50

25

20-60

100

50

(Experimental Ressearch)

25

25

Postest Only

10,000

50

100

50

25
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Independent Sample T-test

(Hierarchy of Effects)(Nylen,1986)



2.2

11 1.4
1.3 14
2
2.3
3
31

21

2.4

3.2

3.4

3.4
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4.1 4.2

4.3

Maheswaran, 1990)

(Hierarchy of Effects)

93
(T-test)
(No.)  (Hypothesis)
(Effects)
1 R e
1.
(Recall) 1.1 MR A ME
1.2 fr" fe
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4.4

(Meyers-Levy

( 0.05)
(Mean) 1
(Experimental Group)
(Sig)
R 15.30 0.015*
® 16.84  (2tailed)

(MR) 14.52 0.062
(ME) 16.32 (2 tailed)
(FR) 16.08 0.113

(FE) 17.36 (2 tailed)



(Effects)

(Recall)

(Comprehen-

Sion)

(Attitude)

(Purchase

Intention)

1.3

14

2.1

2.3

2.4

3.1

3.2

3.3

3.4

41

o) (Hypothesis)

RM~ RF

EF :EM

R>E

MR> ME

FR> FE

RM=ARF

EF~ EM

R>E

MR> ME

FE> FR

RM > RF

EF > EM

R>E

MR> ME

(Bxperimental Group)

(RM™)
(RF)
(EF)
(EM)
R)
G
(MR)
(ME)
(FR)
(FE)
(RMm)
(RF)
(EF)
(EM)
R)
B
(MR)
(ME)
(FR)
(FE)
(RM™)
(RF)
(EF)
(EM)
R)
®
(MR)

(ME)

14.52
16.08
17.36
16.32
0.64
0.40
0.65
0.40
0.63
0.40
0.65
0.63
0.40
0.40
3.61
3.49
3.59
3.35
3.62
3.63
3.59
3.62
3.63
3.36
311
3.13
3.16
3.11

(5)
0.124

(2 taled)
0.157
(2 taled)
0.000%
0,0005*
0,0095¢
0.744
(2 taled)
1000
( tailed)
0.0335*
0.0025*
0.4665
0.3605
0.0025%

0.430

0.3725



(Effects)

(Purchase
Intention)

21

4.2

43

44

(Hypothesis)

m| ’
FR>
RV RF

B BV

(Brpenental Group)

(FR)
(FE)
(RM)
(RF)
(EF)

(Em)

(Vean)

3.06
3.16
3.16
3.06
3.16
3.10
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(Sig)
0.2815

0,537
(2 tale)
0.759
(2 taled)

1.1-14
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(Petty  Cacioppo, 1986)
P
Ziglske (1982) ( Plessis, 1993)
2

(Message Factors)

(Assael, 1993)



56

17

(Unaided-recall)

( 70
GOA
(
71 )
( High)"
(Value-expressive product)
- 2539) (
18 4)

36
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11-16

32
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18 ) (
19-22 27-32 ' )
56 61
25 26 33 34 ' )
2.2

2!

11 1.4

(Differences in Attentional style) Broverman

(1968) Poole (1977) silverman (1970)  Wickes (1963) ( Darley  Smith 1995)
(Tangible Attributes)
(Intangible Attributes)

(Objective Claim Rational Appeals)

(Subjective Claim Emotional Appeals)

Meyers-Levy  Maheswaran (1990)
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”(Detailed Processing strategy)
(Objective Claim Rational Appeals”
(Subjective Claim Emotional Appeals)

2 2.1-2.4 3

3.1

(ELM) (Petty Cacioppo, 1986)
(Information content of advertising: A

meta-analysis) Abernethy Franke (1996)
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(Holbrook, 1987 Darley  Smith,

1995)
GOA
(Safety Appeals)
30
( 68 50 )
GOA
(Value-expressive
Appeals)
1 ( 42 50 )
( 74 50 )
(Pack Shot)
( 52 50 )
(Problem and Solution)
2 ( 32
5 ) , ' (Humor
Appeals) ( 16 5 )
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3
(
60,63  66)
3.2
2.1 2.2
2
(ELM) (Petty
Cacioppo, 1986) Caider  Gruder ( Bovee, 1995)
P
(Petty  Cacioppo, 1986)
3
(
60,63  66)
2
1
3.3
12.3-2.4
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stern(1991) , Holbrook (1993)
( Costa, 1994)

(Kaplan, and Sedney, 1980 Maccoby, and Jacklin, 1974 Meyers-Levy, 1989)

(Reliability”,
a =0.8410 (Alpha) (Cronbach)

3.1-34 3

4.1
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(ELM) (Petty Cacioppo, 1986)
Bowen Chaffee (1974) ( , 2542)
Holmes
Crocker (1987)

(Message Factors)

4.2

3.1

” (Differences in Attentional Style) ~ Broverman (1968)
Poole (1977) silverman (1970)  wickes(1963) ( Darley ~ Smith 1995)
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(Tangible Attributes)

(Intangible Attributes) P
(Objective Claim Rational Appeals)

P

]
'}

( 73 78)
3.2

3
(Differences in Attentional Style) Broverman (1968) Poole (1977) Silverman,
(1970) Wickes (1963)( Darley Smith 1995)

Rosenblatt (1983) ( Costa, 1997)
(Experiential
Goal)
(Imagery-laced Interpretation)!
P

P (Subjective Claim Emotional

Appeals)nd



213

(Selective Role Models) Darley Smith 1995

(Objective ClaimHt
(Subjective Claim)

43
!
3.3
(Differences in Attentional
Style)  Broverman (1968) Poole (1977) silverman (1970)  wickes (1963)
( Darley  Smith 1995)
Rosenblatt (1983) ( Costa, 1997)
(Objective Claim Rational
Appeals)

(Subjective Claim Emotional Appeals)

Meyers-Levy  Maheswaran (1990)
(Schema-Based strategy)
" (Detailed Processing Strategy)

(Objective Claim Rational Appeals”

(Subjective Claim Emotional
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Appeals)
34
(Differences in Attentional style) Broverman
(1968) Poole (1977) silverman (1970)  Wickes (1963) ( Darley  Smith 1995)
Rosenblatt
(1983) ( Costa, 1997)

(Experiential Goal) P
(Imagery-laced
Interpretation)”®
P
(Subjective Claim Emotional Appeals)

(Objective Claim Rational Appeals)

81)

(
(Attitude toward the Ad™-13 a =0.8410
(Opinion) a =0.7823
(Attitude toward the Ad
Components and Purchase Intention) a ~ 0.7000 (0.6857)
(Reliability) 0.70 (Alpha)
(Cronbach) )
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5 - ,
4 4.1-4.4 2
5.1
L
4
(ELM) (Petty Cacioppo, 1986)
Bowen Chaffee (1974)
( , 2542) Holmes Crocker (1987)

) @ ”
(Detailed Processing strategy)

(Objective Claim Rational Appeals)
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(Subjective Claim Emotional Appeals) (Meyers-Levy
Maheswaran (1990)

( 12539)

(Single-mindedA

63
37

72

28

82
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18

62
38 (
92 4 )

54
46 )

63
37 (
92 4 )

(Marketing Mix)
(Integrated

Marketing Communication)
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5.2 m j

4.1 4.4

(2540)
sternthal (1986) '

(Krugman, 1965
2539)

(Utilitarian Needs)n
(Hedonic Needs)
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2. (
)

3 ( )
4.

( )
5.

( )
6.

9-52

Bu C )

0
6.1
(Applications)



(Utilitarian Product)

(Value-expressive Product)

1)

(Utilitarian Product)

expressive Product)

6.2

(Furture Research)

(Value-
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DAR (Day After Recall)

71

10,000

(Quasi Experiment)

21



7.2

7.3

(Posttest Only)
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