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ABSTRACT: 

 

New advertising media are emerging at a rapid rate and along with this we are witnessing a shift in 

advertising away from traditional media into newer ones such as search advertising and social media. 

Academic and practitioner research has examined characteristics of these new media such as LinkedIn, 

Twitter, Facebook and their effectiveness on consumer behavior. However, more work remains to be done to 

improve our understanding of the role of consumer behaviors, previously studied in the context of 

traditional media, in today’s new media. In this research paper, we will examine the role of ad repetition, 

remarketing /retargeting and the mere exposure effect. 

  

Originally studied by Zajonc (2001) and colleagues Miller (1976) and Cacioppo (1989), mere exposure 

effect proposes multiple exposures to objects enhances test subjects attitude toward them. Zajonc(2001) 

stated that repeated “mere exposure” of a stimulus is a sufficient condition for enhancing the attractiveness 

of this stimulus while Miller (1976) and Cacioppo(1989) results reflect a negative view of under excessive 

exposure. (Zajonc 1968; Miller 1976; Cacioppo 1989) but little attention  has been given in developing 

linkages between MEE and the social media experience, including interactive advertising, to see if past 

theories are consistent or if they are outdated.   

 

This study will test hypotheses about repetition and relevance, separately and jointly, with respect to 

obtaining a positive decision making experience. A3-3 fractional design using single and mixed 

recognized/unrecognized ads utilizing participants exposed to video tests utilizing a 5 point “Likert Scale”. 

Mediation Analysis and T tests will be conducted to test the hypotheses. It is anticipated that the outcomes 

will present several results. One result should reflect that the new social media paradigm has shifted toward 

relevance of ad more than repetition of ad for positive stimuli. Additional results will reflect that consumers 

are more inclined to view short ads more positively than detailed advertising, thus reflecting the speed of the 

new media and increased need for “instant gratification”. Finally we will look at the remarketing/retargeting 

techniques to see if consumers experience is positive or negative.   

 

Academia and practitioner will benefit from an enhanced view of mere exposure effect theory with respect to 

advertisement repetition, relevance and speed. Today’s consumers need for immediate gratification and the 

utilization of devices such as smart phones, smart watches and tablets necessitates a new type of advertising 

in which the consumer sees a short relevant ad formatted specifically for smaller electronic devises.  Thus, 

this study will provide academia with a new view of the mere exposure effect through social media 

advertising. Since the social media industry is still in the early stages of researching impacting advertising, 

business will benefit by having data to support interactive advertising and positive stimuli for relevant 

advertising. The importance of this study, in revenue gathering impact to business since the anticipated 

outcome, will support the view that repetition will return a faster positive return than simply repetition.   
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INTRODUCTION: 

Today many social media sites has a tremendous hit rate with over 95 million tweets going out daily , 150 

million LinkedIn members and 845 million Facebook users social media is a vast advertising and 

communication channel [see appendix]. Increasingly we are seeing more diverse demographics using social 

media sites.  37% of Facebook users are over 45 years old, 64% of Twitter users are over the age of 35, and 

44% of all social networking users are between the ages of 35 and 54 (Kabani 2011). What this means for 

businesses is that many people, young and old, are sharing and looking for information on social media sites.  

Increasingly on line advertisement is moving to the forefront of marketing with an estimated 22% of all 

online time spent on social media sites.   

 

But do advertisers need to understand that social media advertising is a different ballgame than back in the 

day utilizing paper and ink advertising. The volume of information leads to “information overload” and 

seeing ads over and over may actually frustrate the viewer instead of making the viewer purchase the 

product being hawked. Or do we look at the amount of information as something one becomes adaptive 

with-similar to the discussion of adapting to pain that Dan Arierly discussed in his book “The upside of 

irrationality”. The fact that repeated exposure to pain builds up one’s immune system to the effects of pain 

(Ariely 2010). This begs the question: “Does repeated viewings of ads make it less adverse to its ‘painful’ 

effect?”  Thus, are intelligent ads more beneficial than static in that you see less repetition? 

 

LITERATURE REVIEW:  

Mere Exposure Effect: 

The Mere Exposure Effect [MEE] has been psychological phenomenon for over 40 years starting with a 

simple study to determine if multiple exposure to objects enhances test subjects attitude toward it (Zajonc 

1968).  The premise is that repetition induces cognitive ease and a comforting feeling of familiarity to those 

viewing the item (Kahneman 2011). The MEE was introduced by psychologist Robert Zajonc in his study of 

the link between the repetition of an arbitrary stimulus and the effect on people. This could be the repetition 

of an advertisement over and over to see if people will like it or hate it less. As pointed out by Kahneman; 

Zajonac offered the following with respect to the link between positive emotion and cognitive ease: 

 

“The consequences of repeated exposure benefit the organism in its relations to the immediate 

animate and inanimate environment.  They allow the organism to distinguish objects and habits that 

are sage from those that are not, and they are the most primitive basis for social organization and 

cohesion the basic sources of psychological and social stability.” (Kahneman 2011)   

 

The mere exposure effect states that the more familiar we are with things, the better we tend to like them. 

This concept applies to a variety of different activities such as reading, eating, writing, and even looking in 

the mirror. It has been suggested that people generally prefer images of themselves in the mirror rather than 

in a photographic image. However, people generally prefer photographic images of other people. To 

investigate this suggestion from Lilienfeld, I randomly asked people if they prefer looking at pictures of 

themselves or in the mirror. Their response was unanimous in that they prefer seeing themselves in the 

mirror. Lilienfeld gives another example of mere exposure. He explains that re-reading what you have 

already read will increase your chances of liking what you read better the second time or seeing a movie for 

the second time. I also agree with this theory because after you read something you become more familiar 

with it and usually get a better understanding of the text or the action on the screen. Another example of 

mere exposure would be the foods that are appealing to you. If you grow up eating certain foods, you will 

probably enjoy them throughout your life. An example is if you enjoyed watermelon, bananas and grapes as 

a child you probably will enjoy them as an adult.   

 

http://www.ijhassnet.com/


Page | 3  
 

International Journal of Humanities and Applied Social Science                       Vol.1, No.1, April, 2016 

 

Works by Zajonc (1968) first established the effects of MME through experiments that reflect “results 

reviewed and reported [in this paper] are in favor of the hypothesis that mere repeated exposure of an 

individual to a stimulus object enhances his attitude toward it.” (Zajonc 1968) These findings were further 

validated in 1980 in that studies found:  

 

“A substantial body of evidence demonstrates that the mere repeated exposure of a stimulus object 

increases its attractiveness (1). Both human (2) and animal subjects (3) exhibit the exposure effect 

with a variety of stimuli, exposure methods, and outcome measures of stimulus attractiveness.” 

(Zajonc 1980)     

 

Furthermore, in addition to its effects on preferences, exposure experience also allows the individual to learn 

a great deal about the stimulus object, so that the ability to recognize, discriminate, and categorize the object 

generally improves. That is to say the more one becomes familiar with an object the more they become 

comfortable or less likely to have negative feelings toward that object than novel ones, thus if they do not 

like it more they will dislike it less.  

 

Granted the MEE theory shows a greater preference toward familiar objects but studies have also shown that 

certain novel objects are also preferred. In several experiments conducted by Liao, Yeh and Shimojo (2011), 

“repeated exposure to a face led to a preference bias toward that face whether or not a judgment task was 

conducted during stimulus exposure. In contrast, repeated exposure to a natural scene led to a preference 

bias away from that scene only when a selection task (whether an objective judgment or subjective 

preference judgment) was conducted during exposure.“ (Liao 2011) The results suggest that passive 

perceptual exposure without a task is sufficient to induce the familiarity preference for object, but a certain 

level of processing or selection seems to be required to induce the novelty preference for new objects in the 

studies case they used natural scenes. Therefore, the MEE theory does work well for repetition of familiar 

objects but there are situations when new or novel objects are also rated positively.   

Interactive Advertising: 

Mainstream media, including television, radio, and print publications, have moved through evolutionary 

lifecycles since their inception. Similarly, the online media landscape has evolved into a robust information 

space that provides both marketers and consumers with an outlet for efficient, timely communication. As 

increasing numbers of consumers direct their attention away from traditional media and toward interactive 

media, marketers confront the challenge of integrating their offerings with those created by consumers 

themselves. The past several decades reveal a steady decline in newspaper readership and magazine 

circulation, and though the television market continues to grow in terms of overall viewership, it also suffers 

a proliferation of program offerings, leading to fragmented audiences and decreasing program ratings. 

(Anderson 2006). The emergence of the Internet, by its very nature, has enhanced content and file sharing 

applications, which in turn have shaped the creation and distribution mechanisms as the forefront to social 

media and more interactive or intuitive advertising. 

 

Today, more than 145 million users send on average 90 million ‘tweets’ per day, each consisting of 140 

characters or less. (Madway 2010).  Additionally, advertisers in the US are planning on moving a massive 

41% of their print advertising budget to online video advertising. Broadcast TV (29%) and display / banner 

ads (24%) round off the top 3 biggest shifts in budget for 2012. (Houston 2012). US online advertising 

spending, which grew 23% to $32.03 billion in 2011, is expected to grow an additional 23.3% to $39.5 

billion this year pushing it ahead of total spending on print newspapers and magazines, according to new 

forecast by eMarketer. Print advertising spending is expected to fall to $33.8 billion in 2012 from $36 billion 

in 2011. (Fredricksen 2012). 

Banner ads gave the advertiser the opportunity to track their campaigns more effectively as each click could 

be tracked from source through to completion per visitor but it is the interactive video type ads that are  
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pushing business toward advertisers.  In 2011, the biggest percentage of advertisers buying video advertising 

utilized the iPhone and iPad as their mobile vehicles. In 2011, this accounted for 68% brand recognition and 

32% purchase intent. (Houston 2012). 

 

Social media has a strong an increasing percentage of advertising purchasing through sites such as 

Facebook, Twitter, Yelp, LinkedIn, etc. There are hundreds if not thousands of these sites that provide a 

service for the consumer to “chat” one’s opinion and then as a sub set to purchase a product or service if 

desired.  In the 2011 paper by Kietzmann, et al the social media craze is summed up: 

 

 “Traditionally, consumers used the Internet to simply expend content: they read it, they watched it, 

and they used it to buy products and services. Increasingly, however, consumers are utilizing 

platforms such as content sharing sites, blogs, social networking, and wikis to create, modify, share, 

and discuss Internet content. This represents the social media phenomenon, which can now 

significantly impact a firm’s reputation, sales, and even survival.” (Kietzmann 2011). 

 

Social Media utilized interactive advertising that gives consumers more control by giving them a range of 

choices in their experience with product information and it produces a sense that the communication is more 

personal than traditional media ads because it creates or simulates a one on one interaction (Lombard 2001).  

"Consumers, in receiving marketing messages or doing e business, will expect to be treated as individuals, 

with their preferences catered to. Why would consumers or advertisers put up with the 'spam' of a network 

TV commercial or magazine ad when they can interact one on one?" (Johnson 2000) The sheer volume of 

usage on social media sites is breath taken and incredibly attractive to advertisers. Twitter has been driving 

this usage since it was founded in 2006. A few statistics on Social Media reflect from Sitepronews (2012): 

 

Social Media Usage: 

 

 More than 66%of adults online in America are connected to one or more social media platforms. 

 67% of Americans use social media to stay in touch with their friends. 

 64% of Americans use social media to stay in touch with family. 

 50% of Americans use social media to reconnect with old friends. 

MEE predicts that exposure to a stimulus, even at a preattentive or preconscious level will result in enhanced 

attitude toward the stimulus object.(Zajonc 2001). But what happens if the ads are ignored? Or as 

Kruglanski (1996) states: 

 

“It is important for advertising theorists and practitioners to pay attention to ads that are ignored. It 

is simply not possible for consumers to attend to all the ads to which they are exposed. With clutter 

becoming an increasing concern, and advertising appearing in more places, more and more ads will 

be actively ignored. The possibility that these ads may be doing more harm than having no ad at all 

should be important to those placing and buying media.” 

 

So the question now is how does interactive advertising deal with ads that are ignored due to the volume of 

media studies are suggesting that MEE does not return a positive response on ignored ads. Does MEE 

actually hurt the customer experience instead of helping? 
 

STRUCTURAL REVIEW: 

  

The question of being exposed to an ad that was viewed previously is at the center of this paper. The MEE 

concept states that multiple exposers to advertising will increase the degree of a positive view or will lower 

the degree of a negative view of the ad. Bornstein and D’Agostino (1994) and Lee (1994) report data that 

support an exposure effect, in which old stimuli are preferred to new stimuli. Several studies were conducted  

http://www.ijhassnet.com/


Page | 5  
 

International Journal of Humanities and Applied Social Science                       Vol.1, No.1, April, 2016 

 

and results show that a significant subjective familiarity effect suggest that the participants in both studies 

were sensitive to the subjective familiarity manipulation and responded to the instructions provided by the 

experimenters. (Bornstein 1994; Lee 2001). 

 

But other studies suggest alternative views on why ads are positive not necessarily based upon the MEE 

effect. Studies were conducted to determine if ad repetition had any effect on buying patterns.  One study by 

Mitchel and Olsen 1977 suggests that it is not the repetition but the type of advertisement that generated a 

positive effect. Their study answered several questions:  

 

“The first question concerned whether advertising repetition would increase the strength of belief 

regarding the brand attitude association communicated in the advertisement. The second question 

involved whether advertising repetitions alone, regardless of what information was being 

communicated, would affect the attitude toward the brand (Ao) or attitude toward brand purchase 

and use (Aact) without a coincident change in belief strength.” (Mitchell 1977)  

 

The study demonstrated that repetition alone was not an influencer and that the message needed to be 

important to the viewer for a positive result. Thus, with intelligent advertising there is a higher probability 

that the message is of importance to the viewer and will return a positive effect regardless of repetition.    

That is because intelligent advertising will selectively “flash” ads before your eyes that are tailored for you 

based upon past selections you have made. Cookies store and track your movements on previous purchases 

or “hits” and ads now are possibly more interesting to you since there is a common thread or a connection 

with the ad. Software is now available that provides the ability to systemically implement intuitive 

advertising  as illustrated in the following ad: “Absolute Banner Manager 7.0 is a web based Ad Server and 

Banner management software tool for rotating and displaying banner ads online, while tracking statistics 

such as impressions and click thru rates.”   

 

Additional studies on the speed of ad information have been conducted and reflect that product familiarity 

has little negative impact with speed but product unfamiliarity does better when as are slower than faster.  

One study conducted by Herbst reflects that: “a slow disclaimer (read in six seconds) engenders significantly 

more purchasing than a fast disclaimer (read in three seconds). In other words, if people are not familiar with 

a product, and thus have little experience consuming it, it is best to read a disclaimer slowly.” (Herbst 2006) 

 

Hypothesis 1: 

 

Null hypothesis: The Mere Exposure Effect is relevant to intelligent advertising 

 

Alternative hypothesis: Intelligent advertising requires less exposure to return a positive 

effect with dynamic ads therefore the MEE is a non factor 

 

As previously stated technology now enables intelligent or intuitive advertising to utilize software that tracks 

you movements on line and can craft an advertising based on patterns of previous selections.  But does the 

Mere Exposure Effect help advertisers with banner ad selections or is the correlation between purchase and 

rejection? 

 

It is argued that this exposure may be enough to induce a mere exposure effect that would lead to increased 

positive affect the next time the ads are encountered. This argument may not hold in all advertising 

situations, however, since the boundaries and rationales for the MEE are much less clear than advertising 

research generally assumes. For example, motivational factors such as time pressure and evaluation 

apprehension have been found to moderate the MEE, and in these cases, exposure to undesired or unrelated 

stimuli may not lead to positive affect. (Kruglanski 1996).  Furthermore, this study pointed out the obvious 

that most ads even if repeated do not return a positive effect they are not acted upon (i.e. purchase made). 
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In reviewing how banner ads sell one must look at what is called click-through rate (CTR) which is a 

measure of online advertising effectiveness have examined the relationships between CTR and a series of 

factors such as web user motives, audience targeting, exposure frequency, copy content and a limited 

number of design elements of banner ads. (Robinson 2007) 
 

Additional studies have shown that CTR of banner ads is dependent upon banner design and little is 

mentioned about repetition, thus MEE is less relevant to banner ads. A recent on line gaming study by 

Robinson (2007) points out that: 
 

“This research indicates that the design elements of effective banner ads include: a larger size, long 

message, absence of promotional incentives and the presence of information about casino games. In 

contrast, creative characteristics established as being ineffective in attracting a direct response 

include: stereotypical action phrases and the company brand/logo.” (Robinson 2007) 
 

Hypothesis 2: 

 

Null hypothesis: The Mere Exposure Effect has a major impact in social media banner 

advertising 

 

Alternative hypothesis: Banner ads will return a negative customer experience if design is not 

acceptable upon user preferences regardless of repetition 

METHOD: 

Participants: 

 

Participant’s selection will be in the range of 75 to 100. Demographics should be spread across a wide 

population randomly selected.  I would use a campus such as NJCU using the school email or blackboard as 

a way to communicate for volunteers and using the computer lab as the test site. [I teach at NJCU].  

Incentive will be a free iPod or Kindle through a lottery system.   

Design: 

The assumptions will be investigated using a 3-3 fractional design. Three versions of a social media video 

with banner ads:   

 

Version Type Placement 

Number 

Banner 

Speed 

1 Single ad - Recognizable Brand 10 Times 6 seconds 

2 Single ad  - Unrecognizable Brand 20 Times 4 seconds 

3 Mixed ad - Recognizable and Unrecognizable Brand 40 Times 2 seconds 

Procedures: 

Participants will sit in front of a video screen with headsets looking at the video. After the test participants will 

complete an on line questionnaire. 
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Stimulus Materials: 

Participants will be instructed to look for different versions of digital cameras; recognizable names include 

Cannon, Nikon, and Panasonic. Unrecognizable names include Aigo, Leica, and Hasselblad.  If a participant 

clicks to look at the cameras attributes the system will remember this selection and point participant to 

similar attributes going forward. This will be called the dynamic banner ad selection. Static banner ad will 

not click to attributes of camera. 

Measures: 

Dummy items about the video evaluation will be followed by free recall, recognition, and demographics. To 

capture the participants brand recall, I measured free recall and, after that, recognition. For the free recall 

measure, participants will be asked to report any brand that they had seen in the video. Answers to this open 

question were coded (0=target placement not mentioned; 1=target placement mentioned) in SPSS. 

Recognition was gauged by one item. 

 

Two part measurement: 

1. Participants are exposed to several brands and have to check how often these brands occurred 

in the video using a Likert Scale Measurement.  
 

a. 1 = “did not occur at all”  
 

b. 2 = “did occur sometimes”  
 

c. 3 = “not sure”  
 

d. 4 = “occurred often”  
 

e. 5  = “occurred very often”  
 

2. Participants are exposed to several brands and have to check if they would purchase these 

products video using a Likert Scale Measurement. 
 

a. 1 = “most defiantly not”  

b. 2 = “yes I would”  

c. 3 = “maybe”  

d. 4 = “no I would not”  

e. 5  = “most defiantly no”   

T TEST: 
 

To obtain statistical results a series of ANOVA’s tests would be performed using SPSS to determine if 

repetition was an influencer on decision. 

Mediation Analysis: 

Through Mediation Analysis one can examine the moderators and mediators of the effects from my 

hypotheses I will use SPSS to test the below model. In general, questions involving moderators address 

“when” or “for whom’ a variable most strongly predicts or causes an outcome variable. More specifically, a 

moderator is a variable that alters the direction or strength of the relationship between predictor and an 

outcome. (Baron 1986) Thus, a moderator effect is nothing more than an interaction whereby the effect of  
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one variable depends on the level of another. (Frazier 2004)  Model reflects MEE [independent variable] as 

the X variable, Banner Ad [dependent variable -static] as the Y variable and  Banner Ad [mediator variable-

dynamic] as the M variable  Question is: “does repetitive static ads detract from the overall user experience 

in that a negative response is obtained vs. a less dynamic ad frequency.” 

 
EXPECTED RESULTS: 

 

This paper has presented analysis that challenges the basic MEE theory in that ad repetition leads “to a 

positive effect” thus a purchase could be expected. Past analysis was presented as well as a clear proposed 

analysis that challenges this point.   

 

It is anticipated that results will reflect: H1 alternative hypothesis will be validated, predicted that there 

would be less need for repetition in ads due to dynamic ads being present. Repetition is not a factor if the ad 

is specific to your taste and preference. This is important for business since costs will be reduced do to 

reduction of repetitive static ads.   

 

It is anticipated that results will reflect: H2 alternative hypothesis will be validated, predicted that there 

would be a negative reaction to repetition due to poor banner ad design. The MEE repetitiveness would 

provide a negative customer experience due to design issues. Design is a key attribute in a fast paced 

environment such as social site customers have limited time to view and analyze ads regardless of repetition. 

A negative correlation between repetition and customer experience would exist at this stage.  
 

In conclusion, academia will benefit from these findings that past theories such as MEE do not always hold 

true in this new fast on line environment. Additionally, business will have a more costs efficient method of 

advertising using interactive or intelligent banner ads that are tailored specifically for the customer giving 

them a positive customer experience. The methods and proposed test will eventually validate my 

assumptions on these results.  

Appendix: 
2015 Social media usage statistics1 

Facebook: 

71% of adult internet users/58% of entire adult population. 

                                                           
1 http://www.pewinternet.org/2015/01/09/frequency-of-social-media-use-2/ 
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Twitter: 

23% of adult internet users/19% of entire adult population 

Instagram: 

26% of adult internet users/21% of entire adult population 

Pinterest: 

28% of adult internet users/22% of entire adult population 

LinkedIn: 

28% of adult internet users/23% of entire adult population 
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