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Positive  Contrast Negative
v . A
2012 ovama 144% EERPIEGS 58.5% 85.5%
Oct 21 Romney  204% 30.0% 49.2% 79.2%
Obama 31.0% 19.7% 43.2% 62.9%
McCain'  240% 2.7% 49.2% 59%
Kermy* 558%
2004
Bush' a4 BUD 55.4% 724%

* Intiudes coordnated party ads

Sources: Wesleyan Media Project analyss of Kantar Meda'CMAG prescental ad anngs (2012)
Wisconsin Advertisng Project (2004 and 2008)

Source: Cronin 2012; Wesleyan Media Project 2012.

Another might be to increase the probability of influencing a desired action amongst the
target market through a message of fear or anger (Ansolabehere and lyengar 2010; Kaid
2012). More recent research from a political communications perspective by Fowler and
Ridout (2013) on the 2012 US Presidential election states that the rise in negative
advertising could be partly attributed to the perceived closeness of races by political
organisations and the use of mainstream media to achieve communication objectives. It
is this latter point that they argue has created a need to obtain publicity through making

aggressive negative messages that get the attention of the media.

This is reinforced by their finding that the dominant emotion portrayed in negative
messages in the 2012 US Presidential race was anger, with 74% of all messages
screened having this emotion somewhere in the advertisement (Fowler and Ridout
2013). The closest positive emotion was enthusiasm at 31% (Fowler and Ridout 2013).
In the Australian Federal election of 2013 (see Figure 1.2), the losing Australian Labor
Party had used 75% negative messages, but the winning Liberal Party had used 70% of
positive messages (ebugity.com 2013), which might indicate that political parties are

seeing the positive light at the end of the negative tunnel.

Figure 1.2: Advertising by Type 2013 Australian Federal Election
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Source: Ebiquity.com 2013.

Yet, contrasted with commercial marketing from an advertising perspective there are
very few reasons why a negative message should work or be more successful than a
positive one at creating arousal. Very few commercial campaigns ever use negative
messages to achieve communication objectives, with perhaps the most well-known
being the Energizer Duracell commercials that used a pink rabbit to highlight the

advantages of one brand over the other.

The reason is clear from most advertising literature: the best ways to influence a
consumer is to make them like a message so that they pay more attention to it, then
store the message in their memory and hopefully influence their behaviour through
purchase intention or brand preference. This is seen from models, such as the Rossiter
and Bellman (2005) model, to the Petty, Cacioppo and Schumann (1983) model of
central and peripheral routes of persuasion — the best way to make a consumer like a

message and pay attention 1o it is to use appeals that they will like to watch.

However, there is one final element to advertising that might explain the contrast in
effects between positive and negative political advertising and commercial advertising —
structural effects. Advertising comprises two main features: content or valence and

structural effects. Whilst the content of the message, either positive or negative, can
E










































Summary
This chapter introduced the motivation behind undertaking this research. It discussed a
brief overview of the status of political marketing research and political marketing
exchange theory. It also gave an overview of the relevant areas of political marketing
communications and  political advertising, and media processing and
psychophysiological research. Next, it outlined the development of the research
questions and the hypotheses developed for this research. A summary of the research
methods, measurement and instruments was also discussed, followed by the ethical
considerations of conducting this research. Finally the scope and limitations of this

research were outlined, along with the thesis structure by chapter.
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Figure 2.5: Three Simultaneous Levels of Marketing Communications Effects

LEVEL | LEVEL 2 LEVEL3
Ad or promotion Brand communication Customer decision
processing effects stages
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Learning o Brand Need arousal
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[l e [l Brand Search l:nd
preference evaluation
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Purchase U ||
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Source: (Greenwald and Leavitt 1984 in Rossiter and Bellman 2005)

As a consumer is going through these steps, marketing communications is influencing
them on three levels. Each level influences the others and, therefore, one level may be
more important in influencing the action undertaken by the consumer as a consequence
of being exposed to the message. For example, the emotion a consumer feels towards an
advertisement will affect their purchase intent of a product and lead to action in the

audience.

For the purpose of the thesis, the effect of emotion from the first level processing
affections on communication effects and decisions stages is the focus here. Whilst
Holbrook and Batra (1987) and Bellman and Rossiter (2005) have examined the impact

of emotions on attitudes towards television advertising, and emotion on attitudes
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Fast Negative | 1 2
Fast Positive 2 1
Total 7 6 4 1

Twenty adverts were prepared for the sample. As the pilot study data collection was
conducted over three days, the order of the political advertising content was randomized
between each day, with only the training advertisement (Cadbury), and the calibration
advertisement (Nerf) remaining in constant position. The order of the advertisements in

each session are outlined in Table 3.4.
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Table 3.4: Pilot Test Advertisement

Orde | Study Order 1 Study Order 2 Study Order 3
r
2 Fast Neg Pol-3-Tony the Dinosaur by Harrie, Aged 11 | Slow Pos Pol-17-Double Value Voting Fast Pos Pol-7-Take Action Australian Greens Election
Years Old 07
3 Slow Neg Pol-15-Really Mr Howard Fast Pos Pol-5-Bob Katter Your Force from the North Med Neg Pol-8-Kevin Rudd’s Bag of Tricks and
Excuses
4 Fast Pos Pol-5-Bob Katter Your Force from the North Slow Pos Pol-19-Stand Up for Real Action 2 Fast Neg Pol-3-Tony the Dinosaur by Harrie, Aged 11
Years Old
] Med Pos Pol-11-Greens (Gruen Nation by Republic of | Slow Pos Pol-18-Household Assistance Package - | Slow Pos Pol-19-Stand Up for Real Action 2
Everyone) Families
6 Slow Pos Pol-18-Household Assistance Package - | Med Pos Pol-13-Julia Gillard — Let’s move Australia | Med Neg Pol-9-Tony Abbott Can’t Manage the
Families forward Economy
7 Slow Pos Pol-19-Stand Up for Real Action 2 Fast Pos Pol-6-Daisy Ad - Australian Greens Election | Slow Neg Pol-16-Taking Australia Backwards
Ad on Climate Change
8 Med Pos Pol-12-Support Real Action with Tony Abbott | Med Neg Pol-9-Tony Abbott Can’t Manage the | Slow Pos Pol-17-Double Value Voting
Economy
9 Fast Pos Pol-7-Take Action Australian Greens Election | Med Pos Pol-12-Support Real Action with Tony Abbott | Med Pos Pol-13-Julia Gillard — Let's Move Australia
07 Forward
10 Slow Pos Pol-17-Double Value Voting Fast Pos Pol-7-Take Action Australian Greens Election | Slow Neg Pol-15-Really Mr Howard

07

Fast Pos Pol-6-Daisy Ad - Australian Greens Election

Med Neg Pol-10-Tony Abbott’s Tax Hike

Med Neg Pol-10-Tony Abbott’s Tax Hike
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fearful and an intensely angry person would be both likely to indicate negative high
arousal on the SAM, which does not reflect an accurate representation of the emotions

being experienced. Scherer developed the wheel around his definition of emotion:

“_..an episode of interrelated, synchronized changes in the states of all or most

of the five organismic subsystems in response to the evaluation of an external or

internal stimulus event as relevant to major concerns of the organism” (Scherer

1987, 2001).
Scherer sees feelings as being the reflection of the totality felt by a person in response to
a stimulus, which may not encapsulate the individual emotions felt by a person. Whilst
the SAM measures only type 1 emotions, the GEW can measure both type 1 and type 2
emotions, though based on Scherer’s definition of these types of emotions being
categorised into what he refers to as utilitarian emotions and aesthetic emotions.
Utilitarian emotions, those defined more broadly as type 1 by Rossiter and Bellman
(2009), are those that are used to adapt to events that can affect a person’s emotional
and physical well-being whereas aesthetic emotions, type 2, are those that are focused
more on the appreciation of the environment by an individual, for example looking at

works of art or listening to music in a relaxing place.

Figure 3.2: Geneva Emotion Wheel
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Table 3.8: Summary Table of 20 adverts

Ad | Title Author Predicted Recorded SD| n Predicted | Recorded SD n
Speed Mean content Mean

1 Training Ad - Cadbury Dancing | Commercial Fast 5.9 1.6 | 60 Positive 6.53 1.90 | 60
Clothes Official TV Ad

2 Same Old Labor Show Liberal Party Fast 6.4 14| 64 Negative 4.14 2,05 | 64

3 Tony the Dinosaur by Harrie, | Australian Fast 4.2 23| 6l Negative 4.36 1.86 | 61
Aged 11 Years Old Labor Party

4 You’ll Keep Paying More under | Liberal Fast 45 1.7 | 64 Negative 3.23 1.78 | 64
Labor National Party

5 Bob Katter Your Force from the | Independent Fast 6.4 1.7 | 62 Positive 5.64 1:92°1] /61
North

6 Daisy Ad - Australian Greens Greens Fast 43 19 | 64 Positive 3.34 2.15 | 64

7 Take Action Australian Greens | Greens Fast 512 1.8 | 63 Positive 6.08 1.88 | 62
Election 07

8 Kevin Rudd’s Bag of Tricks and | Liberal Medium 6.8 1.4 | 64 Negative 4.09 2.36 | 64

Excuses

National Party
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Families

9 Tony Abbott Can’t Manage the | Australian Medium 33 14 | 64 Negative 3.50 1.94 | 64
Economy Labor Party
10 Tony Abbott’s Tax Hike. Australian Medium 44 1.5 | 64 Negative 3.00 1.69 | 64
Labor Party
11 Julia Gillard — Let's Move | Australian Medium 4.8 1.6 | 64 Positive 6.75 1.85 | 64
Australia Forward Labor Party
12 Support Real Action with Tony | Liberal Medium 4.6 1.6 | 62 Positive 4.95 1.82 | 62
Abbott National Party
13 Greens (Gruen Nation by | Greens Medium 4.0 1.7 | 62 Positive 6.27 227 | 63
Republic of Everyone)
14 Angry Anderson is Fed Up with | Liberal Slow 4.1 1.4 | 64 Negative 356 1.79 | 64
Labor National Party
15 Really Mr Howard Australian Slow 43 1.6 | 51 Negative 3.37 1708511
Labor Party
16 Taking Australia Backwards Australian Slow 42 1870 63 Negative 3:19 1.70 | 63
Labor Party
17 Double Value Voting Greens Slow 4.3 1.7 | 64 Positive 5.69 1.71 | 64
18 Household Assistance Package - | Government Slow 6.0 1.7 | 60 Positive 6.92 1.46 | 60
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19 Stand up for Real Action 2 Liberal Slow 5.0 1.6 | 62 Positive 5.20 2.10 | 61
National Party
20 Nerf Ad - Nerf N-Strike Elite | Commercial Fast 6.8 1.6 | 53 Positive 6.58 1591 53

Rampage Retaliator
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Advertisement 1 Training Ad — Cadbury Dancing Clothes Official TV Ad
This advertisement was initially shown on TV during the period leading up to the
London Olympics in 2012. It portrays a men's smart casual shirt dancing with a suit and
other clothes to the tune of “Whoomp There It Is™ by the group Tag Team. The

advertisement ends with a screen shot of Cadbury Chocolate

Figure 3.3.1: Cadbury Dancing Clothes Official TV Ad

File Name: 01-Cadbury Dancing Clothes Official TV Ad - Whoomp (There it is.mp4
File Size: 2.60 MB (2,731,787 bytes)

Resolution: 640x360

Duration: 00:00:30

Table 3.9: Pilot Study Results — Cadbury Dancing Clothes

Ad | Predicted |Mean |SD |n Predicted | Content | SD n Result

Mecan
1 Fast 59 1.6 | 60 [ Positive 6.53 1.90 | 60 | Match
on
speed
and
| content
— |
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Table 3.10: Self-Assessment Manikin Results — Cadbury Dancing Clothes

N Mean Std. Deviation
0ISAEI Pleasure 62 3:27 1.462
01SAE2 Arousal 62 4.55 2.288
01SAE3 Dominance 61 4.92 1.453

Table 3.11: Geneva Emotion Wheel Result (Rank Order) — Cadbury Dancing

Clothes

Item N Mean Std. Deviation
01GEWO04 Happiness-Joy 38 353 .979
01GEW09 Astonishment-Surprise 24 2.79 1.179
01GEW20 Irritation-Anger 12 1.83 1.528
01GEW 18 Disgust-Repulsion 8 1.63 1.408
01GEW 12 Sadness-Despair 4) 1.33 707
01GEW13 Worry-Fear 7 1.00 .000

The findings of the scale items for the speed and content of the advertisment confirm

the predicted classification of each based on existing research findings. The self-

assessment manikin (SAM) results show that whilst most viewers did not find the

message pleasurable to watch, it did have moderately high levels of arousal and

moderately high levels of feeling as though they felt in control or dominating in the
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message. The GEW findings show the contrast in findings between using the SAM to

measure emotional intensity.

As can be seen the largest emotion recorded was happiness-joy, with the intensity of
this emotion being on average at a moderate high level. Astonishment-surprise was the
next highest number at 24 out of 62 participants for the survey recording that they felt
this emotion in a moderate way. Noticeably a small portion of participants noted that
they felt a small amount of intensity of irritation-anger, disgust-repulsion and sadness-

despair when watching this advertisement.

Advertisement 2 Same Old Labor Show
This Liberal Party advertisement was shown at the 2010 Australian Federal Election. It
takes the form of a parody comic advertisement and compares then leader Julia Gillard
to her predecessor Kevin Rudd, saying both are lemons. Other notable Labor leaders,
such as Treasurer Wayne Swan and then Environment Minister Peter Garrett are shown
in the background as part of the Labor “show”. The advertisement uses background

music of an instrumental version of the “Time Warp™ from The Rocky Horror Show.

Figure 3.3.2: Same Old Labor Show

File Name: 02-Same Old Labor Show mp4
File Size: 2.35 MB (2,474 652 bytes)
Resolution: 480x270

Duration: 00:00:30
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Table 3.12: Pilot Study Results — Same Old Labor Show

Ad | Predicted | Mean | SD [n Predicted | Content | SD n Result

Mean

2 Fast 6.4 1.4 | 64 | Negative |4.14 2.05 | 64 | Match
for
speed,
does
not
match
for

content.

Table 3.13: Self-Assessment Manikin Results — Same Old Labor Show

N Mean Std. Deviation
02SAEI Pleasure 64 3.81 1.670
02SAE2 Arousal 64 4.34 1.986
02SAE3 63 313 1.709
Dominance

Table 3.14: Geneva Emotion Wheel Result (Rank Order) — Same Old Labor Show

Item N Mean | Std. Deviation
02GEW04 Happiness-Joy 20 315 1.089
02GEWO09 Astonishment-Surprise 22 207 1.232
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Figure 3.3.3: Tony the Dinosaur by Harrie, aged 11 years old.
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Table 3.15: Pilot Study Results — Tony the Dinosaur

Ad | Predicted |Mean |SD |n | Predicted | Content |SD |n [ Result
Mean
3 Fast 42 2.3 | 61 | Negative |4.36 1.86 | 61 | Does not
match
for speed
or

content
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The GEW findings illuminate the SAM arousal score further by showing that
moderately high levels of disgust-repulsion and irritation-anger were recorded by
participants for the message. There were also moderate intensity levels of astonishment-
surprise and happiness-joy recorded by about 30% of participants. Low intensity levels
of worry-fear and sadness-despair were also noted by participants, which indicates that
this message was indeed seen overall as having far more negative emotions than

positive.

Advertisement 4 You’ll Keep Paying More under Labor
This Liberal Party advertisement shows 10 people of various backgrounds looking at
the camera with sad expressions on their faces as a voice over says how they’ll keep
paying more for different items, especially taxes, under a Federal Labor government.
The background instrumental music is solemn to add to the overall impact of the

message.
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Figure 3.3.4: You'll Keep Paying More under Labor

File Name: 04-You'll Keep Paying More Under Labor.mp4
File Size: 1.82 MB (1,911,483 bytes)

Resolution: 480x270

Duration: 00:00:30




Table 3.18: Pilot Study Results — You’ll Keep Paying More under Labor

Ad | Predicted |Mean |SD |n Predicted | Content | SD |n | Result
Mean
4 Fast 4.5 1.7 | 64 | Negative |3.23 1.78 | 64 | Does not
match
for speed
or
content

Table 3.19: Self-Assessment Manikin Results — You’ll Keep Paying More under

Labor
N Mean Std. Deviation
04SAE] Pleasure 64 6.58 1.531
04SAE2 Arousal 64 6.58 1.561
04SAE3 64 4.78 1.856
Dominance

Table 3.20: Geneva Emotion Wheel Result (Rank Order) — You’ll Keep Paying

More under Labor

N Mean Std. Deviation
04GEW12 Sadness-Despair 30 3.30 1.179
04GEW13 Worry-Fear 32 3122 1.263
04GEW 18 Disgust-Repulsion | 18 3.06 1.110
04GEW?20 Irritation-Anger 31 2.87 1.176
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Figure 3.3.5: Bob Katter Your Force from the North

File Name: 05-Bob Katter Your Force From The North. mp4
File Size: 2.41 MB (2,532,053 bytes)
Resolution: 480x264

Duration: 00:00:31

Table 3.21: Pilot Study Results - Bob Katter Your Force from the North

Ad Predicted | Mean |SD |n Predicted | Content | SD n Result
Mean
5 Fast 6.4 1.7 | 62 | Positive 5.64 1.92 | 61 | Match
on
speed
and
content

Table 3.22: Self-Assessment Manikin Results — Bob Katter Your Force from the

North
L N Mean Std. Deviation
[)55,\121 Pleasure | 62 447 — |1.501







Advertisement 6 Daisy Ad — Australian Greens Election Ad on Climate

Change
The “Daisy” is an advertisement by the Australian Greens shown at the 2010 Federal
Election. It is based on the ‘Daisy’ advertisement shown by the Democrat party in
support of Lyndon Johnson during the 1964 US Presidential campaign. This time the
advertisement shows the little girl plucking petals from a daisy as she slowly counts to
10. There are rapid scene changes to images of climate destruction or industrial
pollution before towards the end of the advertisement a voice over comes on and says if

you care about the environment then you'll vote for the Greens. There is no music.

Figure 3.3.6: Daisy Ad — Australian Greens Election Ad on Climate Change

File Name: 06-Daisy Ad - Australian Greens election ad on climate change mp4
File Size: 2.19 MB (2,297 263 bytes)

Resolution: 480x270

Duration: 00:00:30

00:00:18

Table 3.24: Pilot Study Results — Daisy Ad — Australian Greens Election Ad on
Climate Change

Ad Predicted Mean |SD |n ‘Prcdiclcd Content | SD | n | Result

Mean

64 | Positive 3.34 .15 | 64 | Does not

|
o
~

6 Fast 43
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match

or

for speed

content

Table 3.25: Self-Assessment Manikin Results — Daisy Ad — Australian Greens

Election Ad on Climate Change

N Mean Std. Deviation
06SAE] Pleasure 64 6.91 1.377
06SAE2 Arousal 63 5.98 1.782
06SAE3 63 5.02 1.888
Dominance

Table 3.26: Geneva Emotion Wheel Result (Rank Order) — Daisy Ad — Australian

Greens Election Ad on Climate Change

N Mean Std. Deviation

06GEW13 Worry-Fear 40 3.28 1.320
06GEW12 Sadness-Despair 30 3.00 1.462
06GEW 18 Disgust-Repulsion | 16 2.81 1.328
06GEW20 Irritation-Anger 21 2.81 1.250
06GEW09 Astonishment- | 9 2.22 1.093

Surprise

06GEWO04 Happiness-Joy 7 1.86 900
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Figure 3.3.7: Take Action Australian Greens

File Name: 07-Take Action_ Australian Greens Election 07.mp4
File Size: 2.29 MB (2,410,251 bytes)

Resolution: 480x264

Duration: 00:00:32

Take Action ,

Table 3.27: Pilot Study Results — Take Action Australian Greens

Ad | Predicted | Mean | SD | n | Predicted | Content | SD | n | Result

Mean

7 Fast 5.2 1.8 | 63 | Positive | 6.08 1.88 | 62 | Maich on speed
and content.

Table 3.28: Self-Assessment Manikin Results — Take Action Australian Greens

N Mean Std. Deviation

07SAEI Pleasure 64 4.52 1.333







Advertisement 8 Kevin Rudd’s Bag of Tricks and Excuses
“Kevin Rudd’s Bag of Tricks and Excuses” is a Liberal Party advertisement shown just
before the 2010 Australian Federal Election, and just before Kevin Rudd stood aside as
Prime Minister in favour of Julia Gillard who had mounted a challenge against him in
late June 2010. It starts off with a big red question mark shown on a black screen, and
then goes into a parody sales style message about all of the alleged policy failures of

Kevin Rudd

It uses features that the consumer would associate with a sales message of a closing
down sale of a carpet shop or used car dealer, such as large font on plain coloured
backgrounds, cartoon captions next to Kevin Rudd’s face, spinning words in large fonts

and extreme close ups of Kevin Rudd and Peter Garrett. There is no music.

Figure 3.3.8: Kevin Rudd’s Bag of Tricks and Excuses

File Name: 08-Kevin Rudd's bag of tricks and excuses.mpd
File Size: 7.79 MB (8,179,063 bytes)

Resolution: 1280x720

Duration: 00:00:33

00:00:15

THERE'S
MORE!!
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Table 3.30: Pilot Study Results — Kevin Rudd’s Bag of Tricks and Excuses

Ad | Predicted

Mean

SD

n Predicted

Content

Mean

SD n Result

8 Medium

6.8

1.4

64 | Negative

4.09

2.36 | 64 | Match
on
speed
and
does
not
match

on

content

Table 3.31: Self-Assessment Manikin Results — Kevin Rudd’s Bag of Tricks and

Excuses
N Mean Std. Deviation
08SAE] Pleasure 63 4.49 1.822
08SAE2 Arousal 63 5.00 2.222
08SAE3 63 4.84 1.628
Dominance

Table 3.32: Geneva Emotion Wheel Result (Rank Order) — Kevin Rudd’s Bag of

Tricks and Excuses

N Mean Std. Deviation
08GEWO04 Happiness-Joy 18 3.22 1.309
08GEW09 Astonishment- | 14 3.14 1.748
Surprise
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Figure 3.3.9: Tony Abbott Can’t Manage the Economy

File Name: 09-Tony Abbott can't manage the Economy.mp4
File Size: 1.75 MB (1,845,044 bytes)

Resolution: 480x270

Duration: 00:00:31

=

Table 3.33: Pilot Study Results - Tony Abbott Can’t Manage the Economy

Ad Predicted | Mean | SD n | Predicted | Content | SD [ n | Result
Mean
9 Medium |53 | 1.4 64 | Negative | 3.50 | 1.94 | 64 | Match on |
speed
| and

l } ‘ content










Figure 3.3.10: Tony Abbott’s Tax Hike

File Name: 10-Tony Abbott’s tax hike. mp4
File Size: 2 14 MB (2,251,164 bytes)
Resolution: 450x360

Duration: 00:00:30

Table 3.36: Pilot Study Results — Tony Abbott’s Tax Hike

Ad Predicted |Mean |[SD |n Predicted | Content |SD |n | Result

| Mean
10 Medium 44 1.5 [64 | Negative |3.00 1.69 | 64 | Match
on
speed
and

content
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Table 3.37: Self-Assessment Manikin Results — Tony Abbott’s Tax Hike

N Mean Std. Deviation
10SAE1 Pleasure 64 6.38 1.327
10SAE2 Arousal 64 6.52 1773
10SAE3 64 4.81 1.885
Dominance

Table 3.38 Geneva Emotion Wheel Result (Rank Order) — Tony Abbott’s Tax Hike

N Mean Std. Deviation
10GEW20 37 341 1.142
Irritation-
Anger
10GEW13 29 3.38 1.115
Worry-Fear
10GEW12 16 3.38 .806
Sadness-
Despair
10GEW18 29 3.00 1.363
Disgust-
Repulsion
10GEW09 11 2.00 1.095
Astonishment-
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Figure 3.3.11: Julia Gillard — Let’s Move Australia Forward

File Name: 11-Julia Gillard - Let's move Australia forward mp4
File Size: 1.85 MB (1,945,052 bytes)

Resolution: 480x270

Duration: 00:00:30

Table 3.39 Pilot Study Results — Let’s Move Australia Forward

Ad | Predicted | Mean |SD |n Predicted | Content | SD n Result

Mean
11 | Medium |48 |16 |64 | Positive |6.75 1.85 |64 | Match
on
speed
and

\ content
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Figure 3.3.12: Support Real Action with Tony Abbott

File Name: 12-Support Real Action with Tony Abbott. mp4
File Size: 1.76 MB (1,850,788 bytes)

Resolution: 480x264
Duration: 00:00:30

Table 3.42: Pilot Study Results — Support Real Action with Tony Abbott

Ad | Predicted | Mean | SD | n | Predicted | Content |[SD |n
Mean
12 | Medium | 4.6 1.6 | 62| Positive | 4.95 182 |62

Match on

Result |

speed and
mismatch

on content
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Table 3.43: Self-Assessment Manikin Results — Support Real Action with Tony

Abbott
N Mean Std. Deviation
12SAE]1 Pleasure 63 Skl 1.416
12SAE2 Arousal 63 6.60 1.914
12SAE3 63 4.94 1.605
Dominance

Table 3.44: Geneva Emotion Wheel Result (Rank Order) — Support Real Action

with Tony Abbott
N Mean Std. Deviation

12GEW 12 Sadness-Despair 10 3.20 1.549
12GEW20 Irritation-Anger 18 3.17 1.581
12GEW18 Disgust-Repulsion | 13 3.15 1:573
12GEW13 Worry-Fear 8 2.25 1.581
12GEW04 Happiness-Joy 7 2.14 1.069
12GEW09 Astonishment- | 6 1.83 753

Surprise

This advertisement was predicted to be a medium positive message, which was
confirmed by the findings from the self-report scale items of pace and valence. The
SAM findings for this message were levels of neither unpleasantness nor pleasantness,
high levels of excitement or arousal, and neither dominated nor dominant. The GEW
findings for this message were interesting as medium levels of negative emotions were
recorded by between 20-25% of participants for three items: sadness-despair, irritation-
anger and disgust-repulsion. These negative emotions could be why the SAM level of
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Figure 3.3.13: Greens (Gruen Nation by Republic of Everyone)

File Name: 13-The Greens ad done for Gruen Nation by Republic of Everyone. mp4
File Size: 2.26 MB (2,378,183 bytes)

Resolution: 480x270

Duration: 00:00:30

Table 3.45: Pilot Study Results — Greens (Gruen Nation by Republic of Everyone)

Ad | Predicted | Mean | SD [n [ Predicted Content SD n | Result
Mean
13 | Medium | 4.0 1.7 | 62| Positive | 6.27 2.27 |63 | Match
l‘ on
| speed |
; | and |
content
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File Name: 14-Angry Anderson is fed up with Labor.mp4
File Size: 1.88 MB (1,975,215 bytes)

Resolution: 480x270
Duration: 00:00:30

Figure 3.3.14: Angry Anderson is Fed Up with Labor

Table 3.48:

Pilot Study Results — Angry Anderson is Fed Up with Labor

Ad

Predicted

Mean

SD

Predicted

Content | SD

Mean

n

Result

Slow

4.1

| 1.4

64

Negative

3.56 1.79

Does

| on

on

| content

not

match

speed,

match
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Table 3.49: Self-Assessment Manikin Results — Angry Anderson is Fed Up with

Labor
N Mean Std. Deviation
14SAEI Pleasure 64 5.69 1.167
14SAE2 Arousal 63 6.52 77T
14SAE3 63 4.83 1.561
Dominance

Table 3.50: Geneva Emotion Wheel Result (Rank Order) — Angry Anderson is Fed

Up with Labor
N Mean Std. Deviation

14GEW20 Irritation-Anger 33 2.97 17159
14GEW12 Sadness-Despair 20 2.70 1.031
14GEW18 Disgust-Repulsion | 18 2.44 1.294
14GEW13 Worry-Fear 17 229 1.160
14GEW09 Astonishment- | 8 225 1.165

Surprise

14GEW04 Happiness-Joy 7 1.29 756

This advertisement was predicted to be a slow negative message, which was confirmed
by the findings from the self-report scale items of pace and valence. The SAM findings
for this message were levels of mild unpleasantness, high levels of excitement or
arousal and medium-low levels of feeling dominated by the message. The GEW

findings for this message were consistent with a negative message from research
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conducted in this pilot test. That is medium levels of irritation-anger and sadness-
despair by over half of participants for the first item and 33% for the second item.
Medium levels of intensity were also recorded by about 20% of participants for disgust-
repulsion and worry-fear, which again indicates the negativity towards negative
messages. If the findings from the SAM and GEW are compared for this advertisement
it could be argued that there is a relationship between SAM levels of excitement/arousal
and high numbers of participants recording medium to high levels of irritation-anger.
This finding might be worth noting for future research, which might use this method as
a causal link to support pre-existing attitudes towards the message and brand

influencing how negative promises of exchange are viewed by voters.

Advertisement 15 Really Mr Howard
This is a Labor Party advertisement that was shown during the 2007 Australian Federal
Election campaign. It commences with an image of then Prime Minister John Howard
on an outdoor billboard above a major road. It is then replaced with an image of a
woman who looks at the camera and discusses all of the negatives about John Howard,

ending with her saying “Really Mr Howard?" There is no music during the message.
Figure 3.3.15: Really Mr Howard

File Name: 15-Really Mr Howard_mp4
File Size: 1.87 MB (1,963,362 bytes)
Resolution: 480x270

Duration: 00.00:32
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Table 3.51: Pilot Study Results — Really Mr Howard

Ad | Predicted Mean | SD

Predicted | Content

Mean

SD | n | Result

15 Slow 43 1.6

51

Negative 337

1.70 | 51 | Does
not
match
on
speed,
match

on

content

Table 3.52: Self-Assessment Manikin Results — Really Mr Howard

N Mean Std. Deviation
15SAE]1 Pleasure 51 5.80 1.296
15SAE2 Arousal 51 6.31 1.490
15SAE3 Sl 4.69 1,738
Dominance

Table 3.53: Geneva Emotion Wheel Result (Rank Order) — Really Mr Howard

N Mean Std. Deviation
15GEW18 Disgust-Repulsion | 10 3.30 1,252
15GEW13 Worry-Fear 17 3.29 920
15GEW12 Sadness-Despair 20 3.15 1.089
15GEW?20 Irritation-Anger 24 3.08 974
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Figure 3.3.16: Taking Australia Backwards

File Name: 16-Taking Australia Backwards.mpd

File Size: 1.83 MB (1,927,837 bytes)

Resolution: 480x270

Duration: 00:00:36

'l; .

0:02
4

*00:0
& 3020

Table 3.54: Pilot Study Results — Taking Australia Backwards

Ad

16

Predicted

Slow

Mean

e —

4.2

SD

63

Predicted

[ -.\'cgan\c

Content

Mean

3.19

SD |n

Result

Does
not
match
on
speed,
match

on

content |






worry-fear. These results are consistent with earlier findings on this type of message

from messages of similar types examined in this research.

Advertisement 17 Double Value Voting
This is a Greens advertisement that screened during the 2010 Federal Election. It opens
with an image of then leader, Bob Brown, talking to the camera. Another image of Bob
Brown appears next to the first when the words “Double Value™ are mentioned. Then
the two discuss why voting for the Greens is double value. The advertisement ends with

the Greens campaign jingle and the campaign slogan.

Figure 3.3.17: Double Value Voting

File Name: 17-Double value votuing mp4
File Size: 1.27 MB (1,333 683 bytes)
Resolution: 352x288

Duration: 00:00:30
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Table 3.57: Pilot Study Results — Double Value Voting

Ad | Predicted |Mean |SD |n Predicted | Content | SD | n | Result
Mean
17 Slow 43 1.7 | 64 | Positive | 5.69 1.71 | 64 | Does not
match on
speed,
match on
content

Table 3.58: Self-Assessment Manikin Results — Double Value Voting

N Mean Std. Deviation
17SAEI Pleasure 63 4.71 1.486
17SAE2 Arousal 63 6.52 1.966
17SAE3 61 4.87 1.466
Dominance

Table 3.59: Geneva Emotion Wheel Result (Rank Order) — Double Value Voting

N Mean Std. Deviation
17GEW20 Irritation-Anger 9 2.67 1.658
17GEW04 Happiness-Joy 15 2:33 1.543
17GEW18 Disgust-Repulsion | 10 2.00 1.333
17GEW 12 Sadness-Despair 7 2.00 1F782
17GEW09 Astonishment- | 8 1.75 .886
Surprise
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Figure 3.3.18: Houschold Assistance Package — Families

File Name: 18-Household Assistance Package - Families mp4
File Size: 6.17 MB (6,471,680 bytes)

Resolution: 1280x720

Duration: 00:00:31

Table 3.60: Pilot Study Results — Houschold Assistance Package — Families

Ad | Predicted |Mean |[SD |n Predicted | Content | SD | n | Result
Mean
18 Slow [ 6.0 1.7 | 60 | Positive | 6.92 1.46 | 60 | Does not

match on
speed,
maitch on

content

~N









Figure 3.3.19: Stand up for Real Action

File Name: 19-Stand up for Real Action 2.mp4
File Size: 1.88 MB (1,978,941 bytes)
Resolution: 480x270

Duration: 00:00:30

Table 3.63: Pilot Study Results — Stand up for Real Action

Ad | Predicted |Mean [SD |n Predicted | Content | SD n Result
| Mean

——

19 Slow 5.0 1.6 | 62 | Positive 5.20 2.10 | 61 | Does
not
match
on

speed

or

content




Table 3.64: Self-Assessment Manikin Results — Stand up for Real Action

N Mean Std. Deviation
19SAEI Pleasure 63 4.89 1.667
19SAE2 Arousal 63 5.68 2.085
19SAE3 63 5.22 1.621
Dominance

Table 3.65: Geneva Emotion Wheel Result (Rank Order) — Stand up for Real

Action
N Mean Std. Deviation

19GEW?20 Irritation-Anger 18 2.89 1.641
19GEW04 Happiness-Joy 13 2.85 1.573
19GEW 12 Sadness-Despair 12 2575 BT
19GEW 18 Disgust-Repulsion | 15 245! 1.751
19GEW09 Astonishment- | 12 i) 1.084
Surprise

19GEW13 Worry-Fear 10 1.80 1.476

This advertisement was predicted to be a slow positive message, which was not
confirmed by the findings from the self-report scale items of pace and valence. Pace
was seen by participants to be medium and valence was seen to be mildly negative.
Again, this could be because of the information density in the message, pre-existing
attitudes to the brand and advertisement, or another structural or content feature of the
message. This is why understanding the effect of structural features on the emotional

responses to political messages is an important motivation for the main study.
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Figure 3.3.20: Nerf Ad — Nerf N-Strike Elite Rampage Retaliator

File Name: 20-Nerf N-Strike Ete Rampage _ Retakator TV Commercial Prese mp4
File Size: 8.81 MB (9,240,383 bytes)

Resolution: 1280x720

Duration: 00.00:27

Table 3.66: Pilot Study Results — Nerf N-Strike Elite Rampage Retaliator

Ad | Predicted | Mean | SD | n Prcdiclc«ﬂ('nmcnl SD |n | Result

| Mean

20 | Fast 6.8 1.6 | 53 | Positive | 6.58 1.91 | 53 | Match on
speed and

content

Table 3.67: Self-Assessment Manikin Results — Nerf N-Strike Elite Rampage

Retaliator
N Mean Std. Deviation
20SAE] Pleasure 54 3.50 1.437
20SAE2 Arousal 54 3.87 2.291
20SAE3 54 5.22 2.098
Dominance






















might be diluted or lost through the processing of other aspects of the message or the
messages that followed before. This study also was not able to show messages as part of
a TV show that viewers might watch at home in a more normal environment. Instead
they were seated next to their peers who could look over their shoulder or even discuss
the result with, thereby limiting the ability of these results to be applied with reliability
across the general or even youth population. These were important reasons why there
was motivation to use a main study using psychophysiological measures that would
capture real-time response to advertising stimuli in an environment as close to the

viewer’s home as possible.
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advertisement was second last on arousal —"Angry Anderson is Fed Up with Labour™.

The rank ordering is presented in Table 4.3.

Both the top three and bottom four ads on arousal all come from different pace and
valence types with no correlation between arousal and recall scores, showing that this

hypothesis is not supported.
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positive advertisements evoking a greater absolute skin conductance level than the
negative advertisements (p=.093).

Figure 4.1: Absolute Skin Conductance Level in pSiemens Negative v Positive
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Figure 4.1 shows the lack of interaction between valence and arousal. To support an
interaction, negative arousal should be higher than all other types of advertisements and
that of the baseline. Here it demonstrates an inverse in that relationship, which indicates
that further study is required to understand the interaction being demonstrated here.



Figure 4.2: Positive v Negative, Absolute Heart Rate in Beats per Minute

710 7 7077 |

Absolute Heart Rate
(in beats per minute)

» Baseline = Negative ® Positive m Filler

Figure 4.2 reinforces the findings from Figure 4.1 that there is no interaction between
valence and arousal to support the hypothesis that negative advertisements have greater
arousal than positive advertisements. Again, it would be expected that negative
advertisements would have higher levels of heart rates than all other types of

advertisements and that of the baseline measurement.

Heart rate significantly decreased from baseline (F(1.42, 78.1)=6.91, p<.05., Ny =.112)
in both the positive (p=.046) and the negative (p=.001) political advertisements and the
filler advertisements (p=.025) and heart rate significantly decreased more in the
negative political advertisement when compared to the positive political advertisement
(p=.005).

There were no significant effects of valence of political advertisement on event specific
arousal (F(1.87, 123.35)=1.23, N.S., q,,2 =018). There was no effect of positivity or
negativity on event specific heart rate changes (F(2, 110)=.11, N.S., e =.002).

Finally, Figure 4.5 analyses the difference in arousal from 1 second prior to that of the
commencement of the message, an important indicator of arousal as with a new
message and content being displayed in the first second of a message there should be a
change in the respondents arousal that should support an interaction effect between
valence and arousal in favour of negative messages increasing arousal. There should be
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a higher positive change for negative messages than all other types of messages and the
baseline. This is not supported by the results as positive messages record a far greater

increase than negative messages, which actually record a negative decrease in arousal.

Figure 4.3: Negative v Positive, EDA change from Last Second Prior to

Advertisement in pSiemens
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Figure 4.6, which examines the change in heart rate for one second prior, also supports

this finding.



Figure 4.4: Negative v Positive, HR Change from Last Second Prior to
Advertisement in Beats per Minute
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Only positive messages record an increase in heart rate, yet negative and filler ads
recorded negative changes in heart rate from one second prior. Therefore, these findings

reject Hypothesis 4.

Hypothesis 5: There will be a significant interaction between pace
(slow/medium/fast) and arousal such that slower advertisements will have lower
arousal levels than faster advertisements.

To the test the interaction between the different types of pace and arousal a repeated
measure of analysis of variance was used (Bolls, Muchling and Yoon 2003, Lang et al.
1999). Figure 4.5 indicates that absolute skin conductance level did not differ between
baseline and any of the levels of pacing (F(1.24, 83.06)=.82, N.S., n,* =.012).
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Figure 4.5: Absolute Skin Conductance Level in pSiemens
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Similarly, Figure 4.6 illustrates that heart rate significantly decreased from baseline
(F(2.22, 122.14)=5.04, p<.05., n," =.084) in all levels of pacing and the filler ads but the
levels of pacing did not differ from each other (slow vs med — p=.11; med vs fast —

p=.24; slow vs fast — p=.86).
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Figure 4.6: Absolute Heart Rate in Beats per Minute
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For event specific measures, although there were no overall main effects of pacing on
event specific arousal (F(1.96, 129.65)=1.71, N.S., n,” =.025), there was a trend of the
medium-paced advertisements evoking a decrease in arousal when compared to the
slow-paced advertisements (p=.068) as illustrated in Figure 4.7.
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Figure 4.7: Interaction between Pace and Arousal, EDA Change from Last Second
Prior to Advertisement in pSiemens
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Again, the data reported in Figure 4.8 illustrates that there was no effect of pacing on
event specific heart rate changes (F(3, 165)=.34, N.S., n,z =.006).

Figure 4.8: HR Change from Last Second Prior to Advertisement in Beats per
Minute
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Overall, the data for skin response and heart rate did not support Hypothesis 5.

Hypothesis 6: There will be a significant interaction between pace
(slow/medium/fast) and between valence (negative/positive) that will influence
arousal such that slower positive advertisement will have lower arousal than faster
negative advertisements.

The highest advertisement on arousal was a slow positive advertisement. A fast negative
advertisement was second on arousal and a medium positive advertisement was third

most arousing.

Table 4.4: Interaction between Pace and Valence, Actual and Predicted

Category Title Mean Arousal | Actual Predicted
Arousal Arousal
Rank Rank
Slow Pos Lib |Stand Up for Real | 5.147 1 6
Action 2
Fast Neg Lib | It’s the Same Labor 5.090 2 |
Med Pos ALP | Julia Gillard — Let's | 4.995 3 4
Move Australia forward
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There was no difference in absolute skin conductance during the political
advertisements regardless of voter preference for each party when compared to the
resting baseline (Main effect F(1.11, 63.41)=1.73, N.S., q,f =,03; ad type x voter
preference interaction effect F(2.23, 63.41)=46, N.S., Ny’ =.02) (Figure 4.9)

Figure 4.9: Political Party Preference and Arousal Levels. Arousal level as
Measured by Absolute Skin Conductance Level in uSiemens
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Liberal Party advertisements evoked a slower heart rate in all participants (main effect
F(1.45, 66.78)=3.33, p=.057., n," =.067), but this effect was not moderated by political
party preference (interaction effect F(2.9, 66.78)=1.14, N.S., Ny =.05) (Figure 4.10).

These results are confirmed by the heart rate findings for one second prior (figure 4.11).
These show that filler ads have the highest change; however, amongst other voters there
is a significant decrease in heart rate for Liberal Party messages, which is indicative of a
decrease in arousal and attention towards these messages. Most of these other voters
had indicated a preference for the Greens, 83% of whom preferenced Labor as their
second choice, based on the 2013 federal election results from the Australian Electoral
Commission (Green 2013). Therefore, this change noted in these results is consistent

with voting behaviour from past elections.
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Figure 4.10: Political Party Preference and Arousal: Absolute Heart Rate in Beats
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Although these results should be interpreted with caution as the between groups cell
sizes are uneven, there is no demonstrable difference in voter response based on prior

expressed voting preference.

Figure 4.11: Political Party Preference and Arousal: HR Change from Last Second
Prior to Political Advertisement in Beats per Minute
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Skin conductance decreased from the second prior to the related advertisement in the

opposing voters, but this finding was not significant (interaction effect F(3.55,
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99.46)=1.27, N.S., q,’ =,043). There was no effect of voter preference on event specific
heart rate changes during particular party advertisements or the filler ads (interaction
effect F(4, 92)=1.96, N.S., 1)’ =.079). This is outlined in Figure 4.12.

Figure 4.12: Political Party Preference and Arousal: EDA change from Last

Second Prior to Political Advertisement in pSiemens

= Labour Ads ® Liberal Ads = Filler Ads
T S

|
% - 045 0,05 e : -
e | i 57 o

010 + - - -0.06 0.07
015 4 — - —

|
-0.20 — -
Labour Voters (n=14) Liberal Voters (n=20) Other Voters (n=25)

(in pSiemens)
o o
& 8%

EDA change from previous
second

As a result of the skin conductance and heart rate data, Hypothesis 7 is rejected.

Conclusion
This chapter discussed the procedure involved in testing the hypotheses and the
conditions under which the experiment was conducted. Hypotheses were tested using a
variety of methods appropriate for analysis including repeated measures ANOVA's,
recall tests, and word count analysis. A variety of software programs were used in
analysis including Linguistic Inquirer Word Count (LIWC), SPSS and Microsoft Excel.
After testing the hypotheses and analysing the results, only the first hypothesis was
supported. All the other hypotheses were not supported. The implications of these
findings will now be discussed in the next chapter.
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Appendix A
Interactive Television Research Institute Study

Appointment Script for Participants
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Appointment Phone Call Script

Emotions in Television Advertising

Introduction
“Good Morning/afternoon, my name is and I am calling from The TV

Panel here at Murdoch University. Is that/May I please speak to NAME.”

Invite, Suggest Appointment Time and Negotiate
“We would like to make an appointment with you to be part of the next study we are
running. For this session you will need to come into The TV Panel’s lab here at
Murdoch University for about an hour and a half, for which we will give you $25 Coles

Group Gift Card for your time and travel.”

“In this study. we are looking for people to help us out with some extra measures.”

“One measure is a skin conductance reading which will involve having 2 electrodes
taped to 2 of your fingers to measure tiny changes in sweating. A pulse monitor will
also be placed on a third finger and another clipped to one of your ear lobes to measure

heart rate.”

“These measures do not hurt at all and are just like having stickers placed on your skin.
We prefer to collect these data from healthy participants, so when you come along to
our session we will ask you some brief questions about your current health. We are not
collecting any medical information from you, but given this or any other reason, are you

happy to participate in this study which may include physical measures?”

“We are making appointments for this coming DAY to DAY. When is a good time for

you?”

[Always try to s hedule appointments in blocks so there are not too many down times.]
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Directions

“Are you familiar with The Media Lab’s location?”

If not describe how to get to the Lab, parking and security information if attending night

sessions or weekend sessions.

Thank and Sign Off
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Appendix B
Interactive Television Research Institute Study

Information Sheet for Participants



'TW‘ MURDOCH

=V¥= UNIVERSITY

—_—
v PERTH, WESTERN AUSTRALIA

Information Sheet for this TV Panel Study

Dear Media Panel Member:

Researchers at The TV Panel at the ITRI are testing how you respond emotionally to
watching different types of television programs. This study is being conducted in
association with researchers from The Australian National University and Murdoch
University, who are trying to get a better understanding of the changing media

landscape.

You can help us by consenting to participate in this study where we are testing how
enjoyable it is to watch different types of TV programs. You have been randomly
allocated to view the one-hour TV program, Australia’s Funniest Home Video Show.
The time to complete the whole viewing session will be about 60-75 minutes; however,
it is expected that no longer than an hour and a half will be necessary for the session and

the survey.

You can withdraw your consent at any time without having to offer an explanation or
forfeit your compensation, and without any negative consequences. All information
provided is confidential and no names, or other information which might identify you,
will be used for commercial purposes, or appear in any publication arising from the

research.

If you agree, we would like to video your viewing session so that we can use that
information for further research analysis looking at factors such as device use, viewing
positions and body language clues (e.g., non-verbal cues, facial expression). You can
also check the appropriate box on the next page if you agree that your video can be
considered for a “highlights” reel, showing examples of the participation process, which

will be included in a video presentation about this study for our sponsors.

We would also like to collect from you two non-intrusive physiological measures of

excitement and enjoyment. The first, skin conductance or galvanic skin response (GSR),
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measures changes in sweating using two small electrodes on two fingers. The second,
heart rate, is measured with one monitor being placed on a third finger to measure pulse

(heart rate).

We prefer to collect these data from healthy participants who are not on any long-term
medication, and although we are not collecting medical information from you, we do
request that you complete the Physiological Screen Form attached before consenting to

these procedures.

To compensate you for your time and travel costs you will receive $25 Coles Group

Gift Card for participating in this study.

If you are willing to participate, please complete the Consent Form on the other side of
this page. If you have any questions about this research, please contact Dr Steven
Bellman at Murdoch University on 08 9360 7350 or the lead ANU researcher for this

study, Andrew Hughes (andrew.hughes(@anu.edu.au).

Thank you for your assistance with this research project.

This study has been approved by the Murdoch University Human Research Ethics Committee (Approval 2012/XXX). If
you have any reservation or complaint about the ethical conduct of this research, and wish to talk with an independent
person, you may contact Murdoch University’s Research Ethics Office (Tel. +61 8 9360 6677) or e-mail
ethics@murdoch.edu.au). Any issues you raise will be treated in confidence and investigated fully, and you will be

informed of the outcome.
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Appendix C
Interactive Television Research Institute Study

Consent Forms for Participants
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Consent to Participate in this Media Panel Study

[] I (the participant) have read the information on the Information Sheet. Any questions I
had have been answered to my satisfaction. I agree to take part in this activity.
However, I know that I may change my mind and stop at any time. I understand that all
information provided is treated as confidential and will not be released by the
investigators unless required to do so by law. I agree that research data gathered for this
study may be published provided my name, or other information that might identify me,

is not used.

[] I understand that much of the content that I will see in this study is pre-recorded and not
controlled by The TV Panel. I agree to hold in confidence any information related to

this study, and to not divulge this information.

[] I agree that my participation may be video and audio taped for research purposes. As
described on the information sheet, this may include analysis of device use, viewing

positions and body language clues.

[] 1 agree to have two small electrodes placed on two of my fingers to measure changes in

sweating, and a pulse monitor placed on a third finger to measure pulse (heart rate).

[] I have completed the ‘Physiological Screen’ form and agree that the information given is

correct at this point in time. (Only required if you are agreeing to the previous clause)
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[[] Please provide me with a copy of the results of this study. I understand that results will

be available upon journal publication, approx. 12-24 months after study completion.

Name: Member Number:
Address:

City/Suburb: Post Code:

Phone (home): (other):

[J Ihave changed my email address, see new address below.
[ 1 would like to participate in the Online Surveys, my email address is below.
[J 1am already participating in the Online Surveys and wish to continue.

] 1would like to be taken off the Online Survey mailing list.

Email address:

Signature: Date:
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For internal use only:

Researcher Name:

Signature: Date:

ID Provided:

Time:
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Physiological Screen Form

(Day of participation)

Completing the following information will help us determine if it is okay to measure
your body’s response to the television content today. There are no right or wrong
answers but it is important that you be truthful. We understand that you may have
answered some of these questions when you signed up to participate in the Panel, but to
ensure your greatest comfort and the most accurate data, we need to ask these questions

again today.

This form does not ask for your name and will be kept securely in a location separate
from your signed consent form. All information on this form is confidential. This
information cannot be released without your consent unless specifically requested by a
court of law. If you can’t participate in the physiological measures, or choose not to,

you can still take part in this study.

If you have any questions, please ask the research assistant.

Date: Time:

Member ID:

Age:

Handedness: Left / Right / Both
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Appendix D

Interactive Television Research Institute Study

Post-test Survey “Alley” Images

Figure Appendix D 1: Survey “Alley” - Post-Test Survey Computer Location



Figure Appendix D 2: Survey Alley — Apple Computer used for Post-Test Study



Interactive Television Research Institute Study

Green Room Images

Figure Appendix D 3: Green Room used for ITRI study — note Biopac MP150 that

was used to collect biometric data at rear of room, but out of sight of participants



Figure Appendix D 4: Green Room used in the Study
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Figure Appendix D 5: Biopac MP150 similar to that used in the study
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Appendix F

Interactive Television Research Institute Study

Aided/Cued Recall — Questions

Please look at each image and if you remember seeing the ad, please write down as

much as you can remember
(Image inserted)
(Image sizes were all set at 12cm wide x 8.5cm long)

Adapted from Lang et.al. (1999), Bolls Muehling and Yoon (2003)

282



Appendix G
Pilot Study

Advertisement Measurement Using GEW, SAM Scales and Self-Report Scales of

Speed and Content

Conducted at the Australian National University
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Figure Appendix G 1: Pilot Test Study Form
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Appendix H
Pilot Study

Consent and Information Forms

Conducted at the Australian National University
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If it any time you feel no longer comfortable with completing the survey you may
withdraw from participation in the project, and you do not need to provide any
reason to me. If you decide to withdraw from the project I will not use any of the

information you have provided.

If you have any questions or concerns about the study feel free to contact me via the

contact details below.

Confidentiality:

Your survey responses will be kept in a locked and secure location at all times and
only I will have access and will process and analyse the survey data. Any data stored
and analysed via a statistical program will be analysed and stored on a password
protected PC that only I will have access to. All data is kept for 5 years from

publication and then will be securely destroyed.

Queries and Concerns:

If you have any questions or complaints about the study feel

free to contact me at:
Andrew Hughes

Lecturer

Research School of Management College of Business & Economics Australian

National University ACT 0200 Australia

Telephone: +61 2 612 54872 Fax: +61 2 612 58796

Email: andrew.hughes@anu.edu.au

288



The ethical aspects of this research have been approved by the ANU Human Research

Ethics Committee.

If you have any concerns or complaints about how this research has been conducted,

please contact: Ethics Manager

The ANU Human Research Ethics Committee The Australian National University

Telephone: 6125 3427

Email: Human.Ethics.Officer@anu.edu.au
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Information

This research is investigating your emotional response to advertising. Your response is
voluntary and therefore at any time you can stop the survey. Only aggregate
information will be used in the results. The research should take 15-20 minutes to

complete.

Return of the survey will imply your consent to use your responses on this survey in

the research findings.

If you wish to view or to be informed the research findings and any subsequent

publications please contact:

Andrew Hughes, Ph: 02 6125 4872 or Email: andrew.hughes@anu.edu.au

If you have any concerns about this research please contact Andrew Hughes or the
ANU Human Research Ethics Committee at human.ethics.officer@anu.edu.au or 02-

6125 3427.

Thank you for taking the time to complete this survey.
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