(Advertising Clutter)

‘ 2 (Bovee,
1995) ( Rational Appeal )
( Emotional Appeal )

(Darley ~ Smith, 1995)
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(Emotional Appeals)

(Assael, 1998)
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2534 ( 2536)

(Involvement)

(Hoffman  Batra, 1991 France  Park, 1997)

(Darley ~ Smith 1995)



J. Walter
Thompson (Carsky ~ Zuckerman 1991; Deaux  Kite 1987 Darley
Smith 1995)

(Meyer-Levy  sternthal, 1991)

(Darley ~ Smith,
1995)

(Moore  Haris, 1996)

(Hierarchy of Effects) (Lavidge ~ Steiner,
1961 Nylen, 1986)

2 ( Holbrook o Shaughnessy,
1984; Holmes ~ Crocker, 1987; Johar  Sirgy, 1991, Vaugh, 1980) 1
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(Thematic Advertisements)

(Promotional Advertisements)
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2542- 2543 1



( , 2538)

(Schiffman Kanuk,

1997)
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