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Breaking Through Fadtorwarding: Brand Information and Visual Attention

Abstract

This research explosénow fastforwarding through commerciaddters the visualteention of
viewers, andhow marketers can tailor ads to retain effectiveness as D¥gretises.Building
upon prior work in visual marketing and perceptual psychgltwyeyetracker studies shawat
fastforwarding viewers pay more attention duringreoercials but their attetion is heavily
limited to the center of the scre@&mastforwarded ads coaining brand information at screen
centerstill create brand memomven with a 95% reduction in framasdcomplete loss of
audio, while ads with brand information located elsawtage of virtually no valueA third

study shows that fagbrwarded commercials containing extensive central brand informedion
positively affect brand attitudéehavioral intenand everactual choice behaviofhese findings
show that marketers caounteracthe negative effects of DVR®/ ensuriig their ads are
heavily brande@nd the branding is centrally located.
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fil discovered in 208 that the heads of NBC's news division and entertainment
division, the president of the network, and the chairman all owned TiVos, which
enabled them to zap past the contrads that paid their salariedt's such a grat
gadget . | t comeohtigem daidratya corporate affair in the Saturday
Night Live studio. It was neither the first nor the last time that a television executive

mi stook a fundamental technological <c¢change

John Hockenberry, January 2008

Rapid advancemenis technology have given consumersreasingnteractivecontrol
overtraditionally passivenedia For example, ansumers nowsedigital video recorders
(DVRs) to time-shift showsand skipthroughcommercial break©VRs haveraised concerns
abouttheremovalof ad content from an asuppoted medium (Poltrack 2006and narketers
are growing increasinglyocalas DVRs move toward mainstream market penetraliaisen
Media Researchstimateshat20% of American homes keDVRs as of mie007, andpredcts
this numbewill rise togreater thad0% by the close of the decadRecent researciinds that
essentially aIDVR users fastorward through advertising (Goetzel 2008hdmarketers are no
longer willing to ignore this shift in television viewingulbits.A survey oflarge national
advertisers (Bernoff 2004¢vealed thaf5% plannedo cutbacktheir televisedadvertisingn
response tthe rise in DVR usag@and 70% responded that DVReuldiir educe or
usefulness dfraditional30-secand commercials.

AlthoughDVR companies havexperimented witlsuperimposg branded banners over
fastforwardedads(Shim 2005) pladng extraads at the end of recorded shd@®nsalves
2006) or addingfitelescoping ads(Reading et al2006, these methds havainknown
effectivenessSome companies advocate solutions such as disabling tHerfasird button
during commercials (Stross 2006yt suchdrasticmeasures woultheet strong consumer
resistanceRatherthan attempig to eliminatefastforwarding, a more productivstrategy for

marketersnaybe to make thetelevision commercials as effective as pdssihen consumers

destr



view them in dastforwardedmode Research devoted to thdearemains sparséowever,and
the currentiterature can suggtlittle abouthow fastforwarded ads are processed

As the nascent visual marketing literature (Wedel aietelrs2007) calls for further
research on visual search itetgsion advertisingind how consumers actually experience
advertisng (Lull 1998; Vakratsas and Ambler 1999%vad key questions drive our exploration.
First,how does fasforwarding througlcommercidc hange a vi ewer 6s vi sual
perceptio? Second, given a bett understanding of how faiirwarding affects perception
what marketecontrollable elementsaninfluencethe effeciveness of fastorwarded
advertisemen®&This hasparticular relevancgiventhattelevisionadvertising still accounts for
more tharR4%, of total US. advertising expenditureé\@vertising Ag006).While someprior
work suggests thdastforwarded adsanretaina measure obeneft for lesscomplexoutcomes
such as branthemory(Friedman 2006Greene 1988explanationsof what differentiatesnore
effective fromlesseffective fastforwardel ads remain scarcand little work explores
differences between various measures of ad effectiveness, from brand memory to brand attitude
andchoice behaviofThe research reported heneplores marketercontrollableways to
maximize traditional televisn advertisingffectivenessn the face othe fastforwarding threat
presented byapidly increasing DVR adoption.

To provide a foundation fosur studieswe draw orvisual marketingandperceptual
psychologyesearcho build predictionsas tohow fag-forwardingmaychangethe visual search
pattern and howbrandscan maximize the effectivenesktheir adsvhen fastforwarded In
Study 1 weuse eyetrackdechnologyto compare activand passive fagorwarderswith
regularspeed iewersand explorédhow fastf or war di ng changes vi.ewer so

Study 2separate the effects afop-downdiagnostic andbottomup central attention captute



determinewhich screen location®aximizeattention Study 3 explores whetheffectson brand
menory can translate to moreomplexadvertisingoutcomes such dgandattitude behavioral
intent and actual behavio®©urfindings offer key implications botHor visual marketing theory
andfor marketingpractitioners, and represent some of the firstaragions of the effects dhe

changingvideo mediaenvironmenbn visual search patterns within a marketing context.

Maximizing Fast-Forwarded Ad Effectiveness

AsVCRs gainednarket penetration in the 1980s, studies explored the effects of
fizi p p iouglyapmmetrial podsEarlycommerciafastforwardng estimatesanged from
60%to 91% Cronin and Menelly 1992 orke and Kitchen 1985), and peoplepdthrough
entire commercial pafather tharselectingndividual commercials tavoid Fastforwarding
appeared thave a strongly negative effect brand memory for unfamiliar a@Stout and
Burda 1989Martin, Nguyen and Wi 2002AIthoughfurther empirical research hasosvnthat
ads previously seen at normal speeds retameeffecivenessvhen fastforwarded(Goode and
Dobinson 2006Gilmore and Secunda 199&heincreasingate ofDVR adoption suggests that
many viewerwill have no prior normadpeed exposure tnanyadvertisements, as/er 80% of
DVR users skip fAmostrenABlResearch 2@08).mmer ci al exXpos

Mostwork on the effects of fagorwarding focusson how fastforwarding changes the
media environmerty reducingthe length otommerciakexposure and eliminatiraudiq which
in turn limitsattentionto and elaboration on adotent(Unnava and Sirdeshmukh 199RYior
advertising literaturesuggest thatmarketers caensureviewers remain attentiviey varying the
length and timing of commercial poliscause itlisrups the firhythmo of the adgDanaher

1995) However, djective measures such as ad length or ordinal position within the sy

! A commercial pod refers to a group of commercials andprogram materials; a commercial break refers to the
Afhol ed in the program that the commerci al pod is place:



exhibitedno conclusiveeffects orntraditionaloutcomemeasuresluring fastforwarding
(Baumgartner, SujamndPadgett 1997; Singh and Cole 1993).

Prior workalsopositeda brand domianceconceptarguingthat commercials with
greaterand name and logo (hereafterand information) presence better retain their
effectiveness when fasvrwarded. Mee exposure effectBaker 2003Zajonc 1968 and low
involvement learning models (Smiand Swinyard 1983upport the idea that brand exposure,
however briefcanlead to increased positive affect for futlar@nd interactionslhe proposition
that heavily branded ads enjoy increased recall or recognition wheoraatded however,
recaveslimited literaturesupport (Lee and Lumpkin 199Rletzger 1986). Whileecent work
on Internet advertising suggests that increased brand duration |legéatexorand memory
(Danaherand Mullarkey 2008 conclusive evidence that strongly brandeduision ads enjoy

increased retentioin fastforwarding conditions remaingetto be seen (Stout and Buriia89.

Fast-Forwarding and the Visual Search Pattern

Little researclturrentlyexploreshow the changing media landscape affectsr
perceptual pycesses as consumers. Wgdrastically changing the visual stimuli presenfedt
forwardingshoulda | t er a vi ewer 0s Barlyadvartisingaesearehrsiowson pat t
that the percentage of time spent looking at the screen affects brand nf€hwepn, Friestad,
and Zhoa 1987xnd further studies suggest that screen atteigibalvedduring commercial
pods (Krugman, Cameron, and White 1995 the literature has called for further exploraton
of howthedifferencebetween advertising arsthow contentan lead to changes in perception
(Lull 1988), andgiven visual attention is a key driver of advertising effectiveness, a better
understanding of these changes can illustrate how to makefastrded ads more effective

Visual cognition resarch suggests that fedstwarding might put viewers into a more



active and goatlriven visual processing staee. Janiszewski 1998¥o0aldriven statesften
result inincreased attentiobecausehe person must actively search for gd@gnostic stnuli
(Desimone and Duncan 1995; Yantis and Johnson 18@0ke normal viewerswho frequently
ftune-out,0 chang channelsor leawe the roomduring commercial§Yorke andKitchen 1985),
activelyfastforwarding viewers must remain attentive tbesignd that informsthemthey have
reachedhe end of the commaat pod(Greene 1998)Advertising researcbugges thatthe
vi ewer 6 s i ncnecessaydkiowavteh te stdp fagionwarding (Martin, Nguyen,
and Wi 2002)or greater mental activitgngendered by the rapid scene changes (Smith and
Gevins 2004)may mitigatethe negative effects of fagirwarding butthese claims have not
been subject to empirical investigatidihfast-forwarding causes a shift fropassive to active
visual processig, viewerswho actively fasforwardshouldexhibitgreater attention than
viewers whoseethe pod at normal speed or have no control epeed
Hi: Viewers who are fadbrwarding themselves wi#xhibit higher attention during
commercials compared teewers who are viewing at normal speeds or who are having
the commercials automatically fafstrwarded.

Viewersalsoshouldrevealdifferent visual search patterbstweemormal and fast
forwarded content. Traditionally the visual search system is di@awrotion(Folk, Remington,
and Wright 1994; Fraconeri andsimons 2008 but by removing narrative consistency and
dropping the majority of frames from playback, fémtvarding eliminates most motion cuas
the sceneapidly shifts duringthe accelerad presentatiarin essencehe entire screen becomes
one constant motion epas Astforwarding also eliminates motigmathinitiation cues thaare
highly effectiveat capturingrisual attentionAbrams and Christ 20Q8illstrom and Yantis

1994). Therefore, those watching faiirwarded ads should exhibit less motion in their visual



search pattern compared to those watching the commercial pod at regular speed.

In addition to the lack of perceivedotion,the rapid delivery of fasiorwarded frams in
DVR playbackshouldreducec o n s u imoentivse o moveheirfocal visual attentionThe eye
moves in smalsaccadigumps (Cassin anRubin 2009, each of which takesom 20 to 200
millisecondgto initiate and execut&Vhen the time to execute a saccedaddedo visual signal
detectionatency 60i 200 millisecondsand the200r 300 millisecondsnecessaryo process the
newlyviewedares, 5.4 to 14seconds of the original shomill have passe@assumingacommon
20x fastforwarding speed)Thisrendesthe initial movemenlikely pointlessas the original
source that triggered the movement will stli be on the screen at the intendechtion To
compound this effecthere isa refractory period of roughly 150 milliseconds befibre visual
system ca makeanother saccadic movementinfulustrackingthereforebecome®xceedingly
difficult for fastforwardingviewers In sucha visual environment, it makes little sense to chase
fleetingvisual stimulj peopleshouldinhibit their visual motionandreduce the distance covered
by the visual search process

H.a. Viewers observing fagbrwarded commercialwill exhibit reduced visual search
motion and a smaller overall visual search field compattdviewers observing
commercialsat regular speed

There should also be differences betwsemeone actively fagorwardingand someone
passively viewing fastorwarded contenPrevious work in psychologgnd visual marketing
suggests that the more actpmmcesf fastforwarding lead to more focusedttention White,
Rayner, and Liversedge 2006t these findings have not been testeghedia consumption or
marketingcontexts.A p e r tte af digilansanfluenceshe size of the useful visual field

(Roge, Kielbasa, and Muzet 200ahd pior work in visual processinghowsthat an increaske



cognitive load tends to shrink the active visual field (Rantanen 2D0&gidition, research in
scengtarget congruency suggests thiewershyperattenuate teard potentialsignal areas and

limit their attetionto signatinconsistent areas (NeidandZelinsky 2006).Therefore, actively
fastforwarding viewers should have smaller visual search patterns and attend to smaller areas of
the screen compared to someone viewing commercialfofagrded by someanelse.

Hap: Viewerswho actively fastforward through commerciaigill constrain their visual
attention to a smaller area of the screen t@iosewho passivelyiew fast
forwardedcommercials

Visual Search and Advertising Effectiveness

These preditonsregardinghe effects offastforwardingon visual searcprovide a
potential explanatioof thelimited supporfor brand informatiordriving fastforwardedbrand
memory If fastforwarding viewergpaymore attentionbutfocus ona small portion othe
screenmeasuringhe overall amount of brand information in a commentialy be misleading
Much of thebrandng could fall outsider i e wwvesuakaftentionandadvertising effectiveness
mayoccuronly when consumerdirectly attend tahe brand iformation(Wedel and Reters
2000) Althoughthis shouldapply at botHfastforwardedand normal viewing speedkrugman
et al. 1994, the effect may be stronger for fdetwarding viewers as a result of their more
tightly focused visual search patterfrsaddition, prior workshowsthatincreased attention
dampengeripheral vision (Schwartz et @005; White Rayner andLiversedge 2005k0brand
information directlywithin visual attentiorwhen fastforwardingmay gainelevated importance

Hs: Theamount of brand informatiovisually atterded to(a) predics advertising
effectiveness(b) the predictive power will be stronge@shong viewers who actively
fastforward

We predict fastorwarding participants attenuate their vision to a smatiezerarea and



only brand informationn that arealrivesbrand memorycan wealsopredict the most effective
screen locations for brand information placeméngPy networks provide a visual signal that
the commercial break is ending, known @e@mmerciabumpero Most bunpersplacea large
network or progranfogo in a relativelycentralscreerposition for 28 secondslf people
constrain their vision to areas where they expect a diagnostic signal (Neider and Zelinsky 2006),
brand information located in tteame areahouldenjoyincreasedsisual attentionPreliminary
work alsofinds early evidence fan overalvisualbias toward the center of the scre€ng|,
Mecaci andPasqualil997), andhumancomputer interactiomwork on movie perception
suggest tha thecentral are@f the screemightencompasghe majorityof visual attention
(Goldstein, Wood, and Pelli B07) for involved viewersThis central biascombined with the
elimination of motion cuessuggestshe central area of the screen should etttaen more
attentionfrom viewersfastforwarding through commercial pada addition the potential
attentioncapturing power of the bumper loge a diagnostic cumuggestthat a central bumper
areaprovidesthe key location in which to place bramddarmation to maximize ad effectiveness.
Hsa: The amount of brand information placed ioemtral diagnostiarea of the screarives
adeffectivenesgy fastforwardng viewers
Hap: Amongfastforwarding viewers, brand information placed in a certiagnostic area of
the screen better predi@ad effectivenesshanbrand infomationoutside the center
brand information overall
Study 1: Fast-Forwarding and The Visual Pattern
To test thénypothesesye conducedan eyetracker study which partidpants viewa

customedited24-minutetelevison showwith commercialsinderthree different viewing
conditions Two separate fagbrwarding conditions are used becauossst current studies of

advertisng effectiveness treat fakirwar di ng a § f a n ¢ dDwhdreadve asa want



to exploredifferences between viewenso actively controandthose whanerely watch fast
forwarded content. This is an impantalistinction as televisioftequentlyis viewed in social
contexts, where only one viewleas control of the remote. The experimental design therefore
attempts teseparatéhe motivational effects of actively fastorwarding such asncreased
attentionandgoaldriven visual searclirom the environmeral effects of viewing fast
forwarded matrial, such aseducedexposurdime andloss of audioAn eyetracketbased
methodology offers several unique advantages in this context. Previous work has used
eyetrackers to explore print and Web advertisements (e.g., Jones, Stanaland, and Gelb 1998;
Lohse 1997; Rayner et al. 2004/edel and Pieters 2000), but peoftgaze measures of visual
attention to dynamic media such as television commercials remaif h@reyetrackesystem
allows usto explore momenby-moment differences irhe visual attentio (Rayner 1998)

which areof critical importance when exploring televisiadvertising (Elpers et a22003).

Methods
Stimuli

We placel a series of commercial pods within an edpedgramto maximize external
validity within experimental constraints (War 1999) An aquatic nature shovBlue Planet:
Seas of Lifefrom the BBC andiscovery Channdlervel as thestimulus Thefirst 30 minutes
of the progranwere editednto a 14minute show block with five commercibteaks The show
begarby displayingaii Wi | d Di s ¢ o v e frgmithe Discowery Ghanmghhe fogoin
the bumpefill sroughly 15%of the screemand is visually salierfsee Appendix)While the
bumper was placeat the end of the commercial ptmt the first fourcommercial breaksn the
final commercial pod the bumpappearedn the middle sloto provide an acticioriented test of

whether the bumpeservesas a stopping signal for fafsirwardingviewers
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Sixteen adertisementsvere selected from 15 hours of recorded Discovery Gkann
programmingencompassing wide range of product categories and creative executmns
create the commercial padihe fivepods of three to six advertisemeatchsimulatea
traditionaldistribution of ads during full one-hour showjn thatfour adsappear twiceand one
adappears three timgstudytimelinetablesareavailablefor all studiesat
www?2.bc.edu/~brasels/BreakingFFTimeline.ptfle completed show lasted approximately 24
minutes andvas loaded inta T i V o Hor disgl& A second145-minuteversion of the
showconsistedf a rerecording in whickthe experimenter fagorwardedthroughthe
commercialaising thesecondevel of speed (20, asthe first level (¥) appearedinrealistically

slow basd onthe usualserpatternfastforwarding through an entire commercial pod

Participants Designand Procedure

48 undergraduates athAS. EastCoast private universitgarticipated in exchange for a
$10 gift certificatedrom a leading online retaile¥Ve randomlyassignegarticipantgo
conditiors while balancing gendewithin condition The requirements dhe eyetracker
methodologydemanedthatexperimentersun participantandividually, each participantaking
roughly 45 minuteso complete thetudy protocal

The studyusel athreelevel (viewer fasforwards, automatic fagorwarding, no fast
forwarding) betweersubjects desigrifter entering the lalandsigning consent, participants
completed a survey of basic television and DVR uséageexplained thesyetracker system (an
ASL 6000 corneateflection deskmounted unitand provided an introduction tbe TiVo DVR
to all participantsThose whawvould be viewing the show at normal speed-ff¥) heard an
explanation othe basics oDVR operdion. Participants in the autoaticfastforward condition

(Auto-FF) viewedan example of whddVR fastforwarding would look like at th20x speed
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using a video clip unrelated to the study stimuli/e. instructed @gbjects in the selfastforward
condition (SeltFF) to fastforward through theommercial breaks at the 20astforwarding
speedandallowedthemto practice fastorwarding and returning to normal play speeadsg
the same video clipiewed bythe AuteFF participants.

Participants thewerecalibratedon the eyetracker systehy fixating on a ningpoint
grid on the screerrollowing thisthe eyetracker began recordjtige TiVo video sourcevas
activated andtherespective show startédr each conditionDuringthe stimulus exposure, @n
experimenteattended tdahe eyetracker system to ensure that the device was capturing data
properly, while theother surreptitiously watched the participant to enkerer shavas
following protocol. Afterthe stimulusexposureparticipants completealpapersurveywith the

dependent measures and covariateseived their compensation, and weeériefed.

Measures
Survey Measures

The survey measures were recorded ind@westionnairegre and poststimulyscreated
using procedures similar to Braghim, Sudman, and Wansink (200The prestimulus measures
werequestiongelatedto television and DVR usage, preferences for various show genres, and
frequency of fastorwarding through a&l The more extensive poststimukigrveyfirst askeda
series ofreeresponse recall questioabout whichadsparticipantssawand provided ffective
measurgating scale for the slow (i.e., interesting excting, informative severpoint Likert
scales). Next, brand memory was operationalized througteaes ofadrecognition scales,
anchored bwadiglet wmd teen dwassloerfoi nvii tt él Vasthet sur e o
midpoint thismeasurd brandrecognition asnalogous to aided recall. The recognition items

included the 16 brands actually advertised duringghegram,as well asl2 distractor brands
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that werenot adverised Participants in thé&elf-FF conditionalso answerettee-response and
Likert questions about t loknallyalparticpants providdde i r f's

their opinions of adertisingoverall and withirthe show, both measuredth Likert scales.

Eyetracker Measures

The eyetracker system gave two keyputs. First, alatafilewith pointof-gaze
coordinatesand pupil dilatiorat 60 frames per secomdis created for each sebj Second, a
video file of the viewdis stimulus exposure with the poioit-gaze mapped onto the video was
created that allowed the experimentematch brandocationand gaze locatioframeby-frame.
A researclassistanprocessedthe video for eachasticipant and recordedtie following
variablesfor each commercial pod on a frathg-frame basispod nhumber first, secondetc),
commercialnumber éleventhcommercial shown, efg fastforward (a Gor 1 dummy variable
evidentbecausdiVo displaysaprogress bar on the bottom of the scretien a viewer isast
forwarding),presence abrandinformationonscreen brandinformationlocatedwithin the
bumperlogoarea,brandinformationoutsidebumperlogoarea, andjazeoverlapwith brand
information(all 0 or 1 dummy variables). For the latter four measunesdefinebrand
information as a clear graphic of the prodouame and/or logo, @roduct packaging witthe
nameand/orlogo clearly displayed (se&ppendiy. This transformation process tookrdreds
of hours to completeaseach participant could generate uB&000frames ofdata.

To determinavhich brand information overlegthe centralboumperogo location,we
designecdh 36-cell grid on an acetate screen overlsych that the Wild Discowe logo fill ed six
boxes of the gridThe overlaywas used toecordany brand information that appedion screen
according tahe cells it occupiedBrandinformationwasonly marked a®verlappingthe central

bumperareaif it fully coveredat least onef the $x bumpercells.We completd this analysis
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once for the Na=F andAuto-FF viewersbuteach SeHFF participant wasompletedseparately
becaussmall difference# fastforward timingled to changes in the numbertwand

information frames shwn. After completinge a ¢ h s u b j-bg-tamé analykiswva me
computedsummary statistics for each participantluding the total number of commercial
frames, the number of frames with brand information, the number of gazepoints within and
outside théoumperogo location and the number of gazepoirts brand information overall,
within, and outside the bumper locatiéde also computed theseeasures for each commercial
separately. Finallyyve capturel the standard deviatioof gazepoint locatiorandaverage pupil
dilation, duringthe show andhe commerciablocks Pupil dilation frequently serves as a
measure of attention or cognitive effort (Beatty 1982; Dionisio et al. 2001); with higher levels
indicating increased attention or effort. A normalizeneasure of dilation during commercials as
percentage of dilation during the show was used to account for individigtioas in pupil size

andreactance to changing chroma and brightness levels

Results

Participantsvere similar intheirmedia habitswe found no difference for mean viewer
preference for nature showsthe DVR ownership and familiarity questicasross conditions
In the podtimulus surveyiewers in all three conditions ratéhe stimulus show as equally
interesting, exciting, appdéng, visually interesting, and educatiof@l ANOVA F44 < 3,p >
.40). The Self-FF viewerswereaccuratestartingand stoppindastforwarding within an average
of 1.5 secondfrom the beginningind endingf the commercial paliViewers committedew
accidental stoppingrrors with two exceptions. Firs81.25%of SelfFF viewers stopped on the

bumper located in the middle of the fifbod. They quickly resume fastforwardingwhenthey

2 Media ethnographers will eleased to discover the stereotype of women as poor remote controllers compared
with men turns out to be false; we find no significant gender effects regarding starting and stopping accuracy.
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recognized theumpermprece@d more commercialwith an aveagedelay of 1.7 seconds.
Secondall but oneof SeltFF viewersstopped fast forwarding on the GEI@Ommercialthe
only ad to elicit such behavigryvhich featuredighly showcongruent images a&fwimming
salmon In the poststimulus survey the GEICOsamredthe highestecognition measures of any
ad inany conditionNM=7). Becausédastforwardingparticipantsviewedthis adpredominantly at
normal speedye removd it from the analysis.

Also, before exploring the role of faébrwarding, we measuretie effects of individual
differences and other environmental triggers on brand merAdrposition within the
commercial poc&ndoverall ad position in the show amet significantlycormrelated to
recognition (Zhao 1997; r =198, r =-.08, allp> .4),aadp a r t i ctatgddamiliasityp with

DVRs and DVRusage measuregso had no effect on the results.

FastForwardingd s E f Reeogrtitionand Attention

To test the effects of the faftrwarding manipulation on advertisimgfectivenesswe
ran a rgpeateémeasures ANOVA on recognitipwith fastforwardingas athreelevel betweenr
subjectsvariableand 16 commercial replications withéabjects. Recognitioservel as the key
outcome variablasprior researclsuggestsecognition scores are more distinatingfor brand
memorythanrecall measure&Singh, Rothschild, and Churchill 1988). A significant main effect
for FF condition (kz,40)= 15.258 p < .001), a significant main effect for coremt c i a | (PI Il ai
Trace 1,39 = 16.2D, p < .00, within-subjectGreenhouséseiserF = 11.782,p < .001), and a
significant commerciaby-conditionintea c t i on ( P ipded 540,9 < 00T withia- F
subject effecGreenhous&eiserF = 3.712, p < .01)emerge forecognition. The main effect of

the @mmercial replication shows that different commercials experteditierent levels of
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recognition and followup data exploration reveals that commercials exhigh variance in
meanrecognition scoresegardless othe condition (SeHFFM = 2.31to 4.75, SD = .56 Auto-
FFM =2.71t05.73 SD = .8Q No-FFM = 2.19t0 6.50 SD = 1.23).

**** INSERT TABLE 1 HERE****

We use fannedcontrasts to explore thstrongeffect of the fastorwarding maniplation
on mean recognitio(see Table 1Results showhat fastforwarding participants are less
confident in identifying present brands and rejecting-pi@sent distractor brands compared to
regular speed viewe(Bonferroniand Tukeyp < .001) Recognition scores for present and
distractor brands are no flifent from each other for fakirwarding viewersTheseresults
confirm prior findingsthat fastforwarding has a negativepact on ad recognitiomecausehe
average fastorwardedadhas little more recognition confidence tham-presentistractorads,
we investigatethe interaction between condition and commerelilat causgcertain ads to
enjoy increased recognition afastforwarding environmennt

H, posit that viewers who actively fasbrward through commercials pay greater
attention tharmpeople who passively view."8ANOVA reveas a significant main effect of the
fastforwarding manipulation on the pupil dilation ratiqu(fs = 9.2,p < .001),andplanned
contrastgsee Table 13howthat the SeHFF viewershavea significantly higheratio thanthe
Auto-FF or No-FF conditons. This suggestthat SelfFF viewers pay roughly the same amount
of attention during show content and commercials, while Alt@nd NeFF viewers reduce

attention during commercsland provides support fbk.

FastForwarding and the Visual Search Pattern
WhenSelt-FF viewers werasked how they decided to stop festvarding 62.9%

explicitly stated they looked for the Wild Discovdogo, a higher percentagbhan all other
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explanations combinedherefore we conducedathreelevel ANOVA for the mean percentage
of timetheyspent lookingatthe bumpefogo area during the commercial pad€anpercentages
are usedather than ratime becauséNo-FF participante@xperience longer overall exposuye
and ve find asignificant main effect of the fasvrwarding manipulation (g46= 9.178,p <
.001).As can be seen in Table H,,is strongly supported, with fagtrwarding viewers
spending significantly more time in the central bumper area during commetigils not
supported howeveasthe difference between SdtF and AuteFF is only directional.

That fastforwardingviewersconstrain their visual attentios alsoevident inexploring
thestandard deviation of gaze location during commercials for eadiition(see Table 1)
Using thestandard dewtion of gaze location durinrgbmmercias (in pixels)reveals a significant
effect of thefastforwarding manipulatiorfF 46 = 3.883p < .05 with contrastests showing the
SeltFF participants have a sitea gazeSD than NeFF participantgBonferroni and Tukeyp
=.04), but no significant differengeresentdetween SelFF and AuteFF conditons These

results provide further strong support for,Hut do not support 33

What Makes Ads Effectiduring FastForwarding?

To explore what drives ad recognitionfastforwarding conditionsye first must
exploreoverallbranddominanceWe find no correlatiorbetween the total number of frames
containingbrand information and the recognition sctoecomnerciak®. Given how fast
forwarding focuses the visual search pattern, however, total branded frames is a potentially
misleading measurénsteadwe must comparbrand information located in the sacentral

area as the bumplago (see Appendixwith brand information locateeélsewhereThere isa

¥ Among NoFF viewers, the number afidiomentions of a brahin a commercial correlates significantly with
recognition (r = .437p < .05); the loss of audio thus appears to play an important role in the lost effectiveness of
fastforwarded ads (in support of Unnava and Sirdesmukh 1994).
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strongdifference between thaverallpercentage of brand information located inc¢batral
bumperogo area thaparticipants visually attend (M = 55%) and the percentage of brand
information located outselthe bumpelogo attended t¢M = 3%, t6)= 16.476p < .00J).
Across all conditions, brand information located within the central bumpehasesn enormous
advantage in visual attention when compared to brand information located elsewkereen.
Becauseprior resultssuggesthatfastforwardingviewers constrain their attention more
thanregularspeed viewergheattentional bias towards central brandgmgpuld be strongdor
fastforwardingviewers.A MANOVA testingthe fastforwarding manipution onthe number
of framesin whichviewers visually attend to brand information witlaind outsidehe bumper
logo area (across all commercials@veas a significant main effect on both the percentage of
brand information within the bumper ar@awhch participants/isually attend (f,44)= 5.101,p
< .01) and the percentage of brand information outside the buopich participants attend
(F2,44)= 9.251,p < .001). Cell-to-cell contrastgseeFigurel) showthat SelfFF viewers
visually attew to more brand information within the bumpego area thardo No-FF viewers
(M = 67%versus45%,Bonferronip < .01) Likewise, SeKFF viewers visually attend to less
brand information outside the bumper atfean doNo-FF viewers (M =1% versis 5. %%,
Bonferronip < .01). The differences between SélF and AuteFF are not significanbowever
suggestinghat even though SeRF viewers are paying more attention than AEoviewers,
their visual search patterns are simil&ihen Self and AuteFFers areombined into one Fast
Forwarding group, the difference between Hastwarders and Regular Spegéwers is
significant for both atenter brand fixations (60% versus 45M4g, £ 2.495p < .02) and outside
center brand fixations (1.6% versus 5.7, t+ -4.254p < .001)

**INSERT FIGURE 1 AROUND HERE
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Do thesesffeds impactrecognition?Ve ran regressions to test the predictive power of
gazepointatbrand information inside and outside the bunipgo area on commercial
recognition all three regressns showed significant predictive power (all F > 4 pafl .03)
AmongNo-FF viewers, gazepoints on brandbirmation both inside ¢xs) = 3.48 p < .01) and
outside (g23 = 2.14 p < .05 the bumper area predict recognitidimongAuto-FF viewers,
gazepoints on brand informationside (t223 = 4.85 p < .001) the bumper weiestrong
predictor, while gazepoints on brand information outsidey(t 1.89 p < .10 the bumper were
nonsignificant.Finally, amongSelf-FF viewersgazepoints on brandfiormationinside the
bumper aregredict recognition (gsg) = 4.13 p < .01), whereaggazepoint®n brandingutside
the bunper arearenotsignificant (fzsg) = 1.6, p >.10). These results provedupport for H,
showing that the disparity in prediee power is stronger for fagbrwarding viewersbut little
support forHs, positingdifferences between active and passivefiastarding viewers

Given the disparity in attendgd brand information, can simple counts of brand
informationaccountingor locationpredict recognitioras posited in k} and H,,? For all three
condiions, brand informatiom thecentraloumper logo areeorrelatesvith recognition (SeH
FF r =.354, Aute-F r = .255, NeFF r = .213all p < .01) while brand information utside the
centeror brand information overalias no correlation with recognition for fdstwarding
participants This supports kf; regressiomesultsareconsistent with k. For SelfFF
participantsr’ = .117,p < .001), brand informatioim the bunper logo areés a strong predictor
of recognition(tp23 =5.527 p < .001) butbrand informatioroutside theareahas no predictive
power(t23 = 0.333p > .50). For Auto-FF participantgr’ = .069 p < .001) brand information
within the logo are#s a strong predictor ghy = 4.133 p < .001)but brand informatioroutside

is insignificant(tz2g = 1.758 p = .08) Finally, amongNo-FF participant§r® = .056,p < .01),
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brand informatiorbothinsideand outsidehe bumper logo area predrecagnition (t2zs) =

3.447 p<.007 tp3g = 2.129 p < .05. This pattern of results strongly supports 8ind Hp,.

Discussion

The results oBtudy 1 provide strong support for asystem ohypothesesomparing
fastforwarding viewers to regular spee@wers Althoughfastforwardingharms ad
effectivenes®verall there isconsiderablerariance between commerciaiastforwarding
viewersfocus their attentiomn a small central portion ohé screenOnly brand information
within this central diagnstic areagets visualy attendedo, and the disparitin visual attention
between central and peripheral brand information atterdistrongest for fadorwarding
viewers.Brand informatiorwithin the central bumpeareastronglypredictsad recognitio,
whereasnformationoutsideit has ngpredictive powefor fastforwarding viewersThis shows
how advertising can be made effective whenfastarded; even though the ads last little over a
second and lose all audio and narrative consistency, dustwng central branding can break
through fasforwarding and still achieve brand memory.

While actively fastforwarding viewers pay more attention during commercials, their
visual search patterns are similar to those viewing automatieaiyorwardedcontent. This
suggests that it is the changes to visual attention cues between regular-toravéadtdelivery
that bias and constrain attention, rather than the show bumper creating a diagnostic signal
searching biasThis isreassuringiews for markedrs, as fastorwarding in a social context
should have a similar effect on vision across all viewersalsoimportant to note that elevated
central branding helped fafirwarded ads without harming the experience of regular speed
viewers. Based orné results of Study 1, increasing the amount of central branding in

advertisements appears to be a positive strategy with little negative consequence.
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Central VersusDiagnostic Attentional Capture

In Study 1 we usd areal networkoumperwith abrand log near the center of the
screenAlthough thiscentralareaonly encompasskl7% of the scren it attracedmore than
50% ofthe gazepoits during commercial breaks, eva@mongparticipants wataing at normal
speedIn addition, many of the measures ofwal attention we similar for SeHFF and Aute
FF viewers in Study ITherefore, wenustconsidemwhether the increased attentional capture
associated witthe center of the scre@ccurs becauggarticipantkeeptheir foveal vision
constrained to thetationin whichthey krow the diagnostic bumpdogo will appeayor
becauséraditional eye movementiggersareattenuated or eliminateturing fastforwarding.
Shouldadvertisersnatchbrand informatiorio the bumper locationmegardless ofvhere the
bumper i® Or should thejnvariablylocatetheir brand informatiom the center of the screen?

Recent findings have explored the ability of gdalen environments to constrain and
direct visual attention andgcessing. Activating behavioral goasuses individuals to focus on
goatrelevant stimuli (Moskowitz 2002and ative goals can drive the attentialocation phase
of visual procesag to the same degrakatscene stimulus features (Allport 1993). Gall
congruencymayevenexplain more visal attention than physical characteristics of stimuli
(Maruff et al 1999).Additionalwork alsoshowsthat people constrain their attentiorthe areas
they expect diagnostic signalsappeain the future Ehret 2002; Oulasvirta, Karkkainen, and
Laarni 2005. Therefore jf the bumpetogo providesa diagnostic signdastforwardingviewers
should constrain their visual attention to the bunipgo areaduring commercial pods

Hs: The areaf the screen correspondingttee bumper logo receiselevaedfixations

and attentiorduringfastforwardingirrespective of its location on the screen

While this pychological research explorihgw diagnostic signalsapture attention
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holdsconsiderable weight, recent reseaatdoexplores attentionabiasegelevant tovisual
marketing Human computer interaen media studies suggest that visual attention rarely
encompassesn entirescreenbut rather centers gmoints of interest such as motionfmman
faces (Goldstein, WoodandPeli2007). Visual poins of interest tend to car closer to the
center otthescreen, anthecenterreceives more visual attention than siteeerperiphery
overall (Tosi, Mecaccj andPasqualil997). Early resultsalsosupportan overall bias toward the
screen centdn termsof gaze movemenerrors and adjustment®/itu et al. 2004)If a general
centerof-screen biasccurs fortelevisionviewing, fastforwarding should exacerbatiais effect,
because ieliminates motion paths and other cues taadraw focal attentiomway from
screercenter, and the rapidly changing visual stimulus is unlikely to reward mmgag
attention. Thus, fadbrwarding viewershouldexhibit increased bias toward the center of the
screenirrespective of where the bumper logo is located.

Hs: The central area of the scraeceives greater visualixations and attentioruring
fastforwardingwhen compared to normal viewinigespective othediagnostic
signal location.

To test these hypothesasd their relative strengthse conductasecond study that

variesthe location of the bumper from the center of the screen. By manipulating bumper location

onscreerwe can comparthe differential effects of diagnostic and central attentional capture.

Study 2 Separating Central and Bumper Viswal Capture
Methods
Stimuli
TheBlue Planenhatureshow from Study 1 was retained as the stimwdnsghalf the

brandg(including GEICO) wereeplacel with new commercials. The show length reneain
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unchanged at 24 minuteend thed Wi | d Di s ¢ owas nepjacedvitshithnep leumper
conditions. The first conditionTR Bumper) usd a newexperimentedesigned-second

ADi scover mghfeaturmgthedannel logo in the tepght of the screen on a
mottled blue background. The second condit®Bb Bumper) featured the same image, but with
thelogo in the bottom left of the scre@r 8 second¢see Appendix)The Discovery Channel
logois highly salient but fillsoughly5% of the screenThe final condition (No Bumper)

contained no bumpéo measurghe baseline effects of fakirwarding on visuahttention

Design, Procedure, and Participants

The design and procedure of Studyw@resimilar to Study 1. Participants erdgdithe lab,
sigredconsentandthen filledout ageneral media usagee-suney. After being introduced to
TiVo and allowed to practice fafbrwardingat 20x speedparticipantavere calibrated to the
eyetracker systepand the subject watched thppropriate version of thghowfor their
randomlyassigned conditiarAll subjectsfastforwardedthrough the commercial pod&fter
completingthe show, participants filled out the remaining survey measwesyedheir gift
certificate, andveredebriefed Forty-eight undergraduates atyaS. EastCoast university
participated in rearn for course credit and a $10 gift certificate to a leading online retailer.

Prescreening ensured that no participants of Study 1 registered for Study 2.

Measures

The eyetrackesoftware creatkan extensive datafile for eaplarticipant with 60 franes
per second gazepoint data captilatching eaclp a r t i datghile andsides recorcenablel
usto determine the exact transition points betwiseshow, commercial pod, and bumper (if

present)Measuresncludingpupil dilation, standard deviatiasf gaze andgazepoinito-
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gazepoint pixel distanaaeeasurevisual attention duringhefastforwarded commercial pods. To

determine how the bumper manipulationafgcta r t i ci p a nt s we calculatditiael atten
number of gazepoints during commelgads in the aresof the screen corspondingo the

top-right and bottom left bumper logo locatiand a bumpelogo-sizedequivalentareain the

center of the screeA poststimulus survelyadparticipans describe their strategy determine

when to sop fastforwardingandanswellikert-scalequestions ostopping strategies (time

elapsed, number of commercialscognizebumperrecognizeshow content).

Results
Focusing of Visual Attentioand Bumper Attention Capture

Similar to Study 1, pupil dil&n exhibis little decreaseluring fastforwarded
commercial podandremairs at 99% of show dilation on averageshich confirmsthat fast
forwarding engendsihigh levels of attentioriViewers strongly constrain their attention while
fastforwarding,sud that thestandard deviation of gazepoint location drspm an average of
152.1duringtheshow to 114.3luring commercial$or fastforwarding viewersFastforwarding
viewersreported usinghebumper as a signal to stop féstwarding;in the conditonswith a
bumper 72% of respondentgportwaiting for the Discovery Channel logo to come oraas
stoppingsignal,anda further 14%eport usinghe blue background assignal to stop without
mentioning the bumper logo itself. Visual cues dominateadlyén the bumperabsent condition
only one subjeateported attempting to stop using a fsual cue such as elapsed time.

To explore the attentieoapturing ability of the bumper logo areas of the screenan
two ANOVA s of the effects of the bumpé&rgo manipulation (TR Bumper, BL Bumper, No
Bumper) on the number of gazepoints in the area of the screen equivalertbforigat and

bottom leftbumper locatioaduring commercial breaksee Table 2)The humpermanipulation
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hasa strongly significat effect on gazepoints in the bumper ar¢ag (ightF 45 = 284.836p <
.00%; bottom leftF 45 = 250.704p < .001).The data reveal thav¢al attention is biased toward
therespectivedoumper logo areduring commercial pod®r the two bumpepresentconditions
(seeTable 3. TR Bumperparticipants haveonsiderablymore gazepoints in the tamht
bumper areauring commercialthanthe bottom left bumper ar€g;s = 22.516p < .001)
Similarly, BL Bumperparticipantshavemore gazepoints ithe bottoraleft bumper arethanthe
top rightbumperarea(t:s = 21.896p < .001) during commercials. NBumper participants
show novisual preferenceetween the two offixis bumper locationg.heseresultsarestrongly
consistent with K viewers bia their visual attention towards bumymemsistent areas of the
screen while fastorwarding through commercialg/e must note, howevethat the percentages
of gazepoint capture exhibited by se®ff-center bumper logareasare considerably smaller
thanthose ofthelarger andnore central bumper logo Btudy 1.
**** INSERT TABLE 2 AROUND HERE ****

Centerof-Screen Attentional Capture

Thepercentage of gazepoints contained withie5% center of the scredinoughly
equivalentin size to theoff-centerbumper logs) is higherduring commercialthanduring the
showacross all three conditiorfd2% versus27%, ts7) = 19.281, p < .001) andbumper presence
or locationhasno effect on thiscentralbias This pattern of results strongly supports (dee
Table 3. The screen cent@lsocaptures more attention than the bungmprivaleniogo
locationin boththe TR Bumper(t1s) = 48.582 p < .001) and BLBumper(tsy= 45.717p <
.001)conditions even though no bumper was present at screen céfttencomparing the
findings supportingds with theresultssupporting H, we seethat the center of screen exhgxt

far stronger pull on focal attenti@uringfastforwardng; the off-centerdiagnostic bumper
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logoscreateonly a secondary pull on visual atttion.

Discussion

The results oBtudy 2 provide a strong replicationiofh e f i r st asdfudheéry 6 s
distinguishthe attentiorcapturing effects ofliagnostidoumper logs and the center of the
screen. Similar t&tudy 1,we find thatfastforwarding viewers constrain their visual attention to
a small area of the screen during eoencial breaks. Irrespective béimper logo locatiorthe
screercenterc apt ur es vthecenef¥sobthegaeempture7% of gazepoird
duringtheshow but risesabove40% duringthe commercialsThe bumper logexhibits a
secondanattentioncapturingeffect,wheregazepoint capturecreasegor theoff-center
bumper logo area of the screen during commercial ptien directly compared, the screen

cenker hasstronger attentiowcapturing pwer than the oftenter bumper logo areas.

Moving Beyond Memaory

Taken together, Studies 1 and 2 provide strong evidence that advertising can break
through fasfforwarding and impadtrand memory. Recognitiaemains aighly relevant
advertisingoutcome(Singh, Rothschild and ChurchilB88); the traditionally low information
content of televi®n ads (Resnick and Stern 19Dwling 1980) and their frequent use as
reminder advertising suggests that braathe memorysifrequentlya primary goal Memory is
not the only dimension of advertising effectiveness however. Given the strength of centrally
branded ads iaffecting recognitionmight strongly branded ads also show retained
effectivenss for more compleautcomessuch as brand attitude or behavioral measiBesun
Latour and Zaltman 2008)

Properly designed fadbrwarded adsnightbe able to affecttitudinal or behavioral

ef f
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measures due to spreading activation theory (Anderson 1983), where exposure to tharbeand

calls to mind a web of brand associatidResearchers hawwsoar gued f or a MfAs|l

(Moore and Hutchinson 1985), where simple exposure to brand messages can lead to increased

brand attitude at a later time due to increased subconsciousfanatarity, and prior work in

mere exposure effects and low involvement learn8rgith and Swinyard 19838jas shown how

brief exposures can change affective and attitudinal respofestesur fastforwarded ads only

last 1.5 secondshile losingaudioand narrativesuggesting that the opportunity to form an

attitude towards the ad is limiteth additiont he fAsl eeper ef fectouphas
research (Pashupati 2003).

To address these questions, a third study was conducted to expédhemthebrand
memoryeffects shown in Studies 1 and 2 repte to more compleautcome measures such as
behavior and brand attitude. This third study also allowed us to manipulate the amount of
branding and brand location in the ads used, control for @dfamiliarity, and use a more
natural ratio of commercial content to show content. Also, baseline measures were collected

prior to stimulus exposute explorechange across time.

Study 3 Can FastForwarded Ads Impact Attitude and Behavior?
Methods
Stimuli
A new edit of theBlue Planetaquatic naturehow was utilizegwith roughly twenty
minutes of show content rather than fourteen, and four commercial breaks instead of five. The
addition of twenty 36&econd advertisements to the show made theatbvenning timea

traditionalthirty minutes,andbetter matchsa 1:2 adto-show ratiofrequentlyusedin cable

eep

mi
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programming (Getz 200&00te 2007). Given their relative lack of effect in Study 2, no network
bumpers were usedighteen of the twenty comercials wereselectedo create three groups:
Limited Branding, Heavy Peripheral Branding, and Heavy Central Branding. Six ads were
selectedor eachbranding condition to give each condition a variety of brands and ad
executionseach commercial was wsence in the show. The Periphesad Central
commercials hattames with branded informatimverallthan the Limited commercials (M =
422 | 485 vs218); Central commercials hadughly triple the number dfames with brand
information at the center tie screethanPeripheral or Limited commercials (M = 304 \85
or 119); Peripheral commercials hatleast double the numberfeimes with brand information
atlocations other than the centbanCentral or Limited commercials (M = 308.\is11 0r98).
The commercials were randomly ordered then placed intimtineommercial breaks.

The other two commercials included were for two British chocolate bars: Flake and Aero.
These commercials utilizezidio fromactualUK commercialsbutthe visuals we¥ custom
designed. Two veions of each commerciadere created, one with heavy branding where brand
informationwason-screen and central for tweleef t he ¢ o mnmsecomds, anddéne t hi r t
with limited branding where the brandformation was orscrea for threeseconds. These ads
(see Appendixjvere placed in the second and third commercial breaks during the show, and
each participant saw heavy branding for one brand and limited branding for the other. Four
different versions of the show were utilizgdeavy Flake followed by Limited Aero, Limited
Flake followed by Heavy Aero, Heavy Aero followed by Limited Flake, and Limited Aero

followed by Heavy Flake) to also control feotentialordereffects in the chocolate ad exposure.

Design, Procedure, andarticipants

Thestudywas a 2 by 3 design with a Fast Forwarding (FF versuBldetween
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subjects manipulation and three thteeel Branding (Limited vsPeripheral vsCentral) within
subjects manipulationyith six brand replications within each Bi@ding condition. Sixtythree
undergraduatparticipants at akast Coastiniversitywere compensated wittourse credit and
a $10 gift certificate to a major online retaifer their involvementSeven participants were
missing data at either T1 or T2 awdre dropped from the analysis. B@eening ensured no
participants in Study 1 or 2 participated in Study 3

The study employed a twghase design. One week prior to watching the show stimulus,
participants completed an online survey to establishibadelels obrandfamiliarity, purchase
intent, brand attitude, and behavioral intent. The following week, participants were run
individually on the study protocol to avoid any social priming effects. Participants entered the
lab ard took a seat in frordf amonitor attached to a Tivo DVR. They were instructed that they
would watch a nature program and then fill out a survey after the shovhalire the
participants were given no further instructions and watched the show at normabepé=ithe
other half were instructed to fagirward through the commercial breaks in a manner similar to
Studies 1 and 2. Following the show, participants filledaqaaststimulus survey of
recognition, purchase intent, brandtatle, and behavioral interburingthis time the
experimenter placed two baskets with the chdedbars near the daahe basket closer to the
door wasandomized betwegparticipans. When participargtfinished the survey they were
thanked given their gift certificats, thentold they were free to take a chocolate bar on their way

out. Only oneparticipantdeclined to take a chocolate btre reshad their choice recorded.

Measures
Recognition measuresmilar to the ones employed in Studies 1 ameee collected

poststimulusexposire A new measuref visual recognition wastroduced: a pagef brand
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logos arranged in a grid where the participant aiftihe logos for brands they recalled seamg
the showPurchase Interft U =andBraBd)Attitude(U = wer8 €afh measuresing three
Likert-scalemeasures adapted from DePelsmaeke.(2002). Behavioral Intert) = , sué2 )
as daire to visit the brand website tell a friend about the bramdiasmeasured usinthree

Likert scales adapted froReading et al(2006) and aamilianty was measured usingLakert

scalekasking Ahow familiar abrand P@u =widthh gthh g & dwme d
1 = O6not A Thesworstruétsawmre measuredat both Time 1 and Time 2.
Results

Memory Measures

Study 3strongly replicates the results of Studies 1 andl @&peated measures ANOMVér
recognitionwas run, using Fast Forwarding as the betwsadiects manipulation, and Branding
condition as the withisubject measure. Results show a significant ma@ciefor Fast
Forwarding (k. 46)= 36.225, p < .001), withastforwarding subjects reporting lower ad
recognition than nofastforwarding subjectésignificantfor both binomial and polynomial
effects F(, 46)= 28.09 / 6.35, p< .001 /.05). Contrastgeal that recognition is highest for the
High Central Branding ads, lower for High Peripheral Branding ads, and lowest for Limited
Branding adsThere is a significant Branding by F&trwarding interactiofbinomial and
polynomial contrasts E 46)= 10.95/5.53, p < .01/ .05egularspeed subjectsave similar
recognition scores for all three branding conditjdng for Fast Forwarding subjects Central ads
(M = 5.5)outperformPeripheral (M = 3.49r Limited (M = 3.6) ads.

This effect is als evident for thevisualrecognition measurgsee Figure 2)An ANOVA

reveals a significant effect of faftrwarding (ku1,45)= 52.42,p < .001), a significant effect of
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branding (k,00)= 31.28,p < .001, contrast fr4sy= 64.98,p < .001), and a sigficant Branding
by FastForwarding interaction (ko0)= 9.76,p < .001, contrast s = 18.55,p < .001).
Regular speed participants circlenbst ofthe logos of the advertised brandgardless of
branding condition, whiléastforwarding participarg circled High Central Branding brands
considerablynore than High Peripheral Branding or Limited Branding brands (M = 60% vs 34%
| 24.5%, &g =6.14/9.917 p<.001/.001).
**** INSERT FIGURE 2 HERE***

Attitudinal Measures, Behavioral Intent, Puasde Intent

To explore the effects of fatdrwarding and branding on Brand Attitude, Behavioral Intent,
and Purchase Intent, a repeated mimeshsure8/ANOVA was conducted with fagorwarding
as the betweesubjects manipulation and branding as the withibjects manipulation. Brand
Familiarity, as recorded at T1, was included as a covariate @n twatontrol for potential
familiarity effects Whilef ami | i ari ty has a significant effec
p < .03), the branding maniption remains strongly significant (Greenhouse Geisser F =
57.192p < .00)). Interestingly, thefast or war d mani pul ati on fails to
Trace F = 2.4p < .068), suggesting that the overall pattern of results appears similathor bo
regularspeed viewers and fafirwarders. Looking at the pattern of resultstfegkey DVs
reveals strong effectsr the branding manipulatioon Brand Attitude and Behavioral Intent
(Bonferroni and Tukeyp < .05for both), buta lack of effects onudtchase Intent. As can seen
in Table 3 brands inthe Heavy Central condition createreased brand attitude and behavioral
intent even when their ads are féstwarded,when compared to brands using Heavy Peripheral
or Limited Ads.

% INSERT TABLE 3 AROUND HERE****



31

These findings provide evidence that ads featuring heavy central branding can break
through fasforwarding and affect more complex constructs such as brand attitude and
behavioral intent. To ensure that the branding manipulation wasgithe effects, and not any
difference between conditions in pgemulus perceptions of the various brandgaia of
repeateeémeasures ANOVA analysis was run on the change from T1 to T2 for Brand Attitude
and Behavioral Intent using the branding malapan andfastforwarding aghe within- and
between subjects manipulationgnd the score for each brand at T1 on Brand Attitude and
Behavioral Intent as covariatesn i t 6 s r e s. phesavouid pagtial AUl ddywvariance
due to differencem initial starting sition on the DV$rom the manipulation effects.

Score at T1 for Brand Attitude and Behavioral Intent were significanériategor their
respective deltad- = 49.235 14.868 p < .00Y .001),howeverthe branding manipulation
remainedstrongly significanfor both DVs(F= 17.603 3.307 p < .001/ .05contrastp < .001/

.02). Results show that for fafstrwarding subject¢see Table3) contr ol I i ng f or
pre-stimulus scorat T1, High Central brands enjoyed higher deltasfrT1 to T2 for Brand

Attitude and Behavioral Inténvhen compared to High Peripred (Bonferroni and Tukep <

.01 and Limited Bonferroni and Tukeyp < .01) brandsWhile deltas weg positive regardless

of branding conditions for regulapeed viewerdpr fastforwarding viewers only the High
Centralbranded ads had positive gtmulus to posstimulus change for brand attitude and
behavioraintent.Indeed, the deltas for fagirwarded High Central brands were not

significantly different from theagularspeed High Central deltas, suggesting these brands were

little harmed by fasforwarding, unlike brands using High Peripheral or Limited branding ads.

Actual Behavior: ChocolatBar Choice

The amount of branding in the chocolasrads had a strg effect on which chocolate






