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I N T R O D U C T I O N

A mass media effect is a change in an outcome
within a person or social entity that is due to
mass media influence following exposure to a

mass media message or series of messages
(Potter, 2011).

Media effects, then, could be defined as the impact that a
media message has on an individual: ‘What do the media do
to the individuals?’.
 
Throughout mass communication research history, many
media effects have been discovered and studied, leading to
the creation of different theories. On this project, however, we
are focusing our attention in two of them: priming and
framing.

Priming and framing are media effects. Thus, it is essential to
know, in the first place, what is a media effect:
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P R I M I N G
This effect states that the exposure to one stimulus influences the response to a subsequent stimulus.

This happens because all the previous words mentioned in each list constitute a series of stimuli that
leads our response in one direction or another when we face the last stimulus (completing the word). If
you do not see both lists together, and you are asked to give a response to one of them, you will
probably answer automatically, without thinking about the cause of your response. This is because
priming effect uses subconscious associations made in our minds. Therefore, there are a lot of
situations in which priming effect has an influence unnoticeable to the subject.

E.g. Which word beginning with GR would come first to your mind to complete each of
the following lists?

Probably, you would complete the first list with GREEN,  while the second one with
GRAPE. This is due to the priming effect. The first list primes you for colors, so GREEN is
most likely to be the first solution you think of. The second list primes you for fruits, so

it is more probable that GRAPE comes first to your mind.

It is also important to mention that there are different types of priming, so this relationship between
the stimulus and the response can come from different facts: semantic priming, repetition priming,
visual priming, conceptual priming, etc.
 
In terms of media, this effect can be explained in the following way: people being exposed (directly or
indirectly) to some media content can influence their responses to other topics related to that content.
Thus, the amount of time and space that media dedicate to an issue make the exposed audience more
receptive and alert to particular themes.

E.g. Watching the news, you hear two terrorist attacks have taken place in two different
concerts this weekend in France (stimulus 1). An hour later, your best friend invites you
to go to see a fireworks castle display next weekend in Paris (stimulus 2). What would
your response be? Would you think about not going there because of what you have

heard on the news? This is what priming effect refers to.
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P R I M I N G
In the advertising world the priming effect is really important as well. This effect is, for example, one
of the bases of branding. How are brands created and constructed? They want to be understood and
recognized by the target they are addressing to. So, they take as a basis previous mental associations
we have to create its brand identity and its brand personality.

E.g. If a brand wants to transmit values such as seriousness and serenity, which would
be an appropriate color for its logo? Probably blue, because we tend to associate the
blue color with the values aforementioned. So, our response to its logo (stimulus 2)

thinking that it is a serious brand would be influenced by our own previous meaning of
the blue color (stimulus 1). This does not only happen with the colors, it is also

applicable to the shapes, their names, their slogans, etc

However, an important point to take into account is that the priming effect is deeply influenced by
culture. The last example could be applicable to an occidental culture, but the meanings around blue
color can be very different in another culture. That’s why many brands adapt their identities or
communication to each different culture they are in contact with.

E.g. Kellogg’s example of brand changes:

But this is not the only sense in which the priming effect concerns advertising. This effect has also
proved to be a relevant influence factor to individuals’ behavior. Actually, this is the point that
interests us the most in this project.
 
The method that is usually used to prove that is the experimental one. 
 
The following example is one of the most popular experiments on priming effect, perfect to
understand how to apply the experimental method to this effect.

E X P E R I M E N T :  S T E R E O T Y P E S  A N D  A C T I O N

This experiment was conducted in New York University in 1996 by the researchers Bargh, Chen and
Burrows and was one of the first experiments which demonstrated the influence of priming on
people’s conducts.



There were two groups of 30 undergraduate students, the experimental and the control one. The
experimental one was given a series of words associated with the elderly: as ‘grey’, ‘wrinkle’, ‘bald’
or ‘Florida’ (as this state is a popular destination for American jubilees). The other one was given a
series of random words, with no existing link between them. The experiment was first carried out
by one group and then by the other one. Both were asked to write 4 grammatically-correct
sentences based on the provided words. When they finished, they were requested to leave the
room where they were and walk through the corridor to another room to fill a form. What really
interested the researchers was the walk to the second room.

The results demonstrated that the group exposed to the words related to the elderly walked more
slowly than the other group. Thus, their previous exposure to stimuli related to the elderly affected
their behavior slowing down their walking speed. This influence of priming in behavior is well-
known as ‘Florida effect’, in honor of this experiment.

P R I M I N G
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Experiment

To assess whether the exposure to a series of words (stereotypically constructed or not) could
prime the subjects and change their walking speed.

The exposure to a series of words associated with the elderly would slow down the walking speed
of the participants compared to the ones exposed to a series of words randomly selected. So, the
variables used in this experiment were:

Independent variable: series of words
Dependent variable: walking speed

Bargh, J. A., Chen, M., & Burrows, L. (1996). Automaticity of social behavior: Direct effects of trait construct and stereotype activation on action. Journal of
personality and social psychology, 71(2), 230.

This general example provides really useful information about how priming can influence our conduct,
as we tend to think of experiments as something happening in a room and not about measuring actions
such as walking. Moreover, it is a relevant example as this method can be applicable to advertising and
consumer behavior too. But it is necessary to point out that when we are talking about consumer
behavior this does not only mean purchasing intention, priming effect in advertising can affect our
daily life habits, tastes or interests, for instance.

E.g. Imagine that you are in your neighbour’s house. You live on the third floor and she
lives on the first floor. You’re friends having a coffee together. You are watching TV

while talking and an advertising break starts. Two of the commercials which appear in
this period are: Nike (Find your greatness) and Adidas (Break free). After a while, it’s

time to return to your home. When you leave her house, you face a simple decision: will
you walk up the stairs or use the elevator? As priming effect states, being exposed to

these commercials (stimuli 1), which motivate you to practice sport, can have an impact
on our response to the subsequent stimulus: facing the stairs and the elevator as

possible options to go up.

main goal

hypothesis

RESULTS
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P R I M I N G
Actually, in the case of these advertisements, the main intention of the messages is to increase the
motivation to do sport, rather than increasing the sales of their products (which is a goal too, but
probably a secondary one). So, as you can see in all the aforementioned examples, when we refer
priming we talk about an effect that takes places in a short-term period, as a change in behavior in a
long-term period could be due to many other effects.
 
Apart from having a short-term effect, there are some cases in which priming can seem noticeable or
perceived by the subject who is experiencing it. But in the vast majority, priming effect is more subtle
and unconscious. Mainly, these examples are the ones that can be found in professional experimental
researches, as the “Florida effect” explained before. Thus, you will find below a series of researches
which show different ways in which priming effect can be applied to advertising, considering the
chosen method in each case.

First and second studies are especially interesting for us, as they show how priming can affect
consumer behavior and more concretely purchasing intention. The other one is interesting to see how
priming can influence our perceptions of a product.

M U S I C  A N D  W I N E  1

P R I M I N G :  E X P E R I M E N T S

In 1993, Areni & Kim conducted an experiment in a downtown restaurant which featured a wine cellar
in a large southeastern city in the US.

Assess whether playing different background music (classical compared to Top-40 one) could
affect consumer behavior related to wine consumption.

Playing classical music in the background will increase the amount of merchandise purchased in
the store relative to playing other genres of music in the background. The basis for this thought
was the stereotype that people hold concerning classical music, meaning that it should prime
thoughts of sophistication and affluence over other types of music.

Independent variable: typology of background music (classical versus
Top-40 one)
Dependent variable: amount of wine purchased

main goal

hypothesis

Over a six-week period, the background music was varied in the wine cellar. All the observations
were made on successive Fridays and Saturdays from 18.00 to 23.00. One type of music was
assigned to one of the days according to the preferences of the manager and the other one was
played in the other day. During all the period, both types of music were counterbalanced.

Experiment
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P R I M I N G :  E X P E R I M E N T S

So, subjects were exposed to two experimental conditions: listening to either classical background
music or Top-40 one. In this case, the experiment was carried out through direct observation in the
field (the wine cellar), so there was no subject assignment to each condition. That depended on
the day of the week they entered the wine cellar and the background music that was being played
that day. Moreover, no data were collected if there was an special event happening one day (to
avoid biases in the results) that could increase the wine demand.

To assess the results they used the statistical method ANOVA, which finally indicated that the
classical music primed shoppers to spend more money. In addition, the results suggested that
rather than increasing the amount of wine purchased, customers selected more expensive wines
when classical music was played in the background.

Experiment

RESULTS

M U S I C  A N D  W I N E  1

Areni, C. & Kim, D. (1993). The Influence of Background Music on Shopping Behavior: Classical Versus Top-Forty Music in a Wine Store. NA - Advances in Consumer
Research. 20, eds. Leigh McAlister and Michael L. Rothschild, Provo, UT : Association for Consumer Research. 336-340.

M U S I C  A N D  W I N E  2

In 1999, North et al. carried out a similar experiment in a grocery store.

To discover the extent to which stereotypically French and German music could influence
supermarket customers' selections of French and German wines.

Music with strong national associations should activate related knowledge and be linked with
customers buying wine from the respective country.

Independent variable: music with strong national associations (either
French or German)
Dependent variable: consumer’s wine purchase

main goal

hypothesis

During a two-week period, French and German music was played on alternate days in the store,
concretely in the in-store display of French and German wines. So, subjects were exposed to two
experimental conditions: listening to French or to German music. As in the previous experiment,
there was no subject assignment to each of the conditions. Purchasers did not know that the music
they were hearing was French or German, but the use of accordions (French) or an oompah band
(German) primed this sense of  ‘Frenchness’ or ‘Germanness’.

Experiment
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P R I M I N G :  E X P E R I M E N T S

The amount of French wine versus German wine sold was measured. The results stated that French
music led to French wines outselling German by five bottles to one, whereas German music led to
the opposite effect on sales of French wine by two bottles to one. Although it seems that French
music was more effective than German one, it is important to specify that French wine has a great
standing, much more notorious than German wine. So, just for the fact of German outselling the
French one, the experiment demonstrated the power of priming effect. Moreover, after their
shopping, the wine purchasers were asked to fill out a brief questionnaire. The results of their
answers demonstrated customers’ unawareness of the effects of music on their wine choice.

RESULTS

M U S I C  A N D  W I N E  2

North, A. C., Hargreaves, D. J., & McKendrick, J. (1999). The influence of in-store music on wine selections. Journal of Applied psychology, 84(2), 271.

M U S I C  A N D  W I N E  3

In 2012, the british researcher North carried out another experiment related to music and wine with
the previous knowledge that the ability of music to prime some aspects of our knowledge has
implications for our attitudes and behaviors.

To assess whether the thoughts primed by music could influence what people actually perceive via
another of the senses, in this case taste.

The typology of background music playing should influence the perceptions on wine taste.

Independent variable: typology of background music (including no
music condition)
Dependent variable: subject’s perceptions on wine taste

main goal

hypothesis

250 subjects took part in the experiment, who were recruited on a university campus and offered a
free glass of wine if they answered a few questions about its taste. Participants were given a 4125
ml glass of either red wine (cabernet sauvignon) or white wine (chardonnay) and taken to one of
five rooms in which to drink it. They were asked to finish the complete glass in around five
minutes and to not talk with any other people in the room. Each of the five rooms featured one of
the four types of music (or no music) that played non-stop:
 

Carmina Burana – Orff Subtle: typed as powerful and heavy
Waltz of the Flowers (from The Nutcracker) – Tchaikovsky: typed as subtle and refined
Just Can’t Get Enough – Nouvelle Vague: typed as zingy (means spicy) and refreshing

Slow Breakdown – Michael Brook: typed as mellow and soft

Experiment



experiment

M U S I C  A N D  W I N E  3

THEORETICAL FRAMEWORKPROJECT CLABROOM //

P R I M I N G :  E X P E R I M E N T S

As you can see, in the experiment there was an experimental and a control condition: being
exposed either to any of the four typologies of music mentioned before or to no background
music. The experimental design assigned 25 people (12 males, 13 females or vice versa) to each
type of wine in conjunction with each type of music. A summary of the subject assignment is
shown below:

When they finished the glass, they were asked to rate from 0 to 10 the wine taste in the four
dimensions aforementioned (a rating of 0 meant ‘The wine definitely does not have these
characteristics’ and a rating of 10 meant ‘The wine definitely does have this characteristics’).

results

Ratings of white wine as powerful and heavy were 32% higher in the first dimension than in the
‘white wine - no music’ condition.
Ratings of white wine as subtle and refined were 31% higher in the second dimension than in
the ‘white wine - no music’ condition.
Ratings of white wine as zingy and refreshing were 40% higher in the third dimension than in
the ‘white wine - no music’ condition.
Ratings of white wine as mellow and soft were 26% higher in the fourth dimension than in the
‘white wine - no music’ condition.
Ratings of red wine as powerful and heavy were 60% higher in the first dimension than in the
‘red wine - no music’ condition.
Ratings of red wine as subtle and refined were 41% higher in the second dimension than in the
‘red wine - no music’ condition.
Ratings of red wine as zingy and refreshing were 43% higher in the third dimension than in the
‘red wine - no music’ condition.
Ratings of red wine as mellow and soft were 25% higher in the fourth dimension than in the
‘red wine - no music’ condition.

Both categories from the control condition (‘white wine - no music’ and ‘red wine - no music’) were
compared to the four experimental music categories for each type of wine and the results were the
following ones:
 



results

M U S I C  A N D  W I N E  3
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P R I M I N G :  E X P E R I M E N T S

In each case, the differences between the music and ‘no music’ conditions were statistically
significant (p < 0.05 or better), which means that the results accurately achieved to demonstrate
that music had a clear influence on the taste of wine perceived by the subjects.

North, A. C. (2012). The effect of background music on the taste of wine. British Journal of Psychology, 103(3), 293-301.

I N C I D E N T A L  A D  E X P O S U R E  E F F E C T S  O N  B R A N D  C O N S I D E R A T I O N

This kind of experiment is especially interesting for us because it examines incidental exposure and its
possible effects. But first of all, what is incidental exposure? This type of exposure to a stimulus
implies that minimal attention is paid to this stimulus because more important information from
another stimulus is being processed simultaneously. Thus, incidental ad exposure becomes a relevant
topic to examine as it happens a lot on our daily lives. How many times do people do other activities
while being exposed to commercials? We could state that the great majority of exposure to
advertisements is incidental. And here is the interesting point: many researches have demonstrated
that incidental exposure has an impact on the subject experiencing it, but this effect is limited. Why?
Because incidental exposure entails that subjects focus their attention on the primary information
while only limited attentional resources are being used to process the secondary one, which implies
that the secondary information cannot be explicitly recognized. However, this information has still an
effect on the subjects. Previous studies have concluded that incidental exposure to commercials can
affect the subsequent judgements of topics related to the commercials and the consumer’s liking for
the brands and products advertised, despite being unable to remember having previously seen the
advertisements.
 
Shapiro, Macinnis & Heckler carried out a research in 1997 to study further effects of incidental ad
exposure.

Determine whether incidental exposure to an ad could affect the possibility that the product
depicted in the ad would be included in the consideration set of the subject. A consideration set
could be defined as the ensemble of brands or products that a consumer considers to purchase to
satisfy a purchase goal. They decided to center the study in products and not brands because the
renown of some brands could influence the proneness to first consider some brands to others.

Incidental ad exposure would increase the likelihood that the product depicted in the incidentally
processed ad could be included in the consideration set of the subjects.

main goal

hypothesis
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Experiment

I N C I D E N T A L  A D  E X P O S U R E  E F F E C T S  O N  B R A N D  C O N S I D E R A T I O N
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They decided to separate participants in two different groups: ads present group (experimental
one) and ads absent group (control one). 152 undergraduate marketing students were the subjects
who took part in the experiment. The experimental group was formed by 74 subjects, while the
control one was composed by the other 78. Participants were told that they had to complete a
task: read a computer magazine article and remember as much as possible because they would
have to answer some questions after that. To complicate the task, the article was computer-
controlled, which meant that the lines automatically scrolled up and the time they had to read
each line was limited. Moreover, participants were asked to complete a cursor-moving task while
reading the article. This second task consisted in moving the cursor of the computer while the
lines of the article went by, trying to place it in the spaces between words (avoiding to hit the
words, as this counted as an error and a ‘beep’ sounded each time they hit a word). The article was
placed in the middle column of a three columns pattern, and the other columns were filled by text
only (in the case of the control group) or by text and the ads (in the case of the experimental
group). A depiction of how the article was shown to participants is shown hereunder:
 

 

The cursor task was created to assure that participants focused their attention on the middle
column, while the advertisements were placed in the left column in order to be out of the focal
view and become incidentally exposed (they were in the left and not in the right because previous
researches had proved that pictorial stimuli are better processed when they are in the left visual
field). The advertised products selected for the research were two: a carrot and a can opener.  After
that, they carried out the experiment. The researchers organized the subjects in different sessions,
which were formed by 3 to 10 participants, combining subjects from the experimental and control
group at the same time. They were explained the article and cursor tasks and were allowed to
have a try on a different article task to understand how it worked. Then, they carried out the task.
When they finished, participants from both groups were asked to complete a questionnaire about
their recall of the article, which was, in fact, a 5 minute distractor task created by the researchers
to make the experiment more logic. What was really important to them was the following task that
was required to the subjects.
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Experiment

I N C I D E N T A L  A D  E X P O S U R E  E F F E C T S  O N  B R A N D  C O N S I D E R A T I O N
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All the 152 participants were told that their services were needed for another study pertaining to
purchasing activities. They were told they would be exposed to different buying situations and
would be asked to indicate the products they might consider buying in each situation. There were
four situation: two of them were related to food (the familiar buying situation was ‘food you would
buy for a snack one hour before dinner’ and the unfamiliar situation was ‘food you would buy one
hour before parachute jumping’) and the other two were focused on kitchen-related buying (the
familiar buying situation was ‘a non-food, kitchen-related product you would buy to cook
breakfast’ and the unfamiliar one was ‘a non-food, kitchen-related product you would buy for a
friend whose house was destroyed in a fire’).
 
Then, participants were randomly assigned to the unfamiliar or familiar situations. Half of the
experimental group (N = 39) and half of the control group (N = 41) were assigned to the two
unfamiliar buying situations, and the same happened with the remaining half of each group and
the two familiar buying situations. The design could be summarized in the following diagram:
 

 

Because previous studies had demonstrated that a consideration set could be memory-based (if
you think of the products or brands you would consider buying without any stimuli) or stimulus-
based (if you consider some products or brands because you are seeing them directly or indirectly),
the buying situations in the experiment were presented in two different ways. Firstly, the subjects
from each buying situation group were exposed to a memory-based questionnaire, which asked
them to mention eight products they would consider buying for each situation. Then, they were
exposed to a stimulus-based questionnaire, which asked them to choose among 20 potential
options (that were chosen based on the pretest answers) which ones they would really consider
buying. There was a common list with the same options for the food-related familiar and
unfamiliar situation and the same happened with the kitchen-related ones.
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Experiment

I N C I D E N T A L  A D  E X P O S U R E  E F F E C T S  O N  B R A N D  C O N S I D E R A T I O N
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Finally, participants (both from the experimental and control groups) were asked to fill a last
questionnaire, which was about ad recognition. Among a group of 4 ads, they were asked to
indicate which one was the one that appeared in the magazine article. So, both the carrot and the
can opener ads were accompanied by three other distractor ads, which were also relevant for each
buying situation, to make it more difficult for the subjects to choose.
 

 
results

Recognition rates of the ads were statistically equivalent across the control group (26%) and
the experimental group (30.1%), which means that the exposure to the ads was incidental
because there was a great number of experimental participants that did not recover the
commercials, which is also similar to the number of the control ones, which actually were not
shown any commercial and answered the questionnaire by fluke.
The 21.2% of the experimental subjects mentioned the advertised products in the memory-
based questionnaire, while only the 12.2% of the others did. This proved that incidental
exposure to the ads had an effect on the subjects. The same happened with stimulus-based
questionnaires, where a 37.8% of the experimental subjects mentioned the products whereas
only a 20.5% of the control subjects indicated they would consider them. Further analysis was
carried out eliminating the subjects that repeated the products from the ads in both the
memory and the stimulus-based questionnaire (in case having answered that option in the first
questionnaire could influence their responses to the second) and the rates were also significant:
29.9% of the experimental group subjects mentioned the products while only the 14.7% of the
control group subjects did it.

All in all, after the statistical analysis carried out, the results confirmed the hypothesis stated by
the researchers. The main conclusions extracted from the experiment were the following ones:
 

Shapiro, S.; Macinnis, D. & Heckler, S. (1997). The Effects of Incidental Ad Exposure on the Formation of Consideration Sets. Journal of Consumer Research, 24(1),
94-104. DOI: 10.1086/209496.

On balance, all these researches show us how really interesting studies can differ from the classical
conception of an experiment. Therefore, all of this is to provide you with ideas to set out your
experimental design on your projects in a creative way: you do not have to show the stimuli directly to
the subjects if you do not want, you do not have to think of an experiment as something happening in
a quiet room with all the people sitting and carrying a task, etc. There are a lot of possibilities, and we
expect you can think and take profit of a lot of them!
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F R A M I N G
The framing effect, like priming, has its origins in the psychology field. This effect states that our
choices are influenced by the way messages are presented to us.

This effect, as you could have already predict, is really important in terms of media. Media are
constantly broadcasting messages and transmitting information to us. But apart from transmitting
information, media teach us how to think about this information, how to contextualize and interpret it.
This has a clear impact: when we think about topics media broadcast, we tend to take as a reference
the cognitive frames media provided for them, as our mental construction of these topics is deeply
influenced by media.

E.g. Imagine that you are looking for a car park and you find these two signs in the
same street, one opposed to the other. To which car park would you enter? Would you

choose the right one or the left one?

Probably the left one, as you are looking for a space to park your car and the left sign
emphasizes the idea of emptiness (66% empty) and, as a consequence, the presence of

spaces to park your car.

Advertising is just another discipline in which framing plays an important role, as messages are a key
part of any commercial. But not just in commercials, framing also affects branding of the products, as
the way in which information is presented in a product or a brand can highly influence product choice.

E.g. Imagine that during the last month, you’ve been watching different news about ‘el
procés’ through the TV. You tend to see a TV channel which usually shows images

about the pacific protests, so when you think about this issue, you take as a reference
the images and messages you have been exposed to (BE CAREFUL! This does not mean

that you think identical to this medium, but you have its content as a reference to
create your opinion and, logically, this has an influence on you and your thoughts).

E.g. Imagine that you are shopping and you find these two frozen yogurts, one next to
the other. Which one would you chose? The right option would be the more frequently

chosen option, and many experiments on framing have proved that.

From language to colors, considering images or shapes, all this information can be useful for
advertisers to create their products and brands, to frame them in the most effective way to gain sales
and in the way they intentionally want to be perceived by their consumers. But this is not the only
point. Framing and priming effects are closely related in many ways.
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F R A M I N G
Another one is the influence of culture. Before we explained how priming could be deeply influenced
by culture and how brands have to change their branding adapting it to each culture. In the case of
framing, the exact same thing happens. It is necessary that brands are presented to the consumers in
the way they want to be perceived, as actually they are only another option among a big market of
competitors which try to be the best ones for the consumers.

But the greatest effects of framing in advertising, as happened in priming effect, are in consumers’
behaviors. Through the way information is presented in commercials, brands can shape our
perceptions, tastes, attitudes and purchase intention towards their products. The key is finding the
most effective way to present the information to achieve the goals settled by the brand.
 
Despite being difficult to conceive, subtle changes in the way a message is presented can totally
change the framing of the message. This is the point of the framing effect: it is really important to
evaluate all the possibilities about how the information could be presented to know which one would
contribute more significantly to achieve the desired consumers’ attitude or action.

E.g. There are many occidental cultures that relate the color red with love and passion.
However, there are some oriental cultures that strongly associate red with insecurity.
Imagine that you are an occidental brand that sells chocolate boxes, a typical present
related to love, with a entirely red packaging. Would you continue to use red as your
packaging color if you had to sell your product in an oriental culture with the beliefs

aforementioned?

E.g. The following video is a commercial from a Canadian NGO. Try to follow these
instructions while watching the video. As you would notice from the beginning, the
screen is split in two symmetrical parts. Try to cover one of the parts of the screen

while watching the ad and then replay it covering the other part. Are you surprised by
the effect?The Heart and Stroke Foundation - “What will your last 10 years look like?”

 
After that, watch the video normally. It is odd to see how such different images can

perfectly fit in the same text, right? So, we could say that it is the same message
framed in two opposed ways by the images of each half of the screen separately. The

conjunction of both parts, however, creates a new framing for the message: a
comparative of what you could gain or what you could lose. 

Actually, if you think about this example, all of us can agree that from the images of each half of the
screen two different spots could be created. The left one focuses on the positive benefits of pursuing
the action (doing sport), which is usually described in framing as a ‘gain frame’, while the right one
focuses on the negative consequences of not pursuing the action, which is described as a ‘loss frame’.
These two frames are the most popular ones in advertising. If we were the NGO we could have test
both spots and determine which framing would be more suitable for us. But the option taken by them
is also creative and efficient: join both frames and create a new comparative one, where consumers
can raise their awareness of the positive and negative consequences of pursuing the desired action at
the same time. So, it is all about thinking of these details and nuances that can make a spot look
totally different and test our ideas before launching a campaign to be more effective.
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F R A M I N G :  E X P E R I M E N T S
As it happened in the case of priming effect, the most interesting examples of how framing can be used
in advertising are found in professional experimental studies. Hereunder some of the most interesting
ones are explained:

Examine the most appropriate message framing to present to consumers in print advertisements
for health care products.

main goal

Based on previous researches, which demonstrated that gain or positive framing was more
effective if the health-care product function was to prevent a disease while loss or negative
framing was more effective if the health-care product function was to detect a disease, she stated
the following hypothesis: ‘The impact of message framing will vary according to the nature of the
product/behavior advocated. Specifically, positive framing will have a greater favorable impact on
attitude and intention regarding the purchasing of prevention health care products, whereas
negative framing will have a greater favorable impact on detection health care products.’ This
hypothesis analyzed the following variables:

Based on the previous literature she also analyzed, concurrently, whether product newness could
affect the type of message framing needed for each product (whether the product was familiar or
unfamiliar to the subject). That is why she stated a secondary hypothesis: ‘For prevention products,
there will be a significant difference in the message effectiveness of an advertisement between
the positive and negative framing for a familiar product, and a greater difference for a new
product. Positively framed messages will be more effective for both familiar and new prevention
products. For detection products, differences between positive and negative framing effects will
become more significant for a new product than those for a familiar product. Negative framing will
be more effective for advertising a familiar detection product, but positive framing will be more
persuasive for advertising a new detection product.’ The variables slightly changed taking into
account this second hypothesis, as a new category was included:

hypothesis

H E A L T H - C A R E  P R O D U C T S  A N D  M E S S A G E  F R A M I N G

Health care consumers have taken an active role regarding their own health care, but they are faced
with a confusing ensemble of choices and vague related information to these products. That is why
gaining knowledge on how to present messages to the consumers in this area is relevant.
 
The researcher Chang, in 2007, carried out a study to determine how message framing could be
developed in health-care context.

Independent variable: message framing (positive vs. negative in both
prevention and detection products)
Dependent variable: purchasing attitude and intention
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F R A M I N G :  E X P E R I M E N T S

The variables slightly changed taking into account this second hypothesis, as a new category was
included:

Independent variable: message framing (positive vs. negative in both
prevention and detection products, familiar and new ones)
Dependent variable: purchasing attitude and intention

hypothesis

Experiment

Familiar prevention product positively framed
Familiar prevention product negatively framed
Familiar detection product positively framed
Familiar detection product negatively framed
New prevention product positively framed
New prevention product negatively framed
New detection product positively framed
New detection product negatively framed

From this point, she designed the experiment. 267 participants from three undergraduate business
courses in a large university in the UK were recruited for the experiment (130 males and 137
females). The factorial designed carried out considered: 2 message framing (gain or loss) x 2
product function (prevention or detection) x 2 product newness (familiar or new product) and was
centered on a product category (dental care). To select which products would be used in the
experiment, they carried out a pretest, in which 68 participants were asked to evaluate among 15
dental products, consisting of both prevention and detection functions, which ones were more
familiar to them. Finally, 4 products were selected for the experiment: dental gum (familiar
prevention product), disclosing gum (familiar detection product), rinse capsules (new prevention
product) and disclosing strips (new detection product). Both new products were fictitious and
created based on real products, in order to provide new ways of providing oral health. A fictitious
brand for all the products, DENTAGOLD, was also created in order to avoid previous attitudes of
the participants towards concrete real brands. After that, the advertisements for the study were
created. Two graduate students in graphic design helped the researcher to design eight leaflets,
two per each product (one with the positive framing and the other one with the negative one). The
result of this design were eight conditions:
 

 
So, all 267 participants were part of an experimental group. Subjects were randomly assigned a
condition that determined the leaflet that was given to them. From the total number, 5
participants had to be removed because their questionnaires were incomplete, so the final sample
was of 262 subjects.
 
After that, the experiment was carried out. All the participants were firstly instructed that the study
was about dental care routines to understand consumer behavior regarding health care products. 

H E A L T H - C A R E  P R O D U C T S  A N D  M E S S A G E  F R A M I N G



Experiment

RESULTS

Participants then received a premanipulation questionnaire, in which they were asked to provide
their dental history, sources they used to find dental care information, perceptions on product
newness for the products implied in the experiment (they did not know that one of them would
appear later in the ad given to them), their purchase experience among 9 dental products and
demographics. This questionnaire was followed by a gain- or loss-framed leaflet that described an
oral hygiene product (either new or familiar) that either prevented or detected dental health
problems. They were also given a postmanipulation questionnaire for indicating their own attitude
and intention concerning the product, their opinion on the leaflet and one last question regarding
the information framing manipulation (among 5 things, they had to choose which one emphasized
the most the ad they had seen).
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F R A M I N G :  E X P E R I M E N T S

The results expected from the aforementioned hypotheses were these ones:

The main conclusions extracted from the study were the following ones:
 

But after analyzing the data the real results were:

From these graphics, we could state that the first hypothesis was partially accomplished, as it is
true that positive framing proved to be more effective in prevention products, but negative
framing only was more effective in detection products when they were familiar to the subject, not
in the new ones. Regarding the second hypothesis, the graphics clearly show that it was partially
confirmed too: while in the case of detection products the outcome obtained is the expected one,
in the instance of prevention products the negative frame proved to be slightly more effective than
in the familiar ones, while the expected result was the opposite one.

Chang, C. T. (2007). Health‐care product advertising: The influences of message framing and perceived product characteristics. Psychology & Marketing, 24(2), 143-
169. DOI: 10.1002/mar.20156

H E A L T H - C A R E  P R O D U C T S  A N D  M E S S A G E  F R A M I N G
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Based on the message framing and construal level theory, the main goal of this study was to
assess the moderating role of temporal distance in effects of gain or loss framed messages on
consumers’ attitudes and purchase intentions towards advertised brand. But, what is the construal
level theory? This theory states that people interpret the same persuasive information differently
depending on their psychological distance. Psychological distance is a subjective mental idea of
how close or far an object or event is perceived. This distance can be social, spatial or temporal. To
date, the construal level theory has primarily dealt with temporal distance. The more distant an
object or event is, the more likely it is to be represented in terms of abstract features (this is
known as high construal level), while as temporal distance decreases, the object or event is more
likely to be interpreted in detailed and concrete features (known as low construal level). Green
advertisements tend to make use of temporal distance in their messages, as they target the
message toward either the future state or the present benefits of adopting an environment-
friendly product. So, based on previous literature, the researchers had reasons to believe that the
construal level of the messages, together with a gain or loss framing of them, could affect
consumers attitudes and/or purchase intentions.

main goal

hypothesis

G R E E N  A D V E R T I S I N G  A N D  M E S S A G E  F R A M I N G

Green advertising has become a tendency. That is why there are more and more brands adopting green
appeal in their advertisements, but is it green advertising effective at all?
 
Chang, Zhang and Chie (2015) carried out an experiment to prove the effectiveness of green
advertising.

Independent variable: message framing (gain vs. loss)
Dependent variable: consumers’ attitudes towards the ad and the
brand and purchase intention

‘Construal level of green advertising messages will moderate the effect of gain/loss framing on
consumers’ attitudes towards ad and brand, and purchase intentions. Specifically, consumers will
exhibit more positive attitudes and higher purchase intention when a gain-framed message is
targeted toward a distant future versus now and consumers will exhibit more positive attitudes
and higher purchase intentions when a loss-framed message is targeted toward now versus a
distant future’. In other words, their hypothesis said that if the ad depicted a future situation, a
gain framing would be more effective to have an impact on consumers behavior, whereas if the
situation depicted was from the present, a loss framing would be more effective for changing
consumers’ conduct. The variables implied in this hypothesis were:

Experiment

‘A sample of 253 undergraduate students (118 males and 135 females) from a northeast US
university participated in the study. A 2 message frame (gain vs loss) x 2 construal level (high level
vs low level) between-subject design was used, which meant that there were 4 conditions:
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RESULTS

G R E E N  A D V E R T I S I N G  A N D  M E S S A G E  F R A M I N G

Experiment

Four versions of an advertisement were created, one per each of the mentioned conditions. The
advertised product was an environmentally friendly dishwashing liquid from a fictitious brand
called ‘Dalonx’. The message frame was manipulated in each version, asking the participants what
would be gained (or lost) if they made (or did not make) a wise choice of the targeted product.
Moreover, the temporal focus was changed in each condition (focusing either on present or
future). 
 
Participants were randomly assigned to one of the four conditions at a lab on campus university.
They were told that they were taking part in a pretest for an advertising campaign and that the
firm needed to know their overall opinions of a new commercial for a new product. After that,
participants were exposed to one of the four commercials. Then they were asked a series of
questions about the ad, their brand attitudes and purchase intentions. Their attitudes toward the
ad were assessed by three 7-point scales items (good/bad, pleasant/unpleasant,
favorable/unfavorable). The same happened to evaluate their attitudes toward the brand, they
used three 7-point scales (negative/positive, unfavorable/favorable, undesirable/desirable). Finally,
to evaluate the purchase intention participants were asked a question retrieved from a previous
study which achieved good results: ‘If you were in the market for [advertised product], how likely is
it that you would choose [advertised brand]?’ followed by three sets of bipolar adjectives
(likely/unlikely, possible/impossible, and probably/improbable) on 7-point scales. After that, they
also answered basic demographic questions and toward the end of the procedure, they asked a
final question which wanted to assure that they were unaware of the real purpose of the study.
Finally, the participants were thanked and revealed the real goal of the experiment.
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High construal level (focused in future) gain-framed message
High construal level (focused in future) loss-framed message
Low construal level (focused in present) gain-framed message
Low construal level (focused in present) loss-framed message

The data collected was processed through statistical techniques. The results obtained are shown in
the following graphics:
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G R E E N  A D V E R T I S I N G  A N D  M E S S A G E  F R A M I N G

results

As you can see, the hypothesis stated at the beginning of the experiment proved to be true. Loss-
framed messages were more effective in advertisements focused on present in both the three
categories analyzed, while gain-framed messages were more efficient in commercials focused on
future.
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Chang, H., Zhang, L., & Xie, G. X. (2015). Message framing in green advertising: The effect of construal level and consumer environmental concern. International
Journal of Advertising, 34(1), 158-176.

All in all, this last research gives us a really valuable knowledge for our project: regarding
advertisements related to environmental topics, it is more useful to emphasize the benefits that a
correct attitude can provide if the commercial is focused on future, while it is more effective to lay
emphasis on the negative consequences of not taking this attitude if the commercial is present-
focused.
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