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ABSTRACT

THE IMPACT OF ARGUMENTATIVENESS AND CYNICISM ON COGNITIVE
RESPONSE AND ATTITUDE CHANGE.

BY

Dean Chris Kazoleas

This investigation examined the impact of argumentativeness
and cynicism on cognitive responses and attitude change. A
negative relationship between argumentativeness and
attitudes, and between cynicism and attitudes was predicted.
In addition argumentatives were expected to produce more
message oriented cognitive responses, while cynics were
thought to generate a higher number of source oriented
responses. This research also tested a mediational model
for cognitive responses, and examined the roles of
argumentativeness and cynicism in moderating the effects of
cognitive responses on attitudes. These predictions were
tested by exposing subjects to three mass media messages and
measuring argumentativeness, and cynicism. A no message
control group was also included. Volunteer undergraduate
college students saw one television advertisements and read
two print advertisements and were asked to complete a post-
hoc thought listing task and a series of dependent measures.
Results indicate that argumentative individuals tend to be
more resistant to persuasion. Furthermore, argumentatives
were found to generate greater numbers of negative message

oriented cognitive responses. Attitude change for the



highly argumentative individual was found to be a function
of both positive and negative responses. Cynicism appeared
to have no direct effect on attitudes. Furthermore the
effect of cynicism on attitudes was mediated by source
oriented cognitive responses and perceptions of
trustworthiness. In addition, the results of this
investigation were inconsistent with the moderation

hypotheses.
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The Impact of Argumentativeness and Cynicism on
Cognitive Response and Attitude Change

Research in the field of social influence frequently
focuses on the impact of message variables on audience
attitudes. Investigators often vary such message components
as evidence type, evidence quantity, type of appeal,
sidedness, and presentation format in order to evaluate the
effect of such variables on persuasion. An assumption
underlying this research is that individuals process and are
affected by messages in a homogenous manner. A number of
recent investigations have identified individual differences
that affect message processing and behavior. The impact of
variables such as uncertainty orientation (Sorrentino,
Bobocel, Gitta, Olson, & Hewitt, 1988), need for cognition
(Cacioppo, Petty, & Morris, 1983), cognitive complexity (Rao
& Farley, 1987), and personal values (Pitts, Canty &
Tsalikis, 1985) are examples.

Sorrentino et al. (1988), for example, explored the
effects of uncertainty orientation on information processing
and social judgments. The term uncertainty orientation
refers to one's response to ambiguity. Uncertainty oriented
persons are those who have been rewarded for autonomous
exploratory behavior. These individuals develop scheﬁas for
situations that allow resolution of uncertainty.

Conversely, certainty oriented individuals have not been

rewarded for past autonomous, exploratory behavior, and
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thus, they have developed schemas for dealing with familiar,
but not unfamiliar situations. In a series of experiments
that manipulated personal relevance, message sidedness, and
argument strength Sorrentino et al. report that for
uncertainty-oriented individuals, high personal relevance
led to greater persuasion when a two-sided message was
presented, but the reverse was true for certainty-oriented
persons. Additionally they report that high personal
relevance led to higher persuasive impact of strong
arguments and lower impact for source expertise for
uncertainty-oriented persons, but again the reverse was true
for certainty oriented individuals. As a result Sorrentino
et al. suggest that uncertainty orientation moderates the
relationship between relevance and processing such that
uncertainty oriented individuals are motivated to engage in
systematic processing under conditions of high involvement,
whereas certainty-oriented individuals are motivated to
process systematically under conditions of low involvement.

Another example of research in this area is the study
of the impact of need for cognition (NFC) on message
processing. Those with a high NFC tend to engage in and
enjoy analytic activity (Cacioppo, Petty, & Morris, 1983).
Cacioppo, Petty, and Morris (1983) controlled argument
quality while exposing subjects to a message advocating the
institution of comprehensive examinations. They found that

subjects high in need for cognition recalled significantly
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more arguments, were more affected by strong arguments and
exhibited more cognitive effort than their low NFC
counterparts. Need for cognition also interacted with
argument quality to affect perceptions of trustworthiness
and expertise.

Variables such as need for cognition and uncertainty
orientation demonstrate the influence of individual
differences on the processing of message stimuli and
subsequent attitude change. The pﬁrpose of this paper is to
investigate the effects of two personality variables,
argumentativeness and cynicism, on message processing and
subsequent persuasion. Using the cognitive response
perspective as an underlying theoretical framework, this
research will focus on both the quantity and quality of
individuals' cognitive responses to persuasive stimuli. The
thesis is that argumentativeness and cynicism are
determinants of yielding. Specifically, highly
argumentative and highly cynical individuals are less likely
to yield to message recommendations. Furthermore, it is
anticipated that subjects' resistance to persuasive messages
will be reflected in their cognitive responses. Finally,
the types of cues that argumentative and cynical individuals
focus on during message processing will be examined. This
manuscript contains four sections. The first chapter
presents the rationale and implications of exploring the

impact of individual differences, and presents research
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hypotheses. The second chapter details the methodology used
in this research. The third chapter presents the findings
of this investigation. The final chapter discusses the
implications of those findings, and suggests new avenues of

research.

The Personalijty-Attjtude Approach

Although in the midst of a current resurgence, the
study of recipient characteristics in persuasion is not a
new phenomenon. Researchers have studied such variables as
gender (Eagly, 1978 ), self-esteem (Cohen, 1959), and
intelligence (Hovland, Lumsdaine, & Sheffield, 1949, Rhodes
& Wood, 1992). The identification of recipient
characteristics which affect attitude change indirectly is
an important undertaking, because internal validity and
generalizability of the research of an investigator who
ignores individual differences is threatened.

This paper examines the indirect effects of certain
personality traits on attitudes by examining the impact of
these traits on processes which mediate attitude change.
.Eagly (1981) calls this approach the personality-attitude
approach, and its' advantage stems from an integration of
personality theory and the theoretical processes suggested
by attitude change models. Eagly suggests that to increase
predictive success with this model one must consider the

relationships between antecedent variables such as reception



5
and counterarguing and opinion change, and attempt to
identify and test the relationships between these variables
and individual differences. Accordingly, this study
assesses the impact of argumentativeness and cynicism on

cognitive responses and attitude change.

v s s v

The basic idea underlying the cognitive response
perspective is that an individual's cognitive responses
(i.e. thoughts) mediate the relationship between the message
and attitude change (Petty, Ostrom, & Brock, 1981). Thus,
persuasion is a function of the mental responses generated
by the receiver (Eagly, & Chaiken, 1984; Wright, 1980).

Eagly and Chaiken (1984) state that there is a positive
relationship between the generation of positive thoughts and
attitude change. As the number of positive thoughts
increases, so does the amount of attitude change.
Conversely, they predict a negative relationship between
counterarguﬁents and attitude change. As the number of
negative responses increases, the amount of attitude change
decreases (Chaiken, 1980; Osterhouse & Brock, 1970; Petty &
Cacioppo, 1979).

Cognitive response research often focuses on variables
that affect the way in which individuals process and respond
to incoming stimuli, and Chaiken and Stangor (1987) note

that motivation to process, opportunity to process, and
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ability are important moderators of cognitive response.
For example, involvement with the message is commonly
thought to affect cognitive response. A number of
investigators, including Petty and Cacioppo (1979), Chaiken
(1980), and Stiff (1986), have developed or suggested models
which attempt to predict the level of cognitive processing
by examining receiver involvement. On the other hand until
recently little research has focused on other types of
moderating variables such as personality characteristics.

As noted above, investigators have recently begun to
examine the impact of variables such as need for cognition
(Cacioppo, Petty, & Morris, 1983) and uncertainty
orientation (Sorrentino et al., 1989) on cognitive
responses. These studies report that personality traits can
influence the motivation to process a persuasive message and
subsequent message elaboration. The current investigation
examines the impact of argumentativeness and cynicism on the
cognitive responses of receivers and their attitudes.

The thesis of this study is that certain traits impact
the direction and target of cognitive responses after
exposure to a persuasive stimulus. Put differently, it may
be the case that certain individuals are motivated to focus
their cognitive responses toward either the source or the
message. This investigation examines the impact of two
traits, argumentativeness and cynicism.

Briefly defined, argumentatives are people who enjoy
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arguing and refuting the arguments contained in a message.
Thus, one would expect them to focus upon the message, and
attempt to counterargue against it. Conversely, the cynic
is highly distrustful and often questions the motives of
others. This mistrustful nature may lead such individuals
to target cognitive responses, especially negative
responses, at the source of a message, perhaps questioning
their motives. In sum these traits may lead these
individuals to focus their processing and yielding
resistance efforts on different cues within a common
persuasive stimulus.

Eagly and Chaiken (1984) note a problematic
methodological trend in the research using the cognitive
response paradigm. They observe the tendency for studies
using cognitive response analyses to focus on the quantity
of positive or negative responses generated, as opposed to
the content of these responses (for a review of studies and
coding schemes see Cacioppo, Harkins, & Petty, 1981.) They
argue that the use of the "thought counting" technique is
one of several reasons for the lack of predictive power of
the cognitive response approach. As an alternative they
suggest that responses be coded into categories, such as
message positive, message negative, etc. Although this
coding system may increase the predictive utility of
particular responses such as "counterarguments", this

argument may not be applied to individuals who focus on, and
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generate, negative responses targeted at the source. The
response, "I didn't like the speaker, because he/she looked
strange," would be coded as a negative source response, as
would the response, "The speaker was lying, because it is in
his/her best interest to persuade me to believe X." These
responses are extremely different types of responses, and
may have a different impact on judgements. One may ignore
the fact that a source was unattractive to some extent when
making a decision, but lingering doubts about the veracity
of the source's claims, especially when linked with
questionable motives may be harder to ignore. 1In this
investigation the number of counterarguments listed by
argumentatives may be extremely predictive of attitudes,
but the simple counting of responses targeted at the source
may not clearly identify the cognitive processes at work in
the mind of the cynic. The cynic is mistrustful, and
questions the motives of others. A more fruitful approach
may be to examine and code the responses generated by
individuals for attributions made about the source of a
message, and examine the impact of these responses on
attitudes. The integration of attribution theory with the
cognitive response perspective may increase the predictive
utility of cognitive responses, especially for those
individuals who weight source attributions heavily when
making decisions.

Eagly, Chaiken, and Wood (1981) discuss the application
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of attribution theory to persuasion research. Eagly et al.
offer a model based on the pre-message expectancies
generated by the receiver. This model predicts a positive
relationship between deviations from expectancies and
attitude change. The model suggests that when expectancies
are confirmed, individuals tend to attribute the
communicator's views to the personal characteristics or
intentions of the speaker and/or situational pressure that
generated the message. This attribution is followed by the
inference that the communicator is biased, and consequently
little attitude change occurs. The data in their analysis
were consistent with predictions made by their model.

Applying attribution theory to the cognitive response
patterns of cynics may increase the predictive power of
those cognitive responses. The cynical individual is
inclined to question the speaker's motives and make causal
attributions about the source's message. Cognitive
responses that reflect attributional processes may be given
more weight in the cynic's decision making processes. As
noted above, coding individual's responses for attributions
made about the source should increase the ability of these

responses to predict attitudes.

Arqumentativeness

Argumentativeness is conceptualized by Infante and

Rancer (1982) as a "generally stable trait which predisposes
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the individual in communication situations to advocate
positions on controversial issues and to verbally attack the
positions which other people take on these issues, (p.72)".
Based on this conceptualization the individuals' general
trait to be argumentative ARG ;4 is seen by Infante and
Rancer as " an interaction of the tendency to approach
arguments (ARG ,) and the tendency to avoid arguments
(ARG ), (P.73)."

The argumentative individual is said to perceive this
activity as an intellectual challenge, and enjoys defending
a position and "winning" points, by attacking the positions
of others. In addition Infante and Rancer state that
following argumentative situations these individuals feel
invigorated and satisfied as well as having a sense of
accomplishment. Conversely, the low argumentative avoids
arguments and feels relieved having done so (Infante &
Rancer, 1982). For such persons argumentation elicits
feelings of uneasiness.

Demographically argumentatives tend to be male, come
early in the family birth order, liberal in political
orientation, and report higher grade point averages
(Infante, 1982). From a communication standpoint those
exhibiting a high degree of argumentativeness exhibit higher
levels of verbosity and higher levels of '
counterargumentation (Infante, 1981). Additionally,

argumentatives are rated as being significantly more expert,



11
dynamic, and better at argumentation than their less
argumentative counterparts (Infante, 1981).

Summarily, the argumentative likes to argue, enjoys
defending a position, and enjoys attacking the positions of
others. Based on this conceptualization Infante and Rancer
(1982) suggest that argumentatives should be less likely to
yield to message recommendations, because they tend to
counterargue against the positions advocated in message
stimuli. Thus, one would predict a strong positive
correlation between argumentativeness and the elicitation of
counterarguments, and a negative correlation between

counterargument frequency and attitude change.

cynicism

Cynicism is conceptualized as the belief that other
people are untrustworthy, self-serving and malevolent
(Hunter, Gerbing, & Boster, 1982). The definition offered
by Hunter, Gerbing, and Boster is based on a factor analytic
study which examined the structure of Christie and Gies's
(1970) Machiavellianism Scale (MACH IV). Christie and Geis
describe the cynic as having a distrust in people, as well
as a negativistic outlook on society. This individual
exhibits distrust and suspicion in the motives of others,
and therefore tends to be highly critical. At the other end
of the spectrum, one may find persons who exhibit great

trust in others. Christie and Geis (1970) refer to them as
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the Pollyanna's, those who strongly believe that all people
are basically good and honest.

As noted above the cynic distrusts and is critical of
others' motives, and should be expected to be more critical
of the messages they send. The critical nature of the cynic
may make this individual less likely to yield to message
recommendations. This resistance should be reflected in the
type of cognitive responses this person generates in
response to persuasive stimuli. Again, based on this
conceptualization, one would expect a strong positive
correlation between cynicism and negative cognitive
responses. In the case of the cynic we might expect them
not only to counterargue more, but also to derogate the
source more frequently than their more trusting cohorts.
Furthermore, the cognitive responses generated by cynic's
should be reflective of the attributions the attached to the

source of the message.

Hypotheses

The purpose of this research is to determine the impact
of argumentativeness and cynicism on cognitive processing
and attitude change. It examines the effects of these
variables on processing and attitudes by testing a direct
effects model, a series of mediational models, and several
moderational models. As noted above argumentative and

cynics are predicted to be more critical of incoming



13
messages, and as such are less likely to yield to message
recommendations. The predicted negative relationships
between both argumentativeness and attitudes, and cynicism
and attitudes is reflected in the following hypotheses:

Hypothesis la. Argumentatives will exhibit less
attitude change than those low in argumentativeness. This
hypothesis predicts a negative linear relationship between
argumentativeness and attitudes.

Argumentatives were predicted to be less likely to
yield to message recommendations, because they are more
motivated to process the content of the message, and as such
tend to scrutinize and counterargue against arguments and
positions contained in a message. These assumptions
predict a positive relationship between argumentativeness
and scrutinization of message content. Based on this
conceptualization hypothesis 1b predicts a positive linear
relationship between argumentativeness and counterargument
generation. That is, as a subject's level of
argumentativeness increases, the number of counterarguments
generated will also increase.

Similarly, cynics are predicted to be critical of the
source, and thus less likely to yield to message
recommendations. Therefore, Hypothesis 2a predicts that a
negative linear relationship exists between cynicism and
attitudes. Such, that highly cynical individuals will

display less agreement with message recommendations than
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those who are less cynical. In addition, cynics are
portrayed as highly critical; they mistrust and question the
motives of others. Hypothesis 2b predicts a positive
relationship between cynicism and negative source oriented
cognitive responses.

Hypotheses one and two focused on the direct effects of
argumentativeness and cynicism on cognitive processing and
attitudes. However, the cognitive response paradigm rests
on the assumption that cognitive responses mediate the
relationship between a message and attitude change.
Hypotheses 3a and 3b test the assumptions regarding the
mediatory effects of cognitive responses.

Argumentatives were portrayed as individuals who tend
to focus on the message and enjoy counterargumentation.
Their resistance to attitude change was thus predicted to be
a function of the generation of counterarguments.
Additionally subjects who are in the process of
counterarguing may tend to produce fewer supporting
arguments. Therefore, hypothesis 3a examines the
mediational role of counterarguments and supporting

arguments by testing the model presented in Figure 1.

ARGUMENTATIVENESS-- + -- COUNTERARGUMENTS== = ~— ATTITUDES

\-— - — SUPPORTING ARG.—— + —/

Figure 1. Path model predicted by Hypothesis 3a.
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Based on this model, hypothesis 3a predicts that the impact
of argumentativeness on attitudes will be mediated by the
number of counterarguments generated by the receiver.
Specifically, this model predicts a positive relationship
between argumentativeness and counterarguments, which, in
turn is predicted to have a negative affect on attitudes.

Conversely, cynics were portrayed as tending to
mistrust the motives of others. Because of this distrust,
they were predicted to derogate the source of the message.
Thus, the cynic's resistance to attitude change was
predicted to be a function of these source derogations.
Hypothesis 3b tests the mediational role of source
derogations portrayed by the path model presented in

Figure 2.

CYNICISM-- + -- SOURCE DEROGATION -- = -- ATTITUDES

Figure 2. A Path Model of the Relationships Predicted
by Hypothesis 3b.
The model specified by hypothesis 3b predicts a positive
relationship between cynicism and source derogation, which
in turn has a negatiQe impact on attitudes.
Hypotheses 3a and 3b test models which specified that

cognitive responses mediate the relationship between
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personality traits and attitudes. Conversely, an
alternative possibility is the extent to which
argumentativeness and cynicism, or both may moderate the
effect of certain cognitive responses on attitudes. That
is, it may be the case that counterarguments have a greater
impact on the attitudes of those individuals high in
argumentativeness, than on the attitudes of those subjects
who report less argumentative tendencies. Similarly, source
derogations may have a larger impact on the attitudes of
highly cynical individuals than on the attitudes of those
less cynical. Hypotheses 4a and 4b investigate the possible
moderating effects of argumentativeness and cynicism on the
relationship between cognitive responses and attitudes.

Specifically, hypothesis 4a predicts that
counterarguments will have a greater impact on the attitudes
of highly argumentative persons than they do on the
attitudes of those exhibiting lower levels of
argumentativeness. Similarly, hypothesis 4b predicts that
source derogations will have a greater impact on the
attitudes of highly cynical individuals, than on the
attitudes of those who are less cynical in nature.

It is important to note that the predictions associated
with the mediation hypotheses (hypotheses 3a and 3b) are
mutually exclusive of the moderational hypotheses (4a and
4b). Put differently, if cognitive responses are found to

- mediate the effects of argumentativeness and cynicism on
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attitudes (hypotheses 3a and 3b), the data would be
inconsistent with the hypotheses that specify a moderating

role for cognitive responses (hypotheses 4a and 4b).
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Methods
overview

The purpose of this investigation was to examine the
impacts of argumentativeness and cynicism on cognitive
responses and attitude change. To test the implicit
assumptions regarding the consistency of the effects of the
personality traits, subjects received three persuasive
messages. These stimuli were taken from recent television
broadcasts, newspaper editions, and campaign distribution
systems in an attempt to assess the generalizability of the

findings.

Desian

This investigation used a post-test only, repeated
measure design with a no message control. Randomization was
used to assign subjects to either the control or
experimental conditions. Subjects in the experimental
conditions received three persuasive messages, the order in
which they were presented being counterbalanced to avoid a
specific testing or sensitization effect. Control subjects

were not exposed to a message.

Subjects

The subjects in this experiment were 83 male and 106

- female undergraduate students enrolled in various
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introductory level courses at several eastern public
universities. Subjects were offered course credit in

exchange for participation.

Procedure

Subjects in the experimental conditions were asked to
watch a televised commercial message, and read two printed
messages, the order of these messages being varied. After
the exposure the subjects received a pen and paper, and were
given three minutes to write down any important thoughts
they might have had during the message. Subsequently, they
were asked to complete a questionnaire including
manipulation check items, attitude items, and questions
ascertaining involvement with the topic, perceptions of
source trustworthiness and expertise, and after the third
message, measures of argumentativeness, cynicism, need for
cognition, and demographic information. After completing
these items subjects were thanked for their time, debriefed,
and allowed to leave.

Subjects in the no-message control group were asked to
complete the same attitude and demographic items. Upon
completion they were thanked for their time, debriefed, and

allowed to leave.

te s

The televised message was a one minute segment of
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Anheuser Busch's alcohol moderation campaign, depicting
James Worthy of the Los Angeles Lakers advocating drinking
moderation and avoiding drinking and driving. One of the
printed persuasive stimuli consisted of a quarter page
advertisement taken from a recent copy of the newspaper, USA
Today, opposing clean air legislation. It consisted of
printed text that detailed arguments against the Clean Air
Act. The arguments claimed that passage of the bill would
lead to large increases in unemployment as well as increases
in consumer fuel and product costs. The second printed
message was a one page pamphlet distributed by the American
Cancer Association. It advocated abstaining from sunbathing
and tanning booths, and suggested the use of sun blocking
egents. This pamphlet detailed the dangers of exposure to
the sun, such as skin cancer, and suggested remedies, such
as decreased exposure and increased use of sun blocking
agents, to reduce the risks associated with exposure.

Because the Budweiser Advertisement had both a sponsor
and a Known source (James Worthy), an imaginary source
consisting of a fictitious name and affiliation was printed
at the top of each written advertisement. In the case of
the advertisement opposing the Clean Air Act, the source was
the president of the Clean Air Working Group (CAWG), a group
that was identified and whose logo was printed in the
advertisement. For the message opposing sunbathing a

fictitious name was developed, and was identified as a vice-
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president of a cosmetic and sun-screen industry council.
Independent Measures

Argqumentativeness was assessed using Infante and
Wigley's (1982) argumentativeness scale. Cynicism was
measured using the negativism subsc§1e of Christie and
Geis's (1970) MACH 1V scale, as well as a number of items
generated by the author. Manipulation check items for topic
and article exposure, and prior message exposure were

included in the post-exposure questionnaires.

Dependent Measures

The post-test questionnaires consisted of items
measuring attitude toward alcohol moderation, the clean air
act, and sunbathing/tanning. Items assessing perceptions of
source expertise and trustworthiness, topic involvement, and
comprehension were also included. Demographic information
such as age, gender, major, and year in college was also
collected.

Cognitive responses were collected using a post-hoc
thought listing procedure. After exposure to each stimulus
subjects were given three minutes to record important
thoughts they might have had while reading one of the
articles, or watching the videotape stimulus.

A preliminary analysis of cognitive responses was
conducted, and a 31 category scheme was developed (See

Appendix A). The 1152 responses were then categorized by
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three independent coders. After initial ratings were made
the coders met to resolve disagreements, but were told that
they "did not necessarily have to come to an agreement on
any given message." Disagreements were resolved by using
the majority categorization. In the few instances of a
three way disagreement the E resolved the disagreement.
Inter-rater reliability was measured by Cohen's Kappa
(1960) . Kappa was found to be .94. The 31 category scheme
accounted for 95.5% of all the responses generated, but
after a preliminary analysis the coding scheme was reduced
to 17 categories. The deleted categories were eliminated
because there were few responses that fell into them, and
because of similarity to other categories. 1In addition,
these messages were also categorized into the traditional
four category scheme used in many studies. That is, each
response type was rated along two dimensions. The first was
affect, either positive or negative; The second was target,

whether the response pertained to the source or the message.
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Results

Preliminary Analyses

A series of confirmatory factor analyses and
reliability analyses were performed on the questionnaire
items. Items were deleted to enhance both internal
consistency and external consistency, and to increase
reliability.

A preliminary concern was the threat of an order effect
on subjects attitudes. As previously noted subjects in the
experimental conditions were exposed to three advertisements
in a counterbalanced order. The number of subjects in each
of the six counterbalanced sequences was approximately
equal, and an order effect was not expected. A series of
analyses of variance were used to test the order effect
hypothesis, and determine the effectiveness of the
counterbalancing scheme. Order had no impact on attitude
scores for the James Worthy advertisement (F(5,98) = 1.23,
p>.05), the anti-tanning advertisement (F(5,99) = 1.02,
p>.05), or the advertisement opposing the clean air act
(F(5,99) < 1, p>.05). These results are not consistent with
an order effect hypothesis. Thus, order was not retained as
a factor in subsequent analyses.

A second matter of concern pertained to the actual

persuasiveness of the experimental stimuli. A series of
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analyses of variance found that subjects in the experimental
condition exhibited greater agreement with the attitudes and
positions proposed in the messages, than those subjects in
the control conditions. Specifically, subjects in the
experimental condition favored alcohol moderation and
control (Ms=22.20 control, 25.33 experimental, F(1,186) =
17.58, p=.29, p<.05) significantly more than those subjects
in the control groups. Similarly subjects who read the
anti-sunbathing advertisement exhibited attitudes indicating
they were less in favor of sunbathing, and less likely to
sun bath (M=25.23) than those subjects in the control
condition (M=21.87, F(1,187) = 18.53, n=.30, p<.05). 1In
addition, the anti-clean air act advertisement was also
found to be persuasive. Subjects in the experimental
condition were more inclined to oppose of passage of the
act, and agreed with the arguments stated in the
advertisement (M=19.86) to a greater extent than those
subjects who had not read it (M=16.07). Again these
differences were statistically significant at the .05 level
(F(1,87) = 34.5, pn=.40, p<.05). These results indicate that
all three of the experimental stimuli were indeed
persuasive.

Table 1 contains information regarding subjects
perceptions of trustworthiness, expertise, involvement,
perceived self-benefit, and agreement with message

recommendations for each of the three advertisements.



25
Reliability coefficients for each of the scales are also
reported. The data in table 1 indicate that the
distributions of scores on each scale were fairly normal,

and that the scales were reliable.

Table 1
v S (o s
v ise
VARIABLE MEAN STD.DEV. MIN/MAX #ITEMS RELIABILITY
(ALPHA)
euser-Bus
Trustworthy 26.8 6.4 5/35 5 .90
Expertise 24.7 5.6 5/35 5 .88
Involvement 20.2 5.9 4/28 4 .88
Motive/benefit 18.3 4.7 4/28 4 .77
Attitude 23.9 5.3 5/35 5 .73
Experimental 25.3 5.9
Control 22.2 5.2 F(1,186)=17.58, p<.05, r=.29

American Cancer Societ

Trustworthy 24.3 3.7 4/28 4 .78
Expertise 30.1 3.9 5/35 5 .82
Involvement 23.0 4.8 5/28 4 .86
Motive/benefit 23.9 6.3 5/35 5 .85
Attitude 23.7 5.6 5/35 S .74
Experimental 25.2 5.0
Control 21.2 5.7 F(1,187)=18.69, p<.05, r=.30
Anti-cl Air Act
Trustworthy 23.3 6.2 5/35 5 .89
Expertise 23.8 6.1 5/35 S .93
Involvement 18.8 4.7 4/28 4 .74
Motive/benefit 17.3 5.1 4/28 4 .82
Attitude 18.2 4.7 5/35 5 .78
Experimental 19.9 4.7
Control 16.1 3.9 F(1,187)=35.16, p<.05, r=.40
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A third potential threat to experimental validity was
the impact of prior exposure to the stimulus materials on
post-test attitudes. Items measuring prior exposure were
included on each post-test. An examination of prior
exposure found that for the most part subjects had not been
exposed to either the sun-tanning advertisement (M=.10,
s=.38, min/max= 0/2), or the ad opposing the clean air act
(M=.03, s=.29, min/max= 0/3). A series of correlational
analyses revealed that frequency of prior exposure did not
correlate significantly with attitudes for these
advertisements (r=.03, t£(103)=.30, p>.05 for the sunbathing
advertisement, r=.02, t£(103)=.24, p>.05 for the clean air
advertisement). An examination of exposure frequency to the
alcohol ad found that subjects appeared to have had some
prior exposure (M=1.18, s=2.77, £(104)= 4.37, p<.05).
Furthermore, frequency of exposure to the ad had a negative
statistically significant impact on attitudes toward the
over-consumption of alcoholic beverages (r=-.31, t(103)=-
3.31, p<.05). Further scrutiny of the distribution of
scores found it to be skewed positively with 74% of the
subjects in the experimental condition having no prior
exposure to the advertisement, and an additional 20% having
viewed the advertisement six times or less. This analysis
revealed that the remaining subjects (a total of 6) had
answered the open-ended question measuring prior exposure

with no other value than a 10 or a 15. These responses may
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have been artifacts of the open-ended question format. That
is, subjects were simply asked how many times they had seen
this particular advertisement, and were allowed to fill in
any number. These subjects may have simply guessed, and
choose a re<ns1:XMLFault xmlns:ns1="http://cxf.apache.org/bindings/xformat"><ns1:faultstring xmlns:ns1="http://cxf.apache.org/bindings/xformat">java.lang.OutOfMemoryError: Java heap space</ns1:faultstring></ns1:XMLFault>