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ABSTRACT 

 

 

 

 

 Motion picture advertisements often include cues referencing previous top-

grossing films, such as “From the makers of Cast Away,” in efforts to boost viewing 

intention.  However, previous research has suggested that the “makers” of films, such as 

the directors, writers, and producers are not influential in increasing viewer intention to 

see a film.  The following study investigated the use of these cues in motion picture 

advertising, using the Elaboration Likelihood Model to determine if and under what 

circumstances these cues are being processed by consumers.  Results suggest those 

consumers who are more involved with movies are not necessarily more likely to 

centrally process cues referencing previous top grossing movies.  Additionally, in this 

study the inclusion of such cues had no effect on viewing intention of the film or on 

liking of the film advertisement.  Liking of genre was revealed to be an accurate predictor 

of viewing intention and liking of the advertisement.
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INTRODUCTION 

 

 

 

 

 The motion picture industry is an ever-growing industry that shows no signs of 

deteriorating.  In fact, a recent study on movie attendance by the Motion Picture 

Association of America (MPAA) explains moviegoing in the US is still on the rise, with 

the number of movie-goers reaching 167.6 million in 2003 (MPAA, 2003b).  Thirty-five 

percent of these movie-goers were classified as “frequent movie-goers,” who attended a 

movie at least once a month. 

 Film consumers have a multitude of movies to choose from on a yearly, seasonal, 

even weekly basis.  During 2003 in the United States, 473 theatrical films were released 

in one of 6,066 theaters on at least one of their 35,786 theatrical screens (MPAA, 2003a).  

With such a sizeable number of films being released each year, movie studios are 

spending substantial portions of film budgets to promote their films in such a highly 

competitive and saturated market.  In fact, in 2003 the average theatrical cost of a film 

prior to marketing was $63.8 million, with marketing efforts accounting for an additional 

$39 million per film (MPAA, 2003a).  

Motion pictures are a type of good which is made, introduced, and consumed 

everyday.  As discussed in relation to motion pictures in “Quality Signals in Motion 

Picture Advertising” (Vanderbilt, 2000), previous researchers have distinguished between 

three types of goods:  search goods whose quality can be determined prior to purchase 

and use, experience goods whose quality cannot be determined until after purchase and 

use, and credence goods whose quality may not be determinable even after purchase 

(Nelson, 1970; 1974).  At first glance, it seems clear that motion picture films qualify as 

experience goods because there is little way for a consumer to assess the full quality of a 

film without first viewing the film.  However, as Vézina (1997) explains, while 

consumers cannot be certain of the quality of a film prior to viewing it, they can make 

some judgment on the quality of a film prior to viewing based on search attributes such as 

the genre of the film, the actors in the film, and the director of the film.  These search 

attributes are points of interest with which participants are likely to have some 

information or frame of reference to use in making a judgment.  Likewise, Faber and 
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O’Guinn (1984) note that while consumers may not have direct prior experience with a 

film, some forms of prior experience might include viewing a film of the same genre, 

with the same stars, or by the same director.   

Motion picture advertisers have long included these search attributes, or points of 

interest, inside of advertising campaigns in efforts to boost advertising effectiveness.  For 

example, almost all film advertisements include some clear emphasized reference to at 

least the lead actors in the film, and many also clearly reference the producer, director, 

writer, or other “maker” of the film.  Today however, film marketers are employing more 

elaborate techniques to include these search attributes in advertising.  Marketers hope that 

these search attributes will provide some positive frame of reference or form of prior 

experience with a film, which will then elicit stronger viewing intention.  For example, in 

2002 Miramax acquired the U.S. distribution rights to a martial arts film entitled Hero, 

which had experienced great success during its release in the Asian film market (Trivia 

for Ying Xiong, n.d.; Review:Hero, n.d.).  Hero’s director, Zhang Yimou, was not well 

known, and Hero was his first venture into the martial arts genre of film.  Miramax did 

not immediately release the film.  In fact, it was not until two years later when Quentin 

Tarantino, a well known director, endorsed the film and allowed his name to be used in 

all marketing efforts that Miramax agreed to the film’s U.S. release.  A major advertising 

campaign was unveiled which clearly and repeatedly noted “Quentin Tarantino presents 

Hero.”  Hero quickly became affiliated with Tarantino and thus became more 

recognizable, despite the fact that Tarantino was not directly involved in any aspect of the 

film’s direction or production.  In its opening weekend, August 27-29 2004, Hero had the 

highest per-screen average ($8,864 per screen) of all films released that weekend (USA 

Box Office, n.d.).  Additionally, Hero experienced success in the rental market, and many 

credit Tarantino for this success.  An article in Video Business quoted specialty video 

store owner, Sam Wade as saying, “Hero is a title that has been huge in our store . . . 

Miramax smartly put Quentin Tarantino’s name on the box cover, and that has had an 

impact on rentals” (Murphy, 2005). 

This scenario illustrates the point of Litman (1983) who noted it is a director’s 

reputation that is crucial in obtaining financing for a film.  Typically, it is the reputation 

of a director that gains financial backing for his or her own film.  However, in this case it 
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was the reputation of a director not at all affiliated with the film that was used to gain 

financial backing. 

Still, the question remains, was Hero’s relative success a result of the use of 

Quentin Tarantino’s name or was it simply a result of a positive audience response to a 

quality film?  It is important for film marketers to understand if and how these techniques 

affect consumers in order to ensure successful marketing campaigns.  Additionally it is 

important to marketing, advertising, and information processing research to understand if 

and how these advertising techniques are affecting consumers.  As Adams and Lubbers 

(2000) note, “doing basic research testing widely held [motion picture and marketing] 

industry beliefs has particular scholarly appeal because it ties promotion to the larger 

theoretical areas of cognitive, perceptual, and effects research, and may make 

contributions to theory with implications far beyond the field of media promotion” (p. 

256-257).    

One scholar has noted that if we can understand more about how people 

cognitively process messages, we can better determine the effects and impact of 

communication attempts on attitude development (Perloff, 2003).  Likewise, if we study 

and understand how consumers cognitively process marketing techniques, we can better 

determine and understand the impact these techniques are having.  The current study 

seeks to understand how individuals cognitively process a specific marketing technique 

often employed in motion picture film marketing:  the reference to the “makers” of a 

previous top grossing film in the advertising for another, completely separate film. 

The next section presents a brief review of particularly relevant film marketing 

literature, followed by a review of the two guiding models of this study:  the heuristic 

systematic model and the elaboration likelihood model.  Following the review of 

literature, the research questions driving this study are introduced, and a thorough 

methodology is provided.  Results are then detailed and followed by a discussion of their 

implications.  Lastly, methodological limitations and suggestions for future research are 

noted. 
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LITERATURE REVIEW 

 

 

 

 

Motion Picture Research 

 

 

 With the rise of the motion picture industry, scholars began and have continued to 

focus research on differing aspects of the industry, with a significant portion of research 

examining audience motivations for attending movies and audience viewing intention. 

 In efforts to better understand movie consumption, Austin (1981; 1986) surveyed 

college students (who make up a significant percentage of the movie-going population) to 

determine what draws a consumer’s attention to a film and to learn the motivations of 

consumers for attending a movie.  The 1981 study asked participants to identify the last 

movie they had attended and who or what had drawn their attention to that film.  The 

open-ended responses were coded and six categories emerged from the data:  word-of-

mouth, theme/content, actor/actress, TV advertisement, reviews, and other.  Additionally 

the 1981 study asked participants to rank 28 different variables for level of importance in 

making a decision to see a film.  Analysis revealed the most important variables were 

plot, genre, and friend’s comments.  The least important variables in the decision to see a 

film were the film’s director, writer, and producer.  It is important to note here that 

according to these participants, a film’s director has little impact on the decision to see a 

movie, yet the film industry continues to use director mention in advertisements to gain 

viewing intention, such as in the case of “Quentin Tarantino Presents Hero.”  In his 

closing Austin notes “different [motion picture] advertising . . . and marketing strategies 

and their effectiveness need research attention” (p. 48).  Perhaps he too was confused by 

the continued use of a variable in film advertising (mentioning the director) that 

consumers report has little effect in the decision making process.  

Austin’s 1986 survey again sought to learn about and understand motivations for 

movie attendance.  The survey included a 70-item index on which participants indicated 

the extent to which each item matched their own reason for attending a movie.  The 

results of the survey revealed seven consumer motivation-for-movie-attendance 

categories:  learning and information, forget and get away/escape, enjoyable and pleasant 
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activity, pass time, relieve loneliness, behavioral resources, and learning about self.  

Frequent movie-goers identified with these motives to a greater extent than occasional or 

infrequent movie-goers. 

 Faber and O’Guinn (1984) investigated consumer perceptions of eight sources of 

information on motion pictures.  The results of their study suggested previews shown in 

theaters were most influential on movie attendance decisions, perhaps because consumers 

do not consider them a form of advertising at all.  Interpersonal sources including friends’ 

comments, expert’s comments, and spouse/date’s comments, were demonstrated to be 

next-most influential, followed by mass media sources including television ads, magazine 

ads, critics’ reviews, and radio ads. 

 Faber and O’Guinn speculated that consumers may perceive in-theater previews 

as more influential than other sources of information including radio and television 

advertisements because in-theater previews are the most similar film information source 

to actually viewing the movie (direct experience).  Additionally, Faber and O’Guinn note 

“in the broadest sense, prior experience might include viewing of similar types of films, 

(genre) or other films with the same stars or director” (p. 373).  Therefore, including 

references to these broader forms of prior experience (reference to actors, producers, 

directors, etc.) in other forms of media advertising (television, radio, newspaper 

advertisements) should make that particular advertisement more influential.  In this light, 

this study will explore the effects of one such reference, the reference to the “makers” of 

a previous top grossing movie, in a print advertisement. 

 Most film research has focused on the perceptions of the audience with regard to 

film preferences and motivations for attendance.  Few studies have specifically studied 

the various sources of information on motion pictures such as critics’ reviews, 

promotions, and advertisements or the techniques used therein.  Adams and Lubbers 

(2000) noted that this area of research is a “two-edged sword” because there is an 

abundance of information on attendance, ratings and demographics, but there is still a 

lack of published research because industry marketers are not interested in new facts and 

information on the subject, rather they rely on long-standing assumptions about what 

works in film marketing (pp. 254-255).  Despite the lack of industry interest, a few 
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researchers have devoted attention specifically to some current sources of information on 

motion pictures. 

Eastman, Bradbury, and Nemes (1985) focused on the film preview as an 

information source by investigating the effects of varying lengths of previews.  They 

exposed different groups of participants to differing lengths of movie teasers (90 seconds) 

and movie trailers (126 seconds) during an in-theater experiment before the screening of 

a film.  Participants completed pretest (before exposure to preview), posttest (after 

exposure to preview), and post-posttest (after exposure to preview and entire film) 

questionnaires regarding their expectations of the film.  Analyses suggested previews, 

regardless of length, may generate audience expectations about the content of a film that 

are not fulfilled by viewing the film.  However, the study also suggested that the varying 

lengths of the previews (90 seconds versus 126 seconds) resulted in no significant 

difference in audience expectations. 

 Eliashberg and Shugan (1997) studied film critics as an information source by 

examining the relationship between critical reviews and a film’s market performance.  In 

this research they categorized movie reviews from Variety into positive, negative, and 

mixed categories.  The percentage of positive and negative reviews for each movie was 

analyzed against the box office performance data.  The researchers predicted critics’ 

reviews would have the greatest influence on market performance in terms of box office 

receipts in the beginning stages of a movie’s lifespan, as this is the time when word-of-

mouth information is less available and thus less influential.  However, their analysis 

revealed that the influence of critics’ reviews in this beginning stage was insignificant.  

Additional analysis revealed that critical reviews did significantly correlate with late box 

office and cumulative receipts, thus suggesting critics may be less effective in motivating 

movie attendance, but at the same time may be successful in forecasting the performance 

potential of motion pictures.  

Vézina (1997) completed a study on a specific advertising technique as an 

information source.  He investigated the effects of the popular film advertising technique 

of including critics’ quotes in advertising messages.  Vézina was perhaps perplexed by 

the apparent contradiction within film research and film industry practice:  critics’ 

recommendations are less important than most other sources of information for 
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consumers in the decision to see a movie, yet critics’ recommendations continue to 

receive significant space in film advertisements.  He exposed participants to various film 

advertisements which differed in the number of critics’ quotes included in the ads and 

then measured the participants’ viewing intention.  The results suggested the number of 

critic quotations in a film advertisement does not significantly affect viewing intention 

for that film.  Additionally, Vézina found the genre of a movie is the best predictor of a 

consumer’s intention to view a film. 

This research was inspired by another contradiction between film research and 

film industry practice.  Previous research suggests the “makers” of films (the directors, 

writers, and producers) are the least influential variables in an individual’s most recent 

decision to attend a movie (Austin, 1981).  Yet, the reality of Tarantino’s lack of 

involvement with Hero, and even the opening of a Sunday paper’s entertainment section, 

reveals the motion picture industry continues to employ references to these “makers” of 

films in film marketing.  Do film marketers know something persuasion scholars do not 

know?  Or is time for film marketers to open their eyes to the application of academic 

research?  In an effort to answer these questions, the theoretical framework of two 

persuasion models was used to design an experiment and possibly explain this 

contradiction between film research and film industry practice. 

 
 

Persuasion and Information Processing Research 

 

 

Since the 1920s, scholars have been intrigued with how individuals react to 

persuasive communication attempts (Petty, Priester, & Brinol, 2002).  Since that time 

numerous investigations into the effects of persuasion attempts have resulted in the 

proposal of numerous persuasion models, theories, and frameworks that have been tested, 

critiqued, and expanded.  In the 1950s Hovland and colleagues were interested in how 

and why persuasive messages can change attitudes.  The effects of persuasion were 

measured in terms of how much attention was given to the message, the amount of 

message comprehension, and the acceptance/rejection of the message (Hovland, Janis, & 

Kelley, 1953).  They argued that attitude change is a learning process, and they posited 
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that successful persuasion can occur when an individual attends to a message, and then 

comprehends, learns, accepts, and retains that same message. 

Critics of Hovland’s model of persuasion noted individuals do not just passively 

absorb the information in these persuasion attempts (Perloff, 2003).  Out of these 

criticisms the cognitive response approach to persuasion was born.  The cognitive 

response approach to persuasion maintains that individuals actively process information 

and generate proarguments and counterarguments to persuasion attempts, which in turn 

affects whether or not persuasion occurs (Greenwald, 1968).  This approach maintains 

that individuals are active participants in the persuasion process, because they attempt to 

relate persuasive messages to information they already know. 

While the cognitive response approach to persuasion significantly expanded 

persuasion research, it was not without its own flaws.  Scholars began to note that while 

the cognitive response approach to persuasion posited that individuals actively process 

messages, it did not consider that individuals do not always interact with persuasion 

attempts in this manner; rather, individuals sometimes make decisions about persuasion 

attempts through mental shortcuts instead of actively generating pro and 

counterarguements (Petty et al., 2002).  Individuals, especially those in a media driven 

society such as the United States, are confronted with numerous persuasive messages in a 

day, and actively processing all of the messages is not possible.  As critics of the 

cognitive response approach suggest, individuals must sometimes make decisions about a 

persuasive message without actively considering the content of the message, but rather by 

making quick decisions from non-content related cues. 

These criticisms lead to the development of similar dual-process models from 

multiple scholars which posited the existence of qualitatively different types of 

information processing including both active and more passive types of processing.  

While two such models, the heuristic-systematic model and the elaboration likelihood 

model, have been the driving force behind much of the persuasion and attitude change 

research since their development, many models describe similar levels or pathways of 

processing.  In brief, while the heuristic-systematic model emphasizes heuristic 

processing and systematic processing (Chaiken, 1980) the elaboration likelihood model 

emphasizes the peripheral route and the central route of processing (Petty & Cacioppo, 



 

 9

1986a; 1986b).  Similarly, Craik and Lockhart (1972) describe shallow processing and 

deep processing, Schneider and Shiffrin (1977) describe automatic processing and 

controlled processing, Langer, Blank, and Chanowitz (1978) describe mindless 

processing and thoughtful processing, and Fiske and Pavelchak (1986) describe category-

based processing and piecemeal-based processing.   

As mentioned above, the heuristic-systematic model and the elaboration 

likelihood model have been the prominent models in persuasion research, and in 

particular have been used to guide much research investigating the effects of advertising.  

Therefore, the remainder of this literature review will focus of these two models and the 

assumptions of these models are used to guide this research. 

 
Heuristic-Systematic Model 

 

The heuristic-systematic model (HSM) developed by Chaiken (1980) is a social 

psychological model concerning the information processing of persuasive messages.  The 

model purports two different paths to persuasion, or rather two different ways in which 

individuals process persuasion attempts:  systematic processing and heuristic processing 

(Chaiken, 1980; Chaiken, Liberman, & Eagly, 1989).  According to the HSM, individuals 

who “access and scrutinize all informational input for its relevance and importance” and 

who then use all of the relevant information in making a judgment are engaged in 

systematic processing (Chaiken et al., 1989, p. 212).  Individuals processing on the 

opposite end of the continuum are engaged in heuristic processing in which they “focus 

on that subset of available information that enables them to use simple inferential rules, 

schemata, or cognitive heuristics to formulate their judgments and decisions” (p. 213).  

For example, a person processing heuristically may use simple rules such as “experts can 

be trusted,” “length implies strength,” or “consensus implies correctness” in order to form 

a judgment (Todorov, Chaiken, & Henderson, 2002).  In these cases, people processing 

heuristically may not actively consider the strength of arguments in the message, but 

rather make judgments based on the delivery source of the message or the length of the 

message. 

The HSM considers systematic processing as both an intentional and controlled 

form of processing.  However, the HSM posits that heuristic processing can be either 



 

 10

intentional and controlled or more automatic and spontaneous, as sometimes individuals 

may deliberately use heuristics in making decisions and at other times may use heuristics 

in a less conscious manner. 

The HSM assumes an individual’s goal in processing persuasive messages is to 

assess the validity of that message, and additionally it assumes both systematic and 

heuristic processing serve to meet this validity-assessing goal.  Unlike other processing 

models, Chaiken’s HSM assumes systematic processing and heuristic processing can 

occur separately, but perhaps more importantly, they can also occur concurrently.  

With regard to heuristic processing, the HSM assumes individuals have learned 

heuristic knowledge structures through their past experiences and observations and these 

heuristics are represented in the individual’s memory.  Chaiken et al. (1989) further 

explain heuristics can only impact an individual’s attitudes and judgments when they are 

cognitively available in memory.   However, even when a given heuristic is stored and is 

available in memory, it must be accessed by the individual for the heuristic to affect a 

judgment. 

The HSM assumes systematic processing requires more cognitive capacity and 

effort than heuristic processing.  Therefore, the HSM also assumes individuals must be 

both motivated and able to expend the cognitive capacity and effort necessary in order to 

engage in systematic processing.  Because heuristic processing requires much less 

cognitive effort and capacity, individuals who are not motivated or are not able to engage 

in thoughtful cognition will still likely engage in heuristic processing as long as a 

heuristic cue is present in a given persuasive message.  When a person is motivated and 

able to scrutinize the relevant arguments in a message and heuristic cues are present in 

the same message, that individual may engage in both systematic processing and heuristic 

processing when forming an attitude and making a judgment.  Chaiken et al. (1989) note 

when an individual does engage in both forms of processing, the result of processing 

heuristically may or may not be similar to the result of processing systematically.   When 

the result of processing heuristically is similar to the result of processing systematically, 

the persuasive impacts of each processing mode reinforce each other.  However, when 

systematic processing results in an certain attitude, and heuristic processing results in a 

quite different attitude, the heuristic cue may have much less impact on the persuasion 
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outcome, suggesting that systematic processing results are more heavily weighted when 

and only when an individual has indeed engaged in systematic processing. 

Two separate studies by Chaiken (1980) initially supported the assumptions of the 

HSM.  In the first experiment, the researcher exposed 207 participants to varying 

persuasive messages in order to investigate the effects of likeability of communicator and 

the effects of the number of arguments used in a persuasive message.  In this experiment 

participants were told they would participate in a second interview session in which they 

would express their opinions about a given topic, and were then given a transcript of a 

supposed similar interview so they could learn what the interview process would be like.  

The researcher created high and low response conditions or perceived consequences 

conditions for the participants.  The high consequences condition participants were given 

a transcript about the topic they had been assigned to later be interviewed about.  The low 

consequences condition participants were given a transcript about a different topic than 

the one they had been assigned.  Communicator likeability was also manipulated.  The 

likeable communicator version of the transcript included the communicator’s positive 

response to the question, “How do you like working with undergraduates?”  The not 

likeable communicator version of the transcript included a negative response from the 

communicator when answering this same question.  Additionally, the number of 

arguments in the persuasive messages was varied between six and two arguments to 

create strong and weak argument versions, respectively.  The results of this experiment 

revealed participants in the high consequence condition showed greater initial opinion 

change when exposed to six, rather than two, arguments (i.e., they engaged in systematic 

processing and were therefore more persuaded by the arguments).  Additionally, the high 

consequence condition participants remained unaffected by the level of communicator 

likeability.  Conversely, participants in the low consequences condition showed greater 

initial opinion change as a result of exposure to the likeable communicator, but remained 

unaffected by the number of arguments used in the message (i.e., they engaged in 

heuristic processing and were therefore more persuaded by the heuristic cues). 

In the follow-up experiment, Chaiken exposed 80 participants to persuasive 

messages to also investigate the effects of likeability of communicator and number of 

arguments.  In this second experiment the researcher manipulated personal relevance with 
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the issue in a different manner.  All participants read an interview transcript about their 

university switching from a two-semester system to a trimester system.  High personal 

relevance participants read the change would occur in 1981, and thus might affect them.  

Low personal relevance participants read the change would occur in 1985.  Thus, it 

would likely not affect them.  Communicator likeability was manipulated in a manner 

similar to the manipulation in the first experiment.  The likeable communicator versions 

of the transcript included the communicator’s positive response to a question about how 

he or she liked the university that the students were attending in comparison to a rival 

university.  The not likeable communicator versions of the transcript included the 

communicator’s negative response to the question in which he favored the rival 

university.  The transcripts containing the likeable communicator also contained only one 

supporting argument, while the transcripts containing the less likeable communicator 

contained five supporting arguments.  The results revealed participants in the low 

personal relevance conditions had greater opinion change when exposed to the likeable 

communicator / one argument transcript version (i.e., they engaged in heuristic 

processing and therefore focused on the heuristic cues).  Participants in the high personal 

relevance condition had greater opinion change when exposed to the less likeable 

communicator / five argument transcript version (i.e., they engaged in systematic 

processing and therefore ignored the heuristic cues and focused on the arguments in the 

message).  The results are in the same direction of the basic HSM assumptions, and in 

general provide adequate support for the existence of the systematic and heuristic routes 

to information processing. 

 
Elaboration Likelihood Model 

 

The Elaboration Likelihood Model (ELM), developed by Petty and Cacioppo 

(1986a; 1986b), is a similar social psychological model concerning the information 

processing of persuasive messages.  It proposes a continuum marked at the endpoints by 

two distinct routes to communication: a high elaboration likelihood route (central) and a 

low elaboration likelihood route (peripheral), where elaboration refers to the extent to 

which a person considers the issue-relevant arguments in a message.  The high 

elaboration end of the continuum, the central route, is similar to the cognitive response 
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approach to persuasion and systematic processing of the HSM in that it holds that 

individuals engage in effortful cognition in evaluating persuasion attempts and they 

generate proarguments and counterarguments to these messages.  According to Petty and 

Cacioppo, individuals are taking the central route to persuasion when they expend a 

considerable amount of cognitive energy in carefully considering the central features of 

the content in a persuasive message, then generating their own thoughts in response to the 

central arguments of that message, and afterward using these thoughts to make a 

judgment regarding the message.   

However, like the HSM, the ELM acknowledges that individuals are exposed to 

many persuasive messages during a typical day, and it would be virtually impossible to 

allot the cognitive energy to centrally process all of these messages.  Therefore, when 

individuals are not as motivated or when they lack the ability to centrally process, they 

will sometimes engage in peripheral processing.  The peripheral route to information 

processing is similar to heuristic processing of the HSM and is the route where effortful 

processing is not required for attitude change to occur.  Individuals are taking the 

peripheral route to persuasion when they take mental shortcuts by focusing on non-

content cues to make decisions about a given persuasive message.  Petty et al. (2002) 

explain the peripheral route is essential because, “In order to function in contemporary 

society, people must sometimes act as ‘lazy organisms’ (McGuire, 1969) or ‘cognitive 

misers’ (Taylor, 1981) and employ simpler means of evaluation.”  The ELM also posits 

individuals who want to process the message (those who have motivation) and 

individuals who are able to process the information (those who have the ability) are more 

likely to process persuasion attempts via the central route, while those lacking motivation 

or ability are more likely to process the information via the peripheral route.  With 

respect to advertising messages specifically, ELM researchers have found that, under 

high-involvement conditions, issue-relevant arguments and product-relevant attributes 

were more influential, while peripheral cues were more influential under low-

involvement conditions (Petty, Cacioppo, Schumann, 1983). 

Petty and Cacioppo (1986a; 1986b) describe the ELM through seven postulates.  

The first postulate assumes that individuals want to develop and hold correct attitudes. 

Second, though individuals want to hold correct attitudes, they are not always willing or 
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able to engage in the necessary cognitive elaboration due to both individual and 

situational factors.  With regard to willingness, individuals may simply not be motivated 

to process some messages.  With regard to ability, some individuals may lack the 

cognitive skills to process certain messages, or certain situational occurrences, such as 

being distracted, may prevent individuals from expending the necessary cognitive energy 

to process messages.  Third, variables can influence attitude change by serving as a 

central persuasive argument, by serving as a short-cut peripheral cue, or by affecting the 

extent or direction of an individual’s elaboration.  Fourth, as Petty and Cacioppo (1986a) 

note, variables can affect an individual’s motivation and ability to process persuasive 

messages by “either enhancing or reducing argument scrutiny” (p. 19).  Fifth, Petty and 

Cacioppo posit that as an individual’s motivation or ability to process persuasive 

messages is reduced, the short-cut peripheral cues become more influential in persuasion.   

The opposite also holds true:  Peripheral cues are less important when an individual has a 

higher level of motivation and ability, and thus engages in increased argument scrutiny.  

As an individual’s personal relevance with an issue or product decreases, motivation also 

decreases, and as a result the individual is more likely to engage in less effortful 

processing.  Likewise, when situational factors such as distraction increase, an 

individual’s ability to process information is decreased, and peripheral processing is more 

likely to occur.  Sixth, variables affecting message processing in a relatively biased 

manner can produce either favorable or unfavorable motivational bias and/or favorable or 

unfavorable ability bias to issue-relevant thoughts.  Lastly, Petty and Cacioppo (1986a) 

maintain that attitude change resulting from the central route “will show greater temporal 

persistence, greater prediction of behavior, and greater resistance to counterpersuasion” 

(p. 21) than attitude change developed through the peripheral route. 

Petty and Cacioppo’s ELM has been applied in numerous studies since its 

development.  In an early test of the two distinct routes to persuasion Petty, Cacioppo, 

and Goldman (1981) manipulated personal involvement (motivation to process) with 

message content to create high and low levels of elaboration likelihood in 145 

undergraduate participants.  They accomplished the personal involvement manipulation 

by having half of participants read information explaining they would be affected by the 

institution of senior comprehensive exams in their school within the next year (high 
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personal relevance) and having the other half read information explaining the changes 

would occur in ten years and thus not affect them (low personal relevance).  The 

researchers also varied the expertise of the source in the persuasion attempts by 

informing half of the participants they would hear a tape recording based on a report 

prepared by the Carnegie Commission on Higher Education (high expertise), and 

informing the second half of participants they would hear a tape recording based on a 

report prepared by a local high school class (low expertise).  Additionally they varied the 

quality of arguments in the message by primarily including statistical data in one tape 

recording (strong argument) and by including mainly quotations and personal opinions in 

a second tape recording (weak argument).  The results of this early study indicated 

participants for whom the message had high personal relevance (they thought they would 

be affected by the mandatory comprehensive exams) relied more heavily on and were 

affected by the quality of the arguments presented (i.e., they engaged in central 

processing).  Conversely, the participants for whom the message had low personal 

relevance (they thought they would not be affected by the mandatory comprehensive 

exams) relied on and were affected by the expertise level of the source of the message 

(i.e., they engaged in peripheral processing).  According to the researchers, these findings 

suggest that personal relevance with an issue may affect an individual’s motivation and 

ability to process information about the given issue.  Thus personal relevance is one 

determinant of the route to persuasion that individuals will follow.  These results support 

the postulates of the ELM as they suggest individuals who are highly involved with an 

issue or product category attend to and are affected by the arguments in the content of the 

persuasive message.  Individuals who are less involved are not as affected by the 

argument contents, but rather by non-content elements (peripheral cues) such as the 

expertise of the source delivering the message. 

Similar results were obtained by Petty, Cacioppo, and Schumann (1983) in a 

study examining the levels of elaboration likelihood in an advertising context.  The 

researchers manipulated product involvement levels of 160 undergraduate participants. 

Participants in the high involvement condition were told a new product (brand of 

disposable razor) would soon be available in their market and that after the study they 

would have the opportunity to choose one brand in the product category.  Participants in 
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the low involvement condition were told the product would not be available in their 

market, though they would be able to choose a product from a different product category 

(toothpaste).  Likewise, the researchers manipulated the quality of the arguments in the 

advertisement.  The strong argument version of the advertisement for the disposable razor 

emphasized “scientifically designed” characteristics of the razor such as “special 

chemically-formulated coating eliminates nicks and cuts and prevents rusting” (p. 139).  

The weak argument version of the advertisement featured “designed for beauty” 

characteristics such as “comes in various sizes, shapes, and colors” (p. 139).  The 

researchers also manipulated the celebrity status of the product endorser.  The famous 

endorser version of the advertisement featured the headline, “Professional athletes agree:  

until you try new Edge disposable razors you’ll never know what a really close shave is” 

(p. 139), and also featured a photo of a male professional golfer or a female professional 

tennis player.  The average citizen endorser version of the advertisement included the 

headline “Bakersfield, California agrees: until you try new Edge disposable razors you’ll 

never know what a really close shave is” (p. 139), and featured photos of unfamiliar 

average-looking individuals.  The use of famous athletes in an advertisement led to more 

positive attitudes toward the advertised product only for subjects in the low involvement 

conditions.  For subjects in the high involvement conditions, only the strength of the 

argument (regardless of the use of famous athletes in the ad) had an effect on attitudes 

toward the advertised product.  Again, this study supports the ELM and suggests that 

under low involvement conditions individuals use non-content or peripheral cues to 

evaluate messages (celebrity verses average citizen), while under high involvement 

conditions individuals scrutinize the content of arguments in the message, and thus 

suggests personal relevance with a product is one determinant of an individual’s route to 

persuasion. 

Petty and Cacioppo (1984) have noted that the high and low levels of elaboration 

likelihood created in laboratory experiments may not be common in the everyday world 

in which people normally encounter persuasive messages.  Thus, researchers found it 

necessary to examine persuasive factors in moderate elaboration likelihood conditions.  

Two such studies (Puckett, Petty, Cacioppo, & Fisher, 1983; Heesacker, Petty, & 

Cacioppo, 1983) provided complementary results.  Puckett et al. (1983) examined the 
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effects of age of source and source social attractiveness in moderate elaboration 

likelihood conditions.   The researchers attempted to induce moderate levels of 

involvement for all 220 participants by having them read essays on the possibility of their 

school implementing senior comprehensive exams, but took care not to say when this 

change would occur (as they did in the previous study to create high and low involvement 

conditions).  The argument quality of the essays was manipulated to create strong and 

weak argument versions.  The strong version included cogent arguments such as 

employers would prefer to hire students who had taken and passed a comprehensive 

examination, while the weak version included weaker arguments such as the author’s 

friend had taken and benefited from comprehensive exams.  Additionally, the researchers 

manipulated the social attractiveness of the sources of the messages.  Included in a folder 

with each essay was a photo and brief description of the author of the essay.  The socially 

attractive version listed the essay author’s name as Michael Baker, described his parents 

as educated, and noted photography as his hobby.  In contrast, the socially unattractive 

version listed the author’s name as Herman Baker, described his parents as uneducated, 

and noted his hobby as watching television.   The age manipulation was created by 

describing the author as either 21 or 68 years of age.  The results revealed no significant 

effects with regard to age, but suggested participants with moderate involvement engaged 

in more effortful processing when a socially attractive source delivered the message as 

opposed to a more unattractive source.  When strong arguments were presented by the 

attractive source, persuasion was enhanced; when weak arguments were presented by the 

same attractive source, persuasion was reduced.   

In a similar study Heesacker et al. (1983) examined the effects of source expertise 

on field-independent participants (those who are active, hypothesis-testing, participant 

learners) and field-dependent participants (those who are passive, intuitive, spectator 

learners).  The 354 participants were divided into field-dependent or field-independent 

groups based on their responses to a field-dependence test.  In this study the participants 

heard a tape recording (rather than read an essay as in the previous study) about the 

institution of comprehensive exams at their school without mention of the date the policy 

would be instituted, thus creating moderate personal relevance or personal involvement 

with the issue.  The argument quality of the messages was manipulated in ways similar to 
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the previous studies.  The strong version consisted of arguments based on statistical 

information and logic, while the weak version consisted of more anecdotal information.  

The researchers also manipulated source credibility in a manner similar to previous 

studies.  Participants in the high credibility condition read that the tape was based on a 

study by the Carnegie Commission on Higher Education, while participants in the low 

credibility condition read that the tape was based on a report by a local high school 

journalism class.  The results revealed that field-independent participants (active, 

hypothesis-testing, participant learners) were primarily affected by argument quality, 

probably because they are naturally more motivated and able to extract information from 

arguments.  However, the results suggested field-dependent participants (passive, 

intuitive, spectator learners) processed persuasive messages with more effort when the 

message was presented by an expert source rather than a non-expert.  Strong arguments 

presented by the expert source enhanced persuasion, while weak arguments by the expert 

source reduced persuasion.   

The findings from both studies had great implications for persuasion research 

because, as Petty and Cacioppo (1984) point out, an attractive or expert source, which is 

typically thought to enhance intended persuasive effects, can actually result in attitude 

change in the opposite direction of what was intended when combined with weak 

arguments.  The results of these studies support the ELM.  Under some circumstances 

(moderate involvement) variables can affect the extent or direction of an individual’s 

elaboration; when individuals are uncertain of how much personal relevance a message 

has for them, they look for source cues to tell them how much thinking to do about a 

particular message. 

As Eagly and Chaiken (1993) note, the heuristic systematic model and the 

elaboration likelihood model have previously been treated as redundant models 

competing with one another.  However, they state, “a more productive viewpoint is to 

regard the two models as complementary” (p. 346).  In this light, the models are regarded 

as complementary for the purposes of this study and both are used to guide the 

framework of this experimental investigation.  However, for ease and consistency the 

remainder of this paper will discuss the study in relation to the ELM (i.e., in terms of 

central and peripheral processing).  
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  Film advertisements can contain elements that might be interpreted as either 

arguments or peripheral cues during information processing.  For instance, a reference to 

the actors appearing in the film can serve as a peripheral cue for some moviegoers who 

may make a decision to see a movie based simply on the fact that a big name star is 

included.  For other moviegoers a reference to the actors appearing in the film might 

serve as an argument when those moviegoers engage in central processing and actively 

consider the quality of past performances of those actors.  Specifically for this study, the 

reference to the film’s makers could also serve as either an argument for those who are 

centrally processing or peripheral cue for those who are peripherally processing.  In the 

broadest terms, this study seeks to better understand how references to the makers of 

films function in the persuasive context of motion picture ads. 

 
 

Hypotheses and Research Questions 

 

 

Based on the aforementioned literature, two hypotheses and two research 

questions are offered.  According to the ELM, individuals who are highly involved with 

the subject of a persuasive message are more likely to process information in that 

persuasive message via the central route.  In other words, individuals who have the 

motivation and ability to process information on a particular subject are more likely to 

engage in thoughtful and effortful processing of persuasive arguments about that 

particular subject.  Individuals who engage in this effortful processing of persuasive 

arguments attend to the persuasive arguments and then generate their own thoughts in 

relation to the arguments.  It seems logical that a person who is attending to a persuasive 

argument, and is engaging in effortful processing about that argument, should be able to 

identify that argument upon cued-recall questioning.  Therefore: 

H1:  An individual who is highly involved with movies will be more likely than an 

individual who is less involved with movies to centrally process information 

about movies, where central processing is measured through an individual’s 

ability to correctly identify the synopses of films when cued. 

When an individual likes a particular genre of film, it can be assumed that the 

genre has some personal relevance for that individual.  According to the ELM, personal 
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relevance is a major component of involvement, and higher levels of involvement 

typically results in an individual engaging in central processing.  Therefore: 

H2:  An individual who rates liking of a particular movie genre with a higher 

score will be more likely than an individual who rates liking of a particular movie 

genre with a lower score to centrally process information about movies from that 

genre, where central processing is measured through an individual’s ability to 

correctly identify the synopses of films when cued. 

 According to the ELM, individuals who are involved with a product are more 

likely to actively consider the argument content of messages.  Individuals who are less 

involved with a product are more likely to consider non-content elements of a persuasive 

message, and one such non-content element may be the presence of arguments (not the 

actual content of the arguments).  According to Petty and Cacioppo (1984) individuals 

may use the same information in a persuasion context in different ways.  For example, 

the authors explain that in relation to source factors, individuals under low elaboration 

likelihood will use the information as “simple acceptance or rejection cues” (p. 668).  

Individuals under high elaboration likelihood do not use the information as simple cues 

but instead sees the information as a persuasive argument when that information is 

relevant. 

 In this study, the reference to the “makers” of a previous top-grossing film in 

another film advertisement is expected to function in the same manner as described 

above.  The reference may function as a cue for individuals with low elaboration 

likelihood.  Conversely, the reference may serve as an argument for individuals with high 

elaboration likelihood.  In either case (central or peripheral processing), the inclusion of 

an argument or cue in an advertisement may affect the attitudes and behaviors of 

individuals exposed to those by either serving as an argument (whether weak or strong) 

or by serving as a heuristic cue.   

Due to the current lack of research investigating the processing of persuasive 

elements of motion picture advertising, the following research questions are posed: 

RQ1:  Does the inclusion of a cue about the makers of a top grossing film in an 

advertisement for another film within the same genre affect (positively or 

negatively) viewing intention? 
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RQ2:  Does the inclusion of a cue about the makers of a top grossing film in an 

advertisement for another film within the same genre affect (positively or 

negatively) attitude toward the ad? 
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METHODOLOGY 

 

 

 

 

Participants 

 
 

One hundred and sixty four undergraduate students enrolled in introductory 

communication courses at The Florida State University participated in this research 

project.  All participants received class credit for their participation, either in the form of 

a fulfilled course research participation requirement or as extra credit.  College-aged 

individuals are deemed appropriate participants for this study, as this age group makes up 

a significant portion of the movie-going audience (MPAA, US Movie Attendance Study, 

2003).  These participants consisted of 64 males and 99 females with one participant 

choosing not to report gender.  The respondents ranged in age from 19 to 29, with an 

average age of 20.8 (SD = 1.5).  The majority was Caucasian (Caucasian 73%, African-

American 14%, Latino/Hispanic 9%, other 3%, Native-American 1%). 

 
 

Design 

 
 

This study consisted of a between-subjects design in which participants were 

exposed to seven different print promotional advertisements (mini-posters) for seven 

different motion pictures.  Before the participants arrived at the research site, the 

researcher randomly assigned conditions by rows of seats.  Each row was randomly 

assigned to one of four experimental conditions (i.e., participants who seated themselves 

in row one received a packet for condition A, participants who seated themselves in row 

two received a packet for condition B, and so on). 

Participants in condition A (n=44) and condition B (n=40) were presented with 

mini-poster ads for the same seven movies.  Condition A served as the control group and 

condition B served as the experimental group.  Four of the ads in the experimental group 

differed from the control group in that they contained one additional line referencing the 

makers of a previous top grossing film (e.g., “from the makers of The Perfect Storm”).  In 



 

 23

an attempt to ensure that the films themselves used in the advertisements did not bias the 

results, a second set of advertisements was tested.  Participants in condition C (n=40) and 

condition D (n=40) also received a set of ads, where again condition C served as the 

control group and condition D served as the experimental condition.  The difference 

between the set of ads received by participants in conditions A and B, and those received 

by participants in conditions C and D, was limited to the four ads which were 

manipulated.  Thus, participants in conditions C and D received ads for four different 

films than had participants in conditions A and B.   Participants in condition C received 

the unaltered ads, while participants in condition D received the ads containing one 

additional line referencing the makers of a top grossing film.  Table 1 displays the films 

used in the ads for each condition.   

 
 
 
 

Table 1 
Motion Pictures used by condition 

FILM GENRE 

CONTROL CONDITIONS       

(no manipulation) 

EXPERIMENTAL 

CONDITIONS                  

(with manipulation) 

  
Condition A 

(n=44) 

Condition C 

(n=40) 

Condition B 

(n=40) 

Condition D 

(n=40) 

Action -     
distracter ad Elektra Elektra Elektra Elektra 

Comedy  - 
distracter ad 

Are We There 
Yet? 

Are We There 
Yet? 

Are We There 
Yet? 

Are We There 
Yet? 

Thriller -    
distracter ad Asylum Asylum Asylum Asylum 

Action Stealth The Great Raid Stealth The Great Raid 

Comedy 

Sisterhood of 
the Traveling 
Pants 

Man of the 
House 

Sisterhood of 
the Traveling 
Pants 

Man of the 
House 

Drama Dear Frankie 
Beautiful 
Country Dear Frankie 

Beautiful 
Country 

Thriller The Jacket The Woods The Jacket The Woods 
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Procedures 

 
 

Experimental sessions were conducted in large lecture classrooms and each lasted 

approximately 20 minutes.  Each student was provided with an informed-consent form 

(Appendix A), research booklet containing a pretest of motion picture viewing habits 

(Appendix B), seven motion picture mini-poster advertisements (Appendix C), 

accompanying questionnaires for each advertisement (Appendix D), and a page of 

memory questions regarding the promotions viewed (Appendix E).  Individual research 

booklets allowed each treatment condition to be tested simultaneously.  The nature of the 

classrooms allowed for differing rows of students to have differing booklets without 

compromising the purpose of the study (i.e., participants could not tell that their research 

booklets were different from the research booklets of participants seated in other rows).  

For example, participants seated in row one examined advertisements in condition A, 

while participants seated in row two examined the manipulated advertisements in 

condition B.  Participants were not informed that the research booklets differed in any 

way, until the collection of all research materials was completed at the close of the 

research session.   

In an attempt to disguise the purpose of the research, a research session proctor 

first explained to participants the purpose of the study was to understand the movie 

viewing habits of students.  Participants wishing to continue were then asked to complete 

the informed consent form and wait for additional directions.  Upon the completion and 

collection of all consent forms, participants were told to open their individual booklets to 

the first questionnaire.  This first questionnaire served as a pretest providing information 

on the general movie-viewing habits of participants.  Upon completion of the pretest 

questionnaire, participants were instructed to turn the page to the first mini-poster ad and 

answer the subsequent questionnaire regarding the particular ad.  They were then to 

proceed through the booklet at their own pace, first examining a mini-poster ad and then 

turning the page to answer the corresponding questions.  Participants were instructed to 

only turn the pages of the booklet forward, never backward.  Research proctors were in 

place in the classroom to ensure compliance with these directions, as turning back in the 
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booklet would allow participants to use the promotional material when answering the 

questions rather than relying on memory. 

 
 

Stimulus Materials 

 
 

In an attempt to enhance the ecological validity of this experiment, promotional 

materials for real motion pictures that had not yet been released were used.  The motion 

pictures chosen for the experiment were films not scheduled for release until the 

following year.  A list of movies scheduled for 2005 release was obtained (Movie 

Release Dates).  This list was narrowed by removing titles which were sequels, prequels, 

or remakes.  A pretest was conducted with 25 undergraduate students in which 

participants noted the extent of their experience with the remaining 69 different films by 

choosing one of seven options:  “I have seen this film,” “I have seen a trailer/preview for 

this film,” “I have seen a print advertisement for this film,” “I have read a review about 

this film,” “I know about this film through television entertainment news,” “I know about 

this film through the Internet,” or “I do not know anything about this film.”  The list of 69 

films was then further narrowed to include only those films which 5% or less of the 

pretest participants had any prior information about (i.e., 95% or more choosing “I do not 

know anything about this film”).  The promotional material available for each of these 

films was then examined to determine which material could best be used to develop 

promotional mini-poster ads.  Eleven films were chosen. 

Since the motion pictures chosen were not scheduled for release until the 

following year, the promotional material available was very limited.  Therefore, all of the 

mini-poster ads and some of the artwork in the ads had to be specifically developed for 

use in the experiment.  In an attempt to maintain ecological validity in the creation of 

these materials, a professional graphic design artist created the promotional materials by 

using production still images from the respective films. 

The promotional mini-poster ads for each film were placed on separate 8 ½ × 11 

inch pages, and each page consisted of a “typical” black and white film advertisement, 

notation of the film’s genre/genres, and a short synopsis.  Participants were instructed to 
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read the synopsis for background information, but to not use it in the evaluation of the 

advertisements. 

A total of eleven films were used in this study.  Promotional material for three of 

the films served as distracter ads, or ads that were not manipulated, and appeared in all 

booklets.  These distracter ads included Elektra (action), Are We There Yet? (comedy), 

and Asylum (thriller).  Additionally, ads for films for four genres (action, comedy, drama, 

and thriller) were included in the booklets.  Versions of packets for condition A (without 

manipulation) and condition B (with manipulation) included promotional material for:  

Stealth (action), Sisterhood of the Traveling Pants (comedy), Dear Frankie (drama), and 

The Jacket (thriller).  Versions of packets for condition C (without manipulation) and 

condition D (with manipulation) included promotional material for:  The Great Raid 

(action), Man of the House (comedy), Beautiful Country (drama), and The Woods 

(thriller).   

Mini-poster ads in conditions B and D included the manipulation:  a cue about the 

makers of a previous top-grossing film.  It was decided to include a recent top grossing 

film with which subjects would likely be familiar.  A list of the top ten grossing movies 

within the U.S. for the years of 2000 through 2003 was obtained (In This Year, n.d.).  

The list was narrowed by eliminating films which were sequels, prequels, or remakes of 

other films.  The remaining films on the list were evaluated for how well they represented 

their respective genre.  Four films, all from the year 2000, were chosen:  Cast Away 

(drama), What Women Want (comedy), The Perfect Storm (action), and What Lies 

Beneath (thriller).  The titles of these films were then used as the manipulation cues in the 

mini-poster ads of films from their same respective genre.  For example, the mini-poster 

ad in condition B for The Jacket (thriller) contained the cue, “from the makers of What 

Lies Beneath.” 

 
 

Survey Instrument 

 
 
 A questionnaire was designed to identify participant movie viewing habits and to 

assess participant viewing intention for each film.  Prior to exposure to the promotional 

materials within the questionnaire, participants answered a series of questions on their 
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movie-viewing habits.  Zaichkowsky’s (1985) 20-item Personal Involvement Inventory 

(PII) was used to measure participants’ overall involvement with motion pictures.  

Participants were presented with 20 bipolar word sets and asked to indicate how well the 

words represented their feelings toward movies.  The items included:  

important/unimportant, of no concern/of concern to me, irrelevant/relevant, means a lot to 

me/means nothing to me, useless/useful, valuable/worthless, trivial/fundamental, 

beneficial/not beneficial, matters to me/doesn’t matter, uninterested/interested, 

significant/insignificant, vital/superfluous, boring/interesting, unexciting/exciting, 

appealing/unappealing, mundane/fascinating, essential/nonessential, 

undesirable/desirable, wanted/unwanted, and not needed/needed.  Observed Cronbach’s 

alpha indicated the scale was reliable (α = .950).  Therefore the reversed scored items 

(e.g., important = 1 and unimportant = 7) were recoded into positive items (e.g., 

unimportant = 1 and important = 7), and the responses on each of the 20 positive items 

were averaged yielding a movie involvement score for each respondent.  It should be 

noted Zaichkowsky added, rather than averaged, the responses of the 20 items.  In the 

current study responses were averaged for ease of use and discussion of scores.   

Following the PII in the questionnaire, a series of questions sought to determine 

the frequency of consumption of movies in and out of the theater. These questions also 

served as measures of involvement.  Participants were asked to indicate how many times 

in the previous two weeks they had seen a movie in a theater, seen a movie in a dollar 

theater, viewed a movie at home on video or DVD, rented a video or DVD, purchased a 

video or DVD, and ordered a service such as PayPerView in order to view a movie.  

Participants were also asked to indicate their frequency of consumption of movie-related 

information in the previous two weeks by noting how many times they had read a critic’s 

review of a film, completed an Internet search for information about a film, and watched 

a movie review television show.  

Additionally, respondents were asked to indicate if they see most movies in the 

first week of release, second or third weeks after release, fourth or later weeks after 

release, in discount theaters, or they rarely attend movies in the theater.  Then 

respondents were asked to rate each of eleven film genres in terms of enjoyment and 

asked to indicate how much attention they pay to various sources of information about 
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movies (previews, critics’ reviews, friends/peers, etc.,).  It should be noted these 

questions were general and numerous in an effort protect the true purpose of the research 

from discovery by participants prior to promotional material exposure. 

 Following these sets of initial questions, participants were exposed to one mini-

poster ad, followed by a corresponding set of questions.  This pattern was then repeated 

for all seven films in each research booklet.  Each corresponding set of questions 

contained the same items.  Respondents were asked to indicate if they had seen or heard 

anything about the movie in the promotional material by checking one of five options:  

saw the movie, saw the preview, read a review, not sure, or have not seen or read 

anything about this movie.  This question served as a manipulation check and ensured 

very few respondents have heard of the movies prior to the experiment.  Of the movies 

with ads receiving the manipulation treatment, at least 94% of respondents checked “have 

not seen or read anything about this movie.” 

In order to measure the dependent variable, viewing intention, a five-item scale 

was created specifically for this study.  Respondents were asked to rate how much they 

agreed with each of five statements:  I will go to a theater to see this movie, I will go to a 

dollar theater to see this movie month’s after it’s release, I will rent a video tape or DVD 

to see this movie, I will purchase a video tape or DVD to see this movie, and I will order 

a service such as PayPerView to see this movie.  Responses were indicated on a seven-

point Likert-type scale (1 = not at all; 7 = very much).  Analysis revealed the scale was 

more reliable when the dollar theater and PayPerView items were removed.  Therefore 

the three remaining items, intention to view in theater, intention to rent, and intention to 

purchase, were combined to form overall viewing intention (α = .769). 

A four-item scale to measure attitude toward the ad (AAD) followed the viewing 

intention scale.  The AAD scale consisted of four seven-point Likert-type items where 

respondents were asked to indicate how well a word described the mini-poster ad on the 

previous page (1 = “Not at all”; 7 = “Extremely well”).  The items were memorable, 

persuasive, informational, and exciting.  The four item scale proved reliable (α = .925), 

and these items were combined to form a single AAD variable. 

Following the last mini-poster ad and corresponding set of questions, respondents 

were asked a series of memory questions about the promotional ads and the information 
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in them.  Participants in each condition were asked one question about the plot of each 

film.  They were asked to think back to the synopsis for each film, and then identify the 

one-line plot summary (out of four provided) that best described the plot for the film.  

Responses were then coded as correct or not correct, and served as a central processing 

measure.  According to Petty and Cacioppo (1986a; 1986b) those who are centrally 

processing actively consider the arguments and cues available to them, and then generate 

pro and counter arguments to the information.  As put forth in H1, it was believed those 

who were centrally processing in this experiment would have actively read and 

considered the information in the synopsis, and would therefore be able to identify the 

correct response. 

Participants in the manipulation conditions (B and D) were asked four additional 

questions as manipulation checks.  Participants were asked to choose from a list of four 

movie titles in answering the question:  “The makers of __(insert title)__ also made 

another movie as noted in the promotional material.  What movie was it?”  This 

manipulation check suggested respondents were seeing the manipulated cue (i.e., it 

wasn’t too small to see or otherwise unnoticeable to the human eye).  In the case of the 

ads from the thriller genre, the comedy genre, and the drama genre, at least 80% of 

respondents identified the correct answer.  For the action genre, fewer people identified 

the correct answer (75% for condition B and 60% for condition D), thus suggesting the 

manipulations might have been less noticeable in the ads for the action films than in other 

ads. 
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RESULTS 

 

 

 

 

Involvement, Movie-Viewing Habits, and Random Assignment 

 
 
 First, analysis of the pretest revealed the subjects were at least moderately 

involved with movies.  Two-thirds (66%) of subjects scored a total of 5 or more (on a 1 

to 7 scale) on Zaichkowsky’s Personal Involvement Inventory (PII).  The mean score on 

the PII was 5.44 (SD = .898).  Sixty percent of subjects reported attending a movie in a 

theater (other than a dollar theater) in the previous two weeks at least once, while only 

16% reported seeing a film in a dollar theater during those same two weeks.  Ninety-two 

percent of subjects reported viewing films on video or DVD at home, and 50% reported 

renting videos or DVDs in the previous two weeks.  Only 25% of subjects reporting 

purchasing a video or DVD in the two weeks prior to the study, and 1% reported ordering 

a service such as PayPerView during that time.   

 Also, regarding the participants’ behaviors in the two weeks prior to the study, 

half (51%) reported reading at least one critical review, more than two-thirds (70%) 

reported searching the Internet at least once for information on an upcoming film, and 

40% reported viewing a film review or promotional television show such as “E!’s 

Coming Attractions.”  Also noteworthy, almost three-fourths (74%) of the respondents 

reported that they typically see a film in the first, second, or third weeks after its 

theatrical release. 

 Zaichkowsky’s PII was developed using more tangible products than films, such 

as watches and shoes.  Therefore, a series of correlation analyses between the overall 

involvement variable and the variables for frequency of consumption were completed to 

determine if the PII is an accurate measure of involvement with movies.  Results 

suggested overall involvement was related to frequency of movie consumption in the 

theater (r = .263; p < .05), at the dollar theater (r = .220; p < .05), videos/DVDs at home 

(r = .316; p < .05), rented videos/DVDs (r = .162; p < .05), purchased videos/DVDs (r = 

.210; p < .05), but was not related to ordering PayPerView (r = .008; p > .05), as only a 

total of two participants had ordered PayPerView in the previous two weeks.  
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Additionally, overall involvement was related to the consumption of information about 

movies through critics’ reviews (r = .228; p < .05), through Internet searches (r = .330; p 

< .05), and through movie review/promotion television shows (r = .239; p < .05).  These 

results suggest the PII is an accurate measure of involvement with film, as it is 

significantly correlated with frequency of consumption of films and film-related 

information.  Therefore the PII involvement variable alone was used in all additional 

analyses concerning involvement. 

 Analysis revealed there were no significant differences in the levels of 

involvement (p > .05) or in the movie-viewing habits of participants (p > .05) in the four 

conditions, thus, suggesting random assignment to conditions was successful. 

 
 

Genre Preference 

 
 
 Genre preference results indicate the subjects strongly prefer the comedy genre 

(M = 6.30), with possible ratings ranging from 1-not at all enjoyable to 7-completely 

enjoyable.  This well-liked genre is followed by suspense/thriller (M = 5.45), 

action/adventure (M = 5.38), drama (M = 5.34), detective/crime (M = 5.15), romantic (M 

= 5.04), horror (m = 4.35), family/children (m = 4.08), war (m = 4.02), science fiction (m 

= 3.44), and lastly, the western genre (M = 2.71) (See Table 2).  It is worth noting here 

that the top four ranking genres according to the subjects (comedy, suspense/thriller, 

action/adventure, and drama) coincide with the genres of films used in the mini-poster 

ads in this study. 

 
 
 
 
 
 
 
 
 
 
 
 
 



 

 32

Table 2 
Genre Preference 

164 6.3049 .91597

164 5.4512 1.42418

164 5.3841 1.16913

164 5.3354 1.41974

163 5.1472 1.39325

164 5.0427 1.79416

164 4.3476 2.05923

163 4.0798 1.55548

164 4.0183 1.80141

164 3.4390 1.75910

164 2.7073 1.72309

162

Comedy

Suspense/Thriller

Action/Adventure

Drama

Detective/Crime

Romantic

Horror

Family/Children

War

Science Fiction

Western

Valid N (listwise)

N Mean Std. Deviation

 
 

 

 

 

Sources of Information About Film 

 
 
 With regard to sources of information about movies, subjects report paying the 

most attention to friends/peers (M = 6.08 out of a possible 7), followed by previews in the 

theater (M = 5.85) and previews on television (M = 5.43).  Subjects report paying less 

attention to information about movies from the Internet (M = 3.88), entertainment news 

shows (M = 3.78), critical reviews (M = 3.54), previews of VHS/DVD (M = 3.49), and 

newspaper/magazine ads (M = 3.34) (See Table 3).  These results reinforce the results of 

previous studies cited in the literature above, such as Faber and O’Guinn (1984) who 

found in-theater previews and friends’ comments were the most important sources, while 

critics’ reviews and radio and magazine ads were the least important, though it should be 

noted Faber and O’Guinn’s study did not evaluate information on newspaper ads. 
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Table 3 
Attention to Sources of Information About Film 

164 6.0793 1.13497

164 5.8537 1.24951

164 5.4268 1.40141

164 3.8780 1.75416

164 3.7805 1.69100

164 3.5366 1.81131

164 3.4878 1.96437

164 3.3354 1.55187

164

Friends/Peers

Previews in the theater

Previews on Television

Internet

Entertainment News Shows

Critical Reviews

Previews on VHS/DVD

Newspaper/Magazine Ads

Valid N (listwise)

N Mean Std. Deviation

 
 

 

 

 

Collapsing Conditions 

 
 
 As previously noted, two different sets of films were used in the advertisements in 

this experiment to ensure the choice of specific films was not the sole explanation for any 

given results.  Not manipulated and manipulated advertisement conditions were created 

for each set of films.  Separate data analyses were completed on the results of each set of 

film advertisements.  These separate analyses revealed results were in the same direction 

in all tests except one.  Results for Hypothesis 2, for only the drama genre, revealed 

participants in conditions A and B who liked the drama genre were more likely to 

correctly identify the correct synopsis of the film, thus suggesting they were more likely 

to centrally process information about the film.  However, results for all other genres 

were in the same direction for all participants in Conditions A and B and participants in 

Conditions C and D.  Therefore, the not manipulated conditions (A and C) from each set 

of ads were collapsed to create a single control group.  Likewise, the manipulated 

conditions (B and D) were collapsed to create a single experimental group.  The resulting 

two conditions, not manipulated and manipulated, had 84 and 80 cases, respectively.   
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Hypothesis Testing 

 
 
Hypothesis 1 

 

 Hypothesis 1 predicted a person who is highly involved with movies would be 

more likely to centrally process information about movies, as the ELM posits those who 

are highly involved with a product typically centrally process information about that 

product.  To test this hypothesis a new variable which represented levels of central 

processing was created by adding the total number of correct answers to the synopses 

questions for each respondent.  Thus a participant who correctly identified the 

appropriate synopsis for all seven films received a central-processing score of seven.  A 

bivariate correlation analysis between this new central processing variable and the 

Zaichkowsky PII variable revealed no significant relationship between participants’ level 

of involvement with movies and whether or not they centrally process information about 

movies, as measured through memory of and ability to correctly identify synopses (r = 

.001; p > .05).  In retrospect, it was considered that a manipulation check on the title of 

the film in the cue might also serve as a central-processing measure.  If a participant 

remembers the title of the film in the cue he or she may have been actively processing the 

manipulated cue as an argument.  Thus, a new variable was created which tabulated the 

correct answers on the cue’s film title questions for each participant in the manipulated 

condition (those in the not manipulated condition did not complete these measures).  

Correlation analyses again revealed no significant relationship between a person’s 

involvement with movies and the total number of correct responses (r = .079; p > .05).  

Therefore, H1 was not supported. 

 
Hypothesis 2 

 

 Similarly, Hypothesis 2 predicted a person who reports liking of a particular 

movie genre, will be more likely to centrally process information about movies in that 

genre.  Point biserial correlation analyses were conducted on the liking scale for each 

genre and the respective genre’s synopsis question, which served as the central-

processing measure.  Results revealed no significant relationship between how much 
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participants like a particular movie genre and whether or not they centrally process 

information on movies from that genre.  There was no significant relationship found for 

the action genre (r = -.043; p > .05), comedy genre (r = -.029; p > .05), drama genre (r = 

.095; p > .05), or thriller genre (r = -.089; p > .05).  Again in retrospect, it was considered 

that the manipulation check on the title of the film in the cue might also serve as a central 

processing measure, and additional analyses were conducted on the manipulated 

condition.  Likewise these analyses revealed no significant relationship for any genre at 

the .05 significance level:  action genre (r = -.014; p > .05), comedy genre (r = -.215; p > 

.05), drama genre (r = .035; p > .05), and thriller genre (r = -.076; p > .05).  However, it 

should be pointed out that results for the comedy genre were notably closer to a 

significant relationship than the other genres.  H2 was not supported. 

 
Research Question 1 

 

 Research Question 1 sought to determine if the inclusion of a cue about the 

makers of a top-grossing film in the advertisement for another film would affect viewing 

intention.  As previously mentioned the variables for intention to view in theater, 

intention to rent, and intention to purchase were combined to form overall viewing 

intention score for each individual film.  To investigate this research question, an 

independent samples t-test between subjects exposed to the manipulation and those who 

were not exposed to the manipulation was completed for each film’s viewing intention 

variable.  The inclusion of a cue about the makers of a previous top-grossing film in 

another film advertisement had no significant effect on viewing intention for the action 

genre (t = 1.9; p > .05), comedy genre (t = -.79; p > .05), drama genre (t = .457; p > .05), 

or thriller genre (t = -.86; p > .05).   See Table 4 for a table of mean scores for viewing 

intention. 
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Table 4 
Table of Means for Viewing Intention 

84 3.2500 1.28202 .13988

80 2.8375 1.51318 .16918

84 2.5516 1.30542 .14243

80 2.7250 1.51298 .16916

84 2.7976 1.33936 .14614

79 2.7004 1.37809 .15505

84 3.3690 1.22777 .13396

80 3.5417 1.35569 .15157

A&C grouped, B&D grouped

not mainpulated groups

manipulated groups

not mainpulated groups

manipulated groups

not mainpulated groups

manipulated groups

not mainpulated groups

manipulated groups

Overall Viewing

Intention for Action

Overall Viewing

Intention for Comedy

Overall Viewing

Intention for Drama

Overall Viewing

Intention for Thriller

N Mean Std. Deviation Std. Error Mean

 
 

 
 
 
Research Question 2 

 

 Similar to the previous research question, Research Question 2 sought to 

determine if the inclusion of a cue about the makers of a top grossing film in the 

advertisement for another film would affect attitude toward the ad (AAD).  An AAD 

variable for each film was created by combining the memorable, persuasive, 

informational, and exciting variables for each film.  And similarly to the previous 

research question, analyses revealed no significant effects on AAD when a cue about the 

makers of a top-grossing film is included in the advertisement.  No significant effects 

were found for the action genre (t = .580; p > .05), comedy genre (t = .310; p > .05), 

drama genre (t = -.820; p > .05), or thriller genre (t = -1.0; p > .05).  See Table 5 for a 

table of mean scores for AAD. 
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Table 5 

Table of Means for Attitude Toward the Ad 

84 3.8095 1.64079 .17903

80 3.6594 1.67221 .18696

84 3.2887 1.53694 .16769

80 3.2125 1.61093 .18011

84 3.2917 1.48529 .16206

79 3.4842 1.50977 .16986

84 3.9970 1.38271 .15087

80 4.2156 1.41575 .15829

A&C grouped, B&D grouped

not mainpulated groups

manipulated groups

not mainpulated groups

manipulated groups

not mainpulated groups

manipulated groups

not mainpulated groups

manipulated groups

Attitude Toward

the Ad Action

Attitude Toward

the Ad Comedy

Attitude Toward

the Ad Drama

Attitude Toward

the Ad Thriller

N Mean Std. Deviation Std. Error Mean

 
 

 

 

In light of these findings, additional analyses were completed to determine which 

variables do affect viewing intention and AAD.  Correlation analyses suggested that in 

general, those who like a particular genre will have greater viewing for films in that 

genre.  The results revealed significant positive relationships between the two variables 

for the action genre (r = .186, p < .05), drama genre (r = .219, p < .05), and thriller (r = 

.263, p < .05), but not for the comedy genre (r = .091, p > .05).  And likewise, in general, 

it seems that those who like a particular genre will have a more positive AAD for films in 

that genre.  Analyses found positive relationships between these variables also for the 

action genre (r = .184, p < .05), drama genre (r = .138, p < .05), and thriller (r = .180, p < 

.05), but not for the comedy genre (r = .064, p > .05).   
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DISCUSSION 

 

 

 

 
 This study attempted to shed some light on a contradiction between film industry 

practice and film audience research: the use of cues about the “makers” of other films in 

promotional materials, despite the fact that previous research documents subjects do not 

report being influenced by these makers (e.g., producers, writers, directors).  A 

manipulation of presence or absence of a cue in promotional mini-poster advertisements 

failed to demonstrate any significant effects on viewing intention or attitude toward the 

ad.  Considering these findings, it is perplexing that this common film marketing industry 

practice of referencing the makers of other films in promotional material is still used. 

 Hypothesis 1 predicted a person who is highly involved with movies would be 

more likely to centrally process information about movies.  The results of the present 

study do not support this hypothesis.   

Hypothesis 2 predicted a person who reports liking a particular movie genre will 

be more likely to centrally process information about movies in that genre.  This 

hypothesis was not supported in the present study. 

There are several possible explanations for the lack of support for Hypothesis 1 

and Hypothesis 2.  First, an individual may have a certain level of involvement with 

movies, but may simply not have the cognitive resources to expend, or the desire to 

expend them on evaluating movies until there is an immediate need to do so.  

Alternatively stated, an individual may know he or she very much enjoys films and may 

report personal relevance and involvement with films, but may have little desire to 

engage in active processing about movies while seated in a classroom (when he or she 

cannot just leave and go to see a movie).  Likewise, individuals may have little desire to 

engage in active processing about movies that are not coming to theatrical screens for 

several more months, as this leaves plenty of future time in which to expend cognitive 

energy in making a judgment about viewing the film before it actually comes out in 

theaters.  Perhaps the willingness of an individual to engage in central processing at such 

a point in time would be much stronger than in the experimental conditions in this study.  

Additionally, the multiple choice questions that were designed to measure central 
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processing may simply have been easy questions, and therefore a majority of participants 

were identified as centrally processing the information when in fact they were not.  The 

mean score of the central-processing measure (out of a possible seven) was 6.1 (SD = 

1.34).  Some argue motion pictures are quite formulaic, and individuals may have been 

able to easily identify which synopses were “real.” 

Research Question 1 asked if the inclusion of a cue about the makers of a top-

grossing film in the advertisement for another film would affect viewing intention.  The 

results suggest no.  Likewise, Research Question 2 asked if the inclusion of a cue about 

the makers of a top-grossing film in the advertisement for another film would affect 

attitude toward the ad, and the results again suggest no.   

 There are several possible explanations for these results.  First, and perhaps most 

importantly, as Adams and Lubbers (2000) pointed out, film industry advertising and 

marketing practitioners may simply be relying on faulty industry-wide assumptions about 

which techniques succeed in gaining viewer intention.  The authors suggested the lack of 

academic research on motion picture marketing may be due to the lack of industry 

encouragement to complete such studies.  Now that some researchers are stepping 

forward to engage in experimental research about motion picture marketing, there is 

published research indicating common techniques used in advertising may not be 

influential in the case of movie advertising.  For example, despite marketing beliefs and 

practices, Eliashberg and Shugan (1997) found critics are not an important factor in 

motivating movie attendance, Vézina (1997) found the practice of using critics’ 

quotations in advertising is not influential on consumer decisions, and this study found 

the references to the makers of other films in advertising is also not influential.  At the 

very least, these studies should encourage industry practitioners to invest in more 

research efforts in order to determine if some common advertising techniques are futile 

and to determine if others might be more successful. 

 Secondly, it is possible that the print medium is such a low-involvement medium 

it may simply have no effect on movie selection decisions of this college-student sample.  

Rather, as Faber and O’Guinn (1984) noted, newspaper (print) ads may be more effective 

in promoting action to see the film once a decision is already made, when that newspaper 

ad easily communicates when and where a movie is playing in a particular market.  In 
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addition to being a low-involvement medium, print may simply be a medium not 

commonly used for information purposes by the college-aged population.  In fact, the 

participants in this study reported paying the least amount of attention to newspaper and 

magazine ads as a source of information about movies. 

 Another possible explanation for these results is the cue might have been too 

small to influence viewing intention and attitudes.  A manipulation check did suggest the 

majority of participants at the very least saw the cues, because they were able to identify 

the name of the film used in the cue.  However, it is possible that while subjects likely 

saw the cues, the size of the cue may still have been too little as to have an effect on their 

viewing intentions and attitudes.  Cues in larger or bolder fonts, or cues that are nearly as 

large as the title of the film being advertised, may produce significant effects.  

Additionally, the total size of the advertisement may affect subjects in a different manner; 

larger ads may have more impact on viewing intention and attitudes. 

 As previously mentioned, additional analyses were completed which revealed in 

general individuals who like a particular film genre will typically have greater viewing 

intention for films in that genre, and will typically have more liking of the ads for films 

representing that genre.  These results support the previous findings of Austin (1981) who 

found genre was one of the most important variables attended to by consumers when 

choosing to see a film and Vézina (1997) who found genre is the best predictor of a 

consumer’s intention to view a film.  In this study, participants who reported liking of the 

comedy genre were not significantly more likely to have intention to view the comedy 

film or to like the ad representing the comedy film.  This interesting finding for the 

comedy genre alone might suggest that the films chosen to represent the comedy genre in 

this study might not have represented the genre as well as was initially thought.   

 With regard to the ELM, the results of this study suggest that participants’ 

attitudes remained unaffected by the reference to the makers of another film.  Thus, 

suggesting the reference may not have served as an argument or as a cue in this context.  

While the findings in this study revealed no support for the given hypotheses based on 

the ELM, they do spark new questions about motion picture ads as persuasive tools.  

Specifically, do persuasive techniques used in motion picture ads, such as referencing the 

makers of previous films, serve any purpose for the consumer when encountering this 



 

 41

persuasion context?  If so, how and under what circumstances do these tools affect 

viewing intention? 

 

 

Suggestions for Future Research 

 

 

 This study offers multiple avenues for further investigation.  Researchers wishing 

to replicate or expand this study might make several adjustments to the experiment.  First, 

one might vary the contents of the persuasive message in a variety of ways.  This study 

exposed participants to only black and white advertisements on 8 ½ × 11 sheets of paper.  

Other researchers might use vivid color advertisements or might increase the size of the 

advertisements.  These simple changes may draw viewers’ attention and increase their 

involvement, not with the product, but with the medium.  Increased involvement with the 

medium may in turn affect viewers’ processing of the persuasive message.   

 Future researchers may also wish to vary the medium entirely.  One might 

manipulate presence or absence of cues of in-theater previews or television 

advertisements.  Previous research states film consumers report using these media more 

often than print when choosing to see a movie (Austin, 1981).  Likewise, the participants 

in this study reported paying more attention to information about movies from sources 

other than print.  Therefore, the use of these media to deliver the same message may 

affect levels of involvement with the medium and thus affect processing of the persuasive 

message. 

 Also, this study did not specifically mention “director,” “writer,” or “producer.”  

Rather, it used clues referring to the “makers” of other films.  Future studies might 

specifically use the words “director,” “writer,” or “producer” in marketing cues.  

Additionally, future studies might want to investigate the use of specific names, such as 

“Quentin Tarantino.”  These more specific elements in the cues may result in different 

effects on consumers’ attention to and processing of the cue. 

 With regard to the measures employed in this study, future researchers may wish 

to make a few adjustments.  First, due to time and space constraints this study could not 

pretest participants’ prior knowledge and prior attitudes about the film titles used in the 

cues.  Future researchers may wish to uncover these prior attitudes and use them to 
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understand and perhaps explain experimental results.  After all, if a participant holds a 

very strong attitude about a film prior to viewing an advertisement containing a cue about 

that film, his or her attitude may not be affected at all by the advertisement.  

 
 

Conclusion 

 
 
 In a practice as old as the film industry itself, many movie studio executives go to 

great efforts to create relationships with critics in hopes that the critics will bestow 

glowing reviews to their films.  However, an investigation by Eliashberg and Shugan 

(1997) has already demonstrated reviews by critics do not influence consumers (though 

they might predict consumer behavior).  Today, many movie studio executives insist on 

including critics’ quotations in film advertisements, and go to great measures to be able 

to include these quotations in advertising.  Yet, an experiment by Vézina (1997) 

demonstrated that including more of these critic quotations does not affect consumers’ 

viewing intentions.  And today many movie studio executives go to great lengths to 

include various cues about the “makers” of films in other film advertisements.  The 

current study suggests these efforts may also be futile.  As this research began it was 

pondered:  Do film marketers know something persuasion scholars do not know or is it 

time for film marketers to open their eyes to the application of academic research?  While 

these studies are only preliminary studies, they do suggest the latter.  Many current film 

marketing efforts may be counterproductive, because these efforts are having little to no 

effects and serve as a distraction to movie industry insiders who might focus their 

marketing attention elsewhere. 
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INFORMED CONSENT FORM 
 
 I freely and voluntarily and without element of force or coercion, consent to be a participant 
in the research project entitled “Attitudes Toward Movie Promotions.” 
 
 This research is being conducted by A. Jolayne Sikes who is Master’s Student in the 
Department of Communication at Florida State University.  I understand the purpose of her research 
project is to better understand attitudes toward motion pictures.  I understand I must be at least 18 
years of age to participate in this project, and if I participate in the project I will view promotional 
material for various motion pictures and complete a survey about the material that I have viewed 
(approximate completion time: 20 minutes). 
 
 I understand my participation is completely voluntary and I may stop participation at anytime.  
All of my answers to the questions will be kept confidential to the extent allowed by law and in order 
to secure my anonymity, no information identifying me will be on the questionnaires.  All data will be 
reported in terms of groups (individuals will not be identified).  My name will not appear in any 
portion of her research.  All data will be stored by the researcher in a locked filing cabinet, and only 
the researcher will have access to the data which will be destroyed by October 20, 2010.  
 
 I understand that for participation in the project I will fulfill one of my course’s research 
requirements or will be awarded 2 extra credit points by my instructor (SPC 1016, SPC 2600, MMC 
2000, or MMC4602). 
 
 I understand that this consent may be withdrawn at any time without prejudice, penalty or loss 
of benefits to which I am otherwise entitled.  I have been given the right to ask and have answered any 
inquiry concerning the study.  Questions, if any, have been answered to my satisfaction. 
 
 I understand that questions concerning my participation in this research may be addressed to:  
A. Jolayne Sikes 
Master’s student 
College of Communication 
Florida State University 
Tallahassee, FL 32306 
850-385-0902 
ajs03d@fsu.edu 
 
Dr. Arthur Raney 
Major Professor 
College of Communication 
Florida State University 
Tallahassee, FL 32306 
araney@fsu.edu 
 
Any other questions I might have concerning my rights may be directed to: 
 
Chair of the Human Subjects Committee 
Institutional Review Board (through the Vice President for the Office of Research) 
850-644-8633 
 
I have read and understand this consent form. 
 
__________________________________          ___________________________ 
  (Signature)         (Date)
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APPENDIX B 
 

PRETEST OF MOTION PICTURE VIEWING HABITS FOR ALL CONDITIONS 
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Thank you for agreeing to participate in this research session.  Your responses are very important, so 
please answer all questions and be sure to return your questionnaire booklet at the close of this 
research session.  Follow all directions closely.  Spend as much time as needed on each page of the 
booklet.  Once you turn the page, DO NOT TURN BACK.  You may only proceed forward. 
 
FOLLOWING IS A LIST OF DESCRIPTIVE WORDS.  PLEASE INDICATE HOW THESE 
WORDS DESCRIBE YOUR FEELINGS TOWARD MOVIES WHERE “1” IS EQUIVALENT TO 
THE DESCRIPTIVE WORD ON THE LEFT AND “7” IS EQUIVALENT TO THE DESCRIPTIVE 
WORD ON THE RIGHT.  PLEASE CLEARLY CIRLCE ONE NUMBER FOR EACH 
DESCRIPTIVE WORD SET. 
 

Important 1 2 3 4 5 6 7 Unimportant 

Of no concern 1 2 3 4 5 6 7 of concern to me 

irrelevant 1 2 3 4 5 6 7 relevant 

means a lot to me 1 2 3 4 5 6 7 means nothing to me 

useless 1 2 3 4 5 6 7 useful 

valuable 1 2 3 4 5 6 7 worthless 

trivial 1 2 3 4 5 6 7 fundamental 

beneficial 1 2 3 4 5 6 7 not beneficial 

matters to me 1 2 3 4 5 6 7 doesn't matter 

uninterested 1 2 3 4 5 6 7 interested 

significant 1 2 3 4 5 6 7 insignificant 

vital 1 2 3 4 5 6 7 superfluous 

boring 1 2 3 4 5 6 7 interesting 

unexciting 1 2 3 4 5 6 7 exciting 

appealing 1 2 3 4 5 6 7 unappealing 

mundane 1 2 3 4 5 6 7 fascinating 

essential 1 2 3 4 5 6 7 nonessential 

undesirable 1 2 3 4 5 6 7 desirable 

wanted 1 2 3 4 5 6 7 unwanted 

not needed 1 2 3 4 5 6 7 needed 
 
 
FOR THE FOLLOWING QUESTIONS PLEASE WRITE IN ONE NUMBER, NOT A RANGE OF 
NUMBERS.  FOR EXAMPLE:  WRITE “5” RATHER THAN “5 – 6.” 
 
In the last two weeks how many times have you attended a movie in a movie theater (other than a 
“dollar theater”)?  _________ 
 
In the last two weeks how many times have you attended a movie at a “dollar theater”? _________ 
 
In the last two weeks how many times have you watched movies at home on video tape or dvd? 
_________ 
 
In the last two weeks how many videos or dvds have you rented? ___________ 
 
 
CONTINUE TO THE NEXT PAGE. 
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In the last two weeks how many videos or dvds have your purchased? __________ 
 
 
In the last two weeks how many times have you ordered a movie through a service such as 
PayPerView? 
 
In the last two weeks how many times have you read a critic’s review of a movie in a newspaper or 
magazine?  _________ 
 
In the last two weeks how many times have you searched the Internet for information on an upcoming 
movie?  __________ 
 
In the last two weeks how many times have you watched a movie review or promotional television 
show such as E!’s “Coming Attractions”?  __________ 
 
 
PLEASE PLACE AN 'X' NEXT TO THE ANSWER THAT BEST DESCRIBES YOUR MOVIE 
VIEWING HABITS. 
 
[   ] Most of the movies I attend I usually see in the first week after  
they are released  
[   ] Most of the movies I attend I usually see in the second or third  
weeks after they are released  
[   ] Most of the movies I attend I usually see in the fourth week or  
more after they are released  
[   ] Most of the movies I attend I usually see at discount movie theaters  
[   ] I rarely attend movies in theaters. I usually wait until they come out on  
video/dvd before I watch them.  
 
 
RATE THE FOLLOWING MOVIE TYPES BY INDICATING YOUR AMOUNT OF ENJOYMENT 
WHERE “1” IS EQUIVALENT TO “NOT AT ALL ENJOYABLE” AND “7” IS EQUIVALENT TO 
“COMPLETELY ENJOYABLE.”  PLEASE CLEARLY CIRCLE ONE NUMBER FOR EACH 
MOVIE TYPE. 
Action/Adventure Not at all enjoyable 1 2 3 4 5 6 7 Completely Enjoyable 
 Comedy Not at all enjoyable 1 2 3 4 5 6 7 Completely Enjoyable 
Detective/Crime Not at all enjoyable 1 2 3 4 5 6 7 Completely Enjoyable 
Drama Not at all enjoyable 1 2 3 4 5 6 7 Completely Enjoyable 
Family/Children Not at all enjoyable 1 2 3 4 5 6 7 Completely Enjoyable 
Horror Not at all enjoyable 1 2 3 4 5 6 7 Completely Enjoyable 
Romantic Not at all enjoyable 1 2 3 4 5 6 7 Completely Enjoyable 
Science Fiction Not at all enjoyable 1 2 3 4 5 6 7 Completely Enjoyable 
Suspense / Thriller Not at all enjoyable 1 2 3 4 5 6 7 Completely Enjoyable 
War Not at all enjoyable 1 2 3 4 5 6 7 Completely Enjoyable 
Western Not at all enjoyable 1 2 3 4 5 6 7 Completely Enjoyable 
 
 
 
 
CONTINUE TO THE NEXT PAGE.
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HOW MUCH DO YOU PAY ATTENTION TO THE FOLLOWING SOURCES WHEN DECIDING 
WHETHER YOU WILL SEE A MOVIE?  RATE EACH SOURCE ON THE FOLLOWING SCALE 
“1” IS EQUIVALENT TO “NOT AT ALL” AND “7” IS “VERY MUCH.”  PLEASE CLEARLY 
CIRCLE ONE NUMBER FOR EACH SOURCE OF INFORMATION. 
 

Previews in the theater Not at all 1 2 3 4 5 6 7 Very Much 

Previews on VHS/DVD Not at all 1 2 3 4 5 6 7 Very Much 

Previews on television Not at all 1 2 3 4 5 6 7 Very Much 

Newspaper/Magazine Ads Not at all 1 2 3 4 5 6 7 Very Much 

Internet Not at all 1 2 3 4 5 6 7 Very Much 

Critical Reviews Not at all 1 2 3 4 5 6 7 Very Much 

Entertainment News Shows Not at all 1 2 3 4 5 6 7 Very Much 

Friends/Peers Not at all 1 2 3 4 5 6 7 Very Much 
 
 
  
 
THE FOLLOWING PAGES CONTAIN ADVERTISEMENTS/PROMOTIONAL MATERIAL 

FOR UPCOMING FILMS.  PLEASE LOOK AT THE AD, TURN THE PAGE, ANSWER THE 

SET OF QUESTIONS, TURN THE PAGE TO THE NEXT AD, AND SO FORTH.  DO NOT 

TURN BACK IN THE BOOKLET.   
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MOTION PICTURE ADVERTISEMENTS 
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Version:  Condition A, B, C, and D; distracter action ad 

 
Genre:  Action, Crime, Drama 
Film Synopsis:  Kirigi and The Order of the Hand send Elektra on a mission to kill the widower Mark 
Miller -- a man who must pay for an act committed by his grandfather years earlier. Upon being introduced 
to Miller by his young daughter Abby, however, Elektra aligns herself with him and defends them both 
from Kirigi's ninja assassins. But is there more to the Millers than meets the eye?   
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Version:  Condition A, B, C, and D; distracter comedy ad 

 
Genre:  Comedy, Romance 
Film Synopsis:  The fledgling romance between Nick, a playboy bachelor, and Suzanne, a divorced mother 
of two, is threatened by a particularly harrowing New Year's Eve. When Suzanne's work keeps her in New 
York City for the holiday, Nick offers to bring her kids to the city from Washington D.C. The kids, who 
have never liked any of the men their mom has dated, and are determined to turn the trip a nightmare for 
Nick. Fasten your seat belts, it's going to be a bumpy ride. 
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Version:  Condition A, B, C, and D; distracter thriller ad 

 
Genre:  Drama, Romance, Thriller 
Film Synopsis:  A psychiatrist's wife encounters one of her husband's charges, an inmate at a maximum 
security asylum in the outskirts of London. Her curious attraction the brilliant and attractive sculptor, who 
was found guilty in the murder and disfigurement of his former wife, grows stronger as he's placed on the 
job to restore the asylum's conservatory, mere steps from her home. 
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Version:  Condition A; action ad, not manipulated 

 
Genre:  Action, Adventure, Drama 
Film Synopsis:  Deeply ensconced in a top-secret military program, three pilots struggle to bring an 
artificial intelligence program under control.  The program which was programmed to kill has run amuck, 
and must be stopped before it initiates the next world war. 
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Version:  Condition B; action ad, manipulated 

 
Genre:  Action, Adventure, Drama 
Film Synopsis:  Deeply ensconced in a top-secret military program, three pilots struggle to bring an 
artificial intelligence program under control.  The program which was programmed to kill has run amuck, 
and must be stopped before it initiates the next world war. 
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Version:  Condition A; comedy ad, not manipulated 

Genre:  Comedy, Adventure 
Film Synopsis:  Four 16-year-old best friend are separated for the first time one special summer. On a last 
shopping trip together, the girls find a pair of thrift-shop jeans that fits each of them perfectly and they 
decide to use these "magic" pants as a way of keeping in touch over the months ahead, each girl wearing 
the jeans for a week to see what luck they bring her before sending them on to the next. Though miles 
apart, the four friends still experience life, love and loss together in a summer they'll never forget.
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Version:  Condition B; comedy ad, manipulated 

Genre:  Comedy, Adventure 
Film Synopsis:  Four 16-year-old best friend are separated for the first time one special summer. On a last 
shopping trip together, the girls find a pair of thrift-shop jeans that fits each of them perfectly and they 
decide to use these "magic" pants as a way of keeping in touch over the months ahead, each girl wearing 
the jeans for a week to see what luck they bring her before sending them on to the next. Though miles 
apart, the four friends still experience life, love and loss together in a summer they'll never forget.  
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Version:  Condition A; drama ad, not manipulated 

 
Genre:  Drama 
Film Synopsis:  Nine-year-old Frankie and his single mum Lizzie have been on the move ever since Frankie can 
remember, most recently arriving in a seaside Scottish town. Wanting to protect her deaf son from the truth that 
they've run away from his father, Lizzie has invented a story that he is away at sea on the HMS Accra. Every few 
weeks, Lizzie writes Frankie a make-believe letter from his father, telling of his adventures in exotic lands. As 
Frankie tracks the ship's progress around the globe, he discovers that it is due to dock in his hometown. With the 
real HMS Accra arriving in only a fortnight, Lizzie must choose between telling Frankie the truth or finding the 
perfect stranger to play Frankie's father for just one day.   
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Version:  Condition B; drama ad, manipulated 

 
Genre:  Drama 
Film Synopsis:  Nine-year-old Frankie and his single mum Lizzie have been on the move ever since Frankie can 
remember, most recently arriving in a seaside Scottish town. Wanting to protect her deaf son from the truth that 
they've run away from his father, Lizzie has invented a story that he is away at sea on the HMS Accra. Every few 
weeks, Lizzie writes Frankie a make-believe letter from his father, telling of his adventures in exotic lands. As 
Frankie tracks the ship's progress around the globe, he discovers that it is due to dock in his hometown. With the 
real HMS Accra arriving in only a fortnight, Lizzie must choose between telling Frankie the truth or finding the 
perfect stranger to play Frankie's father for just one day.   



 

 59

Version:  Condition A; thriller ad, not manipulated 

 
Genre:  Thriller 
Film Synopsis:  A psychological thriller about a military veteran who returns to his native Vermont 
suffering from bouts of amnesia. When he is accused of murder and lands in an asylum, a well-meaning 
doctor puts him on a heavy course of experimental drugs, restrains him in a jacket-like device, and locks 
him away in a body drawer of the basement morgue. The process sends him on a journey into the future, 
where he can foresee his death (but not who did it or how) in four day's time. Now the only question that 
matters is: can the woman he meets in the future save him? 
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Version:  Condition B; thriller ad, manipulated 

 
Genre:  Thriller 
Film Synopsis:  A psychological thriller about a military veteran who returns to his native Vermont 
suffering from bouts of amnesia. When he is accused of murder and lands in an asylum, a well-meaning 
doctor puts him on a heavy course of experimental drugs, restrains him in a jacket-like device, and locks 
him away in a body drawer of the basement morgue. The process sends him on a journey into the future, 
where he can foresee his death (but not who did it or how) in four day's time. Now the only question that 
matters is: can the woman he meets in the future save him?  
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Version:  Condition C; action ad, not manipulated 

 
Genre:  Action, Drama 
Film Synopsis:  Set in the Philippines in 1945, this is the true story of the 6th Ranger Battalion, under the 
command of Lieutenant Colonel Henry Mucci ,who undertake a daring rescue mission against all odds. 
Traveling thirty miles behind enemy lines, the 6th Ranger Battalion aims to liberate over 500 American 
prisoners-of-war from the notorious Cabanatuan Japanese POW camp in the most audacious rescue ever.  
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Version:  Condition D; action ad, manipulated 

 
Genre:  Action, Drama 
Film Synopsis:  Set in the Philippines in 1945, this is the true story of the 6th Ranger Battalion, under the 
command of Lieutenant Colonel Henry Mucci ,who undertake a daring rescue mission against all odds. 
Traveling thirty miles behind enemy lines, the 6th Ranger Battalion aims to liberate over 500 American 
prisoners-of-war from the notorious Cabanatuan Japanese POW camp in the most audacious rescue ever.  
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Version:  Condition C; comedy ad, not manipulated 

 
Genre:  Comedy, Action 
Film Synopsis:  Hard-edged Texas Ranger Roland Sharp is assigned to protect the only witnesses to the 
murder of a key figure in the prosecution of a drug kingpin -- a group of University of Texas cheerleaders. 
Sharp must now go undercover as an assistant cheerleading coach and move in with the young women - 
possibly the most terrifying assignment in his thirty-year career in law enforcement. 
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Version:  Condition D; comedy ad, manipulated 

 
Genre:  Comedy, Action 
Film Synopsis:  Hard-edged Texas Ranger Roland Sharp is assigned to protect the only witnesses to the 
murder of a key figure in the prosecution of a drug kingpin -- a group of University of Texas cheerleaders. 
Sharp must now go undercover as an assistant cheerleading coach and move in with the young women - 
possibly the most terrifying assignment in his thirty-year career in law enforcement. 
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Version:  Condition C; drama ad, not manipulated 

 
Genre:  Drama, Action 
Film Synopsis:  This is the story of Binh, a love child spawned by an American soldier and a Vietnamese 
women during the Vietnam War.  After being forced from his village at 17, going to Saigon to find his 
mother, then trying to escape to America with his much younger half brother, Binh embarks on a personal 
journey with a young beautiful woman, Ling, aboard a refugee ship to America in search of a better life and 
his estranged American father.  The film lingers on the rigors of the voyage: the sampan, the Malaysian 
detention camps, the illegal refugee ship, and the underground economy with near slavery in New York 
City. 
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Version:  Condition D; drama ad, manipulated 

 
Genre:  Drama, Action 
Film Synopsis:  This is the story of Binh, a love child spawned by an American soldier and a Vietnamese 
women during the Vietnam War.  After being forced from his village at 17, going to Saigon to find his 
mother, then trying to escape to America with his much younger half brother, Binh embarks on a personal 
journey with a young beautiful woman, Ling, aboard a refugee ship to America in search of a better life and 
his estranged American father.  The film lingers on the rigors of the voyage: the sampan, the Malaysian 
detention camps, the illegal refugee ship, and the underground economy with near slavery in New York 
City.  
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Version:  Condition C; thriller ad, not manipulated 

 
Genre:  Thriller 
Film Synopsis:  The story that begins when a neglected teenager named Heather is dropped off by her 
parents at a remote all-girls boarding school deep in the forest. Watched over by sinister head-mistress Ms. 
Traverse and her staff, Heather is tormented by her classmates and is desperate to go home. But when 
students start disappearing and she begins to have horrifying visions, Heather realizes things at the school 
are not what they seem. She only knows there's something out there in the woods - and it won't be letting 
her leave any time soon.  
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Version:  Condition D; thriller ad, manipulated 

 
Genre:  Thriller 
Film Synopsis:  The story that begins when a neglected teenager named Heather is dropped off by her 
parents at a remote all-girls boarding school deep in the forest. Watched over by sinister head-mistress Ms. 
Traverse and her staff, Heather is tormented by her classmates and is desperate to go home. But when 
students start disappearing and she begins to have horrifying visions, Heather realizes things at the school 
are not what they seem. She only knows there's something out there in the woods - and it won't be letting 
her leave any time soon.  
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VIEWING INTENTION QUESTIONNAIRE 
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PLEASE ANSWER THE FOLLOWING QUESTIONS ABOUT THE MOVIE IN THE 
PROMOTIONAL MATERIAL ON THE PREVIOUS PAGE.  DO NOT TURN THE PAGE BACK 
TO THE PROMOTIONAL MATERIAL. 
 
PLACE AN “X” NEXT TO THE MOST APPROPRIATE ANSWER. 

Prior to seeing the preview for this movie today, have you seen or  
read anything about this movie?  
[   ] Saw the movie  
[   ] Saw the preview  
[   ] Read a review  
[   ] Not Sure  
[   ] Have not seen or read anything about this movie 
 
 
WITH THE MOVIE PROMOTED ON THE PREVIOUS PAGE IN MIND, RATE HOW MUCH 
YOU AGREE WITH THE FOLLOWING STATEMENTS, WHERE “1” IS EQUIVALENT TO “NO 
ALL” AND “7” IS EQUIVALENT TO “VERY MUCH.”  PLEASE CLEARLY CIRCLE ONE 
NUMBER FOR EACH MOVIE VIEWING OPTION. 

 

I will go to a theater to see 

this movie                             Not at all 1 2 3 4 5 6 7 Very Much 

I will go to a dollar theater 

to see this movie months 

after it's release Not at all 1 2 3 4 5 6 7 Very Much 

I will rent a video tape or 

dvd to see this movie Not at all 1 2 3 4 5 6 7 Very Much 

I will purchase a video 

tape or dvd to see this 

movie Not at all 1 2 3 4 5 6 7 Very Much 

I will order a service such 

as PayPerView to see this 

movie Not at all 1 2 3 4 5 6 7 Very Much 
 

 
BELOW IS A LIST OF ADJECTIVES.  PLEASE INDICATE HOW WELL THESE WORDS 
DESCRIBE THE MOVIE POSTER ON THE PREVIOUS PAGE WHERE “1” IS EQUIVALENT 
TO “NOT AT ALL” AND “7” IS EQUIVALENT TO “EXTREMELY WELL.”  PLEASE 
CLEARLY CIRCLE ONE NUMBER FOR EACH ADJECTIVE. 
 

Memorable Not at all 1 2 3 4 5 6 7 Extremely Well 

Persuasive Not at all 1 2 3 4 5 6 7 Extremely Well 

Informational Not at all 1 2 3 4 5 6 7 Extremely Well 

Exciting Not at all 1 2 3 4 5 6 7 Extremely Well 
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APPENDIX E 
 

MEMORY QUESTIONNAIRES 
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Version:  Condition A 

FOLLOWING ARE SOME ADDITIONAL QUESTIONS ABOUT THE MOVIES PROMOTED IN THE 
MATERIALS THAT YOU HAVE VIEWED TODAY AND ABOUT THE ACTUAL PROMOTIONS.  
ANSWER THESE QUESTIONS TO THE BEST OF YOUR ABILITY WITHOUT TURNING BACK TO 
THE PROMOTIONAL MATERIALS. 

Think back to the synopsis for ELEKTRA.  Which of the following choices best describes the plot for 
ELEKTRA? 

[ a ] An assassin is hired to kill a man who must pay for an act committed by his grandfather. 
[ b ] A drug conspiracy leads to the assassination of an entire family. 
[ c ] A flunking college student becomes the leader of a group of ninja assassins. 
[ d ] A female superhero seeks revenge against those who killed her father. 
 
Think back to the synopsis for THE JACKET.  Which of the following choices best describes the plot for 
THE JACKET? 

[ a ] A war hero re-discovers the Army jacket he wore during the war and it leads him to his long lost love. 
[ b ] The purchase of a second-hand jacket leads to an adventure of self discovery.  
[ c ] A military veteran who is suffering from amnesia is accused of murder. 
[ d ] A note found in an old jacket, changes a war veteran’s life forever. 
 
Think back to the synopsis for ARE WE THERE YET.  Which of the following choices best describes the 
plot for ARE WE THERE YET? 

[ a ] A family traveling across country is stranded when their car is impounded in a small suburban town. 
[ b ] After a field trip, two children miss there bus and attempt to hitchhike home. 
[ c ] A cab driver, drives his children across country for Christmas in California. 
[ d ] A man drives his girlfriend’s children from Washington D.C. to New York. 
 
Think back to the synopsis for DEAR FRANKIE.  Which of the following choices best describes the plot 
for DEAR FRANKIE? 

[ a ] After the death of his mother, a 12 year old boy moves to an east coast beach town with his father. 
[ b ] A mother protecting her son from the truth must find a stranger to pretend to be his father for one day. 
[ c ] A woman leaves her family behind with only a letter explaining her reasoning. 
[ d ] Mysterious letters are sent to a child, after the death of his mother. 
 
Think back to the synopsis for SISTERHOOD OF THE TRAVELING PANTS.  Which of the following 
choices best describes the plot for SISTERHOOD OF THE TRAVELING PANTS? 

[ a ] A hand made pair of pants passed down from mother to daughter, unites four generations of women. 
[ b ] An all girl band becomes famous for their unique fashion statements. 
[ c ] Four teenage girls share a pair of magical jeans, each wearing the jeans for one week at a time. 
[ d ] Two sisters develop a fashion line of jeans, that becomes the craze of high-schoolers arcoss America. 
 

Think back to the synopsis for ASYLUM.  Which of the following choices best describes the plot for 
ASYLUM? 

[ a ] A crusader for mental health rights, gets in over her head when she falls in love with a schizophrenic.   
[ b ] A man with a dangerous past, seeks refuge in a small southern town with his former lover. 
[ c ] A woman confined to a mental health institution conceives a child with the psychiatrist. 
[ d ] A woman is attracted to a mental health patient, though he has been found guilty in the murder of his 
former wife. 
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Think back to the synopsis for STEALTH.  Which of the following choices best describes the plot for 
STEALTH? 

[ a ] A plane transporting three government officials is shot down over the Atlantic. 
[ b ] Two witnesses to a crime, are held hostage on a barge headed for Cuba. 
[ c ] Three pilots try to stop an artificial intelligence program that is out of control. 
[ d ] A database of records of individuals in the witness protection program is attacked by a new computer 
virus. 
 

LASTLY, PLEASE ANSWER THE FOLLOWING QUESTIONS ABOUT YOURSELF. 
 
What is your gender?  [  ] male  [  ]  female 
 

What year were you born?  19 

 
What is your ethnicity? 
[  ] African-American  [  ]  Asian-American  [  ] Native American 
[  ]  Caucasian/White  [  ]  Latino/Hispanic  [  ] Other ___________ 
 
What year of college are you classified as: 
[  ] Freshman  [  ]  Sophomore  [  ]  Junior  [  ] Senior  [  ] Graduate Student 
 

PLEASE DO NOT DISCUSS THE DETAILS OF THIS RESEARCH PROJECT WITH OTHER 
CLASSMATES OR FRIENDS. 

THANK YOU FOR YOUR ASSISTANCE! 
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Version:  Condition B 

FOLLOWING ARE SOME ADDITIONAL QUESTIONS ABOUT THE MOVIES PROMOTED IN THE 
MATERIALS THAT YOU HAVE VIEWED TODAY AND ABOUT THE ACTUAL PROMOTIONS.  
ANSWER THESE QUESTIONS TO THE BEST OF YOUR ABILITY WITHOUT TURNING BACK TO 
THE PROMOTIONAL MATERIALS. 

Think back to the synopsis for ELEKTRA.  Which of the following choices best describes the plot for 
ELEKTRA? 

[ a ] An assassin is hired to kill a man who must pay for an act committed by his grandfather. 
[ b ] A drug conspiracy leads to the assassination of an entire family. 
[ c ] A flunking college student becomes the leader of a group of ninja assassins. 
[ d ] A female superhero seeks revenge against those who killed her father. 
 
Think back to the synopsis for THE JACKET.  Which of the following choices best describes the plot for 
THE JACKET? 

[ a ] A war hero re-discovers the Army jacket he wore during the war and it leads him to his long lost love. 
[ b ] The purchase of a second-hand jacket leads to an adventure of self discovery.  
[ c ] A military veteran who is suffering from amnesia is accused of murder. 
[ d ] A note found in an old jacket, changes a war veteran’s life forever. 
 
Think back to the synopsis for ARE WE THERE YET.  Which of the following choices best describes the 
plot for ARE WE THERE YET? 

[ a ] A family traveling across country is stranded when their car is impounded in a small suburban town. 
[ b ] After a field trip, two children miss there bus and attempt to hitchhike home. 
[ c ] A cab driver, drives his children across country for Christmas in California. 
[ d ] A man drives his girlfriend’s children from Washington D.C. to New York. 
 
Think back to the synopsis for DEAR FRANKIE.  Which of the following choices best describes the plot 
for DEAR FRANKIE? 

[ a ] After the death of his mother, a 12 year old boy moves to an east coast beach town with his father. 
[ b ] A mother protecting her son from the truth must find a stranger to pretend to be his father for one day. 
[ c ] A woman leaves her family behind with only a letter explaining her reasoning. 
[ d ] Mysterious letters are sent to a child, after the death of his mother. 
 
Think back to the synopsis for SISTERHOOD OF THE TRAVELING PANTS.  Which of the following 
choices best describes the plot for SISTERHOOD OF THE TRAVELING PANTS? 

[ a ] A hand made pair of pants passed down from mother to daughter, unites four generations of women. 
[ b ] An all girl band becomes famous for their unique fashion statements. 
[ c ] Four teenage girls share a pair of magical jeans, each wearing the jeans for one week at a time. 
[ d ] Two sisters develop a fashion line of jeans, that becomes the craze of high-schoolers arcoss America. 
 

Think back to the synopsis for ASYLUM.  Which of the following choices best describes the plot for 
ASYLUM? 

[ a ] A crusader for mental health rights, gets in over her head when she falls in love with a schizophrenic.   
[ b ] A man with a dangerous past, seeks refuge in a small southern town with his former lover. 
[ c ] A woman confined to a mental health institution conceives a child with the psychiatrist. 
[ d ] A woman is attracted to a mental health patient, though he has been found guilty in the murder of his 
former wife. 
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Think back to the synopsis for STEALTH.  Which of the following choices best describes the plot for 
STEALTH? 

[ a ] A plane transporting three government officials is shot down over the Atlantic. 
[ b ] Two witnesses to a crime, are held hostage on a barge headed for Cuba. 
[ c ] Three pilots try to stop an artificial intelligence program that is out of control. 
[ d ] A database of records of individuals in the witness protection program is attacked by a new computer 
virus. 
 
The makers of THE JACKET also made another movie as noted in the promotional material.  What movie 
was it? 
[ a ] Cast Away 
[ b ] What Lies Beneath 
[ c ] Don’t Say a Word 
[ d ] Gothika 
 
The makers of STEALTH also made another movie as noted in the promotional material.  What movie was 
it? 
[ a ] What Lies Beneath 
[ b ] Don’t Say a Word 
[ c ] The Perfect Storm 
[ d ] Courage Under Fire 
 
The makers of SISTERHOOD OF THE TRAVELING PANTS also made another movie as noted in the 
promotional material.  What movie was it? 
[ a ] Sweet Home Alabama 
[ b ] What Women Want 
[ c ] Cast Away 
[ d ] The Perfect Storm 
 
The makers of DEAR FRANKIE also made another movie as noted in the promotional material.  What 
movie was it? 
[ a ] The Perfect Storm 
[ b ] Cast Away 
[ c ] What Women Want 
[ d ] Courage Under Fire 
 
LASTLY, PLEASE ANSWER THE FOLLOWING QUESTIONS ABOUT YOURSELF. 
 
What is your gender?  [  ] male  [  ]  female 
 

What year were you born?  19 

 
What is your ethnicity? 
[  ] African-American  [  ]  Asian-American  [  ] Native American 
[  ]  Caucasian/White  [  ]  Latino/Hispanic  [  ] Other ___________ 
 
What year of college are you classified as: 
[  ] Freshman  [  ]  Sophomore  [  ]  Junior  [  ] Senior  [  ] Graduate Student 
 

PLEASE DO NOT DISCUSS THE DETAILS OF THIS RESEARCH PROJECT WITH OTHER 
CLASSMATES OR FRIENDS. 

THANK YOU FOR YOUR ASSISTANCE! 
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Version:  Condition C 

FOLLOWING ARE SOME ADDITIONAL QUESTIONS ABOUT THE MOVIES PROMOTED IN THE 
MATERIALS THAT YOU HAVE VIEWED TODAY AND ABOUT THE ACTUAL PROMOTIONS.  
ANSWER THESE QUESTIONS TO THE BEST OF YOUR ABILITY WITHOUT TURNING BACK TO 
THE PROMOTIONAL MATERIALS. 

Think back to the synopsis for ELEKTRA.  Which of the following choices best describes the plot for 
ELEKTRA? 

[ a ] An assassin is hired to kill a man who must pay for an act committed by his grandfather. 
[ b ] A drug conspiracy leads to the assassination of an entire family. 
[ c ] A flunking college student becomes the leader of a group of ninja assassins. 
[ d ] A female superhero seeks revenge against those who killed her father. 
 
Think back to the synopsis for THE WOODS.  Which of the following choices best describes the plot for 
THE WOODS? 

[ a ] A young boy counters a mysterious hermit living deep in the forest behind his home. 
[ b ] Three campers spend the night near an the site of a gruesome murder. 
[ c ] A young girl at a boarding school begins to experience horrifying visions. 
[ d ] Police discover three bodies buried in the woods in a rural town that re-opens a 20-year old murder 
case. 
 
Think back to the synopsis for ARE WE THERE YET.  Which of the following choices best describes the 
plot for ARE WE THERE YET? 

[ a ] A family traveling across country is stranded when their car is impounded in a small suburban town. 
[ b ] After a field trip, two children miss there bus and attempt to hitchhike home. 
[ c ] A cab driver, drives his children across country for Christmas in California. 
[ d ] A man drives his girlfriend’s children from Washington D.C. to New York. 
 
Think back to the synopsis for THE GREAT RAID.  Which of the following choices best describes the plot 
for THE GREAT RAID? 

[ a ] An army caption is accused of selling weapons to foreign dictators. 
[ b ] The true story of an army battalion who lead a daring rescue mission. 
[ c ] Two reporters are intentionally captured during war to investigate accusations of POW abuse. 
[ d ] An army helicopter crashes in enemy territory, and survivors must fight their way out. 
 
Think back to the synopsis for MAN OF THE HOUSE.  Which of the following choices best describes the 
plot for MAN OF THE HOUSE? 

[ a ] A father of a varsity cheerleader, becomes the coach after his company goes bankrupt. 
[ b ] A group of cheerleaders hire a homeless man to act as a coach so that they may enter a competition. 
[ c ] A Texas Ranger goes undercover as a cheerleading coach to protect witnesses to a crime. 
[ d ] A football coach recruits five cheerleaders to fill in injured players on his team. 
 
Think back to the synopsis for ASYLUM.  Which of the following choices best describes the plot for 
ASYLUM? 

[ a ] A crusader for mental health rights, gets in over her head when she falls in love with a schizophrenic.   
[ b ] A man with a dangerous past, seeks refuge in a small southern town with his former lover. 
[ c ] A woman confined to a mental health institution conceives a child with the psychiatrist. 
[ d ] A woman is attracted to a mental health patient, though he has been found guilty in the murder of his 
former wife. 
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Think back to the synopsis for BEAUTIFUL COUNTRY.  Which of the following choices best describes 
the plot for BEAUTIFUL COUNTRY? 

[ a ] A man returns to his homeland and falls in love with a former childhood friend. 
[ b ] A rancher sells his farm but then realized how much a part of him it has become. 
[ c ] A young man leaves his home country bound for America in search of his estranged father. 
[ d ] A terminally ill man takes a journey in search of answers about his life and instead finds a woman who 
inspires him to enjoy what time he has left.  
 
LASTLY, PLEASE ANSWER THE FOLLOWING QUESTIONS ABOUT YOURSELF. 
 
What is your gender?  [  ] male  [  ]  female 
 

What year were you born?  19 

 
What is your ethnicity? 
[  ] African-American  [  ]  Asian-American  [  ] Native American 
[  ]  Caucasian/White  [  ]  Latino/Hispanic  [  ] Other ___________ 
 
What year of college are you classified as: 
[  ] Freshman  [  ]  Sophomore  [  ]  Junior  [  ] Senior  [  ] Graduate Student 
 

PLEASE DO NOT DISCUSS THE DETAILS OF THIS RESEARCH PROJECT WITH OTHER 
CLASSMATES OR FRIENDS. 

THANK YOU FOR YOUR ASSISTANCE! 
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Version:  Condition D 

FOLLOWING ARE SOME ADDITIONAL QUESTIONS ABOUT THE MOVIES PROMOTED IN THE 
MATERIALS THAT YOU HAVE VIEWED TODAY AND ABOUT THE ACTUAL PROMOTIONS.  
ANSWER THESE QUESTIONS TO THE BEST OF YOUR ABILITY WITHOUT TURNING BACK TO 
THE PROMOTIONAL MATERIALS. 

 

Think back to the synopsis for ELEKTRA.  Which of the following choices best describes the plot for 
ELEKTRA? 

[ a ] An assassin is hired to kill a man who must pay for an act committed by his grandfather. 
[ b ] A drug conspiracy leads to the assassination of an entire family. 
[ c ] A flunking college student becomes the leader of a group of ninja assassins. 
[ d ] A female superhero seeks revenge against those who killed her father. 
 
Think back to the synopsis for THE WOODS.  Which of the following choices best describes the plot for 
THE WOODS? 

[ a ] A young boy counters a mysterious hermit living deep in the forest behind his home. 
[ b ] Three campers spend the night near an the site of a gruesome murder. 
[ c ] A young girl at a boarding school begins to experience horrifying visions. 
[ d ] Police discover three bodies buried in the woods in a rural town that re-opens a 20-year old murder 
case. 
 
Think back to the synopsis for ARE WE THERE YET.  Which of the following choices best describes the 
plot for ARE WE THERE YET? 

[ a ] A family traveling across country is stranded when their car is impounded in a small suburban town. 
[ b ] After a field trip, two children miss there bus and attempt to hitchhike home. 
[ c ] A cab driver, drives his children across country for Christmas in California. 
[ d ] A man drives his girlfriend’s children from Washington D.C. to New York. 
 
Think back to the synopsis for THE GREAT RAID.  Which of the following choices best describes the plot 
for THE GREAT RAID? 

[ a ] An army caption is accused of selling weapons to foreign dictators. 
[ b ] The true story of an army battalion who lead a daring rescue mission. 
[ c ] Two reporters are intentionally captured during war to investigate accusations of POW abuse. 
[ d ] An army helicopter crashes in enemy territory, and survivors must fight their way out. 
 
Think back to the synopsis for MAN OF THE HOUSE.  Which of the following choices best describes the 
plot for MAN OF THE HOUSE? 

[ a ] A father of a varsity cheerleader, becomes the coach after his company goes bankrupt. 
[ b ] A group of cheerleaders hire a homeless man to act as a coach so that they may enter a competition. 
[ c ] A Texas Ranger goes undercover as a cheerleading coach to protect witnesses to a crime. 
[ d ] A football coach recruits five cheerleaders to fill in injured players on his team. 
 

Think back to the synopsis for ASYLUM.  Which of the following choices best describes the plot for 
ASYLUM? 

[ a ] A crusader for mental health rights, gets in over her head when she falls in love with a schizophrenic.   
[ b ] A man with a dangerous past, seeks refuge in a small southern town with his former lover. 
[ c ] A woman confined to a mental health institution conceives a child with the psychiatrist. 
[ d ] A woman is attracted to a mental health patient, though he has been found guilty in the murder of his 
former wife. 
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Think back to the synopsis for BEAUTIFUL COUNTRY.  Which of the following choices best describes 
the plot for BEAUTIFUL COUNTRY? 

[ a ] A man returns to his homeland and falls in love with a former childhood friend. 
[ b ] A rancher sells his farm but then realized how much a part of him it has become. 
[ c ] A young man leaves his home country bound for America in search of his estranged father. 
[ d ] A terminally ill man takes a journey in search of answers about his life and instead finds a woman who 
inspires him to enjoy what time he has left.  
 
The makers of THE WOODS also made another movie as noted in the promotional material.  What movie 
was it? 
[ a ] Cast Away 
[ b ] What Lies Beneath 
[ c ] Don’t Say a Word 
[ d ] Gothika 
 
The makers of THE GREAT RAID also made another movie as noted in the promotional material.  What 
movie was it? 
[ a ] What Lies Beneath 
[ b ] Don’t Say a Word 
[ c ] The Perfect Storm 
[ d ] Courage Under Fire 
 
The makers of MAN OF THE HOUSE also made another movie as noted in the promotional material.  
What movie was it? 
[ a ] Sweet Home Alabama 
[ b ] What Women Want 
[ c ] Cast Away 
[ d ] The Perfect Storm 
 
The makers of BEAUTIFUL COUNTRY also made another movie as noted in the promotional material.  
What movie was it? 
[ a ] The Perfect Storm 
[ b ] Cast Away 
[ c ] What Women Want 
[ d ] Courage Under Fire 
 
LASTLY, PLEASE ANSWER THE FOLLOWING QUESTIONS ABOUT YOURSELF. 
 
What is your gender?  [  ] male  [  ]  female 
 

What year were you born?  19 

 
What is your ethnicity? 
[  ] African-American  [  ]  Asian-American  [  ] Native American 
[  ]  Caucasian/White  [  ]  Latino/Hispanic  [  ] Other ___________ 
 
What year of college are you classified as: 
[  ] Freshman  [  ]  Sophomore  [  ]  Junior  [  ] Senior  [  ] Graduate Student 
 

PLEASE DO NOT DISCUSS THE DETAILS OF THIS RESEARCH PROJECT WITH OTHER 
CLASSMATES OR FRIENDS. 

THANK YOU FOR YOUR ASSISTANCE! 
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APPENDIX F 
 

HUMAN SUBJECTS APPROVAL LETTER 
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