" 4
(Celebrity), (Typical Consumer), (Employee),
(Spokes-character)
(Source Credibility),

(Source Attractiveness), (Attitude toward the Ad),

(Attitude toward the Brand), (Purchase Intention)
3

(Marketing Communication) :
(Brand Message)

it | |
(Duncan, 2005)  Arens  Bovee (1994)
(Nonpersonal)
( | ) (Ideas)
Y (Sponsor)



(Match-up Hypothesis)

(Spokesperson)

1 A

Schram (1965) ,
, /
Emery, Ault  Agee (1968)

Carr (1991)
Bovee  Thill (2000)

Bettinghaus Cody (1994)

(G. Belch & M. Belch, 2004; Shimp, 2000)

(G. Belch & M. Belch, 2004)



2 (Sender),

(Receiver) 2 (Channel)
(Message) (Function) (Communication
Process) (Encoding),

(Decoding), (Response), (Feedback)
(Noise)
(Extraneous Factor)
(G. Belch & M. Belch, 2004) 2.1
2.1

nﬁuﬂazaumsmmgdﬂw
(Sendef‘s Field of Expeﬂence) 2

FRIN9
(Channel)
uky

UNANENS

T2YAN

(Source) /
Hdedns UNRIANT
(Sender) _ (Encoding

A95Un2uU (Noise)

ﬁm : Belch, G. E., & Belch, M. A. (2004). Advertising and promotion: An integrated

e (Receiver)

marketing communications perspective (6th ed.). Boston: McGraw-Flill, p. 139.

(Spokesperson)
(Nonpersonal Entity) (G. Belch & M. Belch, 2004)
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(Word),
(Symbol), (Picture),
(Encoding)
(Symbolic Form)
(G. Belch & M. Belch, 2004)
(Shimp,
2000)
(G. Belch &
M. Belch, 2004) (Symbolic)
(Shimp, 2000)
(G. Belch & M. Belch, 2004)
(G. Belch & M. Belch, 2004; Shimp,
2000)

(G. Belch &
M. Belch, 2004)
(Shimp, 2000) (Decode)
( , Barban, Krugman, & Reid,
1990)
(G. Belch & M. Belch, 2004)

(Receiver's Field of Experience)

: : , (Value)

2.1



(G. Belch & M. Belch, 2004)

(G. Belch & M. Belch, 2004)
(Shimp, 2000)

(Response) ; ,

(Nonobservable Actions) !
(Immediate Action)
(Feedback)
(G. Belch & M.
Belch, 2004)

(Shimp, 2000)

(Encoding)
(G. Belch & M. Belch, 2004)
, (Assael, 2004)
(Hoyer, &
Maclnnis, 2001) /

(Source
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Factor),

?
G. Belch M. Belch (2004) (Source)
(Direct
Source) (Message) /
(Indirect Source) / (Model)
(Message)
Berkman, Lindguist, ~ Sirgy (199)
(Individuals) (Credibility),
(Attractiveness), (Power)
Arens (2002)
3 (Sponsor), (Author),
/ (Persona) (Sponsor)
(Author)
(Spokesperson) (Imaginary)
(Selling Message)
(Characteristic)
(Advertising Message)
(G. Belch & M.

Belch, 2004)

(Knowledgeable),



(Popular), (Physically Attractive), (Typify)
: (Power)
(G. Belch &
M. Belch, 2004)  Kelman (1961) (Attribute) 3
(Credibility), (Attractiveness), (Power)
(
2.2)
2.2 .
(Source Attribute) (Process)
(Credibility) Internalization
(Attractiveness) |dentification

(Power) — Compliance

. Belch, G. E., & Belch, M. A. (2004). Advertising and promotion: An integrated
marketing communications perspective (6th ed.). Boston: McGraw-Hill, p. 168.

(Source Credibility)

, , /
(Berkman et al., 1996)
/
: / (Unbiased)(G. Belch & M. Belch, 2004
Berkman et al., 1996) 2
/ (Expertise), (Trustworthiness) (G. Belch

& M. Belch, 2004; Berkman et al., 1996; Stephen & Faranda, 1993; Tellis, 1998 )
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(Expertise)
(Valid Claim) (Tellis, 1998)
/ (Expertise) :
, / (Dunn et al., 1990;
Shimp, 2000; Tellis, 1998) /
(Endorsement) (Shimp,
2000) /
/
/
/
: / (Shimp,
2000) /
/ (G. Belch & M. Belch,

2004; Dholakia & sternthal, 1977)
/
(Persuasiveness)
(Berkman et al., 1996; Dholakia & sternthal, 1977)

= il
(Tmstworthiness) , , (G. Belch & M. Belch, 2004)
(Honest Claim) (Tellis, 1998) (Endorser's
Trustworthiness)
/
/
(Shimp, 2000)
(Outcome)
(Tellis, 1998)

(Claims)
(Assael, 2004; Tellis, 1998)



(Independent) (Biased)
(Tellis, 1998) (Tripp, Jenson,
& Carlson, 1994)
(Trustworthiness)
(Bias) (Tellis, 1998)
(Honesty)
(Berkman et al., 1996)

/
(Bias)
(Stephen & Faranda, 1993)
/ (Expertise)
(Biased),
(G. Belch & M. Belch, 2004)
/ (Expertise)
(Perloff, 2003)
/
(Expertise) | (Trustworthiness)
(Persuasive)
(Credible Source)
(Internalization)
(Adopt) (Credible Communicator)
(Internalize)
(Integrated)
(Belief System) / /

(G. Belch & M. Belch, 2004; Petty, Ostrom, & Brock, 1981; Shimp, 2000; Tellis, 1998)
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(G. Belch & M. Belch, 2004)
(Credible Spokesperson) /
(Expertise) (Trustworthiness)
(Harmon & Coney, 1982;
sternthal, Dholakia, & Leavitt, 1978; sternthal, Phillips, & Dholakia, 1978)

Hoyer ~ Maclnnis (2001)

(Internalization) (Individual's Belief
System)
/ (G.
Belch & M. Belch, 2004)
(Spokesperson) /
1 ] /
(Endorsement)
(G. Belch & M.

Belch, 2004)  Ohanian (1991)
/ /

(Attractiveness)



(Trustworthiness) / Ohanian
/

/ (Expertise)

(Trustworthy Public Figures)

(Image)
/ (G. Belch & M. Belch, 2004)
Brad Pitt
Meg Ryan
15-30
13
(International) (G. Belch & M. Belch, 2004; Lau, 2001; Lunman,
2000; Rae, 1997)
(G. Belch & M. Belch, 2004) Hunt,
Domzal  Kernan (1982) (Hidden
Camera Endorser) /

(Typical-person Endorser)

7

(Integrated Marketing Communications Tools:



IMC Tools) '

(Press Release)
Talk Shows

(e.g., Eagly & Chaiken, 1975; Harmon & Coney, 1982; Sternthal
etal., 1978) (High-credibility Source)

(Low-credibility Source)

(Equally Effective)
(Eagly & Chaiken, 1975)

(Sternthal et al,,
1978)

(Neutral Position)

(Moderately Credible Source)
(Harmon & Coney, 1982; sternthal et al., 1978)

(Acceptance) /

( )

(Hoyer, & Maclnnis, 2001)

: (Sleeper Effect)
(Immediate
Impact) (Persuasive Message)



(Capon &
Hulbert, 1973)
(G. Belch & M.
Belch, 2004)
(Attractiveness)
(Physical Attractiveness) (Virtuous
Characteristics) : ,
(Personality), (Lifestyle),
(Shimp, 2000)
(G. Belch & M. Belch, 2004)
(Attractive)
(Berkman et al., 1996; Joseph, 1982)
(Similarity), (Familiarity),
(Likability) (G. Belch & M. Belch, 2004; Tellis, 1998)
(Similarity)
(Familiarity)
(Exposure) (G. Belch & M. Belch, 2004)
(Likability) (Affection)
(Physical Appearance),
(Behavior), (Personal Traits) (G. Belch & M. Belch,

2004; Bettinghaus & Cody, 1994; Tellis, 1998)



2

(G. Belch & M. Belch, 2004)

(Similarity), !
(Familiarity), (Likability)
(Attractiveness)
(Tellis, 1998)
Feick  Higie (1992) (Match-
up) (Spokesperson) (Similarity)
/
(heterogeneous)
/
/
/
/ /
A (Identification)
: (G. Belch & M. Belch, 2004; Shimp, 2000;
Tellis, 1998)
Berkman et al. (1996) (Identification)
2 1) ! (Actual Self)
[ 2
(Ideal Self)

(Celebrity)



/ (Attractive model)

(Star),
(Affluent),
(Referent Group) (Idealize)
(Mowen & Brown, 198; Schiffman & Kanuk, 2004)

(Maintain) (Identification)
(Change Position)
(Internalization)

(Integrate)

Belch & M. Belch, 2004; Tellis, 1998)

(e.g., Joseph, 1982; Kahle & Homer, 1985)
(Physically Attractive Endorsers)

(Less Attractive Communicators)

&l

/ (Match-up)

(Shimp, 2000)

/ /
(Similarity)

(Likability) (Communicator) (G. Belch & M.

Belch, 2004)



H 1
/
(Mills & Jellison, 1969) (Communicator)
(Receiver) (Needs), (Goal), (interests),
(Lifestyles)
(Similarity)
(Typical Consumer)
(Assael, 2004),
(Salesperson) (Characteristic) (Match) :

(Sales Position)
(G. Belch & M. Belch, 2004)

(Busch & Wilson, 1976; Woodside & Davenport, 1974)

(Empathy)
(Slice-of-life)

(G. Belch & M. Belch, 2004)

2

(Physically Attractive Person) (G. Belch & M. Belch,
2004) (Berkman
étal., 1996) (Passive)
/ (Decorative Model)

(Active Communicator) (G. Belch & M.
Belch, 2004)
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(Jones, stanaland, & Gelb, 1998; Joseph, 1982; Kahle &
Homer, 1985)

(Gender

Appropiateness) /
(Relevance) / (Baker & Churchill, 1977;
Solomon, Ashmore, & Longo, 1992)

/

(Physical Appearance)
Revlon Cindy Crawford
Fire & Ice (G. Belch & M. Belch,

2004)

(Berkman et al., 1996)

(Chestnut, La Chance, & Lubitz, 1977; Reid & Soley, 1983)
/

(Images of Physical
Perfection) (Bower, 2001; Bower & Landreth, 2001)

(Source Power)
(Reward) (Punishment)
(Request) /
)
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1 (Perceived Control) 2)

| | (Perceived Concern) 3)

(Perceived
Scrutiny) ' (G. Belch &M. Belch, 2004; Berkman et al.,1996)
(Influence Process) (Compliance)
(Persuasive Influence)

: (Favorable
Reaction) (G. Belch & M. Belch, 2004;
Berkman et al.,1996)

(Superficial) !
/ (G. Belch & M. Belch, 2004)
(Nonpersonal Influence Situation)
(Authoritative Personality) (G. Belch & M. Belch, 2004)

(Compliance)

(Personal Communication)

(G. Belch & M.



Belch, 2004) (Persuasiveness)
(Berkman étal., 1996)

(Match-up)
(Match-up
Hypothesis) (Spokesperson Image)
(Product Image)
(Koernig & Page, 2002)
(Endorser) / (Endorses Product)

(Fit)  (Kamins, 1990)

(Kahle & Homer, 1985; Kamins, 1990; Parekh & Kanekar,

25

1994) (Attractiveness)
(Image) /
/
/
Baker  Churchill (1977)
(Interaction) (Physical Attractiveness)
(Product Image) / (Attractive

Model) /
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Kahle ~ Homer (1985)

(Physical Attractiveness) (Advertising
Effectiveness) (Razor)
(Attractive Celebrity) ! . (Unattractive
Celebrity)
Kahle
Homer
(Information) (Beauty)
(Congruent)
Kamins (1990)
(Celebrity) (Attractive
Aspect) (Attractiveness-related
Product) (Attractiveness-

unrelated Product)

(Product Type) (Interaction)
(Attractive Celebrity)
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(The Nature ofthe Product Advertised)

/ (Noncelebrity
Model) Parekh  Kanekar (1994) (Role)
(Physical Attractiveness) (Product
Type) (Product Evaluation)

(Relates to Beauty) :
(Unrelated to Beauty) ' :

/ (Attractive Model)

Koernig  Page (2002)
(Service Provider)

(Trust),
/ (Expertise),

(Moderately Attractive Service Provider)

(Liking)
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(Negative
Thought)
(Service Quality) (Attitude Toward Service

Provider) (Koemig & Page, 2002)

(2546) ,

N

()
(Attractiveness-related
Product)
(Product Related to Beauty)
/

(Unattractive Spokesperson)



29

(Advertising Campaign)
(Spokesperson) (Persuasive Message)

Engel, Blackwell ~ Miniard (1995)
(Nonpersonal Communication)
(Product Endorsers)
(Source Effects)

Tellis (1998) (Endorser) ,

/
/ (Physical Attractiveness)

Friedman, Termini ~ Washington (1976)

(e.g., Frieden, 1984; H. Friedman, Termini, & Washington, 1976; Kamins, 1989;
Schiffman & Kanuk, 2004; M. Stafford et al., 2002; Tom et al., 1992)

L (Human Spokesperson)
(Expert)



(Typical Consumer/ Common Man/ Lay

Endorsers)
(CEO, Company President, Executive or
Employee)
(Celebrity)
2. (Created Spokesperson/ Trade-character)

(Spokes-character)

A. Bush, Hair R Bush (1983)
(Animation)

(Social Power)
(Reference Group)

(Aspiration Group)
(Anticipatory)

30

| | (Assael, 1998; Solomon,

2004; Tom et al., 1992)

(Social Power)
(Solomon, 2004)

/ (Expert Power)



(Referent Power)

(Information Power)

(Legitimate Power)
George Bush

(Legitimate Power)

(Coercive Power)
(Reward Power)

(Tom et al., 1992)

(Tellis, 1998)

United Way

31



Pepsi

Cooler

(Tom et al., 1992)

Zyman (2002)
(Living People)

(Spokes-character)

Tom et al. (1992)

(Celebrity)

Michael Jackson

Bruce Willis

Seagram’s Golden Wine

32
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(e.g., Callcott & Lee, 1995; Phillips, 1996a; Tom et
al., 1992) (Spokes-character)

(Tom et al., 1992)

(Product

Type) (Risk)

5 I\ (Financial Risk)

(Losing) ) A
(Performance Risk) )
(Physical Risk)
) A (Psychological Risk)

(Fit well (Self Image) 5 A (Socia
Risk)

H. Friedman L Friedman (1979)



(Expert)
(Utilitarian)
(Celebrity)
(Everyday Product)
M. Stafford étal. (2002)

( 1 1 1

)
(Hedonic)
(Utilitarian)

4
(Expert) C

(H. Friedman & L. Friedman, 1979; H. Friedman étal., 1976; Tellis, 1998)

(Experts)

34
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(Seal of Approval)

(Tellis, 1998)
(Regular People) (Noncelebrity)
(Shimp, 2000) (Typical Consumer)
(Lay Endorser)
(Unknown Individuals or Characters)
(Tellis, 1998)
(H. Freidman étal., 1976)
(Tellis,
1998)
(Aspiration)
(Fictitious)
(Voice over)
(Tellis, 1998)
(Testimonials) (Schiffman & Kanuk, 2004;

Shimp, 1997)
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10

(Public Health Announcements)

(Identify) /
(Message) ("Study identifies qualities," 1981)
(Multiple Peaple) (Single Individual)
(Likelihood)
(Involvement)
(Elaboration)
(Shimp, 2000) Moore  Reardon
(1987) 2 1) 4
2) (Argument)
(Strong Argument) (Weak Argument)
4

(Typical Family)
/
(Real-life Situation)
(Slice-of-life)
(Schiffman
& Kanuk, 2004)

(Employees)
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) (CEQ) 1
) (Front-office Employeg)
3) (Back-office Worker)
(Performance)

(Stephens & Faranda, 1993)

Stephens  Faranda (1993)
3

(Front-office Employee)

(Source Derogation) (CEO) (Back-office
Worker)
(Negative Thought)
(Attitude toward Service Quality) Stephens  Faranda
2
(Executive) (Schiffman & Kanuk,

2004; Stephens & Faranda, 1993)

/ (Schiffman & Kanuk, 2004)
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(Commitment)

/
(Customer Service)
(Company Founders),
(Company Owners), (Presidents)
(G. Belch, & M. Belch, 2004)
(CEQ)
/ (Expertise)
(Expert Source)
(Stephens &
Faranda, 1993)
(Warm)

(Firm's Image)
(G. Belch, & M. Belch, 2004)

(G. Belch, & M. Belch, 2004)

(Kerin & Barry, 1981; Poindexter, 1983; Reidenback & Pitts, 1986)



(G. Belch, & M. Belch, 2004)

sttephen  Faranda (1993)

(Attitude toward Service Quality)

Clow, Roy, Baack ~ Harris (2000)
(Professional Services)

(Perceived Risk)

(Optometrist)
(Expertise”
(Service Quality Indicators)
(Tangibility), (Reliability),
(Responsiveness), (Assurance), (Empathy)

(Front-office Employee)

/ (High-expertise Source)

(Stephens & Faranda, 1993)

3
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Stephens  Faranda (1993)

(Bitner, Booms, &Tetreault, 1990;
Stephens & Faranda, 1993; Zeithaml, & Parasuraman, 1988)
(Stephens & Faranda, 1993)

(Back-office Employee)

(Stephens & Faranda, 1993)

(Parasuraman, Zeithaml, & Berry, 1988)
(Technically
Competent) /
(Stephens & Faranda, 1993)

(Celebrity) ,
/ / (R. Friedman &
L. Friedman, 1979; H. Friedman étal., 1976) '

(Tellis, 1998)
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(Shimp, 2000)

(Shimp,
2000)
, (Brand Identity),
(Brand Image) (Zyman, 2002)
/
(Shimp, 2000)
(Testimonial)
/ (Attest)
/ ;2
(Endorsement) / /
/ / /
/ ;3
(Actor) / ,
(Spokesperson)
(Schilffman & Kanuk, 2004)
(Admire)

(Stopping
Power)



(G. Belch, &M Belch, 2004)

(Overshadowing the Product),
2 (Overexposure), 3
(Target Audiences' Receptivity),
(Risks to Advertiser) (G. Belch, &M Belch, 2004)

(Overshadowing the Product)

|
| (G. Belch, &M Belch, 2004)

(Overexposure)

| (Folkes, 1988; Mowen &Brown, 1981)
[ 1

(Tripp,
Jenson, &Carlson, 199%4)

(Tellis, 1998)

42



! (Credibility)
(G. Belch, & M. Belch, 2004)

(Target Audiences' Receptivity)

Britney Spears Pepsi
(G. Belch, & M. Belch, 2004)

/

/ (G. Belch, &
M. Belch, 2004) Atkin - Block (1983)
A (Risks to Advertiser)
/ (Till & Shimp, 1998)
Pepsi
Mike Tyson
., Michael Jackson 12
Madonna
Like A Prayer
(Boycott) Pepsi Madonna (G. Belch, &

M. Belch, 2004)

(Personal Life) (Background)
/



(G. Belch, & M. Belch, 2004)

(Cummings, 2001; Kamins, 1990)

McCracken (1989)

(Attractiveness)

McCracken (1989)
Transfer Model)

(Unique Set of Meaning)
( 2.3)
2.3
/

Lance Armstrong

(Credibility)

(Effectiveness)

(Context)
(McCracken, 1989)

(Meaning

44



Tour de France 4
(G. Belch, & M. Belch, 2004)

2.3
(Culture) (Endorsement) (Consumption)
1yARATIS yARATIH fuslnma
(Object) Fedes Taide (Product) (Product) (Consumer)
! (Celebrity) (Celebrity)
(Persons)
(Context)
I
1
(Role 1)
1 2 3
(Stage 1) (Stage 2) (Stage 3)

(Path of Meaning Movement)

(Stage of meaning Movement)

: McCracken, G. (1989). Who is the celebrity endorser? Cultural foundations of the
endorsement process. Journal of Consumer research, 76(3), p. 315.

2 (Enclorsement)

/ (McCracken,
1989)  Power Bar
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' Armstrong !
Armstrong
Power Bar
(G. Belch, & M. Belch, 2004)

(Tellis, 1998)

3 (Consumption)

(McCracken, 1989) Power Bar  Lance Armstrong
Power Bar
(Extra Power)
(G. Belch, & M. Belch, 2004)

(Functional Value)
(Cultural Value) (Symbolic Value)
(Socially Visible Product)

(Social Value) (McCracken, 1989;
Tellis, 1998) McCracken (1989)

(Symbolic Meaning)
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(G. Belch, & M. Belch, 2004)

(Advertising Campaign)

(G. Belch, & M. Belch, 2004)

Erdogan, Baker  Tagg (2001)

[ ,
2 , 3
4 (Trustworthiness)
, 5 ,
(Familiarity) (Likability)

(Recall)

(H. Friedman & L. Friedman, 1979; Tellis, 1998; Mowen & Brown,
1981)
(G. Belch, & M. Belch, 2004)

M. Stafford et al. (2002)
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/ (Expertise) (Trustworthiness)

Jin (2000) H
(Ad Liking) (New Coverage)

(Brand Memory)

(Vampire Effects)

(Zyman, 2002)

(Spoke-character)
(Animated Character)

(Idealized
Image) /
(Callcott & Lee,1995)
Mickey Mouse
(Distinct Personality)
(Unique Meaning) (Tellis, 1998)
/ (Personality) /
(Friendly) (Schiffman & Kanuk, 2004)

(Spokes-character)
3 Bush et al.
(1983) Callcott  Lee (1994)
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1 (Spokes-character Description)

(Human) 2
' (Animated Human: Real)
(Fictitious Human) Quaker Quaker
(Caricatures)

(Animated Human: Fictional)

Shrek
(Animal
Personification)
Coco Crunch
(Animals with Animal Qualities)
Pluto ( Mickey Mouse)
(Galactic Being  Star Wars Types

Character) SFX
(Product Personification)
M&Ms  Red  Yellow -Com (
-Corn)
(2545)

(Animated Human'’s Part)

3 One-
2-Call



(Animated Human-Real with
Animal Quality)
BUG 1113
(Animated other Objects)

Qoo
2 (Character Behavior) 2
(Active)
J (Speaks for
the Product) Coco Crunch
Coco Crunch
(Provides Visual Demonstration of the Product) Qoo
Qoo
2
(Passive)
Pringles
Pringles
3 (Celebrity status)
- (Celebrity)

(Non-advertising Origin)
Micky Mouse,  Pooh, Doraemon,  Snoopy
(Non-celebrity)
(Advertising origin) Qoo Bibendum (
Michelin)

50



Peanut Gang

(Active)

ol

(Character Gender)

(Male)  Doraemon, Ultraman
(Female) ~ Minnie Mouse
(Both male and female characters)
McDonalds' Gang
( able to distinguish) Qoo

(Spokes-character)

(Nondurable Product)
(Durable Product)

(Passive)

12545)

(2545)

Callcott ~ Lee (1994)

(Cultural Meaning)

Esso

Tony the Tiger

Esso
(Callcott & Lee,1995; Phillips, 1996a)



(Product Personification)
(1994, 1995)

Phillips ~ Gyeorick (1999)

(Content Analysis)

(high Involvement Product)

Callcott Lee

(Durable Product)

(Animal Personification)

(Low Involvement)

Peirce, McBride ~ England (2001)

2 . 2545)

(Spokes-character)

(Message)
(Phillips, 1996a)

52



(Creating Product ldentification)

(Promoting Brand Personality)

(Emotional Appeal)
1) (Meaning)
2)
(Emotional Appeal)
(Low Involvement)
3) (Promotional Continuity)
(Advertising Continuity)
(Differentiate)
Qoo
Qoo Qoo
W )
Qoo )
(Product Line Continuity)
(Product Ling)
(Strasser, 1989, as cited in Phillips, 1996a)
Keebler Eleves

Keghler Keebler Eleves



Keebler
) (Continuity Over Time)
(Brand Equity)  (Berger, 1991, as cited in Phillips,
1996a)
(Nostalgia) (Nostalgia)
(Inner Meaning)
Betty
Crocker General Mils
( 24)
Callcott  Phillips (1996)
(Spokes-character)
4
1) (Personality)

(Brand equity)



%%

2. ) (Physical Characteristic)
3 ) (Humor)
4, ) (Consumer Experience Factors)
(Cultural Experience) (Character
Experience)
: (Wearout)
24 Betty Crocker

" A
1972 1980 1986 1996

- Assagl, H. (2004). Consumer behavior: A strategic approach. New York: Houghton
Mifflin, p. 154,



5%

Tom étal. (1992)

(Spokes-character) (Original Materials)
(Memorability)
(Popular Material)
(Classical
Conditioning Paradigm)
(Unconditioned Stimulus)
(Conditioned Stimulus)
(Repetition) 25

2.5

Unconditioned Stimulus

1 ' 4 A
guklifiGeule

Conditioned Stimulus

1 1 J
duFnitauly

Spokesperson

{aien

l

Advertised Product
AuAag lulasnimiy

Advertised Product
Ausiag ulanniy

:Tom, G,, Clark, R, Elmer, L, Grech, E., Masetti, J. Jr., &Sandhar, H. (1992). The
use of created versus celebrity spokespersons in advertisements. Journal of
Consumer Research. 9(4), p. 50.
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( : Unconditioned Stimulus)
( : Conditioned Stimulus)
2
(Response)
2 Ivan Paviov
(Conditioned Stimulus)
(Unconditioned Stimulus)
;1 : Unconditioned Response) ~ Pavlov
(
: Conditioned Response)
(Unconditioned Response) (Assael, 1998; Solomon, 2004)
Marlboro  Marlbolo Cowboy
(Strength) (Masculinity)
(Unconditioned Stimulus) Marlbolo Cowhoy
(Unconditioned Response) ( )
Marlbolo Cowboy Marlboro (
) Marlbolo Cowboy
Marlboro

Marlbolo Cowboy (Assael,1998)

(Unique Linkage)



(Expertise),
(Nostalgia)
Trust)
&Niedrich, 2004)

26

Character Expertise

58

(Tometal,, 1992)

Character Relevance

(Spokes-character)
(Relevance),
(Character
(Brand attitude) (Garretson
26
\ Character Brand
"""""""" < Trust »> Attitude

Character Nostalgia

:Adapted from Garretson, J. A, &Niedrich, R . (2004). Spokes-character:
Creating character trust and positive brand attituce. Journal of Advertising, 33(2),

p. 26.

(Relevance, Expertise

Nostalgia)



(Spokes-character)

(Calicott & Lee, 19%)
(Hedonic)

(Utilitarian) (M Stafford et al., 2002)

Philips (1996h)

(Desired Meaning)
(Cultural Meaning)
Philips (1996h)
(Tough) (Westem)
(Freedom)
(Trendy)
(Emotional Connection) (Calicott &Phillips, 1996;

Phillips 1996a)
(Likability) (Attitude toward the Ad)

5



60

(Attitude toward the Brand)
(Callcott &Phillips, 1996)

(IMC) ,
, , (Neeley &Schumann,
2000)
(Recognition)
(Aaker,
1996; Ogilvy, 1983)
Garretson  Burton (2005)
(Spokes-character) (IMC)
(Brand Atitudes)

(Brand Claim)
(Brand Identification)
(Brand Processor)
(Memory)
(Brand Evaluation)
(Peripheral Cug)
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(Spokes-character)
Blakeman, Phillips ~ Lee (2001)  Phillips  Lee (2005)

(Content Analysis)
(Static Image)
25% (Animated)
(Banner Ad) 4 ,
(Static Character),
(Animated Character),
(Interactive Character)
(Ad Liking) ,
: (Not Mutually
Exclusive) (Lay Endorser)
(Celebrity)
1
(Expert)
(Celebrity)
Big C
( )
( )

(Overlap) (Tellis, 1998)
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(Product) (Offering)

(Lovelock &Wright, 1999)

(Demand)

Bitner, 2003)

(Product)
Kotler -~ Armstrong (2004)
(Product)
(Acquisition),

(Zeithaml &

(Attention),
(Use/Consumption),
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(Tangible Goods) , (Events, .,

Berry (1980)
(Goods) (Object), (Device), (Things)
(Services) (Deed), (Performance), (Effort)

(Experience) (Time Bound)

American Marketing Association (n.d., cited in Bennett, 1995)
(Product) (Intangible)
Lovelock  Wright (1999)
(AnActor Performance)
(Physical Product)

(Valug)
Kotler  Armstrong (2004) (AFom of

Product) (Activities), (Benefits),
(Satisfactions) (Offer)

Kotler (2003)

(Act) (Performance)
(Physical
Product)
(Input)

(Qutputs) (Intangible)

(Diversity) (Lovelock &Wright, 1999)
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(The Nature of Services Marketing)

(Marketing Mix)
Zeithaml  Bitner (2003)
(Intangibility)
(Pure Service) ,
(Pure Intangible)
(Pure Good)
(Pure Tangible)
21
(Pure
Tangible)
(Pure

Intangible)
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2T

(Intangible Dominant)

(Tangible Dominant) 4 4

 Shostack, G. L (1977). Breaking free from product marketing. Journal of Marketing,
472), p. 78,

(Product)

(Offer)

(Potential Buyer Value)
(Marketing Mix)
Marriott
(Check-in) ,

! !

"First 10"



(Churchill &Peter, 1998)

(Target Market)

(Churchill &
Peter, 1998)

4 (Becket, 2000; Kotler, 2003; Kotler &Armstrong,
2004; Rust, Zahorik, & Keiningham, 1996; Zeithaml & Bitner, 2003)
(Intangibility), (Heterogeneity or Variahility),
(Perishability of Qutput),
(Simultaneity of Production and Consumption) ( 28)

28: 4

anmaeilsignansodusasle anuuzilsigansauanaan
(Intangibility)

naN9Ae Lin17lia NN

annuls (Inseparability)

nannAe MaLFmaieligInng

/ wenNeanaINEWNLTNg

(Service Provider) 161

Ansa §an 9Bw videldinduriou

s AmslE

N13UsN"T

(Service)

snuaiiggulanls

\ (Perishability)
| - A .
nan9fAe nisuFmaiuliignuns

wusn e reviva lEneuas

Anwoueitliwuuay (Variability)
NANIAD ANUNNIBINITLINTG
:” 1 o -~ 3

wauegiuglinisdniules

Whidnasilug Welus uaretinals

0]

 Kotler, P., &Armstrong, G. (2004). Principles of marketing (10 th ed.). Upper
Saddle River, NJ: Pearson, p. 299,
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(Intangibility)
29
Churchill  Peter (1998)
(Goods-Services Continuum) (Purchase)
(Object)
(Intangible Benefits)
2.9

(Churchill &Peter, 1998)

(Kotler, 2003; Zeithaml &Bitner, 2003)

(Beckett,
2000)
(Providers)

(Tangible Component)



(Kotler &Armstrong, 2004)
2.9:

(Tangible) (Mixed) (Intangible)

\
\

(100% Goods) (100% Services)

: Churchill, G. A Jr., &Peter J. P. (1998). Marketing Creating Value For Customers
(2nd ed.). Boston: McGraw-Hill, p. 290.

(Signs) /
/ (Evidence)

(Symbol)
(Manage the
Evidence)

(Abstract Idea)



(Physical Evidence)
(Abstract Offers) (Kotler, 2003)

(churchill &peter, 1998)
(Heterogeneity)

(Zeithaml &Bitner, 2003)

69



10

(Churchill &Peter, 1993)

(Interaction)

(Zeithaml &Bitner, 2003)

(Variation in Quality)
(Outcome) (Beckett, 2000)

Marriott

(Service Blueprint)

(Kotler, 2003)




n

(Perishability)
(Kotler, 2003; Zeithaml &Bitner, 2003)

(Rust et al., 199%;

Zeithaml &Bitner, 2003)

(Shelf Life) (Churchill &Peter, 1998)

(Zeithaml & Bitner, 2003)

/ (Demand)
/ (Supply) (Beckett,
2000)
(Steady)
(Kotler, 2003)
/ / (Fluctuations in Demand)
(Shift) , ,
(Churchill &

Peter, 1998)  Kotler (2003)
2.1 (Kotler, 2003)



Y

2.1

(Demand-side Strategies) (Supply-sice strategy)
1
2
3 3
4 4
5.

 Kotler, P. (2003). A framework for marketing management (2nd ed.). Upper Saddle
River, NJ: Pearson, p. 231,

Kotler (2003) (Demand-side Strategies) 4
1)
(Peak)
(Off-peak)
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Kotler (2003) (Supply-sicle

Strategies) 5 1)
2)
3)
(Increase Consumer Participation)
(Transactions) 4)
(Supply)
5)
(Simultaneous

Production and Consumption)

(Inseparability) (Kotler &Armstrong, 2004)

(Kotler, 2003; Zeithaml &Bitner, 2003)
(During Consumption) (Beckett,
2000)

(Zeithaml & Bitner, 2003)

(Kotler &Armstrong, 2004; Churchill &Peter, 199) |

(Client)
(Kotler, 2003;
Rust et al., 1996; Zeithaml &Bitner, 2003)
(interact)
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(Zeithaml &
Bitner, 2003)

(Churchill &Peter, 1993)

(Cues)
(Inseparability)

(Churchill &Peter, 1996)
Bodyslam

(Kotler, 2003)

(Contract)
(Ticket), ,
(Signed Contract)
(Churchill &Peter, 1998)



5

(Zeithaml & Biter,

2003)
4 2.2 (Parasuraman,
Zeithaml, &Berry, 1985)
(Kotler, 2003)
Churchill  Peter (1998)
2
(Client Relationship) (Service
Marketers) (On-going Personal

Relationship)

(Churchill &Peter, 1993)

(Relationship Marketing)

(Trust) (Commitment)
(Churchill &Peter, 1998)
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2.2:

(Goods) (Services) (Resulting Implication)

(Intangible) (Intangible) (Camot be Inventoric)

‘ (Diplayee)

(Standardized) ~ (Heterogeneous)

_ # / (Demand)

(Nonperishable)  (Perishability) /

. (Retum)

(Resold)
(Production 0~
Separate From  (Simultaneous i
Consumption) Production and (Decetlizato)
Consumption) , .. (Vess Poductor)

 Parasuraman, A, Zeithaml, V. A, &Berry, L L (1985) A conceptual model of
service quality and its implications for future research. Journal Of Marketing,
49{Fall), p. 48.



(Customer Effort)

(Churchill &Peter, 1998)
(Effort)

(Churchill &Peter, 1996)

Lovelock ~ Wright
(1999) 9

, / (Customers do not
Obtain Ownership)

(Output)
(Lovelock &Wright, 1999)

1 (Service Products as Intangible Performance)
(Tangible Elements)
(Service
Performance) (Intangible)
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(Manufactured Product) (Physical
Characteristics)

/ (Performance)

(Lovelock &Wright,
1999)

(Customer Involvement
the Production Process)

(Serving Themselves) ATM
|
(Lovelock &Wright, 1999)

(People as Part of the Product)
(High-contact Services)

(Employee)

(Lovelock &
Wright, 1999; Lovelock et al., 2002)



9

(Lovelock &wrignt, 1999)

(Greater Variability
in Operational Inputs and Outputs)

(Variability) (Inputs)

(Qutputs) (Under
Controlled Conditions)

(Manufactured Goods) (Conformance)

(Lovelock,
1991)
(Real-time Condition)
(Shortcoming)
(Lovelock &Wright, 1999)
(Variability)
(Lovelock, &Wright, 1999) Holiday Inns

9

(Knisely, 1979)
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(Lovelock &Wright, 1999)

(Harder for Customers to Evaluate)
(Search Attribute)

(Experience
Attributes) (Discern)

(Credence Quality)
(Lovelock &Wright, 1999)

(No Inventories for Services)

(Deed) (Performance)
(Equipment), (Facilities), (Labor)
(Create)
(Productive Capacity)

(Unused Capacity)
/ (Demand)
( |

/ )
/

(Lovelock &Wright, 1999)

(Important of Time)
(Real Time)



)
(Back Office)

(Time Sensitive)
(Lovelock &Wrright, 1999)

(Different Distribution Channels)
(Service Factory) (Retail Outlet)
(Point of Consumption)
|

(Lovelock &Wrright, 1999)

(Core Products)

8l
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(Category)
Burger King 4
(Lovelock, 1983)

(e.9., Churchill &Peter, 1998; Goodwin &Verhage,1989; Kotler &
Armstrong ,2004; Lovelock, 1983; Lovelock &Wright, 1999; Lovelock et al., 2002,
Zeithaml & Bitner, 2003)

(Degree of Tangibility or Intangibility of Service Processes)
/'l

(Lovelock, 1983; Lovelock et al., 2002)

(Direct Recipient of the
Service Process)

(Service Process)

(Lovelock, 1983; Lovelock et al., 2002)



(Place and Time of Service Delivery)

(Seasonal Factors)
(Lovelock, 1983; Lovelock et al., 2002)

(Customization versus
Standardization)
(Customization)

(Standardization)

(Lovelock, 1983; Lovelock et al., 2002)

(Nature of the Relationship with Customers)
(Formal
Relationship)

(Relation)
(Transaction)



1) (Membership Relationship)
(No Formal Relationship) 2)

(Continuous Delivery of Service)

/ (Discrete Transaction)
(Lovelock, 1983; Lovelock et al., 2002; Lovelock & Wright, 1999) ( 2.3)
2.3:
(Membership Relationship) (No Formal relationship)
UBC

(Continuous
Delivery of Service)

(Discrete
Transaction)

 Lovelock, ¢., &Wright, L (1999). Principles of Service Marketing and

Management upper Saddle River, NJ: Prentice-Hall, p. 124.

2 4

(Lovelock  wright, 1999) ) ’



( )
)
(Public Goods) ,
)
(Processes)
(Method of Operation) (Series of Action)
, (Defined
Sequence)
(Input)

(People) (Object)

(Input)
(Object)



4
(Lovelock,1996; Lovelock &Wright,1999) ( 24)
24
(People) (Possessions)
Ma (People Processing) (Possession Processing)
(Intangible Action)

(Information Processing)
(Intangible Action)  (Mental Stimulus Processing)

 Lovelock, C., &Wright, L (1999). Principles of Service Marketing and
Management. Upper Saddle River, NJ: Prentice-Hall, p. 3L

)

86



2)
(Lovelock,1996; Lovelock &w right,1999)
3)
(
)
4)
(Output)
(Lovelock, 1996; Lovelock &Wright,1999)
Kotler ~ Armstrong (2004)
(Product)
Kotler ~ Armstrong
2 1)

(Consumer Products) /

87



(Final Consumers) (Personal Consumption) ~ 2)
(Industrial Products) /
(Consumer
Product) ) 4
(Convenience Products) / (Freguently),
(Immediately),
) i£ [ (Shopping Products) /
(Less-frequently Purchased)
(Suitability), 7/ (Style)

(Kotler &Armstrong, 2004)

) (Specialty Products) /

(Unique Characteristic) (Brand
Identification) / (Significant
Group)

(Designer) \ :
) [ ! (Unsought Products) /
1 /
/
/

, (Personal Selling),
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(Kotler &Armstrong,

2004)
(Consumer Power)
(Consumer Commitment) (Power)
(Commitment)
Gooowill ~ Verhage (1989) 2
4 (Four-way Classification Scheme) ( 2100 1))

(Low in Power, Low
in Commitment) ,
, 2)
(Low in Power, High in Commitment) :
, 3)
(High in Power, Low in Commitment) , ,
4)
(High in Power, High in Commitment) \

(Means of Delivery) 2
(Equipment-based Services)
(People-hased Services)
(Churchill &Peter, 1998)
211

1 (Automated)

(ATM)
ATM
2

(Monitored by Relatively Unskilled Operators)



2.10:

(Degree of Consumer Commitment)

4.7
4.25 .
3.75
3.25
2.15

2.2

175 2.25 2.15 3.25 3.15 4.25 4.75

(Degree of Consumer Power)

: Cobb-Walgren, c. J. (1998). Symbols in service advertisements. The Journal of Service Marketing, 12(2), p. 138.



2.11:

1i3n19
(Service)
|
| 1
- dad d - a o
UINTNNNUGIUNNAINLIATEIND UTNITNNNUFIUNIINAY
(Equipment-Based) (People-Based)
C l ' '

d o am o ay o PP an s dal o Y % ype pey
CECRLL I AuANtaeninai il PaLANTAEWENSIUNH weeun laifiinee LI UNEinEy gL nney/Eni
(Automated) Aaeflvinge finme (Unskilled Labor) (Skilled Labor) AT

(Monitored by (Monitored by Skilled (Professional)
Relatively Unskilled Operators)
Operators)
1 | 1 1 1 |
- (Alaanaidu (ATM) - e meuns - UFNsgALany - UTNTUAAUIN - Uinsdeu - dnnguang
e LCIUTRIELE
- e adnasne - A9UAYN - Usnnsanannsiiv - U3nsfneEnAnu - UFnnstanyie HWASSN
LG aensie szl Funnsdanng
- Frudnudie - nswandisd - winUNANN - Ngassng - Yimiyd
Az0A 1513
- 13nssoufing - unne

: Churchill, G. A Jr., &Peter J. P. (1998). Marketing creating value for customers (2nd ed.). Boston: McGraw-Hill, p. 293
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3
(Monitored by Skilled Operators)

(Churchill & Peter, 1998)

3 I 1 (Unskilled
Labhor) ()

(Skilled Labor)
/ (Professional)

(Churchill &Peter, 1998)

. (Service Provider)
(Maintain Good Customer Relationship)
(Churchill &Peter, 1998)
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(Marketing Mix)
(Churchill & Peter,

1998)
? ?
(Marketing Mix) (Set)
(Marketing Tools) (Controallable)
(Kotler & Armstrong, 2004)
(Zeithaml & Bitner, 2003)
4 4 Ps
(Product), (Price), (Place), (Promotion) (Churchill &
Peter, 1998; Kotler & Armstrong, 2004)
/ / 4
/ | (Zeithaml & Bitner, 2003)
(Product) (Churchil
& Peter, 1998) : : (Kotler &
Armstrong, 2004)  Kotler (2003) 5 1)
(Pure Tangible Good)
(Tangible Good) 2)
(Tangible Good with Accompanying Service)
3
(Hylrid)
4) 1

(Major Service with



Accompanying Minor Goods and Services)

(Pure Service)

(Product)

: : (Product Line),
(Zeithaml & Bitner, 2003)

(Price)
(Churchill & Peter, 1998; Kotler & Armstrong, 2004)

(Differentiation) ,
(Zeithaml & Bitner, 2003)
(Place) (Channel of Distribution)
(Deliver)
(Exchange) (Churchill &
Peter, 1998) (Place)
(Available) (Kotler & Armstrong, 2004)

(Zeithaml & Bitner, 2003)

(Promotion)

(Kotler & Armstrong, 2004)
(Inform), (Persuade),
(Remind) (Churchill & Peter, 1998)

94



(Zeithami & Bitner,
2003; Lovelock & Wright, 1999)

(Interact Directly with the Firm's Personnel),
(Tangible Cue)
(e.g., Booms & Bitner, 1981; Rust et al., 1996; Zeithami

& Bitner, 2003)
4 Ps (Product, Price, Place, Promotion) (Zeithami & Bitner, 2003)

(4 Ps) 3 (People),
(Physical Evidence),
(Process) (Rust et al., 1996; Zeithami & Bitner, 2003) 2.12
2.12.

Product

Physical Evidence

' Rust, R. T., Zahorik, A. J., & Keiningham, T. L. (1996). Service marketing. New
York, NY: HarperCollins, p. 11.

9



(People)

(Cue)

(Professional
Relationship-based)

(Zeithaml & Bitner, 2003)

(Zeithaml & Bitner, 2003)

(Physical Evidence)

(Zeithaml & Bitner, 2003)

(Cues) ,
(Rust et al., 1996; Zeithaml & Bitner, 2003)
(Servicescape) :

96
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(Rust et al., 1996) H
(Message) (Consistent) ,
, (Zeithaml & Bitner,
2003)

(Process) (Procedures),

(Delivery Steps)

(Zeithaml & Bitner, 2003)

(Customized)
Southwest Airlines ~ Singapore Airlines
Southwest Airlines
(Low-cost Airlines)
Singapore Airlines

Singapore Airlines
(Zeitham|
& Bitner, 2003)

Lovelock  Wright (1999)
(Productivity and

Quality)



9

(Customer Loyalty)

(Trade-off)
/
(Brand Awareness)
/
(Perception) (Impression)  /

/

) : (Schiffman &
Kanuk, 2004) (Consumer Perception)
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(Perception) (Select), (Qrganize),
(Interpret) [ (Assael, 2004)
(Select), (Organize), (Interpret)
/
(Schiffman & Kanuk, 2004)

(Assael, 2004)

(Schiffman &
Kanuk, 2004)

(Sensation)
(Sense) (UNIVERSITY, )
, : , (Schiffman & Kanuk, 2004)
| | (Marketing stimuli)
2 ) (Primary/ntrinsic stimuli)

2
(Secondary/Extrinsic stimul)

(Assael, 2004)
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Absolute Threshold
Absolute Threshold

v Absolute
Threshold 2
Absolute Thresholo

/ Absolute Threshold

/
(Schiffman & Kanuk, 2004)
(Sensory Adaptation)
(Advertising

Campaign)

(Schiffman &
Kanuk, 2004)

(Selective Perception)

(Perceptual Process)
2.13 (Assael, 2004)

2.13
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(Assael, 2004)

2.13: !

_ Exposure
Selection
| | 1

Attention

Organization

l Categol'zation
Interpretation b

:Assael, H. (2004). Consumer behavior: A strategic approach. New York:
Houghton Mifflin, p. 159.

Inference

(Selection)
(Perceptual
Selection) (Exposure),
(Attention) (Selective Perception) (Assael, 2004)
(Exposure) 5 (Consumer's
Senses) (Assael, 2004; Hawkins, Best, & Coney, 2001)
(Assael, 2004) / /

(Hawkins et al., 2001)



(Cognitive Capacity)

$

Intensity),
(Position),

)

sternthal, 1990;)
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(Attention)
(Assael, 2004)

(Hawkins étal., 2001)
(Assael, 2004)  Hawkins et al. (2001)
(Context)
(Stimulus Factors)
(Size and

(Color and Movement),
(Format), (Information Quantity)

(Individual Factor)

(Maclnnis, Moorman, & Jaworski, 1991; Maheswaran &

(Roshergen, Pieters, & Wedel, 1997)

3) (Situation Factors)

, (Focal Stimuli)

(Temporary Characteristics)



(Assael, 2004)

(Preattentive Processing)
(Assael, 2004)

(Selective Perception)

Clorox

(Assael, 2004)

(Selective Organization)

/
Arm & Hammer
Arm & Hammer
(Dental
Hygiene) (Assael, 2004)
(Relevant)
/ (Perceptual

Vigilance)

103
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(Assael, 2004) Spence  Engel (1970)

(Assael, 2004)

(Perceptual Defense)

(Assael, 2004)

Shérif (Sherifs Social Judgment Theory)
(Narrow
Latitude of Acceptance) /
Assimilation Effect

Contrast Effects (Assael, 2004)

(Perceptual Equilibrium)
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(Perceptual Organization)

(Integration)
Gestalt
Psychology Gestalt Psychology
(Integrated Whole)
Gestalt Psychology
3 , ,
(Assael, 2004)
(Closure)
(Assael, 2004; Hanna & Wozniak,
2001)
/
(Conclusion) (Assael,
2004) Heimbach ~ Jacoby (1972, as cited in Assael, 2004)
(Incomplete Ad)
(Grouping)
(Chunks) (Asseal, 2004; Schiffman &

Kanuk, 2004)
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(Organized Whole) (Chunking) (Grouping)
(Assael,

2004; Hanna & Wozniak, 2001) Gestalt Psychology

/ (Symbol)

(Imagery) /
LA Gear
LA. Gear (Assael, 2004) Disney (Home Page)
(Click)
(Context)
(Context)
/
(Assael, 2004)
Figure and Ground Gestalt
Psychology
(Foreground)
(Ground/ Background) (Assael, 2004; Hanna & Wozniak, 2001)
2.14 Figure
(Background) 2
(Figure) (Background)
(Figure)
(Background) Figure
Ground (Assael, 2004)
Gestalt

Psychology (Schiffman & Kanuk,
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2004)
/ /
(Hanna & Wozniak, 2001)

2.14:

' Assael, H. (2004). Consumer behavior: A strategic approach. New York:
Houghton Mifflin, p. 164.

(Interpretation)
(Hawkins et al., 2001)
(Brown
& Dacin, 1997)
Assael (2004)
2 1) (Perceptual Categorization)

Crest Crest
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(Categorization)
2)
(Perceptual Inference) 2
Hawkins et al. (2001) 2
1 (Cognitive
Interpretation)

(Hawkins et al., 2001)

/
/
(Subcategories)

(Classifying)

(Grewal, Krishnan, Baker, & Borin, 1998; Grewal, Monroe, & Krishnan, 1998)

2, (Affective Interpretation)
(Emotional or Felling Response)
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(Hawkins et
al., 2001)
/
(Sojka & Giese, 1997)
1) (Individual Characteristics) (Learning)
(Expectation)
2) (Situation Characteristics)
(Hawkins et al., 2001)
3) (Stimulus Characteristics) ,
(Sign),
4) (Interpreting Images)

(Hawkins et al., 2001)

5) (Consumer Inferences)



" ) (Low in Fat)
(Hawkins et al., 2001)

Solomon (2004)

Crest
Colgate

Hawkins et al. (2001)

Lutz (1991)

(Assael, 2004; Fishbein & Ajen, 1975, as cited in Lutz, 1991 ; Schiffman & Kanuk,
2004) (Brand Attitude)
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(Assael, 2004)
Biel  Bridgwater (1990) 2

) 1 (Utiitarian)

(High Involvement)
(Durable Product) (Biel & Bridgwater, 1990)

) (Emotional)

(Spokes-character)
(Low Involvement)
(Household Goods) (Biel & Bricigwater,
1990)

Katz (1960, as cited in Hawkins et al., 2001)
(Fuctional Theory of Attitudes)

Katz (1960, as cited in Assael, 2004), Hawkins et al. (2001), Schiffman
Kanuk (2004),  Solomon (2004) 4

1 (Utilitarian Function)
(Principle of Reward and Punishment)
(Pleasure)



112

(Pain)

/
/
/
2 (Value-expressive Function)
(Self Concept)
/
3 (Ego-defensive Function)
(External Threats)
(Internal Feeling)
4 (Knowledge Function)

/

Coke  Pepsi

Coke  Pepsi
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(Assael, 2004)
1
(Hawkins et al., 2001; Solomon, 2004)

Listerine "Linterine

Listerine
(Assael, 2004)
(Hawkins étal., 2001)
2
1 3 (Tripartite View of Attitude)
2 ( idimensionalist View of
Attitude) 2
(Inconsistent) (Lutz, 1991)
3
3
(Cognition), (Affect), (Conation) ,2.15
(Cognition) (All Belief)
Crest (Affect)
Crest (Conation)
/
(Attitude Object) Crest

(Lutz, 1991)
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2.15: 3
NAUAR
' (Attitude) I
I I
ANAR | ANEEN | nsnszin
. |
(Cognition) : (Affect) 1 (Conation)
; I

:Lutz, R. . (1991). The role of attitude theory in marketing. H. H. Kassarjian & T.
. Robertson (Eds.), Perspectives in consumer behavior (ath ed.). Englewood

Cliffs, NJ: Prentice Hall, p. 119.

(Cognition)
(Affect)

(Conation) (Lutz, 1991)

(Lutz, 1991)

( idimensionalist View of Attitude)

(Affect)

(Cognition) (Belief)

(Antecedents) (Conation) (Intention)



(Behavior) (Consequence)
(Fishbein & Ajzen, 1975, as cited in Lutz, 1991) ( 2.16)
2.16:
Belief Attitude Intentions Behaviors
(Cognition) i (Affect) i (Conation) i (Conation)

s Lutz, R. J. (1991). The role of attitude theory in marketing. H. H. Kassarjian & T.
. Robertson (Eds.), Perspectives in consumer behavior (4th ed.). Englewood

Cliffs, NJ: Prentice Hall, p. 320.

(Cognitive Component)

(Neal, Auester, & Hawkins, 2001)

; /
/ (Attitude Object)
(Schiffman & Kanuk, 2004) /
Coke Coke
, Coke , Coke

, Coke

(Hawkins et al., 2001)

(Assael, 2004)

(Affective Component)

(Assael, 2004)
(Hawkins et al., 2001)

" " (Assael, 2004) 216
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(Hanna & Wozniak, 2001)

(The Behavioral Component) , ,
(Hanna &
Wozniak, 2001 ; Hawkins, et al., 2001 ; Schiffman & Kanuk, 2004)

Diet Coke Diet Coke

(Gardner, 1985; Mehta, 2000; Miniard, Bhatla, & Rose, 1990;
Olney, Holbrook, & Batra, 1991)

2 1)

Mehta

2) /

1 1
(Transformational EffECt)
/
(Eden &Burke, 1987; Puto &wells, 1984)
/
(Assael, 2004)
L,
(Belief), (Attitude), (Behavior)
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(Asseal, 2004)

Heider

Heider (Heider's Balance Theory)

/ (Assael, 2004)

(Triads) (Solomon, 2004) ( 2.17)

2.17:

|o AaNAsaNNAUARDY

-
AR \

X ! ! !

:Lutz, R. . (1991). The role of attitude theory in marketing. H. H. Kassarjian & T.
. Robertson (Eds.), Perspectives in consumer behavior (4th ed.). Englewood

Cliffs, NJ: Prentice Hall, p. 321.

2.6 1) (P) /

(0) , , :

X Nike Michael Jordan (X)



Nike (0)

3)

Michael Jordan

Michael Jordan

Heider

(Solomon, 2004)

Solomon (2004)

Fishbein (1963, as cited

Michael Jordan

Nike (Lutz, 1991)

)

Heider

in Assael, 2004)
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Fishbein

Fishbein (Fishbein's Multiattribute Model)

Fishbein (
2.18)
(Brand Alternative) / (Assael,
2004)
2.18: Fishbein

Evaluation of Product
Brand Beliefs (bi)
Attributes (ei)

1

Overall Brand

Evaluations (Ao0)

Intention to Buy (BJ)

l

Behavior (B)

:Adapted from Assael, Fl. (2004). Consumer behavior: A strategie approach. New

York: Floughton Mifflin, p. 225.

2.18
/

(Attitude toward Object)



Listerine

Listerine Listerine

Listerine Listerine

(Assael, 2004)

Fishbein

(Compensatory Model of Attitude)

Listerine
Listerine Listerine
Listerine 2

(Overall Brand Evaluation)

Fishbein
(Actual Behavior)
(Assael, 2004)
Fishbein
(Theory of
Reasoned Action)
Fishbein Ajzen (1975, as cited in Lutz, 1991)

(Theory of Reasoned Action: TRA)



Fishbein

(Attitude toward Behavior)
(Attitude toward the Object)
(Attitude toward Buying)
Ferrari

Ferrari Ferrari

(Subjective Norm) 2 1)

(Normative Belief)

2)
(Motivation to Comply)
(Assael, 2004; Lutz, 1991; Schiffman & Kanuk, 2004)( 2.19)
2.19
(W1) ( 2
(Strength) W1 2 (Intention)
(Normative)
W1 2
2 W1
(Intention)

(Lutz, 1991)

(Elaboration Likelihood Model)



2.19:

W1
Beliefs about

Consequences of

Engaging in the $

Behavior

Attitude toward

the Behavior

Evaluative

Aspects of Beliefs

about

4

Consequences

Intention to Overt Behavior

Perform the

\ 4

------------------------------------- Behavior

Normative Beliefs

about What

Others Expect

A

Subjective Norm

Motivation to Y

Comply with

W2
Normative Beliefs

:Adapted from Lutz, R. J. (1991). The role of attitude theory in marketing. H. H.
Kassarjian & T. . Robertson (Eds.), Perspectives in consumer hehavior (4th ed.).

Englewood Cliffs, NJ: Prentice Hall, p. 322.

(Elaboration Likelihood Model: ELM)
(Brand Involvement)

(Decision Motivation)



/ (Hawkins et al., 2001)

(Central Route)

(Peripheral Route) (Schiffman & Kanuk, 2004)

(Central Route) /
(Peripheral Route) / (Solomon, 2004) (
2.20)
220
High-involvement Cognitive Belief and Behavior
Processing »|  Responses B Attitude > Change
A
Central Route
Communication )
Attention and
(Source, Message, I X
Comprehension
Channel)
Peripheral Route
Low-involvement Belief Behavior Attitude
Processing > Change > Change > Change

Solomon, M R (2004). Consumer behavior: Buying, having, and being (5th ed.).
Upper Saddle River, NJ: Pearson, p. 282.

2.20

(Active) /



124

(Schiffman & Kanuk, 2004)

/
(Cognitive Response)

/ (Solomon, 2004)

(Peripheral Route)
/ (Schiffman & Kanuk, 2004)
(Argument)
(Peripheral Cues) (Suitability)
, (Solomon, 2004)
(Secondary Inducement)

(Schiffman & Kanuk, 2004)

(Attitude-toward-the-ad Models)

(Attitude-toward-the-ad Models)
(Schiffman

& Kanuk, 2004)

2.21 /

(Affect) (Cognition)
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/ (Attitude toward the Ad) /
(Belief about the Brand)
(Attitude toward the Brand) ~ (Schiffman &Kanuk, 2004)
mMalafulnson
(Exposure to an Ad)
A 4 A 4
Araniuisisielamon AN WannTaimon
(Judgments about the Ad): (Feelings from the Ad):
Cognition Affects
v \ 4
AEaIAETURTRUAN ruARTEA RN
| (Beliefs about the Brand) (Attitude toward the Ad)
ViAuARTIAenTALAN

A 4

(Attitude toward the »”

Brand)

: Adapted from Edell, J. A., & Burke, M. C. (1987). The power of feelings in

understanding advertising effects. Journal of Consumer Research, 74(December),

p. 431.

Burke Edell (1989)

(Brand Attribute Evaluations),
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(Feeling) ,
(Upbeat Feeling) (Negative Feeling)

Edell Burke (1987)

(Advertising Effects)

(Ad's Effectiveness)

(Transformational)

(Informational)

(Recall)

(Puto & Wells, 1984)



121

(Single Process)

(Assael, 2004)

(Discrepancy)
(Actual State of Affair) / (Ideal state of Affair)
(Problem-solving
Process)

(Hanna & Wozniak, 2001)

Dewy (1910, as cited in Hanna & Wozniak, 2001)

5 ( 2.22)
y
Problem Identifying and
o Search ; Purchase Postpurchase
Recognition » Evaluating
Considerations
Alternatives
a

. Hanna, N, &Wozniak, R. (2001). Consumer hehavior: An applied approach.
Upper saddle River, NJ: Prentice Hall, p. 294.



1) (Problem Recognition)

/ / (Hanna &

Wozniak, 2001)

)
(Assortment Depletion) : 1 : /
(Stock of Goods)
)
(Change in Consumers' Life Circumstances)
)
(Product Acquisition)
(Printer),
) (Product
Obsolescence)
) (Expanded Means)
) (Contracted Means)
)
(Expanded Awareness)

128



(Hanna &Wozniak, 2001)

(Utilitarian Needs) /

/
(Information Focus) (Purchase Process) 2
A (Hedonic Needs)
/
/
(Experiential) /
/ (Assael, 2004)

2) (Search Activity)

(Options)
(Hanna &Wozniak, 2001)

(Casual) (Systematic)
|
(Internal Search), (External
Search), 2 (Combination) i
(Product-related Information) ~ /
| |
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(Long-term Memory) /

(Market-oriented Source) ,
(Interpersonal Sources) C
(Hanna &Wozniak, 2001)

. 4 )
(Individual Learning style)
S (Hanna &
Wozniak, 2001)
(Passive Learners) /
| (E Sproles &G. Sproles, 1990) )

(ProductInvolvement)

/
/
) (Experience)
(Purchase Situation) / /
) (Risk Perception)
/
(Hanna &Wozniak, 2001)
3) (Identifying and
Evaluating Alternative Solutions)
(Market-related Problem)

(Choice Set)
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2
) (Identifying Alternatives)
/
D /
/ /
(Subset of Alternative)
) (Evaluating
Alternative) /
/ (Hanna &
Wozniak, 2001)
4) " (Purchase or Commitment)
[ (Hanna &Wozniak, 2001)
) (Postpurchase Consideration) '
(Consumer
Satisfaction) / (Hanna & Wozniak, 2001)
(Cognitive Dissonance)

(Assael, 2004)

(Involvement)  Solomon (2004)

/
/ Berkman, et al. (1996) (Involvement)

Mowen  Minor (1998)
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(Mowen & Minor, 1998)
2

(Situational Involvement)

(Enduring

Involvement)

(Houston & Rothschild, 1978, as
cited in Assael, 2004)

Hawkins et al. (2001)
L 4 (Purchase Involvement)

(Mitchell, 1979, as cited in Hawkins et al. 2001)

3 (Habitual Decision Making),
(Limited Decision Making)
(Extended Decision Making) ( 2.23)
/
(Product

Involvement) (

Starbucks) ( )

/ /

, (Habitual Decision Making)
(Internal Search)
/ /
/



Colgate

Colgate
Colgate

2.23.

Low-involvement

Purchase

Habitual Decision Making

.

133

(Hawkins et al., 2001)

Colgate

Limited Decision Makina

.

Colgate

High-involvement

Purchase

)

Extened Decisin Making

v

Problem R nition

Selective

Problem Recognition

Generic

Problem Recognition

Generic

v

v

v

Information Search

Limited Internal

Information Search
Internal

Limited External

Information Search

Internal

External

4

y

Alternative Evaluation
Few Attribute
Simple Decision Rules

Few Alternatives

Alternative Evaluation
Many Attribute
Complex Decision Rules

Many Alternatives

Postpurchase

No Dissonance

Very Limited Evaluation

Postpurchase

No Dissonance

Limited Evaluation

Postpurchase

Dissonance

Complex Evaluation

: Adapted from Hawkins, D. 1, Best, R J., &Coney, K A (2001). Consumer
behavior: Building marketing strategy (8th ed.). Boston: McGraw-Hill, p. 505.




Toblerone

Toblerone "

(Hawkins et al., 2001)

(Emotional needs)
Needs)

2001)

134

(Limited Decision Making)

(External Search)

(Hawkins étal., 2001)

(Paint-of-purchase)
Toblerone 2
"Toblerone R
/ (Do not Buy Option)

(Environmental

(Hawkins et al,

(Extended Decision Making)

(Hawkins et al., 2001; Solomon, 2004)
(High level of Purchase Involvement)
/
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(Cognitive Dissonance)
(Hawkins et al., 2001)

Assael (2004)

4
(Complex decision making),
(Brand loyalty), (Limited decision making),
(Inertia) ( 2.24)
I
/ ,
(Norms) (Product Involvement)
(Solomon, 2004) ' (Low-
involvement Product) , ,
, (High-involvement Product)
/ (Thinking)

(Feeling)
(Doing) (Duncan, 2005)

(Complex decision making)

, (Performance Risk)
, (Complex Product) ,
(Ego) (Assael, 2004)
5
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(Solomon, 2004)

2.24: 4
High Involvement Low Involvement
(Complex Decision Making) (Limited Decision Making)
(D@CiSiOﬂ (Belief) (Belief)
Maklng) (Evaluation) (Behavior)
(Behavior) (Evaluation)
(Brand Loyalty) (Complex Decision Making)
[ (Belief)] (Belief)
(Hablt) [ (Evaluation)] (Behavior)
(Behavior) [ (Evaluation)]

: Adapted from Assael, H (2004). Consumer behavior and marketing action. New
York: Houghton Mflin, p. 100.

(Limited decision making)
(Trail)

(Varety)

(Assael, 2004)

(Brand loyalty)

/
(Strong Commitment)



(Brand Commitment)
(Habit)

L (Inertia)

(Passive)

/
(Spurious loyalty)

(Assael, 2004)

137

(Assael, 2004)
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