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Foreword

Interpretation of persuasive communication
A R E S E A R C H O N R E C I P I E N T S ’ I N T E R P R E T AT I O NS O F P E R SU A SI V E C O M M U NI C AT I O N B Y N G O P AX .

Foreword
This thesis covers my research on the role of interpretation in persuasive communication by NGO PAX. It
is the final product of my master thesis in Human Geography: Conflicts, Territories and Identities. The
topic is chosen for its relevance to NGOs, for who the support of the public is vital to their work. It is an
attempt to use the scholarly fields of communication and socio-psychology, which covers persuasion, to
the benefits of these important actors in conflict and peace. With my thesis, I hope to contribute to the
body of literature relevant to NGOs and peace actors while going beyond the general scope of conflict
studies.
Writing this thesis was an educational experience. I have learned not only from the outcomes of
my thesis, but also from the process and the challenges on the way. My gratitude goes out to all people
who were involved in this thesis and who supported me in the process. I want to mention four people
specifically for their contributions. I am thankful for the scientific support of my thesis supervisor, Mathijs
van Leeuwen, who guided me through the process of writing a thesis. I furthermore have Laura Bolle, the
campaign coordinator and my supervisor during my internship at PAX, to thank for the insight and
experience in peace organisation PAX. Last, I want to thank my parents for their feedback and
proofreading of my work.
Enjoy reading this thesis,
Marianne Franken

Summary
This thesis explores the role of interpretation in the process of persuasion of youth. It primarily does so
through a quantitative survey, but leaves room for respondents’ input and relies on the use of qualitative
analysis as well. This thesis uses a campaign from peacebuilding NGO PAX as case study to examine this
possible combination between communication and persuasion studies. It creates a new operationalisation
of interpretation in its attempt to bridge the gap between these two scholarly fields, and reflects upon
this to make it a steppingstone for future research. Based on the persuasion literature, it was expected
that three personal factors would influence the respondents’ support of the campaign. This literature
turned out not to apply to this case. This research suggested that instead, personal characteristics would
influence the interpretation of the message, which in turn influences the support of the campaign. This
turned out to be mostly insignificant. However, the interpretation of the message in combination with the
opinion of the respondents appeared to be of influence on their support. This outcome indicates that it is
important that a campaign fits the public’s interests. This is even more important than creating a clear
message. Respondents furthermore identify the output of the campaign as a reason to (not) support the
cause. Finding the right audience, tuning in on their interests and highlighting the effect of the campaign
seem to be vital to gain support of the public.

2

Table of contents

Table of contents
Foreword ......................................................................................................................................................... 2
Summary ......................................................................................................................................................... 2
Table of contents............................................................................................................................................. 3
1.

Introduction ............................................................................................................................................ 5

2.

Relevance ................................................................................................................................................ 6
2.1 Societal relevance ................................................................................................................................. 6
2.2 Scientific relevance ............................................................................................................................... 8

3.

Research objective .................................................................................................................................. 9

4.

Literature review................................................................................................................................... 10
4.1 Communication ................................................................................................................................... 10
4.2 Persuasive communication ................................................................................................................. 13
4.3 This research ....................................................................................................................................... 15
4.4 Case study ........................................................................................................................................... 17

5.

Methods ................................................................................................................................................ 19
5.1 Operationalisation of concepts ........................................................................................................... 20
5.2 Hypothesis........................................................................................................................................... 26
5.3 Data collection .................................................................................................................................... 27
5.4 Data analysis ....................................................................................................................................... 28

6.

Results ................................................................................................................................................... 31
6.1 Personal characteristics ...................................................................................................................... 32
6.2 Direct link between personal characteristics and the support of PAX................................................ 33
6.3 Recipient’s interpretation of the message .......................................................................................... 34
6.4 The intended and interpreted message and recipients’ opinion ........................................................ 39
6.5 The role of personal characteristics .................................................................................................... 41
6.6 Interpretation and support ................................................................................................................. 48
6.7 Factors in support ............................................................................................................................... 52
6.8 Future support .................................................................................................................................... 53

7.

Discussion ............................................................................................................................................. 55
7.1 Sample group ...................................................................................................................................... 56
7.2 Operationalisation of interpretation................................................................................................... 56
7.3 Focus PAX ............................................................................................................................................ 57
7.4 Indirect influences ............................................................................................................................... 57
3

Table of contents
8.

Conclusion ............................................................................................................................................. 58
8.1 The intended message and the recipients’ interpretation of the message ........................................ 58
8.2 The role of personal characteristics .................................................................................................... 59
8.3 Interpretation and support ................................................................................................................. 60
8.4 Other factors that influence respondents’ support of PAX ................................................................ 61
8.5 Combining scientific fields .................................................................................................................. 62
8.6 Young adults ........................................................................................................................................ 63
8.7 Recommendations to PAX................................................................................................................... 63

References ..................................................................................................................................................... 65
Literature list ................................................................................................................................................. 69
Appendix ....................................................................................................................................................... 70
A1. Survey distribution text ...................................................................................................................... 70
A2. Survey (google form)........................................................................................................................... 71
A3. Privacy statement to respondents ...................................................................................................... 81
A4. Content analysis table......................................................................................................................... 82
A5. SPSS output ......................................................................................................................................... 84
A6. Categorization of open questions ....................................................................................................... 85
A7. List of all figure and tables .................................................................................................................. 86

Word count (excluding Appendixes): 30.654

4

Introduction

1. Introduction
Communication is pivotal to almost everything we do. It is essential to organisations such as nongovernmental organisations (NGOs), who play a major role in advocacy and development. Advocacy
requires strong communication, to empower people and call for support (Kaempf, 2020). At the same
time, NGOs need communication to convince the public to support them, politically but also e.g.
financially (Kamat, 2004; Muller & Wood, 2016; Rodriguez, 2016). But as a famous saying often attributed
to George Bernard Shaw goes: the biggest problem with communication is the illusion that it has taken
place (Galsworth, n.d.). This can also be applied to (research on) persuasive communication. In persuasive
communication, we try to convince other people to have a certain attitude (Payne, 2001; Allen & Hadden,
2017; O’Keefe, 1982), possibly followed by a certain behaviour (Ham & Weiler, 2003).
Both scholars and communicators often assume that the way a message is intended by the
sender, is interpreted in the same way by the recipient. This assumption however can be challenged. Little
research is done if there is indeed a similar interpretation, and on what causes deviations in
interpretations. But how can we understand the process of persuasive communication, if such a possibly
influential aspect is left out? How can NGOs communicate effectively to their public on conflict, peace and
activism and persuade people to support this cause, if they do not know whether the public interprets the
message as they intended? To complement understanding of persuasive communication, my research will
address this topic of interpretation.
My interest in communication first led me to a research on offline, face to face communication by
NGOs. However, this became impossible due to the corona-crisis, which cancelled most events and hence
limited the possibility to research on physical campaigns. As a result, I shifted my focus to online
communication. This opened up a whole new world of possibilities. Due to developing ICT, online
communication has grown tremendously (Roser, Ritchie & Ortiz-Ospina, 2015). It has become part of daily
life, only to be enhanced by the corona-pandemic that urged people to social distance. It is no wonder
that organisations have turned towards these online media to communicate to people, promote their
organisation and win support (Moon, 2018; Heckadon, 2010).
As a young adult, who spends time on different social media, and especially as a student in
Conflict studies, one tends to notice these developments. It is remarkable to see how various NGOs reach
out to people in different ways, both in the content as in the medium they use. I wondered why and what
the effect of such a different approach could be. Hence, my interest was triggered. Looking back, I am glad
I made that step towards online communication. The Internet is a rapidly growing medium (Roser, Ritchie
& Ortiz-Ospina, 2015) that has come to play a pivotal part of our daily lives (Kaempf, 2020). It has created
new ways in which NGOs can mobilize the public such as through social media platforms, which can be
used to share messages, ask for donations or raise awareness (Zhou & Pan, 2016). Unsurprisingly, almost
all NGOs now use the Internet as a medium to reach out to the public (Muller & Wood, 2016).
Understanding online communication is thus vital. In this research, I could dive into the diverse, dynamic
digital world and gain insight in how NGOs use these online media. This added to its relevance for my
internship organisation (PAX) and hopefully other NGOs.
This research will thus focus on the online communication of NGO PAX and how this is
interpreted by young adults. It looks at the campaign “Kom samen met deze Irakese vrouwen in actie”
about female activists in Iraq. This research will explore what people identified as the key message of a
campaign and tries to discover whether this interpretation is similar to the message that PAX intended,
and whether this makes a difference to whether young adults support the PAX campaign or not. Personal
5
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factors that could influence the interpretation, such as familiarity with PAX, the image recipients have of
PAX and recipient’s involvement in the topic of the campaign are also included in this research. It explores
the possibility of a relation between these factors, the interpretation and the effect of a message. Doing
so, my thesis tries to provide more insight in online persuasive communication and tries to help NGOs
better understand how the Internet could serve as a platform to reach out to young adults to gain
support.
My thesis begins with a short summary of the added value of this research to relevant, up to date
questions. After that, it will explore scientific literature on (persuasive) communication to create a
framework in which my insights be added. As I explain my conceptual model, my hypothesis become
clear. Then, it will discuss the methods used to collect, store and process data; before diving into the
results. My conclusions and discussions will round it up by reflecting on the outcomes and circling back to
the questions stated in the beginning and answering them to the extent possible.

2. Relevance
2.1 Societal relevance
NGOs play a vital role in the creation of public awareness (Thrall, Stecula & Sweet, 2014). They have
gained popularity (Lister, 2003), influence and visibility over the years (Kamat, 2004). NGOs provide
information to other actors, such as the state (Allen & Hadden, 2017) and play an important role in
development (Atack, 1999; Kamat, 2004). NGOs, especially advocacy NGOs, organize campaigns to raise
awareness and initiate change, on a national and international level (Kamat, 2004). To be able to perform
their tasks and secure their future, NGOs have to communicate to their stakeholders and donors to
maintain their funding (Waters, 2011), an important source of money for such non-profit organisations
(Srnka et al., 2003; Brooks, 2004). Communication is thus vital to NGOs.
It is therefore important that NGOs portray a clear message and know how this is understood.
This helps to effectively communicate. Communication is important for NGOs as it can be related to the
two backbones of an NGO: raising awareness and persuading people to support their cause (Kamat,
2004). The strength of an NGO lies in the engagement of the public for, among others, public pressure and
financial support (Kamat, 2004; Muller & Wood, 2016; Rodriguez, 2016).
The first step in this is to share information and create awareness among the audience (Zhou &
Pan, 2016; Muller & Wood, 2016). Such information does not necessarily have to be about the topic that
the NGO supports, but can also be about the NGO itself. The Internet can in such be used to reach out to
people and create a brand image. It is a platform to share not only an individual’s but also an
organisation’s identity and to hold campaigns. Such an image highlights the values (Beniger, 1987) and the
legitimacy of an organisation.
Second, communication is important as it can create a foundation for a supportive community.
This goes beyond pure awareness and focusses more on engagement, with both the topic and the NGO.
Support can be in the form of a financial contributions and in terms of action, such as protests (Muller &
Wood, 2016). A supportive community can be used by the organisation, by mobilizing the people and
their resources (Zhou & Pan, 2016). The Internet has provided a breakthrough in this, as it allows for a
relatively cheap way to reach the masses and to appeal to them for (financial) support (Muller & Wood,
2016; Zhou & Pan, 2016), to help further the NGO’s goals (Rodriguez, 2016). Such support is necessary, as
6
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public opinion can be used to influence national politics (Tallberg, Dellmuth, Agné & Duit, 2015).
Furthermore, financial support is essential for the organisation’s existence, as NGOs are often dependent
on private donations to fund their efforts (Brook, 2004). Good communication, used to create a long-term
bond between the NGO and their supporters, is thus vital (Srnka, Grohs & Eckler, 2003).
Communication with the audience is thus essential for organisations. The Internet is often
praised for its broad reach and low costs (Muller & Wood, 2016). The effectiveness of this medium is
however questioned, due to the current rapid increase in available information for people. NGOs must
find a way to pierce through this flood of information and catch the respondents’ limited attention (Thrall,
et al., 2014; Tiago & Verissimo, 2014). Furthermore, media-users increasingly gain control over what they
see on media platforms, which information they consume and what they give their limited attention to
(Thrall et al., 2014; Trusov, Bucklin & Pauwels, 2009). Reaching an audience thus becomes increasingly
difficult (Thrall et al., 2014). Effective communication has thus become essential to get the message
across within the recipients limited attention span.
Such effective communication partly depends on the understanding how the public receives the
messages. It is therefore necessary to investigate the role of how people interpret a message from an
NGO and how this can influence whether they are persuaded to support the NGO. Subsequently, I argue,
understanding of the interpretation of the message by recipients is vital to effective communication and
thus to mobilize people.
My research will explore personal characteristics and their potential influence on the
interpretation of the communication and the resulting support. Doing so, this research can help PAX get
insight in the effectiveness of their communication. It is furthermore a first helpful step to orient whether
they should adjust their communication to specific groups such as young adults and increase the
effectiveness of their communication. Understanding the possible role of the recipients’ interpretation of
the message and the subsequent support, in relation to the personal characteristics of the recipient, can
be a huge step forward in effective communication as it increases the potential of adapting messages to
target audiences. This practice of the adaptation of messages to the intended audience is a common
strategy for effective communication (Berkenkotter, 1981; Equinox, 2014).
As the assumption is that the interpretation of the message could differ per type of audience, this
research will focus on one common sub-population in particular: young adults. This focus is based on the
need of the NGO which the case study is about. Youth and young adults are considered to be of great
importance in peace and security. They are increasingly recognized as stakeholders that should be
included in the decision-making process (Youth4Peace, n.d.). For PAX specifically, targeting young adults
has an additional benefit as it ensure a younger, growing support base. As a result, PAX considers youth
and young adults an important target group for their projects and communication (Van Stumpel, 2018;
PAX, 2016). The case description will cover this in more detail.
In this research, I will differentiate between people that know PAX and/or the topic of the
campaign and those that do not. Especially the familiarity with PAX is of interest to the NGO.
Conversations with PAX staff informed me about how PAX is still exploring how to portray their image and
how it is received, especially amongst youth. Including this in my research can help them understand to
what extent the image and values they share in their message are received as such and whether it makes
a difference whether the audience is familiar with PAX or not.
To conclude, it is important to research how recipients interpret the communication of the NGO
and whether this contributes to the persuasion of the recipients to support PAX’ cause. Insight in whether
7
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and how there is a relation between personal factors and the interpretation and the support of the
campaign can provide understanding in effective communication and targeting of communication.

2.2 Scientific relevance
This research combines the scholarly fields of communication and persuasion. Communication and
marketing scholars have looked at questions such as: who is the sender and the recipient; what is the
message; and through which medium is it send? to explain effective communication (Dima, Theodorescu
& Gifu, 2014 ; Srnka, Grohs & Eckler, 2003; Rebel, 2000). They consider the way a recipient receives the
message and how this is not necessarily always similar. Scholars also recognize that communication can
have a certain effect (Rebel, 2000). How this effect is reached exactly is however often left out of the
theories. It rather looks at effective communication and the role of different media and audiences (Srnka
et al., 2003; Winger, 2005) and keeps the effect relatively simple such as whether fundraising is successful
or not, such as in Srnka et al.’s (2003) research. The effect is however a process on its own as well. The
process of persuasion convinces someone to think, feel or do something (Ham & Weiler , 2003), such as to
support the NGO.
Persuasion is studied by many socio-psychologists such as Wood (2000), O’Keefe, (1982) and
Crano and Prislin (2006) who have tried to identify the many factors that could play a role in this process.
They acknowledge that models on persuasion are so far inconclusive, in part due to the variability
between messages. Aspects of such variability are the content of a message, in terms of topic and length.
Even though they are considered of influence (O’Keefe, 1982), they are not often included in the research,
but rather seen as part of the broader context. The dynamics of communication and thus how a person
receives a persuasive message specifically are left out of the picture. These scholars thus neglect the role
of communication in the process.
Even though communication is thus of influence on persuasion, and vice versa persuasion is
needed to reach the effect of communication, there is a lack of interdisciplinary research on the relation
between communication and persuasion. As a result, there is so far no certainty on when and how
communication indeed persuades a person to change their attitudes and behaviour (Min, 2007; Rojas &
Puig-i-Abril, 2009). Scientific knowledge on how persuasion works, especially in relation to
communication, is thus limited. Hence, this research combines the literature on communication and the
process of persuasion to investigate whether the recipients’ interpretation of communication influences
the process of persuasion. This is done by looking at the campaign of a non-governmental organisation
which tries to mobilize the public.
In the few instances in which communication and persuasion are combined, the focus often lies
on the strength of the message (1987), which is assumed to increase the persuasiveness of the message
(Guadagno & Cialdini, 2002). Such scholars however often neglect to reflect upon the possibility that the
way a message is received and interpret might differ from the message the sender intended. Rebel (2000)
mentions the encoding of the message by the sender, followed by a decoding of the message by the
recipient. When one combines Rebel’s (2000) argument with Willwhite’s (2003) statement that people
tend to filter for information that they find valuable, it can be considered that the message be received
differently from the sender intended message. Hence, it is important to understand which information is
received and how it is interpreted. This research will therefore dive into the role of interpretation and
explore the possible role it has in persuasion. This contributes to theory building on persuasion and
communication and explores one of the many factors that make persuasion so hard to grasp (Wood,
8
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2000; O’Keefe, 1982; Crano & Prislin, 2006). It furthermore takes a first step in interdisciplinary research
to discover the relation between communication and the process of persuasion.
Finally, literature on communication and marketing has extensively explored personal factors as
potential influence on the success of persuasion to support an NGO. Age has been one of these factors.
Generally, scholars, such as Srnka et al. (2003) focus on comparing people of different age categories,
rather than exploring the possible heterogeneity within age categories. In this research, I try to explore
the diversity within one of these age categories and dive into the category young adults, age 18-30. This
can contribute to understanding of whether general theories also apply to specific age categories.

3. Research objective
The goal of this research is to explore the role of the interpretation in the process of persuasion. It tries to
connect these two scientific fields by applying the communication literature, which includes the aspect of
how a person receives a message, to the more socio-psychological persuasion studies. This is done to see
if personal characteristics influence how people interpret a message, compared to the intended message,
and whether this influences whether they are persuaded or not. Persuasion in this research considers the
support of PAX’ cause by signing the letter of the campaign. Three personal characteristics have been
included in this research, based upon the literature review in the next chapter: the respondents’ age,
familiarity with the sender and involvement in the topic. Through exploring the possible influence of these
factors on interpretation and of interpretation of persuasion, this research hopes to improve scientific
understanding of recipients’ interpretation of messages from NGOs and what this means for persuasive
communication. The main question of this research is thus:
“To what extend do personal characteristics influence how a young adult recipient interprets the message
of the PAX campaign ‘Kom samen met deze Irakese vrouwen in actie’ and does such interpretation
influence whether a recipient participates in PAX’ call to action, by signing the letter?”
To answer this questions, multiple sub-questions have to be answered.
1. What are the key themes in the message send by PAX?
2. How do recipients interpret the message?
3. What is the similarity between the interpretation of the message, the recipients’ own attitudes
and the intended message send by PAX?
4. Do personal characteristics influence this similarity?
5. Is there a relation between such similarity and whether people participate in PAX call to action?
6. What are factors identified by recipients that influence whether they participate in PAX’s call to
action?
7. Can future support of PAX be expected, based on current support of the campaign?
The following section will sketch the literature review that triggered these questions and on which the
approach of this research is based.
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4. Literature review
This literature review will provide an introduction to the scholarly field of communication studies, before
diving into the relevant literature on persuasion. The review will also sketch how persuasion is
conceptualized so far and identify gaps in this literature. It will focus on persuasive communication
applied to NGOs, as this is the focus of this research. As mentioned in the societal relevance, NGOs are of
great importance (Will & Pies, 2016). Communication is vital for NGOs to be able to fulfil their role, both
in raising public awareness (Thrall et al., 2014), calling for support (Zhou & Pan, 2016) and secure funding
(Waters, 2011). But what is communication and how can it be used by NGOs, to further their goals?

4.1 Communication
Communication means exchanging messages containing information, ideas or feelings (Lexico, n.d.). Dima
et al. (2014) identified four aspects of communication: the sender; message; medium and recipient. Rebel
(2000) visualises how these aspects interact, as is visible in the translated version of this model in figure 1.
Rebel’s (2000) model clearly shows how the sender creates (encodes) a message, which is then
interpreted (decoded) by the receiver. This could differ, due to communicative “noise” from the
communication aspects itself (Rebel, 2000), or because people tend to receive what they see as relevant
(Willwhite, 2003). To understand the dynamic and the possible differences between the message
intended by the sender and the message received by the audience, it is important to look at the four
aspects and how they influence communication. The review starts with the Internet as communication
medium, before turning to the sender and its resources. Next, it considers the message and how it frames
the (legitimacy of the) sender. Last, it looks at the personal characteristics of the recipients and how this
influences their preferences for and reaction to communication. The aspects of communication that are
of relevance to research are summarized in figure 3, on page 12.
Figure 1 Communication

Rebel, 2000

Media
Communication can be achieved through different media, ranging from face-to-face interaction to mass
media, such as newspapers, TV and the Internet. Especially the Internet is of increasing interest, due to its
rapid growth (Roser, Ritchie & Ortiz-Ospina, 2015), which is visualized in figure 2. Considering this growth,
the Internet and social media provide an interesting platform for NGOs to communicate through (Thrall et
al., 2014).
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The mode of communication should be deliberately chosen, as it influences the impact of a
message (Guadagno & Cialdini, 2002), as was visible in Rebel’s (2000) model. This is because the medium
influences not only the type and thus the content of the message, e.g. words or moving pictures, but also
the possible audience and their interest
Figure 2 Internet users by world region
in a topic (Baym & Zhang, 2004; Rojas &
Puig-i-Abril, 2009; Shao, 2008). There is
for example a difference in the audience
between all-accessible television or a
newspaper one has to sign up and pay
for. Newton (1999) looks at this in-depth.
As this research focuses on website
interaction only, differences between
media will not be examined further. This
literature review will rather look more in
depth at who is reached and how
personal characteristics might be of
Roser, Ritchie & Ortiz-Ospina, 2015
relevance.

Resources of the sender
The Internet is a rather cost-efficient way to reach many people (Heller, 2010; Muller & Wood, 2016). Still,
resources are needed to use such a mass communication medium. First, a large enough budget is
important to gain the attention. As a result, public attention tends to be skewed towards those NGOs that
have the greatest budget and who thus manage to gain the most mass media visibility (Thrall et al., 2014).
Second, skills are needed to use such media effectively. There are many possible strategies that
increase the effectiveness of mass media use. Think for example about strategically designing websites to
make communication feel more personal rather than to the masses (Taylor, Kent & White, 2001) or
targeting specific audiences through the media platforms most used by them (Equinox, 2014). Knowing
the audience and adapting the communication to them can make the message more understandable
(Berkenkotter, 1981) and more appealing to the recipient, as it makes it feel more inter-personal (Beniger,
1987). Skilled senders can make use of these dynamics. Knowing how to effectively communicate can
reduce the costs per successful message. This is especially important to NGOs with smaller budgets, to try
to counter the above mentioned skewness of attention (Thrall et al., 2014)

Message
Mass media visibility is one of many ways to gain the public’s attention and is especially useful when
looking for one-time interaction, such as one donation. A long-term bond between the NGO and the
recipient is necessary to a more stable, long term support (Srnka et al. 2004). This can be done, among
others, by focussing on values and legitimacy. Strong values can enhance the strength of a message
(Beniger, 1987). As the recipient knows the NGO, he/she knows what to expect.
These values are included in the (framing of the) legitimacy of an NGO. Legitimacy and the
communication about legitimacy to stakeholders is of vital importance for any organization, as it is the
foundation upon which the support of the public is build (Zhou & Pan, 2016). Communication about
legitimacy can be diverse, depending on the goal of the organization and the legitimacy they want to
highlight. Four types of legitimacy have been identified: normative, regulatory, cognitive and output
(Ossenwaarde, Nijhof & Heyse, 2008). NGOs fundamentally have a high normative legitimacy
(Ossenwaarde et al., 2008; Lister, 2003). There is however an increased focus on output legitimacy by the
11
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stakeholders, due to NGOs rising visibility and influence on the international politics which raised scrutiny
and concern (Kamat, 2004; Souza, 2010).
Unfortunately, high normative legitimacy raises high expectations and puts tension on other
types of legitimacy. When they do not meet such expectations, their legitimacy is called into questioning
(Ossenwaarde et al., 2008). Certain types of legitimacy and their expectations can thus in incompatible or
even counterproductive to other types of legitimacy, which are also important (Lister, 2003; Ossenwaarde
et al. 2008). This can be bad for the image of the NGO, as it erodes their positive image. This can have far
reaching effects, as weak output can lead to less donations (Will & Pies, 2017), on which NGO’s are often
dependent (Ossenwaarde et al., 2008). Legitimacy and communication about legitimacy should thus be
done carefully and the implications of the weight of different types of legitimacy should be taken into
account. When a message is well thought-through and frames the legitimacy of an NGO correctly, it can
be a good tool to mobilize the support of the public (Zhou & Pan, 2016).

Personal characteristics of the recipients
To communicate effectively, senders of a message need to keep in mind the intended audience and adjust
the message to make it more relatable and understandable for them, in e.g. the word use or discourse
(Berkenkotter, 1981). This applies to online messages too. Even though they can reach masses, adapting
the message to a target population can be useful (Equinox, 2014). Srnka et al. (2003) identified general
personal characteristics that should be kept in mind when sending a message. Such demographic
characteristics can influence which medium is still accessible and understandable for the user (Rojas &
Puig-I-Abril, 2009; Baym, Zhang & Lin, 2004), which medium is preferred, and which type of NGO is
supported and how (Srnka et al., 2003).
Age influences the choice of which organisation to support (Srnka et al., 2003). Age furthermore
influences the preferred medium. For example, a much higher percentage of young adults use social
media, compared to generations before them (CBS, 2018). This preferred medium in turn influences the
possible ways of communication (Gualdagni & Cialdini, 2002, Rebel, 2000).
Education influences the preferred medium as well e (Srnka et al., 2003). Media provide a variety
of content, which can be used for informational, social or self-expression purposes (Shao, 2008). More
civic engaged people tend use a medium more for informational matters (Rojas & Puig-I-Abril, 2009).
Gender is considered of no significant influence on a person’s preference in organisation and kind
of financial support, according to Srnka et al. (2003). Guadagno & Cialdini (2002) however identify gender
as influential in persuasion, a concept that will be discussed in the next section. According to them,
women are more easily persuaded, especially face-to-face and when knowing the sender in advance. This
could be because they are more sensitive to the attitudes of others and have a tendency to adjust their
attitudes to fit the other’s. Gender is thus a disputed factor. I will
Figure 3 Overview of important factors
take it into account to test its influence in this case.
communication as identified in the literature
To wind up, the content of the message, framing of a topic,
and targeting of a certain group can depend on the purpose of the
communication. There are many possible goals, such as raising
awareness (Vossen, Van Gorp & Schulpen, 2018) or persuading a
public (Allen & Hadden, 2017). A message often has a specific
objective in mind. To reach this goal, organisations often launch a
communication campaign, (Dima et al., 2003). As this research will
focus on NGO campaigns that try to persuade the recipient to sign a
12
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letter, persuasive communication will be explained more thoroughly in the next section.

4.2 Persuasive communication
Ham and Weiler (2003, p.1) describe persuasion as “communication that convinces or compels an
audience to think, feel or behave in a certain way”. This is a rather broad definition, in which the
multitude of goals is reflected. Other scholars define persuasion more specific and distinguish two steps in
the persuasive process to behaviour. According to Payne (2001), Allen and Hadden (2017) and O’Keefe
(1982), to persuade someone is to change that person’s attitudes or preferences. Attitudes are, according
to Crano and Prislin (2006) and O’Keefe (1982), a person’s general evaluations or evaluative judgments
towards an object. This is similar to Ham and Weiler’s (2003) think and feel. Scholars such as Payne
(2001), Allen and Hadden (2017) and O’Keefe (1982) however approach behavioural change as a second
step that not necessarily follows persuasion.
Assuming that people have the ability to understand the message and perform the behaviour,
people could thus be mobilized through communication. This can happen through a diverse range of
media (Newton, 1999), including websites. Websites are a rather linear form of communication: A
message is sent to a recipient, without much further interaction between the sender and the recipient
(Beniger, 1987). Due to the linear form, it is often assumed that as long as a message is strong, it can
convince people. Much research is thus done on the message itself, considering the framing of the issue
(Vossen, Van Gorp & Schulpen, 2018) and the legitimacy of the sender (Ossenwaarde et al., 2008). The
processing of a message by the recipient also matters and is influenced by their engagement in the topic
(Crano & Prislin, 2006; O’Keefe, 1982; Aaker & Maheswaran, 1997; Wood, 2000) and the familiarity with
the sender (Artz & Tybout, 1999). These two aspects will be discussed now.

The message itself
A thought-through message is critical in strong communication (Winger, 2005), which in turn is needed to
increase the persuasiveness of a message (Guadagno & Cialdini, 2002). A strong theme can help convince
the audience and make a long-lasting impression. It can make people wonder about the topic and
persuade them to certain behaviour or attitudes. Compelling themes are thus central when trying to
persuade an audience (Ham & Weiler, 2003).
In line with this is the importance of framing. Framing is the way in which a topic is represented.
It is a narrative used in communications (Vossen, Van Gorp & Schulpen, 2018) that gives meaning to an
issue (Souza, 2010). General frames are often shared by many people, including the sender and the
recipient of a message (Vossen, Van Gorp & Schulpen, 2018). Framing of a certain topic links that issue to
broader norms and social understandings. It provides an interpretation of a situation, by defining the
situation in a certain way (Payne, 2001). It also frames causal connections and consequences, creates a
moral judgement and recommends certain solutions to solve the problem (Souza, 2010; Vossen, Van Gorp
& Schulpen, 2018). Through framing, the message legitimizes the NGOs viewpoint and tells the public how
to think about the situation and the role of the NGO in it (Souza, 2010). It is a strategic resource that
NGOs can use in their favour (Allen & Hadden, 2017). A persuasive message should thus consist of a clear
framing of the topic.
It is important to NGOs that the message highlights the legitimacy of the NGO as the actor in the
situation (Kamat, 2004; Souza, 2010). As mentioned before, there are different types of legitimacy. NGOs
often focus on their normative legitimacy to help and represent people (Ossenwaarde et al., 2008; Lister,
2003; Everett & Friesen, 2010), whereas recipients often look at the output and accountability
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(Ossenwaarde et al., 2008; Walsh & Lenihan, 2006; Everett & Friesen, 2010). Including the output and the
normative legitimacy in the framing of the message can create a positive image of the NGO and
strengthen the message (Beniger, 1987), which helps persuade recipients.
Framing however isn’t all-powerful (Payne, 2001). There are other factors at play, which influence
persuasion. Besides the content of the message, with its framing of the topic and legitimization of the
NGO, the processing of the message is of importance.

Processing of the message
Persuasion happens through a dual process (Crano & Prislin, 2006; O’Keefe, 1982; Aaker & Maheswaran,
1997; Wood, 2000), which can happen simultaneously. The recipient can process the arguments in the
message to become persuaded; and/or use mental shortcuts. These are called resp. systematic processing
and heuristic processing (Aaker & Maheswaran, 1997). The level of involvement of the recipient
influences how he/she processes a message. When he/she is more involved in the topic, thorough
analysis of the arguments is more likely (O’Keefe, 1982). A high motivation to understand the message
and the ability to do so, thus lead to more comprehensive and in-depth processing of the message (Crano
& Prislin, 2006; Aaker & Maheswaran, 1997; Wood, 2000). This helps create a more stable attitude (Crano
& Prislin, 2006). It can thus be more difficult to pursue someone that is already aware and engaged in a
topic (Wood, 2000), but when it happens, the resulting attitude is more stable (Crano & Prislin, 2006) and
less likely to be changed by counter-arguments (Wood, 2000).
The effect of a message can also be stronger when a person knows the sender. A credible source
can strengthen an already strong message. This is linked to the expectations of the audience, as experts
are expected to have more detailed information. Credibility of the sender is thus important (Artz &
Tybout, 1999). For this to even have an effect, the audience must know the sender. Familiarity with an
NGO thus matters as well. This is in line with Srnka et al.’s (2003) argument that mass media visibility is
important for one-time interaction, whereas a relation between the sender and the recipient is needed
for more in-depth, long-term support. Figure 4 summarizes these factors.
Figure 4 Influences on persuasion as identified in the literature review

The above mentioned literature focusses mostly on attitude change through persuasion (Crano &
Prislin, 2006). The connection between persuasion and behaviour remains uncertain and more research
into this topic is needed (Min, 2007; Rojas & Puig-i-Abril, 2009). Especially online communication remains
vague, resulting in uncertainty of the link between online and offline behaviour (Rojas & Puig-i-Abril,
2009). Persuasion remains a very complex process, which cannot (yet) be grasped by models, as many
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factors have to be taken into account (Wood, 2000; O’Keefe, 1982; Crano & Prislin, 2006). Factors that
influence attitudes and persuasion are for example: mood states (Bohner & Weinerth, 2000) and positive
or negative framing (Smith & Petty, 1996); the length of a message (Artz & Tybout, 1999); efficacy (Min,
2007); and group pressure (Guadagno & Cialdini, 2002) and social influence (Crano & Prislin, 2006).
Another, yet undiscovered factor, I argue, is the interpretation of a message by the recipients.

4.3 This research
My research will explore the interpretation of a message by the recipient. Even though Rebel (2000)
identifies encoding and decoding as part of communication, persuasion studies to far assumed that the
interpretation of the message by the recipient is the same as the intended message from the sender.
Furthermore, Eagly and Chaiken (1984) point out that information is interpret by people and integrated
with their already existing information and attitudes. Even so, persuasion scholars have not connected the
dots between the role of attitudes in persuasion and the possible role of attitudes in interpretation.
Hence, the role of interpretation on persuasion remains undiscovered.
This research will try to bridge this gap between communication studies and theories on
persuasion. It will explore whether factors identified in this literature review influence a recipient’s
interpretation of the message. Next, it will look at whether an interpretation of the message similar to the
intended message, or similar to the existing attitudes of the recipient matters for the persuasiveness of
the message. Please note that it is the goal of this research to explore the possibility that interpretation
can play a role in persuasion, rather than examine interpretation as a concept itself.
The literature review has identified multiple factors that add to a message’s strength and
persuasiveness. Some of these factors, such as the budget used on the message (Thrall et al., 2014), apply
to every recipient. Other factors do not influence everybody to a similar extent, but rather have an effect
that differs on an individual level. This research will look at three personal factors, gender, involvement in
the topic and the familiarity with the sender. These factors might influence the receiving of a message on
an individual level, as for example, the level of involvement in a topic differs per person, as some might be
highly motivated and engaged whereas others are unfamiliar with the topic (O’Keefe, 1982; Crano &
Prislin, 2006; Aaker & Maheswaran, 1997). In line with this, I argue that the interpretation of the message
differs per person, hence the strength of the message to persuade a person.
According to the literature review, these three personal characteristics influence either the
strength of a message for a particular person (Beniger, 1987; Rojas & Puig-I-Abril, 2009; Baym, Zhang &
Lin, 2004; Srnka et al., 2003) or how a person processes the message (O’Keefe, 1982; Crano & Prislin,
2006; Aaker & Maheswaran, 1997). No research however looked at both the communicative and
persuasive aspects together. This research will identify whether the personal characteristics can help
bridge the gap between communication studies and the literature on persuasion, by testing these factors
on the bridging concept of interpretation. Figure 5 visualises the expected relation of the factors with
interpretation, building on the literature. The expected influences on interpretation is identified by
combining the literature from the two disciplines, to see how communication, which is interpret by the
recipient, can lead to persuasion of this recipient. The outcome of this will now be discussed shortly per
factor. Personal characteristics that are taken into consideration are the familiarity with the NGO, the
involvement with the topic and gender.
Familiarity with the sender can create expectations on the message, especially when the sender is
seen as an expert. This influences the perceived strength of a message (Artz & Tybout, 1999) An already
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familiar recipient has expectations about the message, especially about its quality (Artz & Tybout, 1999)
and can recognize the message and the sender’s core values in it, if the sender has a recognizable image
(Srnka et al., 2003). This could influence how the recipients looks at the message and what he/she
focusses on. Knowing the sender and its image can thus, I argue, help the recipient recognize the intended
message.
Another factor that could be relevant, is the recipient’s involvement in the topic. As mentioned in
the literature, a person’s motivation and ability to understand the message and his/her involvement in
the topic can influence the persuasion process through dual processing (Crano & Prislin, 2006; O’Keefe;
Aaker & Maheswaran, 1997; Wood). There is little elaboration on whether the processing of the message
influences the received information (Willwhite, 2003) and decoding of the message (Rebel, 2000), and
thus how the message is interpret Therefore, this factor has been included in the research.
Gender is a disputed factor among scholars. Srnka et al. (2003) identified no significant influence
of gender in the support of an NGO. Guadagno and Cialdini (2002) however identify women as more
easily persuaded. The role of gender in the process of persuasion is thus unsure and should be taken into
account to be tested
Figure 5 Envisioned relation between personal characteristics and interpretation

+ indicates an assumed positive effect

Although the literature review considers socioeconomic status as possible influence, it has not
been included in this research. Srnka et al (2003) showed that this topic was mostly of importance when
asking for a donation. Since the campaign asks for a rather low-effort contribution, economic status is left
out. Furthermore, students are often seen and treated as a similar economic category (e.g. by
Interstedelijk Studenten Overleg, 2019). Last, the economic situation of people in general was rather
unsure due to the corona pandemic, during which this research is done (CBS, 2020). For these reasons,
socioeconomic status has not been included in this research.
Research on which the personal factors are based, such as Srnka et al (2003), do not differentiate
between age groups and as a result, the persuasion of young adults is not studied in depth. This is a
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shame, as young adults are seen as an important focus group (Youth4Peace, n.d.; United Nations, 2015).
Therefore, my research focuses on people age 18 to 30, to discover their interpretation. It will try to
explore this through a case study of PAX’s campaign. Such a case study allows to explore details and
relations and provides insights in new areas that could be taken into account in theory building (O’Keefe,
1982).
Figure 6 PAX logo

4.4 Case study
Peace organisation PAX

Peace organisation PAX (n.d. E)

PAX is a non-profit, non-governmental organisation focussed on peace. The organisation has Christian
roots and originates from a partnership between the Dutch PAX Christi and the Interchurch Peace Council
(Interkerkelijk Vredesberaad, IKV) (Stichting Vredesbeweging PAX Nederland, 2019). PAX operates
worldwide with local partners, but has a main office in the Netherlands (Utrecht). PAX has fourteen focus
areas (Peace organisation PAX, n.d. A) and multiple overarching themes in which the organisation is
specialized (Peace organisation PAX, n.d. B; PAX, 2016), as visible in figure 7. Although PAX is subdivided,
it tries to portray one corporate identity, focussing on PAX’s core principles and a recognizable layout
through all communication with the public. PAX thus understands the importance of a recognizable brand
to build trust (PAX, 2016), just as Beniger (1987) mentioned.
Figure 7 PAX’ structure

Peace organisation PAX (n.d. A & B)

For this brand, PAX also includes its legitimacy in its communication. An important feature of PAX’
brand is the focus on the strength of people. PAX tries to represent people in their strength rather than
face them as the victims (Peace organisation PAX, n.d. D). PAX often tries to let the local partners have the
‘ownership’ of an action, as is the case with the campaign on Iraq. Other, more general topics such as
nuclear weapons are legitimized by appealing to the need to protect all people (Peace organisation PAX,
n.d. F). PAX bases its intellectual legitimacy on the expertise of the people and their research. This lends
PAX much insight and information. PAX is also the largest Dutch peace organisation, which contributes to
their image (PAX, 2016). Output legitimacy is of importance to secure grants and donations, as Will and
Pies (2017) already stated. PAX has a yearly report in which they reflect on their spending, projects, goals
and achievements (Stichting Vredesbeweging PAX, 2019).
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Campaign strategies
PAX uses public campaigning to mobilize the public both on a national and international scale (Peace
organisation PAX, n.d. A). They often use personal stories to explain the bigger picture, such as through
Ahmed from Idlib who explains the situation in Syria1. Campaigns can be about a region or topic, or a
connection of both (Peace organisation PAX, n.d. C). PAX campaigns vary in focus, medium and
extensiveness. In terms of focus, they can relate to national and international projects or topics. PAX uses
a broad range of media. Events can be physical or online. Social media, online newsletters and the PAX
magazine are also used to keep their supporters updated on PAX’ activities. The medium can differ per
campaign as well. In general, multiple media are used to share and promote this campaign, such as
Facebook, Instagram and YouTube (Loman & Kolk, 2020).
The extensiveness of campaigns or actions vary. The length can be from one day to multiple
years. This depends on the topic, budget and the goal. The goal can be purely informing the public. But it
can also be to engage or mobilize the public. Another goal is a more technical communicative goal: to
gather leads (Loman & Kolk, 2020). NGO’s have a limited possibility to reach out to people specifically, as
there are many privacy laws (Krueger, 2006). Hence, NGO’s need people to sign up with their e-mail
address and to approve further contact, often through regular e-mails. Such privacy-approved (AVGverantwoord) e-mail addresses are called leads and gathering them through campaigns provides the
important opportunity to communicate to people about further PAX matters as well.
PAX staff explained that campaigns are targeted to specific types of people, based upon personal
characteristics and moral values. This resulted in three main groups that PAX can focus on: cosmopolitans;
post-materialists; common civilians (burgerij) (PAX, 2016). Each group has distinct characteristics and
worldview, and require different messages to gain their support (Van Stumpel, 2018; PAX, 2016; NJR,
2019). Next to this, young adults are a focus group for PAX as well.

Young adults
Youth and young adults are important to PAX, as they are considered to be the future. They have the
motivation and power to help make a change (PAX, 2016). PAX tries to reach out to youth and use their
spirit through targeted projects and communication (Van Stumpel, 2018). These young activists are
furthermore vital as it counters the aging of the current PAX supporters, which are typically ecclesiastical
elderly (PAX, 2016).
Not only PAX focuses on youth. The United Nations Security Council adopted the Youth, Peace
and Security resolution in 2015, which highlights the importance of young people in peace (Youth4Peace,
n.d.; United Nations, 2015). One of the key pillars for action is participation of youth in decision-making
(United Nations, 2015). To include youth in the process of peace and security, one must connect with
them and communicate with them. PAX recognizes that they should be taken into consideration as a
special group rather than part of the larger public (PAX, 2016; Van Stumpel, 2018). Therefore, much effort
is done to investigate how youth can be effectively communicated to and be involved in peacebuilding,
both in general (NJR, 2019) and for NGOs like PAX specific (Van Stumpel, 2018).

1

https://blogs.paxvoorvrede.nl/syria/idlib-calling/
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Case: campaign “Kom samen met deze Irakese vrouwen in actie”
This research will focus on one PAX campaign specifically, due to practical reasons such as the timing of
this campaign. It is a campaign about the current situation and protests in Iraq2. Citizen’s rights and the
protection of civilians are in danger, which are theme’s that PAX focuses on. Hence PAX is involved in this
situation. PAX wants to engage the Dutch public and mobilize them to put political pressure on HennisPlasscheart, special representative of the United Nations in Iraq (Loman & Kolk, 2020). The campaign is
the first in a series of campaigns concerning gender and peace, focussing on female peace activists. This is
also why the video clip on the webpage refers to strong women in peacebuilding in general as well2.
This campaign is a cooperation of the Middle East team, especially the staff specialized in Iraq, and
the Communication and Society team, which is specialized in communication to the public and
campaigning. In total, 16 staff members were involved in this campaign. They designed the campaign
strategy, including the message, goals, target group and action page. I too was part of the campaign, but
as a new intern I was mostly there to learn about the process and therefore did not have much substantial
input. Four local women were involved as well, who represent the battle in Iraq and who wrote the letter
to Hennis-Plasschaert, with some help of PAX. Last, an external content-designer was hired to make the
animation video and pictures, visible on the webpage of the campaign.
This content was different than usual context of PAX, as is was the first time that PAX used animations
like this. Still, it remains linked to other PAX campaigns through the corporate identity and the use of
personal stories to tell about a bigger issue. It focuses on international solidarity, linking the Dutch public
to the Iraqi women by signing the women’s letter to Hennis-Plasschaert. The main content of the
campaign was on the Internet. It was openly accessible for everybody through the link, the PAX website
and through google searches. The intended audience was what is described as “cosmopolitans”, who are
generally highly educated and involved in the world around them (Van Stumpel, 2018). Content was
furthermore spread through social media through the PAX accounts and through advertisements focused
on these “cosmopolitans” (Loman & Kolk, 2020).
Resource-wise, the campaign had an initial estimated budget of €15.000 (Loman & Kolk, 2020). The
success of the campaign has been discussed during and after the campaign. The conversion-rate (the
number of euros spend per one new sign-up) was, especially in the beginning of the campaign, less than
the expected €2,- to €3,-. This means that according to PAX standards, it was rather resource-efficient.
The campaign ran for approximately 2 months. It was seen by over 700.000 people. Over seven thousand
people signed the letter, of which almost four thousand sign-up with their e-mail for further contact by
PAX (Franken, 2020).

5. Methods
To research the relation between the respondents’ personal factors, their interpretation of PAX' campaign
and their support of the campaign, these variables have to be operationalised and the relations
hypothesised. Second, the methods used collect, process and analyse data have to be considered. To
recall the relations between the variables, as inspired on the literature, see figure 8.

2

https://actie.paxvoorvrede.nl/actie/kom-samen-met-deze-irakese-vrouwen-in-actie/
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Figure 8 Causal model

5.1 Operationalisation of concepts
The operationalisation of the concepts will first consider the webpage of the campaign, which contains
the message that is studied in this research. It will then operationalise the personal factors, followed by
the interpretation of the message and its comparison to the opinion of the respondents and the focus of
PAX. Next, the support of the campaign and future support are operationalised. Table 1 on page 25 shows
a summary of the operationalisation of the concepts.

Webpage
The case of this research is the campaign “kom samen met deze Irakese vrouwen in actie”. The
respondents will be asked to look at a Dutch webpage from PAX. This webpage is the action page of the
campaign: the main webpage in which the campaign is explained and which tries to persuade people to
join the cause. Reading the webpage thus give plenty insight in the campaign and faces people with the
persuasive communication. As the survey is online, it could not be checked by the surveyor whether
respondents indeed read the whole webpage. To motivate respondents of the survey to read the
webpage, the link to the webpage is shared multiple times to make it more accessible. People saw the link
to the webpage in the initial message that invites them to take part of the survey, on the first page of the
survey and at the start of the part of the survey that covers the interpretation.
Besides the text (which consists of 1123 words), there is also an animation and a drawn picture of
the women. The viewers of the webpage can also click on links to see the full letter that the activists
wrote to Hennis-Plasschaert. Furthermore, the campaign is part of PAX’ broader communication, which
focuses on conflict and peace related issues. It relates to other articles on gender and peace and Iraq.
Respondents however did not need to read this.

Personal characteristics
The literature review sketched an overview of possible interesting factors in persuasive communication.
These have been numbered down to three factors that can differ per individual, in contrast to e.g. the
budget spend by the NGO. The variables that come from this can identify whether factors that influence
the persuasion process on an individual level also influence the interpretation of a person, thus helping
the main goal of understanding the role of interpretation.
Factors that could differ per individual and that could possibly have a significant role in the
process of persuasion are age (Srnka et al., 2003), gender (Guadagno & Cialdini, 2002), familiarity with the
sender (Artz & Tybout, 1999) and involvement in the topic (O’Keefe, 1982; Crano & Prislin, 2006; Aaker &
Maheswaran, 1997; Wood, 2000). These factors are rather abstract and have to be operationalized to
consider their use for this research.

Age
Age is included as a personal factor to check whether the respondent fits within the intended age
category of 18-30. The question that covers age will be:
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What is your age in years? [open answer]

Gender
Both articles that included the role of gender (Srnka et al., 2003; Guadagno & Cialdini, 2002) looked at the
difference between men and women. This will also be the main focus in this research. To remain inclusive,
there is also an option available for respondents that do not identify with either of these choices or who
would rather not say their gender. The question for gender will thus be:
What is your gender?
o
o
o

Man
Woman
Other/rather not say

Familiarity with PAX
The familiarity with a sender can differ in depth and include both positive and negative associations. Its
diverse range should thus be narrowed down in order to be able to use it in analyses. It is operationalized
in two steps. First, the respondent is asked whether he/she knows the sender and to what extent. The
possible answers cover a range of familiarity, from not familiar to very familiar due to a connection to the
organisation.
Are you familiar with PAX?
o
o
o
o

No
A bit
Yes
I’m an (Ex-)co-worker/intern/volunteer

Second, the respondents that know the sender are asked with which word they associate the sender. The
first three words are from PAX’ communication strategy and the last is included due to PAX’s background.
With which word do you associate PAX?
o
o
o
o

Expert
Connector (verbinder)
Activist
Ecclesiastical (kerkelijk)

To understand the familiarity of the respondent with PAX better, the survey includes an open question:
What do you know PAX from? [open answer]
This question does not directly answer a hypothesis. It is mainly included to understand the
background of the respondents and their relation to PAX. Furthermore, it is, together with the keywords,
of special interest to PAX as it gives more insight in how people know and associate PAX. This can help
understand their perceived image better.

Involvement in the topic
For the recipient’s involvement in the topic, it is not possible to in depth analyse the knowledge and
motivation of all participants. Diving into this factor in too much detail will divert the research from its
intended goal. A simplification of this concept is thus needed to explore the potential relevance of this
topic in connection with interpretation. Hence, different scholarly descriptions of involvement, ability and
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motivation (Crano & Prislin, 2006; O’Keefe; Aaker & Maheswaran, 1997) are combined and simplified to
the concept of being aware of a topic. Awareness (bekend met) simplifies the complex topic and makes it
more understandable for the respondent. It will be covered in one question:
Are you aware of the situation in Iraq, described on the webpage?
•
•
•

No
A bit
Yes

The question specifically asks whether the recipient already is aware of the situation in Iraq, about
which the campaign is. This is done to avoid overly broad interpretations of the questions, as whether
people know about Iraq in general, rather than the specific topic within Iraq that the campaign is about.
Doing so, it can provide insight in whether previous awareness of the topic of the message influences the
interpretation of the message.

Interpretation
Interpretation of key themes
Interpretation is introduced in this research as a factor that could influence the process of persuasion. As
it is a new theme, there is no previous literature to base the operationalisation on. Interpretation is seen
as the way a person sees the key themes of a message and links them to his/her own ideas on the topic.
This can thus be seen as the receiving version of the framing done by the sender. Operationalization of
interpretation is thus based on the method often used in framing studies: content analysis. The literature
is analysed to identify the key words and overarching themes. These themes together encompass the
whole message. For the explanation on how the key themes of the webpage were identified, see section
5.4. The interpretation of the message depends on to which extent the themes are recognized and given
value for the receiving person.
Operationalisation of concepts is often a matter of trial and error, in which scientists build upon
each other’s work. A well-established operationalisation, based upon a multitude of researches, can be
deemed of valid. As interpretation is a rather rarely studied concept, there is no such foundation to build
the operationalisation on. The validity of the current operationalisation of interpretation can thus not be
taken for granted. To get more insight in the validity of themes based upon content analysis to explore
interpretation, the themes are tested in this research as well. This is done by starting the section about
themes with an open question.
Describe shortly (max 10 words) what the action is about, according to you. [open answer]
This question provides the possibility to identify any key themes mentioned by the respondents
that are left out of the key themes as identified by PAX, the researcher and the test-respondents. This is
useful for further improvement of the methods for future research.
Next, respondents are asked to rank the themes that were prepared as describe above. The eight
themes were to be ranked from most central (1) to least central (8) to the campaign, as explained in this
question:
What do you think PAX wants to ask attention to in this campaign? Rank the themes from 1 (most
attention to) to 8 (least attention to). Use the numbers 1 to 8 only once.
This ranking is the proxy of interpretation of the campaign webpage and is central to all subquestions of this research, except the last, which considers future support. Although it is rather arbitrary,
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it clearly shows to what extent the key themes are recognized and valued. The data from this
operationalisation can be used in different ways. First, the median and most used ranking can provide
insight in the overall interpretation of the message. Second, the median rankings per theme, in ordinal
scale, can provide insight in how the interpretation can differ when comparing subgroups based on
personal characteristics. Third, the most central theme can be compared to the most important theme on
an individual level. And fourth, the ranking can be used to compare PAX’s ranking of the themes on both
an individual and general level.

Link to own attitudes
The interpretation is however not an end-goal but a possible mediating factor in the process of
persuasion. Interpretation on its own is thus not enough to look at. It is therefore important to compare it
to the attitudes of the respondents on the theme. This is measured through what they think is the most
important theme. Respondents can again choose between the 8 themes identified in the content analysis.
The question thus looks like this:
What is in your opinion the most important theme?
This question is included to see whether the interpreted value of the themes on the webpage is
reflected by the value that people give the theme themselves, which is useful for sub-questions three to
five. A new variable is made for this, that shows whether the interpreted most central theme is also the
most important theme, according to the respondent. Whether or not it is the same theme is put in this
new, dichotomous categorical variable. This research will not look at the causal relation between the most
central and most important theme, but will rather explore whether similarity between them is related to
support of the campaign. This variable, which is thus a proxy for the correlation between the
interpretation and a recipient’s own attitudes, can provide insight in the role of interpretation as
connected to existing attitudes and what this means for persuasion. Please note that the interpret most
central theme is used for this variable, as this is what the respondent will compare their own opinion to
rather than PAX’ intended message and corresponding centrality of themes, which are of course unknown
to the respondent, who interprets the message in his/her own way.

Comparison to PAX
A sender has an intended message that it wants to share with its recipients. The recipients interpret this
message in a certain way, as measured above, which might influence the persuasion process. A key
question that logically follows this is: does it matter whether the message is interpret in the way the
sender intended? To measure this, the ranking of the respondents is compared to the ranking by PAX. The
coordinator of the campaign was asked to rank the themes in the name of PAX, to identify what the focus
of PAX was for this campaign, as will be shown in section 5.4. This is used to compare the ranking of the
respondents to. For each theme, it is checked whether the rank given by the respondent was the same as
the rank intended by PAX. The number of themes that have indeed the same rank is summed up to form
the variable Number of similar rankings. This can range from 0 to 8, as there are eight themes. The
number of the same rankings is used as a proxy to measure to what extent the message is interpreted as
PAX intended to. This variable is thus a combination of respondents’ rankings, as asked in the survey, and
PAX’ rankings. It will be used to answer the sub-questions of this research related to the similarity of
interpretation.

Persuasion
Persuasion changes a recipient’s attitudes (O’Keefe, 1982; Payne, 2001; Allen & Hadden, 2017) and can
lead to a certain behaviour (Ham & Weiler, 2003). In the PAX campaign, the behaviour is the wanted
outcome: people are persuaded to sign the letter to the UN. Persuasion is therefore measured through
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two proxies that focus on behaviour, completed with two open question in which respondents can explain
their choice.

Current support of PAX
The intended outcome of the campaign was a letter to the UN, signed many times by the Dutch public.
The goal of the webpage is thus to persuade the reader to sign this letter. This support of PAX is taken as a
proxy for persuasion. Data about this can help answers the fifth sub-question and explore whether
interpretation, linked to the intended message and the respondents’ own attitude, has a role on the
support of the campaign. As the survey was anonymous, it could not be checked whether the respondents
indeed signed the letter. Therefore, the following question was included in the survey. Of course,
respondents were free to do as they pleased and did not have to say whether they signed the letter if
they felt not like it. The resulting question was:
Did you sign the letter, as asked on the webpage?
o
o
o
o

No
Yes
Will sign later
Rather not say

According to Min (2007) and Rojas and Puig-I-Abril (2009) the link between attitudes and support is
unsure. Therefore, an open question is included about why respondents did/did not sign the letter:
What was the decisive factor for you to sign the letter or not?

Future support of PAX
For NGOs it is important to know whether current supporters might also help the NGO in the future.
Hence, a final question covers the possibility of future support of PAX. This is a proxy to measure whether
this campaign from PAX persuaded the recipient to an extent that they support PAX in general, beyond
the topic of this campaign. Taking into account the specificity of this campaign, as it focussed on a certain
topic rather than PAX in general, the topic is also taken into consideration in possible future support. The
question thus looked like this:
Do you think you will support more PAX campaigns in the future?
o
o
o
o

Yes
Maybe
Depends on the topic
No

This question can help answer the last sub-question of this research, which considers the future support
of PAX, based on current support of the campaign. Again, an open question to identify the respondents’
reasons for this is included, to supplement the answers to the second-to last question on unexplored
factors that could influence support.
Shortly explain (max. 10 words) why you would/wouldn’t. [open answer]
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Table 1 Operationalisation of the concepts
Concept
Age
Gender

Operationalization
What is your age in years?
What is your gender?

Familiarity with the sender

Are you familiar with PAX?

With which word do you associate PAX?

Involvement in the topic

Interpretation of the message

What do you know PAX from?
Are you aware of the situation in Iraq,
described on the webpage?
Describe shortly (max 10 words) what the
action is about, according to you
What do you think PAX wants to ask
attention to in this campaign? Rank the
themes from 1 (most attention to) to 8
(least attention to). Use the numbers 1 to
8 only once.

Possible answers
[open answer]
Man
Women
Other/rather not say
No
A bit
Yes
I’m
an
(ex-)coworker/intern/volunteer
Expert
Connector
Activist
Ecclesiastical
[other]
[open answer]
No
A bit
yes
[open answer]
[multiple rankings]

Link to own attitudes

What is in your opinion the most
important theme?

The activists
The (threat of) violence
against activists
The current situation in
Iraq
The battle for change
Safe demonstrations
Ideals that are pursued
Women and women’s
rights
The action to the Dutch
public: sign the letter

Comparison to PAX
Current support of PAX

Number of the same rankings
Did you sign the letter, as asked on the
webpage?

[number]
No
Yes
Will sign later
Rather not say
[open answer]

Future support of PAX

What was the decisive factor for you to
sign the letter or not?
Do you think you will support more PAX
campaigns in the future?

Yes
Maybe
Depends on the topic
No
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Shortly explain (max. 10 words) why you
would/wouldn’t.

[open answer]

5.2 Hypothesis
The operationalization of the concepts allows us to identify clear hypothesis that help answer the
research question through the sub-questions. The expectations for this, based on the literature, are
mentioned underneath each hypothesis (H.), as visualised in figure 9.
Figure 9 Model of the hypothesis

The first to third sub-questions are answered by descriptive statistics and/or the open questions. The
same goes for the sixth sub-question.
The fourth sub-question, do personal characteristics influence the similarity, will be measured through the
following hypothesis.
H.1 Gender influences the interpretation of a message.
The expectations are:
Women will more often interpret the message in the way PAX intended, compared to men.
H.2 Familiarity with PAX influences the interpretation of a message.
The expectations are:
People that know PAX will more often interpret the message in the way PAX intended.
People that see PAX as an expert will more often interpret the message in the way PAX intended.
H.3 Involvement in the topic influences the interpretation of a message
The expectations are:
People that are involved in a topic will more often interpret the message to their own opinion.
People that are less involved in the topic will more often interpret the message in the way PAX
intended.
The fifth sub-question, whether similarity influences whether people participate in PAX’ call to action, is
two-folded. The two factors in which interpretation is compared to the respondents’ opinion and PAX’
intentions are tested for their influence on persuasion in terms of support of the campaign.
H.4 An interpretation of the message that fits a recipients own interest influences the support of the
campaign.
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The expectations are:
People that have the same theme as interpreted as most central and as most important will more
often sign the letter.
H.5 An interpretation of the message that is similar to the message intended by Pax influences the
support of the campaign.
The expectations are:
People that have more similar interpret centrality of themes as PAX intended will more often sign
the letter
Last, it is important to know whether current support also leads to future support of PAX. The final
hypothesis will thus look at this possibility and cover the seventh sub-question.
H. 6 Current support of the PAX campaign influences future support of PAX.
The expectations are:
People that signed the letter will more often support PAX in the future.

5.3 Data collection
Sample group
The target group of the survey is young adults There is no sample frame for young adults. Therefore, data
collection could not be done a-select but rather by convenient sampling (De Vocht, 2016). Another
complicating factor in data collection is that all data collection had to happen online as this research took
place during the corona-pandemic which made physical contact impossible. The survey thus had to be
spread online. Online communities are used, both through my own network and via-via as through
general social media platforms such as Facebook groups. It consequently reached mostly people that
spend time on social media (and see this survey). This can be less representative to the overall population
(Evans & Marthur, 2005). Furthermore, of these young adults, students are most easily reached, due to
my own network and their experience with research and survey. A relatively high number of highereducated respondents is thus expected. The sample group is thus not representative for Dutch young
adults in general. This means that outcomes are only relevant to this group and cannot be generalized.

Method of collection
It is preferred to have 30≥ respondents per group to perform basic statistical analysis (De Vocht, 2016). As
most questions consist of three options (e.g. Not, a bit, yes), at least 90 respondents are needed to
perform analyses. This was thus the minimum goal, but the more the better.
Data has been gathered from the start of May to June 14th. In this period, young adults have been
approached to take part of the research and to share it with their network. People received a message,
either personally or through social media platforms such as WhatsApp and Facebook, with the question if
they wanted to fill in the survey and look at the webpage. The text differentiated slightly, to optimally
stimulate people to participate in this research. In general, the text consisted of a time indication, a short
explanation of the research and a link to the webpage and form. The text can be found in Appendix 1. The
survey can be found in Appendix 2
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The not-a-select method of data collection has implications for the statistical analysis. Parametric
tests are only to be used on normal-distributed, n≥30, a-select sample groups (De Vocht, 2016). Hence, all
statistical tests in this research will be non-parametric. Another implication of online data collection is the
privacy of the respondents (Evans & Marthur, 2005). There is less possibility to explain the privacy of the
respondents in online data collection, which demands a thought-through privacy statement. Therefore,
the first page of the survey contained a privacy statement, which can be found in Appendix 3. The
statement is in Dutch, as the target group is Dutch. An English translation can be provided on request.
Furthermore, the survey should be shorter in length to increase the response rate (Deutskens, De Ruyter,
Wetzels & Oosterveld, 2004). Finally, online surveys tend to have a lower quality of responses due to the
lack of possibility to explain the instructions (Evans & Marthur, 2005).

5.4 Data analysis
Data analysis in this research consists of a content analysis, descriptive analysis and non-parametric
analysis. These three methods will now be discussed.

Content analysis
The first sub-question of this research wonders what the key themes of the message are. It is the
foundation for the subsequent four sub-questions. The intended message has been determined by first
performing a content analysis on the webpage in which overarching themes were identified. Second, the
themes and their phrasings have been discussed with test respondents. Third, the themes have been
discussed with and ranked on their importance by PAX.
To compare the interpretation of the message, as is needed for most sub-questions, the meaning
and the interpretation have to be standardized. Content analysis is therefore used to identify key themes
of the text beforehand. The explanations on the methodology of content analysis from Riffe, Lacy and
Frisco (2005), Waitt (2005), Clifford, Franch and Valentine (2010), Creswel & Poth (2016), Franzosi, (2008)
and Outhwaite and Turner (2007) have been consulted to enhance the quality of the content analysis.
Waitt (2005) mentions categorization as strategy in content analysis. This way of coding has been
used to identify overarching themes of the campaign’s webpage. When identifying the themes, Souza’s
(2010) and Vossen et al.’s (2018) commentary on four parts of framing has been kept in mind.
Overarching theme’s considering the problem description, causal relations, moral judgement and
solutions and the legitimization of the NGO as actor have been sought out. Still however, the content
itself was leading in this and determined the extent to which key themes considering the four parts of
framing were relevant.
The text has been read multiple times. First, to get a general understanding of the text and to
recognize initial themes that stand out. Second, to identify which words are used in connection to a
certain theme. Third, to count the words. After quantifying the words, different key themes and phrasings
of key themes were possible. Through multiple feedback sessions with test-respondents, the key themes
were reconsidered and rephrased several times. Test-respondents (n=8) were asked to read the text and
identify what they thought the text was about. This helped sharpen the phrasings and provide feedback
on the categorization of words. The exact phrasing of the themes and the selection of words that made up
the categories was done by me.
In the final phase of the content analysis, the themes have been discussed with the campaign
coordinator of PAX. She approved the themes and recognized them as core values of the campaign and
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had some small suggestions on the phrasing. The exact makeup of the key themes can be found in
Appendix 4. Due to the necessity to know the key themes, the results of the content analysis are already
shown in this chapter instead of the next chapter.
The key themes of the campaign were:
•
•
•
•
•
•
•
•

The activists
The (threat of) violence against activists
The current situation in Iraq
The battle for change
Safe demonstrations
Ideals that are pursued
Women and women’s rights
The action to the Dutch public: sign the letter

PAX’s ranking, compared to content analysis and respondents’ ranking
The campaign coordinator of PAX was asked to rank the themes, based on the goals and intended focus of
PAX. This was compared to the content analysis, which had its own ranking based upon the relative
amount of words in each category. Comparison of the ranking based on the content analysis and that of
the campaign coordinator is necessary, as the themes on which the most words were spend were not
necessarily the most important. And indeed, interestingly, the focus of PAX differed from what one would
expect based on the content analysis. This is, as the campaign coordinator mentioned, partly because
they differentiate between a goal and the message. For example, the action to the Dutch public, which
had the second most words in the category, was thus viewed as less central by PAX (ranked 5) as it is a
mean to reach the goal of their message: the protection of activists against violence, so that they can
safely demonstrate (ranked 1 and 2). Table 2 shows the ranking based on the content analysis, with the
category with the most words ranked most central, and the ranking by the campaign coordinator. The
more context-related themes, such as the current situation, the battle for change and the ideals that are
pursued are ranked of lower centrality by the campaign coordinator, even though the battle for change
consists of the greatest number of words. The opposite is visible in the safe demonstrations. It got the
least words but the second to highest focus.
Table 2 Ranking of the themes, by content analysis and PAX.

The activists

Rank based
on wordcount
in
content
analysis
5

Rank
based
on focus
of PAX
3

The (threat of) violence against the activists

3

1

The current situation in Iraq

7

6

The battle for change

1

7

Safe demonstrations

8

2

Ideals that are pursued

6

8

Women and women's rights

4

4

Action to the Dutch public: sign the letter

2

5
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The ranking done by PAX’ campaign coordinator is used as the standard to measure the
respondents to, as it is based upon experience and the campaign plan and thus better captures the
intentions of the sender. This ranking of the focus of PAX is used to compare the interpret centrality of the
themes by the respondents and what respondents thought most important, in section 6.4.

Statistical analysis
The data will be analysed through SPSS. Since the population is not a-select, it is not representative for
the broader population. Still, it might provide useful insights that help identify the role of interpretation in
the process of persuasion. Due to the not a-select nature of the data and the rather low number of valid
responses (n valid=100), the dataset is unfit for parametric analysis (De Vocht, 2016). Descriptive analysis
and non-parametric inductive statistics will be used to explore the possible relations between variables.

Descriptive analysis
Chapter 6 will start with a descriptive overview of the respondents’ personal characteristics. This helps get
a feeling for the type of respondents and their link to the topic of this research. Another important
overview is the respondents’ interpretation of the message. This is done through multiple steps.
First, the respondents’ initial interpretation of the webpage, identified through an open question,
is compared to the key themes as identified in the content analysis. This is done through qualitative
analysis, comparing the open input to the key themes and identifying deviating themes interpret by the
respondents. This step is included as a validity check on the operationalisation of interpretation, because
of the lack of scientific literature to base the operationalisation on.
Second, the data on the respondents’ ranking of the themes is examined to see whether there
are clearly faulty cases, from respondents that did not fill in the survey as they were supposed to. These
have to be removed from the data. After this cleaning, only valid responses remain which can be worked
with. This will be elaborated in section 6.3.
Third, the respondents ranking of the themes is put into a bar charts and tables and the statistical
measures are noted. This provides some insight in the division of the ranking and compares it to a normal
curve, which is expected at 30> responses. The symmetry of the distribution of ranks per theme will be
tested on whether they have a normal curve This is measured through these two formulas (De Vocht,
2016):
Symmetry = Skewness /Std. Error ≤ 1,96
Curve = Kurtosis/Std. Error ≤ 1,96
These tests are important, as significantly different distributions are not fit to use statistical measures and
statistical analysis. If the distribution of the data will be statistically not normal curved, the validity of the
variable(s) in question is questionable and future research should adjust the operationalisation used for
this/these variables (De Vocht, 2016).
After this overview of the interpretation of the message, the ranking of the themes by the
respondents will be compared to their own opinion on the importance of the themes and to the ranking
of the themes by PAX. This is done to identify whether there is a general similarity or discrepancy
between the respondents’ interpretation and PAX’ intended message and between the interpretation and
the attitudes of the respondents. In contrast to the group-level descriptions above, this comparison is
made on an individual level. For each respondent, the most central topic (rank 1) is compared to the topic
that the respondent found most important. It is checked whether this is the same topic or not. These
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individual records can then be grouped together to identify what percentage of the sample group had the
same interpreted most central and most important topic, and what percentage had a different topic.
Similarly, for each respondent, his/her ranking of the themes is compared to the ranking of PAX, to see
how many themes are the same. This can again be used on a group level, to identify whether there is a
general similarity or discrepancy between the respondents’ interpretation and PAX’ intended message.
These comparisons are important as they give a feeling of the data before diving into the relations
between the variables to answer the hypothesis.

Non-parametric analysis
To test the hypothesis, groups of respondents will be compared in their answer to a question, based on
their answer to another variable. This will be done through crosstabs and non-parametric inductive
analysis, predominantly Mann-Whitney and Kruskal-Wallis.
Crosstabulations provide a first insight in the correlation between variables. As groups are not
always of similar size, both absolute and relative numbers will be used in the comparison. The
crosstabulations will use the data as describe above for the tables: the personal factors on which the
respondents are divided; the median ranks; whether the interpreted most central and most important
topic are the same; how many of the respondent’s rankings were the same as PAX; and the (future)
support of PAX.
Second, a Mann-Whitney or Kruskal-Wallis test is performed to identify whether there is a
significant relation between the factors. These tests are fit to use on the available data, as the data has an
ordinal scale and sometimes less than 30 cases. It is also fit for variables that do not have a normal
distribution, if this might come to light after the check on Fischer’s coefficient and the kurtosis. The MannWhitney test tests whether the distribution of the answers of one group significantly differs from the
distribution of the answers of another group (k=2). The Kruskal-Wallis test does the same, but for more
groups. This test shows whether all groups are the same. A significant outcome rejects this hypothesis,
but does not necessarily mean that it is not possible that some groups in fact have similar distribution
while others do not.
Please note that both tests show only whether there is a difference and not the type of
difference. Crosstabs are be used to identify this (De Vocht, 2016). Furthermore, due to the categorial
scales, the relation between individual characteristics and the similarity between the interpret centrality
and the opinion of the respondents cannot not be statistically tested. Crosstabulation will be used to
identify correlations between these variables, without being succeeded by a non-parametric analysis.

6. Results
To understand the results of the data analysis, it is first important to get a feeling of the sample group and
the data they provided. Therefore, this chapter will first describe the sample group and how it is divided in
age, gender, familiarity with the NGO and involvement in the topic. Then, it will elaborate on the sample
group’s ranking of the themes. After this, it will explore the possible relations between the personal
characteristics, the interpretation and the support of PAX.
An estimated 10.000 people have been reached through the online survey. The response rate was
low: about 1/1000. This is to be expected from an online survey, as it generally has a low response ratio
(Nair & Adams 2009; Evans & Marthur, 2005). The non-response is expected to be higher among people
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with less skills in Internet use, or a general low use of the Internet and social media, as these are more
likely to have missed the survey.

6.1 Personal characteristics
There initially were 108 respondents. However, as this
research is about young adults, it is required that the
respondent is between 18 and 30 years old.
Consequently, the data had to be filtered and
respondents that are too young or too old had to be
removed. 8 respondents had to be removed, leaving a
sample group of 100 valid respondents. Most
respondents were between 22 and 25 years old, with a
mean age of 23,20. The distribution of ages can be seen in
figure 10. Further results are about (parts of) these 100
cases.

Figure 10 Age distribution of respondents

In terms of gender, 32 men filled in the survey. There were over twice as many female
respondents. 67 of them filled in the survey. One respondent chose the option “other/rather not say”.
This person will thus be left out when comparing variables grouped on gender.
Respondents (n=100) were asked whether they are familiar with PAX. 72 respondents were not
familiar with PAX, whereas 7 respondents were. 20 respondents were a bit familiar and one is (ex-) coworker, intern or volunteer and thus do knows PAX more thoroughly. Since the latter group is so small, no
substantial conclusions can be made about it. Therefore, this response is included in the group that is
familiar with PAX. The familiarity rate reflects the general publicity of PAX. Discussions with the PAX staff
pointed out that the percentage of the Dutch population that is familiar with PAX is about 8%.
Respondents could explain where they know PAX from in an open question. This was not
mandatory. Some know PAX through their studies or their search for an internship. Others know PAX from
actions or campaigns or encountered it through different media. Some know the organisation via other
people. The church and the Freedom Festivals are also mentioned.
Those that know PAX (n=27), were asked to choose a word which they thought fits PAX best. They
could choose between activist, connector, expert and ecclesiastical. Activist was the most chosen, 21
times (77,8%). Connector was chosen 5 times (18,5%). The other categories were not chosen. As none of
the respondents saw PAX as an expert, no further research can be done on the relation between seeing
the sender as an expert, interpretation and persuasion, as was expected based on the literature of Artz
and Tybout (1999). One respondent chose to describe PAX in another way than the options available in
the survey and described the organisation as a sensation seeker.
To measure the involvement in the topic, respondents (n=100) were asked whether they were
already aware of the situation is Iraq, about which the campaign is about. 31 respondents were not aware
of the situation. 54 respondents were a bit aware of the situation and 15 respondents answered that they
were indeed aware of the situation.
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6.2 Direct link between personal characteristics and the support of PAX
To be sure of the role of interpretation, it should first be checked whether there is a direct link between
the personal characteristics and persuasion, as identified by the literature, before exploring interpretation
as mediating factor. According to the literature, there should be a relation between the respondent’s
gender, familiarity with the sender and involvement in the topic and the extent to which the respondent
is persuaded to support the cause of the sender, as visualised in figure 11.
Figure 11 Visualisation of direct relation between personal factors and support

Through cross tables and non-parametric tests, this relation is examined. This paragraph shows the
summary of these tests, as it a check on the literature rather than the focus of this research. For details on
this, please consult Appendix 5. A first glance at table 3 shows no clear correlation. This is confirmed by
the Mann-Whitney test, which shows no significant difference between men and women in whether they
signed the letter. U=945,500, Z=-1,026; p=0,305
Table 3 Distribution of support compared per the respondents’ gender

Did not sign the letter
Will sign the letter later
Signed the letter
Total

Man
Freq.
17
9
5
32

Woman
Freq.
31
23
7
67

%
53,13
28,13
15,63
100

Total
%
46,27
34,33
10,45
100

48
32
12
99

Table 4 shows that a high percentage of respondents that are familiar with PAX answered that they would
sign the letter later, whereas many respondents that are not familiar with PAX answered they did not sign
the letter. However, the Kruskal-Wallis test shows that there is no significant difference in the support of
PAX, regardless of the respondent’s familiarity with PAX. Chi2=2,673; p=0,445.
Table 4 Distribution of support compared per the respondents’ familiarity with PAX
Not familiar with PAX

Did not sign the
letter
Will sign the
letter later
Signed the letter
Total

Freq.
39

%
54,17

A
bit
familiar
with PAX
Freq.
8

Familiar
with PAX

Total

19

26,39

8

40,00

5

71,43

12

6
72

8,33
100

4
20

20,00
100

1
7

14,29
100

32
100

%
40,00

Freq.
1

%
14,29

48
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Table 5 shows that respondents that were not aware of the situation relatively more often signed the
letter than those that were aware (resp. 48,39% and 40,00%). The Kruskal-Wallis test shows no significant
difference in whether respondents supported PAX or not, between respondents with different levels of
awareness of the situation. Chi2=3,14; p=0,855
Table 5 Distribution of support compared per the respondents’ awareness of the situation in Iraq

Did not sign the
letter
Will sign the letter
later
Signed the letter
Total

Not aware of the
situation

A bit aware of the
situation
%
50,00

Aware of
the
situation
Freq.
6

Freq.
15

%
48,39

Freq.
27

10

32,26

5
31

16,13
100

Total

%
40,00

48

15

27,78

7

46,67

32

5
54

9,26
100

2
15

13,33
100

12
100

There is thus no significant difference in whether respondents supported PAX at any of the personal
characteristics. The personal characteristics thus do not influence persuasion directly. Hence, it will now
be explored whether individual factors influence the interpretation of a message and how this relates to
PAX’ focus and their own opinion.

6.3 Recipient’s interpretation of the message
To answer the second sub-question of this research, “how do recipients interpret the message?”, it is
examined how recipients interpret the message. This is done through an open question, in which
respondents describe the campaign, followed by the ranking of the themes to the perceived centrality of
the themes in the campaign.

Open question
Respondents were asked to describe the campaign in their own words. This is done to see what the
respondents came up with, before seeing the themes as identified in the content analysis. Most
respondents (n=100) identified themes similar to the key themes that were also identified in the content
analysis. Over half of the respondents mentioned women and women’s rights or equality. The situation
for Iraqi women and the situation in Iraq in general were also mentioned, by nine to fifteen people.
Approximately twenty others mentioned demonstrations and safety. The ideals that are pursued were not
mentioned specifically but ideals, such as freedom did come forward in multiple respondents’ answers.
The remaining responses covered the action itself or the intended pressure on Hennis-Plasscheart or the
UN. One respondent mentioned the importance of publicity on the topic for support of the UN. Overall,
the respondents’ answers matched the key themes as identified in the content analysis. Table 6 shows the
categorized interpretation of the answers. Please note that for some answers, especially the more
extensive ones, multiple categories applied. The answers of the respondents can be found in Appendix 6.
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Table 6 Respondents’ interpretation of the campaign (categorized)
Theme
Situation for Iraqi women
Situation in Iraq in general
Demonstrations and/or safety of demonstrators
Ideals
Women’s rights and/or equal rights
The action
Other

Frequency mentioned
9
15
21
12
65
14
1

Frequencies
Respondents were then shown the core themes of the campaign, as identified through the content
analysis, and asked to rank the key themes from what they thought PAX wanted to attract most attention
to. This ranged from the most (1) to the least attention (8) in the campaign. This section will first show the
frequencies of the rankings of the themes, after which the data is cleaned by removing invalid answers to
the question. The remaining valid responses are then used to examine the frequencies of the ranking per
theme and to test the normal distribution of the answers for each theme.
The answers of the respondents have been summarized in table 7. It clearly shows the difference
between the themes and how many times they were ranked. In the ideal situation, all themes were
ranked 100 times and all rankings were used 100 times. However, the battle for change and safe
demonstrations are the only two categories that everybody ranked. Other themes had one or two missing
values. There is a similar, but more significant difference in the number of themes ranked a certain
centrality. This is clearly visible in table 7. The total numbers on the bottom show a striking difference
between the times a rank is used. Rank 1 (most attention in campaign) and 2 are more often used (resp.
128 and 148 times) than the lowest rankings (72 and 68 times). Data thus had to be cleaned.
Table 7 Frequency of rank per theme before cleaning data (n=98-100)
Key Theme
The activists
The (threat of) violence against the
activists
The current situation in Iraq
The battle for change
Safe demonstrations
Ideals that are pursued
Women and women's rights
Action to the Dutch public: sign the
letter
Total

Ranking
1
14
17

2
7
25

3
17
13

4
12
14

5
10
11

6
12
7

7
13
7

8
13
4

Total
98
98

15
12
11
11
31
17

23
24
15
14
23
17

14
16
15
6
16
26

11
9
8
15
7
9

9
16
15
13
4
5

10
10
22
14
6
2

6
7
10
12
8
9

10
6
4
14
4
13

98
100
100
99
99
98

128

148

123

85

83

83

72

68

This unfortunately means that some cases cannot be (fully) used as it did not include a proper
answer to the question. There were two ways in which data could be incorrect. First, the question
required a ranking of the themes from 1 to 8. Many respondents did this correctly. Some however missed
a number, thus filling in seven ranks and leaving one blank. This is and understandable and clear mistake.
35

Results
Even though the reliability of the data concerning the ranking of the themes was thus not optimal, such
statistical noise can be coped with as mistakes generally equal out (De Vocht, 2016).
Second, some respondents used certain numbers, especially 1 and 2, too many times or used two
numbers on one theme, resulting in over-representation of these rankings. This invalid data could be the
result of incorrect operationalisation of concepts, as will be discussed more in chapter 7. These mistakes
do not equal out and can as a result threaten the validity of the data (De Vocht, 2016). Therefore, these
invalid responses have been removed from the data. Table 8 shows the resulting outcomes of the cleaned
data on ranking. 30 to 32 values are missing now, which leaves 60 to 62 correct rankings to work with.
Table 8 Frequency of rank per theme after cleaning data (n=60-62)
Key Theme

Ranking
1

2

3

4

5

6

7

8

The activists

8

3

6

8

6

8

10

12

Tota
l
61

The (threat of) violence against
the activists
The current situation in Iraq

11

13

5

10

8

5

6

3

61

5

11

9

7

5

9

4

10

60

The battle for change

2

9

9

9

15

6

7

5

62

Safe demonstrations

3

6

4

7

11

18

10

3

62

Ideals that are pursued

1

4

1

10

11

11

10

14

62

Women and women's rights

18

10

13

4

4

3

7

2

61

Action to the Dutch public: sign
the letter
Total

10

7

17

5

3

1

6

13

62

58

63

64

60

63

61

60

62

Further analysis considering the interpretation is done with these remaining responses. Figures
12 to 19 show the division of ranking of the valid data. The distributions of ranking per theme will be
elaborated now with the use of bar charts. In general, the distributions are rather platykurtic and a bit
skewed. Even so, most curves do not significantly differ from the normal curve. Two of the themes
deviated significantly from the normal curve. These were the situation in Iraq (too platykurtic) and women
and women’s rights (too positively skewed). The statistics measures of all themes have been summarized
in table 9.
Respondents (n=61) were rather
divided on their opinion on the theme of
activists, as visible in figure 12. It is ranked
similarly in most rankings, except the 2nd, with
a slight skewness towards lower centrality (0,422) and a peak on the 8th rank. The theme
has a rather low mean of 5,0702 (σ=2,41912).

Figure 12 Bar chart of valid responses on the ranking of
the theme of Activists (n=61)

The (threat of) violence against
activists shows a mirrored image (figure 13),
with most respondents (n=61) ranking it as
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Figure 13 Bar chart of valid responses on the ranking of
the theme of (Threat of) violence against activists

more central. It peaks at both the first and
second rank. These ranks are chosen resp. 11
and 13 times. The theme has a mean of
3,7193 (σ=2,15269).
The respondents’ (n=60) ranking of
the situation in Iraq shows no clear pattern
and no rank stands out by getting voted much
more than at another theme, as visible in
figure 14. The kurtosis significantly deviates
from a normal curve (2,10273). The median is
four and the Interquartile Range was 4,5
meaning the middles 50% of the responses
covered 4,5 ranks.
The battle for change (figure 15)
showed a more normal curve in which the
middle rankings were picked most by the
respondents (n=62). 15 respondents ranked
this theme as 5th most central, which is the
most of all themes in this ranking. The mean is
4,595. The rather normal curve is reflected in
the relatively low standard deviation
(σ=1,8885) and the low skewness (0,51).
The respondents (n=62) were rather
outspoken on the theme of safe
demonstrations. 18 respondents chose this
theme as 6th most central. This is one of the
biggest peaks in a ranking of all themes, only
matched by the first rank of women and
women’s rights. As figure 16 shows, the
theme of safe demonstrations is mostly
ranked 6th.., resulting in a rather high mean of
5,071 (σ= 1,93179) can be expected. It is
slightly negatively skewed (-0,58).

Figure 14Bar chart of valid responses on the ranking of
the theme of Situation in Iraq (n=60)

Figure 15Bar chart of valid responses on the ranking of
the theme of Battle for change (n=62)

Figure 17Bar chart of valid responses on the ranking of
the theme of Safe demonstrations (n=62)

Figure 16Bar chart of valid responses on the ranking of
the theme of Ideals that are pursued (n=62)

The theme most chosen to be of least
centrality was the ideals that are pursued
(figure 17). 14 out of 62 respondents (n=62)
chose this theme to be of least centrality.,
whereas only one respondent thought this
theme was of most centrality. It thus
unsurprisingly has the highest mean of all
themes (5,6842, σ= 1,89131).
Women and women’s rights (n=61) is
considered most central. 46 out of 69
37

Results
st

nd

Figure 18 Bar chart of valid responses on the ranking of
the theme of Women and Women's Rights (n=61)

rd

respondents chose it to be of 1 , 2 or 3
ranking (resp. 18, 10 and 13 times). As a
result, the ranking is heavily positively skewed
(0,931), which makes it significantly differ
from a normal curve (Fischer coefficient of
2,946203). This is clearly visible in figure 18.
The theme has median of 3 and Interquartile
range of 3 as well.
The call to action to the Dutch public
shows clear peaks (figure 19). Both the 1st and
the 8th peak are chosen often by the
respondents (n=62), resp. 10 and 13 times.
The 3rd rank is clearly the mode, as 17
respondents chose this rank for the theme. It
has a mean of 4,1053 (σ=2,52618).

Figure 19Bar chart of valid responses on the ranking of
the theme of Action to the public (n=62)

Table 9 Summary of statistic measures of ranking of the themes
Theme

Median

IQR

Mean

Skewness

Kurtosis

5,0702

Standard
Deviation
2,41912

The activists

6

4

-0,422

-1,126

The (threat of) violence against the
activists
The current situation in Iraq

4

3

3,7193

2,15269

0,3

-1,103

4

4,5

4,5263

2,35361

0,136

-1,31*

The battle for change

5

3

4,5965

1,8885

0,51

-0,814

Safe demonstrations

6

2

5,0175

1,93179

-0,58

-0,655

Ideals that are pursued

6

3

5,6842

1,89131

-0,51

-0,455

Women and women's rights

3

3

3,0702

2,09472

0,931*

-0,169

Action to the Dutch public: sign the
letter
* significant deviation

3

5

4,1053

2,52618

0,463

-1,231

To summarize, the respondents were rather diverse in their interpretation of the message. They were
most likeminded on the themes of the ideals that are pursued and the battle for change, as they had the
lowest standard deviation. The respondents in general thought the theme of women and women’s rights
to be of high centrality. The current situation and women and women’s rights deviated to such an extent,
that they cannot be considered to have a normal distribution. Overall, no clear, general interpretation is
to be apparent among the respondents.
Please note that due to the not-normal distribution of the answers to some themes, the median
ranks will generally be used to compare groups rather than the mean.
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6.4 The intended and interpreted message and recipients’ opinion
For the third sub-question, “What is the similarity between the interpretation of the message, the
recipients’ own attitudes and the intended message send by PAX?” the interpretation of the message is
compared to the intended message by PAX and to the recipients’ own attitudes. This is done by looking at
the ranking of PAX’s most central theme compared to the respondents’ interpretation of the most central
and their opinion on the most important theme; and the number of themes that have a similar ranking.
The first two are used to describe the similarities and discrepancies and the latter is used for further
analysis.

PAX’s ranking, compared to the respondents’ ranking of importance
The respondents (n=100) could identify which theme they thought was most important. The frequency of
how many times each theme is chosen as most important, is put into a rank. Please note that this is thus
not the ranking of centrality, which is discussed later in this section, but rather a rank of its relative
importance according to the respondents. This rank then is compared to PAX’s rank of the focus of the
campaign.
Women and women’s rights was considered most important most often, followed by the (threat
of) violence against activists. These themes were chosen resp. 32 and 20 and make up over half of the
respondents (52%). The battle for change and the current situation were also often mentioned, by resp.
18 and 14 respondents. Safe demonstrations (5 times) and ideals that are pursued (5 times) were only
seen by a few as most important. Only one respondent found the activists the most important theme.
Based on how many respondents found a theme most important, a ranking can be made from least
important to most important (1). Table 10 shows this frequency and corresponding ranking and the
ranking from PAX. Comparison of the two ranking systems shows that no theme is ranked the same by
both PAX and the respondents. The general opinion is thus different than PAX’s focus. PAX puts more
focus on the activists (rank 3) than the respondents did (rank 8). The contrary is visible in the battle for
change and ideals that are pursued, which PAX identified as least central (resp. rank 7 and 8), which were
identified as more important by the respondents (resp. rank 3 and 5).
Table 10 Ranking of the themes found most important by the respondents
Theme

Rank
of
importance
by
respondents

Focus of
PAX

The activists

Frequency
considered
most
important
by
respondents
(n=99)
1

8

3

The (threat of) violence against the activists

20

2

1

The current situation in Iraq

14

4

6

The battle for change

18

3

7

Safe demonstrations

5

5

2

Ideals that are pursued

5

5

8

Women and women's rights

32

1

4

Action to the Dutch public: sign the letter

4

7

5
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PAX’s ranking, compared to the respondents’ ranking of centrality
Respondents were asked to rank the themes, based on what they thought PAX wanted to focus on in the
campaign. This interpretation of the message is generalized so that it could be compared to PAX, as visible
in table 11. The ideals that are pursued and the battle for change were considered of least centrality by
both the respondents and PAX, with resp. rank 8 and 7. Similarly, the (threat of) violence against activists
was seen as rather central to both as well as it ended in the first and second rank. The other themes were
rather similar as well, even though the ranks were not the same. The theme of safe demonstrations was
however considered of a rather higher centrality by PAX (2) than by the respondents (6), whereas the
women and women’s rights show the opposite trend (rank of resp. 4 and 1).
Table 11 Ranking of the themes as most central by the respondents and PAX
Frequency
ranked
most
central
(n=58)
8

Ranking
of most
central
theme

Focus of
PAX

4

3

The (threat of) violence against the
activists
The current situation in Iraq

11

2

1

5

5

6

The battle for change

2

7

7

Safe demonstrations

3

6

2

Ideals that are pursued

1

8

8

Women and women's rights

18

1

4

Action to the Dutch public: sign the letter

10

3

5

The activists

PAX had a certain message in mind when writing the webpage. The question is whether the
intended focus of the themes by PAX is also interpreted the same way and ranked accordingly by the
respondents. The ranking of all themes by the respondents has therefore been compared to the ranking
by PAX and the number of similar rankings has been identified, as visible in table 12. Of all valid responses
on the ranking of themes (n-=62), 35 had one or more theme ranked corresponding to PAX’s focus. This
was mostly the case with one ranking of a theme (18 respondents). The respondent with the most similar
rankings of themes had five rankings similar to the focus of PAX. The other 27 respondents had not one
theme ranked the same way as the focus of PAX was ranked. Although this data is binary and does not
take into account how much different the ranking was, it shows that half of the recipients did not
interpret the webpage as PAX intended. The clarity of the message can thus be questioned.
Table 12 Frequency of number of the same rankings between PAX and the respondents
Number of the same rankings
0
1
2
3
5

Frequency (n=62)
27
18
11
5
1
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To conclude, the sample group had a clear top three of central themes: the (threat of) violence against
activists, women and women’s rights and the action to the Dutch public. They also had a clear, and rather
similar, top three as most important themes: the (threat of) violence against activists, women and
women’s rights and the battle for change. Although individual rankings of the themes differed, there was
a clear priority in general on women and women’s rights, as is mentioned most central by 1/3rd of the
respondents. Both the centrality of the themes and the importance of the themes according to
respondents differed from the focus of PAX. The majority of the respondents (32) had no or only one
theme ranked the same as PAX.

6.5 The role of personal characteristics
Now that it is clear how the respondents in general interpret the message and how this can be compared
to PAX’ intended message and to the respondents own opinion, it is time to try to answer sub-question
four: “Do personal characteristics influence the interpretation and the similarity to PAX’ intended
message and the respondent’s own opinion?” To recall, the expected relations on the influence of
personal characteristics on the interpretation are summarized by the following hypothesis:
H.1 Gender will have a significant influence in the interpretation of a message.
H.2 Familiarity with PAX will have a significant role in the interpretation of a message. Of which it is
expected that this matters especially when the respondent sees PAX as an expert.
H.3 Involvement in the topic will have a significant role in the interpretation of a message
Figure 20 shows for a visualisation of these hypothesis. Potential relations will be identified initially
through crosstabs. These provide an overview of the ordinal data and help identify correlations. They will
then be tested through non-parametric analysis when applicable.
Figure 20 Visualisation of relation between personal characteristics and interpretation

The theme that is considered the most central is not necessarily what the respondents think is
most important. In general, 36 respondents (57,1%) had a similar theme as most central and most
important, whereas 27 respondents (42,9%) thought this to be different themes. The personal
characteristics could influence whether or not the opinion and the interpretation of the respondent is the
same. Therefore, this comparison is included in this section.
The interpretation of the webpage is tested through the ranking of the themes. This section will
analyse whether there is a difference in the ranking, between different subgroups based on the personal
characteristics. Only significant tests have their Man-Whitney U score or Chi2 and their significance shown
here. For all results, please look at Appendix 5.
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Gender
The median is similar in most themes for men and women, as is visible in table 13. Interestingly, the
rankings of the male respondents ranged from 2 to 7, whereas the female respondents had a smaller
range. Women ranked the activist, current situation in Iraq, safe demonstrations and women and
women’s rights a bit more often as less central than men did, resulting in a lower median. Women ranked
the battle for change, ideals that are pursued and the action to the Dutch public a bit more often as more
central, leading to a higher median. The biggest difference is in the action to the Dutch public.
Table 13 Median rank of interpret centrality per theme, compared per men and women

The activists

Mn
(n=19)
5

Woman
(n=43)
5,5

The (threat of) violence against the activists

4

4

The current situation in Iraq

3

4

The battle for change

5

4

Safe demonstrations

5

6

Ideals that are pursued

7

6

Women and women's rights

2

3

Action to the Dutch public: sign the letter

5

3

A Mann-Whitney test is used to compare per theme whether the distribution was similar or
significantly different between the men and women of this sample group. For each theme the hypothesis
was:
H.0 Male and female respondents have a similar distribution in this theme.
H.1 Male and female respondents do not have a similar distribution in this theme.
Mann-Whitney test shows that for each theme, there is no significant difference in the ranking by male
and female respondents. We thus accept H.0 for all themes. The ranking of the themes by men and
women was thus similar.
As table 14 shows, the majority of men and women of the sample group chose a most central
theme that was different from what they found most important. The men had this relatively more often,
compared to the women (resp. 65,00% and 53,49%). This is mostly due to the men’s interpreted focus on
women and women’s rights (md=2). They though this theme to be rather central of to the campaign, but
only 15,6% of the men considered this theme to be important. Women more often found this theme to be
important (27). More women ( found this theme to be of more importance. The difference between men
and women in the comparison of the interpretation and the respondent’s opinion is however small.
Table 14 Comparison of the most central and most important theme, compared per man and women

Most central and most
important theme are different
Most central and most
important theme are the same
Total

Man
Freq.
13

%
65,00

Woman
Freq.
23

Total
%
53,49

36

7

35,00

20

46,51

27

20

100

43

100

63
42

Results

Table 15 portrays the number of rankings of the theme that were the same for the respondents (divided
by gender) and PAX. It shows that male respondents have relatively more themes ranked similar to PAX,
with almost 2/3rd ranked at least one theme similar. In contrast, almost half of the women have no theme
ranked similar (46,5%). One male respondent was also the one with the most themes ranked the same as
PAX, which were five.
Table 15 The similarity of the interpretation to PAX’s focus, compared per man and women

Number of the same
rankings

0

Man
Freq.
7

%
36,8

Woman
Freq.
20

Total
%
46,5

27

1
2
3
5

6
31,6
12
27,9
18
4
21,1
7
16,3
11
1
5,3
4
9,3
5
1
5,3
0
0
1
Total
19
100
43
100
62
The Mann-Whitney test can be used to see whether the distribution of the number of the same
rankings is similar for men and women.
H.0 Male and female respondents have a similar distribution of the number of themes ranked the same
centrality as PAX.
H.1 Male and female respondents do not have a similar distribution of the number of themes ranked the
same centrality as PAX.
The Mann-Whitney test shows that there is no significant difference between male and female
respondents in the distribution of the similarity of rankings. We thus do not reject the H.0. Male and
female respondents have a extend to which they interpret the message the same as PAX intended.
U=365,000, Z=-0,705; p=0,481.
It can be concluded that gender does not have a significant influence on the interpretation of the
message. Although there are small differences between men and women in their interpretation, the
larger range of the rankings of the male respondents is interesting. In terms of the relation between the
interpretation and the respondent’s own opinion and PAX’s focus, male respondents more often had a
different opinion but interpreted the message more in line with PAX’ focus.

Familiarity with PAX
To understand interpretation and its possible role, it is important to see whether there are any
differences in the interpretation of the message between people that are (a bit) familiar with the sender,
PAX, and those that are not. The ranking of the themes is thus compared between these groups of
respondents. As there was only one (ex-)co-worker/intern/volunteer, this case is grouped together with
the respondents that are familiar with PAX. The median ranking is shown in table 16. Looking at the three
groups, it becomes clear that there is some difference in medians of the theme of safe demonstrations
(resp. 6 and 4) and the current situation in Iraq (Md of resp. 4 and 6) between those not familiar with PAX
and those that are. The least difference can be found in the ideals that are pursued (both 6) and women
and women’s rights (both 2). Respondents that are familiar with PAX furthermore more often ranked the
action to the Dutch public as less central, leading to a median of 5, where the others gave it a median rank
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of 3. Those that are a bit familiar with PAX saw the activists of relative low centrality (Md=7) and the
(threat of) violence against activists as more central (Md=2).
Table 16 Median rank of interpret centrality per theme, compared per familiarity with PAX
A
bit
familiar
with
PAX
(n=1213)
7

Familiar
with
PAX
(n=8)

The activists

Not
familiar
with
PAX
(n=4042)
5

The (threat of) violence against the activists

4

2

4

The current situation in Iraq

4

4

6

The battle for change

4,5

5

5

Safe demonstrations

6

5

4

Ideals that are pursued

6

6

6

Women and women's rights

2

3

2

Action to the Dutch public: sign the letter

3

3

5

6

A Kruskal-Wallis test is performed per theme to compare the distribution of the ranking per
theme between respondents that are not familiar with PAX, respondents that are a bit familiar with PAX
and respondents that are familiar with PAX. For each theme the hypothesis was:
H.0 Respondents that are not familiar with PAX, respondents that are a bit familiar with PAX and
respondents that are familiar with PAX have a similar distribution in this theme.
H.1 Respondents that are not familiar with PAX, respondents that are a bit familiar with PAX and
respondents that are familiar with PAX do not have a similar distribution in this theme.
The Kruskal-Wallis test shows that there is only a significant difference between respondents that do not
know PAX (Md=4), respondents that know PAX a bit (Md=2) and respondents that know PAX (Md=6,5) in
the ranking of the theme of (threat of) violence against activists. Chi2=7,759; p=0,021. This significance
remains when the (ex-)co-worker/intern/volunteer is considered a separate group. The ranking of the
other themes did not differ significantly. We thus reject H.0 for the (threat of) violence with 95%
confidence; and accept H.0 for all other themes. There is only a significant influence in the ranking of the
centrality of the theme (threat of) violence against activists between respondents with different levels of
familiarity with PAX. When consulting the crosstabs (table 16), it becomes clear that this difference lies in
the median of the group that is a bit familiar with PAX, compared to the other groups. Besides the (threat
of) violence against activists, there is no significant difference found. The respondents have a similar
distribution of rankings of the centrality of other themes, regardless of their familiarity with PAX.
Although the ranking of the themes did most often (7 out of 8 themes) not differ significantly,
there is a great diversity between the respondents in whether the most central and most important
theme were similar, when dividing them based on the familiarity with PAX. This is visible in table 17.
Respondents that are not familiar with PAX and respondents that are a bit familiar with PAX most often
(resp. 60,47% and 61,54%) had a different theme. Respondents that are familiar with PAX showed a
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contrasting tendency and more often (71,43%) identified the most central theme as the most important
theme as well.
Table 17 Comparison of most central and most important theme, compared per familiarity with PAX

Most central and
most
important
theme are different
Most central and
most
important
theme are the same
Total

Not familiar with PAX
Freq.
%
26
60,47

A bit familiar with PAX
Freq.
%
8
61,54

Familiar with PAX
Freq.
%
2
28,57

Total

17

39,53

5

38,46

5

71,43

27

43

100

13

100

7

100

63

36

It can also be tested whether respondents have a more similar interpretation to the intended
message of PAX, based on their familiarity with PAX. The resulting crosstabs can be found in table 15. The
(ex-)co-worker/intern/volunteer, here grouped with those familiar with PAX, was the one respondent
with five out of eight categories ranked the same as PAX. Table 18 shows that all familiarity groups often
have none or one theme ranked the same to PAX’ focus. Those that are a bit familiar with PAX mostly
have one theme ranked the same than the other groups.
Table 18 The similarity of the interpretation to PAX’s focus, compared per familiarity with PAX

Number
of
the
same
rankings

Total

0
1
2
3
5

Not familiar with PAX
Freq.
%
19
45,2

A bit familiar with PAX
Freq.
%
5
38,5

Familiar with PAX
Freq.
%
3
50

Total

12
7
4
0
42

6
2
0
0
13

0
2
1
1
7

18
11
5
1
62

28,6
16,7
9,5
0
100

42,2
15,4
0
0
100

33,3
16,7
0
0
100

27

A Kruskal-Wallis test is used to check for significance of differences between the groups.
H.0 Respondents that are not familiar with PAX, respondents that are a bit familiar with PAX and
respondents that are familiar with PAX have a similar distribution of themes ranked the same as PAX.
H.1 Respondents that are not familiar with PAX, respondents that are a bit familiar with PAX and
respondents that are familiar with PAX do not have a similar distribution of themes ranked the same as
PAX.
The test shows that there is no significant difference between the groups in terms of the distribution of
the number of themes ranked the same as PAX. We thus accept the H.0. Respondents have a similar
interpretation with regards to PAX’ focus, regardless of their familiarity with PAX. Chi2=0,215, p=0,898
The familiarity with PAX thus has a slight influence on the interpretation of the message, as the
(threat of) violence against activists is significantly ranked different by respondents that are a bit familiar
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with PAX. Moreover, familiarity seems to be correlated with an interpretation that is more often similar to
the respondent’s opinion. Although the respondent that interpreted the message the most similar to PAX’
intended message was familiar with PAX, there is no clear correlation visible between these variables and
there is no statistically significant relation.

Involvement in the topic
The respondent’s involvement in the topic, here operationalised to the awareness of the situation,
influences the processing of a message (Crano & Prislin, 2006; Aaker & Maheswaran, 1997; Wood, 2000).
A logic subsequent consequence is the interpretation of the message, which can be different due to the
different processing. Table 19 shows the medians per theme, grouped by how well the respondents are
aware of the situation. There is a clear difference in the medians of the theme of the activists, in which
the respondents that are not aware of the situation have a lower median (3.5 in comparison to 6),
meaning they gave it a higher centrality more often. Those that are aware of the situation more often
ranked the current situation in Iraq of higher centrality in comparison to respondents that are not or a bit
aware of the situation (medians of resp. 2, 4 and 5). The former group thus saw this theme as more
central. A similar difference is visible in the theme of ideals that are pursued. All groups had a similar
median in the themes of (threat of) violence against activists and the action to the Dutch public.
Table 19 Median rank of interpret centrality per theme, compared per awareness of the situation
A
bit
aware of
the
situation
(n=3435)
6

Aware
of the
situation
(n=9)

The activists

Not
aware of
the
situation
(n=1315)
3,5

The (threat of) violence against the activists

4

4

4

The current situation in Iraq

4

5

2

The battle for change

4,5

5

5

Safe demonstrations

6

6

5

Ideals that are pursued

6

6

4

Women and women's rights

3

2

3

Action to the Dutch public: sign the letter

3

3

3

6

A Kruskal-Wallis test will show whether the rankings of centrality per theme were significantly
different between those groups.
H0. Respondents that are aware of the situation, respondents that are a bit aware of the situation and
respondents that are aware of the situation in Iraq have a similar ranking of this theme.
H.1 Respondents that are aware of the situation, respondents that are a bit aware of the situation and
respondents that are aware of the situation in Iraq do not have a similar ranking of this theme.
The Kruskal-Wallis test shows there is no significant difference between the rankings of the groups. We
thus accept H.0. The respondents have a similar interpretation of the centrality of the themes, regardless
of their awareness of the topic.
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Although there is no significant difference in the ranking of the themes, a small difference is
visible between the groups in whether the most central theme and the most important theme are the
same (table 20). Those that are not aware of the situation have a similar distribution in whether or not it
was the same theme, whereas those that are a bit aware and those that are aware of the situation more
often (resp. 60% and 66,67%) did not choose the same theme as most central and most important.
Table 20 Comparison of the most central and most important theme, compared per awareness of the
situation

Most central and most
important
theme
are
different
Most central and most
important theme are the
same
Total

Not aware of the
situation
Freq.
%
9
47,37

A bit aware of the
situation
Freq.
%
21
60,00

Aware of the
situation
Freq.
%
6
66,67

Total

10

52,63

14

40,00

3

33,34

27

19

100

35

100

9

100

63

36

It can also be checked whether the number of rankings that are the same is different between the groups.
This is shown in table 21. Interestingly, the person that had the most themes ranked similar to PAX, was
not aware of the situation. The respondents that are aware of the situation have the most often one
theme ranked similar to PAX, whereas the respondents that are a bit aware of the situation more often
have three themes ranked the same.
Table 21 The similarity of the interpretation to PAX’s focus, compared per awareness of the situation

Number of
the same
rankings

Total

0
1
2
3
5

Not aware of
situation
Freq.
%
8
44,4
6
3
0
1
18

33,3
16,7
0
5,6
100

the

A bit aware of the
situation
Freq.
%
16
45,7
7
7
5
0
35

20
20
14,3
0
100

Aware of the situation

Total

Freq.
3

%
33,3

27

5
1
0
0
9

55,6
11,1
0
0
100

18
11
5
1
62

No clear relation is visible in table 21, but this will be tested through the Kruskal-Wallis test.
H.0 Respondents that are aware of the situation, respondents that are a bit aware of the situation and
respondents that are aware of the situation in Iraq have a similar distribution of the number of themes
ranked the same as PAX.
H.1 Respondents that are aware of the situation, respondents that are a bit aware of the situation and
respondents that are aware of the situation in Iraq do not have a similar distribution of the number of
themes ranked the same as PAX.
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The Kruskal-Wallis tests confirms the lack of visible relation. There is no significant difference between the
groups in the distribution of the number of themes ranked similar to PAX. We accept the H.0. The
similarity of the interpretation of respondents to PAX’ focus is similar, regardless of their awareness of the
situation. Chi2=0,193, p=0,908.
It has thus become clear that the respondent’s involvement in the topic is of no significant
influence on the interpretation of the message. When comparing the interpretation and the respondents’
opinion, a small difference becomes visible in which respondents that are not aware of the situation
relatively more often have a different opinion than how they interpreted the message. This is however
not a mayor difference. Similarly, there is no significant relation between this personal characteristic and
the similarity of the interpretation and PAX’ focus.
It can be concluded that the influence of the personal factors has little to no influence on the
interpretation of the message and the subsequent number of similar rankings to the themes. Only one of
the statistical tests turned out to be significant, which showed a significant difference between
respondents that are a bit familiar with PAX and the others in terms of how they ranked the (threat of )
violence against activists. All other tests turned out to be insignificant. The similarity between the
interpret centrality and the opinion of the respondents shows some interesting results. Respondents that
were women, familiar with PAX and/or not aware of the situation more often had a similar theme to be
interpreted as most central and most important.

6.6 Interpretation and support
The fifth sub-question was: “Is there a relation between such similarity and whether people participate in
PAX call to action?” To understand the possible role of interpretation in persuasion, it is important to
examine how the respondents’ interpretation of the message, including in comparison to PAX’ intended
message and the respondents’ own interpretation, is related to the respondents’ support of PAX.
Hypothesis that will be tested to answer this research question are:
H.4 Interpretation of the message that fits a recipients own interest will have a significant influence on the
support of the campaign.
H.5 An interpretation of the message that is similar to the message intended by Pax will have a significant
influence on the support of the campaign.
Figure 21 visualizes these hypothesis, in relation to the other factors in the causal model.
Figure 21Visualisation of relation between interpretation and support

Comparison of support of PAX per interpretation of most central theme
The median ranking of the themes showed the general interpretation of the message. Table 22 shows
that those that signed the letter more often saw the activists of lower centrality, just as the current
situation in Iraq and the battle for change (Md of resp. 7, 6 and 6) compared to the other groups. The first
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theme also has the biggest difference, as respondents that did not sign the letter saw the activists more
central, with a median of 4. Respondents that signed the letter saw the theme of safe demonstrations as
relatively more central (Md of 4) compared to those that will sign the letter later and those that did not
sign the letter. Those that did not sign the letter saw women and women’s rights as more central (Md=2)
and safe demonstrations as less central (Md=6). All groups saw the (threat of) violence and the action to
the Dutch public of similar centrality (medians of resp. 4 and 3).
Table 22 Median score of themes on centrality, divided by whether respondents signed the letter
Theme

Did not
sign the
letter
(n=29)

Signed
the
letter
(n=5)

4

Will sign
the
letter
later
(n=20)
6

The activists
The (threat of) violence against the activists

4

4

4

The current situation in Iraq

4

4

6

The battle for change

4

5

6

Safe demonstrations

6

5

4

Ideals that are pursued

6

6

6

Women and women's rights

2

3

3

Action to the Dutch public: sign the letter

3

3

3

7

Comparison of support of PAX per most important theme
Table 23 provides an overview of how many times a theme was found most important. Respondents that
did not sign the letter or will sign the letter later saw women and women’s rights most often as most
important (resp. 35,24% and 37,50%). Respondents that signed the letter most often saw the (threat of)
violence against activists as most important. 33,33% of this group found it the most important theme,
whereas only 14,58% of those that did not sign the letter found this theme most important. Only one
respondent thought the activists was the most important, this respondent said he/she will sign the letter
later. The group of respondents that will sign the letter later relatively often thought the current situation
in Iraq was important (18,75%) compared to the other groups. Those that signed the letter relatively more
often saw the action to the Dutch public as most important (8,33%).
All three groups had a similar top 4 of most important: women and women’s rights, the (threat
of) violence against activists, the current situation and the battle for change. The distribution among the
top ranks is however different. Especially the (threat of) violence is interesting due to its clear path: it is
the first most important theme for respondents that signed the letter, the second most important for
respondents that will sign the letter and the 3rd/4th most important for respondents that did not sign the
letter.
Table 23 Themes mentioned as most important, divided by whether respondents signed the letter
Theme

The activists

Did not sign the
letter
Freq.
%

Will sign the letter
later
Freq.
%

Signed
letter
Freq.

%

0

1

0

0

0

3,13

the

Total

1
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The (threat of) violence
against the activists
The current situation in Iraq

7

14,58

7

21,88

4

33,33

18

7

14,58

6

18,75

1

8,33

14

The battle for change

10

20,83

3

9,38

3

25,00

16

Safe demonstrations

3

6,25

0

0

1

8,33

4

Ideals that are pursued

3

6,25

1

3,13

0

0

4

Women and women's rights

17

35,42

12

37,50

2

16,67

31

Action to the Dutch public:
sign the letter
Total

1

2,08

2

6,25

1

8,33

4

48

100

32

100

12

100

92

Comparison of the support of PAX per whether the interpret most central and most important theme
are similar
The importance of a theme can be compared to what respondents (n=63) interpret as most central to a
theme Respondents are grouped based on whether this was the same or a different theme. These groups
will be used to compare through crosstabs whether there is a difference between respondents in whether
they signed the letter. Respondents that would rather not say whether they signed the letter (n=5) are left
out.
Table 24 shows whether respondents signed the letter, grouped by whether the most central and
most important theme was similar or different. Those that had a different theme more often did not sign
the letter (61,76%), whereas those that see the most central and most important theme as the same
more often will sign the letter later (58,33%). Both groups have a similar number of respondents that
signed the letter. There is thus no clear causal relation visible in whether they did or did not sign the
letter, but rather between whether they did not sign and will sign later.
Table 24 Comparison of the interpret most central and most important theme, divided by whether
respondents signed the letter
Most central and
most
important
theme are different

Did not sign the letter
Will sign the letter
later
Signed the letter
Total

Freq.
21
10

%
61,76
29,41

Most central and
most
important
theme are the
same
Freq.
%
8
33,33
14
58,33

3
34

8,82
100

2
24

8,33
100,00

Total

5
58

29
24

This potential relation between the similarity of the most important and most central theme and
whether the respondent signed the letter is tested through a Mann-Whitney test.
H.0 The distribution of whether respondents did not sign the letter, will sign the letter later or signed the
letter is similar between respondents that had the most central theme as the most important theme and
those that did not.
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H.0 The distribution of whether respondents did not sign the letter will sign the letter later or signed the
letter is not similar between respondents that had the most central theme as the most important theme
and those that did not.
The Mann-Whitney test shows that the distribution of whether respondents did not sign the letter, will
sign the letter later or signed the letter by respondents that saw the most central theme as the most
important theme significantly differs from respondents that saw the most central theme as different from
the most important theme. U=332, Z=-2,325; p=0,20. It is a weak effect, r=0,037. We reject the H.0 with
95% confidence. There is a significant difference in whether respondents supported the PAX campaign by
signing the letter, between respondents that interpret the message as fit to their opinion and those that
did not. Table 24 shows that those who interpret the message as similar to their opinion more often will
sign the letter later.
To conclude, the hypothesis considering the relation between the support of PAX and whether the
interpret most central and most important theme is similar, is confirmed to be significant. Respondents
that consider the same theme to be the most central in the campaign and the most important,
significantly more often will sign the letter later.

Comparison of support of PAX per comparison of interpretation to PAX’s focus
As became clear in chapter 6.5, the theme most centralised by PAX was the violence against activists and
the least centralized was the ideals that are pursued. This intended focus on the themes was not
recognized by all respondents. The question now is to what extend the interpret and the intended
message were the same and whether this matters to the respondents’ support of the campaign. Table 25
shows that almost half of the respondents (26) did not have any ranking of centrality the same as PAX’
intended focus. The majority of those who did not sign or will sign later had no or one theme the same.
The maximum of similar themes was 5, which was from a respondent that signed the letter. The
respondents that would rather not say whether they signed the letter, are not included in the table,
hence the lower totals at the number of rankings.
Table 25 Number of similar rankings of centrality of PAX and respondents, divided by whether respondents
signed the letter

Did not sign the letter
Will sign the letter
later
Signed the letter
Total

Number of the same rankings
0
1
2
13
10
5
11
7
4

3
1
2

5
0
0

Total
29
24

2
26

1
4

1
1

5
58

1
18

0
9

The Kruskal-Wallis test is used to identify whether there is a relation between the number of the
same rankings and the signing of the letter.
H.0 The signing of the letter is similar between respondents that had no, one, two, three or five themes
ranked similar to PAX’s focus.
H.1 The signing of the letter is not similar between respondents that had no, one, two, three or five
themes ranked similar to PAX’s focus.
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The Kruskal-Wallis test shows that there is no significant difference in the signing of the letter between
respondents that had no, one, two, three or five themes ranked similar to PAX’s focus. Chi2=2,546;
p=0,636. We do not reject the H.0. There is a similar distribution of respondents that signed the letter, will
sign the letter later and signed the letter, regardless of how many themes were ranked similar to the
focus of PAX.
There is thus no significant relation between the similarity of the intended and interpret message and the
support of PAX. The hypothesis considering this relation cannot be confirmed. Respondents that had no
rankings the same as PAX more often did not sign the letter, but this relation proved not to be significant.

6.7 Factors in support
Respondents were asked to identify why they signed the letter or not, to answer the sixth sub-question
“What are factors identified by recipients that influence whether they participate in PAX’s call to action?”.
The answers to this question can be divided into reasons to sign the letter and reasons not to do so.
Respondents that signed the letter identified multiple reasons which can be broadly categorized
as the message; the effect of the message; familiarity with PAX or the topic; and practical reasons such as
privacy matters. The message was compelling in different ways. Many respondents that signed the letter
found one or more themes as very compelling and/or that they found it of great importance. This
matches the significant influence of the similarity of the most central and most important theme, as
tested above. The personal stories were also convincing, just as the interview and the animated movie.
Other respondents identified the impact that the letter can have as a reason to sign. In line with this,
some respondents mentioned that they felt they could make a difference. It was specifically mentioned as
well that respondents participated because it required little effort. Affiliation with the sender or the topic
was also a reason. Some identified the topic specifically, whereas others mentioned that all such topics
should receive more attention and be changed. One respondent also mentioned that content on the topic
on other media helped convince her. Last, some respondents identified that the survey question on
whether they signed the letter or not convinced them to sign the letter. This clearly influences the data
and will be discussed more in chapter 7.
Respondents that did not sign the letter also had numerous reasons. Many of them thought the
letter would not lead to real change and doubted the results of such a campaign. In line with this,
respondents questioned the role of the UN or Hennis-Plasschaert. Others identified the lack of knowledge
on the topic as the limiting factor. Many found that they needed more information or time to think about
it as they did not want to blindly sign something. Some respondents did not know PAX or did not feel
connected to the topic and therefore did not sign the letter. Other respondents mentioned that they did
not agree with the words and framing used on the webpage. Practical aspects also limited the
engagement. Some respondents found that the webpage was too long to read through and that the letter
was not well-positioned on the webpage. Last, several respondents were hesitant to leave their personal
information (e-mail address), for example because they did not want to be contacted by PAX again.
There are several reasons that reoccur in both the signing of the letter and not singing the letter.
Involvement in the topic seems to be important, just as information on the topic and the letter and the
motivation to read about it. Knowing PAX also seems play a role, just like understanding the role of the
UN and Hennis-Plasschaert. The most mentioned reason however is the feeling that signing the letter is of
use and leads to actual change. The feeling that the letter is of use and that signing the letter contributes
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to the cause convinced many respondents, but a lack of this belief also deterred many respondents from
signing. Table 26 provides an overview of categories of reasons that were mentioned by respondents.
Table 26 Reasons (not) to sign the letter
Reason
Effort
Effect
Familiarity with PAX
Topic (importance, interest)
This research
Message (framing, content)
(Lack of) knowledge/motivation
Privacy
Other

Frequency signed/will sign
4
12
1
21
4
7
0
0
0

Frequency not signed
1
16
2
1
0
5
18
4
3

6.8 Future support
The final sub-question was “Can future support of PAX be expected, based on current support of the
campaign?” Hypothesis 6, visualised in figure 22, considered this relation: Current support of the PAX
campaign influences future support of PAX. The expectation is that people that signed the letter will more
often support PAX in the future.
Figure 22 Visualisation of the relation between current support and future support

Table 27 shows a first answer to this. It becomes clear that relatively more respondents that did
not sign the letter will also not support PAX campaigns in the future. Most respondents (44) indicate that
future support of PAX campaigns depends on the topic of such campaign. This is interesting, as the
involvement in the topic did not significantly influence whether respondents signed the letter or not
(Chi2=0,314; p=0,855).
Table 27 Comparison of future support, divided by current support of PAX

Will not support PAX
campaigns in the future
Will maybe support PAX
campaigns in the future
Support of PAX campaigns in
the future depends on the
topic
Will support PAX campaigns
in the future
Total

Did not sign the
letter
Freq.
%
13
27,08

Will sign the letter
later
Freq.
%
2
6,25

Signed
letter
Freq.
1

the

Total

%
8,33

17

15

31,25

9

28,13

1

8,33

25

19

39,58

15

46,88

5

41,67

44

1

2,08

6

18,75

5

41,67

12

48

100

32

100

12

100

98
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The relation between current and future support is tested through a Kruskal-Wallis test.
H.0 Expected future support is similar between respondents that did not sign the letter, those that will
sign the letter later and those that have signed the letter
H.1 Expected future support is not similar between respondents that did not sign the letter, those that
will sign the letter later and those that have signed the letter
The Kruskal-Wallis test shows that the expected future support of PAX significantly differs between
respondents that did not sign the letter, those that will sign the letter later and those that have signed the
letter. Chi2=14,933; p=0,001. We reject the H.0 with 99% confidence.
It can thus be concluded that there is a significant relation between the respondents’ current and possible
future support of PAX. As hypothesised, the respondents that currently supported PAX by signing the
letter, are more certain that they will support PAX in the future as well. Those that did not sign the letter
(yet) more often are uncertain and let it depend on the topic of the campaign.
Figure 23 shows a summary of all the tested hypothesis. The green arrows at hypothesis 3, 4 and 6
indicate a significant relation between these variables.
Figure 23 Hypothesis of this research.

Other factors identified by the respondents
Respondents could identify why they thought they will (not) support PAX in the future. Their answers are
categorized, as visible in table 28. The reasons will now be explained, divided by the respondents’ answer
to whether they would support PAX in the future or not.
Table 28 Frequency of reasons to (not) support PAX in the future
Reason
Topic of the action
Familiarity with PAX
Framing of topic
General involvement in such actions
Visibility of actions
Effect of actions
Other

Frequency mentioned
27
21
14
11
6
3
16

Respondents that said they will not support PAX in the future, explained that they normally do
not support charities etc.. The effect of the campaigns was questioned by three respondents, which
makes them less likely to support PAX in the future. In line with this, one respondent identified that it
would be more powerful it the call to action came from a person in the situation rather than someone
from the Netherlands. One respondent also mentioned that NGO’s take sides, which he/she felt wrong.
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Similarly, a respondent mentions that he/she will support PAX when their communication becomes more
nuanced.
26 respondents mentioned that future support depends on the topic of the campaign. This
matches the respondents’ elaboration on their choice, as asked in the open question that followed. Many
identified that they wanted to support something that they find interesting or know much about. The
respondents mention that the topic is the key to whether they support a campaign or not. It for some also
depends on PAX’ position in a topic. It is especially interesting that respondents think the topic is of such
importance, as the recipients’ involvement in the topic was one of the variables in this research. Out of
interest and to possibly further complete the model, this statistically tested. A Kruskal-Wallis test is
performed to check whether there is a significant relation between the respondents’ involvement in the
topic and the future support of PAX. This showed no significant relation. Chi2=1,992; p=0,369. Appendix 5
contains more detailed information on this test.
Those that identified that they would maybe support PAX in the future, often let it depend on
whether something crosses their path without them having to look for it. They are thus not actively
involved themselves and identify being reached by NGOs about such campaigns as important factor for
potential future support. The extensiveness of a webpage also matters, as long texts made some
respondents drop out. Some also identify that there are many similar campaigns.
Others would like to know PAX better before they choose to support future campaigns or not.
Respondents that think they will support PAX in the future, often do this because they think PAX’s work is
important or feel connected to multiple topic of PAX or already support PAX. The size of PAX and their
reach also plays a role. In total, 21 respondents thus in their own words stated that being familiar with
PAX is of influence on whether they will (not) support PAX in the future. Just as the topic, this is tested.
There seems to indeed be a relation between the familiarity with PAX and expected future support. A
Kruskal-Wallis test shows that there is a statistically significant difference between respondents that are
familiar with PAX, those that are a bit familiar with PAX and those that are not familiar with PAX.
Chi2=16,664; p=0,000. See Appendix 5 for details on this test. Figure 24 visualised this outcome in addition
to the existing model.
Figure 24 Visualisation of additional relation between familiarity with PAX and future support of PAX

7. Discussion
This chapter will critically reflect on the methods that are used to come to this research’s results, together
with the implications of the use of these methods. Advice will be given for further research, to build upon
lessons learned in this research. This discussion will focus on four topics: the sample group; the
operationalisation of the interpretation; the interpretation of PAX and the possible indirect influences of
the variables.
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7.1 Sample group
In total, 100 valid cases have been collected for this research. This is a decent amount of cases, but it
would have been better to have more, since it is better to compare larger groups as outliers have less
effect in larger groups. The measures used, such as the non-parametric analysis and the median, are the
best to cope with small sample groups. However, non-parametric measures are less strong in identifying
relations than parametric measures are (De Vocht, 2016).
Group size could also play a role when comparing the men and women of the sample group and
those that are familiar with PAX or not. Men and those that are familiar with PAX were rather few (resp.
19 and 8), compared to their counterparts (resp. 43 and 40). Smaller groups are more easily influenced by
outliers, whereas larger group equal out. The use of the median, rather than the mean, reduces this
effect.
Non-parametric tests were furthermore necessary as the sample group was not a-select. This was
due to the lack of a sample frame and the online nature of the data collection. Social media platforms are
used to reach a more diverse population, rather than reaching people only through a snowball effect of
my personal network. Still, it was a convenient sample, reaching mostly other students and young adults
that are currently at the end of their studies. Even so, this sample is interesting. Since the survey reached
mostly higher-educated young adults, it could be a good fit to the online, cosmopolitans that PAX wants
to reach in their campaigns (PAX, 2016).
For all respondents, reading the webpage was mandatory to make sure the resulting data is fit to
answer the research question, which focuses on the interpretation of the campaign. My data does
however not differentiate between respondents that only saw the webpage and those that also saw the
letter and the video. This means that there could be unnoticed differences between respondents,
depending on what they read and/or saw. This is especially interesting considering the storytelling
through four female activists and the difference in focus on these women in different contents. This could
influence the interpretation of the message, especially considering the themes of the activists and women
and women’s rights. The types of content should furthermore be considered as some respondents
mentioned their opinion on one part of the content specifically. , e.g. the interview or the animated clip.
The extensiveness of visual cues and diversity of the webpage are however beyond the scope of this
research, as it tries to explore the role of interpretation in persuasion rather than the different types of
content. This is why the content analysis on the webpage’s text and the focus of PAX are used, rather than
an extensive discourse analysis of all related content. It is however something that could be considered to
take into account in future research.

7.2 Operationalisation of interpretation
This research’s main goal was to explore the role of interpretation in the process of persuasion. As there
was no literary background to base operationalisation on, this had to be inspired on other fields of
research. Content analysis, including feedback from PAX and test-respondents, proves to be a rather
effective method to identify themes that encompass the whole message. This is proven by the open
question, which answers covered all themes already identified through the content analysis. The exact
phrasing of the themes differed, which is to be expected.
The ranking of the themes however proved not to be a good way to measure interpretation. This
is visible in the number of invalid responses, which was about 1/3rd of the cases. The ranking of the theme
provided multiple problems. First, it connects the values of the themes, rather than having independent
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values for all themes. This makes comparative analysis harder and removes the possibility for factor
analysis. Second, it forces respondents to choose between a theme for a rank when they do not
necessarily prefer one theme over another. This was visible in the many invalid cases, as they were mostly
invalid due to the same ranking for multiple themes. Third, the resulting score was more difficult to work
with and allowed for less inductive analysis. This was because of two problems. A: the ranking by
respondents could not be compared to the ranking by PAX in the way I intended, as the scores were
connected and the outer values would have more weight than the middle values. E.g. a score of 8 could
differ 7 points maximum with another rank, whereas a score of 4 can only rank 4 points with another
rank. The difference between the rankings could thus not be measured. This resulted in the use of binary
data of identical ranks or not, which misses the details that the difference of ranks would have had. B: due
to the relation between the rankings, the distribution could have a more intense skewness or kurtosis
than necessary. The non-normal distributions meant that I had to use the median instead of the mean.
This removed the potential to perform other statistic measures with the central measure.
Altogether, the ranking of the themes in hindsight did not provide the right type of data. This can
be fixed by using a Likert-score instead of a ranking. A Likert-scale on each item removes the
interdependence of the themes, allows for factor analysis and leads up to a Likert-score that can be used
for inductive analysis. This method however requires an extensive survey which includes many items. This
was considered too much for an online survey.

7.3 Focus PAX
The focus of PAX is used as the standard to which the respondents’ interpretation is compared. This focus,
based on the campaign coordinator’s ranking, can however also be influenced by the coordinators’ own
background and ideals. It cannot be said exactly to what extend this is influences the ranking. The
uncertainty of PAX’s focus influences the results of this research that are related to the similarity between
the interpreted and intended message. Table 1 in chapter 5 provides some insights in the influence of this
uncertainty as it showed the difference between the ranking based on the content analysis and the
ranking by the campaign coordinator. As a test, the ranking based on the content analysis has been used
and the same analysis have been performed. There was little difference in the results. The highest
number of themes ranked similar to PAX was three instead of five. Still, there was no significant relation
between the similarity of the centrality of themes and the support of the campaign.
This illustrated the impact of the method used and the inconsistency between the results. More
research should be done into the operationalisation of the intended message and how this relates to the
respondents’ interpretation of the message. Table 1 can be used as a starting point for this, as it compares
two methods. Another possibility, to be explored in future research, could be to perform a test similar to
the respondents’ survey, a Likert-scale on the themes, on the PAX staff that was involved in the campaign.
It is however doubtful whether it is possible to ever have a neutral, intended message as not only the
authors’ but also the researcher’s mental frames play a role.

7.4 Indirect influences
Finally, it has to be taken into account that the causal effect of variables on the interpretation and the
support of PAX is currently measured without taking into account the indirect influences between
variables among each other. Multiple regression analysis will have to be performed to eliminate such
influences and explore the true influence of variables and their strength. As a ratio or interval scale is
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needed for this (De Vocht, 2016), current data are not fit for such an analysis. It could be done in future
research that makes use of the Likert-scale. This would make a great addition to the analysis of the role of
interpretation in persuasion.
The role of the research and the researcher should also be considered, especially considering the
influence on the signing of the letter. Even though it was highlighted that signing the letter was one’s own
choice and not relevant for the research, some respondents indicated that they signed the letter because
of the research question about it. The resulted number of signings of the letter might thus be more than
would have been without the research. This makes the data on the signing of the letter less valid and
further questions the outcomes.
Although correlations between the most important and the most central theme have been
identified to play a role in support, the causal relation between the most important and the most central
topic cannot be identified from the literature review. The literature provides support for the influence a
person’s mental frame on the interpretation (Willwhite, 2003; Eagly & Chaiken, 1984), but also identified
the reverse influence in which someone adapts their mental framework (Crano & Prislin, 2006). Although
correlation is clear, the causal relation thus remains uncertain and hence the exact implications for
persuasion remain yet to be discovered.

8. Conclusion
To understand the results of this research in relation to the existing literature and the research question,
the most important results and their implications will be sketched. Let it be reminded that the sample
group is not a-select. This means that all results only apply to this group and cannot be generalized.

8.1 The intended message and the recipients’ interpretation of the message
The key themes as identified through the content analysis and ranked by PAX were clear. These eight
themes encompassed the message of the campaign. Respondents however seemed to have diverse views
on what the campaign was about. For each theme, all rankings were picked at least by one respondent.
Although some themes had a clear mode, such as safe demonstrations and women and women’s rights,
the respondents were not likeminded on most of the rankings of the themes. The rankings of some
themes deviated to an extend beyond the normal curve. The diverse rankings of the themes seem to
indicate the ambiguous message of the campaign. It seems to lack a clear central theme, that can be
identified by the recipients. Furthermore, the interpretation of the campaign showed rather different
results than the intended message by PAX. Almost half of the recipients (26/58) did not have any theme
ranked the same as PAX. This means that the clarity of the message can be questioned.
The recipients’ interpretation of the message was more diverse than their opinion on the most
important theme. A maximum of 18 respondents agreed on the most central theme, whereas maximal 32
respondents had the same most important theme. The opinion on the most important theme of the
respondents was thus more homogenous than the interpretation of the message. Both showed a clear
discrepancy with the intended message.
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8.2 The role of personal characteristics
The role of personal characteristics on the interpretation of the message has been explored. A summary
of the outcomes of the tested hypothesis can be found in Table 29 on 62. This section will reflect upon the
relation between the personal characteristics and the interpretation of the message.

Gender
Gender did not play a significant role in the respondents’ interpretation nor the support of directly PAX.
This is in line with Srnka et al., (2003), who stated that gender does not influence preferences, but
outcome contradicts Guadagno and Cialdini‘s (2002) argument that women are more easily persuaded.
This could be due to the online nature of the research, while Guadagno and Cialdini (2002) state the
difference between the genders is most prominent in face to face communication.
Even though it could not be statistically tested, there was one finding that could be interesting to
keep in mind: the gender differences considering the theme of women and women’s rights. It was visible
in table 13 that the women interpret the theme of women and women’s rights of lesser centrality, but
found it more important. Men show the opposite tendency and see this theme as rather central while
considering it of lesser importance. This is not only especially interesting for PAX since this campaign was
the first in a series of campaigns on gender and peace, but also because it significantly matters whether
the interpret centrality and the opinion on the importance of a theme are the same. This discrepancy
considering women and women’s rights per gender asks for more research, to see whether this is a
recurring problem in other research populations as well. If so, it might be cause for critical reflection on
gender-related targeting and framing of messages.

Familiarity with PAX
Familiarity with PAX played a minor role, as it only influenced the interpretation of one theme: the (threat
of) violence against activist. This however was significantly more central for those that know PAX a bit,
whereas the other groups were similar again. Such curved correlation does not identify any causal
relations.
There is another outcome that is worthy to notice. Those that know PAX more often have the
same theme as most central and most important. In line with this is the outcome that the (ex-)coworker/intern/volunteer had the most rankings the same as PAX. It could be that familiarity leads to a
“PAX-like vision” on topics. Identifying whether there is such a relation could be of great importance, as it
matters significantly whether the interpret most central and most important theme are the same.
However, due to its not-significant nature and the sample groups non-representativeness, this result
should not simply be generalized but rather used to start a debate and to incite further investigation into
these dynamics.
Furthermore, although the influence of familiarity with PAX was often not significant,
respondents identified it in the open question as a factor to support the campaign or PAX in the future or
not. This relation showed to be statistically significant. This does not seem to be mediated through
interpretation, as the interpretation does not significantly differ. It rather fits Srnka et al. (2003)
description of the importance of a brand for long term relations.
The hypothesis on experts, based on the literature of Artz and Tybout (1999) could unfortunately
not be tested. Few people knew PAX and none thought of it as an expert. Most chose to describe PAX as
activists. This could be due to the activist goal of the campaign, in comparison to more informative articles
that PAX also posts. Future research could focus on and compare more well-known NGOs to see whether
different kinds of familiarity with an NGO plays a role.
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Involvement in the topic
Awareness seems to be of no influence, both directly on support and on the interpretation. This
contradicts the literature on the dual process (Crano & Prislin, 2006; O’Keefe, 1982; Aaker & Maheswaran,
1997; Wood, 2000). This is striking, as this concept was closest related to the interpretation of a topic.
Some difference can be seen in the types of themes that were interpret as more central. These
differences were not statistically significant, but still interesting to consider since the literature appeared
to be so decisive on this personal factor. Although not significant, a difference in the ranking is visible,
which could provide a general insight in how interpretation could possibly differ in relation to the
respondent’s involvement in the topic. On one hand, respondents that are aware of the situation
interpreted the more background-oriented themes, such as the current situation and the ideals that are
pursued to be of higher centrality than other respondents. This could be due to their knowledge on the
background of the situation. On the other hand, the personal stories of the four activists themselves
seemed of higher centrality to the respondents that were not familiar with the situation. More research
should be done to see whether these differences are significant for other populations. If this is the case it
could incite the need to differentiate the framing of the topics for different target groups in terms of
awareness on the topic, as personal stories then are a more effective way to communicate to people that
are less aware. This could be further investigated to see whether they are significantly influential for other
populations.

8.3 Interpretation and support
Interestingly, the interpreted centrality of the action did not differ between groups that did and did not
sign the letter. This means that focus on the action on the webpage does not increase the support of the
campaign. Few respondents saw the action as important, contrary to the rather high interpret centrality
of the theme. This high centrality could be due to the high number of words used on this theme. It was
the 2nd most extensive theme in the content analysis. This knowledge, that the interpret importance of
the action does not increase support and that the opinion on the importance of the action is low, can be
of use to NGOs setting up an action. It helps them understand that it is not necessary to put emphasis on
the action or not, as it does not influence the support of the action.
It is also not necessary for respondents to interpret the message in the way it is intended, in order
to support the campaign. Respondents lacked a similar interpretation to both the intended message and
the ranking based on the amount of words. This different interpretation however had no significant
influence on the support. On the one hand, this can be a relief for sending NGOs as they can have little
influence on the interpretation by respondents. On the other hand, this lack of influence can also be due
to the vagueness of the message and asks for critical reflection on the clarity of message by the sending
NGO.
What is of significant influence is whether the interpretation of the message fits to the
respondents’ attitudes. Respondents that consider the most centralized theme as most important theme
are more likely to support the action. This is in line with Eagly and Chaiken (1984), who mention that a
message should link to a person’s existing attitudes. Respondents for who the interpretation fits their
attitudes more often support the cause, in contrast to those whose interpretation of the message does
not fit their opinion. The content of the campaign and its relevance thus seems to matter less than the
extent to which it appeals to the publics interests and fits their opinion on what is important. It also does
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not seem to matter whether the person’s opinion is based upon a high level of awareness on the topic, as
significantly influences neither the support of the campaign nor the interpretation of the message.
As mentioned in chapter 6, respondents that were more familiar with PAX more often interpret
the message in line with their own opinion. Even though this correlation cannot be tested on its
significance, the data shows a clear difference. Following up on this, respondents that interpreted the
message in line with their own are significantly more likely to support PAX. Familiarity with an NGO could
thus be of positive influence on the support, in part mediated by the interpretation of the message. More
research should be done into this, to further explore the relevance of familiarity with an NGO.
Overall, almost no significant connections were found to influence the interpretation, as visible in
Table 29. There was one significant result between the familiarity with PAX and the centrality of a theme,
but this appeared to be a curved relation, which peaked at knowing PAX a little. The only significant
relation that is of interest to current support is therefore the relation between the similarity of the
interpretation of the message and the respondent’s opinion and the support of the PAX campaign. This
was a rather weak relation. All other relations proved to be insignificant. To conclude, the influence of
personal characteristics on the interpretation of the message by young adult recipients is negligible and
interpretation has a weak effect on the support and only when combined with the respondent’s own
attitudes. There is thus no clear cause to assume that interpretation plays an important mediating factor
in persuasion, except that there should be room for recipients to interpret a campaign similarly to their
own opinion.

Table 29 Summary of the outcome of the hypothesis
Hypothesis
1. Gender will have a significant influence in the interpretation of a message
2. Familiarity with PAX will have a significant role in the interpretation of a message.
3. Involvement in the topic will have a significant role in the interpretation of a
message
4. An interpretation of the message that fits a recipients own interest will have a
significant influence on the support of the campaign
5. An interpretation of the message that is similar to the message intended by Pax
will have a significant influence on the support of the campaign.
6. Current support of the PAX campaign will play a significant role in future support
of PAX.

Outcome
Not significant
Significant on
one theme
Not significant
Significant
Not significant
Significant

8.4 Other factors that influence respondents’ support of PAX
Interpretation thus appears to play a minor role in the persuasion to support PAX, except when the
interpretation is in line with the respondent’s own opinion. The significant influence of the similarity
between the interpretation and a respondent’s own opinion shows the first glance of the role of
interpretation and the importance of this factor to be explored further. In addition to interpretation, this
research identified other factors mentioned by the respondents that could be of influence on the support
of a campaign. The respondents’ answers to the open questions on why they did (not) support the
campaign and if they would (not) support PAX in the future provided some insight in this.
Two factors that are often mentioned are the importance to know PAX and its position; and the
(framing of the) topic. This matches the importance of NGO’s legitimacy and framing of its values, as
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mentioned by Ossenwaarde, Nijhof & Heyse, (2008) and Beniger (1987). It furthermore became clear that
respondents thought they were more likely to be supportive, when the topic fits their interests. It is
interesting that these two factors are often mentioned by respondents, as these factors did not play a
significant role in relation to the current support. This might be because the respondents were currently
not involved enough and are looking for something that better fits their interests; or because a relation
with the sender is considered to be of more importance in the long term, as Srnka et al. (2003) also
mention. This discrepancy between the statistics on current support and the expectations for future
support should be researched more in depth to understand the respondents’ motivation for support
better.
Another factor that respondents often mentioned, in their own words, is efficacy. According to
them, the feeling of contributing to the solution influences whether or not they signed the letter or will
support PAX in the future. This factor, mentioned by Min (2007), is shortly acknowledged in the literature
review. There did not appear to be a relation between this factor and the interpretation in the literature,
as they seemed to be rather separate influences on persuasion. Future research could focus on how the
respondents’ feelings of efficacy and their self-image as an activist can be incorporated into a campaign
without compromising the core themes of the campaign.
Furthermore, respondents point to the expected effect of the campaign as well. This relates to
Vossen, Van Gorp and Schulpen’s (2018) and Souza’s (2010) framing of solutions and Ossenwaarde et al.’s
(2008) output legitimacy. It becomes clear that the respondents’ opinion on this was diverse, as some
mentioned that they support the cause because of it effect whereas others mentioned the exact opposite.
The effect of a campaign thus should be part of the message as well and perhaps more outstanding than it
was in this case, where it was part of the action in general.
For all these factors, it is important to remember that the discrepancy of the intended and
interpreted message makes the situation more complicated, as adapting the (focus of the) message does
not for sure lead to a change in the interpret message. There is a gap between the intended and interpret
message, whose influence we cannot yet understand, let alone measure. Changing the message to
explore these above mentioned factors thus requires much research. Last, in addition to the above
mentioned factors, current support is statistically significant for future support by these respondents.
Respondents that support PAX now more often thought they will support PAX in the future as well,
whereas other respondents relied more on the above mentioned factors.

8.5 Combining scientific fields
The goal of this research was to bridge the gap between communication studies and sociopsychological
research on the process of persuasion. It has explored the possible mediating factor of interpretation. It
was proposed that this concept could link the communicated message and the persuasion. The outcome
of this research shows that interpretation, measured as it is now, is of little value to bridge the gap. The
research did however show that the interpretation of a message should be taken into account, as it differs
from the intended message. It is a factor that should be explored more, both in communication studies
itself as in relation to persuasion. The latter suggestion is based on the few identified significant links and
the open responses of the recipient, which show that interpret importance and framing of a topic could
be influential to persuasion.
This research has not successfully combined the two fields of research in terms of statistically
significant relations. It has however shown how interpretation can deviate and what it means in relation
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to the sender and the recipients’ attitudes and what this in turn means for the support. It has mainly
identified that an interpretation that fits the recipient’s own attitudes is more important than the
interpretation itself, when it comes to being persuaded to support the cause of the campaign. This
research’ exploration has created a foundation for other scholars to examine the concept of
interpretation in relation to persuasion further. Future research can draw upon the lessons learned in this
research, in terms of operationalisation and possible causality, to further examine how communication
and persuasion are related.

8.6 Young adults
Finally, one of this research interests lied in the category of young adults. It tried to provide a first insight
in persuasion of young adults, age 18 to 30. Their interpretation of the campaign was rather diverse and
was different than PAX’s intended message. It would be interesting to explore whether other age groups
would interpret the message in another, perhaps more like-minded, way or whether the message from
PAX was too unclear for all.
Interestingly, there were almost no significant relations. Not only did the relations with
interpretation turn out to be mostly insignificant, the direct relation between the personal characteristics
and support also proved not to be of significance. This contradicts the literature and raises the question
whether young adults are significantly different from the general population. This could explain the
discrepancy between this research and the literature. More research should be done to provide a
conclusive overview on young adults, in particular in comparison to other age categories. Considering the
small role of interpretation in persuasion, such research could be done on persuasion in general.

8.7 Recommendations to PAX
Based on the outcome of this research, both in significant statistic relations as in qualitative observations,
several recommendations can be done for PAX. As this research is a case study and focusses on one age
category, it is not directly generalizable to the rest of the PAX campaigns. However, it can be especially of
use for the second campaign in this series, which will be similar to the current case. The
recommendations can furthermore be used for critical reflection on other campaigns and can be a source
of inspiration and reflection for other NGOs.
❖ The interpretation of the campaign differs from what PAX wanted to focus on. Furthermore, the
campaign is rather ambiguous and lacks one clear key theme. On one hand, this can be used in
the organisation’s favour, as it allows for a broad range of interpretations, which can better fir
the recipients’ interests. On the other hand, this vagueness can deter people. To counter this,
PAX could consider the relative importance of the themes when creating the campaign, reduce
the number of themes in a message or make a core theme stand out to create a clearer message.
❖ Recipients that recognize their own opinion in the message more often support the campaign. To
gather more support, it might thus be needed to adjust the topic and the message to better fit
with the respondents’ attitudes and interests and/or to target recipients with interests that fit to
the message.
❖ It is not necessary to focus much on the action itself, as perceived centrality of the action is not
related to support of the action. It is however important to clearly describe the intended goal of
the action. This is related to the next advice: the effect of the action.
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❖ The effect of the action should be more highlighted, as the output legitimacy of the NGO is still
much disputed. The effect of the campaign and the role of the recipient in it is identified as an
important factor in the support of the campaign. As the opinions on the efficacy and the effect
were polarized, it could be favourable to highlight the precise goal and the effect of the campaign
more. Previous results of other campaigns could perhaps also be used, to create a more general
output legitimacy of the NGO, rather than for one campaign specifically.
❖ Ensuring support for the current campaign is a useful tool to create support of future campaigns.
Being familiar with PAX in a positive way and recognizing brand values is identified as a reason to
be inclined to support PAX in the future. The current campaign could be a start of this familiarity,
yet PAX’s legitimacy and its role in the case was scarcely discussed during the campaign.
❖ This research provided a first insight in the diversity among young adults. More insight should be
gained on young adults to see in which ways they are similar and different from the general
population, before PAX embarks on a young adults-focussed campaign strategy.
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