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Abstract The study examines what effects a 5 s countdown warning will have on
consumer’s attitudes toward the advertisement depending on the main program con-
tent. This study builds upon several theoretical models concerning program-induced
moods in relation to viewer’s judgment to commercial advertisements. Findings
from two studies suggest that program-induced mood systematically influences atti-
tude toward the inserted ad with (vs. without) a 5 s countdown: for the negative-
affect program, attitude toward the ad was more positive when the ad was preceded
by the countdown than when the ad was not preceded by the countdown. However,
for the positive-affect program, attitude toward the ad was more negative when the
ad was preceded by the countdown than when the ad was not preceded by the count-
down. A similar interaction was found with purchase intent.

References Available Upon Request

T. Venmahavong  S. Yoon (P<))
Bryant University, Smithfield, NC, USA
e-mail: tvenmahavong @bryant.edu; syoon@bryant.edu

K. Kim
Elon University, Elon, NC, USA
e-mail: kkim3 @eclon.edu

© Academy of Marketing Science 2018 41
N. Krey, P. Rossi (eds.), Back to the Future: Using Marketing Basics to Provide

Customer Value, Developments in Marketing Science: Proceedings of the

Academy of Marketing Science, DOI 10.1007/978-3-319-66023-3_16


mailto:tvenmahavong@bryant.edu
mailto:syoon@bryant.edu
mailto:kkim3@elon.edu

	Five Seconds to the Ad: How ProgramInduced Mood Affects Ad Countdown Effects: An Abstract

