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New Study Finds Anti-Smoking Messages Effective 
in Television Programming

Educational Placements Prove Effective in Changing Behaviors and Beliefs
Irvine, CA – (February 11, 2010) – A new study, co-authored by Professor Connie Pechmann from The Paul Merage School of Business at UC Irvine, proves that anti-smoking messages are effective when embedded within popular television programs, and that these messages can contribute to changes in behavior.

Pechmann and Liangyan Wang, assistant professor of Marketing at Antai College of Economics and Management at Shanghai Jiao Tong University, have completed a new study, “Effects of Indirectly and Directly Competing Reference Group Messages and Persuasion Knowledge: Implications for Educational Placements.”  The study, published in the February edition of the Journal of Marketing Research, explores the effectiveness of educational media messages embedded in television programs. 
Pechmann and Wang conducted two experiments involving 2,850 adolescents.  The first exposed participants to a popular television program that included an educational placement on anti-smoking. The results were compared with a control group who watched the same program with no anti-smoking message. 
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“What we found was the disapproval message related to smoking was effective in discouraging viewers from engaging in the problem behavior.  Disapproval messages even overcame positive messages like, smoking is prevalent and attractive people smoke,” commented Pechmann. “This shows that educational messages in television programs can be a major deterrent to unhealthful behaviors such as smoking. However, we also found that disapproval messages could not overcome direct approval messages and, in fact, approval messages actually nullified the disapproval messages, diminishing or eliminating the desired response.”
In the second experiment, Pechmann and Wang studied the effects of epilogues, which inform viewers of the program’s persuasive intent.  The results indicated that epilogues were counterproductive among viewers who disagreed with the core educational message and appeared actually to reinforce the problem behavior by generating positive beliefs and intentions.

“When an epilogue was used with a group who approved of smoking, the disapproval message did not have the desired effect.  Instead, the epilogue boomeranged by revealing the show’s persuasive intent and those individuals ended up believing more strongly that smoking was acceptable,” said Pechmann.
Pechmann and Wang’s study is the first to show that a disapproval message dominates both prevalence and attractiveness messages, but cannot simultaneously nullify a directly competing approval message. 
Educational placements, which differ from the traditional public service announcements in that the intended messages are woven into the content of the television program rather than inserted as an advertisement, are increasingly replacing public service announcements.  Pechmann and Wang conducted their study to determine the efficacy of the messaging format.  
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3/3/3 New Study Finds Anti-Smoking Messages Effective in Television Programming

About The Paul Merage School of Business at UC Irvine
The Paul Merage School of Business at UC Irvine offers four dynamic MBA programs – plus PhD and undergraduate business degrees – that deliver its thematic approach to business education: sustainable growth through strategic innovation. It graduates leaders with the exceptional ability to help grow their organizations through analytical decision-making, innovation and collaborative execution. In-class and on-site experiences with real-world business problems give students the edge needed to help companies compete in today’s global economy. 

Six Centers of Excellence and an Executive Education program provide numerous and varied opportunities for students and the business community at large to enhance their education experience and update their professional expertise. While the Merage School is relatively young, it has quickly grown to consistently rank among the top 10% of all AACSB-accredited programs through exceptional student recruitment, world-class faculty, a strong alumni network and close individual and corporate relationships. For more information visit the website at merage.uci.edu. 
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