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Abstract

This study provides a theoretical analysis and an empirical investigation of the
Elaboration Likelihood Model of persuasion. The theory postulates that persuasive
information is processed through two distinct psychological routes: central and
peripheral. The framework of the ELM is used as a basis for the exploration of the effect
of humor as a peripheral cue in both print and video advertisements. A total of 108
participants were randomly assigned into two experimental groups that varied in
elaboration likelihood in order to assess the impact of humor on product attitudes,
advertisement attitudes, and purchase intentions. As expected, I find that participants in
the high elaboration condition did not exhibit favorable attitudes or increased purchase
intentions toward the products advertised with humor. The contradictory behavior of
participants in the low elaboration condition to the theory provides useful insights for
experimental design in future research within the realm of the ELM.
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CHAPTER 1
INTRODUCTION

A baby is standing on a chair in front of a computer screen using the internet to
manage his stock portfolio while boasting that he recently knocked strokes off of his golf
game. An average-looking guy adorns himself with scented deodorant spray and is
transformed into the epitome of masculinity as gorgeous models congregate around him.
Delusional airport employees pretend to be referees and harass customers. A man
wearing a samurai suit made of cheese-flavored tortilla chips physically assaults his
friend with a delicious snack. Advertising, sometimes in a nonsensical fashion, attempts
to persuade or convince an audience to either continue a behavior or to take a new action
or to try a new product. It is the intersection between business and psychology.
Advertising now runs the gamut from print to video to web-based to live performance
and has reached a certain level of ubiquity that permeates all aspects of consumerism. But
how does a personified lizard persuade consumers to switch their car insurance provider?
Why does an attractive celebrity hocking face wash boost revenue? And what connection
exists between singing frogs and beer that makes that combination a viable marketing
route? Welcome to the wild world of persuasion and decision-making.
Studies have feverishly attacked the notion of persuasion in the marketing context
and the relationship between cues and subsequent attitude change. Decision-making,
particularly within the scope of consumerism, is a convoluted often mysterious process
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that carries a great deal of significance both at the level of the individual and the
economy at large. Attempts to explain or to provide insight into even a small portion of
the consumer decision-making process carry significant implications that can alter
marketing strategies and the way companies interact with potential consumers.
The Elaboration Likelihood Model of persuasion (ELM) provides a rich and
potentially fruitful area of research into the determinants of consumer decision-making.1
The model was first conceptualized after the initial surge of academic interest in attitudes
and persuasion in the burgeoning field of social psychology. Petty and Cacioppo sought
to compile the numerous conflicting empirical findings into a single unifying theory: the
Elaboration Likelihood Model. The ELM distinguishes two principal routes to
persuasion: the “central route” that relies on logic and systematic analysis and the
“peripheral route,” in which observers rely on heuristics and preexisting notions and
sentiments on which to base their decision. 2 Research following the guide of the ELM,
therefore, is in a position to uncover useful information about the process of persuasion
and attitude change. Expounding upon these notions through empirical investigation may
expand the existing literature to help explain the consumer purchase decision-making
process.
The theory postulates that effectiveness of a persuasive source relies on the
elaboration likelihood of a target and the type of cues employed. In this context,
“elaboration” refers to the extent to which a person utilizes cognitive effort and considers

1

Richard E. Petty and John T. Cacioppo, “The Elaboration Likelihood Model of Persuasion,”
Advances in Experimental Psychology 19 (1986): 123-162.
2

Ibid.
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the issue-relevant arguments contained in a message. 3 In other words, elaboration is the
degree to which a person systematically thinks about the actual evidence and logic of an
argument rather than relying on relatively meaningless peripheral cues. Of course, people
are not motivated nor are they capable of carefully scrutinizing every message that they
receive. So in choosing a brand of salt to purchase, a consumer is likely in a state of lowelaboration likelihood and is not considering all of the facets of the decision with
concentrated cognitive effort. The consumer then must rely on subtle peripheral cues on
which to base the decision. These peripheral cues typically have little argumentative
merit but rely on manipulating the target’s affective state. Hence, Morton Salt uses a
young girl in a raincoat holding an umbrella in a storm as the branding mechanism for its
otherwise undifferentiated commodity. This logo acts as a peripheral cue that evokes
nostalgia and a sense of childhood innocence that actually manipulates the affective state
of the consumer in a subtle way.
Cognitively active interpretations of messages are considered to be incidents of
high-elaboration likelihood and rely on central cues for the thoughtful consideration and
elaboration of arguments. For instance, in purchasing a new car it’s likely that the
consumer is carefully considering a multitude of central cues such as price, fuel
economy, utility, and terms of financing the purchase. Studies have explained this
distinction between pathways to persuasion through the concept of involvement. The
degree to which a person is involved with the decision as well as the relative importance
of the outcome of the decision directly impacts the level of likelihood elaboration, which

3

Petty and Cacioppo, 128.
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in turn affects the type of cues that are considered and processed. 4 High involvement
typically leads to high-elaboration likelihood.
Social psychological theory can be quite dense and often feels hypothetical and
distant. The important contributions to the theory are the studies that attempt to apply the
concepts to more concrete examples in order to explain the theory more completely or to
refute certain aspects. This study is interested in humor as a peripheral cue in
advertisements and how elaboration likelihood interacts with these cues to influence
actual purchase intention. Many studies have explored the notion of peripheral cues as
agents of attitude change and influences on intent to purchase. One such study found that
brands with a decidedly irrelevant attribute, even when the subject was fully aware of the
attribute’s irrelevancy, were valued considerably higher than the same products without
the added meaningless attribute.5 Under the framework of the ELM, these meaningless
attributes are considered peripheral cues and were shown to have quite an impact on
consumer attitude towards the brands. A wealth of literature has also delved into the
concept of attractiveness and celebrity of a spokesperson as peripheral cues that influence
the attitude and purchase intention of consumers. 6 Specific to humor as an influential
peripheral cue in advertisements, studies have shown that humor succeeds in
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Richard Petty, John T. Cacioppo, and David Schumann, “Central and Peripheral Routes to
Advertising Effectiveness: The Moderating Role of Involvement,” Journal of Consumer Research 10, no. 2
(1983): 135-146.
5

Gregory Carpentar, Rashi Glazer, and Kent Nakamoto, “Meaningful Brands From Meaningless:
The Dependence on Irrelevant Attributes,” Journal of Marketing Research 21 (1994): 339-350
6

Debra Trampe, Diederik Stapel, Frans Siero, and Henriëtte Mulder, “Beauty as a tool: The effect
of model attractiveness, product relevance, and elaboration likelihood on advertising effectiveness,”
Psychology & Marketing 27, no. 12 (2010): 1101-1121.
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manipulating the affective state of the target, thereby swaying the opinion towards the
product or argument.7
The overall aim of this study is to determine the effects of the inclusion of humor
in both print and video advertisements on attitudes toward the ad and to explore how
those attitudes relate to purchase intention. The experimental design of Trampe, Stapel,
Siero, and Mulder will be adapted to fit this purpose. 8 The manipulation of both
elaboration likelihood and nature of the advertisement will shed light on the usefulness of
employing humor to promote brands as well as elucidate the effect of the two distinct
pathways to processing arguments. It’s expected that more involved consumers who are
operating with high elaboration likelihood are likely to exhibit greater positive attitude
change toward informational advertisements whereas those with low elaboration
likelihood will likely have more favorable attitudes toward the humorous ads. This study
will add to the current literature of ELM applications to marketing and will provide
insight into the consumer decision-making process by illuminating the effect of humor as
a peripheral cue on attitude formation and purchase intention. Through an increased
understanding of the effect of humorous advertisements on consumer attitudes, this study
will reveal practical implications that may streamline the effective use of humor in
marketing campaigns.

7

Jeremy Polk, Dannagal Young, and R. L. Holbert, “Humor Complexity and Political Influence:
An Elaboration Likelihood Approach to the Effects of Humor Type in The Daily Show with Jon Stewart,”
Atlantic Journal of Communication 17, no. 4 (October 2009): 202-219.
8

Trampe, Stapel, Siero, and Mulder (2010).

CHAPTER II
LITERATURE REVIEW

The concept of persuasion, or the attempt to convince and to induce attitude
change, is at the core of advertising and marketing strategies. Companies and products
use advertisements to interact with and communicate their “argument” to the consumer in
order to persuade and convince the consumer to use their products or services.
Unfortunately, a resurgence in the field of social psychology in the 1970’s catalyzed an
explosion of conflicting literature regarding persuasion and “after several decades of
research, there were few simple and direct empirical generalizations that could be made
concerning how to change attitudes.”1 This chapter will clarify persuasion through the
lens of the Elaboration Likelihood Model (ELM). In doing so, the moderating role of an
individual personality trait deemed “need for cognition” in the persuasion process will be
assessed. Also, the two routes to persuasion as well as the concept of involvement will be
highlighted and detailed through the discussion of empirical studies and applications in
the advertising sector. Then, special attention will be given to humor as a peripheral cue
in arguments. Finally, this chapter will consolidate the various mechanisms of the ELM
in order to synthesize a working model for the study, all the while determining how
attitude change is influenced through the different paths both immediately and in the long
term.
9

Richard E. Petty and John T. Cacioppo, “The Elaboration Likelihood Model of Persuasion,” Advances
in Experimental Psychology 19 (1986), 124.
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Overview of the Elaboration Likelihood Model of Persuasion
In a classic social psychology text, Richard Petty and John Cacioppo outlined in
great detail a theoretical model of the process of persuasion that incorporated and
consolidated the otherwise scrambled body of literature regarding persuasion and attitude
change in the psychology context.2 This Elaboration Likelihood Model (ELM) provides a
general understanding of the process of persuasion. Figure 2.1 clearly displays the
sequential outline from an attempt at persuasion to the actual outcome as seen through the
ELM structure. The process begins with an attempt to persuade: a lecture, a sales pitch,
an advertisement, or even a casual argument between friends. The ELM then postulates
that the argument or information is then processed in one of two ways: with the target
employing high motivation and cognitive effort or low motivation and very little
cognitive effort. A highly motivated perceiver with the ability to think thoroughly about
the message is said to be operating with high elaboration likelihood and is focusing
deeply on the quality, content, and logic of the message. 3 On the other hand, an
unmotivated observer with an inability (or unwillingness) to exert cognitive effort is
operating under low elaboration likelihood and will utilize a more superficial processing
approach that relies on peripheral cues that are not necessarily pertinent to the argument
at hand. 4 The observer with low elaboration likelihood reacts to the change in affective
state produced by the peripheral cue and forms attitudes and decisions based on that
interaction.

2

Petty and Cacioppo, 1986

3

Ibid.

4

D.T. Kenrick, S.L. Neuberg, and R.B. Cialdini, Social Psychology: Unraveling the Mystery (2nd
Ed.). (Boston: Allyn & Bacon, 2002), 205

8

FIGURE 2.1
ELABORATION LIKELIHOOD MODEL OF PERSUASION

SOURCE: D.T. Kenrick, S.L. Neuberg, and R.B. Cialdini, Social Psychology:
Unraveling the Mystery (2nd Ed.). (Boston: Allyn & Bacon, 2002), 205

To clarify, at this point in the persuasion process, the target has encountered a
message in some form that is attempting to convince him/her or to sway his/her attitude
in some fashion. The target was either motivated or unmotivated to implement precious
cognitive effort into the actual processing and understanding of the message. According
to this level of motivation or elaboration likelihood, the target then participates in either
the thorough or the superficial processing of certain elements of the arguments.
Individuals with high elaboration likelihood will focus on the quality and accuracy of the
information presented, whereas people demonstrating low elaboration likelihood tend to
rely on less important auxiliary cues. Then arrives what really matters: the point of the

9

process that is so valuable to so many. Everyone from a corporate marketing executive to
an ostentatious dinner guest is interested in the final step: the actual persuasion outcome.
The ELM holds that both central route and peripheral route processing are capable
of leading to a substantial positive or negative change in attitude. It follows, then, that
attitudes can transform under high elaboration likelihood with careful consideration of
information as well as under low elaboration likelihood and superficial processing of
peripheral cues. However, the theory hypothesizes that these changes differ in longevity
of impact. The differences in the final persuasion outcomes between the two routes are
neatly summed up in Postulate VII of the theoretical framework:
Specifically, this postulate states that attitudes created or changed by the
central route will be more persistent over time, will remain more resistant
to persuasion, and will exert a greater impact on cognition and behavior
than will attitudes changed or created through the peripheral route. That
is, although attitudes can be changed to the same degree under the central
and peripheral routes, the central route produces “stronger” attitudes.5
Using this specific postulate as a firm basis for the exploration of experimental and
practical support for the ELM, this study compiles various findings in the hopes of
synthesizing an adequate composite of studies that will then illuminate the contribution of
this study’s examination of humor’s impact on information processing.

Empirical Investigations of the ELM
The ELM was published as the first comprehensive theory of persuasion and
attitude change. Since its inception, numerous studies have endeavored to investigate all

5

Richard Petty, Derek Rucker, George Bizer, and John Cacioppo, “The Elaboration Likelihood Model
of Persuasion,” Perspectives on Persuasion, Social Influence, and Compliance Gaining (Boston: Pearson,
2004), 75.
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of the components of the theory. It is vital to the present research to shed light on some of
the findings and nuances of such studies in order to convey a complete understanding of
the relevant psychological principles at play in the persuasion process. This will allow for
an appropriate application of the basic components of the theory in the investigation of
humor as a peripheral cue in advertisements. First, an empirical clarification of the two
pathways of information processing is considered in order to anchor theory with practice.
Then, studies aiming to shed light on persuasion longevity, thereby refuting or providing
evidence for Postulate VII will be highlighted. The importance of involvement to
persuasion as well as the effect of peripheral cues will also be elucidated. From there,
humor will be examined as an effective peripheral cue in arguments and advertisements
in order to validate the research at hand. In intertwining various aspects of the ELM’s
theoretical underpinnings and empirical explorations, this study hopes to modify a
dynamic framework that is conducive to the investigation of the effect of humor in
persuasive messages.
In an effort to empirically elucidate the theoretical concepts that serve as the
foundation of the ELM, Lord, Lee, and Sauer tested two competing hypotheses relative to
the formation of attitude toward the ad (Aad).6 The peripheral-cue hypothesis conceives
of Aad as associated solely with the peripheral route to persuasion in its formation and
impact:

Aad will be formed through a peripheral process in response to ad
execution cues in a brand message context (rather than brand message
arguments) and will influence outcome variables such as brand attitude

6

Kenneth R. Lord, Myung-Soo Lee, and Paul L. Sauer, “The combined influence hypothesis: Central
and peripheral antecedents of attitude toward the ad,” Journal of Advertising 24, no. 1(1995): 73-85.
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and purchase intention only when motivation or opportunity to process
information is low.7
This hypothesis asserts that, in the absence of extensive elaboration, Aad is based
exclusively on the processing of peripheral cues. However, with only a modest level of
attention to a message, conceivably representing a lower level of cognitive effort than
would be required for in-depth processing, consumers may be able to form a quick
assessment of the relevance and quality of major arguments. The role of peripheral cues
in Aad formation is not necessarily undermined by low-level processing of argument
quality. This combined-influence hypothesis posits the following:
Aad is a function of consumer response to both message arguments and
peripheral cues, and will influence outcome variables across the
continuum of processing motivation and opportunity levels.8
This hypothesis assumes that elaboration likelihood is not confined to a dichotomous
definition, but rather exists as a range that interacts with both central and peripheral cues.
Through a 2 (argument strength) X 2 (peripheral cue) X 2 (number of exposures) X 2
(involvement) treatment-by-blocks design, the authors found significant evidence to
support the combined-influence hypothesis over the peripheral cue hypothesis.9 This
evidence establishes that the causes and consequences of Aad are too broad and complex
to be accurately captured by the assertion that this construct is merely a peripheral cue. At
the formation stage, Aad is directly influenced by the consumer's response to and
evaluation of the message of the arguments, in addition to peripheral cues in the ad
7

Lord, Lee, and Sauer, 76.

8

Lord, Lee and Sauer, 77

9

Lord, Lee, and Sauer, 83
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context when the consumer is operating with anything but low elaboration likelihood.
This finding places extreme importance on the correct and thorough manipulation of
elaboration likelihood. If the manipulation is incomplete or nonexistent, the results of the
study will not accurately portray the dual-route process of post-argument attitude
formation.

I. Need for Cognition
In an effort to test the assertion of Postulate VII, one study showed that attitude
changes that occur under a more cognitively-involved scenario did in fact persist longer
than attitudes that were formed using the peripheral route of processing. 10 In this study,
central route processing was cleverly induced through the exploitation of Need for
Cognition (NC), which is defined as “intrinsic motivation to engage in effortful cognitive
endeavors” that occurs at the individual level. 11 Figure 2.2 depicts the results. The authors
identified participants as having either a high or low need for cognition and then gauged
their attitudes toward a television ad designed to display both a sufficiently strong
argument and positive peripheral cues in order to ensure active, unidirectional attitude
changes along both processing paths. 12 Attitudes were recorded both immediately and
after a couple days. Results confirmed the hypothesis that while the attitudes of
participants displaying a high NC did degrade slightly with time, those with a low NC

10

Curtis Haugtvedt and Richard Petty, “Personality and Persuasion: Need for Cognition Moderates the
Persistence and Resistance of Attitude Changes,” Journal of Personality & Social Psychology 63, no. 2
(1992): 308-319.
11

Haugtyedt and Petty, 309.

12

Haugtyedt and Petty, 310

13

FIGURE 2.2
NEED FOR COGNITION AND ATTITUDE PERSISTENCE

SOURCE: Curtis Haugtvedt and Richard Petty, “Personality and Persuasion: Need for
Cognition Moderates the Persistence and Resistance of Attitude Changes,” Journal of
Personality & Social Psychology 63, no. 2 (1992): 308-319.
diminished at a much quicker rate.13 This study provided evidence supporting Postulate
VII of the ELM that asserts attitudes that are formed along the central processing
pathway are more resistant to change than those formed in a peripheral manner.
In a more modern twist on the subject, Lin, Lee and Horng found the need for
cognition to play a similarly moderating role between online reviews of consumer
products and actual purchase intention. 14 The purchase intention of online shoppers with
a high need for cognition was demonstrated to be more influenced by argument quality
13

Haugtyedt and Petty, 312

14

than by quantity of online reviews, whereas the purchase intentions of low need for
cognition consumers were influenced more by quantity of reviews rather than quality and
efficacy of reviews. 15 These findings contribute to the vast ELM research literature by
extending the application of the ELM beyond simple arguments and advertisements into
the ever so relevant realm of online consumer behavior. Furthermore, this study
demonstrates that individual personality traits, in this case the level of need for cognition,
influence both the amount and method of processing an argumentative stimulus, thereby
mediating the effectiveness of an advertisement.
One study contributes to the conversation regarding need for cognition and the
ELM by assessing the impact of the manipulation of perceived message complexity on
resulting attitudes among participants with varying levels of need for cognition. 16 The
results indicated that as need for cognition increases, motivation and willingness to
process the message became more likely for messages labeled as complex rather than
simple. As need for cognition decreases, motivation to engage became more likely for
messages labeled as simple.17 These findings demonstrate that the mere perception of
message complexity is sufficient to impact processing among individuals of varying
degrees of need for cognition. In other words, the match between individuals’ processing
capacity and the actual cognitive demands of the message is not a necessary condition to

14

L. I. N. Chin-Lung, L. E. E. Sheng-Hsien, and Der-Juinn Horng, “The Effects of Online Reviews on
Purchasing Intention: the Moderating Role of Need for Cognition,” Social Behavior & Personality: An
International Journal 39, no. 1 (2011): 71-81.
15

Chin-Lung, Sheng-Hsien, and Horng, 79

16

Ya See, Richard E. Petty, and Lisa M. Evans, “The impact of perceived message complexity and
need for cognition on information processing and attitudes,” Journal of Research in Personality 43, no. 5
(2009): 880-889.
17

Ibid., 886
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incite different processing pathways to persuasion. Therefore, two messages or arguments
with identical content and structure can stimulate different processing mechanisms if they
are simply framed in different manners. Furthermore, the results may be extended to
suggest that motivational differences are sufficient to generate processing differences for
individuals who vary in need for cognition.

II. The Moderating Role of Involvement
Similar to but distinct from the concept of elaboration likelihood is the growing
body of literature dedicated to the exploration of the moderating role of involvement in
the processing of persuasive messages. In social psychology and persuasion literature,
involvement is considered to be closely related to the concept of personal relevance and
is defined as “the extent to which an advocacy has intrinsic importance or personal
meaning.”18 A few general hypotheses were established regarding personal involvement
and the persuasiveness of messages when the initial round of experiments was conducted
in the 1980s. 19 First, central cues and argument quality will have more of an impact in
situations of high involvement because individuals who consider the message to carry
intrinsic importance are more likely to thoughtfully engage in the interpretation of that
message. Second, peripheral cues exhibit a greater impact on attitudes and agreement in
situations of low involvement because individuals who interpret a message to be
relatively unimportant to them personally are less likely to expend cognitive energy in
order to thoughtfully process the message. Low involvement individuals will then rely on
18

Richard E. Petty and John T. Cacioppo, “The Elaboration Likelihood Model of Persuasion,”
Advances in Experimental Psychology 19 (1986). 153
19

Petty and Cacioppo. 1986.
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irrelevant peripheral cues to form their attitudes toward the message. A variety of studies
have manipulated target involvement in order to demonstrate these assumptions.
In one of the first explorations of the role of involvement in message processing,
Petty, Cacioppo, and Schumann were able to empirically display the two distinct routes
to persuasion. 20 Participants expressed their attitudes toward a product after being
exposed to a print ad under conditions of either high or low product involvement. One
experiment manipulated the actual quality of the message by showing one of two
identical ads for a razor except one of the ads contained 5 informational statements that
were absent from the other advertisement. In another experimental condition, a peripheral
cue was manipulated through the inclusion or absence of a celebrity endorser. The
manipulation of argument quality had a greater impact on attitudes under high rather than
low involvement, whereas the manipulation of product endorser had a greater effect
under low rather than high involvement. Figure 2.3 depicts this effect. These results show
the two distinct routes to persuasion. In high involvement, when the subject matter is
perceived as personally relevant, individuals participate in central route processing by
valuing and considering argument quality when forming attitudes about the product. In
low involvement, individuals rely on peripheral cues such as celebrity endorsement to
form their attitudes because they do not deem the message as relevant enough to employ
significant cognitive effort. Another study examined how involvement moderates the
process by which pictures affect brand attitudes and purchase intentions. 21 The main
20

Richard E. Petty, John T. Cacioppo, and David Schumann, “Central and Peripheral Routes to
Advertising Effectiveness: The Moderating Role of Involvement,” Journal of Consumer Research 10
(1983).
21

Paul W. Miniard, Sunil Bhatla, Kenneth R. Lord, Peter R. Dickson, and H. R. Unnava, “Picturebased Persuasion Processes and the Moderating Role of Involvement,” Journal of Consumer Research18,
no. 1 (1991) : 92-107.
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FIGURE 2.3
THE ROLE OF INVOLVEMENT

SOURCE: Richard E. Petty and John T. Cacioppo, “The Elaboration Likelihood Model of
Persuasion,” Advances in Experimental Psychology 19 (1986). 153

results show that involvement’s moderating role depends on whether pictures convey
product-relevant information. This study again shows the different effects of central and
peripheral cues under different involvement conditions. Whereas the impact of affectladen pictures absent of product-relevant information declines as personal involvement
increases, the impact of product-relevant pictures declines as involvement declines. 22

22

Miniard, Bhatla, Lord, Dickson, and Unnava. 1991.
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This study confirms the hypotheses of earlier studies by demonstrating that central cues
are more powerful under high involvement conditions and that peripheral cues exert more
influence under low involvement conditions. The results also indicate that the images
evoked by pictures and the thoughts about a picture’s appropriateness play an important
mediating role in the persuasion process underlying peripheral cues.
The aforementioned works carry critical implications for the implementation and
importance of this study. As a peripheral cue, humor is expected to display similar
influence as the peripheral cues used in previous experiments. Akin to a celebrity
endorsement, humor will incite an affective change in a low elaboration likelihood
condition without providing actual product-relevant information. Humor will presumably
act as an impetus for a positive affective change in individuals with low elaboration
likelihood that will translate into positive attitude formation in regards to the ads
employing humor as a peripheral cue. Individuals that are operating with higher
cognitive effort and high elaboration likelihood, however, will discount humor’s role in a
persuasive message and will look to central cues in forming attitudes towards products. It
is essential

An Empirical Foray into the Effect of Peripheral Cues
Now that the mediating factors of message-processing and attitude formation have
been addressed, it is time to explore peripheral cues and their impact on the process of
persuasion. Peripheral cues, while having little direct meaning or credible representation
of the actual content of the message (or product) have been shown to deeply influence
both attitude and purchase intention. Numerous studies have documented the influence of

19

both peripheral cues and irrelevant attributes on the attitudes of viewers, including the
longevity and potency of the attitude change as well as the effect of peripheral cues
among individuals of differing elaboration likelihood.

I. Peripheral Cues in Advertisements
A telling example of the power of peripheral cues is the concept of model
attractiveness in advertisements of consumer products. It seems intuitive that attractive
models constitute useful advertising tools for consumer products, but research has yielded
inconsistent findings regarding the conditions under which model attractiveness affects
viewer attitudes toward a product favorably. One study set out to investigate the
relationship between model attractiveness and advertisement effectiveness through the
examination of the role of elaboration likelihood and product relevance in predicting
positive product attitude formation.23 When participant elaboration likelihood was high,
an attractive model advertising a product deemed relevant for physical attractiveness (in
this case a diet product) affected product attitudes more favorably than did an attractive
model advertising a product that is irrelevant to physical beauty (a computer).24 However,
individuals in the low elaboration likelihood condition favored the product that was
advertised with an attractive model, regardless of whether attractiveness was a relevant
aspect of the product.25 When individuals cognitively elaborate on the advertisement, the
attractive model served as a persuasive argument for the relevant product, but not for the
23

Debra Trampe, Diederik A. Stapel, Frans W. Siero, and Henriëtte Mulder, “Beauty as a tool: The
effect of model attractiveness, product relevance, and elaboration likelihood on advertising
effectiveness,” Psychology & Marketing 27 (2010) : 1101-1121.
24

Trampe, Stapel, Siero, and Mulder, 1110

25

Ibid., 1113
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less relevant product. When individuals did not engage in issue-relevant thinking, the
model’s attractiveness was simply a positive peripheral cue that was used in the
evaluation of the advertised product, regardless of product relevance.
Peripheral cues are not limited to the actual content of the persuasive message, be
it a print advertisement, a short film, or a lecture. Peripheral cues influence viewer
perception from a variety of angles. An important consideration must be given to the
source of the persuasive message. The entity responsible for the message is inextricably
linked to the ulterior motives driving the actual content of the message or advertisement.
If the source is generally reputable, the message is likely to be perceived with a relatively
unassuming and open demeanor. However, if the source is deemed to be untrustworthy or
malicious, the message will be processed through a lens of scrutiny and skepticism. The
source of a message plays a major role in the cognitive process of interpretation. An
interesting study by Clark, Evans, and Wegener expounded on the concept of the source
being a peripheral cue in a persuasive message by focusing specifically on the effects of
source efficacy through the lens of the ELM.26 To clarify, when a communicator or
source of a message is perceived by the viewer as likely to bring proposed outcomes to
fruition or as having the unbiased authority on a particular topic, it has source efficacy. 27
This study set out to determine the effect of perceived source efficacy on attitudes across
varying levels of motivation. Across three experiments, participants encountered
persuasive arguments of varying quality from a source manipulated to be either relatively
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efficacious or inefficacious. When motivation to process the information (elaboration
likelihood) was low, source efficacy served as a peripheral cue that manipulated postmessage attitude formation. When motivation was high, source efficacy biased the
processing of only the ambiguous argument. When the argument was either distinctly
good or obviously poor, individuals that were highly motivated to process relied on the
central cues of the argument to form attitudes and opinions, but used source efficacy as a
peripheral cue when the argument was ambiguous or unclear. 28 This study further
supports evidence contributing to the Elaboration Likelihood Model of persuasion and
the assertion of two separate pathways of cognitive processing.
In an intriguing twist on the concept of peripheral cues in the Elaboration
Likelihood Model, Dotson and Hyatt set out to determine the effect of peripheral cues
that actually carry significant meaning in certain contexts.29 Unlike source attractiveness
or color priming, religious symbols bear deep cultural meaning and the authors were
interested in the impact of this meaning when the religious symbols were used out of
context as peripheral cues in advertisements. Respondents’ levels of religious dogmatism
and product category involvement were measured and used as blocking factors, while
argument strength and the absence or presence of the Christian cross (an iconic religious
symbol of significant meaning and various connotations) were manipulated to create four
experimental conditions. The results produced in the experiment slightly contradicted the
hypotheses that were formed from the foundation of the ELM. Contrary to expectations,
low-involvement subjects that were determined to be high in religious dogmatism were

28

29

Clark, Evans, and Wegener, 603

Michael J. Dotson and Eva M. Hyatt, “Religious Symbols as Peripheral Cues in Advertising: A
Replication of the Elaboration Likelihood Model,” Journal of Business Research 48, no. 1 (2000) : 63-68.

22

found to have a less favorable attitude toward the brand and a lower purchase intention
when exposed to advertisements containing the cross. 30 However, highly dogmatic
individuals with an expressed interest in and involvement with the product had their
positive feelings toward the advertised product marginally enhanced by the presence of
the cross. 31 These results indicate that it’s not possible to view peripheral cues in an
entirely deterministic way. The results suggest that the perception of a peripheral cue is a
function of the specific nature of that cue. In other words, peripheral cues that hold
inherent meaning in another context influences attitude formation and operates differently
than arbitrary peripheral cues. The authors use the results as evidence that the nature of a
peripheral cue represents a boundary condition for the Elaboration Likelihood Model.

II. Other Forms of Peripheral Cues
Peripheral cues have been found to impact product attitudes and purchase
intentions beyond the realm of print and video advertisements. H. Bruce Lammers
examined the impact of a negative peripheral cue on the purchase intention of individuals
across differing levels of involvement with the specific product.32 In this case, the well
known M&Ms candy brand was used as the product and the packaging was used as the
manipulated peripheral cue. Participants who were classified as either highly or lowly
involved with the M&Ms brand examined either a deceptive or non-deceptive package
design and were subsequently informed of the deception before finally rating their
30
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intention to purchase. As hypothesized, highly deceived subjects in the low involvement
condition rated their intention to purchase much lower than their highly involved
counterparts.33 The results support the extrapolation of the ELM that individuals that are
highly involved with a product are more likely to discount negative peripheral cues (such
as deceptive packaging) than are less involved individuals. The less involved individuals
interpreted the deception as a negative peripheral cue and allowed it to negatively impact
their attitude formation and purchase intention.
The notion of peripheral cues may be extended into the broader domain of
advertising by expanding the concept to include irrelevant attributes. There is a body of
literature that explores the effect of irrelevant attributes on both brand preference and
purchase intention. Product differentiation is a classic strategic marketing ploy. The
differentiation of a product through an attribute that is perceived as meaningful but is
actually an irrelevant indicator of the product’s quality is referred to as “meaningless
differentiation.”34 In the absence of information revealing the irrelevance of a certain
differentiating attribute, a brand that has the attribute is judged more favorably than the
same brand without the attribute.35 The ELM perspective holds that the irrelevant
attribute acts as a central cue when the irrelevance is not known by the consumer, and
therefore positively impacts the consumer’s sentiments and purchase intention. However,
when the irrelevance of the differentiating attribute is revealed, consumers recognize that
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the attribute has no intrinsic value and will nevertheless still prefer the differentiated
brand to the same brand without the meaningless attribute. 36 These results hold true even
when the brand with the known irrelevant attribute carries a higher price tag! 37 When the
irrelevant attribute is revealed, it no longer carries perceived intrinsic value and therefore
ceases to be a central cue. However, the irrelevant attribute becomes a peripheral cue that
serves as a basis for positive valuation that lingers even after the realization of the
attribute’s meaninglessness. Meaningless differentiation is achieved through the
peripheral route of persuasion processing.
A plethora of research studies have shown the impact of the presence of
peripheral cues beyond the realm of advertising through the framework of the ELM. Sias
and Gerend showed the effect of message framing and color priming by using the color
red as a peripheral cue that stimulated threat response when a message was framed from a
loss-perspective. 38 Participants were more persuaded by a loss-framed message than a
gain-framed message, but only when primed with red images, showing the importance of
peripheral cues.39 Daniel Howard showed that participants under low elaboration
likelihood formed more favorable attitudes to arguments that used familiar phrases (e.g.
“don’t put all your eggs in one basket”) rather than arguments that used literal phrases to
convey the same meaning (e.g. “don’t risk everything on a single venture”). 40 These
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results are consistent with the predictions of the ELM that individuals under low
elaboration likelihood rely on peripheral cues to form judgments and attitudes regarding
an argument. In this case, often-heard phrases act as positive peripheral cues that signal to
the individual to form positive attitudes toward the message.

Summary
This chapter examined the foundation of the Elaboration Likelihood Model of
persuasion and accompanying empirical evidence in order to provide a basis for a shift to
the crux of this research: humor as a peripheral cue with the ability to impact the affective
state of an individual thereby influencing attitude and purchase intention. The theory
behind the ELM has been thoroughly explored through the lens of research and
experiments aimed at challenging its practical application and relevance. Continued
research has enhanced the theory, and in doing so has elucidated a few simple assertions
with academic, research-based support. Elaboration likelihood, as a concept, can be
experimentally manipulated into two distinct degrees of likelihood (high and low) to
produce significant differences in attitudes toward the ad, attitudes toward the product,
and purchase intention.41 Attitude changes that occur under a more cognitively-involved
scenario (high elaboration likelihood) persist longer than attitudes that are formed using
the peripheral route of processing.42 The personality trait dubbed “need for cognition"
plays a moderating role in attitude formation and information processing primarily
through the facilitation of elaboration likelihood. Individuals with a high need for
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cognition are more likely to operate under high elaboration likelihood and will therefore
respond more positively to central cues and will discount peripheral cues. 43 A similar
moderating effect has been empirically established for an individual’s personal
involvement with the argument, product, or advertisement.44 Studies have also
demonstrated that peripheral cues utilized in advertisements impact the affective state of
low elaboration likelihood (as well as low involvement and low need for cognition)
individuals and in doing so contributed to attitude formation regarding the advertisement
and product.45

Theoretical Implications and Hypotheses
This research attempts to frame humor as a peripheral cue in advertisements that
impacts attitude formation and purchase intention towards the product through an
experimental design intended to elucidate the impact and derive implications. After
thorough examination of previous research and theory, this study reaches hypothetical
conclusions that will be experimentally tested in order to further clarify the outcome of
humor’s role as a peripheral cue in advertisements. The following hypotheses will be
tested in order to reach a more substantial conclusion regarding the interaction between
elaboration likelihood and the central and peripheral routes of persuasion.
H1: Individuals operating under low elaboration likelihood will
exhibit more positive attitudes toward the advertisements that include
humor as a peripheral cue.
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Previous studies have shown an attitude formation gap between low elaboration
likelihood and high elaboration likelihood individuals. Low elaboration likelihood
individuals do not exert the cognitive effort necessary to process central arguments and
therefore rely on non-pertinent peripheral cues that change their affective state to form
attitudes toward the argument or advertisement. However, increased cognitive effort in
information processing reduces the influence of peripheral cues and brings us to the
second hypothesis of this study.
H2: Individuals operating under high elaboration likelihood will not
be solely influenced by the presence of humor and therefore will not
display significantly more favorable attitudes toward humorous
advertisements.
The ELM theorizes that individuals with high elaboration likelihood utilize more
cognitive effort in the processing of information and therefore rely on the analysis of
content rather than peripheral cues. This suggests that peripheral cues do not impact
attitude formation when elaboration likelihood is high, so the presence of humor in an
advertisement will not sway the opinions and attitudes of participants in the high
elaboration likelihood group. Purchase intention is a critical outcome of information
processing regarding products and services and is the driving motivation of advertising.
Previous studies have found purchase intention to follow a similar trajectory to that of
positive attitude formation in regards to elaboration likelihood. 46 These findings
suggested the third and fourth hypotheses of this study.
H3: Low elaboration likelihood individuals will record higher purchase
intentions for products that are advertised with humor as a peripheral
cue.
46
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H4: High elaboration likelihood individuals will not display significantly
higher purchase intentions toward products advertised with humor as a
peripheral cue.
Guided by these hypotheses, this study will experimentally test the effect of humor as a
peripheral cue in both print and video advertisements. The next chapter outlines the
specific conceptual model that incorporates the general theory of the ELM and is used as
a guideline for the research. It also recounts the detailed methodological approach used to
ascertain this effect and prepares for the analysis of the yielded results.

CHAPTER III

METHODS

This chapter describes the methodology used to collect and analyze the data. The
experimental design is based on previous research on the effects of peripheral cues on
attitude formation and purchase intention. Due to a perceived gap between the absence of
previous research framing humor as a peripheral cue and the ubiquitous use of humor in
modern advertising, this study adapts previous frameworks to test the impact of humor in
advertisements. A simple 2 (humorous vs. non-humorous) X 2 (low elaboration
likelihood vs. high elaboration likelihood) is implemented to assess the hypothetical
effects posited by previous studies.

Conceptual Model
The driving force motivating this study is the relative absence of social
psychological research dedicated to the exploration of the effect of humor in advertising
on individual attitude formation. To be clear, some studies have considered humor within
the framework of the Elaboration Likelihood Model of persuasion. Duncan and Nelson
(1984) used an experiment in radio advertising that showed humor to have a significantly
positive effect on attention paid to the commercial, the enjoyment of the commercial, the
liking of the advertised product, and the reduction of the irritation typically associated
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with radio commercials.1 Zhang (1996) found the effect of humor in print ads to be
moderated by an individual’s need for cognition and that humor is more effective in
generating favorable responses and attitudes from people with a low need for cognition. 2
These results support the theory behind the ELM but fail to explore humor’s effect on
purchase intention. It is one thing for a person to enjoy watching or seeing a funny ad, but
the millions of dollars that are allocated to advertising every year are spent with the
assumption that the ads are increasing customer base and purchase intention. This study
uses both print and video advertisements and records attitude formation and purchase
intention in order to add to the current body of literature.
The conceptual design of this study parallels the theoretical concept of dual-path
processing initially posited more than 30 years ago by Petty and Cacioppo within the
ELM. Figure 3.1 depicts this conceptual model. The concept is centered around the
participants being induced to experience two distinct levels of elaboration likelihood: low
and high. The participants are then exposed to the same set of cues: peripheral
(humorous) and central (informative). The outcome of this interaction is the recorded
attitude formation of participants toward the advertisement and the advertised product
itself, as well as the self-reported purchase intention of all participants. This conceptual
model was devised in order to observe any difference in outcomes that may occur in the
interaction of elaboration likelihood and the presence of humor as a peripheral cue in
both print and video advertisements. This visual is important in understanding the overall
1
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FIGURE 3.1
CONCEPTUAL MODEL OF EXPERIMENTAL DESIGN

scope of the study. The actual experimental design is adapted from a study by Trampe,
Stapel, Siero, and Mulder (2010) that examined the effect of model attractiveness as a
peripheral cue in advertisements.3 The 2 X 2 framework of the study reflects the basic
trajectory of the conceptual model in Figure 3.1.

The Study
With this conceptual model in mind, the specifics of the actual experiment
including the measures taken to record and interpret the results will be described in detail
throughout the following sections.
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I. Description of Population
The conceptual model depicted in Figure 3.1 took the form of an experimental
survey taken by a total of 108 participants. Of the total participants 51% (55) identified
themselves as male while 49% (53) identified themselves as female. The age distribution
of the total population is as follows: an overwhelming majority of 82% (89) of all
participants was between the ages of 18 to 24 years, 6.5% (7) was between the ages of 36
to 45 years, 5.5% (6) was between the ages of 46 to 55 years old, 3% (3) was between 25
and 35 years old, and 3% (3) was over the age of 56 years old. The skewed distribution
towards the youngest age bracket is likely the result of the primary distribution method.
The survey was distributed through my personal social networks as well as through the
network of the Economics and Business Department at Colorado College. It’s probable
that the majority of participants in this age bracket are Colorado College students. For the
purposes of this study, the skewed age distribution is beneficial, as the younger age group
is a historically attractive market to advertisers and marketing strategists. Figure 3.2
displays the age distribution of the sample population.
Regarding geographical distribution of the sample population, the following
figures represent the regional dispersal of all participants: 37% (40) were from the Midwest of the United States, 20% (22) were from the Northeast, 13% (14) were from the
Southwest, 9.5% (10) were from the West Coast, 5.5% (6) were from the Pacific
Northwest, 5.5% (6) were from the South, 4.5% were from the Mid-Atlantic, 1% (1) were
from the Southeast, and 4% (4) identified as International outside of the U.S. It is
interesting to note that the location of Colorado College in the southwestern part of the
United States seemed to have little impact on the relative geographical distribution of the
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FIGURE 3.2
AGE DISTRIBUTION OF SAMPLE POPULATION
(56+)
3%
(25-35)
3%

(46-55)
(36-45) 6%
8%

(18-24)
82%

FIGURE 3.3
GEOGRAPHIC DISTRIBUTION OF SAMPLE POPULATION

NorthWest
6%

Int'l
4%
WestCoast
10%

NorthEast
20%

MidAtlantic
6%
SouthWest
13%

South
6%

MidWest
37%

SouthEast
1%

34

sample population. The relatively wide regional dispersal is most likely a product of the
geographical diversity of students at Colorado College. Figure 3.3 depicts the
geographical allocation of all participants.

II. The Survey
The survey used to collect the data was distributed through various online
resources including email and social media and yielded responses from the sample
population described in Section I. The first part of the survey was dedicated to descriptive
characteristics of the sample population: gender, age, and geographical affiliation.

Manipulation of Elaboration Likelihood
The next component of the survey was perhaps the most crucial to achieving the
aspirations of this study. In order to assess the effect of the interaction between the
inclusion of humor in advertisements and elaboration likelihood, participants were
randomly assigned to two groups: high elaboration likelihood and low elaboration
likelihood. This was executed through the separate phrasing of survey instructions seen
by each group. This method of inducing elaboration likelihood was adapted from the
2010 study of Trampe, Stapel, Siero, and Mulder. 4
High elaboration likelihood is induced through invoking both personal relevance
and personal responsibility.5 The participants that were randomly allotted to the high
elaboration likelihood group received a unique set of instructions that was designed to
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stimulate these two sentiments. The following is the set of instructions given to the
participants:


In this study, you will examine a number of random
advertisements. Each advertisement will be judged by a small
number of participants, so the overall results for the ad are to a
large extent based on your individual opinion and analysis.



At the end of this study, you will be asked to write a brief review
about the advertised product.



Examine the ads carefully and thoroughly. Keep in mind your
opinion towards the product, your opinion towards the
advertisement, and what thoughts the advertisements elicit from
you.

The first instruction is supposed to stimulate the participants’ sense of personal
responsibility for the outcome of the study. The idea is that the more responsible
individuals feel for the results and consequently success of this undergraduate study, the
more cognitive effort and therefore elaboration likelihood they will employ.
The second instruction has been used in previous ELM research to increase the
personal relevance of the advertisement. Personal relevance occurs when people expect
the advertisement to have significant consequences for themselves. 6 The thought of
having to write a review about the advertised product encourages people to think more
carefully about the content of the advertisement and how the product pertains to them. In
reality, none of the participants actually had to write a review after the study.
The third instruction is a blatant cry for cognitive effort. The use of keywords like
“carefully” and “thoroughly” was an obvious ploy to incite high elaboration likelihood
and critical thinking. It was extremely important for the instructions to thoroughly induce
6
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high elaboration likelihood so that a comparison could be made between the attitudes of
this group and the low elaboration likelihood group.
The crux of the manipulation of low elaboration likelihood is deemphasizing
personal relevance and personal responsibility. Participants in this group should use the
peripheral cues to form attitudes rather than the actual content of the advertisement. It is
critical that these individuals interpret the ad on a superficial level that fails to enter any
sort of realm of analysis. The follow is the set of instructions given to the low elaboration
likelihood group:


In this study, a large number of people will judge some
advertisements. Your individual opinion about the advertisement
will be summed with all of the other participants' opinions. You
will only contribute to the mean judgment of all of the people
participating. The results of this study are based only on this mean
judgment of all participants and not your individual opinion.



While viewing the following advertisements, follow your first
impression. Don't think too deeply about the ad, rather you should
use instinct and intuition in evaluating the advertisements and the
products.

The first instruction should downplay an individual’s personal responsibility for
the outcome of the study. Participants are supposed to feel like one out of countless
participants so that they perceive their individual responses to have very little influence
on the overall project. The second instruction tells the participants to look at the ad
through a superficial that doesn’t go beyond intuition. By following their first impression,
participants in this group are hypothesized to be influenced by the peripheral cues in the
advertisements rather than actual content. In this case, the attitudes of the low elaboration
likelihood group should be more affected by the presence of humor in the advertisements
than those in the high elaboration likelihood group.
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The Advertisements
All participants, regardless of experimental assignment, were exposed to two print
advertisements and two video advertisements in random succession after viewing their
respective instructions. To control for any biases that may be associated with different
product categories, the print ads both advertised well known automobile companies.
Since BMW and Nissan are both well known in the public sphere, some of the
participants are likely to have predetermined associations and sentiments regarding the
advertised products. The study assumes that this occurrence is controlled for across the
108 participants. Figure 3.4 shows both of the print ads used in the study.
The BMW advertisement was selected as the informative ad that was supposed to
stimulate central route processing in participants in the high elaboration likelihood group.
The ad doesn’t implement humor or any other peripheral cues that would change the
affective state, and therefore alter the attitude formation, of the low elaboration likelihood
participants. The ad simply includes a picture of the new BMW 5 Series and the
following information:
“Hidden beneath this dynamically sculpted hood is the liberating power of
TwinPower Turbo technology, a 400-horsepower, 4.4- liter V8 that can
cover 0-60 in five seconds flat. Couple that with Driving Dynamics
Control, which allows you to adjust between comfort and sport modes,
allowing faster gear changes and tightened steering responses, and you
can count on every left-lane journey being as memorable as the last.”
The information regarding specific features and capabilities should theoretically
influence the attitudes of the high elaboration likelihood participants and should be
discounted by those with low elaboration likelihood.
On the other hand, the Nissan advertisement uses subtle, but apparently clever
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FIGURE 3.4
PRINT ADVERTISEMENTS
A. Humor as peripheral cue

B. Information as central cue
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humor as a peripheral cue to advertise Nissan auto insurance that accompanies each
Nissan automobile. Popcorn kernels are arranged in the shape of a car that faces a light
post that is made of blue flames. The tagline at the bottom right hand corner of the ad
leads the viewer to imagine a car hitting a light post or, in this case, popcorn kernels
coming in contact with direct heat. The peripheral use of humor and the absence of
informative central cues should incite an affective response in low elaboration likelihood
participants.
The video advertisements also occupy the same product category as each other
and demonstrate the distinguished characteristics of advertisements associated with
central and peripheral route processing. The first video advertisement is an ad for the
Boston Brewing Company’s Boston Lager. The ad uses central cues such as the type and
exact quantity of hops and the type of malt used in each batch that is brewed. By
illuminating specific aspects of the brewing process, this ad uses central cues that aim to
guide the viewers to actively think about what goes in to the beers that consumers
purchase. The ad is suggesting that premium ingredients brew into premium beers.
In stark contrast, the ad for Budweiser’s Bud Light brand contains zero
information regarding the actual specifics and quality of the beer. Instead, the ad centers
around a clothing drive in a dreary, stereotypical collection of cubicles in an company’s
office. The twist: individuals receive a free bud-light for every article of clothing that
they donate. As one might imagine, the 60 seconds that follow are filled with scenes of
naked middle-aged men drinking Bud Lights and engaging in typical office behavior to
the disgust of their female coworkers. A humorous highlight of the ad involves the boss
of the entire office standing up to shake the hand of the person he just hired to reveal that
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FIGURE 3.5
VIDEO ADVERTISEMENTS
A. Sam Adams commercial using informative cues.

B. Bud Light commercial using humor as peripheral cue.
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he is not wearing pants. At the end of the advertisement, the boss addresses a mostly
naked office to congratulate the woman responsible for the most successful clothing drive
in company history. The clothed woman looks at the group of employees with an almost
shameful look of awe. Figure 3.5 displays screenshots of the two video advertisements.

Measuring Attitudes
In order to assess each participant’s attitudes toward both the advertisement and
actual product as well as purchase intention, each participant was asked to answer the
same three questions after each advertisement. The questions were adapted from Trampe,
Stapel, Siero, and Mulder to fit the specific needs of this study. 7
The first question, “Do you judge the product favorably?” was assessed on a 7
point Likert scale ranging from “Not at All” to “Extremely.” This question is intended to
quantify attitudes towards the advertised product.
The next question, “What is your general impression of the advertisement?” was
measured on a 7 point scale ranging from “Very Negative” to “Very Positive.” This
question assessed the participant’s attitude formation towards the actual advertisement.
The expected results according to the previously laid out hypotheses suggest that low
elaboration likelihood participants will score higher attitudes towards the advertisements
that implemented humor.
The third question, “Suppose you intend to purchase a product in this category in
the near future, how likely will you consider buying this product?” was assessed on a 7
point scale from “Not at All Likely” to “Extremely Likely” and was designed to measure
the participant’s purchase intention for the advertised product.
7
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Manipulation Checks
The participants were also asked a number of questions that were used as
validation for the manipulations that were used in the study. The final question seen at the
end of each advertisement, “How humorous do you find this ad?” was measured on a 7
point scale from “Not at All” to “Extremely.” This question acted as a manipulation
check for the critical variable of humor as peripheral cue. It is important for the ads that
included humor to be perceived as humorous in order to spur different reactions from the
two experimental groups. It is also interesting to determine differences in the perceived
humor of the ads across the different levels of elaboration likelihood.
The final page of the survey included a series of questions aimed at determining
the reliability and thoroughness of the manipulation of elaboration likelihood. Each of the
following questions was measured on a 7 point Likert scale ranging from “Not at All” to
“Extremely:”
(1) To what extent did you examine the ads carefully?
(2) To what extent did you examine the ads extensively?
(3) Did you examine the ad for a long period of time?
(4) To what extent did you rely on your first impression of the ad?
(5) To what extent did you think about all aspects of the ad?
The purpose of these questions was to determine if the participants complied with
the instructions they received at the beginning of the survey and to determine the extent
to which the participants were actually operating with high (or low) elaboration
likelihood.
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As a another measure of evaluating the success of the manipulation of elaboration
likelihood, the participants were asked to identify which instructions they received at the
beginning of the survey from the following options: “To carefully examine and think
about the advertisement,” “To rely on your first impression of the advertisement,” or “I
received no instruction.” The results of these questions will determine the effectiveness
of the measures taken to manipulate the independent variable and will contribute to the
validation of this study.
Armed with a structured methodology and equipped with measurements for the
dependent variables and manipulation checks, the next chapter of this study will describe
the analysis of the survey results. The previously recorded hypotheses will be tested as
attitudes and purchase intentions are measured across both groups and all four
advertisements. The manipulation of humor and elaboration likelihood will also be
analyzed to determine the reliability of the results and implications of the study.

CHAPTER IV
RESULTS

This chapter summarizes the findings of this study. First, focus will be directed to
the validation of the manipulation of elaboration likelihood and humor utilized
throughout the study. Next, post-ad attitudes toward both the product and the actual
advertisement will be compared across both experimental groups. Analyzing the
differences that occur in attitude formation between the two groups will elucidate the
disparities between central and peripheral route processing as influenced by the level of
elaboration likelihood. Then, we will analyze the differences in post-ad purchase
intentions across both groups to determine the interaction between elaboration likelihood
and humor as a peripheral cue in advertisements.

Manipulation Checks
A critical component of the study was the inclusion of humor in two of the four
advertisements. It is important that one of the two advertisements from each category
(print and video) contains humor as a peripheral cue and that the other ad does not. To
check for the complete manipulation of humor in the ads, participants were asked to rate
how humorous they found each advertisement. As intended, participants across both
experimental groups found the Nissan print ad to be funnier (M = 3.44) than the BMW
print ad (M = 2.05) at statistically significant level (t = 4.54, p < 0.05). There was also a
44
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statistically significant difference in the perception of humor between the two video
advertisements. As intended, participants perceived the Bud Light commercial to be
much more humorous (M = 6.06) than the Sam Adams beer commercial (M = 2.23) (t =
20.02, p < 0.001). These significant results indicate that that the manipulation of the
peripheral cue was successful and that participants did in fact perceive the humor in both
the Nissan print ad and the Bud Light commercial.
The random assignment of participants into two distinct experimental groups was
the lynchpin of this study. Through the manipulation of the set of instructions given to the
participants, they were randomly assigned to either the high elaboration likelihood group
or the low elaboration likelihood group. The importance of this study relies on the correct
and thorough manipulation of this variable in order to discern any meaningful differences
in attitude formation across the two groups. At the end of the survey, participants
answered a series of 5 questions on a scale from 1 to 7 aimed at assessing the extent to
which the participants cognitively elaborated on the advertisements. These questions
were used to form a composite elaboration score and the scores across the two groups
were compared using a simple two-sample t test. As intended, participants in the high
elaboration condition indicated that they elaborated on the advertisements to a larger
extent (M = 10.79) than did those in the low elaboration likelihood condition (M = 8.55)
(t = 3.02, p < 0.01). The statistical significance of these results can reliably support the
occurrence of distinct levels of elaboration likelihood across the two groups. The
thoroughness of the manipulation isn’t totally evident since the gap between the mean
composite elaboration scores (-2.23) isn’t monumental. However, it can be stated with
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99% confidence that, on average, those in the high elaboration condition did indeed
examine the ads more thoroughly and with more elaboration likelihood.
In addition to measuring if participants followed their respective instructions
correctly, they were also asked to recall which instructions they received. In the low
elaboration condition, only 72% of participants remembered their specific instructions,
while 79% of those in the high elaboration condition were able to correctly recall the
instructions given to them. It’s reassuring that a greater percentage of the high elaboration
group was able to recall their specific instructions, as it may be indicative of them
operating with more cognitive effort, as intended. The seemingly low overall incidence of
remembering is most likely attributable to the casual nature of the survey distribution.
Participants took the survey on their own time in an uncontrolled environment. This
probably distracted focus from the actual survey. However, with a large majority of
participants remembering the instructions and a significant difference in elaboration
between the two groups, the manipulation of elaboration likelihood is deemed a success.

Main Analyses
This section will compare the post-advertisement attitudes of participants across
both groups towards all four advertisements and results will also be compared between
the use of humor as a peripheral cue and the absence of humor in both print and video
advertisements. Strict statistical significance eludes many of the two sample t-tests used
to compare the mean attitudes across groups, but we can still make useful generalizations
about the use of humor as a peripheral cue in ads as seen through the lens of the
Elaboration Likelihood Model.
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Hypothesis 1
In order to test the first hypothesis that the individuals in the low elaboration
condition will interact with the peripheral cue and therefore exhibit more positive
attitudes toward the humorous ads, a two sample t test compared the mean attitudes of
this group toward each advertisement and product. In regards to the print advertisements,
the low elaboration group formed attitudes in direct opposition to the hypothesis and the
theory of the ELM. On average, the low elaboration participants favored the non
humorous BMW advertisement (M = 5.28) to the humorous Nissan ad (M = 4.09) at a
statistically significant level (t = -4.41, p < 0.01). The group also recorded a more
favorable attitude towards the BMW product (M = 5.25) than the Nissan product (M =
3.79). This result was also statistically significant (t = -5.61, p < 0.01). These results are
even more puzzling considering that the humorous peripheral cue manipulation appeared
to have been successful. The group did indeed find the Nissan ad to be significantly more
humorous (M = 3.73) than the BMW ad (M = 2.25) (t = 4.54, p < 0.01). There is a
distinct possibility that brand recognition had a significant impact on attitude formation.
It could be that members of this group, who were asked to follow their first impression,
didn’t rely on the presence of humor to form their attitudes, but rather used their
preexisting attitudes towards and relationships with the two brands in answering the
survey questions.
The comparison of attitudes in regards to the video advertisements yield similarly
discordant results to that of the print ads. According to the theory, the low elaboration
likelihood group should exhibit more positive attitudes toward the Bud Light
advertisement that implemented humor as a peripheral cue. However, on average
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participants in the low elaboration condition displayed a more favorable product attitude
towards Sam Adams (M = 5.54) than Bud Light (M = 5.13) at a near significant level (t =
1.56, p < 0.10). The group failed to exhibit any significant difference in attitudes towards
the actual advertisement between the Sam Adams ad and the Bud Light ad. Again, the
attitude formation of participants in the low elaboration condition appears to contradict
the hypothesis, and the contradiction does not seem to be a product of failed variable
manipulation. The participants perceived the Bud Light commercial to be significantly
more humorous (M = 6.04) than the Sam Adams ad (M = 2.27) at a statistically
significant level (t = 14.13, p < 0.001). It is likely that confounding variables played a
role in attitude formation, making the effect of the peripheral cue unclear and
undistinguishable. Participants likely possessed predetermined attitudes and notions
regarding the advertised products that directly impacted their self-determined scoring of
attitude.

Hypothesis 2
In order to test the second hypothesis that the individuals in the high elaboration
condition will discount and ignore the peripheral cue and therefore will not exhibit more
positive attitudes toward the humorous ads, a two sample t test compared the mean
attitudes of this group toward each advertisement and product. Participants exposed to the
high elaboration condition did not favor the humorous advertisements. For the print ads,
participants in this group preferred the non-humorous BMW ad (M = 5.06) over the
humorous Nissan ad (M = 3.83), and they also showed more favorable attitudes toward
the actual BMW product (M = 5.12) than toward the Nissan product (M = 3.54). Both of
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these differences were significant at the p < 0.001 level. Moving on to the video
advertisements, participants in the high elaboration condition displayed no statistically
significant differences in attitudes toward the two products or advertisements. As
expected, participants recorded a mean attitude of 5.19 for the Sam Adams product as
well as a 5.19 for the Bud Light product. Similarly, there was no significant difference
between attitudes toward the Sam Adams advertisement and the Bud Light ad. The fact
that high elaboration participants perceived the Bud light ad as being significantly funnier
(M = 6.1) than the Sam Adams ad (M = 2.19) is a testament to the accuracy of the
manipulation of the humor variable (t = 14.06, p < 0.001). These results confidently
support Hypothesis 2 that humor did not impact attitude formation in the high elaboration
condition, even when a difference in humor was clearly perceived.

Hypothesis 3
A two sample t-test was performed in order to test the third hypothesis of this
study that postulates that individuals operating under low elaboration likelihood will
demonstrate higher purchase intentions for the products advertised with humor. Instead,
the purchase intentions of this group mimicked the attitude formation previously
mentioned in the analysis of Hypothesis 1. The participants in the low elaboration
condition exhibited a significantly higher purchase intention for the BMW product (M =
4.36) than for the advertised with humor Nissan product (M = 2.73) (t = -5.68, p < 0.001).
They also demonstrated a higher purchase intention for Sam Adams (M = 5.11) than for
Bud Light (M = 4.45) (t = 1.97, p < 0.05). This departure from the hypothesized outcome
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is likely attributable to preconceived notions regarding the advertised brands that will be
more thoroughly addressed in the discussion section that follows.

Hypothesis 4
The fourth hypothesis predicts that the presence of humor in an advertisement will
not sway the purchase intention of individuals operating with high elaboration likelihood
and they will therefore fail to exhibit significantly higher levels of intent to purchase for
the products that were advertised with humor. Individuals in the high elaboration
condition revealed a higher purchase intention for the BMW (M = 4.31) compared to the
Nissan (M = 2.69) (t = 4.95, p < 0.001). However, there was not a significant difference
in purchase intention between Sam Adams (M = 4.65) and Bud Light (M = 4.62) (t = 0.1,
p < 0.10). Hypothesis 4 cannot be confidently supported due to the contradicting behavior
displayed by participants within the category of print ads.
Figure 4.1 depicts the attitudes and purchase intentions of participants in the low
elaboration likelihood condition. Figure 4.2 shows the attitudes and purchase intention of
participants in the high elaboration likelihood condition.
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FIGURE 4.1
ATTIUDES AND PURCHASE INTENTION IN THE LOW ELABORATION
LIKELIHOOD CONDITION
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FIGURE 4.2
ATTITUDES AND PURCHASE INTENTION IN THE HIGH ELABORATION
LIKELIHOOD CONDITION
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CHAPTER V
DISCUSSION AND CONCLUSION

This paper uses the theoretical framework of the Elaboration Likelihood Model as
a basis for researching the effect of humor in advertisements on a viewer’s attitude
toward the ad, attitude toward the product, and purchase intention. The overall aim of the
study was to determine the outcome of the interaction between personal involvement and
the inclusion of humor as a peripheral cue in both print and video advertisements. A total
of 108 participants completed an experimental survey designed to discern this effect.
Before completion of the survey, 56 participants were randomly assigned into the low
elaboration likelihood condition and 52 individuals were assigned to the high elaboration
likelihood.
Results indicate that participants in the low elaboration condition did not show
favorable attitudes toward the ads that employed humor as a peripheral cue nor did they
exhibit higher purchase intentions for those advertised products. Participants in the high
elaboration likelihood condition behaved as hypothesized by ignoring the humor
component in the advertisements while assessing attitudes and purchase intentions. The
results suggest that the manipulation of the elaboration and humor variables was
sufficient as supported statistically by the manipulation checks that were included in
order to test the accuracy of the experimental factors. Therefore, the departure from the
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hypotheses derived from the ELM may be attributed to confounding factors associated
with the advertisements that were chosen for the study. The rest of this chapter is
dedicated to a brief summation of the study and a discussion of these limitations as well
as opportunities to improve research efforts on the effect of humor in advertising.

Limitations and Future Direction
Both hypotheses involving participants in the low elaboration likelihood condition
failed to be supported. It is unlikely that this failure can be attributed to the unsuccessful
or incomplete manipulation of the two principle independent variables. Low elaboration
likelihood participants displayed a higher self-reported, post-experiment composite
elaboration score (M = 10.79) than the participants in the high elaboration likelihood (M
= 8.55) (t = 3.02, p < 0.01). Regardless, the low elaboration group overwhelmingly
preferred the two advertisements that did not use humor as a peripheral cue, BMW and
Sam Adams, to the advertisements that did. As an explanation, it’s possible that this
group’s attitude formation process was not a result of viewing the advertisements and
then answering the survey questions. Rather, I believe that the attitudes expressed
towards the specific brands resulted from preconceived notions and feelings toward the
brands that the individuals possessed before they participated in this study.
The condition of low elaboration was induced through a set of instructions
downplaying the significance of each individual response and that urged participants not
to think critically and to use their first impression regarding each advertisement. It is
possible that the “first impression” instruction could have incidentally impelled the low
elaboration participants to view the advertisements on such a superficial level that they
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actually ignored the peripheral cue and relied on their preconceived attitudes toward the
well known brands when answering the questions. If the BMW brand is preconceived as
being an inherently better product than the Nissan brand, the presence of humor in the
Nissan ad is not sufficient to incite an attitude change if the low elaboration participants
are truly relying on these preconceived attitudes. If Sam Adams is considered a higher
quality beer than Bud Light, the presence of a peripheral cue is not enough to sway this
sentiment even when the perception of that peripheral cue is clearly evident.
The validity of this explanation can be explored through a comparison of the
attitudes formed by the participants in the high elaboration likelihood condition. These
participants did not show differences in attitudes or in purchase intention between Sam
Adams and Bud Light, as hypothesized in Hypothesis 2 and Hypothesis 4. This may be
indicative of compliance to the pre-survey instructions. High elaboration likelihood
participants were asked to view each advertisement carefully and thoroughly. The
instructions also stressed the importance of each individual’s response to the overall
success of the study, increasing the participant’s sense of personal responsibility to the
study. The fact that there is no difference in attitudes and purchase intention between the
two video advertisements leads me to believe that the participants in this group truly did
analyze each ad thoroughly and were unaffected by the peripheral cue or any preexisting
attitudes towards the two well known beer brands. This discrepancy between the two
groups is evidence that the previous explanation for the low elaboration condition’s
departure from the hypothesized outcome is plausible.
However, a sizeable complication in this explanation is apparent when the high
elaboration group’s attitudes and purchase intention regarding the print ads are analyzed.
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The group displayed more favorable attitudes and higher levels of purchase intentions
toward BMW. This result may be explained in accordance with the previous explanation
of preconceived notions: the BMW ad is simply more effective (better) than the Nissan
ad. Perhaps participants in both groups just didn’t enjoy the type of subtle humor used in
the Nissan advertisement. The low elaboration group may have included this assessment
with their pre-study feelings toward the Nissan brand in general. And the high elaboration
group may have disliked the absence of informative cues in the advertisement and
therefore exhibited more positive attitudes toward the BMW advertisement without using
preconceived attitudes. These explanations contribute to the suggestions for further
research in order to minimize the chance for this kind of error.
It is now clear that the selection of advertisements for this study was less than
optimal. It appears that differences between the brands that exist beyond the ads used in
this study may have impacted the results and led to the rejection of Hypothesis 1 and
Hypothesis 3. The ads that were chosen for the print and video groups depicted products
within the same category. The print advertisements were in the realm of automobiles and
the video advertisements depicted popular brands of beer. All four brands can be
considered household names and are well known throughout the United States. This
means that most of the participants in this study had opinions about the companies and
products before they participated in the study. These preconceived attitudes undoubtedly
confounded the results of the survey, particularly within the low elaboration likelihood
group that relied on these attitudes to record their post-survey attitudes.
In fact, one study empirically tested the interaction between humor in
advertisements and preconceived brand evaluation. The study found that when prior
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evaluation of the advertised brand is positive, a humorous ad is more effective than its
non-humorous counterpart in changing consumer attitudes and choice behavior.1 When
consumers have a negative prior attitude, the opposite is true: a humorous ad is less
effective in changing consumer attitudes and choice behavior than its non-humorous
counterpart.2 These results support the assumption that the participants may have had
prior brand evaluation to the well-known brands used in this study that moderated the
interaction between humor and elaboration likelihood.
An improved methodological approach that would help control for this
confounding effect is to use advertisements of relatively unknown or foreign products.
However, this may prove to be difficult as smaller brands have smaller advertising
budgets and ads of this nature may not exist. The ideal approach is to synthesize
completely new advertisements. This would be more difficult but would allow the
experimenter to employ far more experimental control. Making up a nonexistent product
would account for the effect of any preconceived notions and it would eliminate any
differences between the ads other than the inclusion of humor/informative cues. The
bright side of this study was that the manipulation of the elaboration variable and the
humor variable were successful and complete. Unfortunately, confounding factors
prevented the study from fully interpreting the interaction between elaboration likelihood
and humor as a peripheral cue in advertisements.
The research first conducted more than thirty years ago that resulted in the
comprehensive Elaboration Likelihood Model remains as relevant to modern social

1

Amitava Chattopadhyay and Kunal Basu, “Humor in Advertising: The Moderating Role of Prior
Brand Evaluation,” Journal of Marketing Research 27 (1990): 466-76.
2

Ibid., 472
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psychological theory as ever. Billions of dollars are spent every year by companies of
every size and every sector on attempts to persuade consumers to try their products and
services. This money typically manifests as some form of advertisement. Studies that aim
to clarify the psychological procedure of processing advertisements at the consumer level
can provide invaluable information regarding the most efficient methods of advertising.
The use of humor is wide spread in advertising and it’s typically these humorous
campaigns that draw the viral attention that is so coveted among companies and brands.
This study attempted to illuminate the effect of humor in advertisement via the
framework of the ELM. Future work that expounds and improves upon this study could
provide valuable input about the effective and efficient use of humor in advertisements
that can cater to a specific audience based on the level of involvement associated with the
advertised product.

59

APPENDIX A: Experimental Survey
Q1: Informed Consent Form You are invited to take part in a research study regarding
the effect of central and peripheral cues in advertisements and persuasive messages.
What the study is about: This study is designed to gain a better understanding of the
interaction between an advertisement and the viewer. What you will be asked to do: As a
participant, you will be asked to view both video and print advertisements and then fill
out a very brief post-experiment survey that is designed to assess your attitudes towards
the ads and the products featured in the ads. Risks and Benefits: There are no discernable
physical, emotional, or financial risks associated with the participation of this study. By
participating in this study, you will be entered in to a drawing for a $25 gift certificate to
Chipotle. The results of this study have the potential to expand the literature on the
psychology of advertisement and marketing by seeking to expound upon the interaction
between viewer and the ad itself. Participation is voluntary: Taking part in this study is
totally voluntary. Should you choose to participate in the study, you may choose to
withdraw at in point in the process without any consequences whatsoever. Participating
in this study does not mean you are giving up any of your legal rights, and you my
therefore exercise free will by choosing to retract your commitment of participation at
any time. Data is kept confidential: The records of this study will be kept private and
anonymous. Survey answers cannot be matched to any particular individual even by the
facilitator. Any report of this research that is made available to the public will not contain
your name or any other information by which you may be identified. For questions or a
copy of summary or results: Feel free to contact the researcher at the email address or
phone number above. If you have any questions about whether you have been treated in
an unethical or illegal way, contact the Colorado College Institutional Research Board
chair, Amanda Udis-Kessler, 719-227-8177 or audiskessler@coloradocollege.edu.

Q2 I have read and understood the above consent form and desire of my own free will to
participate in this study.
 Yes (1)
 No (2)
Q35 What is your gender?
 Male (1)
 Female (2)
 Choose not to identify (3)
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Q36 Which region do you consider to be your home?










Northeast (1)
Mid Atlantic (2)
Southeast (3)
South (4)
Midwest (5)
Southwest (6)
Pacific Northwest (7)
West Coast (8)
Outside of the U.S. (9)

Q37 What is your age?






18 - 24 (1)
25 - 35 (2)
36 - 45 (3)
46 - 55 (4)
56+ (5)

Q5 In this study, you will examine a number of random advertisements. Each
advertisement will be judged by a small number of participants, so the overall results for
the ad are to a large extent based on your individual opinion and analysis.

Q6 At the end of this study, you will be asked to write a brief review about the advertised
product.

Q7 Examine the ads carefully and thoroughly. Keep in mind your opinion towards the
product, your opinion towards the advertisement, and what thoughts the advertisements
elicit from you.

Q8 In this study, a large number of people will judge some advertisements. Your
individual opinion about the advertisement will be summed with all of the other
participants' opinions. You will only contribute to the mean judgement of all of the
people participating. The results of this study are based only on this mean judgement of
all participants and not your individual opinion.
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Q9 While viewing the following advertisements, follow your first impression. Don't think
too deeply about the ad, rather you should use instinct and and intuition in evaluating the
advertisements and the products.
Q10

Q12 Do you judge the product favorably?
1 (1)
Not at
All:Extremely
(1)

2 (2)



3 (3)



4 (4)



5 (5)



6 (6)



7 (7)





Q13 What is your general impression of the advertisement?
1 (1)
Very
Negative:Very
Positive (1)



2 (2)


3 (3)


4 (4)


5 (5)


6 (6)


7 (7)
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Q14 Suppose you intend on purchasing a product in this category in the near future. How
likely are you to consider buying this product?
1 (1)
Not at all
likely:Extremely
Likely (1)

2 (2)


3 (3)


4 (4)


5 (5)


6 (6)


7 (7)




Q15 How humorous do you find this ad?
1 (1)
Not at
All:Extremely
(1)

2 (2)



3 (3)



4 (4)



5 (5)



6 (6)



7 (7)





Q21 Watch the following advertisement and answer the questions.

Q24 Do you judge the product favorably?
1 (1)
Not at
All:Extremely
(1)

2 (2)



3 (3)



4 (4)



5 (5)



6 (6)



7 (7)





Q25 What is your general impression of the advertisement?
1 (1)
Very
Negative:Very
Positive (1)



2 (2)


3 (3)


4 (4)


5 (5)


6 (6)


7 (7)
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Q26 Suppose you intend on purchasing a product in this category in the near future, how
likely will you consider buying this product?
1 (1)
Not at
All:Extremely
(1)



2 (2)

3 (3)





4 (4)


5 (5)


6 (6)


7 (7)


Q27 How humorous do you find this ad?
1 (1)
Not at
All:Extremely
(1)

Q16



2 (2)


3 (3)


4 (4)


5 (5)


6 (6)


7 (7)
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Q17 Do you judge the product favorably?
1 (1)
Not at
All:Extremely
(1)

2 (2)



3 (3)



4 (4)



5 (5)



6 (6)



7 (7)





Q18 What is your general impression of the advertisement?
1 (1)
Very
Negative:Very
Positive (1)

2 (2)



3 (3)



4 (4)



5 (5)



6 (6)



7 (7)





Q19 Suppose you intend to purchase a product in this category in the near future, how
likely will you consider buying this product?
1 (1)
Not at all
likely:Extremely
Likely (1)

2 (2)


3 (3)


4 (4)


5 (5)


6 (6)


7 (7)




Q20 How humorous do you find this ad?
1 (1)
Not at
All:Extremely
(1)



2 (2)


3 (3)


4 (4)

5 (5)



Q28 Watch the following advertisement and answer the questions.



6 (6)


7 (7)
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Q29 Do you judge the product favorably?
1 (1)
Not at
All:Extremely
(1)

2 (2)



3 (3)



4 (4)



5 (5)



6 (6)



7 (7)





Q30 What is your general impression of the advertisement?
1 (1)
Very
Negative:Very
Positive (1)

2 (2)



3 (3)



4 (4)



5 (5)



6 (6)





7 (7)


Q31 Suppose you intend on purchasing a product in this category in the near future, how
likely will you consider purchasing this product?
1 (1)
Not at
All:Extremely
(1)



2 (2)

3 (3)





4 (4)


5 (5)


6 (6)


7 (7)


Q32 How humorous do you find the ad?
1 (1)
Not at
All:Extremely
(1)



2 (2)


3 (3)


4 (4)


5 (5)


6 (6)


7 (7)
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Q33 Answer the following questions
Not at
All (1)

To what
extent did
you
examine the
ads
carefully?
(1)
To what
extent did
you
examine the
ads
extensively?
(2)
Did you
examine the
ad for a
long period
of time? (3)

A very
small
amount
(2)

Sort of
(3)

A Fair
Amount
(4)

A Large
Amount
(5)

Extremely
(6)





































To what
extent did
you rely on
your first
impression
of the ad?
(4)













To what
extent did
you think
about all
aspects of
the ad? (5)













Q34 Which of the following instructions did you receive at the beginning of the study?
 To carefully examine and think about the advertisement (1)
 To rely on your first impression of the advertisement (2)
 No instruction received (3)
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