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FARY LTS Fo& W LTW5 0.725 0.211 -0.070
FAIZL WD Iz A 0.714 0.137 0.017
B ELW 0.695 -0.184 0.176
R ANEIES SEA TR IR 0.622 0.218 0.104
NT U ADRANE NRT L ADENT 0.605 0.119 0.164
£ HFLW 0.598 -0.053 0.142
ML ok 0.597 -0.117 0.250
AT B %0 0.594 -0.165 0.226
E7aeY EAN k75 0.583 -0.014 0.025
BRASEE L FRASE 0.103 0.790 0.071
L5374 Ee L -0.102 0.599 0.114
g2 LUOEIZ WL ANEIES 0.400 0.655 0.066
b 5 OHIG ITEVEIS -0.133 0.643 -0.390
Faen 7 WL 0.029 0.461 -0.054
TAEIES RELVEIZ 0.299 -0.260 0.509
Y EREIE PN 0.463 0.098 0.581
v Biiv -0.072 0.230 0.490
fIE > TN 5 AAHEBRTND 0.349 -0.290 0.427
K- &5 4.253 2.591 1.511
THE (%) 23.627 14.393 8.396
BT EE (%) 23.627 38.019 46.416
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Gill Sans 0.264 0.426 -0.210
Futura -0.159 0.058 0.158
Frutinger 0.255 0.243 0.116
Caslon -0.094 -0.121 -0.180
Didot -0.268 -0.717 0.076
Palatino 0.002 0.112 0.042
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Typographic Dimensions Typographic Outcomes MOA Outcomes Persuasion Outcomes
Typeface Semantic Motivation to Brand Perceptions
Characteristics Associations Read / Process Ad & Brand Image
g Brand Information
Spacing " Legibility 4 i Opportunity to g Processing > Brand
Characteristics of Ad Copy Read / Process Ad Attitude
Individual
Layout Ad Differences & Ability to Ad
Characteristics Appearance Situational Read / Process Ad Attitude
Factors
A
2-4. Henderson, Giese, and Cote (2004) D&%

Henderson, Giese, and Cote (2004) %, EET VA L OFEMRHTA RTA VNFELZWVWZ LR, v
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Fonts Responses Level Design Level
Scheherezade Pleasing High Elaborate Average
Informal Roman Engaging High Natural High
AncientScript Reassuring Average Harmony Average
Enviro Prominent Low Flourish High
Pepita MT Compressed Average

Weight Low
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Baphomet Pleasing Average Elaborate Above average
Edda Engaging High Natural High
Chiller Reassuring Low Harmony Low
Stonehenge Prominent Average Flourish Average
Paintbrush Compressed High

Weight Average
Playbill Pleasing Low Elaborate Above average
Logan Engaging Low Natural Low
Onyx Reassuring Average Harmony Average
Industria Inline Prominent Average Flourish Below average
StencilSet Compressed Low

Weight Above average
NewYorkDeco Pleasing Average Elaborate Above average
Bandstand Engaging Average Natural Average
SunSplash Reassuring Average Harmony Average
Middle Ages Prominent High Flourish Average
Fisherman Compressed Average

Weight High
AluminumShred Pleasing Low Elaborate Above average
BigDaddy Engaging High Natural Below average
Integrity Reassuring Low Harmony Low
Ransom Prominent Average Flourish Below average
Amazon Compressed Average

Weight Average
Georgia Pleasing Average Elaborate Low
Verdana Engaging Low Natural Average
Janson Text Reassuring High Harmony High
Century Gothic Prominent Average Flourish Average
Times New Roman Compressed Average
Century Schoolbook Weight Average
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Business Research, Vol. 57, pp. 873-880.
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Typeface Design,” Journal of Marketing, Vol. 68, 60-72, pp. 60-72.
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2-3-2. Kaiser 1985

Kaiser

Huber, Joel and David J. Reibstein 1978 , “The Relationship between Attitude Measures and Choice
Frequency, ” in Attitude Research Plays for High Stakes, ed. John C. Maloney, Chicago:
American Marketing Association, pp.148-164.

Kaiser, S. B. 1985 , The Social Psychology of Clothing and Personal Adornment, Macmillan,

1994 '
1985 '
1987 , , , 3 ,pp.22-30.

_ 1999 ,

McCracken G. 1988 , Culture and Consumption: New Approaches to the Symbolic Character of
Consumer Goods and Activities, Bloomington: Indiana University Press, 1990 ,

Ratner, Rebecca K., Barabara E. Kahn 1999 |, “Choosing Less-Preferred Experiences for the Sake of
Variety, ” Journal of Consumer Research, Vol.26, pp.1-15.

Rebecca K. Ratner and Barbara E. Kahn 2002 , “The Impact of Private versus Public Consumption on
Variety-Seeking Behavior, ” Journal of Consumer Research, Vol.29, pp.246-257.

Waney D. Hoyer and Nancy M. Ridgway 2001 , “Variety Seeking as an Explanation for Exploratory

Purchase Behavior: a Theoretical Model,”
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FEBITIERIATOND Z L TPRIND,
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AEIIZIHWTIE, Keller (1993) OFERICIB, 7TV FA A=V % NHBEFOFTBOFICBITDHT 7
FEFIZ L > TR EINTZ7 7 FICBET 20 L EEL. BmrEDLI D LT D, T30 A A—
ViE, WESY— RO ERUICK X e BE 5 X 5 DT, FEEITEWICALT T KB O A A —
VEEYVHEED L LTS (Kotler and Keller, 2006), £72, T I 2=/ — 3 VOBEREIZIT 7 FA
A—VOMEITRLRY BEIRBTHEY AR PNERBR] EWolcdEANZ I a=d—2a of
Fex e HiEERWD Z ETHlx DRMZERT D ENTE D,

Keller (1993) X, 77 v RA A—VEAED T 7 7 o FEARIIE, RSB 2 BB L2 &
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Walliser (2003) (2L % &, AR —v o THEOWMFIL, (AR Y —2 v TOMWE], AR H—
Ty TEBOME ], TARA =2y THRORE | AR =y TOBHTER |, BLO TR
=y FITBIT DIEN - MEAEL] O 5 DI IND, AEIZEWTIX, AW TiEmdT 51
A= VBN RICEAROTEN AR =2y TOWE] IZHOWTHLICLE2—F 5,

REEAR Y=y L, BE L bRACA A=V LS 7%, MUENEZEELTHDR, ThEh
BIp o2 FIETA v E—VERMBIURET D, IWED A v =i, —RICEENCTHETH Y. L0 H
HliZary ha—$52ERNTED, TO—FHT, ARV —v v A3, BEOa I a=r—3 g B
EWADZENTE, FEL, FROBPUCHIIRD HEV Y (Erdogan and Kitchen, 1998), ZHUEIT, A X k-
AR =y P, v F S Daa=r—va VREERE L BEFAR V-V o G
Bz U T, REEOM LS, B¥AA—TOMHLEXD Z ENTED (Keller, 1998),

Meenaghan (2001) 1%, AR — v TR 2EEFH ORISOEIEE R, iR 2 E2 %
R LT, RIE, REDAR Y — y TR, A7 4V F2 5@ LT RICHEE IR S, R

WCER SN DEEZE U CEBMBEICER D L ERELTWD

H&2 ARVH—SO 9 TIZE2BRTOER
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HEOME, 77 BEEOME

Meenaghan (2001), pO#%Z&E|TELE,

M#E 2 1RSNDEHIC, AR =y TIEEAE L CTHEE OERBE (21213, AR I—
%t U TAFERI R REF b A HBEE T, A A —DMEEZRW LIR(E T 20 ERH D 2 &b d,
ZORNPD Y AR =2y FIEBEZDRENAT 5 72D, A A — VEEE 2 (e &8 5 ER % o3
LIER ARV D= T 4 VITFRBLOAR =2y THROBZZBNTCRBE THLIEBE LN
%)
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Keller (1993) (X, HBEEDOHTA XU M T T2 RBFEODT bIERE, A X2 FOBEBDON L D)
2, MRS T T v RERITEBIN S AIREMA RIE L T\ D, ZAUCBE LT, BEEFRICB VT,

HEE A KL TWD AR Y —T T REFIZAR L S — o 2 EROmBHE 2 £ T 720, A A

— V#EH% (Image Transfer) & V9 HEEN A < AV H LTV (Gwinner, 1997; Grohs and Reisinger, 2005; Smith,



2004; Lee, Song and Tingting, 2008), AR P — v AL DA A—JEEBOBIL, ARV P—L 4
FRBEICH TS ZEITE T, AR —ICHT 5 EENRBIEPEELZIESEZTZLTHD
(Grohs,1997), A A—VHEHIL, A X2 FDOA A—TN, 4 XU MEDAR P —DA A=V, IEO¥
BrB25LEWELD, o, BBT LA A—VMifEIZ. AR =y H/HEOHT TV ITL > THR
o, WE3ICRDLEND LI, BRDZATAVDAR =2 v THBITBN UL, Blob A A—Y
2385895 (Meenaghan, 2001)

B 3 1 *—CEBHROHI
TRANSFERRED
VALUE

Sophisticated
CATEGORY RECIPIENT
Elite

High-Brow Discriminating

Arts Up-Market

\ 4

A 4

Sponsor

Serious

Pretentious

Young

Accessible

Friendly
Mass Arts

A 4

Sponsor
Current

Innovative

Commercial

A A —VERBIZBIE LT, McCraken (1989) (X, MF 4 IZRbsh2 b0z MW T, AARTy F—H
OFF TR 2, = R—I 0 bRIBEET 2 7 nt A 2R Lz, 207t xik, [EE BNz
R—Trcfm&Ein s Stagel, =2 K= N8 L IR TN 5 & &lzmy R—Picftinsh iz [Ek)
NERULZERE T2 Stage2, £ LTINS TE) DEEE B Stage3 I35 2 LR T
EXAR

B4 ITVF—YICLPB®ROEETOER

Stage 2 Stage 3

HHN EIN * e B * L

72 McCraken (1989) NERT HHL ADOFEFS [E] X, Keller (1993) OEET LA X b [
M HFEPIL Wb &, Gwinner (1997) (ZFEELTWDS, =2 THIE, ME 4 12 b ENS McCraken
(1989) D7 L—AU—2 ZHEIEL, A X2 bA A — D132 RN E T2 1372 50% < OBEHE DB LY



b, F. AR =y FEBLUT. AR FOA A =R AR — LR OB A E L TERT S
LS BRI LTe, £ I < /DB A A A — DEEBOME 2 LTV 5 & LTV 5,
WHIZBW T, Gwinner (1997) #IELHETLH, AR —v o THE LT A A — VB ROME
I B ERICOW TR ZBEFEFEDO L 2 —%1T 5,

2-4. A A—CEBHROREERADBRFHAR

AR =y THEOHZCEBNT, bR AR Y =2y T OA A—VIEBHRICEB L, Z0H
EBERATRD 2 L A B T-58#1E Gwinner (1997) Th 5, Gwinner (%, kil L7z McCracken (1993)
D’ celebrity endorser’|ZEAT HHFFEA AL, A XU b« ARV —V o TEBLIZA A—VHEEBO A D
=AL AT HET NV ERE LT, Gwinner |3, ARV M A=V ERESTLERE LT [ |
OFEFHL, T4 X FORH BEO MHxDHERE] @ 3D, A A—VEBA{RET 2HRLE LT (AR
Y—l AN FORBANE] AR =y TORE], BEV A~ FOBEE] © 3 22T T 5,
ZHIEKFE 4 ICERH SR D,

B&d ARV k- AR =29 TI2E T2 A—CBE-EBETIL

AR MDA A=Y EEDHEK]
Event Type

© ATR— B

- B B

< A B

- AT REE

- BRI -

h— Kz —B

Event Characteristics

< AR N OB
T x5 Event Image Transfer Brand
Y > Image Image
c AR S OfE T
s TRE—v g
1A —VEBERTER
Individual Factor - EEME O
CE (V—F?) 0% c AR =Ty T LYL
CEE (V—F?) oS « AR NOBE
S EEORESL - A~ OB
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