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Bessage strategies relating to information about

social pronlems such as drug abuse have been based on the assumption
that eXxposure to relevant information via mass media will result 4in

behavior modification. There is need, however, for scientific inquiry

into mothods of information acquisition and perceptual response to
information. A tvwo=part study in Connecticut was designed to utilize
objective and subjective measurements of viewer response to public
service drug abuse coammercials. The firct experiment provided
comparative cvaluvations of the qualities of £ive television
copmrarciuls according to their potency, conventionality, realistic
gqualities, predictability, and informational values. In the second
cxperiaent, galvanic skin response measurements were used to

determine messagu-gonerated attention as subjects were looking at one

of the commercials; this was followed by posttest ratings. Results
indicated that "hard sell" aessages against druy abuse use
{threatening, enmotional, or disturbing approaches) appear to be mos
reliable for measurement of viewer perception regardless of the
apount of attention generated during the actual viewing period.
Attontion arousal is important as a deteraminant of
comaunication-generated hehavior but is not necessarily related to
the receiver's perceptual response and degree of persuasion. (RN}
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This report is one of a series of descriptive and
predictive studies into the cognitive, affective and
behavioral responges to drug abuse information. Project
DAIR {(Drug Abuse Information Research), proposes to de-
fine dimensions of information seeking and utilization
4hat relate to drug abuse. Investigations in this series
develop and implement the instrumentation for a methodology
which includes surveys, experimental manipulations, field
experiments and modeling. One goal of the geries is the
development of a stochastic behavioral model which allowa
the prediction of drug use behavior consequent to specified
exposure from 4rug abuse information.

Computer time for statistical analyses was provided through
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J~-9 to the Computer Centers
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The communication specialist islfrequently engaged in formu-
lating meusage gtrategies with the intention of affectiﬁg the be-
havior(s) of specified setus of receivers. 1In the area of social
probleﬁs such as drug abuse, these gstrategy applications have here-
tofofe relied on the apparent assumpticn that ekponure 10 "rele-
vant" informa*ion (via mass media channels) will somehow result
in more "rational" behavior choices (c¢f. Hanneman and McEwen, in
preés)a While the validity of thigu aﬂsumption'has, of course, been
questioned (Etzioni, 1972), empirical assesament of messége—genér-
ated effecte in the gyocial problem and drug abuse areas hags not
been attempted, The apparent need for scientific inguiry into the
nature and extent of viewer response to "persuasive" mass media
stimuli consititutes the basis for the present investigation. More
specifically, this study is aimed at providing a preliminary exami-
nation of the relevant regponse factors associated with the pro-
cesning of information which may ultimately determine behaviorall_
impact. A pilot examination of this type would serve as an ini-
tial test of available methodologies and procedures and wﬁuld thus
provide a basis for expanded testing of communication strategies,

In attempting to férmulate predictions of adoptef or con-
gumer reactions to inrnovations, both marketing and diffusion re-~
searchers have relied on informational and affective reéponsg mea-
surey as data inpﬁt (e.g. Howard and Sheth, 1968; Rogers with
Shoemaker, 1971l; FcEwen, in press). Apparent congensus among
these theorists underscores the necessity of considering both mea-
sures of information acguisition and perceptdal‘reSponse (eeg.,
‘#ee Leavitt, 1970).

" Information Acquisition Measures. Given that information ig
macde available to an individual (pofential receiver), a requisite

ERIC
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for any type of information-generated effect iy attention to the
message (Schramm and Roberts, 1971; Bakan, 1946)}. Theoretically,
information gain (acquigition) ig & direct function of mesuage-
generated uncertainty (Miller, 1951). According to Berlyne (1960),
uncertainty about a message leads to autonomic arousal, hence faci-
litating exploration of the stimulus field. .Such exploration de-
creased when information in the stimulus pattern (message) hag been
assimilated and uncerta;nty has thus fallen to gome threghold level.
In order to index this potentially functional information
séarch-generating property of a stimulus, measures of arouusal have
been employed. 3Berlyne (1961) relied upon galvanic gkin response
measures ag one indicant of autonomic arousal. These measures were
reported by Berlyne as varying directly with the surprisingnese
and novelty of the gtimulus presented. In a more pertinent ajppli-

cation of this regearch paradigm to the investigation of meaningful

communication sitimuli (televised scenes of violent action), Hanne-
man (1971) similarly used GSR measures ag indices of message-
produced arousal.

In addition to the physiolégical indices of information ac-
guigition such as GSR, alternative quesitionnaire technigues have
been applied to the measurement of information gain. These mea-
gures range from gimple assehnment of recognition and/or recall
{anuch as are commercially provided by Gallup and Robingon and by
Starch) to more complex indices of salience or "meaningfulness”
of communication stimuli (e.z. the wverbal invclvement measure pro-
posed by Kruzman, 1966, and the resiponse structure measiure deve-

loped by Leavitt, 1948},

Perceptual Resiponse Measureg. A wide variety of indiceg of

, GO gumer/adopter evaluations have been uged as guides to predict-

-
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ing adoption behavior. Thefie measuresi are typically tased on some
number of questionnaire ¢caling devicea o»f varying complexity
which are design=2d to tap asipects of perceptual response (Robert-
gon, 1971).

Deupite the protlems involved one form of tehavior in a spe-
cified environment on the tasis of a different form of behavior
(verbal behavior) in a different measurement environment (cf.
Wicker, 1969), the potential utility of combinations of perceptual
measures seems well documented. 'Wells (1964) reported that mea-
sures of affect (ratings) were better predictors of product sales
than were measures of recall or recognition. Palda (1966), deg-
pite his digavowal of "stepwise" adopticn/purchase modelS, hasg re-
ported data which support the contention that certain evaluations
are highly correlated with purchase tehavior. Aggregate data re-
ported by faguael and Day (1968) indicate the utility of evaluation
meagures for predicting future adoption behavior (sales). McEwen
(in presis) descrited a simulation model whosie application suggests
the apparent utility of purchase projections baged in part on
megsage-generated consumer perceptions of the product.

O0f greater immediate relevance to examining drug abuse commu-
nication is the licEwen (1972) investigation of the relevant dimen-
siong of perceptual reuponse to televised drug abuse mesyages.
Basted on a factor analysis of respondent-generated descripfor terms,
the author propoged an examination of four bagic factors comprig-
ing viewer perceptions: relevant persuasion (factual; makey siensue)s
negative evaiuation (worthleuss overdone); creative stimulation
(uniques creative): hard sell {disiturbing: emotional). 1In a follow-
up study, McRwen and Wittbold (1972) employed thes perceptual

scales in auseusing the "persuasiveness™ of five messages (drug
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abutie public siervice commercials). RéQUItant data indicated that
the “hard sell" dimension was most discriminating with respect to
the commercial stimuli tested and wag also most reliable (5 coms
ponent scaless reliability index of .8?)2

The present gtudy wags designed ag an exploratory investiga-
tion utilizing bBoth objective (galvanic skin response) and sub jec-
tive (perceptual evaluation) heasures of viewer response to public
service drug abuse commercials. Thisg research was therefore in-
tended to provdie a preliminary examination, in two parts, of the
range of retuponsesy exhibited bty viewers in clagsgroom and non-
classroom settings, and algo to allow for some initial comparisons
amoﬁg the various obtained meésures of information écquinitiﬁn and

perceptual response.

Experiment #1s Comparative Evaluations

Methods and Proceduresi. The first study in thie two part -

series wag designed to provide comparatiﬁe judgments of the infOrmgn
tional quality of the five commercials. The-sfudy incorporated
scalar méagures and rankings of mesusage-generated uncertainty
(Hanneman, 1971) in 6rdér to examihe the .apparent predictability
of the sitimulus communications.

‘Stimuli: In order to afford some comparability with the
eérlier McEwen and Wittbold invegtigation, the same five. commercial
stimuli were employed. The commercials were asg followst ¢

-

l., "LSD, the Wonder Drug" (60 sec.; NIMH)

2. "Bill Cosuby: Speed Killa" (30 sec.i NIMH)
3. "“The Truth About Marijuana" (60 sece.; NIMH)
-4, "Bad Trip" (60 sec.; NIMH)

5. "Neighborhood Junkie" (30 sec.; NIMH)

All commercials were shown to respondents via standard Bell

and Howell 16 mm gound pro jectors.

: . Meagurements ' The study emploved a self-administered
ERIC ' y emplog _
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questionnaire con#igting of ten, .seven-interval bipolar rating
sicales plus a,queution asking whether the stimulus message had -ever
been geen before. $Hix of the sgcales were selected to represent the
"potency" dimension of meaning (Osgood, Suci and Tannenbaum, 1957):
hard-éoft; strong-weal; heavy-light: masculine-feminine; aggreﬂsivenl
nonaggressive; tenacious~yielding. 1In addition, bipolar scales to
asHe e the_conventionality, realistic quality, predictability and
informativeness of the messages were included. End-points for
the "potency” ucales were randomly reflected and all scazles were
verbally anchored at each interval.

Procedureg: Initially, six judges reviewed the five com-

mercials and selected the point of apparent highest uncertainty
(operationalized ay that scene in the presented message where it
tseemed to be leagt possikble to predict the contents and outcome of
the reut of the commercial)., Consensus was regquired in order for
a scene to be identified as the point of maximum uncertainty, and
in each ingtance, uﬁanimous agreemeht wag reached.

'Subjects consinted of an intact class of 30 students in an
introductory-communication course at the University of Comnecticut.
The set of five messages was presented to the subjects twice. Dur-
ing the firut showingsy each commercial'was.stopped at the point of
previously-judged maximum uncertainty and each subject was asked
to predict what would happen in the next scene. Obtained resgponses
were used primar;ly for diagnostic purposges énd thus wil} not be
pregsented. - | |

Each stubject then viewed the get of commercialss again., After
each meggage was re-presented, the projector was stopped and the
sgubjects were agked to complete tThe commercial uncertainty sicales,

Algo, after all messages had been shown for the siecond time and
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uncertainty ratings were completed, subjects were requesited to rank
order the five commerciﬁls according to perceived predictability
(fromm&aﬁﬁ to leaut predictability), amount of interest (mosgdu.iQ.
least intereufing), and complexity (most to least complex). |

Regultse, Table 1 below lists the regults of the scalar
meagures of the five commercials. Since the data are intended- to
be guggestive, sgtatistical tesits of results are. not reported.
Experiment 1 wag designed to proviﬂe preliminary information re-
garding commercial performance (particularly perceived potency and
uncertainty) and to serve as a proiotype for more expanded ingulry.
Ottained comparative rating data do suggest that commercial #U4
{"Bad Trip") was geen as relatively péwerful (hard: strong) and
unconventioral, while commercials #2(¢Bill Cosiby") and #5 ("Neigh-
borhood Junkie") were perceived ag lower in potency. The 1atter
commercial wati also judgest as least predictable. Rénkingﬂ of thé
five mepsageys further reinforce the lower prédictability of #5 and
the greater interegat value in thé more complex commercial #4.
Commercial rating data show evidence of some response met/consist-
ency biag in opération in that rankings on the basiy of complexity.
informétiveneﬂﬂ and predictability appeared to be esugsentially the
same. Huch would not have been the prediction baged on informa-
tion theory which,-as digcuused previously, would eqguate GOmplexity.
and interest with a lack of predictability. Some similarity is
noted with the McE wen and Wittbold (1972) data, however, in that
the authors reported that "Bad Trip" was perceived as highest in
"Hard Sell® (emotional; scary), while the "Bill Cosby" commercial
was seen as low in "Hard Sell.” The partial comparability of re-
sults in thesge tﬁo #tudies, conducted at différent’timea and in

Gr'iifferent testing situations (absolute vg. comparative ratings)
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provides, then, some argument for the utility of the data obtained.

Table 1. B
about here -

Experiment #2: Physiological Measures and Absolute Ratings

Methods and Proceduresg. In the second part of this set of

pilot inquiries, thirty volunteer subjects, drawn from previously
untested introductory communication students, viewed one 0¥ the
five commercial mesgages {(gtimuli were the same as in experiment
sLl)e Subjecty were randomly agsigned 1o commercial-viewing treat~
ments {n ranging from 4 to 7 per message). Subjects viéwed and
regponded to the gtimalus film alone.

Upon arriving at the fipeech Center: for the gexperiment, sub-
jects were greeted and seated ih a gimhilated living-room type
setting {seated in a comfortable upholstered chair with wide arm
rests in a furnished, large room facing a movie gereen. SHubjects
had been previoualy infarmed sbout the required physiological mea-
surement and the lack of pain or shock-related discomfort which
would ensiues After further attempting to put the “ubject at ease,
electrodes were attached to the gubject's fingers (fifst and third
fingers of the left hand) with standard adhegive collars, Subjects'
u#kin was slightly abraded prior to electrode positioning with elec-
trode paste. | _

Bage-line GSR measures were then obtained from each subject
Tor four-minutes'in order to allow adaptation. Followinglthis
period, the selected commercial was shown._the electrodes sﬁbse—
guently detached, and subjects completed the posttest rating in-
gtrument. Subjects were then debriefed and thanked for their -

participation.
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Meaguremeant. Physiclogical measiuress were regsorded by

means of a Grass model 78 polygraph, utilizing the 7Pl low level

" DC pr. .mplifier to index galvanic skin response. Beckman minia-

O

ture Biotential Skin electrodes were applied to subjectu' fingers.
The posttest rating ingtrument consisted of a number of des-
criptors selected from the four perceptual scales propoged by
{
McEwen (1972): Relevant . Persuasiion (makes sense; honest; factual;
educational; telievable) ’
Negative Evaluation (worn out: overdone; dull;
. worthlegs; aggravating)
Creative SHtimulation (different: uniques nhovel;
originals creative)
Hard Sell (scary:, threatenings disturb-
ing; emotional: thought-
provokKing) .
In addition, subjects completed several questions regarding their
prior drug use (ever used drugs before? if "yes," what types?),
sex, age, and previous familiarity with the commercial (ever seen
this ad before?). The The 2B8-item questionnaire was entirely self-
administered.
Regulte,

Arougial. Table 2 below reports the results of the phy-
siological arousial measures obtained from the experimental sub-
jects. Comparision of initial baseline gcores for the five experi-
mental conditions indicated no siignificant differences among groups.
Two difference gcores were then calculated on the basis of the con-
tinually-recorded datas l. difference betiween bagseline and

"peak" (the previously-identified
point of maximum message uncertainty) -
2. ‘difference between lO0-gecond measure
{obtained 10 geconds after the be-
gimming of the ad) and "peak"
Preliminary comparisionss among these measures were conducted
via t-tests for independent groups. Both difference-score measures

éuggest tne arousal generated by message #1 ("LSD") to have gigni-
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ficantly exceeded (p<.05) that generated by wither commercial #2
or #4 ("Bill Cosby" or "Bad Trip").

——— T ——

Table 2.
about here

" Perceptual Regponsesi, Table 3 liats obtained results

in terms oflthe four ﬁerceptual factors 2mployed in this study.

Mo gignificant differences were obtained with respect to the Per-
gonal Relevance, Negative Evaluation or Creative fitimulation dimen-
giong. In accord with results préviously obtéined b& McEwen and
vittbold (1972), the Hard Sell factor proved most discriminating
with regard to this get of five commercial mesisages. ‘Individual
comparigsons via t-tests indicated that "Bad Trip" and "Neighborhood
Junkie" were percieved as significantly more threatenting and emo-

tional than wast "Bill Cosby."

et ——

Table 3.
about here

Additional analyses were performed on two single rating scales
included in the pouttest for heuristic purposes (persuasiﬁeg effec-
tive).. These analyses are reported in Table k. Commercial #3
("Tfuth About kHarijuana") was perceived as significantly less
persuagive and effective (t-tesi; p<.05) than withé{ "Bad Trip"
or "ISD." '

—— ] — )

Table 4.
about here

————

Digousgion

Since both ygtudies were intended to be 1llustrative and ex-
ploratory rather than conclusive, interpretation of the implications

Q T obtalned reSuth'shbld be cautious.. The small samplé fize

&
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(n of 4 to 7) incorporated in prototype experiment s2 further in-
hitits the eutablishment of reliable and generalizable refults.
Home preliminary conclusions may, however, be drawn. The "Hard
Hell" (threatenting; emotional) dimension: of viewer reyponsie ap-
pears; most reliable and siensitive to communication utrategy dif-
ferences of the types teusted. The use of objectively-identifiatle
fear appeals in commercials guch a4 "Bad Trip" are thus indeed man-
ifegted 1n viewer perceptions. Such perceptiony are not, however,
apparently tantamount to arougal. The use of fear or threat ap-
peals seeminzly does not in itself Zuarantee message-generated at-
tention. Indice: of attention seem to a large degree independent
of viewer perceptionsi. Physiological arousal (in experiment #2)
correlated ag highly as .25 with only three perceptual scales:
different (.251); aggravating (.258)¢ scary (.261). There may be
siome actual as well agy conceptual relationship between physiological
arousal and "Creative Stimulation.” Both sets of measures would
aseign maximum attention-generating potential to "LSD, the Wonder
Druz" and minimal potential to "Bill Costy: Speed Kills." lore
expanded testing would of course bte necegsary to establish any such
correypondence more firmly.

The question remains, however, ag to the dedirability of high
arougal. Obtviously, as mentioned before. some amount of uncer-
tainty-generation is neceusary and functional. Still, ag Leavitt
(1970) has pointed out, arousal is ingufficient in itself., The
perceived personal utility (Freedman and Sears, 1965) and relevance
to the viewer are at least as crucial a determinant of communica-
tion-generated behavior.

Ingufficient sample size did not permit the subdivision of

O pilot #tudy conditions on the basis of prior exposure to the mes-
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sage or admitied prior drug use. Comparisons of user vs. non-

ger arousial and perceptual response differences could both sierve
as a partial validation of certian perceptual resiponsie categories
(via a type of extreme-groups coemparison) and, perhaps more im-
portantly, serve as an analytic tool for identifying differentially-

. effective utrategies for targetted gubpopul:tions.
summary
The present set of two pilot stirdies was intended to provide

a preliminary examination of the dimensions and range of viewer
perceptions; ag related to phygiological arousal. Preliminary data
gupported earlier inguiry related to the sensitivity of the de-~
rived perceptual factors to message satrategy differencess. Data
also suggested possgtible relationships between phsiological indi-
cants of attention and certain subjective measiuress of perceived

informativeness and stimulation quality.

At

O
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Tabkle 1,

- Experiment #1.
Comparative Ratings and Rankings

(=30)

lesuages | B Scaleu (X) - fRankings (X)

P?g?ncy Conventl Infrmtv Realstc Predict|Complex Inter. Prede

I
"Lsp* 25.1 b5 3.7 5¢5 5.1 3.3 2,9 3.1
"Couby" 19,8 5,1 T 5.1 5.3 3.2 3.7 2.8
"Truth” 23.4 b,7 5.0 545 b,6 2.4 2.5 3.0
"Trip" 27,8 3,8 4,8 5.3 5.3 2.4 2,0 2.5
"Junkie" 17.1 b.,s5 3.7 4,8 b,1 3.8 3.8 3.6




- 13 -

Takble 2.

Experiment :2,
Physiological Arousal hMeasures

Difference ~ LD "Cosby"™  "Truth" "Tript  “Junkie"
Meagure (n=6) (n=7) (n=6) (n=6)  (n=b)
1. baye-peak 1.74 1,06 1,54 0,94 1.24
(X)
2, 10 gec-pealk 1.21 0,28 0.7 0.42 0.70

(X)

t-test regults: LSD > Cosby £p<.05); both measures

LSD > Trip p<.,05}: both measiures

Table 3,
Experiment #2,
Perceptual Factor Scorey
(absolute ratings)

?2gzgri§°gﬂ§“ "LSD"  “"Cosby"  "Truth®  "Trip"  “Junkie| F
of 5 scales) (n=7) (n=7) (n=6) (n=6) (n=b) | test
Persional
Rele;gnge 19.29 16.43 17.33 21.33 17.75 E0.85
Yegative 9.86 10.1 1 1 10. 50 ;1 18
Evaluation . I3 3.7 .17 W5 1.
Creative i
Stimalation 1h.L3 10.43 12,83 12,50  12.75  {0.68
Hard Sell 11,71 8. 56 11,17 15.50  14.50  |3.99%

* p<.05 (df=l, 25)
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t-tesyt revults:

Table Ll'l
Experiment #2.
Individual Rating Sicales
(abgsolute ratings)
Scales “LSD" "Cosiby" “Truth”  "Trip" “Junkie"
(n=7) {(n=7) {n=6) {n=6) (n=4)
Persiuasive 3.29 2.4 2.66 3.66 2.75
Effective 3.29 2.14 2.50 3.33 2.80

Couby<Trip {p<.05); both measures
Cosby<LsD (p<.05); both measures
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