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Abstract 

This investigation sought to bridge the communication and marketing fields 

by applying schema theory (Bartlett, 1932) to advertisement information 

processing. A theoretical framework was developed which described how 

television commercials are remembered. Specifically, the theory hypothesized 

that: (a) recall of product brand will be significantly higher in the sample of 

participants who are exposed to the commercials emphasizing brand early on 

in their format, than the participants who view the commercials stating the 

product's brand name in the latter half of the commercials, and (b) individuals 

who see the brand name formatted commercials will have significantly higher 

levels of commercial information recognition than the individuals exposed to 

the commercials that do not state the brand name at the onset. The results of 

the study provided initial support for the proposed framework and suggested 

that brand name formatted commercials will generally enhance recall and 

significantly impact recognition. 
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CHAPTER ONE 

INTRODUCTION 

Marketing is "a social and managerial process by which individuals and 

groups obtain what they need and want through creating, offering, and 

exchanging products of value with others" (Kotler, 1991, p.4). In attempt to 

understand this phenomenon, marketing researchers have extensively 

investigated each of the variables associated with the marketing concept: 

needs, wants, and demands; products, value, cost and satisfaction; exchange, 

transactions, and relationships; markets, marketing, and marketers; price, 

product, promotion, and placement (Kotler, 1991). A majority of this research 

has focused on the individuals involved in the marketing process. 

When analyzing individuals' behavior within the marketing domain, it 

is imperative that researchers analyze and understand the communication 

directed towards individuals within the marketplace. Thus, marketing 

researchers often examine many of the communication elements that operate 

within the marketing domain. Advertising (e.g. Lavidge & Steiner, 1961; Petty, 

Cacioppo, & Schumann, 1983; Vaughn, 1986), interpersonal relationship 

influence and consumer decision making (i.e. Park,1982; Price & Feick, 1984; 

Soldow & Thomas, 1984), promotion and sponsorship (e.g. Little, 1966; Boyd & 

Levy, 1967), and consumer behavior influences (i.e. Bettman, Johnson, & 

Payne, 1991; Hoyer, 1984) are only a few of the communication elements that 

have received research consideration. Of these research areas, advertising 

and consumer behavior have received the most attention. Models of consumer 

behavior (e.g. Howard, 1989; Howard & Sheth, 1967; Kotler, 1991) have been 

developed, and the effects of advertising on consumer decision making 

processes (e.g. Maclnnis & Jaworski, 1989; Maheswaran & Sternthal, 1990) 
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have been explicated. A model that integrates communication theory, 

advertisement exposure, and consumer information processing, however, is 

non existent. Consequently, this study sought to investigate how consumer 

information processing affects advertising performance and effectiveness as 

measured by product brand recall. 

Rationale 

Consumer behavior encompasses the acquisition, consumption, and 

disposition of goods, services, time, and ideas by decision-making units 

(Jacoby, 1978). Thus, consumer behavior focuses on the decision-making 

processes of the individual consumer or consuming unit. It includes efforts to 

describe why consumers buy a particular product, and how current nonusers 

can be influenced to start using a specific brand (Britt, 1966; Glock & Nicosia, 

1964). Social influence is an integral part of consumer behavior. The 

persuasive nature of the marketplace, confounded with the persuasive nature 

of society, places consumers in situations where they must respond to a variety 

of influences before making consumer decisions (purchases). 

Application of a cognitive communication theory to consumer behavior 

may prove insightful. Specifically, understanding what types of information 

consumers process and are able to recall can shed additional light into 

understanding the consumer behavior phenomenon. Schema theory (e.g. 

Bartlett, 1932; Mandler, 1979; Minsky, 1975) has received little attention within 

the marketing field, even though its explanatory powers may prove beneficial 

to marketers. Recognizing the potential insights that can be gained from 

examining schema theory, this study explicated the integration of schema 

theory into the advertising/consumer behavior field. 
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Advertising firms spend a lot of money on product advertisements. In 

particular, major consumer goods producers allocate considerable portions of 

their advertising budgets to the development and distribution of television 

commercials. These firms are interested in what advertisement information 

consumers process, and how consumers process the information. In spite of 

considerable effort, researchers, still know very little about how 

advertisements are actually processed by consumers. Therefore, this study 

investigated the consumer information processing concept. Additionally, this 

study attempted to explore one aspect of memory that is activated during 

exposure to television advertisements. Specifically, this study investigated 

consumers' abilities to process information into cognitive knowledge 

structures (schemas). Therefore, the study explicated how new information 

activated an existing schema, and how schema activation served as the vehicle 

for social influence within the consumer behavior domain. 

This study began with explicating the origins of the schema concept, 

described the theoretical underpinnings of the schema research domain, and 

attempted to expand knowledge within the field of marketing research. First, 

background information was presented which explicated the nature of schema 

theory. Second, the underpinnings of schema theory were expanded to the 

field of marketing and advertising research. Third, hypotheses were 

forwarded to test the effects of information processing, through the use of 

schemas, on advertisement processing. 

In sum, this investigation which integrated schema theory into 

marketing research resulted in: (a) an increased understanding of what 

information consumers' structured and restructured within schemas, (b) an 

increased understanding of what information presented in television 
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commercial advertisements (type of information and type of commercial 

format) was effectively incorporated into consumers' schemas, and (c) a better 

appreciation for how communication messages could be designed to 

strategically influence individuals and their information processing skills. 

Background 

Within the field of consumer behavior, information processing 

research is not a new area of inquiry. Many social psychological theories 

have been integrated into the consumer behavior domain. Although many 

theories have contributed significantly to the field, few of the theories 

examine the cognitive components of consumers and the corresponding 

effects of the cognitive elements on consumers' information processing skills. 

The social influence theories which collectively account for most of the 

research in the area of consumer behavior include classical conditioning 

(Allen & Madden, 1985; McSweeny & Bierly, 1984; Pavlov, 1928; Stuart, Shimp, & 

Engle, 1987), exchange theory (Brinberg & Wood, 1983; Foa & Foa, 1980), 

attribution theory (Kelley, 1972; Mizerski, 1982; Weinberger, Allen, & Dillon, 

1981; Wyer,1973), multiple attribution model (Ajzen & Fishbein, 1977; Fishbein 

& Ajzen, 1975, 1981; Lutz, 1975; Olson, Toy, & Dover, 1982; Sheppard, Hartwick, & 

Warshaw, 1988) and the elaboration likelihood model (Petty & Cacioppo, 1986; 

Petty, Cacioppo, & Schumann, 1983; Sanbonmatsu & Kardes, 1988). Having such 

a diverse pool of theories may help to explain consumer behavior, however, 

many of the theories serve to complicate the phenomenon rather than 

simplify it. None of the theories clearly and concisely explicate how 

consumers process information, and how that information is stored in 

cognitive structures. Consequently, a question arises: Is there any one theory 

that has been ignored, which may explain this aspect of consumer behavior? 
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Schema Theory 

Individuals are continually exposed to an overwhelming amount of 

information. People cannot accurately and efficiently attend to all of this 

information. Consequently, individuals rely on cognitive shortcuts to reduce 

the complexity of information which infiltrates their minds (Shugan, 1980). 

Schemas are one type of these cognitive shortcuts. Schemas allow individuals 

to categorize information into broad categories (Anderson, 1985; Markus, 

1977), and help individuals make sense of the incoming information. When 

incoming information is incomplete, or inadequate detail is supplied, schemas 

allow individuals to understand ambiguous information, to remember relevant 

information, and to infer consistent information where it is missing (Fiske & 

Taylor, 1991). Additionally, schemas affect individuals' interpretations 

(evaluations) of incoming information and consequently guide people's 

expectations and behaviors (Axelrod, 1973). 

Some social scientists have argued that schemas are merely "attitudes" 

that have been renamed (e.g. Wildavsky, 1987). Schemas, however, are 

conceptually more than just attitudes. The essence of the attitude concept (e.g. 

Fishbein & Ajzen, 1975) is fundamentally affective in nature. Attitudes are 

comprised of an individual's beliefs (Mitchell & Olson, 1981), affect (Cohen & 

Areni, 1991), and evaluations (i.e. Fishbein & Ajzen, 1975) towards a particular 

object/product. Thus, attitudes encompass individuals' evaluations of an object 

or thought (Boyd, Ray, & Strong, 1972). Additionally, attitudes can be formed 

independently of conscious thought (Janiszewski, 1988). 

The essence of the schema concept stands in sharp contrast to this 

conceptual formulation of attitudes. Schemas are fundamentally cognitive 

structures (Conover & Feldman, 1991) in that schemas contain information 
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about concepts' attributes and the links among those attributes (Fiske & Taylor, 

1991). Thus, schematic structures are characterized by categories and 

hierarchical structures (Conover & Feldman, 1991). 

Conover and Feldman (1991) clearly differentiate between the attitude 

and schema constructs when they state "attitude structures characterized by 

the sum of all beliefs about an object are not the same as schematic structures 

characterized by categories and hierarchical structures. They are not the 

same in their form; nor more importantly, are they the same in their 

purported effects" (p. 1366). Thus, attitudes pertain to evaluative judgements 

about objects, while schemas pertain to knowledge structures and information 

processing. 

Grounded in social and cognitive psychology, schema research has 

evolved from the discipline of categorization research. Rosch (1975, 1978, 

Rosch, Mervis, Gray, Johnson, & Boyes-Braem, 1976), the initial researcher 

within the categorization domain, explicates two fundamental functions of 

categories: (a) to attempt to provide people with maximum information with 

the least amount of cognitive effort, thus categorization enhances cognitive 

economy; and (b) to help individuals' perceive the world in a structured way. 

Schema research expands upon the conceptual underpinnings of 

categorization processes. As categorization research is primarily concerned 

with the classification of instances schema research takes this one step 

further and is also concerned with the application of how organized prior 

information influences the understanding of new information. Therefore, 

schema research investigates how existing knowledge structures influence 

subsequent processing of new incoming information. 
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Schema research suggests that individuals possess a variety of schema 

types including: (a) event schemata, (b) role schemata, (c) person schemata, 

and (d) self-schemata (Fiske & Taylor, 1991). Event schemas consist of 

information pertaining to people's prior knowledge of the typical sequence of 

events on standard social occasions. Event schemas, often referred to as 

scripts (Shank & Abelson, 1977), include stereotypic sequences of actions such 

as behaviors occurring while dining at a restaurant. Role schemas describe 

appropriate norms and behavior for broad social categories, including age, 

race, sex, and occupation categories (for detailed descriptions of categories see 

Rosch 1975; 1978; Rosch et al., 1976). Person schemas consist of people's 

understanding of the psychology of typical or specific individuals, inclusive 

of individual's goals and traits. Self-schemas include general information 

about one's own psychological makeup which serves to guide information 

processing about the self. 

The integration of schema literature into the marketing domain is a 

relatively recent phenomenon. Marketing research explicates that there are 

three schemata types employed by consumers: brand, product class, and 

general usage schemata (Jaffe, Puto, & Sailors, 1989). Brand schemata are 

associated with the brand names of products, and the attributes associated with 

specific brands. For example, when an individual watches a Wheaties 

commercial a brand name schema may be activated. Thus, a variety of 

Wheaties' images may come to mind: (a) the product is known as the healthy 

breakfast of champions, (b) the product is often endorsed by popular sports 

celebrities, the cereal is made of hearty wheat flakes, and (c) the product gives 

one a lot of energy and can help one make it through the day. 
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A brand schema consists of information that pertains specifically to the 

name brand product, general knowledge about the brand, and the attributes 

which are associated with the brand. Thus, these schema consist of various 

perceptual and underlying product attributes (John & Sujan, 1990) pertaining 

the product. Brand schema allow for individuals to process new information 

pertaining to a specific brand, into existing knowledge structures. If some of 

the brand information is missing in the new information, individuals can fill 

in the missing pieces of information based on already existing schema (Fiske & 

Taylor, 1991). 

Product class schemata contain more general information pertaining to 

a variety of brands within a general product class. Current commercials 

emphasizing that "milk does a body good," and "beef: it's what's for dinner" 

illustrate general product class information while withholding specific brand 

name information. This conceptualization of product class schema differs 

from Jaffe et al.'s (1989) in that this definition explicitly states that no explicit 

brand name information is present within the advertisement's message. 

Consequently, individuals processing the information must rely on 

information other than brand name associations. The distinction between this 

definition and Jaffe et al.'s is important, because Jaffe et al.'s conceptual 

definition allows for the inclusion of brand name information within the 

latter portion of an advertisement message. Thus, their definition of product 

class schema differs from brand name schema solely on the basis of brand 

name information placement, and not on the absence of brand name 

information. Product class schemata pertain to information about a specific 

type of product (e.g. chesses, milk, ice cream) but do not contain brand 

information. 
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General usage schemata contain even more general classificatory 

information that is not brand or product class specific. Therefore, this type of 

schema is more abstract than the aforementioned schema types. These 

schemata may contain information pertaining to broad issues (such as the 

environment) with little connection to brand or product class usage. 

Commercials attempting to activate general usage schemata, also called theme 

format, "invoke a scenario only loosely (if at all) connected with the product 

class usage" (Jaffe, et al., 1989, p.ll). Therefore, a commercial emphasizing the 

importance of saving the environment may activate a general usage schema, 

and the advertisement's sponsor is not the primary focus of information 

processing. 

While research isolating each of these schema types may significantly 

contribute to the fields of communication, social psychology, and marketing 

concomitantly, it was not within the parameter of this paper to investigate 

each of these schema types. Since individuals often rely on their knowledge 

about specific products and product brands when making important consumer 

decisions (Hastak & Olson, 1989; Johnson & Russo, 1984) and most commercial 

advertisements are designed to promote specific products (and the products' 

brand names), brand schema was the focal point of this investigation. 

The parameters of this investigation were established to investigate 

brand schema and information that may be processed into a brand schema, 

consequently the researcher was interested in how brand information is 

processed. Additionally, this study attempted to test empirically how 

individuals process brand information that is contained within television 

advertisements. The commercials of theoretical interest contained brand 

name information in their content, however, the commercials varied 
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according to where !he brand name information appeared in the format. One 

set of commercials contained band name information at the onset; this format 

enhances the priming (Berkowitz & Rogers, 1986) of brand name schemas, and 

ultimately primes schema activation (Jaffe et al., 1989). Numerous researchers 

agree that people use schema that are already primed (e.g. Bargh & Pratto, 

1986; Bargh & Thein, 1985; Fiske & Taylor, 1991; Higgins & King, 1981; Herr, 

1989). The activation a brand name schema allows for more efficient 

processing of the advertisement's information (Brewer & Nakamura, 1984). 

The other set of commercials contained brand name information in the 

latter part of the commercials; this format does not prime viewers to process 

the information immediately into a brand schema, nor does it effectively 

enhance brand schema activation. Only weak inferences may be made, post 

hoc, from the brand name information to brand schemas. 

Within this study, the researcher was not primarily interested in how 

individuals processes advertisements that do not contain brand name 

information. If no brand name information was present within the 

commercial, then no brand schema could be activated. Additionally, if no 

brand information was contained within the commercial, then the commercial 

was not of theoretical import. 

It should be emphasized that this research acknowledged the existence 

of schemas (Anderson, 1985; Bartlett, 1932; Fiske & Taylor, 1991; Markus, 1977). 

The researcher was interested in schemas' structure/content and how this 

affected subsequent processing of brand information; researchers seeking 

elaborate research on memory, and the cognitive operations of schemas, are 

referred to Axelrod (1973), Gentner and Stevens (1983), and Hintzman (1986). 

Schema Use 



19 

Operating under the assumption that people possess schemas (and most 

researchers would agree with this assumption), how people use schemas was of 

utmost theoretical import. It has been previously established that people use 

schemas to help categorize information (Anderson, 1985; Markus, 1977) and 

reduce cognitive complexity. But the type of schemas that are used may vary 

according to individual or situational differences. Fiske and Taylor (1991) state 

that individuals use schemas that they are familiar with. Therefore, a schema 

type that is used frequently will be more familiar to an individual than a less 

frequently used schema type (Fiske & Taylor, 1991); if new information is 

presented in a fashion which closely parallels the format of a familiar schema 

type, the information will likely access that schema. Thus, schema 

accessibility can moderate the processing of new information, activation of 

schema types, and integration of the new information into the schema types. 

Processing New Information. 

Axelrod (1973) and Rumelhart (1984) state that individuals process 

incoming information by integrating the information into existing schemas. 

This new information is processed into a schema which most closely fits the 

format of the new information. Therefore, information about an event is apt 

to be processed into an event schema, person information is apt to be 

processed into a person schema, etc. To illustrate, information containing 

descriptions of behaviors that are appropriate for doctors partaking in patient 

examinations, is more likely to be processed into an individual's role schema 

than into an alternative schema type (Shank & Abelson, 1977); products are 

often perceived as possessing the capabilities of fulfilling roles (Payne, 1976) 
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for example items containing petroleum jelly may be perceived as fulfilling 

the role of moisturizing the skin and protecting skin chaffing, and 

consequently this information may be processes into a role schema. 

Additionally, information that states a product's brand name, followed by 

subsequent information pertaining to the brand, may be processed into an 

individual's brand schema. Therefore, the particular schema that is activated 

is the schema that most closely parallels the format of the new information 

(Axelrod, 1973; Rumelhart, 1984). 

Once an individual identifies the schema that most closely fits the 

format of the new information, then the new information is processed into the 

schema. This information processing task is an active constructive process 

where the individual tries to make sense of the new information by 

integrating it into existing knowledge structures (Lodge & McGraw, 1991). 

Through the association of the new information with the existing knowledge 

the information is conceptually linked and is stored next to each other in 

memory (Hintzman, 1986). Thus, each new experience produces a separate 

memory trace and when an individual comes in contact with new information 

the individual accesses a schema that is "derived from the pool of episodic 

traces at the time of retrieval" (p. 411). 

Since information format is an important element in individuals' 

information processing abilities, strategically designed messages can be 

developed to enhance activation of specific schema types. Consequently, 

information format may serve as a moderating variable for the activation and 

use of specific schema types. 

Schema Activation. 
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Research suggests that there are a few variables that influence schema 

activation. First, when accessing schemas, individuals rely heavily on visual, 

physical cues (Fiske & Taylor, 1991). Therefore, physical features are 

important in cuing different kinds of schemas. Second, when individuals 

initially come in to contact with new information, initial information is likely 

to cue a relevant schema (Fiske & Taylor, 1991). This concurs with research 

by Asch (1946) which states that early information helps to organize 

subsequent information. Thus, information which immediately signals a 

schema type is more apt to be actively processed into the schema, than 

information which does not immediately cue the schema type. Consequently, a 

brand name schema has a greater probability of being activated from a 

commercial that presents brand name information visually and physically 

early on in a commercial rather than presenting the brand name information 

in the latter part of the commercial or not at all in the commercial. 

Memory Effects. 

Schemas and schema usage impact memory in important ways. "The 

effects of schema on memory are strongest when the schema is present from 

the beginning,... cued by customary labels or physical features" (Fiske & 

Taylor, 1991, p.131). Hintzman's (1986) theory of memory organization further 

explicates that each experience creates its own memory trace. Thus, schemas 

that are frequently activated have multiple memory traces pertaining to the 

specific schema type and have more space in memory allocated to the 

information. 

In accordance to schema literature, information in a commercial format 

with the brand illustrated first, will have stronger memory effects (Fiske & 

Taylor, 1991; Jaffe et al., 1989) than information in a commercial where the 
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brand is not stated at the onset. Additionally, Jaffe et al.'s (1989) research in 

schema based ad processing presents results which suggest that different 

commercial formats activate different memory codes, which in turn affect 

commercial recall. The study's results suggest that a television advertisement 

formatted to explicitly state a product brand name at the onset of the 

commercial will lead to brand name schema activation more often than a 

commercial that is not formatted to state the brand name of the product at the 

advertisement's onset (Asch 1946; Fiske & Taylor, 1991). Schemas allow the 

new information to fit more easily into memory. Thus, commercials formatted 

to present brand name information at the onset will have higher levels of 

brand name recall than commercials formatted differently 

HI: Recall of product brand will be significantly higher in the 

sample of participants who are exposed to the commercials emphasizing brand 

early on in their format, than the participants who view the commercials 

stating the product's brand name in the latter half of the commercials. 

Fiske and Taylor state that "the (memory) effects of providing schematic 

structure beforehand are stronger (than memory effects of not primed 

information) because the prior framework allows the schema to shape the 

information that gets encoded into memory in the first place, and it influences 

how it is retrieved from memory" (p. 125). Thus, an advantage of integrating 

new information into a schema allows individuals' to process the information 

more efficiently. Additionally, the effects of schemas on information retrieval 

are strongest when they are invoked ahead of time (Fiske & Taylor, 1991; 

Howard & Rothbart, 1980). Therefore, when a schema is primed at the onset of 

a commercial brand recall should be increased, resulting in an additional 
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increase in the amount of information remembered from the commercial 

advertisement. 

Jaffe et al. (1989) provide empirical support for the relationship that 

commercials which provide brand name information at the onset result in 

greater recall of brand name and commercial information than commercials 

formatted differently. Conversely, these authors show support that "the 

delayed introduction of the brand name increases the likelihood of unrelated 

thoughts reaching consciousness, which may, in. turn, result in the 'tuning 

out' of the commercial message" (pp.11-12). Work by Brewer and Nakamura 

(1984) coincides with Jaffe et al. for they state that schema-related 

information is belter recalled than schema-unrelated information. Thus, 

commercials that state brand name information upfront will allow for 

individuals to remember more of the commercial content (Alba, Hutchinson, & 

Lynch, 1991) than alternative commercial formats. 

Assessing the type of information that individuals remember from 

television commercials involves more administration of a sole brand name 

recall measure. Aside from brand name information, alternative bits of 

information may be processed and remembered; thus, additional 

methodological items could tap these memory effects. Employment of a 

recognition methodology can tap these memory effects, and may serve as a 

more precise measures than recall items; recognition procedures can assess 

memory effects that recall procedures may underestimate (Krugman, 1977). 

H2: Individuals who see the brand name formatted commercials will 

have significantly higher levels of commercial information recognition than 

the individuals exposed to the commercials that do not state the brand name at 



the onset (states the brand name information in the latter part of 

commercials). 

The aforementioned hypotheses were assessed through the 

operationalization of a strategically designed empirical test. 
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CHAPTER TWO 

METHOD 

Data Collection 

To recapitulate the researcher's central thesis, this study focused on 

individuals as consumers, and how schema theory affected their consumer 

behavior choice making processes through advertisement exposure and 

subsequent information processing and storage of the advertisements. More 

specifically, this study investigated the type of information consumers process 

into cognitive knowledge structures (schemas), and how schema activation 

influenced subsequent recall and recognition of advertisement information. 

The research was conducted through the use of a true experimental 

design (Cambell & Stanely, 1966). Conducting a laboratory experiment allowed 

for high control; the researcher had control over the sample (i.e. the degree 

of interaction between subjects) and all measured variables. To increase both 

internal and external validity, blocking and controlling of a variety potential 

confounds deemed itself necessary (Carmines & Zeller, 1979). First, the type of 

schema of theoretical interest was held constant. Hence, only brand schema 

was investigated in this study and the commercials of theoretical import were 

concerned only with product brand. By blocking on schema type, the 

researcher avoided confounds which could have occurred due to the 

implementation of multiple schema types. 

Second, the television program in which the test commercials were 

embedded was held constant. Since attention to, and interest in, different 

television program contents may vary according to the specific program 

being shown to participants (Cohen & Areni, 1991), the same television 

program was shown to all treatment groups. Holding the television content 
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constant, differences in participant's recall and recognition could not be 

attributed to the content of the television program. Thus, any differences 

were above and beyond television program influence (Cambell and Stanley, 

1966). Embedded within the television program were seven advertisements: 

five filler advertisements and two test commercials; the commercials of 

theoretical interest were the only content that was changed within the 

instrument. 

Third, recognizing that people do not often watch television alone, the 

participants watched the program in groups. The participants were 

encouraged to watch the programming as though they were at home; 

interactions between participants only served to reduce the amount of 

attention to, processing of, and subsequent ability to recall/recognize 

commercial advertisements. These conditions and the considered attempt to 

achieve a naturalistic viewing environment (Iyengar & Kinder, 1987) helped 

to increase external validity (Janiszewski, 1988). 

Last, the participants were lead to be believe that they were watching a 

television program to see the social networks that exist in informal meeting 

places. By having the participants believe that they were examining the 

social networks that were operating within the television program, the 

researcher was controlling two potential investigational confounds. One, 

social desirability effects were reduced since the participants focused 

primarily on the program content and not on the commercials that were 

embedded within the program. Two, the researcher minimized the likelihood 

of increased attention to the commercial advertisements. When subjects view 

commercials in isolation from television programs, the subjects report higher 

than normal levels of attention to the commercials (Baeyens, Eelen, & Van den 
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Bergh, 1988: Shimp, Stuart, & Engle, 1991). By emphasizing the importance of 

the program's social networks, the researcher redirected the focus of the 

participants' attention that served to filter the actual processing of 

commercial information. 

A 2 x 2 x 2 posttest only control group, factorial design was employed. 

The between subjects variables consisted of: (a) commercial format, (b) 

commercial placement, and (c) commercial order. The within subjects 

variable consisted of viewing two commercials of theoretical import: a service 

(movie, entertainment) commercial and a store (discount store) commercial. 

Commercial format consisted of two commercials explicating their 

products' brand names at the onset of the commercials, and two commercials 

withholding their products' brand names until the end of the commercials. In 

accordance with the schema literature, the commercials which explicitly 

stated the products' brand names at the onset would more readily be processed 

into a brand schema (Axelrod, 1973; Rumelhart, 1984) than the commercial 

formats that did not state brand names at the onset (Jaffe et al., 1989). 

Commercial placement pertained to the placement of the test 

commercials within the larger program context. The test commercials of were 

placed in either the initial commercial block (first set of commercials) or the 

median commercial block (middle set of commercials). This manipulation 

tested for possible placement effects that may have accounted for higher 

levels of recall or recognition. 

Commercial order was manipulated to ensure that there was no ordering 

effect for the two test commercial. The test commercials were manipulated 

such that four experimental groups were first exposed to the Tarpet 

commercial then subsequently shown the Mv cousin Vinnv commercial while 
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four other experimental groups were exposed to the My cousin Vinnv movie 

prior to viewing the Target commercial. This manipulation increased the 

power of the experimental design accounting potential ordering effects. 

Having all participants view two test commercials increased the 

predictive and explanatory powers of the investigation by reducing variance 

attributed to participants' individual differences (Keppel, 1991). The within 

subjects manipulation allowed for a more sensitive investigation of the 

independent variable than would be allowed with a completely randomized, 

between-subjects design (Keppel, 1991). The commercials pertained to two 

distinct services offered through the media to ensure that the proposed effects 

of increased brand name recall and recognition were attributed to the 

experimental manipulation and not to the uniqueness of a given product or 

service commercial. 

Stimulus 

Two commercial formats were employed. One presented the products' 

brand name at the onset of the commercials to enhance the schema activation 

likelihood (Jaffe, et al., 1989), the other format did not disclose the brand name 

of the products until the end of the commercials. 

Two product brands, Target and Mv cousin Vinnv. were used for the four 

test commercial. Two commercials, one pertaining to each product, stated the 

brand name at the onset of the commercials while the other two commercials, 

one pertaining to each product, did not state the brand name until the end of 

the commercials. The researcher intentionally avoided the use of products 

that were thought or known to have pervasive images that could influence 

information processing regardless of commercial format (e.g. a Coca Cola 
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Classic commercial may have been remembered merely because it had a well 

established image that was always associated with the product). 

Subjects 

All of the individuals participating in the study were drawn from one 

parent population, the population of people who employ consumer behavior 

activities. More specifically, undergraduates in the communication 

department of a large southwestern university served as participants. 

Although the use of college students in this investigation may have indicated 

convenience sampling, these individuals did partake in regular viewing of 

television commercials and were likely consumers of the advertised products, 

and thus constituted a sound sample. 

Each of the eight treatment groups consisted of a minimum of 15 

participants (N=169). Group one observed the brand name formatted 

commercials (Tarpet then Mv cousin Vinnv) embedded in the initial 

commercial block. Group two observed the same commercials, but the 

advertisements were embedded in the median commercial block. Group three 

observed the brand name formatted commercials (Mv cousin Vinnv then 

Target) embedded in the initial commercial block. Group four observed these 

same commercials, but the advertisements were embedded in the median 

commercial block. Group five observed the non brand name formatted 

commercials (Target then Mv cousin Vinnv') in the initial commercial block. 

Group six viewed these same commercials in the median commercial block. 

Group seven observed the non brand name commercials (Mv cousin Vinnv 

then Target) in the first commercial block. And the remaining group 
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observed the same non brand name formatted commercials in the median 

commercial block. 

Instrument 

All treatment groups observed the same episode of "Cheers," a thirty 

minute television program , however, the test commercials, place of 

embedment, and commercial ordering were manipulated. Thus, participants of 

the research study were exposed to a specific Target commercial and a specific 

Mv cousin Vinnv commercial containing information which did (not) parallel 

"brand schema," so that the researcher could see what types of advertising 

formats were: (a) processed into schemas, and (b) readily accessible (through 

recall and recognition measures). 

Dependent Measures 

After the television program ended, the participants were asked to 

complete four questionnaires (see Appendix); these were modified versions of 

questionnaires used in an earlier study by Jaffe, et al. (1989). The first 

questionnaire, consisted of two open-ended items ("briefly describe what you 

felt were the strongest social networks in the 'Cheers' program you just 

watched" and "please write down the brand names for as many commercials as 

you can remember on the lines below..."). The first part of this questionnaire 

served a dual purpose: (a) to keep the participants thinking that the research 

area of interest was about social networks, (b) to act as an inhibitor to 

information retrieval of advertisement information stored in memory. The 

second part of this questionnaire attempted to tap participants' ability to recall 

the televised commercials; Rumelhart (1984) suggests that schemas were 

assumed to be the guiding forces behind remembering. 
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The second questionnaire contained closed-ended items developed to 

measure the recognition of commercials and the commercials' brands. 

Measures pertaining to specific information presented in the test commercials 

were included in the third questionnaire. 

A variety of recognition (cued recall) items were presented in this 

questionnaire in an attempt to tap the type of information processing. The 

items consisted of seven incrementally difficult recognition questions for 

each of the test commercials, including questions pertaining to: (a) the type 

of product advertised, (b) the context in which the commercial occurred, (c) 

specific details about the commercial's actors, and (d) details about the plot of 

the commercial. 

The final questionnaire contained a variety of items that served as 

potential covariates within the study. Items tapping the emotional states of the 

respondents as well as the participants' viewing patterns and attitudes toward 

the theoretically important products were assessed, to help the researcher 

more accurately isolate the effects of the experimental manipulation. 

The data collected were then interpreted to see if specific advertisement 

formats encouraged schema processing, and the type of information 

processing was assessed. Therefore, findings helped illustrate the process by 

which new information was integrated into schemas. 
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CHAPTER THREE 

RESULTS 

Method of Analysis 

The two dependent variables (unaided brand recall, and cued brand 

recognition) were represented as binary variables; these nominal level data 

could be problematic in many forms of data analysis. Chi square statistics 

could be calculated for these variables of theoretical interest, however, the 

maximum likelihood logistic regression method of analysis provided a more 

powerful statistical test for such binary response variables (Hanushek & 

Jackson, 1977) and was adopted here. 

Specifically, the logistic regression procedure from the Statistical 

Package for the Social Sciences (SPSS) Statistical Data Analysis Reference 

Guide (1990) was used to handle the binary dependent variables. Conceptually, 

this procedure regressed a dichotomous dependent variable on a set of 

independent variables, and allowed for a variety of categorical and contrast 

variables to be entered into the model. Interactions terms could also be 

entered into and calculated through procedures in the model; interaction 

effects for brand attitude and commercial format were included in all logistic 

regression analyses. However, since none of the interaction effects were 

significant they were disregarded and removed from further discussion. 

This particular regression model produced likelihood ratio statistics and 

Wald statistics (the square of the parameter estimate/S.E.), both of which 

closely followed a chi-square distribution. The interpretation of the calculated 

statistics paralleled that for the ordinary least squares statistics, such that 

significance levels for the overall models and for the regression coefficients 

required low p-values. 
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The SPSS logistic regression algorithm automatically recoded 

independent variables in an effects code format (1,-1). This means that 

variables (i.e. commercial format) originally coded as (0,1) were recoded (1,-1) 

respectively. This was important with regard to the interpretation of the 

logistic regression coefficient. Thus, a negative sign on a significant 

coefficient increased the value of the dependent variables; a negative 

coefficient provided evidence of a positive relationship. 

Hypotheses Analysis 

The central factor for both hypotheses was if the experimental 

procedure produced systematic schematic effects that increased participants' 

recall and/or recognition. Two different product commercials were employed 

in the experimental design for replication purposes, and to see if the type of 

commercial affected recall and/or recognition. The interested effect was if 

one of the commercials was remembered; therefore, analysis was done on each 

commercial separately. 

Hypothesis one, which stated that recall of product brand will be 

significantly higher in the sample of participants who are exposed to the 

commercials emphasizing brand early on in their format, than the 

participants who view the commercials stating the product's brand name in 

the latter half of the commercials was tested for both the Target and the M v 

Cousin Vinnv commercials independently. Additionally, hypothesis two, 

which stated that individuals who see the brand name formatted commercials 

will have significantly higher levels of commercial information recognition 

than the individuals exposed to the commercials that do not state the brand 

name at the onset (states the brand name information in the latter part of the 

commercials) was also tested for both the Target and the Mv Cousin Vinnv 
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commercials independently. A Manova was computed for Target and M v 

Cousin Vinnv recognition and after obtaining significant results for both 

dependent variables, individual univariate analyses were computed in addition 

to logistic analyses. 

Unaided Brand Recall for Target. 

The results of the logistic regression in which brand recall for the 

Target commercial was regressed against commercial format, commercial 

placement, commercial order, and brand attitude (a summation of attitudinal 

factors pertaining to Target — e.g. favorable/unfavorable, good/bad) are 

reported in Table 1. The summed Target brand attitude category was created 

using a mean-split to examine significant effects from the regression 

analyses; scores less than or equal to 2.00 were pooled into the positive brand 

attitude category and scores greater than 4.00 defined the negative brand 

attitude category. 

The logistic regression preformed on Target recall employing the 

aforementioned variables indicted that commercial format (b.=-.2834, df=I, p<.10 

and commercial order (!>=-.3115, df=l, p<.10) were only moderately significant 

predictors of recall, where as commercial placement (b=-.3927, df=l, p<.05) was 

a stronger predictor of recall. Target brand attitude Q)=2.9870, df=l, p>.05) 

showed no relationship to recall. A mathematical interpretation of the logistic 

regression coefficients is that they represented the change in the log-odds of 

brand recall resulting from a one-unit change in the independent variable. 

However, a more convenient conceptual interpretation is to view them as 

relative changes in the probability of recall, where negative coefficients 

increased the probability of recall and positive coefficients decreased it. Thus, 

the negative coefficient for commercial format indicated that introducing the 
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brand name at the start of the commercial increased the probability of 

participants' recall of the brand name. Similarly, commercial order's and 

commercial placement's negative coefficients suggested that when the Target 

commercial was shown before Mv Cousin Vinnv. in the first commercial block, 

recall was enhanced. 

Table 1 
Logistic Regression of Unaided Brand Recall for Target on Commercial Format. 
Commercial Order. Commercial Placement, and Target Brand Attitude 

Variable i> (Relationship) Coefficient 

Commercial Format -.2834 2.5802 

Commercial Order -.3115 2.9951 

Commercial Placement -.3927* 4.7301 

Brand Attitude 2.9870 .0721 

NOTE: This model is calculated with df = 1, and S.E. = 1.7. Dependent variable = 
Target Recall: 0 = could not recall brand name, 1 = correctly recalled brand 
name; logistic algorithmic recoding produced values of (1,-1) respectively for 
recall variable. Number of observations = 169. However, due to missing values 
in some of the measured predictors, 10 observations were excluded from the 
analysis. This is equivalent to a total of 159 subjects. 
*p<.05, **p<.01, ***p<.001 

Unaided Brand Recall for Mv Cousin Vinnv. 

The results of the logistic regression in which the unaided brand recall 

for the Mv Cousin Vinnv commercial was regressed against commercial 

format, commercial placement, commercial order, My Cousin Vinnv brand 

attitude are reported in Table 2. 

The same mean-split technique employed for calculating the Target 

brand attitude category was employed for the category of Mv Cousin Vinnv 

brand attitude. Thus, scores less than or equal to 2.00 pooled into the positive 
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brand attitude category and scores greater than 4.00 pooled into the negative 

brand attitude category. 

Table 2 
Logistic Repression of Unaided Brand Recall for Mv Cousin Vinnv on 
Commercial Format. Commercial Order. Commercial Placement, and Mv Cousin 
Vinnv Brand Attitude 

Variable b ('Relationship') Coefficient 

Commercial Format .2638 1.7277 

Commercial Order .4800* 5.3532 

Commercial Placement -.0141 .0049 

Brand Attitude -2.8806 .0671 

NOTE: This model is calculated with df = 1, and S.E. = 1.7. Dependent variable = 
Vinny Recall: 0 = could not recall brand name, 1 = correctly recalled brand 
name; logistic algorithmic recoding produced values of (1,-1) respectively for 
recall variable. Number of observations = 169. However, due to missing values 
in some of the measured predictors, 22 observations were excluded from the 
analysis. This is equivalent to a total of 147 subjects. 
*p<.05, **p<.01, ***p<.001 

The logistic regression preformed on Mv Cousin Vinnv recall 

employing the aforementioned variables indicted that name commercial 

format (li=.2638, df=l, p>.05) did not have a significant negative impact on 

participants' ability to recall the commercial. Moreover, Mv Cousin Vinnv 

brand attitude (fc=-2.8806, df=l, p>.05) and commercial placement (b=-.0141, 

df=l, p>.05) did not significantly impact recall. Only commercial order 

(b.=.4800, df=l, p<.05) had a significant negative impact on recall, such that 

when the Mv Cousin Vinnv commercial appeared after the Target commercial 

recall of the movie preview was enhanced. 

Cued Target Recognition. 
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Two statistical procedures for Target recognition were calculated. First, 

the logistic regression of Target recognition was regressed against commercial 

format, commercial placement, commercial order, and Target brand attitude. 

For the logistic regression, recognition was computed by calculating the mean 

of the nine Target recognition items; values greater than 0.5 were coded as 

having obtained recognition, while values less than or equal to 0.5 were coded 

as not having obtained recognition (See Table 3). 

Table 3 
Logistic Regression of Cued Brand Recognition for Target on Commercial 

Format. Commercial Order. Commercial Placement, and Target Brand Attitude 

Variable 

Commercial Format 

Commercial Order 

Commercial Placement 

Brand Attitude 

b (Relationship1) 

-.7625*** 

-.0890 

.0732 

-3.0619 

Coefficient 

13.6948 

.1989 

.1344 

.0758 

Note: This model is calculated with df=l, and S.E.=1.7. Dependent variable = 
Target Recognition: 0 = could not recall brand name, 1 = correctly recalled 
brand name; logistic algorithmic recoding produced values of (1,-1) 
respectively for recognition variable. Number of observations =169. 
However, due to missing values in some of the measured predictors, 32 
observations were excluded from the analysis. This is equivalent to a total of 
137 subjects. 
*p<.05, **p<.01, ***p<.001 

The logistic regression preformed on Target recognition employing the 

previously stated variables indicted that name commercial format (h=-.7625, 

df=l, p<.001) had a significant impact on Target recognition. Thus, the 

negative coefficient indicated that introducing the brand name at the 

commercial's onset significantly increased the probability of participants' 

recognition of commercial information. Target brand attitude (fc=-3.0619, df=l, 
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p>.05), commercial order (1>=-.0890, df=l, p>.05), and commercial placement 

(h=.0732, df=l, p>.05) did not significantly impact Target recognition. 

Second, an Analysis of Variance (Anova) was calculated for Target 

recognition. The summation of the nine recognition items was calculated, and 

the results indicated the degree of total Tarpel recognition; then, the Target 

recognition Anova including commercial format, commercial order, and 

commercial placement variables was calculated (see Table 4). 

Table 4 
Anova for Target Recognition hv Commercial Format. Commercial Order, and 
Commercial Placement 

Source of Variation EE MS E 

Main Effects 

ComFormat 53.957 1 53.957 14.675*** 

ComPlace .020 1 .020 .006 

ComOrder 2.234 1 2.234 .608 

2-Way Interactions 

ComFormat ComPlace .191 1 .191 .052 

ComFormat ComOrder 26.565 1 26.565 7.225** 

ComOrder ComPlace 1.920 1 .1920 .522 

3-Way Interactions 

ComF ComO ComP 5.883 1 5.883 1.587 

*p<.05, **p<.01, ***p<.001 

Commercial format (F=14.675, df=l, pc.OOl) had the only significant main 

effect for Target recognition. The results from the logistic regression were 

corroborated by results from an Anova statistic on means. Both statistical 

procedures reported that having the brand name at the start of the 
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commercial significantly enhanced participants' recognition of brand name 

and commercial information. 

Cued Mv Cousin Vinnv Recognition. 

Similar to the Target recognition statistical procedures, two statistical 

procedures for Mv Cousin Vinnv recognition were calculated. First, the 

logistic regression of cued Mv Cousin Vinnv recognition was regressed against 

commercial format, commercial placement, commercial order, and Mv Cousin 

Vinnv brand attitude. For the logistic regression, the recognition dependent 

variable was computed by calculating the mean of the nine Mv Cousin Vinnv 

recognition items; values greater than 0.5 were coded as having obtained 

recognition, while values less than or equal to 0.5 were coded as not having 

obtained recognition. 

The logistic regression results indicated that commercial format (b= 

-.3662, df=l, p<.10) was the only variable to have a moderately significant 

impact on Mv Cousin Vinnv recognition. Mv Cousin Vinnv brand attitude 

(h.=3.9069, df=l, p>.05), commercial placement (fc=.0638, df=l, p>.05), and 

commercial order (h=-.1868, df=l, p>.05) did not significantly impact Mv Cousin 

Vinnv recognition (see Table 5). Therefore, the name brand appearing at the 

start of the commercial positively enhanced recognition of the brand name 

and commercial information more than any other variable's impact. 

Table 5 
Logistic Repression of Cued Brand Recognition for Mv Cousin Vinnv on 
Commercial Format. Commercial Order. Commercial Placement, and 
Mv Cousin Vinnv Brand Attitude 

Variable h (Relationship') Coefficient 
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Commercial Format -.3662 3.1692* 

Commercial Order -.1868 .8453 

Commercial Placement .0638 .0963 

Brand Attitude 3.9069 .1234 

Note: This model is calculated with df=l, and S.E.=1.7. Dependent variable = 
Vinny Recognition: 0 = could not recall brand name, 1 = correctly recalled 
brand name; logistic algorithmic recoding produced values of (1,-1) 
respectively for recognition variable. Number of observations = 169. 
However, due to missing values in some of the measured predictors, 38 
observations were excluded from the analysis. This is equivalent to a total of 
131 subjects. 
*p<.05, **p<.01, ***p<.001 

Second, an Anova was calculated for Mv Cousin Vinny recognition. The 

summation of the nine recognition items was calculated, and the results 

indicated the degree of total Mv Cousin Vinnv recognition. Subsequently, the 

univariate analysis of variance for Mv Cousin Vinnv recognition inclusive of 

commercial format, commercial order, and commercial placement was 

calculated. The only significant finding from the Anova was a main effect for 

commercial format (F=10.852, df=l, pc.OOl) (see Table 6); thus, commercial 

format positively influenced recognition such that statement of a product's 

brand name at the onset of a commercial enhanced recognition. Therefore, 

results from the logistic regression were corroborated by results from the 

Anova statistic. 

Table 6 
Anova for Mv Cousin Vinnv Recognition bv Commercial Format. Commercial 
Order, and Commercial Placement 

Source of Variation SS DE MS E 

Main Effects 



ComFormat 25.955 

ComPlace 1.601 

ComOrder 3.823 

2-Way Interactions 

ComFormat ComPlace .146 

ComFormat ComOrder .195 

ComOrder ComPlace .002 

3-Way Interactions 

ComF ComO ComP .236 

41 

1 20.795 4.515** 

1 1.601 .836 

1 3.823 1.995 

1 .146 .076 

1 .195 .102 

1 .002 .001 

1 .236 .123 

Note: *p<.05, **p<.01, ***p<.001 
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CHAPTER FOUR 

DISCUSSION 

Interpretation of Results 

Hypothesis one, which predicted that the commercial format which 

introduced the brand name at the onset of the commercial would produce 

higher levels of recall than commercials formatted differently was only 

partially supported. The Mv Cousin Vinnv recall logistic regression provided 

nonsignificant results suggesting that commercial format does not readily 

influence recall. Additionally, the Tarpet recall logistic regression provided 

only moderately significant results for the impact of commercial format on 

recall. Thus, although the impact of commercial format on recall was in the 

hypothesized direction, only a slight trend emerged showing that commercial 

format impacted recall of commercial brand information. 

The results for this hypothesis indicate, aside from ensuring exposure to 

television commercials, that marketers and advertisers need to be aware of 

elements other than just commercial format in designing commercials that 

may enhance schematic processing and subsequently lead to consumers' recall 

of the desired brand. It should be kept in mind, however, that recall of a brand 

name may not be the primary outcome desired by advertisers; product 

recognition and eventual consumption are of utmost import to marketers 

(Kotler, 1990). 

Hypothesis two, which predicted that the commercial format which 

contained name brand information at the commercial's onset would increase 

brand name recognition and commercial information, was supported; 

commercial format produced a main effect for recognition. The Target 

recognition logistic regression and Anova both provided strong support for 
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the impact of commercial format on recognition. Additionally, Mv Cousin 

Vinny recognition logistic regression and Anova results generally supported 

this hypothesis. Thus, commercials that stated the brand name near the onset 

produced the best recognition. Having previously stated the benefits of 

consumers' brand recognition (Kotler, 1990), the support of this hypothesis 

was conceptually and pragmatically significant. Recognizing that 

commercials which contain brand name information early on in their format 

increased recognition of the brand name and commercial information was 

beneficial for theoretical and practical purposes. This result helped to 

increase understanding within the research field of information processing 

and suggested to advertisers a potential benefit of systematically creating 

commercial formats to increase the ease to which new information fits into 

memory and subsequently enhances product recognition. 

The disparity in effects for recall and recognition need further 

explanation. The outcomes between commercial format/recall and commercial 

format/recognition relationships were both in the hypothesized direction, 

although the effect on recall was not as apparent as the effect on recognition. 

These results, however, coincide with past research indicating that 

recognition measures are more sensitive than recall measures (Cullingford, 

1984; Donohue, Henke, & Donohue, 1980; Krugman, 1977; Macklin, 1983). 

Therefore, information stored in memory should be more easily accessed 

through recognition measures than recall measures. 

Specifically, recall and recognition are two conceptually distinct 

processes. On one hand, recall does not provide external memory cues to 

trigger information stored in memory, thus individuals have to generate their 

own information. This process is voluntary and involves elements of both 
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search and decision. On the other hand, recognition involves external 

memory cues for individuals, and therefore, the individuals are assisted and 

potentially cued by the external cues. Recognition is not inherently 

voluntary and the process only involves the element of decision. Therefore, 

individuals recognize information for a more extended period of time than 

they recall the information. Consequently, recognition measures should 

provide stronger effects than recall measures (Keller, 1987) when they are 

applied to the methodological procedures for tapping commercial format 

effects. 

Marketing researchers (e.g. Krugman, 1977), coinciding with political 

communication researchers (e.g. Bradburn & Sudman, 1989) suggest that 

brand name recognition is more important than recall and is a more accurate 

measure for testing advertising effects; consumers (and voters) are typically 

given a number of choices or options from which to choose, and these 

individuals rarely have to use free recall when faced with consumer choices. 

In actuality, marketers may not desire consumers' ability to remember more 

than the brand name of a product/politician; the marketing goal may be brand 

name recognition and not recall of either a brand name or content of an 

advertisement. Thus, the recognition effects found in this investigation are of 

utmost theoretical import. 

The analysis of the one within subjects manipulation (the inclusion of 

both a service/movie commercial and a discount store commercial) with 

regards to the effects of commercial format on recall and recognition provided 

further explanatory power to this investigation. Comparing the recall and 

recognition results (e.g. recognition Manova) across the two commercial types 

Target consistently provided stronger results than Mv Cousin Vinnv. This 
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suggests that product type served as a moderating variable to brand schema 

accessibility. Thus, the type of product/service advertised influenced the 

subsequent processing of brand information; discount/retail store 

commercials seemed to have a greater impact on influencing recall and 

recognition than service/entertainment commercials. 

The fact that commercials which contained name brand information at 

the onset led to increased brand name and commercial information 

recognition is relevant to both communication theorists and pragmatic 

marketers. Theoretically, additional insight is gained into the fields of social 

influence, and information processing and retrieval. Moreover, marketers 

have an increased understanding as to what type of commercial format(s) 

enhance consumer recognition and potential product consumption. 

Clarifying the theoretical and pragmatic distinctions between commercial 

type/recall and commercial type/recognition links, however, may be better 

explained and investigated in future research. 

Experimental Nature of Investigation 

For the purpose of insuring the external validity of this investigation, 

the researcher decided, apriori, to incorporate actual television commercials 

within the experimental manipulation. Therefore, all of the commercials 

within the stimulus were advertisements that had previously appeared on 

television. By incorporating actual television commercials into the stimulus 

the researcher ensured that the participants believed that the commercials 

were actual advertisements and they would not be skeptical of the stimulus 

(Janiszewski, 1988). One downfall to this experimental decision, however, was 

that the content of the commercials varied across experimental groups. Thus, 
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the verbal and visual content of the commercials, and placement of the brand 

name changed concomitantly across commercial types. 

At expense of increasing external validity, an outcome of incorporating 

different Target and Mv Cousin Vinnv commercials into the experimental 

design resulted in a partial loss of internal validity (Keppel, 1991); information 

other than just the placement of the brand name was manipulated. By holding 

the executional cues constant, more isolated effects could have been 

determined. Maclnnis, Moorman and Jaworski (1991) stated that executional 

cues consist of the production elements within advertisements (e.g. plot lines, 

visual zooms, cuts, fading, flashbacks, slow motion). However, in this 

investigation the researcher thought it essential to optimize external validity 

in order to maximize generalizibility. 

Directions for Future Research 

By design, the parameters of this investigation were limited to the 

examination of commercial format on recall and recognition via schema 

theory (Bartlett, 1932). There is a paucity of other variables, however, that 

may have influenced recall and recognition concomitantly. Additionally, a 

variety of components within the experimental design of the study could have 

been established. Thus the researcher has suggested four directions for future 

research. 

First, this investigation only considered one dimension of advertising 

effectiveness: the cognitive dimension. This dimension consisted of a variety 

of variables including attention, awareness, exposure, recognition, 

comprehension, and recall (Wimmer & Dominick, 1991). Wimmer & Dominick 

stated that there are, however, two other important dimensions: the affective 

and conative dimensions. The affective dimension considers consumers' 
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attitudes toward a particular product, and attitude change following 

advertisement exposure inclusive of altitude toward ad and att toward brand 

(Mitchell. 1986; Mitchell & Olson, 1981). The conative dimension deals with 

actual consumer behavior; this is often considered the most pertinent of all 

dependent variables since this is the outcome that advertising and marketing 

firms want (Kotler, 1990). These alternative dimensions should receive 

research attention in future investigations. 

Second, a conceptual distinction between the types of schemas, and the 

possible hierarchical nature of schemas should be examined. Anderson (1985) 

suggests that similar to the concept of the hierarchy of categories, a 

hierarchy of schemas also exist. Brand schemas consist of information that 

pertain specifically to: (a) name brand products, (b) general knowledge about 

brands, and (c) the attributes which are associated with the brands. Product 

class schemata contain more general information pertaining to a variety of 

brands within a general product class and withhold specific brand name 

information. General usage schemas are more abstract and contain even more 

general classificatory information that is not brand or product class specific. 

Thus, Anderson's argument would hold that brand schemas, product class 

schemas, and general usage schemas increase in abstractness respectively. 

A conceptual argument that has been posited is that more specific 

information is stored in more concrete schemata (Rumelhart, 1984). 

Refinement of conceptual, methodological and analytical considerations 

pertaining to schemas, however, should occur. Future experimental research 

should try to further explicate this hierarchical relationship of schemas and 

should try to isolate the effects of this hierarchy on information recall and 

recognition. 
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Third, further research is required in order to determine whether the 

variation in commercial content affected the effect of commercial format on 

recall and recognition. By holding the executional cues within the 

commercial constant, the experiment's internal validity would be increased 

(Carmines & Zeller, 1979). Thus, by keeping a commercial's content constant 

between experimental groups and solely manipulating the placement of the 

brand name in a commercial format, the researcher could isolate the effects of 

the manipulation. The obtained results would be attributed to the placement of 

the name brand in the commercial and not influenced by variations in the 

commercial content. Thus, future research designs should block on 

commercial content. 

Finally, additional insight might be gained from future research that 

incorporates attitude and behavioral intention into the application of 

communication theory. Research questions including: (a) Will schema 

activation affect product attitude? (b) Will schema activation affect intent to • 

purchase? and (c) How will advertisements that target brand schemas affect 

the percentage of recall? should try to bridge the attitude, behavioral 

intention, and communication theory gap. 

Summary 

Schema theory (e.g. Bartlett) has received little attention within the 

marketing field. This study provided an integration of schema theory into the 

advertising/consumer behavior field. More specifically, it explored the 

relationship between schema activation during exposure to television 

advertisements and subsequent memory of name brand and commercial 
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information. This investigation began with explicating the theoretical 

underpinnings of the schema concept, and attempted to explicate the 

theoretical processes of how schema theory operates in the marketing field. A 

conceptual theory was developed and hypotheses were forwarded to test the 

effects of information processing, through the use of schemas, on 

advertisement processing. And a 2 x 2 x 2 posttest only control group, factorial 

design was employed to provide empirical support for the theoretical 

framework. 

The investigation hypothesized that commercial format would 

influence recall and recognition. Commercials designed to state the name 

brand at the onset of the commercial were hypothesized to enhance both 

recall and recognition. The study's results indicated that commercial format 

did not readily influence recall, but significantly enhanced recognition. The 

findings allowed for an increased understanding of how schemas impact 

memory by showing that schemas1 generic content and information help new 

information fit more readily into memory. Additionally, this investigation 

provided insight into how communication messages could be designed to 

influence strategically individuals and their information processing skills. It 

has previously been determined that recognition is the factor of utmost import 

to marketers (Krugman, 1977). Consequently, this study's findings provide 

support for the enhancement of recognition via schematic processing. While 

this investigation did not provide the panacea for understanding information 

processing and memory, it did provide knowledge into the phenomena and 

offered insight for future research agendas. 
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Appendix 

STUDENT I.D. NUMBER: 

(1 -9 )  

TELEVISION VIEWING STUDY 

On the lines below, briefly describe what you felt were the strongest social 

networks in the "Cheers" program you watched (explain what you thought the 

strongest relationships were like). 
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STUDENT l.D. NUMBER: 
(1-9) 

TELEVISION VIEWING STUDY 

In the program you just finished watching, there were several commercials. 
Please write down the brand names (i.e. product names, store names, types of 
services, etc.) for as many commercials as you can remember on the lines 
below. If you can't remember the brand name, then write down the type of 
product that was advertised. Don't worry about the order; just write down as 
many as you can remember. 

1 (10-11) 

2 (12-13) 

3 (14-15) 

4 (16-17) 

5 (18-19) 

6 (20-21) 

7 (22-23) 

8 (24-25) 
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STUDENT I.D. NUMBER: 
(1-9) 

TELEVISION VIEWING STUDY 

In the program that you just finished watching, there were several 
commercials for a variety of products. From the list below, please check each 
product you remember seeing and each brand you remember seeing 

PRODUCTS 

(CHECK ALL THAT YOU REMEMBER SEEING) 

Automobiles (10) 

Clothing (11) 

Fast Food Restaurants (12) 

Furniture (13) 

Movie Review (14) 

Detergent (15) 

Airlines (16) 

Computers (17) 

Grocery Stores (18) 

Cruiselines (19) 

Discount/Retail Store (20) 

Coffee (21) 

Previews for tv programs (22) 



Nissan. 

CHEACK ALL THE BRANDS YOU REMEMBER SEEING 

Gant Shirts. 

Hathaway Shirts 

Arrow Shirts. 

Mc Donalds_ 

R. B. Furniture. 

My Cousin Vinny 

Cheer Detergent 

Delta 

Apple Computer 

Fry's 

Princess Cruises 

K MarL 

Taster's Choice. 

Matlock 

Mazda 

K. F. a 

Water Bed City_ 

Far and Away_ 

Whisk Detergent. 

American West. 

Tandy Computer.. 

Smith's. 

Carnival Cruises. 

Target. 

Maxwell House 

Murder She Wrote. 

Toyota 

Long John Silvers_ 

Big Sur Waterbed_ 

Shadows and Fog 

Tide Detergent. 

United. 

IBM Computer. 

ABCo 

Holland America. 

Wallmart. 

Folger's. 

Perry Mason. 



STUDENT I.D. NUMBER. 

Commercial Information Recognition Questionnaire 

Please answer the following questions pertaining to two specific commercials 
you just viewed: 

MY COUSIN VINNY 
1. According to the commercial, the story line of this movie is: 

a. about a judge. d. about a doctor. 
b. about a lawyer. e. about a runaway. 
c. about a small town shop keeper. 

2. This movie is classified as a(n): 
a. sci fi b. drama 
c. documentary e. comedy 
d. adventure 

3. The movie is rated as: 
a. rated G d. rated R. 
b. rated PG e. not rated 
c. rated PG13 

4. Within the commercial, how many critics praised the movie? 
a. not praised by the critics d. three 
b. one e. four 
b. two 

5. What company produced this movie? 
a. Paramount d. Walt Disney Productions 
b. Metro Golden Mayer e. Stalloine Enterprises 
c. 20th Century Fox 

6. The number of times the commercial's audio track mentioned the movie's 
title: 

a. zero d. three 
b. one e. four 
c. two 

7. The number of times the commercial's video track showed the movie's title: 
a. zero d. three 
b. one e. four 
c. two 
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TARGET: 

1. How many actors were present within the commercial? 
a. one d. four 
b. two e. many (10+) 
c. three 

2. The type of actors present within the commercial consisted of: 
a. children d. all of the above 
b. elderly e. both a and b 
c. handicapped 

3. The commercial's theme was: 
a. red right on target d. fourth of July (red, white and blue) 
b. target's red hot e. target; the hot spot 
c. the one stop shopping spot 

4. The number of times the word "red" was mentioned during the commercial: 
a. 2 d. 23 
b. 8 e. 30 
c. 17 

5. The types of "red" products mentioned in the commercial: 
a. socks, shoes, pillows d. both a and c 
b. walls, cars, bowling balls e. a, b, and c 
c. lips, stars, fingertips 

6. The number of times that the Target name was mentioned in the audio 
track: 

a. one d. four 
b. two e. many (10+) 
c. three 

7. The number of times that the Target name appeared on the video track: 
a. one d. four 
b. two e. many (10+) 
c. three 
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TARGET: 

1. How many actors were present within the commercial? 
a. one d. four 
b. two e. many (10+) 
c. three 

2. The predominant actor in the commercial: 
a. Penny Marshall d. Suzanne Summers 
b. Sherry Louise e. Cheryl Tiggs 
c. Rosanne Barr 

3. The holiday that the commercial was promoting: 
a. Christmas d. Thanksgiving 
b. fourth of July e. no holiday 
c. Easter 

4. The toy promoted within the commercial: 
a. reindeer d. lamb 
b. chick e. eagle 
c. bunny 

5. The number of sizes the toy is available in: 
a. one d. four 
b. two e. five 
c. three 

6. The number of times that the Target name was mentioned in the audio 
track? 

a. one d. four 
b. two e. many (10+) 
c. three 

7. The number of times that the Target name appeared on the video track: 
a. one d. four 
b. two e. many (10+) 
c. three 
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STUDENT I.D. NUMBER. 

Television Usage Questionnaire 

While watching "Cheers" I fell: 

stimulated 1 2 3 4 5 6 relaxed (1) 
unhappy 1 2 3 4 5 6 happy (2) 
calm 1 2 3 4 5 6 excited (3) 
satisfied 1 2 3 4 5 6 unsatisfied (4) 
sleepy 1 2 3 4 5 6 wide-awake (5) 
free 1 2 3 4 5 6 restricted (6) 
annoyed 1 2 3 4 5 6 pleased (7) 
frenzied 1 2 3 4 5 6 sluggish (8) 
attentive 1 2 3 4 5 6 bored (9) 
emotional 1 2 3 4 5 6 unemotional (10) 

This particular "Cheers" struck me as funny overall: 
strongly agree 1 2 3 4 5 6 ' strongly disagree (11) 

hours per day (12). 
Please circle the appropriate response. 
On average, when I watch television, I watch it for _ 
1/2 hour 1 hour 2 -4 hours 4-8 hours 8 + hours 

Do you ever do other things while you are watching a television program? 
always 1 2 3 4 5 6 7 never (13) 

Do you ever do other things during the commercial breaks? 
always 1 2 3 4 5 6 7 

Do you pay attention to television programs? 
always 1 2 3 4 5 6 7 

Do you pay attention to television commercials? 
always 1 2 3 4 5 6 7 

What is your attitude toward television commercials? 
favorable 12 3 4 5 6 7 

good 1 2 3 4 5 6 7 
pleasant 1 2 3 4 5 6 7 

very likable 1 2 3 4 5 6 7 

never (14) 

never (15) 

never (16) 

unfavorable (17) 
bad (18) 
unpleasant (19) 
not very likable (20) 

Please indicate how strongly you feel about your attitude 
commercials: 

not strongly 1 2 3 4 5 6 7 

toward television 

very strongly (21) 
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Please indicate your attitudes about the following: 
What is your attitude toward discount/retail stores? 

favorable 1 2 3 4 5 6 7 unfavorable (22) 
good 1 2 3 4 5 6 7 bad (23) 

pleasant 1 2 3 4 5 6 7 unpleasant (24) 
very likable 1 2 3 4 5 6 7 not very likable (25) 

What is your attitude toward Target discount/retail stores? 
favorable 1 2 3 4 5 6 7 unfavorable (26) 

good 1 2 3 4 5 6 7 bad (27) 
pleasant 1 2 3 4 5 6 7 unpleasant (28) 

very likable 1 2 3 4 5 6 7 not very likable (29) 

What is your attitude toward the movie industry? 
favorable 1 2 3 4 5 6 7 unfavorable (30) 

good 1 2 3 4 5 6 7 bad (31) 
pleasant 1 2 3 4 5 6 7 unpleasant (32) 

very likable 1 2 3 4 5 6 7 not very likable (33) 

What is your attitude toward the movie Mv Cousin Vinnv? 
favorable 1 2 3 4 5 6 7 unfavorable (34) 

good 1 2 3 4 5 6 7 bad (35) 
pleasant 1 2 3 4 5 6 7 unpleasant (36) 

very likable 1 2 3 4 5 6 7 not very likable (37) 

Sex: Male Female (38) 

Ape: under 18 18-24 25+ (39) 

THANK YOU FOR YOUR PARTICIPATION! 
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