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Abstract In this media saturated world which is lived in
today, Adolescents are bombarded by a multitude of
advertisement. The present study utilized the theories of flow,
mindfulness, and the elaboration likelihood model of
persuasion to explore which factors may influence the
emotions and attitudes processing of advertisements by
students who participated in a two-week media education
curriculum. This study attempted to answer the question of
whether or not a media education curriculum focused on
advertising had an effect on students’ emotions and attitudes.
A mixed method design was used to obtain data regarding
participant emotional responses to media content and
attitudinal to process advertisements. This study surveyed
girls and boys ages 12 to 14 years who live in Baku,
Azerbaijan. A total of 244 participant forms were collected
during the two-week surveying period. Participants in the
experimental condition participated in 18 fifty-minute
lessons over a two week period. T-test, Friedman test and
Pearson correlation were used to analyze data. The result
shows that there is considerable variance among emotions.
Emotion of much amount is Active and emotion of fewer
amounts is Suspicious. In addition, there is no significant
relation between React emotionally and Attitude variable
and Commercials impact variable.
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1. Introduction

Students will spend much of their waking lives in contact
with some form of media. Kaiser [1] found, “TV and Music
are the dominant youth media, with young people spending
an average of three hours a day watching television (nearly
four when videos, DVD’s and prerecorded shows are
included) and about 1 % hours a day listen to the radio or to
CD’s, tapes or MP3 players”. When we also factor in the

amount of time spent playing video games and surfing the
internet we can begin to appreciate that most young people
spend much of their leisure time consuming media in one of
its various forms. While the media can have many positive
effects on our development and growth, they can also
contribute to attitudes, beliefs and behaviors that are
damaging to our health [2-3]. Research has shown that young
children—younger than 8 years—are cognitively and
psychologically defenseless against advertising [4-5].
Emotions can be used to induce attitude change in a number
of ways. Advertisements, campaigns, speeches, and other
persuasive communication frequently try to appeal to our
emotions because of this [6]. This study attempted to answer
the question of whether or not a media education curriculum
focused on advertising had an effect on students’ emotions
and attitudes. The overarching basis for all feelings is
defined as affect and within that model lies emotion as a
subset of affect[6]. Emotion is thought to be a process that on
occasion reaches a detectable level by the person
experiencing that emotion or by some type of external
observation. Media stimuli have been used in laboratory
experiments to manipulate Participants’ emotional states so
that they feel happy [7], content [8], amused [9], or joyful
[10]. The act of media viewing can serve as an escape from
reality, and entertainment media has been noted for its
capacity to engage viewers and transport them away from
their mundane reality and into a story World [11]. The
experience of media use can therefore facilitate relaxation
and stress relief [12,13]. Indeed, media viewing has
precipitated physiological signs of stress relief, such as
decreased cortisol levels [14]. The use of media for
relaxation has implications for emotional states. For instance
adolescents felt vacant while watching television [12]. Social
psychologists introduced the concept of involvement to
examine the relationship between an attitude object and an
individual. The individual is said to be involved if the
attitude object has "the characteristic of belonging to me, as
being part of me, as psychologically experienced"[15].
Through several decades of research, involvement inherited
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the notion of "self" in the subsequent versions of definitions.
For example, Petty and Cacioppo [16] defined issue
involvement as "the extent to which the attitudinal issue
under consideration is of personal importance", Eagly and
Johnson [17] defined involvement as "the motivational state
induced by an association between an activated attitude and
some aspect of the self. Research in the area of children’s
advertising began in the early 1950s, with research

productivity peaking in the late 1970s through the mid-1980s.

Specifically, greater detail is provided on the works’
contributions to the understanding of four issues in
children’s advertising: (a) children’s awareness of
advertising’s selling intent, (b) information processing
strategies used by children when processing advertising
information, (c) the perceived truthfulness of advertising
content to children, and (d) children’s use of advertising as
an information source for consumer decision making[18]. As
of now, there are no clear results that definitively conclude
what contribution advertising makes to children’s product
preferences or to what extent children rely on television or
Internet advertising for information about new products in
the market place[19]. offered interesting insights into just
how persuasion influences choices, beliefs, and preferences.
Through a series of experiments Cialdini [20] found that, in
most cases, the persuasive techniques used by marketers,
salespeople, and advertisers are so subtle that the individual
is unaware that there is any impact on personal behavior or
attitudes. Although his work was with adults, it is very likely
that children would fall into the same traps as adults, perhaps
even more easily than adults.There is no reason to believe
that children would attribute preference to Internet
advertising to any greater or lesser extent than they attribute
preference to  television or other media-based
advertising[21].

The following research questions were considered in this
study 1-Do azerbaijani young people react emotionaly to
media commercial? 2-How can media commercials impact
Azerbaijani young people semotionaly? 3-How can media
commercials cause Azerbaijani young people attitudinal
development? 4-Is there any relation between Azerbaijani
young people emotional reaction to media commercials? 5-Is
there any relation between Azerbaijani young people
emotional reaction to their attitudinal development? 6- Is
there any relation between Azerbaijani young people media
commercials to their attitudinal development?

2. Method

This study attempted to answer the question of whether or
not a media education curriculum focused on advertising had
an effect on students’ emotions and attitudes. It incorporates
both the attitude change process and affective emotional
processes ( i.e. mediation of emotions to attitude change). A
grounded theory approach was used to analyze student
thought listings.

A mixed method design was used to obtain data regarding

participant emotional responses to media content and
attitudinal to process advertisements. Two different types of
research instruments were used to gather data: Attitudinal
questionnaire and affect scale. This study surveyed girls and
boys ages 12 to 14 years who live in Baku, Azerbaijan.
Participants were chosen from number 53 middle school in
Baku.

A total of 244 participant forms were collected during the
two-week surveying period. Participants in the experimental
condition participated in 18 fifty-minute lessons over a two
week period. The classroom teacher for the experimental
condition assisted the researcher with curriculum instruction.
Daily activities included: lecture, small group work,
homework and quizzes. AnimAction gives young people the
opportunity to experience the joys of collaboration and
creativity through animation .Students needed to be able to
make a connection between how the visual elements of the
message translated from the verbal story they wanted to tell
in their animation. Because of this, the overall curriculum
emphasized the ability to read advertisements as a type of
story. The production process for the students occurred
within a two-week period. The advertisements were used as
stimulus material so that attitudinal, cognitive thought,
desire to engage, and affect measures could be taken
immediately following viewing.

The affect scale asked participants to respond to a series of
adjectives describing how they felt while viewing the
advertisement. The scale used in this study was a variation of
research analyzed by Kubey [22] which suggest mental and
emotional states are often best studied using the very
linguistic forms that people give them, i.e., native categories
as used in the ESM. Participants were asked to report how
they were feeling while they watched. Affect items included:
alert, happy, tense, suspicious, irritable, strong, active,
creative, free, and excited.

2.1. Description of Research Instruments

2.1.1. Attitudinal Questionnaire

The attitudinal questionnaire addressed a variety of
different statements to which students responded on a
seven-point likert scale. The scale included the following
statements: strongly agree (1), agree (2), somewhat agree (3),
neither agree nor disagree (4), somewhat disagree (5),
disagree (6), and strongly disagree (7). The attitudinal
statements are divided into two categories: attitude toward
media and advertising and need to evaluate and understand
media.

Nineteen questions consider whether or not students who
participated in the curriculum held different attitudes toward
the media (in general) and advertising (specifically). The
measures were developed considering core concepts of
media literacy as presented in the State of New Jersey’s Core
Curriculum Content Standard 3.5 for Viewing and Media
Literacy. Ten questions were used to measure attitudes
regarding the need to evaluate and understand media in
general as well as advertising specifically.
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The statements were adapted and revised from scales used
to measure need for cognition and need to elaborate
[4].Statements were included to understand if students varied
in their need to evaluate or understand media after
participating in the curriculum. Cacioppo and Petty [4]has
argued motivation to process is related to an individual’s
need to evaluate and understand. It was believed students had
to want to think about and evaluate advertisements and other
types of media in order to engage with them in a meaningful
way. For the structure wvalidity of the instrument,
Kaiser-Mayer-Olkin (KMO) and BarlettSphericity test were
performed. KMO was calculated as .787, BarlettSphericity
test was calculated as (X2:234.218,p: .000). Internal
consistency was measured by using Cronbach Alpha
coefficient was .75 for attitudinal questionnaire.

2.1.2. Affect Scale

The scale used in this study was a variation of research
analyzed by Kubey [22] which suggest “mental and
emotional states are often best studied using the very
linguistic forms that people give them, i.e., native categories
as used in the ESM” Participants were asked to report how
they were feeling while they watched. Affect items included:
alert, happy, tense, suspicious, irritable, strong, active,
creative, free, and excited. For the structure validity of the
instrument, Kaiser-Mayer-Olkin (KMO) and
BarlettSphericity test were performed. KMO was calculated
as .845, BarlettSphericity test was calculated as
(X2:109.335,p: .000). Internal consistency was measured by
using Cronbach Alpha coefficient was .82 for Affect Scale.

Table 1. Statistics for the results of react emotionally variable

N Mean Std. Deviation | Std. Error Mean

React emotionally | 244 | 3.5377 1.19197 .07631

Table 2. T-test analysis for the results of react emotionally variable

Test Value =4
95% Confidence
t df Sig. Mean Ing.rt};al of the
(2-tailed) | Difference 1iierence
Lower Upper
Réact -6.058 243 | .000 -46230 | -.6126 | -.3120
emotionally
3. Results

Question 1: What is the amount of React emotionally
variable?

Table 1 shows the statistics for the results of react
emotionally variable. T-test of one example is used in order
to answer question 1. Numbers change between 1 and 7. So,
the amount of test is considered 4 which is the average of
numbers. Table 2 shows that the average of react
emotionally variable is 3.54 and the level of importance is
0.000. On the other hand, the amount of react emotionally
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variable is considerably less than average amount, as the
mean is below 4.

As well as, Friedman Test has been used in order to study
composition and importance of emotions. Table 3 shows the
result that there is considerable variance among emotions
(the level of importance is below 0.05). Emotions are given
in the following table, emotion of much amount is active and
emotion of fewer amounts is suspicious.

Table 3. Friedman test analysis for the composition and importance of
emotions

N Mnea 1;(/[;?1? Chi-square df zi)y

Sig.
Active 244 4.09 6.33
Irritable 244 421 6.32
Free 244 4.06 6.18
Creative 244 3.89 6.01
Strong 244 3.62 5.57

127.254 9 .000
Excited 244 327 5.05
Tense 244 3.13 4.96
Happy 244 3.04 4.92
Alert 244 3.07 4.86

Suspicious 244 3.01 4.8

Question 2: What is the amount of Commercials impact
variable?

Table 4 shows the statistics for the results of commercials
impact variable. T-test of one example is used in order to
answer this question. Numbers change between 0 and 9. So,
the amount of test is considered 4.5 which is the average of
numbers. Table 5 shows that the average of commercials
impact variable is 4.30, the level of importance is 0.027. On
the other hand, the amount of commercials impact variable is
considerably less than average amount, as the mean is below
4.5.

Table 4. Statistics for the results of commercials impact variable

N Mean | Std. Deviation Std. Error
Mean
Commercials impact | 244 | 4.2998 1.40234 .08978

Table 5. T-test analysis for the results of commercials impact variable

Test Value =4.5
95% Confidence
i Interval of the
Sig. Mean :
! df (2-tailed) | Difference Difference
Lower | Upper
Cor'nmermals 2230 | 243 07 002 P "
impact

Question 3: What is the amount of attitude variable?
Table 6 shows the statistics for the results of attitude
variable. T-test of one example is used in order to answer this
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question. Numbers change between 1 and 7. So, the amount
of'test is considered 4 which is the average of numbers. Table
7 shows that the average of attitude variable is 3.59 and the
level of importance is 0.000.0n the other hand, the amount
of attitude variable is considerably less than average amount,
as the mean is below 4.

Table 6. Statistics for the results of attitude variable

N Mean Std. Deviation | Std. Error Mean

Attitude 244 3.5918 .62539 .04004

Table 7. T-test analysis for the results of attitude variable

Test Value =4
95% Confidence
Si Mean Interval of the
t df oy : Difference
(2-tailed) | Difference
Lower Upper
Attitude| -10.196 | 243 .000 -.40820 -4871 -.3293

Question 4: Relation of react emotionally and attitude
variables:

Pearson correlation is used in order to answer this question.

The null hypothesis in this test is that correlation between
variables is zero. Table 8 shows that the correlation
coefficient is 0.086 and the level of importance is 0.181. The
null hypothesis is not rejected, as the level of importance is
above 0.05. It means that there is no significant relation
between react emotionally and attitude variables.

Table 8. Pearson correlation analysis for react emotionally and attitude
variables

eRI;cla(;(;;onally Attitude

Pearson Correlation |1 .086

React emotionally (Sig. (2-tailed) .181
N 244 244
Pearson Correlation 086 1

Attitude Sig. (2-tailed) 181
N 244 244
Question 5: Relation of react emotionally and

commercials impact variables:

Pearson correlation is used in order to answer this question.

The null hypothesis in this test is that correlation between
variables is zero. Table 9 shows that the correlation
coefficient is 0.043 and the level of importance is 0.507. The
null hypothesis is not rejected, as the level of importance is
above 0.05. It means that there is no significant relation
between react emotionally and commercials impact
variables.

Question 6: Relation of commercials impact and attitude
variables:

Pearson correlation is used in order to answer this question.

The null hypothesis in this test is that correlation between
variables is zero. Table 10 shows that the correlation

coefficient is 0.064 and the level of importance is 0.321. The
null hypothesis is not rejected, as the level of importance is
above 0.05. It means that there is no significant relation
between commercials impact and attitude variables.

Table 9. Pearson correlation analysis for react emotionally and
commercials impact variables
React Commercials
emotionally impact
Pearson Correlation 1 .043
React emotionally Sig. (2-tailed) .507
N 244 244
Pearson Correlation .043 1
Commercials impact Sig. (2-tailed) .507
N 244 244

Table 10. Pearson correlation analysis for attitude and commercials
impact variables
Attitude Commer01als
impact
Pearson Correlation 1 .064
Attitude Sig. (2-tailed) 321
N 244 244
Pearson Correlation .064 1
Commercials impact Sig. (2-tailed) 321
N 244 244

4. Conclusions and Discussions

In advertising research we find a growing concern with the
individual as an active processor of information and
symbolic content in advertising. Research has advanced
from a strictly cognitive based interest in the individual’s
storage of the message determined through recall and
recognition to a more affective based interest in the in
dividual’s stored personal reaction to the message and how
he/she talks about the message and his/her feelings about it.
Advertising researchers recognize that cognitive response
and attitude change or persuasion are not the “be all and end
all” of adolescent response to advertising[23-27].The
incorporation of emotional response into the cognitive
response paradigm or cognition-affect-behavior model
seems to be a worthwhile and long overdue step.

Adolescents need to learn how to think critically about
media content within specific contexts. Viewers are much
more in control of the viewing situation than ever before.
This changes how we engage with the medium, and it will
continue to influence how we process it. It is more important
now than ever before to encourage mindfull media
consumption. While new media such as blogs, viral
marketing and social networking are changing the way
consumers interact with advertising, older media like
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television provide important clues as to why newer media are
more effective. There is no denying that it is quite difficult to
think about each and every television advertisement one
views.

The findings suggest that more specifically targeted
production activities coupled with core media literacy skills
could enhance cognitive processing and engagement with
media content. Teaching adolescents how to produce
television advertisements, broadcast news programs,
websites and the like should be done within the context of
media literacy instruction. Learning the technical aspects of
production devoid of other media literacy knowledge limits
deeper cognitive functioning. Learning can and should be
relevant and fun. In order to remain relevant in the lives of
our students, we must teach with the tools available to us.
The channels of communication have evolved and will
continue to evolve. Our educational methods remain
inadequate if we are not teaching students how to navigate
within a technological society. We need to provide
adolescents with the critical thinking skills required for
mindfull media consumption. If our adolescents spend 6 7
hours a day in contact with some form of media, why not
make it a fun and educational experience an optimal
experience, where adolescents are able to develop socially,
psychologically, and emotionally? In addition the result
shows that there is considerable variance among emotions
(the level of importance is below 0.05). Emotion of much
amount is active and emotion of fewer amounts is suspicious.
Average of commercials impact variable is 4.30, the level of
importance is 0.027. The null hypothesis is rejected, as the
level of importance is below 4.5. On the other hand, the
amount of commercials impact variable is considerably less
than average amount, as the mean is below 4.5. Average of
attitude variable is 3.59 and the level of importance is
0.000.The null hypothesis is rejected, as the level of
importance is below 0.05. On the other hand, the amount of
attitude variable is considerably less than average amount, as
the mean is below 4.

Students who participated in the curriculum were also
more knowledgeable about advertising. In addition existing
research has focused primarily on how advertising affects a
consumer’s self- or body-esteem, but not how a consumer’s
self- or body-esteem could potentially affect his or her
attitude toward the ad.
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