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1 Typographic layout 
 

1.1 Introduction 

 

1.1.11.1.11.1.11.1.1    Typographic layout and advertising: an exampleTypographic layout and advertising: an exampleTypographic layout and advertising: an exampleTypographic layout and advertising: an example    

Product advertisements are designed to persuade readers to buy the 

product presented in the ad. How advertisers do this differs widely. Ads 

may be about products or services, may contain much text or only a 

prominent image, may look modest or very prominent, and may show the 

product prominently or not even at all. Take, for instance, the ad for Slank 

Vitaal diet pills which is shown in Figure 1.1. 

 

 

Figure Figure Figure Figure 1111....1111::::    Example of a product advertisementExample of a product advertisementExample of a product advertisementExample of a product advertisement    

 

 The first thing to be noticed is that the ad contains much text 

and that the appearance of the text blocks differs greatly. The ad starts 

with the name of the famous Dutch woman depicted on the left - Leontine 

Borsato - in a bold type weight in the color blue. The name of Leontine is 

followed by a quote set in italics, in which she declares how Slank Vitaal 

helped her getting slim after the birth of her children. Then, the advertiser 

addresses the reader directly, asking “Do you want to get slim on your 

bottom, tummy and thighs, just like Leontine?” This text stands out from 
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the rest because it is much larger than the surrounding text. Furthermore, 

the name Leontine in the question is made even larger and “bottom, 

tummy and thighs” are set in capitals and underlined. The question is 

followed by the answer: the new Slank Vitaal will help you solve this 

problem. This is set in the color orange, and the word new is set in 

capitals. Then the question is asked on the results of using Slank Vitaal 

and on how it works. This again is set in a bold type weight, but smaller 

than the question above. The color has changed back to blue again. 

Below the question, the answer is given in the form of a list of arguments. 

These arguments are marked by means of a bulleted list.  

 In this example, every significant change in the content (or 

purpose) of the text, is marked by a change in the appearance of the text. 

The appearance of the text is chosen in such a way that it helps the 

reader to understand the text. Furthermore, by using different colors, 

sizes and type styles (e.g. bold and italics) the ad looks more vivid than 

when only one color, size and style would have been used. This may 

appeal to the reader.  

 

1.1.21.1.21.1.21.1.2    Research questionsResearch questionsResearch questionsResearch questions    

Within an advertising setting, the way typography affects the reader can 

play an important role. As described above, typography may help the 

reader to notice changes in the topic of the text - or, in other words, to 

understand the relations among text parts, and to decide which text parts 

are important and which are less important. Furthermore, typography can 

make an ad more or less attractive.  

 Typography may affect the persuasion process in several ways. 

For instance, it may enable or motivate the reader to process the ad more 

intensively. Or it may evoke positive feelings which the reader connects to 

the product depicted in the ad. It may also help the reader in using easy 

rules of thumbs to decide whether to buy the product or not. For instance, 

the bulleting of arguments may cause the reader to think “Well, there are 

so many arguments to buy the product, it must be good”. Finally, it may 

guide the reader to certain text parts, such as the large question or the 

bulleted list in the example, which are processed in more detail than 

others. 

 Although it seems likely that typographic layout affects the 

readers of product advertisements, to date not much research has been 

conducted on the role of typography in the persuasion process. The aim 

of this study is therefore to investigate whether and how typographic 

layout affects the readers of product advertisements. More specifically, 

the following research questions will be addressed: 
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RQRQRQRQcentralcentralcentralcentral::::    How does typographic layout afHow does typographic layout afHow does typographic layout afHow does typographic layout affect the processing of product fect the processing of product fect the processing of product fect the processing of product 

advertisements?advertisements?advertisements?advertisements?    

RQ1:RQ1:RQ1:RQ1:    Does typographic layout affect typographic outcomes?Does typographic layout affect typographic outcomes?Does typographic layout affect typographic outcomes?Does typographic layout affect typographic outcomes?    

RQ1a: Does typographic layout affect the readability of product 

advertisements? 

RQ1b: Does typographic layout affect the text appreciation of product 

advertisements? 

RQ2:RQ2:RQ2:RQ2:    Does typographic layout affect persuasion outcomes?Does typographic layout affect persuasion outcomes?Does typographic layout affect persuasion outcomes?Does typographic layout affect persuasion outcomes?    

RQ2a: Does typographic layout affect persuasion outcomes directly and 

if so, through what mechanism (as peripheral cue, attention 

grabber or experiential cue)? 

RQ2b: Does typographic layout affect persuasion outcomes indirectly 

(via post-exposure MOA)? 

 

1.1.31.1.31.1.31.1.3    OutlineOutlineOutlineOutline    

This book is structured as follows: Chapters 1 to 3 describe the theory 

about typographic layout and persuasion. Chapter 1 provides and 

explains some important terms and definitions with regard to typographic 

layout. Chapter 2 deals with the persuasion process. It explains the 

mechanisms that play a role when people process an ad. Chapter 3 

describes the possible role of typographic layout in processing print 

advertisements.  

 Chapters 4 to 7 present the studies that are conducted to 

investigate the possible role of typographic layout in print advertising. 

Chapter 4 describes two such studies. The first investigates the effects of 

an increase in the number of typographic devices on typographic 

outcomes. The second explores the effects of white space and bullets on 

the persuasion process. Chapter 5 describes two studies which examine 

the effects of type size and type weight on the persuasion process. 

Chapter 6 deals with a study in which the effects of an increase in the 

number of typographic devices are tested again. Finally, Chapter 7 

presents a study in which a closer look is taken at the mechanisms 

through which typographic layout may affect persuasion outcomes.  

 The last chapter, Chapter 8, summarizes the theoretical notions 

made in Chapters 1 to 3 and the findings of the studies described in 

Chapters 4 to 7. Here, the research questions are answered, implications 

for the theory are given, the limitations of the studies are described and 

suggestions for future research are made. 
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1.2 Typographic layout: a categorization 

Typography “deals with the form, spacing and layout of words and 

sentences in the text of a written or displayed communications message” 

(McCarthy & Mothersbaugh 2002, p. 664). Each aspect of a written or 

displayed communication message that affects the appearance of the 

text in the message can be regarded as a typographic device. All 

typographic devices together form the typographic layout of a document.  

 This chapter explains some important terms and definitions 

with regard to typographic layout. In addition, it gives a general 

description of perceptual principles and links these to the design of 

documents. The aim of this chapter is to provide an overview of what 

typographic layout exactly is and how it can be used to organize a text. 

This serves as a basis to understand the possible role of typographic 

layout in print advertising. 

 

1.2.11.2.11.2.11.2.1    Coding modes and textual levelsCoding modes and textual levelsCoding modes and textual levelsCoding modes and textual levels    

Kostelnick and Roberts (1998) discern three coding modes in which 

typographic devices can be categorized: textual, spatial and graphic 

coding. Textual devices include the use of words, letters or numbers. 

Spatial devices concern the distribution of textual and graphic devices in 

a document, such as leading and margins. Graphic devices include all 

nontextual marks, such as lines and color (Kostelnick & Roberts, 1998, p. 

440). These three coding modes can be applied to four different levels of 

the text: (1) intra-level; (2) inter-level; (3) extra-level; and (4) supra-level. 

Table 1.1 provides an overview of the combinations of the three coding 

modes and four textual levels.   

 Typographic devices at the first textual level, the intra-level, are 

primarily concerned with local variations in a text and are applied to 

characters, words, and lines of text. This level includes choices such as 

type style, spacing between words and characters and the application of 

type weight and italics to certain words.  

 At the second level, the inter-level, typographic devices are 

described as choices at the level of the main text. According to Kostelnick 

and Roberts (1998) these choices help the reader to comprehend the 

text, by making the text accessible to the reader. This level includes 

choices such as the use of headings, paragraphs, lists, and bullets, but 

also choices such as line length, margins and leading.  

 Extra-level devices operate outside the main text as 

independent units and include pictures, data displays, icons and symbols. 

The last level, supra-level, is concerned with typographic devices that are 

applied to the entire document, such as orientation of the page, sort of 
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paper, titles on the cover of the document, and such. Both extra-level and 

supra-level choices are not the focus of this study. Therefore, they will be 

left out of consideration here. 

 

Table Table Table Table 1111....1111: : : :     Visual Language Matrix (Kostelnick & Roberts, 1998, p. 86)Visual Language Matrix (Kostelnick & Roberts, 1998, p. 86)Visual Language Matrix (Kostelnick & Roberts, 1998, p. 86)Visual Language Matrix (Kostelnick & Roberts, 1998, p. 86)    

    TextualTextualTextualTextual    SpatialSpatialSpatialSpatial    GraphicGraphicGraphicGraphic    

IntraIntraIntraIntra    - type style: Palatino, 
Helvetica, Times 

- type size: 10, 11, 12 
points 

- case: upper or lower 
- treatment: italic, bold, 

shadow, outline 

- spacing between 
characters: 
condensed, expanded, 
kerning in/ out 

- spacing between 
words 

- vertical spacing: 
superscripts, subscript 

- punctuation marks: 
periods, commas, 
parentheses, dashes 

- symbols: dollar signs 
- treatment: underline, 

strike through 

InterInterInterInter    - headings, level of 
headings 

- numbers or letters 
that signal items in a 
list 

- paragraphs, 
indentation, hanging 
indents, lists 

- justified vs. unjustified, 
centered 

- line length, margins 
- text arranged in tables, 

organizational charts, 
decision trees 

- leading 

- bullets and other 
listing devices 

- gray scale highlighting 
text (e.g. boxed 
inserts) 

- linework in tables, 
organization charts, 
decision trees 

ExtraExtraExtraExtra    - labels, call-outs, and 
captions for pictures 
and data displays 

- numerical labels on x- 
and y-axes of data 
displays 

- legends for data 
displays 

- data displays: size of 
plot frames (x- and 
y-axes), orientation of 
plot frame (vertical or 
horizontal); space 
between bars, lines 

- pictures: size, viewing 
angle, perspective 

- line weights or shading 
on pictures or on data 
displays (bars or lines 
on graphs, gridlines, tick 
marks) 

- details on pictures - 
line drawing vs. 
photograph 

- use of color for 
pictures or data 
displays 

SupraSupraSupraSupra    - page headers or 
footers 

- navigational bars 
- major sections, 

chapter headings or 
numbers 

- tab labels - internal 
and external to the 
page 

- titles on the cover of 
the spine of the 
document 

- initial letters signaling 
the start of an article 
or major text segment 

- shape, thickness and 
size of the page (8 ½ 
x 11, legal size, 
scrollable length of 
the screen) 

- orientation of the field 
(portrait vs. 
landscape) 

- section dividers 
- embossing 
- placement of data 

displays and pictures 
in the document 

- color or texture of 
paper 

- page borders 
- boxes, lines, or gray 

scales around 
pictures or data 
displays 

- pictures or icons 
places behind the text 
or spread over the 
whole document for 
cohesion 

- lines in page headers 
or footers 
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 The range of choices at the four textual levels differ from 

document to document: a sober scientific article has a smaller range of 

choices than, for instance, an abundant information leaflet. Documents 

also differ in the importance of choices on different levels: a scientific 

article relies more heavily at choices at the intra- and inter-level, whereas 

an information leaflet relies more heavily on choices at the extra- and 

supra-level. For example, a scientific article relies at choices such as the 

use of italics to mark citations and the use of headings to structure the 

text, whereas an information leaflet relies more heavily at choices such as 

the use of pictures and data displays and the choice of paper and paper 

size.  

 

1.2.21.2.21.2.21.2.2    Cognate strategiesCognate strategiesCognate strategiesCognate strategies    

Kostelnick and Roberts (1998) describe typographic devices also in terms 

of the impact they have on readers. They mention three groups of effects: 

(1) tone and ethos; (2) emphasis and arrangement; and (3) clarity and 

conciseness. They call these three groups cognate strategies: “Strategies 

for shaping visual language that parallel strategies in verbal rhetoric” 

(Kostelnick & Roberts, 1998, p.437).  

 Tone and ethos relate “primarily to readers’ subjective 

responses to [typographic layout], its voice and credibility” (Kostelnick & 

Roberts, 1998, p.14). Kostelnick and Roberts (1998) remark that the 

tone of a document reflects the writer’s attitude toward the reader and 

subject. By selecting specific typefaces, the use of space or any other 

typographic device the writer can sound formal, informal, sincere, 

technical, humorous, etc. Ethos refers to establishing a trusting 

relationship with the reader (Kostelnick & Roberts, 1998). This means 

that when the writer chooses certain typographic devices, he1 should be 

careful that these adapt to the reader and reflects whatever the writer 

wants to attain. For instance, when bringing a serious message, the writer 

should make sure that the reader perceives the message as serious as 

well. 

 Arrangement and emphasis “pertain primarily to the visual 

structure and organization of the document” (Kostelnick & Roberts, 

1998, p. 14). Arrangement refers to the way visual elements are ordered 

and organized, so that the reader can see their structure. It relates to how 

elements cohere in groups, how they differ from each other and how they 

create layers and hierarchies (Kostelnick & Roberts, 1998, p. 14). 

Emphasis means that some parts are more important than others and 

therefore should receive more attention. Thus, in choosing typographic 

                                                           
1 Although ‘he’ is used throughout the book, female are also included. 
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devices the writer should match the structure and hierarchy of the text 

with the design: important elements should be made to stand out more 

than less important elements. Schriver (1997) describes a similar 

function of typography. She states that typographic devices may inform 

the reader about (1) the text structure - hierarchy, organization, and 

divisions among levels of the content and (2) the roles of text elements - 

the purposes and the relations among text elements and their functions 

to one another (Schriver, 1997, p.284). 

 Finally, clarity and conciseness “pertain primarily to functional 

matters of style, of making the design readable and efficient” (Kostelnick 

& Roberts, 1998, p.14). Clarity means that the design can be easily 

decoded, that readers understand it quickly and that the design is 

unambiguous. Clarity relates much to the legibility of a document: the 

ease with which letters and words are discerned on the page. 

Conciseness refers to the “visual bulk and intricacy of a design” 

(Kostelnick & Roberts, 1998, p. 19). It means that writers should choose 

typographic devices in such a way that these add some kind of rhetorical 

impact to the design. In other words, a design should contain just enough 

variation as is needed given the situation and should contain not too few, 

but also not too many typographic devices.  

 Each visual element in a document does something that affects 

the way readers respond to it. If a document is designed in such a way 

that the reader responds as desired by the writer, the document is said to 

be rhetorically appropriate. For instance, when a typographic layout adds 

to the emphasis and arrangement of a text, strikes the right tone and 

ethos, and when rules of clarity and conciseness are kept in mind, it is 

said to be rhetorically appropriate. It must be noted that the strategies 

mentioned relate to each other: they work together and affect each other. 

For instance, when a writer chooses to create hierarchy in his text by 

means of a very bold type face (arrangement and emphasis), this may 

also look glaring (tone and ethos) and make the text less legible (clarity 

and conciseness). The next section describes some textual and spatial 

devices. Graphic devices are not considered because they are not the 

focus of this study.  

 

1.3 Typographic layout: terms and definitions 

 

1.3.11.3.11.3.11.3.1    Typographic devices: textual codingTypographic devices: textual codingTypographic devices: textual codingTypographic devices: textual coding        

Textual devices include typographic devices such as typeface or typestyle, 

type size and type treatment. The typeface refers to “a complete set of 
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characters, punctuation, and symbols that share a common design” 

(Schriver, 1997, p.255). Two basic styles of typefaces are serif (e.g. Times 

New Roman, left part of Figure 1.2) and sans serif (e.g. Arial; right part of 

Figure 1.2).  

 

Figure Figure Figure Figure 1111....2222::::    Some typographic characteristics of letterforms (based on Schriver, Some typographic characteristics of letterforms (based on Schriver, Some typographic characteristics of letterforms (based on Schriver, Some typographic characteristics of letterforms (based on Schriver, 
1997, p. 251997, p. 251997, p. 251997, p. 253)3)3)3)    

 

 Serif typestyles are recognizable by a small line or curve at the 

end of the letterform, called serif. In sans serif typestyles this line or curve 

is absent. There has been much debate whether either serifs or sans 

serifs are more legible. Poole (2005) reviewed 50 studies and comes to 

the conclusion that serifs do not significantly affect legibility. Other 

factors, such as type size and spacing, seem more important for the 

legibility of a text.  

 The size of a typeface is often expressed in points (1 point is 

about 0.035 cm). As Figure 1.2 shows, point size is measured from the 

top of the highest ascender to the bottom of the lowest descender, plus a 

little extra space. This extra space makes it impossible to determine the 

exact point size by measuring the printed letter. This extra space stems 

from the days of handset metal type, in which letterforms had a frame 

around the letter to make sure that letters would not touch. Point size 

therefore is the size of the letterform plus the frame. In most texts, the 

point size of the typeface in the body text is between 8 and 12 points; 

headers are often larger than 12 points.  

 Another way to express the size of the typeface is by means of 

its x-height. As the name implies, this is the size of character x. As Figure 

1.2 shows, typefaces with a similar point size can have different x-heights: 

compare, for instance, the two 2 Es. Typefaces with a large x-height look 

bigger than typefaces with a small x-height, although they have the same 

point-size. Some researchers (e.g. Moriarty, 1986) therefore argue that 

the x-height is more important for the legibility of a text than the actual 

point size. 
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Figure Figure Figure Figure 1111....3333::::    Examples of type treatment: type weight, italics and type case (based Examples of type treatment: type weight, italics and type case (based Examples of type treatment: type weight, italics and type case (based Examples of type treatment: type weight, italics and type case (based 
on Kostelnick & Roberts, 1998, p.137)on Kostelnick & Roberts, 1998, p.137)on Kostelnick & Roberts, 1998, p.137)on Kostelnick & Roberts, 1998, p.137)    

 

 Type treatment refers to the textual variation within a given 

typeface. The most familiar transformations applied to a typeface include 

adding boldface (by changing the type weight), italics and changing the 

type case. See Figure 1.3 for examples. 

 Type weight refers to the amount of darkness of the type made 

up by the width of the lines of the characters. It varies from light to 

medium, heavy, bold and black. Type weight is mainly effective for 

marking certain text parts, for instance, in the use of headings.  

 Italics are cursive typefaces, or typefaces that are slanted to 

the right. Sometimes italics are confused with oblique fonts. These are 

fonts that by definition have a slanted orientation: they are designed to 

slant to the right, while italics are applied to the normal font. Italics are 

generally found to be less legible than their regular counterpart (Schriver, 

1997).  

 Finally, type case refers to the use of capitals. Type case can be 

used in four different ways: all capitals (all caps), all lower case, upper 

and lower case, and small caps (Moriarty, 1986). A text set in only 

capitals has a monotonous rectangular look. Furthermore, legibility 

decreases because it is harder to recognize words by their form, as all 

words form a rectangular. It is therefore preferred to mix upper and lower 

case (Schriver, 1997).  

 

1.3.21.3.21.3.21.3.2    Typographic dTypographic dTypographic dTypographic devices: spatial codingevices: spatial codingevices: spatial codingevices: spatial coding    

Spatial coding concerns typographic devices, such as spacing between 

characters and words, spacing between lines of text, line length and the 

way the text is justified.  

 Word spacing involves the amount of horizontal space between 

words. When this space is too big, so-called rivers may arise: big blank 



 

 26262626    

spaces between words. These rivers distract readers, because they make 

it harder for the reader to find the next word (Schriver, 1997). 

 The amount of vertical white space between two lines is called 

line spacing (or leading). The basic principle is that when line length 

increases line spacing should also increase (Van Dijk, 1995). Line length 

refers to the width of the text and is also called measure or column width. 

Van Dijk (1995) provides a simple rule of thumb: a line length of 

approximately 8-12 words (i.e. 50-70 characters) is optimally legible. 

Thus, the wider the line, the larger the type size and line spacing should 

be to keep the text legible. In terms of legibility, therefore, line spacing, 

type size and line length interact. 

 Finally, the way the left and right margins are designed is called 

justification. There are several ways of justification. All lines may begin at 

the left margin (i.e. ragged-right) or end at the right margin (i.e. 

ragged-left). Either the left or the right margin then forms a straight line, 

respectively. Text can also be centered, in which case both right and left 

margin do not form a straight line. When both the right and left margin 

form a straight line, the text is justified. Studies on the legibility of the way 

the text is justified show inconsistent results. Schriver (1997) suggests 

this may be related to the fact that the way a text is justified also affects 

the spacing between words. When a text is justified (vs. ragged-right or 

ragged-left), often unequal space between words arises. This has been 

shown to impair reading (Campbell, Marchetti & Mewhort, 1981; in 

Schriver, 1997).  

 

1.4 Typographic cues 

Typographic devices that provide readers with information on how to read 

a text are called visual cues (e.g. Bernhardt, 1986; Schriver, 1997). 

Because this study focuses on the way typographic devices provide 

information to the reader, they are here referred to as typographic cues or 

typographic signals.  

 According to Bernhardt (1986), the number of typographic cues 

in a document varies along a continuum. At the non-visually informative 

end, a document contains only a limited number of visual cues: in a 

scientific article, for example, the only cues provided may be paragraph 

indentation and headings. At the visually informative end an abundant 

use of color, boxes, variations in type size, type weight and white space 

may be used, as in information leaflets.  

 Bernhardt (1986) argues that texts at both ends of the 

continuum can provide direction to the reader about what is important 
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and not, and what is related to each other and not. However, the ways in 

which these directions are given differ in visually and non-visually 

informative texts. For instance, in a visually informative text emphasis 

may be expressed by means of type size, spacing, and headings, whereas 

in visually non-informative texts this may be done by means of intensifiers 

and placement of information in initial or final slots in paragraphs 

(Bernhardt, 1986, p. 76). This means that typographic cues can provide 

readers with the same information as textual cues. The only difference is 

the modality in which they do this. Table 1.2 provides a comparison 

between visual and textual cues. 

 

Table Table Table Table 1111....2222::::    Visual organization of written texts (based on Bernhardt, 1986; p. 76)Visual organization of written texts (based on Bernhardt, 1986; p. 76)Visual organization of written texts (based on Bernhardt, 1986; p. 76)Visual organization of written texts (based on Bernhardt, 1986; p. 76)    

    Visually informativeVisually informativeVisually informativeVisually informative        NonNonNonNon----visually informativevisually informativevisually informativevisually informative    

Localized: each section is its 
own locale with its own 
pattern of development, 
arrests reader’s attention. 

DevelopmentDevelopmentDevelopmentDevelopment    Progressive: each section leads 
smoothly to the next; projects 
reader forward through 
discourse-level previewing and 
backwards through reviewing. 

Iconic: spacing, headings 
reveal explicit highly, visible 
divisions, reader can jump 
around, process the text in a 
non-linear fashion, access 
information easily, read 
selectively. 

PartitioningPartitioningPartitioningPartitioning    Integrated: indentations give 
some indication of boundaries, 
but sections frequently contain 
several paragraphs and 
sometimes divisions occur within 
paragraphs; reader must read or 
scan linearly to find divisions. 
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Signaled through listing 
structures, expanded 
sentences, parallel 
structures, enumerated or 
iconically signaled by 
spacing, bullets or other 
graphic devices. 

Coordinate Coordinate Coordinate Coordinate 
relationsrelationsrelationsrelations    

Controlled semantically through 
juxtaposition, parallel structures, 
and cohesive ties, especially 
additive ties. 

Emphasis controlled by 
visual stress of layout, type 
size, spacing, headings. 

EmphaEmphaEmphaEmphasissississis    Emphasis controlled semantically 
through intensifiers, conjunctive 
ties, some emphasis achieved by 
placement of information in 
initial or final slots in sentences 
and paragraphs. 
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Subordinate relations 
signaled through type size, 
headings, indenting. 

Subordinate Subordinate Subordinate Subordinate 
relationsrelationsrelationsrelations    

Controlled semantically within 
linear sequence of paragraphs 
and sentences. 

 

 Bateman, Kamps, Kleinz and Reichenberger (2001) make 

similar assumptions about the relationship between visual and verbal 

cues. They argue that “a message is provided by the physical layout of 

information on a page: relations of similarity, difference and connection 

are commonly expressed by layout. In designing a page, therefore, layout 



 

 28282828    

relations must be made consistent with the overall communicative intent 

of the page” (Bateman et al., 2001, p.410). 

 By linking typographic choices to the rhetorical structure of a 

text, Bateman et al. (2001) show that typographic choices can be derived 

from the communicative intent of the writer. The aim of their study is to 

create a system that can automatically create multimodal pages in which 

text and layout form a coherent whole. This is only possible if choices in 

text and layout stem from the same source: the communicative intent of 

the writer. To show this, they compare the rhetorical structure 

(constructed by means of RST-analysis, Mann & Thompson, 1986) of the 

content of a text with the layout structure of the text - an abstract 

representation of the physical layout of the text (i.e. the appearance). The 

aim of the comparison is to search for regularities between typographic 

choices applied to the text and the underlying rhetorical relations in the 

text. The analysis shows that the typographic design of a text correlates 

with the way a text is segmented into thematic paragraphs and 

rhetorically related segments. This supports the notion that typographic 

choices serve a rhetorical goal and may help the reader in deciding what 

is important and what is not, and in relating text elements to each other. 

However, the results also show that choosing rhetorically appropriate 

typographic devices is a highly flexible process: rhetorical relationships 

can be made apparent (visually or textually) in several ways, and thus 

several possible layouts can signal the rhetorical structure of the text. 

Bateman et al. (2001) conclude that still much investigation is needed to 

create a set of motivated heuristics and constraints based on, for 

instance, document type, target audience and information content - i.e. 

the rhetorical situation in which the document is used.  

 

1.5 Typographic layout and visual perception: some principles 

To understand how typographic layout can inform readers, it is important 

to know the basic principles of visual perception. This section describes 

these principles. The purpose of this section, however, is not to explain 

the visual process in detail. For the interested reader, a thorough 

explanation of visual perception can be found in Wade and Swanston 

(2001). They provide an overview of the history of visual perception, the 

physiological process behind it, and the cognitive operations upon it. 

 

1.5.11.5.11.5.11.5.1    The process of visual perceptionThe process of visual perceptionThe process of visual perceptionThe process of visual perception    

Vision exists of two areas: the peripheral vision area and a fine-grained 

central vision area. The peripheral area is very sensitive to changes in 
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movement, color, brightness, etc. When people notice a change, they 

focus on it with their central vision area (Fleming & Levie, 1978, p.19). 

Viewers continually switch between peripheral and central vision. When 

critically looking at one thing with their central vision, they are still rapidly 

aware of changes in their peripheral vision.  

 When viewers perceive information, it is not just simply put into 

their minds. Viewers perform all kinds of transformations on the 

information they perceive. Visual input is first coded into signals of 

red-green, yellow-blue and white-black (Boynton, 1968; in Fleming & 

Levie, 1978, p.27). Then, additional coding happens in a hierarchical 

order. This means that a group of signals is transformed into a smaller 

group of signals at a higher level and again a smaller group at again a 

higher level. The process of transforming sensory inputs into structured 

experiences is called perception (Dastani, 1998, p.9). For example, when 

viewers look at an ad about a car, they first perceive the whole ad, group 

the visual input into text elements and pictures, and then conclude that 

the car shown in the picture is most relevant to remember. These steps 

take time, and it is up to the designer to make this process as least 

effortful as possible.  

 

1.5.21.5.21.5.21.5.2    Some general principles of visual perceptionSome general principles of visual perceptionSome general principles of visual perceptionSome general principles of visual perception    

Fleming and Levie (1978) describe four general principles of the way 

people perceive things: (1) perception is relative rather than absolute; (2) 

perception is selective; (3) perception is organized; and (4) perception is 

influenced by “set”. This section explains these principles in more detail, 

together with some of the design guidelines Fleming and Levie (1978) 

link to these principles.  

 

(1) Perception is relative (1) Perception is relative (1) Perception is relative (1) Perception is relative     

People are not good at estimating the exact size of an object, but are 

perfectly well capable of judging whether an object is larger or smaller 

than the other. Fleming and Levie (1978) state that this is because 

perception is relative, rather than absolute. When judging the size of 

objects (or the weight, or the brightness, etc.), a concurrent experience or 

an experience in the past serves as an anchor point for judgment. 

Furthermore, past experience may bias judgment: when the anchor point 

perceived in the past is very large, the reference point is perceived as 

smaller than it actually is and vice versa (Fleming & Levie, 1978).  

 In message design, this means that processing can be 

facilitated by providing readers with anchors to which they can relate the 

object of perception. Furthermore, it means that typographic devices such 
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as type weight and type size are perceived in contrast with the other 

elements in the text (Moriarty, 1986).  

 

(2) Perception is selective (2) Perception is selective (2) Perception is selective (2) Perception is selective     

As the capacity to perceive things is limited, viewers can only attend to a 

certain amount of information at one time. When looking at things, they 

look for a point to focus their attention on: the focal point. Fleming and 

Levie (1978) suggest that this is because viewers cannot pay equal 

attention to everything they see. The focal point stimulates thinking; 

viewers try to attach meaning to it (Kostelnick & Roberts, 1998). Here, 

past experience also plays an important role: it determines what kind of 

meaning viewers attach to things, and it guides them in what kind of 

information they focus on.  

 With regard to documents, readers commonly know that more 

important things are often made to stand out and that information that 

belongs together often looks similar. 

 

(3) Perception is organized (3) Perception is organized (3) Perception is organized (3) Perception is organized     

According to Fleming and Levie (1978, p. 9), when people perceive 

objects, they do not see a random set of stimuli, but they try to organize 

the objects into a meaningful whole. The meaning that is imposed upon 

the object is in part determined by characteristics of that object and in 

part by what the perceiver chooses to impose upon it. Without the 

organizing function of perception, Fleming and Levie (1978) state, it 

would be impossible for perceivers to cope with the environment.  

 Document designers can help readers to impose structure on 

what they perceive. For instance, designers can put information that 

belongs together in close proximity with each other. They can also make 

visible what is important by giving this information more weight in the text 

by means of size or type weight.  

 

(4) Perception is influenced(4) Perception is influenced(4) Perception is influenced(4) Perception is influenced by “ by “ by “ by “setsetsetset””””    

That perception is influenced by set means that what viewers perceive is 

affected by what they expect to perceive. Fleming and Levie (1978) 

propose that this affects what viewers select to process. It furthermore 

affects how viewers organize and interpret the selected information.  

 For instance, when an ambiguous picture is shown, viewers will 

first see what they are instructed to see. When instructed to see a vase 

when looking at Figure 1.4, viewers will first see the vase, and perhaps 

somewhat later two black faces. So, designers can guide readers by 

giving them information about what to expect or about what is important.  
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Figure Figure Figure Figure 1111....4444::::    A white vase or two black faces? (Schriver, 1997, p. 307)A white vase or two black faces? (Schriver, 1997, p. 307)A white vase or two black faces? (Schriver, 1997, p. 307)A white vase or two black faces? (Schriver, 1997, p. 307)    

 

 Finally, perception is goal-directed: when a reader looks at a 

scientific article with the goal to determine whether the research topic is 

useful, he will probably look at only some of the information, such as the 

abstract, the headers in the theoretic part or the first lines of the 

conclusion. Once the reader has decided that the subject is useful, he will 

probably look at the article in a different way: intensively read through the 

theoretic chapters or study on the tables. This is an example of how 

expectations of the genre and reader characteristics may guide 

perception.  

 

1.5.31.5.31.5.31.5.3    Principles from Gestalt psychologyPrinciples from Gestalt psychologyPrinciples from Gestalt psychologyPrinciples from Gestalt psychology    

Typographic devices can inform the reader about two important aspects 

of a text: the relevance of text parts and the relations among text parts. 

Most guidelines with regard to these aspects stem from principles 

described in Gestalt psychology, a movement in experimental psychology 

that made important contributions to the study of visual perception. 

Gestalt psychology finds its origins in a series of experiments conducted 

by Wertheimer (1922), which led to the description of some general 

principles of visual perception. The basic principle behind Gestalt 

psychology is that the whole is greater than the sum of its parts. With 

regard to visual perception, this means that what viewers see is not a 

random set of lines, dots and curves, but that they integrate these lines, 

dots and curves into meaningful forms and figures.  

 In the following, some of the most important Gestalt principles 

are described and applied to document design. Again, it is not the 

purpose of this section to provide a complete overview of Gestalt 

psychology. The purpose is to give a general overview of the principles 

that are often applied to document design. Ellis (1938) provides, among 

others, translations of the original articles by Wertheimer. Gordon (1997) 

presents an overview of Gestalt psychology and its impact on perceptual 

research nowadays.  
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Relevance of teRelevance of teRelevance of teRelevance of text parts: figurext parts: figurext parts: figurext parts: figure----ground contrast ground contrast ground contrast ground contrast     

One of the most basic Gestalt principles is that of figure-ground contrast. 

This notion describes the way viewers separate images from another. 

When people look at things, they distinguish elements that stand in the 

front and elements that stand in the back. What stands in the front and 

what stands in the back is determined by visual contrast - i.e. the amount 

of visual difference among text elements. Elements that are visually 

distinct from others are more likely to stand in the front than elements 

that are visually similar. Kress and Van Leeuwen (1998, p. 200) note that 

contrast (or salience) can create “a hierarchy of importance among 

elements, selecting some as more important and more worthy of 

immediate attention than others”. Thus, elements that are salient are 

more likely to stand in the front, will grab attention of readers first, and 

are regarded as more important than elements that stand in the back. 

 The degree of contrast of an element depends on its 

surroundings, as perception is relative rather than absolute. Figure 1.5 

shows that changing the relative size of elements with regard to each 

other also changes the relative importance of the elements with regard to 

each other: the circle and the square in A seem to be bigger than the 

circle and the square in B and C, respectively. In B the square is most 

salient, whereas in C the circle is most salient. 

 When applied to document design, this principle can be used to 

indicate the relevance of a text part. Typographic devices such as a large 

type size, a heavy type weight or a distinct color can be used to make 

important text parts stand in the front, indicating their relevance. This can 

be used to guide readers through a page, as readers try to focus on 

something when encountering a page. For instance, when size is used 

hierarchically, readers will probably first look at the largest element, then 

turn to the smaller elements and end with the smallest elements.  

 

AAAA    BBBB    CCCC    

 

Figure Figure Figure Figure 1111....5555: : : : Changing the relative size changes the perceived importance of the Changing the relative size changes the perceived importance of the Changing the relative size changes the perceived importance of the Changing the relative size changes the perceived importance of the 
elelelelements to ements to ements to ements to each other each other each other each other (Graphic Design 2 (Graphic Design 2 (Graphic Design 2 (Graphic Design 2 –––– Visual Perception, n.d.) Visual Perception, n.d.) Visual Perception, n.d.) Visual Perception, n.d.)    
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 McCarthy and Mothersbaugh (2002) suggest that one way in 

which visual contrast signals relevance of a text element is through the 

expectations that readers hold about the motives of the writer (Grice, 

1989). One such expectation is that readers expect writers to provide 

exactly the amount of information that is necessary to convey their 

message. When a text part is made visually distinct from others by means 

of contrast, readers might reason on the basis of prior experience that 

this additional information is meaningful in some way, for instance, to 

indicate the relative importance of the text part.  

 It must be noted that the principle of figure-ground contrast 

must be used carefully: when everything is made to stand out, nothing will 

stand out and readers get confused.  

 

Relations among text parts: grouping Relations among text parts: grouping Relations among text parts: grouping Relations among text parts: grouping     

The idea of grouping relates to the way people perceive elements as 

belonging together or not. Where figure-ground contrast pulls out 

elements, grouping describes how elements can be glued together 

(Kostelnick & Roberts, 1998). Some important principles that describe 

the way people group elements are the principle of similarity, the principle 

of proximity and the principle of good continuation.  
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Figure Figure Figure Figure 1111....6666::::    Examples of the Principle of Similarity (left) and the Principle of Examples of the Principle of Similarity (left) and the Principle of Examples of the Principle of Similarity (left) and the Principle of Examples of the Principle of Similarity (left) and the Principle of 
Proximity (right) (Wade & Swanston, Proximity (right) (Wade & Swanston, Proximity (right) (Wade & Swanston, Proximity (right) (Wade & Swanston, 2001, p.78)2001, p.78)2001, p.78)2001, p.78)    

 

 The principles of similarity and proximity are often 

demonstrated with the examples shown in Figure 1.6. When looking at 

the example on the left, a viewer probably does not only see a square 

filled with little dots. More probably, a series of alternating columns filled 

with black dots and white dots will be perceived. This can be explained by 

means of the principle of similarity, which states that people perceive 

elements that look the same as being associated (e.g. e.g. Campbell, 

1995; Kostelnick & Roberts, 1998; Schriver, 1997). The principle of 

proximity can be demonstrated with the example on the right (Figure 1.6). 

Here viewers are likely to see groups of two dots arranged in columns. 
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This is because they perceive elements which are close together as 

associated. 

 When applied to document design, the principles of proximity 

and similarity can be used to indicate relations among text elements. 

Information that is associated should have a similar typographic layout 

and/ or be put close together. Information that serves a different function 

in the text should have a different typographic layout and/ or be put 

further apart. For example, in this chapter all headings on the same 

hierarchical level have a similar layout and are put in close proximity with 

the text it is associated with. The proximity with the text below (and the 

separation from the text above) establishes a bond between the heading 

and the text, telling the reader that the heading is associated with the text 

below and not the text above. The similarity in typography tells the reader 

that all headings serve a similar function: providing topic information 

about the text it belongs to. 

 

A         C 

  X 
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Figure Figure Figure Figure 1111....7777::::    Example of Good Continuation (Campbell, 1995, p. 17)Example of Good Continuation (Campbell, 1995, p. 17)Example of Good Continuation (Campbell, 1995, p. 17)Example of Good Continuation (Campbell, 1995, p. 17)    

 

 Another principle that is related to the grouping of elements is 

the principle of good continuation. This means that readers tend to 

perceive lines and patterns as continuing in a simple and predictable way. 

Therefore, Figure 1.7 is more likely to show one straight line and one 

curved line than two combinations of curved and straight lines or even 

four separate lines. Campbell (1995) argues that the principle of good 

continuation creates coherence in a text. She relates this to Grice’s 

maxim of relevance: if two utterances are relevant to each other, a text is 

more coherent than if two utterances are irrelevant to each other. 

Because in Figure 1.7 AX and XD are more relevant to each other than, 

for instance, BX and AX, they are seen as coherent wholes.  

 The principle of good continuation can also be applied to 

document design. When the visual continuity of a text is broken, for 

instance, by means of indentation or the use of boxes and lines, the 

reader is told that in the content of the text the continuity is broken as 

well, because of a change of subject.  

 Following the idea of rhetorical appropriateness, the design of a 

document should be adapted to its reader. As Gestalt principles are often 
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regarded as general principles in the way people perceive things, they can 

function as general baselines for designing rhetorically appropriate 

documents. In many books on document design, these principles are 

therefore used as a basis for input for design principles (e.g. Campbell, 

1995; Fleming & Levie, 1978; Kostelnick & Roberts, 1998; Petterson, 

2002; Schriver, 1997). Although Gestalt principles are valuable tools in 

designing rhetorical appropriate documents, they “are not intrinsically 

rhetorical and they were not intended to tell designers what their goals 

ought to be” (Schriver, 1997, p. 324).  

 

1.6 Summary: typographic devices and rhetorical appropriateness 

This chapter dealt with the categorization of typographic devices, the 

cognate strategies that play a role in designing a text and the perceptual 

principles that affect these strategies. Figure 1.8 provides an overview of 

how these concepts relate to each other. 

 

Rhetorical situationRhetorical situationRhetorical situationRhetorical situation 
AudienceAudienceAudienceAudience        PurposePurposePurposePurpose        ContextContextContextContext    

     

  Typographic devicesTypographic devicesTypographic devicesTypographic devices    
Levels: intra, inter, extra, supra 
Coding: textual, spatial, graphic 

  

     

  Cognate strategiesCognate strategiesCognate strategiesCognate strategies    
Arrangement - emphasis 

Clarity - conciseness 
Tone - ethos 

  

     

  Guides for design strategiesGuides for design strategiesGuides for design strategiesGuides for design strategies    
Perception, Gestalt, Visual conventions 

Empirical research 

  

        

      

Figure Figure Figure Figure 1111....8888::::    Relations among typographic devices, cognate strategies, design Relations among typographic devices, cognate strategies, design Relations among typographic devices, cognate strategies, design Relations among typographic devices, cognate strategies, design 
strategies and rhetorical situation (Roberts & Kostelnick, 1998, p.109)strategies and rhetorical situation (Roberts & Kostelnick, 1998, p.109)strategies and rhetorical situation (Roberts & Kostelnick, 1998, p.109)strategies and rhetorical situation (Roberts & Kostelnick, 1998, p.109)    

 

 The first block in Figure 1.8 represents the categorization of 

typographic devices. The devices are divided into three coding modes: 

textual, spatial and graphic devices. These devices can be applied at 

several levels of the text (intra-, inter-, extra- and supralevel).  
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 The second block mentions three strategies for rhetorical 

appropriate designs: (1) arrangement and emphasis; (2) clarity and 

conciseness; and (3) tone and ethos. As Kostelnick and Roberts (1998) 

point out, these strategies overlap and interrelate. For instance, the use 

of headings may make the structure of a text apparent, show the reader 

what is important, may help the reader in understanding the message 

easily and may make the text more appealing.  

 The third block shows what perceptual principles explain how 

typographic layout may help the reader in processing a text. For instance, 

according to the principles of similarity and proximity readers group 

elements together that look similar or stand close to each other. 

According to the principle of figure-ground contrast, elements that are in 

stark contrast to their background are more likely to be perceived as 

important and, in turn, often receive more attention. 

 The choices mentioned above all depend on the audience for 

which the document is intended, the purpose of the document and the 

situation in which it used. In other words, typographic choices should add 

to the rhetorical appropriateness of the document. The choice for the 

devices to be used and how they should be used must be guided by the 

rhetorical impact a designer wants to make with the design. This is shown 

in the upper level of Figure 1.8. 

 In this study, the focus is on product advertisements. Readers 

are often prepared to pay only as little attention as needed to an ad. The 

design of an ad must therefore bring the message across as clearly and 

easily as is possible. In addition, the design may draw the attention of the 

reader and stimulate him to process the ad extensively. Finally, the design 

must help the advertiser in reaching his goal: selling the product. McCarthy 

and Mothersbaugh (2002) provide a framework in which the possible 

effects of typographic layout within an advertising setting are described. 

Chapter 3 explains and refines this framework. First, however, Chapter 2 

provides a detailed description of the persuasion process. 
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2 The persuasion process 
 

2.1 Introduction 

This study explores the effects of typographic layout on the persuasion 

process. Persuasion can be defined as “a successful intentional effort at 

influencing another’s mental state through communication in which the 

persuadee has some measure of freedom” (O’Keefe, 2002, p. 5).  

 Research on persuasion goes back a long time. When the first 

studies into advertising effects evolved, scholars assumed that 

consumers had to go through several phases before buying the product. 

The first and perhaps also the best-known model that described this 

process is the AIDA model developed by St. Elmo Lewis in 1898 (Strong, 

1925). AIDA stands for Attention, Interest, Desire and Actio. It was 

hypothesized that a product must first attract the attention of the 

consumer, who becomes interested in it, develops a desire into it and 

then takes action by purchasing it. Over the years, many variations on this 

so-called Hierarchy of Effects model have been suggested (e.g. Colley, 

1961; Lavidge & Steiner, 1961). For instance, low-involvement theories 

(Krugman, 1965; Ray, 1973) assumed that repetition of advertising leads 

to an unconscious awareness of the product. This in turn leads to trial 

purchases after which an attitude change takes place. 

 Although these theories proved to be accurate under some 

circumstances, they could not explain some inconsistent findings with 

regard to, for instance, the effectiveness of source expertise. Expert 

sources were sometimes found to have positive effects (e.g. Kelman & 

Hovland, 1953) and sometimes found to have negative effects on 

attitude change (Sternthal, Dholakia & Leavitt, 1978; in Petty & Wegener, 

1999). Furthermore, the theories were criticized for regarding readers as 

passive information consumers, who were regarded as readily accepting 

the claims in the message. Instead - it was argued - readers should be 

seen as active information processors, who decide for themselves which 

information to process and how to process it. Besides, readers were 

assumed to have only a restricted capacity to process information, which 

would prevent them from processing each message they encountered, 

and from processing each message to the same extent. 
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 The question whether, and to what extent, readers process a 

message was found to be determined by situational factors, 

characteristics of the reader and by characteristics of the message itself. 

These findings led to the introduction of so-called dual-process models, 

such as the Elaboration Likelihood Model (ELM) (Petty en Cacioppo; 

1986a; Petty & Wegener, 1998; Petty & Wegener, 1999) and the 

Heuristic-Systematic Model (HSM) (Chaiken; 1987; Chen & Chaiken, 

1999). The central idea behind these models was that the way readers 

process a persuasive message depends on the amount of cognitive effort 

- referred to as elaboration - they are willing and able to put into 

processing the message.  

 The amount of elaboration proved to be an explanation for the 

inconsistent findings found thus far: an expert source proved to be useful 

as an judgment measure under low-elaboration processing (e.g. “I agree 

with people who have relevant knowledge”) and was found to function as 

a persuasive argument under high-elaboration processing, provided that 

the expert source was relevant for the product advertised for.  

 This study adopts the dual-process view on persuasion. This 

chapter therefore provides a detailed description of the dual-process 

models. 

 

2.2 Three routes to persuasion: several underlying mechanisms 

In both the ELM and HSM the amount of elaboration determines which 

advertising characteristics affect persuasion outcomes and how they 

affect these outcomes. The amount of elaboration forms a continuum: 

some readers will make considerable effort processing an ad, while 

others will make only little or no effort processing it. The continuum is 

often described in terms of two routes that represent the high and low 

end of the continuum: central/ systematic and peripheral/ heuristic 

processing, respectively. Central processing occurs when elaboration is 

relatively high; peripheral processing occurs when elaboration is relatively 

low. Meyers-Levy and Malaviya (1999) discern a third route to attitude 

change: experiential processing. This section describes these routes to 

persuasion in more detail.  

 

2.2.12.2.12.2.12.2.1    CentralCentralCentralCentral/ / / / systematic processingsystematic processingsystematic processingsystematic processing    

Under circumstances of high elaboration, readers aim at scrutinizing and 

uncovering the central features of the product and/ or brand in the 

advertisement. In the ELM, this process is referred to as central 

processing (Petty & Cacioppo, 1986a). In the HSM, the same process is 
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called systematic processing (Chaiken, 1987). Central or systematic 

processing predicts that readers put great cognitive effort in assessing 

the validity of the message’s claim (Chaiken, 1980). According to Chaiken 

(1980), the main characteristics of this process are comprehension, 

evaluation and assessment of the validity of the arguments in the 

message. Central or systematic processing therefore is in line with the 

more traditional views on persuasion, such as the Hierarchy of Effects 

models.  

 The effect of central processing on persuasion outcomes is 

often described in terms of cognitive responses. These can be regarded 

as “internal reactions (thoughts) of an individual on a unit of information, 

e.g. certain argument in a message” (Verplanken, 1989, p. 18). The 

quality of the arguments used in the ad is regarded as the main 

determinant of the direction of the favorability of thoughts. Strong 

arguments are likely to evoke positive responses resulting in a positive 

attitude change; weak arguments are likely to evoke counter arguments 

and negative responses, resulting in a negative attitude change. The 

overall direction of thoughts evoked by the message (positive or negative) 

is also referred to as valence (O’Keefe, 2002). Under high-elaboration 

conditions, therefore, the number and nature of the thoughts are the 

main determinants of the degree and direction of the attitude change 

(O’Keefe, 2002; Petty & Wegener, 1998; Petty & Wegener, 1999).  

 

2.2.22.2.22.2.22.2.2    PeripheralPeripheralPeripheralPeripheral/ / / / heuristic processingheuristic processingheuristic processingheuristic processing    

When readers put relatively little effort into processing the ad, they are 

looking for a relatively easy way to form an overall evaluation of the 

product or brand.    In the ELM, this way of processing is called peripheral 

processing. According to Petty and Wegener (1999), this easy way may 

differ both quantitatively and qualitatively from central processing. In 

short, two peripheral mechanisms can be distinguished: (1) selective 

processing, which differs quantitatively from central processing; and (2) 

cue processing, which differs qualitatively from central processing. 

Contrary to the ELM, the HSM - where low-effortful processing is referred 

to as heuristic processing - only makes a qualitative distinction. 

 

Selective pSelective pSelective pSelective processingrocessingrocessingrocessing    

Selective processing refers to a process in which readers process only 

some of the information in the ad extensively. In this case, the strength of 

only the selectively processed arguments determines persuasion 

outcomes: readers still aim at uncovering the central features of the 

product, but process only a few arguments to uncover them. This can be 
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seen as a peripheral mechanism because readers put relatively little 

effort into processing the message compared to central processing.  

 

Peripheral pPeripheral pPeripheral pPeripheral processingrocessingrocessingrocessing    

Peripheral processing refers the reliance of readers on peripheral cues 

and heuristics to form an opinion. Peripheral cues are “extrinsic features 

of the communication situation” (O’Keefe, 2002, p. 148). They may be 

present in the message itself, such as a pleasant picture, or may be 

present in the persuasion context, such as pleasant music, or may be 

connected to the source of the message, such as a credible or likeable 

source. Under low-elaboration processing, the evaluation of these 

peripheral cues can affect persuasion outcomes directly (Petty & 

Wegener, 1999).  

 Peripheral cues may also form the input for relatively easy 

decision rules, called heuristics. Heuristics are defined as “learned, 

declarative or procedural knowledge structures stored in memory” (Chen 

& Chaiken, 1999, p. 82). Over the years, several heuristics have been 

distinguished, such as the number of arguments rule of thumb, according 

to which a product is more desirable when more arguments are 

mentioned (Petty & Cacioppo, 1984). Source characteristics such as 

source expertise (“I agree with people who have relevant knowledge” 

Petty, Cacioppo & Goldman, 1981) or likeability of the source (“I agree 

with people I like” Petty, Cacioppo & Schumann, 1983) can also be used 

as an easy rule of thumb. According to Chen and Chaiken (1999, p.74), 

the heuristic to be employed must be available, accessible and 

applicable. This means that the reader must have stored the heuristic in 

memory and must be able to retrieve it from memory. Finally, the heuristic 

should be relevant to the task at hand.  

 

2.2.32.2.32.2.32.2.3    ExperientialExperientialExperientialExperiential processing processing processing processing    

When experiential processing occurs, readers use sensations and feelings 

that are evoked by the processing itself as a basis for attitude change. For 

example, when readers think they process an advertisement very fluently 

or think the ad looks very attractive, this may evoke positive feelings, 

which may in turn be used to derive judgments about the ad or product.  

 Petty and Wegener (1999) gather processes in which feelings 

affect persuasion, such as classical conditioning (Staats & Staats, 1958), 

misattribution of affect to the message (Petty & Cacioppo, 1983; Schwarz 

& Clore, 1983), mere exposure effects (Bornstein, 1989; Zajonc, 1968) 

and perceptual fluency (Bornstein, 1989; Jacoby, Kelley, Brown & 

Jasechko, 1989) under the header peripheral processing. However, as 
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the focus is not on the content of the message (as is the case with central 

and peripheral processing), but on the feelings evoked by processing the 

message, Meyers-Levy and Malaviya (1999) argue that these processes 

should be seen as separate from peripheral processing. 

 According to Meyers-Levy and Malaviya (1999), proof for the 

hypothesis that feelings can affect persuasion outcomes are derived 

mainly from experimental research in which cognitive resources were 

severely restrained. They therefore state that this process is most likely to 

occur under conditions of (extremely) low elaboration. Indications do 

exist, however, that feelings may also affect persuasion outcomes under 

high-elaboration conditions. For instance, in research on the effects of 

rhetorical figures in advertising, which require considerable effort to be 

processed, it was found that when people do not understand the figure, 

they feel frustrated. These negative feelings, in turn, were found to affect 

persuasion outcomes negatively (Van Enschot, 2005). Furthermore, 

Miniard, Bhatla & Rose (1990) found that under high-elaboration 

processing conditions readers felt more favorable towards ads in which a 

pleasant picture (containing a tropical beach scene) was used instead of 

an unpleasant picture (containing five very ugly iguanas). The favorability 

felt towards the ad was found to be an important predictor of persuasion 

outcomes2, under both high and low-elaboration conditions. This suggests 

that feelings may affect persuasion outcomes under both peripheral and 

central processing conditions.  

 It is yet unclear how these feelings affect persuasion outcomes: 

the reader may assign them automatically to the object under 

consideration, or may misinterpret the feelings as a reflection of his 

opinion about the object. Furthermore, it is uncertain exactly which 

feelings affect persuasion outcomes (and in what way) and how text 

characteristics can affect these feelings. As Meyers-Levy and Malaviya 

(1999) state, this route is most in need of greater specification and 

refinement.  

 

2.3 The degree of elaboration: ELM versus HSM 

 

2.3.1 2.3.1 2.3.1 2.3.1     The elaboration likelihood continuum from an ELM perspectiveThe elaboration likelihood continuum from an ELM perspectiveThe elaboration likelihood continuum from an ELM perspectiveThe elaboration likelihood continuum from an ELM perspective    

Elaboration involves processing “all available information in the 

immediate persuasion context […] in an attempt to evaluate the true 

merits of the arguments and position advocated” (Petty & Cacioppo, 

                                                           
2 It must be noted that the pleasant picture may have been more relevant for the product advertised, a 
thirst quenching fruit juice, and therefore may have served as a central argument.  
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1984, p. 671). In other words, according to the ELM elaboration not only 

involves the processing of the information provided in the message, but 

also the processing of information or knowledge already present for the 

reader. This implies that under high-elaboration conditions pre-existing 

knowledge and attitudes may also affect persuasion outcomes, and 

under low-elaboration conditions factors such as mood or background 

music may affect persuasion outcomes.  

 Furthermore, within the ELM, it is assumed that readers want to 

have correct attitudes about the issues they encounter. As Petty and 

Wegener (1999) note, correctness is a subjective measure. The feeling of 

correctness can be based on all sorts of processes, varying from 

argument assessment to more peripheral processes. High-elaboration 

processing is seen as the best way to derive correct opinions about the 

issue under consideration. However, as readers encounter many 

messages a day, it is impossible for them to think extensively about all of 

these messages. They therefore often turn to low-elaboration processing.  

 The ELM is often described in terms of the two routes to 

persuasion. This may cause some to think that readers are either high or 

low in elaboration. However, as elaboration forms a continuum, readers 

can be anywhere between very high or very low. This has consequences 

for the way persuasion outcomes are determined. Within the ELM 

framework, it is postulated that the higher the amount of elaboration, the 

larger the impact of argument strength (or valence) and the smaller the 

impact of peripheral cues on persuasion outcomes (and vice versa). This 

implies that under both high and low-elaboration conditions heuristics 

such as “I agree with experts” may be evoked, but that under 

high-elaboration conditions the impact of these heuristics may be smaller 

(Petty & Wegener, 1999).  

 Although it is sometimes assumed that text characteristics 

function either as a peripheral cue or as a central argument, the role a 

text characteristic takes on depends on the degree of elaboration of the 

reader, according to Petty and Wegener (1999). For example, a cue such 

as source expertise can act as an argument under high-elaboration 

conditions and as a peripheral cue under low-elaboration conditions. 

Thus, while peripheral processors are willing to readily accept the claim in 

the message on the basis of source expertise, central processors will first 

consider whether the expertise of the source is relevant for the claim 

(Verplanken, 1989). This implies that, depending on the circumstances in 

which the message is processed, certain message characteristics can 

affect attitudes under high or low processing conditions in the same or 

different direction but through another mechanism. In other words, the 
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ELM treats central route effects and peripheral route effects as separate 

from each other.  

 Finally, as was already noted in Section 2.2, the notion of the 

continuum has consequences for the strength of the attitudes formed. 

Attitudes based on central processing are stronger, show more temporal 

persistence, are better predictors of behavior, and show more resistance 

to counter argumentation than attitudes based on peripheral or 

experiential processing. It is assumed that there are several processes 

which mediate these strength effects. Attitudes formed under 

high-elaboration conditions are presumed to be more accessible. 

Moreover, the information linked to the attitude may be more salient, and 

readers may be more confident about the attitude, because they thought 

about it extensively (e.g. Petty & Cacioppo, 1986b; Petty, Haugtvedt & 

Smith, 1995; Petty & Wegener, 1999). 

 

2.3.22.3.22.3.22.3.2    The sufficiency principle from a HSM perspectiveThe sufficiency principle from a HSM perspectiveThe sufficiency principle from a HSM perspectiveThe sufficiency principle from a HSM perspective    

From the HSM perspective the heuristic processing strategy has the 

advantage of requiring only a minimum effort (Chaiken, 1980, p. 753). 

Because resources are limited, readers generally only willing to put little 

effort in processing, which is referred to as the principle of least effort. 

This in turn makes the less effortful heuristic processing strategy the 

default. Although heuristic processing requires less effort, it may also 

cause errors: readers may accept message conclusions they might have 

rejected if they had processed the message systematically (or vice versa).  

 The HSM (and in line with the ELM) states that readers only 

process systematically when they want to be sure that they hold reliable 

opinions, or “when reliability concerns outweigh economic concerns” 

(Chaiken, 1980, p. 754). Readers will then put as much effort as needed 

in processing the text. This is called the sufficiency principle. The 

sufficiency principle can also be seen as a continuum, with the level of 

actual confidence and the level of desired confidence as critical points. 

When the level of actual confidence is lower than the desired level, 

readers are presumed to engage in more systematic processing (if 

possible), until the desired level of confidence is reached.  

 Chen and Chaiken (1999) distinguish three broad categories of 

types of motives that impact on the motivation to process: (1) accuracy 

motivation; (2) defense motivation; and (3) impression motivation. The 

first, accuracy motivation, refers to the desire of processors to have 

correct opinions. The larger this desire, the more likely it is for them to 

turn to systematic processing. The second, defense motivation, refers to 

the desire to have opinions that agree with existing attitudes and beliefs. 
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This motive may cause readers to only process information that is 

congruent with already existing information, or to react negatively to 

information that is incongruent with already existing information. In other 

words, it may cause biased processing of the information. The third, 

impression motivation, refers to the desire to have attitudes that satisfy 

current social goals. This may also cause biased processing. For instance, 

when readers are determined to go along with the opinion of others. 

These types of motives may co-occur, although in most situations one of 

the three types will be dominant.  

 Finally, the HSM suggests that central (or systematic) and 

peripheral (or heuristic) effects may be additive or interactive. For 

instance, Maheswaran, Mackie and Chaiken (1992) found that under low 

accuracy motivation participants were positively affected by positive 

brand names and negatively affected by negative brand names, 

regardless of the product attributes mentioned in the text. Although the 

valence of the brand name (positive versus negative) can be seen as a 

heuristic, this was also found to affect evaluations under high accuracy 

motivation conditions. When both brand name and attributes were 

positive (or negative) participants were affected by both brand name and 

product attributes. When brand name was positive and attributes were 

negative (or vice versa), participants were only affected by product 

attributes. This suggests that systematic and heuristic effects interact.  

 

2.3.32.3.32.3.32.3.3    Conclusion: ELM versus HSMConclusion: ELM versus HSMConclusion: ELM versus HSMConclusion: ELM versus HSM    

The ELM and HSM resemble each other in many respects. Among others, 

they both discern an effortful way and an easy way of processing. In 

addition, they both assume that for effortful processing to occur the 

reader must be both motivated and able. Finally, they both point out that 

personal and situational factors may affect the degree of effortful 

processing.  

 The models also differ. The most important distinction is the 

way in which peripheral/ heuristic processing and central/ systematic 

processing operate with regard to each other. The ELM framework states 

that, when elaboration increases, the impact of central mechanisms on 

persuasion outcomes increases and the influence of peripheral 

mechanisms decreases. Furthermore, depending on the degree of 

elaboration, text characteristics are processed through central or 

peripheral mechanisms. According to the HSM, on the other hand, 

systematic and heuristic processing may co-occur. In other words, even 

when elaboration is high it is possible that peripheral cues affect 

persuasion outcomes to the same extent as argument strength does. The 
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way central and peripheral mechanisms interact is an issue of ongoing 

debate. In this study, the ELM framework is used.  

 

2.4 Motivation, ability and opportunity (MOA) 

Within the dual-process models, two factors are identified that affect the 

degree of elaboration: motivation and ability. Often, a third factor is added: 

opportunity (MacInnis, Moorman & Jaworski, 1991). These three factors 

taken together are often referred to as MOA (motivation, opportunity and 

ability). As MOA factors determine the level of elaboration, they also affect 

which role text characteristics take on in processing an ad. However, the 

relationship between text characteristics and MOA (or elaboration) is more 

complicated: text characteristics can also affect the level of MOA when 

readers are processing an ad (MacInnis et al., 1991).  

 MacInnis et al. (1991) give an overview of factors that affect 

the level of MOA before and after exposure to an ad. They call the level of 

MOA readers have before encountering the ad pre-exposure MOA. 

Pre-exposure MOA is mainly affected by personal and situational factors. 

The level of MOA readers have after encountering the ad is called 

post-exposure MOA. Post-exposure MOA entails the level of MOA readers 

have after the first contact with the ad and during further exposure to the 

ad. It is affected by personal, situational and message factors. 

 

PrePrePrePre----exposure factorsexposure factorsexposure factorsexposure factors     

MotivationMotivationMotivationMotivation    OpportunityOpportunityOpportunityOpportunity/ / / / abilityabilityabilityability     

 Need for Cognition, personal 
relevance, perceived social/ 
financial risk, imminence of 
decision, etc. 

Prior knowledge, intelligence, 
cultural background, 
language proficiency, 
distraction, etc. 

 

  

PostPostPostPost----expoexpoexpoexposure factorssure factorssure factorssure factors     

MotivationMotivationMotivationMotivation    OpportunityOpportunityOpportunityOpportunity/ / / / abilityabilityabilityability     

 Attract attention (prominent 
stimuli, visual complexity, 
novel stimuli), stimulate 
brand processing (relevance 
of the brand, curiosity about 
the brand) 

Activate relevant knowledge 
structures/ provide redundant 
information (framing, repeating 
information, right context, 
prominent stimuli), create new 
knowledge structures 
(analogies) 

 

Level of Level of Level of Level of  
elaboratelaboratelaboratelaborationionionion 

Figure Figure Figure Figure 2222....1111::::    Schematic overview of factors that affect preSchematic overview of factors that affect preSchematic overview of factors that affect preSchematic overview of factors that affect pre---- and post and post and post and post----exexexexposure MOA posure MOA posure MOA posure MOA 
(based on (based on (based on (based on MacInnis et al., 1991, p.36)MacInnis et al., 1991, p.36)MacInnis et al., 1991, p.36)MacInnis et al., 1991, p.36)    
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 Figure 2.1 provides a schema of possible pre- and 

post-exposure factors that affect the level of MOA. This schema is based 

on the pre- and post-exposure MOA factors that are identified by MacInnis 

et al. (1991). These factors are explained in the following sections. This 

description is not meant to be exhaustive, but to provide insight into the 

mechanisms that affect the level of MOA before and after exposure to an 

ad.  

 

2.4.12.4.12.4.12.4.1    Motivation to processMotivation to processMotivation to processMotivation to process    

Motivation to process can be defined as “consumers’ desire or readiness 

to process brand information in an ad” (MacInnis et al., 1991; p. 34). The 

motivation construct has often been and still is confused with 

involvement (MacInnis & Jaworski, 1989, p. 3). The involvement construct 

is controversial because it has been conceptualized and measured in 

many different ways. As Andrews, Durvasula & Akther (1990, p. 28) state, 

“numerous antecedents and consequences of involvement have been 

confused with involvement per se”. Andrews et al. (1990, p. 28) therefore 

define involvement as “an individual state of arousal with intensity, 

direction and persistence properties”. Intensity here refers to the degree 

of arousal; direction refers to the target of the involvement intensity level 

and persistence refers to the duration of the involvement level.  

 Although Andrews et al. (1990, p.28) recognize the problem of 

the motivation construct confusion and think that the motivation 

construct should be seen as a broader concept, their definition of 

involvement closely resembles the definition of motivation provided by 

MacInnis et al. (1991, p.34). It can be argued that the involvement 

construct as described by Andrews et al. (1990) in fact describes the 

motivation construct as intended by MacInnis et al. (1991). This enables 

the unravelity at some of the antecedents and consequences of the 

motivation construct and it can place them in a broader perspective by 

linking them to the definitions given for involvement in the past. 

 

PrePrePrePre----exposure factorsexposure factorsexposure factorsexposure factors    

Andrews et al. (1990) distinguish two types of antecedents which affect 

pre-exposure motivation (or what they call involvement): (1) personal 

needs, goals and characteristics; and (2) situational and decision factors. 

The first group of antecedents contains factors such as Need for 

Cognition and personal relevance of the object. The second group 

contains factors that have to do with the decision process, such as 

perceived risk of the purchase and the imminence of the purchase. The 

distinction between these two groups may be questioned: the risk 
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associated with the purchase can be regarded as a form of personal 

relevance. However, the difference between the two lays in the endurance 

of the motivation. The first group refers to factors that are stable over a 

long period of time and are intrinsic to a person; the second group refers 

to factors that are only temporary and are induced by situational 

circumstances.  

 Need for Cognition (NFC) refers to the extent to which readers 

take pleasure in thinking in general. It refers to differences between 

people in their intrinsic motivation to engage in cognitive efforts and 

problem solving (Cacioppo & Petty, 1982). High NFC readers are generally 

more willing to elaborate on the message (regardless of its topic), 

because it gives them pleasure. Research has shown that high NFC 

readers perform better on recall tasks and self-reported measures of 

cognitive effort (Cacioppo, Petty, Feinstein & Jarvis, 1996). Furthermore, 

high NFC readers are more likely to discriminate between strong and 

weak arguments and report more issue-relevant thoughts than low NFC 

readers (see Cacioppo et al., 1996, for a review).  

 Another individual factor that affects motivation is the extent to 

which the message is personally relevant to the reader. For instance, for a 

fanatic stamp collector all information about stamps will be interesting. 

Research indicates that when personal relevance increases, strong 

messages evoke more favorable cognitive responses and weak message 

more unfavorable cognitive responses (e.g. Petty, Cacioppo & Heesacker, 

1981; Petty, Cacioppo & Schumann, 1983). Furthermore, it has been 

shown that personal relevance causes readers to use more complex 

information processing strategies (e.g. Harkness, De Bono & Borgida, 

1985; Showers & Cantor, 1985; in Verplanken, 1989).  

 Situational factors that have been pointed out to increase 

motivation are (among others) when people think that they are solely 

responsible for message evaluation (Petty, Harkins & Williams, 1980); 

when they expect to discuss the message with others (Chaiken, 1980) or 

when they have recently been deprived of control (Pittman, 1993) (in 

Petty & Wegener, 1999). Another set of situational factors determining 

motivation concern the decision process, such as the perceived social or 

financial risk associated with the purchase of the product in an ad 

(Johnson & Eagly, 1989), the imminence of the decision to buy 

(Zaichowski, 1985), the commitment the individual feels to his brand 

choice and how the product relates to an individual’s values (Lastovicka & 

Gardner, 1979) (in Andrews et al., 1990). Often, situational factors are 

linked to product type. For instance, because the purchase of a car 

involves great financial risks, cars are often seen as high-involvement 
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products, whereas toilet paper, which does not involve high financial 

risks, is often regarded as a low-involvement product.  

 

PostPostPostPost----exposure factorsexposure factorsexposure factorsexposure factors    

Text characteristics are also thought to influence motivation to process 

after exposure to an ad. When motivation is low, readers are likely to 

attend to other stimuli than the ad. In this situation it is important for 

advertisers to (1) attract attention to the ad and (2) to stimulate extensive 

processing of the brand information in the ad (MacInnis et al., 1991).  

 MacInnis et al. (1991) describe several of factors that are 

hypothesized to attract attention to an ad. One such factor is the use of 

prominent stimuli (MacInnis et al., 1991). It has been found that the 

larger the picture used in the ad (e.g. Valiente, 1973; Rossiter, 1981), the 

more color used in the ad (Chamblee & Sandler, 1992;    Grönhaug, 

Kvitastein & Grönmo, 1991; Hanssens & Weitz, 1980; Naccarato & 

Neuendorf, 1998) or the heavier the type weight used (Starch, 1966), the 

more attention is devoted to the ad.  

 Another factor that is thought to attract attention is visual 

complexity (MacInnis et al., 1991). Visual complexity can be defined as “a 

function of (1) the number of distinguishable elements in the stimulus; (2) 

the dissimilarity between elements; and (3) the degree to which 

combinations of stimulus elements are responded to as separate (vs. a 

unit)” (Berlyne, 1960; in MacInnis et al., 1991, p. 36). Research has 

revealed that complexity positively influences attention (Lang & Lanfear, 

1990; Morisson & Dainoff, 1972; ; ; ; Schleuder, 1990) and memory (Fleming 

& Shekhian, 1972; Schleuder, 1990). Based on this line of research, 

MacInnis et al. (1991, p.36) hypothesize that when visual complexity of 

an ad increases, motivation to attend to the ad increases, resulting in 

more extensive information processing activities. Furthermore, MacInnis 

et al. (1991) suggest that novel stimuli may also attract attention to an 

ad. Examples are unusual cinematography, variations of the same ad, 

and appeal to intrinsic hedonic needs, for instance by means of sexual 

appeal (e.g. Severn, Belch & Belch, 1990). 

 MacInnis et al. (1991) also describe several factors that are 

hypothesized to stimulate brand processing. The processing of brand 

information in an ad may, for instance, be stimulated by enhancing the 

relevance of the brand or by enhancing the curiosity about the brand.  

 The relevance of the brand to the reader may be enhanced by, 

for example, the use of rhetorical questions, the use of people in an ad 

that resemble the reader or the use of stories. MacInnis et al. (1991) 

argue that when information is perceived as more relevant to the self, 



 

 49494949    

voluntary attention is paid to the ad because readers have richer 

knowledge structures about the topic. The richer knowledge structures in 

turn are suggested to stimulate attention. It can be argued, however, that 

this is more of an ability-effect: because the conceptual structures 

activated are richer, it is easier to integrate new information with (rich) 

prior knowledge.  

 Finally, curiosity about the brand may be enhanced by the use 

of ads with a surprise or suspense, ads with humor, metaphors and ads 

with little information (MacInnis et al., 1991).  

 

2.4.22.4.22.4.22.4.2    Ability and opportunity to proceAbility and opportunity to proceAbility and opportunity to proceAbility and opportunity to processssssss    

Whether or not a reader is motivated to process the issue-relevant 

information in the message, he must also be able to do so. Ability to 

process can be defined as “consumers’ skills or proficiencies in 

interpreting brand information in an ad” (MacInnis et al., 1991; p.34). 

Furthermore, the reader must also have the opportunity to process the 

information in the message, which is defined as “the extent to which 

circumstances evidenced during ad exposure are favorable for brand 

processing” (MacInnis & Jaworski, 1989, p. 7). According to MacInnis et 

al. (1991), the availability and accessibility of (relevant) knowledge 

structures determine the extent of processing ability. It can be argued 

that opportunity to process also affects the availability and accessibility of 

these knowledge structures. Within the ELM framework opportunity and 

ability are not seen as separate constructs. For these reasons, both 

constructs will be discussed together here.  

 

PrePrePrePre----exposure factorsexposure factorsexposure factorsexposure factors    

An important reader characteristic that affects the ability to process 

brand information is prior knowledge. Many studies have shown that 

when readers have extensive knowledge about the topic under 

consideration, they generate more issue-relevant thoughts and 

discriminate more between strong and weak arguments than when their 

knowledge levels are low (e.g. Laczniak, Muehling & Carlson, 1991; 

Wood, 1982; Wood & Kallgren, 1988; in O’Keefe, 2002). When readers 

are not able to process the brand information in the ad, this means that 

either the knowledge structures needed to process the information do not 

exist or that they cannot be accessed (Alba & Hutchinson, 1987; Sujan, 

1985; in MacInnis & Jaworski, 1989). The consequence is that readers 

are constrained in their capacity to process the ad, and turn to more 

peripheral processing. Other individual factors affecting the ability to 
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process a message include intelligence, cultural background and 

language proficiency.  

 A frequently investigated situational factor that affects the 

opportunity to process a message is distraction (Petty, Wells & Brock, 

1976). Petty et al. (1976) found that distracting readers confronted with 

weak arguments enhances persuasion, whereas distracting readers 

confronted with strong arguments reduces persuasion. Distraction is 

thought to disrupt the process of generating cognitive responses, 

because readers are less able to do so. In the case of weak arguments, 

fewer unfavorable responses are generated and thus persuasion is 

enhanced. In the case of strong arguments fewer favorable responses are 

generated and thus persuasion is reduced.  

 Other situational factors that affect opportunity to process 

include time pressure (Kruglanski & Freund, 1983), uncomfortable 

posture (Petty, Wells, Heesacker, Brock & Cacioppo, 1983) and an 

enhanced physiological arousal (Sanbonmatsu & Kardes, 1988) (all in 

Petty & Wegener, 1998).  

 

PostPostPostPost----exposure factorsexposure factorsexposure factorsexposure factors    

According to MacInnis et al. (1991), there are several strategies to 

improve the ability and opportunity to process a message during 

exposure. They argue that ability to process can be enhanced by (1) 

making relevant knowledge structures easier to access, or (2) by creating 

new ones. Opportunity to process can be enhanced by providing more 

redundant information. However, this does not only increase the 

possibility that readers process information (opportunity), but it also 

increases the likelihood that relevant knowledge structures are activated, 

which makes it easier to process the information (ability).  

 There are several ways in which relevant knowledge structures 

can be activated. For instance, pictures may be provided with a verbal 

label (called framing), which has been proven to facilitate processing 

(Edell & Staelin, 1983), as readers are confronted with the same 

information twice. Other ways of adding redundant information are 

repeating the same information several times in an ad, or repeatedly 

confronting the reader with the same ad. These strategies provide more 

opportunities to carefully scrutinize the message.  

 The context in which the message is presented can also 

activate relevant knowledge structures. For instance, an ad about digital 

cameras will be easier to understand when it is placed in a magazine 

about photography than when it is placed in a fashion magazine, because 

in the former the relevant knowledge structure is already activated. 
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Placing an ad in a relevant context has more advantages: chances are 

higher that readers are interested in the product and have more prior 

knowledge about the topic.  

 Prominent stimuli may also activate relevant knowledge 

structures. For example, when an ad about a digital camera contains a 

picture in which the camera is shown prominently, this is more likely to 

activate knowledge about digital cameras then when the ad contains a 

picture displaying nice scenery.  

 Finally, the creation of new knowledge structures is a way of 

facilitating the ability to process information. Using analogies is an 

important way of creating new knowledge structures (Winn, 1996). By 

comparing the features of a new object to the features of an object 

readers already know, it is easier for the reader to integrate the new 

information in memory. They can elaborate on knowledge they already 

possess.  

 

2.4.32.4.32.4.32.4.3    Advertising strategyAdvertising strategyAdvertising strategyAdvertising strategy and MOA and MOA and MOA and MOA    

Based on the foregoing, it can be concluded that advertisers can adopt 

two strategies in designing a persuasive message: (1) choose text 

variables that fit the expected strategy of processing (e.g. strong 

arguments when high- elaboration processing is expected and peripheral 

cues when low-elaboration processing is expected); and (2) use text 

variables that increase the level of elaboration through MOA factors. The 

central strategy may be preferred because attitudes changed under 

higher levels of processing have been shown to be stronger.  

 

2.5 Dual-process models: criticism and alternative models 

Dual-process models are widely investigated and applied in advertising 

research. One of their main advantages is that they are able to explain 

the inconsistent findings which have emerged in the advertising literature 

over the last decades. However, throughout the years, the models also 

received some criticism. This section discusses some of that criticism. In 

addition, two alternative models are proposed. 

 

2.5.12.5.12.5.12.5.1    Criticism regarding dualCriticism regarding dualCriticism regarding dualCriticism regarding dual----process modelsprocess modelsprocess modelsprocess models    

The distinction between the effects of argument strength and peripheral 

cues is often used in research on persuasion mechanisms. Because 

under high-elaboration circumstances readers mainly react to the 

strength of the arguments used, in experimental research this is often 

used as a check on the way of processing. In these kinds of studies, the 
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amount of elaboration is often manipulated together with argument 

quality. When readers do not distinguish between strong and weak 

arguments, it is inferred that they processed the ad superficially. When 

readers are sensitive to differences in argument quality, it is inferred that 

they processed the ad intensively. Bless & Schwarz (1999) warn to be 

careful with these sorts of inferences. When an increased impact of 

peripheral cues on persuasion outcomes is found, it is often concluded 

that processing must have been reduced because motivation or ability is 

decreased. However, this does not necessarily have to be the case. Other 

(unidentified) factors may foster peripheral processing as well.  

 Even though the ELM and HSM are useful in explaining why a 

text characteristic did or did not affect persuasion outcomes, they are less 

useful in predicting how or when a text characteristic affects persuasion 

outcomes (Hoeken, 1998). As O’Keefe (2002, p.153) notes: “the possibility 

of different persuasion roles for a single variable implies considerable 

complexity in persuasion”. No simple predictions can be made with regard 

to the effect of variables on persuasion outcomes. According to O’Keefe 

(2002), in research on persuasion outcomes it is therefore needed to 

specify exactly when a variable is likely to play one role or another. 

However, direct research evidence for this matter is scarce, and attributing 

a specific role to a variable should be done with caution. 

 Another point of criticism is that, although the models claim to be 

applicable to both attitude formation and attitude change, most empirical 

evidence for the models stems from research on the formation of attitudes. 

In most studies, the object of consideration is new to the participants and 

thus the process involved is that of attitude formation, and not of attitude 

change (e.g. Hamilton, Hunter & Boster, 1993; Roser, 1990; in Hoeken, 

1998).  

 Finally, it is unclear how exactly central and peripheral processing 

mechanisms relate to one another. Within the ELM framework it is argued 

that the more extensively readers think about the message, the smaller the 

impact of peripheral cues on persuasion outcomes is, whereas in the HSM 

framework it is argued that both processes can co-occur. 

 

2.5.22.5.22.5.22.5.2    Alternative modelsAlternative modelsAlternative modelsAlternative models    

 

Cognitive Resource Matching theoryCognitive Resource Matching theoryCognitive Resource Matching theoryCognitive Resource Matching theory    

Some researchers argue that not only the number of resources that 

readers are willing and able to devote to processing the message 

determine persuasion outcomes, but that the number of resources that 

are required to process the message are also important in explaining 
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persuasion outcomes. This process is described in Cognitive Resource 

Matching theory (CRM). In CRM (e.g. Coulter, 2005; Meyers-Levy & 

Malaviya, 1999) the focus is on the balance between available and 

required cognitive resources that are needed to process the message. 

The balance between available and required resources is thought to 

affect the ratio of positive to negative thoughts and therefore persuasion 

outcomes.  

 First, when the resources devoted to processing a message 

match the resources needed to process it, persuasion is predicted to be 

enhanced (i.e. when arguments are strong). This is because strong 

messages - by definition - should generate proportionately more positive 

than negative cognitions. Furthermore, because all resources are devoted 

to processing the message, less irrelevant thoughts occur (Coulter & Punj, 

2004). This leads to more effective processing, which in turn leads to a 

stronger relationship between thoughts and persuasion outcomes.  

 Second, when the available resources exceed the required 

resources, readers are likely to devote their extra resources to generating 

counterarguments or message-irrelevant thoughts, which are likely to 

decrease persuasion, even when arguments are strong (e.g. Coulter, 

2005; Coulter & Punj, 2004; Keller & Block, 1997). 

 Third, when the required resources outweigh the available 

resources, persuasion is expected to decrease because processing is 

likely to be superficial, incomplete or inefficient. The reader therefore 

generates fewer positive thoughts than when available resources match 

required resources (Meyers-Levy & Malaviya, 1999).  

 When compared to dual-processing models, CRM theory 

predicts a slightly different pattern of persuasion outcomes. Where the 

dual- processing models predict a stronger impact of argument strength 

on attitude formation/ change when elaboration increases (no matter 

what), resulting in positive effects on persuasion (assuming the message 

is compelling), the CRM predicts that this only occurs when the resources 

made available by the increased elaboration do not exceed the resources 

required for processing the message. As such, persuasion is not 

enhanced, but decreased. 

 

The unimodel of persuasionThe unimodel of persuasionThe unimodel of persuasionThe unimodel of persuasion    

Some researchers argue that there are no key differences between 

central and peripheral processing (e.g. Kruglanski & Thompson, 1999a; 

1999b; Kruglanski, Thompson & Spiegel, 1999; Thompson, Kruglanski & 

Spiegel, 2000; in O’Keefe, 2002). Within both routes, they claim, readers 

form opinions on the basis of the evidence that is available to them. 
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Whether the information available is a peripheral cue or a central 

argument, readers use it as evidence for accepting (or denying) the 

central claim in the message. In both cases, the information is subjected 

to an if-then kind of reasoning. In other words, although the type of 

information used is different, the way it is processed is the same. The 

finding that peripheral cues and central arguments exert different effects 

on persuasion outcomes depending on the degree of elaboration is           

- according to the unimodel - not because they are different types of 

information, but because they are often confounded with other factors, 

such as complexity. Peripheral cues, they claim, are often easier to 

understand than central arguments. This logically follows that when 

readers do not want to put effort into processing, they rely more heavily 

on relatively easy peripheral cues. As O’Keefe (2002, p. 159) notes, 

however, direct evidence for these claims is only beginning to 

accumulate. Moreover, it is not yet clear whether and how the difference 

between the two models could be tested by means of offering alternative 

empirical predictions.  

 

2.5.32.5.32.5.32.5.3    Conclusion: implications for dualConclusion: implications for dualConclusion: implications for dualConclusion: implications for dual----process modelsprocess modelsprocess modelsprocess models    

The most important implications of the foregoing discussion for the 

dual-process models are that one should be careful not to overlook other 

processes that may account for an increased impact of peripheral cues 

than decreased motivation or ability. Furthermore, one should be careful 

in assigning one particular role to a text characteristic: in one situation a 

text characteristic may act as a central argument, in another as a 

peripheral or experiential cue. In addition, one should be careful in 

generalizing findings on attitude formation to attitude change. Finally, 

according to CRM, even when strong arguments are used, negative 

effects on persuasion outcomes may sometimes be found under 

high-elaboration processing conditions.  

 

2.6 Conclusion 

In this chapter it has been shown that text characteristics can affect 

persuasion outcomes in several ways. First of all, text characteristics may 

affect the persuasion process directly through: (1) central processing; (2) 

peripheral processing; (3) selective processing; and (4) experiential 

processing. This depends on the level of elaboration of the reader. The 

level of elaboration is determined by the motivation, opportunity and 

ability of the reader, called MOA. MOA, in turn, can be affected by 

pre-exposure factors such as Need for Cognition and distraction, or by 
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post-exposure factors, such as prominent stimuli or redundant 

information. This is where text characteristics may also affect persuasion 

outcomes, but indirectly (5): by affecting elaboration as a post-exposure 

factor. Thus, the same textual variable can play all of these roles. This is 

graphically represented in Figure 2.2.  

 

PrePrePrePre----exposure factorsexposure factorsexposure factorsexposure factors        
DegDegDegDegree of ree of ree of ree of 

elaborationelaborationelaborationelaboration    
Attitude Attitude Attitude Attitude 
strengthstrengthstrengthstrength 

MotivationMotivationMotivationMotivation    
Opportunity/ Opportunity/ Opportunity/ Opportunity/ 

abilityabilityabilityability    
 

 
Type of Type of Type of Type of 
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Figure Figure Figure Figure 2222....2222::::    Schematic Schematic Schematic Schematic overview of the role of text variables and MOA in the overview of the role of text variables and MOA in the overview of the role of text variables and MOA in the overview of the role of text variables and MOA in the 
persuasion process (based on MacInnis et al., 1991, p. 34)persuasion process (based on MacInnis et al., 1991, p. 34)persuasion process (based on MacInnis et al., 1991, p. 34)persuasion process (based on MacInnis et al., 1991, p. 34)    
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3 Typography and persuasion 
 

3.1 Introduction 

 

This chapter first describes the results of two lines of research into the 

effects of typographic layout: readership studies and experimental 

studies. It will be argued that, although the studies provide some valuable 

insights, more research is needed to discover the processes through 

which layout affects persuasion outcomes. Furthermore, the available 

studies are in general not guided by a sound conceptual model in which 

the possible mechanisms through which layout may affect persuasion 

outcomes are described. Such a model was developed in 2002 by 

McCarty and Mothersbaugh. Although this model is an important step in 

forming a sound theory on the role of typography in an 

advertising-context, it is also in need of some refinement. For instance, 

the terms that are used in the model are not always well-defined.  

 After the model has been refined, it will be used as the basis for 

the hypotheses with regard to the effects of typographic layout in an 

advertising setting. This will be done in two parts: firstly, possible effects 

of typographic layout on so-called typographic outcomes (readability and 

attractiveness) will be discussed. Secondly, possible effects of 

typographic layout on persuasion outcomes will be described.  

 

3.2 Research on typography and persuasion 

In the past, not much research has been conducted with regard to the 

role of typographic layout in persuasive texts. Most of the studies into the 

effects of typographic layout on persuasion outcomes are so-called 

readership studies. This section provides an overview of the readership 

studies and of the scarce experimental research into the role of 

typography in an advertising context.  
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3.2.13.2.13.2.13.2.1    Readership studiesReadership studiesReadership studiesReadership studies    

 

ApproachesApproachesApproachesApproaches    

Most readership studies follow the same basic procedure: a large number 

of advertisements (or other persuasive texts) are coded on several 

variables, such as size of the advertisement, picture size and number of 

words used in the heading. These variables are then related to readership 

scores.  

 There are several ways in which readership scores are 

determined, one of the most dominant being the Starch method, named 

after Daniel Starch who introduced this method in 1932. Starch scores 

are determined by investigating what percentage of readers remembered 

having seen the ad in a particular issue of a magazine (noted); what 

percentage of the readers saw or read any part of the ad that indicates 

the product or advertiser (associated) and what percentage did read 50% 

or more of the advertisement (read most) (Franzen, 1992). Scores are 

generally based on anything between 100 and 200 interviews.  

 Other methods of determining readership scores include Ad-chart 

noticed scores, in which the percentage of readers who ‘noticed’ and ‘read 

half or more’ (equivalent to noted and read most scores respectively) of an 

ad is measured, and what percentages of the readers ‘started to read’ the 

ad.  

 Sometimes other measures are also included to determine how 

people evaluate an ad, such as ad sell measures (Chamblee & Sandler, 

1992). These measures consist of four variables: (1) contact, which is 

comparable to seen scores; (2) awareness, which measures whether or not 

the participant learned something about the product unknown previous to 

ad exposure; (3) interest, which measures if the ad suggested a better 

solution to a problem and whether the reader would show it to or discuss it 

with others; and (4) preference, which measures if the ad intensified a 

positive feeling the reader already had for the product or helped the reader 

decide that the brand was better for certain purposes (Chamblee & 

Sandler, 1992). Behavioral measures are sometimes also included, such 

as the number of inquiries generated by the ad (Hanssens & Weitz, 1980). 

 The effectiveness of an ad is often derived from these 

readership scores: when an ad is noted, associated with the right brand 

and most people read 50% or more of the ad, then the ad is seen as 

effective. Readership scores are therefore often seen as an indication of 

the amount of attention that, in a reasonably natural situation, has been 

devoted to the ad (e.g. Rosbergen, 1998; Kroeber-Riel, 1993).  
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StudiesStudiesStudiesStudies    

Many studies have been conducted in which ad characteristics are 

combined with readership scores. In the following, the focus will be on 

typographic cues. Other characteristics are neglected, as they are not the 

focus of this study. The aim of this overview is not to be complete, but to 

search for the big picture.  

 Hanssens and Weitz (1980) investigated 1160 industrial ads. 

They found that ad size, color and the use of pictures and illustrations 

increased readership scores. Position in the magazine was not found to 

have great impact on readership scores. The part of the ad devoted to 

text or characteristics of the headline, such as number of words and the 

mention of the product or benefits of the product, were also not found to 

impact on effectiveness.  

 Soley and Reid (1983) examined 168 industrial ads. They 

showed that picture size, the number of phrase units in the headline and 

personal references in the headline positively affected noticed scores. 

Furthermore, picture size, number of phrases in the headline, number of 

adjectives in the headline, and product as object in the headline had 

positive effects on started to read scores. Product mentioned in the 

headline was found to have a negative impact. Read half or more scores 

were positively affected by again picture size, number of phrase units in 

the headline and the use of adjectives in the headline.  

 Kaplan, Aamodt and Wilk (1991) investigated 156 newspaper 

recruitment ads. They showed that the use of borders, illustrations, logos, 

ad size and white space all positively influenced the number of people 

that applied to the job advertised for.  

 Grönhaug, Kvitastein and Grönmo (1991) examined 333 

product advertisements. In their examination, the use of color and ad size 

had a positive effect on read most scores.  

 Chamblee and Sandler (1992) explored the effects of layout 

style, color, illustrations, headline placement, type weight, balance and 

copy length on contact, awareness, interest and preference scores in 109 

business-to-business advertisements. They found that layout style 

impacted on preference scores: rebus layouts (i.e. the copy in which 

thumbnail pictures are placed amid the copy so that the type wraps 

around the illustration) were rated more positively than any other layout 

style. Furthermore, color positively influenced contact and preference 

scores. Headlines placed at the top were found to positively affect 

awareness and interest and long copy was found to positively affect 

awareness and interest. 



 

 60606060    

 Bhargava, Donthu and Caron (1994) studied the impact of 

executional characteristics of 282 product advertisements on noted 

scores. They found that legibility - a subjective measure containing size, 

type of font and number of words - positively influenced noted scores. 

Furthermore, increasing copy length had a negative impact on noted 

scores and the use of photographs instead of artwork also decreased 

noted scores. 

 

Conclusion and discussionConclusion and discussionConclusion and discussionConclusion and discussion    

Overall, the studies show quite consistently that ad size, picture size and 

color usage positively affect readership scores. This is in line with the 

overview provided by Finn (1988), who summarized the findings of 22 

readership studies dating from 1935 to 1985. His summary shows that 

ad size consistently and positively affects readership scores. He 

furthermore found that color, illustration size and photo rather than 

drawn illustrations positively affect readership scores. As these factors all 

have to do with the principle of contrast - i.e. the more prominent 

something is, the more likely for it to attract the reader’s attention - it may 

be that within an advertisement, contrast also plays an important role.  

 Readership scores are often regarded as a measure of 

effectiveness of advertisement characteristics. If a characteristic 

positively affects readership scores, this characteristic is generally 

regarded as a strong executional cue. This assumption can be 

questioned. Although Starch (1966) showed a high correlation between 

readership scores and eye-movement data, which might suggest that 

these scores indeed are a measure of attention, Bogart (1962) found 

weak correlations between eye-movement data and memory measures 

and, as a consequence, questioned whether readership scores are an 

indicator of advertisement effectiveness. Furthermore, readers may have 

associated the ad with the right brand but have negative associations; or 

the advertisement may have been noted and read, but this has not 

affected (or even negatively affected) persuasion outcomes. It has once 

been cynically remarked that the best way to gain high readership scores 

is to create an ad that is as annoying as possible (Moriarty, 1986, p. 

341).  

 Besides criticism on whether the scores provide insight into the 

effectiveness of ads, the lack of a conceptual model of the relationship 

between the various scores has been criticized (Finn, 1988). Besides, 

sometimes only modest sample sizes are used, rendering the findings 

unreliable. Moreover, readership studies do not provide insight into how 
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often the typographic devices investigated are used in advertisements, as 

descriptive statistics are often not included in the studies. 

 Finally, in most of the studies aggregated scores are used, not 

taking into account the specifics of the processing situation. As has been 

explained in the previous chapter, effects of text characteristics in a 

persuasion context are dependent on the amount of elaboration of the 

reader. This cannot be taken into account in readership studies. However, 

in experimental studies these factors can be taken into account. 

Furthermore, such studies may shed light on the question how several 

factors interact.  

 

3.2.23.2.23.2.23.2.2    Experimental studiesExperimental studiesExperimental studiesExperimental studies    

There are only a few experimental studies into the effects of typographic 

layout in print advertising. Motes, Hilton and Fielden (1992a, 1992b) 

compared the effects of block versus non-block ads. Rosbergen (1998) 

conducted a number of eye-tracking studies in which the effects of 

typographic layout in advertisements on attention were studied. 

Furthermore, McCarty and Mothersbaugh (2002) looked at the effects of 

type characteristics in advertising. However, as the latter study only took 

legibility into consideration and did not test the effects on persuasion 

outcomes, it will not be discussed here. 

 

Layout and textual characteristicsLayout and textual characteristicsLayout and textual characteristicsLayout and textual characteristics    

Motes, Hilton and Fielden (1992a) took a look at the interaction between 

lexicon, syntax and text layout. In their study, they manipulated the lexical 

makeup of an ad in terms of vivid language, by either using (= colorful) or 

avoiding (= colorless) modifiers and figurative language. Syntax was 

manipulated by using active and imperative sentences (= active) or not (= 

passive). Textual layout was manipulated by using (= non-block) or 

avoiding (= block) shorter paragraphs, indentation and itemization. In a 

between-subjects design the eight combinations resulting from these 

manipulations were tested with respect to interestingness, appeal, 

believability, clarity, informativeness, reactions to the ad itself and 

purchase intentions.  

 The results of the study showed no main effects of layout: the 

block versus non-block layout did not affect any of the dependent 

variables. A significant three-way interaction was found, however, on the 

appeal of the ad. The block layout was found equally appealing in all 

conditions, regardless of its syntactical and lexical characteristics. The 

non-block ad with colorful language was found equally appealing for both 

passive and active language, but when colorless language was used, the 
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active version was considered more appealing than the passive 

equivalent. This suggests that layout indeed interacts with textual 

characteristics, and that, at least for appeal, a non-block ad is rhetorically 

more appropriate when active, colorless language is used than when 

passive, colorless language is used. However, as only one ad was used in 

the study, more research is needed to be able to generalize the findings 

over other ads and other texts.  

 In a second article, Motes, Hilton and Fielden (1992b) describe 

two studies in which the experiment described above was extended. The 

same ad was used as in the previous study. In the first study, lexicon 

(colorful/ colorless language), syntax (passive/ active) and layout (block/ 

non-block) were once more manipulated, but personalization was also 

manipulated by adding (=personal) or avoiding (=impersonal) personal 

pronouns like you and your. This resulted in 16 versions of the ad, which 

were tested in a between-subjects factorial design.  

 The results showed both main effects and interaction effects 

for layout. With regard to appeal, the results showed that the non-block 

ads were found more appealing than the block ads. This main effect was 

moderated by an interaction with lexical makeup: when colorless 

language was used, non-block ads were found more appealing than block 

ads, whereas when colorful language was used, block ads were found 

equally appealing as non-block ads. The same pattern of results was 

found for attractiveness, likelihood of reading the ad and likelihood of 

using the service. For overall reaction to the ad, a main effect of layout 

was obtained: although exact figures are not provided, it seems that 

non-block layouts were favored over block layouts. For believability, clarity 

and informativeness no effects of layout were found.  

 In another study presented in the same article, the illustration 

was omitted from the ad and only personal language was used. The 

manipulation of syntax, lexicon and layout remained the same. It should 

be noted that in their statistical analysis, Motes, Hilton and Fielden 

(1992b) added a factor to the analysis by comparing the ad versions 

without illustration from this study with the exact counterparts of the 

versions with illustration from the other study presented in the same 

article. The results of this analysis again showed that non-block ads were 

considered more appealing, more attractive and had a more favorable 

overall reaction toward the ad than block ads. Furthermore, non-block ads 

were more likely to be read than block ads, especially when passive 

language was used. No effects were found for believability and 

informativeness.  
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 Although the studies of Motes, Hilton and Fielden may be 

criticized for the use of only one advertisement and the fact that they 

measure their dependent variables using only one item per scale, the 

results at least suggest that typographic layout does affect readers of 

persuasive texts. Overall, the non-block versions elicited better results 

than the block versions. Furthermore, the results suggest that typographic 

layout does not act on its own, as interactions were found with syntactical 

and lexical variations in the text. This may underscore the importance of 

suiting the layout of a document to the text characteristics, or, in other 

words, of rhetorical appropriateness. However, more research is needed 

to generalize the findings to other settings. 

 

Layout and characteristics of the readerLayout and characteristics of the readerLayout and characteristics of the readerLayout and characteristics of the reader    

Rosbergen (1998; see also Rosbergen, Pieters & Wedel, 1997) 

conducted a study in which consumer’s eye movements were monitored 

during a regular advertising exposure situation. They measured how long 

people looked at several elements in an ad and the order in which they 

focused on these elements.  

 One hundred and fifteen female consumers were asked to read 

a popular Dutch weekly women’s magazine in which, besides some filler 

ads, one target ad about shampoo was placed. All versions contained four 

elements: a pictorial, a body text, a headline and a packshot. There were 

four versions of this target ad, in which the position and the space 

allocated to the elements in the ad were varied. Not only consumers’ 

eye-movements were measured, but also ad and brand recall, attitude 

toward the ad, shampoo usage and familiarity, and product involvement. 

Using a segment-level analysis, Rosbergen (1998) showed that three 

types of consumers can be distinguished, all with specific characteristics 

based on the way they pay attention to the ad. 

  The first group - called scanning - had the shortest attention 

span. Attention was equally divided between pictorial and headline. 

Furthermore, participants hardly looked at the packshot and body text. 

They paid more attention to elements at the right and upper half of the 

page. Color usage did not affect attention.  

 The second group - called initial attention - paid more attention 

to the ads than the first group. These consumers paid most attention to 

the pictorial, followed by the headline and packshot. The body text did not 

receive any attention at all. Furthermore, most attention was given to 

elements on the right and lower half of the page, and elements in 

black-and-white.  
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 The last group - called sustained attention - looked longest at 

the ad and divided their attention equally between pictures (pictorial and 

headline) and text (headline and body). Attention was affected by size of 

the elements (larger elements received more attention) and position of 

the elements (elements on the right received more attention than 

elements on the left).  

 The most important dimension on which these three groups of 

consumers differed from each other was involvement. The scanning 

group felt least involved with shampoo, whereas the sustained attention 

group felt most involved. The duration of attention was also found to 

affect brand recall: recall scores were lowest for the scanning group and 

highest for the sustained attention group. It can thus be concluded that 

headline and pictorial are especially important when readers are 

scanning for possible interesting information, and that packshot and body 

are important at higher levels of attention. Especially body text seems to 

reach only those consumers who pay close attention to the ad. 

 In a second experiment (Rosbergen, 1998, but see also Pieters, 

Rosbergen & Hartog, 1996) the focus was on the impact of repeated 

advertising on the duration and onset of attention, under conditions of 

high and low-motivation. An ad for a non-existing brand of shampoo was 

shown three times to sixty-eight consumers. The target ad was embedded 

within a booklet with other ads. The ad was shown in either a version 

containing strong arguments or weak arguments.  

 The results showed that attention duration differed across ad 

elements and across exposure. Attention was longest for body text, 

followed by headline and shortest for pictorial and packshot. Repetition 

showed an effect proportional across ad elements: although the overall 

attention decreased when repetition increased, the proportion per 

element remained the same. Motivation and argument quality were not 

found to affect attention duration.  

 With regard to attention onset - i.e. the moment participants 

first fixated on an ad element - the study showed that participants first 

focused on the headline, followed by the pictorial, the body text and the 

packshot. This accelerated during later exposures, but the order in which 

readers looked at these elements was not affected by repetition. 

Furthermore, highly motivated people took longer to change from one 

element to the next than lower motivated people, but the order in which 

they focused on the elements did not differ.  

 In short, the first study showed that the level of involvement 

(one of the determinants of motivation to process) interacts with layout 

characteristics: depending on the level of involvement people use 
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typographic cues differently. The second study also showed that 

motivation affects the way people process an ad: when motivation 

increased, people looked longer at different elements in the ad.  

 

3.2.33.2.33.2.33.2.3    Central research questionCentral research questionCentral research questionCentral research question    

The results of the studies described in this chapter suggest that layout 

affects readers of persuasive texts. Furthermore, the results suggest that 

typographic layout does not act on its own. The effects of layout seem to 

depend on other text characteristics of the ad and also on characteristics 

of the reader, such as the level of involvement and motivation.  

 As McCarthy and Mothersbaugh (2002) already noticed, 

surprisingly little (empirical) research has been conducted to examine the 

effects of typography in a persuasion context. Although the results of the 

studies mentioned above seem to suggest that layout may be a 

significant factor in the persuasion process, it is far from clear how 

exactly typographic layout affects persuasion. The central research 

question that will be addressed in this thesis is therefore as follows: 

 

RQRQRQRQcentralcentralcentralcentral::::    How does typographic layout affect the processing of product How does typographic layout affect the processing of product How does typographic layout affect the processing of product How does typographic layout affect the processing of product 

    adadadadvertisements?vertisements?vertisements?vertisements?    

 

3.3 A general model of the role of typography in advertised-based 

persuasion 

The first chapter showed that text characteristics can affect persuasion 

outcomes both directly (as, for instance, peripheral cue or argument) or 

indirectly, through the motivation, opportunity and ability (MOA) of the 

reader. As typographic layout can be seen as one such text characteristic, 

it can be argued that typographic layout can affect persuasion outcomes 

indirectly and directly as well. Based on this hypothesis, McCarthy and 

Mothersbaugh (2002) were the first to propose an organizing framework 

in which possible relationships between typographic layout, typographic 

outcomes, and the effects of these outcomes on consumer MOA and 

persuasion outcomes were described. The model is depicted in Figure 

3.1. 

 As is shown in the model, McCarthy and Mothersbaugh (2002) 

discern three typographic dimensions: typeface, spacing and layout 

characteristics. Typeface characteristics are comparable to the textual 

coding mode (see Chapter 1), and include all “factors that affect the 

appearance of the actual letterform” (McCarthy & Mothersbaugh, 2002, 

p. 665). Spacing characteristics are comparable to the spatial coding 
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mode and “deal with the distance between words, between letters within 

words and between lines of text” (McCarthy & Mothersbaugh, 2002, p. 

665). Layout relates to the positioning of words and text blocks, and is 

thus comparable to the spatial coding mode at the inter- and higher levels 

of the text.  

 

Typographic Typographic Typographic Typographic 
dimensionsdimensionsdimensionsdimensions    

 
Typographic Typographic Typographic Typographic 
outcomesoutcomesoutcomesoutcomes    
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Figure Figure Figure Figure 3333....1111: : : : A A A A model of the role of typography in advertisingmodel of the role of typography in advertisingmodel of the role of typography in advertisingmodel of the role of typography in advertising----based persuasion based persuasion based persuasion based persuasion 
(McCarthy & (McCarthy & (McCarthy & (McCarthy & Mothersbaugh, 2002, p. 665).Mothersbaugh, 2002, p. 665).Mothersbaugh, 2002, p. 665).Mothersbaugh, 2002, p. 665).    

 

 The typographic dimensions are hypothesized to affect what 

McCarthy and Mothersbaugh (2002) call typographic outcomes. 

According to McCarthy and Mothersbaugh (2002), typographic layout may 

affect text processing within an ad through the effect on three broad 

categories of typographic outcomes: (1) legibility; (2) appearance; and (3) 

semantic associations. Legibility concerns the ease with which letters and 

words are discerned on the page. Appearance can be defined as “the 

overall look and feel of a document” (McCarthy & Mothersbaugh, 2002, 

p.666). Semantic associations are the associations “that consumers 

derive about the text or brand that go beyond the text’s actual semantic 

content” (McCarthy & Mothersbaugh, 2002, p. 666).  

 How do typographic devices affect legibility, appearance and 

semantic associations? Take, for instance, the perfume ad depicted in 

Figure 3.2. The use of the very ornate typeface in the word Fabulosity may 

decrease legibility. If the typeface used is hardly legible, this in turn may 

affect persuasion outcomes indirectly through ability, as it prevents 

readers to process the brand claims in the ad.  
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FigFigFigFigure ure ure ure 3333....2222::::    Ad for Fabulosity (Advertisement for Fabulosity, 2008)Ad for Fabulosity (Advertisement for Fabulosity, 2008)Ad for Fabulosity (Advertisement for Fabulosity, 2008)Ad for Fabulosity (Advertisement for Fabulosity, 2008)    

 

 Furthermore, the ornate typeface may affect the appearance of 

the ad by influencing the look and feel of the ad (McCarthy & 

Mothersbaugh. 2002, p.673). McCarthy and Mothersbaugh argue that 

typeface characteristics may give the ad an unusual or novel look or may 

complicate the look by making it visually complex. These factors have 

been shown to affect processing motivation (Morrison & Dainoff, 1972; in 

McCarthy & Mothersbaugh, 2002) and liking (Anderson & Jolson, 1982; 

in McCarthy & Mothersbaugh, 2002). Persuasion outcomes may then be 

affected both directly (via liking) and indirectly (via motivation). 

 Finally, according to McCarthy and Mothersbaugh (2002, 

p.666) typeface characteristics may evoke inferences about the brand 

arising from characteristics of the typeface or by interactions with regard 

to the text and connotations of the typeface. For instance, the use of a 

bold type weight may signal to the reader that something is important, 

which may increase the motivation to process that specific text part. 

Furthermore, research has shown that differences in factors such as the 

use of serifs, size and x-height evoke different semantic associations (see 

McCarthy & Mothersbaugh, 2002, p. 668). For instance, the typeface 

used in Figure 3.2 may evoke associations of elegance. If these 

associations are transferred to the brand, this may affect persuasion 
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outcomes directly. Furthermore, the associations of the typeface may 

strengthen the claims in the text (McCarthy & Mothersbaugh, 2002). If 

the reader thinks the typeface looks fabulous, this may enhance memory 

of the brand name (Fabulosity).  

 The example demonstrates that typography may affect 

persuasion outcomes (1) directly through, for instance, associations 

arising from layout characteristics and/ or ad liking and (2) indirectly 

through ability and/ or motivation to process.  

 

 3.4 Typographic outcomes refined 

This section describes the three typographic outcomes discerned by 

McCarthy and Mothersbaugh (2002) in more detail. Some refinements 

will be made, however. First, it will be argued that the category of legibility 

should be extended to readability, and that some of the effects McCarthy 

and Mothersbaugh subsumed under semantic associations in fact should 

be gathered under readability. Second, it will be argued that the category 

of appearance should be renamed text appreciation. Finally, the category 

of semantic associations will be compared to the effects of visual figures: 

artful deviations from expectation.  

 

3.4.13.4.13.4.13.4.1    ReadabilityReadabilityReadabilityReadability    

McCarthy and Mothersbaugh (2002) argue that typographic layout affects 

the legibility of an ad. Legibility concerns the (lower level) perceptual 

mechanism through which a text is processed. However, in the first 

chapter it was already argued that typographic layout may also affect 

higher levels of processing, i.e. the interpretation of relations among and 

relevance of text parts. Typographic layout is therefore not only likely to 

affect the legibility of a text, but also the readability of a text - i.e. the ease 

with which readers process the text. Of course, a text should be legible to 

be readable: if readers cannot discern individual letters and words, it is 

impossible to process the text as a whole. Legibility can thus be seen as a 

necessary condition for a text to be readable. 

It must be noted that McCarthy and Mothersbaugh do not deny 

the effects of typographic layout on readability. They categorize these 

effects under the header of semantic associations. The use of type 

weight, for instance, may signal to the reader that something is important. 

This may increase the motivation to process that specific text part. In this 

study, these type of signals are not grouped under semantic associations 

but are regarded as a part of readability, as this is a specific example of 

how typography can help readers determine the relevance of text parts. 
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 The idea that typographic layout not only affects the legibility of 

a text but also the readability of a text is supported by research on text 

processing in several domains. Support for the notion that typographic 

layout provides readers with information about the relevance of and 

relations among text parts (and thus affects the readability of a text) can 

be found in research on, for instance, information search in several 

genres, research on the interpretation of anaphoric expressions and 

research on web usability. Furthermore, as visual cues can serve the 

same purposes as verbal cues, research on verbal cues such as 

connectives and text markers can also provide support for the notion that 

typographic cues may affect the readability of a text. In the following, 

examples are given of these lines of research  

 First of all, research on information search has shown that 

readers indeed make use of typographic cues. Studies in several text 

genres, such as maps (Philips, 1977), bibliographies (Spencer, Reynolds 

& Coe, 1974/ 1975) or tables (Wright & Fox, 1970), have demonstrated 

that readers locate items more easily and make fewer mistakes when 

these are visually distinct from other items (Schriver, 1997). Hornhof and 

Halverson (2003) investigated visual search strategies that readers 

employ when reading from a screen. By using eye-tracking data, they 

found that readers make use of hierarchical cues, such as labels and 

white space in locating items.  

 In addition, typographic signals such as white space and 

itemized lists have been shown to affect the way readers determine 

relations among text parts when interpreting anaphoric expressions 

(Bouayad-Agha, Scott & Power, 2001). When white space and itemized 

lists were organized in such a way that antecedent and anaphor were 

grouped in the same visual text block, readers made fewer mistakes in 

identifying the antecedent. 

 Furthermore, in literature on web usability the importance of 

consistency is often underlined (e.g. Shneiderman, 1998; Nielsen, 1989). 

Consistency means that related information looks similar (cf. the principle 

of similarity). Ozok & Salvendy (2000; 2004; in Van der Geest & 

Loorbach, 2005), for instance, found that increasing the consistency of 

both verbal and visual features of websites resulted in fewer errors and 

improved performance by users.  

 Van der Geest and Loorbach (2005) used a card sorting 

technique to discover how users group information by means of visual 

characteristics of a text. This technique can be regarded as a measure of 

categorizing and classifying information. Participants were given cards 

with items taken from different sites and were asked to categorize them 
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and explain why they created these groups. The verbal and pictorial 

information in the items was replaced by dummy words/ pictures. The 

results showed that most participants grouped items together on the 

basis of physical characteristics, such as color, background, font and 

navigation. Color was most often mentioned as being the most important 

cue for grouping. This suggests that readers may indeed use typographic 

layout in relating text parts.  

 Finally, visual cues can take on the same role as verbal cues in 

a text (e.g. Bernhardt, 1986; Bateman et al., 2001). As Van Leeuwen 

(2006, p. 139) states: “Much of the cohesive work that used to be done 

by language is now realized, not through linguistic resources, but through 

layout, color and typography”. Research on the effects of verbal cues on 

the reading process is abundant. The main findings of these studies are 

that text processing improves when relations among and relevance of text 

parts are made explicit by means of verbal cues. When verbal cues, such 

as advance organizers, headings, summaries and relation markers are 

present recall and recognition of the signaled information is higher; 

organization of the information in memory better resembles the 

organization of the information in the text; processing speed increases, 

and processing and comprehension of main ideas improves (e.g. Britton 

& Gulgoz, 1991; Lehman & Schraw, 2002; Lorch, Lorch, Ritchey, 

McGovern & Coleman, 2001; McKeown, Beck, Sinatra & Loxterman, 

1992; Meyer & Poon, 2001). Because relationships among text ideas are 

made explicit, readers are presumably better able to integrate text 

information with minimum effort, resulting in better understanding of the 

message (e.g. McNamara & Kintsch, 1996; Lehman & Schraw, 2002). 

Furthermore, it has been shown that the effects of verbal signaling 

interact with characteristics of the reader. Especially less capable readers 

(for instance because of a lack of knowledge about the topic of the text) 

benefit from explicit text relations. On the other hand, when readers are 

highly capable, explicit relations do not harm text processing (e.g. 

Kamalski, Lentz & Sanders, 2004; Birkmire, 1985).  

 As visual cues are said to have the same function in a text as 

verbal cues, and because it has been shown that readers indeed are 

sensitive to visual cues when processing a text, it is hypothesized that (an 

appropriate) use of visual cues increases the readability of a text. When 

these cues are absent, or inappropriate, readability is likely to decrease: 

readers themselves have to determine what text parts are important, how 

units of text are organized, and how text elements function with regard to 

each other (Bernhardt, 1986; ; ; ; Kostelnick & Roberts, 1998;    Kress & Van 

Leeuwen, 1996, 1998;    Moriarty, 1986; Petterson, 2002; Schriver, 1997). 
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3.4.23.4.23.4.23.4.2    Text appreciationText appreciationText appreciationText appreciation    

McCarthy and Mothersbaugh (2002) argue that typographic devices may 

also affect the appearance of an ad - i.e. the overall look and feel of a 

document. Thus, where readability seems to reflect a more cognitive 

component of text processing, appearance seems to reflect a more 

affective component. This distinction is often made in research on text 

processing. Sadoski (1999, p.25), for instance, argues that - for 

informational texts - not only cognitive comprehensibility and 

memorability are important, but also text qualities that elicit affective 

responses in the reader, such as interestingness and engagement. 

 Many studies have shown that texts which score high on 

characteristics such as vividness, (visual) attractiveness, novelty, 

personal relevance and concreteness stimulate positive affective 

responses (e.g. Hidi & Baird, 1988; Wade & Adams, 1990; Graves, Prenn, 

Earle, Thompson, Johnson & Slater, 1991; Sadoski, Goetz & Fritz, 1993; 

in Sadoski, 1999). In studies on text processing, these affective 

responses are often grouped under the term text appreciation. In the 

present study, this term will therefore be used instead of appearance.  

 It must be noted here that research on the processing of 

persuasive texts often uses a similar concept as text appreciation: the 

concept of attitude toward the ad (Aad). Since the beginning of the 

eighties, attitude toward the ad has received much attention as possible 

mediator of advertising effects on persuasion outcomes, such as brand 

attitudes and purchase intentions (Mitchell & Olson, 1981; Shimp, 1981; 

MacKenzie & Lutz, 1989; Miniard, Bhatla & Rose, 1990). Although Aad 

has been shown to be of value, the Aad construct has been 

operationalized in many different ways. For instance, research on Aad has 

focused on both cognitive and affective reactions towards the ad 

(Friestadt & Wright, 1994; MacKenzie & Lutz, 1989).  

 MacKenzie and Lutz (1989) organized research relevant to the 

Aad construct in a conceptual framework (see also Lutz, MacKenzie & 

Belch, 1983; Lutz, 1985). In the framework, attitude toward the ad is 

defined as “a predisposition to respond in a favorable or unfavorable 

manner to a particular advertising stimulus during a particular exposure 

occasion” (MacKenzie & Lutz, 1989; p. 49). Furthermore, five first-order 

determinants are discerned: (1) ad credibility; (2) ad perceptions; (3) 

attitude toward the advertiser; (4) attitude toward advertising; and (5) 

mood. In relation to text appreciation, the second determinant is of 

importance: ad perceptions. Ad perceptions are defined as “a 

multidimensional array of consumer perceptions of the advertising 
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stimulus, including executional factors, but excluding perceptions of the 

advertised brand” (MacKenzie & Lutz, 1989, p. 51).  

 Following MacKenzie’s and Lutz’s line of reasoning, text 

appreciation (and readability) can thus be seen as a determinant of ad 

perception. In sum, although text appreciation and attitude toward the ad 

are related to each other, they are conceptually not the same. In this 

study, the term text appreciation will be used to denote readers’ 

appreciation of the overall look and feel of the appearance of an ad. This 

can be regarded as one of the determinants of attitude toward the ad, 

just as, for instance, readability, general attitude toward advertising and 

mood. Attitude toward the ad thus is can be regarded as a broader 

concept than text appreciation.  

 McCarthy and Mothersbaugh (2002) link the effects of layout 

on appearance/ appreciation to the concepts of novelty, surprise and 

complexity. These concepts are derived from Optimal Arousal Theory 

(OAT, Berlyne, 1960). OAT assumes that stimuli that are moderately 

novel, surprising or complex will be preferred over stimuli that offer too 

much or too little novelty, surprise or complexity (Berlyne, 1971). In other 

words, novelty, surprise and complexity are hypothesized to exert an 

inverted U-shaped relationship with appreciation (all other things being 

equal).  

 Novelty is a subjective measure: what is new to one person may 

be old to another, or something may have qualities one has never seen 

before or may look familiar to experiences in the recent past or a long 

time ago. Surprise means that the (novel) stimulus is not expected, that it 

differs from the experience preceding it, or at least it implies that the 

stimulus violates the expectations of the reader. The last one, complexity, 

is defined as a function of the number of distinguishable elements in a 

text, the dissimilarity between the elements and the degree to which 

stimulus elements that have been combined are seen as visually 

separate items rather than as a unit (Berlyne, 1960). When applied to 

typographic layout, complexity can be seen as a measure of the degree of 

variability of the typographic layout used in a document. This, in turn, may 

positively affect text appreciation, provided that the typographical signals 

are used appropriately.  

 This study mainly focuses on visual complexity, as this is quite 

an objective measure: the more typographic devices used in an ad and 

the wider the variability of these devices, the more visually complex the 

ad is. Research indicates that, all other things being equal, complexity 

indeed affects text appreciation. For instance, the studies by Motes et al. 

(1992a, b) showed that the visually more complex non-block ads were 
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more appealing and more attractive than the block ads. Furthermore, 

Henderson and Cote (1998) found that moderately high levels of 

elaborate logo design were preferred over high or low levels of elaborate 

logo design, in which elaborate refers to the richness of the design: 

comprised of visual complexity, activeness (or the degree to which motion 

is implied) and depth (or the degree to which three-dimensionality is 

implied).  

 Visual complexity is also one of the factors that is said to affect 

the motivation to process after exposure to an ad. According to Fleming 

and Levie (1978,p.22) “attention is drawn and held by complexity, 

providing the complexity does not exceed the perceivers’ cognitive 

capacities”. It is unclear whether complexity per se affects motivation to 

process, or whether this is mediated by text appreciation: readers may be 

more motivated to process an ad, not (only) because it is more complex, 

but because complexity affects text appreciation, which in turn affects 

motivation. 

 All in all, a design should be appropriately complex. An 

appropriate number of signals should be used: not too few, nor too many. 

Therefore, it is hypothesized that (an appropriate) use of visual cues 

increases the appreciation of a text and when too few or too many cues 

are present, appreciation is likely to decrease. However, it is unclear 

exactly what the cut-off point is. 

 

3.4.33.4.33.4.33.4.3    Semantic associationsSemantic associationsSemantic associationsSemantic associations    

The third category of typographic outcomes that McCarty and 

Mothersbaugh (2002) discern is semantic associations, or associations 

“that consumers derive about the text or brand that go beyond the text’s 

actual semantic content” (McCarthy & Mothersbaugh, 2002, p. 666).  

 The example of the perfume ad showed that readers may 

transfer associations derived from typographic characteristics to the 

brand: for instance, an elegant typestyle may suggest that the brand is 

elegant itself too. This kind of effect is comparable to the application of 

heuristics in processing an ad, such as the inference that a product is 

reliable because the source that recommends it is reliable too. Another 

way in which these inferences may affect persuasion outcomes are 

through experiential processing. The inference that the typeface looks 

elegant may evoke positive feelings, which are transferred to the brand.  

 More insight into the effects of typographic layout through 

semantic associations may be gained by taking a closer look at studies on 

(visual) rhetorical figures. A rhetorical figure is “an artful deviation, 

relative to audience expectation, that conforms to a template 
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independent of the specifics of the occasion where it occurs” (McQuarrie 

& Mick, 1999, p. 38). Rhetorical figures can be divided into two 

categories: schemes and tropes. Schemes deviate by means of excessive 

regularity are overcoded (which means that they contain redundant 

information) and the deviation is found at the surface structure, that is, at 

the appearance of the image. Examples of schemes are (visual) rhyme, 

alliteration and antithesis. Tropes deviate by means of irregular usage 

and are undercoded: readers have to make (extra) inferences to 

understand them. The deviation is found at the level of the mental 

representation, that is, at the content of the image. Examples are (visual) 

metaphors, paradox and hyperbole. They force the reader to create a 

specific meaning, to make inferences. The reader has to fill in something 

that is missing to come to a satisfying interpretation of the text/ picture.  

 Van Enschot (2006) found that tropes and schemes differ in 

the effects they have on attitude toward the ad. Two factors played a role: 

(1) readers must think that they understand the visual figure and (2) they 

must see the visual figure as an artful deviation from expectation. For 

tropes, both factors were found to be relevant. For schemes, only the 

second was relevant, as schemes do not add extra meaning to the text.  

 The distinction between tropes and schemes may also be 

useful in understanding the effects of typographic layout through 

semantic associations. Inferences such as elegance may be regarded as 

a form of artful deviation and thus affect attitude toward the ad in the 

same way as visual schemes do. However, typographic layout may also 

add extra meaning to a text, just as visual tropes do. Take, for example, 

the header in Figure 3.3, based on an ad for a detergent.  

 
 

 

Figure Figure Figure Figure 3333....3333::::    ExamExamExamExample of a typographic tropeple of a typographic tropeple of a typographic tropeple of a typographic trope    

 

 In the example, typography is used to add meaning to the text. 

Readers have to infer themselves that the loss of color applied to the text 

can also happen to their laundry, but that the detergent advertised will 
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prevent such effects. In this case, typography thus acts as a trope, and it 

might be expected that the effects of this typographic trope are 

comparable to the effects of visual tropes. In short, typographic tropes 

should be regarded as artful deviations that add extra meaning to the 

text.  

 In this study, the label semantic associations is reserved 

especially for the functioning of typography as visual trope and visual 

schemes. This implies that in the case of typographic schemes, the 

reader must see the typographic figure as an artful deviation to affect the 

persuasion process. In the case of typographic tropes, the reader must 

also understand the extra meaning added to the text. If typographic layout 

marks the relevance of or relations among text parts, these effects are 

labeled as readability effects.  

 

3.4.43.4.43.4.43.4.4    ConclusionConclusionConclusionConclusion    

In sum, three outcomes of typographic manipulation seem relevant for 

the role of typography in text processing: (1) readability, which is defined 

as the ease with which a text is processed; (2) text appreciation; which is 

defined as the way readers appreciate the overall look and feel of the 

appearance of an ad; and (3) semantic associations, which are defined as 

connotations that consumers derive about the typographic layout and 

which add meaning to a text’s actual semantic content and which are 

seen as an artful deviation.  

 Readability is likely to be affected if typographic layout is used 

to signal relations among and relevance of text parts. Text appreciation is 

likely to be affected by mechanisms such as visual complexity, novelty 

and surprise. Semantic associations are related to visual figures and are 

likely to be affected if the typographic figure is seen as an artful deviation 

and (in the case of tropes) add extra meaning to the text. This study 

focuses on readability and text appreciation. It is expected that the 

number of typographic cues exerts an inverted U-shaped effect on 

readability and text appreciation.  

 

3.5 Typographic layout and persuasion outcomes 

Typographic cues are believed to improve readability and text 

appreciation of an ad (up to a certain point), but how do they influence 

the persuasion process? The second chapter described several ways in 

which text characteristics may affect persuasion outcomes. In this 

section, these functions of text characteristics in the persuasion process 

will be directly linked to typographic layout. As the persuasion 
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mechanisms were already discussed in Chapter 2, they will not be 

discussed again.  

 

3.5.13.5.13.5.13.5.1    Typographic layout and central processingTypographic layout and central processingTypographic layout and central processingTypographic layout and central processing    

In the second chapter it was stated that when readers process an ad 

centrally, the number and nature of thoughts evoked by the quality of the 

arguments used in the message are the main determinants of the 

significance and direction of attitude change (O’Keefe, 2002; Petty & 

Wegener, 1999). As typographic layout is mainly a rhetorical/ stylistic 

choice in designing a message, it seems unlikely that it affects the 

assessment of the quality of the arguments used in an ad.  

 Two exceptions can be made, however. When a specific 

meaning is conveyed using typographic layout, as is the case in the 

example of the detergent ad, it may serve as a central argument. 

Furthermore, typographic layout may stimulate selective attention and 

MOA-factors. In these cases, the quality of the arguments will affect 

persuasion outcomes. These effects are discussed in the following 

sections, as the mechanism behind it is not central processing. It is 

hypothesized that typographic layout does not affect persuasion 

outcomes as a central argument under high-elaboration conditions. 

 

3.5.23.5.23.5.23.5.2    Typographic layout and peripheralTypographic layout and peripheralTypographic layout and peripheralTypographic layout and peripheral    processingprocessingprocessingprocessing    

 

Selective Selective Selective Selective processingprocessingprocessingprocessing    

Typographic layout may affect persuasion outcomes by guiding readers in 

which information to process. As indicated before, contrast can provide 

readers with cues about the relevance of information. Consequently, 

peripheral processors can use this information to select what information 

to attend to and what not. Rosbergen et al. (1997), for instance,    

demonstrated that consumers who hardly felt involved with shampoo 

divided their attention between the pictorial and headline in a shampoo 

ad and hardly paid attention to the body text and the packshot. 

Participants who felt highly involved with shampoo paid considerable 

attention to all elements in the ad. Because headlines and pictorials often 

convey important information, this may indicate that peripheral 

processors indeed selectively attend to information that is marked as 

important. When the information processed contains strong arguments 

this is likely to result in positive persuasion outcomes; when the 

information processed contains weak arguments, this is likely to result in 

negative persuasion outcomes. 
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Peripheral cuePeripheral cuePeripheral cuePeripheral cue    

Layout may also affect persuasion as a peripheral cue under 

low-elaboration conditions. For instance, many studies have found that 

the mere number of arguments mentioned in an ad can act as a 

peripheral cue. Layout may activate this simple rule of thumb: by 

underlining the relevance of text parts by means of a bulleted list, type 

size or type weight, readers may think that the advertiser has something 

important to say about its product, which is used as a basis for judgment 

under low-elaboration conditions. Another way in which typographic layout 

may affect persuasion as a peripheral cue is by the associations that may 

be evoked by the use of certain typographic devices. For instance, the use 

of an elegant type style may evoke associations of elegance, which may 

be transferred directly to the brand, resulting in more positive persuasion 

outcomes.  

 

3.5.33.5.33.5.33.5.3    Typographic layout and Typographic layout and Typographic layout and Typographic layout and experientialexperientialexperientialexperiential processing processing processing processing    

Finally, rhetorically appropriate usage of typographic cues is hypothesized 

to positively affect readability and text appreciation. These typographic 

outcomes might influence judgments by means of experiential processing 

effects. The idea that feelings evoked by readability affect evaluation of 

the product in the ad is supported by research by Winkielman, Schwarz, 

Fazendeiro and Reber (2003). They propose that high processing fluency 

(cf. readability) evokes positive affect, which results in more favorable 

evaluations of the stimulus processed. According to Winkielman et al. 

(2003), readers monitor the fluency/ ease with which they process a 

message. This fluency may be based on features of the message itself, 

such as figure-ground contrast, but also on other factors such as 

exposure frequency or duration. To investigate this, Reber, Winkielman 

and Schwarz (1998) manipulated visual priming, presentation duration 

and figure-ground contrast. They demonstrated that when fluency was 

high, participants evaluated the perceived stimuli more positively. In case 

of processing advertisements, this suggests that readers who appreciate 

an ad and/ or think it is readable might attribute these positive feelings to 

the product or brand in the ad, resulting in positive persuasion outcomes.  

 

3.5.43.5.43.5.43.5.4    Typographic layout and postTypographic layout and postTypographic layout and postTypographic layout and post----exposure MOAexposure MOAexposure MOAexposure MOA    

Text variables may not only affect persuasion outcomes directly, but also 

indirectly, through motivation and ability to process and thus the level of 

elaboration of the reader.  
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 Lowrey (1998) conducted a series of experiments to study the 

moderating role of motivation and ability on the effects of syntactic 

complexity in the persuasion process. Syntactic complexity is related to 

readability: when syntactic complexity increases, readability decreases as 

the ad becomes harder to process. Lowrey (1998) found a three-way 

interaction between complexity, argument strength and involvement: when 

syntax was simple, strong claims were found to be more persuasive than 

weak claims, regardless of the level of involvement. When syntax was 

complex, only high-involved readers discriminated between strong and 

weak arguments. In other words, low-involved readers were sensitive to 

argument strength in the simple ad scenario. This may be explained in 

two ways: (1) the simple syntax structures enabled low-elaboration 

readers to process the ad sufficiently to assess the quality of the 

arguments, or (2) the simple syntax structures may have motivated them 

to pay more attention to the ad.  

 In a similar study, Chebat, Gelinas-Chebat, Hombourger & 

Woodside (2003) found that when the ad was very complex, both high and 

low-involved readers did not discriminate strong and weak arguments. 

When the ad was less complex, both high-involved and low-involved readers 

discriminated between strong and weak arguments. Chebat et al. (2003, p. 

616) explained these findings by suggesting that low readability inhibits the 

ability to process information. Again, motivation may also provide an 

explanation for the findings: when an ad becomes too complex, even 

high-elaboration readers may experience a decreased motivation to 

process an ad.  

 The seemingly contradictory findings of Lowrey (1998) and 

Chebat et al. (2003) may be explained by the level of complexity used in the 

ads. In both their simple versions of the ads, the level of complexity may 

have been equally low, as in both studies both high and low-elaboration 

readers discriminated between strong and weak arguments in the less 

complex version of the ad. In their complex versions of the ads, however, 

the level of complexity in Chebat et al.’s ads may have been higher than in 

Lowrey’s ads. When an ad becomes too complex, even high-elaboration 

readers are not able/ motivated to discriminate between strong and weak 

anymore.  

 It may be that typographic layout affects MOA through the same 

mechanisms: if typographic layout indeed affects the readability of the ad, 

making it easier to process, low-elaboration processors may be motivated/ 

enabled to process the ad at higher levels of elaboration. If layout 

decreases readability (for instance, because too many signals are 
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competing for attention) this may decrease motivation/ ability for 

high-elaboration processors, turning them into low-elaboration processors. 

 Another factor that might affect post-exposure MOA is visual 

complexity. It was argued that when the visual complexity of an ad 

increases up to a certain point, readers become more motivated to process 

the ad. In addition, prominent stimuli and relevance of the brand to the 

reader were mentioned as potential factors affecting motivation to 

process. Again, it is not so easy to separate effects on motivation and 

ability. As was described in Chapter 2, one way to affect the ability to 

process an ad is by activating relevant knowledge structures. Prominent 

stimuli, such as a prominent header, may also activate relevant 

knowledge structures (and to complicate things even further, enhance the 

relevance of the brand to the reader). A prominent header immediately 

clarifies the topic of the ad, thus activating relevant knowledge structures 

on the basis of which the reader can decide whether the information or 

brand is relevant to him and then decide on continuing processing or not. 

When the relevant knowledge structure has been activated, processing 

becomes easier as well.  

 Although it is sometimes hard to know whether a certain 

characteristic affects the level of elaboration through motivation to or 

ability to process, it can be hypothesized that the number of typographic 

cues can affect the level of elaboration, through one of the post-exposure 

MOA mechanisms mentioned above. Again, to enhance the level of MOA, 

the typographic layout should be rhetorically appropriate.  

 

3.6 Summary and research questions 

Figure 3.4 provides a schematic overview of the role of typographic layout 

in the persuasion process, based on the model by McCarthy and 

Mothersbaugh (2002). Below, the research questions depicted in the 

model will be summarized. 

 

3.6.13.6.13.6.13.6.1    Typographic layout and typographic outcomesTypographic layout and typographic outcomesTypographic layout and typographic outcomesTypographic layout and typographic outcomes    

Typographic layout is suggested to affect readability, text appreciation and 

semantic associations (cf. RQ 1a/ b, Figure 3.4). Readability is likely to 

increase if typographic devices appropriately signal the relevance of and 

relations among text parts. The relevance of text parts can be indicated by 

means of figure-ground contrast, for instance, by varying in type size or type 

weight. The relations among text parts can be indicated by means of the 

principles of similarity and proximity. For example, when text parts are 

related, they can be placed close to each other or have a similar layout.  
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MoMoMoMothersbaugh, 2002, p.665)thersbaugh, 2002, p.665)thersbaugh, 2002, p.665)thersbaugh, 2002, p.665)    



 

 81818181    

 Text appreciation relates to the visual complexity of an ad: the 

more typographic devices are used and the more variability between these 

devices is employed, the higher the visual complexity. For instance, a layout 

in which many variations in type size, type weight are used and in which text 

parts are separated from each other by means of white space are visually 

more complex than layout in which just a few variations in type size and 

type weight are used and no white space is applied. Visual complexity is 

likely to exert an inverted U-shaped relationship with text appreciation.  

 Effects of semantic associations on the persuasion process can 

be compared to the effects of visual schemes and tropes. The reader 

must appreciate the typographic layout as an artful deviation and 

understand its meaning. 

 

3.6.23.6.23.6.23.6.2    Typographic layout and persuasion: direct effectsTypographic layout and persuasion: direct effectsTypographic layout and persuasion: direct effectsTypographic layout and persuasion: direct effects    

Typographic layout may affect persuasion outcomes directly by 

stimulating selective attention, as a peripheral cue, or through 

experiential processing (cf. RQ 2, Figure 3.4). Furthermore, typographic 

layout is not likely to affect persuasion as a central argument, unless 

typography acts as a typographic trope.  Typography may affect the 

persuasion process by stimulating selective processing under 

low-elaboration conditions, when the relevance of text parts is indicated 

appropriately. For instance, a text part that stands out by means of a very 

large type size at the top of the page is more likely to attract attention 

than a text part set in a very small type size at the bottom of the page. 

Typography may also affect persuasion outcomes as a peripheral cue, by 

evoking simple rules of thumb or associations that are transferred directly 

to the brand. For instance, the use of a bulleted list may evoke the 

number of arguments rule of thumb. Similarly, the use of an elegant type 

style may evoke associations of elegance, which can be transferred to the 

brand. In addition, typographic layout may evoke feelings (through the 

readability and text appreciation of the ad) which may affect persuasion 

outcomes through experiential processing.  

 The effects of typographic layout on persuasion outcomes are 

most likely to occur under circumstances of low elaboration. However, as 

indications that experiential processing may also occur under 

circumstances of high elaboration do exist, typographic layout may also 

affect persuasion outcomes under high-elaboration processing 

conditions. 
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3.6.33.6.33.6.33.6.3    Typographic layout and peTypographic layout and peTypographic layout and peTypographic layout and persuasion: indirect effectsrsuasion: indirect effectsrsuasion: indirect effectsrsuasion: indirect effects    

Finally, typographic layout may affect persuasion outcomes indirectly 

through post-exposure MOA outcomes, by increasing/ decreasing the 

motivation/ ability to process the message (cf. RQ 3, Figure 3.4). For 

instance, when typographic devices help the reader (e.g. by signaling 

relevance and relations appropriately), readers may be more able and 

willing to process the message, resulting in a higher level of elaboration. 

In other words, typographic outcomes such as readability and text 

appreciation may mediate the indirect effects of typography on 

persuasion. If typographic layout indeed stimulates elaboration, readers 

are more likely to be affected by the strength of the arguments used in 

the message, rather than by peripheral mechanisms. 

 

3.6.43.6.43.6.43.6.4    Research questionsResearch questionsResearch questionsResearch questions    

The central research question in this study was introduced in Section 

3.1.3. Based on the information provided in this chapter, this research 

question can be split into a number of subquestions. The central research 

question and subquestions are given in the frame below. The numbers 

belonging to the research questions are also presented in the model 

depicted in Figure 3.4.  

 

RQRQRQRQcentralcentralcentralcentral::::    How doeHow doeHow doeHow does typographic layout affect the processing of product s typographic layout affect the processing of product s typographic layout affect the processing of product s typographic layout affect the processing of product 

advertisements?advertisements?advertisements?advertisements?    

RQ1:RQ1:RQ1:RQ1:    Does typographic layout affect typographic outcomes?Does typographic layout affect typographic outcomes?Does typographic layout affect typographic outcomes?Does typographic layout affect typographic outcomes?    

RQ1a: Does typographic layout affect the readability of product 

advertisements? 

RQ1b: Does typographic layout affect the text appreciation of product 

advertisements? 

RQ2:RQ2:RQ2:RQ2:    Does typographic layout affect persuasion outcomes?Does typographic layout affect persuasion outcomes?Does typographic layout affect persuasion outcomes?Does typographic layout affect persuasion outcomes?    

RQ2a: Does typographic layout affect persuasion outcomes directly and 

if so, through what mechanism (as peripheral cue, attention 

grabber or experiential cue)? 

RQ2b: Does typographic layout affect persuasion outcomes indirectly 

(via post-exposure MOA)? 

 

 Although indications are found in the literature that question 1 

and 2 may receive confirmative answers, research is too scarce to 

provide strong hypotheses. Too many questions remain unsolved, such as 

which typographic devices or combinations of devices exactly affect 

typographic outcomes and persuasion outcomes and through which 

mechanisms this occurs. This thesis presents six experimental studies, in 
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which the effects of several (combinations of) typographic cues are 

tested. In some of these studies motivation or ability to process is 

manipulated as well, to see whether the effects of typographic layout 

differ under different levels of elaboration. Because research is too 

scarce to provide strong hypotheses, the studies presented in this thesis 

are exploratory in nature. Hopefully, light will be shed on some of the 

issues raised.  
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4 Typographic cues and the processing of 
product advertisements (Study 1 and 2) 
 

4.1 Overview of the chapter 

This chapter describes two experiments in which the effects of 

typographic devices such as white space, bullets, type weight and type 

size are tested. In the first study, effects of typographic layout on 

typographic outcomes (readability and text appreciation) are studied. The 

second study is an extension of the first. It investigates the effects of 

white space and bullets under different motivation levels. In this study, 

persuasion outcomes are included as well.  

 

4.2 The effects of typographic layout on typographic outcomes 

(Study 1) 

 

4.2.14.2.14.2.14.2.1    Aim of this studyAim of this studyAim of this studyAim of this study    

Experimental research into the effects of typographic layout on text 

processing in general and the persuasion process in specific is scarce. 

Although it seems likely that typographic devices affect readability and 

text appreciation, this has not been tested experimentally before.  

 In this study, the effects of the increase in typographic cues on 

readability and text appreciation were tested in a complete 

between-subjects design. The aim of this study was to see whether 

typographic cues such as type size, type weight, white space and bullets 

indeed affect text appreciation and readability. The following research 

questions were addressed in this study: 

 

RQ1RQ1RQ1RQ1aaaa (study1):::: Does typographic layout affect the readability of product 

 advertisements? 

RQ1RQ1RQ1RQ1bbbb (study1):::: Does typographic layout affect the text appreciation of 

 product advertisements? 
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The effects of typographic layout on readability and text appreciation The effects of typographic layout on readability and text appreciation The effects of typographic layout on readability and text appreciation The effects of typographic layout on readability and text appreciation 

(RQ1a(RQ1a(RQ1a(RQ1a/ / / / b)b)b)b)    

In the previous, it was hypothesized that typographic devices may affect 

the readability of an ad by signaling the relevance and relations among 

text parts. Furthermore, typographic layout was hypothesized to affect the 

visual complexity of an ad, through which it may affect text appreciation: 

the more typographic cues present, the higher the visual complexity and 

the greater the text appreciation - up to a certain point. 

 To test the effects of typographic layout on typographic 

outcomes, four versions of a digital camera ad were developed in which 

the use of type size, type weight, white space and bullets was varied. In 

each subsequent condition of the ad, one of the typographic cues was 

added. By applying the devices in this way, the degree in which the 

relevance of and relations among text parts was signaled was enhanced 

in each version of the ad and the degree of visual complexity of each 

version was increased. It may thus be hypothesized that each subsequent 

version was more readable and had a larger text appreciation than its 

preceding version.  

 The typographic devices were chosen randomly, as not much 

research has been conducted on the effects of typographic layout in the 

persuasion process. However, corpus research has shown that type size 

and type weight are often applied in advertising (Straatsma, 2005). 

Devices such as type size and type weight are likely to affect the signaling 

of the relevance of text parts through figure-ground contrast. When type 

size and type weight are applied to a text part they are more likely to 

occur in the front, signaling the relevance of the text part for the reader. 

Furthermore, research has shown that readers use white space and 

bullets to determine relations among text parts (Bouayad-Agha, Scott, & 

Power, 2001).  

 

4.2.24.2.24.2.24.2.2    MaterialMaterialMaterialMaterial3333    

    

Product categoryProduct categoryProduct categoryProduct category    

The target ad was for a digital camera. This product was chosen for 

several reasons. As the focus in this study is on how typographic cues 

affect text processing, a product was chosen for which the ads (mostly) 

contain a fair amount of text. Digital cameras have an instrumental 

function and in most digital camera ads, advertisers try to persuade their 

readers by providing them with a substantial amount of textual 

                                                           
3 Due to copyright restrictions all sample advertisements have been excluded from thebook. Original 
versions can be requested from the author. 
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information in which the unique characteristics of the camera are 

explained.  

 In the study, four filler ads were also used, to distract 

participants from the target ad. The filler ads were about soup, 

toothpaste, a diet product, and a television. These products were chosen 

because they all have mainly instrumental functions and because they 

formed a nice mix of high-involvement products (digital camera, 

television) and low-involvement products (soup, toothpaste and diet 

product). The filler ads were added to distract participants from the focus 

of this study: the digital camera ad.  

 

TextsTextsTextsTexts    

For each of the products a text was written based on existing 

advertisements. Each text consisted of a header, a subheader, three 

paragraphs of body text, a payoff and contact details. The structure of the 

texts was similar for all products. The header consisted of a purpose 

statement that could be reached by using the product advertised. In the 

subheader, the product was presented as the means to that end. In the 

first paragraph of the body text, the problem that could be solved by using 

the product was sketched. In the second paragraph arguments were 

provided as to why the product would solve that problem. In the third 

paragraph, general suggestions were given for the use of the product. The 

payoff consisted of a short restatement of the most important aim of the 

product. Finally, contact details were given by means of a URL. All texts 

contained roughly the same number of words.  

 The texts were completed with pictures, brand displays and 

logos. The brand displays and logos were created especially for the study 

and nonexistent brand names were used to prevent existing attitudes to 

affect the results. The pictures were found on the internet and either 

showed a display of the product or the product in use.  

 In the target ad and filler ads the header was set in capitals and 

a large bold type style was applied. Furthermore, the same type style was 

used in all ads. The number of typographic signals was varied for each 

filler ad to distract participants from the aim of the study. For instance, in 

the television ad, the text blocks were placed randomly on the page and 

separated by means of white space. In addition, a hierarchy was added to 

the text blocks by means of type size, type weight and italics. In the 

toothpaste ad the header was marked by means of capitals, type size and 

type weight, and the payoff was set in italics. The body text consisted of 

only one text block. In the soup ad, the subheader had a larger type size 

and was set in italics. The body text consisted of two paragraphs 
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separated by means of white space and the payoff was set in heavy type. 

In the ad for the diet product, the body text also consisted of two 

paragraphs, and the payoff and contact details were set in a bold and 

larger type style.  

 The target ad consisted of a header in which the aim of the 

product was stated. The picture then followed, in which the camera was 

shown in five different positions, together with details about the size of 

the camera. Just below the picture, the subheader followed, in which the 

name of the product was mentioned and again a property of the product 

was put forward. Then the body text followed, consisting of three 

paragraphs. In the first paragraph a general description of the camera 

was presented. In the second, three arguments were provided in which 

more technical details about the camera were described and in the last 

paragraph some practical advances of the product were given. The text 

ended with a payoff.  

 

4.2.34.2.34.2.34.2.3    Independent variablesIndependent variablesIndependent variablesIndependent variables    

Four versions of the digital camera ad were created in which the layout 

manipulations were applied. These manipulations were applied in such a 

way that in each version of the ads the degree to which the relevance of 

and relations among text parts were signaled was enhanced. As a 

consequence, the degree of visual complexity of each version was 

increased. 

 In the first condition, the baseline condition, virtually no 

typographic signals were used. Only the header was foregrounded by 

means of type size and type weight, similar to the headers in the filler 

ads. The layout of the header was kept constant over all conditions. The 

subheader and body text both had exactly the same layout and were not 

separated by means of white space: together they formed one block of 

text. Furthermore, the payoff was set in the same type size and type 

weight as the body text. The payoff was placed below the logo at the 

bottom of the page. 

 In the second condition, the condition in which type size and 

type weight were applied, the subheader had a larger type size than the 

body text (but still smaller than the header) and was set in heavy weight. 

The payoff was made smaller than the body text and heavy type weight 

was also applied here. Neither white space nor bullets were used. 

 The third condition (type size, type weight and white space) 

differed from the second condition in white space applied. In the third 

condition, all elements were separated from each other by means of 

white space. Furthermore, the three paragraphs in the body text were 
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separated by means of white space. The third condition therefore 

consisted of six separate text blocks: header, subheader, three 

paragraphs of text and the payoff. 

 The ads in the fourth condition (type size, type weight, white 

space and bullets) differed from the ads in the third condition in the use 

of bullets in the body text. The arguments put forward in the second 

paragraph were presented in a bulleted list.  

 

4.2.44.2.44.2.44.2.4    MeasuresMeasuresMeasuresMeasures    

The original items were in Dutch. In the Appendix the original scales used 

in the study are provided. 

 

AttentionAttentionAttentionAttention    

Attention was assessed on two levels: attention devoted to the content 

and attention devoted to the appearance of the ad. Attention devoted to 

the content of the ad was assessed by means of two seven-point 

Likert-scales (e.g. “I devoted much attention to the content of the ad”). 

The reliability of the scale was good (Cronbach’s alpha=.80). Attention 

devoted to the appearance of the ad was also assessed using two 

seven-point Likert-scales (e.g. “I devoted much attention the appearance 

of the ad”). The reliability of the scale was sufficient (Cronbach’s 

alpha=.77). 

 

Typographic outcomesTypographic outcomesTypographic outcomesTypographic outcomes    

Typographic outcomes were assessed on three levels: readability, text 

appreciation and naturalness. The readability of the ads was assessed by 

means of six Likert-scales ranging from 1 (strongly disagree) to 7 (strongly 

agree) (e.g. “It is hard to understand the text in the advertisement”). The 

reliability of the six items was good (Cronbach’s alpha=.90). To assess 

text appreciation six seven-point Likert-scales (e.g. “The advertisement 

looks vivid”) were once more used. The reliability of the six items was 

good (Cronbach’s alpha=.85). Naturalness of the ads was measured 

using four seven-point Likert-scales (e.g. “Advertisements like these are 

often published in magazines”). The reliability of the scale was good 

(Cronbach’s alpha=.90).  

 

4.2.54.2.54.2.54.2.5    ParticipantParticipantParticipantParticipants and procedures and procedures and procedures and procedure    

Seventy-five participants took part in the study. The sample was stratified 

on the basis of age (35 years old or younger and older than 35 years old) 

and sex (male and female). Of the seventy-five participants, thirty-eight 

were male (50.7%) and thirty-seven were female (49.3%). The mean age 
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of the participants was 38.2 (SD=14.3), with a minimum age of 17 and a 

maximum age of 62 years old. Educational level varied from primary 

school to university.  

 The participants were selected by Master’s students from the 

VU University Amsterdam who where enrolled in the course Layout and 

persuasion. Before collecting the data, the students were carefully 

informed about the procedure, in class and on paper. Each student 

received the same instructions. Participants took part in groups, varying 

in group size from one to four. They were questioned in different 

environments. The students were instructed to make sure that the 

environment was quiet and that participants would not be distracted 

during the survey.  

 Participants first received instructions from the experimenter on 

how to complete the survey. After the instructions, they received a 

booklet. The booklet contained instructions, the filler ads and target ad 

and questions about the target ad. It started with instructions about the 

experiment. After that, the first ad followed. In all booklets the order of 

the ads was the same: the first ad was the television ad (filler), then the 

toothpaste ad (filler), followed by the soup ad (filler), the digital camera ad 

(target ad), and the diet product ad (filler). After each ad, participants 

were asked to judge the naturalness, attractiveness and readability of the 

ad and to indicate how much attention they had devoted to the content 

and appearance of the ad. The booklet ended with questions about the 

age, sex and education of the participant.  

 

4.2.64.2.64.2.64.2.6    DesignDesignDesignDesign    

In the study layout acted as a four-level between-subjects factor: each 

participant saw one layout version of the digital camera ad (condition 1: 

baseline; condition 2: type size & type weight; condition 3: type size, type 

weight & white space; condition 4: type size, type weight, white space & 

bullets).  

 

4.2.74.2.74.2.74.2.7    Statistical analysisStatistical analysisStatistical analysisStatistical analysis    

Before the data were analyzed, extreme values were detected (values 

more extreme than two standard deviations from the mean) and replaced 

by missing values, after which all missing values were replaced by the 

mean score on that item regardless of condition. As all scales proved to 

be reliable, the items for each dependent variable were pooled into one 

variable based on their means.  
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 As a next step, a multivariate analysis of variance was 

performed with layout (condition 1, 2, 3 and 4) as between-subjects 

factor. Dependent variables were readability, attractiveness, naturalness, 

attention content and attention appearance. Where the multivariate 

analysis of variance showed a multivariate effect, the analysis was 

followed by univariate analyses of variance for each of the dependent 

variables. Upon showing a significant effect of layout, pairwise 

comparisons with Bonferroni correction were performed to see which 

versions differed from each other. 

 

4.2.84.2.84.2.84.2.8    ResultsResultsResultsResults    

The multivariate analysis showed an effect of layout (F(15,207)=2.15; 

p<.01; η2=.14). Therefore, in this section the results of the univariate 

analyses per dependent variable will be reported. 

 

AttentionAttentionAttentionAttention    

The univariate test did not show an effect of layout on attention devoted 

to the content of the ad (F<1). In all four conditions approximately the 

same amount of attention was paid to the content. No effect of layout 

version was found on attention devoted to the appearance of the ad 

either (F(3,71)=1.35; p=.27). Participants devoted the same amount of 

attention to the appearance of all four conditions. See Table 4.1 for 

means and standard deviations. 

 

Table Table Table Table 4444....1111::::    Means and standard deviations (between brackets) for attention Means and standard deviations (between brackets) for attention Means and standard deviations (between brackets) for attention Means and standard deviations (between brackets) for attention 
devoted devoted devoted devoted to the adto the adto the adto the ad pe pe pe per layout conditionr layout conditionr layout conditionr layout condition    

    
BaselineBaselineBaselineBaseline    

Size Size Size Size andandandand    
weightweightweightweight    

Size, weight Size, weight Size, weight Size, weight 
andandandand white  white  white  white 

spacespacespacespace    

Size, weight, Size, weight, Size, weight, Size, weight, 
white space white space white space white space 
andandandand bullets bullets bullets bullets    

Attention content 4.75 (1.38) 4.89 (0.78) 4.89 (1.22) 4.86 (1.49) 

Attention appearance 5.08 (1.28) 4.45 (1.43) 5.17 (0.89) 5.06 (1.25) 

Note:Note:Note:Note:    Scales ranged from 1 (minimum) to 7 (maximum)Scales ranged from 1 (minimum) to 7 (maximum)Scales ranged from 1 (minimum) to 7 (maximum)Scales ranged from 1 (minimum) to 7 (maximum)    

 

Typographic outcomesTypographic outcomesTypographic outcomesTypographic outcomes    

A univariate test showed that the four layout conditions differed 

significantly in readability (F(3,71)=2.89; p<.05; η²=.11). Pairwise 

comparisons with Bonferroni correction showed that the condition with 

type size, type weight, white space and bullets (condition 4: M=5.30; 

SD=1.11) was found more readable than the condition with only type size 

and type weight (condition 2: M=4.09; SD=1.34) (p<.05).  
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 The univariate analysis did not show an effect of layout on text 

appreciation (F(3,71)=1.92; p=.13). All four conditions were appreciated 

equally. The univariate test showed that the four layout conditions 

differed significantly in naturalness (F(3,71)=4.84; p<.01; η²=.17). 

Pairwise comparisons with Bonferroni correction showed that the 

baseline condition (condition 1: M=3.59; SD=1.51) was found 

significantly less natural than the condition with type size, type weight and 

white space (condition 3: M=4.92; SD=1.49) and the condition with type 

size, type weight, white space and bullets (condition 4: M=5.06; 

SD=1.21). The condition with type size and type weight did not differ from 

the other conditions (condition 2: M=4.01; SD=1.36). See Table 4.2 for 

means and standard deviations. 

 

Table Table Table Table 4444....2222: : : :     Means and standard deviations (Means and standard deviations (Means and standard deviations (Means and standard deviations (betweenbetweenbetweenbetween brackets) for  brackets) for  brackets) for  brackets) for typographic typographic typographic typographic 
outcomesoutcomesoutcomesoutcomes per layout condition per layout condition per layout condition per layout condition        

    
BaselineBaselineBaselineBaseline    

Size andSize andSize andSize and    
weightweightweightweight    

Size, weight Size, weight Size, weight Size, weight 
andandandand whi whi whi white te te te 

spacespacespacespace    

Size, weight, Size, weight, Size, weight, Size, weight, 
white space white space white space white space 
andandandand bullets bullets bullets bullets    

Readability 4.53 (1.28) 4.09 (1.34) 4.54 (1.33) 5.30 (1.11) 

Text appreciation 3.67 (1.01) 3.25 (1.06) 4.16 (1.16) 3.87 (1.46) 

Naturalness 3.59 (1.51) 4.01 (1.36) 4.92 (1.49) 5.06 (1.21) 

Note:Note:Note:Note:    Scales Scales Scales Scales rangedrangedrangedranged from 1 (minimum) to 7 (maximum) from 1 (minimum) to 7 (maximum) from 1 (minimum) to 7 (maximum) from 1 (minimum) to 7 (maximum)    

 

4.2.94.2.94.2.94.2.9    Conclusion and discussionConclusion and discussionConclusion and discussionConclusion and discussion    

The aim of this study was to test whether typographic devices affect the 

readability and text appreciation of an ad. The following research 

questions were addressed in the study. 

 

RQ1RQ1RQ1RQ1aaaa (study1):::: Does typographic layout affect the readability of product 

 advertisements? 

RQ1RQ1RQ1RQ1bbbb (study1):::: Does typographic layout affect the text appreciation of 

 product advertisements? 

 

 It was hypothesized that typographic devices affect the 

readability of an ad by signaling the relevance and relations among text 

parts. Furthermore, it was hypothesized that typographic layout affects the 

visual complexity of an ad which in turn may affect text appreciation. To test 

these hypotheses, four versions of a digital camera ad were developed in 

which the number of typographic cues was increased for each subsequent 

version. In a complete between-subjects design it was tested whether these 

versions indeed showed an increased level of readability and text 

appreciation. The results showed an effect of layout on readability. 
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The effects of typographic cues on readability (RQ1The effects of typographic cues on readability (RQ1The effects of typographic cues on readability (RQ1The effects of typographic cues on readability (RQ1aaaa))))    

The results of the study show that typographic layout indeed affects the 

readability of an ad, but to a certain extent. In this study, it was assumed 

that each subsequent version increasingly signaled relevance of and 

relations among text parts, which in turn would affect readability. 

However, this is not reflected in the readability scores: the baseline 

conditions in which virtually no typographic cues were present (version 1) 

did not differ from the other four versions; its mean readability was even 

higher than the subsequent version (version 2). The version in which type 

size, type weight, white space and bullets were used (version 4) was 

perceived as easier to read than the version in which only type size and 

type weight was applied (version 2). This means that the relationship 

between number of typographic cues and readability is not as 

straightforward as it seems. For instance, when only white space was 

added (version 3) did readability not increase in comparison to the 

version with only type size and type weight (version 2). However, when 

bullets were also added, readability did increase (version 4). Conversely, 

the version with bullets (version 4) did not differ from its preceding 

version (version 3). This means that the use of bullets on its own cannot 

account for the increase in readability. The question which typographic 

devices affect readability therefore needs more detailed investigation. Is 

there a difference between devices that signal relevance or relations, and 

in what way exactly do typographic devices affect readability? 

 

The effects of typographic The effects of typographic The effects of typographic The effects of typographic layout on text appreciation (RQ1blayout on text appreciation (RQ1blayout on text appreciation (RQ1blayout on text appreciation (RQ1b))))    

The study revealed no effects of layout on text appreciation. As was 

hypothesized in Chapter 3, visual complexity is one of the factors that 

might affect text appreciation. It was hypothesized that an increase in the 

number of typographic cues would affect the visual complexity of the ad 

and in turn text appreciation. However, when the ad becomes visually too 

complex, text appreciation was hypothesized to decrease again. This 

study does not support this hypothesis. Typographic layout does not seem 

to affect text appreciation. However, some alternative explanations may 

account for the findings as well. 

 For instance, it may be that the ad overall was visually too 

complex. The digital camera ad consisted of many elements (e.g. the five 

pictures of the camera, with accompanying text), so the visual complexity 

of the baseline version of the ad was already quite high. Visual complexity 

is likely to exert an inverted U-shaped effect on appreciation. It may be 

that, because the baseline version was already quite complex, this 

overruled the effects of adding typographic cues.  
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 Furthermore, it was commented by some of the participants 

that the picture in the digital camera ad was too technical and not 

attractive. It may be that participants appreciated the other ads used in 

the study more than the digital camera ad. In other words, a bottom-effect 

may have occurred. However, the high mean scores suggest that this was 

not the case. Nevertheless, in future research, a visually less complex 

picture may have to be used to detect effects of visual complexity.  

 It may furthermore be that the increase in visual complexity 

from version to version was too modest. For instance, larger differences 

in type size or the use of other devices such as color may exert a greater 

impact on visual complexity/ text appreciation. This should be 

investigated in future studies. 

 

Suggestions for future researchSuggestions for future researchSuggestions for future researchSuggestions for future research    

Although the results of this study show that typographic layout at least does 

something to the reader, it does not provide insight into the effects of 

specific typographic cues. In addition, the effects of typographic layout 

seem only small. Manipulations of typographic layout might be enhanced to 

detect the effects of typographic layout on the persuasion process. 

Furthermore, as was hypothesized in Chapter 3, effects of typographic 

layout may depend on the level of ability and motivation of the reader. 

These should therefore also be taken into account. Last but not least, the 

study does not provide insight into the effects of typographic layout on 

persuasion outcomes. The next study will address these issues.  

 

4.3  The effects of white space and bullets on the persuasion process 

(Study 2) 

 

4.3.14.3.14.3.14.3.1    Aim of this studyAim of this studyAim of this studyAim of this study    

This study is an extension of the first study in several ways. First of all, the 

focus in this study is specifically on the effects of white space and bullets. 

White space and bullets were chosen, because they were shown to be most 

effective in the previous study. These typographic cues were manipulated 

systematically, which makes it possible to see what the main effects of 

these cues are and whether and how they interact. Second, measures of 

persuasion were added to the study to see whether layout can also 

persuade readers. Third, an extra factor was added to the study: motivation 

to process. As was discussed in Chapter 3, effects of layout may differ 

under high and low-elaboration conditions. The manipulation of motivation 

to process may provide more insight into this matter.  
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 A complete between-subjects design was used with white space 

(present/ absent), bullets (present/ absent) and motivation to process 

(high/ low) as independent variables and typographic outcomes and 

persuasion outcomes as dependent variables. Moreover, attention 

devoted to the ad was assessed to check whether high and 

low-motivation participants indeed differed in the amount of attention 

they devoted to the ad. The aim of this study was to see how specific 

typographic devices affect the persuasion process. The study addressed 

the following research questions: 

 

RQRQRQRQ1111aaaa (study2): Do white space and bullets affect the readability of 

 product advertisements? 

RQ1RQ1RQ1RQ1bbbb (study2): Do white space and bullets affect the text appreciation of 

 product advertisements? 

RQ2RQ2RQ2RQ2 (study2): Do white space and bullets affect persuasion outcomes? 

 

The effects of white space and bullets on typographic The effects of white space and bullets on typographic The effects of white space and bullets on typographic The effects of white space and bullets on typographic outcomes (RQ1aoutcomes (RQ1aoutcomes (RQ1aoutcomes (RQ1a/ / / / b)b)b)b)    

As was argued in Chapter 3, rhetorically appropriate use of typographic 

cues is likely to affect the readability and text appreciation (i.e. 

typographic outcomes) of product ads. It was argued that when 

typographic devices signal the relevance of and relations among text 

parts, readability will increase. Both white space and bullets may signal 

relations among text parts. Bouayad-Agha, Scott and Power (2001), for 

instance, showed that readers make use of white space and bullets when 

interpreting anaphoric relations. White space is likely to separate text 

parts that do not relate to each other through the principle of proximity. 

Bullets signal that the information after each bullet serves the same 

function, through the principle of similarity. Furthermore, it may also 

signal the relevance of text parts, as it places information at the front 

through the principle of figure-ground contrast. 

 White space and bullets may also affect text appreciation 

through the visual complexity of the ad. When white space is added, 

visual complexity increases, because the number of elements in the ad 

increases - one of the determinants of visual complexity. In addition, by 

adding bullets to an ad, the visual complexity of the ad is also likely to 

increase, as the number of dissimilar elements increases - the other 

determinant of visual complexity.  

 

The effects of white space and bullets on persuasion outcomes (RQ2)The effects of white space and bullets on persuasion outcomes (RQ2)The effects of white space and bullets on persuasion outcomes (RQ2)The effects of white space and bullets on persuasion outcomes (RQ2)    

With regard to persuasion outcomes, it was argued that the effects of 

typographic cues on persuasion outcomes are likely to differ depending on 
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the initial level of motivation of the reader. Although it is unclear how layout 

may affect persuasion outcomes directly (e.g. peripheral cue, selective 

processing, experiential processing), it seems to be more effective under 

low-elaboration conditions than under high-elaboration conditions.  

 Bullets may activate the number of arguments heuristic, as they 

signal the number of arguments in the ad. It is unclear which heuristic 

white space may activate. Furthermore, when bullets indeed signal the 

relevance of information, readers may be drawn to the arguments 

signaled by the use of bullets, which may affect persuasion outcomes 

through selective processing. In addition, as white space and bullets may 

affect readability and text appreciation, these may evoke positive 

feelings, which may in turn affect persuasion outcomes through 

experiential processing. This may also occur under levels of 

high-motivation.  

 It was also hypothesized that typographic layout may affect 

persuasion outcomes indirectly by affecting the level of elaboration - 

through post-exposure MOA. It was suggested that an increase in visual 

complexity and the use of prominent stimuli may raise the level of 

elaboration. As white space and bullets may affect visual complexity, and 

bullets may be regarded as prominent stimuli, the level of elaboration 

may be increased, turning low-elaboration readers into high-elaboration 

readers.  

 To investigate the impact of typographic layout on the 

persuasion process, motivation to process was manipulated in this study 

by increasing the relevance of the ad for half of the participants. 

Self-relevance is one of the determinants of motivation to process (Petty, 

Cacioppo & Schumann, 1983; Celsi & Olson, 1988). This allows 

investigation into whether layout indeed affects persuasion outcomes 

under low-elaboration conditions.  

 

4.3.24.3.24.3.24.3.2    MaterialMaterialMaterialMaterial    

Again, the advertisements for soup, the diet product, the television and 

the toothpaste acted as filler ads and the digital camera ad as the target 

ad. Some slight changes were made to the texts and pictures used in the 

ads compared to the first study (see section 4.2.2 for a more complete 

description of the ads), based on comments of participants in the first 

study and Master’s students from the VU University Amsterdam of the 

course Layout and persuasion. For instance, the picture used in the ad for 

the television was changed, to make it look more professional.  
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 Again, the Imager digital camera ad was used as the target ad. 

Compared to the first study some changes were made in the text and 

pictures of this ad, based on comments of participants in the first study 

and students of the course Layout and persuasion. In the first version, 

quite a technical picture was used. Participants commented that this was 

too hard to understand. Furthermore, the picture may have overruled the 

effects of typographic layout, as was argued in section 4.2.9. Therefore, a 

less technical picture was used, in which two people in a holiday setting 

were shown, accompanied by a picture of the camera advertised. 

 The structure of the text was modified as well. Instead of three 

paragraphs, two paragraphs were used, and in the second paragraph not 

three but four arguments were put forward. The four versions of the 

digital camera ad only differed in the way the body text was designed. In 

all versions, the header was placed on top of the page and set in a bold, 

large type size. The subheader was placed just above the body text, set in 

a bold, and in a smaller type size than the header, but larger than the 

body text. Then the body text followed, in which the use of bullets and 

white space was manipulated. A logo was placed under the body text, 

followed by the payoff, which was also put in heavy type weight and in a 

smaller type size than the body. 

 

4.3.34.3.34.3.34.3.3    Independent variablesIndependent variablesIndependent variablesIndependent variables    

In this study white space (present/ absent), bullets (present/ absent) and 

motivation to process (high/ low) were manipulated.  

 

White spaceWhite spaceWhite spaceWhite space    

White space was manipulated by adding two white lines to the baseline 

version: one just after the subheader, and one in the middle of the body 

text. At these places the function of the text changed: a subheader has a 

different function than the body text and separating these text blocks by 

means of white space signifies this different function to the reader. The 

same holds for the white line in the middle of the body text: here the 

description of the camera changed from a more common description to a 

more specific description about the camera. The white space signifies this 

change. 

 

BulletsBulletsBulletsBullets    

Bullets were manipulated by adding bullets to the arguments provided in 

the second part of the body text of the baseline version. Bullets indicate 

to the reader that a list of similar information is provided.  
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Motivation to processMotivation to processMotivation to processMotivation to process    

Petty, Cacioppo & Schumann (1983) investigated the effect of argument 

quality and source attractiveness under high and low-motivation 

conditions. They used the following method: participants looked at twelve 

different ads self-paced. Before exposure to the ads, participants were 

told that before each ad a small introduction about the ad would be 

provided. The sixth ad in the booklet was the target ad. At two places in 

the booklet, motivation to process was manipulated. On the first page, 

participants were told that after the study they were allowed to select a 

present. One group was told that this was the same product as was 

shown in the target ad (i.e. a razor); the other group was told that it was 

another product (i.e. toothpaste). The introduction to the target ad was 

also manipulated. High-motivation participants were told that the razor 

would soon be tested in their own city, whereas low-motivation 

participants were told that the razor would be tested in a city far away. 

 Offering a product that is the same as the product in the target 

ad affects the self-relevance of the target ad for the participants: they are 

asked to make a choice about the product in the very near future. The 

same holds for the neighborhood in which the product will be launched: 

the closer this is to the participant, the higher the self-relevance will be. 

As was argued in Chapter 2, self-relevance is an important determinant of 

motivation to process and is thus likely to affect the degree of elaboration 

of the reader. 

 Another way in which motivation to process is manipulated that 

is often used is telling participants that they are taking part in a lottery 

(Celsi & Olson, 1988). Participants then are told that they can win one of 

the products that are used in the target ad. Participants in the 

low-motivation condition are not told that they are taking part in a lottery. 

The reasoning behind this method is similar to the first: the manipulation 

is likely to link to self-relevant goals and values.  

 In this study, motivation to process was manipulated in ways 

similar to the ones described above. The key manipulation was the 

creation of distinct high and low-motivation states through brand/ product 

goals and strategies.  

 In order to enhance the motivation to process the digital 

camera ad, participants in the high-motivation condition were instructed 

to pay close attention to the digital camera ad. To stimulate brand 

information processing, they were asked to evaluate the camera as if they 

were actually intending to buy a digital camera in the near future. 

Motivation to process the ad was also expected to be enhanced by 

increasing the personal relevance of the digital camera ad. To this end, 
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participants were told that they could win a digital camera similar to the 

one displayed in the digital camera ad offered by the producer of the 

camera. To make them eligible to win the camera participants were asked 

to indicate whether they would like to win the camera shown in the ad or 

a digital camera from a competing brand. In addition, they were informed 

that at the end of the experiment they would be asked to motivate their 

choice. 

 Participants in the low-motivation condition were directed away 

from the digital camera ad. They received similar instructions as the 

participants in the high-motivation condition, but instead of the digital 

camera ad, the instructions were aimed at the toothpaste ad: they were 

asked to pay close attention to the toothpaste ad and to look at it as if they 

were planning to buy toothpaste in the near future. Instead of being able to 

win a digital camera they were told that they could win a gift voucher of 250 

euros if they would indicate whether they would buy the toothpaste shown 

in one of the ad and motivate their answer. The toothpaste ad was placed 

in the beginning of the booklet (second ad). The idea behind this was that 

participants who were asked to pay close attention to the toothpaste ad 

would be likely to lose motivation to process the following ads, among 

which the target ad (fifth in the booklet). Table 4.3 provides the instructions 

given to the participants in both conditions.  

 

Table Table Table Table 4444....3333::::    Instructions for participants in the low and highInstructions for participants in the low and highInstructions for participants in the low and highInstructions for participants in the low and high----motivation condition motivation condition motivation condition motivation condition 
(translated from (translated from (translated from (translated from     Dutch)Dutch)Dutch)Dutch)    

LowLowLowLow----motivationmotivationmotivationmotivation    HighHighHighHigh----motivationmotivationmotivationmotivation    

We are especially interested in the 
advertisement for toothpaste. Therefore, 
two extra questions will be asked about 
this ad. At the end of the survey, you will 
be asked whether or not you would like 
to buy the toothpaste shown in the ad. 
You will furthermore be asked to justify 
why you want to buy it or not. By 
answering this question, you take part in 
a lottery in which you can win a prize of 
250 euros. This prize is made available 
by the manufacturer of the toothpaste. 
We also ask you to look at the ad as if 
you are planning to buy toothpaste in 
the near future. 

We are especially interested in the 
advertisement for the digital camera. 
Therefore, two extra questions will be 
asked about this ad. At the end of the 
survey, you will be asked whether or not 
you would like to buy the digital camera 
shown in the ad. You will furthermore be 
asked to justify why you want to buy it or 
not. By answering this question, you 
take part in a lottery in which you can 
win a prize of 250 euros. This prize is 
made available by the manufacturer of 
the digital camera. We also ask you to 
look at the ad as if you are planning to 
buy a digital camera in the near future. 

 

4.3.44.3.44.3.44.3.4    MeasuresMeasuresMeasuresMeasures    

The original items were in Dutch. In the Appendix the original scales used 

in the study are provided. 
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AttentionAttentionAttentionAttention    

Attention was assessed on two levels: attention devoted to the content 

and to attention devoted to the appearance of the ad. Attention devoted 

to the content was assessed by means of four seven-point Likert-scales 

(e.g. “I hardly paid any attention to the text in the advertisement”). The 

reliability of the scale was sufficient (Cronbach’s alpha=.73). Attention 

devoted to the appearance was assessed with two seven-point 

Likert-scales (e.g. “I concentrated deeply on the appearance of the 

advertisement”). The reliability of the scale was sufficient (Cronbach’s 

alpha=.72). 

 

Typographic outcomesTypographic outcomesTypographic outcomesTypographic outcomes    

The typographic outcomes were assessed on two levels: readability and 

text appreciation. Readability was assessed using six Likert-scales 

ranging from 1 (strongly disagree) to 7 (strongly agree) (e.g. “The text in 

the advertisement is easy to read”). The reliability of the scale was good 

(Cronbach’s alpha=.90). Text appreciation was also assessed with six 

seven-point Likert-scales (e.g. “The advertisement looks vivid”). The 

reliability of the scale was good (Cronbach’s alpha=.87).  

 

Persuasion outcomesPersuasion outcomesPersuasion outcomesPersuasion outcomes    

Persuasion outcomes were assessed on three levels: attitude toward the 

ad, attitude toward the brand and purchase intentions. Attitude toward the 

ad was assessed by means of four seven-point semantic differentials (e.g. 

“I think the advertisement for the Imager digital camera is good/ bad”). The 

reliability of the scale was good (Cronbach’s alpha=.86). Attitude toward the 

brand was also assessed using four seven-point semantic differentials (e.g. 

“I think the Imager digital camera is good/ bad”). The reliability of the scale 

was good (Cronbach’s alpha=.86). Purchase intentions were assessed by 

means of three seven-point Likert-scales (e.g. “I would like to try out the 

Imager digital camera”). The reliability of the scale was good (Cronbach’s 

alpha=.83).  

 

4.3.54.3.54.3.54.3.5    ParticipantParticipantParticipantParticipants and procedures and procedures and procedures and procedure    

Two hundred participants took part in the study. Again, the sample was 

stratified on the basis of age (younger than 40 and older than 40) and sex 

(male and female). Five participants were deleted from the analyses 

because they did not follow the instructions or were disturbed during the 

experiment. Of the one hundred ninety-five participants ninety-seven were 

male (49.7%) and ninety-eight were female (50.3%). The mean age of the 

participants was 38.4 years old (SD=15.1), with a minimum age of 14 
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and a maximum age 80 of years old. Educational level varied from 

primary school to university.  

 The participants were selected by Master’s students of the VU 

University Amsterdam enrolled in the course Layout and persuasion. The 

procedure was similar to the procedure in Study 1 (see section 4.2.5). 

Only this time, motivation to process was manipulated as well.  

 

4.3.64.3.64.3.64.3.6    DesignDesignDesignDesign    

A 2 (white space: present/ absent) x 2 (bullets: present/ absent) x 2 

(motivation to process: high/ low) between-subjects factorial design was 

used. Each participant saw one of the four versions of the ad under either 

high or low-motivation to process. 

 

4.3.74.3.74.3.74.3.7    Statistical analysisStatistical analysisStatistical analysisStatistical analysis    

Before the data were analyzed, extreme values were detected (values more 

extreme than two standard deviations from the mean) and replaced by 

missing values. As a next step, all missing values were replaced by the 

mean score on that item regardless of condition. As all scales proved to be 

reliable, the items for each dependent variable were pooled into one 

variable based on their means.  

 A multivariate analysis of variance was then performed with 

motivation condition (high/ low), bullets (present/ absent) and white 

space (present/ absent) as between-subject factors. Attention devoted to 

appearance, attention devoted to content, readability, attractiveness, 

attitude toward the ad, attitude toward the brand and purchase intentions 

served as the dependent variables. When the multivariate analysis 

showed a significant main effect or interaction, the analysis was followed 

by univariate analyses of variance for each of the dependent variables. 

 

4.3.84.3.84.3.84.3.8    ResultsResultsResultsResults    

The multivariate analysis showed a multivariate effect for white space 

(F(7,181)=2.24; p<.05; η²=.08). The analysis also showed a significant 

effect of motivation condition (F(7,181)=2.75; p=.01; η²=.10). No effect 

was found for bullets (F<1) and no interaction effects were found (white 

space* bullets: F(7,181)=1.23; p=.29; all other F’s<1). In this section 

only the results of the univariate analyses for white space and motivation 

condition will therefore be described.  
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AttentionAttentionAttentionAttention    

White space was found to affect the amount of attention participants 

devoted to the content of the ad (F(1,187)=4.03; p<.05; η2=.02). Ads in 

which white space was used elicited more attention to the content 

(M=4.67; SD=1.18) than ads in which white space was omitted (M=4.32; 

SD=1.22). No effects were found for motivation condition (F(1,187)=1.72; 

p=.19).  

 The univariate analyses did not reveal any effects for white space 

(F<1) on attention devoted to the appearance of the ad. Motivation 

condition did not affect the attention devoted to the appearance of the ad 

either (F<1). See Table 4.4 for means and standard deviations. 

 

Table Table Table Table 4444....4444: : : :     Means and standard deviations (between brackets) for attention Means and standard deviations (between brackets) for attention Means and standard deviations (between brackets) for attention Means and standard deviations (between brackets) for attention 
devoted to devoted to devoted to devoted to the the the the adadadad per layout and motivation  per layout and motivation  per layout and motivation  per layout and motivation cccconditiononditiononditionondition        

 ---- white space white space white space white space    + white space+ white space+ white space+ white space    

 ---- bullets bullets bullets bullets    ++++ bullets bullets bullets bullets    ---- bullets bullets bullets bullets    + bullets+ bullets+ bullets+ bullets    

 Low-motivation 

Attention content 4.41 (1.27) 4.02 (1.30) 4.42 (1.40) 4.70 (0.97) 

Attention appearance 4.26 (1.52) 4.78 (0.97) 4.76 (1.58) 4.22 (1.39) 

 High-motivation 

Attention content 4.65 (1.08) 4.23 (1.18) 4.61 (1.13) 4.96 (1.20) 

Attention appearance 4.33 (1.44) 4.65 (1.40) 4.18 (1.39) 4.15 (1.49) 

Note:Note:Note:Note:    Scales ranged from 1 (minimum) to 7 (maximum)Scales ranged from 1 (minimum) to 7 (maximum)Scales ranged from 1 (minimum) to 7 (maximum)Scales ranged from 1 (minimum) to 7 (maximum)    

 

Typographic outcomesTypographic outcomesTypographic outcomesTypographic outcomes    

Univariate analyses showed a main effect of white space on readability 

(F(1,187)=13.67; p<.001; η2=.07). Versions with white space were 

perceived as easier to read (M=5.22; SD=0.97) than versions without white 

space (M=4.62; SD=1.24). Furthermore, a significant effect was found for 

motivation condition (F(1,187)=4.94; p<.05; η²=.03). High-motivation 

participants found the text easier to read (M=5.11; SD=0.99) than 

low-motivation participants (M=4.75; SD=0.99). The use of white space 

was not found to affect the text appreciation for the ad (F(1,187)=1.95; 

p=.16). Furthermore, motivation to process did not affect text appreciation 

(F<1). See Table 4.5 for means and standard deviations. 
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Table Table Table Table 4444....5555: : : :     Means and standard deviations (between brackets) for Means and standard deviations (between brackets) for Means and standard deviations (between brackets) for Means and standard deviations (between brackets) for typographictypographictypographictypographic    
outcomes outcomes outcomes outcomes per layout and per layout and per layout and per layout and motivation conditionmotivation conditionmotivation conditionmotivation condition    

 ---- white space white space white space white space    + white space+ white space+ white space+ white space    

 ---- bullets bullets bullets bullets    + bullets+ bullets+ bullets+ bullets    ---- bullets bullets bullets bullets    + bullets+ bullets+ bullets+ bullets    

 Low-motivation 

Readability 4.44 (1.42) 4.21 (1.26) 5.14 (0.95) 5.23 (1.15) 

Text appreciation 3.87 (1.07) 3.95 (1.22) 4.02 (1.14) 4.09 (1.10) 

 High-motivation 

Readability 4.92 (0.95) 4.98 (1.17) 5.27 (0.85) 5.26 (0.97) 

Text appreciation 3.91 (1.15) 3.84 (1.15) 4.08 (0.99) 4.30 (1.18) 

Note:Note:Note:Note:    Scales ranged from 1 (minimum) to 7 (maximum)Scales ranged from 1 (minimum) to 7 (maximum)Scales ranged from 1 (minimum) to 7 (maximum)Scales ranged from 1 (minimum) to 7 (maximum)    

 

Persuasion outcomesPersuasion outcomesPersuasion outcomesPersuasion outcomes    

The univariate analyses did not reveal effects of white space 

(F(1,187)=1.16; p=.28) or motivation to process (F<1) on attitude toward 

the ad. The use of white space was not found to affect the attitude toward 

the brand (F(1,187)=2.24; p=.14). Furthermore, high and low-motivation 

participants did not differ in their attitude toward the brand 

(F(1,187)=1.77; p=.19). The univariate analysis showed no effect of white 

space on purchase intentions (F(1,187)=2.50; p=.12). A main effect of 

motivation condition was found (F(1,187)=9.43; p<.01; η2=.05). 

Participants in the high-motivation condition were more inclined to buy 

the camera (M=4.24; SD=1.27) than participants in the low-motivation 

condition (M=3.65; SD=1.40). See Table 4.6 for means and standard 

deviations. 

 

Table Table Table Table 4444....6666: : : :     Means and standard deviations (between brackets) for Means and standard deviations (between brackets) for Means and standard deviations (between brackets) for Means and standard deviations (between brackets) for persuasion persuasion persuasion persuasion 
outcomesoutcomesoutcomesoutcomes per layout and  per layout and  per layout and  per layout and motivation conditionmotivation conditionmotivation conditionmotivation condition    

 ---- white space white space white space white space    + white space+ white space+ white space+ white space    

 ---- bullets bullets bullets bullets    + bullets+ bullets+ bullets+ bullets    ---- bullets bullets bullets bullets    + bullets+ bullets+ bullets+ bullets    

 Low-motivation 

Attitude toward ad 4.44 (1.11) 4.71 (1.03) 4.75 (1.07) 4.81 (1.06) 

Attitude toward brand 4.68 (1.11) 4.72 (0.85) 4.87 (0.92) 4.98 (0.89) 

Purchase intentions 3.28 (1.37) 3.68 (1.37) 3.85 (1.38) 3.77 (1.49) 

 High-motivation 

Attitude toward ad 4.66 (0.73) 4.49 (0.67) 4.61 (0.70) 4.71 (1.09) 

Attitude toward brand 4.83 (0.93) 4.97 (0.77) 5.08 (0.77) 5.09 (1.24) 

Purchase intentions 4.09 (1.09) 4.11 (1.13) 4.21 (1.34) 4.54 (1.49) 

Note:Note:Note:Note:    Scales rangedScales rangedScales rangedScales ranged    from 1 (minimum) to 7 (maximum)from 1 (minimum) to 7 (maximum)from 1 (minimum) to 7 (maximum)from 1 (minimum) to 7 (maximum)    
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4.3.94.3.94.3.94.3.9    CoCoCoConclusion and discussionnclusion and discussionnclusion and discussionnclusion and discussion    

The aim of this study was to see how white space and bullets affect the 

persuasion process. The following research questions were addressed: 

 

RQ1RQ1RQ1RQ1aaaa (study2): Do white space and bullets affect the readability of 

 product advertisements? 

RQ1RQ1RQ1RQ1bbbb (study2): Do white space and bullets affect the text appreciation of 

 product advertisements? 

RQ2RQ2RQ2RQ2 (study2): Do white space and bullets affect persuasion outcomes? 

 

 It was hypothesized that the use of white space and bullets 

help readers interpreting relations among text parts, making the ad more 

readable. Furthermore, the use of white space and/ or bullets may 

increase the visual complexity of the ad and in turn text appreciation. 

Furthermore, the use of white space and bullets was suggested to 

increase persuasion outcomes, directly through peripheral processing, 

selective processing or experiential processing, or indirectly by increasing 

post-exposure MOA-levels. To investigate this, a 2 (white space: present/ 

absent) x 2 (bullets: present/ absent) x 2 (motivation: high/ low) 

between-subjects design was employed. 

 The results showed that white space does affect readability and 

attention devoted to the ad. Ads in which white space was present were 

found easier to read and readers devoted more attention to the content 

of these ads. White space was not found to affect the attention paid to 

the appearance of the ad, nor were any effects found on text appreciation 

and persuasion outcomes. The use of bullets did not have any effect on 

attention, typographic outcomes or persuasion outcomes. Furthermore, 

no effects of the motivation manipulation were found, nor were any 

interactions found regarding motivation to process.  

 

The effects of white space and bullets on typographic outcomes (RQ1aThe effects of white space and bullets on typographic outcomes (RQ1aThe effects of white space and bullets on typographic outcomes (RQ1aThe effects of white space and bullets on typographic outcomes (RQ1a/ / / / b)b)b)b)    

The first research question addressed in this study (research question 1a) 

can be partly confirmed: white space does affect readability, but bullets 

do not. White space may therefore be assumed to effectively signal the 

relations among text parts. Readers do not have to determine themselves 

that the text topic changes when white space is added. When white space 

is omitted, in contrast, readers might be surprised by the sudden change 

of subject. For bullets no effect on readability was found. This suggests 

that the signaling function of bullets is less pronounced. 
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 The finding that, similar to the first study, no effects of 

typographic devices on text appreciation were revealed (research 

question 1b) may again be due to the modest increase of the visual 

complexity of the ad. Furthermore, both white space and bullets may be 

regarded as typographic cues that primarily provide information about the 

relations among text parts: they signal which information belongs 

together. It might be that typographic cues that signal the relevance of 

text parts (such as type size and type weight) exert a stronger impact on 

text appreciation. For instance, type size and type weight add more 

variation (dissimilarity) to an ad than white space and may therefore 

increase the visual complexity to a greater extent. This also raises the 

question whether cues that signal relations versus relevance exert a 

different impact on readability. This should be tested in future research.  

 Apart from the finding that adding white space has a positive 

effect on readability it was also found to positively affect attention 

devoted to the content of the ad. It may be that, because readers found 

ads with white space easier to process (cf. more readable), they were also 

more willing/ able to pay attention to the content of the ads. As bullets 

did not affect readability, this may also explain why it did not affect 

attention devoted to the ad. More research is needed to gain full insight 

into this matter. 

 

The effects of white space and bullets on persuasion outcomes (RThe effects of white space and bullets on persuasion outcomes (RThe effects of white space and bullets on persuasion outcomes (RThe effects of white space and bullets on persuasion outcomes (RQ2)Q2)Q2)Q2)    

Typographic layout was not found to affect persuasion outcomes at all 

(research question 2). It was hypothesized that layout is most likely to 

affect persuasion outcomes under low-elaboration processing conditions. 

However, it is unclear under which levels of elaboration the participants 

processed the ad, as no effects of the motivation manipulation on the 

attention measures were found. No interactions were found in relation to 

white space or bullets either. Before turning to explain the persuasion 

outcomes, the motivation manipulation will be discussed. 

 Motivation was found to affect both readability and purchase 

intentions: high-motivation readers found the ads easier to read and were 

more likely to buy the product advertised. Although the manipulation did 

not affect attention devoted to the ad, it thus did something to the reader. 

The effects on purchase intentions are easy to explain, as high-motivation 

readers were explicitly instructed before viewing the ads to look at the 

ads as if they were planning to buy the digital camera, in contrast to 

low-motivation readers. The effects on readability seem somewhat more 

difficult to explain. It might be that participants in the high-motivation 

condition activated their knowledge scheme about digital cameras before 



 

 106106106106    

seeing the ad because they expected to see an ad about a digital camera. 

Participants in the low-motivation condition were not told about the digital 

camera ad and were therefore unable to activate their knowledge 

beforehand, which made it harder for them to read the technical 

information about the ad. 

  The question remains, however, whether the participants 

processed the ad under high or low-elaboration conditions. Both seem 

possible. It may be argued that all participants in the study were on the 

low end of the elaboration continuum, as they had to process several ads, 

which requires considerable cognitive effort. Because the target ad was 

the last ad they were confronted with, it may be that they did not take a 

close look at this ad anymore. This would imply that participants in both 

conditions processed the ad under low-elaboration conditions. On the 

other hand, all participants processed the ads in an experimental 

condition and may have wanted to satisfy the experimenter. Furthermore, 

the ad was about a digital camera, which can be regarded as a 

high-involvement product. This may have motivated the low-motivation 

participants to extensively process the ad as well.  

 The mean scores on the attention measures are all above the 

mean score of four. This may be an indication that the first explanation 

(high-elaboration) is more likely. It must be noted, however, that the 

attention measures were self-report measures and that participants may 

have given socially desirable answers. No conclusive answer to the 

question whether participants processed the ads under high or 

low-elaboration conditions can therefore be given. This makes it hard to 

explain the lack of effects of white space and bullets on the persuasion 

measures. In the following, the findings are explained with both scenarios 

in mind (low versus high-elaboration processing).  

 Assuming that readers were low in elaboration, several 

explanations are possible. First of all, it was suggested that bullets may 

evoke the number of arguments rule of thumb. It may be that an 

insufficient number of arguments was signaled to evoke this rule of 

thumb, or readers may have overlooked the bullets altogether (as no 

other effects were found either). As it seems unlikely that white space 

evokes a similar rule of thumb, this may explain why no effect on 

persuasion outcomes was found.  

 Second, experiential effects may not have occurred, as both 

white space and bullets were not found to affect text appreciation. In the 

beginning of this chapter it was suggested that an increase in readability 

and text appreciation may evoke positive feelings, which may in turn 

affect persuasion outcomes as experiential cues. It may thus be that 
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effects on text appreciation are a necessary condition to affect 

persuasion outcomes under experiential processing conditions.  

 Finally, although white space was found to increase the 

attention devoted to the ad, it cannot be confirmed that this affected the 

persuasion process through selective attention or indirectly through an 

increased post-exposure MOA-level. If that was the case, the white space 

condition should also be found more persuasive assuming the arguments 

were strong. As no such pattern was found, it seems unlikely that these 

processes played a role.  

 If it is assumed that participants were high in motivation then it 

still may be the case that layout affects the persuasion process through 

any of the processes described above. Under high-elaboration conditions, 

peripheral cues do not affect the persuasion process, experiential 

processes may not affect persuasion outcomes and an increase in 

attention (or selective processing) does not contribute to persuasion.  

 In sum, none of the hypotheses can be confirmed or rejected. 

Although white space was found to affect the reader, and it can thus be 

concluded that typographic layout does at least do something to the 

reader, it is still not clear whether typographic layout can affect 

persuasion outcomes.  

 

Suggestions for future researchSuggestions for future researchSuggestions for future researchSuggestions for future research    

As it is unclear in this study whether the motivation manipulation worked, 

in further studies motivation may be manipulated differently, or the ability 

to process might be manipulated. Furthermore, it seems wise to use 

low-involvement products in combination with elaboration manipulations, 

as the use of high-involvement products may overrule the manipulation. 

Variations in typographic layout may also be made stronger, to see 

whether this increase in visual complexity affects text appreciation and 

persuasion outcomes.  

 

4.4 General conclusion and discussion 

In this chapter, two studies were reported in which the effects of 

typographic layout on typographic outcomes (readability and text 

appreciation) and persuasion outcomes were tested. The following 

research questions were addressed: 

 

RQ1a:RQ1a:RQ1a:RQ1a:  Do typographic devices affect the readability of product 

 advertisements? 
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RQ1bRQ1bRQ1bRQ1b:   Do typographic devices affect the text appreciation of 

 product advertisements? 

RQ2RQ2RQ2RQ2:  Do typographic devices affect persuasion outcomes? 

 

In the first study, four versions of a digital camera ad were created in 

which an increasing number of typographic devices was used. The study 

showed that the version containing type size, type weight, white space 

and bullets was perceived as more readable than the version containing 

only type size and type weight. No other effects were found, however.  

 In the second study, white space and bullets were 

systematically varied in the digital camera ad. The versions of the ad were 

shown to two groups of participants of which the initial level of motivation 

was manipulated. The results of the study showed that white space and 

initial level of motivation positively affected readability. Furthermore, 

high-motivation participants found the ads more persuasive than 

low-motivation participants. Bullets and white space were not found to 

affect text appreciation. No effects were found on persuasion outcomes 

either. Finally, no interactions regarding motivation to process were 

found. 

 

The effect of typographic layout on The effect of typographic layout on The effect of typographic layout on The effect of typographic layout on typographic outcomes (RQ1a/ typographic outcomes (RQ1a/ typographic outcomes (RQ1a/ typographic outcomes (RQ1a/ b)b)b)b)    

The results of the two studies show that typographic layout does affect the 

readability of an ad. In the first study it was shown that ads in which type 

size, type weight, white space and bullets were present were found easier 

to read than ads in which only type size and type weight were present. In 

the second study it was shown that white space positively affected 

readability. White space gives the reader cues about the relations among 

text parts and divides the text in chunks, which makes it easier to process 

it. Furthermore, there may be a relation between readability of an ad and 

the amount of attention readers devote to its content: participants also paid 

more attention to the versions they found easier to read.  

 In both studies, no effects of typographic layout on text 

appreciation were found. This may be because the layout manipulations 

were too modest, and therefore the increase in visual complexity in ads 

with typographic cues versus ads without was too small to affect text 

appreciation. Furthermore, surrounding ads and the overall level of 

appreciation of the ad may have overruled the effects of typographic layout. 

It therefore seems likely that the effects of typographic layout on the 

persuasion process are only very small and sensitive to situational factors. 

This assumption is in need of further investigation. 
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The effect of typographic layout on persuasion outcomes (RQ2)The effect of typographic layout on persuasion outcomes (RQ2)The effect of typographic layout on persuasion outcomes (RQ2)The effect of typographic layout on persuasion outcomes (RQ2)    

In the second study, the effect of white space and bullets on persuasion 

outcomes was investigated, but no effect of either of these cues on 

persuasion outcomes was found. No interactions with motivation to 

process were found either. For an extensive analysis of the results, see 

the previous section (4.3.9).  

 On the basis of the analysis presented in the previous section, 

the hypothesis that typographic layout does affect persuasion outcomes 

could neither be confirmed nor rejected. The main reason why this is not 

possible was the lack of conclusive confirmation that the motivation 

manipulation worked. In future research, the manipulation of the initial 

MOA-level therefore needs to be looked at more closely. Furthermore, if 

layout indeed affects persuasion outcomes, the effects seem only small. 

To detect the mechanisms through which typographic layout affects 

persuasion outcomes, therefore, more powerful research techniques 

must be used. 

 

Suggestions for future researchSuggestions for future researchSuggestions for future researchSuggestions for future research    

Inevitably, these studies have their limitations. First of all, only one text 

was used: an ad for a digital camera. This makes it hard to generalize the 

findings across different advertisements or different products. It may be 

that ads for different products use different strategies with different 

layout characteristics, as layout is often geared to the rhetorical situation 

in which a document operates. For instance, Straatsma (2005) found that 

ads for durable and nondurable products and ads in which a rational or 

emotional strategy is used differ in the layout characteristics they employ. 

It may be that the effects of layout also differ between products and 

strategies. In future work, therefore, different products should be used 

and product type and advertising strategy may be included as factors in 

the research design.  

 Furthermore, the use of a high-involvement product (a digital 

camera) may have interfered with the motivation manipulation. In future 

research it may therefore be better to use low-involvement products when 

manipulating motivation to process (or any other determinant of 

elaboration). 

 This study focused on the role of white space and bullets, but 

there are many other typographic cues. White space and bullets mainly 

signal relations among text parts, and it may be that typographic cues 

that signal the relevance of text parts, such as type weight and type size, 

exert a different impact on the persuasion process. Furthermore, white 

space and bullets might not have affected the visual complexity of the ad 
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to such an extent that text appreciation was affected. Other typographic 

cues (or combinations of typographic cues) may have a stronger effect on 

visual complexity. This study should therefore be extended to different 

types of typographic cues and also combinations of typographic cues 

should be taken into consideration.  

 In the next chapter, some of these considerations are taken 

into account. The next chapter describes two studies in which type weight 

and type size were manipulated. Furthermore, motivation to process was 

not manipulated, but ability to process. 
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5 Type weight and type size and the processing 
of product advertisements (Study 3 and 4)  
 

5.1 Overview of this chapter 

In this chapter, two studies are reported in which the focus is on the 

effects of type size and type weight on typographic and persuasion 

outcomes under different levels of ability to process.  

 

5.2 The effects of type size and type weight on the persuasion 

process (Study 3) 

 

5.2.15.2.15.2.15.2.1    Aim of this studyAim of this studyAim of this studyAim of this study    

The aim of this study is to investigate whether and how type size and type 

weight affect the persuasion process under different levels of ability to 

process. To investigate this, two ads were tested in a 2 (type size: varied/ 

not varied) x 2 (type weight: varied/ not varied) x 2 (ability: high/ low) 

complete between-subjects factorial design. The following research 

questions were addressed:  

 

RQ1RQ1RQ1RQ1aaaa (study3): Do type weight and type size affect the readability of 

 product  advertisements? 

RQ1RQ1RQ1RQ1bbbb (study3): Do type weight and type size affect the text appreciation 

 of product advertisements? 

RQ2RQ2RQ2RQ2 (study3): Do type weight and type size affect persuasion 

 outcomes? 

 

The effects of type size and type weight on typographic outcomeThe effects of type size and type weight on typographic outcomeThe effects of type size and type weight on typographic outcomeThe effects of type size and type weight on typographic outcomes (RQ1as (RQ1as (RQ1as (RQ1a////    b)b)b)b)    

In the previous chapter, the focus was mainly on typographic cues that 

signal the relations among text parts (white space and bullets). It was 

suggested that the effects of typographic cues that signal relevance 

instead of relations may exert different effects on the persuasion process. 

This study, therefore, focuses on type size and type weight, typographic 

cues that are likely to signal the relevance of text parts.  

 Type size and type weight were chosen for several reasons. 

Firstly, type size and type weight are often applied in product 



 

 112112112112    

advertisements (Straatsma, 2005). Secondly, it was suggested in the 

previous study that the manipulation of the typographic signals was too 

modest. It may be argued that type size and type weight are more 

prominent cues than white space and bullets.  

 Type size and type weight are both likely to operate through the 

principle of figure-ground contrast: text parts that are bold or large are 

more likely to stand out than text parts that are not bold and have a size 

similar to other text in the ad. Thus, type size and type weight seem 

effective in signaling the relevance of text parts. Readers may use these 

cues to determine what information is important and what not, which 

helps them in processing the text and thus increases the readability of 

the ad. However, if too many signals are present, readers may get 

confused and readability may decrease again. This implies that if both 

type size and type weight are varied, too many signals may be present 

and readability decreases again.  

 Type size and type weight also affect the visual complexity of an 

ad: when type size and type weight are sufficiently distinctive from other 

text parts, the number of dissimilar elements in the ad increases and thus 

the visual complexity increases, which, in turn, affects text appreciation: 

the more visually complex the ad, the more readers appreciate it. An 

inverted U-shaped relationship is again be expected here: if the ad 

becomes visually too complex, text appreciation decreases again. 

 

ThThThThe effects of type size and type weight on persuasion outcomes (RQ2)e effects of type size and type weight on persuasion outcomes (RQ2)e effects of type size and type weight on persuasion outcomes (RQ2)e effects of type size and type weight on persuasion outcomes (RQ2)    

In Study 2, it was unclear whether the manipulation of motivation 

operated as desired. Therefore, in the present study ability to process was 

manipulated.  

 Several mechanisms may explain how type size and type weight 

affect persuasion outcomes under low-ability levels. First of all, type 

weight and type size may activate a rule of thumb similar to the number 

of arguments rule of thumb. By signaling the information by means of 

type size and type weight, the reader might think that the advertiser has 

something important to say about his product, which, in turn, changes 

attitudes under low-elaboration conditions.  

 Secondly, type size and type weight seem especially suited to 

signal the relevance of text parts. Readers may thus be guided in 

selectively processing the information contained in these text parts. 

 Thirdly, if type size and type weight indeed positively affect 

readability and text appreciation, this may evoke positive feelings, which 

in turn affects persuasion outcomes under experiential processing 

conditions.  
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 Finally, varying type size and type weight may motivate and/ or 

enable low-elaboration readers to process the ad more intensively. 

Conversely, if type size and type weight are not varied, readers may have 

to put more effort into processing the ad than they are willing or able to 

do. This may affect persuasion outcomes as well. 

 

5.2.25.2.25.2.25.2.2    MaterialMaterialMaterialMaterial    

In this study, two advertisements were used: one for a digital camera and 

one for toothpaste. In the previous chapter it was argued that the use of a 

high-involvement product such as a digital camera may have affected the 

findings. Therefore, a low-involvement product (toothpaste) was added.  

 Both advertisements were based on the advertisements used 

in Study 2. Some slight changes were made to the text and pictures, 

based on comments of Master’s students from the VU University 

Amsterdam enrolled in the course Design of persuasive texts. The picture 

in the toothpaste ad was changed, as it was mentioned that the smile of 

the woman in the Study 2 ad was unnatural. This time, a happy man 

brushing his teeth was depicted. Furthermore, the text in the digital 

camera ad was changed slightly: the second paragraph - in which the 

arguments were listed - was made more coherent and subheaders were 

added to both paragraphs. Similar changes were made to the toothpaste 

ad: the text was divided into two paragraphs, subheaders were added to 

these paragraphs, and a main subheader was added. These changes 

were made, because the manipulation of type weight and type size were 

applied to these text parts. 

 In both ads, the picture was placed at the top of the page. The 

picture showed the product in use. Just below the picture, the header was 

placed. The header was aligned at the center of the page. The header was 

followed by a subheader (also centered). Below the subheader, the body 

text followed. For both ads, the body text consisted of two paragraphs. 

Each paragraph was introduced by means of a subheader. The ads ended 

with the logo of the product and the payoff placed below it. This time, no 

filler ads were used.  

 

5.2.35.2.35.2.35.2.3    Independent variablesIndependent variablesIndependent variablesIndependent variables    

 

Type weightType weightType weightType weight    

In the versions in which type weight was varied, type weight was applied 

to five text parts. The header was set in bold, the subheader, the two 

headers belonging to the two paragraphs in the body text and the payoff 

were set in a bold type face. In the versions in which type weight was not 
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varied, none of the elements in the ad was set in a bold type weight: all 

text elements looked the same in terms of type weight. These elements 

were chosen because they contain the most important information in the 

ad. Furthermore, the corpus study performed by Straatsma (2005) 

showed that type size and type weight are most often applied to these 

text parts. In both the toothpaste ad and the digital camera ad the same 

manipulations were added.  

 

Type sizeType sizeType sizeType size    

Type size was changed in the same text elements in which type weight 

was manipulated. The header was set in the largest type size; the 

subheader was a bit smaller. The headers belonging to the two 

paragraphs in the body text were a bit smaller than the subheader, but 

larger than the body text. Finally, the payoff had the same size as the 

subheader. The changes in type size were thought to represent a 

hierarchy in the importance of the text elements. In the version in which 

no changes in type size were made, all text elements had the same size. 

The manipulations were the same for both the toothpaste ad and the 

digital camera ad.  

 

AAAAbility to processbility to processbility to processbility to process    

Two groups were created: a high-ability group and a low-ability group. 

Ability to process was manipulated by means of experimental instructions. 

The key manipulation was the creation of distinct high and low-ability 

states by distracting one group of participants using a secondary task, as 

distraction is one of the determinants of ability to process. 

 In order to decrease the ability to process the ads, participants 

in the low-ability condition were made to believe that an important 

characteristic of a brand name is that it can be easily remembered. 

Participants were subsequently presented with a list of ten non-existing 

brand names for shampoo. They were instructed to remember as many 

brand names as possible for the shampoo that would soon enter the 

market. Participants were allowed to look at the list for a maximum of two 

minutes. They were told that after looking at the list, two ads would be 

shown and some questions would be asked about the ads. After 

answering the questions about the ads, they were asked to write down as 

many brand names as they could remember from the list. This was 

announced before they were confronted with the target ads. 

 The group high in ability to process the ads was simply asked to 

pay close attention to the ads. Table 5.1 presents the instructions 

provided to the participants in both conditions. 
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Table Table Table Table 5555....1111::::    Instructions for participants in the low and highInstructions for participants in the low and highInstructions for participants in the low and highInstructions for participants in the low and high----ability condition ability condition ability condition ability condition 
(t(t(t(translated from ranslated from ranslated from ranslated from     Dutch)Dutch)Dutch)Dutch)    

LowLowLowLow----abilityabilityabilityability    HighHighHighHigh----abilityabilityabilityability    

An important characteristic of a brand 
name is that it is easy to remember for 
consumers. In this study, we want to 
investigate which names are easy to 
remember for consumers. The study is 
designed as follows: 

• First, a list of brand names for a 
shampoo that will soon be 
introduced to the market will be 
shown. You will be allowed to look at 
the list for a maximum of 2 minutes. 
Try to memorize all the names in the 
list. 

• After looking at the list you will see a 
trial version of an ad for toothpaste 
and an ad for a digital camera. 
Questions will be asked about both 
ads. (…) Do not forget to remember 
the brand names in the list! 

• After answering the questions about 
the ad, we will ask you to write down 
the brand names you memorized.  

You will be shown a trial version of an 
ad for toothpaste and a trial version of 
an ad for a digital camera. Take a good 
look at the ads. Questions will be asked 
about both ads  

 

5.2.45.2.45.2.45.2.4    MeasuresMeasuresMeasuresMeasures    

The original items were in Dutch. In the Appendix the original scales used 

in the study are provided. 

 

AttentionAttentionAttentionAttention    

Attention was assessed on two levels: attention devoted to the content of 

the ad (“I concentrated deeply on the text in the advertisement”) and 

attention devoted to the appearance of the ad (“I devoted little attention 

to the appearance of the advertisement”). Both items were measured 

using a seven-point Likert-scale.  

 

Typographic outcomesTypographic outcomesTypographic outcomesTypographic outcomes    

Typographic outcomes were assessed on three levels: readability, text 

appreciation and naturalness. The readability of the ads was assessed by 

means of six seven-point Likert-scales (e.g. “The text in the advertisement 

is comprehensible”). The reliability of the scale was sufficient (toothpaste: 

Cronbach’s alpha=.80; digital camera: Cronbach’s alpha=.79). Text 

appreciation was also measured using six seven-point Likert-scales (e.g. 

“The layout of the ad is attractive”). The reliability of the scale was good 

(toothpaste: Cronbach’s alpha=.87; digital camera: Cronbach’s 

alpha=.83). Naturalness was assessed by means of two seven-point 
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Likert-scales (e.g. “This advertisement could be published in a magazine 

immediately”). The reliability of the scale was insufficient (toothpaste: 

Cronbach’s alpha=.45; digital camera: Cronbach’s alpha=.50).  

 

Persuasion outcoPersuasion outcoPersuasion outcoPersuasion outcomesmesmesmes    

Persuasiveness was assessed on three levels: attitude toward the ad, 

attitude toward the brand and purchase intentions. Attitude toward the ad 

was measured using three seven-point semantic differentials (e.g. “I think 

the advertisement for Violadens toothpaste is pleasant/ unpleasant”). 

The reliability of the scale was good (toothpaste: Cronbach’s alpha=.91; 

digital camera: Cronbach’s alpha=.93). Attitude toward the brand was 

also measured by means of three seven-point semantic differentials (e.g. 

“I think Violadens toothpaste is pleasant/ unpleasant”). The reliability of 

the scale was good (toothpaste: Cronbach’s alpha=.87; digital camera: 

Cronbach’s alpha=.93). Finally, purchase intentions were measured using 

two seven-point Likert-scales (e.g. “I would like to try out Violadens 

toothpaste”). The reliability of the scale was good (toothpaste: Cronbach’s 

alpha=.75; digital camera: Cronbach’s alpha=.89).  

 

5.2.55.2.55.2.55.2.5    ParticipantParticipantParticipantParticipants and procedures and procedures and procedures and procedure    

Sixty-four participants took part in the study. Again, the sample was 

stratified on the basis of age (younger than 35 and older than 35) and sex 

(male and female). Two participants were deleted from the analyses 

because they did not complete the survey. Of the sixty-two remaining 

participants thirty-one were male (50.0%) and thirty-one were female 

(50.0%). The mean age of the participants was 36.9 years old (SD=14.4), 

with a minimum age of 16 and a maximum age of 69 years old. 

Educational level varied from primary school to university.  

 The participants were selected by Master’s students of the VU 

University Amsterdam who were enrolled in the course Design of 

persuasive texts. Before collecting the data, the students were carefully 

informed about the procedure, in class and on paper. Each student 

received the same instructions. Participants took part in groups, varying 

in group size from 1 to 5 participants. They were questioned in different 

environments. The students were instructed to make sure that the 

environment was quiet and that participants would not be distracted 

during the survey. 

 Participants first received instructions by the experimenter on 

how to complete the survey. Half of the participants were instructed to 

remember as many brand names as possible from a list of 10 brand 

names for shampoo (low-ability); the other half of the participants was 
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told to look carefully at the ads (high-ability). They were then handed a 

booklet which contained instructions, the target ads and questions about 

the ads. After reading the instructions, which again contained the ability 

manipulation, the low-ability group was asked to remember the brand 

names. Then, both groups of participants saw the first ad and answered 

questions about this ad. Throughout the booklet, participants in the 

low-ability condition were reminded to memorize the list of brand names. 

After answering the same questions about the second ad, some 

questions were asked about the participants’ personal background.  

 

5.2.65.2.65.2.65.2.6    DesignDesignDesignDesign    

The ads were shown in a 2 (type size: varied/ not varied) x 2 (type weight: 

varied/ not varied) x 2 (ability: high/ low) complete between-subjects 

factorial design. Participants saw both ads in the same layout condition, 

under either high or low-ability conditions. The order of the ads was 

reversed for half of the participants to prevent order effects. Although 

participants saw two ads, the statistical analysis was performed 

separately for each ad. 

 

5.2.75.2.75.2.75.2.7    Statistical analysisStatistical analysisStatistical analysisStatistical analysis    

Before the data were analyzed, extreme values were detected (values 

more extreme than two standard deviations from the mean) and replaced 

by missing values. After this, all missing values were replaced by the 

mean score on that item regardless of condition. As all scales - except 

that for naturalness - proved to be reliable, the items for each dependent 

variable were pooled into one variable based on their means. The items 

for naturalness were treated separately in the analysis. 

 A multivariate analysis of variance was then performed with 

ability condition (high, low), type weight (varied/ not varied) and type size 

(varied/ not varied) as between-subjects factors. Attention devoted to 

appearance, attention devoted to content, readability, text appreciation, 

naturalness, attitude toward the ad, attitude toward the brand and 

purchase intentions served as dependent variables. When the 

multivariate analysis showed a significant main effect or interaction, the 

analysis was followed by univariate analyses of variance for each of the 

dependent variables. 

 

5.2.85.2.85.2.85.2.8    ResultsResultsResultsResults    

For the toothpaste ad, the multivariate analysis of variance showed no 

effect of type weight (F(9,46)=1.79; p=.10; η²=.26). No effect was found for 

type size either (F<1) or ability to process (F<1). However, an interaction 
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was found between type weight and type size (F(9,46)=2.22, p<.05; 

η²=.30). The other interactions were not found to be significant (type 

weight* ability: F(9,46)=1.79; p=.10; η²=.26; type size* ability: F<1: type 

size* type weight* ability: F(9,46)=1.47; p=.19). Where the multivariate 

analysis showed a significant effect, the analysis was followed by univariate 

analyses of variance for each of the dependent variables.  

 For the digital camera ad, the multivariate analysis of variance 

did not show any significant effect (type weight: F(9,46)=1.40; p=.22; type 

weight* ability to process: F(9,46)=1.15; p=.35; type size* ability to 

process: F(9,46)=1.11; p=.37; type weight* type size* ability to process: 

F(9,46)=1.16; p=.35; all other F’s<1). Therefore, in the following sections 

the interaction between type weight and type size will only be reported for 

the toothpaste ad.  

 

AttentionAttentionAttentionAttention    

The univariate analyses showed no interaction between type weight and 

type size (F<1) on attention devoted to the content and attention devoted 

to the appearance of the ad (F<1). See Table 5.2 for means and standard 

deviations. 

 

Table Table Table Table 5555....2222: : : :     Means and standard deviations (between brackets) for attention Means and standard deviations (between brackets) for attention Means and standard deviations (between brackets) for attention Means and standard deviations (between brackets) for attention 
devoted to devoted to devoted to devoted to the adthe adthe adthe ad per layout  per layout  per layout  per layout and ability conditionand ability conditionand ability conditionand ability condition    

 ---- type weight type weight type weight type weight    + type weight+ type weight+ type weight+ type weight    

 ---- type  type  type  type sizesizesizesize    + type size+ type size+ type size+ type size    ---- type size type size type size type size    + type size+ type size+ type size+ type size    

 Low-ability 

Attention content 3.38 (1.06) 3.71 (1.60) 4.75 (1.17) 3.88 (1.73) 

Attention appearance 4.50 (1.41) 4.43 (1.72) 4.63 (1.60) 5.13 (0.99) 

 High-ability 

Attention content 4.50 (1.41) 3.86 (1.77) 3.63 (1.69) 4.50 (1.41) 

Attention appearance 3.75 (1.49) 5.29 (1.25) 4.88 (1.36) 4.63 (1.41) 

Note: Note: Note: Note:     Scales ranged from 1 (minimum) to 7 (maximum)Scales ranged from 1 (minimum) to 7 (maximum)Scales ranged from 1 (minimum) to 7 (maximum)Scales ranged from 1 (minimum) to 7 (maximum)    

    

Typographic outcomesTypographic outcomesTypographic outcomesTypographic outcomes    

An interaction was found between type weight and type size on readability 

(F(1,54)=7.58; p<.01; η²=.12). When type weight was absent, ads in 

which type size was held constant (M=3.88; SD=0.84) were found harder 

to read than when type size was varied (M=4.59; SD=1.19). When type 

weight was varied, the reverse was the case: ads in which type size was 

varied (M=3.96; SD=0.90) were found harder to read than when type size 

was held constant (M=4.56; SD=0.85).  
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 The interaction between type weight and type size was found to 

have a significant effect on text appreciation (F(1,54)=15.65; p<.001; 

η²=.23). The same pattern was found as for readability: when type weight 

was absent, ads in which type size was varied (M=4.69; SD=1.36) were 

appreciated more than when type size was held constant (M=3.33; 

SD=0.67). When type weight was varied, ads in which type size was held 

constant (M=4.58; SD=1.00) were appreciated more than ads in which 

type size was varied (M=3.74; SD=0.93). 

 No interaction was found between type weight and type size on 

the degree to which the ad could be placed in a magazine (F(1,54)=2.33; 

p=.13), nor on the degree to which participants thought it would be likely 

that they would encounter the ad in a magazine (F(1,54)=2.82; p=.10). 

See Table 5.3 for means and standard deviations. 

 

Table Table Table Table 5555....3333: : : :     Means and standard deviations (between brackets) for Means and standard deviations (between brackets) for Means and standard deviations (between brackets) for Means and standard deviations (between brackets) for typographic typographic typographic typographic 
outcomesoutcomesoutcomesoutcomes per layout  per layout  per layout  per layout and ability conditionand ability conditionand ability conditionand ability condition    

 ---- type weight type weight type weight type weight    + type weight+ type weight+ type weight+ type weight    

 ---- type size type size type size type size    + type size+ type size+ type size+ type size    ---- type size type size type size type size    + type size+ type size+ type size+ type size    

 Low-ability 

Readability 3.41 (0.57) 4.80 (1.29) 4.42 (0.94) 3.92 (0.86) 

Text appreciation 3.35 (0.91) 5.05 (1.56) 4.23 (0.88) 3.74 (0.47) 

Placed in magazine 4.25 (1.58) 5.29 (1.50) 4.50 (1.31) 3.75 (1.67) 

Encounter in magazine 3.63 (1.41) 4.71 (0.76) 4.63 (0.92) 4.13 (1.13) 

 High-ability 

Readability 4.35 (0.82) 4.38 (1.14) 4.71 (0.79) 4.00 (1.00) 

Text appreciation 3.30 (0.36) 4.33 (1.13) 4.94 (1.02) 4.13 (1.24) 

Placed in magazine 3.38 (1.19) 4.14 (2.34) 4.75 (1.67) 4.75 (1.75) 

Encounter in magazine 4.00 (1.77) 4.00 (1.29) 5.25 (1.28) 4.67 (1.28) 

Note: Note: Note: Note:     Scales ranged from 1 (minimum) to 7 (maximum)Scales ranged from 1 (minimum) to 7 (maximum)Scales ranged from 1 (minimum) to 7 (maximum)Scales ranged from 1 (minimum) to 7 (maximum)    

    

Persuasion outcomesPersuasion outcomesPersuasion outcomesPersuasion outcomes    

The interaction between type weight and type size was also found to be 

significant for attitude toward the ad (F(1,54)=9.16; p<.01; η²=.15). 

Again, the pattern was similar as the one described before: when type 

weight was absent, ads in which type size was held constant (M=4.14; 

SD=0.69) scored lower on attitude toward the ad than ads in which type 

size was varied (M=5.10; SD=1.19). When type weight was varied, ads in 

which type size was held constant (M=4.45; SD=0.89) scored higher than 

ads in which type size was varied (M=3.90; SD=1.07).  

 In addition, the interaction between type weight and type size 

was found to be significant for attitude toward the brand (F(1,54)=5.12; 

p<.05; η²=.09). Ads in which type weight was absent and type size was 



 

 120120120120    

held constant (M=4.68; SD=0.92) scored lower on attitude toward the 

brand than ads in which type size was varied (M=5.33; SD=0.74). When 

type weight was varied, ads in which type size was held constant 

(M=4.80; SD=0.91) scored higher than when type size was varied 

(M=4.41; SD=0.95). The univariate analysis did not show an effect of type 

size by type weight on purchase intentions (F<1). See Table 5.4 for means 

and standard deviations.  

 

Table Table Table Table 5555....4444: : : :     Means and standard deviations (between brackets) foMeans and standard deviations (between brackets) foMeans and standard deviations (between brackets) foMeans and standard deviations (between brackets) for persuasion r persuasion r persuasion r persuasion 
outcomes outcomes outcomes outcomes per layout per layout per layout per layout and ability conditionand ability conditionand ability conditionand ability condition    

 ---- type weight type weight type weight type weight    + type weight+ type weight+ type weight+ type weight    

 ---- type siz type siz type siz type sizeeee    + type size+ type size+ type size+ type size    ---- type size type size type size type size    + type size+ type size+ type size+ type size    

 Low-ability 

Attitude toward ad 3.88 (0.85) 5.33 (1.20) 4.42 (0.97) 3.63 (0.95) 

Attitude toward brand 4.54 (1.01) 5.33 (0.79) 4.58 (1.16) 4.21 (0.91) 

Purchase intentions 3.44 (1.08) 4.71 (1.65) 3.38 (1.46) 3.50 (1.36) 

 High-ability 

Attitude toward ad 4.41 (0.38) 4.86 (1.23) 4.49 (0.88) 4.17 (1.18) 

Attitude toward brand 4.81 (0.86) 5.33 (0.75) 5.01 (0.57) 4.62 (1.00) 

Purchase intentions 4.56 (0.86) 3.50 (1.15) 3.44 (1.35) 3.69 (1.60) 

Note: Note: Note: Note:     Scales ranged from 1 Scales ranged from 1 Scales ranged from 1 Scales ranged from 1 (minimum) to 7 (maximum)(minimum) to 7 (maximum)(minimum) to 7 (maximum)(minimum) to 7 (maximum)    

 

5.2.95.2.95.2.95.2.9    Conclusion and discussionConclusion and discussionConclusion and discussionConclusion and discussion    

In this study participants saw two ads - one for a digital camera and one 

for a toothpaste ad - under either high or low-ability processing conditions. 

The ads were shown in a 2 (type size: varied/ not varied) x 2 (type weight: 

varied/ not varied) x 2 (ability: high/ low) complete between-subjects 

factorial design. Participants saw both ads in the same layout condition. 

What was investigated was how type size and type weight would affect 

typographic and persuasion outcomes. The study was performed to 

answer the following research questions: 

 

RQ1RQ1RQ1RQ1aaaa (study3): Do type weight and type size affect the readability of 

 product advertisements? 

RQ1RQ1RQ1RQ1bbbb (study3): Do type weight and type size affect the text appreciation 

 of product advertisements? 

RQ2RQ2RQ2RQ2 (study3): Do type weight and type size affect persuasion 

 outcomes? 
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 The results showed that type weight and type size can indeed 

affect typographic outcomes and persuasion outcomes, but that the 

effects of typographic layout depend on the product advertised or the text 

used. For the toothpaste ad it was found that ads in which only type size 

was varied or ads in which only type weight was varied were easier to 

read, scored higher on text appreciation, and generated more positive ad 

and brand attitudes than ads in which no type weight and type size were 

applied, and better than ads in which both type weight and type size were 

applied. However, these effects were not found for the digital camera ad. 

 

The effects of typeThe effects of typeThe effects of typeThe effects of type size and type weight on typographic outcomes (RQ1a size and type weight on typographic outcomes (RQ1a size and type weight on typographic outcomes (RQ1a size and type weight on typographic outcomes (RQ1a////    b)b)b)b)    

In Chapter 3 it was suggested that there is an optimal number of 

typographic devices, for both readability and text appreciation. It was 

hypothesized that typographic layout has an inverted U-shaped 

relationship with these constructs. That seems to be the case here.  

 When too little (no type size and no type weight) or too many 

(both type size and type weight) typographic devices were varied, 

readability decreased. In the case of too few devices, readers may have 

had to search for the relevance of text parts themselves, which may have 

negatively affected readability. In the case of too many devices, 

typographic signals may have been fighting for attention, confusing the 

reader and thus negatively affecting the readability of the ad.  

 The same is true for text appreciation. It was hypothesized that 

when visual complexity increases up to a certain point, text appreciation 

decreases again. This may have been the case here. Text appreciation 

showed an inverted U-curve with visual complexity. When visual 

complexity was moderate (that is, when only type weight or type size was 

varied), text appreciation was highest. When visual complexity was low 

(no variation in type size and type weight) or high (variation in both type 

size and type weight), text appreciation was lowest. 

 However, the effects on readability and text appreciation were 

only found for the toothpaste ad and not for the digital camera ad. It may 

therefore be that effects of typographic layout depend on factors such as 

the product advertised or characteristics of the text.  

 

The effects of type size and type weight on persuasion outcomes (RQ2)The effects of type size and type weight on persuasion outcomes (RQ2)The effects of type size and type weight on persuasion outcomes (RQ2)The effects of type size and type weight on persuasion outcomes (RQ2)    

With regard to persuasion outcomes, the same pattern emerged as for 

readability and attractiveness: when both type size and type weight were 

varied or both were unvaried, persuasion was reduced. It is unclear, 

however, how typographic layout exactly affected persuasion outcomes.  
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 In the introduction, it was argued that both type size and type 

weight may evoke a heuristic (e.g. “The advertiser has something important 

to say”). It may be that in cases where both were absent, this rule of thumb 

was not evoked. In cases where both were present, readers may have 

thought that the advertising statements were too prominent, which reduced 

persuasion again. Furthermore, the selective processing mechanism may 

also have played a role here: in case of both being absent, readers were not 

guided in which information process. In case of both being present, too 

many signals may have been fighting for attention, confusing the reader. In 

addition, the experiential processing hypothesis may also account for the 

findings. When both readability and text appreciation were increased, 

persuasion also increased and when readability and text appreciation were 

decreased, persuasion decreased as well. It may thus have been the case 

that the positive/ negative feelings evoked by processing the ad that 

account for the findings. The last explanation (the indirect effect through 

post-exposure MOA) seems to be unlikely, as no effects on attention 

devoted to the ad were found. However, these were self-report measures 

and participants were therefore likely to give socially desirable answers, so 

this explanation cannot be completely discarded.  

 Again, it must be noted that the effects were only found for the 

toothpaste ad and not for the digital camera ad. The effects of 

typographic layout seem to depend on characteristics of the product or 

text in the ad. 

 

Suggestions for future researchSuggestions for future researchSuggestions for future researchSuggestions for future research    

No effects were found of the ability manipulation, nor were any interactions 

with ability to process found. Most importantly, ability was not found to 

affect the amount of attention devoted to the ads, which can be regarded 

as an indication of the level of elaboration. It may be that the manipulation 

was not strong enough: there was no incentive connected to remembering 

the brand names. Although participants were reminded on each page of the 

booklet to remember the brand names, they may not have felt the urge to 

do so. In future research, therefore, a stronger incentive should be 

connected to the manipulation of ability to process. 

 Another factor that may explain the lack of effects of the ability 

manipulation is the use of filler ads. In this study, no filler ads were used. 

Participants thus solely focused on the target ads. Because the study took 

place in an experimental setting, they may have put considerable effort into 

processing them, even though they were instructed to remember a list of 

brand names. When filler ads are used, participants are directed away from 

the target ads and the cognitive load of remembering the brand names 
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becomes stronger, increasing the impact of the secondary task (i.e. 

remembering the brand names). In future work, therefore, filler ads can be 

added to the design. 

 Surprisingly, no effects were found regarding the digital camera 

ad, although exactly the same typographic manipulations were used. This 

may be explained by the type of product advertised. A digital camera is 

generally considered as a high-involvement product, whereas toothpaste is 

generally regarded as a low-involvement product. Purchasing a digital 

camera entails higher financial risks than buying toothpaste, and the 

differences between several brands of digital cameras are bigger than for 

several brands of toothpaste. As involvement is one of the determinants of 

motivation to process, the digital camera ads may have been processed 

more extensively. The means of attention paid to the content of the ad are 

indeed higher for the digital camera ad than for the toothpaste ad (digital 

camera: M=4.39; SD=1.56; toothpaste: M=4.03; SD=1.48), which supports 

this idea. In future research, therefore, product involvement should be 

varied systematically as well. 

 Another explanation for the lack of findings in the digital camera 

may be found in characteristics of the text. The digital camera contained 

some technical information, which participants may have found hard to 

understand. This may have masked the effects of typographic layout.  

 

5.3 The effects of type weight and type size on the persuasion 

process - a replication (Study 4) 

 

5.3.15.3.15.3.15.3.1    Aim of this studyAim of this studyAim of this studyAim of this study    

The aim of this study is to replicate the findings of the previous study (see 

section 5.2.1). Some slight changes to the study design were made, 

however. First of all, filler ads were added to increase the impact of the 

ability manipulation. Second, only the toothpaste ad was used as a target 

ad, because this ad proved to be successful in the previous study. Third, 

participants in the high-ability condition were asked to look at a list of brand 

names as well. Again, a 2 (type size: varied/ not varied) x 2 (type weight: 

varied/ not varied) x 2 (ability: high/ low) complete between-subjects 

factorial design was employed. The same research questions as in the 

previous study were addressed here: 
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RQ1RQ1RQ1RQ1aaaa (study4): Do type weight and type size affect the readability of 

 product advertisements? 

RQ1RQ1RQ1RQ1bbbb (study4): Do type weight and type size affect the text appreciation 

 of product advertisements? 

RQ2RQ2RQ2RQ2 (study4): Do type weight and type size affect persuasion 

 outcomes? 

 

5.3.25.3.25.3.25.3.2    MaterialMaterialMaterialMaterial    

This time, only the toothpaste ad was used as target ad, because the 

results of the previous study showed that type weight and type size were 

effective here. The ad was similar to the ad used in the previous study 

(see section 5.2.2 for a description of the ad). Furthermore, in the 

previous study, it was suggested that the use of filler ads may increase 

the impact of the ability manipulation, because the cognitive load in the 

low-ability condition is increased. Therefore, four filler ads were added: an 

ad for a digital camera, an ad for a television, an ad for soup and an ad 

for diet products. The ads were similar to the filler ads used in Study 2.  

 

5.3.35.3.35.3.35.3.3    Independent variableIndependent variableIndependent variableIndependent variablessss    

 

Type weightType weightType weightType weight    

Type weight was manipulated in the same way as in the previous study. In 

the versions with type weight, type weight was applied to five text parts. 

The header, the subheader, the two headers belonging to the two 

paragraphs in the body text and the payoff were set in a bold type face. In 

the versions without type weight, none of the elements in the ad were set 

in a bold type weight: all text elements looked the same. 

 

Type sizeType sizeType sizeType size    

Type size was manipulated in the same way as in the previous study as 

well. Again, the header was set in the largest type size; the subheader 

was a bit smaller. The headers belonging to the two paragraphs in the 

body text were a bit smaller than the subheader, but larger than the body 

text. Finally, the payoff had the same size as the subheader.  

 

Ability to processAbility to processAbility to processAbility to process    

As in the previous study, ability to process was manipulated by means of 

experimental instructions. This time, both high- and low-ability participants 

were confronted with a list of brand names. In the previous study, only one 

half of the participants were directed to the list of brand names. This may 

have made them more focused on the brand names in the target ads than 
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the group of participants that was not confronted with the list of brand 

names. To eliminate this possible noise, this time both group of participants 

were confronted with a list of brand names.  

 Participants in the low-ability condition were confronted with a list 

of ten brand names for a new brand of shampoo. They were asked to try to 

memorize as many brand names as possible for the duration of two 

minutes. They were told that, at the end of the survey, they would be asked 

to recall as many brand names as possible.  

 Participants in the high-ability condition were also confronted 

with a list of ten brand names for a new shampoo. They were not asked to 

memorize the brand names, but to sort the ten names in order of appeal. It 

was believed that memorizing brand names during the processing of the 

target ads would distract participants, whereas ordering the names before 

processing would not. Table 5.5 provides the instructions for both the high 

and low-ability groups. 

 

Table Table Table Table 5555....5555::::    Instructions for participants in Instructions for participants in Instructions for participants in Instructions for participants in the low and highthe low and highthe low and highthe low and high----ability condition ability condition ability condition ability condition 
(translated from (translated from (translated from (translated from     Dutch)Dutch)Dutch)Dutch)    

LowLowLowLow----abilityabilityabilityability    HighHighHighHigh----abilityabilityabilityability    

An important characteristic of a brand 
name is that it is easy to remember by 
consumers. In this study, we want to 
investigate which names are easy to 
remember for consumers. In addition, we 
want to study how consumers respond to 
ads. The study is designed as follows: 
 
First, a list of 10 brand names for a 
shampoo that will soon be introduced to 
the market will be shown. You will be 
allowed to look at the list for a maximum 
of 2 minutes. Try to memorize all brand 
names. 
After looking at the list you will see some 
advertisements. Questions will be asked 
about these ads. (…) Do not forget to 
remember the brand names in the list! 
After answering the questions about the 
ad, we will ask you to write down the 
brand names you remembered.  

An important characteristic of a brand 
name is that it appeals to consumers. In 
this study, we want to investigate how 
consumers respond to brand names and 
ads. The study is designed as follows: 
 
First, a list of 10 brand names for a 
shampoo that will be introduced to the 
market soon will be shown. You will be 
asked to sort the brand names in order of 
appreciation. 
After looking at the list you will see some 
advertisements. Take a good look at the 
advertisements! Questions will be asked 
about these ads. (…)  
The study will end with some general 
questions. 

 

5.3.45.3.45.3.45.3.4    MeasuresMeasuresMeasuresMeasures    

The original items were in Dutch. In the Appendix the original scales used 

in the study are provided. 
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Attention devoted to contAttention devoted to contAttention devoted to contAttention devoted to contentententent    

Attention devoted to the content of the ad was assessed by means of four 

seven-point Likert-scales (e.g. “I paid little attention to the text in the 

advertisement”). The reliability of the scale was sufficient (Cronbach’s 

alpha=.78).  

 

Typographic outcTypographic outcTypographic outcTypographic outcomesomesomesomes    

Typographic outcomes were assessed on three levels: readability, text 

appreciation and naturalness. The readability of the ads was assessed 

using six seven-point Likert-scales (e.g. “The text in the advertisement is 

comprehensible”). The reliability of the scale was sufficient (Cronbach’s 

alpha=.76). Text appreciation was also measured by means of six 

seven-point Likert-scales (e.g. “The layout of the ad is attractive”). The 

reliability of the scale was good (Cronbach’s alpha=.85). Naturalness was 

assessed using two seven-point Likert-scales (e.g. “This ad can be 

published in a magazine immediately”). The scale proved to be unreliable 

(Cronbach’s alpha=.44).  

 

PersuasivenessPersuasivenessPersuasivenessPersuasiveness    

Persuasiveness was assessed on three levels: attitude toward the ad, 

attitude toward the brand and purchase intentions. Attitude toward the ad 

was measured by means of four seven-point semantic differentials (e.g. “I 

think the advertisement for Violadens toothpaste is good/ bad”). The 

reliability of the scale was sufficient (Cronbach’s alpha=.80). Attitude 

toward the brand was also measured using four seven-point semantic 

differentials (e.g. “I think Violadens toothpaste is good/ bad”). The 

reliability of the scale was good (Cronbach’s alpha=.85). Purchase 

intentions were measured by means of three seven-point Likert-scales 

(e.g. “I would like to try out Violadens toothpaste”). The reliability of the 

scale was good (Cronbach’s alpha=.84).  

 

5.3.55.3.55.3.55.3.5    ParticipantParticipantParticipantParticipants and procedures and procedures and procedures and procedure    

One hundred and twenty-eight participants took part in the study. Again, 

the sample was stratified on the basis of age (younger than 40 and older 

than 40) and sex (male and female). Sixty-two participants were male 

(48.4%) and sixty-six were female (51.6%). The mean age of the 

participants was 36.9 years old (SD=14.4), with a minimum age of 18 

and a maximum age of 80 years old. Educational level varied from 

primary school to university.  

 The participants were again selected by Master’s students from 

the VU University Amsterdam, all enrolled in the course Design of 
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persuasive texts. The procedure was similar to Study 3, except for the 

manipulation of ability to process. This time, half of the participants were 

instructed to remember as many brand names as possible from a list of 

ten brand names for a new brand of shampoo (low-ability); the other half 

of the participants was told to order the ten brand names in order of 

appreciation for the brand name.  

 

5.3.65.3.65.3.65.3.6    DesignDesignDesignDesign    

The study employed a 2 (ability: high/ low) x 2 (type size: small/ large) x 2 

(type weight: heavy/ light) complete between-subject factorial design. Each 

participant saw one layout version of the toothpaste ad under either high or 

low-ability processing conditions. 

 

5.3.75.3.75.3.75.3.7    Statistical analysisStatistical analysisStatistical analysisStatistical analysis    

Before the data were analyzed, extreme values were detected (values 

more extreme than two standard deviations from the mean) and replaced 

by missing values. After this, all missing values were replaced by the 

mean score on that item regardless of condition. The items for each 

dependent variable that proved to be reliable were pooled into one 

variable based on their means. The two items for naturalness were 

therefore not pooled.  

 A multivariate analysis of variance was then performed in 

relation to ability condition (high/ low), type weight (varied/ not varied) 

and type size (varied/ not varied) as between-subject factors. Attention 

devoted to content, readability, text appreciation, the two items for 

naturalness, attitude toward the ad, attitude toward the brand and 

purchase intentions were the dependent variables. When the multivariate 

analysis showed a significant main effect or interaction, the analysis was 

followed by univariate analyses of variance for each of the dependent 

variables. 

 

5.3.85.3.85.3.85.3.8    ResultsResultsResultsResults    

The multivariate analysis of variance showed no significant effects (type 

weight: F(8,113)=1.42; p=.20; ability* type weight: F(8,113)=1.63; 

p=.13; all other F’s<1). Therefore, the multivariate analysis was not 

followed by univariate analyses. For the sake of completeness means and 

standard deviations for all dependent variables are provided in Table 5.6. 
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Table Table Table Table 5555....6666: : : :     Means and standard deviations (between brackets) for attention, Means and standard deviations (between brackets) for attention, Means and standard deviations (between brackets) for attention, Means and standard deviations (between brackets) for attention, 
typographic and persuasion outcomes per layout and abilittypographic and persuasion outcomes per layout and abilittypographic and persuasion outcomes per layout and abilittypographic and persuasion outcomes per layout and ability condition y condition y condition y condition     

 ---- type weight type weight type weight type weight    + type weight+ type weight+ type weight+ type weight    

 ---- type size type size type size type size    + type size+ type size+ type size+ type size    ---- type size type size type size type size    + type size+ type size+ type size+ type size    

 Low-ability 

Attention content 4.02 (1.41) 4.20 (1.13) 3.36 (1.32) 3.86 (1.10) 

Readability 3.89 (0.84) 4.15 (0.84) 3.93 (0.81) 3.89 (0.77) 

Text appreciation 3.92 (0.97) 4.17 (1.22) 4.00 (1.10) 3.93 (1.17) 

Placement in magazine 4.50 (1.46) 4.13 (1.86) 3.56 (1.41) 3.38 (1.78) 

Encounter in magazine 4.44 (1.21) 4.19 (1.64) 4.38 (1.45) 5.13 (1.41) 

Attitude toward ad 4.27 (0.69) 4.02 (0.83) 4.29 (1.18) 3.68 (1.02) 

Attitude toward brand 4.12 (0.61) 4.27 (1.10) 4.47 (0.85) 4.19 (0.80) 

Purchase intentions 2.75 (1.42) 2.77 (1.18) 3.31 (1.27) 2.92 (1.24) 

 High-ability 

Attention content 4.27 (1.46) 4.12 (1.10) 3.84 (1.14) 4.05 (1.46) 

Readability 4.32 (0.98) 4.13 (0.86) 4.03 (0.87) 4.28 (0.95) 

Text appreciation 4.14 (1.08) 4.11 (0.86) 4.52 (1.35) 4.04 (1.11) 

Placement in magazine 4.44 (1.55) 4.41 (1.66) 4.32 (1.54) 4.53 (1.41) 

Encounter in magazine 4.81 (0.98) 5.06 (1.39) 4.42 (1.26) 4.80 (1.57) 

Attitude toward ad 4.36 (1.04) 4.16 (1.07) 4.32 (1.11) 4.18 (0.97) 

Attitude toward brand 4.73 (1.03) 4.39 (1.00) 4.13 (1.16) 4.52 (1.15) 

Purchase intentions 3.15 (1.38) 3.02 (1.43) 2.96 (1.05) 3.31 (1.24) 

Note:Note:Note:Note:    Scales ranged from 1 (minimum) to 7 (maximum)Scales ranged from 1 (minimum) to 7 (maximum)Scales ranged from 1 (minimum) to 7 (maximum)Scales ranged from 1 (minimum) to 7 (maximum)    

 

5.3.95.3.95.3.95.3.9    ConclusioConclusioConclusioConclusion and discussionn and discussionn and discussionn and discussion    

Whereas the third study showed promising results, these were not 

replicated in the fourth experiment. The most important difference 

between the third and the fourth study was the use of filler ads. It may be 

that the filler ads were such a strong distraction that readers in both 

conditions did not remember the target ad properly. Alternatively, the filler 

ads may have interfered with the target ad. In other words, the effects of 

typographic layout may depend on the layout of surrounding 

advertisements. The effects of typographic layout thus seem to be very 

susceptible to external factors.  

 

5.4 General conclusion and discussion 

In this chapter two studies were reported in which the effects of type size 

and type weight on typographic outcomes and persuasion outcomes 

under different levels of ability to process were tested in a 2 (type size: 

varied/ not varied) x 2 (type weight: varied/ not varied) x 2 (ability: high/ 
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low) complete between-subjects factorial design. In both studies the 

following research questions were addressed: 

 

RQ1RQ1RQ1RQ1aaaa:::: Do type weight and type size affect the readability of product 

advertisements? 

RQ1RQ1RQ1RQ1bbbb:  Do type weight and type size affect the text appreciation of 

product advertisements? 

RQ2RQ2RQ2RQ2: Do type weight and type size affect persuasion outcomes? 

 

 The studies showed inconsistent results. In the first study it was 

found that the absence or presence of both type size and type weight 

resulted in negative effects on readability, text appreciation and 

persuasion of toothpaste ads compared to only type size or only type 

weight being varied. These effects were not replicated for a digital camera 

ad that was used in the same study, however. Neither were they 

replicated in a second study in which a toothpaste ad was again used.  

 

The efThe efThe efThe effects of type size and type weight on typographic outcomes (RQ1afects of type size and type weight on typographic outcomes (RQ1afects of type size and type weight on typographic outcomes (RQ1afects of type size and type weight on typographic outcomes (RQ1a////    b)b)b)b)    

Study 3 showed that ad versions that contained only type weight or type 

size (sufficient cues) were found easier to read and the text was 

appreciated more than ad versions in which both type size and type 

weight were either omitted (few cues) or added (many cues). It was 

assumed that readability increased because type size and type weight 

indicated the relevance of text parts, helping the reader processing the 

text. When these cues are absent, readers themselves have to determine 

what is important and what not, decreasing the readability. In the case of 

variation of both type size and type weight, too many signals may have 

been present, confusing the reader and thus decreasing readability. The 

effects on text appreciation were explained by means of visual complexity. 

The more cues are present, the higher the visual complexity. In Chapter 3 

it was explained that visual complexity is likely to have an inverted 

U-shaped relationship with text appreciation. This explains why when both 

type size and type weight were varied, text appreciation decreased again. 

 Although these results seem promising, they were not found for 

a digital camera ad used in the same study to which the same 

manipulations were applied, nor were they found in the second study 

described in this chapter in which the same toothpaste ad was used. One 

should thus be careful in generalizing the results. The effects of 

typographic layout seem very subtle, and may interact with the product 

advertised, characteristics of the text to which it is applied, or situational 

factors, such as surrounding advertisements.  
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The effects of type size and type The effects of type size and type The effects of type size and type The effects of type size and type weight on persuasion outcomes (weight on persuasion outcomes (weight on persuasion outcomes (weight on persuasion outcomes (RQ2)RQ2)RQ2)RQ2)    

Study 3 showed that the variation of either type size or type weight 

increased attitude toward the ad and brand. When both were varied or 

unvaried, attitude toward the ad and brand decreased. It was explained 

that several mechanisms may account for these findings: it may be that 

the presence of either type size or type weight may have activated a 

simple rule of thumb such as “the advertiser has something important to 

say”; that it stimulated participants to selectively pay attention to the 

marked text parts, or that the positive feelings evoked by the increased 

readability/ text appreciation affected persuasion outcomes through 

experiential processing. The indirect effect through post-exposure MOA 

seemed unlikely, because no effects on attention devoted to the ad were 

found. In contrast to what was expected, no interactions were found in 

relation to ability to process. This may mean that the manipulation did not 

work, for instance, because the incentive to remember the brand names 

throughout the study was not strong enough, or that layout simply does 

not interact with elaboration: in Study 2 no interactions with motivation 

were found either.  

 Although the results of Study 3 seem promising, the effects on 

persuasion outcomes were not replicated in the same study for a digital 

camera ad and were not replicated in Study 4. The impact of typographic 

cues on persuasion outcomes seems to be only small, and seem to 

depend on situational factors such as the product advertised and the 

presence or absence of surrounding ads.  

 

Suggestions for future researchSuggestions for future researchSuggestions for future researchSuggestions for future research    

In Study 3 and 4 the manipulations of ability were checked by including 

an attention measure. However, this measure was based on self-reports 

and is thus subjective to socially desirable answers. In future work, 

therefore, a more conclusive manipulation check on a motivation/ ability 

manipulation should be added. This could be done, for instance, by 

means of a thought-listing task: participants in the low-elaboration 

conditions are expected to think less about the ad than participants in the 

high-elaboration condition. Furthermore, it may be wise to use a stronger 

incentive to force readers to actually carry out the secondary task. In this 

case, for instance, one could promise the participant remembering most 

brand names a gift.  

 Furthermore, the results of the third study show that the 

number of typographic cues may indeed (under some circumstances) 

have an inverted U-shaped relationship with typographic and persuasion 

outcomes. In future research the number of typographic cues may be 
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manipulated in a different way, for instance by combining different 

typographic cues. By doing this, the layout manipulation becomes 

stronger and makes it easier to detect the effects of typographic layout 

and gain insight into the underlying mechanisms through which layout 

affects the persuasion process. 

 Again, the use of only one or two ads was problematic. One 

study did result in expected outcomes, whereas the other did not. In 

future research, one may therefore use a within-subjects design in which 

more texts can be used. This also increases the power of the statistical 

tests, making it easier to detect the subtle effects of typographic layout. 

Furthermore, as the effects of typographic layout seem only subtle, 

stronger layout manipulations may have to be used to determine the 

mechanisms through which layout affects persuasion outcomes. This can 

be done by varying the number of typographic cues, instead of varying 

only one or two typographic devices. This was indeed done in Study 5. 

 Last but not least, situational factors such as the product 

advertised or the presence or absence of surrounding ads seem to affect 

the effects of typographic layout on the persuasion process. More 

research is needed to determine exactly which factors interact with 

typographic layout. 
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6 Number of typographic cues and the 
processing of product advertisements    
(Study 5) 
 

6.1 Aim of this study  

Because the previous studies showed inconsistent results, it was 

suggested that the effects of typographic devices are highly interactive: 

factors such as the product advertised for, surrounding advertisements, 

text characteristics and other typographic devices present in the ad may 

affect the effects of typographic devices on the persuasion process. 

Furthermore, the previous studies had some limitations: all studies tested 

only one or two ads which limits the generalisability of the results, and the 

layout manipulations in the studies may not have been strong enough. 

Therefore, in this study, the focus is on the number of typographic cues. 

Ads with few, sufficient and many typographic cues were compared to 

each other, under different levels of motivation to process. The 

manipulation of motivation to process was directed more at the content 

of the ad compared to Study 2. In addition, this time, not one ad, but nine 

ads were used - three ads for three different products. The ads were 

shown in a within-subjects design under high or low-motivation 

conditions. Dependent variables were attention, typographic outcomes 

and persuasion outcomes. The aim of this study was to investigate 

whether and how the number of typographic cues affect typographic and 

persuasion outcomes under different levels of initial motivation. The 

following research questions were addressed in this study: 

 

RQ1RQ1RQ1RQ1aaaa (study5): Does the number of typographic cues affect the 

 readability of product advertisements (up to a certain 

 point)? 

RQ1RQ1RQ1RQ1bbbb (study5): Does the number of typographic cues affect the text 

 appreciation of product advertisements (up to a certain 

 point)? 

RQ2RQ2RQ2RQ2 (study5): Does the number of typographic cues affect persuasion 

 outcomes (up to a certain point)? 
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The effects of The effects of The effects of The effects of numbernumbernumbernumber of typographic cues on typographic outcomes  of typographic cues on typographic outcomes  of typographic cues on typographic outcomes  of typographic cues on typographic outcomes 

(RQ1a(RQ1a(RQ1a(RQ1a////    b)b)b)b)    

As was suggested in Chapter 3, the number of typographic signals may 

exert an inverted U-shaped effect on typographic outcomes: the more 

typographic signals are present, the higher these outcomes, but up to a 

certain point.  

 For readability, this can be explained as follows: when too few 

typographic cues are present, readers have to determine themselves 

which text parts are relevant and which text parts belong together or not. 

This makes the ad more difficult to process. When too many signals are 

present, readers also have to put more effort in processing, as it might be 

unclear which text parts are most relevant. This may confuse the reader.  

 For text appreciation, it was hypothesized that visual complexity 

exerts an inverted U-shaped relationship with text appreciation, similar to 

readability. The more typographic cues are used, the higher the visual 

complexity of the ad, as visual complexity increases when more dissimilar 

elements are present in the ad. When few cues are present, visual 

complexity is low and text appreciation is low. When an optimum of cues 

is present, visual complexity is mediate and text appreciation is high. 

When too many cues are present, visual complexity is high and text 

appreciation decreases again. It must be noted that it is unclear what 

exactly the optimum of cues is.  

 

The effects of The effects of The effects of The effects of numbernumbernumbernumber of typographic cues on persuasion outcomes (RQ2) of typographic cues on persuasion outcomes (RQ2) of typographic cues on persuasion outcomes (RQ2) of typographic cues on persuasion outcomes (RQ2)    

The inverted U-shaped relationships between number of typographic cues 

and readability and text appreciation (described above) may under some 

circumstances have an effect on persuasion outcomes.  

 Firstly, it was suggested that the feelings evoked by readability 

and text appreciation may affect persuasion outcomes under experiential 

processing conditions. Therefore, if the number of typographic devices 

does indeed affect readability and text appreciation through an inverted 

U-shaped relationship, this is likely to be reflected in persuasion 

outcomes. As experiential processing may occur under both high and 

low-elaboration conditions, this pattern may arise under both elaboration 

conditions. Secondly, if readers selectively process information in an ad 

under low-elaboration conditions, persuasion outcomes are also likely to 

be optimal when not too many and not too few cues are present. Readers, 

then, are not guided optimally in what information to attend to. Thirdly, 

when typographic layout operates as a peripheral cue under 

low-elaboration conditions, the inverted U-shaped relationship is not likely 

to occur, as text characteristics act as peripheral cues or not.  
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 Finally, it was also suggested that typographic cues may affect 

persuasion outcomes indirectly by affecting post-exposure MOA levels. If 

this is the case, the inverted U-shaped relation may also show up. In the 

case of low elaboration, an optimal number of typographic signals may 

increase the motivation/ ability of the reader and, in turn, persuasion 

outcomes. In the case of high elaboration, readers may find ads in which 

too few or too many cues are present harder to process, which in turn 

may decrease ability/ motivation and consequently persuasion outcomes. 

A decrease in motivation/ ability under high-elaboration conditions seems 

more unlikely than an increase under low-elaboration conditions, 

however. Under high elaboration-conditions, participants are predicted to 

be determined to process the ad, even if it is hard to understand. It is 

therefore an empirical question whether the presence of too many or too 

few cues can make an ad so hard to process that motivation/ ability is 

affected under high-elaboration conditions as well. 

 

6.2 Material 

Three personal care products were used for the advertisements in the 

experiment: moisturizing cream, showering gel and shampoo. All these 

three products fulfill an instrumental function: they help to avoid or solve 

a problem. Furthermore, they all approximately cost the same and can be 

classified as low-involvement products. Low-involvement products were 

chosen, as high-involvement products may affect the motivation 

manipulation. All these products are often used by women and are 

advertised regularly. Non–existing brand names were used so that 

existing attitudes could not influence the results. All brand names 

reflected one of the characteristics of the product. A total of nine 

advertisements were created. For each of three products (shampoo, 

moisturizing cream and showering gel) three advertisements were 

created.  

 The texts used in these nine ads all contained a header, 

subheader, body text, payoff and contact details. Because effects of 

typographic layout are likely to interact with text characteristics, these 

elements all had approximately the same structure. All ads contained a 

picture of a woman, a picture of the product and the logo of the 

advertised brand. Furthermore, a pretest was conducted to make sure 

that the ads did not differ too much in terms of readability and text 

appreciation. In the pretest 18 texts (in a plain layout) were tested on 

readability and text appreciation. Nine texts that differed least on 

readability and text appreciation were chosen for use in the experiment. 
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Figure 6.1 shows an example of one of the moisturizing cream ads used 

in the experiment. The elements in the ad that are mentioned here are 

identified in the example.  

 

 

Figure Figure Figure Figure 6666....1111::::Example of Example of Example of Example of a a a a moisturizing cream ad in which all ad elements are moisturizing cream ad in which all ad elements are moisturizing cream ad in which all ad elements are moisturizing cream ad in which all ad elements are 
identifidentifidentifidentifiediediedied4444    

 

 All ads contained a header. All headers started with an 

imperative sentence, followed by a common goal that could be reached 

by using the product. For instance, for one of the shampoo ads, the 

following was stated: “Give your hair visibly more volume”. In each ad, the 

body part for which the product should be used was mentioned: in the 

shampoo ads, the headers contained the word hair, in the showering gel 

ads, the headers contained the word skin and in the moisturizing cream 

ads the header contained the word face. This made it possible for the 

participants to see directly what the ad was about. All headers were 

followed by a subheader. All subheaders started with the name of the 

brand, followed by a specification of the common claim mentioned in the 

header. All body texts started with a specific problem, which could be 

solved by using the product advertise. The problem therefore was linked 

to the goal that was described in the header. Then, several arguments 

were given in which either characteristics of the product or the conditions 

                                                           
4 Due to copyright restrictions the picture has been excluded from the sample advertisement. Original 
versions can be requested from the author. 
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under which the product works were mentioned. All ads ended with a 

payoff which contained the most important characteristic of the product 

and the brand name. The contact details contained a URL (and 

sometimes a phone number), where readers could find more information 

about the product.  

 

6.3 Independent variables 

    

6.3.16.3.16.3.16.3.1    NumberNumberNumberNumber of typographic signals of typographic signals of typographic signals of typographic signals    

Three layout conditions were created for each of the nine texts: (1) one 

with a small number of typographic signals (the few condition); (2) one 

with a moderate number of typographic signals (the sufficient condition); 

and (3) one with a large number of typographic signals (the many 

condition). As a consequence, 27 versions were used in total: three 

versions for each ad. The choice and number of typographic signals 

manipulated in the experiment were based on the experimental studies 

described in the previous studies. It must be noted that the labels ‘few’, 

‘sufficient’ and ‘many’ are used to indicate the increasing number of cues 

in the three versions. This does not mean per se that the sufficient 

condition contains the optimal number of cues.  

 The typographic signals that were used were similar to Study 1: 

type size, type weight, bullets and white space (see Chapter 4). This time, 

however, the devices were combined differently to make greater 

distinctions between the versions. Whereas in Study 1 in each 

subsequent version one of the devices was added, this time the devices 

were all virtually absent or all present. Furthermore, compared to the first 

study, differences in type size and type weight between the versions were 

made stronger.  

 In the condition with few cues, only the header was put in a 

heavy type face. In the body text a minimum of typographic signals were 

present. The payoff and contact details were merged with the body text 

and only began at a new line. Readers had to determine themselves 

which text parts (besides the heading) were most important and which 

elements belonged together or not. The condition with few cues may thus 

be compared to the conditions in the previous studies in which 

typographic devices were omitted. 

 In the condition with sufficient cues, the heading was put in a 

heavy type face and had a large type size. Furthermore, the elements in 

the ad were separated by means of white space. The contact details had 

a smaller type size than the body text and were bold faced. The payoff 
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had a larger type size than the body text and was put in a heavy type face. 

The arguments in the body text were marked with bullets. As a 

consequence, relevant text parts were made to stand out by means of 

contrast, and relations among text parts were signaled by means of white 

space. The condition with sufficient cues may thus be compared to the 

conditions in the previous studies in which typographic devices were 

added. 

 The version with many cues contained the same typographic 

devices as the version with sufficient signals, but the differences in type 

size were made more prominent and, in addition, important words in the 

body were bold faced. Compared to the previous studies, this condition 

contained more typographic devices than the versions in which 

typographic devices were added. Therefore, it is called the many 

condition. However, as it is unclear what exactly the optimum of 

typographic signals is, it is unclear whether this condition contains too 

many signals.  

 

6.3.26.3.26.3.26.3.2    Motivation to processMotivation to processMotivation to processMotivation to process    

Motivation to process is often manipulated by increasing the self 

relevance of the ads for one group of participants. This was done in this 

experiment as well, by promising the participants that they could win a gift 

voucher if they were able to answer questions about the ads correctly. It 

was believed that the gift voucher would stimulate participants to 

intensively process the content of ads.  

 The high-motivation participants were told before examining the 

ads that they took part in a quiz in which questions would be asked about 

the content of the ads. Participants were promised that the person who 

answered the most questions correctly could win a gift voucher worth 

€50.00, which could be spent in a drugstore. They were also told that the 

ads were about products that would be sold in the local area soon and 

that the ads shown would soon be placed in a magazine. They were 

instructed to look at the ads as if they were planning to buy shampoo, 

moisturizing cream and showering gel in the near future. 

 The low-motivation participants were instructed to look at the 

ads as they would normally do. They were not informed about the quiz 

question. In addition, they were not told that the products would be 

launched in the local area, neither were they told that the ads would be 

placed in a magazine soon. 

 The quiz question was asked at the end of the survey, to both 

groups of participants. The question involved writing down as many brand 

names as participants could remember having seen in the ads. The 
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number of brand names mentioned was used as a manipulation check: it 

was expected that the participants in the high-motivation condition would 

remember more brand names than participants in the low-motivation 

condition. Table 6.1 shows the instructions given to the participants. 

 

Table Table Table Table 6666....1111::::    Instructions provided to participInstructions provided to participInstructions provided to participInstructions provided to participants in the high and lowants in the high and lowants in the high and lowants in the high and low----motivation motivation motivation motivation 
condition (translated from Dutch)condition (translated from Dutch)condition (translated from Dutch)condition (translated from Dutch)    

HighHighHighHigh----motivationmotivationmotivationmotivation    LowLowLowLow----motivationmotivationmotivationmotivation    

Three trial versions of ads for three 
products will be shown (showering gel, 
moisturizing cream and shampoo). (…) 
The ads shown will appear in a magazine 
soon. The products advertised will be 
introduced in the market in the near 
future. Look at the ads as if you are 
planning to buy showering gel, shampoo 
and moisturizing cream in the near 
future.        
 
Watch out!Watch out!Watch out!Watch out!    
At the end of the survey you can take part 
in a quiz. Questions will be asked about 
the content of the ads shown. 
Participants answering the most 
questions right can win a gift voucher 
worth 50 euros, which can be spent in a 
well-known drugstore. 

Three trial versions of ads for three 
products will be shown (showering gel, 
moisturizing cream and shampoo). (…) 
Look at the ads as if you are leafing 
through a magazine. 
 
 

 

6.4 Measures 

The original items were in Dutch. In the Appendix the original scales used in 

the study are provided. 

 

6.4.16.4.16.4.16.4.1    Manipulation chManipulation chManipulation chManipulation checkeckeckeck    

The number of brand names remembered was used as a check on the 

motivation manipulation. At the end of the survey participants in both 

conditions were asked by means of a quiz question to write down as many 

brand names as they could remember having seen in the ads. It was 

expected that participants in the high-motivation condition would 

remember more brand names than participants in the low-motivation 

condition, because they were stimulated to process the content of the ad 

intensively. 
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6.4.26.4.26.4.26.4.2    AttentionAttentionAttentionAttention    

Attention devoted to the ad was assessed on two levels: attention devoted 

to the content of the ad and attention devoted to the appearance of the ad. 

Both were assessed with one seven-point Likert-scale (“How much 

attention did you devote to the content/ appearance of the ad?” 

respectively). 

 

6.4.36.4.36.4.36.4.3    Typographic outcomesTypographic outcomesTypographic outcomesTypographic outcomes    

Typographic outcomes were assessed on three levels: readability, text 

appreciation and helpfulness of cues. Readability was assessed with four 

seven-point Likert-scales (e.g. “The sentences in the ad are well 

connected”). The scale was reliable (Cronbach’s alpha: .78-.82)5. To assess 

text appreciation, four seven-point Likert-scales were used, such as “The ad 

is vivid”. The reliability of the scale was sufficient (Cronbach’s alpha: 

.73-.78). To check whether participants were sensitive to the number of 

typographic signals provided in the ad, they were asked to indicate on a 

scale ranging from 1 (strongly disagree) to 7 (strongly agree) whether they 

agreed with the following statement: “The design of the advertisements 

guides me to the most important points of the advertisement”.  

 

6.4.46.4.46.4.46.4.4    Persuasion outcomesPersuasion outcomesPersuasion outcomesPersuasion outcomes    

Persuasion was assessed on three dimensions: attitude toward the ad, 

attitude toward the brand and purchase intentions. Participants were asked 

to express their attitude toward the ad on three seven-point semantic 

differentials starting with “I think this advertisement is …” followed by, for 

instance, “pleasant/ unpleasant”. The reliability of the scale was good 

(Cronbach’s alpha: .83-.88).    Attitude toward the brand was assessed with 

four seven-point semantic differentials. All items started with “X seems to 

me …” followed by for example “useful/ useless”. The reliability of the scale 

was good    (Cronbach’s alpha: .83-.89). To assess purchase intentions 

participants were asked to indicate on seven-point Likert-scales whether 

they wanted to try the product, whether they would buy the product if they 

saw it in a shop and whether they would actively seek for the product. The 

scale was reliable (Cronbach’s alpha: .84-.88). As all scales were reliable, 

new scales were computed for each variable based on the mean of the 

underlying items.  

 

                                                           
5 Cronbach’s alphas were calculated for each of the three products separately. Therefore a range of 
alpha’s is presented.  
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6.5 Participants and procedure 

Because the effectiveness of typographic signals is likely to interact with 

reader characteristics such as reading experience and cultural background, 

a fairly homogeneous set of participants was used: a total of one hundred 

and forty-four female students took part in the study. Male students were 

excluded from the study because the products used in the advertisements 

aimed at female users. One participant was deleted from the sample 

because she did not follow the instructions. The final sample consisted of 

one hundred and forty-three women with a minimum age of 17 and a 

maximum age of 52. The mean age was 23.6 (SD=6.4). All participants 

were university students. Participants were paid €4,50 for their 

participation. They took part in groups, varying in group size from one to ten 

persons. Each group of participants was randomly assigned to one of the 

motivation conditions. They were surveyed in a quiet room, under strict 

supervision of the experimenter.  

 Participants first heard instructions in which motivation to 

process was manipulated. They then received a booklet in which one layout 

version of each of the nine ads was included. The booklet further contained 

instructions on how to fill out the survey and answer the questions about 

each ad. After receiving the booklet, participants read the instructions in 

which motivation to process was manipulated. After this, the first ad was 

shown. After each ad, questions were asked to assess typographic 

outcomes, persuasion outcomes and attention. The booklet ended with the 

quiz question.  

 

6.6 Design 

The study adopted a 3 (layout: few/ sufficient/ many signals) x 3 (product 

type: shampoo/ moisturizing cream/ showering gel) x 2 (motivation: high/ 

low) mixed factorial design. Number of signals and product type were 

within-subjects variables; motivation to process was a between-subjects 

variable.  

 The three layout versions of the three ads for each of the three 

products were shown to the participants in a Latin Square Design. The 27 

versions were distributed over three booklets in such a manner that each 

booklet contained nine ads: one layout version of each ad. On the basis of 

this triplet of booklets a second triplet of booklets was created which 

differed from the first one only with respect to the order of the ads. 

Participants saw three different advertisements for each product, all three 

in a different layout version. Put differently, each booklet contained a 
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different text for each layout version of each product. As a consequence, in 

the analyses differences between texts for each product were ignored. 

 

6.7 Statistical analysis 

Before the data were analyzed, extreme values were detected (values more 

extreme than two standard deviations from the mean) and replaced by 

missing values. After this, all missing values were replaced by the mean 

score on that item. As all scales proved to be reliable, the items for each 

dependent variable were pooled into one variable based on their means. 

 To test the hypotheses, a multivariate analysis of variance for 

repeated measures was performed. In the analysis, layout (L: few, sufficient 

and many signals) and product type (P: showering gel, moisturizing cream 

and shampoo) functioned as within-subject factors and motivation to 

process (M: high, low) as a between-subjects factor. Dependent variables 

were attention devoted to the content, attention devoted to the 

appearance, readability, text appreciation, helpfulness cues, attitude 

toward the ad, attitude toward the brand, and purchase intentions. Only an 

analysis was performed with participants as a random factor and layout 

and product type as repeated measures. There were too few texts in the 

design to carry out an analysis with text as a random factor. Differences 

between texts were ignored. 

 

6.8 Results 

The multivariate analysis showed a main effect of layout (F(16,126)=3.83; 

p<.001; η²=.33), motivation (F(8,134)=2.03; p<.05; η²=.11) and of product 

type (F(16,126)=10.70; p<.001; η²=.58). No interactions were found 

(product* layout: F(32,110)=1.48; p=.07; η²=.30; product* motivation: 

F(16,126)=1.33; p=.19; all other F’s<1). The results that were significant in 

the multivariate analysis were followed up by means of univariate analyses. 

Therefore, only the results of the univariate analyses for layout, product 

type and motivation condition will be reported. To detect the exact 

differences between groups, post-hoc test were performed by using 

pairwise comparisons by means of the Bonferroni-procedure.     

 

6.8.1 6.8.1 6.8.1 6.8.1     Manipulation checkManipulation checkManipulation checkManipulation check    

It was expected that participants in the high-motivation condition would pay 

more attention to the content of the ads and would therefore remember 

more brand names correctly than participants in the low-motivation 
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condition. An univariate analysis of variance with motivation condition as 

between-subjects factor and number of brand names remembered 

correctly showed that participants in the high-motivation condition did 

indeed remember significantly more brand names correctly than 

participants in the low-motivation condition (high motivation: M=2.19; 

SD=1.96; low motivation: M=1.49; SD=1.31; F(1,141)=6.34; p<.05; 

η²=.04). 

 

6.8.26.8.26.8.26.8.2    AttentionAttentionAttentionAttention    

Layout did not affect the amount of attention participants devoted to the 

content of the ads (F(2,282)=1.51; p=.22). Product type also did not affect 

the amount of attention participants devoted to the content 

(F(2,282)=2.52; p=.08). The motivation manipulation was found to affect 

attention devoted to the content (F(1,141)=13.22; p<.001; η²=.09). 

Participants in the high-motivation condition (M=5.03; SD=1.36) paid 

significantly more attention to the ads than participants in the 

low-motivation condition (M=4.45; SD=1.35). 

 Layout significantly influenced attention devoted to the 

appearance of the ads (F(2,282)=6.69; p<.01; η²=.05). Pairwise 

comparisons showed that participants paid less attention to the 

appearance of the versions with few cues (M=4.86; SD=1.10) than to the 

appearance of the versions with both sufficient (M=5.12; SD=0.96) and 

many cues (M=5.09; SD=0.97). Participants also differed in the attention 

they devoted to the appearance of the ads for the three products 

(F(2,282)=26.14; p<.001; η²=.16). Pairwise comparisons showed that for 

all three products participants paid a different amount of attention to the 

appearance: participants paid most attention to the appearance of the 

shampoo ads (M=5.30; SD=0.91), followed by the showering gel (M=4.99; 

SD=1.00) and paid least attention to the moisturizing cream ads (M=4.78; 

SD=1.03). No effect of motivation was found (F<1). See Table 6.2 for 

means and standard deviations for all combinations of independent 

variables.  

 

6.8.36.8.36.8.36.8.3    Typographic outcomesTypographic outcomesTypographic outcomesTypographic outcomes    

A main effect was found for layout (F(2,282)=21.82; p<.001; η²=.13) on 

readability. Pairwise comparisons showed that versions with few cues were 

found less readable (M=4.42; SD=0.87) than versions with both sufficient 

(M=4.83; SD=0.78) and many cues (M=4.92; SD=0.71). A main effect was 

found for product (F(2,282)=19.64; p<.001; η²=.12). Pairwise comparisons 

showed that the ads for shampoo were found more readable (M=4.95; 

SD=0.67) than the ads for both showering gel (M=4.59; SD=0.71) and 
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moisturizing cream (M=4.63; SD=0.75). No effect of motivation was found 

(F<1).  

 Layout was also found to significantly affect text appreciation 

(F(2,282)=12.07; p<.001; η²=.08). Pairwise comparisons showed that 

versions with few cues were less appreciated (M=3.29; SD=0.84) than both 

versions with sufficient (M=3.56; SD=0.73) and many cues (M=3.66; 

SD=0.75). Also a main effect of product was found (F(2,282)=49.39; 

p<.001; η²=.26). Pairwise comparisons showed that appreciation differed 

for all three products: the ads for moisturizing cream were appreciated 

least (M=3.19; SD=0.71), followed by the ads for showering gel (M=3.60; 

SD=0.67). The ads for shampoo were appreciated most (M=3.72; 

SD=0.65). No effects were found for motivation (F(1,141)=1.68; p=.20).  

 The helpfulness of the cues was not affected by layout 

(F(2,282)=1.15; p=.32). Product type was found to significantly affect the 

helpfulness of cues (F(2,282)=8.89; p<.001; η²=.06). Pairwise 

comparisons showed that cues in the ads for showering gel (M=4.18; 

SD=1.12) were found less helpful than cues in the ads for both moisturizing 

cream (M=4.61; SD=1.09) and shampoo (M=4.53; SD=1.15). No effect 

was found for motivation (F(1,141)=1.21; p=.27). See Table 6.3 for means 

and standard deviations.  

 

6.8.46.8.46.8.46.8.4    Persuasion outcomesPersuasion outcomesPersuasion outcomesPersuasion outcomes    

A main effect of layout on attitude toward the ad was found 

(F(2,282)=11.38; p<.001; η²=.08). Pairwise comparisons showed that 

attitude toward the ad was lower for the versions with few cues (M=4.15; 

SD=0.88) than for both the versions with sufficient (M=4.52; SD=0.79) and 

many cues (M=4.50; SD=0.85). Also a main effect of product was found 

(F(2,282)=28.52; p<.001; η²=.17). Pairwise comparisons showed that 

attitude toward the ad differed for all products. Attitude toward the ad was 

lowest for the moisturizing cream ads (M=4.14; SD=0.81), followed by the 

showering gel ads (M=4.34; SD=0.75), and was highest for the shampoo 

ads (M=4.70; SD=0.78). No effect of motivation condition was found (F<1). 

 A main effect of layout on attitude toward the brand was found 

(F(2,282)=4.10; p<.05; η²=.03). Pairwise comparisons showed that 

attitude toward the brand was lower for the versions with few cues 

(M=4.70; SD=0.72) than for the versions with many cues (M=4.86; 

SD=0.72). The version with sufficient cues (M=4.86; SD=0.74) did not 

differ from the other two versions. No effect of product was found 

(F(2,282)=2.71; p=.07). In addition, no effects of motivation were found 

(F<1).  
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Table Table Table Table 6666....2222::::    Means and standard deviations (Means and standard deviations (Means and standard deviations (Means and standard deviations (betweenbetweenbetweenbetween brackets) for atten brackets) for atten brackets) for atten brackets) for attention tion tion tion 
devoted to devoted to devoted to devoted to the the the the adadadad per layout  per layout  per layout  per layout and motivation conditionand motivation conditionand motivation conditionand motivation condition    

 Few signalsFew signalsFew signalsFew signals    Sufficient signalsSufficient signalsSufficient signalsSufficient signals    Many signalsMany signalsMany signalsMany signals    

  Low-motivation  

Attention devoted to content    

Showering gel 4.21 (2.12) 4.52 (2.01) 4.55 (1.96) 

Moisturizing cream 4.30 (2.19) 4.41 (2.10) 4.28 (2.01) 

Shampoo 4.51 (1.91) 4.59 (1.75) 4.65 (1.97) 

Attention devoted to appearance 

Showering gel 4.83 (2.03) 5.00 (1.80) 5.00 (1.81) 

Moisturizing cream 4.70 (2.12) 4.99 (1.90) 4.94 (1.93) 

Shampoo 5.14 (1.95) 5.54 (1.58) 5.34 (1.76) 

  High-motivation  

Attention devoted to content 

Showering gel 5.03 (2.11) 4.85 (2.00) 4.94 (1.95) 

Moisturizing cream 4.90 (2.17) 5.10 (2.08) 5.17 (1.99) 

Shampoo 5.00 (1.90) 5.22 (1.73) 5.07 (1.95) 

Attention devoted to appearance 

Showering gel 4.96 (2.02) 5.03 (1.78) 5.10 (1.79) 

Moisturizing cream 4.43 (2.10) 4.83 (1.89) 4.81 (1.92) 

Shampoo 5.07 (1.94) 5.33 (1.56) 5.35 (1.74) 

Note:Note:Note:Note:    Scales Scales Scales Scales rangedrangedrangedranged from 1 (minimum) to 7 (maximum) from 1 (minimum) to 7 (maximum) from 1 (minimum) to 7 (maximum) from 1 (minimum) to 7 (maximum)    
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Table Table Table Table 6666....3333: : : :     Means and standard deviatMeans and standard deviatMeans and standard deviatMeans and standard deviations (ions (ions (ions (betweenbetweenbetweenbetween brackets)  brackets)  brackets)  brackets) typographic typographic typographic typographic 
outcomesoutcomesoutcomesoutcomes per layout  per layout  per layout  per layout and motivation conditionand motivation conditionand motivation conditionand motivation condition    

 Few signalsFew signalsFew signalsFew signals    Sufficient signalsSufficient signalsSufficient signalsSufficient signals    Many signalsMany signalsMany signalsMany signals    

  Low-motivation  

Readability    

Showering gel 4.05 (1.88) 4.78 (1.49) 4.96 (1.63) 

Moisturizing cream 4.43 (1.69) 4.59 (1.67) 4.92 (1.40) 

Shampoo 4.64 (1.76) 5.04 (1.31) 4.98 (1.31) 

Text appreciation    

Showering gel 3.25 (1.61) 3.63 (1.51) 3.62 (1.54) 

Moisturizing cream 2.97 (1.48) 3.22 (1.52) 3.31 (1.61) 

Shampoo 3.52 (1.62) 3.66 (1.44) 3.83 (1.41) 

Helpfulness cues    

Showering gel 3.97 (2.35) 4.07 (2.40) 4.34 (2.42) 

Moisturizing cream 4.42 (2.32) 4.37 (2.25) 4.56 (2.19) 

Shampoo 4.34 (2.61) 4.62 (2.37) 4.61 (2.35) 

  High-motivation  

Readability    

Showering gel 4.35 (1.87) 4.65 (1.48) 4.73 (1.62) 

Moisturizing cream 4.33 (1.68) 4.70 (1.66) 4.80 (1.39) 

Shampoo 4.72 (1.75) 5.24 (1.30) 5.10 (1.30) 

Text appreciation    

Showering gel 3.41 (1.60) 3.78 (1.50) 3.89 (1.53) 

Moisturizing cream 3.06 (1.47) 3.26 (1.51) 3.33 (1.60) 

Shampoo 3.53 (1.61) 3.82 (1.43) 3.99 (1.40) 

Helpfulness cues    

Showering gel 4.13 (2.33) 4.49 (2.39) 4.07 (2.40) 

Moisturizing cream 4.78 (2.31) 4.69 (2.24) 4.86 (2.18) 

Shampoo 4.46 (2.59) 4.81 (2.36) 4.37 (2.34) 

Note:Note:Note:Note:    Scales Scales Scales Scales rangedrangedrangedranged from 1 (minimum) to 7 (maximum) from 1 (minimum) to 7 (maximum) from 1 (minimum) to 7 (maximum) from 1 (minimum) to 7 (maximum)    
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Table Table Table Table 6666....4444: : : :     Means and standard deviations (between brackets) for Means and standard deviations (between brackets) for Means and standard deviations (between brackets) for Means and standard deviations (between brackets) for persuasion persuasion persuasion persuasion 
outcomesoutcomesoutcomesoutcomes    perperperper layout and motivation condition layout and motivation condition layout and motivation condition layout and motivation condition    

 Few signalsFew signalsFew signalsFew signals    Sufficient signalsSufficient signalsSufficient signalsSufficient signals    Many signalsMany signalsMany signalsMany signals    

  Low-motivation  

Attitude toward the ad    

Showering gel 3.97 (1.84) 4.44 (1.64) 4.49 (1.64) 

Moisturizing cream 4.03 (1.67) 4.13 (1.75) 4.27 (1.60) 

Shampoo 4.44 (1.88) 4.84 (1.70) 4.74 (1.83) 

Attitude toward the brand    

Showering gel 4.52 (1.45) 4.78 (1.54) 4.76 (1.45) 

Moisturizing cream 4.79 (1.39) 4.73 (1.40) 4.86 (1.22) 

Shampoo 4.70 (1.60) 4.95 (1.63) 4.99 (1.65) 

Purchase intentions    

Showering gel 2.69 (1.75) 3.07 (1.93) 3.06 (2.05) 

Moisturizing cream 2.69 (1.68) 2.75 (2.00) 2.87 (1.88) 

Shampoo 3.07 (2.09) 3.62 (2.30) 3.48 (2.12) 

  High-motivation  

Attitude toward the ad    

Showering gel 4.02 (1.83) 4.55 (1.63) 4.56 (1.63) 

Moisturizing cream 4.05 (1.66) 4.15 (1.73) 4.22 (1.59) 

Shampoo 4.40 (1.87) 5.01 (1.69) 4.75 (1.81) 

Attitude toward the brand    

Showering gel 4.70 (1.44) 4.72 (1.53) 4.97 (1.44) 

Moisturizing cream 4.74 (1.38) 4.84 (1.39) 4.76 (1.22) 

Shampoo 4.76 (1.58) 5.13 (1.62) 4.82 (1.64) 

Purchase intentions    

Showering gel 3.10 (1.74) 3.15 (1.91) 3.28 (2.04) 

Moisturizing cream 2.75 (1.67) 3.11 (1.99) 3.06 (1.87) 

Shampoo 2.99 (2.07) 3.82 (2.28) 3.32 (2.10) 

Note:Note:Note:Note:    Scales ranged from 1 (minimum) to 7 (maximum)Scales ranged from 1 (minimum) to 7 (maximum)Scales ranged from 1 (minimum) to 7 (maximum)Scales ranged from 1 (minimum) to 7 (maximum)    
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 A main effect of layout on purchase intentions was found 

(F(2,282)=12.44; p<.001; η²=.08). Pairwise comparisons showed that 

purchase intentions were lower for the versions with few cues (M=2.88; 

SD=0.94) than for both the versions with sufficient (M=3.25; SD=1.05) and 

many cues (M=3.18; SD=0.99). Also a main effect of product was found 

(F(2,282)=16.51; p<.001; η²=.11). Pairwise comparisons showed that 

purchase intentions were significantly higher for the shampoo ads 

(M=3.38; SD=1.11) than for both the showering gel (M=3.06; SD=1.00) 

and moisturizing cream ads (M=2.87; SD=1.00). No effect was found for 

motivation (F(1,141)=1.01; p=.32). See Table 6.4 for means and standard 

deviations for all combinations of independent variables.  

 

6.9 Conclusion and discussion 

In this chapter a study was reported in which the effects of the number of 

typographic cues (few, sufficient and many) on typographic and persuasion 

outcomes under different levels of motivation were tested. Three ads for 

three products (moisturizing cream, showering gel and shampoo) were 

tested in a within-subjects design. The following research questions were 

addressed: 

 

RQ1RQ1RQ1RQ1aaaa (study5): Does the number of typographic cues affect the 

 readability of product advertisements (up to a certain 

 point)? 

RQ1RQ1RQ1RQ1bbbb (study5): Does the number of typographic cues affect the text 

 appreciation of product advertisements (up to a certain 

 point)? 

RQ2RQ2RQ2RQ2 (study5): Does the number of typographic cues affect persuasion 

 outcomes (up to a certain point)? 

 

 The results of the study showed that versions containing 

sufficient or many typographic cues scored higher on readability, text 

appreciation, and persuasion outcomes than versions only containing few 

typographic cues. No interactions with motivation to process were found.  

 

The effects of The effects of The effects of The effects of numbernumbernumbernumber of typographic cues on typographic outc of typographic cues on typographic outc of typographic cues on typographic outc of typographic cues on typographic outcomes omes omes omes 

(RQ1a(RQ1a(RQ1a(RQ1a/ / / / b)b)b)b)    

The study suggests that research question 1a and 1b can be answered 

confirmatively. Although ads with typographic cues (i.e. the versions with 

sufficient and many cues) were not found more helpful in understanding 

what the advertiser meant, they were found more readable and were 
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appreciated more than ads in which virtually no typographic cues were 

present (i.e. the version with few cues).  

 It was suggested that the version with many cues would be less 

readable and appreciated less than the version with sufficient cues 

(inverted U-shaped relationship). No differences were found between 

these versions, however. The mean scores for readability and text 

appreciation even show that the versions with many cues often score 

higher than the versions with sufficient cues. This suggests that the 

version with many cues does not contain too many cues. The optimum of 

typographic cues seems to cover a wider range than initially thought. 

 It is striking to see that no interactions were found between 

layout and product. Although the ads for the three products differed in 

their overall level of appreciation and readability - for instance, the 

shampoo ads were overall found to be better readable and were overall 

appreciated more than the showering gel and moisturizing cream ads - 

layout was found to affect typographic outcomes in the same way for 

each product. This suggests that typographic signaling positively affects 

readability and appreciation, regardless of the overall level of readability 

and appreciation of the ad.  

 In this study, the manipulation of motivation proved to be 

successful: participants in the high-motivation condition remembered 

more brand names correctly than participants in the low-motivation 

condition. Furthermore, high-motivation participants reported to have 

devoted more attention to the content of the ads than low-motivation 

participants. It can therefore be concluded that the high-motivation 

participants indeed processed the ads more intensively. Readability and 

appreciation were not affected by motivation to process. Furthermore, no 

interactions were found with regard to layout and motivation to process. 

This suggests that typographic signaling affects readability and 

attractiveness regardless of the reader’s level of processing intensity.  

 

The effects of The effects of The effects of The effects of numbernumbernumbernumber of typographic cues on persuasion outcomes (RQ2) of typographic cues on persuasion outcomes (RQ2) of typographic cues on persuasion outcomes (RQ2) of typographic cues on persuasion outcomes (RQ2)    

The second research question can also be answered confirmatively. 

Typographic signaling was found to positively affect attitude toward the 

ad, attitude toward the brand and purchase intentions: when typographic 

cues were present (i.e. the sufficient and many condition), participants 

held a more positive attitude toward the ad and brand and were more 

likely to buy the product than when typographic signals were virtually 

absent (the few condition). Again, no differences were found between the 

sufficient and many condition. This may again be due to the fact that the 
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version with many cues did not contain too many cues and that the 

optimum of typographic cues covers a wide range.  

 In this study, no interactions were found with regard to 

motivation to process and layout: both high and low-motivation 

participants were affected by the number of cues used in the ad in the 

same way. This raises the question which of the four mechanisms 

described in Chapter 3 is most likely to play a role in the persuasion 

process.  

 If layout acts as a peripheral cue, effects on persuasion 

outcomes were expected only under low-motivation processing conditions 

(i.e. low-elaboration conditions). Since readers low in motivation were 

persuaded more by versions in which cues were present than in which 

cues were absent, layout may have acted as a peripheral cue for them. 

However, this does not explain why readers high in motivation were also 

affected by the number of typographic cues used. Therefore, it seems that 

the peripheral cue hypothesis must be rejected.  

 The selective processing hypothesis also predicted effects of 

typographic layout under low-motivation conditions only. If layout 

stimulates selective processing, low-motivation readers only carefully 

scrutinize typographically signaled information. High-elaboration readers 

are expected to process all information, signaled or not. If this information 

contains strong arguments, then this positively affects persuasion 

outcomes. The strength of the arguments was not assessed in this study, 

but - as the texts were based on real advertisements - it can be assumed 

that the arguments used in the ads were strong. As the layout conditions 

in which virtually no cues were present were less persuasive than the 

conditions in which sufficient and many cues were present, it may be that 

participants in the low-motivation condition only processed the signaled 

information in the layout conditions with sufficient and many cues. 

However, again this does not explain why high-elaboration readers were 

also affected by the number of signals used. Therefore, it seems that the 

selective processing hypothesis must be rejected.  

 If layout affects persuasion outcomes through experiential 

processing, positive feelings evoked by the processing of the ad increase 

persuasion outcomes. As the versions with typographic cues were found 

more readable and more attractive, this may have evoked positive 

feelings. These feelings, in turn, may account for the effects on 

persuasion outcomes. In this study, typographic layout was found to 

affect persuasion outcomes under both high and low-motivation 

conditions. Since experiential processing can occur under both low and 
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high-elaboration conditions, experiential processing may account for the 

findings.  

 Finally, it was suggested that layout may affect persuasion 

outcomes indirectly, by increasing/ decreasing the amount of elaboration 

of the reader. For the low-motivation participants, the presence of 

typographic cues may have increased elaboration, resulting in positive 

persuasion outcomes. For the high-motivation participants the inverse 

may have occurred: the absence of typographic cues may have decreased 

elaboration, resulting in negative persuasion outcomes. However, no 

interaction was found with regard to layout and motivation on attention 

devoted to the ad. It is therefore unlikely that the situation described 

above accounts for the findings. 

 Before definitely rejecting the peripheral cue and selective 

processing hypotheses, some remarks must be made. Although it may be 

assumed that the motivation manipulation worked, alternative 

explanations for the effects of motivation on the manipulation check and 

attention measures are plausible as well. First of all, it may be that the 

participants in the high-motivation condition did not put more effort into 

processing the ads, but only in remembering the brand names. The 

high-motivation participants were informed about the quiz question at the 

end of the booklet, whereas the low-motivation participants were not. It 

may be that when encountering the quiz question at the end of the 

survey, they felt more obliged to write down brand names than the 

participants in the low-motivation condition. Secondly, the attention 

measures were self-report measures. It may be that the high-motivation 

participants gave answers they believed to be socially desirable: they 

were instructed to devote attention to the ad, and so they reported they 

did.  

 If the motivation manipulation did indeed not work, the 

question remains whether participants processed the ads under high or 

low-elaboration conditions. Because the ads were shown in an 

experimental setting, participants may have been on the high elaboration 

end of the continuum. The attention scores seem to support this thought. 

It is striking to see that all attention scores in both the high and low 

condition are above the mean score of 4. This suggests that participants 

in both conditions paid a considerable amount of attention to the ads. 

The question through which mechanism layout affected persuasion 

outcomes thus remains unsolved. Other research designs and measures 

are needed to find out in what ways layout affects persuasion outcomes.  
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Suggestions for future researchSuggestions for future researchSuggestions for future researchSuggestions for future research    

To find out through which mechanism layout affects persuasion outcomes 

one can use a design in which argument strength is manipulated in 

addition to layout and processing intensity. A design such as this one also 

provides a check on the elaboration manipulation: when elaboration is 

high, readers should discriminate between strong and weak arguments, 

as opposed to readers low in elaboration. Online attention measures such 

as eye-tracking research or the click-and-read method (Ummelen, 1997) 

may also provide more insight into this matter, because these methods 

show exactly which text elements are read and how much time is spent 

reading each element.  

 Similar to other studies, this study has its limitations. In this 

study, only female students participated, only personal care products 

were used, and the structure of all ads was approximately the same. 

These factors were held constant on purpose, as the previous studies 

suggested that layout may interact with these factors. More research is 

needed to see what factors exactly interact with the effects of typographic 

layout and how and why they interact with each other. For instance, the 

products used in the ads in the present study mainly served an 

instrumental function. It might be that for products with a high emotional 

function, such as jewelry or perfume, not the degree to which layout 

visualizes relations among and relevance of text parts predominantly 

affects persuasion outcomes, but the degree to which layout expresses a 

certain feeling, for instance, by means of type style or color. Furthermore, 

factors such as verbal complexity, the amount of text, or the verbal 

explicitness of the relations among and relevance of text parts may be 

included in future research design as well, to see whether and how these 

interact with typographic layout. 
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7 How does typographic layout affect 
persuasion? (Study 6) 
 

7.1 Aim of this study 

The results of the previous experiments show that layout is able to affect 

persuasion outcomes under certain circumstances. However, it is not 

exactly clear through what mechanism layout affects persuasion 

outcomes. The current chapter describes an experiment in which it is 

tested which of the mechanisms is the most plausible one. In the 

experiment a combination of manipulations is used. Typographic layout 

(few/ sufficient cues), motivation to process (high/ low) and argument 

quality (strong/ weak) were manipulated. The study aimed at answering 

the following research questions: 

 

RQ1RQ1RQ1RQ1aaaa (study6): Does the number of typographic cues affect the 

 readability of product advertisements? 

RQ1RQ1RQ1RQ1bbbb (study6): Does the number of typographic cues affect the text 

 appreciation of product advertisements? 

RQ2RQ2RQ2RQ2 (study6): Does the number of typographic cues affect persuasion 

 outcomes and if so, through what mechanism? 

 

 Although the previous chapter showed that effects of 

typographic layout are usually only small and that a within-subjects design 

is more powerful to detect these effects, a complete between-subjects 

design has been used for the present study. This design was chosen to 

prevent fatigue and carry-over effects from occurring. For instance, it is 

possible that participants who are first presented with a weak argument 

condition respond far more positive to the strong argument condition than 

when the strong argument condition would have been presented first and 

vice versa: it may make participants focus more on the arguments 

instead of processing the ads as they would normally do. Moreover, as 

the participants are presented with a relatively high number of questions 

after exposure to the ads, a within-subjects design may cause fatigue in 

the participants. 
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 The current chapter first presents a more detailed description 

of the hypotheses with regard to persuasion. As the presumed effects on 

readability and text appreciation have been discussed extensively in the 

previous studies, they are not discussed again.  

 

7.1.17.1.17.1.17.1.1    Layout as a peripheral cueLayout as a peripheral cueLayout as a peripheral cueLayout as a peripheral cue    

Layout may affect persuasion as a peripheral cue under low-elaboration 

conditions. As has been described previously, many studies have found that 

the mere number of arguments mentioned in an ad can act as a heuristic. 

By underlining the relevance of text parts by means of bullets, type size or 

type weight, readers may think that the advertiser has something important 

to say about the product, which is used as a basis for judgment under 

low-elaboration conditions. Presuming that low-elaboration processors are 

not sensitive to argument quality whereas high-elaboration processors are, 

the following pattern of effects is expected: 

 

H1H1H1H1study6::::        Layout Layout Layout Layout affects persuasioaffects persuasioaffects persuasioaffects persuasion by acting as a peripheral cuen by acting as a peripheral cuen by acting as a peripheral cuen by acting as a peripheral cue    

LowLowLowLow----motivatiomotivatiomotivatiomotivation:n:n:n: A main effect of layout is expected: when typographic 

 cues are present, persuasion increases regardless of the 

 quality of the arguments used.  

HighHighHighHigh----motivation:motivation:motivation:motivation:    A main effect of argument strength is expected: when 

 arguments are strong, persuasion increases, regardless 

 of the presence or absence of typographic cues.  

 

7.1.27.1.27.1.27.1.2    Layout and selective processingLayout and selective processingLayout and selective processingLayout and selective processing    

Another option in which layout may affect persuasion outcomes is through 

selective processing. This process involves low-elaboration readers to 

intensively process only part of the information conveyed in the ad. 

Because typographic cues can signal what information is important and 

what not, readers low in elaboration may use typographic cues to decide 

what information to attend to. If this information contains strong 

arguments, persuasiveness of the ad is likely to increase. If the information 

contains weak arguments, persuasiveness is likely to decrease. As 

high-elaboration readers are likely to process all the information in the ad, 

the selective processing mechanism is not likely to play a role under high 

elaboration processing conditions. The following can be hypothesized with 

regard to layout and selective processing: 
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H2H2H2H2study6::::        LayoutLayoutLayoutLayout affects persuasion  affects persuasion  affects persuasion  affects persuasion through through through through selective processingselective processingselective processingselective processing    

LowLowLowLow----motivation:motivation:motivation:motivation:  An interaction between layout and argument strength is

 expected: presence of typographic cues in combination 

 with strong arguments would result in more positive 

 persuasion outcomes, compared to typographic cues in 

 combination with weak arguments. If no typographic 

 cues are present, no difference between strong and 

 weak arguments is expected.  

HighHighHighHigh----motivation: motivation: motivation: motivation: A main effect of argument strength is expected: strong 

 arguments positively affect persuasion outcomes.  

 

7.1.37.1.37.1.37.1.3    Layout and Layout and Layout and Layout and experientialexperientialexperientialexperiential processing processing processing processing    

Experiential processes can also affect persuasion outcomes. In this case, 

feelings evoked by processing of the ad are used as a basis for judgment. 

Ads that are appreciated and considered readable may evoke positive 

feelings, which in turn affect persuasion outcomes. Assuming that 

readability and text appreciation evoke positive feelings, the results of the 

experiments seem to support - or at least do not exclude - this hypothesis. 

This suggests that layout can affect persuasion outcomes through 

experiential processing. As it is unclear whether experiential processing 

occurs under low or high-elaboration conditions, several hypotheses are 

possible: 

 

H3H3H3H3study6::::        Layout affects persuasion Layout affects persuasion Layout affects persuasion Layout affects persuasion throthrothrothrough ugh ugh ugh experientialexperientialexperientialexperiential processing processing processing processing    

LowLowLowLow----motivation:motivation:motivation:motivation: A main effect of layout is expected, provided that 

 typographic cues affect typographic outcomes: if the 

 presence of typographic cues positively affects readability 

 and/ or text appreciation, persuasion is expected to 

 increase.  

HighHighHighHigh----motivation:motivation:motivation:motivation: Because it is unclear whether experiential processing also 

 affects persuasion outcomes under high-elaboration 

 conditions, several patterns might be expected: 

  Layout affects Layout affects Layout affects Layout affects experientialexperientialexperientialexperiential pro pro pro processing under cessing under cessing under cessing under 

    highhighhighhigh----motivamotivamotivamotivation tion tion tion conditionsconditionsconditionsconditions    

 (a) (Assuming that experiential processing overrules the 

 effects of argument quality:) A main effect of layout is 

 expected, regardless of the quality of the arguments used, 

 provided that typographic cues also affect typographic 

 outcomes. If the presence of typographic cues positively 

 affects readability and/ or text appreciation, persuasion is 

 expected to increase.             
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 (b) (Assuming that experiential effects are additive to the 

 effects of argument quality:) An interaction between layout 

 and argument strength is expected: when sufficient cues 

 are present, the presence of strong arguments is expected 

 to result in more positive persuasion outcomes than when 

 few cues are present. When few cues are present, the 

 difference between strong and weak arguments is 

 expected to be smaller. 

  Layout does not affect Layout does not affect Layout does not affect Layout does not affect experientialexperientialexperientialexperiential processing under  processing under  processing under  processing under 

    highhighhighhigh----motivation conditionsmotivation conditionsmotivation conditionsmotivation conditions    

 (c) A main effect of argument strength is expected: strong 

 arguments positively affect persuasion outcomes, 

 regardless of the number of typographic cues used.  

 

7.1.47.1.47.1.47.1.4    Layout and MOALayout and MOALayout and MOALayout and MOA    

Typographic layout also may affect persuasion by increasing the motivation 

or ability to pay attention to the whole ad, turning low-elaboration readers 

into high-elaboration readers and thus making them more sensitive to 

argument quality. The reverse may also be the case: when too few or too 

many signals are present readers are not guided correctly through the text. 

This may decrease motivation and/ or ability under high-elaboration 

conditions and thus make high-elaboration readers less sensitive to 

argument quality. The following pattern of results is therefore expected: 

 

H4H4H4H4study6::::        Layout affects persuasion as a MOA factorLayout affects persuasion as a MOA factorLayout affects persuasion as a MOA factorLayout affects persuasion as a MOA factor    

LowLowLowLow----motivation:motivation:motivation:motivation:    (Assuming that an optimum presence of typographic cues 

 increases motivation/ ability:) An interaction between 

 layout and argument strength is expected: presence of 

 typographic cues in combination with strong arguments is 

 expected to result in positive persuasion outcomes, 

 compared to presence of typographic cues in combination 

 with weak arguments. When few typographic cues are 

 present, no difference between strong and weak 

 arguments is expected. 

HighHighHighHigh----motivationmotivationmotivationmotivation: : : :  (Assuming that the presence of too many/ few typographic 

 cues decreases motivation/ ability:) An interaction 

 between layout and argument strength is expected: 

 presence of sufficient typographic cues in combination 

 with strong arguments is expected to result in positive 

 persuasion outcomes, compared to presence of sufficient 

 typographic cues in combination with weak arguments. 
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 When too few/ too many typographic cues are present, no 

 difference between strong and weak arguments is 

 expected.  

 

7.2 Pretest: argument quality 

 

7.2.17.2.17.2.17.2.1    Aim of Aim of Aim of Aim of the pretestthe pretestthe pretestthe pretest    

A pretest was conducted to create two versions of two advertisements that 

differed in argument quality. First, two preliminary versions of two texts 

were written: one text for a fruit juice ad and one for a pasta sauce ad. For 

both texts a version with high-quality arguments and a version with 

low-quality arguments were written the quality of which was tested in the 

pretest. Arguments that did not differ significantly from each other in 

argument quality were then rewritten on the basis of the results of the first 

pretest. After this, these versions of the texts were tested again, in exactly 

the same way. The final texts were used in the studies described in this 

chapter.  

 

7.2.27.2.27.2.27.2.2    MaterialMaterialMaterialMaterial    

 

Product categoryProduct categoryProduct categoryProduct category    

Because the previous experiments mainly used personal care products, for 

this experiment two food products were used: one for pasta sauce and one 

for a fruit juice. Non-existing brand names were used to prevent existing 

attitudes from affecting the results. 

 

TextsTextsTextsTexts    

The text for the fruit juice ad was based on the ad used by Miniard, Bhatla, 

Lord, Dickson and Unnava (1991). The text for the pasta sauce ad was 

based on several Dutch advertisements for pasta sauce. Both texts 

consisted of a header that contained the main characteristics of the 

product. This was followed by a subheader that contained another 

important characteristic of the product. The body text consisted of three 

sections, each of which mentioning a different feature of the product and 

labeled with a subheader. The ads ended with a payoff. Both texts 

consisted of nine text blocks.  
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7.2.37.2.37.2.37.2.3    Independent variables: argument qualityIndependent variables: argument qualityIndependent variables: argument qualityIndependent variables: argument quality    

Argument strength can be roughly manipulated in three ways. The first way 

is to use material that has been used in other studies (see e.g. Johnson, 

1994; Mano, 1997; Unnava, Burnkrant, Erevelles, 1994). The second way 

is to conduct a pretest in which participants are presented with several 

arguments, which they have to rate on argument strength (under 

high-elaboration conditions). On the basis of this, arguments are chosen 

that are rated as strongest as weakest. These arguments, in turn,  are used 

in the main experiment, mostly accompanied by a manipulation check in 

which argument strength is assessed again (see e.g. Andrews & Shimp, 

1990; Klein & Webster, 2000; Lowrey, 1998; Moore & Reardon, 1987; 

Munch & Swasy, 1988; Priester & Petty, 2003; Sengupta, Goodstein & 

Boninger, 1997; Whittler & Spira, 2002). The last method makes use of 

arguments in which the certainty that a product has a particular 

characteristic is made stronger or weaker by means of, for instance, 

variations in the use of quantitative elements, adjectives or reliability of the 

source. Compare, for example, the following two examples: (1) “Studies run 

at Harvard University Medical School prove that Millennium increases 

energy and mental concentration without harmful side effects” (strong) 

versus (2) “Studies run in Millennium’s laboratories indicate that 

Millennium may increase energy and mental concentration for some users 

with limited side effects” (weak) (Escalas & Luce, 2003; see also Chebat et 

al., 2003; Cline & Kellaris, 1999; Sanbonmatsu & Kardes, 1988).  

 Some researchers (e.g. Areni & Lutz; 1988; Boller, Swasy & 

Much, 1990; in Chebat et al., 2003) prefer the last method to the second 

method (see also Petty & Cacioppo, 1983; Petty, Cacioppo & Schumann, 

1983), as they state that the second method does not manipulate 

argument quality, but the consequences of the product. According to 

O’Keefe (2002, p.156), in this case, argument strength is manipulated by 

“confounding many message features such as relevance of evidence to 

preferred conclusions, the desirability of claimed benefits of the advocated 

position, the apparent self-interest of cited evidence sources and/ or the 

likelihood that claimed outcomes would affect the receiver”. In the third 

method, the manipulation is more systematic. Therefore, it has the benefit 

that the texts used in both the weak and strong argument conditions are 

similar, in contrast to the pretest method, which sometimes results in quite 

different arguments or texts. However, as O’Keefe (2002, p. 166) points 

out “this manipulating of arguments is undertaken without any well 

articulated abstract treatment of the relevant argument properties”. 

 In this study, a combination of the three methods was used. 

Specifically, texts were based on previous studies; the texts of the 
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arguments in the strong and weak conditions were kept as similar as 

possible; and the quality of the arguments was pretested before the texts 

were used in the actual experiment. Two pretests were carried out to 

assess the quality of the arguments in both versions. After each pretest, 

changes were made to the texts to ensure a maximum difference in 

argument quality between the strong and the weak version.  

 In the original text for the fruit juice ad - the ad for Sunburst - 

manipulations of argument quality were based on the manipulations used 

by Miniard et al. (1991). They manipulated argument quality mainly by 

changing the probability that the product would have desirable 

characteristics. For example, the header of the strong version stated that 

Sunburst consisted of 100% pure juice and that it contained almost no 

calories, whereas the header of the weak version stated that Sunburst 

consisted of only 50% pure juice and that it contained not many calories. 

Moreover, the body text of the strong version stated that the juice 

contained 25% of the amount of vitamins needed daily and that the juice 

contained only 5 calories, whereas the body text of the weak version it 

stated that the juice contained 5% of the amount of vitamins needed daily 

and that the juice contained only 52 calories.  

 In the original text for the pasta sauce ad - the ad for Saporito - 

the strong version mentioned that the recipe for Saporito pasta sauce was 

discovered by an Italian cook in Puglia, an area in the south of Italy, some 

200 years ago and that Saporito has since been used in the Italian kitchens 

of chefs. The weak version mentioned that a well-known German company 

developed the recipe two years ago and that it has since been well-known 

in the German kitchens. In addition, the strong version explained that the 

tomatoes in the sauce were specially selected from the Italian fields, 

whereas the weak version explained that the tomatoes were selected from 

German greenhouses. 

 

7.2.47.2.47.2.47.2.4    MeasuresMeasuresMeasuresMeasures    

For each of the nine text blocks, the quality of the arguments used in that 

block was assessed with a seven-point semantic differential, ranging from 

“not persuasive” to “persuasive”. To make sure that participants judged the 

right text block, each semantic differential was preceded by the text block 

that they were asked to judge.  

 In addition to this, the overall quality of the arguments was 

assessed by means of four semantic differentials (e.g. “I think the features 

of the product are good/ bad”). The reliability of the scale was good 

(Sunburst: Cronbach’s alpha=.83; Saporito: Cronbach’s alpha=.88), and 

the items were pooled together into one variable based on their mean.  
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7.2.57.2.57.2.57.2.5    ParticipantParticipantParticipantParticipants and procedures and procedures and procedures and procedure    

Twenty-six participants took part in the first pretest, twelve of which were 

male (46.2%) and thirteen of which were female (50.0%). The gender of 

one participant was unknown. The mean age of the participants was 24.3 

years (SD=7.2), with a minimum age of 20 years old and a maximum age of 

56 years old. The educational level varied from MBO to university. In the 

second pretest, fifty-eight participants took part, seven of which were male 

(12.1%) and fifty-one female (87.9%). The mean age of the participants was 

23.22 years (SD=3.44) with a minimum age of 18 years old and a 

maximum age of 34 years old. All the participants studied at university 

level. 

 The procedure was the same for both pretests. Participants 

received a booklet which contained instructions about the experiment and 

two experimental texts: one for the pasta sauce and one for the fruit juice 

ad. Two different booklets were made that were similar to each other, 

except for the order of the texts.  Participants first read instructions about 

how to fill in the survey and then were asked to read the first text. After 

reading the text, they had to assess the quality of the arguments. Then the 

second text followed and again the quality of the arguments had to be 

assessed. Each participant saw both texts in the same argument quality 

condition (either both strong or both weak). The booklet ended with some 

questions about the demographics of the participant. Participants could win 

a gift voucher worth 10 euros for participating in the study.  

 

7.2.67.2.67.2.67.2.6    DesignDesignDesignDesign    

Argument quality acted as a two level between-subjects factor: each 

participant saw both texts in either the strong or weak-argument quality 

condition. 

 

7.2.77.2.77.2.77.2.7    Statistical analysisStatistical analysisStatistical analysisStatistical analysis    

Before the data were analyzed, extreme values were detected (values more 

extreme than two standard deviations from the mean) and replaced by 

missing values. After this, all missing values were replaced by the mean score 

on that item regardless of condition. The four items for overall quality of the 

entire block of arguments were pooled into one variable, as the scale proved 

to be reliable. This was followed by two multivariate analyses of variance for 

each text separately. Argument quality acted as between-subjects factor. 

Dependent variables were the nine items for the argument quality of each 

text block and the scale for overall quality of the text. When the multivariate 

analysis of variance showed a significant effect of argument quality, the 
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analysis was followed up with univariate analyses of variance for each of the 

dependent variables. 

 

7.2.87.2.87.2.87.2.8    ResultsResultsResultsResults    

 

Pretest 1Pretest 1Pretest 1Pretest 1    

The separate multivariate analyses of variance for each ad showed an 

effect of argument quality for both the Sunburst text (F(10,15=2.56); 

p=.05; η²=.63) and the Saporito text (F(10,15)=3.69; p<.05; η²=.71).  

 For the fruit juice text the univariate analyses of variance showed 

only a significant difference in argument quality in text block 6 

(F(1,24)=18.77; p<.001; η²=.44). For the other text blocks, no differences 

were found (block 3: F(1,24)=1.78; p=.20; block 5: F(1,24)=1.62; p=.22; 

block 7: F(1,24)=2.84; p=.11; all other F’s<1). 

 For the pasta sauce text, a significant effect was found for text 

block 2 (F(1,24)=12.73; p<.01; η²=.35); block 3 (F(1,24)=30.97; p<.001; 

η²=.56); text block 4 (F(1,24)=15.23; p<.01; η²=.39) and block 9 

(F(1,24)=5.94; p<.05; η²=.20) and for the overall quality of the text 

(F(1,24)=20.55; p<.001; η²=.46). For the other text blocks no effects were 

found (block 1: F(1,24)=1.30; p=.27; block 5: F(1,24)=2.52; p=.13; block 

6: F(1,24)=2.21; p=.15; block 7: F<1; block 8: F(1,24)=2.46; p=.13).  

 Table 7.1 shows the means and standard deviations for each of 

the texts blocks in either the strong or weak-argument quality condition for 

both the fruit juice and pasta sauce text in the first pretest. 

 

Table Table Table Table 7777....1111::::    Means and standard deviations (Means and standard deviations (Means and standard deviations (Means and standard deviations (betweenbetweenbetweenbetween b b b brackets) for argumrackets) for argumrackets) for argumrackets) for argument ent ent ent 
quality quality quality quality     ((((pretest 1pretest 1pretest 1pretest 1))))    

Fruit juiceFruit juiceFruit juiceFruit juice    Argument qualityArgument qualityArgument qualityArgument quality    Pasta saucePasta saucePasta saucePasta sauce    Argument qualityArgument qualityArgument qualityArgument quality    

BlockBlockBlockBlock    StrongStrongStrongStrong    WeakWeakWeakWeak    BlockBlockBlockBlock    StrongStrongStrongStrong    WeakWeakWeakWeak    

1 4.64 (1.80) 4.13 (1.77) 1 4.18 (0.75) 3.53 (1.77) 

2 4.45 (1.44) 4.67 (1.99) 2**  5.36 (1.12) 3.40 (1.55) 

3 4.91 (1.64) 4.00 (1.77) 3***  5.05 (0.77) 2.60 (1.30) 

4 3.91 (1.14) 4.00 (2.10) 4** 5.00 (1.67) 2.80 (1.21) 

5 3.27 (1.79) 4.27 (2.09) 5 4.55 (1.57) 3.47 (1.81) 

6***  5.09 (0.94) 2.72 (1.62) 6 4.73 (1.68) 3.67 (1.88) 

7 5.00 (1.34) 3.93 (1.75) 7 4.36 (1.50) 4.00 (1.60) 

8 3.91 (1.81) 3.47 (1.51) 8 5.00 (1.34) 4.00 (1.77) 

9 3.64 (1.86) 3.53 (2.07) 9*  4.64 (1.50) 3.20 (1.47) 

Overall 4.75 (0.97) 4.52 (1.20) Overall*** 5.45 (0.75) 3.72 (1.09) 

Note: Note: Note: Note:     * * * * p<.05; p<.05; p<.05; p<.05; ***** * * * p<.01; p<.01; p<.01; p<.01; ****** ** ** ** p<.001; p<.001; p<.001; p<.001;     
Scales Scales Scales Scales rangedrangedrangedranged from 1 (minimum) to 7 (maximum). from 1 (minimum) to 7 (maximum). from 1 (minimum) to 7 (maximum). from 1 (minimum) to 7 (maximum).    
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 The arguments that did not differ significantly from each other 

were changed and tested again. The changes mainly concerned changes in 

the desirability of the arguments used. For instance, the first version of the 

weak version of the Sunburst ad stated that Sunburst contained “mainly 

natural ingredients”. In the second version, this was changed into “contains 

artificial ingredients” (block 7). Changes were also made in the use of 

intensifiers. For example, the strong version of the Sunburst ad stated that 

Sunburst was the “most tasteful and best thirst quencher” (text block 5). 

The weak version stated that Sunburst was a “tasteful and good thirst 

quencher”. The use of intensifiers such as most and best may have had the 

effect of making the statement incredible. For this reason, the strong 

argument was changed into “A tasteful and good thirst quencher” in the 

second version. In the weak version the statement “A cool drink” was used.  

 

Results: Pretest 2Results: Pretest 2Results: Pretest 2Results: Pretest 2    

The multivariate analyses of variance showed an effect of argument quality 

for both Sunburst (F(10,47)=7.52; p<.001; η²=.62) and Saporito 

(F(10,47)=6.53; p<.001; η²=.58). 

 For the Sunburst text significant differences were found for block 

3 (F(1,56)=5.57; p<.05; η²=.09); block 4 (F(1,56)=7.85; p<.01; η²=.12); 

block 5 (F(1,56)=12.96; p<.01; η²=.19); block 6 (F(1,56)=7.87; p<.01; 

η²=.12); block 7 (F(1,56)=37.98; p<.001; η²=.40; block 8 (F(1,56)=23.89; 

p<.001; η²=.30) and block 9 (F(1,56)=24.21; p<.001; η²=.30). In addition, 

the overall quality of the arguments in the strong and weak versions was 

found to be significantly different (F(1,56)=31.77; p<.001; η²=.36). No 

differences were found for text block 1 and 2 (both F’s<1).  

 For the Saporito text, significant differences in argument quality 

were found for block 3 (F(1,56)=9.56; p<.01; η²=.09), block 4; 

(F(1,56)=5.30; p<.05; η²=.09); block 5 (F(1,56)=17.81; p<.001; η²=.24), 

block 6 (F(1,56)=9.28); p<.01; η²=.14) and block 9 (F(1,56)=9.50; p<.01; 

η²=.15). The quality of the arguments in the text as a whole was also found 

to be significantly different (F(1,56)=15.03; p<.001; η²=.21). No 

differences were found for text block 1 (F(1,56)=2.33; p=.13), block 2 

(F(1,56)=2.67; p=.11), and block 7 and 8 (both F’s <1).  

 Table 7.2 shows the means and standard deviations for each of 

the texts blocks in both the strong and weak condition. 
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Table Table Table Table 7777....2222::::    Means and standard deviations (between brackets) for argument Means and standard deviations (between brackets) for argument Means and standard deviations (between brackets) for argument Means and standard deviations (between brackets) for argument 
quality (pretest 2)quality (pretest 2)quality (pretest 2)quality (pretest 2)    

Fruit juiceFruit juiceFruit juiceFruit juice    Argument qualityArgument qualityArgument qualityArgument quality    Pasta saucePasta saucePasta saucePasta sauce    Argument qualityArgument qualityArgument qualityArgument quality    

BlockBlockBlockBlock    StrongStrongStrongStrong    WeakWeakWeakWeak    BlockBlockBlockBlock    StrongStrongStrongStrong    WeakWeakWeakWeak    

1 4.48 (1.60) 4.86 (1.33) 1 3.72 (1.81) 4.48 (1.98) 

2 4.14 (1.79) 4.45 (1.43) 2 3.86 (1.46) 4.41 (1.09) 

3*  4.45 (1.43) 3.52 (1.57) 3**  4.07 (1.81) 2.69 (1.56) 

4**  4.03 (1.86) 2.69 (1.79) 4*  3.83 (1.47) 2.90 (1.61) 

5**  4.17 (1.17) 3.00 (1.31) 5***  4.21 (1.26) 2.69 (1.47) 

6**  4.72 (1.67) 3.48 (1.70) 6**  4.34 (1.32) 3.21 (1.52) 

7***  4.31 (1.44) 2.24 (1.09) 7 3.76 (1.70) 4.03 (1.50) 

8***  4.97 (1.45) 2.93 (1.71) 8 4.21 (1.61) 4.10 (1.68) 

9***  4.38 (1.27) 2.59 (1.50) 9**  3.97 (1.68) 2.69 (1.47) 

Overall***  5.09 (0.93) 3.41 (1.32) Overall***  4.59 (0.89) 3.55 (1.12) 

Note: Note: Note: Note:     * p<.05; ** p<.01; *** p<.001. * p<.05; ** p<.01; *** p<.001. * p<.05; ** p<.01; *** p<.001. * p<.05; ** p<.01; *** p<.001.     
Scales ranged from 1 (minimum) to 7 (maximum).Scales ranged from 1 (minimum) to 7 (maximum).Scales ranged from 1 (minimum) to 7 (maximum).Scales ranged from 1 (minimum) to 7 (maximum).    

 

7.2.97.2.97.2.97.2.9    Conclusion and discussionConclusion and discussionConclusion and discussionConclusion and discussion    

The results of the first pretest show that the manipulation of argument 

quality was more successful in the Saporito ad than in the Sunburst ad. 

This can be explained by two factors: the manipulations in the Saporito ad 

mainly concerned the desirability of the consequences of use of the 

product, whereas the manipulations in the Sunburst ad mainly concerned 

the probability of the consequences of use of the product. Hustinx, Van 

Enschot-Van Dijk and Hoeken (2006) showed that readers are more 

sensitive to manipulations concerning the desirability of the 

consequences than to manipulations concerning the probability. This is 

why changes were made in the second version of the Sunburst ad with 

respect to the desirability of the consequences. Furthermore, in the first 

versions of the Sunburst ad, the weak version sometimes scored higher 

than the strong version. This may be due to the use of intensifiers of, with 

the strong version containing several bold statements. As this may have 

affected the credibility of the text, the intensifiers were omitted in the 

second version. 

 In the second versions of the ads, the manipulations of 

argument strength were more successful than in the first versions of the 

ad. It was therefore decided that these versions were used in the main 

experiment. Table 7.3 provides the texts used in the main experiment.
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Table Table Table Table 7777....3333: : : :     Final texts for Sunburst fruit juice and Saporito pasta sauce in two Final texts for Sunburst fruit juice and Saporito pasta sauce in two Final texts for Sunburst fruit juice and Saporito pasta sauce in two Final texts for Sunburst fruit juice and Saporito pasta sauce in two 
argument quality conditions (strong and weak) argument quality conditions (strong and weak) argument quality conditions (strong and weak) argument quality conditions (strong and weak) ---- as used in  as used in  as used in  as used in the the the the main main main main 
experimenexperimenexperimenexperimentttt    

    Advertisement 1: Sunburst fruit juiceAdvertisement 1: Sunburst fruit juiceAdvertisement 1: Sunburst fruit juiceAdvertisement 1: Sunburst fruit juice    

 Strong argumentsStrong argumentsStrong argumentsStrong arguments    WeakWeakWeakWeak arguments arguments arguments arguments    

1 Sunburst. A tasteful fruit juice full of 
vitamins.  

Sunburst. A tasteful fruit juice full of 
vitamins.  

2 100% fruit juice, few calories. Fruit concentrate with few calories 

3 Fruity vitamins with no sugars 
added. 

Nice vitamins with few added sugars. 

4 Sunburst tastes fruity and is very 
healthy. Sunburst contains 0% fat 
and no sugar is added. Furthermore, 
Sunburst contains 25% of the 
amount of vitamins needed daily. A 
godsend for everyone watching their 
weight  

Sunburst tastes good and is not 
unhealthy. Sunburst contains little 
fat and only a bit of sugar is added. 
Furthermore, Sunburst contains 
some of the vitamins needed daily. 
You do not have to watch your 
weight.  

5 A tasteful and good thirst quencher A cool drink 

6 A blind taste test among 5,000 
consumers, performed by TNS NIPO, 
revealed that 93% of the consumers 
found Sunburst more tasteful than 
other fruit juices. The test also 
showed that Sunburst was better at 
quenching thirst than other fruit 
juices.  

A blind taste among 50 students, 
performed by Sunburst, revealed 
that 55% of the students found 
Sunburst more tasteful than other 
fruit juices. The test also showed 
that Sunburst was equally thirst 
quenching as other fruit juices.  

7 Natural ingredients Artificial ingredients 

8 Sunburst contains only natural 
ingredients. No artificial flavors and 
preservatives have been added. 
Sunburst therefore consists of 100% 
pure, fresh fruit juice.  

Sunburst contains mainly natural 
ingredients. Few artificial flavors and 
preservatives have been added. 
Sunburst therefore resembles fresh 
fruit juice. 

9 Sunburst. Fruity, fresh and healthy Sunburst. Cool and quite fresh. 
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    Advertisement 2: Saporito pasta sauceAdvertisement 2: Saporito pasta sauceAdvertisement 2: Saporito pasta sauceAdvertisement 2: Saporito pasta sauce    

 Strong argumentsStrong argumentsStrong argumentsStrong arguments    Weak argumentsWeak argumentsWeak argumentsWeak arguments    

1 Taste the passion of the Italian kitchen Taste the passion of the Italian kitchen 

2 First class Puglian tomato sauce 
according to an age-old recipe. 

Nice tomato sauce according to a 
good recipe. 

3 For 200 years well-known in Italy For 2 years well-known in Germany 

4 200 years ago an Italian chef de 
cuisine from Puglia, the landside 
heel of Italy, developed the recipe for 
the Saporito pasta sauce. Since 
then, Saporito has been well-known 
under Italian top cooks.  

2 years ago Rufs Gemüsekonserve, 
a well-known food industrial in 
Germany, developed the recipe for 
the Saporito pasta sauce. Since 
then, Saporito has been well-known 
in the German kitchen.  

5 Tomatoes selected especially from 
the Italian lowlands 

Tomatoes selected from the German 
glasshouses 

6 The secret of Saporito lies in the 
tomatoes. For many years, these 
have been specially selected from 
the tomato harvest from the Puglian 
lowlands. Saporito contains only first 
class sun ripened tomatoes.  

The secret of Saporito lies in the 
tomatoes. For two years, these have 
been picked from the tomato harvest 
of the German glasshouses. Saporito 
contains mainly First class 
glasshouse ripened tomatoes.  

7 Fresher than fresh, for a delicious 
pasta 

Preserved well, for a nice pasta 

8 All ingredients of Saporito are 
processed only three hours after 
harvest. Saporito turns your pasta in 
a true delicacy. From now on, 
Saporito is available in the Dutch 
delicatessen shops.  

All ingredients of Saporito are 
preserved within a week after 
harvest. Saporito turns your pasta in 
a tasteful meal. From now on, 
Saporito is available in the Dutch 
super markets. 

9 Saporito. The delicacy among the 
pasta sauces. 

Saporito. One of the nice pasta 
sauces.  
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7.3 Through what mechanisms does typographic layout affect the 

persuasion process? (Study 6) 

 

7.3.17.3.17.3.17.3.1    Aim of this studyAim of this studyAim of this studyAim of this study    

As has been set out in the introduction of this chapter, layout does affect 

persuasion outcomes, but it is not exactly clear through what 

mechanisms layout affects persuasion outcomes. The question remains 

whether layout acts as a peripheral cue, whether it affects persuasion 

through selective processing, whether it affects persuasion through 

experiential processing, or whether it affects persuasion indirectly as a 

MOA-factor. 

 A design in which argument strength is manipulated in addition 

to layout and processing intensity seems promising in providing insight 

into the question through what mechanism layout affects persuasion 

outcomes. The hypotheses that are tested in this experiment have 

already been presented in section 7.1, but are briefly summarized for 

convenience sake in Table 7.4. 

 

Table Table Table Table 7777....4444::::    Summary of hypotheses with regard to the mechanismSummary of hypotheses with regard to the mechanismSummary of hypotheses with regard to the mechanismSummary of hypotheses with regard to the mechanisms through which s through which s through which s through which 
layout may affectlayout may affectlayout may affectlayout may affect    persuasion outcomespersuasion outcomespersuasion outcomespersuasion outcomes    

    
    

Argument Argument Argument Argument 
strengthstrengthstrengthstrength    

LLLLayoutayoutayoutayout    LayoutLayoutLayoutLayout* * * * argument strengthargument strengthargument strengthargument strength    

H1: Layout as peripheral cueH1: Layout as peripheral cueH1: Layout as peripheral cueH1: Layout as peripheral cue    

Low-motivation  SA=WA SC>FC*   

High-motivation  SA>WA SC=FC*   

H2: Layout and selective processingH2: Layout and selective processingH2: Layout and selective processingH2: Layout and selective processing    

Low-motivation    SC: SA>WA; FC: SA=WA*  

High-motivation  SA>WA SC=FC*   

H3: Layout and H3: Layout and H3: Layout and H3: Layout and eeeexperientialxperientialxperientialxperiential processing processing processing processing    

Low-motivation  SA=WA SC>FC*   

High-motivation (a) SA=WA SC>FC*   

 (b)   SC: SA>>WA; FC: SA>WA*  

H4: Layout as a MOAH4: Layout as a MOAH4: Layout as a MOAH4: Layout as a MOA----factorfactorfactorfactor    

Low-motivation    SC: SA>WA; FC: SA=WA*  

High-motivation    SC: SA>WA; FC: SA=WA*  

Note:Note:Note:Note:    * * * * (provided t(provided t(provided t(provided that layout affects typographic outcomes)hat layout affects typographic outcomes)hat layout affects typographic outcomes)hat layout affects typographic outcomes)    
SA=Strong arguments; WA=Weak argumentsSA=Strong arguments; WA=Weak argumentsSA=Strong arguments; WA=Weak argumentsSA=Strong arguments; WA=Weak arguments    
SC=Sufficient cues; FC=Few cuesSC=Sufficient cues; FC=Few cuesSC=Sufficient cues; FC=Few cuesSC=Sufficient cues; FC=Few cues    
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7.3.27.3.27.3.27.3.2    MaterialMaterialMaterialMaterial    

The text for Sunburst fruit juice and the text for Saporito pasta sauce were 

used in the main experiment. Both texts were completed with a picture of 

the product and a logo. The pictures were taken from the internet and 

adapted in such a way that the original product was unrecognizable. The 

logo was especially designed for the study.  

 Two filler ads were used in the study: one for a Vistron 

television and one for an Imager digital camera. The filler ads were added 

to distract participants from the target ads. The layout of both filler ads 

was the same. Both ads started with a picture of the product, with the 

header placed below this. The header had a larger type size than the body 

text and was set in a heavy type weight. The body text followed the header 

and consisted of two paragraphs, which, in turn, were followed by the logo 

and a payoff. The payoff had a larger type size than the body text, but a 

smaller type size than the header and was set in a heavy type weight.  

 

7.3.37.3.37.3.37.3.3    Independent variablesIndependent variablesIndependent variablesIndependent variables    

    

Argument qualityArgument qualityArgument qualityArgument quality    

Argument quality was manipulated as described in the pretest. After slight 

alternations, the same texts as used in the second pretest were used for 

the present study (see Section 7.2 for a detailed description of the 

argument quality manipulation). Table 7.3 provided the complete texts for 

the two ads in both the strong and weak-argument quality condition. 

 

NumberNumberNumberNumber of typographic cues of typographic cues of typographic cues of typographic cues    

For both the Sunburst as the Saporito ad, two layout conditions were 

created: (1) few typographic cues and (2) sufficient typographic cues. Again, 

similar to Study 5, few and sufficient are used as labels to indicate the 

number of cues in the ads. 

 In the versions with few cues, all text was shown in one text block 

and each paragraph started on a new line. In the versions with sufficient 

cues, several cues were combined. First of all, the header was made to 

stand out by means of the biggest type size and the application of type 

weight. The subheader had a smaller type size than the header, but was 

larger than the body text. Each of the three paragraphs consisted of one 

text block and the paragraphs were placed next to each other in three 

columns. The subheader of each paragraph was made to stand out by 

means of type weight, but had the same type size as the body text. The 

payoff was larger than the body text and subheader, but smaller than the 

header and set in a heavy type weight.  
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Motivation to processMotivation to processMotivation to processMotivation to process    

Participants in the high-motivation condition were told to critically read the 

ads in the booklet and to pretend that they were planning to buy the 

products shown in the ad in the near future. Moreover, they were told that 

at the end of the survey they would be asked to indicate whether they 

would like to buy the product and also to motivate their choice. To stimulate 

the participants to follow these instructions, they were told that their 

opinion about the product was really appreciated and that the answer that 

was motivated best would be rewarded with a gift voucher worth 100 

euros. The idea was that this manipulation would stimulate the participants 

to critically think about the content of the message when processing it.  

 Participants in the low-motivation condition, on the other hand, 

were told to look at the ads as they would normally do. They were instructed 

to not pay more or less attention to the ads than they would normally do 

when leafing through a magazine. Only after seeing all the ads and 

answering the questions about the ads, they were told that a gift voucher 

worth 100 euros would be allotted among the participants taking part in 

the study. At the end of the survey, this group of participants was also 

asked to indicate whether they would like to buy the product and to 

motivate their answer. However, as they were not previously informed 

about this question and the incentive it was expected that this would not 

stimulate them to think critically about the content of the message while 

processing it. Table 7.5 presents the instructions given to the participants 

in both conditions.  

 

Table Table Table Table 7777....5555::::    Instructions given toInstructions given toInstructions given toInstructions given to the  the  the  the participantparticipantparticipantparticipantssss in both t in both t in both t in both the high and he high and he high and he high and     
lowlowlowlow---- motivation condition motivation condition motivation condition motivation condition    (translated from Dutch)(translated from Dutch)(translated from Dutch)(translated from Dutch)    

HighHighHighHigh----motivationmotivationmotivationmotivation    LowLowLowLow----motivationmotivationmotivationmotivation    

Because it is important for advertisers to 
know how readers evaluate their product, 
we are very interested in your opinion. A 
trial version will be shown for four ads. 
We ask you to read the advertisements 
critically and to pretend as if you are 
planning to buy the products in the near 
future. At the end of the survey, you will 
be asked to indicate whether or not you 
would like to buy the products shown in 
the ads and to motivate your answer. 
Because your opinion about the products 
is really appreciated, the answer 
motivated best will be rewarded with a 
gift voucher worth 100 euros.  

A trial version will be shown for four ads. 
It is very important that you look at the 
ads as you would normally do. Do not 
pay more or less attention to the ads 
than you would normally do when leafing 
through a magazine.  
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7.3.47.3.47.3.47.3.4    MeasuresMeasuresMeasuresMeasures    

The original items were in Dutch. In the Appendix the original scales used 

in the study are provided. 

 

Manipulation checkManipulation checkManipulation checkManipulation check    

Two manipulation checks were included in the study: one for argument 

quality and one for motivation. Argument quality was assessed with two 

seven-point semantic differentials (e.g. “I think the arguments used in the 

ad are weak/ strong”). The reliability of the scale was good (fruit juice: 

Cronbach’s alpha=.94; pasta sauce: Cronbach’s alpha=.91). A check on the 

motivation manipulation was performed in the following way: after seeing 

the ads, participants were asked to write down their thoughts about both 

ads. After this, they were asked to rate the thought as being positive, 

neutral or negative. This rating was used to compute the thought valence 

for each participant for both ads. Thought valence was computed by 

subtracting the number of negative thoughts from the number of positive 

thought, after which this number was divided by the total number of 

thoughts (negative, neutral and positive) plus one. Thought valence is seen 

as a indication of the way people process an ad (Petty & Wegener, 1998). If 

people process an ad under low-elaboration conditions, they should not 

discriminate between strong and weak arguments and thus the valence of 

thoughts will be predicted to be the same for both the strong and weak 

arguments condition. In the case of high-elaboration conditions, on the 

other hand, participants are expected to discriminate between strong and 

weak arguments, where strong arguments are likely to evoke relatively 

more positive thoughts, and weak arguments more negative thoughts. In 

this case, the valence is predicted to be higher for strong arguments than 

for weak arguments.  

 

AttentionAttentionAttentionAttention    

Attention was measured with three seven-point Likert-scales (e.g. “I 

devoted much attention to the text in the ad”). The reliability of the scale 

was sufficient (fruit juice: Cronbach’s alpha=.74; pasta sauce: Cronbach’s 

alpha=.65).  

 

Typographic outcomesTypographic outcomesTypographic outcomesTypographic outcomes    

Typographic outcomes were assessed at two levels: readability and text 

appreciation. Readability was asked with four seven-point Likert-scales (e.g. 

“The text was easy to follow”). The reliability of the scale was good (fruit 

juice: Cronbach’s alpha=.86; pasta sauce: Cronbach’s alpha=.86). Text 

appreciation was assessed with four seven-point Likert-scales (e.g. “The ad 
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looks vivid”). The reliability of the scale was good (fruit juice: Cronbach’s 

alpha=.92; pasta sauce: Cronbach’s alpha=.90). 

 

Persuasion outcomesPersuasion outcomesPersuasion outcomesPersuasion outcomes    

Persuasion outcomes were assessed at three levels: attitude toward the 

ad, attitude toward the brand and purchase intentions. Attitude toward 

the ad was assessed with three seven-point semantic differentials (e.g. “I 

think the ad for Sunburst fruit juice/ Saporito pasta sauce is: pleasant/ 

unpleasant”). The reliability of the scale was good (fruit juice: Cronbach’s 

alpha=.92; pasta sauce: Cronbach’s alpha=.90). Attitude toward the 

brand was also assessed with three seven-point semantic differentials, 

preceded by “I think Sunburst fruit juice/ Saporito pasta sauce is” (e.g. 

“good/ bad”). The reliability of the scale was good (fruit juice: Cronbach’s 

alpha=.88; pasta sauce: Cronbach’s alpha=.86). Purchase intentions 

were assessed by means of two seven-point Likert-scales (e.g. “I want to 

try out Sunburst fruit juice/ Saporito pasta sauce”). The reliability of the 

scale was good (fruit juice: Cronbach’s alpha=.83; pasta sauce: 

Cronbach’s alpha=.83).  

 

7.3.57.3.57.3.57.3.5    ParticipantParticipantParticipantParticipants and procedures and procedures and procedures and procedure    

One hundred and ninety-nine participants took part in the study. The 

sample was stratified on age (35 years old or younger and older than 35 

years old) and sex (male and female). Ninety-nine male participants took 

part in the study (49.7%) and one hundred female participants (50.3%). 

The mean age of the participants was 38.5 years old (SD=14.7), with a 

minimum age of 18 and a maximum age of 83 years old. Educational 

level varied from primary school to university.  

 The participants were selected by Master’s students of the VU 

University Amsterdam who followed the course Layout and persuasion. 

Before collecting the data, the students were carefully instructed about 

the procedure, both in class and on paper. Each student received the 

same instructions. Participants took part in groups with group sizes 

varying from one to five. They were questioned in different environments. 

The students were instructed to make sure that the environment was 

quiet and that participants were not disturbed during the survey. 

Participants were randomly assigned to one of the experimental 

conditions. 

 Participants first heard instructions from the experimenter 

about how to fill in the survey. Low-motivation participants were 

instructed to look at the ads as they would normally do and 

high-motivation participants were told that they could win a gift voucher if 
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they could motivate their opinion about the products shown in the ads. 

After hearing the instructions, they received a booklet containing 

instructions, the filler and target ads and questions about the target ads.  

 The booklet started with instructions about the experiment. In 

these instructions, the motivation manipulation was presented again. 

Then a filler ad was shown, followed by the two target ads and the second 

filler ad. After seeing the ads, questions were asked about the two target 

ads. Different versions of the booklet were made in which the order of the 

target ads was reversed. The booklet ended with some questions about 

the demographics of the participant. 

 

7.3.67.3.67.3.67.3.6    DesignDesignDesignDesign    

The ads were shown in a 2 (argument quality: strong/ weak) x 2 (number of 

cues: few/ sufficient) x 2 (motivation: high/ low) complete between-subjects 

factorial design. Participants saw both target ads in the same layout and 

argument strength condition, under either high or low-motivation 

conditions. The order of the target ads was reversed for half of the 

participants to prevent order effects from occurring.  

 

7.3.77.3.77.3.77.3.7    Statistical analysisStatistical analysisStatistical analysisStatistical analysis    

Before the data were analyzed, extreme values were detected (values 

more extreme than two standard deviations from the mean) and replaced 

by missing values, after which all missing values were replaced by the 

mean score on that item. As all scales proved to be reliable, the items for 

each dependent variable were pooled into one variable based on their 

means. 

 First, two univariate analyses of variance were performed to 

check the manipulations for each ad separately. Dependent variables 

were arguments strength and thought valence respectively; independent 

variables were motivation (high/ low), argument quality (strong/ weak) 

and number of typographic signals (few/ sufficient). After this, a 

multivariate analysis of variance was performed for each ad separately, 

with motivation condition (high/ low), argument quality (strong/ weak) 

and number of signals (few/ sufficient) as between-subjects factors. 

Dependent variables were attention, readability, text appreciation, 

attitude toward the ad, attitude toward the brand and purchase 

intentions. When the multivariate analysis showed a significant main 

effect or interaction, the analysis was followed up with univariate 

analyses of variance for each of the dependent variables. 
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7.3.87.3.87.3.87.3.8    ResultsResultsResultsResults    

For the fruit juice ad, the multivariate analysis of variance showed a 

significant effect of motivation (F(6,186)=5.26; p<.001; η²=.15), 

argument quality (F(6,186)=4.48; p<.001; η²=.13) and layout condition 

(F(6,186)=2.32; p<.05; η²=.07). No interactions were found (motivation* 

argument quality: F(6,186)=1.29; p=.26; motivation* layout: F<1; 

argument quality* layout: F(6,186)=1.11; p=.36); argument quality* 

motivation* layout: F(6,186)=1.03; p=.40).  

  For the pasta sauce ad, the multivariate analysis of variance 

showed a significant effect of motivation (F(6,186)=3.78; p<.01; η²=.11) 

and argument quality (F(6,186)=4.46; p<.001; η²=.13). No effect was 

found for layout condition (F(6,186)=1.84; p=.09; η²=.06). No 

interactions were found (motivation* layout: F(6,186)=1.13; p=.35; all 

other F’s<1).  

 When the multivariate analysis showed a significant effect, the 

analysis was followed by univariate analyses of variance for each of the 

dependent variables. The following section will therefore report only the 

results of the univariate analyses of variance for motivation, argument 

quality and layout for both ads. For the sake of comparison, the effects of 

layout for the pasta sauce will be reported as well, although the 

multivariate analysis of variance did not show a significant result.  

 

Manipulation checkManipulation checkManipulation checkManipulation check    

To test whether the participants low and high in motivation did indeed differ 

in their sensitivity to argument quality (and thus in how they elaborated 

upon the message), a 2 (argument quality: strong/ weak) x 2 (motivation: 

high/ low) x 2 (number of cues: few/ sufficient) univariate analysis was 

performed with argument quality as the dependent variable. This analysis 

was followed by the same procedure, with this time thought valence being 

the dependent variable.  

 For the fruit juice ad, a main effect of argument quality was found 

(F(1,191)=17.41; p<.001; η²=.08). Participants in the strong-quality 

condition did indeed rate the arguments as stronger (M=4.53; SD=1.69) 

than participants in the weak-quality condition (M=3.56; SD=1.69). No 

effects were found for motivation (F<1) and layout (F(1,191)=1.38; p=.24), 

nor were the interactions found to be significant (argument quality* layout: 

F(1,191)=2.60; p=.11; all other F’s<1).  

 The same pattern of results was found for the pasta sauce ad. 

Participants in the high-quality condition rated the arguments significantly 

stronger (M=4.42; SD=1.25) than participants in the low-quality condition 

(M=3.47; SD=1.37) (F(1,191)=25.26; p<.001; η²=.12). No effects were 
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found for motivation (F<1), nor for layout (F(1,191=1.41; p=.24). The 

interactions were also not found to be significant (all F’s<1).  

 For thought valence, the analysis showed a significant effect of 

argument quality for the fruit juice ad (F(1,191)=8.75; p<.01, η²=.04). 

Valence was higher for participants who saw the version containing strong 

arguments (M=0.17; SD=0.48) than for participants who saw the version 

containing weak arguments (M=-0.03; SD=0.46). No effects were found for 

motivation (F<1), nor for layout (F(1,191)=3.70; p=.06; η²=.02). The 

two-way interactions were also not found to be significant (motivation* 

layout: F(1,191)=3.08; p=.08; motivation* argument quality: F<1; layout* 

argument quality: F<1). The three-way interaction between motivation, 

argument quality and layout condition, however, did prove to be significant, 

(F(1,191)=4.72; p<.05; η²=.02). The three-way interaction is depicted in 

Figure 7.1. 
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Figure Figure Figure Figure 7777....1111::::    Interaction between motivation, argument quality and layInteraction between motivation, argument quality and layInteraction between motivation, argument quality and layInteraction between motivation, argument quality and layout on out on out on out on 
thought valence thought valence thought valence thought valence     for the for the for the for the fruit juice ad.fruit juice ad.fruit juice ad.fruit juice ad.    

 

 The figure shows that when few cues were present, participants 

under low-motivation conditions did not discriminate between strong 

(M=-0.05; SD=.51) and weak arguments (M=-.11; SD=.41). High-motivation 

participants did discriminate between strong and weak versions with strong 

arguments generating more positive thoughts (M=0.28; SD=0.38) than 

weak arguments (M=-0.10; SD=0.48). 

 However, when sufficient cues were present, the reversed 

pattern was found: low-motivation participants generated more positive 

thoughts when strong arguments were present (M=0.31; SD=0.41) than 

when weak arguments were present (M=0.01; SD=0.50). High-motivation 

participants did however not discriminate between strong (M=0.12; 

SD=0.54) and weak arguments (M=0.08; SD=0.44) when sufficient cues 

were present.  
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 For the pasta sauce ad, the analysis also showed a significant 

effect of argument quality (F(1,191)=15.90; p<.001, η²=.08). Valence was 

higher for participants who saw the version containing strong arguments 

(M=0.24; SD=0.49) than for participants who saw the version containing 

weak arguments (M=-0.02; SD=0.47). No effects were found for motivation 

(F(1,191)=2.16; p=.14), nor for layout (F<1). The two-way interactions were 

not found to be significant (motivation* layout: F(1,191)=1.26; p=.26; 

motivation* argument quality: F(1,191)=1.33; p=.25; layout* argument 

quality: F(1,191)=1.52; p=.22). The three-way interaction between 

motivation, argument quality and layout condition was not found to be 

significant for the pasta sauce ad (F<1).  

 

AttentionAttentionAttentionAttention    

For the fruit juice ad, the univariate analysis showed a significant effect of 

motivation on attention devoted to the ad (F(1,191)=24.57; p<.001; 

η²=.11). High-motivation participants paid more attention (M=4.77; 

SD=1.21) to the ads than low-motivation participants (M=3.88; SD=1.36). 

No effect was found of argument quality on attention devoted to the ad 

(F(1,191)=1.65; p=.20), neither was layout found to affect attention 

devoted to the ad (F(1,191)=2.26; p=.14).  

 For the pasta sauce ad, the univariate analysis showed a 

significant effect of motivation on attention devoted to the ad 

(F(1,191)=17.45; p<.001; η²=.08). High-motivation participants paid more 

attention to the ads (M=4.55; SD=1.25) than low-motivation participants 

(M=3.87; SD=1.05). No effect was found of argument quality nor layout on 

attention devoted to the ad (both F’s<1). See Table 7.6 for means and 

standard deviations. 

 

Table Table Table Table 7777....6666: : : :     Means and standard deviations (Means and standard deviations (Means and standard deviations (Means and standard deviations (betweenbetweenbetweenbetween brackets) for attention  brackets) for attention  brackets) for attention  brackets) for attention 
devoted to the ad per argument qualitydevoted to the ad per argument qualitydevoted to the ad per argument qualitydevoted to the ad per argument quality, layout , layout , layout , layout and motivation and motivation and motivation and motivation 
ccccondition ondition ondition ondition for the fruit juice and pasta sauce adfor the fruit juice and pasta sauce adfor the fruit juice and pasta sauce adfor the fruit juice and pasta sauce adssss    

Weak argumentsWeak argumentsWeak argumentsWeak arguments    Strong argumentsStrong argumentsStrong argumentsStrong arguments     

Few cuesFew cuesFew cuesFew cues    
Sufficient Sufficient Sufficient Sufficient 

cuescuescuescues    Few cuesFew cuesFew cuesFew cues    
Sufficient Sufficient Sufficient Sufficient 

cuescuescuescues    

Fruit juiceFruit juiceFruit juiceFruit juice     

Attention Low- motivation 4.10 (1.42) 4.32 (1.18) 3.31 (1.11) 3.83 (1.51) 

 High-motivation 4.86 (0.95) 4.51 (1.19) 4.53 (1.23) 5.20 (1.37) 

Pasta saucePasta saucePasta saucePasta sauce     

Attention Low- motivation 3.85 (1.12) 3.88 (0.93) 3.54 (1.02) 4.19 (1.06) 

 High-motivation 4.85 (1.07) 4.16 (1.23) 4.57 (1.29) 4.61 (1.39) 

Note:Note:Note:Note:        SSSScales cales cales cales rangedrangedrangedranged from 1 (minimum) to 7 (maximum) from 1 (minimum) to 7 (maximum) from 1 (minimum) to 7 (maximum) from 1 (minimum) to 7 (maximum)    
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Typographic oTypographic oTypographic oTypographic outcomesutcomesutcomesutcomes    

For the fruit juice ad, no effect was found of motivation on readability 

(F(1,191)=3.20; p=.08). Argument quality did not affect the readability of 

the ad (F(1,191)=2.54; p=.11). Layout did, however, affect the readability 

of the ad (F(1,191)=9.37; p<.01; η²=.05). The version with sufficient cues 

was found more readable (M=4.88; SD=1.13) than the version with few 

cues (M=4.37; SD=1.27). No effect was found of motivation on text 

appreciation (F<1). Argument quality was found to affect text appreciation 

(F(1,191)=10.58; p<.01; η²=.05). Ads with strong arguments were 

appreciated more (M=4.06; SD=1.20) than ads with weak arguments 

(M=3.48; SD=1.28). Layout was also found to affect text appreciation 

(F(1,191)=4.13; p<.05; η²=.02). Ads with sufficient cues were appreciated 

more (M=3.95; SD=1.33) than ads with few cues (M=3.59; SD=1.19). 

 For the pasta sauce ad, motivation was not found to affect 

readability (F(1,191)=1.45; p=.23). Argument quality did not affect the 

readability of the ad (F<1). Again, layout did affect the readability of the ad 

(F(1,191)=3.87; p=.05; η²=.02). The version with sufficient cues was found 

more readable (M=4.89; SD=0.94) than the version with few cues 

(M=4.58; SD=1.26). No effect was found of motivation on text appreciation 

(F(1,191)=1.64; p=.20). This time, argument quality did not affect text 

appreciation (F(1,191)=1.72; p<.19). Again, layout was found to affect text 

appreciation (F(1,191)=7.54; p<.01; η²=.04). Ads with sufficient cues were 

appreciated more (M=4.17; SD=1.26) than ads with few cues (M=3.68; 

SD=1.26). See Table 7.7 for means and standard deviations. 

 

Table Table Table Table 7777....7777: : : :     Means and standard deviations (Means and standard deviations (Means and standard deviations (Means and standard deviations (betweenbetweenbetweenbetween brackets) for  brackets) for  brackets) for  brackets) for typographic typographic typographic typographic 
outcomesoutcomesoutcomesoutcomes per argument quality per argument quality per argument quality per argument quality, l, l, l, layout condition ayout condition ayout condition ayout condition and motivation and motivation and motivation and motivation 
condition condition condition condition for the fruit juice and pasta sauce adfor the fruit juice and pasta sauce adfor the fruit juice and pasta sauce adfor the fruit juice and pasta sauce adssss    

Weak argumentsWeak argumentsWeak argumentsWeak arguments    Strong argumentsStrong argumentsStrong argumentsStrong arguments     

Few cuesFew cuesFew cuesFew cues    
Sufficient Sufficient Sufficient Sufficient 

cuescuescuescues    Few cuesFew cuesFew cuesFew cues    
Sufficient Sufficient Sufficient Sufficient 

cuescuescuescues    

Fruit juiceFruit juiceFruit juiceFruit juice         

Readability Low-motivation 4.00 (1.51) 4.83 (1.18) 4.39 (0.95) 4.66 (1.05) 

 High-motivation 4.38 (1.35) 4.74 (1.18) 4.68 (1.17) 5.29 (1.08) 

Low-motivation 3.21 (1.37) 3.70 (1.38) 3.82 (0.99) 4.31 (1.32) Text 
appreciation High-motivation 3.40 (1.16) 3.61 (1.24) 3.91 (1.13) 4.17 (1.31) 

Pasta saucePasta saucePasta saucePasta sauce         

Readability Low-motivation 4.42 (1.40) 4.77 (0.81) 4.46 (1.10) 4.88 (0.97) 

 High-motivation 4.76 (1.35) 4.71 (1.05) 4.65 (1.22) 5.17 (0.89) 

Low-motivation 3.60 (1.32) 3.96 (1.35) 3.52 (1.21) 4.15 (1.29) Text 
appreciation High-motivation 3.59 (1.33) 4.07 (1.30) 3.99 (1.19) 4.50 (1.10) 

Note:Note:Note:Note:        SSSScales cales cales cales rangedrangedrangedranged f f f from 1 (minimum) to 7 (maximum)rom 1 (minimum) to 7 (maximum)rom 1 (minimum) to 7 (maximum)rom 1 (minimum) to 7 (maximum)    
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Persuasion outcomesPersuasion outcomesPersuasion outcomesPersuasion outcomes    

For the fruit juice ad, the univariate analysis of variance did not show an 

effect of motivation on attitude toward the ad (F(1,191)=2.49; p=.12). 

Argument quality did affect attitude toward the ad (F(1,191)=12.32; 

p<.01; η²=.06). Ads containing strong arguments evoked a more positive 

attitude toward the ad (M=4.51; SD=1.04) than ads containing weak 

arguments (M=3.92; SD=1.29). Layout was also found to affect attitude 

toward the ad (F(1,191)=5.34; p<.05; η²=.03). The versions with 

sufficient cues were rated more favorable (M=4.42; SD=1.18) than the 

versions with few cues (M=4.02; SD=1.20). Motivation was not found to 

affect attitude toward the brand (F<1). Argument quality did affect 

attitude toward the brand (F(1,191)=18.59; p<.001; η²=.09). Participants 

held a more positive attitude toward the brand for ads containing strong 

arguments (M=4.94; SD=1.11) than ads containing weak arguments 

(M=4.20; SD=1.28). Layout also affected attitude toward the brand 

(F(1,191)=4.17; p<.05; η²=.02). Participants were more positive toward 

the brand when the ad contained sufficient cues (M=4.76; SD=1.28) than 

when the ad contained few cues (M=4.40; SD=1.20). No effect was found 

of motivation on purchase intentions (F<1) for the fruit juice ad. Again, 

argument quality was found to affect purchase intentions 

(F(1,191)=11.25; p<.01; η²=.06). Participants were more willing to buy 

the product when they were confronted with the version containing strong 

arguments (M=3.99; SD=1.54) than when confronted with the weak 

version (M=3.23; SD=1.60). Layout did not affect purchase intentions 

(F(1,191)=1.15; p=.29).  

 For the pasta sauce ad, the pattern found was the same as for 

the fruit juice ad. Again, the univariate analysis of variance did not show 

an effect of motivation on attitude toward the ad (F<1). Argument quality 

again did affect attitude toward the ad (F(1,191)=8.35; p<.01; η²=.04). 

Ads containing strong arguments evoked a more positive attitude toward 

the ad (M=4.56; SD=1.03) than ads containing weak arguments 

(M=4.10; SD=1.15). Layout was again found to affect attitude toward the 

ad (F(1,191)=4.04; p<.05; η²=.02). The versions with sufficient cues were 

rated more favorable (M=4.50; SD=1.07) than the versions with few cues 

(M=4.18; SD=1.14). Motivation was again not found to affect attitude 

toward the brand (F(1,191)=2.13; p=.15). Argument quality did, again, 

affect attitude toward the brand (F(1,191)=17.54; p<.001; η²=.08). 

Participants held a more positive attitude toward the brand for ads 

containing strong arguments (M=4.89; SD=1.04) than ads containing 

weak arguments (M=4.20; SD=1.28). This time, layout was not found to 

affect attitude toward the brand (F(1,191)=3.32; p=.07). No effect was 
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found of motivation on purchase intentions (F<1). Again, argument quality 

was found to affect purchase intentions (F(1,191)=19.31; p<.001; 

η²=.09). Participants were more willing to buy the product when they were 

confronted with the version containing strong arguments (M=4.13; 

SD=1.58) than when confronted with the weak version (M=3.17; 

SD=1.44). Layout did not affect purchase intentions (F(1,191)=1.20; 

p=.28). See Table 7.8 for means and standard deviations. 

 

Table Table Table Table 7777....8888: : : :     Means and standard deviations (Means and standard deviations (Means and standard deviations (Means and standard deviations (betweenbetweenbetweenbetween brackets) for  brackets) for  brackets) for  brackets) for persuasion persuasion persuasion persuasion 
outcomesoutcomesoutcomesoutcomes per  per  per  per argument quality condition, layout condition and argument quality condition, layout condition and argument quality condition, layout condition and argument quality condition, layout condition and 
motivation condition for the fruit juicemotivation condition for the fruit juicemotivation condition for the fruit juicemotivation condition for the fruit juice and past and past and past and pasta sauce a sauce a sauce a sauce adadadadssss    

Weak argumentsWeak argumentsWeak argumentsWeak arguments    Strong argumentsStrong argumentsStrong argumentsStrong arguments     

Few cuesFew cuesFew cuesFew cues    
Sufficient Sufficient Sufficient Sufficient 

cuescuescuescues    Few cuesFew cuesFew cuesFew cues    
Sufficient Sufficient Sufficient Sufficient 

cuescuescuescues    

Fruit juiceFruit juiceFruit juiceFruit juice         

Low-motivation 4.07 (1.32) 4.07 (1.13) 4.38 (0.72) 4.87 (0.90) Attitude 
toward ad High-motivation 3.53 (1.32) 4.04 (1.37) 4.13 (1.24) 4.65 (1.11) 

Low-motivation 4.22 (1.13) 4.35 (1.16) 4.78 (0.92) 5.18 (1.09) Attitude 
brand High-motivation 4.04 (1.48) 4.22 (1.35) 4.56 (1.11) 5.25 (1.23) 

Low-motivation 3.10 (1.50) 3.43 (1.61) 3.94 (1.33) 4.29 (1.58) Purchase 
intentions High-motivation 3.38 (1.78) 3.02 (1.55) 3.54 (1.59) 4.18 (1.61) 

Pasta Pasta Pasta Pasta 
saucesaucesaucesauce    

     

Low-motivation 4.01 (1.45) 4.29 (1.07) 4.33 (0.95) 4.72 (1.02) Attitude 
toward ad High-motivation 3.89 (0.95) 4.24 (1.11) 4.47 (1.10) 4.71 (1.04) 

Low-motivation 3.98 (1.38) 4.30 (1.49) 4.49 (1.24) 4.92 (1.01) Attitude 
brand High-motivation 4.22 (1.18) 4.29 (1.12) 4.88 (0.88) 5.25 (0.93) 

Low-motivation 3.17 (1.52) 3.43 (1.46) 3.46 (1.48) 4.35 (1.61) Purchase 
intentions High-motivation 3.17 (1.22) 2.94 (1.58) 4.33 (1.41) 4.34 (1.71) 

Note:Note:Note:Note:        SSSScales cales cales cales rangedrangedrangedranged from 1 (minimum) to 7 (maximum) from 1 (minimum) to 7 (maximum) from 1 (minimum) to 7 (maximum) from 1 (minimum) to 7 (maximum)    

 

7.3.97.3.97.3.97.3.9    Conclusion and discussionConclusion and discussionConclusion and discussionConclusion and discussion    

The aim of this study was to investigate through what mechanism 

typographic layout affects persuasion outcomes. It was suggested that 

layout may affect persuasion outcomes in four different ways: (1) as a 

peripheral cue; (2) through selective processing; (3) through experiential 

processing; and (4) indirectly by increasing/ decreasing MOA. For each of 

these four mechanisms hypotheses were formulated in which the 

combination of motivation, argument strength and layout were taken into 

account. These hypotheses were summarized in Table 7.4. 
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 In the experiment, two ads - one for fruit juice and one for pasta 

sauce - were tested. For both ads, a version with strong and a version with 

weak arguments was created. These versions were shown to 199 

participants in a layout condition that contained either few cues or 

sufficient cues. Participants saw both ads in the same condition, under 

either high or low-motivation circumstances. The results showed a positive 

effect of typographic cues on readability, text appreciation and persuasion 

outcomes. As no interactions were found with motivation to process or 

argument quality, none of the patterns described in the hypotheses were 

confirmed. It should be noted that the expected two-way interaction 

between motivation and argument strength was not found for either 

perceived argument strength or thought valence. Furthermore, this 

interaction was not found with any of the other measures either. This 

suggests that the manipulation of motivation to process did not work 

sufficiently.  

 

The effects of typographic layout on readability and text appreciation The effects of typographic layout on readability and text appreciation The effects of typographic layout on readability and text appreciation The effects of typographic layout on readability and text appreciation 

(RQ1a(RQ1a(RQ1a(RQ1a/ / / / b)b)b)b)    

For both ads the versions that included sufficient cues were considered 

easier to read than the versions with few cues. Versions with sufficient cues 

were also appreciated more than the versions with few cues. Motivation 

was not found to affect these typographic outcomes. In Chapter 3 it was 

suggested that typographic cues help readers in understanding the text by 

signaling the relevance and relations among text parts. Just as in Study 4, 

this study supports this notion. The same applies to text appreciation: it 

was suggested that ads containing more typographic cues are, to a certain 

extent, appreciated more, because they are visually more complex. This is 

again confirmed in this study. Moreover, ads containing strong and weak 

arguments did not differ in readability, but participants appreciated ads 

containing strong arguments more than ads containing weak arguments. 

 

The effects of typographic layout on persuasion outcomes (RQ2)The effects of typographic layout on persuasion outcomes (RQ2)The effects of typographic layout on persuasion outcomes (RQ2)The effects of typographic layout on persuasion outcomes (RQ2)    

With regard to persuasion outcomes, the results of the study showed 

approximately the same pattern for both ads. In general, the presence of 

typographic cues was found to positively affect persuasion outcomes.  

 First of all, the arguments for both ads were indeed considered 

more persuasive in the strong argument condition than in the weak 

argument condition. This effect was found regardless of the level of 

motivation or layout condition. As has been argued previously, argument 

strength is often used as a manipulation check on ability/ motivation 

manipulations. If participants are indeed low in ability, they are expected 
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to not discriminate between strong and weak arguments, because it 

takes too much effort to determine argument strength. However, 

participants high in motivation should discriminate between strong and 

weak arguments. They are eager to determine the benefits of the product 

and the most reliable way to do this is by weighing the arguments, 

however. As no interaction was found between argument quality and 

argument strength on most of the measures, it must be concluded that 

they processed the ads under high-elaboration conditions, regardless of 

the motivation manipulation.  

 When considering the persuasion outcomes, the results show 

that the versions containing sufficient typographic cues generally score 

higher than the versions containing only few cues. For the fruit juice ad, 

this finding was significant for attitude toward the ad and attitude toward 

the brand. For the pasta sauce ad this was only found to be significant for 

attitude toward the ad. No effects were found on purchase intentions for 

both products. Assuming that participants did indeed process the ad 

under high-elaboration conditions (as they discriminated between strong 

and weak arguments in both conditions), this pattern only fits with the 

pattern predicted by hypothesis 3a: the experiential processing 

hypothesis. According to this hypothesis, even participants high in 

elaboration can be affected by feelings evoked by the use of typographic 

cues. As the use of typographic cues was also found to increase the 

readability and the appreciation of the ad, and assuming that this evokes 

positive feelings, this hypothesis may account for these findings.  

 However, acceptance of the experiential processing hypothesis 

does not mean that the other hypotheses can be rejected. Because it 

seems unlikely that participants processed the ads under low-elaboration 

conditions, it may still be possible that, under low-elaboration conditions, 

layout acts as a peripheral cue (H1). Furthermore, layout may still guide 

low-motivation readers in what information to attend to and thus 

stimulate them to selectively pay attention to some parts of the ad (H2) or 

stimulate them to pay more attention to the ad in general (H4).  

 The thought valence measure shows something quite 

remarkable for the fruit juice ad. Here, a three-way interaction was found 

between motivation, argument quality and layout. Under low-motivation 

conditions, participants did not discriminate between strong and weak 

arguments when few cues were present, but they did discriminate 

between strong and weak arguments when sufficient cues were present. 

This may suggest that the lack of typographic cues prevented them from 

processing the ad carefully or that motivation to process the ad had 

decreased. 
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  Nevertheless, as this pattern was not found for any of the other 

measures and was also not found for the pasta sauce ad, this conclusion 

is very tentative. In the high-motivation condition, the reverse pattern was 

found for the fruit juice ad: when few cues were present, participants 

discriminated between strong and weak arguments, but they did not do 

so when sufficient cues were present. This pattern was not suggested in 

any of the hypotheses. As participants did generally discriminate between 

strong and weak arguments, it may be possible that the use of 

typographic cues distracted them from processing the ad deeply.  

 Another explanation may be that the use of typographic cues 

generated more positive thoughts in general, overruling the effect of 

argument strength. In the latter case, experiential effects may account for 

the findings. Again, this conclusion should be taken with caution, as the 

pattern was not found for any of the other measures and was not found 

for the pasta sauce ad.  

 

Suggestions for future researchSuggestions for future researchSuggestions for future researchSuggestions for future research    

The results of this study again showed that the manipulation of 

motivation was troublesome. In the studies described in this research, the 

manipulations all made an attempt to increase the motivation of 

participants in the high-motivation condition. However, it seems that 

participants are already motivated to process the ads, presumably 

because of the experimental setting. Therefore, if one wants to create 

different levels of elaboration in future research, therefore, one may try to 

decrease motivation for participants in the low-motivation condition, or, 

as was done in Study 3 and 4, try to prevent participants from processing 

the message.  
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8 Summary and conclusion 
 

8.1 Summary 

 

8.1.18.1.18.1.18.1.1    The persuasion processThe persuasion processThe persuasion processThe persuasion process    

In Chapter 1, the theory of persuasion was set out. Based on the 

Elaboration Likelihood Model (Petty & Cacioppo, 1986a; Petty & Wegener, 

1999), the Heuristic-Systematic Model (Chaiken, 1987; Chen & Chaiken, 

1999) and comments of Meyers-Levy and Malaviya (1999), three routes 

to persuasion were discerned: (1) central (or systematic) processing; (2) 

peripheral (or heuristic) processing; and (3) experiential processing.  

 Central processing can be characterized by a deep processing 

of all the information in the ad. Persuasion outcomes are determined by 

the quality of arguments used in the ad. When strong arguments are 

used, positive thoughts are evoked and persuasion is likely to be positive. 

When weak arguments are used, negative thoughts are evoked and 

persuasion is likely to be negative.  

 Peripheral processing can be characterized in a qualitative way 

or in a quantitative way. The quantitative way involves a less effortful way 

of processing the ad in terms of the amount of information readers 

process and is also referred to as selective processing. When following 

this route, readers process only some of the information in the ad 

intensively, instead of all information as is the case with central 

processing. Under selective processing conditions, persuasion outcomes 

are determined by the quality of the selection of the arguments 

processed. The qualitative way involves a less effortful way of processing 

the ad in terms of choosing less effortful processing strategies. In this 

case, readers base their opinion on peripheral cues, such as a nice 

picture, or on the use of heuristics (easy rules of thumbs). An example of 

a heuristic is the number of arguments rule of thumb: the more 

arguments are mentioned; the more likely it is that the product advertised 

for is of good quality. This process is called peripheral processing. 

 Experiential processing involves readers to base their judgment 

on the feelings evoked by the processing of the ad. For instance, when 

readers think they process the ad very fluently, positive feelings are 

evoked and persuasion outcomes are likely to be positive.  
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 What route to persuasion readers follow depends on their level 

of elaboration, or the amount of effort they are willing and able to put in 

processing the ad. When elaboration is low, readers are likely to process 

the ad superficially, following the peripheral route. Because readers only 

process the ad superficially, persuasion outcomes are not very strong: 

readers are willing to change their opinion easily. When elaboration is 

high, readers are likely to process the ad extensively, following the central 

route. Because of the deep processing of the ad, persuasion outcomes 

are likely to be resistant to counter argumentation and are likely to 

remain over time. Experiential processing may occur under both high and 

low levels of elaboration. It is unclear how persistent persuasion 

outcomes are when readers follow this route.  

 Elaboration, in turn, is determined by pre- and post-exposure 

levels of motivation, opportunity and ability (MOA). Pre-exposure 

motivation is affected by factors such as Need for Cognition, personal 

relevance, perceived risk and imminence of the decision. Pre-exposure 

ability and opportunity is affected by factors such as prior knowledge, 

intelligence, cultural background, language proficiency and distraction. All 

these factors together determine the level of elaboration before 

encountering the ad.  However, factors present in the ad can affect the 

level of elaboration after exposure to the ad as well. These factors are 

known as post-exposure MOA factors. Ad characteristics, such as 

prominent stimuli, visual complexity, novel stimuli, relevance of the brand 

and curiosity about the brand can affect motivation after exposure to the 

ad. Factors such as framing, repeating information, prominent stimuli and 

analogies can affect the ability/ opportunity to process the ad. 

 Based on the mechanisms described here, several ways in 

which text variables affect persuasion outcomes can be distinguished. A 

text variable may affect persuasion outcomes directly by (1) acting as a 

central argument; (2) acting as a peripheral cue; (3) by stimulating 

selective processing; or (4) by acting as an experiential cue. Furthermore, 

a text variable may exert an indirect effect on persuasion outcomes by 

affecting the level of elaboration as a post-exposure MOA factor (5).  

 

8.1.28.1.28.1.28.1.2    Typographic layoutTypographic layoutTypographic layoutTypographic layout    

Chapter 2 dealt with typographic layout. Typography “deals with the form, 

spacing and layout of words and sentences of a written or displayed 

communication message” (McCarthy & Mothersbaugh, 2002, p. 664). 

Typographic devices are all aspects that affect the appearance of a text. All 

together they form the typographic layout of a message. 
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 Typographic devices can be categorized into three coding 

modes: (1) textual devices; (2) spatial devices; and (3) graphic devices. 

Textual devices include factors such as type style, type size, case, and 

treatment. Spatial devices include factors such as spacing between 

words, characters and lines, justification, line length and margins. Graphic 

devices include factors such as tables and graphs. 

 Three cognate strategies were described in which typographic 

devices can be applied to a text: (1) arrangement and emphasis; (2) 

clarity and conciseness; and (3) tone and ethos. The first strategy means 

that typographic layout should help the reader in understanding the text 

easily and without hesitation. This can be done by (1) making the text 

structure visible by marking the relevance of text elements and (2) by 

making relations among text elements visible. The relevance of text 

elements can be made visible by means of the principle of Figure-ground 

contrast. This principle means that elements that are visually distinct 

from others are more likely to stand in the front and thus indicate the 

relevance of the element. The relations among text parts can be made 

visible by principles of grouping, such as the principle of similarity and 

proximity. The more elements look like each other and the closer they are 

to each other, the more likely readers are to think they belong together. 

These principles can therefore be used to indicate the relations among 

text parts. The strategy of clarity and conciseness (strategy 2) involves 

that a writer should keep in mind not to use too few or too many devices 

to indicate the relevance and relations among text parts (Kostelnick & 

Roberts, 1998). The third and last strategy, tone and ethos, means that 

typographic layout should match with the writer’s attitude towards the 

reader and the subject, establishing a trusting relationship with the 

reader.  

 The three strategies together determine the rhetorical 

appropriateness of a design. This means that a document is designed in 

such a way that the reader responds as desired by the writer. For 

instance, when a typographic layout adds to the emphasis and 

arrangement of a text, strikes the right tone and ethos, and when rules of 

clarity and conciseness are kept in mind, it is said to be rhetorically 

appropriate. 

 

8.1.38.1.38.1.38.1.3    Typographic layout and persuasionTypographic layout and persuasionTypographic layout and persuasionTypographic layout and persuasion    

Chapter 3 described the role of typographic layout in the persuasion 

process. In 2002, McCarthy and Mothersbaugh developed a model in 

which the role of typographic layout in the persuasion process is 

described. They hypothesized that typographic layout affects typographic 
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outcomes, such as legibility, appearance and semantic associations. 

Furthermore, they argued that typographic layout affects persuasion both 

directly and indirectly, similar to the mechanisms described in the first 

chapter. 

 It was argued that the typographic outcomes as described by 

McCarthy and Mothersbaugh (2002) should be redefined. Legibility 

should be replaced by the broader term readability: the ease with which a 

message is processed. Typography not only affects legibility, but is also 

likely to help the reader in understanding a message. Typographic layout 

is suggested to increase the readability of an ad by indicating the 

relevance of and relations among text parts in the ad. This can be 

achieved by using the principle of Figure-ground contrast and the 

principles of proximity and similarity, respectively. Furthermore, 

appearance should be replaced by text appreciation: the way readers 

appreciate the overall look and feel of the appearance of the ad. Several 

factors were identified through which typographic layout may affect text 

appreciation, such as visual complexity, novelty and surprise. Finally, the 

definition of semantic association was somewhat refined - i.e. 

connotations that consumers derive about the text or brand that add 

meaning to the text’s actual semantic content and which are seen as an 

artful deviation. It was argued that the effects of typographic layout on 

semantic associations are comparable to the effects of visual tropes. 

 Chapter 3 also explained how typographic layout may affect 

persuasion outcomes. First of all, it was argued that typographic layout is 

not likely to affect persuasion as a central argument, unless typography 

acts as a typographic trope. Furthermore, typography may affect the 

persuasion process by stimulating selective processing under 

low-elaboration conditions, when the relevance of text parts is indicated 

appropriately. Typography was also suggested to affect persuasion 

outcomes as a peripheral cue, by evoking the number of arguments rule 

of thumb or by indicating the relevance of the brand. In addition, it was 

hypothesized that typographic layout evokes positive feelings (through the 

readability and text appreciation of the ad), which affect persuasion 

outcomes through experiential processing. Lastly, it was suggested that 

typographic layout affects post-exposure MOA outcomes by increasing/ 

decreasing the motivation/ ability to process the message. For instance, 

when typographic devices really help the reader, he may be more able 

and willing to process the message. 



 

 185185185185    

Because there have been few experimental investigations into the role of 

typographic layout in the persuasion process, only research questions 

with regard to the role of layout in the persuasion process were 

formulated. These questions and the supposed relations among 

typographic layout, typographic outcomes and persuasion outcomes are 

depicted in Figure 8.1. 

 

RQRQRQRQcentralcentralcentralcentral::::    How does typographic layout affect the processing of product How does typographic layout affect the processing of product How does typographic layout affect the processing of product How does typographic layout affect the processing of product 

advertisements?advertisements?advertisements?advertisements?    

RQ1:RQ1:RQ1:RQ1:    Does typographic layout affect typographic outcomes?Does typographic layout affect typographic outcomes?Does typographic layout affect typographic outcomes?Does typographic layout affect typographic outcomes?    

RQ1a: Does typographic layout affect the readability of product 

advertisements? 

RQ1b: Does typographic layout affect the text appreciation of product 

advertisements? 

RQ2:RQ2:RQ2:RQ2:    Does typographic layout affect persuasion outcomes?Does typographic layout affect persuasion outcomes?Does typographic layout affect persuasion outcomes?Does typographic layout affect persuasion outcomes?    

RQ2a: Does typographic layout affect persuasion outcomes directly and 

if so, through what mechanism (as peripheral cue, attention 

grabber or experiential cue)? 

RQ2b: Does typographic layout affect persuasion outcomes indirectly 

(via post-exposure MOA)? 

 

8.18.18.18.1.4.4.4.4    The experimental studiesThe experimental studiesThe experimental studiesThe experimental studies    

The research questions stated above were investigated by means of six 

experimental studies. Study 1 investigated the effects of an increase in the 

number of typographic devices on typographic outcomes. Four versions of 

an ad for a digital camera were created in which an increasing number of 

typographic cues were present: (1) virtually no typographic cues, only the 

header was made to stand out by means of type size and type weight; (2) 

subheader and pay-off were made to stand out by means of type size and 

type weight; (3) white space was added to the body text and all elements 

were separated by means of white space; and (4) bullets were added to the 

arguments provided in the body text. The results showed that the version in 

which bullets were added (version 4) was more readable than the version in 

which the subheader and pay-off were made to stand out by means of type 

size and type weight (version 2). No effect was found on text appreciation. 
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PrePrePrePre----exposure factorsexposure factorsexposure factorsexposure factors        
Degree of Degree of Degree of Degree of 

elaborationelaborationelaborationelaboration    
Attitude Attitude Attitude Attitude 
strengthstrengthstrengthstrength 

MotivationMotivationMotivationMotivation    
Opportunity/ Opportunity/ Opportunity/ Opportunity/ 

abilityabilityabilityability    
 

 
Type of Type of Type of Type of 

processingprocessingprocessingprocessing 
 

   

  

 

Central 
processing 

 

NFC, personal 
relevance, 

perceived risk, 
imminence of 
decision, etc. 

Prior knowledge, 
intelligence, 

cultural 
background, 

distraction, etc. 

 

  

PostPostPostPost----exposure factorsexposure factorsexposure factorsexposure factors    

  

Experiential 
processing  

 
MotivatMotivatMotivatMotivationionionion    

Opportunity/ Opportunity/ Opportunity/ Opportunity/ 
abilityabilityabilityability       

   

  

Selective 
processing 

 

   

   

Attract attention, 
stimulate brand 

processing 

Activate relevant 
knowledge 
structures, 

provide redundant 
information, 
create new 
knowledge 
structures 

 

High 
 
 
 
 
 
 
 
 
 
 
 
 

Low 

 

Peripheral 
processing 

 

Strong 
 
 
 
 
 
 
 
 
 
 
 
 

Weak 

             RQ3         RQ2  

               

    

Typographic devicesTypographic devicesTypographic devicesTypographic devices    
Textual devices 
Spatial devices 
Graphic devices    

Typographic Typographic Typographic Typographic 
outcomesoutcomesoutcomesoutcomes    

Readability 
Text appreciation 

Semantic 
associations  

    RQ1a/b              

Figure Figure Figure Figure 8888....1111::::    Schematic overview of the role of typographic layout in theSchematic overview of the role of typographic layout in theSchematic overview of the role of typographic layout in theSchematic overview of the role of typographic layout in the        
persuasion process (based on the model by McCarthy & persuasion process (based on the model by McCarthy & persuasion process (based on the model by McCarthy & persuasion process (based on the model by McCarthy & 
Mothersbaugh, 2002, p.665)Mothersbaugh, 2002, p.665)Mothersbaugh, 2002, p.665)Mothersbaugh, 2002, p.665)    
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 Study 2 examined the effects of white space and bullets on the 

persuasion process. Again, four versions of an ad for a digital camera were 

created in which the presence of white space (present/ absent) and the 

presence of bullets (present/ absent) were systematically varied. 

Furthermore, for half of the participants motivation to process was 

manipulated by increasing the relevance of the ad to the reader. The 

results showed no effects of the use of bullets. Furthermore, the use of 

white space was found to increase the readability of the ad, but not the text 

appreciation of the ad. No effects were found on persuasion outcomes. 

 Study 3 explored the effects of type size and type weight on the 

persuasion process. This time, an ad for a digital camera and an ad for 

toothpaste were used. The presence of type size and type weight was 

systematically varied for both ads. In addition, ability to process was 

manipulated by distracting half of the participants from processing the ads. 

The results showed no effects for the digital camera ad. For the toothpaste 

ad, interactions were found with regard to type size and type weight. For 

both typographic outcomes and persuasion outcomes, similar patterns 

were found: if both type size and type weight were present or absent, 

readability, text appreciation and persuasion outcomes decreased 

compared to the versions in which only type size or type weight were 

present. 

 Study 4 was a replication of Study 3. Again, the toothpaste ad 

was used and systematically varied in both type size and type weight. Again, 

ability to process was manipulated. This time, no effects of typographic 

layout on either typographic outcomes or persuasion outcomes were found. 

 Study 5 took a somewhat different approach. This time, the 

effects of the number of typographic cues were investigated. For three 

products (shampoo, showering gel and moisturizing cream), three ads were 

created. Of each of these nine ads, three versions were made: one 

containing only few cues, one containing sufficient cues and one containing 

many cues. Motivation to process was also manipulated by increasing the 

relevance of the ad for half of the participants. The results showed that the 

versions with few cues scored lower on readability, text appreciation and 

persuasion outcomes than both the versions with sufficient and many cues. 

 The last study, Study 6, took a closer look at the mechanisms 

through which typographic layout may affect persuasion outcomes. This 

time, an ad for fruit juice and an ad for pasta sauce were used. In these 

ads, the quality of the arguments (strong/ weak) and the number of 

typographic cues (few/ sufficient) were systematically varied. Furthermore, 

motivation to process was manipulated by increasing the relevance of the 

ad for half of the participants. For both ads the results showed that the 
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versions containing sufficient cues were found more readable and were 

appreciated more than versions containing few cues. In addition, the 

sufficient cues versions were found more persuasive than the few cues 

versions. Table 8.1 provides an overview of the results of the six 

experimental studies.  

 

8.2 Implications for theory 

In general, it was found that typographic layout is indeed capable of 

increasing the readability, text appreciation and persuasion outcomes of an 

ad, but only under certain circumstances: 

 

1. The results of the studies are inconsistent. Sometimes effects were 

found, sometimes no effects at all were found.  

2. The effects of typographic layout on typographic outcomes and 

persuasion outcomes are mostly only small.  

3. No strong evidence was found for the hypothesized inverted U-shaped 

relationship between typographic signals and typographic outcomes.  

4. The studies do not provide insight into the question through what 

mechanisms typographic layout does affect persuasion outcomes. 

 

All in all, the model that was suggested in Chapter 3 (see also  in this 

chapter) can neither be confirmed nor be discarded. More research is 

needed to identify the circumstances under which typographic layout 

affects typographic outcomes and persuasion outcomes. In the following, 

these points are discussed for readability (RQ1a), text appreciation 

(RQ1b) and persuasion outcomes (RQ2a/b), respectively.  

 

8.2.18.2.18.2.18.2.1    The effects of typographic layout on readability (RQ1a)The effects of typographic layout on readability (RQ1a)The effects of typographic layout on readability (RQ1a)The effects of typographic layout on readability (RQ1a)    

In Study 1, 5 and 6 the number of typographic signals was varied. The 

results of these studies consistently showed that the more typographic 

cues were used, the better readable the ad became.  

 In Study 2, 3 and 4 typographic cues were investigated on their 

own and in interaction with each other. These studies did not provide 

consistent results. Study 2 showed that application of white space 

increased readability, but the use of bullets did not. Study 3 showed that 

type size and type weight interacted with each other. If only type size or 

type weight was varied, readability was found to increase. If both type size 

and type were varied and if both type size and type weight were not 

varied, readability was found to decrease. This effect was only found for 

the toothpaste ad and not for the digital camera ad, however.  
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Table Table Table Table 8888....1111::::    Overview of the results of study 1Overview of the results of study 1Overview of the results of study 1Overview of the results of study 1----6: effects on readability, text appreciation and persuasion outcomes6: effects on readability, text appreciation and persuasion outcomes6: effects on readability, text appreciation and persuasion outcomes6: effects on readability, text appreciation and persuasion outcomes    

StudyStudyStudyStudy    VariablesVariablesVariablesVariables    Effects on readabilityEffects on readabilityEffects on readabilityEffects on readability    Effects on text appreciationEffects on text appreciationEffects on text appreciationEffects on text appreciation    Effects on peEffects on peEffects on peEffects on persuasion outcomesrsuasion outcomesrsuasion outcomesrsuasion outcomes    

1.1.1.1.    Number of typographic signalsNumber of typographic signalsNumber of typographic signalsNumber of typographic signals: 
(1) virtually none/ (2) type size 
& type weight/ (3) type size, 
type weight and white space/ 
(4) type size, type weight, white 
space and bullets 

Digital camera:  
- Version 4 (type size, type weight, 

white space & bullets) more 
readable than version 2 (type size 
& type weight) 

Digital camera:  
- No effects 

 

2.2.2.2.    White spaceWhite spaceWhite spaceWhite space: present/ absent 
BulletsBulletsBulletsBullets: present/ absent 
MotivationMotivationMotivationMotivation: high/ low 

Digital camera:  
- Versions with white space more 

readable than versions without 
white space 

- No effects of bullets 
- High-motivation participants found 

the ads easier to read than low-
motivation participants  

Digital camera:  
- No effects of white space 
- No effects of bullets 
- No effects of motivation 

Digital camera:  
- No effects of white space 
- No effects of bullets 
- Participants high in motivation were 

persuaded more than participants 
low in motivation (only for PI, not for 
Aad and Ab) 

Toothpaste:  
- Versions in which both type size 

and type weight were either 
present or absent were less 
readable than versions in which 
only type size or only type weight 
was present 

- No effects of ability 

Toothpaste:  
- Versions in which both type size 

and type weight were either 
present or absent were appreciated 
less than versions in which only 
type size or only type weight was 
present 

- No effects of ability 

Toothpaste: 
- Versions in which both type size 

and type weight were either present 
or absent were appreciated less 
than versions in which only type 
size or only type weight was present 
(only for Aad and Ab, not for PI)  

- No effects of ability 

3.3.3.3.    Type sizeType sizeType sizeType size: present/ absent 
BulletsBulletsBulletsBullets: present/ absent 
AbilityAbilityAbilityAbility: high/ low 
 
 

Digital camera:  
- No effects of type size 
- No effects of type weight 
- No effects of ability 

Digital camera:  
- No effects of type size 
- No effects of type weight 
- No effects of ability 

Digital camera:  
- No effects of type size 
- No effects of type weight 
- No effects of ability 
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Table 8.1 Table 8.1 Table 8.1 Table 8.1     (continued)(continued)(continued)(continued)    

StudyStudyStudyStudy    VariablesVariablesVariablesVariables    Effects on readabilityEffects on readabilityEffects on readabilityEffects on readability    Effects on text appreciationEffects on text appreciationEffects on text appreciationEffects on text appreciation    Effects on persuasion outcomesEffects on persuasion outcomesEffects on persuasion outcomesEffects on persuasion outcomes    

Toothpaste:  
- No effects of type size 
- No effects of type weight 
- No effects of ability 

Toothpaste:  
- No effects of type size 
- No effects of type weight  
- No effects of ability 

Toothpaste:  
- No effects of type size 
- No effects of type weight  
- No effects of ability 

4.4.4.4.    Type Type Type Type sizesizesizesize: present/ absent 
BulletsBulletsBulletsBullets: present/ absent 
AbilityAbilityAbilityAbility: high/ low 
 

Digital camera:  
- No effects of type size 
- No effects of type weight  
- No effects of ability 

Digital camera:  
- No effects of type size 
- No effects of type weight  
- No effects of ability 

Digital camera:  
- No effects of type size 
- No effects of type weight  
- No effects of ability 

5.5.5.5.    Number of cuesNumber of cuesNumber of cuesNumber of cues: few/ 
sufficient/ many 
MotivationMotivationMotivationMotivation: high/ low 
Product:Product:Product:Product: showering gel/ 
moisturizing cream/ shampoo 

Showering gel, moisturizing cream 
and shampoo 
- Versions in which only few cues 

were present were found less 
readable than versions in which 
sufficient or many cues were 
present 

- No effects of motivation 
- Shampoo more readable than 

showering gel and moisturizing 
cream 

Showering gel, moisturizing cream 
and shampoo 
- Versions in which only few cues 

were present were appreciated less 
than versions in which sufficient or 
many cues were present 

- No effects of motivation 
- Shampoo appreciated most 

followed by showering gel and 
moisturizing cream 

Showering gel, moisturizing cream 
and shampoo 
- Versions in which only few cues 

were present were less persuasive 
than versions in which sufficient or 
many cues were present (for Aad, 
Ab and PI) 

- No effects of motivation 
- Shampoo highest, followed by 

showering gel and moisturizing 
cream (no difference for Ab) 
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Table 8.1 Table 8.1 Table 8.1 Table 8.1     (continued)(continued)(continued)(continued)    

StudyStudyStudyStudy    VariablesVariablesVariablesVariables    Effects on readabilityEffects on readabilityEffects on readabilityEffects on readability    Effects on text appreciationEffects on text appreciationEffects on text appreciationEffects on text appreciation    Effects on persuasion outcomesEffects on persuasion outcomesEffects on persuasion outcomesEffects on persuasion outcomes    

6.6.6.6.    Number of cuesNumber of cuesNumber of cuesNumber of cues: few/ 
sufficient 
Argument qualityArgument qualityArgument qualityArgument quality: strong/ weak 
AbilityAbilityAbilityAbility: high/ low 

Fruit juice: 
- Versions in which only few cues 

were present were found less 
readable than versions in which 
sufficient cues were present 

- No effects of argument quality 
- No effects of ability 
 

Fruit juice: 
- Versions in which only few cues 

were present were appreciated less 
than versions in which sufficient 
cues were present  

- Versions containing strong 
arguments were appreciated more 
than versions containing weak 
arguments 

- No effects of ability 
 

Fruit juice: 
- Versions in which only few cues 

were present were less persuasive 
than versions in which sufficient 
cues were present (only for Aad 
and Ab, not for PI)  

- Versions containing strong 
arguments were more persuasive 
than versions containing weak 
arguments (for Aad, Ab and PI) 

- No effects of ability 

     Pasta sauce: 
- Versions in which only few cues 

were present were found less 
readable than versions in which 
sufficient cues were present  

- No effects of argument quality  
- No effects of ability 

Pasta sauce: 
- Versions in which only few cues 

were present were appreciated less 
than versions in which sufficient 
cues were present  

- No effects of argument quality  
- No effects of ability 

Pasta sauce: 
- Versions in which only few cues 

were present were less persuasive 
than versions in which sufficient 
cues were present (only for Aad, 
not for Ab and PI)  

- Versions containing strong 
arguments were more persuasive 
than versions containing weak 
arguments (for Aad, Ab and PI) 

- No effects of ability 

 



 

In addition, these findings were not replicated in Study 4, in which type 

size and type weight were varied as well. For all studies, the effect sizes 

(η2) varied between .02 and .13.  

 On the basis of these findings, it can be concluded that (1) the 

effects of typographic layout on readability are inconsistent; (2) effects of 

typographic layout on readability are only small; (3) no strong evidence 

exists for the hypothesized inverted U-shaped relationship between 

typographic layout and readability.  

 

Effects of typographic layout on readability are Effects of typographic layout on readability are Effects of typographic layout on readability are Effects of typographic layout on readability are inconsistentinconsistentinconsistentinconsistent    

The studies showed inconsistent effects of typographic layout on 

readability. First of all, it seems that different cues exert different effects 

on readability. For instance, signaling the relations among text parts (e.g. 

by means white space) or signaling the relevance of text parts (e.g. by 

means of type size) may exert different effects on readability. No 

categorization of typographic devices on these dimensions exists. Such a 

categorization would be fruitful for designers: it can provide a practical 

tool for choosing devices to signal relations or relevance. Moreover, it can 

provide more insight into the effects of typographic devices on readability 

and the way readers use typographic cues when processing a text. It 

might be, for instance, that readers make stronger use of signals that 

provide information about the relevance of text parts than devices that 

indicate the relations among text parts and that these devices therefore 

exert greater impact on readability scores (or vice versa). However, more 

research is needed to make such a categorization. 

 Second, the results of the studies suggest that typographic 

devices interact with each other. For instance, type size and type weight 

were found to interact with each other, and effects of typographic layout 

on readability were strongest when the number of typographic cues was 

varied (instead of the presence or absence of specific cues). Again, a 

categorization of typographic cues based on whether they signal relations 

among or relevance of text parts (or both) may provide more insight into 

the way typographic devices interact with each other. Furthermore, the 

finding that sometimes typographic devices affected readability scores 

and sometimes did not affect readability scores can also be explained by 

possible interactions with other variables. Throughout the studies, several 

of such variables were suggested. Examples are: verbal complexity of the 

ad, visual complexity of the ad, product shown in the ad, appearance of 

surrounding ads and reader characteristics. In future research, therefore, 

these variables may be systematically varied as well. 
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Effects of typographic layout on readability are only smallEffects of typographic layout on readability are only smallEffects of typographic layout on readability are only smallEffects of typographic layout on readability are only small    

If typographic layout was found to affect readability, the effects were mostly 

only small. This may have several reasons. First of all, typographic layout 

may only have just a small impact on readability. Second, the texts used in 

the experiments may also had enough verbal cues to signal relevance and 

relations and that readers therefore relied less heavily on the visual cues. 

Third, most readers know how advertisements are structured and therefore 

do not need visual cues to process them. Besides, advertisements mostly 

contain little text, which also explains why typographic layout only exerts a 

small effect. Fourth, the typographic manipulations were mostly modest, 

which may also provide an explanation for the small effects. Last, 

typographic cues such as color (not investigated in the study) or placement 

on the page may exert greater impact. 

 In future research, therefore, both verbal and visual cues 

should be manipulated systematically. Furthermore, the effects of 

typographic layout in settings other than advertising must be investigated. 

Finally, typographic devices other than the ones investigated in the 

studies here are in need of further investigation. 

 

No strong evidence eNo strong evidence eNo strong evidence eNo strong evidence exists for the hypothesized inverted Uxists for the hypothesized inverted Uxists for the hypothesized inverted Uxists for the hypothesized inverted U----shaped shaped shaped shaped 

relationship between typographic layout and readabilityrelationship between typographic layout and readabilityrelationship between typographic layout and readabilityrelationship between typographic layout and readability    

No conclusive answer can be given to the question whether typographic 

layout and readability have a U-shaped relationship with each other. 

Support was found for the first half of the inverted U: the studies 

consistently showed that the more typographic cues were used, the better 

readable the ads were found. No consistent results were found for the 

second half of the inverted U: only in Study 3 a decrease in readability 

was found when too many signals were present. This finding was not 

replicated in the other studies, however. It may be that in an advertising 

setting the optimum of typographic cues has a wider range than 

expected. Advertising is known for its abundant use of typographic cues. 

In other genres, this optimum may be different. More research is needed 

into this matter, therefore. 

 

8.2.28.2.28.2.28.2.2    The effects of typographic layout on text appreciation (RQ1b)The effects of typographic layout on text appreciation (RQ1b)The effects of typographic layout on text appreciation (RQ1b)The effects of typographic layout on text appreciation (RQ1b)    

In Study 1, 5 and 6, the number of typographic signals was varied. In two 

of these studies, an increase in the number of typographic evoked a 

higher level of text appreciation. In Study 2, 3 and 4 typographic cues 

were investigated on their own and in interaction with each other. These 

studies also did not provide consistent results. Only Study 3 showed that 

type size and type weight interacted with each other. If only type size or 
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type weight was varied, text appreciation was found to increase; if both 

type size and type were varied and if both type size and type weight were 

not varied, text appreciation was found to decrease. This effect was only 

found for the toothpaste ad and not for the digital camera ad, however. In 

addition, these findings were not replicated in Study 4, in which type size 

and type weight were varied as well. In the other two studies no effects of 

typographic layout on text appreciation were found. For all studies, the 

effect sizes (η2) varied between .02 and .23.  

 On the basis of these findings, it can therefore be concluded 

that (1) the effects of typographic layout on text appreciation are 

inconsistent; (2) effects of typographic layout on text appreciation are 

fairly small; (3) no strong evidence exists for the hypothesized inverted 

U-shaped relationship between typographic layout and text appreciation.  

 

Effects of typographic layout on text appreciation are Effects of typographic layout on text appreciation are Effects of typographic layout on text appreciation are Effects of typographic layout on text appreciation are inconsistentinconsistentinconsistentinconsistent    

The studies showed inconsistent effects of typographic layout on text 

appreciation. The studies in which the number of typographic was 

investigated (Study 1, 5 and 6) showed an increase in text appreciation 

with the exception of Study 1. The studies in which they were varied 

systematically (Study 2, 3 and 4) only showed an interaction between 

type weight and type size in the toothpaste ad in Study 3. This was not 

replicated in the digital camera ad used in the same study, nor in Study 4. 

The results thus suggest that visual complexity indeed plays a role in 

affecting the appreciation of the ad, but that the increase in visual 

complexity should be sufficiently high to affect text appreciation. It seems 

that when only one or two devices are varied, the increase in visual 

complexity is not high enough to affect text appreciation. However, visual 

complexity was not assessed directly. Other mechanisms may account for 

the effect of typographic layout on text appreciation as well, such as 

novelty and surprise, or mechanisms that have not been identified yet. 

This may explain the inconsistent findings. Furthermore, some 

typographic cues may affect text appreciation directly, such as color or 

the use of a distinct type font. More research is therefore needed to 

determine the effects of typographic layout on text appreciation. 

 Similar to the findings for readability, the results of the studies 

suggest that typographic devices interact with each other. For instance, 

type size and type weight were found to interact with each other, and 

effects of typographic layout on text appreciation were strongest when the 

number of typographic cues was varied (instead of the presence or 

absence of specific cues). Again, the finding that sometimes typographic 

devices affected text appreciation and sometimes did not can be 
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explained by interactions with other variables. The same variables as 

identified for readability may also affect text appreciation, such as verbal 

complexity of the ad, product shown in the ad, appearance of surrounding 

ads and reader characteristics. In future research, therefore, these 

variables should be systematically varied as well. 

 

Effects of typographic layout on text appreciation are fairly smallEffects of typographic layout on text appreciation are fairly smallEffects of typographic layout on text appreciation are fairly smallEffects of typographic layout on text appreciation are fairly small    

If typographic layout was found to affect text appreciation, the effects 

were fairly small. Approximately the same reasons as mentioned for 

readability may account for this finding: (1) typographic layout may have 

only just a small impact on text appreciation; (2) readers may be used to 

an abundant use of typographic devices in advertising; (3) the typographic 

manipulations were mostly modest; and (4) typographic devices such as 

color or type font (not investigated in the study) may exert greater impact 

on text appreciation. In future research, the effects of typographic layout 

in settings other than advertising must therefore be investigated. In 

addition, other typographic devices should be taken into account as well. 

 

No strong evidence exists for the hypothesized inverted UNo strong evidence exists for the hypothesized inverted UNo strong evidence exists for the hypothesized inverted UNo strong evidence exists for the hypothesized inverted U----shaped shaped shaped shaped 

relationship between typographic layout and text appreciationrelationship between typographic layout and text appreciationrelationship between typographic layout and text appreciationrelationship between typographic layout and text appreciation    

No conclusive answer can be given to the question whether typographic 

layout and readability have a U-shaped relationship with each other. 

Support was found for the first half of the inverted U: the studies fairly 

consistently showed that the more typographic cues were used, the more 

the text was appreciated. No consistent results were found for the second 

half of the inverted U: only in Study 3 a decrease in text appreciation was 

found when too many signals were present. This finding was not 

replicated in the other studies, however. Again, it may be that in an 

advertising setting the optimum of typographic cues has a wider range 

than expected. Advertising is known for its abundant use of typographic 

cues. In other genres, this optimum may be different. This needs further 

investigation. Furthermore, as visual complexity was not assessed 

directly, other mechanisms (such as novelty or surprise) may account for 

the findings as well, which may explain why no strong support was found 

for the inverted U-shaped relationship.  

 

8.2.38.2.38.2.38.2.3    The effects of typThe effects of typThe effects of typThe effects of typographic layout on persuasion outcomes (RQ2)ographic layout on persuasion outcomes (RQ2)ographic layout on persuasion outcomes (RQ2)ographic layout on persuasion outcomes (RQ2)    

Again, the studies in which the number of typographic signals was varied 

(Study 5 and 6) consistently showed that the more typographic signals 

were present, the more persuaded readers were. In the studies in which 

typographic devices were systematically manipulated (Study 2, 3 and 4), 
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no effects on persuasion outcomes were found, except for the interaction 

in Study 3 - but this was not replicated in other studies. In all studies, it 

was unclear whether the manipulation of motivation/ ability worked (for 

an elaborate discussion of this issue, see Section 8.3.3). For all studies, 

the effect sizes (η2) varied between .02 and .15.  

 On the basis of these findings, it can therefore be concluded that 

(1) the effects of typographic layout on persuasion outcomes are 

inconsistent; (2) the effects of typographic layout on persuasion outcomes 

are fairly small; (3) it is impossible to identify the mechanism through which 

typographic layout affect persuasion outcomes on the basis of these 

studies.  

 

Effects of typographic layout on persuasion outcomes are Effects of typographic layout on persuasion outcomes are Effects of typographic layout on persuasion outcomes are Effects of typographic layout on persuasion outcomes are inconsistentinconsistentinconsistentinconsistent    

The studies show that effects of typographic layout on persuasion 

outcomes are inconsistent. The studies in which the number of 

typographic cues was investigated showed an increase in persuasion. The 

studies in which they were manipulated systematically only showed an 

interaction between type weight and type size in the toothpaste ad in 

Study 3, which was not replicated in the digital camera ad, nor in Study 4. 

Again, an explanation may be found in the possible interaction between 

typographic layout and other variables. Just as was the case for 

readability and text appreciation, variables such as verbal complexity of 

the ad, product shown in the ad, appearance of surrounding ads and 

reader characteristics may have interacted with typographic layout. In 

future research, therefore, these variables should be systematically 

varied as well. 

 

Effects of typographic layout on persuasion outcomes are fairly smallEffects of typographic layout on persuasion outcomes are fairly smallEffects of typographic layout on persuasion outcomes are fairly smallEffects of typographic layout on persuasion outcomes are fairly small    

Again, effects of typographic layout on persuasion outcomes were found 

to be fairly small. Approximately the same reasons as mentioned for text 

appreciation and readability may account for this finding: (1) typographic 

layout may have only just a small impact on persuasion outcomes; (2) 

readers may be used to an abundant use of typographic devices in 

advertising; (3) the typographic manipulations were mostly modest; (4) 

other typographic devices such as color (not investigated in the study) 

may exert greater impact on text appreciation. In future research, other 

typographic devices should be taken into account as well and 

manipulations of typographic layout should be made stronger.  
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Through what mechanism did layout affect persuasion outcomes?Through what mechanism did layout affect persuasion outcomes?Through what mechanism did layout affect persuasion outcomes?Through what mechanism did layout affect persuasion outcomes?    

The most important question with regard to persuasion outcomes is 

through what mechanism typographic layout is most likely to affect 

persuasion outcomes. As has been stated throughout the studies, all 

hypotheses (peripheral cue/ experiential cue/ selective processing/ 

post-exposure MOA) may account for the findings. This thesis can 

therefore not give a conclusive answer to this question.  

 An important reason why it is impossible to determine the 

mechanism through which typographic layout affects persuasion 

outcomes can be found in the manipulation of the level of elaboration 

through pre-exposure motivation or ability. In all studies, it was unclear 

whether the manipulation of motivation and ability worked sufficiently. It 

seems that in most studies, participants paid a considerable amount of 

attention to the ads. If this is indeed the case, the experiential processing 

hypothesis, feelings evoked by processing of the ad affect persuasion 

outcomes, seems to account for most of the findings, as this is the only 

mechanism that is likely to play a role under high-elaboration conditions. 

This does not mean, however, that the other mechanisms should be 

rejected. It may still be, that under conditions of low elaboration 

typographic layout acts as a peripheral cue, guides low-motivation readers 

in what information to attend to and thus stimulate them to selectively 

pay attention to some parts of the ad or stimulates them to pay more 

attention to the ad overall.  

 In future research, therefore, it is very important to pay close 

attention to the motivation/ ability manipulation (see Section 8.3.3). 

Furthermore, other methods such as eye-tracking may be used as a 

check on the manipulation (e.g. attention duration should be shorter for 

low-elaboration readers than for high-elaboration readers). Online 

measures such as these may also provide more insight into the question 

whether typographic layout can stimulate selective processing or 

stimulate overall attention paid to the ad.  

 

 

8.3 Limitations of this study and suggestions for future research 

 

8.3.18.3.18.3.18.3.1    AssumptionsAssumptionsAssumptionsAssumptions    

In this thesis, the effects of typographic layout on the processing of 

product advertisements were studied. Several assumptions were made. 

First of all, it was assumed that typographic layout helps to signal the 

relations among and relevance of text parts. In this way layout helps the 
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reader in understanding the text and makes the text more readable. 

Although it was found that typographic layout affects the readability of an 

ad under some circumstances, the assumptions made were not tested 

directly. Future research therefore, should examine whether (and how) 

typographic layout signals the relations among and the relevance of text 

parts. A way in which this can be tested is by using the card-sorting 

technique (Van der Geest & Loorbach, 2005). This technique involves 

participants grouping elements that they think belong together on the 

basis of visual characteristics. It can also be used to determine what 

relevance readers attach to certain text parts by asking them to put the 

elements in order of relevance. Studies such as these make it possible to 

categorize typographic devices on the basis of the function they serve in 

the text. This helps designers in choosing exactly what devices to use in 

optimally reaching their rhetorical goal. Furthermore, it may refine the 

theory about the role of typographic layout in the persuasion process. 

Typographic devices that mainly signal the relevance of text parts and 

typographic devices that mainly serve the relationships among text parts 

may exert different effects on the persuasion process. 

 It was also assumed that the most likely way in which 

typographic layout affects text appreciation is through visual complexity. 

Although it was shown that under some circumstances the number of 

typographic devices affects text appreciation and although the 

relationship between the number and diversity of the typographic devices 

used and visual complexity seems quite straightforward, this relationship 

has not been tested directly. In future research therefore, measures of 

visual complexity should be added. Furthermore, as was suggested 

previously, other mechanisms, such as novelty and surprise may also 

account for the findings. In further studies other mechanisms must 

therefore not be overlooked.  

 Another assumption that was made was that an increase in 

readability and/ or text appreciation evokes positive feelings which may 

be assigned to the product through experiential processing. It was not 

tested, however, if this indeed was the case. Future research, therefore, 

should also include measures on the affective responses of participants 

during the processing of the ad. 

 

8.3.28.3.28.3.28.3.2    Manipulation of typographic Manipulation of typographic Manipulation of typographic Manipulation of typographic devicesdevicesdevicesdevices    

In the studies described here, typographic layout was manipulated in 

several ways. In the first studies, typographic devices were manipulated 

systematically. In the last studies, the number of typographic cues was 

manipulated. The studies showed stronger effects when the number of 
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typographic cues was manipulated. This suggests that typographic 

devices are highly interactive and that the effects of typographic devices 

on their own are only small.  

 As has been suggested earlier, the interactive nature of 

typographic layout needs further investigation. First of all, it is interesting 

to see how exactly typographic devices interact with each other. This 

provides more insight into the rhetorical appropriateness of typographic 

devices. Second, typographic devices may not only interact with each 

other, but also interact with several other variables. Examples are 

characteristics of the reader (e.g. level of elaboration, cultural background 

or individual preferences); characteristics of the environment (e.g. 

surrounding ads and the magazine in which the ad is placed); and text 

variables (e.g. text structure, grammatical complexity of the text, 

persuasion strategy and stylistic characteristics). In future studies, these 

variables should be manipulated systematically in combination with 

layout characteristics.  

 Furthermore, because the effects of typographic devices are 

only small, manipulations of typographic layout should be made stronger 

in future research, for example by increasing the difference between large 

and small type sizes. Other possible ways are by using other research 

designs, such as within-subjects designs, or by increasing the power of 

the experiment by using more participants. This may also shed more light 

on the existence of the inverted U-shaped relationship of the number of 

typographic cues on typographic and persuasion outcomes.  

 Finally, in the studies described here, only a small set of 

typographic devices were investigated. The devices investigated in the 

studies reported here were chosen on the basis of previous research, 

such as the studies described in Chapter 3 and corpus research 

(Straatsma, 2005), and for practical reasons. No attention was paid to 

devices such as color, type style, line length, margins etc. For instance, 

color was not investigated because the research budget was limited. In 

future research, these typographic devices must be investigated as well. 

Especially color seems a promising device, as readership studies showed 

that it has a considerable impact on readership scores (see Section 

3.2.1) and the corpus study by Straatsma (2005) showed that it is used in 

most advertisements.  

 

8.3.38.3.38.3.38.3.3    Manipulation of motivationManipulation of motivationManipulation of motivationManipulation of motivation/ / / / abilityabilityabilityability    

Another manipulation that needs more refining is the manipulation of 

motivation and ability. In the studies, it was unclear whether these 

manipulations worked sufficiently. In Study 2, 3 and 4 no manipulation 
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check was included. In these studies (with the exception of Study 2) no 

effects at all were found for the manipulation. In Study 2 motivation to 

process was found to affect readability and purchase intentions, but this 

may be due to the nature of the manipulation: high-motivation 

participants were explicitly told to look at the ads as if they were planning 

to buy the camera whereas low-motivation participants were not, which 

may account for the effects on purchase intentions. Furthermore, 

because high-motivation readers expected to see a digital camera ad 

whereas low-motivation readers were not, the knowledge schema about 

digital cameras may have been activated in the high-motivation condition. 

This may explain why high-motivation participants found the ad easier to 

read.  

 In study 5 and 6 a manipulation check was included. In Study 5 

it was found that readers in the high-motivation condition remembered 

more brand names correctly than readers in the low-motivation condition. 

However, this measure was not fully reliable: it may be that readers in the 

high-motivation condition put more effort in remembering the brand 

names (instead of in processing the ads) because they were informed 

about the quiz question. It may be that they therefore felt more obliged to 

write down the brand names. Participants low in motivation were not 

informed about the quiz question.  

 Study 6 included a more reliable manipulation check: argument 

quality was manipulated and a thought listing procedure was included. It 

was expected that low-motivation participants would not be sensitive to 

differences in argument quality, whereas high-motivation participants 

would be. However, no interactions were found with regard to argument 

quality and motivation (only a three-way interaction was found between 

ability, argument quality and layout for the fruit juice ad, see Chapter 7).  

 It is thus unclear whether the manipulations of ability and 

motivation worked in the studies. This makes it hard to determine under 

what elaboration levels the participants processed the ads. This in turn 

makes it difficult to establish what mechanisms are most likely to explain 

the effects of typographic layout on persuasion outcomes. In future 

studies, manipulations should be made stronger by, for instance, 

increasing the incentive to process in case of motivation or by increasing 

the cognitive demands of the secondary task in case of ability. 

Furthermore, proper manipulation checks on motivation and ability 

should be included in the study to check whether the manipulation 

indeed did work as expected.  
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8.3.48.3.48.3.48.3.4    MeasuresMeasuresMeasuresMeasures    

In the studies described in this thesis, the measures for the typographic 

and persuasion outcomes were slightly changed throughout the studies. 

Although the scales proved to be reliable in all cases, it would be preferable 

to use a standard set of items to generalize across the studies.  

 Furthermore, in all studies only self-report measures were used. 

Other types of measures seem very promising as well. For instance, 

eye-tracking measures are very useful in determining the effects of 

typographic layout on the persuasion process. This technique makes it 

possible to determine very precisely what text parts readers look at, how 

long they look at it and in which order they look at it. This provides insight 

into various matters. For instance, the order in which participants pay 

attention to text elements may make clear how typographic devices affect 

the way readers perceive the relevance of and relations among text parts. 

In addition, these measures may answer the questions whether and how 

typographic layout guides readers through the page and whether layout 

stimulates selective attention or not. The time readers look at text elements 

(and the advertisement as a whole) may be used as a measure for the 

amount of effort they put into processing the ad and thus in the level of 

elaboration. In this way, it also makes clear whether typographic layout is 

indeed capable of increasing/ decreasing the level of elaboration.  

 

8.3.58.3.58.3.58.3.5    Generalisability of the findingsGeneralisability of the findingsGeneralisability of the findingsGeneralisability of the findings    

Although the studies do suggest that typographic layout is an important 

factor in the processing of advertisements, one should be careful to 

generalize the findings. First of all, in this thesis, only non-existing 

advertisements were used, shown in black-and-white in an experimental 

setting. This has the advantage that participants are not affected by 

pre-existing attitudes. In addition, the experimenter can control factors, 

such as color, text structure and environmental factors (such as 

surrounding ads). However, in a real-life setting these factors vary across 

situations. As the goal of this study was to determine the underlying 

mechanisms of the effects of typographic layout on the persuasion process, 

it was chosen to use non-existing material for reasons of maximal control. 

This, unfortunately, limits the generalisability of the findings. 

 Second, students gathered the data for several of the studies. 

Although they were carefully instructed in class and on paper and several 

measures were taken to see to it that they carefully followed the 

instructions (for instance by writing a log book during the experiment), this 

may have affected the findings. To prevent this it would be better to use 

only one experimenter to gather the data. 
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 Third, only a small number of products were used in the studies. 

As the effects of typographic layout may differ across products advertised 

for, generalizing the effects to other product categories is problematic. 

Moreover, only Dutch participants took part in the studies. Therefore, care 

should be taken in generalizing the effects to other cultures: people in other 

cultures may have different preferences and different ways of reading 

advertisements. Furthermore, only product advertisements were used. It 

may be that typographic layout affects the persuasion process differently in, 

for instance, advertisements for services. 

 Lastly, within the studies special care was taken to control the 

texts of the experimental ads in terms of style, content and text structure. 

However, typographic layout may interact with these variables. More 

research is needed to investigate these possible interactions. 

 

8.4 Concluding remarks 

This thesis reported on the role of typographic layout in the persuasion 

process. The model developed by McCarthy and Mothersbaugh (2002) 

was refined and tested in six experimental studies. These studies are 

among the first in which typographic layout is systematically studied. The 

results show that typographic layout is indeed capable of affecting the 

readability, text appreciation and persuasion outcomes of product 

advertisements. However, the exact impact of typographic layout on the 

persuasion process remains unclear. Much more research is needed to 

determine all mechanisms that describe the role of typographic layout in 

advertising. Hopefully, this thesis stimulates other researchers to pick up 

the subject to gain fuller insight into the role of typographic layout in the 

persuasion process.  
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 Appendix 

   Overview of the original 

items used in the studies 
 

 Study 1 

Attention content (CroAttention content (CroAttention content (CroAttention content (Cronbach’s alpha=.80)nbach’s alpha=.80)nbach’s alpha=.80)nbach’s alpha=.80)    

Ik heb veel aandacht besteed aan de inhoud van de advertentie 

Ik heb veel gedachten besteed aan het beoordelen van de inhoud van de advertentie 

 

Attention appearance (Cronbach’s alpha=.77)Attention appearance (Cronbach’s alpha=.77)Attention appearance (Cronbach’s alpha=.77)Attention appearance (Cronbach’s alpha=.77)    

Ik heb veel aandacht besteed aan het uiterlijk van de advertentie 

Ik heb veel gedachten besteed aan het beoordelen van het uiterlijk van de advertentie 

 

Readability (Cronbach’s alpha=.90)Readability (Cronbach’s alpha=.90)Readability (Cronbach’s alpha=.90)Readability (Cronbach’s alpha=.90)    

De advertentie heeft een verrassende inhoud 

De advertentie heeft veel afwisselende tekstpassages 

Het verband tussen de zinnen is vaag 

Het kost me moeite om de tekst in de advertentie te begrijpen 

De zinnen in de advertentie sluiten goed op elkaar aan 

De tekst in de advertentie is gemakkelijk te volgen 

 

Text appreciationText appreciationText appreciationText appreciation    (Cronbach’s alpha=.85 )(Cronbach’s alpha=.85 )(Cronbach’s alpha=.85 )(Cronbach’s alpha=.85 )    

De advertentie ziet er levendig uit 

De advertentie ziet er ouderwets uit 

De advertentie heeft een vernieuwend uiterlijk 

De advertentie ziet er ingewikkeld uit 

De advertentie ziet er overzichtelijk uit 

 

Naturalness (Cronbach’s alpha=.90)Naturalness (Cronbach’s alpha=.90)Naturalness (Cronbach’s alpha=.90)Naturalness (Cronbach’s alpha=.90)    

Deze advertentie kan zo in een tijdschrift geplaatst worden 

Advertenties als deze kom je vaak in tijdschriften tegen 

Advertenties als deze kom je nauwelijks in tijdschriften tegen 

Deze advertentie is ongeschikt voor plaatsing in een tijdschrift 

 Study 2 

Attention content (Cronbach’s alpha=.73)Attention content (Cronbach’s alpha=.73)Attention content (Cronbach’s alpha=.73)Attention content (Cronbach’s alpha=.73)    

Ik heb me sterk geconcentreerd op de tekst in de advertentie 

Ik heb me vooral gericht op het bepalen van de voordelen van de Imager digitale camera 

Ik heb me vooral gericht op het beoordelen van de kenmerken van de Imager digitale camera 

Ik heb weinig aandacht geschonken aan de tekst in de advertentie 
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Attention appearance (Cronbach’s alpha=.72)Attention appearance (Cronbach’s alpha=.72)Attention appearance (Cronbach’s alpha=.72)Attention appearance (Cronbach’s alpha=.72)    

Ik heb weinig aandacht geschonken aan het uiterlijk van de advertentie 

Ik heb me sterk geconcentreerd op het uiterlijk van de advertentie 

 

Readability (Cronbach’s alpha=Readability (Cronbach’s alpha=Readability (Cronbach’s alpha=Readability (Cronbach’s alpha=.90).90).90).90)    

De tekst in de advertentie is eenvoudig te lezen 

Het kost me moeite om de tekst in de advertentie te begrijpen 

De tekst in de advertentie vormt een samenhangend geheel 

De tekst in de advertentie is gemakkelijk te volgen 

De zinnen in de advertentie sluiten goed op elkaar aan 

De tekst in de advertentie is ingewikkeld 

 

Text appreciationText appreciationText appreciationText appreciation    (Cronbach’s alpha=.87 )(Cronbach’s alpha=.87 )(Cronbach’s alpha=.87 )(Cronbach’s alpha=.87 )    

Het uiterlijk van de advertentie is weinig gevarieerd 

De advertentie ziet er levendig uit 

De advertentie bevat veel afwisselende elementen 

De advertentie ziet er eentonig uit 

De advertentie is vloeiend vormgegeven 

De advertentie oogt als een samenhangend geheel 

 

Attitude toward the ad (Cronbach’s alpha=.86)Attitude toward the ad (Cronbach’s alpha=.86)Attitude toward the ad (Cronbach’s alpha=.86)Attitude toward the ad (Cronbach’s alpha=.86)    

Ik vind de advertentie voor de Imager digitale camera 

- prettig/ onprettig 

- goed/ slecht 

- vervelend/ aangenaam 

- onplezierig/ plezierig 

 

Attitude toward the brand (Cronbach’s alpha=.86)Attitude toward the brand (Cronbach’s alpha=.86)Attitude toward the brand (Cronbach’s alpha=.86)Attitude toward the brand (Cronbach’s alpha=.86)    

De Imager digitale camera lijk mij 

- prettig/ onprettig 

- goed/ slecht 

- vervelend/ aangenaam 

- onplezierig/ plezierig 

 

Purchase intentions (Cronbach’s alpha=.83)Purchase intentions (Cronbach’s alpha=.83)Purchase intentions (Cronbach’s alpha=.83)Purchase intentions (Cronbach’s alpha=.83)    

Ik wil de Imager digitale camera uitproberen 

Ik zou meer willen weten over de Imager digitale camera  

Ik zou actief op zoek gaan naar de Imager digitale camera om deze te kopen 

 Study 3 

Attention contentAttention contentAttention contentAttention content    

Ik heb me sterk geconcentreerd op de tekst in de advertentie 

    

Attention appearanceAttention appearanceAttention appearanceAttention appearance    

Ik heb weinig aandacht geschonken aan het uiterlijk van de advertentie 

    

Readability (TP: Cronbach’s alpha=.80; DC: Cronbach’s alpha=.79)Readability (TP: Cronbach’s alpha=.80; DC: Cronbach’s alpha=.79)Readability (TP: Cronbach’s alpha=.80; DC: Cronbach’s alpha=.79)Readability (TP: Cronbach’s alpha=.80; DC: Cronbach’s alpha=.79)    

De tekst in de advertentie bevat de juiste hoeveelheid informatie 

De zinnen in de advertentie sluiten goed op elkaar aan 

De tekst in de advertentie is aantrekkelijk 

De tekst in de advertentie is begrijpelijk 
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De tekst in de advertentie is weinig gevarieerd 

Ik voel me aangesproken door de tekst in de advertentie 

    

Text appreciation (TP: CronbacText appreciation (TP: CronbacText appreciation (TP: CronbacText appreciation (TP: Cronbach’s alpha=.87; DC: Cronbach’s alpha=.83)h’s alpha=.87; DC: Cronbach’s alpha=.83)h’s alpha=.87; DC: Cronbach’s alpha=.83)h’s alpha=.87; DC: Cronbach’s alpha=.83)    

De vormgeving van de advertentie leidt naar de belangrijkste punten van de advertentie 

De advertentie oogt als een samenhangend geheel 

De vormgeving van de advertentie is aantrekkelijk 

De vormgeving draagt bij aan het begrijpen van de tekst 

De advertentie ziet er levendig uit 

Ik voel me aangesproken door de vormgeving van de advertentie 

    

Naturalness (TP: Cronbach’s alpha=.45; DC: Cronbach’s alpha=.50)Naturalness (TP: Cronbach’s alpha=.45; DC: Cronbach’s alpha=.50)Naturalness (TP: Cronbach’s alpha=.45; DC: Cronbach’s alpha=.50)Naturalness (TP: Cronbach’s alpha=.45; DC: Cronbach’s alpha=.50)    

Deze advertentie kan zo in een tijdschrift geplaatst worden 

Advertenties als deze kom je vaak in tijdschriften tegen 

    

Attitude toward the ad Attitude toward the ad Attitude toward the ad Attitude toward the ad (TP: Cronbach’s alpha=.91; DC: Cronbach’s alpha=.93)(TP: Cronbach’s alpha=.91; DC: Cronbach’s alpha=.93)(TP: Cronbach’s alpha=.91; DC: Cronbach’s alpha=.93)(TP: Cronbach’s alpha=.91; DC: Cronbach’s alpha=.93)    

Ik vind de advertentie voor Violadens tandpasta/ de Imager digitale camera: 

- prettig/ onprettig 

- vervelend/ aangenaam 

- onplezierig/ plezierig 

    

Attitude toward the brand (TP: Cronbach’s alpha=.87; DC: Cronbach’s alpha=.93)Attitude toward the brand (TP: Cronbach’s alpha=.87; DC: Cronbach’s alpha=.93)Attitude toward the brand (TP: Cronbach’s alpha=.87; DC: Cronbach’s alpha=.93)Attitude toward the brand (TP: Cronbach’s alpha=.87; DC: Cronbach’s alpha=.93)    

Violadens tandpasta/ De Imager digitale camera lijkt mij: 

- prettig/ onprettig 

- vervelend/ aangenaam 

- onplezierig/ plezierig 

 

Purchase intentions Purchase intentions Purchase intentions Purchase intentions (TP: Cronba(TP: Cronba(TP: Cronba(TP: Cronbach’s alpha=.75; DC: Cronbach’s alpha=.89)ch’s alpha=.75; DC: Cronbach’s alpha=.89)ch’s alpha=.75; DC: Cronbach’s alpha=.89)ch’s alpha=.75; DC: Cronbach’s alpha=.89)    

Ik wil Violadens tandpasta/ de Imager digitale camera uitproberen 

Ik zou meer willen weten over Violadens tandpasta/ de Imager digitale camera 

 Study 4 

Attention content (Cronbach’s alpha=.78)Attention content (Cronbach’s alpha=.78)Attention content (Cronbach’s alpha=.78)Attention content (Cronbach’s alpha=.78)    

Ik heb me sterk geconcentreerd op de tekst in de advertentie 

Ik heb weinig aandacht geschonken aan de tekst in de advertentie 

Ik heb aandacht besteed aan de advertentie om te bepalen wat de voordelen zijn van 

Violadens 

Ik heb aandacht besteed aan de advertentie om te bepalen wat Violadens mij te bieden 

heeft 

 

Readability (Cronbach’s alpha=.76)Readability (Cronbach’s alpha=.76)Readability (Cronbach’s alpha=.76)Readability (Cronbach’s alpha=.76)    

De tekst in de advertentie bevat de juiste hoeveelheid informatie 

De zinnen in de advertentie sluiten goed op elkaar aan 

De tekst in de advertentie is aantrekkelijk 

De tekst in de advertentie is begrijpelijk 

De tekst in de advertentie is weinig gevarieerd 

Ik voel me aangesproken door de tekst in de advertentie 
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Text appreciation (Cronbach’s alpha=.85)Text appreciation (Cronbach’s alpha=.85)Text appreciation (Cronbach’s alpha=.85)Text appreciation (Cronbach’s alpha=.85)    

De vormgeving van de advertentie leidt naar de belangrijkste punten van de advertentie 

De advertentie oogt als een samenhangend geheel 

De vormgeving van de advertentie is aantrekkelijk 

De vormgeving draagt bij aan het begrijpen van de tekst 

De advertentie ziet er levendig uit 

Ik voel me aangesproken door de vormgeving van de advertentie 

    

NatuNatuNatuNaturalness (Cronbach’s alpha=.44)ralness (Cronbach’s alpha=.44)ralness (Cronbach’s alpha=.44)ralness (Cronbach’s alpha=.44)    

Deze advertentie kan zo in een tijdschrift geplaatst worden 

Advertenties als deze kom je vaak in tijdschriften tegen. 

    

Attitude toward the ad (Cronbach’s alpha=.80)Attitude toward the ad (Cronbach’s alpha=.80)Attitude toward the ad (Cronbach’s alpha=.80)Attitude toward the ad (Cronbach’s alpha=.80)    

Ik vind de advertentie voor Violadens tandpasta: 

- prettig/ onprettig 

- goed/ slecht 

- vervelend/ aangenaam 

- onplezierig/ plezierig 

 

Attitude toward the brand (Cronbach’s alpha=.85)Attitude toward the brand (Cronbach’s alpha=.85)Attitude toward the brand (Cronbach’s alpha=.85)Attitude toward the brand (Cronbach’s alpha=.85)    

Violadens tandpasta lijkt mij: 

- prettig/ onprettig 

- goed/ slecht 

- vervelend/ aangenaam 

- onplezierig/ plezierig 

 

Purchase intentioPurchase intentioPurchase intentioPurchase intentions (Cronbach’s alpha=.84)ns (Cronbach’s alpha=.84)ns (Cronbach’s alpha=.84)ns (Cronbach’s alpha=.84)    

Ik wil Violadens tandpasta uitproberen 

Ik zou meer willen weten over Violadens tandpasta 

Ik zou actief op zoek gaan naar Violadens tandpasta om dit te kopen 

 Study 5 

Attention content Attention content Attention content Attention content     

Hoeveel aandacht heb je besteed aan de inhoud van de advertentie?  

- veel/ weinig 

    

Attention appearance Attention appearance Attention appearance Attention appearance     

Hoeveel aandacht heb je besteed aan het uiterlijk van de advertentie?  

- veel/ weinig 

 

Readability (Cronbach’s alpha=.78Readability (Cronbach’s alpha=.78Readability (Cronbach’s alpha=.78Readability (Cronbach’s alpha=.78----.82).82).82).82)    

De zinnen in de advertentie sluiten goed op elkaar aan 

Het kost me moeite om de tekst te lezen 

De tekst vormt een samenhangend geheel 

De tekst is gemakkelijk te volgen 

    

Text appreciationText appreciationText appreciationText appreciation    (Cronbach’s alpha=.73(Cronbach’s alpha=.73(Cronbach’s alpha=.73(Cronbach’s alpha=.73----.78).78).78).78)    

De tekst is levendig 

De tekst is weinig gevarieerd 

De tekst is voorspelbaar 

De tekst is verrassend 
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Helpfulness Helpfulness Helpfulness Helpfulness ccccuesuesuesues    

De vormgeving van de advertentie leidt me naar de belangrijkste punten van de advertentie 

    

Attitude toward the ad (Cronbach’s alpha=.83Attitude toward the ad (Cronbach’s alpha=.83Attitude toward the ad (Cronbach’s alpha=.83Attitude toward the ad (Cronbach’s alpha=.83----.88).88).88).88)    

Ik vind de advertentie 

- saai/ interessant 

- aantrekkelijk/ onaantrekkelijk 

- informatief/ niet informatief 

- onplezierig/ plezierig 

    

Attitude toward the brand (Cronbach’s alpha=.83Attitude toward the brand (Cronbach’s alpha=.83Attitude toward the brand (Cronbach’s alpha=.83Attitude toward the brand (Cronbach’s alpha=.83----.89).89).89).89)    

X lijkt mij 

- nuttig/ niet nuttig 

- onaangenaam/ aangenaam 

- prettig/ onprettig 

- onbruikbaar/ bruikbaar 

 

Purchase intentions (Cronbach’s alpha=.84Purchase intentions (Cronbach’s alpha=.84Purchase intentions (Cronbach’s alpha=.84Purchase intentions (Cronbach’s alpha=.84----.88).88).88).88)    

Ik wil de Imager digitale camera uitproberen 

Ik zou meer willen weten over de Imager digitale camera  

Ik zou actief op zoek gaan naar de Imager digitale camera om deze te kopen 

 Study 6 

Manipulation checkManipulation checkManipulation checkManipulation check    

Schrijf hieronder zoveel mogelijk gedachten op die je had bij het bekijken van de advertentie 

voor Sunburst vruchtensap/ Saporito pastasaus. Geef achter elke gedachte aan of je deze 

positief (+), neutraal (o) of negatief (-) vindt. 

 

Argument quality (FJ: Cronbach’s alpha=.94; PS: Cronbach’s alpha=.91)Argument quality (FJ: Cronbach’s alpha=.94; PS: Cronbach’s alpha=.91)Argument quality (FJ: Cronbach’s alpha=.94; PS: Cronbach’s alpha=.91)Argument quality (FJ: Cronbach’s alpha=.94; PS: Cronbach’s alpha=.91) 6    

De argumenten die gebruikt zijn in de advertentie zijn: 

- zwak/ sterk 

- niet overtuigend/ overtuigend 

 

Attention (FJ: Cronbach’s alpha=.74; PS: Cronbach’s alpha=.65)Attention (FJ: Cronbach’s alpha=.74; PS: Cronbach’s alpha=.65)Attention (FJ: Cronbach’s alpha=.74; PS: Cronbach’s alpha=.65)Attention (FJ: Cronbach’s alpha=.74; PS: Cronbach’s alpha=.65)    

Ik heb veel aandacht geschonken aan de tekst in de advertentie 

Ik heb veel aandacht geschonken aan het uiterlijk van de advertentie 

Ik heb nagedacht over de argumenten in de tekst om de voordelen van Sunburst/ Saporito te bepalen 

    

Readability (FJ: Cronbach’s alpha=.86; PS: Cronbach’s alpha=.86)Readability (FJ: Cronbach’s alpha=.86; PS: Cronbach’s alpha=.86)Readability (FJ: Cronbach’s alpha=.86; PS: Cronbach’s alpha=.86)Readability (FJ: Cronbach’s alpha=.86; PS: Cronbach’s alpha=.86)    

Het kost me weinig moeite om de tekst in de advertentie te lezen 

De tekst is gemakkelijk te volgen 

De zinnen in de advertentie sluiten goed op elkaar aan 

De tekst in de advertentie vormt een samenhangend geheel 

    

Text appreciationText appreciationText appreciationText appreciation    (FJ: Cronbach’s alpha=.92; PS: Cronbach’s alpha=.90)(FJ: Cronbach’s alpha=.92; PS: Cronbach’s alpha=.90)(FJ: Cronbach’s alpha=.92; PS: Cronbach’s alpha=.90)(FJ: Cronbach’s alpha=.92; PS: Cronbach’s alpha=.90)    

De advertentie ziet er levendig uit 

Het uiterlijk van de advertentie is gevarieerd 

De advertentie is vloeiend vormgegeven 

Het uiterlijk van de advertentie oogt als een samenhangend geheel 

                                                           
6 FJ = fruit juice; PS = pasta sauce 
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Attitude toward the ad (FJ: Cronbach’s alpha=.92; PS: Cronbach’s alpha=.90)Attitude toward the ad (FJ: Cronbach’s alpha=.92; PS: Cronbach’s alpha=.90)Attitude toward the ad (FJ: Cronbach’s alpha=.92; PS: Cronbach’s alpha=.90)Attitude toward the ad (FJ: Cronbach’s alpha=.92; PS: Cronbach’s alpha=.90)    

Ik vind de advertentie voor Sunburst vruchtensap/ Saporito pastasaus: 

- onprettig/ prettig 

- vervelend/ aangenaam 

- onplezierig/ plezierig 

    

Attitude toward the brand Attitude toward the brand Attitude toward the brand Attitude toward the brand (FJ: Cronbach’s alpha=.88; PS: Cronbach’s alpha=.86)(FJ: Cronbach’s alpha=.88; PS: Cronbach’s alpha=.86)(FJ: Cronbach’s alpha=.88; PS: Cronbach’s alpha=.86)(FJ: Cronbach’s alpha=.88; PS: Cronbach’s alpha=.86)    

Sunburst vruchtensap/ Saporito pastasaus lijkt mij 

- slecht/ goed 

- niet nuttig/ nuttig 

- onbruikbaar/ bruikbaar 

    

Purchase intentions Purchase intentions Purchase intentions Purchase intentions (FJ: Cronbach’s alpha=.83; PS: Cronbach’s alpha=.83)(FJ: Cronbach’s alpha=.83; PS: Cronbach’s alpha=.83)(FJ: Cronbach’s alpha=.83; PS: Cronbach’s alpha=.83)(FJ: Cronbach’s alpha=.83; PS: Cronbach’s alpha=.83)    

Ik wil Sunburst vruchtensap/ Saporito pastasaus uitproberen 

Ik zou meer willen weten over Sunburst vruchtensap/ Saporito pastasaus 



 

 221221221221    

 Samenvatting in het Nederlands  

(Summary in Dutch) 
 

1. Het overtuigingsproces 

Op basis van modellen als het Elaboration Likelihood Model (Petty & 

Cacioppo, 1986a; Petty & Wegener, 1999), het Heuristic-Systematic 

Model (Chaiken, 1987; Chen & Chaiken, 1999) en suggesties van 

Meyers-Levy en Malaviya (1999) worden er in het algemeen drie routes 

naar overtuiging onderscheiden: (1) centrale of systematische verwerking; 

(2) perifere of heuristische verwerking en (3) experiëntiële verwerking.  

 Centrale verwerking wordt gekenmerkt door een grondige 

verwerking van de informatie in een advertentie. De overtuigingskracht 

wordt bepaald door de argumenten die de advertentie bevat. Als de 

advertentie sterke argumenten bevat, heeft dit een positief effect op de 

overtuigingskracht, als de advertentie zwakke argumenten bevat heeft dit 

een negatief effect. Perifere verwerking is een oppervlakkige verwerking 

van de informatie in een advertentie en wordt onderverdeeld in een 

kwalitatieve en een kwantitatieve manier. De kwantitatieve manier houdt 

in dat de lezer slechts enkele delen van de advertentie grondig verwerkt. 

Dit wordt ook wel selectieve verwerking genoemd. Overtuigingskracht 

wordt dan bepaald door de kracht van de argumenten in slechts de 

verwerkte informatie. Bij de kwalitatieve manier kiest de lezer voor een 

eenvoudigere manier van verwerken. Hierbij zijn de aanwezigheid van 

perifere cues of de toepasbaarheid van heuristieken (zoals “hoe meer 

argumenten, hoe beter het product moet zijn”) bepalend voor de 

overtuigingskracht. Experiëntiële verwerking houdt in dat lezers hun 

oordeel baseren op de gevoelens die worden opgeroepen bij het 

verwerken van een advertentie. Wanneer lezers bijvoorbeeld het gevoel 

hebben dat zij de advertentie heel soepel verwerkt hebben, roept dit 

positieve gevoelens op, wat een positief effect heeft op de 

overtuigingskracht van de advertentie. 

  De manier waarop lezers een advertentie verwerken hangt af van 

de mate van elaboratie, ofwel van de hoeveelheid moeite die zij bereid en 

in staat zijn te steken in de verwerking. Wanneer de elaboratie laag is, is 

een oppervlakkige verwerking waarschijnlijk, wanneer de elaboratie hoog 

is, is een grondige verwerking waarschijnlijk. In het eerste geval is de 

overtuiging zwak: lezers zijn snel bereid een andere mening aan te nemen. 
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In het tweede geval is overtuiging veel sterker: door de intensieve 

verwerking zijn lezers sterker bestand tegen tegen-argumentatie en houden 

attitudes langer stand. Experiëntiële verwerking kan zowel onder hoge als 

lage elaboratie optreden.  

 Elaboratie wordt op haar beurt weer bepaald door factoren die 

voorafgaan aan de bloostelling aan de advertentie en factoren die volgen 

op de blootstelling van de advertentie. Factoren die voorafgaan aan de 

blootstelling zijn onder andere Need for Cognition, persoonlijke relevantie, 

gepercipieerd risico en nabijheid van de aankoopbeslissing. Factoren die 

volgen op de blootstelling zijn onder andere kenmerken van de 

advertentie zoals prominente stimuli, visuele complexiteit, nieuwe stimuli, 

relevantie van het merk en nieuwsgierigheid naar het merk. 

 Gebaseerd op de mechanismen zoals hierboven beschreven, 

kunnen er verschillende manieren onderscheiden worden waarop een 

tekstkenmerk van invloed is op het overtuigingsproces. Een tekstkenmerk 

kan een directe invloed uitoefenen door: (1) als centraal argument te 

fungeren; (2) als perifere cue op te treden; (3) selectieve verwerking te 

stimuleren of (4) door als experiëntiële cue te dienen. Daarnaast kan een 

tekstkenmerk ook indirect van invloed zijn op het overtuigingsproces door 

(5) het niveau van elaboratie na blootstelling aan de advertentie te 

beïnvloeden.  

 

2.  Typografische vormgeving 

Typografie heeft te maken met “de vorm, spatiëring en lay-out van 

woorden en zinnen van een geschreven of afgebeelde boodschap” 

(McCarthy & Mothersbaugh, 2002, p. 664). Typografie kan ingedeeld 

worden in drie categorieën: (1) tekstuele kenmerken; (2) spatiële 

kenmerken en (3) grafische kenmerken. Tekstuele kenmerken omvatten 

bijvoorbeeld lettertype, lettergrootte, hoofdlettergebruik en de toepassing 

van vetgedrukt en cursief. Spatiële kenmerken hebben te maken met 

factoren zoals de afstand tussen letters, woorden en regels, uitlijning en 

regellengte. Grafische kenmerken zijn onder andere tabellen en 

grafieken.  

 Om een goed werkende lay-out te krijgen, moeten deze 

kenmerken strategisch worden ingezet. Kostelnick en Roberts (1998) 

omschrijven drie van deze strategieën: (1) schikking en nadruk; (2) 

helderheid en beknoptheid; en (3) toon en ethos. De eerste strategie 

(schikking en nadruk) houdt in dat de lay-out van een tekst de lezer moet 

helpen de tekst zonder aarzeling te begrijpen. Dit kan gedaan worden 

door de lezer aanwijzingen te geven over de relevantie van en de relatie 
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tussen tekstdelen. De relevantie van tekstdelen kan aangegeven worden 

met behulp van het principe van figure-ground contrast. Dit houdt in dat 

naarmate een element zich sterker onderscheidt van andere elementen 

het meer op de voorgrond treedt en het waarschijnlijker is dat de lezer 

hier als eerste aandacht aan besteedt. De relatie tussen tekstdelen kan 

onder andere worden aangegeven door de principes van nabijheid en 

gelijkheid: hoe dichter elementen bij elkaar staan en hoe meer ze op 

elkaar lijken, hoe waarschijnlijker het is dat er tussen de elementen een 

relatie bestaat. De tweede strategie (helderheid en beknoptheid) houdt in 

dat een ontwerp nooit te veel of te weinig typografische aanwijzingen aan 

een lezer moet geven. Bij te weinig aanwijzingen moet de lezer zelf te veel 

moeite doen de tekst te begrijpen, bij te veel aanwijzingen raakt de lezer 

in de war. De laatste strategie (toon en ethos) houdt in dat een ontwerp 

moet aansluiten bij de houding van de schrijver ten aanzien van de lezer 

en het onderwerp van de tekst. Hiermee wordt een band geschapen 

tussen lezer en schrijver. 

 De drie strategieën samen bepalen de retorische gepastheid 

van een document. Een retorisch gepast document houdt in dat de lezer 

reageert zoals de schrijver het voor ogen heeft. Wanneer een ontwerp op 

een juiste manier de nadruk legt en op de juiste manier verbanden 

aangeeft, de juiste toon heeft en er niet te veel of te weinig aanwijzingen 

gegeven worden, dan is een ontwerp retorisch gepast.  

 

3. Typografie en overtuigingskracht 

In 2002 hebben McCarthy en Mothersbaugh een model ontwikkeld waarin 

zij aangeven hoe lay-out van invloed kan zijn op het overtuigingsproces. Zij 

stelden dat lay-out van invloed is op drie typografische uitkomsten: (1) 

leesbaarheid; (2) verschijning en (3) semantische associaties. Daarnaast 

zou lay-out zowel direct als indirect van invloed kunnen zijn op het 

overtuigingsproces, volgens de mechanismen die al eerder beschreven zijn. 

 In dit proefschrift zijn de drie typografische uitkomsten 

aangescherpt. Alhoewel McCarthy en Mothersbaugh met leesbaarheid 

verwijzen naar het gemak waarmee letters van elkaar onderscheiden 

kunnen worden, kan gesteld worden dat de invloed van typografie verder 

strekt dan dat. Als typografie immers inderdaad de relaties tussen en 

relevantie van tekstdelen aan kan geven, dan verhoogt dit het leesgemak 

op een hoger niveau: het stelt lezers immers in staat een tekst 

gemakkelijker te verwerken. Daarnaast is typografie niet alleen van invloed 

op de verschijning van een advertentie, maar reikt dit zelfs naar de 

tekstwaardering van de advertentie. Factoren die hierbij een rol spelen zijn 
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onder andere visuele complexiteit, nieuwheid en verrassing. Semantische 

associaties kunnen tot slot vergeleken worden met de effecten van visuele 

retoriek. Lay-out moet door de lezer dan ook als een kunstzinnige afwijking 

gezien worden om via semantische associaties een effect te bereiken. 

 Zoals gezegd kan typografie zowel een directe als een indirecte 

invloed uitoefenen op het overtuigingsproces. Het is niet waarschijnlijk dat 

lay-out als centraal argument onder hoge elaboratie van invloed is op het 

overtuigingsproces (tenzij het een typografische troop betreft), maar onder 

een lage elaboratie kan lay-out op verschillende manieren het 

overtuigingsproces beïnvloeden. Allereerst kan typografie een selectieve 

verwerking bevorderen, bijvoorbeeld wanneer de belangrijke tekstdelen 

zich duidelijk onderscheiden van de minder belangrijke tekstdelen. 

Daarnaast kan typografie als perifere cue dienen, bijvoorbeeld door de 

meer-argumenten vuistregel te activeren. Verder zou een prettig leesbare 

en aantrekkelijke lay-out positieve gevoelens op kunnen roepen die via een 

experiëntiële verwerking van invloed kunnen zijn op het overtuigingsproces. 

Naast deze directe invloeden kan lay-out ook nog indirect van invloed zijn 

op het overtuigingsproces, namelijk door de eleboratie na blootstelling aan 

de advertentie te beïnvloeden. Wanneer een ontwerp de lezer echt helpt bij 

het verwerken van een advertentie, kan dit bijvoorbeeld de motivatie en 

gelegenheid om de advertentie te verwerken verhogen. 

 In zes verschillende experimentele studies is nagegaan in 

hoeverre de bovenbeschreven mechanismen een rol spelen in het 

overtuigingsproces. 

 

4. De studies 

In de eerste studie werd het effect van de hoeveelheid typografische 

aanwijzingen op de leesbaarheid en tekstwaardering onderzocht. Er werden 

vier versies gemaakt van een advertentie voor een digitale camera, waarbij 

elke opeenvolgende versie telkens meer typografische signalen bevatte. Uit 

het onderzoek bleek dat de versie waaraan opsommingstekens waren 

toegevoegd beter leesbaar was dan de versie waarin alleen maar gebruik 

gemaakt was van variaties in lettergrootte en mate van vetgedrukt. Er werd 

geen verschil in tekstwaardering gevonden tussen de verschillende versies. 

 De tweede studie onderzocht de effecten van het gebruik van 

witruimte en opsommingstekens. Weer werden er vier versies van een 

digitale camera-advertentie gemaakt, waarbij het gebruik van witruimte en 

opsommingstekens systematisch gevarieerd was. Daarnaast werd de 

motivatie om te verwerken voor de helft van de deelnemers verhoogd door 

voor hen de relevantie van de advertentie te verhogen. Uit het onderzoek 
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bleek geen effect van het gebruik van opsommingstekens. Het gebruik van 

witruimte had wel een positief effect op de leesbaarheid, maar niet op de 

tekstwaardering. Zowel opsommingstekens als witruimte waren niet van 

invloed op de overtuigingskracht.  

 Studie drie onderzocht de effecten van variaties in lettergrootte 

en het gebruik van vetgedrukt. In zowel een camera-advertentie als een 

tandpasta-advertentie werden lettertype en vetgedrukt systematisch 

gevarieerd. Daarnaast werd de capaciteit van de helft van de deelnemers 

verlaagd door hen af te leiden van het verwerken van de advertenties. Bij 

de digitale camera-advertentie werden geen effecten gevonden. Bij de 

tandpasta advertentie werd een interactie gevonden tussen lettergrootte 

en vetgedrukt: wanneer beide aan- of afwezig waren, waren de 

leesbaarheid, tekstwaardering en overtuigingskracht lager dan wanneer 

een van beide aan- of afwezig was. 

 De vierde studie was een replicatie van de derde. Dit keer werd 

alleen de tandpasta-advertentie gebruikt. De vierde studie liet geen effect 

zien van lettergrootte en vetgedrukt op leesbaarheid, tekstwaardering en 

overtuigingskracht.  

 Bij de vijfde studie werd een wat andere richting ingeslagen. Dit 

keer stond weer het effect van het aantal typografische aanwijzingen 

centraal. Voor drie producten (shampoo, douchegel en gezichtscrème) 

werden drie advertenties gemaakt. Van deze drie advertenties werden weer 

drie versies gemaakt: een met weinig signalen, een met voldoende signalen 

en een met veel signalen. Daarnaast werd motivatie om te verwerken 

gemanipuleerd door voor de helft van de deelnemers de relevantie van de 

advertentie te verhogen. De resultaten lieten zien dat de versies met weinig 

signalen lager scoorden op leesbaarheid, tekstwaardering en 

overtuigingskracht dan de versies met zowel voldoende als veel 

aanwijzingen. 

 De laatste studie keek nader naar de mechanismen waarmee 

lay-out van invloed zou kunnen zijn op de overtuigingskracht. Er werd 

gebruik gemaakt van een advertentie voor vruchtensap en één voor 

pastasaus. In deze advertenties werd de kwaliteit van de argumenten 

(sterk/ zwak) en de hoeveelheid typografische signalen (weinig/ voldoende) 

gemanipuleerd. Daarnaast werd weer de motivatie om te verwerken 

gemanipuleerd. Bij beide advertenties bleek dat de versies met voldoende 

signalen beter leesbaar waren en een hogere tekstwaardering hadden. 

Daarnaast waren deze versies overtuigender dan de versies die slechts 

weinig signalen bevatten. 
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5. Conclusie en discussie 

Uit de studies is gebleken dat typografische lay-out inderdaad in staat is de 

leesbaarheid, tekstwaardering en overtuigingskracht van een advertentie te 

beïnvloeden, maar slechts onder bepaalde omstandigheden. 

 Allereerst waren de resultaten van de studies inconsistent. Soms 

werden er wel effecten gevonden, soms niet. Dit kan op verschillende 

manieren verklaard worden. Wellicht hebben signalen die de relevantie van 

tekstdelen aangeven een andere effect dan signalen die de relaties tussen 

tekstdelen aangeven. Om hier meer inzicht in te krijgen, moet er een 

classificatie van typografische kenmerken op deze dimensies worden 

opgesteld. Daarnaast suggereren de resultaten dat typografische 

variabelen interacteren met elkaar en met andere variabelen, zoals 

bijvoorbeeld verbale complexiteit, product waarvoor geadverteerd word, de 

aanwezigheid en het uiterlijk van omringende advertenties en kenmerken 

van de lezer. In toekomstig onderzoek dienen deze variabelen daarom ook 

opgenomen te worden. 

 De effecten die gevonden werden waren in het algemeen niet 

groot. Dit kan verschillende oorzaken hebben. Allereerst kan het zo zijn dat 

lay-out maar een beperkt effect heeft op het verwerkingsproces van 

advertenties. Daarnaast zouden de teksten die gebruikt zijn in de studies al 

voldoende tekstuele aanwijzingen kunnen hebben bevat, wat de 

typografische signalen overbodig heeft gemaakt. De typografische 

manipulaties waren over het algemeen verder bescheiden. Sterkere 

manipulaties zouden een groter effect kunnen hebben. Daarnaast zijn 

kenmerken als kleur of plaatsing op de pagina niet onderzocht. Het zou 

kunnen zijn dat deze kenmerken een grotere invloed hebben op het 

verwerkingsproces. In toekomstig onderzoek is het daarom belangrijk te 

kijken naar de interactie tussen visuele en verbale aanwijzingen en moeten 

ook andere typografische kenmerken nader onderzocht worden. Tot slot 

zouden andere onderzoeksontwerpen gebruikt kunnen worden, zoals 

binnenproefpersoonontwerpen of het gebruik van meer proefpersonen om 

de kracht van de statistische analyses te vergroten.   

 Verder werd er verondersteld dat er een soort van optimum is 

van de hoeveelheid typografische signalen in een tekst. De resultaten laten 

consistent zien dat versies met voldoende signalen beter scoren dan 

versies met nauwelijks of geen signalen, maar er werden geen lagere 

scores gevonden wanneer er meer dan voldoende signalen werden 

gebruikt. Ook hier kan het een rol hebben gespeeld dat de hoeveelheid 

signalen in de ‘veel’-condities meestal nog bescheiden was. Mogelijk ligt 

het optimum in advertenties wellicht hoger dan verwacht: in advertenties 

wordt vaak uitbundig gebruik gemaakt van typografische signalen en de 
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lezer heeft hier misschien een hogere tolerantie ten aanzien van de 

hoeveelheid opmaak. In genres waar dit minder het geval is ligt dit de 

tolerantiegrens wellicht lager. 

 Helaas bieden de studies geen antwoord op de vraag via welk 

mechanisme typografische vormgeving de overtuigingskracht beïnvloedt. 

Bij alle studies konden de vier mechanismen (perifere cue, selectieve 

verwerking, experiëntiële verwerking en door beïnvloeding van de 

elaboratie) de gevonden resultaten verklaren. De belangrijkste reden 

hiervoor is dat de manipulaties van motivatie en gelegenheid niet goed 

hebben gewerkt, waardoor het onduidelijk is op welk elaboratieniveau de 

deelnemers de advertenties hebben verwerkt. Er zijn aanwijzingen dat het 

elaboratieniveau in het algemeen hoog was, wat de experiëntiële verklaring 

het meest voor de hand liggend maakt. Dit betekent echter niet dat de 

andere verklaringen geen rol zouden kunnen spelen onder condities van 

lage elaboratie. In vervolgonderzoek moet daarom een zorgvuldige 

manipulatie van motivatie of gelegenheid worden toegepast en dienen 

heldere manipulatiechecks te worden gebruikt. Tevens verdient het de 

voorkeur om gebruik te maken van online aandachtsmaten, bijvoorbeeld 

via eye-tracking. Hier kan niet alleen de mate van elaboratie uit worden 

afgeleid, maar kan bovendien inzicht verkregen worden in de vraag of 

typografie inderdaad selectieve verwerking kan stimuleren of de mate van 

elaboratie na blootstelling kan verhogen.  

 Tot slot dient te worden opgemerkt dat de generaliseerbaarheid 

van de resultaten beperkt is. De advertenties betroffen slechts enkele 

producten en de gebruikte teksten waren sterk gecontroleerd in termen 

van stijl, inhoud en structuur. In vervolgonderzoek moet daarom gekeken 

worden naar andere producttypen, kunnen wellicht bestaande advertenties 

gebruikt worden en kan ook gekeken worden naar andere genres dan 

alleen productadvertenties. 

 Al met al lijkt typografie een veelbelovende factor in het 

overtuigingsproces. Het blijft echter onduidelijk op welke manier typografie 

precies het overtuigingsproces beïnvloedt. Hopelijk zet dit onderzoek 

andere onderzoekers aan om de onderste steen boven te krijgen. 
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