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4.5. Analyses

Since the dependent variable is binary (passing on the ad vs. not
passing on the ad), multiple logistic regression analysis was used to
test the hypotheses. All independent variables (three attitudinal and
three social predictors, as well as gender, age, and education) were
entered in one block. Nagelkere's R2 was used to assess the variance
explained by themodel. Analyseswere performed for the entire sample
and for the three viral advertisements separately. In the main analysis,
perceived tie strength with the sender was not included, because this
would limit the analysis to those participants who received the viral ad-
vertisement from a friend (n=2298). For those participants, separate lo-
gistic regression analyses were performed which included tie strength
with the sender as an independent variable. These analyses were done
separately for the three different advertisements. Effect sizes were deter-
mined following recommendations by Chinn (2000), who proposed that
Odds Ratios can be converted to Cohen's d following the formula d =
ln(OR)/1.81. Combining this formula with Cohen's (1988) classification
of an effect size of d = .20 as small, of d = .50 of medium and of d =
.80 as large, a small effect size of d = .20 is equivalent to an Odds ratio
(OR) of 1.44, a medium effect size of d = .50 is equivalent to an Odds
ratio of 2.47, and a large effect size of d = .80 is equivalent to an Odds
ratio of 4.25.
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