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Preface
Who was not captured by the story of the „Lord of the Rings‟? An interesting story can capture your
attention. It can open your mind and thoughts for newer experiences or even personal reflections. Stories
have always played a big role in our society. They are visible in every aspect of our cultural expressions. In
movies, commercials, literature, and our daily life talk.

The story that captured my attention a few months ago was the fact that breast cancer is caused by
alcohol consumption. Something none of my female friends knew. This story inspired me to think about
possibilities to tell this unfortunate story to those who can profit from it. In other words, how can we reach
young female adolescents so they can prevent this from happening? In this thesis, I went on a discovery trip
to investigate new communication possibilities for alcohol prevention. Coming back to the strength of
involving people into an appealing story, entertainment education is a promising communication strategy to
change health behavior.

The interesting aspect of this communication strategy is not only that it is fun to watch but also aims at our
unconscious deliberation processes. These unconscious processes triggered my interest. The next step is
to use these successful entertainment education stories for a more „boring‟ topic, alcohol prevention. This
topic has been studied for years to and especially mass media attempts have been largely not living up to
their expectations. I would say it's time for new breeze.. time for some fun and entertaining health
promotion.

I would like to thank my supervisor, Reint Jan Renes, for guiding me through my first scientific research
project. Your support and encouragement to look for new knowledge gaps and strive for ambitious
objectives made this project a true joyful experience. Furthermore, I could not have completed this thesis
without the love and support of my mother, sister Karin and Kenny who reminded me every time that there
is more in life then graduating. Finally yet importantly, I hope that this thesis will contribute to a better
understanding of E&E effects and improve interventions aimed at alcohol prevention.

Wageningen, February 2010

Anita van Essen
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Abstract
Entertainment Education is a promising communication strategy for changing health related behavior. This
study explored the mechanisms behind the persuasive effects of an Entertainment Education drama series
for alcohol prevention. The proposition that the effect of an E&E series could be explained by overcoming
resistances was tested in a quantitative pre-test post-test experiment. The episode “In Love‟ of the drama
series „Roes‟ aimed at alcohol prevention among female adolescents, was used as the stimuli. One hundred
and nineteen female students between seventeen and twenty years old were exposed to the episode „In
Love‟. Results show that after the exposure the participants felt more vulnerable to experience negative
consequences of excessive drinking. However, the outcome expectancies, drinking intentions and
subjective norms did not change significantly. More involvement with the narrative and the characters
predicted less counter arguing, defensive avoidance, and message derogation. Furthermore, audience
involvement predicted higher effects on the outcome variable perceived vulnerability. Subsequently, less
resistance predicted an increase in the perceived vulnerability to encounter negative consequences of
excessive alcohol consumption. Nonetheless, no strong evidence was found that the resistance processes
mediated the relation between audience involvements processes and the effects of the E&E intervention.

Key words: Entertainment Education, Narrative and character involvement, Resistance, Persuasive
Communication
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1.

1.1

Introduction

Celebrating the freedom of alcohol consumption

Adolescents are eager to explore the world. Unfortunately, not all these exploratory trips end up in their
advantage. Unhealthy behaviors such as the use of alcohol and drugs are two of the most prominent
examples of this. Alcohol use can cause various short and long-term unfavorable effects on physical and
mental health (Laar et al, 2007). As the World Health Organization states this, alcohol consumption is one
of the ten leading risk factors for causing the burden of disease (WHO, 2002). In the Netherlands, 15 yearold female adolescents have a lifetime prevalence of alcohol of 77% and at the age of 18 of 95%. The fact
that the age that youngsters start drinking is between the 11 and 15 years old illustrates this. At the age of
fifteen, 85% of the youngsters have experienced their first drink. This first drink is the start of a drinking
habit as the amounts of drinks per month increases with the years they grow older (Trimbos, 2007). The
figures reflect this; nine percent of the twelve-year-olds drink 1 to 4 glasses of alcohol and at the age of 16,
this percentage has risen to almost half of the youngsters (Trimbos, 2007). This young age of drinking
initiation does not only elicit progress into more regular drinking (Monshouwer et al, 2003) but is also a
strong predictor of alcohol abuse and alcohol related problems at a later age (DeWit et al, 2000).

Related to this is excessive alcohol consumption. As this increases the chances for adverse health effects,
trends are studied closely. In the Netherlands, drinking more than five glasses in one occasion, so-called
binge drinking, is equally prevalent among girls and boys (Monshouwer et al, 2003). The month prevalence
of binge drinking among youngsters in the age of 12 - 18 years is around 36%. Binge drinking is most
prevalent among youngsters between 15 and 18 years old. There are no significant differences between
girls and boys before the age of 16. However, in the group of 16-18 years old, the consumption level
increases among boys and decreases among girls. Although girls still drink less often and less intensive as
the boys, the latest trend indicates that girls have made up for their arrears in the percentage that drinks
(Trimbos, 2007). This trend concerns the Trimbos Institute and is addressed in the national plans for
prevention of the Dutch Ministry of Health, Wellbeing and Sports (MinVWS, 2010).

A new epidemic
Following this concern, one of the adverse effects on physical health particularly for young girls in the age
of 14-18 years old, is an increased risk for developing breast cancer at a later age. Epidemiologist Ellen
Kampman acknowledges this problem. „In girls of fourteen years old, the breast tissue is developing rapidly.
This tissue is highly vulnerable. Alcohol can change these healthy cells relatively easy in cancer cells.‟
(Wageningen World, 2010). Do the national health promotion services listen to this signal?

The breast cancer epidemic and its prevention are a hot topic in public health care. National breast cancer
screenings among older women (RIVM, 2010) and persuasive campaigns aimed at self-screening are
7

established elements of the public health programmes (Min VWS, 2009). Not only nationally but also
internationally, breast cancer prevention is acknowledged as a priority in public health care. To illustrate
this, in 2007, the World Cancer Research Fund published an overview of the all studies done on the causes
of cancers and prevention in their report „Food, Nutrition, Physical Activity, and the Prevention of Cancer: a
Global Perspective‟. As the evidence is growing about an increased risk on breast cancer when drinking
moderate amount of alcohol this report strongly recommends that alcohol consumption should be
moderated to two drinks per day for a man and one drink per day for a women (WRCF, 2007; Boyle et al,
2009). Moreover, as breast cancer incidence increased the past few decades and still increases mostly in
western countries, the word „epidemic‟ is being used more often in popular press (Lantz et al, 1998). This
indicates that the epidemiologists as well as the public perceive breast cancer to be a serious health issue.
Still, there are no explicit breast cancer prevention campaigns targeted at young women in the Netherlands.
Cervical cancer though resulted in a widespread vaccination campaign among young women (RIVM, 2009).
This prevention campaign was disappointing in the first year of execution, only 47% of the girls received
their vaccination (RIVM, 2009). Instead of public support and commitment, this campaign sparked a public
discussion in newspapers and on the internet about the safety and necessity of the vaccination. Not only
the young girls where not completely convinced, their parents also openly spoke out their distrust in the
National Institute for Public health (RIVM, 2010; NRC, 2009).

This campaign is an example of public resistance to persuasive health promotion activities by traditional
mass media campaigns. As these overtly persuasive campaigns are not resulting in desired behaviour
change it can be of utmost importance to study associated resistances and possibilities to overcome these
within the target group. With the prevention of breast cancer lying ahead of us, we need to explore other
possibilities and promising communication strategies.

Current campaigns on alcohol prevention
The Dutch government and associated organizations such as Trimbos and „het Voedingscentrum‟ are yearly
executing multiple campaigns aimed at alcohol prevention. National mass media campaigns such as „Bob‟
and „Alcohol en Opvoeding‟ are targeted at young children and adolescents to warn them about the health
risks of alcohol consumption (SIRE, 2010). In addition, numerous health education programmes have been
developed and used in Dutch secondary schools (Peters et al, 2009), wherein drinking behaviour is one of
the most frequently addressed behaviours (Dafesh et al, 2006). As illustrated in the cervical cancer
campaign, using explicit strategies in traditional mass media campaigns may be ineffective. This is
supported by scientific evidence that shows possibilities for opposite „Boomerang‟ effects possibly due to
psychological reactance and counter arguing (Slater and Rouner, 2002). Moreover, reviewing ten years of
mass media efforts, Noar (2006) concludes that these campaigns only have a low to moderate effect on
knowledge, attitudes and behaviour.
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Drinking behavior
To get a grip on the situation of alcohol prevention in the Netherlands, it is important to explore the
determinants of drinking behavior and how these are addressed in the existing health promotion efforts.
Multiple determinants influence drinking behavior at different levels of influence. As Peters et al (2009)
indicate: there are three streams of determinants; cultural, social and personal that exists on three levels;
ultimate, distal and proximal. A review of determinants shows that alcohol consumption behaviors are
largely predicted by the positive experiences with the substance, previous use of the substance and the
early onset of use. Furthermore, the belief that alcohol has a relaxing effect also plays a substantial role
(Peters et al, 2009).

In addition to their parents that provide drinks at home (Spijkerman et al, 2007), the decision of
adolescents to start drinking also involves the social image associated with this behavior. Their assumption
is that drinking could acquire characteristics associated with the type of persons who performs this
behavior. These social images may gain importance during adolescence as girls have an increased
concern for social appearance and peer approval that is typical for this life-stage (Spijkerman et al, 2007).
Furthermore, the ideas of girls can be influenced by media displaying portrayals of people who drink and
also attitudes, norms and behavior of parents, friends and peer group members (Spijkerman et al, 2007).
When adolescents started drinking, social norms on how much one should drink come into play. The social
norms surrounding alcohol consumption seem to be supportive of excessive drinking behavior. Most of the
college students overestimate the descriptive norm; the drinking behavior of their peers, and the injunctive
norm; the approval of drinking of their peers (Borsari, 2003). A review of the social cognitive factors shows
that peer influence is the strongest predictors of alcohol consumption followed by parental influence and
perceived self-efficacy.

In summary; alcohol consumption in the Netherlands can described as an habitual behavior, which is
positively valued by society, partly determined by genetic factors, automatic cognitive processes and peer
group behavior and is hardly restricted by the social environment but rather stimulated by the models in the
media, marketing and advertising efforts (Trimbos, 2009).

1.2

Changing alcohol consumption

As numerous campaigns are set-up to change behavior, firstly, how can behavior be changed? When
following the Theory of Planned Behavior of Ajzen (1991), behavior is mostly predicted by the intention of
an individual to perform a certain behavior. The intention to perform a behavior is influenced by the attitude,
the social norms and the perceived self-efficacy of an individual. Most of the alcohol prevention
interventions aimed at adolescents address multiple of these concepts; knowledge, attitudinal beliefs,
social influences and skills (Peters et al, 2009).

Why do those adolescent girls persist in their drinking behavior although numerous efforts are spend on
health promotion campaigns and school programmes? One of the reasons for this could be that
9

adolescents in the Netherlands are used too many mass media campaigns from the government trough
different media channels at home and trough schools telling them what to do. This competition for attention
could diminish the effect of the message. Secondly, since alcohol consumption is embedded in the Dutch
culture (Knibbe et al, 2007), the environment wherein these adolescents receive the message is not
supportive of changing behavior. These examples indicate that drinking behavior is underpinned by certain
attitudes, social norms and self-efficacy beliefs of the adolescents that are not in favor of healthy drinking
behavior.

Reactance and attitude maintenance
Adolescents tend to perform more risky behaviors to celebrate their growing autonomy when becoming an
adult. As they are maturing and becoming more independent, they tend to resist all attempts from parents
and other threats to their freedom of doing and thinking what they want (Dillard & Shen, 2005). This
response to a perceived violation of their freedom is described by the reactance theory (Vonk, 2007). The
perceived threat to their freedom is not the only reason why they resist persuasion. In addition, resistance
against attitude change is also connected to the cognitive structure wherein this attitude is embedded. For
instance, attitudes also have an ego-defensive function. Attitudes protect our self-image (Vonk, 2007).
People select and interpret information in such a way that it is consistent with their current attitudes to
avoid cognitive dissonance. As adolescents want to maintain their self-image, discrepant opinions about
drinking behavior could be ignored to avoid dissonance.

Cultural embedded drinking habit & normative social influence
Not only can the individual attitude be dissonant with the desired behavior. In the Netherlands, social norms
surrounding alcohol consumption are also unsupportive of healthy behavior. As van der Wiel (2003)
postulates, alcohol is the most popular drug in our society and alcohol consumption is an accepted and
embedded behavior in the Dutch society. Moreover, he observes a trend that excessive alcohol
consumption patterns gain more and more social acceptance. This is illustrated by the increasing incidence
of Binge Drinking among adolescents in the Netherlands (van der Wiel, 2003). Furthermore, alcohol
consumption is surrounded by a lower informal control as consuming the substance is not attached to the
context of family meals that is the dominant in Mediterranean countries (Knibbe et al, 2007). What is the
consequence of this? When looking at the social influence of parents, peers and teachers on adolescents,
research by Knibbe et al (2007) indicates that there is a reluctance of these groups to warn an adolescent
about his or her drinking at a stage in which negative effects may still be prevented. To counter this,
strengthening informal control would not be sufficient as 60% of the consumption takes place in public
venues.

This cultural embedded social norm among adolescents is influencing their drinking behavior. As
adolescents are occupied with their self-image and belonging to certain groups of peers, they will try to
conform to this perceived social norm (Vonk, 2007). As this socially desirable behavior becomes a habit,
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this can directly influence behavior as an automatic response to certain situational cues. Differing from the
Theory of Planned Behavior that assumes that people think before they act, behavior can also be directed
by automatic unconscious processes as habits (Vonk, 2007). Habits can influence behavior even if they are
conflicting with intentions. Thus, even though adolescents have good intentions of drinking less, their
automatic habit of drinking as they are going out can take over in certain situations. As a result, this
behavior can in turn strengthen the attitudinal beliefs about their drinking behavior.

Two sided face of alcohol consumption
In addition, medical research has confirmed that alcohol consumption can have its benefits and its
disadvantages for health (van der Wiel et al, 2003). This two-sided image of alcohol consumption makes it
more difficult to get a clear and nuanced message trough in prevention campaigns. Therefore it is
important to take into account that changing drinking behavior is not only a matter of individual changes in
attitude, intentions and behavior but should be supported by social change of the attitudes, norms and
behavior of peers, friends and parents. Breaking through strong attitudes embedded in cultural norms and
values is a great challenge especially in this life-stage. The difficulties lie in designing messages that are
both unambiguous in their intent and capable of attracting attention, yet well suited with their audiences‟
sensibilities and customized to what their targets are willing to consider (Miller et al, 2007).

1.3

New possibilities to overcome resistances by Entertainment Education

As the previous section shows, adolescents are notoriously hard to reach by traditional methods and a new
health promotion strategy is needed. Entertainment Education (EE) shows great potential to address this
need. EE is not a theory of communication but a communication strategy to incorporate health promotion
messages in entertaining media with the aim to influence awareness, knowledge, attitude and behavior
(Moyer-Guse, 2008). This strategy is considered popular, promising and innovative to create favorable
attitudes and behavior on sensitive social or health topics like AIDS, alcohol and drugs, and eating
disorders (Valenthe & Bharath, 1999). Effects have been observed on health related determinants as
attitude, social norms and behavior in the domains of breast cancer (Hether et al, 2008), teen pregnancy
(Moyer-Guse, and Nabi, 2001) and domestic violence (Singhal and Rogers, 2004). It is speculated that the
advantage of this strategy is the implicitness of the persuasive health message that is proposed. This
should arouse less resistance then overtly persuasive messages (Van Leeuwen & Renes, 2010). Secondly,
the narrative structure of EE interventions can facilitate an emotional experience of being transported into
the story. This involvement of the audience can reduce or overcome different kinds of resistances to
message processing.

Moreover, research shows that EE is specifically suitable for reaching lower educated target groups that
are not initially interested in health related messages (Slater & Rouner, 2002). It can open the door for
these adolescents to process information about using alcohol and the health risks related to this.
Furthermore, individuals often gain information about health issues from those in their interpersonal
networks (Dutta-Bergman, 2004). In line with this, EE attempts to spark conversations among viewers and
11

listeners which create opportunities for social learning, as people, individually and collectively, consider
new patterns of thought and behaviour (Papa, 2000). As adolescents are sensitive to opinions of their
peers and normative and informative conformation, using this social learning strategy can help them open
the discussion about drinking behaviour.

An EE intervention – Roes
Entertainment Education is not an unknown communication strategy in the field of health promotion in the
Netherlands (Bouman, 2004). In 2004, the Trimbos Institute and public broadcaster VPRO developed a
dramaseries Roes (High). This project was financed by the VPRO and the Dutch Ministry for youth and
Families and broadcasted from February to June 2008. The aim of this series was to attract the attention
of adolescents in the age of 14 to 18 years to discourage them to use alcohol with a message that does
not evoke a Boomerang effect.

Roes consists of 11 episodes that portray the positive but mostly the ultimately negative experiences of
adolescents using alcohol and drugs. Seven episodes where specifically about alcohol consumption and
the risks of nausea, crossing own borders, blackouts, traffic incidents, unsafe situations and sexual
harassment (Van Leeuwen & Renes, 2009). Central themes throughout the episodes were friendship, love,
insecurity, pressure to use AOD from peers and drinking-games. Wageningen University together with the
Trimbos Institute investigated how adolescents evaluated Roes and what the effects where on drinking
behavior. They concluded that adolescents seemed to enjoy watching Roes and the episodes where
evaluated as realistic, positive, fun, not childish, not annoying and hardly pedantic. It even had an indirect
effect on self-reported alcohol consumption. After seeing Roes, girls reported that they consumed less
alcohol (Van Leeuwen & Renes, 2009). In the context of alcohol being a risk factor for breast cancer
prevention, these results are promising. Therefore, it can be worthwhile to investigate how these effects
occurred.

This study: advancing theory on resistance to persuasion
Previous research has explored what kind of criteria are determining the effectiveness of communicating
health messages through EE. Recent scientific insights suggest that the effects might be explained by E&E
induced processes as parasocial interaction (PSI, the perceived face-to-face relationship between the
viewer and the character in the series (Horton and Wohl, 1956)), transportation (process by which an
individual is transported into the narrative world (Moyer-Guse, 2008)), similarity (extent to which the viewer
and a character share common attributes, beliefs and/or values (Moyer-Guse 2008)) and identification
(temporarily becoming the character and taking on the characters perspective (Cohen, 2001)) with the
characters in the narrative.

Recent theorizing of EE conveys that all the constructs above can be bundled as audience involvement
processes (Moyer-Guse, 2008). This includes the general distinction between constructs that refer to
involvement with the narrative and involvement with the characters. Hence, being involved in either ways
12

can facilitate persuasion by overcoming different resistances such as counter arguing or reactance. When
applying this to developing an EE intervention such as Roes, it is interesting to investigate if and how
specific resistances play a role among adolescent girls when watching an episode of Roes about the
negative effects of excessive alcohol consumption. Thereby, this study will support several calls for
research to investigate which types of resistance are operating within the target group when one designs
an EE message (Singhal & Rogers, 2002; Moyer-Guse, 2008), specifically for understanding children and
youth (Salmon, 2001). In summary, there is evidence to support that EE is effective but there is a need for
a clearer understanding of the mechanisms by which narrative persuasion works. In this context, the
present study will focus on unraveling if and how different types of involvement can overcome resistances
by moderating the occurrence of these involvement processes.
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2.

Theoretical framework

Experiencing promising effects for a new health promotion strategy on sensitive health related and social
topics can be encouraging and motivating discovery. When the duller field of health promotion, education
and development was spiced up with entertainment, Entertainment Education was born; an example of the
global trend to entertainmentization. As entertainment is an integral part of people‟s daily lives, this
strategy offers great opportunities of studying mass media as agents of both entertainment and persuasion
(Singhal & Rogers, 2002).

The first recognizable EE interventions where launched in the early 50‟s and 60‟s and from then over 200
E-E interventions have been implemented mostly in developing countries of Africa, Asia and Latin America
(Singhal & Rogers, 2004). After the broadcast of Simplemente Maria in Mexico, Miquel Sabido started
investigating the effects of this telenova to form a theoretical basis for this approach. To design the
telenovas Sabido used the Social Learning theory (later social cognitive theory) of Bandura, which from that
point has dominated the scientific research and writing about EE. At this moment, a large group of scholars
is still working on advancing the theoretical basis of EE. In this theoretical framework, the scientific
underpinnings of EE are elaborated, specifically the processes underlying audience reception and
resistance.

2.1

What is EE?

Entertainment Education can be defined as the process of purposely designing and implementing a media
message to both entertain and educate in order to increase audience members‟ knowledge about an
educational issue, create favorable attitudes, shift social norms, and change overt behavior (Singhal and
Rogers, 2004). This definition implies that designers of EE interventions carefully conduct formative
research, pay attention to theories of message design and behavior. For example, in developing countries,
successful programs about HIV/AIDS prevention and treatment and family planning where launched (Singhal
& Rogers, 2004). Contrastingly, the integration of some prosocial content into a popular series untied of its
initial purpose is also considered an EE intervention (Greenberg et al, 2004). This latter form of integrating
a storyline in an existing entertainment programme as „ER‟ (Brodie et al, 2001; Valente et al, 2007) is more
prevalent in the US and regions wherein many media compete for attention. This shows that EE is
differently approached in developed and developing countries due to the different social and political
constraints that characterize cultures (Greenberg et al, 2004). This division is important as different
processes are involved in only passing on information to the audience opposed to changing more longlasting attitudes or behaviors and different effects can be expected.
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Effects of EE
The direct goal of EE interventions is to contribute to social change at the level of the individual, the
community and society (Singhal & Rogers, 2004). EE contributes to social change in two ways. At the
individual level, it can influence the audiences‟ awareness, attitude, and behavior towards a desirable end.
At the community level it can change the audiences‟ social context to facilitate the generation of favorable
conditions for social change at the system level. Research shows that EE programs mostly have an indirect
influence and little direct effect on behavior. Because behavior change is not and individual issue but is
influenced by the social environment wherein people live, this social structure should also be changed in
order to achieve this (Mutsaers et al, 2006). Key to this is facilitating interpersonal communication within
social networks. Research shows that drama series can have great impact via social interaction on the
attitudes, perceptions and behavior of the audience (Piotrow & de Fossard, 2003). One of the processes
trough which EE interventions attempt to stimulate interpersonal communication is parasocial interaction.
When the viewers identify with a character, feel involved with the characters‟ experience and give meaning
to the message by discussing this with others (Mutsaers et al, 2006). To understand when, how and why
these effects take place trough EE interventions, scholars have developed theoretical frameworks that are
discussed in the next section.

2.2

Theorizing EE

There is a natural fit between the entertainment education strategy and social cognitive theory (SCT)
(Singhal & Rogers 2002). According to SCT, the viewers‟ value of the desired behavior can be reinforced
as character is rewarded for performing this in the series. Hence, if the character is punished for the
undesired behavior, this can also function as a model for discouraging viewers to take such actions (MoyerGuse & Nabi, 2008). Thus, as EE interventions often try to influence the audience by providing positive and
negative role models, it was not a surprise that this theory was one of the first used by scholars to start
comprehending the effects of EE.

Understanding EE is enriched by the different sociological and communication theories that have been
applied in research such as; social cognitive theory of Bandura, audience involvement theory (Sood, 2002),
the elaboration likelihood model (Slater and Rouner, 2002), social constructivism (Davenport-Sypher et al,
2002), uses and gratifications, agenda-setting, knowledge-gap, cultivation analysis, diffusions of
innovations (Sherry, 2002) and theory of communicative action of Habermas (Storey & Jasobsen, 2004).
Previously, research was focusing on providing cognitive and rational explanation of the effects by using
stage-of-change, hierarchy of effects and other models (Singhal & Rogers, 2004). Recent investigations
focus more and more at the entertainment side rather than the education side of EE, emphasizing the
symbolic, play and affective aspects of EE interventions (Singhal & Rogers, 2004). Furthermore, research
mostly aimed at individual level changes and nowadays the focus expands to more system or community
level changes. The theoretical propositions that have been postulated throughout the years reflect this. The
next sections will elaborate on relevant theories on individual and community level change that provided a
basis for understanding audience reception and resistances to EE.
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2.3

Audience centered theories

Theories about how audiences interact and react to EE interventions can be broadly categorized as
„audience centered theories‟ (Sood et al, 2004). In sum, these theories posit that trough EE audiences
undergo an emotional experience of being captivated by the narrative itself and becoming involved with the
characters (Moyer-Guse, 2008). Different theories such as the gratifications theory, parasocial interaction,
audience involvement and the two step flow are considered in this category (Sood et al, 2004).

Audience involvement is a key construct in different fields of research, particularly in consumer and
communication research (Sood, 2002). The effects of involvement on persuasion have been studied by
many scholars leading to different explanations making it a complex concept. To gain better understanding
of the concept, Sood (2002) proposed the audience involvement model that makes a distinction between
two elements; reflection (critical and/or referential) and parasocial interaction (affective, cognitive and
behavioral participation or any combination of these). This model contributed to the understanding of how
the EE affects audiences‟ attitudes, behavior taking this concept and looking at the influence on
intermediate effects as self-efficacy and collective efficacy and interpersonal communication.

Parasocial interaction is defined as “the seeming face-to-face relationship between the spectator and the
performer” (Horton & Wohl, 1956). This describes the interaction between the viewer and the character in
the series that builds towards an imaginary relationship. In this process, it is not necessary to experience a
form of similarity or role taking with the character. As described earlier, parasocial interaction consists of
three dimensions. Affectively oriented interaction refers to the extent in which audience members identify
with characters or with outstanding characteristics. Cognitively oriented interaction refers to the extent to
which viewers pay careful attention to a media program and think about its educational content after the
viewing. Behaviorally oriented interaction refers to the extent to which viewers talk to or about the
characters and reschedule their lives to make time for exposure to a program (Sood, 2002).

Reflection is the degree of consideration and integration of the message into the audiences‟ own life (Sood,
2002). Referential reflection is the degree to which viewer relate the story to their own life by discussing it
with others in terms of their own lives and problems. Critical reflection occurs when the viewers distance
themselves from the message and engages in reconstruction of the program and the suggestion of plot
changes (Sood, 2002).

2.3.1 Narrative and Character involvement: articulating EE features
Recent findings reported on audience involvement by taking a broader perspective and making a distinction
between involvement with the narrative and involvement with the characters (Moyer-Guse 2008). In this
conceptualization, different concepts and theories are included from previous research and are presented
as Entertainment Education features. Being primarily engaged in the storyline rather then in the direct
environment is described as involvement with the narrative. However, different nametags have been
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proposed for this process; transportation, engagement, immersion, engrossment and absorption (Green &
Brock, 2002; Bandura, 2004; Gerrig, 1993; Slater & Rouner, 2002).

Transportation is put forward as most commonly used. It is defined as a “convergent process where all
mental systems and capacities become focused on events occurring in the narrative” (Green & Brock,
2000). One of the first scales to measure transportation is the Transportation Scale of Green and Brock
(2000). In this scale, different items related where proposed such as personal relevance. This scientific
body of research hypothesized that transportation may influence attitudes, intentions and behavior by
reducing counter arguing and psychological reactance. Busselle (2009) examined this transportation scale
and the approach of involvement with the narrative in a later stage again together with other emergent
related constructs. This newly proposed approach of transportation is explained in the next section
„Combining constructs: Narrative involvement‟.

The second type of involvement is with the characters in the intervention, referring to different concepts
that are linked to the interaction that viewers have with the characters (Moyer-Guse, 2008). This involves;
identification, wishful identification, similarity, PSI and liking. As these concepts are highly related to one
another, the existing research shows that it is hard to distinguish them. For example, researchers have
conceptualized identification differently (Murphy, 2009).

According to Cohen (2001), Identification with the characters refers to an emotional and cognitive process
where the viewer temporarily becomes the character, instead of the role as being a viewer. There are four
dimensions of this process; empathic (joint feelings with the character), cognitive (mutual perspective with
the character), motivational (taking over character‟s objectives) and absorption (loss of self-awareness
while viewing) (Cohen, 2001). The fourth dimension has an overlap with transportation and the difference
lays in the additional other three dimensions that touch upon one character instead of the whole storyline.
In addition, the perceived similarity or feelings of relatedness to a character, and liking of a character are
put forward as also being part of identification by others (Murhpy, 2009). Identification differs from wishful
identification in that it relates to an emotional and cognitive process whereas wishful identification refers to
looking up to the character and wanting to change himself or herself similar to the character. The third
concept, perceived similarity, involves a cognitive evaluation of what the viewer has in common with the
character while maintaining the viewers‟ perspective. Though it might look like identification, it differs at the
point where identification means loosing one‟s own perspective and feeling empathy and shared emotions
with the character.

The fourth concept, parasocial interaction was mentioned before in the audience involvement theory. This
concept is now categorized under „involvement with the characters‟. Furthermore, it is speculated that this
process does not necessary involve similarity of the character or role taking. As last, another form of
positive evaluation of the character is described as „liking‟ (Cohen, 2001; Giles, 2002). Liking simply stands
for how the viewers experience the characters as they see them for the first time. It refers to a positive
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evaluation of the character. It is comparable to PSI and similarity, because in these evaluations the viewer
maintains his or hers own perspective. Contrastingly, wishful identification is different because it requires
giving up some of the viewers‟ perspective and identification goes even further by taking the characters
perspective.

In addition to the five concepts mentioned in the previous section, dimensions of transportation are also
proposed as a process that describes engagement with characters (Busselle, 2009). In this view, the
different constructs from Cohen and other researchers are integrated in different transportation dimensions;
empathy (the viewer experiences the emotions that are similar to the characters‟), sympathy (feeling
positive emotions for the characters but not feeling the same emotions), and cognitive perspective taking
(understanding events from a location within the story instead of from a distant objective perspective)
(Busselle, 2009).

2.3.2 Evaluating constructs: narrative involvement
From the previous section it becomes clear that in the last decade different constructs related to
involvement with the narrative and with the characters that have surfaced. While the constructs have proven
to be of use in explaining the involvement processes, Busselle & Bilandzic (2009) advocate for creating
transparency to enhance the understanding of the roles they play in involvement processes, the relations
between the constructs and the ways in which these enhance persuasion. Moreover, the scales that have
been used and developed in the past did not enable scientists to distinguish among emotional and cognitive
aspects of narrative engagement. The newly proposed „Narrative Engagement Scale‟ combines items from
different constructs that are mentioned in the previous section (identification (Cohen, 2001), transportation
(Green & Brock, 2002).

In this scale, four dimensions of narrative engagement are identified:, narrative understanding, attentional
focus, emotional engagement and narrative presence. These dimensions comprise a list of combined items
and constructs that measure narrative and character involvement. Narrative understanding concerns the
ease of understanding the story. This includes narrative realism, ease of cognitive access and cognitive
perspective taking. Emotional engagement refers to the emotions that the viewers have for and with the
characters. For example, feeling sympathy for the characters or empathy with the characters. Identification
is also related to this dimension. Attentional focus reflects the degree to which the viewer is focused on or
distracted from the narrative and their loss of self-awareness and awareness of surroundings. As last,

narrative presence points at the shift from being in the real world towards entering the story world. These
dimensions are facilitating transportation, and contributing to different persuasive effects.

To this point, the effects of EE interventions have been explained by the potential of narratives to involve
the audience into an alternative reality wherein the journey takes a different route to persuasion then the
tradition one. However, what could be the mechanism that makes this immersion process have effect? If
the audience experiences different types of involvement, what could explain the influence of these
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processes on resistances? Research in self-regulation processes provides scientific insights for the
moderating role of audience involvement; a weakened state of mind makes an easier match for persuasion.

2.4

Explaining the effects of audience involvement: resource depletion

As the previous metaphor emphasizes; when someone has been attacked and weakened in its defense, it
will need time to reinforce again to resist at full potency. This process of resisting attacks, regulating ones
behavior and the ability to do so is studied in the field of self-regulation. When applying this to daily life
activities, resisting persuasive attacks requires motivation and ability. These self-regulation tasks appear to
deplete a limited psychological resource; this is referred to as ego depletion. Following the ego-depletion
theory, a sufficiently demanding task that draws upon resources in one situation can reduce the ability to
perform an apparently unrelated task in a subsequent situation (Muraven et al, 1998). This is grounded in
the idea that the depletion continues for a short period, as the resources need time to replenish. Many
experiments have confirmed this proposition (Muraven & Baumeister, 2000; Muraven et al, 1998). The
consequences of lacking resources and ability to resist persuasion are that people are more susceptible
for attitude change or being influenced in general (Burkley, 2008). The mechanism behind these enhanced
persuasive effects is that people fall back on heuristic processing of the message (Janssen et al, 2008).
This means that viewers are less alert and fall back on their own rules of thumb (heuristics), cognitive
shortcuts to make effortless decisions. Nevertheless, not every task is sufficiently depleting ones selfregulatory resources. The degree to which the task is depleting self-regulatory resources does not depend
upon the cognitive effort it takes. Until now, the tasks that have been examined to exert self-control are not
based on the amount of effort they take. Baumeister et al (2007) have indicated seven categories of selfcontrol tasks; controlling attention, controlling emotions, controlling impulses, controlling thoughts,
cognitive processing, choice and volition and social processing. An example of a depleting self-controlling
task is suppressing stereotypes and prejudice (Gordijn et al, 2004). To test ego depletion, the dual-task
procedure is developed wherein two unrelated self-control tasks have to be completed; a depletion task
and a dependent task (Hagger et al, 2010). To counteract depletion and recover ones resources, different
strategies are proposed; getting sleep, experiencing positive emotions (Baumeister, 2002) or relaxing
between the two self-control tasks (Tyler & Burns, 2008).

Ego depletion and narrative engagement
Recent findings start to make linkages between persuasion literature and self –regulation literatures. For
instance, a recent study shows that being depleted impairs the ability of individuals to resist counter
attitudinal appeals (Wheeler et al, 2007). Coming back to involvement; when the viewer is not depleted, the
chance of being immersed into the EE intervention might be less likely compared to a state of ego
depletion. A study of Vohs & Baumeister (2007) gives results that could support this proposition. When the
participants viewed an emotionally provocative video after performed an ego depleting task, they reported
stronger emotional reactions to the video. These findings could imply that the depleted viewers where
more engaged in the story and thereby more affected by its content. Thus, being depleted could lead to
higher involvement in the narrative and thus enhance the persuasive effects of an EE intervention or even
19

the sustainability of these effects. Replenishment of the resources by watching the EE intervention is in this
context less likely as the drama series does not bring positive emotions or rest & relaxation. On the
contrary, being involved in this dramatic emotional story is more likely to disable the source from
recovering.

2.5

Resistance to EE

The next step in understanding how the audience reacts to the message is to identify how different
elements of narrative involvement overcome resistances to persuasion. The definition of resistance
referred to in this study is „the antithesis of persuasion‟ (Knowles and Linn, 2004). Resistances to EE
messages exist at different levels. As Singhal & Rogers indicate (2002) ; the level of 1) message
production, 2) message environment and 3) message reception. For this study, the focus will be on the
resistance level of message reception.

As viewers selectively expose themselves to these EE programs, selectively perceive them, selectively
remember them and selectively apply them for goals they find of importance, resistances exist at the level
of message reception. An example of this is the often-observed Archie Bunker effect (Singhal & Rogers,
1999). When investigating the effects of EE interventions, researchers found that a small group of viewers
started to identify with the negative role models. Highly prejudiced viewers where reinforced by the
character Archie Bunker as he promoted racial prejudices in the program. After having identified the types
of involvement that can draw the audience into the program in the previous sections, the next sections will
explore some of the most relevant theories have tried to explain how these features can result in EE effects
and thereby help in overcoming resistances to persuasion.

2.5.1 Social Cognitive Theory (SCT)
As mentioned before, the Social Cognitive Theory is one of the most applied theories in the field of EE. In
sum, this theory concludes that people learn vicariously by observing models besides direct, experiential
learning (Bandura, 2002). This is complementary to the purpose of EE interventions where learning is
stimulated not always in an explicit manner but also trough implicit ways (Bouman, 2005). In the context of
EE, the characters serve as models that transmit knowledge, values, cognitive skills and new types of
behavior (Bandura, 2004). Key to this theory is that the viewer adopts not all the observed behaviors. The
cognitive sub processes that underlie the learning experience are; attention, retention, production and
motivation. The last process is linked to the core component of the theory that people choose in which
behavior they engage by being motivated to do so (Bandura, 1986). Self-efficacy and outcomes
expectancies manipulate this motivation.

Self-efficacy, relating to the persons belief of being capable to enact the behavior, could be increased by
seeing a similar model accomplish that challenging health behavior. Outcomes expectations refer to the
viewers perception of the consequences of enacting a certain behavior. According to SCT, when EE
programs want to influence both processes, the program should induce involvement with characters and
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increase motivation. To attain the desired effects, EE strategy includes different role models; negative,
transitional and positive characters. The positive character shows the desired behavior, the negative
character shows the undesired behavior. Most important is the transitional model that shows a transition
from the undesired to the desired behavior state moderated by having doubts about their behavior
(Bouman, 2005). In this way, the character reflects the dilemmas that the viewer faces in daily life. Thus,
SCT acknowledges that the viewers bring their own beliefs, attitudes and norms that influence their
motivation to a media exposure. In this state, the viewer is not blank when they experience the program
and therefore this can cause resistances to reception of the message (Moyer-Guse, 2008). In this theory,
the role of identification with the models and similarity are difficult to intercept as these terms where not
used in the literature of SCT (Bandura, 1986, 2002, 2004).

Although SCT is essential in explaining the effects of EE programs on self-efficacy and behavior it does not
explain the significant effects on beliefs attitudes that often pave the way for changes in behavior. To this
end, Slater & Rouner (2002) proposed the E-ELM as a model for the processing and effects of persuasive
content embedded in narratives.

2.5.2 Extended Elaboration Likelihood Model (E-ELM)
The extended elaboration likelihood model has advanced E-E theorizing in this respect by emphasizing the
role of resistance and narrative engagement. Slater & Rouner (2002) based the E-ELM on the previously
developed Elaboration Likelihood Model (ELM) by Petty & Cacioppo (1986). The ELM is an audiencecentered model focusing on message reception and processing in a traditional persuasive context. The
forthcoming model, E-ELM, is specifically applied to the processing of narratives and focuses on “the
unique ability of EE to influence beliefs, attitudes, and behavior by reducing message counter arguing, a
form of resistance characterized by the generation of thoughts that disagree or are conflicting with the
persuasive intent” (Slater & Rouner, 2002).

Figure 2.1 A Theoretical Model for the Processing and Effects of Persuasive Content Embedded in Narratives.
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The E-ELM suggests that as the dramatic narrative has absorbed the viewers they are in a state of
immersion wherein they are less critical and therefore less likely to counter argue with the embedded
persuasive message. To achieve this state of immersion some elements are essential; appeal of the
storyline, the quality of the production, the persuasive undertone is should not be obtrusive and the viewer
should feel similar to a character (Slater & Rouner, 2002). Two key features of involvement are considered
in the E-ELM, absorption (or transportation) and identification with the characters. Firstly, by being
transported into the narrative, viewers are less motivated to counter argue and to resist the persuasive
message (Green & Brock, 2000; Knowles and Linn, 2004; Slater & Rouner, 2002). Secondly, by identifying
with the characters, absorption is increased, counter arguing is reduced and the viewers are more likely to
agree to the beliefs and values of the program. Identification is defined as “a process wherein an individual
perceived another person as similar or at least as a person with whom they might have a social relationship”
(Slater & Rouner, 2002) In this respect, the concept combines already existing concepts that are related;
parasocial interaction, homophily and identification. Slater and Rouner (2002) acknowledge that this
complex construct needs further investigation. By highlighting the role of resistance (counterarguing) and
narrative engagement, the E-ELM advanced the theoretical foundations of EE interventions. To conclude,
SCT and E-ELM are both supportive in comprehending how EE may overcome resistance to persuasion by
involvement with characters and storylines.

2.5.3 Entertainment Overcoming Resistance Model (EORM)
Where the E-ELM started theorizing about the potential of reducing counter arguing, different scholars built
on this by investigating what kind of involvement could influence different kinds of resistances (Singhal &
Rogers, 2004; Moyer-Guse, 2008; 2010). As counter arguing is not the only type of resistance that can
deteriorate the persuasive effect of a message, the quest for generating an overview of possible
resistances began. In this line, Moyer- and Guse (2008) developed a theoretical framework that examines
how each type of involvement (EE feature) may overcome different types of resistance to persuasion, the
Entertainment Overcoming Resistance Model (EORM). In this model, Moyer and Guse (2008) introduce
seven new guiding propositions that relate to overcoming different kinds of resistance; reactance, counter
arguing, selective avoidance, perceived vulnerability, perceived norms, self-efficacy and outcomes
expectancies.
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Figure 2.2 The Entertainment Overcoming Resistance Model.

Focus on six types of resistance
In this research, we focus on examining six types of resistance as indicated by the EORM model. These six
resistances are; reactance, counter arguing, selective avoidance, perceived vulnerability, social norms and
outcome expectancies. The theoretical foundations from the EORM model related to these resistances are
discussed in the following section.

2.6

Overcoming resistances

It is hypothesized that there are certain relationships between the types of involvement and resistance.
Certain types of involvement or EE features are proposed to have help in overcoming resistances. These
predictions are laid out in the EORM model of Moyer-Guse. As this study focuses on explaining the effects
of EE interventions by selecting six relevant resistances, it is interesting to investigate which EE features
can be expected to have an effect in overcoming these.

2.6.1 Reactance
As mentioned before, reactance is one of the most discussed and well-known forms of resistance. As
humans have the urge to be free to choose their own attitudes and behavior, a perceived threat to this
freedom leads to a form of arousal, reactance (Brehm, 1966). Even if the message is in the best interest of
the receiver, perceiving it as a threat can lead to the rejection of the message only to regain the
independence of the individual. Moreover, because of the reactance, the individual can also engage in more
of the undesired behavior, the so-called Boomerang effect (Brehm, 1966). This explains why some
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persuasive health promotion campaigns might even evoke more unhealthy behavior amongst their
audiences (Bensley & Wu, 1991; Bushman, 1998).

Overall, the narrative format of EE interventions that stimulate absorption and reducing the perception of
persuasiveness is a unique aspect of EE programs that can reduce reactance. More specifically, theory
suggests three EE features that have the ability to address reactance. Firstly, the narrative structure of EE
messages can reduce reactance. By camouflaging the persuasive content and reducing the perceived
persuasiveness, the audience can be more receptive to the influence (McGrane et al, 1990). This is also
present in the E-ELM by referring to the unobtrusiveness of the message. In addition, parasocial interaction
is proposed to reduce reactance. An effective strategy is using peers to demonstrate the desired behavior
as viewers see peers as less authoritative and controlling (Burgoon et al, 2002). When the audience builds
a parasocial relationship with these peers, they will look up to this character for guidance about behavior
(Hoffner, 1996). Thirdly, liking is proposed to influence reactance. The proposition posits that liking a
character without having formed a parasocial relationship may also reduce a perceived threat. However, a
weaker effect is expected here. In sum, narrative and character involvement are both helpful in reducing
reactance and enhancing the persuasive effects.

2.6.2 Counter arguing
Counter arguing is also one of the resistances scrutinized extensively by E&E scholars and perceived to be
successfully reduced by the E&E strategy. For instance; the E-ELM addresses how identification with
characters and transportation into the narrative can overcome this resistance and influence beliefs,
attitudes and behavior. Transportation may reduce counter arguing by reducing the motivation and ability of
the viewers to engage in this. The second construct, identification, is defined as a process in which
someone perceives to be similar to the character or have a social relationship with the character (Slater &
Rouner, 2002). However, identification is acknowledged as a complex construct and further explorations of
this conclude that it requires being immersed into the characters‟ world and thereby temporarily loosing
ones‟ self-awareness (Moyer-Guse, 2008). As the characters actions and feelings grasp the viewers‟
attention, the process of counter arguing is undermined. Hence, forming a parasocial relationship with the
characters may also reduce counter arguing, but in a different way. When viewers build PSI with a
character, they trust this person more and perceive them as a credible source of societal information
(Rubin & Step, 2000). Becoming familiar with the characters and building trust in the viewers mind can
influence their motivation to accept the information without counter arguing with the claims of the source.
Thus, both involvement processes may reduce counter arguing but as Moyer-Guse (2008) contends; it is
still unknown if identification or transportation is more effective in achieving this. Recent findings have shed
a new light on this question. A recent study of Moyer-Guse (2010) reports that transportation may lead to
more counter arguing. To explain this, the writers state that the way they measured counter arguing could
have lead to this unexpected effect and that further development and improvement of these measures
should be investigated.
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2.6.3 Selective avoidance & Defensive Avoidance
Forming counter arguments requires spending energy in resisting the persuasive message. A more easy
way of resisting is just avoiding certain content altogether without really considering the message. This can
be described as selective avoidance. According to the EORM, two possible explanations are given that
could be of relevance to E&E productions; inertia and fear. Fear for the topic or experiencing high fear
appeal can lead to defensive avoidance or ignorance to handle the message (Witte, 1994). This is
grounded in the idea that if people perceive a relevant and severe threat (if I drink I am susceptible to
becoming abused by boys) they become scared and motivated to take action to reduce the fear. Avoidance
is even more likely when the message does not contain any information about ones self-efficacy (individuals‟
beliefs about ability to perform the recommended response) or responsive efficacy (effectiveness of
recommended response). This means that the individual becomes overly frightened and engages in fear
control processes wherein they deny the existence of a threat or avoid threat inducing information (Witte et

al, 1994). The consequence of this so-called „defensive avoidance‟ response is rejection of the
recommended behavior. The E&E literature suggests the viewer may process the messages they would
otherwise find too scary because they enjoy being transported into the story. As research on suspense
suggests, viewers often expect that there will be a pay off at the end of the story. Therefore, they are
willing to experience intense arousal, fear and anxiety by attending stories they would normally avoid
(Moyer-Guse, 2008). In the EORM, propositions about selective and defensive avoidance are combined
from insights of previous research.

2.6.4 Outcome expectancies
According to the SCT, outcome expectancies next to self-efficacy also influence ones motivation to perform
a certain behavior. Outcome expectancies refer to the individuals perceived positive or negative
consequences that are likely to follow from a specific behavior (Moyer-Guse, 2008). According to the SCT,
when the audience observes a model that experiences a positive consequence after performing the desired
behavior, the viewer‟s motivation to perform that behavior is positively reinforced. Subsequently, when a
character experiences punishment for their behaviour, the motivation is negatively reinforced in the mind of
the viewer. Furthermore, when the model is attractive or similar to the viewer this effect is even more likely
to happen. In the context of alcohol consumption, outcome expectancies has received much attention and
are perceived to be an important explanatory factor of problematic drinking behaviour in emerging adults
(Kong et al, 2010). Evidence supports that the initiation of drinking at a young age and the development of
drinking motives is preceded by carefully considering the positive effects of alcohol (Miller et al, 1990). If
the individuals have the expectation that drinking will improve social situations, then they can be more
motivated to drink to achieve this effect (Kong et al, 2010).

2.6.5 Perceived invulnerability
As briefly mentioned in the previous section, when someone feels that they are not susceptible or
vulnerable to the communicated threat, they will resist changing their beliefs, attitudes and behaviours
conveyed in persuasive messages. This optimistic bias (Goossens et al, 2002) of not being affected by
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negative consequences of risky behaviour is grounded in the idea that someone underestimates their risk
compared to others‟ (Frankenberger, 2004). Perceived invulnerability is approached as a determinant in
different health behaviour models. For instance; the Protection Motivation Theory (Rogers, 1983) and the
Extended Parallel Process Model (EPPM, Witte, 1994). In the EPPM, perceived susceptibility refers to a
perceived threat that motivates someone to take action to reduce the fear. According to the EORM model,
feeling similar to a vulnerable character that is affected by the negative consequences of the risky
behaviour may increase feelings of vulnerability in the mind of the viewer. Combining this with identification
is expected to strengthen the effect on the perceived vulnerability. Especially the emotional dimension of
identification makes the difference with the traditional way of communicating an objective risk to the
audience.

2.6.6 Perceived norms
Perceived norms can also lead an audience to resist a persuasive message. Before elaborating on that
matter, it is important to define perceived norms. Pratkanis (2007) describes a norm as “a rule that states
expectations about the appropriate and correct behavior in a situation”. In the EORM, perceived norms are
defined as the individuals‟ perception of the norm surrounding a certain behavior. Norms can either be
descriptive or injunctive (Goldstein & Cialdini, 2007). The descriptive norm is reflecting what most people
do and the injunctive norm is referring to what ought to be done. These two types of norms potentially
influence behavior trough different processes and bring forth different types of behavior. Hence, when
attempting to create persuasive messages to change behavior, it is essential to focus the target audience
on the norm that is aligned with the end objective (Goldstein & Cialdini, 2007). For example; when focusing
the audience on the undesirable descriptive norm, this can undermine the potential of the desirable
injunctive norm.

When the audience thinks that the specific behavior is normal and everyone is doing it, this becomes a
basis to reject an attempt to convince the audience about the negative consequences of this behavior
(Moyer-Guse, 2008). By labeling the risky behavior as normal, the individual creates a false consensus and
overestimates their peers‟ risky behaviors (Gerrard et al, 2003). Moreover, the belief that peers engage in
more risky behavior relates to the increase of risky behavior of the perceiver (Page et al, 2000). The media
are often judged for presenting unrealistic situations wherein characters promote the risky health behaviors
as normal and influencing the viewers‟ norms (Ward, 2002). When following this statement, showing a
positive character that performs the desired behavior should result in the viewer‟s change of behavior, but
this is not so self-evident. According to Moyer-Guse (2008), the essential element for reaching the desired
effect is that the viewer engages in parasocial interaction with this character. When this happens, the
viewer starts to include the character in their social network (Brown et al, 1990) and look to that person as
a referent for the social norm. In means of an EE strategy, including characters that contradict the existing
perceived social norms could lead to a reflection of the viewer on one‟s own social norm.
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Evaluation of the existing theories
When looking across all the existing theories there are several points that these theories have in common.
They all focus on involvement with the narrative and/or the characters as essential elements of persuasive
success. Furthermore, the models propose that narrative programs offer a unique experience as the
audience is absorbed in the story and becomes emotionally and vicariously involved with the characters.
However, the possibility of these constructs to overcome certain types of resistance remains mostly
untested (Moyer-Guse & Nabi, 2010).

2.7

Investigating involvement, resistances and effects

With the previous scientific insights in mind, this study focuses on investigating involvement and resistance
processes that are relevant in the context of alcohol prevention by using Roes as an example of an alcohol
prevention intervention. The focus is determined by selecting the resistances and outcomes that are of
most relevance and influence towards excessive drinking behavior from the EORM model. In this respect,
reactance and counter arguing are selected as the most relevant resistances that are applicable to the
episode of Roes and the characteristics of the target group. Furthermore, the outcomes that are expected
to be influenced most likely by watching the selected episode are; outcome expectancies, perceived selfefficacy towards refusing alcohol, and perceived vulnerability. These are chosen because of the nature of
alcohol behavior among adolescents; taking risks, having an optimistic bias and positive outcome
expectancies, wanting to belong to peer groups that have their own social norm and influence their
intentions and behavior. Hence, the study will examine if and when the dimensions of audience involvement
overcome resistances to message reception. What is more, the effects that these resistances have on
their vulnerability, drinking expectations, subjective norms and drinking intentions.
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Thus, based on the EORM and the E-ELM the following model is hypothesized:
Involvement processes

* Relevance

Resistance processes

Outcomes

*Storyline
understanding

**Reactance

*Attentional focus

**Message
Derogation

**Outcome
Expectancies

*Narrative presence

**Counter Arguing

**Perceived
vulnerability

*Emotional
engagement

**Selective Avoidance

**Perceived subjective
norm

*Character
understanding

**Defensive
Avoidance

*moderate drinking
intention

*

As defined by Busselle (2009)

**

As predicted by the EORM model of Moyer-Guse (2008)

narrative involvement

character involvement

Figure 2.3 Hypothesized model of entertainment education effects.

Narrative and character involvement – Transportation and relevance
Audience involvement processes in this study include both narrative and character involvement, as these
are both essential elements of understanding audience involvement (Moyer-Guse, 2008). Narrative
involvement and character involvement is defined in this study by the four dimensions of transportation of
Busselle (2009). Transportation refers to being swept up with the storyline and thereby reducing the
motivation and ability of the audience to engage in counter arguing (Slater & Rouner, 2002). The
dimensions of transportation are: narrative understanding (storyline understanding & character
understanding in Figure 2.3) emotional engagement, narrative presence and attentional focus.

In previous research, different relationships were tested between the transportation scales and resistance
processes. For instance; when the viewer has attended the message, experiences the negative
consequences of her excessive drinking behavior, it is expected that this may change their outcome
expectancies (Moyer-Guse, 2008). What is more, the EORM proposes that “identification and similarity to a
vulnerable character will improve the persuasive effects of EE by increasing the audiences‟ perceived
vulnerability” (Moyer-Guse, 2008). Following this, engagement with characters has the potential to result in
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indirect changes in perceived vulnerability and intentions towards drinking behavior. However, most of the
propositions of the EORM are still untested and different studies have found contradictive effects of
transportation on resistances. For instance; in a study of Cohen (2001), transportation reduced counter
arguing but this was not the case in a study of Moyer-Guse (2010). Thus, the effects of transportation
dimensions are not specified to specific resistances but the possible influence of character and narrative
involvement on all the resistance processes are considered possible and taken into account.

In addition, the perceived relevance of the program to the lives of the spectators is investigated. As earlier
research indicates, the more the audience perceives the story to be relevant to their daily lives, the more
they are transported into the narrative (Green & Brock, 2002). Thus, relevance could even facilitate more
transportation or increase chance for transportation to occur. Previous to the transportation scale of
Busselle, this construct was included in the transportation scale of Green and Brock (2002). Thus, this
construct is added as an additional audience involvement item.

Resistance processes
Subsequently, transportation into the story can reduce the motivation and ability to engage in counter
arguing, reactance (Moyer-Guse and Nabi, 2007) and selective avoidance (Moyer-Guse, 2008). In this study,
reactance refers to the degree to which the audience perceives that the message in the E&E intervention is
trying to constrain their freedom of what stance they should take towards excessive drinking.

The second construct, counter arguing, is in this study defined as the purposeful “generation of thoughts
that are inconsistent with the persuasive argument” (Slater & Rouner, 2002). Though past research
continuously reported on the negative association of engagement with the narrative and the characters
may suppress the viewers from forming counter arguments, a recent study shows that transportation can
also lead to generating more counter arguments (Moyer-Guse, 2010). This study will try to examine this
association once again with different measures to gain insight in this matter.

As last, selective avoidance is approached slightly differently from the definition in the EORM model. In this
context, avoiding the EE intervention is not applicable, as the participants in the experiment do not have the
possibility to avoid the exposure. Avoiding content in this context is referring to responses during the
exposure and after the exposure as result of the dramatic way in which the information is presented.
Therefore, selective avoidance refers to a reflexive judgment of the exposure and indicates if the viewers
selectively looked away from the screen at certain moments or thought about turning the video off while
watching. Because selective avoidance is difficult to measure in this context, defensive avoidance is added
as this response is related to the latter. Adding this construct could give more insight in the avoidance
processes. But there is also another reason to add defensive avoidance. As the video includes a dramatic
narrative that could evoke fear appeal among the viewers, the possibility of a defensive avoidance reaction
as mentioned in the Extended Parallel Process Model (EPPM, Witte, 1994) may occur. Hence, in this study,
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defensive avoidance is referring to the extent to which the audience actively tries to suppress thoughts
about the episode or the underlying message that is presented.

Outcomes – Outcome expectancies, perceived vulnerability, subjective norm and perceived
realism
As mentioned before, the outcome variables in the hypothesized model are adopted from the EORM model
wherein they are conceptualized as resistances. We acknowledge that these constructs could indeed
influence the persuasiveness of the message but as research in drinking behavior shows; these are
perceived as being affected by the persuasive message. For instance; outcome expectancies refers to the

alcohol outcome expectancies (the beliefs about the effects of alcohol) which are perceived to be
determinants for alcohol behavior in addiction research (Kong et al, 2010; Simons-Morton et al, 1999).
When resistance processes are not bothering the audience they could be more receptive of seeing the
negative consequences of alcohol consumption, this may in turn alter their outcome expectations of
drinking behavior. Perceived vulnerability is also approached as an outcome variable following the EPPM
(Witte, 1994)) wherein perceived susceptibility mediates the impact of the persuasive message on attitudes
and behavioral intentions. In this context, perceived vulnerability refers to the degree in which adolescents
perceive they are vulnerable to experience alcohol related unpleasant and unsafe situations. Involvement
with the narrative and the characters is predicted to increase the perceived vulnerability (Moyer-Guse,
2008).

Next, Roes is expected to influence the perceived subjective norm according to the earlier findings by Van
Leeuwen & Renes (2009) on this specific episode of Roes. In this study, perceived norms are approached
as the subjective norms that surround drinking behavior. This refers to definition from the Theory of
Planned behavior (TPB, Ajzen, 1991) “the person's perception of social pressures from important others to
perform or not perform the behaviour”. According to the EORM, changing this perception is expected to be
influenced by involvement with the characters that function as role models. Being involved may overcome
avoiding realising that alcohol has negative consequences and convince the viewer that drinking
excessively makes you look like a fool among your friends. The latter effect can support the change in
subjective norm towards the idea that excessive drinking behaviour is disapproved by ones‟ peers.
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3.

Research aim and research questions

In the introduction, it became clear that alcohol prevention trough EE has promising effects. In the context
of alcohol as a risk factor for breast cancer, this research aims to investigate the conditions for developing
an EE intervention that could effectively reach adolescent girls for the prevention of alcohol consumption to
help improve the design of future interventions. Next to this, this research aims to build on and advance the
existing theoretical underpinnings of EE by contributing to the understanding of how Entertainment
Education features can overcome specific resistances. As Singhal & Rogers (2002) propose in their
Theoretical Agenda for E-E; investigating the resistance of message reception by the audience. This is
investigated by examining if the dramatic narrative embedded in Roes induces different types of
involvement and if they can help in attaining certain outcomes. This leads to the following research question:

Main question

What are the effects of narrative and character involvement processes on the perceived outcome
expectancies, vulnerability, subjective norm and intentions related to moderate drinking behavior among
female adolescents in the age of 17-20 years old and to what extent is this mediated by overcoming
resistances as reactance, counter arguing and selective avoidance?

In the previous sections, we elaborated on the theoretical evidence that provides insights about how the
interactions between involvement processes, resistances and outcomes possibly work. Based on these
scientific findings we hypothesize;

Main hypothesis

H1: Narrative and character involvement will positively influence the perceived outcome expectancies,
vulnerability, subjective norm and intentions related to moderate alcohol consumption by overcoming
reactance, counter arguing and selective avoidance.

From this main hypothesis, sub hypotheses are distracted;

H2: Narrative and character engagement will be associated with less reactance, counter arguing and
selective avoidance, such that:

H2a: The greater the narrative and character involvement, the lower the reactance, counter arguing and
selective avoidance

H3: Narrative and character involvement will positively influence the perceived outcome expectancies,
vulnerability, subjective norm and intentions related to moderate alcohol consumption.
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Research shows that personal relevance (Green & Brock, 2000) is likely to positively influence
transportation into the narrative and thereby the effects of the dramatic narrative. Therefore, the following
hypotheses are formulated:

H4: Relevance will positively influence narrative and character involvement and thereby facilitate more
transportation.

H5: Resistance processes will mediate the influence of narrative and character involvement on outcome
expectancies, perceived vulnerability and subjective norms and intentions, such that:

H5a: The lower the reactance levels, the more positive the outcome expectancies, vulnerability and
subjective norms and intentions
H5b: The lower the counter arguing levels, the more positive outcome expectancies, vulnerability and
subjective norms and intentions
H5c: The lower the avoidance levels, the more positive outcome expectancies, vulnerability and subjective
norms and intentions

As previous research on Roes indicates, involvement in the narrative and the characters is a predictor for
the persuasive effects. The previous hypotheses focus on unraveling the types of involvement and the
mediating resistances that play a role in this persuasive process. The next step is to investigate what could
enhance sustainability of these effects by moderating the degree of involvement. As described in the
theoretical framework; self-regulation processes are influential in one‟s ability and motivation to resist
persuasive attacks. In this context, the effect of involvement processes is mediated by the reduction of the
resistance processes. Therefore, we hypothesize;

H6: Being exposed to an EE intervention in a state of ego depletion will lead to more sustainable effects,
such that:

H6a: The more individuals‟ self-regulatory resources are depleted, the greater narrative and character
involvement processes will occur.
H6b: The more individuals‟ self-regulatory resources are depleted, the lower the motivation and ability to
engage in reactance, counter arguing and selective avoidance processes.
H6c: The more individuals‟ self-regulatory resources are depleted, the more sustainable the effects on
outcome expectancies, perceived vulnerability and perceived subjective norm.
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4.

Methods

Study Design
The data for this study was acquired through empirical research with quantitative research methods. A
randomized pre-test post-test design was used for this study. As mentioned in the previous section,
different dimensions of involvement are being examined. To investigate the effects of these dimensions of
involvement, three different conditions that aim to enhance or decrease the degree of involvement were
performed. The study set up is summarized in the following scheme:

T0

Pre-test
Questionnaire

T2

T1
Intervention ‘In Love’
Condition 1
„Normal‟

Post-test Questionnaire

Measure

Measure
Criteria:
 age
 alcohol use

Outcomes:
 intention
 outcome exp.
 vulnerability
 subjective
norm

Post-test
Questionnaire

Measure
+ Transportation
- Resistances

Involvement:

Outcomes:

 narrative involvement
 character involvement

 intention
 outcome exp.
 vulnerability
 subjective
norm

Resistances:

Condition 2
„Distraction‟

 reactance
 counter arguing
 selective & defensive
avoidance

- Transportation
+ Resistances

Outcomes:
 intention
 outcome exp.
 vulnerability
 subjective norm

Condition 3
„Resource Depletion‟
+ Transportation
- - Resistances
Figure 4.1 Experimental set-up of the study.

4.1

Participants and procedures

In the enrollment period, 151 female participants registered and filled out the pre-test from which 119
participated in the experiment and completed the whole study. As mentioned before, all the participants in
this study are female and between 17 and 20 years old. Most of the participants (60%) are 18 years old,
followed by 19 years old (22%), 18 years old (13%) and 17 year old (5%). The majority of the participants
drink alcohol (95%) on a regular basis. At the start of the study, the majority (60%) drank between 3 and 10
times last month. Even a reasonable proportion of 20% drank more than 10 times the last month. Of the
people who drink, most of them drink 1 day in a week (50%) at least 2 or more drinks (86%). As the
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selected episode „In Love‟ is aimed at youngsters that drink excessively, these statistics show that the
study population drinks less than the initial target audience.

After completing the pretest, the students were randomly assigned to one of the three groups that
correspond with the three experimental conditions; „Normal‟, „Distraction‟ and „Resource depletion‟. The
data collection took place in a computer lab where participants were seated in a room with several
computers, each placed on a separated desk. Before the session, the participants voluntarily agreed upon
an informed consent that described the procedure of the session (see Appendix I) and stated that the
participants were allowed to quit the experiment whenever they wanted. A slideshow (Appendix II) on the
computer lead the participants trough the experiment. After having completed the task, the research
assistant started the episode of Roes, „ In Love‟. After watching the episode, the participants were asked to
fill out a posttest questionnaire in the same lab setting. Two weeks after the experiment the participants
received a request to fill out an online follow-up questionnaire to measure the outcome variables again.

4.2

Stimulus materials

The EE program that was selected for this study is Roes. The Dutch broadcasting station VPRO and the
Trimbos Institute (National Institute for Mental Health and Addiction in the Netherlands) developed this
drama series aimed at alcohol prevention for adolescents aged 14-18 years old. The series consists of 11
episodes of which 1 episode, „In Love‟, is selected for the three conditions. This episode is specially
developed for (somewhat older adolescent) girls and earlier research has shown that this episode evokes
high levels of transportation and emotional engagement among female viewers in the age of 18-20 years
old (Van Leeuwen, 2009). The episode is approximately 25 minutes long. A summary of the storyline, the
portrayed risks and the implicit message of „In Love‟ is included in Appendix III.

Condition ‘Normal’
The first condition „Normal‟ was set up to measure the baseline levels of both narrative and character
involvement and resistances within the audience in an undistorted watching condition. In this condition, the
participants where asked to perform a filler task of three minutes before watching the video. In this task,
participants are asked to write down all the thoughts that come to their mind on a blank paper. The
purpose of this task is to fill up time wherein the group in condition „Ego Depletion‟ completes a related
ego-depletion task. The filler task is described in Appendix IV. After completing this task, the students
viewed the episode and filled out the posttest questionnaire.

Condition ‘Distraction’
The second condition „Distraction‟ was set up to disturb narrative & character involvement processes. The
participants watched the same episode as in the first condition, „In Love‟, to create a comparable situation
wherein they can possibly get transported into the narrative. In this condition, the participants were asked
to perform the same filler task before watching the video as in the first condition. Different from the other
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two conditions is that the video is interrupted by a small animation that pops up in the screen every five
minutes. This animation mutes all sound and shows the text „five minutes have passed‟ (translated in Dutch:
„er zijn 5 minuten verstreken‟). An illustration of this splash screen is included in Appendix V. This type of
stimuli is based on the idea of Cohen (2001) to end or interrupt engagement into the narrative and
characters using an external stimulus such as a ringing phone or a textual stimuli (direct reference to the
reader). The expected effect of this interruption is that being distracted from the story will give the
participants the possibility to return from the story world to their actual world, become aware of their self
and surroundings and therefore reduce transportation and identification processes. Hence, we expected
that resistance processes will be more prevalent. Another mechanism that could support this reasoning is
based on the idea that resisting persuasive attacks requires self-regulation and that reducing these selfregulatory resources (resource depletion) will enhance persuasive effects (Burkley, 2008). Thus, before the
interruption, the viewer spends (part of) their mental resources on engagement with the narrative and the
characters. As their attention is temporarily distracted, the narrative and character engagement are
interrupted, the resources of the participants are not completely claimed by being engaged into the story
and new resources are available to start engaging in deliberate resistance processes as counter arguing,
reactance and selective avoidance. Consequently, we anticipated that the effects of the E&E intervention on
outcome expectancies, perceived vulnerability and subjective norm to be less positive compared to the
first condition.

Condition ‘Resource depletion’
In contrast, the third condition, „Resource depletion‟, was set up to enhance narrative and character
involvement and thereby persuasive effects by depleting self-regulatory resources. The students performed
an ego-depletion task before the exposure. The task was a three-minute thought suppression task. An
example of this task is described in Appendix VI. This is adopted from the 2nd study of Muraven et al (1998)
and is proven to be an effortful task that depletes regulatory resources. Participants were asked to write
down any words that come to mind on a blank paper but without thinking of a „white bear‟. They also had to
monitor how often the unwanted thought occurred and checkmark this on their paper every time it
happened. This task (before watching the episode) was unrelated to the topic of the video and to the topic
of this study. Thereby, confounding effects of this task on the persuasive effects of the video where
accounted for. After completing this task, the participants watched the episode „In Love‟. Subsequently, the
participants filled out the posttest questionnaire.

4.3

Measures

As mentioned before, this is a quantitative study. The design consisted of pre- and posttest questionnaires
that contained items to measure the involvement, resistances and outcome variables. The pretest and
posttest questionnaires consisted of closed and open-ended questions. Furthermore, the questionnaires
were aimed at identifying if the types of involvement and the expected outcomes occurred within the target
group and what the relationship is between those constructs as proposed in the model of hypothesized
entertainment education effects (Figure 2.3).
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4.3.1 Pretest questionnaire
The pretest questionnaire was used to measure the drinking intentions, perceived outcome expectancies,
perceived vulnerability, and subjective norms related to excessive drinking. This pretest was considered as
the baseline measurement to determine the effects of the episode on the outcome variables of Roes after
exposure. The first part consisted of general questions about the age and alcohol consumption of the
participants. The second part consists of items that measure the outcome variables. The pretest is
described in Appendix VII.

Drinking intention was measured in the pretest and posttest using two items to indicate their
intentions to moderate their alcohol consumption. The items are adopted from previous evaluation of Roes
by Steinhaus (2008). For example „I intend to drink less alcohol the next occasion‟ and „I expect to drink
less alcohol the coming month‟ (1=completely disagree, 7=completely agree). These measures were
averaged after each measurement period (pretest α=.64; posttest, α=.81; follow-up test, α=.88).

Perceived outcome expectancies were measured using eight items divided over two subscales.
One scale comprises positive outcome expectancies and is constructed by five items from the study of
Steinhaus (2008). One additional item was added, translated and modified from the Drinking Expectancy
Questionnaire Revised (DEQ-R) developed by Lee et al (2003). For example, „Drinking a lot of alcohol gives
me a feeling of belonging to a group‟ (1=completely disagree, 7=completely agree). These measures were
averaged after each measurement period (pretest, α=.72; posttest, α =.70; follow up test, α =.76 ). The
second scale comprises negative outcome expectancies of alcohol consumption. This includes two items
from the DEQ-R (Lee et al, 2003), „Drinking makes me feel tense‟, and „Drinking makes me bad tempered‟
(1=completely disagree, 7=completely agree). These measures were averaged after each measurement
period (pretest, α=.61; posttest, α=.70; follow-up test, α=.82).

Perceived vulnerability is measured using nine items divided over two subscales. The first subscale is
comprised of four items from the study of Steinhaus (2008) measuring the chance that excessive drinking
leads to something bad happening to oneself. For example „If I drink excessive amounts of alcohol, the
chance is high that something bad will happen to me‟ (1=completely disagree, 7=completely agree). These
measures where averaged after each measurement period (pretest, α=.63; posttest, α=.71; follow-up test,

α=.80). The second subscale is constructed of five items that asks the participants about their perceived
chance to experience unsafe or unpleasant situations because of excessive drinking behavior. These
measures follow the format of previous research (Goldstein et al, 2002). For example, „If I drink excessively,
the chance that I‟ll get sick is…‟ (1=very small, 7=very big). These measures where averaged after each
measurement period (pretest, α=.77; posttest, α=.81; follow-up test, α=.82)

Perceived subjective norm is measured using five items. Subjective norms is approached in the
sense that participants think that important others think it is normal to drink large amounts of alcohol.
Three items about college norms and perceptions of friends‟ drinking norms followed the format of
Dunleavy (2008) and two items were copied from the study of Steinhaus (2008). For example, „Most of my
friends think that excessive drinking is not normal‟ (1=completely disagree, 7=completely agree). These
measures where averaged after each measurement period (pretest, α=.79; posttest, α=.82; follow-up test,

α=.78).
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4.3.2 Posttest questionnaire
The posttest questionnaire included three sections of measurements. Firstly, measures to assess the
participants‟ involvement with the narrative and the characters in the episode of Roes. Secondly, their
perception of resistance processes. Thirdly, all the items from the pretest questionnaire to measure the
outcome variables. The posttest is described in Appendix VIII.

Narrative & Character Involvement

Narrative and character involvement were measured using items identified for the four dimensions
of transportation as defined in the narrative Engagement Scale (Busselle, 2009). The dimensions of
transportation are: narrative understanding, emotional engagement, narrative presence and attentional
focus. Each dimension consists of different items and are translated into Dutch. Minimal linguistic
adaptations were made to make the questionnaire suitable for adolescents. Some of these adaptations
were taken from translations made by De Graaf et al (2009), ten Hoopen (2010) and Bijster (2009). For
example “At times during the program, I completely forgot that I was in the experiment‟, „I was never really
pulled into the story‟, „I found my mind wandering while the program was on‟ (1=completely disagree,
7=completely agree).

Narrative Understanding was measured using five items identified by Busselle (2009) in a 20-item
version of the Narrative Engagement Scale. As the reliability of the short item version consisting of items
was low in this study (α=.53), a factor analysis was performed to identify which items loaded on which
factor. Two factors were identified and two scales emerged from this test. The first scale is categorized as
Storyline Understanding, as the two items ask about the difficulty to understand the storyline. For example;
„At points, I had a hard time making sense of the story‟, and „I had a hard time recognizing the thread of the
story‟ (1=completely disagree, 7=completely agree; α=.60) The second scale is categorized as Character
Understanding, as the two items ask about the behavior and actions of the characters in the film. For
example „My understanding of the characters is unclear‟ (1=completely disagree, 7=completely agree;

α=.69).
Emotional Engagement was measured with three items proposed by Busselle (2009). The items
asked if the viewer felt sympathy for the characters or engaged in emotional perspective taking. For
example; „I felt sorry for some of the characters in the program‟ (1=completely disagree, 7=completely
agree; α=.76).

Narrative Presence was measured by four items as proposed in the 20-item scale by Busselle
(2009). This scale includes the three item scale from the Narrative Engagement scale and one additional
transportation item. For example; „At times during the program, the story world was closer to me then the
real world‟ (1=completely disagree, 7=completely agree). This combination was also used in the previous
study of Van Hoopen (2009) and the reliability was good ( α=.72)

Attentional Focus was measured by three items from the Narrative Engagement scale of Busselle
(2009). The items asked how focused or distracted the viewers were while watching the video. For
example; „I had a hard time keeping my mind on the program‟ (1=completely disagree, 7=completely agree;

α=.73).
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In addition, the relevance of the program to the lives of the spectators was measured as additional
transportation items. As earlier research indicates, the more the audience perceives the story to be
relevant to their lives, the more they are transported into the narrative (Green and Brock, 2002). In this way,
relevance can provide favorable circumstances under which transportation is more likely to occur.

Relevance was measured by two additional transportation items. One from the transportation scale
of Green & Brock ( 2000), „The events in „In Love‟ are relevant to my everyday life‟. Another one was added
from a Dutch study (Das & Fennis, 2004) „The events in In Love are applicable to me‟ (1=not at all, 7=very
much).

Extra validation of involvement overcoming resistance.
As mentioned before, the episode that is used as stimuli in this study is perceived as very dramatic by girls.
As Witte (2000) proposes in the Extended Parallel Process Model, fear appeal might enforce resistances
towards message processing. A cognitive reflection of fear appeal was measured with two items that
asked how shocking or intents they perceived the episode (1=not at all, 7=very much). The reliability of this
scale and was .70 . In addition, five items to measure fear arousal are added wherein the participants had
to rate to what extent they experienced the following mood adjectives (1=not at all, 7=very much);
frightened, tense, nervous, anxious, uncomfortable. These items have been proven to represent
psychological fear arousal adequately in other studies (Witte et al, 2000). Reliability of this scale was high,

α=.82.

Resistances
Furthermore, the types of resistances; reactance, counter arguing, selective avoidance and defensive
avoidance were measured.

Reactance was measured by two different scales. As previous research shows, measuring reactance
in a narrative context can be difficult, and different measures have been experimented with (Moyer-Guse &
Nabi, 2010). Because of face validity issues (Moyer-Guse & Nabi, 2010), the affective component of
reactance was not taken into account but only the cognitive component was measured. The first scale is
comprised of three items that assess the cognitive elements of reactance. The is addressed by the 5-point
Likert scale of Dillard and Shen (2005) that assess the perceived threat to freedom. The participants have
to rate on a 7-point Likert scale how threatening the message was to their sense of autonomy and selfdetermination (1=not at all, 7=very much; α=.57). The second scale measures reactance in the sense of
message derogation, as identified by Witte (1996). This scale consists of three items that asked the
participants if the storyline of „In Love‟ was overblown, exaggerated or farfetched (1=not at all, 7=very
much) The reliability of this scale was α=.79.

Counter arguing was measured by three Likert items composed developed by Brusse et al (2010).
These items together cover different aspects of counter arguing the message in the program. Minor
linguistic adaptations were made to make the items suitable for the adolescents and applicable for the
stimulus material. For example „During the program, several counter arguments occurred to me‟
(1=completely disagree, 7=completely agree) The reliability was good, α=.73.
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Selective avoidance is measured by three items that ask participants if they experienced moments
wherein they deliberately turned away their heads, closed their eyes or felt that they would turn out the TV if
they were watching this at home (1=not at all, 7=very much). The reliability of this scale was .62.
As mentioned before, defensive avoidance is also relevant in this context as fear appeal is included in
the drama series. Two different scales were used to measure defensive avoidance. The first scale focuses
at how the participants estimate the possibility that they will try to avoid thinking about the episode. Two
items from the study of Das & Fennis (2004) are added to measure if the participants felt the urge to avoid
the message that was communicated throughout the episode. For example, „How likely is it that you will
think about the episode after this experiment?‟. Participants have to rate their agreement on a seven-point
scale (1=not likely, 7=very likely, α=.69). The second scale focuses at the first instinct that arose when the
respondent viewed the episode, and is adopted from Witte & Morisson (2000). Four items were adapted
and translated from the original scale, for example; „When I viewed „In Love‟, my first reaction was to think
about the possible consequences of drinking a lot of alcohol‟ (α=.73). The third part of the questionnaire
consists of measuring the outcome variables. The items used are described in the pretest section.

4.3.3 Follow-up Questionnaire
The follow up questionnaire assessed the outcome variables for the third time to indicate the sustainability
of the effects of Roes. The measurement are described in the pretest section. Furthermore, defensive
avoidance was measured again by adding the same items from the posttest but adapting them to the past
tense.

Defensive avoidance was measured again by using four items referring to the extent to which the
participants thought about „In Love‟ or thought about the consequences of excessive drinking. This scale
was constructed of two items from the Das & Fennis (2004) scale to measure defensive avoidance. These
items asked about the extent to which the participants thought about „In Love‟ (1=not at all, 7=very much).
In addition, two items from the second scale for measuring defensive avoidance based on Witte & Morisson
(2000) were adapted from the posttest. Participants had to rate how much they talked or thought about the
negative consequences of drinking excessive amounts of alcohol. The reliability of this scale was high, .86.
The follow-up test is described in Appendix IX.
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4.4

Statistical Analysis SPSS

All the data of the participants was analyzed with SPSS 17.0 for Windows. The analysis started by assuring
the validity and reliability of the measures used in the experimental set up. The next step was looking at the
descriptive of the study population in terms of transportation and their general characteristics such as
alcohol consumption. This included testing if the manipulations in the three conditions had the envisioned
effect. After this more general part, the hypotheses underlying the hypothesized model were tested. To
test if the expected relationships between the three levels of constructs occurred, bivariate correlations
were explored. Next, regression analysis was conducted to test the relationships between the
transportation dimensions and the resistance processes.
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5.
5.1

Results

Analysis of the three conditions

Before testing the model and the accompanying hypotheses, a check was performed to test if the tasks
and manipulations of the video had the desired effect within the three conditions. Thus, did the
transportation levels significantly differ between three conditions? A post-hoc Tukey HSD test was
executed to examine possible differences between the groups. Although the average scores on the
transportation dimensions where different for the three conditions, they did not reach levels of statistical
significance. The only sub dimension that significantly distinguished the conditions „Normal‟ and „Distraction‟
was character understanding F (2,118) =3.36 , p = .04. In the condition were a black screen distracted
the participants, the understanding of the events and the characters was better (M=5.05, SD=1.1) in
comparison to the group of participants that was not distracted (normal). The latter scored lowest (M=4.29,
SD=1.27). Thus, the different tasks and the distraction screen did not have the desired effects. Hence, in
this analysis, the data will be considered as in one condition and the analysis will not distinguish group
differences in the results.

5.2

Exposure effects

To get a first impression of the effects of „In Love‟, how the participants experienced watching the episode
and if they started resisting persuasion, some preliminary results are presented. Firstly, was „In Love‟
successful in grabbing our audiences attention? As Table 1 reveals, the participants were highly immersed
into the story world presented by „In Love‟. All the sub dimensions scored high, between 4.70 (Character
Understanding) and 6.24 (Storyline Understanding) on a 7-point scale. This is in line with the previous
results of the study of Van Leeuwen en Van Hoopen (2010). However, the participants did not think of „In
Love‟ to be relevant for or applicable to their daily life. The low average score of relevance (M=2.47) in
Table 1 illustrates this.
Table 1 Scores on the sub dimensions of transportation and the resistance processes
T1
Mean

SD

Transportation Dimension
Storyline Understanding

6.24

.91

Character Understanding

4.70

1.36

Emotional Engagement

5.31

1.02

Attentional Focus

5.68

.93

Narrative Presence

4.62

1.09

2.47

1.44

Additional measures
Relevance
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Fear appeal

6.21

.69

Fear arousal

4.25

1.25

To indicate the strength of involvement processes on resistances, fear appeal and fear arousal were
measured. Moreover, as earlier research showed that the episode „In Love‟ was perceived as a dramatic
narrative, fear appeal was measured to check if the viewers had felt anxious or frightened. While watching,
the participants had moderate to high fear arousal (M=4.25, SD=1.25 . Meaning that they felt quit
frightened and uneasy during the exposure. On average, the viewers afterwards (i.e. ‟I found In Love….)
evaluated In Love to be extremely shocking and intense (fear appeal, M=6.21, SD=.69).

Resistance processes
Secondly, as the viewers are transported into the narrative, it was expected that this would affect their
resistances towards the message. To begin with, did „In Love‟ stimulate any resistance processes at all? In
line with the expectations, the urge to start defending themselves against this message or trying to resist
persuasion was not strong. the average scores of the resistance processes were in the opposite direction
then the transportation dimensions, ranging from 2.34 to 4.48 on a 7-point scale. Defensive avoidance of
the episode scored lowest and defensive avoidance of the underlying message of „In Love‟ scored highest.
This means that the participants did not actively try to avoid thinking of the events in the episode they had
just seen but were more likely to avoid thinking of the underlying message about moderating alcohol
consumption. The means and standard deviations of the resistance processes are reported in Table 2.

Table 2 Scores on the resistance processes
T1

T2

Mean

SD

Reactance

3.66

1.13

Message Derogation

3.06

1.13

Counter Arguing

3.58

1.36

Defensive Avoidance IL

2.34

.96

Defensive Avoidance Mess.

4.48

1.19

Selective Avoidance

3.29

1.48

Mean

SD

4.31

1.30

Resistances

Over time, the possibility of trying to avoid thinking of „In Love‟ can change and thereby influence the
effects of the drama series. Three weeks after the experiment, defensive avoidance had risen which means
that the participants on average were more motivated to avoid thinking of „In Love‟(M=4.31, SD=1.30). In
comparison to the posttest measurement, this score differed significantly from the first measurement
t(113)=16.16, p<.001.
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Drinking Intentions, perceived vulnerability, subjective norm and expectancies
The third central issue of this study was to look at how these previous processes played a role in the
effects of „In Love‟. With respect to the effects on alcohol related ideas and intentions, the outcome
variables, minor differences are visible between the three measurement times (pretest, posttest and followup test). At the start of the study, the average intention to moderating drinking (M=3.24) and the positive
(M=3.25) and negative outcome expectancies of excessive drinking (M=2.47) are not high. Further, the
subjective norm that excessive drinking is not normal (M=4.00) and the perceived vulnerability to
experience concrete situations of excessive alcohol consumption (Perceived vulnerability concrete, M=3.50)
score higher. In addition, the participants perceived to be moderately vulnerable to experience bad
consequences of excessive alcohol drinking (Perceived vulnerability abstract, M=4.12). Means and
standard deviations are presented in Table 3.
Table 3 Scores on the outcome variables at pretest (T0), posttest (T1) and follow up test (T2)
T0

T1

T2

Mean

SD

Mean

SD

Mean

SD

Moderate Drinking Intention

3.24

1.38

3.42

1.49

3.13

1.36

Positive Outcome Exp.

3.25

.86

3.44

.89

3.50

.94

Negative Outcome Exp.

2.47

.99

2.48

1.02

2.45

1.11

Perceived Vulnerability

4.12

.94

4.38

1.15

4.17

1.27

3.50

1.05

3.71

1.20

3.47

1.19

4.00

1.05

4.20

1.14

4.09

1.13

Outcome Variable

(abstract)
Perceived Vulnerability
(concrete)
Perceived Subjective Norm

Time differences: pretest, posttest and follow up test
Before looking at the directions of the relationships between the transportation dimensions, resistances
and outcomes, the overall effect on the outcome variables is examined. The outcome variables that we
described in the previous section were measured three times (pretest, posttest, follow-up test). A repeated
measures test (ANOVA) was conducted to examine the differences over time. To distinguish which time
measurement made the difference, one sample t-tests were performed. The overall tendency is that,
although changes are small, all the average scores of the variables changed in a positive direction at the
posttest measurement (T1) and diminished over time in the follow up measurement (T2). Results showed
that there was no significant effect of watching „In Love‟ on the participants intention to moderate their
alcohol consumption. The effects are briefly described below.

Positive outcome expectancies. Results showed that watching „In Love‟ enforced the ideas that, for
instance, excessive drinking makes one feel good, makes one more social or accepted amongst their
friends was reinforced. In other words, the positive outcome expectancies were significantly changed after
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the experiment F (1,117) = 6.92, p <.05 in the posttest measurement t(117) = 2.27, p = .02. This effect
was sustainable, as it increased a little after the follow up test t(111) =2.78, p<.01.
Perceived vulnerability. Furthermore, the participants felt more vulnerable to experience negative
consequences when drinking excessively after the exposure (perceived vulnerability abstract, F (1,110) =
4.52, p=.01). This effect was visible after the posttest measurement t(117)= 2.43, p=.02. but became
non-significant after the follow up test. In addition, the participants perceived to be more vulnerability to
experience concrete unpleasant situations after drinking excessively (perceived vulnerability concrete) such
as becoming ill showed almost significant change between the pretest and posttest t(117) = 1.84, p = 0.6.
Subjective norm. As last, the subjective norm that excessive drinking is perceived to be disapproved by
someone‟s most important peers and friends differed significantly among the different measurement times.
ANOVA tests showed that the exposure had a significant effect on the perceived subjective norm F (1,110)
= 4.32, p=.02, but this effect was borderline significant in the t-tests t(117) = 1.91, p=.05 .

Now that we have a first impression of what impact „In Love‟ had on the participants, the next step is to
look at the relationships of these processes more closely. As put forward by the hypothesized model, the
first step to take in achieving effects with an E&E intervention is to successfully battle possible resistances
to persuasion that might exist amongst the target group. To this end, the following analysis focuses at how
audience involvement is related to these resistance processes during the exposure of „In Love‟.

5.3

Testing the effects of transportation on resistance

Transportation reduces resistance: Hypotheses 2 and 2a
The resistance processes that we identified in this study were counter arguing, defensive avoidance and
perceived vulnerability. Together with narrative and character involvement that measured the dimensions of
transportation these variables constitute the left side of the hypothesized model. This stands for the
process of becoming immersed into „In Love‟ and thereby the possibility to engage into different activities
to resist the message of moderating alcohol consumption. The following hypotheses were formulated for
the relationships between these variables:

H2: Narrative and character engagement will be associated with less reactance, counter arguing and
selective avoidance, such that:
H2a: The greater the narrative and character involvement, the lower the reactance, counter arguing and
selective avoidance

A first impression of the relationships between narrative and character engagement and the resistance
processes was explored by looking at the bivariate corelations. The correlations between these variables
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are presented in Appendix X. Overall, the correlations are in line with the expectations as formulated in the
hypotheses 2 and 2a. Thus, being involved in the story is associated with less resistance processes.

To test the hypothesized relationships more precisely, a regression analysis was performed (see Table 4).
To examine the possibility of collinearity in the data, the variance inflation factors (VIF) were calculated. The
largest VIF was not greater than 1.86 and all the statistics were well above 0.2. Therefore, we conclude
that there is no collinearity within the data that could bias the results. The test showed that the different
resistance processes were each predicted by different dimensions of transportation.
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Table 4 Regression analysis of counter arguing, reactance, message derogation, selective avoidance, defensive avoidance at T1

Counter Arguing

Model

Reactance

Message

Def. Avoidance

Def. Avoidance

Selective

Derogation

IL

Message

Avoidance

1

1

1

1

1

1

Storyline Understanding

-.08

-.05

-.26**

.00

-.12

-.02

Character Understanding

-.42***

.01

-.24**

-.04

-.10

-.16

Emotional Engagement

-.09

-.07

.04

-.22

-.32**

.20

Attentional Focus

-.12

.08

-.21*

-.03

-.21*

.08

Narrative Presence

-.05

.10

-.15

-.28*

.19

-.12

Model F

8.54***

.41

8.48***

4.36***

4.13***

.84

Df

(5,113)

(5,113)

(5,113)

(5,113)

(5,113)

(5,113)

.27

.02

.28

.22

.21

.05

Transportation dimensions

R

2

*p < .05. **p <.01. ***p <.001
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Counter Arguing. Hierarchical regression analysis revealed that counter arguing was significantly predicted by
character understanding (β=-.42, p<.001). Thus, a good understanding of the characters predicted less motivation
to start counter arguing with the underlying message. This dimension of transportation showed to explain 27% of
the variance by itself.
Reactance. In line with the zero-order correlations between reactance and the dimensions of transportation, no
significant beta weights were found for each of the transportation dimensions in the regression analysis.
Message Derogation. The model shows that the beta weights for storyline understanding (β=-.26, p<.01),
character understanding (β=-.26, p<.01) and attentional focus (β=-.25, p<.01.) were significant in predicting
message derogation. The dimensions together explained 27% of the variance in the final model.
Defensive Avoidance IL. The model shows that narrative presence (β=-.30, p<.01) was the transportation
dimension that significantly predicted defensive avoidance of thinking about „In Love‟.
Defensive Avoidance message. Two dimensions of transportation showed to be significantly predicting the
defensive avoidance of a first instinct to think or act upon the underlying message of the program in the final model.
These were emotional engagement (β=-.22, p<.05) and attentional focus (β=-.19, p<.05).
Selective Avoidance. The analysis showed that selective avoidance was not significantly predicted by any of the
transportation dimensions.

Hypothesis 2 and 2a predicted beforehand that narrative and character engagement would be associated with less
resistance processes. These hypotheses were partially confirmed. Firstly, H2 predicted that narrative and
character involvement would be associated with less reactance, counter arguing and selective avoidance. All the
transportation dimensions predicted significantly less resistance processes, but not on all the resistance
processes. The negative relationship between these dimensions and the resistances was the case for four of the
six resistances; counter arguing, message derogation and both of the defensive avoidance processes.
The transportation dimensions that decreased these resistance processes showed to have predictive value
for different resistances. Further, only attentional focus, emotional engagement and character understanding had
significant relationships with different resistances at the same time. Four resistances appeared to fit the best to the
proposed model; 1) counter arguing (R2 =.32), 2) message derogation (i.e. reactance)( R2 =.37), 3) defensive
avoidance abstract (R2 =.21) and 4) defensive avoidance abstract (R2 =.21) had the strongest relationships with
different transportation dimensions. To summarize, the results are presented in Figure 5.3.
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-.26**

Storyline
understanding
Attentional focus

-.25**
-.26**

Character
understanding

-.22*
-.19*
-.30**

Narrative
presence

Positive Outcome
exp. T1

Selective
avoidance

Negative
Outcome exp. T1

-.48*** Counter arguing

-.21*

Emotional
engagement

Message
Derogation

Perc.
Vulnerability
Abstract T1

Def. Avoidance
message

Perc. Vulnerability
Concrete T1

Reactance

Perc. Subjective
norm T1

Def. Avoidance
IL

Moderate drinking
intention T1

Figure 5.3 Combined Model resistances; beta weights for transportation dimensions on resistance processes.

Extra validation of overcoming resistance: Fear Appeal
In general, when high fear appeal is included into health promotion campaigns without giving a solution how to
handle this, the audience is likely to defensively avoid the message. In this context, when the audience is highly
immersed into the story it was expected that this could overcome a defensive avoidance reaction due to fear. As
mentioned in the methods section, fear appeal was measured to investigate if this could still decrease resistance
processes in combination with strong involvement. Regression analyses showed that both of the fear dimensions
predicted a decrease in both of the defensive avoidance processes. The cognitive scale, fear appeal, predicted a
decrease of the cognitive scale of defensive avoidance. The affective scale of fear appeal predicted a decrease in
the motivation to avoid to thinking about the negative consequences of alcohol consumption. This is illustrated in
table 5.

Table 5 Regression analysis of fear appeal on defensive avoidance processes

Defensive avoidance In Love (IL)

Defensive avoidance message

Model

1

1

Fear appeal

-.35***

Fear arousal

-.25**

Model F

16.2***

7.79**

Df

(1,116)

(1,117)

R2

.12

.06

*p < .05. **p <.01. ***p <.001
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To conclude, the proposition that narratives and character involvement leads to less resistance against the
persuasive intervention receives support. Knowing this, the next step in the process of unraveling the mechanisms
behind the effects of an intervention is to investigates if the resistance is low, the involvement will lead to more
effects on the outcome variables. In the next section this essential element of the persuasive process, the
relationship between the involvement processes and the outcome variables, is analyzed.

5.4

Audience involvement effects on expectancies, vulnerability, subjective
norm and intention.

As the first part of the overall hypothesis proposes, being involved, could explain the persuasive effects of the E&E
intervention. This is analyzed by testing the following hypothesis:

H3: Narrative and character involvement will positively influence the perceived outcome expectancies, vulnerability,
subjective norm and intentions related to moderate alcohol consumption.

As mentioned before, the effects of watching „In Love‟ on the outcome variables were mainly significant for the
second time measurement, the posttest. To better understand the influence that the experiment had on the
outcome variables, bivariate correlations with transportation dimensions with the changes between the first two
measurements were calculated (see Appendix XI).

From these results it became clear that, directly after the exposure (T1), the transportation dimensions character
understanding, emotional engagement and narrative presence had significant relationships with the outcome
variables. Only the relationship of emotional engagement with perceived vulnerability lasted on the long term (T2).
This means that even after three weeks, the extent to which participants were emotionally engaged showed to
correlate with an increase in their perceived vulnerability. In the second time measurement a new significant
correlation emerged between narrative presence and perceived vulnerability (concrete). Hierarchical regression
analysis was performed with the outcome variables on T1and T2 to take a closer look to the relationships. Table
5a and 5b present the results of this analysis.
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Table 5a Regression analysis of perceived outcome expectancies, perceived vulnerability, perceived subjective norms T1

(Perceived-)

Positive Outcome

Negative Outcome

Vulnerability

Vulnerability

Subjective

Drinking

Expectancies

Expectancies

abstract

concrete

norms

Intention

1

1

1

1

1

1

Storyline Understanding

01

-.05

.06

.13

.13

-.00

Character Understanding

.06

-.02

.18*

-.03

-.15

.03

Emotional Engagement

.11

-.07

.25*

.30*

-.08

.09

Attentional Focus

-.05

-.09

.19*

.16

.01

.07

Narrative Presence

-.03

.10

-.45**

-.18

-.08

-.15

Model F

.34

.30

4.07**

2.22

1.25

0.29

Df

(5,112)

(5,112)

(5,111)

(5,111)

(5,111)

(5,112)

R2

.02

.01

.16

.09

.05

.01

Model

Transportation Dimensions

Note: T1= T1-T0
*p < .05. **p <.01. ***p <.001
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Table 5b Regression analysis of perceived outcome expectancies, perceived vulnerability, perceived subjective norms T2

(Perceived-)

Positive outcome

Negative outcome

Vulnerability

Vulnerability

Subjective

Drinking

expectancies

expectancies

(abstract)

(concrete)

norms

Intention

1

1

1

1

1

1

Storyline Understanding

.05

-.13

-.06

.03

.08

-.03

Character Understanding

.05

.16

.12

-.00

-.03

-.10

Emotional Engagement

-.18

.00

.16

.21

-.03

.19

Attentional Focus

-.04

.10

.01

.06

.12

-.00

Narrative Presence

.08

-.15

-.24

.03

-.09

-.24

Model F

.56

1.22

.96

1.49

.54

1.14

Df

(5,106)

(5,106)

(6,106)

(5,105)

(5,106)

(5,105)

R2

.03

.08

.04

.07

.02

.05

Model 1

Transportation Dimensions

Note: T2= T2-T0
*p < .05. **p <.01. ***p <.001
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The regression analysis shows that, against expectations, hypothesis 3 is only partially confirmed. Only one
outcome variable, the perceived vulnerability (abstract and concrete), showed to be significantly predicted by
different transportation dimensions. Perceived vulnerability (abstract) showed to increase positively when character
understanding, emotional engagement and attentional focus occurred (see Figure 5.1 and 5.2). This means that
with a good understanding of the characters, a complete focus on the story and being emotionally involved, an
increase in perceived vulnerability can be expected.

In contrast to the hypothesis, narrative presence predicts a decrease in perceived vulnerability. Thus, when the
audience perceives to be more close to the story world then the real world, this decreases there perceived
vulnerability to experience negative consequences of excessive alcohol consumption. Over time, the significant
effects decreased and none of the models showed to fit the data significantly at T2 (see Table 5b).

Attentional focus

Narrative
Presence
Character
Understanding

Emotional
engagement

.19*
-.45**

.18*

.25*
.30*

Reactance

Positive Outcome
Exp. T1

Message
Derogation

Negative
Outcome Exp. T1

Counter arguing

Perc. Vulnerability
Abstract T1

Selective
avoidance

Perc. Vulnerability
Concrete T1

Def. Avoidance
IL

Perc. Subjective
norm T1

Def. Avoidance
Message

Moderate drinking
intention T1

Figure 5.1 Combined model perceived vulnerability abstract; standardized beta weights for transportation
dimensions on outcome variables at T1.

Testing the effect of relevance: hypothesis 4
In addition to measuring the effect of the transportation dimensions, relevance was measured as hypotheses 4
proposed that this aspect of the narrative could possible influence the effect of being transported into „In Love‟.

Hypothesis 4: Relevance will positively influence narrative and character involvement and thereby facilitate more
transportation.

This was investigated by looking at the correlations and performing hierarchical regression analysis. The
correlations between relevance and the transportation dimensions are presented in appendix VIII, results from the
hierarchical regression analysis are presented in Table 6.
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This hypothesis was confirmed. In line with the expectations, relevance showed positive relationships with the
tr2ansportation dimensions. Evidence from the regression analysis revealed that relevance significantly predicted
different transportation dimensions. The models showed to fit the data well as the F value for all the models was
significant. Relevance showed to positively predict character understanding, attentional focus, narrative presence
and emotional engagement. However, the models only explained a very small part, 9-12 % of the variance in the
transportation dimension. Standardized beta weights are presented in Table 6.

Table 6 Regression analysis of relevance on transportation dimensions
Storyline

Character

Attentional

Narrative

Emotional

Understanding

Understanding

Focus

Presence

Engagement

Model

1

1

1

1

1

Relevance

.10

.27**

.21**

.29**

.30**

Model F

6.04**

5.53**

7.46**

5.23**

6.06**

Df

(2,116)

(2,166)

(2,116)

(2,116)

(2,116)

R2

.09

.09

.12

.08

.10

*p < .05. **p <.01. ***p <.001

Section 5.5 will elaborate upon by analyzing the direction of the relationships between the constructs and if the
resistances mediate the effects of being exposed to „In Love‟.

5.5

Testing the effect of resistance on outcomes

Resistances and outcome variables: Hypothesis 5 and sub hypotheses 5a, 5b, 5c.
The next hypothesis (5, 5a and 5b) propose that the resistance processes mediate the relationship between the
transportation dimensions and the outcome variables.

H5: Resistance processes will mediate the influence of narrative and character involvement on outcome
expectancies, perceived vulnerability, subjective norms and intentions such that:

Before testing the mediation proposed by hypothesis 5, a regression analysis was performed in addition to the
correlation matrix (see Appendix VIII) to examine the relationships between the resistances and the outcome
variables in the posttest and follow-up test, referring to the sub hypotheses. The results of the different
measurement times are presented in Table 7a and 7b.
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Table 7a Regression analysis of perceived outcome expectancies, perceived vulnerability, perceived subjective norms at T1

(Perceived-)

Positive

Negative

Vulnerability

Vulnerability

Subjective

Moderate Drinking

Outcome Exp.

Outcome Exp.

Abstract

Concrete

Norms

Intention

1

1

1

1

1

1

Counter arguing

-.17

-.07

-.10

-.06

-.01

-.07

Reactance

-.13

-.00

-.08

-.01

-.08

.08

Message Der.

.15

.08

-.02

.04

.06

.08

Def. Avoidance IL

.10

.06

-.00

-.18

.02

-.05

Def. Avoidance M

.05

.19

-.14

-.07

-.12

-.31**

Selective Avoid.

-.04

.11

.26**

.15

-.14

.18

Model F

1.33

.98

2.41*

1.59

.59

4.57***

Df

(6,111)

(6,111)

(6,110)

(6,110)

(6,110)

(6,111)

R2

.07

.05

.12

.08

.03

.19

Model

Resistance processes

Note: T1= T1-T0
*p < .05. **p <.01. ***p <.001
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Table 7b Regression analysis of perceived outcome expectancies, perceived vulnerability, perceived subjective norms at T2

(Perceived-)

Positive

Negative

Vulnerability

Vulnerability

Subjective

Mod. Drinking

Outcome Exp.

Outcome Exp.

Abstract

Concrete

Norms

Intention

1

1

1

1

1

1

Counter arguing

-.14

-.19

-.09

-.17

-.01

-.06

Reactance

-.08

.04

.07

.13

-.08

.05

Message Der.

.22*

.19

.07

.02

.06

-.01

Def. Avoidance IL

.07

.09

-.05

-.22*

.02

.01

Def. Avoidance Mess.

.04

.02

.01

-.06

-.12

-.13

Selective Avoid.

.15

.12

.14

.15

-.14

.17

Model F

1.35

1.08

.66

3.38**

.60

1.20

Df

(6,105)

(6,111)

(6,105)

(6,104)

(6,110)

(6,104)

R2

.07

.06

.04

.16

.03

.07

Model

Resistance processes

Note: T2= T2-T0
*p < .05. **p <.01. ***p <.001
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In general, regression analysis shows that at T1, changes in perceived vulnerability abstract and moderate
drinking intention are the only outcome variables that can be explained by specific resistance processes. The
other outcome variables, positive and negative outcome expectancies, perceived vulnerability abstract and
subjective norms do not have significant correlations relationships (see Appendix VIII) with resistance processes
and are not predicted by these processes. At T2, perceived vulnerability concrete was predicted by one
resistance process, avoiding to think of „In Love‟, (defensive avoidance IL). Thus, the resistance processes that
best predict the outcome variables are the same for both time measurements.

Hypothesis 5a predicted:

The lower the reactance levels, the more positive the outcome expectancies, perceived vulnerability and
perceived subjective norms and intentions

This hypothesis was tested by including the two different variables that measure reactance; message
derogation and a traditional reactance scale. The data was inconsistent with this prediction. Although several
outcome variables have a relationship in the expected direction, these relations were not significant.

Hypothesis 5b predicted:

The lower the counter arguing levels, the more positive outcome expectancies, perceived vulnerability and
perceived subjective norms and intentions

Hierarchical regressions analysis showed that all the outcome variables related to counter arguing in the
expected direction, although not significant.

Hypothesis 5c predicted:

The lower the avoidance levels, the more positive outcome expectancies, perceived vulnerability and perceived
subjective norms and intentions

This hypothesis was partially confirmed. Interestingly, these resistance processes were the only variables that
significantly predicted changes in the outcome variables at both time measurements (T1 and T2). Two of the
avoidance processes, selective avoidance and defensive avoidance of the message of „In Love‟, revealed to
explain the variance in certain outcome variables at T1. Firstly, when the avoidance to think or act upon the
underlying message about consequences of excessive drinking (Defensive avoidance M, scale 2) was low, this
predicted an increase in the intention to moderate drinking (β=-.35, p<.01). This supports the hypothesis that
less avoidance could predict a positive change in intention. On the other hand, when participants did not feel the
urge to avoid looking at the video or wanting to turn it off (selective avoidance) this predicted a decrease in
perceived vulnerability. Thus, if selective avoidance was low, the perceived vulnerability would also be lower.
This finding is not supportive of the hypothesis. To summarize the results, a visualization is made in Figure 5.2.
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The beta rates in figure 5.2 are reversed as the hypotheses were formulated in the opposite direction to the
regression analyses.

Storyline
understanding

Counter arguing

Positive Outcome Exp.
T1

Attentional focus

Reactance

Negative Outcome
Exp. T1

Narrative
presence

Message
Derogation

Character
understanding

Selective
avoidance

Perc. Vulnerability
Concrete T1

Emotional
engagement

Def. Avoidance IL

Perc. Subjective norm
T1

Def. Avoidance
Message

-.26**

.35**

Perc. Vulnerability
Abstract T1

Moderate drinking
intention T1

Figure 5.2 Model for T1; standardized beta weights for resistance processes on outcome variables at T1.

At T2, another resistance process, defensive avoidance to think about „In Love‟ (defensive avoidance IL),
showed to significantly predict perceived vulnerability concrete in the expected direction (β=-.23, p<.05). This
means that when the participants did not want to think about „In Love‟ anymore they are more likely to
strengthen their feelings of being invulnerable to experience negative consequences of excessive drinking. To
summarize the results, a visualization is made in Figure 5.3.
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Counter arguing

Positive Outcome
Exp. T2

Attentional focus

Reactance

Negative Outcome
Exp. T2

Narrative
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Message
Derogation

Perc. Vulnerability
Abstract T2

Character
understanding

Selective
avoidance

Perc. Vulnerability
Concrete T2

Emotional
engagement

Def. Avoidance IL

-.22*

Def. Avoidance
Message

Perc. Subjective
norm T2
Moderate drinking
intention T2

Figure 5.3 Model for T2; standardized beta weights for resistance processes on outcome variables at T2.

To conclude, this last step in the model received little support from our data. On the short term, only when
participants did not feel the urge to avoid thinking about moderating their alcohol consumption this showed to
predict an increase in their intentions. However, this explained only a small to moderate amount of the variance
in the model (19%). On the long term, at T2, only when participants were not feeling the urge to avoid thinking of
what they had just seen, this predicted an increase in the perceived vulnerability.

Resource Depletion and E-E effects: hypothesis 6 and sub hypotheses 6a, 6b, 6c.
To be able to explain the differences in involvement and thereby the effects, this study was set up with three
conditions. As mentioned before, the manipulation in the third condition „resource depletion‟ did not lead to
significant difference in transportation levels between the conditions. Therefore, the effects of being depleted on
the resistances processes and outcome variables could not be analyzed for this condition. Hence, hypotheses 6
that predicted a sustainable effect of resource depletion and the accompanying sub hypotheses could not be
tested and answered.

58

5.6

Mediation analysis: Hypotheses 1 and 3

To end this analysis, we return the overall hypothesis as this summarizes the whole study:

H1: Narrative and character involvement will positively influence the perceived outcome expectancies,
vulnerability, subjective norm and intentions related to moderate alcohol consumption by overcoming reactance,
counter arguing and selective avoidance.

From the first regression analyses at T1 it became clear that only one outcome variable, perceived vulnerability
(scale 1 and 2), was significantly predicted by several transportation dimensions (attentional focus, narrative
presence, character understanding and emotional engagement). But as the analysis progressed, it became
clear that none of the resistance processes showed consistent pathways with both involvement processes and
outcome variables through which these effects could be mediated. As Baron and Kenny (1987) argue, if there is
no total effect to be mediated, then the mediation analysis is also not applicable. As our analysis confirms this
proposition, a more profound mediation analysis was not conducted.
Therefore it can be concluded that hypotheses 1 and 3 could not be confirmed and that no conclusions
can be drawn upon the possibility that resistances mediate the effect of character and narrative involvement on
the outcome variables.
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6. Discussion & Conclusion
This study was aimed at unraveling the mechanisms behind the persuasive effects of an E&E intervention for
alcohol prevention among adolescents. The focus of this research was to look at the position of resistances to
persuasion that could mediate these effects. To examine whether the success behind the effects of one
intervention can be explained by overcoming resistance processes, an experiment with the drama series ‟Roes‟
was set up. To assess the relationships between the involvement processes, resistances, and outcome variables,
the hypothesized model integrating scientific insights from research about communication and persuasion
strategies and social psychology was tested. In this model, the E&E features were reflected by audience
involvement processes. The resistance processes in the context of alcohol prevention that were identified were:
counter arguing, reactance, selective avoidance and defense avoidance. The outcome variables that were
identified were: alcohol outcome expectancies, perceived vulnerability, subjective norms and intentions to
moderate drinking. From left to right, this model refers to the process of being persuaded by an E&E intervention.
Firstly, to investigate the effect of involvement on resistance, the study was conducted by creating
three conditions to enhance or decrease transportation. Although the participants had to perform and ego
depletion task or were distracted by black screens, these manipulations did not significantly affect the degree
to which they were engaged into the story. This could have happened because of several reasons. Firstly, the
depletion task was not demanding enough to influence the transportation levels during the exposure. Another
possibility is that the episode was so engaging that even though a black screen tried to disrupt the
transportation, the participants were still immersed. An initial interpretation of this set up could be that despite
interruptions of for example a commercial break, the viewers can easily fall back into the immersed state they
were in before the interruption. This illustrates that more research is needed into finding ways to manipulate
transportation in a narrative.
Despite expectations of Wakefield (2010) that little evidence exists that mass media campaigns for
alcohol prevention lead to benefits, the exposure showed to have small effects. It became clear that the
exposure increased the participants‟ perceived vulnerability and subjective norms. The participants felt more
vulnerable to encounter bad experiences when drinking excessively after they had seen the episode. In light of
this, the fact that only one episode of 25 minutes from a drama series could achieve this effect is quite
spectacular. Moreover, as this mass media intervention reaches a large audience, the impact can be great on
public health (Noar, 2006). Still, these effects diminished after three weeks in the follow-up questionnaire,
indicating the need for repetitive exposure to sustain the effects.
Furthermore, this study shows that narrative and character involvement are fundamentally incompatible
with resistance processes. To illustrate this, the more the participants were involved with the storyline and the
characters, the lower was their resistance towards the message. Specific dimensions of involvement showed to
decrease counter arguing, message derogation, and defensive avoidance. However, reactance and selective
avoidance were not significantly predicted by any of the involvement dimensions. Furthermore, being involved
also led to an increase in the outcome variable perceived vulnerability. This was predicted by high levels of
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attentional focus, emotional engagement and character understanding. Subsequently, low defensive avoidance
was related to an increase in perceived vulnerability and moderate drinking intention. Despite these positive
results, the proposition that the E&E effects could be explained by overcoming resistances was not supported.
As well as providing directions for future research this study also gives suggestions for developing E&E
programmes aimed at alcohol prevention and increasing the effectiveness of these programmes among female
adolescents. To elaborate on this, the following sections give an overview of the most striking details and
practical implications of this study.

6.1

Effects of ‘In Love’ on drinking intentions, norms and perceived vulnerability

When looking closer at the effect of „In Love‟ , their occurrence is even more striking realizing that this episode
was not targeted at the study population. „In Love‟ was originally targeted at 16-18 year old females, different
from our study population that were aged between 17-20 years old. This was reflected by the fact that the
participants found “In Love‟ not very relevant for their daily lives. As a result, this could have caused the
participants to distance themselves from the story and thereby explain the absence of the desired effects in the
drinking intentions and outcome expectancies. This is supported by the notion of Green and Brock (2000) that
the perceived relevance could seriously impact audience involvement and thereby the effects of the intervention.
Next, the drinking behavior of the participants was also less intensive compared to the target group.
As the participants were already moderate drinkers, this could also explain the absence to change this intention.
This underlines the importance of gearing an E&E programme towards a specific audience. Nonetheless, this
could also suggest that even though the audience perceived that the situations in an E&E programme were not
relevant for their daily lives, it can already lead to effects.

„In Love‟ also led an increase in the positive outcome expectancies of alcohol consumption. This did not come
unexpectedly, as results of an earlier study with the same episode also led to positive associations among girls
of the same age with the same education level (Van Leeuwen, 2009). This means that the positive aspects of
excessive drinking that were also included in the episode were enforced in the brains of our participants. To
avoid this effect means that a balance should be found between designing an intervention that shows stories
that relate to the daily life of adolescents and at the same time triggers reflection. This is why previous research
on effects recommends the use of storylines wherein transitional characters are included (Mutsears, 2008). As
„In Love‟ did not have a transitional character, this could have undermined the effects.

Overtime, the desired effects declined to nonsignificant levels. At the same time, the defensive avoidance had
increased significantly. This means that the participants did not want to think about the episode anymore and
thereby the effect of this intervention could have been influenced. In order to sustain the effects of an E&E
programme, it is recommended to have multiple exposures. Thus, as „In Love‟ showed to have effects on the
perceived vulnerability of adolescent females, the next step is to explore the mechanisms behind these effects.
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6.2 Involvement as a key element of a successful E&E production
With the hypothesized model of E&E effects as a theoretical perspective, the first step in attaining effects is
creating an intervention that is appealing and attractive. As research shows, involvement with the storyline and
the characters is an important ingredient for effective E&E interventions (Green & Brock, 2002; Bandura, 2004;
Slater & Rouner, 2002; Sood, 2002). Analysis showed that the involvement of the participants with „In Love‟ was
very high (on average above 4.62 on a 7-point scale). This confirms the results of a previous study of Van
Hoopen (2009) with the same stimulus. The participants had a good understanding of the story, the actions of
the characters and were emotionally engaged during the exposure. Further, the participants were focused on
watching the story and reported to feel like being part of the story world. This indicates that „In Love‟ managed
to bring our audience in a state of immersion.
Measuring transportation
To measure the involvement levels, the narrative engagement scale of Busselle (2009) was used. This is one of
the many ways in which audience involvement can be measured, and expected to be sufficiently reliable as it
was tested in earlier studies. Nonetheless, this study revealed that one dimension of the scale was unexpectedly
unreliable. An explanation for this could be that the statements were not completely correct translated and
thereby violated the validity of this measurement instrument. Still, measuring audience involvement is being
explored by different scholars. As Moyer-Guse (2008) argue, measuring narrative and character involvement has
led to the generation of different constructs and scales that try to grasp these processes. This study revealed
that one dimension of the narrative engagement scale, narrative understanding, showed to load on two different
factors. The two factors that were identified referred to understanding the storyline and understanding the
actions of the characters. This discovery supports the distinction of Moyer-Guse (2008) that one can be involved
with the narrative and with the characters. Hence, more research is needed to test the reliability of the Narrative
Engagement Scale of Busselle (2009) and to define audience involvement measures.

This illustrates that an important challenge for further studies lies in conceptualizing audience involvement,
measures and resistance processes. In other words, the ways in which the viewers cognitively and effectively
experience E&E programmes and process implicit persuasive messages.

6.2.1 Effects of Involvement on resistance
As in love was successful in bringing our audience in a state of immersion, the proposition in our study was that
in this state, the possibility of the occurrence of resistance this would decrease. Results support this partially
as the regression analysis showed that being involved predicted decreases in counter arguing, defensive
avoidance, and message derogation. In this study, the relations between the resistances and involvement
processes were not specified but taken together. This was done as the recent scientific insights differ at this
point. As expected, all the resistance processes showed to be experienced by our participants, although they
were, on average, not high. An alternative explanation for this could be that the resistance against the message;
moderating alcohol consumption, was not high at the beginning of the experiment. As the resistances were not
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measured at the beginning of the experiments, no causal conclusions can be drawn about the directions of the
relationships between involvement and resistance.

The following relationships between involvement and resistance were identified:

Counter arguing. Counter arguing was predicted by the ease of understanding the characters, character
understanding. In the EORM , counter arguing was proposed to be influenced by transportation, identification
and para social interaction (Moyer-Guse, 2008). Two of the latter predictors show elements of interaction with
characters, this could be supported by character understanding in our experiments. This supports the study of
Brusse et al. (2010) wherein transportation and counter arguing are negatively related.

Reactance. Unlike the EORM model, the data shows that none of the E&E features significantly predicted a
decrease in reactance. This is not surprising as the proposed predictors, a para social relationship with the
characters or the perception that the intervention is not intended to persuade, were not present during the
experiments. The results showed that all the participants thought that in love contained a deeper message
about moderating alcohol consumption. Furthermore, a para social relationship between the participants and
the characters could not be established as this relationships needs time and multiple exposures to develop
(Cummings, 2004). Hence, as our experiments only comprised one episode, this was not possible.

Selective avoidance. The EORM model proposed that selective avoidance may be overcome by enjoyment
and identification. In this study, none of the transportation dimensions significantly predicted a decrease in
selective avoidance. But, this is not surprising as our experiments did not measure the extent to which
participants enjoyed to watching the video or identified with the characters.

Defensive avoidance. In addition to selective avoidance, defensive avoidance was measured. Results show
that narrative presence predicted a decrease in defensive avoidance off in love. This means that the more the
participants felt that the story world of „In Love‟ was closer to them than the real world, the less they want to
avoid thinking about in love.

Message derogation. In addition to reactance, message derogation was measured as a reflexive product of
reactance. Storyline and character understanding showed to significantly predict decreases in derogating the
message. Thus, when participants could easily understand the storyline and the characters they were less
inclined to think that „In Love‟ was overstated or exaggerated.

To conclude, the proposed resistances towards persuasion show to be present while watching „In Love‟, though
not very strong. Furthermore, different E&E features, in this case elements of involvement showed to predict
decreases in different resistances. Thus, aspects of involvement showed to have possible beneficial influence
on resistance to persuasion. However, no significant effects were found for reactance while it was expected
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that this resistance would play a role in the persuasion process. This illustrates that research is needed into the
difference resistances that play a role among adolescents when processing E&E messages. The hypothesized
model and the EORM model could offer theoretical foundations by suggesting which types of involvement might
overcome specific types of resistance. As this study examined the propositions in the dramatic narrative
condition, more research is needed to determine if our findings can be generalized to other genres, topics or
target groups.

Validation of involvement reducing resistance: Fear appeal and fear arousal
In addition to the previous analysis of the relation between involvement and resistance, fear appeal was
measured. According to Witte (2002) when fear appeal is included in a persuasive message and not
accompanied by a recommended to response to support self-efficacy, a defensive avoidance reaction can
occur. In this study, the opposite relationship was found. As the EORM proposes, fear appeal can be overcome
by experiencing enjoyment in the intervention and thereby achieve effects. This was confirmed by our data. As
the participants experienced high fear arousal and also high transportation levels, this did not need to an
increase but a decrease in defensive avoidance. Moreover, in the episode there was not a recommended
response shown to support self-efficacy of the audience. This result supports the work of Zillmann (1996) on
suspense that proposes that the audience is prepared to experience high fear arousal because they assume
that there will be a payoff. Thus, as these elements in the story of „In Love‟ could have increased chances for
defensive avoidance reaction, this did not seem to be happening in our experiment.

To conclude, this study supports the notion that involvement processes and resistances are fundamentally
incompatible. In line with evidence of previous research, counter arguing was negatively related to dimensions
of narrative engagement. Furthermore, character understanding and emotional involvement that both refer to
character engagement processes showed to be the best predictors of reducing resistances.

6.2.2 Effects of involvement on outcome variables
From the previous section it became clear that narrative involvement predicted decreases in resistances and
thereby could have enhanced the probability of effects. The next step in investigating the persuasive process is
to look if the effects that were observed could be explained or predicted by being involved. The analysis
revealed that an increased perceived vulnerability to encounter negative consequences off excessive drinking,
such as becoming sick, was predicted by a higher level of character understanding, emotional engagement and
attentional focus. This illustrates that when one can understand the actions of the characters, feels emotionally
involved and is focused on watching the video, this leads to a higher perceived vulnerability. Since the perceived
vulnerability of adolescents is one of the biggest problems in changing their health behavior, this result
underlines the great potential for E&E programmes in the health promotion domain.

The fact that three dimensions of narrative engagement, namely character involvement, emotional engagement
and attentional focus showed to be the best predictors of the effects could imply that for some stories only a
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few dimensions of narrative engagement can already been strong enough to achieve effects. This supports the
findings of Busselle (2009), that there might be a difference in the dimensions that could have impact for each
story. These results add to previous study of Moyer- Guse and Nabi (2010) that found that more identification
led to an increase of the perceived vulnerability among females to become pregnant in their teenage years.

Although different dimensions of involvement predicted effects in the outcome variables, not all the effects that
occurred were explained by the extent to which our audience was involved. This could imply that the involvement
measure did not completely grasp or represent the state of immersion of our participants. Additionally, other
variables might have played a role in explaining the changes in our outcome variables. In light of this, a
weakness of this research is that it did not look to the social environment and the influences in that context that
could have played an important role in explaining the effects. As this study was set up in a lab setting, this could
impossibly grasp the forces of social and peer influence that play a role in the drinking behavior of adolescents.
For example, the interpersonal communication that this episode triggered amongst the participants after the
exposure. As research shows, these Entertainment Education programmes can stimulate interpersonal
communication in the viewing environment and thereby enhance social change (Papa, 2000). In line with this,
longitudinal research is needed to investigate the long term effects of E&E programmes at both the individual
and the interpersonal level to understand how individuals process these messages.

6.3 Do resistances mediate the effect of an E&E programme?
The core question of this study was to test if audience reception to E&E interventions could be explained by a
mediation role of the resistances. In the previous sections there were significant effects and relationships found
for every step in the hypothesized model; between the dimensions of involvement, resistances and effects. The
last pathway which was explored in the hypothetical model was the relationship between the relationship
processes and the outcome variables. As the previous section showed that our E&E programme might
decrease the resistance attempt, it was proposed that low resistance would increase the outcome variables.
This was based on the propositions of the EORM model. This study showed that for both time measurements,
the data supported the proposition that a decrease in defensive avoidance could predict an increase in
moderate drinking intentions and perceived vulnerability.
Still, there were no cases found in which the three pathways were congruently showing the same
relationship that could point towards mediation of the resistances. None of the total effects between
involvement and outcome variables could be explained by a resistance processes that had a significant
relationship with both. This result supports the study of Brusse et al. (2010) wherein the effect of an E&E
programme was not mediated by overcoming resistances. This study concluded that transportation is proposed
to contribute to attitudinal effect without the mediating role of resistance. There are different alternative
explanations for this situation wherein audience involvement predicts effects and also predicts a decrease in
resistance.
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Firstly, as the population did not have a habit of excessive drinking their resistance towards the message could
have been already low. The study did not measure their resistance levels before the intervention. In addition,
the first measurement to place just after the academic year started, a period in time wherein first-year students
drink more than the rest of the year. As this first measurement of the outcome variables were in general higher
than the second measurement, this could have been influenced by the time of the year.
Secondly, an optimal test of the theory was not possible as the study population was not optimally
compatible with the stimulus. This could have influenced the results that despite most of the expected
relationships were confirmed, the mediation of the resistances was not identified.
In addition, the fact that in this study only qualitative measures were used could have limited our
understanding of the mechanisms that play a role in processing E&E messages. This was illustrated by the low
reliability of the scales that measured narrative understanding and selective avoidance. The latter construct was
also difficult to test in this context as the experiment did not allow participants to avoid watching „In Love‟.
Therefore, this construct was conceptualized as avoiding to watch „In Love‟ during the exposure. This referred
to thoughts of stopping the video or turning away once head on purpose.
This study was the first to test the EORM model of Moyer- Guse (2008). However, this study did not use
the proposed construct of Moyer- Guse (2008) to test the hypothesized model. Therefore, it is difficult to
compare the results of this study to the theorizing behind the original model. Hence, including the original
constructs of the EORM model could give more insights in the strength of these propositions than this research
did. Another important difference in the analysis of these original propositions is that this study used regression
analysis to identify the relationships and the possibility for mediation. A more thorough method such as
structural equation modeling could provide more insight in understanding the processes behind the E&E effects.
Future studies could profit from this type of data analysis.

6.4 Implications for designing E&E programmes
Investigating the processes through which E&E effects occur is worthwhile in order to inform the development
of E&E programmes and to maximize the effect of these programmes. In this context, when looking at alcohol
prevention in the Netherlands, finding new ways to tackle this socially bound habit and reopen the discussion
among adolescents is still one of the greatest challenges in public health practice. Together with the opportunity
of raising awareness about the role of alcohol in the breast cancer epidemic, results of this study should be
integrated into practice to develop new interventions. Nowadays, more and more research is done into the
effectiveness of E&E programmes aimed at changing health behavior. Nonetheless, the evidence about the
effectiveness remains focused at short term behavior change evaluations. There are several elements of
designing E&E programme for alcohol prevention that could benefit from insights of this study.
Firstly, before designing an E&E programme it is important to assess which resistances might play a
role among the audience. At this point it must be acknowledged that although it is important to tailor the
programme to the audience, it is impossible to develop a programme that contains storylines that are relevant
for every individual.
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Secondly, when developing an E&E programme it is important that the viewers become immersed by
the programme and its entertaining value. This study showed that different aspects of an E&E programme, or
audience involvement dimensions, possibly have a better chance of overcoming resistances than other
dimensions. Another initial interpretation is that for some programmes to have impact already one or two
dimensions of being immersed could be enough. In this case, emotional engagement and character
understanding showed to be the most consistent predictors of desired effects on resistance processes as well
as outcome variables, with „In Love‟ .

The outcome variable that showed to be predicted by emotional engagement and character understanding was
perceived vulnerability. This is a very interesting discovery as one of the most persistent problems with health
behavior among adolescents is their perception of being invulnerable for serious consequences of their risky
behavior (Witte et al., 2000). Interestingly, this is also relevant for breast cancer prevention. As the young girls
do not expect to develop this disease at a young age, their drinking behavior is not associated with the possible
negative consequences of developing breast cancer on the long term. When designing an E&E intervention for
the prevention of breast cancer, the emotional engagement and character understanding could increase
chances that this programme leads to a higher perceived vulnerability.

To avoid undesired effects that appeared during this study, the inclusion of transitional characters should be
one of the key elements in an E&E programme. In addition to this, the negative reinforcement of showing the
descriptive norm in the programme is also something that should be taken into account. Although this can add
to the perceived realism and plausibility it can also backfire and cause counter effects.

Once female adolescents perceived to be more vulnerable, it is important to support them in taking action upon
this health threat. One of the weak points of „In Love‟ is that this episode does not give any examples of how to
handle situations wherein an adolescent is tempted to drink excessively. Supporting the self-efficacy of the
audience in an E&E programme is also crucial when fear appeal is involved. This study supports the suggestion
that fear appeal and fear arousal could be included in an E&E programme without causing a boomerang effect.
Yet, it is required that the intervention also evokes high transportation levels and enjoyment. As breast cancer
nowadays is sometimes perceived as a scary disease, there might be potential for an E&E programme to bring
a fearful message to the adolescent females. Even though breast cancer might not be relevant to their daily
lives, when high transportation levels are reached this might still have an impact on this target group.
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Appendix I

Informed Consent

Informed Consent.
Dit onderzoek gaat over jullie mening over het televisieprogramma Roes.
De aflevering die je gaat zien duurt ongeveer 25 minuten. Stichting Kijkwijzer heeft bepaald
dat Roes mogelijk niet geschikt is voor mensen jonger dan 12 jaar. Het kan echter zo zijn dat
beelden in de aflevering ook voor mensen ouder dan 12 jaar minder geschikt zijn.
Na het zien van Roes, vul je een vragenlijst in. Daarop staat een willekeurig
(respondent)nummer. Met die vragenlijst wordt informatie verzameld over hoe jij het kijken
naar de aflevering hebt ervaren. Het onderzoek is anoniem, wat betekent dat in de resultaten
nooit getoond zal worden wat door wie is gezegd tijdens het onderzoek. Verder hebben
alleen de onderzoekers inzage in de antwoorden. Het invullen van de vragenlijst duurt
ongeveer 20 minuten.
Je bent vrij om je te allen tijde (tijdens de aflevering, het invullen van de vragenlijst) terug te
trekken uit dit onderzoek zonder opgaaf van redenen.
Het onderzoek duurt in totaal 1 uur en hiervoor krijgen jullie een cadeaubon van 10euro als
vergoeding aan het eind van het onderzoek.
Met het ondertekenen van dit formulier verklaar je bovenstaande informatie gelezen en
begrepen te hebben. Ook geef je hiermee toestemming voor deelname aan dit onderzoek.
Wanneer je vragen hebt kun je terecht bij de onderzoeksmedewerkers in de zaal, of later bij
Anita van Essen (e-mail: anita.vanessen@wur.nl).

Naam:

Handtekening:

Datum: 11 oktober 2010
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Appendix II Slideshow
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Appendix III

Summary of the Roes story included in this study

Episode 1 (broadcasted as 11th episode)
Title
Substance
Story

Themes and risks
Implicit message

In love
Alcohol
Sacha (15) is totally in love with Thijs (18). Together with her best friend Britt (15) she goes
out a lot. Sacha and Britt are invited at a student party from Thijs. They are excited about
it. They drink some alcohol before they go to the party. On the party Sacha drinks more
alcohol then she can handle. Britt is more careful with drinking. On the party, Sacha tries
hard to flirt with Thijs. From that moment, she has a blackout and cannot remember
anything of the rest of the evening. The next day, she finds out what happened that
evening. She finds a movie on the internet where she sees that she was being sexually
harassed. She sees that she had sex with Thijs but in a totally different manner that she
had imagined. After that, Thijs lets his friends abuse Sacha. After seeing this, Sacha is
severely upset and goes to the police with Britt to inform them.
Blackout, with the result that Sacha is a victim of sexual harassment.
Drinking alcohol has risks. By drinking, you can feel good for a short time but it can put
you in unpleasant and unsafe situations.
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Appendix IV

Animation Condition ‘Distraction’ (condition 2)

Splash screen that will appear every five minutes.

Er zijn 5 minuten verstreken
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Appendix V

Filler task (condition 1&2)

Voordat de video begint willen we je vragen om de komende drie minuten alle gedachten die in je opkomen
hieronder op te schrijven. De computer geeft met een geluid aan wanneer de drie minuten om zijn.

……………………………………………………………………………………………………………
……………………………………………………………………………………………………………
……………………………………………………………………………………………………………
……………………………………………………………………………………………………………
……………………………………………………………………………………………………………
…………………………………………………………………………………………………………….
…………………………………………………………………………………………………………...
………………………………………………………………………………………………………...…
……………………………………………………………………………………………………………
……………………………………………………………………………………………………...……
…………………………………………………………………………………………………...………
………………………………………………………………………………………………...…………
……………………………………………………………………………………………...……………
…………………………………………………………………………………………...………………
………………………………………………………………………………………...…………………
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Appendix VI

Ego depletion task ‘White bear’ (condition 3)

Voordat de video begint willen we je vragen om de komende drie minuten alle gedachten die in je opkomen
hieronder op te schrijven zonder te denken aan een witte beer. Houd goed in de gaten dat je tijdens het
schrijven niet aan een witte beer denkt. Elke keer als je toch aan een witte beer denkt zet je een kruisje in
onderstaand vak. De computer geeft met een geluid aan wanneer de drie minuten om zijn.

Hoe vaak heb ik aan een witte beer gedacht:

……………………………………………………………………………………………………………
……………………………………………………………………………………………………………
……………………………………………………………………………………………………………
……………………………………………………………………………………………………………
……………………………………………………………………………………………………………
…………………………………………………………………………………………………………….
…………………………………………………………………………………………………………...
………………………………………………………………………………………………………...…
……………………………………………………………………………………………………………
……………………………………………………………………………………………………...……
…………………………………………………………………………………………………...………
………………………………………………………………………………………………...…………
……………………………………………………………………………………………...……………
…………………………………………………………………………………………...………………
………………………………………………………………………………………...…………………
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Appendix VII

Pre-test Questionnaire

Fijn dat je deelneemt aan het onderzoek! Hier volgen wat algemene vragen.
Naam: …………………………………………………………………………………………………….
Leeftijd:…………………. jaar
E-mailadres:……………………………………………………………………………………………….

* We hebben je naam nodig om alle gegevens die tijdens dit onderzoek verzameld worden bij elkaar te houden.
Bij deelname krijg je een „deelnemersnummer‟ en zullen alle gegevens dus anoniem zijn en kunnen niet direct in
verband gebracht worden met je naam.
Deze vragenlijst gaat over alcohol drinken.
Bij alcohol drinken gaat het om het drinken van alle alcoholhoudende dranken, dus wijn, bier, mixdrankjes etc.
Als het gaat om alcoholgebruik, dan gaat het om jouw eigen gebruik of ideeën over jouw eigen gebruik.

Drink je alcohol?:
o
o

Ja
Nee

Als je alcohol drinkt vul dan de volgende vragen in (omcirkel jouw antwoord)
Hoe vaak heb je de afgelopen maand alcohol gedronken?
o 1 of 2 keer
o 3 tot 5 keer
o 5 tot 10 keer
o 10 keer of meer

Op hoeveel dagen in de week drink je over het algemeen?
o 1 dag
o 2 dagen
o 3 dagen
o 4 dagen
o 5 dagen
o 6 dagen
o 7 dagen

Als je alcohol drinkt, hoeveel glazen alcohol drink je dan gemiddeld op een dag?
o 1 glas
o 2 tot 4 glazen
o 5 glazen of meer
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Het gaat bij de komende vragen alleen om jouw eigen mening, er bestaan geen foute of juiste antwoorden.
Kruis het antwoord aan dat het beste bij jouw mening past
We zullen je vaak vragen in hoeverre jij het oneens (1) of eens (7) bent met bepaalde stellingen. Daarop kun je
antwoorden door een van de cijfers aan te vinken:

1
2
3
4
5
6
7

=
=
=
=
=
=
=

Helemaal mee oneens
Erg mee oneens
Mee oneens
Niet mee eens, niet mee oneens
Mee eens
Erg mee eens
Helemaal mee eens

Blok A (Moderate drinking intention)

Helemaal
mee oneens

1. Ik ben van plan om de eerstvolgende
gelegenheid (uitgaan, feestje, met vrienden) minder
alcohol te drinken
2. Ik verwacht dat ik de komende maand minder
alcohol ga drinken

1

2

3

4

5

6

7

1

2

3

4

5

6

7

Blok B

Helemaal
mee oneens

1. Als ik aan veel alcohol drinken denk, krijg ik een
positief gevoel

1

2

3

4

5

6

7

2. Veel alcohol drinken is ongezond

1

2

3

4

5

6

7

3. Door veel alcohol te drinken heb ik een leuke tijd
met mijn vrienden
4. Veel alcohol drinken is niet veilig
5. Door veel alcohol te drinken, kan en durf ik meer
6. Ik kan beter functioneren met veel alcohol op
dan dat anderen dat kunnen
7. Als ik veel alcohol drink voel ik me gespannen
8. Door veel alcohol te drinken krijg ik een slecht
humeur
9. Veel alcohol drinken maakt me socialer
10. Door veel alcohol te drinken heb ik het gevoel
erbij te horen

1

2

3

4

5

6

7

1
1
1

2
2
2

3
3
3

4
4
4

5
5
5

6
6
6

7
7
7

1
1

2
2

3
3

4
4

5
5

6
6

7
7

1
1

2
2

3
3

4
4

5
5

6
6

7
7

Blok C
1. Als ik veel alcohol drink is de kans groot dat ik
in vervelende situaties terecht kom
2. Als ik veel alcohol drink kan ik zorgen dat me
niets overkomt
3. De kans dat mij iets overkomt doordat ik veel
alcohol gedronken heb, is erg klein
4. Als ik veel alcohol drink is de kans groter dat
mij iets overkomt

Helemaal
mee eens

Helemaal
mee eens

Helemaal
mee oneens
1
2
3

4

5

Helemaal
mee eens
6
7

1

2

3

4

5

6

7

1

2

3

4

5

6

7

1

2

3

4

5

6

7
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Blok D
Als ik veel gedronken heb is de kans dat ik...
5. …ziek wordt

Heel erg
klein
1
2

3

4

5

Heel erg
groot
6
7

6. …iets doe waar ik later spijt van krijg

1

2

3

4

5

6

7

7. …de flow hiervan fijn vind

1

2

3

4

5

6

7

8. …iets doe omdat anderen dat willen

1

2

3

4

5

6

7

9. …iets doe wat ik later niet meer weet

1

2

3

4

5

6

7

10. …mijn grenzen overga op het gebied van seks

1

2

3

4

5

6

7

Blok E

Helemaal
mee oneens
1
2
3

4

5

Helemaal
mee eens
6
7

1

2

3

4

5

6

7

1

2

3

4

5

6

7

1

2

3

4

5

6

7

1

2

3

4

5

6

7

1

2

3

4

5

6

7

1

2

3

4

5

6

7

1. De meeste van mijn vrienden zouden het
afkeuren als ik teveel alcohol drink
2. Ik voel me wel eens onder druk gezet om mee
te drinken
3. De meeste van mijn vrienden vinden het ok als
ik veel alcohol drink
4. De sociale sfeer op de universiteit bevorderd
veel alcohol drinken
5. De meeste van mijn studiegenoten vinden veel
alcohol drinken niet normaal
6. Veel drinken is een belangrijk onderdeel van je
studietijd
7. De meeste van mijn vrienden vinden veel
alcohol drinken niet normaal
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Pretest Questionnaire. Translated items and references.
The first four questions are copied from the study of Steinhaus (2008).
Drink je alcohol?:
o
o

Ja
Nee

Als je alcohol drinkt vul dan de volgende vragen in (omcirkel jouw antwoord)
Hoe vaak heb je de afgelopen maand alcohol gedronken?
o 1 of 2 keer
o 3 tot 10 keer
o 10 keer of meer

Op hoeveel dagen in de week drink je over het algemeen?
o Ik drink niet
o 1 of 2 dagen
o 3 of 4 dagen

Als je alcohol drinkt, hoeveel glazen alcohol drink je dan gemiddeld op een dag?
o 1 glas
o 2 tot 4 glazen
o 5 glazen of meer

Block A | Intention

The four items are copied from the study of Steinhaus (2008). The original statements where measuring
intentions for a year, this is adapted to a month.

1. Ik ga de eerstvolgende gelegenheid (uitgaan, feestje, met vrienden) proberen om minder alcohol te
drinken
2. Ik denk dat ik de komende maand minder alcohol ga drinken

Block B | Outcome expectancies

The first six items and the last item are copied from the study of Steinhaus (2008)
1. Als ik aan veel alcohol drinken denk, krijg ik een positief gevoel
2. Veel alcohol drinken is ongezond
3. Door veel alcohol te drinken heb ik een leuke tijd met mijn vrienden
4. Veel alcohol drinken is niet veilig
5. Door veel alcohol te drinken, kan en durf ik meer
6. Ik kan beter functioneren met veel alcohol op dan dat anderen dat kunnen
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10. Door veel alcohol te drinken heb ik het gevoel erbij te horen
7. Als ik veel alcohol drink voel ik me gespannen

„Drinking alcohol makes me tense‟ from the Drinking Expectancy Questionnaire, Lee et al, 2003.
8. Door veel alcohol te drinken krijg ik een slecht humeur

„„Drinking makes me bad tempered‟ from the Drinking Expectancy Questionnaire, Lee et al, 2003.
9. Veel alcohol drinken maakt me socialer

„Drinking makes me feel outgoing and friendly‟ from the Drinking Expectancy Questionnaire, Lee et al, 2003.

Blok C | Perceived vulnerability / susceptibility
1. Als ik veel alcohol drink is de kans groot dat ik in vervelende situaties terecht kom

Adapted from the study of Steinhaus (2008)
2. Als ik veel alcohol drink kan ik zorgen dat me niets overkomt

From the study of Steinhaus (2008)
3. De ka ns dat mij iets overkomt doordat ik veel alcohol gedronken heb, is erg klein

From the study of Steinhaus (2008)
4. Als ik veel alcohol drink is de kans groter dat mij iets overkomt

Adapted from the study of Steinhaus (2008)

Blok D | Perceived vulnerability
5. De kans dat ik ziek wordt van alcohol is…

There‟s a % chance that I‟ll get sick from the alcohol [physical risk] from Goldberg, 2002.
6. Als ik veel heb gedronken is de kans dat ik iets doe waar ik later spijt van krijg…

There‟s a % chance that I‟ll do something that I‟ll later regret [social risk] from Goldberg 2002.
7. De kans dat ik de roes van veel drinken fijn vind is…

There‟s a % chance that I‟ll like the buzz I get from drinking alcohol [physical benefit] from Goldberg 2002.
8. De kans dat ik seksueel geïntimideerd wordt als ik veel heb gedronken is…

This statement is based on the statements of Goldberg (2002) but adapted to the context of the study, the
topic of the EE episode.
Blok E | Subjective norm
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1. De meeste van mijn vrienden zouden het afkeuren als ik teveel alcohol drink

Adapted and translated from „rate the likelihood that three specific individuals (close friends, roommate,
romantic partner) think it is okay to get drunk‟ from the study of Dunleavy (2008)
2. Ik voel me wel eens onder druk gezet om mee te drinken

Copied from the study of Steinhaus (2008)
3. De meeste van mijn vrienden vinden het ok als ik veel alcohol drink (reversed)

Adapted and translated from „rate the likelihood that three specific individuals (close friends, roommate,
romantic partner) think it is okay to get drunk‟ from the study of Dunleavy (2008)
4. De sociale sfeer op de universiteit promoot veel alcohol drinken (reversed)

Translated and adapted from „The social atmosphere on this campus promotes drinking.‟ From the study of
Dunleavy (2008).
5. De meeste van mijn studiegenoten vinden veel alcohol drinken niet normaal

Copied from the study of Steinhaus (2008)
6. Veel drinken is een belangrijk onderdeel van je studietijd (reversed)

Adapted from „Drinking is an important part of the college experience.‟ from the study of Dunleavy (2008)
7. De meeste van mijn vrienden vinden veel alcohol drinken niet normaal

Copied from the study of Steinhaus (2008)
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Appendix VIII

Post-test questionnaire

De volgende vragen gaan in op de gedachten en gevoelens die je had tijdens het bekijken van de aflevering
„Verliefd‟. Het gaat bij de vragen om het geven van je eigen mening, er zijn geen juiste of foute antwoorden.
Hieronder volgen een aantal stellingen. Geef per stelling aan welk cijfer jouw mening het beste weergeeft.
Omcirkel je antwoord. Waarbij 1= helemaal mee oneens en 7 = helemaal mee eens.
Blok 1 (Narrative understanding)

Helemaal
mee oneens

Helemaal
mee eens

1. Ik kon de gebeurtenissen in „Verliefd‟ gemakkelijk
volgen.
2. Ik vond het moeilijk om de lijn van het verhaal te
volgen.
3. Op sommige momenten vond ik het moeilijk om te
begrijpen wat er in „Verliefd‟ gebeurde.
4. Ik begreep het gedrag van de personages niet.

1

2

3

4

5

6

7

1

2

3

4

5

6

7

1

2

3

4

5

6

7

1

2

3

4

5

6

7

5. Ik vond het moeilijk om te begrijpen waarom de
personages in „Verliefd‟ op die manier op de situaties
reageerden.

1

2

3

4

5

6

7

Blok 2 (Attentional focus, transportation items)

Helemaal
mee oneens

1. Tijdens het kijken naar „Verliefd‟ dwaalden mijn
gedachten soms af.
2. Tijdens het kijken naar „Verliefd‟ dacht ik soms aan
dingen die niets met de film te maken hadden.
3. Tijdens het kijken naar „Verliefd‟ dacht ik aan de
dingen die ik voor het deelnemen aan dit onderzoek
had gedaan of dingen die ik erna zou gaan doen.
4. Ik vond het moeilijk om mijn aandacht bij „Verliefd‟
te houden.
5. Tijdens het kijken naar „Verliefd‟ was ik me bewust
van wat er in de ruimte om me heen gebeurde.
6. Ik merkte dat ik erover nadacht hoe „Verliefd‟ op
een andere manier had kunnen aflopen.
7. Nadat „Verliefd‟ was afgelopen vond ik het
gemakkelijk om het verhaal uit mijn hoofd te zetten.

1

2

3

4

5

6

7

1

2

3

4

5

6

7

1

2

3

4

5

6

7

1

2

3

4

5

6

7

1

2

3

4

5

6

7

1

2

3

4

5

6

7

1

2

3

4

5

6

7

Blok 3 (Fear appeal)
Ik vond ‘Verliefd’ op sommige momenten…
1. … humoristisch

Helemaal
mee oneens

1

2

3

4

5

6

7

2. … onaangenaam

1

2

3

4

5

6

7

3. … luchtig

1

2

3

4

5

6

7

4. … huiveringwekkend

1

2

3

4

5

6

7

5. … heftig

1

2

3

4

5

6

7

6. … intens

1

2

3

4

5

6

7

7. … schokkend

1

2

3

4

5

6

7

Helemaal
mee eens

Helemaal
mee eens
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Blok 4 (Emotional engagement)

Helemaal
mee oneens

Helemaal
mee eens

1. Ik was bezorgd over sommige personages in
„Verliefd‟.
2. Wanneer een hoofdpersoon tijdens „Verliefd‟
emotioneel was (bijvoorbeeld blij, boos, verdrietig),
voelde ik me ook emotioneel.
3. Het verhaal van „Verliefd‟ maakte emoties bij me
los (bijvoorbeeld verdriet, blijdschap, angst etc.).
4. Ik had soms te doen met de hoofdpersoon in
„Verliefd‟.
5. Tijdens het kijken naar „Verliefd‟ wilde ik graag
weten hoe het verhaal af zou lopen.
6. Op belangrijke momenten in „Verliefd‟, kon ik me
inleven in de emoties van een persoon uit de film.
7. Tijdens het kijken van “Verliefd‟ voelde ik me
betrokken bij het verhaal.

1

2

3

4

5

6

7

1

2

3

4

5

6

7

1

2

3

4

5

6

7

1

2

3

4

5

6

7

1

2

3

4

5

6

7

1

2

3

4

5

6

7

1

2

3

4

5

6

7

Blok 5 (Relevance)

Helemaal
wel

1. De gebeurtenissen in „Verliefd‟ zijn van toepassing
op mij.
2. De gebeurtenissen in „Verliefd‟ zijn relevant voor
mijn dagelijks leven.

1

2

3

4

5

6

7

1

2

3

4

5

6

7

Blok 6 (Message Derogation)

Helemaal
mee oneens

1. „Verliefd‟ is „over de top‟

1

2

3

4

5

6

7

2. „Verliefd‟ is realistisch

1

2

3

4

5

6

7

3. De verhaallijn van „Verliefd‟ is overdreven

1

2

3

4

5

6

7

4. De verhaallijn van „Verliefd‟ is geloofwaardig

1

2

3

4

5

6

7

5. De verhaallijn van „Verliefd‟ is ver gezocht

1

2

3

4

5

6

7

Helemaal
niet

Helemaal
mee oneens
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Blok 7 (Narrative Presence)

Helemaal
mee oneens

Helemaal
mee eens

1. Tijdens het kijken naar „Verliefd‟ was mijn lichaam
in het hier en nu, maar mijn gedachten waren in de
film.
2. Toen „Verliefd‟ afgelopen was had ik het gevoel
dat ik moest omschakelen om van het verhaal weer
in het hier en nu te komen.
3. Op sommige punten in de film leek het alsof de
wereld van „Verliefd‟ dichterbij was dan de echte
wereld.
4. Tijdens het kijken naar „Verliefd‟ had ik het gevoel
alsof ik bij de gebeurtenissen in de film aanwezig
was.

1

2

3

4

5

6

7

1

2

3

4

5

6

7

1

2

3

4

5

6

7

1

2

3

4

5

6

7

Blok 8 (Fear arousal)
Tijdens het kijken van ‘Verliefd’ voelde ik me
soms:
1. …bang

Helemaal
wel

1

2

3

4

5

6

7

2. …gespannen

1

2

3

4

5

6

7

3. …op mijn gemak

1

2

3

4

5

6

7

4. …nerveus

1

2

3

4

5

6

7

5. …ontspannen

1

2

3

4

5

6

7

6. …ongemakkelijk

1

2

3

4

5

6

7

7. …angstig

1

2

3

4

5

6

7

8. …vrolijk

1

2

3

4

5

6

7

Helemaal
niet
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Posttest Questionnaire items and references.
Involvement
1. Narrative engagement scale (Busselle & Bilandzic, 2009)
Narrative Understanding
1. Ik kon de gebeurtenissen in “Verliefd” gemakkelijk volgen.
“I could easily follow the actions and events.”

(Narrative Engagement Scale, 20-item version, Busselle and Bilandzic, 2009. From: Appel et al., 2002).
2. Ik vond het moeilijk om de lijn van het verhaal te volgen. (-)
“I had a hard time recognizing the thread of the story.” (-)

(Narrative Engagement Scale, short & 20-item version, Busselle and Bilandzic, 2009. From: Appel et al., 2002).
3. Ik begreep over het algemeen goed waarom de dingen die in “Verliefd” voorbij kwamen op die manier
gebeurden.
“I understood why the events unfolded the way they did.”

(Narrative Engagement Scale, 20-item version, Busselle and Bilandzic, 2009).
4. Op sommige momenten vond ik het moeilijk om te begrijpen wat er in „Verliefd‟ gebeurde.
“At points, I had a hard time making sense of what was going on in the program” (Narrative Engagement Scale,

short & 20-item version, Busselle and Bilandzic, 2009).
5. Ik begreep het gedrag van de personages niet.
“My understanding of the characters is unclear.” (Narrative Engagement Scale, short & 20-item version,

Busselle and Bilandzic, 2009).
6. Ik vond het moeilijk om te begrijpen waarom de personages in “Verliefd” op die manier op de situaties
reageerden. (-)
“It was difficult to understand why the characters reacted to situations as they did” (-)

(Narrative Engagement Scale, 20-item version, Busselle and Bilandzic, 2009).

Attentional focus.
7. Tijdens het kijken naar “Verliefd” merkte ik dat mijn gedachten afdwaalden. (-)
“I found my mind wandering while the program was on.” (-)

(Narrative Engagement Scale, short & 20-item version, Busselle and Bilandzic, 2009) and (Transportation Scale,
Green and Brock, 2000).
8. Tijdens het kijken naar “Verliefd” merkte ik dat ik aan andere dingen dacht die niets met de film te
maken hadden. (-)
“While the program was on I found myself thinking about other things.” (-)

(Narrative Engagement Scale, short & 20-item version, Busselle and Bilandzic, 2009. From: Appel et al., 2002).
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9. Tijdens het kijken naar „Verliefd‟ merkte ik dat dacht aan de dingen die ik voor het deelnemen aan dit
onderzoek had gedaan of dingen die ik erna zou gaan doen.
While watching, I found myself thinking what I had done before the experiment or what I would do after it.”

(Narrative Engagement Scale, 20-item version, Busselle and Bilandzic, 2009).
10. Ik vond het moeilijk om mijn gedachten bij de film “Verliefd” te houden. (-)
“I had a hard time keeping my mind on the program.” (-)

(Narrative Engagement Scale, short & 20-item version, Busselle and Bilandzic, 2009).
11. Mijn gedachten waren meer op alles om mij heen gericht dan op „Verliefd‟
“My attention was focused more on my surroundings than on the program”. (Narrative Engagement Scale, 20-

item version, Busselle and Bilandzic, 2009).
12. Tijdens het kijken naar “Verliefd” was ik me bewust van wat er in de ruimte om me heen gebeurde (-).
“While I was reading the narrative, activity going on in the room around me was on my mind.” (-)

(Transportation Scale, Green and Brock, 2000).
13. Ik merkte dat ik erover nadacht hoe “Verliefd” op een andere manier had kunnen aflopen.
“I found myself thinking of ways the narrative could have turned out differently.” (Transportation Scale, Green

and Brock, 2000).
14. Nadat “Verliefd” was afgelopen vond ik het gemakkelijk om het verhaal uit mijn hoofd te zetten (-)
“After finishing the narrative, I found it easy to put it out of my mind.” (-)

(Transportation Scale, Green and Brock, 2000).

Narrative presence
15. Tijdens het kijken naar “Verliefd” was mijn lichaam in het hier en nu, maar mijn gedachten waren in de
film.
“During the program, my body was in the room, but my mind was inside the world created by the story.”

(Narrative Engagement Scale, short & 20-item version, Busselle and Bilandzic, 2009. Adapted from Kim and
Biocca, 1997).
16. Toen “Verliefd” afgelopen was had ik het gevoel dat ik moest omschakelen om van het verhaal weer in
het hier en nu te komen.
“The program created a new world, and then that world suddenly disappeared when the program ended.”

(Narrative Engagement Scale, short & 20-item version, Busselle and Bilandzic, 2009. Adapted from Kim and
Biocca, 1997).
17. Op sommige punten in de film leek het alsof de wereld van “Verliefd” dichterbij was dan de echte wereld.
“At times during the program, the story world was closer to me than the real world.” (Narrative Engagement

Scale, short & 20-item version, Busselle and Bilandzic, 2009. Adapted from Kim and Biocca, 1997).
18. Tijdens het kijken naar “Verliefd” had ik het gevoel alsof ik bij de gebeurtenissen in de film aanwezig
was.
“I could picture myself in the scene of the events described in the narrative.”
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(Transportation Scale, Green and Brock, 2000). Nederlandse vertaling uit: De Graaf et al., 2009).

Emotional Engagement
19. Ik was bezorgd over sommige personages in „Verliefd‟.
“I was worried for some of the characters in the program” (Narrative Engagement Scale, 20-item version,

Busselle and Bilandzic, 2009. Adapted from Cohen, 2001).
20. Wanneer tijdens de film “Verliefd” een van de hoofdpersonen emotioneel was (bijvoorbeeld blij, boos,
verdrietig), voelde ik me ook emotioneel.
“During the program, when a main character succeeded, I felt happy, and when they suffered in some way, I felt
sad.”

(Narrative Engagement Scale, short & 20-item version, Busselle and Bilandzic, 2009. Adapted from Cohen,
2001).
21. Het verhaal van “Verliefd” maakte emoties bij me los (bijvoorbeeld verdriet, blijdschap, angst etc.).
“The narrative affected me emotionally.”

(Transportation Scale, Green and Brock, 2000). (Narrative Engagement Scale, short & 20-item version, Busselle
and Bilandzic, 2009).Vertaling van de Graaf.
22. Ik had soms te doen met de hoofdpersoon in “Verliefd”.
“I felt sorry for some of the characters in the program.”

(Narrative Engagement Scale, short & 20-item version, Busselle and Bilandzic, 2009).
23. Tijdens het kijken naar “Verliefd” wilde ik graag weten hoe het verhaal af zou lopen.
“I wanted to learn how the narrative ended.”

(Transportation Scale, Green and Brock, 2000). (Narrative Engagement Scale, 20-item version, Busselle and
Bilandzic, 2009).
24. Tijdens het kijken van „Verliefd‟ wilde ik weten hoe het verhaal zich zou ontwikkelen.
“While viewing I wanted to know how the events would unfold.” (Narrative Engagement Scale, 20-item version,

Busselle and Bilandzic, 2009).
25. Op belangrijke momenten in „Verliefd‟, kon ik me inleven in de emoties van een persoon uit de film.
“At important moments in the film, I could feel the emotions the characters felt” ( Narrative Engagement Scale,

20-item version, Busselle and Bilandzic, 2009).

2. Transportation Scale (Green & Brock, 2000)
1. Toen ik „Verliefd‟ aan het kijken was kon ik me de gebeurtenissen gemakkelijk voorstellen.
“While I was watching the movie, I could easily picture the events in it taking place”
2. Tijdens het kijken naar “Verliefd” was ik me bewust van wat er in de ruimte om me heen gebeurde (-).
“While I was reading the narrative, activity going on in the room around me was on my mind”
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3. Tijdens het kijken naar “Verliefd” had ik het gevoel alsof ik bij de gebeurtenissen in de film aanwezig
was.
“I could picture myself in the scene of the events described in the narrative”
4. Tijdens het kijken naar “Verliefd” voelde ik me betrokken bij het verhaal.
“I was mentally involved in the narrative while reading it”
5. Nadat “Verliefd” was afgelopen vond ik het gemakkelijk om het verhaal uit mijn hoofd te zetten (-)
“After finishing the narrative, I found it easy to put it out off my mind.”
6. Tijdens het kijken naar “Verliefd” wilde ik graag weten hoe het verhaal af zou lopen.
“I wanted to learn how the narrative ended”
7. Tijdens het kijken naar de film “Verliefd” voelde ik emoties (bijvoorbeeld verdriet, blijdschap, angst etc.).
“The narrative affected me emotionally”
8. Ik merkte dat ik erover nadacht hoe “Verliefd” op een andere manier had kunnen aflopen.
“I found myself thinking of ways the narrative could have turned out differently.”
9. Tijdens het kijken naar “Verliefd” merkte ik dat mijn gedachten afdwaalden. (-)
“I found my mind wandering while reading the narrative.” (R)
10. De gebeurtenissen in „Verliefd‟ zijn relevant voor mij. of
De gebeurtenissen in „Verliefd‟ zijn relevant voor mijn dagelijks leven. (eigen aanpassing)
“The events in the narrative are relevant to my everyday life.”

11. De gebeurtenissen in „Verliefd‟ hebben mijn leven veranderd.
“The events in the narrative have changed my life.”

3. Fear Arousal (Witte & Morisson, 2000)
Tijdens het kijken van ‘Verliefd’ voel ik me…
…bang
“frightened”
… gespannen
“tense”
…nerveus
“nervous”
…ongemakkelijk
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“uncomfortable”
…angstig
“anxious”
…misselijk
“nauseous”

4. Fear arousal (Das & Fennis, 2004)
Ik vond ‘verliefd’…
…eng
…angstaanjagend

5. Added items
Relevantie
1. De gebeurtenissen in „Verliefd‟ zijn van toepassing op mij
De bovenstaande tekst is van toepassing op mij” (Das & Fennis, 2004)
2. De gebeurtenissen in „Verliefd zijn relevant voor mij
“ De boodschap is relevant voor mij” (Das & Fennis, 2004)
Nieuwe informatie
1. Door het kijken van „ Verliefd‟ ben ik meer te weten gekomen over de negatieve effecten van alcohol
“After watching the program, I have gained information about what corneal transplantation is”

(Lee et al, 2010)
2. „Verliefd‟ bevatte voor mij nieuwe informatie over de negatieve effecten van veel alcohol drinken
3. Ik heb nieuwe informatie gehaald uit het kijken van Verliefd over de negatieve gevolgen van alcohol
drinken
“I think I have gained information regarding corneal transplantation after watching the program”

(Lee et al, 2010)
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Resistances
1. Reactance
Perceived threat to freedom (Dillard & Shen, 2005)
1. De boodschap in „Verliefd‟ voelt als een bedreiging op mijn keuzevrijheid

„„The message threatened my freedom to choose,‟‟ („Perceived threat to freedom‟ Miller, 2007. Adapted from
Dillard & Shen, 2005)
2. De boodschap in „Verliefd‟ probeert mij te manipuleren

„„The message tried to manipulate me,‟‟ („Perceived threat to freedom‟ Miller, 2007. Adapted from Dillard & Shen,
2005)
3. De boodschap in „Verliefd‟ probeert een beslissing voor mij te maken over mijn alcoholgebruik

„„The message tried to make a decision for me,‟‟ („Perceived threat to freedom‟ Miller, 2007. Adapted from
Dillard & Shen, 2005)
4. De boodschap in „Verliefd‟ probeert me onder druk te zetten om mijn alcoholgebruik te veranderen

„The message tried to pressure me‟‟ („Perceived threat to freedom‟ Miller, 2007. Adapted from Dillard & Shen,
2005)
Message derogation (Witte, 1996)
1. “Verliefd‟ is over de top / te dik aangezet / opgeklopt / aangedikt
“The message was overblown”
2. De verhaallijn van „Verliefd‟ is overdreven
“The message was exaggerated”
3. De verhaallijn van „Verliefd‟ is ver gezocht / overschat /
“The message was overstated”

2. Perceived counter arguing
1. Tijdens de aflevering, merkte ik dat ik het oneens was met hoe het verhaal verliep.

„While watching the program, I sometimes found myself thinking of ways I disagreed with what was being
presented‟ (Moyer-Guse & Nabi (2010)
2. Tijdens het kijken merkte ik dat ik naar foutjes in het verhaal aan het zoeken was.

„I found myself looking for flaws in the way the information was presented in the program‟ (Moyer-Guse & Nabi,
2010)
3. Tijdens het kijken kwamen er verschillende tegen argumenten in me op om

„During the program several counter-aguments occurred to me‟ (Brusse et al, 2010)
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4. Tijdens het kijken bekritiseerde ik de onderliggende boodschap die naar voren kwam uit het verhaal

„During the soap I criticized the message of the program‟ (Brusse et al, 2010)
5. Tijdens het kijken was ik sceptisch over het programma

„I was skeptical of the program while I was watching it‟ (Brusse et al, 2010)
6. Tijdens het kijken merkte ik dat ik het wel eens ben met de moraal in het verhaal.

„„It was easy to agree with the arguments made in the message (reversed).‟‟ (Nabi, 2007)
„„I found myself actively agreeing with the author‟s points (reversed),‟‟
7. Ik merkte dat ik het oneens was met de auteur van „Verliefd‟

„I found myself actively disagreeing with the author,‟‟

3. Selective Avoidance
PSA: Selective avoidance
1. Tijdens het kijken draaide ik mijn hoofd soms weg
omdat het te heftig was
2. Als ik dit programma thuis had gekeken had ik het
eerder uitgezet omdat het me een oncomfortabel
gevoel geeft
3. Na het zien van het programma wilde ik er liever
niet meer aan denken

Helemaal
mee oneens
1
2
3

Helemaal
mee oneens
4
5
6

7

1

2

3

4

5

6

7

1

2

3

4

5

6

7

4. Defensive Avoidance
1. Hoe waarschijnlijk is het dat de aflevering in je gedachten blijft hangen?
“ Hoe waarschijnlijk is het dat de tekst blijft hangen in je gedachten?‟ (Das & Fennis, 2004)
2. Hoe waarschijnlijk is het dat je over deze aflevering gaat praten met anderen?
“Hoe waarschijnlijk is het dat je over deze tekst gaat praten met anderen?” (Das & Fennis, 2004)
3. Hoe waarschijnlijk is het dat je over deze aflevering gaat nadenken?
“Hoe waarschijnlijk is het dat je over de tekst gaat nadenken?” (Das & Fennis, 2004)

4. Defensive avoidance message
Blok R5
Toen ik verliefd zag was mijn eerste reactie
om…
1. …over de mogelijke gevolgen van veel alcohol
drinken te gaan nadenken

Helemaal
mee oneens

Helemaal
mee oneens

1

2

3

4

5

6

7

2. …mijn alcohol gebruik te gaan minderen om de

1

2

3

4

5

6

7
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vervelende gevolgen van veel alcohol drinken te
voorkomen
3. …met anderen te gaan praten over de mogelijke
gevolgen van veel alcohol drinken
4. …de volgende keer minder alcohol drinken om te
voorkomen dat ik iets doe waar ik later spijt van krijg

1

2

3

4

5

6

7

1

2

3

4

5

6

7

When I
was first
reading

the message and looking at the pictures, my first instinct was to:
…want to think about AIDS
…not want to think about AIDS (Witte & Morisson, 2000)

When I was first reading the message and looking at the pictures, my first instinct was to":
…"want to do something to keep myself from getting AIDS"
…"not want to do something to keep myself from getting AIDS" (Witte & Morisson, 2000)
When I was first reading the message and looking at the pictures, my first instinct was to":
…"want to protect myself from AIDS"
…"not want to protect myself from AIDS." (Witte & Morisson, 2000)

5. Added items
Denk je dat er een boodschap in het verhaal zit?
O ja
O nee

Zo ja, wat is dan volgens jou de boodschap?
…………………………………………………………………………………………………………….
…………………………………………………………………………………………………………….
…………………………………………………………………………………………………………….
…………………………………………………………………………………………………………….
…………………………………………………………………………………………………………….
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Hieronder volgen een aantal stellingen. Geef per stelling aan welk cijfer jouw mening het beste weergeeft.
Omcirkel je antwoord. Waarbij 1= helemaal mee oneens en 7 = helemaal mee eens.
Blok R1 (Counter arguing)

Helemaal
mee oneens

Helemaal
mee oneens

1. Tijdens de aflevering, was ik het soms oneens
met hoe het verhaal verliep.

1

2

3

4

5

6

7

2. Tijdens het kijken zocht ik naar foutjes in het
verhaal.
3. Tijdens het kijken kwamen er verschillende
tegenargumenten in me op.
4. Tijdens het kijken bekritiseerde ik de
gebeurtenissen in „Verliefd‟.
5. Tijdens het kijken was ik sceptisch over het
programma.

1

2

3

4

5

6

7

1

2

3

4

5

6

7

1

2

3

4

5

6

7

1

2

3

4

5

6

7

Blok R2 (Selective avoidance)

Helemaal
mee oneens

Helemaal
mee oneens

1. Tijdens het kijken draaide ik mijn hoofd soms weg of
sloot ik mijn ogen omdat het te heftig was

1

2

3

4

5

6

7

2. Als ik dit programma thuis had gekeken had ik het
eerder uitgezet omdat het me een oncomfortabel gevoel
geeft
3. Na het zien van het programma wilde ik er liever niet
meer aan denken

1

2

3

4

5

6

7

1

2

3

4

5

6

7

Blok R3 (Defensive Avoidance ‘Ín Love’)

Heel
Onwaarschijnlijk

1. Hoe waarschijnlijk is het dat de aflevering in je
gedachten blijft hangen?

1

2

3

4

5

6

7

2. Hoe waarschijnlijk is het dat je over deze aflevering
gaat praten met anderen?
3. Hoe waarschijnlijk is het dat je over deze aflevering
gaat nadenken?

1

2

3

4

5

6

7

1

2

3

4

5

6

7

Heel
waarschijnlijk

Denk je dat er een boodschap in het verhaal zit?
O ja
O nee

Zo ja, wat is dan volgens jou de boodschap?
…………………………………………………………………………………………………………….
…………………………………………………………………………………………………………….
…………………………………………………………………………………………………………….
…………………………………………………………………………………………………………….
…………………………………………………………………………………………………………….
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Blok R4 (Reactance)
Ik had het gevoel dat…
1. … „Verliefd‟ een vrij eenzijdig beeld schetst van de
mogelijke effecten van alcohol drinken

Helemaal
niet

Helemaal
wel

1

2

3

4

5

6

7

2. … „Verliefd‟ mijn ideeën over veel alcohol drinken
probeert te manipuleren
3. … in „Verliefd‟ voor mij wordt bepaald hoe ik om
moet gaan met alcohol
4. … „Verliefd‟ me probeert te overtuigen om mijn
alcoholgebruik te veranderen

1

2

3

4

5

6

7

1

2

3

4

5

6

7

1

2

3

4

5

6

7

Blok R5 (Defensive Avoidance message)
Toen ik verliefd zag was mijn eerste reactie
om…
1. …over de mogelijke gevolgen van veel alcohol
drinken te gaan nadenken

Helemaal
mee oneens

1

2

3

4

5

6

7

2. …mijn alcohol gebruik te gaan minderen om de
vervelende gevolgen van veel alcohol drinken te
voorkomen
3. …met anderen te gaan praten over de mogelijke
gevolgen van veel alcohol drinken
4. …de volgende keer minder alcohol drinken om te
voorkomen dat ik iets doe waar ik later spijt van krijg

1

2

3

4

5

6

7

1

2

3

4

5

6

7

1

2

3

4

5

6

7

Helemaal
mee oneens
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Drink je alcohol?:
o
o

Ja
Nee

Als je alcohol drinkt vul dan de volgende vragen in (omcirkel jouw antwoord)

Hoe vaak heb je de afgelopen maand alcohol gedronken?
o 1 of 2 keer
o 3 tot 5 keer
o 5 tot 10 keer
o 10 keer of meer

Op hoeveel dagen in de week drink je over het algemeen?
o 1 dag
o 2 dagen
o 3 dagen
o 4 dagen
o 5 dagen
o 6 dagen
o 7 dagen

Als je alcohol drinkt, hoeveel glazen alcohol drink je dan gemiddeld op een dag?
o 1 glas
o 2 tot 4 glazen
o 5 glazen of meer
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Het gaat bij de komende vragen alleen om jouw eigen mening, er bestaan geen foute of juiste antwoorden.
Kruis het antwoord aan dat het beste bij jouw mening past
We zullen je vaak vragen in hoeverre jij het oneens (1) of eens (7) bent met bepaalde stellingen. Daarop kun je
antwoorden door een van de cijfers aan te vinken:

1
2
3
4
5
6
7

=
=
=
=
=
=
=

Helemaal mee oneens
Erg mee oneens
Mee oneens
Niet mee eens, niet mee oneens
Mee eens
Erg mee eens
Helemaal mee eens

Blok A (Moderate drinking intention)

Helemaal
mee oneens

Helemaal
mee eens

1. Ik verwacht dat ik de komende maand meer
alcohol ga drinken
2. Ik ben van plan om de eerstvolgende
gelegenheid (uitgaan, feestje, met vrienden) minder
alcohol te drinken
3. Ik verwacht dat ik de komende maand minder
alcohol ga drinken
4. Ik verwacht dat ik de eerstvolgende gelegenheid
(uitgaan, feestje, met vrienden) meer alcohol zal
drinken.

1

2

3

4

5

6

7

1

2

3

4

5

6

7

1

2

3

4

5

6

7

1

2

3

4

5

6

7

Blok B (Outcome expectancies)

Helemaal
mee oneens

1. Als ik aan veel alcohol drinken denk, krijg ik een
positief gevoel

1

2

3

4

5

6

7

2. Veel alcohol drinken is ongezond

1

2

3

4

5

6

7

3. Door veel alcohol te drinken heb ik een leuke tijd
met mijn vrienden
4. Veel alcohol drinken is niet veilig

1

2

3

4

5

6

7

1

2

3

4

5

6

7

5. Door veel alcohol te drinken, kan en durf ik meer

1

2

3

4

5

6

7

6. Ik kan beter functioneren met veel alcohol op
dan dat anderen dat kunnen
7. Als ik veel alcohol drink voel ik me gespannen

1

2

3

4

5

6

7

1

2

3

4

5

6

7

8. Door veel alcohol te drinken krijg ik een slecht
humeur
9. Veel alcohol drinken maakt me socialer

1

2

3

4

5

6

7

1

2

3

4

5

6

7

10. Door veel alcohol te drinken heb ik het gevoel
erbij te horen

1

2

3

4

5

6

7

Helemaal
mee eens
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Blok C (Perceived vulnerability abstract)

Helemaal
mee oneens

Helemaal
mee eens

1. Als ik veel alcohol drink is de kans groot dat ik
in vervelende situaties terecht kom

1

2

3

4

5

6

7

2. Als ik veel alcohol drink kan ik zorgen dat me
niets overkomt
3. De kans dat mij iets overkomt doordat ik veel
alcohol gedronken heb, is erg klein
4. Als ik veel alcohol drink is de kans groter dat
mij iets overkomt

1

2

3

4

5

6

7

1

2

3

4

5

6

7

1

2

3

4

5

6

7

Blok D (Perceived vulnerability concrete)
Als ik veel gedronken heb is de kans dat ik...
5. …ziek wordt

Heel erg
klein

1

2

3

4

5

6

7

6. …iets doe waar ik later spijt van krijg

1

2

3

4

5

6

7

7. …de flow hiervan fijn vind

1

2

3

4

5

6

7

8. …iets doe omdat anderen dat willen

1

2

3

4

5

6

7

9. …iets doe wat ik later niet meer weet

1

2

3

4

5

6

7

10. …mijn grenzen overga op het gebied van seks

1

2

3

4

5

6

7

Blok E (Subjective norm)

Helemaal
mee oneens

1. De meeste van mijn vrienden zouden het
afkeuren als ik teveel alcohol drink
2. Ik voel me wel eens onder druk gezet om mee
te drinken
3. De meeste van mijn vrienden vinden het ok als
ik veel alcohol drink
4. De sociale sfeer op de universiteit bevorderd
veel alcohol drinken
5. De meeste van mijn studiegenoten vinden veel
alcohol drinken niet normaal
6. Veel drinken is een belangrijk onderdeel van je
studietijd
7. De meeste van mijn vrienden vinden veel
alcohol drinken niet normaal

1

2

3

4

5

6

7

1

2

3

4

5

6

7

1

2

3

4

5

6

7

1

2

3

4

5

6

7

1

2

3

4

5

6

7

1

2

3

4

5

6

7

1

2

3

4

5

6

7

Heel erg
groot

Helemaal
mee eens

Bedankt voor het invullen van de vragenlijst. Het laatste deel van het onderzoek is een
korte vragenlijst die je over twee weken via internet krijgt toegestuurd.
Je kunt alle vragenlijsten en de envelop bij de onderzoeksassistent inleveren.
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Appendix IX

Follow up questionnaire

Welkom bij het laatste onderdeel van de Entertainment Studie. Deze korte vragenlijst duurt ongeveer
5 minuten.

Blok 1
In de afgelopen weken na het kijken van
Verliefd…
1. ...heb ik er met anderen over gesproken

Helemaal nooit

Heel vaak

1

2

3

4

5

6

7

2. ...heb ik er met mijn vrienden over gesproken

1

2

3

4

5

6

7

3. …heb ik er later wel eens over nagedacht

1

2

3

4

5

6

7

4. …bleef de aflevering nog in mijn gedachten
hangen
5. ...heb ik met anderen gesproken over de
mogelijke gevolgen van veel alcohol drinken
6. ...heb ik nagedacht over de mogelijke gevolgen
van veel alcohol drinken

1

2

3

4

5

6

7

1

2

3

4

5

6

7

1

2

3

4

5

6

7

* We hebben je naam nodig om alle gegevens die tijdens dit onderzoek verzameld worden
bij elkaar te houden. Bij deelname krijg je een ‘deelnemersnummer’ en zullen alle gegevens
dus anoniem zijn en kunnen niet direct in verband gebracht worden met je naam.
Wat is je naam?

106

Het gaat bij de komende vragen alleen om jouw eigen mening, er bestaan geen foute of juiste antwoorden.
Kruis het antwoord aan dat het beste bij jouw mening past
We zullen je vaak vragen in hoeverre jij het oneens (1) of eens (7) bent met bepaalde stellingen. Daarop kun je
antwoorden door een van de cijfers aan te vinken:

1
2
3
4
5
6
7

=
=
=
=
=
=
=

Helemaal mee oneens
Erg mee oneens
Mee oneens
Niet mee eens, niet mee oneens
Mee eens
Erg mee eens
Helemaal mee eens

Blok A

Helemaal
mee oneens

Helemaal
mee eens

1. Ik verwacht dat ik de komende maand meer
alcohol ga drinken
2. Ik ben van plan om de eerstvolgende
gelegenheid (uitgaan, feestje, met vrienden) minder
alcohol te drinken
3. Ik verwacht dat ik de komende maand minder
alcohol ga drinken
4. Ik verwacht dat ik de eerstvolgende gelegenheid
(uitgaan, feestje, met vrienden) meer alcohol zal
drinken.

1

2

3

4

5

6

7

1

2

3

4

5

6

7

1

2

3

4

5

6

7

1

2

3

4

5

6

7

Blok B

Helemaal
mee oneens

1. Als ik aan veel alcohol drinken denk, krijg ik een
positief gevoel

1

2

3

4

5

6

7

2. Veel alcohol drinken is ongezond

1

2

3

4

5

6

7

3. Door veel alcohol te drinken heb ik een leuke tijd
met mijn vrienden
4. Veel alcohol drinken is niet veilig

1

2

3

4

5

6

7

1

2

3

4

5

6

7

5. Door veel alcohol te drinken, kan en durf ik meer

1

2

3

4

5

6

7

6. Ik kan beter functioneren met veel alcohol op
dan dat anderen dat kunnen
7. Als ik veel alcohol drink voel ik me gespannen

1

2

3

4

5

6

7

1

2

3

4

5

6

7

8. Door veel alcohol te drinken krijg ik een slecht
humeur
9. Veel alcohol drinken maakt me socialer

1

2

3

4

5

6

7

1

2

3

4

5

6

7

10. Door veel alcohol te drinken heb ik het gevoel
erbij te horen

1

2

3

4

5

6

7

Helemaal
mee eens
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Blok C

Helemaal
mee oneens

Helemaal
mee eens

1. Als ik veel alcohol drink is de kans groot dat ik
in vervelende situaties terecht kom

1

2

3

4

5

6

7

2. Als ik veel alcohol drink kan ik zorgen dat me
niets overkomt
3. De kans dat mij iets overkomt doordat ik veel
alcohol gedronken heb, is erg klein
4. Als ik veel alcohol drink is de kans groter dat
mij iets overkomt

1

2

3

4

5

6

7

1

2

3

4

5

6

7

1

2

3

4

5

6

7

Blok D
Als ik veel gedronken heb is de kans dat ik...
5. …ziek wordt

Heel erg
klein

1

2

3

4

5

6

7

6. …iets doe waar ik later spijt van krijg

1

2

3

4

5

6

7

7. …de flow hiervan fijn vind

1

2

3

4

5

6

7

8. …iets doe omdat anderen dat willen

1

2

3

4

5

6

7

9. …iets doe wat ik later niet meer weet

1

2

3

4

5

6

7

10. …mijn grenzen overga op het gebied van seks

1

2

3

4

5

6

7

Blok E

Helemaal
mee oneens

1. De meeste van mijn vrienden zouden het
afkeuren als ik teveel alcohol drink
2. Ik voel me wel eens onder druk gezet om mee
te drinken
3. De meeste van mijn vrienden vinden het ok als
ik veel alcohol drink
4. De sociale sfeer op de universiteit bevorderd
veel alcohol drinken
5. De meeste van mijn studiegenoten vinden veel
alcohol drinken niet normaal
6. Veel drinken is een belangrijk onderdeel van je
studietijd
7. De meeste van mijn vrienden vinden veel
alcohol drinken niet normaal

1

2

3

4

5

6

7

1

2

3

4

5

6

7

1

2

3

4

5

6

7

1

2

3

4

5

6

7

1

2

3

4

5

6

7

1

2

3

4

5

6

7

1

2

3

4

5

6

7

Heel erg
groot

Helemaal
mee eens
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Appendix X

Summary of Zero-Order Bivariate Correlations between Narrative and Character Involvement and resistances
1

2

3

4

5

6

7

8

9

10

1. Narrative Understanding

-

2. Character Understanding

.23*

-

3. Emotional Engagement

.04

.11

-

4. Attentional Focus

.15

.18*

.07

-

5. Narrative Presence

.04

.16

.63**

.29**

-

6. External Realism

.29**

.14

-.11

.27**

.03

-

7. Relevance

.01

.21*

.31**

.11

.27**

-.28** -

8. Reactance

-.04

.02

-.01

.09

.07

.03

.03

9. Counter Arguing

-.20*

-.48** -.18*

-.23*

-.22*

-.21*

-.26** .04

10. Message Derogation

-.35** -.36** -.11

-.34** -.24** -.36** -.23** .11

.50**

-

11. Selective Avoidance

-.04

-.15

.11

.02

12. Defensive Avoidance IL

-.02

-.11

13. Defensive Avoidance mess.

-.17

14. Intention T1

-.00

11

12

13

14

15

16

17

18

19

20

21

22

23

24

25

-

-.03

-.04

.09

.17

.16

-

-.40** -.13

-.43** .02

-.15

-.15

.15

.19*

-.14

-

-.17

-.24*

-.21*

-.10

-.30** -.07

-.22*

.33**

.24**

-.22*

.31**

-

.00

.03

.00

.03

-.07

-.07

-.02

.18*

-.11

-.01

.26**

-.19*

-.39*

-

15. Intention T2

-.06

-.13

.03

-.09

-.14

-.14

.05

.09

-.07

-.03

.19

-.07

-.19*

.63**

-

16. Positive Outcome Exp. T1

.02

.06

-.04

.09

.03

.06

.07

-.15

-.08

.07

-.09

.14

.10

-.04

-.11

-

17. Positive Outcome Exp. T2

.05

.05

-.13

-.01

-.03

-.01

.02

-.06

-.00

.18

.13

.09

.04

.05

-.03

.50**

-

18. Negative Outcome Exp. T1

-.06

-.04

-.02

-.07

.03

-.07

-.02

-.04

.05

.11

.05

.11

.18

.12

.12

.02

-.05

-

19. Negative Outcome Exp. T2

-.09

.12

-.06

.07

-.08

-.10

-.01

.05

-.07

.13

.10

.08

-.01

.29**

.28**

-.05

.11

.60**

-

20. Vulnerability abstract T1

.12

.19*

.01

.11

-.20*

.11

-.08

-.03

-.13

-.09

.27**

-.09

-.22*

.12

.03

-.08

-.04

-.07

-.07

-

21. Vulnerability abstract T2

-.04

.08

.02

-.04

-.12

-.13

.07

.09

-.03

.05

.15

-.08

-.06

.07

.03

-.01

.12

.11

.17

.56**

-

22. Vulnerability concrete T1

.15

.04

.20*

.14

.06

-.05

-.01

.04

-.07

-.03

.18*

-.22*

-.16

.27**

.19

.09

-.01

.21*

.26**

.25**

.28**

-

23. Vulnerability concrete T2

.05

.04

.24*

.10

.19*

-.14

-.19

.15

-.11

-.03

.28**

-.27** -.09

.30**

.28**

.08

.05

.20*

.24*

.17

.64**

.44**

-

24. Subjective Norms T1

.09

-.14

-.14

-.02

-.14

-.03

-.01

-.07

-.05

.00

-.13

.03

-.05

.00

.12

-.07

.04

.08

.08

.03

-.03

.20*

-.12

-

25. Subjective Norms T2

.08

-.01

-.07

.09

-.06

.07

-.09

-.07

-.14

-.02

-.12

.02

-.15

.02

.09

-.08

-.07

.08

.12

.04

-.04

.08

-.09

.74**

-

Note: T1= Time effect of T0-T1. T2=Time effect of T2-T0
*p < .05. **p > .01
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