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Matrece
Becouse commerciels ere cemplex strwcturas that very elong masy dimenstoss,

experisentel ressssrch that usse propertiss of commecciels to define stimulus
condittons fe 1tkely to euffer from fnadvettent confounds. The preseat spproach
anplores some of the waye tn which propertiss of commerciele srs tnterreleted
vith sach other, end with three dependent vertebles common fs sdvertieing
resssrch: recell, recognition, end ad prefersmcs. Kightasn propsrtise wvare
oaasured tn o ssmple of commercinle end their veluss correleted and fector ass-
lysed. Multiple regesetion was used to explers combinatioss of the sttributes
that provided the best prediction of the three repsonse verisbles. The results
are discussad te terms of thelir tmpliicatioss for fictorisl designe tavolving
propert‘es of coamerciele, s vell e for further understending of the epectfic

stimulue dimensions examined.




Recell, Recognition, end Preference as s Punction of

18 Propertiee of TV Commerciele

Resesrch ou the c.".cu of commercial structurss aften invelves ¢ paradigs
in which the expsrimentar sslects se7erel propertiss of commercisle and sxamines
how they effect one or mors messurss of consumer response. For exsmple, otwdise
have saked vhether the presence of bleck godele iR commercieles affects the
11iking of products ar sde by black ond white viewers (Reid, Retfeld, & Wilcon,
1961); how sociel end objective preduct fnformation affect viewer response
(Misereki & Settle, 1979); hov prasence and olze of picturse affects respoases
te sdvertised products (Rossiter & Percy, 1900), snd how brend nsming end number
of brands 1in en ad effaect memory (Ledgh, 1984). Theee factorisl eppresches
sseume that ell non-manisuleted verietions in commerciel structurs ore sither
hald constent or rendomly distributed ecross the stimulue conditions so that the
effecte of the manipuloted variables cen be observed. Uafertuastely, thie
sssumption wey not be warcented, particulerly vhen the stimuli in question
(asmely commercisls) ars highly complex. Carteinly the leet 20 yeare of edver-
tieing ressarch would yleld avidence thet TV commarethle are complex in thet
they vary slong many dimensions (Schlinger, 1979; Acker & Srussose, 1981} Welle,
Laavitt, & McConville, 1971).

Simultanaous vertetion on many dimenatons means that while en experimenter
may sasuma in a simple factortel design that changas in viewer responas result
from sanipulation of the chosen tndapendant vartebles, uncontrollad veriebles
eorrelatad with tha sanipulated varisblea may fnetead be producing the effect.

For exemple, 1f an experimantar were to look at tha effecta of tha type of
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appesl used in comnerciala, ssy emotional as opposed to mon-emotional--and find
that memory fa batter for the former type, 1t might well be that vartables
confounded with those types of appesl (e.g., complexity of language, number of
acensa, lavel of product emphasia, or product category) were reslly preducing the
changaa. Rven 8 cursory sxamination of smotionsl and mon-esotional TV commer-
clole would fndicate that such naturally ocecurring c;)n!wudlu fa 1ikely.

Givan the probability that ;udnrunt confounding 1a a potential
problea for ressarchers atudying coamercial atructurs, what solutions sre
fesatble? In general, sultivariate approasches seem the civious avenue, and to o
tintted axtent they have been uesed, theugh primartily te try to davelop tanono—
afee of TV commercisla (Schlinger, 1979) or to predict recall (Mollirook &
Letman, 1980; Roasfter, 1981).

The epprosct adopted hare, while afnilar to these atudfes, relfes on an sna-
lyatia developed by Rubin (1980) to deal with s atailar prodles in paychology,
assaly the complanity of dimensions slong which words vary. Bmbin selected s
sample of worda, genarsted acores for sach one of them on 31 dimensions (e.g.,
teagery velus, concretansss, seaningfulness), and then used resresaion and fac-
tor analysts to explors how the 51 dimenaiona wers related to sach other, and to
2088 common ®esauras of responasa to words (a.g., recalling and recognising
thes, latancy to ne#s tham). Rubin recommended that the rasults of this enely-
ale sarve s s guide to vhich dimenaiona of word vartistion are usually con-
foundad with sach othar and that subssquent ressarch should afither
sxparimantally control the dimesnaiona, or rafer to "fectors™ of varietion
nade uwp of highly corralatad dimenatona.

To axamina the utility of “hia approsch for sdvertiaing ressarch snd par-~
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ticularly for TV commerciele, the prasent atudy used 18 commerciela selected to
be raprasentativa of & veriaty of sxecutiomal atyles end producta; genersted
acorss for sach one of them ©a 18 disenaions of structural variation; and used
sultivariate snalysas to exanine the relstiona smong the dimenaioms end between
these disenaions ani some common messurss of viawer reaponse to commerciele
(cecalling, racognixing, and itking).

0f course TV commerciela very aslong many mors dimenaiona than the 18 sempled
hera. 8o the prasent study must be ragerded as en fnitiel sttempt to test the
wasfulnesa of the analyais. The chotce of 18 atimwlus dimenaions was iimited to
verfablea that past ressarch had demonatrated to be promising. Theae vertadles
wera orgenissd, for the anke of convenfence, iato four clesseat (1) thoas that
messured language structures; (2) those thet messured the tntagretion of infor—
mation in commerciela;.(3) viaval messures of packege quphsais end the number of
scanen; ond (4) mesauras of the prasence of affactive or emotional stimuli.
Bach of theas four catagorfias of atimulus characteristice vill be exssined in
detail, and then some gansrsl hypothassa about their reletfions to sach other end
to racell, racognition, and liking for the commercfiale will be srticulsted.

Languege Btructura Verfables

1t fa commonly assumad by cog iitive p-yehologlnta.(nlntogh. 1974; Kletszky,
1980), advartiaing practittonars, (Caplas, 1977; Wedght, Winter, & ZMegler,
1982, p. 269) and by A number of resasrchara in advartiatng, (Rossitar, 1981;
Leavite, 1968; Thorson & Snydar, 1984) that tha language in which messages are
posad will tnfluance responsas to tha masssges. Tha presant study salected
massuree o language atructura that tndas how danasly fdase sre packed into what

1a satd, tha difficulty of tha grammar, and tha relative esphassts given exacu-
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tion end product. These messures ars derived from the 1itareturs on propoei-
tional text processing (Kintsch & ven Dijk, 1978; Cirile & Foss, 1980; Manelis,
1980; vipond, 1900) end sre used hers te snalyse both the structurs of the cow
merciele, end the structurs of the fres recell protocols thet serve se dependent
mesourss. The following seaction sleboretss the messurss, ond briefly rafers to
their theoraticel justificetion. Deteile of the enalyeis ers sveiledle
sleevhers (Kintech & ven Dijk, 1978; ven Dijk, 1943, Turner & Criene, 1979}
Thorson & Sayder, 1984).

Whea people 1ieten to epoken lenguegs, they process it et two levels. The
firet o 1des by ides, o dateiled level involving whet ere celled micropropositions.
The sscond 1e by giat, that 1s, by the main ar summary idess, o lovel favolving
what are celled macropropoeitions. Identificetion of wmicro- end mecro-
propoaitions ke developed into o objectively cedified system that cen be
lasrned in o feirly short period of time end sppliad reliebly end conefetently by
codere (Turner & Cresne, 1979).

When epplied to televieion commercisle, micropropositions sre orgenised into
santence-11ke clusters (Thoreoa & Snydar, 1984), end macropropositions ere
cleseified se beding sbout product sttribute informetion, commerciel exscution
(vhet happens in the cosmerciel), end ss conteining brend name referancas.
Propositional enalyeie 1e epplied to the scripts of commerr fole, but 1t
cen sleo be spplied to vhet viswars recell sbout cosmarciela. Thie eide con-
aidevably the ebilfty to detail the information viewers remember. Using those
propoaitions] veriablea thet have bean shown most uighly predictive of conewmer
nemory for sde (Thorson, 1983; Thorson & Snyder, 1984) the present etudy coded
aseven neasures on the scripta, end five measures on the viewer protocole. The

selected varishles ore shown in Tadle 1.




Insert Table 1 ebout here

saures of fcel lIntegretion

Mvartioers end crestives have leng suggested that integration of execu-
tionsl elementa with brand end brend charscteristice s criticelly fmportent to
success ia communiceting e commercial message (Wright, ot ol., 1982). Thers
have been soms axperimentel stteapte to messurs such fategretien, most nctably
the work of Leavitt (1968) et the Crestive Resesrch Werkshep 1a Lee Burnett.
Building un this resserch tradition, the fategration varisbles chosen and
sessured in the prceeat study sre closely patterned efter leavitt's fdens, bt
ate somevhat mors genarel ia nature.

The slemsnts favolved {n the integreties wessurss include product category,
clains, executionsl astetements, snd vieual scense. A judgaent of fategration
betwaan product and acene (PROD-5C) vae made by seking 1f the product category
could be logicelly associsted with the scane being presested. Advertising bath
oil with @ nodal 1n & bethtud was comsidered integreted. Talking shbout bary ofl
while someons skydived was not coneiiered intagreted.

Intagration batwesn product and cleim (PROD-CL) waa datermined by coding whether
or not the claefina cane from some inherant sapect of the ,roduct cetegory or
vherher vers they erbitrery (s.g., Praston, 1968; 1982). “dritish Starling will make
hin e legend fin hia own tine" wes not considered integratad. “Musk will make
hin smell vonderful” ves.

Intagration cf acans end clafin (8C~CL) wee dasigned to geuga the extanmt to

which claims about the product wers visuslly demonstreted or reinforced. A pic-




tura of & alask cor with ¢ glamorous model atroking the hood while & volce-over
telked sbout the car'c mansuvarebility ia poor drising condttions wes constdered
low tn tntagration. The cleim that & coffes "teates good like it should” pre~
santed with two people enjoyleg e cup of coffes wes conaidered hgh tn $C-~CL
fntagratios. "

Integeation of acans end sxscutionsl stetements (8C-EX) wes defined in terse
of vhether varbal gtatesenta visuslly demonstrated or retnforced sccompanying
visuals. Explanstion thet the consumer add two egga and » cup of water to o
cake uix while ¢ modsl d1d so vas conatdared high in sC-EX.

The fifth end finel sesaurs of tntegrecfon hingas om rasesrch tn cogettive
paychology (e.g., Branaford & Jolinson, 1972; Mayer, 1979) and tn advertielng
(0.8, Laavitt, 1968) that suggeat memory strength te snhanced when viewers are
provided with serly informatios sbout the content of o messege. This fact
suggeets that counting the ssconds slepsed tn & commerciel before judges cen
fdantify whet product ta betng sdvertised would provide et leest s rough tndex
of how soon ¢ "frame of referance” ta crastad. If & cwmmerciel fa vaguas about
fta product or waits untfl Jete in the messege to spectify atther the sctual
bresd or aven tha product cetsgory, 1t may be mors 4ifficult for the viawer to
ancode and leter ratriava the inforsatfon thet wev pressnted. For the prassnt
aat of commerclale two judges detarmined the alepeed un. (to the nasreat
second) befors they racognised tha product sdvertised. This messurs (FRAME) was
then fnverssly reletad to the apred nf ssteblishing the cetegory tnto which the

sessegs should be atored.




Yeasurss of Affect ta Commercials

Hany recent atudiae fn g‘urthlu have axsnined the affect of affective ar
emotional stisuli fs advertiatag (Luts, 1377; Leen, Mesna, Petrick, & Mowicki,
1382; Mitchell, & Olaon, 1981; Neore & Wetchiasen, 1983; Steut & Leckanby,
1984). Thase atudias hava employsd varieus dafinttions of affect, and tfadeed,
it may be thet ss Prastes & Bowen (1971) potat eut, affect takes on "diffareat
ssantings at differast times.” Sinca the prasent atwdy te comcerned with strwe~
ture within commerciels rather thes the structura af rasponses ia viewers, ft
eslected from the raleted rsasarch four mesauras of affect.

Tha firat two vertables tavelvei dichotomous tadicecion for ssch acene fa
the commercisl ssspls, ths occurcrence of sffective langusgs tn preduct clatme (CL
w/APF) and axecutional statementa (RXMA/AFF). Indications of affect in lesguage
srticuleting product clutme sad sxecutionsl stetemests tacluded the woa of
exaggarstion or hyperbols, refarenca te phyaical semastiens (Teylor & Wood,
1983), use of aimtlfse and metaphors based ea physical sensatios or emotionas
(Golden & Johneon, 1983), and direct rafarsnces to esotioca.

Tha thicd effactive vartable tndexed for sach commerciel the percest of
acensa that containad sny esctional atimulus from the following cetagoriss: uss
of soft-focus camers tachatquis, alow sotion, portraysl of emotions by charsc-
tara, closa-ups of fac’al axprassion of emotion, prasantation of raletionshipe
or sfitustione that ara culturally sssocisted with emotion (s.g., waddings, or
birthdiva,) and ainging end dencing or fast-paced, fun-filled activitiss. Thie
verfable waa dafined a0 as to capturs the amount of time spent in the commerciel
genarating emotfonal visual teages.

A fourth class of affactiva vertable was basad on the long-atending dtatine-

tion betwean rational and emottonal sxecutions (Ruscheils, 1938; Bauer & Cox,
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196433 Praston, 1968; Preatos & Boven, 1971). Although we axpected the other
variablas to be highly corralated with the degrea to which a commerctsl used s
retional or emotfaonal epproach, 1t appesred to be en isportest validity check
to have aubjactas clasaify sach of the commerctale npoelﬂccll? along thie diwen-
aton. Tha rasult was s 100-potat ThiakPasl Scals, whers 100 wes the most
ratfonsl axecution, and O the moat smottomal. )

Yisusl Coatent. Whila sevarsl verisblas alrasdy esphastsed visusl content,
two sddftional visual vertebles wers devned cructel. On the basts of adver-
tisars’ fatuftisss about gattteg the product packags tn front of tha viawer and
keeping Lt thers, a varfable daftaed by the number of ssconds the package lmage
was on the acraen (PCKAGR) wea used.

A sacond visusl vartabla wes based on e0se baaic lftarsturs on the pro-
casaing of talaviaios feformstica. Watt & Nelch (1983) hava shown that the
number of acanas per unit of time affscta the difficulty of undaretending end
resenbering talavised matarfal. 1In the prasent study, therafors, SCENES wae
dafined as & aimple count of the number of acanss (defined by tha occuriancs of
adita) in sach commercial.

Responas Messuras

Givan tha faportenca of fres racell in the 1ftaraturs of cognitiva paycho-
logy and sdvertiaing, the main sat of rasponse measurss wera dafined in fras
cacall protocols. Mowevar, rather than uaing the rather groas messurs of
whethar a commerctial was racallad or not, the langusge structura varfablea ale-
boratad abova wera uasd to quantify how much and what tnforsation subjacts wers
racalling, Thaes vartablas ara 1fated tn Table 1. 1n additton, given a raceat

raneval of tntarsst in racognition, (Krugman, 1977; Stngh & Rothachild, 1983;
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Bagosst & Sitk, 1983; Leigh, 1984), recogaitiox of product catagory, brand mame,
product attributes, and sxecutiensl details weras slso sxsained. TFineily, eub-
Jects wera asked to .lat their favorits aix commsrciale from those they had
watched, and thils messura wes used ss an indicstor of 1iking or prafarance
(ranr).
General Nypothessa

Vieviag the atimulua and responss measurss broedly, there sppeared to be
three possible pettarns of correlation. Ona pattsrn would emarga based on the
ucmtlga that viewers sngage fa diastinct types of procsssingt: verbal, visusl,

and cffget{gq.' _,l' this cess the varieblas carcying verbally-based faforaation

(e.g+, Lasguaga Structurs variables) would be corralated with ssch other and
with their coustarparts in the semory-measursa. The Alfect indapendent
varisbles, focluding the ThinkFasl Scala, would be associated with sach ather
and with both semory and viewer prafarance. The Visual Coatsnt messuras (PCRACE
and SCENES) would be sasocisted wirh brand name and package recognition. This
pattarn of corrslations would land credence to the 1deaa that the procassing of
commercisla naturally divides 1nto varbal, viausl, and feeling forme, and that
sach of thsss detarmins corrasponding sspects of viewer responss.

A compating hypothaaia s basad on the notion that the procasaing of commer-
clele 1o 4ivided according to cemantic contant in the commercisl: 1) product,
2) product attributas or claim, 3) brand neme, and 4) axscutfion, ragardlasa of
whather that information ia prasentad visually, verbally, or affactively.

This hypothesia pradicts correlational pattsrns occurring conafatently within the
four categories of content liated above. ror sxsmpla, comsercisl atructurs

feasures telated to product sttributes would all be corrslsted with esch other,

Q . . 12
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whether they wvers Languege Structure, Affective, Integrative, or Visusl Coatent
nessuras, and theee aesavres would be acrreleted with ell ru'ponee meseu-.o
ralated to product attributes.

Of couras @ third, end ;on conasrvetive epproach to the procblea would
asuggeat that some factors might be defined wholly in terms of type of proceseing
raquired, some factors whelly in teres of semantic cetagory, sad that others
would be combination variebles. This slternative fa intuitiveiy sppesling eince
commercisle ers complex attuctures that combine procsasing chamnale end semantie
content in varieous ways.

While some advertiatng practitionsrs weuld srgue thet the detarainant of o
commercial’s nemorial and effect’ve fupact fo the raeult of o magicel eyatheeis
of ita crestive slenenta (0.g., Delle Femina, 1970; Ogilvy, 1963, Schwarts,
1974) , rasserch in cognitive peycholegy, marketing, mass communication effects,
and conaumer tahavior argues for the amalyt.. avprosch, particulerly for memory.
Por exampla, recell end recogaition are kmnc W to be predictedle fros language
atructurs in taxte (a.g., Kintech, 1974, vipond, 1981) ee well e in filus (e0.g.
Baggatt, 1979), /.4 commerciela (a.g., Tiorson, 1983). On the other hend, thers
1a leas avidance that prafersn .a sra predictabls from enslyeis of commarcial
structura, snd therafora prediction of Prefe. .co say prova more slusive.

Whether racell, racognition, end prafarance ere predicted by efmiler or dif-
farant groupings of indspendent veriables will dapend, of courss, on ths
{nterralationshipa in the zero-oriar correlaciona, ss well as the corralations
anong the indapendent verisbles themeslvaa.

Carteinly the occurrence of asfgnificant patterns of correlstion among the

18 atisulus varfables chemasives should sarve a8 a warning to thoss who have
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arsuned that 1t fs possibla to tast simpls unidimenatonal messurss of commercisl
varistion sgafinst sach other. ERxperimentsl axamination of such varisblaes ss
complenity, emotionslity, sxacutiosal atyls, uss of humor ss well as meny

other dimenafona dapend upon the ssaumption that thers fa met concouttant
varistion among thw ummenipulated dimenaionas. Tha pattara of corraletion in the

varfablas tastad hers provides an feitisl test of that ssaumption.

Haghod

Ovarviaw

Tha data reported hars wers collected tn two diffarsnt settings using
saparsta sudbject poola. Rach mantpulation, howsvar, iavolved the ssse sat of 18
cosmercislas, chossn to reflact varistion in producta sdvartised, sxacutionmsl
styls, and empwsatis of inforsation or emotton.

Selection uf the Cosmerciala. Tha 18 commercisls fn thia atudy hed been
uaed pravioualy (Rothachtld, Thorson, Reavas, Goldatain, Nirech, 19833 Chot &
Thorson, 1983). Thay were aslected by laving stwdent subjacts (other than thoss
tastad in aubsequent manipwlations) renk 200 commercials on a acels (THINKFRRL)
vanging from 0 (puraly emotionsl), through 30 (e balance of smotionsl end
rationel) to 100 (purely rectonsl). Bix cummercisls with means nasrast 0, 30,
and 100, end with swall standard deviations wers then chossn es tha atimulus
sst. This sslaction procedurs wes dasignad to gusrantas varisnce slong an
snotior.sl-rationsl dimension, ss well ss to raflact ths - :rtatfon sesn in reael-
11fe commerciala. All of the comme: - ‘ala st the emotfonal and of the continuum
raflactad only poasitive emotiona. l.ua of the commarcials had dean ghown in the

tast asrea.
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Coding the Commereiale

Lengusge structura. Both the commes2fel scripte and the viawer fras recell

protocols wers aubjected to o rropomiticsg) onslyais, guided by the coding
sanusl of Turner & Graens (1979). rrae, aach scripL or protocal wes analyssd
{ato 1te component aicrapropoatitions. The sicropropositions wers the: orga-
nised into clvatara: Executional end prodect charactartiatic ascropropositions
vars {dantified and located 1a sach sceipe. Corrasponding axevutional
fscropropoaitions wers fdentified and located 1a the aicrostructurs of the
viewer protocols. M.ally, sunnarized veiues for sach of the acript and recall
varisbles wers colevlated for asch commercial and f1¢q Sssociated sat of proto-
cola. One codar scora’ al} of the protocols end eripta.

Yisusl Messures: o Judges viewed th 18 connerciale and i+ .tielly datar-
afeed the pofat at which the product being sdvartised become appare..i (PRANR)
and the langth af time the Packages appeared an the screen (PcRACR).

A sscond vieving was used to dataratine the numbder and langth (1~ agconda) af
scanes (BCEWEE). Rach gcans wes siven e valus pthat Taprasanted fte propurtion of the
whole megange. FPor axesple, s four-sscond scene 1n o 30 sacond commercini would
hava & velus of .13, Thie velus wee used in weighting the othar affact and
intagretion messuras.

Integration and Affective Hea: :es. Additionsl vieving of sech ®essage

' alloved .oders to agke Pressnca or abasnce judgments for gach acanes of the
following varteblaa: PROD-SC, PROD-CL, 8C-gx, sc-cL, cu v/APP, BXMA w/APP, and
5C w/VIS APP. Thaes values wers than weightad by the propottion of the commer:

efal that the seans reprasantad ae degeribed ahove. Rach var{abla, then, would

hava a valus from 0 to 1.0.
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The everege intercoder relfebility ecross the ten vieusl, tategration, end
sffective vertables coded ves 86.3%

Recell end Recognition Procedurss. The subjecte tn thie msatpulation wers
64 undargraduste studente (21 males) enrelled tn on fntroductery sdvertisting
course ond givan course credit for their participstion. Thay wers tested et the
beginuing of the semester, and were recruited by ¢ "sses cosmunicetien
resesrcher vho vas faterssted in humor in eftuation comediss.” The studente
were given coures credite for their participatioa.

Tested in groupe of 10 or fewer, the students viewed che 18 cuwmerciele
snbedded in two JO-minute eftuatfos comsdtes (Phyllig Aud The Brady Bunch). The
studente viewed the commerciels ta one of thiee counterbalenced orders.

After vieving, the subjecte weres fnforwed that the rasl geel of the study wae
to test their memory for commerciele. Immedietaly tharesefter, the students
filled out o Recell fnstrument that conteined 18 eate of blanke for tafermattion
about product, brand name, cleim, end execution. The fastructions sshed the sub-
Jecte to recell se many commerciels ss poseidle end es many tteme of tnformation
sbout ssch commerciel es poseible.

After recelling, the studente filled out the Recognition fnetrument. It
conteined, for ssch commerciel, five-slternstive recognition reshe for sroduct,
brend, cleim, and o dreving of the packegs. The four cetegories for sech od
eppeerad {n the fixed order of nroduct, brend, cleim, end packege, but the
orders of the commerciale wers vendomized scrose respondents.

Profavence Msasurse. Th gsubjecte in this portion of the study were 60
undergradusts students (32 nsles) enrolled in the ssme tntroductary sdvertieing

rourss 88 ths memory group, but during & different semestesr. They werse aleo
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siven couras credit for thetr participstion. Tha atudants viewed the 18 comser-
cfals {n ona of three eaaalons, with the erdar of presantation varied for sach
adatinfatration. The commerctals wers not anbedded in programatng. Temediataly
sftar vieving, the atudents f111ed out the Rralarancs fnsteiment. In thet
fnetrument, the atudaste wers asked to salect atx of the 18 commerciala that
they would prafar tu have tacluded 1a an upeoning (though fictitious) sftuattion
vhare they would have to watch the cemmerctale Tapeatedly. Por aach commerctal
it was dataratned vhat percantegs of students had fncluded it in hta/hae 1tat of
o praferred atx. The higheat percant of subjects salecting a commercial ves
87%; the loweat wvas 3%,

Thrae kinds of anslyses wers eppiied to the rasults. Pirat, factor snalyass
of the atisulus and responss messurss alloved evalustion of the compating
hypothessa sbout how viewers organise information from the commerctal ®essages.
Sacond, gero-ordar corralations between stisulus gnd reaponas verfables sllowed
ovalustion of the degrss of patteraing tn telationahipe batween the languags
Structurs, Integration, Visual, end Affect sesaures, and memory end prafaranca.
Tinally, atepvies linser regrasatons allowed detarainstion of how wall the
Tesponas massurec could be predicted from the etimulus mesaursa.

Tactor Anslyses of the Script and Partirmance Yariablag

Tablas 2 gnd 3 ahow the results of factor analyaes of the acript end forlor-
mance varisblaa. Both snalysss were via s principal componants solutfon with
unity in the diagonsl, Varimex orthogonal rotetfons, and with efgan veluss of
1.00 uaad s the criterion for rataintng factors.

for the atimulus vartablas, five factors sccounted for 80% of the vartancs,

vhile for the parformance vartablas, four factors sccounted for 793 of the
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verience. Intersstingly, the hypotheste that gemantic content veriebles
(product, product sttridute, brend & oxecution) wuld deterwing the corrslstion
patterns found more suppott g the tecter snalysse thes d1d the type-: (-
Preceseing hypothasis. As con be gaen fn the fecter nemes supplied ta Tebles 2
ond 3, categories of content douinate. Thers e no indicettion of clustoring
mong the massurss conteined 1n the four stimulus “uul;u. language, iategre-
tien, effect & visual, axcapt for the Integretion fector 1a Table 2. Of course
vith o lerger ssmple of commercisle ond the addition of sther etimulua end
resposss veriebles, the structurs of thess fec'ore afght change, but 1t seoms
unlikely thet the strong tendency toward ergentisstion by semantic content cote-

gories would be effected to o efynitficent degree.

Insert Tablee 2 ond ) ebout hers

The fector enelysis of the Tesponse meseu.es (Teble 3) 1o equally straight-
forwaerd. The firet fector includes ®ost of the messures of output 1n the free
recell protocols of the viewers. The sscon: fector releter to knowing the brend
ness, since that would 1esd to both Lrand name tecognition end packsge recognt-
tion. Pector 3 tndicetes o reletionehip betveen recelling the name of the pro-
duct end feiling to recognise the clefns made about ft. While thie result could
be sxplained by commerciels gither tephasising name to the excluston of deteile
ebout the product, or vice veras, the inetgnificent though positive correletion

batween the two stimulus messures (.29) erguss ageinet 1t. The finel fector

coneiete of Prefersnce.
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Corralations Betwesn Stimulus and Response Messurss

Tebls 4 shows the ssro-order corrslszions betwesn the stinulus snd response
asseures. As can be nien, the Langusge Beructurs varishlse d1¢ relste oigatfi-
contly te the memory messurss, particularly to how sany tdess the vievers
gonsrated (R-M1), how many product gteributes they gensrated (R-PRODMA), end to
product recogaition (PROD REC). Langusge Structurs (EXMA and EXS12ZR) eleo
correlated with profsrence. Pyople tended to dislike comsercisle that had a lot
of verbal faformation about the preduct.

The Integretion mensurss wers slso efgaificaatly ralated to mesory. 1n this
cons, however, specific fategration messures were corrsisted with recell sad
recogaition messurss ‘s o patters that might net be intuitively axpected. Por
sxemple, PROD-CL sand SC-PROD lategrotion wers mot sigaificantly correleted with
R-PRODMA, sltheugh the correlstions spprosched eignificonce. Roth of these
product-releved integration measurss were, however, corrslsted with PROD REC.
Whils 5C-8X Intagrstioa was corrslatsd with R-EXMA ss aight be axpected, 1t was
not corrslated with the percent of viewsrs who recslled scenss (R-185C). 8C~-PROD
Integration, however, was highly correlated with R-~28C. And, sgatn rather
sutprisingly, two of the ilntegration measurss were elso raleted to Prafarence.
Thersfors while the lntegration seasures wers related to Me8Ory, thers wers gome

significent varistions from a sisple pattern.

lnssrt Tebls 4 sbdout hers

Soth SCENES and PCKAGE, measurss of visual content, wvers releted to semory,

vith longer PCRAGE times els0 nsgetively sssociated with Prafsrsncs.

19,
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Surpristngly, PCKACE ond Package rscognittion (PKG REC) wers not corralated.
Algo, costrary to Predictiona, the marsurss of Affact wars not atrengly relatad
to memory, but wara highly sassoctsted with Praferencs.

Looking ovarall st the table of corraletions, some generalisations sbout the
velative atrength of the four classss of stimulua vertables end thefr rala-
tionahipe to tha responses cam be sada. Recall and Prefarance were highly
corralatad with the atimulus messurss. Recognition messures, except for PROD
REC, wers not corralated with stisulus messurss. avelyning esch of the four
stisulue iimenstons individually, tt can be asan thet of che possibla correle-
tions betwean Langusge Structurs and the dapendent messuras, 162 of the corrale-
tions with Recall mesaurss wers signiftcent, 11X of the Rescogaition, and 29% of
the Prafsranca meassurss vers significant. The Intagrstion messurss ghowed
higher percentages of signiftcant corralatfiona: 37% wich Recall, 23% wicth
Recognttion, e.d 30X with Prefarancs. Tha two vieusl Sedsurss showed 36X atgat-
fleant correletions with Recall, 0% wich Recogaition, snd 30X with Prafarance,
Pinally, Affact ghowed only 6% and 5% sfgnificant corralations with Recall and
Recognition, respectivaly, but 80X with Prafsrencs. This pattera would ssem to
fndicata that for viewer memory, i{ntegration of tdeas ts particularly tuporeant,
with othar dinenstons less eo. Prefersnca, on the other hand, vas ralated to
all four dtmenatons of attisulus verfiations, although the Affect dimsenston wae
moat atrongly corralated with tt.
2rediction of the Responsa Messuras

Tha rasulte of atapwies ragresafons predicting the recell gnd racognition
Sasauras ars ghown in Tabls 5. As would be expactad from the zaro-order corre-

lationa, the recell messures wers battar pradictad then wers the vecognition

massuras (escept for product rscognition) .




Insert Table 3 about hers

Two evaluations of atatisttcal sigaificence waras appited to the prasent
tesulta. One was the stenderd avslvation tavelving the ¥ ntattstte. MNowwver,
Melatyrs, Moatgosery, Srintvasan, & Wetts (1983) have ahown that thie eriterion
s not suffictently rigorous tor ragrassions davaloped with the atapwise analy-
ofs and tharafors the resvlte of applytng their atattstic for svalusting l’. the
Cumulativa 87 diatribution, ara aleo shown. The regraseton equatfons with A2
sarked vith a ¢ could be expected to recccur with little change tn a replication
asmpla. Thie evaluation lasves the gsame genersl pattarn of resulte unchanged
szcapt that Prafarence wee no lenger oignificently predicted.

Discusaton

Theugh the prassnt atudy tavolved 1istted ssmplas of stimulus dimena’ons and
cramerciela, the sethod and tte results heva faplications for resssrch i the
affects of advertteing messages.

Tiret, the etteulus verteblas did clustar fato factors. This dewcnetrated
that selsction of commerciala ss sxenplars on one stisulus d¢tmenaton can ssstly
bring about confounding with other dimenstone. A good axsmpls would be the
linkagas batwean emottonal Stratagles end languege structura. If guch corrsla-
tiona can bs sssn in o emall asnple of commerctsl dinensiona, thers extats o
afgnificant 1tkelthood of finding many mors 1inks, 28 when sore dimengtons ars
asaplad. This means, of courss, that typical Zactorial destigne usad to shov the

affecte of chossn tndapendent vartebles will probably be difficult tf not

iapossthla to tnterprat as free from stimulus confounding.
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Given the demonstrated strength of the present sample of stimulus iaterrsls-
tionships tn comserctel structurs, sn fumediste questioa concarns the slter-
sstives the rasessrcher has to reltence on fectortel de-igns. Ia the mass
communicetion 1ftersturs, Jucksom & Jocobs (1983) have suggested resssrchers
sust include o rumber of exemplers of esch cotegory of message tested so that
results can bs intarprated se mesning more than “het tadividual fdioayneratic
Asssages have effects. While this suggestion s certeialy of relavescs te much
of the resssrch in which commercisls srs the messsges, 1t would mot solve the
concomiteat vertistion problem. To demonstrats thet this 1s the cese, consider ¢
ssaple of tan emotions] commetcisle ss representing the catagory “emotional.”
‘V.l; 1f thees commercisls constatently produced s certeia affact on responses
(for axample, being remeabered or 1iked more then nom-emotional commercisls) the
fact that all of the tes will etmultamecusly very on other highly correlsted
dinenetons mesns thet sttributing the differences to "emottomsl structurs” fa
ond of {teslf fe tneppropriste. The remedy wust thersfors go beyond lsrger sti-
sulue sasples.

An siternative spprosch ts further studiss 1ike the present one, but which
fnelude vider sste of stimulus vartsbles snd lerger samples of commercisls.

Such studies ghould lesd to o texonomy of commercisl structurs that would be
svatleble to resserchers plenning factorisl designs. 1In this way tndependent
asnipulstions of concomttant varisbles could sometimes be sccomplished. Or when
exemplers could not be found thst dtsssssocisted the vertsbles of tnterest, st
lesst this fact would be clesr for the intecprater of the studies. Irdeed, in
the eres of verbel issrning the tmposstbilfty of experimentsl dtssocistion hes

occurred, in the cess of the ifmegery velus of worde snd their concretsness

22




(Rubin, 1980) aa wall ae 1 the case of latter fraquency in worda sad the ragu=
larity of their apelling patterna (Masaaro, Jestrsembeki, & lucaa, 1980). Thet

unavoidable rasidual comncomitant varfstion axiat in commercisl atructurs would

not therafora be asurprising.
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Table 1

Language Structurs Veriables Definc! {n Commerciele
and Viswer Recell

1)
2)

3)

‘)
3)

)

)

Commareie]l Struciure Msssuress

Busber of micropropesitisns (M1)

Nenber of macrepropesitions (MAs)
related to preduct sttributes
(PROIMA)

Wusber of MA'e releted to what
heppene 1n the commerciel (RXNMA)

Wuaber of clustere (CLUB)

Size (1m aumber of Mis) of the
clusters conteining
PRODMAS (PROD 8128R)

Size (1a swmber of Mla) of the
clustors conteining
EXMAs (B 812R)

lnn‘d neme MA'e (MANE)

1)

?)

)

4)
9)

Viever Recell Messsurss

Wumber of micropropositions ip
recell (R-M1)

Nenber of Macrepropesitions (WA'e)
related te profuct ettributes
(R-PRODMA)

Nunber of recalled MA'e releted to
vhat happens in the commerciel
(R-EXMA)

Musber of clustere in recell (R-CLUS)
Percent of viewers recalling Brend

(R-XBR), Cleim (R-XCL), end
Scenes (R-18C)
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Teble 2

Pactor Analyeis® of Commerciel Attributes
(Serted Roteted Pecter Losdinge)

Pactors
Commerciel
Attributes Information Clein Sxecution Integration Srend Neme

TUINRSERL S8CALE 92 +00 .00 .00 +00
PROD S1ZR -.90 =.33 .00 00 .00
nl .89 .00 .00 .00 .00
8C w/VIS AFP -.06 .00 .00 .00 .00
PRODMA .78 .00 .00 .00 33
8X sz 36 .00 -.38 .00 .00
PROD-CL .00 79 -.32 .00 .00
8Cc-CL 0N 7 .00 A2 .00
scanes .00 -.13 .00 00 .00
PCRACE 43 72 .00 .00 43
CL w/ArP -.34 32 .00 .00 .00
SXMA 00 .00 -89 00 «00
cLus .00 .00 o4 .00 .30
BXMA W/APP .00 -.61 87 .00 .00
SC-EXMA .00 .00 .83 A0 51
PROD-8C .00 +00 .00 9 .00
PRANE -.208 =33 .00 -.71 .00
NANE .00 <00 .00 +00 .87
% Vertence

eccounted for 33 19 11 .09 .06

®rectors sccount for 803 of the verienca.

ERIC

Aruitoxt provided by Eic:

30




e
Tebls )
Factor Analyeie” of Recell, Recogaitien, end Ad Prefarance Messures
(Sorted Rotated raceor Loadinge) .
Pectece
Perfornance
Measures ;
Product Neme Brend Nose
Recell Recognition and Claim Liking

R-u1 93 .00 .00 : <00
R-% cL 84 .00 .00 100
R-% BC .83 <00 00 .00
R-PRODMA .78 .00 -.37 <00
R-BXMA 73 30 00 <00
PROD REC 66 .00 .25 -.45
PEG REC .00 93 .00 .00
BR REC «00 89 .00 .00
R-% MR «00 .00 89 .00
CL REC 34 .00 -.63 .00
PREF «00 .00 <00 .93

L verfence

sccounted for %)) 17 13 .10

*ractore account for 79% of the varisnca.

ERIC

Aruitoxt provided by Eic:




Tadle 4

Interserralatic us of Commereisl Artributes And Recall
Recoguition, and AL Preferemcs

-

Language Strweturs 1ategration Yiouale Affect
Reoponse
Messures — o X o= 12- 1= 1It- v TRINK
MI CLUS EXMA PCMA NAME BIZE SIZE FRAME CL CL EXMA PROD PCKAGE SCENES w/APT w/APY VIS neL
' AT SCALE
l-!l! .30 +01 -,22 0". 0” '0”. -.0. ‘0‘7' A9 071' 24 o". o‘” '0" '(l’ 0" 'o” 0”

R=CLUS 09 «,27 ~-.%7 .18 17 =20 -,.17 =fm 300 08¢ ,31 +05% .21 '0"' -,00 =37 -, 06 10
R=PRODMA 378 %) | .16 S AP -0 .1} -, 33 36 ) L 09 3 330 17 =16 '.“ =A% o’.'

R=RDA .04 =26 14 12 .10 =32 00 =20 .A0% 600 A% 40" 20 =57 =06 =32 -18 21
R=Z DR =650 =02 =,18 =,20 =14 .24 =24 =08 .27 LAL% .22 31 00 =.55% =,11 =.02 .33 =.3%

l-lCl. |’° 017 'ol’ o” o” '0" 'oo’ '0‘" ol. o" ol’ ..10' .23 'Ol‘ '.l’ .ol‘ -.10 0’7
l-l [ 14 -, 21 .10 =5 'ol‘ 0’7 =,00 -,22 '0” .32 378 .’” 07.' ol’ '017 +08 -,09 13 -,12

PROD REC 023 =.09 =.27 .A0% .05 =.49% =.A30 <« 420 ,g30 540 21 L40" 34 =36 =12 -2 -39 0%
" IIC 'ol’ -.1’ ‘017 Ol’ .11 'ol. -.03 '.“ -.01 oo’ '007 -.0‘ -.10 '011 .0" 'oll -.03 007

CL REC % 1) 07 =,02 13 21 =23 «20 -,00 30 26 =,01 =,0% 36 -,26 oAb =34 =,22 «23

PRG REC 04 =,19 =,02 «09 17 =,08 -0 20 =,23% 01 =,01 ~,3¢ «22 =-,01 o, hft =-,09 -,08 =,04

PRET =-.3) 49 .”' '0” =17 0’7 'o"' '.o’ .o‘” =19 o”' -,08 '0’1' .19 '.Ol .30' o". '0‘”

p¢.10
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Table

L ]
’
Commareisl Attridutes and Stendaréised Bets )
Coefficionts in Stepvise Nagressiens Predicting
Rsesll, Necoguition, snd Ad Preferense
Stisulue VYerisdles Stotiotice
Response
Mesoures
language Structure Affect Integrotion VYisuwale f lzuj ) 4 [ 14
R-M1 ROD SIZE (=.31) % CL W/APPRCT 8C=CL (.73) -— R S0 12,92 3,14
(=31)
R=CLUS - - $C=CL (.49) - 6 Sht 11.67** 2,18
PROD-8C (.42)
R-PRODMA cLUS (.39%) - PROD=8C (.43) - oI5 60+ 12.78* 3,14
PROD SIZE (~.68)
R=EXHA - - 8C=CL (.60) - .36 .92 9.05"* 1,16
R=% SR N1 (=.88) % CL W/APPRCT - PCRAGE (.43) .83 J1e 15.63"* 4,13
(=.41) SCRMES (~.33)
R CL PRODMA ( .40) - PROD=8C (.30) -— A K1) s.18* 2,18
. R~ 8¢ - - sCEX (.33) -— Ny O3 15,594 2,18
PROD=-8C (.66)
PROD REC PRODMA ( .66) EXMA W/AFFECT PROD-CL (1.22) PCRAGR (-.48) .82 JI5% 10,98 5,12
CL ReC -— - -~ - -_ -— - -
PRG REC - CL H/Aﬂlﬂ Land Land 21 16 4.23 .71 O ‘.l‘
("o“)
ng XA (o’:) —— - - 27 23 6,000 ‘.“
Q .‘<o°, “g(.Ol
EMC . * Sigaificent wder the Cwuletive N2 Nisteibution (10, 20, g=.08)
o \sideie e .. . ——
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