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C H A P T E RR 5 

THEE EFFECTS OF PROGRAM RESPONSES ON THE 

PROCESSSINGG OF COMMERCIALS PLACED AT 

VARIOUSS POSITIONS I N THE PROGRAM AND 

THEE BLOCK9 

Abst rac t t 

TheThe aim of this study was to test if intensity and valence 

dimensionsdimensions of responses to general programming affect commercial 

processingprocessing in real-life. Results from analyses on data from a large 

telephonetelephone survey showed that indicators of program-induced intensity 

andand valence significantly affected several advertising processing 

measures.measures. Intensity had a positive impact on measures of attention and 

recall,recall, while valence was positively related to attitude toward the ad. 

Next,Next, we investigated the moderating influences of variations in 

commercialcommercial placement on these relations. We found that effects of 

intensityintensity and valence on commercial processing were stronger for 

interruptinginterrupting blocks than shoulder blocks. However, the position of the 

commercialcommercial within the block did not have an impact on these carry-over 

effects. effects. 

99 Submitted for publication as: Moorman, M., Neijens, P. C, & Smit, E. G.. The 
effectss of program responses on the processing of commercials placed at various 
positionss in the program and the block. 

Thee authors wish to thank Unilever, especially Frank de Jonge, and Initiative 
Communications,, especially John Faasse, for making the data available for secondary 
analyses. . 
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Introduction n 

Whenn making commercial airtime buying decisions, media planners can 

choosee from an ever-growing number of television programs to serve as 

advertisingg vehicles. Decisions about which television programs are most 

advantageouss for a certain commercial are often made using media planning 

models,, which focus primarily on the program's audience size and composition 

(Lloydd & Clancy, 1991a). However, selected television programs not only provide 

thee commercial with a potential audience, but also provide a context for it, 

which,, in turn, may affect commercial impact (e.g., Murry, Lastovicka, & Singh, 

1992;; Tavassoli, Shultz, & Fitzsimons, 1995). Recent developments, such as a 

growingg number of channels and programs, declining audience sizes, and 

increasingg costs of commercial airtime, have made these program context 

effectss more important to advertisers in terms of media planning efficiency 

(Lynchh & Stipp, 1999). In particular, program-induced psychological responses, 

suchh as involvement elicited by a documentary, happiness caused by a sitcom, 

orr sadness generated by a drama series, are considered to have an important 

impactt on advertising processing (Moorman, Neijens, & Smit, 2003). 

AA whole range of studies has demonstrated that program-induced 

responsess can significantly influence advertising processing (e.g., Aylesworth & 

Mackenzie,, 1998; Bryant & Comisky, 1978; Goldberg & Gorn, 1987; Kennedy, 

1971 ;; Lloyd & Clancy, 1991a, 1991b; Lord & Burnkrant, 1993; Moorman, 

Neijens,, & Smit, 2002; Newell, Henderson, & Wu, 2001; Norris & Colman 1993, 

1994;; Pavelchak, Antil, & Munch, 1988; Pelsmacker, Geuens, & Anckaert, 2002; 

Soldoww & Principe, 1981). Most of these studies were conducted in artificial 

settingss and contrasted programs inducing extreme levels of psychological 

reactionss (e.g., very high versus very low, or very positive versus very 

negative).. The few studies that have been conducted in more real-life settings, 

havee predominantly focused on broadcasts of special sport events, such as the 

Superr Bowl (e.g., Newell et al . , 2001; Pavelchak, et al. , 1988) or the European 

Soccerr Championships (Moorman et al., 2002). Both artificial experimental 

settingss and unusual natural circumstances may evoke emotional reactions that 

aree not representative of those induced by general real-life television 

programmingg (Gunter, 2000; McQuarrie, 1998). 

Thee present study discusses the results of analyses of data from a large 
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telephonee survey assessing TV viewers' responses to a broad variety of 

programss and the commercials they carry. Unlike previous studies, the main aim 

off this study is not to examine whether program context can have an influence 

onn advertising effects, but to investigate whether these effects do occur in 

everydayy life and for general programming. Furthermore, we analyzed whether 

differentt placement positions produce different effects. Before we discuss our 

results,, we will elaborate on previous research and theoretical perspectives on 

thesee relations. 

P r o g r a mm Responses a n d Processing of Commerc ia ls 

Att the heart of all theoretical explanations regarding the influence of 

programm responses on advertising impact lies the assumption that mental 

reactionss toward program material do not immediately cease when the program 

iss suddenly interrupted by a commercial break, but that these reactions 'carry 

over'' to the commercials (e.g., Lloyd & Clancy, 1991a; Norris & Colman, 1993; 

Schumannn & Thorson, 1990). In other words, responses such as involvement, 

joy,, and sadness induced by the program are still experienced by the audience 

whenn confronted with the commercials. These carried-over reactions, in turn, 

influencee advertising effects, especially commercial processing. Program context 

influencess are considered to have their primary impact on processing effects 

suchh as attention, recall and attitude toward the ad (Aad), because these are the 

resultt of a single exposure, unlike advertising effects such as attitude toward the 

brand,, purchase intention and actual buying, which require multiple exposures 

(e.g.,, Franzen, 1994; Wright-Isak, Faber, & Horner, 1997). 

Ann extensive, systematic literature review (Moorman et al., 2003) showed 

thatt two dimensions of psychological responses can be distinguished, each with 

aa different effect on advertising processing. The first dimension is valence, which 

referss to the positive or negative evaluative response to the program. In other 

words,, is the program liked or disliked? It has repeatedly been shown that the 

valencee of a response is positively related to Aad (Aylesworth & MacKenzie, 1998; 

Goldbergg & Gom, 1987; Murry et a l . , 1992). Thus, a commercial message is 

evaluatedd more positively when inserted in a program that is evaluated more 

positively,, and less positively when inserted in a more negatively rated program. 
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Thee second dimension is intensity, which refers to the relative strength of 

thee response to the program, indicated for example by the amount of attention 

paidd or the level of involvement reported. Intensity has been shown to affect 

attentionn to commercials as well as memory of them. However, studies have 

yieldedd conflicting results regarding the direction of effects on recall. Some 

studiess have observed an enhancing effect of intensity (e.g., Byfield and Read, 

1994;; Lloyd & Clancy, 1991a, 1991b; Moorman et al., 2002; Swallen, 2000), 

whilee others have reported a diminishing influence (e.g., Kennedy, 1971; Norris 

&& Colman, 1993; Soldow & Principe, 1981). Several authors have suggested that 

variancess in research settings may account for these conflicting results. In the 

wordss of Lloyd and Clancy (1991b) negative effects were almost invariably based 

onn "forced exposure-artificial environment studies undertaken among relatively 

small,, non-projectable samples, often college students," while most positive 

effectss were found in "natural, on-air, real-world environment studies based on 

farr larger and more representative samples" (p. 63). 

Basedd on previous real-life studies with regard to effects of valence and 

intensityy of program-induced psychological responses on advertising processes, 

wee expect that the present study will support the following hypotheses: 

H I :: The intensity of program responses has a positive influence on 

attentionn toward commercials and commercial recall. 

H2:: The valence of program responses has a positive influence on Aad. 

M o d e r a t i o nn of Var ia t ions in P lacement of C o m m e r c i a l s 

Severall authors have suggested that context effects depend on the 

positionn of the commercial in the block. Murry et al. (1992, p. 444) reasoned 

thatt programming should have less influence on the commercials located at the 

endd of the block, because the strength of responses toward the program 

diminishess over the course of a commercial break. 

Onn the other hand, Mattes and Cantor (1982) proposed that a program 

wouldd have the strongest influence on commercials placed in the middle of a 

commerciall block instead of the beginning. This expectation was based on the 

excitationn transfer theory (Zillman, 1971), which maintains that residual 
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excitationn intensifies subsequent emotional feelings, but only when it is not 

perceivedd as attributable to its actual source. Three stages are distinguished. 

Duringg the first phase, individuals are aroused by the program and aware of the 

sourcee of the arousal, during the second, arousal is still present, but the 

individuall is no longer aware that the programming has caused this, and in the 

finall phase the arousal is gone. Enhancing effects due to the transfer of program 

arousall to the commercials that follow are thus strongest during the second 

stage.. Mattes and Cantor's (1982) experiment showed that the enhancing effect 

off residual arousal from prior programming on enjoyment and perceived 

effectivenesss of the commercial was strongest for commercials shown 2.5 to 4 

minutess after arousing program segments. 

Inn addition to the position of the commercial within the block, context 

effectss may also differ for commercials placed in blocks interrupting the program 

comparedd to those in between programs (shoulder blocks). Some authors have 

arguedd that commercials will perform worse in interrupting blocks compared to 

shoulderr blocks, because interruption of a program will annoy viewers, especially 

whenn the program induces intense and positive responses, which in turn , will 

diminishh commercial effects (Kennedy, 1971; Tavassoli et a l . , 1995; Schumann 

&& Thorson, 1990). Krugman (1983), on the other hand, found that interrupting 

blockss perform better, especially when program responses are intense and 

positive,, because viewers are more attentive at that momentum of aroused 

interest. . 

Sincee previous findings are inconsistent, we can not specify the direction 

off the moderating effects of variations in commercial placement, but do expect a 

relation: : 

H3:: 'Carry over' effects of intensity and valence of program responses 

onn commercial processing will be affected by the position of the 

blockk in relation to the program and the position of the commercial 

withinn the block. 
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Method d 

Too examine the effects of general television programming on commercial 

processingg in everyday life, we analyzed data from a large telephone survey 

commissionedd by a media agency (Init iative Communications) in cooperation 

withh one of the biggest advertisers worldwide (Unilever). A market research 

companyy (Intomart) conducted the survey by means of computer-assisted 

telephonee interviewing during evening hours (6 PM - 11 PM) in a one-month 

periodd (April 14 - May 12, 1999). The survey concerned the most recent 

commerciall block that the respondent indicated having seen that evening and 

thee program(s) surrounding this commercial block. 

Procedure Procedure 

Afterr the respondent agreed to cooperate, the interviewer first made sure 

thatt the respondent met some selection criteria. Respondents had to be between 

188 and 65 years of age, have watched television on one of the eight selected 

nationall (Dutch) channels in the past two hours, and have seen part of at least 

onee commercial block. When the respondent met the criteria, the interviewer 

continuedd by asking which was the last program the respondent had seen. After 

thiss program was located in the computer, which contained the program and 

commerciall schedules of three public and five commercial Dutch channels, the 

interviewerr asked the respondent if the most recently watched commercial block 

fol lowed,, proceeded, or interrupted this program and if this commercial block 

wass aired on the same channel as the television program. When the correct 

commerciall block was identified, the interviewer could commence with the 

questionnairee about the commercials aired within the commercial block, the 

programss watched in the context of the commercial block, and some background 

informationn about the respondent. 

Variables Variables 

IndependentIndependent variables. Two variables measured the intensity and valence 

off program-induced psychological responses. As an indicator for the level of 

intensity,, we used attention toward the program, measured on a four-point 
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scale.. Appreciation of the program, based on a grade from 1 to 10, was used as 

ann indicator of the valence of the psychological responses. This variable was 

laterr recoded in five new categories, because scores lower than 6 and the score 

off 10 were seldom assigned. 

DependentDependent variables. Processing of commercials was assessed with 

severall measures for attention, recall, and Aad. To measure attention, 

respondentss were questioned about how much of the commercial block they had 

seenn (block share exposure), and how much attention they had paid to the 

commercialss in the block (attention to block). Recall of commercials was then 

assessed,, first by asking respondents which commercials within the block they 

couldd mention (free recall). Next, the commercials that were not mentioned 

weree described, and respondents were asked if they remembered having seen 

thiss commercial (aided recall) and could mention the brand name (proven 

recall).. Finally, if the commercial was correctly recalled, either with or without 

cues,, respondents indicated their appreciation of the ad with a grade from 1 to 

100 (Aad). 

ModeratingModerating variables. As mentioned, a second goal of our study was to 

examinee the moderating effect of variations in commercial placement. We 

analyzedd the influence of two commercial placement positions: first, the position 

off the block, whether it was inserted within a program (interrupting block) or 

betweenn programs (shoulder block), and second, the position of the commercial 

withinn the block. Based on the time frames used by Mattes and Cantor (1982), 

wee divided the block into three different parts: 0 to 2.5 minutes after the 

program,, 2.5 to 4 minutes into the break and more than 4 minutes into the 

break.. Since each commercial was about 30 seconds long, the first part included 

thee first to the fifth commercial, the second part the sixth to the eigth, and the 

thirdd part the remaining commercials. 

BackgroundBackground variables. A number of background variables might provide an 

alternativee explanation for any significant relation observed between program-

inducedd psychological responses and processing of commercials. For example, 

somee researchers have shown that gender may have a positive effect on both 

evaluationn of television programs and Aad (Burns & Foxman, 1989; Cronin & 
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Mennely,, 1992; Heeter & Greenberg, 1985; Smit, 1999; Van Meurs, 1999). 

Therefore,, in analyzing the relation between program evaluation and Aad, we had 

too make sure that this relation was not confounded by gender. Other audience 

characteristicss that have frequently been mentioned in the literature as affecting 

mediaa and advertising use, and whose confounding influence also had to be 

statisticallyy controlled for, were age, number of people in a household, and 

averagee television viewing time (Bauer & Greyser, 1968; Burns & Foxman, 

1989;; Smit, 1999). In addition to these audience characteristics, we also 

investigatedd the influence of type of television channel (commercial or public). 

Program-interruptingg commercial blocks are only allowed on commercial 

televisionn channels in the Netherlands, which made it necessary to rule out the 

possibilityy that any main effect of program responses or moderating influence of 

blockk position was biased by type of channel. 

Sample Sample 

AA total of 1,447 respondents agreed to cooperate and also met the 

requiredd selection criteria for the study and our analyses10. Since each 

respondentt was interviewed about a single commercial block, data were 

collectedd for an equal number of blocks, containing 11,005 commercials inserted 

inn 214 different programs. The block seen most recently was an interrupting 

blockk (57%) more often than a shoulder block (43%). Most respondents 

reportedd having seen the program and the block on a commercial channel (77%) 

comparedd to a public channel (23%). The average age of the respondents was 

400 (SD = 1.28). The sample consisted of 550 (37%) male and 927 (63%) 

100 Random digit dialing yielded 33,989 numbers of which 26,024 led to actual 
contact.. The non-response rate was 47%. Of the remaining 13,833 respondents, only 
14%% met the three required selection criteria (age between 18 and 65, television 
viewingg in past to hours, watched (part) of at least one commercial break), which 
resultedd in a net sample of 1,879 respondents. For the purpose of the present analyses, 
wee removed an additional 402 respondents based on two extra selection criteria. First, 
wee removed respondents that had indicated that they had not seen a program before the 
commercials,, because we wanted to analyze pro-active effects (effects of responses to 
thee program preceding the commercials). Second, we removed respondents who had 
viewedd the commercial block on a different channel than the program, because 
irregularitiess in the data showed that this often led to confusion on the interviewers' 
side,, and consequently interviewing errors. 
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F i g u r ee 1 : O v e r v i e w o f E x p e c t e d R e l a t i o n s B e t w e e n V a r i o u s V a r i a b l e s in S t u d y 

Independentt variables 

Intensi ty : : 
-- Attent ion to program 

Moderatorr and background 
variables s 

Commerciall posit ion: 
-- Position of block 
-- Position of ad in block 

M ll ( + ) 

T T 

Mo l l 

Mo2 2 

Dependentt variables 

Attent ionn to block: 
-- Block share exposure 
-- At tent ion to block 

Commerciall recall 
-- Free recall 
-- Aided recall 
-- Proven recall 

Valence: : 
-- Program evaluation 

M22 ( + ) 

Bl l 

* * 

/ B 22 * 

Aad: : 
Commerciall evaluation 

-- Age 
-- Gender 
-- Average viewing t ime 
-- Size of household 
-- Channel 

Notes:Notes: M = Hypothesized main relation; ( + ) = Hypothesized positive effect; Mo = Hypothesized moderating effect 
onn main relation; B = Possible confounding effect on main relation by background variables; Y = Relation between 
dependentt variables. 

femalee respondents, watching television on average 6.4 days a week and 3.4 

hourss a day, and living in households with, on average, two other members. 

Results s 

Inn Figure 1 the expected relations between the different variables of this 

studyy are modeled. The relations were analyzed in three stages: First, we 

examinedd the main effects of program responses on commercial processing 

(relationss M l and M2 in the model). Second, we tested how the background 

variabless might provide an alternative explanation for the relations between 
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programm responses and commercial processing (relations B l and B2 in the 

model).. Finally, we conducted Univariate General Linear Model (GLM) analyses, 

inn which we simultaneously tested the main effects of program responses ( M l 

andd M2) and the moderating effects of commercial placement (Mo l and Mo2), 

whilee controlling for the background variables that were shown to significantly 

influencee both program response (Bl) and commercial processing (B2). 

Alll analyses for block share exposure and attention toward the commercial 

blockk were conducted at the level of the block (N = 1477), whilst measures of 

commerciall recall and Aad were analyzed at the level of the commercials (N = 

11,005). . 

MainMain Effects of Program Responses 

Ourr first step was to examine if the valence and intensity dimensions of 

program-inducedd psychological responses had the expected main effects on each 

off the commercial processing measures, as stated in Hypotheses 1 and 2 and 

illustratedd by arrows M l and M2 in Figure 1. Analyses of variance (ANOVA) with 

Post-hocc analyses (using Tukey b) were conducted to compare the differences in 

meann scores for each level of program attention and appreciation (see Tables 

5.11 and 5.2). Results for program attention showed a significant increase in 

meann ratings for four out of five dependent measures. With regard to aided 

recall,, for example, memory was 12 percent points higher for respondents with 

thee highest level of program attention compared to those with the lowest level. 

Thee only measure on which attention toward the program failed to have a 

significantt influence was free recall. Although the incremental impact was in the 

expectedd direction, recall scores were probably too low to allow for significant 

differences. . 

Postt hoc tests also showed a significant linear relation between program 

appreciationn and Aad, with higher program appreciation generating better Aad 

scoress (see Table 5.2). 
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Tablee 5.1: Means, ANOVA, and Post Hoc Results for Effects of Program Attention 

onn Commercial Processing 

Partt of commercial block seen (1-4) 
Attentionn toward commercial block (1-4) 
Freee recall (%) 
Aidedd recall (%) 
Provenn recall (%) 

1 1 
1.44a a 

1.41a a 

3a a 

38a a 

21a a 

Attentionn toward prog 
2 2 
1.68ab b 

1.51a'b b 

4 a , b b 

34a a 

19a a 

3 3 
1.98"'c c 

1.61b b 

5 a . b b 

45b b 

26b b 

ram m 
4 4 
2.23c c 

1.69b b 

5b b 

50c c 

28b b 

Notes:Notes: a ' b c Cells with a different letter in the same row differ significantly from each other at p < .05 (Tukey 
b).. Attention toward commercial block: F(3, 1441) = 15.21, p < .05; Attention toward commercial block: F(3, 
1466)) = 6.03, p <.05; Free recall : F(3, 10983) = 2.45, p = .06; Aided recall: F(3 , 10983) = 43.54, p < .05; 
Provenn recall: F(3, 10983) = 18.93, p < .05. 

Tablee 5.2: Means, ANOVA and Post Hoc Results for Effects of Program 

Appreciationn on Attitude toward the Ad 

Reportt grade program 
<66 6 7 8 >8 

Attitudee toward the ad (1-10) 5,74a 5.79a 6.10b 6 . 3 1 b c 6.44c 

Notes:Notes: a'b'c Cells with a different letter differ significantly from each other at p < .05 (Tukey b). F(4, 4602) = 
17.75,, p < .05. 

TestingTesting for Alternative Explanations 

Too determine if any of the five background variables provided an 

alternativee explanation for the relations found between program responses and 

commerciall processing, we followed the steps for establishing mediation 

determinedd by Baron and Kenny (1986) and Judd and Kenny (1981). The first 

stepp was to look for significant relations between the background variables and 

thee two predictor variables (arrow B l in Figure 1). Bivariate Pearson correlations 

resultedd in three significant relations. Size of household was negatively 

correlatedd with attention toward the program (r = .05, p <.05), while program 

evaluationn scores were higher for female viewers (r = -.09, p < .05) and people 

whoo watch more television (r = .09, p < .05). Type of television channel and 

agee did not significantly relate to either program attention or appreciation. 

Thee next step was to determine whether size of household, gender, and 

averagee viewing time were related to the commercial processing measures 

(arroww B2 in Figure 1). Bivariate Pearson correlations did not show significant 

relationss with any of the commercial attention or recall measures. However, 

genderr and average viewing time were significantly related to commercial 

appreciationn (r = -.04, p < .05 for gender; r = .06, p < .05 for average viewing 

t ime).. Therefore, to rule out a possibly confounding influence resulting from one 

orr both of these variables, the final step is to analyze the relation between 
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programm appreciation and Aad, controlling for the effects of gender and average 

viewingg t ime. In order to do this, we added the two variables as covariates in 

thee Univariate GLM analyses discussed in the next section. 

GeneralGeneral Linear Model (GLM) Analyses 

Ass mentioned, the final stage of our analyses was to simultaneously test 

thee main effects of program responses ( M l and M2) and the moderating effects 

off commercial placement (Mo l and Mo2), while controlling for the background 

variabless that were seen to significantly influence both program responses ( B l ) 

andd commercial processing (B2). For these analyses, we used Univariate GLM, a 

statisticall procedure that provides regression analysis and analysis of variance 

forr one dependent variable by one or more factors and/or covariates, which 

allowss interactions between factors as well as the effects of individual factors to 

bee investigated (Norusis, 2002). In our GLM analyses we entered the 

independentt and moderating variables as factors, while the background variables 

weree treated as covariates. 

Differentt sets of factors and covariates were used as predictors for each of 

thee dependent variables. For block share exposure and attention toward the 

block,, we used program attention and commercial block position as factors (see 

Tablee 5.3). I t was unnecessary to enter background variables as covariates, 

becausee the previous section showed that none of these variables was 

significantlyy related to both program attention and measures of exposure or 

attentionn to commercials. For the same reason, we also did not need background 

variabless as covariates in the GLM analyses for the three recall measures. 

However,, we did introduce block share exposure and attention to block as 

covariatess in these analyses (arrow Y in Figure 1), next to program attention, 

positionn of block and position of ad in block. Exposure and attention are 

prerequisitess for recall, and might therefore provide an alternative explanation 

forr the observed relations between intensity and recall. Finally, in the Univariate 

GLMM for Aad, we inserted program evaluation, position of block and position of ad 

inn block as factors, and added gender and average viewing time as covariates 

(seee Table 5.4). These latter two variables were added to the analysis, because 

ourr previous analyses showed that they significantly affected both program 
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Tablee 5.3: GLM Results for Several Predictors of Commercial Attention and 

Recall l 

Dependentt variable df df SS SS MS MS 
Blockk share exposure 
Attentionn to program (Attpro) 
Positionn of block (Posblock) 
Attproo * Posblock 
Attentionn to block 
Attentionn to program (Attpro) 
Positionn of block (Posblock) 
Attproo * Posblock 
Freee recall 
Attentionn to program (Attpro) 
Positionn of block (Posblock) 
Positionn of ad in block (Posad) 
Blockk share exposure 
Attentionn to block 
Attproo * Posblock 
Attproo * Posad 
Posblockk * Posad 
Attproo * Posblock * Posad 
Aidedd recall 
Attentionn to program (Attpro) 
Positionn of block (Posblock) 
Positionn of ad in block (Posad) 
Blockk share exposure 
Attentionn to block 
Attproo * Posblock 
Attproo * Posad 
Posblockk * Posad 
Attproo * Posblock * Posad 
Provenn recall 
Attentionn to program (Attpro) 
Positionn of block (Posblock) 
Positionn of ad in block (Posad) 
Blockk share exposure 
Attentionn to block 
Attproo * Posblock 
Attproo * Posad 
Posblockk * Posad 
Attproo * Posblock * Posad 

3 3 
1 1 
3 3 

3 3 
1 1 
3 3 

3 3 
1 1 
2 2 
3 3 
3 3 
3 3 
6 6 
2 2 
6 6 

3 3 
1 1 
2 2 
3 3 
3 3 
3 3 
6 6 
2 2 
6 6 

3 3 
1 1 
2 2 
3 3 
3 3 
3 3 
6 6 
2 2 
6 6 

67.19 9 
2.81 1 
1.69 9 

7.92 2 
0.00 0 
0.80 0 

0.01 1 
0.15 5 
0.03 3 
.87 7 
3.45 3.45 
0.26 6 
0.12 2 
0.11 1 
0.43 3 

12.05 5 
0.44 4 
1.21 1 
38.22 2 
14.49 9 
2.71 1 
1.73 3 
0.32 2 
2.76 6 

4.24 4 
0.04 4 
1.04 4 
12.59 9 
11.97 7 
.95 5 
1.40 0 
0.03 3 
1.02 2 

22.40 0 
2.81 1 
0.56 6 

2.64 4 
0.00 0 
0.27 7 

0.00 0 
0.15 5 
0.01 1 
0.29 9 
1.18 8 
0.09 9 
0.02 2 
0.06 6 
0.07 7 

4.02 2 
0.44 4 
.61 1 
12.74 4 
4.83 3 
0.91 1 
0.29 9 
0.16 6 
0.46 6 

1.41 1 
0.04 4 
0.52 2 
4.20 0 
3.99 3.99 
0.32 2 
0.23 3 
0.02 2 
1.17 7 

15.12*** * 
1.90 0 
.38 8 

6.06*** * 
0.01 1 
0.61 1 

0.06 6 
3.48 8 
0.30 0 
6.76*** * 
27.61*** * 
2.01 1 
0.48 8 
1.30 0 
1.70 0 

16.92*** * 
1.85 5 
2.55 5 
53.68*** * 
20.35*** * 
3.81** * 
1.22 2 
0.68 8 
1.94 4 

7.51*** * 
0.23 3 
2.77 7 
22.27*** * 
21.18*** * 
1.68 8 
1.24 4 
0.08 8 
0.91 1 

Notes:Notes: df = degrees of freedom, SS = sum of squares, MS = mean square, * * p < .01 * * * p < .001. 

Tablee 5.4: GLM Results for Several Predictors of Attitude Toward the Ad 

dfdf SS MS MS 
Programm evaluation (Proeva) 
Positionn of block (Posblock) 
Positionn of ad in block (Posad) 
Gender r 
Averagee viewing time 
Proevaa * Posblock 
Proevaa * Posad 
Posblockk * Posad 
Proevaa * Posblock * Posad 

4 4 
1 1 
2 2 
1 1 
1 1 
4 4 
8 8 
2 2 
8 8 

101.30 0 
3.19 9 
3.53 3 
8.03 3 
26.95 5 
30.48 8 
13.22 2 
0.62 2 
41.63 3 

25.32 2 
3.19 9 
1.77 7 
8.03 3 
26.95 5 
7.62 2 
1.65 5 
0.31 1 
5.02 2 

8.83*** * 
1.11 1 
0.62 2 
2.80 0 
9.4** * 
2.66* * 
0.58 8 
0.11 1 
1.81 1 

Notes:Notes: df = degrees of freedom, SS = sum of squares, MS = mean square, * * p < .01 * * * p < .001. 
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evaluationn and commercial evaluation, which meant we had to control for their 

possiblyy confounding effects. 

Resultss of the Univariate GLM analyses showed, first, that the main effects 

off program responses on commercial processing, observed earlier, subsisted 

whenn controlled for the variance of covariates and moderators. The effects of 

exposuree and attention toward the commercial block on the recall measures, as 

welll as the relation between average viewing time and commercial appreciation, 

weree significant, but did not provide an alternative explanation for the main 

relationss between program responses and commercial processing. Second, 

resultss showed that position in the block did not have either a main effect or an 

interactionn effect on the dependent variables. Commercials were thus not better 

attended,, recalled or appreciated according to their position in the block. 

Finally,, the analyses showed that position of the block did not have a main 

effect.. However, significant interactions were found between position of the 

commerciall block and attention toward the program on aided recall, as well as 

positionn of the commercial block and appreciation of the program on Aad. These 

findingss imply that position of the block moderates the effects of program 

responses.. Aided recall and commercial appreciation scores were higher when 

insertedd in an interrupting block compared to a shoulder block. 

Discussion n 

Thiss study differs from previous research in that results are based on a 

varietyy of programs, a large generalizable sample and a natural viewing 

situation,, whereas previous studies were conducted in artificial settings, used 

smalll homogeneous samples, or focused on unusual programming. The study 

increasess our understanding of program effects, because it demonstrates that 

contextt effects do occur under ordinary, every-day circumstances, where 

exposuree is not forced, the environment is not controlled, programs do not 

inducee extreme responses, and the type of programming is diverse. 

Ourr results support the formulated hypotheses with regard to the effects 

off valence and intensity of program responses. In line with the intensity 

hypothesiss ( H I ) , the amount of attention paid toward the program enhanced 
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attentionn paid toward commercials and recall of those commercials. In line with 

thee valence hypothesis (H2), Aad related positively to appreciation of the 

program.. Both main effects remain when possible alternative explanations have 

beenn controlled for. These results are consistent with most findings from 

previouss real-life studies (e.g., Byfield & Read, 1994; Moorman et al., 2002; 

Swallen,, 2000). However, the findings for intensity contrast with the negative 

effectss on recall often found in experimental studies (e.g., Kennedy, 1971; 

Soldoww & Principe, 1981; Norris & Colman, 1993). Some authors have argued 

thatt these negative effects are only a product of specific methodological 

interferencess in experiments (i.e., forced exposure to programs and 

commercials;; controlled, artificial viewing settings), and hence, do not occur 

underr natural circumstances (for an elaboration of this argument, see Lloyd & 

Clancy,, 1991; Moorman et al., 2002, 2003). The present findings correspond 

withh this line of reasoning. 

Inn addition to the main effects of program responses on commercial 

processing,, we have investigated the moderating effects of variations in 

commerciall position. Our hypothesis that commercial position has an influence 

onn the relationship between program responses and commercial processing is 

supportedd with regard to position of the commercial block. As Krugman (1983) 

found,, effects are stronger for blocks interrupting the program than for blocks 

betweenn programs. A plausible explanation for these stronger carry-over effects 

onn interrupting blocks compared to shoulder blocks is that program-induced 

valencee and intensity are more prominent when viewers are still ' in' the 

program.. However, because program response measures have only been taken 

forr the program as a whole and not at the moment of the interruption, this 

remainss a speculative explanation. Future research is needed to determine the 

underlyingg mechanism causing this moderating effect of commercial block 

position. . 

Withh regard to commercial placement within the block, our results do not 

supportt the third hypothesis. The effects of intensity and valence are not 

significantlyy different for commercials positioned at either the first, second or 

thirdd part of the commercial breaks. Since this lack of significance might be due 

too an inadequate construction of the variable, we also compared scores between 

individuall positions within the break (i.e., the first, third, fifth, seventh and ninth 

position).. The results of these additional analyses also did not show a significant 
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trendd for commercial position. Findings were not better for commercials in the 

beginningg of the block, as suggested by Murry et al. (1992), or for those in the 

middlee of the block, as suggested by Mattes and Cantor (1982). 

Thee present study makes a contribution by showing that context effects 

doo occur in real-life settings and are not only a product of artificial settings or 

specificc types of programs. However, the study has some limitations that mean 

cautionn should be exercised when interpreting the results. First, unlike 

experiments,, survey studies can never provide full confidence that there are no 

alternativee explanations for the effects found. In our analyses, we have 

controlledd for various background variables that might provide an alternative 

explanation,, including age, gender and average viewing t ime, but we cannot 

excludee the possibility that we have overlooked others. Another possible 

limitationn of the survey study on which present findings were based, concerns 

thee measurement of variables. Levels of intensity and valence of program-

inducedd responses, as well as Aad/ were assessed with one indicator each. 

Althoughh we have no indication that this influenced our results, a multi- item 

measurementt would be preferable from a methodological perspective. Both 

limitationss call for further research to validate present findings. 

Thee present findings can have important implications for media planning. 

Theyy suggest that the best strategy for media planners would be to select 

programss that not only generate the desired audience size and composition, but 

alsoo elicit appreciation and attention. By incorporating measures of program-

inducedd intensity and valence into media planning models, a 'more systematic 

andd sophisticated fashion' (Lloyd and Clancy 1991a, p. 42) of media planning 

mayy emerge. In applying these findings to an advertiser's specific commercial 

andd target group it is, however, necessary to bear two things in mind. 

First,, program characteristics are an important predictor of people's 

emotionall reactions to the program, but that does not mean that these 

responsess are uniform among audience members. People may respond very 

differentlyy to the same program. Hence, it is ineffective to generalize over 

programss and conclude, for example, that the effect of quiz shows on 

commercialss is always such, while the influence of soap operas is so. Instead, 

advertiserss need to study the preferences and interests of their own target group 

too find out which programs may yield the best results. 
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Second,, it is important to realize that context effects are always an effect 

onon an effect. The primary aim of advertising is per se to influence people. The 

surroundingg environment of the ad can impair, enhance, or change the direction 

off this effect, but the strength of this influence may depend on the intrinsic 

characteristicss of the ad itself. For example, some studies have shown that the 

levell of involvement with a commercial has an important moderating influence 

onn the effect of intensity of program responses on commercial processing 

(Celuchh & Slama, 1993; 1998; McClung, Park & Sauer, 1985; Sharma, 2000). 

Thee present results are based on an aggregate level only. They show how ads 

aree generally influenced by their context. In applying these results to individual 

ads,, it is important to take the specific characteristics of these ads in account as 

well. . 
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