(Source Credibility)
(Endorser Credibility) (Corporate Credibility)

(Source Credibility)
(Mahony & Meenagan, 1997-1998)
2 (Expertise)
(Trustworthiness)
(Assael, 1998)

(Endorser)
(Endorser Credibility)
(Ohanian, 1990)
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Lafferty ~ Goldsmith

(1999) (Corporate Credibility)
(Honest/Trustworthiness)
(Expertise) Kotler ~ Armstrong
(1996)
(Brand Equity)
(Added Value)

(Farquhar,
1989; Schiffman & Kanuk, 2004)

(Experimental Research Design) ~ 2x2

(Factorial Design) (Source
Credibility) (Brand Equity)
(Attitude toward the Ad) (Attitude toward the
Brand) (Purchase Intention)
2 1
(Endorser Credibility) 2
(Corporate Credibility)
3
)
2) 3)
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1 130
5 ( 40.0) 8

60.0) 2130 (569
2 130 51
( 392) 79 (608

21-30 ( 61.5) 1 2
2

1
1
2

(Interaction Effect)
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(Interaction Effect)
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1
2
?
3
) 2)
3
3 .
(Communication Process)
Solomon (2004) 5 (Source)
. (Message) . (Medium) ,
(Receiver) S
(Feedback)
(Clow & Baack, 2002)  Hawkins, Best
Coney (2001)

(Advertising Communication)

(Arens, 1999)
(Source) (Originator) (Hanna &
Wozniak, 2001; Mowen & Minor, 1998; Wells & Prensky, 1996)



160

Mowen  Minor (1998) (Credibility),
(Physical Attractiveness), (Likability)
(Meaningfulness)

(Source Credibility)
(Endorser)

(Celebrity), (Typical Consumer),

(Professional Expert) (H. Freidman & L. Freidman, 1979), (Company
President/ CEQ) (Friedman et al-, 1986), (Spokes-characters)
(Schiffman & Kanuk, 2004) (Corporate) (Goldsmith et al., 2000; Lafferty &
Goldsmith, 1999)

(Lafferty et al., 2002)

1 (Endorser
Credibility) 2
(Corporate Credibility)
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( 4.6-4.8) Lafferty
Goldsmith (1999)

100

Lafferty  Goldsmith

Lafferty  Goldsmith



Lutz (1991)
(Beliefs)

(Affect) (Intentions)
(Behaviors)

(2546)
123

(Attractiveness)

(2546)



(Aaker et al., 1992; Assael, 1998, Dholakia & sternal, 1977,
Lafferty & Goldsmith, 1999; Mowen & Brown, 1981; stemnal et al., 1978)

(Corporate Credibility)

(Clow & Baack, 2002)

(Corporate
Brand) Murphy (1990)

(Organizational Association) (Aaker, 2004)
(Company Name) , ,
(Customers), (Consumers),
(Stakeholder) (Kitchen & . Schultz, 2001)

Lutz (1991)
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Ohanian (1990)

Mahony ~ Meenagan (1997-

1998)
(Expertise) (Trustworthiness) (Mowen & Minor, 1998)
2 Newell  Goldsmith (2001)
(Corporate Honesty) / (Corporate Trustworthiness)
(Corporate Expertise) 8
4
/
4
2
( 4.22-4.23)

Dholakia ~ sternal (1977)
110
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Goldsmith et al. (2000) 2
152

Mobi

Goldsmith et al. (2000)

Fombrun (1996)
2 @)
(Corporate Image) (Beliefs), (Attitudes),

(Einwiller & Will, 2002)

(Hatch & M. Schultz, 2003) ~ (2) (Corporate

Reputation)
(Kowalczyk & Pawlish, 2002)
(Competitive Advantage) (Fombrun,1996)
(Expertise)
(Knowlegable) (Mowen & Minor, 1998)

(Trustworthiness)
(Unbiased) (Honest) (Mowen & Minor, 1998)

Crici  Kassinove (1973,
cited in Ohanian, 1990)
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Crano (1970, cited in Ohanian,
1990)

(Trustworthiness) McGinnies
Ward (1980, cited in Ohanian, 1990)

Mowen  Minor
(1998)
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(Clow & Baack, 2002)

Fishbein (1963, cited
Assael, 1998)

( 4.24)

Woodside  Davenport
(1974, cited in Ohanian, 1990)



2
( 4.31)
Lafferty  Goldsmith (1999)

(Elaboration Likelihood Model  ELM) Petty

Cacioppo (1983)
2
3
(Low vovlement with Situation)
(Peripheral Route)
1
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Goldsmith
et al. (2000)

( 4.31-4.33)
(Predisposition)
(Fishbein & Ajzen, 1975, cited
in Lutz, 1991)
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!
(Marketing Science
Institute, n.d., cited in Anantachart, 1999a)  Farquhar (1989)

Farquhar (1989)
2
1,
2
1 2
1
1
( 4.9-4.11)
Aaker (1991)

4 (Name Awareness)
(Brand Association) (Perceived Quality)

(Brand Loyalty)
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Aaker (1991)

(Name Awareness)
2 (Recall)
(Cue)
(Recognition)
(Keller,
2003)
(2546)
240
1
(
2.8) Aaker (1991)
(Unaware of Brand)
(Brand Association)
(Aaker, 1991)
(Brand Image) (Brand Positioning)
(Strength of

Brand)
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(Perceived Quality)
(Superiority) (Aaker, 1991)

(Product Quality)  Aaker (1991) 7

(Performance), (Features),
(Conformance with specification), (Reliability), (Durability),
(Serviceability)
(Fitand Finish)
(Brand Loyalty)

(Solomon, 2004)
(Aaker, 1991)

Aaker (1991)



13

Kotler  Keller
(20006) Aaker (1991)
2 (Brand Acceptability)
(Brand Preference)
(Familiarity)
(Aaker, 1991; Keller, 1993)
1
2



4.26
421

Lasser, Mittal  Sharman (1995, cited in Anantachart, 19990)

5
(Performance), (Social image),
(Feeling), (Trustworthiness)
(Value)
2
3
2
Keller (2003)

(Brand Knowledge)
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1
2
1
2
435 436
2
1
i
2
( 4,34 - 4.36)
(Brand
Knowledge) Keller (2003)
(Brand Awareness)
(Brand Image)
(Brand Recogpnition) (Brand Recall)
(Shimp, 2003)
(Strength)
(Favorability) (Uniqueness) (Keller, 2003)



Lafferty
Goldsmith et al. (2000)

4.34 -4.36

4.12-4.14

Goldsmith (1999)

(Interaction Effects)

176
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4.29)

4.22

Dhoiakia ~ sternal (1977) ©  Goldsmith et al. (2000)

4.25
(Balance Theory)  Heider
(1946, cited in Lutz, 1991)



(Internal Validity)

(Print Advertisement)

(V)

178



Awareness)
Quality)

(Brand Knowledge)
!

(Brand Association)
(Brand Loyalty)

Keller (2003)

| (Perceived
Aaker (1991)

1"

(Name
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