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CHAPTERR 2 

THEE EFFECTS OF CONTEXT ON THE IMPACT OF 

THEE ADVERTISEMENT: A LITERATURE REVIEW1 

Abstract t 

ThisThis article provides the results of an extensive and structured 

synthesissynthesis of the existing empirical literature on the influence of context 

characteristicscharacteristics on the effectiveness of embedded advertisements. To 

date,date, most studies investigating this relationship have been 

experiments,experiments, making use of a homogeneous (generally student) sample, 

andand focussing on television. In order to assess the general findings 

acrossacross studies, a formal vote-count analysis was conducted on 173 

uniqueunique relationships found in the literature. Results show that with 

regardregard to the influence of objective characteristics of the context, most 

studiesstudies either report non-significant findings, or report contrasting 

effects.effects. With regard to the influence of subjective psychological 

responsesresponses induced by the context, a clearer pattern of results emerges. 

StudiesStudies predominantly report a negative relationship between intensity 

ofof the response on advertising recall, while significant findings for the 

relationshiprelationship between valence of the response and attitude toward the ad 

(A(Aadad)) are exclusively positive. In the discussion, gaps in the present 

bodybody of research are revealed and possible directions for future 

researchresearch are proposed. 

11 Manuscript submitted for publication as: Moorman, M, Neijens, P. C, & Smit, E. 
G... The effects of context on the impact of the advertisement: A literature review. 
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Introduction n 

Studiess on the effects of advertising predominantly focus on the intrinsic 

characteristicss of the ad. Researchers study such things as the effect of humor in 

thee ad (e.g. Weinberger & Gulas, 1992), appeals to fear (e.g. LaTour, Snipes, & 

Bliss,, 1996; Van der Lee, 1998), or the type of endorser (e.g. Till & Shimp, 

1998;; Van der Lee & Van den Putte, 2001). I t is, however, generally agreed that 

advertisingg effects are not just a function of the ad itself, because ads are not 

receivedd in a vacuum by a passive audience. Basing their work on the uses and 

gratificationss paradigm of media use (e.g. Palmgreen, Wenner, & Rosengren, 

1985),, several advertising researchers have shown that audience characteristics 

playy an important role in understanding advertising effectiveness (e.g. Smit, 

1999).. Likewise, the environment in which the ad is embedded may play an 

importantt role in explaining its success (O'Guinn & Faber, 1991; Stewart, 

Pavlou,, & Ward, 2002). 

Thee influence of context on advertising effects has been a topic of 

researchh since the early sixties and a significant number of studies have 

investigatedd this relationship. However, this body of research has not yet led to 

ann unequivocal understanding regarding context effects, since different context 

characteristicss have been studied, differed effect measures have been taken, 

andd since there is no agreement about the direction of the relationships found. A 

systematicc and integrated synthesis of existing research findings might provide a 

solutionn to this problem. 

Too date, two narrative reviews of literature (Schumann & Thorson, 1990; 

Singhh & Churchill, 1987) and one quantitative meta-analysis (Mattenklott, 1998) 

havee been published, but these do not provide a general overview. The narrative 

reviewss explore a restricted number of relationships between context 

characteristicss and advertising effects. Furthermore, the two studies come to 

contradictoryy conclusions. Singh and Churchill (1987) contend that a commercial 

appearingg in a program inducing high arousal generates better processing and 

thereforee greater commercial recall and recognition. Schumann and Thorson 

(1990),, on the other hand, propose a negative relationship between the intensity 

off a response to a program and memory for embedded commercials. The 

reviewss base their conclusions on different studies, which indicates an 
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unsystematicc literature search and therefore biased conclusions. Mattenklott's 

(1998)) quantitative meta-analysis was based on a systematic literature search, 

butt this study only discusses experimental research in a television setting and is 

restrictedd to the relationships between just two contextual variables and two 

advertisingg effects. 

Thee aim of this study is to provide a structured and integrated review of 

alll the empirical literature on the relationship between context characteristics 

andd advertising effects. By systematically comparing studies, we want to 

determinee which aspects of the context play the most important role in 

determiningg ad effects, which specific ad effects are affected by the context, and 

inn what ways. Finally, we want to identify gaps in present research on 

advertisingg in order to give direction to future research. 

Def in i t ionn of Adver t i s ing C o n t e x t 

Advertisingg context is a multifarious concept, consisting of many aspects 

thatt may influence advertising effectiveness. A division can be made between 

contextt characteristics related to the receiver of the advertisement and those 

relatedd to the vehicle carrying the advertisement: the medium context. The 

receiverr context can be described as the situational circumstances in which a 

personn is exposed to an advertisement (Pieters & Van Raaij, 1992). This includes 

thee person's physical environment (e.g. 'at home, at the kitchen table'), the 

sociall environment (e.g. 'in the company of three family members'), the t ime 

framee (e.g. 'during breakfast'), and the mental state a person is in prior to 

exposuree to the medium content (e.g. 'an early morning mood'). 

Thee medium context, which is considered in this review, concerns the 

environmentt of the ad provided by the vehicle carrying it, such as a television 

program,, an issue of a magazine or an Internet site. A distinction can be made 

heree between editorial context and commercial context. Studies on commercial 

contextt have predominantly concentrated on the effect of the amount and 

naturee of other commercial messages in the environment of an ad, referred to as 

clutterr and competitive clutter. I t has been shown that as the number of other 

adss in the environment of the target ad increases the effectiveness of the target 

add decreases, especially when the other ads are directly competitive (Kent, 
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1993,, 1995). 

Thee present review is restricted to editorial medium context and will not 

considerr commercial medium context. The primary reason for this limitation is 

thatt the role of editorial context in explaining advertising effectiveness is 

consideredd more complex andthere is more disagreement about its effects. An 

additionall reason for selectively focusing on editorial context is that knowledge 

aboutt the effect of editorial context is more valuable for media planners since 

theyy are only provided with information about the editorial context, while 

informationn about the commercial context is not given in advance. This makes it 

difficultt to take the effect of other advertisements into account when making 

mediaa planning decisions. 

Literaturee Search 

Wee restricted our literature search on the influence of editorial medium 

contextt on advertising effects in two ways. First, to avoid duplication, studies 

hadd to offer new empirical findings to be included. Results from other literature 

reviewss (Schumann & Thorson, 1990; Singh & Churchill, 1987) and meta-

analysess (Mattenklott, 1998) were not included in the review. Furthermore, in 

orderr to have some guarantee about the quality of the research, we only 

includedd published, peer-reviewed studies. 

Empiricall studies published in the past 40 years, from 1963 to December 

2002,, were collected, using the following procedure. First, we identified all 

relevantt academic references in the computer-searchable databases that are 

mostt relevant to the field of advertising research (Psyclnfo, Sociological 

Abstracts,, Business Source Premier, and Social Science Citation Index) using the 

keywordss 'context', 'environment', 'program', or 'article' in combination with the 

keywordss 'advertising', 'ad(vertisement)' or 'commercial'. Second, in order to 

identifyy relevant studies not published in the regular academic outlets, and 

thereforee not recorded in these databases, we searched the database of the 

Worldd Advertising Research Centre2 using the same keywords. Finally, we 

examinedd the reference lists of all the collected studies in order to ensure that 

22 WARC is a database containing over 15,000 articles, case studies and 
conferencee papers, mainly from field practitioners. 
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ourr review was complete. 

Inn total, we collected 66 articles, describing 72 empirical studies. The 

majorityy of these studies (80%) were published in academic journals, especially 

thee Journal of Advertising (23%) and the Journal of Advertising Research (23%). 

Otherr journals which published studies on advertising context effects were the 

JournalJournal of Consumer Research, Journal of Current Issues and Research in 

Advertising,Advertising, Journal of Consumer Psychology, Human Communication Research, 

AppliedApplied Cognitive Psychology, Journal of Broadcasting and Electronic Media, 

JournalJournal of the Academy of Marketing Science, Psychology and Marketing, Social 

BehaviorBehavior and Personality, Journal of experimental psychology: Applied, Journal 

ofof Social Psychology, Journal of Psychology, Psychology Reports, Journal of 

ConsumerConsumer Marketing, Applied Cognitive Psychology, Journal of Communication, 

andand Journal of Studies on Alcohol. The remaining 20% of the collected studies 

weree found in conference proceedings of the Association for Consumer Research, 

Esomarr (World Association of Opinion and Marketing Research Professionals), 

andd the Society for Consumer Psychology. 

Inn the following section we will discuss the relationships that that we 

foundd between context characteristics and advertising effects by means of a 

formall vote counting analysis (Bushman, 1994; Cooper & Hedges, 1994). For 

eachh relationship between a certain context characteristic and a measure of 

advertisingg effects, we systematically counted the number of studies that 

reportedd a significant3 (a = .05) positive or a significant negative relationship or 

didd not show a significant relation. Although our literature synthesis has a 

formallyy structured design, we chose not to conduct a quantitative meta-analysis 

becausee we wanted to give a complete overview of all context characteristics 

studiedd and all the measures of effectiveness taken. Some of these relationships 

havee only been studied once or twice, which would leave us with too few 

observationss for a meta-analysis. Furthermore, relationships reported more 

frequentlyy (e.g. the effect of the intensity of context-induced psychological 

responsess on advertising recall) often lack necessary statistical information 

(e.g... means, standard deviations, test values) to calculate effect sizes. 

33 Not all studies included in the review used the critical value of a = .05 as 
significancee level. Aaker and Brown (1972), for example, considered p-values up to .25 
statisticallyy significant. We decided to consider results with a p-value greater than .05 as 
nott significant. 
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Results s 

AA database was created in which each relationship between a certain 

contextt characteristic and an advertising effect was recorded. This resulted in a 

totall of 173 unique relationships. For each, the following information was 

recorded:: the medium studied, the research method, the sample size and 

composition,, the type of context characteristic studied, the measures of 

advertisingg effects taken, and finally the significance of the relationship between 

thee context characteristic and each advertising effect and its direction. 

Byy far the largest part of the studies (79%) examined the effect of context 

inn a television setting. Twelve studies investigated context effect on print 

advertisements,, three studied radio, and one recent study (Shamdasani, 

Stanaland,, & Tan, 2001) investigated context effects on Internet banners. 

Mostt studies (82%) used an experimental method to study context 

effects.. In the typical context experiment, the same ad was tested in various 

editoriall environments, which were manipulated to differ as much as possible on 

aa specific context characteristic (e.g. humor). Respondents' exposure to the test 

add in one of the manipulated environments took place in a laboratory setting, set 

upp by the researcher to control all other possible factors that could possibly 

influencee the results. 

Inn addition to experiments, three other methods were used to assess the 

effectt of context on ad effects: field experiments, surveys and secondary 

analyses.. In contrast to experiments, respondents of these studies were exposed 

too research material in their natural environment without being forced to watch 

thesee stimuli and without being aware that they would be questioned about the 

stimulii afterwards. Six studies used a field experiment where the researchers 

madee use of natural context conditions, instead of manipulating the environment 

(e.g.. Newell, Henderson, & Wu, 2001; Pavelchak, Antil, & Munch, 1988). Four 

studiess applied a survey design, in which researchers measured and correlated 

audience'ss responses toward the context and ad after exposure (e.g.. Byfield & 

Read,, 1994; Swallen 2000). The final three studies were secondary analyses 

basedd on data collected in survey studies that had another objective than 

studyingg context effect, (e.g.. Clancy & Kweskin, 1971; Krugman 1983). 

Mostt studies have used homogeneous samples, with student samples 

beingg especially frequent (56%). 
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AA range of measures were used to investigate advertising effects, from 

measuress indicating respondents' immediate reactions to the ad (ad processing 

measures),, to measures indicating what consumers eventually feel, think, and 

doo with regard to the brand, product or service (ad effectiveness measures). In 

general,, we identified three categories of ad processing assessments and two 

categoriess of ad effectiveness measures. The ad processing categories were: (1) 

attentionn to the ad (including measures such as distraction from the ad and 

noticingg it)4, (2) ad memory (assessed with measures such as free recall, aided 

recall,, and recognition, and related to such aspects as copy, the advertised 

product,, and brand), and (3) attitude toward the ad (Aad) (including measures 

suchh as ad pleasantness, ad credibility, ad involvement, and ad enjoyment). The 

add effectiveness categories comprised: (4) attitude toward the brand or product 

(Ab/p)) and (5) intention to purchase the advertised product (IP). 

Finally,, studied context characteristics can be divided into objective ones 

andd subjective ones. Objective context characteristics are the aspects of the 

contextt that are not dependent on the receiver's interpretation, which every 

receiverr can easily recognize. Objective context characteristics include, among 

others,, genre, content, and execution style. Subjective characteristics are the 

individuall mental reactions people experience when confronted with an editorial 

message.. These psychological responses may differ according to the receiver's 

specificc interests. Within the objective and subjective context categories, a 

numberr of subcategories can be recognized. In the following sections we will 

discusss the relationships observed between these subcategories and each of the 

fivee advertising effects. 

Objec t ivee C o n t e x t Character is t ics 

Studiess of objective context characteristics examine the influence of the 

editoriall material surrounding the advertisment, regardless of the subjective 

audiencee responses to the context (Furnham, Gunter, & Walsh, 1998). The 

studiess that examine the effect of objective context variables on advertising 

44 Attention to the ad was only assessed in studies on the effects of subjective 
contextt characteristics. For this reason, this advertising effect is not included in Tables 2, 
4,, and 6, where vote count results for effects of objective context characteristics are 
presented. . 
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effectss can be divided into those that focus on the type of vehicle (e.g. type of 

magazinee or television program) and those that examine the influence of specific 

elementss of the vehicle (e.g. humor or violence). Besides these studies 

examiningg main effects of objective context characteristics, a considerable 

amountt of research has been done on congruence between context and 

advertisement. . 

VehicleVehicle Type 

Fivee television experiments, one print experiment and one print survey 

investigatedd the varying effects of advertisements embedded in different types 

off vehicles. Table 2.1 presents an overview of these studies. None of the studies 

weree based on a clear theory to guide predictions or explain variances between 

advertisementt performance in different vehicle types. Despite this lack of a 

theoreticall basis, some significant differences were found (see Table 2.2). 

Tablee 2 .1 : Studies Investigating Effects Between Different Vehicle Types 

Source e 

AAK72 2 

APP87/ / 
APPOO O 
GUN97 7 

GUN94 4 

KAI92 2 

MUN96 6 

Medium m 

Print t 

Print t 

TV V 

TV V 

TV V 

TV V 

Method d 

Experiment t 

Survey y 

Experiment t 

Experiment t 

Experiment t 

Experiment t 

Sample e 
size e 

64 4 

1027 7 

129 9 

66 6 

283 3 

1000 0 

Sample e 
composition n 

Housewives s 

Heterogeneous s 

Students s 

Adolescents s 

Studentss + 
memberss of civic 
group p 
Heterogeneous s 

Numberr of 
vehiclee types 
studied d 
Twoo magazine 
types s 

Fourr different 
magazinee titles 
Fourr different 
comedies s 
Threee television 
programm types 
Threee television 
programm types 

Fivee television 
programm types 

Effect t 

Recall l 
Aad d 
Ab/p p 

Aad d 

Recall l 

Recall l 

Recall l 
Ab/p p 
IP P 
Recall l 

Directionn of effect 

ns s 
ns s 
Higherr for expert 
magazines s 
Lowerr in National 
Enquirer Enquirer 
ns s 

Higherr for sitcom 

ns s 
ns s 
ns s 
Highestt for action 
movies,, lowest for 
detectivee movies 

Notes:Notes: Source: codes in this column are comprised of the first three letters of the first author's name, followed 
byy the last two figures of the publication year. In the reference list, these codes are printed behind the 
particularr references. Effect: Aad = attitude toward the ad, Ab/P = attitude toward the brand or product, IP = 
intentionn to purchase. Direction of effect: ns = not significant. 

Tablee 2.2: Results of Vote Count for Effects of Vehicle Type 

Add effect measure Frequencyy of relationship 
studied d 

Significantt effect reported Noo significant effect 
reported d 

Recall l 
Aad d 

Ab/p p 

IP P 
Notes:Notes: Aad = attitude toward the ad, Ab/P = attitude toward the brand or product, IP = intention to purchase. 
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Twoo studies reported significant differences in ad recall. Munzinger (1996) 

contrastedd five television program types and noticed that recall was highest 

whenn commercials were aired in an action movie and lowest when aired in a 

detectivee movie. Gunter, Furnham, and Frost (1994) reported higher recall for 

comedyy series compared to news and drama. With regard to Aad, Appel (1987, 

2000)) reported significant lower believability ratings when ads appeared in the 

NationalNational Enquirer than when they appeared in three other magazines. However, 

thiss effect was only significant for nonreaders of the publications. Finally, Aaker 

andd Brown (1972) found that the quality of the product was rated higher when 

thee ad was placed in an expert magazine compared to a prestige magazine. No 

significantt findings for IP were obtained. 

SpecificSpecific Features of the Vehicle 

Tenn experimental studies (nine on TV, one on print) focussed on the 

effectss of specific features in the medium environment of the advertisement, 

suchh as violence, humor, and sexual content (see Table 2.3). Various predictions 

weree formulated, stating that the presence of a specific element in the context of 

thee ad might either attract attention to that ad, or distract attention from it. 

Tablee 2.4 presents an overview of the number of studies reporting significant or 

non-significantt relationships between certain vehicle features and the five effect 

measures. . 

Thee influence of specific vehicle features on recall was investigated in 

eightt television studies. Two experiments by Gunter, Baluch, Duffy, and 

Furnhamm (2000) yielded significantly better recall scores for ads embedded in a 

cartoonn program compared to a non-cartoon program. The other six studies 

eachh reported a significant negative relationship between specific vehicle 

featuress and ad recall. Four experiments by Bushman (1998) and Prasad and 

Smithh (1994) showed lower recall scores for commercials embedded in a violent 

programm compared to a non-violent one. Furnham et al. (1998) and Perry et al. 

(1997)) showed that memory for commercials was better when they were 

viewedd within a non-humorous program, compared to a humorous one. Only 

fourr studies haveinvestigated Ab and IP, and only two reported significant 

effects.. Prasad and Smith (1994) found a negative relationship between the level 

off violence in television programs on Aad and Ab/P. Bello, Pitts, and Etzel (1983) 
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Tablee 2.3: Studies Investigating Effects of Specific Vehicle Features 

Source e 

BEL83 BEL83 

BU5988 (1) 
BUS988 (2) 
BUS988 (3) 
FREI82 2 
FUR98 8 
GUNOOO (1) 
GUNOOO (2) 
PER97 7 

PRA94 4 

Medium m 

TV V 

TV V 
TV V 
TV V 
Print t 
TV V 
TV V 
TV V 
TV V 

TV V 

Method d 

Experiment t 

Experiment t 
Experiment t 
Experiment t 
Experiment t 
Experiment t 
Experiment t 
Experiment t 
Experiment t 

Experiment t 

Sample e 
size e 
217 7 

200 0 
200 0 
320 0 
135 5 
92 2 
56 6 
61 1 
99 9 

95 5 

Sample e 
composition n 
students s 

students s 
students s 
students s 
students s 
adolescents s 
children n 
children n 
students s 

7-99 year old 
boys s 

Specificc vehicle 
featuree studied 
Controversiall sexual 
content t 

Violence e 
Violence e 
Violence e 
Prestigee level of title 
Humor r 
Cartoon n 
Cartoon n 
Humor r 

Violence e 

Effect t 

Aad d 

Ab/p p 
IP P 
Recall l 
Recall l 
Recall l 
Ab/p p 
Recall l 
Recall l 
Recall l 
Recall l 
Ab/p p 
Recall l 
Aad d 

Ab/p p 

Directionn of 
effect t 
ns s 
N N 
N N 
N N 
N N 
N N 
ns s 
N N 
P P 
P P 
N N 

N N 
N N 
N N 

Notes:Notes: Source: codes in this column are comprised of the first three letters of the first 
byy the last two figures of the publication year. In the reference list, these codes 
particularr references. Effect: Aatj = attitude toward the ad, Ab/P = attitude toward the 
intentionn to purchase. Direction of effect: ns = not significant, N=negative, P=positive. 

author'ss name, followed 
aree printed behind the 
brandd or product, IP = 

Tablee 2.4: Results of Vote Count for Effects of Specific Vehicle Features 

Add effect 

Recall l 
Aad d 

Ab/p p 
IP P 

measure e Frequencyy of 
relationship p 

studied d 
8 8 
2 2 
4 4 
1 1 

Siqnifice e 
Positive e 

2 2 
0 0 
0 0 
0 0 

intt effect reported 
Negative e 

6 6 
1 1 
2 2 
1 1 

No o signifies s intt effect reported 

0 0 
1 1 
2 2 
0 0 

Notes:Notes: Aaci = attitude toward the ad, Ab/P = attitude toward the brand or product, IP = intention to purchase. 

foundd significantly lower scores on measures for Ab and IP when the ads were 

embeddedd in a controversial sexual program compared to a program without 

controversiall sexual context. However, these results were only significant for 

malee respondents. 

CongruenceCongruence of Context and Advertisement 

AA significant part of the studies on objective context characteristics has 

focusedd on the effect of congruence between different aspects of context and 

embeddedd advertising messages. Congruence of various elements has been 

studied.. Eleven studies examined the effects of fit between the theme of an ad 

andd its context, either with regard to product (e.g. a car banner on a car 

website:: Shamdasani et al . , 2001) or content (e.g. a beer commercial with sport 

imagess placed within a sport program: Slater et al. , 1999). Four studies 

investigatedd the influence of a match in general stylistic characteristics (e.g. a 
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reasonn why ad in expert magazine: Aaker & Brown, 1972). Finally, six studies 

focusedd on the effect of congruence of specific stylistic characteristics (e.g. a 

cartoonn ad in a cartoon program: Gunter et al., 2000). 

Twoo opposing theoretical paradigms have been proposed regarding the 

effectt of context and advertisement congruence. The first paradigm, based on 

thee notion of priming, predicts that consistency between an advertisement and 

itss context will produce better advertising effects (Furnham et al., 2002; Gunter 

ett al . , 2000). The ad is already made accessible (primed) by the context and can 

thereforee "be stored at 'the intersection' of a greater number of classificatory 

features,, making information easier to locate in memory" (Lambert, 1980, p. 

38).. On the contrary, the second paradigm forecasts a better performance of ads 

whenn they are embedded in a contrasting environment, due to cognitive 

interference.. According to this paradigm, the similarity between context and ad 

causess a 'meltdown' effect, with elements of the context and the ad merging 

together,, resulting in impaired advertising effects (Furnham, Gunter, & 

Richardson,, 2002; Gunter et al . , 2000). An overview of studies on the effect of 

context-advertisementt congruence is presented in Table 2.5, and the results of 

thee vote count for the influence of context-advertisement congruence on the 

variouss advertising effect measures are presented in Table 2.6. 

Ass Table 2.6 shows, studies of context-advertisement congruence 

predominantlyy investigated influences on recall and Aad. Half of the studies on 

recalll yielded no significant relationship. In the cases where there were 

significantt findings, patterns of directions were inconsistent. Three studies 

yieldedd positive findings for congruence. Walstra and Nelissen (1992) found that 

ann ad for the Dutch railway company appearing in a soccer magazine scored 

significantlyy better on recall and Aad measures when the copy featured visual 

elementss related to soccer. Likewise, an ad for the same railway company 

performedd better in a newsmagazine when the copy was related to the content 

off that magazine. Cannon (1982) observed that a fit between the value profile of 

ann ad and the magazine resulted in significantly higher scores. A similar positive 

effectt of general stylistic congruence was observed by Kaid, Chanslor, and 

Hovindd (1992) in a study of political television commercials. This experiment 

showedd that the audience's perceived compatibility between a type of television 

programm and a political commercial correlated positively with recall. 
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Tablee 2.5: Studies Investigating Effects of Congruence Between Context and Ad 

5ource e 

AAK72 2 

BEL83 3 

CAN82 2 
C H 0 9 55 ( 1 ) 
C H 0 9 55 ( 2 ) 
C H 0 9 55 ( 3 ) 
FUR98 8 

FUR02 2 
GUNOOO (1) 

GUNOOO (2) 

HOR77 7 

KA I92 2 

MUR79 9 

PEL02 2 

SHA01 1 

SLA96 6 
WAL92 2 

Y I90a a 

Y I90bb (1) 

Y I90bb (2 ) 

Medium m 

Print t 

TV V 

Print t 
Print t 
Print t 
Print t 
TV V 

TV V 
TV V 

TV V 

TV V 

TV V 

TV V 

TV V 

Print t 

I n te rne t t 
websi tes s 

TV V 
Print t 

Print t 

Print t 

Print t 

Method d 

Exper iment t 

Exper iment t 

Sec.. analyses 
Fieldd exp. 
Fieldd exp. 
Fieldd exp. 
Exper iment t 

Exper iment t 
Exper iment t 

Exper iment t 

Exper iment t 

Exper iment t 

Exper iment t 

Exper iment t 

Exper iment t 

Exper iment t 
Exper iment t 

Exper iment t 

Exper iment t 

Exper iment t 

Sample e 
size e 
64 4 

217 7 

4 8 0 0 
608 8 
506 6 
92 2 

123 3 
56 6 

61 1 

279 9 

283 3 

115 5 

314 4 

400 0 

157 7 
200 0 

72 2 

44 4 

44 4 

Sample e 
composi t ion n 
Housewives s 

Students s 

Heterogeneous s 
Heterogeneous s 
Heterogeneous s 
Adolescents s 

Heterogeneous s 
Chi ldren n 

Chi ldren n 

Students s 

Studentss + 
memberss of 
civicc group 
Students s 

Heterogeneous s 

Onl ine e 
populat ion n 

Students s 
Heterogeneous s 

Students s 

Students s 

Students s 

Typee of congruence 
studied d 
Generall styl ist ic cong. 

Spec,, styl ist ic cong. 
(sexuall content ) 

Generall styl ist ic cong. 
Them.. cong. (product ) 
Them.. cong. (product ) 
Them.. cong. (product ) 
Spec,, styl ist ic cong. 
( humor ) ) 
Them.. cong. (product ) 
Spec,, styl ist ic cong. 
(car toon) ) 
Spec,, styl ist ic cong. 
(car toon) ) 
T h e m .. cong. (product ) 

Generall styl ist ic cong. 

Generall styl ist ic cong. 

Spec,, styl ist ic cong. 
(humor ) ) 
Spec,, styl ist ic cong. 
(humor ,, w a r m , rat ional) 

Them.. cong. (product ) 

Them.. cong. (content ) 
Them.. cong. (content ) 

Them.. cong. (content ) 

Them.. cong. (content ) 

Them.. cong. (content ) 

Effect t 

Recall l 
Aad d 

Ab/p p 
Aad d 
Ab/pp IP 

Recall l 
Recall l 
Recall l 
Recall l 
Recall l 

Recall l 
Recall l 

Recall l 

Recall l 
Aad d 
Recall l 
Aad d 

Recall l 
Ab/p p 
IP P 
Recall l 

Recall l 
Aad d 

Recall l 
Aad d 

Aad d 

Ab/p p 

Aad d 
Recall l 
Aad d 
Aad d 
Ab/p p 
IP P 
Ab/pp IP 

Ab/PP IP 

Direct ion n 
off effect 
ns s 
ns s 
P P 
ns s 
P P 
P P 
P P 
ns s 
ns s 
ns s 
N N 

N N 
N N 

N N 

ns s 
ns s 
ns s 
ns s 

P P 
P P 
P P 
N N 

ns s 
ns s 

ns s 
ns s 

P P 
P P 

ns s 
P P 
P P 
ns s 
P// N 
P// N 
P// N 
P// N 
P// N 
P// N 

Notes:Notes: Source: codes in this column are comprised of the first three letters of the first author's name, followed 
byy the last two figures of the publication year. In the reference list, these codes are printed behind the 
particularr references. Effect: Aaa = attitude toward the ad, Ab/P = attitude toward the brand or product, IP = 
intentionn to purchase. Direction of effect: ns = not significant, N=negative, P=positive, P/ N = positive or 
negative,, dependent on type of cognitive prime. 

Tablee 2.6: Results of Vote Count for Effects of Congruence Between Context and 

Ad d 

Add ef fect 
measure e 
Recall l 
Aad d 

Ab/p p 
IP P 

Frequencyy of 
relat ionshipp s tud ied 

16 6 
10 0 
7 7 
6 6 

Significantt effect r 
Positive e 

3 3 
2 2 
4 4 
3 3 

Negative e 
5 5 
0 0 
0 0 
0 0 

eported d 
P// N 

0 0 
0 0 
3 3 
3 3 

No o sig g l i f i can tt effect reported 

8 8 
8 8 
0 0 
0 0 

Notes:Notes: Aad = attitude toward the ad, AWp = attitude toward the brand or product, IP = intention to purchase. 
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Inn contrast to these positive findings for congruence, five other studies 

concludedd that contrast between context and ad produce better memory. 

Furnhamm et al. (2002) found that free recall for a car ad embedded in a food 

programm was significantly better than for a food commercial placed in the same 

program.. Two experiments by Gunter et al. (2000) showed that memory for a 

non-cartoonn ad was better when placed within a cartoon environment compared 

withh a non-cartoon program. Experiments by Furnham et al. (1998) and Murphy, 

Cunningham,, and Wilcox (1979) indicated that recall was better for humorous 

commercialss than for non-humorous ones in a non-humorous setting, while 

memoryy was better for non-humorous than for humorous commercials in a 

humorouss setting. 

Whilee ten experiments examined the influence of congruence on Aa(j, only 

twoo of these studies yielded significant findings. Shamdasani et al. (2001) 

reportedd that banners for a car ad performed better with regard to Aaci when 

placedd on an Internet site about cars than when placed on an incongruent site. 

Walstraa and Nelissen (1992) also reported a positive relationship between 

congruencee of a magazine ad's content and its context and Aad. 

Sevenn experiments studied the effect of congruence on Ab/P, and six of 

themm also investigated the effect on IP. Without exception the results of these 

experimentss were significant. An experiment by Aaker and Brown (1972) 

showedd that 'reason why' ads received a higher Ab score when they appeared in 

ann expert magazine than when they appeared in prestige magazines. Kaid et al. 

(1992)) observed that when there was stylistic congruence between a program 

andd a political ad, respondents evaluated a candidate higher and said they would 

bee more likely to vote for that candidate. Shamdasani et al. (2001) reported 

betterr Ab and IP scores for banners placed on congruent Internet sites. An 

experimentt by Bello et al. (1983) showed that within a sexually controversial 

program,, males' attitudes toward the product as well as their purchase intent 

wass better for sexually controversial commercials than for non-controversial 

ones. . 

Onn the other hand, three experiments by Yi (1990a, 1990b) showed that 

thee effect of congruence on Ab/P and IP is not consistently positive or negative, 

butt depends on the specific knowledge structure activated by the congruent 

informationn given in the context of the ad. In Yi's first experiment (1990a), 

respondentss first read a magazine article about either fuel economy or safety 
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andd subsequently were exposed to an advertisement that emphasized the "large 

size"" of a car brand. Results showed that the magazine article determined 

whetherr the type of product information given in the ad was interpreted as 

positivee or negative, which in turn guided consumers' evaluations of the 

advertisedd brand. In two subsequent experiments (1990b), a target ad, which 

emphasizedd numerous features of a PC, was placed in a magazine environment 

thatt either primed versatility of a PC (positive prime) or ease of use (negative 

prime).. Once again, results showed that cognitive priming influenced brand 

evaluationss and intention to purchase. 

O b j e c t i v ee C o n t e x t Character is t ics : Conclusion a n d Discussion 

Thee review of studies examining the effects of objective context variables 

showss that a whole variety of context characteristics have been studied. To 

makee comparison of the results easier, we classified the various objective 

characteristicss into three categories. However, even within these categories 

theree are still numerous differences between studies. For example, the studies 

comparingg the effect of ads embedded in various types of vehicles each 

evaluatedd different tit les. This variation in the various studies may explain the 

ambiguityy of the results. For most relationships between the three objective 

factorss and the five measures of advertising effects, the studies either failed to 

reportt significant results, or reported contrasting effects. The only relationship 

forr which results are quite clear is the effect of specific vehicle features on ad 

recall.. Six out of seven studies report that the presence of a specific feature (i.e. 

violence,, humor, sexual content) in the immediate environment of the ad 

impairss recall of the commercials. The question remains, however,how these 

featuress create this effect. 

Inn one of his his experiments, Bushman (1998) found that anger mediated 

thee effect of violence on recall. Violence generated anger, which in turn 

influencedd recall. In other words, it was not so much the objective content of the 

mediumm vehicle itself that influenced advertising effects, but the psychological 

reactionss it induced. Of course, psychological responses are not uniform but may 

differr among audience members. For example, a soap opera may evoke very 

differentt reactions from a 45-year-old housewife who watches the show every 
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dayy than from her 18-year-old son watching it with her because he happens to 

bee in the room. 

Thee individual differences in reactions toward advertising context, and 

theirr possible mediating effects on ad impact, have also been acknowledged by 

somee of the authors studying objective context characteristics. Perry et al. 

(1997),, for example, observed a significant interaction effect for gender. Level of 

humorr had a much stronger negative effect on perceived recall for men than for 

women.. Furthermore, low-humor programs led to more negative ad evaluations 

thann high-humor programs for men. In their discussion, Perry et al. (1997) 

speculatee that the reason for this interaction might be the fact that male and 

femalee viewers perceive humor differently, especially with regard to specific 

typess of humor (sexual and aggressive humor), which subsequently influences 

thee perception of commercials inserted in the program. A similar reasoning 

mightt be made for the moderating effect of gender in the relationship between 

sexuall content in the program and advertising effects found by Bello et al. 

(1983).. In other words, context effects seem to be subjective rather than 

objective. . 

Subjectivee Context Characteristics 

Farr more studies have investigated subjective context responses as a 

factorr influencing advertising effects than objective context characteristics. A 

varietyy of individual psychological responses in reaction to medium content have 

beenn studied for their effect on advertising effectiveness (e.g. involvement, 

suspense,, interest, liking, pleasure, enjoyment, feelings, mood, affect). Studies 

investigatingg the influence of context-induced psychological responses can be 

dividedd into those that mainly focus on the intensity of the psychological 

responsee and those that concentrate on the valence of the psychological 

response. . 

Intensity Intensity 

Intensityy refers to the relative strength of the response. There are two 

mainn schools of thought about the effect of the intensity of the context-induced 
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responsee on ad effectiveness (McDonald, 1995): a 'negative' school that predicts 

thatt intensity lowers ad effectiveness, and a 'positive' school that takes the view 

thatt more intensity enhances it. 

Thee negative school, which is the oldest and has the most advocates (e.g. 

Bryantt & Comisky, 1978; Kennedy, 1971; Lord & Burnkrant, 1993; Norris & 

Colman,, 1993; Soldow & Principe, 1981), attributes the damaging effect of 

intensityy on ad effects to attention deficits or capacity constraints. It is assumed 

thatt people who react strongly to the context of an advertisement process the 

informationn from that context more deeply and continue to elaborate on this 

informationn when confronted with an ad embedded within this context. This 

continuedd elaboration reduces the attentional capacity available for processing 

thee ad, because the human brain can only process a limited amount of stimuli at 

onee time. The result of this capacity limitation is that the ads carried by vehicles 

thatt induce intense mental reactions are less effective than ads embedded in 

vehicless that do not induce such strong responses. 

Thee positive school (e.g. Krugman, 1983; Lloyd & Clancy, 1991a, 1991b) 

predictss that the intensity of context-induced psychological responses will 

enhancee advertising impact, based on the notion that intensity induces a state of 

mindd in which receivers are more attentive or aroused. The aroused state of 

mindd generated by the ad's context does not suddenly disappear when 

confrontedd with an ad, but 'spills over'. Since arousal results in better 

processing,, ads will therefore have more effect in a vehicle that induces strong 

mentall reactions than in one that induces less intense reactions. 

Ass Table 2.7 shows, 38 studies have investigated the effect of the 

intensityy of psychological response on ad impact. Table 2.8 presents the results 

off the vote count for the relationship between intensity and each advertising 

effect. . 

Thee impact of intensity on ad recall has been the most frequently studied effect, 

resultingg in 28 distinctive relationships. More than two thirds of these 

investigatedd relationships were significant, with negative effects most frequently 

reported.. Nine television experiments (Bryant & Comisky, 1978; Gunter, 

Furnham,, & Beeson, 1997; Kennedy, 1971; Lord & Burnkrant, 1988; Mundorf, 

Zillman,, & Drew, 1991; Norris & Colman, 1993; Soldow & Principe; Starr & 

Lowe,, 1995; Thorson & Reeves, 1986), one television field study (Pavelchak et 

al.,, 1988) and one magazine experiment (Norris & Colman, 1992) reported 
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Tablee 2.7 

Source e 

ANA92 2 
BR095 5 
BRY78 8 

BYF94 4 
COU955 (1) 

COU955 (2) 
FEL94 4 

FRA94 4 

FUR02 2 
FUR98 8 
GUNOOO (1) 
GUNOOO (2) 
GUN97 7 
GUN94 4 
KEN71 1 

KRU83 3 

LL091a/ / 
LL091b b 

LOR88 8 

LOR933 (1) 
LOR933 (2) 
LOR94 4 

LOR96 6 
MAT82 2 

MUN91 1 
NEWOl l 
NOR92 2 
NOR93 3 

NOR96 6 

PAR86 6 

PAV88 8 

PUG94 4 
ROC02 2 
SOL81 1 

LiteratureLiterature Review 

:: Studies Investigating Effects of Intensity of Psychological Responses 

Medium m 

Radio o 
TV V 
TV V 

TV V 
TV V 

TV V 
TV V 

TV V 

TV V 
TV V 
TV V 
TV V 
TV V 
TV V 
TV V 

TV V 

TV V 

TV V 

TV V 
TV V 
Radio o 

TV V 
TV V 

TV V 
TV V 
Print t 
TV V 

Radio o 

TV V 

TV V 

TV V 
TV V 
TV V 

Method d 

Experiment t 
Experiment t 
Experiment t 

Survey y 
Experiment t 

Experiment t 
Experiment t 

Experiment t 

Experiment t 
Experiment t 
Experiment t 
Experiment t 
Experiment t 
Experiment t 
Experiment t 

Secondary y 
analysis s 
Experiment t 

Experiment t 

Experiment t 
Experiment t 
Experiment t 

Fieldd study 
Experiment t 

Experiment t 
Fieldd study 
Experiment t 
Experiment t 

Experiment t 

Experiment t 

Fieldd study 

Experiment t 
Survey y 
Experiment t 

Sample e 
size e 
31 1 
80 0 
87 7 

600 0 
120 0 

120 120 
197 7 

89 9 

123 3 
92 2 
56 6 
61 1 
129 9 
66 6 
117/207 7 

Dataa on 

470 0 

41 1 

264 4 
133 3 
328 8 

138 8 
60 0 

48 8 
203 3 
73 3 
90 0 

93 3 

102 2 

135 5 

318 8 
454 4 
78 8 

Sample e 
composition n 
Students s 
Students s 
Heterogeneous s 

Heterogeneous s 
Students s 

Students s 
Heterogeneous s 

Students s 

Students s 
Students s 
Children n 
Children n 
Students s 
Adolescents s 
Heterogeneous s 

566 shows 

Femalee heads 
off households 

Students s 

Students s 
Students s 
Students s 

Students s 
Students s 

Students s 
Students s 
Students s 
Students s 

Students s 

Females s 

Students s 

Heterogeneous s 
Heterogeneous s 
Employees s 

Context-induced d 
psych,, response 
Involvement t 
Arousal l 
Involvement t 

Involvement t 
Involvement t 

Involvement t 
Involvement t 

Pos.. emotion 

Neg.. emotion 

Involvement t 
Involvement t 
Involvement t 
Involvement t 
Involvement t 
Involvement t 
Suspense e 

Interest t 

Involvement t 

Involvement t 

Involvement t 
Involvement t 
Involvement t 

Involvement t 
Arousal l 

Arousal l 
Arousal l 
Involvement t 
Involvement t 

Involvement t 

Cognitive,, inv. 

Affectivee inv. 

Arousal/ / 
involvement t 
Sensation n 
Attention n 
Involvement t 

Effect t 

Ab/p p 

A*) ) 
Recall l 
Ab/p p 
Recall l 
A « i i 

Ab /p p 

Aad d 

Recall l 
Aad d 

Ab/p p 

IP P 
Attention n 
Recall l 
Aad d 

Ab/p p 

Attention n 
Recall l 
A « i i 

Ab/p p 

Recall l 
Recall l 
Recall l 
Recall l 
Recall l 
Recall l 
Recall l 
Aad d 

Ab/p p 
Ab/p p 

Recall l 
Aso o 
IP P 
Attention n 
Recall l 
IP P 
Aad d 
Aad d 
A * , , 

Ah/r. . 
rvb/p p 
Recall l 
Recall l 
AJH) ) 

Recall l 
Recall l 
Recall l 
Recall l 
Aad d 
Ab/p p 
IP P 
Recall l 
Aad d 
Ab/p p 
IP P 
Aa<j j 

Aad d 

Recall l 

Attention n 
Recall l 
Recall l 
Aad d 
IP P 

Directionn of 
effect t 
ns s 
ns s 
N N 
ns s 
P P 
N N 

ns s 
N N 

ns s 
p p 
P P 
P P 
ns s 
ns s 
ns s 
ns s 

N N 
ns s 
ns s 
ns s 

ns s 
ns s 
ns s 
P P 
N N 
P P 
N N 

ns s 
ns s 
P P 

P P 
P P 
P P 

P P 

N N 

N N 

ns s 
ns s 
ns s 
ns s 
ns s 
ns s 
P P 
N N 
ns s 
N N 
N N 
P P 
P P 
P P 
ns s 
P P 
P P 
P P 
N N 

Invertedd U-
curve e 
N N 

P P 
P P 
N N 
N N 
N N 
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Tablee 2.7: Studies Investigating Effects of Intensity of Psychological Responses 

(continued) ) 

Source e 

STA95 5 
SWAOO O 
TAV95 5 

TH086 6 

WAT99 9 

Medium m 

TV V 
TV V 
TV V 

TV V 

TV V 

Method d 

Experiment t 
Survey y 
Experiment t 

Experiment t 

Experiment t 

Sample e 
size e 
148 8 
1,315 5 
86 6 

46 6 

348 8 

Sample e 
composition n 
Students s 
Heterogeneous s 
Students s 

Middlee class 
adults s 
Students s 

Context-induced d 
psych,, response 
Involvement t 
Involvement t 
Involvement t 

Activity y 

Attention n 

Effect t 

Recall l 
Recall l 
Recall l 

Aad d 

Recall l 

Attention n 

Directionn of 
effect t 
N N 
P P 
Invertedd Li-
euu rve 
Invertedd U-
curve e 
N N 

P P 

Notes:Notes: Source: codes in this column are comprised of the first three tetters of the first 
byy the last two figures of the publication year. In the reference list, these codes 
particularr references. Effect: Aad = attitude toward the ad, Ab/P = attitude toward the 
intentionn to purchase, Direction of effect: ns = not significant, N=negative, P=positive. 

author'ss name, followed 
aree printed behind the 
brandd or product, IP = 

Tablee 2.8 Results of Vote Count for Effects of Intensity of Psychological 

Responses s 

Add effect 
measure e 
Attention n 
Recall l 
Aaa a 

Au/p p 

IP P 

Freq q 
relation n 

uency y 
shipp st 

5 5 
28 8 
18 8 
11 1 
6 6 

of f 
udied d 

Sig g 
Positive e 

3 3 
6 6 
5 5 
4 4 
4 4 

lificantt effect reported 
Negative e 

1 1 
11 1 
4 4 
0 0 
2 2 

U U curve e 
0 0 
1 1 
2 2 
0 0 
0 0 

No o significantt effect 
reported d 

1 1 
10 0 
7 7 
7 7 
0 0 

Notes:Notes: Aad = attitude toward the ad, Ab/P = attitude toward the brand or product, IP = intention to purchase. 

diminishingg recall scores when ads were embedded in an environment to which 

respondentss reacted with a higher level of intensity. 

Contraryy to these results, findings from three television survey studies 

(Byfieldd & Read, 1994; Swallen, 2000; Rock & Chard, 2002) and three 

experimentall studies (Gunter et al. 1994; Gunter et al. , 2000; Lloyd and Clancy, 

1991a,, 1991b) yielded a positive effect on advertising recall. I t is interesting to 

noticee that Lloyd and Clancy's study (1991a, 1991b) differs from other 

experimentall studies in that respondents were free to engage in other tasks 

(e.g.. eating, drinking, reading), and exposure toward the program and the 

commercialss was thus not forced. Gunter et al.'s experiments (1994; 2000) 

differr f rom other experiments in that programs were not selected a priori for 

theirr intensity inducing qualities; instead the researchers measured the level of 

intensityy for different programs. 

Finally,, one study found an inverted U-curve relationship between 

intensityy and recall. Tavassoli, Shultz, and Fitzsimons (1995) found a positive 

effectt on ad memory when intensity of the responses induced by the context 
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increasedd to a moderate level, but a negative effect when intensity increased 

beyondd this moderate level to a high level. 

Tavassolii et al. (1995) also observed an inverted U-curve relationship 

betweenn context-induced intensity and Aad. Likewise, Park and McClung (1986) 

foundd an inverted U-curve relationship between the intensity of affective 

involvementt with the environment and Aad, but they observed a linear negative 

relationshipp between Aad and the intensity of context-induced cognitive 

involvement.. Negative effects of intensity on Aad were also found by Soldow and 

Principee (1981) and Coulter and Sewall (1995). On the other hand, an almost 

equall number of experiments have found positive effects (Feltham & Arnold, 

1994;; Lloyd & Clancy, 1991a, 1991b; Mattes & Cantor, 1983; Norris & Colman, 

1993,, 1996). 

Nextt to recall and Aad, some studies have also assessed the effects of 

intensityy on a third processing effect: attention toward the ad. Four studies 

foundd this relationship to be positive (Pugzles Lorch et al., 1994; Lord & 

Burnkrantt 1988; Rock & Chard, 2002; Watt, 1999), while one experiment 

reportedd a negative relationship (France, Shah, & Park, 1994). 

Tenn studies have investigated the relationship between intensity and Ab. 

Thoughh most of these studies did not yield significant results, four experiments 

reportedd a positive effect (Feltham & Arnold, 1994; Krugman, 1983; Norris & 

Colmann 1993, 1996). With regard to IP, six experiments have investigated the 

effectss of context-induced intensity and found a significant relationship. Four of 

thesee relationships were positive (Feltham & Arnold, 1994; Lloyd & Clancy, 

1991a,, 1991b; Norris & Colman 1993, 1996), while two were negative (Lord & 

Burnkrant,, 1988; Soldow & Principe, 1981). 

Valence Valence 

Valencee refers to the evaluative direction of the response (positive or 

negative).. I t is generally assumed that valence carries over from the context to 

thee ad, influencing ad effects in a similar direction. Bower's (1981) notion of 

moodd congruency, which has frequently been mentioned, suggests that 

judgmentss are influenced by a person's state of mind by increasing the 

accessibilityy of congruent thoughts. Thus, positive responses to an ad's context 

increasee positive thoughts, whereas negative reactions generate negative 
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Tablee 2.9: Studies Investigating Effects of Valence of Psychological Responses 

S o u r c e e 

A X E 6 3 3 

A Y L 9 8 8 

B R 0 9 5 5 

C L A 7 1 1 

C O U 9 8 8 

F R A 9 4 4 

F U R 9 8 8 

G O L 8 77 ( 1 ) 

G O L 8 77 ( 2 ) 

K A M 9 1 1 

L O R O l l 

L O R 9 4 4 

M A T 9 1 1 

M U R 9 2 2 

N O R 9 4 4 

N O R 9 6 6 

P A V 8 8 8 

P E L 0 2 2 

T H 0 8 6 6 

Y I 9 0 a a 

M e d i u m m 

T V V 

T V V 

T V V 

T V V 

T V V 

T V V 

TV V 

T V V 

T V V 

T V V 

T V V 

R a d i o o 

T V V 

T V V 

T V V 

R a d i o o 

T V V 

T V V 

Pr int t 

T V V 

Pr int t 

M e t h o d d 

E x p e r i m e n t t 

E x p e r i m e n t t 

E x p e r i m e n t t 

S e c .. a n a l y s i s 

E x p e r i m e n t t 

E x p e r i m e n t t 

E x p e r i m e n t t 

E x p e r i m e n t t 

E x p e r i m e n t t 

E x p e r i m e n t t 

E x p e r i m e n t t 

E x p e r i m e n t t 

E x p e r i m e n t t 

E x p e r i m e n t t 

E x p e r i m e n t t 

E x p e r i m e n t t 

F ie ldd s t u d y 

E x p e r i m e n t t 

E x p e r i m e n t t 

E x p e r i m e n t t 

S a m p l e e 

s ize e 

1 8 4 4 

1 9 9 9 

8 0 0 

S a m p l ee c o m p o s i t i o n 

F e m a l ee s t u d e n t s 

H e t e r o g e n e o u s s 

S t u d e n t s s 

D a t aa f r o m 2 5 o n a i r t e s t s 

4 0 1 1 

8 9 9 

9 2 2 

1 6 0 0 

6 3 3 

1 2 4 4 

9 7 7 

3 2 8 8 

6 4 4 

2 0 3 3 

9 9 9 

9 3 3 

1 3 5 5 

3 1 4 4 

4 6 6 

7 2 2 

S t u d e n t s s 

S t u d e n t s s 

S t u d e n t s s 

S t u d e n t s s 

S t u d e n t s s 

H e t e r o g e n e o u s s 

S t u d e n t s s 

S t u d e n t s s 

S t u d e n t s s 

S t u d e n t s s 

S t u d e n t s s 

S t u d e n t s s 

S t u d e n t s s 

S t u d e n t s s 

M i d d l ee c lass a d u l t s 

S t u d e n t s s 

C o n t e x t - i n d u c e d d 

p s y c h ,, r e s p o n s e 

F e e l i n g s s 

M o o d d 

P l e a s u r e e 

A t t i t u d e e 

L ik ing g 

E m o t i o n n 

E n j o y m e n t t 

F e e l i n g s s 

F e e l i n g s s 

F e e l i n g s s 

M o o d d 

F e e l i n g s // l ik ing 

M o o d d 

F e e l i n g s s 

L ik ing g 

E n t e r t a i n m e n t / / 

e n j o y m e n t t 

E n t e r t a i n m e n t / / 

e n j o y m e n t t 

P l e a s u r e e 

A p p r e c i a t i o n n 

L ik ing g 

F e e l i n g s s 

E f f e c t t 

Ab/p p 

Aad d 

Aa<j j 

Recall l 
Aa<j j 

A t t e n t i o n n 

Reca l l l 

Aad d 

Ah/p p 

Reca l l l 

Reca l l l 

A , d d 

I P P 

Reca l l l 

A,d d 

I P P 

Reca l l l 

A , d d 

Ab/p p 

A t t e n t i o n n 

Reca l l l 

Aad d 

Aad d 
Ab/P P 

Aad d 
Ab/p p 

Reca l l l 

Aad d 
Ab/P P 

I P P 

Reca l l l 

AB d d 

Ab/p p 

I P P 

Reca l l l 

Reca l l l 

Aad d 

Reca l l l 

Aad d 

Reca l l l 

Aad d 
Ab/p p 

I P P 

D i r e c t i o n n 

o ff e f f e c t 

ns s 

P P 

ns s 

P P 

P P 

P P 

ns s 

P P 

P P 

N N 

ns s 

P P 

ns s 

P P 

ns s 

ns s 

ns s 

ns s 

ns s 

P P 

P P 

P P 

ns s 

ns s 

P P 

P P 

ns s 

ns s 

ns s 

ns s 

ns s 

ns s 

P P 

P P 

ns s 

P P 

P P 

ns s 

P P 

P P 

P P 

ns s 

P P 

Notes:Notes: Source: codes in this column are comprised of the first three letters of the first author's name, followed 
byy the last two figures of the publication year. In the reference list, these codes are printed behind the 
particularr references. Effect: Aad = attitude toward the ad, Ab/P = attitude toward the brand or product, IP = 
intentionn to purchase. Direction of effect: ns = not significant, N=negative, P=positive. 

Tablee 2.10: Results of Vote Count for Effects of Valence of Psychological 

Responses s 

Typee of effect 

Attention n 
Recall l 
A,d d 
A0/p p 
IP P 

Frequencyy of 
relationshipp studied 

2 2 
13 3 
15 5 
8 8 
5 5 

Frequencyy of significant effect reported 
Positive e Negative e 

Frequencyy of non-
significantt effect reported 

Notes:Notes: Aa<] = attitude toward the ad, Ab/P = attitude toward the brand or product, IP = intention to purchase. 
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thoughts.. These positive and negative thoughts will in turn lead to positive or 

negativee ad effects. 

Twentyy studies examined the relationship between valence of the context-

inducedd psychological response and advertising effects (see Table 2.9.) Once 

again,, we counted the number of significant and not significant findings for each 

relationshipp between valence and the five advertising effects and presented 

themm in a vote count table (see Table 2.10). Two studies (France et al., 1994; 

Mathurr & Chattopadhay, 1991) found a significant positive relationship between 

thee valence of the response induced by the surrounding context and attention 

towardd the ad. The most studied relationships were between valence and the 

twoo other processing measures, recall and Aad- The influence of valence on ad 

recalll was studied in 13 instances, but significant effects were only reported six 

times,, five studies finding a positive relationship (Clancy & Kweskin, 1971; 

Goldbergg & Gorn, 1987; Mathur & Chattopadhay, 1991; Pelsmacker, Geuens, & 

Anckaert,, 2002; Thorson & Reeves, 1986), and one a negative relationship 

(Furnhamm et al., 1986). 

Withh regard to the effect on Aad, results are more clear. Nine studies 

showedd significant positive effects (Aylesworth & MacKenzie, 1998; Coulter, 

1998;; France et al, 1994; Goldberg & Gorn, 1987; Mathur & Chattopadhay, 

1991;; Murry, Lastovicka, & Singh, 1992; Pelsmacker, 2002; Yi, 1990), while 

nonee reported negative effects. 

Finally,, some positive effects have been found between valence of the 

responsee and Ab/P (France et al., 1994; Murry, et al., 1992; Norris & Colman, 

1996)) and between valence and IP (Norris & Colman, 1996; Yi, 1990a), but the 

majorityy of the results were not significant. 

Subjectivee Context Characteristics: Conclusion and Discussion 

Whenn comparing the studies investigating the effects of subjective 

psychologicall responses on advertising effects, two relationships stand out. First, 

significantt effects of valence of the psychological response on Aad were positive 

withoutt exception, which is consistent with Bower's (1981) notion of mood 

congruency.. Second, the relationship of intensity of the psychological response 

andd advertising recall predominantly showed a detrimental pattern, which 
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supportss the negative paradigm based on the idea that people suffer from a 

limitedd cognitive capacity. These negative effects on recall are, however, not 

undisputed,, with several studies reporting positive effects and one an inverted 

U-curvee relationship. Tavassoli et al. (1995) propose that this inverted U-curve 

relationshipp could reconcile the two opposing paradigms. They argue that when 

peoplee have a very low level of involvement with a program, they do not spend 

muchh effort processing the stimuli presented. An increase in the amount of 

involvementt removes this obstacle of mindless passivity and therefore facilitates 

processingg of commercials. Tavassoli et al. (1995) state that other studies have 

nott found a similar inverted U-relationship due to the fact that most studies have 

comparedd only two levels of involvement. However, several other studies, 

measuringg intensity of psychological responses as a continuum (Gunter et al., 

1997;; Gunter et al. , 1994) or contrasting several levels (Lloyd & Clancy, 1991a, 

1991b),, did not report such a non-linear relationship. 

Thee point made by Tavassoli et al. (1995) gives an interesting perspective 

onn the interpretation of previous results, though, especially findings from 

experimentall studies. The arousal threshold mentioned by Tavassoli et al. 

(1995)) might be an important factor in the real-life processing of television 

commercials.. However, in experiments its influence may be minimal because 

respondentss are forced to pay attention to the programming by the nature of the 

experimentt even when they have absolutely no interest in the content. Hence, 

thee stimuli presented in experiments do not have to surmount any arousal 

threshold,, and therefore findings might differ from real-life. This bias in 

experimentall results might be especially strong for context effects studied for 

television,, because this medium is generally considered to be a low involvement 

medium,, not triggering people to spend much effort processing the information 

itt provides (Krugman, 1971). 

Twoo observations from Table 2.8 may substantiate the possible bias in 

experimentall findings mentioned above. First, of the six studies reporting 

positivee effects of intensity, most did not make a demand on respondents to 

watchh the commercials. Three of the studies were surveys, in which respondents 

weree not aware that they would be interviewed about the medium content and 

theirr choice to be exposed was thus voluntary(Byfield, 1994; Rock & Chard, 

2002;; Swallen, 2000). Positive effects were also found in one experiment in 

whichh exposure to the programming and commercial material was optional 
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(Lloydd & Clancy, 1991a, 1991b). 

Second,, although most studies neglected to take the effect of intensity on 

attentionn into account, five studies did investigate this relationship and four 

observedd a significant positive influence. The obvious reason that attention is 

ignoredd in context studies is, of course, that it is useless to study this effect 

whenn the research design forces respondents to pay attention to the stimuli. 

However,, if effects of intensity on attention are indeed positive, such a neglect 

biasess results, because attention is a prerequisite for any other advertising 

effect,, especially recall. 

Generall Discussion, Implications and Future Research 

Thiss literature review provides a number of insights with regard to effects 

off context characteristics on advertising performance. First, it shows that 

objectivee characteristics of the context do not have a clear influence on 

advertisingg performance, while subjective factors may play an important role in 

establishingg advertising effects. The reason for this is that people do not react 

uniformlyy toward medium content. A specific type of humor may, for example, 

generatee positive feelings for some audience members while eliciting negative 

feelingss for others. The intensity and valence of these personal feelings will 

determinee how embedded advertisements perform. 

Thee second finding relates to the type of advertising effects that can be 

achievedd through context. Various advertising effects have been assessed in 

differentt studies, ranging from advertising processing measures (i.e. attention, 

recall,, and Aad) to effectiveness measures (i.e. Ab/P and IP). The review shows 

thatt context has its strongest effects on ad processing, while the relationships 

withh ad effectiveness are often not significant. This is not surprising as 

processingg involves respondents' immediate reactions toward a single ad, while 

effectivenesss requires multiple advertising exposure. Since the context of an ad 

willl not be constant each time a person is exposed to it, a solid influence on 

advertisingg effectiveness cannot be expected. 

Thee third finding relates to the direction of the effect. Two important 

relationshipss emerged: The valence of the context-induced response is positively 

relatedd to Aad, while the intensity of the response seems to be negatively related 
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too advertising recall. Some caution is needed, however, with regard to this last 

relationship.. As negative findings are generally found in experimental settings, 

whilee positive findings are predominantly the result of studies conducted in real-

lifee settings, it can be argued that methodology has a moderating influence on 

thee relationship between intensity and recall. This is attributed to the difference 

inn the amount of attention paid to stimuli presented in a real-life environment 

comparedd to an artificial setting. 

Inn artificial settings, the influence of extraneous factors is controlled so 

thatt the only stimulus that might distract respondents from advertisements is 

thee editorial context. Furthermore, respondents are required to focus on the 

mediumm content, so there is no attentional threshold across which people have 

too be pulled by the program. In these artificial settings, cognitive interference 

willl be stronger for high than for low-involvement inducing programs, which 

makess it more likely that commercials presented in an involvement-inducing 

editoriall context willhave lower recall. 

Inn real-life circumstances, on the other hand, people will not usually pay 

attentionn to medium content they are not interested in. Moreover, external 

stimulii can easily distract people from paying attention to medium content. 

Broadcastt media in particular, generally considered to be low-involvement 

media,, often have to compete with other attention demanding tasks (e.g. 

reading,, eating, talking, household tasks). When people's level of involvement 

withh the medium content becomes stronger, they will pay more attention and 

willl use more cognitive resources to process the information brought to them. 

Whenn this enhanced level of attention and processing is carried over to the 

commercials,, it is more likely that advertisements presented within an 

involvement-inducingg editorial context will get more attention and, 

consequently,, will be remembered better. 

Thee present literature review shows that to date most researchers have 

conductedd experiments and have neglected to study the effect of attention. The 

generalizedd negative finding for the relationship between intensity and recall 

mightt not hold true in real-life situations. To externally validate this finding, 

futuree research needs to be conducted in real-life settings, taking attention into 

account. . 

Thee present review reveals two other limitations of the body of research 

onn context effects to date. First, most studies have been conducted with a 
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homogeneouss sample, in most cases composed of students. The use of 

homogenouss student samples has been debated, because using such a sample 

mayy cause effects to be stronger than they would be for the general population 

(Brownn & Stayman, 1992; Johnson & Eagly, 1989). Moreover, as shown, 

context-inducedd psychological responses are subject-specific and student 

responsess toward medium content may differ from those of other populations. 

Too assess whether the context effects reported in this review are generalizable 

too other members of the media audience, future studies must be conducted with 

moree heterogeneous samples. 

Second,, almost all studies have been conducted in a television context. It 

iss by no means clear that results found for television can be transferred to other 

mediaa settings, because media vary in many ways and audiences use them 

differently.. Print media, for example, give their readers much more control with 

regardd to the speed and moment of information transfer than television does. 

Thiss difference in pacing may affect people's mental responses toward medium 

contentt and consequently how these responses influence advertising processing. 

Futuree research should be conducted on the effect of the editorial environment 

onn advertising in media settings other than television to examine whether 

contextt effects are different for various media. 
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