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ABSTRACT

A Cross-Cultural Study on the Persuasive Effectiveness of Fear Appeals
Messages in Advertising:
An Empirical Investigation of Canadian and Chinese Subjects
Qiuhong Zhang

This exploratory study investigated the effects of cuitural differences on
persuasion of fear appeals communication. Based on Rogers' Protection Motivation
model, the framework of the study was developed by incorporating type of fear as an
independent variable and culture as a moderating variable. An experiment was conducted
using 12 anti-smoking ads with three levels of fear appeals (high, moderate, and low) and
two types of fear appeals (physical and social) on 173 Canadian and 180 Chinese
subjects.

The findings indicated that the Canadian subjects experienced attitude change
toward smoking after viewing the anti-smoking ads. For the physical fear ads, the
Canadian subjects had more negative attitude toward smoking and higher behavior
intention to quit. No significant difference was found for the social fear ads between the
two cultural groups. As for the level of fear, findings indicated that increasing fear
arousal resulted in an ad attitude change and an increase in behavior intention in the
future for both Canadian and Chinese subjects but not in the attitude toward smoking.

Further exploration of the proposed framework found that self-efficacy was an
important cognitive variable to change attitude for the two cultural groups. Coping
response efficacy was effective in changing attitudes for the Canadian subjects, while
severity had more influence for the Chinese subjects. Fear-persuasion models for the
Canadians and Chinese were proposed.
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CHAPTER 1
INTRODUCTION

Fear is an emotional response to a threat that expresses some sort of danger. For
most people, fear has a significant effect on behavior, leading them to seek ways of
removing or coping with the threat and the danger (Rogers 1975; Tanner et al. 1991).
Marketers have attempted to take advantage of this relationship by using the threat of
danger to evoke the emotional response of fear and thus influence the behavior of
consumers. The use of fear appeals in advertisement has become a focal point for much
of today's marketing communications; fear communications, particularly, have been used
in a variety of public service campaigns.

The effectiveness of fear appeal messages has been studied extensively in the
academic area. A wide vanety of topics have been discussed by researchers, including
cigarette smoking, drug use, dental hygiene, driving and drinking, the use of fallout
shelters and AIDS (Leventhal 1970; Rogers 1975, 1983; Hill 1988; King and Reid 1990;
and Keller & Block 1996).

Despite some inconsistencies among experimental research findings during the
past 40-years, fear appeals have been found to be effective in triggering attitude or
behavior change in most studies (Rogers 1983; Shelton & Rogers 1981; Rippetoe &
Rogers 1987, Tanner et al. 1991; Roser & Thompson 1995; and Keller & Block 1996).

Several models have been developed to explain how individuals process threat-related



information. Those models present the effects of persuasion of a fear appeal through
cognitive and affective processes.

However, little research has been done in examining the incidence and effects of
fear appeals across cultures. Lavack's research (1997) used a content analysis to examine
the use of fear appeals in five nations’ television ads, and indicated that country-of-origin
has an impact on the use of fear appeals in social marketing advertisements. Another
study concluded that Australia used fear appeals in their social marketing ads against
AIDS to a greater extent than the United States did (LaTour and Pitts 1989).
Unfortunately, these studies did not examine how reactions to fear appeals varied in
different cultures, and why the differences occur. As Lavack (1997) mentioned in her
Ph.D. dissertation, it is necessary to conduct laboratory studies and experiments to
examine the use of fear appeals and alternative message formats across different cultural
groups.

Given the increasing globalization of business, there is an important need for
cross-cultural persuasion models to provide insight on how consumers from different
cultures perceive and react to different communication factors. Some studies have found
evidence that advertising in general differs significantly between countries (Han and
Shavitt 1994; Zhang and Gelb 1996; and Toffoli 1997). It is unknown, however, if there
exist cultural differences when fear appeals are used in the advertisements. The research,
which is the subject of this thesis, is intended to fill this gap in the literature by exploring
the persuasive effectiveness of fear appeal messages cross-culturally. Therefore, the aim
of this study is to explore the effects of cultural differences on persuasion of fear appeal

communications through an experimeﬁtal design between Canadian subjects in the city of



Montreal, Canada and Chinese subjects in the city of Changchun, PR China. More

precisely:

1. To develop a framework to examine the moderating effect of culture on cognitive and
affective processes of fear appeal communications.

2. To incorporate type of fear into Rogers' Protection Motivation model to examine the

effects of culture on physical and social threat communications;



CHAPTER 2
LITERATURE REVIEW

Four major sections will be covered in this chapter. First, a review of the literature
that discusses several models which are important in fear appeals research will be
examined. This section will address the Drive-Reduction, Inverted-U, Parallel Response,
as well as the Protection Motivation Models. The level of fear, which is a key issue and
has resulted in many inconsistent findings in the fear research area, will be mainly
discussed.

The second section will present an overview of the research on the fear appeals
area and analyze the reason for divergent results within the fear appeals research. Studies
dealing with personality variables such as self-esteem and locus of control in the fear
appeals area are subsequently discussed.

The third section will address the literature about culture and advertising research.
Cross-cultural advertising studies will be reviewed. Literature dealing with Hofstede’s
individualism/collectivism and uncertainty avoidance dimensions is discussed. Finally,
studies relating to locus of control and self-esteem for the Chinese are also examined.

The final section will cover a discussion on relevant topics involving cigarette
smoking and anti-smoking campaigns. After reviewing the cigarette smoking situation in
Canada and China, the issue of how to convince smokers to quit smoking will be
addressed. Studies that explore the effectiveness of anti-smoking advertising and threat

messages will be further discussed.



2.1 Literature on Fear Appeals

Since Janis and Feshbach (1954) indicated that high fear might increase
defensiveness and reduce persuasion, a great deal of studies on fear appeals have resulted
in some inconsistent findings. Some results confirmed the negative relationship between
fear arousal and persuasion (Janis & Terwilliger 1962; Haefner 1965). Some findings
noted that the relationship of fear appeals and persuasion is a curvilinear one, which
showed that the greatest effectiveness occurred at a moderate level of fear (Janis 1967).
Several investigations stated that there is no relationship between fear arousal and
persuasion (Frandsen 1963; Millman 1968; Eagly & Chaiken 1993). Most studies,
however, indicated that fear is positively related to persuasion (Leventhal & Niles 1964;
Miller & Hewgill 1966; Rogers 1975, 1983; Tanner et al 1989; King & Reid 1990; Keller
& Block 1996). Facing divergent conclusions about the persuasive effectiveness of fear
appeals, two meta-analytic reviews of fear appeals research have concluded that higher
levels of induced fear are associated with greater persuasive effectiveness (Boster &
Mongeau 1984; Sutton 1982). That is, receivers who report greater fear/anxiety following
the persuasive message are more persuaded by the message.

Throughout the development of fear appeals theories, researchers have become
increasingly aware of the importance of the role of cognitive mediational processes in
persuasion (Maddux and Rogers 1983). Early formulations, e.g. the drive-reduction
model, assumed that the arousal of the emotional state of fear was necessary for the
effectiveness of a fear appeal communication. The attention was on the manipulation of
the level of fear. Leventhal (1970) proposed a parallel response model that stressed the

importance of differentiating emotional responses from cognitive response (fear control



versus danger control). Rogers' (1975) protection motivation theory attempted to take the
next logical step of elaborating the crucial cognitive mediating processes (appraised
severity, expectancy of exposure, and belief in efficacy of coping response) and linking
them to antecedent communication stimuli. A revision of protection motivation theory
(Rogers, 1983) offered a more comprehensive model by incorporating self-efficacy
expectancy as a fourth cognitive mediating process. Moreover, Tanner et al's (1991)
ordered protection motivation model concluded that the persuasion of a fear appeal
engages both cognitive and emotional processes. Also, they proposed that responses to a

fear communication be evaluated in terms of their social implication.

The Drive-Reduction Model (DRM)

The drive-reduction model states that information contained in a message evokes
an emotional reaction, which in turn motivates a coping response. This model assumes
that the emotional response of fear functions as a drive which mediates belief change and
behavior change. For example, a message relating smoking to lung cancer may evoke an
emotional response (e.g., concem for one's health). To cope with this emotion, the
individual may either stop smoking or discount the veracity of the message.

According to the drive-reduction model, the fear-arousing content of the
persuasive message is positively related to the amount of fear generated in the audience.
As perceived fear increases, the audience's attitude more closely approaches the attitude
recommended in the persuasive message. Therefore, the greater the amount of fear-
arousing material in persuasive messages, the closer the attitudes of audience members

become to the attitude recommended in the message. As Sutton (1982) indicated, the



effect of the persuasive messages, which vary in fear-arousing content, is the production
of varying amounts of fear in the receivers. Therefore, the level of fear is the main
variable, which was manipulated in the research of the fear-drive model.

The DRM has been rejected since limited support was obtained from the majority
of tests (Leventhal 1970; Rogers 1975; Beck & Frankel 1981). Nevertheless, the theory
not only initiated research in the fear area, but started research in a theoretically elegant
fashion by applying sophisticated leamning theory principles to the study of fear appeals

and attitude change (Rogers 1983).

The Inverted-U Model

The Inverted-U model offers a theory of the curvilinear relationship between the
amount of persuasion and the level of fear arousal in response to a threat communication.
This model proposes that moderate fear levels are more effective than either low fear
levels or high fear levels. Low fear levels are not sufficient to motivate the individual to
take preventive action, while high fear levels create a sense of paralysis, in which the
individual becomes unable to respond (Janis and Feshbach 1954).

According to this model, the relationship between fear and acceptance takes the
form of an inverted-U shaped curve. Thus, when the message recipient is either
extremely fearful or has very little fear, little attitude or behavioral conformity toward the
message recommendation will occur. The optimal amount of conformity is produced
when fear is at moderate levels. At low levels of fear, the audiences are unaffected
because they dismiss all information as being inconsequential by means of blanket

reassurance (e.g., we don't need change because we are not convinced of the danger). At



high levels of fear, the audience exhibits defense mechanisms (e.g., denial and
minimizing rationalization) which interfere with acceptance of the message. Thus
moderate levels of fear are the optimal condition that affects the attitude of people toward
fear.

A similar model was suggested by McGuire (1968) based on leaming principles.
He hypothesized that fear acts both as a drive and as a cue. As a drive, perceived fear
increases the probability of an individual's yielding to the recommendations made in the
persuasive message. As a cue, perceived fear increases the probability of an individual's
resisting the message recommendation. McGuire argues that curvilinear effects and
nonmonotonic interactions should be expected when relating personality variables to
persuasion.

In order to test directly McGuire's model in the area of fear appeals, Dziokonski
and Weber's study (1977) created high, moderate, and low levels of fear within the
context of a communication aimed at persuading recipients to change their attitudes about
gum disease and oral hygiene. A 3 (high, moderate, and low) x 3 (repressors, neutrals,
and sensitizers) x 2 (high and low vulnerability) factorial design was performed using one
hundred eighty-one female college students. Unfortunately, their finding was contrary to
predictions generated from McGuire's model, no consistent interactions appeared on any
of the dependent variables despite successful manipulations.

Although there were few studies on a greater range of fear, researchers have
realized that curvilinear relationships should not be dismissed simply because they were

rare in the literature. Eagly and Chaiken (1993) pointed out that researchers may not have



produced an adequate range of fear and fear arousal to test whether or not there is a
curvilinear relationship between level of fear and fear arousal and attitude change.

In 1995, Chebat, Laroche, and Filiatrault investigated the influence of affect
dimensions including fear appeal on memorization of a message by graduate Canadian
students. A realistic commercial was created by a team of professionals (e.g., actor,
director, cameramen, and editors) in order to manipulate three levels of fear (none, low,
high). They chose a peculiar topic, which was used for the first time in a fear study. At
the no-threat level, the credit card was described as a financial instrument offering
substantial flexibility for payment; at the low level of threat, the credit card was described
as a tool to avoid the negative consequences of theft because consumers were only liable
for a small amount in case of theft; and at the high level of threat, participants were
reminded that carrying cash could lead to murder in some unsafe North American cities.

The finding showed curvilinear effects of fear on memorization. The authors
argued that fear might be acting as a cue below the threshold of optimality and as a drive

beyond that threshold.

The Parallel Response Model (PRM)

Leventhal's (1970) parallel response model assumes that the response to a
threatening communication involves two parallel but independent processes: danger
control and fear control.

According to PRM, danger control is an objective process, which guides an
individual's problem solving behavior and action. This process generates a representation

of the threat, and it also generates action plans to cope with the threat based on its



representation. As problem solving proceeds, the external cues (such as information
about danger, and feedback regarding fhe adequacy of the action taken) influence
subsequent adaptive behavior.

On the other hand, fear control is a subjective process, which deals with the
emotional component of the persuasive appeal. It is an emotional-coping process in
which the message receiver strives to reduce the fear. Emotions are needed to cope with
and control these emotions. These behaviors may be different from those behaviors
needed to cope with the threat.

"In the parallel response model, emotional arousal is not a necessary antecedent of
adaptive behavior...both types of behavior, emotional and adaptive, are consequences of
environmental stimulation. They do not cause one another” (Leventhal 1970, p.124). In
summary, the danger control process guides adaptive behavior while the fear control
process guides emotional responses. The two processes mediate the relationship between
the amount of fear-arousing material in the persuasive message and people's attitude

toward the topic in question (Boster and Mongeau, 1984), as shown in Figure 1.

Danger control
Fear-arousing / \ Attitude toward the
content of message \ topic of message
Fear control /

Figure 1: The Parallel Response Model (Source: Leventhal 1971)
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According to Sutton's (1982) conclusion, the importance of the parallel response
model lies largely in its movement away from the notion of fear as the central
explanatory concept in persuasion and towards a recognition that an individual's response
to a fear-arousing communication involves adaptive behaviors motivated by a desire to
avert the anticipated danger. However, Rogers (1975, 1983) also pointed out that the
PRM performed the invaluable service of differentiating emotional from cognitive
responses to fear-arousing communication.

Recently, an extended parallel process model (EPPM) was proposed by Witte
(1992). EPPM proposes that fear leads to message rejection, and that cognition, such as
perceived threat and efficacy, leads to message acceptance. Threat determines the
intensity of response, whereas efficacy determines the nature of the response. The
purpose of the EPPM is to explain why fear appeals fail to re-incorporate fear as a central
variable and to specify the relationship between threat and efficacy in propositional
forms.

EPPM (Witte 1992, 1998) suggests that two appraisal processes (i.e., threat
appraisal and efficacy appraisal) lead to one of three outcomes: (a) no response when
perceived threat is low; (b) primarily cognitive danger control processes leading to
acceptance of fear-arousing messages when perceived threat and perceived efficacy are
high; and (c) primarily emotional fear control processes leading to the rejection of fear-
arousing messages when perceived threat is high but perceived efficacy is low. Perceived
threat determines the strength or how much the response there is to a fear appeal, whereas

perceived efficacy determines the nature of response--whether a fear appeal induces
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danger control or fear control processes. Fear directly causes fear control responses but
can indirectly influence danger control responses when mediated by perceptions of threar.

Several studies have been conducted by Witte and his colleagues to test EPPM
across a variety of topics (e.g., HIV/AIDS, radon awareness, and tractor safety), methods
(experiments, survey, and focus group) and populations (Witte and Morison 1995; Witte
1993, 1998). From these studies, another point which should be noted is that individual
differences, such as worldviews, trait variables (e.g., locus of control, anxiety), or prior
experiences can influence outcomes (e.g., attitude, behavior intentions, defensive
avoidance, reactance, etc.). However, the relationship between individual differences and

reaction to the fear appeal is unclear.

Protection Motivation Theory (PM)

The most recent of the fear models, the protection motivation (PM) model
(Rogers 1975, 1983) has increasingly gained acceptance among academit;s (Roser and
Thompson 1995). In its original form, the model suggested that fear arousing persuasive
messages are comprised of three variables: (1) levels of noxiousness of the threatened
event, (2) the probability of the occurrence of the event, and (3) the effectiveness of a
coping response that can reduce or eliminate the noxious event. Each of these crucial
elements "initiates corresponding cognitive appraisal process that mediate attitude
change" by arousing what has been termed "protection motivation" (Rogers 1975, p.93).
Like Leventhal (1970), Rogers believes that emotional arousal is less important than a
person's cognitive appraisal of threat. Contrary to Leventhal, however, Rogers (1975) is
very specific about the cognition involved in threat appraisal. His model focuses on the

above mentioned three factors, and he claims that people will accept or reject
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recommendations based on their assessment of these variables. These cognitive processes
mediate the persuasive effects of a fear appeal by arousing protection motivation, an
intervening variable that arouses, sustains, and directs activity to protect the self from

danger. See Figure 2.

Perceived
noxiousness
Perceived Protection Attitudt_: toward the
probability [ | motivation ——% topic of the
persuasive message
Perceived
efficacy

Figure 2: Protection motivation model (Source: Rogers 1975)

A revision of protection motivation theory, introduced in 1983 by Rogers, is
substantially more complicated. It differentiates between maladaptive threat appraisal
processes and adaptive coping appraisal processes. The fourth component, information
about one's ability to perform a recommended response, was added into the PM. The
revised theory offers a more comprehensive model. According to PM theory, whether or
not the viewer acts on the coping advice or chooses a maladaptive coping response is
mediated by four cognitive appraisal processes. These processes are appraisal of: (1)
Severity of the threat (e.g., Is the threat severe?); (2) Probability that the threat will occur
(e.g., Am I at risk for experiencing the threat?); (3) Response efficacy (e.g., Is the

recommended response effective in averting the threat?); and (4) Self-efficacy (e.g.,AmI
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able to perform the recommended response to avert the threat?). If all of these cognitive
mediators were at high levels, the maximum amount of protection motivation would be
elicited, resulting in the maximum amount of attitude or behavior change. See Figure 3

In the case of smoking, the likelihood of smoking is decreased by (a) belief in the
severity of the diseases caused by smoking, (b) belief in one's vulnerability to the disease,
(c) belief that smoking cessation is an effective way to avoid the diseases, and (d) belief
that one can successfully stop smoking. Strong beliefs about these four variables arouse
protection motivation; consequently, individuals are more likely to change their attitudes

and subsequently to adopt the healthy behavior (smoking cessation).

SOURCE OF COGNITIVE MEDIATING INTERMEDIATE COPING
INFORMATION PROCESSES STATE MODE
Verbal Persuasion Severity of Threat Threat
(Fear Appeals) = Appraisal
Probability of Occurrence Behavior
Observed Learning Fear Protection Motivation —ss (adaptive or
Coping Response Efficacy = maladaptive)
Experience Coping
Self-Efficacy Appraisal

Figure 3: Protection Motivation Schema (Source: Rogers 1983).

After Rogers' protection motivation model was developed, increasing studies
about fear were conducted to test it. Rogers and Mewborn (1976) ran three separate
experiments testing the effects of various levels of magnitude of noxiousness, probability
of occurrence and efficacy of the recommended coping response. Each experiment

involved a different topic; one topic dealt with cigarette smoking, another with safe
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driving and the third one with venereal disease. Each experiment divided the subjects into
high-fear communication and low-fear _communication -groups. Results of the three
experiments indicated that increments on the efficacy of the recommended coping
responses increased intentions to comply with the recommended practices. Rogers and
Mewbom found that "...regardless of what the threatened event was, or how noxious it
was, or how likely it was to occur, the stronger the belief that a coping response could
avert a danger, the more strongly people intended to adopt the communicator's
recommendations" (Rogers & Mewbom 1976, p.59).
In a study, Maddux and Rogers (1983) manipulated four variables (probability of
a threat occurrence; severity of the threat; coping response efficacy; and self-efficacy) so
that there were high and low occurrences of each in different fear appeals on cigarette
smoking. Using 150 subjects who were smokers, they were interested in observing how
the various combinations would affect their subjects’ behavioral intentions toward
smoking. The results of the study determined that the probability of the threat's
occurrence and effectiveness of the coping response had positive main effects on the
subjects’' intentions to adopt the recommended preventive healthy behavior. Furthermore,
self-efficacy significantly influenced intentions to adopt the recommended coping
behavior and was found to be the most powerful predictor of behavioral intention to
adopt the recommended coping response.
Robberson and Rogers (1988) used 84 non-exercising female university students
in their experiment to compare traditional negative appeals (fear appeals) to its
counterpart, positive appeals, which emphasize the positive consequences of accepting a

communicator's recommendation. The study also compared appeals to physical danger
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(health) to appeals to psychological/social danger (self-esteem) and tested the protection
motivation theory at the same time. »

A 2x3 factorial design was used to assess the persuasive effects of two types of
appeals (health and self-esteem) and three valences (positive, negative, and positive plus
negative). The persuasive essays were created to manipulate the independent measures.
For example, the positive (negative) appeal to health contained the sentence: "One of the
greatest advantages (disadvantages) of (not) being involved in a regular exercise program
is the resulting increase (decrease) in physical stamina and endurance." The essay on self-
esteem discussed the effects of exercise on self-confidence, self-acceptance, appearance,
other's opinions of us, and attaining goals in dating relationships and professional
activities.

The result of the study showed that, when a communicator was attempting to
persuade people to do something for the sake of their health, the traditional negative
appeal to health was more effective than the positive appeal because the negative
message strengthened beliefs in the severity of the health threat more than the positive
health message. The study also demonstrated that people could be persuaded to engage in
a healthy behavior for reasons other than health. Appeals to self-esteem can be as
persuasive as appeals to health because people are motivated to protect themselves from
danger, whether the danger is physical, psychological, or social.

Tanner, Hunt and Eppright (1991) developed an Ordered Protection Motivation
(OPM) model by recognizing that emotional processes are iinportant to coping appraisal,
and that they are linked indirectly to behavioral intentions. The OPM model indicates that

two dimensions should be considered in creating fear appeals: threat appraisal (severity
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of threat and probability of occurrence) and coping appraisal (coping response efficacy,
and self-efficacy). The threat appraisal is likely to be processed first, along with the
behavior appraisal, and may evoke an emotional state of fear. Fear, in tum, leads to
processing of coping response and self-efficacy information. Except for the effect of
emotion, social implications of responses and prior knowledge on response to fear

communication are also emphasized. The OPM model is shown in Figure 4.

Sourcesof  Cognitive Intermediate  Cognitive Intermediate Coping
information = mediating emotional mediating state mode
process state process
Verbal ]
Persuasion
(Fear Severity of
Appeals) Threat Coping
Efficacy
Threat Copi Protection Behaviour
Observed | Probability™ Appraisal —» Fear = = Apgrl;sgal_’ Motivation > adaptive or
Learning of Self- maladaptive)
Occurrence Efficacy T .
Behavior
Repertory
Experience — Appraisal T T

Social Norms and Values

Figure 4: Ordered protection motivation (Source: Tanner et al. 1991 )

Eppright, Tanner, and James (1994) incorporated two types of knowledge (AIDS
prevention knowledge and general AIDS problem knowledge) into the OPM model. The
former was observed to directly increase maladaptive or unsafe sex behavior. The latter

was observed to indirectly increase adaptive safe sex behaviors via certain OPM model
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mediators. Certain OPM mediators such as self-efficacy and vulnerability were observed
to directly increase adaptive safe sex behaviors. Vulnerability was shown to directly
increase maladaptive sex-related behaviors.

Recently, Schoenbachler and Whittler (1996) examined 371 adolescents' reactions
to physical and social threat appeals in drug prevention public service announcements
using the OPM model. Findings provide support for the overall OPM model. In their
study, the authors predicted that social threat communications were more persuasive than
physical threat communications in terms of attitude toward the communication, attitude
toward drug use and behavioral intention to use drugs. They also proposed that increasing
the level of fear in a communication from low to moderate and fmin moderate to high
produced correspondingly stronger emotional responses in adolescents.

To test their hypotheses, a three (level of fear: high, moderate, and low) by two
(type of threat: physical or social) between-subjects factorial experimental design was
performed. Two prints of public service announcements (PSAs) were developed to
represent two types of fear (physical and social). The physical fear PSA featured a young
person on a gurney being rushed down a hospital hall. The social fear PSA showed
several young people in a school hall. Two young people appeared to be talking about a
third individual in the photograph. The copy on these two PSAs was varied to manipulate
the intensity of threat.

As predicted in the hypotheses, the subjects indicated a more favorable attitude
toward the social fear message. Subjects' attitudes toward drug use were more negative
after a social fear message than after a physical fear message, and subjects indicated they

were less likely to ever use drugs after receiving the social fear message. However, a

18



positive relationship between level of fear and emotional arousal was not supported.
Their findings suggested that attempts to persuade teenagers to avoid drug use would be
more successful in creating and changing attitudes and behavioral intentions if social fear
messages were used. This study provided both theoretical and practical guidance for fear

appeal advertising.

2.2 Summary of Literature about Fear Appeals

From the literature, it can be seen that numerous scholars worked on this
meaningful area and have achieved fruitful results. A summary of some major studies on
fear messages and persuasion is shown in Table 2.1.

Although there are some conflicting views, scholars have recognized that the
cognitive mediating processes indeed exist in the persuading procedure of fear appeal
messages (Rogers 1975, 1983; Beck & Davis 1978; Burnett & Wilkes 1980; King & Reid
1990; Tanner, Hunt, and Eppright 1991; Schoenbachler and Whittle 1996). Moreover, the
finding of Tanner et al. (1991) stated that the emotional processes are linked indirectly,
through cognitive mediating processes, to attitudes and behaviors. Therefore, it can be
concluded that the persuasion of a fear appeal engages both cognitive and emotional

processes.
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