
Research Article

Violence and Sex in Television
Programs Do Not Sell Products in
Advertisements
Brad J. Bushman

Institute for Social Research, Department of Psychology, and Department of Communication Studies, University of Michigan

ABSTRACT—Adults (N 5 336) 18 to 54 years old watched a

television program containing violence, sex, both violence

and sex, or no violence and sex. Programs were shown in

a comfortable room containing padded chairs and tasty

snacks. Each program contained the same 12 ads. Em-

bedding an ad in a program containing violence or sex

reduced (a) viewers’ likelihood of remembering the ad-

vertised brand, (b) their interest in buying that brand, and

(c) their likelihood of selecting a coupon for that brand.

These effects occurred for males and females of all ages,

regardless of whether they liked programs containing vi-

olence and sex. These results show that violence and sex in

television programs do not sell products in advertisements.

The number one priority in television is not to transmit quality

programming to viewers, but to deliver consumers to advertisers.

—Jeff Sagansky, former CBS programming chief

(quoted in Kim, 1994, p. 1434)

Most network and cable television companies are 100% sup-

ported by ad revenue. Advertisers are willing to pay a lot of

money for airtime. For example, advertisers paid $2.3 million

for a single 30-s ad airing during Super Bowl XXXVIII (Sutel,

2004). The goal of advertising is to present goods or services in

an effective manner so individuals will purchase them. Televi-

sion is an ideal medium to advertise goods or services because

so many people own TV sets. In the United States, there are

more TV sets than there are toilets (American Psychological

Association, 1993). Television reaches more of an advertiser’s

potential customers than does any other medium, and adults

spend significantly more time with television than with any other

medium (Television Bureau of Advertising, 2003).

It is commonly assumed that televised violence and sex sell

products. Although TV programs with violence and sex do at-

tract younger viewers, overall they attract fewer viewers than

programs without violence and sex (Hamilton, 1998; Parents

Television Council, 2003). The smaller audience size reduces

the potential impact of an advertisement. This impact would be

further reduced if TV viewers cannot remember the product

being advertised. Research has already shown that televised

violence and sex impair memory for advertised products. A

meta-analysis of 16 studies involving 2,474 participants found

that memory for advertised brands was 27% lower if ads were

embedded in a violent program than if the same ads were em-

bedded in a nonviolent program (Bushman, 2003; see also

Bushman & Phillips, 2001). Televised sex also may impair

memory for advertised brands (Bushman & Bonacci, 2002).

A plausible cause of this memory impairment is that indi-

viduals have a limited amount of attention to direct toward tele-

vision programs (Lang, Newhagen, & Reeves, 1996). Research

suggests that individuals pay more attention to violent media

than to nonviolent media (Furnham & Gunter, 1987; Lang et al.,

1996; Williamson, Kosmitzki, & Kibler, 1995). Individuals also

pay more attention to sexual media than to nonsexual media

(e.g., Geer, Judice, & Jackson, 1994; Geer & McGlone, 1990).

From an evolutionary perspective, this makes sense. Our an-

cestors who paid attention to violent and sexual cues were more

likely to survive and pass on their genes than were those who

ignored violent and sexual cues. The more attention viewers pay

to sexual or violent programs, the less attention they have

available for the commercials embedded in those programs.

Even though commercials occur during breaks in a program,

viewers may still be devoting cognitive resources to thinking

about the program that attracted their attention so strongly.

The present study provides an important extension over pre-

vious studies because it tested whether televised violence and

sex also influence buying intentions and consumer behaviors.

This research is important for theoretical and practical reasons.
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In the theory of reasoned action, behavioral intentions are

viewed as an important mediator of behavior (e.g., Ajzen &

Fishbein, 1977). The present study included a measure of

buying intentions, which are related to consumer behaviors

(e.g., Bagozzi, Baumgartner, & Yi, 1991, 1992; Shimp & Kavas,

1984).

Specifically, this study tested whether buying intentions me-

diate the effect of violence and sex in a TV program on the choice

of a coupon for an advertised product. In 2000, more than 77%

of Americans used coupons, which saved them more than $3.6

billion (Coupon Usage Statistics, 2000). Of course, the value of

the goods they purchased was much greater than the face value

of the coupons they used. Although coupon choices are not

technically consumer behaviors (i.e., the consumer has to re-

deem the coupon), numerous studies have shown that coupons

increase product sales (e.g., Ailawadi, Lehmann, & Neslin,

2001; Bawa & Shoemaker, 1989; Lam, Vandenbosch, Hulland,

& Pearce, 2001; Schindler, 1992). Coupon redeemers are also

over 7 times more likely to make repeat purchases than are

nonredeemers (Taylor, 2001).

In summary, the present study tested whether televised vio-

lence and sex reduce memory for an advertised product, in-

tentions to buy that product, and the likelihood of choosing a

coupon for that product. It also tested whether memory for

brands is related to buying intentions and coupon choices.

Televised violence and sex were expected to have an indirect

effect on coupon choices, with brand memory and buying in-

tentions serving as important mediators.

METHOD

Participants

Participants were 336 adults 18 to 54 years old. Their age dis-

tribution was representative of the age distribution of 18- to 54-

year-old U.S. adults who live in households with TV (i.e., 17%

ages 18–24, 12% ages 25–29, 14% ages 30–34, 15% ages 35–

39, 16% ages 40–44, 14% ages 45–49, and 13% ages 50–54;

Nielsen Media Research, 2000). These age groups are the most

important to advertisers (Hamilton, 1988).

Participants were recruited using newspaper advertisements

in central Iowa (e.g., Des Moines, Ames). They were warned that

some of the TV programs contained violence and sex. Partici-

pants received $20 in exchange for their voluntary participation.

Procedure

Participants were tested in small groups, but each worked in-

dependently. They were told that the researchers were studying

attitudes toward TV programs. The sessions were conducted in a

comfortable setting. Participants were seated in padded chairs

and were given soft drinks and snacks (e.g., potato chips, pret-

zels, cookies).

After giving their informed consent, participants were ran-

domly assigned to watch a TV program that contained violence,

sex, violence and sex, or no violence and sex. There were 84

participants (42 men, 42 women) in each of the four groups. So

that the four types of programs would be adequately sampled, six

exemplars of each were used (Wells & Windschitl, 1999). A die

was rolled to determine what program to show. The six violent

programs were ‘‘24,’’ ‘‘Cops,’’ ‘‘Protect and Serve,’’ ‘‘Terror on the

Job,’’ ‘‘Tour of Duty,’’ and ‘‘X-Files.’’ All of these programs had a

violent (V) content code; none had a sex (S) content code. The

six sexually explicit programs were ‘‘Ally McBeal,’’ ‘‘Howard

Stern,’’ ‘‘Man Show,’’ ‘‘Sex in the City,’’ ‘‘Wild on E,’’ and ‘‘Will

and Grace.’’ All of these programs had a sex (S) content code;

none had a violent (V) content code. The six violent and sexual

programs were ‘‘Angel,’’ ‘‘Buffy the Vampire Slayer,’’ ‘‘CSI Mi-

ami,’’ ‘‘NYPD Blue,’’ ‘‘South Park,’’ and ‘‘World Wrestling En-

tertainment RAW.’’ All of these programs had violent (V) and sex

(S) content codes. The six neutral programs were ‘‘A Dating

Story,’’ ‘‘America’s Funniest Animals,’’ ‘‘Hollywood Beyond the

Stars,’’ ‘‘It’s a Miracle,’’ ‘‘Miracle Pets,’’ and ‘‘Trading Spaces.’’

None of these programs had violent (V) or sex (S) content codes.

All of the programs containing violence or sex were rated TV-14

(Parents Strongly Cautioned). All of the neutral programs were

rated TV-G (General Audience).

The ads originally embedded in the programs were edited

out, and the same 12 (30-s) ads were embedded in each

program. Because consumers are quite loyal to brands

(e.g., Chaudhuri, 2001), we used ads for relatively unfamiliar

brands (i.e., Body Fantasies, Dermoplast, Ferraro

Raffaello Chocolates, Jose Ole, Libman Nitty Gritty Roller Mop,

Mederma, Natra Taste, New Skin, Nutra Nails, Proheart 6,

Senokot Natural Vegetable Laxative, and Sudden Change

Undereye Lift). There were three commercial breaks at ap-

proximately 12 min, 24 min, and 36 min into each program. Four

ads were presented in each break. Two random orders of ads

were used.

Immediately after viewing the TV program, participants rated

how exciting, boring, involving, humorous, violent, and sexually

arousing they thought it was, using a scale ranging from 1 (not at

all) to 10 (extremely). The violence and sexual arousal ratings

were used as manipulation checks for the program content

codes. The other ratings were used as covariates to control for

differences among TV programs other than differences in violent

and sexual content.

After rating the TV program, participants received sur-

prise memory tests. First, they listed as many brand names

as they could recall. Second, they received a list of products. For

each type of product (e.g., sugar substitute), four brands were

listed—the advertised brand (e.g., Natra Taste) and three

foil brands (e.g., Sugar Twin, Sweet Deal, Sweet’n’Smart). As

with the actual brands, foil brands that would be relatively

unfamiliar to most participants were selected. For each kind

of product, participants circled the brand that was advertised.

Volume 16—Number 9 703

Brad J. Bushman



Next, participants reported their buying intentions using the

same list. For each type of product, they circled the brand they

‘‘would be most likely to buy.’’

The number of coupons selected for advertised products was

used as a measure of consumer behavior. Coupons for all 40

brands on the list were available, and participants could choose

10. Because inadequate face values on coupons can reduce their

effectiveness (Chakraborty & Cole, 1991; Cheong, 2003), all of

the coupons offered participants $1 off the listed price—a sub-

stantial savings for the products used in this study, and about 30

cents higher than the average coupon face value (Promotion

Marketing Association, 2000). Professionally printed (bogus)

coupons were available for the advertised and foil brands.

Next, participants reported their demographics (i.e., age,

gender, ethnic background) and their television viewing habits

(i.e., the number of hours each week they spent watching TVand

the percentage of time they spent watching violent and sexual

programs). The latter measures were used to control for habitual

exposure to televised violence and sex. Participants also re-

ported if they had seen the assigned program before (that epi-

sode or any episodes), if they had seen any of the ads before, and

if they had heard of any of the advertised products before. These

responses were used to control for previous exposure to the TV

programs and ads.

Finally, participants were fully debriefed. Because the coupons

were bogus, we gave participants the face value of the coupons

instead (i.e., $10). Thus, each participant received $30 ($20 for

participating in the study and $10 for the bogus coupons).

RESULTS

Preliminary Analyses and Manipulation Checks

Violence Ratings

Type of TV program had a significant effect on violence ratings,

F(3, 332) 5 173.56, p < .0001. As expected, violence ratings

were higher for violent and violent sexual programs than for

neutral and sexual programs (see Table 1).

Sexual Arousal Ratings

Type of TV program had a significant effect on sexual arousal

ratings, F(3, 332) 5 78.31, p < .0001. As expected, sexual

arousal ratings were higher for sexual and violent sexual pro-

grams than for neutral and violent programs (see Table 1).

Exemplars of Programs

There were no significant differences among the six neutral

programs, among the six violent programs, among the six sexual

programs, and among the six violent and sexual programs on

any of the outcome measures (i.e., recall, recognition, buying

intentions, coupon choices), ps > .05. Thus, the data were

collapsed across exemplars of program types for subsequent

analyses.

Demographic Data

The demographic variables (i.e., sex, age, ethnic background)

had no main effects on any of the outcome measures and were

TABLE 1

Mean Violence and Sex Ratings, Memory, Buying Intentions, and Consumer Behaviors in the Four

Conditions

Variable

Condition

Neutral Violence Sex Violence and sex

Violence rating (1–10) 1.31b (0.20) 6.12a (0.20) 1.61b (0.20) 5.82a (0.20)

Sex rating (1–10) 1.05b (0.15) 1.43b (0.15) 3.60a (0.15) 3.42a (0.15)

Number of brands recalled

Adjusted 1.21a (0.12) 0.91ab (0.12) 0.52c (0.12) 0.72bc (0.12)

Unadjusted 1.18a (0.12) 0.95ab (0.12) 0.52c (0.12) 0.70bc (0.12)

Number of brands recognized

Adjusted 5.76a (0.27) 4.36b (0.28) 3.54c (0.28) 3.58c (0.27)

Unadjusted 5.70a (0.28) 4.61b (0.28) 3.44c (0.28) 3.50c (0.28)

Buying intentions

Adjusted 5.61a (0.26) 4.15b (0.26) 4.13b (0.26) 4.16b (0.26)

Unadjusted 5.48a (0.26) 4.23b (0.26) 4.23b (0.26) 4.13b (0.26)

Coupon choices

Adjusted 5.75a (0.36) 4.31b (0.37) 4.54b (0.36) 4.10b (0.36)

Unadjusted 5.50a (0.36) 4.41b (0.36) 4.74ab (0.36) 4.05b (0.36)

Note. Standard errors are in parentheses. Adjusted means were adjusted for whether participants had seen the TV program (the
episode shown as well as other episodes); whether they had seen the ads before; whether they were familiar with the products
advertised; how exciting, boring, humorous, and involving they rated the TV program; how many hours they spent watching TV per
week; and the percentage of time they spent watching televised sex and violence. Unadjusted means were not adjusted for any
covariates. ‘‘Buying intentions’’ refers to the number of advertised products participants intended to buy, and ‘‘coupon choices’’
refers to the number of advertised products whose coupons were chosen. Within a row, means sharing the same subscript are not
significantly different at the .05 significance level.
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not involved in any significant interactions, ps > .05. Thus, the

data were collapsed across demographic groups for subsequent

analyses.

Random Orders of Ads

Two different random orders of ads were used. Because ran-

domization order did not affect any of the outcome measures ( ps

> .05), the data were collapsed across the two orders of ads.

Familiarity With Ads and Brands

As expected, most participants had not seen the ads before and

were not familiar with the advertised brands (mean number of

ads seen before 5 1.61, SE 5 0.13; mean number of familiar

brands 5 1.93, SE 5 0.15).

Primary Analyses

Analysis of covariance (ANCOVA) was used to test the effects of

televised violence and sex on the outcome measures. Covariates

included whether participants had seen the TV program (the

episode shown as well as other episodes); whether they had seen

the ads before; whether they were familiar with the advertised

brands; how exciting, boring, humorous, and involving they

rated the TV program; how many hours they spent watching TV

per week; and the percentage of time they spent watching tele-

vised violence and sex. The results, however, were similar when

no covariates were included in the analyses (see Table 1).

If a significant effect was found for type of TV program, a

planned contrast was performed to test whether participants who

saw a program without violence and sex responded differently

from participants who saw a program with violence or sex. On the

basis of previous research, no differences between violent and

sexual programming were predicted (Bushman & Bonacci, 2002).

Thus, the respective contrast weights for the neutral, violent,

sexual, and violent sexual programs were�3, 11, 11, and 11.

Post hoc t tests were also conducted to explore possible differ-

ences between violent and sexual programming (see Table 1).

Coupon Choices

Type of TV program significantly influenced whether partici-

pants selected coupons for advertised brands, F(3, 320) 5 4.16,

p < .007 (see Table 1). Participants who watched a program

without violence and sex selected 33% more coupons for

advertised brands than did participants who watched a program

with violence or sex, F(1, 320) 5 11.05, p < .001, rpb 5 .14.1

Post hoc comparisons showed similar effects for violent and

sexual programming on coupon choices (see Table 1). Only one

covariate was significant. The more television participants

watched, the more likely they were to choose coupons for

advertised brands, F(1, 320) 5 4.20, p < .05, r 5 .16.

Buying Intentions

For each type of product, participants indicated the brand they

were most likely to buy. Type of TV program significantly in-

fluenced buying intentions, F(3, 320) 5 8.00, p < .0001 (see

Table 1). Participants who watched a program without violence

and sex selected 35% more of the advertised brands than did

participants who watched a program with violence or sex, F(1,

320) 5 23.35, p < .0001, rpb 5 .23. Post hoc comparisons

showed similar effects for violent and sexual programming on

buying intentions (see Table 1). None of the covariates were

significant.

Recall

Type of TV program significantly influenced brand recall, F(3,

320) 5 6.51, p < .0003 (see Table 1). Brand recall was 68%

higher for people who saw a program without violence and sex

than for people who saw a program with violence or sex, F(1,

320) 5 13.98, p < .0002, rpb 5 .18. The recall impairment

tended to be larger for sexual programming than for violent

programming (see Table 1). Only one covariate was significant.

Brand recall was positively correlated with the number of ad-

vertised products participants were familiar with, F(1, 320) 5

6.94, p < .009, r 5 .27.

Recognition

Type of TV program significantly influenced brand recognition,

F(3, 320) 5 14.25, p < .0001 (see Table 1). Brand recognition

was 51% higher for participants who saw a program without

violence and sex than for participants who saw a program with

violence or sex, F(1, 320) 5 36.62, p < .0001, rpb 5 .29. The

recognition impairment tended to be larger for sexual pro-

gramming than for violent programming (see Table 1). Brand

recognition was also positively correlated with the number of

products participants were familiar with, F(1, 320) 5 13.71, p<

.0003, r 5 .31.

The Role of Memory and Buying Intentions in Coupon Choices

Structural equation models were computed with AMOS using

maximum likelihood estimation (Arbuckle, 1999). The hy-

pothesized model was that brand memory and buying intentions

mediate the effect of TV violence and sex on coupon choices. In

specifying the model, a dummy variable was used to represent

TV violence and sex (violent or sexual program 5 1, neutral

program 5 0). Brand memory was treated as a latent variable,

measured using brand recall and recognition. The variance-

covariance matrix used for the analyses is given in Table 2. The

hypothesized mediation model fit the data extremely well, w2(5,

N 5 336) 5 4.76, p < .45, GFI (goodness-of-fit index) 5 .995,

1The comparative percentages reported here and later in Results were cal-
culated by summing the values for the participants who watched violent pro-
gramming, sexual programming, and violent sexual programming; dividing by 3;
and then dividing the result into the value for the participants who watched
neutral programming: neutral/[(violence 1 sex 1 violence and sex)/3]. For ex-
ample, using the data in Table 1, one can see that the number of advertised
brands whose coupons were chosen was 33% higher for participants who saw a
neutral program than for the other groups: 5.75/[(4.31 1 4.54 1 4.10)/3] 5 1.33,
or 33% higher.
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CFI (comparative fit index) 5 1, RMSEA (root mean square error

of approximation) 5 .005. As can be seen in Figure 1, TV vio-

lence and sex impaired brand memory. Brand memory and

buying intentions were important mediators. People intended to

buy brands they could remember, and they chose coupons for

brands they intended to buy.

An alternative model included direct paths from TV violence

and sex to buying intentions and to coupon choice. Because the

mediation model is nested within this alternative model, a chi-

square difference test can be used to compare the two models.

The difference test was nonsignificant, w2(3, N 5 336) 5 3.68, p

< .30. Thus, TV violence and sex did not have a direct effect on

buying intentions or coupon choice. The effects of TV violence

and sex on coupon choice were indirect, through brand memory

and buying intentions. Similar analyses were performed to test

the separate effects of violence and sex on brand memory, buying

intentions, and coupon choices. These analyses found similar

effects for TV violence and sex (see the appendix).

DISCUSSION

It is commonly assumed that violence and sex sell products, but

they might actually have the opposite effect. The present study

replicates previous studies showing that televised violence and

sex impair memory for advertised products. Because televised

violence and sex had similar effects on recall and recognition,

the memory failure is probably due to encoding rather than re-

trieval. Televised violence and sex also decreased intentions

to buy the advertised brands and reduced the number of adver-

tised brands whose coupons participants chose. Memory is an

important outcome measure, because it is positively related to

buying intentions and coupon choices.

It is true that violent and sexy programs attract young viewers,

and this age group is highly desirable to advertisers. However,

the effects in the present research held for men and women of all

ages, regardless of whether they liked to watch violent or sexual

programs.

The obtained results are consistent with the theory of reasoned

action (e.g., Ajzen & Fishbein, 1977), which posits that be-

havioral intentions mediate the effect of a persuasive message

on behavior. In the present study, buying intentions mediated

the effect of televised violence and sex on coupon choices.

The present study has important practical implications for

society. If advertisers refused to sponsor violent and sexual TV

programs, such programs would become extinct. About 60% of

TV programs contain violence or sex (Kunkel et al., 1999; Na-

tional Television Violence Study, 1998). TV violence and sex

can have a negative impact on society. Research from hundreds

of studies conducted over several decades has shown that tele-

vised violence increases societal violence (e.g., Anderson &

Bushman, 2002). Sexually explicit media promote sexual cal-

lousness, cynical attitudes about love and marriage, and per-

ceptions that promiscuity is the norm (e.g., Allen, Emmers, &

Gebhardt, 1995; Zillmann, 2000). Moreover, media in which sex

is combined with violence may have particularly pernicious

effects (e.g., Allen, D’Alessio, & Brezgel, 1995; Linz, Donner-

TABLE 2

Variance-Covariance Matrix for the Structural Equation Analyses

Measure 1 2 3 4 5

1. TV violence or sex 0.18 (0.750) �.18n �.29n �.23n �.14n

2. Brand recall �0.085 1.174 (0.839) .58n .33n .18n

3. Brand recognition �0.349 1.737 7.618 (4.313) .51n .21n

4. Buying intentions �0.241 0.856 3.388 5.833 (4.515) .37n

5. Consumer behavior �0.207 0.655 1.988 2.959 11.229 (4.676)

Note. N 5 336. Variances and means (in parentheses) are on the diagonal; covariances are below the diagonal. For descriptive
purposes, correlations are above the diagonal.
np < .05.

Fig. 1. Effect of television violence and sex on viewers’ consumer behavior (i.e., choosing coupons
for advertised brands). The analysis depicted here tested brand memory and buying intentions
as mediators of the effect. Asterisks indicate significant path coefficients, np < .05. Standardized
estimates are shown.
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stein, & Penrod, 1988). Thus, sponsoring violent and sexual

programs might be bad for society and bad for business.

Acknowledgments—This research was funded in part by a

research grant from Iowa State University. I would like to thank

Rebecca Marzen and Laura Valenziano for their help recording

the programs, Nicole Oswalt for her help testing participants,

and Mike Gillespie for his help with the structural equation

analyses. I also would like to thank Rowell Huesmann for his

helpful feedback on a draft of this manuscript.

REFERENCES

Ailawadi, K.L., Lehmann, D.R., & Neslin, S.A. (2001). Market response

to a major policy change in the marketing mix: Learning from

Procter & Gamble’s value pricing strategy. Journal of Marketing,

65, 44–61.

Ajzen, I., & Fishbein, M. (1977). Attitude-behavior relations: A theo-

retical analysis and review of empirical research. Psychological
Bulletin, 84, 888–914.

Allen, M., D’Alessio, D., & Brezgel, K.A. (1995). A meta-analysis

summarizing the effects of pornography: II. Aggression after ex-

posure. Human Communication Research, 22, 258–283.

Allen, M., Emmers, T., & Gebhardt, L. (1995). Exposure to pornography

and acceptance of the rape myths. Journal of Communication, 45,

5–26.

American Psychological Association. (1993). Violence and youth:
Psychology’s response. Washington, DC: Author.

Anderson, C.A., & Bushman, B.J. (2002). Media violence and societal

violence. Science, 295, 2377–2378.

Arbuckle, J.L. (1999). AMOS (Version 4.01) [Computer software].

Chicago: SmallWaters Corp.

Bagozzi, R.P., Baumgartner, H., & Yi, Y. (1991). Coupon usage and

the theory of reasoned action. Advances in Consumer Research, 8,

24–27.

Bagozzi, R.P., Baumgartner, H., & Yi, Y. (1992). State versus action

orientation and the theory of reasoned action: An application to

coupon usage. Journal of Consumer Research, 18, 505–518.

Bawa, K., & Shoemaker, R. (1989). Analyzing incremental sales from a

direct mail coupon promotion. Journal of Marketing, 53, 66–78.

Bushman, B.J. (2003, August). If the television program bleeds, memory
for the advertisement recedes. Paper presented at the annual

meeting of the American Psychological Association, Toronto,

Ontario, Canada.

Bushman, B.J., & Bonacci, A.M. (2002). Violence and sex impair

memory for television ads. Journal of Applied Psychology, 87,

557–564.

Bushman, B.J., & Phillips, C.M. (2001). If the television program

bleeds, memory for the advertisement recedes. Current Directions
in Psychological Science, 10, 44–47.

Chakraborty, G., & Cole, C. (1991). The effects of coupon character-

istics on brand choice: A laboratory study. Psychology and Mar-
keting, 8, 145–159.

Chaudhuri, A. (2001). The chain of effects from brand trust and brand

affect to brand performance: The role of brand loyalty. Journal of
Marketing, 65, 81–93.

Cheong, K.J. (2003). Observations: Are cents-off coupons effective?

Journal of Advertising Research, 33, 73–78.

Furnham, A., & Gunter, B. (1987). Effects of time of day and medium of

presentation on immediate recall of violent and nonviolent news.

Applied Cognitive Psychology, 1, 255–262.

Geer, J.H., Judice, S., & Jackson, S. (1994). Reading times for erotic

material: The pause to reflect. The Journal of General Psychology,

121, 345–352.

Geer, J.H., & McGlone, M.S. (1990). Sex differences in memory for

erotica. Cognition and Emotion, 4, 71–78.

Hamilton, J.T. (1998). Channeling violence: The economic market for

violent television programming. Princeton, NJ: Princeton Univer-

sity Press.

Kim, S.J. (1994). ‘‘Viewer discretion is advised’’: A structural approach

to the issue of television violence. University of Pennsylvania Law

Review, 142, 1383–1441.

Kunkel, D., Cope, K.M., Maynard Farinola, W.J., Biely, E., Rollin, E.,

& Donnerstein, E. (1999). Sex on TV. Menlo Park, CA: Kaiser

Family Foundation.

Lam, S.Y., Vandenbosch, M., Hulland, J., & Pearce, M. (2001). Eval-

uating promotions in shopping environments: Decomposing sales

response into attraction, conversion, and spending effects. Mar-

keting Science, 20, 194–215.

Lang, A., Newhagen, J., & Reeves, B. (1996). Negative video as

structure: Emotion, attention, capacity, and memory. Journal of

Broadcasting and Electronic Media, 40, 460–477.

Linz, D.G., Donnerstein, E., & Penrod, S. (1988). Effects of long-term

exposure to violent and sexually degrading depictions of women.

Journal of Personality and Social Psychology, 55, 758–768.

National Television Violence Study. (1998). National Television Vio-

lence Study (Vol. 3). Santa Barbara: University of California, Santa

Barbara, Center for Communication and Social Policy.

Nielsen Media Research. (2000). Nielsen television index, national

audience demographics (Vol. 1). New York: Author.

Parents Television Council. (2003). Sex loses its appeal: A state of the

industry report on sex on TV. Retrieved December 15, 2003, from

http://www.parentstv.org/ptc/publications/reports/stateindustrysex/

main.asp

Promotion Marketing Association. (2000). Coupon usage statistics.

Retrieved July 21, 2004, from http://couponing.about.com/cs/

aboutcouponing/a/couponusage2000.htm

Schindler, R.M. (1992). A coupon is more than a low price: Evidence

from a shopping-simulation study. Psychology and Marketing, 9,

431–451.

Shimp, T.A., & Kavas, A. (1984). The theory of reasoned action

applied to coupon usage. Journal of Consumer Research, 11, 795–

809.

Sutel, S. (2004). New crop of odd Super Bowl ads to debut. Retrieved

June 2005 from AP Online: http://newslink.nandomedia.com/

SportServer/football/nfl/playoffs/v-fresno/story/1127283p-7844151c.

html

Taylor, G.A. (2001). Coupon response in services. Journal of Retailing,

77, 139–151.

Television Bureau of Advertising. (2003). Media comparison study by

the Television Bureau of Advertising. (Available from the Television

Bureau of Advertising, 3 East 54th Street, New York, NY 10022-

3108)

Wells, G.L., & Windschitl, P.D. (1999). Stimulus sampling and social

psychological experimentation. Personality and Social Psycholo-

gy Bulletin, 25, 1115–1125.

Williamson, S.S., Kosmitzki, C., & Kibler, J.L. (1995). The effects of

viewing violence on attention in women. The Journal of Psychol-

ogy, 129, 717–721.

Volume 16—Number 9 707

Brad J. Bushman



Zillmann, D. (2000). Influence of unrestrained access to erotica on

adolescents’ and young adults’ dispositions toward sexuality.

Journal of Adolescent Health, 27S, 41–44.

(RECEIVED 2/2/04; REVISION ACCEPTED 3/29/05;
FINAL MATERIALS RECEIVED 4/6/05)

APPENDIX: SEPARATE EFFECTS OF TV VIOLENCE
AND SEX

In the analysis of the separate effects of violent programming, a

dummy variable was used to represent TV violence (violent

program 5 1, neutral program 5 0). The hypothesized media-

tion model fit the data extremely well, w2(5, N 5 168) 5 5.27,

p < .49, GFI 5 .988, CFI 5 .998, RMSEA 5 .018. The direct-

effects model did not improve the fit, w2(2, N 5 168) 5 0.76, p<

.69.

Similarly, in the analysis of the separate effects of sexual

programming, a dummy variable was used to represent TV sex

(sexual program 5 1, neutral program 5 0). The hypothesized

mediation model fit the data extremely well, w2(5, N 5 168) 5

6.67, p < .25, GFI 5 .985, CFI 5 .991, RMSEA 5 .045. The

direct-effects model did not improve the fit, w2(2, N 5 168) 5

1.00, p < .61.

Similar results were obtained for the effects of programming

that was both violent and sexual. A dummy variable was used to

represent TV violence and sex (violent and sexual program 5 1,

neutral program 5 0). The hypothesized mediation model fit the

data extremely well, w2(5, N 5 168) 5 3.61, p < .61, GFI 5

.992, CFI 5 1, RMSEA 5 0. The direct-effects model did not

improve the fit, w2(2, N 5 168) 5 0.76, p < .68.

Two additional mediation models compared differences

between violent and sexual programming. For these models,

scores for brand recall and brand recognition were standardized

and summed to create a composite variable for brand memory.

The direct-effects models had 0 degrees of freedom (i.e., satu-

rated models) and are not presented here because they should

not be interpreted. One model compared programs with violence

and sex to programs with only violence. A dummy variable

was used to represent TV sex (violent and sexual program 5 1,

violent program 5 0). The hypothesized mediation model fit

the data well, w2(3, N 5 168) 5 3.39, p < .34, GFI 5 .99,

CFI 5 .99, RMSEA 5 .028. However, the standardized re-

gression coefficient for the path between the indicator variable

and the memory variable was nonsignificant (coefficient 5 .07,

p 5 .853). Thus, sex did not add anything above the effect of

violence.

The other model compared programs with violence and sex to

programs with only sex. A dummy variable was used to represent

TV violence (violent and sexual program 5 1, sexual program 5

0). The hypothesized mediation model fit the data well, w2(3,

N 5 168) 5 1.20, p < .75, GFI 5 .996, CFI 5 1, RMSEA 5 0.

However, the standardized regression coefficient for the path

between the indicator variable and the memory variable was

nonsignificant (coefficient 5 �.17, p 5 .814). Thus, violence

did not add anything above the effect of sex.

708 Volume 16—Number 9

Violence and Sex Don’t Sell


