(Transit Advertising)

( | 2520)

Anthony F. Mcgann and J. Thomas Russell (1988)
3



L (Carcards or Inside)

2. (Traveling Displays or Outside)

Jack Z. Sissors (1996), Jim Surmanek (1994)

L
Metropolitan Area)

(Reach)

(Station Poster)

(2539)

(Mass Coverage of



(High frequency)

(Limited Massage Space)

10



4
( ., 1997)
L (Supporting media)
(Campaign Launch) (Promotional Campaign)
(Area Coverage) (Reach)
2. (Reminding)
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Assael (1998) (Exposure)
( ) ) ) )
(Interest) (Involvement)
(Attention)
(2540)
L (Availability) ,
2. (Convenience and Preferences)
3. (Accustomed)
1

4, (Characteristic of Media)



) (Consistency)

(Mass Media Exposure)

(Perception process)
(Perception)

(Assael, 1998)

Wells, Burnett ~ Moriarty (2000) (Exposure)
(Perception Process)



1 (Perception Process) 4

Exposure

Attention

Perception or Interpretation

Retention
(1) (Exposure)
(2) (Attention)

Cognitive Dissonance

14



(Perception or Interpretation)

( Retention)

(Perception Process)



(Memory)

Process)

Retention

(Memoary)
(Assael, 1998)

(Perception

(Memory)

15



1 (Encoding)

(Visual code)

(Memory)

(Auditory code)
(Semantic code)

2, (Storage)

3 (Retrieval)

Multiple Store Approach

Multiple Store Approach
3 (Atkinson & Shiffrin, 1968)

memory  SM),
(Long-term memory ~ LTM)

(Short-term memory

STM)

(Sensory

17



(Maintenance Rehearsal)

Information Short-term Long-term
~ ~ ' Sensory Memory Memory Memory

1 Elaborative Rehearsal 1

18

nisandaya Forgotten material

: David L. London and Albert J. Della Bitta. (1993). Consumer Behavior. (4ted.)
New York:McGraw Hill, p. 405.

L (Sensory memory  SM)

(Sensory receptors) (Sensations)

(Short-term memory)
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2 (Short-term memory ~ STM)

(Assael,
1998)
(Coding)
(Chunking)

18004322510 1
- 800- 432 - 2510 4

7 chunk

“Smucken" Master card
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2 (Rehearsal)

Maintenance Rehearsal

Elaborative Rehearsal

(Long-term memory ~ LTM)
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W -« ritnne

(Retrieval of Information)
(Recall) (Recognition)

(Recall and recognition test)

(Recall)
2
(Unaided Recall) (Aided Recall)
(Recognition)

Shiftman ~ Kanuk (2000)

(Recall Test)



(Recognition Test)

Manhattan Mini-storage

(Memory)

(Attitude)

Gordon . Allport

22



Fishbein  Ajzen (1975)

John C. Mowen ~ Michael Minor ( , 2543)

(Evaluative
Criteria)

(Kassarjian & Robertson, 1991)

L (Attitudes are learned)
“ "(Information) (Attitude objects)
( ) ‘ " (Direct experience)
( )
2
2. : (Attitudes are

Predispositions to Respond)

23



Hypothetical structure

3
(Consistently Favorable or Unfavorable Responses)

(Brand loyalty)
(Word-of-mount Recommendation)

4, (Attitude Objects)
(Object)



(Components of Attitude)

25

Cognitive Component

Affective Component

Behavioral Component

2 X
— 6. AYNNGN AT

— 7.1lsuiuAnnsTe

1 o

" s

ATNG ANNFILA
2. = paridnla | newgFines
Cognitive Behavioral
o v
21910 AYNFAN
Affective

o . - (253).

— 8. N1998%"

9.



(Intention to buy)

(Cognitive Component)

(Affective Component)

(Behavioral

Conative Component)

26



21

(learn-feel-do)

(feel-do-learn)

(dlo-learn-feel)

(Unidimension View)

Beliefs Attitude r Intentions Behavior
(Cognition) (Affect) (Conation) (Conation)

- Lutz, RJ. (1991). The Role of Attitude Theory in Marketing.  H.H. Kassarijian & T.S. Robertson
(Eds.), Perspectives in Consumer Behavior (4hed.). Englewood Cliffs, NJ : Prentice Hall,
pp. 317-339.

Lutz (1991)
(Affect)

(Cognition) (Antecedents) (Intention to
buy) (Behavior or Conation)



(Media)
(Advertisement)

1993 Naveen Donthu, Joseph Cherian ~ Mukesh Bhargava

‘ " (Factors
Influencing Recall of Outdoor Advertising)
! ( )

( ) ( )

( )
(Experiment)
10
(Telephone Interviews)
142 10

(Advertisement-related independent variables)

28
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(Respondent-related independent variables) ,

(Aided recall)

, (Unaided recall)

1

7

2538
(Bus body)
(Bus side) ... . (Bus back)
(Bus Shelter) 15-50 400
Bus body
Bus shelter, Bus side  Bus hack
Bus body Bus shelter, Bus side

Bus back Bus body

(2541) “



(Quantitative Research)

(2542)

400

(2549)

18

15-49

200

400

12-25

30
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