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Effects of animation on perceptual antecedents of attitude toward virtual advertising
Abstract
The purpose of this study was to examine the effects of virtual advertising’s animated features on viewers’ emotional responses. More specifically, we investigated animation’s effects on the perceptual antecedents of attitude toward virtual advertising, based on the model by Brackett & Carr (2001), in an experimental setting. The findings suggest no effects of animation on any of the perceptual antecedents of attitude toward virtual advertising.

Introduction
Assessing advertising and sponsorship effectiveness has been a focus for both academicians and practitioners alike. Much of this research has focused on the viewers’ intermediate responses with the belief that these responses eventually lead to future behaviors (Vakratsas & Ambler, 1999). Past studies have focused on intermediate responses such as cognition (i.e., beliefs), affect (i.e., feeling), and experience (Vakratsas & Ambler, 1999). Within these studies, consumers’ affective state has been widely investigated (e.g., Alwitt & Prabhaker, 1994; Andrews, 1989; Brackett, & Carr, 2001; Dees, Bennett, & Tsuji, 2007; Ducoffe, 1996; Lutz, 1985; MacKenzie & Lutz, 1989; Schlosser, Shavitt, & Kanfer, 1999). Central to these studies were assessments of attitudes toward advertising in general (AG), which has been found to be predictive of attitudes toward the ads (Aad), brand attitudes, and purchase intentions, a primary interest of firms that advertise or sponsor sporting events.

Previous investigations have centered on advertising meda, such as television commercials, newspaper ads, and Internet ads (e.g., Alwitt & Prabhaker, 1994; Ducoffe, 1996; Schlosser et al., 1999).  However, the effectiveness of virtual advertising, a new media vehicle, has received less attention than traditional media in the marketing and the advertising literature. Virtual advertising is the seamless insertion of digitized images into television broadcasts (Turner & Cusumano, 2000). It is widely used in sports, such as first down markers in football or corporate logos behind home plate during baseball games. Events’ attendees do not see these corporate logos; however, television viewers are exposed to them. The objectives of virtual advertising are similar to those of conventional advertising. Through both media, firms attempt to reach their desired target market, increase brand awareness, leverage products, transfer images, and send messages to consumers (Cianfrone, Bennett, Siders, & Tsuji, 2006). 

Virtual advertising offers numerous advantages over conventional television commercials including its ability to animate logos placed on a broadcast (see Turner & Cusumano, 2000 for other advantages).  Marketers use this feature in hopes of drawing attention to the corporate logos they use. For example, animation was used in the most recent World Baseball Classic.

Although virtual advertising offers unique advantages over conventional media, there is a dearth of research with regard to the assessing virtual advertising’s effectiveness. Of the few studies that have focused on virtual advertising, most have focused on assessing levels of viewers’ awareness of virtual advertising, or have given ethical and/or legal consideration to the use of virtual advertising (e.g., Cianfrone, et al., 2006; Turner & Cusumano, 2000; Tsuji, Bennett, & Leigh, in press). One study by Bennett, Ferreira, Tsuji, Siders, and Cianfrone (2006) explored the perceptual antecedents of attitude toward virtual advertising in sport. However, no study to date has explored animation’s effects on viewers’ affective responses. Thus, this study seeks to understand animation’s effects on the perceptual antecedents of viewers’ attitudes toward virtual advertising.  

Relevant Literature Review

Measuring consumer’s attitude is central to advertising and sponsorship research. Marketing and advertising research has favorably used attitude because of its capability to predict future behaviors (Ajzen, 1991). Attitude is “a psychological tendency that is expressed by evaluating a particular entity with some degree of favor or disfavor” (Eagly & Chaiken, 1993, p. 1). Researchers often use advertising schema theory to understand how viewers derive attitude and behavioral responses to advertising and sponsorship stimuli (e.g., Dees, et al., 2007; McDaniel, 1999; McDaniel & Heald, 2000). Schemas are hypothetical cognitive structures made from past experiences that people draw on to categorize and understand new information (e.g., exposure to advertising and sponsorship stimuli) (McDaniel, 1999). In other words, people create schemas based on their previous experiences (e.g., watching television commercials or sponsorship signage) and organize the obtained information in numerous levels of schemas (e.g., media-based schemas, brand ad schemas, etc.) (Stoltman, 1990). Then, when they see a new advertisement, they use a schema to derive affective and behavioral responses (Fiske, 1982).  
Attitude toward Advertising

One of the important constructs for assessing advertising’s effectiveness is AG, which is a well-established stream of research in marketing and advertising literature. By definition, AG is “a learned predisposition to respond in a consistently favorable or unfavorable manner to advertising in general” (Lutz, 1985, p.53). AG is important because it is an antecedent to Aad (MacKenzie & Lutz, 1989), which is defined as “predisposition to respond in a favorable or unfavorable manner to a particular advertising stimulus during a particular exposure occasion” (Lutz, 1985, p.46). This specific construct is critical when assessing advertising’s effectiveness because numerous studies have revealed its relationship to consumers’ affective (e.g., brand attitude) and behavioral (e.g., repeat purchase intentions) responses (see Muehling & McCann, 1993 for review). 

Although significant quantities of research have been devoted to the consequences of Aad, others have investigated the construct of AG. Much research has focused on the antecedents to AG and its application to different media vehicles (Bennett et al., 2006; Ducoffe, 1996; Tsang, Ho, & Liang, 2004). Ducoffe (1995) investigated perceptions that lead to what he termed advertising value, which he defined as “a subjective evaluation of the relative worth or utility of advertising to consumers” (p. 1). Ducoffe (1995) identified three perceptions (entertainment, informativeness, and irritation) and termed them perceptual antecedents to attitude toward advertising. Then, Ducoffe (1996) analyzed how these perceptual antecedents and advertising value led to attitude toward web advertising. He found that all perceptual antecedents predicted of advertising value, and advertising value was significantly related to attitude toward web advertising. Brackett and Carr (2001) later extended Ducoffe’s (1996) and MacKenzie and Lutz’s (1989) work by including credibility and demographics as relevant antecedents of AG. The model by Brackett and Carr (2001) has been applied to other Internet-related advertising, and to other media vehicles such as mobile advertising (Tsang et al. 2004) and virtual (Bennett et al., 2006) advertising.

Bennett et al.’s (2006) study explored the perceptual antecedents of attitude toward virtual advertising. They found virtual advertising, which appeared without animation effects, on the field, in the stands, near the goalpost, and by the score display to be less entertaining, less informative, less irritating, but more credible than television commercials.

In this study, we assess whether the animation feature of virtual advertising affects the perceptual antecedents of attitude toward advertising proposed by Brackett and Carr (2001). Investigating effects of animation on perceptual antecedents is more appealing than assessing only attitude toward virtual advertising, because viewers will have different opinions with respect to this communication medium’s perceptual antecedents.

Animation

Virtual advertising’s animation effect is one of its advantages over conventional advertising (Turner & Cusumano, 2000). An example of this technology appeared in the most recent World Baseball Classic held in 2009. During this event’s broadcast, sponsors’ logos dissolved on a canvas screen behind home plate. In the past, animation has been investigated in terms of its awareness levels (Tsuji et al., in press); however, no study has explored viewers’ emotional responses to this feature of virtual advertising. 

Animated advertising often has appeared in Internet advertising. According to Yoo, Kim, and Stout (2004), animated banner advertising elicited better attitudes toward the ad responses from their subjects than non-animated banner ads. However, Yoo and Kim’s (2005) study found that highly animated online banner advertising negatively affected consumers’ viewing experiences. Respondents in their study felt unpleasantness when watching those ads. Their study concluded that attitude responses form an inverted-U shape and the responses were at their best when the ad was moderately animated. 

Research Questions

Based on the literature review, we formulate the following research questions.

R​1: What levels of perceptual antecedents of attitude toward virtual advertising do viewers express?

R​2: What effects does virtual advertising’s animation exert on perceptual antecedents to attitude toward virtual advertising?

Method

Participants

This study’s sample (n=208) consisted of undergraduate students at a large university located in the southwestern United States. These students were solicited from several physical education classes in return for extra credit. As they entered a computer lab, students were randomly handed a CD that contained 24-min of a professional baseball game. One group of students received a video with animated virtual advertising embedded, while another group saw a video with no animation effects. Students were asked to view the video and answer the questions that followed on Survey Monkey. 
Treatment Stimuli

The stimulus for this investigation was a 24-min video clip consisting of two innings of a professional baseball game between the Boston Red Sox and the Texas Rangers in 2002. Virtual advertisements in the form of brand logos were inserted behind home place adjacent to existing signage with the assistance of a virtual advertising company. The animation effect was a one-time page-peeling effect, which started from the top left corner and finished in the bottom right corner. This effect was seen as brand logos appeared in each exposure for a total of 11 times during the video. This effect was chosen after the consulting with a virtual advertising executive (K. Overton, personal communication, October 18, 2005). The background color and logs’ size were kept the same in an effort to prevent the introduction of confounding variables. Additionally, the video was edited to shorten its length and reduce the subjects’ boredom. Similarly, television commercials, which were irrelevant to the treatment, were limited to one 30-s commercial in between innings.

Three brands were selected from three product categories that are typical sponsors of baseball. Three product categories were selected so as to maintain the realistic presentation of the baseball game.  Automobile, alcohol, and sport apparel were selected as the three product categories. These three were selected because they are ranked in the top 10 product categories that sponsored sport in 2004 (Brand Strategy, 2005). From the three product categories that were chosen, domestic brands were selected to control for any potential country-of-origin effect. In addition, non-prominent brands were selected, because people tend to attach emotion to prominent brands such as Ford, Budweiser, and Nike. Thus, non-prominent, domestic brands were selected based on the “Top 2,000 brands,” which were scaled on media spending in the United States (Brandweek, 2005; Roy & Cornwell, 2004). Champion and Icehouse were selected for the sport apparel and alcohol product categories respectively, because these brands were not listed in the “Top 2,000 brands.” Mercury, although ranked on the list, was selected because of its relative spending level compared to other domestic automobile companies. 
Survey Instrument

First, several questions related to the video’s content were asked to determine whether students had paid attention to the video. Next, a statement along with a picture of the game followed notifying the subjects that the signage in the video was actually virtually inserted. Then a series of questions were asked based on previous work by Brackett & Carr (2001). These items were measured on a 7-point Likert-type scale ranging from strongly disagree (1) to strongly agree (7). Additionally, previous studies have identified the effects of involvement and/or fan identification on attitudes (e.g., Madrigal, 2000, 2001; Yoo et al., 2004); thus, we included items measuring baseball involvement and team identification. Baseball involvement items were adopted from Zaichkowsky’s (1994) 10-item Personal Involvement Inventory scale, which were measured using a 7-point semantic differential scale. Team identification items were adopted from Trail and James’ (2001) Team Identification Index. These items were scaled on a 7-point Likert-type scale ranging from strongly disagree (1) to strongly agree (7).  Finally, relevant demographic questions were asked. To answer the research questions, descriptive statistics, frequencies, and multiple analysis of covariance (MANCOVA) were conducted. 
Results & Discussion

Results of this study are presented in Tables 1 and 2. The sample consisted of 51.4% females most of whom (79.1%) are white. The subjects’ average age was 19.79 years (SD = 1.89). Mean scores of perceptual antecedents were around the mid-range of four, suggesting that viewers had no strong disposition toward virtual advertising. The results also suggest no significant effects of animation on perceptual antecedents of attitude toward virtual advertising while controlling for baseball involvement and team identification variables. This is probably because of the minimum level of animation effects used in the study, as well as virtual advertising’s inherent similarity to sponsorship signage (Bennett et al., 2006). This finding of non-significance is important not only to scholars, but also to practitioners. These results provide evidence that animation at a minimum level has no effect on the emotional responses of viewers of virtual advertising in sport. Because Tsuji et al.’s (in press) study also found no significant effect of animation of virtual advertising on brand awareness levels, practitioners might want to forego the use of this specific feature of virtual advertising. While not a focus of the study, baseball involvement had a positive effect on credibility of virtual advertising.
Table 1. Means, standard deviations (SD), and frequencies of perceptual antecedents to attitude toward virtual advertising 
	
	Animation
	Mean
	SD

	
	
	
	

	Informativeness
	Yes
	4.12
	1.14

	
	No
	4.11
	1.33

	
	Overall
	4.11
	1.24

	
	
	
	

	Entertainment
	Yes
	3.63
	1.22

	
	No
	3.75
	1.18

	
	Overall
	3.69
	1.20

	
	
	
	

	Irritation
	Yes
	3.64
	1.05

	
	No
	3.56
	1.26

	
	Overall
	3.60
	1.16

	
	
	
	

	Credibility
	Yes
	3.94
	1.05

	
	No
	4.07
	1.08

	
	Overall
	4.00
	1.07

	
	
	
	

	Advertising Value
	Yes
	4.14
	1.09

	
	No
	4.20
	1.32

	
	Overall
	4.17
	1.21


Table 2. Results of MANCOVA 
	
	Wilk’s Lamda
	F
	p
	(2

	Multivariate test
	
	
	
	

	   Animation
	.994
	.209
	.959
	.006

	   Baseball Involvement
	.865
	5.773
	.000
	.135

	   Team ID Rangers
	.962
	1.463
	.204
	.038

	   Team ID Redsox
	.990
	.386
	.858
	.010
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