B2 B SRR 20 /N %’%,ﬂﬂﬁ R 6 4
ARG e 3 IEIEPF'%E%
R Aak

B2 MESE AR /N SR BT
A A1 AR

-5 T4 VU TEBEOBINER

6 i fRsk

(#EE)

W, 27707 4 U T ERAT 2 aRIIIMEmICS 5, BEFEHFERICBWCHERSh
TWA LI, T TTUT AV TEEORAY v MIZIGIZESN, TAY v hbREW, £0O7
W, AT IGUF 4 TR ORRNER ST D I EITEREVD L ThH LN, BEEEIC
BWCTENLLEZERBMICOIM LIS OITEEL WS T, 22 CRBRIZ. 27T 0 F 4 v 78
W& DR B BN % fEIH 95 7= DI E OET T VEME L, FIED 21T 9,

F1E (XICHIC

1-1 FEEES

Sony Ericsson %>, NEC personal computers with Intel Processors 72 &, DT T N5 L U
772 Ra 1DIREODT D28 a3 - T 74780, HE Z0a-77307 0 o 7 ERMAT
LBINBIIH 2 TNV DL, ZOERICIT, BRAEOBACH 2 MEORIE R &, ka2 A Y v b
WD EWD ZEBRBREFFRICENTIHEBINTWDE, e b, AT LOREESC=-7 70T 1 v 7%
BT 2770 RDAOEERE TAY v hORZIBERRICEMIN TN D3, AU v hBIOT X
Uy NRFOKREIDx, 2T 707 4 v TEIRORIIERIL, FEEEBEZE2MOTELEEDDL LD
AThbd, LML, EFESTEIT RO L 7 SIiE, BHEINDIEETHYY, a-T73 0T 1 VI8
WEDREYER % FZFERIICHA H 20 LIEFRIEF L S o TRV, 22 TRRIL, 27707 1V 7HEIED
DB R & R T 2 7= DI B OEET VB L FEEDIT 21T 5. ARROF I, IIEEEHBR
MbTHERLDERDETHAD,

-

Wei-lun Chang (2008) %, il 10 FERICEWT, 2 - T 70T 0 7 288 L2 FIEHEM 40% T 28mL T\ b
LR~TND,

2 Bl 213 Wei-lun Chang (2008) % ft&CTHIBDO Z &,

% fil 2.1F Helming, Huber, and Leeflang (2008) 35 & U8 Wei-lun Chang (2008) % fif& CHMD = &,

Helming, Huber, and Leeflang (2008).



B2 EFE SRR 2/ N I R IIT R 5 6 )
A o BIEMJFEJ%E‘%
R fak

1-2 FRDOWAR

AR D &K D 7RI Ko Tl BB S b, & 2 Bk W T, BIFIEE L= — L. BEAFEAT
O ENBT LB, BL 27707 ¢ VB OREER Z i35, & LCH 3 BT\ T
2 BIZB W T S RISk L TIGRAZIRET 2 & & b, ERET VEMET D, S HITH
4 BV, B IZRWTRE SN A RBRAICT 2 N 272D OB BT 2Bk 217
. BB BEIZBWTIL, HEEREICL > THELNZT —# 2 AV TG BIEESIT 21T, SHTHERIC
BIT B8R A1T O, mEICHE 6 EICHBWTIE, AGRORE., BBA, BLOSHROBEICHOVWTEKRT D,

¥2E BHEHRLEL—

2-1 2-TSUT4VIDRERICET SBREHNR

Helming, Huber, and Leeflang (2008) i, =775 4 V7 I3|EMNI T ToT 4 v 7 EKENa-T T 05
AV TITKBIEND E LTS, BMENI-TTUT 4 V0%, B8, D7 70T 4 v 78T b0THY, N
2 —F = —VORRDEMEN 1 DORETK LT ) BEMNLHKE TH D, i, K- TT70F 07k N =
—F 2=V OFR—ERIZBNT, BEOT 7 RRMFE SN/ OEES L OETHD, T LT, ThDLEMEHEL
FERBEZIERLTNDON Grossman (1997) Thb, W=7 0710 7%, Ik, Wi, 7ax s b7 LA
ARV, INGRERES =TT 4 7 ar T A NIBNT, 2 DDT TV REMABEDEDLZ ETHY | RFETITME
—OMAR 2R E RS T B 72022007 T REMAEDEDZ L ThD L), Park et al.(1999), 35 L U Kohli
(2002) 1%, BT HMAEDENRL RN THDL L LT, MERERLZIHL 0D, Kz, 27707
4 Y ZITOWTHREN R ER E A 572, £ LT Park et al.(1999), 5L Kohli (2002) O#&ENG, 27T F
4T % ME—OMAINARRRZAET 272012, 22007 T2 REMAGDLEDLZ L LEXKT D,

2—-2 TS5 T4 TICBET5BRERE

2—2—1 Wei-Lun Chang (2008) D%

Wei-Lun Chang (2008) (£, 27T 47 DAYy heT AV hEUTOLIIZEHL TS, £ 2Y
v MZOWTIE, BHOT 7V R —LEIEHT 52 LT, 2770 REEPHEFEMICI DI LN TED
LWSRE, BIEMBEEE NS RERRBA E BN EEGOTVWE VI BEET VD, ZLTT
AUy b LT, BRILEDS T HEILE ST, 2770 RN LZOMET 7 Rzt LTT 7 R
BROBEN RSN LV REETTND



B MR35 SR S P 0 ) E]’%Eﬂﬁ} =5 6 4
255 EE 3 [m] R R R
wR e

2—2—2 Kohli (2002) DOHZE

Kohli (2002) 1x. 27TV F 4 7, 22007 T R 1 DOFHBBITHRT 5L 05, 75 v Rk
RORFRIr—ATh D, ThPz, HRBICH L TEDLITHIFDT T v Rl AT 4 BT DD
2 BROHHEARZDREDL I T T N0 AT 4 ITHEERETONEND ZEIE, 77 Nk
REBLULIERETHD LML TWD, 2O LT, =77 07 4 v 71T 2BEEF NS LT O

REMM L, B1ilo, =277 FREIE, RO T 7 R o LIZBYEEREL 2N TED
DT, 2T TT 4T ORMBMRT 7> RBPMELE I N T IV —ITIEETDRICAMNTH D, & 2
2, 27T FREEOREIIER 7 7 > RIS L TAE LA —R—2 R a0 HE D LMo T
W T & FIZZ OB LR T 5, £33, "M AT —H AT T Nen—AT—H AT T Rk
MOAEDOEDLZEIFX BT LONART—H AT T U RIZESTHETH D LIFRLARW, ZLTE4IZ,
2.7 Z» N ERRT %7 7 it V=M% 2.7 7 MRS L CRIRT 5,

2—2—3 Keller(1998)

Keller(1998)i%, =777 4 V7 DORFTL LTLUTD 2 82BN TW5, 1 fHE LT, DT T
VIRDBBEET L LI WA= S EEEEOR T a UREEDL LWV T EEERE LTS,
2RALELT, 77 P LTEL OB RHESSCELS LRIV 232 R8T, RELT, 2.
TIUT 4 IS — 7y NGO EERINS W 5 LUVIEERE ST ¥ 1oL L ORI ek % i
DT NS ZEEEHL WD, FrT, RAEILOR A ERHEV 2T TV =Tk, 277
T T DNERMN R A LT A AR FETH D & KellerQ999) Xk < T 5, LaL., ETER BT
LLT, MBHEOME LIy P AV FOKERSEORDZIZ, RMER A7+ —< 2%, BE+ 57

FURICAHT 4 TREEEERDZERHDHEND ZEEHEHLTWD

2—2—4 Helming, Huber, and Leeflang (2008) DHE

Helming, et al.(2008)i%, 7T > K774 T AIZIX, 2772 RERBEOIENIC, 770 FIEE, 7
2T N TFoT 4T ®WEARC R T 37 RRZA DU T, BE O a7 re—3 g VIR
BB LV D, ftENZEIS R 2, BB ERE L, L 6 DOEIKZ U TO L T LDl (M
R1BW), 72k, MORESE, FEEOIGEEELR L TND, KR L1 DEI DRI DLEREY, 2T 7
T v TR, L oOHERE & LB L L BT AR R X AR N A B — 5, FEE T D 7o Ic S KAt
ML Z LT 5,

R 4y PRI LTHESIE, ET 4 77— 77 R, 275 MBI~y F—- T F K
WA R Al % 52 5 2 L= 7 5 o F 4 v RIS OBAE O TR IEIC 272228 % & B L C
W, AA MEIZOWTE KT 7 v FBRRAET RO a—FT 4 x—Yar-axA RN rva 0
AR e EPOBRAERHL TS, THUTMZT, 2 2O7 72 FAEAS L THARVEEe, k7T 7

(BT 2 ADMERBIMEE SN D HEITBNT, 27 7 FEIK TR T 7~ FIos L TRDEEE
FIFF LML TS, Fo, FT EOBLRICBWT, 2 DORRD AT — 7 RV F —H OB 2% L
B TUTWT RNz, 277 0 FEIEOERITEHTH L L bEHL TV D, Zokdic, 277



BB R I SRS 6 1)
AT 3 B R
T

RERRE I NA VR NV F =V REIETHD EEBZ DI, TPz a7 T2 REIE OB EE 2 &
NMCTAZLEIEBEBZEOHAZLTHDEENVZBTESD,

K% 1 Brand Alliance Strategy Matrix

Long term
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Time Horizon
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& Tl I ARFERTHEMK (Program-induced mood)

FLWEAKOFBAMITIEE L WRD, L0 HERRBHINMSEE LS T SNDIEEREED D,
® TLAARALNENUHET S (Opportunity to process the placement)

TIURTVARA L MIBWTT LA ARA Y MZBWTT LA ARA Y N T HEEITT LA R
AV MO L TR DRV SLD, KVEBLZT LA RAA LV MI 770 FRAEEZRED D, 72,
HBLIZT VA RAA Y SRR ENTSE. TOBRHERIZT T v FRMICEOREE XIET,
® L AAAL OB (Placement modality)

—ODOBRTHLENTET LA AA L FED | OO THR SN T LA A RA 2 RO BRSO
7T v FRIEICKRE B e b o, (BT +BER > B > 1)
¢ SKELLTOTZ Y FHEL (Priming of brand appearance in the program)

TaLy R T A AR NISDIRER T B ' — v a VIEBIN R AL ) T LA A PSR
7T v RSt 2R A<,
® TI7UREAW | A M=V —DOFEUMT = DFRE (Degree of link between brand and character/story)

7T v REBRG N ORTHITHEPLRFETOE R, FEDBELE AW XM R, RIEEICT
F REBGANORBRERS TR SEDL, BHAWEA M=) —OBEERBRIZ. LA AX U PER
27T REMBEDINTER I ~DFEBAZREZ S, 77 FICHLIZEZEEZEL S D,

2—2 D.L.R.Van der Waldt, V.Nunes and J.Stroebel (2008) QOEELZFBAMOELERICK IR
¢ HEFITHEEICT LA AA FEINTZREOFEMILIC T LA A A FENERGOF L EE S

Do
® b7 7  FORGABEERBGANMBENT L0 ) Z &%, WHEOHMEERICEELRITS
Uy,

WEEIBEGANYOEEEICBEL TR TH D, BFIT, Tad 7 b LA RAA LV NETHIE, &
BRBRB M ZBEIRT ALY, BHER T LA AAL NETHERRTH D,

2—3 d'Atous and Seguin (1999) (&2 7OFY k- TLA R A Y NERROSE

& BoRrMe7rmX s b« 7L A XA (implicit placement)
BWEOBMEEZIER D Z L3, 7T 0 FARELZRN S5 Fik,

® HMAESNEWRMARTu X7 b LA AR (integrated explicit placement)
GO BHERZRE TP TH 5 2NE 2 D Fik,

¢ EHMESINT-HRINRT e X7 b« LA XA b (non—integrated explicit placement)
FALPUCHAA AT Z 722K 7T RRBEELW LTI 2 Fik

2—4 Babin and carter, Solomon (1999) k3 7FAFY k- TLLRA Y FOSER
® VT —FT 4 THT LA ARAL b (creative placement)
® Ly FNTLAAAL | (on—set placement)
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2—5 Blonde and Roozen [ZT&k3TFAFY b * TLLRA YV FE CMIZBITHEEADHLE
Blonde and Roozen i Gupta and Lord (1998) O#fE%#5IH L., v X7 k- 7L A A X N ZHHE
R7uaH Y ke T A AA K (prominent product placement) ST u X ke LA ZRA B
(subtle product placement) & 2 FIHICHIEL, 2D 2FEDO T 0 XY b+ FL A Z AL+ & 307 CM 3
772 FRAC R ETHEN 2 e LT, TOMR, BFERTuF I b VA AXA LSBT T
RN KIE L TV DHBNNMIS T a7 k- T LA AA L R8RS, £72 30 B CM N7 7 RR
FNZRIEL TV BB T 0 L7 k- LA ARXA Y MLV EGEH SN, LarL, CM T
LEWOHANRE>TED, WIZ 30 B CM 2NEHERT 0 H 7 b - T LA A4 DI RVEER) 2 &
FELTWDEEFEZARVDTH D,
Flo, TR IFAKL, GEELDEFET XTI R T LA AR NE CM W HFOFE BRI D
ZENproT,
& HERTOLT N TUARAY NI T X b T LA ARA b
CM>biera X7 &« ZLv A ZA L |
CM>BER T mE sk« LA AA NOBELHY |
BT S N TLAAA FS>CM OSELHD (CMAIELIZLED)

L 4
L 4

2—6 Lock and Romaniuk I2&3FAFY b« LA R A2 FOBHEREBEORRFR

Lock and Romaniuk (37’7 %7 b « LA 24 N OWIREFEZ T LA A A FORE E (Placement
Size) . ¥ DO EEE (Being Essential to the Scene) ., 7L A 2 A > k D43 (Distribution of Placements) |
T REXY T & EDOMARBE (Character Interaction with a Brand), 7L A 2 X > kDX

(Modality of Ploacements), % L CHEEE & fik#¢ (Frequency and Duration) & 728 L., ThZEh
ET7 T ROMEE OBIREICONTHIEE LT, TORER, TLAAA L PORE ST T FEFy T
72 LOMABMRIZT 7 v FOMEICIWTEERER TIIRV, MoOZRIFHE TV THEEREE
ERIZLTWAHZ NG a /e, L2>L, Russell and Stern (2006) DL TIL, HEM X ¥ 77 ¥
EOMARBBRPER SN TNDn, 22T L TIIFROKMR S 5 & 52 5,

2—7 Lozano (2005) I2&37AFY b« TL AR A2 OB L FEATKDORER

Lozano IZMEOWNFIZ LV | Bl Z R TSRO FHRNEDL D Z L 25 Lz, 728 2, man
WADOBE THILE, BEZ R TV AHEOFHEK LIS, BENICRDENWI ZLTHD, o, M
BOFFHKIIRERIORBUC LV L A Eh D,

S BT, BEONEOFHR LMD FHKOBEAMER R < R D1F L, MBEOPIZIHENTT LA A A
FENET I FORBERLE DI AR Lz,

2—8 Balasubramanian, Karrh and Patwardhan (2006) [2&%7OX9 b FLA XAV FOBEZE
TIL
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Balasubramanian, Karrh and Patwardhan (2006) (X, 7a & 27 & « LA A X MBHIRW 2 E
HEHRETWD—T, U DIEEE OSET 2RI E D e v EEFR S T X7 | -
TUA AR MIET D2BEEREEHRE L, TR XTI b oA RRA L MR ED L) e RFL T
LZONPEET ML L, BAETFMIIREL 4 DOERTHERA SN, £ 513%ETES#E (Execution
Factors(Stimuli—based)) . fiE Af)7275 8 35 3% (Individual — Difference Factors) . 3% Hi@#E (Processing

Type/Contest/setting) ., & L C A v — (Effect from Placement) TH 5,
[XIZ£ 1 Balsaubramanian, Karrh and Patwardhan (Z & 2#&E5 1]

Execution Factors(Stimuli-based)
+ Program type/program —induced mood
Execution flexibility
Opportunity to process
the placement
Placement modality
Priming of brand
appearance
- Type and amount of brand information

presented

Strength of link between
Effect from Placement
brand/product and story
+ Brand typicality
character, editorial
/incidence
content/story,vehicle

+ Placement recognition
and medium Prodessing )
+ Brand salience

Type/Contest/setting
+ Placement recall

Individual —Difference Factors Less conscious, - Brand portrayal rating

Familiarity/ethicality Moderately conscious,

+ Identification with story

. Highly conscious
(strength of link between character, traits

brand/product and individual) Gmplicit v. explicit - Identification with

memory implications

Judgement of placement brand/imitation

. . - for recall and choice)
fit,appropriateness, relatedness . Brand attitude

strength of link between individual and . Purchase intention

story + Brand choice

character, editorial content + Brand usage behavior

/story, vehicle, and medium

Skepticism toward
advertising
-+ Attitude toward placement in general
Program involvement
/program connectedness 4
/Motivation to process brand

information
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[X# 2  Balsubramanian, Karrh and Patwardhan 234278 U CiEGn ]

Proposition

Description

Proposition

la

Interaction:

Under negative program-induced moods, congruent placements produce better
cognitive outcomes than incongruent placements.

Under positive program-induced moods, incongruent placements produce better

cognitive outcomes than congruent placements.

Proposition

1b

Interaction:

Under negative program-induced moods, placements produce better cognitive
outcomes than ads.

Under positive program-induced moods, ads produce better cognitive outcomes

than placements.

Proposition

1c

Positive (negative) emotion-laden programs produce positive (negative) mood

spillover effects that increase (decrease) affective outcomes, that is, attitudes.

Proposition

1d

Mood-thematic congruent (incongruent) placements are more (less) likely to
facilitate program-induced mood spillover effects for affective outcomes, that is,

attitudes.

Proposition

le

Interaction:

Placements (ads) are more (less) likely to facilitate program-induces mood
spillover effects on affective outcomes, that is, attitudes. Under negative
program-induced moods, placements are more likely to decrease attitudes than
ads. Under positive program-induced moods, placements are more likely to

increase attitudes than ads.

Proposition

As the execution flexibility associated with a product placement increases, its

impact increases with regard to all message outcomes.

Proposition

3a

As a placement’s prominence increases, viewers can better differentiate the brand

from other program stimuli, thereby increasing cognitive outcomes, that is, recall.

Proposition

3b

As a placement’s exposure duration increases, viewers can better process the
brand's appearance or audio mention, thereby increasing cognitive outcomes, that

is, recall.

Proposition

4a

Dual-mode placements generate better cognitive outcomes (.e., recall) than

single-mode placements.

Proposition

4b

With respect to cognitive outcomes (i.e., recall), dual-mode placements generate a

stronger impact than verbal-only placements, which, in turn, produce a stronger
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impact than visual-only placements.

Proposition 5a Primed placements produce better cognitive outcomes (.e., recall) than nonprime
placements.

Proposition 5b Unprimed or media-primed placements produce better affective outcomes than
ad-primed placements.

Proposition 6a Increasing brand information in a placement is likely to increase cognitive
outcomes (i.e., recall).

Proposition 6b Increasing brand information in placements is likely to decrease both affective
and conative outcomes.

Proposition 6¢ Placements are more similar to transformational ads than to informational ads.

Proposition 6d Placements are more similar to drama ads (which are processed empathetically)
than to argument ads (which are processed evaluatively).

Proposition 7a The stronger the association between the placed brand and a story character, the
higher the elaboration of the placed brand, which thereby increases cognitive
outcomes.

Proposition 7b The stronger the positive (negative) association between the placed brand and a
story character / editorial content / vehicle / medium, the higher (lower) the impact
on affective outcomes.

Proposition 8a Unfamiliar brands are more likely to increase cognitive outcomes (i.e., recall) than
familiar brands.

Proposition 8b Audiences are less (more) likely to use unfamiliar (familiar) brands for inferences
about characters / story that increase affective / conative outcomes.

Proposition 9a In general, incongruent placements produce higher cognitive outcomes (.e., recall)
than congruent placements.

Proposition 9b In general, congruent placements yield higher affective outcomes than
incongruent placements.

Proposition 10 The higher the skepticism toward advertising, the lower the impact of placements
on affective outcomes.

Proposition 1la | Ads (placements) have low (high) levels of both disguise and obtrusiveness; ads
(placements) identify (do not identify) brand sponsors; both ads and placements
are paid for: Assuming identical message content, an ad may produce lower
affective outcomes than a placement.

Proposition 11b | The higher the attitude toward placements, the higher the affective outcomes
toward the placed brand.

Proposition 11c | Consumers in all cultures / countries find placements for ethically charged

products less acceptable than those for ethically neutral products.
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Proposition 11d | American consumers are more accepting of placements than their counterparts in

other countries.

Proposition 12a | As a viewer's program involvement increases (decreases), cognitive outcomes such
as recall of (a) brands in ads decreases (increases) and of (b) brands in placements

increases (decreases).

Proposition 12b | The higher the connectedness to a program, the higher the message outcomes for

placements embedded in the program.

Proposition 13 Motivation to process brands for self-presentational purposes influences cognitive

outcomes (i.e., attention and processing) for brand placements.

Proposition 14a | Unconscious processing of placements (e.g., visual-only or screen placements that
appear in the background) relates to implicit memory, and enhances affective and

conative outcomes more than cognitive outcomes.

Proposition 14b | Conscious processing of placements (e.g., high level of plot centrality for the placed
brand) relates to explicit memory, and enhances cognitive outcomes (e.g., recall)

more than affective or conative outcomes.

Wolx7a s b A A2 VOBFERE ARG L, ET LT L2 &ICkY, ey s s T
AAR T HZEITE DR ERDTZENTE, SHITSBNET OIRMDH D0 ELRT ZENT
ELEFERLTWD, IRTLORMRH D LT, 7ueX 7 b - LA ZAA 0 M X DRRER
i, ETTNVERET 2HRER, YaZ s b T ARA L MESEL, IREKTHZ L
TUARAAY FORE, BHEE ML DOBRTHD, WMoRTas s b LA AL Mefag L, &
ETNVEME S LIIREMICH, ZLTEBNICHLERS DN, HODOET MTEFEMIEI T
RN, REET HDREBEERH D EEZ BND,

2—9 Roozen (2008) I2&dFAXY k- TLLRAY FETLE CM OHEHE

Roozen 13, BT D2 @EBENR T 0 X7 b T LA 2 A FROT L E CMIZKIET 8 (FE & 78m)
WZOWTHIZE LTz, TORER, FHICH L, MEELHRIEET LA AA S ISl a8 - BmL
RFTNZ ERbnol, LL, BEEARNTL, 7ad 7 b LA AR MK D813
727 L E CM OFEH X 55,

I HIZ Roozen 1, X<HONTWL T Z - RIZBIFH27mE 7 k- LA AR MIZOWWTHHEL
Too FORER, VA RAV NEINDT TV RRISHBNTWDEHEOER L BMEOLEIX, £ 9
TEHBRWT Z 2 NIZBITMEEBLBMEOELI D DN ERbhoTz, ZHUE, I<HbATVND
TIURTHBIEE, TaF I b TLARAL ING I T HEETINBHN & E2RBT 5,
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Execution Factors (Stimuli-based) : FIZE- SV 7= ZITER
Program type / program—induced mood : 7’277 ADHK | Tu Tl F L bBERINIZL—F

Balasubramanian, Karrh and Patwardhan (2006) i%. Aylesworth and MacKenzie (1998) ®Ji%&
LR T TANLFHERSND L— FOBMRICEAT A EML, Yoy s b LA AA T RS
T EADLFEEIND L— FOBRIZOW TR T 5, Aylesworth and MacKenzie (1998) 13 Holbrook
and O'Shaughnessy (1984) OFFEEEMA L. A— KEEFR LT, &— R EITEHEN T, O T, S
ROERETH D, HOIE. ADOLA—FEFRIEL 7077 MIREOF.LL— b FEILET L D)
BENIRNE WD T EEFEH LT, ~~

it la ADOL—FEFHEIELITRT T HCBNTUL, BHAELTWDT LA AAL FREA L THAR
W LA ZARAL R LRI FER AR, WIZ, EOLA— REFRIEL TR T ACBVTL, #@E
LTWRNWT LA ZAAL PREE L TND T LA A AL b I BRB Rk R 2T,

W 1b BOL—REFHRITL 0T T LHITBNTIE, TUA A AL MBS X BB RERE
T 5, WS, EOL—FEFHESEL TR T T LB TIEL RERT VA A A MRS D,

{57t 1c  Positive (negative) emotion-laden programs produce positive (negative) mood spillover
effects that increase (decrease) affective outcomes, that is, attitudes.

{7t 1d  Mood-thematic congruent (incongruent) placements are more (less) likely to facilitate
program-induced mood spillover effects for affective outcomes, that is, attitudes.

it le  Placements (ads) are more (less) likely to facilitate program-induces mood spillover effects
on affective outcomes, that is, attitudes. Under negative program-induced moods, placements are more
likely to decrease attitudes than ads. Under positive program-induced moods, placements are more

likely to increase attitudes than ads.

Execution flexibility : 34T Dk

FOBNT I ) aPOERIZEY, Tad s b T LA AR MTBWT & KRR ETAATEEIC 2o
7oo BIZIE, BT LA RAL N, BT VA AA N, FUTAT LA RAY FOWHBUZEY | BEFF
DT VA AAL MR ROTEENNS D FITNARIZRSTDOThH D, 61T, BBFEOT LA AA Y
MZBOWTIEAFRETH ST A v =V E DAL A AT HZ L, ZLTA v =V OMEE ARG
T5Z LN ARRIC/ 572, Wenner (2004) OWFFEIC LD &, T MEDH D FITICE Y, VAT DDA
v —VEERRE S AL MIEDZENTELOT, ZHEAR =2 o TETHHNMALZ LT
HDHZEDBDbND,

FoT, UTDOES RIEGAEZ HND,

it 2 a7 k- LA AR MZBWTETOFRMRMENET &, A vbE—TIIx 22T 1Y
R
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Opportunity to process the placement : LA 2 X v MZE LS

Maclnnis, Moorman and Jaworski (1991) X, =225\ T, 77 FRRBRICBIT28EORWT Z
YRBHORESLELR LI, THUTT VA RAY FOBENE T LA A A b OB HRFHER R O 77 7>
LEEEIND,

Brennan, Dubas, and Babin (1999) 134>ty b7 LA A A (on—set placement) &7 UxT—7
4 T T VLA AA b (creative placement) % [XBIL7z, OO L D E, A By T LA ZAA |
DHEFNREVIBNT T 0 RRME AT I EN00 D, 6, BHFHERER S 77 RRAICB W CE

DR KITT Z &G s T,

FoT UTFDRS REGAEZBND,

Wit 8a T A AAL NOBEFENET & BT T 07T AOMOFENG T T v RE R LT
<RV, ZHUTE > THAE LW D RBAEBIRERNEE T,

i@t 8b T LA XA b OFEHFFGRFRI 2 L BEE T T o OB SRR A e Sl 2 0P LS
FTLARY | BRUTE o TEHAEL W D BARIFERSHE T,

Placement modality : "L A X A > bR

Gupta and Lord (1998) OWfgEIc LD &, FuF 7 b« LA RA L MEIRAREZL 32EH17H 2 &
WTE, Thiud (1) JRENT LA ZA b (2) BT LA A4 b, (3) 5 - BROKE T LA X
AV NTHD,

it 42 BEAFET LA R2A L FoFn, BT LA A X0 Ramm et a3,
Ft 4b  BAO X D R ROBENS T L, HAEXT LA 2 A bR, HENT LA
AANEOBRNVEENDAELOQAT LA AA L LD, ORI EZ RIET,

Priming of brand appearance : 75 > FHILDOEHEH

{7 5a Primed placements produce better cognitive outcomes (i.e., recall) than nonprime
placements.

fiZi% 5b  Unprimed or media-primed placements produce better affective outcomes than ad-primed

placements.

Type and amount of brand information presented :
—RAICHEERZ L, AERERT, ZLTHENAEZL 2212, HEZ0ERT< 5, LL, LA
AA P AyB—=VIHRE LITEY, T NCHTERE T SARED Z LIFARFAETH D,
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{ii7%t 6a Increasing brand information in a placement is likely to increase cognitive outcomes (.e.,
recall).
{7t 6b Increasing brand information in placements is likely to decrease both affective and
conative outcomes.
i@ 6¢c  Placements are more similar to transformational ads than to informational ads.

{57t 6d  Placements are more similar to drama ads (which are processed empathetically) than to

argument ads (which are processed evaluatively).

Strength of link between brand / product and story character, editorial content / story, vehicle and
medium

{7 7a  The stronger the association between the placed brand and a story character, the higher the
elaboration of the placed brand, which thereby increases cognitive outcomes.

{7 b The stronger the positive (negative) association between the placed brand and a story

character / editorial content / vehicle / medium, the higher (lower) the impact on affective outcomes.

Individual-Difference Factors : fE A ZEHR
Prior familiarity with the placed brand : LA 2 XAV FENDBT I FEDOERMOBELE (?)

Von Restorff 2%, HDHVITIMLBR L b WD DBIRIT, Ta X b T A AR FOBEITHE
ERIET, ZiuE. FRIOTREES LT BIRL B 20iIE, BIRL2H 58 E 0. Axo
EHEZOERTL, HED L) BRRANRFEREE LT VWEVWIBHLETH D,

i 8a  BIYAMNI2NT T 2 RiL, BIEANSH BT T KLY EAED L5 2B iR e,

{7t 8b  Audiences are less (more) likely to use unfamiliar (familiar) brands for inferences about

characters / story that increase affective / conative outcomes.

Judgments of fit : & D)Wt

{7t 9a In general, incongruent placements produce higher cognitive outcomes (i.e., recall) than
congruent placements.

i i 9b In general, congruent placements yield higher affective outcomes than incongruent

placements.

Skepticism toward advertising : J& & 2% 5 1HEE

Ay —UREHEOBRS | BEEOEHZ 5 AT HREER SN DA = X L& HEE LW 9,
Boush, Friestad, and Rose (1994) (2 X% &, JREICRHT DR IL, REEE LS OEITCIEE M 72 B X
BT 2 kA B LA, e WS ZERbnD, RIS, IREICHT e, REE T LA
AAY MWGICH L, BEEZ TS,

10
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EE 10 IREIZH L, L SBENLSRDITE, LA RAA L MIBIT DIBERN RN TN D,

Attitudes toward placements in general : 7L A R X Mkt 5 —RRHI R BE

{7t 11a Ads (placements) have low (high) levels of both disguise and obtrusiveness; ads
(placements) identify (do not identify) brand sponsors; both ads and placements are paid for: Assuming
identical message content, an ad may produce lower affective outcomes than a placement.

@ 11b  The higher the attitude toward placements, the higher the affective outcomes toward the
placed brand.

i@ 11c  Consumers in all cultures / countries find placements for ethically charged products less
acceptable than those for ethically neutral products.

it 11d  American consumers are more accepting of placements than their counterparts in other
countries.
Involvement / Connectedness with program / Motivation to process brand information

{5t 12a  As a viewer's program involvement increases (decreases), cognitive outcomes such as
recall of (a) brands in ads decreases (increases) and of (b) brands in placements increases (decreases).

fiiii 12b  The higher the connectedness to a program, the higher the message outcomes for
placements embedded in the program.

fiZi% 13 Motivation to process brands for self-presentational purposes influences cognitive outcomes

(i.e., attention and processing) for brand placements.

S5 H%DTE FIOTE) &

MEOEREE AL !

FTALROARIL L 72> TV D ELAFF DI FE S ED L HIZER - MAEL 2O ETRD,
ZLTHEMEEZ D,

H

BE R

Aylesworth, and Scott B. MacKenzie. (1998) , “Context Is Key: The Effect of Program —Induced Mood
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3
4 3
5
2
2 1
2 1 1
Willlinson, Paksoy, and Mason 1982
Cox 1964, 1970 Curhan 1972 Heinsbroek 1977 Thurik 1988
Cox
Cox
Curhan 1972 Heinsbroek 1977 Thurik 1988
0.2 2 2
Curhan
500 0.21
Heinsbroek 1977 0.15

Thurik 1988
0.6
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1985 150cm 42.7 2 2 50cm 85cm
7 15cm  50cm 2.9 150cm 180cm 2.3
1
100cm
1989
3. 1987
1989
2
100cm
4,
1987 5 1 7 X X
3

100cm



6
2009/06/11
5.
1989
4 5
100cm
2004
Keller 1998
5
2000 2001
Aaker 1991



2009/06/11

2 3 L 3 2003

3 2003

2. 3 2003

2 3 2 2004

3 2003
2004



2009/06/11

3 2004

B IR

M 4) *+)

2 3 3 2004

3 2003

4 2004

*)

*)

2 4. Peter and Olson

Peter and Olson 1987



2009/06/11




2009/06/11

2004

2004



2009/06/11

Mullen & Johnson,

1990
2
3 3 2
2
3
3 3 3
2004
4
3 3 4
2004
5




2009/06/11

2004

2004

10



2009/06/11

10

()

()

11



2009/06/11

2005 61 , pp. 27-40
Cox, Keith K. (1964), “The Responsive of Food Sales to Shelf Space Changes in Supermarkets,” Jour-
nal of Marketing Research, \ol. 1, No. 2, pp. 66-67.
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<EBE>

AR FE R RS BR D ILEE DO, A b — U —( COWRBIASEIIAREE LT T\ 5, L
L. WRBEIRERFOED X 5 I BtER | HEE DIERUIR T m A WB) ST THDHD0, &V ) mEfi
LRI XSIEHETH D, £ 2 CRMIE, HEZICHRMICHRL 5 2. WEEILERA OBMEIER
L7z LT, 2RO NHEETINCRIETRELMAT 28 IBSET VEBE L, LOHIRESITIC L -
TEDEFITZR D,

FE1IE (ICHIC

PR, CNETEREEREECTH T L - Filll - MiGh - 7 VA DIRERIZMOIHA TE TS, L1l
ZOLIRMEDO L LT, TTETELORESAND LR TREZOR, A M=V —MENEL
72T VEIRE TH D, Escalas (2003) 12825 &, 2003 FEHOKE DT L EILED I HIZHEIZ 25%I1E, A b—
U—MEFATEWREIRETHD L), IREORES T T —v a VBN ZEREL L4 B, AARDOT L EA
FIZHDDWFEIREDOHEIIREL R TNDTHA I, WHEDOAY a2k 2 ICM AFEET X 7)) §
REPNZLS>THTH, [V 7 IR ZEAL] O TAHFR] R [BOSS/Y > b —] @ IFHAYa— X
DOHERFIA ], [OTONA GLICO /L7 U =] % A b—V —{E2TOT L EIREIFRFIC B A 5D Tz,
BMEHRLOPICEH, TLUEEANCL TRV AT b5, WERF ¥ 7 7 ¥ OIFESLORY OB
DFLEBEDONTLESTEABNDLTHA S, LANCHIHL T, ZOX IR M=V —a2Na LJAEBA
KREBLTNDDIE, Z20 &) RIREPHEHEEITEINIRN LB ZRIEL 9 D, LEZDEENEML T
LZMBETHHS I,

Escalas (1998) I3 Bruner (1986) DO#iEIAESIZBT 285845 L. W5E] & IR RIS EKERS & )
SRERINEICHEEBE S L, B0, WEMBERAEGEN TV AMETH D LT, MITT D &) et %
BUIREDOZ L& REIRE ] LER L ET, WBREOHBRETHCRIE TR W TR L., 20

I, WREIL S 70 LEATHRL L 72 IR E OB BT 2858100« OERITH 203, WkIA S RO
D372 2 JEMEDSTHE B RN YR E R Z TR L T2 00, L) 7t A &R U7 Fei I E i
Th D, RERPHEIMENICH DS HEREOMLEFIE O, S LICZRMICHBREICTHRT D L5 20
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FRINEOFEE N ESELHEBEREZASLNCT DI LT EBRICL > THAERTH A H ., 2 TR,
WRE N Bl L 72 R O DRI ICEIR L. £ 0 X 5 RIKERA OBV S L CHEE O E EX
EAREDH D WVITHEL TWD D00, LW AT 572012, BERET VEMET D,

RIEIZBWCE, RO BBEERMS L OB HNZ R LTz, D 3<E 2 BIZBW L, RO EIcBE
HTLHEEBEZONDBMENEEZ L E2—T 5, LT, H3ITIBNTUL, H2HEIIBWTLE2— LB
W a AR DR R A ET LoD, RETVOMEEITH, B4 HEIBW UL, H3EICBWTHEESH
T RRE T NV ORI TG PEE GRS R WRET — ¥ 2O BE 2175, >30T, H5#
IZBWNTIE, FTRERICESNZBEEEZITH, REETHLIH 6 BBV UL, KROMRERAELFL, &
BOBFBEIIONWTERT D,

F2E BEXEBLEL—

ABEICBWTIE, WEEEE L L TOESN TV A SR EGICBEET 5380178, B X OE SRR E T T VT
HELEa—7T5, H1HICEWTIE NI v AHICET 8, & 28Il WCIERILEICET S, F 3
IZBWTIEWREL ST 2, H4HICBOW T ASESRBEEETAMEOHE L2 L Ea—T 5,

2—1 FSIEEICET 55EHR

2—1—1 Deighton, Romer and McQueen (1989) D
TUVERECUZLIEROND RIVIREN, HRETECRELRTT LV 2R EHIn T,
Deighton, Romer and McQueen (1989) 1%, Ji& 4 [EEmIAE) & TRI<IRE] D201 RILzET, R
T~ INE OB B T DG A S L7z, [#aila s (advertising arguments) | (21X L—v 3 VidEEND
B, XFx¥TrreTay b W) IEELT. —FH, [RIVEE] KiEFy T2 7my b ) 135
ENDD, FL—rar3EERTORNED, HEEI NI IREICRET5% Y 77 ZITEEBAL, K
HENFICRIELLT WV E SN TWD, LL—FGT, EmAE] L3RR, TFI<RE) 3T r—ya

YRNIRNWTED | IRENEOE R I L THETRWRELH D LRSS TWD,

WoiE, RGO R 7@ iU iR, TORE) Sk ifiiig 2R SSMpiozn i &E D Lk
RZ) LB OREEREN, SFShRIETH D & Ui, THfgmREMmE 2HE+T 28N E LT HE
BDFBL (Expression of Beliefs) | & [HEMFTATEALM 22T i, EHICENLERETHHERKLE LT, X
# (Counterargument) . [&{%DFKH (Expression of Feelings) |, L MAEM ] 2#257 L7z, Deighton, et
al. 13 RS2 OBEEROREZ, 6 SRETHFE Lz, [E&0FKB (Expression of beliefs) | & 1%, [AEHNEA
PMEFUCR DN E DD, [ZDOREDOREKT ¢y MOLEMEZHE ST TINDID REEZRTHETH D,
[l O #RHL (Expression of Feelings) | DHIERE L L TIE, [ZDIRENFICENR /ML &/ m58m: /wg



BE S HR R /N B S LR A
IR EPF”H’%;L
e E /INIF
2009/06/11

R X Z K C D0 E 90 Zfr L, DAEM] OWEREL LTE, [Z20REICFIEAENDLNE D 2, [F
¥ 77 ZOITHRAEEZAEZ LT EINTNDNE I D] REERER L, L EOERIINE 2 ICENINDE
VThHo,

Deighton, et al (1989) X, KT ~itE% [FL—ya Xy T4 - Ty b ©3EREEHHERHS
IEETHDHEER LT, TR L, WRBAER [Fr—varvF - XvyT727% -7y b O3 OOEHE)
LRDINETHD EMRRTND, ZTOEHRESM L7 LT Escalas (2003) X, FT7~ L idWRE%EE0 BED
ZEEVBDLA, AEDZLICEAZBENTWLIDER, TLEEWIBRAK, IRENFEREDZ LI
RUBIATH D70, FTL—ra ORI E > T RIvRE EWRRIREOERZHET 2 0XR#ETH 5
ELTz, BB, 2 BEORMICIIRE 2EZRIT 2L, BEREOLEFETHD EBXTWD, U EORE#HNG,
TROME LIRS TWD KT < IREOHGECBET D IEREIT, WREREOAMMEE LTHEMTE ST
HAHH,

BR1 FSRESOHBEICET S/XE

HEfik il 0 T AT

(HFT) Deighton, etal. (1989), p. 338.

2—1—2 Stern (1994) DHHZE

Stern (1994) 1%, 7L —var, Fuy b (BB, ¥, BLOX Y77 XD 4 SOEFEZELIRER FT
~IREEER LI ETL RENFICEEND FTI~v%, RRMNBEREEATER -0 ay RB LoD Lk
k& T N T <) &, BlMEE R o 72— 8#OWFE (a series of stories) 23E < AE (LI N TEXR Y b
KZ=] ®22ZKBILT,

1 Boller, Olsen, and Babakus (1992) &M= &,
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Stern (2L % & [H#H KT~ 1%, BYIOHH CTIHE > AT AT L T2 X 721, b0l
M CRRIZED | v 77 ZORMMPZERIENT HE NIRRT I A, iIbT ey FERNOLTHWS &
W, THIA R T~ 132 9 LIEMEEZR > TV D0 210, TE G A X RERRRA O 8L & k42 0O
WITE L TV D E W RATEA L TWD KA, R~ OHEEAICET 2/ EOBGOM TN R#EITH D L |
Ty hORRHTFIVAEZFEHIINTLEY, LWVWOIETEAT D, —FT, TEXY M FIF=] THD 1
OOBEICEE LT, AT, K, ¥y 727 %, BIORBOERRNR, b7 ey MERIZT 5 —#HOWEE

(a series of stories) 2H>THY, ZOWMETLLTFTOME 4 DL I RET VL L TURSND, 1 DOWFET
BRI R o 72 v T 7 # AT R W55 CIEBRMEZ Fr2 200 2 L 32 <0 SWaE ORI ITE R BER A
RonZpwn, ZoXZ Texy b FIVIRE] FZORRICE T D, 1 OBEBTEICL>ThlebEn
DREREFRTZENTEDLRD, BEOFSMAIMS—EM, BLOEEM (consensus) ZIRFHT 5 DITHE L
T2 EWVIRITEA LTV, SN RERINEICIKIREI S T U &> TR S L TW RN, K
FIRCHERIBEE ., 36 L OHIBRAU S AT OB 5 WS OB R 2V, EWHEFTE AT 5,

HITEIZ 3V T Deighton, et al. (1989) Ak _T\25 KT < Ja5DEF, B LV Stern O 2 FEHD N T~ Lk
DEHRERDO LEDHED L, Deighton, etal. O\ ) KT < /RE LRI vAHETIZERZTHL LE2 O
£, o, WP NI E2MRT 271y MIERNTFTIATHD L) minnh, REMBEREEZ R -7
HEFIZ K> TR SN2 WRE L IFIERIZETH D, & Escalas (2003) (Xl XTW5, ZIUIHRL, x> b
NI=i37 vy N2 RIZT 5 —#HOYEEDN R BELINTZ D TH DI, TV 15~30 F & W 5 HRFH
DI DT L EIAEPICBWTE, BEX Y b RI v &2 T 2 —EOWEEILE 4 [ZiE e ey b 2f
THZERRETHY, LAV Ry FELRLZRN, BODNDER LI —r DfEFIE NI BREL LD TH
59, WRIZ, TUVEIRHEIZEENDIER Y b I <IE, WEEOMAREZTH D THRFORFAIBEIRME] 23
RINLTWDTD, AKFwlZBWTIE, BEXxy b FI=IdE@EmO®AsN &35,

2—1—3 Escalas and Stern (2003) DR
Escalas and Stern (2003) 1%, FZ<JAEITHT HHAEOIGE LT, L& (Sympathy) ] & NEEBA
(Empathy) | ZZ0F, &% OEE ERT T 72 T, RERBERL L EIT o722, [ (Sympathy) | &
I, BHOREEEZRENE T 5, MmEOOLEKRECESE, £ L TEh e iy BEREINT 2 MmO EME R - T
WOHRIETH D EEZEINTEY, WEEIELE D Vo IANBIMIC K L CTBIEE OB H DL E VD, £D—
J7C. TREIEB A (Empathy) ] &id, BHEZENL, M OLEREXOBEICEBEL T RETHD LERS
NTHY, WEREDMEFOKRBRAZBERL TVD LD iREEZ VWS, Escalas and Stern i X5 &, FI</A
FIRHEEIC T & DEEBA] OBREZANrERT <, Fv T 7 2PRET DLV RRHT T 4%
FFOHM N T <13, BEEORWF Yy T 7 ZRPHRFOMEZITERTI2ERY b FI-EV b ZOMM
DRV E VNS, Escalas and Stern 1E, F7 vIAEICTEM LHAEE L. JAERNFIC THK LEgIcERIC
NEEBAL L. £ L TENNEENRILEREDRIZ RN D LW RHEE A, HoBES L -

2 Davis (1983), Mehrabian and Epstein (1972) 18 TSRO Z &,
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TE ORI U MEZE LTz, ZORRBLTOME 2 IEHI SN TN D,

Bx2 BMEETIV (FSYEEELEEEDCRR)

(Sympathy)

BAEBA
(Empathy)

(H{FT) Escalas and Stern (2003), p. 572.

2—2 EWILEE (transformational advertising) [ZBI9 2%

Puto and Wells (1984) (A& % MMEHRIAE] & TERILE] O2RBICKBI L BT, Zh2noiao
RERFEEIToTz, %20 MERILE] L1, 77 2 FIZET 2 RBORERIC OV TGRERICH & Tn
HINETHY , HEEOBMN RO EWE ST 5, —HT ERRE] X, 77> FOBEURGOMEH
NoIIBFLENRNE SR, 20T T FORGDOHEROHLNHHED Z LD TELRHEORR, LTI Fo
FERRIEREZFRT 2IRETHY | HEEOERIRRISEWE T 5, Putoand Wellsiz k% & EEILE
IAERNFITH PN T A EEZ B IE L &0 ) L0 id, Bl ziancimEoRREeMiE &, Y%A
HREOFERICBE L THEMA B LA A=V a2 a5 05 U EOERIINRICENINDEY TH D,

Puto and WellsiZ X A2 AMFROEBKIT. WHEED T T v MERER, LW IHHENL, IREEZRE 221K
BILIZETHY, KOMEHEREICBW LSRRI ZERTIBICARRZETHA ),

BR3 EHLEEERLEORE

RE
FDT TV RIZOWTHES R T=N, IREZB L TH LEAT,
ZFDT T RIZZOMT T R ERICRE RMEAIT RV,
ZOIREZZEDT T FORMEWHE T 2RICME2 /T REnZE LTIy,
ZDIREIIEBRA RN TN D,
FOIREE (7T FEARE) 1T, FOREOTOEELZFETL6HILE RS Z
LB TEBEAD,
FOIREFEDT T RIZB L CEBEIZM->TWA Z e 2RV ESETin5,
B L STEETHINENE VD JIZBWT,. 207 5 ROBEL LBAET T
U ROBE AR B Z LM TE RN,
ZOIREERDLUMEY S, 2077 ROBEOFERICAENF TR,
FDOIRETREINTVHREER LT RRZ L2 LR d 5,
ZDIREIFEDICEREE Y M TUInienk 572,

AR S e

o

S
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3. FOREERTCHNDMEOT T FOWEN ENTZT A& D0 2 Tz,

4. FOREZIEDITE>TE®ROHDLLDTH S,

5. ZDOT TV RIFIADTDTA T AL AINIHE#I L TWD

6. H%y & DIREIT i&ﬁﬁﬁx&;é

7. FOEBIIASOEDICH D,

8.  FOINHIZASBAEIIXNT HEENREE ZRE XI5,

9. ZFOREIASOEREMFTE N1,

10. ZDOTZ U RIZOWNWTEZXDEX, ZTOREDOZ LEx2BVWHT,

11. TOREEZRTWAR, EA2THONEEOFICNT, RUEBREZ L TWE00
X oL,

12. ZOJREIXBE D OBED NI D REERCIEE b TE o T,

13. ZFOREZIRZBLZDOIEEDOZ LIENVELZTLE D,

14. ZOJREXADOEZDITH D,

15. ZOJREX. %@77/F®Em L THEMRBIEZ#E L T,

(HAT) Puto and Wells (1984), p. 641.

2—3 PELSICET SHMR

2—3—1 Shank and Abelson (1995) DHZE

FEEE (A =V 1) ZWNELZREE, WHRETBICZELZKIIL )DL 0O ZENEMINLTND
TR &%, HIRFA AR ERAE &\ o 7o RERSINEIC RSB S, 7Zpd 0, KRB E T 53, Fiz,
XX 77 ZNARE (goal) ZERKT H7-OIZITE) (action) LI L, FIUZ L > THE (action) B HND &
VO —HORERL B FF24, Shank and Abelson (1995) (%, THEH TSN Tl Z % ik (incoming story)
AR 572012, Thbk Lo X 57k WEEME] 26 o TIRA %I, BEFORBOTICH D WEE
(episodes stored in memmory) &FEUNDIFTWND &Rz, TR SR & XL [HFELE (Narrative
Processing) | & FFIZAL TV D, F72, HHICKD &, SMNFTE Z 2 HPRFIE, LV IARAITITSNBRI S LT
AHDTELIMTE, ZOBE T R A A=V ZNILEEND VD, HEEILZT 7 FOBEWEBIES 57
WIZ, T P A A=V ARNRARFLEESE, ACBELOORB V2 RHZES LTV HIDTHD
2—3—2 Escalas (2003) D%

Escalas (2004) 1%, WREILEICBT 2R L B2 — LTz BT, 4% OBEDF xR Lz, B
Lick->TEEDLNE, WRBIEE L LTHBESNTOLIRERE (KT <Rl BRIAE, BLOFEAER

3 Bruner (1986) &M Z L,
4 Stein and Albro (1997) ZZ D Z &,
5 Escalas and Bettman (2003) ¢ CEBOZ &,
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HGIRES) Bd D &Rz,

) LXOEREZLTORE 4 IZER LTz, ERIZIOWZRIZBNT, @FEEONEZSIA L LT, WEEoH
Zi ESELHERZSI%E L2, Bruner (1986) i%, HAIOHIRE, THICHK v 77 F 0178, £ L TR
DFER LD FRAIBIRDE FAL TV DMEED S A, MEEOENEW L ER LTz, Fio, WS IR S
TEHBEFENRXY T 7 2 0LEIPREICH T 2EERGTTEWE, BEOEREGED L HRITND,
Escalas |X& 512 Gergen and Gergen (1988) % 5| L7z LC, WRERBICHK T DRI RER T, HEE DR
T2 RRRICEE L, MEEOBE O EIZHET 5 L7z, Escalas X, BlEMED KA FAES 2 W8 R 72
CIRESNIMFEAE S 7o, WEEOH A M LS5 LR, ZZTHEATREROR, MoOZEREDRH
FH 2 WEEI RS R0 | HBEE OBRINRBOSZWET 2 DI L, Z ORI L v D ERIT, v
T AN EDIIATET NED, HDOWVITWRER &S NRT RENFICH LT, HEEIS THA H i
BRI 72 SRV L 2 TH D7D, WRENIEHIHE B OB RIE RIS TH D FHL
ERET SV, AID, %77 X OTEMNBEMEICKIT TV WREORBBATEATHE &, HEE
IYRE L BT 272010, ZOWREABHEZHAL LS LBDD, LI DTHD, LinL. TOERITMEH
LLTREBESNTWD DR T, £ ORI Y MEITER R FIFEDHTIC L > THKRE N TIZE 5T, Escalas
X2 DORESHOMIGREE LTHEFTND, 20D, INbEESME L CTEIEDH 2345 2 L1k, WiE
JREDHBECRIETHELEZZDL LT, AEEXETHA I,

UEDEwm»S, WiEOE M ESE2ERIT, TN 2N T 2WEEILEOANMEOHERERNTH D LIRR
LD, TNODOERERET VOMEICBWCTERT L, #2C, LRI on-B2RICEL T,
WREIRE DO THEE—RIA —FE2R) L0 o BUBRZ2RREBRIEZ TRRBIBIRIE], Fv T 7 Z OREE I
TOHIG A2 NERIEHS ). WRERMICE T 2BINRER . TERME] 2T 5, 2B, [WEERHSE Lvo
WMSITZOEEEMTLZLICT 5,

{

BE 4 LEBEOEE

EF%
Narrative Ad WrERE ek (BRZ 1 2D Y — REEH 2 ENEWN),
Narrative Ad &2 (HEFIC TRED] &9 maihmiE) (Wells 1988),
Drama Ad FL—varEEER (Deighton et al 1989),
HH) K7~ EHEEFTe (Stern, 1994),
Story Ad Narrative Ad 2 1Z1EFFE (FL—av, Fvy 7274, Fay hZ2imdH)

%L DF v 77 ZI& D v—raRRAE, KRG Z b FIic oo

Vignette Ad DOY)FE (Stern, 1994),
. FORGRT T v RICBET 258 OB 218 S8 5 X 9 72Ji4 (Puto and Wells
Transformational Ad 1984)
Slice of life Ad WiRED X o7 U A o T2 IRE (Mick 1987),
. WEEIZT 7 ROEHRERFIZESE, mENRERELF-o TRt 2184
Informational Ad

(Puto and Wells 1984)

6 Escalas (1998) HiftTHBOZ &,
7 Feldman, et al. (1990) & Lucariello (1990) #ZMD = &,
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HBEHEIZT 72 RRMMIZOWT [HA D] IRE (HEEIC TRED] Lidkzl)

Lecture Ad (Wells 1988).,

Xx T xETR Y FEEGERWVE, FL—rarEEteid (Deighton et al.

Argument Ad 1989).

Rational/Cognitive Ad | Informational Ad & FI1F[F3% (Aaker and Norris 1982),

(AT Escalas (2003), p. 276.

2—3—3 Escalas (2004a) DEFR

Escalas (2004a) (. BT Shank and Abelson (1994) 2NR~_727F > KL HEEHDOSRMN Y % [SBCs

(Self-Brand Connections) | & W& E LCHLR L, [SBCs) B & Uiz, Wiliia a2 NE LToIRE & H#E
FATRORRABR AT LT, WEEIIWREELEE b o 7o RE ST 2 & IREXIRT 7 v REeWEE
L. ZHIZHEN, ZOT7 7 RERACEDODRNRY THSH [SBCs) #HMHT LV, SBCs RIS &,
HEZEIZALDORREZERT D FBEL LTO, KEMRT T FOFEK (meaning) Z51V | ZOfEH, HEH
FTHEET T RAEENREBE AW BMEEREZE L WD, DLEOERICR IS L 5 7%, Escalas
(Z &Ko TR SN RERGRE 2. X3R5 1285 Lz, MRP OSSN TR Z R~ L, K
IS A RILTBOTIC L o THEE SN REHEEM TH 5,

E&5 #MSETI (Narrative Processing & SBCs MR

SBCs
(7T REDERD)

(HFr) Escalas (2004a), p. 174—176.

2—3—4 Escalas (2004b) D

Escalas (2004b) | BHE N HEEICBE LT, DM = 31— 3 > (Mental Simulation) | &
WOREAIZER L, TWEE RS v ARF—3 3 (Narrative Tranportation) | ZMA & L7z, TR I 21— 3
b TRERE] BLW 1770 FRkfi) ORRMBRICOWTAIEL, My Ialb—ar) &
WREORE & oo, BT T VAN OFRHAIEETH Y | FEkid Z 5725 5 HkFIT T THR
DI EZNOICE L TRGENZEO EE20 , BEOHRFELZMRT 5720 g ETEN O 2 BER - &
WRTITETHDIEERZIN WD, 2, WREN T VAT —a v Lid, IRHICEEEL, b EY
BDIREDOPIHFEL TNDE DD L ) R 2 2 2R Ti&Th 5, Escalas (2004) 12X 2 &, WHHREIL
YiEfEGEE NG LI AFICBEH T2 L, BERREZEOL AN EWY TR I 2L —var) %
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T, WRE R VAR T —va vy JOSERITEVS, TRIZL-oT, BENRBENEE o720 | BENR
BARIETH D, #HFFREB OB S NTRER, IRE~DORBEPIFE L RD LR, 7T RaD
FMEAEE D E VD8, ek, DMLY I 2 L—a v ITEERICIE TEEALER (Narrative Processing) | D —
FThHY ., BENWEOERE & o7z, SMUREOERIEE, BE, BLORROETOHKRE L WEEOMIE
ZLUTIIRT 21T4 THL2DITH LT, BiE LV RRICESERK>TWD, L) JmTHRENTH D, UL
DFEIMILNE 6 ICHEN SN DHHY ThH D,

&6 F@Ial—ar (R

MRS

({47 Escalas (2004b), p. 41.

2—4 [REHREBETIVICEAT IR

Lavidge and Steiner (1961) (%, JAEZIROMEEMLEAZRE L7z LT, IKEZROWEIEICET 2098217
ol WHIZKD & IREDOHRITIEEL ORI RBRE ZMEST 5 L) K id, REICE-> T, HEEOD
WEICORNRD2ETOT B AEZET LR THND Z L DHNRELL ., FIFENLOREEITEIC 3 >ORE
TARTTICT oD E VD, FH—WotiE 3B BXO MMk »osd FBar) BEITARITTHY .
BoWonid TArEl BRO NELF) 2262 TR BEATA00T, 5 =w%ooid THE] &0 (T8
LD TEWER ) BIEITARILTH D, LFORE 712, FEBEOER T 7 2B L OKRE & BEDERV
nE— g UL IIEFEREN STV D,

Lavidge and Steiner (2 KX A ARWFEO TN, KERNE & EETEOMICNTET 2HET DA DN =X L%
BEEET ML LTZRICH D, PRI L, WEERE T 2RI B W TEZ LN TV D IHEE LEO
B - MEOBICAHCAHE T L—2U—2 L LTERAT 5,

BxR7 SEELIEEORVLEOEELHEFE

8  Green and Brock (2000) H ¢ TE&MHOZ L,
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VBB 5 ,) 2
TG AT b A w2 B 7T v ROBIGHAT, RE
(RS 2B B T T A A=V IR, i, Fxvy VA PBLID
TR IR RSO B BRI « RO FRR T v DERE G
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#45,) SR 7. T 4P e Ty o—r | BhEkdRiEE

(A1) Lavidge and Steiner (1961), p. 61.

£3E HMEETIOHEE

ORI N TSRT DT E Z5lE TIERLS, BXE = LR ELVWEEZR D, R
WEREIY TP TT, ALPTY—I =038\ TH HEITL, CBROFEMT — 2 R RO Ik, §T1E
LET,

5

i

E®7 MBELSOHEMECET S5/ XK

LAk Ho(-+)

Ly A5

7'Z . RRefiE

HLRFIEE

WRRE

WREDE M B FREN IR T FE R R T EliE i
FHH54HENA (5 AL ER) (S i)
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Escalas(2004a),Deighton(1989) /' Ha(=): EiZRICL
: Escalas(2004a) /' He(+) : Gergen and Gergen(1988),[Escalas(2003)]

: Averill(1994) [Escalas(2003) p. 271], Lazarus(1991)[Escalas(2003), p.271], Escalas(2004a) %,
Hs () :
Ho(—) :
Hio(+) :
Hu(+) :
Hiz(—) :

(F5#{b—(—)—>SBCs) % (WiEARHHE—(—) SBCs THWW\ )2 H2?)
Hia(+) :
Hia(—) :
His(+) :
Hie(+) :
Hi7(—) :

Escaals(2003)p.171 75 ?? (FEf#{b—(—)— 5 EHEKIHE)
Escalas(2004b), p. 171

Escalas(2007),p. 427({R 7Y K7k S v 7z)

Escalas(2003), Escalas(2004a)

Escalas(2003), Escalas(2004a)?? < Escalas and Bettman(2003)??

Escalas(2004a) p. 169

Feldman et a/(1990)<°> Bruner(1986) [ifi 5 & % Escalas(2003),p. 270]
Escalas(2007)?? Feldman et al (1990)??

Escalas(2003) <> Escalas(2004a)7>??

Escalas(2003) <> Escalas(2004a)7%>5??

: Lucariello(1990), Feldman(1990)[ifi /7 & %, Escalas(2003)]
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News WOM
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Involvement

Advice
Giving WOM
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Leadership

Personal
xperience WO

Situational
Involvement
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( ) Richins and Shaffer (1988), p.34.
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il BREZN R DV T OIFSE
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RS NR D 1> D EEEHY o 7V OB ITEIC K L CIEOREN 2> Z L 2B LI LT,
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Factorl0
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Factorl 0.17 0.12 0.23
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Factor3 0.10 0.03 0.13
Factord 0.12 0.33 0.03
Factor5 0.02 0.05 0.00
Factor6 0.13 0.09 0.05
Factor7 0.03 0.14 0.09
Factor8 0.18 0.03 0.02
Factor9 0.11 0.23 0.14
Factor10 0.18 0.05 0.34




Cho CH, Kang J, Cheon HJ (2006) 3
40

Cho CH, Kang J, Cheon HJ (2006)

Cho CH, Kang J, Cheon HJ (2006)

2 Cho CH, Kang J, Cheon HJ (2006)

40

Cho CH, Kang J, Cheon HJ (2006)

2009/06/11



2009/06/11

Dowling,G.R., and Staelin,R. (1994)

Roselius,T. (1971)

A W N P

Lin,C.A., and Jeffres, W.L. (1998)



2009/06/11

Sheth, J.N. (1981)

Cho CH, Kang J, Cheon HJ (2006)

Dowling,G.R., and Staelin,R. (1994)



2009/06/11

Alba, J.L., Weitz, B., Janiszewski, C., etal. (1997)

Reagan, J. (2002)

10
11
12



2009/06/11



2009/06/11




2009/06/11

10



2009/06/11

Hs(+)

He(+
H7(+)

Hs(+)

Hs(+)

H(+)

QQOOOO

X

Bisee
A

11



2009/06/11

Hs(+)

12



2009/06/11

Alba, J.L., Weitz, B., Janiszewski, C., et al. (1997) ,“Interactive home shopping: consumer, retailer, and
manufacturer incentives to participate in electronic marketplaces”, Journal of
Marketing, Vol. 61,pp. 38-53.
(2005) 44 1 pp69 82
Cho CH, Kang J, Cheon HJ (2006); Online shopping hesitation " CYBERPSYCHOL OGY & BEHAVIOR
Vol.9 No.3 pp.261-274.
Dowling,G.R., and Staelin,R. (1994) , “A model of perceived risk and intended risk handling activity”
Journal of Consumer Reserch, \ol. 21, pp. 119-134.
Lin,C.A.,, and Jeffres, W.L. (1998) , “Factors influencing the adoption of multimedia -cable
technology”,Journal of Mass communication Quarterly, \/ol. 75, pp. 341-352.
Lutz, R. J., S. B. MacKenzie, and G. E. Belch (1983), “Attitude toward the Ad as a Mediator of Advertising
Effectiveness; Determinants and Consequences,” Advances in Consumer Research.
Reagan, J. (2002), “The difficult world of predicting telecommunication innovations: factors affecting
adoption ”,Communication Technology and Society, pp. 65-87.
Roselius,T. (1971) , “Consumer rankings of risk reduction methods ", Journal of Marketing, Vol. 35,
pp. 56-61.
Sandra M. Forsythe , Bo shi, (2003)
Consumer Patronage and Risk Percepations in Internet Shopping , Journal of
Business Research, Vol. 56, pp. 867-875.
Sheth, J.N. (1981) , “Psychology of innovation resistance: the less developed concept (LDC)in diffusion
research” , Reserch in Marketing, \ol. 4 pp. 273-282.
Japan.Internet.com (2004) http;//japan,internet.com/research/20040901/1.html

13



