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B. ABSTRACT

Motorcycle Helmet Usage:
Can It Be Increased Using a Fear Appeal? A Study of the Effects of Levels of Fear and
Positive and Negative Communications

A study will be conducted to examine the use of fear appeals with differing levels of
fear inducement and positive or negative communication styles in shaping consumer
behavior. The behavior of high-risk consumers, motorcycle riders, is especially interesting
because of their already higher level of acceptance of risky behavior. This study will use
motorcycle riders from two states, which have a long common border, one with a mandatory
helmet law, Missouri, and the other with no helmet law, Illinois, as a subject group. The
findings of this study will potentially develop some interesting discussion points. First, can a
fear appeal study have an impact on the intentions of a high-risk behavior consumer and at
what level of fear is this impact most felt? Can the upper level fear threshold be breached in
high-risk behavior consumers? Second, are positive or negative communication styles more
effective in achieving a fear level, which makes an impact? Third, Does a picture of a
damaged motorcycle strike a meaningful cord in motorcycle riders or are they so accepting of
their high-risk conduct that it has little or no impact? From a preliminary study using
marketing students as subjects, the instrument is seen to be valid, addressing the study’s
issues.

C. PURPOSE / OBJECTIVES

This survey research is intended to extend the understanding of and add new
knowledge to fear as an advertising appeal in psychology and marketing consumer behavior
and promotions literature. Also it is intended to extend and understanding of the specialized
set of consumers who exhibit a level of comfort with high-risk behaviors. These consumers
have previously been communicated with using some level of fear appeal but no research has
been done to uncover the level of fear needed to create a high enough level of energy to reach
a sufficient tension level sufficient to cause a reaction to the communication. (See Appendix
#1)

D. SIGNIFICANCE / NEED

No work has been uncovered which uses motorcycle riders as high-risk behavior
consumers. All the information uncovered using motorcycle riders points to injury rates.
New ground would be broken by using a new high-risk behavior group (smokers, drug users,
and alcohol users have been used previously). Using the two different communication
patterns, positive and negative, in fear appeals, would break additional new ground. Also,
the difference between a helmet law state and a non-helmet law state can be investigated to
determine the impact of mandated helmet usage on motorcycle rider’s reaction to the level of
fear induced and to communication patterns. And no previous studies have combined three
different levels of fear and two different communication styles. The results of this study can
potentially be used in several academic areas, communication, marketing and advertising,
public policy studies, and psychology and sociology, as well as by governmental agencies.
(See Appendix #2 - attached preliminary study)



E. PROCESS FOR ATTAINMENT OF OBJECTIVES / GOALS

Methodology

The experiment will use an advertisement of very similar layout but with six different
messages. The experimental design is a 2 x 3 with each experimental group viewing a
different advertisement plus a control group, which will view no advertisement for each state.
The subjects in the six different groups will view one advertisement each with the same
picture but with different wording. The focuses of the wording include a low fear, a
moderate fear or a high fear message and either a positive or negative message. A control
group will view no advertisement but will answer the same questionnaire.

The subjects in the study will be licensed motorcycle riders in the two states,
Missouri and Illinois, partly due to their long common border and partly because one has a
helmet usage law and the other does not. Approximately 8400 motorcycle riders will be
contacted by mail. Approximately 1200 riders will be included in each experimental group,
600 from each state. It is anticipated that 1000 to 1600 responses will be returned.

The subjects will be asked to participate in the study by a cover letter. The
experimental groups will be randomly selected from the states’ Department of Motor
Vehicles listings. Each group with the exception of the control group will be allowed to read
a single advertisement and then asked to answer 13 questions about their feelings on
motorcycle helmets. The questions used common terms such as: very bad, neither good nor
bad, and very good, and very unfavorable, neither favorable nor unfavorable, and very
favorable, with a seven-point Likert-type scale to record their answers. A manipulation
check will also be asked, using the same six level Abbreviated Injury Scale previously used
and the same negativity and fear level induced questions as the preliminary questionnaire.
The final set of questions will be demographic questions. The subjects in the control group
followed the same procedure except their packet will not include an advertisement.

The data will be analyzed using SPSS for PCs. The specific analysis will be factor
analysis as a check to ensure the questions group as expected and consistent with the
preliminary study and analysis of variance of cell means using the One-Way ANOVA
comparison technique. Comparisons will be made for Attitude, Intention, and Consequence
contrasts as well as an overall contrast.

F. DISSEMINATION OF RESULTS

The resulting articles from this study will be targeted at academic and practitioner
Jjournals, and in reports for governmental agencies. It is possible that these results will be
presented at a future research conference as well.

Articles emanating from this research will be aimed at the Journal of Marketing,
Journal of Advertising, the Journal of Public Policy and Marketing, the Journal of Business
Research, the Journal of Consumer Behavior, and the Journal of Consumer Policy.
Additional disciplines’ journals considered might include psychology and communication.

Further support may be requested from a variety of funding groups and foundations to
extend the research to Great Britain and Australia. Academic researchers in both locations
have expressed interest in collaborating on this effort. Further support may be garnered in
those countries as well.

G. REPEATED REQUESTS
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See Appendix #2
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J. APPLICATION VITA

Dr. James Andrew Cannon received a BS degree from Westminster College, an MBA
from the University of Hartford, and his Ph.D. degree with emphasis in Marketing and
supporting areas in Management and International Business at Saint Louis University.

Dr. Cannon has taught at a variety of colleges and universities, both public and
private. These include Bloomsburg University of Pennsylvania, a state supported university,
Lycoming College, a small liberal arts college, Saint Louis University, a private, Jesuit
university, the University of South Alabama, a large, state supported university, and now
Arkansas Tech University.

Dr. Cannon teaches courses from basic courses like Principles of Marketing to
advanced courses including Market Research, Sport and Event Marketing, International
Marketing, and Advertising in the Management/Marketing track. Additionally, he has taught
many management track courses and in other business disciplines as well. He has varied
research interests including consumer complaint behavior when third parties are involved
(his dissertation topic), the impact of fear and humor advertising on consumers displaying
high risk behavior, the impact of different advertising methods on sport and event attendance,
consumer satisfaction in the sport, cultural, historical, and community event venue, and
franchising as an entry mode into foreign marketplaces including cultural impacts on
franchising’s success.



APPENDIX #1
Hypotheses

Box Numbers

Negative Appeal Positive Appeal J

Low Fear BOX # 1 BOX #4
Moderate Fear BOX #2 BOX #5

High Fear BOX #3 BOX #6

Control Group — Box # 7
Inverted U Concept
Using Thayer’s Terminology
Ener
ow Fear Moderate Fear High Fear

!
Hypotheses Tables

Tension

First Test Group(s)

Second Test Group(s)

Box Numbers

H'

[

Low Fear, Negative Ad
Moderate Fear, Negative Ad
High Fear, Positive Ad
Moderate Fear, Negative Ad
Moderate Fear, Negative Ad
Moderate Fear, Positive Ad
High Fear, Positive Ad

Low Fear, Negative Ad
High Fear, Positive Ad

Low Fear, Positive Ad
Moderate Fear, Positive Ad
High Fear, Negative Ad
Low Fear, Negative Ad
High Fear, Negative Ad
Low Fear, Positive Ad
Moderate Fear, Positive Ad
High Fear, Negative Ad
Low Fear, Positive Ad

1 vs.
2 vs.
6 vs.
2 vs.
2 vs.
5 vs.
6 vs.
1 vs.
6 vs.

E-NRVATRY, I SIS RS S IR I N

la
1b
1c
2a
2b
3a
3b
2c
3¢

>rrbrbprh b S




Low Fear, Negative Ad Control 1vs.7 2d | A
Moderate Fear, Negative Ad | Control 2vs.7 2¢ | A
Control High Fear, Negative Ad 7 vs. 3 2f | A
Low Fear, Positive Ad Control 4vs.7 3d | A
Moderate Fear, Positive Ad | Control 5vs.7 e | A
High Fear, Positive Ad Control 6vs.7 If | A
Negative Fear Ads Control 1,2, &3vs. 7 2e | A
Positive Fear Ads Control 4,5, &6vs.7 3g | A
Positive Fear Ads Negative Fear Ads 4,5 &6vs.1,2,&3 | 4a | A
Moderate Fear Ads Low Fear Ads 2&5vs.1&4 52 | A
High Fear Ads Low Fear Ads 3&6vs.1&4 56 | A
Low Fear Ads Control 1&4vs.7 5d | A
Moderate Fear Ads High Fear Ads 2&5vs.3&6 5c | A
Moderate Fear Ads Control 2&5vs.7 5¢ | A
High Fear Ads Control 3&6vs.7 5| A
Hypotheses # 1 :

First Test Group(s) Second Test Group(s) Box Numbers iﬁf L]?
Low Fear, Negative Ad Low Fear, Positive Ad l1vs. 4 la | A
Moderate Fear, Negative Ad | Moderate Fear, Positive Ad 2vs.5 b | A
High Fear, Positive Ad High Fear, Negative Ad 6 vs.3 Ic [ A
Hypotheses # 2

First Test Group(s) Second Test Group(s) Box Numbers EI ]_)_ET
Moderate Fear, Negative Ad | Low Fear, Negative Ad 2vs. 1 2a | A
Moderate Fear, Negative Ad | High Fear, Negative Ad 2vs. 3 2b | A
Low Fear, Negative Ad High Fear, Negative Ad 1vs.3 2c | A
Low Fear, Negative Ad Control 1vs. 7 2d | A
Moderate Fear, Negative Ad | Control 2vs.7 2e | A
Control High Fear, Negative Ad 7vs. 3 2f | A
Negative Fear Ads Control 1,2,&3vs. 7 2¢ | A
Hypotheses # 3

First Test Group(s) Second Test Group(s) Box Numbers H#' I_)E[
Moderate Fear, Positive Ad | Low Fear, Positive Ad 5vs. 4 3a | A
High Fear, Positive Ad Moderate Fear, Positive Ad 6vs.5 3b | A
High Fear, Positive Ad Low Fear, Positive Ad 6vs. 4 3c | A
Low Fear, Positive Ad Control 4vs.7 id | A
Moderate Fear, Positive Ad | Control 5vs.7 3¢ | A
High Fear, Positive Ad Control 6vs.7 If | A
Positive Fear Ads Control 4,5 &6vs. 7 3g | A

Hypotheses # 4




First Test Group(s) Second Test Group(s) Box Numbers Lljl D_sz
Positive Fear Ads Negative Fear Ads 4,5,&6vs. 1,2, &3 | 42 | A
Hypotheses # 5

First Test Group(s) Second Test Group(s) Box Numbers Ml QFZ
Moderate Fear Ads Low Fear Ads 2&5vs.1&4 52 | A
High Fear Ads Low Fear Ads 3&6vs.1&4 5b | A
Low Fear Ads Control 1&4vs.7 5d | A
Moderate Fear Ads High Fear Ads 2&5vs.3&6 5¢ | A
Moderate Fear Ads Control 2&5vs.7 5¢ | A
High Fear Ads Control 3&6vs.7 5| A

H# indicates the corresponding Hypothesis number for the Box Numbers being tested.
? DE indicates the expected direction of effectiveness of the Hypotheses.




@ APPENDIX #2

Budget and Budget Justification

Budget
DETAILED BUDGET
GRANT TOTAL
FUNDING ANTICIPATED " 1
NEEDED BUDGET ’)ﬁ ~
Two Student Assistants $0.00 $500.00 | X
Postage 0.00 4,872.00
Return Postage 0.00 592.00
Labels and Supplies 0.00 320.00
Printing 3,500.00 5,482.00
TOTAL $0.00 $11,766.00
Budget Justification

Student Assistants — The undergraduate student assistants would have the tasks of
assembling the bulk mailing, which would include the sorting, combining, and inserting
into envelopes of the survey material, attaching address labels to the envelopes using
preprinted labels, breaking the mailing into 3 and 5 digit zip code bundles for bulk rate

' mailing, and counting the number of envelopes in the individual bundles to ensure they
conform to USPS guidelines. Additional tasks will be to input the data into an Excel or
SPSS file as the surveys are returned, do library research to u}i(dqte and add to the existing
literature review and add background to the study’s framework, incorporate the new
information into the preliminary, exploratory findings report, assist with the statistical
analysis of the aggregate results, assist with the writing of the final version of the report
and prepare the instrument for use in Great Britain and Australia including assisting with
contacting researchers in those countries. Total Costs = $500.

Postage — Mailing costs for the approximatelly 8400 surveys. The original mailing will
be done at bulk rate and 3 or 5 zip code bundles to lower the per piece costs to a
minimum. Total Costs = $4,872.

Return Postage — MailinF costs for the approximately 1600 surveys returned in the
Return Postage Paid envelopes. Total Costs = $592.

Labels and Supplies — Address labels for the original mailing of 8400 pieces. Total
Costs = $320

Printing — The survey printing using double sided printing where possible and includin
one color copy done using the printing press rather than the color copier (less expenswe%,
the 9x12 mailing envelope with printing, and the printed business reply envelope are
necessary to get the survey ready, to the subjects, and returned. Total Costs = $5482.



From: "Eldon Clary" <eldon.claryémail.atu.edu>

To: <Andrew.Cannon@mail.atu.edu>
Subject: RE: Human Subjects Survey Approval
Date: Tue, 24 Aug 2004 11:32:55 -0500

Dr. Cannon

I see no problem with the survey as you have described it. People
responding to the survey will be anonymous and there is not danger to
them.

Eldon Clary
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London, UK - Gatwick International Airport
Hamburg, FRD - Hamburg International Airport
Frankfort, FRD - Frankfort-Rhein Main International Airport
Munich, FRD - Munich International Airport
Flight Attendant, 1977
Simsbury Bank and Trust Co., Simsbury, CT 06070
Assistant to the Assistant Vice President - Operations, 1976-77
Assistant Branch Manager, 1975-76
Corporate Auditor, 1974-75
Management Trainee, 1974
Cannon-McMasters Sports Photos, Simsbury, CT 06070
Managing Partner, 1974-77
Photographer, 1974-77




Teaching Assignments
2005-2006 Academic Year
Fall — MKT 3043, Principles of Marketing; MKT 4093 International Marketing.
Spring — MKT 3043, Principles of Marketing; MKT 4063, Sport and Event
Marketing.
Summer — MKT 3043, Principles of Marketing; MKT 4093, Marketing Elective.
2004-2005 Academic Year
Fall — MKT 3043, Principles of Marketing; MKT 4153 Market Research.
Spring — MKT 3043, Principles of Marketing; MKT 4103, Special Topics: Sport and
Event Marketing,
Summer — MKT 3043, Principles of Marketing; MKT 4093, International Marketing.
2003-2004 Academic Year
Fall — MKT 385, Sport and Event Marketing; MKT 336, International Marketing;
MKT 524, International Business.
Spring — MKT 376, Industrial Marketing; MKT 492, Seminar: International Business;
MKT 524, International Business.
Summer - MKT 376, Industrial Marketing; MKT 379 Retailing.
2002-2003 Academic Year
Fall - MKT 385 Sport and Event Marketing; MKT 410, Promotional Strategies
for Sport and Event Marketing; MKT 524, International Business.
Spring — MKT 385, Sport and Event Marketing; MKT 495, Seminar in Sport and
Event Marketing; MKT 524, International Business.
Summer — MKT 376, Industrial Marketing; MKT 379, Retailing; MKT 380,
Adpvertising.
2001-2002 Academic Year
Fall - MKT385, Sport and Event Marketing; MKT 410, Promotional Strategies
for Sport and Event Marketing; MKT 524, International Business (online).
Spring — MKT 336, International Marketing; MKT 495, Seminar in Sport and Event
Marketing; MKT 524, International Business.
Summer — MKT 320, Principles of Marketing; MKT 336, International Marketing.
2000-2001 Academic Year
Fall - MKT 336, International Marketing; MKT 410 Promotional Strategies for
Sport and Event Marketing; MKT 524, International Business.
Spring — MKT 410, Promotional Strategies for Sport and Event Marketing,
MKT 495, Seminar in Sport and Event Marketing; MK T 524, International
Business.
Summer — MKT 320, Principles of Marketing; MKT 336, International Marketing.
1999-2000 Academic Year
Fall — MKT 320, Principles of Marketing; MKT 410, Promotional Strategies for
Sport and Event Marketing; MKT 524, International Business.
Spring — MKT 410 Promotional Strategies for Sport and Event Marketing,
MKT 492, Seminar: International Business; MKT 524, International Business.
Summer — MKT 320, Principles of Marketing; MKT 336, International Marketing.




