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Abstract 

Background: Public service advertising in China just has two decades years of history and 
media used for public service advertising mainly focus on print advertising. Compared to 
commercial advertising, public service advertising is not mature in China whatever in the 
forms, content variety or media. Chinese internet users have increased rapidly in recent years, 
so in this situation, the development of online PSAs is especially important. While many 
researches focus on print media, few are about PSAs on internet. The money of charity 
organization spent on PSAs is rare, because the donators want their donation spent on 
important place. So the quality of PSAs is important to attract people’s attention. 

Purpose: The purpose of this thesis is to investigate the factors influencing college students’ 
attitude toward online public service advertising for recruiting volunteers. 

Method: A quantitative method is taken in this thesis. The primary data are collected through 
questionnaire and the sample is college students in university in Shanghai for science and 
technology. The secondary data come from mainly E-library, E-journal and books. To analyze 
the data, hypothesis testing method is used and SPSS is used as statistical analysis tool. 

Conclusions: Entertainment, informativeness, irritation, credibility and advertising value 
these factors from Ducoffe’s model are applied to the research on attitude toward PSAs. The 
result shows that factors of entertainment, informativeness and advertising value have positive 
influence on college students’ attitude, while factors of irritation and credibility don’t have 
influence on college students’ attitude toward volunteer recruitment PSAs, thus they have a 
nearly neutral attitude. Entertainment and informativeness have significant correlation with 
advertising value separately, and this situation can also be applied to attitude toward PSAs. 
Advertising value has significant correlation with attitude toward PSAs. So the Ducoffe’s 
model is not totally appropriate for the research on attitude toward PSAs. 

Keywords: Public service advertising (PSAs), college students, attitude toward PSAs, 
Ducoffe’s model 



 

III 

Acknowledgements 

First of all, I want to thank my tutor for his help that lead me at the right direction of my 
thesis and give me valuable suggestions. Every time he is very patient to help me analyze the 
existing problems. 

Besides, I want to thank all the respondents who have filled in the questionnaires. 

Thank you very much! 

Yamiao Feng 

 

 

 



 

IV 

Table of Contents 

 

1 INTRODUCTION ................................................................................................................................... 1 
1.1 BACKGROUND ........................................................................................................................................... 1 
1.2 PROBLEM DISCUSSION ............................................................................................................................... 2 
1.3 RESEARCH PURPOSE .................................................................................................................................. 3 
1.4 RESEARCH QUESTION ................................................................................................................................ 3 
1.5 DELIMITATIONS ......................................................................................................................................... 3 
1.6 DEFINITIONS .............................................................................................................................................. 4 

2 LITERATURE REVIEW ....................................................................................................................... 5 
2.1 ADVERTISING ............................................................................................................................................ 5 
2.2 ONLINE ADVERTISING ................................................................................................................................ 6 
2.3 ONLINE PUBLIC SERVICE ADVERTISING TO ATTRACT VOLUNTEERS ........................................................... 7 

2.3.1 The history of public service advertising ..................................................................... 7 
2.3.2 Public service advertising for attracting volunteers ..................................................... 8 

2.4 ATTITUDE TOWARD ADVERTISING ............................................................................................................. 9 
2.4.1 Research on attitude toward advertising .................................................................... 10 

2.5 THE MODEL FORMED IN THIS THESIS ........................................................................................................ 12 
2.5.1 The Ducoffe Extended Model .................................................................................... 12 

3 METHODOLOGY................................................................................................................................ 16 
3.1 RESEARCH APPROACH: DEDUCTIVE OR INDUCTIVE THEORY .................................................................... 16 
3.2 RESEARCH STRATEGY: QUANTITATIVE AND QUALITATIVE .................................................................... 18 
3.3 DATA COLLECTION .................................................................................................................................. 18 

3.3.1 Types of data .............................................................................................................. 18 
3.3.2 Type of questionnaire ................................................................................................ 19 
3.3.3 Questionnaire design .................................................................................................. 20 
3.3.4 The choice of sampling .............................................................................................. 21 
3.3.5 Pilot study .................................................................................................................. 22 

3.4 DATA ANALYSIS ...................................................................................................................................... 22 
3.4.1 Types of variable........................................................................................................ 22 
3.4.2 Hypothesis testing ...................................................................................................... 23 
3.4.3 Level of statistical significance .................................................................................. 23 
3.4.4 Normal distribution .................................................................................................... 24 
3.4.5 T-test .......................................................................................................................... 24 
3.4.6 Correlation analysis ................................................................................................... 25 
3.4.7 Codebook ................................................................................................................... 25 

3.5 EVALUATION CRITERIA ............................................................................................................................ 25 
3.5.1 Reliability................................................................................................................... 26 
3.5.2 Validity ...................................................................................................................... 26 
3.5.3 Replication ................................................................................................................. 27 

3.6 ETHICAL CONSIDERATIONS ...................................................................................................................... 27 

4 EMPIRICAL FINDINGS ..................................................................................................................... 29 
4.1 SAMPLE DESCRIPTION .............................................................................................................................. 29 
4.2 MEAN VALUES OF EACH FACTOR ............................................................................................................. 29 
4.3 TEST OF NORMAL DISTRIBUTION .............................................................................................................. 30 
4.4 ONE-SAMPLE T TEST ............................................................................................................................... 31 
4.5 HYPOTHESIS TESTING .............................................................................................................................. 32 

4.5.1 Entertainment ............................................................................................................. 32 
4.5.2 Informativeness .......................................................................................................... 32 
4.5.3 Irritation ..................................................................................................................... 33 
4.5.4 Credibility .................................................................................................................. 33 
4.5.5 Advertising value ....................................................................................................... 33 

4.6 CORRELATION ......................................................................................................................................... 34 



 

V 

5 DATA ANALYSIS ................................................................................................................................ 36 
5.1 ENTERTAINMENT ..................................................................................................................................... 36 
5.2 INFORMATIVENESS .................................................................................................................................. 37 
5.3 IRRITATION .............................................................................................................................................. 38 
5.4 CREDIBILITY ............................................................................................................................................ 39 
5.5 ADVERTISING VALUE ............................................................................................................................... 40 

6 DISCUSSIONS AND CONCLUSIONS .............................................................................................. 42 
6.1 CONCLUSIONS ......................................................................................................................................... 42 
6.2 LIMITATIONS ........................................................................................................................................... 42 
6.3 SUGGESTIONS FOR FUTURE STUDY........................................................................................................... 43 

REFERENCE ...................................................................................................................................................... 44 
APPENDIX .......................................................................................................................................................... 49 

APPENDIX I: ALL LIKERT SCALE ITEMS’ STATISTICS ......................................................................................... 49 
APPENDIX II: QUESTIONNAIRE IN ENGLISH VERSION ........................................................................................ 49 
APPENDIX III: QUESTIONNAIRE IN CHINESE VERSION ....................................................................................... 51 

 



 

[1] 

1 Introduction 

1.1 Background 

Since the invention of new technology, network gradually becomes a part of our life. 
Whatever social life or commercial activities, it plays a crucial role. According to China 
Internet Network Information Center (CNNIC), Chinese internet users had reached 618 
million which accounts for about half of the total population up to December of 2013. The 
Internet penetration came up to 45.8%. Based on a large number of Internet users, the Chinese 
companies have increasingly recognized the value of Internet. Data statistics show that the 
proportion of Chinese enterprises which using the Internet was 83.2%, among which the use 
of Internet for marketing activity ratio was 20.9%.  

There is a new trend that companies apply the marketing principles on the Internet to provide 
information and market their products (Rahimnia & Hassanzadeh, 2013). E-marketing has 
become the most representative business model for its low cost and high efficiency in the 
twenty-first century. It becomes an important part of the enterprise competition that can’t be 
ignored.  

The Internet provides a platform for the information transformation which reduces the costs. 
The users can get information easier and cheaper and the firms can promote products with less 
expenditure (Novak, Hoffman, Yung, 2000 & Plaza, 2010). With the rapid increase of internet 
users, many companies have realized the importance of online marketing. Hence, in order to 
improve the competitiveness, the companies have increased investment to enhance publicity 
(Kim, Kwonb & Chang, 2011).  

Following the newspaper or magazine, radio and television, the internet has become the fourth 
new media and the online advertising marketing has become a favorite strategy. Compared to 
traditional media, online advertising have unique advantages. The ads can’t be limited by the 
time and space. Besides, the forms and content of the advertising are richer. There are mainly 
four forms of propaganda: post notices on newsgroup, electronic direct mail, self-build 
website and publishing ads on well-known website which is the most common forms now. 
The companies can also take diverse forms of presentation, such as banner ads, insert ads, link 
ads, pop-up ads, wallpaper and so on (Lu, 2003).  

According to the nature of the advertising, the advertising can be divided to commercial ads 
and public service ads. Both of them are used to spread information and the similar tools are 
taken: television, newspapers, billboards, etc. While the differences exist in various aspects: 
motivation, content, result, etc. The motivation to create ads, one is for the profit; the other is 
for public service. As for the content, one contains the business information; the other 
contains public service information. Both the results promote the development of the career, 
while the difference is whether generating profit. Public service advertisings (PSAs) can cause 
the masses to highlight the importance of certain specific social issues and guide the public 
generals pay attention to social morality and social values (Nikolayshvili, 2008). People may 
have a link with the ads that will promote the healthy and orderly development of the society. 
A good public service advertisement should be able to represent the common interest of the 
majority of social groups. 
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The PSAs should have the intended effect that changing people’s attitude on social problems 
in short term and then changing their behavior in the long term. PSAs should convey the idea 
of “attitude toward the world”, not like commercial announcement for a product 
(Parshanceva, 2006). 

While we can find that most of advertisements online are commercial ads, the PSAs just 
account for a small percentage. The development of PSAs in China is not so matured.    

1.2 Problem discussion 

PSAs are mainly used to reflect the social problems. The non-profit organizations and 
government hope to catch people’s attention on some social problems through the PSAs. The 
content of the ads involve many aspects which faced by own country: drug and alcohol abuse, 
AIDS, environment pollution, food safety, respect for the elderly and disabled people, care for 
children, call for people making donation for charity and other social problems. The PSAs are 
oriented to the citizens and we must consider their efficiency. 

In order to attract people’s attention on PSAs, many researchers have done research on how to 
improve the attraction level. Park, Turner and Pastore (2008) demonstrated factors about 
PSAs to attract effectively volunteers for the Special Olympics. He thought empathy as a 
personality variable, those who in high empathy tendency will tend to produce more positive 
attitude and devote themselves to the charity. The content of the advertising has a vital 
function, and the strong argument of the context of the advertisement has a stronger influence 
on viewers’ emotion that they will relate themselves to the ads, so they will be motivated by 
ads. 

While it seems that people’s attention level to PSAs are not so optimistic. According to 
Stepanov (2006), in order to know people’s attitude to social technology in modern society, 
she had done some surveys. The result displayed that more than half of the respondents didn’t 
know what PSAs are. Only twenty-five percent of respondents had good knowledge about 
public service and a positive attitude which result in the tendency to make sacrifice for the 
charity towards the ads. 

PSAs in China have nearly two decades of development history. It has gone through the 
process from bud to prosperity. Some familiar PSAs still remain deeply in people’s memories 
until now. However, in recent years the development of the PSAs was not in a good situation 
and didn’t make a breakthrough. In addition to ads that are designed based on the hot issues 
can cause concern in a short time, other PSAs are not thought seriously.  

The mass media in China has become mature national network. Up to now, the coverage of 
radio and television has reached 85% and 90% respectively. There are numerous newspapers 
and magazines in central and local government, such as Daily newspaper, Evening newspaper 
and professional magazines. There are also many screens in the major streets, like street 
nameplate, electronic screen and signs. Many public transportation means can also act as ads 
carrier. Furthermore, the electronic network system has developed rapidly in recent years. 
Various types of advertising media have constituted a coherent whole.  

Although there are many kinds of media, we can find that PSAs have a preference for 
television and newspaper followed by signs during various types of distribution media. Other 
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marketing media are almost ignored which will limit the transmission of PSAs to large extent 
(Wang, 2006).  

While compared to PSAs, the development of commercial advertising is more mature and 
there are plenty of forms and the mass media are taken full advantage of. In China there is not 
a non-profit organization responsible for the PSAs. When we search articles about public 
service advertising, the search results are just in small amount. Besides, many researchers, 
like Park, Turner & Pastore (2008) or Albakry & Daimin (2014), focus on display public 
service advertising and seldom on online public service advertising. More researches should 
be paid attention to Chinese online PSAs. 

Most of college students stay in school for most time and the main tools they use are 
computer and telephone. While the PSAs are mainly spread through television and 
newspaper, students will not be able to get to many PSAs in their school time. Besides, 
charity organizations usually don’t want to spend much money on advertising and that’s not 
donators’ expectation either. So the quality of the PSAs is especially important. Hadija, 
Barnes and Hair (2012) state studying attitudes is a good way to know how people think. To 
make online PSAs more attractive, we need to investigate people’s attitudes toward current 
PSAs online and base on the investigate results to improve PSAs. 

1.3 Research purpose 

Online advertising is particularly important with the rapid growing of Internet users. The 
advertisers need to take full advantage of network to attract users. The development of PSAs 
online is not so optimistic, so it has a practical meaning to consider consumers’ attitude 
toward PSAs. 

I hope this research can help people know the current development situation of PSAs among 
college students and know college students’ attitude toward PSAs on website. It will have a 
new perspective which attracts other researchers’ interest. Besides I hope to arouse the 
attention of advertisers to design better PSAs to attract more college students to be volunteers. 

The purpose of this thesis is to investigate factors influencing people’s attitude toward online 
PSAs which confine to one type of volunteer recruitment. 

1.4 Research question 

My research question is whether or not the Ducoffe extended model can be applied to 
research college students’ attitude toward volunteer recruitment PSAs? 

1.5 Delimitations 

There are many research directions in the study field of attitude toward advertising, which is a 
wide area. Hence, it is necessary to set a boundary for this thesis. 

There are plenty types of advertising in reality, like business advertisement or political 
advertisement. In this study, the type mainly focuses on online volunteer recruitment ads 
which belong to PSAs.  
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About the influencing factors, it is hard to investigate every potential factor. Here, we just 
concentrate on several representative factors and not in deep. The research objects are college 
students in China. 

1.6 Definitions 

Online marketing: also called online advertising or internet marketing. It promotes the 
advertising information through internet to consumer which differs from traditional 
marketing. It has many marketing strategy including mobile marketing, social media 
marketing, search engine marketing, display advertising and email advertising. Simpson 
(2008) thought that online advertising is the process to take advantage of various display 
forms, such as banner, flash, article or video to publicize the product and attract potential 
consumers. 

Advertising: it a form of marketing communication which used to influence viewers to 
change their mind and transmit idea. There are mainly three aspects: commercial products, 
political and ideological view. According to the purpose, it can be divided to two types: 
commercial advertising and non-commercial advertising.  

Commercial advertising:  it uses the media to promote the product or band so that to 
increase the consumption of the product and enhance brand awareness. 

Public service advertisings (PSAs): or public service announcements. It’s a kind of non-
commercial advertising which the purpose was to raise the public’s awareness about social 
problems, have an influence on their attitude and change their behavior (Nikolayshvili, 2008). 
PSAs are mainly designed by governments or charity organization, some are sponsored by 
companies for the purpose to help improve companies’ image. 
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2 Literature review  

The structure of the literature review will be displayed in the Figure 2-1 below to help the 
readers to have a better understanding. 

 

 

 

 

 

 

 

 

 

Figure 2-1 Structure of literature review 

2.1 Advertising  

Today, various kinds of products or service are provided and customers are having more 
choice than they used to be. Organizations need to provide some reasons persuading 
consumers to choose their products or service. It seems that advertising is one of the paths to 
succeed. 

Lee & Johnson (2005) define advertising as “a paid, non-personal communication about an 
organization and its products or services that is transmitted to a target audience through 
traditional mass media such as television, radio, newspapers, magazines, outdoor displays, 
direct mail or mass-transit vehicles. In the new, global community, advertising message can 
be transmitted via new media, especially Internet.” In another word, we can understand 
advertising as a way to inform others about something or “draw attention to something”. After 
the modern advertising in practical sense created by Thomas J. Barratt who is the father of 
modern advertising in 19th century, the advertising plays a more and more vital role in 
marketing communication.  

The specific objectives that the advertising wants to achieve are spreading information, 
creating awareness or a preference (Bendixen, 1993). Advertising can shape or sometimes 
change a person’s attitude, perception or behaviors. The final purpose is to persuade the 
consumer to take immediate action or in the future what the advertising desires them 
(Richards & Curran, 2002).  

To fulfill the purpose, there are three functions that advertising perform (Lee & Johnson, 
2005): 

Advertising 

Online advertising 

Online public service advertising 

Attitude toward 
advertising 

Factors influencing 
attitude toward 

advertising 
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1. An “inform” function. Advertising play a role to inform the ad viewers the introduction 
information about products or events. 

2. A “persuasive” function. Advertising try to transmit the idea, shape or change consumers’ 
attitude or opinion to persuade them to accept the advertising concept. The final persuasive 
result is taking action.   

3. A “reminder” function. The advertising usually repeatedly appeared in the mass media so that 
can remind consumers repeatedly. After the constantly watching, consumer will have a deep 
impression on the advertised information that will influence their choice.  

There is not very clear boundary about the classification of advertisements. Lee & Johnson 
(2005) classified advertising broadly into the following types: product advertising, retail 
advertising, corporate advertising, business-to-business advertising, political advertising, 
directory advertising, direct response advertising, public service advertising, and advocacy 
advertising. In this thesis, public service advertising is our focus. 

2.2 Online advertising  

According to the media platform, the advertising media can be classified into traditional 
media including television, radio, magazines, newspapers or any paper-based publications and 
new media like internet, websites, social media or video games (Graydon & Clark, 2003). 
After the introduction of new digital media, the marketing communication channels have 
splendid dramatically. Many organizations transfer the emphasis from traditional media to 
traditional and new media together. China’s internet advertising market has formed a certain 
size and the growth rate is beginning to slow down. The expenditure for online advertising 
has increased 35% in 2014 and it is also been forecast that the growth rate will be 33% in 
2015 (Media advertising expenditure report, 2014). 

After the first online banner ad created in 1994, internet advertising has become a global 
industry which have multi-billion dollars a year (Silverman 2010).  

The reason why organizations take greater advantage of new media is because of the 
development of technology which realizing the interaction between marketer and consumer, 
providing personalized information and displaying information in more forms (Russell, 2009). 
Compared to traditional media, new media achieve the possibility of producing diversified 
advertisements such as display ads including banner ads, pop-up or pop-down ads, floating 
ads and retractable banner, interstitials ads and search engine advertising (Turban, King, 
Viehland & Lee, 2006; Laudon & Traver, 2007).    

The main characteristic of new media is interactivity and digital (Russell, 2009). The 
interactivity refers to a two-way communication between message sender and receiver 
(Rafaeli, 1988). That means advertising viewers can interact with the organization or other 
viewers because of the internet. The communication helps advertisers know their consumers 
better. The effectiveness of advertising can be measured through click-through rate. A click-
through is defined as when users click on the ad, they will be lead to the official website 
(Vural, 2011).  

Effective online marketing strategy can help attract more people to the website and enhance 
the image of company. Online marketing strategy is a vital part of the successful marketing. 
Some strategies which listed below are becoming more and more popular.  
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Search engine marketing strategy is one of the most popular and classic strategies. According 
to the survey that search engine strategy is still the basic way for internet users to find new 
website.  

To promote the website, companies will take a kind of strategy which called affiliate 
marketing to cooperate with each other. They will place the cooperated companies’ website 
names and set hyperlinks to reach the objective of promoting website mutually. More 
importantly, it proves the recognition of the same industry.  

Viral marketing is a way to spread information through word-of-mouth just like virus copying 
and spreading fast to thousands and millions internet users. Besides, it is very cheap. 

Another popular strategy is e-mail marketing. This strategy has an obvious advantage based 
on users’ permission. In that condition, users are more willing to receive email form 
companies that will help to build a good customer relationship and encourage loyalty. While it 
should be keep in mind to avoid spam which can frustrate the users (Laudon & Traver, 2007; 
Kotler & Armstrong, 2008). 

2.3 Online public service advertising to attract volunteers  

Public service advertising or announcement (PSAs) is a kind of non-profit advertisements. 
The purpose is to attract people’s attention on social problem and influence their behavior to 
promote the development of public welfare. Because of the public nature of PSAs, advertisers 
create them voluntarily and free of charge, and the space and time are donated by mass media 
(Lee & Johnson, 2005).  

2.3.1 The history of public service advertising  

The first public service advertisement with a modern meaning was born in America in 1940s. 
The moral standard is deteriorating with the rapid economy development. Thus, to arouse the 
public concern, the public service advertising merged at that time. 

In modern China, the advertisements which are related to the political problem encourage the 
masses to unite to save the country. During that period, the main media to publish 
advertisements are newspaper, magazine, slogan and banner. Because of the social 
background, those advertisements had a good publicity effect. 

After the reform and opening-up policy in 1978, more public service activities are organized 
with the need of spiritual civilization. The PSAs involving media appeared in mid 1980s. In 
1986, Guiyang government cooperated with Guiyang TV station created TV public service 
advertising in the theme of “water saving”. In 1987, CCTV advertising department 
established the first television PSA column of China named “advertising”. Because the simple 
subject and lack of creativity, this column didn’t have a big influence at an early stage.  

After 1990s, PSAs developed in the round. The government organized several large public 
activities in different themes. In 1996, the state industry and commerce bureau decided 
September as the month to publicize the public service which took the PSA development to a 
new height. 
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In 1997, Intel posted an animated banner on CHINABYTE website that’s the first online 
advertising in China. 

After the birth of online advertising for several years in September, 2000, international 
webmaster association (China) was a pioneer to promote online public service advertising 
thematic channel on its website http://www.webmaster.com. This channel aims to advocate 
the concept of online public service, arouse the support of online practitioners for the public 
interest, and combine online advertising with public service to promote the development of 
online PSAs. This behavior caused widespread concern from the same industry. International 
webmaster association had established an alliance—Yangguang public service alliance which 
aims to attract SMEs or personal to show their PSAs and provide links to other public service 
organization and public service projects. 

In December, 2001, Sina, Chinese advertising network, the People net and other famous 
websites established an online PSAs alliance. 

Since then, the PSAs types are more diversified and content is more plentiful. Although there 
is still a gap between China and the developed country, it seems that the development of PSAs 
in China will have a good prospect.  

2.3.2 Public service advertising for attracting volunteers  

Charity activities have had a big influence on social economics and society. Some activities 
have increased the public’s awareness and have influenced part of people’s behavior 
gradually. However, it seems that there is a phenomenon that the demand can’t be satisfied, in 
other word, charity organizations can’t solicit enough resources, like people donating their 
time, energy or money since there are lots of things they need to solve (Bendapudi & Singh, 
1996. This situation is caused mainly by fierce competition between gradually increased 
charities or limited assistance from government agencies (Bendapudi & Singh, 1996). 

In order to improve this situation, charities must take some measure. Advertising is an 
effective marketing strategy to spread message (Duncan, 2002) and charities need to increase 
the propagation efficiency.  

According to the publisher of the PSAs, it can be divided into three categories (Zhang, 2004). 

1. Government and media PSAs. This is the responsibility of media to guide people’s 
view to the right direction. The CCTV is a kind of this media. Government is the basic 
and the earliest appeared publisher. 

2. Social non-profit organization PSAs. The published ads are related to the function of 
the organization. Such as World Health organization and wildlife conservation 
organization created ads respectively about “don’t discriminate people with AIDS” 
and “protect rare animals”. 

3. Enterprise PSAs. This is the newest type. The society asks the corporate to have social 
responsibility. More corporations recognize the benefits of publishing public service 
ads which can help establish a good corporate image.  

Designing effective public service advertising to attract volunteers seems particularly 
important. The designed PSAs aim to increase awareness and encourage more college 
students to devote to public service.  



 

[9] 

Now, the main existing themes can be divided into the following types (Zhang, 2004): 

The first type is publicizing people’s lifestyle. On the one hand, it is about environment. The 
purpose is to appeal people to care about the ecological condition such as saving water, 
protecting trees, taking more public transportation, etc. On the other hand, it is about oneself 
and others. The PSAs want to transfer some thoughts which wish people to concern personal 
healthy, such as against smoking, drug abuse or unbalanced diet. And some PSAs are about 
caring for vulnerable groups. 

The second type is political topic which closely related to social background, such as 
promoting democracy and the role of law, celebrating 50 anniversary of the founding of the 
PRC. 

The next type is the subject of festival. Through the celebration of festival to carry forward 
the traditional culture. People should memory the meaning behind the festival and take action. 
For example, the ad created based on the teacher’s day, it wants to express that students 
should be grateful for teachers’ sacrifice. 

The last type is about social focus. Such as jobless rate, travel morality and so on. 

Compared with business, public welfare is intangible, non-monetary and involvement levels 
which are very extreme varying from very low to very high. Due to these factors, it is not 
totally suitable to transfer business advertising characteristic to public service (Rothschild, 
1979). Hence, the study of the specialty of public service advertising is necessary. 

Because the research objects are college students who spend a lot of time on internet, so the 
author thinks advertising online is worth to research.  

2.4 Attitude toward advertising  

Understanding consumers’ attitude is a good way to know opinions about something and the 
final effect stated by Bergh & Katz (1999). The attitude was starting to be formed when 
consumers expect they will deal with the similar situation in future (Russell, T.M & E.A, 
1984). Eagly and Chaiken (1998) define an attitude as "a psychological tendency that is 
expressed by evaluating a particular entity with some degree of favor or disfavor." The 
attitude objects include people (including oneself), advertisements or issues. This definition 
illustrates that attitude is a kind of emotional reaction and it’s the result of evaluation. The 
evaluation varying with different person is based on person’s knowledge and life experience. 
A positive attitude is the result of favorable evaluation and people with positive attitude are 
willing to accept ideas or join events (Amanda & Niclas, 2012). Notably, the influencing 
factors can also be different from those with same attitude toward something (Solomon, 
Bamossy, Askegaard & Hogg, 2010). Attitude will influence how people feel, whether they 
like or dislike something. There is a direct or indirect relationship between attitude and 
behavior (Cacioppo, Claiborn, Petty & Heesacker, 1991). 

Metha and Purvis (1995) defined attitude towards advertising as “a learned preposition to 
respond in the consistently favorable or unfavorable manner to advertising in general”. The 
intention of the advertising is to transfer information to ads viewers and persuade consumers 
to change attitude (Solomon, Bamossy, Askegaard & Hogg, 2010). Positive attitude usually 
promotes good response while negative attitude tends to produce opposite result. So there is 
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great significance for advertisers who want to catch consumers’ attention through advertising 
to understand viewers’ attitude. 

2.4.1 Research on attitude toward advertising  

Since the development of advertising for many years, there have been many researches on 
attitude toward advertising. Some outstanding researchers like Mackenzie & Lutz (1989), 
Pollay & Mitall (1993), Ducoffe (1996), Shavitt et al., (1998), Bracket & Carr (2001). 

Mackenzie & Lutz (1989) model focused on attitude-toward-the-ad, the factors included are 
ad perception, ad credibility, attitude toward advertiser, attitude toward advertising and mood 
(Figure 2-2). The attitude-toward-the-ad model points at the attitude toward any specific 
advertisements which like a process of specification of attitude toward advertising.  

 

Figure 2-2 Attitude-toward-the-ad Model (Lutz & MacKenzie, 1989). 

Pollay & Mitall (1993)’s seven factor model laid the foundation for the forming of attitude 
toward advertising. The seven factors are product information, social role and image, hedonic 
pleasure, good for the economy, falsity, corrupt values and materialism. This model was 
mainly used for the research on traditional media rather than online advertising, so the author 
thought about it in this thesis. 

Ducoffe (1996) simplified Pollay & Mitall (1993)’s seven factors model and made a 
conclusion into three factors influencing attitude toward advertising that are entertainment, 
informativeness and irritation (Figure 2-3). This model has been applied to online 
environment which made it more suitable for this thesis. 
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Figure 2-3 Attitude toward advertising (Ducoffe, 1996). 

In the next stage, Shavitt (1998) thought credibility and demography are important factors 
which should be added into Ducoffe (1996) model. The importance of credibility and trust 
was stressed by Shavitt (1998). The ad credibility was also supported by Mackenzie and Lutz 
(1989) who focused on the attitude-toward-the-ad. In this thesis, the author focuses on college 
students who have the similar demographics, so demography factor will not be considered in 
this thesis. 

Bracket & Carr (2001) which researched attitude toward advertising in web environment 
validated Ducoffe (1996) model and added two variables: credibility and relevant 
demographics to extend Ducoffe (1996) model. The model was displayed below (Figure 2-4). 

Gustaf and Ruxandra (2012) combined the whole Lutz and MacKenzie (1989) model with 
Ducoffe (1996) model which was used to explain factors of attitude toward advertising in 
Lutz and MacKenzie (1989) model. The attitude-toward-the-ad model mainly reflects the 
instrument, namely and advertisement itself, while the attitude toward advertising aims at 
institution (Sandage & Lechenby, 1980).  

 
Figure 2-4 Bracket & Carr (2001) model 
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Mehta (2000) stated that consumers’ beliefs and attitudes toward advertising are important 
indicators of advertising effectiveness. 

2.5 The model formed in this thesis 

The objects of this study are college students who have the same demographics, so the author 
will not think about the demography factor in this study. In the following chapter, the 
demography will not be included. The final model which called Ducoffe (1996) extended 
model in this thesis is presented below in Figure 2-5. 

Wang, Zhang and D’Eredita (2002), Zhang and Chingning (2005), Ducoffe (1996), Brackett 
and Carr (2001), Ling et al., (2010) and Saadeghvaziri and Seyedjavadin (2011), have all used 
parts of or all factors included in the model to do research. 

 

Figure 2-5 The model formed in this thesis----Ducoffe (1996) extended model 

2.5.1 The Ducoffe Extended Model 

Attitude toward advertising is defined as “a learned predisposition to respond in a consistently 
favorable or unfavorable manner to advertising in general” (Lutz, 1985). 

The model was displayed in Figure 2-5 and factors, entertainment, informativeness, irritation 
and credibility, are explained in detail. 

2.5.1.1 Entertainment 

McQuail (1983) stated that entertainment means “the ability to fulfill an audience needs 
escapism, diversion, aesthetic enjoyment, or emotional release”. It has been proved by Pollay 
& Mittal (1993) that advertisements which include interesting elements are more appealing 
and contribute to help consumers create a positive attitude toward advertisement. That is the 
purpose advertisers want to achieve. Besides, the entertainment level of advertising is 
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important for both traditional and internet media (Ducoffe, 1996). There is not literature 
focusing on the online public service advertising to attract volunteers. 

Base on the analysis, the hypothesis about entertainment was developed below: 

H0: The entertainment doesn’t have influence on college students’ attitude toward volunteer 
recruitment PSAs. 

H1: The entertainment has influence on college students’ attitude toward volunteer 
recruitment PSAs. 

2.5.1.2 Informativeness 

The informativeness refers to whether the content of the advertisement is a good source of 
information and whether the advertisement delivers the information appropriately (Rotzoll & 
Christians, 1980). The basic role of advertising is to supply information like product 
information, activity content or other introduction (Ducoffe, 1996). Soberman(2004) stated 
that one of the objectives of advertisements is to promote the advertised product and achieve 
awareness. The basic requirement for the information delivered by advertisement is qualities 
such as accuracy and usefulness, furthermore considering the specialty of internet, timeless is 
also a quality (Siau & Shen, 2003). Many researchers have found that informativeness has a 
positive influence on consumers’ attitude toward advertising, such as Ducoffe (1996), 
Haghirian and Madlberger (2005) and Amanda. 

Base on the analysis, the hypothesis about entertainment was developed below: 

H0: The informativeness doesn’t have influence on college students’ attitude toward volunteer 
recruitment PSAs. 

H1: The informativeness has influence on college students’ attitude toward volunteer 
recruitment PSAs. 

2.5.1.3 Irritation  

When an advertisement is unsolicited or interferes with consumers’ personal activities on the 
internet, it will often cause disturbance, because the advertisements are mandatory not their 
initiative choice. If the advertisers deliver ads through this strategy frequently, consumers will 
think advertisements annoying and irritating (Ducoffe, 1996). Many researchers, for instance 
Ogba, Saul and Coates (2012), have found that consumers often try to avoid advertisements 
because of their unpleasant experience with advertisements which results a negative attitude 
toward advertising.  

Based on the analysis, the hypothesis about irritation was developed below: 

H0：The irritation doesn’t have influence on college students’ attitude toward volunteer 
recruitment PSAs. 

H1：The irritation has influence on college students’ attitude toward volunteer recruitment 
PSAs. 
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2.5.1.4 Credibility 

The definition of ad credibility is “the extent to which the consumer perceives the content of 
the ad to be truthful and believable, and perceive the source to have knowledge and skills, and 
to give truthful and unbiased information (MacKenzie & Lutz, 1989; Ohanian, 1990).”  Ad 
credibility mainly incorporated two aspects: advertiser credibility and advertising credibility 
(MacKenzie & Lutz, 1989). Supported by Fishbein and Ajzen (1975), ad credibility is 
affected by advertiser credibility and advertising credibility, furthermore the advertiser 
credibility has a direct influence on advertising credibility. 

Solomon (2010) stated that the credibility of ads can be ensured in several ways which are 
most common in advertising industry. Advertisers often take advantage of professional 
persons in that field, for example doctor, to stand for the image of product which can help 
increase authority. Additionally, those advertisements belonging to well-known organizations 
or sponsored by trustful or influential individuals or organizations are more credible for 
consumers. Another way, inviting celebrities as spokesman can also improve credibility, 
because celebrities are public figures and they have many fans who believe in them (Fill, 
2005; Solomon et al., 2010). Ohanian (1990) found that people’s attitude can be influenced by 
credibility, in other words, if ads are reliable for consumers, they are willing to accept and 
have a positive attitude toward them. 

Based on the analysis, the hypothesis about credibility was developed below: 

H0：The credibility doesn’t have influence on college students’ attitude toward volunteer 
recruitment PSAs. 

H1：The credibility has influence on college students’ attitude toward volunteer recruitment 
PSAs. 

2.5.1.5 Advertising value 

Ducoffe(1996) defined advertising value as “an overall representation of the worth of 
advertising to consumers”. Advertising value can be understood from two different points of 
view, the value for advertiser is achieved by influencing consumers’ attitude and selling out 
products finally. And as for consumers, the value of advertising reflects on providing useful 
information for consumers and meeting consumers’ expectations.  

Ducoffe(1996) found that entertainment, informativeness and irritation these three factors can 
influence the value how consumers think about the advertising. Shavitt (1998) later claimed 
credibility as another factor that affects advertising value.  

Shimp (1981) claimed that attitude toward advertising has both cognitive and affective 
antecedents. Ducoffe(1996) thought advertising value is a kind of cognitive reaction and it 
greatly influences the forming of attitude toward advertising. The purpose of the advertising is 
to spread information to consumers. It is supposed that if advertising lacks value, then there 
will not be effective interaction between advertisers and consumers, consumers tend to have 
negative responses such as ignoring.  While on the other hand, if the advertising is very useful 
and valuable for consumers, the advertising value is achieved, therefore consumers will have 
positive attitude toward advertising under the influence of other factors together (Ducoffe, 
1996).   
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Based on the analysis, the hypothesis about advertising value was developed below: 

H0: Advertising value doesn’t have influence on college students’ attitude toward volunteer 
recruitment PSAs. 

H1: Advertising value has influence on college students’ attitude toward volunteer 
recruitment PSAs. 
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3 Methodology 

The structure of this part is displayed in the following picture (Figure 3-1). 

 

Figure 3-1 Structure of methodology 

3.1 Research approach: deductive or inductive theory 

The purpose of this study is to investigate factors influencing people’s attitude toward public 
service advertising. Bryman & Bell (2011) stated there are three different research approaches: 
deductive theory, inductive theory and abduction theory which is the combination of both 
deductive and inductive. 

Both inductive and deductive approach research the relationship between theory and research, 
while the direction is different (Bryman & Bell, 2011).  

Deductive theory bases on the existing theory in relation to the thesis topic and then deduce 
hypothesis. The study in this thesis is going through under the guidance of deductive theory. 
The process of deduction is displayed below (Figure 3-2) (Bryman & Bell, 2011).  
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Research Approach 

Research Strategy 

Quantitative Qualitative 

Deductive 

Data Collection 
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Figure 3-2  The process of deduction (Bryman & Bell, 2011) 

Inductive approach is in an opposite perspective that theory is the outcome of research. 
Researchers rely on their observations or findings to formulate a theory which can be 
generalized to human society (Bryman & Bell, 2011).  

Inductive and deductive approaches are not absolutely isolated. An abduction research can 
involve both of them.   

In this thesis, a deductive approach is adopted. The author reviews the literature in relation to 
the topic of this thesis, and finds that there have been many literatures about the attitude 
toward online advertising and many models. It occurs to the author whether or not can apply 
one of the models to the research about attitude toward online public service advertising. The 
Ducoffe extended model is formed based on the attitude toward advertising model (Ducoffe, 
1996) and Bracket & Carr (2001) model.  To test whether this is a suitable theory, the related 
hypotheses are promoted. And the next stage is about collecting and analyzing data to test and 
verify the theory. This is according with the logical sequence of deductive approach, step by 
step.   
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3.2 Research strategy: Quantitative and qualitative 

Bryman & Bell (2011) state that there are two types of data collection strategy: quantitative 
and qualitative strategy. The strategy of the thesis depends on the research purpose. It is 
helpful to make distinguish between quantitative and qualitative research.  

In quantitative research, quantification and analysis of data is the key point. By contrast, 
qualitative research emphasizes the analysis of words and it’s a kind of in-depth research. 

Quantitative research collects data from respondents and then analyzes the data through data 
analysis tools. The statistical data are more objective compared to subjective understanding in 
qualitative research. While, the disadvantage of quantitative research is that you can’t have a 
deep understanding of the research, only just the overall condition (Davidsson, 1997). 

Qualitative research collects data through interview or observation. The data which include 
words and phenomenon description are interpreted and summarized by researchers. Therefore 
the involvement of researchers’ subjective opinion is high. This method contributes to the 
new discovery and in-depth comprehension (Shah & Corley, 2006). 

Based on the understanding of the aim, the relationship between research strategy and 
research approach is clear.  Quantitative research has a connection with deductive approach 
which the purpose is to test the theory. While qualitative research has a connection with 
inductive research, because the theory is developed through the analysis of the collected data 
(Bryman & Bell, 2011).  

At this thesis, a quantitative research is more suitable. We have explained in previous chapter 
that this thesis takes deductive approach. Deductive approach is related to quantitative 
research. The statistical data of quantitative research can prove whether the hypotheses are 
correct or not. The purpose of this study is to investigate the attitude toward PSAs for 
volunteer recruitment, since several respondents can’t reflect the overall attitude, so we need 
to have enough samples. Quantitative research, like questionnaire, is a good method to collect 
adequate number. 

3.3 Data collection 

3.3.1 Types of data  

The data are classified into two types: primary data and secondary data (Saunders, 2007). The 
primary data are those collected form the researches being carried on. The secondary data are 
the existing data which the original purpose is to support other research. The data are 
collected by other researchers and then they are used in the current study. 

The source of the data is different. Primary data come from reports and theses which are not 
published. A variety of methods can be used to collect primary data, such as questionnaire, 
interview or observation. After the primary data is published and then become the secondary 
data. The sources of secondary data include books, journals and newspapers.  Since the 
development of internet, many of these resources have electronic version. 

Both of primary data and secondary data have strengths and weaknesses. The primary data 
collection process is more time consuming and takes more resource, but the data is in high 
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relevant with the purpose. On the contrary, the secondary data are the results of previous 
researchers, so it is not necessary to collect. But there is a problem that because of different 
research objectives, it is not easy to find totally suitable secondary data for the current study. 
And not all secondary data are credible, it is important to make sure the correctness before 
taking advantage of (Zikmund, 2000). 

In this thesis, the author searches the secondary data through the E-library, E-journal and 
books to support the theory of this thesis. Other scholars’ research conclusion or results make 
the current study more credibility, because they lay the foundation for the forming of 
theoretical framework. Besides, questionnaire is adopted to collect primary data. The reasons 
why choose questionnaire are explained in next chapter. The data collected through 
questionnaire can test the hypotheses. 

3.3.2 Type of questionnaire 

In this thesis the author has analyzed all aspects before taking a quantitative strategy. 
Interview is one of the most common methods in qualitative research. The main purpose of 
interview is for in-depth understanding that’s not fit for this thesis.  

Questionnaire is a kind of data collection instrument including a series of questions, and the 
function is to gather information from the mass. There are mainly two types, one type with the 
researcher participating, the researcher reads the questionnaire and the respondents listen and 
choose the answer. This type has an advantage for those who can’t read and understand well, 
so the investigator can explain questions that lead to more accurately answer. But it is very 
time consuming. The other type is self-completion questionnaire which is a kind of method 
that respondents complete the questionnaire themselves (Bryman & Bell, 2011).   

In this thesis, the author chooses the self-completion questionnaire. Because the first type 
consumes too much time and respondents are college students who don’t have problems to 
understand the questions.  

There are several forms that can be used to send questionnaires to people, like: email, handing 
out the printed questionnaire, etc. Distributing the printed questionnaire to ask people to fill in 
the questionnaire is not very effective and sometimes people are annoyed with this. Besides, it 
is a waste of paper and causes environmental pollution. The author in this research chooses 
the postal questionnaire which the self-completion questionnaires are sent through the email 
and after respondents complete the questionnaire, they are asked to return by post.  

Bryman & Bell (2011) stated that a questionnaire includes two types of question: open and 
closed question. Open question refers to that respondents can answer the questions whatever 
they wish. While with closed question, they are given several fixed choices from which they 
need to choose an appropriate one. Both of them have advantages and disadvantages which 
are displayed in the following table (Table 3-1). 
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Table 3-1 Advantages and disadvantages of open question and closed question. 

 Advantages Disadvantages 

Closed 
question 

1 It is easy for research to process data. 

2 It is easier to make comparison of 
variables between respondents. 

3 The answer helps the respondents 
understand the question more clearly. 

4 It is easier and quicker for respondents to 
complete. 

5 It reduces the variability of the answer. 

1 Sometimes, the fixed answers can’t cover 
all the choice. 

2 There may be variation among the 
understanding of the fixed answers. 

3 Respondent may feel irritated when they 
can’t find an appropriate answer 

 

Open 
question 

1 The question can be answered in 
respondents’ own wish. 

2 The basis for fixed-choice alternatives is 
removed. 

3 It is useful to explore new areas. 

4 The questions don’t give suggestive 
answers, so the level of the respondents’ 
understanding can be tapped. 

5 It is useful to form fixed-choice format 
answers. 

1 It’s time-consuming for researcher to 
administer.  

2 It’s time-consuming to code. 

3 It takes more effort of respondents to 
answer the question. 

4 The interpretation of the answer is more 
subjective for researchers. 

5 It has great variability of the answer. 

 

In this thesis, both the closed and open questions are included. Some basic information is 
asked in closed question, whereas, when questions are related to common opinions, the author 
provides space for respondents to express their opinion, for example question 8.   

To know the general attitude toward PSAs for volunteer recruitment, the author chooses the 5 
Likert scale. Williamson (2002) illustrated that a Likert scale is a very suitable means to 
understand the attitude of respondents. A Likert scale is something that you are presented with 
a statement and you are asked to choose your level of agreement or disagreement. The five 
levels are strongly disagree, disagree, neither disagree nor agree, agree and strongly agree. To 
simplify the written form, the levels are replaced with number (1-5) from left to right.  

3.3.3 Questionnaire design 

The purpose of the thesis is to investigate factors influencing consumers’ attitude toward 
PSAs for volunteer recruitment. Based on Ducoffe (1996) attitude toward advertising model, 
the influencing factors are extended. The factors relating to entertainment, credibility, 
informativeness, irritation and advertising value determine the design of the questionnaire, 
because the author wants to figure out if these are crucial factor about attitude toward PSAs.  
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Because the research objects are Chinese, the questionnaire is designed both in Chinese and 
English. The English levels of Chinese college students are different, so the respondents will 
just receive the questionnaire in Chinese to eliminate the possibility of misunderstanding. The 
English version questionnaire is for reference for researchers from different countries. Since 
many researchers, like Mackenzie & Lutz (1989), Pollay & Mitall (1993), Ducoffe (1996), 
Shavitt et al., (1998), Bracket & Carr (2001), have investigated the factors influencing 
consumers’ attitude towards advertising, the author  refers to the previous researches to design 
the questionnaire.  

The questionnaire is designed with the train of thought of three sections. The first section is 
the respondents’ basic information, the age and gender (Q1, Q2). The age and gender are used 
to have a basic knowledge of respondents that the general age of college students and the sex 
ratio. 

In the second part of the questionnaire, the questions are designed according to the factors: 
entertainment, informativeness, irritation, credibility and advertising value (Q3, Q4, Q5, Q6, 
and Q7).  About each factor, there are several sub-questions to help the researcher to know the 
respondents’ attitude. The question is designed in different aspects of the same factor.  

The last question is the conclusion of college students’ overall attitude toward PSAs (Q14). 

3.3.4 The choice of sampling 

The study group for this research is college students, because they are the most active 
participants in public welfare and this group has the widest contact with Internet. College 
students are highly educated population. Understanding their attitude toward PSAs is 
meaningful for the development of PSAs career. College students have a lot of passion to 
devote them, so improving the promotion of public service may attract more college students 
to be volunteers. 

College students are a very huge group. There are millions of college students especially in 
China. Because of the limitation of time and resources, it is unrealistic to study the whole 
research objects, so sampling is a good way to simplify the research. Sampling survey is one 
of the most commonly used methods of investigation. The chosen part should be 
representative of the whole college students, because only that the findings can be generalized 
to the entire research objects (Bryman & Bell, 2011). 

There are two different techniques to select the sample of the targeted group: probability 
sample and non-probability sample (Saunders, 2009). 

For non-probability sample, there isn’t any selection method used. So the disadvantage is that 
not each person has the same chance to be selected, this technique is very subjective and the 
result can’t probably be generalized to the overall research objects, stated by Malhotra and 
Birks (2007). The two frequently adopted types of non-probability sample are convenience 
sample and snowball sample (Bryman & Bell, 2011). In this thesis, we use the convenience 
sample to narrow down the research scope. Because of the huge quantities of college students, 
it is impossible to study all the college students, so the author just chooses one university--- 
university in Shanghai for science and technology (USST) which the author studies in. The 
reason why this school is chosen is because the author studies in this school and it will be 
more convenient to conduct study.  



 

[22] 

In probability sample, the sample is selected randomly so each unit in the population has an 
equal chance to be selected. There are several forms of probability sample like simple random 
sample, systematic sample, stratified random sampling. 

The simple random sample is the most common type of probability sample. Every one of the 
whole population has an equal chance to be the sample. The whole population is listed with 
numbers and then the numbers chosen by the random number generator stand for the chosen 
sample. 

Another form of the probability sample is systematic sample. The sample is chosen with the 
help of system. The distance between the numbers which stand for person is fixed. 

The last type is stratified random sampling. This form applies to the situation that the research 
objects are needed to be divided into several parts according to the characteristic.   

The second type employed in this thesis is simple random sample. There are nearly 5000 
graduates in USST in 2014. The author designs the questionnaire on sojump which is an 
official website to create and send surveys. Since the author can’t get all students’ contacts 
only the graduates in 2014. Then 200 students are chosen by random sampling method, the 
link of questionnaire is send through the email to the chosen students in USST. This website 
can help collect data, so the respondents don’t need to send the questionnaire back. 

3.3.5 Pilot study  

After we have prepared the questionnaire, it is meaningful to send out small amount of 
questionnaires which called a pilot study. Because a pilot study can help to improve the 
reliability and validity of the research, no matter how many respondents are chosen (Bryman 
& Bell, 2011). I send out the questionnaire to three Chinese students and ask them to fill in 
the questionnaire. After they finish it, they return their feedback through email or chatting 
tools.  They reflect that the questionnaire is not so easy to understand in English and takes 
long time to be finished. Hence, I prepare the Chinese version questionnaire to solve the 
language barrier. Another question is that the concept of public service advertising is not so 
clear for them. To make them comprehend correctly, I add some explanation of PSAs in the 
top of the questionnaire.  

3.4 Data analysis 

To analyze the quantitative data, SPSS is used in this study. SPSS is a computer software 
which used most widely and very expertise for the analysis of quantitative data (Bryman & 
Bell, 2011). 

3.4.1 Types of variable 

To help choose the suitable method to analyze the collected data, it is important to know the 
types of variable in advance. According to Bryman & Bell (2011), the types of variables are 
mainly classified into four different types: interval variables, ordinal variables, nominal 
variables and dichotomous variables.  
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Interval/ratio variables are those have identical distance between all categories in the range, 
for example, age or income. To analyze this type of variable, the categories need to be 
grouped. 

Ordinal variables don’t have equal distance between the categories across the range, but the 
categories can be ranked in order. 

Nominal variables, also called categorical variables are just some categories which is the list 
of different possibilities. And these categories can’t be arranged in order and we cannot say 
there is a distance between the options. 

Dichotomous variables just contain two categories, for example, gender.  

In this thesis, the four types of variables are all used, however three types are used in small 
amount. Q1 about age is ratio variable. Q2 which just has two categories are dichotomous 
variables. Another one is the main components of the questionnaire. We mainly use the 5 
Likert scale that the level of agreement is represented with strongly disagree, disagree, neither 
disagree nor agree, agree and strongly agree.  The answers of these kinds of questions belong 
to ordinal variables, because the options are ranked according to the level of agreement and 
the distance of the two options is different. 

3.4.2 Hypothesis testing 

The hypotheses are based on the previous research to formulate the preliminary ideas of the 
study. Hypothesis testing which sometimes called confirmatory data analysis is a method to 
test hypotheses. Bryman & Bell (2011) stated there is a common structure for the hypothesis 
tests.  

1. Propose the hypothesis. 
2. Set a criterion of the statistical significance which can be accepted. 
3. Choose a proper statistical test to calculate the statistical significance of collected data. 
4. Compare the statistical significance of findings with the acceptable one. If it is higher than 

the acceptable one that means there is a strong relationship between variables, so the 
original hypothesis should be accepted.   

In this thesis, the author proposes null hypothesis and alternative hypothesis which is most 
suitable for the purpose.  

3.4.3 Level of statistical significance 

Level of statistical significance is a measure to test the risk that you might reject the original 
hypothesis when you should confirm it (Bryman & Bell, 2011). It can provide an indicator 
how confident for your result and the degree of the confidence for generalizing the sample 
result to the whole population. Usually, most researchers will choose to set the statistical 
significance value no more than 0.05, which means there are fewer than 5 chances in 100 you 
could reject the correct original hypothesis. In this thesis, the author decides to use 0.05 as the 
acceptable statistical significance.  



 

[24] 

3.4.4 Normal distribution 

Normal distribution, also called the Gaussian distribution, is a kind of continuous probability 
distribution. 

Normal distribution is defined as the distribution of the data has a nearly normal curve like 
bell-shaped (Norušis, 2008). The normal distribution is the prerequisite to conduct some test 
methods, like t-test or analysis of variance. There are many methods to find out whether a 
normal variable is normally distributed (Rice, 2006).   

The first type is to look the histogram of the data, comparing to the normal probability curve. 
If the histogram is similar to normal distribution, like bell-shaped, then we can think the 
sample distributes normally.  

The second method is to use the frequency tests, like Shapiro–Wilk test or Kolmogorov–
Smirnov test. If the result of significant value is higher than 0.05, the distribution of the data 
is normal. 

Another means is through the result of skewness and kurtosis. If the coefficient of skewness 
and kurtosis are both zero, the qualifications for the normal distribution are satisfied. 

In this thesis, we choose to use the histogram to check whether the distribution of data is 
appropriately in bell shape, because it is more visual and easy for this thesis. 

3.4.5 T-test 

Based on the normal distribution, we apply t-test method to test the hypothesis. When the aim 
is to check whether two groups of data are significant different from each other, t-test is used 
(Rice, 2006). There are three common methods for t-test: one sample t-test, independent 
samples t-test and paired samples t-test (Rice, 2006). 

One sample t-test is used to determine whether the mean value of a sample has significant 
difference from the whole population. There is only one group of data.  

Independent samples t-test is used to compare the mean value of two unrelated groups on the 
same conditions.  

Paired samples t-test is used to test whether the mean value is significant difference for one 
group or two similar groups under different conditions.  

The research question is about whether factors, entertainment, informativeness, irritation, 
credibility and advertising value, have influence on college students’ attitude. To answer this 
question, the author will compare the mean value to the neutral standpoint. It seems that one 
sample T-test is most suitable. If the result of significant value of t-test is smaller than 
significant level, that means there is significant difference, the null hypothesis should be 
rejected. On the contrary, the alternative hypothesis should be accepted.  
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3.4.6 Correlation analysis 

Since there are many factors to study in this thesis, it is meaningful to know whether there 
exist mutual influence between each two factors and what kind of relationship they have.    

Spearman's rho or called Spearman's rank correlation coefficient is a method to assess the 
relationship between two ranked variables (Myers & Well, 2003). The coefficient of 
correlation is often denoted by Greek letter ρ.  The ρ-value can reflect whether there is 
correlation between two variables. Aczel & Sounderpandian (2009) classified the correlation 
into three degrees. 

Firstly, we need to know if ρ-value is positive that means the two variables have positive 
relationship, in other words, when one variable increases or decreases, the other one will 
follow. If ρ-value is negative that means the two variables have negative relationship, that is 
to say the two variables change in opposite direction.  

If 0<|ρ|<0.4, the two variables are in low correlation. While, ρ value reaches 0 that means 
there is no correlation between two variables. 

If 0.4≤|ρ|<0.7, the two variables have significant correlation. 

If 0.7≤|ρ|<1, the correlation between two variables is in high degree. While |ρ| = 1, the 
correlation of the two variables is linear.  

The variables about entertainment, informativeness, irritation, credibility, advertising value 
we want to test are all ordinal variables, so Spearman's rho is very suitable. 

3.4.7 Codebook 

Some variable can’t be coded automatically by SPSS, so the author states the variable names 
in the following table. 

Table 3-2 The codebook for some variables 

Variable SPSS variable name Coding instructions 

Identification of participants ID Number is assigned automatically to each questionnaire 

Gender of participants gender 1=female  2=male 

Age of participants age age in years 

3.5 Evaluation criteria 

It is important to evaluate the quality of the research through the common criteria which make 
the research more convincible. The primary criteria to assess qualitative and quantitative 
research are the same, including reliability, validity and replication (Bryman & Bell, 2011). 
While some researchers like Guba(1985) and Guba & Lincoln (1994) thought it is necessary 
to have different criteria to evaluate qualitative research, so the criteria proposed for 
qualitative research are trustworthiness including credibility, transferability, dependability and 
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authenticity. We have referred previous that this is a quantitative study. Hence, in the 
following content, this thesis will be evaluated in detail in three aspects: reliability, validity 
and replication. 

3.5.1   Reliability 

Reliability refers to whether the measure for the concept is consistent, in other words, whether 
the results are repeatable (Bryman & Bell, 2011). For instance, is the IQ test result 
stable?  It’s thought three prominent factors are relating to reliability.  

The first one is stability which refers to results are stable and will not change with time. Since 
the advertising industries are developing, the theme and content will always change with 
people’s taste. Since this thesis studies the current situation and will not test the stability. The 
second factor is internal reliability which refers to whether or not the respondents’ results are 
consistent in different indicator. To reach this standard, when we design the questionnaire, 
there are several different aspects of one factor influencing attitude toward PSAs.  

Table 3-3 Cronbach Alpha 

Factor Cronbach's Alpha N of Items 

Entertainment .844 4 

Informativeness .809 4 

Irritation .761 2 

Credibility .602 3 

Advertising value .735 3 

All four factors .834 16 

Cronbach’s Alpha is a good criterion to test internal reliability. The reliability coefficient 
should be between 0 and 1. If it is above 0.9 which indicates good reliability; if it is between 
0.8 and 0.9, the reliability is acceptable; if the scale is from 0.7 to 0.8, it means some items 
need to be revised; if it is below 0.7, so some items in scale need to be abandoned (Cortina, 
1993). We analyze the five factors’ reliability separately and overall reliability. Only the 
Cronbach Alpha value of factor credibility is below 0.7, so some items need to be abandoned. 
And some items about factor irritation need to be revised. While the reliability coefficient of 
all factors is over 0.8, hence the internal reliability is accepted. 

The last one is inter-observer consistency. The lack of consistency may be caused by more 
than one observer involved, because different people have different subjective thoughts. This 
research is conducted by only one person, so the inconsistency is eliminated, but the 
disadvantage is the subjectivity enhanced. 

3.5.2 Validity 

Bryman & Bell (2011) defined validity as “It is concerned with the integrity of the 
conclusions that are generated from a piece of research.” It is necessary to distinguish several 
types of validity.  
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Measurement validity refers to whether or not the measure can really reflect the concept 
(Bryman & Bell, 2011). For example, does the IQ test measure the intelligence of different 
people? The measurement of the concept is guided by the supervisor who is experienced in 
this field. Besides, there are many researches about attitude toward advertising which lay the 
foundation for this thesis. When I design the questionnaire, I have learned from Ducoffe 
(1996) who researched and formed this famous web advertising model, my research is based 
on his theory and my questionnaire is designed according to his, therefore, it offers the 
referenced effect and improves the validity of questionnaire.  The measurement method of 
concept is similar to the previous research. Both of them will help increase the measurement 
validity. 

Internal validity relates to the issue of causality which is concerned about whether a causal 
relationship existing between two variables (Bryman & Bell, 2011). In the theoretical 
framework, the empirical data explains the causal relationship between the five factors and 
attitude toward advertising. 

External validity is concerned with whether the result can be generalized in the future 
research environment. To reach this criterion, many researchers are keen to get representative 
sample (Bryman & Bell, 2011). In this thesis, the detail process of how to get representative 
sample is illustrated. So in the future, the research can be generalized to other social groups. 

Ecological validity is a criterion about whether the findings of the research can be applied to 
people’s daily life. The method of this thesis is questionnaire which has to be answered by the 
respondents, in that situation, unnaturalness could be resulted in. So the ecological validity is 
limited in this thesis, while measurement validity, internal validity and external validity are 
included (Bryman & Bell, 2011). 

3.5.3 Replication 

Bryman & Bell (2011) stated that replication which refers to the replicability of the study is 
very close to the idea of reliability. If a study reaches the criteria of replication then it can 
contribute to the generalization. To improve the level of replicability, the research should 
eliminate the individual’s subjective ideas as much as possible. Many investigators specify 
their procedures, so that the study is capable of replication. In this thesis, the whole process is 
explained in detail, like questionnaire method is chosen, the criteria of representative sample, 
the design of the questionnaire and so on. The research process can be totally applied to other 
occupational setting.   

3.6 Ethical considerations  

Diener and Crandall (1978) classified the ethical principles into four areas. 

The first area is whether there is harm to participants. It is responsible for researchers to 
minimize the possible harm, like harm to participants’ self-esteem. The problem of harm is 
addressed by maintaining confidentiality of records and respondents’ anonymity. This study 
sends questionnaire to respondents with email, the person who will answer the questionnaire 
can’t be identified. Besides, none of the questions designed in the questionnaire help guess 
those people who fill in the questionnaire.  
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The second area is whether lack of informed consent. When I send out the questionnaire, the 
purpose of the research is stated clearly and data are used for the graduation thesis.  

The third area is about whether there is an invasion of privacy. This issue is solved by 
ensuring anonymity and confidentiality. 

The last one is whether deception exists. When researchers show the fake things to participant 
then the deception occurs. In this thesis, the questionnaire is the only thing participated by the 
respondents. The answer process can’t be controlled by the researchers, so there is no 
deception action. 
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4 Empirical findings  

4.1 Sample description 

After the analysis of result collected through the questionnaire, the questionnaire which 
includes empty or invalid answers will be treated as invalid. Table 4-1 reflects there are no 
data missing and the total valid questionnaire is 132. The recovery rate of the questionnaire is 
66% which is 132 out of 200. The amounts of female participants are more than male which 
account for 62.1% and 37.9% separately (Table 4-2). We find the age group focusing on 
20~24, may be because sample is only college students. 

Table 4-1 Statistics 

N Valid 132 

Missing 0 

 

Table 4-2 Gender Frequency table 

 Frequency Percent Valid Percent Cumulative Percent 

Valid Female 82 62.1 62.1 62.1 

Male 50 37.9 37.9 100.0 

Total 132 100.0 100.0  

4.2 Mean value of each factor 

This chapter shows the mean value of each factor. Through the relevant data comparison of 
each factor (Table 4-3), the mean values of entertainment, informativeness and advertising 
value is higher than 3 that mean the average perception of these factors is more positive. 
Besides, the overall attitude toward PSAs is also positive. About the irritation, the mean is 
2.9924 which imply respondents disagree with the questions to a small extent. The designed 
questions about irritation are about the negative aspects, so the respondents’ attitude toward 
irritation aspect is positive.  About the credibility, it seems not so positive.  

Table 4-3 Mean values of factors 

 N Min Max Mean Std. Dev 

Entertainment 132 1.50 5.00 3.5038 .71448 

Informativeness 132 1.50 5.00 3.3030 .73427 

Irritation 132 1.00 5.00 2.9924 .84027 

Credibility 132 1.00 4.33 2.9293 .64208 

Advertising value 132 1.67 5.00 3.3990 .64262 
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Attitude toward PSAs 132 1 5 3.16 .729 

4.3 Test of normal distribution 

The following histograms (Histogram 4-1) display distribution situation of entertainment, 
informativeness, irritation, credibility and advertising value. The frequency distribution of 
agree degree is close to the normal distribution curve. However the sample size is just 132, 
not big enough. So we can assume that the distribution appropriately accords with normal 
distribution.  

Based on the normal distribution, we can apply parametric tests method to test the hypotheses. 
In this study, the one-sample T test is most suitable, because there is only one type of sample.  
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Histogram 4-1 Histogram for all factors 

4.4 One-sample T Test 

A T test is based on student’s T distribution theory to infer the probability of difference 
between two sets of data. The premise is that the data follow normal distribution when apply 
the T test. According to the numbers of samples, the types can be separated into one-sample T 
test and two-sample T test. 

One-sample T test tests whether there is significant difference between the mean value of 
sample and the overall population.  

Two-sample T test which is used to test the significant difference between the means of two 
samples and the separately represented overall includes independent samples and paired 
samples. Independent sample t-test also called unpaired samples t-test. There exists two 
independent and identically distributed samples, usually one sample is called experiment 
group, and the other is control group. Paired samples t-test based on “matched-pairs sample”, 
like a group of sample is tested twice.  

About the statistical result, if the significant value is higher than 0.05 that means there isn’t 
significant difference, the null hypothesis can be accepted. Otherwise, the null hypothesis 
should be rejected. 

In this thesis, there is only one sample and the purpose is to compare the sample’s mean value 
to the overall known average, so one-sample T test is the most suitable. The average of the 
overall is set as 3 which stand for neutral point. The statistical analysis result is presented 
below (Table 4-4). 

Table 4-4 One-sample T test 

One-Sample T Test 

 Test Value = 3                                     

t df 
Sig. (2-
tailed) 

Mean 
Difference 

95% Confidence Interval of 
the Difference 
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Lower Upper 

Entertainment 8.101 131 .000 .50379 .3808 .6268 

Informativeness 4.742 131 .000 .30303 .1766 .4295 

Irritation -.104 131 .918 -.00758 -.1523 .1371 

Credibility -1.265 131 .208 -.07071 -.1813 .0398 

Advertising Value 7.133 131 .000 .39899 .2883 .5096 

4.5 Hypothesis testing 

The one-sample T test contributes to the test of significant difference, the result will help 
author make a decision whether the hypothesis should be accepted or rejected. Compared the 
mean value to the neutral point, it will indicate whether there is a positive or negative 
influence.  

4.5.1 Entertainment 

H0: The entertainment doesn’t have influence on college students’ attitude toward volunteer 
recruitment PSAs (Rejected). 

H1: The entertainment has influence on college students’ attitude toward volunteer 
recruitment PSAs (Accepted). 

Table 4-4 shows the significant value of entertainment is 0.000. It is less than 0.05 that means 
there is significant difference between the mean of entertainment and the neutral value, 
therefore H0 should be rejected and H1 is accepted. We can find that the correlation of 
entertainment and attitude toward PSAs is significant from Table 4-5, and the value is positive 
so the PSAs with more entertainment can result more positive attitude. From Table 4-3, we 
can find the mean value of factor entertainment is 3.5038 which higher than the neutral point, 
hence we can conclude that entertainment has a more positive influence on college students’ 
attitude toward PSAs. 

4.5.2 Informativeness 

   H0: The informativeness doesn’t have influence on college students’ attitude toward 
volunteer recruitment PSAs (Rejected). 

    H1: The informativeness has influence on college students’ attitude toward volunteer 
recruitment PSAs (Accepted). 

 We can learn from Table 4-4 that the significant value of informativeness is 0.000. The value 
is still below the significant level 0.05. Hence H0 is rejected and H1 is accepted that 
informativeness has influence. Table 4-5 shows that informativeness and attitude toward 
PSAs have positive and significant correlation with correlation coefficient higher than 0.4. So 
informativeness actually has influence on college students’ attitude toward PSAs. To know 
the influence direction, the author compares the mean value of informativeness to the neutral 
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point. Furthermore，the mean value of informativeness is greater by 0.3030 than the neutral 
point. Although it is rather a small degree which can still indicate the not so obvious positive 
influence on college students’ attitude. 

4.5.3 Irritation 

    H0：The irritation doesn’t have influence on college students’ attitude toward volunteer 
recruitment PSAs (Accepted). 

     H1：The irritation has influence on college students’ attitude toward volunteer recruitment 
PSAs (Rejected). 

Table 4-4 shows the significant value of irritation is 0.918 which is higher than the significant 
level. There is no significant difference between the null hypothesis and overall actual 
situation. Hence, we should accept H0 and reject H1. Moreover the result of correlation 
analysis (Table 4-5) shows that irritation and attitude toward PSAs have very weak correlation, 
so it confirms the correctness of H0.  If the irritation doesn’t have influence on college 
students’ attitude toward PSAs, the mean value should be 3. From Table 4-3, we can find the 
mean value of irritation is 2.9924 which are pretty close to the neutral point. The error may be 
caused by the small amount of sample. 

4.5.4 Credibility 

   H0：The credibility doesn’t have influence on college students’ attitude toward volunteer 
recruitment PSAs (Accepted).      

   H1 ： The credibility has influence on college students’ attitude toward volunteer 
recruitment PSAs (Rejected). 

The significant value of credibility is 0.208 which can be found from Table 4-4. Because 
0.208 is higher than the significant level, H0 is accepted. The correlation coefficient of 
credibility and attitude toward PSAs indicates very weak correlation. Hence, factor credibility 
has seldom influence on attitude toward PSAs.  When comparing the mean value to 3, the 
mean value of credibility is smaller by 0.0707. The author guesses the reason why there is 
small difference is because the small number of respondents. 

4.5.5 Advertising value 

H0: Advertising value doesn’t have influence on college students’ attitude toward volunteer 
recruitment PSAs (Rejected). 

H1: Advertising value has influence on college students’ attitude toward volunteer 
recruitment PSAs (Accepted). 

The significant value of advertising value is .000 which is less than 0.5, it means there is 
significant difference between null hypothesis and the actual situation, so H0 should be 
rejected and H1 is accepted. From Table 4-3, we can know the mean value of advertising 
value is 3.399 which bigger by 0.399 than the neutral point. The result can indicate the 
positive influence on college students’ attitude toward volunteer recruitment PSAs.  
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4.6 Correlation 

Table 4-5 displays the correlation coefficient of each two variables. Factors entertainment, 
informativeness, irritation, credibility are independent variables, while advertising value and 
attitude toward PSAs are dependent variables of these four factors. All the Pearson correlation 
absolute value is higher than 0, so there are indeed correlation between each two variables.  

The correlation of some independent variables is quite strong. As we have introduced in the 
theory part, the absolute value of correlation coefficient is between 0.4 and 0.7 which means 
high correlation. Entertainment and informativeness have significant correlation. The 
correlation coefficient for informativeness and credibility is 0.472 which higher than 0.4, so 
they also have significant correlation. The value for irritation with informativeness and 
credibility is negative that means they have opposite relationship, since the absolute value is 
very small, their correlation is very low.  

When advertising value as a dependent variable, among the four independent factors—
entertainment, informativeness, irritation and credibility, informativeness, the correlation 
coefficient of 0.607 between informativeness and advertising value has the most significant 
correlation, the next high correlation exists in entertainment with advertising value in the 
value of 0.451. However factors irritation and credibility have very weak correlations with 
advertising value, because the correlation coefficient is lower than 0.4. 

The situation of attitude toward PSAs is very similar to advertising value. The significant 
correlations among attitude toward PSAs and two independent factors is supported by the 
following correlation coefficient: entertainment (0.453), informativeness (0.430). The 
correlation coefficient of advertising value and attitude toward PSAs is 0.586 which proves 
the significant correlation between them. In the contrast, weak correlations exist among 
attitude toward PSAs and two independent factors—irritation and credibility in the value of -
0.004 and 0.068 separately.  

Table 4-5 Correlations of all factors 

 

Entertainment Informativeness Irritation Credibility 
Advertising 

Value 

Attitude 
Toward 
PSAs 

Entertainment Pearson 
Correlation 

1 .580** .010 .197* .451** .453** 

Sig.(2-tailed)  .000 .913 .023 .000 .000 

Informativeness Pearson 
Correlation 

.580** 1 -.135 .472** .607** .430** 

Sig.(2-tailed) .000  .122 .000 .000 .000 

Irritation Pearson 
Correlation 

.010 -.135 1 -.034 .053 -.004 

Sig.(2-tailed) .913 .122  .699 .548 .961 

Credibility Pearson 
Correlation 

.197* .472** -.034 1 .153 .068 

Sig.(2-tailed) .023 .000 .699  .080 .441 
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Advertising 
Value 

Pearson 
Correlation 

.451** .607** .053 .153 1 .586** 

Sig.(2-tailed) .000 .000 .548 .080  .000 

Attitude toward 
PSAs 

Pearson 
Correlation 

.453** .430** -.004 .068 .586** 1 

Sig.(2-tailed) .000 .000 .961 .441 .000  

**. Correlation is significant at the 0.01 level (2-tailed). 
*. Correlation is significant at the 0.05 level (2-tailed). 
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5 Data Analysis 

5.1 Entertainment 
 
Findings 

Previous research stated that advertisements with entertainment could create more positive 
attitude, consumers sometimes would be attracted by the interesting plots or pictures 
unconsciously (Pollay & Mittal, 1993; Taylor, Lewin & Strutton, 2011). The public service 
advertising we focus on are volunteer recruitment advertising, so it is especially important to 
catch college students’ eyes, furthermore there will be possibility for them to consider the 
promoting information. It is meaningful to investigate what kind of role entertainment plays 
in PSAs. 

It is thought that entertainment as an independent variable has direct impact on attitude 
because of the significant correlation between entertainment and attitude toward PSAs. The 
mean value of factor entertainment which can be found in Table 4-3 is higher than the neutral 
point, so the attitude is slightly more positive, although it is only small difference. 
Furthermore, it is confirmed by the result of one sample t-test. Since we have presented in 
data analysis part, the significant value of entertainment in Table 4-4 provides the evidence 
that entertainment actually have an influence on college students’ attitude toward PSAs for 
volunteer recruitment.  

In more detail, from appendix I, we find the mean values of each aspect of factor 
entertainment is higher than 3.The respondents somewhat agree the technical quality and 
effect of the advertisement is guaranteed, they have ever met diversified forms of PSAs, like 
in video or flash. They think the appearance of the advertising’s design is appealing to some 
extent. And besides, it is slightly more interesting.  

However there is one thing we need to notice that all the mean values are between 3 and 4, 
their opinions are closed to 3 which indicates a fairly neutral attitude. The respondents don’t 
express an obvious attitude, maybe most respondents are not sure the meaning of the 
questions or can’t make decision which answer to choose, so they tend to choose the neutral 
answer.  

Potential reasons    

The development of online PSAs has a late start, but the industry of business advertising is 
nearly mature which provide reference for the design of PSAs. Many researchers make a 
contribution to find the potential influencing factors of attitude toward advertisements, like 
Pollay & Mitall (1993), Ducoffe (1996), Shavitt (1998), etc. This thesis based on the 
Ducoffe’s model, parts of or all factors have been used by others on different media, such as 
printed advertising, online advertising or social media advertising. 

The mature research results provide solid foundation to apply on the research of PSAs. Most 
researches make the conclusion that entertainment has positive influence on attitude toward 
advertising, although this factor is not used to test on PSAs, it provides reference for the 
research direction. 
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Our research focuses on the online PSAs. Since the introduction of digital media, the forms 
have been splendid dramatically which achieve the possibility of displaying in diversified 
forms, like video, flash or with music (Turban, King, Viehland & Lee, 2006). Compared to 
traditional print advertisements, the network medium can contribute to the better realization of 
creative idea and in more interesting way. Hence, people think it becomes more entertaining 
not dull anymore. Furthermore, advertisement producers with higher professional skills can 
achieve the desired effect, whether it is elaborated or made roughly will also influence 
consumers’ attitude toward advertisements. When people watch the good one, they tend to be 
more comfortable and pleased.  

Another potential reason of the result may be caused by the research objects in this study. 
College students are youth group which tend to accept new idea easily and pay attention to 
interesting things.  

Since the relevant data have confirmed that entertainment actually has a positive influence on 
attitude toward volunteer recruitment PSAs, the advertisers should consider the vital role 
entertainments play. Although it is the advertisements for public service, not to be very 
serious should keep in mind.  Taking diversified forms, having an appealing design and 
interesting plots and designing with good skill would be effective to attract college students.   

5.2 Informativeness 
 
Findings 

Advertisements should be treated by consumers as a good source of information, the 
completed relevant information is supplied through the advertising (Ducoffe, 1996). It seems 
the image of advertisements is influenced negatively by some fake or vague ads, the purpose 
of some advertisements are not so clear or the advertisers exaggerate parts of the effect. These 
have left a bad impression to viewers.  

For public service advertising, especially the purpose is to recruit volunteers, providing 
accurate task, work date and recruitment requirements is very necessary which can help 
people have a basic knowledge of public activities. Besides, more importantly, the 
advertisement should express the meaning for people to do this kind of public activities like 
helping others, improving yourself, etc. The correlation coefficient between informativeness 
and attitude toward PSAs is higher than 0.4, so there is significant correlation. In other words, 
informativeness as an independent variable has direct influence on overall attitude toward 
PSAs. The attitude toward volunteer recruitment PSAs is rather positive, we can find the 
mean value of informativeness is higher than 3 from Table 4-3. In addition, the result of one 
sample t-test which is used to test the hypothesis also proves there indeed is influence on 
attitude. The correlation test shows the significant correlation between entertainment and 
informativenss which scoring 0.580**.  

These two factors interplay each other. The content of the PSAs needs to be easily understood 
to reach the effect of entertainment, because if it is too professional or implicit, will not catch 
attention in short time. 

Potential reasons 
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Most researches focus on informativeness of the commercial advertisements, but on public 
service advertising is seldom. Previous studies state that informativeness has a positive 
attitude toward advertising (Ramaprasad & Thurwanger, 1998; Haghirian & Madlberger, 
2005; Ducoffe, 1996) which provide a reference value for the PSAs. When advertisers 
designed the PSAs, they will be more careful about the information on advertisements. So it 
helps to win the trust of consumers. 

One possible reason is that some commercial publicity advertisement is in the name of public 
welfare or there are many business elements are contained in PSAs during these years. Many 
people are disgusted with these kinds of propagandist means. In people’s traditional thinking 
that PSAs are free of charge and the purpose is to have a better influence on people’s 
behaviors (Lee & Johnson, 2005). Since the negative feedback of PSAs and unpleasant 
practice, advertisers could have careful consideration about how to transmit the information. 
Hence, now the respondents have a rather positive attitude toward PSAs. 

No matter charity organizations, government or enterprises all of them have social 
responsibility to promote the development of public service. They make contributions to our 
society voluntarily not compulsively. The advertisements created by these organizations can 
stand for their images in people’s heart. For charity organizations and government, they can 
get more trust and support from people. For enterprises, it can result in the increase of profit. 
Therefore, to make a good impression, the advertisers will guarantee the informativeness. 

Another potential reason is that advertising is a good method to publicize something (Lee & 
Johnson, 2005). Through advertising, viewers can know the current activities. Only the 
advertisements include the detailed and completed information, the viewers can know every 
detail of the activities and the meaning of joining the activities.  

5.3 Irritation 
 
Findings 

As Aaker & Stayman (1990) states when advertisements appear unexpectedly many times that 
would cause irritation for consumers, so the effect of the advertisements is decreased and 
consumers tend to have a negative attitude toward it. Although this kind of tactic can improve 
the awareness among the masses, the impression left on consumer is unpleasant. Therefore, 
advertisers should use it rationally.  

As presented in Table 4-3, the mean value of irritation is 2.9924 which almost equal to 3. It is 
reversed the measurement scale for irritation. In other words, the questions are asked in 
negative way, if the mean value more close to 5, the level of irritation is higher, on the 
contrary, the mean value more close to 1, the level of irritation is lower. 

Irritation doesn’t have direct impact on attitude toward PSAs because weak correlation 
between them as showed in Table 4-5. From Table 4-4, we find the significant value is higher 
than significant level, so H0 is accepted. The irritation has no influence on college students’ 
attitude toward volunteer recruitment PSAs. Hence, the mean value should be equal to the 
neutral standpoint, so we can see that there are only very small deviations. The potential 
reason will be explained in the following part. 

Potential reasons 
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The deviation of the mean value maybe caused by the small sample size, if the sample is big 
enough, the deviation will be eliminated. Due to very small gap to the neutral point, we can 
approximately think people have neutral attitude toward PSAs. 

One possible reason for this result maybe those charity organizations are non-profit and they 
don’t want the money donated by people to be used for propaganda. Besides, they don’t have 
sufficient money, there are still so many social problems needed to be solved. So people don’t 
see PSAs as common as commercial advertisements, therefore the level of irritation is low.  

This result may be determined by the specialty of PSAs. The information contained by PSAs 
is very useful for those who want to find volunteer work. The image of PSAs is rather positive 
in people’s heart. So people will not think it is intrusive. 

5.4 Credibility 
 
Findings 

Advertisements with false information will cause consumers’ mistrust, in that circumstances, 
consumers tend to have very negative attitude. And for the long run, it is difficult to formulate 
positive attitude for consumers (Percy & Elliot, 2008). To attract college students, the level of 
credibility should be guaranteed, in other words, the PSAs should be thought as truthful and 
believable, both the advertiser and information of advertisements.  

The result of correlation test in Table 4-5 which with the significant value of 0.472** shows 
the significant correlation between independent variables credibility and informativeness. The 
level of information can influence credibility, in other words, if the information is trusted by 
people, the level of credibility will be improved.   

From Table 4-3, we can find the mean value nearly close to 3, and this situation is very 
similar to the result of irritation.  The correlation of independent variable credibility and 
dependent variable attitude toward PSAs is very weak signaled by the correlation coefficient 
of 0.68. Furthermore, H0 is accepted which proves that credibility has no influence on college 
students’ attitude toward volunteer recruitment PSAs.  

Potential reasons 

Many researches have concluded that credibility has positive influence on attitude toward 
advertising. The result is different in this thesis, maybe because our research is about PSAs. 

PSAs with the purpose of increasing public’s awareness and influencing people’s behavior are 
in quality of non-profit. If public service advertising seek for profit which may result in 
people’s protest. The masses’ support is important for the development of public service. The 
PSAs usually have positive image that is PSAs with high level of credibility. The works for 
the volunteer are usually going on service others.  

Behind this result that credibility has no influence on attitude, another reason maybe that the 
advertisers are very credible. Not all organizations have the right to promote PSAs, for charity 
organization and government, it is their responsibility. For some enterprise, this kind of 
advertisement is non-profit and they won’t damage their brand. There are only several charity 
organizations and they are well-known. So people can easily recognize the source. People 
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think the source it is trustful and they are not suspecting PSAs, so there hardly exists influence 
of credibility.  

5.5 Advertising value 

Advertising value is consumers’ subjective perception toward advertising, the advertisements 
which can provide useful and valuable information are thought as with high value for them 
(Ducoffe, 1996).  

Ducoffe(1996) states that advertising value is influenced by entertainment, informativeness, 
irritation and credibility. Both receivers and providers of advertising desire for effective 
information. For consumers, they hope that the advertising provide informative and credible 
information, more importantly interesting ads will catch their attention firstly. A big problem 
of advertisements is irritation, the balance for communicating and interrupting needs to be 
kept well. For advertisers, when they design the advertisements they need to think carefully of 
these factors.   

Since the advertising value is an important criterion to evaluate the overall effect of these four 
factors of PSAs. From Table 4-5, we can find there are significant correlations among 
independent factors—entertainment and informativeness with dependent factor—advertising 
value which the correlation coefficient is 0.451 and 0.607 separately. While the correlation of 
irritation and advertising value, credibility and advertising value is pretty low.  

Maybe this result is caused by the characteristic of public service advertising, from the result 
of hypothesis testing we find that both credibility and irritation don’t have influence on 
consumers’ attitude toward PSAs, while combined Ducoffe’s theory with the correlation of 
advertising value and attitude toward PSAs, we know that advertising value has influence on 
college students’ attitude. Hence, the coordinate result that factors irritation and credibility are 
in low correlation with advertising value has empathized the potential reasons for irritation 
and credibility. Since PSAs with some special characteristics are different from other 
commercial advertisements. The source of PSAs is very credible and charity organizations 
don’t spend too much money on advertising, hence PSAs won’t cause frequent irritation. 
Because of these features, it is reasonable that it will not affect the value of PSAs for college 
students. 

Advertising which meet consumers’ expectation can create high value and finally it results in 
the positive attitude, while advertising which is useless and worthless tends to result negative 
attitude.  

From the result of hypothesis about advertising value, the alternative hypothesis is accepted; it 
proves that advertising value has influence on college students’ attitude toward PSAs. The 
mean value of factor advertising value is higher than the neutral point, so the information 
provided by PSAs is useful and valuable for college students. Overall, college students think 
PSAs have achieved the effect of high value. 

From Table 4-5 we know the correlation of advertising value and attitude toward PSAs is 
significant. Hence it confirms again that advertising value affect attitude toward PSAs. 

Advertising value is consumers’ final evaluation of PSAs, whether PSAs truly provide 
practical and useful information and create good experience, all these result will have direct 
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impact on people’s psychological fluctuation which is relevant to attitude. For some college 
students who want to do volunteer work, since PSAs is a kind of information source and it 
indeed provides the information they want, so the high advertising value is created. 

The PSAs advertisers should acquaintance the whole process, for PSAs, independent factors 
entertainment and informativeness has significant correlation with advertising value, further 
high advertising value has direct influence on the formation of positive attitude.  
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6 Discussions and Conclusions  

6.1 Conclusions 

The purpose of this thesis is to investigate factors influencing people’s attitude toward PSAs. 
The empirical findings and relevant analysis provide evidence to answer the research 
questions. The author will conclude the result of data analysis part to answer the question. 

Whether or not the Ducoffe extended model can be applied to research college 
students’   attitude toward volunteer recruitment PSAs? 

Entertainment, informativeness, irritation, credibility and advertising value these five factors 
in the Ducoffe extended model are applied to the research on PSAs.  

As presented in data analysis section, independent factors of entertainment and 
informativeness and dependent factor of advertising value have positive influence on college 
students’ attitude. Since the nature of college students tends to seek for pleasure, this situation 
reflects PSAs are sort of interesting in the forms or content. Besides, the level of information 
is rather acceptable, that is to say the information provided by the PSAs is useful to college 
students. Entertainment and informativeness have the strongest correlation that implies the 
information should be easily understood to provide the basis for achieving the effect of 
pleasure. College students can really get useful information from PSAs, hence the high 
advertising value effect the formation of positive attitude.  

Entertainment and informativeness have significant correlation with advertising value, so 
these two factors have influenced how college students think of the valuable of PSAs for 
them. 

On the contrary, the result shows factors of irritation and credibility have no influence on 
college students’ attitude toward volunteer recruitment PSAs. College students have a nearly 
neutral attitude. Only for those who have meet false PSAs previous hold a negative attitude 
that means false PSAs indeed exist, however that doesn’t change the overall neutral attitude. 
The level of deviation from mean value of each aspect is so tiny that can be neglected. Maybe 
the respondents are not sure the answers of the questions, so they tend to choose the neutral 
one. 

From the correlation test, we can find that there is significant correlation between 
informativeness and credibility. Factors entertainment and informativeness have significant 
correlation with advertising value, besides these two factors also have significant direct 
correlation with attitude toward PSAs. Advertising value also has significant correlation with 
attitude toward PSAs. 

So the Ducoffe extended model except for factors irritation and credibility can be applied to 
the research on PSAs. 

6.2 Limitations 

Since the model is not fully suitable for the research, part of reasons maybe the existing 
limitations in this study.  
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The sampling methods used are convenience sample and simple random sample. The sample 
is from USST which the author studies in this school, besides the sample size maybe not big 
enough. In China, there are huge amount of college students, the sample can’t totally stand for 
the entire students group, so the result cannot be generalized.  

The data analysis method is t-test for the hypothesis. The sample should be accord with 
normal distribution to apply t-test. However, the size of the sample is not big enough. I just 
think it is normal distribution approximately from the curve. 

The objects are just college students, so we can’t know whether the situation can be applied 
on other social groups.  

Some respondents reflect that they seldom watch online PSAs, the respondents maybe not 
sure about the meaning of questions because of the limited knowledge about PSAs, and they 
will tend to choose the neutral answer, so the representation of result will be weakened.  

Since this study identified many factors influencing attitude toward PSAs, so the measure 
criteria is very simple for each factor. There should be more criteria for each factor, it will be 
more convincing.   

When design the questionnaire, the opened questions account for very small percentage and 
the author forgets to design a question to ask advices, so the respondents don’t have chance to 
give suggestions for this questionnaire.  

6.3 Suggestions for future study 

Although this thesis has a lot of limitations, the research has a new perspective for PSAs. It 
will attract more people attention on the PSAs. The author gives some suggestions for further 
study. 

Firstly, the research process is introduced in detail so that it can provide the possibility for 
other researchers to repeat it with large sample size that can prove the reliable of this study. 

Secondly, this thesis only focuses on college students, different social groups have different 
views because of their backgrounds, therefore it will be meaningful to know other social 
groups attitude toward PSAs. After-all, PSAs are promoted aiming at the whole country.  

Thirdly, this is a quantitative research with a questionnaire to investigate the general attitude 
toward PSAs. In the future, a qualitative strategy can be used to have a deeper understanding 
of college students’ attitude toward volunteer recruitment PSAs. 

Forth, since the factors in Ducoffe extend model are not totally suitable to this research, other 
researches can adjust the model to find potential factors.  

Fifth, factors irritation and credibility don’t have influence on college students’ attitude but 
the potential reasons are not clear, so in the future anyone who is interested in this field can 
design a research to find potential reasons.  

Sixth, each factor can be a separate variable to do deeper research. 
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Appendix  

Appendix I: All Likert scale items’ statistics 
 N Min Max Mean Std. Dev 

Entertainment3.1 132 1 5 3.35 .847 

Entertainment3.2 132 1 5 3.65 .899 

Entertainment3.3 132 1 5 3.44 .876 

Entertainment3.4 132 1 5 3.58 .839 

Informativeness4.1 132 1 5 3.33 .978 

Informativeness4.2 132 1 5 3.36 .935 

Informativeness4.3 132 1 5 3.06 .889 

Informativeness4.4 132 1 5 3.45 .877 

Irritation5.1 132 1 5 3.05 .932 

Irritation5.2 132 1 5 2.94 .939 

Credibility6.1 132 1 5 3.00 .856 

Credibility6.2 132 1 5 2.80 .945 

Credibility6.3 132 1 5 2.98 .771 

Advertising Value7.1 132 1 5 3.45 .877 

Advertising Value7.2 132 1 5 3.37 .785 

Advertising Value7.3 132 2 5 3.37 .714 

Attitude toward Advertising 132 1 5 3.16 .729 

Valid N 132     

 

Appendix II: Questionnaire in English version 

Factors influencing college students’ attitude toward volunteer recruiting public service 
advertising 

The purpose of this questionnaire is to research factors influencing college students’ attitude 
toward volunteer recruiting public service advertising. This questionnaire just takes your 
precious a few minutes not more than 3 minutes, but your opinion will help the research 
greatly.  Please answer the questionnaire honestly, I will really   appreciate it. Thank you very 
much! 
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Ps: in the following, I will use PSAs replacing public service advertising. 

You are presented with a statement: You are being asked to indicate your level of agreement 
or disagreement with each statement by indicating whether you: Strongly Disagree (1), 
Disagree (2), neither agree nor disagree (3), Agree (4), or Strongly Agree (5).  

Part 1 Basic information 

1. What’ your age?            

2. What’s your gender? 

A. Female    B. Male 

Part 2  

About entertainment  

3. The PSAs 1 2 3 4 5 
To be well made      
To take diversified forms (like video, flash, picture, etc.)      
To have an appealing design      
To be very interesting      

 

About informativeness 

4. The PSAs 1 2 3 4 5 
Provide clear information easily understood      
provide information timely      
Provide complete information       
be a good source for volunteer activities      

 

About irritation  

5. The PSAs 1 2 3 4 5 
Often appeared without my consent      
Often interrupt my task      

 

About credibility 

6. 1 2 3 4 5 
The advertiser of PSAs is credible      
I hardly met false PSAs      
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The advertisement for recruiting volunteers is credible      

 

 

About advertising value  
7. The PSAs 1 2 3 4 5 
Are useful for me      
Are valuable for me      
Are important for me      
 
 
8. How would you describe your overall attitude toward PSAs?  
1 Very Negative 2 Negative 3 Neutral    4 Positive   5 Very positive 

 

Appendix III: Questionnaire in Chinese version 

探究大学生对网络志愿者招募类公益广告态度的影响因素 

这个问卷的目的是探究影响大学生对志愿者招募类公益广告态度的因素。这个问卷将花费您不

超过 2 分钟的时间，但是您的观点将会对我们的研究有很大的帮助。我们会不胜感激您的诚实

回答，非常感谢！ 

PS: 此处的公益广告指的是公益组织为了招募志愿者发布在网络上的各种平面和视频广告。 

本问卷中将用数字来代表您的同意程度，说明如下：“1”-------完全不同意；“2”-------

不同意；“3”-------既不反对也不同意；“4”-------同意；“5”-------完全同意. 

1.您的年龄：          

2. 您的性别： 

    A.女 B. 男 

3.关于娱乐性方面， 我认为网络上的志愿者招募类公益广告： 

 0 1 2 3 4 

制作工艺效果精良      

采取了多种多样的展示形式（如视频，flash，图片等）      

有很吸引人的外表      

设计理念很有趣      
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4. 关于信息含量方面，我认为网络上的志愿者招募公益广告 

 0 1 2 3 4 

提供的信息很清楚易理解      

能够及时提供相关信息      

包含了完整的信息，没有遗漏      

是很重要的公益活动的信息来源      

 

5.关于是否令人厌烦方面，我认为网络上的志愿者招募公益广告 

 0 1 2 3 4 

经常突然出现未经过我的同意      

经常打断我当时的活动      

 

6.关于可靠性方面，我认为网络上的志愿者招募公益广告 

 0 1 2 3 4 

它的制作者是非常可靠的      

我从来没有遇到过虚假的此类广告      

招募信息是可靠（即通过此类广告申请做志愿者，总是会得到回

复） 

     

7. 关于广告价值，我认为公益广告 

 0 1 2 3 4 

对我是有用的      

对我是有价值的      

对我是重要的      

 

8．你对公益广告的整体态度是如何的? 
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1非常悲观 2悲观 3中立 4乐观 5非常乐观  

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 



 

 

University of Borås is a modern university in the city center. We give courses in business administration 
and informatics, library and information science, fashion and textiles, behavioral sciences and teacher 
education, engineering and health sciences. 

In the School of Business and IT (HIT), we have focused on the students' future needs. Therefore we 
have created programs in which employability is a key word. Subject integration and contextualization are 
other important concepts. The department has a closeness, both between students and teachers as well as 
between industry and education. 

Our courses in business administration give students the opportunity to learn more about different 
businesses and governments and how governance and organization of these activities take place. They 
may also learn about society development and organizations' adaptation to the outside world. They have 
the opportunity to improve their ability to analyze, develop and control activities, whether they want to 
engage in auditing, management or marketing.  

Among our IT courses, there's always something for those who want to design the future of IT-based 
communications, analyze the needs and demands on organizations' information to design their content 
structures, integrating IT and business development, developing their ability to analyze and design 
business processes or focus on programming and development of good use of IT in enterprises and 
organizations. 

The research in the school is well recognized and oriented towards professionalism as well as design and 
development. The overall research profile is Business-IT-Services which combine knowledge and skills in 
informatics as well as in business administration. The research is profession-oriented, which is reflected in 
the research, in many cases conducted on action research-based grounds, with businesses and government 
organizations at local, national and international arenas. The research design and professional orientation 
is manifested also in InnovationLab, which is the department's and university's unit for research-
supporting system development. 
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