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Abstract 
This study was conducted to investigate and analyze the effectiveness of fear appeals 
used in HIV/AIDS advertising among Chinese college students, by using focus groups 
and survey research. Based on the data analysis, the researchers conclude that the 
increase of level of fears in HIV/AIDS advertising can result in an increase in 
persuasion, but also an increase in discrimination. Moreover, there is no significant 
relationship between the level of persuasion of AIDS advertising and the knowledge 
level of targeted groups.  
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INTRODUCTION                                 
n Background  

In many countries, HIV/AIDS prevention, especially when it concerns young 

adults, may be the most urgent public health issue confronting public policy makers 

today. Lacking of chemical cure or vaccine prevention for the HIV virus currently 

highlights the significant role of public information and education (Bush & Davies, 

1989). Governments harness public-service advertising to disseminate information, 

increase awareness and promote effective prevention methods in order to control and 

reduce HIV/AIDS transmission.  

However, public policy makers have the difficult task of finding the message 

strategy most likely to persuade the target group while, at the same time, showing 

consideration for HIV/AIDS patients' sensitivities (Marchand & Filiatrault, 2002). 

Rather than rational strategy or positive emotional strategy (i.e. rewarding improved 

behavior), negative emotion (fear) strategy is used most frequently in HIV/AIDS 

advertising (LaTour & Pitts, 1989). Linking the catastrophic consequences to 

inappropriate behavior such as sexual promiscuity, the use of negative emotion (fear) 

appeals in HIV/AIDS advertising usually emphasizes on the severity of the threat 

(Terblanche, 2010).  

In China, according to the report published by the Chinese Center for Disease 

Control and Prevention (CCDCP) in 2006, the communicational effect of HIV/AIDS 

publicity and education among college students was unsatisfactory. College students’ 

level of knowledge about AIDS prevention was limited (CCDCP, 2006). What was 
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even worse, their attitude towards HIV/AIDS victims was very negative because of 

stereotype and prejudice. Especially because of the fear appeals, HIV/AIDS 

advertising confirms their stereotypical ideas and even leads to more discrimination 

and marginalization. This research aims to study the effectiveness of fear appeals in 

HIV/AIDS advertising among college students in China. 

n Definition of Terms 

w Advertising Appeal 

Advertising appeal is the approach used to attract consumer’s attention and 

influence their attitude or feelings toward the product or service. There are two types: 

rational appeals and emotional appeals.  

Rational appeals, also known as informational appeals, focus on the consumer’s 

practical, functional, or utilitarian need for the product or service and emphasize 

features or benefits or reasons for using a product or service. The content includes 

facts, information and logic. On the other hand, emotional appeals focus on 

consumers’ social and/or psychological needs for purchasing a product/service. It 

emphasize on feelings rather than knowledge. Emotional appeals include fear appeals, 

humor appeals and so on and so forth.  

w Fear Appeal 

Fear is an emotional response to a threat that expresses some sort of danger. Fear 

appeals evoke this response, and arouse people to take steps to remove the threat. The 

effectiveness of fear appeals depend upon how fear operates. However, the results of 

researches are inconsistent.  
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LITERATURE REVIEW                            
The literature review includes previous researches on HIV/AIDS advertising and  

the effectiveness of fear appeals and certain social psychological theory.  

The difficult task of HIV/AIDS advertising is to persuade the target group while, 

at the same time, showing consideration for HIV/AIDS patients' sensitivities 

(Marchand & Filiatrault, 2002). Marchand and Filiatrault suggested that prevention 

advertising had some certain characteristics, which were different from other 

traditional goods or services and difficult to convey to the public. For example, 

prevention advertising condemns target groups’ actual behavior and urges them to 

change their habits; otherwise, they would receive deadly consequences. Moreover, 

when it comes to the particular case of HIV/AIDS prevention, sex is still a sensitive 

topic and out of open discussion. Therefore, “the message strategy has to be original 

enough to catch the target group’s attention, argumentative enough to be convincing, 

and subtle enough not to offend certain social or religious groups” (Marchand & 

Filiatrault, 2002).  

The first key objective of HIV/AIDS prevention advertising is making people feel 

concerned personally. If the audiences do not feel personal related to the issue, they 

will not pay attention nor even modify their behavior (Marchand & Filiatrault, 2002). 

Thus, how to use creative strategy is important to achieve the objective. Rather than 

rational strategy or positive emotional strategy (i.e. rewarding improved behavior), 

negative emotion (fear) strategy is used most frequently in HIV/AIDS advertising 

(LaTour & Pitts, 1989). Linking the catastrophic consequences to inappropriate 
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behavior such as sexual promiscuity, the use of negative emotion (fear) appeals in 

HIV/AIDS advertising usually emphasizes on the severity of the threat (Terblanche, 

2010). The fear appeals in HIV/AIDS advertising may increase the likelihood of 

adopting appropriate behavior in order to reduce HIV/AIDS transmission (Terblanche, 

2010). In the study of AIDS advertising conducted by Marchand and Filiatrault 

(2002), they also verified that the emotional message strategy characterized with fear 

appeals produced a positive impact on behavioral intentions.  

However, the situation is even more complicated than we expected. Zaichkowsky 

(1990) stated that an emotional strategy based on fear will automatically cause the 

target group to deny the message arguments. Also, many variables including but not 

limited to individual level of involvement, prior knowledge, peer influence should be 

took into consideration. In addition, in 2009, Kennedy and Hill conducted 

experiments on what they called “stereotype rebound”, which refers to the ironic 

finding that “active efforts to avoid thinking about people in a stereotypical manner 

can backfire and subsequently lead to increased stereotypical thinking and prejudiced 

behavior” (Kennedy and Hill, 2009). In fact, the advertising effects never limit to 

reducing inappropriate behavior of target groups i.e. homosexual men and 

heterosexual men and women, but the perceptions or attitudes of all audiences 

towards HIV/AIDS and its victims.  

There were two main models regarding the effectiveness of fear appeals: 

Monotonic Model and Curvilinear Model. As demonstrated below, the monotonic 

model shows that the relationship between the emotional response of fear and 
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persuasion is positive and monotonic. The higher level of fear result in greater 

persuasion (Rotfeld, 1999). However, Teinowitz suggested that the relationship 

between fear and persuasion is affected by both facilitating effects and inhibiting 

effects (Ray & Wikie, 1970). As a result, the relationship is curvilinear, not 

monotonic. The low level of fear have more facilitating effects and attract attention 

and motivate audiences to take action; as the level of fear increases, the inhibiting 

effects tend to grow, which leads to a decrease in persuasion (Teinowitz, 2007). In 

other words, the high level of fear can cause audiences emotionally block the message 

and deny the arguments.  

Figure 1: Monotonic Model 

 
Figure 2: Curvilinear Model 
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Many theories have been formulated and studied in HIV/AIDS prevention. Some 

researchers are pro-fear-appeals and the others are not (Fishbein, 2000). Despite the 

voluminous critique on using fear appeals in HIV/AIDS advertising, scholars like 

Scalvini (2010) also pointed out that, from 1990s to nowadays, the modern 

advertising has been “glamorizing sick bodies”. For example, claiming that HIV 

individuals can lead a prolonged, normal life where everything is possible. People are 

questioning the effectiveness of such advertising because it downplays the seriousness 

of HIV infection and fails to demonstrate the real dangers of HIV. Therefore, it is 

very important for public policy makers to reflect that how to convey their message 

more effectively through creative strategies and execution in HIV/AIDS advertising.  

In China, the sexually transmitted disease (STD) especially the HIV/AIDS 

transmission is always a social sensitive issue. As been criticized by the international 

community for lack of effectiveness in reducing HIV/AID transmission, Chinese 

government, along with international organizations, has made an effort to increase 

social awareness and promote prevention methods through HIV/AIDS advertising on 

mass media. However, such Public-Service Advertising contains potential 

offensiveness to people and reinforces the stereotype of HIV/AIDS victims (Waller & 

Fam, 2011). According to the report published by the Chinese Center for Disease 

Control and Prevention (CCDCP) in 2006, the communicational effect of HIV/AIDS 

publicity and education among college students was unsatisfactory. College students’ 

level of knowledge about AIDS prevention was limited – the average accuracy rate of 

survey response was only 67.5% (CCDCP, 2006). What was even worse, their attitude 
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towards HIV/AIDS victims was very negative because of stereotype and prejudice. 

They resisted to socialize with HIV carriers and AIDS patients; associated AIDS with 

immorality; unwilling to exposure their relationships with any HIV/AIDS victims; 

and even opposed to allowing HIV/AIDS victims attending to schools (CCDCP, 

2006). As the report pointed out, knowledge did not improve student’s attitude very 

much; more knowledge did not guarantee more positive attitude. Especially because 

of the fear appeals, HIV/AIDS advertising confirms their stereotypical ideas and even 

leads to more discrimination and marginalization. It is precisely with this in mind that 

the present study was conducted.  

HYPOTHESES                                    
Based on the secondary research on previous studies on HIV/AIDS advertising 

especially the usage of fear appeals in it, and key findings of pilot focus group (which 

would be discussed below), the researchers developed three main hypotheses as 

following: 

w The increase in level of fear appeals leads to the increase in level of persuasion. 

w The increase in level of fear appeals leads to the increase in level of 

discrimination. 

w There is a relationship between the level of persuasion of AIDS advertising and 

the knowledge level of target groups. 

METHODOLOGY                                

 Both qualitative and quantitative methods were used in the research. First, a focus 

group was conducted as a pilot study. It aimed to explore the current situation in the 
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college students regarding their knowledge and attitude towards AIDS, and their 

perception of HIV/AIDS advertising. Based on the result, the researchers identified 

more specific hypotheses of research question. The pilot focus group was conducted 

on April 13th in Learning Resource Center. There were eight participants, and five of 

them were female while three were male. They were all UIC students whose age 

range from 19 to 21 years old. First, they were invited to demonstrate their knowledge 

of AIDS. Then, they generally discussed their impression on HIV/AIDS advertising. 

Following that, the researcher randomly showed about ten advertisements (both print 

advertisements and video clips) to the participants. Some of the advertisements 

characterized with fear appeals and some did not. They were invited to discussed their 

opinions of the advertisements. (See Appendix: Advertisements) 

 Following the pilot group, a survey research was conducted. It aimed to 

investigate popular attitudes and opinions about four groups of advertisements with 

fear appeals. The survey also investigated college students’ basic knowledge of AIDS 

by using True/False questions. The survey was put online from April 14 to April 17. 

Through snowball sampling, 216 undergraduate students responded the survey. 147 of 

them were female and 69 were male. 98 percent of the questionnaires were valid.  

 Two extended focus groups followed the survey, which aimed to look into more 

detailed information and why the result of survey existed. Two focus groups were 

conducted: experimental group and control group. Both focus groups were held on 

April 17 and each had eight respondents. The experimental group was held at the 

Learning Recourse Center while the Control group at the Greenwood Gourmet. Six 



	   |	  11	  

female and two male students participated in the experimental group; four female and 

four male students were in the other group. Both groups were required to complete a 

survey before the discussion section. For experimental group, the research showed 

four groups of fear advertisements to the respondents. On the other hand, the control 

group was showed three print advertisements and one video without fear appeals.  

DATA ANALYSIS                                

The data analysis includes general examination of pilot focus group. To be more 

specific, the analysis was centered on three hypotheses. For each hypothesis, there 

was a analysis of relative survey results and followed by comparative analysis 

between experimental group and control group.  

n Pilot Study & Extended focus groups 

w Pilot study 

The respondents in pilot group had relatively rich knowledge of AIDS. They 

acquired the knowledge mainly through public-service advertising and partially from 

school education. Almost none of them had experience of interacting with AIDS 

patients, but they said they were willing to help AIDS patients in any capable ways. 

Moreover, they had some ideas of risky groups such as homosexual people and 

prostitutes. The researcher showed the advertisements to the participants. They were 

impressed or even shocked by the fear advertising while showed little response to 

advertisements without fear appeals. They considered the advertisements with fear 

appeals as very impressive and persuasive. However, they also thought those 

advertisements had been overemphasize sexual transmission of AIDS. They resulted 
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in huge discrimination. Based on the findings of pilot group, the three hypotheses 

were developed.  

w Advertisement Broadcast 

When one of the researchers was showing the interviewees the AIDS Ads (the 

scared ones for the experiment group, the gentle ones for the comparison group and 

both for the prior study group), the researcher noticed their facial expressions and 

made record. The experiment group: confused, shocked, surprised, scared, and sick. 

(5 girls even closed their eyes) The comparison group: confused, surprised, touched 

and plain. The prior study group's facial expressions contain all the above. 

w Discussion 

After the broadcast, there came the in-depth discussion. The results were arranged 

into 3 parts, according to the different groups. They consider all the ADs showed are 

extraordinary creative, especially the scared ones. (in the discussion record, "creative" 

appeared 9 times) On the other hand, many of them are hard to understand. 

Comparing these two kinds of advertisements, 3 of them preferred the scared 

ones; because they think those advertisements are special, artistic and high visual 

effect. However, they also mentioned that the scared ones are too narrow to express 

the advertisement themes and focus too much on sex. The other 5 preferred the gentle 

ones, because they think those called their deep consideration and compassion. 

n Hypothesis 1: The increase in level of fear appeals leads to the increase 

in level of persuasion. 
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w Survey 

Table 1: Correlation of Fear and Persuasion 

Evaluation factors  Person correlation  Sig.  
   Fear 1 vs. Persuasion 1  r=0.149 p<0.05*  
Fear 2 vs. Persuasion 2  r=0.234 P<0.01 **  
Fear 3 vs. Persuasion 3  r=0.310 p<0.001 ***  
Fear 4 vs. Persuasion 4  r=0.405 p<0.001 ***  

N=216, *P<0.05; **P<0.01; ***P<0.001  

 As shown on table 1, the P-value of significance between fear and persuasion 

regarding four groups of advertisements were all smaller than 0.05, which means 

there was a strong correlation between fear and persuasion.  

Table 2:  

Frequency of fear  

Table 3:  

Frequency of persuasion 

Ad Frequency  Percentage 
AD1 70 32.41% 
AD2 55 25.46% 
AD3 53 24.54% 
AD4 38 17.59% 
Total  216 100% 

 

Ad Frequency  Percentage 
AD1 65 30.01% 
AD2 59 27.31% 
AD3 50 23.15% 
AD4 42 19.44% 
Total  216 100% 

 

According to table 2 and table 3, the tendency of most fearful advertisement 

among college students agreed with the trend of persuasion. The group 1 of 

advertisements was considered to be the most fearful one and also the most persuasive 

one. Group 1 was followed by group 2, 3 and 4. In other words, the higher level of 

fear results in greater persuasion.  

w Comparative Analysis between experimental group and control group 

Table 4: Frequency of Keywords 

Keywords  Experimental Group Control  Group  
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Description of Ads  难受  
恐怖  
恶心  
露骨  

7 
5 
4 
3  

平庸 
平淡 
温和 
隐晦 

8 
7 
5 
5  

Persuasion  印象深刻 
难以忘记 
视觉效果 
震撼  

6 
5 
6 
4  

缺乏警示 
无聊  
不痛不痒  
误导  

4 
3 
2 
2  

The Table 4 demonstrates that the comparison between experimental and control 

groups in terms of description of advertisements and persuasion of these ads. For 

experimental group, the description of advertisements tends to be very negative, for 

example, uncomfortable, scary and disgusting. On the contrary, the control group 

thought what they saw as plain and gentle. But also, they consider the advertisements 

as lack of excitement. With respect to the persuasion effects, the experimental group 

thought the advertisements with fear were very impressive and having strong visual 

effects. On the other hand, the control group thought the advertisements without fear 

were boring and lack of caution.  

Table 5: Frequency of recall 

Recall  Experimental Group  Control  Group  

Number  
of Ads  

4 
3 
2 
1 
0 

4/8 
3/8 
1/8 
0 
0  

4 
3 
2 
1 
0  

0/8 
2/8 
5/8 
1/8 
0  

A week later, a recall test was conducted to investigate their impression of the 

advertisements they saw before. The experimental group remembered the 

advertisements very well while the control group did not. Therefore, the advertising 

with fear appeals is more impressive and effective than advertising without fears. 
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Therefore, the hypothesis one is accepted.  

n Hypothesis 2: The increase in level of fear appeals leads to the 

increase in level of discrimination. 
w Survey  

Table 6: Correlation of Fear and Persuasion 

Evaluation factors  Person correlation  Sig.  

Fear 1 vs. Discrimination1  r=0.408 p<0.001 ***  

Fear 2 vs. Discrimination 2  r=0.304 P<0.001 ***  

Fear 3 vs. Discrimination 3  r=0.211 p<0.001 ***  

Fear 4 vs. Discrimination 4  r=0.125 p<0.01 **  

N=216, *P<0.05; **P<0.01; ***P<0.001  

 There was significant relationship between level of fear appeals and 

discrimination considering the p-values are lower than 0.05 and even 0.001. 

Table 7:  

Frequency of fear  

Table 8:  

Frequency of discrimination 

Ad Frequency  Percentage 
AD1 75 34.72% 
AD2 66 30.56% 
AD3 64 29.63% 
AD4 11 5.09% 
Total  216 100% 

 

Ad Frequency  Percentage 
AD1 65 30.01% 
AD2 59 27.31% 
AD3 50 23.15% 
AD4 42 19.44% 
Total  216 100% 

 

According to table 7 and table 8, the tendency of most fearful advertisement 

among college students agreed with the trend of discrimination. The group 1 of 

advertisements was considered to be the most fearful one and also the most 

discriminated one. Group 1 was followed by group 2, 3 and 4. In other words, the 

higher level of fear results in greater discrimination.  
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w Comparative Analysis between experimental group and control group 

Table 9: Description of AIDS Patients 

Keywords  Experimental Group Control  Group  

Description of AIDS patients  滥交  
同性恋  
不幸  
可怕  
恐怖 

12 
6 
4 
3 
1  

不幸  
可怜  
悲惨  
滥交 

8 
7 
5 
4  

 Both experimental and control groups described the AIDS patients as unfortunate 

and miserable. However, the experimental group was more hostile towards AIDS 

patients; they also related AIDS to sexual promiscuity strongly. But, the control group 

was more sympathetic with AIDS patients. Therefore, the hypothesis 2 is accepted. 

n Hypothesis 3: There is a relationship between the level of persuasion of 

AIDS advertising and the knowledge level of target groups. 

w Survey  
Table 10: Accuracy Rate of True/False Questions 

                                   
No.  

Frequency  Percent  

Valid  6  117  54.2  

5  69  31.9  

4  27  12.5  

3  3  1.4  

2  0  0  

1  0  0  

0  0  0  

 Total  216  100.0  

 The table 10 shows that most students have good knowledge of HIV/AIDS. more 

than 80% of them got full mark or missing one.  
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Table 11: Correlation between Knowledge and Persuasion 

Evaluation factors Sig. Sig. 

Knowledge  vs. Persuasion 1 p=0.700 -- 

Knowledge  vs. Persuasion 2 p=0.873 -- 

Knowledge  vs. Persuasion 3 p=0.716 -- 

Knowledge  vs. Persuasion 4 p=0.507 -- 

N=216, *P<0.05; **P<0.01; ***P<0.001  

 

According to the table11, there is no significance between knowledge and 

persuasion.  

w Comparative Analysis between experimental group and control group 

We invited 6 students who are taking the public health course to attend our study. 

They got relatively profound knowledge on HIV/AIDS. But their answers to all the 

discussion questions are very similar to the normal students. 

n Discussion and Additional Key Findings 

w Experimental group  

The most frequent words they used to describe the ADs are "难受", "不舒服", "

刺激", "大胆露骨", "恶心". Five people don't like those ADs. To be brief, the reasons 

as following: lack of educational meaning, not suitable for the children, easy to be 

forgotten, only focus on sexual transmission, discriminate the gay people, stereotype 

the AIDS patients, too sick to look again. There still three people stand for the scared 

ones. They think those are impressive and persuasive. It seems that the fear appeal 

distance the audience from AIDS and HIV and make the interviewees feel the things 

in those ADs aren't relevant to them. 
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w Control group  

Many of the group members agree that even the gentle advertisement contain 

some fear appeal, because they were still scared by a few Ad elements. Such as: the 

bloody color, dark and cold atmosphere. Two people think there are too many 

emotional advertisements which are a kind of boring. Emotions become a tool and 

always fake. Too plain to persuade and impress the audience. 

CONCLUSION                                                  
 Therefore, based on the results of survey and focus groups, the hypothesis one 

and hypothesis two were accepted. However, the researcher rejected the third 

hypothesis.  

w The increase in level of fear appeals leads to the increase in level of persuasion. 

w The increase in level of fear appeals leads to the increase in level of 

discrimination. 

w There is no relationship between the level of persuasion of AIDS advertising and 

the knowledge level of target groups. 

EVALUATION                                   

 There are some limitations about the research.  

 About the Validity: First of all, 24 university students participated in our focus 

group discussion and all the students are from UIC. Although they were active and 

conscientious during that study, the results of the focus group can't be generalized 

very well. And then, only 9 of them are males, the genders don't make a balance. It 

may effect the gender variable. Thirdly, we just show different advertisements to the 
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experimental and control groups, and there was no other clean distinguish ability of 

those two groups. Fourthly, we invited 6 students who are taking the public health 

course to attend the discussion, but not in a scientific designed rate. Moreover, 

because of the researchers’ bias, the subjective analysis of focus groups may not be 

objective and accurate completely.  

About the Reliability: There are many questions in our on line questionnaire. And 

people always finish a questionnaire in a rush. So the reliability of the survey results 

is not so ideal. The insufficient statistics is also a problem. More questionnaires 

should be distributed.  
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Appendix I: Advertisements 
Group 1: AIDES – “Protect Yourself” Advertising Campaign 
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Group 2: AIDES – AIDS is mass murderer 
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Group 3: One life -	  HIV Aids Awareness Advertising Campaign 

 
 
 
 
 
 
 



	   |	  25	  
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Group 4: “AIDS makes us equal” Advertising Campaign 
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One Mistake is all it tales                             Prevent 

Prevent 
Life Saver 
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If yes, please identify your relationship with her/him and briefly explain in what way you 
know the person(s) on the lines below.  

Appendix II: Survey 
Dear students, 
We are conducting a research on the communicational effects of using fear appeals in 
AIDS advertising among Chinese college-age population. Please fill up the following 
survey. We deeply appreciate your time and effort. Thank you! 
Before you start: 
� The survey is anonymous; 
� Please answer the questions independently; 
------------------------------------------------------------------------------------------------------- 

Section 1:  

Please “¡” all answers that apply the following questions 
1. Please “¡” the following statements about AIDS are True (T) or False (F) 

T  F   All HIV carriers are AIDS patients.  
T  F   Drinking water from the same cup with AIDS patient will be infected. 
T  F   Unprotected sex is the only to transmit AIDS. 
T  F   AIDS can be cured through medical therapy.  
T  F   Anyone is possible to be infected with HIV regardless of gender, age or 

sexual orientation. 
T  F   Many HIV carriers can live decades after infection.  

2. Have you ever met AIDS patient(s) before? 
a: Yes      b: No   

______________________________________________________________ 
______________________________________________________________ 

3. Have you ever seen AIDS advertisement(s) before?  
a. Yes, a lot. 
b. Yes, few. 
c. Only once 
d. No à if no, please go to section 2 

4. Please identify the country of origin of the AIDS you have seen. 
a. China 
b. France 
c. Germany 
d. Japan 
e. UK 
f. US 
g. others:_________ 
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Section 2: 
In the following advertisements,  
which one is the most fearful one?_______________  
which one is the most persuasive one?_______________ 
which one is the most discriminated one:________________ 
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Section 3:  
� How do you perceive the advertisements? Please “X” the option that best 

describes the extent to which you perceive the advertisement.  

1.  

 
 
 
 
 
 
 
 
 

 
 
 
 
 
 
 

 
 

2.  

 
 
 
 
 
 
 
 
 
 
 
 

 
 
 
 
 
 

 1 2 3 4 5  
Discriminated ___ ___ ___ ___ ___ indiscriminated 

Accurate  ___ ___ ___ ___ ___ Misleading 
Fearful  ___ ___ ___ ___ ___ Fearless 

Persuasive ___ ___ ___ ___ ___ Unpersuasive  

 1 2 3 4 5  
Discriminated ___ ___ ___ ___ ___ indiscriminated 

Accurate  ___ ___ ___ ___ ___ Misleading 
Fearful  ___ ___ ___ ___ ___ Fearless 

Persuasive ___ ___ ___ ___ ___ Unpersuasive  
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3.  

 
 
 
 
 
 
 
 
 
 

 
 
 
 
 
 
 

4.  

 
 
 
 
 
 
 

 
 
 
 
 
 
 

About You 

You are:   □a male    □a female  

You are _____ years old. 

You are in your  □1st  □2nd  □3rd  □4th  Year. 
Your major is: __________________________  
You are from: __________ (Province), China 

 1 2 3 4 5  
Discriminated ___ ___ ___ ___ ___ indiscriminated 

Accurate  ___ ___ ___ ___ ___ Misleading 
Fearful  ___ ___ ___ ___ ___ Fearless 

Persuasive ___ ___ ___ ___ ___ Unpersuasive  

 1 2 3 4 5  
Discriminated ___ ___ ___ ___ ___ indiscriminated 

Accurate  ___ ___ ___ ___ ___ Misleading 
Fearful  ___ ___ ___ ___ ___ Fearless 

Persuasive ___ ___ ___ ___ ___ Unpersuasive  

Aids	  is	  a	  mass	  murderer.	   	  

Without	  a	  condom,	  you	  are	  sleeping	  with	  AIDS.	  


