,

minimal fear appeals should produce little opinion change,

due to their uninteresting nature, and strong appeals, while

interesting, should produce opinion change in relation to

the relevance of the topic.

Student subjects were exposed to a tape recorded

lecture on automobile safety belts in varying fear levels,

with relevance measured through ownership of an automobile

and frequency of driving. The strong appeal was

considered more interesting than the minimal fear-arousing

condition and resulted overall in significantly greater

opinion change than did the minimal fear appeal. Results

supported the expectations regarding relevance, however, as

the low relevance subjects in the strong fear condition

exhibited significantly greater opinion change than did the

high relevance subjects. The less relevant the material,

the greater the opinion change under strong fear conditions.

Again, no evidence was provided, however, for differences in

learning across groups.151

Messages regarding fallout shelters with both threat

level and referent (listener, family, or nation)

manipulated, uncovered that impersonal appeals were less
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effective overall, and a strong fear appeal directed at

one’s family was more effective than a mild appeal.152

These findings imply that threats have a greater impact

when directed at those personally close to an individual, a

notion previously based only on observation. Furthermore,

differences between listeners and their families was not

great relative to differences between personal referents and

impersonal referents, suggesting the personal involvement of

the "target" as a key variable; this variable may equate

with relevance of a product. Although the strong fear

appeal was more effective overall, a finding discrepant from

the defensive-avoidance theory, the topic was fallout

shelters, perhaps an issue too far removed from reality for

the subjects to consider imminently threatening.

A high fear appeal has been proposed to be effective

when only weakly tied to daily habits.153 When the purpose

of a communication was preventing a future activity as

opposed to changing, stopping, or punishing a currently on-

going activity, defensive reactions were predicted to be

absent.154

A high-fear-arousing communication regarding smoking

supported these ideas as it proved significantly more

persuasive than was a low-fear-arousing communication in

altering opinion about future smoking behavior in non-

smoking adolescents.155 This research again suggested that

relevance may mediate anxiety arousal. Because smoking was
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not an on—going activity of adolescents, the message did not

threaten a relevant issue to the subjects. Therefore, the

stronger appeal proved more successful.

The heart rate for smokers has also been found to

significantly increase relative to that of nonsmokers

following exposure to a program regarding the dangers of

cigarette smoking indicative of greater physical arousal in

this group.156 Again, this finding suggests the effect of

relevance as a mediating variable.

Perceived susceptibility to health and safety hazards

and strength of the smoking habit as impacting upon

responses to different levels of fear appeal regarding

cigarette smoking have also been examined. High

susceptibles reported significantly more arousal than did

low susceptibles, but the difference between smokers and

nonsmokers did not approach significance. Light smokers

showed consistently more emotion than did nonsmokers in each

condition, however, while heavy smokers showed consistently

less emotion than did nonsmokers.”7 Thus, being a smoker

both sensitized and created resistance to arousal;

sensitization occurred for light smokers and resistance for

heavy smokers. These sensitizing effects parallel previous

findings which implied that people to whom a threat is

relevant (heavy smokers) experience more personal

involvement and report more fear.

When high or low perceived vulnerability to the threat

of gum disease in female students was actually induced,
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through an instruction manipulation regarding male versus

female resistance to gum disease, however, vulnerability had

little impact, yet the manipulation of this variable may

have failed to produce the desired effect on subjects.158

A "parallel response" perspective, wherein two

processes, danger control and fear control, occur in the

individual upon exposure to a strong fear appeal, has been

advanced as an explanation for the positive relationship

between fear and effects. Danger control is thought to

be a problem-solving process guided by external

environmental information and resulting in behavior, or the

decision to act, while fear control processes internal cues

guided by emotional behavior; the emotional fear reaction is

thought to be unnecessary in driving behavior, due to the

danger control process.159

Thus, the two major frameworks advanced in this area,

"defensive-avoidance" and "parallel response," have both

been lent some support from empirical evidence. When

product relevance is considered, however, the defensive

reaction appears to prevail.

Fear Appeal Research in Marketing

Although fear arousal has been a mechanism commonly

used in persuasive communication, marketing literature

regarding the use of fear appeals is sparse. Fear appeals

are ignored in marketing literature or "guardedly rejected
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for marketing and advertising application" supposedly based

on the negative findings of the earliest research.15°

Both positive and negative advertising copy appeals for

life insurance were found to bring about a small positive

attitude shift, but when respondents were divided by

characteristic anxiety levels, attitude shifts were

insignificant.161 This insignificance may have been due to

the lack of arousal from the positive advertisement equaling

the repression arousal from the negative appeal. Product

relevance was not considered.

Similarly, in a study of the relationship between

"locus of control" and fear appeals in a marketing context

attitude and intention scores for externals (perceiving

events as beyond one’s control) was predicted to be higher

with strong fear appeals, and higher for internals

(perceiving events as a consequence of one’s own actions)

with mild fear appeals.162

Four fear levels of a direct mail brochure dealing with

health care were sent to potential subjects with an

accompanying questionnaire. The main effect of the fear

treatment was significant, indicating that the higher the

fear level, the more positive the attitude toward the Health

Maintenance Organization, supporting the positive

relationship view of fear and effect. Locus of control,

however, was not confirmed as a response predictor, and

relevance of insurance was again ignored.163
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Three demographic and four sociopsychological clusters

of the characteristics were analyzed in an assessment of the

impact of fear promotion on attitudinal and behavioral

responses to the same health insurance plan. The value of

segmentation strategy was granted some support, in that

higher fear messages produced the desired attitudinal

results in two of the seven clusters created.1°4 Such

clustering may be applicable to relevance or product

involvement variables.

Mild fear appeals have been compared with both mild

humor and straightforward information (as a control

treatment) for two products: toothpaste and a flu vaccine,

using four types of humor and two types of fear (physical

and social). While cognitive responses to the

communications were equivalent, attitudinal and behavioral

responses differed, as mild humor was more successful in

developing favorable responses than was mild fear, and was

also less effective than the straightforward approach.165

Although the notion of "social" fear as opposed to

merely physical fear was introduced in this study, the

notion was not studied further, and no mention was made

about differential effects of the two types of fear

employed. This type of fear is intuitively less severe than

physical fear, yet is probably equally important when

dealing with product advertising. Product importance was

similarly not mentioned.
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Users and non-users of the advertised product did

appear in one marketing study. For non-users of a

product, a strong fear appeal was predicted to result in

greater interest in the message and, thus, facilitating

effects, while for users of a product, or those for which a

threat would be relevant, a strong fear appeal was predicted

to most likely result in a defensive-avoidance reaction.1°°

Exposure to a fear appeal regarding life insurance

showed a small positive mean attitude change overall, but a

negative reaction resulted in owners and a positive reaction

in non-owners (p ( .10), supportive of the notion that lack

of product ownership may overcome defensive tendencies.1°7

Levels of fear arousal were not tested, but this research

does support the idea of relevance as an important mediating

variable. Nonowners of a product might naturally show a

greater attitude change following advertising, however,

since owners supposedly are more favorable initially.”a

Summary of Fear Appeal Research

Two major explanational frameworks have been advanced

regarding reactions to fear arousal. The defensive-

avoidance notion stipulates a curvilinear relationship

between strength of fear appeal and attitude as strong

appeals create defensive reactions. The "parallel-response"

idea, conversely, dictates a positive relationship between

fear arousal and effect as danger control processes mediate
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attitudes. Empirical evidence has been advanced in support

of both views.

Inconsistencies among studies have been attributed to

the differing conceptualizations of "fear" and "what is

feared," with regard to realism, imminency, and

seriousness.169 Acceptance of the curvilinear relationship

between fear level and effectiveness may be the best manner

in which to reconcile fear appeal research, where the

positive relation is uncovered when high fear is relatively

less severe.170 (See Figure l)
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The topics utilized in the study of fear appeals can

be categorized as health- or safety-related almost without

exception. (See Table 2) Fear appeals regarding different

topics may arouse vastly different reactions. Topics

regarding on-going or relevant events, however, consistently

resulted in a lesser impact of strong fear apeals.

Furthermore, while several variables other than fear

were manipulated, the relevance variables almost

consistently produced a curvilinear result as well,

suggesting the avoidance paradigm. Therefore, the defensive

reaction may best explain responses to fear-arousal for

_relevant issues. The relevance of the issue may evoke

positive motivational responses under conditions of low

anxiety, but negative reactions when the level of anxiety is

high. (See Figure 2)

The fundamental difference between the use of fear

appeals in persuasive communication and the inclusion of

product warning information in advertising is that the fear

may be aroused but not resolved through recommendations in

the message. Yet based on the fear appeal literature

reviewed, if a warning induces anxiety, subsequent response

should be a function of product relevance.



Table 2.

Qggvilinea; Relationghip:

1953

1954

1959

1962

Janis 1 Feshbach

Janis b Feshbach

Soldstein

Janis 1 Teruilliger

Positive Relationship:

1960

1965

1965

1965

1965

1966

1966

1966

1977

1981

Berkouitz b Cottinghaa

Heugill & Miller

Pouell

Insko, Arkoff, 1 lnsko

Leventhal, Singer, 1 Jones

Dabbs 1 Leventhal

Leventhal b Hatts

Chu

Dziokonski b Heber

Hatson, Pettingale, I Boldstein

Marketing Literature:

1970

1971

1980

1980

1981

1981

Hheatley I Oshikaua

Hheatley

Burnett 1 Oliver

Burnett 1 lilies

Burnett

Brooker

l Curvilinear relationship indicated

MAJOR EMPIRICAL FEAR APPEAL RESEARCH

Dental Hygiene

Dental Hygiene

Dental Hygiene

Cigarette Soaking

Safety Belt Usage

Fallout Shelters

Fallout Shelters

Cigarette Soaking

Tetanus Shots

Tetanus Shots

Cigarette Soaking

Roundvorls

Bus Disease

Cigarette Soaking

Life Insurance

Life Insurance

Health Insurance

Health Insurance

Health Insurance

Toothbrush, Flu Vaccine

OTHER

MANIPULATIDNS

Personality

Predispositions

1 Interest

Source

Referents

i Soaking

Recoasendations

1 Susceptibility

Efficacy, Issinency

Vulnerability

1 Ssoking

1 Ownership

Segaents

Segaents

Locus of Control
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Two-Sided Appeal Research

A two—sided appeal in persuasive communication involves

presenting opposing viewpoints on a controversial issue. In

advertising, this type of message typically contains both

product benefit information and limitations of the

product.”1 A two-sided appeal is analogous to the

provision of a product warning in an advertisement. Because

negative information is included, the arousal of conflict in

the consumer mind may occur. Again, because the dissonance

should be mediated by product importance, research in this

area was analyzed from this perspective.

Early social psychological research comparing one- and

two-sided appeals regarding an end to World War II in radio

broadcasts uncovered no significant differences in
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persuasive effectiveness overall. Further analysis,

however, found that for those who initially disagreed with

the views advocated by the communicator, the two-sided

appeal was more effective than was the one-sided appeal in

producing opinion change, while the one-sided message proved

more effective with subjects favorably predisposed toward

the advocated position.172

The greater effectiveness of the one-sided message with

those subjects favorably predisposed may suggest that the

two-sided message produced an anxiety reaction to the

opposing information, rendering the overall message weak as

subjects failed to agree with the information. Importance

of the topic was not considered, however, as ”measurements

of intensity of feeling" or extent of emotional involvement

were not obtained.173

The effectiveness of message sidedness on resistance to

later counterpropaganda has also been tested. Radio

programs with one* and two-sided arguments regarding Russian

scientific atomic bomb knowledge were presented to high

school students; the conclusion of the programs was that

Russia would be unable to produce such bombs in the near

future.174

While little overall difference occurred without

exposure to counterpropaganda, the two-sided appeal was

significantly more effective when counterpropaganda

existed. Explanations for such findings posited that a

one-sided appeal will sway individuals, but presenting
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counterarguments will counteract this movement. When

presented with counterarguments initially, however, subjects

are aware of both views and have still reached a positive

conclusion; therefore, additional counterarguments will have

a lesser impact.17s

Again, this finding is suggestive of a type of anxiety

arousal. When subjects received the two-sided argument,

weighed the issue, and made a decision, counterarguing was

not effective; subjects may have ignored, discounted, or

argued against the later counterarguments. When only one

side of the issue was initially presented, however, and

subjects did not have a strong pre-set opinion, opposing

arguments were effective.

Both the sidedness of the original communication and

that of the countercommunication, as recorded messages of

the prosecution and defense of a hypothetical law case, were

presented to college students. Only differences between

receiving prosecution or defense arguments first proved

significant.176 Thus, the fact that the issue employed in

the earlier studies was one about which subjects likely had

a previous opinion may have affected the results of earlier

studies.

Familiarity of the issue was actually manipulated

through presenting a lecture on the advisability of creating

a free trade zone in Taiwan prior to exposure. One-sided

arguments were more effective overall with unfamiliar
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subjects. No significant differences occurred, however,

when subjects were initially favorable toward the issue.177

Initial attitudes were not likely to be strong, however, as

they would be based only on the prior lecture.

Responses to one— and two-sided communications from a

"psychological reactance" perspective were investigated with

the assertion that pressure to adopt a particular opinion on

an attitude issue threatens freedom and induces

resistance. Therefore, when an individual is aware of two

sides but receives a one-sided communication, resistance or

reactance is likely to occur. College students were

exposed to a one- or two-sided communication regarding the

prosecution summary in a bigamy trial and one-half of the

subjects were previously made aware of both sides of the

issue.‘"’8

Overall, the one-sided communication was more effective

in producing agreement with the advocated position and was

also more effective in the unaware condition, yet no

significant difference occurred with the two-sided

communication as a function of awareness.179 Again, the

topic was not one about which subjects would have held a

previous opinion, precluding an analysis of relevance.

Two-Sided Appeals in Marketing

Just as marketers are reluctant to utilize fear

appeals, they are equally wary of using two-sided appeals in

advertising products. This reluctance stems from the notion
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that including potentially denegrating information or

mentioning opposing claims may weaken, or at least fail to

reinforce the benefit claims regarding a particular product

or brand.180

The informativeness of one- and two-sided print

advertisements for pain relievers was tested with college

students. No significant differences resulted from

message sidedness, although this variable did interact with

the comparative structure in producing product feature

awareness; a two-sided comparative advertisement produced

highest feature recall.181 Again, the finding of no

differences may have been due to a lack of product relevance

which might have affected reaction to the sidedness of the

claims. Furthermore, intensity of the messages was not

manipulated.

One- and two-sided comparative and noncomparative

advertisements were also examined for a fictional toothpaste

brand, with the impact of preferences included through

measurement of behavior and attitude toward the comparison

brand. Message sidedness produced no significant results

in either comparative or noncomparative advertisements on

the dependent measures of attitudes and purchase

intentions. Low levels of cognitive processing may have

occurred, however, limiting higher order responses such as

attitudes and behavioral intent, either because the brand
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was unknown or the product category not highly important to

the subjects.182

The effects of repetition of refutational and

supportive appeals in print advertisements were compared for

five products: a pen, aspirin, automobile, soap, and diet

drink. Type of appeal and repetition had no main effects

on purchase intent overall. When subjects were divided

into users and nonusers, however, repetition of the

supportive appeal was slightly more effective for those who

used the brand, suggesting the impact of relevance.183

The effects of message sidedness in radio commercials

for an automobile, gas range, and floor wax with student

subjects uncovered significantly greater effectiveness of a

two-sided message in influencing attitudes. Furthermore,

two-sided arguments were more effective for audience members

initially opposed to the viewpoint, or those who used

competitive products. For subjects who used the

advertised product, however, the one-sided commercial tended

to be superior.194 Again, this finding suggests that those

involved with the product, or for whom the brand was

relevant, preferred the positive communication.

The type of product advertised also influenced response

as greater attitude change occurred for the least expensive

product (floor wax),185 further implying that influence of

product importance, or degree of involvement, may mediate

response to a two-sided message.
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Affirmative Disclosure in Advertising

A specific instance wherein advertising appeals might

be considered "two-sided" is affirmative disclosure of

information. As mentioned, the FTC affirmative disclosure

program operates under the notion that the absence of

meaningful information can lead to purchase decisions based

on false assumptions; thus, disclosure of material product

information is required.186 Corrective advertising is

intended to negate residual effects of deception or

misinformation in advertising.187 Requiring that

information be disclosed in advertising is similar to

disclosing product warnings as negative product information

may be involved in both instances.

A seven-year analysis of FTC case dockets, revealed

that health and safety matters were involved in 37% of all

affirmative disclosure cases, indicating the applicability

of the topic to studying warning information disclosure.188

Affirmative disclosure research has dealt primarily with

corrective advertising, however, and, again, affective

variables were predominantly measured.

Experimental research on corrective advertising

information found that such messages produced less favorable

attitudes toward the product189 and also impacted negatively

on product beliefs.19° Furthermore, aided recall was found

to be higher for a corrective message than for a

noncorrective message.191
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Field studies, however, uncovered far less dramatic

results. Day-after recall of corrective information was

slight, relative to the sales message,192 and although

longitudinal field studies did find that corrective messages

eventually altered beliefs about a brand, the impact was

gradual, occurring slowly over time.193

Significant differences did result between explicit and

general corrective messages or message intensity in

laboratory research, in both attitudes toward the product

and offensiveness and informativeness when interacted with

media.194 This variable may be analogous to strong and weak

fear appeals. A strong disclaimer in print advertising was

found to produce a greater impact on attitude toward the

advertisement than did a mild disclaimer.195 While one

study found no differences based on brand usage,198 in

another, corrective messages resulted in significantly more

negative product beliefs for nonusers of a brand relative to

brand users.197

All research on such disclosures, however, has dealt

with brands as opposed to disclosures across product

categories. Due to the potential substitutability of

brands, little impact may result. If a disclosure, such as

a product warning, was applied across a category, greater

differences may result between product users and nonusers.
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Summary of Two-Sided Appeal Research

Again, relevance of the topic may determine response to

negative information based on sidedness. The one-sided

message was more effective with unfamiliar or irrelevant

issues and the two-sided appeal for familiar issues, perhaps

due to perceived biases. Similarly, the one-sided appeal

was more effective for those favorably predisposed, possibly

due to counterarguing or selective processes when faced with

the two-sided appeal.

While research in social psychology uncovered

differential impacts of one- and two-sided messages, most

marketing experiments using advertisements found little or

no difference in the two types of message structure. Some

differences did appear, however, when brand usage was

examined, again suggesting the possible influence of a

relevance variable and the potential for two-sided messages

to create anxiety in brand or product users. (See Table 3)

Message intensity, which may be similar to fear appeal

strength, was largely ignored by this research, but found to

be positively related to effectiveness in affirmative

disclosure studies.

Conclusions from Theoretical Literature

Based on the literature presented, responses to warning

information should be contingent largely upon relevance of

the product to the consumer. When a product is relevant to
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a consumer, a product warning will be less likely to be

effective due to defensive reactions. Conversely, if the

consumer does not consider the product highly relevant,

warning information will likely lead to greater effects as

it is not selectively processed or counterargued.

The severity or intensity of the message should interact

with product relevance, however, based on the potential

anxiety aroused by the negative communication. Therefore,

message severity should be negatively related to

effectiveness when relevance is considered. A mild warning

should have a greater impact than a severe warning on

consumers for whom the advertised product is highly

relevant. A severe warning should have a greater impact

than a mild warning on consumers for whom the advertised

product is not highly relevant.

In the five experimental studies previously detailed

that dealt specifically with warning information in

advertisements, both product relevance and message severity,

potentially important predictor variables, were ignored.

Furthermore, mode of transmission was not varied in those

studies dealing with broadcast television commercials.

Research Questions 

Studies on reaction to negative information generally

suggest that relevance may mediate responses to such

information due to possible tension aroused based upon
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severity of the message. Furthermore, the transmission of

such information may be influenced by physical communication

factors, because of the processing associated with broadcast

messages. Thus, several general research questions may be

derived from the presented literature review.

1. Is broadcast television advertising an effective channel

through which to communicate product warning

information?

2. Will consumer response to product warning information in

broadcast television advertising differ based on

relevance to the consumer of the advertised product?

3. Will consumer response to product warning information in

broadcast television advertising differ according to the

intensity of the warning message?

4. Will consumer response to product warning information in

broadcast television advertising differ based on the

mode of information transmission?

Hypotheses

More specific hypotheses, stated in research form, are

as follows:

H1: Warning information in a broadcast television

advertisement will have an impact on recall of the

advertisement.

H2: Warning information in a broadcast television

advertisement will have an impact on beliefs about

the safety of the advertised product.
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Based upon the research regarding the impact of

severity of fear appeals and explicitness of disclosure

messages, hypotheses about message severity were developed:

Ha—iz The severity of a warning in a broadcast television

advertisement will have an impact on recall of the

warning message.

The severity of a warning in a broadcast television

advertisement will have an impact on beliefs about

the safety of the advertised product.

Hypotheses regarding transmission mode were derived

from the psychological and communication literature on

visual and auditory presentation:

Hs-i:

Hs-z:

Mode of transmission of a warning in a broadcast

television advertisement will have an impact on

recall of the warning message.

Mode of transmission of a warning in a broadcast

television advertisement will have an impact on

beliefs about the safety of the advertised product.

Literature discussing product importance and magnitude

of reactions to discrepant information provided the basis

for relevance hypotheses:

Hs-i:

Hs-z:

Product relevance will have an impact on recall of a

warning message in a broadcast television

advertisement.

Product relevance will have an impact on beliefs

about the safety of the advertised product following

exposure to a broadcast television advertisement

containing a warning.

Interaction effects between and among the independent

variables are also hypothesized to occur:

Ha-i: An interaction effect will occur between warning

severity and mode of transmission on recall of a

warning message in a broadcast television

advertisement.
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Ha—z: An interaction effect will occur between warning

severity and mode of transmission on beliefs about

the safety of the advertised product following

exposure to a broadcast television advertisement

containing a warning.

Hv-i: An interaction effect will occur between warning

severity and product relevance on recall of a warning

message in a broadcast television advertisement.

Hv-z: An interaction effect will occur between warning

severity and product relevance on beliefs about the

safety of the advertised product following exposure

to a broadcast television advertisement containing a

warning.

Hs-i: An interaction effect will occur between product

relevance and mode of transmission on recall of a

warning message in a broadcast television

advertisement.

Hs-z: An interaction effect will occur between product

relevance and mode of transmission on beliefs about

the safety of the advertised product following

exposure to a broadcast television advertisement

containing a warning.

He-i: An interaction effect will occur among warning

severity, mode of transmission, and product relevance

on recall of a warning message in a broadcast

television advertisement.

He-z: An interaction effect will occur among warning

severity, mode of transmission, and product relevance

on beliefs about the safety of the advertised product

following exposure to a broadcast television

advertisement containing a warning.

Attention levels and belief and impacts are expected to

be greater overall when the message is more severe, based on

the greater impact found with high fear and explicit

disclosure messages, and past research implies that audio-

video and audio-only messages will produce more recall than

will video-only messages. Furthermore, greater attention is

assumed when product relevance is high. Therefore, given
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significant main effects of the independent variables,

directional hypotheses may be further tested:

H10: A high-severity warning will be more effective than

will a low severity warning in a broadcast television

advertisement.

H11: An audio-video and audio-only warning message in a

broadcast television advertisement will have a

greater impact than will a video-only warning message.

H12: Subjects for whom the advertised product is high in

relevance will demonstrate greater impact from a

warning in a broadcast television advertisement than

will those for whom the product is irrelevant.
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CHAPTER III. METHOD

Design

A controlled laboratory experiment, utilizing a

2 x 2 x 3 factorial model, was conducted to test the

formulated hypotheses regarding consumer response to product

warnings in advertising. Following a division based upon

product relevance, subjects were randomly assigned either to

one of six treatment groups varied by severity of the

warning message and mode of transmission: Low Severity,

Audio Only; High Severity, Audio Only; Low Severity, Video

Only; High Severity, Video Only; Low Severity, Audio-Video;

High Severity, Audio-Video; or to one of two control groups:

No Warning; Different Exposure.

A post-test-only-with-control-group experimental design

was used to determine the impact of warnings in

advertisements for subjects with high and low relevance for

the advertised test product. (See Figure 3) This design

treats random assignment of subjects as initial equation1

and controls for possible threats to internal validity.2

Sample

‘ Generating a random sample of subjects from the general

adult population was prevented for economic reasons.

Therefore, a sample of undergraduate students enrolled in an

105
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High-Relevance Group Low-Relevance Group

R XaIXDl 01 R XaiXbi 09

R Xaszi 02 R XaZXDl 010

R Xaisz 03 R Xaisz 011

R Xaszz 04 R stsz 012

R Xa1sz 05 R XsIXba 013

R stsz Os R Xa2sz 014

R X01 07 R X01 015

R X02 Os R X02 016

Where: R = Random Assignment

Xal = High Severity

st = Low Severity

Xbl = Audio Only

sz = Video Only

Xba = Audio-Video

X01 = No Warning

X02 = Different Exposure

0n = Post-test

Figure 3. EXPERIMENTAL DESIGN

Notation adapted from: Donald T. Campbell and Julian C.

Stanley, Experimental and Quasi-Experimental Designs for

Research (Chicago: Rand McNally College Publishing Company,

1963), p. 27.
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advertising principles course at Michigan State University

was selected. Approximately 20% of the enrolled students

eventually major in advertising, yet the course is the first

student exposure to advertising instruction. Therefore,

extensive knowledge regarding copy-testing experimentation

as well as governmental regulation concerning advertising

disclosures was assumed to be nonexistent.

The population of individuals of interest to this study

was those comprising the market for the selected product.

Three products (aspirin, beer, and sports vehicles) were

selected as potential test products based on existent or

proposed warnings on the product labels and potential

relevance to student subjects. A group of 50 undergraduate

students rated each product on a relevance scale.

Beer was rated most important and also provided the

greatest variance among the group. Therefore, beer was the

product used in the experiment since it represented a

product for which the selected audience could be most

readily divided into high- and low-relevance groups.

Alcohol has been considered a product of social

significance, as consumers may attach a symbolic

characteristic to the product.3

Furthermore, several consumer organizations have

attempted to initiate a governmental ban on all alcoholic

beverage advertising from broadcast television.‘1 Such

groups typically cite drunk-driving accident statistics,
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maintaining that a relationship exists between exposure to

alcohol advertising and alcohol consumption that contributes

to automobile accidents. At Senate hearings in 1976 and

1977 concerning alcohol consumption and abuse by young

people, brewers and advertisers claimed that advertising

was designed not to increase consumption, but to encourage

those who drink to switch to a particular brand,5 the

identical claim made by cigarette manufacturers in earlier

hearings, drawing a similarity between the two products.

While current consumer groups contend that an

advertising ban would be preferable, they also hold that the

provision of warning information in advertising through the

use of equal time for public service messages sponsored by

beer and wine manufacturers may be acceptable. Although

proposals do not exist to include warnings in alcohol

advertising, this may be an option acceptable to both

consumer groups and industry, and has been suggested by the

courts.6 Product usage warnings have also been proposed for

alcohol labeling.7 A 1979 analysis of alcoholic beverage

print advertisements uncovered that approximately two

percent alluded to the value of moderation in drinking.8

Therefore, this product was particularly conducive to

studying the topic of warning information.

As mentioned previously, a student sample was selected

for economic reasons, however students are members of the

market for the selected product. Simmons Market Research

Bureau (SMRB) data indicate that males aged 18 to 34
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constitute the predominant market for beer.9 SMRB also

reports that 51.2% of 18-to-24-year-old adults are consumers

of beer, and 26.1% of heavy beer consumers are in this age

bracket.19 (See Table 4) A poll conducted by the Gallup

organization found that 72% of full-time college students

use alcoholic beverages, 63% of those who drink alcohol do

so once a week or more often, and 68% of those who drink

alcohol usually consume beer.11 Past product involvement

research has also found beer to represent a highly important

product for students.12 (See Figure 4)

Table 4. CONSUMER MARKET FOR BEER

REGULAR DOMESTIC BEER: USAGE IN LAST 7 DAYS

ALL USERS HEAVY USERS (5+)

% ACROSS % ACROSS

(090) DOWN 5 (000) DOW! 2

ADULTS 65238 100.0 39.6 21446 100.0 13.0

MALES 42170 64.6 54.0 16536 77.1 21.2

FEMALES 23069 35.4 26.6 4910 22.9 5.7

18-24 14699 22.5 51.2 5608 26.1 19.5

25-34 18928 29.0 49.0 6150 28.7 15.9

35-44 10878 16.7 39.3 3474 16.2 12.6

45-54 7997 12.3 35.5 2593 12.1 11.5

55-64 6775 10.4 30.9 2042 9.5 9.3

65+ 5962 9.1 23.4 1581 7.4 6.2

% DOWN = % of users in demographic segment

ACROSS % = % of demographic segment that are users

Adapted from: Simmons Market Research Bureau, "Study of Media

and Markets," v. P-17, p. 0108.
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------Automobile

------Blue Jeans

High Involvement ------Hi-Fi Speakers

------Beer

------Blanket

------Toothbrush

Low-Involvement

------Soap

------Facial Tissue

FIGURE 4. STUDENT PRODUCT INVOLVEMENT

Adapted from: John L. Lastovicka and David M. Gardner,

"Components of Involvement," in J. C. Maloney and

B. Silverman, eds., Attitpde Reaearch Plays for High

Stakes (Chicago: American Marketing Association, 1979).

A sample of 480 students was chosen, with 30 subjects

then randomly assigned to each of the initial cells in the

experiment to avoid systematic biases,13 following a

division based on product relevance. (See Table 5) The

number of subjects selected was based on the commonly

accepted notion that the number of data points should be 10
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or more times the number of dependent variables to be

analyzed.1‘ Furthermore, 100 or more subjects per category

in the major variable breakdowns in an experiment and 20 to

50 subjects in each category in the minor breakdowns is'

followed as a general rule in determining sample sizes.15

Participation in the experiment was voluntary; in

accordance with Michigan State University use of human

subjects policy, subjects completed a consent form prior to

treatment exposure (see Appendix A). College undergraduates

are not typical of the general public, limiting

generalizability of the results,16 and opinions of students

who chose to participate may inaccurately reflect the

average student opinions, which might further reduce

generalizability of the experimental findings. Students

were used primarily for convenience, however, with no

obvious biases indicated, considered an acceptable practice

in small-scale research."7 The lack of generalizability is

considered less significant when conducting research

uncovering causal relationships than it would be in the case

of description of specific characteristics.18

Procedure

The experiment was conducted on two consecutive

evenings in May, 1985. One morning and one afternoon

session were also provided for those unable to attend the

evening sessions. Subjects were pretested for product



113

relevance four weeks prior to exposure to the experimental

treatment (see Appendix B). Subjects, divided by relevance,

were then randomly assigned to one of the treatment

conditions, and were told that they would be viewing a

program and asked opinions concerning the content.

Those who failed to complete the pre-test were randomly

assigned to a treatment or control group.

Theater-type copy-testing was conducted in classrooms,

with the test commercials inserted at the same point in the

presented programming. This environment was somewhat

artificial, in that the setting was not identical to that in

which such commercials would be typically viewed by the

subjects, posing a potential limitation on the

generalizability of the findings to natural broadcast

television-viewing settings.l9 Economic considerations,

however, prevented the use of an in-home technique (i.e.,

split-cable); furthermore, subject viewing could not be

guaranteed through such a method.

Because the availability of monitors was limited, only

four treatments could be run simultaneously. Treatment

order was randomly chosen.

Subjects were exposed to a 22-minute program segment

with one commercial interruption; this interruption

consisted of four 30-second commercials and occurred

approximately 10 minutes after the start of the program.

Research on commercial embedding reveals that consumers are

typically able to sense the timing of commercial
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interruptions in programs watched habitually, and are,

therefore, able to "tune out" the advertising messages.2°

Because the break in the test program did not occur in the

usual position, however, attention levels should not have

been decreased through this type of habitual response.

Furthermore, the first and last commercials within a

chain have been found to receive greater attention than

those in the middle,21 due to a primacy-recency effect found

in studies on learning.22 Therefore, to avoid inflated

attention levels, the test commercial was inserted at the

second position in the chain.

The program aired was an episode of the "All in the

Family" series, as a beer commercial might typically air in

this program. Program environment, and in particular

humorous and involving programming has been found in some

research to increase attention to the included

advertising,23 yet this program was selected due to logical

media placement and appeal to both sexes. Non-test

commercials advertised products from categories non-

competitive with that of the test commercial. This

surrounding programming environment was kept constant across

the eight total treatment groups acting as control factors.

Treatment advertisements were tested within the context of a

program environment in an attempt to insure attention levels

as identical as possible to those that would occur in

realistic television viewing.



115

The classrooms used were devoid of any distracting

elements that might create extraneous influences on

attention to the programming. The program sessions,

moderator dialogue, and timing of the post-test

questionnaire were kept as consistent as possible to prevent

any treatment condition discrepancies due to factors other

than those under investigation, thereby insuring greater

validity of the results."

Following exposure to the program and included

commercials, post-tests identical in length and format were

administered to all subjects to determine recall levels, and

beliefs about the safety of the advertised test product.

Questionnaire content differed slightly for control groups

as questions about control advertisements were substituted

for those about the test commercial (see Appendix C). Each

experimental session lasted approximately 50 minutes.

Variables and Measurement

Independent Variables

Inclusion of Warning

A 30-second television commercial was professionally

altered to fit each of the treatment conditions through the

inclusion, or lack thereof, of a warning message. The

commercial selected advertised a popular national brand of

beer, as the brand advertising involved no humor which might

have counteracted the impact of the warning message or
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inflated attention to the commercial.25 Furthermore, only

18.3% of l8-to-24-year-old adults are consumers of the

selected brand;26 therefore, brand loyalty effects which may

confound results should have been minimal.27 Because the

company had launched a new campaign in February of 1985,28

familiarity with the advertisement, which has been found to

result in inattention from repeated exposure,29 was not

expected to greatly distort results. While three types of

warnings may exist, as previously mentioned, the type of

warning employed concerned product usage, as opposed to an

inherent characteristic or susceptible audience message, due

to the nature of both the selected product and group of

subjects.

WarningaSeveritl

Severity of the warning was operationalized by using

one message determined through a pretest as relatively mild

and one as more severe or more highly anxiety-arousing. A

focus group using undergraduate students was conducted to

determine areas of potential concern to students regarding

alcohol warnings; such a technique is commonly used in

marketing research to uncover relevant and appropriate ideas

for a given target group.3°

Eight warning statements regarding the product were

constructed initially from focus group comments, past

research on student concerns regarding alcohol,31 and

previously proposed warning areas for the product.32 A
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pretest was then performed using undergraduate advertising

students to determine the proper wording for a warning with

high and low severity. A total sample of 135 undergraduate

advertising students were asked to rate one of the

constructed statements in terms of severity and anxiety-

arousing capabilities. To avoid repeated measures and

comparison of messages, no student saw more than one warning

statement. The four-item severity scale, derived from fear

appeal literature,33 was pre-tested for reliability with a

group of 48 undergraduate students, using a Cronbach’s alpha

test; an alpha of .83669 was achieved.

Two statements rated significantly different in terms

of severity, based on a difference-of-means test, were

selected for use in the experiment (t=2.45, df=23, p < .01).

While each statement had to be kept simple and

comprehendible,3‘ intensity and specificity were varied.

The low-severity statement said: "Alcohol should be used in

' while the high-severity statement said:moderation,’

"Warning: Alcohol consumption may lead to loss of

coordination."

Mode of Warning Transmission

The broadcast television medium was selected due to

both the aforementioned consumer group proposal and the

involuntary exposure typically associated with processing

this medium, possibly preventing selective inattention.

Audio, video, and audio-video messages were included through



118

a voice-over, overlay, or voice-over and overlay at the end

of the commercial. The voice-over consisted of an

individual reading the warning message printed on the

commercial. Following FTC proposed disclosure requirements

for broadcast messages, National Association of Broadcasters

guidelines, and past research on broadcast warnings, the

warning message appeared for approximately 5 seconds at the

end of the 30-second commercia1.35 This time frame was also

based on principles of perception; the warning had to appear

long enough to allow subject perception. Cigarette warnings

in print advertisements are required to be large enough to

be perceived.35 The message was placed at the end of the

test commercial in order to provide some separation from the

advertisement, thought to prevent disclosures from becoming

unclear.37 The test commercials were then professionally

embedded in the program.

Prpaaai Relevance

Relevance of the product to subjects, defined as the

instrumental importance of the product to the consumer, was

operationalized through a pre-exposure questionnaire asking

for frequency of product usage, product dependence, and

ratings of product importance. Scale items were derived

from previous studies of product importance.38 Eleven items

were created and pre-tested for reliability with a group of

50 undergraduate students from a public relations course,

eliminating four items that correlated least with the total
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scale and achieving an alpha of .87064. A median split of

the subjects on the relevance scale was made to establish

high- and low-relevance groups.

Dependent Variables

Warning Recall

The amount of warning information registered from the

test advertisement was operationalized through both recall

and recognition techniques. Different scores are usually

expected dependent upon whether remembering is measured by a

recall or a recognition method, with amount recognized

generally found to be much greater than amount recalled.39

Thus, both techniques were employed.

Testing of consumer awareness usually begins with

unaided recall questioning, followed by aided questions.

When exposure is controlled and the amount of advertising is

small, memory may be measured with very little aid to

recall.‘° Therefore, subjects were first asked to recall

content from the commercial messages viewed in an unaided

manner: "Please write down everything yoa:can remember

about each of the commercials included in the program you

" Subjects were instructed to be as specific assaw.

possible.

The unaided recall question was administered after a

controlled interval following exposure to the test

advertisement. Typically, the shorter the time span
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following exposure the greater the assurance of some

increased accuracy in recall.“1 Subjects were given five

full minutes to complete this portion of the questionnaire

to allow for re-construction of the advertisement.

Responses were recorded by subjects in an open-ended

format. Warning information recall was dichotomously

operationalized based on the presence or absence of a

warning message indicated and presence or absence of the

specific warning transmitted. Two trained coders analyzed

verbatim responses to determine whether or not the essence

of the specific warning message transmitted was recalled.

Intercoder reliability was .9888.

Aided recall was operationalized through open-ended

responses to a questionnaire item asking for commercial

content after identifying the test commercial ("There was an

ad for 2223 in the program. Please write down all

information you remember from this ad"), and later asking

for wording of a warning message if one existed (Did the

BEER ad contain a warning message? If so, what did it

say?"). The assumption was made that earlier unaided recall

did not distort later aided responses; a common belief in

advertising research states that material recalled without

aid would likely have appeared with aid as well.“2

The recognition measure involved a list of eight

warning messages with an instruction to indicate whether or

not the beer commercial contained the stated message.

Guessing at answers, due to an eagerness to please the
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moderator or a hesitation to appear ignorant, may inflate

recognition measures.“a Furthermore, respondents often

demonstrate a stylistic tendency to mark "true" when in

doubt of an answer.“ Therefore, subjects were instructed

to respond only if they were certain that they were correct.

Questions concerning the other products advertised

during the program were included in the questionnaire to

both disguise the purpose of the study and provide a

realistic recall measure; were questions about only the test

commercial included, subjects might have been more inclined

to "guess" at answers, feeling pressure to respond.‘5

Whether or not the proposed techniques actually

measured attention to the test commercial raises a question

of construct validity. Correct answers to items containing

factual information from the commerical and accuracy of

open-ended recall may merely indicate differences in the

memory capacity of subjects. Yet, because the test was

administered immediately following program exposure, little

time had elapsed for forgetting the information if it was,

indeed, perceived.

A limitation may also arise from the lack of motivation

on the part of subjects to cooperate in advertising content

recall.‘° Therefore, recall items were placed early in the

questionnaire and several types of questions were used to

prevent monotony.
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Generalizability of the attention results to those

which might occur in an in-home situation may be limited due

to the demand characteristic present in a laboratory

setting.47 Subjects may have felt more compelled to attend

to the programming content, since they were aware that they

would be subsequently asked for their opinions.

Furthermore, distractions which might be present in-home

were absent in the classroom. Thus, attention may have been

"demanded" of the subjects and, therefore, be greater than

that which would have occurred normally. Subjects were not

informed, however, that questions would be asked concerning

the inserted commercials; therefore, advertising attention

levels may not have been excessively greater than those

occurring in-home.

The attention paid to the warning message also may have

been artificially inflated based upon its novelty,

presenting a further possible limitation on the measurement

of true levels of recall. Novelty, unexpectedness, and

change have been predicted to be inherently satisfying to

the individual and, therefore, actively pursued.“8 Thus,

the messages may have been attended to merely because they

were unique; this fact may also limit interpretations of the

recall results.

Product Safety_Be1iefa

Beliefs about the safety of the advertised product were

operationalized through ratings on semantic differential and :
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Likert-scale items measuring amount of product usage and

perceived product safety. The semantic differential has

been shown to be a sufficiently reliable and valid

measurement tool for numerous research purposes,49 and has

been used to study responses to advertising.50 Because no

standard semantic differential scale could be located to

measure product safety beliefs, a scale was created for

purposes of the research in question, considered a common

practice when using the semantic differential.51

A total of nine initial product safety belief scale

pairings were derived from past research on negative

appeals.52 Scale pre-testing involved a sample of 48

undergraduate advertising students, as scale items should be

pre-tested with a minimum of five persons per item.53 An

item-to-total corrected correlation conducted on the

original item pool eliminated those four items that

correlated least with the entire scale,54 resulting in a

scale alpha of .88833. When testing hypothesized construct

measures, an alpha of .70 or higher is usually considered

reliable.55 Increasing reliabilities much beyond .80 is

often considered useless as measurement error fails to

noticeably attenuate correlations.56 To obtain an overall

construct measure, ratings on approximately half a dozen

scales are usually employed;57 Thus, five items in summated

form constituted the safety belief score.
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Seven-point semantic differential scales consisted of

bi-polar adjectives describing safety dimensions: "safe--

unsafe,” "dangerous--not dangerous," "not harmfu1--harmful,"

"damaging--not damaging," "not hazardous--hazardous."

Subjects were instructed to rank the test product along

these dimensions.58 The polarity of some items was reversed

such that the negative adjective appeared on the right of

the scale in order to prevent systematic responses at a

specific scale point.59 While a dichotomous scale might

have been more easily administered, the reliability of such

scales has been demonstrated to be a monotonically

increasing function of the number of scale steps; this

reliability levels at approximately seven steps.°°

Responses on five Likert-type scales were used as a

second measure of product safety beliefs. Scales ranged

from one to five, indicative of "strongly disagree" to

"strongly agree" following a statement about the safety of

the test product. Statements were derived from research on

alcohol consumption.61 A ten-item safety scale was pre-

tested with 28 undergraduate advertising students, was

reduced to five items, and produced an alpha of .76006.

An odd number of points on the Likert-type scales were

used to prevent forcing respondents into an "agree" or

"disagree" format, which may have yielded misleading

results,62 and five degrees of agreement with each statement

were selected as the norm when using Likert-type measurement
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scales.63 Again, the polarity of some items was reversed

such that strong disagreement with the statement indicated a

positive belief about product safety, to prevent stylistic

tendencies to profess agreement with statements.°‘ Items

concerning issues dealt with in the program were

interspersed with those regarding alcohol consumption safety

for the aforementioned reasons regarding study purpose

disguise and response demand.

Due to the nature of the issue and its potential

bearing on social acceptability, subjects may have been

unwilling to disclose their true perceptions regarding the

safety of the test product, perhaps biasing the results.°5

The extent to which subject anonymity is ensured, however,

should logically encourage subjects to respond frankly.°°

Therefore, guarantees of anonymity and assurance that

results would appear only in aggregate form were included in

both the consent form and moderator dialogue.

A further possible limitation on the interpretation of

these safety belief scores may result from differing

individual perceptions of product safety prior to exposure.

Yet, due to the random assignment of subjects, if the sample

was representative of students, such beliefs should have

been equal across experimental and control conditions

initially.°7 Therefore, safety perceptions should have been

affected by the various treatment conditions as would those

of the general student population.
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CHAPTER IV. RESULTS

Final Saaple Characteriatics
j

A total of 445 subjects completed the experiment (see

Table 6), 400 of whom received the pre-test. Final cell

sizes ranged from 21 to 30 subjects, allowing for the

valid analysis of two dependent variables.1 (See Table 7)

Characteristics of the final sample are shown in

Table 8. The sample was almost evenly split by gender.

Approximately 80% of the students were between the ages of

19 and 21, and were concentrated at the sophomore and junior

levels.

A total of 401 subjects reported at least some usage of

beer. On a seven-point semantic differential scale ranging

from "Often" (1) to "Never" (7), the mean beer consuming

frequency was 3.485. Of these subjects, however, the average

frequency of consuming the subject brand of beer was 5.196 on

an identical, seven-point "Often-Never" semantic

differential scale. Only 1.7% of the sample responded as

"Often" (l) consuming the subject brand. Therefore, brand

loyalty effects were assumed to be minimal.

The median split for product relevance resulted in

the high-relevance group consisting of 60.6% males and 39.4%

females, and the low-relevance group consisting of 39.6%

males and 60.4% females. Gender was assumed, however, to

have no impact on response to the treatment conditions.
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Table 8. DEMOGRAPHIC CHARACTERISTICS OF SAMPLE

Percent of Sample

Sex

Male 49.2

Female 50.8

Age

18 2.9

19 20.9

20 37.8

21 22.0

22 8.5

23 3.9

24+ 3.4

Class

Freshman 3.8

Sophomore 49.0

Junior 34.8

Senior 11.7

Scaleaand Manipulation Validation

Prior to data analysis, scale reliabilities were re-

checked using the completed sample to insure the internal

consistency of each scale. Final alphas were generally

consistent with pre-test alphas, and were all greater

than .70, so the scales were considered reliable.2 (See

Table 9)

Difference-of-means tests, or t-tests, between groups

exposed to or asked to rate each of the two warnings were

performed with the final sample as well to insure that

the warning severity manipulation was successful.
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Normally-distributed populations were assumed in order to

use this statistical test.3 Summated severity-scale means

were significantly different for those exposed to the two

conditions, as well as for the control groups which received

either no exposure to the warning message or no exposure to

the test commercial (see Table 10). Thus, the warning

severity manipulation was considered valid.

A difference-of-means test of the two warnings was also

performed, however, on a scale item regarding warning

influence on beer consumption behavior, and results were

insignificant. Thus, the warning manipulation may have

failed to affect behavioral or other higher-order variables

were such measures assessed. Whether or not a greater or

lesser amount of anxiety was actually induced as a result of

exposure to either message, therefore, was questionable.

Inciaaion of Warning

Overall, 78% of the subjects exposed to the test

commercial recalled the advertisement without aid, while 85%

recognized the test commercial when given a roster of

possible advertisements viewed. Of the subjects who

recalled the commercial without aid, 38% also recalled the

presence of a warning disclosure of some type and 23%

accurately recalled the specific warning message

transmitted. With identification of the test commercial,
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Table 10. EARNING SEVERITY MANIPULATIDN CHECK

Pooled Variance Estiaate

Nuober Standard Two-tailed

91 Cases beau Deflation 12911.19. 91 E

Total:

High-Severity 220 16.0000 5.804

5.10 443 .000

Low-Severity 225 13.2311 5.654

Control Groups:

High-Severity 53 17.9245 5.140

5.35 109 .000

Low-Severity 58 12.2069 6.028

Control Group with

Different Exposure:

High-Severity 26 17.4231 6.313

3.80 52 .000

Low-Severity 28 11.3929 5.350
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specific recall rose to 24%, and when specifically asked to

recall a warning message, 45% of those who recalled the

commercial did so accurately.

T-tests were performed between the average recall of

the advertisement for control and treatment conditions in

order to test Hypotheses 1 and 2 regarding advertisement

recall and product safety beliefs as a function of exposure

to advertising including warning material. Due to different

sample sizes, a pooled variance estimate was obtained

thorough a weighted average of the sample variances divided

by the proper degrees of freedom; greater weight was given

to the variance from the larger sample.‘ A pooled estimate

of variance is considered more efficient and less-biased

than estimates based on either sample alone.5

Advertisement recall was coded dichotomously as "0" (no

unaided mention of the test advertisement) or "1" (unaided

mention of the test advertisement). Because the t-test

assumes interval-level measurement to achieve mean data,6

recall was considered a dummy variable with arbitrary metric

values of zero and one, allowing for treatment as an

interval variable.7

Null hypotheses (the counterparts to stated research

hypotheses) were rejected if computed t-values significant

at the .05 alpha level were achieved. The mean

advertisement recall score from the "No Warning" control was

not significantly different from that of all treatments.

(See Table 11) Semantic differential and Likert-scale safety
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Table 11. DIFFERENCE-OF-MEANS FDR ADVERTISEMENT RECALL AND PRODUCT SAFETY BELIEFS

Pooled Variance Estisate

Nuober Standard Two-tailed

91 Cases teen Dezietiee Iztelee it E

Unaided Recall:

Treatsents 334 .7814 .414

.16 389 .873

Control 57 .7719 .423

Safety Beliefs

(Sesantic

Differentials):

Treataents 334 21.7275 6.127

.00 443 .997

Controls Ill 21.7297 6.029

(Likertsl:

Treatsents 334 10.2365 3.118

-.25 443 .812

Controls lll 10.3153 2.730
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belief scores from both controls similarly failed to

significantly differ from treatment group scores. Thus, the null

forms of Hypotheses 1 and 2 were not rejected, as the inclusion

of warning information failed to produce a

significant difference in both recall of the advertisement

and beliefs about the safety of the advertised product.

Affecta of Manipulated Independent Variables

To examine the effects of product relevance, warning

severity, mode of transmission, and interactions between and

among these variables on recall of the warning message (the

null forms of hypotheses Hn-1) and product safety beliefs

(the null forms of hypotheses Hn-z), the cell data were

partitioned into main effect and interaction sums of

squares. Separate three-way analyses of variance (ANOVAs)

were conducted, due to the presence of three independent

variables and one dependent variable (recall or beliefs), as

follows:8

Main Effecpa

Product Relevance

Severity of Warning

Mode of Transmission

Two-way Interactiona

Relevance/Severity

Relevance/Mode

Severity/Mode
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Three-way Interaction

Relevance/Severity/Mode.

Normal populations and homoscedastic cell population

variances were presumed to satisfy the assumptions of

ANOVA.9 Furthermore, the semantic differential and Likert-

type scale items, although technically only ordinal

measurements,10 were assumed to represent interval-level

data for purposes of the analysis, since ANOVA requires

criterion variables measured at least at the interval

level.11 Recall variables, actually dichotomous in nature,

were also treated as interval measurements ranging from zero

to one.12

When cell frequencies in a factorial design are

unequal, main effects are not independent of each other and

interaction effects are not independent of main effects.13

Thus, a hierarchy was imposed to make components orthogonal

to one other, where each factor received credit only for the

incremental sums of squares it added to the effect of the

other factors.H

Warning Recall

A three-way ANOVA allows for the simultaneous analysis

of several hypotheses.15 Null hypotheses regarding recall

of the warning message (counterparts to H3-1. H4-1, Hs-i,

He-i, H7-1, Hs-i, and H9-1) were tested with three-way

ANOVAs using both unaided and aided recall as well as
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recognition measures, all dummy-coded as "zero" ("no

recall") or one" ("recall"). Unaided recall and recall

after identification of the test commercial was provided

were analyzed based on both mention of a warning disclosure

and accurate recall of the specific message included.

Both warning severity and mode of transmission main

effects were significant at the .05 alpha level for unaided

recall of a warning disclosure and recall with commercial

identification. (See Tables 12 and 13) The main effect of

product relevance, however, was insignificant.

A11 three-way and two-way interactions for unaided and

aided recall of a warning disclosure included were

insignificant. If the three-factor interaction is

insignificant in a three-way ANOVA, the lower-order two-

factor interactions are considered,16 and when two-way

interactions are insignificant, focus is placed on the main

effects.17 The absence of significant interactions, allows

for the outcome of F tests involving the main effects to be

interpreted without qualification.18

Unaided and aided accurate recall of the specific

warning transmitted was significant only for the main effect

of transmission mode. (See Tables 14 and 15) Yet when

specifically asked to recall a warning message, if one was

present, both severity and transmission mode main effects

were significant. (See Table 16)
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Table 12. ANOVA SUMMARY TABLE FOR UNAIDED RECALL OF A EARNING DISCLOSURE

Source

Main Effects:

Relevance

Severity

Mode

First-order Interactions:

Relevance 1 Severity

Relevance 1 Mode

Severity 1 Mode

Second-order Interaction:

Relevance 1 Severity x Mode

Residual

Total

1 Significant at .05 alpha level.

SS

.493

1.823

9.996

.402

.029

.444

54.994

69.120

OF

N

288

299

MS

I ‘93

1.823

4.998

.402

.014

.222

.269

.191

.231

2.581

9.547

26.174

2.104

.075

1.164

1.410

.109

.002 1

.001 I

.148

.928

.314

.246
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Table 13. ANOVA SUMMARY TABLE FOR AIDED RECALL OF A IARNING DISCLOSURE

Source

Main Effects:

Relevance

Severity

Mode

First-order Interactions:

Relevance x Severity

Relevance 1 Mode

Severity 1 Mode

Second-order Interaction:

Relevance 1 Severity 1 Mode

Residual

Total

I Significant at .05 alpha level.

55

.500

1.242

10.381

.002

I017

.517

.418

56.242

69.667

OF

288

299

MS

.500

1.242

5.190

I 002

.008

.258

.209

.195

2.559

6.361

26.578

.013

.043

1.323

1.071

.111

.012 I

.001 I

.910

.958

.268

.344
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Table 14. ANOVA SUMMARY TABLE FOR ACCURATE UNAIDED RECALL OF THE NARNING MESSAGE

Source

Main Effects:

Relevance

Severity

Mode

First-order Interactions:

Relevance 1 Severity

Relevance 1 Mode

Severity 1 Mode

Second-order Interaction:

Relevance 1 Severity 1 Mode

Residual

Total

I Significant at .05 alpha level.

58

.030

.383

4.733

.413

.024

.089

.106

44.501

50.347

OF

288

299

M5

.030

.383

2.366

.413

.012

.044

.168

.196

2.478

15.315

2.670

.076

.287

.658

.117

.001 I

.103

.927

.751

.710
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Table 15. ANOVA SUMMARY TABLE FDR ACCURATE AIDED RECALL OF THE HARNINS MESSAGE

Source

Main Effects:

Relevance

Severity

Mode

First-order Interactions:

Relevance x Severity

Relevance x Mode

Severity x Mode

Second-order Interaction:

Relevance x Severity x Mode

Residual

Total

1 Significant at .05 alpha level.

55

.465

.268

6.602

.068

.173

.817

.195

50.380

59.130

UP

288

299

MS

.465

.268

3.301

.068

.087

.408

.097

.175

.198

2.660

1.530

18.871

.388

.495

2.335

L
l
'
l

(
J
'
I

O

.104

.217

.001 1

.534

.610

.099

.574



Table 16. ANOVA SUMMARY TABLE FDR ACCURATE AIDED RECALL OF

THE HARNING MESSAGE IITH EARNING MESSAGE INQUIRY

Source

Main Effects:

Relevance

Severity

Mode

First-order Interactions:

Relevance x Severity

Relevance x Mode

Severity x Mode

Second-order Interaction:

Relevance x Severity x Mode

Residual

Total

3 Significant at .05 alpha level.

148

SS

.297

3.692

16.814

2.017

1.244

.546

.953

193.062

218.147

DE

288

299

HS

.297

3.692

8.407

2.017

.622

.273

I ‘77

.670

.730

.442

5.508

12.541

3.009

.928

.407

.711

.506

.001 1

.084

.397

.666

.492
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Thus, warning severity and transmission mode had

significant impacts on recall that a warning disclosure of

some type existed, while mode of transmission more often

significantly affected recall of the specific message. All

recall interactions, however, were insignificant.

Recognition of the warning message from a list of warnings

produced neither main nor interaction effects. (See Table 17)

When the hypotheses were tested only for those subjects

who recalled the test commercial without aid (n=238),

results differed somewhat. Again, no significant two-way

interaction effects appeared, yet main effects for all three

independent variables were significant for both unaided and

aided recall of a warning disclosure. (See Tables 18 and

19) A significant three-way interaction was also found for

the three variables in aided recall of a warning disclosure.

Significant severity and mode effects also occurred for

accurate unaided recall of the specific message transmitted

(see Table 20), and product importance, mode, and the two-

way interaction between severity and mode for aided accurate

message recall (see Table 21). Severity and mode main

effects were also significant for recall with the warning

aid (see Table 22), and the main effect of product relevance

was significant for warning recognition given advertisement

recall. (See Table 23) Thus, when only those who displayed

unaided recall of the commercial were considered, the

product relevance variable became important.



150

Table 17. ANOVA SUMMARY TABLE FOR NARNING MESSAGE RECOGNITION

Source 55 DF MS F P

Main Effects:

Relevance .058 1 .058 1.797 .181

Severity .051 1 .051 1.596 .207

Mode .114 2 .057 1.779 .171

First-order Interactions:

Relevance 1 Severity .004 1 .004 .132 .717

Relevance 1 Made .015 2 .007 .231 .794

Severity x Mode .030 2 .015 .466 .628

Second-order Interaction:

Relevance x Severity 1 Mode .136 h
.
)

.068 2.119 .122

Residual 9.264 288 .032

Total 9.667 299 .032



Table 18.

Source

Main Effects:

Relevance

Severity

Mode

First-order Interactions:

Relevance x Severity

Relevance x Hode

Severity x Mode

Second-order Interaction:

Relevance x Severity x Mode

Residual

Total

1 Significant at .05 alpha level.

151

SS

.841

2.335

10.575

.289

.111

.475

.835

42.969

58.745

OF

227

238

MS

.841

2.335

5.287

.289

.055

.238

.417

.189

.247

4.445

12.335 _

27.932

1.524

.292

1.255

2.205

ANOVA SUMMARY TABLE FOR UNAIOEO RECALL OF A MARNING DISCLOSURE GIVEN ADVERTISEMENT RECALL

.036 I

.001 8

.001 I

.218

.747

O 287

.113



Table 19.

Source

Main Effects:

Relevance

Severity

Mode

First-order Interactions:

Relevance x Severity

Relevance x Mode

Severity x Mode

Second-order Interaction:

Relevance x Severity x Hode

Residual

Total

1 Significant at .05 alpha level.

152

SS

1.272

I 8“

8.410

.013

.575

.977

1.190

43.487

56.812

OF

227

MS

1.272

.844

4.205

.013

.287

.488

6.642

4.405

21.951

.066

1.051

2. 5‘9

3.015

ANOVA SUMHARY TABLE FOR AIDED RECALL OF A HARNING DISCLOSURE GIVEN ADVERTISEMENT RECALL

.011 I

.037 I

.001 1

.798

.225

.080

.047 I
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Table 20. ANOVA SUMMARY TABLE FOR ACCURATE UNAIDED RECALL OF THE HARNING MESSAGE GIVEN ADVERTISEMENT RECALL

Source 55 0F MS F P

Main Effects:

Relevance .123 1 .123 .704 .402

Severity .719 l .719 4.099 .044 1

Mode 5.262 2 2.631 15.001 .001 1

First-order Interactions:

Relevance 1 Severity .461 1 .461 2.627 .106

Relevance x Mode .030 2 .030 .087 .917

Severity x Mode .173 2 .173 .493 .611

Second-order Interaction:

Relevance x Severity x Mode .197 2 .099 .563 .570

Residual 39.809 227 .175

Total 46.862 238 .197

1 Significant at .05 alpha level.



Table 21.

Source

Main Effects:

Relevance

Severity

Mode

First-order Interactions:

Relevance x Severity

Relevance x Mode

Severity 1 Mode

Second-order Interaction:

Relevance x Severity x Mode

Residual

Total

1 Significant at .05 alpha level.

154

SS

.950

.132

5.306

.084

.572

1.499

.604

39.209

48.218

M
N

MS

.950

.132

2.653

.084

.286

.750

.302

.173

5.498

.764

15.360

.487

1.656

4.341

1.748

ANOVA SUMMARY TABLE FOR ACCURATE AIDED RECALL OF THE NARNING MESSAGE GIVEN ADVERTISEMENT RECALL

.020 1

.383

.001 1

.486

.193

.014 1

.176
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Table 22. ANOVA SUMMARY TABLE FOR ACCURATE AIDED RECALL OF THE IARNING MESSAGE

MITH IARNING MESSAGE INOUIRY GIVEN ADVERTISEMENT RECALL

Source 55 DF MS F P

Main Effects:

Relevance .001 1 .001 .002 .967

Severity 2.052 1 2.052 4.489 .035 1

Mode 20.666 2 10.333 22.600 .001 1

First-order Interactions:

Relevance x Severity .914 1 .914 2.000 .159

Relevance x Made .963 2 .482 1.053 .350

Severity x Mode 1.573 2 .787 1.720 .181

Second-order Interaction:

Relevance x Severity x Mode .683 2 .341 .747 .475

Residual 103.785 227 .457

Total 130.745 238 .549

1 Significant at .05 alpha level.
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Table 23. ANOVA SUMMARY TABLE FOR NARNING MESSAGE RECOGNITION GIVEN ADVERTISEMENT RECALL

Source

Main Effects:

Relevance

Severity

Mode

First-order Interactions:

Relevance x Severity

Relevance x Mode

Severity x Mode

Second-order Interaction:

Relevance x Severity x Mode

Residual

Total

1 Significant at .05 alpha level.

55

.196

.012

.011

.013

.008

.038

.035

6.483

6.795

OF

227

238

MS

.196

.012

.005

.013

.004

.019

6.858

.421

.192

.470

.140

.663

.621

.009 1

.517

.826

.494

.870

.516

(
.
4
4

0
4

~
4
3
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Based on findings regarding unaided and aided recall of

a warning disclosure and the specific warning, null

hypotheses H4-1 and 83-1 were rejected. Null hypotheses

He-i and H7-l could not be rejected, as product relevance

failed to interact with either of the other independent

variables with respect to warning recall. Hs-i, 83-1, and

Hg-i were provided partial support, yet only under specific

conditions. Therefore, the null form of these hypotheses

were tentatively accepted.

Product Safety Beliefs

Three-way ANOVAs were also performed on both the

semantic differential and Likert-type summated safety belief

scales to test hypotheses Ha-z, Ha-z, Hs-z, Ho-z, Hv-z,

Hs—z, and Hg-z. Again, second- and first-order interactions

were insignificant, so main effects were analyzed. (See

Tables 24 and 25) Only the product relevance main effect

was significant at the .05 alpha level. Findings were

identical when only subjects who recalled the test

commercial were considered. (See Tables 26 and 27)

Thus, exposure to the warning message had no

significant effect on beliefs about the safety of the

advertised product. Therefore, only the null form of

Hypothesis Ha-z regarding product relevance was rejected.
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Table 24. ANOVA SUMMARY TABLE FOR PRODUCT SAFETY BELIEFS (SEMANTIC DIFFERENTIALS)

Source

Main Effects:

Relevance

Severity

Mode

First-order Interactions:

Relevance 1 Severity

Relevance x Rode

Severity x Mode

Second-order Interaction:

Relevance x Severity x Mode

Residual

Total

1 Significant at .05 alpha level.

SS

877.804

49.413

42.058

5.724

94.159

117.014

164.337

9875.307

11194.587

DF

8
0

288

299

MS

877.804

49.413

21.029

5.724

47.080

58.507

82.169

34.289

37.437

25.579

1.441

.613

.167

1.373

1.706

2.396

.001 1

.231

I 5‘2

.683

.255

.183

.093



Table 25. ANOVA SUMMARY TABLE FOR PRODUCT SAFETY BELIEFS (LIKERT-SCALE)

Source

Main Effects:

Relevance

Severity

Mode

First-order Interactions:

Relevance 1 Severity

Relevance x Mode

Severity x Mode

Second-order Interaction:

Relevance 1 Severity x Mode

Residual

Total

1 Significant at .05 alpha level.

159

SS

135.477

5.657

23.107

.002

38.070

2.932

6.584

2599.011

2816.037

OF

288

299

MS

135.477

5.657

11.554

.002

19.035

1.466

3.292

9.024

9.418

15.012

.627

1.280

.000

2.109

.162

.365

.001 1

.429

.280

I 990

.123

.850

I 695
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Table 26. ANOVA SUMMARY TABLE FOR PRODUCT SAFETY BELIEFS (SEMANTIC DIFFERENTIALSI GIVEN ADVERTISEMENT RECALL

Source SS 0F MS F P

Main Effects:

Relevance 488.025 1 488.025 14.843 .001 1

Severity 34.584 1 34.584 1.052 .306

Mode 48.295 2 24.147 .734 .481

First-order Interactions:

Relevance x Severity 8.854 1 8.854 .269 .604

Relevance x Mode 53.526 2 26.763 .814 .444

Severity x Mode 161.433 2 80.716 2.455 .088

Second-order Interaction:

Relevance x Severity x Mode 197.514 2 98.757 3.004 .052

Residual 7463.561 227 32.879

Total 8452.360 238 35.514

1 Significant at .05 alpha level.



Table 27.

Source

Main Effects:

Relevance

Severity

Mode

First-order Interactions:

Relevance x Severity

Relevance x Mode

Severity x Mode

Second-order Interaction:

Relevance 1 Severity x Mode

Residual

Total

1 Significant at .05 alpha level.

161

SS

109.201

.990

19.604

.443

25.788

3.656

12.688

2121.563

2293.088

OF MS

109.201

.990

9.802

.443

12.894

1.828

6.344

9.346

9.635

11.684

.106

1.049

.047

1.380

.196

.679

ANOVA SUMMARY TABLE FOR PRODUCT SAFETY BELIEFS (LIKERT-SCALE) GIVEN ADVERTISEMENT RECALL

.001 1

.745

.352

.828

.254

.822

.508
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Directional Effects

Analyses of variance can reveal only the existence of

differences in means, yet not the direction of

differences.19 Thus, a pasteriori or post hoc analyses

must be performed on significant main effect variables to

uncover directional differences between and among group

means.20 Post hoc analyses were performed on the means of

the variables that showed main effects in order to test the

directional hypotheses set forth (810 through H12).

T-tests between subjects exposed to the high-severity

warning and those exposed to the low-severity warning

revealed the superiority of the high-severity message in

producing aided and unaided recall of a warning disclosure

and the specific warning message transmitted with the warning

aid. (See Table 28) Therefore, the null form of hypothesis

Hio was rejected.

Because three categories of mode were used, t-tests

were inapplicable for post hoc analysis. Thus, the Scheffe/

method was used to compare pairwise differences in

transmission mode means.21 Audio-video and audio-only modes

produced significantly higher recall than did the video-only

mode in all types of recall. (See Table 29) The audio-

video and audio—only modes however, failed to differ

significantly. Therefore, the null form of H11 was

rejected.



Nueber

91 99585

Unaided Iarning Recall:

High-Severity 153

Lou-Severity 147

Aided Earning Recall:

High-Severity 153

Lou-Severity 147

Specific Recall with

Harning Aid:

High-Severity 153

Lou-Severity 147

Table 28.

5950

.4379

.2789

.4314

.2293

.6601

.4422
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NARNING SEVERITY T-TESTS

Standard

991191190 1:19199

.499

2.90

.450

.497

2.39

.400

1.033

2.22

.499

Two-tailed

.91. E

298 .004

298 .018

298 .027



Table 29.

Unaided Disclosure Recall:

Aided Disclosure Recall:

Unaided Specific Recall:

Aided Specific Recall:

Specific Recall

with Narning Aid:

1 Difference significant at

/

Audio Only

Video Only

Audio-Video

Audio Only

Video Only

Audio-Video

Audio Only

Video Only

Audio-Video

Audio Only

Video Only

Audio-Video

Audio Only

Video Only

Audio-Video
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.4646

.1000

.5149

.2323

.0500

.3564

.4949

.1000

.5050

.3424

.0600

.4059

.5859

.2500

.8218

.05 alpha level.

Audio Only

SCHEFFE POST-HOC COMPARISONS FOR MODE OF TRANSMISSION

Video Only Audio-Video
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T-tests were also conducted to uncover the.

directional effect of product relevance. Subjects for whom

the test product was highly relevant demonstrated

significantly greater unaided and aided recall of a warning

disclosure, given recall of the test commercial. (See Table

30) As expected, product safety beliefs were also higher

for high-relevance subjects, as evidenced by the mean

summated semantic differential scale scores (low score

indicative of greater safety) and that of the Likert-scale

scores (high score indicative of greater safety).

Therefore, the null form of hypothesis 812 was also

rejected.

Summary of Findings
 

Results from the reported experiment may be summarized

in general terms as follows:

1. Product warning messages in advertising were

recalled without aid by over one-third of the

sample; specific recall increased when aid was

provided.

2. Warning severity had an effect on recall. More

specifically, a more-severely worded warning had a

greater impact on recall of the warning message.



Table 30.

Nueber

91 99st Been

Unaided Iarning Recall:

High-Relevance 133 .43761

Lou-Relevance 147 .3129

Aided larning Recall:

High-Relevance 133 .4060

Lou-Relevance 147 .2653

Product Safety Beliefs

Seeantic Differential:

High-Relevance 193 20.1606

Lou-Relevance 207 23.0290

Litert-scale:

High-Relevance 193 10.8756

Lou-Relevance 207 9.7826
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PRODUCT RELEVANCE T-TESTS

Standard

Deviation

.498

.465

I ‘93

.443

2.976

2.886

T-Value

2.74

2.52

-4.34

I
n
.

e
-
o
.

278

278

398

Two-tailed

P

.012

.000

.000
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Mode of transmission had an effect on warning

message recall. An audio-video or audio-only

format had a greater impact on recall of the

warning message.

Product relevance had little impact on warning

message recall.

Beliefs about the safety of the advertised product

were unaffected by exposure to the warning message.
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CHAPTER V. DISCUSSION

Implication§;of Findings

Warning Recall

Recall levels from the presented experiment indicate

the positive potential of including product warning messages

in broadcast television advertising. Attention levels may

have been artificially inflated, however, due to the

laboratory environment perhaps forcing, or at least

altering, viewing due to the novelty of the exposure

conditions.

Recall may also have been inflated because of the

novelty of a warning transmitted in this format. As

mentioned earlier, novelty often attracts consumer

attention. Several open-ended recall responses were

accompanied by statements indicating that subjects were not

accustomed to seeing such warnings in advertisements for the

test product.

Product relevance had little or no significant bearing

on overall recall of the warning message. This lack of

effect may have occurred because of the test product

considered; beer may represent a generally low-involvement

product for consumers. Although relevance was split at the

median for the group of subjects, overall relevance for the

product was not extremely high (average importance rating

170
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was 2.79 on the five—point importance scale). Subject

depth of processing and subsequent storage of the

advertising information may not have been strongly affected

by relevance.

When only those subjects who recalled the advertisement

without aid were analyzed, however, product relevance did

significantly affect recall of a warning disclosure and

recognition of the specific message included. Although

relevance failed to affect recall of the specific message,

the differences in recall of a disclosure suggest that high-

relevance subjects may have processed the advertisement at a

deeper level, perhaps due to greater interest, and,

therefore, demonstrated greater recall of the warning.

The more severe message produced superior recall, as

predicted by fear appeal research, yet level of message

severity did not result in differential recall of the

specific warning message transmitted. This finding suggests

that the more severe message had a greater impact on

awareness of a danger associated with the product, but not

on the specific wording used in the message. Severity did

prove significant when subjects were asked to remember a

warning message, yet this result may have been due to the

word warning" triggering greater recognition of the more

severe message. (The mild warning did not contain the word

itself.)
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Thus, a more severely-worded message would best be

employed in televised product advertising to create

awareness of product risks. No interaction between product

relevance and warning severity was uncovered, contrary to

the predictions set forth, indicating that a more severely-

worded warning would not pose a risk of defensive responses

by consumers. Again, however, the lack of an avoidance

effect may have been due to the nature of the test product

utilized in the experiment. The product may have been of

insufficiently high relevance to the subjects to initiate

defensive reactions.

Furthermore, the warnings employed concerned moderate

product use, as opposed to advocating the extinction of some

behavior or adoption of a particular stand on a

controversial issue, as did the communications considered in

the fear and two-sided appeal literature. Thus, anxiety

also may not have been greatly aroused due to the nature of

the communication. The overall threat to subjects may have

been mild since amount of alcohol intake is usually a

controllable behavior.

The more severe warning was also longer than the mild

warning (nine words versus six words), and was more specific

in nature as well, both of which may have contributed to the

greater recall of this message.

Mode of transmission produced a consistently

significant effect on recall of the warning message, largely
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due to the weakness of the video-only form. In fact,

transmission mode proved the only significant main effect in

overall recall of the specific message transmitted.

As predicted by much of the literature regarding

information processing based on transmission method, audio

material produced far greater retention of the warning

message. Present disclaimers in broadcast television

advertising, however, appear predominantly in video-only

form, as discussed earlier. Such disclosures are rendered

somewhat useless based on the findings of the present study.

For a product warning in televised advertising to have any

impact on creating consumer awareness of a product risk, it

should be in at least audio form. Audio-video warnings did

not produce significantly different levels of recall than

did those in the audio-only form, again suggesting the lack

of impact of a video disclosure.

None of the variables tested differentially affected

warning message recognition, suggesting that the effect of

the variables on overall retention of the message was

slight. Differential retrieval of the information occurred,

suggesting different encoding of the messages since recall

requires subsequent reconstruction of a stimulus and

recognition only discrimination among stimuli.1 Storage of

the information occurred, however, apparently regardless of

the manipulations.
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Lack of Warning Impact on Beliefs

As expected, subjects for whom the test product was

relevant showed more positive beliefs about the safety of

the test product following exposure to the test advertising.

Yet differential safety beliefs did not appear between those

exposed to treatment conditions and the control groups,

indicating a lack of impact of the warning message. Message

severity and transmission mode similarly produced no effect

on product safety beliefs. Although message recall was

apparent, recall or knowledge measures following exposure to

advertising have been shown to display little relation to

ultimate attitudinal changes.2

This failure of the warning to impact significantly on

beliefs may have been due to several factors, including the

single exposure, subject sensitization, and the length of

the message. Subjects were exposed to the warning message

only once. Repeated exposure may be necessary to achieve

any type of impact on beliefs.

Furthermore, due to the current abundance of public

service coverage regarding alcohol consumption and the

present action to remove alcohol advertising from the

broadcast media, subjects may have been sensitized to the

dangers associated with the test product, thereby rendering

the short warning message weak in producing an effect on

well-formed beliefs.
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The brevity of the warning message may explain why the

findings were incongruous with research on fear appeals and

two-sided messages. Most of that literature involved a

complete discourse on the dangers associated with a

particular behavior. The warning message may have been too

brief to induce any belief effects.

Potential Costs of Rquiring:Product

Warning Infpgmation in Advertising

Although the experimental results indicated at least

recall of warnings in advertising, an analysis of the impact

of including such information in advertisements must

consider possible long-run detrimental ramifications. While

the preceding sections focused largely upon the

identification of beneficial aspects to consumers of

providing warnings in advertisements as both a protective

safety measure and an aid to effective decision-making, such

action may, in fact, prove fruitless or even harmful to the

consuming public. Consumers may be unable to cognitively

process the additional information, fail to attend to or

discount the importance of the messages, miscomprehend the

warning, and/or experience undue anxiety upon exposure to

the warning information. Furthermore, both legal and

economic costs may arise for the advertiser due to such a

policy.
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Consumer Psychological Costs

Infggmation Overload

The three major models of memory concur that a limited

processing capacity available for allocation, or short-term

memory store, exists suggesting that consumers are able to

process only a certain amount of information before an

"overload" or confusion state arises.3 The ”channel

capacity of an observer" is defined as the greatest amount

of information that the observer is able to supply about a

transmitted stimulus based on absolute judgment; experiments

have revealed that individuals apparently possess a

limitation holding the channel capacity at approximately

five to seven "chunks" of information.‘

Topics studied in memory research are often simplistic

and narrowly focused, using digits, letters, nonsense

syllables, or words as stimuli. Thus, they are deficient in

providing a direct application to consumer behavior or

advertising situations.5

Due to this notion from memory research, that

individuals face limitations on their ability to deal

effectively with large amounts of information within a

limited time period, concern has risen among advertisers and

policy makers about the amount of information consumers can

handle within fixed time periods.6 Studies of

consumer situations have focused primarily on product

information amounts and presentation formats. Based on a
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wide variety of package information, consumers have been

found to exhibit the greatest accuracy in brand selection,

or the selection of that brand closest in character to their

"ideal" brand, when the fewest number of brands or the least

amount of information per brand was presented; furthermore,

a curvilinear relationship between increased information and

effective decision-making has been uncoverd, suggesting that

some type of confusion or reduction in accuracy occurred

beyond a fixed point.7 Other researchers have argued

against acceptance of this notion due to the

conceptualizations and methodologies used in these

studies.8

Although research results do not concur, specific

limits to the amount of information that can be accomodated

and effectively processed during a limited time span by

consumers arriving at purchase decisions do appear to exist,

and confusion and dysfunction apparently occur upon

exceeding such limits. If limitations on information-

processing capabilities occur in intentional learning

situations, and additional information may lead to

confusion, the inclusion of warning information in

advertising may actually produce less efficiency in consumer

awareness of product attributes. Televised disclosures,

wherein processing time may be limited to only a few seconds

might be particularly problematic outside of a laboratory

environment.9
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Memory performance, however, may depend upon what is

required of consumers in processing the information. If a

consumer requires only knowing a general "chunk" of

information (such as a short cautionary statement), this may

be more easily processed and retained than would more

detailed warning information.10 The present experiment

did demonstrate retention of a brief warning message.

Shallow processing might require encoding a health risk as a

"caution," perhaps sufficient in creating consumer

awareness, while deeper encoding may involve deriving a more

complex meaning from a warning message.11

Selective "Inattention"

While a limited cognitive processing capacity might

render warnings in advertisements ineffective, increasing

the overall quantity of warning messages may result in

consumers consciously or unconsciously choosing not to

attend to the material or discounting its importance as

well. Due to the vast amount of communication messages

consistently forced upon an individual, he may choose to

disregard certain or all of the messages, practicing

"selective inattention."

The human mind is constantly bombarded by advertising

messages and chooses to ignore most; an advertisement

encounters a variety of screens or modifiers preventing some

messages from having any impact.12 Research dealing with

advertising clutter levels has revealed that consumers tend
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to consciously or unconsciously ignore advertisements as

their amount increases;13 the same might prove true of the

public reaction to warnings. As the amount of and exposure

to warnings increases, concern and, thus, attention may in

fact decrease.14 Unfortunately, "[n]owhere in the

literature, neither academic nor judicial, is open

consideration given to the very real problem of the impact

that overwarning will have on consumers."15

Surveys reveal that consumers have become

desensitized from almost daily exposure to new

revelations about the dangers of food, drugs,

water, and air. Seeing no evidence of imminent

danger and believing that scientific judgments on

the basic animal studies are irrelevant to their

lives, consumers have begun to feel each discovery

is another example of scientists "crying wolf."1°

By increasing the sheer amount of warning information

to which the public is exposed, the resulting "noise” may

render specific information ineffective as a loss of

discrete communication messages occurs.

To be effective, therefore, warnings must be selective

and discriminating, calling attention to dangers with real

and significant probabilities of occurrence.17 A warning

gradation system has been suggested wherein varying label

colors and/or symbols might be used to help the public

distinguish probabilities of danger and degree of potential

harm associated with products.
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For instance, one could use a black skull and

crossbones where there is a very high probability

of danger. . . for concentrated toxins and high-

voltage electricity. . . Dark red labels .

where there is a high probability of danger and/or

serious injury (perhaps suitable for cigarette

packages). Pale-blue labels. . . for lower levels

of probability. . . (for instance, when a drug is

for external use only and will cause upset stomach

if ingested).13

The findings of the present study suggest the

limitations of video disclosures, yet a similar system might

be developed for use in broadcast product advertising

wherein certain words are used to represent particular

degrees of risk or danger.

Miscomprehension of Igfogmatiog

A third potential cost of supplying warning messages

in advertising, stemming from both the inability to process

information and a lack of desire to do so, is consumer

miscomprehension of the warning.

It should be axiomatic that a warning that fails

to communicate its intended message is

functionally useless. In fact, it might be

misleading. Worse yet, it might create safety

problems."19

Warning messages in advertising must necessarily be

brief. As pointed out earlier, while consumers may fail to

understand labeling information due to its complexity,

warning information in advertising may be misunderstood due
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to its simplicity. With respect to the cigarette warning,

for example:

Who is the Surgeon General? Does he have

something to do with our military forces? Is

there a Surgeon General?. . .Can you list three

major diseases strongly related to smoking?

Four? How dangerous is it? A slight chance of

serious illness if you smoke all your life?20

Consumers have been found to miscomprehend affirmative

disclosure messages designated for inclusion in

advertising.21 Furthermore, an experimental study of

televised communication miscomprehension revealed that

approximately 30% of the relevant informational content in

televised communications was miscomprehended, and each

communication tested was miscomprehended by at least some of

the viewers.22 "Whether or not information can be stored

may be in large part a function of not only the consumer’s

interest in the information, but also of how easy the

information is to process."23

A warning message in advertising, however, might best

serve to direct consumers to seek further information from

other sources. Furthermore, message complexity has been

found to interact with medium of presentation, as better

comprehension of simple information occurs with videotaped

messages and better comprehension of complex messages with

written communication.24 This finding indicates the

potential superiority of brief televised warnings in

producing comprehension. Consumers have been found to be

capable of comprehending simple product information
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disclosures, but are sensitive to slight differences in

message content,25 implying the importance of testing

message comprehension prior to including information in

advertising. Immediate miscomprehension of an advertised

warning may also subside with repeated exposure to the

message over time.

Creation of Fag;

Transmitting warning or cautionary information to the

public may result in inducing unnecessary anxiety, another

potential psychological cost to consumers. Not only might

one question the notion of creating tension as a

psychological issue, but the effectiveness of communication

that arouses anxiety as well.

Contemporary American society has been characterized as

facing numerous tension-provoking situations, including

increasing violent crime, a deteriorating environment, and

the threat of nuclear war.26 "An important question is

whether the general level of an individual’s anxiety may be

further increased as a result of advertising that uses fear

appeals."27 While a warning may be designed merely to

supply information, without the intent of creating anxiety,

as is often the goal of fear appeals used in persuasive

communication, warnings appearing in advertising may,

indeed, arouse fear. One must question whether this

potential anxiety arousal is more detrimental to society

than is the lack of sufficient product warning information.
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Not only might the arousal of fear prove harmful to

society, inhibitory effects in consumers may result from

such communication messages, rendering them weak in relaying

the intended information.

Although, as pointed out earlier, the research in this

area is equivocal, and the reported experiment showed no

detrimental effects from a stronger warning message, one

must at least be cognizant of those studies that reported

the curvilinear relationship between increased fear and

communication effectiveness when considering the issue of

including warnings in advertising. If warnings for

particular products do arouse a high level of tension, the

message may have little effect in terms of both recall and

belief change, as consumers may exhibit the avoidance

reaction postulated by some fear apeal research.

In such instances, however, milder warnings might be

effectively employed as opposed to severely-worded messages.

Advertiser Liability

In addition to possible consumer costs, requiring

warning information in advertising presents potential legal

problems from the perspective of the advertiser. Product

liability cases are becoming increasing commonplace in the

United States; the number of suits filed in U. S. District

Courts has increased over 800% in the past decade.28 The

provision of any information to consumers places
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responsibility for each item with the manufacturer. As

previously mentioned, a warning that fails to communicate

its intended message might create safety problems.

Warnings may also actually serve to induce unsafe behavior,

or a lack of care, based upon consumer reliance that each

and every hazard will be pointed out to them.29

Furthermore, the issuance of a product warning may

result in lawsuits from those injured by the defect prior to

the warning. Were the FDA to begin requiring warnings

regarding the side effects of a particular drug, for

example, consumers may suddenly claim to experience

suffering from past use of the drug. While

non-compliance to an administrative agency policy may result

in negligence charges against a company, compliance does not

immunize a company from strict 1iabi1ity.3°

Thus, the requirement of warnings in advertising may

give rise to additional legal action against advertisers.

Suits agains the media have resulted from persons led to do

something seemingly safe or innocuous as depicted in the

media, but resulting in injury.31 Product cases have been

tried in which advertising, due to its timing and/or message

content, was determined to impact on the misfortune of

consumers,32 suggesting that advertising does presently

play a role in liability cases.

Until recently, claims for damages for a product"

related injury typically required proof that the product was

defective or had failed to meet manufacturer’s standards;
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strict liability, holding the manufacturer completely

responsible without fault, is becoming more prevalent, as a

movement toward total fault lying with the product and none

with the conduct of the consumer apparently nears. "The

manufacturer has not yet been held liable when some swinger

mashes his thumb with a hammer, but that day may come."33

Unlike negligence, under which the possible punishable

behavior of the manufacturer is examined, the doctrine of

strict liability focuses on compensation for the injured

person. Manufacturers can be held strictly liable for

inadequately warning or failing to warn consumers about

unreasonable dangers. Thus, manufacturers must foresee

dangers associated with reasonable and intended use of the

product and inform users of these dangers; the warning must

be specific so that if followed, "it would render the

product safe for consumers."34 Otherwise, the manufacturer

may be held liable.

The inclusion of warnings in advertising may actually

help the advertiser in certain instances. A cause of action

predicated on strict tort liability may be based on a

marketing defect wherein failure to provide adequate warning

of the dangers, risks, and hazards involved in the use of a

product is apparent, rendering the product unreasonably

dangerous. Whether or not the mere provision of a warning

message provides a certain defense, however, is

questionable, depending upon the adequacy and risk reduction
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value of the warning.35 Yet because "failure to warn" has

become an important fault concept in law,36 providing

additional product warnings in advertising may help serve as

a defense for manufacturers against product liability

allegations.

Research Directions

Repetition Effects

Frequency effects clearly require future study. That

repeated exposure to a stimulus enhances future recall of

that stimulus is one of the oldest notions in memory

research. Furthermore, testing based on multiple

advertising exposures is significantly more likely to give

correct predictions than are commercial tests based on a

single exposure.37 Due to the nature of consumer response

to television advertising, repeated exposure may be

effective in producing a greater overall level of

information recall.

Studies of corrective advertising have revealed that

while one exposure to a corrective message may have little

influence on beliefs,38 multiple exposures might produce a

significant impact.39 Exposure to corrective messages in

broadcast versus print media have also been shown to result

in differing effects on consumer beliefs,4° suggesting the

importance of testing warnings in different media due to

potentially different methods of information processing.
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Attention to warning messages in advertising, however,

may also decrease due to repetition effects. Studies of

advertising wearout suggest that stimulus repetition

eventually leads to a lack of attention. Warning message

spacing and variation, however, may counteract potential

negative effects from repetition as the novelty of the

message may both attract attention and forestall wearout.41

Therefore, varying warning executions, as is proposed with

cigarette labeling, may allow for the establishment of an

effective middleground between underexposure and

overexposure .

Warnings for Various Products

Due to the small-scale nature of the presented

research, warning messages for only one product were

examined. Although selected based on the subjects,

beer may represent an idiosyncratic product. As mentioned,

public service announcements and the current campaign to

remove broadcast alcohol advertising may have sensitized

student subjects to the dangers of excessive alcohol use.

This prior awareness might have affected perception of the

warning message. Prior awareness of the dangers associated

with other products, however, may be minimal or even

nonexistent.

Furthermore, advertising for different product classes

may inherently produce different consumer reactions. At
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present, warning labels have been proposed at the state or

national level on products ranging from smokeless tobacco42

to children’s toys43 to food sulfites‘H to objectionable

phonograph records.“5 Consumers may react differently to

warning messages for these very differing product

categories. Thus, warnings presented in the advertising for

other products require similar experimental testing.

Prescription drugs represent a particularly important

product since advertising directly to consumers is becoming

a reality. Prescription drug advertising directed at

physicians presently includes a block of copy regarding

potential drug side effects, yet "[n]o one is sure how the

technical information can be summarized in a meaningful form

for consumers, especially in tv ads.”8

Different Types of Warnings

The present research also focused only on warnings

regarding excessive product usage; other types of warnings

should be tested as well, since consumer response may

differ. Because of intrinsic properties, certain products,

such as heavy machinery, chemicals, and flammable materials,

present the potential for harm to the ultimate user.47

Thus, warnings regarding inherent product characteristics

require experimental study.

Furthermore, a small group of consumers may possess an

unusual susceptibility to a product, such as an allergic

reaction, thereby necessitating a product warning.48
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Reactions to warnings of this nature may differ as well due

to the increased relevance of product risks to particular

users. Thus, both inherent product element warnings, such

as ingredient disclosures, and warnings directed at

susceptible individuals, such as pregnant women, require

experimental testing in advertisements.

Source of Warning Message

Not only should different media, products, and warning

types be tested experimentally, but varying sources of the

warning message as well. Sources were not included in the

warning messages used in the reported experiment, yet, as

mentioned, consumers have been found to be sensitive to

slight modifications in the wording of affirmative

disclosures. Furthermore, the present experiment did

demonstrate that consumers were able to replay the presented

warning fairly accurately, suggesting the capability for

perceiving the source of a warning message.

Studies on the effect of the source in corrective

advertising messages do not unanimously concur, yet some

have found differential effects contingent upon whether the

source of the message originated from the government or the

advertiser.‘96 The credibility of the message has also been

found to influence responses to communications using fear

appeals.so Therefore, the source of a warning message, an
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industry, company, governmental agency, or other

organization, should also be tested in an advertising

context.

Conclusions

Results from the experiment undertaken indicate

that including product warning messages in advertising may,

indeed, be an effective method of transmitting product risk

information to consumers. Obviously, the study was limited

in scope as it examined only one type of warning for one

product and involved only one exposure to the message. Yet

the finding that the warning message was perceived in this

setting provides support for the notion that consumers may

benefit from such messages, at least in attaining awareness.

This topic clearly warrants further study in the areas.

outlined in order to determine the full potential for

providing consumers with protective information in this

format.
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APPENDIX A. SUBJECT CONSENT FORM

MICHIGAN STATE UNIVERSITY

 

“PM orm 845‘! team 0 IKNIGAH 0 0.841111

CONSENT FORM

The purpose of this study is to determine responses to televised

material. You will be asked to view a televised program and answer

questions about the content. The experiment will take approximately

65 minutes to complete. A more detailed explanation of the purpose of

the study will be provided following completion of the experiment.

Results will be made available to participants upon request.

I, . understand that participation

(Please Print Your Name)

in this experiment is voluntary and that I may withdraw from the experiment

at any time without penalty. I understand that there are no physical.

psychological. or social risks involved. and any responses that I make

during the study will remain anonymous and will be reported only in

aggregate form. With the above understanding. I agree to participate in

this experiment.

 

(Subject's Signature) (Date)

4' u s— 4‘“.er Are-em Feed ' int-"vets" honed-O
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APPENDIX 8. PRODUCT RELEVANCE PRE-TEST

ADVERTISING 20$ ' RESEARCH PARTICIPATION

PART I

Follow the instructions below. Hark yOur answers on the bark of

your exam scarino sheet (uuestions as - 105).

PART 11 of the research partitioation will occur near the end of

the term. Check the hotline for further instructions.

Below is a list of statements. For each of the statements. ma:k

your answer on your scoring sheet as follows:

1. Strongly Agree

2. Agree

3. Neutral

4. Disagree

5. Strongly Disaoree

us. I use seeinin often.

Hm. I rate 5:91:10 as being of highest importance to me personally.

31. If I received negative information about aspirin. I would easily

change my mind about uSinq it.

I presently do not use sSEIZIQ at all.

RH, 5593539 15 a product for which I have no need whatsoever.

*0. 5593519 is important to me.

Q1. 1 will use Q§nglfl in the future.

197



l’

(
i

1
.
4

94.

'30 '

100.

1H1.

102.

lUi.

104.

105.
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I consume peg; often.

I rate 9.3; as being of highest importance to me personally.

If I received neoative information about QQ;E, 1 would eaSily

change my mind about USIHQ it.

I presently do not consume 9:95 at all.

BEBE is a product for which I have no need whatsoever.

age: is important to me.

I will consume hes; in the future.

I use seocis vehicles lieees. meiotcxclesi eic.l often-

I rate spggts yghiglgs as being of highest importance to me

personally.

If I received negative information about 3995:; yghicles. I

would easily change my Mind about using them.

I DOV ently do not use spogg; XEQILIES at all.

éeqlsfi ughygleg are products for which I have no need

whatsoever.

5995:: vehicles are imeortant to me.

I will use spogts yehiglgs in the future.
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APPENDIX C. Post-Exposure Questionnaire

ADVIITISIIG 205 RISIAICI PARTICIPATION PART II

 

(Please print Loot Nana. Fir-t Na;e)

STUD!!! IUNIIH _____________________

DO NOT TURN T0 III NIX? PAC! UNTIL YOU All INSTRUCTID TO DO $0.
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A group of concepte followa. Plaaae evaluate the concepta on the traita

liatad beneath each concept by placing an ”I” in the apace along the line

that aoat cloeely reflecta your feeling about the concept. For exaaple. if

you feel the concept in cloaely related to one end of the acale. aark the

apaca clone to that and. If you conaidar the concept to be neutral on a

trait. or that both aidea o! the acale are equally aaaociated with the

concept. you ahould Iark the apaca in the aiddle of the acale.

MARRIAGI

IAD ____________________________________ GOOD

SAT! _____ z _____ : _____ : _____ : _____ : _____ : _____ UNSAFB

PLIASAIT _____ : _____ : _____ : _____ : _____ : _____ : _____ UNPLBASANT

NOT

DANOIIOUS _____ : _____ : _____ : _____ : _____ : _____ : _____ DANOIROUS

NOT

USIFUL _____ : _____ : _____ : _____ : _____ : _____ : _____ USIFUL

NOT

DARHIUL _____ z _____ : _____ : _____ : _____ : _____ : _____ HARMFUL

UNIMPORTANT _____ : _____ : _____ : _____ : _____ : _____ : _____ IMPORTANT

NOT

DAMAGINO _____ : _____ : _____ : _____ : _____ : _____ : _____ DAMAGING

NOT

HAZARDOUS : : : : : : HAZARDOUS

COITIIUI 10 III III? PAOI.
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RILIOION

IAD _____ : _____ : _____ : _____ : _____ : _____ : _____ GOOD

SAFH _____ : _____ : _____ z _____ : _____ : _____ : _____ UNSAFH

PLIASANT _____ : _____ : _____ : _____ : _____ : _____ : _____ UNPLHASANT

NOT

DANOHROUS _____ : _____ : _____ : _____ z _____ : _____ : _____ DANGHROUS

NOT

USHFUL _____ : _____ : _____ : _____ : _____ : _____ : _____ USHFUL

NOT

HARMFUL _____ : _____ : _____ : _____ : _____ : _____ : _____ HARMFUL

UNIMPORTANT _____ z _____ : _____ : _____ : _____ : _____ : ..... IMPORTANT

NOT

DAMAOINO _____ : _____ : _____ : _____ : _____ : _____ : _____ DAMAOINO

NOT

HAZARDOUS _____ : _____ : _____ : _____ : _____ : _____ : _____ HAZARDOUS

HTHNIC IAOHOHOUND

DAD _____ : _____ : _____ : _____ : _____ : _____ : _____ GOOD

SAFH _____ : _____ : _____ : _____ : _____ : _____ : _____ UNSAFH

PLHASANT _____ z _____ : _____ : _____ : _____ : _____ : _____ UNPLHASANT

NOT

DANGIROUS _____ : _____ : _____ : _____ : _____ : _____ : _____ DANOHROUS

NOT

USHFUL _____ : _____ : _____ : _____ : _____ : _____ : _____ USEFUL

NOT

HARMFUL _____ : _____ : _____ : _____ : _____ : _____ z _____ HARMFUL

UNIMPORTANT _____ : _____ : _____ : _____ : _____ : _____ : _____ IMPORTANT

NOT

DAMAGING _____ : _____ : _____ : _____ : _____ : _____ : _____ DAMAGING

NOT

HAZARDOUS : : : : : : HAZARDOUS

STOP. DO NOT TURN TO THH NHNT PAOH UNTIL YOU ARI INSTRUCTID TO DO SO.



2(M2

Plat-0 write down szszxthiel 199 929 5229292: about e-cn o: the

coeaarciala included in the progrol you IOU. auch an the producta

advertiaed, brand naaea. aalaa aeaaagea. alogana, and other infer-etiog

preaentad. he an epacific aa poeeihle.

STOP. DO NOT TURN TO THI NINT PAOH UNTIL YOU ARR INSTRUCTHD TO DO SO.



203

A group of producta followa. Pleaae evaluate the producta on the traita

liated beneath each product by placing an '1' in the apaca along the line

that aoat cloaely reflecta your feeling about the product. For exaaple. if

you feel the product in cloaely related to one end of the acale. nark the

epaca cloae to that and. If you coneider the product to be neutral on a

trait. or that both aidea of the ecale are equally aaaociated with the

product, you ehould mark the apaca in the Iiddle of the acale.

ASPIRIN

HAD ___________________________________ GOOD

SAFR _____ : _____ : _____ : _____ : _____ z _____ : _____ UNSAFH

PLRASANT _____ : _____ : _____ : _____ : _____ : _____ : _____ UNPLRASANT

NOT

DANORROUS _____ : _____ : _____ : _____ : _____ : _____ : _____ DANGIROUS

NOT

USHFUL _____ : _____ : _____ : _____ : _____ : _____ : _____ USRFUL

NOT

HARMFUL _____ : _____ : _____ : _____ : _____ : _____ : _____ HARMFUL

UNIMPORTANT _____ : _____ : _____ : _____ : _____ : _____ : _____ IMPORTANT

NOT

DAMAGING _____ : _____ : _____ : _____ : _____ : _____ : _____ DAMAGINU

NOT

HAZARDOUS : : : : : : HAZARDOUS

CONTINUR TO THR NRNT PAGH.
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HRRR

DAD _______________________________________ GOOD

SAFR ___________________________________ UNSAFH

PLRASANT _____ : _____ : _____ 2 _____ : _____ : _____ : _____ UNPLRASANT

NOT

DANGHROUS ___________________________________ DANGSROUS

NOT

USHFUL ____________________________________ USRFUL

NOT

HARMFUL ___________________________________ HARMFUL

UNIMPORTANT ___________________________________ IMPORTANT

NOT

DAMAGING _______________________________________ DAMAGING

NOT

HAZARDOUS _______________________________________ HAZARDOUS

FRUITS AND VRGRTARLRS

BAD _________________________________________ GOOD

SAFS ___________________________________ UNSAFR

PLEASANT ___________________________________ UNPLRASANT

NOT

DANGHROUS ___________________________________ DANGHROUS

NOT

USRFUL _______________________________________ USEFUL

NOT

HARMFUL ___________________________________ HARMFUL

UNIMPORTANT _________________________________________ IMPORTANT

NOT

DAMAGING ___________________________________ DAMAGING

NOT

HAZARDOUS HAZARDOUS

STOP. DO NOT TURN TO TRR NRNT PAOR UNTIL YOU ARR INSTRUCTRD TO DO SO.
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Pleaae aarh the following etatenenta by circling ”True" (T) or 'Falae" (F).

If you are uncertain. circle "Don’t Know” (DI).

The wedding careaony in the prograa

waa perforned by a Judge. T F DI

Mike and Gloria were celebrating their

third wedding anniveraary. T F OS

The prograa took place in only two rooaa. T F 0!

Gloria wore the aana wedding dreaa ldith

had worn in her wedding. T F D!

Mike'e uncle wanted the wedding to be

perforned by a prieat. T F DS

The progran included an advertiaeaent for:

Carpeting T F DI

Autonobilea T F DH

Aapirin T F D!

A Grocery Store T F OR

Laundry Detergent T F DI

leer T F D!

A Fiehing Supply Store T F DI

A Medical Hducation Center T F OR

STOP. DO NOT TURN TO TRR NRXT PAGR UNTIL YOU ARR INSTRUCTRD TO DO SO.
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Plaaae evaluate the following eteteaenta by circling whether you

Strongly Agree (SA). Aeree (A). are Neutral (N). Dieagree (D). or

Strongly Dieegree (SD) with each etatenent.

People who narry ehould be of the

eane religion. SA A N D SD

It ie inportant that parente be

involved in the weddinge of their

children. SA A N D SD

I will drink beer in the future. SA A N D SD

Religion ehould play a part in

aarriage. SA A N D SD

People ehould drink alcohol

in aoderation. SA A N D SD

Marriage in iaportant to ae. SA A N D SD

Snoking cigare ie dangeroue. SA A N D SD

Drinking alcohol aay lead to loeing

your coordination. SA A N D SD

Parente ehould have no role in the

aarriage plane of their children. SA A N D SD

Drinking beer every day will have

a negative effect on your health. SA A N D SD

Marriage in aore iaportant to

religioua people. SA A N D SD

Neddinge were taken aore eerioualy

in the lSSOe than they are today. SA A N D SD

People ehouldn't drink ao auch alcohol. SA A N D SD

Religion in not inportant to ae. SA A N D SD

Drinking alcohol in not dangeroue. SA A N D SD

Saoking cigare ie unhealthy. SA A N D SD

Religion ie aore inportant today than

it wae in the 1960a. SA A N D SD

Drinking alcohol threatene a

peraon’e aafety. SA A N D SD

It ia iaportant that parente like the

pereon their child narriee. SA A N D SD

I will eaoke cigare in the future. SA A N D SD

Alcohol ie not hazardoue to a

pereon’e health. SA A N D SD

STOP. DO NOT TURN TO TRR NRNT PAGR UNTIL YOU ARR INSTRUOTHD TO DO SO.
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There wee an ad for QARPBTINQ in the prograe. Pleaee write down

all inforlation you renenber fron thie ad.

There wee an ad for a [ISHLNQ SUPPLY STOR! in the progran. Pleaee

write down all infornation you reaeaber fron this ad.

CONTINUH TO TRR NRNT PAGR.
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There wee an ad for DISH in the prograa. Pleaee write down all

inforaation you reaeaber froa thie ad.

There wee an ad for a 939933! SIQRS in the progran. Pleaee write

down all infornation you reaeaber from thie ad.

STOP. DO NOT TURN TO TRR NRNT PAGR UNTIL YOU ARR INSTRUCTRD TO DO SO.
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There wee an ad for a MBDIQAL 933133 in the prograa. Pleaee write

down all inforaation you reaeaber from thie ad.

There wae an ad for a 939933! S193] in the prograa. Pleaee write

down all infornation you renenher froa thie ad.

STOP. DO NOT TURN TO TRR NRNT PAGR UNTIL YOU ARR INSTRUCTHD TO DO SO.
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For each of the traite liated below. pleaee place an "X” in the epace

along the line that aoet clearly reflecte your feelinge after viewing

the II]; QQMMSBQIAL& For exanple. if your feelinge were

cloaely related to one end of the acale. nark the epace cloae to that

end. If your feelinge were neutral on a trait. or if both aidee of the

ecale equally repreeent your feelinge. you ehould nark the epace in the

aiddle of the ecale.

HORSD _____ : _____ : _____ : _____ : _____ : _____ : _____ DISTURDRD

NOT

ANXIOUS _____ z _____ : _____ : _____ : _____ : _____ : _____ ANNIOUS

CONCRRNID _____ : _____ : _____ : _____ z _____ : _____ : _____ UNCONCIRNSD

PLRASID _____ : _____ : _____ :_--;_: _____ : _____ : _____ DISPLIASRD

SAD _____ : _____ : _____ : _____ : _____ : _____ : _____ HAPPY

RSLANHD : : z : z : THNSI

For each of the traita liated below. pleaee place an "I“ in the epace

along the line that noet clearly reflecte your feelinge after viewing

the 968231 §IQBI 993538916}-

DORRD _____ : _____ : _____ : _____ : _____ : _____ : _____ DISTURBED

NOT

ANXIOUS _____ : _____ : _____ : _____ : _____ : _____ : _____ ANXIOUS

CONCRRNRD _____ : _____ : _____ : _____ : _____ : _____ : _____ UNCONCHRNHD

PLHASHD _____ z _____ : _____ : _____ : _____ : _____ : _____ DISPLRASHD

SAD _____ : _____ : _____ : _____ : _____ z _____ : _____ HAPPY

RHLAXHD : : : : : : THNSH

CONTINUN TO THR NHXT PAGR.

10



21].

For each of the traita lieted below. pleaee place an ”I“ in the epace

along the line that aoet clearly reflecta your feelinge after viewing

the 9399331 S198! QQMMQRQIAL. For exanple. if your feelinge were

cloaely related to one end of the ecale. mark the epace cloee to that

and. If your feelinge were neutral on a trait. or if both eidee of the

ecale equally repreeent your feelinge. you ehould nark the epace in the

niddle of the ecale.

HORHD _____ : _____ : _____ : _____ : _____ : _____ : _____ DISTURDSD

NOT

ANXIOUS _____ : _____ : _____ : _____ : _____ z _____ : _____ ANNIOUS

CONCIRNRD _____ : _____ : _____ : _____ : _____ : _____ : _____ UNCONCSRNRD

PLRASRD _____ : _____ : _____ : _____ : _____ : _____ z _____ DISPLRASRD

SAD _____ : _____ : _____ : _____ : _____ : _____ : _____ HAPPY

RRLAXRD : : : : : : TRNSR

For each of the traita lieted below. pleaee place an ”X” in the epace

along the line that noet clearly reflecta your feelinge after viewing

th- 99!!!! §IQBI EQHUIBEIAL-

DORHD _____ : _____ : _____ : _____ : _____ : _____ : _____ DISTURHHD

NOT

ANXIOUS _____ : _____ : _____ z _____ : _____ : _____ : _____ ANXIOUS

CONCRRNRD _____ : _____ : _____ : _____ z _____ : _____ : _____ UNCONCRRNHD

PLHASRD _____ : _____ : _____ : _____ : _____ : _____ : _____ DISPLHASHD

SAD _____ : _____ : _____ : _____ : _____ : _____ z _____ HAPPY

RHLAXHD : : : : : : THNSH

CONTINUR TO TRR NINT PAGR.

10
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Nhat was the none of the GARPIT STORR advertieed?

Nae the location of the GARPRT STORR given? Y N

If no. what wee the location?

Nae the location of the FISHING STORR given? Y N

If no. what wae the location?

 

Nhat brand of IIIR wee advertieed?

Did the DSHR ad contain a warning aeeeage? Y N

If eo. what did it eay? ________________________________________

Nere food pricee given in the GROGRRY STORR ad? Y N

If no. what iten(e) wae (were) advertieed with pricea?

STOP. DO NOT TURN TO TRR NRRT PAGR UNTIL YOU ARR INSTRUCTRD TO DO

11

DK

SO.
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Nhet wae the nane of the CARPRT STORR advertieed?

Nae the location of the CARPRT STORR given? Y N D!

If eo. what wae the location?

Nae the location of the FISHING STORR given? Y N DI

If no. what wee the location?

 

Did the MSDICAL CSNTHR ad include a phone nuaber? Y N D!

If an. what waa the nunber? ________________________________________

Nhat waa the nane of the GROGRRY STORR advertieed?

Nere food pricee given in the GROGRRY STORR ad? Y N DR

If no. what iten(e) wee (were) advertieed with pricea?

STOP. DO NOT TURN TO TRR NRRT PAGR UNTIL YOU ARR INSTRUCTRD TO DO SO.

ll



The Reaeel Food Market conaercial contained price advertieing.

214

Nere pricee advertieed for.

The (BRAND)beer coaaercial included a warning aeeeage.

etrawberriea?

corn?

neat?

lettuce?

egge?

Juice?

breed?

Did the neeaage nention.

STOP. DO

alcohol and pregnancy?

liver danage?

loee of conecioueneee?

drinking and driving?

alcohol addiction?

loee of coordination?

ueing alcohol in noderation?

heart dieeaae?

NOT TURN TO THR

-
<

-
<

<
<

-
¢
-
¢
-
¢

-
<

s
-
<

-
<

4
-
:

-
<

4

NRRT PAGR UNTIL YOU ARR INSTRUCTRD TO DO SO.

12
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The Reeeel Food Market coaaercial contained price advertieing.

Nere pricee advertieed for. . .

etrawberriee?

corn?

neat?

lettuce?

egge?

Juice?

bread?

The Saren'e Carpeta coanercial included price advertieing.

Nere pricee advertieed for. . .

kitchen carpet?

indoor/outdoor carpet?

braided floor ruge?

bathrooa carpet?

horizon carpet?

galaxy carpet?

eclipee carpet?

STOP. DO NOT TURN TO THR NRNT PAGR UNTIL YOU ARR

l2 '

Y N DR

Y N DR

Y N DR

Y N DR

Y N DR

Y N US

Y N US

Y N DR

Y N US

Y N DR

Y N US

Y N DR

Y N US

Y N DR

INSTRUCTRD TO DO SO.
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Pleaee rate the etateaent below on the characteriatice lieted by plaCing

an "X" in the epace along the line that noet cloaely reflecta your

feelinge about the atatenent.

NARNING: ALCOHOL CONSUMPTION MAY LRAD TO LOSS OF COORDINATION.

NOT

FRIGHTRNING _____ : _____ : _____ : _____ : _____ z _____ : _____ FRIGHTHNING

MILD _____ : _____ : _____ : _____ : _____ : _____ : _____ SHVRRR

NOT

THRHATRNING _____ : _____ : _____ : _____ : _____ : _____ : _____ THRRATHNING

SPRGIFIC _____ : _____ : _____ : _____ : _____ : _____ : _____ GRNRRAL

NOT

ALARMING _____ : _____ : _____ : _____ : _____ : _____ : _____ ALARMING

VAGUR _____ : _____ : _____ : _____ : _____ : _____ : _____ CLRAR

DIFFICULT

HASY T0 TO

UNDERSTAND _____ z _____ z _____ : _____ : _____ : _____ : _____ UNDRRSTAND

NOT

SHLIRVASLH _____ : _____ : _____ : _____ : _____ : _____ : _____ HHLIHVASLH

How auch influence would thie aeeeage have on your alcohol

coneunption behavior?

NO STRONG

INFLUHNCR : : : : z : INFLUHNCH

STOP. DO NOT TURN TO THR NRNT PAGR UNTIL YOU ARR INSTRUCTRD TO DO SO.

13



217

Pleaee rate the etateeent below on the characteriatice lieted by placing

an "I“ in the epace along the line that aoet cloaely reflecta your

feelinge about the etateaent.

ALCOHOL SHOULD IR USRD IN MODRRATION.

NOT

FRIGHTRNING _____ : _____ : _____ : _____ : _____ : _____ z _____ FRIGHTRNING

MILD _____ : _____ : _____ : _____ : _____ : _____ : _____ SHVRRH

NOT

THRRATRNING _____ : _____ : _____ : _____ : _____ : _____ : _____ THRRATRNING

SPRCIFIC _____ : _____ : ..... : _____ : _____ : _____ : _____ GRNRRAL

NOT

ALARMING _____ : _____ : _____ : _____ : _____ : _____ : _____ ALARMING

VAGUR _____ : _____ : _____ : _____ : _____ : _____ : ..... CLRAR

DIFFICULT

RASY T0 T0

UNDRRSTAND _____ : _____ : _____ : _____ : _____ : _____ : _____ UNDRRSTAND

NOT

HRLIHVASLR : : : : : : HHLIHVADLH

How nuch influence would thie neeeage have on your alcohol

coneuaption behavior?

NO STRONG

INFLURNCR : : : : : : INFLUHNCR

STOP. DO NOT TURN TO TRR NRRT PAGR UNTIL YOU ARR INSTRUCTRD TO DO SO.

13
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Pleaee aark the following etatenenta by circling "True“ (T) or ”Falee' (F).

If you are uncertain. circle "Don’t Know“ (DR).

A lZ-ounce can of beer containe the

aene anount of alcohol ae a

l-l/Z-ounce ehot of hard liquor. T F D!

Alcohol in a etiaulant. T F D!

Meet alcohol in abeorbed

into the etoaach. T ~ F DI

Moat adulta who have about one

drink an hour are eober enough

to drive eafely. T F DI

Drinking hot coffee epeeda up

the eobering proceee. T F DR

lating food before drinking

alcohol elowe down the abaorption

of alcohol. T F D!

People who drink a cocktail daily

run a high riek of becoaing

alcoholice. T F D!

SIX: 1 Male _____ Fenale .....

AGH: _____________

CLASS Fr ____ So__-_ Jr____ Sr____ Grad____

MAJOR:

THIS CONCLUDRS THR RNPRRIMRNT. TRANR YOU FOR YOUR COOPRRATION.

14
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