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Abstract XE "Abstract" 
Is it possible to test the impact of commercial likeability on short-term brand equity and recall, and therefore test commercials pre-launch on their effectiveness? Prior research shows that it is hard to measure brand equity and recall by observing the commercial likeability, as outcomes differ significantly. A model to test commercials pre-launch is, however, still desirable as even minor refinements can have a definite impact on a campaigns effectiveness. Following traditional and tested methods, this study develops a model to pre-test commercials before being launched on television. We tested respondents on their brand equity and recall for several brands and commercial likeability being: annoying, neutral and appealing commercials. Specifically, we argue that annoying commercials increase brand equity in contrast to previous research. Additionally, we see that neutral commercials lead to a higher perceived quality of the brand and that appealing commercials result in the highest recall. Finally we observe that annoying commercials have a significant positive recall of the product and brand, but that the negative message is easily forgotten. Suggesting that annoying commercials can definitely have positive influences. This study further emphasizes that companies should make use of different commercial likeability. As annoying, neutral and appealing commercials all result in a different outcome, companies can choose which commercial to use depending their purpose.
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1. Introduction XE "1. Introduction" 
Everyday consumers are overwhelmed with advertisements. It has become a part of modern society and can be found everywhere you come. Whether you walk, travel or relax and read a newspaper, you always come across advertisements at bus stops, magazines, on buildings and nowadays even on the internet. Companies provide you with the latest advertisements and spend millions of dollars on advertising every day. In 2010 the world’s ad spending was estimated to be 455,373 million dollars according to ZenithOptimedia (2009, see also Exhibit 1), and according their last estimations this number was even underestimated
.

This high spending on advertising is despite several studies claiming that advertisements are becoming less interesting and less convincing (Smit, van Meurs, Neijens 2006). Furthermore are there increasingly more possibilities to avoid advertisements, which also make the relative costs of the commercials higher. Despite the decreasing interest, we observe an increase in the worlds spending on advertisement in the last years (ZenithOptimedia 2009). As the television media accounts for almost 40 percent of the total advertising spending in 2010, we can conclude that television is the most important media to advertise. Furthermore do we see an increase in time spent watching television (SPOT 2010)
. These conclusions underline the main reason to study the television media.

Many companies spend enormous budgets on making commercials, however most of the time it is unsure whether the commercials will be liked and even more important whether they will be effective. As is indicated by Abraham and Lodish (1995): it is important to see whether TV advertising campaigns are working in the real world before spending huge budgets. Despite this fact, there is very little information available about how to test commercials before broadcasting them on a large scale. Certainly in a time where consumers are overwhelmed with possibilities to avoid commercials, it is important to find possible solutions. With innovations as the remote control, DVD/HDD-recorders, the internet, etcetera, it is harder to advertise and to obtain the attention of the consumer. Belch, Lutz and MacKenzie (1986) explain that advertisers belief that even minor refinements in commercials prior being broadcasted can have a significant impact on the campaigns effectiveness. A model testing a commercial prior to its airing would therefore be increasingly interesting. 
Because of different approaches and goals, companies try to differentiate through their commercials. With commercials companies try to achieve familiarity and create a top in mind position. The companies hope to achieve increased familiarity of their products, logos and/or brands and therefore create more recall. Besides, they aspire to give a positive brand experience which should result in increased brand equity. Together recall and brand equity can result in more sales and therefore more profits. However there is a diverse reaction to many commercials, some commercials are perceived as appealing, while others can be experienced as annoying (we will further refer to this as commercial likeability). Despite the diverse reaction between consumers, some commercials are preferred to others. We research the commercial’s perceived likeability in order to see if this has any effect on the brand equity and/or recall. With researching the effect of commercial likeability on brand equity and recall we hope to get a deeper understanding in the process of creating customers. Although recall is already considered within brand equity, we believe that not all dimensions of recall are covered within this framework. Within the brand equity framework only brand associations and brand awareness are covered. We therefore want to observe some other dimensions of recall separately, to give a more detailed explanation, besides can we observe the results of these different dimensions. 

In this research we focus, with the perceived commercial likeability, mainly on the two emotions commercials often evoke; annoyance and appealingness. As there are many definitions of these emotions we shortly introduce them and later on explain them more thoroughly. In this research we define appealing as a good you would like to pay for, something that is able to attract your interest or evoke empathic or sympathetic feelings. We define Annoying as a good for which you are willing to pay for having it removed, something that gives a feeling of discomfort, irritation or disturbance. 

We want to provide a model to pre-test a commercial prior to its airing (pre-launch). The focus of this study is to examine whether perceived commercial liking has an influence on the short-term equity and recall of a specific brand after only one observation. The following research question will therefore be central: 

“Is it possible to test the impact of commercial likeability on short-term brand equity and recall, and therefore test commercials pre-launch on their effectiveness?” 
In our study, we research whether annoying or appealing commercials lead to higher brand equity and/or recall. By researching the impact of commercial likeability it will be more straightforward for companies to choose a specific type of commercial for their intended goal. In addition, it is important to know how certain marketing activities contribute to a brand. Managers can in this way promote brand-building activities and decrease or avoid brand-hurting activities. In order to avoid creating negative emotional reactions to ads, and therefore not driving consumers to avoid ads, we need to research the effects of commercial likeability more thoroughly (Edwards, Lee and Li, 2002). 

The aim of this research is to contribute to a better understanding on the effect of commercial likeability. Most companies use commercials only to get a top in mind position. In other words they try to increase the recall of the brand or product, even though the brand equity could be more important for that person when choosing a product. Therefore companies often surpass their goal or do not think about the effects their commercials can have. As previous work does not focus on this specific subject we will research it more in detail in this paper. With this research we want to show that with different types of commercials companies can create more brand equity and/or recall depending their purpose. Furthermore can it provide a guideline for developing or testing commercials on their effectiveness.

We only observe the effect on brand equity and recall after one observation. This in order to measure the effect within a short amount of time after observing the commercials (Short-term). An important note, however, is that some commercials are perceived as appealing when seen once or twice, however when consumers are exposed more frequently to the commercial they start to get annoyed. Although this is an interesting matter, and may be researched in addition to this research, it is too difficult to include this in this paper. We only focus in this paper on the commercials which are perceived as annoying, appealing or neutral when shown once. 
In the remainder we discuss previous research which is done on the several subjects which will be discussed in this research, including subjects as effects of advertisement, recall, brand equity and the effect of annoying and appealing commercials. After this we will give a more thorough definition of appealing and annoying. By focusing only on television commercials we hope to get a deeper understanding on the attitude towards brands, caused by these commercials. Hereafter we will do an experiment which will be based on several hypotheses. This experiment contains commercials which are perceived as either annoying, neutral or appealing. Whether these commercials are appealing, neutral or annoying is determined by a pre-test and is executed by people who are not participating in the main experiment. In this pre-test several commercials are shown to the participants. Afterwards their opinion is asked about the commercials. They can indicate on a seven-point Likert-scale whether they find the commercial annoying, neutral or appealing. After the pre-test the main experiment takes place. This test encloses two parts, the first contains several commercials which are perceived as either annoying or appealing, examined in the pre-test, and some brand logos. Both the commercials and brand logos are accompanied by several questions regarding brand equity. In the second part, several questions regarding the recall of the brands, products and commercials are asked. With the answers we find out whether the hypotheses are supported or not. Hereafter a final conclusion is drawn on the influence of commercial likeability. We conclude with some managerial implications and possible further studies to confirm these findings.

2. Literature XE "2. Literature"  
2.1 Advertising XE "2.1 Advertising" 
2.1.1 The Influence of Commercials XE "2.1.1 The influence of commercials" 
Since the first legal television commercial was aired in 1941, opinions about commercials always have been diverse. Some people find them informing, others think they are misleading. Nevertheless, this year 179,146 million dollar is spend worldwide within the television advertising media according to the year report of ZenithOptimedia (April 2009) and accounts for more than 39 percent of the global advertising budget. The total world spending on television advertising is even more than the advertising in magazines, on the radio, the internet and outdoor advertisement together. We therefore conclude that advertising on television is popular among companies and has a definite impact on the behavior of consumers, as the advertising budget in this media still augments every year.
However, there are many people who dislike commercials overall, Smit, van Meurs and Neijens (2006) observe a trend where people perceive commercials less positively over the years. However that is not the only problem. Alwitt and Prabhaker (1994) monitor that: “people who dislike TV advertising are likely to resist its efforts to increase their positive attitudes to an advertised brand.”. Becker and Murphy (1993) support this by stating that commercials tend to lower the utility of the viewers. To counteract this diminished utility, companies include these commercials in utility-raising programs. 

Furthermore, we see that advertisements which lower utility are much more likely to be placed during television or radio programs as it is harder in these media to ignore the advertisements in comparison to newspapers or other print media. Although many advertisements lower utility, this does not necessarily mean that they decrease the demand of the advertised goods. Demand can increase by for example getting a top in mind position, producing anxiety or stir up envious feelings toward the success and happiness of others (Becker and Murphy 1993). Despite the often heard claim that advertising raises prices, several studies have found that cities which allow advertisements for particular goods have lower prices than cities which abandon these advertisements. This is a good example of advertisements not raising  prices but raising demand. 
Mehta (2000) on the other hand claims that people with more favourable attitudes toward advertising are able to recall more advertisements the day after exposure and are more persuaded by these commercials. They show that the individual attitudes towards the commercials influences the reactions of respondents to the commercial. It is therefore in line with their results that people who find commercials annoying are less persuaded by them. This is supported by Biel and Bridgwater (1990), they find that people who like a commercial “a lot” are likely to be twice as much persuaded than people who feel neutral about the commercial. They make this clear by explaining that the emotional component of our attitude towards the ad is affected by likable commercials. 

2.1.2 The Different Dimensions of Commercials XE "2.1.2 The different dimensions of commercials " 
Advertisements have gone through several changes over the years. The product has become less central and emotions have become the focus. As in the earlier years most commercials contained a lot of information, now we see that suppliers try to evoke feelings towards the brand. This follows from the fact that about 50 years ago it was believed that emotions are a consequence of our thoughts, therefore concluding that if we would understand our thoughts we would understand the rest. However in the 1980’s Zajonc (1984) and Bornstein (1989) show that emotions and feelings have primacy over thoughts, and that without being aware of stimulus emotional responses can be created. As Heath and Nairn (2005) say in their article; “All this points to advertising having far more power than we think it has.”. Although many people do not believe advertising affect their behaviour, study has proven it does. Petty and Cacioppo (1983) support this with their theory about the central and peripheral routes of advertising effectiveness. They explain the attitude change via two different routes in their article. One the central route explaining the attitude change because of relevant information, for example comprehending product-relevant information. The second the peripheral route explaining attitudinal changes by personally considered pros and cons, like for example a pleasant lunch. They further state that high involvement messages have greater personal relevance and consequences or elicit more personal connections than low involvement messages. Also do they support that different kinds of appeals for different audiences may be most effective.

Alwitt and Prabhaker (1994) state in their article Identifying who dislikes television advertising: not by demographics alone: “However, advertisers rarely consider the audience’s attitude to TV advertising in general. To the extent that this attitude is negative, advertising for a brand is less effective.” Where they say that when the attitude towards advertising in general is negative, companies should be careful with advertising. They discovered several reasons for disliking commercials; persuasion of unwanted goods, dislike of the product/service, being repetitious or offensive, dislike the effect on society and dislike among consumers who are alienated from society. MacKenzie, Lutz and Belch support the statement of Alwitt and Prabhaker in their dual mediation hypothesis where they say that consumers’ affective reaction to an ad influences their tendency to accept the statements made in the advertisement. The more they like the ad, the more receptive they are to its content. This is captured in the following figure which is emerged from the elaboration likelihood model by Petty and Cacioppo (1981):

Consumer’s Affective Reaction to an Ad
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Key:

Cad 
represents ad cognitions.

Aad 
represents attitude toward the ad.
Cb 
represents brand cognitions.

Ab 
represents attitude toward the brand.

Ib 
represents intention to purchase the brand.
Figure 1
Although this model emerges from the Elaboration Likelihood Model posited by Petty and Cacioppo (1981), this model differs in the fact that in this situation the peripheral route (a peripheral cue as attitude towards the ad) may have an impact on the central route. This in contrast with the Elaboration Likelihood Model were these routes are separate. Through the link of Aad ( Cb, the model can intertwine between the different routes rather than being substitutes of each other.

Also Aaker and Stayman (1988) show that feelings do have a direct impact on brand attitudes by showing that advertisements with the same attitude toward the ad have a different effect. They further show that negative feelings do change the attitude toward the ad at even the lowest exposure levels. This does only occur at higher levels with the positive feelings.
Chandy, Tellis, MacInnis and Thaivanich (2001) add to this by suggesting that motivation, ability and opportunity also affect the response to the advertisements. When consumers have little information about a product, they have more incentives to see and process the ads. However, if consumers are already aware of the product and have already existing attitudes towards that product, they are less motivated to process information about it. Therefore negative responses to argument-based ads can occur due to satiation, boredom or irritation. In this situation where the consumer is already aware of the product, emotion-laden ads may win consumers’ attention and help retrieve prior knowledge from the memory and therefore likely affect their behaviour according to research by Chandy, Tellis, MacInnis and Thaivanich (2001) page 7.
Verma (2009) contributes: “The human brain has a limited processing capacity and consumers have the tendency to process the most useful and appealing information first.” He further states that advertising ranges from the emotional to the informational. In the emotional range, emotions as fear, humour, warmth, irritation and sexual arousal can be found. These are primarily drawn from the 11 emotional appeals according to Moriarty (1991): excitement, fear (danger, personal embarrassment), family (love, protection), guilt, love (affection, romance), nostalgia, pleasure (humor, happiness, and joy), poignancy, pride, relief and sorrow (grief, suffering). And as producers are seeking to improve their communications, greater notice should be given to the selection of these appeals for different target groups. In the informational range a high need for cognition and the need of rational reasons before buying a product can be of importance. In these situations information rich advertisements should be initiated.
Smit, van Meurs and Neijens (2006) reason in their article that the effectiveness of advertisement likeability may be considered as a brand attribute itself.  They further explain as well as Biel and Bridgwater (1990) the main dimensions of likeability which are indicated from studies dating back to 1970. The dimensions are:

· Entertaining (clever, ingenuity, imaginative, amusing original, humorous)

· Energetic or stimulating (lively, fast moving, appealing, well done)

· Relevant (clear, informative, believable, meaningful, worth remembering, effective, (not) easy-to-forget, (not) pointless, true-to-life, believable, convincing, informative)

· Empathetic (sensual, warm, sensitive, gentle)

· Irritating (alienating, tasteless, annoying, confusing, seen a lot, worn out, phony)

· Familiar
Smit, van Meurs and Neijens showed that advertising likeability consists of four different components: entertainment, relevance, clearness, and pleasantness. Each component relating differently to the advertisement and having a significant relation with the attitude towards the ad.

2.2 Brand Equity XE "2.2 Brand Equity"  

In past decades, researchers have focused numerous amount of times on brand equity and brand recall. However, first we discuss brand equity. Although the considerable amount of research done on this topic and attempts to understand brand equity, there are still some uncertainties about what brand equity exactly is, and more important how it can be measured. In general sense brand equity can be explained as the favourable reactions to the marketing mix elements of a brand in comparison to the reaction to the same unnamed version of the product or service. You can therefore say that any favourable behavioural response to a brand in comparison to its unbranded equivalent is brand equity.

According to Keller (1993) there are two general motivations for researching brand equity. One is financially, so one can estimate the value of the brand in order of asset valuation, merger or acquisition. A second reason is from a strategy-based motivation, namely improving marketing productivity in order to reduce competition, lower costs, increase demands and get more efficient.

Brand equity occurs when the consumer gets familiar with the brand and holds some favourable, strong, and unique associations of the brand in memory. This is to a great extent important as the long-term success of all future marketing programs for a specific brand is affected by the brand knowledge in memory that has been established by the firms marketing efforts.

Even though there are many definitions of brand equity, brand equity can be divided in four dimension: brand loyalty, brand associations, brand awareness, and perceived quality of the brand, as proposed by Yoo and Donthu (2001) and Keller (1993). In our research we therefore also focus on these four dimensions of brand equity. Brand loyalty is the extent to which a consumer is attached to a brand and is demonstrated by purchasing the brand as a primary choice. A brand association is anything that can be linked to the brand, overall it means that the more links one can make with the brand the stronger the brand will be. Brand awareness is the ability to recognize or to recall a brand when showing a product category. It relates to the probability to which the brand or commercial comes to mind and the ease with which it does so. Perceived quality of the brand is the subjective evaluation of the product quality and is based on the consumer instead of managers or experts judgements. It is the evaluation of the product’s overall excellence.

In the following figure we indicate how an advertisement can lead to brand equity. Figure 2 is based on the article of Wangsa (2007) and shows beliefs about the brand are based on the commercial but also on cognition and affect, in other words what do you think about the advertisement and what feeling does the commercial give you. This leads to an attitude towards the advertisement and therefore leads to brand equity. Brand equity in its turn leads to an attitude towards the brand which causes an intention which can result in a purchase.

How a Commercial can Lead to Brand Equity and Result into a Purchase
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Figure 2
2.3 Brand Recall XE "2.3 Brand Recall" 
Although brand recall is part of the brand equity, it is partly covered in brand awareness, it is too important to not mention it separately. As explained by Keller (1993) brand recall and recognition affects the consumers decision making process by influencing the formation and strength of brand associations in the brand image. Brand recall is the extent to which a brand name is retrieved from memory when given a specific product category. It relates to the likelihood the brand comes to mind and the ease with which it does so. There are two forms of brand recall. Unaided recall which is the technique that is used to test the effectiveness of a commercial or advertisement to see whether the consumer is familiar with a particular brand. An example of an unaided recall question is; Which brands of whiskey do you know?. Aided recall is the technique to see if a consumer is familiar with a particular brand name when the brand name is prompted. An example of an aided recall question is; Which of the following brands appeared in the last commercial: Honda, Toyota, VW or BMW?. In our research we use both types of recall to test the overall recall of the different brands. 

Brand recall is important for three major reasons. First it is important that consumers think of the particular brand when facing a product category. A greater awareness among consumers increases the likelihood the particular brand will be part of the consideration set. Second, as people are more likely to buy products they are familiar with, it is important that brand recall can affect decisions about brands in the consideration set. Even if there are no other associations with the brand. Finally, brand recall affects consumers decision making process by strengthening the brand associations and brand image.

Besides brand recall we also consider recall of the commercial itself. This is however not part of the brand equity but leads to an attitude towards the brand. Furthermore does it almost imply the same as brand recall, although in this case not the brand but the commercial is considered. We investigate if the different feelings toward a commercial have any influence on the recall of that particular commercial
2.4 Appealing versus Annoying XE "2.4 Appealing versus annoying" 
Much literature has focused on the appealing side of advertisements, however, very few studies have specifically focussed on the negative effects like annoyance or irritation towards the advertisement or brand. This seems logical as most commercials are not perceived as annoying by most people. However Aaker and Bruzzone (1981) show that a small number of commercials are found annoying by a substantial amount of people.  In this paper we look at the appealing side of commercials as well as the annoying or irritating side. Although many people know what appealing is, they have problems with indicating or explaining what they think annoying or irritating is. We therefore give some examples and definitions based on previous literature. 

To start, Becker and Murphy (1993) give a simple way of explaining a “good” and a “bad”. For example taking a ride at the carnival, which is a good for people who are willing to pay for the ride, and garbage is a bad because people are willing to pay for having it removed. In other words commercials that are enjoyed on television and will be viewed without discomfort are appealing. Commercials which cause irritation, boredom etcetera and therefore cause discomfort while watching are annoying commercials. Appealing is something that is able to attract your interest or evoke empathic or sympathetic feelings. Appealing commercials are explained as being humorous, informative, relevant, novel, gentle, meaningful, amusing etcetera. Appealing feelings evoke pleasure and do not cause any discomfort. Annoying (irritating is a synonym for annoying) commercials are explained as provoking, causing displeasure or momentary impatience. Showing that annoying is more negative than just disliking, however, less negative than offensive. According to Aaker and Bruzzone (1985), irritation is also stemmed from the execution and the product class for which the advertisement is produced. They produced a list of factors that increase irritation. Irritation levels are expected to be higher when:

· A sensitive product is involved (for example tampons for women), and the product and its use are emphasized by explicitly showing the product package.

· The situation is artificial, phony, unbelievable, and/or overdramatized (as in for example the fast recovery in painkiller commercials).

· A person is put down with respect to appearance, knowledge, or sophistication (for example when someone talks down about another person).

· An important relationship such as mother-daughter, husband-wife, or that with a close friend appears to be threatened (for example when a husband is being too judgemental towards his wife).

· There is a graphic, detailed demonstration of physical discomfort (for example in a headache commercial).

· An uncomfortable tension is created by an argument, an antagonistic character, or by an activity (for example when too much effort is put in convincing the customer).

· An unattractive or unsympathetic character is portrayed.

· A suggestive scene is included.

· There is poor casting or execution.

In our research we focus on commercials which are perceived as either appealing or annoying according to previous statements about appealing and annoying. Besides selecting commercials on the above statements we perform a pre-test where we test whether selected commercials are really appealing or annoying.
2.5 Research Hypotheses XE "2.5 Research Hypotheses" 
Studying previous literature on the appealing and annoying aspect of commercials brought a lot of information. However, there is almost no focus on the effects of brand equity and brand recall caused by these commercials. We do observe studies about comparisons of commercial liking and studies about brand equity of the commercials on several aspects as emotions or warmth, however, we do not find articles which combined these specific aspects. In other words we do not find research which observes the relationship between perceived commercial liking and brand equity and/or recall. To get a better understanding on this topic we try to answer several issues which are based on the brand equity and recall of different commercials which are either perceived as appealing or annoying. We do this with the following hypotheses. First an introduction of the issue is given and thereafter a hypothesis is drawn.

The Effect on Brand Equity
Although some of the commercials may be perceived as annoying, many times companies succeed in the process of appealing to the consumers and create an appealing commercial. It is reasonable to assume that consumers will create a positive attitude towards a brand when they like the commercial. Smit, van Meurs and Neijens (2006) support this, they write that people may be willing to pay more attention to advertisements that are well liked. When consumers are appealed to a commercial they develop a positive feeling towards that brand, which means that the brand equity towards the brand also increases. When a commercial is perceived as annoying it is less likely a consumer builds up positive feelings towards that brand. The consumer will associate the negative feelings of the commercial with the brand. Therefore it is not likely to have an increased overall brand equity of the brand/product when the commercial itself is perceived as annoying. To examine this we come to our first hypothesis:
H1: Appealing commercials increase the overall brand equity of the brand/product more than annoying commercials
Aaker and Bruzzone (1985) support this hypothesis by showing that commercials which are irritating or annoying can result in higher effectiveness than neutral commercials. However annoying commercials are less effective than appealing commercials. Other articles indicate that one should be careful with implementing annoying commercials as these commercials affect the brand equity in a negative manner.

We expect that the overall brand equity is higher for brands/products with an appealing commercial. However, because brand equity consists out of four main sections we also consider them separately. It is more likely for an appealing commercial to create brand loyalty and a higher perceived quality as these commercial give the consumer a positive feeling. This is not the case with an annoying commercial. We therefore come to the next hypothesis:

H1.1: Appealing commercials increase the brand loyalty and perceived quality of the brand/product more than annoying commercials
Because we expect annoying commercials to have a slightly higher recall based on the research of Aaker and Bruzzone (1985) we come to the following hypothesis:
H1.2: Annoying commercials increase the brand awareness and brand associations of the brand/product more than appealing commercials

J-Shaped Curve

According to the J-shaped curve we expect the neutral commercials to have the smallest effect on all three sections of brand equity. The J-shaped curve is proposed by Silk and Vavra in 1974, they discover in their research, when studying the likeability of commercials, a J-shaped curve appears when looking at the effect of these commercials. This J-shaped curve indicates that annoying commercials have a higher effect than neutral commercials however a smaller effect than an appealing commercial. Consequently, we find a J-shaped curve as we move from an annoying to a neutral commercial we see a decline in the effect of the commercials and when we move from a neutral to an appealing commercial we see an increase in the effect of the commercial. We expect to find a similar effect here and we therefore come to our next hypothesis:

H1.3: Neutral commercials will have the smallest effect on all four sections of brand equity.

The Effect on Brand Attitude
With the dozens of advertisements nowadays people are paying less attention to all the advertisements and commercials. It is therefore harder to catch the attention of the consumers. A way of catching the attention is by creating appealing commercials. When a company succeeds in doing so it creates a positive word-of-mouth and thereby hopefully loyalty and brand equity. However when creating an annoying commercial word-of-mouth can also be generated, although this will be most likely in a negative manner. What we like to study is whether annoying commercials also generate a negative attitude towards the brand and by doing so spreading negative word-of-mouth. This brings us to the second hypothesis:
H2: Annoying commercials result in a negative attitude towards the brand (in other words a low perceived quality and loyalty)

Aaker and Bruzzone (1985) indicate that to be irritated or appealed by a commercial one has to be attracted to the commercial. If people ignore the commercial it cannot be annoying nor appealing. Although they see that irritating commercials are better remembered, they emphasize that one should be careful with implementing irritating commercials as the success of the brand can also be despite of the irritating commercial. Chakrabarty and Yelkur (2005) add to this that if advertising is negatively related to the brand attitude, marketers who irritate their target markets purposely or inadvertently may be losing market share. The impact of ad irritation should therefore be of interest to marketers. Therefore we like to study this effect and see whether producers develop a negative attitude towards their brand when producing an annoying commercial. This can be of great importance as there is a lot of money involved with these commercials and if consumers develop a negative attitude towards a brand because of an annoying commercial a huge amount of money can be saved through avoiding these types of commercials.

The Effect on Brand- and Product Recall
It is becoming increasingly difficult for companies and brands to stand out nowadays. In an attempt to draw extra attention companies and brands create very diverse commercials. Most commercials simply show a product, service or give information, others try to appeal according to Clow and Baack (2002) with one or more of the following seven appeals: fear, humor, sex, music, emotions, scarcity or rationality. By doing this they try to evoke positive feelings towards their brand. The intention of the company is to create brand recall and/or brand equity, this in order to create higher sales or loyalty for the brand. The effect on recall caused by these different sorts of commercials is somewhat unclear. Some say that annoying commercials have a lower recall than appealing commercials however a higher recall than neutral commercials. Others claim that recall is the same for annoying as well as appealing commercials but higher than neutral commercials and still others say it is not the direction of the emotion but the intenseness. In order to research this question we come to our third hypothesis:

H3: Annoying commercials have higher brand recall of the product/service than appealing commercials
Besides brand recall we also have product recall. We want to see if product recall is higher for specific commercial likeability. This can result in differences between brand recall and product recall. Which can indicate that with some commercials products are better remembered than their corresponding brands which can lead to brand switching. To research this we have the following hypothesis:
H3.1: Annoying commercials have a higher product recall of the product/service than appealing commercials
This is supported by Aaker and Bruzzone (1985) which observe that the more irritating commercials are better remembered, although this is only by a relatively modest amount. Additionally they find that irritating commercials are perceived most likely as silly, phoney, less informative and less appealing. Biel and Bridgwater (1990) add to this that commercials in the food and beverage sector are more liked, and commercials in the medicine or personal care sector are less liked. Aaker and Bruzzone (1981) claim sort like statements.

The Effect on Ad Awareness
Advertising awareness and ad awareness are used interchangeably quite frequently, however if we dig a little deeper we can see they really mean something different. Advertising awareness refers to the degree to which a brand is perceived to be advertising. It does not relate to a specific advertisement, but aggregates all memories of these claimed ad recalls together. Ad awareness on the other side refers to the proven recall of a specific advertisement for the brand according to Sutherland and Friedman (2000). Although annoying and appealing commercials may differ in their response to brand recall (i.e. advertising awareness) and brand equity, that does not necessarily say anything about the commercial itself. The recall of the commercial (i.e. ad awareness) does not have to differ significantly. This because annoying commercials may evoke a negative memory and an appealing commercial may evoke a positive memory and therefore be reminded equally well. This brings us to the fourth and final hypothesis:
H4: Both appealing and annoying commercials have equal recall of the commercial itself (in other words ad awareness) 
Goldberg and Gorn (1987) support this hypothesis by stating in their article that it is not so much the direction of the mood (appealing or annoying) that affects the extent of recall, but the intensity of it. They further say that the recall of commercials does not have to differ with appealing or annoying commercials, only the intensity of the mood can make a difference. 

3. Methodology XE "3. Methodology" 
3.1.1 Pre-test XE "3.1.1 Pre-test" 
On the basis of literature and existing television commercials, we generate our own research to study the effects of commercial likeability. In order to do this we first have to perform a pre-test consisting of 16 commercials. In this pre-test the 16 commercials are tested on their likeability, and afterwards divided in three different groups; annoying, neutral and appealing commercials. The commercials shown, are approximately 30-seconds long and all have been aired on television. Although the pre-test is performed in the Netherlands most of the commercials are never shown in the Netherlands.

In order to test the likeability of the 16 different commercials the pre-test shows all the commercials and after each commercial four questions are asked regarding the specific commercial. Three questions are related to the respondents feeling towards the commercial and one question is asked to indicate whether they are familiar with the brand. The first question asked is; “How would you indicate your attitude towards the commercial”, and has to be answered on a 7-point likert scale, with anchors of 1 = Disliked it a lot and 7 = Like it a lot, based on the article of Biel and Bridgwater (1990). Whether they are familiar with the brand is the second question and is indicated with a yes/no answer. Third, the respondents have to indicate how much they agree with five statements on a seven-point likert scale, with anchors of 1 = totally disagree and 7 = totally agree based on the article of Aaker and Stayman (1988) and Alwitt and Prabhaker (1994). The five statements all indicate a specific feeling and are; This commercial is -appealing, -irritating, -informing, -boring and -amusing. The choice for these five feelings is that there are two positive feelings, two negative and one neutral feeling. The last question asks which feeling best describes the commercial, choosing from: Boring, humorous, imaginative, irritating, informative, funny, depressing, pleasant or dull, based on the articles of Aaker and Bruzzone (1981)and Perry (2001).  The actual pre-test can be found in Exhibit 2.
With this pre-test we like to find eight commercials which are used in the main research. The main research consists of three commercials which are perceived as annoying, two neutral commercials and three commercials which are perceived as appealing.

To divide the commercials in the three categories mentioned above we use the two questions based on the seven-point likert scale to calculate the individual score of each commercial. Averages are calculated by adding the separate points for each question. Noticing that a higher score indicates a more appealing commercial. Taking notice of the negative statements in question 3 by giving reversed scores. To give an example if someone indicates he/she agrees with the negative statement with a 2 on the seven-point likert scale, 6 points are awarded to that question. The other two questions are used to confirm the results of the individual scores by controlling for the feelings indicated for that commercial. All the results can be found in Exhibit 3, 4 and 5
People are asked whether they are familiar with the brand to see whether the participants have ever heard from the brand before or are aware that the brand is on the market. Although the Dutch market contains 13 of the 16 brands in this pre-test, there are 6 brands which are overall not that familiar to the participants. Among the commercial that are never shown in the Netherlands we can also find these six brands that are not recognized. The unfamiliar brands are covered in the pre-test and ended in al the three groups being annoying, neutral and appealing commercials. In this way we control for the effect of not being familiar with the brand. 

The pre-test contains 16 commercials in different categories. The different categories are: headache and stomach medicines, insurances, deodorant, beverages, auction sites, cars, cleaning products, snacks, condoms, ketchup and feminine hygiene products. We cover many different categories to control for the research of Aaker and Bruzzone (1985) which state that certain product categories cause irritation or avoid irritation.
3.1.2 Results of the Pre-test XE "3.1.2 Results of the pre-test" 
There are 22 participants in this pre-test, which is sufficient as the results clearly indicate which commercials are more liked than the others. 

The pre-test results in eight commercials which are used in the main research. The results show how much the commercials are liked and whether the respondent is annoyed, appealed or neutral about the commercial. As is expected out of the research of Aaker and Bruzzone (1985) the commercials with the headache medicine, feminine hygiene products and cleaning products are found to be most annoying. Also one commercial with a snack is found to be very annoying as this person creates discomfort for the viewer. However we only use the first three commercials mentioned because it is already proven that these commercials more easily create an annoying effect. The appealing commercials are the ones with condoms, cars and one with an auction site, all containing much humor in their commercials. There are also two commercials which are found to have a neutral effect so they are neither annoying nor appealing, one containing a beverage and the other commercial showing a deodorant. 

The feelings people indicate in the last question of the pre-test matches the results of the seven-point likert scale questions. The annoying commercials are all often rated as irritating, dull and depressing. The appealing commercials are all often rated as being humorous, funny and not once dull. For more information you can see all ratings in Exhibit 5. We can therefore use these eight commercials and will not ask in the main research whether the respondents like the ad or not. The selected commercials are categorized and displayed in Figure 3.

	Selected Commercials from the Pre-test

	Brand
	Product category
	Commercial
	Likeability

	Zazoo
	Condoms
	Think twice before you get kids
	Appealing

	Ford
	Cars
	Police chase
	Appealing

	Ebay
	Auction site
	Civil War
	Appealing

	V Energy
	Beverage
	Cockroaches skydive
	Neutral

	Axe
	Deodorant
	Sprinkler
	Neutral

	Head on
	Headache medicine 
	Apply directly to the forehead
	Annoying

	Libresse
	Feminine hygiene product
	You can laugh more when you feel secure.
	Annoying

	Easy-off Bam
	Cleaning product
	Bathroom cleaning
	Annoying


Figure 3 This figure indicates the commercials from the pre-test which are selected for the main research
3.2 Main Research XE "3.2 Main research" 
3.2.1 A Deeper Insight in the Effect of Commercial Likeability XE "3.2.1 A deeper insight in the effect of commercial likeability" 
In the main research we examine the influence of commercial likeability somewhat deeper. Based on the results of the pre-test we can now test our hypotheses. To do this we make use of a questionnaire.

The questionnaire is ordered as follows: First there are four commercials shown, after each commercials ten brand equity questions are asked. Second four pictures of brand logos are shown  and some additional information is given regarding the product, again after each logo ten brand equity questions are asked. After this some general questions are asked. Finally two types of recall questions about the commercials are asked, first unaided recall and second aided recall questions. 

The questionnaire is conducted on the internet and respondents are unable to go back and change their answers. The respondents are told that the questionnaire consists of questions regarding the likeability of different brands and are not aware of the recall questions before participation. In the instructions it is also emphasized “that there are no right or wrong answers; and that the questionnaire is completely anonymous” this to minimize possible response bias. 

Brand Equity

First we test all the commercials and corresponding brands on their brand equity. We do this by splitting the respondents in two groups. Both groups receive a questionnaire containing four commercials and four pictures of the logos of the brands, afterwards ten questions regarding the brand are asked to indicate their corresponding brand equity. Answering the questions is done on a 7-point likert scale ranging from 1 strongly disagree to 7 strongly agree. With reversed scoring for the 10th question. The difference between the two groups is that all the commercials are divided between both groups. This is in a way that both groups have commercials that are annoying as well as neutral and appealing. The brands of the commercials that are shown in the first group are shown as a brand logo in the second group and vice versa. This in order to calculate a baseline of the brand equity before they see the specific commercial.

The questions indicating the brand equity are composed by Yoo and Donthu (2001) and give a reliable measure of the brand equity of a specific brand. These questions are based on Aaker (1991,1996) and Keller(1993) proposing brand equity consists out of four dimensions: brand loyalty, brand awareness, perceived quality of the brand and brand associations. These dimensions are used to measure the brand equity. They select a total of 22 questions and bring these down to ten questions to measure brand equity. Three questions measuring brand loyalty, two perceived quality of the brand and five questions measuring brand awareness/associations.
General Questions

After answering these ten questions regarding the four commercials and four brand logos the respondents are asked to answer some general questions regarding watching television. These questions have no relationship with the commercials or brands and are used to get a deeper understanding in the respondents behavior. The questions asked are: “How often do you watch television?” and “Do you switch programs during commercials?” these have to be answered on a 5-point likert scale ranching from never to always. The last question of the general questions is: “How would you rate your overall attitude towards commercials in the following three situations: Commercials are bad-good, boring-interesting and harmful-helpful” and these questions have to be answered on a 7-point likert scale.

Unaided Recall

Besides getting a deeper understanding of the respondents behavior, the respondents attention is also drawn away from the shown commercials. This because afterwards two different types of recall are tested, first unaided recall is tested by asking the respondents to name as many products and corresponding brand names which are shown in the commercials. Consequently not the products and brands where only a brand logo is shown (the maximum number of products and brands is four as there are only four commercials). The respondents can score on eight items, namely by indicating the right product and brand name for each commercial. This in order to see if the respondents can remember the brand name ,product, both or none of them. If a respondent for example only knows the product from a commercial, it can indicate that he or she can also buy a different brand as they do not know the brand name anymore. This can hurt the brand.
Aided Recall

Second there are four aided recall questions to test the respondents recall of the different commercials. In each group four specific statements regarding the commercials are shown, the respondents are asked to which commercial each statement belongs. They can indicate to which commercial the statement belongs by giving the corresponding brand name or product. For this recall it is not important if the respondents answers with the brand name or product name. However the results show that almost all respondents which answer the question do this with indicating a brand name. Respondents can score on four items namely indicating the correct commercial. This question is asked to indicate whether respondents have a different recall for annoying, neutral or appealing commercials.

The main research is conducted on the internet and can therefore easily incorporate the commercials. Exhibit 6 and Exhibit 7 give a general idea of the questionnaire.

3.2.2 Processing the Data XE "3.2.2 Processing the data" 
The data collected from the main research is processed and average scores are calculated for the brand equity of the commercials. To see the respondents change in brand equity after seeing the commercial, we first have to calculate the brand equity of all the brands before they have seen the commercial. Because it is very difficult to measure the brand equity before and after a commercial within a short time, we make use of the mentioned brand equity of only the brand logos. Because both groups indicate the brand equity of the brand logos we can calculate the brand equity of the specific brands before the respondents observe the commercial.

3.2.3 Regressions XE "3.2.3 Linear regressions" 
To calculate the brand equity before observing the commercials we do a linear regression on all the brand equities for the brand logos and include the brand logos and general questions as variables. We make use of the following equation:

(1)
[image: image3.png]




[image: image5.png]Bo+ By +*Zazoo + f,+EasvOffBam + f,+Ford+ f,+Venergy+ f: *Libresse+ . +eBay





[image: image7.png]+ f-+Axe + Bg+*Watch TV + B4 + Switch Commercial + 4y * Commmercial Funny





[image: image9.png]+ B4 * Commercial Interresting + [, * Commercial Useful + B, *+ Gender + ¢



 
The outcome are the parameters for all the commercials and the general questions (and are shown in Exhibit 8) which then in turn can be used to calculate the brand equity of the brands that are showed in the commercial before the respondents have observed the commercial.

We then subtract the brand equity before seeing the commercial from the observed brand equity of the brands after the commercials in order to get the change in brand equity. This change in brand equity is then used to do another linear regression to research the effect of commercial likeability (in other words how a commercial is perceived: annoying, neutral or appealing). To do this we use the change in brand equity as dependent variable and annoying, neutral, appealing and the general questions as independent variables. This leads to the second equation:

(2)
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Missing data is supplemented with the average if possible. Meaning that if they have any data missing in the brand equity questions or the general questions (so not in both) the data is supplemented by the averages of that question. By doing this we can use the data of four more respondents for the research of the parameters. This number increases when doing the linear regression for the changed brand equity. We are able to use almost all respondents except two which brings the total number of respondents which contribute to the data to 82 respondents.  

The effect on recall is calculated by doing several binary logistics with as dependent variable the recall of the product, the brand or the commercial. Again here we use annoying, appealing, neutral and the general questions as independent variables to see the effect of commercial likeability on recall. This will result in the following equation:

(3)
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We will now further discuss the outcome of the effect of commercial likeability on brand equity and recall.
4. Results XE "4. Results" 
4.1 Brand Equity XE "4.1 Brand Equity" 
We do a linear regression as explained above to observe the influence of commercial likeability on the brand equity of a specific commercial. The results are presented in Table 1.

Table 1 Summery Statistics for Hypothesis 1

	Variable
	[image: image26.png]



	SE
	T
	Sig.

	Feelings:
	
	
	
	

	
Constant
	,375
	,470
	,799
	,425

	
Annoying
	,245
	,147
	1,674
	,095

	
Neutral
	,099
	,163
	,608
	,543

	
	
	
	
	

	General questions:
	
	
	
	

	
Watch TV
	-,026
	,080
	-,321
	,749

	
Switch Commercial
	-,024
	,083
	-,295
	,768

	
Commercial Funny
	,067
	,055
	1,228
	,220

	
Commercial Interesting
	-,164
	,068
	-2,424
	,016

	
Commercial Useful
	,062
	,058
	1,067
	,287

	
Gender
	-,302
	,141
	-2,147
	,033


Dependent variable: Change in brand equity and constant: Appealing
For this model we find a model fit of R2=0,035, this is rather low and shows there is  quite some noise in the respondents’ answers. The F-test confirms that there is quite some noise as the F-test is insignificant with p = 0,169 and therefore P > 0,10. Hence, it seems hard to measure brand equity after showing the commercial only ones. 

4.1.1 Hypothesis 1 XE "4.1.1 Hypothesis 1" 
As Table 1 further indicates, we cannot observe a positive effect for appealing commercials compared to neutral or annoying commercials as H1: Appealing commercials increase the brand equity of the product more than annoying commercials suggests. Although only annoying commercials are significant (p < 0,10), we can see that appealing commercials have a smaller effect on brand equity than neutral and annoying commercials (the effect is zero as appealing is the constant). The effect of an annoying commercial is significant and has a positive effect on brand attitude. We do see that the effect of an annoying commercial is larger than the effect of a neutral commercials as Aaker and Bruzzone (1985) suggest, however this should also hold for an appealing commercial. Though, this is not the case. An appealing commercials results in a smaller effect than a neutral and an annoying commercial. 

This is somewhat remarkable as one would expect that a positive feeling will direct the brand equity in positive directions. Also it is expected that annoying commercials will have a lower effect which is not the case. Possible explanations for this effect can be that respondents perceive the commercials in a different way, for example they observe an annoying commercial but perceive the commercial as appealing. A second explanation can be that they are not familiar with the brand (Zazoo is a condom brand but is not available in the Netherlands) or never purchase it (Libresse is a female hygiene product), this may have an effect on the brand equity (brand awareness and brand associations are a significant part of the brand equity) which might lead the people to assess the brands differently. Berger, Sorensen and Rasmussen (2010) indicate in their article that negative publicity as annoying commercials, may have positive effects by increasing product awareness or accessibility. This may be caused by the dissociation from the message over time as in our research. People might have forgotten about the annoying commercial but can remember the brand and associates. Another explanation can be that the sample is not sufficient enough to give a significant effect.

Another remarkable point is that if people consider commercials as interesting the effect on brand equity will be negative. However considering commercials as funny and useful has an expected positive effect. Watching more television and switching more during commercials has a negative effect on brand equity and can also be expected as people get irritated by commercials being repetitive and switching during commercials is one of the signs of commercials not being liked. Females also have a higher brand equity as can be expected by Aaker and Bruzzone (1985) and Chakrabarty and Yelkur (2005). This may indicate that commercials are more effective for female viewers.

The Different Dimensions of Brand Equity
To research the effect of the different dimensions of brand equity Keller (1993) and Yoo and Donthu (2000) propose we study hypotheses 1.1, 1.2 and 1.3. This to get a better understanding of the different dimensions of brand equity. The results, however, do not provide a clear understanding of the different dimensions. We will therefore discuss the most important findings. All dimensions have a low R2 value and only “perceived quality” gives a significant F-test. Brand loyalty is only affected by people who think commercials are interesting as this is the only variable which is significant (p < 0,10). Perceived quality has a significant F-test and more significant variables and has therefore more explanatory power. The most important effect we see is that a neutral commercial has a positive significant effect which is in contrast with H1.3: Neutral commercials will have the smallest effect on all four sections of brand equity as the effect of annoying and appealing commercials is negative. This indicates that to increase your perceived quality you should make use of neutral commercials. Furthermore we see that watching more television and perceiving commercials as funny and interesting gives a significant effect on the perceived quality of a brand. However, only perceiving commercials as interesting has a positive effect. For brand awareness and associations we see that only gender has a significant negative effect on the brand equity. Which indicates that women have higher brand awareness and associations. More details can be found in Exhibit 9.

We therefore have to reject all three hypotheses as we do not have conclusive information about the effect on the dimensions of brand equity or do not find the expected results. We can only say that a neutral commercial is best when a company wants to increase their perceived quality. 
4.1.2 Hypothesis 2 XE "4.1.2 Hypothesis 2" 
Also H2: Annoying commercials result in a negative attitude towards the brand cannot be supported. First because we have a R2 = 0,036 and do we have an insignificant F-test which again indicates that there is a lot of noise in the model. We cannot conclude from Table 2 if an annoying commercial will result in a negative attitude towards the brand. Both annoying and appealing commercials are highly insignificant and only show a minor difference in their effect. Because of the lack of information we cannot support this hypothesis. Furthermore, we can observe from Table 2 that we only have a significant effect for perceiving commercials as interesting and useful, with a positive effect for perceiving commercials as useful. An explanation could be again that respondents are not using the products or that the data is insufficient to find any effect. 

In addition we can conclude that this test is probably not a good measure to research brand equity on a short-term notice. The information we have collected is not sufficient to give conclusive results.
Table 2 Summery Statistics for Hypothesis 2

	Variable
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	SE
	T
	Sig.

	Feelings:
	
	
	
	

	
Constant
	,517
	,525
	,983
	,326

	
Annoying
	,097
	,182
	,533
	,594

	
Appealing
	-,064
	,180
	-,356
	,722

	
	
	
	
	

	General questions:
	
	
	
	

	
Watch TV
	-,013
	,089
	-,144
	,886

	
Switch Commercial
	-,091
	,091
	-,993
	,322

	
Commercial Funny
	,057
	,061
	,935
	,350

	
Commercial Interesting
	-,233
	,075
	-3,107
	,002

	
Commercial Useful
	,112
	,064
	1,756
	,080

	
Gender
	-,029
	,155
	-,189
	,850


Dependent variable: Change in brand attitude and constant: Neutral
4.2 Recall XE "4.2 Recall" 
The effect of recall is calculated by doing three different binary logistics with as dependent variable the recall of the product, the brand or the commercial. Again here we use annoying,  neutral, appealing commercials and the general questions as independent variables to see the effect of commercial likeability on recall. We now further discuss the outcome of the impact of commercial likeability on recall.

4.2.1 Hypothesis 3

Product Recall XE "4.2.1 Hypothesis 3" 
To research the third hypothesis we first do a binary logistic for product recall and brand recall. We first discuss the model of product recall. 

To start, when looking at Exhibit 10 we see that the model is significant with p < 0,01 and that the model can be explained for 67,1 % for recalling the right product. The model has a R2 = 0,041, in this model we can see the influence of commercial likeability. According to Field (2005) we can observe whether adding the variables to the equation will improve the model. This is the case when the overall statistics are significant when not including the variables. In Exhibit 10 we can observe that the overall statistics are significant for p < 0,10, we therefore can say that it is useful to include the variables.

Table 3 Summery Statistics for Hypothesis 3 Variables in the Equation Product Recall
	Variable
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	SE
	Wald
	Sig.

	Feelings:
	
	
	
	

	
Constant
	-1,701
	,920
	3,420
	,064

	
Annoying
	,361
	,343
	1,104
	,293

	
Appealing
	,610
	,335
	3,303
	,069

	
	
	
	
	

	General questions:
	
	
	
	

	
Watch TV
	,279
	,155
	3,243
	,072

	
Switch Commercial
	-,028
	,163
	,029
	,865

	
Commercial Funny
	,235
	,106
	4,916
	,027

	
Commercial Interesting
	-,196
	,131
	2,227
	,136

	
Commercial Useful
	,030
	,114
	,069
	,792

	
Gender
	-,257
	,262
	,959
	,328


Variables entered on step 1; Constant = Neutral
In table 3 we see the effect of the different variables. We see that appealing commercials have a significant effect as p < 0,10 and have a positive effect on recalling a product. Although annoying commercials are not significant we do see that appealing commercials are almost twice as effective for product recall. A neutral commercial has a negative effect on recalling a product and is significant for p < 0,10 as can be seen in Exhibit 10. This indicates that a neutral commercial works counterproductive when trying to achieve product recall. Furthermore do we see that only persons who indicate they perceive commercials as funny and watch more television have a significant (p < 0,10) higher recall of products. The other questions do not have a significant effect and besides have a negative effect on the recall of products.

The observations are in line with previous research and expectations. We do observe a J-shaped pattern for recall. Even though we have to mention that we do not find a significant effect for annoying. Which may be caused by the lack of data. We observe that people who are appealed by the commercial, perceive commercials as funny and watch a lot of television, have a higher recall for the products shown in the commercial.

Brand Recall
In Exhibit 11 we see the data from the binary logistic for brand recall. In Exhibit 11 we can observe that the model is slightly insignificant but this can be caused by the relative small respondents size and noise within the model. We will therefore not consider this any further. We do see that 69,7 % of the model is explained for recalling the right brand. This is a large increase as the model was only explained for 54,6 % before the variables are added. Here we find a R2 = 0,106, this is twice as high as for the product recall and explains more than 10% of the brand recall. Again do we observe that the overall statistics are significant for p < 0,10, we therefore can say that it is useful to include the variables, see Exhibit 11.

In Table 3 we can see the effect of the different variables. We observe that annoying, appealing and neutral (constant) commercials all have a significant effect (P < 0,10) for recalling a brand. Even though we observe once more a J-shaped curve we now see that an appealing commercial is almost three times as effective for recalling a brand and once again a neutral commercial has a negative effect as can be observed in Exhibit 11. All other variables are not significant and therefore do not have a significant influence on the recall of brands. 

Table 3 Summery Statistics for Hypothesis 3 Variables in the Equation Brand Recall
	Variable
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	SE
	Wald
	Sig.

	Feelings:
	
	
	
	

	
Constant
	-2,565
	,958
	7,175
	,007

	
Annoying
	,683
	,350
	3,817
	,051

	
Appealing
	1,833
	,351
	27,298
	,000

	
	
	
	
	

	General questions:
	
	
	
	

	
Watch TV
	,204
	,159
	1,650
	,199

	
Switch Commercial
	,198
	,166
	1,426
	,232

	
Commercial Funny
	,015
	,102
	,021
	,885

	
Commercial Interesting
	-,022
	,127
	,029
	,865

	
Commercial Useful
	,066
	,111
	,353
	,552

	
Gender
	-,313
	,266
	1,382
	,240


Variables entered on step 1; Constant = Neutral
These findings are in contrast with some of the previous literature which state that annoying commercials result in a slightly higher recall. We observe that the recall of an annoying commercial is higher than that of a neutral commercial, however we also see that an appealing commercial is almost three times as effective than an annoying commercial. We further see that the general questions do not have a significant effect on this recall which means that the behavior of respondents regarding watching television and the attitude towards commercials overall does not have any influence on the brand recall.

We can therefore now conclude that H3: Annoying commercials have higher brand recall of the product/service than appealing commercials can be rejected. We find for product recall and brand recall that appealing commercials have a greater effect on recall than annoying commercials. Although this is contradicting to some previous literature, we do find common results from other literature stating that appealing commercials have a larger effect on recall. These findings also supports the J-shaped curve and shows that in both recall models neutral commercials have the smallest effect. Remarkable is that we also see that the behavior of the respondents is almost irrelevant and for brand recall totally irrelevant. This means that the watching behavior and attitude towards commercials does not influence the recall of products and brands in a way that this will have a huge impact on the recall. 

Although old sayings suggest that “any publicity is good publicity” prior research demonstrates that there are downsides to negative press according to Berger, Sorensen and Rasmussen (2010). We find similar results and therefore can conclude that if companies are trying to get as much recall for both products and brands they are better off by producing appealing commercials. Furthermore should they avoid creating neutral commercials as they result in the lowest recall. They should be careful with implementing annoying commercials as recall will not be the only effect the commercial will provoke.

4.2.2 Hypothesis 4 XE "4.2.2 Hypothesis 4" 
In order to research our fourth and final hypothesis we do a binary logistic on the recall of the commercials. With these results we want to see whether respondents still know which product or brand was shown during the commercials. This in order to see whether they do better with annoying, neutral or appealing commercials and to see if the general questions have any influence on this process.

In Exhibit 12 we find the results of the binary logistic for commercial recall. In Exhibit 12 we see that the model is significant for p < 0,10. We can further observe that the model explains 66,4% of the commercial recall. The R2 of the model is 0,070,  and the model shows the influence of the different variables. Finally, we observe that the overall statistics are significant as p < 0,10, we therefore can say that it is useful to include the variables, see Exhibit 12.
Table 4 Summery Statistics for Hypothesis 3 Variables in the Equation Commercial Recall
	Variable
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	SE
	Wald
	Sig.

	Feelings:
	
	
	
	

	
Constant
	-,003
	,870
	,000
	,997

	
Annoying
	,267
	,328
	,662
	,416

	
Appealing
	,650
	,333
	3,805
	,051

	
	
	
	
	

	General questions:
	
	
	
	

	
Watch TV
	,342
	,167
	4,192
	,041

	
Switch Commercial
	-,073
	,162
	,206
	,650

	
Commercial Funny
	,326
	,104
	9,780
	,002

	
Commercial Interesting
	-,180
	,128
	1,989
	,158

	
Commercial Useful
	-,126
	,109
	1,327
	,249

	
Gender
	-,673
	,272
	6,142
	,013


Variables entered on step 1; Constant = Neutral
Table 4 shows the effect of the different variables in the binary logistic. Again we see that appealing is significant and has a positive effect on recall. Both annoying and neutral commercials are not significant however we do observe a greater effect for neutral commercials observing Exhibit 12. 

In this model we do not find the J-shaped curve however we do observe again that appealing commercials result in a higher recall. Even though neutral and annoying are not significant we can say that annoying, neutral and appealing commercials do not have the same effect as is indicated in H4: Both appealing and annoying commercials have equal recall of the commercial itself (i.e. ad awareness). We observe that annoying commercials have the smallest effect and appealing commercials the largest effect. We therefore can reject this hypothesis. Furthermore, we see that watching more television and perceiving commercials as funny has a positive effect on the recall of commercials. In contrary to the other models we find gender to have a significant negative effect for recalling commercials. All other variables are not significant and have a negative effect.
The conclusion which could be drawn from these results is that appealing commercials do not only entertain but also ensures the viewer to remember the information like product and brand. With annoying commercials the viewer is more distracted from the main message and therefore results in lower recall results. We can therefore conclude that if a company is aiming for ad awareness instead of advertising awareness one should make use of appealing commercials and should avoid using annoying commercials.
5. Discussion XE "5. Discussion"  

Whereas conventional thinking may suggest only good publicity or appealing commercials may add to a company’s brand equity or recall, we discover in this paper that it takes more to research the impact of commercial likeability. This paper gives a deeper insight in the effect of the different commercials and builds on previous research which is done on brand equity, recall and commercial likeability. This research is the first to investigate the impact of commercial likeability on brand equity and recall and gives a new perspective on creating commercials.

First of all we find that is very hard to measure brand equity after only one observation. We see that the model gives a lot of noise which results in insignificant outcomes. However, the results give a good indication of the impact on the commercial likeability. We see that annoying commercials cause brand equity to increase more than appealing and neutral commercials do. Appealing commercials result in the lowest effect for brand equity and are therefore not advised to be used if one is trying to increase their brand equity. A reason for these results can be that the model is not sufficient enough to give any conclusive results. However the best reason is probably mentioned by Berger, Sorensen and Rasmussen (2010) which state that negative publicity as annoying commercials may have positive effects by increasing the product awareness or accessibility of mainly unknown or not familiar products. Besides, the negative message may be forgotten over time, even though the brand or product may be still in their minds.

Second we find neutral commercials to have the highest positive effect on perceived quality, which is in contrast with the J-shaped curve proposed by Silk and Vavra (1974). This, however, gives a new insight in this subject as we can observe that neutral commercials can be beneficial and do not always result in the lowest effect. When trying to increase your brands perceived quality, neutral commercials are the ones to use.

Even though the impact of commercial likeability on recall has been researched before we do not find any research trying to research the impact of commercial likeability on recall after only one observation and within a short-term notice. We find out that the data give a good measure to indicate the impact of commercial likeability on recall, and that it is not necessary to extend the time between measuring the recall. We find in both product- and brand recall a J-shaped relationship caused by the effect of commercial likeability on recall, with a negative effect for a neutral commercial. We can conclude from these findings that it is best to use appealing commercials as the appealing commercials result in a higher percentage of recall. However annoying commercials will also give a significant recall only lower than appealing commercials. One should avoid using neutral commercials as these give a lower percentage of recall than the other commercials. Another important finding is that the respondents behavior (watching television, switching during commercials and perceiving commercials as funny, interesting or useful) has almost no influence on the recall of these products and/or brands. This can be of importance as a company which is aiming for increasing their product- or brand recall can do this for any target group.

Finally investigating the effect of ad awareness leads us to conclude that if one is aiming for high commercial recall the best is to use appealing commercials. Although we do not find a J-shaped curve we do see that appealing commercials have the highest effect and annoying commercials have the lowest effect. This indicates that if companies want their audience to remember their commercial and furthermore also want to remember their brand/product they should use appealing commercials. 

A more interesting result; if a company is using annoying commercials their commercial recall will be the lowest. Nevertheless they will recall the brand and/or product. Indicating that with annoying commercials the negative message will be forgotten, but the recall of the product and brand will remain. Showing that using annoying commercials can have beneficial effects for companies. 

6. Limitations and Future Research XE "6. Limitations and Future Research" 
Although this research provides theoretical and substantive explanations, it is not without limitations. Eliminating these limitations can be a direction for future research. 

First, an important limitation is that this test is not adequate to measure short-term brand equity. Though this research is a good measure to test the short-term recall we see that more research has to be done to give a more validate outcome for brand equity. A way of doing this is to observe the respondents real-time behavior while watching the commercials. One can create a setting where respondents can watch television programs accompanied by annoying, neutral and appealing commercials and observe their behavior. 

Second, another important limitation is the relative small sample of respondents and brands. Increasing the sample size both ways may increase the validity and reduce noise. Future research can incorporate a larger sample of respondents and brands.

Third, in this research we make use of the model to measure brand equity proposed by Yoo and Donthu (2000). This research is based on a research which only measured the brand equity of consumer goods and therefore may not hold for services as eBay which is incorporated in this research. Future research should incorporate a brand equity model which takes care of both consumer goods and services or research should be done on the differences in the outcome.

Fourth, we tested all commercials on their short-term brand equity and recall after only one observation. Hence, observations and reactions may change after repeated observations. Taking more time between observing the commercials and answering the questions or showing the commercials more than once can be a direction for further studies.

Finally, we use a representative sample for the Netherlands. However, different target groups in other countries may result in different outcomes. This has to be further explored.
7. Conclusion and Implications XE "7. Conclusion and implications" 
In this paper we are trying to get an answer to several issues which are not solved by previous research we do this by answering our our main research question: “Is it possible to test the impact of commercial likeability on short-term brand equity and recall, and therefore test commercials pre-launch on their effectiveness?”. Even though we do not always get the expected results we find some very interesting matters. First of all we discovered that the impact of commercial likeability on brand equity is hard to measure in a short-term situation. However we do find that annoying commercials have the largest positive effect on brand equity. We further see that appealing commercials have the smallest effect and should be avoided when trying to increase brand equity. This in contrast to previous research, however, this may support the research by Berger, Sorensen and Rasmussen (2010) which claim that negative publicity may have a positive effect.

Second we observe that the effect of a neutral commercial is not always the smallest as is suggested by the J-Shaped curve proposed by Silk and Vavra (1974). We find neutral commercials to have the largest effect on perceived quality. This gives an incentive to also use neutral commercials as in previous research neutral commercials never have the highest effect.

Finally we find that appealing commercials give the highest recall. We do find a larger effect for annoying commercials compared to neutral ones when considering product- and brand recall. Yet we find a smaller effect for annoying commercials compared to neutral ones for ad awareness (commercial recall). This indicates that annoying commercials can have a significant positive effect as the negative message in the commercial is easily forgotten even though the respondents still have a good recall for the product and brand. 

With this research we want to provide a platform for companies to create a commercial for a specific purpose. We show that with different commercial likeability different targets will be met. An annoying commercial will increase brand equity, a neutral commercial will lead to higher perceived quality and finally an appealing commercial will lead to higher recall. We therefore show that all different sorts of commercial likeability can lead to better company performances.
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 XE "Exhibits" Dire Predictions: Global Ad Spending to Plummet 
Exhibit 2 Pre-test
In the pre-test 16 commercials will be shown. After each commercial the participant will be asked to answer four questions  about the commercial. The questions will be only about the commercials and not the brand, this in order to research whether the commercials are annoying, appealing or neutral.
Questions for each commercial:

1. Thinking about the commercial how would you indicate your attitude towards the commercial?

Disliked it a lot(1) – Liked it a lot(7)

2. Are you familiar with the brand?

Yes/No

3. How much do you agree with the following statements:

· This commercial was appealing. 

totally disagree(1) – totally agree(7)

· This commercial was irritating. 

totally disagree(1) – totally agree(7)

· This commercial was informing.

totally disagree(1) – totally agree(7)

· This commercial was boring.

totally disagree(1) – totally agree(7)

· This commercial was amusing.

totally disagree(1) – totally agree(7)
4. Which of the following characteristics best describes the commercial? (choose one)

Boring – humorous – imaginative – irritating – informative – funny – depressing – pleasant – dull
Exhibit 3 Results Pre-test
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Results questions 1 till 3 of the pre-test.
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Buscozol

 

2,77

 

1,73

 

2,59

 

4,50

 

4,77

 

4,18

 

2,36

 

Adam and Eve

 

5,64

 

1,18

 

5,36

 

2,68

 

2,45

 

2,41

 

5,59

 

Axe

 

4,32

 

1,00

 

4,14

 

3,64

 

4,32

 

3,00

 

4,41

 

V Energy

 

5,05

 

1,82

 

4,77

 

2,95

 

2,73

 

3,00

 

5,00

 

Head on

 

1,59

 

1,86

 

1,41

 

6,36

 

3,00

 

6,09

 

1,27

 

Ebay

 

5,55

 

1,09

 

5,50

 

2,23

 

4,23

 

2,27

 

5,50

 

Mercedes

 

5,14

 

1,05

 

5,18

 

3,05

 

3,45

 

2,64

 

4,95

 

Ambi Pur

 

2,91

 

1,00

 

2,82

 

5,18

 

4,23

 

4,41

 

2,77

 

Ford

 

5,91

 

1,05

 

5,73

 

2,23

 

3,09

 

2,36

 

5,73

 

Durex

 

4,82

 

1,00

 

4,91

 

3,18

 

3,45

 

2,82

 

4,82

 

Star Burst

 

2,18

 

1,86

 

1,95

 

5,68

 

2,59

 

5,14

 

2,32

 

Zazoo concom

 

6,18

 

2,00

 

5,95

 

2,73

 

5,18

 

2,05

 

6,00

 

Easy off Bam

 

2,64

 

1,59

 

2,32

 

5,59

 

4,36

 

4,91

 

2,27

 

Pepsi Max

 

5,36

 

1,05

 

5,23

 

2,45

 

3,91

 

2,73

 

5,36

 

Heinz

 

3,91

 

1,00

 

4,00

 

4,09

 

3,18

 

3,73

 

4,27

 


Question could only be answered with Yes or No with scores of respectively 1 and 2. A score of more than 1,5 therefore indicates that more than 50 of the respondents did not no the brand before watching the commercial.

Exhibit 4 Results Likeability Scores

These are the cumulative scores for commercial likeability of the pre-test, with reverse scoring for question 3 part 2 and 4. Question 2 was not taken into account in this score.

	Commercial
	Average scores

	Buscozol
	17,82

	Adam and Eve
	27,95

	Axe
	24,55

	V Energy
	25,59

	Head on
	8,82

	Ebay
	30,27

	Mercedes
	27,05

	Ambi Pur
	17,14

	Ford
	29,86

	Durex
	26,00

	Star Burst
	12,23

	Zazoo
	32,55

	Easy off Bam
	15,09

	Pepsi Max
	28,68

	Heinz
	21,55

	Libresse
	13,00


Exhibit 5 Number of Times a Feeling is Mentioned for a Commercial in Question #4



Number of times a specific feeling was mentioned in Question #4 of the pre-test. Negative feelings got a -1 score, neutral feelings a 0 score and positive feelings a 1 score.

Exhibit 6 Main Research Version 1

Page #1
Questionnaire: What is your opinion about the following brands. 
In this questionnaire we will show you four commercials. After each commercial we ask you to give your opinion on ten statements regarding the brand which was showed during that commercial. After this we will show four brands, we ask you to answer the same ten questions as for the commercials. Afterwards there will be some general questions about commercials.
Please indicate for each statement whether you agree or not, and to what extent, using the scale below.

Strongly disagree



Neutral




Strongly agree

 1.--------------2.--------------3.--------------4.--------------5.--------------6.--------------7.

Example: When you watched commercial # 1 and you strongly agree on statement 1 “I consider myself to be loyal to brand X” you fill in a 7 for statement 1 commercial #1, if you strongly disagree with statement 1 you fill in a 1 for statements 1 commercial #1

The X in the statements stand for the brand shown in the specific commercial.

	
	Commercials
	Brands

	
	
	# 1
	
	# 2
	
	# 3
	
	# 4
	
	# 5
	
	# 6
	
	# 7
	
	# 8

	Statements
	1. I consider myself loyal to brand X.


	
	
	
	
	
	
	
	
	
	
	
	
	
	
	
	

	2. 
	3. Brand X would be my first choice.


	
	
	
	
	
	
	
	
	
	
	
	
	
	
	
	

	4. 
	5. I will not buy other brands if X is available in the store.
	
	
	
	
	
	
	
	
	
	
	
	
	
	
	
	

	6. 
	7. I consider brand X of very high quality.
	
	
	
	
	
	
	
	
	
	
	
	
	
	
	
	

	8. 
	9. Brand X meets my wishes and needs to a considerable degree.
	
	
	
	
	
	
	
	
	
	
	
	
	
	
	
	

	10. 
	11. I can recognize brand X among other competing brands.
	
	
	
	
	
	
	
	
	
	
	
	
	
	
	
	

	12. 
	13. I am aware of X.


	
	
	
	
	
	
	
	
	
	
	
	
	
	
	
	

	14. 
	15. I can easily recall some characteristics of X.
	
	
	
	
	
	
	
	
	
	
	
	
	
	
	
	

	16. 
	17. I can easily recall the logo or symbol of X.
	
	
	
	
	
	
	
	
	
	
	
	
	
	
	
	

	18. 
	19. I find it hard to recall any of brand X’s identifiers or product features.
	
	
	
	
	
	
	
	
	
	
	
	
	
	
	
	


Page #2
Your attitude towards commercials in general:

1. How often do you watch television?

(1) Never
(2) seldom
(3) occasionally

(4) frequently

(5) always
2. Do you switch programs during commercials?

(1) Never
(2) seldom
(3) occasionally

(4) frequently

(5) always

3. How would you rate your overall attitude towards commercials in the following three situations?

Commercials are:
Bad




Neutral




       Good

1.--------------2.--------------3.--------------4.--------------5.--------------6.--------------7.
Boring




Neutral




Interesting

1.--------------2.--------------3.--------------4.--------------5.--------------6.--------------7.
Harmful



Neutral




    Helpful

1.--------------2.--------------3.--------------4.--------------5.--------------6.--------------7.
Page #3
1. Try to recall as many product categories and/or the corresponding brand name within that category from the commercials you have just seen.


Product category



      Brand name

………………….



…………………… 


………………….



…………………… 


………………….



…………………… 


………………….



…………………… 
Page #4
2. Indicate in which commercials you saw the following situations. In case you do not know the brand name, indicate which product category was shown.

1. In this commercial women were  in the laughter.
……………….

 I do not know
2. In this commercial a Segway drives by.

……………….

 I do not know
3. In this commercial you only see a woman.

……………….

 I do not know
4. In this commercial they walk along the beach. 
……………….

 I do not know
3. What is your gender?
Male/female
Thank you for your cooperation.
Exhibit 7 Main research version 2

Version 2 contained the same questions on the first three pages as version 1 only the shown commercials and brands were different. Page 4 differed and is shown below.

Page #4
2. Indicate in which commercials you saw the following situations. In case you do not know the brand name, indicate which product category was shown.

1. This commercial took place in a supermarket.
……………….

 I do not know
2. This commercial takes place in the bathroom.
……………….

 I do not know
3. In this commercial there was a policeman.

……………….

 I do not know
4. In this commercial animals play the leading role.
……………….

 I do not know

3. What is your gender?
Male/female
Thank you for your cooperation.
Exhibit 8 Output Linear Regression for Calculating the Parameters

Parameters for measuring brand equity of commercials before shown
	Variable
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	SE
	t
	Sig.

	Commercials:
	
	
	
	

	
Constant
	1,447
	,597
	2,422
	,016

	
Zazoo
	,092
	,335
	,274
	,784

	
EasyOffBam
	1,509
	,335
	4,504
	,000

	
Ford
	1,009
	,335
	3,012
	,003

	
Venergy
	,342
	,335
	1,021
	,308

	
Libresse
	,784
	,315
	2,490
	,013

	
eBay
	1,211
	,315
	3,845
	,000

	
Axe
	1,368
	,315
	4,344
	,000

	
	
	
	
	

	General questions:
	
	
	
	

	
Watch TV
	-,043
	,099
	-,430
	,668

	
Switch Commercial
	,117
	,103
	1,133
	,258

	
Commercial Funny
	-,030
	,067
	-,453
	,651

	
Commercial Interesting
	,152
	,082
	1,848
	,066

	
Commercial Useful
	-,048
	,070
	-,676
	,500

	
Gender
	,286
	,169
	1,691
	,092


Dependent variable: Brand equity without commercial and constant: HeadOn
Exhibit 9 Output Brand Loyalty, Perceived Quality and Brand Awareness/Associations

Brand Loyalty

	Variable
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	SE
	t
	Sig.

	Feelings:
	
	
	
	

	
Constant
	-,206
	,671
	-,308
	,759

	
Annoying
	,207
	,252
	,821
	,412

	
Appealing
	-,029
	,249
	-,115
	,908

	
	
	
	
	

	General questions:
	
	
	
	

	
Watch TV
	,076
	,119
	,639
	,523

	
Switch Commercial
	-,033
	,121
	-,275
	,784

	
Commercial Funny
	,026
	,077
	,336
	,737

	
Commercial Interesting
	-,205
	,095
	-2,145
	,033

	
Commercial Useful
	,133
	,082
	1,607
	,109

	
Gender
	,142
	,199
	,710
	,478


Dependent variable = brand loyalty; Constant = Neutral
Perceived Quality

	Variable
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	SE
	t
	Sig.

	Feelings:
	
	
	
	

	
Constant
	1,626
	,581
	2,801
	,005

	
Annoying
	-,285
	,218
	-1,309
	,192

	
Appealing
	-,242
	,216
	-1,121
	,263

	
	
	
	
	

	General questions:
	
	
	
	

	
Watch TV
	-,224
	,103
	-2,187
	,030

	
Switch Commercial
	-,075
	,105
	-,721
	,471

	
Commercial Funny
	,119
	,067
	1,790
	,075

	
Commercial Interesting
	-,237
	,083
	-2,872
	,004

	
Commercial Useful
	,041
	,071
	,581
	,562

	
Gender
	-,217
	,173
	-1,258
	,209


Dependent variable = Perceived quality; Constant = Neutral
Brand Awareness/Associations

	Variable
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	SE
	t
	Sig.

	Feelings:
	
	
	
	

	
Constant
	,134
	,590
	,227
	,821

	
Annoying
	,134
	,222
	,605
	,546

	
Appealing
	-,066
	,219
	-,302
	,763

	
	
	
	
	

	General questions:
	
	
	
	

	
Watch TV
	-,103
	,104
	-,986
	,325

	
Switch Commercial
	,110
	,106
	1,036
	,301

	
Commercial Funny
	,095
	,068
	1,408
	,160

	
Commercial Interesting
	-,079
	,084
	-,944
	,346

	
Commercial Useful
	,008
	,073
	,110
	,913

	
Gender
	-,513
	,175
	-2,924
	,004


Dependent variable = Brand awareness/associations; Constant = Neutral
Exhibit 10 Output Binary Logistic Product Recall

Variables in the Equation
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	SE
	DF
	Sig.
	Exp (B)

	Constant
	-,557
	,124
	1
	,000
	,573


Variables Not in the Equation

	
	Score
	DF
	Sig.

	Variables:
	
	
	

	
Annoying
	,089
	1
	,765

	
Appealing
	2,885
	1
	,089

	
Watch TV
	4,817
	1
	,028

	
Switch Commercial
	,050
	1
	,823

	
Commercial Funny
	5,113
	1
	,024

	
Commercial Interesting
	,405
	1
	,524

	
Commercial Useful
	1,400
	1
	,237

	
Gender
	,949
	1
	,330

	Overall Statistics
	14,893
	8
	,061


Omnibus Tests of Model Coefficients

	
	Chi-square
	DF
	Sig.

	Step 1
	15,132
	8
	,057

	Block
	15,132
	8
	,057

	Model
	15,132
	8
	,057


Model Summary

	
	-2 Log Likelihood

	Step 1
	352,141a


a. Estimation terminated at iteration number 4 because parameter estimates changed by less than ,001.
Classification Table a
	Observed
	Predicted

	
	RecProd
	Percentage Correct

	
	,00
	1,00
	

	RecProd
	0,00
	168
	10
	94,4

	
	1,00
	82
	20
	19,6

	Overall Percentage
	
	
	67,1


a. The cut value is ,500
Exhibit 11 Output Binary Logistic Brand Recall

Variables in the Equation
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	SE
	DF
	Sig.
	Exp (B)

	Constant
	-,186
	,120
	1
	,121
	,830


Variables Not in the Equation

	
	Score
	DF
	Sig.

	Variables:
	
	
	

	
Annoying
	3,284
	1
	,070

	
Appealing
	29,474
	1
	,000

	
Watch TV
	3,786
	1
	,052

	
Switch Commercial
	2,105
	1
	,147

	
Commercial Funny
	,092
	1
	,762

	
Commercial Interesting
	,134
	1
	,714

	
Commercial Useful
	1,197
	1
	,274

	
Gender
	2,138
	1
	,144

	Overall Statistics
	39,130
	8
	,000


Omnibus Tests of Model Coefficients

	
	Chi-square
	DF
	Sig.

	Step 1
	41,042
	8
	,000

	Block
	41,042
	8
	,000

	Model
	41,042
	8
	,000


Model Summary

	
	-2 Log Likelihood

	Step 1
	344,703a


a. Estimation terminated at iteration number 4 because parameter estimates changed by less than ,001.
Classification Table a
	Observed
	Predicted

	
	RecProd
	Percentage Correct

	
	,00
	1,00
	

	RecProd
	0,00
	117
	36
	76,5

	
	1,00
	54
	73
	57,5

	Overall Percentage
	
	
	67,9


a. The cut value is ,500
Exhibit 12 Output Binary Logistic Commercial Recall

Variables in the Equation
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	SE
	DF
	Sig.
	Exp (B)

	Constant
	,541
	,124
	1
	,000
	1,718


Variables Not in the Equation

	
	Score
	DF
	Sig.

	Variables:
	
	
	

	
Annoying
	,407
	1
	,523

	
Appealing
	3,872
	1
	,049

	
Watch TV
	4,886
	1
	,027

	
Switch Commercial
	,287
	1
	,592

	
Commercial Funny
	9,232
	1
	,002

	
Commercial Interesting
	1,416
	1
	,234

	
Commercial Useful
	,127
	1
	,722

	
Gender
	4,660
	1
	,031

	Overall Statistics
	24,266
	8
	,002


Omnibus Tests of Model Coefficients

	
	Chi-square
	DF
	Sig.

	Step 1
	25,633
	8
	,001

	Block
	25,633
	8
	,001

	Model
	25,633
	8
	,001


Model Summary

	
	-2 Log Likelihood

	Step 1
	342,738a


a. Estimation terminated at iteration number 4 because parameter estimates changed by less than ,001.
Classification Table a
	Observed
	Predicted

	
	RecProd
	Percentage Correct

	
	,00
	1,00
	

	RecProd
	0,00
	30
	73
	29,1

	
	1,00
	21
	156
	88,1

	Overall Percentage
	
	
	66,4


a. The cut value is ,500
�  “�HYPERLINK "http://www.emarketer.com/Article.aspx?R=1007155"�No global ad recovery until 2010�”, eMarketeer, June 2009


� SPOT television report 2010, Nederlands Kennis Centrum voor Televisiereclame, de Stichting Kijkonderzoek
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