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ntroduction 
This dissertation is about advertising, a subject treated with a lot of 
scepticism by audience members as well as academics. In 'party-talk', 
advertising is often treated as silly or irritating. Everyone knows the 
commercial in which product A is compared with product B ("always 
the same, how stupid"), or that huge billboard in the streets ("it is too 
large, too ugly, it's a shame"). Advertising is not something we all need 
or love. According to one of the interviewees1, advertising is "that stuff 
you immediately avoid when confronted with it". Also academics write 
about advertising in terms of its negative influence. Advertising is said 
to create unnecessary consumer demands, to reflect only materialistic 
values, to be harmful for vulnerable (easily influenced) groups in 
society - like young children, the elderly, and minorities - and to be 
persuasive in terms of Vance Packard's warning in 1957. After 
examining literature on social effects of advertising, Pollay (1986, p.6) 
summarised: "what may be shocking ... is the veritable absence of 
perceived positive influence". Most criticism of advertising is based on 
its social role, whereas most of the defence comes from those who 
emphasise its economic functions. To put it simply, advertising is 
criticised as an intruder with negative impact on cultural values in 
society (such as heightening materialism and commercialism) and as a 
'distorted mirror' (Pollay, 1986). On the other hand, advertising is 
defended in terms of economic benefits, such as helping media to be 
autonomous from politics or facilitating marketplace efficiency. As a 
result, the image of advertising varies from extremely negative - "a 
source of many of the most serious ills that beset our modern 
consumerist society" - to somewhat positive: "an aid to the marketing 
and selling of goods" (Jowett in Fowles, 1996, p.xi). 



1.1 Relevance 
The relevance of studying such an 'unpopular' subject is twofold: 
advertising's dominant presence in everyday life and its almost complete 
absence in communication theory. Advertising is present in terms of the 
amount of money spent. In the Netherlands, the total amount of 
advertising expenditure was 7844 million Dutch guilders (approximately 
3942 million US Dollars) in 1996 (VEA, 1997). This is a rapid increase: 
7.6% higher than 1995, 37.1% higher than 1991, and almost twice the 
expenditure of 1987 (see Table 1.1). 

Table 1.1: Advertising expenditure in the Netherlands (current prices in million guilders): 

1987 1991 1995 1996 

ƒ x mln index ƒ x mln index ƒ x mln index ƒ x mln index 

press 2785 100 3537 127 3950 142 4286 154 

audio-visual 488 100 810 166 1396 286 1433 294 

outdoor 48 100 132 277 185 388 219 460 

direct 533 100 778 146 1106 208 1167 219 

other 144 100 438 304 652 453 739 513 

total 3998 100 5695 142 7289 182 7844 196 

source: 'Mediabestedingen in Nederland 1987-1996' (VEA, 1997, p.14-15). 

Advertising is not only present financially, but also in terms of 
presence in the media we use, the streets in which we walk, in the pubs 
we visit, or on the Internet. The number of commercials on Dutch 
television3, for example, has increased enormously in the past few years. 
In 1994, on average 726 commercials were aired daily, compared with 
144 commercials in 1989 (Boelé & Van Niekerk, 1995). This presence is 
also perceived as such: 76% of the Dutch public claimed to be daily 
confronted with television advertising, 58% with outdoor advertising, 
46% with radio advertising, and 34% with advertising in newspapers 
(Sikkema, 1996, p.176; Smit, Dokter & Smith, 1997). 

Advertising is studied from many different perspectives. From a 
marketing perspective advertising is studied at a macro level in terms of 
the effect of advertising on economies, on markets and on brands within 
markets, or at an institutional level in terms of the relationship between 
advertising expenditure and sales. In this marketing perspective, 
advertising is seen as one of the instruments of the marketing 
communication mix: thematic and 'above the line'4 (Fauconnier & Van 
der Meiden, 1993, p. 19-20). The micro level is about people's responses 
to advertising. In this research domain advertising is mostly studied 
from the perspective of psychology and communication. Although a lot 
of advertising research is done at this micro level, a theoretical basis 
against which to analyse advertising and to test findings is still lacking. 
To quote McDonald (1992, p.136): "There are a number of academic 
disciplines, such as communication theory, which could usefully be 
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applied to this problem [meaning the lack of theory, ES], but with rare 
exceptions it has not been seriously attempted. The commercial 
justification for such an effort would be that it would give us greater 
confidence, not only in spotting what may be wrong with an 
advertisement, but knowing how to put it right". 

This dissertation tries to enhance what we know about people's 
behaviour and attitudes with respect to the phenomenon of advertising. 
More specifically, this study is about what people ('the audience') do 
with advertising, in other words how they use advertising. Do people 
choose advertising and search for it, or are they unwillingly confronted 
with it? And if unwillingly, are they prepared to look at it, or will they try 
to avoid it as much as possible? Answers to these questions are not only 
interesting for advertisers - in terms of more 'effective reach' of their 
target audiences - but also for those interested in gaining knowledge 
about the audience's use of mass communication. 

The aim of this first chapter is to introduce 'advertising use' and 
conceptualise this concept by referring to communication theories about 
media use. In short the Uses and Gratifications approach will be 
explained, followed by criticism and a revision of this approach (Section 
1.2). Based on these theoretical insights, advertising use will be further 
defined in Section 1.3. 

1.2 Media use in terms of uses and gratifications 
'Uses and Gratifications' is not a theory but an approach based on 
several theories and studies on media use. In the forties, early research 
in this tradition was descriptive in nature, without any conceptual and 
methodological basis. Later, in the sixties, emphasis was put on 
measuring social and psychological variables to explain patterns of 
media use, resulting in typologies of media use, based on functions of 
use (Palmgreen, Wenner & Rosengren, 1985). The assumptions of this 
approach are: "(1) the audience is active, thus (2) much media use can 
be conceived as goal directed, and (3) competing with other sources of 
need satisfaction, so that when (4) substantial audience initiative links 
needs to media choice, (5) media consumption can fulfil a wide range of 
gratifications, although (6) media content alone cannot be used to 
predict patterns of gratifications accurately, because (7) media 
characteristics structure the degree to which needs may be gratified at 
different times, and, further, because (8) gratifications obtained can 
have their origins in media content, exposure in and of itself, and/or the 
social situation in which exposure takes place" (Palmgreen et al., 1985, 
p.14). The important assumption of this approach is that media use is 
linked by the audience to their needs and has to compete with other 
functional alternatives. Effects of media use - the 'gratification obtained' 
- are based on media content, as well as the use itself or the social 
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situation. Moreover, media characteristics play an important role in 
structuring the degree of these effects. 

Criticism 
Critics of the Uses and Gratifications approach state that media use is 
explained insufficiently, and is therefore flawed, because of the 
theoretically and empirically unclear conceptualisation of media use 
(Elliot, 1977; Palmgreen et al., 1985). Some tried to solve this confusion 
of concepts by incorporating the Expectancy Value theory (Palmgreen & 
Rayburn, 1982). This attitude theory assumes that people act based on 
the positive expectations they have regarding that behaviour. When 
applied to media use, it means that media use can be explained by the 
opinions people have regarding the characteristics of that medium or 
medium content and the expectations that medium use will have an 
effect ('beliefs'). These opinions are evaluated in terms of positive or 
negative value judgements ('evaluations') and can result in motives for 
using a medium ('gratifications sought'), and thus in media use or 
'media consumption' (Palmgreen & Rayburn, 1985, p.64). The effect of 
this use is called 'gratifications obtained', which can be based on the 
gratifications sought (expected gratification) or can be unexpectedly 
obtained. Figure 1.1 shows these concepts. 

Figure 1.1: The Expectance Value model (Palmgreen & Rayburn, 1985, p.64) 

The 'X' in this figure is the object of the beliefs, evaluation or 
gratification and can be some medium, program or content type. Based 
on Fishbein's Expectancy Value theory (Fishbein & Ajzen, 1975), the 
gratification sought is - like an attitude construct - the result of the 
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combination of beliefs and evaluations, in formula (Palmgreen & 
Rayburn, 1985, p.63)5: 

n 

GS = I biej 
i = l 

where 'GS' is the gratification sought, 'b,' is the belief 'i about X', 'e,' is 
the evaluation of attribute ' i ' and 'n' is the number of attributes. 

Another 'flawed concept' of the Uses and Gratifications approach is 
its central concept of audience activity (McQuail, 1994, p.317). Based on 
a review of different meanings and concepts of audience activity, Biocca 
(1988) suggests five different versions: selectivity, utilitarianism, 
intentionality, resistance to influence, and involvement. Activity appears 
to vary from manifest behaviour to a mental state. Moreover, the 
different versions of the audience activity concept do not all refer to the 
same point in time in relation to the actual media use. They may relate 
to advance expectations and choice, or to activity during the experience, 
or to the post-exposure time (McQuail, 1994, 1997). This distinction in 
type and sequence is also reflected in Levy and Windahl's (1984) two 
dimensions of audience activity. The first dimension is the type of 
activity or audience orientation. The second dimension describes the 
moment of exposure or 'audience sequence'. Based on these 
dimensions Levy and Windahl describe three types of audience activity 
in more detail: selectivity before exposure, involvement during exposure, 
and utility after exposure. Selectivity means that a person makes a choice 
for a specific medium type (or content) before exposure. This first type 
of activity corresponds with the Expectancy Value theory. Involvement 
during exposure, the second type of activity, is the mental activity during 
processing of media content, resulting in attention to and interpretation 
of messages. The third type of activity is the personal use of the 
message/content after exposure. People talk for instance about what 
they read or listened to, or use the information in their everyday lives. 

Another criticism (besides the previous confusion of concepts) is that 
the Uses and Gratifications approach as well as the Expectancy Value 
theory, presume that people are capable of describing their interests, 
motives, and needs. Media use out of habit is thereby excluded. Rubin 
and Perse (1987) distinguish therefore instrumental and ritualistic use. 
Ritualistic use is media use out of routine or habit, while instrumental 
use is motivated by intention (goal directed): "[ritualistic use] ... is a less 
intentional and non-selective orientation, a time filling activity, and a 
tendency to use a medium regardless of its content. Instrumental use, 
though, is more intentional and selective, and reflects purposive 
exposure to specific content" (ibid., p.59). For the ritualistic media user 
the medium itself is more important than the content, i.e. watching 
television regardless of the programs, while the instrumental user 
makes a choice for specific medium content (Perse, 1990), for example 
choosing to read this dissertation. Also the motives for use differ. 
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Ritualistic use can be based on time filling, dispersion, habit, escape, 
relaxation or convenience. Instrumental use on the other hand, can be 
based on learning, rules of behaviour, entertainment, or excitement 
(Rubin, 1984). 

The fact that instrumental use is characterised by involvement during 
exposure (because of active orientation), does not mean that ritualistic 
use is thus passive or without involvement. It is possible that these 
persons can unintentionally be exposed to something interesting that 
will promote involvement. The difference between the two types of use is 
mainly based on the activity (selectivity) before exposure. Before 
exposure media users can differ in the benefits they expect from 
engaging in specific media behaviour. In this light a distinction is often 
made between content gratifications and process gratifications (Royne 
Stafford & Stafford, 1996). Content gratification is sought from use of 
the message (like in instrumental use), possibly to gain information from 
a program. Like in instrumental use, the content of the message itself 
provides satisfaction. In process gratification, the satisfaction stems 
from being involved in the communication process itself. This type of 
gratification is more like ritualistic use of media as mentioned before. 

Uses and Gratifications revisited 
The critical statements about confusion of concepts and habitual media 
use resulted in a call for reformulation of the basic proposition of the 
Uses and Gratifications approach. The old description was that the 
approach was concerned with "(1) the social and psychological origins 
of (2) needs, which generate (3) expectations of (4) the mass media or 
other sources which lead to (5) differential patterns of media exposure 
(or engagement in other activities), resulting in (6) need gratifications 
and (7) other consequences, perhaps mostly unintended ones" (Katz, 
Blumler & Gurevitz, 1974, p.20). Later research specified motives, and 
reduced influence of needs and put more emphasis on social 
background, experience and expectations from media. Also media use 
out of habit is included in McQuail's (1994, p.319) new statement, 
which is: "(1) Personal social circumstances and psychological 
dispositions together influence both (2) general habits of media use and 
also (3) beliefs and expectations about the benefits offered by media, 
which shape (4) specific acts of media choice and consumption, 
followed by (5) assessments of the value of the experience (with 
consequences for further media use) and, possibly, (6) applications of 
benefits acquired in other areas of experience and social activity". 
Helped by the concept of expectation this new statement is more open 
to investigation (Expectancy Value theory). The essence of expectation is 
to view media use behaviour as depending on a belief that a particular 
kind of media content has attributes which are perceived to carry a 
positive or negative value. According to McQuail (1994, p.320): "this 
simple proposition opens the way to a clearer formulation of the 
research task: relevant attributes of media or content can be identified; 
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respondents can be asked how they value each attribute and whether or 
not they apply to specific content (or media)". Another advantage of 
using this theory is that it also covers the fact that media use is shaped 
by avoidance based on a negative evaluations of the potential 
gratifications expected from media. 

Based on this new description it is clear that media use consists of 
'specific acts of media choice and consumption' (see previous point 4), 
also defined by McQuail (1994, p.303) as "the act of choosing or 
attending to media". Choosing refers to audience activity before 
exposure ('selectivity'), and attending refers to audience activity during 
exposure ('involvement'). Audience activity after exposure refers to what 
people do with the experience afterwards (points 5 and 6) and is named 
'consequences of use'. 

McQuail's revisited description offers three clusters of explanatory 
variables as well: people's background in terms of social circumstances 
and psychological dispositions; their habits of media use; and their 
expectations about these media and media content. Also media 
characteristics play an important role in structuring the degree of media 
use and consequences of use. This factor is not explicitly incorporated in 
the revisited version, but mentioned in the old basis assumptions and in 
McQuail's (1994, 1997) general overview of viewer and media influence 
on media use (see Figure 1.2). In this 'pragmatic model of audience 
choice', McQuail (1997, p.76) tries to incorporate his Uses and 
Gratifications approach as well as alternative models on explaining 
media use. One of these alternative ways of theorising is worth 
mentioning, namely the 'social action' model of Renckstorf (1989), 
which is based on phenomenology and symbolic interactionism. The 
emphasis in Renckstorf's model is on interpreting media use as 
meaningful in a certain social situation, rather than on trying to find a 
structural or behavioural cause (studies in which this model is applied; 
e.g. Bosman, Hollander, Nelissen, Renckstorf, Wester & Van Woerkum, 
1989; Renckstorf & Nelissen, 1989; Frissen, 1992; Nelissen, 1992). 
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Figure 1.2: An integrated model of the process of media choice (McQuail, 1997, p.77) 

In this figure different variables are presented which vary in the 
moment they influence the process of media choice behaviour (the bold 
arrows). This process consists of general preferences regarding media 
content - which are primarily influenced by social cultural factors and 
media use in the past - and a choice for specific content. This specific 
choice is influenced by factors closer in time to the moment of actual 
media use (see left to right in the foregoing model), such as the 
availability of media content, the degree in which the user is aware of 
other possibilities and the way in which this content is offered by the 
medium (publicity, timing/presentation). 

The Uses and Gratifications approach or alternative models are 
applied to various media and media content, such as radio (Herzog, 
1944), newspapers (Berelson, 1949), television (Barwise & Ehrenberg, 
1988; Frissen, 1992; Overste, 1978; Webster & Wakshlag, 1983), 
interactive television news (Elberse, 1998; Lichtenstein & Rosenfeld, 
1983; Perse & Courtright, 1993) or to a comparison of various media 
(De Bock, Wilthoit & Weaver, 1980; Lichtenstein & Rosenfeld, 1983). 
Some applied the approach to a specific kind of media content, namely 
advertising. Royne Stafford and Stafford (1996, p.27) 'borrowed' the 
Uses and Gratifications perspective from communications theory to 
"provide an initial understanding of the motivations that stimulate 
zipping (fast-forwarding through pre-recorded programming) and 
zapping (switching channels during commercial breaks) behaviour". 
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1.3 Advertising use 
Advertising is all commercial communication, meaning "paid-for 
messages" (Fowles, 1996, p.13), around us. Moreover, advertising is 
obviously something we all recognise when we see it. It is something that 
the entire population experiences, as Pollay (1986, p. 18) describes it: "It 
surrounds us no matter where we turn, intruding into our 
communication media, our streets, and our very homes". Moreover, he 
describes it as "designed to attract attention, to be readily intelligible, to 
change attitudes, and to command our behaviour. Clearly not every 
advertisement accomplishes all of these aims, but just as clearly, much 
of it must - otherwise, advertisers are financially extravagant fools". 
Thus, advertising is not merely value free information around us, it has a 
specific purpose, it is designed and mediated to tell us something; for 
example to buy a product, to like the name of a company, or to feel 
confident in using a particular brand. In this dissertation, advertising is 
defined as "paid-for mass mediated information about products, 
services, or ideas, with the function to influence the opinions, attitudes, 
or behaviour of target audiences" (based on Floor & Van Raaij, 1993, 
p.23; Fowles, 1996, p.13). 

An important aspect of advertising is its mass mediated nature. Most 
advertising messages are still carried by 'traditional' media such as 
television, magazines, radio or newspapers. The rest is carried by 'new' 
media, such as the World Wide Web, or specific advertising media, such 
as outdoor or direct mail. The mass mediated nature of (in particular) 
the traditional media implies that advertising is part of the audience's 
use of the medium. While using (for example) television the audience is 
confronted with advertising. Especially as far as 'traditional' media are 
concerned, it is not possible to use advertising without using (part of) 
the medium. Moreover, these media are mostly used for the non
commercial content. 

As advertising is 'by definition' part of media content, it is 
interesting to see in what way advertising use can be understood in 
terms of media use. Like McQuail's previous description of media use, 
advertising use can be considered in terms of choosing and attending to 
advertising as part of media content. That is, advertising use refers to 
behaviour or activities of media users (or in marketing terminology 
'consumers') with regard to advertising. This behaviour can vary from 
active selection or avoidance of advertising to mere (non-selective) 
confrontation with advertising. In terms of Levy and Windahl's 
distinction in time, emphasis is put on the selection of advertising 
before exposure and attention during exposure. To sum up: advertising 
use is defined as the behaviour of media users with regard to advertising 
in these media. This behaviour consists of selecting or avoiding 
advertising in various media, the exposure to the advertisements 
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themselves (confrontation) and the amount of attention which is paid to 
them. 

Borrowing insights from the Uses and Gratifications approach and 
the Expectancy Value theory not only offers a way to conceptualise 
advertising use, but a framework for explaining this use as well. Based 
on these two approaches, advertising use will be explained by the 
expectations ('beliefs') people have concerning a specific part of that 
medium, namely advertising, and their general evaluation of advertising 
('attitude'). Beliefs and attitude are seen as separate entities, which 
congruence is not necessarily. This widely accepted view in attitude 
theory is described in Chapter 3. Besides these concepts, advertising 
use is also expected to be influenced by general user characteristics, 
such as demographics and people's habits of medium use. Finally, 
advertising use is expected to be structured by the situation of use and 
characteristics of the media in which advertising appears. Media differ 
on many aspects. One of these aspects is 'pacing'. Pacing refers to the 
perceived control of moment of use and speed of use (Neijens & Smit, 
1996, 1998; Van Raaij, 1991). Print media on the one hand are said to 
be internally paced (users determine when and for how long they use the 
medium), while broadcast media on the other hand are externally paced. 
This difference between print and broadcast media is also described as 
the difference between 'search media' and 'display media' (Bedrijfsfonds 
voor de Pers, 1997, p.40-41). The medium user can decide to search for 
information, in for instance the daily newspaper, or can decide to watch 
the show that is displayed to him on television. Figure 1.3 pictures the 
theoretical framework. 

jum cteracter/sj, 

Figure 1.3: Framework for explaining advertising use 
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The concept 'advertising use' is used to indicate different types of 
advertising behaviour, which not only vary in terms of activity and time 
(before or during) but in terms of specificity as well. More specifically, 
advertising use can concern advertising in general, advertising in a 
specific medium (for example print), advertisements in a specific title 
(for example the Dutch newspaper de Volkskrant), advertisements in a 
part of that title (for example the first section of de Volkskrant), or an 
advertisement on a specific page. Use can also relate to a specific 
advertisement: a person sees or reads for instance an advertisement for 
Topform (a couch). These levels of specificity are presented in the next 
figure (see Figure 1.4). 

(general) 

selecting/paying attention to: 

• advertising in general 

• advertising in print • medium reach 

• advertising in de Volkskrant * reach of title 

• advertisements in first section • reach of part of med urn 

• advertisement on page 10 

• advertisement for Topform 1 • ad reach 

• cu 
Q-

(0 
• recall of Topform 

cu 
Q-

(0 

• likeability of the advertisemer t 

cu 
Q-

(0 

• comprehension of the message 5" 
GO 

• attitude to the brand Topform 
<0 

• knowledge about Topform ST 

• intention to buy Topform 

(specific) 

Figure 1.4: Different levels of advertising use compared with reach and advertising effects 

The most specific level of advertising use - paying attention to the 
Topform advertisement - matches the concepts 'ad reach' ('open 
eyes/ears in front of advertising space'6) and 'recall of Topform'; 
concepts derived from the research domain of media reach and the 
domain of effect research7. In order to compare different media in one 
study, a more general level ('advertising in a medium') is chosen in this 
study. This medium level is related to a more specific level of advertising 
use, namely the recollection of having seen specific advertisements. 
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1.4 Research questions and guide to this 
dissertation 

This dissertation aims to describe advertising use - what people do with 
advertising in terms of behaviour - and to explain this use. The question 
guiding this dissertation is as follows: 

How and why do (or don't) people use advertising in mass media? 

The 'how' in this question refers to the description of the way people 
use advertising in mass media, or 'traditional media' (questions 1 to 4, 
see Table 1.2), while the explanation is captured by 'why' (questions 5 
and 6). This central question is further developed by the following 
research questions. 

Table 1.2: Research questions 

(1) What is advertising use? 

(2) How and with what results do others measure advertising use? 

(3) How do people use advertising? In other words: to what extent do medium users select or avoid advertising in 

a particular medium, and (if exposed to it) to what extent do they pay attention? 

(4) How do people evaluate advertising? In other words: to what extent do people agree or disagree with beliefs 

about advertising in a particular medium and evaluate advertising positively or negatively (attitude)? 

(5) Why do these people use advertising? In other words, to what extent is advertising use related to: the users' 

evaluation of advertising (beliefs and attitude), their background characteristics (demographics), their use of 

the medium, and their situation of use? 

(6) To what extent are advertising use and its explanation different for the different media? 

(7) To what extent is (claimed) advertising use related to awareness of specific advertisements? In other words: to 

what extent is people's claimed behaviour related to their recollection of exposure to specific advertisements? 

To be able to estimate how people use advertising (question 1), it 
was first necessary to determine what can be understood by advertising 
use. Based on theories on media choice behaviour, such as the Uses and 
Gratifications approach and the Expectancy Value theory, advertising use 
was defined in this first chapter as behaviour with regard to advertising 
in different media. This behaviour consists of the selection (avoidance) 
of advertising and paying attention to advertising as part of media 
content. 'As part of media content' means that the focus is on how 
people experience advertising in media that are mostly used for reasons 
other than advertising. 

A second step is to see what kind of advertising behaviours were 
studied in the field of advertising research (question 2). The next 
chapter presents an overview of different types of advertising behaviour 
based on a meta-analysis of studies on this subject. This meta-analysis 
also offers a refinement of the theoretical framework. 

In order to answer the remaining research questions, different 
studies were conducted. First, several exploratory interviews were held 
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to further explore advertising use and to collect statements for the 
subsequent studies. The data of the second study, which are collected 
by means of a telephone survey with follow-up by mail, are central in 
this dissertation. As a supplement to this study, two smaller studies 
were conducted to investigate the relationship between what people 
claim to do with advertising (in a medium) and awareness of specific 
advertisements (question 7). The designs of the four empirical studies 
are described in detail in Chapter 3. Chapters 4, 5 and 6 present the 
results of these studies. As will be shown in this dissertation, advertising 
is often perceived as 'wallpaper', which not only decorates the walls 
inside the homes but our streets as well. However, advertising is not 
meant to function only as'decoration. Advertising has a specific purpose; 
it is designed and mediated to tell us something, for example to buy a 
product, to like the name of a company, or to feel confident in using a 
particular brand. The advertiser wants the consumer to remember his 
particular brand when standing in front of a shelf thinking what kind of 
detergent is 'best' or 'cheapest'. Mass mediated advertising campaigns 
should therefore at least have the function of a 'mnemonic device'. In 
other words, an advertisement (i.e. the brand name) should at least have 
entered memory and have left a trace. Whether advertising can function 
as a reminder when often perceived as wallpaper, will be discussed in 
the final chapter. 
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Notes Chapter 1 

1 As a first exploratory phase of the research project, eighteen people were 

interviewed about their ideas on advertising in general (see Chapter 3). 

2 This figure represents the media spending or advertising costs ('media

bestedingen'), for instance the costs of airing a television commercial. The 

production costs of makingthis commercial are not included. 

3 That is, the three public channels and the two commercial channels RTL4 and 

RTL5. 

4 'Above the line' refers to the old payment system in the advertising industry, in 

which the media industry (instead of the advertiser) paid the advertising agencies 

a commission. The term 'above the line' is used in marketing to exclude all 

marketing and promotion techniques (which are 'below the line'). 

5 The notation is based on Fishbein's development of the Expectancy Value Model 

(Eagly &Chaiken, 1993, p.108). 

6 This definition is based on Bronner (1986), Den Boon and Van Niekerk (1992) 

Knecht and Stoelinga (1988). Knecht and Stoelinga (1988, p.75, translated by 

author) define reach as "number of persons that is confronted with that part of 

the medium that is used for advertising content" (in Dutch:"het aantal personen 

dat wordt geconfronteerd met een door een concrete reclame-uiting ingenomen 

deel van het medium"). 

7 Advertising effects consist of the effects of processing (Reclameverwerking'), 

which are defined as "immediate reactions of consumers to an advertisement or 

commercial: attention, learning, acceptance, affective reactions" (Floor & Van 

Raaij, 1989, p.281, translated by author), and final effects (Reclamewerking'), 

which are the effects of advertising on "what consumers ultimately feel, think and 

do regarding the product or brand" f ieters & Van Raaij, 1992, p.54, translated 

by author). Franzen (1994) on the other hand, distinguishes '(psychological) 

advertising responses' and 'brand responses' to stress the difference in 

intermediate and final effects of the campaign. The first type of effects are closer 

in time to exposure and relate to the advertisements itself, the second type is 

concerned with responses to the brand (such as someone's attitude to the brand, 

the image of the brand or someone's intention to buy the brand). 
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Modelling 
advertising use 

In this chapter, various studies are analysed to further elaborate on the 
conceptual model of advertising use. By means of a meta-analysis 
previous studies from the field of advertising research are 
systematically compared and integrated. These studies will be used to 
give a general description of advertising use, in terms of different 
behaviours and measurements of these behaviours, and to build a 
model to explain advertising use. After describing the method (Section 
2.1) and selection process (Section 2.2), various studies on advertising 
use are compared in Section 2.3 and 2.4. In Section 2.5 a central 
variable related to advertising use - a person's evaluation of 
advertising - is further investigated. This evaluation of advertising is in 
line with the beliefs and evaluation of these beliefs in the Expectancy 
Value theory of Palmgreen and Rayburn (1985), which explains media 
use by the expectations ('gratifications sought') people have concerning 
this use, the medium or its content (see Figure 1.1 in the previous 
chapter). Section 2.6 summarises all variables and relations by 
presenting the summary model. This model defines the 'state of the 
art' (from 1985 to March 1997) in research about advertising use and 
explaining concepts. 



2.1 Method 
The principle of meta-analysis is, to use the rather poetic words of Van 
den Hooff (1996, p.61), "standing on the shoulders of giants" or 
"building on knowledge which was gathered by other researchers and 
theorists in the same field, to be able to 'stand on their shoulders' and 
look just a little further". Meta-analysis is a method of systematic 
literature search based on a precisely stated question, which aims to 
conduct the literature search in an objective and scientifically accepted 
way, by extracting the data (variables and relationships) from the 
studies, and analysing this in a replicable way (Light & Pillemer, 1984). 

The meta-analysis can be quantitative, resulting in an aggregate 
correlation between variables based on the individual correlation scores 
of the studies used, or more qualitative (exploratory) in order to 
establish hypotheses on relationships between relevant variables 
(Bouwman & Neijens, 1991; Van den Hooff, 1994, 1996). The meta
analysis presented in this chapter is exploratory in nature. The aim is to 
further explore the concept of advertising use by means of studies in the 
field of advertising research. The central question to be answered by 
means of this meta-analysis is: 'Which variables and relationships were 
found in previous studies to explain advertising use?' 

Based on theories on media use, 'advertising use' was defined in the 
previous chapter as behaviour of media users with regard to advertising 
in these media. This behaviour consists of the selection or avoidance of 
advertising, the exposure to the advertisements themselves (con
frontation) and the amount of attention which is paid to them. The focus 
is on advertising in general or in specific media instead of effects of 
specific advertisements, such as awareness, comprehension or 
likeability. The problem, however, is that in order to measure 'advertising 
reach' or 'exposure' in a survey, 'awareness' of specific advertisements 
is often used (see previous chapter, Figure 1.4). 

2.2 The selection process 
The studies used in the meta-analysis are extracted from different 
sources (see Table 2.1). As a supplement to the published studies, some 
business reports (unpublished studies) and conference papers are 
included in the analysis. 
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Table 2.1: Overview of sources 

source: 

Psychological 

Abstracts 

description: 

overview of articles in psychological journals, available on CD-ROM ('PsycLit') 

Sociological 

Abstracts 

overview of articles in sociological journals, available on CD-ROM ('sociofile') 

Communication 

Abstracts 

Sage's published overview of articles in communication journals, not electronically available 

Internet search on WWW pages of American universities and advertising organisations, such as the 

Advertising Research Foundation 

extra scanning of some Dutch journals which are not listed in the above overviews: Blad[dossier], 

Tijdschrift voor Communicatiewetenschap (formerly: Massa-communicatie) arid Tijdschrift voor 

Marketing 

some unpublished Dutch business reports under the authority of Cebuco (1985, 1994), 

Universal Media & IP (Intomart, 1993, 1995), SPOT (Intomart, 19961), SUMMO (Bronner & 

Verzijden, 1990), and The Media Partnership (TMR 1996) 

references in books or other overviews which are not included in the above sources, such as 

conference papers (especially World Wide Readership and Esomar) or articles in Journal of 

Current Issues & Research in Advertising 

In order to limit the selection process, three 'restrictions' were used. 
First, the selection was restricted by the central concept of this research 
project (advertising use), which was 'translated' in the keywords to be 
used in the online search process (see Table 2.2). Studies were selected 
in which advertising use was not only measured but related to other 
variables that possibly explain this use as well. 

Table 2.2: Overview of keywords 

keywords used for 'use': 

'advertising' in combination with 'attend(ing)', 'attention', 

'avoidance', 'avoid(ing)', 'behavio(u)r(s)', 'confrontation', 

'confront(ing)', 'listen(ing)', 'noted', 'notice', 'noticing', 

'read(ing)', 'select(ion)', 'switching (channels)', 'use(s)', 

'using', 'view(ing)', 'watch(ing)'  

The selection of studies was further restricted by the period of 
publishing. A period of ten years was chosen as a second selection 
criterion. Because this research project started in 1994, studies 
published between 1985 and the end of 1994 were used2. This period 
was extended by two more years in April 19973. So only studies 
published before April 1997 were used in this meta-analysis. Studies 
published before 1985 were only used if a lot of authors referred to it, 
such as the 'classic' study of Bauer and Greyser (1968), and the study 
of Bunn(1982)4. 

The third and final selection criterion is the article's nature. As this 
literature search also aims to determine 'the state of the art' in research 
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on advertising use, only articles were selected which were based on 
empirical research. This restriction has implications for any books used 
in this work. Books are seldom restricted to studies which were not 
published before and most often give an overview of the results of 
others as well. As a result, books were excluded from this analysis, the 
only exception being dissertations. 

Studies on the use of the remote control appeared to be a difficult 
category, because these studies mostly deal with media behaviour 
instead of advertising behaviour. The selection strategy was to include 
only those studies in which something was said about using the remote 
control to avoid commercials on television or radio. 

As a result of this selection process, 50 studies were selected. These 
studies were categorised according to medium, method and sample (see 
Table A l . l in the appendix). An overview of these studies shows that of 
all medium types, television advertising was the most studied (68%). 
Print advertising (newspapers, magazines, or both) was the focus of 
research in 30% of these studies. In only three of the selected studies a 
comparison between print and broadcast advertising was made (Bauer 
& Greyser, 1968; Mittal, 1994; Pfau, 1990). In two other studies, 
advertising was studied regardless of the medium in which it appeared: 
Rogers and Smith (1993), and Burns and Foxman (1989) studied 
respondents' reactions to statements about advertising in general. How 
advertising use was measured, is further described in the next section. 

2.3 Overview of advertising behaviours 
Advertising use was summarised as kinds of behaviour or activities of 
media users regarding advertising content. As mentioned before, studies 
were selected which report advertising activities such as attention, 
avoiding, listening, noticing, noting, reading, selecting, switching 
channels, viewing or watching (see keywords in Table 2.2). It appeared 
that half of the selected studies report advertising use that refers to 
avoidance of advertising content (25 studies). These studies deal with 
television commercials or commercial breaks which were avoided by 
switching channels, measured directly by some sort of electronic meter 
or measured indirectly by asking people to what extent they generally 
avoid commercials on radio or television. 

The other articles deal with advertising use that refers to the amount 
of attention given to advertising content in different media, exposure to 
television or radio commercials, watching television commercials, 
viewing time, reading print advertisements or the number of specific 
advertisements seen or noted (29 studies)5. All these types of 
advertising behaviour have some kind of measurement of 'open eyes in 
front of advertising space' or attention to advertising content in common, 
albeit by means of different methods and different degrees of mental 
activity. To measure advertising behaviour, observation, recording or 
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self-reporting methods are used. The copy-test is a widely used method 
in studies on the number of advertisements 'seen' or 'noted'. In a copy-
test the respondent is asked to go through the magazine or newspaper 
and to specify what pages he or she had noticed before (Neijens & Smit, 
1996, p.155). For convenience, literature findings with respect to 
'avoidance' and 'attention' will be presented separately. 

Avoidance of advertising 
Channel switching, doing something -else, drop in rating, increase in 
electricity figures, zapping or zipping are used to indicate avoidance of 
television advertising. All these terms have the avoidance of 
commercials or commercial breaks in common. Their main difference is 
a difference in measurement instead of differences in type of behaviour 
(see Table 2.3). All studies deal with commercial avoidance on television, 
the only two exceptions being the study of Lee and Katz (1993), in which 
respondents were asked about their avoidance of commercials on 
videocassettes, and the study of Abernethy (1991) on (car) radio 
listening. 

Table 2.3: Studies on avoidance (25 studies) 

method: references: 

observation Capocasa & Lucchi (1986); Cronin & Menelly (1992); Horsley (1986); Sapolsky & Forrest 

(1989); Tyler Eastman & Newton (1995)  

panel Danaher (1995); Intomart (1996); Van de Laar & Breemhaar (1991); Mittal (1994); Oomens, 

(also 'people Roest & Vaessen (1993); Zufryden, Pedrick & Sankaralingam (1993) 

meter') 

survey Abernethy (1991); Bakker (1995); Capocasa & Lucchi (1986); Greene (1988); Heeter & 

Greenberg (1985); Kitchen (1985); Lee & Katz (1993); Research International (1995); Royne 

Stafford & Stafford (1996); Sapolsky & Forrest (1989); Weimann (1995)  

other recorded by audio tape: Abernethy (1991); electricity figures: Bunn (1982) 

not reported Lanigan (1997) 

Observation is done by guest-observers ('spies') who note in small 
booklets what the members of a household are doing in front of the 
television set and how often they change channels. In two studies, 
observation was used in a more experimental setting in which the 
subjects were asked to watch a video with commercial breaks. The use of 
the remote control was observed by a video camera (Sapoisky & Forrest, 
1989) or by an audio tape which recorded the 'hum' (noise) of the 
motor of the video (Cronin & Menelly, 1992). 

Six studies made use of panel data. In the studies of Intomart 
(1996), Van de Laar & Breemhaar (1991) and Oomens, Roest & Vaessen 
(1993), data of the Dutch national CKO-panel were used. The viewing 
behaviour of these approximately 1000 households was registered by 
means of an electronic meter, the so called 'people meter'. Danaher 
(1995) used comparable data from New Zealand. The data analyses in 
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Mittal (1194) affli Zufryden, Pedrick and Sankaralingam (1993) are 
based on data of a consumer panel and Nielsen's scanner data, 
rêipêêtiVeiy. 

Thê studies based on survey data all repiöff self-reported avoidance 
behaviour. Three of these studies compare these results With other 
measures such as observation by a video camera (Sapolsky & Forrest, 
1989), 'spies' (igil jpiiali I Lucchi, 1986) or by an audiotape 
(Abernethy, i i i i | : Registered and reported behaviour appeared to be 
different; the respondents claimed to avoid more commercial breaks 
than they äetüäily did. In the other studies, statements about possible 
behaviours during commercial breaks or estimates of the amount of 
avoidance were presented to respondents followed by the question tö 
what degree these behaviours concerned them. The study of Eutin 
(1982) is different. Bunn analysed electricity demands of British citizens 
after 3PM. The increase in electricity demand during commercial breaks 
was seen as an indication of a drop in television viewing. 

Attention to advertising 
Various methods Were used to measure attention given to advertising, 
exposure to commercials, watching, viewing time, reading advertise
ments et the number of specific advertisements seen or noted. As 
mentioned before, these types of behaviour' Vâfy if) their degree of 
attention paid to advertising content. 

Table 2.4: Studies on attention to advertising (29 studies) 

method: references: 

observation television: CapocaSa & Lucchi (1986); Horsley (198ë); Kfügftlärl, Cameron & McKearney  

JWriitellgtS) 

experiment of panel radio: Abernethy (1991) 

study fin Which use television: Goodstein (1993); Intomart (1996); Olney, Holbrook & Batra (1991) 

is recorded) television vs. radio: Buchholz & Smith (1991) 

print: James & Kover (1992); Ceiei & Olsan (1988) 

survey 

(self-reported 

behaviour) 

copy-test 

radio: Abernethy (1991) 

television: Agöstirtl & iruié (iggg); Bakker (1995); Burns & Foxman (1989); Capocasa & 

Luêêhi (1986V horsley (1986); Intomart (1993, 1995); Kif6fiêfl (1985); Walker & Dubitsky 

(1994); Yorke & Kitchen (1985) 

print: Hollander & Renckstorf (1989) 

radio, television and print: Bauer & Greyser (1968)6 

video: Lee & KatzJ 1993) 

print; Öêbuèo (!§§§), Bronner & Verzijden (1990), Bogart & Tolley (1988); Van der Molen & 

„Robben (1991); TMP (1996) - •  

Attention was directly measured by students observing their families 
watching commercial breaks (Capocasa & Lucchi, 1986; Horsley, 1986; 
Krugman, Cameron & McKearney White, 1995) or by recording attention 
in an experimental setting. The amount of radio commercial listening 
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time was for example recorded by a tape recorder connected to the car 
radio (Abernethy, 1991). To record television commercial viewing time, a 
stopwatch was used by the experimenter (Olney, Holbrook & Batra, 

1991): 
In the study of Goocjstein f l f f § | , respondents were asked to note 

the time shown on a little e|pck in front of them, In the two print studies, 
attention to advertising space was recorded by means of a stopwatch 
(James & Kover, 1992) and by gsing an event recorder (Celci & Olson, 
1988), which was described as follows-: "Each recorder contained a roll 
of pressure sensitive paper in which a mark was made whenever a 
subject pressed the button. Because the speed of the paper was 
constant and closely calibrated, the distance between marks coyid be 
converted into the times between events (button presses,), instructions 
printed on the back of each page in the §g booklet t@ld subjects to press 
the event recorder button (...). Thus, the distance between nwks reflects 
the time a subject spent attending to each ad" (p.217). 

Advertising behaviour was also measured indirectly by asking the 
respondents to keep a diary to report for given time periods the amount 
of attention they paid to programs and commercials. (Intomart, 1993, 
1995) or by asking respondents in a survey about the time they watch, 
listen or read advertisements (Abernethy, 1991; Agostini & Brule, 1989; 
Burns & Foxman, 1989; Capocasa & Lucchi, 1986; Hollander & 
Renckstorf, 1989; Yorke & Kitchen, 1985). 

In some studies, respondents were asked how many advertising 
pages they have noticed in print. This noticing or 'noted scores' (§ Ip^jgg 
on copy-test research, which is done face-to-face. Respondents a,re 
asked if they remember having seen (or not having seen) spécifie pages 
('recognition'). In two studies, noticing is measured by the percentage of 
commercials that was recognised by respondents a day after exposure 
(Walker & Dubitsky, 1994) or by asking respondents whether they have 
seen one or more advertisements on a video tgpe (Lee & Katz, 1993). 

2.4 Advertising use explained 
The selected studies were further analysed for their relations between 
advertising use and the other (explaining) variables. These variables and 
relations were recorded in a database, which consisted of 214 relations. 
The variables were clustered in the following groups of variables: 
characteristics of the user, the situation of use, characteristics of the 
medium and ad content. User related variables are demographics or a 
person's evaluation of the medium and its advertising content, Medium 
related variables are for instance the program around the commercials 
or the break in which these commercials were scheduled. The variables 
used in the different studies to explain advertising use will be described 
next. 
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Before discussing these variables, some remarks are necessary (see 
also Bouwman & Neijens, 1991). First, studies were compared which 
differ in country, sample (nature and size), and method. These studies 
also differ in their analysis of the relation between variables; in some 
studies the strength of the relations (based on procedures, such as 
LISREL and regression analysis) was measured on a interval or ratio 
scale, while in other studies relations were described in terms of 'more 
and less'. All these differences were not taken into account. All relations 
mentioned in the literature were included in the database, irrespective of 
the study's nature. 

A second remark refers to the nature of the relation itself. The 
relations, which are to be combined to a so-called 'summary model', are 
based on different studies. This means that the relation between variable 
Xi and Y is based on study A, and the relation between X2 and Y is based 
on study B. It is not clear, however, if and how X] and X2 are related to 
each other and therefore to Y Only research that includes all variables 
can tell the effect of each of them. 

Avoidance as dependent variable 
Most studies focused on explaining avoidance behaviour by situation 
related variables (such as the viewers' equipment or day of the week) 
and medium related variables (characteristics of the commercial breaks 
and programs around these breaks). Also demographic variables were 
included in these studies. Only a few studies included 'psychological' 
user related variables, such as attitudes or opinions on advertising. Table 
A1.2 in the appendix lists all variables that were related to one of the 
avoidance behaviours (channel switching, zapping, zipping or doing 
something else). 

[User characteristics: general] 
Demographics such as age and sex are frequently related to avoidance of 
commercials. The studies show that younger viewers and men switch 
more often than older people or women. Education also appeared to be 
related to switching, although this relation is not conclusive. Some 
studies report a positive relation, while others state that people with a 
lower education avoided more television commercials. 

Other variables with a 'positive' effect on avoidance were: affinity with 
the medium, the amount of television use and avoidance in other media. 
People who were price-consciousness or part of large households avoid 
advertising less often. 

[User characteristics: evaluation of advertising] 
In some studies people's avoidance behaviour is related to their attitude 
to advertising. Van de Laar and Breemhaar (1991) claim that 'moderate 
switchers' are more positive about television advertising than the viewers 
who switch seldom or often. Lee and Katz (1993), and Mittal (1994) on 
the other hand conclude that people who were negative about 
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advertising tried to avoid commercials more often. Agreement with 
statements about the function of advertising (beliefs) was also 
measured in studies on avoidance behaviour. Most of the viewers 
engaging in zapping or zipping behaviour thought that television 
advertising irritates (Bakker, 1995; Research International, 1995) or 
bores, bewilders and patronises (Lanigan, 1997). Motives for zapping or 
zipping were the beliefs about boredom and overload. Curiosity on the 
other hand results in zapping but not in zipping (Royne Stafford & 
Stafford, 1996). Evaluation of the commercial content was not related to 
avoidance behaviour (Cronin & Menelly, 1992; Sapolsky & Forrest, 1989; 
Intomart, 1996). The factor 'evaluation of advertising' will be further 
explained in Section 2.5. 

[Situation of use] 
The studies show that if audience members possess certain equipment, 
such as a remote control device, they use it to switch channels on 
television or radio. Switching increases during the evening. In the study 
of Capocasa and Lucchi (1986) switching of television channels 
depends on events during the evening ('course of the evening'). Other 
activities, such as a telephone call or unexpected visit, were more 
important than media use. The third temporal variable is day of the 
week. Channel switching (television) appeared to be reduced in 
weekends. Also the number of other viewers influenced the amount of 
switching negatively. 

[Medium characteristics: scheduling] 
Avoidance of television commercials is also influenced by characteristics 
of the programs around the break: viewers changed channels more often 
when they were watching sports or a movie. Commercials around news 
and during soaps on the other hand were less avoided. Secondly, 
commercials, which were targeted at specific age groups, were less 
avoided. The popularity of a program is the third factor that influences 
rating. It appeared that commercials during popular programs were less 
avoided by switching. Commercials in a break after a popular program 
were more avoided. 

Another scheduling factor is the break itself: the number of switches 
appeared to be influenced by the type of break (in-program or not), the 
number of advertisements in the break and the length of a break. 
Breaks that interrupted a program were less avoided by channel 
changing than breaks at the beginning or end of a program. In-program 
breaks at the end of a long program were avoided as well. Another factor 
is the number of commercials in a break. Channel switching increases 
when there are more (shorter) advertisements in a break (called a 
'clutter'). Also commercials at the end of a break have less opportunity 
to be seen, because switching increased during the break; especially in 
longer breaks. 
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[Medium characteristics: ad content] 
Ad content appeared to be related to commercial avoidance (Sapolsky & 
Forrest, 1989). It showed that familiarity of the commercial was 
negatively related to avoidance, in other words: respondents who were 
familiar with the commercial shown reported less zipping behaviour. 
Another study, however, showed that there was no effect of commercial 
characteristics - such as product category or familiarity with the 
commercial - on switching behaviour (Intomart, 1996; Van Meurs, 
1998). 

The above groups of variables related to avoidance of commercials are 
summarised in Figure 2.1. The variable 'evaluation of advertising' will be 
expanded in Summary model III (see Figure 2.3). 

situation 

general: age (•), sex (men 
+), education (+/•), number 
of household members (-), 
affinity tv (+), tv use (+), 
avoidance other media (+), 
price consciousness (-) 

evaluation of advertising (•) 

medium & content 

scheduling: program 
and break variables 

familiarity commercial (-) 

equipment (+) 
time/course of evening (+) 
number of other viewers (•) 

avoidance 

Figure 2.1: Summary model part I: Avoidance of advertising explained 

Attention as dependent variable 
Studies on avoidance relate advertising behaviour mainly to situation of 
use and medium-related variables. Studies on variables concerning 
paying (some) attention to advertising on the other hand, put relatively 
more emphasis on the influence of ad content and 'psychological' user 
characteristics such as a person's evaluation of advertising. Table A1.3 
in the appendix lists all variables found with respect to attention. 

[User characteristics: general] 
In general, women pay more attention or notice more advertisements 
than men do. Some authors explain this by the traditional housewife-
role of most women. Women appeared to be more positive about 
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advertising, especially about advertising as an information source (Burns 
& Foxman, 1989). 

It appeared that older people saw more advertisements in various 
media (Bauer & Greyser, 1968) and stated that they used 
advertisements as an information source (Burns & Foxman, 1989). In 
the study of Intomart (1995), however, younger people paid more 
attention to television commercials. Also the effect of income differs per 
study. People with higher incomes saw more advertisements, according 
to Bauer and Greyser (1968), but used advertisements less as an 
information source and watched ads less to buy new things (according 
to Burns & Foxman, 1989). 

Other variables that are positively related to noticing ads are: 
frequency of medium use, price-consciousness, and product use 
(whether a person already uses the advertised product or intends to buy 
it). 

[User characteristics: evaluation of advertising] 
An important factor in paying attention to advertisements is whether 
people like advertising or not. It appeared that attitude to advertising in 
general or attitude to advertising in a specific medium is positively 
related to attention to advertising. 

Beliefs about the role of advertising in society or the function of 
advertising in people's personal lives are also related to advertising use. 
Beliefs about the untruthfulness of advertising and degree of irritation 
by advertising showed a negative relation with attention. Agreement with 
statements about the usefulness of advertising ('informative') is 
positively related to attention to or noticing of print advertisements. The 
factor 'evaluation of advertising' will be further explained in Section 2.5. 

[User characteristics: evaluative judgements] 
In three studies, attention to magazine advertisements (Celci & Olson, 
1988) or commercials (Goodstein, 1993; Olney, Holbrook & Batra, 1991) 
was explained by an attitudinal evaluation of the specific 
advertisements. This evaluation was performed by independent judges. 
Prior affect (Goodstein, 1993) and involvement felt (Celci & Olson, 
1988), as well as the attitudinal dimensions 'entertainment' and 
'curiosity' (Olney, Holbrook & Batra, 1991), were positively related to 
viewing time. In the latter study the same commercials were also rated 
on two emotional dimensions: pleasure and arousal. Both emotions 
showed a positive relation with viewing time. All these factors refer to 
persons' subjective experiences, feelings or attitudes towards the ad 

(Aad)7. 

[Situation of use] 
In Horsley's study (1986), attention varies during the evening. Attention 
is at its lowest during the afternoon and the early part of the evening 
and then grows throughout the night, peaking at 10:00 - 10:30 PM 
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(news program). The attention level is approximately the same during 
the week and in the weekend. However, men appeared to have a higher 
attention level for commercial breaks at the weekend (while there was no 
direct relationship found in this study between sex and attention). 

[Medium characteristics: scheduling] 
Program type, break type and break length are not only related to drops 
in ratings (see avoidance), but also to increases in ratings of commercial 
breaks. A break on another channel can cause an increase in ratings 
(Intomart, 1996). And in Kitchen's study (1985) it was observed that 
people watch mid-programme breaks more often than breaks at the end 
of a program. Another factor is ad position. The study of Abernethy 
(1991) showed that radio commercials at the end of a break are less 
noted than the first ones in a string. The third scheduling factor is 
channel type. In a Dutch study on attention to television commercials, it 
was found that respondents paid more attention to commercial 
broadcasting as compared to public broadcasting ( Intomart, 1995). 

'Scheduling' of print advertising refers to the position of an 
advertisement. Studies on noticing print ads show that magazine ads 
were more noted by the respondents when put in the first part of the 
magazine, at the left page and next to editorial content instead of other 
ads (Van der Molen & Robben, 1991). Newspaper ads were better 
noticed when put in the News section (TMP, 1996). 

[Medium characteristics: ad content] 
One way to catch the reader's attention is to enlarge the size of the 
advertisement and to use colour in the (print) ad. A second attention 
getting factor is the extent to which commercials are typical or unique, 
meaning "the extent to which a commercial differs from other 
advertising" (Olney, Holbrook & Batra, 1991, p.443). A third way in 
catching a viewer's attention (or to get the advertisement noted by a 
reader) is by certain appeals in the advertisement. Commercial appeals 
representing feelings appeared to be positively related to the commercial 
viewing time of the respondents. Facts on the other hand resulted in 
shorter periods of viewing. An appeal to the brand or product advertised 
also resulted in more attention. 

The groups of variables related to attention to advertising are 
summarised in Figure 2.2. Evaluation of advertising in general is further 
described in the next section. 
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situation 

general: sex (women +) 
age (+/•), income (+/-) 
medium use (+) 
price-consciousness (+) 
product use (+) 

day of week 
time of evening (+) 

evaluation of advertising (+ 

evaluative judgements of 
specific advertisements ( 

medium & content 

scheduling: program, 
channel and break type, 
position (print) 

uniqueness ad (tv) (+) 
size of ad (print) (+) 
colour (print) (+) 
appeals (print, tv) 

attention 

Figure 2.2: Summary model part II: Attention to advertising 

2.5 Evaluation of advertising further explained 
There seems to be a general consensus that the overall attitude of 
consumers towards advertising is negative. This is particularly true of 
overall attitudes towards television advertising (Alwitt & Prabhaker, 
1992; Mittal, 1994; Sepstrup, 1991). Despite this general negative 
evaluation of (television) advertising, consumers differ in the degree to 
which they are negative or positive about advertising. Moreover, they 
differ in the reasons that underlie their attitudes. Alwitt and Prabhaker 
(1992) propose that these reasons are based on what people know about 
advertising and how it is relevant to them. What people know refers to 
the beliefs people have, while its relevance refers to the specific function 
that advertising can serve for a consumer and how this fits into his or 
her life (Alwitt & Prabhaker, 1992, 1994). This line of thinking builds, 
according to these authors, on the foundation provided by Bauer and 
Greyser (1968), Muehling (1987), McQuail, Blumler and Brown (1972), 
and others. 

To gain a better understanding of a person's evaluation of 
advertising, this concept will be discussed in more detail in this section. 
The studies in which a relation was found between a person's evaluation 
and use (see Table A1.2 and TableA1.3 in the appendix), were used as a 
starting point to collect some extra studies. Twenty-six studies were 
used to create a third database of variables and relations. This database 
is equivalent to the database described in Section 2.4. Table A1.4 in the 
appendix lists several studies on evaluation of advertising, such as 
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studies on attitude towards advertising in general (Bauer & Greyser, 
1968), attitude towards television advertising (Alwitt & Prabhaker, 1992, 
1994; Bauer & Greyser, 1968; Burns & Foxman, 1989; Hoek & Gendall, 
1994; Van de Laar & Breemhaar, 1991; Mittal, 1994), disliking of 
television advertising in general (Bakker, 1995; Silman & Samuels, 
1995), attitude towards print advertising (Cebuco, 1985; Hollander & 
Renckstorf, 1989; James & Kover, 1992) or advertising value (Bronner & 
Verzijden, 1990; Ducoffe, 1995, 1996; Sikkema & Soels, 1994; Sikkema, 
1996). The division in general beliefs and personal beliefs (or functions) is 
based on Alwitt and Prabhaker (1992, 1994). 

[General beliefs] 
Alwitt and Prabhaker (1992, 1994) based their general beliefs about 
television advertising on the study of Bauer and Greyser (1968), for 
instance: 'Advertising results in better products for the public', 'Most 
advertising insults the intelligence of the average consumer' and 
'Advertising often persuade people to buy things they shouldn't buy'. 
These statements are also used, albeit in a somewhat revised version, by 
Muehling (1987) and by Pollay and Mittal (1993). 

In most studies perceptions of economic costs and benefits of 
advertising, and perceptions of execution of the commercials are related 
to overall liking of television advertising. The more respondents perceive 
that television advertising has benefits and that it is well executed, the 
more they like it (positive attitude). The more they perceive that there is 
too much advertising on television (irritation) and that advertising is 
offensive or deceptive, the less they like it (negative attitude). 

[Personal beliefs or functions] 
Advertising can serve different functions for individuals. Advertising can 
be a source of entertainment as much as it is fun to watch television 
advertisements. Or advertising can offer information about products or 
services. In most studies, these two functions appeared to be positively 
related to liking of advertising (positive attitude). Although not studied 
as often, advertising can offer a way to express or affirm someone's own 
values ('affirmation of value') or helps a person learn to act with others 
('social learning'). 

[General user characteristics] 
As mentioned in Section 2.4, people are in general more negative about 
advertising as age or income increases. Women are a little more positive 
about advertising. Dislike of television programs appears to be a strong 
reason for viewers to dislike television advertising as well. In another 
study it was found that people who dislike television advertising and who 
avoid it as much as possible, tend to be light television viewers and read 
more quality press instead of popular. Two other variables are found to 
be positively related to liking: the number of television sets in a 
household and product use. 
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[Medium characteristics] 
Another factor that is related to evaluation of advertising is the medium 
in which advertising appears. The disliking of television advertising on 
the one hand and liking of print advertising on the other, is explained by 
the perception of control users have or do not have ('pacing'). Television 
is accused of intruding in a person's life, especially if compared to print. 
Figure 2.3 summarises the variables related to evaluation of advertising 
in general. 

age (-), income (•), sex 
(women +), medium use 
(+/•), program involvement 
(+), number of tv sets (+), 
product use (+) 

general beliefs: 
execution (+), deceptive (-), 
too much (-), offensive (-), 
economic costs (-)/ben 

functions: 
entertainment (+) 
information (+) 
affirmation of value (-* 
social learning (+) 

medium 

pacing/control (+) 

liking 
advertising 
(attitude) 

Figure 2.3: Summary model part III: Evaluation of advertising 

2.6 Summing-up: a model of advertising use 
The different studies which were used in this chapter to expand the 
theoretical framework of the first chapter, show that most of these 
studies dealt with avoidance of television commercials or paying (some 
degree of) attention to advertising in print or on television. Studies on 
avoidance of advertising mainly focus on medium related variables -
such as program type, type of break, or ad position - to explain this kind 
of advertising behaviour. Studies on paying attention to advertising on 
the other hand, put relatively more emphasis on ad content and 
'psychological' user variables. One of these variables is the user's 
evaluation of advertising, which was among other variables explained by 
the general beliefs people hold about advertising and functions of 
advertising in their personal lives. In general, a positive evaluation of 
advertising results in more attention to advertising content, and a 
negative evaluation gives rise to avoidance behaviour. These beliefs and 
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evaluations are in line with the Expectancy Value theory as described in 
the first chapter. The integration of Figures 2.1, 2.2 and 2.3 results in 
the following summary model in Figure 2.4 that shows the different 
groups of variables that are related to advertising use. 

•age, sex, education, income 
•number of household members 
•medium use 
•product use 
•price-consciousness 

situation 

general beliefs: 
•execution 
•role in society 
•scheduling 

liking advertising (attitude) 

functions: 
•entertainment 
•information 
•affirmation of value 
•social learning 

medium & content 

scheduling: 
•program type 
•channel type 
•break type 
•position 

•equipment 
•temporal variables 
•number of other viewers 

avoidance 
attention 

(advertising use) 

pacing/control 

Figure 2.4: Summary model of advertising use 

At first sight, this summary model fits the theoretical framework of 
the previous chapter by presenting a specification of the global user 
characteristics (general, beliefs, functions and attitude), the situation of 
use and medium characteristics. In more detail, differences occur due to 
differences in terminology: expectations are not studied as such, but 
beliefs and functions are. This evaluation of advertising - in general or 
judgements to specific advertisements - is found as an important 
variable related to advertising use. Moreover, this model shows that only 
a few variables are (to some degree) under the control of the advertiser: 
scheduling and ad content. Most variables are under the control of the 
users themselves. In sum, this model offers several interesting variables 
for the empirical part of this dissertation. The answer to 'Why do people 
use advertising?' should be found in characteristics of the users 
themselves, their evaluation of advertising, situation of use and 
characteristics of the medium in which advertising appears. 

Different methods were briefly discussed in this chapter as well. 
Observation, experiment, panel and survey were mostly used in the 
various studies to measure avoidance as well as attention to advertising. 
By means of the first three methods, use could be observed, registered 
('people meter') or recorded; sometimes in a natural environment and 
sometimes in a laboratory. The advantage of these methods is the 

30 Mass Media Advertising: Information or Wallpaper? 



possibility of a direct measurement of behaviour instead of asking 
respondents to recall their behaviour, which is the case in a survey. 
Disadvantages however are the costs (panel) or the difficulty of applying 
the method to a large sample (observation, experiment). Moreover, 
observation is not appropriate for measuring not observable (mental) 
constructs such as motives and attitudes. The next chapter presents the 
methods that are used in this research project. Main data about 
advertising use are collected by means of a survey (self-reported 
behaviour). 
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Notes chapter 2 

1 This study is also presented in Van Meurs and Ligthart (1996), and in Van Meurs 

(1998a). 

2 Karin Schut assisted me in collecting different studies on evaluation of advertising 

during her internship at the Department of Communication, University of 

Amsterdam (April until August 1995). She also wrote her Master's thesis about 

this subject (Schut, 1995). 

3 I thank Anita Elberse, who helped me to collect extra studies on advertising 

behaviour (April 1997). 

4 During a presentation of this study (for the Dutch society of market research 

(NVMI) on May 28, 1997) the question arose whether research on media 

comparison was done before 1985. If so, the results could have brought 

researchers to the conclusion that broadcast and print were not comparable and 

therefore not relevant to study. To see whether media comparison in advertising 

research was done before 1985, we checked conference papers Csomar and World 

Wide Readership) and articles in the Journal of Advertising Research. It proved that 

this was not the case. 

5 In four studies avoidance of advertising as well as attention to advertising was 

measured. 

6 The respondents were also able to count the advertisements they saw by means 

of a hand counter. 

7 Two categories of studies on the evaluation of specific advertisements (so called 

'likeability studies') are found in the literature. The first category of studies aims 

at gauging what viewers feel or think after seeing these advertisements (forced 

exposure). Schlinger (1979), for instance, asked respondents to describe 

commercials by selecting adjectives from a list ('Viewer Reaction Profile'). Based 

on a factor analysis it was then possible to analyse commercials in terms of their 

likeability. Other 'classic' reaction profiles are Wells' reaction profile (1971) based 

on describing print advertisements by adjectives on bipolar scales, andLeavitt's 

multidimensional profile (1970) based on evaluating television commercials by 

selecting adjectives of a list (unipolar scales). Also Aaker and Bruzzone (1981, 

1985), Aaker and Stayman (1990), Biel and Bridgewater (.1990), and Greene 

(1992) used adjectives to describe advertisements. DuPlessis (1994a, 1994b) on 

the other hand, used Schlinger's statements to measure likeability of television 

commercials. In a number of articles these reaction profiles and underlying 

dimensions or factors are compared (see for example Aaker & Stayman, 1990; 

DuPlessis, 1994a). 

A second category of studies on the evaluation of specific advertisements put 

more emphasis on the measurement of the attitude construct £\ad), its 

antecedents (cognitive or affective reactions to the brand or advertisement), and 

relations with attitude to the brand (Ab) (see for instance: Batra & Ray, 1986; 

Broach, Page & Wilson, 1995; Lutz, 1985; Lutz, McKenzie & Belch, 1986; 

MacKenzie, Lutz & Belch, 1986; MacKenzie & Lutz, 1989). 
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Research design 
In the first chapter, the central question 'How and why do (or don't) 
people use advertising in mass media?' was posed. To answer this 
question advertising use was conceptualised by means of theories on 
media choice behaviour and other studies in the field of advertising 
research (meta-analysis). This chapter presents the research design: 
the link between the theoretical description and the empirical findings 
of this research project. First, an overview of central concepts, 
research questions, and different phases of the research project will be 
discussed in Section 3.1. Second, the studies will be described in 
detail in Section 3.2 to 3.5. In Section 3.6, a summary of the different 
data sets will be given, including the selection of results to be 
presented in the subsequent chapters. 



3.1 Overview 
The central concept 'advertising use' was defined in the first chapter as 
the behaviour of media users (or in marketing terminology 'consumers') 
with regard to advertising in these media. Furthermore, various studies 
were consulted in the second chapter to develop a model which 
functions as a starting point for the empirical part of this research 
project. The combination of the theoretical framework on the one hand 
and the model of Figure 2.4 on the other, results in the following 
conceptual model (Figure 3.1). 

user characteristics 

demographics 

beliefs: 

•information 

•entertainment 

•irritation 

advertising use 

•selection/avoidance 

•attention 

per medium 

Figure 3.1: Conceptual model on explaining advertising use 

This conceptual model emphasises the role of user characteristics 
(demographics, beliefs, medium use and attitude) in explaining 
advertising use. This means that variables with respect to 'situation of 
use' were excluded1. The variable 'medium' is included in this model 
because all concepts and relationships will be measured for different 
media. 

[Advertising use] 
Advertising use of the selection (or avoidance) of advertising, the 
exposure to the advertisements themselves and the amount of attention 
which is paid to them. Based on Levy and Windahl's conceptualisation of 
audience activity (see Chapter 1), a division is made between behaviours 
before and during exposure. Before exposure, a medium user can choose 
to select a type of medium content. In terms of advertising research, 
one could say that users actively choose not to select - thus avoid -
advertising content. As was shown in the previous chapter, a lot of 
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studies deal with avoiding advertising. During exposure, advertising use 
consists of different degrees of paying attention to advertising. In sum, 
'advertising use' is defined in this research project as behaviour of 
media users with respect to advertising in these media. This behaviour 
consists of selecting or avoiding advertising content before exposure and 
attending to advertising during exposure. 'Selecting' is defined as 
actively choosing to be exposed to advertising, for instance seeking 
specific advertisements in a newspaper. 'Avoiding' on the other hand, is 
defined as different kinds of behaviour in order to avoid exposure to 
advertising in a medium, such as zapping, zipping, or leaving the room. 
'Attending' is used to indicate exposure and the degree of attention paid 
to the advertisements. 

An important aspect of these different behaviours is the object of 
use. This object can vary from advertising in general to an advertisement 
for a specific brand on (for example) the front page of the latest issue of 
de Volkskrant. In Figure 1.4 (Chapter 1), several levels were 
distinguished: advertising in general, advertising in a specific medium, 
in a specific title, or a specific advertisement. In this research project, 
advertising use is measured on the medium level, specifically: television 
advertising use, radio advertising use, magazine advertising use and 
newspaper advertising use. 

What is dealt with, is in fact perceived or claimed advertising 
behaviour (in a medium), because these types of use are measured by 
asking people what they do with advertising instead of observing their 
behaviours. Asking people how much advertising they for instance saw 
(self-reported rate of exposure to advertising), may reflect in fact what 
they 'wanted' to have seen (or not have seen). According to Price and 
Zaller (1993), questions about (media) use depend on guesswork, and 
moreover may be biased towards over reporting levels of exposure. In 
order to know to what extent perceived advertising use will be related to 
(actual) exposure to specific advertisements, advertising use is related to 
awareness of different advertisements (i.e. the most specific level of use 
in Figure 1.4). 'Awareness' is defined in this study as claims of having 
seen the advertisement ('recall' or 'recognition') and to be able to prove 
this claim by describing the advertisement ('proven recall') or filling in 
the masked brand name ('proven recognition'). 

[Attitude] 
Advertising use is expected to be directly influenced by the attitude 
people have with respect to advertising in a specific medium. A central 
feature of different definitions of attitude is the idea of readiness of 
response (Oskamp, 1991, p.7). That is, an attitude is not behaviour, not 
something a person does; rather it is generally seen as "a disposition to 
respond in a favourable or unfavourable manner to given objects" (ibid., 
1991, p.8). As was briefly described in the first chapter, this definition is 
based on the widely accepted view in attitude theory that the (cognitive, 
affective and behavioural) components are separate entities, whose 
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congruence is not necessary. An example: 'I like this book' (attitude) 
does not necessarily imply 'this book is informative' (belief), nor does it 
imply 'I am going to read this book' (behavioural intention). In this 
research project, attitude is defined as the degree to which a person 
responds favourably or unfavourably to advertising in a specific medium, 
in other words: the degree of like or dislike of television, radio, 
newspaper, or magazine advertising. 

[Beliefs] 
The attitude in Figure 3.1 is expected to be influenced by the beliefs 
people hold concerning the attitude object advertising. Fishbein and 
Ajzen (1975; Oskamp, 1991, p. 11) define beliefs as "statements 
indicating a person's subjective probability that an object has a 
particular characteristic". Beliefs are cognitive (thoughts and ideas), 
whereas attitudes are affective (feelings and emotions). Beliefs which 
state a value judgement about an object - which is often the case in 
advertising research - are called 'evaluative beliefs' (Oskamp, 1991, 
p. 12). These kind of beliefs, for example 'My colleague is a nice guy', are 
closely linked to attitudes of liking, for example 'I like Peter' (attitude). 
The beliefs of this research project are evaluative beliefs, for example 
'Newspaper advertising provides me with useful information about 
bargains' or 'I think, magazine advertisements are funny'. Based on the 
meta-analysis different kinds of beliefs were distinguished: beliefs about 
negative aspects of advertising (irritation) and beliefs about positive 
aspects of advertising. These positive beliefs refer to functions of 
advertising for the consumer in terms of information they provide or 
entertaining qualities. 

In the previous 'separate entities view', beliefs and attitude are seen 
as interrelated, while they both directly influence behavioural intentions. 
On the other hand, evaluative beliefs are often summarised to determine 
someone's attitude towards an object. This latter view as well as the 
expectancy value model (in which the 'GS' represented the attitude, see 
Figure 1.1), makes the hypothesis that positive evaluated beliefs about 
advertising will result in a more favourable attitude towards advertising, 
which in turn will be positively related to advertising behaviour, more 
plausible (see Figure 3.1). This sequence: beliefs -» attitude -* 
(intention) -> behaviour is also hypothesised in the theory on reasoned 
action of Fishbein and Ajzen (Van den Putte, 1993, p.6). This means 
that beliefs about information and entertainment are expected to 
influence attitude positively, while beliefs about irritation will be 
negatively related to this attitude (see also Figure 5.1 in Chapter 5). 
[Demographics] 

Based on the meta-analysis, the following demographics are 
expected to relate to advertising use, attitude and beliefs: age, sex, 
education, income and number of persons in a household. Based on the 
meta-analysis it is expected that younger people, women, people with 
less income, and people living in larger households are more positive 
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about advertising (attitude, beliefs) and use advertising more (in terms 
of less avoidance) than other people. No direction is specified with 
respect to the effect of education. 

[Medium use] 
The meta-analysis also showed that medium use is related to avoidance 
of advertising as well as to attention to advertising. People who watch 
television more than others, will not only avoid advertising more often 
but will pay more attention to it as well. The question is how to explain 
this effect. One reason is the nature of the relationships in the meta
analysis, which exclude indirect relationships. In this research project, 
medium use is defined by the time persons spend using this medium 
(duration) and their frequency of medium use. 

[Medium: Pacing] 
Media differ on many aspects. One of these aspects is 'pacing', which 
refers to the perceived control of moment of use and speed of use 
(Neijens & Smit, 1996, 1998; Van Raaij, 1991). As was described in 
Chapter 1, print media (or search media) are media with 'internal 
pacing': the users decide themselves at what moment and speed they 
use these print media. The broadcast media (or display media) on the 
other hand, are media with external pacing: it is the medium that 
controls the moment and speed of confrontation. In this research 
project, the different concepts will be measured for these different 
media. 

Phases in the research project 
The research project started in February 1994 by determining the 
research domain and a global literature search. A year later this resulted 
in a more thorough search (the meta-analysis) and in-depth interviews 
(study I). The aim of both studies was to understand and define 
advertising use in order to develop the survey questionnaire. This survey 
(study II) was conducted in 1996 as a nation-wide telephone survey with 
a follow-up by mail. Study II aimed at comparing different measures for 
advertising use, comparing advertising use in different media and 
relating advertising use to users' evaluation of advertising and other 
user characteristics. 

During the final year of this four year project, two smaller studies 
were conducted to indicate the relationship between general advertising 
use and awareness of specific advertisements. The first of these studies 
(study III) was conducted as a pilot study to compare different measures 
for awareness of specific advertisements. The other study (study IV), 
concerned measuring general magazine advertising use and reactions to 
specific advertisements (ad awareness). An overview of these different 
studies is given in Figure 3.2. The sections in which the designs and the 
results will be discussed are presented as well. 
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meta-analysis 
(see: chapter 2) 

in-depth interviews 
(study I; see: 3.2,4.1) 

defining 
advertising use, 

overview of 
methods and 

variables 
nation-wide survey 

(study II; see: 3.3 ane 
chapters 4, 5 + 6.1) 

understanding 
advertising use by 
means of in-depth 

interviews + collecting 
statements for 
questionnaire 

experiment 
(study III; see: 3.4, 6.2) 

testing difference 
ad recall and 

proven recognition 
(two media) 

face-to-face survey 
(study IV; see: 3.5, 6.3 

+ 6.4) 

(proven) recognition & 
relation with advertising 

use and other user 
characteristics 
(one medium) 

Figure 3.2: Overview of research projects (1994-1997) 

3.2 Exploring advertising use (study I) 
To explore the concept advertising use and to collect statements for the 
next studies, seven men and eleven women (varying in age from 12 to 
74) were interviewed2 for, on average, one and a half hours. These 
persons were friends or family of friends and were asked to participate 
in a study on media use. The in-depth interviews took place at these 
persons' homes in Haarlem (n= l l ) , Beilen (n=3), Santpoort-Noord 
(n=2), Umuiden (n=l) and Amsterdam (n=l). The reason for visiting 
these interviewees in their natural environment was to be able to see 
which media these people use, to ask for an example and to make them 
feel as comfortable as possible. 

Topics 
A single pilot interview was held to develop the topic list. The starting 
point for this interview was what the interviewee understood by 
'advertising' and what her general opinions were on this topic. After this, 
she was asked about her behaviour, feelings and opinions about 
advertising in different media: television, newspapers, magazines, 
outdoor and direct (non) mail. 

During this interview it was apparent that it was difficult for her to 
talk about advertising, especially 'advertising in general'. Advertising 
was considered a topic that was not important enough to think about 
and it was difficult to think of examples. To make a person's advertising 
use more clear, the subsequent 18 interviews started with the 
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interviewees' use of media in general, followed by his or her regular use 
(habits). Then the topic advertising was introduced (see topic list in 
Appendix 2). This revised sequence of topics really enhanced the 
interviews. 

Analysis 
The 18 interviews were taped and fully transcribed. The analysis 
consisted of three phases during which all the material was reviewed: 
'the early steps' (coding), 'exploring and describing', and 'explaining and 
predicting' (Miles & Huberman, 1994). 

During the first phase - 'the early steps' - the interviews were split 
up into different text fragments ('segments'). Each segment was then 
described by one or more codes based on the topic list (general codes) 
or nuances of these topics3. General codes were for example the 
medium (i.e. 'radio'), characteristics of interviewees ('profile'), 
'television use', 'advertising use' or 'favourite television program'. The 
other codes, such as 'scanning', 'zapping', 'zipping', 'muting', 'go 
through' and 'irritation', described the general codes or consisted of 
factors that explained advertising use, for instance 'different commercial 
breaks'. 

After this coding phase, the material was categorised by medium, 
type of advertising behaviour and reasons for this behaviour. The 
different segments were then summarised in more general statements 
per medium. Based on these statements, different types of advertising 
use were constructed, which described what people do with advertising 
when they are confronted with this commercial information while using 
the media for other reasons. For example, when they are casually 
confronted with commercials while watching a movie they can decide to 
watch one or more of the commercials or avoid them by zapping or by 
leaving the room. 

During the third and final phase of the analysis, the segments were 
again analysed to list all factors that seemed to explain advertising use. 
The interviewees explained their use by the amount of free time they 
have to use media, the expectations they have concerning their medium 
use ("I want to see a movie - as a whole - and not just parts of it 
because of the commercial breaks"), the relevance and liking of 
advertising ('evaluation') and their situation of use, such as watching 
television alone or with others. They also named characteristics of the 
media or advertisements as explanation: the technical possibilities of 
the medium ("For television, you can't just turn the pages - as in a 
newspaper"), and content and scheduling of advertisements (see Smit 
(1995) for an example of the analysis). 
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Summary Study I 
The aim of this first study was to understand advertising use and to 
collect statements, which could be used in the next study. The different 
types of advertising use will be described in Chapter 4. This first study 
showed that the explanations of the interviewees were in line with the 
summary model of the meta-analysis. 

An additional factor is the disruption of the expectations the 
interviewees had concerning their medium use. Advertising irritated 
them more (and would be avoided more) if they were watching television 
to see a specific program (as compared with watching "just to see what's 
on"). Another additional factor is the perception of free time, which 
depends on their working schedule and other commitments. 

This pilot study also showed that it was difficult for the respondents 
to formulate an opinion on 'advertising in general'. The interviewees 
talked about their behaviour and opinions in terms of the medium in 
which advertising appears. This 'medium specificity' will be part of the 
next study in which the same questions are used for four media. This 
first study was also used to formulate the behavioural and belief 
statements of the second study, since most examples of belief 
statements in the previous chapter were based on studies outside The 
Netherlands. 

3.3 Advertising use studied on a larger scale 
(study II) 

Having an indication about how people perceive their advertising use in 
different media, the next phase of the research project was to measure 
and explain this use on a larger scale by means of a nation-wide survey. 
This survey aims to answer research questions 3, 4 and 5 of Table 1.2 
(Chapter 1). This survey also aims to compare advertising use in four 
media (the sixth research question): television, radio, newspapers and 
magazines (intermedia comparison). These four media differ in terms of 
pacing. Newspapers and magazines are media with 'internal pacing': the 
users decide themselves at what moment and speed they use these print 
media. The broadcast media on the other hand (television and radio), 
are media with external pacing: it is the medium that controls moment 
and speed of confrontation. 

Method: CATI and follow-up by mail 
Observation would be an appropriate method to measure actual 
(advertising) behaviour (Bronner, 1986; Horsley, 1986; Tyler Eastman & 
Newton, 1995). Beside costs and the influence of the interviewer ('spy'), 
this method is not appropriate for measuring not observable (mental) 
constructs such as attitudes and opinions (Eagly & Chaiken, 1993). 
According to Swanborn (1987), a survey is appropriate when motives, 
attitudes, opinions, future plans and the like are being studied, and 

nr\ Mass Media Advertising: Information or Wallpaper? 



when behaviour is being studied which took place in the past, or which 
takes place in situations to which the researcher has no access, and 
which is not to be manipulated. The questions with respect to use as 
well as evaluation can both be answered by means of a survey. 

In this study, Computer Assisted Telephone Interviewing (CATI) was 
used to contact the respondents (see further). To keep the interviews 
short (a maximum of 20 minutes), only one medium per respondent 
was included in the questionnaire; television, radio, newspapers or 
magazines were randomly assigned to the respondents. At the end of 
the telephone interview the respondents were asked to complete a mail 
questionnaire containing similar questions for the 'remaining' three 
media. 

Questionnaire 
In a small pilot4, the different statements (based on the studies of the 
meta-analysis and the results of the first study) were tested. In this 
pilot, ten people completed a questionnaire with 53 different statements 
about 'advertising in general'. After this, these respondents were 
interviewed about their associations with the statements: whether they 
were thinking about a particular medium and whether the statements 
were clear to them. As was the case in the first study, these respondents 
associated advertising with a particular medium, mostly television. As a 
result, all survey questions concerning advertising use were measured in 
a 'medium specific' way. This means that all questions were applied to a 
specific medium (television, radio, newspapers or magazines) instead of 
measured for 'advertising in general'. 

The survey questionnaire consists of 30 questions, which were 
similar for CATI and mail. These questions concerned medium use, 
advertising use, and belief statements. The CATI questionnaire had 21 
extra questions, which were included in all versions and thus excluded 
from the mail version, namely: attitudes, general user characteristics 
and some questions about the most-recent advertising campaign for the 
Dutch beer Grolsch5. By means of the mail questionnaire, some 
questions were asked which were not part of the CATI questionnaire, 
namely: what programs respondents watched or listened to, what 
newspapers and magazines they read (titles), and date of completing 
the questionnaire. Main questions are translated and included in 
Appendix 3. All dependent and independent variables are listed in Table 
3.1, including corresponding question number (Q.), version (CATI and/or 
mail) and level of measurement. 
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Table 3.1: Overview of dependent and independent variables 

dependent variables: question number: level of measurement: 

advertising use 

number of ads noticed (It) Q . l l (CATI and mai l ) * ratio 

attention drawn (It) Q.12 (CATI and mai l )* 0-100 percent (interval) 

3 or 5 behavioural statements Q. 13-19 (CATI and mail) scale: 1-4 (ordinal) 

paying attention to advertising Q.30(CATI and mail) scale: 1-4 (ordinal) 

evaluation 

5 positive and 5 negative belief statements Q.20-29 (CATI and mail) scale: 1-5 (ordinal) 

attitude toward advertising on television, radio, in Q.31-34 (CATI) scale: 1-5 (ordinal) 

newspapers and magazines 

measures with respect to the Grolsch campaign 

unaided brand recall Q.36 (CATI) nominal 

aided brand recall Q.37 (CATI) yes/no (nominal) 

advertising medium (unaided) Q.38 (CATI) ** nominal 

recall television commercial (ad recall) Q.39 (CATI) ** nominal 

likeability television commercial Q.40 (CATI) scale: 1-10 (interval) 

recall print advertisement (ad recall) Q.41 (CATI) ** nominal 

likeability print advertisement Q.42 (CATI) scale: 1-10 (interval) 

independent variables: 

medium 

internal pacing version of questionnaire newspapers, magazines 

external pacing version of questionnaire television, radio 

user (general) 

frequency of medium use (days per week/month) Q.l (CATI and mai l )*** interval 

duration of medium use Q.2 (CATI and mail) hours/minutes (ratio) 

last time medium use (It) Q.3-7 (CATI and mail) * nominal 

duration of medium use (It) Q.8(CATI and mai l )* hours/minutes (ratio) 

product use (beer) Q.43 (CATI) nominal 

size of household Q.44 (CATI) ratio 

age Q.45 (CATI), Q.21 (mail) ratio 

employment Q.46^17 (CATI) nominal 

hours of employment (per week) Q.48 (CATI) ratio 

education Q.49 (CATI) nominal 

sex coded by interviewer (CATI), 

Q.22(mail) 

nominal 

It = these questions referred to the last time the respondent was using the medium; * = first routing in the CATI as well 

as the mail questionnaire: if the respondent answered '1 don't know', refused to answer or answered '1 saw/heard 

nothing at all ', the subsequent question (with *) was skipped. This routing concerned Q.3 to Q.12. ** = second routing 

in the CATI questionnaire: subsequent questions were only asked to the respondents who recalled the medium in which 

the advertisement appeared (Q.38); *** = third routing in CATI as well as mai questionnaire: if the respondent 

answered 'never' to use the medium, the interviewer skipped to Q.20. 
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Also the sequence of questions is shown in the previous table. After 
the questions about media use in general (Q.l-2), several questions 
were asked about the respondent's last time media use ('It ') (Q.3-8). 
This was done to make someone's media use more clear and, moreover, 
to help them to recall their advertising use (Q. l l -12) . After all, the first 
study showed that it was difficult for the respondent to recall his or her 
exposure to advertising. 

In an attempt to enhance respondents self-reported rate of exposure 
to the media (which are often perceived by them as a set of low-salience 
behaviours), Price and Zaller (1993) conducted a series of split-sample 
experiments on whether it is preferable to query respondents about their 
use of a given medium in-a average or typical week, or last week. Results 
indicated that the 'typical week' versions produced higher mean rates of 
reported media use. According to Clancey (1992) average viewing is 
more subject to over-estimation of actual behaviour than recent or 'last 
time viewing'. The reason is that 'average' allows people to express an 
idealised view of themselves. In her study, a higher proportion of 
respondents reported that they on average switch channels more often 
than they actually did the last evening they viewed. The same over-
estimation was found for watching programs. In order to minimise over-
estimation in our study and make medium use more salient, 
respondents were asked about the last time they were using the 
medium6. 

Organisation fieldwork 
The fieldwork for CATI7 was a co-operation between the University of 
Amsterdam, Department of Communication, and the Free University in 
Amsterdam, Department of Methodology. The research project of the 
latter department tried to motivate and train interviewers in such a way 
that non-response due to refusal to participate would be reduced 
(Pondman, 1998). This project had an experimental design with three 
conditions of 12 interviewers each. The first group of interviewers was 
encouraged to persuade subjects and to develop persuasion strategies 
themselves ('motivation group'). The second group of interviewers 
followed a task-related training in which they were taught how to use 
persuasion strategies ('training group'). The third group of interviewers 
was the control group. These interviewers only received the minimum 
necessary instructions about the CATI questionnaire. These instructions 
were given to all interviewers. The interviewers were all female first year 
students at the University of Amsterdam following their introductory 
course in mass communication (first trimester of 1995/1996). 

In general, the interviewers in the motivation as well as the training 
group indeed obtained lower refusal rates than the control group. 
However, there appeared to be no significant difference between the 
interviewers of the motivation group and the interviewers of the training 
group with respect to the number of refusals (for more details, see: 
Pondman, 1998). 
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The interview started with the interviewers introducing themselves, 
the University of Amsterdam, and the research topic. After this, the 
respondent was asked to participate8. If agreed, the interviewer asked 
the questions from one of the four versions of the questionnaire. The 
versions were randomly assigned to the interviewers. 

The data were collected on weekdays in the winter of 1995/1996 
(December 7 - February 8) at the Free University. During a period of 27 
evenings (between 6 and 10 PM), a large number of computer generated 
telephone numbers were dialled (see next). After this 'CATI period', all 
mail questionnaires were sent to the respondents who agreed to 
complete this second questionnaire (January 22 until February 19, 
1996). Most questionnaires were sent back by the respondents before 
April 1, 1996 9. 

Response 
A total of 4737 computer generated telephone numbers were used10. In 
Table 3.2 the results of dialling are shown. A 'broken connection' means 
that the connection was broken before the interviewer was able to speak 
to the other person. In that case the interviewer immediately called back 
to be sure this was not a refusal. A number was 'inaccessible' when the 
interviewer had tried five times. Some respondents were not able to 
communicate with the interviewer, because they had a hearing problem 
or did not speak the Dutch language ('hearing or language problem'). In 
that case, the interviewer was not allowed to translate the questionnaire 
on her own and stopped the interview. The other possibilities for a 
number were: a business line, a fax, non-existent or 'other'. 

Table 3.2: Results of dialling the randomly generated telephone numbers11 

results: n % 
(a) participation 1105 23.3 

(b)refusal 1057 22.3 

(c) broken connection 37 0.8 

(d) hearing or language problem 60 1.3 

(e) inaccessible 677 14.3 

(f) fax 106 2.2 

(g) business 240 5.1 

(h) non existent 1311 27.7 

(i) other 123 2.6 

total 4737 100 

As is shown in this table, 1057 persons refused to participate 
(22.3%) and 1105 (23.3%) participated in the survey. Of these 1105 
interviews, 40 interviews were removed because they were partly 
completed (item non response of more than 75% of the questions) or 
because it appeared that the respondent had been interviewed before12. 
Of these remaining respondents (n=1065), 849 respondents (79.9%) 
were willing to fill in the mail questionnaire with questions about the 
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other three media. 541 respondents (50.8% of 1065) completed and 
returned this questionnaire. Unfortunately, 6 questionnaires were 
unusable because the telephone numbers on the back were unreadable 
(which was needed to match the data of the mail questionnaire with the 
CATI data). For an overview of the net samples per medium and per 
method, see Appendix 4. To see whether the composition of the sample 
matches the Dutch population, some background variables were 
compared. Table 3.3 shows the response of the (CATI) sample (n=1065) 
divided up according to a number of background variables. 

Table 3.3: (CATI) Sample versus Dutch population 

background variables: sample: Dutch population 

sex n % of total N (x 1000) % of total 

men 453 42.5 7662.3 49.4 

women 612 57.5 7831.6 50.6 

total 1065 100 15493.9 100 

age n % of total N (x 1000) % of total 

0-19 years of age * 51 4.8 3771.6 24.3 

20-39 years of age 428 40.3 4938.0 31.9 

40-64 years of age 434 40.9 4723.4 30.5 

65-79 years of age 112 10.6 1579.4 10.2 

SO years and older 36 3.4 481.5 3.1 

total 1061 100 15493.9 100 

education n % of total N (x 1000) % of total 

primary school 59 5.6 1556 14.8 

lower g.s.e. ('mavo') 118 11.2 1111 10.6 

higher g.s.e. ('havo')/pre-u.e. ('vwo ) 119 11.3 670 6.4 

lower voce. ('Ibo/vbo') 175 16.7 1718 16.4 

intermediate voce, ('mbo') 229 21.8 3390 32.3 

higher voce, ('hbo') 221 21.0 1442 13.7 

university 106 10.1 592 5.6 

other 24 2.3 - -
total 1051 100 10498 100 

source Dutch population: CBS, 1997 (base = 1996); * = contrary to the CBS statistics, the sample consists of people 

aged 12 years and older; g s.e. = genera secondary edu cation, u.e. = university education, voce. = vocational 

education; test results of sample (f0)versus Dutch popi lation (fe=% Dutch population * n sample) sex x2(l)=20.02, 

p=0.00; agex2(4)=227.81, p= =0.00 education x2(6)=198.38 p=0.00. 

A comparison of the sample figures with the composition of the 
Dutch population shows that the sample is fairly representative. The 
sample deviates because fewer men, 'young respondents' and 
'respondents with a lower education' responded. This result is in line 
with other research on characteristics of non response due to refusals; 
the refuser appeared to be older (Smith, 1989), and male (Brehm, 
1993). 
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Within the sample, we compared the group of respondents who did 
not return the extra mail questionnaire ('only phone') with the group who 
did ('phone & mail') (see Table 3.4). 

Table 3.5: Who returned the mail questionnaire? (row percentages) 

background variables: only phone phone & mail 

sex n % n % 
men 242 53.4 211 46.6 

women 288 47.1 324 52.9 

total 530 49.8 535 50.2 

age n % n % 
12-19 years 28 54.9 23 45.1 

20-39 years 217 50.7 211 49.3 

40-64 years 195 44.9 239 55.1 

65-79 years 57 50.9 55 49.1 

80 years and older 29 80.6 7 19.4 

total 526 49.6 535 50.4 

education n % n % 
primary school 38 64.4 21 35.6 

lower g.s.e. ('mavo') 57 48.3 61 51.7 

higher g.s.e. ('havo')/pre-u.e. ('vwo') 55 46.2 64 53.8 

lower voce. ('Ibo/vbo') 94 53.7 81 46.3 

intermediate voce, ('mbo') 106 46.3 123 53.7 

higher voce, ('hbo') 106 48 115 52 

university 51 48.1 55 51.9 

other 12 50 12 50 

total 519 49.4 532 50.6 

g.s.e. = general secondary education, u.e. = university education, voce. = vocational education test results: sex 

X2(l)=4.22, p=0.04; age x2(4)=18.44, p=0.00; education X2(7)=8.09, p=0.33. 

This table shows that men, the youngest and the oldest age groups, 
and the lower educated respondents were less inclined to fill in the mail 
questionnaire. These differences were small and, moreover, not 
significant for education. 

We checked if the differences in response figures were due to 
Pondman's training of the interviewers. This was not the case13, the only 
exception being the percentage of respondents who were inclined to fill 
in the mail questionnaire. It appeared that the motivated interviewers 
persuaded relatively more respondents to fill in the extra mail 
questionnaire than the interviewers of the other two conditions 
(X2(2)=6.24, p=0.04), which did not result in a higher percentage of 
respondents who actually returned the questionnaire. 
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Summary Study II 
The results of this study - which will be described in Chapters 4 and 5 -
leaves two questions unanswered. The first question that needs further 
research is how to measure use of a specific advertising campaign. In 
the CATI part of this study, several questions were asked about an 
advertising campaign. Results, however, show that a lot of respondents 
were not able to recall their exposure to the campaign, which means that 
only a few of them were able to answer the subsequent questions about 
the specific advertisements. This problem of recalling the specific 
advertisement will be described in Chapter 6. In order to test whether a 
visual cue would be a better method for measuring exposure to specific 
advertisements than verbal cues (which was used in the CATI 
questionnaire), an experiment was conducted (study III, Section 3.4). 
The other question is whether the belief statements of study II were too 
much in favour of television advertising instead of magazine 
advertising14. This problem is dealt with in study IV about magazine 
advertising (Section 3.5). 

3.4 Measuring ad awareness (study III) 
In March 1997, an experiment15 was conducted to test the difference 
between 'recall' and 'recognition' of specific advertisements in order to 
choose an appropriate one for the next study. Based on study II, it was 
concluded that the respondents, who were not able to recall elements of 
the advertising campaign, could have been hindered by the verbal cue 
given in the telephone interview. A visual cue, which is used in 
'recognition' measures, could have fitted the ad memory better (this 
problem and the results of study III will be described at length in 
Chapter 6). 

Hypothesis 
The aim of the experiment is to test the difference between recall and 
recognition of television commercials and magazine advertisements. 
This experiment is partly based on Zielske's (1982) two studies on the 
recollection of different types of advertisements. In his first study 
(n=400), recollection of television commercials was measured by means 
of telephone interviews. Zielke's second study (n=400) on remembering 
magazine advertisements, consisted of in-home interviews. In both 
studies, 'proven recognition'16 as well as 'day-after recall'17 was used. 
Primarily in the second (magazine) study, recall understated the true 
memory of advertisements (average understatement of 29% (television 
study) and 62% (magazine study)18). Comparing the results of both 
studies, Zielske concludes that "day-after recall may penalise magazine 
ads relative to television commercials. If this is true, a masked-
recognition form of measurement would be a safer technique to use 
than recall if magazine ads are to be compared with television 
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commercials in terms of remembrance and brand identification" (1982, 
p.22). 

In study III, two measures were compared: recall versus recognition 
of specific advertisements. For both measures, the respondents were 
asked to prove their claim of seeing the ad before by describing 
elements of the advertisements ('proven ad recall') or to fill in the 
masked brand ('proven recognition'). These measures are compared for 
television commercials as well as magazine advertisements. For both 
media, it is expected that showing the respondents the masked 
advertisements ('recognition') will result in more correct claims than by 
giving them the brand name as a cue and asking them to describe the 
advertisement ('recall'). Moreover, this difference will be larger for the 
magazine advertisements. 

Method and questionnaire 
During two days, respondents joined the experiment in small groups (2 
to 10 respondents at a time). Every half hour, new respondents arrived 
and were randomly assigned to one of the two conditions. Both groups 
received the same first part of the questionnaire in which 'brand 
awareness' was measured for several product categories. For each 
product category the respondent was asked to list all brands for which 
he or she had seen a commercial on television. The same question was 
asked for magazines. By means of this open question, it would be 
possible to check whether general awareness of brands in a product 
category would influence the recognition or recall scores19. When 
finished, the respondents returned this questionnaire to one of the 
research assistants and received the second part. This part differs per 
condition. Respondents of the first group received the questions about 
'(proven) ad recall', while the respondents of the second group were 
shown the eight television commercials and eight magazine 
advertisements in which the brand name was masked ('proven 
recognition'). Finally, all respondents were asked to complete the third 
part with some background questions (see Table 3.5). 
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Table 3.5: Questionnaire Study III 

variable: 

part I: brand awareness (both groups) 

products/services magazines: insurance, personal computers, jeans, cars, 

butter, chewing gum, facial cream, cigarettes 

products/services television: tax free savings, cookies, cars, aspirin, cat food, 

mineral water, beer, employment agency 

level of measurement: 

nominal (open question) 

nominal (open question) 

part II: recall (group 1) 

brands magazine ads: ABN/AMRO, Fujitsu, Lee, Peugeot, Becel, Sportlife, Dr. 

Van der Hoog, Philip Morris (products/services were listed as well as these 

brands) 

brands television commercials: Spaarbeleg (AEGON), Verkade, Seat, Witte Kruis, 

Sheba, Sourcy, Brand, Randstad (products/services were listed as well as these 

brands) 

likeability (for each ad asked whether the respondent liked it or not; if 'unknown' 

the respondent was asked to fill in an 'X')  

dichotomous (yes/no), if yes, a 

description is asked (='proven ad 

recall') 

dichotomous (yes/no), if yes, a 

description is asked (='proven ad 

recall') 

interval (1-10) 

part II: recognition (group 2) 

for each magazine ad shown, the respondent was asked to fill in the missing 

brand name (ABN/AMRO, Fujitsu, Lee, Peugeot, Becel, Sportlife, Dr. Van der 

Hoog, Philip Morris) 

for each commercial shown, the respondent was asked to fill in the missing 

brand name (Spaarbeleg (AEGON), Verkade, Seat, Witte Kruis, Sheba, Sourcy, 

Brand, Randstad) 

likeability (for each ad asked whether the respondent liked it or not; if 'unknown' 

the respondent was asked to fill in a 'X') 

dichotomous (coded as 

right/wrong) 

dichotomous (coded as 

right/wrong) 

interval (1-10) 

part III: general 

product use: per previous product/service: 'already bought/used', 'going to 

buy/use', 'I don't know yet', 'I'll never buy/use it' 

sex 

age  

nominal 

nominal 

ratio 

Selection advertisements 
In a pilot study, first year students ( n = l l l ) were asked to list their most 
frequently watched television programs and to list their most frequently 
read magazine titles. The top five television programs are: the evening 
news program at 6 and 8 o'clock (NOS, public broadcasting), a Dutch 
soap ('Goede tijden, slechte tijden'), the evening news program at 7:30 
(RTL4, commercial broadcasting), and the X-files (a US serial about 
unsolved fictional mysteries). During the two weeks before the 
experiment, all commercial breaks around (and within) these programs 
were recorded. Also the top five magazine titles were bought, namely: 
the women magazines 'Viva' and 'Cosmopolitan', and the opinion 
magazines 'Nieuwe Revu', 'Elsevier' and 'Vrij Nederland'. Commercials 
or magazine advertisements were selected if it was possible to mask the 
brand name without garbling the image too much. This was especially 
difficult for television commercials in which the brand name was shown 
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too much (visual or auditory). Another selection criterion was to select 
diverse products or services20. After this selection, the magazine 
advertisements were pulled out of the magazines, masked and put in a 
plastic file. The commercials were selected, the brand name was masked 
by deleting short pieces of the commercials, and the commercials were 
put together in a reel. 

Sample 

The respondents were recruited during the two days of this experiment. 
These respondents were communication students who had courses or 
were studying in the library. A total of 80 respondents joined the 
experiment. They were not paid for their participation. 67.5% of these 
respondents were women, and 32.5% were men. This division reflects 
the student population of Communication science at the University of 
Amsterdam. The respondents were on average 23 years of age. The two 
groups of 40 respondents each, do not differ in sex (x2(l)=0.23, p>0.05) 
and age (t(78)=0.05, p>0.05). 

Summary Study III 
This study showed that measuring awareness of specific advertisements 
by means of recognition results in significantly higher correct claims 
than a measurement by recall, especially for magazine advertisements 
(see Chapter 6). Based on these results, the recognition method by 
means of a face-to-face research is chosen for the next magazine study. 

3.5 Awareness of magazine advertisements 
(study IV) 

In order to answer the research question 'To what extent is (claimed) 
advertising use related to awareness of specific advertisement?', a 
fourth study was conducted. By means of a face-to-face survey, all 
questions about general advertising behaviour, attitude and beliefs, 
medium use and demographics as well as (proven) recognition of 
advertisements were measured for one medium (magazines). 

Method 
All respondents were asked to complete a structured questionnaire in 
the presence of the interviewer. After this questionnaire, the respondents 
were asked to go through the magazine and indicate for each 
advertisement (of which the brand name was masked) whether they had 
seen this ad before. Moreover, they were asked to fill in the missing 
brand name as some proof of this recognition ('proven recognition'). 
This method of going through a magazine, page by page, is called a 
copy-test. The copy-test was developed by Politz and applied in the 
United States in the late fifties. This method is often applied, for 
instance in the Infratest in Germany (1968, 1969) and the Dutch 
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research projects of Cebuco (1985) and the Advertising Reaction 
Research project or 'RRO' (Van der Molen & Robben, 1991), which used 
the English Starch Tested Copy method of 'noted scores' (Starch, 1989). 
The copy-test method is seen as one of the most appropriate methods 
for measuring 'advertising reach', a concept that matches 'awareness' in 
this study. 

Based on a literature study, Bronner (1986) compared seven possible 
methods: the copy-test, the diary method21, observation22, the glue spot 
technique23, electronic devices24, ratrng scales25, and other methods 
such as the tachistoscope26 and a view data panel27. The conclusion of 
this study was that especially the copy-test and the diary method are 
the most appropriate for measuring advertising reach. The copy-test is 
fairly intensive and therefore expensive. The diary method on the other 
hand, is cheaper but has fewer methodological advantages than the 
copy-test method. 

A subsequent pilot study (Bronner, 1987) showed that the copy-test 
method is fairly valid. Comparison of 'open eyes' by means of camera 
observation and claimed number of pages seen, showed that 60 percent 
of the claims were correct. In a similar study of Cebuco (1985), the 
correspondence between claimed number of pages seen and registered 
behaviour was even higher (90 percent). Another validating study is the 
study of Walter (1995), in which the eye movements of 50 readers were 
observed by a video camera. Correlation between these observation 
results and results of the copy-test appeared to be very high (r=0.92) 
(see also Belson, 1986; Brown, 1990; Bunn, 1982; Kent, 1994). 

Selection magazine titles and advertisements 
A total of fourteen magazine titles were used in this study, namely the 
five women magazines 'Libelle', 'Margriet', 'Flair', 'Viva', 'Yes', the three 
male oriented magazines 'Aktueel', 'Nieuwe Revu', 'Panorama', the three 
opinion magazines 'Vrij Nederland', 'Elsevier', 'HP/De Tijd', and the 
three gossips 'Privé', 'Story', 'Weekend'. These titles are the largest (in 
terms of reach and circulation) within the category 'general-interest 
magazines' in The Netherlands. Of all titles, four recent (subsequent) 
issues were present (two copies) at the research location28. 

Four criteria were used to select the advertisements in these titles. 
First, the ad must have had a chance to be noticed; so the size of the ad 
had to be at least 50% of the page. Secondly, the ad must be targeted at 
a general audience. Thirdly, brands with a near-monopoly were not 
selected, because seeing the product would then automatically imply the 
brand name (for example: ads for the Dutch telecom organisation). The 
final criterion was the ease of masking the brand name without covering 
too much of the advertisement (50% of the ad must remain visible). A 
total of 369 advertisements were selected in the four issues of the 
fourteen magazine titles. The number of selected advertisements varied 
from 1 to 17 per issue. 
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Organisation fieldwork 
This study was a co-operation between the University of Amsterdam and 
SUMMO. The input of the latter organisation was to finance the entire 
fieldwork and the internship during which most of the data were 
conducted29. The first organisation was responsible for the content of 
the questionnaire. The fieldwork took place at NSS Testpoint in The 
Hague during four days in June, 1997. 

Questionnaire 
The questionnaire consists of three parts (see Table 3.6). The first part 
had to be completed by the respondents themselves. In this part of the 
questionnaire, the questions about perceived magazine advertising use 
and evaluation of magazine advertising were listed (the belief 
statements were slightly different from the statements of study II, see 
note 14). Also some questions about magazine readership were asked. 
One of these questions was which magazine titles the respondents read 
frequently. 

If one of the most recently read issue of these titles was present at 
the location, the copy-test procedure started (part II). For each selected 
advertisement in this number, the respondents were asked whether they 
had seen the ad before ('recognition'), what the brand name was 
('proven recognition'), whether they sometimes use the advertised 
product or service ('product use'), and whether they are in general 
interested in advertisements for that specific product or service 
('product-ad interest'). These questions were asked for each 
advertisement in that magazine. If a specific issue contained less than 
five advertisements, another recent issue of the same title was gone 
through. 

When all questions for at least five advertisements per respondent 
were asked, the interviewer continued with part III of the questionnaire 
(demographics). 
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Table 3.6: Questionnaire Study IV 

variable: level of measurement: 

part 1: evaluation, advertising use and medium use (completed by respondent) 

attitude ordinal (5 point scale) 

belief statements: amusing, bargains, new ideas, too much, funny, beautiful, ordinal (5 point scale) 

specific products, no credibility, all alike (9 items) (see Table A8.5 in the appendix) 

paying attention to new, beautiful, irritating, funny ads and ads for interesting dichotomous 

products (5 items) (see Table A8.2) 

behavioural statements: looking thoroughly, looking briefly, skipping (3 items) (see ordinal (5 point scale) 

Table A8.3) 

attention normally drawn interval (0-100 percent) 

medium use: frequency interval (1-7 days of the week) 

medium use: most read title * nominal 

subscription or else nominal 

part II: copy-test procedure (completed by interviewer for each ad) 

recognition dichotomous 

proven recognition dichotomous 

likeability interval (score: 1-10) 

product-ad interest dichotomous 

product use dichotomous 

part ill: demographics (completed by interviewer) 

sex nominal 

residence nominal 

age ratio 

education nominal 

size household interval (number of persons) 

net income per month (household) ordinal (8 categories) 

* the most read title was selected for part II 

Sample 
The respondents were selected in the street. Here, the interviewer 
showed the potential respondent an overview of the fourteen magazine 
titles (so called 'mastheads') and asked this person whether he or she 
regularly read one of these titles. If yes, this person was asked to join in 
a study on magazine advertising conducted by the University of 
Amsterdam. The sample was not selected randomly in order to keep the 
research costs low. To obtain an equal amount of men and women of 
different age groups, a quota sampling procedure was therefore used 
(see Table 3.7). 

Table 3.7: Respondents study IV 

women (n=52) men (n=48) total (n=100) 

15-29 years of age 19 52.8% 17 47.2% 36 100% 

30-50 years of age 18 51.4% 17 48.6% 35 100% 

51-77 years of age 15 51.7% 14 48.3% 29 100% 

mean age = 39.40 
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A total of 100 respondents were selected. These respondents 
completed the first and third part of the questionnaire. Twelve 
respondents, however, did not answer the questions of the second part, 
because they did not read one of the recent four issues of one of the 
titles. 

In the next table the sample of 100 respondents is compared with 
the Dutch population with respect to some background variables. This 
table shows that the sample deviates significantly in terms of age and 
education. Fewer young respondents, fewer elderly and more 
respondents with a higher education joined the survey. 

Table 3.8: Sample study IV versus Dutch population 

sample (n =100) Dutch population * 

sex % % 
men 48.0% 49.4% 

women 52.0% 50.6% 

age % % 
0-19 years of age 6.0% 24.3% 

20-39 years of age 52.0% 31.9% 

40-64 years of age 35.0% 30.5% 

65 years and older 7.0% 13.3% 

education % % 
primary school + lower g.s.e . ('mavo') 14.0% 25.4% 

higher g.s.e. ('havo') /pre-u e. ('vwo') 7.0% 6.4% 

lower voce. ('Ibo/vbo') 4.0% 16.4% 

intermediate voce, ('mbo') 21.0% 32.3% 

higher voce, ('hbo') 27.0% 13.7% 

university 27.0% 5.6% 

* source Dutch population CBS, 1997 (base = 1996). Edi cation: g.s.e. = general secondary education, u.e. = 

university education, voce. = vocational educatior ; test results of sampl e(fo) versus Dutch population (fe = % Dutch 

population * sample): sex % (1)=0.04, p= 0.99; agf X2(3)=29.29, p=0.00; education x2(5)=103.36, p=0.00. 

Summary Study IV 
Based on this final study, the complete conceptual model can be tested 
for magazine advertising. The results of this test will be presented in 
Chapter 6. It will be shown that respondents who are in general more 
positive about magazine advertising, (claim to) pay more attention to 
magazine advertising, and recognise more specific magazine 
advertisements than other respondents. 
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Summary of data sets 
In this chapter, the designs of four different studies were described. The 
first study was conducted to explore the concept advertising use. Study 
III was used to test different measures. Because both studies aimed to 
select measures for the next study, only part of the results will be 
discussed in one of the subsequent chapters. The other two studies 
(study II and IV) were used to answer the research questions and test the 
conceptual model. The results of these studies will be presented in more 
detail in the next three chapters. Table 3.9 lists all studies in terms of 
data sets and sections in which the results will be presented. 

Table 3.9: Overview studies on advertising use (AU) 

study 1 study II study III study IV 

aim exploring topic understanding and testing difference relating AU to 

explaining AU between recall 

recognition 

and recognition of 

specific ads 

media various television, radio, television, magazines 

newspapers, 

magazines 

magazines 

sample n=18 n=1065 n=80 n=100 

age: 12+ age: 12+ age: 18+ age: 15+ 

fairly representative students inhabitants of The 

sample of Dutch Hague and 

population surrounding area 

method in-depth interviews survey: CATI with 

follow-up by mail 

experiment face-to-face survey, 

copy-test 

results Section 3.2, 4.1 Chapter 4 and 5, 

plus Section 6.1 

Section 6.2 Section 6.3 and 6.4 
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Notes chapter 3 

1 Situation of use was partly included in the first qualitative study. 

2 I thank Marieke Tel, who assisted me in collecting the data. She also used part of 

the interviews in her Master's thesis (Tel, 1995). Results of the interviews were 

described in Smit (1995) as well. 

3 The coding of the interview segments was structured by means of Kwalitan 4.0; a 

computer program developed by the university of Nijmegen (The Netherlands) to 

analyse text fragments (Peters & Wester, 1990). This program facilitates various 

selections of interview fragments. 

4 This pilot study was conducted by Karin Schut, during her internship at the 

Department of Communication, University of Amsterdam (April until August 

1995; Schut, 1995). 

5 I thank Simone Maas of the advertising agency FHV/BBDO, who assisted me in 

choosing the advertising campaign and gave me the opportunity to see the 

campaign in advance. 

6 A recent Dutch study on media perception also made use of specific moments of 

media consumption (Platform'95, 1998). Respondents were asked to recall their 

yesterday's media consumption. Questions about media perception were then 

asked for a randomly chosen consumption moment. It was concluded that this 

kind of questionning enhances the memory of media perceptions. Furthermore, a 

vague measurement of attitudes and opinions could thereby be prevented. 

7 CATI = Computer Assisted Telephone Interviewing. One of the reasons for the 

smooth proceeding of the fieldwork was this CATI questionnaire, which was 

programmed by dr. Wil Dijkstra of the Department of Methodology, Free University 

in Amsterdam. 

8 Most of the times, this was the first person answering the telephone. Only when 

the interviewer could hear that the respondent was younger than 18 years, she 

asked for an older person of the same household. 

9 The coding of a few open questions and the data entry of all questions was done 

by Natasja Dokter during her internship at the Department of Communication, 

University of Amsterdam (January until May, 1996). She also used part of the 

data in her Master's thesis (Dokter, 1996). 

10 The computer randomly generated a large amount of telephone numbers. It was 

not verified beforehand whether the selected numbers were real, in other words, 

whether they were distributed by the Dutch telecom organisation. Moreover, 

business numbers and fax numbers were not separated from the sample. The 

number selection was written by dr. Jan de Ridder, Department of 

Communication, University of Amsterdam, whose assistance I highly appreciate. 

11 These figures deviate somewhat from the results of Pondman (1998, p.87). This 

difference is due to Pondman's focus on the refusal rate for each individual 

interviewer. In this study on advertising use, it did not matter whether a 

respondent was called back by the same or another interviewer ('transferred 

appointment' in Pondman's study). 

12 These 'doubles' were due to the computer procedure we used to generate the 

telephone numbers. During the fieldwork it appeared that some numbers 
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appeared twice in the sample. If these respondents had completed the 

questionnaire twice (sometimes another version of it), the second data set was 

removed. 

13 No significant differences were found for 'interviewer condition' by sex, age, 

education and most of the other variables. Oneway analysis showed that 

respondents interviewed by interviewers of the control group score on average 

little higher on 'attitude toward newspaper advertising' f(2,961)=6.50, p=0.00), 

'entertainment of magazine advertising (F(2,457)=3.56, p=0.03), 'information 

television advertising' (F(2,500)=3.69, p=0.03), and unaided recall of the 

television commercial (see note 11 of Chapter 6). 

14 At this research phase, discussions took place about applying the belief 

statements in the written questionnaire of SUMMO (= Samenwerkingsverband 

voor de Uitvoering van Multi-Media Onderzoek', the organisation responsible for 

the standard readership survey in The Netherlands). A commission of SUMMO 

members evaluated in this respect the study II questionnaire. As a reaction to this 

evaluation, a pilot study was conducted in 1997 in which some of the belief 

statements were changed. Also two sequences were tested. Results of this test is 

shortly described in Appendix 5. 

15 I thank Mirjam Baars and Esterde Waal who assisted me in collecting the data of 

study III. Part of the results of this study are used in their Master's thesis (Baars 

& De Waal, 1997). They also did a great job in collecting literature on measuring 

advertising awareness (ibid.). 

16 In Zielke's study, 'proven recognition' is defined as the percentage of the 

respondents exposed to the commercial who said they remembered seeing it and 

who correctly identified the brand name, minus the corresponding percentage 

among those who had not been exposed to the commercial gielske, 1982, p.20). 

The advertisements shown were masked by deleting the brand name. 

17 The 'day-after recall' procedure is as follows: the day after the program had been 

viewed (or the magazine had been read), the respondent was first asked whether 

he or she saw the commercial (or magazine ad) for a certain product category. If 

this respondent did not reply 'yes' or identified the brand correctly, he or she was 

then given a further aid by giving the brand name. If the answer was 'yes', the 

respondent was asked to describe the advertisement (afterZielske, 1982, p.20). 

18 Zielske (1982) also compared the recollection of 'feeling ads' (which are 

advertisements based on emotional cues) with 'thinking ads' (based on logical 

arguments) for two media. Results show that day-after recall resulted in 

understatement of true memory, especially for the feeling ads. 

19 One of the elements of Baars and De Waal (1997) was product involvement. The 

listed products and services of Table 3.5 vary in degree of product involvement 

,and purchase motivation (the FCB-grid of Vaughn, 1986). Results, however, show 

no overall effect of product type. 

20 This selection was based on the FCB-grid (see previous note). 

21 A diary can be used to register the respondent's use of for instance the radio (as 

in the Dutch research for radio listening ratings ('CLO') or various readership 

moments (Novum, 1974). This latter Dutch research project aimed to measure 
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the opportunity that someone was confronted with an editorial page or an 

advertising page ('Pagina Konfrontatie Kans'). According to Kent (1994), diaries 

are distinguished by the fact that they capture data on behaviour longitudinally, 

that is on a individual basis over time. They require the respondent to complete 

an entry every time that behaviour occurs over the time period to which the diary 

refers. Examples are the studies of Van Meurs & Sijtsma (1993), Kalfs & Den 

Boon (1996), and Van Meurs (1996). 

22 The observation method is a set of different techniques in order to register 

someone's actual behaviour. This observation can be done by means of other 

observers or 'spies', a (video) camera or similar techniques. According toBronner 

(1993), observation is the most valid method of measuring behaviour, although 

this behaviour takes place in an unnatural situation. Examples are: Capocasa, 

Denon & Lucchi (1986), Horsley (1986), Tyler Eastman & Newton (1995), Cronin 

& Menelly (1992). 

23 The glue spot method is a technique that enables the interviewer to see what pages 

are opened by the respondent and what pages are not. Before the respondent is 

asked to read a magazine or newspaper 'like he or she normally does at home', 

all or some pages are meticulously stuck together with a little bit of glue. 

Afterwards one can see what pages are still glued together. 

24 By means of electronic devices it is possible to follow someone's reading 

behaviour. Examples of such devices are: little transmitters in the magazine or 

newspaper, eye-movement or eye-tracking techniques, stop clocks or other 

timers, buttons and hand sets (e.g. Miljard, 1992; Goodstein, 1993; Lord & 

Burnkrant, 1993; Olney, Holbrook & Batra, 1991). 

25 Rating scales measure someone's claimed behaviour. Like in this dissertation 

study, respondents are asked to give an indication of their medium use by means 

of different scales. 

26 A tachistoscope is a device that shows the respondent an advertisement very 

briefly. If the respondent is able to recall various elements of the advertisement, 

the assumption is that he or she must have seen this ad before. 

27 In a view data panel, the panel members receive questions about for instance their 

viewing behaviour. Every evening they complete these questions on a computer 

screen, which has the character of an electronic diary. 

28 The following Dutch publishing companies made this possible: Admedia, Audax 

Media, Bonaventura, De Telegraaf Tijdschriften Groep, and De Weekbladpers. 

29 Marjolein Moorman did her internship at SUMMO and organised most of the 

fieldwork as part of her trainee period. I thank Marjolein for the great job she did: 

preparing the magazine titles, interviewing the respondents (assisted by Anita 

Elberse, Manon Ferguson, Rogier Moorman and Maayke Schuitema) and analysing 

part of the data which she used in her Master's thesis (Moorman, 1997). One of 

the hypotheses in this Master's thesis is that affinity for magazine advertising is 

the same for specific magazine titles and magazine advertising in general. In 

general, this hypothesis could not be rejected (Moorman, 1997). 
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Use and evaluation 
of advertising 

The aim of this first empirical chapter is to answer the following 
research questions: 'What kinds of behaviour do people (claim to) have 
with respect to advertising in a specific medium?' and 'How do people 
evaluate advertising in the media they use?' The words 'claim to' have 
been added to the first question to underline the fact that self-reported 
or perceived behaviour is measured instead of electronic measurement 
or observation of behaviour. The results of the first and second study 
are used to answer these research questions. The results of the first 
study (the in-depth interviews) describe how the interviewees 
generally describe their 'advertising behaviour' and evaluation of 
advertising (Section 4.1). Based on these results and the results of the 
literature review of Chapter 2, statements were formulated to measure 
'use' in the second study. The aim of this study is to measure 
advertising use and evaluation on a larger scale by means of a survey, 
and to compare the results for the four media: newspapers, magazines, 
radio and television (see previous chapter for method of data 
gathering). This latter aim refers to the research question on 
intermedia comparison (see Table 1.4, question 6). The results of the 
questions on advertising use will be presented in Section 4.2. Section 
4.3 discusses the respondents' evaluation of advertising in the four 
media. In the final section, the answers to the first two research 
questions as well as the question about intermedia comparison will be 
given. 



4.1 Different types of advertising use (study I) 
The focus of the first study was to interview various people about what 
they do with advertising in the various media they use and why they do 
so. During the interviews, it became clear that it was easier for them to 
talk about general opinions on advertising than about (advertising) 
behaviour, such as talking about the number of advertisements they saw 
or the amount of time they spend on reading advertisements. Moreover, 
television advertising was primarily the first association with advertising, 
especially the avoidance of it. An often heard first reaction was: "For me, 
advertising is just that stuff you immediately avoid when unwillingly 
confronted with it while watching television programs". It appeared more 
difficult to recall behaviour towards advertisements in print media or 
outdoor and radio advertising. 

In this section, the most apparent types of advertising behaviour will 
be described per medium. These types are based on the categorisation 
of parts of the interviews (for details see Section 3.2). Besides the types 
of use, explanations given by the interviewees are described to clarify 
these behaviours. Most often, evaluation of advertising was given to 
explain behaviour. Part of the results are excluded from this 
dissertation, namely opinions and behaviour regarding outdoor 
advertising, direct mail and local papers (see for more information about 
these other media: Smit, 1995; Tel, 1995). 

Television advertising 
Avoidance of television advertising is the most apparent type of 
advertising use the interviewees refer to. Avoidance is done by zapping, 
turning the volume down ('muting') or by doing something else for a 
short moment, such as looking out the window (in other words: shifting 
attention) or using a break to go to the toilet or make some coffee. 
Reasons for these types of avoidance behaviour are the confrontation 
with something they did not ask for ('7 want to continue the movie ... I 
didn't ask for that confrontation"), the nature and content of the 
commercials ("intrusive", "the volume", "the rapid shots", "phoney", 
"unrealistic"), the expectation to see something that would irritate ('7 
don't have to see them, I know they're all stupid and it's too much") and 
several beliefs about the role of television advertising in society. Different 
interviewees stated that: 

"Advertising shows a non existing world", "Advertising dictates what to 
do, is prescriptive, especially for the adolescents", "Advertising stimulates 
consumption, is unnecessary", and "Advertising is nothing more than a sales 
talk, because it's fake and unbelievable". 

Although television commercials are not explicitly named in these 
statements, the context of these statements and the examples given 
showed that television advertising was referred to. For instance, 
frequently heard examples of the last statement are the 'famous' three 
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types of product categories: commercials for detergents, diapers and 
sanitary towels which are said to have the same format ( "always that blue 
liquid, so unbelievable"). 

Some of the interviewees said to like advertising in general, including 
television advertising. They explain that they continue watching the 
commercials when confronted with them. Advertising is generally 
accepted by these more positive interviewees because it is seen as 
"necessary evil", "it belongs to these modern times", and because 
television advertising gives useful information about new products. A 
nice example of this latter function is given by a mother of three 
children: 

"For me, advertising is a kind of getting informed about the existence of 
new products. For instance, I'm having trouble with cleaning my bathroom, 
you know, that I'm not getting the lime scale off the walls. And I thought, I've 
tried everything. And the other night, I saw something on television, Viakal or 
something. And now I know that I can use that stuff". 

Watching commercials does not mean that every commercial is 
watched. This depends on the commercial's content. The question is 
whether a specific commercial is funny or relevant for the interviewees. 

Radio advertising 
Most radio listeners use the radio as background music during 
household activities, at work or in their cars. Radio is said to be on 
without attentive listening to it. Different people explained that they turn 
on the radio the moment they come home. Concerning radio 
commercials, two types of use were referred to. The first and often used 
statement was "I'm sorry, I seldom hear radio commercials". A couple who 
listen all day to a commercial channel, even stated that there are no 
commercials on that channel: 

"There is little advertising on the radio, no, especially not on this channel. 
On this channel, you never hear commercials, there is the news, and... no, no 
commercials. That's why we have this channel on. We listen to the music, the 
news, ... no commercials at all!" 

Remarkably, this channel - namely the commercial Dutch channel 
Radio 10 Gold - was on during the interview. While listening to the 
recorded interview, one could hear a lot of commercials. 

Some of the interviewees said that mostly they realised a commercial 
had been aired when the host made a joke about the last commercial in 
the break. Other commercials are suddenly noticed when sentences are 
repeated or when certain voices are used. However, it appeared difficult 
for the interviewees to give examples of radio commercials. 

Newspaper advertising 
Newspapers are characterised by having a separate section with 
classified ads. These ads are perceived as a completely different type of 
advertising from that in the editorial sections, because they are seen as 
"exchange of information, a kind of flea market in the newspaper". Another 
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reason for this positive function of newspaper advertising is - according 
to the interviewees - that it is clear in which part of the paper these ads 
are: 

"you can search for them yourself, you know where they are, and you are 
not confronted with them, on every page". 

People refer to different types of newspaper advertising behaviour: 
paying just a little attention to them ("Generally, I don't pay attention, but 
sometimes your eye catches one"), skimming through the articles and 
advertisements, and searching for specific advertisements (especially 
the small, classified ads). Most interviewees are positive about 
newspaper advertising. Newspaper advertising does not irritate, and can 
easily be avoided ("you just skip to the next page"). The interviewees are 
also positive, because newspaper ads are seen as information ( "they 
keep you informed"). Moreover, newspaper advertising is generally 
accepted, because of the belief that the newspaper can only exist by the 
grace of the advertising revenues. 

Magazine advertising 
During the interviews, it was clear that it was difficult for the 
interviewees to talk about their magazine reading1 and especially their 
behaviour and opinions on the advertisements inside these magazines. 
For some interviewees, the advertisements in these magazines are so 
much perceived as part of its content that it is "not advertising anymore". 
Moreover, magazine advertising is not perceived as irritating because it 
is not the medium that decides when and for how long you read the 
advertisement. 

Especially in special interest magazines, such as music or computer 
magazines, advertisements are read as part of the information of the 
magazine. Other magazine types - such as women magazines - are read 
because they are comforting, entertaining, and give information about 
clothes or recipes. The ads in these magazines are read because they 
generally give this kind of information as well. A man (28) explains how 
he perceives the ads in the monthly music magazine ' Oor': 

"(...) a lot of ads indeed, but they're about new CDs. Most of the time, I've 
already seen them in the shops or something. So, if I see the ad, I already 
know it or bought it. I wouldn't know about the other ads, I don't really notice 
them ...oh yes, on the back, cigarette ads. But inside the magazine, there are 
only ads about music, that's different". 

For the infrequent readers of a magazine, it appeared more difficult 
to talk about magazine advertisements. For them, advertisements are 
sometimes noticed because they have an outstanding colour or a 
diverting subject. For all interviewees, magazine advertisements were 
generally perceived as not irritating and were sometimes seen as 
beautiful pictures. 
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To sum up 
The interviews showed that the main types of advertising use were: 
'avoiding and sometimes watching television commercials', 'hardly 
noticing radio commercials', 'searching, skimming and sometimes 
reading newspaper advertisements' and 'reading magazine 
advertisements as part of the content' (see Table 4.1). The reasons for 
these types of behaviour in terms of a general evaluation of advertising 
is summarised as well. 

Table 4.1: Main types of advertising use (AU) 

behaviour evaluation 

television AU avoiding by zapping, muting or doing 

something else 

sometimes watching 

Television advertising is evaluated as negative, because 

it is regarded as an unwanted confrontation (external 

pacing), disturbing and irritating. 

Sometimes commercials are funny, beautiful, or 

provide information (relevance). Moreover, it is believed 

that advertising belongs to these modern times 

(acceptance)^ 

radio AU hardly noticing Radio is listened to as background noise. Sometimes 

commercials are noticed when an element attracts 

attention (repetition, voices). 

newspaper AU searching 

skimming (skipping, sometimes reading) 

Primarily the small classified advertisements are 

positively regarded because they provide specific 

information ('flea market') and are easily found in the 

newspaper (specific section). 

Newspaper advertisements are seen as part of the 

newspaper: newspaper advertising does not irritate, 

because it can easily be avoided ('internal pacing'). 

Newspaper advertising offers information.  

magazine AU reading as part of medium content The advertisements are perceived as part of the 

magazine's information - especially special interest 

magazines - and positively evaluated as such, 

magazine ads do not irritate, because the reader can 

decide to read them or not ('internal pacing')  

In general, television advertising is negatively evaluated, while 
newspaper and magazine advertising are evaluated as positive sources 
of information or as part of the medium environment. The interviewees 
explained this difference as a difference in control they perceive. For 
print advertising it is possible to select the advertisements yourself, 
while the television station decides when to interrupt your viewing by 
broadcasting commercials. In the literature this difference is called 
'pacing' or the difference between 'search media' and 'display media' 
(see first chapter). Radio advertising is perceived differently because it is 
not seen as intrusive (as television) and it serves a background function 
most of the times. 
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4.2 Advertising use in four media (study II) 
The aim of the second study was to measure advertising behaviour on a 
larger scale and to compare this behaviour for four media (newspapers, 
magazines, radio and television). Since the previous study showed that it 
was difficult for people to recall their advertising exposure, the 
respondents of this study were first questioned about the last time they 
were using the medium (see Chapter 3). After these filter questions, the 
respondents were asked to give an estimation of the amount of 
advertisements they saw during the last period of use and to give an 
indication of the percentage of the advertisements that drew their 
attention. Besides these estimations of last time advertising use 
(Section 4.2.1), different behavioural statements were presented to the 
respondents with the question whether they do this 'never', 'sometimes', 
'regularly' or 'always'. These statements concerned behaviour toward 
advertising in that medium. For all four media, statements were listed 
with respect to the selection or avoidance of advertising in that medium 
and the amount of attention paid to advertising (Section 4.2.2). 

Before presenting the results, some remarks are necessary. As a 
consequence of the design, not all respondents answered the questions 
for all four media. As was described in the previous chapter, all 
respondents were interviewed about one of the four media by telephone. 
In the follow-up, about half of these respondents also answered the 
questions for the other three media. This resulted in about 660 
respondents per medium. The net samples per medium do not differ in 
terms of background characteristics (see previous chapter). Some of 
these samples overlap; about 400 respondents actually completed the 
questionnaires for all four media. Per table, the valid n will be presented 
per item or set of items. The difference between the number of 
respondents and the net samples per medium - item non response - are 
due to the absence of answers ('refused to answer'), the routing in the 
questionnaire (see previous chapter), as well as 'don't know answers'. 
This latter category of item non response is presented in the appendix 
because 'don't know answers' are an indication of the perceived 
difficulty of the questions. Another consequence of the design is that 
two different methods were used for data gathering: telephone and mail. 
For most variables, these different methods did not result in significant 
differences in average scores. These differences are reported in a note to 
Tables 4.2, 4.4, and 4.6. 

4.2.1 Estimation of'last time use' 

As mentioned before, the respondents were asked to give an estimate of 
the number of advertisements they noted, and the amount of 
advertisements that drew their attention. To facilitate these rather 
difficult questions, the respondents were asked to recall the last time 
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they were using the medium. They were asked whether they used the 
medium at home or somewhere else, with whom, why, and for how long 
they were using the medium that specific time. 'Last time' included the 
day of the interview. 'Using' was explained by the interviewer as "it is 
not important how attentive you were whilst reading/listening/watching. 
It is about the opportunity you had to see/hear what was on the 
page/air/screen". If the respondents used the medium for at least 1 
minute, they were asked to give an estimation of the number of 
advertisements they noticed. These respondents were also asked to 
estimate what percentage of advertisements drew their attention. For 
both questions, the interviewer was allowed to help the respondents by 
adding "it is not necessary that you remember the exact content of the 
advertisements, or whether you liked them or not. Try to give an 
estimation of the number of advertisements you noticed, at least in 
part", or "an estimation of that part of all advertisements possibly seen 
that drew your attention, whether positively or negatively". With the 
addition that '0' means 'none of the advertisements' and '100', 'all 
advertisements'. The average scores of 'last time duration of medium 
use', 'number of advertisements noted' and 'percentage of attention 
drawn' are presented in the next table. 

newspaper magazine radio television 

(a) last time duration 39.27 m. 

(n=602) 

50.36 m. 

(n=533) 

2 h. 27 m. 

(n=515) 

1 h. 46 m. 

(n=628) 

(b) number of ads noted 19.72 

(n=247) 

15.82 

(n=248) 

11.86 

(n=198) 

10.78 

(n=310) 

(c) number of ads 'per hour' * 45.27 

(n=242) 

34.50 

(n=246) 

9.20 

(n = 194) 

8.81 

(n=306) 

(d) attention drawn (0-100%) 22.80 

(n = 228) 

25.05 

(n=237) 

12.41 

(n=176) 

15.43 

(n=265) 

m. = minutes, h. = hour, n = valid r , distributions of ite ms b and d are skewed (see Table A6.1), * = corrected by 

duration of medium use (num oer of ads noted div ded by duration anc multiplied with 60 m nutes). 

[a] Last time duration 
The respondents spent quite a long time using their medium: they were 
reading their newspaper for about 40 minutes, their magazine for more 
than 50 minutes, and they were listening to the radio for almost 2 and a 
half hours. They watched television for less than 2 hours (1 hour, 46 
minutes). As expected, these estimations are not as high as the 
estimation of the time the respondents normally use the medium. The 
reason for this difference is that people tend to overestimate their 
average or 'normal' media behaviour (see Chapter 3). The results show 
that respondents normally read their newspaper almost 6 days a week 
for about 45 minutes. They read their (last read) magazine almost every 
week, and when they do, they spend almost an hour reading it (on 
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average 56 minutes). The radio is on, every day, for on average 3 and a 
half hours. Also the television is used every day, for on average 2 and a 
half hours. Remarkably, this 'normal' - or average - medium use is 
especially highly correlated with last time medium use for newspaper 
and radio use (rnp=0.72, rma=0.39, rra=0.72, rtv=0.40; all significant at 
the 0.01 level). 

This difference can possibly be explained by the nature of medium 
use. Newspapers are mostly instrumentally used as a source of 
information. This was shown in the previous study as well as studies of 
others (e.g. Cebuco, 1994; Platform'95, 1998). Moreover, newspapers 
are often read as part of the morning ritual (Bogart & To I ley, 1988; 
Hemels, 1987; Tel, 1995). As a result, respondents last time medium 
use will not strongly deviate from their normal use. The strong 
relationship between normal and last time radio use can be explained by 
the nature of medium use as well. Radio is mostly used as secondary 
medium (e.g. Faasse & Van Meerem, 1997; Trompert, 1994), which 
makes it more likely that last time use resembles normal or average 
radio use. This was also explicitly mentioned by the interviewees in the 
previous study, who regularly listen to the radio during household 
activities, at work or in their cars (Section 4.1). Television and 
magazines on the other hand, are more often used for relaxation, leisure, 
or entertainment (e.g. Frissen, 1992; Hermes, 1993; Lull, 1980; 
Vierkant, 1987). According to McQuail (1987), use of these media is 
more flexible in terms of motives and duration of use. This difference 
can account for the fact that duration of last time use deviates from the 
average or normal use. 

Finally, the respondents appeared not only to overestimate their 
normal medium use, but their last time use as well. According to figures 
of the Dutch Time Budget Survey3 of 1995, people spend on average 
more than 15 hours per week watching television, more than 9 hours 
listening to the radio, almost 2 hours reading newspapers and 1 and a 
half hours on reading magazines (Faasse & Van Meerem, 1997; SCR 
1996). Per day, this is: 2 hours and 10 minutes television, 1 hour and 20 
minutes radio, 12 minutes magazine, and 17 minutes newspaper. 
Compared with these figures, the respondents in our study 
overestimated their use of print and radio. However, another study, 
shows that people listen on average 3 and a half hours to the radio 
(TMR 1993) and watch 2 and a half hours television per day (TMR 
1994). Respondents in these studies possibly overestimated their media 
use as well, since a telephone survey was used instead of the diary 
method of the Time Budget Survey. 

[b, c] Estimation of number of ads noted 
Respondents who used the medium for at least 1 minute, were asked to 
give an estimation of the number of advertisements they noted. Not 
surprisingly, this question appeared very difficult. It appeared that a lot 
of respondents did not even try to give an estimation, which was shown 
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in Table 4.2 by the difference between the valid n of this question and 
the previous question about duration. An important reason for this item 
non response is the large number of respondents who did not know how 
many ads they saw (see Table A6.1 in the appendix). The difficulty in 
giving an estimation was confirmed by transcripts of part of the CATI-
interviews4. These transcripts showed that in this part in the interview a 
lot of interaction took place between the interviewer and the respondent, 
which means that respondents as well as interviewers often asked for 
explanation or illustration. 

Table 4.2 also showed that the rest of the respondents noted on 
average 20 newspaper ads, 16 magazine ads, 12 radio commercials and 
11 television commercials. This means that the respondents claimed to 
see more print than broadcast advertisements. Also when corrected for 
duration of last time medium use, this difference stands out (see item 
c). Remarkably, these estimations of duration and number of 
advertisements are only highly significantly correlated for the two 
broadcast media (rnp=0.13, p>0.05; rma=0.04, p>0.05; rra=0.51, 
p<0.01; rtv=0.46, p<0.01). In other words: the longer respondents listen 
to the radio or watched television, the more commercials they estimated 
to have noted. On the other hand, their estimation of the number of 
print advertisements does not depend on the minutes they spend on 
reading the print media. A possible explanation of this difference, is the 
fundamental difference of interaction with advertising in these media. 
While using the so called 'display media' (broadcast media), users are 
exposed to advertising at regular times, for instance every hour, around 
every program, or three times within a program. Contrary to print 
advertising, it is the medium that determines this regularity. This 
difference could have caused different types of estimation processes. 
The broadcast users could probably have used the strategy of deducing 
the number of commercials by their duration of use, i.e.: 'I've listened 
for 2 hours, that means 4 breaks with about 5 commercials each, so ... 
20 commercials'. On the other hand, the estimation of number of print 
advertisements is probably less depended on time of use. Since the 
reader of the so called 'search media' decides what to see, for how 
many minutes, and in what sequence, noticing print advertisements is 
probably more a matter of recalling places in the newspaper or 
magazine than of time. As a calculation strategy, this respondent could 
have reasoned that he or she read the issue from cover to cover and 
therefore saw a certain number of advertisements. 

[d] Attention drawn 
Table 4.2 showed that on average 25% of the magazine advertisements 
and 23% of the newspaper advertisements drew the attention of the 
respondents. Compared with broadcast advertising - which attracts on 
average between 12% and 15% of the respondents' attention -
respondents are more positive about their behaviour towards print 
advertisements. As was the case with the estimation of number of ads 
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noted, this difference reflects the respondents' willingness to pay 
attention to print advertising or the willingness to select advertisements 
instead of avoiding them. It is not a reflection of the technical 
possibilities of broadcast media to get attention by means of sound and 
movement modalities. Moreover, it reflects the 'wallpaper' function of 
radio and television (advertising). The programs as well as the 
commercials are perceived most of the time as a continuous flow of 
images and sounds, which can easily be ignored by paying a minimal 
amount of attention (Edell & Keller, 1989; Platform'95, 1998; Neijssel & 
Smit, 1998). 

Testing the media differences 
In the previous table (Table 4.2), results were shown for four groups of 
respondents who completed the questionnaire for at least one of the 
four media. These results were used to describe and understand 
differences between the four media, since these net samples per 
medium do not differ in terms of background characteristics (see Table 
A4.1 in the appendix). As was mentioned previously, about 400 
respondents actually completed the questionnaires for all four media. In 
addition, this group of respondents was used to test the intermedia 
differences in average scores on the 'last time' measures (see Table 4.3). 
In other words, missing values were excluded list wise in the 
comparisons. Since previous analysis showed that the estimation of 
number of advertisements noted depended on the duration of 
someone's last time use of the medium, a correction for duration is 
presented as well (item c). 

Table 4.3: Last time advertising behaviour (average scores) 

NP MA RA TV 

(a) last time duration of medium use (n=333) 40.60 m 
a 

47.10 m. " 2 h. 12 m. d 1 h. 47 m. c 

(b) number of ads noted (n=34) 15.56 23.00 14.47 13.12 

(c) number of ads noted 'per hour' » (n=34) 45.27 b 34.50 b 9.20 a 8.81 a 

(d) attention drawn (0-100%) (n=31) 28.52 b 21.61 13.65» 22.94 b 

m. = minutes, h. = hour, * corrected by du ration of medium use (x divided by duration and mi Itiplied with 60 

minutes), NP = newspaper, MA = magazine, RA = radio, TV = television; a,b,c,d = cells with diffe rent letter differ 

significantly from each other (Paired Samples T-test , missing cases are excluded lis t wise, p<0.05). 

Results in this table show that duration of last time medium use 
(items c) is comparable with the results in the previous table: the print 
media are used for more than 40 minutes, television is watched for more 
than 1 and a half hours, and radio is listened to for more than 2 hours, 
on average. Moreover, a Paired Samples T-test showed that all 
differences are significant. 

Prudence, however, is called for in the interpretation of the other 
results of Table 4.3. A relatively small number of respondents actually 
answered the questions about the last time advertising use of all four 
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media (items b to d). The average estimations of number of ads noted, 
deviate somewhat from the figures in Table 4.2. The difference between 
broadcast and print media, however, is still there, albeit not significantly. 
When corrected for duration of medium use ('per hour'), the estimated 
number of ads noted is significantly higher for print advertising. The last 
comparison by means of 'attention drawn' shows that radio 
commercials attracted significantly less attention than newspaper ads 
and television commercials. This difference was also shown in Table 4.2, 
although the average scores are somewhat higher in Table 4.3. Again, 
this group of (only) 31 respondents might represent an extreme group of 
respondents who completed both questionnaires as well as all filter 
questions in the questionnaire. 

To sum up 
The respondents claimed to have noted more advertisements when using 
print, rather than when using broadcast media. They also estimated to 
have paid more attention to print advertisements, and significantly less 
attention to radio commercials. This difference between print and 
broadcast media is difficult to explain by the number of advertisements 
present in the medium, because there are probably more commercials 
around television programs than there are around magazine articles. 
This difference could possibly be understood as a reflection of the 
difference in willingness to see advertisements in the medium instead of 
ignoring them. In other words: it reflects a (positive) attitude towards 
looking at print advertisements (behavioural intention) instead of 
remembering the amount of advertisements seen. 

Besides this willingness to look at print advertisements, broadcast 
commercials are perceived as part of the continuous flow of images and 
sounds and therefore possibly perceived as wallpaper, which one pays 
less attention to. Another explanation is that the differences are a result 
of different 'calculation rules' caused by the fundamental difference 
between broadcast and print. Contrary to print advertisements, it is 
possible to deduce the number of radio and television commercials seen 
from knowing the duration of listening to the radio or watching television 
(breaks per hour and estimated number of commercials per break). 
Finally, the results show that the 'last time' questions appeared to be 
more difficult to answer than other questions. This difficulty is shown by 
the relatively large amount of 'don't know' answers, and the rather 
skewed distribution of scores. 

4.2.2 General advertising behaviour 

Next to the (rather difficult) questions about recalling the number of 
advertisements seen during the last exposure to the medium, general 
statements were used to measure what people generally do with 
advertising in the media they use. This list of behavioural statements 
was based on the interview results of the first study and the meta-
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analysis of the second chapter. Advertising use was defined in the 
previous chapters as behaviour of media users with respect to 
advertising in these media. This behaviour consists of selection or 
avoidance of advertising before exposure and paying attention to 
advertising during exposure. It is, however, not possible to use exactly 
the same statements for all media. Especially avoidance behaviours 
differ as a result of the opportunities the medium offers for avoiding 
advertising. It is for instance impossible to 'mute' (turn the volume down 
on) magazine advertisements. This difference was found in the results of 
the literature review of Chapter 2 as well: avoidance studies were all 
conducted for broadcast media, while the other (positive) behaviours 
(summarised as 'attention') were measured for various media. The only 
study found in which avoidance behaviours were compared for four 
media, is the study of Speck and Elliott (1997)5. Speck and Elliott 
measured avoidance of television, radio, newspaper and magazine 
advertising by asking how often respondents 'ignore ads' (cognitive 
avoidance), 'flip past ads' (behavioural avoidance), and 'eliminate ads' 
(behavioural avoidance). These kinds of avoidance behaviours were not 
measured in the same way for broadcast and print media because of 
fundamental technical differences between the two. Ignoring was 
measured as 'ignoring print advertising' and 'tuning out broadcast 
commercials', while eliminating was measured as 'switching tv 
channels/radio stations' and 'discarding ad inserts before reading a 
magazine/newspaper' (ibid., 68). 

The next table (Table 4.4) lists all behavioural statements which are 
used in our study, as well as the average score on the four-point scale 
(see Table A6.2 in the appendix for % per item). Since mechanical 
avoidance behaviour does not exist for print, these behaviours are only 
measured for broadcast media. Avoidance of broadcast advertising was 
measured by means of items a to d. The combination of these four 
items is constructed by counting the respondents who avoid television or 
radio advertising by at least one of the avoidance behaviours. Avoidance 
of print advertising was measured by item e. Non avoidance behaviours 
are measured by the remaining items. Item f refers to the selection of 
advertising before exposure. Items g, h and i resemble attention to 
advertising during exposure. Since print offers the reader not only the 
opportunity to look at the ad, but also to read it over and over again, the 
item 'reading thoroughly' (item i) was added to these non avoidance 
statements. 
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Table 4,4: General newspaper advertising behaviour (average scores on four-point scale)6 

avoidance items: NP MA RA TV 

(item a) You'll zap to another channel (=zapping) — 1.35* 2.22 

(item b) You'll turn the volume down (=muting) — 1.25* 1 .41 ' 

(item c) You'll leave the room 2.26 2 59 

(item d) You'll do something else (in the same room) — — 1.65 2.08 

(item e) You'll skip the ad immediately 2.76 2.78 — — 

selecting and attention items: NP MA RA TV 

(item f) You'll search for the ads in ... 1.45* 1 .31* 1.03* 1.03* 

(item g) Do you generally pay attention to advertising in ...? 2.10 1.95 1.55 1.80 

(item h) You'll look (briefly) at/ l isten to or watch the ad 2.55 2.54 2.51 2.15 

(item i) You'll read the ad thoroughly 1.88 1.80 — — 

scale: l='never', 2='sometimes', 3='often', 4='always'; NP = newspapers, MA = magazines, RA = radio, TV = 

television; — = not asked; sample size: about n=660 per sample/medium; these do not differ in terms of 

background variables (see Table A4.1 in the appendix); * = skewness > 1 (see Table A6.2 for valid n per statement, 

skewness and % of respondents per category). 

Avoidance of broadcast and print advertising 
Table 4.4 shows that especially television advertising is 'sometimes' or 
'often' avoided by zapping, and leaving the room. Radio as well as 
television advertising is seldom avoided by muting. Moreover, radio 
advertising is almost never zapped. Most respondents 'never' use these 
avoidance strategies, which is also shown by the negatively skewed 
distribution of these three variables (*). Avoiding print advertising is (on 
average) done more often. Skipping the advertisement when confronted 
with it while reading the newspaper or magazine is 'sometimes' or 
'often' done. These results are about the same for newspaper and 
magazine advertising. 

Selecting and paying attention to advertising 

Most respondents 'never' select advertisements by searching for them in 
the medium they are using, especially broadcast media are never used 
for this reason. Print advertisements on the other hand are searched for 
a little more often. On average, respondents 'sometimes' pay attention 
to print advertising, especially advertisements in newspapers. Radio 
commercials are seldom paid attention to. Will respondents watch, read 
or listen to the advertisements when confronted with them? The results 
from the last two items show that all four types of advertising are on 
average 'sometimes' or 'often' consumed (overall mean is 2.44). 
Television commercials are watched a little less often than the other 
three (mean is 2.15). When asked whether respondents will read the 
print ad thoroughly, more than 8% do this 'often' or 'always', and about 
70% do this 'sometimes' (see Table A6.2 in the appendix). On average, 
reading thoroughly is done less often than looking briefly, watching or 
listening to commercials (item h). 
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Testing the media differences 
As mentioned previously, only some positive items were measured in the 
same way for all four media. The avoidance statements differ for the 
print and broadcast media. Despite these differences, avoidance and 
attention were compared for all four media. The print statements are 
listed in the left of Table 4.5, while the average results on the broadcast 
statements are shown on the right. This comparison is based on those 
respondents who completed the questionnaire for all four media 
(missing cases are excluded list wise). 

Table 4.5 Intermedia comparison for behavioural statements (average scores) 

avoidance: NP MA RA TV avoidance: 

(e) skipping (n=300) 2.72 c 2.70 e 1.36 a 2.24 b zapping (a) 

(e) skipping (n=293) 2.72 e 2.70 e 1.22a 1.40 b muting (b) 

(e) skipping (n=293) 2.72 e 2.68 e 1.68 a 2.06 b leaving the room (c) 

(e) skipping (n=319) 2.75 e 2.70 e 2.29 a 2.59 b doing something else (d) 

selecting and attention: NP MA RA TV selecting and attention: 

(f) searching (n=306) 1.42 b 1.27 e 1.01 a 1.03 a searching (f) 

(g) paying attention (n=450) 2.09 e 1.91 b 1.54 a 1.85" paying attention (g) 

(h) looking briefly (n=313) 2.56 b 2.53 b 2.56 b 2.15a listening/watching (h) 

(i) reading thoroughly (n=315) 1.89 a 1.83 a 2.55 e 2.16 b listening/watching (h) 

scale: 1 = never, 2 = sometimes, 3 = often, 4 = always; NP = newspapers, MA = - magazines, RA = radio, TV = 

television; a,b,c = cells with different letter differ significantly from each oth er (Paired Samples T-test, missing cases 

are excluded list wise, p<0.05). 

The different types of avoidance behaviour were expected to be most 
often practised when confronted with television advertising. The pair 
wise comparison by means of T-tests showed that this is not the case. 
For all four avoidance behaviours, 'skipping' (print) is done significantly 
more often than zapping, muting, doing something else or leaving the 
room. As was mentioned in Section 4 .1 , 'skipping to the next page' was 
perceived as an advantage of print advertising. Television and radio 
avoidance differ significantly as well. As expected, all four behaviours are 
claimed to be practised more often when confronted with television 
commercials than with radio commercials. 

The pair wise comparison of the average scores on the positive 
statements shows that print advertising is searched for significantly 
more often than broadcast advertising. Because most respondents 
almost never perform this kind of behaviour, it would be better to say 
that advertisements in print media alone are sometimes selected. This 
difference of course, is due to the (technical) difficulty in selecting or 
searching for commercials while using broadcast media ('pacing'). 
Results of the T-tests also showed that respondents pay significantly 
less often attention to radio advertising and more often to newspaper 
advertising (item g). This finding is in line with the results of the 
previous section about the estimation of last time advertising use. The 
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difference reflects the willingness of the respondents to pay attention to 
newspaper advertising. Radio programs as well as commercials, on the 
other hand, are perceived as a background medium which is not paid a 
lot of attention to. Finally, the results of'the other two comparisons show 
that television commercials are 'consumed' significantly less often when 
confronted with them (item h). Comparing 'reading thoroughly' (item i) 
with listening to or watching commercials, it shows that this kind of 
print behaviour is done significantly less often. The question of course 
is, whether these items have the same meaning. 

4.3 Evaluation of advertising 
A second central concept of this dissertation is 'evaluation of 
advertising', which means the attitudes people have towards advertising 
in the medium they use. This attitude (i.e. the degree of liking or 
disliking advertising in a certain medium) is expected to be closely 
related to the evaluative beliefs people hold with respect to advertising, 
for example 'Newspaper advertising provides me with useful information 
about bargains' or 'I think, magazine advertisements are funny'. 

Based on the meta-analysis, different kinds of beliefs were 
distinguished: beliefs about negative aspects of advertising (irritation) 
and beliefs about positive aspects of advertising. These positive beliefs 
refer to functions of advertising for the consumer in terms of 
information they provide or entertaining qualities. Ten belief statements 
were presented to the respondents7 with the question whether they agree 
or disagree with these statements (five-point scale; see Table 4.6). 

Table 4.6: Ten belief statements (average scores)8 

NP MA RA TV 

3.49 3.04 2.45 2.35 

2.74 2.68 2.36 2.32 

2.48 2.50 2.18 2.10 

items: 

(a) NP/MA/RA/TV advertising provides me with useful information about 

bargains 

(b) For me, NP/MA/RA/TV advertising is funny 

(c) NP/MA/RA/TV advertising provides me with meaningful information 

about the product use of other consumers 

(d) NP/MA/RA/TV advertising provides me with useful information about 3.24 3.37 2.69 2.81 

new products 

(e) For me, NP/MA/RA/TV advertising is entertaining 

(f) For me, NP/MA/RA/TV advertising appears at inconvenient moments 

(g) For me, NP/MA/RA/TV advertising is too 'loud' 

(h) For me, NP/MA/RA/TV advertising has no credibility 

(i) For me, NP/MA/RA/TV advertising is repeated too often 

(j) For me, all NP/MA/RA/TV ads are alike 

2.52 2.49 2.45 2.59 

2.47 2.70 3.10 3.90 

2.51 2.68 3.07 3.33 

2.84 3.00 3.24 3.59 

2.92 3.17 3.73 4.15 

2.80 2.91 3.05 3.29 

items a-e are positive and items f-j are negative statements; scale: 1 = strongly disagree, 5 = strongly agree; NP = 

newspapers, MA = magazines, RA = radio, TV = television; sample size is about 660 respondents per medium, these 

samples do not differ in terms of background variables (see appendix); * skewness > 1 (see Table A6.3). 
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Newspaper advertising 
This table shows that respondents generally agree with statements about 
the information function of newspaper advertising: newspaper 
advertising provides them with useful information about bargains (item 
a) and new products (item d). On the other hand, respondents disagree 
with the statements about the entertaining and funny aspects of 
newspaper advertising (items b and e). The statement that newspaper 
advertising could provide them with information about the product use 
of other consumers (item c), was not recognised as a function of 
newspaper advertising (about 60% disagrees, see Table A6.3 in the 
appendix). Respondents generally disagree with the negative statements 
(items f to j). In other words: respondents do not believe that newspaper 
advertising appears at inconvenient moments, is too 'loud', is repeated 
too often and that all ads are alike. The statements about the absence of 
credibility in newspaper advertising and repetition of ads received 
relatively most agreement. 

Magazine advertising 
Not only advertising in newspapers is appreciated, but also advertising 
in the other print medium was positively evaluated. Respondents 
generally agree with the statements that magazine advertising could 
provide them with useful information about bargains and new products 
(items a and d), especially with the latter statement. Most respondents 
generally disagree with the other three positive statements: the social 
information aspect of magazine advertising (item c) and the two 
entertaining aspects of magazine advertising (items b and e). Especially 
the three negative statements about 'inconvenient moments' (item f), 
'too loud' (item g) and 'all alike' (item j) are not perceived as aspects of 
magazine advertising. The statement about repetition (item i) is 
relatively most agreed with, although more than 35% disagrees with this 
statement. The opinion on 'credibility' (item h) is balanced: the 
disagreement group is about the same size as the agreement group (see 
Table A6.3 in the appendix). 

Radio advertising 
Respondents generally disagree with the positive statements about radio 
advertising. In other words: radio advertising does not provide them with 
information about bargains, new products or product use of others, and 
is not entertaining. On the other hand they are neutral about four of the 
negative statements, and (strongly) agree with only one of the negative 
statements, namely that radio advertising is repeated too often. Overall, 
the average scores on these evaluative statements show that 
respondents do not have a strong opinion on radio advertising. They 
generally disagree (a little) with the positive statements and are (on 
average) fairly 'neutral' about the negative statements, except for the 
statement that radio advertising is repeated too often. These findings are 
in line with our results of the qualitative study (study I). This study 
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showed that the interviewees did not have a strong opinion on radio 
advertising, and that radio - including commercials - often functions as 
background medium. These findings are also in line with a Dutch study 
on media perception (Platform'95, 1998). Radio is mostly perceived as 
background medium, while some respondents evaluate its advertising as 
irritating (although not as irritating as television advertising). 

Television advertising 
Compared to the other three media, television advertising is the least 
liked. A majority of respondents most strongly disagree with the 
statements on information about other consumers (item c) and 
information about bargains (item a; see also the appendix). They also 
disagree with the statement that television advertising is funny (item b). 
On the other hand, the respondents mostly agree with the negative 
statements about the repetitive character of television advertising (item 
i) and the inconvenient moment at which commercials appear (item f). 
These two items are the only two items which are skewed (*), meaning 
that the scores on these items are not normally distributed and 
concentrated in the positive categories. This confirms our findings of the 
first study that television irritation is one of the first aspects of 
advertising that comes in mind. Most of the respondents apparently do 
not differ in this respect. 

Belief structure 
To compare the different evaluative beliefs about advertising in the four 
media, it was first analysed to what extent these opinions form one or 
more evaluative dimensions. In a first analysis, all statements for all 
media were included. This factor analysis (Principal Components 
Analysis, followed by Varimax rotation)9 of all 40 items (ten statements 
per medium type) yielded 11 factors with an eigenvalue greater than 1 
(R2=0.62). In general, three factors per medium could be distinguished: 
an irritation factor, an information factor and an entertainment factor (it 
was found that only the information and entertainment items for 
newspaper advertising loaded on one factor). The irritation factor 
consists of the beliefs '... inconvenient moments', '... too loud', '... no 
credibility', '... repeated too often' and '... alike'. The information factor 
consists of the beliefs '... useful information about bargains', '... product 
use of others' and '... new products'. The entertainment factor consists 
of '... funny' and '... entertaining'. These results show the medium 
specificity of respondents' belief structure. This means that the 
respondents' evaluation of, for instance, the information function of 
advertising is different for television and newspapers. Because of these 
clear results, factor analyses for each medium were performed. The 
resulting factor matrix of each analysis confirmed the three factors 
'irritation', 'information' and 'entertainment' for each of the four media 
(see Table A6.4 to Table 6.7 in the appendix). 
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As a final step, summary-scores were computed for each factor by 
computing the sum of the items loading high (>0.35) on that factor and 
dividing by the number of items. This resulted in three new variables per 
medium (Cronbach's alpha of most of these scales was higher than 
0.65, the only exception being 'information' and 'entertainment' for 
newspapers which had values of 0.61 and 0.64, respectively). The 
average scores on the different belief dimensions are presented in Table 
4.7. 

Table 4.7: Average scores on the three belief dimensions 

NP [n=485] MA [n=482] RA [n=471] TV [n=529] 

irritation (n=284) 2.66 aW 2.85 b [b l 3.22 c[b) 3.65 d 'b l 

information (n=322) 3.07 CW 2.97 b(c l 2.43 a[aI 2.41 a[a] 

entertainment (n=340) 2.63 dW 2.59 = M 2.40 a[a l 2.46 b w 

scale: 1 = strongly disagree 5 = strongly agree; a b,c,d: cells with a different letter diffe sign ficantly from each 

other (first letter = row wise comparison, secor d letter [ ] = column wise comparison; Paired Samples T-test, 

missing cases are list wise excluded, p<0.05). 

76 

This table shows that, on average, respondents believe that broadcast 
advertising is more irritating and less informative, and (slightly) less 
entertaining than print advertising. A column wise comparison of this 
table shows that the highest scores for television and radio are for the 
dimension irritation. The highest scores for newspapers and magazines 
are for the dimension information. The fact that information (and to a 
lesser extent entertainment) is associated with print advertising and 
irritation with broadcast advertising was also found in other studies (see 
Chapter 2). 

One of the explanations of these differences is the extent to which 
advertising is perceived as disturbing the expectations with respect to 
medium use. The previously mentioned study on media perception 
(Platform'95, 1998), showed - inter alia - that newspapers are perceived 
as sources of information (news), while television is mostly used for 
transformational reasons (entertainment, relaxation, escape from 
reality). This study also showed that print advertising is perceived as 
providing information, while television advertising highly scores on 
irritation. Advertising in newspapers is possibly perceived as information 
because of the perception of the medium, and the possibilities to search 
the medium for this information. Television, however, is used for 
relaxation. Because television is a display medium, advertising disturbs 
this relaxing moment, and is thereby probably more perceived as 
irritating than advertising in other media. 

Attitude 
Along with these evaluative beliefs, the respondents were asked to what 
extent they are positive or negative about advertising in the various 
media (on a five-point scale). The results show that the previous division 
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of print versus broadcast advertising is also reflected in the 
respondents' general like or dislike of advertising (attitude). The 
percentages of respondents who negatively evaluate advertising are for 
newspapers, magazines, radio and television: 16.1%, 24.8%, 44.5% and 
62.1%, respectively. Table 4.8 shows the average attitude per medium. 
Respondents have on average a negative attitude towards broadcast 
advertising. Their opinion on print advertising on the other hand, is more 
positive. These differences are significant. 

Table 4.8: Attitude towards advertising (average scores) 

positive/negative about ... advertising 

newspaper magazine radio television 

(n=1029) (n=1004) (n=994) (n=1062) 

3.56 d 3.35 c 2.84 b 2.42 a 

scale; 1 = very negative, 5 = very positive; this attitude question is asked to all respondents (CAT1); a,b,c,d = cells 

with different letter differ significantly from each other (Paired Samples T-test, missing cases are excluded list wise 

(n=934, p<0.05)(skewness<l). 

As was described in the previous chapter, the evaluative beliefs about 
advertising are expected to be closely connected with people's general 
evaluation of advertising in that medium. These relationships between 
the belief dimensions, attitude, and other variables are more closely 
analysed in the next chapter. 

4.4 Conclusion 
Three key elements were discussed in this chapter about the perception 
of advertising use and evaluation of advertising. First, it appeared 
difficult for the respondents to recall their behaviour with respect to 
advertising. Second, respondents generally overestimated their amount 
of medium use. The question is whether they also overestimated their 
advertising use. Third, respondents perceive their use and evaluation of 
advertising differently for print and broadcast media. Print is more 
positively evaluated in terms of information, and more actively used in 
terms of selection, (non-) avoidance and attention. On the contrary, 
television advertising is less positively evaluated, more associated with 
irritation, and more often avoided than radio advertising. Radio 
advertising is perceived more so than the other media as part of the 
background, which is poorly attended to. 

Difficulty 
During the in-depth interviews of the first study, it became clear that it 
was difficult for the interviewees to describe their advertising use, 
especially their use of radio and print advertising. It also became clear 
that advertising behaviour was closely connected with the interviewees' 
opinions on advertising ('beliefs') and their evaluation of the function of 
advertising in that particular medium, which were easier for them to talk 
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about. In the subsequent survey (study II), not only general advertising 
behaviour was measured but a more specific estimation of the amount 
of advertising noted as well. To aid this latter estimation, the 
respondents' exposure to advertising was clarified by asking questions 
about the last time these respondents used the medium. Results show a 
substantial number of 'don't know' answers, which indicates a difficulty 
in answering this question. It also indicates the difficulty in memorising 
and visualising the last time of medium use, and more specifically the 
amount of advertising the respondents noted. 

Estimation of use 
The respondents spent quite a long time reading their newspaper, their 
magazine, listening to the radio and watching television. As expected, 
the last time estimations are less subject to overestimation than the 
indication of the time they normally (claim to) use these media. 
Compared with the Dutch Time Budget Survey (SCR 1996), the 
respondents overestimated their use of print and radio. 

Respondents who used the medium for at least one minute, were 
asked to estimate the number of advertisements they noted. Results 
showed that print advertisements were more noted than broadcast 
commercials, also when corrected for duration of medium use. It was 
also shown that only the estimation of broadcast commercials was 
(highly) correlated with duration of use. This difference probably reflects 
different calculation strategies the respondents could have used to 
estimate the number of commercials. For broadcast media, respondents 
could have deduced the number of commercials by means of the 
estimated number of breaks (and thus commercials) in a hour. The 
number of print advertisements, however, depends on positions in the 
specific issue instead of duration of use. 

The estimation of the percentage of advertisements that draw the 
respondent's attention also shows a difference between print and 
broadcast. More print advertisements are estimated to have drawn 
attention than broadcast commercials. This difference probably reflects 
the respondent's willingness to pay attention to print advertising rather 
then a the technical possibilities of broadcast media to attract attention. 
Moreover, radio and television function most of the time as 'wallpaper'. 
The programs as well as commercials are possibly perceived as a 
continuous flow, which can be ignored by paying less attention to it. 

Advertising use and evaluation 
The first study already showed that respondents say they avoid television 
commercials most of the time, by zapping or leaving the room. 
Sometimes television commercials were watched, especially when they 
were funny or relevant. These findings were confirmed by the second 
study, in which respondents were asked to intlicate how often they 
performed certain types of behaviour. Moreover, television advertising is 

y o Mass Media Advertising: Information or Wallpaper? 



most negatively evaluated of the four media, and on average more 
associated with irritation. 

Avoiding newspaper advertising by means of immediately skipping 
the advertisement, appeared to be done more often than avoiding 
broadcast advertising (study II). The first study showed however that 
newspaper advertising is not perceived as an unwanted confrontation, 
and is therefore rarely avoided. Moreover, both studies showed that 
newspaper advertisements are sometimes read and more often paid 
attention to. The indication of these findings is that respondents 
probably perceive their print advertising use as more active than their 
broadcast advertising use. Print advertising is more avoid, selected and 
paid more attention to than broadcast advertising. 

Television and newspaper advertising not only differ most in terms of 
use, but in terms of evaluation as well. Newspaper advertising is 
evaluated as most positive, while television advertising is seen as most 
negative (attitude). Moreover, respondents evaluate newspaper 
advertising as most informative and least irritating. On the other hand, 
television advertising has the highest average score on irritation, and the 
lowest on information. 

The interviews in the first study showed that radio and magazine 
advertising are perceived as part of medium use. Radio commercials are 
hardly noticed because of the secondary use of the medium itself (as 
background noise). This finding explains why the respondents of the 
second study claim to rarely avoid radio commercials and to pay any 
attention to them infrequently. When confronted with commercials while 
listening to the radio, respondents will on average 'sometimes' listen to 
them. Results of the second study with respect to general magazine 
advertising use, show that advertisements are on average sometimes 
skipped, sometimes read, and sometimes paid attention to. Compared 
with the other media, magazine use is said to be very diverse in terms of 
motives and patterns of use (McQuail, 1989; Platform'95, 1998). Since 
the first study showed that magazine advertising is perceived (and used) 
as a part of its content, the diversity of medium use could be reflected 
in use of its advertising content. 

To sum up 
The aim of this chapter was to answer two research questions. First, the 
question 'How do people (claim to) use advertising?' was posed. The 
words 'claim to' were added to this question to underline the fact that 
self-reported or perceived behaviour is measured instead of electronic 
measurement or observation of behaviour. In general, people are more 
willing to pay more attention to print advertising than broadcast 
advertising. Particularly radio commercials are ignored and perceived as 
part of the background - or wallpaper - function of the medium itself. 

The second research question refers to the beliefs and attitudes of 
people with respect to advertising, namely: 'How do people evaluate 
advertising in the media they use?'. The division in print and broadcast 
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media is also shown in the evaluation of advertising. Print advertising is 
evaluated more as information, while broadcast advertising (especially 
television) is perceived by most respondents as negative and irritating. 

This chapter also aimed to discuss the differences between the four 
media (intermedia comparison). As was expected on the basis of pacing 
differences, use as well as evaluation of advertising differ in print and 
broadcast media. As was mentioned throughout this chapter, technical 
differences as well as differences in habits of media use and motives of 
use were reflected in advertising use, evaluation of beliefs and evaluation 
of advertising in general (attitude). In the next chapter, these concepts 
will be further explained by relating them to each other, to medium use 
and to demographics. 
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Notes chapter 4 

1 The observation that it was difficult for the interviewees to talk about their 

magazine reading behaviour was also found in the study of Hermes (1993) on 

reading women magazines. 

2 A consequence of the method of data gatherhg is the possibility that different 

modes could cause differences in results. T-tests showed that only 'last time 

duration of newspaper use' and 'last time duration of television use' were 

significantly influenced by method (t(600)=-4.44, p=0.00 and t(626)=-2.55, 

p=0.01, respectively). When answered by means of the mail questionnaire, 

average duration of last time use appeared higher. This difference had no effect 

on the presented results. 

3 The Time Budget figures are measured by means of a diary in whch was noted 

during a week in October how much time was spent on a lot of activities 

(n=3000) (Faasse & Van Meerem, 1997). 

4 Part of the telephone interviews were recorded, transcribed and analysed by 

means of computer assisted interaction coding. The questions about the 

estimation of ads noted appeared to be one of the difficult questions, since a lot 

of extra interactions - meaning extra questions or explanations - took place 

between the interviewer and the respondent (Vander Zouwen & Dijkstra, 1996). 

5 This study was published in the fall of 1997, and therefore not included in the 

meta-analysis of Chapter 2. 

6 Only a few mode differences occurred. It was shown for item g (Magazine) that 

respondents completing the phone questionnaire paid on average more attention 

to magazine advertising than those completing the mail questionnaire 

(t(547)=3.62, p=0.00). The opposite was the case for item g (Radio) and item h 

(Television). The mail respondents scored on average higher than phone 

respondents (t(524)=3.44, p=0.00 and t(644)=-3.72, p=0.00, respectively). 

These differences had no effect on the presented results. 

7 A restriction to ten statements was made for pragmatic reasons, namely the 

length of the CATI questionnaire. These ten statements were first tested in a pilot 

study (see Chapter 3). 

8 Significant mode differences appeared for only 2 of the 40 belief statements: the 

average score on items i for radio and television advertising appeared higher 

when interviewed by phone. 

9 All factor analyses in this dissertation are based on the Principal Component 

Analysis, followed by a Varimax rotation. The aim of these analyses is to search 

for the best summary variables of various items to be used in further analysis 

(data reduction). The advantage of PCA with Varimax rotation is that different 

components are not correlated and thereby do not explain part of the variance of 

the other components (Knippenberg & Siero, 1994). Another advantage of 

Varimax is that different variables will be more univocally ascribed to a factor 

(Sikkel, 1995). 
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Explaining 
advertising use 

The question 'Why do people use advertising in various media as they 
do', will be answered in this chapter. The data from the second study 
(the survey) will be used to answer this question for newspaper, 
magazine, radio and television advertising. The concept 'advertising 
use' refers to the behavioural statements of the previous chapter and is 
constructed by means of factor scores1. The explanation of advertising 
use is based on the conceptual model of Figure 3.1 and will be 
analysed in two steps. First, advertising use will be related to 
evaluation of advertising (Section 5.1). Second, use and evaluation will 
be both related to the other concepts of the model: medium use and 
demographics (Section 5.2). This explaining of advertising use by 
means of evaluation, medium use and demographics will be done by 
means of regression analyses in order to limit the number of relations 
to be tested at once. LISREL is used to test this complete model with 
more than one dependent variable, and to give an indication of the fit 
between this model and the survey data. In the conclusion (Section 
5.3), the results of explaining newspaper, magazine, radio and 
television advertising use will be compared in order to answer the 
following research question: 'To what extent is advertising use related 
to evaluation of advertising and other user characteristics, such as 
medium use and demographics?'. By comparing these results the 
research question about intermedia comparison will be answered as 
well. 



5.1 Use explained by evaluation of advertising 
Evaluation of advertising was described in the previous chapter. It was 
shown that the respondents were most positive about newspaper 
advertising in terms of the information it provides and in terms of 
general appeal ('liking'). Television advertising on the other hand was 
seen as most negative and irritating. It was also shown that the ten 
belief statements could be reduced to the three factors2 'information', 
'entertainment' and 'irritation'. 

The hypothesis was formulated that advertising use will be directly 
influenced by the attitude people have with respect to advertising in a 
specific medium. Attitude - the degree of like or dislike - is expected to 
be directly influenced by the beliefs people hold with respect to the 
object concerned (i.e. advertising in a specific medium). In the 
conceptual model of Chapter 3, the hypothesis was shown that positive 
(/negative) evaluated beliefs about advertising will result in a more 
(/less) favourable attitude toward advertising, which in turn will be 
positively related to advertising behaviour ('use'). This means that 
beliefs about information and entertainment are expected to influence 
attitude ('liking') positively, while beliefs about irritation will be 
negatively related to attitude (see Figure 5.1). 

information 

entertainment 

irritation 

liking advertising use 

per medium 

Figure 5.1: The expected mediation of attitude (liking) 

In this section, the relation between beliefs, attitude and advertising use 
will be analysed per medium. As was described in Chapter 3, the sample 
size differs somewhat per medium. 
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Newspaper advertising 
The correlation matrix in the appendix shows that 'use'3 and 'liking' are 
correlated significantly (r=0.31, see Table A7.5). The belief factors are 
correlated significantly with 'liking' as well (r=-0.27, r=0.15 and r=0.31 
for 'irritation', 'information' and 'entertainment', respectively), although 
the correlation coefficient for information is relatively low. All relations 
are in the expected direction. 

A LISREL analysis4 was carried out to test the expected relations of 
Figure 5.1. Results of this analysis showed that the model of Figure 5.1 
does not fit (%2(3)=148.31, p=0.00). Only a saturated model, in which all 
belief factors relate to attitude as well as to use, appeared to fit the 
data. In other words: the expectation that the belief factors would only 
be indirectly related to use could not be accepted. Beliefs about 
newspaper advertising appeared to be indirectly as well as directly 
related to advertising use. Especially the belief factor 'entertainment' 
appeared to be strongly related to use, while 'irritation' is more strongly 
related to liking (see Table 5.1). 

Table 5.1: Results LISREL analysis (standardised path coefficients) 

newspaper advertising: 

attitude (i.e. liking) use (i.e. attention) 

liking — 0.10* 

bf irritation -0.25 * -0 .14* 

bf information 0.14* 0.16* 

bf entertainment 0.29* 0.48* 

bf = belief factor, — = not appl ca ble, * significant at the 0.05 level (ba sed on LISREL estimates, Maximum 

Likelihood); Model statist cs: mode IS saturated (AGFI = 0.53); squared mi Itip e correlation: R!
use=0.32, R!nkine=0.16. 

In other words: this table shows that paying attention to newspaper 
advertising ('use') is specifically predicted by the expectations people 
have with respect to the entertainment function of newspaper 
advertising. Despite the fact that most respondents agree with the 
information function of newspaper advertising (see previous chapter), 
this function is less important for the explanation of their willingness to 
pay attention to newspaper advertising ('use'). 

This table also shows that 32% of 'use' is explained by the four 
evaluation variables 'liking', 'irritation', 'information' and 'entertain
ment'. The explained variance of 'liking', however, is relatively low: only 
16% of the variance in this variable could be explained by the three 
belief factors. 

Magazine advertising 
The previous chapter showed that magazine advertising was positively 
evaluated. Most respondents were especially positive about the informa
tion function of magazine advertising. As was the case with newspaper 
advertising, magazine advertising does not irritate, probably because the 
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reader can decide when and how long to read the articles as well as the 
advertisements. This is in line with the finding that magazine 
advertisements are sometimes read, and sometimes skipped. 

These types of behaviour (i.e. 'use')5 appeared to be moderately 
related to liking magazine advertising (r=0.29, p<0.01 ; see Table A7.6 in 
the appendix). The more respondents evaluate magazine advertising as 
positive, the more they are willing to look at magazine advertising. As 
expected, the attitude toward magazine advertising is negatively related 
to 'irritation' (r=-0.20, p<0.01), and positively to 'information' (r=0.20, 
p<0.01) and 'entertainment' (r=0.25, p<0.01). To test whether these 
relations can be considered as fitting the data or whether relations are to 
be added, a LISREL analysis was carried out. As was the case with 
newspaper advertising use, the model of Figure 5.1 does not fit the 
survey data (x2(3)=l 15.00, p=0.00). The addition of relations between 
the belief factors and use eventually resulted in a saturated model. This 
means that - contrary to our expectations - it was shown that the 
mediating role of liking in explaining use is slight. The direct relations 
between the belief factors 'information' and 'entertainment', and 'use' 
are stronger than the indirect relations via 'liking' (see Table 5.2). 

Table 5.2: Results LISREL analysis (standardised path coefficients) 

magazine advertising: 

attitude (i.e. liking) use (i.e. attention) 

liking — 0.13* 

bf irritation -0 .18* -0 .13* 

bf information 0.18* 0.36* 

bf entertainment 0.23* 0.25* 

bf = belief factor, — = not applicable, * significant at the 0.05 level (based on LISREL estimates, Maximum 

Likelihood); model statist cs: model is saturated (AGFI=0.62); squared m i Itiple correlation: R2
use=0.27, R2ilklng=0.12. 

Contrary to newspaper advertising, 'information' (instead of 
'entertainment') appeared to be the most strongly related to magazine 
advertising use. The more respondents agree with the information 
function of magazine advertising, the more they claim to pay attention 
to magazine ads. As was the case with newspaper advertising, the 
dependent variable 'use' is moderately explained by the other variables 
in the model (namely 27%). Moreover, 'liking' is weakly explained by the 
other variables (12%). 

Radio advertising 
As was shown in the previous chapter, radio advertising is almost never 
avoided, and only sometimes listened to. Respondents generally do not 
pay a lot of attention to radio commercials. It was also shown that 
respondents do not have a strong opinion on radio advertising. They 
generally disagree a little with the positive statements about information 
and entertainment and are on average 'neutral' about the negative 
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statements (beliefs) and their attitude towards radio advertising 

('liking'). 
The Pearson correlation coefficients show that the belief factors 

'information', 'entertainment' and 'irritation' are significantly related to 
the degree of like or dislike ('attitude') (r=0.32, r=0.29 and r=-0.24, 
respectively). Attitude is also positively related to 'attention', and 
negatively - albeit to a lesser extent - to avoidance of radio advertising 
(r=0.22 for 'attention' and r=-0.14 for 'avoidance', all significant at the 
0.01 level). The third use variable 'physical avoidance' is not significantly 
related to 'liking' (see Table A7.7 in the appendix). These three use 
variables were based on a factor analysis showing that the behavioural 
statements could be reduced to three factors (see Table A7.2 in the 
appendix). Two of these factors summarised the statements about 
avoidance behaviour ('avoidance' and 'physical avoidance') and one 
factor the statements about paying attention to advertising. 

Again a LISREL analysis was carried out to test the expected 
relations of Figure 5.1 between the beliefs, liking and use. Because the 
items with respect to radio advertising use could be reduced to three 
factors, the model of Figure 5.1 consists of three dependent use 
variables for radio advertising. Results show that this model does not fit 
(X2(12)=72.80, p=0.00). As was the case with the print media, relations 
between the belief factors and use had to be added (see 'a' in Table 
5.3). Six relations were added, resulting in a fitting model (%2(6)=11.70, 
p=0.07). 

Table 5.3: Results LISREL analysis (standardised path coefficie nts) 

radio advertising: 

attitude usel use2 use3 

(i.e. liking) (i.e. attention) (i.e. avoidance) (i.e. physical avoidance) 

liking — 0.09* -0.11 * 0.01 

bf irritation -0.23« -0.10(a) 0.12(a) 

bf information 0.31 * 0.19* (a) -0.10(a) 

bf entertainment 0.28* 0.23* (a) -0.11 (a) 

bf = belief factor, : =not applicable, a = added (based on Modification Index); * sign ficant at the 0.05 level (based 

on LISREL estimates Maximum Likelihood); model statistics X2(6)=11.70, p=0.07 AGFI=0.97; Squared multiple 

correlation: R2
usei= =0.12, RW=0.03, R2

US 3=0.04, R!
hk,ng=0.23. 

This table shows that - contrary to print advertising - primarily liking 
is explained by this model (explained variance is 23%), as well as being 
most strongly (and significantly) related to 'information', 'entertainment' 
and 'irritation'. As was the case with the other media, liking is not 
strongly related to use. Comparing the three use variables, liking 
appeared to be most strongly (negatively) related to avoidance of radio 
advertising. In other words: the less the respondents like radio 
advertising, the more they state that they avoid radio commercials. Of 
the three use variables, attention to radio advertising (i.e. 'usel') is 
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explained relatively well by evaluation of radio advertising (explained 
variance is 12%). The more respondents believe in the entertainment 
and information qualities of radio advertising and the more they like 
radio advertising, the more they are willing to pay attention to radio 
advertising. The other two use variables are hardly explained. 

Television advertising 
Contrary to radio advertising, television advertising is often avoided by 
zapping or leaving the room (see Chapter 4). And when confronted with 
television advertising, commercials will only be watched sometimes. It 
was also shown that television advertising was on average negatively 
evaluated in terms of liking (attitude), information and entertainment 
(belief factors). Primarily the belief statements about irritation are 
generally agreed upon. The correlation coefficients of Table A7.8 in the 
appendix show that 'liking' correlates positively (and significantly) with 
'attention' (i.e. usel)6 and negatively with 'avoidance' (i.e. use2) (r=0.21 
and r=-0.30, respectively). The third use variable ('physical avoidance'), 
however, is not related to liking at all. As expected, the belief factors 
'information' and 'entertainment' have a significant positive correlation 
with 'liking', while 'irritation' correlates negatively with this variable 
(r=0.27, r=0.37 and r=-0.14, respectively). 

To see whether the combination of these relations (in other words: 
the model of Figure 5.1) fits, a LISREL analysis was used. This analysis 
shows that the model does not fit (x2(12)=96.02, p=0.00), nor when 
direct relations between the belief factors and the use variables were 
added (x2(3)=13.23, p=0.01). The model only fits when saturated, or 
when adding relations between the uncorrelated use variables. In other 
words: this poor fit of the television model shows that the hypothesis of 
Figure 5.1 could not be accepted. 

In Table 5.4, the standardised path coefficients and other model 
statistics with respect to television advertising are presented. It shows 
that - conform the model with respect to radio advertising - liking is 
better explained by this model's variables than use is (explained 
variance of liking is 23%). 

Table 5.4; Results LISREL analys s (stand; rdised path coefficients) 

television a dvert sin g: 

attitude usel use2 use3 

(i.e. liking) (i.e. attention) (i.e. avoidance) (i.e. physical avoidance) 

liking — 0.07* -0 .18* 0.04 

bf irritation -0 .14* -0.09 * (a) 0.16* (a) 0.12* (a) 

bf information 0.27* 0.10* (a) -0 .12* (a) -0.02 (a) 

bf entertainmen 0.37* 0.28* (a) -0 .18* (a) -0.05 (a) 

bf = belief factor, — = not applicable a : = added; * significant at the 0.05 level (based on LISREL estimates, ML); 

model statistics: X2(3)=13.23, p= =0.01 (th s model only fits «hen saturated or when a elation between 'usel ' and 

'use2' is added); AGFI=0.93; squared multiple correlation: R usei=0.12, R2„se2=0.15, R2
use3=0.02, R !

hk (ng=0.23. 
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To sum up 
This section showed that the hypothesis of Figure 5.1 - namely that the 
more people believe that advertising in the medium is informative, 
entertaining and not irritating, the more they like advertising, and (thus) 
the more they are willing to use advertising - could not be accepted. For 
all media, (some of the) belief factors appeared to be directly related to 
use. It was also shown that use (i.e. attention) and liking could only be 
moderately explained by evaluation of advertising. Comparing the model 
statistics of the four media, it shows that for print, advertising use is 
better explained than liking (about 30% versus about 15%). For 
broadcast on the other hand, liking is better explained (23% versus 
about 13% for 'attention'). Avoidance of broadcast advertising is hardly 
explained by evaluation of advertising. The only exception being the 
avoidance of television advertising by zapping, muting or not watching 
('use2'), which is for 15% explained by evaluation of television 
advertising. Yet, it indicates that 85% is explained by other variables. In 
the next section, advertising use will be further explained by adding 
medium use and demographics to the analyses. 

5.2 Further explaining advertising use 
In order to test the remaining relations of the conceptual model, several 
demographics and medium use variables were related to use and 
attitude. Based on the meta-analysis of Chapter 2, it is expected that 
younger respondents would be more positive about advertising and 
would pay more attention to advertising. Men are expected to be more 
negative about advertising in terms of their attitude toward advertising 
and behaviour. Besides the demographics age and sex, the number of 
persons in a household ('size of household') is expected to be 
(negatively) related to avoidance, while the role of education is not clear. 
Also the effect of medium use - in terms of amount and frequency of 
use - is not clear. Some studies in Chapter 2 showed that on the one 
hand heavy medium users will avoid (television) advertising more often. 
On the other hand, other studies showed that the more a medium is 
used, the more advertising is liked and the more attention is paid to 
advertising (various media). 

In this study, medium use was measured by asking the respondents 
how many days of the week they generally read their 
newspaper/magazine - i.e. how often they listen to the radio or watch 
television ('frequency'). After this first medium use question, the 

, respondents were asked "And when you read your newspaper/magazine 
(listen to the radio or watch television), how many minutes do you spend 
on it, on average?" ('duration'). Besides the variables 'sex', 'age', 
'education' and 'size of household', the variable 'working hours' was 
added to this study. The in-depth interviews of the first study indicated 
that time left for medium use could be an important variable in 
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explaining evaluation and use of advertising. This relation between time 
left and medium use was shown in the Dutch Time Budget Survey as 
well (SCR 1996): an increased amount of leisure time is spent on 
watching television and to a lesser extent on reading. 

The explanation of advertising use by evaluation of advertising (i.e. 
beliefs and liking), medium use and demographics7 will be analysed in 
two steps. First, a regression analysis8 for each dependent variable will 
be carried out in order to limit the number of relations to be tested at 
once. Second, based on the regression results the complete model with 
more than one dependent variable will be tested by means of a LISREL 
procedure. The results of the different regression results are listed in the 
appendix, while the LISREL results are (per medium) presented in this 
section. 

Newspaper advertising 
In order to see to what extent the survey data fits the conceptual model 
of Figure 3.1 when more than one dependent variable is taken into 
account, an analysis of covariance structures (LISREL) was used. This 
analysis is based on all variables which were included in the regression 
models (see appendix, Table A7.9). In sum, 13 relations were included in 
the causal model. Results of the LISREL procedure show that this model 
fits well (x2(12)=6.49, p=0.89, AGFI=0.99; R2

use=0.33, R2
llklng=0.17, 

R2irritation=0.02, RZ,nformation = 0 . 0 4 , R2
errtertainment=0.02), a l t h o u g h not Very 

parsimoniously (PGFI=0.33). Based on the LISREL estimates (Maximum 
Likelihood), it appeared that two relationships are not significant, 
namely the relationship between 'education' and 'use', and 'education' 
and 'information'9. These relations are not included in the next picture 
(Figure 5.2). The relations shown are significant at the 0.05 level. The 
values are standardised path coefficients. 
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I— frequency 

Figure 5.2: Explaining newspaper advertising use (n=500) 

This model shows that especially the belief factor 'entertainment' 
directly relates to advertising use. Information, the absence of irritation 
and liking relate to this variable as well, albeit to a lesser extent. The 
three belief factors are also indirectly related to use, via liking. This 
model shows that respondents claim to pay more attention to newspaper 
advertising ('advertising use'), and like newspaper advertising more, if 
they believe in the entertaining and information function of newspaper 
advertising and the absence of irritating elements. 

This model also shows that advertising use is not directly related to 
medium use ('frequency') and demographics ('age'). Advertising use 
appeared only (to a small extent) to be indirectly related to these 
variables via the three belief factors. Moreover, Figure 5.2 shows that 
younger respondents are more positive about newspaper advertising (in 
terms of entertainment and absence of irritation). This finding is in line 
with the expectation based on the meta-analysis which showed that age 
is negatively related to evaluation of advertising. Finally, Figure 5.2 
shows that the more often respondents read a newspaper, the more 
positive they are about the information function of newspaper 
advertising and the less they believe newspaper advertising irritates. In 
other words, frequent medium users are more positive about advertising 
(in terms of information and absence of irritation). By frequently using 
the medium, these people possibly have learned to evaluate the 
advertising content as informative and not irritating (compare the 
feedback function in Figure 1.1, based on the Expectancy Value theory). 

91 Explaining advertising use 



Magazine advertising 
Based on the regression results (Table A7.10), several relations were 
added to the saturated model of Table 5.2. This extended model is 
presented in Figure 5.3. The LISREL results show that this model fits 
well (x2(10)=5.70, p=0.84; AGFI=0.99, PGFI=0.28; R2

U5e=0.29, 
R2iiking=0.13, R2irntation=0.02, RJ

in(0rmation=0.01). The relations between 
'education' and 'information, and 'education' and 'attention' are not 
significant10. 

age 
note: the correlation 

between the independent 
variables is not shown 

working hours 

advertising use 
('attention') 

Rz=0.29 

Figure 5.3: Explaining magazine advertising use (n=500) 

The most important difference between this figure for explaining 
magazine advertising use and the previous one for explaining newspaper 
advertising use is the stronger role of the belief factor 'information'. 
While newspaper advertising use was most strongly related to 
'entertainment', magazine advertising use is most strongly related to 
'information'. This means that respondents who differ in their opinion on 
the information qualities of magazine advertising, differ in their 
willingness to pay attention to this type of advertising. As was the case 
with newspaper advertising, demographics add little to the explanation 
of magazine advertising use (compare R2

use of 27% in Table 5.2 with 
R2

use of 29% in this figure). Only 'working hours' is directly related to 
use, indicating that the more hours respondents work per week (on 
average), the more they claim to pay attention to magazine advertising. 

In short, Figure 5.2 shows that respondents pay more attention to 
magazine advertisements ('use') when they perceive magazine 
advertising as relevant to them in terms of expected information and 
expected entertainment. Moreover, they intend to use magazine 
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advertising more often when they are more positive about this medium's 
advertising in terms of liking and (absence of) irritation. 

Radio advertising 
Based on the regression analyses presented in the appendix (Table 
A7.11), some hypothesised direct relations could be accepted and some 
were rejected. The remaining 22 relations were tested by means of a 
LISREL analysis, which shows that this model for explaining radio 
advertising use just fits (x2(48)=65.11, p=0.05; R2

Usei('attention')=0.15; 
R2use2('avoidance')=0-06; R2use3('physical avoidance')=0.06; R 2 | i k m g = 0 . 2 5 ; 

R2mformation=0.02). Although the fit is good enough (AGFI=0.96), this 
model is not very parsimoniously (PGFI=0.45). Three relationships 
appeared to be not significant11. These and three relations with 
standardised path coefficients lower than 0.10 are not included in Figure 
5.4. 

frequency 0.10 
note: the correlation 

between the independent 
variables is not shown 

Figure 5.4: Explaining radio advertising use (n=500) 

Because the three types of radio advertising use are included in one 
model, its graphical presentation is rather complex. In short, this figure 
shows that paying attention to radio commercials ('usel') is directly 
influenced by the respondents' beliefs about the amusing and funny 
qualities of radio commercials ('entertainment') and their beliefs about 
providing information. Besides these two relatively strong relations, 
'attention' is negatively related to 'age' and 'irritation', and positively 
related to 'frequency'. In other words: the more often people listen to the 
radio, the less they think radio commercials irritate and the younger they 
are, the more they pay attention to these commercials. Besides 'age', 
'working hours' and 'size of household' are indirectly related to attention 
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(via ' information'), indicating that people believe more in the information 

qualities (and thus are will ing to pay more attention to radio 

commercials) when they work more hours per week. This is also the case 

for respondents of larger households. 

Liking radio advertising is directly influenced by the presence of 

information and entertainment in radio commercials, and the absence of 

irr i tat ing elements. In other words: the more people believe that radio 

commercials can offer them information ( ' information') and/or 

something to be amused about ( 'entertainment'), the more they are 

positive about radio advertising (' l iking'). They are also more positive 

about radio commercials when they believe less strongly that radio 

advertising is irritating (' irr i tation'). Besides these belief factors, 'l iking' 

is directly influenced by the age of the respondents: the younger they 

are, the more they like radio advertising. Finally, 'working hours' can 

explain some of the variance in ' l iking', albeit to a lesser extent and only 

indirectly via ' information'. The other dependent variables in this model 

('use2' and 'use3') can hardly be explained (R2 is 6% each). Relations 

found are between avoidance and less liking, less entertainment, less 

working hours and less duration of use. 

Television advertising 

First several regression analyses were carried out. The results of these 

analyses are presented in the appendix (Table A7.12). In order to 

estimate the indirect effects on television advertising use as well, the 

remaining complete model was then tested by means of LISREL. These 

results show that this model of 21 relations fits ( x
2 (30)=44.97, p=0.24, 

A G F I = 0 . 9 7 , P G F I = 0 . 3 8 ; R2
Usei('attention')=0.16, R>use2Camidance^0.17, 

R use3('physical avoidance')=0.04, R2|iking=0.26, R2entertainment=0.06, 

R2information=0.02). The next figure shows all significant relations12, which 

a standardised path coefficient of at least 0.10. 
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note: the correlation 
between the independent 

variables is not shown 

working 
hours 

Figure 5.5: Explaining television advertising use (n=500) 

Paying attention to television advertising ('usel') is primarily explained 
by the respondents' beliefs about the entertaining qualities of television 
advertising as well as their age. Figure 5.5 shows that younger 
respondents are more positive about television advertising (in terms of 
'entertaining' and 'liking'), and are more willing to pay attention to 
television advertising. 'Attention' is also - albeit to a lesser extent -
directly related to household size (the more persons, the more attention) 
and the other two belief factors (information and the absence of 
irritation). 

Contrary to radio advertising, avoidance of television advertising (i.e. 
'use2') could be explained as well. Figure 5.5 shows that avoidance is 
negatively related to 'entertainment', 'liking', 'information' and positively 
related to 'irritation'. In other words: the more respondents evaluate 
television advertising negatively (in terms of the belief factors and 
liking), the more they avoid television advertising by zapping, muting, or 
not watching. Besides a negative evaluation, avoidance is negatively 
related to the size of the household. It appeared that the more members 
in a household, the less television advertising will be avoided. This effect 
is confirmed by studies on zapping behaviour, which show that zapping 
occurred less when television is watched in larger households (see 
Figure 2.1, Chapter 2). 
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Intermedia comparison 
Four models to explain advertising use in four media were described. To 
facilitate the comparison, the standardised total effects of all variables 
on liking and advertising use are listed in the appendix. Table A7.15 
shows that newspaper advertising use was mainly influenced by the 
beliefs about the entertaining qualities of newspaper advertising (total 
effect of 0.51), while magazine advertising use was most strongly 
related to beliefs about information (0.39). The attitude towards 
advertising ('liking') is for both print media most strongly related to the 
entertainment function of print advertising (0.29 and 0.23, respectively) 
and the absence of irritation (especially for newspaper advertising: -
0.25). The explained variance of use in both models was acceptable 
(33% and 29%, respectively), although it indicates that more than half 
of the variance in use is explained by other variables. 

Advertising use in the broadcast media (Table A7.16) was divided 
into paying attention to advertising and avoidance of advertising. For 
radio advertising, attention ('usel') was especially related to beliefs 
about entertainment (0.24) and information (0.22), while both types of 
avoidance ('use2' and 'use3') could barely be explained by the variables 
of the model. It was shown that avoidance of radio advertising was most 
strongly related to demographics: respondents who work fewer than 
average claim to avoid radio advertising more often than others. 
Avoidance only relates to beliefs about radio advertising via 'liking', 
which relates relatively strong to beliefs about information (0.29), 
entertainment (0.25) and absence of irritation (-0.22), and age (-0.21). 

Attention to television advertising ('usel') was most strongly related 
to the age of the respondent (-0.28) and entertainment (0.27). It was 
shown that younger respondents and respondents who evaluate 
television advertising as entertaining generally pay more attention to 
television advertising. Avoidance of television advertising ('use2') 
especially relates to disliking (-0.23 for 'liking') and irritation (0.19). 
Liking on was most strongly explained by beliefs about entertainment 
(0.34), and - to a lesser extent - beliefs about information (0.27) and 
the age of the respondent (-0.23). Contrary to print media, attention to 
broadcast advertising could not be explained very well by variables in the 
model (15% and 16%, respectively). Of all media, newspaper 
advertising use could be explained best of all (33%; magazine 
advertising use is 29%). Remarkably, demographics and medium use 
were not strongly related to print advertising use. Demographics -
especially age - were more important in explaining broadcast advertising 
use. Medium use appeared to be only (somewhat) important for radio 
advertising. 

The previous comparisons of total effects are summarised in the next 
table. This table shows the relative importance of each effect ( '1 ' is most 
important, '5' is least important' and '0' is no effect or very weak 
effect). 
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Table 5.5: Relative importance of effects (l=most important), per medium 

attention avoidance * liking 

NP MA RA TV RA TV NP MA RA TV 

liking 4 5 0 0 2 (0) 3 (0) — - — — 
irritation 2 3 4 4 0 (0) 2 (2) 2 3 3 4 

information 3 1 2 3 0 (0) 4 (0) 3 2 1 2 

entertainment 1 2 1 2 0 (2) 1 (0) 1 1 2 1 

frequency/duration 0 0 5 0 3 (0) 0 (0) 0 0 0 3 

age 0 0 3 1 0 (0) 0 (0) 0 4 4 0 

working hours 0 4 0 0 1(1) 0(1) 0 0 0 0 

size household 0 0 0 3 0 (0) 5 (0) 0 0 0 0 

relative importance of the effect (based on total effects in LISREL models): 0 = not (significantly) re ated or very 

weakly related (<0.10); 1 = strongest related, 5 = weakest related; * the first figure refers to the factor avoidance in 

general', the figure within brackets refers to the other avoidance variable 'physical avoidance '; NP = newspaper 

advertising, MA = magazine advertising, RA = radio advertising, TV = television advertising. 

All in all, the belief factors 'entertainment' and (to a lesser extent) 
'information' are most important in explaining attention to advertising in 
all four media. As was predicted by the Expectancy Value theory of the 
first chapter, expectations regarding the gratifications offered by the 
medium content (i.e. advertising) as well as its evaluation influence the 
use of this content. Remarkably, 'age' appeared to have the most (total) 
effect on paying attention to television advertising. Besides beliefs about 
entertainment and information, the age of the respondent appeared to 
have a relatively strong influence. As expected, younger respondents 
were more positive about television advertising than older respondents, 
and were more willing to pay attention to television advertising. This 
effect is possibly caused by the television environment they have grown 
up with (see also next section). 

Avoidance of (broadcast) advertising is mainly influenced by the 
beliefs as well, although not as strongly as paying attention to. To put it 
simply: respondents claim to avoid advertising more often when they do 
not believe in the 'entertainment' function of radio advertising and 
believe in the irritation effect of television advertising. Remarkably, 
working hours appeared to have the most strong total effect on 
avoidance of (radio) advertising: the less hours respondents work per 
week, the more they claim to avoid radio advertising. This rather 
unexpected effect can be explained by radio listening at work or whilst 
driving to work (see also next section). 
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5.3 Conclusion and discussion 
A brief answer to the leading question of this chapter 'Why do people 
use advertising?' is 'Because they like it'. Results of the survey generally 
show that the more people like advertising in a medium and the more 
they evaluate it as informative, entertaining and not irritating, the more 
people are willing to pay attention to advertising. Medium use and 
demographics added only little to this explanation. Per medium this 
explanation varies a little, although differences mainly exist between the 
print and broadcast media. 

This chapter aimed to answer two research questions. First: to what 
extent is advertising use related to people's evaluation of advertising 
( la) and to other user characteristics, such as medium use and 
demographics (lb)? Second: this chapter aimed to compare media 
differences (2). The question is to what extent the explanation of 
advertising use differs in the four different media. In this section, the 
most important results will be repeated in order to answer these 
questions. 

Question la: The role of people's evaluation of advertising 
To test the relation between advertising use and evaluation, it was 
hypothesised that use would be indirectly related to the beliefs about 
advertising via attitude (i.e. liking). Results showed that this hypothesis 
could not be accepted. The beliefs appeared to be more strongly related 
to use than to liking. Results also showed that advertising use could only 
be explained to some extent by evaluation of advertising. The explained 
variance of use varied between 32% for newspaper advertising and 19% 
for radio advertising. Newspaper advertising use appeared to be most 
strongly related to beliefs about the entertaining qualities of newspaper 
advertising. Despite the fact that the beliefs about the information 
function of newspaper advertising is most agreed upon (see previous 
chapter), it was shown that the variation in entertainment is a better 
predictor of the variation in use. This relation indicates that most people 
perceive newspaper advertising as informative, but will pay (more) 
attention to newspaper ads when they evaluate these ads as 
entertaining. 

Magazine advertising use on the other hand was most strongly 
related to beliefs about the information function. In other words: people 
will pay more attention to magazine advertising when they expect to be 
informed by the ads. In the broadcast models, the variance in liking 
could be better explained by the beliefs about information, 
entertainment and (absence of) irritation than attention and avoidance. 

Based on these findings, the previous hypothesis is reformulated in 
the expectation that liking as well as beliefs about entertainment and 
information are positively related to use, while beliefs about irritation are 
negatively related to use (hypothesis la). Since 'advertising use' refers 
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to 'attention' (all media) as well as to 'avoidance' (broadcast 
advertising), it is also hypothesised that evaluation is be positively 
related to 'attention' and negatively to 'avoidance' (hypothesis lb). 

Question lb: The role of medium use and demographics 
In order to further explain advertising use, some hypotheses were added 
to the previous relation between evaluation and use (hypothesis 1). It 
was further hypothesised in Section 5.2 that age would be negatively 
related to these concepts (hypothesis 2), that men would be more 
negative about advertising in terms of evaluation and use (hypothesis 3), 
that the relation between household size and these concepts would be 
positive (hypothesis 4), and that time left for medium use would be 
positively related to evaluation and use (hypothesis 5; measured as a 
negative relation between working hours and evaluation and use). 
Besides these five hypotheses, it was expected that education 
(hypothesis 6) and medium use (hypothesis 7) would be related to 
evaluation and use. The directions of these two effects were not 
predicted, because a negative as well as a positive relation were found in 
the literature. These expected relations as well as the results are 
summarised in Table 5.6. 

Table 5.6: Conclusions on explaining use and evaluation of advertising in (our media 

hypotheses: newspaper magazine radio television 

(1) evaluation 1 1 1 1 

(2) age 0 !(.) 1 1 

(3) sex ('men') 0 0 0 0 

(4) size household 0 0 0 1 

(5) time left 0 1 a 1 a 1 a 

(6) education 0 0 0 0 

(7) medium use 0 0 1 a l aie) 

0=rejected, l=acceptec , la =accepted, but in reversed direction (hypoth 5sis 5) or specification of direction, namely 

positive (hypothesis 7): (e) = only evaluation. 

Regression and LISREL analyses showed that evaluation of 
advertising was significantly related to advertising use and in the 
expected direction (see ' 1 ' in Table 5.6). As was mentioned before, a 
positive evaluation results in 'positive' use of advertising in terms of 
paying more attention to it and less avoidance. The second hypothesis 
was accepted as well: younger people are more positive about 
advertising and are more willing to pay attention to advertising 
(especially broadcast). Although results indicated that men are more 
willing to avoid advertising, this relation was not significant. Therefore, 
the third hypothesis could not be accepted ('0'). Household size 
(hypothesis 4) was not significantly related to print advertising use, but 
did relate significantly (and in the expected direction) to television 
advertising use ('I '). It was shown that larger households were more 
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positive about the information function of radio advertising. It was also 
shown that household size was positively related to television use 
(namely positively to attention and negatively to avoidance). The fifth 
hypothesis was accepted, because it was shown that time left (i.e. the 
number of working hours per week) significantly relates to evaluation 
and advertising use (for three of the four media). It appeared however 
that this relation was negative instead of positive. It was shown that the 
fewer hours a person spends on working - and thus the more time left 
per week - the less this person uses magazine advertising or broadcast 
advertising (in terms of more avoidance). On the one hand, this relation 
could mean that time left for medium use (and thus advertising use) is 
not determined by the hours worked. On the other hand, this positive 
relation between working hours and use could indicate that advertising 
is used at work and to save time and is therefore more 'useful' for 
people with less time available for medium use. 

Finally, education and medium use were expected to relate to 
evaluation and use without specifying the direction of these relations. 
Results show that education was not significantly related to one of the 
dependent variables. This hypothesis could therefore not be accepted. 
Medium use on the other hand appeared to be somewhat related to 
radio advertising use. It was shown that frequency of radio use was 
positively related to paying attention to radio commercials, while 
duration of radio use was negatively related to avoidance of radio 
commercials. The seventh hypothesis was therefore accepted (for radio 
advertising), with the addition that medium use positively influences 
advertising use. The relations between medium use (frequency or 
duration of use) and use or liking of the other types of advertising were 
not significant or extremely weak. 

Finally, it was shown that medium use and demographics did not add 
much to the explanation of advertising use, especially not for print 
advertising. The explained variance increased by 1 percent point for print 
advertising. However, the explained variance of broadcast advertising 
use increased by 8 and 6 percent points by expanding the model (for 
radio and television advertising, respectively). 

Question 2: Intermedia comparison 
By answering the previous question, it was shown that the explanation of 
advertising use differs per medium. It was expected that print and 
broadcast would differ - inter alia - as a result of the difference in the 
control people perceive in using the medium and its advertising content 
('internal pacing' vs. 'external pacing'). As expected, results show that 
the main differences were found between print and broadcast media. 
Prudence however is called for, because the dependent variable 
'advertising use' is not measured in exactly the same way for print and 
broadcast (see previous chapter for exact statements used). Moreover, 
factor analyses showed that print advertising use consisted of one factor 
while for broadcast advertising more factors emerged (attention as well 
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as two types of avoidance). Despite these differences in 
operationalisation, it was generally shown that evaluation - in terms of 
entertainment - and age were important in explaining attention to 
broadcast advertising, while evaluation in terms of the entertainment 
and information functions of advertising related more strongly to 
attention for print advertising. The implication of this finding in terms of 
the pacing differences is that the information function of advertising is 
only relevant when the medium allows the user some degree of control 
(print media are 'search media' or media with internal pacing). When 
advertising is only displayed to the medium user (broadcast media are 
'display media' or media with external pacing), a general evaluation in 
terms of (dis)liking and (absence of) irritation is more appropriate. 
Expectations ('beliefs') concerning information or entertainment are of 
no use since medium users are not allowed to determine for themselves 
when and for how long they are exposed to the commercials. 

Another difference between print and broadcast advertising is the 
extent to which the other user characteristics add to the explanation of 
use. It was shown that these other characteristics hardly influence the 
variation in print advertising use ('attention') at all but did influence 
broadcast advertising use ('attention'). Especially the demographic 'age' 
appeared to be related to broadcast advertising use. As was shown in 
the meta-analysis of Chapter 2, youngsters are more positive about 
advertising and will therefore pay more attention to advertising. This age 
difference can be explained by the fact that young adults were raised in 
a multimedia environment and therefore used to the different visual and 
auditory stimuli of the display media (see for instance: Neijssel & Smit, 
1998). This difference in acceptance of stimuli does not play an 
important part in using print media. 

Size of household was only related to television advertising use, while 
medium use only relates to radio advertising use. Both effects can be 
explained by the nature of medium use. While television is often watched 
in company (in larger households), the other media are more often used 
alone. Studies on zapping showed that this kind of avoidance behaviour 
occurred less often when more people are watching the program (see 
Chapter 2). As was mentioned in the previous chapter, radio is mostly 
used as background medium in which advertising is accepted as part of 
this auditory 'wallpaper'. The 'heavy' radio listeners probably accepted 
radio advertising as part of radio broadcasting (otherwise they would 
have listened less to the radio in general). Moreover, those who are 
irritated by radio advertising, will possibly listen less to the radio (and 
thus pay less attention to radio advertising). 

In conclusion, the results of the second study showed that about 30% of 
the variance in advertising use could be explained by the evaluation of 
advertising in that medium and some of the other user characteristics. 
Advertising use was conceptualised in this chapter as a general 
indication of what people claim they will do when confronted with 
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advertising in that particular medium. In terms of attitude theories, this 
could be interpreted as the behavioural component of the attitude 
construct or the attitude towards behaviour. In this sense, some might 
say that it is not surprisingly that beliefs, general evaluation and general 
advertising behaviour are related to each other. The next question would 
then be to what extent these attitudinal components are related to 
'actual' noticing of advertising. If this general advertising behaviour 
were unrelated to actually noting specific advertisements, it would 'only' 
be an attitude construct. However, if these variables are related, general 
advertising behaviour can be seen as an indicator of (actual) behaviour. 
This relationship will be dealt with in the next chapter. 
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Notes chapter 5 

1 'Advertising use' is constructed by means of the general behavioural statements 

as described in the previous chapter (see Section 4.2.2). The estimation of last 

time use (Section 4.2.1) is not used, because of the difficulty of the respondents 

in giving this estimation, resulting in a lot of missing values. The behavioural 

statements were reduced to one or more factors per medium by means of a 

factor analysis (Principal Component Analysis withVarimax rotation). The results 

of the factor analyses per medium are presented in the appendix (see Table A7.1 

and Table A7.2). The advantage of PCA with Varimax rotation is that different 

components are not correlated and therefore do not explain part of the variance 

of the other components (Knippenberg & Siero, 1994). Moreover, a correlation 

was calculated between the factor based on factor scores and the computed 

summary score of the individual items to test whether these factors are unjustly 

'forced' in a situation of independence. This is not the case since most 

correlation coefficients are higher than 0.90 (see appendix, Table A7.3 in the 

appendix). 

2 The factors are based on factor scores (see Table A6.4 in the appendix). These 

belief factors correlate highly with the variables based on summary scores of 

individual items (see Table A7.4 in the appendix). 

3 See results factor analysis in appendix (Table A5.1). This 'use' factor refers to 

attention given to newspaper advertising. 

4 All LISREL analyses in this dissertation are based on the covariance matrices. 

LISREL analysis can be used to test structural models. The causality of the 

relations in non-experimental research is based on theory. In the analysis it is 

tested to what extent the theory (the model) fits the data. In a LISREL model, the 

Adjusted Goodness of Fit (AGFI) varies between 0 (no fit) and 1 (perfect fit). A 

fitted model is further characterised by a probability (p) value (belonging to the 

X2) of more than 0.05. See for information about LISREL: Boomsma, 1989; Saris 

& Stronkhorst, 1984. 

5 See results factor analysis in appendix (Table A7.1). This 'use' factor refers to 

attention given to magazine advertising. 

6 See results factor analysis in appendix (Table A7.2). As was the case with radio 

advertising use, this factor analysis yielded three factors ('attention', 'avoidance' 

and 'physical avoidance'). 

7 'Sex' is a dichotomous variable (1 means 'men' and 0 means 'women'). 'Job' is a 

dichotomous variable as well, indicating that 1 means having a job (part time or 

full time, housework was not considered as having a job) and 0 means having no 

job. Those who have a job were asked how many hours they work on average per 

week, overtime not included ('working hours', 0-80 hours). 'Education' existed 

originally of eight categories and is for this analysis coded as 'low' (1), 'medium' 

(2) and 'high' (3). The other demographics were measured as continuous 

variables. 

8 The advantage of using regression analysis (method: Backward) is to see to what 

extent the explanation of the different dependent variables (Section 5.1) is 

increased by adding demographics and medium use to the list of predictors. The 
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other (pragmatic) reason is that the results of these regression analyses can be 

used to reduce the number of relations to be tested in the LISREL procedure. 

9 Exclusion of these two relations (and thus exclusion of the variable 'education') 

still results in a fitting model (x2(9)=6.27, p=0.71; AGFI=0.99, PGFI=0.32). 

10 Exclusion of these two relations (and thus exdusion of the variable 'education') 

still results in a fitting model (x2(5)=3.25, p=0.66; AGFI=0.99, PGFI=0.18). 

11 Exclusion of these three relations (and thus excluding the variables 'sex' and 

'education') still results in a fitting model (x2(35)=32.48, p=0.59; AGFI=0.98, 

PGFI=0.44). For information about all relations, see: Table A7.13 in the appendix. 

12 Exclusion of the not significant relation (and thus excluding the variable 'sex') still 

results in a fitting model (x2(25)=36.89, p=0.06; AGFI=0.97, PGFI=0.37). The 

complete model is presented in the appendix, Table A7.14. 
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Noticing specific ads 
The central question in this chapter is: 'To what extent do people 
notice specific advertisements, and to what extent is this related to 
characteristics of the advertisements (such as product category), and 
to user characteristics (such as beliefs, attitudes and behaviour 
towards advertising)?' The results of three different studies will be 
used to answer this question. In Section 6.1, part of the results of the 
nation-wide survey (study II) is presented to illustrate how little 
respondents were able to recall a television commercial during the 
telephone interview. Different measures are compared by means of an 
experiment (study III) which is described in Section 6.2. The aim of 
this experiment is to test whether 'recognition' would be a better 
method than 'recall' for measuring the amount of magazine 
advertisements and television commercials respondents claimed 
seeing before. In Section 6.3, results of the fourth face-to-face study 
on noticing magazine advertisements are used to analyse which 
advertisements are more recognised than other advertisements. 
Finally, LISREL analysis is used in Section 6.4 to test the relations 
between the recognition of specific advertisements, the respondents' 
claimed advertising behaviour and other user characteristics, such as 
beliefs, attitudes, medium use and demographics. 



6.1 Retrieval problems (study II) 

At the end of the telephone interview of study II, all respondents 
(n=1065) were asked what they recall of the (at that time) new 
advertising campaign for the Dutch beer Grolsch. They were first asked 
for what beer brand they recently saw an advertising campaign ('brand 
recall'1)- Almost 40% of the respondents spontaneously recalled seeing 
the campaign for Grolsch2. The others named other brands (33.8%), 
described an advertisement without naming a brand (5.8%), or stated 
that they were not aware of any recently advertised beer brand (20.6%). 
The respondents who did not spontaneously recall the brand (n=641), 
received an extra question and were asked whether they recalled recently 
seeing an advertisement for Grolsch ('aided brand recall'3). More than 
40% of these respondents said 'yes', which resulted in a 'total brand 
recall' of 65.1% of the sample (n=693) (see Table 6.1). 

Table 6.1: Brand recall Grolsch (n=1065) 

n % 
unaided brand recall 424 39.8 

aided brand recall 269 25.3 
total brand recall 693 65.1 

These 693 respondents were then asked in what medium (or media) they 
saw this campaign4. The respondents who recalled seeing the new 
commercial on television (n=567) were then asked to recall the theme 
(pay-off) of the campaign or describe the commercial ('ad recall'5). The 
same question was asked to the respondents who recalled seeing the 
advertisement in a newspaper (n=86). Only 28 respondents accurately 
remembered the pay-off of the television commercial ( 'Komt tijd, komt 
Grolsch')6, 34 respondents named the 'old' pay-off which is also referred 
to in this campaign ('Vakmanschap is meesterschap'), and 70 
respondents only referred to content elements of the commercial. The 
others (n=211) described another commercial for the same brand. Only 
7 respondents remembered the text of the newspaper advertisement, 6 
respondents named some content elements and 18 respondents 
described another advertisement for Grolsch (see Table 6.2). 

Table 6.2: Ad recall Grolsch (% of sample, n=1065) 

television commercial 

(a) recalled seeing the new ad on television/in a newspaper 

(b) recall pay-off 1 ('Komt tijd, komt Grolsch') 

(c) recall pay-off 2 ('Vakmanschap is meesterschap') 

(d) recall one or more content elements 7 

total recall of specific ad ('proven' ad recall) [b+c+d] 

n % 
567 53.2 

28 2.6 

34 3.2 

70 6.6 

132 12.4 

newspaper ad 

n % 
86 8.1 

2 0.2 

5 0.5 

6 0.6 

13 1.2 

106 M a s s M e d i a Advertising: Information or Wallpaper? 



Figure 6.1 pictures the results of brand recall and ad recall. The 'funnel' 
effect is striking: only 12.4% of the respondents (n=1065) actually 
recalled elements of the new Grolsch television commercial and 1.2% 
recalled elements of the newspaper advertisement. 

sample 
n=1065 

T 
Dran unaided brand recall 

yes: n=424 *• " ^ no: n=641 

I 
aided brand recall 

V̂ 
yes: n = 269 no: n=372 

t 
total brand recall 

I 
medium? 

television 

t 
ad recall 

^ 

newspaper 

ad recall 

no: n=224 yes: n=343 yes: n=31 no: n=55 

'proven' ad recall: n=13 

1.2% of the sample 

'proven' ad recall: n=132 

12.4% of the sample 

Figure 6.1: Funnelling from 100% to less than 15% of the sample 

In other words: it appeared difficult for the respondents to recall the 
television commercial of the new advertising campaign. While the 
majority of respondents recalled recently seeing an advertisement for 
Grolsch when given the product category as a cue, only 12.4% was able 
to 'prove' this recall by naming the pay-off or describing other elements 
of the television commercial. A comparison of the recall scores of the 
target group 'men and beer users' (n=375) with the scores of the rest of 
the sample, showed no significant differences. Recalling the newspaper 
advertisement seemed even more difficult. 

The question is whether these figures are also found in other studies. 
Since 1984, all television commercials in South Africa have been tracked 
by means of a telephone survey of 200 respondents a week ( DuPlessis, 
1994a). For each television commercial, ad recall measures are taken 
two or three weeks after its first appearance. This has resulted in a 
comprehensive database of some 10,000 commercials. DuPlessis found 
that the norm (average recall) for a commercial after three weeks on the 
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air is about 14%. Based on these South Africa data and the 8% norm in 
England, DuPlessis8 assumes that the previous result of 12.4% for The 
Netherlands is not exceptional. However, an ad recall percentage of 
12.4% does reflect the difficulty of those respondents who at first 
recalled seeing the new advertising campaign and were later not able to 
describe any elements of the commercial. The question is how this 
effect can be explained. One possible explanation is the media schedule. 
In Figure 6.2, this schedule is presented by means of the grey bars. 

48 49 50 

Week (1995) 

Recall (lines): Media input (bars): 

f1 ' "1- total ad recall tv commercial • 4 5 " television commercial 
< » ~ proven ad recall tv commercial | 1 / 1 newspaper and magazine ad 
(3) — total ad recall print ads 
<*> — proven ad recall print ads 

Figure 6.2: Media schedule and recall figures per week 

The Grolsch campaign started December 2, 1995 (week 48) with a 
newspaper ad (1/1 page) and some short teasers on television. 
Broadcasting of the 45" television commercial started in week 49. The 
data from the telephone survey were conducted over nine weeks. The 
percentages shown (the four lines) are based on the number of 
respondents who recalled seeing the new Grolsch ad ('total ad recall' or 
'proven ad recall') divided by the number of respondents in that week9. 
In week 52 no telephone calls were made because of the holiday period. 
The figures shown for this week are the average scores of weeks 51 and 
1. Figure 6.2 shows that the total ad recall curve for television does not 
follow the media input: after week 51, the curve declines in stead of 
increases. The curve of proven ad recall on the other hand, is more a 
result of media scheduling: during the first burst, ad recall increases 
until week 2, and decreases thereafter until the next burst in week 5. 
This difference between the curves can be caused by the scheduling of 
another Grolsch commercial during the same period. During the 
interview period it was clear that some respondents recalled the 
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commercial for Grolsch winter beer, which was on the air in December 

1995. 
More importantly, it is possible that a lot of respondents were 

actually exposed to the specific commercial, but were not able to recall 
it. There are several causes for this retrieval problem. In the first place, 
the first study (see Chapter 4) showed that advertising is relatively 
unimportant for most people and thereby not well elaborated 10. Also the 
confusion due to two campaigns at the same time makes this 
elaboration even more difficult (Kent, 1994). Secondly, retrieval of 
information is inhibited when the wrong cue is given during the interview. 
In this study, the interviewer asked the respondent to describe the 
commercial ('ad recall'). Because most advertising enters the mind via 
the eyes, a recall measure tries to establish traces of the memories that 
were formed mainly visually (DuPlessis, 1994a). In other words, the 
potential visual storage of the Grolsch commercial had to be retrieved 
from memory by means of a verbal cue given by the interviewer at the 
other end of the telephone line11. Visual prompting - as used in 
recognition measures - could have fitted the memory traces better. 

Both recall and recognition measures involve the ability of an 
advertisement to have attracted attention and to have entered memory. 
After comparing both methods, DuPlessis (1994a, p.79, 1998) 
concludes that the difference between the two methods lies in the cueing 
material to prompt memory: recognition shows the commercial (or a 
version of it), while recall is a verbal prompt. The recognition method 
was introduced by Daniel Starch in the twenties. Under Starch, the 
technique of 'noted scores' became a syndicated service in 1933. In it, 
respondents were asked whether they 'noted' advertisements in a 
magazine and, if so, whether they 'read most' of it (Dunn, 1990). 
Shortly thereafter, George Gallup developed a measure of print recall. 
Gallup did not show people the ads themselves. Instead he asked them a 
series of questions to ascertain whether they had or had not seen an 
advertisement (Biel, 1996). The discussion about which of these 
measures is best, has been going on for forty years (see for instance 
Gibson, 1983; Krugman, 1977). Recognition is said to overestimate the 
number of advertisements seen ('overclaim'), especially for disliked 
material. Recall on the other hand is criticised for being overly based on 
words (arguments) instead of emotions, images, or music (Hansen, 
1995; Hoogerbrugge, 1997). 

6.2 Recall vs. recognition (study III) 
In a subsequent study, we further elaborate on the retrieval problem by 
conducting an experiment in which the difference between recall and 
recognition of television commercials and magazine advertisements was 
tested. This experiment was partly based on Zielske's (1982) studies on 
the recollection of different types of advertisements (see Chapter 3). 
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The aim of our experiment (study III) is to compare different measures 
for noticing advertisements in two different media. Two groups of 40 
respondents were asked whether they noted the magazine advertisement 
or television commercial for a specific brand12. The first group (rh=40) 
was first given the brand as a cue and then asked to describe the ad 
('proven recall'). The same ad was shown to the second group (n 2=40) in 
a masked form. This latter group was asked whether they had seen the 
ad before, and if so, to fill in the missing brand name ('proven 
recognition'). Each respondent answered the questions for eight 
magazine advertisements and eight television commercials. The results 
of these two different measures are summarised in Table 6.3. 

Table 6.3: Recall versus recognition (% of the respondents with correct cl aim) 

recall (ni= =40) recognition (n2 =40) 

magazine television magazine television 

0 of 8 ads 87.5% 27.5% 7.5% 2.5% 

1 of 8 ads 10.0% 32.5% 12.5% 7.5% 

2 of 8 ads 2.5% 20.0% 17.5% 22.5% 

3 of 8 ads 0.0% 15.0% 22.5% 20.0% 

4 of 8 ads 0.0% 5.0% 15.0% 32.5% 
5 of 8 ads 0.0% 0.0% 12.5% 12.5% 

6 of 8 ads 0.0% 0.0% 10.0% 2.5% 

7 of 8 ads 0.0% 0.0% 2.5% 0.0% 

8 of 8 ads 0.0% 0.0% 0.0% 0.0% 

> 0 ads 12.5% 72.5% 92.5% 97.5% 

> 4 ads 0.0% 0.0% 25.0% 15.0% 

This table shows that for the magazine advertisements, 87.5% of the 
respondents recalled none of the eight advertisements, compared with 
7.5% that were not able to recognise one of the ads and fill in the 
missing brand. A difference of 80 percent points or 32 respondents. A 
smaller difference (of 25 percent points) occurred for remembering the 
television commercials: 27.5% recalled none of the commercials 
compared with 2.5% that did not correctly name the missing brand. In 
other words, measuring noticing ads by means of recognition results in 
more correct claims. This difference between the recall and recognition 
figures is especially apparent for magazine advertisements. When 
measured by means of recognition, 92.5% of the respondents had at 
least one of the magazine advertisements correct ('> 0 ads'). When 
measured by recall, only 12.5% had at least one correct claim. For 
television commercials, this difference is much smaller (97.5% and 
72.5%, respectively). This media difference also emerged for a more 
strict criterion of more than half of the advertisements correct ('> 4 
ads'). 

To test the previous observed differences o'n an average level, a 
Paired Samples T-test was conducted. This test shows that the average 
number of noted television commercials (mean=1.43) differs 
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significantly from the number of noted magazine advertisements 
(mean=0.15) when measured by means of recall ( t(39)=-6.20, p=0.00). 
This is not the case when measured by means of recognition 
(mean=3.15 and 3.20 respectively, t(39)=-2.21, p=0.84). To test 
whether recognition results in higher correct claims than recall, the 
average scores of the two measurements are compared. An Independent 
Samples T-test shows that both groups differ significantly in noticing 
both types of advertising. Moreover, the difference in average scores is 
higher for magazine advertisements (difference: 3.0; t(78)=-9.49, 
p=0.00) than for television commercials (difference: 1.77; t(78)=-10.08, 
p=0.00). 

In this study, some other variables were measured which were 
expected to influence the respondents' recognition or recall of 
advertisements. These variables are the respondents' general awareness 
of a brand in a given product category ('brand awareness'), the 
likeability of the advertisements and their use of the advertised brand 
('brand use'). An analysis of covariance showed that the main effect of 
measurement type on noticing magazine advertisements is still 
significant when controlled for these three variables ( F(l,75)=30.61, 
p=0.00). Of these variables, only the interaction effect of 'brand 
awareness' is significant (F( l , 75)=17.81, p=0.00). The more 
respondents are aware of the measured brand, the more they 
recognised the magazine advertisements. For noticing television 
commercials, the main effect of type of measurement is significant as 
well (F(l,75)=18.82, p=0.00) when controlled for 'brand awareness', 
'likeability' and 'brand use'. Only the interaction effect of likeability is 
significant (F(l,75)=21.54, p=0.00), indicating that the more 
respondents like the commercials, the more they recognised them. 

In conclusion, a measurement of the number of specific advertisements 
noted by means of recognition resulted in significantly higher correct 
claims than a measurement by recall, especially for magazine 
advertisements. This effect of measurement type is still significant when 
'brand awareness' (for magazine advertisements) and ' likeability' (for 
television commercials) are taken into account. This means that the 
difference between recognition and recall is especially apparent for 
magazine advertisements. Awareness of the brand name enhances this 
effect, possibly because familiarity with the brand name draws the 
reader's attention to the ad while she is skimming the magazine. For 
television commercials the difference between recognition and recall is 
smaller - but significant -, and enhanced by a positive evaluation of the 
specific commercial. As was mentioned in the previous chapter, an 
evaluation in terms of liking and disliking is especially appropriate for 
using a medium with external pacing. While the commercials are being 
displayed to the viewer, it will be looked at when liked. If the commercial 
is evaluated as bad, it will be avoided. 
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6.3 Noticing magazine advertisements (study IV) 
Based on the previous results, recognition can be considered as an 
appropriate method for measuring whether respondents noted specific 
magazine advertisements. Validation of the copy-test (which is based on 
recognition) by means of camera observation shows that this method is 
fairly accurate (Bronner, 1987; Brown, 1990; Bunn, 1982; Cebuco, 
1985; Kent, 1994; Walter, 1995). 

As a result, 'noticing magazine advertisements' was measured in our 
next and final study as having seen the advertisement before 
('recognition') and being able to prove this recognition by filling in the 
missing part of the advertisement ('proven recognition'). This final study 
(study IV) was conducted in a face-to-face situation in which the copy-
test was used (see Chapter 3). Following the procedure of this method, 
all respondents were asked to go through their most read magazine title, 
and to indicate for each advertisement whether they had seen that ad 
before ('recognition')13. Results show that all respondents were shown at 
least two and at the most seventeen advertisements (dependent on the 
number of advertisements in the selected magazine). A total of 671 
advertisements were shown to 88 respondents, or about eight 
advertisements per respondent. Of all advertisements shown, on average 
44.1% were recognised (or 296 ads). This is about 5 percent points 
lower than the average recognition scores for women's magazine 
advertisements, as measured in the standardised questionnaire of RRO 14 

(Admedia, 1997), and about 10 5 percent points lower than the average 
recognition score of 53% for television commercials (DuPlessis, 1994a, 
p.86). Furthermore, the respondents were asked to fill in the missing 
brand name ('proven recognition'). Of all ads recognised, 25.3% (or 75 
ads) were 'proven' recognised by filling in the correct brand name. This 
is 11.2% of all advertisements shown. In Table 6.5, the percentage of 
ads that are recognised and proven recognised are presented per 
product category (for more details about the advertisements, see 
Chapter 3). 

Table 6.5: (Proven) recognition of advertisements per product category 

recognition (re) proven recognition (pr) 

product category (pc): (% yes) (% correct brand name) 

body care products (n=105 ads) 54.3% 19.0% 

medical products (n=36 ads) 50.0% 8.3% 

fast moving consumer goods (n=172 ads 45.3% 7.6% 

durable consumer goods (n=302 ads) 39.7% 10.9% 

financial services (n=51 ads) 37.3% 11.8% 

all product categories (n=666 ads) 43.8% 11.3% 

test results: re by pc x!(4)=8.33, p=0.08; pr by pc X!(4)= =9.09, p=0.06 
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This table shows that advertisements for body care products are 
most recognised as well as most proven recognised. Ads for medical 
products and fast moving consumer goods are also more recognised 
than average. Remarkably, with respect to 'proven recognition', brands 
for financial services - such as banks and insurance companies - are 
relatively more recalled. Brands for fast moving consumer goods, for 
instance, were more difficult to recall than brands for the other product 
categories. The relationships between product category and both 
dependent variables are, however, not significant. 

To explain why some advertisements are more noted than others , we 
compared advertisements for products which are used with those which 
are not (variable 'product use'). We also made this comparison for 
advertisements which are of particular interest to the respondent 
(variable 'product-ad interest'), and advertisements that are liked 
(variable 'likeability') (Table 6.6). 

Table 6.6: (Proven) recognition by product use, product interest and likeability 

la. non product users (n=251 ads) 

lb. product users (n=420 ads) 

2a. not product interested group (n=430 ads) 

2b. product interested group (n=241 ads) 

3a. negative group (likeability < 5.5; n=194 ads) 

3b. positive group (likeability > 5.5; n=460 ads) 

all groups (n=671 ads) 

recognition (re) proven recognition (pr) 

(% yes) (% correct brand name) 

45.0% 8.0% 

43.6% 13.1% 

40.9% 9.1% 

49.8% 14.9% 

24.7% 3.6% 

53.0% 14.8% 

44.1% 11.2% 

test results of re by la,b: x'(l)=0.13, p=0.72; pr by la,b: x !(l)=4.2, p=0.04; re by 2a,b: x !(D=0.4.92, p=0.03; pr by 

2a,b: x2(l)=5.36, p=0.02; re by 3a,b: x'(l)=44.22, p=0.00; pr by 3a,b: x2W=16.78, p=0.00. 

In this table, the results of three comparisons are presented. The 
first comparison shows that the group users (group lb) only differ 
significantly from the group that does not use the advertised product or 
service (group la) when asked to fill in the missing brand name ('proven 
recognition', right column). Both groups recognise the same amount of 
advertisements. For the other comparisons, it shows that the ones who 
are interested in the advertised product (group 2b) and the ones who are 
positive about the advertisement (group 3b; likeability > 5.5) recognise 
significantly more of the advertisements shown. Moreover, they could fill 
in more missing brand names than the others. ' Likeability' was originally 
measured as a score ( '1 ' is very negative, '10' is very positive). On 
average, the advertisements (n=654) were given 6 out of 10, which is a 
B minus in the United States. Those who recognised the ads, gave on 
average 6.6, while the others gave significantly one point less (t(652)=-
7.78, p=0.00). For 'proven recognition' a comparable difference 
occurred (6.8 versus 5.9; t(652)=^.45, p=0.00). A logistic regression 
analysis is used to see which of the variables could predict a (proven) 
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recognition score best of all. This analysis showed that only on the basis 
of the 'likeability' scores, a prediction of 'recognition' and 'proven 
recognition' could be made (see Table 6.7). 

Table 6.7: Results of two logistic regression analyses (partial r) (n=654 ads) 

dependent variables: 

predictors: recognition proven recognition 

product use (d) -0.03 0.00 

product interest (d) 0.05 0.03 

likeability 0.23* 0.18» 

model statistics: X'(3)=64.23, p=0.00 X!(3)=35.15, p=0.00 

correct class fication: 65.0% correct classification: 88.5% 

d = dummy variable (1 = present 0 = absent), * = signi icant at the 0.05 level. 

To sum up 
This study showed that on average 44.1% of all advertisements shown 
were recognised by the respondents. Approximately a quarter of these 
recognised ads were also 'proven recognised' by filling in the correct 
brand name. Advertisements that are liked were more noted than other 
ads. It should be noted, however, that the direction of the relation 
between likeability and (proven) recognition is not necessarily as 
described. Since the aim of this study is to explain whether 
advertisements are noted or not, likeability is used as a predictor. The 
direction of causality could also be the reverse; that is, familiarity with 
an ad may be attributed to greater liking for it (as suggested by the mere 
exposure hypothesis of Zajonc, 1970). 

6.4 Explaining noticing specific ads (study IV) 
In the previous section, the amount and type of noted advertisements 
were described and explained by some advertisement variables. The 
central question in this section is to what extent recognising specific 
advertisements can be explained by user characteristics. These user 
characteristics were discussed in the previous chapter: advertising use 
(measured by three statements about what the respondent would do 
when confronted with magazine advertising, and the question whether 
he or she generally pays attention to magazine advertisements, see 
Table A8.3 in the appendix), evaluation of advertising in terms of beliefs 
(measured by nine statements about functions of magazine advertising, 
see Table A8.4 in appendix) and attitude (whether someone is very 
positive, positive, neutral, negative or very negative about magazine 
advertising), medium use (the number of titles the respondent reads 
regularly, whether he or she has a subscription to one or more titles, and 
the type of magazines he or she likes to read: 'news', 'women' or 
'other') and some demographics (sex, age, education, household size 
and income). In the appendix, the average scores as well as the results 
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of the factor analyses are shown. Results show that the respondents are 
moderately positive about magazine advertisements in terms of their 
general use (they 'sometimes' or even 'regularly' look at them or pay 
some attention to them) and beliefs, especially about the information 
function of magazine advertising. Moreover, respondents evaluate 
magazine advertising more or less as 'positive' (their average score on 
the attitude variable is 3.42 on a five-point scale). 

To test whether the previous user characteristics are directly or 
indirectly related to 'recognition' of specific ads15, the analysis 
procedure of Chapter 5 was used. First, the different statements were 
reduced to one or more factors (see Table A8.3 and Table A8.5 in the 
appendix). Second, all dependent variables were individually related to 
the other variables by means of backward regression analyses (see Table 
A8.6). Third, the model based on the (not excluded) relationships is 
tested by means of a LISREL analysis. The fitting model is presented in 
F i g u r e 6 . 3 ( x 2 ( 4 5 ) = 5 8 . 3 7 , p = 0 . 0 9 , A F G I = 0 . 8 1 ; R 2

r e cogn l t i on=0 .13 , 

R 2 u s e ~ 0 ' 3 4 , R 2 | i k j n g = 0 . 1 9 , R2entertainment—0.13, R information=0• 2 6 , 

R2
irrjtation=0.34). The explained variance of 'recognition' is rather low, 

while 'information', 'irritation' and 'advertising use' are explained 
relatively well by this model's variables. 

household 
note: values are standardised path coefficients; 

only significant relations are shown (p<0.05) 

recognit ion 

household 
size 

L regular reading 

Figure 6.3: Expla in ing recogni t ion of magazine advert isements (n=88) 

This figure shows four major relationships. First, recognition of 
specific advertisements is positively related to the respondents general 
behaviour towards magazine advertisements ('use') and to their 
magazine readership ('regular reading'). In other words: the more 
respondents claim that they pay attention to magazine advertisements 
and the more titles these respondents read regularly, the more 
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advertisements they recognised. This means that noticing specific 
magazine ads ('recognition') is predicted by other medium/advertising 
use and only indirectly by the other variables. 

Second, advertising use is (directly) influenced by the respondents' 
beliefs about the irritation value of magazine advertising and the 
attitude towards magazine advertising (degree of liking): the more 
positively respondents evaluate magazine advertising, the more they 
claim to pay attention to magazine advertisements. 'Advertising use' is 
also positively influenced by the number of titles respondents read. 

Liking is the third important variable that is explained in this model. 
This variable appeared - as predicted - to be significantly explained by 
the belief factors 'information', 'entertainment' and 'irritation'. The 
more respondents evaluate magazine advertising as informative, 
entertaining, and nor irritating, the more positive they are about 
magazine advertising in general. Besides these beliefs, 'liking' is also 
significantly related to household income: the higher the income, the 
more positive respondents are about magazine advertising. The direction 
of the relation between income and liking is contrary to the results of 
the meta-analysis (see Figure 2.3 in Chapter 2). This difference could be 
caused by the focus on television in these studies instead of magazine 
readership. 

Fourth, this model shows that primarily age, household 
characteristics (income and size) and the medium use variable 'regular 
reading', are important in explaining the three belief factors. These 
general user characteristics indirectly influence (general and specific) 
advertising use via opinions about advertising in a particular medium. 

To sum up 
It was generally shown that respondents who were positive about 
magazine advertising (in terms of their claimed advertising use), 
recognised more advertisements than others. Moreover, those who 
regularly read magazines recognised more ads as well. Although these 
relationships were significant, they could only explain 13% of the 
variance in recognition. Attention to magazine advertising (claimed 
advertising use) appeared better explained (34%), namely by the 
model's variables: the respondents general evaluation of magazine 
advertising (liking of magazine advertising, beliefs about the 
entertaining and information function of magazine advertising and the 
absence of irritation) and other user characteristics (age and household 
characteristics). 

A comparison of this model (Figure 6.3) with the exploratory model 
for magazine advertising of the survey (study II, see Figure 5.4) shows a 
few differences. First, this alternative model of the fourth study showed 
the more important role of the demographics age and household 
characteristics. Second, the beliefs about information and entertainment 
of magazine advertising are indirectly related to advertising use via 
liking. This indirect effect was at first expected and could not be 
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accepted in the second study. Since the alternative model (Figure 6.3) is 
based on a rather small and not randomly drawn sample (n=88), 
rejection of the exploratory model of study II (Figure 5.4) is a bit 
premature. As well as sample differences, a few other differences exit 
between the two studies. The formulation of some of the belief 
statements are slightly changed in the fourth study (see Chapter 3) and 
the questionnaire was completed in the presence of the interviewer in 
stead of by telephone or mail (mode differences). 

6.5 Conclusion 
The question to what extent respondents remembered their exposure to 
advertisements was answered in three steps. First, the results of the 
telephone survey (study II) were used to illustrate the difficulty 
respondents had in searching their memories for traces of a specific 
advertising campaign. While the majority of respondents said that they 
had recently seen the new advertising campaign for a Dutch brand of 
beer, only 12% were able to recall the pay-off or content elements of 
the television commercial. One of the possible causes for this retrieval 
problem is the data gathering method (i.e. telephone interviewing). By 
means of this method, the visual storage of the television commercial 
had to be retrieved from memory by means of a verbal cue instead of 
visual prompting. 

Second, results of the third study were presented to examine the 
difference between verbal cueing ('recall') and using visual cues 
('recognition'). In this experiment, the recollection of specific television 
and magazine advertisements was measured by means of the two 
measures 'recall' and 'recognition'. The claims of the respondents were 
checked by asking them to fill in the missing brand name. The results 
showed that 'recognition' resulted in more correct claims than 'recall'. 
The difference between the two measures was especially visible in 
measuring the recollection of magazine advertisements. 

Finally, the results of the fourth face-to-face study were used to 
explain why some magazine advertisements were more noted than other 
advertisements, and why some people note more magazine 
advertisements than others. It was shown that likeable advertisements 
were more noted (or: noted and thus evaluated as more likeable). 
Analyses also showed that respondents who regularly read magazines, 
recognised more advertisements than others. Moreover, respondents 
who are positive about magazine advertising in terms of their 
advertising use recognised more specific advertisements. In other words: 
respondents who claim to read or pay attention to magazine 
advertisements in general, do this apparently more than others. This 
general behaviour (i.e. advertising use) could to some extent (namely 
34%) be explained by these respondents' general evaluation of 
magazine advertising (beliefs and attitude) and other user 
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characteristics, such as age and household characteristics (income and 
size). 

The previous chapter showed that part of the variance in advertising 
use could be explained by evaluation of advertising in that medium and 
some of the other user characteristics. At the end of Chapter 5 the 
question was posed to what extent this claimed advertising behaviour 
could be interpreted as an indicator of (actual) behaviour in stead of 
one of the components of the attitude construct. This question refers to 
the research question 'To what extent is (claimed) advertising use 
related to awareness of specific advertisements?'. Besides describing 
different measures of ad memory - (proven) recall or (proven) 
recognition -, this sixth chapter presented the results of the fourth study 
in which advertising use was related to the recollection of having seen 
the advertisements before. This study showed that the recognition of 
magazine advertisements was only moderately - but significantly -
related to advertising use (r=0.30, p<0.05). When other variables were 
taken into account it was shown that their relationship was 0.23 
(standardised path coefficient based on the LISREL analysis). In other 
words: the recollection of specific advertisements appeared only 
moderately related to people's (claimed) general behaviour. Possible 
explanations of this effect will be discussed in the next chapter. 
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Notes chapter 6 

1 Generating the brand name when given the product category as cue is called 

'brand recall' (Bendapudi, Linville, Mishra & Singh, 1994). 

2 The respondents were able to name a maximum of three brands. Of all the 

brands spontaneously named, Grolsch was second. The top five of 'Top Of Mind 

Awareness' (TOMA) is: Heineken (50.7%), Grolsch (39.8%), Amstel (23.2%), 

Bavaria (18.3%), and Dommelsch (13.3%). 

3 Asking whether a respondent saw a campaign in a given period or recently when 

giving the brand name as a cue is called 'aided brand recall' (Pieters & Bijmolt, 

1994). 

4 This was a multiple response question. Number of responses per medium: 

'television' (567), 'newspaper' (86), 'radio' (30), 'magazine' (66), 'outdoor' (37), 

'free cards' (1), 'direct (non) mail' (10), 'cinema' (30), 'other' (17). 

5 'Ad recall' is the ability to remember (parts of) an ad after giving the brand as a 

cue. Different names are given to this concept, dependent on the specificity of 

cues given or answers required: 'brand prompted recall' (DuPlessis, 1994a), 

'proven recall' (Dunn & Ziff, 1974), 'related recall' (Dunn & Ziff, 1974; Hodock, 

1980; Stewart & Furse, 1986) or 'main idea recall' (Riter, Balducci & McCollum, 

1982). 

6 Old Grolsch campaigns referred to old values such as 'workmanship' and 'old 

trades'. The recent campaigns refer to a new Zeitgeist: there is a time to ... 

(referring to choices in life), and (thus) a time to drink Grolsch. The old pay-off 

'Vakmanschap is meesterschap' means 'craftsmanship is mastery'. The new pay

off 'Komt tijd, komt Grolsch' means 'When the time comes: Grolsch'. 

7 Content elements of the television commercial are: father and son (scenes: at the 

hairdresser, police station, giving first condom, boy sleeping in car, boy in tree, 

hotel room), little boy grows older, meeting after years (hotel room) and the tune 

(by The Byrds: 'Turn, turn, turn'). Content elements of the newspaper ad are: 

different small pictures, words about time ('Time to ...'), green letters in pay

off/theme/sentences. 

8 Based on contact by e-mail (November 27, 1997), see also: DuPlessis (1994a). 

9 Number of respondents per week: n=118 (week 49), n=121 (week 50), n=122 

(week 51), n=113 (week 1), n=131 (week 2), n = 112 (week 3), n = 110 (week 4), 

n=142 (week 5), n=96 (week 6). 

10 This elaboration process is described by the Elaboration Likelihood Model of 

Petty and Cacioppo (1986). The hypothesis is that the more motivated a person 

is, the more centrally the information is processed and the more enduring the 

information effect will be. 

11 The remark that recall by means of the telephone survey was rather difficult for 

the respondent is illustrated by the influence of the interviewers. As explained in 

Chapter 3, the training of the interviewers was part of Pondman's study (see 

Section 3.3). In general, differences in most variables of the survey could not be 

attributed to differences in interviewer training. However, 'unaided brand recall' 

and recall of the television commercial ('total ad recall') differ significantly in the 

three interviewer conditions. Respondents who were interviewed by motivated 
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interviewers were more inclined to say 'yes' than the respondents who were 

interviewed by interviewers from the control group ('unaided brand recall': 43.6% 

in the motivation condition compared to 41.6% in the task condition and 34.4% 

in the control condition, x2(2)=6.48, p=0.04; 'ad recall': relatively more 

respondents recalled the commercial when interviewed by interviewers of the task 

condition (64.6%) or motivation condition (63.5%), compared with the control 

group (52.4%), x2(2)=5.5, p=0.04). The interviewers with special training were 

possibly more motivated to encourage the respondents to search their'memories 

for information about the campaign. 

12 No demographic differences were found for the two measurement groups. 

13 Not all advertisements in the magazine titles were used (see Chapter 3 for 

selection of advertisements). 

14 'RRO' means 'Reclame Reactie Onderzoek' ('Advertising Reaction Research', 

translated by author). RRO is a standardised instrument developed byAdmedia. 

This instrument measures the advertising strength of magazine advertisements in 

terms of reach ('recognition'), reactions (by means of 'thought listing') and 

likeability statements based on the Viewer Response Profileof Schlinger (1979). 

The percentages listed are based on the magazine titles Libelle' and 'Margriet'. 

15 The user characteristics were measured for each respondent. 'Noticing specific 

advertisements' was measured by means of 'recognition' as well as 'proven 

recognition' of several advertisements (see Section 6.3). Because the analysis is 

now at the respondent instead of the advertisement level, an average 'recognition 

score' had to be computed per respondent. This score was calculated by dividing 

the number of correct claims (meaning the number of 'yes' answers) by the 

number of advertisements shown, which resulted in a variable with scores 

between 0 and 1 (mean=0.44, skewness=0.21, kurtosis=-0.50). The more strict 

criterion of 'proven recognition' is not used in this section. Results showed that 

almost half of the respondents were not able to fill in one of the missing brand 

names. Moreover, this variable is too skewed to use as dependent variable in 

linear regression analyses (skewness=2.27, kurtosis=6.86). In order to correct for 

this extreme skewness, 'proven recognition' was coded into five classes 

(skewness=0.61, kurtosis=-0.75). Regression analysis (method: Backward) 

showed that this variable was only predicted by 'regular reading' (5=0.26, p<0.05; 

R2=0.06, F(l,77)=5.55, p=0.02). 
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Summary and 
conclusions 

Claude - Zola's fictional character in 'Une Victime de la réclame' (1866/1997) -

lived in a daily hell, just because he followed every recommendation in the 

advertisements. Every day, mornings and evenings, Claude read the newspapers 

searching for ads ('his counsellors') which advised him what to buy, where to 

live, what to wear, what books to read, what to think, and finally ... how to die. 

As a result Claude became a bold headed idiot and died sadly by taking a bath 

that should have made him look sixteen again. 

Nobody uses advertising like Claude did: searching for information in 

newspaper ads looking for rules to live his life. The question to be answered in 

this dissertation was: how do people use advertising in various media? Do 

people choose advertising and search for it? And if confronted with it, are they 

prepared to look at it, or will they try to avoid it as much as possible? 

Furthermore, why do (or don't) people use advertising? Are they searching for 

information or watching commercials because they are funny? Are they avoiding 

them because they perceive advertising as irritating? Understanding as well as 

explaining advertising use was the main focus in the previous six chapters. In 

the first two chapters the concept 'advertising use' was described, put in a 

theoretical framework, and compared with the studies of others in the field of 

advertising research. Based on these insights a conceptual model was 

developed and tested in the remaining chapters. A summary and explanation of 

these findings are presented in Sections 7.1 and 7.2. These findings are further 

discussed in terms of implications for the field of media planning and 

advertising (Section 7.3) and future research (Section 7.4). 



7.1 Theoretical background 
Theories about media use - especially the Uses and Gratifications 
approach and the Expectancy Value theory - were used as a theoretical 
framework for conceptualising 'advertising use'. This Uses and 
Gratifications approach is used as theoretical framework because it is 
one of the few widely used theoretical approaches that focuses on the 
user side of the communication process. Furthermore, this approach is 
part of the tradition in audience research that aims to explain and 
predict choices, reactions and effects (the so called 'behavioural 
tradition') which matches the aims of our research project. An 
alternative tradition in audience research is the ethnographic or cultural 
tradition (McQuail, 1997). This latter tradition aims at understanding the 
meaning of use in a social and cultural context (for instance by means of 
reception analysis). 

Central in the Uses and Gratification approach is the assumption that 
media use is linked by the audience to their needs. Based on the 
Expectancy Value theory this linkage is specified by the assumption that 
media use can be explained by the opinions people have regarding 
characteristics of that medium or medium content and the expectation 
that use of the medium will have an effect ('beliefs'). These beliefs are 
evaluated in terms of positive or negative value judgements 
('evaluations') and can result in motives for using the medium 
('gratifications sought'). Effects of media use - 'gratifications obtained' 
- are based on media content as well as the use itself or the social 
situation. These gratifications obtained can be sought or can be 
unexpectedly obtained. This theoretical framework is applied to a 
specific kind of media content, namely advertising. Advertising is seen 
as a 'specific' kind of media content, because most people will not use a 
medium because of this type of media content. In addition, 
advertisements are not part of the editorial content, but 'paid for' 
messages from advertisers that serve a certain purpose (for instance to 
tell the consumer to use a new kind of diapers or to feel confident in 
choosing a certain life insurance policy). Only a few others have 
'borrowed' the Uses and Gratifications approach to explain advertising 
behaviour. Royne Stafford and Stafford (1996), for instance, applied the 
Uses and Gratifications approach to study motives for zipping and 
zapping television commercials. 

Advertising use is defined as the behaviour of media users with regard 
to advertising in these media. This behaviour consists of the selection 
(or avoidance) of advertising in various media (before exposure), the 
exposure to the ads themselves (confrontation) and the amount of 
attention which is paid to them (during exposure). Borrowing the 
insights of the Uses and Gratifications approach and the Expectancy 
Value theory not only presented a tool for understanding the concept, 
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but offered a framework for explaining use as well. Concepts from this 
framework (pictured in Figure 1.3 of Chapter 1) as well as studies of 
others were used to build the conceptual model. 

The studies of others were analysed by meta-analysis, which is 
another word for a systematic literature search and comparison of 
findings. In Chapter 2 this method as well as the results of 50 studies 
on advertising use were described. An overview showed that television 
advertising was the focus of most studies and that only a few studies 
tried to compare broadcast with print advertising. About 50% of the 
studies focused on avoidance of television commercials, measured 
directly by means of an electronic meter or indirectly by means of self-
reporting. The other half of the articles dealt with the measurement of 
the degree of attention paid to advertising on television and radio, and 
in print media. The term 'attention' was used to summarise various 
types of advertising behaviour having some kind of measurement of 
'open eyes in front of advertising space' or attention to advertising 
content in common. This behaviour was mostly measured by 
observation, recording (in an experimental setting) or self-reporting 
methods such as survey or copy-test. 

Results of the meta-analysis showed the 'state of the art' (up to 
March, 1997) in research on explaining advertising use. Avoidance of 
advertising was most often related to the situation of use (such as other 
viewers or day of the week), medium related variables (commercial 
breaks and programs around these breaks) and demographics. Only a 
few studies included 'psychological' user related variables (the 'soft' 
measures), such as attitudes or opinions about advertising. A few 
studies showed that beliefs about the irritation caused by (television) 
advertising and a negative evaluation of (television) advertising were 
positively related to zapping behaviour. Studies on attention put 
relatively more emphasis on the influence of ad content and the 
psychological user characteristics such as someone's evaluation of 
advertising (attitudes, beliefs). It appeared that a positive evaluation of 
advertising results in more attention to advertising content. An extra 
analysis of 26 studies on this evaluation component showed that the 
more people believe that advertising has benefits and is well executed, 
the more they like it (positive attitude). Conversely, the more they 
perceive it as 'too much', offensive or deceptive, the less they like it 
(negative attitude). Moreover, it was shown that advertising can serve 
different functions for individuals such as a source of entertainment or 
information about products or services. These functions appeared to be 
positively related to liking of advertising (positive attitude). 

A summary of the previous set of variables and relationships was used 
to translate the theoretical framework into our conceptual model which 
was presented in Chapter 3 (Figure 3.1). The focus in this model is the 
relation between advertising use and the following user characteristics: 
their beliefs about irritation, information and entertainment, their 
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attitude towards advertising, medium use and demographics. 
Comparison with the summary model of the meta-analysis showed that 
the user characteristics are included, while most medium characteristics 
as well as situation of use were excluded in our research (the exception 
being the medium characteristic 'pacing', see also Section 7.4). Table 
7.1 summarises the research questions. 

Table 7.1: Overview research questions1 

(1) How do people use advertising? In other words: to what extent do medium users (claim to) select or avoid 

advertising in a particular medium, and; (if exposed to it) to what extent do they (claim to) pay attention to 

advertising in various media? 

(2) How do people evaluate advertising? In other words: to what extent do people agree or disagree with beliefs 

about advertising in a particular medium and evaluate advertising positively or negatively (attitude)? 

(3) Why do these people use advertising? In other words: to what extent is advertising use related to the users' 

evaluation of advertising (beliefs and attitude) and other user characteristics, such as medium use and 

demographics? 

(4) To what extent are advertising use and its explanation different for the different media? 

(5) To what extent is (claimed) advertising use related to awareness of specific advertisements? 

In other words: to what extent is people's claimed behaviour related to their recollection of exposure to 

specific advertisements? 

In fact, what is dealt with in the first research question is perceived or 
claimed advertising use (in a medium), because different types of use 
(selection/avoidance, attention) are measured by asking people what 
they do with advertising (self-reporting measurements) instead of 
observing their behaviour. Asking people how much advertising they saw 
for instance (self-reported rate of exposure to advertising) could be 
subject to under- and overestimation due to memory mistakes or social 
desirability. The advantage of using self-reporting in this research 
project is that the non-observable 'soft' measures (attitudes and beliefs) 
could be measured at the same time. The disadvantage, however, is the 
chance that these self-reporting measurements are not always accurate. 
Especially questions about low-salience behaviour - such as media 
behaviour, according to Price and Zaller (1993) - are expected to be 
biased towards over-reporting levels of exposure. Following Clancy 
(1992) and Price and Zaller (1993), the respondents of the second 
study (see further) were asked to recall the last time they were using the 
medium (when, with whom, why and for how long) and then asked to 
estimate their exposure to advertising in that medium. This procedure 
aimed at making the respondents' use more salient and thereby more 
easy to recollect. Finally, in order to know to what extent perceived 
advertising use is related to ('actual') exposure to specific 
advertisements, advertising use is related to the recall and recognition of 
specific ads (research question 5). 

The five research questions were answered by means of different 
methods. Besides the literature review (meta-analysis), several other 
studies were conducted: in-depth interviews (study I), a nation-wide 
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telephone interview with follow-up by mail (study II), an experiment 
(study III) and a small scale face-to-face survey with copy-test (study 
IV). The subject of these studies was advertising use in different media. 
These media differ for instance in their technical possibilities to display 
advertising, their perceived functions and mood while being used, social 
context of use and their possibilities in terms of pacing of information. 
The focus in this dissertation was on advertising in the 'traditional 
media'; mass media which are mostly used for their non-advertising 
content. More specifically, media with internal pacing (newspapers and 
magazines) and external pacing (radio and television) were studied. 
Print media (or search media) are media with internal pacing: the users 
decide at what moment and speed they use these media. The broadcast 
media (or display media) on the other hand, are media with external 
pacing: it is the medium that controls moment and speed of 
confrontation. The results of the four empirical studies were described 
in Chapters 4, 5 and 6. These empirical findings are summarised in the 
next section. 

7.2 Empirical findings 
The first two research questions refer to the understanding of the 
concepts use and evaluation of advertising in various media. By means 
of the qualitative interviews (study I) as well as the survey data (study 
II), respondents' perception of their use and evaluation were sketched in 
Chapter 4. In Chapter 5, advertising use was explained by testing the 
model (research question 3). In both chapters the results for the four 
media were compared to answer the fourth research question about 
inter media comparison. The results of the final studies, which were 
presented in Chapter 6, were used to answer the fifth research question 
on recall and recognition of specific advertisements. 

Research question 1: How do people use advertising? 
The in-depth interviews of the first study showed that print and radio 
advertising were poorly attended to whereas television advertising was 
mostly avoided. Consequently, it appeared difficult for the interviewees 
to describe what kind of advertising they pay attention to or what they 
generally do with advertising in the media they use. To make the 
respondents' use more salient in the subsequent study (study II), they 
were first asked to recall their last instance of medium use (when, with 
whom, where, for how long) and then to estimate their exposure to 
advertising during this last time use. Again, respondents found it 
difficult to recall their exposure to the medium as well as to the 
advertisements. The respondents who were able to give an estimation 
(only about one-third of the sample), claimed to note (on average) twice 
as many print ads as broadcast ads. They also paid more attention to 
print advertising. As well as these estimates, all respondents were asked 
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to what extent they pay attention to advertising and avoid (broadcast) 
advertising. On average, television was often avoided by zapping or 
leaving the room. The avoidance strategy 'muting' (turning the volume 
down) is seldom done for television commercials. Moreover, all 
avoidance strategies (zapping, muting, doing something else, leaving the 
room) are seldom done for radio commercials. Television and 
(especially) radio commercials are on average only 'sometimes' 
watched/listened and paid attention to. Contrary to broadcast 
commercials, print advertisements are sometimes selected in advance 
('searched for') and more often paid some attention to. As avoidance 
strategy, print advertisements are 'sometimes' or 'often' skipped by 
respondents when confronted with them while reading the newspaper or 
magazine. 

The difficulty in remembering exposure to advertising and the 
difference between the use of print and broadcast advertising is possibly 
explained by the wallpaper function of broadcast advertising. Broadcast 
commercials (especially radio commercials) are perceived as part of the 
continuous flow of images and sounds and therefore perceived as 
wallpaper, which one pays less attention to. This 'wallpaper' function of 
broadcast media was referred to several times in the in-depth interviews 
of our first study. Also the recent Dutch study 'People Make The Media' 
on media perception (Platform '95, 1998) and the Time Budget Survey 
(Faasse & Van Meerem, 1997) showed that very often television and 
radio are used as a secondary activity. 

Research question 2: How do people evaluate advertising? 
Television and newspaper advertising not only differ in terms of use, but 
in terms of evaluation as well. Newspaper advertising is (on average) 
evaluated as most positive - it scored highest on the dimensions 
'information' and 'liking', and lowest on 'irritation' -while television was 
perceived as most negative: television advertising scored highest on the 
belief dimension 'irritation' and lowest on 'information' and 'liking'. 
Radio and magazine advertising are perceived less extreme. Magazine 
advertising is evaluated as more or less the same as newspaper 
advertising, that means: as informative and entertaining. Radio 
advertising is evaluated as 'neutral' in terms of average scores on 
'liking' and the three belief dimensions. Our qualitative study (study I) 
showed that newspapers - including its advertisements - are perceived 
as a medium that provides information. Television is evaluated as having 
an entertainment and relaxation function. The commercials around or 
within the television programs are mostly perceived as unwanted 
confrontation (which leads to irritation), because they interfere with 
these functions of entertainment and relaxation. The functions of 
magazine and radio use on the other hand are perceived as more diverse 
than television and newspaper use. Magazines are evaluated as 
entertaining, offering relaxation as well as providing information about 
(new) products and ideas. This diversity is reflected in the perceptions of 
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magazine advertising: it is evaluated as informative as well as 
entertaining. Also radio is evaluated as providing information as well as 
entertainment and it is listened to while doing other things. This 
background function is reflected in the 'neutral' perception of radio 
advertising as well. 

In conclusion, respondents perceive their use and evaluation of 
advertising differently for print and broadcast media. Print advertising is 
more positively evaluated in terms of information, and paid more 
attention to. Television advertising is less positively evaluated, more 
associated with irritation, and avoided more often. Radio commercials in 
particular are ignored and perceived as part of the background function 
of the medium itself. Two explanations were given to account for the 
media differences. First, broadcast commercials are not paid much 
attention to because they are perceived as part of the 'wallpaper' 
provided by the medium. Second, television advertising is negatively 
evaluated because - contrary to newspaper advertising - commercials 
are perceived as an interruption in the 'entertainment' function of the 
medium. For newspaper advertising, the medium as well as the 
advertisements are evaluated for their information. Radio and magazine 
advertising are less extremely perceived, because the function of the 
medium is more diverse. 

Research question 3: Why do people use advertising? 
As was mentioned in the previous section, the theoretical framework and 
the meta-analysis were used to formulate hypotheses on relationships 
between advertising use, evaluation and other user characteristics. It 
was first hypothesised that beliefs about advertising in a medium would 
be indirectly related to advertising use via a general evaluation of liking 
or disliking advertising in that medium ('attitude'). The results of the 
survey (study II) showed that this hypothesis could not be accepted. The 
beliefs about information, entertainment and irritation of advertising in 
newspapers, magazines, radio or television were indirectly as well as 
directly related to advertising use. This mediation role of liking was 
therefore rejected. The first hypothesis was reformulated in the 
expectation that attention to advertising in all media could be explained 
by a positive evaluation of advertising and that avoiding (broadcast) 
advertising could be related to a negative evaluation. All hypotheses are 
summarised in Table 7.2. 
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Table 7.2: Summary of accepted and rejected hypotheses (based on study II) 

HI : Liking (positive attitude) as well as beliefs about the information and 

entertainment function of advertising are positively related to 

advertising use, while beliefs about irritation of advertising will be 

negatively related to advertising use (Hypothesis la). Since advertising 

use refers to attention (all media) as well as avoiding (broadcast media), 

it is also hypothesised that evaluation of advertising is positively related 

to attention and negatively to avoiding advertising (Hypothesis lb). 

Accepted for all four media. 

H2: Younger people evaluate advertising more positively and pay more 

attention to advertising than older respondents. 

Accepted for broadcast advertising 

use and evaluation; accepted for 

evaluation of magazine advertising. 

H3: Men are more negative about advertising (evaluation), pay less attention 

to advertising and avoid (broadcast) advertising more often than 

women. 

Rejected for all four media. 

H4: People living in large households are more positive about advertising, 

pay more attention to advertising and avoid advertising less often. 

Accepted for television advertising 

H5: The more time available for medium use, the more people evaluate 

advertising as positive and the more they pay attention to advertising 

(and the less they avoid broadcast advertising). 

Accepted for magazine and 

broadcast advertising, but in the 

reversed direction: the more hours 

people work, the more positive they 

are about advertising. 

H6: Advertising use and evaluation of advertising are related to education 

(no direction specified).  

Rejected for all four media. 

H7: Advertising use and evaluation of advertising are related to use of the 

medium (no direction specified). 

Accepted for radio advertising use 

and for evaluation of television 

advertising (positively related). 

These hypotheses were tested by means of regression analyses. 
LISREL was used to test the complete explanatory models. These 
models explained on average 25% of the variance in attention to 
advertising and on average about 11% of the variance in avoidance of 
broadcast advertising. An explanation of 25% is relatively good -
compared with other studies in the social sciences - but still indicates 
that 75% of the variance could not be explained. Part of this 
unexplained variance could be attributed to the exclusion of the medium 
related variables and ad content (see Section 7.4). Attention to 
newspaper and magazine advertising are explained relatively well (33% 
and 29%, respectively). Attention to and avoiding of broadcast 
commercials is explained less well (16% [17%] and 15% [6%] for 
attention to [respectively avoidance of] television and radio 
commercials). 

Research question 4: Inter media comparison 
The total standardised effects of the four exploratory models were 
compared to answer the fourth research question on differences between 
media. It was generally shown that evaluation in terms of entertainment 
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was important for all four media. Differences were found for the variable 
age, which was important in explaining attention to broadcast 
advertising. Evaluation in terms of information was more strongly 
related to attention to print advertising. 

This difference between broadcast and print advertising was already 
described in answering the first two research questions on the average 
perception of advertising use and evaluation of advertising. It was shown 
that television advertising was negatively evaluated because 
commercials are perceived as an interruption in the 'entertainment' 
function of the medium. For newspaper advertising, both the medium 
and the advertisements are evaluated as information. Radio and 
magazine advertising were less extremely perceived, because the 
functions of the media are diverse as well. 

An second explanation of the difference between print and broadcast 
media is that the information function is only relevant when the medium 
allows the user some degree of control, which is the case in the search 
media (i.e. print media or media with internal pacing). When advertising 
is displayed to the user - which is the case for broadcast media or 
media with external pacing - a general evaluation in terms of 
liking/disliking and (absence of) irritation is more appropriate. 

Another difference found between broadcast and print media is the 
extent to which other user characteristics add to the explanation. 
Demographics and medium use appeared less important in explaining 
attention to print advertising: the explained variance increased by only 
one percent point by adding these variables to the analyses. The 
explanation of broadcast advertising use increased by eight (radio) and 
six (television) percent points when demographics and medium use were 
added to the analyses. As mentioned before, age appeared especially 
important in explaining broadcast advertising use. Younger people -
used to television advertising - evaluate broadcast advertising more 
positive and claim to pay more attention to commercials than older 
people. 

Research question 5: Perceived use and awareness of specific ads 
As described in the previous section, the question is to what extent 
advertising use - measured by means of self-reported behaviour - is 
related to 'actual' noticing of advertisements. Results of our final study 
(study IV) showed that recognition of specific ads was significantly 
related to attention paid to (magazine) advertising. In other words: 
respondents who claimed to pay attention to advertising (advertising 
use), indeed recognised more advertisements than others. Although 
moderately correlated (r=0.30), it was shown that claimed advertising 
use can be seen as an indicator of actual behaviour. 

1 2 9 Summary and conclusions 



7.3 Practical implications 
The relevance of studying advertising was introduced in the first chapter 
by sketching the difference between its dominant presence in everyday 
life (in terms of advertising expenditure and the public's perception of 
confrontation with advertising on television and in the streets) and its 
almost complete absence in communication theory. The literature study 
presented in the second chapter showed that this 'absence' was a little 
overstated. A lot of studies were published on attention to advertising or 
avoiding of advertising, although their main focus was on television 
advertising. In this sense, there still exists a significant difference 
between advertising expenditure in for instance press media and studies 
on advertising. Moreover, only a few other studies tried to compare the 
perception of advertising in different media, as we did. In this sense, this 
dissertation enhances what we know about people's behaviour and 
attitudes towards the phenomenon of advertising in different media. 
This knowledge could have implications for the media planner - who 
uses ratings and segmentation techniques to select media - and the 
advertiser who wants to attract the audience's attention. 

Ratings only tell part of the story 
One of the criteria in media planning is (quantitative) reach which is a 
measure of how many different households or audience members were 
exposed at least once to one or more media (Sissors & Bumba, 1991). 
These measures of reach or ratings are based on standardised nation
wide studies. In The Netherlands ratings are based on SUMMO's 
readership survey for print use (Appel, 1998), Intomart's people meter 
(the so called 'Intometer') for television ratings (Van Meurs, 1998b) and 
Intomart's panel for radio listening (Ekelenkamp, 1996; De Vos & Van 
den Berg, 1998). Our research project shows that these figures only tell 
part of the story. 

Print ratings ('reach') are based on data of the so-called 
'SummoScanner'. Every day of the week, a portion of the Dutch 
population is interviewed by telephone about their readership of 
newspaper and magazine titles. These figures give information about 
what part of the audience was recently exposed to a title. In fact, what is 
measured is 'open eyes in front of a newspaper or magazine' (so called 
'reach of title') in stead of the advertisements ('ad reach'). Our study 
showed that only part of the advertisements in a title was noted ('has 
been seen before'). 

Based on electronic measurement of the viewing behaviour of more 
than 2200 panel members (1000 households), Intomart's television 
ratings give information about how many people were watching television 
at what time, for how long and on what channel. With respect to 
commercials, it is electronically registered how many viewers switch 
channels to avoid (part of) the commercial breaks and how many viewers 
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stay tuned. It is assumed that these latter viewers have their 'eyes open 
in front of advertising space' ('ad reach'). Our studies showed that 
people not only switch channels ('zapping') but use other avoidance 
strategies (which are not electronically measured) as well. Avoidance 
was also done by leaving the room or by paying no attention to the 
commercials. More than half of the respondents 'often' uses one of the 
avoidance strategies. In other words: a part of the television audience -
as measured by the meters - does not have their eyes open for 
advertising space. 

Radio ratings are measured by means of diaries in which the panel 
members (about 10000 respondents) note their radio use for seven 
succeeding days. They do this every other month (six times a year). 
Groups of respondents complete this diary for different weeks in order 
to collect radio figures of 48 weeks per year. Each respondent is asked 
to note in a scheme what channel they were listening to for every 15 
minutes of the day. The question is whether these respondents are able 
to recall what channel they were listening to between (for example) 7:15 
and 7:30 PM. This is especially difficult when they try to recall these 
time periods at the end of the day (or even later). The commercial 
breaks are not noted in this diary. When taken our research results into 
account, one must question whether these radio figures are very valuable 
for media planners. It was shown that radio is often poorly attended to 
and it appeared difficult to recall specific moments of exposure. 

An extra tool for media planning 
The first question media planners ask is 'To whom should we advertise?' 
To answer this question they will define one or more target audiences or 
segments. Historically, various concepts or variables have been used in 
market segmentation. In this respect, there has been a shift from 
general concepts such as demographics to more specific concepts such 
as lifestyles, or more recently, domain-specific market segmentation 
(Bronner, 1998). For media planners, it is not only important to choose 
the right segments, but to determine whether these groups can 
effectively be reached through advertising as well. Media planners would 
like to know if the selected audience is receptive to the planned 
advertising campaign and through what media. 

As part of a paper presentation at the Advertising Research 
Foundation, the sample of study II was divided in different 'Affinity-
clusters' (measured by the belief statements), such as the 'Sceptics', 
the 'Information seekers' or the 'Rejecters'. These groups of 
respondents not only differ in their affinity for advertising in a medium, 
but on their attention paid to advertising as well (see for details: Smit & 
Neijens, 1997). A comparison of different media showed that some 
people were positive about one advertising medium and negative about 
another, while others were positive or negative about all media. 26% of 
the respondents were for instance positive about newspaper advertising 
and negative about television advertising. An implication for media 
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planners is that print media form the best vehicle to reach this latter 
group. A similar implication can be drawn for the (much smaller) group 
of 10% that was sceptical about print advertising but enthusiastic about 
television advertising. The media planner will love a third group of about 
35% of the respondents: these persons love both forms of advertising. 
On the other hand, media planners will 'hate' the group of more than 
23% of the respondents who dislike both forms. On the basis of this 
study, one should include the measurement of affinity (the nine belief 
statements) in media reach research. If so, it enables media planners to 
select the media for which the target persons are more 'open' to 
advertising. 

The importance of being liked 
In the first theories on advertising effectiveness - the AIDA-model2 of St 
Elmo Lewis in 1898 - as well as more recent theories which focus on 
different sequences of persuasion in different situations ( Franzen, 
1998), exposure and attention are seen as necessary steps in processing 
advertising messages. One of the clearest findings of this research 
project is that people pay attention to advertising in a medium when 
they evaluate advertising positively3. It was shown that a positive 
evaluation - in terms of liking and beliefs about information and 
entertainment - resulted in a willingness to pay more attention to 
advertising in newspapers, magazines, on radio and television. Moreover, 
it was shown in the final study that likeable advertisements were more 
recognised than other advertisements. Beliefs that advertising would 
irritate resulted in avoidance of (broadcast) advertising. For the 
advertiser, this finding implies the importance of making ads that 
inform or entertain. Especially broadcast commercials should be 
entertaining (message) and likeable (execution) in stead of an unwanted 
confrontation with an unrealistic, non-credible and over-repeated 
commercial. Some advertisers assume that irritation has positive 
effects, because an irritating commercial gets attention and will 
therefore be remembered. The idea is that in the long run, this irritation 
will be forgotten while the brand name is remembered. Research on 
advertising effects, however, shows that a negative evaluation of the ad 
highly correlates with a negative evaluation of the brand. Associations 
with the brand sustained also negative in the long run (see Smit, et al., 
1997 for an overview of studies and results). 

7.4 Discussion and further research 
This dissertation started with a theoretical framework based on the Uses 
and Gratifications approach and the Expectancy Value theory. The 
question to be discussed in this section is to what extent this framework 
was useful in understanding and explaining advertising use. Moreover, a 
comparison of our findings with the findings of others (the summary 
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model of the meta-analysis) presents relevant clues for further research. 
In other words: what new variables are also useful in explaining attention 
to or avoidance of advertising? Finally, issues of measuring advertising 
use will be discussed. 

Advertising use in terms of the theoretical framework 
Important difference between an advertisement and other medium 
content is that advertising is mostly not selected in advance. Most of the 
time, the user (or consumer) is confronted with advertising whilst using 
the medium for other reasons: watching or listening to programs, surfing 
on the Internet, skimming the morning paper or reading a magazine. At 
the moment of confrontation, one is allowed to make a choice to pay or 
not to pay a certain amount of attention to the ad. Within the Uses and 
Gratifications approach, this kind of medium use refers to 'ritualistic 
use' or habitual use with less activity: someone does not actively select 
exposure to advertising, but can unintentionally be exposed to 
something interesting. Only print media, outdoor and some of the Web 
advertisements allow people to search for information themselves 
(although one should doubt the plausibility that someone will wander 
through a city, searching for posters about clothing advise). Compared 
with broadcast, print advertising use can be part of the 'ritualistic use' 
as well as the 'instrumental use' or goal-directed use. Since this 
research project was largely based on the Expectancy Value theory -
which fits the instrumental part more than the ritualistic part - print 
advertising use is probably better explained by the theoretical framework 
than broadcast advertising use. Print advertising use indeed appeared to 
be better explained by beliefs about information and entertainment 
(namely about 30%) than broadcast advertising use. 

Ritualistic use was only explicitly part of the first study in which in-
depth interviews were used. These interviews showed how difficult it was 
for the interviewees to recall their rather passive ('mindless'4) exposure 
to advertising and reasons for using advertising. The passive or 
ritualistic use of advertising should be an important part of theorising 
on how advertising works. Although ritualistic use can promote 
involvement when unintentionally exposed to something interesting, 
most ritualistic use is thought to occur with less mental activity. This 
kind of behaviour refers to processing information in low involvement 
situations. According to Krugman (1981), advertising content is learned 
as 'meaningless nonsense material' and should thereby studied as 
'learning without involvement'. The Elaboration Likelihood Model of 
Petty and Cacioppo (1986), for instance, shows the different ways of 
information processing when motivation to process the information 
differs. A focus on information processing of individuals in low 
involvement conditions can be a valuable addition to our theoretical 
framework. 

However, the problem remains to make low involvement behaviour 
'mindful'. In other words: the interviewee or respondent has to be made 
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aware of his behaviour in order to measure this behaviour. This aspect of 
thinking about the role of media and media content was noticed by one 
of the first researchers on motives on using media. Berelson (1949) 
'discovered' what the daily newspaper meant to people (besides 'to get 
informed') after the deliverymen of eight major New York City 
newspapers went on strike (June 30, 1945). They remained on strike for 
over two weeks and during that period most New Yorkers were effectively 
deprived of their regular newspaper reading. Since a research design 
based on an 'advertising-free period' is rather unrealistic, the question 
is what (other) methods could be useful. This question will be dealt with 
at the end of this section. 

Compared with findings of others 
Section 7.2 showed what variables were more and less important in 
explaining advertising use in four media. Compared with the results of 
the meta-analysis of Chapter 2, emphasis was put on user 
characteristics in stead of medium characteristics and situation of use 
(see Figure 7.1). The variables used in studies II and IV are presented in 
the next figure in bold. The direction of the effect is shown as well. 

JG •age, sex, education, income' 
•number of household members] 
•number of tv sets^—^. 
•medium use ^ 3 S B 
•product use ^ • • ^ 
•price-consciousness 

Qj) situation 

•equipment 
•temporal variables 
•number of other viewer: 

beliefs about 
irritation: 
•execution 
•role in society 
•scheduling 

attitude (liking advertising) 

^}fc-

functions; 
•entertainment 
•information 
•affirmation of value 
•social learning 

medium & content 

scheduling: 
•program type 
•channel type 
•break type 

/ ad content: 
•familiarity 
•uniqueness 
•size of ad 

\ 

V 
•appeals / 

advertising use 

pacing/control 

attention 

[avoidance] 

[...] = avoidance 
(1) = effects differ 

for different media 
(2) = age • [+], 

income + (study 
IV), sex and 

education not 
significant 

bold = part of 
studies II or IV 

Figure 7 . 1 : Comparing findings with the summary model of Chapter 2 

This figure shows that most of the user characteristics found in the 
literature are measured in this research project. Most expected relations 
were confirmed by our research. Some differences were found for the 
variables 'sex', 'education' and 'medium use'. The first two variables 
appeared not to be significantly related to attention or avoidance. In 
other words: our studies did not show that men and lower or higher 

134 Mass Media Advertising: Information or Wallpaper? 



educated people are more negative about advertising and use 
advertising less often. The amount of medium use did significantly 
relate to advertising use, which was also the case in other studies. 
However, the meta-analysis showed that those studies were not 
conclusive about the direction of this relation. Based on our study, one 
should expect a positive relation. 

One variable, which was not part of the meta-analysis, was added to 
this study. Based on the in-depth interviews it was expected that the 
more time available for medium use the more attention would be paid to 
advertising. Free time was measured indirectly by the hours respondents 
work on average (paid and non-paid). This variable appeared to be 
related to evaluation and attention/avoiding, but in the opposite 
direction (only for radio). Our study showed that the more hours people 
work, the more positive they are about radio advertising. This relation 
could be explained by the fact that radio is often listened to in cars or at 
work. Another addition of this study is that effects differ for the different 
media (shown by the interaction effect of 'pacing/control'). What effects 
were found for what media was already described in Table 7.2. Overall, 
the demographics and the medium use variables were only significant 
for television and radio advertising. 

As previously mentioned, less emphasis was paid to the medium 
characteristics 'scheduling' and 'ad content', variables which are more 
or less under control of the media planner. A comprehensive Dutch 
study on the 'medium side' of avoidance of television commercials 
(especially switching behaviour) is described in the dissertation of Van 
Meurs (forthcoming, see also Intomart, 1996; Van Meurs, 1998). On the 
one hand, this Intomart study showed that about 60% of the decrease in 
audience ratings could be explained by break characteristics (for 
example more switching at end breaks) and the audience profile of the 
programs before and after the break (whether these programs are 
directed to young people and whether the age of the expected audience 
differs before and after the break). On the other hand, electronically 
measured switching behaviour could not be explained by commercial 
characteristics (whether the product category is expected to be irritating 
and whether the commercials have been shown frequently on television). 
However, our study - based on the opinions of the audience itself 
instead of the electronically registered switching behaviour of the 
Intomart panel - showed that the perception of the frequency and 
irritating elements of commercials were important in the negative 
evaluation of television advertising. 

The other variables that were left out in our research project were 
variables with respect to 'situation of use'. Our first qualitative study, 
however, gives some indication that these variables could have been 
important in explaining advertising use. The interviewees did tell us that 
it makes a difference whether they are in possession of a remote control 
(which almost everyone does) or (more importantly) a car radio with 
pre-set stations. Also the other two variables - 'temporal variables' and 
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'other viewers' (Figure 7.1) - were mentioned, especially for television 
use. The interviewees claimed to watch commercials differently and pay 
more attention at the beginning and end of the evening ( "less disturbing; 
the television set is on because I'm just curious to see what's on") and when 
watched together with others ("you're less inclined to use your remote 
control, because you're together. And when we're watching with the others, 
we're making jokes about the commercials. Then it's more fun to watch"). 

In sum, variables that could have explained the unexplained part of 
our study are situation of use, program and break type, and - although 
not confirmed by the Intomart study - ad characteristics. Since these 
variables are mostly based on television studies, more emphasis should 
be paid to content of ads in other media as well as their context (the 
context - 'Umfeld' - of for instance print ads). 

Further research on advertising use 
In the first chapter the specificity of the measurement subject was 
discussed. Different levels were distinguished, varying from 'advertising 
in general' to 'a specific ad for brand X'. In order to compare different 
media in one study, a more general level ('advertising in a medium') was 
chosen in this study. The advantage of this choice is the intermedia 
comparison. The disadvantage, however, is the difficulty of respondents 
to recall their 'general advertising exposure'. During the research 
process different attempts were made to facilitate this recollection. 
Firstly, respondents were asked (in the second study) to recall their last 
time medium use, which still proved to be difficult. Secondly, 
respondents were questioned about their reactions to specific 
advertisements in the final two studies. Recalling behaviour towards 
specific advertisements appeared easier for the respondents than giving 
a global indication of exposure. To be able to generalise to a more 
general perception of advertising in a medium, an enormous amount of 
observations is needed, which will be expensive. 

The previously mentioned Platform'95 study (1998) measured media 
perception on a more specific level. Like our second study, the 
Platform'95 researchers asked the respondents to recall their latest 
moments of media consumption. The respondents were then 
interviewed at length about a randomly chosen moment of 
watching/listening to a specific program or reading a specific title. It 
was shown indeed that their perception differs for different program 
types and print titles. The question remains whether an even more 
specific measurement than 'program' or 'title' is needed. Studies on 
reactions to specific ads show that people vary in their evaluation of 
specific ads (see for instance the Media Observer of The Media 
Partnership and the Advertising Reaction Research (the 'RRO') of 
Admedia, the Netherlands). 

Another option for measuring advertising use on a specific level is to 
use observation techniques. A recently introduced method to register 
attention to print ads is Verilex of Verify International (Parker Brady, 
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1997; Pieters, 1998). This method registers the eye movements of (for 
example) magazine readers by means of a camera (so called 'eye-
tracking research'). Although measured in a laboratory situation, this 
kind of measurement gives information'about the number of ads looked 
at, the part of the ad that is focused on, the duration of attention and 
the sequence of scanning the advertisements. 

A final recommendation for further research is to see to what extent 
advertising is used in other media than the traditional four. Our first 
study gave us some information about the perception of outdoor and 
direct mail; media that are not used for reasons other than advertising. 
These media were indeed perceived differently. Another interesting 
medium is the Internet, and more specifically the World Wide Web. A lot 
of studies emphasise the increasing amount of money spent on this 
medium and focus on the registration of the number of users. It would 
be interesting to know to what extent the advertisements in this medium 
are perceived in terms of pacing (internal or external). Moreover, it 
would be interesting to see to what extent expectations with respect to 
sites, banners and other advertising forms are related to behaviour with 
respect to Web ads (attention paid, clicking on banners, etceteras) (see 
Elberse&Smit, 1998). 

7.5 Information or wallpaper? 
One of the most striking findings of this research project was the 
difficulty of respondents to recall their behaviour with respect to 
advertising. For most consumers advertising is less important than 
advertisers might think. Advertising appears to function as 'wallpaper' 
which not only decorates the walls inside our homes but our streets as 
well. Radio advertising appeared to be most difficult to recall, since 
most radio listeners use radio as background noise during household 
activities, at work or in their cars. Radio is said to be on without 
attentive listening to it. A rather extreme example of this is based on the 
in-depth interviews of the first study. A couple who listen all day to one 
of the Dutch commercial channels even denied hearing any of the 
commercials: "There is little advertising on the radio, no, especially not on 
this channel. On this channel, you never hear commercials, there is the news, 
and ... no, no commercials. That's why we have this channel on. We listen to 
the music, the news, ... no commercials at all!". A remarkable detail is that 
'this channel' was on during the interview. While listening to the 
recorded interview, we could hear several commercials. 

The question is whether ads will be noticed when often perceived as 
part of the 'wallpaper'. The advertiser wants the consumer to use his 
advertisement as a piece of information, for example when standing in 
front of a shelf thinking what kind of detergent is 'best' or 'cheapest'. 
Mass mediated advertising campaigns should therefore at least function 
as a reminder when making all kinds of decisions between brands and 
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products/services. In other words, an advertisement (more importantly 
the brand name) should at least have entered memory and have left a 
trace. Results of this study showed that it appeared difficult for 
respondents to recall the number of advertisements seen or the amount 
of attention paid to advertising. Is was also shown that only a small 
portion of the respondents who claimed to have seen the advertisement 
could prove this by filling in the missing brand name. 

The wallpaper function of advertising is not unique for advertising: 
commercial messages are dealt with like all kinds of information in our 
information affluent society. The rapid development of new 
communication technologies and the improvement of infrastructure have 
both led to an abundance of information which is sent and received via 
mass media on a daily base. Because a person's mental capacity to deal 
with information is limited ('information overload'), people adjust to the 
information society by scanning their media environment and by paying 
less and less attention to content (Van Cuilenburg, 1998). Whether a 
message is successful in getting noticed will increasingly depend on its 
relevance for the consumer who asks himself 'What is it in for me?'. This 
development does certainly not mean that all advertising money is 
wasted or that all advertising 'falls on deaf ears' ( Ducoffe, 1995). It does 
however imply that it is important to keep track of the users, to create 
messages that are relevant and likeable, and to realise that advertising is 
often 'the weaker influence'. According to Ehrenberg (1998), advertising 
works in a lower-key way, by nudging brand awareness, by reinforcing 
existing attitudes, and protecting a brand's position in the consumer's 
mind ("Here I am"). "What is required of an ad is not heavy persuasion 
of either the already experienced customer or of the unconcerned 
newcomer, but just to 'Tell a good story well'. This is to get and maintain 
attention, memorability, and salience for the brand" (ibid ., 1998, p.10). 
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Notes chapter 7 

1 The first two questions of the overview in the first Chapter (Table 1.2) are not 

included in this overview. These questions deal with the conceptualisation of 

advertising use, which was already discussed. 

2 AIDA stands for 'attract Attention, maintain Interest, create Desire, get Action' 

(Franzen, 1998, p. 188). 

3 As was mentioned in Chapter 6 (Section 6.3), the reverse is possible as well. 

4 The concepts 'mindless' and 'mindful' refer to different states of mind. Mindless 

refers to passive information processing in which the individual rather 

automatically relies on distinctions previously drawn, as is the case with habits 

(for example the way we brush our teeth). Mindful is the opposite of mindless and 

is defined by Langer and Piper as "the process of drawing distinctions, creating 

categories, making the unknown known, or making the novel familiar. When 

people are mindless, on the other hand, they are relying on rigid distinctions or 

on familiarity without an awareness of other ways the object (person, event, idea) 

might exist" (1988, p.250; see also: Smit, 1992; Velthuijsen, 1996). 
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A l : Results meta-analysis 
Table A l . l : Studies meta-analysis with respect to avoidance and attention 

source: medium: method: sample: 

LEE93 videocassettes survey (telephone) n=200 

MIT94 television & print panel (consumer-) n=203 

BUC91 television vs. radio experiment n=80 undergraduates 

BAU68 television & print survey (face-to-face, two parts) n=1846&n=1536 

PFA90 television & print experiment n=716 undergraduates 

G0093 television experiment n=302 

INT96 television panel (people meter) n=1000 households 

KRU95 television observation (in-home) n=62 

INT93 television diary b=564 

ABE90 television various methods small samples 

HOL95 television survey (time series) 100 commercials 

KIT85 television survey (face-to-face) n=100 

GRE88 television survey n=4000 

INT95 television diary n=696 

DAN95 television panel (people meter) n=1028 (440 homes) 

CR092 television observation (camera) & experiment n=32 students & n=83 adults 

CAP86 television observation (1) & survey (2) n=500 households & n=16000 

BUN82 television analysis of electricity figures 190 observations (one week) 

BAK95 television survey (mail) n=? 

AG089 television survey n=4984 

HEE85 television survey n=1500 adults, 400 children 

SAP89 television experiment n=86+35 

YOR85 television survey n=80 

ZUF93 television panel (Nielsen scanner data) n=584 households 

WEI95 television experiment n=180 households 

HOR86 television observation by students n=160 

KOV95 television experiment (semi-) n=69 

TYL95 television observation by students n=253 

ROY96 television survey n=153 

RI95 television survey (telephone) n=500 

OOM93 television panel (people meter data) n=850 households 

OLN91 television experiment (face-to-face) 146 commercials 

LAN97 television ? •> 
LAA91 television panel (people meter data) n=400 

WAL94 television secondary analysis of copy-test data n=190&n=120 

ABE91 radio (car) survey & battery-tape n=101 

HOL89 print (free local papers) focus groups n=40 

CEB85 print face-to-face survey n=775 

JAM92 print experiment n=304 

BRO90 print copy-test & face-to-face survey n=307 

BOG88b print (newspapers) observation & face-to-face survey n=4 

TMP96 print (newspapers) copy-test (face-to-face/CAPI) n=1013 
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(Table 1.1 continued) 

(source) (medium) (method) (sample) 

BOG88a print (newspapers) secondary analysis & phone n=7296 

BOG88C print (newspapers) observation & face-to-face survey n=10 

BOG88d print (newspapers) eye-tracking & face-to-face survey n=12 

CEB94 print (newspapers) survey n=222+742 

MOL91 print (magazines) face-to-face survey (RRO) various, in article: n=94 

CEL88 print (magazines) experiment n=136 

BUR89 general survey n=176 married women 

ROG93 general survey n=400 households 

first column: the letters are the first three letters of the first author, followec by the last two figures of the 

publication year, for example: BAU68 = Bauer & Greyser, 1968; third column: n = number of respondents. 
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Table Al.2: Variables related to avoidance of radio or television commercials  

group of variables'. measured variables and references: 

user characteristics general user characteristics: 

age (Cronin & Menelly, 1992; Danaher, 1995; Heeter & Greenberg, 1985; Van de Laar 

& Breemhaar, 1991; Sapolsky & Forrest, 1989; Tyler Eastman & Newton, 1995) 

sex (Cronin & Menelly, 1992, Heeter & Greenberg, 1985; Van de Laar & Breemhaar, 

1991; Royne Stafford & Stafford, 1996; Tyler Eastman & Newton, 1995) 

education (Van de Laar & Breemhaar, 1991; Zufryden, Pedrick & Sankaralingam, 

1993) 

income (Zufryden, Pedrick & Sankaralingam, 1993) 

household type (Zufryden, Pedrick & Sankaralingam, 1993) 

avoidance in general (other media) (Lanigan, 1997) 

price-consciousness (Lanigan, 1997) 

amount of television use (Van de Laar & Breemhaar, 1991) 

affinity with television (Royne Stafford & Stafford, 1996) 

evaluation of advertising: 

attitude to television advertising (Van de Laar & Breemhaar, 1991; Mittal, 1994), or 

advertising on video tapes (Lee & Katz, 1989) 

irritation (television advertising) (Bakker, 1995; Research International, 1995) 

statements about (television) advertising: boredom, bewilderment, curiosity, overload, 

patronise (Lanigan, 1997; Royne Stafford & Stafford, 1996) 

situation of use equipment: pre-set station selector (radio: Abernethy, 1991), cable, satellite, video or 

remote control device (television: Capocasa & Lucchi, 1986; Danaher, 1995; Heeter & 

Greenberg, 1985; Horsley, 1986; Kitchen, 1985; Van de Laar & Breemhaar, 1991; 

Lanigan, 1997; Research International, 1995; Sapolsky & Forrest, 1989; Zufryden, 

Pedrick & Sankaralingam, 1993) 

temporal (television): time of the evening (Intomart, 1996; Oomens, Roest & Vaessen, 

1993), course of the evening (Capocasa & Lucchi, 1986), day of the week (Oomens, 

Roest & Vaessen, 1993) 

number of other television viewers (Intomart, 1996)  

medium characteristics scheduling: 

program variables (television): program type (Capocasa & Lucchi, 1986; Danaher, 

1995; Intomart, 1996; Oomens, Roest & Vaessen, 1993; Tyler Eastman & Newton, 

1995), popularity program (Bunn, 1982; Intomart, 1996; Van de Laar & Breemhaar, 

1991), age targeting (program) (Intomart, 1996) 

break variables (television): break type (Capocasa & Lucchi, 1986; Cronin & Menelly, 

1992; Horsley, 1986; Intomart, 1996; Oomens, Roest & Vaessen, 1993; Sapolsky & 

Forrest, 1989; Tyler Eastman & Newton, 1995), number of ads in a break (Danaher, 

1995), ad at the end of a break (Cronin & Menelly, 1992), break length (Intomart, 

1996; Oomens, Roest & Vaessen, 1993) 

ad content: 

familiarity television commercial (Sapolsky & Forrest, 1989)  
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Table Al.3: Variables related to attention to advertising in various media 

group of variables: measured variables and references: 

user characteristics general user characteristics: 

sex (Bauer & Greyser, 1968; Burns & Foxman, 1989, Cebuco, 1985; Hollander & 

Renckstorf, 1989; Horsley, 1986) 

age (Bauer & Greyser, 1968; Burns & Foxman, 1989, Intomart, 1995) 

education (Bauer & Greyser, 1968; Burns & Foxman, 1989) 

income (Bauer & Greyser, 1968; Burns & Foxman, 1989) 

medium use (Bauer & Greyser, 1968) 

price-consciousness (Cebuco, 1985) 

product use or intention to buy (Bogart & Tolley, 1988) 

evaluation of advertising: 

attitude with respect to television advertising (Bauer & Greyser, 1968; Burns & 

Foxman, 1989), print advertising (Cebuco, 1985) or video advertising (Lee & Katz, 

1993) 

irritation (television advertising: Bakker, 1995; James & Kover, 1992) 

useful information in print advertising (Bronner & Verzijden, 1990; Hollander & 

Renckstorf, 1989) 

learn about new products (television advertising: James & Kover, 1992) 

evaluative judgements of specific advertisements: 

prior affect for television commercials (Goodstein, 1993), felt involvement with 

magazine ads (Celci & Olson, 1988) 

evaluations of television commercials: entertainment, usefulness, curiosity (Olney, 

Holbrook& Batra, 1991) 

emotional ratings of television commercials: pleasure and arousal (Olney, Holbrook & 

Batra, 1991) 

Attitude towards the ad (Aad) or likeability with respect to television commercials 

(Goodstein, 1993; Walker & Dubitsky, 1994)  

situation of use temporal: day of the week, time (television: Horsley, 1986) 

medium characteristics scheduling: 

(television) program type (Horsley, 1986; Intomart, 1996) 

break variables: break type (television: Horsley, 1986; Kitchen, 1985; Intomart, 1996, 

Yorke & Kitchen, 1985), ad position (radio: Abernethy, 1991), break length 

(television: Intomart, 1996), break other channel (television: Intomart, 1996) 

(television) channel type (Horsley, 1986; Intomart, 1993, 1995) 

position (magazine or newspaper): Van der Molen & Robben, 1991; TMP. 1996) 

ad content: 

typicality (Goodstein, 1993) or uniqueness (Olney, Holbrook & Batra, 1991) of 

television commercial 

size of print advertisement (Cebuco, 1985; Van der Molen & Robben, 1991; TMP, 

1996) 

(television) commercial appeals (Olney, Holbrook & Batra, 1991), brand appeals in 

television commercials (Goodstein, 1993) or print advertisements (Bogart & Tolley, 

1988) 

colour in (print) advertisement (Van der Molen & Robben, 1991; TMR 1996) 
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Table Al.4: Variables related to evaluation of advertising 

group of variables: measured variables and references: 

general beliefs beliefs with respect to the execution of advertisements (Alwitt & Prabhaker, 1992, 

1994; Bauer & Greyser, 1968; Ducoffe, 1995, 1996; Mittal, 1994; Pollay & Mittal, 1993) 

beliefs about deception, unrealistic, corrupt values (Alwitt & Prabhaker, 1992, 1994; 

Bauer & Greyser, 1968; Pollay & Mittal, 1993; Sikkema & Soels, 1994; Sikkema, 1996) 

statements: 'there is too much advertising', and 'it is repeated too often' (Alwitt & 

Prabhaker, 1992, 1994; Bakker, 1995; Bauer & Greyser 1968; Ducoffe, 1995, 1996); 

'advertising is offensive' (Alwitt & Prabhaker, 1992, 1994; Anderson, Englebow & 

Becker, 1978; Bauer & Greyser, 1968; Pollay & Mittal, 1993) 

beliefs with respect to economic benefits (Alwitt & Prabhaker, 1992, 1994; Anderson, 

Englebow & Becker, 1978; Bauer & Greyser, 1968; Pollay & Mittal, 1993) 

personal beliefs entertainment (Alwitt & Prabhaker, 1992; Bakker, 1995; Bauer & Greyser, 1968; 

(functions) Ducoffe, 1995, 1996; Mittal, 1994; Pollay & Mittal, 1993; Sikkema & Soels, 1994; 

Sikkema, 1996) 

information (Alwitt & Prabhaker, 1992, 1994; Bauer & Greyser, 1968; Ducoffe, 1995, 

1996; James & Kover, 1992; Mittal, 1994; Pollay & Mittal, 1993; Sikkema & Soels, 

1994; Sikkema, 1996) 

affirmation of value (Alwitt & Prabhaker, 1992) 

social learning/contact (Alwitt & Prabhaker, 1992; Pollay & Mittal, 1993; Mittal, 1994) 

general user 

characteristics 

age (Alwitt & Prabhaker, 1992, 1994; Bauer & Greyser, 1968; Burns & Foxman, 1989; 

Hoek & Gendall, 1994; Silman & Samuels, 1995) 

sex (Bauer & Greyser, 1968; Hoek & Gendall, 1994) 

education (Burns & Foxman, 1989) 

income/social status (Alwitt & Prabhaker, 1992; Alwitt & Prabhaker, 1994; Bauer & 

Greyser (1968); Burns & Foxman, 1989; Silman & Samuels, 1995) 

media use (ITV viewing, reading press; Silman & Samuels, 1995) 

program involvement/liking (Alwitt & Prabhaker, 1992, 1994; Tavasolli, Shultz II & 

Fitzsimons, 1995) 

number of television sets in the house (Alwitt & Prabhaker, 1992) 

product use (Bauer & Greyser, 1968; Mittal, 1994) 

medium characteristics pacing, intrusiveness of messages (Bauer & Greyser (1968); Bronner & Verzijden, 1990; 

Mittal, 1994) 

ad format, frequency (Alwitt & Prabhaker, 1994) 
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A2: Topic list Study I 
Instruction: start the interview with an introduction and questions on 
general medium use (1). If necessary, name a medium (every interviewa 
different medium). Then, ask about advertising in general (2) and in the 
context of the described media (3). Sequence depends on the interviews 
(Iv. = Interviewee). 

[1] Topics with respect to media use 
s what media/titles/programs, how often 
s when (moments, situations) 
s why (habits, reasons for use, habits, influence of others, upbringing 

or education, friends or colleagues, history of use, recent changes in 
use) 

s with whom (social context) 
s difficult to do without? (involvement, affinity with medium) 

[2] Topics with respect advertising in general 
S ask Iv. to describe advertising (Postbus51 different?) 
s ask Iv. to describe how she/he deal with advertising (behaviour: 

activity or selection, such as skipping, scanning, zapping, duration, 
time, frequency, intensity: often or never, attention, habit, regularity) 
(Note: when difficult for Iv. skip to advertising in the media they use, 
see 3) 

•/ why (reasons, motives, functions) 
•s ask Iv. for (examples of) specific moments, situations, people, media, 

campaigns 
s personal opinion on advertising in general (+ reason), opinions of 

others, pros and cons advertising (general beliefs) 
s social use (personal situation, talking with others) 

[3] Topics with respect advertising in specific media 
s ask how Iv. sees advertising in general (behaviour, reasons, motives, 

function of advertising in these media, liking or disliking, social 
context) 

s check for magazines, television, newspapers, radio, outdoor, mail 
s differences between media with respect to advertising in these media 
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A3: Main questions Study 
(part of the CATI questionnaire for television) 

[Q.l] I would like to ask you a few questions about watching television. How 
many days per week do you watch television, on average? 

[Q.2] And when you watch television, for how many hours or minutes are you 
doing this, on average? 

[Q.3] When was the last time you were watching television? [Instruction: 'last 
time' includes the day of the interview. 'Watching' can be explained as 
"it is not important how attentive you were whilst watching. It is about 
the opportunity you had to see what was on the screen".] 

[Q.4 to Q.10] [Extra questions about this last moment of medium use: at home or 
somewhere else, with whom, why, for how long and with attention or 
not.] 

[Q.ll] [If the medium is used for at least one minute] You were describing the 
number of hours/minutes you were watching television. Could you give 
an estimation of the number of commercials you noticed during this 
morning/afternoon/evening? [Instruction: allowed to add to the 
respondent: "it is not necessary that you remember the exact content of 
the commercials, or whether you liked them or not. Try to give an 
estimation of the number of commercials you noticed, at least in 
part".] 

[Q.12] What percentage of these spots draws your attention? 0 means none of 
the commercials, and 100 means all commercials. [Instruction: allowed 
to add to the respondent: "it is not necessary that you remember the 
exact content of the commercials, or whether you liked them or not. Try 
to give an estimation of that part of all commercials possibly seen that 
drew your attention, whether positively or negatively".] 
You were describing the last moment you were watching television and 
possibly saw some television commercials. The next few questions deal 
with television advertising in general. I will name you some possible 
reactions to advertising. Would you please state whether you do this 
'always', 'often', 'sometimes' or 'never' when advertising appears on the 
screen? 

[Q-13] You watch the commercials briefly 
[Q-14] You zap to another channel 
[Q-15] You turn the volume down 
[Q-16] You do something else in the same room 
[Q.17] You leave the room 
[Q18] You search for the commercials 
[Q-19] When you are watching television, do you always, often, sometimes or 

never pay attention to the commercials? 
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[Introduction] 

[Q.20] 

[Q-21] 
[Q.22] 

[Q.23] 

[Q.24] 
[Q.25] 
[Q.26] 
[Q.27] 
[Q.28] 
[Q.29] 
[Introduction] 

[Q31] 
[Q32] 
[Q33] 
[Q34] 

I'll read you some statements about television advertising. We would 
like to know your opinion about these statements. Would you please 
indicate whether you agree or disagree with the statement [Instruction: 
if agreed or disagreed, ask whether the respondent strongly agrees or 
disagrees]. 

Television commercials provide me with useful information about 
bargains 
For me, television commercials are funny 
Television commercials provide me with meaningful information about 
the product use of other consumers 
Television commercials provide me with useful information about new 
products 
For me, television commercials are entertaining 
For me, television commercials appear at inconvenient moments 
For me, television commercials are too loud ('schreeuwerig' in Dutch) 
For me, television advertising has no credibility 
For me, television commercials are repeated too often 
For me, all television commercials are alike 
The next few questions are about advertising in different media, such as 
television, radio, newspapers and magazines [only CATI version] 
[Instruction for answering: when positive or negative, ask whether this is 
very positive or very negative.]. 
Are you in general positive or negative about television advertising? 
Are you in general positive or negative about radio advertising? 
Are you in general positive or negative about newspaper advertising? 
Are you in general positive or negative about magazine advertising? 

A4: Response by version and method (Study II) 
Table A4.1: Number of respondents by version (medium) and method 

CATI mail 

television 272 392 

radio 259 404 

newspaper 267 411 

magazine 267 398 

n=1065(1> n=535 (2) 

net sample 

664 

663 

678 

665 
(3) 

' " 1065 respondents completed the CATI questionnaire for one of the four media; (2) 535 respondents also 

completed the mail questionnaire for the 'remaining' three media;(3> these four samples do not differ in terms of 

sex (x'(3)=0.43, p=0.94), age (x'(12)=1.57, p=0.99) and education x'(21)=2.34, p=0,99). 
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A5: Pilotstudy 1997 
At the end of a lecture, 111 first year Communication students of the 
University of Amsterdam were asked to complete a questionnaire about 
television and magazine advertising (February, 1997)1. Of these 
respondents, 44 were male students (39.6%) and 67 were female 
students (60.4%). This sex difference reflects the general proportion of 
male and female students in Communication studies. The age of the 
respondents varies from 18 to 27, their average age is 20. The aim of 
this pilot study was to test two sequences of the belief statements and 
to test another measurement for 'paying attention to advertising'. 

Results belief statements 
To test the sequence of the belief statements, two versions of the 
questionnaire were used. The first version fits the sequence of study II 
(the negative - irritation - statements were listed together). In the 
second version all statements with respect to the belief dimensions 
'information', 'entertainment' and 'irritation' were mixed (see sequence 
in Table A5.1). Results show that the two versions do not differ in terms 
of sex (x2(l)=0.13, p=0.72) and age (t(107)=-0.73, p=0.47). Results 
also show that the average statement scores do not differ in the two 
versions, the only exception being the statement 'For me, magazine 
advertisements are funny' (t(109)=-2.88, p=0.01). In the old sequence 
of study II, the average score was 3.38 on a five point (Likert) scale. The 
new sequence resulted in a lower average score (2.97). For all other 
statements, however, a T-test revealed no significant differences 
(p>0.05). 

This pilot study aimed at testing a few differences in the belief 
statements as well. According to some members of SUMMO's advise 
board, who evaluated the statements used in study II (see note 13 of 
Chapter 3), some statements were too much in favour of television 
advertising in stead of magazine advertising. As a reaction to this 
criticism, two irritation statements were excluded ('too loud' and 
'inconvenient moments') and two statements about advantages were 
included ('beautiful' and 'new ideas'). Two of the other statements are 
slightly changed to be more appropriate to magazine advertising ('too 
often' is replaced by 'too much', and 'new products' by 'specific 
products'). These nine belief statements are summarised in Table A5.1 
as well as their average scores. 
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Table A5.1: Average scores belief statements ( n = l l l ) 

magaz ne television 

advert sements (ma) commercia s(tc) 

For me, ma (/te) are entertaining 2.96 3.25 

Ma (/te) provide me with useful information about bargains 3.10 2.71 

Ma (/te) provide me with new ideas about products or services 3.32 3.40 

In my opinion, there are too many ads in a magazine (/on television) 3.17 3.95 

For me, ma (/tc) are funny 3.14 3.14 

For me, ma (/tc) are beautiful 3.36 3.08 

Ma (/tc) provide me with useful information about specific products 2.97 2.77 

For me, ma (/tc) have no credibility 2.86 3.47 

In my opinion, all ads are alike 2.96 3.32 

scale: 1 = strongly disagree, 5 = strongly agree 

At first sight, the results confirm the results of the second study. The 
average scores of 'entertaining', 'bargains' and 'funny' are slightly 
higher for both media. The average scores of 'too many' and 'no 
credibility' on the other hand, are somewhat lower. In other words, 
respondents of this study are a little more positive than the respondents 
of the second study. This result is in line with the results of the meta
analysis and study II, which showed that younger persons - like the 
students in this sample - are more positive about advertising. More 
important, the nine belief statements could be reduced to the three 
expected factors 'entertainment', 'information' and 'irritation' (see Table 
A5.2). 

Table A5.2: Results factor analysis (factor loadings) 

magazine advertising (n=108) television advertising (n=109) 

factor 1 factor 2 factor 3 factor 1 factor 2 factor 3 

EV=2.72, EV=1.69, EV=1.19, EV=2.47, EV=1.73, EV=1.21, 

R2=30.2% R2=18.8% R2=13.3% R2=27.5% Rz=19.3% R2=13.5% 

funny 0.77 0.22 -0.16 0.92 0.03 0.01 

amusing 0.86 0.03 -0.03 0.89 0.09 -0.01 

beautiful 0.80 0.05 0.09 0.60 0.03 -0.40 

specific products 0.16 0.80 -0.05 0.01 0.88 -0.06 

bargains -0.02 0.83 -0.16 0.16 0.79 -0.02 

new ideas 0.14 0.75 -0.11 -0.02 0.67 -0.25 

alike 0.09 0.05 0.73 -0.08 0.08 0.79 

too many -0.20 -0.14 0.76 0.01 -0.18 0.60 

no credibility 0.01 -0.25 0.59 -0.08 -0.15 0.50 

EV = Eigenvalue, R2 = Explained Variance 

Results 'paying attention to advertising' 
In study II, 'paying attention' was measured by asking whether the 
respondent paid 'never', 'sometimes', 'often' or 'always' attention to 
advertising in a specific medium. Transcripts of part of the interviews2 
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showed that this question was frequently interpreted as a 'yes/no' 
question. Therefore, a dichotomous scale was used in this study. The 
variable 'paying attention' was divided in five items to have a more 
reliable measure. These items consist of paying attention to different 
types of advertising, namely: new ads, beautiful ads, irritating ads, funny 
ads and ads for interesting products. Mokken scale analysis for the 
items about magazine advertising showed that the five items can be 
used as one scale. A scalability coefficient (Loevinger's H weighted) of 
0.46 indicates a "medium scale" (Mokken, 1970, p. 185). No items are 
excluded in the search procedure. Based on these results an index 
variable 'paying attention (index)' can be constructed which indicates 
how many respondents said 'yes' to how many items. Mokken analysis 
for the five television items showed one scale as well. This scale however, 
is rather weak (H=0.35). Exclusion of one of the items ('paying attention 
to irritating ads') resulted in a medium scale (H=0.41). 

A6: Analyses Chapter 4 (Study II) 
Table A6.1: Last time advertising behaviour (Section 4.2.1) 

mean median valid n dk skewness kurtosis 

NP: number of ads noted 19.72 10 247 75 7.89 74.37 

NP: % attention drawn 22.80 10 228 22 1.39 1.43 

MA: number of ads noted 15.82 10 248 31 2.88 10.82 

MA: % attention drawn 25.05 15 237 4 1.25 0.83 

RA: number of ads noted 11.86 6 198 50 2.57 7.30 

RA: % attention drawn 12.41 0 176 8 2.25 5.09 

TV: number of ads noted 10.78 6 310 44 2.32 6.48 

TV: % attention drawn 15.43 5 265 14 1.34 1.21 

NP = newspaper advertising, MA = magazine advert sing, RA = radio advert sing, TV = = television adverti sing, dk = 

number of 'don't know' answers. 
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Table A6.2: General advertising behaviou (Section 4.2.2) 

valid n never some often always dk skewness kurtosis 

newspaper items: times 

skipping (item e) 590 2.9% 32.7% 50.3% 14.1% 11 -0.1 -0.4 

searching (item f) 581 61.1% 33.1% 3.4% 1.5% 19 1.5 2.5 

paying attention (item g) 646 17.2% 63.9% 13.6% 5.3% 8 0.8 1.0 

looking briefly (item h) 594 5.2% 43.4% 42.4% 8.9% 7 0.1 -0.3 

reading thoroughly (item i) 593 22.1% 69.5% 6.7% 1.7% 9 0.5 2.0 

magazine items: 

skipping (item e) 560 5.0% 31.6% 45.2% 18.2% 5 0.1 -0.5 

searching (item f) 549 73.4% 23.3% 2.6% 0.7% 5 1.9 4.0 

paying attention (item g) 625 24.6% 60.3% 10.4% 4.6% 5 0.8 1.0 

looking briefly (item h) 560 8.9% 38.9% 41.8% 10.4% 5 0.0 -0.4 

reading thoroughly (item i) 554 28.7% 64.4% 5.2% 1.6% 3 0.6 1.6 

radio items: 

zapping (item a) 524 74% 19.1% 5.2% 1.7% 3 2.0 3.9 

muting (item b) 526 82.7% 10.8% 5.1% 1.3% 2 2.6 6.4 

leaving the room (item c) 516 47.3% 41.5% 10.1% 1.2% 11 0.8 0.1 

doing something else (item d) 540 27.4% 32.6% 26.7% 13.3% 7 0.3 -1.0 

(combination a to d) 341 12.9% 29.0% 35.8% 22.3% — -0.2 -0.9 

searching (item f) 526 98.1% 1.3% 0.4% 0.2% 25 9.6 106.2 

paying attention (item g) 632 49.1% 47.6% 2.5% 0.8% 19 0.8 0.9 

listening (item h) 564 16% 40.6% 19.9% 23.6% 5 0.2 -1.1 

television items: 

zapping (item a) 577 19.8% 43.5% 31.5% 5.2% 7 0.1 -0.6 

muting (item b) 551 73.9% 14% 9.3% 2.9% 9 1.8 2.4 

leaving the room (item c) 558 20.4% 52.9% 25.3% 1-4% 3 0.1 -0.5 

doing something else (item d) 610 5.7% 36.9% 49.7% 7.7% 5 -0.2 -0.2 

(combination a to d) 503 18.9% 23.1% 41.6% 16.5% — -0.2 -1.0 

searching (item f) 552 96.9% 2.7% 0.4% 0.0% 9 6.4 44.8 

paying attention (item g) 646 27.9% 65.3% 5.4% 1.4% 6 0.5 1.5 

watching (item h) 573 13.1% 65.1% 15.9% 5.9% 2 0.8 0.9 
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Table A6.3: Belief statements 

valid n (strongly) (strongly) skewness kurtosis 

newspaper items: disagree agree 

bargains (item a) 629 16.2% 62.1% -0.8 0.2 

funny (item b) 637 46.3% 24.9% 0.2 -0.7 

product use of others (item c) 594 58.8% 17.6% 0.4 -0.6 

new products (item d) 611 27.5% 50.6% -0.5 -0.8 

entertaining (item e) 621 56.7% 17.1% 0.4 -0.4 

inconvenient moments (item f) 599 59.3% 12.9% 0.7 0.3 

too 'loud' (item g) 592 57.3% 13.5% 0.6 0.1 

no credibility (item h) 598 39.3% 23.7% 0.3 -0.5 

repeated too often (item i) 577 43.7% 31.6% 0.4 -0.8 

all alike (item j) 574 46.9% 25.4% 0.5 -0.6 

magazine items: 

bargains (item a) 594 34.2% 42.1% -0.3 -0.9 

funny (item b) 605 47.4% 23.3% -0.2 -0.7 

product use of others (item c) 579 59.6% 19.2% 0.5 -0.5 

new products (item d) 589 22.6% 56.6% -0.6 -0.4 

entertaining (item e) 593 57.0% 16.3% 0.4 -0.4 

inconvenient moments (item f) 581 51.8% 23.4% 0.5 -0.5 

too 'loud' (item g) 572 51.6% 21.5% 0.5 -0.5 

no credibility (item h) 578 34.4% 33.0% 0.1 -0.7 

repeated too often (item i) 566 35.3% 42.8% 0.1 -1.1 

all alike (item j) 551 42.6% 3 1 % 0.3 -0.8 

radio items: 

bargains (item a) 584 57.9% 19.0% 0.3 -0.8 

funny (item b) 600 60.5% 16.3% 0.4 -0.6 

product use of others (item c) 566 71.2% 11.5% 0.7 0.0 

new products (item d) 579 50.1% 28.4% 0.2 -0.9 

entertaining (item e) 592 55.7% 19.6% 0.3 -0.9 

inconvenient moments (item f) 577 36.0% 39.3% 0.1 -1.0 

too 'loud' (item g) 583 36.2% 37.4% 0.1 -0.9 

no credibility (item h) 566 28.4% 44.2% 0.0 -0.9 

repeated too often (item i) 572 16.8% 65.0% -0.6 -0.5 

all alike (item j) 536 37.3% 36.7% 0.2 -0.9 

television items: 

bargains (item a) 626 63.6% 16.9% 0.5 -0.5 

funny (item b) 640 59.8% 13.9% 0.4 -0.7 

product use of others (item c) 613 75.4% 12.3% 0.8 0.1 

new products (item d) 619 44.4% 34.9% 0.0 -1.1 

entertaining (item e) 636 47.5% 23.0% 0.0 -1.0 

inconvenient moments (item 0 636 14.6% 72.9% -1.0 0.2 

too 'loud' (item g) 626 26.5% 47.5% -0.2 -0.9 

no credibility (item h) 622 18.0% 61.7% -0.6 -0.3 

repeated too often (item i) 639 9.2% 83.3% -1.5 1.8 

all alike (item j) 606 30.0% 50.5% 0.1 -1.0 

items a-e are positive statements, items f-j are negative statements; scale: l=stro igly disagree, 5=strongly agree 
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Table A6.4: Factor loadings newspaper statements (n=485) 

items: (EV=2 

too often 0.74 

too loud 0.71 

inconvenient moments 0.68 

no credibility 0.65 

alike 0.55 

amusing 0.05 

funny -0.13 

information bargains -0.19 

information product use others 0.05 

information new products -0.16 

factor 1 factor 2 factor 3 

(EV=2.86, R2=28.6%) (EV=1.69, R2=16.9%) (EV=0.99, R2=9.9%) 

0.07 0.01 

-0 .15 

-0.29 

0.11 

-0.02 

0.81 

0.78 

0.47 

0.06 

0.33 

0.09 

-O.01 

-0 .28 

-0.25 

0.07 

0.16 

0.40 

0.80 

0.72 

EV = Eigenvalue, R2 = Explained variance 

Table A6.5: Factor loadings magazine statements (n=482) 

items: 

too loud 

too often 

no credibility 

alike 

inconvenient moments 

information bargains 

information new products 

information product use others 

amusing 

funny 

factor 1 factor 2 factor 3 

(EV=3.07, R2=30.7%) (EV=1.69, R2=16.9%) (EV=0.99, R2=9.9%) 

0.71 -0.27 0.21 

0.71 0.20 -0.32 

0.69 -0.13 -0.19 

0.66 0.03 -0 .13 

0.65 -0.26 -0.11 

-0 .08 0.80 0.02 

-0.14 0.71 0.25 

0.01 0.48 0.44 

-0.07 0.06 0.82 

-0 .18 0.33 0.60 

EV = Eigenvalue, R = Explained variance 

Table A6.6: Factor loadings radio statements (n=471) 

factor 1 factor 2 factor 3 
items: (EV=3.53, R2=35.3%) (EV=1.72, R2=17 2%) (EV=0.90, R2=9.0%) 
inconvenient moments 0.72 -0.14 -0.02 

too often 0.70 -0.01 -0.10 

no credibility 0.70 -0.31 0.04 

too loud 0.67 -0.07 -0.22 

alike 0.58 0.13 -0.33 

information new products -0.08 0.81 0.16 

information product use others -0.08 0.80 0.07 

information bargains -0.09 0.74 0.33 
amusing -0.17 0.20 0.87 

funny -0.16 0.44 0.70 

EV = Eigenvalue, R2 = Explained variance 
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Table A6.7: Factor loadings television state ments (n= 145) 

factor 1 factor 2 factor 3 

items: (EV=2.60 R2=26 0%) (EV=2.09, R2=20.9%) (EV=0.97, R2=9.7%) 

too often 0.74 0.11 -0.03 

no credibility 0.73 -0.21 -0.02 

alike 0.67 0.05 -0.03 

too loud 0.65 -0.06 -0.20 

inconvenient moments 0.56 -0.06 0.01 

information product use others -0.01 0.77 0.08 

information bargains 0.02 0.72 0.09 

information new products 0.02 0.71 0.32 

amusing -0.05 0.17 0.87 

funny -0.12 0.21 0.84 

EV = Eigenvalue, R2 = Expia ned variance 

Table A6.8: Correlation between belief dimensions and attitude towards advertising 

attitude towards 

newspaper magazine radio advertising television 

advertising advertising advertising 

irritation -0.32 (n=509) -0.27 (n=497) -0.31 (n=486) -0.17 (n = 567) 

information 0.32 (n=564) 0.32 (n = 546) 0.40(n=527) 0.38 (n=589) 

entertainment 0.35 (n=608) 0.32(n=578) 0.45 (n=570) 0.45 (n=632) 

All (Pearson) corn la: on coefficients are sign ficant at the 0.01 level (2 -tailed). 

A7: Analyses Chapter 5 (Study II) 
Factor analyses 'advertising use' 
The factor analyses are based on the Principal Components Analysis 
with Varimax rotation. A first factor analysis - in which all behavioural 
statements (the statements of the next table plus the item 'looking 
briefly') were included - yielded two factors. The second factor, however, 
consisted of only one item, namely 'looking briefly'. Interpretation of 
this item is rather difficult since it refers to 'positive' as well as 
'negative' behaviour with respect to print advertising. A second factor 
analysis with the remaining items yielded one factor with an explained 
variance of more than 50% (see Table A7.1). This factor refers to paying 
attention to print advertising. 
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Table A7.1: Results of factor analyses for print advertising use (factor loadings) 

newspaper advertisin g magazine advertising 

items: (one factor: EV= =2.16 R2 =54.0%) (one factor: EV=1.03, R2=52.7%) 

skipping -0.48 -0.69 

searching 0.76 0.68 

paying attent on 0.84 0.81 

reading thorough iy 0.81 0.81 

EV = Eigenva ue, R2 =Expla ned variance. 

A factor analysis in which all statements with respect to radio (or 
television) advertising were included yielded three factors with a 
cumulative explained variance of more than 50% (see Table A7.2). The 
first factor consists of the items 'leaving the room' and 'doing 
something else' and is referred to as physical avoidance (i.e. 'use3'). The 
second factor is based on the items 'zapping', 'muting', and '(not) 
watching'. This factor is labelled 'avoidance in general' (i.e. 'use2'). The 
items 'searching' and 'paying attention' highly load on the third factor, 
which is called 'attention' (i.e. 'usel'). 

Table A7.2: Resu ts of factor analyses for broadcast advertising use (factor loadings) 

radio adverti sing television advertising 

factor 1: factor 2: factor 3: factor 1: factor 2: factor 3: 

'physical 'avoidance' 'attention' 'physical 'avoidance' 'attention' 

avoidance' avoidance' 

(EV=1.56, (EV=1.32, (EV=1.17, (EV=1.36, (EV=1.42, (EV=1.19, 

items: R2=22.3%) R2=18.9%) R2=16.8%) R2=19.4%) R2=20.3%) R2=16.9%) 

zapping 0.11 0.73 0.14 -0.17 0.74 0.13 

muting -0.12 0.76 0.06 0.01 0.43 -0.16 

leaving the room 0.85 0.03 0.01 0.82 -0.23 -0.06 

doing som ething else 0.83 0.02 0.01 0.76 0.31 0.05 

searching 0.20 0.12 0.65 0.03 0.05 0.81 

paying attention -0.14 0.05 0.75 -0.07 -0.30 0.66 

listening/watchir g -0.26 -0.44 0.40 -0.28 -0.67 0.20 

EV = Eigenvalue, R2 = Explained variance; only factors with EV > 1 are shown; factor 1 = physical avo idance = use3, 

factor 2 = avoidance = use2, factor 3 = attention = usel. 

Correlation between 'summary scores' and 'factors' 
In order to see to what extent the factor analyses represent an 
'unnatural' situation - in which factors are wrongly perceived as 
uncorrelated - Pearson correlation coefficients between the factor and a 
constructed variable based on summary scores were calculated per 
medium (see note 1 in Chapter 5). 
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Table A7.3: Pearson correlation coefficients 'advertising use' 

usel: use2: use3: 

attenti on avoidance physical avoidance 

newspaper 0.99 — — 
magazine 0.99 — — 
radio 0.89 0.91 0.97 

television 0.94 0.84 0.98 

All significant at the 0.01 level. 

Table A7.4: Pea rson corre lat on coeffic ents 'belief facto rs' 

irritation inforrr ation entertainment 

newspaper 0.98 0.88 0.94 

magazine 0.99 0.89 0.82 

radio 0.98 0.95 0.88 

television 0.99 0.97 0.96 

All significant at the 0.01 level. 
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Results regression analyses 
(Method: Backward, missing values are deleted pair wise) 

Table A7.9: Newspaper advertising (ß va ues) 

dependen variabl es: 

predictors: attention liking entertainment information irritation 

liking 0.10 — — — — 
bf irritation -0 .15* -0 .27* — — — 
bf information 0.16* 0.15* — — — 
bf entertainment 0.50* 0.31 * — — — 
frequency e e e 0.12* -0 .13* 

age e e -0 .15* e 0.14* 

education -0.08 e e -0 .16* e 

size of household e e e e e 

model statistics: adjusted 

R2=0.34, 

adjusted 

R2=0.18, 

adjusted 

R2=0.02. 

adjusted 

R2=0.03, 

adjusted 

R2=0.02, 

F(5,297)=36.92 F(3,299)= :23.36, F(l,301)= 6.56, F(2,300)= 5.72 F(2,300)=4.05, 

p=0.00 p=0.00 p=0.01 p=0.00 p=0.02 

bf = belief factor, d = dummy varia oie (1 = presence 0 = absence), — = not applicab e, e = ; excluded from the 

regression model removal crite rion: p>0.10), also exck ded in all mod sis: 'd uration', 'sex (d)', working hours'; * = 

significant at the 0.05 level. 

Table A7.10: Magazine advertising (ß values) 

dependent variables 

predictors: attention liking information irritation 

liking 0.10* — — — 
bf irritation -0 .13* -0 .18* — — 
bf information 0.39* 0.20* — — 
bf entertainment 0.26* 0.25* — — 
frequency e e e e 

age e -0.11 * e 0.17* 

sex (d) e e e e 

education 0.10* e 0.12* e 

working hours 0.13* e e e 

model statistics: adjusted R2 =0.30, adjusted R2=0.14, adjusted R2=0.01. adjusted R2=0.03, 

F(6,291)=22.09. F(4,293)= 13.42, F( 1,296) =4.02, F(l,296)=8.82, 

p=0.00 p=0.00 p=0.04 p=0.00 

bf = belief factor d = riummy varia ble (1 = presence, 0 = absence) — = not applicable , e = excluded from the 

regression model (removal criterion p>0.10) also exclu ded in all models: 'd jration', ' size of household'; * = 

significant at the 0.05 level; note: no signif cant regression model for the dependent variable 'entertainment' 

(p>0.05). 
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Table A7.11: Radio advertising (ß values) 

dependent variables: 

usel: use2: use3: liking irritation informa entertain

attention avoidance physical tion ment 

predictors: avoidance 

liking e -0 .12* e — — — — 
bf irritation -0 .13* e 0.09 -0 .22* — — -
bf information 0.22* e e 0.30* - - -
bf entertainment 0.24* e -0.11 * 0.25* — - — 
frequency 0.12* e e e e e e 

duration e -0 .12* e e e e e 

age 0.16* e e -0.20 * -0 .18* e e 

sex (d) e 0.18* e e e e e 

education e e e -0 .13* e e 0.12* 

working hrs e -0 .14* -0.20 * e e 0.13* -0 .14* 

size of h h e e e e e 0.11 e 

model statistics: adjusted adjusted adjusted adjusted adjusted adjusted adjusted 

R2=0.17 R2=0.05 R2=0.06 R2=0.27 R2=0.03 R2=0.02 R2=0.02 

F(5,301)= F(4,302)= F(3,303)= F(5,301)= F(l,305)= F(2,304)= F(2,304)= 

13.01, 4.77, 7.09, 24.16, 10.05, 4.17, 4.77, 

p=0.00 p=0.00 p=0.00 p=0.00 p=0.00 p=0.02 p=0.01 

bf = belief factor hrs = hours, hh = household, d = dummy variable (1 = presence, 0 = abse ice), — = not 

applicable, e = exc uded from the regression model (removal criterion: p>0.10); * = sign ficant at the 0.05 level. 

Table A7.12: Television advertising (f values) 

dependent variables: 

attention avoidance physical liking entertain information 

predictors: avoidance ment 

liking e -0 .16* e — — — 
bf irritation -0.11 * 0.20* 0.14* -0 .14* — — 
bf information 0.11 * -0 .12* e 0.27* — — 
bf entertainment 0.25* -0 .19* e 0.35* — — 
duration e e e e e 0.12* 

age -0.23 * e e -0 .12* -0.27 * -0.10 

sex (d) e 0.11 * e e e e 

education e e e e e e 

working hours e e -0 .16* 0.08 e e 

size of household -0 .12* -0 .13* e e e e 

model statistics: adjusted adjusted adjusted adjusted adjusted adjusted 

R2=0.15 R2=0.18 R2=0.04 R2=0.24 R2=0.07 R2=0.02 

F(5,299)= F(6,298)= F(2,302)= F(5,306)= F(l,310)= F(2,309)= 

11.50, 12.11, 7.23, 20.69, 23.85, 3.48, 

p=0.00 p=0.00 p=0.00 p=0.00 p=0.00 p=0.03 

bf = belief factor, d = dummy variable (1 = presence, 0 = absence), — = not applicable, e = excluded from the 

regression model removal criterion pïO.10), alsc excluded in all models: 'free uency'; * = sigr ificant at the 0.05 

level; Note: no significant regression model for the dependent varia oie 'irritation' (p>0.05). 
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Results LISREL analyses 

Table A7.13: Results LISREL analysis radio advertising (standardised path coefficients) 

information entertainment liking use l use2 use3 

bf i r r i tat ion — — -0 .22 * - 0 . 1 3 * — 0 . 0 9 * 

bf in format ion — — 0 . 2 9 * 0 . 2 2 * — — 
bf enter ta inment — — 0 . 2 5 * 0 . 2 4 * — - 0 . 1 1 * 

l ik ing — — — — - 0 . 1 2 * — 
frequency — — — 0 . 1 0 * — — 
durat ion — — — — - 0 . 1 1 * — 
age — — - 0 . 2 1 * - 0 . 1 5 * — 0.01 * 

sex — — — — 0.18 — 
educat ion -0 .03 - 0 . 1 4 — — — — 
working hours 0 . 1 3 * - 0 . 0 1 * — — - 0 . 1 4 * - 0 . 2 1 * 

size of household 0.11 * — — — — — 
use l = at tent ion, use2 = avoidance, use3 = physical avoidance , bf = belief factor, * = signif i cant at the 0.05 level 

(based on LISREL est imates, ML) model stat ist ics: x !(48)= =65.11, p=0.05, AGFI=0.96, PGFI= =0.45; squared 

mul t ip le correlat ion R2
1n.o,ma.,on=0.02 R2en,er,alnm.n, = 0.00, R2

llklr,g = J.25 R2
u s e l=0.15 R2 

s e 2=0.06, R üse3 =0.06. 

Table A7.14: Results LISREL analysis television advertising (standarc ised path coeff cients) 

in format ion entertainment liking use l use2 use3 

bf in format ion — — 0 . 2 7 * 0.11 * - 0 . 1 0 * — 
bf enter ta inment — — 0 . 3 4 * 0 . 2 7 * - 0 . 1 7 * — 
l ik ing — — — — - 0 . 1 8 * — 
bf i r r i tat ion — — - 0 . 1 3 * - 0 . 1 0 * 0 . 1 7 * 0 . 1 3 * 

frequency — — — — — — 
durat ion 0 . 1 1 * — — — — — 
age - 0 . 0 9 * - 0 . 2 4 * - 0 . 1 3 * - 0 . 2 1 * — — 
sex — — — 0.11 — 
working hours — 0 . 0 8 * — — - 0 .15 * 

size of household — — — - 0 . 1 1 * - 0 . 1 3 * — 
use l = at tent ion, use2 = avoidance, use3 = physical avoidance, bf = ; belief factor, * = signif i cant at the 0.05 level 

(based on LISREL est imates, ML) model stat ist ics: x ' (30 )=34 .97 , p=0 .24 , AGFI=0.97. PGFI= =0.38; squared 

mul t ip le correlat ion: R2,niormal lon=0.02 R entertamment-0.06, R hking-0.26, R2„sel=0.16 R2 se2 = 0.17, R use3 =0.04. 
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In the next two tables, the four LISREL models are compared by means 
of the standardised total effects of the independent and (other) 
dependent variables on 'advertising use' and 'liking'. 

Table A7.15: Standardised total effects for use and liking of print advertising (LISREL) 

newspaper advertising (Figure 5.2) magazine advertising (Figure 5.3) 

use liking use liking 

liking 0.10 — 0.12 — 

bf irritation -0.17 -0.25 -0.14 -0.16 

bf information 0.16 0.14 0.39 0.19 

bf entertainment 0.51 0.29 0.28 0.23 

frequency 0.04 0.05 - -
age -0.08 -0.06 -0.03 -0.14 

education (-0.11) (-0.02) (0.06) (0.02) 

working hours — — 0.13 — 

model statistics: R2=0.33 R2=0.17 R2=0.29 R2=0.13 

X2(12)=6.49, p=0.89; AGFi=0.99. PGFI=0.33 X2(10)=5.70, p=0.84; AGFI=0.99, PGFI=0.28 

bf = belief factor; ( ) = not significant. 

Table A7.16: Standardised total effects for use and liking of broadcast advertising (LISREL) 

radio advertising (Figu re 5.4) television advertising (Figure 5.5) 

usel use2 use3 liking usel use2 use3 liking 

liking — -0.12 — — — -0.18 — — 

bf irritation -0.13 0.03 0.09 -0.22 -0.10 0.19 0.13 -0.13 

bf information 0.22 -0.04 — 0.29 0.11 -0.15 — 0.27 

bf entertainment 0.24 -0.03 -0.11 0.25 0.27 -0.23 0.34 

frequency 0.10 — — — — — — — 
duration — -0.11 — — 0.01 -0.02 — 0.03 

age -0.15 0.03 0.00 -0.21 -0.28 0.09 — -0.23 

sex ('men') - (0.18) — — - (0.11) - -

education (-0.01) (0.02) (0.00) (-0.14) - — — — 
working hours 0.03 -0.14 -0.21 0.03 — -0.01 -0.15 — 

size of household 0.02 0.00 — 0.03 0.11 -0.13 

model statistics: R2=0.15 R2=0.06 R2=0.06 R2=0.25 R2=0.16 R2=0.17 R2=0.04 R2=0.26 

X2(48)=65.11, p=0.05; AGFI=0.96, x
2(30)=44.97, p=0.24; AGFI=0.97, 

PGFI=0.45 PGFI=0.38 

bf = belief factor, us e l = 'attention', use2 = 'avoidance , use3 = 'p hysical avoidance'; ( ) = not significant (see 

Table A7.13 and Tabl s A7.14). 
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A8: Analyses Chapter 6 (Study IV) 
Table A8.1: Corre lation matr x 1 n=671 advertisements) 

(a) (b) (c) (d) (e) (f) (g) (h) 
(a) recognition 1.00 

(b) proven 0.40* 1.00 

(c) likeability 0.30* 0.17* 1.00 

(d) pc FS -0.04 0.01 -0.04 1.00 

(e) pc FMCG 0.02 -0.07 0.07 -0.17 1.00 

(f) pc MP 0.03 -0.02 0.06 -0.07 -0 .14* 1.00 

(g) pc BCP 0.09* 0.11 * -0.06 -0.12 -0.25 * -0 .10* 1.00 

(h) product use -0.01 0.08* 0.06 -0.01 -0.01 -0 .16* 0.04 1.00 

(i) product interest 0.09 * 0.09* 0.09* 0.06 -0 .12* -0.03 -0.05 0.28* 

proven = proven recognition pc = prodi ct category (is dummy variable, with 1 = presence and 0 = absence), FS = 

financial services, FMCG = fast moving consumer good ;, MP = medical produ cts, BCP = body care products; * = 

significant at the 0.05 level. 

Table A8.2: Items of index variable 'paying attention' (yes/no) 

items: %yes 

(a) paying attention to new ads (n=100) 31.0% 

(b) paying attention to beautiful ads (n=100) 71.0% 

(c) paying attention to irritating ads (n=100) 35.0% 

(d) paying attention to funny ads (n=100) 66.0% 

(e) paying attention to ads for interesting products (n=99) 71.7% 

The five items of Table A8.2 form a weak scale (H=0.31, n=100). 
Mokken search procedure resulted in two stronger scales, namely paying 
attention to irritating (item c), funny (item d) and beautiful ads (item b) 
(scale 1: H=0.44), and paying attention to new ads (item a) and ads for 
interesting products (item e) (scale 2: H=0.56). Despite this result, it is 
decided to use the five items as one scale (H-value of individual items 
vary between 0.26 and 0.44). This scale was constructed by means of 
counting the number of items, which the respondent said 'yes ' to. 

Table A8.3: Results behavioural statements (average on five-point scale) 

items: 

(a) I thoroughly read the advertisement (n=97) 

(b) I look briefly at the advertisement (n=100) 

(c) I skip the advertisement immediately (n=97) 

(d) Paying attention to advertisements (n=99) (index variable) 

mean factor 

2.05 Fl 

2.96 * 
2.28 Fl 

2.74 Fl 

scale items a to c: 1 = never, 2 = sometimes, 3 = regularly, 4 = frequently, 5 = always; scale item d: 1 = 'yes' to one 

of the five items, 5 = 'yes' to all five items (see previous table); distribution all items: skewness and kurtosis < 1. * = 

Factor analysis with the four items yielded one factor with a cumulated explained variance of 39.5% and a very low 

communality of item b ('looking briefly') (0.05). This item was not included in the second factor analysis. Based on 

the factor scores of this latter factor analysis, the factor 'advertising use' (Fl) was constructed. (EV=1.58, #=52.0%) 

with the following factor loadings for the remaining three items: 0.61 (item a), 0.51 (item c), 0.44 (item d). 
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Table A8.4: Results belief statements (average on five-point scale) (n =98) 

items: mean factor 

(a) For me, magazine ads are entertaining 3.09 Fl 

(b) Magazine ads provide me with useful information about bargains 3.23 F2 

(c) Magazine ads offer me new ideas about products or services 3.53 F2 

• (d) For me, there are too many ads in a magazine 3.14 F3 

(e) For me, magazine ads are funny 3.06 Fl 

(f) For me, magazine ads are beautiful 3.18 Fl 

(g) Magazine ads provide me with useful information about specific products 3.27 F2 

(h) For me, magazine ads have no credibility 2.78 F3 

(i) For me, all magazine ads are alike 2.88 F3 

scale: 1 = strongly disag ee, 5 = strongly agree; Fl = belief factor entertainment', F2 = belief factor 'information', 

F3 = belief factor 'irritation'. 

Table A8.5: Factor loadings belief statements (n=98) 

factor 1: entertainment factor 2: information factor 3: irritation 

items: (EV=2.53, R2=28.1%) (EV=1.83 , R2=20 3%) (EV=1.36 , R2=15.1%) 

funny (item e) 0.89 0.10 0.01 

amusing (item a) 0.83 0.17 -0.04 

beautiful (item f) 0.72 -0.08 -0.07 

spec products (item g) -0.13 0.79 -0.14 

bargains (item b) 0.11 0.76 0.03 

new ideas (item c) 0.26 0.68 -0.22 

too many (item d) -0.19 0.29 0.76 

no credibility (item h) 0.00 -0.31 0.71 

alike (item i) 0.04 -0.23 0.70 

EV = Eigenvalue, R2 =Expl äined variance; method: PCA with Varimax rotation 
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Table A8.6: Results of six regression analyses (ß values) 

dependent /ariables (magaz ne advertising): 

use: evaluation: 

predictors: recognition attention liking irritation information entertainment 
use 0.22* — — — — — 
liking e 0.27 ** — — — — 
bf irritation e -0.31 » -0 .20* — — — 
bf information e e 0.25* — — 
bf entertainment e e 0.20 — — — 
regular reading 0.25« 0.25* e e 0.22* e 
subscription (d) e e e -0.21 * e e 
news (d) e -0.22 * e -0.22 e e 
women (d) e e e 0.42 ** e e 
age e e e 0.43** 0.26 ** -0.35 ** 
sex e e e 0.30* - 0 .24 * 0.25* 
education e -0.23 * e e 0.32 ** -0.29 * 
household income e e 0.23* e e e 
household size e e e e 0.32 ** e 

model statistics adjusted adjusted adjusted adjusted adjusted adjusted 

R2=0.12, R2=0.29, R2=0.14, R2=0.30 R2=0.23, R2=0.10, 

F(2,76)= F(5,80)= F(4,81)= F(5,80)= F(4,81)= F(3,82)= 

6.53. 8.06, 4.47, 8.36, 7.20, 4.09, 

p=0.00 p=0.00 p=0.00 p=0.00 p=0.00 p=0.01 

bf = belief factor, d = dummy varie ble (1 = present 0 = absent), — = not appl cable, e = exel jded in the selection 
procedure (removal criterion: pïO.10), * = signif cant at the 0.05 1 evel. 

184 Mass Media Advertising: Information or Wallpaper? 



* 
o o 

^̂  q <tf c 

o ^ t 

o 

C M 

1 

O 
o 

o 

* 
co 
ro 

o 
o 

co 
o 

<? 

O 

o r^ 

ö 
* 
CO 
ro 

o 

* 

1 

o 
jïT 

O 
o 

q 

00 

o 

O 
ö 

ro 

o 
I 

co 
ro 

CNJ 

o 

o 

9 

C M 
CM 

CU 

j u 

m 
O 
d 
CU 

i~' 
* 
ro 

? ? 

* 

O 

0 0 

SZ 

ra 
ra 

o CD CD ro ^ CD CJ 

o m ^J- CM 

* 
? 

* 

o 

O 

O ó 9 'E 
00 

n 

O r^ CM * t i n o 
,—, O CM o CM 

3 q i -H o cu - C r-J O ó Ó 3 ó ó o 
cu 

c 
CU 
</} 

- Q 

r̂ . 00 ,—< O 0 0 ro en ra O O * t o 

s q «f Q 
1 

* 
o 

O 

T 
p p p q O 

CU 
o 
c 

U3 ro * * rv. ro CD 
CU 

O CVJ CM o ^ O ro O <D 

o ro oo o 
~̂̂  ó q 

* 
ó 

* 

ó 

* 

o 

* 
co 

p' 

* 
ó Ó 

* 

Q. 

E O o en CVJ CM CM CM CM CM CO CVJ 

Q. 

E 
o o ro CM 

<? Q 
1 

o CO E 
3 

<u ^ H ö ö o 9 Ö Ó <? Q 
1 o O 

E 
3 

"O 

ro 1^ . r^ ro r^ o TJ 

O o o 0 0 O CM CM O CM 

TT q o 
ó 

o 
o 

o 
ö q O <? <? O <? <? <? O 

t j 

ra 

O 
t j 

ra 
CU 

l/l 
O I D * o 

ro 00 c£) O ^ i n ,_, O i n ~Ö3 
c ,—̂  O T—t CM 

*? 
i - H o O 

<? o I -H i - H CM •-H 
~Ö3 

-o o ,-i O Ó *? ó ó O <? o o O O O n 
c 
o J 5 

a. * * ;̂ tu * * * o * i \ m r̂  o ro CM H C/1 

O C\J CNJ co CM CM o CM CM o CM O 
CO 

II 
c 

^ o co 

e ^ o 
C M 

O <? 
ro 
Ö <? 9 

O 
O <? <? <? <? p ra 

c ra 
o 

— * i n i n * CD 00 <£J "* c£> 
X o o en 00 o CM p^ ^ o CD o ra 
a 
E 

^ o co o 

s -; o d 
o «? 9 ro 

Ó o 9 o 
o <? O 

O 3 3 ? c 
o 

c CU 

o CU C/Î 

c E ra 
-Q ra a) 00 o CD 
ra 

-Q 

O 

O 

c 
o 

E 
C 

o 

ra 
E 

c 
o 

c 
T J ra 
0) 

c 
o 

Q . ^ c 
o 

o 
c 

"O 
o 

N (/) 
•o 
O 

tz 
O 

c 

CO 

< re
co

gn
i 

us
e 

lik
in

g
 

c 
<U 

o 
c 

ro 

5 
3 
00 

O 

n 
3 

"O 

CU 

c 

c 
co 
E 
o 
S 

CU 
00 

ro 
<V 

ra 
o 
3 

T J 
CU 

sz 
QJ 
t/1 
3 
O 

sz 

sz 
CU 
t/} 
3 
O 

SZ 

<u 

ra 
CU 

- Q ? - Q ro . Q o " O Q> CT" no sz r^" iCTi -̂  O ? c o 3 

£ 



Notes Appendix 

I thank Judith van Ankeren, Piet Bakker, Lilian van der Bolt and the other lecturers of 

the Communication Introduction course who asked their students to complete the 

questionnaire. 

Dr. Wil Dijkstra of the Free University of Amsterdam used the transcripts of the 

taped CATI interviews to analyse the interactions between the interviewer and the 

respondent (see also: Van der Zouwen & Dijkstra, 1996). 
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Nederlandse 
samenvatting 

Reclame is een onderwerp dat vaak met scepsis wordt bejegend. Op 
verjaardagen of feestjes wordt reclame nogal eens bestempeld als 
'stom' of 'irritant'. Ook academici schrijven regelmatig over reclame in 
termen van een veronderstelde negatieve invloed. Reclame zou onechte 
behoeften creëren, materiële waarden reflecteren en schadelijk zijn 
voor kwetsbare groepen in de maatschappij. Gezien de alomtegenwoor
digheid in ons dagelijks leven, is het toch relevant om zo'n 'onpopulair' 
onderwerp te bestuderen. Er gaat niet alleen zo'n acht miljard gulden 
per jaar om in de reclamesector. Ook blijkt uit onderzoek dat de 
meeste mensen deze dominante aanwezigheid van reclame zo ervaren. 

In het proefschrift staat centraal wat mensen doen met en vinden 
van reclame, oftewel hoe zij reclame gebruiken en evalueren. Wat doen 
mensen met reclame als zij deze uitingen tegenkomen in de krant, 
tijdens of na afloop van een televisieprogramma of op straat? Kijken zij 
ernaar of zullen zij reclameboodschappen zoveel mogelijk vermijden? 
En wat vindt men van reclame in verschillende mediumtypen? Wordt 
reclame in kranten anders ervaren dan reclame op televisie? En zo ja, 
waarom is dat? Ook is de vraag in hoeverre deze meningen invloed 
hebben op het opmerken en onthouden van specifieke reclame
uitingen. In deze samenvatting worden per hoofdstuk de belangrijkste 
bevindingen van een vijftal studies naar reclamegebruik besproken. 



Introductie 
Het theoretische raamwerk voor het onderzoek wordt gevormd door 
theorieën over mediakeuze en mediagebruik, met name de Uses and 
Gratifications approach en de Expectancy Value theory. Dit raamwerk is 
vervolgens toegepast op een specifieke vorm van mediuminhoud, 
namelijk reclame. Binnen dit kader is advertising use (reclamegebruik) 
nader gedefinieerd en ingekaderd in een theoretisch model dat samen 
met de resultaten van een systematische literatuurstudie (hoofdstuk 2) 
heeft geleid tot het onderzoeksmodel (hoofdstuk 3). 

Een model ter verklaring van reclamegebruik 
In het tweede hoofdstuk staat de literatuurstudie (meta-analyse) 
centraal en worden de resultaten van een vergelijking van 50 studies 
naar reclamegedrag gepresenteerd. Deze analyse laat onder andere zien 
dat de meeste studies (gepubliceerd tussen 1985 en 1997) zijn gericht 
op televisiereclame. Andere mediumtypen zijn weinig onderzocht en 
zelden is een vergelijkende studie uitgevoerd. Een belangrijk resultaat 
van de meta-analyse is een samenvattend model dat de belangrijkste 
variabelen aangeeft die zijn gerelateerd aan aandacht voor reclame en 
het vermijden van reclame. 

Onderzoeksdesign 
In het derde hoofdstuk wordt de probleemstelling nader uitgewerkt in 
meerdere onderzoeksvragen en een onderzoeksmodel. In dit model staat 
met name de relatie tussen advertising use en gebruikersvariabelen 
centraal. Deze gebruikersvariabelen zijn: opvattingen over reclame 
(beliefs), houding ten aanzien van reclame, mediumgebruik en 
demografische variabelen. Ook kenmerken van media worden in het 
onderzoek betrokken doordat alle variabelen worden gemeten voor 
verschillende mediumtypen. De nadruk ligt hierbij op reclame in de 
zogenaamde traditionele media; massamedia die meestal worden 
gebruikt voor hun niet reclame-inhoud. 

Media verschillen bijvoorbeeld in de technische mogelijkheden die ze 
hebben om reclameboodschappen weer te geven, hun functie, 
stemmingen die ze kunnen oproepen, de sociale context van het gebruik 
en hun mogelijkheden in termen van pacing wan informatie. Zowel media 
met interne pacing als media met externe pacing zijn onderzocht. Print 
media (of search media) zijn media met interne pacing: de gebruikers 
bepalen zelf op welk moment, in welke volgorde en met welke snelheid 
zij deze media gebruiken. Bij de audiovisuele media radio en televisie 
daarentegen is er sprake van externe pacing. Deze media worden ook 
wel display media genoemd. Het medium bepaalt moment, volgorde en 
snelheid van consumptie. 
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Ter beantwoording van de onderzoeksvragen zijn verschillende 
methoden gebruikt. Naast het literatuuronderzoek (hoofdstuk 2), zijn de 
volgende empirische studies uitgevoerd: 18 diepte-interviews, een 
grootschalig telefonisch onderzoek bij 1065 respondenten met 
schriftelijke follow-up, een experiment (n=80) en een face-to-face 
vragenlijstonderzoek waarbij de copy-test is gebruikt (n=100). 

Gebruik en evaluatie van reclame 
De eerste twee onderzoeksvragen 'Hoe gebruiken mensen reclame?' en 
'Hoe evalueren mensen reclame?' hebben betrekking op het beschrijven 
van de concepten advertising use (reclamegebruik) en evaluation 
(evaluatie). Basis voor het beantwoorden van deze vragen in hoofdstuk 4 
zijn de data uit de diepte-interviews (studie I) en het telefonische 
onderzoek (studie II). 

Het blijkt dat reclamegebruik verschillend is voor printmedia en 
audiovisuele media. In het algemeen wordt er meer aandacht besteed 
aan printreclame en wordt reclame in audiovisuele media vaker 
vermeden. Ook wordt printreclame positiever geëvalueerd dan 
televisiereclame, namelijk als informatie. Reclame op televisie wordt 
vooral geassocieerd met irritatie. Over radioreclame heeft men een 
minder uitgesproken mening. Deze vorm van reclame valt de meeste 
mensen nauwelijks op. 

Redenen voor reclamegebruik 
De derde onderzoeksvraag naar redenen voor reclamegebruik ('Waarom 
gebruiken mensen reclame?') staat centraal in het vijfde hoofdstuk. In dit 
hoofdstuk worden de resterende resultaten van het survey-onderzoek 
(studie II) gepresenteerd. Verschillende verklaringsmodellen voor de 
mediumtypen televisie, radio, krant en tijdschrift zijn getoetst. 

In het algemeen blijkt dat reclamegebruik wordt verklaard door wat 
mensen vinden van reclame en hoe zij reclame evalueren. Met name de 
vermaakfunctie van reclame is een belangrijke variabele bij het 
voorspellen of iemand aandacht besteedt aan reclame. Dit geldt voor 
alle onderzochte mediumtypen. Wanneer de verklaringsmodellen worden 
vergeleken, blijkt dat met name de informatiefunctie van reclame 
belangrijk is bij aandacht voor printreclame. Demografische variabelen 
zijn daarentegen belangrijk voor het verklaren van aandacht voor radio-
en televisiereclame en niet voor het verklaren van aandacht voor 
printreclame. Leeftijd blijkt bijvoorbeeld vooral belangrijk te zijn in het 
verklaren van het gebruik van televisiereclame. Jongeren - sinds hun 
geboorte gewend aan televisiereclame - evalueren reclame veel 
positiever en claimen meer aandacht te besteden aan commercials dan 
ouderen. 
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De verschillende modellen blijken gemiddeld 25% van de variantie in 
aandacht voor reclame en gemiddeld 11% van de variantie in het 
vermijden van radio- en televisiereclame te verklaren. Een verklaarde 
variantie van 25% is relatief goed - vergeleken met andere studies 
binnen de sociale wetenschap - maar geeft wel aan dat 75% niet kan 
worden verklaard door de onderzochte gebruikersfactoren. Een deel van 
deze onverklaarde variantie kan worden toegeschreven aan de uitsluiting 
van de specifieke inhoud van reclame-uitingen. 

Verschillen tussen mediumtypen 
In het vijfde hoofdstuk komt tevens de vierde onderzoeksvraag naar het 
verklaren van de verschillen tussen de mediumtypen aan de orde. Het 
feit dat de respondenten aangeven meer aandacht te besteden aan 
printreclame en minder aan audiovisuele reclame zou kunnen worden 
verklaard door het feit dat de display media radio en televisie meer en 
meer worden beleefd als 'behang' (de 'wallpaper' functie van het 
medium). 

Een tweede verklaring is de mate waarin de functie van het medium 
overeenkomt met de functie van de reclame-inhoud. Dit zou betekenen 
dat televisiereclame negatiever wordt beoordeeld omdat commercials 
worden beleefd als een interruptie van de vermaakfunctie van het 
medium. Voor print geldt dat zowel het medium als de reclame-inhoud 
een informatiefunctie heeft en er dus geen sprake is van interruptie. 

Een derde verklaring voor het verschil tussen printmedia en 
audiovisuele media is dat de informatiefunctie alleen relevant is voor de 
gebruiker wanneer het medium deze gebruiker enige mate van controle 
biedt. Dit is het geval voor de search media, oftewel de printmedia met 
interne pacing. Wanneer reclame alleen maar wordt vertoond aan de 
gebruiker (display media of media met externe pacing), heeft een 
gebruiker meer aan een algemene evaluatie in termen van 'leuk' en 'niet 
leuk'. 

Het zien van specifieke reclame-uitingen 
De laatste onderzoeksvraag wordt besproken in het zesde hoofdstuk. De 
vraag is in hoeverre algemeen reclamegebruik - gemeten door middel 
van zelf gerapporteerd gedrag - is gerelateerd aan het 'werkelijk' 
opmerken van reclame-uitingen. Resultaten van de laatste studie (studie 
IV) laten zien dat de algemene aandacht die aan (tijdschrift-) 
advertenties wordt geschonken significant samenhangt met het 
herkennen van specifieke uitingen (recognition). Met andere woorden: 
respondenten die claimen aandacht te besteden aan reclame 
(reclamegebruik), herkenden inderdaad meer advertenties dan anderen. 
Hoewel deze samenhang niet heel sterk is (r=0.30), wordt aangetoond 
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dat reclamegebruik kan gelden als een redelijke indicator voor het 
opmerken van advertenties. 

Conclusie en discussie 
Naast een korte samenvatting, de beantwoording van de 
onderzoeksvragen en een discussie van de resultaten, wordt in het 
zevende en laatste hoofdstuk ingegaan op de implicaties van de 
bevindingen voor vervolgonderzoek en de praktijk. 

Zo kan kennis over reclamegebruik verschillende implicaties hebben 
voor de mediaplanner, die gebruik maakt van bereikscijfers en 
segmentatietechnieken om media (reclamedragers) te selecteren. Maar 
ook voor de adverteerder, die graag voor zijn product of dienst de 
aandacht van het publiek wil trekken. In het laatste hoofdstuk worden 
hierover drie stellingen besproken: 'bereikscijfers vertellen maar een 
deel van het verhaal', 'reclame-affiniteit kan een extra hulpmiddel zijn bij 
mediaplanning' en 'het belang van waardering voor reclamespotjes'. 
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Mass Media Advertising: Information or Wallpaper? 

For most consumers, advertising is less important than advertisers 

might think. Advertising appears to function as 'wallpaper', some

thing in the background that is hardly noticed. The advertiser, how

ever, wants the consumer to use his advertisement as a piece of 

information, for example, when standing in front of a shelf thinking 

what kind of detergent is 'best' or 'cheapest'. Mass mediated 

advertising campaigns should therefore at least function as a 

reminder when making all kinds of choices concerning brands, 

products or services. 

This book describes consumers' use of advertising. The question 

to be answered is: "How and why do people use advertising?". Are 

they searching for information or simply watching commercials 

because they are funny? Are they avoiding ads because they find 

them irritating? And to what extent is (claimed) advertising use 

related to remembering having seen specific ads? The five studies 

in this book use different methods and research designs for 

addressing these questions, to understand and explain advertising 

use. These include: a meta-analysis of more than 50 studies on 

advertising, several in-depth interviews, a nation-wide telephone 

survey with follow-up by mail, an experiment, and a face-to-face 

survey. 
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