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Effect of different advertising methods on audiences’

environmental awareness
YAO Jiayi, XIE Qiuying, WANG Duming
(School of Sciences, Zhejiang Sci-Tech University, Hangzhou 310018, China)

Abstract: This study aims to explore an effective advertising method to improve audiences’
environmental awareness. 98 participants were invited to participate in experiments, respectively. The
participants subjectively evaluated the influence of different advertising methods according to their own
environmental awareness. Firstly we examined the effect of advertising appeal type on audiences’
environmental awareness. Then we explored the effects of emotional valence in advertising and emotional
arousal intensity on audiences’ environmental awareness. The results show that: the effect of emotional
appeal advertising mode is significantly larger; the effect of negative advertising mode is significantly
larger; the effect of high-intensity negative advertising mode is the largest; the effects of medium and low-
intensity negative advertising modes have no significant difference. Therefore, high intensity negative
advertising mode with emotional appeal is more effective to improve audiences’ environmental awareness.

Key words: advertising method; type of appeal; emotional valence; emotional arousal intensity; environmental

awareness; effect
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