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demograph¥cs were also ascertained. The results indicated that recall

- and recognition of the commercials waﬁplower for globally
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‘ - Abstindt

i .
Thia atady examtacd the ¢tfectn of viewern® global and somentary (local)

N 4

4 fovolveaent la televialon programe, and the awdia and video complexity of comaner
1
t -
2 cfale occarslog fn thé programa, an memoty and attltndes toward the commercfala
’ . 1 .
- -

g and advertlacd productn. Sixteen commercials categorfzed as n‘mple video afmple

and (o, conpiex video afapie aadtlo, afmple video complex audio, complex video

complex-audto were edited fnto two globally high and two globally low lnvnlv)\g

progtama.  local fuvolveaent wan vatfod within each of the four programs.

Recall and tecogaition of the \-_mmm-xrluln wan lower for globally high- fuvolving
4
programa. local lv.vnlvmm'n( had mixed nmnemory effects.  Audio complexity alded N

recnll aad the offect war-eahanced by the prenence of video complexity. HNo attl
tude effectn werte found. The teanlts are diacussed In terms of how ptnyrnm .
[}

{tavolvement any alfect vicwer proseaning of commerclals.

™
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Commarcial Complexity and lLocal and G)obal v

-

v lavolvement {n Programs; Fffects nn Viewer Reapdnses

.

v

In maxiwizing the affect{venans 5?'telcviolon advcrtla’bu} expanditures, the

« ' . .

effect that programming contaxt may bave on cowmercial performance {a often
. ’ .
overlooked. Particularly fa spot purchases, there fs lfittle constderation for
\.“ '
the programming content ftself, evay though this context fa llkely to iqfluence
‘ .
St he conmlnln‘llon effectiveneas of commercials.

Although' media hnyo;; lergealy fgnnre the ¢ffects of program environment on
message procenal;g, the tdea that It makes a difference lnhnot new. Over the
years, numerous studies heve analyged the fo'fiuence of program envirnnment nn
enmhedded mensages, and most of the findings, both from exporimental and survey
studfes, Indicate that commercials are indeed affacted by thelr program environ-
ment {BAryant & Comisky, 1978; Cannon, 1982; llorn & McFwen, 1977; Ko'igdy; 1971;

Krugman, 198); feach, 1981; Paparian, 1983; Priemer, 1983; Soldow & Principe,

1983; Yuspeh, 1977). .

Kuch of the 1itersture on the effects of programming {nvolvement h” been
based on one or hoth of two aasumptions about conaumer processing. . The first (s
that when viewers are {nvolved in pkogran content, they will spend more pro-
cessing capacity organfring a;d rehearsing thoughts about the programming
during {ntervenfing Oﬂnngrclals. As a result, the commercial mensapes will be
less thoroughly prncessed snd l;re poorly recailed and recognized.

A second explanation for propramming effects was articulated by Axelrod
(l%ﬁ».. He argued thalwhon viewars are fnvolved with a program, the;r will
experience a fesling of frritation wﬁen the program (s lntertup;od, and 1t is
sthe frritation ftaelf that Interferes wlt“ processing and henee remembering of

commarcial mesnagesn.

\




. . . o ) . . ) -
4 Y ’ .
- . De!ora looking (n/dotnll at renearch that fhaa tewted these ldeas:_the g¥n—
cept of {nvolvement ulf; tglevtslon.ﬁrogra.lng muat be oxamined.* Four main )
L
oparu!ton;l gaflnitlona‘hﬁye atPeared in the litfrntuie. ) ’ .‘ ’:
‘Daﬁnim Involvement & . )
.s - ¢ »

Yirat 1s the doureel to which programming s ltked. lLesch ¢1981) Aor

v

' ‘ .
exq:zl::\hnd suhjg;t: ra;e program liking and, forrelated this measure with

recsll. Mle found that higher retall scores were aano” fated with commercials

. . .
“that had appedred in hctter llkcd programs. . .

4
*
ha

Second 18 the degreo Eo which aub ctn are {ntcrestad iIn -t;(y lines. Using
this definftion, Krugmnan (1981) hypojheaized that interest in a program would
have a posfitive lnfbllmnc on commerCial effectiveneas because the ".uonentu. of
aroused Lpterest cafr over {from zhe:pro;ran to the commercial message].” To
test the hypothenla,'Krugman corrclated'thn.diffcrencen tn viewers' pre-and
post-viewing at?ltuda'qébrgn‘;oward the’feneral Electric Co-pu;; and rated
lntarent {n programs aponbored &y CF lﬂstﬂtuttnnul advertising. He found more
posttive change aaaociated wltbmore {nterasting progrems.

Thirh fa the degreo to which pMogramming s suspenseful. Kennedy (1971)
theorirzed that viewers of suspenseful programa experience a greater desire for

' “tlosure,” that l;;bhm{lna the viewing experience be a whole pattern.‘

23 Stmilarly, Soldow and Principe (1981) measured {nvolvement as subjecta' renk-

ﬁ ) orderlng of crino ngd adventure programa in terms of suspense. noth“atudiea 1y

found lower recall of commorciala nmhedded in more suspenseful programming.

l Fourth la‘ovvr-tlme'nensuren of involvement, two of which were {ntroduced
by Bry-n; and Comisky (1978). Tho; firmt uguaurcd involvement in terms of the
frequency of o;;ora aubjects made in detecting a tnne duriyg vicwing of programs
i-ora errors {ndexed higher fnvolvement.) The second measlre was an indfcator

Fy
from subjects of how “absorbinug”™ each minute of the prngraw was. ¢ Again the

. -
. . ’

I

O . [} )
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readlt was lower racall of commergiala embodded in the most fnvolving programs

segments. C e . ’ . -~ f .
‘ .

-

. . . N b~
As can be scen, many stimulus dimensiona ncem relevant to the notion of

favolvement with programming. .To avold taking tuo narrow sn approach to opera-

tipnalizing e cancept, the preu-mt atudy departed fgom previous approaches and,
b

detetmined programaing Involvepent by asking pté;,ent ‘sub_jccta to’ rate for each
- - A . - N M .

p;ogran segment howiinvolved they were with the program. This mcasure, \;hlle s .
simple one, was designed to allow subjecth to dectde for themselv:u what the -
{nvolvement c;ncept meant snd thereby to include a number of y}ffer;nt'dlmeﬁ—ﬂ.
sions such as "qunpenneful.“ttlntn‘l:;st;ng,” “1iked, " ”t:llalle:lglng," and so on,
local and Global Involyement !

1t re-n obvl‘oul that programming wlll‘not Create a‘ constant level of
fnvolvement for the viewer. Indeed, commercial h\terrup.tions often seep
de;lgncd to occur “-‘, prograua;atﬁpe‘aku of agtlisn, suspente, or Interest. Only
one l!\ld; fned both global (W lbﬂlo, program) and local (momentary)
{nvolvement ef(. ts, Bryant and Comisky (1978) showed that memory for a (;omner'
cfal was best £fter the resolution QX‘ a story, leas strong befo're efther climax
or resolut 1</n and least after cll‘-an and before rec?lutlon. They argued, then,
that both global and local Inyolvement levels affect mnow . M

-

_C'o-n_n_e_[_c_i_nl Structire

While the fdea that the ntructure of a rommo/clal menange will affect vicwer
memwory end liking for {t {s not new (Leavitt, 1968; Percy & Rossiter, 1983;
Rousiter & Percy, 1980), this varfable has not received attention In the litera~
ture on program (nv.glvnncnt. As an ox;;lorat.ory step, th; present study there-
fore manipulated two structurnl varfatrles that have been well-reulcarc;wd in the

televisfon effecta litorature: video and audfo complexity. Video cemplexity v-l\

uasure‘ fn terms of the occurrence pf cuta, disaolves, zoom-{ns snd-outs, pans,




- ks
N .

. ) R h )
ﬁe?uon and objeét movement and scene ¢tiangea (Thorson, Reeves, & Schleuder, 'J

-

-
1985; Watt & Welch 1983) . Audio complexity was measured fin tf:na of grammaticsl

complexity Ind the number of {deas present per uniy time (Britton, Westbook, &
" - v . -

Holdredge, 1978; Kintach, 1974; Kintsch & véh Dijk, 1978). o
»

DeEcndcnl He anures .
. e T e ‘

. ! LY .
There have heen three categaries of viewer reaponse measured in the progranm E

. .

fnvolvement literatura. The first is memory. Kennedy (1971) showed poorer

] : :
cecall of cownerciala {n suspenscful programming ghan in & comedy. Soldow and
] +

Principe (1981) showed lesn recall of brand names ard ssles mesasges in s

- v

, suspenseful show '(Baretta) than 1n a family sftuation comedy (Brady Bunch).

!ln.lly,nnr}ant and Comisky (1978) ahowed poorer'qo-lerclal recall during more

“involving” segmenta of an action adventure program (Bsnacek).

A second moasure haa bcen attitudinsl. Both Soldow and Principe (1978) ,and
%uctn

L) 4
Kennedy (1971) fatled to find progranming context effecta on liking for pr

or ada.

Finally, four atudies have examined effects on purchase intent (Yuspeh, .
1977; Kennedy, 1971; Bryant & Comisky, 1978; Sofhow & Princie, 1981). Only
8o1dow and Principe (1981) found significant effects, snd here again, higher

fnyolvement In programming had negative effects on the dependent measure.

As can be seen, significant questions remain to be ssked about program con-

text effects. In addition, however, to problems of defining progresm involve-
ment, distinguishing local and gRlobal fnvolvement effects, and lack of attentfion

to the ;ffoétn of commercial structure themselves, previous studies have suf-
x )

fered 'from two major design flaws. Firat, none of the studies have sampled

' .

instances of high-and low—lnvblvlug programs. Rather, they have used uniqug,

, athgle {nstsncas of programs and attempted to grnerhllze‘fro- them. This leaves

. | , | -
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) .
- themsclves, rather than by Involvement process per gg_(Ja(ﬁson & Jacobs,

-
1981). : ‘

.

.
.

Second, none of the studies have hoth gnmpﬁod commercials and counter- *

»

.

talancod their order of pré\?ntatlon 16 the test programming. Without such a
- * .

manipulation, results cannot be atttibutcd to processes Independent of the poss
. .
.bility that unique ncnuaggnvor unique message/order combinatlions are producing
. . & b X

the effecta. :

The Present Study

The atudy reported here waa deaipgned to correct some of the deficienciea in
previoua research and to explore aome new questions. Based on the literature
cited shove and on the two ssaumptions about how program context might affect

commerciala, eight hypoihasea were formulated.

Hypothesea

The first three hypotheses concern the effects of global and local program

. -

lnvolyei?h; on memory for commerclals. ,,(/

v
~ M .

Hypothesis 1 s -

Subjocts will have lower memory scores ‘tor wla occurring

fn a globally high-involvement program than f9r commercials
in a globally low-involvement program.
Hypotheals 2 : . S~
Subjecta will have lower memory, scores for commerciale that
are placed In » locall); hlgﬁ-—lni\lvcnont position {n a program

than for commercials placed in a locally low-Involvement position.

ERIC | , v
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local program luJ&lveueut offects will be nt greuter ungnltude ’

. . in globally hlph 1nvolvlng prqPrnﬂs thqn In low- lnvdlvtng ones.

- "

The (ouqih nnd fi[th hyvofheseu COchrn thn effectn of nencnge ngplex(ty

on

-enory seares.’ Aguln, piven prcvloua regearch on messasc cpnplexlty (Wag\ &

. .

Helch. 1983 Wate'a Krull,,l970) and the 4vo assumptions about tho effacts of .

progrdm context {t ks hypethesfzed thatt ) , L

3 Audfo and video complex commercials will be less well . .

' ) remo!hergd than audio and :ldeo alnple‘connerc(lls}
Yypothests 5 ' ' ;
The detrimental effects of audic snd video conplexity. ” .
¢ { . >

w(l] be enhanced when comporclals occur durfing globally$‘ . ’
high-fnvolvement programs. ) ) -

Glven the assumption that viewers who are {nvolved in a program will
. .

experfence negative fedlings when the progrgm ia interrupted for a commercial

-enlage,“the oxﬁé:,&flon here {8 that the following conditiors will lead to more
e, \

-

-
negative feelfugs ahout vatching the commercial and advert{sed prodict, Thust,
k4 ’ Y
Hypotheats 6 . Lo
o .. . .. :
- Subjectes will have more negative attitudes towarde commerciale . hﬂ,

and products advertlsod that a® shown In a globnlly hl§h31\ e yvoooo
* .-4 .9,

4 r 3

fnvolvement program,

than for commerciala and ptpducts adyertlsag - -
LI AR
fn a globally low-fnvolvement program. r N
: p , - .
) Hypothests 7 : TN )
Sub fjects will have more negative attitudes towarda commercials .
N . and products advertised in a locally hlgh-lnvolvlnglpoalilqng‘ .
' v Tl .
. ) .
than when those are placed fn a locally low-fnvolvemant poat@lon.'- : e
‘e ’ ; LR N
. : te N e
. DR «
. 2
. K ."." N .
- . » - _0 .
K] : L .
. LY -2 . .
[N o .
Y
. DR Lt
' N 2
. MRS )

LG | Gy
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e

Bubjcct- ulll have more. neg-tlvo nt;ltudca J;owwrds counerclaln
v T . ' , \
“and producto plnced fna locnlly ht)vh-involvement poaltion Lo

_of a ;lobnlly Mgh-involvomcnt progran thnn townrds cmnmercinle

. placed 10 & locally lou~lnvolv0ment pounlon wmun a globally

> L T B T
. hluh luvq,lvelent progrlm ot e . ' B
’rhe clght hypotpueu vere téoted in an experlnent where oubjectn vicw,.'d 16

éonmerclall vnrylng 4n -audta and video cow\plmxlty, and enrb(ddcd l‘n four grogrmns,
- "\' A .
two globally Mgh-lnwlvh\g und tvo globally low- hwolvlhg. Locnl progrm ’;" :
4 '9 v )
fnvolvement was vn‘led ulbh(n each,\at the  four programs.

. . ._ - .°.-
\ MPethad ’

. Selacllon of Progrn-utnl . S A

Flve tvlevhlon programs. (Httle llouse an the Pt‘nlrlc A Tean, Inside

nuurtnui and Wild Anericn) and one movle sepwent (gressed to XIll) were

édltod down lLo ll—n!nute. grogrus. Thlrty throe pretest subjocts vlewed{bne of

N

{
two randonfzed ordcu of thc prognms and then ansvered.. four qucstfonn nhout

B
e -

uch lepent on a Hve-point lcnll xanglng !rom ot:bngly ngree (l) to -troﬁgly

dungree (S.). . . - -

1. Thl. prdhrln vas thought ptovoklng:'lt nnda me think: vhnt uould
happen next! 7 -
2. While viewing this lqnent, ¥ felt mome of e #ame things: the
characters vere feallng nt,, times. e o A
3. 1 found this program ogﬁent v xcltlng. Yy
. 4. 1 never got Involved this p”:m an 'l do uTmn I dm antchlng
- & similar show on televl,ton. ‘(Scale ravuupd) N R
’ On, the: buu of mesn htln‘gy on the four quvrrﬁo«s, fouf pxogranp mr, ;clocted
¢

for the experlum;tz hlgh lnvnl‘vlngz Droﬁqgl to KllL (X - 2«0) lt'th,» !gnhe (X T

) 2 l) and Jou lnvolvlng Wiid Anertcn (X'-v 3 &). nal«fc bun;meag‘ (7 - 3 l)‘_.-.- e
i . . \ N - . . :
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Sélection o( (qnmur(inls ’
—— n

Sixtevu rqnmerglnls prevlouuly used In an experiment conducled hy Thorson,

" !ecveq‘ and - qulcndet (1985) were lncluéu& in the ptenunt study' The commer-

».
cla).’ !‘eprearnl‘pd tu fnctorlal combinatfon of slaple und conplex sudio frfor-

6
-ntlon nnd twy Tevel's of vlnual complexlty (eimple viaull/‘llpl! audfo, aimple

vlau.l/complox audlo, ccmpiex visual/simple audio, and complex visusl/complex

sudi1o). The aejection method for these 16 meassge units was 8 t;o~‘tep proceas.

N

Yitat, 436 commerciala were coded for video and sudio structursl corplexlty.

,

Then, the efght Commerclials Judfed tp be the most representative of the'four

complexity cateéorles vere pregented fn random order to 33 pregest subjects.

_ Etghteen of the nubjecté only watched the 32 commerciala, 19 only listened, and

16 both watched and llatened. $nbjoct‘ used magnitude aceling (Stevena, 1972)

"to estimato wiit complexity on a lOO—polnt'ucnle. Before rating the 40 mesaa-

RIC S
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gen, aubjects vivwed or listencd to anchérs. A commercial depfcting e man

sitting In a ghalr and discussing at a rapid pace froren vegetables was th$t2

-

video simple/audio complex anchior. Subjects were told thet the video portion of

this meanage unit would be rated s 10 gnd the audio portion,s 100, Three other
- o (4
anchore representing almple/simple, complex/slmple, and compl x/coﬂblax ratings

were alown, Ou the haafs of the subjecta’ ratinga, four measage unita per

’

complexity level ‘were aglectgd. .
Local Positloning of the 'Com'u:..ril.n_l_s_ 1 )

I'4
Guided by Byyant and omisky's (1978) gresearch, program segments were

b
edited to provide a high-Involvement position (pre-resolutfon) between the 10th
and 12th minute, and a low-involvement position between the 5th .nJIGIh minute
(pre~climax). .

Sub jects *

, Forty-four female and 25 male undergraduatea at a large nldwg:&.::~‘>o
unfversity participated In the experiment. They were recruited from intvoduc- -

\




. s, ' - . . oW
[ M . ' " - '
- Py 4
S ) e .
» -6
“ ‘ . . ’ Ve
tory aanes conmun‘cntlon coursoseand were given class credit for their par- A . 'y
< s
.} fctpation. . . R .. .
. . ' . . s
Apparatus ,/K » . ’ Ve
. . . ..’” ot
A JVC U-Matliic videotspe player and 4 JVC 19" color telovision set "°‘¥ ysed
to show the sxperimental materfials. . Lo . ' o o
Materialse ) ¢ . . L. ct
Thl sixteen test commercials weru "embedded in (ho four progrnn acgmenta,  In
each lcgnent. blocks of two commercials were embedded i locally high~and low—

fnvolvement posit{ons.' There wers six counte:balancod orders of’fﬁz four
. - . -

.pfogrlu- and the 16 commercials. .
& 2 (globsl program fnvolvement) x 2 (local program tnvolvement) x~2 (video
complexity) ¢ 2 (aualo co;plcxlty) repeatéd geagures dea!sn‘wa- used. Fach sub-
jact viewed the two Mgh snd the twb low lnfolvoﬁep; progr;;-. as vell as all 16

commercials. .

.

?roG{dure . ' -
Sub jects were randomly asafgned to one of the p:é}ran ordera, snd tested ih

groups of one to seven. .
v .

Before the start of the expériment, the subjects dqzr told that they would

participate in a television vicwing study. To- avold aensitization, no mention

. - -
vas made that commerciale were eabedded in the programming. Subjects were to‘f
. ~

thdt they were going ta watch f‘:;yls—nlnutq television and movié segments.

. Subjects were instPucted not to ta during the experiment and to ‘ay normal

-

sttention to the segments. The exp nter remained in the testing room during
. L]

viewing snd testing.

After the 60-minute viewing seselon, the subjects were fnatructed to count

backwsrds hy sevens, starting at 5000. This was done to clear the subjects’
4

short tgrm memory of treces of the last block of commercisls, *®

* ‘

- .
«
N L ]
. .
. »
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.'cyine}clnlf They were alao asked to liat @ brand nams for each recognized pro-?

R ‘ ~
- . : - 10 - .

- ’ .~
.‘ *
. .
v

. .

R 'Aftgr about three ulnutdp.'nubjuct- vere asked to recall as uaﬂy s pgyn{blo

- .
of the conno;’lnlq they had Just ‘agen. After the recall test each subject wne

2 < - B . .
given & rl“énlglon test on*which they firat had to’lndlcate for wirtch of twenty

-

T v . .
1tsted product cktegoriea (16 targeted and 4 foll commercials) they had sgen a8 -

4 .
. ~

»
"duct category. HMext, they were given an attltude Quc-ttonncifc on which they . L

s . \ 4 . -
Nad to {ndicate on a 10-point scale:

. : . .

a. 1liking of advertised product; 4 b N

b. liking of commercial; w . . .

c. attitude toward tha advertised brand; - . .

d. ftntentfon to buy the andvertised brand. ¢ - .

Yinally, there were questions sboat generah television v(edlng b;havlor, s
wall as gender, age, and fleld of study. Subjects J;rc.ﬁl-o asked to tndibate
. ) .

vhether they had previously -aﬁn sny of the conﬁarclal- or progras segnents and
. . . o -
sa 8 manfpulation check, to rate the ;lbbal and local {nvolvement levela of ‘thev

.

" programs.themselves. Upon completion of the Que-tlov-ac. the subjects ere

R J
thanked for their participatfon and ssked not to discuss the experfment with

.

other class membera.

Reaul t¥ : -

#®  Subject b{otoroln were Inttially chacked to determine whether any of the -
1
»
progran segments ot commercials had boen seen before. Stnce hnvlng(tnen the
N i
g A T
«commercials before would provide unfair memory sdvantage, any commerciasl

reported as seen beforw by a subject was eliminated €ron - his/her !rotocol. Put

asince previously seen brogran noiﬁnntn vere nat reported by sub jalls as sfgnfff{-

cently differently Involving than previously unseen segments, mll prograw
segnents were naintained and “program seen before” wasvadded as 8 variable fn

tHe snalyses of variance.

. * ’ -
-

Bllnin-tlng commercials that had been seen bpfore lowered the number of sub-

jects In analyses where the 16 commercials were divided tnto fdur complexity
L -
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lavglu and the m-nr complexity levels into high and low local tin'olvement posl-
tions (htnce dyppping the ndmber of commarclals In each category to two). The

result was Insufficient data to allow for simultancoua statiatical axamination

of local and globsl fnvolvement and commgreis) complexity. Inatead, two

aeperate analyses of variance (anovas) were performed. The first was a three-

volvement (n = 61), aub-

vay test: Secn Segment x clobn‘f lnvolwm,\t x Locad In
. . -

sequently referred to as thd positioning anova. The aecond was a four-way test:

Seen Segment x Global Involvement x Video Complexity x Audié Complexity.

'R |

A second mefnipulation-checking procedure concerned whethey the subjects

Y
-

(a-_))), referred to as the complexityr anova.

. .
would verify the categorization of the program segments as 'hly;h and low !

1f

ok

favolving, and whathet Nﬁ/ would percelve the withih-progras involvement d
L]
ferences titat ;ud been detived by 4ntultion. On a scale from 1 (low) to 10
Vi *
{high), the two high Involving programs were indeed rated higher than the low

fnvolving programs. The mean scores were:

Dregsed to Kill : 8.132
Little llouae on the Pralrie 7.46
. Wild America 4.8
& Inside Businoss . 4.03
. N [ 4
T-Thats showed that both the high-involvement programa were rated significantly

¥4
higher (p <.0%) than both the low Involvement programs.

L ]

The -anlpulat_lon of local Involvement, however, was only partially success-
f“l,' While localiz high and low positiona wlt‘hln high lnvolveme‘nt programs were
rated ss aignpficantly different, there was no difforence between the ratlng of
. .

the high and low I{nvolvement scencs {n the globally low-Involving programs.

This result must be taken Into considerstlon when Interpreting the ‘effects of

"L’”W""t and recall

and recognition of hoth product and brand were analyred”

locsl {nvolvement.
-

Turning to the main analyses, recall and recognitto

loparatoly , each

L 4

a2
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varfshie fu bath the complaxfty and the posttfoning anovas: Figure 1 shows thae

effacta of }lobal and local }rourun fnvolvement on recall, of product and recsll

.
Iy

of both product and brund name. Figure 2 shows their effects on r;cogultion
§ :

(positioning anovas). Figures 3 and 4 ahow the effects of glebal fnvolvement

and video and audlo complexity on product recsll and both product and brand

recsll (complexity anwovaa¥. Flgurea 5 and 6 atow }ha ’)‘actn of global

tnvolvement and video and nudio complexity on recognftion of product category

.and hoth product category and brand name recognition (complexity snovsa). .
Globgl lnvolvement .

Hypotlienis 1 sugpeated that commercisls loceted in globslly high—involving
progréun would be leas well recalled and recognized than those locsted in glo-
belfy low-involving programs. Figure 1 showd this hypothests was supported in

’
the recall results. Product recall was higher in low-involvsment progrems (¥ g

+481) than fa high-{nvolvement programs (X = .361). Brend recsll in low

fnvolvement programs was higher (X = .427) than {n high-involvewent programs (¥

- .342).

Insert Figure 1 about here

R U r——t e — .~

v

;ypothonln 1 was alao supported ;y the recognition results (Figure 2). High-
fnvolvement proprama produced lower product (X = .6B8) and brand (X = .477)
recognition than did low-involvement programa (product recognitton X = .772;
brend recogpition X - .599).

Inaert Figure 2 shout here

__________ b e a G -

Turning to.the complexity analykea of varfance, which had fewer degrees of

freedom, the globa)l fnvolvement effect remained s(ihlflcnni for product recall,

O

e s
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. (Figurs V) and bpcame marginally significant for hrand recall (Flgure 4).
Clobsl Involvement did not produce significant main effectn for product recogni-

tion or brand recognition and Is therefore not shown In Figure 5.

, Inscrt Flpures 3, 4, and 5 about here N

J L 2t ot o e

In genersl, then, there was ample support for the notfon that commarciala

( occurring tn globally high~Involving programs were lesa well rememhered than when

they occurred in globally lower-Involving programs. .

»

l.ocsl 1nvolvement -

'

Rypotheais 2 suggested that_commerciala placed in locally high-involving
po.ltlo?l tn programs would be Peas vellvrenembered.than commerciala placed {n
locslly low-involving posttions. llypothestis 3 auggeated the local involvement
effsct would shovw an anhanced effect {n glob;lly high-involving ﬁrnnrama. It
ahould be kept in mind, of courlc‘\that the local involvemount manlﬁulq&lon in
globslly low-Involving programs remains questlionable.

Yigure 1 shows thst nefthar product nor brand recall ahowed .lgnlllcang
main effects of local program tnvolvement. Ylaur; 2 shows the aame lacK of
effect for recognitfon. Thus, Hypothesins g was not aupportad.'

Hypothesis 3 waa supported by both product and brand recall tn the global
high-{nvolvement condition. For the low-involvement condition, however, the
relation wvas ;evarlodx high local Involvement produced higher recall than did
'iov local involvement (the Interaction betwesn local and globai lnvolvcnent.v;c
aigpificdant for both recall measures). i -

td -
Although ¢t {nteraction of Klobal and local involvement sre counterin=

-

. tuttive, 1t waa reflected slmoat exactly fn-the r'ognlnnn mensures (Flgure 2). Vi
Yor product vecognition, high lotal {nvolvement pfoduced high accuraci when glo-
. ) . [
- .
[ )

ERIC 16
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bal involvement waa low, and low avcuraoxvaen glohal lnvolveun#t waa high. 'The
aame renult held for brand recognition, with the addition that local involvement
had a marginally significant effect (£<.10). Th; dlrectloaiof that effect was
the opposite ffou that predicted by lypothesis 3- local high-involvement

prograsming produced betts? brand recognition (X = .542) than did local low-

fnvolvement programming (x = .495). . .

The picture, then, for local involvement effects was lnconsll;ont with that
hypothesfzed, but the results were conaistent across tha four memory measurea.
“Having aeén the pq?gra- segnents pruvioualy hsd only one effect on memory.
Yigura 1 showa tkat for pr;duct rj‘pll, progra;s seen interacted signiffcantly
vith local {nvolvement. For subjecte vho had aeen the prograsmaing previousaly,

high local involvement produced consfatently bhetter product recall than did low

bl
local fpvolvement. \\\

Audto_snd Video Complexity
'Hypothoala 4 suggnated that both audfo and video complaxity {n commerciale
would result In woaker remembérdng. Nypotheoln 5 auggeated this raault would be

enhanced when the comperciale occurred in globally Mggh-1gvolving programs.

As can be geen In Figurea }-6, audfo complexity h 1I,llgnlflcant main
affect on product and brand recall and product recognitfon. 1t did not have a
significant effect on brand recognition. ’The directiona of the effecta were,
however, 3onﬁfally contrary to the prediction. Audfo complex commerciala were
better recalled than.audlo'almplo ones (Flgurpa 3 and 4). But audio Eonplex
commerciala vere leaa accurateély recognized than sfmple ones (Figura 5).

Also as shown n Plguraﬁ 16, video complexity did not have a significant
affect, except on product recognition (see ¥igure 3) where as predicted, the
video complex commercials produced poorer memory (X = .70A) than fhe simple ones

(; = .,820). There waa, however, no other significant indication that video

complexity harmed ne#ory.

Aruitoxt provided by Eic: .
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Alao unpredicted was the fact that audfc and video complexity produced

[

interective effects on memory for all meaures uxcaptchrlnd recognition. As can

be seen.in the anelyses of variance reported In Plguras.lfS. the Interactions
,fe}' con;}cx. In genersl, however, {t appearcd thet when commerciala were video
simple, sudio complexity had little effect.r‘nut when.conmorclall vere video
qcomplex, those thet were also audio conp{ax generally showed higher memory
scores than thoae that vere audio simple (leq’Flgure- 3, 4, and 6).
. lnﬂi,pernl thep, while commercial complexity had signiffcant effects, they
* were more compliceted then was hypotheafzed. Furthermore, complexity did not
) Interect as hybothelixad with global Involvement. For product recall (Flgure 3)
K d produesgprecognition (Figure 5), there were (no 1nteractlog. of global {nvolve-
: .x;( and complexity. PYor brend recall (Figure §), lnvolvu.d@;ﬁnnd audlo
complexity interacted marginally with having seén the hrogra-a.befora. For -;b-
Jects who had seen the programs before¢, low {nvolvement progran:f.houod marked
sudio complexity eff.ct;. for brand recognition, audfo complexity snd global

{nvolvement {ipterscted (Pigure 6). In low-involvement programs, eudio complaxig}

had little effect on wemory, but for hlgh-lnvolvaneqt programs, audio c0mﬁld&

Hypotheals & nor Hypothesls 5 were aupported.

.

commercials wvere better remembered than audiotsimple connoraialaﬁ Thus, neither

Attitude Results

. Sub Jects’ attitudee about the commerclals and the products :kby advertised
« vere tested with two procedures. Firest, free recall prétocols were content-
analysed for positive and negative opinlon statements sbhout commercials or pro-

- ducts. Two observers content analyred the protocols, producing an Intercoder

ERIC ’ )

\

,
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. relfability acure of .B0. Bccond, after memory testing, aubjects ware aaked to

indicate on 8 10-point acake thelir:

- l‘klng of e¢ach advertiacd product;

- ltking of each commercial;

- attitude toward ecach advertiged product; ¢
- intentlion toghuy each advertised produce.

The free recall results are reported firat,

Poaltive and Negative Opinlona about Products and Commercials. For each of the

egoriea of opinfon statement (poaltive opinfon about tha product or com—

mercial; negativa opinion ahout the product or commercisl), two analya@a of/

vaviance were performed. Similnr to the anslysias of tha memory resultas, one

analysis of varfance waa a three-way (Global Involvement x Local Involvement X

Been Prugrama), and the oth&[‘ was a four-way (Global Involvement x Video

Complexity x Audlio Complexity x Seen Programs). .

Only one category (posftive opinfona about the commercial) ashowed afgnifi-
cant anova effecta at the .05 level. As ahown in Figure 7, audio complexity and

video complexity Interacted. It appeared that video complaxity affected posi-

tive attitudes towards the commercial only when the commerciala are also asudio

aimple. Jﬁsre wsa alao & rather conplicated three-way interaction hetween glo-

bal {nvolvement, video cumplexity, and having seen the program before. Video

.

simple commercials were better liked when emhedded in a globally low involving

L Z .
program. Finally, there was a maln effect for audio complexity. Audio simple
. N

commarcials vere hetter liked (X = .169) than audio complex mesaages (X = .093).

-

- )
l

sia 6 was not aupported.

o

ERIC
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Because -ubJact- fr-qucnlly did not provide attitude ratings for msome com—
mercials; the second mcasurement (Including a behavioral fntentfon measure) had
to be 1imitad to = one-way analysis of variance, measuring the effect of glé‘:l
fnvolvement. None of the anslyses showed significant alfc;tn. and hence no
support was evidenced for Hypotheses 6, 7, or 8, . s

Dlncu_s_nlon_ '}‘”
\

Tha purpose of this study was to investigate the effects of loc-nl and global
lnvolvenen&\ln program context and the effects of message complexity on the pro-
ceasing ;?ﬁﬁb...rci.l-. Consistant with previous rano-rcﬁ, recall of commer-
cials was iqwer whan thay occurred in globally high~involving programming. The

affects on recognition of products and brands advertised were mixed. 1t seems

l1ikely that the recognition measurea failed to show conaistent effects of global

\
-

program finvolvement because of the n-tura‘of the recognition task [tself., The
additional cuss available in the task may have had such a strong effect on the
accessing of ;e-ory for commercials that the program effects were masked.

In addition 39 program involvement effects at s global level, the present
study showed that locsl high fnvolvemen® also weakened memory for the commer-
clsdle. Unfortunstely, thess reaults must he tempered by the fact tiat a
manipulation check did not discriminate between locally high-and low-involving
anguents of low-{nvolving programs. One possihle raason is that the local
involvement commercial placement hased on {ttuition was not exsct enough. A °
more precise messure, as for instance a minute-to-minute assessment of local

involvedent {a recommended for future rescarch.

[ -
Under ths {nftlal sssymption that viewers would spend the time during com~
mercials continuing to process high-Involving programs, it was predicted that

audfo snd video con%lnx commercials would be remembered significantly less well

than simple ones. Contrary to predictions, ho‘:ver. andio complex commercials




EE

Q

wers recalled bett than sudtn afmple ones, and thia effect wnwven stronger
+

for commerciales that ,u also video complex. Thia result arguce against.the
notion that memory defl :s ahown in high-involvement programming result from
viswers proceasing programming rather than commercials. If viewers recognize
;nd respond to the need fOf more cognitive procesasing of audfio complex commer-
ciele, they may lay down @ stronger memoky trace that is less interfered with by
processing of subsequent programming. Such an 1nterpretlé{on lends credence to
a retroactive hﬂnbltlmmanyant & Comisky, 1978) notion of program context
effects. Under thia model, brnccanlng high involvement materials subsequently
to procesaing com-ercliln dinageu otherwise normal memory treces of the co-n;r—
ciale. Alt?pgah follow-up n;udioo are needed to verify the direction of commer-
cial conple;lty effecta, the preaent resulta :>\‘ afgnificant doubt on the
“restdual procesaing of :nv017?K§ programs” {dea. (i;

In additfon to recall and recognition scores, the effect of ptogramming con-
text waa mesaured by attitudinal and purchdse fntention scores. Nelither meaaure
showed matn effecta for program i{nvolvement. Falling to find involvement effects
on attitnde scorea 18 consistent with most previous atudies. T:i- conafetent

result arguea against the second aamwmption made here, namely that viewers are

more {rritated by commercial {nterruptions during high-involvement programs. It

.

L

1e poasible, instead, that a commercisl break {n e high-involving program provides \

L]
a feeling of “relief” -- allowing the viewer to relex and enjoy & bresk. Or

perhaps even more likely, given the lack of differences {n attitudes between
high-and low-involving programming, American viewers are #o accustomed to com-
mercial {nterrvuptions that there are no attitudinal shifte at all. ]

In peneral, thiu.atudy hes provided gome new insighta [n the effects of
local and glohal {nvolvement {n television programs, ss well as fn the effectsa

of mesange complexity on procesaing commercials., Furthermore, this experiment

RIC 21 | |
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is vsluable in that, uhlike previous studics, the design fnvolved aampling both
programs end commercials. It counterbalanced the occurrence of the commercials
in the programs, and finally, tt verified subjects' {nvolvement levels {n the
programs, rather than relying on expertmenter {ntuitfons about them.

Finelly, tt ts tmportant to consider uhﬁt the fmplicatfons of thlg study are
for the advertising prsctitioner. Although the results are rather complex, {t
appears that {f memory for message contant 1s a major goal of the advertiger,
audience considerations asids, commercials placeé in'a low—lnvolvlqg context

seems advisable.

o
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FICURE 1

_ Effects of Globel and Local Involvement
’ on Rcz&of Product Category and Brand Name

, i+ Panel A: Product Recall for - Panel B: Product Kecall® for
A Programs not Seen ’ Programs Seen .
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¥ Ll A o= locul Low
- o ) Involvment
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4 Ldv High
n?: Global Involvement
Positioning AI'OVA Results
A) Product Recall o
. Global Involvement 7(1,36) = 7.16, p<.0l
Locel Involvemant x Seen Programs F(1,36) » 4.84, pc.0)
N Clobal th.oul Involvement F(1,36) = 14.76, p¢.o01
. B) Product and Brand Recall «
Clobal 1nvolvement 7(1,36) = 3.31, p<.03
Globil x Local Involvement I(l,)ﬁ) = 16.92. p<.00]
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"FIGURE 2 ' .

Effects of Clobsl and Locel .Involvement on Recognition
* of Product Category and Brand Name

¢

; | . , o
’ Pmel B:  Product ond Hume
Panel At Product Recognition . Recognitidn - . .
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" Local High Involvement

n

A A = locel Low Involvament

+Positioning ANOVA Recsults

A) Product Recognized

° ’ .
Clobal Involvement_ FG1,%9) = 5.60; p<-02
Clobel Involvement x Locel Involvement - al,so) = 16.81; p<.001

[

‘

B) Product end Brendname Recognized ‘ .
Global Involvement 4 ) 7(1,59) = 5.81; p<.02
Locel Involvement F(1,39) - 2.81; p<.10

Globel Involvemeht x Locnl‘lnvolvencnt z(l;59f = 6.20; p<.02
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/. TPIGURE 3

‘ Effecte of Global Involvement and Comaercial
Complexity on Recell of Product Category
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FIGURE 4 ¢

Effecte of Global Involvement and Co-nrchl)mplexny
on Recall of Product and Brand Nume ’
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PIGURE 5
Effecta of Commercial Complexity on Recognition N ‘
of Product Category ! i
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