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This thesis investigates affective priming effect on users’ responses to online advertisements. 


Priming effect is a phenomenon emerging when an exposure to a certain stimulus influences the 
 perception  of  the  subsequent  stimulus.  The  priming  effect  has  been  studied  by  both 
 psychologists  and  marketers,  since  its  unconscious  nature  provide  great  possibilities  for 
 understanding  and  managing  humans’  judging  and  behaviour.  This  paper  concentrates  on 
 affective priming effect occurring in the online space, particularly in online discussion forums. 


Ad-context  congruence  and  emotional  discussion  tones  were  studied  as  possible  influencing 
factors  on  response  to  the  ads.  Response  to  the  online  advertisements  was  studied  by  five 
variables:  attitude  towards  the  ad,  attitude  towards  the  brand,  ad  recall,  ad  recognition,  and 
probability of click. Controlled experiment was implemented to  gather the data by providing 
respondents  with  fictitious  discussion  forum  screenshot  and  embedded  advertisements  of 
fictitious  products.  The  findings  indicate  that  positive  tone  of  a  discussion  and  contextually 
related ads lead to more favorable evaluation of the advertised brand, while not having influence 
on other dependent  variables.  The results  provide insight  into affective priming effect  online 
and suggest paths for the further researches in the field.  
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1. INTRODUCTION 


Advertising industry has experienced a huge shift to the online environment recently with the 
 internet advertising income in the USA accounted to almost 60 billion dollars for the year 2015, 
 and almost 33 billion for the first half of 2016 (IAB, 2016a, b). Compound annual growth rate 
 of the internet advertising since 2006 is approximately 14% (IAB, 2016b), therefore, a trend of 
 steady growth in the field is seen for the past decade. Online banner ads (OBA) comprise 10% 


of the total revenues in 2016, which also include desktop search advertisements, mobile search 
 ads and video advertisements (IAB, 2016b). Current transfer from conventional to the online 
 advertising increased the competition for the limited attention of users (Yoo et al., 2004), and 
 modern  companies  have  to  carefully  place  online  advertisements  to  catch  the  attention  of 
 potential customers. Considering the significance of internet advertising in today’s marketing 
 practices, it becomes essential for the companies that employ online advertising to understand 
 the  way  people  react  to  the  online  ads  in  order  to  enhance  the  effectiveness  of  internet 
 advertising.  


Issue of increasing people’s responses to the advertisements has been widely discussed in terms 
 of  traditional  marketing,  where  consumers’  cognition  and  emotions  were  assigned  a  great 
 importance  from  the  perspectives  of  customers’  attention  to  the  advertising  (Vakratsas  and 
 Ambler,  1999;  Olney  et  al.,  1991).  Studies  of  factors  that  influence  advertisements’ 


effectiveness were approached from different angles, for instance positive attitude toward the 
 ad  and  perceived  usefulness  of  online  banner  advertisement  were  the  main  variables  in  the 
 research of Idemudia and Jones (2015).  


Other factors  that  can have a positive  effect  on  online  advertisements  studied by  researchers 
related  to  the  online  banner’s  size  (Baltas,  2003);  location  of  the  OBA  (Tangmanee  and 
Prapakornkiat,  2012);  period  of  time  a  user  spends  on  a  web  page  (Sherman  and  Deightom, 
2001); attitude of users towards the web site (Danaher and Mullarkey, 2003); aim pursued by 
the users when reading the web page (Danaher and Mullarkey, 2003); and design of a banner 



(9)(Lohtia et al., 2003). Therefore, according to the previous studies there are plenty of factors that 
 can  be  leveraged  in  order  to  attract  the  attention  and  interest  of  users  to  the  online 
 advertisements. Overall, it appears that click-through rate that is currently one of the main tools 
 measuring online advertisements’ effectiveness has a quite complicated set of prerequisites that 
 determine the probability of click. Although it might be impossible to pursue all of the findings 
 due to their amount and possible complexity of implementing, employing most of them would 
 increase the effectiveness of the OBAs.  


From  this  perspective  online  advertising  is  quite  vulnerable  and  current  marketing  practices 
 must be updated according to the consumers’ changing behaviour and the recent advances in 
 the marketing and psychological fields. With the rise of Internet advertising, currently users are 
 exposed  to  large  amount  of  ads  on  the  Internet  every  day  and  these  ads  are  often  placed  in 
 different media context. The researches showed, that media context might have impact on the 
 processing of advertisements by users (Yi, 1990a; De Pelsmacker et al., 2002). Context might 
 influence the users’ responses and attitudes towards the brands and ads. Therefore, it is essential 
 to consider possible impact of the context on advertising. Impact of context on the subsequent 
 interpretations  of  different  concepts  is  called  priming  and  is  studied  in  the  marketing  and 
 psychological  literature.  When  discussing  the  dual-process  theory  in  his  book,  Kahneman 
 (2011)  has  considered  the  priming  effect  as  an  influential  factor  in  decision-making.  The 
 researcher stated, that priming might be not restricted to just concepts and words influence, but 
 people’s actions can be primed by the events of which people are not even aware. In other words, 
 the priming effect might unconsciously influence the people’s behaviour.  


Priming  is  one  of  the  pervasive  marketing  techniques  that  is  used  very  frequently  in  the 
marketing  practices  (Minton  et  al.,  2016).  Yi  (1990b,  220)  proposed  that  priming  has  more 
advantages over conventional advertisement, since this indirect approach can decrease negative 
cognitive responses from the audience and eventually increase the ads’ effectiveness. The body 
of  literature  on  priming  has  provided  more  than  12,000  articles  in  the  last  forty  years 
(Janiszewski  and  Wyer,  2013,  97).  Psychology  and  marketing  literature  reviews  priming  as 



(10)unintentional  and  unconscious  phenomena  that  influences  the  behaviour  and  activity  of 
 consumers.  


1.1. BACKGROUND OF THE STUDY 


Interest  to  the  priming  concept  aroused  back  in  XX  century  in  the  psychology  field,  where 
 researchers  attempted  to  understand  the  mechanism  of  retrieval  memory  operations.  For 
 example, one of the first priming studies was conducted by Meyer and Schvaneveldt in 1971, 
 who investigated the semantic effects of congruent and incongruent words. According to Bargh 
 et al. (1996), priming relates to activation of knowledge structures by the situational context. 


The  concept  of  priming  states,  that  after  a  certain  stimulus  was  processed  by  the  brain,  the 
 subsequent concept or situation will be influenced by the preceding stimulus and highly likely 
 will be interpreted in terms of this stimulus. There is a considerable amount of literature on the 
 process  of  priming,  and  as  stated  by  many  researchers,  the  effect  of  priming  might  be  both 
 conscious and unconscious; however, the majority of studies found priming effect unconscious 
 for the primed people (see e.g. Bargh et al., 1996; Ferguson et al., 2005; Fitzimons et al., 2008). 


Although the priming theory mainly relates to the psychological field, the topic is of a significant 
 interest for the marketing area as well, since understanding of the mechanisms that can influence 
 the  humans’  behaviour  in  a  certain  way  could  be  utilized  in  business  and  provide  valuable 
 information  for  marketing  practices.  The  closest  example  of  priming  effect  arising  in  the 
 advertising context is processing the advertisements by users or customers through the prism of 
 preceding context (see Yi, 1990a; Yi, 1990b; Gardner and Wilhelm, 1987).  


A growing body of literature has examined priming from both the marketing and psychological 
perspectives, covering the TV commercials priming (Kamins et al., 1991; Goldberg and Gorn, 
1987;  Soldow  and  Principe,  1981);  priming  with  colors  (Kristjansson,  2009;  Barone  and 
Winterich, 2016; Mandel and Johnson, 2002); scent priming (Lange et al., 2012; Holland et al., 
2005);  contextual  priming  (Yao  and  Wang,  2013;  Yi,  1993);  positive  contagion  (Lee  et  al., 
2011) and music priming (North et al., 1999). For instance, the study of North et al. (1999) has 
revealed  that  playing  a  stereotypical  music  of  a  certain  country  leads  to  better  sales  of  wine 



(11)made  in  this  country;  moreover,  the  interviewed  customers  weren’t  aware  of  this  effect  and 
 behaved unconsciously. Therefore, results of the researches on priming might be applied into 
 marketing environment to increase the effectiveness of marketing practices or promote sales.  


Marketing studies on priming effect have indicated, that preceding exposure to the contextual 
 factors can prime specific attributes and increase the probability that customers will understand 
 the  product  information  in  terms  of  these  attributes  (Yi,  1990a).  The  study  of  Yi  (1990b) 
 discussed the issue of ambiguity in advertising, when a certain product feature can be perceived 
 by customers in several different ways depending on the last activated attribute (e.g. a large car 
 can  be  either  perceived  as  safe  or  fuel-thirsty).  The  research  revealed  that  context  of  the 
 advertising can prime certain features that will be likely considered by customers first, i.e. the 
 large car advertisement will be firstly analyzed by consumers in terms of safety, if the preceding 
 context  includes  editorial  article  about  air  safety.  Therefore,  the  priming  effect  is  capable  of 
 managing  the  way  advertisements  are  perceived  by  the  audience,  and  that  reveals  new 
 perspectives for the companies and overall advertising industry.  


Possibilities of priming effect aren’t limited to humans’ perception, but the behaviour and the 
way of thinking are also susceptible to the influence of priming. For instance, study of Bargh et 
al. (1996) has investigated the automatic and unconscious effect on the students’ behaviour. In 
the experiment, the students had to construct short sentences out of the given words. One part 
of the participants was primed with the polite words, such as respect, appreciate, patiently, the 
other part of students was provided with the rude words, e.g. disturb, aggressive, annoyingly, 
and the third had neutral priming condition (primed with optimistically, rapidly, watches, etc.) 
to  enhance  the  experiment’s  reliability  and  test  all  of  the  possible  conditions.  As  a  result, 
students in the rude priming condition were found to be more interruptive when waiting for the 
next  experimental task. The study proved, that students  primed with  the rude condition  have 
interrupted professor’s conversation after the experiment more often and faster than the other 
participants (the  long  conversation of professor  was intended to  test  the  behaviour of people 
primed  with  different  conditions).  Therefore,  the  study  suggests  that  passive  and  automatic 
activation  of  the  primes  made  students  behave  like  in  the  primed  behaviour.  The  automatic 



(12)activation  of  a  certain  situational  behaviour  was  also  discussed  in  the  studies  of  Fazio  et  al. 


(1986), Strauman and Higgins (1987) and Devine (1989). The authors argue that behavioural 
 changes  related  to  the  priming  conditions  happen  unintentionally  and  can  become  activated 
 automatically, since mostly participants were not aware of the influence of the prime. Therefore, 
 the effect of priming might influence the people’s behaviour in the unconscious manner, and if 
 forwarded in the right direction this impact might benefit the businesses.  


The marketing field studies have paid strong attention to the factors that can affect customers’ 


response  to  the  advertisement  and  the  priming  method  was  investigated  accordingly.  For 
 instance,  media  context  of  advertisements  discussed  by  Dahlen  (2005)  revealed,  that  brand 
 perception can be highly affected by the media choice, where creativity and surprise effect entail 
 positive attitudes towards the brand, better recognition of the brand and enhanced advertisement 
 credibility.  The  other  important  factor  strongly  influencing  the  evaluation  of  an  ad  is  the 
 congruency of the advertisement and the media context where the ad is placed; this concept was 
 discussed by many authors (Dahlen, 2005; Goldberg and Gorn, 1987; Coulter, 1998; MacInnis 
 and Jaworski, 1989) and called congruency-accessibility hypothesis. The researchers argue, that 
 when ads’ elements are relevant to the readers’ moods, the ad messages are processed easier by 
 the audience. The priming effect activates the knowledge structures and processing of congruent 
 messages is more intensive and fast (De Pelsmacker, 2002, 50). Moreover, prior exposure to the 
 prime can change the perception and interpretation of the following stimulus; therefore, if an ad 
 is  placed  in  the  congruent  media  context,  the  evaluations  of  the  ad  will  be  likely  enhanced. 


According to Dahlen (2005), when the media context is relevant, the brand and ad evaluations 
 would be higher, since the reader’s cognitive structures that relate media to a brand are activated. 


Hence,  when  the  media  setting  is  congruent  with  the  ad,  the  ad  credibility  is  greater.  The 
example  of  such  congruency-accessibility  hypothesis  can  relate  to  suitcases  advertisement 
placed  into  the  article  about  traveling  (De  Pelsmacker,  2002).  Research  implemented  in  this 
study  will  utilize  the  findings  of  the  congruency-accessibility  hypothesis  by  creating  both 
contextually congruent and incongruent conditions and observing the effect on the response to 
advertisement.  



(13)Given the current knowledge on priming, its influence has been undertaken by media companies 
 to  increase  the  effect  for  commercials,  thus  Turner  Entertainment  Networks  has  started 
 incorporating  the  TV  in  context  system,  that  places  advertisements  in  the  suitable  context  at 
 appropriate time, for instance when the movie  character has  an  allergy, the commercial  with 
 allergy medicine will follow (The New York Times, 2008). Studying connection between the 
 attitude toward the ad and audience’s emotional response to the TV programs, Coulter (1998) 
 found that program liking influences the affect on advertisements’ evaluation. Therefore, the 
 findings suggest that the higher liking of the program will lead to better attitude towards the 
 embedded ad. In the context of this research related to the online environment, it can be assumed 
 that web site liking might provide similar effects on the attitude towards the ad. However, the 
 web site liking is not controlled in this research since this is another broad topic that incorporates 
 many other factors to consider.   


The attitude towards the ad and its determinants were also earlier investigated by MacKenzie 
 and Lutz (1989). Among the other influencing factors previously mentioned in this paper, such 
 as past experience and individual preferences, the researches demonstrated the context influence 
 on attitude towards the ad and brand evaluations. Moreover, the model of influencing factors on 
 attitude towards the ad suggested by MacKenzie and Lutz (1989) states, that editorial context 
 influences the mood, that eventually has in impact on the attitude towards the ad.  Therefore, 
 both program or web site liking described earlier in this chapter, and context might influence 
 the attitude towards the embedded ads. The effect of context on the attitude towards the ad and 
 underlying conditions for determining the effect of context will be discussed later in the Chapter 
 3.   


This  study will investigate the priming  effect  on  internet  forum  web-site.  Communication of 
users  on  the  forum  web  site  might  have  a  significant  impact  on  people’s  perception  and 
judgment and might subsequently affect the users’ perception and response to the online banners 
ads placed on the web pages.  



(14)1.2. RESEARCH GAP AND MARKETING IMPLICATIONS 


Considering the wide  accessibility of the  Internet  nowadays, it is  very  easy  for  customers to 
 search  for  product  information  online  (Zhu,  F.,  Zhang,  X.  2010).  Internet  provides  great 
 possibilities for both consumers to share opinions on a product and companies to advertise the 
 products and promote them via online media channels. Various product reviews shared on the 
 Internet – the electronic word of mouth or eWOM - in written (social media, discussion forums, 
 etc.) and visual (video reviews) forms are influencing the perception and decision-making of 
 other consumers, allowing them to assess products critically before buying. EWOM provides 
 opportunities  for  potential  customers  to  learn  about  the  experience  of  a  product  usage  from 
 various  people  before  the  purchase  and  compare  their  feedback  to  the  company’s  claims; 


therefore, eWOM seems to be more credible and trustworthy source of the information. Online 
 discussion platforms are one of the main sources of eWOM, since users are able to share their 
 opinions on various products and then discuss the product experiences.  Placing OBAs of the 
 same or similar products on the discussion web pages might contribute to the product perception 
 in different ways, depending on the types of reviews given for the products.  


Although  the  internet  advertising  is  now  considered  a  powerful  tool  of  promoting  modern 
 companies,  few  researchers  have  investigated  the  priming  effect  emerging  online.  While 
 previous work has been limited to priming effects emerging in the offline space, priming effect 
 occurring online might differ from the findings of priming in the conventional advertisements 
 context. Considering the huge shift of current marketing practices to the online environment, 
 it’s essential for marketing managers to understand how the online space might generate priming 
 effect on users and subsequently affect their further behaviour, and that knowledge can be vital 
 for effectiveness of online marketing practices. Moreover, the specific condition when the user 
 generated data is the context for priming effect wasn’t studied previously and the findings can 
 shed light on mechanisms of ads placing in the best effective and safest way for the companies.  


This  paper  focuses  on  the  affective  priming  effect  emerging  in  the  Web,  namely  on  the 
discussion forum web sites. Since each web site has embedded OBAs, the effectiveness of online 



(15)ads is an important issue. Considering the anonymity in the internet and possibility for users to 
 post  messages  on  the  online  forum  anonymously  or  with  a  fake  name,  some  users  might  be 
 encouraged to leave unpleasant and sometimes even offensive comments on a topic. Such user-
 generated  content  might  have  a  strong  priming  effect  and  influence  on  users’  behaviour, 
 including  the  response  to  the  ads  that  are  placed  under  or  between  the  discussion  messages. 


Therefore, the issue of marketing automation becomes crucial, since tracking high amount of 
 messages that are posted on the forum every day and matching appropriate advertisement to be 
 embedded might be time consuming and expensive to implement it manually. In comparison, 
 developing a marketing automation tool that is capable of analysing the discussions itself and 
 switching the banners ads on the web site to provide the best solution in a certain discussion 
 page  would  be  beneficial  for  both  web  site  and  company,  paying  for  the  advertisement 
 placement.  


Advances in the big data analysis would allow utilizing the findings of this research and apply 
 them into practice. Understanding the effect of affective priming occurred online because of the 
 online discussions’ emotional tones can contribute to more refined mechanism of ads placing 
 on  the  web  site,  e.g.  in  the  cases  when  congruence  of  ad  and  context  would  significantly 
 influence  the  users’  attitudes  and  responses  to  the  online  advertising  banners.  An  algorithm 
 detecting the discussions’ emotional tones concerning a certain topic would highly contribute 
 to  the  way  the  OBA’s  are  placed  by  embedding  the  ads  only  in  the  discussions  that  create 
 favourable environment for specific products. Incorporating such comprehensive and adaptive 
 approach to OBA’s placing would enhance the overall responses to the ads and provide more 
 benefits for the companies.  


1.3. RESEARCH QUESTIONS 


The  main  objective  of  the  study  is  to  investigate  the  affective  priming  effect  arising  on  the 
internet forum web pages. Discussions and users’ messages are assumed to act as a prime that 
can  affect  other  users’  perceptions  of  advertising  banners  placed  on  the  same  page.  Both 
thematically  congruent  and  incongruent  advertisements  will  be  observed  to  reveal  how  the 



(16)combination of context and ad influences users’ responses to the ads. Response to the ads is the 
 overall term used in the study, that comprises of various variables that indicates how the users’ 


feel about the advertisements, and the variables to measure the response are: attitude toward the 
 ad, attitude toward the brand, ad recall, ad recognition and probability of click.  


Main  RQ:  What  is  the  effect  of  affective  priming  and  ad-context  congruency  on  users’ 


response to ads?  


The  study  investigates  the  effect  of  affective  contextual  priming  in  online  forums  on  online 
 advertisements placed on the web site. Previous literature on priming suggests that valence of 
 the context might strongly influence the way advertisements are perceived and responded to. 


Therefore, the research assumes that different discussion tones that possess emotionally loaded 
 words in the messages might act as primes to affect the cognition and judgment of users. Tone 
 of the discussions creates the affective priming effect on users that are reading or participating 
 in  the  discussion  and  this  affect  is  supposed  to  have  an  impact  on  perception  of  the 
 advertisements  that are  usually placed below  or  between  the users’ messages.  Moreover, the 
 congruency of ads with the context is assumed to play an important role in the users’ response 
 toward  the  ads.  Hence,  the  research  sub  questions  relate  to  affective  priming  effect  and 
 contextual congruence of ads.  


SQ1: How does the affective priming influence the users’ responses to ads? 


The  affective  priming  is  assumed  to  have  an  effect  on  the  way  users  will  perceive  the 
advertisements depending on the tone of context. The priming effect means that exposure to a 
certain concept, even if occurred unintentionally and unconsciously, might influence the attitude 
and reaction toward the following concept. In this study, emotional valence of user generated 
content (online forum messages) might have an impact on users’ moods when they are reading 
the discussion. In turn, mood can influence the way these people would react to an ad placed on 
the same web page.  



(17)SQ2: How does the congruency of ad and context influence the users’ responses to ads?  


Congruency studies revealed several different outcomes of congruence effect on ads’ response. 


Thus, when the ad and context are congruent, the evaluations of ads and the advertised brands 
 were higher than in the incongruent condition (Dahlen, 2005; Cannon, 1982). At the same time, 
 some findings in the sphere of ad-context congruence state, that incongruent advertisements are 
 better visible for the audience, since they are distinct from the background context and are easily 
 recognizable from the context (Furnham et al., 2002). Since this research examines the effect of 
 emotional context on the users’ response to the embedded ads, it can be assumed that in the case 
 of  a  strongly  negative  discussion  on  a  certain  topic,  the  safest  option  would  be  placing  the 
 irrelevant advertisement, striving to contrast effect.  Therefore, the negative affect of people’s 
 moods wouldn’t associate the congruent products with negative valence and won’t create that 
 association for the future. This assumption will be also tested in the research experiment.  


1.4. THEORETICAL FRAMEWORK 


This study focuses on the influence of affective priming and ad-context congruence on users’ 


responses to the advertising in the environment of online discussion forums. Discussion here is 
represented  as  consisting  of  two  main  parts  –  discussion’s  emotional  tone  and  topic  being 
discussed.  It’s  assumed,  that  when  reading  or  discussing  topics  on  the  discussion  forum, 
audience can be primed contextually with the content’s emotional tone, and the priming effect 
might influence the users’ behaviour. The second factor investigated in the frame of this research 
is ad-context congruence. This concept implies that advertisements embedded in the web pages 
might be thematically congruent or incongruent with the discussion topic, i.e. relate to similar 
or different topics. Therefore, the theoretical framework of this research describes the influence 
of  affective  priming  effect  and  combination  of  ad-context  congruence  on  response  to  the 
advertisement. The research expects that response to the advertisements will differ depending 
on  the  discussion’s  tone  that  determines  the  effect  of  affective  priming  and  ad-context 
congruence.  Response  to  advertising  incorporates  five  main  variables  that  will  measure  the 



(18)effect – attitude toward the ad (Aad), attitude toward brand (Ab), ad recall (Adr), ad recognition 
 (Ar) and probability of click (Pc). The theoretical framework is presented on Figure 1.  


Figure 1. Theoretical Framework. 


1.5. KEY CONCEPTS AND DEFINITIONS 


Priming – implicit effect of memory when the prior exposure to a certain stimulus influences 
 the response to the subsequent stimulus (Janiszewski and Wyer, 2013). 


Affective priming – priming effect occurring because of the valenced target stimuli and relating 
to changes in judgment of a person to the subsequent stimulus (Spruyt et al., 2007, 95). In the 
context  of  this  research  affective  priming  relates  to  effect  on  consumers’  response  to  the 



(19)advertisements after preceding exposure to the advertisement’s context (Erdley and D’Agostino 
 1998).  


Valence – emotional value of a concept, e.g. positive or negative (Baumeister et al., 2001, 323).  


Ad-context Congruency – similarity of the concepts (De Pelsmacker, 2002, 50); in this study: 


similarity of discussion topic (context) and advertisement.  


Response to ad – concept used in this thesis that combines the variables related to users’ overall 
 response to OBAs on the web site. 


Attitude  toward  the  ad  (Aad) –  the  concept  is  defined  as  “predisposition  to  respond  in  a 
 favorable  or  unfavorable  manner  to  a  particular  advertising  stimulus  during  a  particular 
 exposure occasion” (Lutz, 1985 in MacKenzie, 1989, 49).  


Attitude toward brand (Ab) – “relatively enduring, unidimensional summary evaluation of the 
 brand that presumable energizes behaviour” (Spears and Singh, 2004).  


Ad recall (Adr) – measure of advertising effectiveness showing the percentage of people who 
 remembers  that  ad  from  all  the  amount  of  people  exposed  to  the  ad.  (Television  Bureau  of 
 Canada, 2014).  


Ad recognition (Arc) – variable measuring the percentage of ads that have been recognized by 
 people who have seen them before. (Chun et al., 2014, 363).  


Probability of click (Pc) – a metric used in this thesis measuring the intention of users to click 
 the exposed advertisements. 


Internet  Forum  – online  discussion  platform  where  users  can  communicate  and  exchange 
information on various topics (PC Magazine Encyclopedia).  



(20)Online Banner Advertisement (OBA) – a graphic display that is placed at the web site. This 
 advertisement  is  commonly  used  in  order  to  increase  the  traffic  to  the  advertised  web  site. 


(Marketing terms, dictionary).  


1.6. RESEARCH DESIGN 


The  main  objective  of  the  study  is  to  understand  the  way  affective  priming  and  ad-context 
 congruency  might  affect  users’  perceptions  of  ads.  The  experimental  study  will  be  used  to 
 understand  the  effect  of  affective  priming  and  congruence,  and  the  experiment  will  be 
 implemented on the basis of Finnish online discussion forum. Reward for the participation will 
 be used to attract more respondents to the research.  


Primary  data  will  be  collected  through  the  survey  that  imitates  the  web  page  of  the  online 
 discussion forum with  designed messages  and ads.  This  model was  chosen  because it would 
 contribute  to  understanding  of  affective  priming  effect  on  users  in  the  natural  internet 
 environment. In order to keep the environment and users’ behaviour as closely to the natural 
 online  behaviour  as  possible,  a  cover  story  will  be  provided  to  the  participants,  hiding  the 
 original purpose of the study, so the respondents can behave as they would naturally do. Since 
 the  study  will  be  conducted  with  Finnish  respondents  and  mostly  the  discussion  forums  in 
 Finland are using Finnish language,  the imaginary web pages  and messages designed for the 
 experiment will be translated into Finnish language as well.  


Discussion  forum  web  site  page  will  be  designed  purposefully  with  positive  and  negative 
messages to influence users’ judgment about ads, and the discussion forum will appear very 
similar to the actual web site interface to create the feeling of the real online forum. However, 
since it might be quite rare to find the discussions with purely positive or negative messages, 
the mixed group of messages will be used as well, with the equal amount of positive and negative 
messages.  



(21)Artificial  brand  and  its  advertisements  are  to  be  designed  as  well,  to  avoid  personal  brand 
 preferences of users as well as previous experience influence. The design of OBA’s is kept as 
 simple as possible to keep the advertisement neutral; the background color is grey, text written 
 on  the  ads  is  white,  and  the  content  of  the  ad  includes  the  picture  of  the  advertised  product 
 (laptop or a camera), artificial name of the brand, and a short slogan (see Appendix 1 for the 
 advertisements). Such neutral design of the ads is kept to create a situation where the ad is not 
 attracting high level of attention due to its design features, such as vivid colours or animation; 


rather the experiment’s core idea is to test the effect of presented discussion’s tone on the OBA, 
 and  the  main  focus  of  the  respondents  should  be  firstly  directed  towards  the  presented 
 discussion. Conversely, placing a very eye-catchy advertisement next to the discussion might 
 affect the initial idea of the experiment by shifting the main attention of the respondent to the 
 ad and thereby imposing a risk of responses already influenced by the ads.  


The  study  is  2x2x3  factorial  between-subjects  design,  where  the  two  factors  are  affective 
 priming occurred because of emotionally valenced context and congruency of ad and context. 


Two different types of discussions will be provided to compare the effects of congruency, and 
 three  different  tones  of  the  discussions  will  be  used.  Therefore,  each  respondent  will  be 
 randomly and evenly assigned to one of the 12 groups to eliminate the influence that might be 
 caused if several  different  conditions  are exposed to  the same respondent.  Affective priming 
 manipulation will be done through emotional tones of messages on the forum that can prime the 
 respondents in the certain way (positive, neutral or negative).  


Independent  variables  of  the  research  are  as  follows:  affective  priming  effect  (contextual 
priming  with  strongly  emotionally  loaded  words)  and  congruence  of  ad  and  text.  Dependent 
variables of the study are: attitude toward the ad (Aad), attitude toward the brand (Ab), recall of 
ad (Ar), ad recognition (Arc), and probability of click (Pc). The dependent variables relate to 
the  response  to  ads  that  is  being  investigated  under  the  affective  priming  and  congruence 
condition. Before the experiment, pretest will be carried out to test the tones of the discussion 
and congruence appearance to the respondents. 



(22)1.7. DELIMITATIONS 


The study design focuses on the impact of affective priming in the online discussion forums, 
 therefore the results of the research might not be identical for every other types of web sites. 


Discussion tones used in this research relate to purely positive, purely negative and mixed tones, 
 with  mixed  consisting  of  equal  amount  of  positive  and  negative  messages.  However,  the 
 condition where the same message contains ambivalent information on a product is not studied 
 in this paper due to complexity of including a high number of conditions that might eventually 
 flaw the results. Moreover, since the experiment implies using screenshots of fictitious online 
 forum web page, no interactive effect between the respondent and the users exists, as well as 
 the static nature of OBAs might influence the attention (i.e. OBAs are often very dynamic and 
 eye-catchy due to animation).  


Attitude  towards  OBAs  can  be  affected  by  respondents’  pre-existing  attitudes,  arose  due  to 
 previous  experiences  and  possible  banner  blindness.  Skepticism  of  users  towards  the 
 advertisements  might  occur  during  the  research;  however,  it  might  be  very  challenging  to 
 control, since such skepticism is a personal attitude. Among the other factors affecting the users’ 


responses  to  OBAs,  previous  negative  experiences  of  users  were  discussed  in  this  paper. 


Although this is also individual feature, this research will mitigate the effect of possible previous 
 negative experiences using the artificial brand that is not familiar to the respondents, therefore 
 they will not have any negative experiences related to the advertised brand.  


Method  of  the  experiment  will  not  include  use  of  eye-tracker;  therefore,  it  is  impossible  to 
identify and analyze the paths of users’ attention and retention at some subjects. Utilizing eye-
tracker in that kind of studies might assist in understanding how the users behave on the web 
pages after they have been primed. The other limitation of the work relates to the measurement 
of users’ responses, since the variables for analyzing the response don’t include other variables 
commonly  used  in  similar  studies,  e.g.  purchase  intention,  content  appreciation  and  level  of 
involvement.  The  study  only  concentrates  on  two  main  factors  –  affective  priming  and  ad-
context congruence, therefore other factors that might be considered are ignored in this research, 



(23)e.g. content appreciation. Strong focus on affective priming effect and ad-context congruence is 
 intended to provide the results on how the emotional user-generated content might influence the 
 response to online ad. The described limitations provide the avenue for the future researches in 
 the field of online advertising that could help to enhance and improve the knowledge. The study 
 also limits to the effects of only affective priming (i.e. unconscious responses to the stimuli), 
 not  investigating  the  effects  of  possible  cognitive  priming  that  involves  conscious  analysis 
 (Kirmani and Yi, 1991). Further studies could also focus on the effects of contextual priming. 


Residue effect described in Chapter 2 and representing the residual emotions that are left after 
 a certain event has occurred will not be measured in the scope of this research, since the model 
 of this experiment doesn’t expect measuring the effect of emotions in the long-term. However, 
 considering the importance of studying the online behaviour of users nowadays, it could provide 
 the idea for the further researches in the field that could measure the prolonged effect of affective 
 priming on the behavior and decision-making of users online.  


1.8. STRUCTURE OF THE THESIS 


The first chapter of this paper provides the main idea of the thesis, background of the research 
 and explanation of the concepts used. Background of the study represents literature review on 
 the  topic  of  priming  and  shows  the  main  studies  and  information  on  various  priming  types. 


Research questions and theoretical framework of the study are discussed in the first part of the 
 paper as well, along with the key concepts, research design and methodology. 


The second section examines theories related to the affective priming concept and explains the 
 mechanisms of priming. Congruence of context and ads is explained in the Chapter 3 through 
 priming  effect  and  cognitive  interference  mechanism.  The  experiment  and  methodology  is 
 described in details in the Chapter 4 and conclusions of the study are drawn in the Chapter 5. 


Chapter 6 provides discussion of the results.  



(24)
2.  EMOTIONS AND DECISION-MAKING 


Issue of emotions’ influence on decision-making has been widely discussed in the literature by 
 various researchers. Damasio (1994) introduced the somatic markers that can be associated with 
 positive or negative outcome by a person and strongly influence the decision-making and pursuit 
 of a certain behavior. Later, Lowestein and Lerner (2003, 620) have presented the classification 
 of emotions, where the emotions are divided into expected and immediate. Expected emotions 
 relate to anticipated emotional consequences of the result of a certain behavior and immediate 
 emotions imply appearing at the time of decision making. Lowestein and Lerner (2003, 620) 
 argued that although immediate emotions weren’t considered in the previous studies, they do 
 have an impact on decision-making by transforming the person’s perception of outcome. Thus, 
 they stated that people’s behavior is not only determined by the expected result, but can also be 
 changed at any time when a person feels differently than before. 


As  the  importance  of  emotions  to  people’s  behavior  and  decision-making  has  been  already 
 proved, it is essential for marketing managers to understand the way emotions affect consumers 
 in order to leverage this effect, enhance responses to the OBAs and, consequently, improve the 
 sales.  However,  more  practical  approach  is  needed  to  make  the  results  applicable  for  the 
 practitioners and businesses.  This chapter presents the concept of priming effect through the 
 prism of theories that attempted to explain the effect, as well as describes the types of priming 
 discussed in the literature. This chapter also focuses on explaining the role of emotions in human 
 decision-making and particularly the interrelation of emotions and affective priming emergence. 


Overall, this chapter concentrates on presentation of dual-process theory  of reasoning and its 
 interpretation in terms of affective priming effect on users’ response to OBAs.  


2.1. PRIMING THEORIES 


Factors  causing  the  effect  of  priming  have  been  widely  investigated  by  researches  and 
consequently  several  models  were designed in  order to  develop  understanding of the driving 



(25)forces  of priming effect.  For instance, Wyer and Srull  (1980) have presented the storage bin 
 model of memory. The researchers argued that the new knowledge acquired by a person is kept 
 at the top of the memory “bin”, whereas the oldest memories are stored deeper. Thus, the recent 
 knowledge is fast and easily accessible. The storage bin model proposes, that after the people 
 were  primed,  they  will  use  the  newest  knowledge  when  interpreting  and  processing  the 
 following situation. Therefore, Wyer and Srull (1980) focused on the factor of novelty as vital 
 for  the  priming  effect.  In  contrast,  Higgings  et  al.  (1985)  presented  the  battery  model  that 
 compares the humans’ memory to the battery, suggesting that the frequency factor is crucial for 
 retrieving information from memory. The authors assume, that like in a battery, the activation 
 level of memory is continuous and depends on the frequency of charging. In terms of priming, 
 the model suggests that the more often a person is primed, the more likely is the further use of 
 the primed functions.  


The other model frequently used in priming research is the spreading-activation theory firstly 
 suggested by Quillian (1967), and then developed further by Collins  and  Loftus (1975). The 
 model is build upon assumption that memory represents a sophisticated network of associations 
 between nodes. A concept is considered as a node that has links to other nodes depending on 
 their relativeness to the subject. Links between the nods can be strong (e.g. red and fire have 
 strong interconnection in the humans’ perception) and weak (e.g. red and sunrise), thus links 
 can be of different criterialities determining how significant is the link for the concept. Collins 
 and Loftus (1975) argue, that activation is spreading between concepts, therefore words related 
 to each other by various attributes become more easily accessible for the memory. For instance, 
 when presenting green color, there is high probability of the very fast recognizing of the word 


“green”.  Moreover,  the  other  nods  related  to  “green”  might  be  activated  too,  for  instance 


“grass”.  These  words  in  turn  generate  further  associations,  and  eventually  the  word  “lawn” 


might  be  retrieved.  Figure  2  shows  the  example of  concepts  representation  in  the spreading-
activation theory. Thus, activating the “red” concept might lead to activation of “fire” concept 
and eventually to “fire engine” and “street”.  



(26)Figure 2. Representation of spreading-activation theory (Collins and Loftus, 1975) 


Therefore, activation of the network of nodes starts with the first concepts that a person was 
 exposed to, and then continues accordingly to the individual system of nods created throughout 
 the lifetime. In terms of priming the spreading-activation theory implies that after being primed 
 with  a  certain  concept,  the  activation  is  spread  on  the  links  of  the  nods’  network,  and  it  is 
 essential to understand that links are themselves working as nodes in this case, e.g. if primed 
 with word “red”, the whole relation with the “color” will be involved (Collins and Loftus, 1975, 
 409).  


Other  approach  that  will  be  mainly  discussed  in  this  paper  is  the  dual-process  theory  of 
 reasoning  that  explains  the  concept  of  priming  by  two  systems  that  are  managing  humans’ 


behaviour (Stanovich and West, 2000; Kahneman 2011). The dual-process theory of reasoning 
implies that there are two systems, named as System 1 and System 2, that are influencing the 
behavior and decision-making of people (Stanovich and West, 2000). System 1 operates on the 
unconscious level and deals with simple and affective reactions, as well as the automatic actions 
that are done by a person on a regular basis (e.g. driving a car when on the empty road, when 
no strong attention is needed, or reading the text on billboards). On the contrary, System 2 works 



(27)with  higher  attention  and  cognition,  consciously  interpreting  and  analyzing  the  information. 


Thus, from the perspective of the dual-process theory, the priming effect might occur during the 
 System 1 activity, when some reactions are emerging quickly and unconsciously, whereas the 
 further  analysis  and  interpretation  are  analyzed  by  the  System  2  work  though  the  conscious 
 actions. Effect of the dual-process theory will be explained in the details later in this chapter.  


2.2. TYPES OF PRIMING 


As mentioned above, the concept of priming was widely discussed in the literature over the past 
 40 years, therefore the current literature provides a deep insight into the priming and its types. 


Minton et al. (2016) describes three main types of priming, referring to affective, behavioural 
 and cognitive, based on the outcomes of these techniques. 


Affective priming 


Affective priming implies that a certain stimulus that can affect the feelings or emotions of a 
 person will consistently influence a persons’ behaviour and thoughts. For example, target word 
 wedding will be processed and  responded to  faster  and more accurately  when preceded with 
 congruent word (e.g. happiness) than if primed with incongruent word of opposite valence (e.g. 


corpse) (Yao and Wang, 2013, 269). The affective priming effect was discussed in the research 
 of Spruyt et al. (2007), where response time to pictures was investigated. When two congruent 
 pictures  were  displayed  (e.g.  both  pictures  showed  happy  emotions),  the  response  time  was 
 shorter.  The  same  result  was  yielded  in  the  researches  of  other  authors  (Fazio  et  al.,  1986; 


Hermans  et  al.,  1994).  The  affective  priming  was  also  investigated  in  terms  of  words’ 


concreteness; thus, Yao and Wang (2013) found strong effect of the positive congruent-abstract 
 words, whereas concrete and negative words didn’t reveal fast responses and priming effect. 


Most of the literature on the affective priming topic has concentrated on the arousal and valence 
perspectives (e.g. De Houwer et al., 2002; Ferguson et al., 2005; Duckworth et al., 2002) and 
the  results  in  general  indicate  faster  responses  when  the  prime  and  target  were  of  the  same 



(28)valence, rather than of the opposite. Table 1 summarizes the main findings of the literature on 
 affective priming.  


Table 1. Affective priming literature summary 


Authors  Research  Results 


De  Houwer,  J.  D., 
 Hermans,  D., 
 Rothermunf,  K., 
 Wentura, D. (2002) 


Affective priming effect entailed by 
 different  valence  and  congruency 
 of primes 


Congruency  significantly  facilitates  the 
 interpretation of subsequent stimuli 


Duckworth,  K.  L., 
 Barght,  J.  A., 


Garcia,  M., 


Chaiken, S. (2002) 


Priming effect of the novel stimuli  Exposure  to  novel  prime  is  evaluated 
 automatically and influences interpretation of 
 the subsequent stimuli 


Fazio, R. H. (2001)  Overview  of  automatic  attitude 
 activation and affective priming 


Literature  on  affective  priming  has 
 experienced  significant  progress  during  the 
 last  20  years.  Further  research  in  the  field 
 recommended for mediating mechanisms and 
 complexity of associative evaluations. 


Ferguson,  M.  J., 
 Bargh, J. A., Nayak, 
 D. A. (2004) 


Affective  priming  and  automatic 
 evaluation  of  subsequent  stimuli 
 after  being  primed  with  words  of 
 different valence 


Automatic  evaluations  have  impact  on 
 judgement of the following stimuli 


Spruyt,  A., 


Hermans,  D., 
 Houwer,  J.  D., 
 Vandromme,  H., 
 Eelen, P. (2007) 


Congruency  effect  on  affective 
 priming 


Congruency  proportion  of  priming  stimulus 
 affects  the  priming  effect  in  the  evaluation 
 function but doesn’t has impact on naming task 


Yao,  Z.,  Wang,  Z. 


(2013) 


Impact  of  concreteness  of 
 emotional  words  on  affective 
 priming 


Affectively  congruent-abstract  concepts  are 
 processed  faster  than  incongruent-abstract 
 concepts 


Yi, Y. (1990a)  Interpretation  of  ambiguous 
 product information 


Affective  priming  strongly  influences  ad 
 effectiveness through attitude towards the ad. 


Coulter, K. S. (1998)  Effect of emotions to TV programs 
 on attitude toward the ad 


Program  liking  influences  the  program-
 induced affect on evaluation of advertisements 


Behavioural priming 


Behavioural priming refers to “increased participation in prime-activated behaviours” (Minton 
et al., 2016, 3). In other words, behavioural priming means that a certain prime can influence or 



(29)alter the behaviour of consumers. Literature on the topic of priming has provided a large variety 
 of behavioral priming studies. Effect of priming on behavior was investigated, for instance, in 
 the  study  of  Fitzimons  et  al.  (2008),  where  brand  logos  were  served  as  primes  before  the 
 creativity task. The participants were firstly exposed to the logo of either Apple or IBM and then 
 implemented the “unusual uses” test. As a result, people primed with Apple logo behaved more 
 creatively  than  the  IBM  primed  participants.  The  interesting  fact  is  that  Apple  logo  wasn’t 
 perceived more attractive or positive by the participants (Fitzimons et al, 2008, 25). Therefore, 
 the image of the Apple company as highly innovative and creative, supported with the marketing 
 slogans like “Think Differently” is able to unconsciously activate the creativity in the primed 
 respondents.   


One of the experiments conducted by Bargh et al. (1996) shows the unconscious influence on 
 the people’s cognition and behaviour by priming. Participants of the experiment were divided 
 into two groups, where  one of the  groups was  given list  of neutral  words for the scrambled-
 sentence task, and the second group had the words related to elderly stereotype, such as old, 
 lonely,  retired,  etc.  Eventually,  participants  that  were  primed  with  the  elderly  condition  had 
 slower  speed  of  walking  when  leaving  the  office.  At  the  same  time,  no  participants  have 
 admitted that the experiment could influence them in any way. The experiment was replicated 
 and  revealed  the  same  results,  what  can  indicate  that  people  can  be  primed  and  then  behave 
 differently  unintentionally.  Bargh  et  al.  (1996,  242)  state  that  it  is  possible  to  trigger  social 
 behaviour automatically by environment features. Other researchers on the trait construct have 
 also proved that the recent use of a stereotype might have unintended influence on the behaviour 
 (see  Higgings,  1989;  Wyer  and  Srull,  1989).  Unintentional  effect  of  priming  on  consumer 
 behaviour was also investigated in the study of North et al. (1999), where the wine department 
 was researched for two weeks. When the French music was played in the department, French 
 wines outsold the German ones and vice versa, therefore the people were primed with music 
 and this influenced their product preferences.  


Minton et  al.  (2008) suggested two subtypes of the behavioral  priming in their framework  – 
procedural and goal priming techniques. Procedural priming has long-term effect on a consumer 



(30)behaviour compared with other priming method. When researching the procedural knowledge, 
 Shen  and  Wyer  (2008)  and  Smith  (1990)  have  found  the  effect  of  procedural  knowledge  to 
 develop slowly or after a short delay, but having a long-term impact. Goal priming oriented to 
 a certain goal achievement can change the customers’ behaviour by pursuing the achievement. 


One of the main differences of goal priming is that the goals decay after they are achieved and 
 people  are  not  intended  to  pursue  the  previous  behaviour  (Forster  et  al.,  2009).  Table  2 
 represents brief overview of behavioral priming studies.  


Table 2. Behavioural priming literature summary 


Authors  Research  Results 


Bargh, J. A., Chen, 
 M., Burrows, L. 


(1996) 


Automatic activation of trait 
 constructs and stereotypes 


Priming with trait constructs and stereotypes 
 yield unconscious activation and influence on 


the behaviour 
 Devine, P. G. (1989)  Effect of automatic stereotype 


activation on prejudice 


Stereotypes on a certain race can get activated 
 automatically and unconsciously, even if 
 contradicts with the persons' beliefs, therefore 


allowing unintentional race bias 
 Fitzimons, G. M., 


Chartrand, T. L., 
 Fitzimons, G. J. 


(2008) 


Brand exposure effect on 
 behaviour 


Brand exposure leads to automatic activation 
 and unconscious effect on behaviour 


Higgings, E. T., 
 Bargh, J. A., 
 Lombardi, W. 


(1985). 


Priming effect on categorization of 
 stimuli 


Categorization of the subsequent stimuli 
 based on the recently exposed prime after the 


short delay; categorization based on more 
 frequent primes after the long delay  
 North, A. C., 


Hargreaves, D. J., 
 McKendrick, J. 


(1999) 


National associations priming by 
 music 


Music primes related knowledge and entails 
 unconscious effect on behaviour 


Strauman, T. J., & 


Higgins, E. T. (1987) 


Automatic activation of personal 
 discrepancies  


Attributes relevant to the personality 
 automatically activate cognitive structures 
 and mismatches cause emotional discomfort 
 Wyer, R. S., Srull, 


T. K. (1980) 


Accessibility of primed structures 
 and social perception based on 


traits 


Enhanced accessibility of the trait category 
 increases the probability of this category to be 


used in the interpretation of subsequent 
information  



(31)Cognitive priming 


Cognitive  priming  relates  to  changes  in  the  thoughts  influenced  by  the  prime  (Minton  et  al., 
 2008).  The  research  of  Youjae  Yi  (1990a)  on  priming  in  printing  advertising  showed  that 
 priming  customers  with  the  context  does  have  the  impact  on  customers’  perception  of  the 
 product.  For  instance,  crime  story  can  activate  safety  issues  in  the  customers’  minds  and 
 interpretation of the following product advertisement will be based on this activated attribute. 


Active concepts are more accessible when interpreting information, and it is highly likely that 
 customers will use these concepts in the products analysis. Contextual materials activate certain 
 product attributes that guide customers on how to interpret the product information (Yi, 1990b). 


The researcher also argues, that this way can influence the consumers’ beliefs on the advertising 
 brand, and the key factor is to activate the appropriate attribute in the ad context. De Pelsmacker 
 et  al.  (2002)  investigated  the  effect  of  context  and  ad  congruency  on  the  ad  effectiveness 
 (namely, attitude towards the ad and brand recall), and found the relationship between the level 
 of involvement into context  and ad-context  congruency. Congruency of  context  and ads  was 
 also researched in other and the researches highlight the importance of congruency between ad 
 context and mention, and result in higher brand and ad evaluations studies (Yi, 1990b; Schmitt, 
 1994; Gardner and Wilhelm, 1987).  


Contextual priming as a method of cognitive priming is of a great interest particularly for the 
 marketing field, since contextual advertisements are able to outperform the conventional ones 
 (Chun et al., 2014), due to a high interest of customers toward a particular topic. Previous studies 
 on  context  priming  have  indicated  the  influence  of  contextual  priming  on  the  customers’ 


decision-making and attitudes toward the brand and ad. Moreover, the effect of priming is rather 
implicit and consumers are usually not consciously aware of influence, as reported in the studies 
(see Shmitt, 1994; Bargh et al., 1996; Ferguson et al., 2004). Contextual priming emerges in the 
situation  when  people  are  influenced  by  the  context  information,  e.g.  article  content  or  even 
article headline, and perceive further stimulus through the primed concept, e.g. when reading 
negative comments about a certain car brand, the online ad of a car on the same page might be 
perceived  negatively.  When  the  context  positively  primes  certain  attributes  that  relate  to  the 



(32)advertised  product,  the  overall  ad  and  brand  evaluations  will  be  increased.  Moreover,  the 
 perceived  consistency  of  context  and  advertisement  yields  higher  responses  and  better 
 evaluation of such advertising, as described above. Although the priming effect doesn’t always 
 entail positive results, it is still possible to manage the content and ads presented on the web 
 pages.  Table 3 summarizes the findings of cognitive and contextual priming effects.  


Table 3. Cognitive priming literature summary 


Authors  Research  Results 


Chun, K. Y., 
 Song, J. H., 
 Hollenbeck, C. 


R., Lee, J. 


(2014) 


Effectiveness of online contextual 
 advertisements and complexity of 


OBAs 


Contextual advertising increases brand recognition 
 and positive attitude toward the ad; less complex 
 contextual advertising yield better recall and attitude 


Dahlen, M. 


(2005) 


Creative media choice as a context  Creative media in the ads enhances brand attitude 
 and ad credibility. Congruence of context and 


product and surprise are important 
 De Pelsmacker, 


P., Geuens, M., 
 Anckaert, P. 


(2002) 


Context appreciation effect and 
 impact of congruency of context 


and ad 


Higher appreciation of program automatically might 
 enhance the evaluation of ad placed in this context; 


low involved users have better attitude toward the 
 add embedded in congruent context; highly involved 


customers rate higher contrasting context and ad  
 Gardner, M. P. 


& Wilhelm, F. 


O. (1987) 


Context-induced mood effect on 
 advertising effectiveness 


Context-induced mood has a significant impact on 
 attitude toward the brand and ad; ad-type itself 


influences attitude 
 Goldberg, M. 


E. & Gorn, G. 


J. (1987) 


Mood of TV program influence on 
 perception of embedded 


commercials 


Commercials are more effective when embedded in 
 happy programs  


Meyer & 


Schvaneveldt 
 (1971) 


Semantic effect in recognizing 
 pairs of words 


Retrieval framework designed based on the research 


Schmitt, B. H. 


(1994) 


Contextual priming of visual 
 information 


Context influences interpretation of the visual 
 information especially if the ambiguity is present; 


positive and negative primes have equal priming 
 effect on nonverbal information interpretation 
 Soldow, G. F. 


& Principe, V. 


(1981) 


Involvement influence on 
 commercials effectiveness 


Commercials are less effective in highly involving 
 environments 


Yi, Y. (1990a)  Contextual priming effect on 
 advertisements' perception 


Contextual cognitive priming influences the ad's 
 interpretation; cognitive priming influences through 


attitude toward the brand.  



(33)Yi, Y. (1990b)  Contextual priming effect  Ambiguous advertising information can be 
 interpreted in terms of the exposed factors, that can 


prime certain attribute of a product 
 Yi, Y. (1993)  Contextual priming effect  Contextual information primes customers and 


moderates brand and ad valuation  


This  research  will  focus  mainly  on  affective  priming  method  to  reveal  the  effect  of  online 
 discussions’  emotional  tones  on  subsequent  evaluation  of  advertisements,  which  can  be 
 thematically  congruent  or  incongruent  with  the  related  discussion  web  page.  Majority  of 
 literature  provided  in  the  marketing  field  on  priming  topic  was  focused  mainly  on  printed 
 advertisements, and studies on priming effect acquired in the online space is scarce. However, 
 considering the significant move of marketing and advertising to online spaces, it is essential to 
 investigate and understand the crucial factors that influence the ads’ effectiveness. Although the 
 previous literature based on conventional print advertisements does provide important insights 
 into the priming and its effect on advertising, the internet advertising might be exposed to other 
 factors. For instance, the online space is more dynamic and noisy than in printed publications, 
 and  that  can  easily  distract  users  as  well  as  easily  attract  their  attention.  Moreover,  the 
 overwhelming number of online ads are exposed to people of the whole world every day and 
 there  is  a  huge  competition  for  the  users’  attention  to  the  ads;  therefore,  understanding  the 
 driving forces that might increase the effectiveness of ads and make people click or remember 
 a certain advertisement is crucial nowadays. As found in the multiple studies, the advertisements 
 are  always  placed  in  some  environment,  and  this  context  influences  the  perception  and 
 evaluation of ads. Hence, it is vital nowadays to reveal the way context might influence people’s 
 response to the advertisements.  


2.3. DUAL-PROCESS THEORY OF REASONING 


Psychological  research  has  provided  a  lot  of  papers  on  emotions’  effect  on  decision-making 
(see, e.g. Damasio, 1994; Baumeister et al., 2007). Results of these studies appeared different 
depending on the experiments and perspectives  of the work. Some of the  authors stated, that 
emotional state might influence the people’s behaviour and be the driving force for the irrational 
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