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Abstract
According to the study carried out by the European School Survey Project on Alcohol
and Other Drugs (ESPAD, 2015) in the Czech Republic, Czech children reported higher
alcohol consumption in the last 30 days (68.5 %) compared to the EU average (48%) as
well as more common encounters with binge-drinking.
The objective of this thesis is to assess the role of argument type and message format
found in Health campaigns. The thesis explored the perception of persuasive messages
amongst the target group and offers theoretical implications for practitioners. The
theoretical part is grounded in current knowledge in social psychology as well as
behavioral economics while focusing on argumentation and persuasion. Key theories this
thesis is based on include the Social Judgement Theory (Sherif, Sherif, Hovland and
Nebergall, 1961), the Elaboration Likelihood Model (Petty and Cacioppo, 1986), the
Cognitive Dissonance Theory (Festinger, 1957) and the Theory of Reasoned Action
(Fishbein and Ajzen, 1975). The empirical part is based on experiment replication
(Cornelis, Cauberghe and De Pelsmacker, 2013) which inspected the perception of
messages that dissuade from binge-drinking amongst young adults. This thesis employs
printed questionnaire distributed amongst the convenience sample of 232 students
attending grammar school and statistical analysis to determine the statistical significance
of obtained results. The results indicated that that two-sided messages were perceived as
more novel than one-sided messages. Moreover, messages based on cognitive argument
generated significantly higher level of issue relevant thinking in comparison to messages
containing affective arguments.

Abstrakt
Dle Evropské školní studie o alkoholu a jiných drogách (ESPAD, 2015) jsou české děti
a dospívající v konzumaci alkoholu v posledních třiceti dnech (68.5 %) výrazně nad
evropským průměrem (48 %) a mají také výrazně častější zkušenosti s nárazovým pitím
alkoholu. Cílem práce je zhodnotit roli typů argumentů a formátů persvazivních sdělení
v osvětových kampaních. Práce nabízí vhled do vnímání těchto persvazivních sdělení
mezi cílovou skupinou, stejně jako praktické implikace využitelné v sociálním
marketingu. Teoretická část je ukotvena v aktuálních poznatcích ze sociální psychologie
a behaviorální ekonomie se zaměřením na argumentaci a persvazi. Klíčové teorie, na
kterých se práce zakládá1 jsou the Social Judgement Theory (Sherif, Sherif, Hovland and
Nebergall, 1961), the Elaboration Likelihood Model (Petty and Cacioppo, 1986), Teorie
kognitivní disonance (Festinger, 1957) a Teorie odůvodněného jednání (Fishbein and
Ajzen, 1975). Empirická část je založena na replikaci experimentu (Cornelis, Cauberghe
and De Pelsmacker, 2013). Účelem experimentální studie bylo popsat, jakým způsobem
adolescenti vnímají sdělení, která je mají odradit od nadměrné konzumace alkoholu.
Získaný vzorek 232 studentů gymnázia byl dotazován pomocí tištěného dotazníku.
Výsledky byly vyhodnoceny pomocí statistické analýzy za účelem určení jejich
statistické signifikance. Výsledky naznačují, že sdělení, která zahraniční literatura
označuje jako „two-sided“ byla vnímána jako méně tradiční, oproti sdělením, která jsou
označována jako „one-sided“. Sdělení, která zahrnovala kognitivní argument také
vzbuzovala signifikantně vyšší úroveň konstruktivního přemýšlení o problému
(issue-relevant thinking) v porovnání se sděleními, která se zakládala na afektivním
argumentu.

1

Některé názvy teorií nemají v češtině ekvivalent.

Keywords
health campaign, alcohol, binge-drinking, young-adults, effectiveness, message
characteristics, argument type, affective, cognitive, two-sided message

Klíčová slova
osvětová kampaň, alkohol, mladiství, efektivita, intervence, charakteristiky sdělení,
typ argumentu, afektivní, kognitivní

Title
Designing Health Interventions: The Role of Argument Type and Message Format

Název práce
Navrhování osvětových kampaní: Úloha druhu argumentu a formátu sdělení

Acknowledgement
First and foremost, I would like to express my sincere gratitude to my supervisor
Mgr. Ing. Marek Vranka for his time, attitude and flexibility that went above and beyond
the regular agenda of a thesis supervisor, which allowed me to improve the quality of my
work dramatically. Secondly, I would like to extend my appreciation to
PhDr. Tomáš Mešťánek for the amount of academic nurture and inspiration that I have
received from him over the years, and for helping me organize the data collection. Special
acknowledgment should be given to teachers at my former Alma mater, especially to
Mgr. Dalibor Kott for allowing me to collect the data and to all the students who
participated in the study. Thirdly, I am extremely grateful to my beloved family for their
ongoing emotional and financial support during my studies. And finally, my warmest
thank you goes out to my friends and colleagues for their unwavering support.

Table of Contents
INTRODUCTION ..................................................................................................................... 10
THEORETICAL FRAMEWORK .......................................................................................... 14
1 Persuasive communication .................................................................................................... 14
1. 1 Evaluating persuasiveness with attitudes..................................................................... 15
1. 2 Persuasive mechanisms and the key theories .............................................................. 16
2 Moderating factors in persuasive messages ......................................................................... 20
2. 1 Message framing ............................................................................................................ 20
2. 1. 1 Prospect theory, gains and losses ........................................................................... 21
2. 2 Message sidedness .......................................................................................................... 22
2. 2. 1 Two-sided and one-sided messages applied to practice ......................................... 24
2. 3 Argument type ................................................................................................................ 28
2. 3. 1 Affective and cognitive arguments ........................................................................ 29
2. 4 Message vividness ........................................................................................................... 30
EMPIRICAL PART.................................................................................................................. 31
3 Research methodology ........................................................................................................... 32
3. 1 Data collection ................................................................................................................ 33
3. 2 Designing stimuli ............................................................................................................ 33
3. 3 Measures ......................................................................................................................... 35
4 Results ..................................................................................................................................... 35
4. 1 Manipulation check........................................................................................................ 35
4. 2 The sample ...................................................................................................................... 37
4. 3 Attitudes towards alcohol consumption ....................................................................... 38
4. 4 Binge-drinking and peer pressure ................................................................................ 39
4. 5 Message evaluation ........................................................................................................ 40
5 Discussion ................................................................................................................................ 51

8

5. 1 Limitations ...................................................................................................................... 53
5. 2 Practical implications .................................................................................................... 54
CONCLUSION.......................................................................................................................... 60
SUMMARY ............................................................................................................................... 61
LIST OF REFERENCES ......................................................................................................... 62
LIST OF APPENDICES........................................................................................................... 69
APPENDICES ........................................................................................................................... 73

9

Introduction
In 2018, the World Health Organization (WHO) released a collaborative cross-national
study - The Health Behaviour in School-aged Children (HBSC)2 focusing on the WHO
European Region. According to this report, Europe has the highest level of alcohol
consumption in the world and alcohol is one of the leading risk factors for premature
mortality in the WHO European Region (WHO, 2018, p. 2). Moreover, frequent alcohol
consumption in adolescents is associated with negative psychological, social, and
physical health consequences.
There is also a higher risk of having mental health and neurocognitive problems both
short and long term (Welch, Carson and Lawrie, 2013). For example, Feldstein, Ewing,
Sakhardande and Blakemore (2014) found that girls are at higher risk for changes in brain
structure caused by alcohol consumption. Finally, young adults who started to engage in
drinking alcohol face a higher risk of alcohol addiction later in life (WHO, 2018, p. 2).
For example, Flory et al. (2004) found that adolescents who initiated alcohol consumption
by the age of 12 were arrested more often and had a greater likelihood of substance misuse
from the of ages 20–22 when compared to adolescents who refrained from drinking
alcohol and even those who had their first encounter with alcohol by the time they were
14 years old.
According to the study carried out by the European School Survey Project on Alcohol
and Other Drugs (ESPAD)3 in the Czech Republic, it should be noted that Czech children
reported higher alcohol consumption in the last 30 days (68.5 %) compared to the EU
average (48%) as well as more common encounters with binge drinking (defined as
consuming 5 or more units of alcohol in single occasion).

2

See the full report here http://www.euro.who.int/__data/assets/pdf_file/0007/382840/WH15-alcoholreport-eng.pdf?ua=1
3
See full report from 2015 ESPAD study carried out in the Czech republic https://www.drogyinfo.cz/data/obj_files/32196/734/zaostreno_2016-05_v03.pdf
or a concise presentation including results from other EU states.
http://www.pprch.cz/d/doc_file_411_df2e361276ce9d77702e24168ceb8993___pdf/Mgr-PavlaChomynova-PhDr-Ladislav-Csemy-Evropska-skolni-studie-o-alkoholu-a-jinych-drogach-ESPAD2015.pdf
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Question

CZ

EU

68.5 %

48 %

14.7 %

14 %

Experience with
binge drinking

41.9 %

35 %

Binge drinking at
least once a week

12.1 %

12 %

Alcohol
consumption
(last 30 days)
Intoxication after
alcohol
consumption
(last 30 days)

Table 1: Comparison of alcohol consumption in adolescents (ESPAD, 2015).

Moreover, adolescents nowadays spend a considerable amount of time on their
electronic devices. According to the study carried out by the European School Survey
Project on Alcohol and Other Drugs (ESPAD)4 in the Czech Republic, the amount of
screen time rises every year. As the study takes place every four years, the last available
data is from 2015.
The data shows that 95.9 % percent of children reported that they spend a majority of
their free time surfing the web at least once per week. As for the average number of hours
spent online, during the weekdays 20.8 % adolescents reported they spend at least 6+
hours on the internet. This percentage was even higher during the weekend as 29.3 %
adolescents reported they usually spend more than 6 hours on the internet.
These facts combined with how much time young adults spend online suggests the
need for a health-campaign that is going to engage young adults before the formation of
undesired habits and inform them about the consequences resulting from excessive
alcohol consumption. For the purpose of this experiment, young adults aged between 15

4

See full report from 2015 ESPAD study carried out in the Czech republic https://www.drogyinfo.cz/data/obj_files/32196/734/zaostreno_2016-05_v03.pdf
or a concise presentation including results from other EU states.
http://www.pprch.cz/d/doc_file_411_df2e361276ce9d77702e24168ceb8993___pdf/Mgr-PavlaChomynova-PhDr-Ladislav-Csemy-Evropska-skolni-studie-o-alkoholu-a-jinych-drogach-ESPAD2015.pdf
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to 19 were chosen, however from statistics that were discussed at the beginning of this
chapter it is evident that children could be targeted at much younger age between 10 to
16 years of age.
Nevertheless, the campaign should target adolescents before they form undesired
behaviours and reinforce these behaviours during the university studies, where excessive
alcohol consumption is often a problem. For instance, Berger and Rand (2008) found that
most college students who engage in undesired behaviours such as excessive drinking or
marijuana use, are aware of the dangers stemming from their actions. Moreover,
awareness of the risks might not always result in desired behaviours (ibid., 2008).
Coronges, Stacy and Valente (2011) found that adolescents might be prompted to engage
in undesirable behaviours by the perceived 'benefits' such as elevated mood associated
with binge-drinking or marijuana use.
According to my original thesis proposal, the empirical part was based on experiment
replication by Keer et el. (2013). Being in my 4th semester of my studies and not having
a background in statistics, I did not fully understand the design limitations. Specifically,
those that stemmed from the longitudinal character of the original experiment which
would require numerous data collections.
After careful consideration, I came to the conclusion that replicating this experiment
would have most likely resulted in skewed results. Moreover, the design requires
considerable attention from the respondent, which cannot be guaranteed in case of
non-supervised submission.
Thus, I decided to change the core of the experimental part to replication of
experimental study by Erlinde Cornelis, Veroline Cauberghe and Patrick De Pelsmacker
(2013) with the hope of obtaining more accurate results.
It would not be right to assume that a single message could dramatically shape or
change certain behaviours. The goal is to trigger interest in the topic and raise awareness
in adolescents so that they can shape their own opinion on the topic and perhaps support
the desired behaviour.
Therefore, I assume that in this case the medium is just as important as the message
content. This target group consists of digital natives5, thus there is a strong need to

5

The term digital native describes a person who has grown up in the digital age in contrast with a digital
immigrant, who needed to adapt to the new era during his life (Marc Prensky, 2001).
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provide up-to date message formats. Overall, the thesis aims to evaluate message formats
and argument types used in health campaigns based on the experimental replication, while
providing practical implications for social marketers and health practitioners.
The body of knowledge and best practices in marketing is constantly evolving. For
social marketers this means not only a challenge as they need to keep up with recent
trends, but also an opportunity as they can draw inspiration from commercial marketing
campaigns and to subsequently tailor such concepts to health interventions.
The thesis is organized as follows. The first part of the thesis provides a theoretical
foundation. Current research and key theories connected to the research topic are
introduced. This serves a theoretical framework for the forthcoming empirical research.
The empirical part introduces the research methodology, hypotheses, and finally, results
obtained in this research are presented. Discussion provides elaboration on the research
findings and theoretical implications.
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Theoretical framework
1

Persuasive communication

Persuasive communication as defined by Miller (1980, p. 17) is “any message that is
intended to shape, reinforce, or change the responses of another or others.”
O’Keefe (1990, p. 16) uses the phrase “fuzzy edges” when defining persuasion. This
understanding of persuasion entails a change of mental state (commonly regarded as
attitude by scholars) of the subject, that can possibly lead not only to a change of attitudes
but subsequently to behavioural change. In other words, the primary aim of persuasion is
to influence what people do through influencing what they think.
Perloff (2017, p. 46) defines persuasion as a „symbolic process in which
communicators try to convince other people to change their own attitudes or behaviour
regarding an issue through the transmission of a message, under the impression of free
choice.“
This view, as described by Perloff (2017) is in line with O’Keefe (1990), who puts
a great emphasis on the role of free will in the process as the behavioural change needs to
be achieved voluntarily. However, the uncertainty, or the “fuzziness”, stems from how
intentional and how successful the persuasive effort is supposed to be. Hence, he urges
the scholars not to draw any “sharp lines” around the concept.
Based on these aspects, O’Keefe (ibid., p.17) defines persuasion as “a successful
intentional effort at influencing another’s mental state through communication in
a circumstance in which the persuadee has some degree of freedom.”
This mental state is commonly regarded as “attitude” in social psychology. This
concept has a long history (Fleming, 1967, p. 292) as it was first used by painters and
sculptors to describe a posture of a depicted subject. Over time the perception of
“attitude” evolved from a concrete to a more abstract level. Specifically, from describing
the orientation of the body to describing the orientation of mind. In the 20th century,
Allport (1935) describes attitude as “probably the most distinctive and indispensable
concept in contemporary American social psychology,” and notes that contemporarily,
there is probably no other term that would appear more frequently in experimental and
theoretical literature.
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Nowadays, the term might feel quite empty, after being adopted by our pop culture.
To get an illustration, how “attitude” is represented nowadays, one can simply search for
“positive attitude quotes” or “attitude memes” and get plenty of results.
O’Keefe defines attitude as (ibid. p. 18) a general evaluation of an “object” that an
individual has, while “object” can represent a broad scale of things such as events,
behaviours, products, policies or people. Moreover, O’Keefe notes (ibid.) that attitudes
are (1) considered to be learned and acquired during our lives based on our experience,
(2) relatively stable as opposed to a temporary emotional state and (3) interact with
behavioural intentions, in the sense that they can predispose an individual to act in
a certain way.

1. 1

Evaluating persuasiveness with attitudes

As previously stated, attitude is an important concept in understanding persuasion
because it is the key to assessing whether certain persuasive efforts were effective or not.
Assessment of attitudes can be carried out either directly or in more indirect ways. Among
the direct techniques, researchers can employ either semantic differential evaluative
scales or single-item attitude questions. Among quasi-direct techniques, the two most
well-known approaches were developed by Likert (1932) and Thurstone (1931).
Semantic differential evaluative scales (Osgood, Suci, Tannenbaum, 1957) are
typically bipolar and have 7 points, which means the whole spectrum of answers is
covered on the scale. Pairs of adjectives are commonly employed (e.g. positive – negative,
exciting - boring). One question usually consists of multiple scales, which ensures higher
reliability. Single-item attitude scales are based on the same principle, however they
employ single scale, which can be outweighed by lower reliability of the results.
Direct and semi-direct techniques are generally preferred due to higher validity and
reliability (O’Keefe, 1990, p. 26). O’Keefe mentions several benefits (ibid., p. 20) to
direct techniques such as that they are straightforward, easily administered and analysed.
As for quasi-direct techniques such as Likert scale and Thurstone scale, the subject’s
attitudes are evaluated by the reaction to attitude relevant statements (ibid., p. 21) in the
form of agreement or disagreement (e. g. “Smoking is harmful) with options of “I agree”
and “I disagree” being placed at the opposite ends of the scale. Quasi-direct techniques
generally take more time to construct but might provide more information on roots for
the attitude itself (ibid. p. 23). Indirect techniques are not included in this chapter as they
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are not relevant to this type of research, however you can see O’Keefe (1990, p. 24 – 26)
for more information.

1. 2

Persuasive mechanisms and the key theories

Now as persuasion was described and the important role of attitude was inspected, we
still need to focus on the underlying mechanisms facilitating the change of attitudes.
There are multiple theories outlining persuasive mechanisms. Two of these theories focus
exclusively on persuasive communication: Social Judgement Theory and Elaboration
Likelihood Model. However, there are three other important theories that are commonly
used when studying persuasion, although these were not originally constructed to analyse
persuasive communication (O’Keefe, 1990, p. 28.)
These theories include the Cognitive dissonance theory and the Theory of Reasoned
Action. However, as Perloff (2017, p. 22) notes, “persuasion does not happen with the
flick of a switch”. It takes time, consists of a number of steps and it actively involves the
recipient of the message. We could argue that this is the reason why Perloff uses the word
“symbolic” in his definition of persuasion. Therefore, even the theories that are more
complex might fail when trying to describe how persuasion occurs outside the theoretical
concepts in real life situations.
The Social Judgement Theory (SJT)
The Social Judgement Theory was proposed by Carolyn Sherif and Muzafer Sherif in
cooperation with their colleagues Carl Hovland and Roger Nebergall in two important
articles: Social judgment: assimilation and contrast effects in communication and attitude
change (1961) and Attitude and attitude change: the social judgment-involvement
approach (1965). This theory sees persuasion as a two-step process with an emphasis on
the receiver. The receiver is considered to play an active role in the two-step process.
Firstly, the message is assessed by the receiver in terms of the point of view that it
supports and stands for. Secondly, the receiver compares this to their own point of view
on this matter. Subsequently, attitude change can occur after the first two steps are
completed (O’Keefe, 1990, p. 30).
This theory posits that arguments that are in line with the receiver’s current attitude
and their worldviews, whereas arguments that are on the opposite side of the spectrum
are not seen as persuasive. This could mean that this model could be useful when a person
already has a desirable outlook on an issue. For instance, individuals who already believe
16

that they need to use sunscreen in order to prevent skin damage, are more likely to accept
a message explaining the benefits of physical sunscreens and the disadvantages of
chemical sunscreens. On the contrary, if an individual who believes that they do not need
to use sunscreen because their skin can deal with the sun exposure itself, got the same
message, according to this theory the message would not be able to prompt a change in
attitude (O’Keefe, 1990, p. 37).
However, this theory somewhat lacks the complexity, as according to this theory, the
only important factors are the position sender advocates for and how clearly sender
expresses his position. The theory does not take into account the nature nor the quality of
the arguments and evidence. Moreover, this theory does not offer any instruments for
analysing the message structure (O’Keefe, 1990, p. 43).
Therefore, I would argue that the main limitation of this theory is that it focuses mostly
on the “low-hanging fruit” that can be described as a person who already holds a positive
attitude towards desirable behaviour. For example, the individuals who already believe
that regular exercise is important, however they did not form a habit and they do not
exercise on a regular basis. Such individuals might be more likely to be persuaded to buy
a gym-membership and see how it goes. Yet, in health campaigns it is oftentimes not the
“low-hanging fruit” we should be concerned about.
The Elaboration Likelihood Model (ELM)
The Elaboration Likelihood Model was developed by Richard Petty, John Cacioppo and
their colleagues (Petty and Cacioppo, 1986). The model determined the likelihood of the
situation that the receiver is going to think (elaborate) of a certain persuasive message.
Elaboration is understood as “issue-relevant thinking” (O’Keefe, 1990, p. 96). According
to this model, the result and the success depends on the depth of elaboration that is
triggered by the persuasive message. The degree of elaboration is defined by the external
circumstances affecting the receiver (ibid. p. 96). This is important, because this model
differs from both Cognitive Dissonance Theory and the Social Judgement Theory, hence
both of these theories are based on intrinsic situation of the receiver.
The ELM works with a concept of “routes to persuasion” – persuasion can either take
central or peripheral route. The central route is understood as the processes that
accompany a high degree of elaboration (ibid., p. 97). This means that the receiver
assesses the arguments contained in the message and compares this information with the
attitude he already has to this topic. With that, the process of deep issue thinking is started.
17

As for the peripheral route, the degree of elaboration is low and can be based on
heuristics that do not require high level of issue thinking. Other factors like the perceived
credibility or the likeableness of the sender can influence the success of the persuasion.
Conversely, as the elaboration likelihood declines, these “peripheral” cues should become
less important (ibid., p. 98). However, I would argue that this is not the case for credibility
of the sender, hence this is how fake news spread – people not paying attention to the
credibility of the sender. In the same way, I would argue that for central route, the
credibility of the sender would be carefully scrutinized.
Factors affecting issues-relevant thinking include the receiver’s motivation and
intellectual ability to do so. Receiver’s ability can be inhibited by various distractions and
very little or totally absent prior knowledge of the issue (ibid., p. 101 – 102)
Moreover, there are various factors that influence the central route to persuasion such
as the direction of the elaboration, orientation of prior attitudes (pro versus con) and
argument strength. Concerning the peripheral route, heuristics such as credibility
heuristics, liking heuristic and consensus heuristic are the most influential factors (ibid.
p. 106).
Although this theory is one of the most cited in the works of communication scientists
like Perloff or O’Keefe, it is also O’Keefe who points at some limitations, namely the
small number of the message topics that were tested. That was in the year 1990, that is 29
years ago that O’Keefe pointed at some weak points of this model. According to my
findings there were not many empirical studies that employed the ELM to this day.
Kitchen et al. (2014, p. 2045) in their study “The Elaboration Likelihood Model: review,
critique and research agenda” discussed limitations of this model and called for the need
of new empirical studies employing the ELM, however to this day there are no notable
contributions to this research topic.
The Cognitive Dissonance Theory
This theory was formulated by Leon Festinger (1957). Dissonance is defined as
a “motivational mental state” (Festinger, 1962, p. 93) which Festinger compares to
hunger. If an individual experiences hunger, their response is to search for something to
eat. If an individual experiences cognitive dissonance, their response is an effort to reduce
it in order to prevent mental discomfort. Yet, as Festinger (ibid, p. 94) notes, “The world,
however, is much more effectively arranged for hunger reduction than it is for dissonance
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reduction. It is almost always possible to find something to eat. It is not always easy to
reduce dissonance.”
The key elements of this theory are cognitions (cognitive elements) that are described
either as beliefs, opinions or knowledge that an individual holds towards anything. The
relationship between two cognitions can be either consonant, dissonant, or irrelevant.
For instance, consonant relationship occurs when an individual (a) believes exercise
is important for their health and therefore (b) strives towards training at least 2 times per
week. On the other hand, dissonant relationship occurs when there is a discrepancy
between two cognitions. For instance, an individual (a) smokes cigarettes on daily basis,
although they know that (b) smoking leads to various health problems and leads to cancer.
Therefore, individual knows that smoking is not healthy, but they do it anyway.
When dissonance occurs, the subject tries to reduce this state. This can be done either
by changing their initial opinion to be more in line with their actions or rethinking their
actions in the future. For example, a person who did not believe that excluding caffeine
from their diet would have any benefits tries to do so for a week after a bet with a friend.
A few days in he suddenly experiences better sleep and more energy during the day and
this leads him to change their opinion on benefits of excluding caffeine.
Festinger also offers some interesting insights on incentives. In an experiment (ibid.,
p. 97) conducted with James M. Carlsmith at Stanford university, students were submitted
to a very boring lecture and at the end they were rewarded either with 0 USD, 1 USD or
20 USD. Upon receiving their reward, they were asked to give a verbal report to the next
student, telling them that the lecture was very exciting and that they enjoyed it.
Subsequently, they were interviewed once more to measure their personal attitude
towards the experiment.
The results were surprising. Subjects who received 0 USD gave a generally
unfavourable opinion on the lecture. However, the subject with the most favourable view
of the experiment were not the ones given the highest reward of 20 USD, but the ones
given the 1 USD only. This indicates that financial reward might not be effective when
trying to prompt an attitude change. The group rewarded with 20 USD might have
justified their lie with the financial reward, whereas 1 USD is too small of an incentive,
which created dissonance, resulting in subjects changing their cognitions towards the
lecture to more favourable in order to be in line with the report they gave to the other
student.
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Theory of Reasoned Action (TRA)
The Theory of Reasoned Action was developed by Martin Fishbein and Icek Ajzen
(Fishbein and Ajzen, 1975) and extended by Ajzen (1991) who modified to the theory of
planned behaviour (TBP). The theory posits that individual’s behaviour is determined by
their intentions. This means, that according this theory, the route towards changing one’s
behaviour is through changing their behavioural intentions first (O’Keefe, 1990, p. 80).
Intention is then determined by two factors – individual’s own attitude towards the
behaviour and perceived subjective norm. Subjective norm is essentially the “superego”
and represents the individual’s beliefs on whether people important to them (and possibly
“the society”) think that such behaviour is desirable or undesirable. It should be noted,
these moderating factors might not always have the same strength and can differ from
individual to individual (ibid., p. 80).
O’Keefe (1990, p. 89-91) discusses some practical implications with examples that
could be used in health campaigns on the example of smoking. The first approach is to
formulate a message that is targeted on changing the individual’s existing attitude. The
other approach entails bringing the possible disapproval or approval of a certain
behaviour expressed by individual’s peers or family to their attention

2

Moderating factors in persuasive messages

The purpose of this chapter is to give an overview of moderating factors that were proven
to shape a perception, processing and effectiveness of persuasive messages such as
message framing, message-sidedness and argument type. Examples from various studies
focused on health messages were added.

2. 1

Message framing

It is how you say it that matters. In marketing and communication, the presentation of the
message is often more important than its content. For instance, sales increase when the
message is appropriately framed as more customer are persuaded to purchase the
advertised product (Martin & Marshall, 1999). These effects are just as important for
social marketers.

20

2. 1. 1

Prospect theory, gains and losses

According to Prospect Theory developed by Kahneman and Tversky (1979), individuals
tend to prefer small gains with higher probability over greater gain with lower
probability6. However, the opposite was proven to be true for losses. Individuals are more
likely to risk a greater loss, that is less probable as opposed to a smaller loss that is more
certain. In other words, we do our best to avoid loss. It was proven that losses cause
individuals to feel stronger negative affect while gains of the same amount do not generate
the same level of positive affect.
When designing health interventions, according to this theory, messages that provoke
fear of negative consequences of engaging in undesired behaviour, for example excessive
suntanning, drinking alcohol etc., should be more effective than messages focusing on
benefits of adopting desired behaviour. For instance, using sunscreen to minimize risk of
skin cancer when tanning or avoiding alcohol consumption.
However, the perceived probability is an important factor. Young people are generally
in good health, they feel strong and invincible, which could result in lower risk perception,
while the benefits are promised to take place in a future, for instance being in a good
health twenty years from now. There could be some interesting discrepancy between
general perceived risk of certain behaviours and recipient’s perceived likeliness of
encountering negative consequences. In other words, some things can be perceived as
risky and very improbable, until the moment they happen to us.
Rothman and Salovey (1997, p. 16) emphasize the importance of understanding the
attitudes towards engaging in the undesired behaviour and whether it is generally
considered as risky. For example, we can assume that drinking alcohol and smoking is
quite prevalent and accepted as a norm in our society, but the same would not be true for
hard drugs. The age of recipients is one of the moderating factors.
Prevention behaviours reduce the risk of encountering health problems. Applying
sunscreen to prevent melanoma or exercising to prevent heart disease can be considered

6

This is well illustrated even in our language. According to old Czech proverb „Lepší vrabec v hrsti
než holub na střeše.“ which corresponds with English proverb “A bird in the hand is worth two in the bush”,
being satisfied with a smaller gain is regarded as wiser in comparison with taking a risk and hoping for
something uncertain that might not ever happen.
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as low-risk as their aim is to preserve good health. On the other hand, detection behaviours
aimed at testing for a disease at an early stage such as obtaining a mammography
screening to detect breast cancer or going for a smear test regularly to prevent cervical
cancer, can be perceived as “high risk”. In this case, risk is related to the severity of
consequences (Harrington and Kerr, 2016, p. 2).
Banks et al. (1995) tested loss and gain framing for mammography screening
messages in the form of a video on 133 women over 40 years who did not adhere to the
current mammography screening recommendations. Participants were then approached
after 6 and 12 months to assess whether they went for the screening based on the
recommendations. They found that women who were exposed to the loss-framed message
were more likely to obtain screening as opposed to women who viewed the gain-framed
messages.
To conclude, according to Rothman et al. (2006), there seems to be academic
consensus that gain-framed messages are more effective when promoting prevention
behaviours, whereas loss framed messages are more effective when promoting detection
behaviours.

2. 2

Message sidedness

Marketers usually strive towards showing their products in the most favourable light. Yet,
sometimes a strategy that could seem counterintuitive at first glance is applied. That
is – disclaiming some aspects of the product next to the positive aspect, providing the
customer with a two-sided argument.
We are used to getting messages that go along the lines of “you have to” or “you
cannot” since early childhood. This might be the reason why one-sided messages tend to
be seen as traditional and not worthy of too much attention by the time we reach
adulthood. This suggests that one-sided messages might not be the most effective
especially when it comes to supporting behavioural change or cessation of undesired
behaviour.
The research on the effectiveness of two-sided and one-sided arguments is mainly
based on three theories in social psychology – the Inoculation theory by McGuire (1961),
the Attribution theory by Jones and Davis (1965) and Kelley and Michela (1980), and the
Optimal Arousal theory by Berlyne (1971) and McClelland et al. (1953). However,
according to Crowley and Hoyer (1994) it should be noted that the effects of two-sided
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persuasion are far more complex and that is why it they cannot be addressed by a single
theory, but rather with an integrative framework based on these key theories.
The Inoculation Theory
As the term itself suggests, this theory was formulated using a physiological analogy by
McGuire (1961). In this case, it is not one’s immunity that is strengthened by the
attenuated pathogens in the vaccine, but one’s cognitions and beliefs that are challenged
by mild counterarguments. In short, McGuire proposed that two-sided messages tend to
get more attention from the receiver than one-sided messages.
This theory was built upon further during the 1970s by Bither et al. (1971, p. 60), who
proposed that the immunization is effective with maintaining the belief level. Moreover,
Bither at al. suggested a few implications for marketing practitioners who could target
multiple segments in their target audience with a two-sided message. For example, the
loyalty of customers who already use the service or product would be strengthened and
reinforced in case a competing brand tries to acquire them. As for non-users with neutral
to negative attitude towards the brand, Bither et al. suggest that for this group there could
be a positive shift in their attitudes, perhaps prompting them to give this hypothetical
brand a chance.
These finding are also in line with the study by Szybillo and Heslin (1973). Sawyer
(1973, p. 55) proposed that this strategy could be especially effective in ads for a new
product that needs to withstand customer’s objections or for a brand with a non-dominant
market share that aims to refute the competitor’s claims of their superiority.
The Attribution Theory
The Attribution theory was formulated by Jones and Davis (1965) and Kelley and Michela
(1980) and describes how individuals tend to process and attribute behaviour and actions
to different motives. In this case, consumers would think of the motivation behind the
persuasive message and attribute it either to advertiser’s intention to promote sales or the
advertiser’s honesty in describing the complete product characteristics and hence
mentioning also the negatives. Crowley and Hoyer (1994, p. 563) interprets the inclusion
of negative aspects as “not normative” and proposes that this can lead the recipient into
conclusion that the advertiser “is telling the truth”. Not only should this be enhancing
persuasiveness, but also strengthening the beliefs of the positive attributes. It is important
that we take this theory into account as it has received considerable empirical support in
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numerous studies (see Golden and Alpert 1987; Kamins 1989; Settle and Golden 1974;
Smith and Hunt 1978; Swinyard 1981).
However, Settle and Golden (1974, p. 185) noted that improved credibility gained
from disclosing negative aspects might negatively influence the subject’s intention of
purchasing the product and might have a negative effect on the perceived benefit of the
product purchase.
This Attribution theory explores the message credibility itself in quite a depth,
although it does not offer any insights on the message structure, other than both negative
and positive aspects should be included.
The Optimal Arousal Theory
The Optimal arousal theory was postulated by Berlyne (1971) and McClelland et al.
(1953) and implies that moderately novel, complex or unexpected stimuli are preferred
by recipients in comparison to stimuli that are either not providing enough novelty or
providing too much. In other words, less is more and marketers should strive towards
including new interesting ideas and formats but pay close attention not to overdo it.
Berlyne (1971, p. 90) notes that the arousal is defined by the difference from the
“adaptation level” – which he describes as the level of stimulation the individual is used
to for some time or is expecting. According to Berlyne, slight differences from the
adaptation level will yield good results in terms of generating positive affect, whereas
large disparities will generate negative affect.
Applied to marketing theory, according to Crowley and Hoyer (1994, p. 563)
two-sided messages might contain just the right amount of discrepancy from the
adaptation level. In contrast, the one-sided message might be quite usual and just at the
adaptation level, thus expected by the recipient. This could result in positive attitudes
towards the two-sided message and subsequently greater motivation to process it.

2. 2. 1

Two-sided and one-sided messages applied to practice

To summarize, according to Crowley and Hoyer (1994, p. 562), a two-sided persuasive
message is defined as a message that contains information about both positive and
negative attributes of a product or a service. On the other hand, one-sided message is
understood as a message containing only one type of argument that is formulated either
in favour of a certain product service or behaviour or against it.
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When it comes to message design, Optimal Arousal Theory (Berlyne, 1971) could
provide guidance for the optimal structure in two-sided messages. According to this
theory, low to moderate difference from the adaptation level seem to be most efficient.
Crowley and Hoyer (1994, p. 564) suggest that including the low to moderate share of
negative aspects could be ideal, however greater amount of negative aspects could result
in a greater disparity and generate negative affect.
But how many pieces of negative information are too many? For instance, Golden and
Alpert (1987) concluded that the optimal ratio could be around two negative attributes of
minor importance out of five positive ones, that is 40% to 60%. These findings are also
in line with the study conducted by Settle and Golden (1974).
In his meta-analysis, Eisend (2006) inspected the usage of two-sided messages in
advertising. Consequently, the hypothesis of two-sided messages being generally more
effective was supported (2006, p. 194). The author concluded that two-sided messages
are perceived as significantly more novel than one-sided messages, while having
a beneficial effect on perceived source credibility and reducing negative cognitive
reactions. Additionally, two-sided messages were proven to have a positive effect on
brand-attitude, perceived novelty and purchase intention (ibid., p. 194). Though this only
applies to commercial advertising, it is an interesting fact nevertheless.
Eisend (ibid., p. 193) found that the effects on credibility of the source are significantly
higher if a positive information is placed before the negative one in the message.
Concerning the attitude towards the ad, the positive effect of the two-sided message
begins to lose its power if the negative information is important, or if there is a significant
amount of negative information and if the negative information is placed first. This could
be due to the anchoring effect result in negative attitudes towards the whole message
(Alba et al., 1991, p. 23).
To give an example of two-sided messages in advertising, the Volkswagen Beetle ad
(1961) should be noted. The copy suggests that although the shape of the vehicle might
seem unusual at first, the owner will grow into cherishing it and after a while no other car
will appear right. This means that the ad acknowledges the unusual shape that at the time
could have put off more conservative customers, while highlighting the bright side of
what comes after. That is the potential customer familiarising himself with the design to
the point that all other cars will not be as “cool” and that is why they should consider
buying it.
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Another well-known instance would be the ad for Avis (1962 by DDB's Paula Green)
rental car company, competing with Hertz. The ad uses the tagline “We try harder” and
gives consumers an answer to the question “Why anybody should choose Avis when they
are only number two on the market?”.

Figure 1: DDB for Avis (Business Insider, 2012).
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Figure 2: Volkswagen ad 1961 by Bill Bernbach (DDB) (ABC News, 2019)

One of more recent examples from the Czech Republic could be the recent campaign
(May, 2018) of CZC.cz, an online retailer focusing mainly on electronics in the Czech
market. Alza.cz dominates the Czech market and CZC acknowledged this fact of “having
the 2nd spot” in their campaign. Their claim “We came second, but …” (originally “Jsme
sice dvojky, ale …”) acknowledges that they are “only” the second best on the market
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and then one of the versions of counter-argument is added – e. g. “but we work twice as
hard” or “but our prices are lower”. This campaign gained a first spot at “Reklamní
katovna” run by Mediář7, where communication professionals rank new ads weekly,
however the actual results of the campaign’s effectiveness were not reported.

Figure 3: Main visual of CZC.cz campaign (Michl, 2018)

When it comes to health campaigns, assumed benefits of two-sided messages could
also be supported by Social Judgement Theory (Sherif et al.) that has been discussed
earlier in this paper. This theory posits that in order for a message to be persuasive,
it needs to contain arguments that are in line with the receiver’s attitude towards the issue.
For instance, when young adults engage in binge-drinking with friends because it makes
them feel like they are a part of the group, acknowledging that this perceived benefit in
the first part of the message could lead to enhanced persuasiveness.

2. 3

Argument type

The argument type used in persuasive messages plays a key role in message perception
and its persuasive effects. To my understanding, the academic literature is quite
fragmented in terms of using standardized terminology, hence argument type and
evidence type are sometimes used interchangeably. For the purpose of this work I decided
to use the adjectives “cognitive” and “affective” to describe the nature of the arguments

7

https://www.mediar.cz/dvojka-czc-cz-je-diky-brain-one-prvni/
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used. “Cognitive arguments” are often interchangeably used with “statistical”, “rational”,
“instrumental” or “reason-based” arguments. Conversely, for “affective arguments” the
term “narrative” or “emotional” is being used quite frequently.
According to Reinard (1988), the type of argument and evidence used in it plays a key
role when it comes to increasing the persuasiveness of a message. Moreover, Zillmann
and Brosius (2000) found that types of arguments and examples used for the illustration
of an argument have the ability to shape individual’s views and beliefs when social issues
are concerned. Specifically, they proposed that messages containing affective arguments
require less effort to understand, therefore they are more persuasive than messages
containing cognitive – statistical argument.

2. 3. 1

Affective and cognitive arguments

Cognitive arguments contain quantitative or statistical evidence based on a larger number
of cases (Allen and Preiss, 1997, p. 126). These arguments provide an impression of
objectivity (ibid. p. 126). On the other hand, narrative evidence is more of a qualitative
nature. This term refers to arguments based on personal narratives, analogies, examples
and testimonies.
In their meta-analysis, Allen and Preiss (1997, p. 128) concluded that messages
containing cognitive arguments might have slightly higher persuasive effects than
messages containing affective arguments.
Kazoleas (1993, p. 40) found that affective arguments might be equally effective
short-term. However, when it comes to changing attitudes long-term, affective arguments
seemed to generate significantly more persistence over time.
Moreover, Hamill, Nisbett and Wilson (1980, p. 587) found that people (including
scientists with background in statistics) have a tendency to be more responsive towards
an information that is based on a small sample, for example an anecdote or a testimonial
as opposed to evidence based on large sample, for example statistical information on
mortality rates.
Although statistical evidence is of exact and quantitative nature, research has
shown that people often find it difficult to comprehend due to its lack of emotional
interest. Consequently, statistical evidence was proven to have little effect on inferences,
as opposed to anecdotal and vivid evidence (Hamill et al. 1980, p. 582).
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2. 4

Message vividness

It is argued that people’s opinions are more likely to be influenced if they are presented
with a vivid and concrete information rather than an abstract and vague one. This is due
to the greater likelihood of vivid and concrete information being remembered and
retrieved and affecting one’s inferences (Nisbett & Ross, 1980, p. 43-45).
According to Nisbett & Ross, information can be categorized as vivid if it triggers the
imagination and gains one’s attention while being emotionally interesting, concrete and
proximate in terms of time, geographic location and sensory perception (1980, p. 45).

30

Empirical part
The empirical part builds on the theoretical by inspecting the role of message sidedness
(one-sided versus two-sided), taking argument type (cognitive versus affective) into
account as moderating variable. Firstly, the hypotheses are introduced. Secondly, research
methodology introduces the experimental design and stimuli as well as the data collection
and measures. Thirdly, results of the study are described and statistically analysed in order
to validate or disprove the hypotheses. Discussion provides elaboration on the results
obtained and delivers practical implications for health practitioners.
The empirical part was inspired by the study by Erlinde Cornelis, Veroline Cauberghe
and Patrick De Pelsmacker (2013). The authors have carried out a vast number of
experimental studies, however this one seemed to be worth replicating as binge–drinking
in young adults is an ongoing issue that in my opinion deserves attention.
According to Optimal Arousal Theory (Berlyne, 1971), stimuli that are novel,
surprising, or complex are going to generate more attention than stimuli that are not novel
and slightly boring. This is in line with Crowley and Hoyer (1994) who found that
one-sided messages are not perceived as novel because individuals are not surprised by
them, hence they are a standard communication form. Eisend (2006) concluded that usage
of two-sided messages has a strong effect on perceived novelty and attention. Based on
the theoretical framework and this brief summary, following hypotheses were proposed:
H1: A two-sided anti-binge drinking message is perceived as more novel than a onesided anti-binge drinking message
H2: A two-sided anti-binge drinking message attracts more attention than a one-sided
anti-binge drinking message.
In line with the Elaboration Likelihood Model (Petty and Cacioppo, 1984), two-sided
messages were proved to generate in-depth processing (also regarded as issue-relevant
thinking) in the receiver. Moreover, exposure to two-sided messages leads to deeper focus
on the information it contains (Crowley and Hoyer, 1994). This means that the argument
is more likely to influence attitudes in case of two-sided messages, rather than one-sided
messages.
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H3: Messages containing cognitive argument are going to generate significantly
higher level of issue-relevant thinking.
I suppose that higher level of issue-relevant thinking could prompt the receiver to
engage with the content with higher probability. That is why I decided to test this
hypothesis as well:
H4: Two-sided messages are going to generate significantly higher intention to
click-through.

3

Research methodology

In this study a 2x2 between-subject factorial design manipulated message sidedness
(one-sided versus two-sided) and argument type (cognitive versus affective).
For the purpose of this research, the convenience sample of (n = 232) students
attending grammar school (Gymnasium) was gathered.
The reason for selecting this sample was the easy accessibility to the population of
students aged between 15 to 20 years, which would be quite difficult to gain via
randomized probability sampling, especially while working with the limited options and
time I had as a student researcher.
The data was collected using a printed questionnaire (see Appendix No. 3) containing
26 questions. The questionnaire consisted of four parts. Part one was dedicated to
questions exploring attitudes towards alcohol and binge-drinking. Part two followed with
one of the four stimuli and subsequent questions which were designed to evaluate the
dependent variables in this research – such as i.e. attention given to the stimuli or
perceived traditionalness of the stimuli. Third part serves for drawing practical
implications from this research and was built around watching educational content
published on YouTube by influencers, the nature of recommendations influencers give
out in their videos and possible adoption of these recommendations and possible habit
formation.
The answers were manually transferred into an Excel sheet, recoded and transformed
into a dataset that was analysed using SPSS. There was one open question of a qualitative
nature regarding the evaluation and liking versus disliking the message, which was
excluded from the analysis. However, this would later provide support in constructing the
bigger picture when it came to practical implications.
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3. 1

Data collection

In the first stage, informed consent was obtained from the Headmaster (see Appendix
No. 2), who was presented with the research purpose, the questionnaire and its contents.
As this age group is quite vulnerable, the Headmaster and pedagogical board assessed the
correctness of the research and concluded that it was in compliance with the ethical norm
and agreed with the administration of pupils during the class.
In the second stage, the participating students were gathered in the classroom under
the supervision of their teacher. At the beginning of the lesson, I introduced the purpose
of the research and informed the students that their participation in this psychological
study was based on their free will and that they had the right to decide not to participate
anytime. The informed consent was distributed together with the questionnaire and placed
on the first page (see Appendix No. 3). Students were asked to read it carefully after the
oral instructions were given. The questionnaire was handed out randomly, ensuring that
every student had the same probability of getting one of the four versions. Approximately,
the students needed 10 to 15 minutes to fill in the questionnaire. At the end, the students
were thanked for their participation, time and then they were debriefed.

3. 2

Designing stimuli

The target group of digital natives is specific in their media consumption patterns, that is
why social media seemed to be an appropriate and up-to date channel to reach this
audience and tailor the persuasive message to their communication style, while prompting
them to learn more information about the issue. According to Nisbett and Ross (1980),
vivid stimuli that includes image is supposed to have a greater influence on the stimuli
being remembered, subsequently influencing individual’s attitudes.
That is the reason why the design of an Instagram post was used, possibly contributing
to a greater vividness of the stimuli.
The stimuli consisted of an image, copy containing emoji and hashtags and
a call-to-action button. The image displaying a group of young adults drinking at a party
or a club was chosen to provide vividness and close attention was paid to the style of the
photo. The main objective was to make the stimuli seem as “real” as possible so that the
content blends in amongst other content found on such a visual platform as Instagram.
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The copy was manipulated according to 2x2 experimental design in these variations:
one-sided cognitive, two-sided cognitive, one-sided affective and two-sided affective.
One-sided messages consisted only of a counter-argument addressing possible risks
stemming from binge-drinking, whilst two-sided messages acknowledged the “positive
aspects” that might appeal to young adults when consuming alcohol, such as being part
of a group, having fun at a party and being in a good mood. Messages containing cognitive
arguments were based on statistical information, while messages containing affective
arguments were based on a subjective piece of information (see Appendix No. 1 for the
complete set of stimuli).

Figure 4: Two-sided cognitive message

The main motive for constructing the message as if it was just one part of health
campaign was to enhance its viability in a rea-life environment. As Perloff (2017, p. 22)
noted 8, “… persuasion does not happen with the flick of a switch. You don’t just change
people’s minds - snap, crackle, pop. On the contrary, persuasion takes time, consists of

8

And this is the second time I use a direct citation of Perloff, because I think this issue is that important.
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a number of steps, and actively involves the recipient of the message.” In other words,
complex problems are not likely to be solved after an individual reads a persuasive
message that was carefully constructed by a researcher or social marketer. And
oftentimes, this is exactly what in my opinion was missing in numerous academic papers
and marketing campaigns: the acknowledgement of the need for a complex solution to
complex problems.
The statistics used in the cognitive message was obtained from the Institute of Health
Information and Statistics of the Czech Republic (IHIS CR)9. According to the IHIS, 284
cases of young adults between 15 to 19 years requiring medical treatment due to alcohol
intoxication were recorded. The latest report was published in 2013, however employing
newest data was not crucial for the purpose of this research.

3. 3

Measures

Measures were based on the experimental study by Cornelis et al. (2013). Attitudes
towards the message were measured on a ten-point single item attitude scales (O’Keefe,
1990, p. 19).

4

Results

This chapter delivers a complete overview of the results obtained in the experimental
study. Firstly, the manipulation check is explored. Secondly, the sample is described in
terms of demographics. Thirdly, the attitudes of the respondents towards alcohol
consumption and binge drinking are described. And finally, the chapter is dedicated to
the description of the results delivered by exposing respondents to four different stimuli.
Lastly, the disproval or confirmation of the hypotheses will be discussed.

4. 1

Manipulation check

The manipulation check was measured by asking the respondents to evaluate if the
stimulus they have received contained information that they perceived as either subjective
or objective on a ten-point scale.
ANOVA was performed to confirm the success of manipulation, indicating there is
a significant relationship (F (1, 230) = 42.5, p < 0.001) between the independent variable

9

The ambulatory care in patients using psychoactive substances (alcohol and other drugs) in 2013
Ambulantní péče o pacienty užívající psychoaktivní látky (alkohol a jiné drogy) v roce 2013
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of argument type (either affective or cognitive) and the perceived subjectivity or
objectivity of the message.
Table 2 displays a difference between means and medians in experimental groups, with
cognitive messages having a median of 8 and affective messages having a median of 5.
Thus, we can conclude that for both cognitive messages the manipulation was successful.

Group
Mean

Median

Perceived as subjective or objective

1-sided cognitive

6.97

2-sided cognitive

6.76

1-sided affective

4.82

2-sided affective

4.71

1-sided cognitive

8.00

2-sided cognitive

8.00

1-sided affective

5.00

2-sided affective

5.00

Table 2: Manipulation check - means and medians

Figure 5 shows visual differences between the groups. For messages containing
cognitive arguments, hence the objective type of information, the majority of respondents
were clustered in the interval ranging from 7.5 to 10 on a ten-point scale.
As for the messages containing affective argument, the results were not as strongly
conclusive. The ideal shape would be as if we were to rotate the plots for cognitive
messages by 180 degrees and place them on the scale. However, there is a visible trend
as the majority of responses are distributed between 1 to 5, hence the message was
perceived as rather subjective.
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Figure 5: Messages evaluated either as subjective or objective split by groups (1= just subjective, 10 =
just objective).

4. 2

The sample

Respondents were distributed normally between 15 and 20 years of age, forming
a bell-shaped curve.

Percentage of respondents

44.0 %

25.8 %

24.6 %

3.0 %
15

2.2 %
16

17

18

19

0.4 %
20

Age
Figure 6: Distribution of respondents according to age.

As for the gender distribution, it should be noted that female respondents accounted
for 72% of the sample, whereas male respondents accounted for 28%.
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Each respondent was randomly assigned to one of the four treatment groups, allowing
for an even distribution of samples in each group, ranging from 57 to 59 respondents per
experimental group.

4. 3

Attitudes towards alcohol consumption

This part focuses on attitudes towards alcohol consumption. This part of the questionnaire
was identical for all experimental groups.
Firstly, respondents were asked to declare their attitude towards binge drinking on
a ten-point scale.

26.7%

Percentage of respondents

24.6%

15.5%
9.1%
6.5%
3.9%

1

2

4.3%

5.6%

3
4
5
6
7
8
Declared approval towards binge-drinking

2.2%

1.7%

9

10

Figure 7: Declared approval towards binge drinking (1 = Not alright at all, 10 = completely alright).

Subsequently, respondents were asked to estimate the likelihood of engaging in
binge-drinking themselves in the next 30 days on a ten-point scale. Therefore, when
Figure 7 and Figure 8 are compared, we can see a slight discrepancy at the end of the
scale (mainly in the interval between 7 to 10) of the declared intention to binge-drink
versus the declared approval. For instance, only 1.70% of respondents marked their binge
drinking approval with ten points, yet 10.3% of respondents indicated that the likelihood
of them consuming a large quantity of alcohol in the next month with 10 points on
a ten-point scale.

38

Number of respondents

29.7 %

13.8 %
8.6 %
4.7 %

1

2

3

6.9 %

4

6.9 %

4.7 %

5

6

7

10.3 %

8.6 %
5.6 %

8

9

10

Declared intention
Figure 8: Declared intention to engage in binge-drinking in the next month (1 = Not at all likely, 10 =
Very likely).

4. 4

Binge-drinking and peer pressure

The questionnaire included two additional questions regarding alcohol consumption after
exposure to peer pressure. Respondents were asked to think about an occasion in which
they did not feel like drinking alcohol (e.g. not at all or perhaps just one beer), but they
were persuaded to drink more than they initially had planned by their friends. Figure 9
shows that 66.9% of respondents were in this situation at least once, while 41.3% of
respondents stated this has happened to them multiple times and 3% stated they

Percentage of respondents

experience peer pressure every time they go out.

41.3%
33.0%
22.6%

3.0%
Never

Once

Multiple times

Every time I go out

Drinking after peerpressure
Figure 9: Number of occasions involving peer pressure on which alcohol was consumed.
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Subsequently, respondents were asked to indicate the level of intoxication resulting
from an occasion in which they had encountered peer pressure to drink more alcohol than
they intended to on a ten-point scale. This could indicate that although there might not be
an initial intention to engage in binge-drinking (see Figures 8 and Figure 9), peer pressure
could play a strong role in these kinds of situations. Figure 10 shows that 21.3% of
respondents experienced heavy alcohol intoxication (self-reported on a ten-point scale,
interval from 7 to 10) after an occasion in which they encountered peer pressure that
resulted in consuming a higher amount of alcohol than they initially wanted.

Percentage of respondents

22.5%

15.6%
13.8%

12.5%

11.3%
8.8%
5.6%

1

2

3

4

5

6

5.0%

7

2.5%

2.5%

9

10

8

Degree of intoxication
Figure 10: Degree of intoxication resulting from an occasion involving peer-pressure (1 = light
intoxication at most, 10 = serious intoxication).

4. 5

Message evaluation

The aim of this chapter is to analyse different variables influenced by the intervention and
how do they differ from each other in the four experimental groups.
The following variables were analysed in order to provide support for the hypotheses.
Violin plots were employed as this type of graph represents the data set more accurately.
As opposed to boxplots that are commonly used, they only show summary statistics such
as the mean or median and interquartile ranges. Therefore, violin graphs allow for deeper
understanding of the whole distribution.
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H1: A two-sided anti-binge drinking message is perceived as more novel than a onesided anti-binge drinking message
Perceived novelty
The novelty of stimuli was assessed by asking the respondents to think of the last time
that they received an educative message informing them about the risks that stem from
alcohol consumption (e.g. during lecture, on the internet, via family members and so
forth). Subsequently, respondents were asked to compare the novelty of the message that
they usually receive with the message that they have just been exposed to and evaluate it
on a ten-point scale.
Firstly, ANOVA for the variable Novelty was performed. The results were not
statistically significant. (F (3, 227) = 2.37, p < 0.071) between the groups).
Table 3 shows means for all groups, with groups one-sided cognitive message
evaluated the lowest and two-sided affective message being evaluated the highest.

Mean

Group

Novelty

1-sided cognitive

5.04

2-sided cognitive

5.59

1-sided affective

5.61

2-sided affective

6.24

Table 3: Comparison of means for all groups.

Figure 11 shows that one-sided messages were perceived as less novel in both groups,
although the difference was not significant.
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Figure 11: Error bars for the variable Novelty by groups.

Figure 12 shows that one-sided messages were perceived as less novel, however the
interaction is not statistically significant.

Figure 12: Interacrion of message sidedness and perceived novelty.

Overall, Figure 13 indicates the experimental message was most frequently ranked
between 5 to 10, which can be regarded as more novel than the messages respondents
usually receive. Moreover, the analysis suggests that messages containing affective
arguments were regarded as slightly more novel towards the upper-end of the scale.
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Figure 13: perceived novelty of stimuli split by groups (1= not very novel, 10 = very novel).

H2: A two-sided anti-binge drinking message attracts more attention than a one-sided
anti-binge drinking message.
Attention
Respondents were asked to indicate how much attention would they dedicate to the
message if they saw it on Instagram on a ten-point scale.
ANOVA was performed, indicating there is no statistically significant relationship
(F (3, 228) = 0.696, p < 0.556) between the groups.
Figure 14 shows that for the two-sided cognitive message, there is a number of
responses centred between 5 to 7.5 on the ten-point scale. In terms of attention, the
remaining three messages were evaluated quite similarly.
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Figure 14: Violin plots for variable Attention (1= I would not pay any attention to the message, 10 = I
would pay a great attention to the message) split by groups.

Table 4 illustrates this well with means and medians, where we can see that the only
message that differs from the rest is two-sided cognitive one.
Group

Mean Attention

Median Attention

1-sided cognitive

3.81

3.00

2-sided cognitive

4.36

4.00

1-sided affective

3.91

3.00

2-sided affective

3.83

3.00

Table 4: Means and medians for variable Attention.

Attention paid to description
Respondents were asked whether they found the post compelling to the degree that
they would carefully read the description.
ANOVA was performed, indicating there is no statistically significant relationship (F
(3, 227) = 2.02, p < 0.112) between the groups.
Table 5 shows the difference between means and medians, indicating that only
two-sided cognitive message received a higher level of attention.

44

Group

Mean Attention to description

Median Attention to description

1-sided cognitive

4.74

4.00

2-sided cognitive

5.20

6.00

1-sided affective

4.14

3.50

2-sided affective

4.14

3.00

Table 5: Means and medians for variable Attention to description.

Figure 15 shows a non-significant difference between one-sided and two-sided
cognitive messages, implying that two-sided messages might generate a higher degree of
attention, prompting the respondents to read the description. These results also indicate
that messages containing affective arguments received overall less attention as
a considerable amount of responses is distributed between 1 to 3 on the ten-point scale.

Figure 15: Violin plots show the attention paid to reading the description carefully (1= I would be
certainly compelled to read the description, 10 = I would certainly not be compelled to read the
description).

H3: Messages containing cognitive argument are going to generate significantly higher
level of issue-relevant thinking.
Issue-relevant thinking
Respondents were asked to estimate how likely they would be to think about alcohol
consumption and its effects after seeing the message on a ten-point scale. There was
a significant interaction between the type of argument in the message indicating that
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cognitive arguments might trigger deeper processing than affective arguments and
therefore lead to issue-relevant thinking. This is in line with the Elaboration Likelihood
Model (Petty and Cacioppo, 1968).
ANOVA was performed, indicating there is a statistically significant relationship (F
(3, 228) = 4.09, p < 0.007) between the groups.
Table 6 shows that two-sided affective message might provoke the highest level of
issue-relevant thinking.

Group
Mean

Median

Issue-relevant thinking

1-sided cognitive

3.50

2-sided cognitive

4.14

1-sided affective

2.95

2-sided affective

2.88

1-sided cognitive

3.00

2-sided cognitive

4.00

1-sided affective

2.00

2-sided affective

2.00

Table 6: Means and medians for the variable Likelihood of issue-relevant thinking.

Table 6 shows that the means for messages containing cognitive argument and the
messages containing affective argument differ significantly.

Figure 16: Error bars for the variable Likelihood of Issue-relevant thinking.
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Figure 17 shows a significant difference between the messages containing cognitive
and affective arguments, with cognitive arguments generating significantly more levels
of issue-relevant thinking.

Figure 17: Interaction of argument type (cognitive and affective) with the likelihood of issue relevant
thinking (1=very unlikely, 10 = very likely).

Figure 18 shows a visual comparison between messages containing cognitive
argument and messages containing affective argument. According to this graph, messages
containing affective arguments were ranked between 1 to 2.5 on a ten-point scale by
a considerable number of respondents in terms of generating issue-relevant thinking.

Figure 18: Violin plot for issue-relevant thinking split by groups (1=very unlikely, 10 = very likely).

In line with the Elaboration Likelihood Model (Petty and Cacioppo, 1984), two-sided
messages were proved to generate in-depth processing (also regarded as issue-relevant
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thinking) in the receiver. Moreover, exposure to two-sided messages leads to deeper focus
on the information it contains (Crowley and Hoyer, 1994). This means that the argument
is more likely to influence attitudes in case of two-sided messages, rather than one-sided
messages.
H4: Two-sided messages are going to generate significantly higher intention to
click-through.
Willingness to click-through
In the end, the willingness to interact with a persuasive message can be just as important
as the amount attention such a message initially receives. That is why respondents were
asked about their willingness to use the CTA10 button and find out more information about
this issue. Respondents indicated their willingness on a ten-point scale.
Firstly, ANOVA for the variable was performed. The results were just at the level of
statistical significance (F (3, 225) = 2.64, p < 0.050) between the groups.
Secondly, means and medians were inspected, indicating that two-sided cognitive
message was evaluated the highest. One-sided messages seemed to generate lower
willingness to click through as well.
Group
Mean

Median

Willingness to click through

1-sided cognitive

3.52

2-sided cognitive

4.63

1-sided affective

3.44

2-sided affective

3.56

1-sided cognitive

3.00

2-sided cognitive

4.00

1-sided affective

2.00

2-sided affective

3.00

Table 7: Means and medians for variable Willingness to click-through

Figure 19 illustrates the non-significant difference between the two-sided message
and the remaining treatment groups.

10

In marketing, a call to action (CTA) is an instruction to the receiver designed to trigger an immediate
response, usually while employing an imperative verb such as "call now", "find out more" or "visit a store
today" (Eisenberg et al., 2006, p.20)
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Figure 19: Error bars for variable Willingness to click-through.

Figure 20 suggests that respondents who received the message that consisted of an
affective argument were least willing to click-through for more information as most of
the responses are centred between 1 to 2.5 on a ten-point scale. In that respect, cognitive
messages were ranked more favourable. Additionally, two-sided cognitive messages
seemed to perform better than one-sided cognitive messages.

Figure 20: Willingness to click-through for more information split by groups (1= I would surely not clickthrough, 10 = I would surely click-through).
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Attitude towards the message
Respondents were asked to express their overall attitudes towards the message in terms
of liking it or disliking it on a ten-point scale. Firstly, ANOVA for the variable was
performed. The results were not statistically significant F (3, 228) = 0.627, p < 0.598).
Group
Mean

Median

Like Dislike

1-sided cognitive

4.48

2-sided cognitive

4.93

1-sided affective

4.70

2-sided affective

4.57

1-sided cognitive

5.00

2-sided cognitive

5.00

1-sided affective

5.00

2-sided affective

5.00

Table 8: Means and medians for variable Attitude towards the message.

The median for all of the stimuli was 5, which means that the majority of respondents
held quite a neutral attitude towards it. Figure 21 shows that two-sided cognitive messages
were the strongest “neutral” between the groups.

Figure 21: Attitude towards the message – like versus dislike (1 = I strongly dislike the message, 10 = I
strongly like the message).
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To summarize, the following hypotheses were tested:
H1: A two-sided anti-binge drinking message is perceived as more novel than a onesided anti-binge drinking message
Based on these results we can state that H1 was not supported as the difference was not
statistically significant (p < 0.071).
H2: A two-sided anti-binge drinking message attracts more attention than a one-sided
anti-binge drinking message.
H2 was not supported as there was not a statistically significant difference in the analysis
(p < 0.556).
H3: Messages containing cognitive argument are going to generate significantly
higher level of issue-relevant thinking.
H3 was supported as there was a significant difference (p < 0.007) between the groups.
H4: Messages containing cognitive arguments are going to generate significantly
higher intention to click-through.
H4 was partially confirmed as there was a significant difference (p < 0.050), but only for
two-sided cognitive message.

5

Discussion

H1: A two-sided anti-binge drinking message is perceived as more novel than a one-sided
anti-binge drinking message
Although there was not a statistically significant evidence to support H1, in terms of
factual significance there was an indication of a trend in figure 16 and figure 17. Overall,
two-sided messages seemed to be perceived as more novel, while two-sided affective
message generated the highest level of novelty (M = 6.24). This might not come across
as surprising, because health campaigns are not as present on Instagram, let alone the
style in which messages containing alcohol prevention is communicated is a lot different
from the stimuli participants were exposed to. Interestingly, the Theory of Optimal
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Arousal posits that there has to be an optimal level of arousal for stimuli to be most
effective. This could mean that the two-sided affective message managed to generate
arousal that was above the optimal level, resulting in worse performance in variables such
as the intention to click-through or issue-thinking.
H2: A two-sided anti-binge drinking message attracts more attention than a one-sided
anti-binge drinking message.
As stated before, there was not enough statistical evidence to support H2 that was
tested by the overall attention (p < 0.556) and the attention paid to description (p < 0.112).
In terms of factual significance, we can see some trends, in two-sided cognitive messages
(M=4.36) compared to one-sided cognitive messages (M=3.81) in terms of attention. The
same trend was present in attention paid to description, where two-sided cognitive
message (M=5.20) received more attention that one-sided cognitive message (M=4.74)
and one-sided affective message (M=4.14). This finding might suggest the need for more
research to this topic, especially when the communication of anti-binge drinking health
messages to young adults is concerned.
H3: Messages containing cognitive argument are going to generate significantly
higher level of issue-relevant thinking.
H3 was confirmed, showing that there is (p < 0.007) a significant difference
between the level of issue-relevant thinking generated by messages containing cognitive
argument, this is especially prominent in two-sided cognitive message (M=4.14) that is
considered to be more complex than one-sided cognitive message (M=3.50) in
comparison with two-sided affective message (M=2.88) and one-sided affective message
(M=2.95). The level of issue thinking could be understood as the most important criterion
of all, as elaborate thinking about the issue is required to change one’s intentions and
beliefs. Of course, it is important that the message gets the optimal amount of attention at
the beginning, however it is the subsequent issue-relevant thinking that is just as
important.
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H4: Messages containing cognitive arguments are going to generate significantly
higher intention to click-through.
As for H4, the results were significant, however only two-sided cognitive message
generated the significant difference (p < 0.050) in intention to click-through for more
information on the stimuli. This could be caused by the fact that messages based on
cognitive arguments contained statistics regarding alcohol poisoning among young
adults, therefore this could make it seem like an individual would find out more important
information after they have clicked through.

5. 1

Limitations

All the results stated above need to be interpreted with caution as there are several
limitations of the study. First, the usage of convenience sample is problematic. In future
research, it would be ideal that schools where the experiment would take place are chosen
randomly. A sample from different schools should be taken (e. g. including vocational
schools, high-schools etc.).
Secondly, the questionnaire is ideally pretested by several researchers before
administration in order to ensure internal and external validity of scales used. Moreover,
testing on single-item scales can lead to skewed results (O’Keefe, 1990), more suitable
option would be to employ multiple semantic differential evaluative scales.
Although the full anonymity was discussed with respondents beforehand and the
atmosphere in the classroom was relaxed, we need to take into account the possibility of
respondents giving stylized answers.
There is also a possibility for gender bias as female respondents accounted for 72 %
of the sample. As for the stimuli design, the picture was used in all four groups, however
this could lead to all the stimuli being perceived as more affective. However, if the picture
was used only in two out of the four stimuli, the risk of skewed results could be
significantly more serious.
Moreover, there is the possibility of human error when processing data from printed
questionnaire as errors do occur, regardless how careful one is.
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5. 2

Practical implications

This chapter is dedicated to a discussion on how the key findings from this research can
be employed to promote positive social change. From the beginning, the stimuli were
designed in such a way so that they could be easily replicated and become a part of an
integrated social marketing campaign. But how would such a campaign appear and which
elements could it employ?
I suggest that targeting young adults via social media could yield promising results,
even more so when persuasive messaging is combined with educational visual materials
such as YouTube videos or Instagram posts. In this case, such a post – similar to the
stimuli in this study, could also serve to gather attention and lead the target audience to
the additional content via CTA.
The last part of the questionnaire was dedicated to influencers and educational videos
on social media to get a more accurate idea of how this hypothetical campaign could be
manifested. Firstly, respondents were asked to indicate which educational videos
published by Czech influencers on relevant topics such as alcohol, drugs and mental
health they have seen. Secondly, they were asked to express their opinion on this kind of
content. More precisely, they were asked whether they think such videos contain
important information and whether this content plays an important role when it comes to
forming their own opinion on a topic or an issue.

Percentage of respondents

28.1%

17.3% 16.5%

15.2%
11.3%

1.7%
1

2

3

4

5

6

3.5%

7

2.6%

8

3.0%
0.9%
9

10

Important information content
Figure 22: Plot of answers to a question "Do you think that you can learn important pieces of information
from such videos?“ (question 17, 1 = Yes, for sure, 10 = No, not at all). Please note that the orientation of
this scale was accidentally reversed in the questionnaire.
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Percentage of respondents

20.8%
17.3%
15.2%
12.1%
6.9%

6.5%

6.9%

6.5%

4.3%

1

2

3.5%

3

4

5

6

7

8

9

10

Useful in forming own opinion
Figure 23: Usefulness of YT videos in forming own opinion on a topic (question 18, 1= not at all useful,
10 = extremely useful).

These graphs show that not only do young adults think that they can learn important
pieces of information from such videos, but that they also regard these videos as useful
when it comes to forming their own opinion on a topic.
However, watching educational content could still be quite far from the actual positive
behaviour change. That is why the respondents were asked another set of questions
targeted at behaviour change, habit formation and habit duration. Firstly, respondents
were asked whether they have ever tried to follow a recommendation given by an
influencer in a video. The following figure shows that 30.5% of respondents have never
tried to introduce such recommendations into their lifestyle, while another 11.4% of
respondents fall between 2 to 5 points on the ten-point scale and 58% of respondents are
in the interval from 6 to 10 points, which means that this group can be interpreted as those
who have tried to adopt a recommendation. Although this could have been a question
with only two answers – yes or no, the ten-point scale was chosen because it gives
respondents more space to express the degree to which they adopted or managed to stick
to a recommendation.
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Percentage of respondents

30.5%

20.4%

9.3%

10.6% 11.1%
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10

Recommendation adoption
Figure 24: Respondents (n=163) who tried to follow a recommendation given by an influencer in a video
(question 20, 1 = No, I have never tried to follow such recommendation, 10 = Yes, I have tried)

Secondly, respondents who tried to adopt a recommendation in reality (n=163) were
asked about their opinion on the process, namely whether they thought such change was
beneficial to them.

Percentage of respondents

17.2%

18.4%

12.9% 12.9%
9.8%

10.4%

6.1%
4.3%

1

3.7%

2

4.3%

3

4

5

6

7

8

9

10

Attitude towards recommendation
Figure 25: Respondents who adopted a recommendation were asked whether they think it was beneficial
to them (question 21, 1 = Not at all, 10 = Yes, surely).

Thirdly, and also most importantly, respondents were asked whether they managed to
stick to the recommendation they adopted to this day. According to this graph, 63.3% of
respondents managed to adopt a recommendation given by an influencer and form a habit
as well.
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Percentage of respondents

18.8%

12.5%
11.3% 11.3% 11.9%
9.4%

1

8.8%
5.0%

5.0%
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4
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7
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9

10

Habit formation
Figure 26: Respondents who adopted a recommendation were asked whether they managed to stick to it
(1 = I do not continue, 10 = I still continue).

The following question was dedicated to the specific recommendations made by an
influencer respondents had adopted in the past. The question had a form of
multiple-choice, therefore respondents could choose multiple answers. The most frequent
topics were exercise, nutrition, mental health and water intake.

Other

5

Medication (e.g. antidepressants, birth control)

25

Smoking

14

Substance abuse

15

Alcohol consumption
Mental health
Water intake

12
68
61

Nutrition
Exercise

104
110

Figure 27: Most frequently adopted recommendations (multiple choice).

And finally, respondents who successfully introduced a lifestyle change based on a
recommendation were asked about the time period for which they had already been
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actively practising. It is evident that there is not only a short-term lifestyle change, but for
56.5 % of respondents it has already lasted for at least 6 months or more.

Percentage of respondents

24.8%
21.5%
18.8%

19.5%

10.1%
5.4%

1 month

3 months

6 months

12 months

24 months

36 months

Habit duration period
Figure 28: Habit duration (142 respondents).

The average number of recommendation taken was 1.77, with female respondents
roughly adopting two recommendations, while male respondents only adopted one
recommendation on average.
Sum of recommendation adopted b.
Mean
Women

1.9455

Men

1.3077

Mean

1.77

Table 9: Average number of recommendations adopted.

To conclude, an integrated campaign based on current research findings could yield
benefits when trying to tackle the complex issue of binge-drinking. Firstly, it is vital that
social marketers study the motivation and situations in which the members of the target
group engage in certain behaviour. For instance, as seen from the results presented in this
part, peer pressure and its results could be quite a strong motive in such campaign.
As stated above, the message content is just as important. Therefore, it is highly
recommended that this potential campaign takes place on social media, while employing
relevant influencers.
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Moreover, the stimuli were designed in such a way that they can be easily replicated
in real life. To this day, Facebook allows marketers to target users with sponsored posts
while giving them a precise tool of identifying just the ones they are trying to find.
It should be noted that this practice was subject to ethical debates 11. However, for the
purpose of health campaigns and non-profit causes, I would argue that it is acceptable to
make use of the data Facebook gathers about its users.
Targeting is based on many categories such as gender, age, marital status, city of
residence, schools attended and most importantly interests. Thus, this way health
practitioners might be able to effectively target only the segment of secondary grammar
school students from major Czech cities aged between 15 - 20 years.

11

You can find out more about this issue in two articles published by AMA (American Marketing association)
The Murky Ethics of Data Gathering in a Post-Cambridge Analytica World (2018).
https://www.ama.org/marketing-news/the-murky-ethics-of-data-gathering-in-a-post-cambridge-analytica-world/
The Ethics of Targeting Minorities with Dark Ads (2019).
https://www.ama.org/marketing-news/the-ethics-of-targeting-minorities-with-dark-ads/
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Conclusion
In conclusion, the evidence from this study implies that the optimal level of novelty in
messages could play a key role in their effectiveness. Namely, in the level of intention to
engage with the content further. In line with current literature we found that messages
containing cognitive argument might generate a higher level of issue-relevant thinking.
This was especially the case for two-sided message. Overall, employing two-sided
cognitive messages in health interventions seems to be a promising choice.
Practical implications on how these messages could be applied into practice were
drawn upon the research. Practitioners should pay close attention to the arguments used
and to the message format to make it not only attention-grabbing, but also engaging in
order to generate a positive influence on attitudes. The research of this thesis supports the
idea that adolescents face a notable amount of peer pressure in social situations.
Furthermore, 21.3% of respondents experienced heavy alcohol intoxication after an
occasion in which they encountered peer pressure that resulted in consuming a higher
amount of alcohol than they initially wanted. Therefore, this motive could be employed
in educational campaigns regarding binge-drinking. The results have concluded that
adolescents were keen on watching educational videos published by influencers and more
importantly, to introduce recommendations given into their lifestyle, therefore an
integrated campaign employing two-sided cognitive messages that uses social media and
influencers could provide the desired results.
Future research could focus on further validation and application of these findings to
other important and complex topics such as substance abuse and desirable detection
behaviours, for example, going for regular smear tests in order to detect cervical cancer.
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Summary
The objective of this thesis was to assess the role of argument type and message format
found in Health campaigns. The thesis explored the perception of persuasive messages
amongst the target group and offers theoretical implications for practitioners. The
theoretical part employed current knowledge in social psychology as well as behavioral
economics while focusing on argumentation and persuasion. The empirical part was
based on experiment replication (Cornelis, Cauberghe and De Pelsmacker, 2013) which
inspected the perception of messages that dissuade from binge-drinking amongst young
adults. Through statistical analysis, printed questionnaire distributed amongst the
convenience sample of 232 students attending grammar school and statistical analysis
was performed to determine the statistical significance of obtained results. The results
indicated that that two-sided messages were perceived as more novel than one-sided
messages. Moreover, messages based on cognitive argument generated significantly
higher level of issue relevant thinking in comparison to messages containing affective
arguments.
In terms of practical implications, the need for integrated health campaign employing
new media was suggested. Furthermore, 63.3% of respondents managed to adopt
a recommendation given by an influencer and form a desirable habit. This shows a further
potential for such campaign to include influencers in order to reinforce desirable attitudes.
To summarize, adolescents were keen on consuming educational content published
by influencers and more importantly, to introduce recommendations given into their
lifestyle, therefore an integrated campaign employing two-sided cognitive messages that
uses social media and influencers could provide the desired results.
Future research could focus on further validation and application of these findings to
other important topics.
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