
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:19 Aug 2026

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


Subject index 
ad content 24; 26 
advertising effects 11; 14; 132 
advertising expenditure 2; 14 
advertising use (bel naviour) 9-11; 15; 17; 18; 29; 34; 38; 40; 59; 

60; 63; 64; 83; 84; 89; 98; 103; 125; 
127; 129; 133; 136 

affinity 131 
attention 20; 24; 67; 71; 136 
attitude 35; 76; 77 
attitude toward the ad (Aad) 25; 32 
attitude toward the brand (Ab) 32 
audience activity 5-7 
avoidance 19; 22; 71; 72 
awareness (ad) 47; 50; 129 
beliefs 28; 36; 75 
broadcast media 10; 37; 40; 67- 72; 77; 78; 80; 96; 98 

100;125-129 
CATI see 'survey' 
claimed behaviour 12; 58; 124 
conceptual model 15; 34; 54; 55; 83; 84; 89; 90; 121; 

123 
criticism l ; 4 
demographics 36 
diary method 21; 51; 57; 58; 66; 81 ; 131 
(dis-) liking 84; 132 
display media 10; 37; 63; 67; 101; 125 
elaboration 119 



entertainment 73-77; 84 
evaluation 25; 27; 63; 73; 77-79; 84; 98; 126 
Expectancy Value (theory) 4-6; 122; 132; 133 
experiment 20; 30; 38; 47; 48; 49; 50; 55; 105; 

109; 117; 125 
exposure 16; 18; 20; 21; 34; 35; 43; 47; 64; 69; 

70; 78; 114; 117; 122-126; 131-133 
factor analysis 81 
fieldwork 43; 52; 56; 58 
further research 136; 137 
hypothesis 47; 128 
implications (of research) 130; 131 
in-depth interviews 12; 38 
information 73-77; 84; 137 
information overload 138 
instrumental use 5 
inter media comparison see 'media differences' 
irritation 73-77; 137 
last time duration 65; 68; 81 
last time use 64; 66; 68; 81; 103; 125 
liking see '(dis-)liking' 
LISREL analysis 85-95; 103; 115 
literature search (meta-analysis) 16; 17; 38; 134 
logistic regression analysis 113; 114 
magazine (advertising) 62; 74; 85; 92 
media characteristics 3; 7; 23; 24; 29 
media differences 68; 72; 96; 100; 128 
media scheduling 23; 26; 108 
mediation 84; 127 
medium use 3; 37; 99 
memory 13; 47; 56; 57; 69; 106; 109; 110; 

117; 118; 124; 126; 132; 138 
mindless 133; 139 
newspaper 61; 74; 90 
(non-) response 35; 44-46; 53, 64; 67; 119; 144 
observation 18-20; 31; 51; 58; 59; 79; 81; 112; 

123 
pacing (internal and external) 10; 29; 37; 40; 42; 63; 72; 80; 100; 

111; 124; 125; 129; 135; 137 
panel 19; 20; 30; 51; 58; 130; 131; 135 
print media 37; 40; 60; 67-72; 87; 96; 101; 123; 

129; 132; 133 
product use 25; 28; 42; 49; 52; 53; 73-75; 113 
(proven) recall 57; 106-111; 113; 117-119 
(proven) recognition 57; 109-118; 120; 124 
questionnaire 41 ; 42; 46; 48; 49; 52; 53 
radio (advertising) 61; 74; 86; 93; 94 

T O O Mass Media Advertising: Information or Wallpaper? 



ratings 
reach 
recall 
recognition 
regression analysis 
research questions 
response 
ritualistic use 
sample 
scheduling 
search media 
segmentation 
selecting 
situation of use 
summary model 
SUMMO 
survey 
television (advertising) 
theoretical framework 
T-test 
types of gratification 
types of medium use 
user characteristics 
Uses and Gratifications 
wallpaper function 

26; 57; 130; 131; 135 
11; 14; 16; 18; 51; 120; 123; 130-132 
see '(proven-) recall' 
see '(proven-) recognition' 
22; 83; 90; 92-94; 103; 115; 120; 128 
12; 33; 40; 50; 59; 83; 124; 125 
see '(non-) response' 
5 
45; 50; 53-55; 107 
see 'media scheduling' 
10; 37; 63; 67; 101; 125; 129 
130 
9; 18; 32; 35; 71; 72 
10; 12; 23; 25; 30; 34; 39; 123; 134 
15; 22; 30; 40; 124; 133; 134 
57 
38; 40 
56; 60; 75; 88; 94 
10; 12; 29; 34; 121-123; 127; 132 
110 111 
3; 4 6; 15; 122 
5; 6 133 
22; 24; 28 
3-8; 10; 12; 122; 132; 133 
13; 137; 138 

Index 



Author index 
Aaker 32 
Abernethy 19; 20; 21; 26 
Admedia 58; 112; 120; 136 
Agostini 20; 21 
Ajzen 4; 36 
Alwitt 
Appel 

27; 28 
130 

Baars 57 
Bakker 19; 20; 23; 28 
Balducci 119 
Barwise 7 
Batra 20; 21; 25; 26; 32; 58 
Bauer 17; 18; 20; 25; 27; 28 
Bedrijfsfonds voor de Pers 10 
Belch 32 
Belson 51 
Bendapudi 119 
Berelson 7; 134 
Biel 32;109 
Bijmolt 119 
Biocca 4 
Blumler 6; 27 
Bock, de 8 
Boelé 2 
Bogart 20; 66 
Boomsma 103 
Boon, den 14; 58 
Bosman 7 
Bouwman 16; 22 
Breemhaar 19; 22; 28 
Brehm 45 
Bridgewater 32 
Broach 32 
Bronner 14; 17; 20; 28; 40; 51; 58; 112;131 
Brown 27; 51; 112 
Brulé 20; 21 
Bruzzone 32 
Buchholz 20 
Bumba 130 
Bunn 17; 19; 20; 51; 112 
Burns 18; 20; 21; 25; 28 
Cacioppo 119;133 

190 Mass Media Advertising: Information or Wallpaper? 



Cameron 
CBS 
Cebuco 
Chaiken 
Clancy 
Courtright 
Cronin 
Cuilenburg, van 
Danaher 
Dijkstra 
Dokter 
Dubitsky 
Ducoffe 
Dunn 
DuPlessis 
Eagly 
Edell 
Ehrenberg 
Ekelenkamp 
Elberse 
Elliott 
Faasse 
Fauconnier 
Fishbein 
Floor 
Forrest 
Fowl es 
Foxman 
Franzen 
Frissen 
Furse 
Gendall 
Gibson 
Goodstein 
Greenberg 
Greene 
Greyser 
Hansen 
Heeter 
Hemels 
Hermes 
Herzog 
Hodock 
Hoek 
Holbrook 
Hollander 
Hooff, van den 

20 
19; 20; 21; 23; 45; 54; 58 
17; 20; 28; 51; 66; 112 
14; 40 
124 
8 
19; 23; 58 
138 
19 
56; 81 
2; 56; 144 
20; 21 
2 8 ; 1 3 8 
109;119 
110; 111; 112; 116 
14; 40 
68 
7; 138 
130 
8; 32; 58; 137 
3; 70 
66; 81 ; 126 
2 
4; 14; 36 
9; 14 
19; 20; 23; 24 
2; 9 
18; 20; 21; 25; 28 
14; 132; 139 
7; 66 
119 
28 
109 
20; 21; 25; 58 
19 
19; 32 
17; 18; 20; 25; 27; 28 
109 
19 
66 
66; 81 
7 
119 
28 
20; 21; 25; 26; 58 
7; 20; 21; 28 
16 

Index 



Hoogerbrugge 
Horsley 
Huberman 
Intomart 

James 
Kalfs 
Katz 
Keiler 
Kent 
Kitchen 
Knecht 
Knippenberg 
Ko ver 
Krugman 
Laar, van de 
Langer 
Lanigan 
Leavitt 
Lee 
Levy 
Lichtenstein 
Light 
Ligthart 
Linville 
Lucchi 
Lull 
Lutz 
McCollum 
McDonald 
McKearney White 
McKenzie 
McQuail 
Meerem, van 
Meiden, van der 
Menelly 
Meurs, van 
Miles 
Mishra 
Mittal 
Molen, van der 
Moorman 
Muehling 
Neijens 
Neijssel 
Nelissen 
Newton 

109 
19; 20; 25; 40; 58 
39 
17; 19; 20; 21; 23; 24; 25; 26; 130; 
135;136 
20; 21 ; 28 
58 
6; 19; 20; 21; 22 
68 
51; 58; 109; 112 
19; 20; 21; 26 
14 
81 ; 103 
20; 21; 28 
20; 109; 133 
19; 22; 28 
139 
19; 23 
32 
19; 20; 21 ; 22; 49 

5; 9 
8 
16 
32 
119 
19; 20; 21; 23; 58 
66 
32 
119 
2 
20 
32 
5; 6; 7; 8; 9; 27; 66; 79; 122 
66; 81 ; 126 
2 
19; 23; 58 
24; 32; 58; 130; 135 
39 
119 
18; 19; 20; 22; 27; 28 
20; 26; 51 
58 
27; 28 
10; 16; 19; 22; 37; 131 
6 8 ; 1 0 1 
7 
19; 40; 58 

192 Mass Media Advertising: Information or Wallpaper? 



Niekerk, van 2; 14 
Novum 57 
Olney 20; 21; 25; 26; 58 
Oomens 19 
Oskamp 35; 36 
Overste 7 
Page 32 
Palmgreen 3; 4; 5 
Parker Brady 136 
Pedrick 19; 20 
Perse 5; 8 
Peters 56 
Petty 119;133 
Pfau 18 
Pieters 14;119;137 
Pillemer 16 
Piper 139 
Pollay 1; 9; 28 
Pondman 43; 46; 56; 119 
Prabhaker 27; 28 
Price 35; 43; 124 
Raaij, van 9; 10; 14; 37 
Ray 32 
Rayburn 4; 5 
Renckstorf 7; 20; 21; 28 
Research International 19; 23 
Riter 119 
Robben 20; 26; 51 
Roest 19 
Rogers 18 
Rosenfeld 8 
Rosengren 3 
Royne Stafford 6; 8; 19; 23 
Rubin 5 
Samuels 28 
Sankaralingam 19; 20 
Sapolsky 19; 20; 23; 24 
Saris 103 
Schlinger 32; 120 
Schut 32; 56 
SCP 66; 78; 90 
Sepstrup 27 
Siero 81; 103 
Sijtsma 58 
Sikkel 81 
Sikkema 2; 28 
Silman 28 

Index 



Singh 
Sissors 
Smit 

Smith 
Soels 
Speck 
Stafford 
Starch 
Stayman 
Stewart 
Stoel inga 
Stronkhorst 
Swanborn 
Tel 
TMP 
Tol ley 
Tyler Eastman 
Vaessen 
Vaughn 
VEA 
Velthuijsen 
Verzijden 
Vierkant 
Vos, de 
Waal, de 
Wakshlag 
Walker 
Walter 
Weaver 
Webster 
Weimann 
Wenner 
Wester 
Wilson 
Wilthoit 
Windahl 
Woerkum, van 
Yorke 
Zajonc 
Zaller 
Zielske 
Zola 
Zouwen, van der 
Zufryden 

I 0 4 Mass Media Advertising: Information or Wallpaper? 

119 
130 
2; 10; 19; 37; 39; 
131;i; 12; 137; 139 
2; 18; 20; 45 

28 
70 
6; 8; IS ); 23 

51; 10Ç 1 
32 
119 
14 
103 
40 
56; 60; 66 
17; 20; 26; 66 

20; 66 

19; 40; 58 
19 
57 
2 
139 
17; 20; 28 
66 
130 
57 
8 
20; 21 

51; 112 1 

8 
8 
19 
3 
7; 56 

32 
8 
5; 9; 34 

7 
20; 21 
114 
35; 43; 124 
47; 57; 109 
121 
81 
19; 20 






