(The Measurement of Advertising Effectiveness)

(Consumer Involvement)

3. (Appeal)

(Gender Difference in Communication and Thinking)

1

(The Measurement of Advertising Effectiveness)

2542)

2 (Nylen, 1986

, 2542)
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2542.

111

1.1.2

1121

SR

(Sale Effect of Advertising)

(Campaign)

SR
(Nylen, 1986)

10



1.1.2.2.

1.1.2.3.

1.2
(Hierarchy of Effects)

, 2542)
1.2.1

1.21.1

1.2.2.2

1.2.2

(Validity)

(Nylen, 1986
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AIDA Formula (Attention,

Interest, Desire, Actiion) Lewis, 1898 ( Nylen, 1986 )

(Nylen, 1986)

1. (AWARENESS| I~

2. (KNOWLEDGE———
l
3. ' (LIKING)
4. >
(PREFERENCE)

5. (CONVICTION) t:::>
6. (PURCHASE)

2542.
Lavidge steinge ( Nylen, 1986)
3
(Cognitive Component)

(Affetcive Component)

(Conative Component)
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3 Kinnear Taylor (1996) (

2542)
3 (
P )
(Hierarchy of Effects
Model) Lavidge Steiner (1961)
3
INPUTS
MARKETING MIX SITUATION FACTORS
BEHAVIORAL RESPONSE
COMPONENTS HIERARCHY-OF-EFFECTS MODEL
AWARENESS
COGNITIVE I
KNOWLEDGE
LIKING
AFFECTIVE 1
PREFERENCE
INTENT4ON TOBUY
BEHAVIORAL I

PURCHASE

OUTPUTS
PERFORMANCE MEASUREMENT

, 2542.



( , 2542)

1.2.3

231

1.2.3.2

14



1.2.4 ( )

( , 2542)

1241

(Hierarchy of Effects)”

- Palda (1966)

(1971)

15

Terence O’Brien

- Gallup Robinson (1971)

- Strategic Planning Institute (SPI) (1980)

73

1.242

Danuta Ehrlirch and others (1957)(

Nylen 11986)
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1.2.4.3

- (COGNITION)
- (AFFECTION)

- (CONATION)

AMHATENUNG (AWARENESS)

A3 A2 1A (KNOWLEDGE)

L

ANNTRL (LIKING)

R

AMNTALNINNA (PREFERENCE)

y

ponasiula (CONVICT)

{

n13498(PURCHASE)

2542.

Smith Swinyard (1982)



(Sample)
COGNITION------ » CONATION --------- » AFFECTIVITY
( , 2542)
CONATION--------- » COGNITION--------- » AFFECTIVITY
3
5 3

A Simple Representation of the

Conation Tricornponent Attitude Model

: Schiffman, L.G., and Kanuk, L.L. Consumer behavior 6med. NewYork:

Prentice Hall, 1997, p. 239.

17



(Scientific Criteria for Testing) (Berkman,

1987 , 2542)

11

1.2

1.3 (When the Research is in any
Necessary Corrective Steps are Taken)

“ 1 3

(Validity)
K , 2542
2.
(Ideal Measurement Procedure) (IMP) 7
21
(Repetition)

(Exposure)

2.2

2.3

18



2.4

2.5

2.6

2.7

19

, 2542

(Berkman, 1987 , 2542)

)

(Presentation)
(Attention)

(Comprehension)

(Yielding)

(Retention)

(Purchasing Behavior)



1. (MEASUREMENT OF RETENTION)
(Berkman,1987 , 2542)
11 (Recognition) “Readership” Tests
(2534)

(Advertisement Recognition)

(Advertising Cue)

1.2 (Recall Testing)

1.2.1 (Unaided Recall)

(Brand Cue)U

(Top of Mind Recall)

20



M8ALJflfint4 « 1M
imtmntltuwre T 'ri®

1.2.2 (Aided Recall)
Story Board
, 2534)
1.3 ! (Cut-through)
21 2.2
(Brand and Ad Cue)
! !
! (Brand Awareness) !
2
1 (Brand Recognition)
]
2 (Brand Recall)

(Ad Recall)
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2.2

DAR

, 2542)

22

3
3 (Triple Associate Test)
(Product) (Brand) (Copy)
, 2534 , 2542)
(Measurement of Comprehension)
2 (Berkman, 1987

(Immediate Testing)

, (New Wave Advertising)

(Day-After Recall)

Buke Marketing Research

DAR

DAR

(2534)



AR

31

3.2

3.3

(Semantic Differential Scale)

(Measurement of Yielding)

(Berkman,1987 , 2542)

(Forced-exposure Testing)

(The Consumer Jury)

(Attitude Change)

1 2 3 4 5 6 7

23
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3.4 ' ' (Response Variables)

(Response Latency)

3.5 (Focus Group)
8-10
4, (MEASUREMENT OF BEHAVIOR)
(Intention to Buy) (
, 2542)
Jan stapel ( Berkman, 1987) ( )
1 2
2
(Singh and Cole, 1993 , 2542)

(The

Effects of length, Content, and Repetition on TelevisionCommercial Effectiveness)



( )
Advertising)
Intention)
2
15

30 15

30

15

1.

2.

3.

4.

(Recall)

(Attitude Toward Brand)

Likert Scale

25

(Attitude Toward

138

(Purchase
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( 54)

2.

(Consumer Involvement)

(Involvement)

(Involvement)

(Involvement) (Day, 1970)
Mitchell (1979) ( , 2542)
Rothschild (1984) ( , 2542)
2 (Enduring Involvement)
(Situational Involvement) ( ! , 2542)

(Enduring Involvement)

(Situational Involvement)



2

Involvement)

(High Involvement)

(High Involvement)

Schiffman and Kanuk,1997)

(Low Involvement)

pn

27

(Krugman 1965)

(Low

(Assael, 1995

(Schiffman and Kanuk, 1997)

(SMCR) Berio (1960) ( DeVito, 1996) 1 .
Aunadeuniousn
Adaas A3 FoINN ATV
! L . >
(Sender) (Message) NIaADaI (Receiver)
(Medium)

!

: DeVito, J.A. Essential of human communication. 2rded. New York: Harpers Collins

College Publisher, 1996: 6.



28

5
3
3
(Product Involvement) (Message Involvement)
(Audience Involvement) (Zaichkowsky, 1986)
2.1 (Product Involvement)
Bowen Chaffee (1974) ( , 2542)
Houston Rothschild (1978)
, 2542)

Product Color Matrix (PCM)
FCB Grids
Foot Cone and Belding Communication, Inc. (
Vaughan, 1980)
(Product Contingencies Model)
Spotts, Weinbergee, and Parsons, 1997)

PCM

PCM
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PCM
7 (Product Color Matrix)
1 2
3 4

: Spotts, H.E., Weinbergee, M.G., and Parsons, L.A. Assesing the use and impact of
humor on advertising effectiveness: A contingency approach. Journal of Advertising 26(3)

(1997): 21.

(High Involvement

Product)



30

(Routine Purchased

product) 1

(Low Involvement Product)

( Spotts, Weinbergee, and Parsons 1997: 21)

Bowen Chaffee (1974)( , 2542)
Krugman (1965)( ,2540)
2.2 (Message Involvement)
Petty Cacioppo (1986)
2
2
(Central Route) (Peripheral

Route)



(Central Route)

(Peripheral Route)

(Central Route)

(Peripheral Route)

(Message Factors)

(Source Factors)”

22

3l
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.2 (
2.1
2.2,
P
(Petty, Cacioppo,
Goldman, 1981 ,2539)
(Message Argument)
(Central Cue)
P
P

(Peripheral Cue)

(Petty Cacioppo, 1984 , 2539)
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2.3 (Consumer Involvement)

Petty Cacioppo
Petty Cacioppo ( 986) ELM
(Elaborate Likelihood Model)
(High Involvement)
(Low Involvement)
(Elaborated Processing)

(Central Cues)

(Peripheral Cues)

(Non Elaborated Processing)

(High
Involvement Consumer)
(Low
Involvement Consumer)
(Peripheral Cues)
(Assael, 1998)

Krugman (1965) ( , 2540)
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(Passive Learning)

P
(Active Learning)
P
8 Krugman (1965)
(Active Learning ) (Passive Learning)
(Attitude ) (Behavior)
T Y
(Behavior) (Attitude )
, 2540.
Krugman (1965) ( , 2539)



Hoffman

N

Batra (1991) (

, 2539.

France

1984

Park, 1997)

35



(Peripheral CuesH

Hattwick (1950)

(2540)

(APPEAL)

3



Bovee (1951)

K.Anderson

, 2541)

37

, 2540)

(BrieleySean 11995

, 2542)



3

K (2542)
( Hattwick 11950 , ,2534)
( Bovee 11995 , 2542)
2
1 . (Rational Appeal or utilitarian Appeal)
2. (Emotional Appeal or Value Expressive Appeal)
(Rational
Appeals versus Emotional Appeals)
31 (Rational Appeals or utilitarian Appeals)

(Objective Criteria)

(Holbrook, 1987 Darley Smith, 1995)



Parcher (1985)

39

(Message Argument)

3.11

(Bovee, 1995

3.1.2

2-3

( 2541)

(Quality Appeal)

Stern, Krugman, and Resnik, 1981)

(Price or Value Appeals)

(Bovee 11995 stern, Krugman,and Resnik.1981)
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3.1.3 ' "1 (Two-sided Appeals)
2
3.1.3.1 (One-sided Comparative Ad)
(Assael, 1998)
3.1.3.2 (Two-sided Comparative Ad)
(Assael,
1998)
3.14 (Star Appeal or
Testimonial Appeal)
3.141 (Star Appeal)
3.14.2
(Testimonial Appeal)
|
(Hunt, 1976; Resnikand stern, 1977 Stewart and Koslow, 1989 Abernethy and
Franke, 1996)
3.2 (Emotional Appeal or Value Expressive Appeal)

Parcher (1985)
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(Subjective Criteria) P
(Holbrook, 1987 Darley Smith, 1995)

(2541) ' ' 1

(Value Expressed Product)

Michilin
(Assael, 1998)

(Agres 1Edell Du-Bitsky 11990)
Ogilvy
Raphaelson(1982)

“Emotional End Benefit”

(Ogilvy Raphaelson,1982
Nylen , 1993)

321 (Humor Appeal)



(Wear out)

3.2.2

Appeal)

12534)

3.2.3

3.24

42

25%:3)

(Fear Appeal )

(Safety

| 2541)

Bovee (1995)
(Sex Appeal)

(Nudity) (Suggesive)

(Shimp, 2000)
(Guilt Appeal or Shame Appeal)



3.2.5

Success and Power)

3.2.6

3.2.7

 2534)

43

(Shimp, 2000)

(Achievement,

( 2541 )
(Parent Appeal)

(Bovee 11995)
(Social-approved Appeal)

' Calder Gruder

(Calder Gruder Bovee, 1995)



(1994)

Holmes  Crocker (1987)

Stafford Day (1995)

Johar Sirgy (1991)

Aaker (1993)

44

Dvorak

(Value
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Expressive versus utilitarian Advertising Appeals; When and Why to use Which Appeals)

(Model)
(Secondary Research)
(Differentiation) (Life Cycle)
(Product Scarcity) (Conspicuousness)
(Involvement) 1 , (Prior
Knowledge) (Self-monitor) (Holbrook and O’

Shaughnessy, 1984; Joharand Sirgy,1991 Vaugh, 1980)

Dube’, Chattopadhyay Letarte (1996) (
, 2542)
(Should Adevertising Appeal Match the Basis of Consumer’s Attitude?)
,o 1 '
(FCB Grid)
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Kamp Maclnnis (1995) ( , 2542)
(Characteristicof Portrayed Emotions
in Commercial)
1
2 (Emotional Flow)
) (Dynamic Ads)
(Static Ads) '
(Emotional Integration)
(High Emotional Integration)

(Low Emotional Integration)

P Zielske (1982)
( Plessis, 1993) 2
Zielske

Foot, Cone and Belding Zielske

Zielskevi' o ' '
2
!
!
1 4

1.1, 1.2, 41 4.2



11

12:

41

4.2:

11

47



48

(Gender Difference in Communication and Thinking)

: (Marketing strategy)
(Persuasive Appeals) (Meyers-Levy ternthal, 1991)

4.1

(Biological

Factors) (Innate Factors)”®

(Fausto-Stering, 1985;
Feingold, 1992; Shields, 1975; Feingold, 1994)

(Biological Theory) (Chromosomal Sex
Differences) (Plormonal Sex Differences)
(Brain Structure and Development of Gender) (
Juria,1999)

5

(Brain structure and Development of Gender)

2 (Left and Right Plemispheres)



(Hartlage, 1980 ; Lesak, 1976 Walsh, 1978 Juria,1999) [ 4]
5 Begley 1995

2
(Begley, 1995; “Gender Difference," 1995

Juria,1999)

FAGURE 21 Structure ofthe Human Brain

.\‘\L
(

S\
¥

main =
language \é fi./\spatial

TN

~
3
&
~
s

center %; % recognition
;nalét;"(i pj holistic
ou H S
- \ : thought ~
sequential 5

‘ nonverbal
‘ information  “\! / _
\/\' processing processing \/
& /
N

mathematical N[ musical
b3 n

iliti B[ abili

abilities P ty

corpus callosum

- Julia, T.w. Gendered lives: Communication, gender, and culture. 3rded.

Belmont, CA: Wadsworth Publishing Company, 1999: p. 45.

(Juria, 1999)

49
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(Temperamental Gender Differences”
Zuckerman (1991)

(Gonadal Hormones)

(Masculine Gender- Typed Preferences) (Rathus and Nevid, 1995)

(Vulnerability)®

(Neuroticism)
(Arliss, 1991) (Perris, 1966; Winokur and Tanna, 1969
Feingold, 1994)

(Genetic Qualities®

4.2

2 (Interpersonal Influence in

00|ety ultural Influence uria,
Society) (Cultural Influence) ( Juria, 1999)

(Psychological Development Theories)

(Cognitive Development Theories)

Sheldon Tannen(1990)

(Grossman, 1994)



ol

Freud (1961)

(Psychosexual

Development) (Juria, 1999 Arliss, 1991)

421 (Psychological Development Theories)

(Juria, 1999)

(Sociocultural Factors)n
(Feingold, 1994) Eagly Wood (1991)
(Social Role Model) (Gender Roles)t

(Expectancy Model)



(Social Stereotype) '
(Gender Roles)

( 2532)

(Self-concept)
(Cooley,1900; Mead, 1934; Swann,1984
Feingold 1994)

Mischeat (1966)

(Passive Learning)

(Punishment and Reward)H

(Feminity)

(Masculinity) (Beckwith, 1972; Clarke-Stewart, 1973; Mischel, 1966

Julia, 1999)
(Social Stereotype)

(Kaplan
Sedney, 1980)

52



Maccoby (1988)

(Grossman, 1994)

Feingold (1994)

(Self-esteem)

Sedney, 1980 Maccoby and Jacklin, 1974

Sedney, 1980)

(Feingold, 1994)

42.2

53

(Egoism”

(Extraversion)
(Kaplan and

Rathus and Nevid, 1995)

(Kaplan

(Gender Constancy)

(Cognitive Development Theories)

(Cognitive Social Theory)



4

(Gender Identity)
(Communication)
3 1. (Observational

Learning)
(Gender Appropriateness) 2.

(Identification)

(Socialization)

(Stereotypical Gender-Role Behavior) (Juria,1999; Kohlberg,
1966 Arliss 19991; Rathus and Nevid, 1995)

Juria(1999)

(internal Desired

(Active Learning)

Mischel (1966)

Kohlberg (1966) Juria (1999)

(Gender Constancy)
(Gender Valueing)



%5

(Masculinity” (Femininity” (Same-sex Models)
(Kohlberg, 1966 Arliss 19991)
Kohlberg (1966)
(Gender Valueing)

(Social Stereotype)
(Kohlberg,
1966 Arliss 19991)
Kohlberg (1966)
(Gender Valueing)

(Kohlberg, 1966 Arliss 19991)
(Gender-Schema Theory)

(Gender Schema)
(Gender-Typed Differences) (Rathus and Nevid, 1995)

(Sel-Concept)w
(Gender Schema)!

(Bradbard and Endsley, 1984; Cannand Newbern, 1984 Rathus and
Nevid, 1995)



5

Meyers-Levy Maheswaran (1990)

1
(Schema-
Based Strategy) (Low-Incongruity
Cues)
“ " (Detailed Processing strategy)
(Meyers-

Levy Maheswaran 1990)

Maccoby Jacklin (1974)

Meyers-Levy ~ Maheswaran (1990)

sternthal (1986)

(Single-Minded)

(Holbrook, 1986 Darley Smith 1995)

(2540)
Sternthal (1986)

( , 2532)



o7

(Self-focused Perspective)

(Meyers-Levy sternthal 1991)

(Selective Role Models”

(Selective Information Processor)

(Comprehensive Information
Processor)
(Meyers-Levy and Maheswaran 1991 Meyers-Levy and Sternthal
1991)

Poole (1977)
(Tangible Attributes)
(Intangible Attributes)

(Differences in Attentional style)

(Objective Claim



Rational Appeals)

(Subjective Galm

58

Emotional Appea|3)

(Broverman, et al. 1968; Poole, 1977; Silverman, 1970; Wickes, 1963 Darley

Smith 1995)
(Selective Role Models)
Smith 1995
Information Processor)

(Objective Claim)n
(Subjective Claim)

(Selective Information Processor”
Subtle Cues)
Smith 1995)

Darley

(Comprehensive

(Miss
(Darley

(Verbal Ability”

( patial Abilities)

(Kaplan, and Sedney, 1980 Maccoby, and Jacklin, 1974 Meyers-Levy,

1989)



59

423

( Stern,1991 Holbrook, 1993 Costa, 1994)

lo
Communication Model
Source P. Message » Receiver
Literary Model
Author » Text »-Reader
(Authorial Intention) {Genre/Analysis of Text) (Reader Response)

. Stern, B.B. ;and Holbrook, M.B. Gender and genre in the interpretation of advertising
text. J.A. Costa (ed.), Gender issues and consumer behavior, pp. 13. Thousand Oaks:

Sage Publications, 1994.

3
(Holbrook Zirlin, 1985

Costa, 1994)

Stern (1991) ( Costa, 1994)

Mick Buhl (1992)



11

GENDER
AUTHOR ‘/, TEXT \ » READER

. Stern, B.B., and Holbrook, M.B. Gender and genre in the interpretation of advertising
text. J.A. Costa (ed.), Gender issues and consumer behavior, pp. 17. Thousand Oaks:

Sage Publications, 1994,

Mick Buhl (1992)

Stern (1991)

(Costa, 1994)

Rosenblatt (1983) ( Costa, 1997)

(Informational Goal)

(Experiential Goal)
(Empathy)!}? Bleich
Flynn (1988)

Rosenblatt

Stern (1991) Holbrook (1993) ( Costa, 1994)

Paco Rabanne



’ (Costa, 1994)

P
(Costa, 1994)
Debevec lyer (1986)
(Spokesperson)
(Masculinity* (Femininity”
BMW

(Kaplan Sedney, 1980)

( Kaplan

61



Sedney, 1980)

Perspective)
(Selective Information Processor®

(Informational Goal)

(Single-Minded)

( elf-focused

(Objective Claim  Rational Appeals)

13,23, 31, 33

43

62



63

1.3:

2.3:

3.1

3.3

43

(Objective Claim)
(Subjective Claim)

(Nonverbal stimuli)

(Imagery-Laced Interpretation)®

" (Vulnerability)
(Extraversion)



(Neuroticism)

(Empathy”
Appeals)
14
I 2.4
32
34.

(Experiental Goal)

(Subjective Claim

14,24, 32, 34

44

Emotional

64
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