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Much of what we currently know about consumers' reaction to persuasive attempts 
(advertisements) comes from studying mass media communications which are largely one
way and image-centered. Internet-based advertising is neither given the focus on 
information and !he ability to narrowly target such appeals (sites), as in direct marketing 
advertising. Given the emergence of Internet promotions, !his is a substantial gap in our 
knowledge. 

This research seeks to both extend !he boundaries of current direct marketing research 
(with its predominant focus on who will reply) and the domain of existing persuasion 
theories and models, attempting to gain a greater understanding of why consumers respond 
as !hey do to Internet advertising. By adapting the Baboration Likelihood Model (ELM) to 
!he Internet, this research attempts to determine if executional cues play a role in enhancing 
persuasiveness and !he moderating effects of involvement Additionally, !his research 
dmws on the substantial work on attitude towards the ad (A • ..), including attempts to greater 
understand !he antecedents of these attitudes and proposed distinctions between executional 
and content aspects of Internet ads, to see if !his rich fmmework: is in useful in predicating 
outcomes for Internet advertising. 

This research has significant implications for practitioners as it looks beyond 
a!heoretical testing-based insights of what people respond to, drawing on established 
theory to provide insights into why consumers respond as !hey do to Internet based 
advertising. Testing !he adaptability of current persuasion theory to this emerging medium 
will do much to begin building a solid understanding of how Internet advertising works. 

Using an interactive computer-based simulation in a 2 (involvement) X 2 (argument 
strength) X 2 (peripheml cue: present or absent) between subject factorial design with 224 
subjects the adaptability of existing persuasion research to !he Internet was tested. 

Findings demonstrate the adaptability of !he ELM to Internet advertising, as well as the 
important antecedent effects of attitudes towards Internet advertising on persuasion. 
However, the decomposition of A.d proved less useful in this new domain. All told, much 
of what we currently know about persuasion is likely to prove useful in developing 
promotional campaigns for the Internet. 
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CHAFfER 1: INTRODUCTION AND STATEMENT OF 
PROBLEM 

The explosive growth of direct marketing advertising (DMA} over the past decade has 

been fueled by numerous social and economic factors (Darian 1987, Nowak 1992). In fact, 

Direct Marketing magazine (August 1996) reports that 64.4% of total 1995 advertising 

media expenditures were spent on direct response advertising - about $170 billion. 

Additionally, Akhter & Durvasula ( 1991) observe that mail order buying is growing faster 

than store retailing in the United States. The growth of DMA is occurring as some scholars 

herald "The Death of Advertising" (Rust and Oliver 1994), where traditional advertising 

methods and advertising agencies continue lose business to DMA, sales promotion and 

integrated marketing communications. The most recent, and perhaps significant, 

development in DMA has been the Internet or World Wide Web (WWW} with interest by 

both firms and consumers extremely high. 

Given these trends, one would think that academic research into DMA would be 

abundant, with new findings and theories quickly adapted to this emerging, if not dominant 

form, of promotion. However, this is not the case. A review of the marketing, advertising, 

and consumer research literature since 1987 yields no articles exploring the practice or 

theory of DMA in the "top three" marketing publications: Journal of Marketing, Journal of 

Marketing Research, or Joumal of Consumer Research. In general, there is little DMA 

research published outside of the Joumal of Direct Marketing (now the Journal of 

lnteraclive Marketing) and the Journal of Adverlising Research - two journals which have 

traditionally focused on DMA issues. This is even more surprising given the profusion of 

early research on the first widely practiced form of DMA, catalog, or in-home shopping 



(e.g. Berkowitz. Walton, and Walker 1979, Cunningham and Cunningham 1973, Gillet 

1970, Korgaonkar 1984, Lumpkin and Hawes 1985, Peters and Ford 1972, Reynolds 

1974), and the fact that practitioners have recently formulated several "theories" about 

consumers' response to DMA based on years of experience and observation (e.g., Eicoffs 

[1995] "Theory of Sales Resistance")-

When looking at research into Internet marketing, the void is bigger and bleaker than in 

DMA. Peterson, Balasubramanian, and Bronnenberg (1997, p. 330) assert: "most of what 

is currently 'known' about the potential impact of the Internet on consumer marketing is 

based on anecdotes. experiential evidence, and ad hoc descriptive studies ___ " The need for 

programmatic research on WWW advertising is clearly brought into focus by Deighton 

( 1997, P- 347), stating: "When a new method of marketing arrives as an exogenous shock 

and displaces other tools, the disciplinary knowledge accumulated to make sense of the 

displaced tools is of course itself displaced." Clearly, there is much to be done to add to 

what we know about DMA, especially in the emerging area of the Internet 

This research addresses that gap in the DMA literature. Through the application of a 

well accepted and comprehensive theory of persuasion, Petty and Caccioppo's Elaboration 

Likelihood Model (ELM), and incorporation of elements of the prolific research into 

attitude toward the ad (A.d) an attempt to better understand and predict consumers' reactions 

to DMA on the Internet is undertaken. Such a broadened understanding ofDMA effects 

will be an important first step in both helping practitioners understand why their Internet 

advertising efforts do or do not succeed, as well as aiding academics seeking to build a 

theory of DMA. 

Before this effort proceeds, however, operational definitions of DMA and its 

components will be presented. 

1.1 DIRECT MARKETING ADVERTISING DEFINITIONS 

Direct Marketing Advertising is widely defined as: "an interactive system of marketing 

that uses one or more adverti:;ing media to effect measurable response and/or transaction at 
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any location, with this activity stored on a database'" (Direct Marketing, 1996). While not 

subject to great debate, the definition of DMA has been the subject of some discussion, 

most notably Hoke (1988) and Bauer and Miglautsch ( 1992. p. 10). Bauer and Miglautsch 

propose the following definition: 

Direct marketing is a relational marketing process of prospecting, conversion, and 
maintenance that involves information feedback and control al the individual level 
by using direct response advertising with tmcking codes. 

To some extent this process-oriented definition overlooks the fact that DMA is considered 

much more highly targeted than other forms of advertising. Additionally, neither direct 

response TV ads nor Internet ads use tracking codes per se. 

Obviously, there is still some confusion over what is or isn't DMA, and its closely 

associated elements of Direct Response, Direct Marketing, and Database Marketing. Figure 

1 details the definitions of DMA proposed by this research. It is also hoped that these 

definitions will be adapted by others in the field of DMA as welL 

This research proposes that two key aspects define the elements of DMA and set it apart 

from other marketing methods. First is DMA's ability to evaluate directly the effects of any 

given advertisement' s effects in terms of measurable consumer respoi!Se to the offer. This 

definition differs from Bauer and Miglautsch's in that direct marketers, while certainly 

interested in response, may not care to measure response at the individual leveL This is 

labeled either General or Direct Advertising in Figure 1. As an example, when Macy' s 

sends out a direct mail piece to its credit card base announcing a sale, response may be 

measured at the store or regional level, not by household or customer. 

The second key defining element of DM is the creation or acquisition, usc, and 

maintenance of a consumer or customer database. In fact, the active maintenance of a 

database is one of the major defining factors of the type of DMA. This type of DMA is 

depicted in the right half of Figure L 

It is likely that some of the definitional vagaries surrounding DMA arise from the 

inclusion as "direct marketing" of any promotional technique where a database is 
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Figure 1 - Direct Marketing Advertising 
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"Print 
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Advertising (/OM) 

Mantenanoe Direct Advertising 

Direct Marketing ~ 
• lndillidual or housltlold 
• Business-to-BJsiness 

employed. In fact, Stone ( 1982) lays out the three criteria for Direct Response Advertising 

(DRA): ( 1) there is a definite offer, (2) all the information needed for the consumer to make 

a decision is present, and (3) there are specific instructions included for response. In 

Stone's definition of DRA, one can note that neither a database, nor response tracking are 

specified, thus setting DRA apart from DM. As can be seen on the bottom far left side of 

Figure 1, some types of general advertising select their prospects or targets geographically, 

without rented, purchased, or owned lists. This type of advertising is not necessarily 

DMA, but is included for completeness. Further, DMA advertisers may not directly track 

individual responses to the direct advertisement (i.e., telemarketing where no response is 

facilitated other than an immediate yes or no to avoid furure repetitive calls, and direct mail 

as employed in zone mailings'). However, many types of DRA can facilitate response 

measurement at the individual level based on either a sale (i .e., Direct response television 
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ads, telemarketing, infomercials), or follow-up requests (e.g., Websites and broadcast e

mail messages). The right side of Figure l indicates the view of this research that a 

measurable direct response alone (an order or inquiry) does not classify a promotional 

technique as direct marketing (DM), there must also be database maintenance. Given this, 

the most notable difference between DRA and DM is that while both DRA and DM do 

facilitate direct consumer response (which may be measured at the market or consumer 

level), DRA may make no attempt to maintain a customer database, while it is a major 

component of OM. 

Figure I clearly indicates that database maintenance (response and customer tracking) 

and a direct response mechanism are both required for this research to view a promotion as 

OM. As an example, while not all direct mail is direct marketing (i.e., retail mailings), 

direct mail can be one form of direct marketing given a response device and database 

maintenance (individual customer record updating). Additionally, if the database is not 

updated (i.e., the purchase of a mailing list for a one-time mailing) the type of DMA is 

called Direct Advertising. 

Another way to define the elements of DMA is given in Figure 2 where the two key 

elements of response tracking and customer database maintenance are indicated and used to 

define direct marketing. Figure 2 also indicates possible labels for those cells meeting these 

specified criteria of DMA. As can be seen from both Figures l and 2, Internet Direct 

Marketing (IDM), while having the potential to become DM (through the use of "cookies" 

tracking customer activity on a Website for future use), IDM is really one form of ORA. To 

avoid confusion, the term IDM will be used throughout this research to designate 

advertising found on the IntemeL 
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Figure 2 - Direct Marketing Advertising Classification 

Response 
Tracking 

Yes 

No 

Maintenance of 
Customer Database? 

Yes No 

Direct 
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Marketing Response 
Advertising 

Direct General 
Advertising Advertising 

Having specified the domain of this research by providing specific definitions for 

DMA. this research now turns to demonstrating the important role DMA plays in the 

economy, and how it has grown in both scope and nature since its "modern" inception 

some 75 years ago. 
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CHAPTER 2: IMPORTANCE AND GROWTH OF DMA 

Direct Marketing Advertising is becoming an increasingly imporlant and visible tool for 

both profit and r.on-profit firms. As an example. direct mail is the third largest medium in 

terms of overall promotional expenditures (Coen 1988). More specifically, in 1994 direct 

mail (third-class mail, bulk or "junk" mail) accounted for over 39% of all mail handled by 

the US postal service, accounting for 22% of their revenues (US Postal Service, 1995). 

Aside from the sheer volume of direct mail, other indicators of the importance of DMA 

in the US economy are as follows: 

• Over 92 million Americans responded to direct marketing solicitations in 
1990, an increase of over 60% from the preceding six years (Somolowe 
1990). 

• Over 50 of the "Fortune 500" !inns are now members of the Direct Marketing 
Association, including leading advertising agencies such as J. Walter 
Thompson and Young and Rubicam (Akaah and Korgaonkar 1988). 

• More than 12,000 firms' primary business is selling products and services 
through direct response marketing (Roberts and Berger 1989). 

• Direct marketing is the primary method of fund raising used by non-profit 
organizations, and is the largest source of new donors in the United States 
(Stone 1992). 

• Direct marketing sales in 1995 were expected to reach $11 trillion ($600 
billion in consumer and $500 billion in business-to-business sales) (DMEF 
1996). 

• Direct marketing accounts for one out of every 15 sales dollars in the US 
economy (DMEF 1996). 

• In 1995 one out" of every 13 jobs in the US are related to direct marketing sales 
activities (DMEF 1996). 

• Direct marketing sales growth is projected to increase faster than general sales 
growth in both consumer (6.5% versus 5.5%) and business-to-business 
(10.2% versus 6.5%) markets (DMEF 1996). 
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• Over one-half of the nation's 200 most heavily advertised brands have a 
presence on the· World Wide Web (Bare 1996). 

• The Internet is expected to achieve a 10% monthly growth rate (Frederiksen 
1997). 

• US companies are expected to spend $10 Billion annually by 2000 on building 
and maintaining Websites (Poppe 1997). 

Aside from the vast sums of money spent on DMA and the numbers of customers it 

reaches. DMA. specifically DRA. has contributed significantly to the success of several 

media as welL Perhaps nowhere is this more notable than in television. Eicoff ( 1995) 

credits DMA with fueling and sustaining the growth of broadcasting in general, and 

specifically the development and success of early cable TV operat<XS. This claim is 

substantiated by an advertising content analysis revealing that DRA accounts for 

approximately 30% of all advertisements broadcast for two major cable television networks 

- ESPN and CNN (Bush and Bush 1990). In addition. radio and print media continue to 

receive substantial allocations of DRA funds. Not to be overlooked, emerging on-line 

advertising appears to be more similar to DRA than general advertising, as the content is 

often information oriented, frequently issues a "call to action," and often presents a means 

to respond to the offer. Perhaps more importantly, and consistent with other media, it 

appears the huge growth of the Internet is largely funded by advertising revenues. 

Given this, DMA continues to grow primarily given its proven ability to generate 

profitable sales. Several or the reasons for the growth in DMA likely include: consumer 

convenience, media fragmentation, media evolution, increased managerial accountability, 

and the expanding importance placed on relationship marketing. Each of these factors will 

be considered briefly in tum. 

One key reason for DMA:'s ability to gamer sales is the convenience it offers 

customers. Direct Marketing Advertising allows consumers to access product or service 

information, compare alternatives, and purchase products without leaving their homes -

something particularly important to individuals in rural areas, those "locked" in their homes 

(e.g., the elderly), individuals facing a "poverty of time" (e.g., two income families, or 
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families with young children). or people seeking a safer shopping environment (Claxton 

1995). This is especially true of shopping on the Internet. where the benefits include 

"greater shopping convenience. more current and complete product information. custom

tailored products and services, and potentially lower prices" (Burke 1997, p. 355). 

Highlighting the convenience of DMA is Settle, Alreck. and McCorkle's (1994) study of 

store versus in-home shopping. In their study the authors found that maiVphone order 

shopping media rivals store shopping not only in ease but in economy as well . 

Other reasons cited for the growth of DMA include the proliferation of media options or 

the de-massification of mass-media Media fragmentation is coupled with an increasingly 

competitive business environment where product' proliferation is the norm. This is 

especially evident in television with the advent of Cable TV and the increase in the number 

of available networks or channels. The Internet. with its tens, if not hundreds or thousands 

of "chat rooms," bulletin boards and "mail" list servers, not to mention commercial 

Websites, may be the best example of such fragmentation. 

These factors, along with an almost geometric growth in the power of the key enabling 

technologies of DMA - information technologies for database creation. maintenance, and 

manipulation along with an equally startling decrease in the costs of these activities - have 

helped fuel the explosive growth of DMA, especially on the Internet. 

Direct marketing advertising practitioners and researchers continue to play a leading role 

in the incorporation of these emerging technologies into marketing practice. This is 

witnessed by the Direct Marketing Association's 29th Spring Conference & Exhibition, 

held in 1994, titled Connect With Technology: For Direct Marketing Success. Also, Mehta 

and Sivadas' ( 1995) research into consumers' attitudes about DMA on the Internet 

demonstrates marketing researchers' interest in Internet marketing. While research into 

such new outlets as the Internet and interactive TV has just begun, forms of interactive 

marketing, and research into these emerging communications technologies, bas been 

conducted for some years (e.g., Korgaonkar and Moschis 1987). Additional evidence of 
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the role direct marketer advertisers will play in emerging media is the reorientation of the 

Journal of Direct Marketing to the newly re-titled Journal of Interactive Marketing. 

However, it is not just consumer acceptance, media demassification, or technological 

advances that stimulates the growth of DMA. Mazur (1989) indicates another pivotal 

change occurring that also stimulates the use of DMA - that of higher accowttability for 

marketing managers. Not only are marketing managers now expected, and able, to link 

buyers more closely with their product usage patterns, but promotional efforts are 

increasingly tracked longitudinally as integrated campaigns, not just as one time efforts. 

These are issues that direct marketers have dealt with for some time, while the "general" 

advertising community has not (Mozur 1989). 

A final key factor driving the growth of the interest and practice of DMA - perhaps 

renecting a combination of all the above elements - is an increased focus on "relationship 

marketing." The importance of this topic is highlighted by the recentJoumal of the 

Academy of Marketing Science (Fall 1995) special issue on relationship marketing where, 

Cravens, the special issue editor, states: 

Relationship marketing attracted expanded attention from scholars and practitioners 
in the 1990s as customers became more demanding and competition became more 
intense. Marketing relationships enable companies to build strong bonds with their 
customers (p. 235). 

This demonstrates that an increasing number of firms (and researchers) are beginning to 

understand the value in fostering buyer interaction as a means of not only providing greater 

customer satisfaction, but of developing ongoing, mutually beneficial relationships as well. 

There is certainly no better way to nurture customer-firm relationships than with the type of 

highly targeted, almost one-to-one communication that is the basis for DMA (Peppers and 

Rogers 1993). Beyond that, there is certainly no more affordable means of maintaining an 

interactive relationship with the customer than the Internet. 
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2.1 DISADVANTAGES OF DMA 

The dramatic growlh of DMA has, however. provoked a number of concerns as well. 

Fir.;t among these is lhe concern over the volume of DMA communications any one 

household may receive (most recently junk e-mail, or "spam"). The rise in direct mail 

volume exemplifies the growth in DMA activities. From 1972 to 1987 the volume of third

class (bulk) mail jumped from 25% to 40% of the mail handled by the US Postal Service 

(USPS Annual Report 1987). In 1995 some 71.4 billion pieces of direct mail were 

delivered, an amount expected to grow almost four percent annually, outpacing the growth 

of other classes of mail (USPS Annual Report 1995). Again, a greater desire to directly 

reach the consumer in an intensely competitive environment has given rise to increasing 

amounts of DMA "clutter." 

Concurrently, the increased amount of information available to marketer.; about each 

consumer, as well as the technology to process this information, has led to greater 

consumer concerns over privacy. This is evidenced by both the recent widely publicized 

court case of Ram Avrnhami ver.;us US News and World Report (where Mr. A vrahami 

sued USN& WR for selling his name to another mailing list'}, as well as the 1994 

establishment of the Electronic Privacy Information Center (EPIC) established to "focus 

public attention on emerging civil liberties issues relating to the National Information 

Infrastructure" (EPIC electronic newsletter). Additionally, the use of "cookies" by Website 

sponsor.; has raised a firestorm of controver.;y, and forced both Netscape and Microsoft to 

include a "cookies orr· option in their browser.;. 

Overall. then, one can see that DMA in general suffer.; from an image problem. In spite 

of the high usage rate among consumer.; (84 percent of consumer.; report responding to at 

least one DMA offer in the last year, Korgaonkar, KaJ:ion, and Ak.aah 1997}, it remains a 

lighting rod for criticism from both social and governmental institutions. 

Additionally, one major disadvantage regarding DMA needs to be highlighted. That is 

its fundamental difference from both general advertising and traditional retail selling, in 
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spite of its combing elements of both. Few general advertisers expect consumers to view 

!heir ads and rush out and buy their product (even a coupon promotion has a significant 

delay between exposure and action). Further, in !Iaditional retail settings consumers are 

exposed to a wide range of information sources and/or cues, (e.g., point-of-purchase 

displays, in-store advertisements, store clerks' recommendations), and are allowed to 

conduct a physical inspection of the merchandise prior to purchase. Obviously this is not 

often !he case with most DMA offers, as it is often the only information cue available. 

Hence, DMA must not only provide all needed product information, but facilitate and 

prompt consumer purchase as well. 

Given the growth of DMA in an increasingly competitive, and seemingly hostile, 

environment. the need to better understand the underlying factors leading to consumers' 

responses, and perhaps more importantly non-responses and negative reactions, to DMA 

solicitation are more important today than ever before. One could easily argue that the best 

way to avoid being labeled intrusive, invasive, or unwanted is to provide consumers with 

DMA material that is highly rargeted and appeals to their specific wants and/or needs. Yet. 

to date, aside from response-based measurement, little has been done to thoroughly 

investigate consumer response to DMA offerings by either those in the industry, or 

academe. Given that, as previously referenced, DMA now accounts for 64.4% of all 

advertising outlays, and Internet growth can aptly be labeled explosive, it is towards this 

end that this research progresses. 

Before moving onto the more substantive elements of this dissertation, a review of the 

current research in DMA will be presented, further highlighting the need to conduct more 

theory-centered research in the field. 
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CHAPTER 3: DMA RESEARCH TO DATE 

In their article "Optimal Selection for Direct Mail," in Marketing Science, Bult and 

Wansbeek (1995) communicate the importance of best utilizing direct mail. However, these 

authors also cite the lack of academic research into the topic. While, as will be shown, 

DMA and especially direct mail research has gained increased prominence in recent years, 

there is still much to be done. 

In the past, research into DMA has been largely practitioner oriented, with market tests 

being the dominant methodology. One weakness of this approach is highlighted by Peltier 

and Schribrowsk-y (1991) who observe that current industry research focuses largely on 

who will respond, not why. In fact, Harvey (1990} claims that the DMA industry is even 

less advanced in its research orientation and sophistication than its general marketing 

predecessors. This lack of advanced research is especially surprising given the abundance 

of information direct marketers can, and do, collecl 

Calls for additional research are echoed in the not for profit sector of DMA as well. 

Schibrowsk.-y and Peltier ( 1995) challenge marketing researchers to provide more guidance, 

both conceptual and empirical, for direct marketers in the not for profit sector. In a similar 

vein, Smith and Berger ( 1996) indicate that not only do we have little knowledge of those 

DMA tactics which influence how potential charitable donors may behave, but that we are 

unsure of the donors' specific behaviors (e.g., whether or not to give, and in what amount) 

an organization's tactics can potentially influence. Regardless of these concerns, important 

strides in DMA research have been made. 

One of the most significant developments for DMA research has been the previously 
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cited publication of the Jounull of Direct Marketing. The JoliTTUli focused almost 

exclusively on DM issues. With its editorial review board and contributors almost evenly 

split between academics and practitioners, the Joumal of Direct Marketing sought to 

"publish significant manuscripts-papers that may change the way direct marketing is 

viewed, studied, and practiced" (Journal of Direct Marketing, "Call for Papers," Spring 

1995). While the Journal certainly advanced research into DMA, one would be hard 

pressed to call it "mainstream" among marketing academics or practitioners today. 

One sign that DMA research is receiving increased research attention is the special issue 

of Psychology & Marketing (March 1996) titled "Psychology, Marketing, and Direct 

Mail," edited by Siner. Containing four articles by academic researchers the issue attempts 

to integrate theory into the study of direct mail (Siner's introduction is titled: "Psychology, 

Marketing, and Direct Mail: A Call for Theory"). 

Aside from the previously referenced journals, only the Journal of Advertising 

Research seems to maintain a consistent stream of DMA research - as reflected in this 

work's bibliography. Perhaps this scarcity of academic research into DMA reflects the 

success. insight and understanding DMA practitioners have built up over the years - an 

expertise reflected in their ability to consistently produce profitable DMA appeals. 

Increasingly, however, calls for the incorporation of theory into DMA research are being 

heard. 

Biner (1996) makes just such an emphatic point in his call for theory in DMA research. 

Siner indicates that theory will likely be an invaluable aid to marketing professionals, 

providing them with an integrative framework by which they can view the current 

literature. Other authors also·are forceful in their calls for more theory. Nowack (1992, p. 

19) for one states: 

Testing, while providing objective behavioral measures of sales effectiveness, 
doesn't provide information on consumer ani tudes, intentions, or knowledge 
(Boden berg and Roberts 1990) .... However. as Schultz (1987) and others have 
argued (Smith and Sayer 1988), continued progress and advancement in direct 
marketing and direct response advertising necessitates: l) theoretical frameworks 
for understanding how consumers process and respond to direct marketing stimuli. 
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. . . ; and 2) theoretical frameworks that encompass and assess "results beyond sales 
response" (Groce 1990, Schultz, 1990, and Yeck 1988). 

The final, and perhaps most emphatic call for research on oonsumer behavior relative to 

Internet shopping comes from Hoffman and Novak (1996, p. 56) in their Journal of 

Marketing piece on Computer Mediated Environments (CMEs): " ... virtually no scholarly 

effort has been undertaken by marketing academics to understand hypermedia CMEs, both 

as media for marketing communications and as markets in and of themselves." This is 

especially disturbing given that: "continuing developments in the area of new media 

technology represent tile most important influence on the future of the advertising industry 

over the next 10 to 15 years," Ducoffe ( 1996, p. 21). 

The apparent lack of theoretically based research in DMA has two deleterious results for 

the field. First, it contributes to the perceived gap between academic research and business 

practice- as atheoretical academic research likely only restates what practitioners have 

learned through years of experience. Second, without theory development in DMA we are 

unlikely to gain a true understanding of why consumers respond as they do- a significant 

finding in the face of diminishing response rates, increased competition, increased costs. 

and rising consumer, governmental, and societal concern over advertising in general 

(Pollay 1986, Pollay and Mittal 1993, AI witt and Prabhaker 1992, 1994), and DMA 

specifically (Korgaonkar eta!. 1997). There is no greater opportunity to address these 

concerns in IDM than while it is still in its infancy. 

3.1 CHALLENGES OF CONDUCTING THEORETICAL RESEARCH IN 
DMA 

While the need for theoretical DMA research is clearly established, two challenges in 

conducting such research appear evident First, given the almost immediate feedback (in the 

form of consumer response) from many DMA advertisements, the ability to simply conduct 

market tests to uncover what works best does afford great promise. Such tests have the 

dual advantages of both low costs, and, given proper testing procedures, producing valid, 
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reliable, and generalizable results. Additionally, testing has been conducted for years and is 

the widely accepted method of research for DMA practitioners. TI!.is challenge highlights 

the need for the present research to maintain as "real world-like" procedures as possible, a 

consideration incorporated into the ultimate experimental design. 

A second challenge for conducting theoretical research in DM arises from the nature of 

extant DM data - customer data is correctly viewed as very valuable, and thus closely held 

by those organizations maintaining such data Given the experimental design of this 

research, that is not a concern herein. 

Having established the importance and need for DMA research a review the DMA 

literature is presented next. 

3.2 DIRECT MARKETING ADVERTISING LITERATURE 

Before beginning the actual review of the DMA literature, it is important to note that, to 

some extent, this literature is separate and distinct from other promotion literature as DMA 

itself is fundamentally different from more general advertising. Briefly summarizing these 

differences. several key points are made: (l) DMA provides a much more selective reach 

than general advenising, reaching more finely targeted market segments, (2) DMA is 

highly flexible, allowing a wide variety of creative executions and media vehicle 

placements, (3) DMA can be personalized, (4) DMA can more effectively use lower cost 

advenising media (Kotler and Armstrong 1994), and most importantly, (5) DMA provides 

an almost immediate measure of effectiveness. All these key points hold equally well for 

DMA on the Internet. 

With these five factors in mind throughout this review of the DMA literature several 

important questions emerge and will be stated informally. These issues will be formally 

restated in the Hypotheses section later in the paper so they may be properly tested. 

The Evolution of Direct Marketing Advertising 

Severn! authors have put together overviews of important events in the evolution of 
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DMA (see especially: Petrison, Blattberg. and Wang 1993; Roel 1988; and Ross 1992). 

From these works one can note that some form of DMA has been practiced for over 5CX) 

years starting with trade, book, and nursery catalogs following closely on the heels of 

Guttenberg' s invention of moveable type in the middle of the 15th century. 

It was not until around 1910, however, that firms began to systematically use the 

information they had gathered about their customers in an attempt to increase profitability 

(Ross 1992). An analysis of past customer orders led firms to techniques for classifying 

these existing customers. One early use of such classifications was the simple ~ 12-month 

prune rule" used to drop customers who had not purchased in the last year. While this rule, 

based on a customer's recency of order, was useful direct marketing advertisers quickly 

followed up augmenting this simple recency rule with data on both customer's frequency of 

order and projected monetary value. As early as the 1920s Alden's, a catalog company, is 

credited with the introduction of sophisticated customer analysis based on recency, 

frequency, and monetary value (RFM) data (Roe! 1988, Stone 1988). 

Hence, the use of information from current customers and prospects has a long and 

proven track record in the DMA industry. Significant amounts of research in DMA 

continues to focus on rule-baSed or empirical testing, often using RFM data. However, the 

DMA practitioner literature increasingly expresses frustration with the ability to construct 

even more finely targeted segments through database techniques, while simultaneously 

failing to develop appeals for these more narrowly defined markets (Poulos 1996, 

Rosenfield 1996). In other words, there is dissatisfaction with the current focus in DMA 

research on the who and when of response, while our fundamental knowledge of why and 

how DMA works has seen little progress. Research into the "why and how" of DMA 

would seem to pose even greater promise given a recent development - that of merging 

outside databases with internal databases to provide greater information about individual 

customers (Hinman 1996). It is on this type of knowledge about customers and prospects 

that this work hopes to build, extending beyond the understanding that can be gained 

17 



through purely data-oriented RFM approaches into attitudinal and process theories of 

DMA. 

In order to position this study in the context of current DMA practices, and extant 

communication theory, a review of the defining elements of a DMA appeal are provided. 

Each of these elements will be related to current persuasion theory. 

Elements of DMA 

One of the most prolific and influential practitioners in the field of DMA publications 

has been Edward Nash (1986, 1992, 1995). In his 1984 book Nash provides a useful 

overview of the four basic elements, or variables, comprising a DMA appeal. They are the: 

offer, communication elements, communication sequencing or timing, and finally, list of 

prospects. As this framework is known to both practitioners and academics (Butt and 

Wansbeek 1995), each of these four elements will be reviewed in turn. some including 

implications for DMA theory development and relationships to aspects of extant advertising 

and persuasion research. 

The Offer 

By definition, the purpose of a DMA piece is to solicit an order for a product or 

stimulate responses by parties requesting more detailed information - this is the basic 

offer. In defining the basic offer, it is helpful and instructive to look at three widely 

recognized levels of a product (Kotler and Armstrong 1994, p. 2TI). The first, and most 

basic, level of a product is the core product being offered, or what the buyer is acnmlly 

buying (the product's centml benefits such as a credit card offer that promises to lower 

your monthly payments, a cleaning agent promising better results, or a camera's better 

pictures). The next level is the actual product itself (i.e., brand name, features, styling, 

quality, and packaging). The final level is the augmented product (i.e., delivery and credit 

terms, after sale service, warranties, and any other inducements included to enhance the 

product). 
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For lhis research on IDM only the first two levels of the product. those elements 

primarily related to the product's form or function, will be considered. As will be detailed 

shortly, this will comprise the argument portion of the ELM test to be conducted. An 

interesting issue to be resolved in future research is whether only those elements related to 

the core or actual product constitute claims or message-based aspects in a DMA appeal, or 

if inducements are also viewed as claims or message-based elements. 

Given that DMA offer elements are regarded as instrumental in determining any offer's 

success (i.e., the important role satisfaction or "money back" guarantees play in catalog 

sales), two important issues (lrise from this discussion: First, in a DMA appeal, does 

involvement moderate how product arguments in the offer are processed, or not? This issue 

is critical in the adaptation of the ELM to DMA and needs to be established unequivocally. 

The second interesting question, reserved for later research, is just how are augmented or 

inducement elements of a DMA appeal viewed - do they largely function only as 

arguments with other aspects (reviewed next) of the offer viewed as secondary or 

executional cues? Or, are these inducements processed as executional cues themselves? 

Adapting the ELM to IDM should give insight into both of these issues. 

Communication Bements 

The second basic element of DM appeals are the communication aspects of the 

promotion, or "graphic design" as Nash refers to them. Given his reference to the physical 

aspects and visual appeal of the offer, this element clearly parallels what the ELM refers to 

as peripheral cues. These are the non-claim or executional elements referred to earlier. An 

excellent example of these features is the background or "wallpaper" used in a Website. 

While the elements of advertising layout have received considerable attention over the 

years, with everything from ad layout (placement of headlines, graphics, and logos - the 

so-called "GUtenberg Diagonal"), camera angles used for product photographs (Meyers

Levy and Peracchio 1992), and photo cropping (Peracchio and Meyers-Levy 1994) subject 

to examination, it has been shown that there are a myriad of elements that impact a 
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consumers' global evaluation of promotional messages. As will be reviewed subsequently, 

perhaps the most important and productive research linking ad elements to consumer 

behaviors has been the work on attitude towards the ad (A • .J. The question arises, then, 

how do the more affectively based components of DMA effect behavioral intentions given 

the importance complete information has in such appeals? 

Communication Timing 

The third basic element of DM suggested by Nash is communication sequencing or 

timing. As has been recognized for some time (Lavidge and Steiner 1961) in many 

purchasing processes consumers move through a hierarchy' of potential responses to a 

promotional communication prior 10 purchasing the product. Reaching consumers at the 

point in time when they are ready to take an action is a crucial element in many product 

categories, and especially DMA. In fact, one of the greatest challenges of DMA is lhought 

to be that one message must move a consumer through all stages of the hierarchy (e.g., 

attention, interest, desire, and action) in order to be successful (elicit a response). Given the 

increased recognition of results beyond response, as previously discussed, there is now a 

greater realization that, perhaps, any one DMA appeal alone may not have to move the 

consumer lhrough all stages of the hierarchy (after all. how many times have you heard 

from Ed McMahon or seen the ''abdominator" infomercial?). Even non-responding 

consumers continue to receive repeat offers from many firms. Needless to say, lhe ability 

to construct and maintain a Website eases the challenges of DMA timing. With an updated, 

well constructed Website. one can ensure that all needed information is available whenever 

the consumer may wish to access it. 

While timing, per se, will no doubt remain an important element in all promotional 

endeavors, and the study of frequency effects of DMA appeals are no doubt critical, its 

scope is beyond the research of interest here, and will receive no further consideration. 
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The List 

Finally, Nash identifies the prospect list as the fourth basic element of DMA. Whether 

approaching current customers with a new offer, or seeking new customers, a 

preponderance of research in DMA has focused on list building and maintenance. As 

indicated previously, it is these list building and maintenance activities that distinguish OM 

from other forms of DMA. Work refining RFM measures (Shepard 1995, Stone 1988) and 

other list-based indicators of DMA responsivity (indications that a prospect has purchased 

similar goods through a similar DMA channel, or is likely to meet a specified buying 

profile) have always been viewed as key to indicating the quality of any given list. In fact, 

research into determining the quality of any given list remains a priority in DMA. 

Perhaps the most notable piece of recent research on DMA lists is Bult and Wansbeek's 

previously cited 1995 article. Arguing that, of the four decision variables specified by 

Nash, the list is " generally considered to be the most important one" (p. 378), the authors 

eschew widely employed list segmentation techniques for an econometric approach. Bult 

and Wansbeek employ an enhancement over Benslaben's (1992) suggested gains-chart 

analysis for list analysis, incorporating the goal of profit maximization through marginal 

cost and revenue analysis. The authors develop and empirically verify a method for 

improving name selection. 

B ul t and W ansbeck' s article provides a potential significant advance in list based 

segmentation. However, as previously mentioned their approach, like many others, 

focuses almost exclusively on response potential, or list profit maximization. What, to a 

large extent, still seems to be ignored are possible explanations of how and why (or why 

not) any one individual responds to a DMA appeal. In other words, previous DMA 

research has focused largely on macro or aggregate type of indicators, who and when, not 

research into individual consumers' reactions. 

Given this framework for analyzing DMA a brief summation of the weaknesses of 

current research follows. 
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Weaknesses of Current Research 

While the importance of previous research, including ma'timizing list polential, is not 

dispuled, what is proposed in this research is a much grea1er exploration into specific 

consumer reaction to the elements of appeals - a move away from the seemingly 

predominant aggregate list-based approaches to DMA research. Afler all, as poinled out by 

"the father of modem direct marketing" Lesler Wunderman: 

What we continue to do is segment customer and prospect lists and data into smaller 
and smaller groups. We could send different messages to each segment. but we 
don't .. . By using a universal message we are prncticing mass marketing to select 
groups. Because it is profitable we haven't concerned ourselves seriously with the 
silent 98 percent who don't respond to our messages. (Bickert 1996, p. 41) 

What Wonderman is stating is that we appear to be dividing our extant lists into smaller 

segments than we are unwilling (for we are certainly no longer unable) to individually 

target. Obviously, further segmentation of any list can not prove beneficial in this situation. 

However attempting to undet:5tand why different members of a list respond, or not, could 

be greatly beneficial in reaching that "silent 98 percent." 

Regardless of list source (i.e., compiled, brokered, etc.). or the name selection 

procedures applied. it goes without saying that some names will be better prospects than 

others. While the identification of behavioral variables (i.e .• RFM) that help identify those 

names with the greatest potential remains a crucial research effort in DMA. given the 

inherently low response rales from even the best lists, it becomes even more important to 

understand how and wlz y consumers react as they do to any DMA appeaL This point is 

well made by Mehta & Sivadas (1995). Those authors maintain that understanding even 

carefully targeted consumers' reactions to any given offer appears to be even more 

important in today's rapidly evolving electronic media given that even careful targeting may 

not overcome consumers' resistance to DMA appeals. 

Based on the previously ciled limitations of current research in understanding individual 

consumers' response to DMA appeals. and the scarcity of research on IDM, this work 
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draws on the ELM and the A.d research (to be reviewed shortly) to provide useful and 

predictive insights into understanding lzow and why individual consumers react (or fail to 

react) as they do to IDM. 

Broadly speaking, this dissertation can be viewed as a test and application of adapting 

what we have learned from largely image-centered advertising studies to IDM which, while 

(in its short history) can be viewed as information-oriented, is becoming increasingly 

image-oriented given the rapid advancement of enabling technologies. 

This research next states its purpose, reviews the relevant theoretical literature, and 

presents a statement of the research problems. This will be followed by a review of the 

methodology employed, analysis and conclusions. 

23 



CHAPTER 4: PURPOSE OF RESEARCH 

While academic research has begun to reveal consumers' underlying attitudes and 

beliefs about DMA (e.g., Akhter and Durvasula 1991, Corey and Wilson 1994, Mehta and 

Sivadas 1995), there has, as of yet, been no attempt to develop an underlying theory of 

why consumers may respond as they do to any given DMA appeaL This resean:h will 

attempt such an explanation, seeking to contribute to our knowledge of both how and why 

DMA works, not just when, where, and wilh wlwm. Given the previously indicated 

paucity of academic research centering on theoretically based investigations of DMA, 

especially lDM, such research is clearly called for. 

The appeal of doing theoretical research in DMA is obvious for academics, and equally 

promising for practitioners as welL A greater understanding of DMA holds the promise of 

several key benefits for DMA practitioners aside from the previously mentioned advantage 

of providing an organizing framework for the literature. First and foremost among the 

benefits of linking DMA practice with extant theory is the potential to gain a better 

understanding of what specifically is responsible for consumer response, (i.e., those exact 

elements of a DMA appeal that prompt an individual consumer's response)_ This 

understanding of what promotes consumer response can, in turn, lead to the development 

of more effective and efficient DMA tests and final appeals. Better testing should both 

lower development costs and increase the number of tests that can be run for any one 

appeal. Given a fixed budget this understanding should lead to an increased overall 

response rate. 

Second, the application of accepted persuasion and communication theories will 

provide a better understanding of consumer reactions and motivations in regards to DMA. 
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This will allow for the confirmation of the relationships between attinadinal and intention 

measures with acnaal behavioral data that is readily available in many types of DMA. 

Additionally, !he relationship between past, current, and future intentions could be 

examined to verify conswner's reactions, motivations, and beliefs leading to lhe 

construction of beuer models of buyer behavior. In DM, theory tests can easily parallel or 

be run as part of market tests_lending high amounts of external validity as well as allowing 

ralher straightforward "treatment" manipulations, much as many .. test" versus "control" 

projects do in the indusuy today. 

Tests of the nature of the relationships in the previous paragraph tie in very nicely with 

an increasing awareness of"results beyond response" (Yeck, 1988) in the DMA indusuy. 

Understanding the basis for consumers' responses to DMA becomes increasingly important 

as we continue to realize that many DMA appeals may indeed have effects beyond any 

single exposure itself. As examples of this, in their study of direct response coupons Bawa 

and Shoemaker (1986) find that not only do direct mail coupon promotions lead to an 

increase in incremental sales by coupon redeemers, but simple exposure effects are also 

evident as sales increase among coupon non-redeemers as well. While these incremental 

sales (without coupons) do qualify as a response, without careful tracking they may not be 

credited to the direct marketing coupon drop. In fact, some DMA advertisements are run so 

often it appears that studies of frequency effects of DMA ads will become increasingly 

important, much as they have been in general advertising. (How many credit card offers 

have you received in the last six months?, or, how many times are you exposed to banner 

ads in your favorite Website?) Additionally, most legitimate DMA firms are not looking for 

a one time sale, but towards the initiation or maintenance of an ongoing relationship as 

previously mentioned. Even though a customer may not respond to all of a firm's appeals, 

there is likely some influence on repurchase behavior from the flood of catalogs Lands End 

sends out, or the barrage of CBS Sportsline banner ads on the Web. 

Pollay (1986) also addresses "results beyond response," albeit in a much broader and 
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more disrurbing context. In his review of the social science and humanities literatures, 

Pollay addresses possible "unintended effects of advertising." In the views of a number of 

scholars and social commentators, Pollay finds concern with the effects of advertising 

messages and practice on some very fundamental aspects of modem society and culture. 

These broad indicunents of advertising include promoting "materialism, cynicism, 

irrationality, selfishness, anxiety, social competitiveness, sexual preoccupation, 

powerlessness, and/or a loss of self respect" (Pollay 1986, p. 18). The "free speech" 

debate centering on the Internet (the ultimate, it would seem, distribution system for 

pornography), highlights these social concerns. Direct marketing advertising, as part of the 

general marketing system already subjected to greater scrutiny as indicated earlier- and 

with its ability for even greater targeting - must be even more sensitive to these social 

criticisms. 

Understanding these potential "results beyond response" or "unintended effects" 

becomes increasingly important as the tactics used by direct marketers evolve over time. 

Consider the comparison of DMA and image advertising given by Woodside and Motes 18 

years ago (1980, p. 31): 

Advertisers use image advertisements to convey to potential consumers a mood or 
feeling that may motivate them to respond. Although image advertisements may 
create a flow of information, the primary focus is upon design aesthetics with an 
increasing use of a color formal But advertisers do not typically use direct
response advertisements to create product or service differentiation through 
imagery, nor do advertisers normally use them to reflect consumer preferences by 
creating images for products or services that may satisfy consumer needs. In many 
instances advertisers use a black-and-white format · 

These executional distinctions of the past (i.e., the use of color versus black-and-white, 

and an objective of mood inducement versus sales) led Stone (1984) to comment that, 

perhaps, it had been historic differences such as these that limited the application of many 

accepted communications models to DMA. However, more and more, this difference is 

beginning to erode as the lines between traditional "image" oriented advertising and 

"response" oriented DMA continue to blur, especially on the Internet where technology 

brings full motion video closer every day. 
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While differences between DMA and image advertising still exist. they have softened as 

advertisers begin to realize the potential brand-building effects of DMA as well {Peltier, 

Mlleller, and Rosen 1992). Not coincidentally, this convergence occurs as the concept of 

"integrated marketing communications" emerges as a favored marketing paradigm. In order 

to better understand the relationship between DMA and image advertising Peltier et al. 

propose a continuum, with any ad able to reflect aspects of either type of promotional 

tactics and objectives". Thus, while the lines between general advertising and DMA 

apparently dissolve, a major emphasis in this dissertation is an integration of prior 

communications research, often based on more image-based persuasion tactics of general 

advertisers, to the more response oriented nature of DMA often found on the Internet. 

In order to better understand potential consumer responses at an individual level, this 

research now turns to a brief overview of persuasion research. This review leads to the 

Theory of Reasoned Action, and research leading up to its development is summarized to 

provide the crucial attitude to behavior link. As the A.d literature is directly linked to the 

Theory of Reasoned Action, and has greatly aided our understanding of advertising effects, 

it is also presented. The review of this literature concludes with a presentation of the 

Elaboration Likelihood Model as a predominant and important model in persuasion 

research. After development of the theories on which this dissertation draws specific 

hypotheses are proposed and investigated. 
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CHAPTER 5: REVIEW OF THE LITERATURE 

Research into persuasion and the effects of persuasive communication has been 

conducted in earnest since World War I. Common to almost all this research is the strong 

belief that persuasion is an attempt to effect attitudes - hence the attitude and persuasion 

literatures are closely linked, if not inseparable. Given this, a number of representations 

about how persuasive communications effect attitudes and intentions has been forwarded 

over the years. many building upon the findings and theory of their predecessors. The 

purpose of this section is to review the significant theories of persuasion. 

5.1 EARLY PERSUASION RESEARCH 

It is likely that research into persuasion began with the ancients. Aristotle, in his classic 

works on rhetoric, analyzed and wrote about it (Severin and Tankard 1988). However, like 

many great social and scientific advances it was, unfortunately, war that gave rise to the 

roots of modem persuasion research. 

Lasswell's 1927 dissertation, Propaganda Techniques in the World lVar,likely 

founded persuasion research as we know it today. Observing wartime propaganda by both 

sides early theories, exemplified by Lasswell, believed that by simply hitting their target 

propaganda messages would-be effective (post hoc, these theories have been labeled as 

"bullet" [Schramm, 1971] or"hypodermic needle" [Berlo, 1960] theories.) Although rather 

simple by today's standards, two important foundations were laid in this, and other, early 

works on propaganda: First was an emphasis on the study of attitude change; Second, was 

concern over, and research into, mass communications as a communication vehicle. Both 

of these areas remain of paramount importance in persuasion research today, especially in 
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promotion. 

Sadly enough, it was the threat of another war that boosted interest in persuasion 

research yet again- this time World War II. With the establishment of the Institute for 

Propaganda Analysis in 1937 researchers once again focused on fully understanding the 

effects of mass communications on individuals. Throughout World War II prominent 

psychologist Carl Hovland led a group of associates (including Irving Janis and Nathan 

Maccoby) in the study of persuasion, later to be called attitude change. This research was 

sponsored by the US Army's Information and Education Division. The research conducted 

by Hovland and his associates was later labeled "the most important fountainhead of 

contemporary research on attitude change" (Insko, 1967, p. 1). Here, for the first time, 

carcf ully controlled studies of attitude change were conducted including work on one-sided 

versus two-sided messages. 

Afterthe War many of the researchers followed Hovland back toY ale and with funding 

from the Rockefeller Foundation established theY ale Communication Research Program. 

The center sought to develop "scientific propositions which specify the conditions under 

which the effectiveness of one or another type or persuasive communication is increased or 

decreased" (Hovland, Janis, and Kelley, 1953, p. v). Topics investigated included: source 

credibility; fear appeals; and resistance to counterpropaganda. Many of the Yale group's 

studies focused on attitude change as a function of learning, hence were labeled Learning 

Theories- springing from the early work of Pavlov and based on the belief that most 

human behavior is largely learned. (Both Classical and Operant Conditioning are 

considered learning theories.) 

Evolving around the same time, so-called consistency theories were also forwarded. 

Heider's balance theory ( 1946, 1958) viewed attitudes as one mechanism people could use 

to reconcile possible differences in opinions held by interpersonal acquaintances. Balance 

theory gave rise to other "rational" theories including congruity theory (Osgood and 

Tannenbaum 1955), and perhaps the most well known of the balance theories, Festinger' s 
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(1957) dissonance theory. What these models hold in common is a belief in rather rational, 

cognitive efforts to bring elements of an individuals life (i.e., internal beliefs and external 

messages) into alignment 

Noting the difference between so-called irrational and rational modes and models of 

human behavior, Katz and his colleagues developed the Functional Approach of attitudes. 

Here Katz ( 1960) developed the idea that attitudes may serve four different functions for 

the individual: the instrumental or utililarian function; the ego-defensive function; the value 

expressive function; and the knowledge function. Katz cautioned that attitude change 

attempts (persuasion) must consider the function of the underlying attitude to be successful. 

Research on persuasion and attitudes continued throughout the 1960s. 

While attitude and persuasion research continued, the adaptation of these findings 10 the 

marketing literature in the early- and mid-1970s moved slowly. One notable exception was 

Lavidge and Steiner's adaptation of hierarchical communication models leading to their well 

known Awareness - Knowledge - Liking - Preference- Conviction- Purchase 

model in 1961. However, disdain of research in this period is also evident. most notably in 

Jacoby's ( 1978, p. 87) Joumal of Marketing "State of the Art Review." Jacoby begins: 

" ... it is all too apparent that too large a proportion of the consumer (including marketing) 

research literature is not wortlltlze paper it is printed on, or the time it takes to read." Arndt 

( 1982, p. 24-5) was slightly less critical of the research to that time, yet still labeled the 

work of the 1970s as the "Utopian Grand Theories Phase," accusing much of the work as 

being "limited and culture bound." 

In retrospect, the criticisms of consumer research may have been justified. However, it 

must be noted that significant advances were being made towards understanding consumer 

behavior and the process of persuasion. One notable weakness in consumer research 

through this period was establishing the tenuous attitude to behavior link, as reviewed next. 
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The Weak Link: Attitude to Behavior 

A crucial assumption made in many attitude and persuasion studies is that, ultimately, 

attitude(s) effect people's behaviors. However, this link was always subject to some 

debate. A classic early study in!O this relationship was conducted by La Piere (1934). I..z 

Piere and a young Chinese couple toured the U.S. in the early 1930s, stopping at 251 

hotels and restaurants. In onfy one case were they denied service. Surprisingly, in a 

follow-up questionnaire responded 10 by 128 of these businesses, 92% of the restaurants 

and 91% of the hotels replied .. no" when asked .. Will you accept members of the Chinese 

race as guests in your establishment?" Although fraught with weaknesses, the study was an 

early precursor of the difficulties in establishing the attitude to behavior link that haunted 

persuasion researchers for years. 

Similar weaknesses in the attitude to behavior link were discovered by Festinger ( 1954) 

who found only three studies at the time that could strongly link attitude changes with 

behavioral outcomes. Similarly Wicker ( 1969), in a oft-cited article, reviewed 30 studies 

reporting attitude and behavior relations. Wicker concluded that the attitude-behavior 

correlations .. are rarely above 30, and often near zero" (p. 65). Wicker's article received 

quite a bit of attention among social psychologist, leading to a '"crisis' Zeitgeist" where the 

field was subjected to scathing criticisms (Eagly and Chaiken 1993). Such poor results as 

this lead to an important development in the study of attitudes and persuasion - the Theory 

of Reasoned Action. 

5.2 THE THEORY OF REASONED ACTION 

In an attempt to better establish the link between attitudes and behaviors, in 1967 

Fishbein introduced his first model relating the two - a model later refined and labeled The 

Theory of Reasoned Action (Ajzen and Fishbein 1970). The model is as follows: 

8 "' 81 = [A"")w0 + [N8(M0)]w 1 

where 
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B= 
BI= 
A.c. = 
NB= 

overt behavior 
!he intention 10 perfonn behavior B 
attihlde 1owards performing a given behavior in a given situation 
nonnative beliefs. or beliefs significanl othcn think one should oc should nol 

perform !he behavior 
motivation ID comply with the norm 
empirically de!mnincd n:gression wc:ighiS. 

The model incorporates key situational influences of attitudes and behaviors. As a result, 

the theory produced multiple correlations of around .80 in early experiments predicating 

behavioral intentions (Fishbein 1973). This same research also found rather high 

correlations of .70 between behavioral intentions and overt behavior. Such strong 

correlations were a watershec:J development in ani tude research, opening the door for many 

important advances. 

Additional work on the Theory of Reasoned Action, in the realm of voluntary acts, has 

identified four threats to behavioral intention's predictive potency (Sheppard, Hartwick, 

and Warshaw 1988, p. 325). These threats relate to detailing the specificity of the 

behavioral intention in terms of: What action is of interest; What is the context of the action ; 

What time-frame is being considered; and/or What is the level of specificity being 

examined. Sheppard et al. performed a meta-analysis to test the generali:zability of the 

Theory of Reasoned Action, specifically in the domain of consumer behavior. Their 

analysis included studies where violations of several "boundary conditions" occurred. The 

results of the Sheppard et al. analysis showed the Theory of Reasoned Action to be robust, 

even when exceeding the limiting conditions originally proposed by Fishbein and Ajzen. 

Imponant to this study's investigation of the attitude to behavior link, violations such as 

those specified by Sheppard eta!. are not as likely to occur in the context of DMA as in 

other contexts for several reasons: ( 1) the action of interest, and its specificity are clearly 

identified - placing an order (or inquiry) or not, and (2) the context and time-frame of 

interest are both well specified - exposure to a DMA communication usually leading to an 

immediate decision to order (or inquire) or noL Given these factors, the Theory of 

Reasoned Action does much to validate the use of behavioral intentions in studies of IDM, 
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such as this dissertation will undertake. 

Even with its robustness, however, a key weakness of the Fishbeinien approach is that 

it posits that beliefs (or cognitions) are the major mediators of attitude formation and change 

(Mitchell and Olson 1981). It is now widely accepted that affect or emotions have 

considerable influence on consumer behavior. In the persuasion literature affect has now 

been fully integrated through the A.d construct, to be reviewed next. The literature review 

section will conclude with a review of the central theory used by this research, the EI.M. 

5.3 ATTITUDE TOWARDS THE AD AND RELATED RESEARCH 

During the past decade, one topic, perhaps more than any other, has been the focus 
of considerable research attention in the marketing/advertising literature. That topic 
is artitude toward the ad (A.J. In recent years, it seems as though nearly every issue 
of the major marketing and advertising journals contains at least one article that has 
A.d as its primary focus, or at a minimum, has incorporated a measure of the 
construct for purpose~ of investigating A.d. s role in ad processing. A current count 
of A.4-related articles puts the number well over 100. Clearly, artitude towards the 
ad has captured the attention of marketing/advertising researchers. (Muehling and 
McCann, 1993, p. 25) 

The importance of the affective reactions to advertising on brand attitudes (Ab) and 

purchase intentions was first explored in 1981 in two separate articles, one by Mitchell, the 

other by Olson and Shimp. However, it was MacKenzie, Lutz, and Belch's seminal 1986 

article, "The Role of Attitude Toward the Ad as Mediator of Advertising Effectiveness: A 

Test of Competing Explanations," that firmly established the importance of the A.4 

construct. MacKenzie et al. drew on previous work in the consumer behavior and 

psychology literature to develop four plausible alternatives of the effects of advertising on 

consumer intentions - specifically intentions to purchase a brand (Ib). These four models 

are duplicated in Figure 3. 

Based on prior hierarchy·of effects frameworks, three relationships are specified in all 

four models MacKenzje et al. develop and test These links reflect the belief that cognition 

precedes affect, which in tum precedes conation. While this cognitively-based "think-feel-

do" model has been subject to some criticism in many purchasing situations, this sequence 
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Figure 3 - Attitude Towards the Ad 

A. Affect Transfer ttjpothesls (ATH) B. DW~I Mediation Hypothesis (DMH) 

cad • A ad cad .. A ad 

+ / + 
cb .. Ab • lb cb .. Ab .. lb 

C. Reciprocal Mediation Hypothesis (RMH) D. Independent Influences ttjpotheses (UH) 

where : 
C.,= 
C,= 
A.,= 
Ao= 
~= 

.. ~f 
---t•~ A b ---1•~ I b 

ad cognitions or thoughts 
brand cognitions or thoughts 
attitude towards the ad 

attitude towards the brand 
intention to buy 

MacKenzie et al . 1986 

---1•~ A ad 

seems particularly adaptable to DMA where lhe consumer must play an active role by 

processing and evaluating information prior to placing an order(versus, for example, 

general advertising where the frequent goal is merely to reinforce a current brand attitude). 

Common among lhe four MacKenzie et al. models are the following paths: 1) c.d .... A.,p 

2) c;, .... Ab• and 3) Ah .... Ib . The first two links represent how thoughts are believed to 

influence attitudes as predicted by the Theory of Reasoned Action. As can be seen, 

MacKenzie et al. also incorporate the link from brand attitudes to behavioral intentions in all 

models, citing the "considerable evidence in support of the linkage ... under the rubric of 

the 'extended' Fishbein model (see Ryan and Bonfield 1975)" (p. 131). As will be seen, 

the established relationship between Ab and intentions plays a crucial role in the present 

research. 

Using "Strong Inference" (Platt 1964) and USREL V (Joreskog and Sorbom 1981). 
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MacKenzie et aL tested the four competing models of advertising effects. They found that 

the Dual Mediation Hypothesis (DMH. Fig. 3, chart B) best fit the data from both a 

developmental and validation sample. The superior fit of the DMH has been supported 

repeatedly (Gardner 1985, Homer 1990, and Miniard, Bhatla. and Rose 1990). Further 

substantiation of the DMH is provided by Brown and Douglas' (1992) exhaustive meta

analysis, including .. all published papers with effects involving ad attitudes." Brown and 

Douglas solicited data from the authors of 60 pieces. They then tested and verified the 

superior fit of the DMH with data from 43 studies. As a result of this extensive verification, 

to date the DMH remains unchallenged as "the" model of advertising effects. 

The importance of the DMH for DMA is that in DMA the appeal itself likely does 

influence both brand attitudes and purchase intentions independenJ from any product

related attributes communicated, and should, by extension, influence consumer response as 

welL This was a consideration overlooked by early DMA researchers who believed that 

appeals were processed solely for their information or argument content (Woodside and 

Motes 1980). Of course, the interesting question remains: "How does a DMA appeal 

persuade?" 

Given the importance of the work on A•d• applications to the domain of DMA were 

sought to both expand the generalizability of A.d research, as well as move towards 

adapting these works to DMA and establish its place with existing theory. Given that the 

most complete work on the antecedents of A.d is MacKenzie and Lutz ( 1989). that piece 

was examined to explore the relationships and potential differences between DMA and 

general advertising. 

Antecedents to Aad 

MacKenzie and Lutz ( 1989, drawing heavily on Lutz 1985) build and test a 

comprehensive model of how A.d is formed. Two perceptual constructs: ad credibility, ad 

perceptions; and three affective constructs: attitude towards the advertiser, attitude towards 

advertising, and mood" were thought to have direct impact on A.d. However, when 
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MacKenzie and Lutz tested their model, the hypothesized path from attitude toward 

advertising in general to Ao4 was not statistically significant, implying the lack of a causal 

relationship. This result was surprising to the authors, and, as will be shown, contrary to 

subsequent work on DMA attitudes. Certainly further investigation of this relationship is 

called for. 

In an attempt to adapt MacKenzie and Lutz's work on antecedents of AMJ. to IDM 

attitudes similar relations were sought in the DMA literature. While no direct adaptation was 

found, similar relationships between beliefs about advertising in general and specific ads 

have been tested. Akhter and Durvasula (1991), for one, sought to test how different 

consumer attitudes towards DMA firms, media, and response channels (i.e., mail or 

phone) would impact purchase intentions. (Recall that the DMH establishes that Ab is the 

immediate determinant of intentions, and that A.d directly influences Ab .) While Akhter and 

Durvasula's attitudes towards direct marketing (A0M) scale- does not correspond to 

MacKenzie and Lutz' s more widely employed measures of attitudes towards advertising", 

Akhter and Durvasula also find that ADM does not effect purchase intention, mimicking 

MacKenzie and Lutz' s findings. However, when attitudes towards ordering by catalog, 

and attitudes towards ordering by phone were factored in (increasing the specificity of the 

A0 M effect "source"), significant effects on purchase intentions were found. This raises the 

possibility that A~». 1 may indeed effect Ab, (through A.J. or at least that attitudes towards 

specific forms of DMA may effect A.d· (The difference in the two studies is further 

complicated by Akhter and Durvasula's rather low coefficient alpha =.63 for Aa.1• versus 

MacKenzie and Lutz's rather high alpha's of .90 and .96 for their attitude towards 

advertising scales in the developmental and validation samples respectively.) 

A result more consistent with MacKenzie and Lutz's 1989 conceptualization of A.d 

antecedents is found by Mehta and Sivadas (1995) who investigate consumer attitudes 

towards DMA on the Interne~ They find that consumers' attitudes towards DMA'" does 

influence altitudes towards receiving targeted advertising on the Internet While no Aad or 
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purchase intention measures were gathered, it is shown that ADM does influence advertising 

receptivity in this new medium, which allows Ab to be effected and, in turJl. to influence 

response (i.e. , one must process and evaluate DMA promotional material before one is 

willing to act). 

Most recently Korgaonkar et a!. ( 1 W7) conducted a thorough study of consumers' 

reactions to DMA using Pollay and Mittal's (1993) comprehensive model of consumer 

attitudes and beliefs towards .advertising. Korgaonkar et al. found that consumers could be 

broken into three groups based on their a.ttitudes towards DMA: those who were largely 

favorable (" the assenrs''), those who held mostly negative beliefs ("the dissenrs"), and 

those consumers with mixed feelings ("the ambivalenrs"). Findings suggest that there were 

differences between the groups in frequency and amount of past direct marketing 

purchasing behaviors. While these findings are correlational, they do provide strong 

support for a link between Aa.1 and A ad (again, through Ab) as hypothesized by MacKenzie 

and Lutz' s model. 

While other studies on consumer DMA attitudes have been conducted (i.e ., Milne and 

Gordon 1994), no definitive answer to the influence of ADM on A.d has been provided. This 

is an area that certainly bears further investigation. Having brieOy explored the antecedenrs 

toA.d, additional work on M11cKenzie et al. ' s DMH will now be reviewed. 

Modifications to the DMH 

Another interesting and important finding relating Aad to consumers' reactions to 

advertising was conducted by Miniard, Bhatala, and Rose (1990). In order to facilitate 

analysis and expansion of the DMH Miniard et al. suiHiivided advertising attitudes even 

further, decomposing A.d into those elemenrs that are claim related (A~. and those that are 

non-claim related (e.g., does the picture relate to the product or not, A.c~-..J · Miniard et al . 

indicate how this decomposition of A.d into claim and non-claim componenrs relates to the 

conceptualization of ad attitudes arising from reactions to both message and executional 

elements, as specified by MacKenzie and Lutz ( 1989). MacKenzie and Lutz label the 
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involvement arising from processing advertising claims as advertising message 

involvement, similar to Miniard et al.'s A.s..:· As discussed previously, this study relates 

Awi-c to the first two levels of the product (see DMA literature review section). Similarly, 

MacKenzie and Lutz's advertising execution involvement, or Miniard et al.'s Aa.Hx is likely 

to focus on non-product oriented components, or those factors viewed as purely 

executional. This division also fits well with the practice of DMA, where both the offer and 

the execution are given considerable attention. One can also note that these two components 

of A.d are likely to have differential effects on persuasion depending on the degree of 

involvement Investigation of the decomposition of A.d in DMA will be further explored 

later in this dissertation. 

Having now reviewed the development of several different theories and models of 

persuasion, this study turns to a review of the ELM. The ELM was chosen as the central 

theory for this work for its integration of prior theory, adaptability to varied models (e.g., 

the DMH), and frequent, almost dominant use in persuasion research today. 

5.4 THE ELABORATION LIKELIHOOD MODEL 

Background 

One of the most widely adapted fmmeworks for persuasion research has been Petty and 

Cacioppo's (1981, 1986) Elaboration Likelihood Model. To date the ELM has been 

employed in explaining the effects of many distinct variables on persuasion. Among studies 

using the ELM are those investigating: the use of celebrity endorsers (Kahle and Homer 

1985); the impact of rhetorical questions on elaboration (Swasy and Munch 1985); the 

effects of advertising repetition (Batra and Ray 1986); how cosmetic versus substantive 

differences in advertising copy impact attitudes (Schumann, Petty, and Clemons 1990); and 

an investigation of the effects of involvement on product search (Wright and Lynch 1995). 

Growing out of their research into cognitive response models, Petty and Cacioppo 

developed the ELM to help explain a variety of seemingly anomalous findings in prior 

communication and persuasion research and theory, and place all such research "under one 
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conceptual umbrella" (Eagly and Chaiken 1993. p. 305). Given the wide adoption of the 

ELM. one infers that they were largely successful. 

The ELM extends research into persuasion in two important ways. First, the ELM 

specifies conditions under which persuasion should be mediated by the amount of message 

relevant thought an individual undertakes. This is the elaboration component of the ELM, 

where elaboration is closely related to the crucial construct of involvement, to be discussed 

shortly. 

The second key contribution of the ELM is the detailing of two possible routes of 

persuasion. or persuasion pr6cesses. that may occur. These two routes are the central 

route, occurring when involvement stimulates substantial amounts of message processing, 

and the peripheral route to persuasion that occurs when message-related thinking is limited. 

These two routes, and the impact of involvement on a variety of outcomes are outlined in 

Figure 4 (next page). Given the key role involvement plays in the ELM (if not all research 

into communication and persuasion), a brief review of that central construct will be 

presented before reviewing the ELM itself. 

Involvement 

As stated, one of the most pervasive intervening variables (both as a mediator and 

moderator) in the communication, attitude, persuasion, and promotional literature to date is 

involvement. In fact, involvemem is such an important construct it has been shown to 

effect every stage in an individual's hierarchy of effects towards communications. 

Krugman (1965) first raised the importance of understanding varying levels of 

involvement as researchers struggled to understand the effects of advertisements in the 

relatively new (for the time) medium of TV. Krugman introduced the concept of 

involvement into the marketing literature to help explain the different levels of processing 

varied advertisements appeared to receive. Shortly thereafter, the role of involvement was 

broadened when Howard and Sheth ( 1969) identified how different product classes were 

likely to have inherently different levels of ego-involvement (an intrinsic interest on the part 
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Figure 4 - The Elaboration Likelihood Model 
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Message Processing 
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of the individual) in their Theory of Buyer Behavior. 

Continuing to recognize the importance of involvement it was next incorporated into the 

search, decision and learning literature by the likes of Clark and Belk ( 1978) and Zinkhan 

and Farnell (1989). The previously cited works all set out to define and measure 

involvement, an effort that seemed to reach its peak in the mid 1980s (see especially: 
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Zaichkowsky 1985, Laurent and Kapferer 1985). 

The importance of involvement in undersranding persuasion is highlighted by a series 

of Psychological Bulletin articles in the late 1980s and early 1990's by Johnson and Eagly, 

and Petty and Cacioppo. In the consumer behavior literature Celsi and Olson (1988) 

demonstrate the central role involvement has on attention and comprehension processes. 

Celsi and Olson found that high levels of involvement stimulate a greater level of 

information processing on the part of the consumer, while low involvement prompts less 

effort expended towards the evaluation of the information components of a given 

communication. 

Today little work is carried out in persuasion research without acknowledging (through 

measurement), or incorporating (via manipulation} , different levels of consumer 

involvement. However, and perhaps surprisingly, involvement was not fully integrated 

into any comprehensive model of persuasion until the development of the ELM. This, 

among other reasons, is one key reason the ELM, to be reviewed next, was chosen as the 

basis for this study. 

Research Involving the ELM 

Peny and Cacioppo ( 1986, p. 5) present the key components of the ELM in seven 

postulates, which are reproduced in Table l (next page). Additional work with the ELM 

has been conducted and can be classified as either operational or conceptual. In the former, 

the relationships specified by the ELM are tested. This research has examined the impact of 

various message components such as the quality of a message's arguments, source 

attractiveness, the number of arguments in a message, and use of celebrity endorsers on 

persuasion. This research has repeatedly shown that message variables have varied effects 

on persuasion under different levels of elaboration. This has done much to establish the 

validity of the ELM for predicting outcomes in persuasion contexts. 
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Table 1 - Seven Postulates of the ELM 

1 . People an: motiva.led 1o bold correct attitude3. 

2. Although people want 1o hold com:ct altitudes. the amount aod nature of issu.e-rclevaot 
elaboration in which they an: willing or able 1o engage 1o evaluate a message vary with individual 
and situational fac1ors. 

3. Variables can affect the amount and direction of attinule change by (a) serving as persuasive 
arguments. (b) serving as peripheral cues and/or (c) affecting the extent or direction of issue and 
argument elaboration. · 

4. Variables affecting motivation and/or ability to process a message in a relatively objective 
manner can do so by either enhancing or reducing ar,_cnt scrutiny. 

5. Variables affecting message processing in a relatively biased manner can produce either a positive 
(favornble} or negati,·e (unfavorable} motivational and/or ability bias to the issue relevant 
thoughts aucmptcd. 

6 . As motivation and/or ability to process arguments is decreased. peripbaal. cues become relatively 
more important dctenninants of persuasion. Conversely. as argument scrutiny is increased. 
peripheral cues become relatively less important determinants of persuasion. 

7. Attirude changes that result from processing issue-relevant arguments (central route} will show 
greater temporal persistence. gRater persistence. greater prediction of behavior. and a=reater 
resistance to counterpersuasion than attirude changes that result from mostly peripheral cues. 

Conceptually, the model itself has been the focus of significant scrutiny as well. As 

examples, in their examination of the ELM, MacKenzie and Spreng ( l992) verified the 

impact of motivation on central and peripheral cues' ability to effect brand attitudes and 

purchase intentions within an ELM framework. Additionally, Miniard, Sirdeshmukh, and 

Innis ( 1992) verified the ability of peripheral cues to effect brand choice. In sum, over a 

wide range of variables, under different experimental settings and operationalizations, the 

ELM has consistently added valuable insight into the process and outcome of persuasion 

attempts. It is for this reason that the ELM has been chosen for this study of DMA. A brief 

review of the ELM. and its critical components of elaboration, cues, and arguments, is 

presented next (For a more thorough review of the ELM. and other ''dual process~ 

models. see Eagly and Chaiken's exceptional 1993 book.) 
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Aspects of The ELM 

As can be seen from postulates 1 and 2 (fable 1) the ELM builds on prior a ttitude 

theory, addressing the quandary many consumers find themselves in when evaluating 

persuasive messages: The desire to make the "right" or best interpretation of 

communications on one hand, versus the amount of effort they are willing to put into 

making this evaluation (i.e., people as "cognitive misers" or "lazy organisms'). Given this 

conflict, Petty and Cacioppo ( 1986, p. 8) establish an "elaboration continuum" with 

elaboration " .. . determined by a person 's motivation and ability to evaluate the 

communication presented." 

Variables that Petty and Cacioppo considered important to stimulate involvement" 

•• .. . are those that affect a person's mther conscious intentions and goals in processing a 

message" (p. 8). The implications of involvement for DMA are clearly spelled out, as Petty 

and Cacioppo (1986, p. 1~ 7) maintain " . .. that in evaluating or designing an ad for a 

particular product, it is extremely important to know what information dimensions are 

important for people who desire to evaluate the true merits or implications of the 

product. . . " This indicates that the "relevant" arguments used to evaluated the merits of any 

product or issue are likely to vary from person to person and situation to situation - a 

context especially suitable for the employment of targeted DMA appeals. 

One outcome of involvement, therefore, is that it will be the informational dimensions 

of a promotion that largely determine evaluations and attitudes for people intent on 

evaluating the content of any given communication (high involvement). The effect of 

involvement on message processing is seen in Figure 5 where an ineffective treatment 

(manipulation) is administered. In panel (a), where involvement is low, the informational 

aspects of a message such as argument strength or quality (message copy treatments), have 

little effect on attitudes as minimal message processing takes place. In panel (b) increased 

involvement stimulates differential processing of strong and weak arguments, resulting in 

different attitudes, but as seen by the horizontal position of the lines, the additional 
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Figure 5 - ELM Effects: Argument Strength Effect 

Effect of Involvement on Attitudes for 
Arguments of Varied Strength 

Potential 
Message 

Main 
Effect 

(a) low involvement 

Strong 

•- - . --.Mixed _____ _.,Weak 

From Petty and Cacioppo, 1986. p. 34, panel1. 

(b) high involvement 

Strong 

• - - - _. Mixed 

- - - - - --.. Weak 

communication cues (treatments) had no effect Figure 5 demonstrates the mediating effect 

of involvement on argument strength only, with the absence of any additional message 

factor. 

Recognizing the inherent effects of involvement on persuasion, however, it is widely 

acknowledged (Gom 1982, Zajonc 1980) that thoughtful processing of persuasive 

arguments is not the only means through which persuasion can take place. According to 

other persuasion theories such as self-perception theory (Bern 1972) or heuristic or "dual 

process" models of persuasion (Chaiken 1980, Eagly and Chaiken 1993), "reasonable" 

attitudes can also be f ormcd without scrutiny or detailed processing of the arguments 

presented in any given communication. Postulate 3 of the ELM recognizes the possibility of 

attitude formation and change in low involvement situations and specifies that a variable 

may effect persuasion by not only serving as an argument, but as a peripheral cue, and/or 

biasing issue relevant thought as welL Each of these possibilities for a message variables' 

effect on persuasion will be considered next, in tum. 

The ELM and Message Arguments 

As previously stated, and shown in Figure 5, arguments play a crucial role in the ELM 

in determining the amount of persuasion likely, especially in effortful (high elaboration) 
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situations. Arguments " ... are viewed as bits of information contained in a communication 

that are relevant to a person 's subjective determination of the true merits of an advocated 

position" (Petty and Cacioppo 1986, p. 16). It is important to note that any factor affecting 

message processing may be considered an argument. An oft-cited example is a 

spokesperson 's attractiveness when promoting health and beauty aids. Here, the 

spokesperson's attractiveness is likely to be attributed to the beneficial nature of the 

product, demonstrating its efficacy. 

In research using the ELM. manipulation of, and reaction to, different strength 

message arguments has been critical towards indicating the type of processing undertaken 

(central or peripheral) by establishing responses to strong or weak message arguments (so 

called "pattern matching"). If a communication element exhibits the effects shown in Figure 

5 , that variable can be said to be serving as an argument- differentially effecting attitudes 

on! y under condi lions of higher involvement 

Peripheral Cues 

As mentioned, variables may effect persuasion other than by acting as arguments. 

Components of a persuasive message may also be viewed as peripheral cues - message 

components " ... that can affect attitudes without necessitating processing of the message 

arguments" (Petty and Cacioppo 1986. p. 18). The effects of peripheral cues under 

conditions of low involvement are depicted in Figure 6. (The diminishing effects of 

peripheral cues on persuasion as involvement increases is shown in panel b of Figure 4.) 

The existence of peripheral cues recognizes the possibility of attitude change without 

involvement. most likely to occur through the activation of an affective state. Once again. 

given low involvement and the attendant limited argument processing, argument strength 

has little effect on attitudes. However, the addition of the peripheral cue either raises or 

lowers overall persuasion or attitude depending upon whether the cue is perceived 

positively (Figure 6, panel a). or negatively (Figure 6, panel b). It should be noted that 
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Figure 6 - ELM Effects: Peripheral Cues 

Peripheral Cue Effects (Low Involvement) 

(a) positive bias (b) Negative bias 

Treatment 
(Peripheral Cue) 

Main 
Effect 

~ -- -.- -----.-

s ... n. 

Strong 

Mixed 

Weak 

From Petty and Cacioppo, 1986, p. 34, panel II. 

~Strong -- -- -Mixed -- --.. Weak 

........ 

peripheral cues are often related to the executional aspects of a persuasive communication. 

Alteration of Message Processing (Involvement) 

Next, as stated in postulate 4, variables may also affect persuasion by objectively 

altering the effort given to message processing, or changing the level of involvement The 

effects of engaging in objective message-related processing (high involvement) are 

demonstrated in Figure 7. Here, when exposed to a message factor that increases or 

enhances the effort given to message processing (panel a), strong or cogent arguments 

appear stronger while weak or specious arguments appear weaker. Conversely, the case 

where a message variable detracts or disrupts the effort given to message processing is 

depicted in panel b, where the differential effects of both strong and weak arguments are 

nullified, and have less impact on message attitudes. Figure 7 clearly demonstrates that a 

variable that objectively effects involvement may either stimulate heightened involvement 

(panel a), or suppress or reduce involvement (panel b), with its attendant effects of 

increasing (or reducing) discrimination between strong and weak arguments. 

The ELM does not maintain, however, that all variables will effect message processing 

objectively. As detailed by postulate 5, and shown in Figure 8, message variables may also 
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Message 
X 

Treatment 
Interaction 

Figure 7 - ELM Effects: Altering Involvement 

Objective Processing 

(a) enhance 

---------...... - - - • 
...__ 

-----

Strong 

Mixed 

Weak 

(b) reduce (disrupted processing) 

~Strong 
- - - - •Mixed 

..--
_... _... 

__.Weak 

From Petty and Cacioppo, 1986. p. 34, panel Ill. 

serve to bias processing. Under biased processing a variable stimulates or enables people to 

generate or suppress both favorable and unfavorable thoughts in response to a message. 

Biased processing can be thought of as the case where the influence of message arguments 

is determined independently of their strength or quality. Figure 8, panel (a) demonstrates 

the case where a variable not only increases involvement (as can be seen by the greater 

discrimination of strong and weak arguments), but makes the message appeal higher, 

whether their arguments are strong, or specious. Figure 8, panel (b) depicts the opposite 

effect where the variable not only increases message processing (evidenced by the greater 

difference in baseline and treatment argument effects), but has a negative impact on 

attitudes for strong and weak arguments alike. 

Having detailed the three possible effects any variable may have, (acting as arguments, 

peripheral cues, or altering involvement either objectively or in a biased manner), one last 

imperative point needs to be made. The ELM does not predict what roles variables may 

play. nor restrict variables to-only one role. How a variable influences persuasion may only 

be established through experimentation and manipulation checks, matching the pattern of 

results with the four figures just presented. !n fact, this confound has often proved 

troubling in ELM-based experiments where variables structured to be processed 

peripherally may have also been centrally processed, hence acted as arguments 
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Figure 8 - ELM Effects: Bias 

Biased Processing - Increased Involvement 

Treatment 
(Peripheral Cue) 

Main Effed 
+ 

Messagax 
Treatment 
Interaction 

-· .. Tr .. n.nt 

From Petty and Cacioppo, 1986, p. 34, panel IV. 

(b) negative 

-· .. ··-
as well. An example of this type of confounding is likely found in Mitchell's research 

(1982). Here the author uses a picture designed to induce a positive mood, a peripheral 

cue. However, as Mitchell points out, the picture may also have been related to the product, 

acting as an argument as well (i.e., the picture of a kitten signaling the softness of the toilet 

tissue used in the focal advertisement). 

The ELM and the Aad Literature 

A considerable amount of research has been conducted integrating the ELM, and the A.d 

research. Of special note for this research is the specification of both an A.d- Ab and A.d 

.... C., link in the DMH. MacKenzie eta!. specifically reference Petty and Cacioppo (1981), 

and label the A.d .... Ab link as representational of the peripheral route of processing in the 

ELM, where peripheral cues will influence Ab, hence intentions. However, MacKenzie et 

al. mistakenly state that the A.d .... C., link is at odds with the ELM, as the DMH proposes 

that "central and peripheral processes are intertwined [emphasis in original] rather than 

substitutes for one another" (p. 132). Other authors (Stiff 1986) have also mistakenly 

interpreted Petty and cacioppo, inferring that central and peripheral processing may not 

occur at the same time. Petty eta!. unambiguously correct the misinterpretation in asserting 

that " ... the ELM does not hold that a given peripheral process ... is less likely to occur as 
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the elaboration likelihood is increased, but only that the peripheral process is likely to 

account for less variance in the attitude adopted" ( 1993, p. 337-8). 

Additional research supporting the operation of both persuasion routes simultaneously 

is found in Miniard eta!. (1990). who conclude that AOAJ (peripheral cues) effects C, in 

highly involving situations. Additionally, Miniard et al. (1991) support that both central 

and peripheral cues influence intentions under conditions of moderate involvement Lastly, 

Miniard et al. ( 1992) find a persistent effect of A.d. based on peripheral cues, on brand 

cognitions (C,) . The authors infer that this provides evidence that peripheral ad elements 

can and do effect how an ad is processed and evaluated, regardless of the type of 

processing undertaken (centro! or peripheral). Further substantiation of this point is 

certainly called for, and will be investigated in this research. 

Before stating the specific problems of interest to this research, one last important 

finding regarding the EI...M - relativity- will be briefly addressed. 

The ELM and Relativity 

Petty and Cacioppo ( 1986, p. 20) slate that a key element of the ELM throughout its 

many operationalizations is relativity: "It is possible," they write, "and useful to distinguish 

message processing that is relatively objective from that which is relatively biased. n This 

principle of relativity for processing objectivity has been extended to involvement in most 

ELM-based studies. Such an adaplation is important when studying varied levels of 

involvement as absolmely low involvement situations are almost impossible to induce in 

experimental or forced exposure situations. Hence, most ELM-based research uses 

conditions of higher and lower involvement, instead of true low versus high involvement 

situations. 

Before formally stating the research problems, it is important at this point to reiterate the 

crucial role argument quality plays methodologically in the ELM frameworlc. As can be 

seen in the preceding figures, reactions to arguments of different strength determines: 

1] whether the effect of a treatment variable (message component) is (a) objective or (b) 
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biased. and: 2] determines which route of persuasion was followed for any given 

communication stimulus. Having compleled the review of the relevant liternture the specific 

problems of interest are identified. 

50 



CHAPTER 6: STATEMENT OF PROBLEM AND HYPOTHESES 

The proceeding sections have briefly reviewed literature in persuasion research (most 

notably, the ELM and the A.d literature). Adapting research from the ELM and A,d literature 

to IDM serves two distinct, yet important purposes. Fust it broadens the domain of these 

theories from applications in image or general advertising to the much more interactive 

domain of the Internet (serving as both a replication and extension). Second, it begins to 

establish a theoretical basis for IDM research as well. Adaptation of prior work in 

communication and persuasion research (conducted in mass, one-way communication 

media), to the domain of the WWW should do much to validate some of the basic tenets of 

persuasion knowledge as new marketing communication methods and paradigms emerge. 

What remains is to propose and test specific hypotheses testing prior persuasion theory in 

an IDM domain. 

In addition, several questions have been raised, and modifications proposed, pertaining 

to the two areas adapted for this research. Most notably, the dual operation of both central 

and peripheral cues in the ELM, and the influence of overall attitudes towards advertising 

on behaviors in the A.d literature. Both of these issues will be addressed, hoping to clarify 

these important relationships. Additionally, the A.d literature appears to be moving towards 

decomposing A.d into claim and non-claim components, the usefulness of doing so will 

also be tested in this work. 

As MacKenzie and Spreng ( 1992) indicate, "Over the years a substantial body of 

empirical evidence has confi(TT!ed the roles of both central and peripheral processing in 

mediating the impact of advertising on brand attitudes (Gardner 1985; Homer 1990; 

MacKenzie, Lutz and Belch 1986; Mittal 1990; Park and Young 1986; Shimp 1981)." To 
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some extent it is this link between ELM and A.d research that this dissertation seeks to 

further explore. In order to facilitate this exploration. the hypotheses are broken into three 

main sections: Those dealing strictly with ELM-related issues; hypotheses relating to the 

antecedents of A.d; and a final section investigating the modification of MacKenzie et al.' s 

DMH While some of these hypotheses have been stated indirectly previously. facilitating 

their presentation here. others will be further developed. 

6.1 INTERNET DIRECT MARKETING AND THE ELABORATION 
LIKELIHOOD MODEL 

To adapt the ELM to IDM. it is first imperative to test its generalizability. Borrowing 

from Petty. Cacioppo. and Schumann (1983): 

H 1: The quality of an IDM advertisement• s arguments should have more impact on 
attitudes toward the IDM ad (A.d). the brand (Ab). and purchase intentions in 
high vs. low involvement conditions. 

The moderating effect of involvement on ad and brand attitudes is a direct adaptation of the 

ELM to IDM. Verification of this crucial hypothesis establishes that changing involvement 

does impact the route to persuasion employed (central or peripheral) as evidenced by the 

impact of arguments on persuasion. Once verified. this hypothesis will show how 

involvement impacts the processing of IDM appeals. 

The second question to be addressed directly relative to the ELM is the possibility of 

both central and peripheral processes opemting simultaneously. Miniard et al. (1990) found 

support for their hypothesis that ad attitudes can have a significant causal role on" 

formation regardless of which persuasion route is operative. Thus: 

H2: Under conditions of high involvement both central and peripheral cues 
contained in an IDM appeal may influence Ab• and behavioral intentions. 

Verification of this hypothesis will be demonstrated if A.d influences Ab even in high 

involvement siruations -currently thought to be dominated by central processing. As past 

research has demonstmted the crucial direct influence of Ab on purchase intentions. 
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establishing the influence of peripheral cues on Ab even under high involvement (central 

route processing) will show the important role these cues have regardless of a person's 

cognitive effort devoted 10 processing a Website. 

If the relationships demonstrate the adaptability of the ELM to IDM, this study will 

investigate both how and why different elements of an IDM appeal work: to make it more 

effective, or not. This unders.tanding will allow us to begin to understand such questions 

as: Does American Family Publishers need to continue paying the premiwn foc Dick Clark 

and Ed McMahon to promote its magazine sweepstakes, or are the sweepstakes themselves 

such a compelling (involving) argument for people who visit its Website that Dick and Ed 

are no longer needed?; Does USAA (a highly respected insurance and flnancial institution) 

need to personalize its Website copy for each visitor (asking each visitor to log in), or does 

the involvement demonstrated by accessing the Website obviate the need for additional 

interactive "cues" tx:ing provided?; Does a new high tech stereo product need to include 

image and mood appeals when constructing Web pages to tx: accessed by confirmed 

audiophiles? Not only is it likely that the ELM could assist in formulating answers to these 

questions, but add depth to the findings of current IDM testing methodologies as well. 

Finally, although not stated as a formal hypothesis, it is tx:lieved that current DMA 

databases, and attitudes towards computer and Internet use will be able to provide some 

information on consumers' propensity to purchase goods via the Internet. The opportunity 

to test these relationships will also be undertaken using RFM measures. This link should 

help provide a bridge tx:tween current IDM practice and the application of the ELM -

providing a greater understanding of w I! y and how individuals respond, or not, to DMA 

appeals. 

Having addressed the adaptability and usefulness of the ELM in IDM, the study now 

turns to the more general arena of people's attitudes towards advertising in general, and 

how it may influence persuasion. 
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6.2 ANTECEDEN"ffi OF AAD 

As previously reviewed, Lutz (1985) and MacKenzie and Lutz (1989) originally 

proposed that attitudes towards advertising in general would influence A.4 • However, this 

belief was not supported empirically in their research. Yet, more recent research 

(Korgaonkar et aJ. 1997) has demonstrated a relationship between DMA attitudes (ADM) and 

DMA purchase behaviors. Given these conflicting findings. it is possible that while 

attitudes towards advertising in general (AADv) may not effect the attitude towards an IDM 

ad, attitudes towards specific DMA media (i.e., the Internet) may have some impact on 

DMA ads in that same media. This is a possibility that will be investigated as well. 

Affirmation of this relationship (in either the general or specific form), while in its own 

right significant, may also point to methodological limitations of prior research in the area 

Support of these relationships has important implications for DMA practitioners and 

regulators as well. If consumers' general attitudes toward DMA influence their attitudes and 

behaviors, regardless of involvement with any particular offer. the industry as a whole 

becomes more invested in ensuring the highest standards of behavior for individual firms. 

HJ: Attitudes towards advertising in general, and towards Internet advertising, will 
have a direct, significant effect on the attitude towards an IDM ad and on 
behavioral intention. 

The final set of hypotheses this dissertation will test relate to the central model of 

advertising effects reviewed previously - MacKenzie eta!.' s DMH - and subsequent 

modifications proposed to A.d by Miniard and his colleagues. 

6.3 DIRECT MARKETlNG, THE DMH, AND RESTRUCTURING AAD 

The A.d construct has proven to be extremely useful in more fully understanding how 

advertising works. Given this, it is not surprising that the construct would be decomposed 

into its component pans- claim and non-claim related ad attitudes. Once again. however. 

this work has been centered in the image-oriented, one-way messaging context of general 

advertising. Given the information-centered and interaction-oriented nature of IDM, there is 
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some doubt as to whether consumers, upon exposure to IDM appeals, will form 

evaluations of the ad based on its non-claim components (i.e., the important issue may weU 

be only: "Does the ad provide me with the information I need ro make a reasonable 

decision?"). Hence, the need to verify the ability to decompose A.d in IDM exists. Adapting 

directly from Miniard et al.' s (1990) hypothesis 3: 

H4: In IDM, overall ad evaluation (A.J can be decomposed into evaluations based 
on claim (A><~.J and non-claim (A..t . .J elements within an ad. 

Support for H4 leads to two additional, related, hypotheses regarding the 

decomposition of A,4, also adapted from Miniard eta!. (1990): 

HSa: As involvement increases, A><~.., exerts a stronger influence on Ab. brand 
beliefs, and behavioral intentions. 

HSb: When an ad' s non-claim elements serve as peripheral cues, A,4_ac exerts a 
stronger influence on Ab, brand beliefs, and behavioral intentions as 
involvement decreases. 

Hypotheses 5 (a & b) seeks to uncover how the different aspects of an IDM appeal effect 

IDM appeal processing under varied levels of invol vemenL 

In addition to demonstrating that the decomposition of A.d in a IDM context can be done 

is the question of whether or not it should be done. As always, the trade-off between 

greater explanatory ability and parsimony remains a consideration. If, indeed, consumers 

look to IDM appeals predominantly as informational (owing to consumers' expectations 

formed over the short history of the Web as a place where you can find out about 

"anything"), perhaps consideration of non-claim aspects will not prove useful in a IDM 

context Formally: 

H6: Decomposition of A.4 into claim and non-claim components yields no greater 
explanatory capability of behavioral intentions than do measures of A.d alone. 

This hypothesis is based on the belief that the impact of non-claim or executional elements 

in !DM ads should be lower than those found in more general advertising as the IDM 

appeal is, inherently, a call to action, thus more cognitively oriented. 
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Having detailed the specific research questions of interest, this study now turns to the 

methodology employed to test the adaptation of persuasion theory to the Internet 
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CHAPTER 7: METHODOLOGY 

Before detailing the specific methodology employed in this study, it is worth noting that 

the methodological challenges of this dissertation revolve mainly around the response 

stimuli (developing the eight distinct interactive appeals employed) rather than the measures 

used. This situation arises as the constructs of interest in this dissertation have been 

successfully (reliably) measured many times in past research. This section reviews the 

design of the research and the measures to be used. 

7.1 OVERVIEW 

Following accepted methodology a 2 x 2 x 2 between subjects factorial design was 

used. As in much of the previous research based on the ELM (e.g., Petty et aJ. 1983, 

Miniard et al. 1990, 1991, and Pham 1996), the first two factors manipulated in this 

research are involvement (higher and lower), and argument strength (stronger and weaker). 

The third factor. again as in most prior research, is the manipulation of the peripheral cue. 

In place of using a peripheral cue that was either present or absent, this research employed 

a peripheral cue that was perceived as either a standard or positive Web Page background 

("wallpaper"), or a negative background. Together. these three factors form the basis of the 

manipulations used in this dissertation. 

In order to maintain as high a level of external validity as possible, the experiment was 

run on IBM compatible personal computers. To mimic an "on-line" experience, Netscape 

3.0 was used to access a series of specially coded "pages" (written in HfML) which 

included both directions for the experiment, and the experimental stimuli. 
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To ensure the experimental stimuli performed as expected, and validate measures to be 

employed, several pre-tests were conducted. These pre-tests were conducted with similar 

populations to the final subject pool and significantly aided in the development of 

successful manipulations and measures. After the next two sections (explaining the choice 

of the product stimuli for this research, and measures made to control for potential 

experimental confounds) the operationalization of variables details the manipulations and 

measures in this study. 

7.2 FOCAL PRODUCT 

In order to provide a realistic Internet shopping experience for the subjects, and 

enhance external validity. a product category was sought that would: 1) be of interest to the 

subjects, and 2) reflect current Internet shopping behaviors. According to the Wall Street 

Joumal (March 27, 1997) 44% of Internet users have shopped for goods on-line. Of those 

on-line shoppers 11% report purchasing computer software - the highest of any good. 

Given that, and the familiarity of subjects with computer software, a "new" word 

processing package was chosen as the focal producL While acknowledging that the 

"suitability" of any product's marketing on the Internet is largely dependent on its 

characteristics ( Petereson et al. 1997), to date no product category appears more adaptable 

to Internet marketing than computer software. 

In order to enhance external validity, numerous Internet sites were viewed to gain 

familiarity with Internet sites used to sell word processing software (e.g., MacWrite, PFS 

Write, Professional Write, Word, Word Pro, Wordstar). In general, the sites were laid out 

to be largely text-oriented, with a picture of the software box in a top comer. Backgrounds 

varied between plain white and "textured" backgrounds, most often in gray with a subtle 

design. 

Once the basic Website design was completed (including development of artwork for 

the product box for the "home page"), pre-tests were conducted to ensure the arguments 
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would be perceived as desired (strong or weak), and to select the two separate background 

patterns that would be the positive and negative peripheral cues. 

An additional concern of this research is the potentially confounding effect of subjects' 

use and perception of both computers and the Internet Measures of these potential 

confounds (used as covariates) were sought in the literature. 

7.3 POTENTIAL CONFOUNDS 

Given the use of simulated Web pages on a personal computer, two potential 

confounds relating to compuier and Internet use appear unavoidable. Through the use of 

university student subjects randomly assigned to experimental conditions, this potential 

confound will be minimized (i.e., all subjects should have the same basic experiences). 

Although the creation of professional quality "realistic" Web pages should reduce the 

effects of this confound among subjects highly familiar with the Web, inexperienced 

subjects may lind navigation through the advertisement pages more difficult 

Administration of basic queries on these confounds and simple demographics are obviously 

called for. 

In order to control for these potential confounds, the literature was reviewed for current 

thinking on attitudes towards computer usage (e.g., Kay 1993, Gardner, Dukes, and 

Discenza 1993) . Davis, Bagozzi. and Warshaw (1992) draw on the motivation literature 

and employ two scales of computer use in the workplace. The first scale is a measure of 

extrinsic motivation (perceived usefulness), the second intrinsic motivation (enjoyment). 

These two scales (from Davis 1989) were chosen for this study for three reasons: 1) High 

reliability- in two studies Cronbach's a was .91 and .97 for usefulness, while enjoyment 

was .81 and .91; 2) The results from these two scales significantly impacted subject's 

usage intentions of a software package in the Davis et al. study; and 3) The intention to 

behavior correlation in one study using word processing software was high (r = .63) 

further adding to validity of these measures. 
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Table 2 presents the statements from a pre-test which validated the adaptation of the 

Davis et al. measures from the study of specific software packages to the use of computers 

in general, and the use of the Internet or World Wide Web (WWW) specifically. Most 

measures were gathered using 7-point scales with strongly agree/strongly disagree as 

anchors (pleasant/unpleasant anchored the last item in the computer/Internet useful factor). 

Table 2 - Varimax Rotated Factor Loadings 

COMPUTER USE (A. : .912) 
Enhances Performance (Useful) 
(Cronbach's a = .97) 
Using computers improves my performance 
Using computers increases my productivity 
Using computers enhances my effectiveness 
I find computers useful 

Pleasurable/Hedonic Aspects of Computer Use (Enjoyable) 
(Cronbach's a = .93) 
I find using computers _enjoyable 
The actual process of using computers is pleasant/unpleasant 
I have fun using computers 

INTERNET USE (A. : .853) 
The Internet Enhances My Performance (Useful) 
(Cronbach's a = .95) 
Using the Internet improves my performance 
Using the Internet increases my productivity 
Using the Internet enhances my effectiveness 
I find the Internet useful 

Pleasurable/Hedonic Aspects of Internet Use (Enjoyable) 
(Cronbach's a= .93) 
I find using the Internet enjoyable 
The actual process of using the Internet is: 
I have fun using the Internet 

n= 58 

Factor 
L.oading 

.915 

.932 

.913 

.806 

.860 

.923 

.893 

.848 

.883 

.867 

.806 

.877 

.882 

.892 

As can be seen from Table 2, the extrinsic and intrinsic molivation scale for computer 

and Internet use worked very welL The factor analysis for both computers and the Internet 

clearly indicated a two factor- solution (explaining 91.2 percent and 853 percent of the 

variance). The varimax rotated factor loadings are presented in Table 2, as are scale 

reliabilities from the resulling constructs of the re-labeled usefulness and enjoyability of 

computers and the Internet scales. 
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In the final experiment. the first section of the response booklet gathered the confound 

measures. Two items also asked subjects to rate how much they used computers and the 

Internet "compared to the average university student." (computer use: M = 3.34, SD = 
1.68; Internet use: M = 3. 75, SD = l.83). As in the pre-test factor analysis clearly shows 

the extraction of two factors (Table 3) and excellent scale reliabilities for both computer and 

Internet usage, with the two factor solution accounting for 84.5 and 863 percent of the 

variance respectively. 

Having delailed the reasons for selecting computer software for the study, and 

measures to be collected as covariates, the study now delails how the variables were 

operationalized and additional measures employed. 

Table 3 - Computers and Internet: Usefulness and 
Enjoyment 

COMPUTER USE (A. = .845) 
Enhances Performance (Useful) 
(Cronbach's a= .93) 
Using computers improves my performance 
Using computers increases my productivity 
Using computers enhances my effectiveness 
I lind computers useful 

PleasurableJHedonlc Aspects of Computer Use (Enjoyable) 
(Cronbach's a = .92) 
I lind using computers enjoyable 
The actual process of using computers is pleasanUunpleasant 
I have fun using computers 

INTERNET USE {A. = .863) 
The Internet Enhances My Performance (Useful) 
(Cronbach's a.= .93) 
Using the Internet improves my performance 
Using the Internet increases my productivity 
Using the Internet enhances my effectiveness 
I find the Internet useful 

Pleasurable/Hedonic Aspects of Internet Use (Enjoyable) 
(Cronbach's a = .93) 
I lind using the Internet enjoyable 
The actual process of using the Internet is: 
I have fun using the Internet 

n= 224 
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.753 

.831 
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.915 

.901 

.912 

.912 

.635 

.891 

.866 
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7.4 OPERATIONALIZATION OF VARIABLES 

In this section both the independent variables (manipulations) and dependent variables 

(measures) are presented as well as a discussion of scale reliabilities and manipulation 

checks. Results of the pre- tests are incorporated into these discussions, as it was pre-test 

findings that allowed for refinement of the variables employed. 

Independent Variables 

This sections details the experimental manipulations employed in this study. 

Involvement 

Manipulation/Measures. As in prior research (cf. Celsi and Olson 1988, Miniard et al. 

1990, Petty et al. 1983), the involvement manipulation consists of varying the amount of 

personal relevance of the observed IDM Websites. Higher involvement was stimulated in 

two ways. First, subjects were told that the software product was real and would be 

introduced in the market (this is an adaptation of Petty et al. 's second involvement 

manipulation) ; Second, that each subject would be entered into a lottery to actually win the 

product of their choice (this manipulation is an adaptation of that used by Celsi and Olson, 

1988). 

Both involvement manipulations were deemed necessary as a pre- test indicated that 

while the four item involvement measurement (While going through the ad [simulated 

Website) I was: very involved/very uninvolved; concentrating very hard/concentrating very 

little; paying a lot of attention/paying little attention; and: I carefully considered the claims in 

the simulated Website: strongly agree/strongly disagree) displayed excellent reliabilities (a. 

= .91), the involvement manipulation without the lottery failed to produced a significant 

difference in involvement levels (F = . 11, p > .05). 

In the final experiment, subjects in the high involvement condition were told: 

In conjunction with a major software development firm the FAU 
Department of Marketing is testing your evaluation of the following word 
processing products, and their associated test Websites. You will be asked, 
at the end of the session, to make a choice between several products that are 
being considered for market introduction. Your name will be entered into a 
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lottery to actually win the product you select, so please choose carefully. 

Please go through the Website carefully, so you can choose the best product 
for you. When you are done reviewing the Website, return to the main Web 
page, go (scroll) to the bottom, and click the DONE REVIEWING 
WEBSITE arrow. 

Subjects in the low involvement condition were told: 

A course at FAU is currently testing some Website software. Please loolc 
through the following site(s) as you normally would when browsing or just 
"surfing n the web. 

The low involvement subjects were informed of the lottery later in the experiment. as will 

be detailed in the procedures section. 

Reliability. The four involvement items were combined into one scale exhibiting 

excellent reliability (a= .92), with a scale mean of 4.43 (SD = 1.58). 

Manjpularion QIJ!ck. As in previous worlc, the involvement manipulation was not 

expected to produce absolute levels of high and low involvement, but rather higher, and 

lower involvement levels. Previous researchers have detailed the difficulty in achieving low 

involvement in experimental settings. Possibly owing to the general high level of interest in 

the Internet, achieving different levels of involvement was especially problematic in this 

research. 

Table 4 presents the ANOVA results on !he involvement measure. As can be seen in the 

Table, there were indeed significant differences (F = 3.97, p < .05) between the higher 

involvement (M = 4 .22, SD = 1.41) and lower involvement (M = 4.64, SD = 1.71) 

subjects on a 7-point scale. Additionally, the involvement manipulation did not significantly 

interact (p > .20) with any of the other manipulations (to be discussed shortly). The 

difference of .42 on a 7-point scale was, however, disappointing, especially compared 

when the scale difference of 1.03 in the worlc of Miniard et al (1990)'1
• Additional evidence 

of the weakness of the involvement manipulation was its laclc of effect on the total number 

of thoughts produced (F = .58, p > .10, M = 2.67 vs. 2.72) or the time required to 

complete the experiment (17.40 vs. 17.56 minutes). 
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Table 4 - ANOVA Analysis for Involvement 

Sum of Mean Sig 
~ 21 Variation ~ OF ~ E Q1E 
Main Effects 13.960 3 4.653 1.878 .134 

Manipulated Involvement (INV) 9.826 1 9.826 3.965 .048 
Argument Strength (AS) 3.370 1 3.370 1.360 .245 
Peripheral Cue (PC) .745 1 .745 .301 .584 

Z-WillliDleracticns 5.350 3 1.783 .720 .541 
INVXAS 3 .294 1 3.294 1.329 .250 
INVXPC 1.798 1 1 .798 .726 .395 
AS XPC .281 1 .281 .113 .737 

3-Wall !nteradic!Js 
INVXASXPC .001 .001 .001 .981 

Explained 19.312 7 2.759 1.113 .356 
Residual 525.373 212 2.478 
Total 544.685 219 2.487 

Given this low level of practical difference induced by the involvement manipulation. 

an ANOV A was also conducted on subjects' self-reported involvement (This analysis 

takes on additional importance when it is noted that the correlation between manipulated 

and self-reported involvement was only .12, not significant at the p =.OS level, and that 

only 123 [55.9%] of subjects reported involvement to match their experimental 

manipulation. e.g. 50 subjects in the higher involvement manipulation reported 

involvement below the mean, and 47 subjects in the lower involvement manipulation 

reported involvement above the mean). To facilitate this analysis a mean split was used 

with the scale mean for the involvement construct (M = 4.43). Those below the mean were 

classified as higher self-reported involvement subjects (M= 3.10, SD = .89, n = 108), and 

those above the mean as lower self-reported involvement subjects (M = 5.71, SD = .87, n 

= 112). As can be seen in Table 5, self-reported involvement did have a significant effect 

on the effort individuals put into the experiment (F = 471.53, p < .001). Again, there were 

no significant interactions between self-reported involvement grouping and other 

manipulated factors. In addition, those with higher self-reported involvement had a 

significantly (F = 8.26, p < .001) higher number of thoughts (M = 3.11, SD 1.71) than 

those with lower self-reported involvement (M = 2.29, SD = 1.31), and spent significantly 

64 



Table 5 - ANOVA Analysis for Reported Involvement 

Sum of Mean Sig 
~ Qf Variation SQumls_ [2E Sguam E lilE 
Main EHacts 375.980 3 125.327 158.923 .000 

Reported Involvement (RINV) 371.846 1 371.846 471.525 .000 
Argument Strength (AS) .014 1 .014 .018 .894 
Peripheral Cue (PC) .037 1 .037 .047 .829 

2-Way: lotera!;!iQns 1.280 3 .427 .541 .655 
RINVXAS .171 .171 .217 .641 
RINVXPC .000 .000 .000 .994 

AS XPC 1.143 1.143 1.450 .230 
3-Way: Interactions 
RINVXASX PC .242 .242 .307 .580 

Explained 377.501 7 53.929 68.385 .000 
Residual 167. 183 212 .789 
Total 544.685 219 2.487 

(F = 8.51, p < .0 1) more time on the experiment ( 18.52 vs. 16.46 minutes). 

In neither case did the argument strength or peripheral cue manipulation impact 

involvement, nor were there any interactions. Given the minimal (though significant 

difference) between manipulated involvement groups, all appropriate analyses are 

conducted using both the manipulated and self-reported involvement groupings. 

Lastly, the effects of the confounds on involvement was also tested. Subjects' self

reported use of computers and the Internet was used to group subjects on a high-low mean 

split. (Computer high use: M = 2.05, SD = .77, n = 121; computer low use: M = 4.87, SD 

= 1.06, n = 102; Internet high use: M = 2.10, SD = .82, n = 103, Internet low use: M = 
5.16, SD = LIS, n = 121). While computer use had no effect on involvement (F = .16, p 

> .05), Web usage did. Subjects reporting higher Web usage were significantly more 

involved (F= 7.57, p <.01) than subjects reporting lower Web usage (M = 4.08 vs. 4.70). 

A similar significant effect (F = 10.67, p < .01) was found using a high/low split on the 

enjoyment aspects of computer use. Here, those subjects who felt using computers was 

more fun were more involved (M = 4.10), than those subjects who enjoyed using 

computers less (M = 5.02). Gender also had a significant effect on involvement (F = 436, 
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p < .05) with men reporting a higher involvement level than women (M = 4.17 vs. 4.62). 

Argument Strength 

Mnnimtlation!Measures. The argument strenglh manipulation is critical in detecting the 

type of processing (central or peripheral) taken in processing an ad. As indicated by Areni 

and Lutz ( 1988}, and used in prior studies (Miniard eta!. 1990) the claim manipulation 

involved manipulating argument strength rather than valence. Pre-testing was crucial in 

designing the specific claims to be used for the experimental treatments. 

Pre-testing showed that the four A.o-c items from Miniard eta!. (1990) (How would you 

evaluate the claims made about the software? [persuasive/unpersuasive, 

informative/uninformative, strong/weak, and believable/unbelievable] afforded acceptable 

reliabilities {a. = .82, n =44, and a. =.75, n;::: 70) . After several pre-tests the arguments 

shown in Table 6 were adapted. 

Reliabiljzy. In the final da:taset the four Aad-c measures were combined into one scale 

exhibiting excellent reliability (a.= .91), with a scale mean of 1534 (SO= 5.78) on a scale 

from 4 to 28. 

Manjmtlation Check. ANOV A was run (Table 7) and verified that the different 

argument strength manipulations shown in Table 6 produced significant (F = 13.58, p < 

.00 1) differences in A..,.-<. This significant result for the argument strength manipulation 

was repeated when using reported involvement as well (F= 10.48, p< .01). However, 

there is also a main effect for involvement when using A>~M as a measure of the argument 

strength manipulation (F;::: 4.11, p < .05 for manipulated involvement. and F;::: 65.29, p < 

.001 for reported involvement, there are no two way interactions in either case). Subjects 

who reported higher involvement rated the arguments as stronger (M;::: 3.16) versus lower 

involvement subjects (M:: 4:55). Given this, eight items measuring specific brand 

beliefs/product attributes (Table 8) were also tested to verify the argument strength 

manipulation. 
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Table 6 - Arguments 

STRONG ARGUMENTS 

Five star rating from major computer magazine 
·An outstanding performer and great valuer PC Workf 
"There is no reason not to buy this software: PC Family Computing 

Supports all major manufacturers printers 
{HP, Epson. Canon, LelCl"'l8ric, Okidata, Brother, and NEC) 

Over 100 typefaces Included 
{Including: Times, Helvetica, Geneva, Courier, OCR, Palatine, Hoefler, Chicago and more!) 

Includes grammar checker, spell checker ("on the fly" spell checking), thesaurus 
and foreign language versions (German, Italian, Spanish, and International 
English), as well as personal dictionary. 

Easy to use - automatic footnotes, endnotes, hyphenation, text kerning, and 
text wrapping 

Reads all major word-processing package documents - both PC and Mac! 
Versatile- imports all file formats, including HTML, gif, pic, and jpgl 
Interactive help and tutoring, as well complete documentation 
Available on CD-ROM or floppy disks for easy installation 
Directly import, edit, and export HTML pages for Web authoring 
Free support through our toll-free 800 number 
Efficient, requires less hard disk space (15MB) and Ram (5MB) to run than other 

leading packages~mpare : 

Only $89.95! 

WEAK ARGUMENTS 

Only $89.95! 
Supports Okidata printers 

(other printer drivers available for download on Website. HP Printers require special software from the 
manufacturer) 

Includes four standard fonts 
{Courier, Geneva, Times and Helvetica) 

Spell-checker module available for only $19.95 
Rated "Two stars" (out of five) from a major computing magazine 

·A good value, and an acceptable perfonner: PC Workf 
'II you are looking for a basic, starter Word Processing program, this may well be it: PC Family Computing 

Text wrapping 
Reads documents from WordPerfect 
Can import PIC and TIFF graphic files 
Easy installation from 30 floppy disks 
On-Une help available. Complete printed documentation available for $19.95 
Web page authoring add-on package available for $19.95 
Phone support available for $.95 a minute through our 900 number. 
Requires 20 MB of hard disk space and 8 MB of RAM. Compare with other 

leading software application. 
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Table 7 - ANOVA Analysis for A.s.c 

Sum of Mean Sig 
~ Qj Variation ~ QE ~ E atE 
Main Effects 41 .249 3 13.750 7.108 .000 

Involvement (INV) 7.957 1 7.957 4.114 .044 
Argument Strength (AS) 26.264 1 26.264 13.578 .000 
Peripheral Cue (PC) 7.275 1 7.275 3 .761 .054 

2-ll'lal1 (nteraelicmli 5.790 3 1.930 .998 .395 
INVXAS .557 1 .557 .288 .592 
INVXPC .407 1 .407 .211 .647 
AS XPC 4.817 1 4.817 2.490 .116 

3.-WflY. loterjMjiQ!l:i 
INVXASXPC .024 .024 .013 .911 

Explained 47.063 7 6.723 3.476 .002 
Residual 413 .936 214 1.934 
Total 460.999 221 2 .086 

ANOV A analysis on the brand belief statements reveals a significant effect for argument 

strength on both the manipulated and self-reported involvement conditions (F = 19.14. p< 

.001 and F = 17. 14, p < .001). However. using brand beliefs, the main effect for 

involvement is significant only for the reported involvement condition (F = 6.58, p < .05). 

Together these results demonstrate concurrent validation of the success of the argument 

strength manipulation in performing as expected. 

Table 8 - Brand Belief Statements 

The Write Right Word Processing software supports many printers 
There are a lot of fonts induded with this software 
This software is highly rated by computer magazines 
This software is easy to install 
This software has many useful features 
The supporting documentation· include with this software is excellent 
The hardware requirements for this software are very favorable 
The support provided for this software package is excellent 

Coefficient a = .82, all measures strongly agree/strongly disagree 

Peripheral Cue 

Manioulations!Measures. With the argument manipulations successful. the last element 

of the experimental Website to be developed was the peripheral cue- the background or 
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"wallpaper'' for the Website to be used. There was concern over whether simply including 

or eliminating a peripheral c4e would result in the necessary treatment perceptions. Based 

on this concern, negative and positive peripheral cues were developed. 

After considering several possibilities, two alternatives were developed for pre-testing, 

with two elements being varied. First, three color schemes were selected, a muted gray 

pattern with feint multi-colored diagonal lines, a solid orange color, and a solid olive color. 

Size variations were also tested, with each of the previous color schemes produced in either 

a "small" or "large" version. The small gray pattern produced a "tile" effect, the large gray 

pattern produced a seamless background. Size variations with the solid colors results in 

two checkerboard patterns. 

To test the six potential backgrounds (2 sizes X 3 colors), four 7-point measures were 

selected: attractive/unattrnctive; favorable/unfavorable ; appropriate/inappropriate; and 

likable/unlikable (see Appendix C). The six backgrounds were then reproduced on color 

overheads which included Netscape control areas and portions of the strong arguments. 

These overheads were then shown, one at a time, to sixty undergraduate students (different 

subjects from other pre-tests) . Subjects were asked to rate each of the overheads on the 

proceeding scale. As a check, subjects were shown a final overhead with all six patterns 

reproduced, and asked to rank the patterns "in what you think would make the best to 

worst Website." 

Reliabilities for the four item scale were outstanding across all six overheads (a= .91, 

.90, .96, .96, .93, and .91), and on a scale from 4 to 28 the screen ratings were (in 

best/worst order): 12.93 [small/gray], 14.05 [large/gray], 20.19 [small/olive], 20.98 

[small/orange], 21.49 [large/olive], and 22.24 [large/orange]. Combined with the fact that 

the two gray patterns each received an equal number of first and second choice rankings, 

the small gray pattern was selected as the positive peripheral cue. Validating the 

large/orange pattern's lowest rating, it was also ranked last or second to last by 31 subjects, 

and last by four more subjects than any other pattern. 
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Maniou/ation Check. As a manipulation check ANOVA was conducted for the 

peripheral cue manipulation on both A •• ""' and A.d (see Dependent Variables section for 

items). Once again, the manipulation was successful for both manipulated involvement 

(A» .. - Table 9, panel A: F.= 16.66, p < .001; Aad- Table 12, Panel 8: F= 6.58, p < 

.05) and reported involvement (Aao~-..,- Table 9, panel 8 : F = 15.00, p< .001; A.d- Table 

13, Panel 8 : F = 5.76, p < .05). However, as before, involvement also impacted A»""' in 

the reported involvement case. Here involvement had both a main effect (F = 3238, p < 

.001) and interaction with the peripheral cue manipulation (F = 6.47, p < .05), with higher 

self-reported involvement subjects reporting more positive (M = 3 .63) non-claim 

evaluations than lower involved subjects (M = 4.91) on a 7-point scale. 

Additionally, argument strength also had a significant influence (F = 4.91, p< .05) on 

the A.d ... with those viewing the stronger arguments rating the non-claim component better 

(M = 4 .06) than those receiving weaker arguments (M = 4.56). One last result is of 

interest, in this experiment the positive peripheral cue prompted a significantly (F = 9.07, p 

< .01) greater number of thoughts (M = 3.01 SD = 1.51), than the negative peripheral cue 

(M = 2.39, SD = 1.58) on a 7-point scale. (Although the comments about the negative cue 

were quite more intense.) 

Interactions and additional main effects on DVs notwithstanding, the manipulations 

were judged successful. A sample of the final Home page is reproduced in Appendix E. 

Four different simulated Web home pages were employed along with two additional pages 

developed to give the Website some "depth," and further enhance realism. The Homepage 

contained hyperlinks to two pages, one detailing the printers supported (see Appendix F), 

and a graphics page of the RAM and hard disk requirements (see Appendix G). These three 

Web pages formed the Website stimuli in the main experiment. Next, DVs not previously 

detailed will be presented. 
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Table 9 - ANOVA Results: Aad-nc 

Panel A: Manipulated Involvement 

Sum of Mean Sig 
~ 21 Variation ~ QE ~ E Q!.E 
Main Effects 64.532 3 21.511 7.531 .000 

Manipulated Involvement (INV) 3.338 1 3.338 1.169 .261 
Argument Strength (AS) 14.012 1 14.012 4 .906 .028 
Peripheral Cue (PC) 47.591 1 47.591 16.663 .000 

2-WalliDierac!iQOS 3 .433 3 1.144 .401 .753 
INVXAS 1.269 1 1.269 .444 .506 
INVXPC 1.756 1 1.756 .615 .434 
AS XPC .434 1 .434 .152 .697 

3-Wal£lnterac!iQns 
INVXASXPC .276 .276 .097 .756 

Explained 68.241 7 9 .749 3 .413 .002 
Residual 614.076 215 2.856 
Total 682.317 222 3.073 

Panel 8: Reported Involvement 
Sum of Mean Sig 

~ 21 Variation ~ QE ~ E Q!E 
Main E;ffe!<!ll 132.135 3 44.045 18.299 .000 

Reported Involvement (AI NV) 77.934 1 77.934 32.378 .000 
Argument Strength (AS) 6 .674 1 6 .674 2.773 .097 
Peripheral Cue (PC) 36.097 1 36.097 14.996 .000 

Z-Wal£ lntecae!iQDS 19.914 3 6 .638 2.758 .043 
RINVXAS 4.043 4.043 1.680 .196 
RINVXPC 15.569 15.569 6 .468 .012 

AS XPC .180 .180 .075 .785 
3-Wa:tlnterac!iQns 
RINVXASXPC 4.269 4.269 1 .773 .184 

Explained 156.318 7 22.331 9.278 .000 
Residual 510.286 212 2.407 
Total 666.604 219 3 .044 

Dependent Variables 

As mentioned, no new measures were developed for this research. Prior work: on the 

ELM, and in the A..t literature has developed and verified reliable measures for the 

constructs of interest While possible order effect of dependent variable collection was 

briefly considered, this had not been a concern in prior research. In addition, the order of 

measurement has also varied from study to study. In concert, these factors indicate the 

relative lack of concern over·possib!e order effects. 
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Cognitions. After exposure to the varied treatments subjects were first be asked to 

provide brand and ad cognitions (thought listings) . The thought listing instructions were: 

"We would now like you to tum to PAGE4 of the Response Booklet and list all thoughts, 

ideas, and images that occ~d to you while looking at the Write Right Website." 

Response coding procedures for these measures followed those established by Wright 

( 1980) and used by Miniard et al. ( 1990). During coding, responses were first broken into 

separate thoughts. Next, each thought was classified as either a brand- or ad-related 

thought, a global evaluative thought, or irrelevant Global evaluative and irrelevant 

thoughts were disregarded and the total number of thoughts and number of brand thoughts 

were used for analysis. Next, using 7-point bipolar coded response scales, the majority of 

dependent measures were collected. 

A...r After the thought listing measures related to A,d were gathered. (For simplicity, A.d 

will be used throughout this paper to refer to attitude towards the Internet site.) A,d was 

measured with MacKenzie et al. • s 1986 scales: "overall reaction to the Internet site: 

favorable/unfavorable, interesting/boring, and effective/ineffective." As in two pre-tests 

A»< was measured with the following four scales: persuasive/unpersuasive, 

informative/uninformative, strong/weak, and believable/unbelievable. Reliability for this 

scale was high (a= .91). A><J.ac was measured using three items: positive/negative, 

good/bad, and favorable/unfavorable. Reliabilities for this scale were also high (a= .97). 

Miniard et al's verbal instructions were used to detailed which component of the ad subjects 

were to evaluate for Aad-c and A,d·ac (see Appendix 0, p. 116). 

l4_. Miniard et al.'s (1990), Ab measures of favorable/unfavorable, positive/negative, 

like very much/dislike very much were adapted for this study. Reliability of this measure 

was excellent (a= .95). 

Beluzviorallntenlions. Crucial to the results of this research are measures of behavioral 

intent, given the lack of ability to collect actual behavioral data. Given the high alphas 

found by MacKenzie et al. (1986) in their research {a =.88 and .90 for two different 
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samples) their scales of lilcely/unlikely, probable/improbable, and possible/impossible were 

adapted. Additionally, given the presentation of two software sites, subjects were also 

asked to make a choice between two products. Validity for this step was enhanced by 

informing all subjects (bolh involvement conditions) of lhe lcttery to actually win lhe 

software package indicated. As expected, reliabilities of lhe lhree items comprising lhe 

intention scale were also high (a= .94). Brand choice was solicited in two separate places 

in lhe response booklet The correlation between these two choice measures was r = .82. 

Attitudes Towards Advertising. Attitudes towards: advertising in general (AAI>v); DM 

on the Internet (AIDt.1}; and e-mail advertising were measured adapting MacKenzie and 

Lutz's 1989 measures (good/bad, pleasant/unpleasant, and favorable/unfavorable). When 

the measures were combined into a single factor, these scales also exhibited excellent 

reliabilities. On a 7 -point scale, AIDM averaged 3.49 (SD = 1.38) for all respondents. This 

is a positive sign for Internet advertisers as it shows subjects have favorable attitudes 

towards Internet advertising (as the mean is below the scale mean of 4.00, and highly 

reliable: a= .92). Interestingly, for this population, AADv was more positive (M = 3 .20, 

SD = 1.09, a= .96) than the attitude towards Internet advertising, however attitude 

towards e-mail advertising was much worse than attitudes towards the other types (M = 
4.70, SD = 1.78, a= .98). 

Before beginning detailed analysis of results, the next sections will cover lhe selection 

of product names, subjects, and procedures of the experiment. 

Product Name 

The last issue to be resolved during pre-testing was the choice of a product name. Two 

candidate names were developed: Write Right and Write Ware. In each of lhe first three 

pre-tests subjects were asked to chose between the two names, each anchoring one end of a 

7-point scale. In pre-test one the name Write Right was listed in lhe left-most position 

(value= 1). The scale mean for this pre-test was 3.45 (SD = 1.81) In pre-tests two and 

three, the order was reversed (Write Ware listed first), and the means were 4 .23 (SD = 
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L66) and 3 . .58 (SD = L90). While some order effect is evident, in two of the three pre

tests the name Write Right was preferred, hence chosen for the focal product. The name 

Write Ware was used for the alternative choice (plain) Website. 

After a discussion of the ~ubjects employed and procedures used, a brief section on 

validity is presented leading into the Analysis section. 

7.5 SUBJECTS 

Given the use of existing measures and the desire for a high degree of control in this 

theory test, student subjects were employed. Given the use of university student subjects in 

a great deal of consumer research to date, and in the majority of ELM studies as well, 

student subjects not only provide a true test of the theories involved in this research 

(Calder, Phiiiips, and Tybout 1981), but help ground this study with previous work in the 

persuasion literature. These factors alone should negate the limitations inherent in the use of 

student subjects. Further, students are not only potential consumers for Internet-marketed 

products and services, but likely fall into the most desirable socio-economic profile for 

direct marketers creating computer-based appeals. 

In total. 224 students participated in the experiment. Student subjects were recruited 

through classroom announcements and bulletins placed throughout the Davie campus of 

Aorida Atlantic University. A three dollar inducement was offered to each participant with 

some instructors also offering extra course credit. The experiment took. on average, just 

over 17 minutes, with a range of7 -39 minutes13
• Ninety four of the subjects were male 

(42%), and 130 were female (58%). Fourteen of the subjects (6.3%) were underclassmen, 

118 (52.4%) juniors, 76 (33.9%), seniors, 12 graduate students (5.4%), and under 1% 

"other." The age of the subjects ranged from 18 to 55, with an average of 26.8 (SD = 
6.95). The majority of the subjects (63.8%) were business majors, with 23 Libera! Arts 

majors ( 10.3%), 16 Science Majors (7.1 %). and under 5% each of Social Science and 

Education majors also participating. 
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7.6 PROCEDURE 

In order to simulate an on-line Internet experience, all stimuli (four simulated Internet 

sites and the two involvement manipulations) were presented on-line using HfML code 

developed by the author. As previously derailed the experimental design consists of 

instructions to subjects including the involvement manipulation (high and low), exposure to 

one of the four focal ads (home Web pages with argument strength and peripheral cue 

manipulations, and two hyperlinked pages), and collection of measures. Subjects were 

processed one at a time in a large computer lab with the files installed on 24 PC 

workstations (each condition on three woricstations). Netscape Navigator 3.0 was used to 

access the HTML files loaded on a locked floppy disk installed at each workstation. 

Subjects were randomly assigned to a workstation upon entering the lab. This, in 

effect. was a double randomization of assignment of subjects to conditions, as conditions 

were randomly assigned to workstations. and subjects were randomly assigned to 

workstations. The experiment was conducted over a three day period with either the author 

or another person present to supervise and provide assistance with any technical or 

administrative matters. 

University regulations prescribed that each subject sign a consent form (See Appendix 

H) informing them that they would be involved in a "study of Internet advertising" whose 

purpose was: ''To eva! uate Internet advertising." Subjects were further informed that their 

participation would entail no unusual risks, and guaranteed of their anonymity. After 

turning in their consent forms. subjects proceeded through the experimental stimuli. Each 

workstation was checked to make sure each subject began on screen number one. 

As mentioned. the experimental stimuli were delivered via on-screen instructions. The 

instructions were closely keyed to a response booklet that was the same for all subjects (see 

Appendix D). Both the response booklet and the on-screen portion made frequent 

references to each other to ensure compliance with instructions. No indication was received 

during the course of the experiment that subjects were aware of the fact that different 
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stimuli were presented on different workstations. In fact, ''condition numbers" (used by 

subjects to record which condition they participated in) prompted many subjects to verbally 

reported that these "counters" had not changed in value. 

At the bottom of every screen was a blue arrow (a hyperlink) with the word "next" 

written on it. These arrows functioned as buttons in Netscape, advancing subjects to the 

next screen throughout the experiment. (The collateral Web Pages also had "back" 

buttons.) The text of screen two is reproduced in Table 10, and exemplifies the type of 

instructions subjects were given throughout their participation. 

While the vast majority of subjects were observed proceeding through the experiment 

without difficulty, some subjects did require assistance navigating the Netscape screens 

(most often, a brief lesson on how to "scroll down" when the page would not fit on one 

screen). This assistance was offered as unobtrusively as possible. All subjects were able to 

complete the experiment and response rates for each item were very high. 

After completing the preliminary measures, subjects reached Screen Three which 

contained the involvement manipulation detailed previously. After reviewing the home page 

for "Write Right" software, and as many of the additional support pages as they wished 

(the average subject looked at .834 additional pages, with 43.5% of the subjects vie\ving 

no additional pages, 29.6% viewing one additional page, and 26.9% viewing both 

Table 10 - Sample Screen 

From this point forward, please follow the directions on the computer screen and in your 
RESPONSE BOOKLET. 

The directions are keyed to both the page numbers and question numbers in this booklet, and 
the screen numbers displayed on the bottom right of the screen in red (you may have to scroll 
down to see these numbers). 

Before we begin with the actual study, we would like to ask a few questions so we can learn 
something about you. There are no right or wrong answers, just tell us your opinion. 

At this time, please tum to PAGE 2 in the Response Booklet, and answer questions 2- 27 (this will 
take you to PAGE 3 of the Response Booklet). 

When you are done with Ques!ion 27, CLICK the NEXT button to continue 
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additional pages). subjects were returned to the response booklet where they completed the 

thought listing task on a lined, blank page. Next. high involvement subjects were told: "We 

will now ask you to study the second software package. Please look at it carefully, as you 

will be asked to choose between the two." Low involvement subjects were told: "A second 

Web Page has also been developed. Please take a moment to review it also." The second 

Website for "Write Ware" had a plain gray background, no pictures, and contained the 

strong arguments with no hyperlinks or product picture. 

Following review of both Websites, subjects were presented with the involvement and 

ad and brand attitudes measures. Next came the product belief statements and intent 

measures. Finally, high involvement subjects were told: 

Contrary to the scenario depicted in this experiment, the products employed 
in this study are fictitious. As such, they are not available commercially. 

Instead of being entered in a lottery to win the software, you will instead be 
entered in a lottery to win a $100 cash prize. We are sorry for the deception 
involved, but it was necessary to gather the information needed for this 
marketing research study. 

This study is actually being conducted by a graduate student at FAU to 
complete the requirements of a Ph.D. degree. 

Subjects in the low involvement condition were told: 

This study is actual! y being conducted by a graduate student at FA U to 
complete the requirements of a Ph.D. degree. We are sorry for the deception 
involved, but it was necessary to gather the information needed for this 
marketing research study. 

All subjects were told: 

Thanks, in part, to the funding received from the Direct Marketing Policy 
Center at the University of Cincinnati, you were both compensated for your 
participation in this study ($3.00), and will be entered in the lottery to win 
the $100.00 

and asked to complete the remainder of the response booklet (including product choice, 

RFM, demographic, and realism measures). The last page of the response booklet 

contained the lottery entry, including spaces for the subject's address (20 out of 224 

subjects chose not to fill out this page) . As a last step, subjects returned the experiment to 

screen one for the next subject. As there was some concern over the perceived realism of 
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the experiment, realism measures were included, and will be discussed next. 

7.7 EXTERNAL VALIDITY 

Lastly, in order to asses and validate the external validity of the on-line Internet 

simulation, the realism of the simulation (approximation to real or perceived on-line 

experiences) was assessed. Three 7-point measures of validity were employed: "How 

much like actually 'surfing the Web' do you think this experiment actually was? (just like 

being on the Web/Not at all like being on the Web)"; "Based on what you know of the sites 

on the Internet, how similar were the sites in this experiment to actual www sites? (very 

similar/very dissimilar)"; and "Based on what you know of 'surfing the Web,' how 

realistic do you think the sites you saw in this experiment were? (very realistic/very 

unrealistic)." These three items were combined into a single realism scale with high 

reliability (a= .90). 

As can be seen in Figure 9 the experiment was perceived as quite realistic, with overall, 

Figure 9 - Realism Distribution 
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realism rated 3.43 (SO= L60). This is significantly lower than £he scale mean of 4 (T = 
-5.20, p < .01). Both £he peripheral cue (F = 7.89, p < .01) and self reported involvement 

(F = 7.81, p < .01) had a significant effect on how realistic the experiment was perceived. 

Those receiving the positive peripheral cue perceived the experiment as more realistic (M = 
3.13), than £hose seeing £he negative checkered background (M = 3.75), while £hose 

subjects reporting higher involvement thought the experiment as being more realistic (M = 
3.09), than those with lower self-reported involvement (M= 3.78). The later is taken as a 

very positive indicator of the realism or external validity of the experiment, as those 

subjects who were admittedly paying closer attention to the experiment viewed it as more 

realistic. 

The potential confounds of computer and Internet beliefs were also tested against 

experimental realism by using a median split on each of the two computer and Internet 

measures••. The only significant effect on perceived realism (F = 15.60, p < .01) was for 

the enjoyment aspect of computer use. The 132 subjects who find computers to be more 

enjoyable to use found the experiment more realistic (M = 3.04), than those who find 

computers less enjoyable to use (M = 4.05). However, as the three other measures of 

computer/Internet beliefs had no impact on the perceptions of realism, external validity is 

thought to be quite high. 

Having detailed all measures and procedures, analysis of the results will now be 

presented. 
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CHAPTER 8: ANALYSIS 

In order to facilitate discussion and interpretation, all scales or constructs resulting from 

combining individual measures have been re-scaled to the original 7-point metric (e.g., if 

four 7-point scale items are summed for a construct, they are then divided by four) . On this 

scale a response of " 1" is the highest, or most positive, and "7'' is the least likely or least 

favorable. This corresponds to the original response scale on the data collection instrument 

for each measure. 

Table 11 presents the cell means and standard deviations for brand and ad measures for 

each of the eight experimental conditions. 

Table 11 - Cell Means 

Higher involvement lower involvement 
Stronger claims Weaker claims Stronger claims Weaker daims 
+Cue -Cue +Cue -Cue +Cue -Cue +Cue -Cue 

Involvement 3 .79 4 .16 4 .35 4.59 4 .63 4 .65 4.71 4 .57 
(1.41) (1 .34) (1 .53) (1 .31) (1.75) (1 .83) (1 .44) (1.88) 

Total thoughts 3.29 2 .52 2.55 2.29 3 .04 2.41 3 .18 2.33 
(1 .27) (1.77) (1.66) (1.15) (1 .29) (1.39) (1.72) (1.96) 

# brand thoughts 1.39 0 .79 1.24 0.57 0.79 0 .33 1.39 0.44 
(1.59) (1.21) (1 .53) (0.74) (1.29) (0.78) (1 .57) (1 .40) 

# ad thoughts 1.14 1 .48 0 .79 1.57 1.68 1.81 1 .57 1.30 
(1.01) (1.02) (0.86) (1 .00) (1 .33) (1 .08) (1 .37) (1.07) 

Intent 4.45 4 .74 5 .01 5 .49 4 .74 4 .70 5 .51 5 .02 
(1 .83) (1.48) (1.70) (1.49) (1.63) (2.13) (1 .53) (1.87) 

As 3.02 3.57 4.18 4.30 3.85 3 .72 4.37 4.22 
(1 .29) (1.12) (1 .17) (1.36) (1 .68) ( 1.81) (1.32) (1.73) 

A,., 3.50 4.77 4.89 5 .29 4.49 4 .96 5 .06 5 .21 
(1 .59) (1.55) (1 .52) (1 .35) (1 .86) (1 .88) (1.61) (2.02) 

A_, 2.97 3.73 3 .88 4 .20 3 .36 3 .91 4.43 4.43 
(1 .29) ( 1.37) {1.27) (1 .17) (1 .31) (1.68) (1.46) (1 .65) 

A..,.., 2.97 4 .49 4 .05 4.99 3.88 4.64 4 .25 4.98 
(1 .17) (4.49) (1 .40) (1.76) (1 .76) (2.08) (1.76) (1 .77) 

Note: Standard Deviations in Parenthesis 
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CHAPTER 9: RESULTS 

Given the previous discussion this section will focus on the tests of the six major 

research hypotheses. 

HI: Moderating Effect of Involvement 

In order to determine the ·moderating effects of involvement on ad and brand attitudes 

and intentions, a 2 X 2 X 2 ANOV A was performed on each measure. For Ar> (Table 12, 

Panel A) significant main effects were found for argument strength only (F = 14.11, p < 

.00 115
) . This is reflected in Table 11 as subjects report the most favorable brand attitude in 

the higher involvement., strong claim condition, with positive peripheral cues. As suggested 

by HI, this main effect is moderated by involvement.. Simple main effects tests indicate that 

while the influence of argument strength, is significant (F = 16.46, p < .001) under higher 

involvement, argument strength manipulations are not significant under lower involvement 

conditions (F = 2.63). 

H1 also predicts that the preceding effects will be replicated for A.d (Table 12, Panel 8). 

Indeed A NOVA analysis show a significant main effect for argument strength (F = 9.24, p 

= .01), and peripheral cue (F= 6.58) on ad attitudes. The significant effects of argument 

strength persisted under higher involvement (F= 1138, p < .01, Table 14, Panel A), yet 

disappeared under lower involvement (F = 1.33), demonstrating again the moderating 

effects of involvement. 

Mirroring the findings on ad and brand attitudes, a main effect for argument strength 

only was found for intentions (F= 6.69, Table 12, Panel C). The effect of argument 
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strength persisted under higher involvement (F= 4.59), yet was not statistically significant 

(F = 2.45) under lower involyement conditions demonstrating the moderating effect of 

involvement on intentions as well . 

Lastly, given the low prncticaJ impact the involvement manipulation had on 

involvement, the proceeding analyses were repeated for self-reported involvement (See 

Table 13). With self-reported involvement significant main efTects are again found for 

argument strength on both Ab (F = 10.32, p < .01, Panel A), and A.4 (F = 6.04, Panel B). 

These effects persist for both Ab and A.d under higher self-reported involvement (F = 1534 

and 5.57 respectively), and are not significant (F = 1.26 and 0.27) under lower self

reported involvement The same pattern is found for the effects on intentions with a 

significant main effect for all subjects (F = 4.21), and a significant effect under higher (F = 

4.53), but not lower (F = 0.72) self-reported involvement 

The findings for both manipulated and self-reported involvement on ad and brand 

attitudes and intentions, in concert, demonstrnte strong support for Hl. These results 

indicate that the ELM is adaptable to the more internctive realm of the Internet, and 

reinforces the moderating effects of involvement on these important attitudinal variables. 

(It should be noted that there is only one significant two-way interactions in the 

preceding analysis. In the A NOVA on Intent, reported involvement interacts with the 

peripheral cue manipulation [F =4.99, p <.OS]. Given the limited interaction effects, no 

substantive effects on the conclusions were seen.) 
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Table 12 - ANOVA Results: Manipulated Involvement 

Panel A: Results for ~ - Complete Sample 
Sum of Mean Sig 

5.o.uLca Q..f Varjatjoo ~ Q.E ~ E Q!E 
Maio Elf!ilcts 33.976 3 11 .325 5.383 .001 

Manipulated Involvement (INV) 4.034 1 4.034 1.917 .168 
Argument Strength (AS) 29.681 1 29.681 14.106 .000 
Peripheral Cue (PC) .560 1 .560 .266 .607 

2-WaY. loleracticos 6.359 3 2.120 1.007 .390 
INVXAS 2.562 1 2.562 1.218 .271 
INVXPC 3.128 1 3.128 1.487 .224 
AS XPC .771 1 .771 .367 .545 

J-WaY. lotera~cn:. 
INVXASXPC .594 .594 .282 .596 

Explained 40.928 7 5.847 2.779 .009 
Residual 450.269 214 2.104 
Total 491.198 221 2.223 

Panel B: Results for A8d - Complete Sample 
Sum of Mean Sig 

~ Q..f Variation ~ QE ~ E Q!E 
Main Eff!i!s;;t:. 49.552 3 16.517 5.847 .001 

Manipulated Involvement (INV) 5.696 1 5.696 2.016 .157 
Argument Strength (AS) 26.090 1 26.090 9.235 .003 
Peripheral Cue (PC) 18.574 1 18.574 6.575 .011 

2-Way_ lnlfi!rli!!;!iQn:< 12.881 3 4 .294 1.520 .210 
INVXAS 4.116 4.116 1.457 .229 
INVXPC 3.876 3.876 1.372 .243 
AS XPC 5.123 5.123 1.813 .180 

J-WaY. lotera!::!iQ!Jli 
INVXASXPC 1.003 1 1.003 .355 .552 

Explained 63.436 7 9 .062 3.208 .003 
Residual 604.561 214 2.825 
Total 667.996 221 3.023 
-··-··-··----···--···--·· .. ··--·-··- -- - - - -···- -

Panel C: Results for Intent - Complete Sample 
Sum of Mean Sig 

5.o.uLca Q..f Variation SQ.u.ares. D.E ~ E Q!E 
Maio Effects 20.238 3 6.746 2.287 .080 

Manipulated Involvement (INV) .298 1 .298 .101 .751 
Argument Strength (AS) 19.719 1 19.719 6.685 .010 
Peripheral Cue (PC) .253 1 .253 .086 .770 

2-WaY. lnlera!::!icn:. 6.012 3 2.004 .679 .566 
INVXAS .179 1 .179 .061 .806 
INVXPC 5.663 1 5.663 1.920 .167 
AS XPC .184 1 .184 .062 .803 

J-WiiY. loleras;;licos 
INVXASXPC 1.429 1 1.429 .484 .487 

Explained 27.679 7 3.954 1.340 .233 
Residual 628.313 213 2.950 
Total 655.992 220 2.982 
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Table 13 - ANOVA Results: Reported Involvement 

Panel A: Results for f\, - Complete Sample 
Sum of Mean Sig 

Source Q..f Variation ~ Q.E ~ E QIE 
Main Eltects 91.340 3 30.447 16.935 .000 

Reported Involvement (RINV) 64.138 1 64.138 35.674 .000 
Argument Streng1h (AS) 18.553 1 18.553 10.319 .002 
Peripheral Cue (PC) .011 1 .011 .006 .939 

2.-W.ay_ lolaradicos 6.359 3 2.120 1.007 .390 
RINVXAS 2.562 2.562 1.218 .271 
RINVXPC 3 .128 3.128 1.487 .224 

AS XPC .771 .771 .367 .545 
a-WaY. loteradicns 
RINVXASXPC .594 1 .594 .282 .596 

Explained 40.928 7 5.847 2.779 .009 
Residual 450.269 214 2..104 
Total 491 .198 221 2.223 --------··-·· 

Panel 8: Results for A.,_ - Complete Sample 
Sum of Mean Sig 

~ Q..f Varjatlon ~ Q.E ~ E !ilE 
Maio E!!acls 218.514 3 72.838 35.241 .001 

Reported Involvement (RINV) 178.304 1 178.304 86.268 .000 
Argument Strength (AS) 12 .485 1 12.485 6.041 .0 15 
Peripheral Cue (PC) 11.901 1 11 .901 5 .758 .017 

2-'!f..a':l. lnteradiQOS 6.078 3 2.026 .980 .403 
RINVXAS 2.509 2 .509 1.214 .272 
RINVXPC 1.767 1.767 .855 .356 

AS XPC 1.812 1.812 .876 .350 
3-Wa':/. loteradigos 
RINVXASXPC .152 1 .152 .074 .786 

Explained 224.745 7 32.106 15.534 .001 
Residual 436.109 211 2 .067 
Total 660.218 218 3 .031 ---- ··-- ·--- ··-·-·-.. · .. --

Panel C: Results for Intent - Complete Sample 
Sum of Mean Sig 

~ Q..f Variation S®ares D.E SQ.t.lam E olE 
Maio E!lacts 108.767 3 36.256 14.479 .000 

Reported Involvement (RINV) 89.896 1 89.896 35.900 .000 
Argument Strength (AS) 10.544 1 10.544 4 .211 .041 
Peripheral Cue (PC) .065 1 .065 .026 .872 

2-'!f..al£ loteractigos 17.134 3 5.711 2 .281 .080 
RINVXAS 4.131 4 .131 1.650 .200 
RINVXPC 12.492 12.492 4.989 .027 

AS XPC .000 .000 .000 .993 
3.-Wal£ lotaradicos 
RINVXASX PC .032 1 .032 .013 .910 
Explained 125.933 7 17.990 7 .185 .000 
Residual 525.851 210 2.504 
Total 651.784 217 3 .004 
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H2: Influence of Peripheral Cues 

Like Miniard et aL (1990), ANOVA was used to determine if peripheral cues could 

impact Ab under conditions of high involvement Using 2 X 2 ANOV AS (argument 

strength and peripheral cue), no main effects were found for peripheral cues on Ab directly. 

As specified by the DMH Ab acts as a mediator for both the effects of ad attitudes (A.~. and 

brand cognitions (C,) on intentions. Thus, a similar ANOVA was used to test the influence 

of the peripheral cues on A.d and C,. 

As hypothesized the peripheral cue manipulation impacted A,d for all subjects (F = 

6.58, Table 12, Panel 8). As evidence of the influence of peripheral cues regardless of the 

effort expanded in processing an ad, under higher (manipulated) involvement, the effect of 

the peripheral cues on A,d was still significant (F = 8.79, p < .01 , Table 14, Panel A). 

Table 14 - Influence of Peripheral Cues under High 
Involvement 

Panel A: A«<J - High Manipulated Involvement 

Source Q.f Variation 
Main Effects 

Argument Strength (AS) 
Peripheral Cue (PC) 

2-Way Interactions 

Sum of 
~ 
44.834 
25.731 
19.883 

QE 
2 

AS X PC 5.385 1 

Explained 50.219 3 
Residual 248.799 110 

Mean 
S®.am E 

22.417 9.911 
25.731 11 .376 
19.883 8.791 

5.385 2 .381 

16.740 7.401 
2 .262 

Total 299.018 113 
·- - -·--·--·-······-···· ·-·--- ----·--- __ =.;..:._.:c. _____ _ 

2 .646 

Panel B: Aad - High Reported Involvement 

Sum of Mean 
Source Q.f Yarjatjon ~ QE S®ai:f1 E 
Majn Effects 16.791 2 8 .396 3.458 

Argument Strength (AS) 13.873 13.873 5.714 
Peripheral Cue (PC) 2.123 2 .123 .874 

2-W.ay lo!e[ac:lioos 
AS XPC .445 1 .445 .183 

Explained 17.236 3 5.745 2.366 
Residual 252.505 104 2 .428 
Total 269.741 107 2 .521 
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a!.E 
.000 
.001 
.004 

.1 26 

.000 

-----

Sig 
QfE 

.035 

.019 

.352 

.670 
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However, under self-reported higher involvement the effect of peripheral cues on A ... was 

not significant (F = .frl, Table 13, Panel B). 

The results for C.. are less ambiguous. When all subjects are analyzed. the peripheral 

cue had a significant impact on C.. (F = 14.53, p < .001 , Table 15, Panel A). Importantly, 

Table 15 - Influence of Peripheral Cue On cb 
Panel A: Complete Sample 

Sum of Mean Sig 
Source g1Vorjatjon SQI.la[B::i QE ~ E ~E 
MaiD EU:ect:;; 28.804 3 9.601 5.641 .001 

Manipulated Involvement (INV) 3.801 1 3.801 2.233 .137 
Argument Strength (AS) .389 1 .389 .229 .633 
Peripheral Cue (PC) 524.731 1 24.731 14.529 .000 

2.-W.a'l. IDte[acticm; 5.397 3 1.799 7.057 .368 
INVXAS 4.197 4.197 2.466 .118 
INVXPC .060 .060 .035 .851 
AS XPC 1.092 1.092 .641 .424 

3-Wa'l. lntera!:;!ions 
INV XASXPC .634 1 .634 .373 .542 

Explained 34.836 7 4.977 2.924 .006 
Residual 367.664 216 1.702 
Total 402.500 223 1.805 

Panel 8: High Manipulated Involvement 

Sum of Mean Sig 
Source g1 Varjatjon ~ QE s.w.t.am E ~E 
Main Effects 12.360 2 6.180 3.585 .031 

Argument Strength (AS) .992 .992 .575 .450 
Peripheral Cue (PC) 11.483 11 .493 6.662 .011 

2-W.a'l. IDte[aclioD:;; 
AS XPC .035 1 .035 .020 .887 

Explained 12.395 3 4.132 2.397 .072 
Residual 189.110 110 1.724 
Total 202.000 113 1.788 - - - ··--··---· .. - -·-----·--------· 

Panel C: High Reported Involvement 

Sum of Mean Sig 
s..o..u.r.ca g1 Varjatjon SQ.uares QE s.w.t.am E ~E 
MaiD Effects 14.154 2 7.077 2.940 .057 

Argument Strength (AS) 1.510 1 1.510 .627 .430 
Peripheral Cue (PC) 13.174 1 13.174 5.473 .021 

2-w~'l. lot!![ae!ioD~ 
AS XPC 4.701 1 4.701 1.953 .165 

Explained 18.855 3 6.285 2.611 .055 
Residual 250.358 104 2.407 
Total 269.213 107 2.516 
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the significant effect of periphernl cues persists under conditions of both higher 

manipulated (F = 6.66, Table 15, Panel B) and higher self-reported involvement (F = 5.47, 

Table 15, Panel C) . 

All told, the proceeding analysis supports H2 and provides evidence that, within the 

confines of existing theory, the peripheral cues contained in a Website will effect behavior.ll 

intentions. not through their direct influence on Ab , but through their effect on A.d and c;,. 

H3: Antecedents of A.d 

In order to determine if attitudes towards a specific ad were influenced by general 

feelings about advertising, the procedure of Akhter and Durvasula (1991) was followed. 

Using the A...nv and Allll, scales, mean splits (AADv M = 3.21, Aw,. M = 3.49) were used to 

divide the subjects into those. with favorable AADv (M = 2.14, N = 117, 52.9% of subjects) 

and less favorable AAOv (M = 4. 10, N = 104, 47.1% of subjects), and more positive AID'>, 

(M = 2.28, N = 102 or 46.4% of subjects), and those with more negative A~{ (M= 4.53, 

N = 118 or 53.6% of subjects). Next, an ANCOVA was performed. 

Using the more and less favorable groups based on A...nv and AIDM, ANOV A results 

show that, indeed, both these hypothesized antecedents do effect A.d (F = 5.24 and F= 

7.90, p < .01 with no significant interactions). Given the concern that other clements could 

have inlluenced the effects of AADv and A~1 on A•d• ANCOVA was used to eliminate the 

potential effects of the following covariates: beliefs that computer use is useful and 

enjoyable; belief that Internet use is useful and enjoyable; computer and Internet use; and 

gender. As can be seen in Table 16, removing these factors had no effect on the significant 

influence of AADv and Allll, o~ A.d. further supporting H3, and establishing the antecedent 

role of attitudes towards advertising in general and towards Internet advertising on attitudes 

about a specific Internet ad. (Only beliefs that the Internet is useful, and Internet usage were 

significant covariates: F = 6. 76, and F = 3.97.) 



Table 16 - Aad Antecedents 

ANCOVA Analysis for ~ 
Sum of Mean Sig 

Source Q.f Vsrjatjon SgL!ares QE Sguam .E o!.E 
Maio i;!te~s 45.741 2 22.870 8.654 .000 

AKN 10.981 1 10.981 4 .155 .043 
A,OM 14.609 1 14.609 5.528 .020 

Covanates 50.260 7 7.180 2 .717 .010 
Computers useful 3.166 1 3.166 1 .198 .275 
Computers enjoyable 3.898 1 3.898 1.475 .226 
Computer usage .020 1 .020 .008 .930 
WWWuseful 17.870 1 17.870 6.762 .010 
WWW enjoyable 1.345 1 1.345 .509 .476 
WWWusage 10.489 1 10.489 3.969 .048 
Gender .604 1 .604 .229 .633 

Explained 98.893 10 9.889 3.741 .000 
Residual 539. 121 204 2 .643 
Total 638.013 214 2.981 

H4: Decomposition of A.d 

In the domain of general, image-oriented advertising, what is said, and how it is said 

has been shown to influence attitudes. Miniard eta! ( 1990) tested the decomposition of A •• 

into claim and non-claim components, a process replicated in this research. 

Using principles components analysis, two distinct factors emerged from the analysis 

of the seven ad attitude items (A •• .., and A ••.•• ). with the eigenvalues dropping from 1.17 to 

0 .46 after two factors. Additionally, the amount of explained variance from a two factor 

extraction is 85.4%. Varimax rotation produced the factor loadings displayed in Figure 10. 

The factor loadings for the four claim components on the claim construct were all above .80 

on Factor l (A..,), and below .30 on the Factor 2 (A"' ... ). Similarly, the factor loadings for 

the three non-claim measures were all above .91 on A»<K• and below .32 on the A .. ..,. 

Additionally, A"'.., and A.6-... were regressed on A ••. Pooling across treatment 

conditions, the results show both A».(~= .47) and A»oc (~ = .56) to have a significant (F 

= 262.00, p < .001) effect on A ••• accounting for71% of the variance in A ••. Together, 

these analyses provide strong support for H4, the decomposition of Internet ad attitudes 

into claim and non-claim components. 
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Figure 1 0 - Varimax Rotated Factor Loadings 
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H5a & HSb: Moderating Effect or Involvement on Claims and Peripheral 
Cues 

Hypolheses Sa and Sb seek to establish the benefits of decomposing A,d by testing the 

increased influence of A>~J.< on persuasion as involvement increases and the increasing 

influence of A,d·nc on persuasion as involvement decreases. As in H2, this is a test of 

established relationships. hence simple correlation analysis was employed. Correlations 

were run between bolh A..x and AwJ.oc and the following: Ab. brand beliefs. and intent 

These correlations were computed for the higher and lower involvement conditions to 

establish the hypothesized moderating effect of involvement 

In order to tests for differences in the correlation coefficients between involvement 

conditions, the z-test procedure of Glass and Hopkins (1984, p. 307-311) was employed. 

Here 

1 az ----
~· 
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These results are reports as "Z statistic" in Tables 17 and 18, where a significant difference 

at the 95% level requires IZI > L96. 

The top half of Table 17 reports the findings for the manipulated involvement 

condition. As can be seen, the strength of the relationship between Aelk and the outcome 

variables is contrary to that hypothesized Although the Z statistics reveal no significant 

differences for the correlations between conditions, the claims component is more highly 

correlated with the DVs of interest in the lower versus the higher manipulated involvement 

condition. This would indicate an increased influence of ad arguments under low 

involvement, counter to HSa. 

As these findings are inconsistent with past evidence, possible explanations were 

sought. First, given the weak involvement manipulation, ANOVA was run to see if there 

were group differences between the higher and lower manipulated involvement groups on 

brand attitudes, beliefs, and intent. As suspected, there were no significant differences on 

~ (F= Ll7) , brand beliefs (F = .09}, nor purchase intentions (F = . 108). Given this, self 

reponed involvement was investigated as a candidate moderator of the effects of A>lk and 

A, •. .., on these three constructs. Confirming the findings form the Z-test on the correlations, 

ANOV A does reveal a significant difference (p < .01) between the higher and lower self

reponed involvement groups for: Ab (F= 38.34) ; brand beliefs (F = 8.66); and purchase 

intentions (F = 38.27). The correlations and Z statistics for self-reported involvement are 

reponed in the bottom half of Table 17. 

Table 1 7 - Corr-elation Coefficient (r} with Aad-c: 

Aook Ao Brand Beliefs Intent 
MANIPULATED 
High involvement 0 .63 0 .55 0 .53 
low Involvement 0 .71 0.63 0 .58 

Z Statistic -1.068 -0.887 -0.530 
SELF-REPORT 
High involvement 0.75 0.64 0.56 
Low Involvement 0.48 0.49 0.34 

Zstatistic 3.275* 1.594 2 .029* 
·p < .05 
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As can be seen, supporting H5a, the correlations between A..s-c and brand attitudes and 

beliefs, and intent are all higher under higher self-reported conditions of involvement than 

for lower involvement, and show significant differences for~ and intent This, at least for 

self-reported involvement, establishes the moderating effect of involvement on the 

influence of the claims component of advertising attitudes. Together, this analysis indicates 

support for H5a for self-reported involvement only. 

A similar analysis was conducted to test H5b - the moderating effect of involvement 

on peripheral cues. As can be seen from the top half of Table 18, the correlation between 

A • .~-nc and Ab is higher in the low involvement condition (r = .63 vs . . 56), an effect also 

seen in the correlation between Aod·oc and brand beliefs, and, minimally, between Aad-oc and 

intent Given the lack of a significant difference between the correlations as indicated by the 

Z-test, this provides weak directional support for H5b. However, when the analysis is 

repeated for self-reported involvement, the expected pattern reverses, and the differences 

between the correlation coefficients is significant in all cases. Given the lack of significant 

differences in the correlation coefficients under the manipulated involvement conditions, 

and reversed (and significant) correlations under self-reported involvement, H5b is 

rejected. 

In sum, given the mixed support for H5a and rejection of H5b it appears that, while 

possible to decompose Aw into its component parts, the predictive ability gained by doing 

Table 18 - Correlation Coefficient (r) with Aad-ne 

Aoc~-nc A., Brand Beliefs Intent 
MANIPULATED 
High involvement 0 .56 0.48 0 .58 
Low Involvement 0 .63 0 .52 0 .59 

Zstatistic -0.798 ·0.385 -0.111 
SELF-REPORT 
High involv~ment 0.67 0.57 0 .63 
Low Involvement 0.38 0.35 0 .37 

Zstalistic 2.996. 2 .0243" 2.569. 
•p < .05 
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so is inconsistent with both theory and prior results for IDM. The benefit of decomposing 

A.d is further explored in H6. 

H6: Benefit or Decomposing A.d 

Finally, given the high informational orientation of Internet sites, it was believed that 

decomposing A.d into its claim and non-daim components would not offer any greater 

explanatory benefits than a global measure of A.4• To test this hypothesis several 

regressions were run based on the mediating role Ab has on the effects of A.d with regards 

to intentions. Thus, the DV of interest in these regression equations is Ab, given its direct 

impact on intentions. 

In order to control for the experimental stimuli all the treaunents were included in the 

regression equation along with either A.d alone, or both A ... .., and A .... "". An examination of 

the coefficient of simple determination (R2
) from each regression gives an indication of 

proportionate variation of Ab explained by the different equations. These values are given in 

As can be seen, using both manipulated and self-reported involvement, R1 does 

increase (albeit in the range of only four percent) when the global A.d measure is replaced 

by Aad·< and A.c~-nc · Given the increased explanatory capability of the decomposed A.d 

measures , H6 is rejected. It appears that even for information-oriented Internet ad sites, 

both claim and non-claim components of an ad do influence~. which in tum effects 

Table 1 9 - Regression Results 

Regression of A., on Argument Strength, Peripheral Cue, 6ther Manipulated or Self-reported 
Involvement, and Either AflJ or A.- and A...., 

A2 F-value d.f. Significance 
Manipulated IDllOillernenl 
A., alone .502 54.469 4, 216 .000 
A...,&A_., .535 49.442 5, 215 .000 
S!llf-re~K~rt!l~ Involvement 
A., alone .496 52.471 4, 213 .000 
A- &A_, .534 49 .825 5, 212 .000 
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intentions". However, the uadeoff of parsimony for an increase under four percent in 

explanatory ability does call the decomposition of Aad into question, especially when 

coupled with the results of H5a & b. In concert, the failure of the decomposed A.d 

measures to increase explanatory capabilities may indicate that subjects generated more 

global evaluations of Web ads than other types of persuasive communications. 

Having analyzed the six major hypothesis proposed by this research, additional issues 

are now discussed. 

9.1 ADDITIONAL FINDINGS 

Recency, Frequency, and Monetary Value 

As reviewed, one area that has long been the focus of direct marketing practitioners has 

been employment of recency, frequency, and monetary value measures (RFM) to maximize 

response potential . In an attempt to gain some insight into how computer and Internet 

attitudes might effect behaviors, subjects were asked to estimate both their past behavior 

and future intentions towards purchasing items from the WWW (in both cases, a time 

frame of twelve months was employed). As single item measures were employed, simple 

correlation analysis was used to look for possible trends. 

One surprising result is that the correlation (Table 20) between the perception of 

computers as useful and both the past behavior and future intention RFM measures was 

insignificant (p > .05}, with the exception of intended frequency of future purchases (r = 
-.14, p < .05). (A~m1 was also not significantly correlated with past behavior.) The other 

interesting pattern to emerge, relative to computer beliefs, was for past behavior. Here, 

self-reported usage correlated more highly with RFM measures, while, not surprisingly, 

the enjoyment aspect of computer attitudes correlated more highly with}Uture RFM 

intentions. 

When the above analysis is repeated for Internet beliefs, Internet usage correlates most 

highly with past RFM behavior, followed by the enjoyment aspects of Web use, with the 

functional aspects of Web use showing the smallest, but still significant correlations. Once 

93 



Table 20 - RFM Correlations 

All reported correlations significant at the p < .05 level or better. 

COf11)uterBelefs and Use 

Useful 
Enjoyable 
Use 

Enjoy 
.59 

Use 

.37 

.49 

Internet Bef~efs and Use 

Past Behavior Future Intentions 

Recent Freq MV IREC IFREQ 

-.14 
.19 -.14 -.18 .28 -.32 
.29 -.29 -.32 .13 -.16 

Past Behavior Future Intentions 

IMV 

-.32 
-.19 

Enjoy Use Recent Freq MV IREC IFREO IMV 

Useful .63 .55 .20 -.21 -.21 .25 -.22 -.28 
Enjoyable .50 .25 -.21 -.24 .34 -.25 -.34 
Use .36 -.36 -.38 .24 -.21 -.27 
AIOM .25 .16 -.14 -.13 

Recent & IREC = Recency, Freq & IFREO =frequency, MV & IMV =Monetary value or spending 

again, when looking at future intentions, it is the enjoyment dimension of Web usage that 

correlates most highly with predicted RFM measures, followed by the usefulness 

perceptions of Web usage with, surprisingly, self-reported Web usage having the lowest 

correlations with future intentions. 

While computer usage and Internet usage are closely related (r = .65), it appears the 

perceptions of the Internet as both enjoyable and useful are important in determining future 

intentions versus perceptions of the Internet's utility alone. These results are especially 

significant given the relative large number of subjects (24.6%) who report purchasing 

something over the Internet, some three times that reported by the general population. 

(E'(trapolating the figures from the March 27, 1997 Wall SITeez Journal only 8.5% of the 

population has purchased something over the Internet••.) 

While correlation evidence is weak at best, it is interesting to note that, when looking at 

the relationship between RFM measures and computer and Internet beliefs, it is not so 

much the functional aspects of their usage that relates to purchasing over the Web, but the 

enjoyment aspects. 
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CHAPTER 10: DISCUSSION 

10.1 INTERNET DIRECI' MARKETING AND THE ELABORATION 
LIKELIHOOD MODEL 

Results from this study provide strong support for the adaptability of the ELM to IDM. 

This is a significant result given the interactive and information-oriented nature of the Web 

versus one-way mass media that have been the setting for previous research. As shown. 

involvement does fully moderate the effect message arguments have in the formation of 

A•d• Ab and intentions. For both manipulated and self-reported involvement. argument 

strength directly influenced ad and brand attitudes as well as intentions as these effects 

disappear under lower involvement. These findings provide firm evidence of the important 

role involvement will play in determining the type of message processing undertaken with 

IDM ads and the resultant effects of the message content on attitudes and intentions. 

The evidence for involvement moderating the effects of peripheral cues on A.d while 

apparent are not as clear cut Here the differences in manipulated and reported involvement, 

while both demonstrating the expected moderating effects, do so in reverse fashion. In the 

case of reported involvement peripheral cues are moderated in the expected pattern. The 

peripheral cues effect attitudes in the lower involvement cases, with no significant influence 

of peripheral cues under conditions of higher involvement This is a clear demonstration of 

peripheral route processing. In the manipulated involvement condition, however, peripheral 

cue effects are evident only in higher involvement conditions, an unexpected outcome. 

While the ELM does allow for the influence of peripheral cues under central route 

processing, one would expect them primarily under lower involvement peripheral route 

processing. an effect absent in this study. 
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Additionally, while Miniard et al. ( 1990) did find a significant effect for the peripheral 

cue on Ab in lower involvement conditions, such an effect was absent in this research. As 

will be discussed at the end of this section, this may be one indication that people may 

currently process Websites differently than other types of advertisements. 

All told, however, these results do support the extension of the ELM to the domain of 

IDM and demonstrates the important role involvement and processing route have on 

attitudes. Additionally, these findings likely give some evidence that"Web searchers" and 

"Web surfers" react differently to the different elements of a Website, especially in their 

reactions to a site's arguments or copy. Given the ability through cookies to determine 

previous visitation to a site and PC configuration these results could aid Web page 

designers endeavoring to develop the most effective sites for a variety of purposes and Web 

users . 

Finally, the results for brand thoughts are worth noting. In conjunction with the 

findings just reported, the results for c;, indicate some differences in the way IDM ads were 

processed in this research. Miniard eta!. (1990) report a significant effect on~ for 

involvement only. While reported (not manipulated) higher and lower involvement did have 

an effect on brand thoughts in this experiment (M = 1.27 vs . .47, F = 20.62, p < .001), 

peripheral cues also had a significant effect on the number of brand thoughts in all 

involvement conditions, i.e. high and low, both manipulated and reported. That the 

peripheral cue would demonstrate a consistent effect on c;, but not Ab indicates a difference 

from prior findings of the ELM on the operation of peripheral cues. Another possibility is 

that the number of brand thoughts was both so limited, from 33 to 1.39 with an average of 

J57 thoughts per cell, and invariant in this experiment that detection of effects on this 

variable were not discernible due to limited effect sizes. For comparison, the number of 

brand thoughts in the Miniari:l eta! . 1990 study ranged from l.08to 2.81, with an average 

of 2.03 - more than twice as many thoughts per cell as in this experiment. 
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10.2 ANTECEDENTS OF A.4 

Results from this experiment uphold the antecedent effects global evaluations of both 

advertising and lDM have on the attitude towards any specific Internet site. This fully 

supports MacKenzie and Lu~·s (1989) conceptualization of A.d antecedents, a finding that 

has been elusive to date. Additionally, unlike Akhter and Durvasula ( 1991) where only 

attitudes towards specific media and response channels had an effect on A•d• these results 

demonstrate the importance of overall attitudes towards advertising on subjects' individual 

ad perceptions. Significantly, these antecedent results are evident even when controlling for 

the motivational factors of usefulness, enjoyment and use of both computers and the Web, 

as well as gender. 

When looking further at the results of the covariate analysis of the antecedents to A.d 

one factor of great interest emerges. While we generally think of A.d as a more affective 

construct, in this experiment it is subjects' perceptions of the Web as useful and [ntemet 

usage that had significant effect on A.d. not their hedonic aspects. This gives some support 

to this research's assertion that people do view the Web as a more utilitarian, information· 

oriented medium and not a fonn of entertainment This finding could be useful in driving 

future Web development as it is likely that the Web's functional not hedonic appeal 

(sometimes emphasized) should be the pre-eminent consideration i.e., the Web is a tool, 

not a toy. This functional intcrprct4ltion of Web use is also aided by analysis of the 

decomposition of A.d discussed next. 

10.3 IDM, THE DMH, AND RESTRUCTURING A.d 

While the results of this experiment do demonstrate the ability to decompose A.d into its 

claim and non-claim components there may only be marginal utility of doing so. There is 

the distinct possibility that the results of the factor analysis in this, and previous, 

experiments simply reflect demand artifacts (Sawyer 1975). Given that subjects were told: 

rn obtaining your further reaction to the Website, we would like for you to 
distinguish between two basic components of the Website. The first 
component involves claims made about the product The second component 
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involves the remaining elemen!S within the Website such as the format, 
pictures or illustrations, layout, and so forth 

there is the distinct possibility that subjec!S perceived a difference between A..x and A.d-.., 

only because they were instructed to do so. 

This argument for demand artifacts accounting for the decomposition of ad attitudes is 

supported when the specific patterns expected from the claim and non-claim componen!S of 

the Website are analyzed in detaiL First, contrary to the effects predicted by the ELM, and 

uncovered by Miniard et aL (1990), involvement does not moderate the relationship 

between A..J-< and A •• brand beliefs, or intent Even less supportive of the decomposition of 

A.d is the total reversal of expected effects for A a.~-""· Here, while A a.~-"" does exhibit 

directional support for the moderating effect of involvement although not statistically 

significant, the results are exactly opposite those predicted for the self-reported involvement 

cases. In the later. A.d-nc representing the effec!S of peripheral cues correlates more highly 

with A •• brand beliefs and intentions under the higher versus involvement conditions. That 

the effec!S for manipulated and reported involvement differ serves to further weaken the 

support for decomposing A.d in an IDM context 

Coupling the above findings with the minimal increase in explanatory power of the 

decomposition using regression analysis, A.d alone vs. A.d-< and A.d-ac• seriously calls into 

question the benefits of this decomposition. Whether this is a result of demand artifac!S 

previously cited, media, or other conditions is a subject that certainly bears further 

investigation. Specifically of interest is whether it is the familiarity of consumers with a 

medium that adds complexity to the componen!S of ad attitudes or some other factors. The 

belief here is that, given consumers' limited experience with the Internet, expectations or 

standards for Internet ads are still rather homogeneous. Only over time will there be an 

increase in variance and complexity as consumer experience with this medium increases. 

One last finding of interest in this study is that both self-reported involvement and 

argument strength influence A;w~-.,- This finding could be interpreted as support for this 

srudy's repeated assertion that the Internet is still viewed predominantly as an information 
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source, unlike other image-oriented media - namely television. On the Internet instead of 

the affective reactions influencing cognitive responses, the A.., to~ to Ab link, perhaps in 

IDM cognitive/rational responses dominate and influence affective responses, e.g., "Does 

this site give me all the information I need? Okay, now I'll look at the cool dancing product 

box." 

10.4 LIMITATIONS 

Overall the realistic design of the Website stimuli and random assignment of subjects to 

treatment conditions did much to buttress the conclusions reached in this study. Support for 

this is demonstrated by the lack of influence of the potential confounds in ANCOVA 

analysis. Even so, certain limitations of this study are acknowledged. 

While pre-testing assured both the argument strength and peripheral cue manipulations 

performed as required, the involvement manipulation proved more troublesome. This 

speaks not only to the difficulty of manipulating involvement in general, but how truly 

difficult it may be when conducting research regarding the Internet Barely a day passes 

without a news item regarding Internet commerce. Surely this hyperbole motivates 

increased interest in all things Web-related. By relying on self-reported involvement as 

well , this limitation was largely overcome. 

Additionally. like previous work in the A.d stream, this experiment likely tested attitude 

formation, not change. The use of a "new" product- albeit one very similar to those found 

in the market place - makes measurement of attitude change impractical as no baseline 

attitude information is available. This is a problem recurrent in a great deal of the attitude 

literature, so its presence here should not unduly influence the conclusions reached. 

10.5 FUTURE RESEARCH 

Given the newness of the Internet, this section will focus largely on issues related to 

this study, while recognizing the vast opportunities a new and evolving media provide. 

However, one can only hope that while this study focuses largely on the commercial 
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aspects of the Web given the importance of commercial support in this new medium. it is 

the potential of the Web beyond "interactive television" that are likely its most important 

applications. 

Future work on IDM must provide a much greater understanding of who uses the 

Internet. for wlzat, and wlzy. The need for this is demonstrated not only by the important 

intervening role involvement has played on persuasion as found in this research. but on the 

impact of the motivational factors of usefulness and enjoyment as well. Aside from 

demographic profiles, it is likely that people approach the Web in different ways for 

different purposes. Among the many factors that need immediate attention are: shopping 

orientations; risk perceptions; and decision-making style for Web users. Additionally, does 

the fundamental difference between practical and hedonic Web use tell us more about a 

user's characteristics and reactions to persuasion attempts via IDM than any other factor? 

While this research did measure and control for user motivations. much like the antecedents 

of A.d have added depth to our understanding of this crucial construct, so will the 

antecedents of Internet use add a richer understanding to persuasion through IDM. 

The factors proposed above will likely play a crucial role in uncovering the 

determinants of IDM elaboration. Beyond that, we need to understand how Internet "entry" 

effects persuasion. How does a person end up at a particular Website - via a banner ad, 

search engine, or directly through a Web address promoted in ot.her media? Do these 

different "entry" techniques indicate likely different levels of involvement, demanding 

different Website designs? Will A~1 or A. prove to be the major factors determining 

receptivity? If so, how? Even the role of product category in IDM is likely to be of crucial 

importance, i.e., What is it about computer software that lends itself to Internet commerce 

more than other products? As the base of Internet users grows, what ot.her products are 

likely to have these same characteristics? 

Finally, the results of H5 and H6, make it quite apparent t.hat much more research into 

t.he components of Internet advertising attitudes is warranted. Do the claim and non-claim 
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components of A.d play a role in IDM similar to less interactive, more image-oriented 

media? A possibility that bears investigation is whether Aa~-c plays an intervening role for 

peri pher.ll cues or executional elements of an Internet ad - perhaps mediating the impact of 

these components on persuasion. If cognitive or central route processing dominates IDM ad 

processing, perhaps adaptations of the DMH will have to be made. 
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CHAPTER 11: CONCLUSION 

This research explores the adaptability of current persuasion research to the much more 

interactively-oriented medium of the WWW. By constructing a realistic Website including 

components found on actual Web pages both the ELM and attitude towards the ad 

literatures were tested in a IDM simulation. The limited interactions present in the 

experimental manipulations facilitated analysis of the major research issues. 

The six hypotheses tested are an effort to both expand the domain of current persuasion 

theories, and provide a theoretical background for future studies of IDM. As the results 

show, the basic tenets of the ELM and A.d literatures largely hold for IDM. The two main 

findings of this study are that: differing levels of involvement do effect how the elements of 

a Website are perceived and their effect on persuasion, and; attitudes towards Internet 

advertising in general do play an important role determining the persuasive ability of a 

particular Website through their impact on A,.r 

The first set of findings, in part, validate the sums of money sponsors pour into 

Internet advertising, demonstrating that people do respond to ads in this medium largely as 

they do in other media. One may conclude that the Internet is indeed yet another channel for 

delivering persuasive communications. As in other media and IDM, what is said as well as 

the components of how the message is conveyed are important determinants of attitudes. 

Aside from the arguments presented which are so important in this information intensive 

medium, maybe the "naming logo" jokingly touted in a recent IBM television commercial 

does indeed make a difference. More importantly for developing a theory on IDM. 

verification of the application of the ELM and basic components of the A.d literature speak 
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to the robustness of those theories in a medium which, to a large part, did not exist when 

they were developed. 

The second major finding of this research is that, currently, the antecedents of Internet 

advertising ani tudes conceptualized but not supported by MacKenzie and Lutz (1989), do 

in fact influence the attitudes towards a specific Internet ad. This is an important finding 

that should help influence the maturation of the Web. Industry, government, researcher5 

and consumer5 need to under5tand that people's perceptions of the Web as whole will 

indeed influence the effectiveness of the Web as a persuasive medium. While the 

government to date has displayed great restraint in imposing any regulation of conduct on 

the Web, as can be seen from the low opinions of e-mail advertising, consumers likely 

already harbor considerable iH-will towards one type of Internet promotion - Spam - a 

fairly dubious achievement in a medium less than five year5 old! It is incumbent upon all 

interested parties to insure that this negative perception does not spread throughout this new 

medium. While direct mailers may be happy with two percent response rates, it is doubtful 

Internet mavens would be happy pouring through 50 Websites just to find the information 

they were seeking. 

When attempting to integrate limited RFM measures common to DMA into this setting, 

the results are rather surprising. In this experiment it is the hedonic or enjoyment aspects of 

using the Internet that correlate more highly with future Intentions about Internet 

purchasing than either perceptions of the Web as useful or global evaluations about Internet 

advertising. Whether this indicates reinforcement of the per5uasive paths from affective 

attitudes components to the more cognitively-oriented aspects of brand evaluation, or 

simply the lack of global Internet purchasing behaviors and intentions mapping to the 

evaluation of any one Website is unknown. 

In sum, the findings of this study confirmed the usefulness of two major per5uasion 

theories in this new domain. As predicted by the ELM, involvement still plays a major role 

in moderating how Web pages are processed. This has implications for Web designers who 
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should realize that "surfers" and "searchers" will process the information on Websites in 

different manners and, perhaps, if a site expects to attract a lot of "surfers," the look and 

feel of the site itself is critical. Of course, what elements of Websites make them attractive 

to different people, and why, is a question of great interest Conversely, if it is expected 

that information searchers will be drawn to a site, less attention, effort, and expense need 

be focused on the peripheral cues, while an emphasis on providing quality information is 

likely critical to perceptions of the site and brand. 

As for the AMI literature, once again we see that the Internet is currently perceived much 

as other media, and what we know about other forms of commercial communication does 

lend insight into the formation of brand attitudes and intentions on the Web as well. 

Given these findings it is hoped that this research has been an initial step towards 

establishing a theory of IDM, and will give other researchers confidence in adapting what is 

currently known about persuasion to the Web. 
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APPENDIX 

Instruments, Stimuli, and Forms 
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Appendix A: Pre-test One Instrument 

Thank you for agreeing to participate in this study. It should only take about 15 minutes of your 
time. There are no right or wrong answers. we are just interested in your feelings and opinions. 
Your answers will in no way be associated with you, so your confidentiality is assured. 

So that we may get a better idea about you, we would like to ask a few questions before we begin. 

The next eight items relate to your experiences with computers in general. 

1 _ Using computers improves my performance 

strongly agree 1 2 3 4 5 6 7 strongly disagree 

2. Using computers increases my productivity 

strongly agree 1 2 3 4 5 6 7 strongly disagree 

3. Using computers enhances my effectiveness 

strongly agree 2 3 4 5 6 7 strongly disagree 

4 . I find computers useful 

strongly agree 2 3 4 5 6 7 strongly disagree 

5. I find using computers enjoyable 

strongly agree 1 2 3 4 5 6 7 strongly disagree 

6. The actual process of using computers is: 

pleasant 1 2 3 4 5 6 7 unpleasant 

7 _ I have fun using computers 

strongly agree 1 2 3 4 5 6 7 strongly disagree 

8. Compared to people I know, I use computers: 

much more frequently 1 2 3 4 5 6 7 much less frequently 

The next eight items relate to your experiences with the Internet or Wodd Wide Web 
c:J£JiYij in generaL 

9 . Using the Internet improves my performance 

strongly agree 1 2 3 4 5 6 7 strongly disagree 

10. Using the Internet increases my productivity 

strongly agree 1 2 3 4 5 6 7 strongly disag;aa 

11. Using the Internet enhances my effectiveness 

strongly agree 1 2 3 4 5 6 7 strongly disagree 

12. I find the Internet useful 

strongly agree 2 3 4 5 6 7 strongly disagree 

13. I find using the Internet enjoyable 

strongly agree. 1 2 3 4 5 6 7 strongly disagree 

14. The actual process of using the Internet is: 

pleasant 1 2 3 4 5 6 7 unpleasant 

15. I have fun using the Internet 

strongly agree 1 2 3 4 5 6 7 strongly disagree 

16. Compared to people I know, I use the Internet: 

much more frequently 1 2 3 4 5 6 7 much less frequently 
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Now we would like to get an idea about how you feel about advertising, in general, and some 
specific advertising forms. Please answer the following questions: 

How do you feel, in general, about all types of advertising? 

1 7 good 1 2 3 4 5 6 7 bad 

18. pleasant 1 2 3 4 5 6 7 unpleasant 

19. favorable 1 2 3 4 5 6 7 unfavorable 

How do you feel about e-mail type advertising (advertising sent to an 
individual as e-mail)? 

20. good 1 2 3 4 5 6 7 bad 

21 . 

22. 

pleasant 

favorable 

1 2 3 4 5 6 7 unpleasant 

1 2 3 4 5 6 7 unfavorable 

How do you feel about advertising spedfically on the Internet or WWW? (Not e-mail 
advertising.) 

23. 

24. 

25. 

good 

pleasant 

favorable 

1234567bad 

2 3 4 5 6 7 unpleasant 

1 2 3 4 5 6 7 unfavorable 

In conjunction with a major software development firm the FAU Department of Marketing is testing 
your evaluation of the following product ctaims to be used on their associated product Websites. 
The ad on the next page simulates a Website. Please look through the following ad (simulated 
Website) as you would if you were actually on the www. When you are done looking at the ad 
(simulated Website), tum the page and answer the questions. You will be asked at the end of the 
session to make a choice between several products. Thank you very much for your time. 

Please~ refer to the ad (simulated Web site) on the previous page as you answer the 
remaining questions. 

26 . Please list all thoughts, ideas, and images that occurred to you while 
looking at the ad (test Website) : (NOTE: Full lined page for response) 

While going through the ad (simulated Website) I was: 

27. very involved 1 2 3 4 5 6 7 very uninvolved 

28. concentrating very hard 1 2 3 4 5 6 7 concentrating very little 

29. paying a lot of attention 1 2 3 4 5 6 7 paying little attention 

30 . I carefully oonsidered the ctaims in the simulated Website: 

strongly agree 1 2 3 4 5 6 7 strongly disagree 

What was your overall reaction to the ad (simulated Website)? 

31 . favorable 1 2 3 4 5 6 7 unfavorable 

32. Interesting 1 2 3 4 5 6 7 boring 

33. effective 1 2 3 4 5 6 7 ineffective 

34. Rate the reasons as described in the ad (simulated Website) for using the software: 

persuasive 1 2 3 4 5 6 7 unpersuasive 

35. Rate the reasons lor using the software as described in the ad (simulated Website): 

weak reasons 1 2 3 4 5 6 7 strong reasons 
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36. I think the presented reasons for using the software were convincing: 

strongly agree 1 2 3 4 5 6 7 strongly disagree 

37. Product names are quite important On the scale below, please indicate which 
name lor a new word processing software package you favor: 
WriteRight 1 2 3 4 5 6 7 WriteWare 

strongly 
favor 

neutral strongly 
favor 

That largely concludes our questions for today. H you could just take a few more moments to 
please fill out the remaining items, you will be done. 

38. Gender: 

0 Male 0 Female 

39. Class: 

0 Freshman 

0 Senior 

40 How old are you? 

0 Sophomore 

OGraduate 

0 Junior 

0 Other 

41 . Please enter the last two digits of your social security number (or student number), 

Any comments you have on the questionnaire itself would also be appreciated: 

THAT CONCLUDES YOUR PARTICIPATION IN THIS QUESTIONNAIRE, THANK 
YOU VERY MUCH FOR YOUR TIME! 
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Appendix 8: Pre-test Two and Three Instrument 

Thank you for agreeing to participate in this study. It should only take about 
1 0 minutes of your time. 

We would like to turn over the page and carefully evaluate the statements for 
a new software product. When you are done, please return to this page and 
answer the following questions without referring to the statements. 

How would you evaluate the claims made about the software? 

1. persuasive 1 234567 unpersuasive 

2. informative 1 2 3 4 5 6 7 uninformative 

3. strong 1 2 3 4 5 6 7 weak 

4. believable 1234567 unbelievable 

What was your overall reaction to the statements? 

5. favorable 1 2 3 4 5 6 7 unfavorable 

6. Interesting 1 2 3 4 5 6 7 boring 

7. effective 1 2 3 4 5 6 7 ineffective 

Next, so that we may get a better idea about you, we would like to ask two 
questions. 

B. Compared to the average university student I think I use computers: 

much more frequently 1 2 3 4 5 6 7 much less frequently 

9. Compared to the average university student I think I use the Internet: 

much more frequently 1 2 3 4 5 6 7 much less frequently 

Product names are quite important. On the scale below, please indicate which 
name for a new word processing software package you favor: 

1 0. Write Ware 1 2 3 4 5 6 7 WriteRight 

11 . Gender: 

0 Male 

strongly 
favor 

0 Female 

neutral strongly 
favor 

THAT CONCLUDES YOUR PARTICIPATION IN THIS 
QUESTIONNAIRE, THANK YOU VERY MUCH FOR YOUR TIME! 
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Appendix C Pre-test Four Instrument 

In the next few minutes you will be shown several overheads. Each of these is meant to 
replicate a World Wide Web (WWW) or Internet Web page. You will be asked to rate each 
of the sites on lhe four scales given. Thank you very much for participating in this study! 

Overhead 1: big green checkerboard 

1. attractive 2 3 4 5 6 7 unattractive 
2. favorable 2 3 4 5 6 7 unfavorable 
3 . appropriate 2 3 4 5 6 7 inappropriate 
4. likable 2 3 4 5 6 7 unlikable 

Overhead 2: gray "tiled" 

5 . attractive 2 3 4 5 6 7 unattractive 
6. favorable 2 3 4 5 6 7 unfavorable 
7 . appropriate 2 3 4 5 6 7 inappropriate 
8. likable 2 3 4 5 6 7 unlikable 

Overhead 3: small orange checkerboard 
9. attrnctive I 2 3 4 5 6 7 unattractive 
10. favorable 2 3 . 4 5 6 7 unfavorable 
11. appropriate 2 3 4 5 6 7 inappropriate 
12. likable 2 3 4 5 6 7 unlikable 

Overhead 4: smal I green checkerboard 
13 . attractive l 2 3 4 5 6 7 unattractive 
14. favorable I 2 3 4 5 6 7 unfavorable 
15. appropriate 2 3 4 5 6 7 inappropriate 
16. likable 2 3 4 5 6 7 unlikable 

Overhead 5: gray ''tiled" windows 
17. attrncti ve I 2 3 4 5 6 7 unattractive 
18. favorable 2 3 4 5 6 7 unfavorable 
19. appropriate 2 3 4 5 6 7 inappropriate 
20. likable 2 3 4 5 6 7 unlikable 

Overhead 6: big orange checkerboard 
21. attractive I 2 3 4 5 6 7 unattractive 
22. favorable 2 3 4 5 6 7 unfavorable 
23 . appropriate 2 3 4 5 6 7 inappropriate 
24 likable 2 3 4 5 6 7 unlikable 

Now, please rank the overheads in what you think would make the best to worst Web Site: 

25. Best~ 2d ___ ,3d ___ , 4th---· 5th~ Worst __ _ 

Again, thank you for your time! 
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Appendix D: Final Response Booklet 

RESPONSE BOOKLET 

Thank you for agreeing to participate in this study. 

Before you begin make sure you have read and signed the BLUE "Consent 
Form," and returned it to the session moderator. 

From this point forward, please follow the directions on your computer 
screen and in this bookl!!t. The directions are keyed to both the page 
numbers and question numbers in this booklet, and the screen numbers 
displayed on the bottom right of the screen in red (you may have to scroll 
down to see these numbers). 

You should be on SCREEN ONE now. 

Please make sure to answer ALL questions. Most of the questions range 
from 1 to 7, with each end (1 & 7) indicating strongest agreement with the 
word or phrase at that end of the scale, and a "4" being neutral. For 
example: 

EX: I like Ice Cream: 

strongly agree 1 2 3 4 5 6 7 strongly disagree 

If you Jove Ice Cream you would circle "1", if you hate Ice Cream you 
would circle "7" and if you were somewhere in-between you would choose 
2 - 5. 

If you have any questions, please ask the session moderator. 

When you are ready click the blue "CONTINUE" button on screen. 

Please illL.n.Q1 turn the page until instructed to do so. 

Please record the time (to the minute) now: 

1. Condition # 
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(You should be on SCREEN TWO now.) 

The next eight items relate to your experiences with computers in general. 

2 . Using computers improves my performance 

strongly agree l 2 3 4 5 6 7 strongly disagree 

3 . Using computers increases my productivity 

strongly agree 1 2 3 4 5 6 7 strongly disagree 

4 . Using computers enhances my effectiveness 

strongly agree 1 2 3 4 5 6 7 strongly disagree 

5. I find computers useful 

strongly agree 1234567 strongly disagree 

6 . I find using computers enjoyable 

strongly agree 1 2 3 4 5 6 7 strongly disagree 

7 . The actual process of using computers is: 

pleasant 1 2 3 4 5 6 7 unpleasant 

8 . I have fun using computers 

strongly agree 1 2 3 4 5 6 7 strongly disagree 

9 . Compared to the average university student I think I use computers: 

much more frequently 1 2 3 4 5 6 7 much less frequently 

The next eight items relate to your experiences with the Internet or World Wide Web 
(WWW) in general. 

lO. Using the Internet improves my performance 

strongly agree 1 2 3 4 5 6 7 strongly disagree 

11. Using the Internet increases my productivity 

strongly agree 1 2 3 4 5 6 7 strongly disagree 

12. Usmg the Internet enhances my effectiveness 

strongly agree 1 2 3 4 5 6 7 strongly disagree 

13. I find the Internet useful 

strongly agree 1234567 strongly disagree 

14. I find using the Internet enjoyable 

strongly agree I 2 3 4 5 6 7 strongly disagree 

15. The actual process of using the Internet is: 

pleasant 1 2 3 4 5 6 7 unpleasant 
16. I have fun using the Internet 

strongly agree l 2 3 4 5 6 7 strongly disagree 

17. Compared to the average university student I think I use the Internet 

much more frequently l 2 3 4 5 6 7 much less frequently 

Please tum the page and continue. 
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18. Do you primarily use· a PC or PC-compatible computer, or a Macintosh computer? 

0 PC OMAc Oaoth 
Now we would like to get an idea about how you feel about advertising, in general, and 
some specific advertising forms. Please answer questions 19 - 27. (You should still be on 
SCREEN TWO.) 

How do you feel, in general, about all types of advertising? 

19. good I 2 3 4 5 6 7 bad 

20. pleasant 1 2 3 4 5 6 7 unpleasant 

21 . favorable I 2 3 4 5 6 7 unfavorable 

How do you feel about advertising specifically on the Internet? 

22. good 1 2 3 4 5 6 7 bad 

23 . pleasant 1 2 3 4 5 6 7 unpleasant 

24. favorable 1234567 unfavorable 

How do you feel about e-mail type advertising (advertising sent to an individual as 
e-mail)? 

25. 

26. 

27. 

good 

pleasant 

favorable 

I 2 3 4 5 6 7 

1234567 

1 2 3 4 5 6 7 

bad 

unpleasant 

unfavorable 

Please click the .. next" button on screen now, it should take you to SCREEN THREE. 

DO NOT tum the page in the response booklet until you are instructed to do so. 
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Thought Listing 
(You should now be on SCREEN AVE.) 

When you are done listing your thoughts, click the "Continue" button (it will take you to 
SCREEN SIX). 
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(You should now be on SCREEN SIX.) 

While going through the Write Right Website I was: 

28. very involved 1 2 3 4 5 6 7 

29. concentrating very hard 1 2 3 4 5 6 7 

30. paying a lot of attention 1 2 3 4 5 6 7 

very uninvolved 

concentrating very little 

paying little attention 

31. I carefully considered the claims about Write Right in the Website: 

strongly agree 1 2 3 4 5 6 7 strongly disagree 

32. Did you look at the Printer Web page? 

33. Did you look at the hard drive and RAM comparison graph page? 

0Yes 0 No 

What was your overall reaction to the Write Right Website? 

34. favorable 1 2 3 4 5 6 7 unfavorable 

35. Interesting 2 3 4 5 6 7 boring 

36. e!Tective 234567 ineffective 

In obtaining your further reaction to the Website, we would like for you to distinguish 
between two basic components of the Website. The first component involves claims made 
about the product The second component involves the remaining elements within the 
Website such as the format, pictures or illustrations, layout, and so forth. 

Concerning the first componenl, how would you evaluate the claims made about Write 
Right? 

37. persuasive 234567 unpersuasive 

38. informative 234567 uninformative 

39. strong 2 3 4 5 6 7 weak 

40. believable 234567 unbelievable 

Concerning the second component, how would you evaluate the remaining elements 
(everything except the claims) within the Write Right Website? 

41 . 

42. 

43 . 

positive 

good 

favorable 

234567 

234567 

234567 

negative 

bad 

unfavorable 

What is your reaction to Write Right software itself? 

44. favorable 1 2 3 4 5 6 7 unfavorable 

45. 

46. 

positive 

like very much 

234567 

234567 

Please tum the page and continue. 

negative 

dislike very much 
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If Write Right were available today, would you buy it? 

47. likely l 2 3 4 5 6 7 unlikely 

48. probable l 2 3 4 5 6 7 improbable 

49. possible 1234567 impossible 

50. Rate the reasons or arguments as described in the Web site for using WriteRight 

persuasive unpersuasive 
arguments I 2 3 4 5 6 7 arguments 

51. Rate the reasons for using WriteRight as described in the Web site: 

weak reasons 1 2 3 4 5 6 7 strong reasons 

52. The Write Right Word Processing software supports many printers: 

strongly agree 1 2 3 4 5 6 7 strongly disagree 

53. There are a lot of fonts included with this software: 

strongly agree 1 2 3 4 5 6 7 strongly disagree 

54. This software is highly rated by computer magazines: 

strongly agree 1 2 3 4 5 6 7 strongly disagree 

55. This software is easy to install: 

strongly agree I 2 3 4 5 6 7 strongly disagree 

56. This software has many useful features : 

strongly agree 1 2 3 4 5 6 7 strongly disagree 

57. The supporting documentation include with this software is excellent: 

strongly agree 1 2 3 4 5 6 7 strongly disagree 

58. The hardware requirements for this software are very favorable: 

strongly agree 1 2 3 4 5 6 7 strongly disagree 

59. The support provided for this software package is excellent 

strongly agree I 2 3 4 5 6 7 strongly disagree 

Please click the "CONTINUE" button now. it will take you to SCREEN SEVEN 
DO NOT tum the page until instructed to do so. 
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(You should now be on SCREEN EIGHf.) 
Please choose whether you choose to receive the Write Right or the Write Ware software. 

60. 0 WriteRight 0 Write Ware 0 No Preference 

That largely concludes our questions for today.lf you could just take a few more moments 
to please fill out the remaining items, you will be done. 

61. When was the last time you purchased something from the Internet or WWW? 

Last Last Within the last Within the last Within the 
Week month three months six months last year 

62. How many times have you purchased something from the WWW in the last twelve 
months? 

Never l- 3 4-6 7-9 10 or more 

63. In the past 12 months. how much money have you spent on WWW purchases? 

Never 

$0 $1.00 - $20.00 $21 -$40 $41 - $60 $61 -$90 $91 -$110 More than $11C 

64. In the next year, how likely is it that you will purchase something from the WWW? 

very likely 2 3 4 5 6 7 not at all likely 

65. How many times do you think you will make purchases from the WWW in the next 
year'? 

Never I- 3 4-6 7-9 lO or more 

66. In the next year, how much money do you think you will spend on WWW purchases? 

$0 $1.00 - $20.00 $21 -$40 $41 - $60 $61 -$90 $91-$110 More than $11( 

67. Gender: 

68. Class Standing: 

0 Freshman 

0 Senior 

69. How old are you? 

0MaJe 

70. What is your major? 

0 Undecided 

0 Education 

0 Nursing 
Science 

0 Urban & Public Affairs 

Please tum the page and continue. 

0 Female 

0 Sophomore 

0 Graduate 

0 Arts & Humanities 

0 Engineering 

0 Science 

Oother 
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0 Other 

0 Business 

0 Liberal Arts 

Osocial 



One last set of questions, and we are done. 

71. How much like actually being on the Web were the WriteRight pages in this 
experiment? (This was the first software package.) 

Just like being Not at all like being 
on the Web 1 2 3 4 5 6 7 on the Web 

72. Based on what you know of the sites on the Internet, how similar were the WriteRight 
pages in this experiment to actual WWW sites? 

very similar 1 2 3 4 5 6 7 very dissimilar 

73. Based on what you know of the Web, how reaiisi.ic do you think the WriteRight sites 
you saw in this experiment were? 

very realistic 1 2 3 4 5 6 7 very unrealistic 

Please record the time (to the minute) now: ------

74. Referring to lhe first page of the Response Booklet, 
how much time did it take you to complete this experiment? ________ ,(minutes) 

Please click the "CONTINUE" button now (it will take you to SCREEN NINE). 

75. Completion confirmation#: --------

You should still be on SCREEN NINE. 
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LOTTERY ENTRY 

As a reminder, in no way will this information be released to other parties 
or connected to your responses to this experiment. In fact, this page will be 
separated from the rest of the response booklet after you turn it in. 

This form is simply to get your address to mail you a $100 check if your 
name is chosen as a winner in the lottery for participating in this 
experiment. 

Name: 

Address I: 

Address2: 

City: ---------''------State:------

Zip Code:-------

Also, please indicate which software you would have chosen here: 

0 WriteRight 0 WriteWare 0 No Preference 

Thank you again for your participation. 

Please DO NOT discuss this experiment with anyone for a least a ID.Q.D!h! 
Discussing this experiment could SEVERELY COMPROMISE the results, 
and nullify the great deal of effort and expense involved! 

Please make sure and click the RETURN TO START button for the next 
participant. 

THANK YOU again for your participation in this study!!! 
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Appendix E: Final Homepage • Weak Argument and Negative Peripheral 
Cue 
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Appendix F: Printer Page - Strong Argument and Positive Peripheral Cue 
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Appendix G: RAM and Hard Disk Page - Strong Argument and Positive 
Peripheral Cue 
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Appendix H: Consent Form 

CONSENT FORM 

J) Title of Study: Internet Advertising 

2) Investigators: Responsible Project Investigator: Professor Pradeep K. Korgaonkar, 
marketing. Primary Project Investigator: Eric J. !<'".arson, Ph.D. candidate, marketing, 

3l Purpose: To evaluate Internet advertising 

4) Procedures: Participation in this study requires 20-25 minutes on-line in one of the 
FAU computer labs for this one session only. 

Sl Risks: The risks involved with participation in this study are no more than one would 
experience in regular daily activities. 

6l Benefits: Potential benefits that subjects may attain from this research study: 
satisfaction from knowing you have contributed to our knowledge of Internet advertising, 
and cash compensation of $3.00. 

7) Data Collection & Storage: Your participation in this study is entirely anonymous -
in no way can the data you provide be traced back to you as an individual. Additionally, at 
no time will the identities of the persons participating in this study be released to any 
outside parties. Any data that may be released will in no way be connected to any individual 
involved in the study. 

8) Contact Information: For related problems or questions regarding your right as a 
subject, the Office of Sponsored Research of Aorida Atlantic University can be contacted at 
(.561) 367-2310. For other questions about the study, you should call the Principle 
Investigator, Professor Prndeep K. Korgaonkar, at (954) 760-.5633. 

9) Consent Statement: I have read and understand the study described above. I am 18 
years of age or older and freely consent to participate. I understand that I am free to 
withdraw from this study at any time, and that compensation is contingent upon completing 
the on-line portion of the study. A copy of this consent form \vill be provided to me if I 
want a copy for myself. 

Signature of Subject: Date: ______ _ 

Printed Name: 

Address (Optional): 

Signature of Investigator: ------------- Date: -------
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ENDNOTES 

1 The phrnse "with this activity stored on database" was appended to the definition around 1992. 
1 Mailings sent to addresses in postal zones. or areas, without a specific name - usually addressed 
"occupant.'' or "resident'' 
1 For readability, throughout the remainder of this work "product" will be used to indicate product or 
service. 
4 This case bad been dismissed by the Circuit Court of Arlington County. Virginia as of this writing 
(Direct Marketing, July 1996). 
5 Other authors and their hierarchies include: McGuire (tm) entailing presentation, anenr:ino. 
comprehension, yielding, retention and overt behavior. and Krugman's (1977) AIET A model where the 
hie=chy is awareness, interest, evaluation. trial, then adoption 
• Peltier et al.'s "Image/Direct Response Continuum" (1992, P- 44) consists of the following eight items: 
''No response device vs. Strong response device; Awareness/attitudes vs. Response; Uses imagery vs. Docs 
not use imagery; Uses emotions vs. Uses reason; Uses little information vs. Much information; Attitude 
toward brnnd vs. attinJde toward product; High message frequency vs. Low message frequency, and; High 
production values vs. Low production values." 
7 The one clement of the model not tested by MacKenzie and Lutz is mocJd due to the significant 
complexity it would have added to their testing procedures. 
8 Five agree/disagree measures consisting of: "Direct marketers in general: sell high quality merchandise, 
tend to annoy consumers. provide good service. charge a lot for deli very. provide a better assortment of 
men:ba.ndise, and arc trustworthy" (p. 52). 
9 Three item semantic differential scale of: good/bad, pleasaolfunplc:asant, and favorable/unfavorable. 
10 A rather limited three item scale: "I enjoy buying things through mail order; I prefer shopping mail than 
through retail. and; 1 am not interested in most of the catalogs I receive," (Mehta and Sivadas 1995, p. 26) . 
11 Gi,·en the targeted oarure of DMA, this work will concern itself only with the motivation.al component 
of elaboration. not ability nor opporrunity {i.e .• I will assume that in a DMA setting prospects have been 
matched with offers so they have the ability to process the information presented. Additionally. the delivery 
method of DMA often ensures an opportunity to process the offer if the motivation to do so is present). 
Hence, involvement will be used throughout the remainder of this work instead of the more detailed 
construct nf elaboration. 
10 l'vliniard et al (1990) used a scale of +3 to -3 for their four items. The difference was 1.03 on a 7-point 
scale. 
13 There IVere differences in reported and calculated times. Additiooally, one outlier of 58 minutes was 
changed to the experimental mean (the subject received a phone call during the experiment), and the 
responses of one physical! y challenged smdcnt were recorded by the author, increasing this subject's time. 
14 Median splits. which are used t.h,roughout this research. have been used with some frequency in research 
involving ad attirude research (e.g .• MueWing and Laczniak 1988). 
15 Throughout the results section. significant will refer to p < .05, while marginally significant will refer to 
p < . 10. 
16 When similar regressions were run on C,. tl1e resulting R1s were much lower (.10- .15). and the 
influence of A,4 was significant in only one condition. Given the small magnitude of effect. and lack of 
significant ~s in lhn:e of tl1e four equations, this analysis is not included 
17 Given the significant influence of the peripheral cue manipulation oo perceptions of realism, {in both the 
self-reported and manipulated involvement conditions). the regression equations were repeated controlling for 
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the b:lckgrouncl The same magnitude of difference in R2 was found in all cases (both self-reported and 
manipulated involvement) when controlling foc realism. 
18 The Wall Street JourTUJI article reporu that 2 L9% of the population accesses the Internet. and of those 
39% have made a purchase. 
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