
 

ABSTRACT 

Persuading College Students to Refrain from Abusing Energy Drinks: A Test of Message 
Framing, Argument Type, and Cognitive Load 

 
Lindsey M. Backer-Fulghum, M.A. 

Mentor: Keith Sanford, Ph.D. 
 
 

 Within the past few years energy drink consumption has increased (Boyle & 

Castilleo, 2006) as well as mixing alcohol with energy drinks (Kapner, 2008).  The 

current study examines the impact of persuasion (i.e., message framing and argument 

type) and cognitive load on susceptibility, perceived likelihood, and perceived benefit of 

energy drink and alcohol mixed with energy drink consumption, as well as healthy 

beverage selection.  This experiment was a 2 message frame type (gain, loss) x 2 message 

argument type (one-sided, two-sided) x 2 cognitive load task (high, low) non-repeated 

measures design.  When an analysis of covariance was utilized consumers of energy 

drinks chose energy drinks more often when given a two-sided argument compared to 

when they are given a one-sided argument, while abstainers of energy drinks are not 

persuaded by a one-sided or a two-sided argument type even when controlling for time 

since one last ate.   
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CHAPTER ONE 

Introduction 

Since 1997, when Red Bull was introduced, energy drink consumption has 

drastically increased (Boyle & Castilleo, 1996).   Energy drinks are intended to provide a 

boost of energy that is thought to increase attention, endurance, and performance as 

advertised by questionable marketing strategies (Reissig, Strain, & Griffiths, 2009).  The 

leading stimulant ingredient in energy drinks is caffeine (Aranda & Morlock, 2006).  

According to Kuchment (2007), the sales for these caffeinated beverages have increased 

tenfold from 4 million cases in 2000 to 80.9 million cases in 2006.   Fifty-one percent of 

college-aged students consume at least one energy drink per month and of these students, 

73% - 86% consume energy drinks anywhere between one to four days in a given month 

(Malinauskas, Aeby, Overton, Carpenter-Aeby, & Barber-Heidal, 2007).  The seven most 

common reasons for college students to drink energy drinks include: compensating for 

lack of sleep (67% report), increasing energy (65% report), combining with alcohol for 

partying (54% report), studying for exams (50% report), driving long distances (45% 

report), and treating a hangover (17% report; Malinauskas et al., 2007).  According to 

Malinauskas et al. (2007), the practice of consuming energy drinks is higher among 

female students than it is among male students. 

Consuming energy drinks has been linked to many serious consequences.  For 

instance, energy drink consumption has been linked with tonic-clonic seizures (Iyadurai 

& Chung, 2007), which are generalized seizures that effect the entire brain.  The 

ingestion of energy drinks have also been linked with acute mania (Machado-Vierira, 
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Viale & Kapczinski, 2001), strokes (Worrall, Phillips & Henderson, 2005), and even 

death (Kapner, 2008).  Moreover, energy drink consumption is positively linked with 

risky behavior, as well as legal and illicit substance use (Miller, 2008). 

Kendler, Myers, and Gardner (2006) found caffeine dependence, caffeine toxicity, 

and the general intake of caffeine have been linked with psychiatric disorders such as 

generalized anxiety disorder, panic disorder, major depression, adult antisocial behavior, 

alcohol dependence, as well as cannabis and cocaine abuse/dependence.  Caffeine 

withdrawal has many symptoms such as headaches, tiredness/fatigue, difficulty 

concentrating, depression, irritability, decreased contentedness, fogginess, 

nausea/vomiting, and muscle aches/stiffness (Juliano & Griffiths, 2004). 

 

Alcohol and Energy Drinks 

 

 Energy drink consumption has increased within the past few years, but more 

importantly, combining alcohol with energy drinks has become increasingly popular 

among college-aged students (Kapner, 2008) and the consequences become more severe.  

For instance, Oteri, Salvo, Caputi, and Calapai (2007) found about 85% of energy drink 

consumers mixed energy drinks with alcohol in a one-month period.  Since this is a 

relatively new area of research, few experimental studies have examined how alcohol 

mixed with energy drinks is different from alcohol consumption alone.  The few studies 

that have examined this question suggest that this mixture may be pharmacologically 

distinct.  For example, Ferreira, de Mello, Pompéia, de Souza-Formigoni, & Oliveira 

(2006) found consuming one energy drink can reduce the effects of alcohol and its 

depressant symptoms (i.e., headache, dry mouth, motor coordination, weakness) without 

reducing its deficits of alcohol consumption (blood alcohol level, physiological 
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indicators, biochemical variables).  In other words, a person who combines alcohol with 

energy drinks may not realize his or her level of intoxication.  According to Arria et al.  

(2011), the caffeine in energy drinks may reduce the subjective feelings of being drunk, 

which could lead to drinking more alcohol than originally expected.  This can be quite 

problematic since combining alcohol with energy drinks may increase the lethality of 

excessive drinking (Finnegan, 2003).  Furthermore, other studies suggest this mixture 

may increase risks associated with alcohol consumption compared to alcohol 

consumption alone.  For instance, Marczinski, Fillmore, Henges, Ramsey, and Young 

(2011) found the mixture of alcohol with energy drinks decreases the perception of 

fatigue and increases feelings of stimulation compared to alcohol alone.  They suggest 

this may lead users to perceive themselves as more functional than they really are which 

can lead to alcohol-related consequences.   

 Combining alcohol with energy drinks increases serious alcohol-related 

consequences.  Brache and Stockwell (2011) found college students who mix energy 

drink with alcohol consume 65% more alcohol, consume alcohol more often, participate 

in heavy episodic drinking (i.e., five or more drinks for males and four or more drinks for 

females), and report a greater number of days intoxicated (p.  1136).   Combining alcohol 

with energy drinks significantly increases the number of hours engaged in drinking, the 

number of drinks consumed, the number of grams of ethanol consumed, and breath 

alcohol concentration (BrAC, Thombs et al., 2010).   In addition, O‘Brien, McCoy, 

Rhodes, Wagoner, and Wolfson (2008) found that by combining energy drinks with 

alcohol, people increase their likelihood of being a victim of a sexual assault or being the 

perpetrator of a sexual assault.  In addition, O‘Brien et al.  (2008) reported individuals 
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increase their chances of becoming hurt or injured by mixing energy drinks with alcohol.  

Combining the two drinks also heightens the possibility of riding in a car with someone 

who is under the influence of alcohol, participating in heavy episodic drinking (which is 

defined as five or more drinks for males and four or more drinks for females), and 

engaging in episodes of weekly drunkenness (O‘Brien et al., 2008, p.  456).  Moreover, 

Thombs et al.  (2010) found a 4-fold increase in the risk of intending to drive under the 

influence (p.  328). 

 
Gain versus Loss Framed Messages 

 One of the main purposes of the current experiment was to explore the impact of 

social influence techniques on energy drink consumption. One way to do this was by 

utilizing a social influence strategy called message framing. Messages can be framed in 

terms of their benefits or their gains. According to Kahneman and Tversky‘s (1979) 

Prospect Theory, an individual‘s preferences, perspectives, and actions change based on 

how information is presented.  People are more likely to avoid a risk when they evaluate 

their options in terms associated with their benefits, while people are more likely to 

accept risks when they evaluate their options in terms associated with their costs 

(Kahneman & Tversky, 1979).  In other words, when considering losses, people tend to 

prefer risks, but when considering gains, they prefer to avoid risks.  Rothman and 

Salovey (1997) give the example that when people choose between two treatment groups, 

those given a message framed in terms of the number of lives lost will accept a greater 

loss in order to avoid a certain loss.  For instance, people will choose a program that 

provides a 33% chance of no people dying and to a 66% chance of all people dying 

compared to a program where 400 people are sure to die. In contrast, when a message is 
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framed in terms of the number of lives saved, people will exchange a certain for a greater 

gain.  For instance, they will choose a program where 200 people are sure to live 

compared to the alternative where there is a 33% chance of saving all the people and 66% 

chance of saving no one (Rothman & Salovey, 1997, p. 3).  

Message framing influences behavioral intentions as well (Ajzen, 1991; Maddux 

& Rogers, 1983), and an individual will accept an efficient and available behavior to 

reduce the chance of experiencing an undesirable outcome if they believe they are 

personally vulnerable (Gerrard, Gibbons & Bushman, 1996).  There are two main 

theories influencing behavioral intentions: Theory of Planned Behavior (TPB; Ajzen, 

1991) and Protection Motivation Theory (PMT; Maddux & Roger, 1983).  The first 

theory, TPB, states intentions to perform a behavior are determined by social cognitive 

variables.  These variables include attitudes, subjective norms (i.e., perceived social 

pressure to perform or not to perform a behavior) and perceived behavior control (i.e., 

perceived ease or difficulty of performing a behavior; Ajzen, 1991).  The second theory, 

PMT, implies intentions to perform a behavior are determined by susceptibility and fear, 

perceived severity, response effectiveness, and self-efficacy (Maddux & Rogers, 1983).  

Therefore, people need to feel susceptible before they are willing to change their behavior 

(Weinstein, Lyon, Rothman, Cutie, 2000). 

Personal involvement increases how deeply a message is processed (Chaiken, 

1980; Petty & Cacioppo, 1984).  When a message is both processed and perceived to be 

personally relevant, message framing tends to be an effective tool (Kiene, Barta, Zelenski 

& Cothran, 2005; Maheswaran & Meyers-Levy, 1990; Millar & Millar, 2000; Rothman, 

Martino, Bedell, Detweiler, & Salovey 1999).  On the other hand, when a message is not 
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perceived as personally relevant, message framing is not as effective (Kiene et at., 2005; 

Millar & Millar, 2000; Rothman, Salovey, Antone, Keough & Martin, 1993). 

When considering health-relevant communications, messages are framed in terms 

of either the benefits (i.e., gains) or the costs (i.e., losses).  Rothman and Salovey (1997) 

determined matching a framed message with a health behavior would improve the 

persuasiveness of the message.  For instance, Rothman et al. (1999) found gain-framed 

messages were more effective when promoting a preventative behavior (e.g., using 

condoms to prevent sexually transmitted diseases), while loss-framed messages were 

more effective when promoting a detective behavior (e.g., breast examinations to find 

cancerous lumps).  Rothman and his colleagues (1999) gave participants either a gain-

framed (i.e., a message on the benefits of oral hygiene) or a loss-framed pamphlet (i.e., a 

message on the costs of not practicing good oral hygiene) about gum disease and plaque.  

The behavior was said to either prevent plaque (a mouth rinse) or detect plaque (rinse that 

reveals plaque location).  This study showed gain-framed oral hygiene messages were 

more effective when the use of mouth rinse was encouraged, while loss-framed messages 

were more effective when the plaque revealing rinse was encouraged (Rothman et al., 

1999). 

Gain-framed messages are more effective in promoting preventative health 

behaviors such as: use of car seats for infants (Christophersen & Gyulay, 1981), 

intentions to use condoms (Linville, Fisher & Fischhoff, 1993), and requests for free 

sunscreen samples (Detweller, Bedell, Salovey, Pronin, & Rothman, 1999).  Other 

studies show loss-framed messages are more effective in promoting detective health 

behaviors such as: Mammography (Banks et al., 1995), Amniocentesis (i.e., detects 
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chromosomal abnormalities; Marteau, 1989), HIV-Testing (Kalichman & Coley, 1995), 

and Blood-Cholesterol Screening (Maheswaran & Meyers-Levy, 1990).  Gain-framed 

messages are also more likely to aid in smoking cessation than loss-framed messages 

(Toll et al., 2007).  Furthermore, gain-framed appeals are more effective in decreasing 

alcohol use (e.g., drink less frequently, drink less alcoholic beverages on a single 

occasion, and engage in less binge drinking) than loss-framed appeals when focusing on 

the short-term consequences (Gerend & Cullen, 2008). 

Even though it is widely accepted in the literature that gain-framed messages are 

more effective when promoting preventative behaviors and that loss-framed messages are 

more effective when promoting detective behaviors, this is not always the case.  Cox, 

Cox, and Zimet (2006) found gain-framed messages are more effective for promoting 

skin self-examination (a detective health behavior) than loss-framed messages.  

According to Edwards, Elywn, Covey, Matthews and Pill (2001) loss-framed messages 

are more effective than gain-framed messages when trying to persuade people to have 

healthier behaviors or to encourage disease preventing behaviors (Rothman & Salovey, 

1997).  In addition, Abhyankar, O‘Connor, and Lawton (2008) found loss-framed 

messages are more effective than gain-framed messages when increasing intentions to 

obtain a measles, mumps, and rubella (MMR) vaccine. 

   
One-sided Versus Two-sided Arguments 

Another method of exploring the impact of persuasion on energy drink 

consumption is by utilizing a second social influence strategy called argument types, 

which can be broken into one-sided and two-sided arguments.  Literature on persuasive 

communications defines a one-sided argument as a message designed to present an 



8 
 

argument from one perspective, whereas a two-sided argument is a message designed to 

present an argument from two different perspectives.  Hovland, Lumsdaine, and Sheffield 

(1949) were the first to investigate one-sided and two-sided communications during 

World War II.  Their study examined the proposition that the war in the South Pacific 

would continue to last.  Hovland et al.  (1949) showed a two-sided argument was more 

effective when soldiers were more familiar with the proposition and when the soldiers 

were initially against the argument (e.g., those that initially believed the war would end 

quickly).  On the other hand, one-sided arguments were more effective for participants 

who had very little knowledge on the issue or who were initially in favor of the argument 

(Hovland et al., 1949).   

A few years later, Lumsdaine and Janis (1953) conducted an experiment 

replicating and extending Hovland et al.‘s (1949) work examining the effectiveness of 

argument type (i.e., one- versus two-sided arguments) on a subsequent counter-argument.  

Participants in their study were either given a one-sided argument (e.g., a message stating 

it would take Russia at least five years before they could produce atomic bombs) or a 

two-sided argument (e.g., a message stating while it should take Russia at least five years 

before they could produce atomic bombs, Russia  may be able to produce atomic bombs 

in the very near future).  Examples used for a one-sided argument were ―Russian 

scientists have not yet discovered some of the crucial secrets, they cannot learn all the 

‗knowhow‘ through espionage; even after they succeed in making their first A-bomb the 

Russians will be unable to mass produce the bombs because of insufficient uranium 

supplies” (Lumsdaine & Janis, 1953, p.  312-313).  Examples used for a two-sided 

argument were ―Russia has many first rate atomic scientists; Russian industries have 
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made a phenomenal recovery since the war; Russia has some uranium mines in Siberia‖ 

(Lumsdaine & Janis, 1953, p.  313).  After giving participants either the one-sided or 

two-sided argument, some of the participants in each group were given a subsequent 

counter-argument a week later.  This counter-argument stated there was current evidence 

Russia had plants producing atomic bombs.  Lumsdaine and Janis‘ (1953) study 

replicated Hovland et al.‘s (1949) results and found individuals who initially agreed with 

the message (i.e., it would take Russia at least five years to produce atomic bombs) were 

more persuaded by a one-sided argument than a two-sided argument.  On the other hand, 

individuals who initially disagreed with the message (i.e., it would take Russia at least 

five years to produce atomic bombs) were more persuaded by a two-sided argument than 

a one-sided argument.  Furthermore, Lumsdaine and Janis (1953) found those individuals 

who were given a one-sided argument were more persuaded by a subsequent counter-

argument a week later than those who were given a two-sided argument.  In other words, 

a two-sided argument allows individuals to argue against a subsequent counterargument 

(Petty & Cacioppo, 1996).   

Consistent with the findings of Hovland et al.  (1949) as well as Lumsdaine & 

Janis (1953), Insko (1962) found having prior knowledge of an issue (e.g., providing 

background information on a court case) has an influence on consequential 

communications on attitude change.  In addition, Chu (1967) concluded two-sided 

communications were more effective in persuasion than one-sided communications when 

proposing that a free trade zone in Taiwan would be desirable.  However, when an 

audience is more familiar with a favorable issue, it does not make a difference as to what 

type of communication (one- versus two-sided) is used (Chu, 1967).   
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Dipboye (1977) conducted an experiment to investigate the effectiveness of one-

versus two-sided arguments on familiarity and context.  Participants in Dipboye‘s (1977) 

study were randomly assigned to either a one or two-sided argument, were either 

familiarized (e.g., received a three page summary of evidence) or not familiarized with 

the facts of the case (i.e., did not receive a three page summary of evidence) and were 

either in the accuracy or persuasion group.  Participants in the ―accuracy‖ group were 

given instructions to read a court case and make a judgment on whether or not the 

defendant was guilty to determine how accurate jurors could process information and 

make a decision.  Participants in the ―persuasion‖ group were instructed to read the same 

court case and make a judgment on the guiltiness of the defendant, but these participants 

were made to believe the study‘s purpose was to see how much jurors were influenced by 

the arguments of lawyers.  Dipboye (1977) found participants who were familiar with the 

issues were less persuaded than those who were unfamiliar with the issues, which is 

consistent with Hovland et al.‘s (1949) findings.  Dipboye (1977) also found participants 

who were unfamiliar with the issues and part of the ―accuracy‖ group (i.e., judgment on 

how accurate jurors could process information and make a decision) were more 

persuaded by a one-sided argument than a two-sided argument.  However, this 

relationship reversed for participants in the ―persuasion‖ group with two-sided arguments 

being more effective in the ―persuasion‖ group (i.e., judgment on how jurors were 

influenced by the arguments of lawyers) than one-sided arguments when people are 

unfamiliar with the issues (Dipboye, 1977).   
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Cognitive Processes 

The goal of this project was to persuade college students from consuming energy 

drinks as well as mixing energy drinks with alcohol.  As mentioned previously, the 

literature suggests the best way to prevent people from taking part in unhealthy behaviors 

is by using a gain-framed, two-sided message.  However, there may be other factors that 

play into one‘s decision to take part in unhealthy behaviors. Therefore, this next section 

explores the different developments that occur when a person is exposed to a stimulus 

event.  According to Berkowitz (1993), these developments can be broken down into the 

three different processes.  First, information from a stimulus event is part of a basic and 

automatic process which occurs prior to any cognitive processes (Berkowitz, 1993, p.  

10).  Complex cognitions have little influence at this time although an individual may 

have an emotional reaction.  According to Zajonc (1980) these emotional reactions are 

precognitive.  For example, when people have an unpleasant encounter with another 

individual, they may feel automatically angry without thinking about why they feel the 

way they do.  Soon after the automatic processes occur, information related to the 

stimulus event becomes part of a higher-ordered cognitive process.  This higher-ordered 

cognitive process may strengthen or weaken actions coming from the lower-ordered 

emotional reactions (Berkowitz, 1993).  For example, imagine a student who wants to 

skip his eight o‘clock class.  The student‘s higher-ordered cognitive processes tell him 

that if he skips the class, he will miss a quiz and get docked for tardiness.  However, the 

student's lower-ordered emotional reaction tells him he is tired and would rather sleep.  In 

this case, the student‘s higher-ordered processes weaken the actions coming from his 

lower-ordered emotional reactions and the student gets out of bed and goes to class.  The 
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final process is when higher-ordered processing results in higher-ordered emotional 

reactions (Berkowitz, 1993).  In the example above, the student‘s lower-ordered 

emotional reaction was the feeling of sleepiness, while his higher-ordered emotional 

reaction was alertness, so he could get out of bed and go to class.  The higher-ordered 

emotional reaction is slower to develop compared to the lower-ordered emotional 

reactions because deliberate thoughts need to occur before the action takes place 

(Berkowitz, 1993).   

 
Cognitive Load 

Shiv and Fedorikhin (1999) examined how these processes affect decision-

making by investigating the relationship between emotional reactions and cognitive load.  

Their study consisted of undergraduates who were randomly assigned to a low 

processing-resources condition (cognitive load; memorize a 7-digit number) or a high 

processing-resources condition (minimal cognitive load; memorize a 2-digit number).  

The participants were then led to a table with a slice of chocolate cake and a bowl of fruit 

and asked which one they would prefer.  Shiv and Fedorikhin (1999) found more people 

will choose an unhealthy choice (e.g., chocolate cake) when they have a cognitive load 

(7-digit number to remember) than those who were not under a cognitive load (2-digit 

number).  In addition, they found people who were given the seven-digit number made 

their decision (choosing the cake) based on their lower-ordered emotions rather than on 

their higher-ordered cognitions.  In other words, people are more likely to choose an 

unhealthy option when they have a lot on their mind and base their choice on how they 

feel rather than thinking about what is healthy or unhealthy.  However, people are more 

likely to choose a healthier option when they do not have a lot on their mind and are able 
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to deliberately think about their choices.  Shiv and Fedorikhin (1999)  also found 

impulsive people under a high cognitive load were more likely to choose an unhealthy 

choice and use their lower-ordered emotional reactions compared to their higher-ordered 

cognitions.  However, when individuals were not under a cognitive load, they had more 

cognitions and were more likely to choose a healthier option (Shiv & Fedorikhin, 1999).   

 

Attitude Change and Dual Processing Models 

One important purpose of the current study is to persuade participants to reduce 

the likelihood as well as the actual behavior of choosing unhealthy beverages such as 

energy drinks.  One way to do this, especially for those participants who currently hold a 

positive attitude toward energy drink consumption, is through attitude change.  

According to Petty and Cacioppo‘s (1996) Elaboration Likelihood Model (ELM), there 

are two routes to attitude change, the central route and the peripheral route.  The central 

route uses higher-ordered processing and is taken when individuals think about a 

communication or message under consideration (e.g., consuming energy drinks is 

unhealthy).  Alternatively, the peripheral route uses lower-ordered processing and is 

taken when individuals are focused on a nonrelevant concern (e.g., memorizing an 

arbitrary number or trying to do difficult math in your head).  Another similar dual 

processing model is Chaiken‘s (1980) heuristic versus systematic processing model.  

Systematic processing involves cognitive effort when comprehending and evaluating a 

message and is similar to Petty and Cacioppo‘s central route.  Heuristic processing 

involves little cognitive effort and focuses more on simple rules or cognitive heuristics.  

Heuristic processing is comparable to the peripheral route.  For the current investigation, 

it is likely that when individuals are under a high cognitive load, they will be more 
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focused on nonrelevant concerns (e.g., doing a difficult math problem in their head), and 

will thus be using lower-ordered processing.  These individuals will be more likely to use 

the peripheral route/heuristic processing.  On the other hand, it is likely that when 

individuals are under low cognitive load, they will be more focused on the relevant 

communication at hand (e.g., choosing a healthy beverage since energy drink are 

unhealthy), and will be more likely to use higher-ordered processing through more 

systematic/central route processing.   

 

Self-Control and Glucose 

The capacity to override one‘s automatic impulses and have conscious and 

effortful control over one‘s thoughts and emotions is known as self-control (Gailliot & 

Baumesiter, 2007).  Having good self-control is important when using systematic/central 

route processing.  According to past research, self-control relies on a limited resource of 

energy (Gailliot & Baumesiter, 2007; Muraven & Baumesiter, 2000).  For example, 

studies show that once participants complete an initial self-control task (e.g., thought 

suppression or resisting cookies) they subsequently perform worse on a second self-

control task (Baumesiter, 1998; Muraven, Collins, & Nienhaus, 2002).  According to 

Gailliot and Baumesiter (2007) glucose acts as this limited energy source, which is fuel 

for the brain (Siesjo, 1978; Weiss, 1986). Failure to demonstrate self-control is more 

likely when glucose is low or cannot be processed effectively in the brain.  Therefore, 

another purpose of this study was to examine if participants in the cognitive load 

condition (i.e., a self-control task) are more likely to choose a glucose rich beverage 

because of a glucose depletion.  As a result, participants may not be choosing an 

unhealthy beverage consciously, but may be doing so because of glucose depletion.   
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Possible Covariates 
 

Impulsive Behavior 

Because Shiv and Fedorikhin (1999) found impulsive people to use more lower-

ordered processing, impulsivity was considered a possible covariate for the current study.  

According to Depue and Collins (1999) ―impulsivity comprises a heterogeneous cluster 

of lower-order traits that includes terms such as risk-taking, sensation seeking, novelty 

seeking, boldness, adventuresomeness, boredom susceptibility, unreliability, and 

unorderliness‖ (p.  495).  Whiteside and Lynam‘s (2001) UPPS (Urgency, Premeditation, 

Preservation, Sensation seeking Scale) Impulsivity Behavior Scale presumes there are 

four facets of impulsivity: urgency, lack of premeditation, lack of preservation, and 

sensation seeking.  A positive link exists between impulsivity and alcohol misuse in 

college-aged students (Benjamin & Wulfert, 2005; James & Taylor, 2007; Vuchinich & 

Simpson, 1998).  When making a decision, impulsive behaviors are associated with 

negative consequences (Hoch & Loewenstein, 1991; Rook, 1987).  For instance, Magid, 

and Colder (2007) found the following: high levels of premeditation (i.e., being cautious 

and purposeful) predicted low levels of alcohol use, high levels of sensation seeking (i.e, 

seeking new and exciting experiences) predicted high levels of alcohol use, high levels of 

urgency (i.e., acting before thinking) predicted high levels of alcohol-related problems, 

and low levels of perseverance (i.e., finishing what one starts) predicted high levels of 

alcohol-related problems.  Furthermore, Sher, Trull, Bartholow, and Vieth (1999) found 

impulsivity is related to increases in alcohol misuse and hazardous drinkers (i.e., those 

who scored a 6 or higher on the Alcohol Use Disorders Identification Test; AUDIT; 

Babor, Higgins-Biddle, Sauders & Monterio, 2001) show greater levels of impulsiveness 
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(MacKillop, Mattson, MacKillop, Castelda & Donovick, 2007).  This is relevant to 

energy drink consumption because impulsivity and sensation seeking traits are related to 

binge drinking (Carlson, Johnson & Jacobs, 2010) and  mixing alcohol with energy 

drinks.  

 

Health and Religion 

 A relationship exists between religion and health (Koeing, McCullough, & 

Larson, 2001; Koeing & Cohen, 2002; Levin, 1994; Levin & Schiller, 1987).  

Religiousness may be an important factor linked to decreasing intentions of consuming 

energy drinks or combining energy drinks with alcohol.  In 2003, 92% of Americans 

stated a religious preference and 65% of people indicated they were a member of a 

church.  In addition, 61% of people said religion played an important role in their life and 

60% of people believed religion answers problems (Gallup, 2004).  According to Gallup 

and Bezilla (1992), nearly 77% of college-aged students are members of a church, 

synagogue, or religious group on campus and 85% of students reported religion as being 

important to them.  Moreover, greater religious commitment is significantly linked with a 

reduced amount of cigarette, alcohol, and other drug use (Newcomb, Maddahian & 

Bentler, 1986).  Patock-Peckham, Hutchinson, Cheong, and Nagoshi (1998) found 

students reported significantly higher levels of drinking quantity and frequency, 

celebratory reasons for drinking, intoxication, and perceived drinking norms when they 

were not affiliated with a religion when compared to those who were affiliated with either 

Catholicism or Protestantism.   

Oleckno and Blacconiere (1991) found greater religious attendance and self-

reported religiousness was linked with decreased health-compromising behaviors and 
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illnesses as well as greater healthier behaviors and attitudes.  According to Mahoney et al.  

(2005), having a greater level of sanctification (e.g., viewing one‘s body as a 

manifestation of God and characterized by sacred qualities) is related to higher levels of 

health protective behaviors, satisfaction with one‘s body, strenuous exercise, disapproval 

of alcohol consumption, and lower level illicit drugs.  In addition, greater levels of 

sanctification are associated with lower levels of illicit drug use, alcohol consumption, 

and unhealthy eating habits (Mahoney et al., 2005). 

 

Glucose 

 
Because glucose is important for self-control (Gailliot & Baumesiter, 2007), and 

may thus influence beverage choice, it may be important to measure participants glucose 

level at the beginning of the study.  Therefore, a person‘s glucose level at the beginning 

of the study was considered as a possible covariate for the present study. 

 
Hypotheses 

 

 

Message Framing 

 According to Gerend and Cullen‘s (2008) findings, gain-framed messages are 

more effective in decreasing alcohol use (e.g., drink less frequently, drink less alcoholic 

beverages on a single occasion, and engage in less binge drinking) than loss-framed 

messages.  Therefore, it is predicted that gain-framed messages will also be more 

effective in decreasing energy drink use and the use of alcohol mixed with energy drinks.  

In other words, gain-framed messages will increase the likelihood of participants 

choosing a healthy beverage (e.g., water).  
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Argument Types 

 

 Two-sided arguments are superior to one-sided arguments (Hovland et al., 1949; 

Lumsdaine & Janis, 1953; Chu, 1967; Dipboye, 1977).  In addition, two-sided arguments 

are more effective when individuals are familiar with an issue, while one-sided 

arguments are more effective when individuals are unfamiliar with the issue (Hovland, 

Lumsdaine & Sheffield, 1949).  Therefore, it is predicted two-sided arguments will be 

more effect in decreasing energy drink use and the use of alcohol mixed with energy 

drinks.  That is, two-sided arguments will increase the likelihood of participants choosing 

a healthy beverage.  

 

Cognitive Load 

 

 It is predicted that participants under a high cognitive load (i.e., given a hard 

multiplication problem) will be less likely to choose a healthy beverage (i.e., they will be 

more likely to choose an energy drink or glucose-rich beverage) than if they were under a 

low cognitive load (i.e., given an easy multiplication problem). This is due to people 

being more likely to choose an unhealthy beverage choice (i.e., an energy drink or 

glucose-rich beverage) when under a high cognitive load (Shiv & Fedorikhin, 1999). 

 

Interaction Effects 

 A possible three-way interaction of argument type (i.e., a one- versus two-sided 

argument) by message frame (gain versus loss) by cognitive load (i.e., an easy versus a 

hard multiplication problem) was expected.  Not only was it predicted that gain-framed 

messages would improve the likelihood of selecting a healthy beverage, but that the 

effect would be amplified in certain conditions.  Specifically, this effect would be 
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amplified when individuals were under a low cognitive load and when they read a two-

sided argument.  In other words, when both conditions are met, low cognitive load and 

two-sided arguments, the positive effects of a gain-framed message will be amplified.  

This is also hypothesized to be true for the other dependent measures in this study: 

perceived susceptibility, perceived behavioral likelihood, and perceived benefits.  
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CHAPTER TWO 

Method 
 

 

Participants 

Participants were university student volunteers who were recruited through 

general psychology classes and received credit for their participation.  The sample 

included 265 students (198 female, 67 male).  The sample was 25% men, with a mean 

age of 19.19 (SD = 1.43) years.  The sample consisted of 47.5% Freshman, 23.0% 

Sophomores, 17.0% Juniors, 10.9% Seniors, 0.80% other, and 0.80% were missing.  In 

addition, 41.9% of participants were lifelong abstainers from alcoholic beverages, 7.2% 

of participants were former consumers of alcoholic beverages, and 50.9% of participants 

were current consumers of alcoholic beverages.  Regarding energy drinks, 41.9% of 

participants were lifelong abstainers from energy drinks, 22.3% of participants were 

former consumers of energy drinks, and 35% of participants are current consumers of 

energy drinks. Finally, 35.1% of participants never mixed energy drinks with alcohol, 

14.7% of participants mixed energy drinks with alcohol less than once a month, 3.8% of 

participants mixed energy drinks with alcohol once a month, 1.5% of participants mixed 

energy drinks with alcohol 2 or 3 times a month, 0.4% of participants mixed energy 

drinks with alcohol 2 or 3 times a week, and 44.5% of participants did not report how 

often they mixed energy drinks with alcohol.
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Measures 

 The measures described below are included in the pre-test and post-test.  The pre-

test survey consists of questions that were completed prior to the manipulation, while the 

post-test survey consists of questions that were completed after the manipulation.  A 

complete copy of the pre-test and post-test survey questions can be found in Appendix A.   

 

Dependent Measures  
 

 

 Perceived Susceptibility. (Bryan, Aiken, & West, 1997). This scale measured a 

person‘s perceived susceptibility to emergency room visits in direct consequence to 

consuming energy drinks or combining alcohol with energy drinks. According to Ranby, 

Aiken, Gerend and Erchull (2010), in order to measure perceived susceptibility, one 

should use own absolute risk and direct comparative risk items.  Own absolute risk items 

require participants to rate their own risk without referring to a comparison group, while 

direct comparative risk items require participants to rate their own risk with a comparison 

group (Ranby et al., 2010). Items for own absolute susceptibility to energy drinks and 

direct comparative susceptibility to energy drinks items are shown in Tables 1 and 2.  

Alpha reliabilities were .95 and .97 respectively.  Own absolute susceptibility to alcohol 

+ energy drinks and direct comparative susceptibility to alcohol + energy drinks items are 

shown in Tables 3 and 4.  Alpha reliabilities were .92 and .96 respectively. 

 

Behavioral Likelihood. Bryan and colleagues (1997) measured behavioral 

likelihood for condom use. The original six item scale was adapted to include items 

pertaining to one‘s behavioral likelihood of consuming energy drinks.  These items were 
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also created to include items pertaining to one‘s own absolute behavioral likelihood for 

using energy drinks and one‘s direct comparative behavioral likelihood for using energy 

drinks. Items for these items are shown in Tables 5 and 6 and alphas were .88 and .89 

respectively.  

Table 1 

Own Absolute Susceptibility to Energy Drinks 

________________________________________________________________________ 
1. How susceptible do you feel to emergency room visits if you consume ENERGY 

DRINKS? 
 

2. What is the chance that you will visit the emergency room if you consume ENERGY 
DRINKS? 
 

3. How likely do you think it is that you will visit the emergency room if you consume 
ENERGY DRINKS? 
 

4. Would you say that you are the type of person who is likely visit the emergency room 
if you consume ENERGY DRINKS? 

________________________________________________________________________ 
 
 

Table 2 
 

Direct Comparison Susceptibility to Energy Drinks 

________________________________________________________________________ 

1. Compared to other people your age and gender, would you say that you are the type 
of person who is likely visit the emergency room if you consume ENERGY 
DRINKS? 
 

2. Compared to other people your age and gender, what is the chance that you will visit 
the emergency room if you consume ENERGY DRINKS? 
 

3. Compared to other people your age and gender, how susceptible do you feel to 
emergency room visits if you consume ENERGY DRINKS? 
 

4. Compared to other people your age and gender, how likely do you think it is that you 
will visit the emergency room if you consume ENERGY DRINKS? 

________________________________________________________________________ 
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Table 3 
 

Own Absolute Susceptibility to Alcohol + Energy Drinks 

________________________________________________________________________ 
1. How susceptible do you feel to emergency room visits if you combine 

ALCOHOL with ENERGY DRINKS? 
 

2. What is the chance that you will visit the emergency room if you combine 
ALCOHOL with ENERGY DRINKS? 
 

3. How likely do you think it is that you will visit the emergency room if you 
combine ALCOHOL with ENERGY DRINKS? 
 

4. Would you say that you are the type of person who is likely to visit the emergency 
room if you combine ALCOHOL with ENERGY DRINKS? 

________________________________________________________________________ 

 
Table 4 

 
Direct Comparison Susceptibility to Alcohol + Energy Drinks 

________________________________________________________________________ 

1. Compared to other people your age and gender, what is the chance that you will 
visit the emergency room if you combine ALCOHOL with ENERGY DRINKS? 
 

2. Compared to other people your age and gender, how susceptible do you feel to 
emergency room visits if you  combine ALCOHOL with ENERGY DRINKS? 
 

3. Compared to other people your age and gender, would you say that you are the 
type of person who is likely to visit the emergency room if you combine 
ALOCHOL with ENERGY DRINKS? 
 

4. Compared to other people your age and gender, how likely do you think it is that 
you will visit the emergency room if you combine ALCOHOL with ENERGY 
DRINKS? 

______________________________________________________________________ 
 

 

 Perceived Benefits of Health Behaviors.  Bryan and colleagues (1997) measured 

perceived benefits of condom use.  The original four item scale was adapted to include 

items pertaining to perceived benefits of not using energy drinks and perceived benefits  
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Table 5 
 

Own Absolute Behavioral Likelihood for Using Energy Drinks 
________________________________________________________________________ 
1. How likely is it that you will consume (a) energy drink(s) the next time you need to pull an all-nighter? 

 
2. How likely is it that you will consume an energy drink(s) the next time you drive a long distance? 

 
3. How likely is it that you will consume an energy drink(s) to compensate for lack of sleep in the future? 

 
4. How likely is it that you will consume an energy drink(s) to increase your energy in the future? 

 
5. How likely is it that you will consume an energy drink(s) to study for exams in the future? 

 
6. How likely is it that you will consume an energy drink(s) to treat a hangover in the future? 

 
7. How likely is it that you will combine an energy drink(s) with alcohol in the future? 
________________________________________________________________________ 

 
 

Table 6 
 

Direct Comparison Intentions for Using Energy Drinks 

________________________________________________________________________ 
1. Compared to other people your age and gender, how likely is it that you will consume an energy 

drink(s) to compensate for lack of sleep in the future? 
 

2. Compared to other people your age and gender, how likely is it that you will combine an energy 
drink(s) with alcohol in the future? 
 

3. Compared to other people your age and gender, how likely is it that you will consume an energy 
drink(s) to treat a hangover in the future? 
 

4. Compared to other people your age and gender, how likely is it that you will consume an energy 
drink(s) to study for exams in the future? 
 

5. Compared to other people your age and gender, how likely is it that you will consume an energy 
drink(s) the next time you drive a long distance? 
 

6. Compared to other people your age and gender, how likely is it that you will consume an energy 
drink(s) to increase your energy in the future? 

________________________________________________________________________ 
 

of not combing energy drinks with alcohol.  Items for these items are shown in Tables 7 

and 8 and alpha reliabilities were .77 and .83 respectively.  
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Table 7 
 

Perceived Benefit for Not Consuming Energy Drinks 

________________________________________________________________________ 

1. To what extent do you believe NOT consuming ENERGY DRINKS would help you 
stay healthier? 
 

2. How beneficial do you believe NOT consuming ENERGY DRINKS would be for 
your body? 
 

3. To what extent do you believe NOT consuming ENERGY DRINKS would help keep 
you out of the emergency room? 
 

4. To what extent do you believe NOT consuming ENERGY DRINKS would help keep 
you from driving while intoxicated? 

________________________________________________________________________ 

 
Table 8 

 
Perceived Benefit for Not Consuming Alcohol + Energy Drinks 

________________________________________________________________________ 

1. To what extend do you believe NOT mixing ALCOHOL with ENERGY DRINKS 
would help you stay healthier? 
 

2. How beneficial do you believe NOT mixing ALCOHOL with ENERGY DRINK 
would be for your body? 
 

3. To what extent do you believe NOT mixing ALCOHOL with ENERGY DRINKS 
would help keep you out of the emergency room? 
 

4. To what extent do you believe NOT mixing ALCOHOL with ENERGY DRINKS 
would help keep you from driving while intoxicated? 

________________________________________________________________________ 
  

 
 Behavioral Measures. The current study examined which beverage a participant 

chose from a refrigerator located in the laboratory.  Participants were given the choice of 

eight different beverages: Fiji Water, Lemon-Lime Gatorade, Strawberry-Kiwi Snapple, 

Red Bull, Lo-Carb Monster, Original Monster, Original Amp, and Cherry Amp.  
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Water, Lemon-Lime Gatorade, and Strawberry-Kiwi Snapple were considered healthy 

beverages, while the remaining energy drinks were considered unhealthy.  Furthermore, 

beverages were categorized by how much glucose or sugar each contained.  Glucose 

levels ranged from 0 (no glucose) to 3 (glucose-rich). Water was categorized as a 0 and  

did not contain any glucose. Lo-Carb Monster was labeled 1 and contained 6 grams of 

glucose. Gatorade and Red Bull was labeled 2 and contained 21-27 grams of glucose and 

the rest of the energy drinks were labeled 3 and contained 51+ grams of glucose.   

 
Possible Covariates 

 Manifestation of God.  Mahoney et al.‘s (2005) Manifestation of God in the Body 

Scale (MOG) measured the degree to which individuals perceived their body to be a 

representation of God.  The MOG scale consisted of 12 items that ranged from 1 

(strongly disagree) to 7 (strongly agree).  Sample items from the MOG scale are ―my 

body is a temple of God‖ and ―the power of God moves through my body‖.  Alpha 

reliability for the MOG scale was .98.  

 

 Impulsive Behavior.  Whiteside and Lynam‘s (2001) UPPS Impulsive Behavior 

Scale [labeled for negative urgency, premeditation, perseverance, and sensation seeking] 

consists of 45 items.  Sample items for the construct of negative urgency are: ―I have 

trouble controlling my impulses‖ and ―When I get upset I often think without thinking‖. 

Sample items for premeditation are: ―I have a reserved and cautious attitude toward life‖ 

and ―I usually think carefully before doing anything‖. Sample perseverance items are: ―I 

generally like to see things through to the end‖ and ―I finish what I start‖.  Sample items 

for the sensation seeking construct are: I quite enjoy taking risks‖ and ―I sometimes like 
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doing things that are a bit frightening‖.  Alpha reliabilities for these items are as follows:  

negative urgency = .90, premeditations = .90 , perseverance = .86, and sensation seeking 

= .89. 

 

 Glucose Levels.  Glucose levels were measured by asking participants, ―When 

was the last time you ate?‖.  Answers were coded as 0 if participants had eaten within the 

past 2 hours and as 1 if participants had last eaten 3+ hours before the experiment.  

 

Design 

 

 The current study was a 2 argument type (one-sided, two-sided) x 2 message 

message-frame type (gain, los) x 2 cognitive load task (high, low) non-repeated measures 

design.  This was a fully crossed design yielding 8 cells.  Participants were randomly 

assigned to one of the 8 cells defined by the combination of the eight experimental 

conditions.  Each participant filled out a pre-test survey once entering the laboratory.  

Participants in all conditions were randomly assigned to receive a one-sided or two-sided 

argument, a gain-framed or loss-framed message, and a high or low cognitive load.  Next, 

all participants received a Persuasion Reading concerning energy drinks and mixing 

energy drinks with alcohol.  The information sheet contained basic information regarding 

energy drinks.  The two-sided condition contained the following information: (1) benefits 

of consuming energy drinks, (2) common reasons for consuming energy drinks, and (3) 

benefits of mixing energy drinks with alcohol, while the one-sided argument did not have 

such information.  The Persuasion Reading also contained either a gain-framed or a loss-

framed message.  The gain-framed message contained information regarding the benefits 

of not using energy drinks and mixing energy drinks with alcohol, while the loss-framed 
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message contained information regarding the costs of using energy drinks and combining 

them with alcohol.  Finally, each participant filled out a post-test questionnaire. Table 9 

shows each of the experimental conditions and their components.  

 

Procedures 

 

 During the experimental session, each participant was greeted by an experimenter 

and taken to a side room of the laboratory.  Each participant was asked to complete a pre- 

test questionnaire containing several personality measure as well as questions regarding 

their consumption of energy drinks and alcohol.  All pre-test items were consistent with 

the theme of the experimental cover story on risky drinking behaviors.  Due to the 

sensitive nature of the questions, the experimenter sat outside the side room (i.e., in the 

laboratory) while the participant filled out the questionnaire.  Participants were asked to 

drop their survey in an enclosed box with a slot to protect their identity.  All participants 

were randomly assigned to either receive a one-sided or two-sided argument and a gain-

framed or loss-framed message. 

 
 Message Frame Manipulation.  Participants randomly assigned to the gain-framed 

message condition received the following communication regarding general information 

on energy drinks: 

 Monster, Red Bull, Rockstar and Venom all have one thing in common, they are 
 energy  drinks sold and consumed by many university students.  Energy drinks‘ 
 main ingredients are caffeine and sugar.  An 8-ounce energy drink usually 
 contains 80-mg – 141-mg of  caffeine compared to 5-ounces of coffee or two 
 typical 12-ounce cans of caffeinated soft drinks.  Recent research has found that 
 about 50% of college age students drink energy drinks and 85% of those students 
 mix energy drinks with alcohol. 
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Table 9 
 

Experimental Conditions and Their Components 

________________________________________________________________________________________________ 
Condition Energy Drink Gain Loss One Two With Without 
 Information   Framed  Framed Sided Sided Cognitive Cognitive 
 Sheet     Load Load 
___________________________________________________________________________________________________________________ 
One-Sided Gain-Framed X X ----- X ----- X -----  
with Cognitive Load  
 
One-Sided Loss-Framed X -----  X X ----- X ----- 
with Cognitive Load 
 
One-Sided Gain-Framed X X ----- X ----- ----- X  
without Cognitive Load 
 
One-Sided Loss-Framed X -----  X X ----- ----- X 
without Cognitive Load  
 
Two-Sided Gain-Framed X X ----- ----- X X -----  
with Cognitive Load 
  
Two-Sided Loss-Framed X -----  X ----- X X ----- 
with Cognitive Load 
 
Two-Sided Gain-Framed X X ----- ----- X ----- X  
without  Cognitive Load 
 
Two-Sided Loss-Framed X -----  X ----- X ----- X 
without  Cognitive Load 
__________________________________________________________________________________________________________________
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Next, participants were given the benefits of not consuming energy drinks.  The 

following communication was used: 

(1) You will decrease you chances of experiencing a caffeine-related 
hospitalization requiring intensive care; (2) You will decrease your chances of 
emergency room visits; (3) You will decrease your chances of using gateway 
drugs such as: (a) Cigarettes, (b) Alcohol, and (c) Marijuana; (4)You decrease 
your chances of: (a) Seizures, (b) Acute mania, (c)Stroke, and (d) Death; (5) You 
will decrease your chances of having chronic daily headaches; and (6) When you 
stop consuming energy drinks, you take control of your health.  You look and feel 
healthy. 

 
In addition to information on the benefits of not consuming energy drinks, participants 

were also given information on the benefits of not mixing energy drinks with alcohol.  

The following communication was used: 

(1) You will decrease your chances of sexual assault or being sexually assaulted; 
(2) You decrease your chances of riding in a car with a drunk driver; (3) You will 
decrease your risk of driving while under the influence; and (4) You will decrease 
your chances of (a) Heavy episodic drinking, and (b) Frequent episodes of weekly 
drunkenness. 

 
Participants randomly assigned to the Loss-framed message condition were also asked to 

read the following communication: 

Monster, Red Bull, Rockstar and Venom all have one thing in common, they are 
energy  drinks sold and consumed by many university students.  Energy drinks‘ 
main ingredients are caffeine and sugar.  An 8-ounce energy drink usually 
contains 80-mg – 141-mg of  caffeine compared to 5-ounces of coffee or two 
typical 12-ounce cans of caffeinated soft drinks.  Recent research has found that 
about 50% of college age students drink energy drinks and 85% of those students 
mix energy drinks with alcohol.   

  

However, participants in the loss-framed message condition were given the costs of 

consuming energy drinks.  The following communication was used: 

(1) You will increase your chances of experiencing a caffeine-related 
hospitalization requiring intensive care; (2) You will increase your chances of 
emergency room visits; (3) You will increase your chances of using gateway 
drugs such as: (a) Cigarettes, (b) Alcohol, and (c) Marijuana; (4) You increase 
your chances of: (a) Seizures, (b) Acute mania, (c) Stroke, and (d) Death; (5) 
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You will increase your chances of having chronic daily headaches; and (6) 
When you continue to consume energy drinks, you lose control of your health.  
You look and feel unhealthy.   

 
In addition to information on the costs of consuming energy drinks, participants were 

given information on the costs of mixing energy drinks with alcohol.  The following 

communication was used: 

(1) You will increase your chances of sexual assault or being sexually 
assaulted; (2)You increase your chances of riding in a car with a drunk driver; 
(3) You will increase your risk of driving while under the influence; and (4) 
You will increase your chance of (a) Heavy episodic drinking and (b) 
Frequent episodes of weekly drunkenness. 

 
 
 Argument Type Manipulation.  Participants randomly assigned to the one-sided 

argument condition, received the same information as the message frame manipulation 

and did not receive any further information.  However, participants randomly assigned to 

the two-sided argument condition received the following communication: 

Consuming energy drinks may increase alertness, physical endurance, 
psychomotor performance, attention, visual processing and verbal reasoning.  
Therefore, the five most common reasons for college students to drink energy 
drinks are to compensate for lack of sleep, increase energy, study for exams and 
to combine with alcohol for partying.  Research has found mixing energy drinks 
with alcohol increases alertness and makes you feel more awake. The 
combination of the stimulant in energy drinks and alcohol reduces the feelings of 
tiredness associated with drunkenness.   

 
After participants have received either a gain-framed or loss-framed message and a one-
sided or two-sided argument, participants were given the post-test survey and the 
suspicion questionnaire.  This was done to make the participant believe the experiment 
was completed. 
 

 

 Cognitive Load and Behavioral Measure.  After the participants were given the 

suspicion questionnaire, all participants in the cognitive load condition were told the 

following: 
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―Before you leave, we would like for you to do a multiplication task for us.  If you 
correctly answer the question, you will be able to get an item from the lab.  So, please 
follow me into the next room.‖ 

 
Once participants entered the next room, the experimenter led the participants to a 

refrigerator.  The participants randomly assigned to the high cognitive load condition 

were told the following: ―So, I am going to give you a multiplication problem and I want 

you to give me the answer. What is 491 X 7?‖  The experimenter gave each participants a 

few moments (approximately 10 seconds) to think about their answer and said, ―Alright, 

so while you are trying to figure out the answer, choose which item you would like and 

you can give me the answer after you choose.‖  Once participants chose which beverage 

they would like, they were given the opportunity to state their answer. Even if 

participants gave the incorrect answer, they were given their beverage choice. 

Participants randomly assigned to the minimal cognitive load condition were told 

the following: ―So, I am going to give you a multiplication problem and I want you to 

give me the answer. What is 7 X 11?‖  The experimenter immediately opens the 

refrigerator and says: ―While you are thinking about your answer, which beverage would 

you like if you get the correct answer?‖ Once participants chose which beverage they 

would like, they were given the opportunity to state their answer. Every participant was 

given their beverage choice.  After participants received their beverage, they were given 

the final debriefing sheet, which explained the entire purpose of the experiment.   
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CHAPTER THREE   

Results 
 
 
The means and standard deviations for the ten dependent as well as the covariate 

variables are presented in Table 10.  The intercorrelations among dependent variables are 

presented in Table 11, while the intercorrelations among the covariate variables are 

presented in Table 12.  The correlations between the dependent and covariate variables 

are illustrated in Table 13.  

 
Table 10 

  
Means and Standard Deviations of the Dependent and Covariate Variables 

 

Variable Mean              Standard Range 
   Deviation 
______________________________________________________________________________________ 
OAS for Using Energy Drinks 1.16 1.38 0-6 
DCS for Using Energy Drinks 1.10 1.36 0-6 
OAS for Using Alcohol + Energy Drinks 2.80 1.87 0-6 
DAS for Using Alcohol + Energy Drinks 2.41 1.94 0-6 
OABL for Using Energy Drinks 1.35 1.39 0-6 
DCBL for Using Energy Drinks 1.26 1.34 0-6 
Perceived Benefit of NOT consuming Energy Drinks 4.78 1.25 0-6 
Perceived Benefit of NOT consuming Alcohol + Energy Drinks 5.40 1.00 0-6 
Choosing an Unhealthy Beverage 0.07 0.25 0-1 
Choosing a Glucose Rich Beverage 1.46 1.38 0-3 
MOG 66.59 20.45 12-84 
Premeditation 28.90 7.70 0-180 
Negative Urgency 18.38 8.96 0-180 
Sensation Seeking 30.00 9.92 0-180 
Perseverance  28.59 6.18 0-180 
Last Time Ate 0.38 0.49 0-1 
______________________________________________________________________________________ 
Note: All means and standard deviations were calculated with N = 263. 
All dependent measures are scored so that larger values reflect higher values on the scale.  OAS = Own 
Absolute Susceptibility, DCS = Direct Comparative Susceptibility, Own Absolute Behavioral Likelihood, 
Direct Comparative Behavioral Likelihood. 
 
 



 

34 
 

Table 11 
 

Intercorrelations between the Dependent Variables 

 

 Dependent Variables 1 2 3 4 5 6 7 8 9 10 
_________________________________________________________________________________________________________________________________ 
     

1. OAS for Using Energy Drinks 1.00          

2. DCS for Using Energy Drinks 0.95*** 1.00         

3. OAS for Using AED 0.61*** 0.60*** 1.00        

4. DCS for Using AED 0.63*** 0.65*** 0.91*** 1.00       

5. OABL for Using Energy Drinks -0.15* -0.14* -0.17** -0.15* 1.00      

6. DCBL for Using Energy Drinks -0.14* -0.14* -0.17** -0.15* 0.97*** 1.00     

7. PB of NOT consuming Energy Drinks 0.28*** 0.25*** 0.24*** 0.23*** -0.48*** -0.48*** 1.00    

8. PB of NOT consuming AED 0.15* 0.16** 0.27*** 0.24*** -0.29*** -0.29*** 0.58*** 1.00   

9. Choosing an Unhealthy Beverage -0.12 -0.08 -0.05 -0.01 0.41*** 0.42*** -0.24*** 0.02 1.00  

10. Choosing a Glucose Rich Beverage -0.12 -0.10 -0.02 -0.02 0.07 0.05 -0.12 0.01 0.21*** 1.00 
 

          
 

         
 

                
______________________________________________________________________________________________________________ 
Note. Pearson produce moment correlations were calculated with listwise deletion, N = 263. All variables are positively scored. 
OAS = Own Absolute Susceptibility, DCS = Direct Comparative Susceptibility, AED = Alcohol + Energy Drinks, OABL = Own Absolute Behavioral 
Likelihood, DSBL = Direct Comparative Behavioral Likelihood, and PB = Perceived Benefit   
*p < .05, **p<.01, ***p<.001 
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Table 12 

 
Intercorrelations between the Covariate Variables 

__________________________________________________________________________ 

Covariate Variables 1 2 3 4 5  6 
__________________________________________________________________________  
1. MOG 1.00      

2. Premeditation 0.02 1.00     

3. Negative Urgency -0.20*** -0.29*** 1.00    

4. Sensation Seeking -0.08 -0.43*** 0.13* 1.00   

5. Perseverance  0.14* 0.37*** -0.31*** -0.12 1.00  

6. Last Time Ate 0.01 -0.06 -0.03 0.07 -0.17** 1.00 

___________________________________________________________________________ 
Note. Pearson produce moment correlations were calculated with listwise deletion, N = 263.  
All variables are positively scored. 
MOG = Manifestation of God in the Body  
*p < .05, **p<.01, ***p<.001 
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Table 13 
 

Correlations between the Dependent and Covariate Variables 

 

Variables OAS DSC OAS DAS OABL DCBL PB PB Unhealthy  Glucose  
  ED     ED AED AED ED ED ED AED    
____________________________________________________________________________________________________________ 

 

1. MOG 0.18** 0.18** 0.15* 0.13* -0.12* -0.10 0.16** 0.22*** -0.08 -0.19** 

2. Premeditation 0.18* 0.10 0.10 0.01 -0.10 -0.12 0.03 0.09 -0.10 0.05 

3. Negative Urgency -0.03 -0.04 -0.04 0.00 0.10 0.12* -0.06 -0.13* 0.09 0.01 

4. Sensation Seeking -0.24*** -0.22*** -0.15* -0.12 0.17** 0.17** -0.10 -0.09 0.15* 0.09 

5. Perseverance  0.02 0.01 0.01 -0.04 -0.17** -0.17** 0.13* 0.08 -0.09 0.07 

6. Last Time Ate 0.00 0.03 0.03 0.05 0.01 0.01 -0.03 -0.04 0.10 0.14* 

____________________________________________________________________________________________________________ 
Note. Pearson produce moment correlations were calculated with listwise deletion, N = 263. All variables are positively scored. 
OAS-ED = Own absolute susceptibility for using energy drinks, DCS-ED= direct comparative susceptibility for using energy drinks, 
DAS-AED= direct comparative susceptibility for using alcohol + energy drinks, OABL-ED = Own absolute behavioral likelihood for 
using energy drinks, DCBL-ED = direct comparative behavioral likelihood for using energy drinks, PB-ED = perceived benefit of not 
using energy drinks, PB-AED = perceived benefit for not using alcohol + energy drinks, unhealthy = choosing an unhealthy beverage, 
glucose = choosing a glucose-rich beverage. 
*p < .05, **p<.01, ***p<.001
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Manipulation Checks 

 

 

Message Frame 

  

Participants were blind to the message-framing condition.  A chi-square analysis 

illustrated there was a relationship between a gain-framed message and how they 

answered the question ―were you provided with information on the benefits of not 

consuming energy drinks‖, χ2 = 46.09, p < .001.  Of the participants who received the 

gain-framed message, 99% answered the question correctly, while only 32% of the 

participants who received the loss-framed message answered the question correctly.  A 

second chi-square analysis demonstrated a relationship between a loss-framed message 

and how participants answered the question, ―were you provided with information on the 

costs of consuming energy drinks‖, χ2 = 33.70, p < .001.  Of the participants who 

received the loss-framed message, 95% answered the question correctly, while only 33% 

of participants who received the gain-framed message answered the question correctly.   

 

Argument Type 

 

 Not all participants were aware of the argument type manipulation, but responses 

were in the right direction.  A chi-square analysis illustrated there was a relationship 

between the argument type and the question ―how well did the information sheet 

emphasize the reasons/benefits of consuming energy drinks‖,  χ2 = 19.85, p < .001. Of the 

participants who received the one-sided argument, 60% answered ―poorly‖, 13% 

answered ―somewhat‖, and 32% answered ―well‖. Of the participants who received the 

two-sided argument, 28% answered ―poorly‖, 18% answered ―somewhat‖, and 54% 

answered ―well‖.  
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Own Absolute Susceptibility for Using Energy Drinks 

The current study used a three factor non-repeated measures ANOVA to examine 

the effects of own absolute susceptibility for using energy drinks. The test for the main 

effect of framed messages comparing gain-framed messages (M = 1.07, SD = 1.31) with 

loss-framed messages (M = 1.26, SD = 1.43) was not significant, F(1, 264) = 1.23, p = 

.269, ns.  The test for the main effect of argument type comparing one-sided arguments 

(M = 1.28, SD = 1.44) with two-sided arguments (M = 1.05, SD = 1.30) was also not 

significant, F(1, 264) = 1.52, p = .218, ns.  Moreover, there was no significant two-way 

interaction (see Table 14). 

 

Direct Comparative Susceptibility for Using Energy Drinks 

 
A three factor non-repeated measures ANOVA was used to examine the effects of 

direct comparative susceptibility for using energy drinks. The test for the main effect of 

framed messages comparing gain-framed messages (M = 1.03, SD = 1.30) with loss-

framed message (M = 1.17, SD = 1.41) was not significant, F(1, 264) = 0.75, p = .388, ns.  

Neither was the test for the main effect of argument type comparing one-sided arguments 

(M = 1.20, SD = 1.46) with two-sided arguments (M = 1.00, SD = 1.25), F(1, 264) = 1.31, 

p = .254, ns.  In addition, there was no significant two-way interaction (see Table 14). 

 

Own Absolute Susceptibility for Using Alcohol and Energy Drinks 

A three factor non-repeated measures ANOVA was used to examine the effects of 

own absolute susceptibility for using alcohol and energy drinks. The test for the main 

effect of framed messages comparing gain-framed messages (M = 2.61, SD = 1.82) with  
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Table 14 

Effects for the Measures of Own Absolute Susceptibility for Using Energy Drinks and 

Direct Comparative Susceptibility for Using Energy Drinks 
______________________________________________________________________________________ 
Own Absolute Susceptibility   Direct Comparative Susceptibility 
For Using Energy Drinks   For Using Energy Drinks 
________________________________________________             _______________________________ 
Effect F p-value      ω2 F p-value ω2 
______________________________________________________________________________________ 
Framed Messages F(1, 264) = 1.23 .269 .005 F(1, 264) = 0.75 .388 .001 
 
Argument Type F(1, 264) = 1.52 .218 .007 F(1, 264) = 1.31  .254 .005 
 
Framed Messages * 
 Argument Type F(1, 264) = 0.05 .816           .003 F(1, 264) = 0.23  .629 .005 
______________________________________________________________________________________ 
Note.  The GLM procedure with Type III sums of squares was used to assess differences in the factors.  
Type III sums of squares provide estimates of each effect with all other effects in the ANOVA table 
partialed out; effects are expected to be slightly correlated due to small differences in sample sizes across 
cells of the design. 
ω2 = measures the strength of the relationship (Hays, 1963; Kirk, 1982, Stevens, 2007); .02 = small effect, 
.13 = medium effect, and .26 = large effect 

  
 

loss-framed messages (M = 3.01, SD = 1.88) was not significant, F(1, 264) = 2.90, p = 

.090, ns.  Neither was the test for the main effect of argument type comparing one-sided 

arguments (M = 2.75, SD = 1.83) with two-sided arguments (M = 2.88, SD = 1.89), F(1, 

264) = 0.35, p = .553, ns.  Moreover, there was no significant two-way interaction (see 

Table 15). 

 

Direct Comparative Susceptibility for Using Alcohol and Energy Drinks 

The current study used a three factor non-repeated measures ANOVA to examine 

the effects of direct comparative susceptibility for using alcohol and energy drinks. The 

test for the main effect of framed messages comparing gain-framed messages (M = 2.18, 

SD = 1.83) with loss-framed messages (M = 2.63, SD = 2.02) was not significant, F(1, 

263) = 3.34, p = .069, ns.  Neither was the test for the main effect of argument type 

comparing one-sided arguments (M = 2.46, SD = 1.91) with two-sided arguments (M = 
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2.37, SD = 1.98), F(1, 263) = 0.10, p = .756, ns.  In addition, there was no significant 

two-way interaction (see Table 15). 

 
Table 15 

 
Effects for the Measures of Own Absolute Susceptibility for Using Alcohol and Energy 

Drinks and Direct Comparative Susceptibility for Using Alcohol and Energy Drinks 
______________________________________________________________________________________ 
Own Absolute Susceptibility   Direct Comparative Susceptibility 
For Using Alcohol + Energy Drinks   For Using Alcohol + Energy Drinks 
________________________________________________ _______________________________ 
Effect F p-value ω2 F p-value ω2 
______________________________________________________________________________________ 
Framed Messages F(1, 264) = 2.90 .090 .035 F(1, 263) = 3.34 .069 .045 
   
Argument Type F(1, 264) = 0.35 .553 .001 F(1, 263) = 0.10 .756               .000 
 
Framed Messages *  
Argument Type F(1, 264) = 0.02 .901           .000 F(1, 263) = 0.63 .427 .005 
______________________________________________________________________________________ 
Note.  The GLM procedure with Type III sums of squares was used to assess differences in the factors.  
Type III sums of squares provide estimates of each effect with all other effects in the ANOVA table 
partialed out; effects are expected to be slightly correlated due to small differences in sample sizes across 
cells of the design. 
 

 

Own Absolute Behavioral Likelihood for Using Energy Drinks 

 

The current study used a three factor non-repeated measures ANOVA to examine 

the effects of own absolute behavioral likelihood for using energy drinks.  The test for the 

main effect of framed messages comparing gain-framed messages (M = 1.22, SD = 1.31) 

with loss-framed messages (M = 1.44, SD = 1.45) was not significantly different, F(1, 

264) = 1.79, p = .182, ns.  The test for the main effect of argument type comparing one-

sided arguments (M = 1.24, SD = 1.33) with two-sided arguments (M = 1.42, SD = 1.44) 

was also not significant, F(1, 264) = 0.99, p = .321, ns.  Moreover, there was no 

significant two-way interaction (see Table 16).   
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Direct Comparative Behavioral Likelihood for Using Energy Drinks 

 

A three factor non-repeated measures ANOVA was used to examine the effects of 

direct comparative behavioral likelihood for using energy drinks. The test for the main 

effect of framed messages comparing gain-framed messages (M =1.17, SD = 1.28) with 

loss-framed messages (M = 1.31, SD = 1.40) was not significant, F(1, 264) = 0.80, p = 

.373, ns.  Neither was the test for the main effect of argument type comparing one-sided 

arguments (M = 1.14, SD = 1.26) with two-sided arguments (M = 1.35, SD = 1.42), F(1, 

264) = 1.38, p = .241, ns.  Further, there was no significant two -way interaction (see 

Table 16).   

 
Table 16 

 
Effects for the Measures of Own Absolute Behavioral Likelihood for Using Energy 

Drinks and Direct Comparative Intentions for Using Energy Drinks 
______________________________________________________________________________________ 
Own Absolute Behavioral Likelihood   Direct Comparative Behavioral  
For Using Energy Drinks   Likelihood  For Using Energy Drinks 
________________________________________________ _______________________________ 
Effect F p-value ω2 F p-value ω2  
______________________________________________________________________________________ 
Framed Messages F(1, 264) = 1.79 .182 .009 F(1, 264) = 0.80 .373 .002 
 
Argument Type F(1, 264) = 0.99 .321 .003 F(1, 264) = 1.38 .241 .006 
 
Framed Messages *  
Argument Type F(1, 264) = 1.61 .206 .008 F(1, 264) = 1.24 .267 .005 
______________________________________________________________________________________ 
Note.  The GLM procedure with Type III sums of squares was used to assess differences I the factors.  
Type III sums of squares provide estimates of each effect with all other effects in the ANOVA table 
partialed out; effects are expected to be slightly correlated due to small differences in sample sizes across 
cells of the design.   
 

 

Perceived Benefit for Not Consuming Energy Drinks 

The current study used a three factor non-repeated measures ANOVA to examine 

the effects of perceived benefit for not consuming energy drinks. The test for the main 

effect of framed messages comparing gain-framed messages (M = 4.76, SD = 1.28) to 
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loss-framed messages (M = 4.80, SD = 1.26) was not significant, F(1, 263) = 0.06, p = 

.800, ns.  Neither was the test for the main effect of argument type comparing one-sided 

arguments (M = 4.74, SD = 1.23) to two-sided arguments (M = 4.81, SD = 1.27), F(1, 

263) = 0.17, p = .682, ns.  In addition, there was no significant two-way interaction (See 

Table 17).  

 

Perceived Benefit for Not Consuming Alcohol and Energy Drinks 

 

A three factor non-repeated measures ANOVA was used to examine the effects of 

perceived benefit for not consuming alcohol and energy drinks. The test for the main 

effect of framed messages comparing gain-framed messages (M = 5.31, SD = 1.22) with 

loss-framed messages (M = 5.47, SD = 0.85) was not significant, F(1, 264) = 1.61, p = 

.206, ns.  Neither was the test for the main effect of argument type comparing one-sided 

arguments (M = 5.41, SD = 1.02) with two-sided arguments (M = 5.38, SD = 0.97), F(1, 

264) = 0.11, p = .745, ns.  Moreover, there was no significant two-way interaction (see 

Table 17). 

 

Choosing Glucose Rich Beverages 

 

A three factor non-repeated measures ANOVA was used to examine the effects of 

glucose on energy drink consumption. The test for the main effect of framed messages 

comparing gain-framed messages (M = 1.50, SD = 1.37) with loss-framed messages (M = 

1.42, SD = 1.40) was not significant, F(1, 264) = 0.26, p = .611, ns.  Neither was the test 

for the main effect of argument type comparing one-sided arguments (M = 1.47, SD = 

1.40) with two-sided arguments (M = 1.44, SD = 1.37), F(1, 264) = 0.03, p = .853, ns.   
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Table 17 
 

Effects for the Measures of Perceived Benefit for NOT Consuming Energy Drinks and 

Perceived Benefit for NOT Consuming Alcohol and Energy Drinks 

 
 
Perceived Benefit for NOT   Perceived Benefit for NOT 
Consuming Energy Drinks   Consuming Alcohol + Energy Drinks 
________________________________________________ _______________________________ 
Effect F p-value ω2 F p-value ω2  
______________________________________________________________________________________ 
Framed Messages F(1, 263) = 0.06 .800 .000 F(1, 264) = 1.61 .206 .002 
 
Argument Type F(1, 263) = 0.17 .682 .000 F(1, 264) = 0.11 .745               .000 
 
Framed Messages *  
Argument Type F(1, 263) = 0.48 .489 .000 F(1, 264) = 1.07 .303 .000 
______________________________________________________________________________________ 
Note.  The GLM procedure with Type III sums of squares was used to assess differences in the factors.  
Type III sums of squares provide estimates of each effect with all other effects in the ANOVA table 
partialed out; effects are expected to be slightly correlated due to small differences in sample sizes across 
cells of the design. 
 

 

The test for the main effect of cognitive load comparing high load (M = 1.45, SD = 1.37) 

with low load (M = 1.46, SD = 1.40) was also not significant, F(1, 264) = 0.01, p = .913, 

ns.  Moreover, there were no significant two- and three-way interactions (See Table 18). 

 

Choosing Healthy Beverages 

A three factor non-repeated measures ANOVA was used to examine the effects of 

choosing an unhealthy beverage. The test for the main effect of framed messages 

comparing gain-framed messages (M = 0.62, SD = 0.24) with loss-framed messages (M = 

0.07, SD = 0.26) was not significant, F(1, 264) = 0.14, p = .706, ns.  However, the test for 

the main effect of argument type comparing one-sided arguments (M = 0.03, SD = 0.17) 

with two-sided arguments (M = 0.11, SD = 0.31) was significant, F(1, 264) = 5.55, p = 

.019.  That is, individuals who received the two-sided argument were more likely to 

select an unhealthy beverage compared to those who received the one-sided argument.  
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Or stated differently, people who received that one-sided argument were more likely to 

choose a healthier beverage.  However, it is important that this significant finding did not 

have an effect (i.e., ω2 = 0.00).  The test for the main effect of cognitive load comparing 

high load (M = 0.07, SD = 0.26) with low load (M = 0.06, SD = 0.24) was not significant, 

F(1, 264) = 0.11, p = .745, ns.  Finally, there were no significant two- and three-way 

interactions (See Table 18). 

 
Table 18 

 
Effects for the Measures of Choosing Glucose Rich Beverages and Choosing Unhealthy 

Beverages 

________________________________________________________________________ 
Choosing Glucose Rich Beverages   Choosing Healthy Beverages 
_________________________________________________ _______________________________ 
Effect F p-value    ω2 F p-value ω2  
______________________________________________________________________________________ 
Framed Messages F(1, 264) = 0.26 .611 .000 F(1, 264) = 0.14 .706 .000 
 
Argument Type F(1, 264) = 0.03 .853 .000 F(1, 264) = 5.55* .019 .000 
 
Cognitive Load F(1, 264) = 0.01 .913 .000 F(1, 264) = 0.11 .745 .000 
 
Framed Messages *  
Argument Type F(1, 264) = 0.67 .414 .000 F(1, 264) = 1.93 .166 .000 
       
Framed Messages *  
Cognitive Load F(1, 264) = 1.94 .164 .011 F(1, 264) = 0.25 .619 .000 
 
Argument Type *  
Cognitive Load F(1, 264) = 1.64 .201 .008 F(1, 264) = 0.09 .769 .000 
 
Framed Messages *  
Argument Type * F(1, 264) = 0.88 .350 .003 F(1, 264) = 0.33 .565 .000 
Cognitive Load   
______________________________________________________________________________________ 
Note.  The GLM procedure with Type III sums of squares was used to assess differences in the factors.  
Type III sums of squares provide estimates of each effect with all other effects in the ANOVA table 
partialed out; effects are expected to be slightly correlated due to small differences in sample sizes across 
cells of the design. 
*p<.05 
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Possible Covariates 

 

Analysis of Covariance was utilized with the following covariates: premeditation, 

negative urgency, sensation seeking, and persistence.  None of these variables yielded a 

significant covariate effect and therefore, will not be discussed further.  The 

Manifestation of God (MOG) covariate also did not yield a significant effect for direct 

comparative behavioral likelihood and choosing unhealthy beverages.  As a result, these 

analyses will also not be discussed further.  

 

Own absolute susceptibility for using energy drinks controlling for MOG. The 

current study used a three factor non-repeated measures ANCOVA was used to examine 

the effects of own absolute susceptibility for using energy drinks.  MOG was a significant 

covariate, t = 2.84, p = .005.  The test for the main effect of framed messages comparing 

gain-framed messages (M = 1.07, SD = 1.31) to loss-framed messages (M = 1.26, SD = 

1.43) was not significant, F(1, 264) = 0.98, p= .324, ns.  Neither was the test for the main 

effect of argument type comparing one-sided arguments (M = 1.28, SD = 1.44) to two-

sided arguments (M = 1.05, SD = 1.30), F(1, 264) = 0.69, p = .406, ns.  Moreover, there 

was no significant two-way interaction (See Table 19). 

 

Direct comparative susceptibility for using energy drinks controlling for MOG.  A 

three factor non-repeated measures ANCOVA was used to examine the effects of direct 

comparative susceptibility for using energy drinks. MOG was a significant covariate, t = 

2.76, p = .006.  The test for the main effect of framed messages comparing gain-framed 

messages (M = 1.03, SD = 1.30) with loss-framed message (M = 1.17, SD = 1.41) was not 

significant, F(1, 264) = 0.56, p = .456, ns.  Neither was the test for the main effect of 
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argument type comparing one-sided arguments (M = 1.20, SD = 1.46) with two-sided 

arguments (M = 1.00, SD = 1.25), F(1, 264) = 0.56, p = .453, ns.  In addition, there was 

no significant two-way interaction (See Table 19). 

 
Table 19 

 
Effects for the Measures of Own Absolute Susceptibility for Using Energy Drinks and 

Direct Comparative Susceptibility for Using Energy Drinks with the covariate MOG 

________________________________________________________________________ 
Own Absolute Susceptibility   Direct Comparative Susceptibility 
For Using Energy Drinks   For Using Energy Drinks 
Controlling for MOG    Controlling for MOG 
_________________________________________________ _______________________________ 
Effect F p-value ω2 F p-value ω2  
______________________________________________________________________________________ 
Framed Messages F(1, 264) = 0.98 .324 .003 F(1, 264) = 0.56 .456 .000  
 
Argument Type F(1, 264) = 0.69 .406 .001 F(1, 264) = 0.56 .456 .000 
 
Framed Messages * 
 Argument Type F(1, 264) = 0.03 .871          .000 F(1, 264) = 0.18 .676              .000 
______________________________________________________________________________________ 
Note.  The GLM procedure with Type III sums of squares was used to assess differences in the factors.  
Type III sums of squares provide estimates of each effect with all other effects in the ANOVA table 
partialed out; effects are expected to be slightly correlated due to small differences in sample sizes across 
cells of the design. 

 

 

Own absolute susceptibility for suing alcohol and energy drinks controlling for 

MOG.  A three factor non-repeated measures ANCOVA was used to examine the effects 

of own absolute susceptibility for using alcohol and energy drinks. MOG was a 

significant covariate, t = 2.53, p = .012.  The test for the main effect of framed messages 

comparing gain-framed messages (M = 2.61, SD = 1.82) with loss-framed messages (M = 

3.01, SD = 1.88) was not significant, F(1, 264) = 2.56, p = .111, ns.  Neither was the test 

for the main effect of argument type comparing one-sided arguments (M = 2.75, SD = 

1.83) with two-sided arguments (M = 2.88, SD = 1.89), F(1, 264) = 0.91, p = .340, ns.  

Moreover, there was no significant two-way interaction (See Table 20). 
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Direct comparative susceptibility for using alcohol and energy drinks controlling 

for MOG.  The current study used a three factor non-repeated measures ANCOVA to 

examine the effects of direct comparative susceptibility for using alcohol and energy 

drinks. MOG was a significant covariate, t = 2.14, p = .033, ns.  The test for the main 

effect of framed messages comparing gain-framed messages (M = 2.18, SD = 1.83) with 

loss-framed messages (M = 2.63, SD = 2.02) was not significant, F(1, 263) = 3.04, p = 

.082, ns.  Neither was the test for the main effect of argument type comparing one-sided 

arguments (M = 2.46, SD = 1.91) with two-sided arguments (M = 2.37, SD = 1.98), F(1, 

263) = 0.00, p = .997, ns.  In addition, there was no significant two-way interaction (See 

Table 20). 

 
Table 20 

 

Effects for the Measures of Own Absolute Susceptibility for Using Alcohol and Energy 

Drinks and Direct Comparative Susceptibility for Using Alcohol and Energy Drinks with 

the Covariate MOG 

________________________________________________________________________ 
Own Absolute Susceptibility   Direct Comparative Susceptibility 
For Using Alcohol + Energy Drinks   For Using Alcohol + Energy Drinks 
Controlling for MOG    Controlling for MOG 
_________________________________________________ _______________________________ 
Effect F p-value ω2 F p-value ω2  
______________________________________________________________________________________ 
Framed Messages F(1, 264) = 2.56 .111 .030 F(1, 263) = 3.04 .082 .040 
 
Argument Type F(1, 264) = 0.91 .340 .008 F(1, 263) = 0.00 .997               .000 
 
Framed Messages *  
Argument Type F(1, 264) = 0.00 .952         .000 F(1, 263) = 0.57 .452              .004 
______________________________________________________________________________________ 
Note.  The GLM procedure with Type III sums of squares was used to assess differences in the factors.  
Type III sums of squares provide estimates of each effect with all other effects in the ANOVA table 
partialed out; effects are expected to be slightly correlated due to small differences in sample sizes across 
cells of the design. 
 
 
 Perceived benefit for not consuming energy drinks controlling for MOG.  The current 

study used a three factor non-repeated measures ANCOVA to examine the effects of perceived 
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benefit for not consuming energy drinks. MOG was a significant covariate, t = 2.48, p = .014.  

The test for the main effect of framed messages comparing gain-framed messages (M = 4.76, 

SD = 1.28) to loss-framed messages (M = 4.80, SD = 1.26) was not significant, F(1, 263) = 

0.02, p = .894, ns.  Neither was the test for the main effect of argument type comparing one-

sided arguments (M = 4.74, SD = 1.23) to two-sided arguments (M = 4.81, SD = 1.27), F(1, 

263) = 0.58, p = .449, ns.  In addition, there was no significant two-way interaction (See Table 

21). 

 
 Perceived benefit for not consuming alcohol and energy drinks controlling for MOG.  A 

three factor nonrepeated measures ANCOVA was used to examine the effects of perceived 

benefit for not consuming alcohol and energy drinks. MOG was a significant covariate, t = 2.59, 

p < .001.  The test for the main effect of framed messages comparing gain-framed messages (M 

= 5.31, SD = 1.22) with loss-framed messages (M = 5.47, SD = 0.85) was not significant, F(1, 

264) = 1.27, p = .260, ns.  Neither was the test for the main effect of argument type comparing 

one-sided arguments (M = 5.41, SD = 1.02) with two-sided arguments (M = 5.38, SD = 0.97), 

F(1, 264) = 0.03, p = .855, ns.  Moreover, there was no significant two-way interaction (See 

Table 21). 

 
 Own absolute intentions for using energy drinks controlling for MOG.  The current 

study used a three factor non-repeated measures ANCOVA to examine the effects of own 

absolute intentions for using energy drinks.  MOG was a significant covariate, t = -.197, p = 

.050.  The test for the main effect of framed messages comparing gain-framed messages (M = 

1.22, SD = 1.31) with loss-framed messages (M = 1.44, SD = 1.45) was not significantly 

different, F(1, 264) = 2.07, p = .152, ns.  The test for the main effect of argument type  
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Table 21 
 

Effects for the Measures of Perceived Benefit for NOT Consuming Energy Drinks and 

Perceived Benefit for NOT Consuming Alcohol and Energy Drinks with the covariate MOG 
________________________________________________________________________ 
Perceived Benefit for NOT   Perceived Benefit for NOT 
Consuming Energy Drinks   Consuming Alcohol + Energy Drinks 
Controlling for MOG    Controlling for MOG 
_________________________________________________ _______________________________ 
Effect F p-value ω2 F p-value ω2  
______________________________________________________________________________________ 
Framed Messages F(1, 263) = 0.02 .894 .000 F(1, 264) = 1.27 .260 .001 
 
Argument Type F(1, 263) = 0.58 .449 .000 F(1, 264) = 0.03 .855            .000 
                     
Framed Messages *  
Argument Type F(1, 263) = 0.41 .521 .000 F(1, 264) = 0.93 .336 .000   
___________________________________________________________________________________ 
Note.  The GLM procedure with Type III sums of squares was used to assess differences in the factors.  
Type III sums of squares provide estimates of each effect with all other effects in the ANOVA table 
partialed out; effects are expected to be slightly correlated due to small differences in sample sizes across 
cells of the design. 
 
 
comparing one-sided arguments (M = 1.24, SD = 1.33) with two-sided arguments (M = 1.42, SD 

= 1.44) was also not significant, F(1, 264) = 0.50, p = .479, ns.  Moreover, there was no 

significant two-way interaction (See Table 22). 

 
 Choosing glucose rich beverages controlling for MOG.  A three factor non-repeated 

measures ANCOVA was used to examine the effects of glucose on energy drink consumption. 

MOG was a significant covariate, t = -3.10, p = .002.  The test for the main effect of framed 

messages comparing gain-framed messages (M = 1.50, SD = 1.37) with loss-framed messages 

(M = 1.42, SD = 1.40) was not significant, F(1, 264) = 0.14, p = .710, ns.  Neither was the test 

for the main effect of argument type comparing one-sided arguments (M = 1.47, SD = 1.40) 

with two-sided arguments (M = 1.44, SD = 1.37), F(1, 264) = 0.40, p = .530, ns.  The test for the 

main effect of cognitive load comparing high load (M = 1.45, SD = 1.37) with low load (M = 
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1.46, SD = 1.40) was also not significant, F(1, 264) = 0.03, p = .867, ns.  Moreover, there were 

no significant two- and three-way interactions (See Table 22). 

 
Table 22 

 
Effects for the Measures of Own Absolute Intentions for Using Energy Drinks and 

Choosing Glucose-Rich Beverages with the Covariate MOG 
______________________________________________________________________________________ 
Own Absolute Behavioral Likelihood   Choosing Glucose-Rich 
For Using Energy Drinks   Beverages 
Controlling for MOG    Controlling for MOG 
_________________________________________________ _______________________________ 
Effect F p-value ω2 F p-value ω2  
______________________________________________________________________________________ 
Framed Messages F(1, 264) = 2.07 .152 .011 F(1, 264) = 0.14 .710 .000  
 
Argument Type F(1, 264) = 0.50 .479 .000 F(1, 264) = 0.40 .530 .000  
 
Cognitive Load ------------------- -----  ---- F(1, 264) = 0.03 .867 .000 

         (Table 22 continues on next page) 
Framed Messages *  
Argument Type F(1, 264) = 1.76 .186 .009 F(1, 264) = 0.57 .453 .000 
 
Framed Messages *  
Cognitive Load -------------------       -----  ---- F(1, 264) = 1.30 .255  .006 
 
Argument Type *  
Cognitive Load --------------------      -----  ---- F(1, 264) = 1.05 .154 .011 
 
Framed Messages *  
Argument Type * --------------------      -----  ---- F(1, 264) = 0.37 .544              .000 
Cognitive Load   
______________________________________________________________________________________ 
Note.  The GLM procedure with Type III sums of squares was used to assess differences I the factors.  
Type III sums of squares provide estimates of each effect with all other effects in the ANOVA table 
partialed out; effects are expected to be slightly correlated due to small differences in sample sizes across 
cells of the design.   
 
 
Exploratory Analyses 

 
 A fourth factor with two levels was added to the analysis: consumer of energy 

drinks and abstainer of energy drinks.  This variable was created to examine the 

differences between people who were consumers versus non-consumers of energy drinks 

regarding their beverage choice.    
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 Choosing unhealthy beverages.  A two factor nonrepeated measures ANCOVA 

was used to examine the effects of participants choosing an unhealthy beverage.  The 

analysis resulted in a significant covariate measuring the last time a participant ate, t = 

2.29, p = .023.  The test for the main effect of argument type comparing one-sided 

arguments (M = 0.03, SD = 0.17) with two-sided arguments (M = 0.11, SD = 0.31) was 

significant, F(1, 264) = 4.96, p = .027.  That is, people who received the two-sided 

argument were more likely to select an unhealthy beverage than those who received the 

one-sided argument.  In addition, the test for the main effect of being a consumer of 

energy drinks comparing those who have consumed an energy drink (M = 0.12, SD = 

0.32) with those who have never consumed an energy drink (M = 0.00, SD = 0.00) was 

significant, F(1, 264) = 16.20, p < .001.  Those who self-reported being a consumer of 

energy drinks were more likely to select unhealthy beverages compared to those who 

self-reported being an abstainer from energy drinks.  These two main effects were 

modified by an interaction, resulting in a significant interaction between argument type 

and energy drink consumer, F(1, 264) = 5.95, p = .015 (see Figure 1).  The interaction 

was probed with simple main effects analysis.  When the covariate, measuring the last 

time one ate, is added to the analysis, consumers of energy drinks chose energy drinks 

more often when given a two-sided argument compared to when they are given a one-

sided argument, F(1, 264) = 5.23, p = .023, while abstainers of energy drinks were not 

persuaded by a one-sided nor a two-sided argument type, F(1, 264) = 0.76, p = .385. 
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 Figure 1. The interaction between consumers and abstainers of energy drinks and  
    argument type regarding unhealthy beverage choice.  

 
 
Choosing glucose rich beverages.  A four factor non-repeated measures 

ANCOVA, 2 argument type (one, two) X 2 framed-message type (gain, loss) X 2 

cognitive load (high, low) X energy drink consumer (consumer, abstainer), was used to 

examine the effects of participants choosing a glucose rich beverage.  The analysis 

resulted in a significant covariate measuring the last time a participant ate, t = 2.74, p = 

.007.  The test for the main effect of argument type comparing one-sided arguments (M = 

1.47, SD = 1.40) with two-sided arguments (M = 1.46, SD = 1.38) was not significant, 

F(1, 264) = 0.00, p = .991.  In addition, the test for the main effect of framed messages 

comparing gain-framed messages (M = 1.50, SD = 1.37) with loss-framed messages (M = 

1.42, SD = 1.40) was not significant, F(1, 264) = 0.61, p = .434.  The test for the main 

effect of cognitive load comparing high load (M = 1.45, SD = 1.37) with low load (M = 

1.46, SD = 1.40) was also not significant, F(1, 264) = 0.25, p = .616. Furthermore, the 

test for the main effect of being a consumer of energy drinks comparing those who have 
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consumed an energy drink (M = 1.41, SD = 1.40) with those who have never consumed 

an energy drink (M = 1.49 , SD = 1.37) was not significant, F(1, 264) = 0.27, p = .606.   

 There was, however, a significant main effect of message frame by cognitive 

load, F(1, 264) = 4.24, p = .041 (see Figure 2).  The interaction was probed with simple 

main effects analysis.  When the covariate, measuring the last time one ate, is added to 

the analysis, participants under high cognitive load were neither less nor more likely to 

choose a glucose rich beverage if given a loss-framed message than a gain-framed 

message, F(1, 264) = 0.75, p = .386.  However, there was a trend for participants under 

low cognitive load such that they were more likely to choose a glucose rich beverage if 

given a gain-framed message F(1, 264) = 2.32, p = .129.  All other two-way interactions 

were not significant, and will therefore not be further discussed. 

Figure 2. The interaction between framed messages and cognitive load regarding glucose 
beverage choice.  
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The analysis also found a trend regarding framed messages by cognitive load by energy 

drink consumption, F(1, 264) = 3.32, p = .070 (see Figures 3 & 4).  This interaction 

shows that when the covariate, measuring the last time one ate, is added to the analysis, 

consumers of energy drinks under both high and low cognitive load are more likely to 

choose a glucose rich beverage if given a loss-framed message.  On the other hand, 

abstainers of energy drinks under low cognitive load are more likely to choose a glucose 

rich beverage if given a gain-framed message, while abstainers of energy drinks under 

high cognitive load are neither more nor less likely to choose a glucose rich beverage if 

given a loss- or gain-framed message. 

 Figure 3. The interaction between framed messages and cognitive load regarding 
glucose beverage choice for consumers of energy drinks. 
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Figure 4. The interaction between framed messages and cognitive load regarding glucose 
beverage choice for abstainers of energy drinks. 
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CHAPTER  FOUR

Discussion 
 
 
 The current study adds to our present understanding of how different persuasion 

techniques (i.e., argument types and message framing) and cognitive load influence one‘s 

decision on choosing a healthy beverage (i.e., water).  Investigations in the area of risk 

perception rarely explore more than one type of social influence strategy directed at 

changing one‘s perception of risk within the same experiment.  The current research 

examined two different social influence strategies: argument types (i.e., one- versus two-

sided arguments) and message framing (i.e., gain- versus loss-framed messages).  These 

social influence strategies are different in their approaches.  Argument types are divided 

into one-sided and two-sided arguments.  A one-sided argument is a message presented 

from the point of view of only one perspective, while a two-sided argument is a message 

presented from the point of view of two opposing perspectives.  The current study‘s one-

sided argument comprised of a message discussing the benefits of not consuming energy 

drinks or the costs of consuming energy drinks, while the two-sided argument comprised 

of the same message, but also included information on the reasons why people consume 

energy drinks.  The second social influence strategy used in the present investigation 

contained a message frame.  Message framing strategies can be broken into gain-framed 

and loss-framed messages.  Gain-framed messages are outlined in terms of their benefits, 

while loss-framed messages are outlined in terms of their costs.  The current study used 

gain-framed messages to describe the benefits of not consuming energy drink beverages, 
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while the loss-framed messages described the costs of consuming energy drink 

beverages.   

 A third manipulation was utilized in the present investigation to examine how 

cognitive load influences energy drink consumption.  Individuals under high cognitive 

load conditions are thought to have lower ordered processing, while people under low 

cognitive load conditions are thought to be able to use higher ordered processing. Thus, 

people under a high cognitive load were predicted to have fewer cognitions and rely more 

on their emotions (Shiv & Fedorikhin, 1999), and therefore be less likely to choose a 

healthy beverage.  On the other hand, people under low cognitive load would be more 

able to rely on their cognitions and choose a healthier beverage.  Because self-control is 

utilized in higher-ordered processing and relies on a limited resource of energy such as 

glucose (Gailliot & Baumesiter, 2007), it was predicted that people under higher 

cognitive load would also less likely to choose a healthy beverage. 

 

Findings Concerning Susceptibility, Conditional Likelihood, Perceived Benefits, and 

Healthy Beverage Choice 

 

 The general pattern of results for the current study was unsupported.  The current 

study predicted that gain-framed messages would be more effective in decreasing energy 

drink consumption as well as the combination of alcohol and energy drinks.  However, 

this finding was not supported.  It was also predicted that two-sided arguments would be 

more effective than one-sided arguments at decreasing energy drink consumption and the 

act of combining energy drinks with alcohol.  The current study‘s findings regarding this 

hypothesis were unexpected.  It was found that participants who read a one-sided 

argument were more likely to choose a healthier beverage (i.e., water) compared to those 
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who read a two-sided argument.  However, it is important to note, that this effect was 

nonexistent (i.e., ω2 = 0.00). Explanations for this finding will be discussed shortly.  The 

third hypothesis suggested that people under low cognitive load would be more likely to 

decrease energy drink consumption than those people under high cognitive load.  The 

present investigation‘s findings did not support this hypothesis.  

 
Possible Three-Way Interaction.  

 While it was hypothesized that there would be a possible three-way interaction 

between argument type, message frame, and cognitive load, the present investigation did 

not support these findings. It was predicted that gain-framed messages would improve the 

chances of choosing a healthy beverage and that this effect would be amplified in certain 

conditions. If both conditions were met, low cognitive load and two-sided arguments, the 

positive effects of a gain-framed message would be amplified.  Unfortunately, this 

interaction was not supported. The effect was not as large as expected (ω2 = 0.00), which 

may be due to insufficient power. 

 

Findings Concerning Unhealthy Beverage Choice 

 

The present investigation found consumers of energy drinks chose healthy 

beverages (i.e., beverages commonly referred to as energy drinks) less often when given 

a two-sided argument compared to when they are given a one-sided argument.  In other 

words, people who received a one-sided argument were more likely to choose a healthy 

beverage.  This is inconsistent with the original hypothesis which proposed that two-

sided arguments would increase the chances of someone choosing a healthy beverage.  

One possible reason for this discrepancy may be due to the current samples‘ knowledge 



 

59 
 

on the rising energy drink consumption concern.  According to Hovland et al. (1949), 

two-sided arguments are more effective in changing one‘s attitudes or beliefs if he or she 

has knowledge on the issue, while one-sided arguments are better if a person has very 

little knowledge on the issue.  Since the current study found one-sided arguments 

significantly increased one‘s decision to choose a healthy beverage, it is possible that the 

current sample‘s knowledge on the dangers of consuming energy drinks was not as strong 

as the researcher first hypothesized.  In other words, it may be that the study‘s sample had 

very little knowledge on the dangers of consuming energy drinks.  If this were the case, 

then a one-sided argument would indeed be more effective.  As time progresses and 

energy drink consumption becomes more popular in the general population, these 

findings may change.  Therefore, it may be beneficial for future studies to measure one‘s 

prior knowledge on the issues of energy drink consumption to better explore this 

possibility.   

Another reasons for this discrepancy, may be due to cognitive processing.  Central 

route processing occurs when people have prior knowledge on the issue, while peripheral 

route processing occurs when people have little knowledge (Averbeck, Jones, & 

Robertson, 2011).  Therefore, the present study‘s sample may have also been using more 

peripheral route processing, and thus used very little cognitive effort while reading the 

information sheet.  If this were true, then a use of an affective heuristic may have been a 

better persuasion tool.  Peripheral processing uses general rules such as scripts and 

schemas (Chaiken, 1980; Averbeck, Jones, & Robertson, 2011).  Although attitude 

change with peripheral route processing is not as enduring as central route processing, the 

use of an affect heuristic may be beneficial for behavioral change, especially for those 
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people who do not have prior information on energy drink consumption.  If a person has 

very little knowledge on a topic (e.g., energy drinks), then there will not be a relevant 

attitude toward the topic (Kruglanski, Webster, & Klem, 1993).  Therefore, affective 

heuristics are useful tools for people who do not have prior knowledge.  Averbeck et al. 

2011) explain this well when giving the example of two student‘s taking an exam.  The 

first student has studied very well for the exam and draws upon the information studied to 

answer the questions.  The second student has not studied for the exam, and while taking 

the exam, the student answers the questions by choosing answers that ―feel right‖.  

Therefore, when information is lacking, there is no existing information or attitude to 

draw upon and heuristic processing is used.    

 The present investigation also found abstainers from energy drinks were 

influenced by neither a one-sided nor a two-sided argument when making a decision to 

choose a beverage.  In the present investigation, participants who were abstainers of 

energy drinks choose healthier beverages.  This makes sense when thinking about this 

population‘s current beliefs.  For instance, Lunsdaine and Janis (1953) found people who 

initially agreed with the message (in this case, agreed energy drinks were unhealthy) were 

more persuaded by a one-sided argument.  Furthermore, Chu (1967) found argument type 

does not make a difference when people are more familiar with a favorable issue. 

Therefore, the present study‘s finding that there was not a significant difference between 

which argument type was used (i.e., one- versus two-sided) among those who abstain 

from energy drink use is consistent with the previous research. 
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Findings Concerning Glucose Beverage Choice 

 Although participants under cognitive load were neither less nor more likely to 

choose a glucose rich beverage given a framed message, the present investigation did find 

that there was trend in the direction where participants under low cognitive load were 

more likely to choose a glucose rich beverage if given a gain-framed message compared 

to a loss-framed message.  At first glance, this seems inconsistent with past research in 

this area.  For instance, Rothman et al. (1999) found that gain-framed message were more 

effective when promoting preventative behavior (e.g., using condoms to prevent STDs), 

while loss-framed message are more effective when promoting detecting behavior.  The 

current study‘s aim was to use information sheets on energy drinks to get participants to 

prevent the behavior of consuming energy drinks and choose healthy beverages.  

Therefore, the current study hypothesized that gain-framed messages would be more 

likely to result in one‘s decision to choose a healthy or non-glucose rich beverage.  

However, the opposite occurred, in which participants who received a gain-framed 

messages were more likely to choose a glucose rich beverage, even when controlling for 

time of day.  There are several possible reasons for this inconsistent trend.  For instance, 

Edwards et al. (2001) found loss-framed messages were more effective than gain-framed 

message when trying to persuade people to have healthier behaviors.  Furthermore, 

Rothaman and Salovey (1997) found loss-framed messages were more effective in 

encouraging disease preventing behaviors.  Therefore, one-sided messages may be more 

effective when trying to discourage people from drinking energy drinks or other 

unhealthy beverages.  However, it is also important to note, that the theoretical evidence 
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surrounding this finding is thin.  Therefore, this trend may or may not be replicated in 

future studies.  

 The present investigation also found a trend regarding a three-way interaction 

between framed messages, cognitive load, and energy drinks consumption.  This trend 

illustrated that once the covariate, measuring the last time one ate, was added to the 

analysis, consumers of energy drinks under high cognitive load as well as low cognitive 

load were more likely to choose a glucose rich beverage if given a loss-framed message 

compared to a gain-framed message.  The trend also showed that once the covariate, 

measuring the last time one ate, was added to the analysis, abstainers of energy drinks 

under cognitive load were more likely to choose a glucose rich beverage if given a loss-

framed message, while abstainers of energy drinks under low cognitive load were more 

likely to choose a glucose rich beverage when given a gain-framed message.  This is also 

consistent with Rothaman and Salovey (1997) who stated loss-framed messages were 

more effective in encouraging disease preventing behaviors, which could translate to 

preventing unhealthy drinking behaviors. Once again, this trend lacks strong theoretical 

evidence and may not be replicated in future studies.   

 

Limitations and Directions for Future Studies 

 There were several limitations to the present investigation.  Therefore, it is 

important to understand this project is considered a first analysis to the examination of 

how persuasion (i.e., argument types and message framing) and cognitive load influence 

individuals‘ attitudes and behaviors regarding energy drink consumption. 

 The first limitation in the current study is the issue of underpowered analyses.  

Adequate power should be at least .70 or .80 (i.e., a 70 or 80% chance of finding a 
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difference if there is one; Stevens, 2007).  One way to increase power would be to have a 

larger sample size. Although literature suggests having between 20-30 people in each 

group (e.g., see Gerend & Cullen, 2008), there were clearly not enough participants in 

each condition to demonstrate adequate power analysis.  Therefore, future studies would 

benefit from using a larger sample size.  According to Stevens (2007), there are an 

additional four different ways to improve power.  First, a researcher can adopt a more 

lenient alpha level (e.g., α = .10 or α = .15).  If the current study were to adopt a more 

lenient alpha level, some of the resulting trends in the experiment would become 

significant.  However, this would also inflate Type I Errors.  Another way to improve an 

experiment‘s power is to use a one-tailed test.  The present study did not use a one-tailed 

test due to inconsistent findings in the literature regarding gain- versus loss-framed 

messages.  The investigator thought it best to use a two-tailed test, especially since 

findings in the current study were also inconsistent.  A third way to improve power 

analysis is to consider different ways to reduce within group variability.  One way to do 

this is by using a repeated measures design.  In future studies, it may be beneficial to 

utilize a repeated measures design to measure base levels of energy drink consumption, 

as well as measures of susceptibility, conditional likelihood, and perceived benefit of not 

consuming energy drinks.  According to Stevens (2007),  

These designs are very helpful because individual differences due to the average 
response of subjects are removed from the error term, and such differences are the 
main reasons for within group variability (p. 115). 
 

The final way to improve power is to make sure there is a strong relationship between the 

factors and the dependent variables.  It is important for these factors to extend over a long 

period of time to provide a large effect size.  Unfortunately, due to time restraints, the 
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current investigation was unable to follow participants longitudinally.  However, this 

would be an important improvement in future studies.  

 The present study‘s sample included mostly females since Malinauskas et al. 

(2007) suggested the practice of consuming energy drinks was more common among 

female students. The large female sample was also used to ensure an adequate number of 

participants. However, research published since the proposal of this study, have 

suggested that energy drink consumption is predominantly found among male individuals 

(Berger, Fendrich, Chen, Arria, & Cisler, 2011).  Therefore, in future studies, it would be 

interesting to examine a more diverse sample  

 Another possible direction of future studies would be to use more acute 

manipulations.  The manipulation checks computed for this study did not show adequate 

findings.  It appeared as though participants did not recognize the subtle differences 

between the different types of messages (i.e., gain versus loss and one- versus two-sided).  

Although past research has used similar, subtle techniques (see Gerend & Cullen, 2008), 

it may be more beneficial to use more obvious phrasing. In addition, it may be of interest 

in future studies to make the cognitive load manipulation more extreme.  For instance, 

instead of asking participants to calculate a complex multiplication equation in their head, 

participants could be asked to do a second study (for additional participation credit) 

which comprised of them of completing a 30-minute set of difficult mathematical 

problems.  After 5 minutes of this, participants would be given a ―surprise‖ break and 

given the opportunity to choose a beverage form the laboratory refrigerator.  This would 

be more consistent with the cover story and would likely produce stronger findings. 
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 Finally, it would also be interesting to explore these relationships in samples 

varying in energy drink and alcohol mixed with energy drinks problem severity.  For 

example, these relationships may be stronger in more problematic samples such as people 

who party more often or people with alcohol use disorders.  
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APPENDIX A 
 

Survey Materials 
 
 

Before Manipulation 

 
Demographics 

 

Sex (circle one):          Male           Female 
 
Age  __________  Last year‘s GPA _________ 
 
Class standing (circle one):     Freshman Sophomore Junior Senior Graduate      Other 
 
Today‘s date: ____________  Year of birth: ____________ 
 
1. What time of day are you taking this survey (circle one)? Morning        Afternoon 

 
2. When was the last time you ate? 
a) ____ Less than an hour ago 
b) ____ 1-2 hours ago 
c) ____ 3-4 hours ago 
d) ____ 5-6 hours ago 
e) ____ 7 or more hours ago 

 
3. Are you diabetic (circle one)? Yes No 

 
4. Are you a present (check one) 
a) ____ lifelong abstainer from alcoholic beverages 
b) ____ former drinker of alcoholic beverages (now an abstainer) 
c) ____ drinker of alcoholic beverages 

 
5. What is your religious affiliation? (check one) 

 
a) ____ Roman Catholic 
b) ____ Protestant (allowed to drink) 
c) ____ Protestant (not allowed to drink) 
d) ____ other ―Christian‖ (please specify) _____________________________ 
e) ____ Jewish 
f) ____ Latter Day Saints (Mormon) 
g) ____ other (please specify) _________________________________ 
h) ____ atheist (do not believe in god) 
i) ____ agnostic (unsure if there is a god)
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6. How religious do you consider yourself? 
 

a) ____ Not at all religious 
b) ____ Not too religious 
c) ____ Somewhat religious 
d) ____ Very religious 

 
7. How often do you attend religious services? 

 
a) ____ Never 
b) ____Less than once a year 
c) ____ Once or twice a year 
d) ____ Several times a year 
e) ____ Once a month 
f) ____ 2-3 times a month 
g) ____ About weekly 
h) ____ Weekly 
i) ____ Several times a week 

 
 

8. How often do you read the Bible, Koran, Torah, or other sacred book? 
 

a) ____ Never 
b) ____ Less than once a year 
c) ____ Once or twice a year 
d) ____ Several times a year 
e) ____ Once a month 
f) ____ 2-3 times a month 
g) ____ About weekly 
h) ____Weekly 
i) ____ Several times a week 

 
9. About how often do you pray or meditate outside of religious services? 

 
a) ____ Never 
b) ____ Only on certain occasions  
c) ____ Once a week or less 
d) ____ A few times a week 
e) ____ Once a day 
f) ____ Several times a day 
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If you are a lifelong abstainer from alcoholic beverages, skip the items marked with an 
asterisk (*). 
There are three major kinds of alcoholic beverages – beer, wine and distilled spirits (such 
as whiskey) – and the usual measures of quantity used are bottles or cans of beer (12 oz. 
each), glasses of wine (4 oz.) each, or drinks (e.g. mixed drinks) of distilled spirits (about 1 
oz. of the preferred distilled spirit in each drink). 
 
*10. At what age did you begin regularly drinking alcohol (at least one drink per month)? 
 
  _______ years of age 
 
*11. How often did you consume alcoholic beverages in the past year or, if a former 
drinker, when you were regularly    drinking? (check one) 
 

a) ____ less than once a month 
b) ____ once a month 
c) ____ 2 or 3 times a week 
d) ____ 4 or 5 times a week 
e) ____ daily or nearly daily 

 
*12. What is (or was) you usual quantity of alcoholic beverages consumed at any one 
drinking occasion? 
 (check one) 
 

a) ____ 1 bottle or can of beer, 1 glass of wine or 1 drink of distilled spirits 
b) ____ 2 bottles, glasses or drinks 
c) ____ 3 or 4 bottles, glasses or drinks 
d) ____ 5 or 6 bottles, glasses or drinks 
e) ____ 7 or more bottles, glasses or drinks 

 
 
13. How many times in the past year (or when you were drinking) did you drink 5 or more 
bottles or cans of beer, glasses of wine or drinks of distilled spirits on a single occasion? 
(check one) 
 

a) ____ never 
b) ____ less than once a month 
c) ____ once a month 
d) ____ 2 or 3 times a month 
e) ____ once a week 
f) ____ 2 or 3 times a week 
g) ____ 4 or 5 times a week 
h) ____ daily or nearly daily 
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14. How many times in the past year (or when you were drinking) did you get drunk? 
(check one) 
 

a) ____ never 
b) ____ less than once a month 
c) ____ once a month 
d) ____ 2 or 3 times a month 
e) ____ once a week 
f) ____ 2 or 3 times a week 
g) ____ 4 or 5 times a week 
h) ____ daily or nearly daily 

 
15. How often do you play drinking games? (check one) 

 
a) ____ never 
b) ____ less than once a month 
c) ____ once a month 
d) ____ 2 or 3 times a month 
e) ____ 4 or 5 times a month 
f) ____ daily or nearly daily 

 
 
*16. When you are playing drinking games how much would you say that you usually 
drink? (check one) 
 

a) ____ 1 bottle or can of beer, 1 glass of wine or 1 drink of distilled spirits 
b) ____ 2 bottles, glasses or drinks 
c) ____ 3 or 4 bottles, glasses or drinks 
d) ____ 5 or 6 bottles, glasses or drinks 
e) ____ 7 or more bottles, glasses or drinks 

 
17. How many times in the past year did you use Adderall? (ADHD Medication, 
prescribed by your doctor) 
 

a)   ____ never used Adderall 
b)   ____ former user, but haven‘t used in the past year 
c)   ____ less than once a month 
d)   ____ once a month 
e)   ____ 2 or 3 times a month 
f)   ____ once a week 
g)   ____ 2 or 3 times a week 
h)   ____ 4 or 5 times a week 
i)   ____ daily or nearly daily 
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18. How many times in the past year did you use Adderall? (ADHD Medication, NOT 

prescribed by your doctor) 
 

a. ____ never used Adderall 
b. ____ former user, but haven‘t used in the past year 
c. ____ less than once a month 
d. ____ once a month 
e. ____ 2 or 3 times a month 
f. ____ once a week 
g. ____ 2 or 3 times a week 
h. ____ 4 or 5 times a week 
i. ____ daily or nearly daily 
 

19. How many times in the past year did you mix Adderall with energy drinks? (check one) 
 

a. ____ never mixed Adderall with energy drinks 
b. ____ former user, but haven‘t used in the past year 
c. ____ less than once a month 
d. ____ once a month 
e. ____ 2 or 3 times a month 
f. ____ once a week 
g. ____ 2 or 3 times a week 
h. ____ 4 or 5 times a week 
i. ____ daily or nearly daily 
 

20. How many times in the past year did you use hydrocodone? (pain reliever and cough  
suppressant, not prescribed, downer) 
 

a.   ____ never used hydrocondone 
b. ____ former user, but haven‘t used in the past year 
c. ____ less than once a month 
d. ____ once a month 
e. ____ 2 or 3 times a month 
f. ____ once a week 
g. ____ 2 or 3 times a week 
h. ____ 4 or 5 times a week 
i. ____ daily or nearly daily 
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21. How many times in the past year did you use oxycodone/oxycotin? (pain reliever) 
 

a. ____ never used Oxycotin 
b. ____ former user, but haven‘t used in the past year 
c. ____ less than once a month 
d. ____ once a month 
e. ____ 2 or 3 times a month 
f. ____ once a week 
g. ____ 2 or 3 times a week 
h. ____ 4 or 5 times a week 
i. ____ daily or nearly daily 

 
The usual measures of quantity used for energy drinks (such as Monster, Rockstar 

and Venom) are cans (16 oz. each), while others (such as Red Bull) use smaller cans (8 

oz. each).  

 

For these next questions: 1 can of energy drink = 8 oz. 

Therefore, if you drink 1 can of Monster, Venom, etc. you will drink 2 cans of energy 

drink (16 oz.) 

 

21. Are you a present (check one) 
 

a) ____ lifelong abstainer from energy drinks 
b) ____ former drinker of energy drinks (now an abstainer) 
c) ____ consumer of energy drinks 

 
*22. At what age did you begin regularly drinking energy drinks (at least one drink per 
month)? 
 
  _______ years of age 
 
*23. How often did you consume energy drinks in the past year or, if a former drinker, 
when you were  regularly drinking? (check one) 
 

a. ____ less than once a month 
b. ____ once a month 
c. ____ 2 or 3 times a week 
d. ____ 4 or 5 times a week 
e. ____ daily or nearly daily 
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*24. What is (or was) your usual quantity of energy drinks consumed at any one drinking 
occasion? (check one) 
 

a) ____ 1 (8 oz) can of energy drink 
b) ____ 2 (8 oz) cans of energy drink (one can of Monster, Venom, Amp, etc.) 
c) ____ 3 or 4 (8 oz) cans of energy drink 
d) ____ 5 or 6 (8 oz) cans of energy drink 
e) ____ 7 or more (8 oz) cans of energy drink 

 
 
25. How many times in the past year (or when you were drinking) did you drink 3 or more 
cans of an energy drink on a single occasion? (check one) 
 

a) ____ never 
b) ____ less than once a month 
c) ____ once a month 
d) ____ 2 or 3 times a month 
e) ____ once a week 
f) ____ 2 or 3 times a week 
g) ____ 4 or 5 times a week 
h) ____ daily or nearly daily 

  
26. How many times in the past year (or when you were drinking) did you mix energy 
drinks with alcohol? (check one) 
 

a) ____ never 
b) ____ less than once a month 
c) ____ once a month 
d) ____ 2 or 3 times a month 
e) ____ once a week 
f) ____ 2 or 3 times a week 
g) ____ 4 or 5 times a week 
h) ____ daily or nearly daily 

 
27. What is (or was) your usual quantity of energy drinks consumed when drinking alcohol 
at any one drinking occasion? (check one) 
 

a) ____ Do not drink energy drinks 
b) ____ 1 (8 oz.) can of energy drink 
c) ____ 2 (8 oz.) cans of energy drink 
d) ____ 3 or 4 (8 oz.) cans of energy drink 
e) ____ 5 or 6 (8 oz.) cans of energy drink 
f) ____ 7 or more (8 oz.) cans of energy drink 
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Impulsive Behavior Scale ( Whiteside & Lynam, 2001) 

 

Please circle the number that sounds more like you.  Not at all      Very much 

 
a) I have a reserved and cautious attitude toward life 0 1 2 3 4

  
b) My thinking is usually careful and purposeful 0 1 2 3 4

  
c) I am not one of those people who blurt out things 0 1 2 3 4 

 without thinking. 
 

d) I like to stop and think things over before  
I do them.      0 1 2 3 4
  

e) I don‘t like to start a project until I know exactly  
how  to proceed.     0 1 2 3 4
  

f) I tend to value and follow a rational, ―sensible‖  
Approach to things.     0 1 2 3 4
  

g) I usually make up my mind through  
careful reasoning.     0 1 2 3 4
  

h) I am a cautious person.    0 1 2 3 4     

  
i) Before I get into a new situation I like to find  

out what to expect from it.    0 1 2 3 4
              

j) I usually think carefully before doing anything. 0 1 2 3 4
  

k) Before making up my mind, I consider all the  
Advantages and disadvantages.   0 1 2 3 4
      

l) I have trouble controlling my impulses.  0 1 2 3 4
  

 
m) I have trouble resisting my cravings  

(for food, cigarettes, etc.)    0 1 2 3 4
  

n) I often get involved in things I later wish I 
 could get out of.     0 1 2 3 4
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  Not at all   Very Much 
o) When I feel bad, I will often do things I later 

regret in order to make myself feel better now 0 1 2 3 4
  

p) Sometimes when I feel bad, I can‘t seem to stop  
What I am doing even though it is making me  
feel worse.      0 1 2 3 4
        

q) When I am upset I often act without thinking. 0 1 2 3 4
  

r) When I feel rejected, I will often say things that I  0 1 2 3 4
 later regret. 

      

s) It is hard for me to resist acting on my own 
 feelings.      0 1 2 3 4
  

t) I often make matters worse because I act 
 without thinking.     0 1 2 3 4
  

u) In the heat of an argument, I will often say  
things that I later regret.    0 1 2 3 4
  

v) I am always able to keep my feelings under  
control.      0 1 2 3 4
  

w) Sometimes I do things on impulse that I later  
regret.       0 1 2 3 4
  

x) I generally seek new and exciting experiences  
And sensations.     0 1 2 3 4 

 

y) I will try anything once.    0 1 2 3 4 
 

z) I like sports and games in which you have to  
choose your next move very quickly.   0 1 2 3 4 

  

aa) I would enjoy water skiing.    0 1 2 3 4 
 

bb) I quite enjoy taking risks.    0 1 2 3 4
  

cc) I would enjoy parachute jumping.   0 1 2 3 4 
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      Not at all   Very Much 
dd) I welcome new and exciting experiences  

and sensations, even if they are a little  
frightening and unconventional.   0 1 2 3 4 

        
ee) I would like to learn to fly an airplane.  0 1 2 3 4

  
ff) I sometimes like doing things that are a  

bit frightening.     0 1 2 3 4
  

gg) I would enjoy the sensation of skiing very  
fast down a high mountain slope.   0 1 2 3 4 

 
hh) I would like to go scuba diving.   0 1 2 3 4

  
ii) I would enjoy fast driving.    0 1 2 3 4

  
jj) I generally like to see things through to the end. 0 1 2 3 4

  
kk) I tend to give up easily.    0 1 2 3 4

  
ll) Unfinished tasks really bother me.   0 1 2 3 4 

 
mm) Once I get going on something I hate to stop. 0 1 2 3 4 

 
nn) I concentrate easily.     0 1 2 3 4

  
oo) I finish what I start.     0 1 2 3 4

  
pp) I am pretty good about pacing myself so as  0 1 2 3 4 

to get things done on time. 
 

qq) I am a productive person who always gets  
the job done.      0 1 2 3 4
  

rr) Once I start a project, I almost always finish it. 0 1 2 3 4 
         

ss) There are so many little jobs that need to  
be done that I sometimes just ignore them all. 0 1 2 3 4
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Need for Cognition Scale  (Cacioppo & Petty, 1982) 

 

For each of the statements below, please indicate to what extent the statement is 
characteristic of you. If the statement is extremely uncharacteristic of you (not at all like 
you) please write a ―1‖ to the left of the question; if the statement is extremely 
characteristic of you (very much like you) please write a ―5‖ next to the question. Of 
course, a statement may be neither extremely uncharacteristic nor extremely characteristic 
of you; if so, please use the number in the middle of the scale that describes the best fit. 
Please keep the following scale in mind as you rate each of the statements below:  

 

1 = extremely uncharacteristic, 2 = somewhat uncharacteristic, 3 = uncertain,  

 

4 = somewhat characteristic and 5 = extremely characteristic. 

 

____ 1. I would prefer complex to simple problems. 
 
____ 2. I like to have the responsibility of handling a situation that requires a lot of 
thinking. 
 
____3. Thinking is not my idea of fun. 
 
____4. I would rather do something that requires little thought than something that is sure 
to challenge my thinking abilities. 
 
____5. I try to anticipant and avoid situations where there is a likely chance I will have to 
think in depth about something.  
 
____6. I find satisfaction in deliberating hard and for long hours. 
 
____7. I only think as hard as I have to. 
 
____8. I prefer to think about small, daily projects to long-term ones. 
 
____9. I like tasks that require little thought once I‘ve learned them. 
 
____10. The idea of relying on thought to make my way to the top appeals to me.  
 
____11. I really enjoy a task that involves coming up with new solutions to problems. 
 
____12. Learning new ways to think doesn‘t excite me very much. 
 
____13. I prefer my life to be filled with puzzles that I must solve. 
 
 
____14. The notion of thinking abstractly is appealing to me. 
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____15. I would prefer a task that is intellectual, difficult, and important to one that is 
somewhat important but does not require much thought. 
 
____16. I feel relief rather than satisfaction after completing a task that required a lot of 
mental effort. 
 
____17. It‘s enough for me that something gets the job done; I don‘t care how or why it 
works. 
 
____18. I usually end up deliberating about issues even when they do not affect me 
personally. 
 

 

Alcohol Outcome Expectancy Scale (Fromme, Stroot & Kaplan, 1993) 

 

 Please respond to each of the statements below by indicating the extent to which the 
statement describes your beliefs. For each statement circle the number that best describes 
your feelings. 
 
Positive Expectancies 

 

―If I were under the influence from…‗ENERGY DRINKS‟       „ALCOHOL + ENERGY 

          DRINK‟” 

  
      Disagree    Agree  Disagree Agree  

(Sociability) 

1. I would act sociable  1       2       3     4 1       2        3         4  
2. It would be easier to talk  
3. to people 1 2 3  4 1 2 3 4  
4. I would be friendly 1 2 3  4 1 2 3 4  
5. I would be talkative 1 2 3  4 1 2 3 4  
6. I would be outgoing 1 2 3   4 1 2 3 4  
7. I would be humorous 1 2 3  4 1 2 3 4  
8. It would be easier to 

express feelings 1 2 3   4 1 2 3 4  
9. I would feel energetic  1 2 3    4 1 2 3 4 
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―If I were under the influence from…‗ENERGY DRINKS‟       „ALCOHOL +   

                 ENERGY DRINK‟” 

  

      Disagree    Agree  Disagree Agree  

 
 (Tension Reduction) 

  9. I would feel calm 1   2   3  4 1 2 3 4  
10. I would feel peaceful 1   2   3  4 1 2 3 4  
11. My body would feel relaxed 1   2   3  4 1 2 3 4  
 
(Liquid Courage) 

12. I would feel courageous 1   2   3  4 1 2 3 4  
13. I would feel brave and daring 1   2   3  4 1 2 3 4  
14. I would feel unafraid 1   2   3  4 1 2 3 4  
15. I would feel powerful 1   2   3  4 1 2 3 4  
16. I would feel creative 1   2   3  4 1 2 3 4  
 
(Sexuality) 

17. I would be a better lover 1   2   3  4 1 2 3 4  
18. I would enjoy sex more 1   2   3  4 1 2 3 4 
19. I would feel sexy 1   2   3  4 1 2 3 4  
20. It would be easier to act 
      out my fantasies 1   2   3  4 1 2 3 4 
 
(Backer-Fulghum & Patock-Peckham items)     

21. I would drink more alcohol 1   2   3  4 1 2 3 4  
22. I would be able to party longer 1   2   3  4 1 2 3 4  
23. I would feel less intoxicated 1   2   3  4 1 2 3 4  
24. I would be able to treat a  
      hangover 1   2   3  4 1 2 3 4  
25. I would feel more awake 1   2   3  4 1 2 3 4  
26. I would compensate for lack 
      of sleep 1   2   3  4 1 2 3 4  
27. I would stay up later 1   2   3  4 1 2 3 4  
28. I could wake up in the morning 1   2   3  4 1 2 3 4  
29. It would be easier to study for an 
      exam or test 1   2   3  4 1 2 3 4  
30. I would get my work finished 1   2   3  4 1 2 3 4  
31. I could drive long distances 1   2   3  4 1 2 3 4  
32. I would be less likely to fall  
      asleep while driving 1   2   3  4 1 2 3 4  
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―If I were under the influence from…„ENERGY DRINKS‟       „ALCOHOL +   

                 ENERGY DRINK‟” 

  
      Disagree    Agree  Disagree Agree  

 

33. I would feel a nice buzz 1   2   3  4 1 2 3 4  
34. I would feel a boost of energy 1   2   3  4 1 2 3 4  
35. I would be alert 1   2   3  4 1 2 3 4  
36. It would give me a ―pick-me-up‖ 1   2   3  4 1 2 3 4  
37. My endurance would improve 1   2   3  4 1 2 3 4  
38. My attention would improve 1   2   3  4 1 2 3 4  
39. My concentration would improve 1   2   3  4 1 2 3 4  
40. I would be able to think faster 1   2   3  4 1 2 3 4  
41. It would improve my mood 1   2   3  4 1 2 3 4  
 
 (Physiological Effects)         

42. I would feel coordinated 1   2   3  4 1 2 3 4  
43. I would feel clear-headed 1   2   3  4 1 2 3 4  
44. I would feel attentive 1   2   3  4 1 2 3 4  
45. My responses would be 
      faster/quicker 1   2   3  4 1 2 3 4  
46. I would have sharper thinking 1   2   3  4 1 2 3 4  
47. My writing would improve 1   2   3  4 1 2 3 4  
48. I would feel steady or balanced  
      the next day 1   2   3  4 1 2 3 4  
49. My senses would be sharper 1   2   3  4 1 2 3 4  
50. I would follow through with my  
      obligations 1   2   3  4 1 2 3 4  
 

Negative Expectancies  

51. I would be clumsy 1   2   3  4 1 2 3 4  
52. I would feel dizzy 1   2   3  4 1 2 3 4  
53. My head would feel fuzzy 1   2   3  4 1 2 3 4  
54. My responses would be slow 1   2   3  4 1 2 3 4 
55. I would have difficulty thinking 1   2   3  4 1 2 3 4  
56. My writing would be impaired 1   2   3  4 1 2 3 4  
57. I would feel shaky or jittery the 
      next day 1   2   3  4 1 2 3 4  
58. My senses would be dulled 1   2   3  4 1 2 3 4  
59. I would neglect my obligations 1   2   3  4 1 2 3 4  
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―If I were under the influence from…‗ENERGY DRINKS‟       „ALCOHOL +   

                 ENERGY DRINK‟” 

  

      Disagree    Agree  Disagree Agree  

 
(Risk & Aggression) 

60. I would take risks 1   2   3  4 1 2 3 4  
61. I would act aggressively 1   2   3  4 1 2 3 4  
62. I would be loud, boisterous  
      or noisy 1   2   3  4 1 2 3 4  
63. I would act tough 1   2   3  4 1 2 3 4  
64. I would feel dominant 1   2   3  4 1 2 3 4  
 
 (Self-Perception) 

65. I would feel moody 1   2   3  4 1 2 3 4  
66. I would feel guilty 1   2   3  4 1 2 3 4  
67. I would feel self-critical 1   2   3  4 1 2 3 4  
68. My problems would seem worse 1   2   3  4 1 2 3 4  
 
(Backer-Fulghum & Patock-Peckham) 

69. I would feel anxious 1   2   3  4 1 2 3 4  
70. I would feel depressed 1   2   3  4 1 2 3 4  
71. I would feel panic 1   2   3  4 1 2 3 4  
72. I would feel irritable 1   2   3  4 1 2 3 4  
73. I would feel shaky or jittery 
      shortly after consuming 1   2   3  4 1 2 3 4  
74. I would be unable to sleep 1   2   3  4 1 2 3 4  
75. I would have headaches 1   2   3  4 1 2 3 4  
76. I would feel nauseous  1   2   3  4 1 2 3 4  
77. My body/muscles would ache 1   2   3  4 1 2 3 4  
78. I would have a hard time  
      concentrating 1   2   3  4 1 2 3 4  
79. I would feel less happy 1   2   3  4 1 2 3 4  
80. I would take sexual risks 1   2   3  4 1 2 3 4  
81. I would feel invincible 1   2   3  4 1 2 3 4  
 
(GATEWAY DRUGS) 

82. I would use more alcohol 1   2   3  4 1 2 3 4  
83. I would use Adderall 1   2   3  4 1 2 3 4  
84. I would use hydrocodone  
      (e.g., pain  killers/throat  
      suppressant) 1   2   3  4 1 2 3 4  
85. I would use oxycodone/ 
      oxycotin (pain killers) 1   2   3  4 1 2 3 4  
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(Monitoring) 

Indicate how often the following were true for you while growing up. Please answer about 
the adults you lived with as a teenager. Please circle your response. 
 Never Rarely Some- Most of Always 

   times the time  

1. My mother knew where I was after school. 0 1 2 3 4 
 

2. If I was going to be home late, I was expected  
to call my mother to let her know. 0 1 2 3 4 
 

3. I told my mother who I was going to be with  
Before I went out. 0 1 2 3 4 
 

4. When I went out at night, my mother knew  
where I was. 0 1 2 3 4 
 

5. My mother knew how I spent my money. 0 1 2 3 4 
 

6. My mother knew the parents of my friends. 0 1 2 3 4 
 

7. My mother knew who my friends were. 0 1 2 3 4 
 

8. I talked to my mother about the plans I  
had with friends. 0 1 2 3 4
     

9. My father knew where I was after school. 0 1 2 3 4
  

10. If I was going to be home late, I was expected  
to call my father to let him know. 0 1 2 3 4 
 

11. I told my father who I was going to be with  
Before I went out. 0 1 2 3 4 
 

12. When I went out at night, my father knew 
where I was. 0 1 2 3 4 
 

13. My father knew how I spent my money. 0 1 2 3 4 
 

14. My father knew the parents of my friends. 0 1 2 3 4 
 

15. My father knew who my friends were. 0 1 2 3 4 
 

16. I talked to my father about the plans I had  
with friends. 0 1 2 3 4 
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 Permissiveness ( adapted from Haske van der Vorst et al., 2005) 

 
Please answer the following regarding your mother‟s rules regarding ENERGY DRINK 
use during your senior year of high school. 
 

 No Hardly Once Often All the  

 Way   or Twice  Time 

 

1. When my mother was home, she allowed  
me to drink an energy drink at home. 1 2 3 4 5 
 

2. When my mother was not at home, she  
allowed me to drink an energy drink at home. 1 2 3 4 5  
 

3. When my mother was home, I was allowed  
to drink more than one energy drink at home. 1 2 3 4 5 
 

4. When my mother was not at home, I was 
 allowed to drink more than one energy  
drink at home. 1 2 3 4 5 
 

5. My mother allowed me to drink as many  
energy drinks as I wanted outside of the  
house. 1 2 3 4 5 
 

6. My mother allowed me to drink energy  
drinks with my friends at a party. 1 2 3 4 5 
               

7. My mother allowed me to drink energy  
drinks while studying for an exam. 1 2 3 4 5 
 

8. My mother allowed me to drink energy  
drinks while driving long distances. 1 2 3 4 5 
 

9. My mother allowed me to drink energy  
drinks on the weekend. 1 2 3 4 5 
 

10. My mother allowed me to drink energy  
drinks during the week. 1 2 3 4 5 
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Please answer the following regarding your father‟s rules regarding ENERGY DRINK 
use during your senior year of high school. 
 

 No Hardly Once Often All the  

 Way  or Twice Time 

 

1. When my father was home, he allowed  
me to drink one energy drink at home. 1 2 3 4 5 
 

2. When my father was not at home, he allowed 
me to drink one energy drink at home. 1 2 3 4 5  
 

3. When my father was home, I was allowed  
to drink more than one energy drink at home. 1 2 3 4 5 
 

4. When my father was not at home, I was  
allowed to drink more than one energy  
drink at home. 1 2 3 4 5   
  

5. My father allowed me to drink as many 
 energy drinks as I wanted outside of the 
 house. 1 2 3 4 5 
 

6. My father allowed me to drink energy drinks  
with my friends at a party. 1 2 3 4 5 
 

7. My father allowed me to drink energy drinks 
 while studying for an exam. 1 2 3 4 5 
 

8. My father allowed me to drink energy drinks  
while driving long distances. 1 2 3 4 5 
 

9. My father allowed me to drink energy  
drinks on the weekend. 1 2 3 4 5 
 

10. My father allowed me to drink energy drinks  
during the week. 1 2 3 4 5 
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Drinking Control, (Heather, Tubbutt, Mattick, & Zamir, 1993) 

  

For each of the following items circle the number that indicates the degree to which you 
agree or disagree with the statement. Use the following scale: 
 
1 = strongly disagree  4 = moderately agree 
2 = moderately disagree 5 = strongly agree 
3 = neither agree or disagree    
    

 Strongly  Neither Strongly 

 Disagree  Agree 

 

1. I would have difficulty limiting the amount I drink. 1 2 3 4 5 
 

2. I would start to drink, even if I‘d decided not to.  1 2 3 4 5 
 

3. Even if I intended having only one or two drinks,  
I would end up having many more.   1 2 3 4 5 
 

4. I could cut down on my drinking (i.e., drink less)  
if I wanted to.      1 2 3 4 5 
 

5. I would start drinking at times when I knew it would 
 Cause me problems (e.g., problems at work, with  
family/friends or with police, etc.)   1 2 3 4 5 
 

6. I could stop drinking easily after one or two drinks. 1 2 3 4 5 
 

7. I would be able to stop drinking before becoming  
completely drunk.      1 2 3 4 5 
 

8. I would have an irresistible urge to continue drinking 
once I started.      1 2 3 4 5 
 

9. I would find it difficult to resist drinking even for a  
single day       1 2 3 4 5 
 

10. I could slow down my drinking if I wanted to.  1 2 3 4 5 
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Alcohol-related Problems (Rhea, Nagoshi, & Wilson, 1993) 

 
How many times have you ever experienced any of the following? (circle one for each 
number). 
    
 Never Rarely Some- Many 

   times 

 

1. Lost control of drinking, neglecting obligations,  
family or work. 0 1 2  3 
 

2. Got better ideas (e.g., for work) or more easily  
came up with ideas when drinking.     
 0 1 2  3 

3. Felt you drank too much, possibly damaging your  
mental and/or physical health. 0 1 2  3 
 

4. Used social occasions such as parties mostly as an  
excuse to drink 0 1 2  3 
 

5. Sneaked drinks, hid bottles, and/or always kept a 
 bottle close at hand to drink from.     
 0 1 2  3 
 

6. Had a year of infrequent but long drinking binges,  
Usually resulting in large mood swings and depression. 0 1 2  3 
   

7. Felt depressed and apprehensive after drinking. 0 1 2  3 
 

8. Resented and/or avoided people who commented on  
my drinking habits. 0 1 2  3 
 

9. Found out that your job required social drinking. 0 1 2  3 
 

10. Felt happy only when drinking. 0 1 2  3 
 

11. Drank as an important part of a relationship with a  
member of the opposite sex. 0 1 2  3 
 

12. Used drinking as a means to lose emotional and  
social inhibitions. 0 1 2  3 
 

13. Had to move and/or live alone because of drinking. 0 1 2  3 
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 Never Rarely Some- Many 

   times 

14. Took extreme measures (e.g., sought medical  
help, turned to religion, moved to another city)  
to deal with a drinking problem. 0 1 2  3 
 

15. Had a marital separation or divorce because of  
drinking. 0 1 2  3 
 

16. Laid off from work or fired because of drinking. 0 1 2  3 
 

17. Arrested for driving while intoxicated. 0 1 2  3 
 

18. Arrested for public intoxication or drunk and  
disorderly conduct. 0 1 2  3 
 

19. Told by a doctor that drinking is harming your health. 0 1 2  3 
 

 

 

Aggression ( Buss & Perry, 1992) 

 
To what extent does each of the following items describe your behaviors in general? 
 
 Extremely Extremely 

 Uncharacteristic     Characteristic 

 of me (Not like me) of me (Like Me) 

1. Once in awhile I can‘t control the urge to  
strike another person.    1 2 3 4 5  
 

2. I tell my friends openly when I disagree  
with them.      1 2 3 4 5 
 

3. I flare up quickly but get over it quickly.  1 2 3 4 5 
 

4. I am sometimes eaten up by jealousy.  1 2 3 4 5 
 

5. Given enough provocation, I may hit  
another person.     1 2 3 4 5 
 

6. At times I feel I have gotten a raw deal  
out of life.      1 2 3 4 5 
 

7. If sombody hits me, I hit back.   1 2 3 4 5 
 

8. I often find myself disagreeing with people. 1 2 3 4 5 
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 Extremely Extremely 

 Uncharacteristic     Characteristic 

 of me (Not like me) of me (Like Me) 

9. When frustrated, I let my irritation show.  1 2 3 4 5 
 

10. Other people always seem to get the breaks. 1 2 3 4 5 
 

11. I get into fights a little more than the  
average person.     1 2 3 4 5 
 

12. When people annoy me, I may tell them  
what I think of them.    1 2 3 4 5 
 

13. I sometimes feel like a powder keg ready  
to explode.      1 2 3 4 5 
 

14. I wonder why I feel so bitter about things. 1 2 3 4 5 
 

15. If I have to resort to violence to protect my  
rights, I will.     1 2 3 4 5 
 

16. I can‘t help getting into arguments when  
people disagree with me.    1 2 3 4 5 
 

17. I am an even-tempered person.   1 2 3 4 5 
 

18. I know that ―friends‖ talk about me  
behind my back.     1 2 3 4 5 
 

19. There are people who pushed me so far 
 that we came to blows.    1 2 3 4 5 
 

20. I am suspicious of overly friendly strangers. 1 2 3 4 5 
 

21. I can think of no good reason for ever  
hitting a person.     1 2 3 4 5 
 

22. My friends say that I am somewhat  
argumentative.      1 2 3 4 5 
 

23. Some of my friends say that I am a hothead. 1 2 3 4 5 
 

24. I sometimes feel that people are laughing at  
me behind my back.    1 2 3 4 5 
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 Extremely Extremely 

 Uncharacteristic     Characteristic 

 of me (Not like me) of me (Like Me) 

 
 

25. I have threatened people I know.   1 2 3 4 5 
 

26. Sometimes I fly off the handle for no 
 good reason.     1 2 3 4 5 
 

27. When people are especially nice, I wonder  
what they want.     1 2 3 4 5 
 

28. I have become so mad that I have broken  
things.      1 2 3 4 5 
 

29. I have trouble controlling my temper.   1 2 3 4 5 
 

 
 
(Stress, Cohen, Kamarck, & Mermelstein, 1983) 

 
For each of the following items, circle the response corresponding to your general state of 
being the past few months . . . 

      

 Never Almost Some- Fairly Very 

  Never times often often 

 

1. …upset because of something that happened  
          unexpectantly. 1 2 3 4 5 
  
2. …unable to control important things in your life. 1 2 3 4 5 

 
3. …felt nervous and ―stressed‖  1 2 3 4 5 

 
4. …dealt successfully with irritating life hassles. 1 2 3 4 5 

 
5. …ineffectively coping with important change 

    in your life. 1 2 3 4 5 
 

6. …felt confident about your ability to handle  
    personal problems. 1 2 3 4 5 
 

7. …felt things were going your way 1 2 3 4 5 
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 Never Almost Some- Fairly Very 

  Never times often often 
8. …felt you could not cope with all the things  

    you had to do. 1 2 3 4 5 
 

9. …been able to control irritations in your life. 1 2 3 4 5 
 

10. …felt you were on top of things. 1 2 3 4 5 
 
 
 

After Manipulation 

 

 

Behavioral Likelihood for Using Energy Drinks (Ronis, 1992) 

 

The next several items pertain to your beliefs about energy drinks. Please circle the number 
that best represents your response. There are no right or wrong answers. 
  
 
1. How likely is it that you will consume (a) energy drink(s) the next time you need to pull 

an all-nighter? 
 

0 ----------------1----------------2----------------3----------------4----------------5----------------6 
Not at all          Very 
likely           likely 

      
 

2. Compared to other people your age and gender, how likely is it that you will consume 
an energy drink(s) to compensate for lack of sleep in the future? 
 

0 ----------------1----------------2----------------3----------------4----------------5----------------6 
Not at all          Very 
likely           likely 

         
 

3. Compared to other people your age and gender, how likely is it that you will combine 
an energy drink(s) with alcohol in the future? 
 

0 ----------------1----------------2----------------3----------------4----------------5----------------6 
Not at all          Very 
likely           likely 
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4. How likely is it that you will consume an energy drink(s) the next time you drive a long 
distance? 
 

0 ----------------1----------------2----------------3----------------4----------------5----------------6 
Not at all          Very 
likely           likely 

  
 

5. How likely is it that you will consume an energy drink(s) to compensate for lack of 
sleep in the future? 

0 ----------------1----------------2----------------3----------------4----------------5----------------6 
Not at all          Very 
likely           likely 
6. Compared to other people your age and gender, how likely is it that you will consume 

an energy drink(s) to treat a hangover in the future? 
 

0 ----------------1----------------2----------------3----------------4----------------5----------------6 
Not at all          Very 
likely           likely 

 
 

7. How likely is it that you will consume an energy drink(s) to increase your energy in the 
future? 
 

0 ----------------1----------------2----------------3----------------4----------------5----------------6 
Not at all          Very 
Likely           likely 

 

8. Compared to other people your age and gender, how likely is it that you will consume 
an energy drink(s) to study for exams in the future? 
 

0 ----------------1----------------2----------------3----------------4----------------5----------------6 
Not at all          Very 
likely           likely 

 
 

9. How likely is it that you will consume an energy drink(s) to study for exams in the 
future? 
 

0 ----------------1----------------2----------------3----------------4----------------5----------------6 
Not at all          Very 
likely           likely 
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10. Compared to other people your age and gender, how likely is it that you will consume 
an energy drink(s) the next time you drive a long distance? 
 

0 ----------------1----------------2----------------3----------------4----------------5----------------6 
Not at all          Very 
likely           likely 
 
 
11. How likely is it that you will consume an energy drink(s) to treat a hangover in the 

future? 
 
0 ----------------1----------------2----------------3----------------4----------------5----------------6 
Not at all          Very 
likely           likely 

 
 

12. How likely is it that you will combine an energy drink(s) with alcohol in the future? 
 

0 ----------------1----------------2----------------3----------------4----------------5----------------6 
Not at all          Very 
likely           likely 

 
 

13. Compared to other people your age and gender, how likely is it that you will consume 
an energy drink(s) to increase your energy in the future? 
 

0 ----------------1----------------2----------------3----------------4----------------5----------------6 
Not at all          Very 
likely           likely 
  
 

(Drinking Norms, Wood, Nagoshi, & Dennis, 1992) 

 

For each of the social influences in your life, indicate how much alcohol combined with 

energy drinks they would consider appropriate for you to consume in a month (please 
circle one number for each social influence). 
 
          Appropriate number of alcohol combined with energy drinks 

 

 None 1-3/month 1-3/week 1/day 1+/day 
 
1. Your mother 1 2 3 4 5 
2. Your father 1 2 3 4 5 
3. Siblings 1 2 3 4 5 
4. Spouse/Significant other 1 2 3 4 5 
5. Close friends 1 2 3 4 5 
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          Appropriate number of alcohol combined with energy drinks 
 
     None 1-3/month 1-3/week 1/day 1+/day 
6. Roommate 1 2 3 4 5 
7. Social group members 1 2 3 4 5 
8. Work/Office acquaintances 1 2 3 4 5 
9. Moral/Religious authorities 1 2 3 4 5 
10. Health authorities 1 2 3 4 5 
11. Government officials 1 2 3 4 5 
 

 

 

Alcohol mixed with Energy Drink Susceptibility: Own Absolute & Direct 

Comparative Risk (Ranby, Aiken, Gerend, & Erchull, 2010) 

 

The next several items pertain to your beliefs about combining ALCOHOL with 
ENERGY DRINKS from the informational sheet you read previously. Recall, the fact 
about caffeine-related hospitalizations requiring intensive care. Please circle the number 
that best represents your response. There are no right or wrong answers. 
 
 
14. How susceptible do you feel to emergency room visits if you combine ALCOHOL 

with ENERGY DRINKS? 
 

0-----------------1----------------2----------------3----------------4----------------5----------------6 
Not at all                   Very 
susceptible              susceptible 

 
 

15. What is the chance that you will visit the emergency room if you combine ALCOHOL 

with ENERGY DRINKS? 
 

0-----------------1----------------2----------------3----------------4----------------5----------------6 
Very low                              Very 
high chance                    chance 

 
 

16. Compared to other people your age and gender, what is the chance that you will visit 
the emergency room if you combine ALCOHOL with ENERGY DRINKS? 
 

0-----------------1----------------2----------------3----------------4----------------5----------------6 
Very low                              Very 
high chance                    chance 
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17. How likely do you think it is that you will visit the emergency room if you combine 
ALCOHOL with ENERGY DRINKS? 

 
0 ----------------1----------------2----------------3----------------4----------------5----------------6 
Not at all          Very 
likely           likely 

 
18. Would you say that you are the type of person who is likely to visit the emergency 

room if you combine ALCOHOL with ENERGY DRINKS? 
 

0-----------------1----------------2----------------3----------------4----------------5----------------6 
Definitely no           Definitely yes 
 
 
 
19. Compared to other people your age and gender, what are your chances of visiting the 

emergency room if you combine ALCOHOL with ENERGY DRINKS? 
 

0) ____ much below average 
1) ____ below average 
2) ____ a little below average 
3) ____ average for people my age and gender 
4) ____a little above average 
5) ____ above average 
6) ____ much above average 

 
 
                    

20. Compared to other people your age and gender, how susceptible do you feel to 
emergency room visits if you combine ALCOHOL with ENERGY DRINKS? 
 

0-----------------1----------------2----------------3----------------4----------------5----------------6 
Not at all          Very 
susceptible              susceptible 
 
 
 
21. Compared to other people your age and gender, would you say that you are the type of 

person who is likely to visit the emergency room if you combine ALOCHOL with 
ENERGY DRINKS? 
 

0-----------------1----------------2----------------3----------------4----------------5----------------6 
Definitely no         Definitely yes  
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22. Compared to other people your age and gender, how likely do you think it is that you 
will visit the emergency room if you combine ALCOHOL with ENERGY DRINKS? 
 

0-----------------1----------------2----------------3----------------4----------------5----------------6 
Not at all          Very  
 likely           likely  

 

 

Drinking Norm 

For each of the social influences in your life, indicate how much energy drinks they would 
consider appropriate for you to consume in a month (please circle one number for each 
social influence). 
 
      Appropriate number of energy drinks 

     
 none 1-3/month 1-3/week 1/day 1+/day 

 
1. Your mother 1 2 3 4 5 
2. Your father 1 2 3 4 5 
3. Siblings 1 2 3 4 5 
4. Spouse/Significant other 1 2 3 4 5 
5. Close friends 1 2 3 4 5 
6. Roommate 1 2 3 4 5 
7. Social group members 1 2 3 4 5 
8. Work/Office acquaintances 1 2 3 4 5 
9. Moral/Religious authorities 1 2 3 4 5 
10. Health authorities 1 2 3 4 5 
11. Government officials 1 2 3 4 5 
 
 

(Energy Drink Susceptibility Dependent Measure: Own Absolute Risk & Direct 

Comparative Risk) 

 

The next several items pertain to your beliefs about ENERGY DRINKS from the 
informational sheet you read previously. Recall, the fact about caffeine-related 
hospitalizations requiring intensive care. Please circle the number that best represents your 
response. There are no right or wrong answers. 
 
 
23. How susceptible do you feel to emergency room visits if you consume ENERGY 

DRINKS? 
 

0-----------------1----------------2----------------3----------------4----------------5----------------6 
Not at all          Very 
susceptible              susceptible 
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24. Compared to other people your age and gender, what are your chances of visiting the 
emergency room if you consume ENERGY DRINKS? 
 

a) ____ much below average 
b) ____ below average 
c) ____ a little below average 
d) ____ average for people my age and gender 
e) ____a little above average 
f) ____ above average 
g) ____ much above average 
h)  

 
25. What is the chance that you will visit the emergency room if you consume ENERGY 

DRINKS? 
 

0-----------------1----------------2----------------3----------------4----------------5----------------6 
Very low               Very high 
chance                  chance 

 
 

26. Compared to other people your age and gender, would you say that you are the type of 
person who is likely visit the emergency room if you consume ENERGY DRINKS? 
 

0-----------------1----------------2----------------3----------------4----------------5----------------6 
Definitely no         Definitely yes  

 
 
 

27. How likely do you think it is that you will visit the emergency room if you consume 
ENERGY DRINKS? 
 

0-----------------1----------------2----------------3----------------4----------------5----------------6 
Not at all                        Very likely  
likley 

 
 
 

28. Compared to other people your age and gender, what is the chance that you will visit 
the emergency room if you consume ENERGY DRINKS? 
 

0-----------------1----------------2----------------3----------------4----------------5----------------6 
Very low               Very high 
chance                  chance 
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29. Would you say that you are the type of person who is likely visit the emergency room if 
you consume ENERGY DRINKS? 
 

0-----------------1----------------2----------------3----------------4----------------5----------------6 
Definitely no         Definitely yes  

 
 

30. Compared to other people your age and gender, how susceptible do you feel to 
emergency room visits if you consume ENERGY DRINKS? 
 

0-----------------1----------------2----------------3----------------4----------------5----------------6 
Not at all          Very 
susceptible              susceptible 

 
 

31. Compared to other people your age and gender, how likely do you think it is that you 
will visit the emergency room if you consume ENERGY DRINKS? 
 

0-----------------1----------------2----------------3----------------4----------------5----------------6  
Not at all                        Very likely 
likley 
 
Perceived Benefits of Health Behaviors (adopted from Bryan , Aiken, & West, 1997) 

 

1. To what extend do you believe NOT mixing ALCOHOL with ENERGY DRINKS 
would help you stay healthier? 
 

0-----------------1----------------2----------------3----------------4----------------5----------------6 
Help           Help 
very little                very much 

 
 

2. How beneficial do you believe NOT mixing ALCOHOL with ENERGY DRINK 
would be for your body? 
 

0-----------------1----------------2----------------3----------------4----------------5----------------6 
Not           Very 
beneficial               beneficial 

 
 

3. To what extent do you believe NOT mixing ALCOHOL with ENERGY DRINKS 
would help keep you out of the emergency room? 

 
0-----------------1----------------2----------------3----------------4----------------5----------------6 
Not           Very 
effective               effective 
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4. To what extent do you believe NOT mixing ALCOHOL with ENERGY DRINKS 

would help keep you from driving while intoxicated? 
 

0-----------------1----------------2----------------3----------------4----------------5----------------6 
Not           Very 
effective                  effective 

 
 

5. To what extent do you believe NOT consuming ENERGY DRINKS would help you 
stay healthier? 
 

0 ----------------1----------------2----------------3----------------4----------------5----------------6 
Help           Help 
very little                very much 

 
 

6. How beneficial do you believe NOT consuming ENERGY DRINKS would be for 
your body? 
 

0-----------------1----------------2----------------3----------------4----------------5----------------6 
Not           Very 
beneficial               beneficial 

 
 

7. To what extent do you believe NOT consuming ENERGY DRINKS would help keep 
you out of the emergency room? 
 

0-----------------1----------------2----------------3----------------4----------------5----------------6 
Not           Very 
effective                  effective 
 

 
To what extent do you believe NOT consuming ENERGY DRINKS would help keep you 
from driving while intoxicated? 
 
0-----------------1----------------2----------------3----------------4----------------5----------------6 
Not           Very 
effective                  effective 
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(Manifestation of God in the Body Scale, Moheney, et al., 2005) 

 

For each of the following statements, circle the number on the 7-point scale (1 = strongly 
disagree, 7 = strongly agree) that best describes how that statement applies to you. 
 
    
 Strongly Disagree Strongly Agree 

 
 
1. My body is a temple of God.  1 2 3 4 5 6 7 

 
2. My body is created in God‘s image. 1 2 3 4 5 6 7 

 
3. My body is a gift from God.  1 2 3 4 5 6 7 

 
4. God is present in my body.  1 2 3 4 5 6 7 

 
5. God uses my body to do God‘s will. 1 2 3 4 5 6 7 

 
6. My body is united with God.  1 2 3 4 5 6 7 

 
7. My body is bonded to the everlasting  

Spirit of God.    1 2 3 4 5 6 7 
 

8. A spark of the divine resides in my  
body.     1 2 3 4 5 6 7 
 

9. God lives through my body.  1 2 3 4 5 6 7 
 

10. God is glorified through my body. 1 2 3 4 5 6 7 
 

11. My body is an instrument of God. 1 2 3 4 5 6 7 
 

12. The power of God moves through  
my body.     1 2 3 4 5 6 7 
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 Eysenck Personality Questionnaire – Neuroticism ( Eysenck & Eysenck, 1968)  

 
1. Does your mood often go up and down?    Yes No 
2. Do you ever feel ‗just miserable‘ for no reason?   Yes No 
3. Are you an irritable person?     Yes No 
4. Are your feelings easily hurt?     Yes No 
5. Do you often feel ‗fed up‘?     Yes No 
6. Would you call yourself a nervous person?   Yes No 
7. Are you a worrier?      Yes No 
8. Would you call yourself tense or ‗high-strung‘?   Yes No 
9. Do you worry too long after an embarrassing experience? Yes No 
10. Do you suffer from ‗nerves‘?     Yes No 
11. Do you often feel lonely?      Yes No 
12. Are you often troubled about feelings of guilt?   Yes No 

 
 
 

 

Manipulation Check 

 

The next few items pertain to the information sheet you just read. Please check the 

answer best represents your response. 

 

 

1. Were you provided with information on energy drinks and combining energy drinks 
with alcohol? 
 
        _____ Yes          _____No 
 

2. Were you provided with information on the benefits of not consuming energy drinks 
with alcohol? 
 
        _____ Yes          _____ No 
 

3. Were you provided with information on the benefits of not consuming energy drinks? 
 
        _____ Yes          _____No 
 

4. Were you provided with information on the costs of consuming energy drinks with 
alcohol? 
 
        _____ Yes          _____ No 
 

5. Were you provided with information on the costs of consuming energy drinks? 
 
        _____ Yes      _____ No 
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The next few items pertain to the information sheet you just read. Please circle the 

number that best represents your response.  

 

 
6. How well did the information sheet emphasize the benefits of not consuming energy 

drinks versus the costs of consuming energy drinks? 

 
1---------------2---------------3---------------4---------------5---------------6---------------7 
Costs of               Benefits of 
Consuming              Not consuming 
Energy Drinks              Energy Drinks 

 
 

7. How well did the information sheet emphasize the benefits of not combining alcohol 
with energy drinks versus the costs of combining alcohol with energy drink? 
 

1---------------2---------------3---------------4---------------5---------------6---------------7 
Costs of               Benefits of 
Consuming        Not consuming 
Energy Drinks          Energy Drinks 

 
 

8. How well did the information sheet emphasize the reasons/benefits of consuming 
energy drinks? 
 

1---------------2---------------3---------------4---------------5---------------6---------------7 
Very                Very 
Poorly               Well 

 
 

9. How well did the information sheet emphasize the reasons/benefits of combining 
alcohol with energy drinks? 
 

1---------------2---------------3---------------4---------------5---------------6---------------7 
Very                Very 
Poorly               Well 
 
 
10. I learned a lot from reading the information sheet? 

 
1---------------2---------------3---------------4---------------5---------------6---------------7 
Disagree             Agree
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APPENDIX B 
 

Information Sheets 
 

Information Sheet for Gain Framed, One-Sided Message 

 

 Monster, Red Bull, Rockstar, and Venom all have one thing in common they are 
energy drinks sold and consumed by many university students. Energy drink‘s main 
ingredients are caffeine and sugar. An 8-ounce energy drink usually contains 80-mg – 141-
mg of caffeine compared to 5-ounces of coffee or two typical 12-ounce cans of caffeinated 
soft drinks. Recent research has found that about 50% of college age students drink 

energy drinks and 85% of those students mix energy drinks with alcohol.  

 

Benefits of NOT using energy drinks 

 

 You will decrease you chances of experiencing a caffeine-related hospitalization 
requiring intensive care. 

 You decrease your chances of emergency room visits. 
 You will decrease your chances of using gateway drugs such as: 

o Cigarettes 
o Alcohol 
o Marijuana 

 You decrease your chances of: 
o Seizures  
o Acute mania (becoming euphoric and/or hyperactive).  
o Stroke  
o Death 

 You will decrease your chances of having chronic daily headaches.  
 
Benefits of NOT combining energy drinks with alcohol 

 
 You decrease your chances of sexual assault or being sexually assaulted 
 You decrease your chances of riding in a car with a drunk driver  
 You decrease your risk of driving while under the influence 
 You will decrease your chance of having alcohol-related problems such as: 

 Heavy episodic drinking 
 Four or more drinks for females 
 Five or more drinks for males 

 Frequent episodes of weekly drunkenness 
 When you stop consuming energy drinks, you take control of your health. You 

look and feel healthy.  
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Information Sheet for Gain Framed, Two-Sided Message 
 
 Monster, Red Bull, Rockstar, and Venom all have one thing in common: they are 
energy drinks sold and consumed by many university students. Energy drink‘s main 
ingredients are caffeine and sugar. An 8-ounce energy drink usually contains 80-mg – 141-
mg of caffeine compared to 5-ounces of coffee or two typical 12-ounce cans of caffeinated 
soft drinks. Recent research has found that about 50% of college age students drink 

energy drinks and 85% of those students mix energy drinks with alcohol.  

 Consuming energy drinks may increase alertness, physical endurance, psychomotor 
performance, attention, visual processing, and verbal reasoning. Therefore, the four most 
common reasons for college students to drink energy drinks are to compensate for lack of 
sleep, increase energy, study for exams, and to combine with alcohol for partying. Research 
has found mixing energy drinks with alcohol increases alertness and makes one feel more 
awake. The combination of the stimulant in energy drinks and alcohol reduces the feelings 
of tiredness associated with drunkenness.  
 

Benefits of NOT using energy drinks 

 You will decrease your chances of experiencing a caffeine-related hospitalization 
requiring intensive care. 

 You decrease your chances of emergency room visits. 
 You will decrease your chances of using gateway drugs such as: 

o Cigarettes 
o Alcohol 
o Marijuana 

 You decrease your chances of: 
o Seizures  
o Acute mania (becoming euphoric and/or hyperactive).  
o Stroke  
o Death 

 You will decrease your chances of having chronic daily headaches.  
 
Benefits of NOT combining energy drinks with alcohol 

 You decrease your chances of sexual assault or being sexually assaulted 
 You decrease your chances of riding in a car with a drunk driver  
 You decrease your risk of driving while under the influence 
 You will decrease your chance of having alcohol-related problems such as: 

 Heavy episodic drinking 
 Four or more drinks for females 
 Five or more drinks for males 

 Frequent episodes of weekly drunkenness 
 When you stop consuming energy drinks, you take control of your health. You 

look and feel healthy. 
 

References on the back 
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Information Sheet for Loss Framed, One-Sided Message 

 

 Monster, Red Bull, Rockstar, and Venom all have one thing in common: they are 
energy drinks sold and consumed by many university students. Energy drink‘s main 
ingredients are caffeine and sugar. An 8-ounce energy drink usually contains 80-mg – 141-
mg of caffeine compared to 5-ounces of coffee or two typical 12-ounce cans of caffeinated 
soft drinks. Recent research has found that about 50% of college age students drink 

energy drinks and 85% of those students mix energy drinks with alcohol.  

 

Costs of Using Energy Drinks 

 

 You will increase your chances of experiencing a caffeine-related hospitalization 
requiring intensive care. 

 You increase your chances of emergency room visits. 
 You will increase your chances of using gateway drugs such as: 

o Cigarettes 
o Alcohol 
o Marijuana 

 You increase your chances of: 
o Seizures  
o Acute mania (becoming euphoric and/or hyperactive).  
o Stroke  
o Death 

 You will increase your chances of having chronic daily headaches.  
 
Costs of Combining Energy Drinks with Alcohol 
 

 You increase your chances of sexual assault or being sexually assaulted 
 You increase your chances of riding in a car with a drunk driver  
 You increase your risk of driving while under the influence 
 You will increase your chance of having alcohol-related problems such as: 

o Heavy episodic drinking 
 Four or more drinks for females 
 Five or more drinks for males 

o Frequent episodes of weekly drunkenness 
 When you continue to consume energy drinks, you lose control of your health. 

You look and feel unhealthy. 
 

 

 

References on Back 
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Information Sheet for Loss Framed, Two-Sided Message 

 

 Monster, Red Bull, Rockstar, and Venom all have one thing in common: they are 
energy drinks sold and consumed by many university students. Energy drink‘s main 
ingredients are caffeine and sugar. An 8-ounce energy drink usually contains 80-mg – 141-
mg of caffeine compared to 5-ounces of coffee or two typical 12-ounce cans of caffeinated 
soft drinks. Recent research has found that about 50% of college age students drink 

energy drinks and 85% of those students mix energy drinks with alcohol.  

 Consuming energy drinks may increase alertness, physical endurance, psychomotor 
performance, attention, visual processing, and verbal reasoning. Therefore, the four most 
common reasons for college students to drink energy drinks are to compensate for lack of 
sleep, increase energy, study for exams, and to combine with alcohol for partying. Research 
has found mixing energy drinks with alcohol increases alertness and makes one feel more 
awake. The combination of the stimulant in energy drinks and alcohol reduces the feelings 
of tiredness associated with drunkenness.  
 

Costs of Using Energy Drinks 

 

 You will increase your chances of experiencing a caffeine-related hospitalization 
requiring intensive care. 

 You increase your chances of emergency room visits. 
 You will increase your chances of using gateway drugs such as: 

o Cigarettes 
o Alcohol 
o Marijuana 

 You increase your chances of: 
o Seizures  
o Acute mania (becoming euphoric and/or hyperactive).  
o Stroke  
o Death 

 You will increase your chances of having chronic daily headaches.  
 

Costs of Combining Energy Drinks with Alcohol 

 
 You increase your chances of sexual assault or being sexually assaulted 
 You increase your chances of riding in a car with a drunk driver  
 You increase your risk of driving while under the influence 
 You will increase your chance of having alcohol-related problems such as: 

 Heavy episodic drinking 
 Four or more drinks for females 
 Five or more drinks for males 

 Frequent episodes of weekly drunkenness 
 When you continue to consume energy drinks, you lose control of your health. 

You look and feel unhealthy.  
 

References on the back 
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APPENDIX C 
 

Forms and Debriefing Sheets 
 
Do you think there is anything about this study that we haven‘t already told you? 
 
 Yes __________  No __________ 
 
If yes, what do you think that might be? 
 
________________________________________________________________________ 
 
________________________________________________________________________ 
 
Did the above suspicions arise now that we are asking you about them, during the course 
of the experiment or before the experiment? 

 
Now ________   During the Experiment _______    Before the Experiment __________ 
 
 
If you checked the above for during the experiment, when did your suspicions occur? 
 
________________________________________________________________________ 
 
Did these suspicions cause you to alter the way you answered the questions on the last 
survey you took? 
 
________________________________________________________________________ 
 
Did anyone tell you about this experiment prior to coming here? Please answer truthfully 
there is no penalty if you were informed? 
 
________________________________________________________________________ 
 
What exactly did they tell you? 
 
________________________________________________________________________ 
 
Did this change your responses to the last survey?  __________yes __________no 
 
If yes, how did it change your responses? 
 
________________________________________________________________________
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Debriefing Sheets 

Debriefing Sheet #1: Risky Drinking Behaviors 
 
 For this study, we were interested in using message framing and argument types 
to measure your intentions and behaviors to use healthier choices in the future.  
Participants in this study were asked to read an informational sheet about energy drinks.  
Some participants read an informational sheet on the benefits of not using energy drinks, 
while others read one on the costs of drinking energy drinks.  Half of the participants in 
this experiment were given only this information, while the other half were given the 
benefits of drinking energy drinks.  We specifically anticipated that those given gains 
(i.e., messages giving the benefits of not using energy drinks) and a two sided argument 
(i.e., giving the benefits and the costs of using energy drinks) would choose to be 
healthier in the future.  We want to make it clear that while these patterns are expected 
across samples of hundreds of respondents that these relationships may or may not apply 
to you personally.  This may be true regardless if you were given losses (i.e., messages 
giving the costs of using energy drinks) and only one side of an argument (i.e., giving 
only the costs of using energy drinks).  It is also important for you to understand that any 
of your responses to this experiment will be kept completely anonymous.  Your teachers 
and parents will not have access to your responses.  Moreover, the researcher who will be 
looking at the surveys will not know who you are.  All responses will be coded by a 
number only and will not be linked to you in any way.  Thank you very much for 
participating in this study.  Your participation will help us to better understand ways to 
influence people to choose healthier choices in their lives.  If you have any questions or 
concerns regarding this experiment, please feel free to contact Lindsey Backer at (254) 
710-2921 or Dr.  Patock-Peckham at (254) 710-2239.  Free counseling is available on the 
second floor of the McLane Student Life Center (Baylor ID is needed for entry into the 
SLC).  Enrolled students may call (254) 710-2467 to schedule a counseling appointment.   
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Debriefing Sheet #2: Risky Drinking Behaviors 
 
 For this portion of the study, we were interested in cognitive load on your choices 
for choosing healthy versus unhealthy beverages.  Some participants were given a one-
digit number while others were given a ten-digit number.  We specifically anticipated that 
those individuals who were given a one-digit number would be more likely to choose a 
healthier beverage while those with a ten-digit number would be more likely to choose an 
unhealthy beverage.  We want to make it clear that while these patterns are expected 
across samples of hundreds of respondents that these relationships may or may not apply 
to you personally.  This may be true regardless if you were given a ten-digit number.  
Again, it is also important for you to understand that any of your responses to this 
experiment will be kept completely anonymous.  Your teachers and parents will not have 
access to your responses.  Moreover, the researcher who will be looking at the surveys 
will not know who you are.  All responses will be coded by a number only and will not 
be linked to you in any way.  Thank you very much for participating in this study.  Your 
participation will help us to better understand ways to influence people to choose 
healthier choices in their lives.  If you have any questions or concerns regarding this 
experiment, please feel free to contact Lindsey Backer at 710-2921 or Dr.  Patock-
Peckham at (254) 710-2239.  Free counseling is available on the second floor of the 
McLane Student Life Center (Baylor ID is needed for entry into the SLC).  Enrolled 
students may call (254) 710-2467 to schedule a counseling appointment.   
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APPENDIX D 
 

Procedures 
 

 

Condition A: Gain-Framed Two-sided Message with Cognitive Load 

 

Before Subject Arrives:  

 

Make sure all beverages are in place! (It is okay if you make the participant wait 

outside while you resupply the refrigerator) 

 

Make sure you have folder ready for participant and correct clip board in hand. 
 
After Subject Arrives: 

 
1. Greet the participant as he or she enters the lab with lab coat on and clip board 

in hand. 
2. Have the participant print their name on the sign-in sheet.  

 
3. Tell them to turn off their phone. 

 
4. Write down their gender, date, and time 

 
5. Tell the participant: 

 
―From now on you are being tracked in the experiment by a preassigned code and your 
name will not be associated with any of the information collected at this point.‖ 
 

6. Say: ―As you know, this experiment is interested in risky habits of Baylor 
undergraduates.‖ 

 
7. ―First, I would like to give you our informed consent form to read over. The 

stapled one is the one you need to read carefully and initial every page and 
sign and date the last page. The other one is for you to keep.‖ 

 
8. Make sure you sign the last page on the research signature line and put in 

the 1
st
 drawer on the left. 

 
9. Say: ―Before we can continue with this experiment, I need to first ask you to 

fill out a survey for us. Except for question number 5 on this survey, all of 
your answers will be confidential. This survey asks a variety of personal 
questions, so please do not talk to me about the way you answer the questions 
on this form. Please answer everything honestly, but be sure to leave your 
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10. name or any other identifying information off this form. When you are 
finished with filling out the information, please drop your form in the drop off 
box. This box is taped to protect your identity. This box will not be opened 
until the end of the semester, so I will never have access to your answers. 
Also, make sure to remember what number (a one, two, or three) you answer 
for question number 5. I will be asking you which number you chose after you 
have completed the survey.‖ 

 
 ***Feel free to show them how the box works*** 
 

11. The experimenter should leave the room. It is ―ok‖ if the door is ajar, but be 
sure to never get close enough to the participant that you could peer at their 
responses. The experimenter should take a seat at their desk.  

 
The participant should finish the survey and drop it into the drop off box. 
 

12. Ask the participant what number they chose for question number 5 and 

write their answer on their folder. 

 
13. At this point, you should hand the participant the Information Sheet (Gain, 

Two-sided Message) 
 
Say: ―At this point I would like for you to read this information sheet carefully and let me 
know when you feel you have had ample time to read and understand the information.‖  
 

14. Once the participant has read PERSUASION: 
 
Say: ―Alright, at this time I would like for you to fill out another survey for us. The same 
rules apply here from the previous survey. Please fill out this survey, but do not put 

your name or any other identifying information on it.” 
 

15. The experimenter should leave the room. It is ―ok‖ if the door is ajar, but be 
sure to never get close enough to the participant that you could peer at their 
responses. Again, have a seat at the desk. 

 
16. Once the participant has finished the survey, have them place the survey into 

the drop off box. 
 

17. Pull out the PARTICIPANT SUSPICIONS SHEET. Go through and ask the 
participant each question. Be sure to write down the participant‘s answers in 
his or her own words.  

 
18. Say: ―You were randomly assigned to the experimental condition for this 

experiment, so at this point, I would like to tell you the purpose of this 
experiment.‖ 
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19. Hand the participant the debriefing sheet. Allow them a few minutes to read 
over it and then ask them if they have any questions about the experiment. 
Make sure they return the debriefing sheet! 

20. Say: ―You randomly selected yourself to receive the gain-framed, two-sided 
argument condition, but other participants in this experiment will not receive 
such an experience. This experiment focuses on message framing and 
argument type and participants are randomly selected to a gain-framed or loss 
framed message and a one-sided or two-sided argument type. It is important 
that you do not discuss what goes on here with other Psy 1305 students, 
people who socialize with Psy 1305 students, or those students able to take 
extra credit until the semester ends. Can you please do us a favor and promise 
not to discuss this experiment with anyone until the semester ends? For our 
experiment to be properly tested, participants need to be naïve (not to know 
what this is about until the end of the experiment). I know this is a difficult 
thing to ask, but it is crucial for this project. Can you keep from discussing 
this with anyone else until the end of the semester?‖ 

 
 ***Look them in the eye when you say this*** 
 

21. Say:  ―Before you leave, we would like for you to do a multiplication task for 
us. If you correctly answer the question, you will be able to get an item from a 
lab. So, please follow me into the next room.‖ 

 
22. Walk over to the refrigerator. 

 
23. Say: ―So, I am going to give you a multiplication problem and I want you to 

give me the answer.‖ What is 491 X 7? Answer is 3437 
 

24. Give them a few moments (approximately 10 seconds) and say  ―Alright, so 
while you are trying to figure out the answer, choose which item you would 
like and you can give me the answer after you choose.‖ 

 
25. Once the participant has chosen a beverage, write down the beverage they 

chose on their folder. 
 

26. Next, have the participant tell you their answer.  
 
 

 If the participant incorrectly recites their number, say: “You did not 

quite get the correct answer, but we would still like for you to 

receive the beverage you chose from the refrigerator. 

  
 If the participant correctly recites their number, say: ―You got the 

right answer, so you are free to get your beverage of choice out of 

the refrigerator. 
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27. After participant grabs their beverage of choice, hand the participant the 
second debriefing sheet 

 
Allow the participant a few minutes to read it over and make sure you collect it back! 

 

28. ―You randomly selected yourself to receive the cognitive load condition, but 
other participants in this experiment will not receive such an experience. This 
part of the experiment focuses on cognitive load and participants are randomly 
selected to either a cognitive load or noncognitive load condition. Again, I 
must emphasize the importance of not discussing what goes on here with other 
Psy 1305 students. For our experiment to be properly tested, participants need 
to not know what this is about until the end of the experiment. I know this is a 
difficult thing to ask, but it is crucial for this project. Can you keep from 
discussing this with anyone else until the end of the semester?‖ 

 
 ***Look them in the eye when you say this*** 
 

29. Thank the participant for participating in the experiment. 
 

30. Check to make sure the folder contains: 
 

Suspicion Form 

Debriefing Sheet #1 

Debriefing Sheet #2  
 
REPLACE BEVERAGE!!!!! 

 
 

Condition B: Loss-Framed Two-sided Message with Cognitive Load 

 

Before Subject Arrives:  

 

Make sure all beverages are in place! (It is okay if you make the participant wait 

outside while you resupply the refrigerator) 

 

Make sure you have folder ready for participant and correct clip board in hand. 
 
After Subject Arrives: 

 
1. Greet the participant as he or she enters the lab with lab coat on and clip board 

in hand. 
 

2. Have the participant print their name on the sign-in sheet.  
 

3. Tell them to turn off their cell phones 
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4. Write down their gender, date, and time one their folder 
 

5. Tell the participant: 
 
―From now on you are being tracked in the experiment by a preassigned code and your 
name will not be associated with any of the information collected at this point.‖ 
 

6. Say: ―As you know, this experiment is interested in risky habits of Baylor 
undergraduates.‖ 

 
7. First, I would like to give you our informed consent form to read over. The 

stapled one is the one you need to read carefully and initial every page and 
sign and date the last page. The other one is for you to keep.‖ 

 
8. Make sure you sign the last page on the research signature line and put in 

the 1
st
 drawer on the left. 

 
9. Say: ―Before we can continue with this experiment, I need to first ask you to 

fill out a survey for us. Except for question number 5 on this survey, all of 
your answers will be confidential. This survey asks a variety of personal 
questions, so please do not talk to me about the way you answer the questions 
on this form. Please answer everything honestly, but be sure to leave your 

name or any other identifying information off this form. When you are 
finished with filling out the information, please drop your form in the drop off 
box. This box is taped to protect your identity. This box will not be opened 
until the end of the semester, so I will never have access to your answers. 
Also, make sure to remember what number (a one, two, or three) you answer 
for question number 5. I will be asking you which number you chose after you 
have completed the survey.‖ 

 
 ***Feel free to show them how the box works*** 
 

10. The experimenter should leave the room. It is ―ok‖ if the door is ajar, but be 
sure to never get close enough to the participant that you could peer at their 
responses. The experimenter should take a seat at their desk.  

 
 The participant should finish the survey and drop it into the drop off box. 
 

11. Ask the participant what number they chose for question number 5 and 

write their answer on their folder. 

 
12. At this point, you should hand the participant the Information Sheet (Loss, 

Two-sided Message) 
 
Say: ―At this point I would like for you to read this information sheet carefully and let me 
know when you feel you have had ample time to read and understand the information.‖  
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13. Once the participant has read PERSUASION: 
 
Say: ―Alright, at this time I would like for you to fill out another survey for us. The same 
rules apply here from the previous survey. Please fill out this survey, but do not put 

your name or any other identifying information on it.” 
 

14. The experimenter should leave the room. It is ―ok‖ if the door is ajar, but be 
sure to never get close enough to the participant that you could peer at their 
responses. Again, have a seat at the desk. 

 
15. Once the participant has finished the survey, have them place the survey into 

the drop off box. 
 

16. Pull out the PARTICIPANT SUSPICIONS SHEET. Go through and ask the 
participant each question. Be sure to write down the participant‘s answers in 
his or her own words.  

 
17. Say: ―You were randomly assigned to the experimental condition for this 

experiment, so at this point, I would like to tell you the purpose of this 
experiment.‖ 

 
18. Hand the participant the debriefing sheet. Allow them a few minutes to read 

over it and then ask them if they have any questions about the experiment. 
Make sure they return the debriefing sheet! 

 
19. Say: ―You randomly selected yourself to receive the loss-framed, two-sided 

argument condition, but other participants in this experiment will not receive 
such an experience. This experiment focuses on message framing and 
argument type and participants are randomly selected to a gain-framed or loss 
framed message and a one-sided or two-sided argument type. It is important 
that you do not discuss what goes on here with other Psy 1305 sutdents, 
people who socialize with Psy 1305 students, or those students able to take 
extra credit until the semester ends. Can you please do us a favor and promise 
not to discuss this experiment with anyone until the semester ends? For our 
experiment to be properly tested, participants need to be naïve (not to know 
what this is about until the end of the experiment). I know this is a difficult 
thing to ask, but it is crucial for this project. Can you keep from discussing 
this with anyone else until the end of the semester?‖ 

 
 ***Look them in the eye when you say this*** 
 

20. Say:  ―Before you leave, we would like for you to do a multiplication task for 
us. If you correctly answer the question, you will be able to get an item from a 
lab. So, please follow me into the next room.‖ 

 
21. Walk over to the refrigerator. 
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22. Say: ―So, I am going to give you a multiplication problem and I want you to 
give me the answer.‖ What is 491 X  7? Answer is 3437 

 
23. Give them a few moments (approximately 10 seconds) to think it over and 

say, ―Alright, so while you are trying to figure out the answer, choose which 
item you would like and you can give me the answer after you choose.‖ 

 
24. Once the participant has chosen a beverage, write down the beverage they 

chose on their folder. 
 

25. Next, have the participant tell you their answer.  
 

 If the participant incorrectly recites their number, say: “You did not 

quite get the correct answer, but we would still like for you to 

receive the beverage you chose from the refrigerator. 

  
 If the participant correctly recites their number, say: ―You got the 

right answer, so you are free to get your beverage of choice out of 

the refrigerator. 

 
26. Hand the participant the second debriefing sheet 

 
Allow the participant a few minutes to read it over and make sure you collect it back! 

 

27. ―You randomly selected yourself to receive the cognitive load condition, but 
other participants in this experiment will not receive such an experience. This 
part of the experiment focuses on cognitive load and participants are randomly 
selected to either a cognitive load or noncognitive load condition. Again, I 
must emphasize the importance of not discussing what goes on here with other 
Psy 1305 students. For our experiment to be properly tested, participants need 
to not know what this is about until the end of the experiment. I know this is a 
difficult thing to ask, but it is crucial for this project. Can you keep from 
discussing this with anyone else until the end of the semester?‖ 

 
 ***Look them in the eye when you say this*** 

 
28. Thank the participant for participating in the experiment. 

 
29. Check to make sure the folder contains: 

 

Debriefing Sheet #1 

Suspicion Form 

Debriefing Sheet #2  
 
REPLACE BEVERAGE!!!!! 
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Condition C: Gain-Framed Two-sided Message with Minimal Cognitive Load 

 

Before Subject Arrives:  

 

Make sure all beverages are in place! (It is okay if you make the participant wait 

outside while you resupply the refrigerator) 

 

Make sure you have folder ready for participant and correct clip board in hand. 
 
After Subject Arrives: 

 
1. Greet the participant as he or she enters the lab with lab coat on and clip board 

in hand. 
 

2. Have the participant print their name on the sign-in sheet.  
 

3. Have them turn off their cell phones. 
 

4. Write down their gender, date, and time on their folder. 
 

5. Tell the participant: 
 
―From now on you are being tracked in the experiment by a preassigned code and your 
name will not be associated with any of the information collected at this point.‖ 
 

6. Say: ―As you know, this experiment is interested in risky habits of Baylor 
undergraduates.‖ 

 
7. ―First, I would like to give you our informed consent form to read over. The 

stapled one is the one you need to read carefully and initial every page and 
sign and date the last page. The other one is for you to keep.‖ 

 
Make sure you sign the last page on the research signature line and put in the 1

st
 

drawer on the left. 

 
8. Say: ―Before we can continue with this experiment, I need to first ask you to 

fill out a survey for us. Except for question number 5 on this survey, all of 
your answers will be confidential. This survey asks a variety of personal 
questions, so please do not talk to me about the way you answer the questions 
on this form. Please answer everything honestly, but be sure to leave your 

name or any other identifying information off this form. When you are 
finished with filling out the information, please drop your form in the drop off 
box. This box is taped to protect your identity. This box will not be opened 
until the end of the semester, so I will never have access to your answers. 
Also, make sure to remember what number (a one, two, or three) you answer 
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for question number 5. I will be asking you which number you chose after you 
have completed the survey.‖ 

 
 ***Feel free to show them how the box works*** 
 

9. The experimenter should leave the room. It is ―ok‖ if the door is ajar, but be 
sure to never get close enough to the participant that you could peer at their 
responses. The experimenter should take a seat at their desk.  

 
 The participant should finish the survey and drop it into the drop off box. 
 

10. Ask the participant what number they chose for question number 5 and 

write their answer on their folder. 

 
11. At this point, you should hand the participant the Information Sheet (Gain, 

Two-sided Message) 
 
Say: ―At this point I would like for you to read this information sheet carefully and let me 
know when you feel you have had ample time to read and understand the information.‖  

 
12. Once the participant has read PERSUASION: 

 
Say: ―Alright, at this time I would like for you to fill out another survey for us. The same 
rules apply here from the previous survey. Please fill out this survey, but do not put 

your name or any other identifying information on it.” 
 

13. The experimenter should leave the room. It is ―ok‖ if the door is ajar, but be 
sure to never get close enough to the participant that you could peer at their 
responses. Again, have a seat at the desk. 

 
14. Once the participant has finished the survey, have them place the survey into 

the drop off box. 
 

15. Pull out the PARTICIPANT SUSPICIONS SHEET. Go through and ask the 
participant each question. Be sure to write down the participant‘s answers in 
his or her own words.  

 
16. Say: ―You were randomly assigned to the experimental condition for this 

experiment, so at this point, I would like to tell you the purpose of this 
experiment.‖ 

 
17. Hand the participant the debriefing sheet. Allow them a few minutes to read 

over it and then ask them if they have any questions about the experiment. 
Make sure they return the debriefing sheet! 
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18. Say: ―You randomly selected yourself to receive the gain-framed, two-sided 
argument condition, but other participants in this experiment will not receive 
such an experience. This experiment focuses on message framing and 
argument type and participants are randomly selected to a gain-framed or loss 
framed message and a one-sided or two-sided argument type. It is important 
that you do not discuss what goes on here with other Psy 1305 students, 
people who socialize with Psy 1305 students, or those students able to take 
extra credit until the semester ends. Can you please do us a favor and promise 
not to discuss this experiment with anyone until the semester ends? For our 
experiment to be properly tested, participants need to be naïve (not to know 
what this is about until the end of the experiment). I know this is a difficult 
thing to ask, but it is crucial for this project. Can you keep from discussing 
this with anyone else until the end of the semester?‖ 

 
 ***Look them in the eye when you say this*** 
 

19. Say:  ―Before you leave, we would like for you to do a multiplication task for 
us. If you correctly answer the question, you will be able to get an item from a 
lab. So, please follow me into the next room.‖ 

 
20. Walk over to the refrigerator. 
21. Say: ―So, I am going to give you a multiplication problem and I want you to 

give me the answer.‖ What is 7 X 11 and immediately open the 

refrigerator and say: “ and while you are thinking about that, which 

beverage would you like if you get the correct answer?” 
 

22. Once the participant has chosen a beverage, write down the beverage they 
chose on their folder. 

 
23. Next, have the participant tell you their answer.  

 
 If the participant incorrectly recites their number, say: “You did not 

quite get the correct answer, but we would still like for you to 

receive the beverage you chose from the refrigerator. 

  
 If the participant correctly recites their number, say: ―You got the 

right answer, so you are free to get your beverage of choice out of 

the refrigerator. 

 
24. Hand the participant the second debriefing sheet 

 
Allow the participant a few minutes to read it over and make sure you collect it back! 

 

25. ―You randomly selected yourself to receive the noncognitive load condition, 
but other participants in this experiment will not receive such an experience. 
This part of the experiment focuses on cognitive load and participants are 



 

123 
 

randomly selected to either a cognitive load or noncognitive load condition. 
Again, I must emphasize the importance of not discussing what goes on here 
with other Psy 1305 students. For our experiment to be properly tested, 
participants need to not know what this is about until the end of the 
experiment. I know this is a difficult thing to ask, but it is crucial for this 
project. Can you keep from discussing this with anyone else until the end of 
the semester?‖ 

 
 ***Look them in the eye when you say this*** 

 
26. Thank the participant for participating in the experiment. 

 
27. Check to make sure the folder contains: 

 

Debriefing Sheet #1 

Suspicion Form 

Debriefing Sheet #2  
 
REPLACE BEVERAGE!!! 

 
 

Condition D: Loss-Framed Two-sided Message with Minimal Cognitive Load 

 

Before Subject Arrives:  

 

Make sure all beverages are in place! (It is okay if you make the participant wait 

outside while you resupply the refrigerator) 

 

Make sure you have folder ready for participant and correct clip board in hand. 
 
After Subject Arrives: 

 
1. Greet the participant as he or she enters the lab with lab coat on and clip board 

in hand. 
 

2. Have the participant print their name on the sign-in sheet.  
 

3. Tell them to turn off their cell phones 
 

4. Write down their gender, date, and time on their folder 
 

5. Tell the participant: 
 
―From now on you are being tracked in the experiment by a preassigned code and your 
name will not be associated with any of the information collected at this point.‖ 
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6. Say: ―As you know, this experiment is interested in risky habits of Baylor 
undergraduates.‖ 

 
7. ―First, I would like to give you our informed consent form to read over. The 

stapled one is the one you need to read carefully and initial every page and 
sign and date the last page. The other one is for you to keep.‖ 

 
8. Make sure you sign the last page on the research signature line. 

 
9. Say: ―Before we can continue with this experiment, I need to first ask you to 

fill out a survey for us. Except for question number 5 on this survey, all of 
your answers will be confidential. This survey asks a variety of personal 
questions, so please do not talk to me about the way you answer the questions 
on this form. Please answer everything honestly, but be sure to leave your 

name or any other identifying information off this form. When you are 
finished with filling out the information, please drop your form in the drop off 
box. This box is taped to protect your identity. This box will not be opened 
until the end of the semester, so I will never have access to your answers. 
Also, make sure to remember what number (a one, two, or three) you answer 
for question number 5. I will be asking you which number you chose after you 
have completed the survey.‖ 

 
 ***Feel free to show them how the box works*** 
 

10. The experimenter should leave the room. It is ―ok‖ if the door is ajar, but be 
sure to never get close enough to the participant that you could peer at their 
responses. The experimenter should take a seat at their desk.  

 
The participant should finish the survey and drop it into the drop off box. 
 

11. Ask the participant what number they chose for question number 5 and 

write their answer on their folder. 

 
12. At this point, you should hand the participant the Information Sheet (Loss, 

Two-sided Message) 
 
Say: ―At this point I would like for you to read this information sheet carefully and let me 
know when you feel you have had ample time to read and understand the information.‖  

 
13. Once the participant has read PERSUASION: 

 
Say: ―Alright, at this time I would like for you to fill out another survey for us. The same 
rules apply here from the previous survey. Please fill out this survey, but do not put 

your name or any other identifying information on it.” 
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14. The experimenter should leave the room. It is ―ok‖ if the door is ajar, but be 
sure to never get close enough to the participant that you could peer at their 
responses. Again, have a seat at the desk. 

 
15. Once the participant has finished the survey, have them place the survey into 

the drop off box. 
 

16. Pull out the PARTICIPANT SUSPICIONS SHEET. Go through and ask the 
participant each question. Be sure to write down the participant‘s answers in 
his or her own words.  

 
17. Say: ―You were randomly assigned to the experimental condition for this 

experiment, so at this point, I would like to tell you the purpose of this 
experiment.‖ 

 
18. Hand the participant the debriefing sheet. Allow them a few minutes to read 

over it and then ask them if they have any questions about the experiment. 
Make sure they return the debriefing sheet! 

 
19. Say: ―You randomly selected yourself to receive the loss-framed, two-sided 

argument condition, but other participants in this experiment will not receive 
such an experience. This experiment focuses on message framing and 
argument type and participants are randomly selected to a gain-framed or loss 
framed message and a one-sided or two-sided argument type. It is important 
that you do not discuss what goes on here with other Psy 1305 students, 
people who socialize with Psy 1305 students, or those students able to take 
extra credit until the semester ends. Can you please do us a favor and promise 
not to discuss this experiment with anyone until the semester ends? For our 
experiment to be properly tested, participants need to be naïve (not to know 
what this is about until the end of the experiment). I know this is a difficult 
thing to ask, but it is crucial for this project. Can you keep from discussing 
this with anyone else until the end of the semester?‖ 

 
 ***Look them in the eye when you say this*** 
 

20. Say:  ―Before you leave, we would like for you to do a multiplication task for 
us. If you correctly answer the question, you will be able to get an item from a 
lab. So, please follow me into the next room.‖ 

 
21. Walk over to the refrigerator. 

 
22. Say: ―So, I am going to give you a multiplication problem and I want you to 

give me the answer.‖ What is 7 X 11 and immediately open the 

refrigerator and say: “and while you are thinking about that, which 

beverage would you like if you get the correct answer?” 
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23. Once the participant has chosen a beverage, write down the beverage they 
chose on their folder. 

 
24. Next, have the participant tell you their answer.  

 
 If the participant incorrectly recites their number, say: “You did not 

quite get the correct answer, but we would still like for you to 

receive the beverage you chose from the refrigerator. 

 
 If the participant correctly recites their number, say: ―You got the 

right answer, so you are free to get your beverage of choice out of 

the refrigerator. 

 
25. Hand the participant the second debriefing sheet 

 
Allow the participant a few minutes to read it over and make sure you collect it back! 

 

26. ―You randomly selected yourself to receive the noncognitive load condition, 
but other participants in this experiment will not receive such an experience. 
This part of the experiment focuses on cognitive load and participants are 
randomly selected to either a cognitive load or noncognitive load condition. 
Again, I must emphasize the importance of not discussing what goes on here 
with other Psy 1305 students. For our experiment to be properly tested, 
participants need to not know what this is about until the end of the 
experiment. I know this is a difficult thing to ask, but it is crucial for this 
project. Can you keep from discussing this with anyone else until the end of 
the semester?‖ 

 
 ***Look them in the eye when you say this*** 

 
27. Thank the participant for participating in the experiment. 

 
28. Check to make sure the folder contains: 

 

Debriefing Sheet #1 

Suspicion Form 

Debriefing Sheet #2  
 
REPLACE BEVERAGE!!! 

 
 

Condition E: Gain-Framed One-sided Message with Cognitive Load 

 

Before Subject Arrives:  

 



 

127 
 

Make sure all beverages are in place! (It is okay if you make the participant wait 

outside while you resupply the refrigerator) 

 

Make sure you have folder ready for participant and correct clip board in hand. 
 
After Subject Arrives: 

 
1. Greet the participant as he or she enters the lab with lab coat on and clip board 

in hand. 
2. Have the participant print their name on the sign-in sheet.  

 
3. Tell participant to turn off their cell phone 

 
4. Write down their gender, date, and time 

 
5. Tell the participant: 

 
―From now on you are being tracked in the experiment by a preassigned code and your 
name will not be associated with any of the information collected at this point.‖ 
 

6. Say: ―As you know, this experiment is interested in risky habits of Baylor 
undergraduates.‖ 

 
7. ―First, I would like to give you our informed consent form to read over. The 

stapled one is the one you need to read carefully and initial every page and 
sign and date the last page. The other one is for you to keep.‖ 

 
8. Make sure you sign the last page on the research signature line. 

 
9. Say: ―Before we can continue with this experiment, I need to first ask you to 

fill out a survey for us. Except for question number 5 on this survey, all of 
your answers will be confidential. This survey asks a variety of personal 
questions, so please do not talk to me about the way you answer the questions 
on this form. Please answer everything honestly, but be sure to leave your 

name or any other identifying information off this form. When you are 
finished with filling out the information, please drop your form in the drop off 
box. This box is taped to protect your identity. This box will not be opened 
until the end of the semester, so I will never have access to your answers. 
Also, make sure to remember what number (a one, two, or three) you answer 
for question number 5. I will be asking you which number you chose after you 
have completed the survey.‖ 

 
***Feel free to show them how the box works*** 
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10. The experimenter should leave the room. It is ―ok‖ if the door is ajar, but be 
sure to never get close enough to the participant that you could peer at their 
responses. The experimenter should take a seat at their desk.  

 
The participant should finish the survey and drop it into the drop off box. 
 

11. Ask the participant what number they chose for question number 5 and 

write their answer on their folder. 

 
12. At this point, you should hand the participant the Information Sheet (Gain, 

One-sided Message)  
 
Say: ―At this point I would like for you to read this information sheet carefully and let me 
know when you feel you have had ample time to read and understand the information.‖  

 
13. Once the participant has read PERSUASION: 

 
Say: ―Alright, at this time I would like for you to fill out another survey for us. The same 
rules apply here from the previous survey. Please fill out this survey, but do not put 

your name or any other identifying information on it.” 
 

14. The experimenter should leave the room. It is ―ok‖ if the door is ajar, but be 
sure to never get close enough to the participant that you could peer at their 
responses. Again, have a seat at the desk. 

 
15. Once the participant has finished the survey, have them place the survey into 

the drop off box. 
 

16. Pull out the PARTICIPANT SUSPICIONS SHEET. Go through and ask the 
participant each question. Be sure to write down the participant‘s answers in 
his or her own words.  

 
17. Say: ―You were randomly assigned to the experimental condition for this 

experiment, so at this point, I would like to tell you the purpose of this 
experiment.‖ 

 
18. Hand the participant the debriefing sheet. Allow them a few minutes to read 

over it and then ask them if they have any questions about the experiment. 
Make sure they return the debriefing sheet! 

 
19. Say: ―You randomly selected yourself to receive the gain-framed, one-sided 

argument condition, but other participants in this experiment will not receive 
such an experience. This experiment focuses on message framing and 
argument type and participants are randomly selected to a gain-framed or loss 
framed message and a one-sided or two-sided argument type. It is important 
that you do not discuss what goes on here with other Psy 1305 students, 
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people who socialize with Psy 1305 students, or those students able to take 
extra credit until the semester ends. Can you please do us a favor and promise 
not to discuss this experiment with anyone until the semester ends? For our 
experiment to be properly tested, participants need to be naïve (not to know 
what this is about until the end of the experiment). I know this is a difficult 
thing to ask, but it is crucial for this project. Can you keep from discussing 
this with anyone else until the end of the semester?‖ 

 
***Look them in the eye when you say this*** 
 

20. Say:  ―Before you leave, we would like for you to do a multiplication task for 
us. If you correctly answer the question, you will be able to get an item from a 
lab. So, please follow me into the next room.‖ 

 
21. Walk over to the refrigerator. 

 
22. Say: ―So, I am going to give you a multiplication problem and I want you to 

give me the answer.‖ What is 491 X 7? Answer is 3437 
 

23. Give them a few moments (approximately 10 seconds) to think it over say, 
―Alright, so while you are trying to figure out the answer, choose which item 
you would like and you can give me the answer after you choose.‖ 

 
24. Once the participant has chosen a beverage, write down the beverage they 

chose on their folder. 
 

25. Next, have the participant tell you their answer.  
 

 If the participant incorrectly recites their number, say: “You did not 

quite get the correct answer, but we would still like for you to 

receive the beverage you chose from the refrigerator. 

 
 If the participant correctly recites their number, say: ―You got the 

right answer, so you are free to get your beverage of choice out of 

the refrigerator. 

 
26. Hand the participant the second debriefing sheet 

 
Allow the participant a few minutes to read it over and make sure you collect it back! 

 

27. ―You randomly selected yourself to receive the cognitive load condition, but 
other participants in this experiment will not receive such an experience. This 
part of the experiment focuses on cognitive load and participants are randomly 
selected to either a cognitive load or noncognitive load condition. Again, I 
must emphasize the importance of not discussing what goes on here with other 
Psy 1305 students. For our experiment to be properly tested, participants need 
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to not know what this is about until the end of the experiment. I know this is a 
difficult thing to ask, but it is crucial for this project. Can you keep from 
discussing this with anyone else until the end of the semester?‖ 

 
***Look them in the eye when you say this*** 

 
28. Thank the participant for participating in the experiment. 

 
29. Check to make sure the folder contains (in this order): 

 

  Debriefing Sheet #1 

  Suspicion Form 

  Debriefing Sheet #2  
 
REPLACE BEVERAGES!!! 

 
 

Condition F): Loss-Framed One-sided Message with Cognitive Load 

 

Before Subject Arrives:  

 

Make sure all beverages are in place! (It is okay if you make the participant wait 

outside while you resupply the refrigerator) 

 

Make sure you have folder ready for participant and correct clip board in hand. 
 
After Subject Arrives: 

 
1. Greet the participant as he or she enters the lab with lab coat on and clip board 

in hand. 
 

2. Have the participant print their name on the sign-in sheet.  
 

3. Tell participant to turn off their cell phone. 
 

4. Write down their gender, date, and time on their folder 
 

5. Tell the participant: 
 
―From now on you are being tracked in the experiment by a preassigned code and your 
name will not be associated with any of the information collected at this point.  
 

6. Say: ―As you know, this experiment is interested in risky habits of Baylor 
undergraduates.‖ 
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7. ―First, I would like to give you our informed consent form to read over. The 
stapled one is the one you need to read carefully and initial every page and 
sign and date the last page. The other one is for you to keep.‖ 

 
8. Make sure you sign the last page on the research signature line. 

 
9. Say: ―Before we can continue with this experiment, I need to first ask you to 

fill out a survey for us. Except for question number 5 on this survey, all of 
your answers will be confidential. This survey asks a variety of personal 
questions, so please do not talk to me about the way you answer the questions 
on this form. Please answer everything honestly, but be sure to leave your 

name or any other identifying information off this form. When you are 
finished with filling out the information, please drop your form in the drop off 
box. This box is taped to protect your identity. This box will not be opened 
until the end of the semester, so I will never have access to your answers. 
Also, make sure to remember what number (a one, two, or three) you answer 
for question number 5. I will be asking you which number you chose after you 
have completed the survey.‖ 

 ***Feel free to show them how the box works*** 
 

10. The experimenter should leave the room. It is ―ok‖ if the door is ajar, but be 
sure to never get close enough to the participant that you could peer at their 
responses. The experimenter should take a seat at their desk.  

 
 The participant should finish the survey and drop it into the drop off box. 
 

11. Ask the participant what number they chose for question number 5 and 

write their answer on their folder. 

 
12. At this point, you should hand the participant the Information Sheet (Loss, 

One-sided Message) 
 
Say: ―At this point I would like for you to read this information sheet carefully and let me 
know when you feel you have had ample time to read and understand the information.‖  

 
13. Once the participant has read PERSUASION: 

 
Say: ―Alright, at this time I would like for you to fill out another survey for us. The same 
rules apply here from the previous survey. Please fill out this survey, but do not put 

your name or any other identifying information on it.” 
 

14. The experimenter should leave the room. It is ―ok‖ if the door is ajar, but be 
sure to never get close enough to the participant that you could peer at their 
responses. Again, have a seat at the desk. 
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15. Once the participant has finished the survey, have them place the survey into 
the drop off box. 

 
16. Pull out the PARTICIPANT SUSPICIONS SHEET. Go through and ask the 

participant each question. Be sure to write down the participant‘s answers in 
his or her own words.  

 
17. Say: ―You were randomly assigned to the experimental condition for this 

experiment, so at this point, I would like to tell you the purpose of this 
experiment.‖ 

 
18. Hand the participant the debriefing sheet. Allow them a few minutes to read 

over it and then ask them if they have any questions about the experiment. 
Make sure they return the debriefing sheet! 

 
19. Say: ―You randomly selected yourself to receive the loss-framed, one-sided 

argument condition, but other participants in this experiment will not receive 
such an experience. This experiment focuses on message framing and 
argument type and participants are randomly selected to a gain-framed or loss 
framed message and a one-sided or two-sided argument type. It is important 
that you do not discuss what goes on here with other Psy 1305 students, 
people who socialize with Psy 1305 students, or those students able to take 
extra until the semester ends. Can you please do us a favor and promise not to 
discuss this experiment with anyone until the semester ends? For our 
experiment to be properly tested, participants need to be naïve (not to know 
what this is about until the end of the experiment). I know this is a difficult 
thing to ask, but it is crucial for this project. Can you keep from discussing 
this with anyone else until the end of the semester?‖ 

 
 ***Look them in the eye when you say this*** 
 

20. Say:  ―Before you leave, we would like for you to do a multiplication task for 
us. If you correctly answer the question, you will be able to get an item from a 
lab. So, please follow me into the next room.‖ 

 
21. Walk over to the refrigerator. 

 
22. Say: ―So, I am going to give you a multiplication problem and I want you to 

give me the answer.‖ What is 491 X 7? Answer is 3437 
 

23. Give them a few moments (approximately 10 seconds) to think it over and 
say, ―Alright, so while you are trying to figure out the answer, choose which 
item you would like and you can give me the answer after you choose.‖ 

 
24. Once the participant has chosen a beverage, write down the beverage they 

chose on their folder. 
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25. Next, have the participant tell you their answer.  
 

 If the participant incorrectly recites their number, say: “You did not 

quite get the correct answer, but we would still like for you to 

receive the beverage you chose from the refrigerator. 

 
 If the participant correctly recites their number, say: ―You got the 

right answer, so you are free to get your beverage of choice out of 

the refrigerator. 

 
26. Hand the participant the second debriefing sheet 

 
Allow the participant a few minutes to read it over and make sure you collect it back! 

27. ―You randomly selected yourself to receive the cognitive load condition, but 
other participants in this experiment will not receive such an experience. This 
part of the experiment focuses on cognitive load and participants are randomly 
selected to either a cognitive load or noncognitive load condition. Again, I 
must emphasize the importance of not discussing what goes on here with other 
Psy 1305 students. For our experiment to be properly tested, participants need 
to not know what this is about until the end of the experiment. I know this is a 
difficult thing to ask, but it is crucial for this project. Can you keep from 
discussing this with anyone else until the end of the semester?‖ 

 
 ***Look them in the eye when you say this*** 

 
28. Thank the participant for participating in the experiment. 

 
29. Check to make sure the folder contains (in this order): 

 

Debriefing Sheet #1 

Suspicion Form 

Debriefing Sheet #2  
 
REPLACE BEVERAGES!!! 

 
 

Condition G): Gain-Framed One-sided Message with Minimal Cognitive Load 

 

Before Subject Arrives:  

 

Make sure all beverages are in place! (It is okay if you make the participant wait 

outside while you resupply the refrigerator) 

 

Make sure you have folder ready for participant and correct clip board in hand. 
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After Subject Arrives: 

1. Greet the participant as he or she enters the lab with lab coat on and clip board 
in hand. 

 
2. Have the participant print their name on the sign-in sheet.  

 
3. Have them turn off their cell phones 

 
4. Write down their gender, date, and time on their folder 

 
5. Tell the participant: 

―From now on you are being tracked in the experiment by a preassigned code and your 
name will not be associated with any of the information collected at this point.‖ 
 

6. Say: ―As you know, this experiment is interested in risky habits of Baylor 
undergraduates.‖ 

 
7. ―First, I would like to give you our informed consent form to read over. The 

stapled one is the one you need to read carefully and initial every page and 
sign and date the last page. The other one is for you to keep.‖ 

 
8. Make sure you sign the last page on the research signature line. 

 
9. Say: ―Before we can continue with this experiment, I need to first ask you to 

fill out a survey for us. Except for question number 5 on this survey, all of 
your answers will be confidential. This survey asks a variety of personal 
questions, so please do not talk to me about the way you answer the questions 
on this form. Please answer everything honestly, but be sure to leave your 

name or any other identifying information off this form. When you are 
finished with filling out the information, please drop your form in the drop off 
box. This box is taped to protect your identity. This box will not be opened 
until the end of the semester, so I will never have access to your answers. 
Also, make sure to remember what number (a one, two, or three) you answer 
for question number 5. I will be asking you which number you chose after you 
have completed the survey.‖ 

 
 ***Feel free to show them how the box works*** 
 

10. The experimenter should leave the room. It is ―ok‖ if the door is ajar, but be 
sure to never get close enough to the participant that you could peer at their 
responses. The experimenter should take a seat at their desk.  

 
The participant should finish the survey and drop it into the drop off box. 
 

11. Ask the participant what number they chose for question number 5 and 

write their answer on their folder. 
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12. At this point, you should hand the participant the Information Sheet (Gain, 
One-sided Message) 

 
Say: ―At this point I would like for you to read this information sheet carefully and let me 
know when you feel you have had ample time to read and understand the information.‖ 

 
13. Once the participant has read PERSUASION: 

 
Say: ―Alright, at this time I would like for you to fill out another survey for us. The same 
rules apply here from the previous survey. Please fill out this survey, but do not put 

your name or any other identifying information on it.” 
 

14. The experimenter should leave the room. It is ―ok‖ if the door is ajar, but be 
sure to never get close enough to the participant that you could peer at their 
responses. Again, have a seat at the desk. 

 
15. Once the participant has finished the survey, have them place the survey into 

the drop off box. 
 

16. Pull out the PARTICIPANT SUSPICIONS SHEET. Go through and ask the 
participant each question. Be sure to write down the participant‘s answers in 
his or her own words.  

 
17. Say: ―You were randomly assigned to the experimental condition for this 

experiment, so at this point, I would like to tell you the purpose of this 
experiment.‖ 

 
18. Hand the participant the debriefing sheet. Allow them a few minutes to read 

over it and then ask them if they have any questions about the experiment. 
Make sure they return the debriefing sheet! 

 
19. Say: ―You randomly selected yourself to receive the gain-framed, one-sided 

argument condition, but other participants in this experiment will not receive 
such an experience. This experiment focuses on message framing and 
argument type and participants are randomly selected to a gain-framed or loss 
framed message and a one-sided or two-sided argument type. It is important 
that you do not discuss what goes on here with other Psy 1305 students, 
people who socialize with Psy 1305 students, or those students able to take 
extra credit until the semester ends. Can you please do us a favor and promise 
not to discuss this experiment with anyone until the semester ends? For our 
experiment to be properly tested, participants need to be naïve (not to know 
what this is about until the end of the experiment). I know this is a difficult 
thing to ask, but it is crucial for this project. Can you keep from discussing 
this with anyone else until the end of the semester?‖ 

 
 ***Look them in the eye when you say this*** 
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 20. Say:  ―Before you leave, I would like for you to do a multiplication task for 
us. If you correctly answer the question, you will be able to get an item from 
the lab. So, please follow me into the next room.‖ 

 21. Walk over to the refrigerator. 

 22. Say: ―So, I am going to give you a multiplication problem and I want you to 
give me the answer.‖ What is 7 X 11 and immediately open the 

refrigerator and say: “and while you are thinking about that, which 

beverage would you like if you get the correct answer?” 

 23. Once they choose their beverage, have them give you the answer. 
 
 If the participant correctly recites their number, say: ―You correctly 

recited the number, so you are free to get your beverage of choice out 
of the refrigerator. 

  
  If the participant incorrectly recites their number, say: ―You did not 

quite recite the number correctly, but we would still like for you to 
receive the beverage you chose from the refrigerator.  

 24. Write down the beverage they chose and if they got the multiplication 

problem correct. 

 25. Hand the participant the second debriefing sheet 

 Allow the participant a few minutes to read it over and make sure you collect it back! 

 26. ―You randomly selected yourself to receive the noncognitive load condition, 
but other participants in this experiment will not receive such an experience. 
This part of the experiment focuses on cognitive load and participants are 
randomly selected to either a cognitive load or noncognitive load condition. 
Again, I must emphasize the importance of not discussing what goes on here 
with other Psy 1305 students. For our experiment to be properly tested, 
participants need to not know what this is about until the end of the 
experiment. I know this is a difficult thing to ask, but it is crucial for this 
project. Can you keep from discussing this with anyone else until the end of 
the semester?‖ 

  ***Look them in the eye when you say this*** 

 27. Thank the participant for participating in the experiment. 

 28. Check to make sure the folder contains: 
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Debriefing Sheet #1 

Suspicion Form 

Debriefing Sheet #2  
 
REPLACE BEVERAGE!!! 

 
 

Condition H): Loss-Framed One-sided Message with Minimal Cognitive Load 

 

Before Subject Arrives:  

 

Make sure all beverages are in place! (It is okay if you make the participant wait 

outside while you resupply the refrigerator) 

 

Make sure you have folder ready for participant and correct clip board in hand. 
 
After Subject Arrives: 

 
1. Greet the participant as he or she enters the lab with lab coat on and clip board 

in hand. 
 

2. Have the participant print their name on the sign-in sheet.  
 

3. Have them turn off their cell phones 
 

4. Write down their gender, date, and time on their folder 
 

5. Tell the participant: 
 
―From now on you are being tracked in the experiment by a preassigned code and your 
name will not be associated with any of the information collected at this point.‖ 
 

6. Say: ―As you know, this experiment is interested in risky habits of Baylor 
undergraduates.‖ 

 
7. ―First, I would like to give you our informed consent form to read over. The 

stapled one is the one you need to read carefully and initial every page and 
sign and date the last page. The other one is for you to keep.‖ 

 
8. Make sure you sign the last page on the research signature line. 

 
9. Say: ―Before we can continue with this experiment, I need to first ask you to 

fill out a survey for us. Except for question number 5 on this survey, all of 
your answers will be confidential. This survey asks a variety of personal 
questions, so please do not talk to me about the way you answer the questions 
on this form. Please answer everything honestly, but be sure to leave your 
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name or any other identifying information off this form. When you are 
finished with filling out the information, please drop your form in the drop off 
box. This box is taped to protect your identity. This box will not be opened 
until the end of the semester, so I will never have access to your answers. 
Also, make sure to remember what number (a one, two, or three) you answer 
for question number 5. I will be asking you which number you chose after you 
have completed the survey.‖ 

 ***Feel free to show them how the box works*** 
 

10. The experimenter should leave the room. It is ―ok‖ if the door is ajar, but be 
sure to never get close enough to the participant that you could peer at their 
responses. The experimenter should take a seat at their desk.  

 
 The participant should finish the survey and drop it into the drop off box. 
 

11. Ask the participant what number they chose for question number 5 and 

write their answer on their folder. 

 
12. At this point, you should hand the participant the Information Sheet (Loss, 

One-sided Message) 
 
Say: ―At this point I would like for you to read this information sheet carefully and let me 
know when you feel you have had ample time to read and understand the information.‖   

 
13. Once the participant has read PERSUASION: 

 
Say: ―Alright, at this time I would like for you to fill out another survey for us. The same 
rules apply here from the previous survey. Please fill out this survey, but do not put 

your name or any other identifying information on it.” 
 

14. The experimenter should leave the room. It is ―ok‖ if the door is ajar, but be 
sure to never get close enough to the participant that you could peer at their 
responses. Again, have a seat at the desk. 

 
15. Once the participant has finished the survey, have them place the survey into 

the drop off box. 
 

16. Pull out the PARTICIPANT SUSPICIONS SHEET. Go through and ask the 
participant each question. Be sure to write down the participant‘s answers in 
his or her own words.  

 
17. Say: ―You were randomly assigned to the experimental condition for this 

experiment, so at this point, I would like to tell you the purpose of this 
experiment.‖ 
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18. Hand the participant the debriefing sheet. Allow them a few minutes to read 
over it and then ask them if they have any questions about the experiment. 
Make sure they return the debriefing sheet! 

 
19. Say: ―You randomly selected yourself to receive the loss-framed, one-sided 

argument condition, but other participants in this experiment will not receive 
such an experience. This experiment focuses on message framing and 
argument type and participants are randomly selected to a gain-framed or loss 
framed message and a one-sided or two-sided argument type. It is important 
that you do not discuss what goes on here with other Psy 1305 students, 
people who socialize with Psy 1305 students, or those students able to take 
extra credit until the semester ends. Can you please do us a favor and promise 
not to discuss this experiment with anyone until the semester ends? For our 
experiment to be properly tested, participants need to be naïve (not to know 
what this is about until the end of the experiment). I know this is a difficult 
thing to ask, but it is crucial for this project. Can you keep from discussing 
this with anyone else until the end of the semester?‖ 

 
 ***Look them in the eye when you say this*** 
 

20. Say:  ―Before you leave, I would like for you to do a multiplication task for 
us. If you correctly answer the question, you will be able to get an item from 
the lab. So, please follow me into the next room.‖ 

 
21. Walk over to the refrigerator. 

 
22. Say: ―So, I am going to give you a multiplication problem and I want you to 

give me the answer.‖ What is 7 X 11 and immediately open the 

refrigerator and say: “and while you are thinking about that, which 

beverage would you like if you get the correct answer?” 
 

23. Once they choose their beverage, have them give you the answer. 
 

 If the participant correctly recites their number, say: ―You correctly 
recited the number, so you are free to get your beverage of choice out 
of the refrigerator. 

  
 If the participant incorrectly recites their number, say: ―You did not 

quite recite the number correctly, but we would still like for you to 
receive the beverage you chose from the refrigerator.  

 
24. Hand the participant the second debriefing sheet 

 
Allow the participant a few minutes to read it over and make sure you collect it back! 
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25. ―You randomly selected yourself to receive the noncognitive load condition, 
but other participants in this experiment will not receive such an experience. 
This part of the experiment focuses on cognitive load and participants are 
randomly selected to either a cognitive load or noncognitive load condition. 
Again, I must emphasize the importance of not discussing what goes on here 
with other Psy 1305 students. For our experiment to be properly tested, 
participants need to not know what this is about until the end of the 
experiment. I know this is a difficult thing to ask, but it is crucial for this 
project. Can you keep from discussing this with anyone else until the end of 
the semester?‖ 

 
 ***Look them in the eye when you say this*** 

 
26. Thank the participant for participating in the experiment. 

 
27. Check to make sure the folder contains (in this order): 

 

Debriefing Sheet #1 

Suspicion Form 

Debriefing Sheet #2  
 
REPLACE BEVERAGES!!! 
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