ABSTRACT

A debate has arisen in this journal regarding the utility of psychophysiological
measures in general; and of electroencephalographic measures in particular, for
evaluating the specific effects of advertising executions. We briefly summarize the
positions and replies that have been set forth. Although each is found to have
something to contribute, it is also clear that additional basic research using com-
plex persuasion materials in consumer settings is necessary before specific cog-
nitive, emotional, and behavioral advertising effects can be inferred from
psychophysiological data. This raises general questions regarding the goal and
value of the psychophysiological enterprise. It is suggested that a psychophysio-
logical approach is potentially informative, especially when studying theoretical is-
sues regarding processes underlying social behavior. Research on yet another
physiological response system, electromyographic activity recorded over the
muscles of facial expression, is discussed for purposes of illustration. It is con-
cluded that research has not and is not likely to demonstrate invariant psycho-
physiological links nor has it revealed so little about social processes and behavior
that physiological responses and systems can be disregarded. An alternative con-
ception of the psychophysiological enterprise is outlined.
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In the inaugural issue of Psychology and Marketing, a debate emerged regarding
psychophysiological analyses of advertising. Weinstein, Weinstein, and Droz-
denko (1984) surveyed ten years of work from their laboratory on electroencepha-
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PSYCHOPHYSIOLOGICAL ANALYSIS

require much ingenuity to arrange a pressure gauge with an index and dial to
indicate changes in stress. . . . I have made some crude experiments, but
being busy with other matters, have not carried them on (p. 184).

PHYSIOLOGICAL MEASUREMENT OF ADVERTISING
EFFECTS?

Weinstein et al. (1984) clearly view their Brain Wave Analysis to be an
advance over varbal measures alone when assessing specific advertising effects:

For the most part, Brain Wave Analysis does not give an absolute index iden-
tifying whether the commercial is *‘good”” or ‘‘bad.’” It does tell us, however,
how the viewer responded to the commercjal. . . . There are also times when
Brain Wave Analysis can point directly to flaws in an ad (Weinstein et al.,
1984, p. 29).

Weinstein et al. (1984) claim that EEG measures can be used to assess, among
other effects, viewers’ attention to the advertisement.at specific points in time, the
intensity of the emotional reactions elicited by specific aspects of the advertise-
ment, and their comprehension and retention of the advertisement. To assess these
specific communication effects, they extract measures of what they termed
‘‘arousal’’ and ‘‘interest,”’ and specific advertising effects are inferred from these
measures (and their derivatives) given the particular context in which the EEG was
recorded. For instance, two arousal-scores, one for brain wave activity over each
hemisphere, is determined for each individual every five seconds using the ratio
of beta to alpha wave activity recorded over the parietal regions. A third score,
based on the ratio of arousal scores obtained over the right and left parietal lobes
is used as an index of changes in logical versus emotional processing.

There are several reasons to view the work by Weinstein and his colleagues’
as hypothesis-generation rather than hypothesis-testing. Numerous details regard-
ing the specific experimental design, materials, and procedure were undisclosed,
presumably due to clients’ proprietary.rights (Weinstein et al., 1984, p. 24), mak-
ing it impossible to replicate exactly or evaluate fully the studies in the Weinstein
et al. report. Second, because most studies were conducted to contrast specific
advertisements provided by clients, rigorous experimental controls such as inde-
pendently varying the features of an advertisement and the product advertised were
not included. Indeed, Weinstein et al. (1984) acknowledged that:

Examining consistency and differences of ad content across a number of stud-
ies can only be considered exploratory because of the post hoc nature of these
analyses (Weinstein et al., 1984, p. 18)..

Third, although the conceptualization of hemispheric functioning presented
by Weinstein et al. is simplified for didactic purposes (e.g., see Weinstein et al.,
1984, p. 22), the presentation may have left a misleading impression regarding
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