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Abstract

Introduction. Currently, smoking electronic cigarettes (vaping) is considered one of the most widespread
and prominent health concerns among young people, with e-cigarette use among young adults surging
annually. So, the development of effective public service advertisements (PSAs) is essential to both inform
young adults about the actual consequences of vaping and prevent them from engaging in this behaviour.
However, there is still a lack of research on how different aspects of anti-vaping PSAs can influence attitudes
and intentions, especially regarding the interaction between these factors. To address this issue, this study
examines the effectiveness of PSAs among young adults in Russia by focusing on the impact of various
message sources (expert vs. peer) and styles (narrative vs. non-narrative) as well as their interactions based
on the match-up hypothesis.

Materials and Methods. The study employed a 2x2 factorial between-subjects experimental design to compare
the impact of different message sources and styles on behaviour and attitudes, utilising a four-group posttest
randomised design and involving vaping bachelor university students (N = 112).

Results. Expert message sources were more effective in developing a positive attitude towards PSA than peer
sources. Exposure to narratively styled messages was associated with a more negative attitude towards vaping
compared to non-narrative ones. Nevertheless, no significant differences were observed in the effect
of message sources or message styles on the vaping intention. No significant interaction effect between the
message sources and styles was found in terms of their influence on the attitude towards PSA, attitude
towards vaping and vaping intention.

Conclusion. The findings contribute to the development of more effective anti-vaping advertisements, with
implications for public health campaigns. Limitations and directions for future research are discussed.

Keywords: public service announcement, vaping, persuasive communication, author, narrative, university
students
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AHnHOmayus

Baedenue. Ha CEroAHsIIHUNI A€Hb, KypEeHMEe SAeKTPOHHBIX CUrapeT (BEMIIMHI) MOXKHO CYUTATh OAHOI
13 HanuboAee PACIPOCTPAHEHHBIX U BAXKHBIX IPOOAEM, CBSI3aHHBIX CO 3A0POBbEM MOAOAEXN, YUUTHIBASI
pe3Kuil poCcT MoTpebAeHMsT SIAEKTPOHHBIX CUrapeT, HabAoAaeMblil exxeropHo. ITloaromy paspaboTka
3G deKTUBHOIT COLMAABHOI PeKAAMBbI KpailHe HEOOXOAMMA AASI TOTO, YTOOBI peryAsipHO MHGOPMUPOBATDb
ayAUTOPMIO O PeaAbHBIX TOCAEACTBUSX BeJIIMHIA U IPEAOTBPAIaTh 3TO MoBeAeHMe. TeM He MeHee, He Tak
MHOTO MICCA€AOBAHMI U3YYVMAY BAVSTHVE Pa3HBIX ACIIEKTOB COLMAABHOI PeKAaMbl HA OTHOLIEHNE K BeMIIVHIY
U HaMepeHle KypUTb SAeKTPOHHbIE CUrapeThl, 0COOEHHO pacCMaTpUBas UX COBMECTHOE BO3AECTBHUE.
B sTOM MccaepoBaHmy MBI paccMarpuBaeM (HaKTOPbl BOCIPUATHS aHTUBEIIMHIOBBIX MH(POPMALMOHHbBIX
COOOIeHNIT, OPUEHTUPOBAHHBIX HA MOAOAEKHYI0 ayAUTOPUIO. B YacTHOCTH, OLIEHMBAETCSI POAb aBTOPA
coo01IeHNIT (9KCIIepTa AU CBEPCTHUKA CO CXOXKUM OIIBITOM) M CTHASI TOBECTBOBaHMs (HappaTUBHOIO
Yl HEHapPaTUBHOTO), & TaKXe UX 9P PeKT B3aMOAENCTBYA.

Mamepuarve u memoovt. B ccAeAOBaHUY MICIIOAB30BAACS (PAKTOPHBIN SKCIIEPUMEHTAABHBI 2X2 aHAAN3
AASL CDQBHEHMsI BAVSIHUS Pa3AVYHbBIX ICTOYHVKOB COOOILEHUI 1 CTUA€EI Ha YCTAaHOBKM U IOBEAEHME
YYaCTHMUKOB, IIPEACTABAEHHBIX KYPSIIUMY SAeKTPOHHBIE CUTAPEeThI CTyAeHTaMu ObakaaaBpuara (N = 112).
Pesyrvmambt. ViccaepOBaHE TIOKA3aA0, UTO ICTIOAb30BAHIE 9KCIIEPTA B KaueCTBE aBTOPA MH(POPMALIMIOHHOTO
coob1eHns 66140 6oAree a3 PeKTUBHOI CTpaTerrel B KOHTEKCTE OTHOLIEHNSI K COLIMAABHOII PeKAaMe, TaK
KaK TaKyue COOOlLIeHNsI BOCIIPYHUMAAKCE O0Aee MO3UTUBHO. [IpouTeHMe COOOIEeHNsI, BBITOAHEHHOTO
B HapPaTMBHOM CTUAE, OBIAO CBSI3aHO C BBIPQ)KEHMEM PECIIOHAEHTaMy 0oAee HEeraTMBHOTO OTHOLIEHNS
K BEJIVHI'Y II0 CPABHEHMIO C HEHApPaTUBHOI Noaadeli vHpopmaryuy. OAHaKO HY MaHUITYASILIVS aBTOPCTBOM,
HI CTHAeM MH(bOpMaLuy He OblAa CBsI3aHA C OOAee BBIPa)KEHHBIM HAMEPEHIEM COKPATUTh UCIIOAb30BAHNE
BellNuHra. Bonpeky BHIABUHYTON IMIIOTE3€, HE HAOAIOAQETCsI B3aMMOAENCTBIUS MEXXAY TUIIOM aBTOpPa
Y TUIIOM MOBECTBOBAHMsI, TaK KaK pasHble KOMOMHALIMM STUX XapaKTEPUCTUK COOOIeHNsI He UMEIOT
CTAaTMCTUYECKM 3HAUVMMOIO BAMAHMS Ha 3aBMICYMble IlepeMeHHBIe.

3akaouenue. TloAyueHHbIe Pe3YABTAThI MOT'YT OBITb MCIIOAB30BAHBI AASL Pa3paboTKu OoAee 3¢ deKTHBHOM
QHTUBEIIMHIOBO COLMAABHOI PeKAaMbl. OOCY)KAQIOTCsT OTPAHIYEHVISI Y HATIPABAEHNST OYAYILLIVX MICCAEAOBAHMIA.

Karoueswvte croBa: CounaabHasi peKAaMa, BEMIIMHI, yOeXxaarouas KOMMYHUKALVS, aBTOP, HAppaTuB,

CTYA€HYECKasA MOAOAEXD

Introduction

In recent years, the popularity of electronic
cigarettes (e-cigarettes), commonly known as vapes,
has grown enormously worldwide, especially among
young people and adolescents (Dai, Leventhal 2019).

Like in other countries, in Russia vaping market
is rapidly growing. By the end of 2023, the share
of vape users who are nicotine addicts increased
almost threefold compared to 2019 (RBK 2023).
Every third e-cigarette user in the country is a young
person aged between 18 and 29, and compared
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to other countries, Russian youth are more likely
to use electronic devices to smoke (Tret’ potrebitelej
elektronnykh sigaret... 2017).

While vaping is often touted as a safer alternative
to traditional tobacco smoking (Pisinger, Dossing
2014), many studies have proven that e-cigarette
consumption causes numerous health problems
in young adults, such as erectile dysfunction in young
males (Raheem et al. 2022), development of the
‘vaping product use-associated lung injury’ (EVALI)
(Love, Gierer 2022), severe lung damage and even
death (Outbreak of lung injury associated... 2021).
Often youth consider vapes not to be very harmful
or worsen their well-being; however, there are a lot
of facts showing how life-threatening smoking
e-cigarettes is.

The clear issue of problematic consequences
of vaping is almost ignored by health campaigns,
especially in Russia. Therefore, it is vital to design
scientifically grounded and persuasive media well-
ness campaigns aimed at reducing the prevalence
of vape smoking, one of which could be public
service announcements or public service advertise-
ments (PSA), which have proven effective in pro-
moting health behaviours (Grier, Bryant 2005).

In general, PSAs are informative messages crea-
ted in order to change people’s attitude towards
an issue of social significance and their behaviour
related to it. A modern PSA has a lot in common
with traditional advertising and uses various media
channels to persuade the target audience to adopt
a healthy behaviour (Nan 2008). However, the ef-
fectiveness of PSAs in influencing behaviour and
attitudes is a matter of scientific debate. Some
studies suggest that PSAs have persuasive power
in promoting health behaviours (e. g. blood dona-
tion, smoking cessation and drug avoidance) (Ste-
phenson 2003), while other research indicates that
while PSAs can change attitudes and increase
awareness, their impact on behaviour may be limi-
ted (Hill 2004).

Enhancing the effectiveness of health messages
poses a complicated yet crucial task. There are
various message design choices which could vary
in their persuasiveness depending on various fea-
tures. One of them is the choice of message sources
demonstrating a message’s ‘speaker, where the
source expertise and source similarity are high-
lighted as the ones of their most important dimen-
sions in terms of high credibility rates and persua-
siveness (Perloff 2007). Building on previous research,
this study aims to examine PSAs presented by an ex-
pert source and a peer source. The expert source
refers to a reliable information source with neces-
sary skills and knowledge (Ahn et al. 2019), while
source similarity (peer) refers to a ‘layperson’ with
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common characteristics that allow the receiver
to relate to them. However, despite numerous
studies, there is no definitive conclusion on the
comparison of these sources’ effects on beliefs and
behavioural intentions. Some studies provide evi-
dence that compared to a similarity source, sourc-
es with high expertise may entail more positive
attitudes to a message (Reinhard, Sporer 2010) and
higher health-related behavioural intentions (Jones
et al. 2003). Additionally, they prove that people
usually proceed with recommendations of experts
as they find them having higher proficiency and
skills in a certain subject, especially in the sphere
of well-being (Gilly et al. 1998), while expertise
in the form of scientific status and formal charac-
teristics can be a marker of competence (Ivanov
2021). In turn, other studies showed the primacy
of similarity sources in that sphere: they found that
receivers consider peers and other laypersons
more credible and trustworthy, and therefore these
sources, more than others, encourage receivers
to behave in accordance with the observed health
message and share that information (Hu, Shyam
Sundar 2010), which is explained by their shared
features with the target audience. This is also de-
scribed as ‘source homophily’ To add, peer sources
were found to be more influential among college
students than authority sources (Ahn et al. 2019).

Moreover, much consideration in terms of health-
message effectiveness has been given to the style
of messages, and in particular to the narrative and
non-narrative styles, characterising the ‘language’
of presenting information (Zebregs et al. 2015).
Message style, also called the evidence format, has
been the focus of numerous studies, which have
made a comparison of narrative and non-narrative
styles. Narrative style was defined as a form of sto-
rytelling, which includes personal experience and
recommendations from a first- or third-person
perspective (Hinyard, Kreuter 2007), whereas non-
narrative messages present information in factual
format, providing evidence and explanation.
In other terms, narratively styled messages are those
that tell a story, offering some plot with details and
characters, whereas non-narratively styled ones are
more informational and data-driven. As previous
research has proven the style of a message to be
an effective education and persuasion tool in ad-
vertising campaigns, these message characteristics
have been adopted for the current study. Neverthe-
less, it is debatable which of the styles is considered
to be the most effective. Accordingly, there is evi-
dence that narratively structured messages influence
cognitive and emotional aspects, leading to better
memorisation of the observed information (Schank,
Berman 2003), enhanced mental visualisation

201



The role of source characteristics and style in the perception of public service announcement (PSA)...

of events and powerful positive emotional reactions
to characters and stories (Nabi, Green 2015). It is
argued that narratives are less likely to be resisted
in persuasion (Igartua, Vega Casanova 2016) due
to their inclusion of actual experiences that are
cognitively challenging to dispute. Yet, other fin-
dings state that non-narratives have great persuasive
power (Allen, Preiss 1997), higher effectiveness
in affecting knowledge and perceptions, as well
as the rise of intentions, and are more persuasive
in terms of attitude change (Zebregs et al. 2015)
compared to narratives.

Addressing the mixed results of the previous
studies on message sources and styles, the relative
successful impact of their dimensions on the target
audience and lack of findings related to vaping, we
will assess the effectiveness of messenger sources
and message styles in the PSA as significant persua-
sive components within the context of a prominent
health concern — vaping among university students:

Research Question 1: Which source characteris-

tic — expertise or similarity — will (a) cause more
favourable evaluation of the anti-vaping PSA;
(b) be more persuasive in changing attitudes toward
vaping; (c) be more effective in changing vaping
intentions?

Research Question 2: Which message style —
narrative or non-narrative — will (a) cause more
favourable evaluation of the anti-vaping PSA;
(b) be more persuasive in changing attitudes toward
vaping; (c) be more effective in changing vaping
intentions?

Furthermore, despite the numerous studies
investigating message sources and message styles,
there is a severe shortage of research examining the
interaction between the types of sources and types
of styles in terms of persuasiveness of a PSA. It is
evident that the influence of information is stronger
when the target audience perceives a match between
the messenger and message content, which is ex-
plained by the match-up hypothesis (Kamins 1990).
Applying this framework, the anti-vaping PSA
is expected to be the most effective when there
is a successful match between the message source
and style. Though the existing research cannot help
us to hypothesise the interaction effect of the mes-
sage features, we have directed hypotheses regarding
this. As it was indicated (Bekalu et al. 2018), the
perceived importance of a message is higher when
individuals associate themselves with the story-
teller in narratively styled messages due to perceived
similarity and ‘wishful identification’; it is sug-
gested that narratives will have a better fit and
persuasive effect with a peer message source, while
a message source showing expertise may be more
effective when combined with a non-narrative style:
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Hypothesis 1: PSA featuring a peer messenger
in narrative style will be more effective than a PSA
Sfeaturing a peer messenger in non-narrative style.

Hypothesis 2: PSA featuring an expert messen-
ger in non-narrative style will be more effective
than a PSA featuring an expert messenger in nar-
rative style.

Methodology
Study design

A 2x2 factorial between-subjects experimental
design was used to compare the impact of diffe-
rent message sources (peer vs. expert) and styles
(narrative vs. non-narrative) on behaviour and
attitudes. The online experiment followed a four-
group posttest randomised design to assess
changes in the dependent variable within the
groups (the procedure of posttest manipulation
check is provided in the Appendices section). The
dependent variables were the attitude toward the
anti-vaping PSA, attitude toward vaping and
vaping intention.

Four anti-vaping PSA transcripts were created
for the study with different combinations of mes-
sage sources and styles. Text advertising was chosen
over video or voice to prevent bias, and gender-
neutral names were used for the message sources
to avoid any influence based on the spokesperson’s
sex, personal characteristics or age.

Previous studies (Han, Fink 2012) have high-
lighted confounding features in messages that could
affect information perception, such as message
length and the number of facts or evidence captured.
To address this, the stimuli were carefully designed
to have identical message length and include the
same arguments across all four PSAs, addressing
ten short- and long-term consequences of vaping

(Fig. 1).
Sample

The study involved bachelor university students
aged 18—24 from Saint Petersburg and Moscow
recruited via academic programme chats. The in-
clusion criteria were the self-reported experience
of vaping during the last 6 months. Initially the
minimum sample size was set to 108 participants
for obtaining a medium effect size (f* = 0.15), pro-
viding 96 % power to detect difference at the 0.05 sig-
nificance level, adjusted for degrees of freedom
to include three covariates. Participants who com-
pleted the survey in under 2 minutes were ex-
cluded prior to the analysis, and the sample condi-
tions were met. The final sample (N = 112) was
predominantly female (76.8 %) with an average age
of 20 years.
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30paBcTBYIATE, MEHS 30BYT ACKTOP Painu XaraeH. 5 ABAAIOCh rNaBHbIM
BpayoM LieHTpa peabunmraLumi 3aB1CHMOCTH OT HUKOTWUHA, NO3TOMY

¥ MEHA MHOroNeTHUIA onbIT paBoThl B 06nacTu MeauumHel. M cerogHs

Al XOUY O6CYANTb, YeM OMNACcHO KYPEHWE 3NEKTPOHHbIX CUrapeT.

MopaymaliTe 0 TOM, KaK MHOMO KPaTKOCPO4HbIX W AONTOCPCHYHbIX MOGOYHbBIX
a¢ddeKkToB MeeT BelnuHr. Cpeamn H1X pasapaKeHue ropaa v nonocTi
pTa, CONPOBOXAAKLLEECH NOCTOAHHEIM KaLLNEM, O4eHb BONBLLOH PUCK
PalBUTMA Kapreca (NPUMEPHO B 2 pa3a Bonblue, YeM Y He KYPALLMX
INEKTPOHHBIE CUIFAPETBI), U M3MEHEHWE MUKPOBKOMa PTa M3-3a BAMAHKS
BEMNOB Ha YPOBEHb aHTUMUKPOGHBIX BENKOB U IMTOKMHOE B CIOHE,

UTO NPYBOAUT K BO3HUKHOBEHMIO M PA3BUTUIO 3a60NEBaHUIA PasnuHbIX
opraHoB

KpomMe TOro, GEHaPYKEHO, HTO KUAKOCTL, MCroNbayeMas Npu NapeHu,
MOXET BbI3bIBATH TaKWE NOBOUHbIE 3hPEKTbI Kak MIMEHEeHUs B NpOTeoMax
3NUTENNA U MOKPOTI, 3KCAPECCUM FEHOB AbIXaTeNbHbIX NYTel 1 cocTase
CAN3U, KOTOPBIE MOFYT NOABNATHCA AAKE NPU O6LLEM XOPOLLEM
CaMOUYBCTBUM. A MACAHBIE KOMMOHEHThI 33P030/A SNEKTPOHHBIX
CUrapeT, HaKanNMBanACk B NEroUHbIX TKAHAX, MOTYT Bbi3biBaTh OCTPOE W
[aXe CMepTenbHOe NOBPEXAEHUE NETKUX.

Kakue ewé npo6nembl MoryT BO3HUKHYTb? NEKTPOHHbIE CUrapeThl
3HAYWTENBHO YBEIMUMBAIOT PUCK PA3BUTHA CUCTEMHbIX 3a601EBaHMIA,
TaKWX Kak BOCNaneHWe OpraHoB, pak v 3peKTunbHas AMchyHKUMS y
MYKYUH, W Aaxe BIMAIDT Ha TeHOTOKCUYHOCTh, CMOCOGHYIO BNOCNEACTBUM
MPUBECTM K FEHETUHECKOIN MyTaLuu.

BO3MOXKHO U NPUATHO BABIXaTh Napbl C PA3HBIMK CNAAKUMU BKYCAMU, HO
Ha CamMOM [ie/1E YXKACHO pa3pyLLaTh CBOKD COBCTBEHHYIO KU3HD.

Ecnv Bam xoTenock 6bl elwé nofpobHee y3HaTb O Bpeae BEeAnuHra,
nocetute canT www-dot-antivaping-dot-org.

A) expert source, non-narrative style

3npaBcTByiiTe, MeHs 3oByT Calla BacuneHko. Ha AaHHbIA MOMEHT
1 y4yCb B YHUBEPCUTETE, TaK 4TO Mbl C TOBOM BO MHOICM NOXOXK. 1
CEerofHa A xody 06CyAWTb, YEM ONAcHO KypPeHWe 3NeKTPOHHbIX CUrapeT.

MoayMariTe © TOM, Kak MHOTG KPaTKOCPOUHBIX M I0NITOCPOUHbIX NOGOUHBIX
appekToB umMeeT BelnuHr. Cpean HWUX pasapaykeHue ropaa v nonocTu
pTa, CONPOBOXAAIOLLEECH NOCTOAHHBIM Kall/eM, O4eHb 6O/bLLOA PUCK
pa3BUTHA Kapreca (MPUMEPHO B 2 pa3a Bo/blle, YEM Y HE KYPALLWX
3INEKTPOHHBIE CUrapeTbl), U MIMEHEHNE MUKPOGMOMA PTa N3-3a BIIMAHUA
BEMNOB Ha YPOBEHb AHTUMMKROGHbIX GEKOB U UMTOKVHOB B C/IIOHE,

4TO NPMBOAMT K BO3HUKHOBEHMIO M PA3BHTUIO 3a60N1EBAHNIA Pa3ANHHbIX
opraHos

KPOMB TOro, OﬁHapy)KEHO. YTO XWAKOCTE, UCNOMb3yeMan NPKU NapeHn,
MOXET Bbi3blBaTb Takue Nobo4vHble 3pdeKTbl Kak M3MEHEHWA B NPOTEOMaX
INHUTENNA U MOKPQOTbI, SKCNPEeCCH NreHOB JblXaTeNbHbIX nyTeﬁ W cocTase
C/IM3M, KOTOPbIE MOTYT NOABAATLCA AaXe NP O6LLEM XOopoLeM
CaMOMYBCTBUM. A MACAHbIE KOMMNOHEHTbI a2P030/15 2NEKTPOHHbIX
CUrapet, Hakannumeanch B NEroYHbIX TKaHAX, MOrYT Bbi3blBaTb OCTROE

W faxe CMepTenbHOe NOBpeXaeHue NErKuXx.

Kakvie ewé npo6nembl MOryT BOZHUKHYTh? INEKTPOHHbIE CUrapeTbl
3HAYNTENBHO YBENMYMBAIOT PUCK PA3BUTHA CUCTEMHBIX 3a60NeBaHMIA,
TaKKMX KakK BoCNaneHue opraHoBs, pak U 3peKThnbHasa ﬂMCq}yHKL{MR

Y MYXKUYUH, K faxKe BNUAKT HA reHOTOKCHUYHOCTb, CI'IOCOﬁHyIO
BNocneacTBuMKM NpUBECTH K reHeTU4EeCKoR MyTaymn

BO3MOXKHO U NPUATHO BABIXaTb NAPbI € PA3HBIMU CNAAKUMUA BKYCAMU, HO
Ha CaMOM [1eNe Y3KACHO pa3pyLIaTh CBOIO COBCTBEHHYIO KU3Hb.

Ecnu Bam xoTenocs 6bl elé noapobHee y3HaTh O BPEAe BEANUHra,
nocetute caiT www-dot-antivaping-dot-org.

C) peer source, non-narrative style

30paBcTBYITE, MEHS 30BYT AOKTOP Paitnu XaiaeH. i ABNAIOCh rNaBHbIM
BpayoM LieHTpa peabunmralum 3aB1CHMOCTH OT HUKOTUHA, NO3TOMY

¥ MeHA MHOrONETHMIA ONbIT PaBoThbl B 06nacTi MeauumHbl. K ceroaHs

Al XOUY O6CYANTh, YEM ONAcHO KYPEeHWe 3NeKTROHHbIX CUrapeT.

Ka)Kﬂhllh AeHb A CTaNnKMBakCb C MHOXXECTBOM KPaTKOCPOYHbIX 1
[ONrOCPOYHBIX CTPaLLHbIX NOB60YHbIX 3hdeKToB BednuHra. Y Moux
NaLMEHTOR eCTh Takue CUMNTOMbI KaKk pasapax eHue B ropae u NonocTu
pTa, CONPOBOXKAAWEECH NOCTOAHHbIM KALWAEM, Y HUX OYeHb GOMbLLOK
PUCK PA3BATKA KapUeca, 1 NOBLILEHHOE KONMYECTBA MUKPOBOB BO PTY
W3-3a KypeHus BEMNOB, UTC Y HEKOTOPbIX 13 HWX MPUBOAUAO K
BO3HUKHOBEHUIO 1 PA3BUTUIC MYyUUTENbHBIX 3a60N1eBaHWIA Pa3NUUHbIX
opraHos

KpoMe Toro, XUAKOCTb, UCMIoNb3yemMan NPK NapeHuid, BubibiBaeT y
MHOECTBA NaUMEHTOB Takue THHKUE NOBOUHbIE adhdekTsl Kak
W3MEHEHWS B CTPOEHUU 3NUTENUS U MOKPOTSI, IKCNPECCUU FeHOoB
AbIXaTenbHbIX NyTeil 1 COCTABE CN13M, KOTOPbIE NOSBNAAUCS Y HUX Aaxe
fpu 06LLEM XOPOLWEM CAMOUYBCTBUN. A MACNAHBIE KOMMOHEHThI a3p030Ns
3NEKTPOHHBIX CUrapeT, HAKaMNNMBAACh B NEMOUHbIX TKAHAX, BbI3bIBAIOT
HEBbIHOCUMO OCTPOE U flaXKe CMEPTE/IbHOE MOBREXASHUE NErKUX.

Kakue eLué npobnembl y HUX BOIHWMKAIOT? Al IMYHO 3HAI0 NALMEeHTOB, Y
KOTOPbIX SNEKTPOHHbIE CUrapeTbl 3HAYWUTENBHO YBENWUUUNW DUCK pa3BuTUa
nyralwmx CUCTEMHbIX 386OHEE3HVIPI, TakKumx Kak BocnaneHue OpraHos, pak
W 3PEKTUNbHAA ]J,MC(DVHKL[I/ISI Y MYXHYWH, M faXKe NOBNUANK Ha
reHOTOKCHMYHOCTb, KOTOpad BnocneacTemMi NnpyMeognna K MyTauun reHoB.

BO3MOXKHO M NPUATHO BABIXATb NApPbl € PA3HBIMKA CNAAKUMM BKYCAMU,
HO Ha CaMOM [IEN€ Y)KaCHO Pa3pyLLaTb CBOK COBCTBEHHYIO XKM3Hb.
Ecnu BaMm xoTenoch 6bl eLUE NoApo6Hee y3HaTb O BPee BEANnHra,
nocetute canT www-dot-antivaping-dot-org.

B) expert source, narrative style

3apaBcTeyiTe, MeHa 30BYT Calwa BacuneHko. Ha paHHbIA MOMEHT
Al YUyCb B YHUBEPCUTETE, TaK UTO Mbl C TOBOM BO MHOTOM MOXOXHW. W
CerofjHa A Xouy 06CYAWTb, YEM OMNacHO KypeHWe 3NEeKTPOHHbIX curaper.

Kaxablii IeHb i CTaNKMBaIOCh C MHOXECTBOM KPaTKOCPOUHbIX 1
LONrOCPOYHBIX CTPALLHbIX NOBCYHbIX 3¢ OEKTOB BeMnuHra. ¥ Moux apy3en
11 3HAKOMbIX €CTb TaKMe CUMIMTOMbI KaK pasapaeHue B ropne 1 NonocT
pTa, CONPOBOXAALIEECA MOCTOAHHbIM KaLNEM, Y H1UX O4eHb BCNbLLOH
PUCK Pa3BMTHA KapHUeca, M NOBbILIEHHOE KONMYecTBa MUKPOBOB BO PTY
13-33 KyPeHWs BEANOB, YTO Y HEKOTOPbIX M3 HUX MPHUBOAKMNO K
BO3HMKHOBEHMIO M PA3BUTUIC MYHMTENbHBIX 3A601EBaHNA PA3NIMYHBIX
OpPraHoB.

KpoMe Toro, KUaKoCTb, UCMO/b3yeMas NpH MapeHuy, Bbi3bIBAET Y MHOTMX
MOWX OPY3EA W 3HAKOMbIX TakWe TKKNE NOB0YHbIE 3PPEKTHI KaK
M3MEHEHNA B CTROEHUM 3NMUTENNA N MOKPOTbI, SKCNPECCHUM reHOB
LbIXaTe/bHbIX MYTEA M COCTaBE C/IM3U, KOTOPbIE NOABAAAMCD Y HUX faxe
NP 06WeM XOPOLIEeM CaMOYYBCTBNN. A MACAAHbIE KOMNOHEHTbI a3PO30NA
3N1EKTPOHHBIX CUrapeT, HaKkamnMMBaACh B NErOUYHbIX TKAHAX, BbI3bIBAIOT
HEBBIHOCMO OCTPOE U AAXE CMEPTENbHOES NOBPEXAEHUE NETKUIX.

Kakue ellé npoGaembl y HUX BO3HMKAIOT? f NMYHO 3HAID MIOAEH, Y KOTOPBIX
3NEKTPOHHBIE CUTARETbl 3HAYUTENBHO YBENMYMAW PUCK PA3BUTHA
nyraowmx CUCTEMHbIX 3aboneBaHui, TaKMX Kak BocnaneHue OpraHos,

Pak U 3peKTUnbLHan ,ElMCbeHKLl,MH Y MY3KUYWH, 1 faxe NnoBnvann Ha
reHOTOKCUYHOCTb, KOTOPAaa BNOCNeACTBMK NpUBOAMAIA K MyTauun reHos

BO3MOXHO 1 NPUATHO BABIXaTh Napbl € PA3HbIMK CNAAKMMU BKYCAMA,
HO Ha CaMOM [eNe YXACHO Pa3spyllaTh CBOKO COBCTBEHHYIO U3Hb.
Ecnu Bam xoTenoch 6bl elé noapo6Hee y3HaTh O Bpene BeinuHra,
NoceTUTe CanT www-dot-antivaping-dot-org.

D) peer source, narrative style

Fig. 1. Study stimuli

Procedure

After providing an online informed consent, the
study participants completed a short questionnaire
about themselves (sex, age, socio-economic back-
ground, vaping experience). After that they were
randomly assigned to read one of the four anti-
vaping PSA materials with manipulated variables
and then answered several questions about them.
Those questions measured the attitude toward the
anti-vaping PSA, changes in attitudes toward vap-
ing and vaping intentions after being exposed
to the PSA and perceived PSA quality (wording
of all the items and their scoring are presented
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in the Appendices section). The study has been
preregistered at AsPredicted (#134037).

Data analysis

Data was analyzed in R using Generalised Linear
Models (GLMs) to address research questions and
hypotheses. Assumptions for Linear Regression
were tested and met before conducting the analysis.
The relationships between three dependent variables
(attitude toward the anti-vaping PSA, attitude toward
vaping and vaping intention) and four independent
manipulated features (peer source, expert source,
narrative style, non-narrative style) were estimated
with p-values using a 0.05 threshold and adjusted
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R2 values for model evaluation. T-tests assessed the
statistical significance of differences in the dependent
variables across different dimensions.

Each linear model included several features
as covariates: vaping frequency, perceived PSA
quality and age. Perceived PSA quality was in-
cluded to avoid the confounding effects of public
service advertisements, while vaping frequency
aimed to account for its potential influence on at-
titudes and decision-making regarding vaping in-
tentions. Lastly, age was included to address po-
tential differences in ratings for dependent variables
between younger and older individuals. All variables,
except age, were measured by multiple Likert scale
questions, which were averaged after demonstrating
acceptable reliability through Cronbach’s alpha.

Results

To answer the first research question, it was
found that there is a statistically significant effect
of the message source only for the attitude towards
PSA (Table 1). Compared with the peer (student)
one, the expert source (medical doctor) proved
to lead to a more positive attitude towards PSA,
adjusting for the level of vaping frequency, perceived

PSA quality and age. However, there were no sig-
nificant differences between two message sources
in users’ attitudes toward vaping and vaping inten-
tion after reading the PSA.

Investigation of the second research question
revealed that there is a significant difference between
the means of attitudes towards vaping across two
types of message styles, and the presentation of nar-
ratively styled messages was associated with more
negative attitudes towards vaping than non-narra-
tives, controlling for the level of readers’ vaping
frequency, perceived PSA quality and age (Table 1).
Nevertheless, no significant differences in message
styles were observed for the attitude towards PSA
and for the vaping intention, and thus, none will be
reported.

In terms of the research hypotheses, no significant
relationship of interaction between the response
features and dependent variables was found as all the
interaction effect’s p-values appeared to be out of the
stated threshold (Table 1), which does not allow re-
jecting the null hypothesis, meaning that obtained
estimates in the model took place purely by chance.
Hence, we could not proceed with the analysis of the
hypotheses further and will conclude that they are
not possible to be verified with our study data.

Table 1. Linear regression coefficients

Dependent variables
Variables : 7
Attitude towards PSA sl Fos e
vaping intention
Independent variables
Message source -0.440%* 0.143 0.019
(peer) (0.196) (0.120) (0.293)
Message style -0.156 0.266** —-0.145
(non-narrative) (0.188) (0.115) (0.280)
Covariates
Vape addiction -0.022 0.047 0.763***
(0.083) (0.051) (0.124)
Perceived PSA quality 0.786*** —-0.093* —0.405%**
(0.080) (0.049) (0.119)
Age 0.209** -0.087 0.075
(0.097) (0.059) (0.144)
Interaction
Message source (peer) 0.308 —-0.096 -0.613
* Message style (0.096) (0.229) (0.558)
(non-narrative)
Observations 112 112 112
R? 0.491 0.096 0.307
Adjusted R? 0.467 0.053 0.274
Residual Std. Error (df = 106) 0.980 0.599 1.463
F Statistic (df = 5; 106) 20.453%** 2.244* 9.388***

Note: *p < 0.05, **p < 0.01, ***p < 0.001.
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We have also gathered secondary findings, in-
cluding the results for the associations between
covariates such as the level of vaping frequency,
perceived PSA quality and age on attitudes and
intentions (Table 1). Firstly, self-reported PSA qua-
lity is associated with a more positive attitude towards
PSA and a more negative attitude towards vaping
and vaping intention. Secondly, vaping frequency
was found to be positively associated with vaping
intention, showing that the more often a person
uses vapes, the more vaping intention he/she has.
And, lastly, age appeared to be positively related
to the attitude towards PSA: older students perceive
PSA better than younger ones.

Discussion

Both advertising and public health fields have
explored the impact of message sources and styles
on audiences, yet there remains a scarcity of studies
on their comparative effectiveness for PSAs and
the persuasive power of their interaction, particu-
larly in the context of vaping. Therefore, our research
aimed to contribute to existing findings by analyzing
the direct and united effectiveness of message style
(narrative and non-narrative) and sources (peer
and expert) on the attitudes and intentions of uni-
versity students exposed to anti-vaping PSAs.

The study found that a better attitude towards
PSA is much more likely if the message contains
an expert source rather than the peer one. These
findings correspond with the previous findings
demonstrating that sources presented with sources’
expertise may entail more positive attitudes to a mes-
sage than the ones represented by a layperson
(Reinhard, Sporer 2010). Explaining the result, we
can rely on a different study, showing that people
usually find experts as having higher proficiency
and skills in a certain subject, especially in the sphere
of well-being, rather than peers (Gilly et al. 1998).
Therefore, Research Question 1 can be answered
only in terms of the attitude towards PSA (a), pro-
viding strong support to the idea that expert mes-
sage sources cause more favourable evaluation of the
anti-vaping PSA among university students than
the peer ones, suggesting that expertise can make
a PSA more trustworthy and valuable.

It was also observed that the presentation of nar-
ratively styled messages was associated with more
negative attitudes towards vaping than non-narra-
tives. This result is consistent with previous research
stating that as narratively structured messages in-
fluence cognitive and emotional aspects of the
audience (Schank, Berman 2003), they are more
persuasive in changing attitudes about some health-
related issue than non-narratives (Zebregs et al.
2015). Nevertheless, no significant differences
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in message styles were found for the attitude towards
PSA and for the vaping intention, thus making
conclusions possible only for Research Question 2(b).
Therefore, it can be inferred that narrative styles
of a message for PSA induce more change in the
attitudes towards vaping, making perception
of vaping more negative, which could be due to the
more relevant experience and values of this type
of source to university students.

With respect to the fit between message sources
and message styles observed under the framework
of the match-up hypothesis, it was found that any
of the identified matches (peer messenger & narrative
style; expert messenger & non-narrative style) have
no significant difference in their effectiveness in terms
of attitude towards PSA, attitude towards vaping and
vaping intention. As no previous scientific studies
have already examined these relationships, they are
required to be tested further in the context of anti-
vaping messages and other health-related issues.

Though providing valuable insights into anti-
vaping PSAs, our study is not free from limitations.
The results may not be generalisable beyond the
specific student population in Russia or for all Rus-
sian students due to the convenience sampling
method and the limited representation of students
from different universities and regions. Additionally,
reliance on self-reported measures may introduce
social desirability bias. Future research should
consider diverse populations, employ different
sampling strategies and study designs, as well
as utilising longitudinal designs to capture the
duration of the PSA effect and presence or absence
of more prolonged outcomes. Furthermore, cul-
tural differences and exposure to other vaping-
related information should be accounted for in fu-
ture studies to enhance the effectiveness of public
service ads promoting health messages.

Conclusions

Within our study, we have developed an ex-
perimental procedure to answer the stated research
questions and hypotheses. Let us observe them
closer:

1. Which source characteristic — expertise or si-
milarity — will (a) cause more favourable evaluation
of the anti-vaping PSA; (b) be more persuasive
in changing attitudes toward vaping; (c) be more
effective in changing vaping intentions?

The evidence for this research question states
that expert sources in the PSAs led to a more fa-
vourable PSA evaluation and higher trustworthiness
towards it among university students compared
to peer sources. However, the source characteristics
only affected the attitude towards the PSA, not at-
titudes towards vaping or vaping intentions.
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2. Which message style — narrative or non-
narrative — will (a) cause more favourable evalua-
tion of the anti-vaping PSA; (b) be more persuasive
in changing attitudes toward vaping; (c) be more
effective in changing vaping intentions?

While investigating the second research ques-
tion, we proved that narrative message styles
in PSAs are more persuasive in changing attitudes
towards vaping, resulting in more negative atti-
tudes than non-narratives, potentially due
to their influence on cognitive and emotional

affect the attitude towards the PSA or vaping in-
tentions.

3. Hypothesis 1: PSA featuring a peer messenger
in narrative style will be more effective than a PSA
featuring a peer messenger in non-narrative style.
Hypothesis 2: PSA featuring an expert messenger
in non-narrative style will be more effective than a PSA
featuring an expert messenger in narrative style.

No significant differences were found in the ef-
fectiveness of matched message sources and styles
in terms of attitudes towards PSA, vaping and vaping

aspects. However, the style characteristics did not  intentions. Further research is needed in this area.

Appendices

1. Posttest manipulation check

To analyse the consistency between the features of the proposed PSA messages in the survey and the
perceived message source and message style, after answering variables-related questions, participants
were asked to directly evaluate it. The questions were: “Who was the author of the social advertisement
you read? (response options: ‘student’/ ‘professor’/ ‘medical doctor’/ ‘salesperson’) and “What did the
author of the social advertisement you read talk about?’ (response options: ‘About personal experience
and the experience of friends or patients’/ ‘About the results of scientific research’). This way, we could
see how attentive and conscientious participants were when reading the materials of the survey.

Among the students presented with the peer message source, 58 respondents (96.6 %) identified
it correctly. Only 2 respondents answered that the storyteller was a professor, and 0 of them answered
‘medical doctor’ In turn, among the respondents presented with the expert source of message, 27 people
answered that the narrator was a doctor and 24 identified a professor. As both of these source categories
are suitable for expertise definition, we will consider that 51 respondents (98 %) correctly identified the
expert message source. And only 1 person here answered ‘student.

Among the people who saw PSA with narrative style, 42 (76.4 %) correctly answered that they observed
a message about personal experience and experience of friends or patients. Another part of the respon-
dents (13 people, 23.6 %) gave answers identifying non-narrative style. Besides, among the participants
exposed to the PSA with non-narrative style, 53 respondents (93 %) answered that the person in that
PSA was telling them about the results of scientific studies, thus giving the correct answer. And only
4 of them (7 %) identified the message style incorrectly.

Therefore, as both the message sources and message styles were correctly reported in most of the
cases (more than in %), we will consider the posttest manipulation check successful.

2. Wording of all the items and their scoring

Variables Questions for measurement

1. Attitude toward
the anti-vaping PSA
(dependent).

Measured using the four questions that were similar to the ones used in studies analysing PSAs
(Ahn et al. 2019), but adjusted to match the context of our research. They represented 7-point
Likert scales with —3 meaning ‘not at all’ and 3 meaning ‘extreme amount’:

1) Evaluate the emotions that the message of the social advertisement you read evoked in you
(Very negative/ Very positive) [OueHuTe, KaKue sMOLM Y BaC BBI3SBAAO COOOIIEHME TPOYNTAH-
Hot Bamu coumaabHom pekAambl (OueHb HeraTuBHble/ OUeHb MOAOXKUTEAbHBIE)].

2) Rate how interesting the message of the social advertisement that you read was (Not at all
interesting/ Very interesting)? [OLieHnTe, HACKOABKO MHTEPECHBIM OBIAO COODIIEHNE TPOYN-
TaHHOI Bamu coumaabHon pekaambl (CoBcem He nHTEpecHbIM/ O4YeHb UHTEPECHBIM)].

3) Rate how valuable the message of the social advertisement that you read was (Not at all
valuable/ Very valuable)? [OueHnTe, HAaCKOABKO IIOA€3HBIM OBIAO COODILIEHE TPOUYNTAHHOI
Bamu couymaapHoit pexaamsl (CoBceM He moae3HbiM/ O4yeHb IIOA€3HBIM)].

4) Rate how understandable the message of the social advertisement that you read was (Complete-
ly not understandable/ Very understandable)? [OrieH1Te, HACKOABKO IOHATHBIM OBIAO COOOILIEHNME
npounTaHHoi Bamu cormaabHoit pekaambl (CoBceM He MOHATHBIM/ O4YeHb MOHATHBIM)].

5) Rate how much you were influenced by the message of the social advertisement that you
read (Not at all influenced/ Very influenced)? [OueHure, kax cruabHO Ha Bac moBausiao coo6-
LIeHMe MpoYnTaHHO! Bamu counaabHoit pekaampl (CoBceM He nmoBausiaa/ O4ueHb OBAUSAQ)].
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Variables Questions for measurement
2. Attitude Measured via 4 questions with 7-item Likert scales:
toward vaping 1) After reading the anti-vaping PSA, I think that vaping is (Very harmful/ Not harmful at all)
(dependent). [TIpounTaB COLMAABHYIO pEKAAMY IIPOTUB BENIMHIA, sI AYMAIO, UTO BelnuTb — 570 (OyeHb

BpeaHo/ CoBceM He BpeaHO)].

2) After reading the anti-vaping PSA, I think that vaping is (Very unpleasant/ Very pleasant)
[TIpounTaB COLMAaAbHYIO pEKAAMY IIPOTUB BENIIMHIA, 51 AyMalo, 4YTo Bennutbh — 910 (CoBCceM
HernpusiTHO/ O4eHb NPUSITHO)].

3) After reading the anti-vaping PSA, I think that vaping is (Very bad/ Very good) [ITpounuras
COLIMAABHYIO PEKAAMY IPOTUB BEMITMHIA, sl AyMa0, 4To Bernutb — 310 (OveHb naoxo/ OueHb
Xopotio)].

4) After reading the anti-vaping PSA, I think that vaping is (Absolutely not prestigious/ Very
prestigious) [[IpounTaB COLMAABHYIO PeKAAMY IPOTUB BEIIMHIA, 5 AyMal0, YTO BEMIUTb —
a1o (CoBepiueHHO He npecTIKHO/ OUeHb MPECTIKHO)].

3. Vaping intention
(dependent).

Estimated with the following four questions, assessed by 7-point Likert scale (-3 = ‘not at all,
3 = ‘extreme amount’):

1) After reading the anti-vaping PSA, I think that I intend to vape in the forthcoming month
[TIocAe mMpoYTeHMA TEKCTa COLMAABHOI PeKAAMBI IIPOTUB BEVIMHIA, 51 AyMAIO, YTO OYAY Ky-
PUTD Bel B OAVDKaeM Mecsiie].

2) After reading the anti-vaping PSA, I will try not to vape in the forthcoming month [TTocae
IIPOYTEHNS] TEKCTA COLMAABHON PEKAAMBI IPOTUB BEIIMHIA, 51 IOCTAPAIOCh HE BEMINTD B OAU-
KaileM Mecsue).

3) After reading the anti-vaping PSA, I plan to vape in the forthcoming month [ITocae npo-
YTEHMsI TEKCTA COLIMAABHONM PEKAAMBbI IIPOTUB BENIIVHIA, 51 IAAHMPYIO BEMIIUTD B OAVDKaNIIEM
mecsue].

4) After reading the anti-vaping PSA, I plan to vape less frequently than before in the coming
month [[Tocae npouTeHMsI TEKCTA COLMAABHOI PEKAAMbI IIPOTUB BEMINHIA, 51 TAAHUPYIO KY-
PUTDb 9AEKTPOHHbBIE CUTapeThl B OAVDKAlIIIEM MeCsilie peKe, 4eM paHblile].

4. Vaping frequency
(covariate).

Measured by the two questions:

1) Rate how often you have smoked electronic cigarettes (vapes) over the past six months

(1-3 times in six months, 4—6 times in six months, 2—4 times a month, 2—3 times a week,

4 or more times a week) [OueHnTe, KaK YaCTO BbI KYPUAM SAEKTPOHHBIE CUTapeThl (BeIbl)

3a mocaepHue noAropa: (He kypua(a); 1-3 pasa 3a moaropa; Kaskapiit mecsity uau pexe (4—6 pas
3a MOAT0AQ); 2—4 pasa B MecsLl; 2—3 pa3a B HepeAlo 4 nau 6oAee pas B HepAeAl0)].

2) Please rate your dependence on smoking electronic cigarettes (vapes) on a scale from 1 to 5

(Very low/ Very high) [OueHuTe cBOIO 3aBUCMMOCTD OT KypeHMsI SAEKTPOHHBIX curaper (Bei-
noB) 1o mKaae ot 1 Ao 5 (Ouenpb Huskass/ O4yeHb BbICOKaA)].

5. Perceived

Measured by a question with a 7-point scale ranging from ‘very bad’ (-2) to ‘very good’ (2):

PSA quality 1) After reading the anti-vaping PSA, how would you rate its quality? [[Ipounrtas 3Ty conmanb-
(covariate). HYIO pEKAaMy NPOTUB BEMIIMHIA, KaK Bbl o1leH1AM ObI €€ Ka4eCcTBO?|.

6. Age Self-reported measure:

(covariate).

1) How old are you? [Cx0oAbKO BaM ITOAHBIX A€T?].

All of the variables included multiple questions represented as scales, which were later averaged
to construct each dependent variable during the coding procedure, as Cronbach’s alpha for each set was
in the range between 0.7 and 0.88, which is considered acceptable to prove reliability of the data.
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