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Abstract

Objective: This research explored whether implicit or explicit believability of exercise advertising predicted attitudes and intentions. It was hypothesized that implicit believability would be a stronger predictor of attitudes than explicit believability and that implicit believability would predict intentions. 

Methods: Undergraduate student participants (N = 306) viewed health promotion or appearance based exercise-related advertisements. They completed an implicit believability task followed by questionnaires of issue involvement, attention paid to the advertisements, explicit believability, exercise attitudes and intentions to exercise. Participants listed five thoughts they had when viewing the advertisements. Health and appearance models were tested using structural equation modeling. Thoughts were coded and valence (negative statements subtracted from positive), believability, and motivation indices were created. Correlations between indices and model variables were calculated.
Results: Both models were good fits of the data. In the health condition, explicit believability did not predict attitudes or intentions but implicit believability predicted attitudes and explicit believability. In the appearance condition, implicit believability was negatively related to intentions, but was not related to explicit believability or attitudes. There were small positive correlations between attitudes and the thought-listing valence index in both conditions.
Conclusions: The results indicate that exercise-related health promotion messages are believable and that the initial reaction to them coincides with reflective attitudes. However, if appearance messages are believed (even if not explicitly) the effects may be detrimental. It is important to include implicit measures in messaging research as they allow for a more complete understanding of how health messages may influence related cognitions. 
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The relationship between implicit and explicit believability of exercise-related messages and intentions

Health-promoting physical activity messages compete for attention with commercial exercise advertisements that often focus on appearance, yet how such advertisements may influence consumers is unknown (Maibach, 2007; Berry, McCarville & Rhodes, 2008). Multiple variables can play a role in how an advertisement may influence related cognitions. For example, O’Cass and Griffin (2006) tested a model of social issue advertising believability that included involvement with the topic, attention paid to advertisements, believability of the advertisements (i.e., whether the message in an advertisement is considered truthful), attitudes, and intentions (see Figure 1). The authors found that all proposed paths were supported with the exception of involvement with the issue, which did not predict attention paid to the advertisements, and believability, which did not predict intentions. 
Several of the variables included in the social issue advertising believability model (O’Cass & Griffin, 2006) are well established in the exercise literature. For example, a meta-analysis showed that attitude was an important predictor of intentions to be active and that intention significantly predicted exercise behavior (Hagger, Chatzisarantis, & Biddle, 2002). Thus, the attitude to intention path from the social issue advertising believability model should be supported with exercise advertising. Less is known regarding issue involvement, attention and believability vis-a-vis exercise messages. However, a small amount of research has shown that people who identify as exercisers pay more attention to exercise-related cues (e.g., Berry, 2006; Calitri, Lowe, Eves, & Bennett, 2009). These studies employed implicit measures of attention because there is increasing interest in the potential role of implicit (i.e., automatic) cognitive processes in health behaviors. Similarly, Huang and Hutchinson (2008) found an implicit measure of advertising belief (which captures the speed at which people agree with advertising-related statements and their confidence in this agreement) was a better predictor of attitudes toward a prevention behavior (for Hepatitis C) than was an explicit advertising belief measure (captured through a thought listing task). Therefore, the inclusion of an implicit belief measure into O’Cass and Griffin’s model is of interest, as reflected in Figure 1. It is important to note that the implicit measures used in such research capture processes that may lack volition but of which participants may still be aware (Fazio & Olson, 2003). Thus, the advantage of these measures is that they capture responses made before deeper reflection occurs and therefore reduce the likelihood of socially desirable responses.
The social issue advertising believability model shares constructs such as attitudes and issue involvement with the elaboration likelihood model (ELM), a dual-processing model commonly used in persuasion and advertising research (Petty & Cacioppo, 1986; Petty, Priester & Brinol, 2002). However, the ELM also takes into account the motivation to process an advertisement and the valence of cognitive processing (e.g., positive or negative) which is influenced by factors such as the attractiveness of the source and the number of arguments. Therefore, the ELM is a useful lens to reflect on how exercise advertising is processed and allows for consideration of differences in how health and appearance messages are presented. For example, commercial messages are more prevalent than health messages and rely on attractive models to “sell” exercise (Berry et al., 2008). A traditional thought listing technique used in advertising research (Petty et al., 2002; Huang & Hutchinson, 2008) may capture the influence of advertising on the valence of processing (i.e., more positive than negative thoughts about the advertisement or vice versa), motivation, and believability.  

This research was designed to explore how health and appearance related physical activity messages may influence related cognitions using both explicit and implicit measures. The purpose was to test whether implicit believability or explicit believability of exercise advertising predicted exercise-related attitudes and intentions. The social issue advertising believability model (O’Cass & Griffin, 2006) was used and expanded on through the addition of an implicit measure of beliefs (Huang & Hutchinson, 2008) as shown in Figure 1. It was hypothesized that in keeping with the findings of Huang and Hutchinson, implicit believability of the advertisements would be a stronger predictor of attitudes than explicit believability and that implicit believability would also predict intentions. These hypotheses were tested in separate models with health promoting and appearance-based physical activity advertisements. To further contextualize the results, we also included a thought-listing procedure as traditionally used in advertising research (Petty et al., 2002). Huang and Hutchinson also used such a procedure as a validation of their implicit belief measure and we also hypothesized that there would be small correlations between the valence, motivation, and believability indices created from the thought listing task and attitudes. 
Method
Participants
University students (N = 319; 66.8% female, mean age = 19.26 (SD = 2.19) years) were recruited from an undergraduate psychology class and were awarded class credit for participation. Participants who did not wish to participate in the experiment had the option of doing an alternative learning activity which took the same amount of time as the experiment and included a reading and questions about health and appearance-related exercise advertising (no participant chose this option). All participants completed informed consent procedures prior to participation.
Advertisements 
Eight print advertisements were used in this research: four advertisements that promoted health and four that promoted appearance. Twenty-eight advertisements were created and pilot tested before use in the actual study (14 health and 14 appearance). Pilot participants (N = 25; 55% female; age range: 21 – 56 years) were shown the advertisements and asked to name what they thought was the main message in the advertisement. The advertisements used in the main experiment were those that yielded a common response from all participants (e.g., all participants reported that a particular advertisement promoted exercise for appearance). The health advertisements featured a variety of people of different body shapes and advocated walking or taking stairs for health reasons using statements similar to those seen in physical activity promotional materials put out by health agencies (e.g., “Every step you take… the healthier you get.”). The appearance advertisements depicted attractive people and used phrases that resembled those commonly used in fitness and beauty magazines (i.e., slim women and muscular men) and highlighted “transforming your body,” “burning fat faster”, “walking to be slim”, or “gaining muscles in no time”. Two of the appearance advertisements also featured walking, one showed a man on an exercise ball, and the other showed a muscular, shirtless, man in a gym but not actually exercising.
Measures
Involvement. Involvement with the issue was measured with Zaichkowsky’s Personal Involvement Inventory scale (1985) which was also used by O’Cass and Griffin (2006). This scale includes ten items that ask participants to  rate their “involvement or interest in the advertisement” on a 7-point scale with stems such as means a lot to me/means nothing to me, irrelevant/relevant and uninterested/interested. An aggregate mean score was used in the analysis. Scores ranged from 1.8 to 7.00 and the internal consistency for this sample was  α = .87. 
Attention. Four items created by Laczniak, Muehling, and Grossbart (1989) and also used by O’Cass and Griffin (2006) measured the attention explicitly paid to advertisements. Questions were rated on a 7-point scale ranging from none to very much. An aggregate mean score was used in the analysis. Scores ranged from 1 to 7 and the internal consistency for this sample was  α =.88. 

Explicit Believability. The Advertising Believability Scale (Beltramini, 1985) has previously been found valid and reliable for use with social marketing advertisements (O’Cass & Griffin, 2006). This scale includes 9 items that ask participants to rank the “advertisements they just saw” on a 7-point scale with stems such as believable/unbelievable, convincing/unconvincing, and trustworthy/not trustworthy. To aid with interpretation, all items were reverse scored so that a higher score indicated greater believability. An aggregate mean score was used in the analysis which ranged from 1.22 to 7. The internal consistency for this sample was  α = .92.
Attitudes. Attitudes toward exercise were measured across five items using 7-point bipolar adjective scales as suggested by Ajzen (2006). As such, participants rated the following: (1) “For me to exercise for at least 30 minutes each day in the forthcoming month is,” (1) harmful to beneficial, (2) pleasant to unpleasant, (3) good to bad, (4) worthless to valuable, and (5) enjoyable to unenjoyable. The scores of items 2, 3, and 5 were reversed and the 5 items were averaged to obtain an attitude score, with a higher score reflecting a more positive attitude. Scores ranged from 2.4 to 7 and the internal consistency for this sample was  α = .76.

Intentions. Participants’ intentions to “exercise for at least 30 minutes each day in the forthcoming month” were assessed across three items rated on a 7-point scale (Azjen, 2006).  An aggregate mean score was used in the analysis. Scores ranged from 1 to 7.00 and the internal consistency for this sample was  α = .83.
Implicit Believability. The implicit measure of the beliefs about the target attributes of an advertisement designed by Huang and Hutchinson (2008) was used. The four advertisements within each condition were shown for ten seconds each on a computer screen with the order of the advertisements counter-balanced across participants. The presentation of the advertisements was followed by sixteen specific statements in a random order (eight “good for” and eight “bad for” target statements). The statements appeared with a final word or phrase missing. When the last word appeared, the participants were instructed to agree or disagree as quickly as possible by pressing the appropriate key on a computer keyboard. For example, following the health promotion advertisement, participants saw: “physical activity is good for _____” and one of the missing phrases was “disease prevention.” The participants would also have seen “physical activity is bad for ______” [disease prevention]. Thus, participants had to agree and disagree to whether physical activity was good for or bad for each of eight possible outcomes. The missing phrases or words in the health condition were weight loss, increased energy, heart health, disease prevention, friendship, overall health, strength, and confidence. These words were selected by examining promotional materials from various public health agencies that emphasize physical and mental health (e.g., U.S. Department of Health and Human Services, Public Health Agency of Canada). The missing phrases in the appearance condition were weight loss, sexy abs, looking good, gaining muscle, getting slim, muscle definition, a toned body, and burning fat. These words were selected by examining popular fitness magazines for both men (e.g., Men’s Health and Fitness) and women (e.g., Shape). After making their agree/disagree rating, participants rated the confidence of their agreement response on a 3-point scale (maybe, probably, certainly), again by pressing a key on the computer keyboard. E‑Prime software (Schneider, Eschman, & Zucculotto, 2002) was used to present the advertisements and to collect responses.
Using the procedures outlined in Huang and Hutchison (2008), the implicit believability variable used in the models was a memory trace variable created by fitting a Poisson counting model to the empirical measures of response (agree/disagree), response time and confidence rating. We used a maximum likelihood estimator as a "goodness of fit" measure between the model and observed data. We excluded observations with response times greater than 7400 milliseconds (1.1% of all responses were greater than 3 standard deviations above the mean of 2759 msecs; range: 585 to 37431) before solving for the memory trace variable. The memory trace variable was calculated after solving for model parameters that maximized the goodness of fit using standard gradient descent algorithms. For a detailed description see Huang and Hutchinson. 

Procedure 
Participants were randomly assigned to either the health or appearance conditions. After viewing the advertisements, participants completed the implicit beliefs task followed by the questionnaires. Participants then listed up to five thoughts they had while watching the advertisements. The advertisements were presented on the computer screen for reference during the thought listing procedure. The entire study took about fifteen minutes to complete.
Data analysis
Thought-listing responses were read and given initial codes by a research assistant based on codes used by Huang and Hutchinson (2008): positive thoughts, negative thoughts and other thoughts with additional codes created based on the responses of participants. Absent or suggested codes were documented by the research assistant and through consultation with the principal investigator, a final coding framework was established. Once the codes were created, a second research assistant independently rated a random sample (selected using a statistical software program) of 33% of the thoughts to measure inter-rater reliability. Using the codes and similar procedures to Huang and Hutchinson, indices for each participant were created for valence (i.e., number of negative statements regarding physical activity subtracted from the number of positive statements), believability, and motivation. Simple bivariate correlations were conducted between the indices and attitudes for health and appearance groups.
Correlations between the questionnaire and implicit task variables were calculated and independent samples t-tests were conducted to determine if there were any differences among the health and appearance conditions on any of the variables included in the proposed model (i.e., the revised social issue advertising believability model with the addition of implicit believability). The models were explored using observed variable maximum likelihood analysis in AMOS 18.0. A different model was tested for health and appearance advertisements. Model fit was assessed using a number of indices, including chi-square index, root mean square of approximation (RMSEA), normed fit index (NFI), and comparative fit index (CFI). The chi-square tests the null hypothesis that the model is a good fit of the data. While a nonsignificant chi-square result (p > .05) indicates that the model is a good fit, it is too sensitive to sample size (Blunch, 2008), as a result additional measures are often used. The RMSEA estimates closeness-of-fit compared to the saturated model. RMSEA of .08, .05 and 0 indicates adequate, close and exact fits, respectively (Blunch, 2008). The NFI is the difference between the two models’ chi-squares divided by the chi-square of the independence model. The CFI provides a similar measure, but is independent of sample size. For both the NFI and the CFI, values range from 0 to 1, with scores exceeding .9 indicating a good fit. 
Results
The data from thirteen participants were not used because of missing data on the questionnaires (n = 7) the computer program did not work at the time of testing (n = 2), or because the participants had difficulty with the English language (n = 4). Thus, data from 306 participants were analysed (appearance n = 151, health n = 155). The conditions did not differ in terms of gender (χ2 = 1.50, p > .23) or age (t = 0.34, p > .69). 
Thought listing. The codes and total numbers of thoughts for each code by condition are shown in Table 1. Most codes are self-explanatory and all refer to physical activity or exercise except for the “other” category (e.g., positive health comments were positive comments about the health benefits one could gain from being active; motivating comments were those that explicitly said the advertisements motivated them to be more active). Positive general and negative general comments referred to exercise either positively or negatively but did not mention a specific reason why (e.g., physical activity is good). Physical activity neutral comments lacked a positive or negative referent but referred to physical activity. “Other” comments were those that did not mention physical activity or exercise but rather made comments about the advertisements themselves (e.g., the use of the color green is interesting) or did not relate at all (e.g., I like hamburgers). Inter-rater reliability was checked (Kappa [K] = 0.84). Minor discrepancies were resolved and re-coding was conducted by the two independent raters (final K = 0.95). All statements that were positive or negative regarding physical activity were collapsed into general positive and negative categories for creation of the valence index.  In the health condition, the correlations between attitudes and 1) the valence index was r = .18, p < .05; 2) the believability index was r = -.06, p >.45; and 3) the motivation index was r = -.03, p > .69. In the appearance condition, the correlations between attitudes and 1) the valence index was r = .14, p > .05; 2) the believability index was r = -.08, p >.35; and 3) the motivation index was r = -.003, p >. 98.
The “other” thoughts were further examined and coded as a manipulation check (i.e., that the health advertisements promoted activity for health reasons and the appearance advertisements promoted activity for purposes of appearance enhancement and that the advertisements did not otherwise differ in terms of quality or intensity of activity). For the appearance advertisements, 24.1% (n = 90) of the “other” comments referred to the attractiveness of the people without explicitly referring to physical activity or exercise (e.g., all good looking people). There were no appearance related comments about the health advertisements. In terms of exercise intensity, there were nine comments in the appearance condition (e.g., that looks hard), and four in the health condition.  Both types of advertisements had a number of positive (e.g., good use of light) and negative (e.g., the font is strange) comments about the presentation of the advertisements. There were more total comments related to advertisement quality in the health condition (n = 140) compared to the appearance condition (n = 85) but the proportion of positive comments relative to negative comments was very similar. In the appearance condition, 40% of the comments were positive and 54% were negative (the remaining being a mix of the two in one statement). In the health condition, 42.8% of the comments were positive and 52% were negative. These data, in conjunction with the data presented in Table 1 provide evidence that the advertisements did not differentially trigger thoughts regarding intensity of activity or quality of presentation, but did differ in terms of health and appearance. 
Model tests. The correlations among variables, and the means and standard deviations by group are shown in Table 2. The results of the t-tests showed significant differences between the two conditions on issue involvement, t(303) = -4.82, p < .001, attention, t(303) = -3.78, p < .001, and explicit believability, t(303) = -12.12, p < .001. The participants in the health condition reported greater issue involvement, attention paid, and explicit believability. There were no differences in implicit believability, t(303) = 0.21, p > .80, attitudes, t(303) = -1.81, p > .05, or intentions, t(303) = -1.62, p > .10. 
The model for the health advertisements is presented in Figure 2. Solid lines represent significant pathways and dotted lines represent non-significant pathways (p ≥ .05). The numbers in circles represent the squared multiple correlations for the constructs. The model accounted for 33% of the variance in intentions to be active. The model was a very close fit of the data, χ² = 1.63, df = 3, p = .65, RMSEA = .00 [P-close = .770], NFI = .99, and CFI = .99.

The model for the appearance advertisements is presented in Figure 3. Many of the paths are similar to the health model with the exception of the role of implicit believability, which was negatively related to intentions, but was not related to explicit believability or attitudes as it was in the health model. The appearance model accounted for 31% of the variance in intentions to be active. The model was a good fit of the data, χ² = 4.54, df = 3, p = .21, RMSEA = .06, [P-close = .352], NFI = .96, and CFI = .98. 
Discussion
This research demonstrated that implicit believability of health and appearance exercise-related advertising differently predicts attitudes and intentions. Many of the findings were similar to those reported by O’Cass and Griffin (2006) with significant paths in both health and appearance models from issue involvement to attention, explicit believability, and attitudes. Also, in support of the findings of O’Cass and Griffin and physical activity research (e.g., Hagger et al., 2002), attitudes significantly predicted intentions. However, in contrast to the proposed social advertising believability model, explicit believability did not predict attitudes for either health or appearance advertisements. Rather, as hypothesized, implicit believability significantly predicted attitudes and explicit believability in the health model. This supports the findings of Huang and Hutchinson (2008) who found that implicit believability of Hepatitis C prevention advertisements was a better predictor of attitudes than was an explicit measure. 
A significant positive relationship between implicit and explicit believability was also found in the health model in our study. Thus, it would seem that those participants who, upon reflection, believed that physical activity is good for health (i.e., explicitly) may still not have agreed that for them to exercise for 30 minutes a day will be beneficial or pleasant (as measured by the attitude scale). However, participants who were able to quickly and with confidence rate that physical activity is good for various health outcomes on the implicit measure were likelier to hold positive attitudes. Thus, it may be that some participants explicitly endorsed the health message because that is the socially desirable answer, but did not really believe it. This is of interest given that implicit attitudes are harder to change than explicit attitudes (Wilson, Lindsey, & Schooler, 2000). Thus, the same may also hold true for believability, with implicitly measured believability harder to change. If it is, health promoters may have to work hard to ensure that people are confident in their endorsement that physical activity is good for health as this is more predictive of subsequent positive attitudes. 
The hypothesis that implicit believability would better predict attitudes than explicit believability was not supported in the appearance model. Indeed, neither measure of believability was correlated with attitudes. There was also no relationship between implicit and explicit believability, nor between explicit believability and intentions. Yet, the more participants implicitly endorsed the belief that exercise can help one look good, and be toned or muscular, the lower their intentions to exercise. This may be because the models shown in such advertisements demonstrate an unattainable appearance. Others have demonstrated that viewing print images of “ideal” (i.e., very attractive) women resulted in greater body dissatisfaction and feeling more depressed (Fallon & Hausenblas, 2005). Similarly, exposure to images of men who meet a cultural ideal of attractiveness resulted in greater body anxiety among non-exercising men (Halliwell, Dittmar & Osborn, 2007). Berry and Howe (2005) found that men who viewed appearance-based exercise advertising featuring only women had lower self-efficacy than those who viewed similar health promoting exercise advertisements.  The results of our models are therefore worrisome from an exercise promotion perspective because there was no difference in implicit believability between the two models. Thus, participants were just as likely to implicitly endorse the appearance messages as the health messages. The lack of correlation between implicit believability and explicit believability in the appearance condition is likely due to the ability of the implicit believability measure to capture responses that are free from social desirability (Fazio & Olson, 2003). This finding is yet again cause for worry due to the possibility that implicit believability is harder to change than explicit believability (Wilson et al., 2000). 
ELM theory suggests that variables such as message repetition or source attractiveness may be quite powerful in changing attitudes, but the results dissipate over time. For example, the positive emotion that results from seeing a message that exercise can enhance appearance quickly and easily may be fleeting and have little long-term effect on attitudes. This is because the passive response to advertisements that link very attractive models with simplistic messages are a weaker base on which to form attitudes. However, repetition may reinforce the belief such that over time, the attitude becomes more ingrained. It would be of interest to replicate this study but to have participants view both types of advertisements because appearance messages may have a more powerful influence than health messages due to their greater prevalence (Petty et al., 2002). Further, it is more likely that a combination of peripheral and central processing affects persuasion. Thus, the multiple ways in which exercise is presented likely results in a variety of processing routes and subsequent attitudes but the strength of different message types relative to each other remains to be determined.
The thought counting results also reflect cognitive processing as posited within the ELM (Petty et al., 2002). That is, if favorable or unfavorable thoughts are dominant there is greater likelihood of central changes in attitudes. If neutral or few thoughts are in evidence, peripheral processing is more likely. There were more positive thoughts related to health than there were to appearance in total, but in both conditions, there were small, positive correlations between thought valence and attitudes. Therefore, those participants who listed more positive than negative thoughts regarding physical activity had more positive attitudes, irrespective of condition. Again, this is positive news for health promoters. However, given the negative relationship between implicit believability and intentions in the appearance condition, further research is needed to fully understand the possible effects of appearance messages. One way to approach this is to examine the role of mood. Friese, Hofmann and Schmitt (2008) argue that behavior will be better predicted by implicit measures for participants in a positive rather than a negative mood. Messages can influence moods which in turn become associated with the messages and influence subsequent persuasion (Petty et al., 2002). Thus, the negative relationship between implicit believability and intentions in the appearance model may be moderated by mood; those participants who indicated agreement with the appearance message in the implicit task yet had a negative affective response (i.e., the advertisement resulted in a negative mood change due to feeling worse about their own appearance) may be those who have lower intentions to be active. Future research should assess this possibility.
This research has several strengths including a randomized experimental design that used both implicit and explicit measures of believability. The results provide insights into how different messages about the same topic (i.e., exercise for health or appearance), can influence cognitions in different ways. However, some limitations that should be acknowledged include the use of an undergraduate student population, thus limiting generalizability. The health message may be more salient and the appearance message less so for older adults. Therefore, future research should explore the effects of exercise-related messages with other populations. It is possible that participants paid greater attention to advertisements that matched themselves in terms of gender (e.g., women focused on the advertisements that focused on women). Huang and Hutchinson (2008) explored this possibility when examining the processing of Hepatitis C prevention advertisements and found a marginally significant effect of gender that was partially mediated by implicit believability. Because exercise-related advertisements may have different implications than Hepatitis C in terms of gender interpretation, future research should explore the possible effects of the match between participant gender and gender of models used in advertisements. Further, other possible moderators of the influence of exercise messages should be considered such as exercise history, body mass index, or self-presentational concerns. A final potential limitation of our study was the adoption of a post-test only design. This decision was based on similar work that used post-test only designs to assess the effects of advertising (e.g., Huang & Hutchinson, 2008; O’Cass & Griffin, 2006) and to avoid the possibility of pretest sensitization. To account for potential sensitization to the experimental condition resulting from the pretesting, a Solomon four-group design could be employed (e.g., Berry & Howe, 2005). The current study provides a valuable theoretical starting point for such research. 

In conclusion, the positive associations between implicit and explicit believability in the health model is good news for health promoters. Mass media interventions may increase physical activity, particularly with walking behavior (Jepson, Harris, Platt & Tannahill, 2010). The results of our study indicate the messages within such interventions are believable and the initial reaction to them coincides with more reflective reactions and attitudes. The paths from implicit believability to attitudes and attitudes to intentions were positive and significant in the health model. However, this research also provides evidence that appearance messages may be detrimental for those who believe them. According to Maibach (2007), few studies have examined commercial exercise advertising and the results have been mixed. When Maibach made this observation, only three studies were published on the topic and he advocated for research examining the influence of commercial exercise advertising. Thus, our findings add to a small body of research demonstrating the effects of commercial advertising on viewer’s attitudes and intentions to exercise may be more negative than positive. Those who believe that appearance ideals can be attained through exercise, may feel worse about their own appearance because they believe the ideal is personally unattainable. This research also provides further support for including implicit measures in health research. By doing so, a more complete understanding of how health messaging may influence related cognitions will be achieved. 
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Table 1

Total number of thoughts coded by advertisement condition
	
	Advertisement Condition

	
	Appearance
	Health

	Positive health 
	35
	104

	Positive appearance 
	37
	0

	Positive Mental health 
	7
	10

	Positive general 
	35
	81

	Social 
	0
	56

	Enjoyment 
	9
	7

	Negative health 
	2
	3

	Negative appearance 
	12
	0

	Negative general
	9
	10

	Believable 
	10
	10

	Not believable 
	52
	20

	Guilt 
	21
	24

	Motivating 
	29
	22

	Discouraging 
	4
	1

	Environment 
	0
	28

	Neutral 
	94
	100

	Other 
	374
	276


Table 2
Descriptive statistics and correlations for variables in both models
	
	Attention
	Explicit believability
	Implicit believability
	Attitudes
	Intentions
	Mean (SD)

	Health Model

	  Involvement
	.399*
	.525*
	.139
	.310*
	.228*
	5.03 (.91)

	   Attention
	
	.378*
	.100
	.071
	.078
	5.56 (.94)

	  Explicit Believability
	
	
	.267*
	.275*
	.219*
	5.23 (.95)

	  Implicit Believability
	
	
	
	.276*
	.217*
	2.29 (.69)

	   Attitudes
	
	
	
	
	.567*
	6.06 (.85)

	   Intentions
	
	
	
	
	
	4.91 (1.51)

	Appearance Model

	  Involvement
	.158
	.452*
	.054
	.294*
	.272*
	4.48 (1.06)

	   Attention
	
	.248*
	-.001
	.128
	.148
	5.07 (1.28)

	  Explicit Believability
	
	
	.040
	.103
	.124
	3.84 (1.06)

	  Implicit Believability
	
	
	
	.060
	-.109
	2.32 (.75)

	   Attitudes
	
	
	
	
	.536*
	5.88 (.89)

	   Intentions
	
	
	
	
	
	4.62 (1.58)


** p < .01



Figure 1. Proposed model. The solid boxes and lines show the original O’Cass and Griffin (2006) social issue believability model. Broken lines indicate paths that were tested, but not supported by their data. The dotted box and paths show the added implicit believability variable and hypothesized paths.


Figure 2. Health model. Solid lines represent significant pathways, bolded numbers are the standardized regression weights, and numbers in ellipses is the amount of variance accounted for in each variable. 

Figure 3. Appearance model. Solid lines represent significant pathways, bolded numbers are the standardized regression weights, and numbers in ellipses is the amount of variance accounted for in each variable. 
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