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Figure 5: Essay 2 Hypothesized Effects 

 

Methodology 

Design and Participants 

A 2 (image of the character: good guy/bad guy) by 2 (consistency of the behavior: 

consistent/inconsistent) between-subjects factorial design was used to test the hypotheses. Two 

hundred and ninety Mechanical Turk (MTurk) users were recruited to participate in the study, 

and were randomly assigned to each of the cells. Some of these responses were eliminated 

because the participants were deemed to have not read the script completely, or to have spent 

much more time on it than would realistically be spent watching a TV show. Specifically, 

responses of participants who spent fewer than 7 seconds or more than 35 seconds on each page 

of the script were eliminated. Responses of participants who completed items that asked them to 

leave these items blank (to test if they were carefully reading the questionnaire) were also 
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eliminated. This left a sample of 153 (76 female and 77 male). Because pretesting had been done 

with a sample of undergraduate students, only MTurk users in the age range of 18-35 were 

allowed to participate. This age group was selected by placing an MTurk recruitment ad that 

asked interested users to begin by completing a series of demographic questions on variables 

such as gender, age, level of education, and income, explaining that only participants in 

particular categories that could not be disclosed would qualify to participate. Group size ranged 

from 35 to 41, so that the largest group was well within 1.5 times the size of the smallest group.  

 

Stimuli 

 The Smokey the Bear forest fire prevention program employed by the United States 

Forest Service was selected as the cause, and college students who go on a camping trip were 

selected as the subject matter for the script, based on a pre-test (n=36) conducted to test the 

manipulations and the degree to which the scenarios were thought to be realistic. Two pilot tests 

(n=37) were conducted using drafts of the complete data collection instrument to ensure that the 

stimuli, manipulations, and all questionnaire items were clear and sequenced in a logical manner.  

 

Procedure 

The study was conducted using Qualtrics. In order to avoid priming the participants and 

to prevent them from guessing the purpose of the study, they read an introduction explaining that 

they were going to be asked about their reactions to a partial script for a potential new television 

show. They were asked to read the script carefully and look at the photographs that accompanied 

it. When they clicked “next”, they were taken to the first page of a seven-page script. Each page 

contained only several lines of dialogue taking up about one third of the screen, with a 
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photograph directly below it. The script consisted of dialogue between Connor and Matt, two 

college students who are good friends and avid campers. At the beginning of the script, the two 

friends are on campus discussing their upcoming overnight camping trip. Through this 

conversation, they reveal Connor’s image (good guy or bad guy). Next, the script takes place at 

the campsite where they spend the night. The following morning there are only smoldering 

embers left of their fire, and Matt wants to put them out. Connor, depending on the image of the 

character condition, either supports him or convinces him that this is not necessary. In the final 

part of the script, Matt informs Connor that there is news of a campfire having been left 

smoldering, and almost causing a lot of damage. 

 Participants were not able to go back once they had finished a page of the script and 

moved on. The amount of time each participant spent on each of the seven pages of the script 

was captured by Qualtrics, and only those who spent between 7 and 35 seconds on each page of 

the script were included in the analysis. Seven seconds was deemed to be enough time to 

properly read the words and look at the picture, while anything more than 35 seconds was 

considered unrealistically long in a TV show setting. Four versions of the script were created, 

one for each study condition.  

After watching the video, participants proceeded to complete a distractor to clear their 

short-term memory. This was followed by the item for uncued recall, then the scales for the 

dependent variables, covariate, and manipulation checks. Other items on unrelated topics (such 

as views on camping) were interspersed throughout the questionnaire to avoid purpose guessing. 

Questions appeared on the screen one at a time, and participants were not able to go back in the 

questionnaire once they proceeded forward.  
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Independent Variables 

The two independent variables were image of the character and consistency of the 

behavior. As detailed in the procedure above, participants read illustrated scripts that were 

identical in each experimental cell except for the manipulation involving the cause placement, 

which related to Connor’s (the good guy/bad guy) decision to put out or leave a smoldering 

campfire, as follows: 

1. Good guy/consistent behavior: Connor is very responsible, trustworthy, and a great 

student. He readily agrees to put out the embers of the fire completely as they leave the 

campsite. The friends later learn that nearby campers left their fire smoldering and a large 

fire could have ensued, but was caught early enough so that damages were small. 

2. Good guy/inconsistent behavior: Connor is very responsible, trustworthy, and a great 

student. He refuses to put out the embers of the fire completely as they leave the campsite 

and convinces his friend that it’s not necessary. The friends later learn that campers 

(possibly them) left their fire smoldering and a large fire could have ensued, but was 

caught early enough so that damages were small. 

3. Bad guy/consistent behavior: Connor is very irresponsible, untrustworthy, and an awful 

student. He refuses to put out the embers of the fire completely as they leave the campsite 

and convinces his friend that it’s not necessary. The friends later learn that campers 

(possibly them) left their fire smoldering and a large fire could have ensued, but was 

caught early enough so that damages were small. 

4. Bad guy/inconsistent behavior: Connor is very irresponsible, untrustworthy, and an awful 

student. He readily agrees to put out the embers of the fire completely as they leave the 
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campsite. The friends later learn that nearby campers left their fire smoldering and a large 

fire could have ensued, but was caught early enough so that damages were small. 

In all versions of the script, there is a photograph that appears twice containing a posted sign on a 

tree at the campsite, featuring the Smokey the Bear logo and the slogan “Only YOU can prevent 

forest fires.” The friends do not mention the logo or slogan by name but refer to the sign in the 

dialogue.  

 

Dependent Variables and Covariate 

 Dependent variables were recall of the cause, attitude toward the cause, and intention to 

support the cause. As is typical, an open-ended item was used to measure uncued recall, (e.g., 

Bagozzi and Silk 1983; Krishna, Lwin, and Morrin 2010; Mackie and Asuncion 1990; 

McQuarrie and Mick 1992). The uncued recall item was: “Thinking back to the illustrated script 

you read, please write down all of the details you remember from the point when the two friends 

woke up after spending the night at the camp site to the end of the script. Include everything in 

the dialogue and illustrations.” Responses were coded using a detailed coding guide, with points 

added for naming the generic cause, its logo, its slogan, and specific details regarding forest fire 

prevention, for a 5 point maximum score. 

 Attitude toward the cause was measured by asking the participants to rate their overall 

impression of the cause using three, seven-point bipolar scales, adapted from Burnkrant and 

Unnava (1995). The scales were anchored by: “very bad/very good,” “extremely 

unfavorable/extremely favorable,” and “extremely negative/extremely positive.” Intention to 

support the cause was measured using three, seven-point bipolar scales based on Yi 1990.  

Participants were asked how likely or unlikely they were to support the cause. The scales were 
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anchored by: “very unlikely/very likely,” “absolutely would not/absolutely would,” and “very 

improbable/very probable.” 

The items for each of attitude toward the cause and intention to support the cause were 

factor analyzed using the principal axis extraction method, and assessed for reliability. Each of 

the two variables was found to be unidimensional, with one factor accounting for 85.3% of the 

variance in attitude toward the cause and one factor accounting for 92.7% of the variance in 

intention to support the cause. Both sets of scales also demonstrated high reliability (Cronbach’s 

α = 0.910 for attitude toward the cause and 0.960 for intention to support the cause). Because 

each set of items was unidimensional and had a high reliability, the set of items for each of 

attitude toward the cause and intention to support the cause was summed to produce a single 

score for each dependent variable. 

Existing familiarity with the Smokey the Bear program was also measured for use as a 

covariate in the analysis for H1, since the degree of existing familiarity would be expected to 

affect how well the cause and its elements were recalled. Familiarity was measured using three, 

seven-point bipolar scales adapted from Kent and Allen (1994) by adding extreme adverbs. The 

scales were anchored by: “extremely unfamiliar/extremely familiar,” “very inexperienced/very 

experienced,” and “not at all knowledgeable/very knowledgeable.” The items for familiarity 

were factor analyzed using the principal axis extraction method, and assessed for reliability. The 

variable was found to be unidimensional, with one factor accounting for 86.7% of the variance, 

and had a high reliability (Cronbach’s α = 0.924), so the three items were summed to produce a 

single score for familiarity. 
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Results 

 The hypotheses were analyzed using a full MANCOVA. Correlations were tested to 

determine the suitability of familiarity with the cause as a covariate, and there was indeed a 

correlation between this variable and each of recall of the cause (r=0.206, n=153, p=0.011) and 

intention to support the cause (r=0.300, n153, p=0.000). Table 9 shows a full correlation matrix 

for the covariate and independent variables. Analysis of the data began with an omnibus 

MANOVA test to determine whether differences in means existed among the four experimental 

groups. The omnibus MANOVA test was significant (Wilk’s F (9, 357) = 2.353, p=0.014), 

indicating significant differences among the group means. It was therefore possible to proceed 

with a 2 X 2 full factorial MANOVA to assess the effects of image of the character (good guy or 

bad guy) and consistency of the behavior (consistent or inconsistent) on attitude toward the cause 

and intention to support the cause (H2 and H3), while H1 was analyzed using ANCOVA. Table 

10 contains the values of all cell means, and Table 11 provides summary statistics for the 

interaction between the two independent variables and the main effects that were tested for 

significance. 

 

Table 9: Essay 2 Correlations of the Covariate and Dependent Variables 

   1     2     3              4 
1  Familiarity with the cause 
2  Recall of the cause 

 
0.206* 

   

3  Attitude toward the cause 
4  Intention to support the cause 

0.130 
0.300** 

-0.118 
0.030 

 
0.359** 

 
 

    
 

*p<0.05, **p<0.01 
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Table 10: Mean Scores for Attitude Toward the Cause and Intention to Support the Cause 
 

  Image of the Character  
  Good Guy Bad Guy  

Consistency of 
the Behavior 

Consistent 

Recall = 3.24 
Attitude = 18.50 

Recall = 2.95 
Attitude = 19.54 

Recall = 3.09 
Attitude = 19.04 

Intention = 20.71 Intention = 20.98 Intention = 20.85 
(n = 38) (n = 41) (n = 79) 

 
 
Inconsistent 

Recall = 3.37 
Attitude = 19.03 

Recall = 3.36 
Attitude = 17.54 

Recall = 3.36 
Attitude = 18.19 

Intention = 20.37 Intention = 20.21 Intention = 20.28 
(n = 35) (n = 39) (n = 74) 

  Recall = 3.30 
Attitude = 18.75 

Recall = 3.15 
Attitude = 18.51 

 

  Intention = 20.55 Intention = 20.60  
  (n = 73) (n = 80)  

 

Table 11: Essay 2 MANCOVA Summary Statistics 
 
Independent Variables Dependent Variables Error df F-ratio* p-value eta2 
MANCOVA Statistics      
Familiarity (covariate) 
Image 

Rcl/Att/Int 
Rcl/Att/Int 

146 
146 

7.023 
0.630 

0.000*** 
0.597 

0.126    
0.013 

Consistency** Rcl/Att/Int 146 3.160 0.027*** 0.061 
Image by Consistency Rcl/Att/Int 146 2.851 0.039*** 0.055 
      
ANOVA Statistics      
Consistency 
Image by Consistency 

Rcl 
Att 

148 
148 

2.942 
8.406 

0.088† 
0.004*** 

0.020 
0.054 

Image by Consistency Int 148 1.095 0.297 0.007 
*F-ratios for the MANCOVA (multivariate) statistics are for Wilks’ lambda. 
**ANOVA statistics are only reported for this independent variable for Recall, due to the nature of the hypothesis 
related to this dependent variable. ANOVA statistics for the variable are not shown for the other independent 
variables because it is part of an interaction effect.  
***p < 0.05, † p < 0.1 

 

Hypothesis 1 was analyzed using ANCOVA, to determine if there was a statistically 

significant difference between consistent behavior and inconsistent behavior on recall, 

controlling for familiarity with the cause. The results show a significant difference between the 

consistent and inconsistent conditions, controlling for familiarity with the cause, but at the p<0.1 

level: Wilks’ F(1, 147)=2.942, p=0.088. Mean uncued recall for consistent behavior was 3.093, 
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and for inconsistent behavior was 3.362. The partial eta-squared for consistency was 0.02, 

between what Cohen (1988) suggested as a small effect size (0.01) and a medium (0.06) effect 

size. Thus, H1 was marginally supported. 

With regard to Hypotheses 2 and 3, there was a significant interaction effect between 

image of the character and consistency of the behavior (Wilks’ F=3.555, p=0.039). Separate 

ANOVAs were conducted to determine if the interaction effect held for both dependent variables 

or for just one. They revealed that image and consistency had a significant interaction effect on 

attitude toward the cause (Wilks’ F=8.406, p=0.004), but not on intention to support the cause 

(Wilks’ F=1.095, p=0.297).  Plots of the data (Figure 6) show that intention to support the cause 

followed a similar pattern of effects to those of attitude toward the cause, as predicted by H3, but 

the effect lacked statistical significance.  

 

  
Figure 6: Results Plots for Attitude Toward the Cause and Intention to Support the Cause 
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Discussion 

Theoretical Implications 

Hypothesis 1 was supported by the results at p<0.1, with a small-medium effect size 

(eta2=0.02), showing that consistency of the behavior has a detrimental effect on recall of the 

cause. It is worth noting that in previous iterations of the question used in pilot testing, cued 

recall and recognition were also measured (following recall). They were dropped from the  

questionnaire and/or the final analysis because participants’ scores were very high overall, 

making it difficult to detect differences between conditions. (In one pilot test, every participant 

received a perfect score on the recognition test). While the uncued recall scores were much 

lower, it is still possible that they were high enough across all conditions so that only marginal 

differences existed between the group means, with an effect size that was rather small. The small 

effect size suggests insufficient power which could account for the marginal support. 

 Hypothesis 2 was likewise supported; image of the character and consistency of the 

behavior were found to have a significant interaction effect on attitude toward the cause, such 

that attitude toward the cause was better for consistent than inconsistent behavior when the 

image of the character was bad guy, but there was no significant difference in attitude toward the 

cause for consistent versus inconsistent behavior when the image of the character was good guy.  

 Hypothesis 3, predicting an analogous interaction effect on intention to support the cause, 

such that intention to support the cause would be higher for consistent than inconsistent behavior 

when the image of the character was bad guy, but there would be no significant difference in 

attitude toward the cause for consistent versus inconsistent behavior when the image of the 

character was good guy, was not supported, as significant differences were not found among the 

groups. However, a plot of the results shows a relationship in the predicted direction. Hypothesis 



 
 

128 

3 was based on the Theory of Reasoned Action (Fishbein and Ajzen 1973), which states that 

behavioral intentions are a direct function of attitudes and social norms. However, there may be 

more at play in the case of a social cause. Gorsuch and Ortberg (1983) found that when an 

element of moral obligation was added to a situation, it predicted behavioral intentions better 

than attitudes or even subjective social norms. This may serve to explain why, in a situation 

where preventing a forest fire is in question, intention to support the cause was very high 

(mean=20.30 from a maximum of 21), and the interaction effect of the dependent variables 

observed on attitude toward the cause was not significant for intention to support the cause. It 

appears that in a case such as this one, where there is a lot at stake and the consequences are 

severe if one does not comply with the promoted cause, dire consequences would occur. The 

nature of this cause seems to lend itself to high levels of intention to support, unlike what may be 

expected for a cause where monetary donations, for example, are to be made.  

 

Managerial Implications 

 The results suggest several important managerial implications. If the goal of a cause 

placement campaign is to produce better recall, then a character that behaves inconsistently with 

her personality traits in regards to the cause will lead to better results. If the goal of the campaign 

is to improve attitudes toward the cause, then pairing a bad guy character with consistent 

behavior (the character behaves in a socially undesirable way, consistent with his personality) 

will produce the best results. If a balance between improving recall and improving attitude is 

desired, then a good guy paired with inconsistent behavior (while still showing the harm that the 

undesirable behavior can beget) may be the optimum combination, because the inconsistent 

behavior will help recall, and pairing it with the good guy image of the character will mean that 
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attitude toward the cause will not suffer as a result. With regard to intention to support the cause, 

in the context of the current experiment and with this type of cause, there is some flexibility from 

the programming standpoint, because regardless of image of the character and consistency of the 

behavior, there is high intention to support the cause. All of these implications are important 

because more often than not, producers and writers will be restricted by an image of main the 

character that is already established (either good guy and bad guy) and will need to decide on the 

type of cause-related behavior (consistent or inconsistent) to write into the show based on the 

desired results of the cause placement campaign. 

 

Limitations and Future Research 

 This study can be improved upon and extended in a number of ways. It would be 

worthwhile to investigate whether the results hold in different contexts, and with different social 

causes. For example, if the social cause was related to more/less serious or more/less immediate 

detrimental consequences, would the image of the character and consistency of the behavior have 

the same effects? What about if the characters were children, or older individuals, or if the cause 

was related to education, animal welfare, or recycling, would the results be replicable? The study 

may further be extended by producing stimuli that more closely resemble a full length TV show, 

with a complete professional cast, and a developed plot line in which the cause placement is only 

one element of many. In addition, measuring the degree to which participants would feel a moral 

obligation to put out a camp fire, or feel that this is a moral issue, may help explain the lack of 

significant differences in intention to support the cause among the groups.   
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CHAPTER SIX:  

 
CONCLUSION 

Summary of Findings and Implications 

This dissertation has sought to investigate variables that have the potential to make cause 

placement more effective and worthwhile to social marketers, who typically work with limited 

marketing budgets and without the luxury of having a large literature of dedicated research to 

draw from. Chapter 4 studied the combined effects of brandedness of the cause and placement 

modality on recall of the cause, attitude toward the cause, and intention to support the cause 

using a 2 (branded/unbranded) by 3 (verbal, visual, both) MANOVA design. Chapter 5 studied 

the combined effects of image of the character and consistency of the behavior on the same three 

dependent variables, using a 2 (“good guy”/“bad guy”) by 2 (consistent/inconsistent) MANOVA 

design.  

 Chapter 4 found that, as hypothesized and in line with the human associative memory 

theory (Anderson and Bower 1980), a branded cause enjoyed better recall than an unbranded 

cause within each of the three modality conditions. With regard to attitude toward the cause, the 

interaction effect predicted between modality and brandedness, such that a branded cause would 

result in the best attitude toward the cause when modality was visual, followed by verbal, 

followed by both visual and verbal, whereas an opposite pattern would hold when the cause was 

unbranded, was not supported by the results. An analogous pattern was predicted for intention to 

support the cause based on the Theory of Reasoned Action (Fishbein and Ajzen 1973), and was 

likewise not found. There was no significant interaction effect between modality and and 
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brandedness, and no main effects of modality on attitude or intention. Brandedness did have a 

significant main effect only on attitude toward the cause, such that attitude toward the cause was 

higher for the branded than unbranded cause, but the higher attitudes did not translate into higher 

intentions to support the cause. The pattern of the results, however, was in the direction 

predicted, especially for the unbranded conditions.  

 Chapter 5’s first hypothesis, that recall of the cause is higher when the character’s 

behavior is inconsistent than when it is consistent, regardless of the image of the character, was 

supported at p<0.1. Thus, in line with congruity theory (Osgood and Tannenbaum 1955), 

Miller’s (1956) working memory framework, and the fundamental attribution error (Ross 1977), 

inconsistency of the behavior was associated with higher recall. The second hypothesis, 

predicted that an interaction effect on attitude toward the cause exists between image of the 

character and consistency of the behavior, such that attitude toward the cause is higher for 

consistent than inconsistent behavior when the image of the character is “bad guy,” but there is 

no significant difference in attitude toward the cause for consistent versus inconsistent behavior, 

when the image of the character is “good guy.” This is due to a positive halo effect acting in the 

case of the good guy (Nisbett and Wilson 1977) and a negativity bias acting in the case of the 

bad guy (Mahesweran and Meyers-Levy 1990; Wright 1981). The second hypothesis was 

supported. Hypothesis 3 predicted an analogous interaction effect on intention to support the 

cause. H3 was not supported, as there were no significant differences for intention to support the 

cause among the study groups, but the pattern of the results was in the predicted direction. 

 Taken together, the findings of Chapters 4 and 5 indicate that, even in the context of 

social marketing, and despite the skepticism that may be caused by individuals’ persuasion 

knowledge (Friestad and Wright 1994) and the fact that some still find excessive use of branding 
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and marketing by nonprofits and charities to be distasteful (Ritchie, Swami, and Weinberg 1999), 

branded placements still have an advantage over unbranded ones for producing better recall of 

the cause and attitude toward the cause for causes that are familiar. Furthermore, and perhaps 

counterintuitively, when the objective of a cause placement campaign is to increase recall of the 

cause, it may be best to have the main character behave in a way that is inconsistent with his 

personality when it comes to cause-related behaviors. When the main objective of the campaign 

is to improve attitude toward the cause, pairing a bad guy with consistent behavior (so that the 

character behaves in a socially undesirable way) will produce the best attitudes. If a balance 

between good recall and good attitudes is desired, then it may be best to pair a good guy with 

inconsistent behavior, because the inconsistent behavior will help with recall, and attitudes will 

still not suffer. Thus, efforts like NBC’s general “recycling” cause placements may be 

misinformed, and could be made more effective by associating them with a brand such as 

Earthshare or The Nature Conservancy, and by having a character who is known to be a good 

guy, such as The Office’s Toby, behave inconsistently with his character such as by choosing to 

waste paper and not recycle it.  

 In addition to the managerial contributions outlined above, the dissertation has made 

theoretical contributions by introducing a foundational basis for separating cause placement 

research from product placement research, and has introduced a novel variable, “brandedness of 

the cause.” This variable, along with “image of the character” and “consistency of the behavior,” 

have not been previously studied in the embedded marketing literature. In addition, the 

dissertation has provided a conceptual framework for the effect of these independent variables, 

along with others, on the three dependent variables recall of the cause, attitude toward the cause, 

and intention to support the cause in cause placement.  
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 As for methodological contributions, the dissertation uses two types of stimuli that have 

not been previously used in embedded marketing research. The first is a rough video (a 

slideshow of photographs with professional voiceover) and the second is a script with 

photographic illustrations. These stimuli are not cost-prohibitive like mock full-length TV 

shows. They also allow the researcher more control over the manipulations and thus make for a 

higher degree of internal validity compared to using existing, ready-made media for the stimuli.  

  

Directions for Future Research 

There are several promising areas for future research that may be drawn from the 

limitations of and potential for expansion upon this dissertation. Because the results of Chapter 4 

show a pattern of results so closely aligned to the hypothesized pattern for attitude toward the 

cause, it would be worthwhile to repeat the study with causes that enjoy various levels of 

familiarity. The causes used in both essays were deliberately selected to be familiar in order for 

the manipulations to be effective, but this level of familiarity may have resulted in ceiling effects 

on the dependent variables. Using causes with various familiarity levels would help investigate 

the robustness of the findings and recommendations, as well as provide opportunities to see if 

there is indeed an interaction effect between brandedness and modality. Likewise, in Chapter 5, 

the familiar cause may have contributed to the small effect size and marginal support for H1. 

Repeating the study with causes of various familiarity levels would be a worthwhile extension. 

In addition, it would be useful to conduct similar studies with causes where the 

consequences of lack of support are less dire. In the current essays, the American Red Cross 

(disaster relief) and the Smokey the Bear campaign (forest fire prevention) were used. This may 

be why there were no significant differences for intention to support the cause, as Gorsuch and 
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Ortberg (1983) found that the Theory of Reasoned Action (Fishbein and Ajzen 1973) did not 

hold when a person felt a moral obligation to act in a certain way; the moral obligation was a 

better predictor of behavioral intentions than were attitudes in such cases. Finally, while the 

study stimuli are unique in nature and well-suited for repeating many iterations of the studies, the 

research could be extended by using stimuli that resemble full-length television shows, with a 

complete cast, and a longer and more developed plot line. It could also be extended into other 

popular forms of media where embedded marketing is used, such as video games. 

The two essays address four of the independent variables that are a key part of the Cause 

Placement Message Factors model presented in Chapter Three. Beyond extending the research in 

these two essays, incorporating one or both of the independent variables not addressed in the 

essays (placement centrality and programming genre), as well as exploring the interaction effects 

of different relevant combinations of variables, represent other important ways that the research 

may be extended. Relevant research questions to be addressed in future research include: 

1. Given the expected role of increased emotional arousal in cause placement vis-à-vis 

product placement, and the different affective states that various programming genres 

would be expected to result in, what is the relationship between programming genre and 

recall of the cause, attitude toward the cause, and intention to support the cause? What is 

the moderating role of the independent variable image of the character? 

2. What is the role of placement centrality in cause placement? Is there an interaction effect 

between placement centrality and consistency of the behavior? This is a particularly 

pertinent question, as an inconsistent behavior that is part of a peripheral placement is 

expected to be less salient than one that is part of a central placement.  
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3. What is the moderating role of placement centrality in the relationship between 

brandedness of the cause and each of attitude toward the cause and intention to support 

the cause? If branded placements lead to increased consumer skepticism as described in 

Chapter Four, and increased placement makes the cause placement more central, would a 

more central placement lead to lower attitudes and intentions than a peripheral placement 

when a cause is branded, while a central placement leads to higher attitudes and 

intentions than a peripheral placement when a cause is unbranded?  
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APPENDIX ONE: ESSAY ONE QUESTIONNAIRE 
 
Please note that the following questionnaire displays links to the videos for all six conditions in 

succession, but each participant was randomly assigned to only one. Each video was set up in 

Qualtrics as an embedded video so that participants could not rewind portions of the video as it 

was playing, and no “suggested” videos appeared at the end. The study was conducted in 

Qualtrics, so the following questionnaire does not display the formatting and pagination seen by 

participants. 

 
 
Complete the following demographic verification questions to see if you qualify for the survey. 
 
Please indicate your gender. 
m Male (1) 
m Female (2) 
 
Please select the one response that best indicates your current age. 
m 18-25 years (1) 
m 26-30 years (2) 
m 31-35 years (3) 
m 36-40 years (4) 
m 41-45 years (5) 
m 46-50 years (6) 
m 51-55 years (7) 
m 56-60 years (8) 
m 61-65 years (9) 
m 66 years and over (10) 
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Please select the one response that best indicates your employment status. 
m Student (5) 
m Full-time employee (1) 
m Part-time employee (2) 
m Unemployed--searching for a job (3) 
m Unemployed--not searching for a job. Please explain. (4) ____________________ 
 
Please select the highest level of education that you have completed. 
m 7th grade or lower (1) 
m 8th grade (2) 
m Some high school, no diploma (3) 
m High school diploma or equivalent (4) 
m Some college, no degree (5) 
m Trade/technical/vocational training (6) 
m Associate degree (7) 
m Bachelor's degree (8) 
m Master's degree (9) 
m Professional degree (10) 
m Doctorate degree (11) 
 
Please specify your ethnicity. 
m White (4) 
m Hispanic or Latino (5) 
m Black or African American (6) 
m Native American or American Indian (7) 
m Asian / Pacific Islander (8) 
m Other (9) 
 
Please indicate your total household income before taxes in the past year. 
m Less than $25,000 (4) 
m $25,000 to $34,999 (5) 
m $35,000 to $49,999 (6) 
m $50,000 to $74,999 (7) 
m $75,000 to $99,999 (8) 
m $100,000 to $149,999 (9) 
m $150,000 or more (10) 
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Congratulations, you qualify to take this study! While leaving this window open, you should now 
accept the MTurk HIT. Once you have accepted the HIT in MTurk, you may proceed. 
 
INFORMED CONSENT TO PARTICIPATE IN RESEARCH   Information to Consider Before 
Taking Part in this Research Study    Researchers at the University of South Florida (USF) study 
many topics.  To do this, we need the help of people who agree to take part in a research 
study.  This form tells you about this research study.   We are asking you to take part in a 
research study entitled:                Evaluation of a Potential Television Show 
Storyboard                        (eIRB Number Pro00013529)    The person who is in charge of this 
research study is Ream Shoreibah.  This person is called the Principal Investigator.  However, 
other research staff may be involved and can act on behalf of the person in charge.   The research 
will be taken online and you may use any personal computer or laptop to provide your responses.  
Purpose of the study  The purpose of this study is to assess the level of interest in a potential TV 
show.  Study Procedures  Your task is to read a short introduction on a potential TV show, 
followed by an excerpt of the show's script, and to answer the questions that follow it. At the end 
of the questionnaire, you will be asked for some demographic and background information. The 
survey should take about15-20 minutes to complete.  Alternatives  You have the alternative to 
choose not to participate in this research study. You should not feel that there is any pressure to 
take part in the study, to please the investigator or the research staff.  If you choose   Benefits   
We are unsure if you will receive any benefits by taking part in this study.  Risks or Discomfort   
This research is considered to be minimal risk, with no effects on your health or well-being  
Compensation  You will receive payment according to the terms and conditions of Mechanical 
Turk.  Confidentiality  The researcher will make every effort to prevent anyone who is not on the 
research team from knowing that you provided this information, or what that information is. No 
one can access the data and the computer storing the data is password protected.  We may 
publish what we learn from this study.  If we do, we will not let anyone know your name.  We 
will not publish anything else that would let people know who you are.   Voluntary Participation 
/ Withdrawal   You should only take part in this study if you want to. You should not feel that 
there is any pressure to take part in the study. You are free to participate in this research or 
withdraw at any time. There will be no penalty or loss of benefits you are entitled to receive if 
you stop taking part in this study. Questions, Concerns, or Complaints  If you have any 
questions, concerns or complaints about this study, send Ream Shoreibah an email at 
rshoreib@usf.edu.   Consent to Take Part in this Research Study   It is up to you to decide 
whether you want to take part in this study.  If you want to take part, please proceed to the next 
page, provided the following statements are true: 
m I freely give my consent to take part in this study.  I understand that by proceeding to the next 

page I am agreeing to take part in this research. (1) 
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Thank you for the time you will dedicate to participating in this study. Please set aside 
approximately 15-20 minutes to complete the study, which must be done all in one sitting. 
PLEASE COMPLETE ON A COMPUTER IN A QUIET PLACE. DO NOT COMPLETE ON 
YOUR SMARTPHONE. 
 
Please select the one response that best expresses the extent to which you are familiar with fast 
food restaurants. 
m Not at all familiar (1) 
m Slightly familiar (2) 
m Moderately familiar (3) 
m Very familiar (4) 
m Extremely familiar (5) 
 
Please select the one response that best expresses the extent to which you are familiar with social 
cause organizations or charities. 
m Not at all familiar (1) 
m Slightly familiar (2) 
m Moderately familiar (3) 
m Very familiar (4) 
m Extremely familiar (5) 
 
Think about the last 12 months. Please select the one response that best expresses the extent to 
which you had an actual experience or an interaction with a fast food restaurant. 
m None (1) 
m Seldom (2) 
m Occasionally (3) 
m Regularly (4) 
m Quite Often (5) 
 
Think about the last 12 months. Please select the one response that best expresses the extent to 
which you had an actual experience or an interaction with a social cause organization or a 
charity. 
m None (1) 
m Seldom (2) 
m Occasionally (3) 
m Regularly (4) 
m Quite Often (5) 
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PLEASE READ THE FOLLOWING DIRECTIONS CAREFULLY.  
DIRECTIONS: On the following screen, you will see a ROUGH excerpt from an actual TV 
drama in the form of an animated storyboard. It is used by producers to test the concept prior to 
the actual production of the pilot episode. While it is VERY BASIC, it is designed to give you a 
feel for what the show will be about. Essentially, you will see simplified scenes from the show 
and hear the dialogue between the characters. PLEASE WATCH IT CAREFULLY, as you will 
be asked to answer factual questions about it without referring back to it.   
 
ESSENTIAL BACKGROUND:The proposed TV show is about a college basketball team who 
has a new coach, Donald Oldman. The excerpt you will see takes place during the team's first big 
trip of the season. Coach Oldman is dealing with various challenges and conflicts. For example, 
there is a pushy booster that he must deal with. (A booster is someone who supports a sports 
team by raising or donating money. Out of fairness to all players and all school teams, it is illegal 
for a booster to give money or large gifts to players.) Coach Oldman must also deal with the 
issue of the star player on the team slacking off on his schoolwork and risking losing his athletic 
scholarship, or even his position on the team. The only bright spot of the coach's day occurs 
when he talks to the athletic director; she has some unexpected news to share with him.   Click to 
the next page to see the rough excerpt based on the actual script that the actors will be using. It is 
about 3 minutes long. The rough excerpt will be followed by a brief set of multiple-choice and 
short-answer questions for you to answer. This will take you about 10-15 minutes. 
 
VIDEOS: 
 
Verbal/Branded: https://youtu.be/hZ-qaBzl5BI 
 
Verbal/Unbranded: https://youtu.be/lHQ0Iwy_Ngc 
 
Visual/Branded: https://youtu.be/dodFjq2mLBE 
 
Visual/Unbranded: https://youtu.be/Od4rvQ7kTKs 
 
Both/Branded: https://youtu.be/iFh7Q99_-jA 
 
Both/Unbranded: https://youtu.be/HnKJl-W1h4w 
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The following questions pertain to the rough excerpt you just watched. 
 
Using each of the three listed scales, please rate how likely or unlikely you would be to watch a 
TV show containing this excerpt. 

	 1	(1)	 2	(2)	 3	(3)	 4	(4)	 5	(5)	 6	(6)	 7	(7)	

Very	Unlikely:Very	
Likely	(1)	 m 	 m 	 m 	 m 	 m 	 m 	 m 	

Absolutely	Would	
Not:Absolutely	Would	

(2)	
m 	 m 	 m 	 m 	 m 	 m 	 m 	

Extremely	
Improbable:Extremely	

Probable	(3)	
m 	 m 	 m 	 m 	 m 	 m 	 m 	

 
Using each of the three listed scales, please rate how likely or unlikely people in your age group 
would be to watch a TV show containing this excerpt. 

	 1	(1)	 2	(2)	 3	(3)	 4	(4)	 5	(5)	 6	(6)	 7	(7)	

Very	Unlikely:Very	
Likely	(1)	 m 	 m 	 m 	 m 	 m 	 m 	 m 	

Absolutely	Would	
Not:Absolutely	Would	

(2)	
m 	 m 	 m 	 m 	 m 	 m 	 m 	

Extremely	
Improbable:Extremely	

Probable	(3)	
m 	 m 	 m 	 m 	 m 	 m 	 m 	

 
The excerpt you watched may be produced into a full TV show. Using each of the three listed 
scales, please rate the TV show you believe would result. 

	 1	(1)	 2	(2)	 3	(3)	 4	(4)	 5	(5)	 6	(6)	 7	(7)	

Very	
Uninteresting:Very	
Interesting	(1)	

m 	 m 	 m 	 m 	 m 	 m 	 m 	

Does	Not	Hold	My	
Attention	at	All:Holds	
My	Attention	a	Lot	(2)	

m 	 m 	 m 	 m 	 m 	 m 	 m 	

Extremely	
Unenjoyable:Extremely	

Enjoyable	(3)	
m 	 m 	 m 	 m 	 m 	 m 	 m 	
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If you are paying attention, and you read this question, please do not answer it. Leave it blank 
and move on to the next question. 

	 1	(1)	 2	(2)	 3	(3)	 4	(4)	 5	(5)	 6	(6)	 7	(7)	

Very	Unlikely:Very	
Likely	(1)	 m 	 m 	 m 	 m 	 m 	 m 	 m 	

Absolutely	Would	
Not:Absolutely	Would	

(2)	
m 	 m 	 m 	 m 	 m 	 m 	 m 	

Extremely	
Improbable:Extremely	

Probable	(3)	
m 	 m 	 m 	 m 	 m 	 m 	 m 	

 
A social cause can be an issue, or can be a charitable organization, relating to the welfare of 
society. There is one particular social cause or type of organization mentioned or referred to in 
the excerpt you watched. Please type everything you can remember about the cause or type of 
organization in the space below. Include AS MUCH DETAIL AS POSSIBLE about anything 
that was discussed or anything that you saw visually, such as symbols. 
 
From the list below, please select the aspect of the uniforms that the athletic director was worried 
that the coach would disapprove of. 
m The uniforms were not cotton as the coach wanted, but were polyester instead. (1) 
m A social cause or charitable organization that the coach respected was associated with the 

uniforms. (2) 
m The coloring of the uniforms was wrong; the dominant color should have been much darker. 

(3) 
 
[FOR UNBRANDED CONDITIONS:] 
 
Please describe the type of work done by the organization represented on the uniforms. 
 
From the list below, please select the type of organization that is represented on the uniforms. 
m A soft drinks company (1) 
m A disaster relief organization (2) 
m An animal protection organization (3) 
m An insurance company (4) 
m A breast cancer research funding organization (5) 
 
From the list below, please select the colors of the uniform. 
m White and red (2) 
m Blue and white (1) 
m Gold and blue (3) 
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My overall impression of disaster relief organizations is: 
	 1	(1)	 2	(2)	 3	(3)	 4	(4)	 5	(5)	 6	(6)	 7	(7)	

Very	Bad:Very	Good	(1)	 m 	 m 	 m 	 m 	 m 	 m 	 m 	
Extremely	

Unfavorable:Extremely	
Favorable	(2)	

m 	 m 	 m 	 m 	 m 	 m 	 m 	

Extremely	
Negative:Extremely	

Positive	(3)	
m 	 m 	 m 	 m 	 m 	 m 	 m 	

 
My overall impression of athletic boosters is: 

	 1	(1)	 2	(2)	 3	(3)	 4	(4)	 5	(5)	 6	(6)	 7	(7)	

Very	Bad:Very	Good	
(1)	 m 	 m 	 m 	 m 	 m 	 m 	 m 	

Extremely	
Unfavorable:Extremely	

Favorable	(2)	
m 	 m 	 m 	 m 	 m 	 m 	 m 	

Extremely	
Negative:Extremely	

Positive	(3)	
m 	 m 	 m 	 m 	 m 	 m 	 m 	

 
Please rate how familiar or unfamiliar you are with the game of basketball: 

	 1	(1)	 2	(2)	 3	(3)	 4	(4)	 5	(5)	 6	(6)	 7	(7)	

Extremely	
Unfamiliar:Extremely	

Familiar	(1)	
m 	 m 	 m 	 m 	 m 	 m 	 m 	

Very	
Inexperienced:Very	
Experienced	(2)	

m 	 m 	 m 	 m 	 m 	 m 	 m 	

Not	at	all	
knowledgeable:Very	
Knowledgeable	(3)	

m 	 m 	 m 	 m 	 m 	 m 	 m 	
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Please rate how familiar or unfamiliar you are with disaster relief organizations: 
	 1	(1)	 2	(2)	 3	(3)	 4	(4)	 5	(5)	 6	(6)	 7	(7)	

Extremely	
Unfamiliar:Extremely	

Familiar	(1)	
m 	 m 	 m 	 m 	 m 	 m 	 m 	

Very	
Inexperienced:Very	
Experienced	(2)	

m 	 m 	 m 	 m 	 m 	 m 	 m 	

Not	at	all	
knowledgeable:Very	
Knowledgeable	(3)	

m 	 m 	 m 	 m 	 m 	 m 	 m 	

 
If you are paying attention, and you read this question, please do not  answer it. Leave it blank 
and move on to the next question. 

	 1	(1)	 2	(2)	 3	(3)	 4	(4)	 5	(5)	 6	(6)	 7	(7)	

Extremely	
Unfamiliar:Extremely	

Familiar	(1)	
m 	 m 	 m 	 m 	 m 	 m 	 m 	

Very	
Inexperienced:Very	
Experienced	(2)	

m 	 m 	 m 	 m 	 m 	 m 	 m 	

Not	at	all	
knowledgeable:Very	
Knowledgeable	(3)	

m 	 m 	 m 	 m 	 m 	 m 	 m 	

 
There are different ways of supporting a social cause or charity, for example by donating, 
volunteering, adopting a specific behavior that is being advocated, or engaging in other 
behaviors that advance the cause. Using each of the three listed scales, please select the response 
that best expresses how likely or unlikely you are to consider supporting a disaster relief 
organization. 

	 1	(1)	 2	(2)	 3	(3)	 4	(4)	 5	(5)	 6	(6)	 7	(7)	

Very	
Unlikely:Very	
Likely	(1)	

m 	 m 	 m 	 m 	 m 	 m 	 m 	

Absolutely	
Would	

Not:Absolutely	
Would	(2)	

m 	 m 	 m 	 m 	 m 	 m 	 m 	

Very	
Improbable:Very	
Probable	(3)	

m 	 m 	 m 	 m 	 m 	 m 	 m 	
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My overall impression of the American Red Cross is: 
	 1	(1)	 2	(2)	 3	(3)	 4	(4)	 5	(5)	 6	(6)	 7	(7)	

Very	Bad:Very	Good	
(1)	 m 	 m 	 m 	 m 	 m 	 m 	 m 	

Extremely	
Unfavorable:Extremely	

Favorable	(2)	
m 	 m 	 m 	 m 	 m 	 m 	 m 	

Extremely	
Negative:Extremely	

Positive	(3)	
m 	 m 	 m 	 m 	 m 	 m 	 m 	

 
Please rate how familiar or unfamiliar you are with the American Red Cross: 

	 1	(1)	 2	(2)	 3	(3)	 4	(4)	 5	(5)	 6	(6)	 7	(7)	

Extremely	
Unfamiliar:Extremely	

Familiar	(1)	
m 	 m 	 m 	 m 	 m 	 m 	 m 	

Very	
Inexperienced:Very	
Experienced	(2)	

m 	 m 	 m 	 m 	 m 	 m 	 m 	

Not	at	all	
knowledgeable:Very	
Knowledgeable	(3)	

m 	 m 	 m 	 m 	 m 	 m 	 m 	

 
There are different ways of supporting a social cause or charity, for example by donating, 
volunteering, adopting a specific behavior that is being advocated, or engaging in other 
behaviors that advance the cause. Using each of the three listed scales, please select the response 
that best expresses how likely or unlikely you are to consider supporting the American Red 
Cross. 

	 1	(1)	 2	(2)	 3	(3)	 4	(4)	 5	(5)	 6	(6)	 7	(7)	

Very	
Unlikely:Very	
Likely	(1)	

m 	 m 	 m 	 m 	 m 	 m 	 m 	

Absolutely	
Would	

Not:Absolutely	
Would	(2)	

m 	 m 	 m 	 m 	 m 	 m 	 m 	

Very	
Improbable:Very	
Probable	(3)	

m 	 m 	 m 	 m 	 m 	 m 	 m 	
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Please describe the thoughts that came to your mind as you watched the scene where the athletic 
director informs the coach of the change to the uniforms. 
 
While watching the excerpt, did you get the impression that the disaster relief organization had 
arranged with the show producers, perhaps by making a payment to the show, to be featured on 
this TV show? 
 
If so, how does that make you feel? 
 
Please describe in your own words what you believe the purpose of this research is. 
 
 
 
[FOR BRANDED CONDITIONS:] 
 
Please type the name of the organization represented on the uniforms. 
 
From the list below, please select the one organization that is represented on the uniforms. 
m The Coco-Cola Company (1) 
m The American Red Cross (2) 
m The Humane Society of the United States (3) 
m American National Insurance Company (4) 
m The Susan G. Komen Foundation (5) 
 
From the list below, please select the colors of the uniform. 
m White and red (2) 
m Blue and white (1) 
m Gold and blue (3) 
 
My overall impression of the American Red Cross is: 

	 1	(1)	 2	(2)	 3	(3)	 4	(4)	 5	(5)	 6	(6)	 7	(7)	

Very	Bad:Very	Good	
(1)	 m 	 m 	 m 	 m 	 m 	 m 	 m 	

Extremely	
Unfavorable:Extremely	

Favorable	(2)	
m 	 m 	 m 	 m 	 m 	 m 	 m 	

Extremely	
Negative:Extremely	

Positive	(3)	
m 	 m 	 m 	 m 	 m 	 m 	 m 	
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My overall impression of athletic boosters is: 
	 1	(1)	 2	(2)	 3	(3)	 4	(4)	 5	(5)	 6	(6)	 7	(7)	

Very	Bad:Very	Good	
(1)	 m 	 m 	 m 	 m 	 m 	 m 	 m 	

Extremely	
Unfavorable:Extremely	

Favorable	(2)	
m 	 m 	 m 	 m 	 m 	 m 	 m 	

Extremely	
Negative:Extremely	

Positive	(3)	
m 	 m 	 m 	 m 	 m 	 m 	 m 	

 
Please rate how familiar or unfamiliar you are with the game of basketball: 

	 1	(1)	 2	(2)	 3	(3)	 4	(4)	 5	(5)	 6	(6)	 7	(7)	

Extremely	
Unfamiliar:Extremely	

Familiar	(1)	
m 	 m 	 m 	 m 	 m 	 m 	 m 	

Very	
Inexperienced:Very	
Experienced	(2)	

m 	 m 	 m 	 m 	 m 	 m 	 m 	

Not	at	all	
knowledgeable:Very	
Knowledgeable	(3)	

m 	 m 	 m 	 m 	 m 	 m 	 m 	

 
If you are paying attention, and you read this question, please do not  answer it. Leave it blank 
and move on to the next question. 

	 1	(1)	 2	(2)	 3	(3)	 4	(4)	 5	(5)	 6	(6)	 7	(7)	

Extremely	
Unfamiliar:Extremely	

Familiar	(1)	
m 	 m 	 m 	 m 	 m 	 m 	 m 	

Very	
Inexperienced:Very	
Experienced	(2)	

m 	 m 	 m 	 m 	 m 	 m 	 m 	

Not	at	all	
knowledgeable:Very	
Knowledgeable	(3)	

m 	 m 	 m 	 m 	 m 	 m 	 m 	
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Please rate how familiar or unfamiliar you are with the American Red Cross: 
	 1	(1)	 2	(2)	 3	(3)	 4	(4)	 5	(5)	 6	(6)	 7	(7)	

Extremely	
Unfamiliar:Extremely	

Familiar	(1)	
m 	 m 	 m 	 m 	 m 	 m 	 m 	

Very	
Inexperienced:Very	
Experienced	(2)	

m 	 m 	 m 	 m 	 m 	 m 	 m 	

Not	at	all	
knowledgeable:Very	
Knowledgeable	(3)	

m 	 m 	 m 	 m 	 m 	 m 	 m 	

 
There are different ways of supporting a social cause or charity, for example by donating, 
volunteering, adopting a specific behavior that is being advocated, or engaging in other 
behaviors that advance the cause. Using each of the three listed scales, please select the response 
that best expresses how likely or unlikely you are to consider supporting the American Red 
Cross. 

	 1	(1)	 2	(2)	 3	(3)	 4	(4)	 5	(5)	 6	(6)	 7	(7)	

Very	
Unlikely:Very	
Likely	(1)	

m 	 m 	 m 	 m 	 m 	 m 	 m 	

Absolutely	
Would	

Not:Absolutely	
Would	(2)	

m 	 m 	 m 	 m 	 m 	 m 	 m 	

Very	
Improbable:Very	
Probable	(3)	

m 	 m 	 m 	 m 	 m 	 m 	 m 	

 
Please describe the thoughts that came to your mind as you watched the scene where the athletic 
director informs the coach of the change to the uniforms. 
 
While watching the excerpt, did you get the impression that the American Red Cross had 
arranged with the show producers, perhaps by  making a payment to the show, to be featured on 
this TV show? 
 
If so, how does that make you feel? 
 
Please describe in your own words what you believe the purpose of this research is. 
 
Please provide any other thoughts you had about the script, the survey, or the overall process. 
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APPENDIX TWO: ESSAY TWO QUESTIONNAIRE 
 

 
Please note that the following questionnaire displays all four conditions in succession, but 

each participant was randomly assigned to only one. The study was conducted in Qualtrics, so 

the following questionnaire does not display the formatting and pagination seen by participants. 

 
Complete the following demographic verification questions to see if you qualify for the survey. 
 
Please indicate your gender. 
m Male (1) 
m Female (2) 
 
Please select the one response that best indicates your current age. 
m 18-25 years (1) 
m 26-30 years (2) 
m 31-35 years (3) 
m 36-40 years (4) 
m 41-45 years (5) 
m 46-50 years (6) 
m 51-55 years (7) 
m 56-60 years (8) 
m 61-65 years (9) 
m 66 years and over (10) 
 
Please select the one response that best indicates your employment status. 
m Student (5) 
m Full-time employee (1) 
m Part-time employee (2) 
m Unemployed--searching for a job (3) 
m Unemployed--not searching for a job. Please explain. (4) ____________________ 
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Please select the highest level of education that you have completed. 
m 7th grade or lower (1) 
m 8th grade (2) 
m Some high school, no diploma (3) 
m High school diploma or equivalent (4) 
m Some college, no degree (5) 
m Trade/technical/vocational training (6) 
m Associate degree (7) 
m Bachelor's degree (8) 
m Master's degree (9) 
m Professional degree (10) 
m Doctorate degree (11) 
 
Please specify your ethnicity. 
m White (4) 
m Hispanic or Latino (5) 
m Black or African American (6) 
m Native American or American Indian (7) 
m Asian / Pacific Islander (8) 
m Other (9) 
 
Please indicate your total household income before taxes in the past year. 
m Less than $25,000 (4) 
m $25,000 to $34,999 (5) 
m $35,000 to $49,999 (6) 
m $50,000 to $74,999 (7) 
m $75,000 to $99,999 (8) 
m $100,000 to $149,999 (9) 
m $150,000 or more (10) 
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Congratulations, you qualify to take this study! While leaving this window open, you should now 
accept the MTurk HIT. Once you have accepted the HIT in MTurk, you may proceed. 
 
Informed Consent to Participate in Research   Information to Consider Before Taking Part in this 
Research Study  Pro # 00023667  Researchers at the University of South Florida (USF) study 
many topics. To do this, we need the help of people who agree to take part in a research study. 
This form tells you about this research study. We are asking you to take part in a research study 
that is called:  Consistency and Image. The person who is in charge of this research study is 
Ream Shoreibah. This person is called the Principal Investigator.   Purpose of the Study  The 
purpose of this study is to assess your reactions to various elements placed in a TV show script 
excerpt.  Why are you being asked to take part?  We are asking you to take part in this research 
study because you are an adult who lives in the U.S., and that makes you a member of the 
population we are interested in for this study.  Study Procedures  If you take part in this study, 
you will be asked to read an illustrated script excerpt and answer the questions that follow it. The 
survey should take about15-20 minutes to complete. The entire process takes place online.  
Alternatives / Voluntary Participation / Withdrawal   You have the alternative to choose not to 
participate in this research study.  You should only take part in this study if you want to 
volunteer; you are free to participate in this research or withdraw at any time.  There will be no 
penalty or loss of benefits you are entitled to receive if you stop taking part in this study.   
Benefits and Risks  We are unsure if you will receive any benefits by taking part in this research 
study.   This research is considered to be minimal risk.  Compensation   You will receive 
payment according to the terms and conditions of Mechanical Turk.  Privacy and Confidentiality  
We must keep your study records as confidential as possible. It is possible, although unlikely, 
that unauthorized individuals could gain access to your responses because you are responding 
online.   Certain people may need to see your study records. By law, anyone who looks at your 
records must keep them completely confidential. The only people who will be allowed to see 
these records are:  Ream Shoreibah, Barbara Lafferty, The University of South Florida 
Institutional Review Board (IRB).   ·         It is possible, although unlikely, that unauthorized 
individuals could gain access to your responses.  Confidentiality will be maintained to the degree 
permitted by the technology used.  No guarantees can be made regarding the interception of data 
sent via the Internet.  However, your participation in this online survey involves risks similar to a 
person’s everyday use of the Internet.  If you complete and submit an anonymous survey and 
later request your data be withdrawn, this may or may not be possible as the researcher may be 
unable to extract anonymous data from the database.  Contact Information  If you have any 
questions about your rights as a research participant, please contact the USF IRB at 974-5638. If 
you have questions regarding the research, please contact the Principal Investigator at 
rshoreib@usf.edu.  We may publish what we learn from this study. If we do, we will not let 
anyone know your name. We will not publish anything else that would let people know who you 
are. You can print a copy of this consent form for your records.  
m I freely give my consent to take part in this study.  I understand that by proceeding with this 

survey that I am agreeing to take part in research and I am 18 years of age or older. (1) 
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Please set aside approximately 15-20 minutes to complete the study, which must be done all in 
one sitting. PLEASE COMPLETE ON A COMPUTER IN A QUIET PLACE. DO NOT 
COMPLETE ON YOUR SMARTPHONE. 
 
PLEASE READ THE FOLLOWING DIRECTIONS CAREFULLY.    On the next seven 
screens, you will read a partial script from a potential pilot episode of a new TV show.  The 
show is about the life of two boys who are best friends attending college together.  Conner is a 
serious student and does well in school. His class work is important to him and he is eager to 
learn new things. Conner is genuinely a good guy, always concerned about others and wanting to 
do the right thing.  Matt is Conner’s best friend. They spend much of their free time 
together.     Please read the following script, and look at the photographs that go with it, carefully 
in order to answer the questions regarding the pilot. 
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SCRIPT PAGE 1 OF 7   
TWO COLLEGE STUDENTS ARE ON CAMPUS DISCUSSING THEIR UPCOMING 
OVERNIGHT CAMPING TRIP.   
CONNER:  Hey Matt. Are you ready for our camping trip on Friday?   
MATT: No, Conner, I'm not, but I know you are. You’ve probably been packed for days now 
and have the supplies ready in the trunk of your car.   
CONNER (chuckling):  You know me pretty well, dude. I've finished all my class work so I 
could pack early. I can't wait to get out of here.    
MATT:  Why are you such a conscientious student anyway? 
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SCRIPT PAGE 2 OF 7   
CONNER: I don't know. I guess I just really enjoy learning. It's just my style. So how did you do 
in your track meet?  
MATT:  Not too bad. I won the 100 AND the 200 meter dash.   
CONNER: You're a running machine, Matt.    
MATT: Speaking of running, I've got a class to get to. Let's meet at the usual place at 8 
tomorrow morning. We can drive up to the camp ground in my truck.    
CONNER: Sounds like a plan. I'm off to the library (laughs). 
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SCRIPT PAGE 3 OF 7   
IT IS THE NEXT NIGHT...  
MATT:  Man, dinner was good. Leave it to you to figure out a way to cook the food fast and 
easy.  
CONNER: Why not be creative and come up with something simple but delicious like putting 
food in foil, adding some spices, and sticking it in the fire? It makes camping fun.     
MATT: It sure is peaceful up here. It's nice to have a change of scenery.     
CONNER:  No kidding. Just us and the great outdoors. I'm glad I finished my project and I'm 
caught up on my school stuff. I can really chill out.  
MATT: I think I'll turn in. That hike of ours was outstanding but boy I'm exhausted.  
CONNER: I'll be there in a bit. I'll be sure to zip up the tent. I know how you hate bugs. 
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SCRIPT PAGE 4 OF 7   
IT IS THE NEXT MORNING...   
CONNER:  Man, this has been awesome. But, I can't believe I'm actually looking forward to a 
hot shower in our dorm.   
MATT:  Yeah, I know what you mean. I'll get the gear in the truck while you put the embers out 
from our campfire.    
CONNER:  Good idea. I see they're still smoldering. 
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SCRIPT PAGE 5 OF 7   
MATT:  Yeah, even embers can start a wild fire. Did you notice the sign on the tree?   
CONNER: That's a fact. I'd feel awful if this caused a wild fire.     
MATT: There's a bucket in the truck. 
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SCRIPT PAGE 6 OF 7   
THE NEXT DAY...  
MATT: Wow, I'm swamped this week. No getaway for me. Speaking of getaways, did you hear 
the news this morning?    
CONNER: Nope, what's up?    
MATT: You know our idea to put the embers out? Well some other campers didn't and a wild 
fire got started. 
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SCRIPT PAGE 7 OF 7  
CONNER: No kidding. That is terrible!    
MATT: The only good thing is that they caught it early enough and there wasn't much damage. 
CONNER: I'm so glad that no one got hurt!    
MATT: They were lucky this time. I'm glad we did the right thing.     
CONNER: So am I. A little extra effort can make a big difference.    
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PLEASE READ THE FOLLOWING DIRECTIONS CAREFULLY.    On the next seven 
screens, you will read a partial script from a potential pilot episode of a new TV show.  The 
show is about the life of two boys who are best friends attending college together.  Conner is a 
serious student and does well in school. His class work is important to him and he is eager to 
learn new things. Conner is genuinely a good guy, always concerned about others and wanting to 
do the right thing.  Matt is Conner’s best friend. They spend much of their free time 
together.     Please read the following script, and look at the photographs that go with it, carefully 
in order to answer the questions regarding the pilot. 
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SCRIPT PAGE 1 OF 7   
TWO COLLEGE STUDENTS ARE ON CAMPUS DISCUSSING THEIR UPCOMING 
OVERNIGHT CAMPING TRIP.   
CONNER:  Hey Matt. Are you ready for our camping trip on Friday?   
MATT: No, Conner, I'm not, but I know you are. You’ve probably been packed for days now 
and have the supplies ready in the trunk of your car.   
CONNER (chuckling):  You know me pretty well, dude. I've finished all my class work so I 
could pack early. I can't wait to get out of here.    
MATT:  Why are you such a conscientious student anyway? 
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SCRIPT PAGE 2 OF 7   
CONNER: I don't know. I guess I just really enjoy learning. It's just my style. So how did you do 
in your track meet?  
MATT:  Not too bad. I won the 100 AND the 200 meter dash.   
CONNER: You're a running machine, Matt.    
MATT: Speaking of running, I've got a class to get to. Let's meet at the usual place at 8 
tomorrow morning. We can drive up to the camp ground in my truck.    
CONNER: Sounds like a plan. I'm off to the library (laughs). 
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SCRIPT PAGE 3 OF 7   
IT IS THE NEXT NIGHT...  
MATT:  Man, dinner was good. Leave it to you to figure out a way to cook the food fast and 
easy.  
CONNER: Why not be creative and come up with something simple but delicious like putting 
food in foil, adding some spices, and sticking it in the fire? It makes camping fun.     
MATT: It sure is peaceful up here. It's nice to have a change of scenery.     
CONNER:  No kidding. Just us and the great outdoors. I'm glad I finished my project and I'm 
caught up on my school stuff. I can really chill out.  
MATT: I think I'll turn in. That hike of ours was outstanding but boy I'm exhausted.  
CONNER: I'll be there in a bit. I'll be sure to zip up the tent. I know how you hate bugs. 
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SCRIPT PAGE 4 OF 7   
IT IS THE NEXT MORNING...   
CONNER:  Man, this has been awesome. But, I can't believe I'm actually looking forward to a 
hot shower in our dorm.   
MATT:  Yeah, I know what you mean. I'll get the gear in the truck while you put the embers out 
from our campfire.    
CONNER:  What, are you kidding? They're barely burning. Let's just head out and leave it for 
the next campers. 
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SCRIPT PAGE 5 OF 7   
MATT:  Even embers can start a wild fire. Can't you read the sign on the tree?  
CONNER: Come on, man. Nothing is going to happen. Let's just head out.     
MATT: Well, OK. I hope you're right. 
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SCRIPT PAGE 6 OF 7   
THE NEXT DAY...  
MATT: Wow, I'm swamped this week. No getaway for me. Speaking of getaways, did you hear 
the news this morning?    
CONNER: Nope, what's up?    
MATT: You know your bright idea to not put the embers out? Well a wild fire got started from a 
campfire that wasn't put out properly. 
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SCRIPT PAGE 7 OF 7  
CONNER: Hey, it doesn't mean it was ours. Don't sweat it.     
MATT: The only good thing is that they caught it early enough and there wasn't much damage. 
CONNER: See, no one got hurt!    
MATT: Maybe not this time. But next time we do the right thing, ok?   
CONNER: I'll leave that up to you. 
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PLEASE READ THE FOLLOWING DIRECTIONS CAREFULLY.    On the next seven 
screens, you will read a partial script from a potential pilot episode of a new TV show.  The 
show is about the life of two boys who are best friends attending college together.  Conner is not 
a serious student and doesn't do that well in school. His class work isn't that important to him and 
he isn't eager to learn new things. Conner is not a very tolerant guy. He isn't that concerned about 
others and isn't that concerned about doing the right thing.  Matt is Conner’s best friend. They 
spend much of their free time together.     Please read the following script, and look at the 
photographs that go with it, carefully in order to answer the questions regarding the pilot. 
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SCRIPT PAGE 1 OF 7   
TWO COLLEGE STUDENTS ARE ON CAMPUS DISCUSSING THEIR UPCOMING 
OVERNIGHT CAMPING TRIP.   
CONNER:  Hey Matt. Are you ready for our camping trip on Friday?   
MATT: No, Conner, I'm not, but I know you are. You’ve probably been packed for days now 
and have the supplies ready in the trunk of your car.   
CONNER (chuckling):  You know me pretty well, dude. I'll do just about anything to avoid 
classwork even if that means packing up the car early. I can't wait to get out of here.   
MATT:  Why does school bug you so much anyway? 
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SCRIPT PAGE 2 OF 7   
CONNER: I don't know. I guess I just don't like being told what to do all the time. Cramps my 
style. So how did you do in your track meet?   
MATT:  Not too bad. I won the 100 AND the 200 meter dash.   
CONNER: You're a running machine, Matt.    
MATT: Speaking of running, I've got a class to get to. Let's meet at the usual place at 8 
tomorrow morning. We can drive up to the camp ground in my truck.    
CONNER: Sounds like a plan. Don't study too hard (laughs). 

 
 
 
  



 
 

176 

SCRIPT PAGE 3 OF 7   
IT IS THE NEXT NIGHT...  
MATT:  Man, dinner was good. Leave it to you to figure out a way to cook the food fast and 
easy.  
CONNER: Why waste time with mundane chores when you can just put all the food in foil, add 
some spices, and stick it on the fire for a few minutes? That's my kind of cookin'.    
MATT: It sure is peaceful up here. It's nice to have a change of scenery.     
CONNER:  No kidding. Just us and the great outdoors. No projects. No group meetings. No 
school stuff. My kind of getaway.   
MATT: I think I'll turn in. That hike of ours was outstanding but boy I'm exhausted.   
CONNER: I'll be there in a bit. Be sure to zip up the tent. You know how I hate bugs. 
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SCRIPT PAGE 4 OF 7   
IT IS THE NEXT MORNING...   
CONNER:  Man, this has been awesome. But, I can't believe I'm actually looking forward to a 
hot shower in our dorm.   
MATT:  Yeah, I know what you mean. I'll get the gear in the truck while you put the embers out 
from our campfire.    
CONNER:  What, are you kidding? They're barely burning. Let's just head out and leave it for 
the next campers. 
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SCRIPT PAGE 5 OF 7   
MATT:  Even embers can start a wild fire. Can't you read the sign on the tree?   
CONNER: Come on, man. Nothing is going to happen. Let's just head out.     
MATT: Well, OK. I hope you're right. 
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SCRIPT PAGE 6 OF 7   
THE NEXT DAY...  
MATT: Wow, I'm swamped this week. No getaway for me. Speaking of getaways, did you hear 
the news this morning?    
CONNER: Nope, what's up?    
MATT: You know your bright idea to not put the embers out? Well a wild fire got started from a 
campfire that wasn't put out properly. 
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SCRIPT PAGE 7 OF 7  
CONNER: Hey, it doesn't mean it was ours. Don't sweat it.     
MATT: The only good thing is that they caught it early enough and there wasn't much damage. 
CONNER: See, no one got hurt!    
MATT: Maybe not this time. But next time we do the right thing, ok?   
CONNER: I'll leave that up to you.    
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PLEASE READ THE FOLLOWING DIRECTIONS CAREFULLY.    On the next seven 
screens, you will read a partial script from a potential pilot episode of a new TV show.  The 
show is about the life of two boys who are best friends attending college together.  Conner is not 
a serious student and doesn't do that well in school. His class work isn't that important to him and 
he isn't eager to learn new things. Conner is not a very tolerant guy. He isn't that concerned about 
others and isn't that concerned about doing the right thing.  Matt is Conner’s best friend. They 
spend much of their free time together.     Please read the following script, and look at the 
photographs that go with it, carefully in order to answer the questions regarding the pilot. 
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SCRIPT PAGE 1 OF 7   
TWO COLLEGE STUDENTS ARE ON CAMPUS DISCUSSING THEIR UPCOMING 
OVERNIGHT CAMPING TRIP.   
CONNER:  Hey Matt. Are you ready for our camping trip on Friday?   
MATT: No, Conner, I'm not, but I know you are. You’ve probably been packed for days now 
and have the supplies ready in the trunk of your car.   
CONNER (chuckling):  You know me pretty well, dude. I'll do just about anything to avoid 
classwork even if that means packing up the car early. I can't wait to get out of here.   
MATT:  Why does school bug you so much anyway? 
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SCRIPT PAGE 2 OF 7   
CONNER: I don't know. I guess I just don't like being told what to do all the time. Cramps my 
style. So how did you do in your track meet?   
MATT:  Not too bad. I won the 100 AND the 200 meter dash.   
CONNER: You're a running machine, Matt.    
MATT: Speaking of running, I've got a class to get to. Let's meet at the usual place at 8 
tomorrow morning. We can drive up to the camp ground in my truck.    
CONNER: Sounds like a plan. Don't study too hard (laughs). 

 
 
 
  



 
 

184 

SCRIPT PAGE 3 OF 7   
IT IS THE NEXT NIGHT...  
MATT:  Man, dinner was good. Leave it to you to figure out a way to cook the food fast and 
easy.  
CONNER: Why waste time with mundane chores when you can just put all the food in foil, add 
some spices, and stick it on the fire for a few minutes? That's my kind of cookin'.    
MATT: It sure is peaceful up here. It's nice to have a change of scenery.     
CONNER:  No kidding. Just us and the great outdoors. No projects. No group meetings. No 
school stuff. My kind of getaway.   
MATT: I think I'll turn in. That hike of ours was outstanding but boy I'm exhausted.   
CONNER: I'll be there in a bit. Be sure to zip up the tent. You know how I hate bugs. 
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SCRIPT PAGE 4 OF 7   
IT IS THE NEXT MORNING...   
CONNER:  Man, this has been awesome. But, I can't believe I'm actually looking forward to a 
hot shower in our dorm.   
MATT:  Yeah, I know what you mean. I'll get the gear in the truck while you put the embers out 
from our campfire.    
CONNER:  Good idea. I see they're still smoldering. 
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SCRIPT PAGE 5 OF 7   
MATT:  Yeah, even embers can start a wild fire. Did you notice the sign  on the tree?  
CONNER: That's a fact. I'd feel awful if this caused a wild fire.     
MATT: There's a bucket in the truck. 
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SCRIPT PAGE 6 OF 7   
THE NEXT DAY...  
MATT: Wow, I'm swamped this week. No getaway for me. Speaking of getaways, did you hear 
the news this morning?    
CONNER: Nope, what's up?    
MATT: You know our idea to put the embers out? Well some other campers didn't and a wild 
fire got started. 
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SCRIPT PAGE 7 OF 7  
CONNER: No kidding. That is terrible!    
MATT: The only good thing is that they caught it early enough and there wasn't much damage. 
CONNER: I'm so glad that no one got hurt!    
MATT: They were lucky this time. I'm glad we did the right thing.     
CONNER: So am I. A little extra effort can make a big difference.    
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The following questions pertain to the script excerpt you just read. 
 
Keeping in mind that this is just a small segment of a potential full-length pilot TV show, please 
rate the script you just read using the following three scales: 

	 1	(1)	 2	(2)	 3	(3)	 4	(4)	 5	(5)	 6	(6)	 7	(7)	

Did	not	like	it	at	
all:Liked	it	very	

much	(1)	
m 	 m 	 m 	 m 	 m 	 m 	 m 	

Very	bad:Very	
good	(2)	 m 	 m 	 m 	 m 	 m 	 m 	 m 	

Very	
uninteresting:Very	
interesting	(3)	

m 	 m 	 m 	 m 	 m 	 m 	 m 	

 
If you are paying attention, and you read this question, please do not answer it. Leave it blank 
and move on to the next question. 

	 1	(1)	 2	(2)	 3	(3)	 4	(4)	 5	(5)	 6	(6)	 7	(7)	

Very	Unlikely:Very	
Likely	(1)	 m 	 m 	 m 	 m 	 m 	 m 	 m 	

Absolutely	Would	
Not:Absolutely	Would	

(2)	
m 	 m 	 m 	 m 	 m 	 m 	 m 	

Extremely	
Improbable:Extremely	

Probable	(3)	
m 	 m 	 m 	 m 	 m 	 m 	 m 	

 
Now we would like you to answer a few questions that will help us understand how consumers 
make decisions when they are purchasing products they only buy once in a while, such as a bike. 
Imagine you are at your local discount store to buy a new basic bike. You narrow it down to 
three similar bikes, as follows:Brand A is a familiar brand that is currently selling for the full 
price of $160. It is a blue hybrid bike. Brand B is the store's private brand and is selling for its 
full price of $152. It is a red mountain bike.Brand C is a brand that you have never heard of, but 
it looks like it's high quality. Its full price is $200 and it is currently selling at 15% off. It is a 
silver road bike.Please answer the following questions. 
 
What is the sale price of the bike whose regular price is $200? 
m $160 (1) 
m $163 (2) 
m $168 (3) 
m $170 (4) 
m $175 (5) 
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Which bike would you buy? 
m Brand A (1) 
m Brand B (2) 
m Brand C (3) 
 
What was the single most important reason for your decision? 
m Familiar brand (1) 
m Lowest price (2) 
m Nicest color (3) 
m Best type of bike (road, mountain, or hybrid) (4) 
m Other. Please specify. (5) ____________________ 
 
Do you currently own a bike? 
m Yes (1) 
m No (2) 
 
Why or why not? 
 
Thinking back to the illustrated script you read, please write down all of the details you 
remember from the point when the two friends woke up after spending the night at the camp site 
to the end of the script. Include everything in the dialogue and illustrations. 
 
A social cause can be an issue, or can be a charitable organization, relating to the welfare of 
society. Describe everything you can recall in the excerpt that has anything to do with a social 
cause or organization that was either discussed in the script or portrayed in the pictures.  
 
Describe any logo or symbol for any social cause that you recall seeing in any of the pictures. 
 
Describe any slogan for any social cause that you recall seeing in any of the pictures. 
 
My overall impression of the Smokey the Bear campaign used by the United States Forest 
Service to prevent forest fires is: 

	 1	(1)	 2	(2)	 3	(3)	 4	(4)	 5	(5)	 6	(6)	 7	(7)	

Very	Bad:Very	Good	(1)	 m 	 m 	 m 	 m 	 m 	 m 	 m 	
Extremely	

Unfavorable:Extremely	
Favorable	(2)	

m 	 m 	 m 	 m 	 m 	 m 	 m 	

Extremely	
Negative:Extremely	

Positive	(3)	
m 	 m 	 m 	 m 	 m 	 m 	 m 	
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My overall impression of camping is: 
	 1	(1)	 2	(2)	 3	(3)	 4	(4)	 5	(5)	 6	(6)	 7	(7)	

Very	Bad:Very	Good	(1)	 m 	 m 	 m 	 m 	 m 	 m 	 m 	
Extremely	

Unfavorable:Extremely	
Favorable	(2)	

m 	 m 	 m 	 m 	 m 	 m 	 m 	

Extremely	
Negative:Extremely	

Positive	(3)	
m 	 m 	 m 	 m 	 m 	 m 	 m 	

 
Please rate how familiar or unfamiliar you are with camping. 

	 1	(1)	 2	(2)	 3	(3)	 4	(4)	 5	(5)	 6	(6)	 7	(7)	

Extremely	
Unfamiliar:Extremely	

Familiar	(1)	
m 	 m 	 m 	 m 	 m 	 m 	 m 	

Very	
Inexperienced:Very	
Experienced	(2)	

m 	 m 	 m 	 m 	 m 	 m 	 m 	

Not	at	all	
knowledgeable:Very	
Knowledgeable	(3)	

m 	 m 	 m 	 m 	 m 	 m 	 m 	

 
 
Please rate how familiar or unfamiliar you were with the Smokey the Bear campaign before 
reading this script. 

	 1	(1)	 2	(2)	 3	(3)	 4	(4)	 5	(5)	 6	(6)	 7	(7)	

Extremely	
Unfamiliar:Extremely	

Familiar	(1)	
m 	 m 	 m 	 m 	 m 	 m 	 m 	

Very	
Inexperienced:Very	
Experienced	(2)	

m 	 m 	 m 	 m 	 m 	 m 	 m 	

Not	at	all	
knowledgeable:Very	
Knowledgeable	(3)	

m 	 m 	 m 	 m 	 m 	 m 	 m 	
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If you are paying attention, and you read this question, please do not  answer it. Leave it blank 
and move on to the next question. 

	 1	(1)	 2	(2)	 3	(3)	 4	(4)	 5	(5)	 6	(6)	 7	(7)	

Extremely	
Unfamiliar:Extremely	

Familiar	(1)	
m 	 m 	 m 	 m 	 m 	 m 	 m 	

Very	
Inexperienced:Very	
Experienced	(2)	

m 	 m 	 m 	 m 	 m 	 m 	 m 	

Not	at	all	
knowledgeable:Very	
Knowledgeable	(3)	

m 	 m 	 m 	 m 	 m 	 m 	 m 	

 
Imagine that you are on a camping trip. How likely or unlikely are you to support the 
"prevention of wildfire" cause advocated by Smokey the Bear (and extinguish your campfire)?  

	 1	(1)	 2	(2)	 3	(3)	 4	(4)	 5	(5)	 6	(6)	 7	(7)	

Very	
Unlikely:Very	
Likely	(1)	

m 	 m 	 m 	 m 	 m 	 m 	 m 	

Absolutely	
Would	

Not:Absolutely	
Would	(2)	

m 	 m 	 m 	 m 	 m 	 m 	 m 	

Very	
Improbable:Very	
Probable	(3)	

m 	 m 	 m 	 m 	 m 	 m 	 m 	

 
Please select the one response that best expresses the extent to which you are familiar with social 
cause organizations or charities. 
m Not at all familiar (1) 
m Slightly familiar (2) 
m Moderately familiar (3) 
m Very familiar (4) 
m Extremely familiar (5) 
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Think about the last 12 months. Please select the one response that best expresses the extent to 
which you had an actual experience or an interaction with a social cause organization or a 
charity, such as by donating, volunteering, adopting a specific behavior that is being advocated, 
or engaging in other behaviors that advance the cause. 
m None (1) 
m Seldom (2) 
m Occasionally (3) 
m Regularly (4) 
m Quite Often (5) 
 
Based on the script you read, what is your overall impression of Conner? 

	 1	(1)	 2	(2)	 3	(3)	 4	(4)	 6	(6)	 7	(7)	 8	(8)	

Very	
inconsiderate:Very	
considerate	(1)	

m 	 m 	 m 	 m 	 m 	 m 	 m 	

Very	
irresponsible:Very	
responsible	(2)	

m 	 m 	 m 	 m 	 m 	 m 	 m 	

A	very	bad	
student:A	very	
good	student	(3)	

m 	 m 	 m 	 m 	 m 	 m 	 m 	

 
 
Based on the script you read, what is your overall impression of Conner's behavior about putting 
out the smoldering embers from the campfire? 

	 1	(1)	 2	(2)	 3	(3)	 4	(4)	 5	(5)	 6	(6)	

Not	at	all	
consistent	with	

his	overall	
personality:Very	
consistent	with	

his	overall	
personality	(1)	

m 	 m 	 m 	 m 	 m 	 m 	

Totally	not	in	
character:Totally	
in	character	(2)	

m 	 m 	 m 	 m 	 m 	 m 	

Not	at	all	
believable:Very	
believable	(3)	

m 	 m 	 m 	 m 	 m 	 m 	

 
Please describe in your own words what you believe the purpose of this research is. 
 
Please provide any other thoughts you had about the script, the survey, or the overall process. 
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APPENDIX THREE: IRB LETTERS 
 

 

 

1/22/2014  
  
Ream Shoreibah, MBA 
Marketing 
4202 E. Fowler Avenue, BSN 3403 
Tampa, FL  33620 
 
RE: 

 
Expedited Approval for Initial Review 

IRB#: Pro00013529 
Title: The Effect of Brandedness of the Cause and Placement Modality on Recall of the Cause, 

Attitude toward the Cause, and Intention to Support the Cause 
 
Study Approval Period: 1/22/2014 to 1/22/2015 

Dear Ms. Shoreibah: 
 
On 1/22/2014, the Institutional Review Board (IRB) reviewed and APPROVED the above 
application and all documents outlined below.  

Approved Item(s): 
Protocol Document(s): 
Shoreibah Protocol Revised.pdf 

  

 
Consent Script(s): 
Shoreibah Online Informed Consent.pdf 

  

 
It was the determination of the IRB that your study qualified for expedited review which 
includes activities that (1) present no more than minimal risk to human subjects, and (2) involve 
only procedures listed in one or more of the categories outlined below. The IRB may review 
research through the expedited review procedure authorized by 45CFR46.110 and 21 CFR 
56.110. The research proposed in this study is categorized under the following expedited review 
category: 
 
(7) Research on individual or group characteristics or behavior (including, but not limited to, 
research on perception, cognition, motivation, identity, language, communication, cultural 
beliefs or practices, and social behavior) or research employing survey, interview, oral history, 
focus group, program evaluation, human factors evaluation, or quality assurance methodologies. 
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Your study qualifies for a waiver of the requirements for the documentation of informed consent 
as outlined in the federal regulations at 45CFR46.117(c) which states that an IRB may waive the 
requirement for the investigator to obtain a signed consent form for some or all subjects.  

As the principal investigator of this study, it is your responsibility to conduct this study in 
accordance with IRB policies and procedures and as approved by the IRB. Any changes to the 
approved research must be submitted to the IRB for review and approval by an amendment. 
 
We appreciate your dedication to the ethical conduct of human subject research at the University 
of South Florida and your continued commitment to human research protections.  If you have 
any questions regarding this matter, please call 813-974-5638. 
 
Sincerely, 

   
John Schinka, Ph.D., Chairperson 
USF Institutional Review Board 
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December 10, 2015  
  
Ream  Shoreibah, MBA 
Marketing 
4202 E. Fowler Avenue, BSN 3403 
Tampa, FL   33620 
 
RE: 

 
Exempt Certification 

IRB#: Pro00023667 
Title: The Effects of Behavior Consistency and Image of the Character on Recall of the Cause, 

Attitude toward the Cause, and Intention to Support the Cause 
 
Dear Mr. Shoreibah: 
 
On 12/9/2015, the Institutional Review Board (IRB) determined that your research meets criteria 
for exemption from the federal regulations as outlined by 45CFR46.101(b): 
 
 
(2) Research involving the use of educational tests (cognitive, diagnostic, aptitude, achievement), 
survey procedures, interview procedures or observation of public behavior, unless: 
(i) information obtained is recorded in such a manner that human subjects can be identified, 
directly or through identifiers linked to the subjects; and (ii) any disclosure of the human 
subjects' responses outside the research could reasonably place the subjects at risk of criminal or 
civil liability or be damaging to the subjects' financial standing, employability, or reputation. 
 
Approved Items: 

Shoreibah Protocol Pro00023667.pdf 

Shoreibah Pro00023667 Informed Consent.pdf 

  

As the principal investigator for this study, it is your responsibility to ensure that this research is 
conducted as outlined in your application and consistent with the ethical principles outlined in 
the Belmont Report and with USF HRPP policies and procedures.  
 
Please note, as per USF HRPP Policy, once the Exempt determination is made, the application is 
closed in ARC. Any proposed or anticipated changes to the study design that was previously 
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declared exempt from IRB review must be submitted to the IRB as a new study prior to initiation 
of the change. However, administrative changes, including changes in research personnel, do not 
warrant an amendment or new application. 

Given the determination of exemption, this application is being closed in ARC. This does not 
limit your ability to conduct your research project. 
 
We appreciate your dedication to the ethical conduct of human subject research at the University 
of South Florida and your continued commitment to human research protections.  If you have 
any questions regarding this matter, please call 813-974-5638. 
 
Sincerely,  

   
John Schinka, Ph.D., Chairperson 
USF Institutional Review Board 


