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Abstract 
Previous research has shown that the presentation method (dialogue versus monologue) of 

radio commercials can have an effect on the persuasiveness of the message. It has been found 

that radio commercials in the form of a dialogue generate a better attitude towards the 

product, a better attitude towards the commercial, and a higher purchase intention, than radio 

commercials in the form of a monologue. Various studies provide possible explanations for a 

dialogue radio commercial’s higher persuasiveness. The variables identification, liveliness of 

the commercial, experienced resistance to persuasion, and likeability of the speaker could be 

possible underlying mechanisms of a consumer’s preference for a dialogue over a monologue 

radio commercial.  

  The present study sought to investigate the relevance of the earlier named possible 

underlying mechanisms. An experiment was set up, in which four different radio commercials 

were produced, differing in a dialogue or a monologue presentation style and in the product 

that was being presented. The radio commercials were evaluated by 168 participants. Results 

showed discrepancies with earlier findings that a dialogue radio commercial is more 

persuasive than a monologue radio commercial. This experiment has provided empirical proof 

that there are no differences between dialogues and monologues in the attitude towards the 

product, the attitude towards the commercial, and the purchase intention. However, the 

dialogue radio commercial was found to be more lively and the speaker presenting the 

product in the dialogue radio commercial was found to be more likeable.  

  The variables identification, liveliness, resistance to persuasion, and likeability of the 

speaker were shown to be predictors for the evaluation of the persuasiveness of the radio 

commercial (attitude towards the product, attitude towards the commercial, purchase 

intention). In conclusion, this present research has demonstrated that the presentation method 

of a radio commercial can have effects on the evaluation of the commercial. Additionally, it 

has generated some underlying mechanisms that predict the persuasiveness of radio 

commercials.   
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1. Introduction 

Radio is a media outlet which is used widely all over the world. Radio has become a medium 

which is very important to numerous households and workplaces throughout the Netherlands 

(Van As, 2000). An estimated 81% of the Dutch population listened to the radio for more than 

two hours a day around the turn of the century (TMP, 1997; Zuidema, 1999; Van Zurskum, 

1998). Marketingfacts (2019) states that, according to the Nationaal Luister Onderzoek 

(NLO), this number had grown to roughly 87% in 2018. This means that a total of 14.8 

million people in the Netherlands listen to the radio for more than two hours a day on 

average.  

  Radio is a very popular advertising outlet, as the vast majority of the Dutch population 

listens to the radio every day (Van As, 2000; Van Raaij, 2000). Commercial radio stations are 

mainly funded by companies which use air time to advertise products or services. There are 

numerous reasons why radio advertising is attractive for companies (Van As, 2000; 

Bronkhorst, 1996; RMB, 1999; Van der Vliet, 1999). One of the most important reasons for 

companies to produce radio commercials is their relatively cost effective nature and their easy 

production process, compared to other mediums (Floor & Van Raaij, 2000). Van As (2000) 

states that when it comes to the comparison between radio advertising and advertising via 

other media outlets, it turns out that consumers experience the least resistance to persuasion 

when listening to the radio. Geer and Geer (2003) state that an important reason for this is that 

radio, compared to television, is more suitable for creating an emotional connection with 

consumers, because listeners can identify themselves with the voice they listen to on the radio 

(Burge, Norquay, Roberts & Toppings, 1987). A study conducted by Verhoef, Hoekstra and 

Van Alst (2000) shows that radio advertisements trigger more affective responses than 

television advertisements. Identification between the speaker and the listener of radio 

commercials can be increased by adjusting the way in which a radio commercial is presented.   

A radio commercial can be presented in different ways, differing in structure or style. Rodero 

(2012) found that affective responses increase when a radio story is written in a dialogue form 

instead of a monologue form. Following Rodero (2012), Van Meurs, Hendriks and Köksal 

(2019) investigated the relation between a radio commercial presentation form (dialogue 

versus monologue) and the effectiveness of the commercial. Dialogue forms of radio 

commercials turned out to be more effective in terms of persuasiveness and triggering 

affective responses. It is important to find out why consumers have a preference for the 

dialogue form of presentation of a radio commercial.  
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  There are several underlying mechanisms that could explain a consumer's preference 

for a dialogue over a monologue radio commercial. First, it has been argued that the process 

of identification could be an important trigger (O’Sullivan, 2013; Rodero, 2012; Van Meurs et 

al., 2019). Identification is often described as a shifting of identities, meaning people pay 

more attention to a text or commercial when they experience higher levels of identification, 

more emotional involvement, and more affection towards the narrative (Tal-Or & Cohen, 

2010). Secondly, the experienced liveliness of the story can also be put forward as a possible 

explanation as to why a dialogue is more effective than a monologue in radio advertisement 

(Van Meurs et al., 2019). A consumer’s preference for a dialogue radio commercial can also 

be the result of perceived altruistic motives. Putting your own interest aside for someone 

else’s interests and subsequently helping this individual is often described as altruistic. A 

dialogue commercial can have a structure in which one person helps the other, which could 

trigger a consumer’s preference. Another possible explanation could be that listeners interpret 

a dialogue radio commercial as a form of overheard conversation (Feingold & Knapp, 1977). 

Upon hearing a monologue, listeners experience the speaker directly addressing them, which 

is not the case in a dialogue. Therefore, a monologue could trigger higher levels of resistance 

to persuasion in the listener’s mind. The term resistance to persuasion says something about 

the strength of the defense mechanisms that occur when consumers are exposed to persuasion 

attempts (Fransen, Smit, & Verlegh, 2015).  However, a research gap exists, because none of 

the studies that investigated overheard conversation have directly measured the experienced 

resistance to persuasion upon hearing or seeing a persuasive message (Feingold & Knapp, 

1977; Walster & Festinger, 1962. Secondly, the effect of identification, liveliness, and 

altruism as underlying mechanisms is also understudied. Therefore, this research will 

investigate the effect of the presentation method (dialogue or monologue) in radio 

advertisements and the underlying mechanisms (identification, liveliness, resistance to 

persuasion, altruism) that could provide an explanation for the results.  
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2. Theoretical framework 

 

Dialogue versus monologue in radio advertisements 

The way in which a radio commercial is crafted is a very important determiner for the success 

of the commercial. According to Zheng (2014), it is essential to conduct thorough research 

into the underlying mechanisms which make radio advertisements as effective as possible. 

Haladewicz-Grzelak (2010) Rodero (2012), and Van Meurs, Hendriks, and Köksal (2019) 

share the opinion that research in this field is scarce and should therefore be extended.  

  What constitutes a successful radio commercial depends on various factors, but Ang 

and Low (2000) state that the presentation method of the commercial is an essential aspect. 

Rodero’s (2012) research into radio stories backs up the assumption that the presentation 

method of a radio story can have consequences for the effectiveness of the story. Rodero 

(2012) researched what kind of effect the presentation method of a fictive radio story had on 

the imagination and involvement of the listener. The author differentiated between 

presentation methods in terms of telling and showing. Telling concerned the condition in 

which one single person told the radio story (monologue). Showing was related to the 

presentation method in which more than one person told the radio story (dialogue). Rodero 

(2012) hypothesized that a dialogue would score higher on the variables imagination and 

involvement because the story was told from more than one perspective by multiple speakers, 

which would increase the liveliness of the story. This assumption turned out to be true. 

Therefore, from Rodero’s (2012) study it can be concluded that radio stories in the form of a 

dialogue can trigger more imagination and can be evaluated as being more lively. However, 

dialogues are not always more effective or evaluated better by listeners, as previous research 

by Rodero (2010) found that a radio story which was told in a monologue form (as opposed to 

a dialogue form) provided a more structured story. An explanation for this result could be that 

a monologue is told from one single perspective, which makes the storyline easier to 

comprehend for the listener.  

  Rodero’s study investigates the effectiveness of different presentation methods of a 

radio message. The results can, however, not be extrapolated to the realm of radio advertising, 

because the study focused on radio stories instead of radio commercials. Van Meurs et al. 

(2019) conducted a similar study, but did research on radio commercials.  The aim of their 

study was to investigate the effect of the use of dialogues versus monologues in radio 

commercials for different products on imagination, evaluation of the product, evaluation of 

the commercial, evaluation of the speaker, and purchase intention. The authors produced four 



5 

radio commercials, each being different in terms of presentation method (dialogue versus 

monologue) and product (shoes versus coffee). Findings showed that dialogues, compared to 

monologues, led to more lively and attractive radio commercials. Besides this, the study 

provided empirical data that radio commercials in a dialogue form can be more effective 

when it comes to persuasiveness than radio commercials in a monologue form. Results from 

the study showed that radio commercials which contained a dialogue scored higher on the 

attitude towards the commercial, attitude towards the product and the purchase intention 

compared to a monologue radio commercial (Van Meurs et al., 2019). The attitude towards a 

product, attitude towards the advertisement, and the purchase intention are commonly used 

variables when measuring persuasiveness (Hornikx & O’Keefe, 2009). These variables are 

directly relevant to the commercial goal of an advertisement, which is why the current study 

aims to replicate the results Van Meurs et al. (2019). The following is hypothesized:  

 

H1: Dialogues in radio commercials for different products will lead to a better 

attitude towards the product, a better attitude towards the commercial, and a higher 

purchase intention, compared to monologues.  

 

Identification, liveliness, resistance to persuasion, and likeability of the speaker  

It is important to find out if consumers have a preference for a dialogue or a monologue radio 

commercial. Van Meurs et al. (2019) obtained empirical data which suggests that people 

indeed can have certain preferences for a dialogue radio commercial. Subsequently, it would 

be interesting to find out what mechanisms could trigger a consumer's preference for a 

dialogue radio commercial. Three possible underlying mechanisms are identification, 

liveliness, resistance to persuasion, and the likeability of the speaker.   

  Identification  is a very important process when it comes to advertising. O’Sullivan 

(2013) makes claims about dialogue and monologue presentation methods in radio 

advertisements. She states that, in dialogue radio commercials, listeners have more characters 

to identify themselves with. Identification is a very important process, because Lee (1992) 

claims that identification has a positive effect on the evaluation of the product or service that 

is being advertised. Identification is often described as a shifting of identities, meaning people 

pay more attention to a text or commercial if they identify with a character, are more 

emotionally involved, and are more affected by the narrative (Tal-Or & Cohen, 2010). The 

effect of a radio commercial’s presentation method on the process of identification has not 

been researched extensively in the past (Van Meurs et al. 2019). Therefore, this current study 
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aims to investigate the effect that presentation method of a radio commercial (dialogue versus 

monologue) has on the process of identification.  

  Liveliness is also an important factor which could explain the preference for a 

dialogue over monologue radio commercial. It was found by Rodero (2012) that radio stories 

in the form of a dialogue would be perceived as being more lively, because they contain more 

characters than a monologue. Van Meurs et al. (2019) found the same results in their study, 

showing that dialogues lead to a more lively commercial. Although Van Meurs et al. (2019) 

found these results, research into the effect of the presentation method of a radio commercial 

on liveliness is still scarce.   

  Another possible explanation is the concept of overheard conversation. Overheard 

conversation is a term that is closely linked to the concept of persuasive communication. 

Various researchers claim that if a conversation is overheard by someone, that person is more 

likely to change his or her opinion on the matters discussed than when the message is directly 

addressed to him or her (Walster & Festinger, 1962). When someone is directly telling a 

person that for instance a particular movie was very interesting and persuades this person to 

watch it, there is a direct persuasion attempt from one person to another.  It could also be the 

case that a person overhears someone telling another person that the same movie was very 

interesting and he or she must watch it. This is a form of overheard  

persuasion/communication. Berelson (1950) states that the defense mechanisms which are 

normally present in a human being during a persuasion attempt are weaker when the 

persuasion attempt is overheard in a conversation. The fact that the message in the 

conversation is ‘’not meant for you’’  weakens the resistance to the persuasiveness of the 

message.  Walster and Festinger (1962) sought to test the assumptions made above in a 

number of experiments. The experiments conducted attempted to prove the effectiveness of 

overheard communication in the realm of persuasive communication by monitoring students 

in a laboratory that were not aware they were being listened to. In one condition, the students 

overheard a persuasion attempt, and in the other condition the students heard a persuasion 

attempt directly addressed to them.  The results did not back up their initial assumptions about 

overheard conversation. Walster and Festinger (1962) found no proof in the data that a 

participant´s defense mechanisms were down, once the persuasive communication was 

overheard.  

  Feingold and Knapp (1977) also hypothesized that overheard communication would 

be more effective in persuasion attempts. They directly linked overheard communication to 

the distinction between dialogues and monologues.  The presentation method in the form of a 
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dialogue would be the overheard conversation condition. The authors produced spoken anti-

drug messages to which participants were exposed. The assumption was that participants who 

would listen to the anti-drug message in a dialogue form (overheard conversation) would be 

more likely to change their behavior than participants who listened to the same message in a 

monologue form. The sources of communication in the dialogue message would not be 

regarded by the participants as having any intent to persuade. Therefore, the defense 

mechanism against persuasive attempts would be less. Results in this study were not in line 

with findings regarding the greater persuasion of dialogues versus monologues by Van Meurs 

et al. (2019), because the dialogue anti-drug message was not significantly more effective 

than the monologue anti-drug message. A possible explanation could be that the message in 

Feingold and Knapp´s (1977) study was one that tried to discourage the listener to do 

something, while the message in Van Meurs et al. (2019) was one that tried to encourage the 

listener to do something.  

  What is striking is that Walster and Festinger (1962), Feingold and Knapp (1977), and 

Van Meurs et al. (2019) all suggest that an overheard communication (dialogue) would be 

more effective in attempting to persuade people, but none of them directly measured the 

degree of experienced persuasion or manipulative intent. Manipulative intent is the degree to 

which people are aware that they are being persuaded by the message source. If the awareness 

of manipulative intent is higher, people are more likely to make use of their defense 

mechanisms against persuasive communication. This kind of measurement is essential, 

because it could show that people indeed have their defense mechanisms down more when 

they hear a conversation (dialogue) instead of someone directly addressing them. Fransen, 

Smit and Verlegh (2015) state that people have the tendency to be hostile towards persuasion 

attempts, because they simply do not want to be persuaded. They therefore apply defense 

mechanisms in order to counter manipulative attempts. Measuring if people experience 

manipulative intent upon hearing a message is therefore essential when trying to demonstrate 

the effectiveness of overheard conversation. It is hypothesized that a radio commercial in the 

form of a dialogue will be regarded as a form overheard conversation, which causes people to 

have their defense mechanisms down. Conversely,  monologues will not be regarded as 

overheard conversation, but as persuasion attempts directly addressed to the listener, causing 

higher levels of resistance to persuasion.  

  Lastly, a possible explanation for a consumer’s preference for a dialogue radio 

commercial over a monologue radio commercial is the concept of altruism. Altruism is often 

described as a way of thinking or behaving that shows someone cares about other people and 
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their interests more than someone cares about themselves (Lee, Liu & Lee, 2013; Park & Cho, 

2015). Park and Cho (2015) conducted a study in which they manipulated different newspaper 

advertisements in which celebrities appeared. One version described the celebrity as being 

deeply involved in socially worthy causes, while the other portrayed the celebrity as only 

being vaguely concerned with the same social causes.  Results showed that celebrities who 

appeared in the advertisements with high altruistic motives were judged to be more likeable 

than celebrities who appeared in advertisements with a more commercial motive.  

  A consumer’s preference for a radio commercial in the form of a dialogue over a 

monologue can be related to the perception of altruistic motives and the perception of the 

speaker. Essentially, when a product or service is presented in a monologue radio commercial, 

it is directly presented to the listener. When the same product or service is presented in a 

dialogue radio commercial, it is presented to another individual in the commercial. Therefore, 

the speaker who presents the product, can be regarded as ‘helping out’ the other speaker in the 

radio commercial, which could lead to the speaker being judged as being more likeable than 

the person in the monologue condition. Although the effects of altruism have been measured 

before, they have never been measured in relation to a dialogue (helping out) versus 

monologue structure. Expectations would be that the person presenting a product or service in 

a dialogue radio commercial, will be judged as being more likeable than the person who 

presents the product in a monologue radio commercial.  

  It has been argued above that a dialogue radio commercial would lead to more 

identification, more liveliness, a lower experienced resistance to persuasion, and a higher 

likeability of the speaker. This has not been empirically researched extensively. Therefore, the 

following research question is formulated:  

 

RQ1: To what extent do radio commercials for different products in the form of a 

dialogue lead to higher levels of identification, higher levels of liveliness, lower 

experienced manipulative intent/resistance to persuasion, and a higher likeability of 

the speaker than radio commercials in the form of a monologue?  

 

Van Meurs et al. (2019) investigated the effect of the presentation method of radio 

commercials (dialogue versus monologue) on the variables attitude towards the commercial, 

attitude towards the product, and the purchase intention. Results from this study showed that 

radio commercials which contained a dialogue scored higher on these three variables than 

radio commercials in the form of a monologue. The answer to Research Question 1 could be 
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that dialogue radio commercials trigger higher levels of identification, more liveliness, and 

lower levels of experienced manipulative intent/resistance to persuasion than monologue 

radio commercials. 

   As described before, identification is a very important process, because it has a 

positive effect on the evaluation of the product or service that is being advertised (Lee, 1992). 

Liveliness can lead to a better attitude towards the advertisement. It has been argued by 

Brown and Stayman (1992) that a good attitude towards an advertisement can lead to a better 

attitude towards the product, which, in turn, leads to a higher purchase intention. The theory 

of  hierarchy of effects states that customers go through different stages while processing an 

advertisement (Lavidge & Steiner, 1962). According to this theory, liveliness of the 

commercial can lead to a better attitude towards the advertisement, which can lead to a better 

attitude towards the product, which can lead to a higher purchase intention. In addition, it has 

been argued that lower levels of resistance to persuasion can lead to better evaluations of the 

advertisement, better evaluations of the product and a higher purchase intention (Cotte, 

Coulter & Moore, 2005; Fransen & Verlegh, 2015).Finally, someone’s perceived altruistic 

motives can lead to better evaluations by others in terms of likeability. In their study, Park and 

Cho (2015) showed that a celebrity endorsing a highly altruistic product, leads to more 

positive attitudes towards the product, a more positive attitude towards the advertisement, and 

a higher intention to donate money. This study, therefore, shows that altruism of an endorser 

can have a positive effect on other important factors. It is important to measure if the 

likeability of a speaker in a dialogue radio commercial has an effect on the attitude towards 

the product, the attitude towards the commercial, and the purchase intention.  

   It would, therefore, be important to measure whether the levels of identification, 

liveliness, resistance to persuasion, and the likeability of the speaker have an effect on the 

attitude towards the product, attitude towards the commercial and the purchase intention.  If 

there was such an effect, the concepts of identification, liveliness, and overheard conversation 

could provide an explanation for a consumer’s preference for a dialogue radio commercial 

instead of a monologue radio commercial. Therefore, the following research question is 

formulated:  

 

RQ2: To what extent do identification, liveliness, the experienced manipulative      

intent/resistance to persuasion, and the likeability of the speaker predict the attitude 

towards the product, attitude towards the commercial and the purchase intention? 
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3. Method 

 

3.1 Materials 

In order to test the hypothesis and to answer the research questions, four experimental 

conditions were created. The experimental design contained two independent variables: 

presentation method (dialogue versus monologue) and product involvement (high and low). 

Product involvement is the level of a consumer’s interest in purchasing a certain product and 

how committed they are to purchasing the product. These independent variables were 

included in four radio commercials of about 20 seconds. It should be noted that these radio 

commercials were written in Dutch, since all participants had   the Dutch nationality. The 

commercials each recommended a certain product. All four of the product were of a fictive 

brand. This prevented people from already having associations with a brand, which would 

have colored their judgments (Torres & Briggs, 2007). The radio commercials was 

professionally produced by a professional advertising agency, making them as close to reality 

as possible. For the generalizability, this research included high and low involvement 

products just like the study by van Meurs et al. (2019). They produced four different radio 

commercials differing in presentation method and product involvement. There were two 

commercials which presented a high involvement product, namely shoes (in the form of a 

dialogue and a monologue). There were two commercials which presented a low involvement 

product, namely instant coffee (in the form of a dialogue and a monologue). The high and low 

involvement products were chosen on the basis of a pretest. Because the aim of this study is to 

replicate the results obtained in the van Meurs et al. (2019) study, and to investigate whether 

identification, liveliness, and manipulative intent/resistance to persuasion have an effect on 

the variables identification, attitude towards the product, attitude towards the commercial, and 

the purchase intention, the same commercials were used in this experiment. The script for 

these radio commercials can be found in appendix A.  

 

3.2 Subjects 

A total of 168 participants participated in the experiment. All 168 participants had the Dutch 

nationality. The total number of participants consisted of 85 (51.5%) women and 79 (47.9%) 

men. One person declared not to identify with a particular gender (0.6%). A Chi-square test 

showed no significant relation between the version of the radio commercial and the gender of 

the participant (χ² (3) = 4.55, p = .208). The mean age of the participants was 37.20 years old 
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(SD = 13.45). The youngest participant in the experiment was 18 years old and the oldest was 

76 years old. A one-way analysis of variance for age with the version of the radio commercial 

as a factor proved there was no significant effect of the version of the radio commercial (F (3, 

165) < 1). Most of the participants followed a higher vocational education (35.15%). The 

other participants followed a master’s degree (24.85%), medium-level tertiary vocational 

education (18.18%), bachelor’s degree (10.30%), senior general secondary education (4.24%), 

pre-university secondary education (3.03%), prevocational secondary education(1.82%), PhD 

(1.82%), and primary education (0.60%). A Chi-square test showed no significant relation 

between the version of the radio commercial and the education level of the participants (χ² 

(24) = 34.07, p = .083). 

3.3 Design  

This study had a 2 (presentation method: dialogue versus monologue) x 2 (product 

involvement : high versus low) between-subjects design. The participants were randomly 

assigned to one of the four conditions. Each participant listened to one of the radio 

commercials, after which he or she filled out a questionnaire. Condition one (dialogue and 

low involvement product) was listened to by 43 participants. Condition two (dialogue and 

high involvement product) was listened to by 44 participants. Condition three (monologue and 

low involvement product) was listened to by 40 participants. Lastly, 38 participants have 

listened to the fourth condition (monologue and high involvement product).   

3.4 Instruments  

After listening to the radio commercial, each participant was asked to fill in a questionnaire.  

The following dependent variables were operationalized in the questionnaire: attitude towards 

the product, attitude towards the commercial, purchase intention, identification, liveliness,  

manipulative intent/resistance to persuasion, and likeability of the speaker.  

   The attitude towards the product was measured using a three item, seven-point Likert  

scale, which was used in Hornikx and Hof (2008) and Van Meurs et al (2019). Participants 

received the statement: ‘the product in the radio commercial is…’ followed by nice, 

appealing, and of a good quality. All items were measured on a seven-point Likert scale, with 

1 indicating strongly disagree to 7 strongly agree. The reliability of the scale for attitude 

towards the product compromising three items turned out to be good (α = .86).  

  The attitude towards the commercial was measured following van Meurs et al. (2019), 

using a seven-point Likert scale. The attitude towards the advertisement was measured in 

terms of attractiveness and comprehensibility.  In terms of attractiveness, the participants 

were provided with the statement: ‘I find the commercial…’attractive, fun, original, and 
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interesting. The reliability of the scale for attractiveness compromising four items turned out 

to be good (α = .88).  In terms of comprehensibility the statement read: ‘I find the 

commercial…’ clear, simple, and easy. The reliability of the scale for comprehensibility 

compromising three items turned out to be good (α = .83)  All items were measured on a 

seven-point Likert scale, with 1 indicating strongly disagree to 7 strongly agree.  

  The scale for purchase intentions was adapted from Van Meurs et al. (2019), using a 

seven-point Likert scale with four items, with 1 indication strongly disagree to 7 strongly 

agree. The statements started like: ‘after listening to the radio commercial…’ followed by this 

product is definitely something for me, I want to know more about the product, I consider 

buying this product, and I definitely want to buy this product. The reliability of the scale for 

purchase intention compromising four items turned out to be excellent (α = .92). 

   Identification was measured using five statements which were also used in Tal-Or and 

Cohen (2010). All items were measured on a seven-point Likert scale, with 1 indication 

strongly disagree and 7 strongly agree. The statements were: ‘upon hearing the 

commercial…’  I think I understand the speaker well, I experienced the things that happened 

in the radio commercial the same way the speaker did, I felt the same as the speaker in the 

radio commercial, I could really see myself in the same position as the speaker, and I 

understand why the speaker acted the way he acted in the radio commercial. The reliability of 

the scale for identification compromising five items turned out to be acceptable (α = .77).  

  Liveliness was measured using five items, which were used in the Van Meurs et al. 

(2019) study. The items were measured on a seven-point Likert scale, with 1 indicating 

strongly disagree and 7 strongly agree. Participants had to answer the following statement: ‘I 

found the radio commercial...’ on the five items lively, enthusiastic, dynamic, quickly spoken, 

and calmly spoken. The reliability of the scale for liveliness compromising five items turned 

out to be good (α = .89).    

  The scale for resistance to persuasion was adapted from Jenkins and Dragojevic 

(2011). A ten-item seven-point Likert scale with 1 indicating strongly disagree and 7 strongly 

agree. Participants were provided the following statements: the speakers tried to make a 

decision for me, the speaker tried to manipulate me, the  speaker tried to pressurize me, the 

speaker threatened my freedom to choose, the speaker was not respectful of my right to make 

my own decision, the speaker was demanding, the speaker was bossy, the speaker was 

domineering, the speaker tried to impose something on me, and the speaker does not leave me 

free to do what I want to do. The reliability of the scale for resistance to persuasion 

compromising ten items turned out to be acceptable (α = .79).  
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  The scale for likeability of the speaker was adapted from Hendriks, van Meurs, and 

Hogervorst (2016). A three-item seven-point Likert scale, with 1 indicating strongly disagree 

and 7 indicating strongly agree. Participants were asked answer the following statement: ‘The 

speaker who presented the product is…’ with the three items friendly, kind, and helpful. The 

reliability of the scale for likeability of the speaker compromising three items turned out to be 

acceptable (α = .78) 

  Lastly, some questions were asked about each participant’s age, gender, nationality 

and completed education. The complete questionnaire can be found in Appendix B.  

 

3.5 Manipulation checks 

Some items were included in order to check whether the manipulation of high and low 

involvement products had succeeded. These items were based on Quester and Lim´s (2003) 

items which measure the degree of product involvement. Van Meurs et al. (2019) also used 

these items in their study. Product involvement is the level of a consumer’s interest in 

purchasing a certain product and how committed they are to purchasing the product. Product 

involvement tends to be high when the products or goods are more costly and after 

considerable research and thought was put into the buying process. It is expected that shoes 

are a high involvement product and coffee a low involvement product. Participants were 

asked to answer some questions on the products which they heard about in the commercial. 

The manipulation check was done using the following items which are measured on a seven-

point semantic differential scale, with 1 indicating strongly disagree to 7 strongly agree: 

1. I am interested in this product; 

2. This product, for me, is of personal importance; 

3. I enjoy using this product; 

4. This product symbolizes my self-esteem; 

5. If I make a wrong decision regarding this product, it can have negative consequences 

for me; 

6. I could make a wrong decision regarding this product.  

 

The reliability of the scale for involvement product compromising six items turned out to be  

good (α = .86). 

 

In order to find out if participants were aware that they listened to a dialogue or a monologue 

radio commercial, the following question was asked: ‘’how many speakers did you hear in the 
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radio commercial?’’.  In this way, it could be checked in the manipulation of the monologue 

and dialogue condition was successful. This question were asked after the questionnaire, so it 

did not color the judgement of the participants.  

 

3.6 Procedure  

The experiment was set up using the online survey program Qualtrics. Participants were 

collected through various kinds of social media, e-mail, and other online options. 

Additionally, participants were asked to spread the experiment on to other personal relations. 

The procedure was identical for each participant. Participants got to read an introductory text 

after which they were randomly assigned to one of the four versions of the radio commercial. 

The introductory text thanked participants for participating in the experiment, that the 

experiment was part of a master thesis, how to complete the experiment, how long the 

experiment would take, and that their answers would be used confidentially. The participants 

were all instructed that by participating in the experiment, they gave permission for their data 

to be used for research purposes. After listening to the radio commercial, participants went on 

to the questionnaire. There were four different questionnaires. Based on the content, all the 

questions were the same. The difference between the questionnaires was based on the specific 

product type (coffee versus shoes) and the presentation method (dialogue versus monologue). 

Each product was explicitly mentioned in every questionnaire. The average time people took 

to complete the questionnaire was 7 minutes and 20 seconds.  

 

3.7 Statistical treatment 

The statistical testing was performed with SPSS Statistics (version 25). Results coming from 

the experiment were analyzed using a two-way multivariate analysis for attitude towards the 

product, attitude towards the commercial, and purchase intention, identification, liveliness, 

resistance to persuasion, and likeability of the speaker, with presentation method and product 

as factors. After this, a regression analysis was done in order to test if the variables 

identification, liveliness, resistance to persuasion, and likeability of the speaker could predict 

the variables attitude towards the commercial, attitude towards the product, and purchase 

intention.  To test the reliability of each single variable a Cronbach’s α was used. A Chi-

square test was used to measure the relation  between the conditions age, gender, and 

education.  
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4. Results  

It was hypothesized that dialogues in radio commercials for different products would lead to a 

better attitude towards the product, a better attitude towards the commercial, and a higher 

purchase intention, compared to monologues. The first research question posed to what extent  

radio commercials for different products in the form of a dialogue would lead to higher levels 

of identification, higher levels of liveliness, and  lower experienced manipulative 

intent/resistance to persuasion than radio commercials in the form of a monologue. The 

second research question posed to what extent the variables identification, liveliness, the 

experienced resistance to persuasion, and the likeability of the speaker would predict the 

attitude towards the product, attitude towards the commercial and the purchase intention.  

 

4.1 Manipulation checks 

Some questions were asked in order to check whether the manipulation of high- and low 

involvement products had been successful, which was done by investigating if there were 

differences between the independent variables and the experienced product involvement.  

  A one-way analysis of variance showed a significant effect of the product on 

experienced product involvement (F (1, 164) = 9.16, p = .003). Participants were more 

involved with shoes (high involvement product) (M = 4.35, SD = 1.03) than with coffee (low 

involvement product) (M = 3.78, SD = 1.35). This shows that the manipulation of high and 

low involvement products had succeeded. The descriptive statistics can be found in Table 1.  

 

Tabel 1. Manipulation check for experienced product involvement with high and low 

involvement products (1 = low product involvement, 7 = high product involvement) 

 Experienced product 

involvement 

  

Version M SD N 

High involvement  4.35 1.03 82 

Low involvement  3.78 1.35 83 

Total 4.06 1.23 165 

 

Near the end of the questionnaire participants were asked if they heard one or two speakers in 

the radio commercial, in order to find out if the manipulation of the monologue and dialogue 

condition had been successful. If participants only heard one speaker in the dialogue 

condition, this could mean that the two voices sounded too much alike.  
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  It turned out that 40 participants heard only one speaker while listening to the dialogue 

radio commercial, and 3 participants heard two speakers while listening to the monologue 

radio commercial. This means that 43 out of 168 participants misheard the manipulation of 

the dialogue or monologue condition. This could have had consequences for the results of the 

experiment. In order to find out if this was the case, those 43 participants were excluded from 

the data set and the same tests were done using nonparametric tests. Results from this test 

showed no differences in significance with the tests done with the entire sample of 

participants. The results can be found in Appendix C.    

 

4.2 The effect of presentation method on attitude towards the product, attitude towards the 

commercial, purchase intention 

A one-way multivariate analysis for attitude towards the product, attitude towards the 

commercial, and purchase intention, with presentation method as a factor, found no 

significant multivariate effect of presentation method on attitude towards the product (F 

(1,164) = 1.71, p = .193),  attitude towards the commercial (F (1,164) = 1.36, p = .246), and  

purchase intention (F (1,164) = .950 < 1). The descriptive statistics can be found in Table 2.  

 

Table 2. The effect of presentation method on attitude towards the product, attitude towards 

the commercial, and purchase intention (1 = low score on attitude towards the product, 

attitude towards the commercial, and purchase intention, 7 = high score on attitude towards 

the product, attitude towards the commercial, and purchase intention ) 

 Attitude towards the 

product 

  

Version M SD n 

Dialogue  3.62 1.13 87 

Monologue   3.38 1.24 78 

Total 3.51 1.18 165 

 Attitude towards the 

Commercial 

  

Version M SD n 

Dialogue  4.03 0.95 87 

Monologue   3.85 1.03 78 

Total 3.95 0.99 165 
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 Purchase intention   

Version M SD N 

Dialogue  2.55 1.23 87 

Monologue   2.36 1.19 78 

Total 2.46 1.21 165 

 

4.3 The effect of presentation method on identification, liveliness, resistance to persuasion, 

and likeability  

In order to measure the effect of the presentation method of the radio commercial on the 

dependent variables identification, liveliness, resistance to persuasion, and likeability of the 

speaker a one-way multivariate analysis was conducted. There was no significant effect of 

presentation method on identification (F (1,164) < 1) and resistance to persuasion (F (1,164) 

= 2.70, p = .102).   

  There was a significant effect of presentation method on liveliness (F (1, 164) = 15.05, 

p < .001) and likeability of the speaker (F (1,164) = 4.05, p = .046). Participants found the 

dialogue radio commercial (M = 4.56, SD = 1.31) livelier than the monologue radio 

commercial (M = 3.69, SD = 1.55). Participants found the speaker who presented the product 

in the dialogue radio commercial (M = 4.51, SD = 1,39) more likeable than the speaker who 

presented the product in the monologue radio commercial (M = 4.10, SD = 1.19). The 

descriptive statistics can be found in Table 3.  

 

Tabel 3. The effect of presentation method on identification, liveliness, resistance to 

persuasion, and likeability (1 = low score on identification, liveliness, and resistance to 

persuasion. 7 = high score on identification, liveliness, and resistance to persuasion.) 

 Identification    

Version M SD n 

Dialogue  4.24 1.12 87 

Monologue   4.30 1.09 78 

Total 4.27 1.10 165 

 Resistance to 

persuasion 

  

Version M SD n 

Dialogue  3.41 0.92 87 
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Monologue   3.18 0.83 78 

Total 3.30 0.89 165 

 Liveliness   

Version M SD n 

Dialogue  4.56 1.31 87 

Monologue   3.69 1.55 78 

Total 4.15 1.49 165 

 Likeability   

Version M SD n 

Dialogue  4.51 1.39 87 

Monologue   4.10 1.19 78 

Total 4.32 1.31 165 

 

  

4.4 Regression analysis for identification, liveliness, resistance to persuasion, and likeability 

of the speaker as predictors for the attitude towards the product, attitude towards the 

commercial, and the purchase intention 

A multiple regression analysis showed that the variables entered, identification, liveliness, 

resistance to persuasion, and likeability of the speaker, explained 34% of the variance in the 

attitude towards the product (F (4, 160) = 21.98, p < .001).  Identification (β = . 36, p < .001) 

and liveliness (β = .31, p < .001) were shown to be significant predictors of attitude towards 

the product, but resistance to persuasion (β = -.12, p = .060) and likeability of the speaker (β = 

.09, p = .177) were not. The findings are presented in Table 4.  

 

Table 4. Regression analysis for identification, liveliness, resistance to persuasion and 

likeability of the speaker as predictors for attitude towards the product (N = 164) 

variable B SE B Β 

intercept  1.00 .50  

identification .39 .08 .36 

liveliness .25 .06 .31 

resistance to 

persuasion 

-.17 .09 -.12 

Likeability .08 .06 .09 
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R2  .34   

F 21.98***   

** p < .010, *** p < .001 

 

A second multiple regression analysis showed that the variables entered, identification, 

liveliness, resistance to persuasion, and likeability of the speaker, explained 53% of the 

variance in the attitude towards the commercial (F (4, 160) = 21,75, p < .001). Identification 

((β = .48, p < .001), liveliness (β = . 28, p < .001), resistance to persuasion (β = -.19, p = .001), 

and likeability of the speaker (β = .25, p < .001) were all shown to be significant predictors of 

attitude towards the commercial. The findings are presented in Table 5.  

 

Table 5. Regression analysis for identification, liveliness, resistance to persuasion and 

likeability of the speaker as predictors for attitude towards the commercial (N = 164) 

variable B SE B Β 

intercept  1.25 .35  

identification .43 .05 .48 

liveliness .19 .04 .28 

resistance to 

persuasion 

-.21 .06 -.19 

Likeability .19 .04 .25 

    

R2  .53   

F 47.36***   

** p < .010, *** p < .001 

 

Lastly, a multiple regression analysis showed that the variables entered, identification, 

liveliness, resistance to persuasion, and likeability of the speaker, explained 28% of the 

variance in purchase intention (F (4, 160) = 16.61, p < .001). identification (β = . 47, p < .001) 

and likeability of the speaker (β = .16, p = .016) were shown to be significant predictors of 

purchase intention, but liveliness  (β = .08, p = .274) and resistance to persuasion (β = -.05, p 

= .572) and were not.  The findings are presented in Table 6.  
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Table 6. Regression analysis for identification, liveliness, resistance to persuasion and 

likeability of the speaker as predictors for purchase intention (N = 164) 

Variable B SE B Β 

intercept  -.48 .54  

identification .51 .08 .47 

liveliness .07 .06 .08 

resistance to 

persuasion 

-.05 .09 -.04 

Likeability .15 .06 .16 

    

R2  .28   

F 16.62***   

** p < .010, *** p < .001 
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5. Conclusion and discussion  

The purpose of this study was to investigate the effects of different presentation methods 

(dialogue versus monologue) of radio commercials for different products on how people 

evaluate them. The first hypothesis predicted that dialogue radio commercials, compared to 

monologue radio commercials, would be more effective in terms of the attitude towards the 

product, the attitude towards the commercial, and the purchase intention. Additionally, the 

first research question posed if there would be an effect of the presentation of the radio 

commercial on the perceived identification with the speaker, liveliness of the commercial, 

resistance to persuasion, and likeability of the speaker. The second research question sought 

to find out whether identification, liveliness, resistance to persuasion, and likeability of the 

speaker were possible predictors of the variables attitude towards the product, attitude towards 

the commercial, and purchase intention.  

 

The effect of presentation method on attitude towards the product, attitude towards the 

commercial, purchase intention  

The findings with respect to the first hypothesis indicated that there were no significant 

differences in the evaluation of dialogue and monologue radio commercials in terms of the 

attitude towards the product, the attitude towards the commercial, and the purchase intention. 

These results are not in line with earlier findings by Van Meurs et al. (2019), which showed a 

clear significant preference amongst participants for a dialogue radio commercial. In Van 

Meurs et al. (2019), participants found the dialogue radio commercial to be significantly more 

attractive in terms of the attitude towards the product, the attitude towards the commercial, 

and the purchase intention.  

  The differences in the results of this present study and the Van Meurs (2019) study 

when it comes to the first hypothesis are remarkable, because the same stimulus materials 

were used. A possible explanation for the absence of significant effects of the presentation 

method of a radio commercial on the variables attitude towards the product, attitude towards 

the commercial, and purchase intention could lie in the difference between the participants in 

the present study and the Van Meurs et al (2019) study. The mean age of the participants in 

this present study was higher (37.20) than in the Van Meurs et al (2019) study (29.57). It has 

been argued by McKay-Nesbitt et al. (2011) and Phillips and Stanton (2004) that the 

evaluation of advertising can be different between age groups. Results of their study indicate 

that differences between age groups affect the extent to which participants can recall the 

information in the advertisement, which will have an effect on the evaluation. They argue that 
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mature consumers are less likely to recall information in an advertisement. This could have 

had an effect on the way in which participants filled in the questionnaire of this present study. 

As the mean age of the participants of this study was higher, their recall of the content of the 

radio commercial could have been less, which could explain the difference in the evaluation 

of the attitude towards the product, the attitude towards the commercial, and the purchase 

intention. 

 

The effect of presentation method on identification, liveliness, resistance to persuasion, and 

likeability 

The findings regarding the first research question found some similarities and some 

discrepancies compared to the Van Meurs (2019) study. It was argued in the present study 

that dialogue radio commercials would trigger higher levels of identification, higher levels of 

perceived liveliness, lower levels of resistance to persuasion, and a higher perceived 

likeability of the speaker. In line with this argument, the results showed that participants 

found the dialogue radio commercial to be significantly livelier than the monologue radio 

commercial. This result is in line with findings in the study by Van Meurs et al. (2019) and 

Rodero (2012). Both studies found a dialogue contains more than one character, making it 

more lively than a monologue. Thus, this present study and previous studies empirically 

showed that radio commercials in the form of a dialogue are livelier than monologues.  

  The present study found that the speaker presenting the product in the dialogue and 

monologue  radio commercial was evaluated differently in terms of likeability. Findings show 

that the speaker in a dialogue radio commercial was evaluated as being more likeable than the 

speaker in the monologue radio commercial. The findings of this study, in terms of likeability 

of the speaker, can be paralleled to the study conducted by Park and Cho (2015). They found 

that celebrities who appeared in advertisements with high altruistic motives were judged as 

being more likeable than celebrities who appeared in advertisement with lower altruistic 

motives. The findings of this current study suggest that a dialogue radio commercial could be 

more effective than a monologue radio commercial, because the dialogue commercial 

presents one person having a problem or issue with one person who finds a solution for the 

problem in the form of a product (coffee or shoes). This was measured in terms of likeability 

of the speaker who is presenting the product. Findings back up the assumption for altruism, as 

the speaker in the dialogue radio commercial was evaluated as being significantly more 

likeable than the speaker in the monologue condition.  
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  No significant difference was found in the degree of identification with the speaker(s) 

between the dialogue and the monologue radio commercial. This result is not in line with the 

suggestion that was made by O’Sullivan (2013) that, in a dialogue, listeners have more 

characters to identify themselves with. Rodero’s (2012) findings also suggested that dialogues 

would create more identification than monologues, because there were more characters to be 

identified with. The fact that the Rodero (2012) study contained six characters, compared to 

only two in the present study, could be an explanation for the results. It could be the case that 

two speakers in the dialogue condition in the present study is simply not enough for 

identification to take place.  

  The radio stories in Rodero’s (2012) study were also much longer in duration than the 

radio commercials in the present study. Duration could be an important factor when it comes 

to identification with a character. It seems reasonable to assume that the longer someone is 

exposed to a certain character, the more this person will be prone to identify with this 

character. Cohen (2001) backs up this assumption and states that identification is an important 

outcome of media exposure. This means that individuals will increasingly identify with a 

character when exposure grows. Thus, the duration of the radio commercial determines the 

exposure to characters, which could influence identification.  

  This study found no support for the assumption that the experienced resistance to 

persuasion is lower in dialogues than in monologues. It was expected that participants 

listening to a conversation instead of a direct persuasion attempt would regard it as a form of 

overheard conversation, causing resistance to persuasion levels to be lower (Walster & 

Festinger, 1962.; Berelson, 1950). This turned out not to be the case. Therefore, the current 

study did not find support for the assumptions made by Feingold and Knapp (1977) and Van 

Meurs et al. (2019) that a dialogue message would be more effective than a monologue 

message in relation to the resistance to persuasion.   

    

 

Identification, liveliness, resistance to persuasion, and likeability of the speaker as predictors 

for the attitude towards the product, attitude towards the commercial, and the purchase 

intention 

In order to find out what are possible underlying mechanisms to a consumer’s preference for a 

dialogue over a monologue radio commercial, a multiple regression analysis was performed. 

It was expected that identification, liveliness, resistance to persuasion, and likeability of the 
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speaker would act as predictors for the attitude towards the product, attitude towards the 

commercial, and the purchase intention.  

  The multiple regression analyses did generate some predictors for the variables 

attitude towards the product, attitude towards the commercial, and purchase intention. It 

turned out that identification had significant positive regression weights, meaning that 

participants who experienced higher levels of identification had a more positive attitude 

towards the product, a more positive attitude towards the commercial, and a higher purchase 

intention. This result is in line with Lee (1992), who stated identification is a very important 

process, because it has a positive effect on the evaluation of the product or service that is 

being advertised (Lee, 1992). In addition, these results are in line with the theory of hierarchy 

of effect, which states that customers go through different stages while processing an 

advertisement (Lavidge & Steiner, 1962; Brown & Stayman, 1992). The theory underlines 

that a good attitude towards the product can lead to a better attitude towards the commercial, 

which can lead to a higher purchase intention. It turns out that identification is a very 

important underlying mechanism when it comes to the evaluation of radio commercials.  

  The liveliness of the commercial variable also turned out to have significant positive 

regression weights for the variables attitude towards the product and the attitude towards the 

commercial. This implies that participants who found the commercial to be more lively, were 

also expected to have a more positive attitude towards the product and a more positive attitude 

towards the commercial. This result is also in line with the theory of hierarchy of effects 

(Lavidge & Steiner, 1962; Brown & Stayman, 1992).  

  The experienced resistance to persuasion was a significant negative predictor for the 

attitude towards the commercial, meaning the higher the experienced resistance to persuasion 

was, the less positive the attitudes towards the commercial were. This result is in line with the 

expectations that lower levels of resistance lead to a better attitude towards the product and a 

higher purchase intention as well (Cotte, Coulter & Moore, 2005; Fransen & Verlegh, 2015).  

  Likeability of the speaker was a significant positive predictor for the attitude towards 

the commercial and the purchase intention in this present study. Additionally, this means that 

participants who found the speaker in the commercial to be more likeable, experienced higher 

levels of the variables attitude towards the commercial and purchase intention. This result is 

also in line with the theory of hierarchy of effects (Lavidge & Steiner, 1962; Brown & 

Stayman, 1992). Additionally, a speaker’s altruistic motives, therefore, could be significant 

positive predictor for the variables attitude towards the commercial and purchase intention. 

These results are partly in line with the findings in the Park and Cho (2015) study. They also 
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found that highly altruistic motives in advertisements lead to a higher degree of the attitude 

towards the commercial and a higher intention to purchase. Park and Cho (2015) also found 

that the likability of the speaker was a positive predictor of the attitude towards the product, 

while this present study did not find this result. This could be due to the fact that, in the Park 

and Cho (2015) study, the product that was sold in the article that participants had to read was 

for a charitable organization. The product that was being presented by the speaker in this 

present study was not for charity, but solely for commercial purposes. It could be argued that 

people are more prone to have positive attitudes towards a product that is being sold for a 

charitable organization than for solely commercial purposes, which could have influenced 

their attitude towards the product.  

   

Contribution to the theory 

Based on the Van Meurs et al. (2019) study, this present study checked if the presentation 

method of a radio commercial (dialogue versus monologue) had an effect on the attitude 

towards the product, attitude towards the commercial, the purchase intention, identification, 

liveliness, resistance to persuasion, and the likeability of the speaker. This study can be 

regarded as countering the results that were found by Van Meurs et al. (2019) regarding the 

persuasiveness of radio commercials, as it found no significant differences between dialogue 

and monologue radio commercials for the variables attitude towards the product, attitude 

towards the commercial, and purchase intention. 

   Secondly, this study sought to identify possible underlying mechanisms of a 

consumer’s preference for a dialogue radio commercial. Confirming Rodero (2012) and Van 

Meurs et al. (2019), this study empirically demonstrates that a dialogue radio commercial was 

found to be more lively than monologue radio commercials. This present study also showed 

that the speaker who presented the product in the dialogue radio commercial was evaluated as 

being more likeable than the speaker in the monologue radio commercial. Another new 

insight is that identification and liveliness of the commercial are predictor variables for the 

attitude towards the product and that the attitude towards the commercial is predicted by 

identification, liveliness, resistance to persuasion, and likeability of the speaker. Lastly, 

identification and likeability of the speaker turned out to be significant predictor variables for 

purchase intention. These variables cannot be described as being variables that underlie a 

consumer’s preference for a dialogue over a monologue radio commercial, because no 

significant differences were found between dialogue and monologue radio commercials and 

the evaluation of the variables attitude towards the product, attitude towards the commercial, 
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and purchase intention. However, these predictor variables can be described as variables that 

underlie the evaluation of the persuasiveness of dialogue and monologue radio commercials.   

 

Limitations and suggestion for future research 

The greatest difference between the present study and the Van Meurs et al. (2019) study is 

that there were no significant differences between a dialogue and a monologue radio 

commercial in the attitude towards the product, the attitude towards the commercial, and the 

purchase intention. It was suggested earlier on that this discrepancy might be the result of the 

difference in the participant’s mean age between this present study and the Van Meurs et al. 

(2019) study, as the evaluation of advertising can be different between age groups (Phillips & 

Stantion, 2004). Determining how young and mature groups evaluate dialogue and 

monologue radio commercials could therefore be an interesting topic for future research. On 

the basis of Van Meurs et al. (2019), results of such research may find that the effects of 

dialogue radio commercials are only relevant for younger consumers.  

  The recordings of the radio commercial were the same as the recordings in the Van 

Meurs et al. (2019) study. Upon listening to the radio commercials, it was noticed that the two 

voices in the dialogue commercial sounded very much alike. This led to the inclusion of the 

manipulation check, whether participants heard one or two voices, near the end of the 

questionnaire. Results of this question showed that a considerable number of participants (40), 

in the dialogue radio commercial condition, heard only one voice. This means that the 

similarity of the voices in the dialogue radio commercial lead participants to perceive that 

they only heard one person speaking. This is a limitation of this research, as the distinction 

between the dialogue and the monologue condition should be clear. Future research could 

concern the re-recording of the original scripts of the commercials used in the Van Meurs et 

al. (2019) and the present study. The voices of the speakers in the re-recording should be 

significantly different. A suggestion might be choosing a male and a female voice, or a high 

and a low pitch voice, for the dialogue condition.  

  There were no significant differences in the levels of identification between the 

dialogue and the monologue radio commercial, which is not in line with the findings of 

Rodero (2012). She suggested that the degree of identification in dialogues would be higher, 

because listeners would have more characters to identify themselves with. As stated before, a 

reason for the absence of significant differences between the levels of identification in 

dialogues and monologues, is that Rodero’s (2012) radio stories consisted of six different 

characters. This could provide the listener with a wider range of characters to identify with, as 
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opposed to only two characters in the present study. A suggestion for future research would 

be to produce a dialogue radio commercial with more than two speakers, possibly triggering 

higher levels of identification.  

  The radio stories in Rodero’s (2012) study were much longer in duration than the 

radio commercial in this present study. Cohen (2001) states that the longer someone is 

exposed to a certain character, the more this person will be prone to identify with this 

character. The difference in duration of the radio story and the radio commercial could be an 

explanation for the different results in terms of identification. Future research could test this 

by producing two radio commercials which are different in duration. It would be interesting to 

test if the longer radio commercial will contain higher levels of identification with the 

speaker.   

   

Practical implications 

Findings of this study could be useful for advertising agencies in the process of creating radio 

commercials. The results have shown that presenting a radio commercial in the form of a 

dialogue can have some advantages compared to monologues. Dialogues are regarded as 

being more lively and the speaker in the commercial can be evaluated as being more likeable. 

However, this study also provides advertising agencies with the fact that dialogue radio 

commercials are not necessarily more persuasive (attitude towards the product, attitude 

towards the commercial, and purchase intention) than monologue radio commercials. 

Therefore, in terms of persuasiveness, the present study shows that there is no difference 

between dialogue and monologue radio commercials.  

 

Ethical reflection  

There are some important comments to be made when it comes to the ethics of this study. A 

radio commercial should be produced in a way that is ethically responsible. An important 

element of this is that the radio commercial may not contain any misleading elements. The 

radio commercials in this study claim that coffee might be a good solution to control your 

nerves for a job interview. In the other commercial, the claim is made that other candidates 

for the job interview do not stand a chance when you buy shoes from schoendiebijjepast.nl. 

These two claims are factually wrong. Participants might be aware that the content of the 

commercials is slightly exaggerated. However, this does not take away the fact that, from an 

ethical perspective, the information could be misleading, which could trigger consumers to 

purchase a product on the basis of false information.   
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Appendix A- Script radio commercials 

 
Dialogue – Coffee  

 

SFX (soundeffect): Music 

Man 1: Ja, ik ben gewoon gespannen voor dat sollicitatiegesprek straks. 

Man 2: Maar ik heb de oplossing 

--‐ gewoon kokend water in een kopje 

--‐ een schepje Coffee King erbij 

--‐ even roeren 

--‐ word jij weer rustig 

Man 1: Mmmm ja, lekker even ontspannen met lekkere oploskoffie van Coffee King 

Music stops 

 

Dialogue – Shoes 

 

SFX (soundeffect): Muziek 

Man 1: Oh, die schoenen! Die kan ik toch niet aan tijdens mijn sollicitatiegesprek?! Maar hoe 

kom ik snel aan schoenen die bij mij passen? 

Man 2: Kijk! Dan doe je dit ‘klik’ 

--‐ in één keer alle schoenen die bij je passen op schoendiebijjepast.nl 

--‐ de keuze is enorm, dus dat komt wel goed! 

Man 1: Perfect! Die andere sollicitanten hebben geen schijn van kans! 

Music stops 

 

 

Monologue – Coffee 

 

SFX (soundeffect): Music 

Man 1: Ja, ik ben gewoon gespannen voor dat sollicitatiegesprek straks, maar ik heb de 

oplossing 

--‐ gewoon kokend water in een kopje 

--‐ een schepje Coffee King erbij 

--‐ even roeren 

--‐ word ik weer rustig 

Mmmm ja, lekker even ontspannen met lekkere oploskoffie van Coffee King 

Music stops 

 

 

Monologue – Shoes 

SFX (soundeffect): Music 

Man 1: Oh, die schoenen! Die kan ik toch niet aan tijdens mijn sollicitatiegesprek?! Maar hoe 

kom ik snel aan schoenen die bij mij passen? 

--‐ Kijk! Dan doe je dit ‘klik’ 

--‐ in één keer alle schoenen die bij je passen op schoendiebijjepast.nl 

--‐ de keuze is enorm, dus dat komt wel goed! 

--‐ Perfect! Die andere sollicitanten hebben geen schijn van kans! 

Music stops 
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Radio commercials 

Dialogue and low involvement product: 

https://www.youtube.com/watch?v=ikjL1Emyqfs 

 

Dialogue and high involvement product: 

https://www.youtube.com/watch?v=zYUzsDm201c 

 

Monologue and low involvement product: 

https://www.youtube.com/watch?v=rCchNnY412c 

 

Monologue and high involvement product: 

https://www.youtube.com/watch?v=E-2VzrXRIYg 
  

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

https://www.youtube.com/watch?v=ikjL1Emyqfs
https://www.youtube.com/watch?v=zYUzsDm201c
https://www.youtube.com/watch?v=rCchNnY412c
https://www.youtube.com/watch?v=E-2VzrXRIYg
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Appendix B- Questionnaire  

 

Geachte heer/mevrouw,  

 

 

Hartelijk dank voor uw tijd en bereidheid om deel te nemen aan een onderzoek dat wordt uitgevoerd in 

het kader van een masterscriptie voor de studie Communicatie- en Informatiewetenschappen aan de 

Radboud Universiteit. Deze vragenlijst kan ingevuld worden op een laptop, computer, tablet of 

telefoon. Allereerst krijgt u zo een radioreclame te horen. Na het beluisteren van de radioreclame krijgt 

u hierover een aantal vragen. Voor het afspelen van de radioreclame is het van belang dat het geluid op 

uw computer aan staat. Het gehele onderzoek duurt maximaal 5 tot 7 minuten. Bij het beantwoorden 

van de vragen zijn geen goede of foute antwoorden mogelijk, het gaat om uw mening. Het is 

belangrijk om alle onderdelen achter elkaar in te vullen en geen pauze te nemen. Uw gegevens zullen 

vertrouwelijk worden behandeld en worden uitsluitend voor dit onderzoek gebruikt. U kunt zonder 

opgaaf van redenen weigeren mee te doen aan het onderzoek of uw deelname voortijdig afbreken. 

Door de vragenlijst af te ronden, geeft u toestemming voor het gebruik maken van uw antwoorden 

voor het onderzoek.  

 

 

Alvast hartelijk dank voor uw deelname aan dit onderzoek. 

 

 

Mees Janssen  

 

 

Audio  

 Klik op play om de radioreclame af te spelen. Speel de radioreclame af zonder te pauzeren, terug of 

vooruit te spoelen. Hierna volgen een aantal vragen. Let erop dat u tijdens het invullen van de 

vragenlijst niet meer kunt terugkeren naar de radioreclame. 
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De volgende stellingen gaan over de radioreclame. 

 
Zeer mee 

oneens (1) 

Mee 

oneens  (2) 

Een beetje 

mee 

oneens (3) 

Neutraal 

(4) 

Een beetje 

mee eens 

(5) 

Mee eens 

(6) 

Zeer mee 

eens  

 (7) 

Ik denk dat ik 

de sprekers in 

de 

radioreclame 

goed begrijp 

(1) 

o  o  o  o  o  o  o  

Ik ervoer de 

gebeurtenissen 

in de 

radioreclame 

op de manier 

waarop de 

sprekers in de 

radioreclame 

dat deden (2)  

o  o  o  o  o  o  o  

Tijdens het 
luisteren, 

voelde ik me 

net zo als de 

sprekers in de 

radioreclame 

(3)  

o  o  o  o  o  o  o  

Tijdens het 

luisteren, kon 

ik me goed 

verplaatsen in 

de gedachten 
van de 

sprekers (4)  

o  o  o  o  o  o  o  

Ik begrijp 

waarom de 

sprekers in de 

radioreclame 

deden wat ze 

deed (5)  

o  o  o  o  o  o  o  
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De radioreclame vond ik... 

 
Zeer mee 

oneens (1)  

Mee 

oneens (2) 

Een beetje 

mee 

oneens (3)  

Neutraal 

(4)  

Een beetje 

mee eens 

(5)  

Mee eens 

(6)  

Zeer mee 

eens (7)  

Levendig 

(1)  o  o  o  o  o  o  o  
Snel 

gesproken 

(2)  o  o  o  o  o  o  o  
Dynamisch 

(3)  o  o  o  o  o  o  o  
Enthousiast 

(4)  o  o  o  o  o  o  o  
Rustig 

gesproken 

(5)   o  o  o  o  o  o  o  
 

De volgende stellingen gaan over het product ´koffie van Coffee King´ in de radioreclame.  

 

Ik vind het product in de radioreclame... 

 

Ik vind de radioreclame... 

 

 
Zeer mee 

oneens (1) 

Mee 

oneens (2) 

Een beetje 

mee 

oneens (3) 

Neutraal 

(4)  

Een beetje 

mee eens 

(5)  

Mee eens 

(6)  

Zeer mee 

eens (7)  

Leuk (1)  o  o  o  o  o  o  o  
Aantrekkelijk 

(2)  o  o  o  o  o  o  o  
Van goede 

kwaliteit (3) o  o  o  o  o  o  o  

 
Zeer mee 

oneens (1)  

Mee 

oneens (2) 

Een beetje 

mee 

oneens (3)  

Neutraal 

(4)  

Een beetje 

mee eens 

(5) 

Mee eens 

(6)  

Zeer mee 

eens (7) 

Leuk (1)   o  o  o  o  o  o  o  
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De volgende stellingen gaan over het product  ´koffie van Coffee King  ́in de radioreclame. 

Makkelijk 

(2)  o  o  o  o  o  o  o  

Origineel (3)  o  o  o  o  o  o  o  
Interessant 

(4)  o  o  o  o  o  o  o  

Duidelijk (5)   o  o  o  o  o  o  o  
Aantrekkelijk 

(6)  o  o  o  o  o  o  o  
Eenvoudig 

(7)   o  o  o  o  o  o  o  

 
Zeer mee 

oneens (1)  

Mee 

oneens (2)  

Een beetje 

mee 

oneens (3) 

Neutraal 

(4)  

Een beetje 

mee eens 

(5) 

Mee eens 

(6)  

Zeer mee 

eens (7 

Dit product 

is echt iets 

voor mij (1)  o  o  o  o  o  o  o  
Na het 

beluisteren 

van de 
radioreclame 

wil ik meer 

informatie 

over het 

product (2) 

o  o  o  o  o  o  o  

Na het 

beluisteren 

van de 

radioreclame 

overweeg ik 

dit product 
te kopen (3)  

o  o  o  o  o  o  o  

Na het 

beluisteren 

van de 

radioreclame 

wil ik dit 

product 

zeker kopen 

(4) 

o  o  o  o  o  o  o  
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De spreker die het product aanprijst... 

 
Zeer mee 

oneens (1) 

Mee 

oneens (2) 

Een beetje 

mee 

oneens (3)  

Neutraal (4 

Een beetje 

mee eens 

(5)  

Mee eens 

(6)  

Zeer mee 

eens (7) 
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Probeerde 

voor mij een 

keuze te 

maken (1)  
o  o  o  o  o  o  o  

Probeerde mij 

te manipuleren 

(2)  o  o  o  o  o  o  o  
Probeerde mij 

onder druk te 

zetten (3)   o  o  o  o  o  o  o  
Verminderde 

mijn 

keuzevrijheid 

(4) 
o  o  o  o  o  o  o  

Respecteerde 

mijn recht om 
mijn eigen 

keuzes te 

maken niet (5)   

o  o  o  o  o  o  o  

Was 

veeleisend (6)  o  o  o  o  o  o  o  

Was bazig (7)  o  o  o  o  o  o  o  
Was dominant 

(8)   o  o  o  o  o  o  o  
Probeerde mij 

wat op te 

leggen (9)  o  o  o  o  o  o  o  
Liet mij vrij 

om mijn eigen 

keuzes te 
maken  (10)  

o  o  o  o  o  o  o  
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De volgende stellingen gaan over de speker die het product aanprijst.  

 

De spreker die het product aanprijst is: 

 
Zeer mee 

oneens (1)  

Mee 

oneens (2)  

Een beetje 

mee 

oneens (3)  

Neutraal 

(4)  

Een beetje 

mee eens 

(5) 

Mee eens 

(6) 

Zeer mee 

eens (7)  

Vriendelijk 

(1)  o  o  o  o  o  o  o  

Aardig (2)  o  o  o  o  o  o  o  
Behulpzaam 

(3)  o  o  o  o  o  o  o  
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De volgende stellingen gaan over de productcategorie ´koffie '́in het algemeen. 

 
Zeer mee 

oneens (1)  

Mee 

oneens (2)  

Een beetje 

mee 

oneens (3)  

Neutraal 

(4) 

Een beetje 

mee eens 

(5) 

Mee eens 

(6)  

Zeer mee 

eens (7)  

Ik ben 

geïnteresseerd 

in koffie (1)  o  o  o  o  o  o  o  
Koffie is voor 

mij van 

persoonlijk 
belang (2)  

o  o  o  o  o  o  o  
Ik ervaar 

plezier bij het 

gebruik maken 

van koffie (3)  
o  o  o  o  o  o  o  

Koffie 

symboliseert 

mijn 

eigenwaarde 
(4)   

o  o  o  o  o  o  o  

Als ik een 

verkeerde 

beslissing 

neem met 

betrekking tot 

koffie kan dat 

voor mij 

belangrijke 

negatieve 

consequenties 
hebben (5)  

o  o  o  o  o  o  o  

Ik zou een 

verkeerde 

beslissing 

kunnen nemen 

met betrekking 

tot koffie (6)   

o  o  o  o  o  o  o  

Hoeveel sprekers heeft u gehoord in de radioreclame? 

o Een (1)  

o Twee (2)  

 

 

 Vul tot slot nog de volgende gegevens in. Al uw gegevens zullen vertrouwelijk worden behandeld. 
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Leeftijd Wat is uw leeftijd? 

________________________________________________________________ 

 

 

 

Geslacht Wat is uw geslacht? 

▢ Man (1)   

▢ Vrouw (2)    

▢ Anders, namelijk (3):   ________________________________________________ 

 

 

 

Nationaliteit Wat is uw nationaliteit? 

o Nederlandse (1)   

o Anders, namelijk (2):  ________________________________________________ 
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Wat is uw hoogst genoten opleiding? 

o Basisonderwijs (1)   

o VMBO (2)   

o HAVO (3)   

o VWO (4)   

o MBO (5)   

o HBO (6)   

o WO Bachelor (7)   

o WO Master (8)  

o PhD (9)   

 

 

Student: ja/nee Bent u momenteel student?  

o Ja (1)   

o Nee (2)  

 

 

 

Radio gebruik 

 Nooit (1)  Zelden (2)  Soms (3) 
Regelmatig 

(4)  
Vaak (5) 

Heel vaak 
(6) 

Bijna altijd 
(7)  

Luistert u 

radio? (1)  o  o  o  o  o  o  o  
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Product gebruik 

 Nooit (1)  Zelden (2)  Soms (3)  
Regelmatig 

(4)  
Vaak (5)  

Heel vaak 

(6)  

Bijna 

altijd (7)  

Gebruikt u 

het product 

uit de 

radioreclame? 

(1)  

o  o  o  o  o  o  o  
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Appendix C 

Some questions were asked in order to check whether the manipulation of high- and low 

involvement products had been successful, which was done by investigating if there were 

differences between the independent variables and the experienced product involvement.  

  A one-way analysis of variance showed a significant effect of the product on 

experienced product involvement (F (1, 120) = 5.69, p = .019). The descriptive statistics can 

be found in Table 1.  

 

Tabel 1. Manipulation check for experienced product involvement with high and low 

involvement products (1 = low product involvement, 7 = high product involvement) 

 Experienced product 

involvement 

  

Version M SD N 

High involvement  4.27 1.05 66 

Low involvement  3.73 1.45 56 

Total 4.02 1.27 122 

 

 

4.2 The effect of presentation method on attitude towards the product, attitude towards the 

commercial, purchase intention 

A non parametric test for attitude towards the product, attitude towards the commercial, and 

purchase intention, with presentation method as a factor, found no significant multivariate 

effect of presentation method on attitude towards the product (F (1,120)  < 1),  attitude 

towards the commercial (F (1,120) < 1), and  purchase intention (F (1,120) < 1). The 

descriptive statistics can be found in Table 2.  

 

Table 2. The effect of presentation method on attitude towards the product, attitude towards 

the commercial, and purchase intention (1 = low score on attitude towards the product, 

attitude towards the commercial, and purchase intention, 7 = high score on attitude towards 

the product, attitude towards the commercial, and purchase intention ) 

 Attitude towards the 

product 

  

Version M SD n 
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Dialogue  3.58 1.10 47 

Monologue   3.36 1.24 75 

Total 3.45 1.19 122 

 Attitude towards the 

Commercial 

  

Version M SD n 

Dialogue  4.01 1.03 47 

Monologue   3.83 1.04 75 

Total 3.90 1.04 122 

 Purchase intention   

Version M SD N 

Dialogue  2.38 1.21 47 

Monologue   2.36 1.21 75 

Total 2.46 1.21 122 

 

4.3 The effect of presentation method on identification, liveliness, resistance to persuasion, 

and likeability  

In order to measure the effect of the presentation method of the radio commercial on the 

dependent variables identification, liveliness, resistance to persuasion, and likeability of the 

speaker a one-way multivariate analysis was conducted. There was no significant effect of 

presentation method on identification (F (1,120) < 1) and resistance to persuasion (F (1,120) 

= 2.09, p = .248).   

  There was a significant effect of presentation method on liveliness (F (1, 120) = 7.43, 

p = .014) and likeability of the speaker (F (1,120) = 4.22, p = .049). The descriptive statistics 

can be found in Table 3.  

 

Tabel 3. The effect of presentation method on identification, liveliness, resistance to 

persuasion, and likeability (1 = low score on identification, liveliness, and resistance to 

persuasion. 7 = high score on identification, liveliness, and resistance to persuasion.) 

 Identification    

Version M SD n 

Dialogue  4.16 1.10 47 

Monologue   4.29 1.10 75 
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Total 4.24 1.10 122 

 Resistance to 

persuasion 

  

Version M SD n 

Dialogue  3.44 1.05 47 

Monologue   3.20 0.84 75 

Total 3.30 0.93 122 

 Liveliness   

Version M SD n 

Dialogue  4.40 1.33 47 

Monologue   3.66 1.54 75 

Total 3.95 1.50 122 

 Likeability   

Version M SD n 

Dialogue  4.60 1.49 47 

Monologue   4.10 1.18 75 

Total 4.30 1.33 122 

 

  

4.4 Regression analysis for identification, liveliness, resistance to persuasion, and likeability 

of the speaker as predictors for the attitude towards the product, attitude towards the 

commercial, and the purchase intention 

A multiple regression analysis showed that the variables entered, identification, liveliness, 

resistance to persuasion, and likeability of the speaker, explained 39% of the variance in the 

attitude towards the product (F (4, 121) = 20.26, p < .001).  Identification (β = . 38, p < .001) 

and liveliness (β = .34, p < .001) were shown to be significant predictors of attitude towards 

the product, but resistance to persuasion (β = -.12, p = .097) and likeability of the speaker (β = 

.109, p = .135) were not. The findings are presented in Table 4.  

 

Table 4. Regression analysis for identification, liveliness, resistance to persuasion and 

likeability of the speaker as predictors for attitude towards the product (N = 121) 

variable B SE B Β 

intercept  .744 .54  
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identification .41 .09 .38 

liveliness .27 .06 .34 

resistance to 

persuasion 

-.16 .09 -.12 

Likeability .10 .07 .11 

    

R2  .39   

F 20.26***   

** p < .010, *** p < .001 

 

A second multiple regression analysis showed that the variables entered, identification, 

liveliness, resistance to persuasion, and likeability of the speaker, explained 55% of the 

variance in the attitude towards the commercial (F (4, 121) = 37.20, p < .001). Identification 

((β = .47, p < .001), liveliness (β = . 29, p < .001), resistance to persuasion (β = -.18, p = .005), 

and likeability of the speaker (β = .25, p < .001) were all shown to be significant predictors of 

attitude towards the commercial. The findings are presented in Table 5.  

 

Table 5. Regression analysis for identification, liveliness, resistance to persuasion and 

likeability of the speaker as predictors for attitude towards the commercial (N = 121) 

variable B SE B Β 

intercept  1.07 .41  

identification .44 .06 .47 

liveliness .20 .05 .29 

resistance to 

persuasion 

-.20 .07 -.18 

Likeability .20 .05 .25 

    

R2  .55   

F 37.20***   

** p < .010, *** p < .001 

 

Lastly, a multiple regression analysis showed that the variables entered, identification, 

liveliness, resistance to persuasion, and likeability of the speaker, explained 27% of the 
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variance in purchase intention (F (4, 121) = 12.22, p < .001). Identification (β = . 39, p < .001) 

and likeability of the speaker (β = .25, p = .002) were shown to be significant predictors of 

purchase intention, but liveliness  (β = .12, p = .192) and resistance to persuasion (β = -.66, p 

= .513) and were not.  The findings are presented in Table 6.  

 

Table 6. Regression analysis for identification, liveliness, resistance to persuasion and 

likeability of the speaker as predictors for purchase intention (N = 121) 

Variable B SE B Β 

intercept  -.35 56  

identification 40 .09 .39 

liveliness .09 .07 .12 

resistance to 

persuasion 

.06 .10 -.05 

Likeability .21 .07 .25 

    

R2  .27   

F 12.22***   

** p < .010, *** p < .001 

 

 

 

 

 

 

 


