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C H A P T E RR 3 

THEE EFFECTS OF MAGAZINE-INDUCED 

PSYCHOLOGICALL RESPONSES AND THEMATIC 

CONGRUENCEE ON A D MEMORY AND ATTITUDE 

TOWARDD THE AD I N A REAL-LLFE SETTING5 

Abst rac t t 

TheThe effects of context-induced psychological responses have 

primarilyprimarily been studied in experimental television settings. Contrary to 

previousprevious research, this study examines the effects of context-induced 

psychologicalpsychological responses on the processing of magazine advertisements. 

Furthermore,Furthermore, a real-life survey design was used instead of an 

experimentalexperimental design. Test ads were placed in the regular circulation of 

threethree magazine titles, and a representative sample of subscribers (N = 

263)263) was interviewed face-to-face. In addition to psychological 

responses,responses, the influence of thematic congruence between magazines 

andand advertisements was studied. Results show that magazine-induced 

likingliking and positive feelings had a positive influence on attitude toward 

thethe ad. Furthermore, thematically congruent advertisements were 

betterbetter remembered than incongruent advertisements. 

55 Published as: Moorman, M., Neijens, P. C, & Smit, E. G. (2002). The effects of 
magazine-inducedd psychological responses and thematic congruence on memory. 
JournalJournal of Advertising, 31(4), 27-40. The authors thank Quote Media, Renate Tromp, 
andd our former students Marieke Sopers and Sonja ten Cate for making this study 
possible. . 
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ContextContext Considered 

Introduction n 

Thee importance of advertising context as a critical variable in explaining 

andd predicting advertising effects has long been recognized by both advertising 

practitionerss and academic researchers in the field of consumer psychology 

(e.g. ,, Aaker & Myers, 1975; Chook, 1985; New, 1991). I t is generally accepted 

thatt differences in the media context of an advertisement may influence 

advertisingg effects, even when other relevant factors (such as audience 

characteristicss and advertisement design) are held constant. In other words, it is 

commonlyy agreed that "the same source delivering the same message to the 

samee audience on separate occasions might produce different effects depending 

onn the differing programming or editorial contexts in which the message 

appears"" (Norris & Colman, 1992, p. 38). 

Sincee the early 1960s, several studies have been conducted on the 

influencee of context on advertising effectiveness. Most of these studies have 

beenn done for television and focused primarily on the effects of psychological 

responsess induced by television programs surrounding commercials. Several 

researcherss have showed that this advertising context induces psychological 

reactionss that viewers continue to experience while being exposed to subsequent 

commerciall messages, which influences the processing of these commercials 

(e.g. ,, Aylesworth & Mackenzie, 1998; Feltham & Arnold, 1994; Goldberg & Gorn, 

1987;; Gunter, Furnham, & Beeson, 1997; Kennedy, 1971; Krugman, 1983; Lord 

&& Burnkrant, 1993; Murry, Lastovicka, & Singh, 1992; Norris & Colman, 1993, 

1996;; Pavelchak, Anti l , & Munch, 1988; Soldow & Principe, 1981; Thorson & 

Reeves,, 1986). 

Thee present study investigates the effect of psychological responses but 

studiess the context of magazine advertisements instead of television 

commercials.. In addition to the magazine-induced psychological responses, the 

studyy also explores the effect of a context variable that is frequently used as a 

strategicc device by media planners in deciding which magazine vehicle is most 

suitablee for an ad, namely, thematic congruence between context and ad. 
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Prev iouss Research on Contex t Effects 

Ass mentioned, various context studies have been conducted to date. 

Unfortunately,, this body of literature has not provided a clear understanding of 

thee nature of the effect of context-induced psychological responses on 

advertisingg impact. I t has recently been argued that, in some ways, the body of 

evidencee has created more questions than answers due to inconsistent findings 

(Lordd & Putrevu, 1999). Some recent studies have reported a negative effect of 

psychologicall responses on advertising effectiveness (e.g., Bushman, 1998; 

Gunterr et al., 1997), whereas others find the relationship to be positive (e.g., 

Norriss & Colman, 1996; Watt, 1999) or even have the shape of an inverted-U 

curvee (Tavassoli, Shultz, & Fitzsimons, 1995). Several authors have explained 

thee conflicting results by discussing various dissimilarities in the design of 

contextt studies (e.g., Norris & Colman, 1993, 1994a; Schumann & Thorson, 

1990).. We elaborate on four such dissimilarities. 

Thee first difference is the setting in which the effects are studied. Most 

contextt studies are experiments and are conducted in a laboratory setting, but 

somee real-life studies have been published as well. The two types of studies 

seemm to yield contradicting results. With regard to advertising recall, for 

example,, experiments predominantly report a negative effect (e.g., Bushman, 

1998;; Gunter et al., 1997; Norris & Colman, 1994b; Soldow & Principe, 1981), 

whereass the results of survey studies are primarily positive (e.g., Clancy & 

Kweskin,, 1971; Lloyd & Clancy, 1991; Lord & Putrevu, 1996). In an attempt to 

explainn these inconsistent findings between experiments and surveys, Schumann 

andd Thorson (1990) point out the distinction between processing and selection. 

Selectionn is defined as "the initial decision process involved in choosing to orient 

too a stimulus as opposed to alternative activities" (Schumann & Thorson, 1990, 

p.. 8). Processing is described as "the internal psychological processes of 

attendingg to and processing specific viewing stimuli, once the decision to process 

hass been made" (Schumann & Thorson, 1990, p. 8). The authors argue that a 

typicall experiment requires participants to pay attention to both the editorial and 

thee commercial material and that an opportunity for nonselection of the ad is 

thuss not provided. Therefore, experimental results only convey the impact on 

processing.. Survey studies, in contrast, express the effect on selection as well, 
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becausee respondents are free to decide for themselves if they want to be 

exposedd to the advertisement. 

Inconsistentt findings might also be due to the fact that researchers have 

chosenn different dependent variables to examine the effect of context-induced 

psychologicall responses. Advertising effects that have been studied for context 

effectss include, among others, ad recall (e.g., Clancy & Kweskin, 1971; Gunter 

ett al . , 1997; Gunter, Furnham, & Frost, 1994; Lloyd & Clancy, 1991), ad 

recognitionn (e.g., Norris & Colman, 1994b, 1996; Singh & Churchill, 1987; 

Tavassolii et al. , 1995), commercial pleasantness (e.g., Broach, Page, & Wilson, 

1995;; Mattes & Cantor, 1982), purchase interest (e.g., Feltham & Arnold, 1994; 

Lloydd & Clancy, 1991), attitude toward the ad (Aad) (e.g., Kennedy, 1971; 

Soldoww & Principe, 1981), attitude toward the brand (Ab) (Krugman, 1983; 

Murryy et al., 1992), copy point credibility (Lloyd & Clancy, 1991), and cognitive 

responsee (Lord & Burnkrant, 1993). I t is by no means clear that psychological 

responsess affect all these different measures in a similar way. Feltham and 

Arnoldd (1994), for example, find that the main effect of program involvement did 

nott influence memory, though it had a positive effect on Aad, Ab, and purchase 

interest.. Mattes and Cantor (1982) report a nonsignificant relationship between 

arousall and commercial recall but find a positive effect on enjoyment and 

perceivedd effectiveness. Norris and Colman (1994b) find a negative effect of 

entertainmentt and enjoyment on recall and recognition but no effect on Aad, Ab, 

andd purchase interest. 

AA third difference, as the previous examples show, is that context can 

inducee a whole range of different responses. Context-induced psychological 

responsess that have been studied include, among others, involvement (e.g., 

Coulterr & Sewall, 1995), arousal (e.g., Broach et al., 1995), pleasure (e.g., 

Pavelchakk et al. , 1988), liking (e.g., Lord, Lee, & Sauer, 1994), feelings (e.g., 

Aylesworthh & MacKenzie, 1998), and mood (e.g., Kamins, Marks, & Skinner, 

1991).. Several studies have showed that these different responses can affect 

embeddedd advertising differently. Murry et al. (1992), for example, demonstrate 

thatt program-induced feelings did not have an effect on Aad and Ab, whereas 

program-inducedd liking had a significant positive effect on both measures. In two 

successivee experiments using the same advertisements, Norris and Colman 

(1993,, 1994b) find a strong positive effect of program involvement on Aad and 

purchasee interest but no effects of entertainment and enjoyment on these 
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measures.. Consequently, Norris and Colman (1994a) argue that predictor 

variabless should never be used interchangeably and that their effects should be 

studiedd separately. 

Finally,, a whole range of interaction variables has been introduced that 

mightt moderate, intensify, or even change the direction of the context effect. 

Mostt studies that have incorporated an interaction effect investigate how the 

influencee of psychological responses is affected by some kind of congruence 

betweenn the context and an ad with regard to a specific aspect. The interaction 

effectt of congruence between context and ads has been studied for humor 

(Furnham,, Gunter, & Walsh, 1998; Murphy, Cunningham, & Wilcox, 1979), 

feelingss (Coulter, 1998; Goldberg & Gorn, 1987; Kamins et al. , 1991; Watt, 

1999),, involvement (Lord & Burnkrant, 1993), style (Aaker & Brown, 1972; 

Felthamm & Arnold, 1994), sexual content (Bello, Pitts, & Etzel, 1983), and ego 

statess (Lambert, 1980). 

T h ee Present S t u d y 

Thee preceding review of different context studies shows that there are still 

manyy questions to be answered with regard to the effects of context-induced 

psychologicall responses on advertising. Additional research is needed to bring 

moree clarity to the body of literature. In doing this, it is necessary to study the 

effectt of several psychological responses on several advertising effects, because 

thee relationship between psychological response and advertising effect might 

differr for each response and effect. Furthermore, context research should move 

awayy from predominantly studying effects in experimental settings. A strong 

benefitt of experiments is internal control, but the use of forced exposure 

prohibitss a transparent understanding of how context affects the selection and 

processingg of advertisements in reality. Moreover, it is necessary to study 

contextt effects for media other than television. Effects found for television 

cannott be transferred to, for example, print media, because the media differ in 

severall ways. An obvious difference is that television is an audiovisual medium 

withh moving images, whereas print media are visual and more static. In 

addition,, both media are very dissimilar with respect to the way they are used 

byy their audiences. Television is a display medium with external pacing, which 
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meanss that the medium "decides" the moment and speed of information 

transfer.. Print media, in contrast, are search media, which are defined by 

internall pacing; readers can decide speed and moment themselves (Smit, 

1999).. Pacing may influence how people mentally respond to medium content 

surroundingg advertisements and the transfer of this state of mind to the way the 

add is experienced. 

Thee present study is designed to shed some light on the effect of several 

context-inducedd psychological responses in a real-life print setting. In addition to 

thee psychological responses, our study investigates the effect of thematic 

congruence,, a type of congruence between context and ads that is frequently 

usedd in magazine planning. Media agencies in general select magazines that fit 

thee advertisements with regard to content. An advertisement for a shampoo 

brand,, for example, is more likely to appear in a health magazine than in an 

interiorr decoration magazine, even if both reader audiences are similar in 

compositionn and size. The rationale for placing ads in a thematically fitting 

contextt must be that advertisers believe advertisements benefit more from a 

congruentt environment than from an incongruent environment. This belief, 

however,, has seldom been empirically investigated, and it is not clear if thematic 

congruencee influences ad effectiveness in the desired direction. 

Thee effects of psychological responses and thematic congruence are 

studiedd for two processing variables, namely, memory for advertising and Aad. 

Thesee processing effects reflect consumers' immediate responses to advertising 

(Percyy & Rossiter, 1997, p. 274). We study both effects because previous 

researchh has indicated that they might be influenced differently. The influence 

onn advertising effects, such as Ab, purchase intention and actual buying, is not 

examinedd because various studies on the hierarchy of advertising effects have 

shownn that these effects involve multiple exposures to ads and multiple 

executionss within campaigns (e.g., Franzen, 1994; Wright-Isak, Faber, & 

Horner,, 1997). 

Too summarize, this article presents a field study to answer the following 

researchh questions: 

RQla:: What are the effects of magazine-induced psychological 

responsess on memory for advertising? 
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RQlb:: What are the effects of magazine-induced psychological 

responsess on Aad? 

RQ2a:: What is the effect of thematic congruence between 

magaziness and ads on memory for advertising? 

RQ2b:: What is the effect of thematic congruence between 

magaziness and ads on Aad? 

Beforee going into the method and results of this study, we elaborate on 

theoriess that have been proposed with regard to these relationships in previous 

televisionn research and some sporadic magazine studies. As we show, these 

theoriess are often conflicting. Therefore and because this study is exploratory in 

researchingg print instead of television and applying a survey method instead of 

ann experiment, we so not propose explicit hypotheses with regard to the 

formulatedd research questions. 

Conceptuall Foundation 

PsychologicalPsychological Responses 

Psychologicall responses are individual and subjective mental reactions 

thatt people experience immediately after being confronted with medium content. 

AA range of different psychological responses has been studied. In general, these 

psychologicall responses can be grouped into three main categories: 

involvement,, liking, and feelings. This categorization is based on similarities in 

conceptuall definitions and operationalizations of various labels given to 

psychologicall responses in previous studies. Table 3.1 gives an overview of the 

differentt labels used in literature and the definitions of the three psychological 

responsess used here. 

Twoo aspects of psychological responses are important with regard to the 

effectss on advertising processing: intensity and valence of the response. 

Intensityy has been found to influence principally memory for advertising, 

whereass valence of the response has its main influence on Aad. 
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Tablee 3 . 1 : Overview of Labels and Definitions Given to Psychological 

Responses s 

Labelss Used 
inn this Study and Definition of 
Response e 

Labelss Given by References 
Others s 

Involvement t 
"Individual,, internal state of arousal" 
(Andrews,, Durvasula, & Akhter, 1990, 
p.. 28) 

Liking g 
Summaryy evaluation of the experience 
off exposure to advertising context 
(basedd on Murry et al., 1992, p. 442) 

Feelings s 
"Temporaryy affective states that are 
subjectivelyy perceived by an 
individual"" (Murry et al., 1992, p. 442) 

Involvement t 

Arousal l 

Suspense e 
Interest t 
Liking g 

Pleasure e 
Attitude e 
Evaluation n 
Entertainment t 
Enjoyment t 
Feelings s 

Mood d 
Affect t 

Anandd & Sternthal, 1992; Coulter &. Sewall, 1995; 
Furnhamm et al., 1998; Gunter et al., 1997; Krugman, 
1983;; Lloyd & Clancy 1991; Lord & Burnkrant 1988, 
1993;; Lord & Putrevu 1996, 1999; Norris & Colman 
1992,, 1993, 1996; Tavassoli et al., 1995; Thorson & 
Reeves,, 1986; Soldow & Principe, 1981 
Broachh et al., 1995; Mattes & Cantor, 1982; Pavelchak 
ett al., 1988; Singh & Curchill, 1987 
Kennedy,, 1971 
Furnhamm et al. 1998 
Lordd et al., 1994; Murry et al., 1992; Thorson & Reeves 
1986 6 
Broachh et al., 1995; Pavelchak et al., 1988 
Clancyy & Kweskin 1971 
Gunterr et al., 1994 
Norriss & Colman, 1994b, 1996 
Furnhamm et al., 1997; Norris & Colman 1994b, 1996 
Axelrod,1963;; Aylesworth & Mackenzie, 1998; 
Goldbergg & Gorn, 1987; Murry et al., 1992 
Howardd & Barry, 1994; Kamins et al., 1991 
Coulterr 1998; Watt 1999; Yi 1990a 

IntensityIntensity and Memory for Advertising 

Intensityy refers to the relative strength of the response and applies to 

eachh of the psychological responses. With regard to the effect of intensity on 

advertisingg recall, various hypotheses have been put forward. The most 

dominantt school of thought predicts a decline in memory for advertising when 

thee intensity of the mental reaction induced by the context increases (e.g., 

Kennedy,, 1971; Lord & Burnkrant, 1993; Norris & Colman, 1993, 1996; 

Pavelchakk et a l . , 1988; Soldow & Principe, 1981; Thorson & Reeves, 1986). This 

detrimentall effect is attributed to attention deficits or capacity constraints. I t is 

assumedd that people who experience strong mental reactions toward medium 

contentt process this information more deeply and continue to elaborate on this 

contentt when it is interrupted by a commercial message. This continued 

elaborationn reduces the attention capacity available for processing the 

advertisement.. This capacity limitation eventually results in less memory for 

advertisementss placed in a media context that induces strong psychological 

responsess compared with in a media context that induces less intense mental 

reactionss (e.g., Feltham & Arnold, 1994; Lord & Burnkrant, 1988). 

Ann opposing hypothesis forecasts a positive effect of the intensity of 

psychologicall responses on memory for advertising (Krugman, 1983; Lloyd & 
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Clancy,, 1991; Lord & Putrevu, 1996, 1999). This hypothesis suggests that the 

intensityy of context-induced psychological responses generates an enhanced 

orientationn toward the context stimuli. This enhanced orientation does not cease 

immediatelyy when the context is interrupted by an advertisement but remains 

activatedd to some extent, which results in better processing of the commercial 

messagee (Lloyd & Clancy, 1991). 

Tavassolii et al. (1995) propose a third hypothesis with regard to the effect 

off the intensity of program involvement on memory for advertising, which 

arguess that the relationship is not linear but has the shape of an inverted-U 

curve.. In other words, program involvement has a positive effect on memory for 

advertisingg when it increases from a zero level to a moderate level but a 

detrimentall effect when it increases beyond this moderate level to a high level. 

Thee authors argue that, when people have a very low level of involvement, they 

doo not spend much effort processing the stimuli presented. An increase in the 

levell of involvement removes this obstacle of mindless passivity and facilitates 

commerciall processing. However, if the level of involvement increases even 

more,, the amount of attention given to the elaboration of program stimuli 

distractss from processing the commercial. 

ValenceValence and Aad 

Valencee indicates the evaluative direction of the response (positive or 

negative).. Involvement does not have a specific evaluative direction but is 

neutrall in its valence. Liking has a positive valence by definition. Feelings are 

doublee valenced; they can be either positive (e.g., joy, satisfaction) or negative 

(e.g.,, sadness, anger). The theory with regard to the effect of valence on Aad is 

moree unequivocal than the previously discussed hypotheses about the 

relationshipp between intensity and memory. Various studies find that 

psychologicall responses "spill over" to Aac), influencing it in a similar direction 

(e.g.,, Aylesworth & MacKenzie, 1998; Goldberg & Gorn, 1987; Murry et a l . , 

1992).. Advertisements placed in an environment that elicited positive responses 

weree evaluated more positively, and advertisements placed in an environment 

thatt induced negative reactions were evaluated more negatively. 

Thee rationale for this context effect has been attributed to Bower's (1981) 

moodd congruency notion. Bower (1981) finds that the valence of a person's 



56 56 ContextContext Considered 

statee of mind influenced his or her judgment by increasing the accessibility of 

congruentt thoughts. Thus, positive feelings or liking created by a program 

increasee positive thoughts about a subsequent commercial message, whereas 

negativee feelings intensify negative thoughts. These positive and negative 

thoughtss will in turn lead to a more positive or negative evaluation of the 

commercial. . 

EffectsEffects of Psychological Responses in a Magazine Setting 

Ass was mentioned, print has been studied only sporadically. A literature 

searchh yielded only three published studies pertaining to the effect of context-

inducedd psychological responses on memory for advertising and Aad in a print 

sett ing.. Each of these studies focused on a different relationship. Yi (1990a) 

findss a significant effect of the positive tone of a magazine article on Aad. Coulter 

andd Sewall (1995) report a negative effect of involvement on Aad. Finally, results 

off an experiment conducted by Norris and Colman (1992) show negative 

correlationss between measures of involvement on the one hand and measures of 

recalll and recognition on the other hand. 

ThematicThematic Congruence and Memory for Advertising 

Differentt expectations can be formulated with regard to the effect of 

thematicc congruence on memory for advertising. On the one hand, people's 

attentionn may be attracted to congruent advertisements, because the subject of 

thee advertisement is already in their mind. This process, in which attention is 

unconsciouslyy and automatically drawn to a certain message (i.e., the 

advertisement)) on the basis of what is already brought to mind by preceding 

messages,, is called cognitive priming (Yi, 1990b; Zimbardo & Leippe, 1991). 

Furthermore,, it may be easier to retrieve advertisements that fit their 

environmentt than those that do not f i t , because "the ad can be stored at 'the 

intersection'' of a greater number of classificatory features, making information 

easierr to locate in memory" (Lambert, 1980, p. 38). 

Onn the other hand, it has been proposed that incongruent advertisements 

mightt be more prominent and therefore provide a "route to visibility" (New, 

1991,, p. 100). Because incongruent media planning is very rare, most 
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advertisingg practitioners probably assume that the first hypothesis holds true. 

However,, this assumption is predominantly based on gut feeling, in that it has 

seldomm been the subject of empirical research. As far as we know, only one 

study,, conducted in the 1970s, investigated the effect of thematic congruence on 

add memory. Horn and McEwen (1977) find that congruence between the content 

off an ad and its environment led to no consistently better or poorer recall of the 

commercial. . 

ThematicThematic Congruence and Aad 

Hornn and McEwen (1977) also investigate the effect of congruence on 

severall indicators of perception of the commercial and find no significant 

differencesdifferences for these measures either. Yi (1990a, 1990b), however, shows that 

thematicc congruence might influence Aad but only if a specific positive or 

negativee attribute is primed in the context of the test advertisements. In a series 

off experiments Yi (1990a, 1990b) asked people to evaluate magazine 

advertisements,, certain attributes of which had been mentioned in a preceding 

magazinee article. The direction of the influence on Aad depended on whether the 

previouslyy mentioned attribute was positively or negatively related to the 

product.. In Yi's (1990a) first experiment, for example, the target ad featured an 

automobilee and mainly focused on its size. Before exposure to this ad, people 

readd an article either about fuel economy (negative priming condition) or safety 

(positivee priming condition). Results showed that evaluation of the 

advertisementt was significantly more positive in the positive priming condition 

thann in the negative priming condition. In our study, no specific positive or 

negativee attributes have been primed in the context of the test advertisements. 

Method d 

Thiss study is different from most previous research because a field study 

iss conducted instead of an experiment. To study context effects in circumstances 

ass close to reality as possible, the research was conducted in cooperation with a 

publisher.. Three test ads were placed simultaneously in the regular circulation 

off three publications. The three magazines selected for this study were a life 
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stylee magazine (ELLE), an interior decoration magazine {ELLE Wonen) and a 

healthh magazine {Santé). These magazines were chosen because they met two 

importantt prerequisites. First, they were very different in their content, which 

wass necessary to manipulate thematic congruence. Second, the subscriber 

populationn of all three publications was not significantly different with regard to 

demographicss such as age, education, employment, income, and place of 

residence,, as shown by statistics published by the Dutch joint industry 

committeee for readership measurement (SUMMO, 1999). This was necessary to 

excludee alternative explanations for the effects as much as possible. The three 

testt advertisements were chosen in such a way that the product promoted in the 

add was congruent with at least one magazine and incongruent with at least one 

otherr magazine (see Table 3.2). The three test advertisements promoted a 

shampooo brand (Guhl), a clothing brand (Cartoon), and a brand of designer 

productss (Alessi). 

Alll ads were in full color, covered one or two pages, and aimed at a target 

audiencee similar to the subscriber profile of the three test magazines. The ads 

weree placed in the same sequence within each magazine and embedded in an 

editoriall environment. The three test ads were for known brands and were not 

specificallyy designed for this study, but they had not appeared in the three 

magaziness at least six months prior to the study. 

Tablee 3.2: Congruence Between Type of Magazine and Product Advertised 

Testt Advertisements 
Shampooo ad 
Clothess ad 
Designerr articles ad 

Lifestylee Magazine 

Congruent t 
Congruent t 

Incongruent t 

Interiorr Decoration 
Maqazine e 

Incongruent t 
Incongruent t 
Congruent t 

Healthh Magazine 

Congruent t 
Incongruent t 
Incongruent t 

Measures Measures 

Thee questionnaire consisted of three parts. The first part measured 

psychologicall responses to the issue of the magazine in which the test 

advertisementss were placed. Participants were asked to rate their agreement to 

200 response statements on a seven-point scale with (1) indicating "no 

agreementt at al l" and (7) indicating "total agreement" (see Table 3.4 for items). 

Magazinee involvement and magazine liking were both measured with 5 
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statements.. Feelings are double valanced and therefore were measured with 5 

negativee and 5 positive statements. All 20 items were taken from literature 

aboutt program effects (Anand & Sternthal, 1992; Broach et al., 1995; Feltham & 

Arnold,, 1994; Goldberg & Gorn, 1987; Gunter et al., 1997; Gunter et al. , 1994; 

Kaminss et al. , 1991; Lloyd & Clancy, 1991 ; Lord & Burnkrant, 1993; Murry et 

al. ,, 1992; Norris & Colman, 1993, 1994a, 1994b; Tavassoli et al. , 1995). 

Thee second part of the questionnaire measured memory for advertising 

andd Aad of the three test ads. Memory for advertising was measured with ad 

recognition.. Participants were shown the test advertisement in the magazine 

theyy read and asked if they had seen the advertisement in that issue of the 

magazine.. Ad recognition was used because previous studies show that this 

measuree results in a significantly higher correct claim of remembrance of the ad 

thann do recall measures that make use of verbal instead of visual cues. This 

resultt was especially found for magazine advertisements compared with 

televisionn commercials (DuPlessis, 2001 ; Smit, 1999; Zielske, 1982). If people 

indicatedd that they had seen the advertisement, a control question was posed 

thatt measured if the respondent had seen the ad in another magazine as well to 

rulee out the effect of preexisting ad familiarity. Subsequently, Aad was measured 

forr each recognized advertisements with a seven-point semantic differential 

scalee composed of three bipolar adjectives frequently used in marketing 

literaturee for measuring a subject's overall evaluation of advertisements (Bruner 

&& Hensel, 1996; Mitchell & Olson, 1981). The adjectives on which participants 

evaluatedd the three ads were good/bad, interesting/uninteresting, and 

enjoyable/nott enjoyable. Finally, the second part of the questionnaire contained 

aa check on the manipulation of thematic congruence. To verify that the 

manipulationn of congruence had succeeded, participants had to rate on a four-

pointt scale how much they believed each ad fit the magazine. 

Thee third and last part of the questionnaire measured participants' 

backgroundd variables. In this part, an important control variable was measured 

ass well, namely, advertising interest. This measure was included to rule out an 

alternativee explanation for any possible effect of thematic congruence on ad 

recognitionn and Aad- Because people select a magazine predominantly on the 

basiss of its content, they are probably also more interested in advertisements 

thatt fit that content compared with advertisements that do not match. 

Advertisingg interest and thematic congruence are thus probably strongly 
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correlated.. Furthermore, advertising interest might influence ad effects. Several 

authorss showed that interest in advertisements for certain products strongly 

affectss memory for these advertisements, because interest induces a higher 

levell of attention (e.g., Franzen, 1994; Smit, 1999). Advertising interest and Aad 

aree known to be positively related as well (Franzen, 1994). To investigate if 

thematicc congruence influences ad memory and Aad, regardless of the effect of 

advertisingg interest, this last variable must be controlled. 

Participants Participants 

Onlyy female subscribers were interviewed because the largest part of the 

readerr audience of the three magazines is women. The choice to interview only 

womenn was also made to keep groups as comparable as possible. Female 

subscriberss were asked for their participation by telephone. Names and 

telephonee numbers of the subscribers were taken from a selection of the 

publisher'ss database. This selection consisted of 1332 subscribers who were not 

approachedd for a previous study by the publisher. In total, 263 face-to-face 

interviewss were held (42.4% of all subscribers actually reached): 93 subscribers 

off the lifestyle magazine, 89 subscribers of the interior decoration magazine, and 

811 subscribers of the health magazine. As expected, on the basis of the results 

off Dutch readership research (SUMMO, 1999), the subscribers of the three 

magaziness did not differ significantly from on another on important demographic 

variables,, including age (F (2, 257) = 1.08, p > .05), education (x2 (10, n = 

263)) = 15.01, p > .05), and family income (x2 (12, n = 235) = 20.75, p > .05). 

Theree were also no significant differences across magazines with regard to 

participants'' attitudes toward magazine advertisements in general (x2 (8, n = 

263)) = 12.85, p > .05). Finally, there were no significant differences with regard 

too the proportion of magazine readers that indicated they had seen the ad in 

anotherr magazine as well (x2 (4, n = 179) = 5.10, p = .28 for the shampoo ad; 

x
22 (4 , n = 171) = 3.3, p = .51 for the clothing ad; x2 (4, n = 163) = 3.62, p = 

.511 for the design ad). The pattern of answers to this question showed that the 

shampooo ad was seen most often in another magazine context but only by a 

smalll minority of magazine readers (18.4%). For the clothing and design ads, 

thee percentages of magazine readers who had seen the ad somewhere else were 

9.44 and 12.3, respectively. 
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Procedure Procedure 

Startingg the same week that subscribers received the new issue by mail, a 

samplee of the subscriber population was approached by telephone and asked to 

cooperatee in a study on magazine appreciation. No mention was made of 

advertising.. If a subscriber agreed to cooperate, an appointment was made for a 

face-to-facee interview. Interviews were held at the respondent's house and took 

approximatelyy 30 minutes. At the end of the interview, respondents received a 

smalll present. All the interviews were held within one month after appearance of 

thee issue and before a new issue was received. 

Results s 

ManipulationManipulation Check 

Too check the manipulation of congruence, participants were asked to rate 

onn a four-point scale how much they considered each ad to fit the magazine. 

Analysiss of variance showed that congruent ads were rated as much more fitting 

withh the magazine than were the incongruent ads (see Table 3.3). Manipulation 

wass thus successful. 

MagazineMagazine Ratings 

Involvement,, liking, positive feelings, and negative feelings induced by the 

magazinee were measured with 5 items. These 20 items were subjected to 

principall component analysis (PCA) with Varimax rotation to examine the 

dimensionall structure of participants' psychological responses. Because it was 

likelyy that the different factors would be correlated, we also investigated which 

factorss would emerge when using an oblique rotation (Oblimin), which does not 

imposee orthogonality of the factors. Both rotations yielded a comparable factor 

solution,, which is shown in Table 3.4 (for reasons of clarity, we only present the 

Varimaxx solution). Three significant factors emerged, which together accounted 

forr 60% of the variance (see Table 3.4). Items related to liking and positive 

feelingss were found to be highly correlated responses in this study and were 

thereforee united in the first factor, labeled positive affect. The second factor was 

composedd of negative feeling statements, and the third factor consisted merely 
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Tablee 3.3: Manipulation Check 

Advertisements s 

ShamDOO O 
Mean n 
Standardd deviation 
Clothes s 
Mean n 
Standardd deviation 
Desiqnn articles 
Mean n 
Standardd deviation 

n n 

78 8 

74 4 

57 7 

Lifestyle e 
Magazine e 

3.00a a 

.85 5 

3.43a a 

.74 4 

2.76b b 

1.06 6 

n n 

38 8 

58 8 

68 8 

Magazines s 
Interiorr Decoration 

maqazine e 

2.03b b 

.88 8 

2.60" " 
1.02 2 

3.23" " 
.99 9 

n n 

63 3 

39 9 

39 9 

Healthh Magazine 

3.25a a 

.74 4 

2.74b b 

1.04 4 

2.69b b 

.92 .92 

Notes:Notes: Scale congruence: 1= fits not at all, 2 = does not fit very well, 3 = fits a bit, 4= fits very much. 
a 'bb = Cells with a different letter in same row differ significantly from each other at the .05 level (two-tailed). 
Shampooo ad: F(2, 176) = 27.85, p < .05; clothing ad: F(2, 168) = 15.15, p < .05; design article ad: F(2, 161) 
== 6.28, p < .05. 

off involvement items. Although most items clustered neatly with the factor to 

whichh they theoretically belonged, three items did not. One involvement item 

(absorbing)) fell within the positive affect factor, and two liking items (boring and 

pleasant)) fell within the involvement factor. These three items were excluded 

fromm further analyses. Psychological response factors were constructed by 

computingg the mean scores of the remaining items of each factor. The three new 

scaless were all found to be reliable, with Cronbach's alpha scores of .89 for the 

positivee affect factor, .81 for the negative feelings factor, and .79 for the 

involvementt factor. Furthermore, mean scores of these constructed seven-point 

scaless showed.positive affect and involvement were experienced strongly (M = 

4 . 6 1 ,, standard deviation (SD) =1.08 and M = 5.29, SD - 1.09, respectively) 

andd reasonably normally distributed with skewness and kurtosis scores less than 

II l | . Negative feelings, however, were only weakly induced. The mean score was 

1.77 (SD = 1.02), which indicates that people generally felt that the negative 

feelingg statements did not apply to the magazines. A skewness score of 1.86 and 

aa kurtosis score of 3.6 also indicate that the factor was not normally distributed 

andd that scores centered around the lowest possible score. If negative feelings 

aree not experienced, they can not have an effect. Therefore, negative 

feelingss were excluded from further analyses. Finally, the mean scores for the 

positivee affect factor and the involvement factor were split into three equal 

groupss to test if a nonlinear relationship existed between psychological 

responsess and ad memory and Aad. 
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Tablee 3.4: Psychological Response Items with Factors Loadings 

Processingg Variables 

Psychologicall Response Items 

Liking// Positive Negative Feelings (EV 
Feelingss (EV = 5.17, R2 = 3.48, R2 = .17) 

== -26) 

Involvementt (EV = 
3.37,, R2= .17) 

Likinoo Items 
Fun n 
Entertaining g 
Pleasant t 
Boring g 
Amusing g 
Positivee Feelings Items 
Comfortable e 
Feelingg good 
Happy y 
Satisfaction n 
Joy y 
Negativee Feelings Items 
Anger r 
Agitation n 
Annoying g 
Disturbing g 
Sadness s 
Involvementt Items 
Dull l 
Fascinating g 
Uninteresting g 
Absorbing g 
Attentive e 

,56 6 
.57 7 
.53 3 

.69 9 

.63 3 

.77 7 

.82 2 

.84 4 

.77 7 

.52 .52 

.52 2 

.61 1 

.58 8 

.77 7 

.70 0 

.75 5 

.75 5 

.75 5 

.52 2 

.58 8 

.68 8 

.62 2 

.72 2 

.68 8 

Notes:Notes: Factor loadings are computed using Principle Component Analysis with Varimax Rotation. All factor 
loadingss below |.40| were left out of table. EV = Eigenvalue. 

Tablee 3.5: Pearson Correlation Coefficients Between Psychological Response 

Measuress and Processing Variables (N = 263) 

Psychologicall Responses 
Involvementt induced by magazine 
Positivee affect induced by magazine 

Processingg Variables 
Add Recognition 

-.01 1 
.03 3 

Aad d 
.07 7 
.15* * 

Notes:Notes: * p < .05. 

MemoryMemory for Advertising 

Memoryy for advertising was measured with ad recognition. Scores for ad 

recognitionn ranged from 0 (no advertisements recognized) to 3 (all 

advertisementss recognized). On average, respondents recognized almost two of 

thee three test ads (M = 1.96, SD = .95). First bivariate Pearson correlations 

weree computed to examine if psychological responses toward the magazine and 

advertisingg recognition were related (see Table 3.5). Results showed no 

significantt correlations for either positive affect or involvement. 

However,, correlational analysis might not show an effect because the 

relationshipp is not linear but curvilinear, as proposed by Tavassoli et al. (1995). 

Therefore,, an ANOVA was performed with the involvement and positive affect 
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Tablee 3.6: Means, Standard Deviations, and One-Way Analysis of Variance 

(ANOVA)) for Effects of Three Groups of Positive Affect on Ad Recognition and 

A a d d 

Loww Affect Medium Affect High Affect ANOVA 
.. M SD n M SD n M SD n F g_ 

Add recogni t ion 1.92 .91 90 1.91 1.01 95 2.07 .93 75 .69 .50 
Aadd 3.80 1.15 83 3.87 1.14 85 4.39 1.29 69 5.40 .005 

Tablee 3.7: Means, Standard Deviations, and One-Way Analysis of Variance 

(ANOVA)) for Effects of Three Groups of Involvement on Ad Recognition and Aad 

Loww Involvement Medium Involvement High Involvement ANOVA 
MM SD n M SD n M SD n F p 

Add Recognition 1.90 ^88 96 L84 1.04 80 2.04 ^96 84 ^97 ^38~ 
Aadd 3.90 1.08 90 4.00 1.26 70 4 .11 1.32 77 .63 .53 

scoress split in three equal groups (see Tables 3.6 and 3.7). The results from this 

analysiss showed no significantly higher or lower scores for the medium groups 

comparedd with the low and the high groups. 

Thee effect of thematic congruence on ad recognition was computed with a 

chi-squaree test. Results showed that thematically congruent advertisements 

weree significantly more recognized than were incongruent advertisements (x2 (1) 

== 60.19, p = .00). Thematically congruent ads were recognized in 80% of the 

cases,, whereas incongruent ads were recognized in only 53% of the cases. 

Ass mentioned previously however, the relationship between thematic 

congruencee and ad recognition found in this study could be caused by 

advertisingg interest instead of thematic priming and thus be spurious. To test 

thiss alternative explanation, advertising interest was taken as a factor in a 

generall linear model analysis (GLM). In addition to advertising interest, positive 

affectt and involvement were included as factors to test for any higher order 

effectss between psychological responses and thematic congruence. The result of 

thiss analysis is presented in Table 3.8. As is shown, thematic congruence had a 

significantt influence on ad recognition even when the effect of ad interest was 

partialledd out. Furthermore, there were no significant interaction effects between 

psychologicall responses and thematic congruence on ad memory. 
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Tablee 3.8: General Linear Model of Ad Recognition as a Function of Thematic 

Congruence,, Advertising Interest, Magazine-Induced Positive Affect, and 

Involvement t 

df df SS SS MS MS 
Correctedd model 
Intercept t 
Thematicc congruence (TC) 
Add Interest 
Positivee affect (PA) 
Involvementt (I) 
TCxx PA 
TCxI I 
Error r 
Total l 

10 0 
1 1 
1 1 
1 1 
2 2 
2 2 
2 2 
2 2 

752 2 
763 3 

20.33 3 
306.14 4 
11.34 4 
5.74 4 
.45 5 
.58 8 
.04 4 
.22 2 

152.33 3 
499 9 

2.03 3 
306.14 4 
11.34 4 
5.74 4 
.22 2 
.29 9 
.02 2 
.11 1 
.203 3 

10.04 4 
1511.34 4 

56 6 
27 7 

1.11 1 
1.42 2 
.11 1 
.54 4 

.00 0 

.00 0 

.00 0 

.00 0 

.33 3 

.42 .42 

.89 9 

.58 8 

Notes:Notes: df = degrees of freedom, SS = sum of squares, MS = mean square. 

Tablee 3.9: General Linear Model of Aad as a Function of Thematic Congruence, 

Advertisingg Interest, Magazine-Induced Positive Affect, and Involvement 

df df SS SS MS MS 
Correctedd model 
Intercept t 
Thematicc congruence (TC) 
Add interest 
Positivee affect (PA) 
Involvementt (I) 
TCxx PA 
TCC x I 
Error r 
Total l 

10 0 
1 1 
1 1 
1 1 
2 2 
2 2 
2 2 
2 2 

487 7 
489 9 

96.64 4 
6841.68 8 

1.29 9 
46.11 1 
37.16 6 
2.55 5 
5.31 1 
4.04 4 

1145.03 3 
9378.56 6 

9.66 6 
6841.68 8 

1.29 9 
46.11 1 
18.58 8 
1.27 7 
2.67 7 
2.02 2 
2.35 5 

4.11 1 
2909.87 7 

.59 9 
19.61 1 
7.9 9 
.54 4 
1.23 3 
.86 6 

.00 0 

.00 0 

.50 0 

.00 0 

.00 0 

.58 8 

.32 2 

.42 2 

Notes:Notes: df = degrees of freedom, SS = sum of squares, MS = mean square. 

AttitudeAttitude toward the Ad 

Aadd was measured with three seven-point adjectives. Reliability analysis 

andd PCA (with Varimax rotation) on the combined evaluation scores of all three 

adss yielded one reliable factor with an eigenvalue greater than 1 (Cronbach's a 

== .84, R2 = .76). An Aad measure was constructed by computing the mean of 

thesee three adjectives (M = 4 , SD = 1.22). 

Again,, Pearson correlations and ANOVA were computed to examine the 

effectt of magazine-induced psychological responses on Aad. The results, shown in 

Tabless 3.5 and 3.6, revealed no significant linear or nonlinear effect of 

involvementt on Aad, but a positive linear relationship between positive affect and 

Aadd emerged. Advertisements were thus evaluated more positively when people 

respondedd more favorably to the magazine in which the advertisement was 

embedded.. Next, a t-test was computed to analyze the effect of thematic 

congruencee on Aad. This test showed no significant difference in attitude toward 
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congruentt (M = 4 . 0 1 , SD = 1.56) versus incongruent ads (M = 4.09, SD = 1.62; 

r(512)) = .59, p = .56). Finally, a GLM analysis was done to test for any 

interactionn effects of thematic congruence and psychological responses. The 

results,, shown in Table 3.9, indicate that only magazine-induced positive affect 

andd ad interest had a significant impact on Aad and that there were no higher 

orderr effects. 

Discussion n 

Thee aim of this study was to investigate the effects of (1) psychological 

responsess induced by a magazine and (2) thematic congruence on memory for 

advertisingg and Aad in a real-life setting. Three categories of magazine-induced 

psychologicall responses were studied: involvement, liking, and (positive and 

negative)) feelings. Liking and positive feelings were found to be strongly related 

andd grouped onto one factor labeled positive affect. Negative feelings were 

hardlyy experienced and left out of further analyses. With regard to the effects of 

thee psychological responses, we found a positive relationship between positive 

affectt and Aad. The relationships between positive affect and memory for 

advertisingg and between involvement and both processing variables were not 

significant.. Thematic congruence was found to have a strong positive effect on 

memoryy for advertising, even when this relationship was controlled for the effect 

off advertising interest, but was not found to be related to Aad. 

Thee relationships between psychological responses and Aad found in this 

studyy are in accordance with most previous (television) studies (e.g., Aylesworth 

&& Mackenzie, 1998; Goldberg & Gorn, 1987; Murry et al, 1992) and suggest that 

thee positive responses induced by the magazine spill over to the ads included in 

thatt magazine. With regard to ad recognition, however, the results do not 

supportt the hypotheses (i.e., negative effect, positive effect, and inverted-U) 

reportedd in the various television studies. 

AA possible explanation for why most television studies find significant 

effectss with respect to memory for advertising and this magazine study did not 

mightt be the dissimilarity in pacing between the media. Magazine readers are 

nott compelled to attend to a certain commercial message at a fixed moment and 

mayy therefore be less hindered by any attention deficits due to the continuing 
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processingg of information. When magazine context induces strong psychological 

responses,, people may stop reading for a moment and determine for themselves 

whenn they are ready to continue (i.e., have processed the information properly). 

Dissimilaritiess in findings between the present study and previous 

researchh might also be due to methodological differences. This study was 

conductedd in a real-life setting, whereas most studies to date have been 

experimental.. An important advantage of experiments compared with real-life 

studiess is internal control. By creating a situation in which only the variable 

underr study differs across the conditions, there are no alternative explanations 

off any effects found other than the manipulated variable. The strong benefit of 

internall control, however, might result in an unnatural research setting, which 

threatenss the external validity of the study. Effects found in a laboratory 

situationn can therefore be different than effects that occur in reality. 

Thiss might also explain why our results differ from the findings of Norris 

andd Colman (1992), which was the only previous magazine study that 

investigatedd effects of psychological responses on ad memory. Norris and 

Colmann (1992) made use of a laboratory experiment in which participants were 

askedd to read, on the spot, a four-page magazine section bound with six 

advertisementss and found that depth of involvement in a magazine article is 

inverselyy related to subsequent recall and recognition for accompanying 

advertisements.. This experimental research approach is quite different from the 

real-lifee survey method used in our study. First, we made use of real magazines 

insteadd of artificial stimuli. Second, we did not employ forced exposure but left 

participantss fully free in their choice of if and when they wanted to be exposed to 

thee magazine and its content. Leaving exposure up to the free will of the 

participants,, instead of to the instructions of the researcher, results in a more 

genuinee sample of actual readers that have read the magazine in their own 

naturall environment, rather than an occasional audience (students) in a 

laboratoryy setting. These differences may have influenced the level of intensity 

off the psychological responses as well. Norris and Colman (1992, p. 39) induced 

aa very low level of involvement by giving their student sample an article about 

techniquess of steaming food, followed by several recipes. It is questionable if 

studentss would ever read such an article by choice in real life. It is thus possible 

thatt intensity levels in general are higher in the present real-life study compared 

withinn experimental designs. 
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However,, the realism of the design used in the present study necessitates 

somee caution in interpreting the findings. Because real-life studies do not allow 

thee same degree of internal control as experiments, alternative explanations of 

thee results may exist. In this study, we tried to control as many other 

explanatoryy variables as possible, including age, educational level, income, 

att i tudee toward magazine advertising in general, prior ad exposure, and 

advertisingg interest, but some other predictor variables may have been 

overlooked.. Subsequent survey research is therefore necessary to validate the 

resultss from this rather exploratory real-life study on context effects in a 

magazinee setting. 

Thee results for thematic congruence are interesting for advertising 

practitioners,, because creating congruence between the product advertised and 

thee theme of the magazine is a planning strategy that is widely applied by media 

agenciess but which has seldom been empirically substantiated. In this study, 

peoplee were more able to recognize an advertisement when confronted with it in 

aa congruent environment compared with in an incongruent context. This finding 

supportss the priming notion, which states that congruent information attracts 

moree attention and is processed better because the subject of the information is 

alreadyy in people's minds prior to exposure. According to these results, 

congruentt planning is a prudent media strategy. 

Inn this study, thematic congruence was not found to influence Aad. 

However,, in interpreting this result, it should be noted that the focus of our 

studyy was the relationship between ads and their total context (i.e., the 

magazine),, and therefore, we did not manipulate thematic congruence between 

adss and their immediate adjacent environment (i.e., a specific article), as in Yi's 

(1990a,, 1990b) experiments. Yi (1990a, 1990b) shows that, if specific congruent 

elementss are present in the direct editorial context of the ad and are negatively 

relatedd to the product, it might have a negative effect on Aad. 

Thiss study only investigated the effect of the magazine as a whole and did 

nott consider the immediate editorial context of the ads. We believe that insight 

intoo the effect of total context has more practical relevance for magazine 

advertiserss and their media agencies than insight into the immediate context, 

becausee the content of the adjacent context in which ads are placed is seldom 

knownn to media planners beforehand. However, this does not mean that the 

influencee of the immediate context should be ignored. The content of the 
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immediatee adjacent environment may not only prime specific (positively or 

negativelyy related) topics (Yi, 1990a, 1990b) but may also induce varied 

intensityy levels of psychological responses. Therefore, we suggest that 

subsequentt studies take the effect of immediate context into consideration. 
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