
    
      Skip to main content
    

        
      
    
  
    
  
    
  
                
    
      
  
    
  
        Main menu

    
  
  
    
  
    
  
      
  
  
    
  	Home
	Articles	Current issue
	Archive
	Digital First
	JAR Best Paper
	Open Access


	Videos	JAR Webinars
	ARF Insights Studio
	Podcast


	Submit	Submit a manuscript


	Calls For Papers	How Can Advertisers Leverage AI and Generative AI?
	Past Calls


	Research Priorities
	About	About JAR
	Impact factor
	Meet the Editors
	ARF and Editorial Review
	ARF members
	Subscribe to JAR
	Pay  per  view
	JAR in the News
	My Folders
	Feedback
	Contact





  


  
  



  
      
  
  
    
  	Other Publications	jadvertres





  


  
  



  



  


  
  


  
        User menu

    
  
  
    
  
    
  
      
  
  
    
  	Subscribe
	Contact Us



  


  
  



  
      
  
  
    
  


  
  



  



  


  
  


  
        Search

    
  
  
    
  
    
  
      
  
  
    
  Search for this keyword 
 







  


  
  



  
      
  
  
    	Advanced search

  


  
  



  



  


  
  




  



    

  


  


  

  
      
  	    
  
    
  
                
    
      	Other Publications	jadvertres




    

  



  
                
    
      [image: ]    

  


  



  
    
  
                
    
      
  
    
  
      
  
  
    Log in

  


  
  



  



    

  



  
                
    
      	 Facebook
	 Twitter
	 Linkedin

    

  


  


  

  
  
    
  
        
            
        [image: the Journal of Advertising Research]      

                

          



  
    
  
                
    
      
  
    
  
      
  
  
    
  Search for this keyword 
 







  


  
  



  
      
  
  
    Advanced Search
  


  
  



  



    

  


  


  

  
  
  	      

  
  
    
  
        
  
                
    
      	Home
	Articles	Current issue
	Archive
	Digital First
	JAR Best Paper
	Open Access


	Videos	JAR Webinars
	ARF Insights Studio
	Podcast


	Submit	Submit a manuscript


	Calls For Papers	How Can Advertisers Leverage AI and Generative AI?
	Past Calls


	Research Priorities
	About	About JAR
	Impact factor
	Meet the Editors
	ARF and Editorial Review
	ARF members
	Subscribe to JAR
	Pay  per  view
	JAR in the News
	My Folders
	Feedback
	Contact




    

  


  



  

    
      
    
      
        
    
  
    
                        
  
                
    
      
	  
		
		
			
			  
  
      
  
  
    
  
  
  
      

  
      Positive versus Negative Messaging In Discouraging Drunken Driving
Matching Behavior Consequences With Target Groups
  
    	Lefa Teng, Guangzhi Zhao, Yuanyuan Wu, Hongyu Fu, Jiajing Wang

  
    	DOI: 10.2501/JAR-2018-029 Published 1 June 2019 

  
  
  


Lefa Teng 
Jiangnan University, 

	Find this author on Google Scholar
	Search for this author on this site
	For correspondence: 
lefateng@jiangnan.edu


Guangzhi Zhao 
Loyola University Maryland, 

	Find this author on Google Scholar
	Search for this author on this site
	For correspondence: 
gzhao@loyola.edu


Yuanyuan Wu 
Jiangnan University, 

	Find this author on Google Scholar
	Search for this author on this site
	For correspondence: 
wuyy@jiangnan.edu.cn


Hongyu Fu 
Jiangnan University, 

	Find this author on Google Scholar
	Search for this author on this site
	For correspondence: 
hongyufu@vip.jiangnan.edu.cn


Jiajing Wang 
Jiangnan University, 

	Find this author on Google Scholar
	Search for this author on this site
	For correspondence: 
wangjiajing@vip.jiangnan.edu.cn




  


  
  



			

		

	
	
 	
	  
  
		
		
			
			  
  
      
  
  
    	Article
	Figures & Data
	Info
	 PDF


  


  
  



  
      
  
  
    [image: Loading]

  
    
  
      
  
  
    ABSTRACT
Significant resources have been devoted to educating the public about the danger of driving under the influence of alcohol, including antidrunk-driving advertising. Most messages have struck a negative tone and resorted to fear appeals, which have limitations and can be ineffectual under certain conditions or for certain target groups of people. In other domains, researchers have shown that a positive message can be more powerful and effective than a negative message. This research focuses on the relative persuasiveness of positive versus negative antidrunk-driving messages and examines the effectiveness of highlighting different types of consequences of drunk driving.
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