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This research investigated banner ads on the World Wide Web, specifically the 

types of messages used in those ads and the effectiveness of the ads as seen by their 

intended audience. The focus was on health-related banner advertisements targeting 

senior citizens. The study first sought to determine the frequency of appearance of those 

ads when classified into categories of compliance-gaining tactics provided by research 

scholars. Second, the study explored the relative perceived effectiveness among those 

categories. 

Two graduate students from a Central Texas university sorted text messages into 

predetermined compliance-gaining categories. Chi square tests looked for significant 

differences in the frequencies of banner ads in each category. Forty-five senior citizens 

from the Central Texas area completed surveys regarding the perceived effectiveness of a 

randomly ordered, randomly selected set of categorized banner ads. A repeated measures 

test attempted to determine whether some compliance-gaining strategies used in health-

related banner ads were perceived as more effective than others. 

The hypothesis stated that there would be differences in frequencies of 

compliance-gaining strategies used among the compliance-gaining categories in health-

related banner ads for senior citizens. The hypothesis was supported. 



The research question asked if some categories of compliance-gaining strategies 

used in health-related banner ads were perceived as more effective than others by senior 

citizens. There was no evidence that senior citizens perceived any compliance-gaining 

category as being more effective than any other. However, post hoc analyses revealed 

trends in the types of compliance-gaining messages senior citizens perceived as more 

effective. These trends provide a basis for directional predictions in future studies. 
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CHAPTER 1 

RESEARCH PROBLEM 

INTRODUCTION 

This study investigates compliance-gaining messages directed toward senior 

citizens in an electronic environment, specifically, the compliance-gaining messages used 

in health-related banner ads inserted on various senior citizen-oriented sites on the World 

Wide Web. The types of messages used and the perceived effectiveness of these 

messages by their intended audience are the study’s principle focus. 

Purpose of the Study 

The research questions for this study fall within the academic disciplines of 

information science and communication theory. “A field is defined by the problems 

addressed and information science is defined, as a science and a profession, by the 

problems it has addressed and by the methods it has chosen to solve them” (Saracevic, 

1990). Borko (1968) characterizes information science as 

that discipline that investigates the properties and behavior of information, the 

forces governing the flow of information, and the means of processing 

information for optimum accessibility and usability. It is concerned with that 

body of knowledge relating to the origination, collection, organization, storage, 

retrieval, interpretation, transformation, and utilization” of information (p. 5). 
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One area of information science research is the study of human information and 

communication behavior and the systems that advance communication and learning. 

Perhaps the greatest of all information systems, besides the human mind, is the Internet. 

The World Wide Web, a graphical subsection of the Internet, makes information of all 

types available directly to consumers. Indeed, after restrictions on the nonacademic use 

of the Internet were removed and the way paved for business interests, marketers soon 

found the World Wide Web a unique marketing challenge. Supported by powerful 

communication technologies, the global business world and associated global marketing 

align information science with the marketing professions and, therefore, make electronic 

commerce a viable area of investigation. 

Compliance-gaining is a traditionally studied communication behavior. 

Persuasion aimed at getting others to do something or act in a particular way is the 

general focus of research in this area. In extending this research to include the 

compliance-gaining strategies used in electronic commerce, compliance-gaining 

researchers can examine a significant area of Internet exchange.  As consumers gain 

access to the World Wide Web and become more informed, businesses respond by 

adjusting their behaviors to fit a new marketplace.  To bring consumers to their Web 

sites, advertisers place banner ads on others’ Web sites. The messages contained in these 

banner ads represent compliance-gaining strategies. Each of these strategies is an attempt 

to obtain a behavioral response which, in this case, is a click. When a compliance-gaining 

message in a banner ad causes a consumer to click, the click takes the consumer to 

another Web site for more information about a given product or service. The 
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characteristics of the user, the topic, and the compliance-gaining message contained  in 

the ad are all factors in the decision to click on a given banner ad. This study investigates 

the interaction between individual characteristics, situational factors, and the compliance-

gaining message presented, specifically the interaction between age, topic, and 

compliance-gaining strategies. 

Age is an important personal or individual difference factor in compliance-

gaining that has received little or no attention. Researchers have studied other individual 

differences—e.g. argumentativeness, birth order, communication apprehension, culture, 

desire for liking, dogmatism, locus of control, Machiavellianism, negativism, politeness, 

self interest, sex differences, and verbal aggressiveness. However, the age of the person 

targeted in the compliance-gaining attempt, a readily accessible and increasingly 

important individual difference, has received less attention. Senior citizens comprise a 

unique age category that is increasing rapidly in sheer size and spending habits. “Two 

thirds of all the men and women who have lived beyond the age of 65 in the entire 

history of the world are alive today” (Dychtwald & Flower, 1989, p. 6). Because of the 

sheer size of the demographic, the interaction between age and compliance-gaining 

warrants investigation. 

The topic of a compliance-gaining message can be considered a situational factor. 

Health is a topic that interests many consumers, especially senior citizens. Americans 

obtain much health information outside the formal health networks and are eagerly 

making use of the virtual medical library the Internet brings into their homes “Current 

estimates by the research firm Harris Interactive put the number of ‘cyberchondriacs,’ 
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people who have visited online medical sites, at around 100 million and growing” 

(Woodman, 2002, p. 14). Health-related organizations such as hospitals, clinics, 

retirement facilities, and medical schools sponsor many of these medical sites. 

Commercial entities also sponsor medical Web sites and place banner ads on their own 

and others’ Web sites to attract consumers to their own Web sites. A large number of 

banner ads on Web sites aimed at senior citizens feature health-related products and 

services. In the Pilot Study of seventy six  downloaded banner ads discussed below, 24 of 

the ads represented health. In contrast, only nine dealt with finance and eight dealt with 

shopping, the next largest categories. Because of the preponderance of health-related 

banner ads on Web sites aimed at senior citizens, an examination of the interaction 

between age and compliance-gaining could easily be made by using health as a topic for 

compliance-gaining. In addition, the salience of health issues for senior citizens enables 

us to focus solely on the compliance-gaining messages from the banner ads since that 

salience would affect how they process information from banner ads. The Elaboration 

Likelihood Model (ELM) (Petty & Cacioppo, 1981) states that under high-relevance 

conditions, factors central to the issue are more important, whereas under low-relevance 

conditions peripheral factors become more potent. This relevance enables consumers to 

disregard the peripheral cues of banner ads and concentrate on the compliance-gaining 

messages themselves. 

In addition to the basic research value of studying the interactions between age, 

health topics, and compliance-gaining, there is value to advertisers in identifying the 

types of compliance-gaining messages that are effective in attracting visitors to their Web 
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sites. Likewise, understanding what types of compliance-gaining messages online 

advertisers use and why they are so effective will be valuable to the consumer as well. 

Definition of Terms 

Banner Ad 

A banner advertisement, or banner ad, is a graphic image used for advertising on 

the Internet. Advertisers use banner ads to attract people to Web sites and Web-based 

surveys. Also referred to as a banner, a banner ad is typically a rectangular advertisement 

placed on a Web site either above, below, or on the sides of the Web site’s main content 

and linked to the advertiser’s own Web site. In the early days of the Internet, banners 

were ads with text and graphic images. Today’s ads are more complex and can include 

text, animated graphics and sound. Most commerce-related Web sites use banner ads 

(Lycos Webopedia, 2002). Figure 1 is an example of a banner ad. 

 

Figure 1. Banner Ad downloaded from http://www.doublenickels.com/page47.html 

 

E-Commerce 

Electronic commerce (or e-commerce) is shopping, selling, or doing business 

online. “From a resource utilization perspective, electronic commerce is the application 

of technology toward the automation of business transactions” (Spearman, 2000, p. 12). 

From a strictly communications-oriented perspective, e-commerce is “the delivery of 

information via telephone lines, computer networks, and other means” (p. 12). From a 
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financial perspective, e-commerce provides the capability of buying and selling products 

and information on the Internet. 

Senior Citizen 

Senior citizens are those individuals of retirement age or beyond. According to 

Merriam Webster’s Collegiate Dictionary, Tenth Edition, a Senior Citizen is “an elderly 

person; esp.: one who has retired.” For this study, Senior Citizen indicates a person over 

65 years of age. 

Compliance-gaining 

Persuasion, an umbrella term, concerns changing beliefs, attitudes, intentions, 

motivations, and behaviors. The term compliance is more restrictive, typically referring 

to changes in a person’s overt behavior. Research examining compliance-gaining 

generally focuses on persuasion aimed at getting others to do something and behave in a 

particular way. 

Theoretical Considerations 

Compliance-gaining researchers since 1967, when Marwell and Schmitt (Marwell 

& Schmitt, 1967) made the first attempt at creating a compliance-gaining taxonomy, have 

focused on interpersonal communications. Much of this work concerns taxonomies of 

compliance-gaining attempts, the reasons people use certain types of compliance-gaining 

strategies, or the messages that they use. In addition, it also looks at the settings in which 

people use compliance-gaining, along with the personal factors and individual 

differences among people that lead them to use certain compliance-gaining measures. 

However, questions remain about the types of compliance-gaining strategies used and 
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whether the interaction between age, topic of message and compliance-gaining strategies 

contributes to the perceived effectiveness of a particular banner ad. 

Significance of the Study 

Many consider compliance-gaining to be one of the most important subjects in the 

study of interpersonal influence (Gass & Seiter, 1999, p. 204). In fact, Seibold, Cantrill, 

and Meyers (1994) estimated that at least 124 studies on compliance-gaining had been 

conducted. Boster, Rodriguez, Cruz, and Marshall (1995) argued that “in the last 15 

years, the study of compliance-gaining message behavior has held the attention of 

communication scholars as much as, if not more than, any single topic in the discipline” 

(p. 91). Therefore, by studying the actual content of the messages in banner advertising, 

this investigation moves toward understanding how online advertising works. Advertisers 

and consumers alike will benefit from understanding why a particular compliance-

gaining message has such a profound effect on a consumer. 

SUMMARY 

This chapter introduced the study, defined the terms as they would be used in the 

remainder of the study, discussed the theoretical implications of the study, and proposed 

that the study might benefit both advertisers and consumers. 
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CHAPTER 2 

REVIEW OF THE LITERATURE 

INTRODUCTION 

This chapter reviews literature in the areas of electronic commerce, compliance-

gaining, and generational marketing. It also describes a pilot study conducted in order to 

assess the feasibility of a larger study and puts forth the hypothesis and research question 

the study will attempt to answer. 

Electronic Commerce 

History 

Electronic commerce has existed for several decades. Estimates place its 

beginning with the beginnings of the PC industry around 1982 (Stewart). But only in the 

past few years has it started to become a significant economic and social force. “That’s 

due entirely to the Internet” (Tweney, 1998, p. 54). In fact, large-scale consumer e-

commerce did not become a real possibility until January 1995, when the National 

Science Foundation’s NSFNet ceased to be the Internet’s primary backbone and removed 

the restrictions on the nonacademic use of the Internet. “In short order the Net, free of 

commercial restraints and made graphically user-friendly by Web technologies, became 

populated more by business interests than academic ones” (p. 54). Commerce over the 

Internet proliferated in 1998. “Companies rushed to get wired with their business partners 

and their customers, while consumers left behind their fears of credit card fraud and 
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making purchases online” (Tweney, 1999a, p. 41). The market for online sales of goods 

and services continues to grow. While high-tech brands initially led Internet advertising, 

“consumer advertising is now the largest sector, accounting for 27% of total Internet 

adspend, according to the IAB (Internet Advertising Bureau)” (Reed, 1999, p. 25). 

Several forces are fueling the electronic commerce revolution. These are economic 

forces, availability of technology, and “requirements by citizens and others that 

information and services be available quickly and at their convenience” (Spearman, 

2000, p. 54). 

Online Spending 

Not long ago, a minority of shoppers generated the majority of revenue for online 

merchants. In fact, in 1999, Richter stated that “the top 20% of online shoppers who 

spent at least $1,000 per year online account for 87% of the total consumer online sales 

market”(Richter, 2000). But consumers only spent $6.1 billion that year. Now, as 

consumers embrace the World Wide Web and become more confident of online 

purchasing, online purchasing comes from a wider base. With total consumer online sales 

estimated at between $46 and $51 billion in 2001 (PR Newswire, 2002; Thibodeau, 2002) 

and estimates in excess of $71 billion in 2002 (PR Newswire, 2002), online spending 

appears as if it will continue to grow. 

Characteristics of Users 

As of April, 2002, 165.75 million Americans were online (Scopes 

Communication Group, 2002). In addition to their favorite pastime, email, 48% have 

bought a product, 36% have made a travel reservation, 13% have bought or sold stocks, 
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15% have participated in an online auction, and 18% bank online (Fox, 2001, p. 9). 

While it is true that only 4% of these online Americans are 65 and over (p. 4), that 

percentage represents over six million consumers. In contrast to the general population, 

only 36% of online seniors have bought a product, 25% have made a travel reservation, 

12% have bought or sold stocks, 8% have participated in an online auction, and 8% have 

banked online ( p. 9). As Internet experience increases, however, the likelihood of 

participating in each of these activities increases (p. 10). 

Banner Ads 

Banner ads are a popular Internet advertising format. Introduced in October 1994, 

at www.wired.com, they now account for 40% of Internet advertising (Mannes, 2001). 

Banner ads have become “the de facto standard for advertising online” (Bachman, 2000, 

p. 66). Marketing research companies estimated that the revenue generated by banner 

advertising in 2001 was $7.3 billion (Sesolak, 2002). 

Characteristics 

A standard banner ad, measuring 468-by-60 pixels, usually consists of a GIF 

(Graphic Interchange Format) or JPEG (Joint Photographic Experts Group) graphic with 

text. Advertisers use banner ads to link to their Web sites to sell products directly to 

consumers. Many factors, including animation and sound, contribute to a successful 

banner ad. Trottenberg (1998), in her study of the design of effective banner ads, found 

that “surfers prefer banners that incorporate enhanced features, creating higher click-

throughs” (p. 27). These advanced features, often termed “rich media,” include 

combinations of high-grade graphics, audio, and interactive capabilities (Reed, 1999). 
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“But greater use of rich media does not mean that the standard banner is redundant” (p. 

26). To recast an old phrase, “The death of banner advertising has been greatly 

exaggerated” (Enbysk, 2002). 

Effectiveness 

Click-through, “the percentage of people viewing a banner ad who actually click 

on it” (Tweney, 1999b, p. 72), is the best measure of advertising response on the Web. 

The advantages of using this metric are that “it is an immediate behavioral response and 

easy to observe, and that it indicates an immediate interest in the advertised brand” 

(Briggs & Hillis, 1997, p. 34). With quantifiable tools and tactics a requirement of the 

numbers-driven world of direct marketing, “banner ads seem to provide that 

accountability” (Trottenberg, 1998, p. 27). Banner ads are typically sold in cost-per-

thousand views (CPMs), and “given current click-through rates, several thousand views 

must be purchased to achieve an acceptable response” (Tuten, Bosnjak, & Bandilla, 

2000, p. 20). However, $25 per thousand views is a standard rate, and at that rate several 

thousand views are not prohibitive to most Internet marketers. 

But only a fraction of all viewers click on the banners they see. According to a 

study conducted by Jupiter Communications, “the percentage of veteran online users that 

click on banner ads has declined from 32% to 28” (Galea, 2000, p. 38). Click-through 

rates were estimated at 2% in 1997, down to lower than .5% in 2000. (Blank, 2000; Reed, 

1999; Tuten et al., 2000; Tweney, 1999b). Yet even without the benefit of click-through, 

banner ads may stimulate brand awareness, brand affinity, and purchase as effectively as 

more traditional advertising. “There’s a branding benefit and we see that running banner 
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ads increases the effectiveness of classified web ads on the same sites” (Kerekes, 2002). 

In addition, at a cost far lower than other media, banner ads are cost effective in this 

purpose. 

Senior Citizens 

Importance of the Demographic 

Our population is aging. There were 35 million older Americans alive in 2000 

(Fowles & Greenberg, 2001, p. 1). Representing 12.4% of the U.S. population, older 

Americans 

• Control more than $7 trillion in wealth–70% of the total. 

• Own 77 percent of all financial assets. 

• Comprise 66 percent of all stockholders. 

• Own 40 percent of all mutual funds ($1 trillion). 

• Own almost 60 percent of all annuities. 

• Represent 50 percent of IRA and Keogh holders. 

• Own 46 percent of home equity loans. 

• Transact more than 5 million auto loans each year. 

• Purchase 42 percent of all homeowner’s insurance (50 million policy 

holders). 

• Own 38 percent of all life insurance–a $90 billion industry.  

• Purchase more than 90 percent of long-term care insurance, representing 

$800 million in annual premiums– a figure that’s growing at 23 percent 

per year. 
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• Comprise 35 percent of the auto insurance market (50 million consumers). 

• Represent 40 million credit card users, owning almost half of the credit 

cards in the U.S. 

• Purchase 41 percent of all new cars (they’re much less likely than their 

younger counterparts to buy used cars) and 48 percent of all luxury cars, 

totaling more than $60 billion. 

• Represent more than $610 billion per year in direct healthcare spending. 

• Account for 51 percent of all over-the-counter drug purchases. 

• Consume 74 percent of all prescription drugs, a $103 billion market. 

• Represent 65 percent of all hospital bed days, 42 percent of all physician’s 

office visits, 1.5 million residents in nursing homes, and 1.5 million 

residents in continuing-care retirement and assisted-living residences 

(Dychtwald, 1999, p. 20-21). 

Senior citizens have been the target of marketing for almost their entire life spans 

(Lefton, 1996). While they are the most brand-loyal, seniors are still exploitable since 

they are making so many new purchase decisions (Lefton, 1996p. 38). However, for a 

group with so much financial power, the marketing has only begun. Many Web sites, 

justifiably, aim directly at the senior pocketbook. 

Guidelines for Marketing 

Steer away from the label “senior.” According to John Meadows, VP and director 

of marketing, Westerner Club at Bank of America, Arizona, 
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The purpose of steering away from the senior label is twofold. We don’t want to 

alienate the senior market by singling them out for their age. At the same time, the 

institution does not want to exclude younger customers in the event that they have 

$20,000 on deposit and want to join (Boulard, 1999). 

The families of senior citizens often treat them as if they were old. However, they 

do not feel old. Marilyn Mays, vice president and director of the Prestige Club, a Bank 

Club for seniors, designed the club to have a mix of “substantive financial forums as well 

as events that are designed simply for fun” (Spooner, 1991, p. 32). Susan Kurz, president 

of Dr. Hauschka Skin Care in Hartfield, Massachusetts, a cosmetics firm specializing in a 

holistic approach to skin care, remarked that, for the baby boom and older crowd, “if you 

deal with them honestly and with respect, you’ll get the response you want” (Boulard, 

1999, p. 40). 

Because senior citizens typically have an image of themselves that is 15 years 

younger than their chronological age, photographs in articles and ads should be of people 

who are slightly younger than the actual target (Boulard, 1999; Spooner, 1991). “When 

you market to this audience, you are always going to try to depict someone 10 to 15 years 

younger, because their mental age is that much younger, even up into their 70s” (Lefton, 

1996, p. 39). Advertisers trying to market to 50 to 70 year olds should feature 

information about their product. “People in that age group are much more interested in 

the benefits of your product that can be supported by real data” (Boulard, 1999, p. 41). 

Advertisers should adjust their marketing strategies to each age cohort as it 

reaches sixty-five. “Common experiences of a generation create a specific sensibility that 
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touches all its members in some way” (Smith, 1997, p. 87). “In the past, groups could be 

identified by social class, race, religion, or political affiliation; today, individuals have an 

enormous connection to the era in which they grew up and the generation with whom 

they have shared so many experiences springing from pop culture, world events, politics, 

and technology” (Dychtwald, 1999, p. 205). Smith and Clurman (1997), in their book 

about generational marketing opportunities, try to characterize the generations that 

comprise the senior population. Table 1 summarizes their characterizations. 

Table 1 

Characterizing the Generations 

 Matures Boomers 

Defining idea... Duty Individuality 

Celebrating... Victory Youth 

Success because... Fought hard and won Were born, therefore 

should be a winner 

Style... Team Player Self-absorbed 

Rewards because... You’ve earned it You deserve it 

Work is... An inevitable obligation An exciting adventure 

Leisure is... Reward for hard work The point of life 

Education is... A dream A birthright 

Future... Rainy day to work for “Now” is more important 

Managing money... Save Spend 
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 Matures Boomers 

“Program” means... Social program Cult deprogrammers 

Go watch... The Best Years of Our 

Lives 

The Big Chill 

The “in” crowd... Rat Pack “Leader of the Pack” 

Note. From Rocking the Ages: The Yankelovich Report on Generational Marketing by J. 

W. Smith and A. Clurman, 1997, p. 9. Copyright 1997 by HarperCollins. Adapted with 

permission. 

Therefore, while aging boomers and matures can both be termed “senior citizens,” this 

over 50 group is by no means homogenous and should not necessarily be marketed to in 

the same way. 

Robert Cialdini 

Cialdini, in his study of practitioners in compliance settings, attempted to answer 

the question, “Just what are the factors that affect the likelihood that one person will say 

yes to another’s request?” (Cialdini, 1980, p. 32). He observed real-world compliance 

situations to find the tactics and procedures that practitioners (merchandisers, fund 

raisers, con artists, negotiators, advertisers, and so on) thought were effective compliance 

inducers. Because their economic livelihoods are at stake, “compliance professionals who 

use powerful compliance procedures will survive, flourish, and consequently pass these 

procedures on . . . to succeeding generations” (Cialdini, 1987, p. 166). Cialdini looked for 

and found “six principles on which compliance professionals appeared to base most of 

their psychological influence attempts” (Cialdini, 1994, p. 259). In addition to enlarging 
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on these principles, the following discussion illustrates ways in which compliance 

professionals might use each principle. 

“The drive to be (and look) consistent constitutes a highly potent weapon of 

social influence” (Cialdini, 1993, p. 52). People associate a high degree of consistency 

with personal and intellectual strength and value it in most instances. Inconsistency, on 

the other hand, often indicates such undesirable characteristics as indecisiveness, 

confusion, weakness of will, or even mental illness. This is the core of the 

Commitment/Consistency Principle. “By being consistent with earlier decisions, one 

reduces the need to process all the relevant information in future situations; instead, one 

merely needs to recall the earlier decision and to respond consistently with it” (Cialdini, 

1993, p. 91). When people take a stand on an issue, they tend to act in ways that fit what 

they have already done or said. The low-ball technique used in automobile sales is an 

example of the Commitment/Consistency Principle. In order to induce the customer to 

agree initially to the purchase, the salesperson quotes the customer a price substantially 

below that of the competition. Once the customer makes the decision for a specific car 

and even begins completing the appropriate forms, the salesperson deftly removes the 

price advantage. This removes the reason the customer made a favorable purchase 

decision and makes the performance of the desired behavior more costly. Further, the 

increased cost is such that the final price is equivalent to, and often somewhat above, that 

of the dealer’s competitors. Cialdini, observing this technique, found that “more 

customers remained with their decision to purchase the automobile, even at the adjusted 

figure, than would have bought it had the final price been disclosed before a purchase 
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decision had been obtained” (Cialdini, 1980, p. 33). While this sales method may seem 

underhanded, the customers are actually victims of their own attempts to remain 

consistent (Cialdini, 1987, p. 12). They are, in fact, free to withdraw from the transaction 

at any time. 

People generally feel obligated to repay, in kind, what they receive. Therefore, 

when they have done someone a favor, that person will naturally want to comply with a 

request from them simply because of a desire to repay the earlier favor. (Cialdini, 1996, 

p. 54) This is the Reciprocity Principle. Examples of this principle abound, from the free, 

unsolicited address labels sent by the American Disabled Veterans to the free offers, free 

catalogs, free shipping, and “Buy One/Get One Free” offers that inundate consumers 

every day. 

According to the Social Validation Principle, the tendency to see an action as 

more appropriate when others are doing it normally works. As a rule, we will make fewer 

mistakes by acting in accord with social evidence than contrary to it. Usually when many 

people are doing something, it is the right thing to do. Advertisers use this principle in 

showing crowds of people waiting for the big sale, telling us that people like us use 

certain products or buy certain insurance policies, and illustrating how a cancer sufferer 

is a mother, a patient, a wife. If people like us are doing something, perhaps we should 

be, too. 

People first experienced the Authority Principle when, as children, they found 

that taking the advice of our teachers and parents proved beneficial, partly because of 

their greater wisdom and partly because they controlled our rewards and punishments. 
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Although the authority figures change as people mature, the benefits of taking 

employers’, judges’, and police officers’ advice remains. Compliance professionals take 

advantage of our tendency to obey authority by showing us people dressed in the 

trappings of authority recommending everything from headache medicine to instant 

coffee. People tend to listen to an expert’s advice if they believe the person is 

knowledgeable and trustworthy (Cialdini & Rhoads, 2001). However, proving honesty is 

not easy. To demonstrate their trustworthiness, advertisers will occasionally say negative 

things about their products before mentioning the positive attributes. By first informing 

people of the drawbacks, advertisers make people much more likely to believe all the 

favorable things they say afterward. For example, one of the most effective advertising 

campaigns in American history was the Avis car rental commercial that went as follows: 

“We’re No. 2, but we try harder.” In a similar fashion, Snapple ran a commercial stating 

it was No. 3–which meant it was free to offer customers what they really wanted 

(Cialdini, 1996, p. 56). 

The Scarcity Principle is all about freedom. According to Cialdini, people love 

freedom, and when that freedom is threatened or limited, people experience what is 

called psychological reactance. For example, a person in a store may decide she likes a 

certain dress. If a salesperson explains to the customer that there is only one more dress 

like that in her size (i.e., the dress is scarce), the woman, who might have thought that she 

was free to buy the dress at any time, may now react psychologically by wanting the 

dress more than she did in the first place. Persuaders also attempt to use psychological 

reactance in their favor by making time scarce. For instance, by telling us that we must 
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“act now” or that this is a “limited time offer,” advertisers are relying on the principle of 

scarcity. By limiting our time, they hope to make us more likely to purchase their product 

or service.  

People prefer to comply with requests of people they know and like. So, in the 

context of friendship, people tend to say “yes” more often. This is at the heart of the 

Friendship/Liking Principle. Consider Tupperware parties, for instance. Research shows 

that when it comes to deciding how much to buy, party-goers’ feelings about the host are 

three times more powerful than their feelings about the products. It will be interesting to 

see if Tupperware’s new Web site--http://order.tupperware.com/pls/htprod_www/home 

—will generate the revenue of the Tupperware party without the benefit of the 

Friendship/Liking Principle. It is partially upon Cialdini’s principles that this research 

was based. Table 2 summarizes Cialdini’s six compliance-gaining principles and the 

heuristics that define them. 
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Table 2 

Cialdini’s Compliance Principles 

Principle Heuristic 

The Commitment/Consistency Principle After committing oneself to a position, 

one should be more willing to comply 

with requests for behaviors that are 

consistent with that position. (p. 170) 

The Reciprocity Principle One should be more willing to comply 

with a request to the extent that the 

compliance constitutes a reciprocation of 

behavior. (p. 172) 

The Social Validation Principle 

(Consensus) 

One should be more willing to comply 

with a request for behavior to the degree 

that similar others are or have been 

performing it. (p. 174) 

The Authority Principle (Credibility) One should be more willing to follow the 

suggestions of an individual who is a 

legitimate authority. (p. 175) 



22 

Principle Heuristic 

The Scarcity Principle One should want to try to secure those 

opportunities that are scarce. (p. 177) 

The Friendship/Liking Principle One should be more willing to comply 

with the requests of friends or other liked 

individuals. (p. 178) 

Note. From “Compliance Principles of Compliance Professionals: Psychologists of 

Necessity” by R. B. Cialdini, 1987, Social Influence: The Ontario symposium, 5, p. 170-

178. Copyright 1987 by Erlbaum. Adapted with permission. 

Compliance-Gaining 

Persuasion, an umbrella term, is concerned with changing beliefs, attitudes, 

intentions, motivations, and behaviors. The term compliance is more restrictive, typically 

referring only to changes in a person’s overt behavior. Compliance-gaining is persuasion 

aimed at getting others to do something and act in a particular way. It is important to note 

that compliance-gaining differs from more traditional notions of persuasion in a number 

of important ways. First, for the most part, studies of compliance-gaining have 

concentrated on influence in interpersonal, face-to-face contexts rather than in one-to-

many contexts. Moreover, the emphasis in interpersonal research has primarily been on 

“senders” rather than “receivers.” That is, while traditional persuasion research has 

concerned itself with identifying which strategies are most effective, studies of 

compliance-gaining have attempted to identify those strategies that are most likely to be 
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used by a persuader. In other words, compliance-gaining research focuses on what people 

do when they want to get something. 

But what types of strategies are available to people seeking compliance? What 

specific kinds of strategies are people most likely to use? Do the strategies that people 

use vary across situations? Do different types of people use different types of strategies? 

What methods are used to study strategy selection? 

Compliance-gaining research, concerned mainly with interpersonal 

communication, is concerned with taxonomies of compliance-gaining attempts, the 

reasons people use certain types of compliance-gaining strategies, or the messages that 

they use. A great deal of this research looks at the settings in which people use 

compliance-gaining, and the personal factors and individual differences that lead people 

to use certain compliance-gaining measures. 

Compliance-gaining Taxonomies 

The study of compliance-gaining, described as “communicative behavior in 

which an agent engages so as to elicit from a target some agent-selected behavior” 

(Wheeless, Barraclough, & Stewart, 1982, p. 111), captured the attention of scholars 

nearly half a century ago. Researchers repeatedly attempt taxonomies of compliance-

gaining strategies that would cover all situations. (c.f. Cialdini, 1987; Clark, 1979; Falbo, 

1977; Falbo & Peplau, 1980; Kipnis, 1984; Kipnis & Schmidt, 1988; Kipnis, Schmidt, & 

Wilkinson, 1980; Marwell & Schmitt, 1967; Miller, Boster, Roloff, & Seibold, 1977; 

Riccillo & Trenholm, 1983; Rule & Bisanz, 1987; Rule, Bisanz, & Kohn, 1985; Schank 

& Abelson, 1977; Schenck-Hamlin, Wiseman, & Georgacarakos, 1982; Wheeless et al., 
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1982; Wiseman & Schenck-Hamlin, 1981). Examinations of several of these taxonomies 

follow. 

Marwell and Schmitt (1967) believed that throughout life “people spend a good 

deal of time trying to get others to act in ways they desire” (p. 350). In an attempt at a 

compliance-gaining taxonomy, the authors sought to reduce the multitude of possible 

compliance-gaining behaviors into meaningful strategies. They arrived at sixteen 

compliance-gaining techniques by gathering what they called “applicable dimensions” 

from the works of others, specifically Parsons, French and Raven, Etzioni, Kelman, 

Skinner, Thibaut and Kelley, and Weinstein and Deutchberger. Table 3 lists these 

techniques with examples. 

Table 3 

Marwell and Schmitt’s (1967) Compliance-Gaining Tactics with Examples of How 

You Might Get Your Teenager to Study. 

Tactic Example 

Promise If you comply I will reward you. For 

example, you offer to increase Dick’s 

allowance if he studies more. 

Threat If you do not comply I will punish you. For 

example, you threaten to forbid Dick to use 

the car if he doesn’t start studying more. 
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Tactic Example 

Expertise (positive) If you comply you will be rewarded 

because of “the nature of things.” For 

example, you tell Dick that if he gets good 

grades he will be able to get into college 

and get a good job. 

Expertise (negative) If you do not comply you will be punished 

because of “the nature of things.” For 

example, you tell Dick that if he does not 

get good grades he will not be able to get 

into a good college or get a good job. 

Liking Act friendly and helpful to get the person 

in a “good frame of mind” so that he or she 

will comply with the request. For example, 

you try to be as friendly and pleasant as 

possible to put Dick in a good mood before 

asking him to study. 

Pregiving Reward the person before requesting his or 

her compliance. For example, you raise 

Dick’s allowance and tell him you now 

expect him to study. 
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Tactic Example 

Aversive Stimulation Continuously punish the person, making 

cessation contingent on his or her 

compliance. For example, you forbid Dick 

the use of the car and tell him he will not 

be able to drive until he studies more. 

Debt You owe me compliance because of past 

favors. For example, you point out that you 

have sacrificed and saved for Dick’s 

education and that he owes it to you to get 

good enough grades to get into a good 

college. 

Moral Appeal You are immoral if you do not comply. For 

example, you tell Dick that it is morally 

wrong for anyone to not get as good grades 

as possible and that he should study more. 

Self-Feeling (Positive) You will feel better about yourself if you 

comply. For example, you tell Dick that he 

will feel proud if he gets himself to study 

more. 
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Tactic Example 

Self-Feeling (Negative) You will feel worse about yourself if you 

do not comply. For example, you tell Dick 

that he will feel ashamed of himself if he 

gets bad grades. 

Altercasting (Positive) A person with “good” qualities would 

comply. For example, you tell Dick that 

because he is a mature and intelligent 

person he naturally will want to study more 

and get good grades. 

Altercasting (Negative) Only a person with “bad” qualities would 

not comply. For example, you tell Dick that 

he should study because only someone 

very childish does not study. 

Altruism I need your compliance very badly, so do it 

for me. For example, you tell Dick that you 

really want very badly for him to get into a 

good college and that you wish he would 

study more as a personal favor to you. 
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Tactic Example 

Esteem (Positive) People you value will think better of you if 

you comply. For example, you tell Dick 

that the whole family will be very proud of 

him if he gets good grades. 

Esteem (Negative) People you value will think worse of you if 

you do not comply. For example, you tell 

Dick that the whole family will be very 

disappointed in him if he gets poor grades. 

Note. From “Dimensions of Compliance-Gaining Behavior: An Empirical Analysis.” by 

G. Marwell and D. R. Schmitt, 1967, Sociometry, 30, p. 357. Copyright 1967 by 

publisher. Adapted with permission. 

Marwell and Schmitt are cited in all compliance-gaining literature for providing “a 

starting point with which to compare future results and an empirically-grounded 

taxonomy which may prove useful for a variety of purposes” (Marwell & Schmitt, 1967, 

p. 364). Scholars and researchers continue to elaborate on and further develop this initial 

classification. 

In 1977, Miller, Boster, Roloff, and Seibold (1977), in their study of interpersonal 

factors related to compliance-gaining, attempted to develop a “smaller, more abstract 

typology of compliance-gaining strategies that could be employed by persuasion 

researchers and which could replace the rather cumbersome set of sixteen strategies 
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developed by Marwell and Schmitt” (p. 48). The authors looked at four types of 

situations: noninterpersonal situations with short-term consequences; noninterpersonal 

situations with long-term consequences; interpersonal situations with short-term 

consequences; and interpersonal situations with long-term consequences. They found that 

in noninterpersonal situations more strategies had a high likelihood of use, perhaps 

because of the uncertainty as to what type of strategy to employ. Although the authors 

were unable to develop a new taxonomy, they did underscore, perhaps for the first time, 

the importance of the type of situation on the choice of compliance-gaining strategies 

used. 

In her study of predisposition toward the use of Machiavellian power strategies, 

susceptibility to social influence, and other-perception, Falbo (1977) also attempted to 

develop a taxonomy. She found that 91% of the total strategies generated by asking 

subjects to write essays on “How I get my way” could be classified under 16 strategies 

(see Appendix A for a summary of this taxonomy). Going beyond the taxonomy, Falbo 

subjected these strategies to a multidimensional scaling analysis, and obtained a simple 

two-dimensional solution, labeling the poles “direct-indirect” and “rational-emotional.” 

“A direct-rational strategy employed references to one’s superior knowledge or skill, 

whereas an indirect-emotional strategy employed attempts to alter feelings of the target” 

(Bradac, Schneider, Hemphill, & Tardy, 1980, p. 72). Falbo found that reported use of 

rational strategies was associated with positive peer ratings and reported use of indirect 

and emotional strategies was associated with Machiavellianism. 
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Falbo and Peplau (1980), in their study of power strategies in intimate 

relationships, conducted a study intended “to generate (a) a model of power strategies 

used in intimate relationships and (b) information regarding the associations between 

gender, sexual orientation, egalitarianism, and power strategy use” (p. 618). Similar to 

the previous study, subjects wrote open-ended essays on “How I get (got) (___) to do 

what I want (wanted).” From this study, the authors (Falbo & Peplau, 1980) developed a 

taxonomy of 13 power strategies very similar to those in the first Falbo study (see 

Appendix B for this taxonomy). The two lists of strategies differ because the subjects in 

the present study reflected on a specific intimate partner, where in the previous study 

they wrote about the more general “How I get my way.” 

Schenck-Hamlin, Wiseman, and Georgacarakos (1982), in their study of the 

properties that unify and distinguish compliance-gaining strategies, developed a new 

taxonomy to overcome the problem of Marwell and Schmitt’s deriving their strategies 

from previous theory  (see Appendix C for a summary of these strategies). The 

researchers presented people with persuasive situations and asked them to generate lists 

of strategies they would use in the situations. The result was a different taxonomy, which 

distinguished 14 compliance-gaining strategies, many of which differed from Marwell 

and Schmitt’s original typology. 

Wiseman and Schenck-Hamlin (1981) revisited the Schenck-Hamlin, Wiseman, 

and Georgacarakos taxonomy, published later than the current study, but conducted 

earlier. In their study of situational effects on subjects’ representations of compliance-

gaining strategies, they found four properties that could “logically distinguish the 
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fourteen types of compliance-gaining strategies they found in subjects’ message 

constructions” (p. 268). These four properties, themselves an attempt at a taxonomy, are 

(a) explicitness of persuader’s intent, (b) manipulation of rewards, (c) locus of control, 

and (d) explicitness of rationale. 

Coming at the compliance-gaining taxonomy debate from a different perspective 

are Wheeless, Barraclough, and Stewart (1982). They looked at compliance-gaining 

through the lens of power, without which, they maintained, compliance does not happen. 

“Interpersonal power,” they stated, “may be regarded as the perceived bases of control 

that a person has over another person’s behavior that would not have otherwise occurred” 

(p. 120). Implementation of this interpersonal power, they asserted, may be considered 

compliance-gaining. Looking through the literature on power, they found French and 

Raven’s (1960) set of power types to be useful. Their types included (a) reward power, 

(b) coercive power, (c) legitimate power, (d) referent power, and (e) expert power. 

Wheeless, Barraclough, and Stewart went on to discuss Etzioni (1961), Kelman (1961, 

1974), Parsons (1963), and Kelley and Thibaut (1978) as others who described general 

kinds of power used to elicit compliance. While each of these descriptions had its merits, 

“the forced interfacing of the different schemata simply does not work well: They really 

are not quite talking about the same thing” (Wheeless et al., 1982, p. 124). The authors 

felt that “What is needed, then, is not to choose from among them or to crunch them 

together, but to find some higher-order system that subsumes all of the power types 

previously discussed” (Wheeless et al., 1982, p. 124). In looking at the above-mentioned 

discussions of power with a broader view, Wheeless, Barraclough, and Stewart (1982) 
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found three broad classes represented. Table 4 summarizes these classes of power and 

presents examples of each. 

Table 4 

Wheeless, Barraclough, and Stewart’s Bases of Power 

Class of Power Examples 

Expectancies or Consequences Rewards, Punishments 

Interpersonal Relationships or 

Identification 

Following Examples, Winning 

Acceptance, Expertise 

Values or Obligations Summoning Duty, Moral Nature of 

Behavior 

Note. From “Compliance-Gaining and Power in Persuasion” by L. R. Wheeless, R. 

Barraclough and R. Stewart, 1982, Communication Yearbook #7, p. 125. Copyright 1982 

by publisher. Adapted with permission. 

In stepping back a level and looking at the literature of power, because “the gaining of 

compliance does not happen in the absence of power,” (p. 121) Wheeless, Barraclough, 

and Stewart fit French and Raven, Etzioni, and the others into this “preliminary 

taxonomy” (p. 128) illustrating that the structure provided by using the bases of power 

schema could be useful as a basis for “reconceptualizing compliance-gaining 

mechanisms” (p. 128). 

Rule and Bisanz (1987), in their study of the nature and organization of 

knowledge about those tactics which people believe to be the most effective for 



33 

achieving persuasion goals, found several things: that the nature of the goals themselves 

was similar across targets; that there is a standard set of methods associated with those 

goals (see Appendix D) that appear to be ordered; and that social desirability of methods 

as well as potency may influence the order. Moreover, they found that both men and 

women reported virtually identical ordering along these dimensions. 

Levine and Wheeless (1990), in their study of situational consistency and use and 

nonuse patterns of compliance-gaining tactics, derived a list of 53 tactics from previous 

research (see Appendix E). Armed with this list, they asked subjects to imagine situations 

in which they tried to gain the compliance of another: some to think of high intimacy 

targets (e.g., lover, mother/father, best friend), and some to think of low intimacy targets 

(e.g., neighbor, disliked person, worst enemy). Researchers then asked participants to 

write a brief account of the situation they referenced and to rate the list of 53 tactics as to 

whether or not they used them. Subjects repeated the above process, referencing a target 

with a counterbalanced level of intimacy. Levine and Wheeless found that people 

reported using different tactics in different situations, but that individuals’ selections in 

one situation are positively related to their selections in other situations. Furthermore, the 

tendency is for individuals to use positive tactics consistently while they use negative 

tactics inconsistently across situations. However, some individuals reported using even 

the most negative tactics in at least one situation (Levine & Wheeless, 1990, pp. 8–10). 

Since Marwell and Schmitt (1967) began this quest, researchers have attempted to 

design compliance-gaining taxonomies, but there is not yet a consensus as to the best or 
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most useful. An examination of the contexts and variables used in compliance-gaining 

studies illustrates some of the ways researchers have used the different taxonomies. 

Communication Contexts 

A communication context is a “type of situation in which communication occurs” 

(Infante, Rancer, & Womack, 1993, p. 12). The characteristics will be different in each 

context. A summary of the contexts appears in Table 5 

Table 5 

Communication Contexts 

Communication Context Definition 

Interpersonal Communication between two people 

Small Group Communication involving several people 

Organizational Communication within and between 

organizations 

Public A speaker addressing a large audience 
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Communication Context Definition 

Mass Communication which is mediated by 

electronic or print media 

Intercultural Communication between people of 

different cultures 

Note. From Building Communication Theory by D. A. Infante, A. S. Rancer and D. F. 

Womack, 1993, p. 13. Copyright 1993 by Waveland. Adapted with permission. 

Various communication contexts appear throughout the compliance-gaining 

literature, with the interpersonal context being the most investigated (c.f. Clark, 1979; 

Falbo, 1977; Falbo & Peplau, 1980; Marwell & Schmitt, 1967; Rule & Bisanz, 1987; 

Rule et al., 1985; Schank & Abelson, 1977; Schenck-Hamlin et al., 1982; Wiseman & 

Schenck-Hamlin, 1981). 

Situational Variables 

Many compliance-gaining studies over the years have looked at compliance-

gaining’s link to various situational and individual variables. Researchers have examined 

such variables as Dominance (Cody & McLaughlin, 1980), Guilt (Boster et al., 1999), 

Intimacy (Boster et al., 1995; Cody & McLaughlin, 1980; Cody, McLaughlin, & 

Schneider, 1981; Falbo & Peplau, 1980; Fitzpatrick & Winke, 1979; Honeycutt, Cantrill, 

Kelly, & Lambkin, 1998; Jordan & Roloff, 1990; Levine & Wheeless, 1990, 1997; 

Michener & Schwertfeger, 1972; Miller et al., 1977; M. J. O'Hair, Cody, & O'Hair, 1991; 

Sillars, 1980), Liking (Michener & Schwertfeger, 1972), Long-term versus short-term 
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consequences (Cody & McLaughlin, 1980; Lustig & King, 1980; Miller et al., 1977), 

Motivational Needs (Lamude & Lichtenstein, 1985), Personal Benefits (Cody & 

McLaughlin, 1980), Relational Consequences (Clark, 1979; Cody et al., 1981), 

Resistance (Cody & McLaughlin, 1980), Rights (Cody & McLaughlin, 1980; Lamude & 

Lichtenstein, 1985), and Trust (Riccillo & Trenholm, 1983). 

Findings on the effects of intimacy on strategy selection have been inconsistent. 

Miller, et al. (1977), in their study reported above, found that intimacy was related to 

strategy use with noninterpersonal situations containing more strategies that have a high 

likelihood of use. They reasoned that in “noninterpersonal situations persons are 

somewhat more uncertain as to what type of strategy to employ and, hence, tend to rate 

more strategies as highly likely to be used” (p. 49). Sillars (1980), in his study of the uses 

of compliance-gaining message strategies in interpersonal and noninterpersonal 

relationships, found, contrary to the Miller et al. (1977) findings, that the perceived 

likelihood of using a strategy was greater for most strategies in the interpersonal situation 

than in the noninterpersonal situation. The discrepancies in these results may be due to 

differences in the examples used by the two studies. Cody, McLaughlin, and Schneider 

(1981), in their study of intimate versus nonintimate and short-term versus long-term 

situations, found that “intimacy and consequences are predictive of strategy preferences” 

(Wheeless et al., 1982, p. 138). Levine and Wheeless (1990) also found manipulating 

intimacy level produced significant differences in tactic selection. Boster, Rodríguez, 

Cruz, and Marshall (1995), in their study of the effects of different types of compliance-

gaining messages on friends and strangers, found intimacy associated with compliance in 
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that “friends comply more with requests than strangers and that their compliance is 

constant across message types” (p. 475). Honeycutt, Cantrill, and Kelly (1998), in their 

study of the development of intimacy, found ingratiation, direct request, and explanation 

to be the most popular strategies used to escalate intimacy. Jordan and Roloff (1990), in 

their study of the effectiveness of indirect requests in attaining assistance from intimate 

and nonintimate others, found high intimacy combined with the most direct request form 

increased verbal compliance. O’Hair, Cody, and O’Hair (1991), in their study of 

compliance-resisting, found that positive identity management strategies were selected 

more frequently in intimate than in nonintimate situations. 

Cody and McLaughlin (1980), in their study of situational dimensions of 

compliance-gaining, attempted to develop a taxonomy of situational criteria for use in 

communication research. Their resultant list of situational variables included Intimacy, 

Personal Benefits, Resistance, Dominance, Consequences, and Rights. Personal Benefits 

seemed relevant in light of Clark’s (1979) demonstration that the “degree of self-interest 

of the persuader and the persuader’s desire to maintain a liking relationship with the 

target influence certain characteristics of messages created by the persuader” (Cody & 

McLaughlin, 1980, p. 147). 

Cody, McLaughlin, and Schneider (1981), in their study of the impact of 

situational variables on compliance-gaining strategy selection found relational 

consequences to be a significant determinant of strategy selection. Clark (1979), in her 

study of the effects of self-interest and desire for liking on the selection of message 

strategies, found degree of self-interest to be a dominating factor in the fundamental 
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choice of compliance-gaining strategies. The degree of self-interest governed how much 

pressure to exert in a given circumstance. The forms pressure took reflected the desire for 

liking. Strategies to preserve the self-esteem of the target overlaid this pressure. 

Individual Differences 

In looking at how individual differences are linked to compliance-gaining, 

researchers have observed such individual differences as Age (Cowan, Drinkard, & 

MacGavin, 1984), Argumentativeness (Boster, Levine, & Kazoleas, 1993), Birth Order, 

Communication Apprehension (Lustig & King, 1980), Culture, Desire for Liking (Clark, 

1979), Dogmatism (Neuliep, 1986; Roloff & Barnicott, 1979), Locus of Control, 

Machiavellianism (D. O'Hair & Cody, 1987; Roloff, 1976; Thoman, 1995), Negativism, 

Politeness, Self Interest (Clark, 1979), Sex Differences (Bradac et al., 1980; Cowan et al., 

1984; Dallinger & Hample, 1994; DeTurck, 1985; Fitzpatrick & Winke, 1979; Harper & 

Hirokawa, 1988; Hirokawa, Kodama, & Harper, 1990; Hirokawa, Mickey, & Miura, 

1991; Hunter & Boster, 1987; O'Keefe, 1988; Ragins & Sundstrom, 1990; Schlueter, 

Barge, & Blankenship, 1990), and Verbal Aggressiveness (Boster et al., 1993) and how 

these effect compliance choices. 

Roloff and Barnicott (1979), in their study of the influence of dogmatism on a 

person’s decision to employ compliance-gaining strategies, found that high dogmatics 

were more active in their compliance-gaining activities than low dogmatics. Neuliep 

(1986), in his study comparing self-report preferences with actual use of persuasive 

messages by high and low dogmatics, found that dogmatic individuals self-report a 

preference for pro-social persuasive messages but may actually use anti-social messages. 
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Perhaps, the authors state, “self-report methods may not be the most valid methods in this 

research” (p. 221). 

Machiavellianism refers to “an orientation in which people believe that 

manipulating others is a basic strategy of social influence” (Infante et al., 1993). Falbo 

(1977), in her study of Machiavellianism, social desirability, and conformity, found that 

people who reported the use of deceit as a compliance tactic scored higher on the 

Machiavellian scale than people who reported using expertise (p. 544). Roloff and 

Barnicott (1978), in their study of the influence of Machiavellianism on a person’s choice 

of compliance-gaining strategies, found that high Machiavellians were significantly more 

active than low Machiavellians in compliance-gaining situations. High Machiavellianism 

was more closely associated with the use of psychological force strategies than with 

either punishing activity or prosocial strategies. The use of real or implied physical 

aggression was not associated with high Machiavellianism. High Machiavellians were 

more likely to utilize prosocial strategies and psychological force strategies in 

noninterpersonal relationships than low Machiavellians. High Machiavellians are also 

more likely to apply prosocial strategies in noninterpersonal relationships than in 

interpersonal relationships. Low Machiavellians showed a tendency to select both 

prosocial strategies and psychological force strategies similarly in both interpersonal and 

noninterpersonal relationships. Low Machiavellians selected punishing activity more 

often in noninterpersonal relationships than in interpersonal relationships. O’Hair and 

Cody (1987), in their study of Machiavellian belief constructs, found that, rather than a 
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unidimensional construct of Machiavellianism, four different constructs–deceit, flattery, 

immorality and cynicism–predicted selection of compliance-gaining strategies. 

Communication Apprehension refers to the “high levels of anxiety over how they 

might be evaluated in a given situation or how they might behave” (Canary & Cody, 

1994) suffered by many individuals. Lustig and King (1980), in their study of 

communication apprehension and its effect on strategy choices, found that situation had 

an impact on strategy use but failed to demonstrate an interaction between 

communication apprehension and situation on strategy use. They reported an absence of 

significant difference in likelihood of strategy use between high and low communication 

apprehensives. Regardless of the level of communication apprehension, communicators 

adapted their strategies to situational requirements. 

Coming from social learning theory, locus of control refers to whether a person’s 

motivation is internal or external. Externals are those who believe that rewards for their 

behavior are out of their control, that they are “merely at the mercy of outside forces” 

(Wheeless et al., 1982, p. 133). Those who believe those rewards to be contingent on 

their behavior are Internals, who are “at least partially in command of their lives and 

circumstances” (p. 133). Wiseman and Schenck-Hamlin (1981), in their study of 

situational effects on subjects’ representations of compliance-gaining situations, found 

locus of control of rewards and punishments to be one of “four properties that could 

logically distinguish the fourteen types of compliance-gaining strategies they found in 

subjects’ message constructions” (p. 268). Kipnis (1984), in his study of the effect of 
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locus of control on employee evaluations, observed that “evaluations become less 

favorable when the target person is seen as externally controlled” (p. 200). 

Elaboration Likelihood Model (ELM) 

The Elaboration Likelihood Model (ELM) developed by Petty and Cacioppo 

(1986), postulates two basic routes to persuasion that operate in tandem. The first of these 

they call the central route. The central route, also known as “central processing,” 

involves “issue-relevant thinking.” Receivers who process a persuasive message via the 

central route engage in “cognitive elaboration,” which involves actively thinking about 

issues, reflecting upon information, and scrutinizing the content of messages. The second 

route to persuasion is known as the peripheral route. The peripheral route, also known as 

“peripheral processing,” involves focusing on cues that are not directly related to the 

substance of the message. Receivers who process a persuasive message via the peripheral 

route are less inclined to scrutinize the message itself and more likely to focus on positive 

or negative cues such as source credibility, imagery, or social cues. 

The ELM acknowledges that in most persuasive situations, persons employ 

parallel processing; that is, they pay attention to both the message content and the source 

of the message. However, the ELM suggests that people tend to favor one route over the 

other. The model describes two factors that affect choices of the central route over the 

peripheral route: motivation and ability to process information. When receivers have a 

stake in the outcome, their motivation to pay attention to a message is higher. Thus they 

tend to favor the central route. When receivers have little at stake, their motivation to pay 

attention to a message is lower. They, therefore, tend to favor the peripheral route. 
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The second factor that determines whether a person will rely on central or 

peripheral processing is his or her ability to process information. Some people are more 

adept at grasping ideas, understanding concepts, and thinking matters through. Some 

people also have more knowledge or expertise on certain topics or issues than others do. 

In addition to cognitive ability and knowledge, situational factors also can affect a 

person’s ability to engage in central processing. Distractions, for example, such as 

background noise or poor lighting, can inhibit an individual’s ability to concentrate on a 

message. In sum, then, receivers are more likely to process a persuasive message via the 

central route if they are motivated and able to do so. If they lack the motivation, 

personality, or ability to engage in central processing, they will tend to rely instead on 

peripheral processing. The current study used the ELM as justification for choosing 

health-related issues as a vehicle for studying how different compliance-gaining 

messages interact with the individual differences factor of age to induce behavior. 

The analysis of the types of compliance-gaining strategies used in banner ads 

aimed at senior citizens began with a pilot study. The pilot study was designed to assess 

the viability of a larger study of the messages in health-related banner ads aimed at senior 

citizens. 

Pilot Study 

In the pilot study, banner ads were downloaded, classified according to a 

compliance-gaining scheme, and again according to what product each was advertising. 

The ads were downloaded from a list of Web sites aimed at senior citizens. The list was 

compiled from several sources: Sherman’s (1999) book, newspaper and magazine 
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articles, television, and colleagues (see Appendix F for a list of these sites). Every banner 

ad on every site was downloaded, divided into frames and pasted into a Microsoft Word 

Document from which they were printed on a color printer. Numbering each ad 

completed the preparation of the banner ads. 

The next step involved classifying the downloaded banner ads. From several 

possible taxonomies, the Wheeless, Barraclough, and Stewart (1982) Bases of Power and 

Cialdini’s (1987) categories seemed appropriate to the study. The Wheeless, 

Barraclough, and Stewart system provided a parsimonious umbrella for classifying all 

compliance-gaining tactics under its three categories. Moreover, this taxonomy arose 

from the theoretical basis provided by the power literature and classification of bases of 

power from which it was derived. Finally, this taxonomy differs from others in that it 

does not classify compliance-gaining tactics based upon perceived face-similarities. 

Rather, tactics are placed into the system based on the process upon which they operate 

in seeking compliance. The underlying mechanisms for seeking compliance, therefore, 

are inherent in the three classifications. 

In the first category, Expectancies or Consequences, are those tactics that 

explicitly or implicitly preview the expectations and consequences of compliance or non-

compliance. The second, Interpersonal Relationships or Identification, invokes the 

relationship between those involved and includes the process of identification with each 

other. The third category, Values or Obligations, relies upon summoning the values or 

obligations of the target person in the solicitation of compliance. The verbs (or their 

synonyms) underlying each category expose the processes involved. These unique 
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properties of the classification system, unlike any other, led to using it in this study. 

Table 6, below, reiterates the Wheeless, Barraclough, and Stewart bases of power with 

examples. 

Table 6 

Wheeless, Barraclough, and Stewart’s Bases of Power 

Class of Power Examples 

Expectancies or Consequences Rewards, Punishments 

Interpersonal Relationships or 

Identification 

Following Examples, Winning 

Acceptance, Expertise 

Values or Obligations Summoning Duty, Moral Nature of 

Behavior 

Note. From “Compliance-gaining and power in persuasion” by L. R. Wheeless, R. 

Barraclough and R. Stewart, 1982, Communication Yearbook #7, p. 125. Copyright 1982 

by publisher. Adapted with permission. 

Cialdini observed compliance professionals and rated the principles he observed 

according to an informal “transcendency index.” This “transcendency index” consisted of 

ratings derived from four test questions: Does the principle transcend forms? Does the 

principle transcend professions? Does the principle transcend practitioners? Moreover, 

Does the principle transcend eras? The six compliance-gaining principles that were the 

most notable were Commitment/Consistency, Authority, Scarcity, Social Validation, 
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Reciprocity, and Friendship/Liking. These principles appeared with their heuristics in 

Table 2. These same principles with examples are shown in Table 7. 

Table 7 

Cialdini’s Principles with Examples 

Principle Example 

Commitment/Consistency Low Ball; Get it in Writing 

Authority I’m not a doctor, but I play one on TV... 

Pigeon Drop 

Scarcity Only one left 

Limited Time Offer! 

Social Validation People Just Like You 

60 Million Frenchman 

Reciprocity Unsolicited address labels 

Buy One—Get One Free 

Friendship/Liking Tupperware 

Friends and Family 

Note. From “Compliance Principles of Compliance Professionals: Psychologists of 

Necessity” by R. B. Cialdini, 1987, Social Influence: The Ontario symposium, 5, p. 170-

178. Copyright 1987 by Erlbaum. Adapted with permission. 
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Neither the Cialdini nor the Wheeless, Barraclough, and Stewart taxonomies 

attempted to specify every tactic available. They chose, instead, to deal with the 

underlying principles by which the tactics operate. In this sense, the two taxonomies are 

quite similar. If researchers wanted to identify highly specific tactics, they could use a list 

such as Levine and Wheeless’ (1990) (see Appendix E). Because of the enumeration of 

53 different tactics in the Levine and Wheeless list, one could conduct an in-depth study 

and still not understand the how and why of compliance-gaining.  

With the Wheeless, Barraclough, and Stewart taxonomy being broader and more 

inclusive than the Cialdini taxonomy, the Cialdini principles fit nicely under the 

Wheeless, Barraclough, and Stewart set. That is, Scarcity operates by previewing the 

Expectancies or Consequences of compliance or non-compliance. The Social Validation, 

Authority, and Friendship/Liking principles all operate by invoking the Interpersonal 

Relationships or Identification between those involved. And Commitment/Consistency 

and Reciprocity both summon Values or Obligations from those targeted in the 

compliance-gaining attempt. The matchup of the Wheeless, Barraclough, and Stewart and 

Cialdini categories are shown in Table 8. 
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Table 8 

Wheeless, Barraclough, and Stewart’s Bases of Power Matched with Cialdini’s 

Principles 

Wheeless, Barraclough, and Stewart’s 

Bases of Power 

Cialdini’s Principles 

Expectancies or Consequences Scarcity 

Interpersonal Relationships or 

Identification 

Social Validation 

Friendship/Liking 

Authority 

Values or Obligations Commitment/Consistency 

Reciprocity 

 

Sheets containing each of Cialdini’s principles, the heuristic that guides the 

principle, and examples of that principle were assembled for the pilot study. The 

examples were taken from Print ads, direct mail pieces, and lines from TV ads collected 

for this purpose. A grid with the six principles, a blank for a description of each ad, and a 

space for comments along the top and numbers from one to one hundred along the left 

side was also constructed. The message on each banner ad was compared to the examples 

on one of the principle sheets. For example, one banner ad contained the following text: 

“Up to 80% of people who receive proper treatment for depression improve.” The banner 

ad’s message was compared to the examples on the Authority principle sheet. Examples 
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on that sheet included, “Vioxx has been extensively studied in clinical trials,” “Rx.com—

Personal attention from pharmacists,” and “A bit more expensive and worth it!” None of 

the examples matched the message of the banner ad. If there was no match, the next sheet 

and the next were examined until a match, if not in wording, then in underlying idea, was 

found for the current banner ad. In this case, the Social Validation sheet’s examples, 

“Largest selling,” and “Fifty million,” and “Others like you,” were the closest. A check 

mark was placed on the grid in the Social Validation column next to the ad’s number, 

along with a description of the ad and any comments. Finally, after classifying all 76 

usable ads, the columns were totaled and the data entered into a spreadsheet. Figures 2 

and 3 are the result of this data. 

Commitment/Consistency
27%

Authority
25%

Scarcity
15%

Reciprocity
14%

Friendship/Liking
4%

Social Validation
15%

 

Figure 2. Portion of 76 Ads using Cialdini’s Principles 
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Figure 3. Number of Times Cialdini’s Principles were used in 76 Banner Ads 

 

The match up of principles in Table 6 was used to collapse Cialdini’s categories into the 

Wheeless, Barraclough, and Stewart Bases of Power categories and those totals were 

used instead of reclassifying each ad. Figures 4 and 5 present those results. 

Ine rpe rsona l R e la tionsh ips  
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E xpec tanc ies  o r 
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Figure 4. Portion of 76 Ads using Wheeless, Barraclough, and Stewart’s Proposed Bases 

of Power 
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Figure 5. Number of Times Wheeless, Barraclough, and Stewart’s Proposed Bases of 

Power were used in 76 Banner Ads 

After the banner ad messages were classified into the Cialdini and Wheeless, 

Barraclough, and Stewart categories, they were sorted into categories by the product or 

service advertised. Table 9 presents the categories of products represented in the 

downloaded banner ads along with their frequencies and the percentages of the total. 



51 

Table 9 

Categories of Products Advertised in Banner Ads Used in Pilot Study 

Category Count Percentage 

Health 24 33% 

Financial 9 12% 

Shopping 8 11% 

Creativity 4 5% 

Real Estate 4 5% 

Automobiles 3 4% 

Senior Sites 3 4% 

Entertainment 3 4% 

Unclassifiable 3 4% 

Cleaning 2 3% 

Fashion 2 3% 

Food 2 3% 

Employment 2 3% 

Technology 2 3% 

Home Fashions 1 1% 

Travel 1 1% 
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While conducting this pilot study suggested the viability of the project, it also presented 

an opportunity to observe the thought processes involved in classification. It was clear to 

after performing the pilot study that far more ads (24) represented Health than any other 

category. Even combining the Financial ads (9) and the Shopping ads (8) yielded a much 

smaller count. Furthermore, since health-oriented banner ads dominated banner ads 

advertising other products almost 3:1 on the chosen sites, this dominance, along with the 

salience of health-related issues to senior citizens discussed below, justified looking only 

at health-oriented ads. 

Hypothesis and Research Questions 

Increased involvement does enhance the importance of message-based cognitions 

and reduces the importance of peripheral, nonverbal cues (Petty & Cacioppo, 1986). The 

salience of health-related issues to senior citizens, as well as the sheer number of banner 

ads on health-related topics, makes this fertile ground for research. It is the importance of 

these issues to senior citizens that enables them to disregard the peripheral cues of health-

related banner ads—color, animation, sound—and look primarily at the actual argument 

or compliance-gaining strategy content. The pilot study uncovered a variety of 

compliance-gaining strategies used to sell health related products and services. 

Frequencies of strategies used among compliance-gaining categories appeared to be 

different. The apparent differences led to the following hypothesis: 

H1 There will be differences in frequencies of compliance-gaining strategies 

used among the compliance-gaining categories in health-related banner ads for senior 

citizens. 
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A click is the behavior that banner ads attempt to elicit. A click on a banner ad 

transports the user to a brand-related site. Click-through is a measure of the number of 

clicks a banner ad receives in relation to the number of visits to the page containing the 

banner ad. While a click on a banner ad does not necessarily equal a purchase, it is still a 

measure of compliance. As mentioned earlier, the advantages of using this metric are that 

“it is an immediate behavioral response and easy to observe, and that it indicates an 

immediate interest in the advertised brand” (Briggs & Hillis, 1997, p. 34). While click-

through rates represent an immediate and perhaps short-term indication of success or 

effectiveness, the click-through rate may not represent the enduring success of various 

types of compliance-gaining strategies. More general, detailed measures of the effects of 

compliance-gaining strategies used in banner ads on senior citizens are desirable. This 

study has been an attempt at such a measure. 

Researchers have conducted several studies on the effectiveness of compliance-

gaining strategies. Boster, Rodríguez, Cruz, and Marshall (1995) studied the 

effectiveness of two compliance-gaining strategies with friends and strangers. They 

found direct requests to be more effective with friends and pregiving activities more 

effective with strangers. In their study of indirect requests and their effectiveness in 

gaining assistance from intimate and nonintimate others, Jordan and Roloff (1990) also 

found that direct requests were more effective with intimates than indirect requests. More 

research needs to be done to ascertain the effectiveness of other compliance-gaining 

strategies, not only for the sake of expanding the understanding of compliance-gaining in 

general, but also for the purpose of helping advertisers, doctors, teachers and others 
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working with senior citizens to choose the most effective ways of gaining compliance. 

These observations led to the research question: 

RQ1: Are some categories of compliance-gaining strategies used in health-related 

banner ads perceived as more effective than others by senior citizens? 

SUMMARY 

This chapter examined some of the literature from the areas of electronic 

commerce and compliance-gaining, reported on the pilot study, and introduced the reader 

to the compliance-gaining taxonomies of Cialdini and Wheeless, Barraclough, and 

Stewart. 
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CHAPTER 3 

METHODOLOGY 

INTRODUCTION 

This chapter discusses the methodology used to collect the banner advertisements 

in order to examine the types of messages advertisers use in health-related banner ads 

aimed at senior citizens. It then describes the training of the raters which would enable 

them to categorize the banner ads into the two category systems described above. Finally, 

it describes the creation and administration of the perceived effectiveness survey used to 

explore the senior citizens’ attitudes toward those messages. 

The methodological part of this study contained two parts: (1) Collecting and 

classifying, according to the categories of Cialdini (1987) and Wheeless, Barraclough, 

and Stewart (1982), of health-related banner ads aimed at senior citizens and downloaded 

from the World Wide Web;  and (2) Surveying Seniors to examine the perceived 

effectiveness of a sample of the downloaded, classified banner ads from Part 1. 

Sample and Procedures 

In a universe of more than 320 million indexable Web pages (Lawrence & Giles, 1998, p. 

98), it would have been impossible to find every Web site aimed at senior citizens. 

Instead, the researcher searched the phrase senior citizen in what were then “the two 

search engines with the largest coverage...HotBot and AltaVista” (Lawrence & Giles, 

1998, p. 100). (As of December 11, 2001, the search engines with the largest coverage 
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were: Google, FAST, AltaVista, Inktomi, and Northern Light (Sullivan, 2001)). The 

HotBot search yielded 177,800 Web sites and the AltaVista search yielded 112,708 Web 

sites. The researcher viewed the first 200 sites from the AltaVista search and 600 from 

the HotBot search. The criteria for visiting a particular Web site were the following: 

1. The Web site must be geared toward  senior citizens. 

2. The Web site must have health-related banner ads. 

Of the 200 AltaVista sites visited, 23 yielded health-related banner ads (11%). Of 

the 600 HotBot sites visited, 41 yielded health-related banner ads (6%). A total of 64 

Web more sites were visited from the original two searches. The remaining 124 Web 

sites were gathered from the following sources: Mr. Modem’s Internet Guide for Seniors 

(Sherman, 1999); searches on Open Directory (http://search.dmoz.org); The 

AnswerSleuth's Senior Citizen Web sites (http://answersleuth.com/questions/ 

senior_citizen_websites.shtml), Seniors-Site.com (http://www.seniors-site.com/); 

Administration on Aging (http://www.aoa.dhhs.gov/); Senior Citizen's Resource Center 

(http://www.1america.com/webs/senior_citizens.htm), and SeniorsSearch 

(http://www.seniorssearch.com/). Appendix G lists the Web sites used in this study. 

After searching the term “senior citizen,” each Web site was visited in turn. If a 

Web site had health-related banner ads, the entire page was downloaded to a folder and 

each banner ad from that site was downloaded into another folder and numbered 

sequentially. At this point, all banner ads were processed. The non-health-related banner 

ads would be used for training purposes. In addition, during this process, a database was 

used to keep track of the ads themselves, where they came from, what number they had 
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been assigned, whether they were health-related, and their text message. After 

completing this process with each ad, it was a simple step to find the health-related 

banner ads, switch to an index-card sized layout, and print out two sets of cards with text 

messages, ad numbers, and a symbol for each rater. One set of the remaining banner ads 

was printed for use in training purposes. 

In order to ascertain the differences in frequencies of compliance-gaining 

strategies used among compliance-gaining categories in health-related banner ads for 

senior citizens, data collection for Part 1 involved two raters who categorized the 

compliance-gaining messages from the downloaded health-related banner ads. These 

raters, recruited from Baylor University’s Graduate School, were trained to classify 

compliance-gaining messages according to the six Cialdini (1987) compliance-gaining 

categories discussed above. First, they read two page descriptions of each of Cialdini’s 

categories and viewed examples of each. Posters displayed examples of messages in each 

of Cialdini’s six categories. These posters, placed according to their frequencies in the 

pilot study as a possible time-saving measure, were in the following order: 

Commitment/Consistency, Authority, Scarcity, Social Validation, Reciprocity, and 

Friendship/Liking. Under each poster was a box labeled with the compliance-gaining 

principle the poster represented. The raters received an assortment of compliance-gaining 

messages on cards and told to classify the messages together. They were to take each 

message, compare it to the messages on the first poster, and if they found a match, to 

place the message in the box below the poster. If they found no match, they were to go to 
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the next poster and so on until they found a match. Together, they discussed the messages 

and principles and collectively reach a decision. 

The raters received the following instructions. 

“Take a message card. Does it match any of the messages on the 

Commitment/Consistency Principle poster? If not, look at the Authority Principle poster, 

then the next, until you find a category you can both agree upon. This training should 

take approximately two hours.” 

After reaching agreement during training, raters received identical stacks of 

health-related banner ad messages and sheets representing each of Cialdini’s Principles. 

They also received a sheet with the order in which they were to look at the sheets as well 

as six index-card sized six boxes, each labeled with one of the principles. They were told 

to follow the procedure demonstrated in the training and to put each card into the 

appropriate box. They received the following instructions: 

“Take each message card and use the procedure you used in training to put each 

message card into the appropriate category.” 

After the raters completed the task, I recorded the number of cards in each 

category, the particular cards in each category, and the raters’ number. Then I computed 

a chi square goodness-of-fit test among categories between the two raters to determine 

reliability. Due to the low correlation of results, I asked the raters to repeat their 

classifications. After more discussion, the raters recategorized the ads. After completing 

the task a second time, I recorded the number of cards in each category, along with the 

particular ads in each category and the raters’ number. Subsequent to reporting the 
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percentage of agreement/disagreement between the two raters, the two raters reclassified 

any disputed messages together until they reached agreement. 

For the perceived effectiveness part of the study, I administered a survey 

questionnaire to computer users over 65 years of age from the Central Texas area 

(N=45). Most of the subjects were retired Baylor University faculty, a group of well 

educated professionals who participated in the survey from their homes. I informed 

subjects I was conducting a survey on the perceived effectiveness of banner 

advertisements on the World Wide Web and that I would have them complete a short 

questionnaire containing demographic questions and questions about each of six banner 

advertisements. Each subject read and signed a Human Subject Committee form and 

were told they would receive a copy of the form. They then received a questionnaire 

consisting of eight pages. The first two pages contained demographic and computer use 

questions, and the remainder consisted of six identical pages labeled “Advertisement 1,” 

“Advertisement 2,” and so on (see Appendix H). Subjects received instructions on how to 

complete the questionnaires. First, they completed the demographic and computer-use 

questions on the first two pages of the questionnaire and told to await further instructions. 

After completing the demographic portion of the questionnaire, each subject viewed one 

of six randomly-selected banner ads, representing each of Cialdini’s (1987) six 

compliance-gaining categories, on the computer and responded to the six questions on 

the sheets labeled “Advertisement 1.” (see Appendix H). They repeated the procedure for 

each remaining banner ad using sheets labeled “Advertisement 2,” “Advertisement 3,” 

and so on. After finishing the process, I collected the questionnaires, thanked the 
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subjects, and told them I would send them information on the nature and results of the 

study upon its completion. Subjects also received a coupon good for two free hours of 

computer consultation. Each subject received one randomly-assigned ad from each of the 

Cialdini (1987) categories, as classified by the two raters. Systematically randomizing 

ads and questionnaires ensured that each person responded to six randomly assigned ads 

and in a randomly assigned order. 

Subjects received the following instructions: 

“Please fill out the first two pages of the questionnaire you have before you. The 

questions on the first two pages are about you and your computer use. Your identity will 

not be connected with this information in any way. After you answer the questions about 

you, please wait for further instructions. 

For the next part of the questionnaire, you will answer questions about six banner 

advertisements. I will show you a banner ad on the computer and ask you to answer the 

six questions on the sheets labeled ‘Advertisement 1.’ When you have finished, you will 

be shown the next ad, and you will answer the questions on the sheets labeled 

‘Advertisement 2’ and so on. When you have finished, I will collect the questionnaires. 

Your participation is very important to me, and you will be sent information on the nature 

and results of my study upon its completion. And don’t forget—you will also receive two 

free hours of computer consultation redeemable after May 2002.” 
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Measurement 

Data on frequencies of the appearance of different types of advertisements and 

their classification into compliance-gaining categories were obtained from the 

categorizations of the raters. 

A survey questionnaire solicited demographic data from those involved in the 

perceived effectiveness part of the study. Questions about gender, age, primary language, 

race, education level, economic status, community type and technology use comprised 

this section (see Appendix H). These items and response sets came from several places: 

the Graphics, Visualization & Usability (GVU) Center at Georgia Tech’s General 

Demographics Questionnaire (Graphics Visualization & Usability Center, 1998), the 

Wired/Merrill Lynch Forum Digital Citizen Survey (Wired Magazine & Merrill Lynch, 

1997), the E-Commerce Alliance Worldwide Web Survey (E-Commerce Alliance, 2000), 

and the Web sites of the U.S. Census Bureau of the United States Department of 

Commerce (Department of Commerce--U.S. Census Bureau, 2001) and the American 

Association of Retired Persons (AARP) (AARP, 2001). 

The perceived effectiveness questionnaire consisted of six Likert-type items for 

each advertisement assessed. The items assessed perceived liking, clarity, probability of 

clicking, probability of purchase, perceived effectiveness, and general effectiveness. The 

questions were in a five-point response format with anchors ranging from strongly agree 

to strongly disagree (see Appendix H). The data obtained from this questionnaire was 

subjected to item-total correlation analysis with .40 necessary for retention of an item. 

The standardized Cronbach’s alpha determined the reliability of retained items. The sum 
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of retained items constituted the measure of perceived effectiveness for each compliance-

gaining category assessed. 

Design and Statistical Tests 

For the first hypothesis, chi square tests on the frequencies of compliance-gaining 

strategies among the compliance-gaining categories were used for the tests, with both 

Cialdini (1987) and Wheeless, Barraclough, and Stewart (1982) category systems used 

for classification. The .05 level of significance, two-tailed, was required for statistical 

significance. 

For the research question, one-way analysis of variance was used to examine the 

data. The criterion (“dependent”) variable was perceived effectiveness operationalized as 

the sum of relevant items from the questionnaires on specific banner ads administered to 

senior citizens. The strategies developed by Cialdini (1987) and Wheeless, Barraclough, 

and Stewart (1982) were the classification variables. Separate ANOVAs were run for 

each category system using the .05 level of statistical significance for further tests and 

interpretation of results of data analysis. 

SUMMARY 

This chapter described the sample and procedures used in the study to examine 

the types of compliance-gaining messages used in banner ads aimed at senior citizens. 

Also described were the methods of measuring both the frequencies of the banner ads 

with respect to the compliance-gaining categories and the perceived effectiveness of 

those messages by their intended audience. Details of the statistical analyses that were 

performed were also related. 
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CHAPTER 4 

RESULTS 

INTRODUCTION 

As stated in Chapter 1, the study reported here investigated compliance-gaining 

messages on health directed toward senior citizens in an electronic environment. The 

chapter is organized in terms of the Hypothesis and Research Question posed in Chapter 

2. It first reports on the differences in frequencies of compliance-gaining strategies 

among the compliance-gaining categories in health-related banner ads for senior citizens; 

it then examines whether some categories of compliance-gaining strategies used in 

health-related banner ads are perceived as more effective than others by senior citizens. 

Hypothesis 

A chi square goodness-of-fit test among categories between the two raters yielded 

χ2 = [df=5] = [40.13, p=.00] for Cialdini’s (1987) six category system. A chi-square 

goodness-of-fit test among categories between the two raters yielded χ2 = [df=2] = 

[17.29, p=.00] for Wheeless, Barraclough, and Stewart’s (1982) three category system. 

Since the p values for the calculated chi-squares were significant, some factor other than 

chance was operating for the deviation to be so great. Furthermore, a percent agreement 

of .58 further indicated poor agreement beyond chance. To compensate for this, the raters 

classified any disputed messages together until they reached agreement. 
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For both the six category and three category classification systems, chi-square 

tests of frequencies after the raters reached agreement revealed significant differences in 

the frequency of occurrence of each compliance-gaining category. For the six category 

classification system, chi-square was χ2 = [df=5] = [14.17, p2<.01]. Of the 72 banner ads 

sampled, the compliance-gaining categories with the highest frequencies were Authority 

and Friendship/Liking representing 18 banner ads in each category. The category with 

the lowest representation in the sample was Social Validation. See Table 10 for other 

frequencies. 

Table 10 

Frequencies of Cialdini’s Six Categories after Agreement 

Category Frequency 

Authority 18 

Friendship/Liking 18 

Scarcity 13 

Commitment/Consistency 12 

Reciprocity 8 

Social Validation 3 

 

For the three category classification system, chi-square was χ2 = [df=2] = [15.08, 

p2<.00]. Of the 72 banner ads sampled, the compliance-gaining category with the highest 

frequency was Interpersonal Relationships or Identification, with a frequency of 39 
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banner ads. The category with the lowest representation in the sample was Expectancies 

or Consequences. See Table 11 for other frequencies. 

Table 11 

Frequencies of Wheeless, Barraclough, and Stewart’s Three Categories after Agreement 

Category Frequency 

Interpersonal Relationships or Identification 39 

Expectancies or Consequences 20 

Values or Obligations 13 

 

Significant differences in frequencies of compliance-gaining categories between 

specific pairs were also tested. In the six category classification system, there were 

significant differences between Commitment/Consistency and Social Validation, 

Authority and Social Validation, Authority and Reciprocation, Scarcity and Social 

Validation, Social Validation and Friendship/Liking, and Reciprocation and 

Friendship/Liking. See Table 12 for other differences. While there appeared to be 

differences among the frequencies of the Commitment/Consistency, Authority, Scarcity, 

and Friendship/Liking categories, the Chi Square values indicated that these differences 

might well be due to chance. Social Validation and Reciprocity, the two categories with 

the lowest frequencies, occurred significantly less often than other categories. 
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Table 12 

χ2 Paired comparisons of Cialdini’s Six Categories 

Category Frequency* 

Authority 18b,c 

Friendship/Liking 18e,f 

Scarcity 13d 

Commitment/Consistency 12a 

Social Validation 3a,b,c,d,e 

Reciprocity 8c,f 

*Frequencies with the same subscript are significantly different, p<.05. 

In the three category classification system, significant differences were found 

between Expectancies or Consequences and Interpersonal Relationships or Identification 

and Interpersonal Relationships or Identification and Values or Obligations. See Table 

13 for other differences. While there appeared to be differences between the frequencies 

of the Expectancies or Consequences and Values or Obligations categories, the Chi 

Square values indicate that this apparent difference might well be due to chance. 

Expectancies or Consequences and Values or Obligations, the two categories with the 

lowest frequencies, occurred significantly less often than the Interpersonal Relationships 

or Identification category. 
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Table 13 

χ2 Paired comparisons of Wheeless, Barraclough, and Stewart’s Three Categories 

Category Frequency* 

Interpersonal Relationships or Identification 39a,b 

Expectancies or Consequences 20a,b 

Values or Obligations 13b,b 

*Frequencies with the same subscript are significantly different, p<.05. 

Research Question 

Reliability 

Six items (See Appendix H) were used to assess the perceived effectiveness of 

banner advertisements from each of the compliance-gaining categories. Each respondent 

received six different ads—one ad out of each of the six categories. Therefore, 

Cronbach’s alphas were computed six times across all six categories. Alpha reliabilities 

ranged from .87 to .91. See specific alpha reliabilities and norms in Table 14. 
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Table 14 

Reliability of Questionnaire 

Time across 

categories 

Cronbach’s 

Alpha 

 

Range 

Std 

Dev 

 

Skewness 

 

Kurtosis 

 

Variance 

1 .86 18 4.27 0.10 -0.37 18.25 

2 .88 20 5.00 -0.60 -0.50 25.02 

3 .91 23 5.72 -0.39 -0.59 32.75 

4 .91 23 5.55 -0.48 -0.39 30.80 

5 .89 19 5.08 -0.20 -0.80 25.83 

6 .87 19 5.05 -0.60 -0.37 25.48 

 

Item total correlations ranged from .57 and .82. Item number 5 had the highest 

item-total correlation. That indicated the measure was a perceived effectiveness measure 

because the best item directly referenced effectiveness. See Table 15 for other item-total 

correlations. 
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Table 15 

Item-total correlations 

 

Item 

First

time 

Second

time 

Third

time 

Forth

time 

Fifth 

time 

Sixth 

time 

 

Average

A1. I like this 

advertisement. 

.66 .80 .83 .86 .74 .74 0.77 

A2. I understand what the 

advertisement is trying to say. 

.62 .51 .64 .74 .56 .37 0.57 

A3. I would likely click on 

this advertisement if I saw it 

on a Web page. 

.57 .63 .58 .71 .74 .76 0.67 

A4. People would likely 

buy the product or service the 

advertisement is promoting. 

.68 .70 .76 .72 .74 .67 0.71 

A5. This is an effective 

advertisement. 

.77 .82 .85 .82 .82 .82 0.82 

A6. Most people would 

likely click on this 

advertisement if they saw it 

on a Web page. 

.66 .69 .80 .70 .66 .66 0.70 
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Effectiveness 

The traditional repeated measures test was used to test the research question that 

some of the compliance-gaining strategies used in health-related banner ads are perceived 

as more effective than others by senior citizens. For the six category system, no 

significant effect was obtained, (F[5, 254]= 1.47, p=.1987) across banner ads from the six 

compliance-gaining categories randomly assigned to participants. Likewise, for the three 

category system, no significant effect was obtained (F[2, 132]= 1.32, p=.2695). See 

Tables 16 and 17 for complete tables of means. 

Table 16 

Table of Means for Six Category Model of Compliance-Gaining 

Category N Means 

Commitment/Consistency 45 20.33 

Scarcity 45 19.40 

Social Validation 45 18.53 

Reciprocity 45 18.49 

Authority 45 18.33 

Friendship/Liking 45 17.69 
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Table 17 

Table of Means for Three Category Model of Compliance-Gaining 

Category N Means 

Values or Obligations 90 19.41 

Expectancies or Consequences 45 19.40 

Interpersonal Relationships or Identification 135 18.19 

 

Post Hoc Tests 

Post hoc analyses were conducted using analysis of variance with the variance 

due to repeated measures and subjects removed. For the six category model of 

compliance-gaining banner ads, no significant differences in perceived effectiveness 

were detected (F[5, 135]= 2.05, p=.07). The means for the post hoc analyses are listed in 

Tables 18 and 19. Further, post hoc testing with LSD t-ratios (least significant difference) 

for post hoc tests revealed that ads in the Commitment/Consistency category tended to be 

perceived as more effective than all other categories except Scarcity and Social 

Validation (See Table 18). Use of the more conservative Tukey’s standardized range 

statistic (honestly significant difference) for post hoc tests revealed that ads in the 

Commitment/Consistency category tended to be perceived as more effective than those in 

the Friendship/Liking category (See Table 19). 
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Table 18 

Table of Means of t Tests (LSD) for Six Category Model of Compliance-Gaining 

Category N Means* 

Commitment/Consistency 45 20.33a,b,c 

Scarcity 45 19.40 

Social Validation 45 18.53 

Reciprocity 45 18.49b 

Authority 45 18.33a 

Friendship/Liking 45 17.69c 

*Means with the same letter are significantly different at p≤.05. 
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Table 19 

Table of Means of Tukey’s Standardized Range (HSD) Test for Six Category Model of 

Compliance-Gaining 

Category N Means* 

Commitment/Consistency 45 20.33a 

Scarcity 45 19.40 

Social Validation 45 18.53 

Reciprocity 45 18.49 

Authority 45 18.33 

Friendship/Liking 45 17.69a 

*Means with the same letter are significantly different at p≤.05. 

Again, post hoc ANOVA with variance due to repeated measures and subjects 

removed was used to probe for trends in the three category model of compliance-gaining 

banner ads. No significant differences in the repeated measures were detected (F[2, 135]= 

2.63, p=.07). The means for the post hoc analyses are listed in Table 20 and 21. Post hoc 

LSD t-tests indicated a significant trend such that ads in the Values or Obligations 

category tended to be perceived as more effective than those relying on the Interpersonal 

Relationships or Identification category (See Table 20). This trend was not obtained with 

Tukey’s post hoc tests (See Table 21). 
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Table 20 

Table of Means for t Tests (LSD) for Three Category Model of Compliance-Gaining 

Category N Means 

Values or Obligations 90 19.41a 

Expectancies or Consequences 45 19.40 

Interpersonal Relationships or Identification 135 18.19a 

*Comparisons significant at p>.05 level. 

Table 21 

Table of Means for Tukey’s Standardized Range (HSD) Test for Three Category Model of 

Compliance-Gaining 

Category N Means* 

Values or Obligations 90 19.41 

Expectancies or Consequences 45 19.40 

Interpersonal Relationships or Identification 135 18.19 

*No significant differences among means obtained. 

SUMMARY 

The study was conducted to investigate the types of messages advertisers were 

using in banner ads aimed at senior citizens and the perceived effectiveness of those 

messages. Discussed in this chapter were the significant differences found in the 

frequencies of the compliance-gaining categories used by advertisers in banner ads aimed 
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at senior citizens. Also discussed were the nonsignificant results obtained in the 

perceived effectiveness survey presented to the senior citizens. However, post hoc 

analyses revealed trends in what compliance-gaining categories senior citizens perceived 

as more effective. A discussion of these results follows. 
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CHAPTER 5 

DISCUSSION 

INTRODUCTION 

The study reported here investigated compliance-gaining messages on health 

directed toward senior citizens in an electronic environment. The chapter presents a 

summary of the study, conclusions about the Hypothesis and Research Question, 

interpretations, contributions to Information Science, limitations and problems, 

suggestions for future research, and implications of the results. Also presented are ideas 

for advertisers based on the trends found in the post hoc analyses and suggestions to 

senior citizens as to how they might counteract compliance-gaining attempts. 

Summary of the Study 

The goal of this research was to investigate banner ads on the World Wide Web, 

specifically the types of messages used in those ads and the effectiveness of the ads as 

seen by their intended audience. The focus was on health-related banner advertisements 

targeting seniors. The study sought to determine the frequency of appearance of those ads 

when classified into categories of compliance-gaining tactics provided by research 

scholars (Cialdini, 1987; Wheeless et al., 1982). Second, the study explored the relative 

perceived effectiveness among those categories. Following training, two raters, both 

graduate students at Baylor University in Waco, Texas, sorted text messages of 72 

downloaded banner ads into predetermined compliance-gaining categories until they 
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reached agreement. Statistical tests looked for significant differences in the frequencies 

of ads in the categories. 

After the raters reached agreement about the categorization of the banner ads, the 

researcher interviewed forty-five senior citizens; most of them retired Baylor University 

faculty members. Each subject viewed a randomly selected, randomly ordered set of 

banner ads and completed a questionnaire on the effectiveness of the ads. The first part of 

the survey consisted of questions dealing with gender, age, primary language, race, 

education level, economic status, community type and technology use. The second part 

solicited the subjects’ opinions of the banner ads. Statistical tests run on the responses to 

the second part of the survey sought to uncover which categories of banner ads the 

subjects perceived as more effective than others. 

Conclusions 

Hypothesis 

It was hypothesized that there would be different frequencies of compliance-

gaining strategies used among the compliance-gaining categories in health-related banner 

ads for senior citizens. The hypothesis was supported. Evidence to support this 

hypothesis came from the raters’ categorization of the 72 health-related banner ads. 

There was a significant difference in the frequency of occurrence of health-related banner 

ads in each compliance-gaining category. Therefore, we can say that the frequencies of 

health-related banner ads in each category were not the same. In the six-category system, 

it appears that more ads than expected used compliance-gaining strategies from the 

Authority, Friendship/Liking, and Scarcity categories, and fewer ads than expected used 
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compliance-gaining strategies from the Reciprocity and Social Validation categories. 

Significantly, advertisers used Authority and Friendship/Liking compliance-gaining 

strategies more frequently than they used either Social Validation or Reciprocity 

compliance-gaining strategies. They used Commitment/Consistency and Scarcity 

compliance-gaining strategies only more frequently than they used Social Validation 

compliance-gaining strategies. 

In the three-category system, more ads than expected used compliance-gaining 

strategies from the Interpersonal Relationships or Identification category and fewer ads 

than expected used compliance-gaining strategies from both the Expectancies or 

Consequences and Values or Obligations categories. Advertisers used more compliance-

gaining strategies from the Interpersonal Relationships or Identification category than 

from the Expectancies or Consequences or Values or Obligations categories combined. 

Research Question 

The research question asked if there were some categories of compliance-gaining 

strategies used in health-related banner ads perceived as more effective than others by 

senior citizens. The planned analyses examining the perceived effectiveness of 

compliance-gaining categories produced uniformly nonsignificant results. There was no 

evidence that senior citizens perceived any compliance-gaining category as being more 

effective than any other. 

While the results of the perceived effectiveness study were nonsignificant, some 

compliance-gaining categories showed notable trends with respect to their perceived 

effectiveness. For example, one post hoc test of the six category system revealed that 
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subjects tended to perceive health-related banner ads using Commitment/Consistency 

compliance-gaining strategies as more effective than ads using all other categories of 

compliance-gaining strategies except Scarcity and Social Validation. Ads using 

Reciprocity, Authority, and Friendship/Liking were perceived as least effective when 

compared to Commitment/Consistency. Another post hoc analysis found respondents 

tended to perceive health-related banner ads using Commitment/Consistency compliance-

gaining strategies as more effective than ads using Friendship/Liking strategies. 

For the three category system, post hoc analyses revealed that respondents tended 

to perceive banner ads using Values or Obligations compliance-gaining strategies as 

more effective than banner ads using Interpersonal Relationships or Identification 

strategies. Again, while with a larger number of respondents these trends would have 

been statistically significant, the trends described above provide the basis for directional 

predictions that can be used in future studies. Had those predictions been possible in this 

study, the tested results would have been significant. 

Interpretations and Implications 

The most frequently used categories of compliance-gaining strategies were not 

necessarily those that senior citizens tended to perceive as effective. In the six category 

system, advertisers used messages from the Authority and Friendship/Liking categories 

more than any other category. For example, health-related banner ads with such messages 

as “Our doctors deliver important health information directly to your email box...” or 

“We care. Show you care too,” represent the Authority and Friendship/Liking categories 

respectively. There are significant numbers of health-related banner ads in each of these 
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categories. Senior citizens, however, tended to perceive Commitment/Consistency, 

Scarcity, and Social Validation as the most effective compliance-gaining categories. 

Health-related banner ads in these categories have messages such as  “Test your genius,” 

“Don’t let migraine waste another day!” and “Up to 80% of people who receive proper 

treatment for depression improve.” While the other two categories have high frequencies 

in the sample, Social Validation had the lowest frequency. Advertisers should probably 

use strategies that employ Social Validation compliance-gaining strategies more often. It 

is important to note that none of the categories senior citizens tended to perceive as more 

effective matched the most frequently used categories. 

In the three category system, advertisers used messages from the Interpersonal 

Relationships or Identification category more than any other category. This category 

consists of strategies that employ emotional appeals, expertise, flattery, and liking and 

encompasses the Social Validation, Friendship/Liking, and Authority categories of the six 

category system. Health-related banner ads with such messages as “You’re my best 

friend. How can I help you be happy again? Find out more about depression,” “We care. 

Show you care too,” and “What do doctors recommend most for common arthritis pain?” 

are examples of compliance-gaining messages from the Interpersonal Relationships or 

Identification category. In the previous discussion of Characterizing the Generations (See 

Table 1) the phrase Style... Team Player, indicates that this generation is motivated by 

Interpersonal Relationships or Identification, but this is the only characterization that 

might fit, and even that may indicate the Values or Obligations to be a team player. The 

senior citizens, as might be expected from that discussion of Characterizing the 
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Generations, tended to perceive Values or Obligations as the most effective of the 

Wheeless, Barraclough, and Stewart (1982) categories. Grounded in the inherent moral 

nature of behavior, strategies in the Values or Obligations compliance-gaining category 

encompass the Commitment/Consistency and Reciprocity categories of the six category 

system and include strategies employing guilt, reminders of debt, and reminders of duty. 

Relating these trends to the previous discussion on Characterizing the Generations (See 

Table 1), it is not surprising that the senior citizens tended to find those messages from 

the Values or Obligations category more effective than others. The Mature Generation’s 

characteristics included the following: Defining idea... Duty; Success because... Fought 

hard and won; Work is...An inevitable obligation; Leisure is... A reward for hard work; 

and Managing money...Save. These characterizations fall under the umbrella of the 

Values or Obligations category. 

Examples of this category include pregiving strategies to invoke feelings of debt, 

such as “Get 10 free Prevention reports!” and strategies that appeal to a sense of duty, 

such as “Receive more info on High Cholesterol.” This particular message is doubly 

potent as it uses two strategies at once: It is your duty to maintain your health, and we are 

giving you something free, so you will feel indebted. Armed with the information that 

senior citizens tended to perceive Values or Obligations strategies as more effective, 

advertisers might choose compliance-gaining strategies constructed from the Values or 

Obligations category more often than they do (33%) and compliance-gaining messages 

from the Interpersonal Relationships or Identification category less often than they do 
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(50%). Again, it is important to note that the compliance-gaining category senior citizens 

tended to perceive as more effective did not match the most frequently used category. 

Post hoc analyses of results showed trends in the types of compliance-gaining 

messages senior citizens perceived as more effective. Nevertheless, anecdotal evidence 

gained in the interviews indicated that this group is not interested in clicking on banner 

advertisements to receive healthcare information or for any other reason. Almost every 

subject indicated, at the outset of the interview, that he or she very seldom clicked on 

banner ads or even looked at them. In the study, senior citizens seemed most interested in 

those ads that targeted their specific health concerns. If subjects had a medical condition 

and viewed a banner ad that referred to that condition, their eyes lit up and they 

mentioned something about having that condition. Then, as they talked about the ad, their 

comments seemed to be mostly favorable. However, if the ad concerned some health 

condition from which they did not suffer, they made no comments. As was mentioned 

earlier, advertisers should not market to all senior citizens in the same way (Smith, 1997). 

This approach seemed to offend the senior citizens in the study. 

While most of the subjects admitted to never purchasing anything online, they 

tended to be genuinely interested in using technology and obtaining information about 

their particular healthcare issues. Many of the subjects mentioned the invasiveness of 

banner ads and several indicated a preference for initiating a business transaction or an 

information search themselves. To attract consumers to their to Web sites, businesses 

often use electronic mail to target consumers, often including “gifts” of information on 
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certain topics. Although these e-mails are less invasive than banner ads, a consumer must 

still deal with each one, choosing whether to read or delete it. 

There are other ways nontraditional information diffusion can play a part in health 

care for senior citizens. Telemedicine, the provision of health care and education over a 

distance using telecommunications technology, is moving toward widespread deployment 

as PC-based desktop medical teleconferencing follows along behind the more widespread 

use of desktop videoconferencing for business and personal use (Telemedicine Today, 

2002). Not just for those without access to local health care, telemedicine helps doctors 

keep people with congestive heart failure and other conditions out of emergency rooms 

and improve their health (The Detroit News, 2002). There are tremendous implications 

for senior health care when considering not only the health benefits but also the savings 

in time and money for both patient and healthcare provider. There are many other uses 

for nontraditional information diffusion in health care for seniors. Some of these 

applications already exist and some are just ideas. For example, the American Red Cross 

blood donor Web site, in addition to providing information on blood donation, registers 

potential donors by taking information as to location, age, and blood type. If not already 

doing so, the Red Cross could use this information to alert those with rare blood types of 

a shortage of their particular blood type and to ask them to donate. Before flu season 

begins, healthcare organizations could send e-mails to senior citizens asking them to 

write an essay of twenty-five words or less telling how important good health is to them 

(from the Commitment/Consistency category) in exchange for online coupons or other 

inconsequential gifts. When flu shot season arrives, these entities could then send out 
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notices with flu shot locations and times to the same seniors, reminding them of their 

commitment to good health. People who have no insurance and cannot afford to purchase 

their medicines can now find help from several Web sites. NeedyMeds 

(http://www.needymeds.com/) is an information resource where senior citizens and 

others can find out about patient assistance programs and other programs designed to 

help those who fit this profile (NeedyMeds and Pediatrics for Parents, 2002). 

The Elaboration Likelihood Model (ELM) begins by stating that under high-

relevance conditions, factors central to the issue are more important whereas under low-

relevance conditions, peripheral factors become more potent. People would tend to 

ignore most factors under low- or non-relevance conditions. While it may not be possible 

to interest senior citizens in healthcare issues that do not concern them, those who are 

interested might take a step that they would not have otherwise taken in response to 

intelligently designed ads, Web sites, and marketing plans which take into consideration 

the compliance-gaining strategies outlined in this paper. By using ads from the categories 

the senior citizens in the study tended to find most effective, advertisers can make more 

of their marketing dollars. For instance, based on the trends observed in the post hoc 

analyses, senior citizens tend to find those banner ads that summon the Values or 

Obligations of the target more effective in eliciting compliance. It is suggested, then, that 

advertisers use messages that appeal to the Values or Obligations of the target. From the 

health-related banner ads used in the study come phrases such as: “Independence. 

Dignity. Choices.” and “From independent to assisted living.” These phrases and others 
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like them attempt to summon the target’s Values or Obligations and could tend to be 

more effective when used with this population. 

The senior citizens in the study seemed to like technology, but disliked banner 

ads, however salient the topics were to their issues. The implications for nontraditional 

information diffusion of healthcare for senior citizens are many, especially if advertisers, 

healthcare providers, and other entities begin trying to use these and other technological 

innovations to reach this population. But perhaps one reason senior citizens dislike 

banner ads is their inherent fear of advertising attempts. The suggestions below might 

help senior citizens to understand how compliance-gaining attempts work and how to 

best counteract them. 

Counteracting Compliance-Gaining Attempts 

Just as Jujitsu exploits the power inherent in such naturally present principles as 

gravity, leverage, momentum, and inertia. Like the practitioners of Jujitsu, exploiters of 

the weapons of automatic influence that exist naturally around us, described by Cialdini 

(1987) as Reciprocity, Commitment/Consistency, Social Validation, Friendship/Liking, 

Authority, and Scarcity, commission the power of these weapons for use against their 

targets while exerting little personal force. “Even the victims themselves tend to see their 

compliance as a result of the action of natural forces rather than the designs of the person 

who profits from that compliance” (Cialdini, 1993, p. 12). But like Jujitsu, the forces of 

these weapons of automatic influence can be counteracted, not only when they are used 

in banner ads, but when they are used in other influence attempts as well. For instance, 

instead of complying with a requester’s wish and succumbing to the Reciprocity rule, a 
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person could refuse to comply and “suffer the rule’s force upon our deeply conditioned 

feelings of fairness and obligation” (Cialdini, 1993, p. 44). A third choice would be to 

diffuse the power of the rule. Cialdini states that “As long as we perceive and define the 

action as a compliance device instead of a favor, the giver no longer has the Reciprocity 

rule as an ally: The rule says that favors are to be met with favors; it does not require that 

tricks be met with favors” (p. 46). Therefore, a person is free to accept the free note cards 

and address labels that arrive in the mail as gifts and use them without obligation. 

The defenses against the Commitment/Consistency rule are twofold. First, people 

should look for the feelings in the pits of their stomachs when they realize they are 

trapped into complying with a request they know they don’t want to perform. Cialdini 

suggests that whenever a person’s stomach tells them they would be suckers to comply 

with a request merely because doing so would be consistent with some prior commitment 

they were tricked into, they should relay that message back to the requester. In the world 

of banner ads, just recognizing the feelings they get in their stomachs when faced with a 

message should make people stop and rethink their automatic responses. Second, Cialdini 

suggests that a “heart-of-hearts” response should tell people something. Whenever people 

suspect they might be acting in a foolishly consistent manner, they should ask 

themselves, “Knowing what I know now, if I could go back in time, would I make the 

same choice again?” By concentrating on the first burst of impression they sense, people 

should receive clear, unqualified answers (p. 90). 

Senior citizens, and others, can be less susceptible to faulty Social Validation by 

being sensitive to clearly counterfeit evidence of what similar others are doing and by 
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recognizing that the actions of similar others should not form the sole basis for their 

decisions (p. 133). 

To defend against the Friendship/Liking rule, it is necessary that people first 

recognize when they like a requester inordinately well under the circumstances. At this 

point they should step back from the social interaction, mentally separate the requester 

from his or her offer, and make any compliance decision based solely on the merits of the 

offer (p. 166). The problem is not buying AVON products from friends, but buying more 

than is needed. A friend would not want a person to spend more than he or she could 

afford. And buying raffle tickets because a friend asked and not because the cause is 

worthy is a problem only if people do not recognize that is what they are doing. 

It is possible to counteract the detrimental effects of Authority by asking two 

questions: Is this authority truly an expert? How truthful can one expect this expert to be? 

The first question directs attention away from symbols and toward evidence for authority 

status. The second advises people to consider not just the expert’s knowledge in the 

situation but also his or her trustworthiness. It is important, also, that people be alert to 

the trust-enhancing tactic in which a communicator first provides some mildly negative 

information about him- or herself. Through this strategy the person creates a perception 

of honesty that makes all subsequent information seem more credible to observers (p. 

192). 

Scarcity pressures are difficult to counteract because they have an emotion-

arousing quality that makes thinking difficult. In defense, people might try to be alert to a 

rush of arousal in situations involving Scarcity. Once alerted, people can take steps to 
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calm the arousal and assess the merits of the opportunity in terms of why they want it (p. 

221). And as Cialdini reminds us, “scarce things do not taste or feel or sound or ride or 

work any better because of their limited availability” (p. 218).  

Perhaps armed with this information, senior citizens might feel more in control in 

compliance-gaining situations. This information might allow them to exert more control 

in their online and offline lives, avoid some of the scams which are perpetrated against 

senior citizens, and allow them to explore and interact with more of today’s and 

tomorrow’s exciting technologies and society at large. 

Contributions to Information Science 

Although there were many problems, the present study has contributed to 

Information Science in several ways. First, it has shown the Internet, and more 

specifically the World Wide Web, to be a viable research space. In doing this, it has 

extended compliance-gaining research into the area of electronic communications. 

Reversing the usual direction of compliance-gaining research, the study shifted the 

emphasis of compliance-gaining research from the “sender” to the “receiver.” Armed 

with the trends found in the post hoc analyses of the data, future researchers will be able 

to make directional predictions about the perceived effectiveness of compliance-gaining 

categories and obtain significance where the present study did not. 

Limitations and Problems 

Surprisingly, the economic downturn had an effect on the study as businesses 

pulled their advertising dollars away from the electronic arena. The study spanned two 

years, 2000 through 2002, and during this time, there was an observable difference in the 
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number of banner ads available for downloading. Viewing hundreds of Web sites aimed 

at senior citizens yielded only 72 usable health-related banner ads. 

A second, perhaps more important limitation to the study was the difficulty in 

getting the raters to agree in their classifications of the ads. Since the raters, working 

separately, agreed on categorization of merely half the ads the total validity of the 

classification of ads is questionable. The raters’ particular backgrounds and beliefs may 

also have influenced their choices of categories. For this reason, perhaps a trained panel 

of experts or a focus group to categorize the messages might lead to an increase of 

confidence in the results obtained. It is important to note, however, that the significant 

results on differences in frequencies did indicate some construct validity for the 

classification obtained. 

Sample size was also a problem. With more subjects, the nonsignificant results 

reported regarding effectiveness would have been significant. With a sample size of 45 

subjects, it was difficult to tell if the nonsignificant results were due to the small sample 

size, repeated measures, or a combination of both. The time-consuming nature of the 

questionnaire procedures involved in the survey made it difficult to interview a larger 

sample. 

Future Research 

Future research involving classification into scholarly derived taxonomies should 

begin with a panel of experts to classify the banner ads. This might increase confidence 

in the validity of the classifications and carry over to the rest of the study. In fact, the 

classification could be a study in itself. Using the Wheeless, Barraclough, and Stewart 
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bases of power for the classification might also yield better interrater reliability scores. 

The overarching nature of the bases of power might make it easier to classify the banner 

ads. Also, since some of the problems resulted from the small number of subjects, the 

interviewing procedure could be revamped to allow interviews with several subjects at 

once. 

From the information already collected in this study, future studies in this area 

should include matching high- or low-scoring health-related banner ads with the 

demographic characteristics of the subjects. Although the homogeneity of the subjects 

allowed us to disregard the demographic data entirely, there were some differences in 

income, computer use, and gender that bear investigation in terms of perceived 

effectiveness. In addition, conducting the study with other populations of senior citizens 

might yield different results. 

Wheeless, Barraclough, and Stewart based their categories on uses of power, so 

future compliance-gaining studies might want to address power more directly. Also 

warranted is a look at these compliance-gaining category systems in other media.  

Interestingly enough, since Cialdini developed his principles from observation of 

successful compliance-gaining behaviors, the study supported the effectiveness of all the 

categories as evidenced by the nonsignificant results which showed each category as 

being as effective as any other. Future research might consider an investigation of a 

possible hierarchy of these categories. 

The opportunity to observe the interaction between the subjects and technology 

generated many ideas on the part of the researcher. Future researchers might consider 
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studying other aspects of this population’s struggle with technology, but will have to act 

quickly because this will be the last generation to grow up without the lifetime influence 

of computers. 

Implications 

Banner ads as compliance-gaining tools are not very effective, and rely upon 

extremely high numbers of these ads to produce acceptable results. The apparent general 

proclivity for ignoring these ads brings into question even their branding value. This 

question as to the effectiveness of banner ads seems to force marketers to create more 

invasive forms of Internet advertising to get their messages heard. Pop-up ads that won’t 

go away, e-mail advertising of all kinds, and opt-out rather than opt-in marketing 

strategies sometimes make using the Internet to search for information or read e-mail an 

unpleasant experience. While this situation might call for something analogous to the 

“billboard reduction ordinance” proposed in Los Angeles in 2001, the hands-off nature of 

the Internet will probably make that impossible. 

SUMMARY 

The current study endeavored to examine the types of compliance-gaining 

messages used in banner ads aimed at senior citizens and to see whether those messages 

were effective with their intended audience. Importantly, the research revealed that 

advertisers and targets differed in their conceptions of what types of messages would be 

effective. Suggestions were made for both advertisers and senior citizens based on the 

research. While much still remains to be learned by advertisers and others as to the likes 

and dislikes of this population, the current work has shown the researcher that the 
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intersection of senior citizens with compliance-gaining is viable research crossroad at 

which to stand. 
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APPENDIX A 

FALBO’S TAXONOMY WITH DEFINITIONS AND EXAMPLES 



 

96 

 

Strategy Definition Example 

Assertion Forcefully asserting one’s 

way. 

I voice my wishes loudly. 

Bargaining Explicit statement about 

reciprocating favors and 

making other two-way 

exchanges. 

I tell her that I’ll do 

something for her if she’ll 

do something for me. 

Compromise Both agent and target give 

up part of their desired 

goals in order to obtain 

some of them. 

More often than not we 

come to some sort of 

compromise, if there is a 

disagreement. 

Deceit Attempts to fool the target 

into agreeing by the use of 

flattery or lies. 

I get my way by doing a 

good amount of fast 

talking and sometimes by 

some white lies. 

Emotion-agent Agent alters own facial 

expression. 

I put on a sweet face. I try 

to look sincere. 
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Strategy Definition Example 

Emotion-target Agent attempts to alter 

emotions of target. 

I try to put him in a good 

mood. 

Evasion Doing what one wants by 

avoiding the person who 

would disapprove. 

I got to read novels at 

work as long as the boss 

never saw me doing it. 

Expertise Claiming to have superior 

knowledge or skill. 

I tell them I have a lot of 

experience with such 

matters. 

Fait accompli Openly doing what one 

wants without avoiding 

the target. 

I do what I want anyway. 

Hinting Not openly stating what 

one wants; indirect 

attempts at influencing 

others. 

I drop hints. I subtly bring 

up a point. 

Persistence Continuing in one’s 

influence attempts or 

repeating one’s point. 

I reiterate my point. I keep 

going despite all obstacles.
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Strategy Definition Example 

Persuasion Simple statements about 

using persuasion, 

convincing, or coaxing. 

I get my way by 

convincing others that my 

way is best. 

Reason Any statement about using 

reason or relational 

argument to influence 

others. 

I argue logically. I tell all 

the reasons why my plan 

is best. 

Simple Statement Without supporting 

evidence or threats, a 

matter-of-fact statement of 

one’s desires. 

I simply tell him what I 

want. 

Thought manipulation Making the target think 

that the agent’s way is the 

target’s own idea. 

I usually try to get my way 

by making the other 

person feel that it is his 

idea. 
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Strategy Definition Example 

Threat Stating that negative 

consequences will occur if 

the agent’s plan is not 

accepted. 

I’ll tell him I will never 

speak to him again if he 

doesn’t do what I want. 

Note. From “Multidimensional scaling of power strategies” by T. Falbo, 1977, Journal of 

Personality and Social Psychology, 35, p. 540. Copyright 1977 by publisher. Adapted 

with permission
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APPENDIX B 

FALBO AND PEPLAU’S TAXONOMY WITH DEFINITIONS AND EXAMPLES
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Strategy Definition Example 

Asking Agent makes a simple 

request. 

I ask him to do what I 

want. 

Bargaining Agent does something for 

target if target will 

reciprocate. 

We usually negotiate 

something agreeable to 

both of us. We 

compromise. 

Laissez-faire Agent takes independent 

action; does what he/she 

wants on own. 

We do our own thing. I 

just do it by myself. 

Negative affect Agent expresses negative 

feelings 

I pout or threaten to cry if 

I don’t get my way. 

Persistence Agent continues trying to 

influence. 

I repeatedly remind him of 

what I want until he gives 

in. 

Persuasion Agent literally reports 

using “persuasion.” 

I try to persuade him my 

way is right. 
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Strategy Definition Example 

Positive affect Agent expresses positive 

affect. 

I smile a lot. I am 

especially affectionate. 

Reasoning Agent uses reason or 

logical arguments. 

I reason with her. I argue 

my point logically. 

Stating importance Agent tells target how 

important the request is. 

I tell him how important it 

is to me. 

Suggesting Agent makes suggestions 

or hints. 

I drop hints. I make 

suggestions. 

Talking Agent literally reports 

talking or having a 

discussion with partner. 

We talk about it. We 

discuss our differences 

and needs. 

Telling Agent makes a direct 

statement of desired 

outcome. 

I tell her what I want. I 

state my needs. 
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Strategy Definition Example 

Withdrawal Agent withdraws 

affection, grows silent, 

becomes cold and distant. 

I clam up. I become silent. 

Note. From “Power strategies in intimate relationships” by T. Falbo and L. A. Peplau, 

1980, Journal of Personality and Social Psychology, 38, p. 621. Copyright 1980 by 

publisher. Adapted with permission. 
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APPENDIX C 

SCHENCK-HAMLIN, WISEMAN, AND GEORGACARAKOS’ TAXONOMY WITH 

DEFINITIONS AND EXAMPLES



 

105 

 

Strategy Definition Example 

STRATEGIES BASED ON SANCTIONS 

Ingratiation Actor’s proffered goods, 

sentiments, or services 

precede the request for 

compliance. 

“Apple polishing,” 

“brown-nosing,” and 

favor-doing 

Promise Actor’s proffered goods, 

sentiments, or services are 

promised the target in 

exchange for compliance. 

Trading off, log rolling, or 

Finding a “middle of the 

road” solution. 

Debt Actor recalls obligations 

owed him or her as a way 

of inducing the target to 

comply. 

“After all I’ve done for 

you…” 

Esteem Target’s compliance will 

result in automatic 

increase of self-worth. 

“Just think how good you 

will feel if you would do 

this.” 
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Strategy Definition Example 

Allurement Target’s reward arises 

from persons other than 

the actor or target. 

“You’ll always have their 

respect.” 

Aversive Stimulation Actor continuously 

punishes target making 

cessation contingent on 

compliance. 

Pouting, sulking, crying, 

and acting angry. 

Threat Actor’s proposed actions 

will have negative 

consequences for the 

target if he or she does not 

comply. 

Black-mailing or the 

suggestion of firing, or 

breaking off a friendship. 

Guilt Target’s failure to comply 

will result in automatic 

decreases of self-worth. 

Areas of inadequacy 

might include professional 

ineptness, social 

responsibility, or 

ethical/moral 

transgressions. 
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Strategy Definition Example 

Warning Target’s punishment arises 

from persons other than 

the actor or target. 

“You’ll make the boss 

unhappy” and “What will 

the neighbors say?” 

STRATEGIES BASED ON NEED 

Altruism Actor requests the target 

to engage in behavior 

designed to benefit the 

actor rather than the 

target. 

“It would help me if you 

would do this” and “Do a 

favor for me.” 

STRATEGIES BASED ON EXPLANATION 

Direct request The actor simply asks the 

target to comply. 

“If I were you, I would...” 

and “Why don’t you think 

about...” 

Explanation One of several reasons are 

advanced for believing or 

doing something. 

“I know from experience” 

and “Everything points to 

the logic of this step.” 
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Strategy Definition Example 

Hinting Actor represents the 

situational context in such 

a way that the target is led 

to conclude the desired 

action or response. 

“It sure is hot in here” 

STRATEGIES BASED ON CIRCUMVENTION 

Deceit Actor gains target’s 

compliance by 

intentionally 

misrepresenting the 

characteristics or 

consequences of the 

desired response. 

“By doing this, you’ll be 

handsomely rewarded,” 

but the actor does not have 

the ability to give that 

reward. 

Note. From “A model of properties of compliance-gaining strategies” by W. J. Schenck-

Hamlin, R. L. Wiseman and G. N. Georgacarakos, 1982, Communication Quarterly, 30, 

p. 95. Copyright 1982 by publisher. Adapted with permission
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APPENDIX D 

RULE AND BIZANZ TAXONOMY OF METHODS
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Method Definition Example 

Ask (Directly or 

Indirectly) 

 Persuader (P) asks directly or 

by a method like hinting for 

Target’s (T’s) cooperation. No 

reason is given. 

P casually mentions the topic so 

that T is not aware that P is 

fishing for the information. 

(Example of Indirect asking.) 

Invoke Role 

Relationship 

(Invoke a 

Theme) 

Mention of an existing role 

relationship is used to elicit 

cooperation. 

P says T isn’t a true friend if s/he 

won’t give into P. 

Inform Personal 

Reason 

A personal reason is given 

relevant to P or T to elicit 

cooperation. It is a selfish 

appeal. 

P tells T how much he needs the 

object. 

Bargain Object Offering a highly desired 

physical object (could be 

money) in exchange for 

cooperation. Could be called a 

bribe. 

P offers to pay T. 
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Method Definition Example 

Bargain Favor Offering or collecting on a 

favor in exchange for 

cooperation. 

P offers to do something else in 

return. 

Threaten Indicating the negative 

consequences of not 

cooperating. 

P threatens to reveal some deep 

dark embarrassing secret about T 

to someone special. 

Force P overpowers T physically or 

goes over T’s head socially. 

P hits T, grabs the object, and 

runs. 

Invoke Altruism A reason is given for 

cooperation that expresses an 

unselfish interest in the welfare 

of others or T. 

P tells T that T’s habit bothers 

other people or is bad for T’s 

health. 

Invoke Norm An appeal is made to a social 

norm to elicit cooperation. 

P tells T that the item is the in 

thing; everyone has one. 

Invoke Moral 

Principle 

An appeal is made to a moral 

value to elicit cooperation. 

P convinces T that T would be 

doing the “right” thing. 

Invoke Personal 

Expertise 

P provides facts or evidence 

intended to elicit T’s 

cooperation. 

P shows T results of buying it 

(e.g., car–shows low mileage, 

how it’ll save money on public 

transportation). 
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Method Definition Example 

Butter-up Before asking, P attempts to 

make T feel wonderful or 

important. 

P tells T how nice T looks today 

and asks if T has lost some 

weight. 

Criticize Before asking, P attacks T on a 

personal level–making T feel 

terrible or insignificant. 

P says “You’re so lazy - you 

never want to do anything.” 

Emotional 

Appeals 

Examples include begging, 

crying, tantrums, etc., designed 

to elicit T’s cooperation. 

P sulks, hoping T will feel guilty. 

Deceive P misleads T to elicit 

cooperation 

P lies to T about the 

circumstances. 

Note. From “Goals and strategies of persuasion: A cognitive schema for understanding 

social events” by G. B. Rule, & G. L. Bisanz, 1987, Social Influence: The Ontario 

symposium (Vol. 5), p. 185-206. Copyright 1987 by Erlbaum. Adapted with permission. 
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APPENDIX E 

LEVINE AND WHEELESS’ LIST OF COMPLIANCE-GAINING 

TACTICS AND EXAMPLES
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TACTIC EXAMPLE 

Allurement I told the individual compliance could result in a circumstance in 

which other people become satisfied, pleased, or happy; the 

positive attitudes would be beneficial to that individual. 

Altercasting  

(Negative) 

I indicated that only a person with “bad” qualities would not 

comply. 

Altercasting 

(Positive) 

I indicated that only a person with “good” qualities would 

comply. 

Altruism I requested the other individual to engage in behavior designed 

to benefit me rather than the other individual. 

Audience Use In front of others, I asked the individual to engage in the desired 

behavior. 

Aversive 

Stimulation 

I continuously punished the individual, making stopping 

punishment contingent upon compliance. 

Coercion I indicated I would call the appropriate authorities and have 

them take care of things. 

Communicator 

Image 

I tried to maintain or establish a positive image in the eyes of the 

individual. 
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TACTIC EXAMPLE 

Cooperation I offered to work together with the individual in order to gain 

compliance. 

Debt I let the individual know that he/she owed me compliance 

because of past favors. 

Direct request I simply asked the individual to comply. 

Disclaimer I very nicely asked the individual to comply and explained I 

didn’t want to be pushy but I had to ask. 

Duty I reminded the individual that it was his/he duty because others 

were relying on him/her. 

Emotional appeal I got angry and demanded the individual comply. 

Empathic 

understanding 

I indicated an understanding of the individual’s point of view. 

Esteem  

(Negative) 

I told the individual that people he/she values would think worse 

of the individual if he/she did not comply. 

Esteem 

(Positive) 

I told the individual that people he/she values would think better 

of the individual if he/she did comply. 

Expertise I claimed to possess knowledge of the subject at issue. 
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TACTIC EXAMPLE 

Expertise I said that if the individual did not comply, he/she would be 

punished because of “the nature of things.” 

Expertise 

(Positive) 

I said that if the individual did not comply, he/she would be 

rewarded because of “the nature of things.” 

Extended expertise I got someone else whom this person respects to ask him/her for 

me. 

Explanation I indicated the reason for complying was based on evidence or 

on my own credibility. 

Feedback I told the individual to comply so I would know if he/she 

understood how to do it. 

Flattery I complimented the individual to get him/her in the right frame 

of mind. 

Guilt I let gingival now that failure to comply would result in 

automatic decrease in his/her self-worth. 

Inaction In actuality, I didn’t say a word in the situation. 

Ingratiation I offered goods, services, or affection which preceded my 

request for compliance. 
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TACTIC EXAMPLE 

Justification for 

Action 

I explained the consequences of compliance or noncompliance. 

Liking I was friendly and helpful to get the individual in “good frame of 

mind” so that he/she would comply with my request. 

Manipulation I got the individual in a good mood or I was especially charming 

or pleasant before bringing up the request. 

Modeling I told the individual that it was what people he/she admires were 

doing. 

Moral Appeal 

(Negative) 

I told the individual that he/she would be immoral if he/she did 

not comply. 

Moral Appeal 

(Positive) 

I indicated to the individual that he/she would be moral if he/she 

complied. 

Negotiation I offered to compromise for compliance. 

Non-Negotiation I refused to listen and kept repeating my point of view until the 

individual complied. 

Normative Rules I told the individual that the majority rules and everyone must 

comply. 
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TACTIC EXAMPLE 

Personal 

Responsibility 

I informed the individual that it was his/her obligation to do 

his/her share. 

Personal Rejection I withheld affection, ignored, or otherwise rejected the 

individual until he/she complied. 

Pre-Giving I rewarded the individual before requesting compliance. 

Pressure for Action I commanded or otherwise pressured the individual for 

compliance. 

Promise I promised to reward the individual if he/she complied. 

Punishment from 

Others 

I told the individual if he/she did not comply, others would 

dislike him/her. 

Reason I politely asked the individual to comply and explained my 

reasons for making the request. 

Receiver Image 

(Negative) 

I created a negative image of the non-compliant individual. 

Receiver Image 

(Positive) 

I created a positive image of the compliant individual. 

Relationship 

(Negative) 

I forced the individual to listen or I began or ended the message 

on a negative note. 
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TACTIC EXAMPLE 

Relationship 

(Positive) 

I appealed to the individual’s love and/or affection for me to get 

compliance. 

Self-Feeling 

(Negative) 

I said the individual would feel worse about self if he/she did not 

comply. 

Self-Feeling 

(Positive) 

I said the individual would feel better about self if he/she did 

comply. 

Simple Statement I simply told the individual what was needed/wanted. 

Suggestion for 

Negative 

Alternatives 

I suggested that if the individual did not comply, he/she would 

be given some negative alternative. 

Threat I threatened to punish the individual if he/she did not comply. 

Warning I told the individual that noncompliance could lead to a 

circumstance in which other people would become embarrassed, 

offended, or hurt; resulting negative attitudes would have 

harmful consequences for the individual. 

Note. From “Cross-situational consistency and use/nonuse tendencies in compliance-

gaining tactic selection” by T. R. Levine and L. R. Wheeless, 1990, The Southern 

Communication Journal, p. 1-11. Copyright 1990 by publisher; and The situation and the 

individual as factors influencing the selection of interpersonal compliance-gaining 
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tactics by T. R. Levine, 1986, College of Arts and Sciences, West Virginia University. 

Unpublished Master’s Thesis. Copyright 1986 by author. Adapted with permission.
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APPENDIX F 

WEB SITES VISITED FOR PILOT STUDY
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Web Site Address 

AARP Webplace http://www.aarp.org 

Access America for Seniors http://www.seniors.gov 

Age of Reason http://www.ageofreason.com 

AgeLight http://www.agelight.org 

AgeVenture Mature Market Lifestyle 

News 

http://www.demko.com 

Baby Boomer HeadQuarters http://www.BBHQ.com 

Back to the Fifties (and Sixties) http://www.rhs51.com/menu2.htm  

Baylor Health Care System Website http://www.baylordallas.edu/55plus 

Buick.com http://www.regal.com/regal/index.html  

Elderhostel http://www.elderhostel.org 

Geezer Brigade http://www.thegeezerbrigade.com/  

Gold Violin http://www.goldviolin.com 

Grand Times Seniors’ Site http://www.grandtimes.com 

GrandmaBetty.com http://www.grandmabetty.com 
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Web Site Address 

Huffington Center on Aging/ Baylor 

College of Medicine 

http://www.hcoa.org/hcoacme/default.htm 

igrandparents.com http://www.igrandparents.com 

Mature Smart http://www.maturesmart.com 

MatureLogic.com http://www.maturelogic.com 

Reminisce Magazine http://www.reminisce.com 

Sageport! http://www.sageport.com 

Senior Community Service Employment 

Program 

http://www.wdsc.org/owprog 

Senior Corps http://www.seniorcorps.org 

Senior Resource Guide http://www.tdoa.state.tx.us/resguide.htm  

SeniorCom http://www.senior.com 

SeniorNet http://www.seniornet.org 

Seniors Best Websites http://www.seniorsbest.com 

Seniors-Site.com http://www.seniors-site.com 

SENIORSTORE.COM http://www.seniorstore.com 

SeniorWorld Online http://www.seniorworld.com  

ThirdAge http://www.thirdage.com  
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Web Site Address 

Widownet http://www.widownet.org  
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APPENDIX G 

WEB SITES VISITED IN THE STUDY
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Web Site Address 

"SENIOR CITIZEN"  http://www.fortunecity.com/meltingpot/la

mar/1201/id42.htm 

A Note From A Senior Citizen  -  Jokes-

Funnies...  

http://www.unwind.com/jokes-

funnies/oldage/note.shtml 

A Retirement Paradise--Parkside 

Meadows Retir...  

http://www.parkside.org 

A Senior Citizen Resource - Senior 

Citizens o...  

http://www.online96.com/seniors 

AAA Home Page  http://www.aaahot.org 

AARP Webplace  http://www.aarp.org 

Access America for Seniors  http://www.seniors.gov 

Accessing the Senior Citizen Student., 

Clavn...  

http://ericae.net/ericdb/ED349067.htm 

Active Living  http://activelivingtv.com 

Adusa.com  http://www.adusa.com 

Age of Reason  http://www.ageofreason.com/ 

homepage.htm 

Age of Reason.com If You Build It, They http://www.wiredseniors.com/ageofreason 
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Web Site Address 

Will ...  

AgeLight  http://www.agelight.org 

AgeVenture Mature Market Lifestyle 

News - Tre...  

http://www.demko.com 

Alpha Kappa Alpha Sorority - Lambda 

Epsilon O...  

http://www.accessatlanta.com/community/

groups/akaleo/Senior_Citizen_Activ.html 

An Extend A Hand Grab Bar Helping 

Independent...  

http://www.extendahand.com 

Articles - Senior Citizen’s Guide to 

Pittsburgh  

http://www.spindlepub.com/scg/articles/co

ntents.htm 

Ashtabula  http://www.ashtabulacounty.net 

Baby Boomer HeadQuarters  http://www.BBHQ.com 

Back to the Fifties (and Sixties) http://www.rhs51.com/menu2.htm 

Bakersfield California - Bakersfield 

Californ...  

http://www.bakersfieldcalifornia.org 

Baylor Health Care System Website  http://www.baylordallas.edu/55plus 

Buick.com  http://www.regal.com/regal/index.html 

Capitol Alert: Senior citizen groups call 

Pro...  

http://www.capitolalert.com/news/old/cap

alert02_20001017.html 
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Web Site Address 

Chat - Today’s Chat Schedule  http://www.thirdage.com/chat/schedule.ht

ml 

Commitment’s Age Power senior citizen 

chat an...  

http://www.committment.com/agepower.h

tml 

Concerned Senior Citizen Network  http://senior-citizen.freeyellow.com 

Dinosaur World, Tampa, Florida, world’s 

large...  

http://www.dinoworld.net 

Elderhostel  http://www.elderhostel.org 

ElderWeb Welcome Page  http://www.elderweb.org 

Estero High prepares senior (citizen) prom http://www.naplesnews.com/01/03/bonita/

d521164a.htm 

fifty plus clothes for over 50’s 60’s senior  http://www.fiftyplus.99uk.co.uk/fifty-

plus/htdocs/index.asp 

FirstGov for Seniors Home Page  http://www.seniors.gov 

Geezer Brigade  http://www.thegeezerbrigade.com 

Generations on Line  http://www.generationsonline.com 

Generations Together: An 

Intergenerational S...  

http://www.gt.pitt.edu 

Geriatrics, Senior Citizen, Nursing Home http://www.nursingexperts.com/humor/ger
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Web Site Address 

Humo...  iatrics.senior.citizen.humor.htm 

Gold Violin: Thoughtfully Designed 

Products f...  

http://www.goldviolin.com 

Grand Times Seniors’ Site  http://www.grandtimes.com 

GrandmaBetty.com  http://www.grandmabetty.com 

Grannyville.com: A Friendly place on the 

web...  

http://www.grannyville.com 

Gunman kills 2 at senior-citizen high-rise  http://seattlep-

i.nwsource.com/national/shot19.shtml 

hdbhousing.com  http://www.hdbhousing.com 

HealthandAge, from the Novartis 

Foundation for...  

http://www.healthandage.com/index.jsp 

Home Exchange (dot) Com, The premier 

internat...  

http://www.homeexchange.com 
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Web Site Address 

How To Obtain a National Park Entrance 

Passpo...  

http://usparks.about.com/c/ht/00/07/How_

Obtain_National_Park0962933739.html 

Huffington Center on Aging/Baylor 

College of Medicine  

http://www.hcoa.org/hcoacme/default.htm 

HYPERVILLE - Senior Citizen Services 

& Resources  

http://www.hyperville.com/senior.html 

igrandparents.com  http://www.igrandparents.com 

Information for the Senior Citizen  http://www.financeadvocate.com/senior.ht

m 

Internet and Older Adults  http://pr.aoa.gov/naic/Notes/internet&adul

ts.html 

JS Online: United Way to honor teen, 

senior c...  

http://www.jsonline.com/news/wauk/feb0

0/awards23022200a.asp 

K12 - Senior Citizen Connection  http://www.mecca.org/K12-SENIOR/k12-

senior.html 

Knights Inn Offers 10% Senior Citizen 

Discount  

http://www.smarterliving.com/senior/hotel

/Knights20010109.1.html 

LAS VEGAS RJ:LIVING: ‘Senior 

Citizen’s Specia...  

http://www.lvrj.com/lvrj_home/2000/Oct-

05-Thu-2000/living/14529025.html 
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Web Site Address 

Masterwork Chorus to sing for senior 

citizen ...  

http://www.bergen.com/community/chorus

04199903110.htm 

MatureLogic.com - Home Page  http://www.maturelogic.com 

MHA’s - Senior Citizen Housing 

Application  

http://www.expage.com/page/seniorapp 

Milton Bowling Center On-Line Home 

Page  

http://www.miltonbowling.com 

MusicTownUSA, Piano and Music 

Instrument Dire...  

http://www.musictownusa.com 

New Choices  http://www.rd.com/newchoices 

Party411 - NEED IDEAS/ACTIVITIES 

for senior c...  

http://www.party411.com/forumparty2/me

ssages/245.html 

Reminisce Magazine  http://www.reminisce.com 

Resources  http://www.hcoa.org/resource.htm 

Restaurants & Institutions: Silver 

Service.(f...  

http://www.findarticles.com/cf_dls/m3191

/9_109/54836493/p1/article.jhtml 

retired senior citizen resource for seniors 

n...  

http://www.goldensurf.com 

Retirement Matters - the UKs premier http://www.retirement-matters.co.uk 
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Web Site Address 

online s...  

Savvy Syber Seniors Seeking Sites Serious http://www.geocities.com/HotSprings/340

9 

Senior Citizen  http://www.probay.com/seniors.htm 

Senior Citizen - Comedy & Humor - 

http://maxp...  

http://www.maxpages.com/archive1/SrCiti

zen 

Senior Citizen - Problems  http://www.larsplace.com/humor/f9.htm 

Senior Citizen Campus Development  http://yahot.hypermart.net/senctr.html 

Senior Citizen Care in Arkansas by 

WRAAA.  

http://www.wraaa.com 

Senior Citizen Club  http://www.stmarkevangelist.com/seniorci

tizen.htm 

Senior Citizen Fitness: Senior Journal  http://www.seniorjournal.com/Fitness.htm 

Senior citizen groups fight over 

SBC/Ameritec...  

http://www.nwfusion.com/news/1999/071

4seniors.html 

Senior Citizen Information  http://www.url-

surfer.com/seniors/co/denver.htm 

Senior Citizen Links  http://www.rosecrafts.com/angelbleu/senio

rlink.htm 
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Web Site Address 

Senior Citizen Services Uncle Webster  http://sonoma.unclewebster.com/govern/se

bastopol/seniorservices.shtml 

Senior Citizen to Herself  http://barbarahewin.freeyellow.com/Senior

Citizen.htm" 

Senior Citizen Website.Com Welcomes 

Adults Ov...  

http://modernsenior.net 

Senior Citizen!!!!!!!!!  http://www.seniordads.fsnet.co.uk/seniord

ads/features/citizen/ 

Senior Citizen’s Resource Center  http://www.1america.com/webs/senior_cit

izens.htm 

Senior Citizens  http://www.nationalsales-

services.com/Online/SeniorCitizens/senior

frame.htm 

Senior Citizens’ Home Page  http://www.intecon.com/senior/ 

Senior Community Service Employment 

Program (...  

http://www.wdsc.org/owprog 

Senior Corps  http://www.seniorcorps.org 

Senior Health  http://seniorhealth.about.com 

Senior information and senior citizen http://www.ageguide.org 
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Web Site Address 

resourc...  

Senior Job Bank, Ability is Ageless, Non-

Profit  

http://www.seniorjobbank.com 

Senior Living, Retirement Planning, 

Seniors C...  

http://www.springstreet.com/seniors/index

.jhtml 

Senior Resource Guide  http://www.tdoa.state.tx.us/resguide.htm 

SeniorCenter.com Homepage  http://www.seniorcenter.com 

SeniorCitizens.Com : Follow Your Desire 

: Enj...  

http://www.seniorcitizens.com 

SeniorCom - The Best Online Community 

for Senio…  

http://www.senior.com/ms/login.asp?URI

=/ 

Seniorhighway Senior Citizen Web 

Directory  

http://www.seniorhighway.com 

Seniorhighway Senior Citizen Web 

Directory  

http://www.seniorhighway.com 
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Web Site Address 

SeniorNet: Computers and Internet 

Education for…  

http://www.seniornet.org 

Seniors Best Websites - Quality Seniors 

Links...  

http://www.seniorsbest.com 

Seniors-Site.com  http://www.seniors-site.com 

Seniors-Site.com -- for adults 50+ (senior 

ci...  

http://seniors-site.com 

SeniorsSearch  http://www.seniorssearch.com 

SENIORSTORE.COM Birthday gifts, gift 

ideas &...  

http://www.seniorstore.com 

Seniorsuperstores  http://www.seniorsuperstores.com 

SeniorSurfers - Home Page  http://seniorsurfers.com 

SeniorWorld Online  http://www.seniorworld.com 

Shalom Retirement Hotel -- 

www.shalomhotel.co...  

http://www.shalomhotel.com 

The AnswerSleuth’s Senior Citizen 

Websites  

http://answersleuth.com/questions/senior_

citizen_websites.shtml 
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Web Site Address 

The Australian Senior Citizen  http://members.ozemail.com.au/~wilber/as

c.htm 

ThirdAge  http://www.thirdage.com 

ThirdAge - Tech - The ThirdAge Internet 

Glos...  

http://www.thirdage.com/features/tech/glo

ssary 

ThirdAge Print Item  http://www.thirdage.com/cgi-

bin/NewsPrint.cgi 

Today’s Seniors-News for the Senior 

Citizen  

http://www.todaysseniors.com 

Total Living Choices: Choices for Seniors  http://www.tlchoices.com 

Tour # 12 Senior Citizen Tour Results  http://stlouis.missouri.org/ListeningTour/T

ourResults/tour12results.htm 

Travel-Finder: Senior Citizen or Retired  http://www.travel-

finder.com/search/Senior_Citizen_or_Reti

red.html 

Welcome  http://www.retire.net 

Welcome to Mature Smart  http://www.maturesmart.com 
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Web Site Address 

Welcome to Sageport! -- Corporate Web 

Site  

http://www.sageport.com 

Widownet  http://www.widownet.org 

Worldwide Seniors  http://www.wwseniors.com/cgi-

bin/index.pl 

Yahoo! Business and Economy>Shopping 

and Serv...  

http://au.yahoo.com/Business_and_Econo

my/Shopping_and_Services/Travel_and_T

ransportation/Tour_Operators/wp_a.html 

Yahoo! Health>Diseases and 

Conditions>Gamblin...  

http://au.yahoo.com/Health/Diseases_and_

Conditions/ 

Gambling_Addiction 

Zelgo Seniors - Information for Seniors on 

th...  

http://www.zelgo.com 
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APPENDIX H 

SENIOR CITIZEN SURVEY 
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Demographic Questions 
 
Note: These sensitive questions can help me to 
understand the needs of current users of the World 
Wide Web –they are not intended to offend. 
 
–––––––––––––––––––––––––––- 
D1. What is your gender? 

 Female 
 Male 

–––––––––––––––––––––––––––- 
D2. What is your age? _____ 
–––––––––––––––––––––––––––- 
D4. What is your primary language? (the one you 
speak most of the time) _________________________ 
–––––––––––––––––––––––––––- 
D5. What is your Race? 

 White 
 Hispanic or Latino 
 Black or African American 
 American Indian and Alaska Native 
 Asian 
 Native Hawaiian and Other Pacific Islander 
 Some other race 

–––––––––––––––––––––––––––- 
D6. Please indicate the highest level of education 
you have completed. 

 Less than 9th grade 
 9th to 12th grade, no diploma 
 High school graduate 
 Some college, no degree 
 Associate degree 
 Bachelor’s degree 
 Graduate or professional degree 

–––––––––––––––––––––––––––- 
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D7. Please indicate your current economic status. 
 Very well off financially 
($100,000 or more) 

 Relatively well off 
($50,000–$99,999) 

 Just average 
($25,000–$49,999) 

 A little below average financially ($10,000–$24,999) 
 A lot below average 
(under $10,000) 

–––––––––––––––––––––––––––- 
D8. Which of the following best describes the area 
you live in? 

 Urban 
 Suburban 
 Rural 

–––––––––––––––––––––––––––- 
D9. Have you ever used a computer? 

 yes 
 no 

–––––––––––––––––––––––––––- 
If “yes,” complete the following questions. If “no” 
please wait for further instructions. 
 
D10. How long have you been using the Internet or 
the World Wide Web? 

 Less than 6 months 
 6 to 12 months 
 1 to 3 years 
 4 to 6 years 
 7 years or more 

–––––––––––––––––––––––––––- 
D11. How comfortable do you feel using the Internet 
or World Wide Web? 

 Very comfortable 
 Somewhat comfortable 
 Neither comfortable nor uncomfortable 
 Somewhat uncomfortable 
 Very comfortable 

–––––––––––––––––––––––––––- 
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Ad Specific Questions: 
 
LOOK AT THE AD ON THE SCREEN AND MARK YOUR 
AGREEMENT WITH EACH STATEMENT BELOW: 
A1. I like this advertisement. 

 Strongly agree (5) 
 Agree (4) 
 Don’t know (3) 
 Disagree (2) 
 Strongly disagree (1) 

–––––––––––––––––––––––––––- 
A2. I understand what the advertisement is trying 
to say. 

 Strongly agree (5) 
 Agree (4) 
 Don’t know (3) 
 Disagree (2) 
 Strongly disagree (1) 

–––––––––––––––––––––––––––- 
A3. I would likely click on this advertisement if I 
saw it on a Web page. 

 Strongly agree (5) 
 Agree (4) 
 Don’t know (3) 
 Disagree (2) 
 Strongly disagree (1) 

––––––––- 
A4. People would likely buy the product or service 
the advertisement is promoting. 

 Strongly agree (5) 
 Agree (4) 
 Don’t know (3) 
 Disagree (2) 
 Strongly disagree (1) 

––––––––- 
A5. This is an effective advertisement. 

 Strongly agree (5) 
 Agree (4) 
 Don’t know (3) 
 Disagree (2) 
 Strongly disagree (1) 

––––––––- 
A6. Most people would likely click on this 
advertisement if they saw it on a Web page. 

 Strongly agree (5) 
 Agree (4) 
 Don’t know (3) 
 Disagree (2) 
 Strongly disagree (1) 

––––––––- 
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Note: There will be six copies of this sheet attached to the demographic portion of the 
survey. Each sheet will be used with one randomly assigned banner ad from each 
of Cialdini’s (Cialdini, 1987) six categories. The randomly assigned banner ads 
will be viewed on a computer screen with the help of several assistants. 
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