
UvA-DARE is a service provided by the library of the University of Amsterdam (https://dare.uva.nl)

UvA-DARE (Digital Academic Repository)

Mass media advertising: Information or wallpaper?

Smit, E.G.

Publication date
1999

Link to publication

Citation for published version (APA):
Smit, E. G. (1999). Mass media advertising: Information or wallpaper? [Thesis, fully internal,
Universiteit van Amsterdam]. Het Spinhuis.

General rights
It is not permitted to download or to forward/distribute the text or part of it without the consent of the author(s)
and/or copyright holder(s), other than for strictly personal, individual use, unless the work is under an open
content license (like Creative Commons).

Disclaimer/Complaints regulations
If you believe that digital publication of certain material infringes any of your rights or (privacy) interests, please
let the Library know, stating your reasons. In case of a legitimate complaint, the Library will make the material
inaccessible and/or remove it from the website. Please Ask the Library: https://uba.uva.nl/en/contact, or a letter
to: Library of the University of Amsterdam, Secretariat, P.O. Box 19185, 1000 GD Amsterdam, The Netherlands.
You will be contacted as soon as possible.

Download date:12 Feb 2026

https://handle.uba.uva.nl/personal/pure/en/publications/mass-media-advertising-information-or-wallpaper(95e0f7fd-4a3c-4417-af33-740c119be164).html


Contents 
1 Introduction 1 

1.1 Relevance 2 
1.2 Media use in terms of uses and gratifications 3 
1.3 Advertising use 9 
1.4 Research questions and guide to this dissertation 12 

Notes Chapter 1 14 

2 Modelling advertising use 15 

2.1 Method 16 
2.2 The selection process 16 
2.3 Overview of advertising behaviours 18 
2.4 Advertising use explained 21 
2.5 Evaluation of advertising further explained 27 
2.6 Summing-up: a model of advertising use 29 

Notes chapter 2 32 

3 Research design 33 

3.1 Overview 34 
3.2 Exploring advertising use (study I) 38 
3.3 Advertising use studied on a larger scale (study II) 40 
3.4 Measuring ad awareness (study III) 47 
3.5 Awareness of magazine advertisements (study IV) 50 
3.6 Summary of data sets 55 

Notes chapter 3 56 

4 Use and evaluation of advertising 59 

4.1 Different types of advertising use (study I) 60 
4.2 Advertising use in four media (study II) 64 
4.3 Evaluation of advertising 73 
4.4 Conclusion 77 

Notes chapter 4 81 



5 Explaining advertising use 83 

5.1 Use explained by evaluation of advertising 84 
5.2 Further explaining advertising use 89 
5.3 Conclusion and discussion 98 

Notes chapter 5 103 

6 Noticing specific ads 105 

6.1 Retrieval problems (study II) 106 
6.2 Recall vs. recognition (study III) 109 
6.3 Noticing magazine advertisements (study IV) 112 
6.4 Explaining noticing specific ads (study IV) 114 
6.5 Conclusion 117 

Notes chapter 6 119 

7 Summary and conclusions 121 

7.1 Theoretical background 122 
7.2 Empirical findings 125 
7.3 Practical implications 130 
7.4 Discussion and further research 132 
7.5 Information or wallpaper? 137 

Notes chapter 7 139 

8 References 141 

9 Appendices 155 

10 Index 187 


