
 
 

 HUB  

 HUB RESEARCH PAPER 
 

 

 
     The Effectiveness of Slow and Fast  

paced TV Commercials:  
some Experimental Empirical Results 

 
 
 

Irene Roozen and Kristin Blondé 

 
 

HUB RESEARCH PAPER 2007/19. 
SEPTEMBER  2007 

 
Hogeschool – Universiteit Brussel 
 
Stormstraat 2, 1000 Brussel, Belgium 
T: +32 2 210 12 11       F: + 32 2 217 64 64 

 

 



The Effectiveness of Slow and Fast paced TV Commercials: some Experimental Empirical 

Results 

 

Irene Roozen 

Assistant Professor – Department Marketing 

PhD – University of Antwerp, Belgium 

Vlekho-Business School - Associated with Catholic University Leuven 

Irene.Roozen@vlekho.wenk.be 

336 Rue Royal 

1030 Brussels 

Belgium 

Tel: +32-2-221.12.96 

Fax +32-2-219.78.79 

 

 

Kristin Blondé 

PhD-Assistant – Department Marketing 

Vlekho-Business School - Associated with Catholic University Leuven 

Kristin.Blonde@vlekho.wenk.be 

336 Rue Royal 

1030 Brussels 

Belgium 

 

 



 2 

The Effectiveness of Slow and Fast paced TV Commercials: some Experimental Empirical 

Results 

 

Abstract 

The main objective of this paper is analyse the influence of age and experience of fast- and 

slow visual information processing on the brand awareness and comprehension of TV 

commercials. The results indicate that age has a negative influence on the awareness. The 

results also indicate that consumers with significantly more experience with processing of fast 

visual information have a significantly higher score on the comprehension of ‘fast’ TV 

commercials. This effect is not pronounced for slow paced TV commercials. This suggests 

that if the advertiser has to choose the best choice will be a fast paced commercial. 
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Introduction and Overview of the Literature 

One of the consequences of our changing daily lives is that the amount of (visual) information 

we are exposed to is increasing. Statistics show that the number of minutes we are watching 

television, playing computer games and surfing on the internet and using our mobile phone is 

still growing (Eurostat, 2007; Federale Overheidsdienst Economie, 2006; Federaal Planbureau, 

2006; Vandewater et al., 2007). Consequently, our exposure to commercial information is also 

increasing (Studiedienst van de Vlaamse Regering, 2006). It is, therefore, important to analyse 

if we can still process and comprehend all these commercial communications and if there are 

differences between viewers. 

 

Overview of the literature 

The overview of the literature will focus on (1) the comprehension of fast and slow paced TV 

commercials and (2) the influence of age and experience with visual information processing on 

the comprehension of fast and slow TV commercials. 

 

Comprehension of fast and slow paced TV commercials 

Comprehension of commercial communications is often defined as understanding what goes on 

in people’s minds when they are exposed to an advert or any form of marketing communication 

in response to it. This can include all kind of reactions (Percy and Rossiter, 2001). For 

measuring comprehension, research often refers to the ACCA or DAGMAR model of Colley 

(1961). In the psychology literature the processing of the information is widely analysed and the 

results are subsequently used by marketers. The literature shows that the hierarchy-of-effects 

models have dominated the marketing communications for the last decades. According to these 

models, consumers go through three different stages in responding to marketing 

communications. The first stage is the cognitive stage, followed by the affective stage and 
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finally the conative stage (Barry and Howard, 1990). This research is concentrated on the effect 

of marketing communications on the cognitive stage. During this stage consumers engage in 

mental (thinking) processes which lead to brand awareness and comprehension of commercial 

communicated. 

 

According to the limited capacity model of Lang (2000), comprehension of a television 

message involves the continuous and simultaneous operation of three parallel cognitive sub 

processes: encoding, storage and retrieval. This makes television viewing a complex and 

difficult cognitive task (Lang et al., 1999). New information from television messages is 

continuously attended to, encoded into working memory, processed, and stored. Previously held 

information, required to understand the message, is concurrently retrieved, associated with new 

information, and stored again. Information encoded earlier of the message is being stored and 

later information is being encoded. A viewer of a commercial message cannot encode and store 

all the information from the message and will therefore select which information in the message 

to encode, to process and to store. Consequently, the viewer, the medium and the content all 

affect how the message is processed. 

 

The processing of visual commercial information is becoming more and more important 

because of the increasing speed and complexity of visual information nowadays. The modern 

advertising industry uses more fast paced and complex messages (Rossiter and Bellman, 2005). 

Commercials on television are more and more produced in a ‘Music Television-style’: 

Commercials are presented in a rapid paced, multi-visual mode and often accompanied with 

upbeat music and other special effects. These commercials are designed in the hope of finding a 

perfect mix of visuals and advertisement copy that will “cut through the clutter and gain the 

attention of the television viewing audience” (Tse and Lee, 2001). 
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Advertisers intuitively believe that the ‘faster’ the better, which means that a higher speed at 

which the information is visually presented to the viewer for cognitive processing – the 

commercial pace – is better. However, there is very little academic research on this subject 

(Bolls et al. 2003).  

Rossiter and Bellman (2005) describe that slow- and fast paced TV commercials are equally 

good at holding attention, however, fast-cut commercials produce lower recall, and therefore 

less learning of the central message content. Bolls et al. (2003) found that the skin conductance 

responses – which gives an index of viewers’ arousal and orienting responses’ to advertising – 

are elicited significantly more in the fast paced advertisements than in slow-paced 

advertisements. The memory/recall score in their research was also significantly higher for the 

fast paced advertisements compared to the slow paced advertisements. Moreover, the recall of 

advertisement-related bits of information was higher for fast-paced advertisements than for 

slow paced advertisements. They have found no significant difference in heart rate during 

exposure to fast versus slow paced advertisements. 

In the Web environment, fast-animation ads also generate significantly greater arousal than 

slow-animation ads. However no significant differences were found for ad recognition scores 

(Sundar and Kalyanaraman, 2004). 

 

According to the limited capacity theory of processing, the viewers’ cognitive capacity for 

processing advertising stimuli is subject to limitations (Lang et al. 1999; Lang, 2000). Due to 

viewers’ limited processing capacity, one may expect that the fast paced commercials in some 

cases cause information overload for viewers and that they may not always be able to 

comprehend the numerous bits of visual information that are presented rapidly. On the other 

hand, the stimuli in fast paced commercials are stronger – the level of arousal is significantly 

higher – which can result in a higher attention level which, in turn, can ameliorate the 
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comprehension level. Lang et al. (1999) have found that pacing has generally increased 

recognition for calm messages, but resulted in a decrease in recognition for arousal messages, 

because the combination of arousal content and fast pace pushes the system into cognitive 

overload. 

 

Scott and Batra (2003) consider the discrepancy between the ‘real’ psychical world and the 

mental representations in the domain of visual processing and its implications for visual 

advertising. One of their main conclusions is that - contrary to Bolls et al. (2003) - broadcasting 

of ‘fast’ visual information has a negative effect on the awareness (recall and recognition) of 

brands shown in advertisements. 

 

The influence of age and experience with visual information processing on the 

comprehension of fast and slow TV commercials 

Science suggests that age and experience can influence information processing. According to 

medical science, today's students think and process information fundamentally differently than 

their predecessors (Prensky, 2001). Psychology research has also indicated that age has a 

significant influence on the information processing of commercial information (Scharps, 1998; 

Scharps and Gollin, 1998; Salthouse 1993; Salthouse, 1991). Older consumers have a lower 

score on brand awareness and comprehension of commercial communications. Salthouse (1991) 

has used the term ‘reduced processing resources’. However, he has found that the influence of 

age on cognition is not direct but indirect, whereby ‘speed of information processing’ was 

found as an explanation of the reciprocal correlation. Conversely, ‘knowledge and experience 

with the subject’ has a positive influence on information processing. This can also influence the 

relationship between age and cognition (Mackay and Abrams, 1996; Kolb and Wishaw, 2001). 

They suggest that experience with fast visual exposures can reduce this negative effect. This 



 7 

means that after seeing fast visual information, consumers with significantly more experience 

with fast visual information have a significantly higher score on brand awareness1 and 

comprehension of ‘fast’ TV commercials than consumers with less experience with fast visual 

information (and vice versa). 

 

The literature suggests that age tends to be negatively correlated with cognition, and experience 

with information positively. The literature of fast and slow paced commercials suggests that fast 

‘visual’ information experiences may have conflicting influences on the brand awareness and 

comprehension and that as a consequence, the net effect cannot be determined a priori. 

 

Research Questions 

Based on the introduction and the literature review, this research takes the speed of pacing of 

the TV commercials, the experience of visual information processing of the viewer and the age 

of the viewer into account. The main research questions are concerned with the influence of age 

and experience of visual information processing on brand awareness and comprehension of TV 

commercials as results of information processing. 

- Q1: Does age influence the brand awareness of TV commercials? 

- Q2: Is comprehension of fast paced TV commercials stronger than for slow paced TV 

commercials? 

- Q3: Does experience with watching ‘fast’ paced visual information processing influence 

the comprehension of ‘fast’ paced TV commercials (and vice versa)? 

 

 

 

                                                
1 The frequently used model of Lavidge and Steiner (1961) is used for measuring brand awareness. 
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Data Collection 

Two different experimental groups were exposed to the same TV- soap series with the same TV 

commercials. The first group consists of 116 Dutch speaking students of Flanders (Belgium) 

between 15-18 years: the digital ‘natives’ (M=16.91, SD=0.82; 44% male). The second group 

consists of 80 Dutch speaking subjects between 45-54 years: the digital ‘immigrants’ 

(M=49.58, SD=3.35; 50% male) (see Prensky, 2001). Prensky (2001) has introduced the terms 

digital natives and digital immigrants, because differences are related to whether a person grew 

up with or without fairly accessible electronic media. Those who did have been referred to by 

Prensky (2001) as digital natives while the rest who function within an ITC world are digital 

immigrants. As a result many major companies have adopted the vernacular of digital natives 

and digital immigrants (see for example the way Apple pushes its technologies into the 

education sector in the U.S.). 

 

For both age samples, the subjects were recruited at random and asked to watch the program 

(the TV-drama series with the TV commercials) on a monitor and fill out a questionnaire about 

the program. Before the programme was presented, the subjects were told that the research 

investigated the effectiveness of product placements. This was done to avoid a too strong focus 

on the TV commercials on the part of the respondents. A broadcast of an existing TV-drama 

series was used to maximize the external validity. The programme is not specifically targeted to 

a specific age group but widely appreciated in Flanders (Dutch speaking part of Belgium) by all 

age groups (CIM, 2007). Eventual carry-over effects of mood induced by the programme are 

taken into account by using the same programme for both experimental groups. The 6 TV 

commercials which were shown had - at time of the experiment (data collection February-April 

2006) - never been broadcasted on the Belgian TV-channels. 
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After 10 minutes the TV programme was interrupted by 3 different TV commercials, then the 

TV programme continued for another 10 minutes and at the end another 3 different TV 

commercials were shown. The products shown in the TV commercials belong to different 

product categories. The TV commercials were a mixture of 3 ‘fast’ and 3 ‘slow’ paced TV 

commercials, whereby the sequence of the fast and slow paced TV commercials was mixed. 

The classification of the TV commercials into ‘fast’ and ‘slow’ was based on the ‘speed’ and 

the ‘complexity’ of the TV commercials. A ‘fast’ paced TV commercial was defined as a TV 

commercial with a relatively high quantity of images in sequences, a relatively high score on 

discontinuity of sequences and a relatively high number of sequences. The classification was 

judged individually by 4 communication marketing experts. Their classification was similar to 

the theoretical classification of the 6 TV commercials on the basis of the amount of cuts of 

every commercial (the video scene changes that occur on average every half-second or faster). 

Rossiter and Bellman (2005) define that the average number of cuts in a 30-second TV 

commercial is 13, more than this is defined as a ‘fast cuts’ TV commercial. 

 

Immediately after exposure to the total transmission (about 23 minutes), the subject was asked 

to turn the page and to fill out the written questionnaire. 

 

Measurement Instruments 

The questionnaire started with questions about the subjects’ knowledge of the different brands 

which figured in the TV programme in order to keep up the invented objective of the research 

(product placements) and brand recall of the different TV commercials. On the second page 

questions were asked about the recognition of the different brands in the TV commercials. On 

the third page several questions about the individual TV commercials were asked. For each TV 

commercial the respondent was asked if he had seen this commercial before (and how often), if 
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the respondent had the impression that the TV commercial had a high variety of different 

images/pictures (Likert 7-point scale), if the respondent found the ‘speed’ of the TV 

commercial high (if the alternation of images/pictures was high, on a Likert 7-point scale) and if 

the respondent had difficulties to understand the TV commercial because of the language which 

was spoken in the commercial (for 5 out of 6 TV commercials the spoken language was English 

instead of Dutch). 

The comprehension of the TV commercial was measured by two aspects. First, the 

understanding of the message of the TV commercial was measured, 4 different messages were 

given while only 2 messages were correct. Second, a question was asked concerning the story 

of the TV commercial: what do you think is the story of the producer for this TV commercial? 

Also here, the responses of only 2 out of 4 stories were correct. At the end of the questionnaire, 

subjects were asked the amount of time they were watching television and the TV-channels they 

were watching (with their frequency). They were also asked the amount of time they spent on 

the internet (and reasons for using internet) and the time they spent on playing computer games 

during the week. 

 

Research Results 

Before investigating the research questions, the research design for the slow and fast paced TV 

commercials which we were included in this study were tested.. For this purpose, it was 

analysed if the TV commercials used in the experiment were also perceived as ‘fast’ and ‘slow’ 

paced TV commercials by the different experimental groups. In Table 1 the results for the 

different TV commercials which were selected for the experiment were tested for their 

perceived slow/fast value. In this table the total score for the 3 ‘fast’ and the 3 ‘slow’ paced TV 

commercials is given (which were given on a 7-point Likert scale individually) 
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{Place Table 1 about here} 

 

The research results in Table 1 indicate that both experimental groups perceive the 'slow' paced 

TV commercials as commercials with a lower amount of different images and a lower speed 

value of the broadcasting than the fast paced TV commercials. However, the digital immigrants 

perceive the 'slow’ TV commercials as significantly 'faster' than the digital natives, while for 

the ‘fast’ TV commercials this result is not found. The perception of the number of images and 

of the speed of the different images differs significantly between the two groups (t-value 5.59, 

p<0.001; t-value 5.83, p<0.001). For the ‘fast’ TV commercials this result is not found. Only 

the perception of the speed of the different images is significantly different (t-value 3.432, 

p=0.001). The perception of the number of images in both groups is relatively high and does not 

differ significantly between the groups. 

 

Note that the digital natives differentiate much more strongly between slow and fast paced TV 

commercials than the digital immigrants. A t-test comparing the scores for ‘slow’ and ‘fast’ 

indicates that digital immigrants barely distinguish between the categories. The mean difference 

for digital natives for the perceived value for the amount of images is 6.78 (p<0.001) and for the 

perceived value for speed of different images is 4.98 (p<0.001). The mean difference for digital 

immigrants for the perceived value for amount of images is 2.79 (p<0.001) and 2.18 

(p<0.001)for the perceived value for speed of different images. This may be related to the 

greater experience of digital natives with visual information processing, which allows them to 

distinguish different types more clearly. 

 

This is borne out by the fact that the experience of visual information - ‘watching TV, internet 

and playing computer games’ - on a daily basis is significantly different between the two 



 12 

experimental groups (see Table 2). The composition of the visual information consumed is also 

different. For example, digital immigrants indicated that they use internet for reading journals 

and obtaining textual information whereas the digital natives use it significantly more often for 

msn, watching video clips and computer gaming (chi-square 115.16; d.f. 5, p-value <0.001). On 

average the research results on consumption of visual information processing show that the 

digital natives spend almost 5 hours a day watching TV, internet and playing computer games 

while the digital immigrant spends only 2.5 hours a day. It should, however, be pointed out that 

in reality these groups might carry out some of these activities in parallel e.g. playing a 

computer game, watching TV and surfing on the internet, and using their mobile phone. This 

would mean that the actual ‘total’ time spent watching on ‘visual information’ could be lower. 

 

{Place Table 2 about here} 

 

These results are consistent with the literature which suggests that differences are related to 

whether a person grew up with or without fairly accessible electronic media (Prensky, 2001). 

This is further illustrated by the fact that the differences are much larger for ‘new’ technologies 

than for old technology (e.g. TV). 

 

Table 3 presents the research results for Q1. Conform the expectations, the brand awareness 

(brand recall and brand recognition) of the 6 different brands shown in the TV commercials is 

significantly higher for the digital natives than for the - immigrants. 

 

{Place Table 3 about here} 
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Table 2 shows that the two experimental groups differ between the time spent watching visual 

information but this does not necessarily mean that the respondents also differ between their 

visual information processing experience with ‘fast’ and ‘slow’ paced visual information. 

The above analysis suggests that experience with visual information processing matters 

significantly. However, this analysis is based on an ‘exogenous’ categorisation of the sample 

population into two groups on the basis of age (here, digital natives, 15-18 years, digital 

immigrants 45-54 years). This assumes that digital natives have more experience and this is 

confirmed – on average – by the results presented in Table 2. To corroborate this finding, an 

endogenised categorisation on the basis of a cluster analysis is analysed. 

For this purpose, the respondents’ answers with regard to the nine different broadcasting 

stations (fast e.g. music and commercial channels, and slow paced stations e.g. national and 

non-commercial channels) which they indicated they watched (always, very often, rarely, 

never) were analysed. On the basis of a K-means cluster analysis the respondents can be 

categorised in two groups with different experiences of visual information processing. Group 

I (N=113 respondents) consists of respondents which are most of the time watching the ‘slow’ 

broadcasting stations (often national and the not-commercial channels, average age 36 years). 

Group II (N=83) consists of respondents exposed to the ‘fast’ broadcasting stations (e.g. 

music channels, channels, average age 23 years). Both groups differ significantly in respect of 

their use of visual information channels, but not with regard to time spent watching TV 

(group I: 23.06 hours a week; group II: 24.42 hours a week; t-value 1.09, p-value 0.277), 

surfing on the internet (Group I: 16.53 hours a week; Group II: 19.24 hours a week; t-value 

1,71, p-value 0.089) or playing computer games (Group I: 10.11 hours a week; Group II: 9.94 

hours a week; t-value 0.175, p-value 0.861). The two groups did not differ significantly for 

gender (chi-square 1.73; p-value 0.189). Note that while there is a difference in age, these 

groups are different from the digital natives and digital immigrants defined above (compare 
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time spent on visual information processing with the results in Table 2). Group I consists of 

43.4% of digital natives while group II exists of 80.7% of digital natives. 

 

Before analysing Q2 and Q3 using these groups, the data were screened for respondents who 

had already experienced the TV commercials and for respondents who had problems in 

understanding the language which was spoken during the TV commercials. Having already 

experienced the TV commercial can positively bias the results for comprehension. 

Respondents filled out the questionnaire for 6 TV commercials; in total 1176 commercial-

viewer combinations could be analysed. For 75% of the TV commercials-viewer 

combinations, the respondents indicated that they had never seen the TV commercials before. 

For only 6.9% of the TV commercials, respondents indicated that difficulties appeared 

because of the language which was spoken. Those combinations of TV commercials and 

respondents were not taken into account when investigating Q2 and Q3. 

In Table 4 the research results for Q2 and Q3 are given. In the questionnaire, comprehension 

of the TV commercial was distinguished into (1) comprehension of the commercial message 

of the TV commercial and (2) comprehension of the story of the TV commercial. 

 

In Table 4, the research results of both scores of comprehension and the composite score 

(total score for ‘1’ and ‘2’) of comprehension of the TV commercial are given in percentage 

of comprehension for the different TV commercials and for the different groups of 

experiences with visual information processing. For example, the messages of the slow paced 

TV commercials shown to the total group were well understood in 44.12% of the viewer 

commercial combinations. However, group I (the group with significant more experience with 

slow visual information) only understood 40.79% of the TV commercials well. The story of 
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the TV commercial was well understood in 33.85% of the viewer commercial combinations; 

for group I this was only 36.15%. 

 

{Place Table 4 about here} 

 

The research results of Table 4 indicate that the total comprehension score of fast paced TV 

commercials (41.42%) is stronger than for slow paced TV commercials (38.37%). However, 

this result is not significantly stronger at a reliability level of 95% (t-value 1.806; p=0.071). 

This is due to the fact that there is no significant difference between the comprehension score 

of the message of the slow and the fast paced TV commercials (t-value 0.717, p=0.474). Note 

that the comprehension of the story of the TV commercial is significantly better for the fast 

paced TV commercials (43.87%) than for the slow faced TV commercials (36.05%) (t-value 

3.545, p<0.001). This can be explained by the stimuli in fast paced commercials which are 

stronger – the level of arousal is significantly higher – which result in a higher attention level 

which, in turn, can ameliorate the comprehension level of the story of the message. Also the 

research of Bolls et al. (2003) has shown that fast-paced advertisements result in significantly 

greater viewer arousal than slow-paced advertisements. 

 

The research results for Q3 are in the last three columns of Table 4. For slow paced TV 

commercials the research results in Table 4 indicate that the total comprehension score is 

higher for the group with fast visual information processing experience. However the 

difference for the total comprehension score for the different experience groups is not 

significant for the slow paced TV commercials (t-value 0.919, p-value 0.358). The 

comprehension of the message of the slow paced TV commercials is significantly better for 
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the group with more experience with fast visual information processing experience (t-value 

2.355, p=0.019) whereas the story is better understood (but not significantly) by the group 

with significantly more experience with slow visual information processing (1.049, p=0.295).  

However, the total comprehension score of fast paced TV commercials (message plus story) 

is significantly different for both groups. The total comprehension score is significantly higher 

for the group with significantly more fast visual information processing than for group with 

slow visual information processing. Here, the message and the story of the fast paced TV 

commercials is significantly better understand by viewers with significantly more experience 

with fast visual information processing. 

Note that there is a much bigger difference between the comprehension of fast and slow paced 

TV commercials for the group with fast visual information experience (total comprehension 

score for slow is 37.82% and for fast is 46.47%, t-value 3.659, p=0.010) than for the group 

with slow visual information experience (total comprehension score for slow is 37.45% and 

for fast is 37.82%, t-value 0.167, p=0.868). Table 4 shows that the comprehension score of 

the message is higher for the slow paced TV commercials for both groups. The 

comprehension score of the message for slow paced TV commercials is 37.52% for group I; 

for fast paced this drops to 35.15% (t-value 0.772, p=0.440). The comprehension score of the 

message of the fast paced commercials for group II is 44.31% but the comprehension score of 

the message for group II for slow paced TV commercials is 45.29% (t-value 0.259, p=0.796). 

However, for both groups, the comprehension score of the story is higher for the fast paced 

TV commercials. This suggests that if the message of the commercial is very important e.g. a 

new feature of an existing product, a characteristic of the product, a slow TV commercial will 

be more effective. Conversely, if the story of the TV commercial is very important, e.g. for 

image building of the product, one should produce a fast paced TV commercial. If both 

message and story are equally important, marketers should select a fast paced TV commercial 
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because this will have a bigger overall effect, even irrespective of the visual information 

processing experiences of the subjects. 

 

Conclusions 

On the basis of our research results we conclude that age has a significant influence on brand 

awareness and that experience of fast- and slow visual information processing influences the 

comprehension of TV commercials. In particular, experience of fast visual information 

processing leads to a significantly better comprehension of fast paced TV commercials. This 

effect is not pronounced for slow paced TV commercials. However, the overall 

comprehension scores for fast paced TV commercials seem to bear out the intuitive views of 

advertisers that ‘faster’ ads are better. This suggests that if the advertiser has to choose 

between a fast and a slow paced TV commercial, the best choice will normally be a fast paced 

commercial. Only if the message of the TV commercial is of major importance, slow paced 

commercials should be used. 

As an experiment, this study was subject to several limitations. First, the TV commercials 

were viewed in conditions isolated from a surrounding media content, thereby the effects of 

competing stimuli on the viewers’ attention to recall of the TV commercials could not taken 

into account. Second, the subjects were asked to watch the program on a monitor which was 

not a natural environment for television viewers. Third, individual differences e.g. 

experiences with the products, and product category of the brands which were shown in the 

TV commercials and the cultural background of the subjects were not taken into account in 

this study. Also only two ages groups were investigated for their experiences with visual 

information processing and the comprehension level of the TV commercials. These 

limitations should be addressed in further research on other subjects. 
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Table 1 

Perception of “speed” of the slow and fast paced TV commercials 

 Digital natives 

(15-18 years) 

Digital immigrants  

(45-54 years) 

t-value (p-value) 

Slow paced TV commercials (total score for the 3 ‘slow’ TV commercials, (s.d.)) 

Large number of images 9.66 1) (3.18) 12.34 (3.48) 5.59 (p<0.001) 

High speed of diff. images 9.83 (3.07) 12.36 (2.88) 5.83 (p<0.001) 

Fast paced TV commercials (total score for the 3 ‘fast’ TV commercials, (s.d.)) 

Large number of images 16.42 (2.46) 15.13 (2.80) 0.644 (p= 0.52) 

High speed of diff. images 14.81 (2.76) 14.54 (3.12) 3.432 (p=0.001) 

1) min total score is 3, max total score is 21 
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Table 2 

Average experience of visual information by digital natives and digital immigrants (s.d) 

Minutes per day: Digital natives  

(15-18 years) 

Digital immigrants  

(45-54 years) 

t-value (p-value) 

Watching TV  132.88 (76.23) 105.56 (60.98) 2.78 (p=0.006) 

Internet  122.94 (86.80) 28.79 (26.73) 10.91 (p<0.001) 

Playing Games 44.17 (53.36) 16.66 (7.07) 5.48 (p<0.001) 
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Table 3 

Average score on Brand Awareness for the 6 TV commercials (s.d.) 

 Digital natives (N=116) 

(15-18 years) 

Digital immigrants (N=80) 

(45-54 years) 

t-value (p-value) 

Recall 3.67 1) (1.48) 2.41 (1.48) 5.84 (p<0.001) 

Recognition 4.43 (1.48) 3.49 (1.20) 5.08 (p<0.001) 

1) min score of 0, max; score of 6 
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Table 4 

Comparison of comprehension scores for slow and fast paced TV commercials for groups I 

with slow - and group II with fast visual information processing experience 

 Total (I+II) 

% of comprehension 

Group I (slow) 

% of comprehension 

Group II (fast) 

% of comprehension 

t-value  

(p-value) 

% of Comprehension for ‘Slow’ paced TV commercials  

 N=417 N=247 N=170  

Comprehension of message 40.69% 37.52% 45.29% 2.355 (0.019) 

Comprehension of story 36.05% 37.38% 31.55 1.049 (0.295) 

Total comprehension score 38.37% 37.45% 39.71% 0.919 (0.358) 

% of Comprehension for ‘Fast’ paced TV commercials 

 N=408 N=238 N=170  

Comprehension of message 38.97% 35.15% 44.31% 2.588 (0.010) 

Comprehension of story 43.87% 40.48% 48.63% 2.543 (0.011) 

Total comprehension score 41.42% 37.82% 46.47% 3.659 (<0.001) 

 
Difference within the group  

Total (I+II) 
t-value (p-value) 

Group I 
t-value (p-value) 

Group II  
t-value (p-value) 

 

Comprehension of message 0.717 (0.474) 0.772 (0.440) 0.259 (0.796)  

Comprehension of story 3.545 (<0.001) 1.075 (0.283) 4.259 (<0.001)  

Total comprehension score 1.806 (p=0.071) 0.167 (0.868) 2.592 (0.010)  

 


