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2—3 d’Atous and Seguin (1999) IC&3TRAF Y k- TLA XA Y FEEOAEE

& R eX s ke LA ZAA N (implicit placement)
WEOBEEEZ D LR, 770 RAPEEEZHE L S5 FIE,

® HEINEZHRMRTaX 7 b« 7L A AA b (integrated explicit placement)
WO BHESZIREEM P TS NUEZ D FIE,

® FEMAEESNTHRARTa X b« LA XA (non—integrated explicit placement)
BRI AIA T Z & 72K 7T v RRAEZA S NICHAT 2 Fik,

2—4 Babin and carter, Solomon (1999) IZ&BFAEV b - FLA R AV DS
® VT —FT 4 THT LA AA b (creative placement)

® Lty FANTLARZAAL | (on—set placement)
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2—5 Blonde and Roozen [Z&kdFAF I b » FLLARAY LE CMIZHITHEBADLLE
Blonde and Roozen IZ Gupta and Lord (1998) O#f5tZ5IH L, 7m& 7 h « LA A A N EHE
rua Xy ke 7L A AL b (prominent product placement) SR 7a X s ke LA ARXL b
(subtle product placement) & 2 AL, D 2FEOTuH 7 b+ T LA AA L N E 30 CM A
772 N BTN 2 EIE LTz, ZO/R, BERT a7 b« VA RAA NBT T UK
RN KIE L TV DHBNNM T k- T A AA L R RVIRS, £72 30  CM 7 7 > R
HIZEIE L TW OB T a7 kN« LA AA L PV RWEGEH N7z, LarL, CM RiT
LEWDHIANMRE>TEY WIZ 30 B CM MNEHE LT 0 H 7 b - T LA A4 b IV sROEE)) 2 &
ELTWEEEEEXRNDTHD,
o, TRl I AL, FEELDIEETa LI b T UA AA L M E CM WS OREN LIRS 782
Z el
& WERTuTI b TUAARA SR T 0L N T LA AR b
CM>Whbia7m &7 b« LA A A b
CM>BERT 0Lk« TLAAAL ROBFEDLHY |
BERT LT R TLAAAFS>CMOGELH D (CMAIELIZED)

2
2

2—6 Lock and Romaniuk [2&%7AFY b - LA R AV FOEHERLBEOER

Lock and Romaniuk (370 %2 |« FLA 24 o b OMIEF LT LA A A POREE (Placement
Size) . M O EEE (Being Essential to the Scene) , 7' L+ A A h @45 (Distribution of Placements)
TIREXY T X EDOMARBME (Character Interaction with a Brand), 7 LA 2 X ¥ F DK

(Modality of Ploacements)., % L CHEFE & #k#¢ (Frequency and Duration) & 72243 L. ZnZEh
L7 7 PO & DREMEIC OV THIE LT, ZORER, VA XA PORESRT T RLeFy T
7 2 L OMABRIZT 7 FOBEICHO THEERER TR0V, ORI BV TEEREE
ERIZLTWDH I ENGEF S, LA L, Russell and Stern (2006) DL TIL, BENR X ¥ T 7 ¥
EOMAEMBRRHFH SN TS, 2 2B LTI ORMRH 5 L E 2 5,

2—7 Lozano (2005) I2&d 7RV b - TLL R AV FOERELEBETOER

Lozano IZMEONFIZ L Y | B Z R CTWAMBOFRHAKRNEDL D Z L& Lz, 72& 213, mAn
WADBE THIE, Bl R TV HMBOFEMKLHL <, BENICRDEVWI ZEThHD, £z, i
MOFFAKITRERDRBLUC L0 . EhHsh D,

S BT, BREONEOFHK LMD FHKOBEMERm< R D1F L, BEOFIZIBNTT LA AR
FEneT7 I v FOBERLEL D 2 & AR Lz,

2—8 Balasubramanian, Karrh and Patwardhan (2006) I2&% 704849 k- LA R AV FOBESE
%
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Balasubramanian, Karrh and Patwardhan (2006) 1X, a2 # 27 b « LA A X M HIR 2 E
EHETNWD—FH, ZNICKHT DHEE OIS 253D v v [BEE# N T e & 7 | -
TUAZAY MIBET OB REARAE L. T a7 b e T AA MR ED LD I Ba T L TV
BOPEEETMELT, BAETFAMIIAREL 4 SDOERTHR S, 2 5I13%E/T78#% (Execution
Factors(Stimuli — based) ) . f#l A 2= % 3% (Individual — Difference Factors) . 3 H} i 2 (Processing

Type/Contest/setting) . & LT LA XA FD#hE (Effect from Placement) Th 5,
[XI#2 1  Balsaubramanian, Karrh and Patwardhan (2 X 255 /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) (implicit v. explicit - Tdentification with

Judgement of placement memory implications 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 CigfGn ]

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

lc

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 (ess) 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 (i.e., recall) than

single-mode placements.

Proposition

4b

With respect to cognitive outcomes (.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 (i.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 (.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 (i.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.

Woix7ra s b T A OB ARG L, €T LTI EICRY, Tay s T
A AR RTHILICLDPRERDT LN TE, SOIKARRET 2/ H 5582 RTZENT
XL EERLTWD, IRTLHIRME S L EELNTEIEL, 7aX 7 b - LA ZAA L ML DREFEN
flifEi, WEETNVEMET D2HRER, 7aZ 7 b TLARARXA U NESEL, SIRERKRTEZ L,
TLARA L FORE, EERNLOBRTH D, oNTuX 7 b T 2 A MEREG L, &
ETVEME S LIERMIICH, F L TEBNICOERD DM, MO OET MTEEMIES LT
RNTeD . WEET 2B H D B HND,

2—9 Roozen (2008) I2&dFAFY b » FLARAY FETLE CM DILEFRE

Roozen 13, BT D RBENRT 0 XS b T LA 2 AL FROT L E CM I RIF 328 (F0k & 3850)
WZOWTHIFE L7z, ZORER., FHEICH L, MEEZIFZET LA AA Y a8z - Bl
RTNWZ L bhrol, L, BMEELZRNTS, FuX 7 b oA ZAA 0 MIHT 58T K
H727 L v CM ORET L 0 950,

X512 Roozen 1E, L<MBNTNWABT T U RIZBIFAT 7 b« LA AA L MIOWTHHFEL
oo FORER, VA RAAVINEINDT TV RRELHMBN TV DG OER L RMEOLE(IZ, 9
TIERWT T U FIZBITAEREBAEDOENL VDN ERbhote, ZHUE, L<HBNTND
TIURTHBIEE, TRELT KN« LA AR MDD ITHEBINTNZ & E2RRT 5,
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3| READIEE

Execution Factors (Stimuli-based) : HlEIZ FE-S\ - EITESE

Program type / program—induced mood : R 7 ADERX | Tu I LML HERIND L—F

Balasubramanian, Karrh and Patwardhan (2006) %, Aylesworth and MacKenzie (1998) DA%
LTI T ANLERESND L— FOBRICET 2IEEZEAL, Tnd s k- LA ARA L NET BT
T LAMPLFEEIND L— FOREFRIZOW TR T 5, Aylesworth and MacKenzie (1998) i Holbrook
and O'Shaughnessy (1984) OffstEHEMA L, A— FEEHFR Lz, L— NEIFEEN T, KIS T, S
RLERIETH D, HHIE. TR T ANLFHERINDIADL— NE, T 7T AHEET 2 IREICBD
T, L — b BEILET A D) 2RISRV I L AN Lz, ZhI7 v s I 20MOAD H—
RO 7 2 FERERICEFR L TLE I b Th D, JIKEDa T Y TiERl, Fur77L0ars

EREYTLHIEIZRY, IREDOERBENAFRIND &V RIALB D S D, KT
BT ANOFERINDEDL— RE, 70T AT 2IREICBWT, Bl — b (ke T v
D) ZHIEEIT L EFEH LT,

Balasubramanian, Karrh and Patwardhan (2006) %, A, 7077 ACREL TS, 7
RET R TV AR M T TV RAy =BT 0T T AORIZEENTND LWV ERIZEFR L,
Aylesworth and MacKenzie (1998) OWff5ta 71X 7 |« LA A A N OFEIKICIEE Lz, & OR5E,
TRLy b T VA AR MIBNT, TR T ANLFEREND L— FOREIL, WELOa T
ETVARA PR —ELTOWDHRE L A= FOFBRMEIEKFL T0D I ERHEE L, L0 BEIZVY D
&, TaEI b T UL AR NIBT DT T ROBMBFER DS — 3 IREICRT 2R L ITE
KxtThHh, 7ar I LhbFEREINDLL—FPA (IE) TH21EE, B ) shdinsZeT
bbb, ZOL, WEOaLTY LB LT RNTBE S b T LA AA Y MEEIRE LR o T AR
T EHETE

EoT, UTOX I REERAEALND,

Wit la 7 v 7T EANBFEREENDIADL—RIZBWTL, —BHLTWLI T LA ZAA L MR—FLTW
BT VA RA Y MIHA K0 BOBROKERZET, KIS, a7 7 ApbFHRESNLIEDO L—

ICBNTE, —BEHL T RNT LA ZAALY PR—=HL TN T LA AA L MTHA, K0 BOGBHEIBFER
g, (JEHEX)

K@ 1b v T LAipbFEREENLADL— FIZBWTE, A A A PRIREITHES 0 B0GE
HBFE R Z T, K, 7R 7 T ADRLFEINDLEDL— RBWTL, IRER T LA A AL M,
FOVEWEAIRER 2 T, (SEREX)

Balasubramanian, Karrh and Patwardhan (2006) X, 707 7 ANLFERINAL—RETa Ly
fe 7L A RA NOEIEHIREROBBRIZONTHEE L7z, Petty et , Richman, Schumann, and
Strathman (1993) (X, EDQL— R A v —TIk L, EOREE (FEREE) 28 LFEALE, &
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512, Goldberg and Gorn (1987) 1%, ZEEALFERCTH L SN DT L ERMOGES ., SIS R L —
FEEE REICH L TR BWEIERERZET Z &L 25 L7,
FLAAAVIBREERTNDE TR T ATA, HBOVIREORIELHHRT 20, ZOTn T T8
A TOEEMEL T LA ZAL FOBEICBITLERICRDEVWADEAD, DFED, E (A) OFELHE
BFTD7RTTHE, T A AA MCHLTE (R) OBEZRET 5RHEZIREAE LT VWO TH D,
LoT, UTDOLI REGRPEZBND,
i 1 1 (B) OBEZHE Far T AT, BED L RERENERLZET o) £ (A) o
L— NI R AT, (FEFEX)

{55t 1d  Mood-thematic congruent (incongruent) placements are more (less) likely to facilitate
program-induced mood spillover effects for affective outcomes, that is, attitudes. (FZiEX)

i 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. (3ZFEX)

Execution flexibility : 5217 ik

TIOHANT I ) aVOEBRICEY, Tad Tk T A ARA L MIRBWT LY R TN ATREIC A2 -
oo BIZIEX, BT LARRA N BT LA AR N, T TA T LA R FOHBUC LY . BEF
DT VA AX L DR RETREBNN DD FATH RIS TDTH D, 6T, BMFOT LA A X
MIBWTIEARARRTH ST A v =V ENAZA XTHZ L, £ LTA Y=V ORNE % QRN
T5Z ENATREIC /e o 72, Wenner (2004) OBFFEIZL D & FMMEDHDETICEY, VA7 DDA
v —UEREEERE AL MIED ZENTELOT, ZHIEAR =2 o TETHHAIMNARZ LT
DT ENDND,

LoT, UTDOLI RUEGAPEZ BNLD,

it 2 TaX Ik LA AR MTBWTETOLEMENRET L, A v =I5 8L
9, (FFEO)

Opportunity to process the placement : LA 2 A > MZEDHES

Maclnnis, Moorman and Jaworski (1991) 1%, &I 2WT, 77> NiBRRIZB28HEORWT Z
VRBHOREZLER L, TNET VA RAAY NOBEMELE 7 LA XX b OFTEHFHERH O )7
LEEEND,

Brennan, Dubas, and Babin (1999) 1Z4 > %y h 7L A XAk (on—set placement) &7 U xT—7
4 T T VA AL (creative placement) % [XBI L7z, SO RICLDE, Ay N T LA XA |
DFHBEVBNT T RRAZELET Z LRG0 5, I DI, BHEFRHRS 7 7 & REBEIZBWTE
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DR BE RIET L ITER ST
EoT, BFOLS RERHEL NS,

it 8a LA AA L FOBRFEENET L BEE LT 0 7T AOMORHN ST T v R EXKR] LT
<Y, FRIC Lo THAE LW I RBARE RN, (FiEO)

it 8b 7 LA R A b OB RIS &L U IE T T o FO B L TR 2 Bl 2 AL E LS
TR BRUC Ko THAEL W S BARFE RS T, (EiEO)

Placement modality : 7L A A A > FER

Gupta and Lord (1998) Offstic kb &, 7uX 7 b LA AA L MK AEREZ L 3231052 &
WTE, Thud (1) HET LA 2 A b (2) BRIT LA ZA 2 b (8) I - BEROMET LA X
AV MTHD,

fiiitda HERABEXT LA ZA L FOFN EAHEXT LA 2 A b 0BAMH R EZET, (EEO)
5L 4b  FAD X 5 IR ROBAEN ST 5 L BRI LA A A FOFR, HEEN T LA
AANEORNEENEL OO LA AXA L LD, MOEENE2 KIFT, (5EFEO)

Priming of brand appearance : 75 > KR DEIRH

53 ba FRIAERDOH DT LA ZAAL ME. F9 TIEARNWT LA R AL MR, L0 BRI GEE
w9, (FZEO)

{3 5b  Unprimed or media-primed placements produce better affective outcomes than ad-primed

placements.

Type and amount of brand information presented :

—MRENCEBSR AL, AERT, ZLTHIEPZ 25138, EHZ0ERT D, LirL, 7o
AAY R A= VRIRE LIFEY, 772 NICETOERE T SARE DS Z LIIRWRETH D,

Kii6a TLAAXALNOPICEENDT T ROFREDRIT L. U a—A 0 &5 RF8mavs RV
7o (FEREX)

5L 6b T AAAL NOFUZEEND T T ROBFRENHE T L BIEW - BBEINEREN S, (E
AlE )

i1 6¢c  Placements are more similar to transformational ads than to informational ads. (5E5iEX)

{7t 6d Placements are more similar to drama ads (which are processed empathetically) than to
argument ads (which are processed evaluatively). (3£ X)

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

10
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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.

{55 7  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 : fAAZER

Prior familiarity with the placed brand : VA A AV FENBT TV FEOHEROHEL X (?)

Von Restorff ZhR. &5 WITIMIURRE b WDONDBIRIT, TuX 7 |- TLA AR FOFAEITE
ERIFT, ZAUuE, FATOTREMEE LT, BIRGORWRIL, BIRGBH 0B E D . A
HEHEZOERT <, HAED LD R REE LT N E NI BLE TH S, Nelson (2002) 1%, Bk
FLEENFERIRLOIRNT TR BIZE BT 70 R) BV a—@lieryend 2 ezt
7

EoT, UTOX ) REERBEALND,

I 8a BIBLN o7 T 2 Rk, BIRARH L7 T REDFHED LS RBMe 7 Rad, (F
AEO)

B0/ T7 Z > Rk, AEOEBEERESELIN, BIRLRHL7 7 N7 a s 7 MEBT 5%
¥ 772 LICHBI STV, SVBRANE, BIRADSH DT 7 FEF0TNDL T VA A A M
BEE R T 0 7T La T oIl B T 2 EMREREZEE LT LTINDDTHD

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

characters / story that increase affective / conative outcomes. (FEFEO)

Judgments of fit : & &PEDHIET

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

7L 9b In general, congruent placements yield higher affective outcomes than incongruent

placements.

Skepticism toward advertising : J&& 1239 5 15

Ay —UREREOBKE FEEOBAEZEA TV LIRFEREINIHEA = XL EBEREE VD,
Boush, Friestad, and Rose (1994) 12X 5 &, RS 3 A1EERIL, HREEE 23 A5 OBl B 10 72 B X

CBET 2 B LI GE, T ewn) ZERDbND, RN RO, IREE T LA
AA L MEFICH L, RBEEE T 2,

10 JREICH L, L SESTHRL 25138, T LA A A0 MR DEUENRBEN TR S

11
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Attitudes toward placements in general : LA R A > MIxFT 5 —ikAI I RREE
{7t 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.
& 11b  The higher the attitude toward placements, the higher the affective outcomes toward the
placed brand.
& 11c  Consumers in all cultures / countries find placements for ethically charged products less
acceptable than those for ethically neutral products.
{7 11d  American consumers are more accepting of placements than their counterparts in other
countries.
Involvement / Connectedness with program / Motivation to process brand information
{5 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).
fi@t 12b  The higher the connectedness to a program, the higher the message outcomes for
placements embedded in the program.
713 Motivation to process brands for self-presentational purposes influences cognitive outcomes

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

Processing Depth : SLE DR

{5 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.

{5 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.

Effects from Placement : 7L A 2 X FDEHR
Cognitive Outcomes : FRAIFIRE R
Judgments about the placed brand's typicality / incidence : VA A XV N ENT TV FORKEM L
FEAITER Y D YIMT
FAXHHIARN LSV OERRE ) WIS 2, ~—F v b =T DX RT7 70 REFEHEICET D HES
OHWHZ R Z RIET b LR, LA R AL MIT T 2 ROTBFEDERE L L TR STV,

Memory for brands and placements : 77 > RO LA X A2 v bzttt 5 5EE

12
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Affective Outcomes : J&IFAIRE 2
Brand portrayal rating : 7' > FO# BT
Identification with brand : 75 K D&

Brand attitudes : 7' J > NRBE

Conative Outcomes : FEBFIFE R
Purchase intention : JEE EX

Brand choice : 77 > F&{R

Brand usage behavior : 75 > FEMHTTE)

5% DOFHECHE &

RO EEZ LD (RTOWFEFEIET D OITRARETIEAR D)
B LEF L 2o TR0 THhIUE, FHL A— RIZEHLTH - LFHRD
« b UKL 1 2 FEIET 5 DO THIUILLT D 4 2% i 2
BDL—REFRTHEMICBT LT 0L b T LA AR MOBHE
O —HLTVWBT LA AR NOFHF

@ —HLTWARWVWT LA ZRAL FORHE

EDL— REFHTLIEMICB T LT X T b - T oA 2 A FORR
@ —HLTVWBTLARAL FOBE

@ —EHLTWARWT LA ZRAL FORHR

SEXH

Aylesworth, and Scott B. MacKenzie. (1998) , “Context Is Key: The Effect of Program —Induced Mood
on Thoughts About the Ad.” Journal of Advertising, Vol. 27, No. 2, pp.17—31

Craig Lock, Jenni Romaniuk. (2005) , “The Recall of Brand Placements during Primetime Television.”
University of South Austalia, pp.1826—1833

Cristel Antonia Russell and Barabara B. Stern. (2006) , “Consumers, Characters and Products.”
Journal of Advertising, Vol. 35, No. 1, pp.7—21

d'Atous, Alain and Seguin, Nathalie. (1999) , “Consumer reactions to product placement strategies in
television sponsorship.” European Journal of Marketing, Vol. 33, No. 9/10, pp.896—910

D. L. R. Van der Waldt, V. Nunes and J. Stroebel. (2008) , “Product placement: exploring effects of
product usage by principal actors.” African Journal of Business Management, Vol. 2, No. 6,
pp. 111—118

Goldberg, Marvin E., and J. Gorn. (1997) , “Happy and Sad TV Programs : How They Affect Reactions

to Commercials.” Journal of Consumer Research, Vol. 14, December, pp.387—403

13



o5 b (Rl 2ERR S 4R Y
G
2009/07/09
Gupta, and Kenneth R. Lord. (1998) , “Product Placement in Movies: The Effect of Prominence and
Mode on Audience Recall.” Journal of Current Issues and Research in Advertising, Vol. 20,
No. 1, pp.63—75
Karrh, James A., McKee, Kathy Brittain, and Pardun, Carol J. (2003) , “Practitioners’ Evolving Views
on Product Placement Effectiveness.” Journal of Advertising Research, Vol. 43, Issue 2(June),
pp. 138—149
Kristin Blonde and Irene Roozen. (1999) , “An explorative study of testing the effectiveness of product
placement compared to 30-second commercials.” Viekho Business School, pp.1—27
Maclnnis, Deborah J., and Bernard J. Jaworski. (1991) , “Enhancing and Measuring Consumers’
Motivation, Opportunity, and Ability to Process Brand Information from Ads.” Journal of
Marketing, Vol. 55, No. October, pp.32—53
Nelson, Michelle R. (2002) , “Recall of Brand Placements in Computer / Video Games.” Journal of
Adpvertising Research, Vol. 42, March / April, pp. 80—92
Robyn Lozano. (2005) , “Impact of mood on recall of brand placements in the movies.” University of

Florida, pp.1—31

Petty, Steven A. Richman, David W. Schumann, and Alan J. Strathman. (1993) , “Positive Mood and
Persuasion : Different Roles for Affect Under High—and Low— Elaboration conditions.”
Journal of Personality and Social Psychology , Vol. 64, No. 1, pp. 5—20

Siva K. Balasubramanian, James A., Karrh, and Hemant Patwardhan. (2006) , “Audience Response to

Product Placement.” Journal of Advertising , Vol. 35, No. 3, pp. 115—141

14



1-1.

1-2.

2009/7/9



2-1.

2-1-1. (1987)

2-1-2. Lowe and Anspach(1973,1978)
Lowe and Anspach(1973,1978)

(b)

(1987)

Lowe and Anspach
@
(©

Lowe and Anspach

2009/7/9



2-1-3. Lowe(1977)
Lowe(1977)

(making do)

2-1-4. Kaiser (1985)

Kaiser

Fromkin(1980)

Riesman(1953)

2009/7/9

Snyder and



2-2.
2-2-1. Barden and Etzel(1982)
Barden and Etzel (1982

2-3.

2-3-1. Ratner and Kahn(2002)
Ratner and Kahn(2002 3

Ratner and Kahn

2009/7/9




2009/7/9

3a

3b

3a
10

3b

Snyder(1974)




2009/7/9

6
1 2 10
2 2 2
2
4 5

1

65 5 Kit Kat,

Snickers, Starburst, Nestle Crunch, and Sweet Tarts
100 0

100
2

150 3 8 5

favorable-unfavorable, bad-good, not interesting-interesting,
rational-irrational, innovative-not innovative, not creative-creative, risk seeking-not risk seeking, not

sensible-sensible

18




2009/7/9

150 20
10 10

3.5

w
&
[in]

Private pukblic

(M=2.67) (M=3.31; F(1.63)=8.18, p<.01)

e
o o

L2
on

® Low Self-monitors

B High Self-monitors




2009/7/9

6
ANOVA (M=2.86) (M=2.23;
F(1,142) = 7.23, p<.01) (M=2.37)
(M=2.22) (M=2.55; F(1,142) = 5.25, p<.05)
(M=3.21)
3
m Private
B Public
MNone Presant
ANOVA (M=6.14; F(1,111)=5.31, p<.05) (M=7.38)
(M=6.81) (M=6.48)

McAlister and Pessemier(1982)



2009/7/9

3-1.

Bearden, William O. and Michael J. Etzel (1982), “Reference Group Influence on Product and Brand
Purchase Decision, ” Journal of Consumer Research, Vol.9, No.2, pp.185-194.

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.

(2004), , (
), 2, pp.79-104.

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

Macmillian Publishing Company, a divion of Macmillian, Inc.



2009/7/9

(1985), The Social Psychology of Clothing and Personal Adornment, Macmillan,

1994 :
(2009), , (
), 5 ,pp.-243-269.
(1985), ,
(1987), , . 3 ,pp.22-30.
_ (1999), ,

Lowe, E. D. (1977), “Freedom and conforminity in dress: One dimension or two?” Proceedings of the
Association of College Professors of Textiles and Clothing, pp.136-137.
Lowe, E. D. and Anspach, K. A (1973), “Toward a definition of freedom in dress”, Home Economics

Research Journal, Vol.1, pp.246-250.

(1978), “Freedom in dress: A search for related factors”, Home Economics Research Journal,

Vol.7(2), pp.121-127.

McAlister, Leigh and Edgar Pessemier(1982), “Variety Seeking Behavior: An Interdiciplinary Review, ”
Journal of Consumer Research, vol.9, pp.311-322.

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.

Riesman, D. (1953), The lonely crowd: A study of the changing American character. Garden City:
Doubleday & Company, Inc.

(2003), , (
), 1 ,pp.269-302.

Snyder, C. R., & Fromkin, H.L. (1980), Uniqueness. The human pursuit of difference. New York:
Plenum Press.

Snyder, Mark and Steve Gangestad (1982), “Choosing Social Situations: Two Investigations of
Self-Monitoring Prosses, ” Journal of Personality and Social Psychology, Vol.43, pp.123-135.

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

Purchase Behavior: a Theoretical Model,”

10



11

2009/7/9



B HE SRR S NI SR LA S
4%%1%4E¢ﬁﬁi
09/07/10
556 301 /I EL— B

ARV P AR =9 T BAM A —PEMNBROEEER S
— ARV FOBEICEBLT—
H6H NE R

AR =2y TOHRITHEE LT, Hx ABRAR =2k DA A= LFEDA A =T & AR Y
—Z L THCESR, Thabb [ A=VEBHR] B, EFEREZHRO TV, L, Zo%ks
RETHEROMIIITEA THRY, KL, ZARF—2 v FHBA R ORI D HEIER A A
— VB RICEET 200, £ LT, ZTORBEIARV MOFBBEICL - TEDR IR R DLIDNEND
ZEEBLMNIT D,

FT1E [FL®HIC

R, REORAR Y —y TR, R THEIMENICH D, AR —y FTRIOR S & e
DIEB ORI TR VT, AR —Y OHle b T ZMCRERICHIT 2 AR —v v AgEE G |
HEHEND L DT> TE 7= (Walser, 2003), IEG SPONSORSHIP REPORT (2007) (Z& % &, 2007
T, TR 11.9%8 0 3771 KA b OBRAPRED AR P —v v TTEHICELI N TN D, i
L5 EMOMET, ZORR P —2y FERIELEIMEGICH VD . SBREEDO AR Y — v FiEH)
S BIERIITOND Z RTINS,

AR —y FTEE) (Sponsorship) (. [FAZERIRN, ZOHMEERT Do, AR—Y FHA X
YRR EHRECEROEMCE TN SOFEOEMIIK LT, MEWEIZZNICHET BT, X
BaiT> &) LR END (Meenaghan, 1983), EEIIAR Y —2 v TIEHZE L, 77 & FRI DM
EDRBROT | ARY =2y THEDT 7 NG IFERNREBEAZAVWTE S 5 2 & (Parker, 2007) X2,
HEE DA X0 EARNREREZ ORI GIRICA Y IATe Z & (Kotler and Keller, 2006) %, £k4 7250
RE/DLZENTES,

BEBAR A=y TEHZBE L THLZENTELIHROPT, A A—VEBHE (H8H2 B LT
WBT Ty REITEEICTT 2HEMOEBEES) 2N, TFEEREZRTTND, BT 54 A — UffifEiT AR
Y=y RGBT L 5 TEZ Y (Meenaghan, 2001) , REIFAR I — » FTEBHOXI LR LR L5 Z &I
Lo T HaAA—VEAMT 7V FITEBIEL R TELEEZ LD, L L, Gwinner (1997)
Lk o T, ZOBEEKZRITERET VOMEIMTONTLURE, ZOMREBET 2 EROMRITEA
TRV, R, AR —2 9y TR A N2 FOFFOWDR DR A A — VBRI ETHD
M FLT, TOREBIARY FORBEIZ L > TEDIHITERZONE NS Z LEHLMNTT 2GR T
D,



BEHESR IR i N R R
ZEIERMSCHS 4 ] h R

09/07/10

556 301 /I EL— B

$£2E BEMRLEL—

ABEIZBWTIEL, ARICEETARFEONTEL LT, 772 A A—=VOBFENRB L OAR Y —
v TR E A A —VHBROBEGFHEOENEZ L Ea—T 5,

2-1. I3V RS A—COBEHRE

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 —
CEEDHZE S L LTS (Meenaghan, 1983), £72, 2 Ia=r—3T a3 VOERKEEICT 7 FA A—
DESITERRY | BEIARGHRTH Y AN FERBR] Lol EANaIa=r—a O, ka7
FHEERWD Z L Thlx DRNEERTHZENTE D,

Keller (1993) X, 77 v RA A—VEAED T 7 7 o FEARIIE, RSB 2 BB L2 &
PE. HERE . RBR LRI, TLCT T RBEZGUARIA TRHHEEEL TN D, £
DET, ENHOT7 Ty FEAIT, TOHFELES, B, 22— IS U TET D &R TWD, K
1T ZORFO—HERLIEET LV THD, !

AN

ARk

AN

Ryl B

/\

77K

752 R
Sl = s
DHAT

7T v NiEE

7S5 R DHFFELE

A A=Y 75 N

DS

AV %)

Dar=—J X

(HAT) Keller (1993) ,p.7.
ISy - FFRITEE L D,

L 3L <IE, Keller (1993) &Mz &,



B2 EFE B RE “ /N B SR BT R
4%51%4@$ﬁ$¢
09/07/10
556 /e R — R
2-2. ZRUY—2 vy THROBEERER

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—SOw TIZEZBRTOERX

Ao A GF A7 H A= MR SR
a4 [J\ S [J\ iR [J\ [J\
4 4 4 4

HEOME, 77 BEEOME

(HAT) Meenaghan (2001), p.115.

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
%)

o

2-3. A A—CEBHROBEHR

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,



B TR 33 B R S P S N B SR AR 9E

R SCE 4 B P RS

09/07/10

%6 M /R R —RR

2004; Lee, Song and Tingting, 2008), AR P — v AL DA A—JEEBOBIL, ARV P—L 4

MREFEICHE OS2 ZEICE 2T, ARV — IR T2 EENRBECEELFIEEZT L THD

(Grohs,1997), A A—JHERIT, A XV FDARA =R, A XN MNEDRAR P —DA A =T, EOF

BrBEZ2HEEIAELD, T, BBETHA A —UMEIX, AR —2 o TRBOIT ITVICL - TR

0, ME3ICEDLENDLIIC, BRDEITIAVDAR Y —3 v FRHBITBNTIZ, BRLHA A
ffE2 5835 (Meenaghan, 2001) ,

BEF& 3 1 »—CEBHROH]
TRANSFERRED
VALUE

Sophisticated
CATEGORY RECIPIENT
Elite

High-Brow Discriminating Sponsor

\ 4

A 4

Arts Up-Market

Serious

Pretentious

Young

Accessible

Mass Arts Friendly Sponsor

A 4

Current

Innovative

Commercial

(HFT) Meenaghan (2001) ,p.103.

A A —VERBIZBIE LT, McCraken (1989) (X, MF 4 IZRbsh2 b0z M0 T, AARTy F—H
OFFO TR 2, =2 R—Y 0 bR/IBEET 52 7 nt A 2R Lz, 207k 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

Bf4 TV F—YICKIPBROEBTOER

Stage 1 Stage 2 Stage 3

) 1 * FZIN FZIN * GRS 5 * W

(H4FT) McCracken (1989) ,p.315.

720 McCraken (1989) NERT D HL ADOFEFS [EW) X, Keller (1993) OEET LA X b [



B R HA K P /N B S L 5T
2R 5(51%4IEIEPF'EJ$|§¢
09/07/10
%6 /g R —BR
M) CEELLTWD L, Gwinner (1997) IZFEELTWDH, 2 THRIZ., KFE 4 ITEDEIND McCraken
(1989) DT L—AU—2 HYEEL, £ X A A=V 2 RN E 21307255 < DEHENBRLY
b, E, AR =Yy FEBEUT, ARV MDA A=V N AR —8T @B AE L TiEET 5
EVHIGRERB Lz, T MW ODDOERNPA A —VIBOMI ZNE L TnD EEELTWD
WEINZEB W T, Gwinner (1997) ZIZLHET5, ARV —Y v T HB LA A —VHBBHROME

Z IR 2 ERIZOW TR - 2B FEIZED L B 2 — %17 9,

2-4. A A—CEBHRORETEFADBRFHAR

AR =y TIIEOBTENT, BB ES AR =2 v T DA A—VEHEBHRITER L, ZOH
EERZED = L 2R B -WTFE#E 13 Gwinner (1997) TéH %, Gwinner (I, _Lif L7z McCracken (1993)
D’ celebrity endorser’|ZEAT HHFFEA AL, A XU b« ARV =V o TEBLIZA A—VEEBO A D
=AL AT HET NV ERE LT, Gwinner |3, A X2 M A=V ERESTLHERE LT [ |
OFEFHL, T4 X FORH BEO MxDHERE] @ 3D, A A—VEBA{GET 2HRLE LT (AR
YP—b A Ny DO AR =y TORE] BE T4 FOBE] D3 22X T T 5
ZHEKE 5 ICEH S D,

B&S ARV k- RRUY =29 TI2E T2 A—CBE-EBETIL

AR FOA A=V EDER
Event Type

© ATR— B

- B B

< A B

- AT REE

- BRI -

h— Ky a —B

Event Characteristics

< AR N OB

T 9 s L Event Image Transfer Brand
c Ry R ORES > Image Image
S N Y T

s TaE— g

1 A—CERFRTER

Individual Factor - EEME O

CE (V—F?) 0% c AR =Ty T LYL

CEE (V—F?) oS « AR NDOBE

S EEORESL - LA~ OB

(HFT) Gwinner (1997) ,p.148.



P HE S AR /N B SR BT ZE 2
AT CH 4 [\ R

09/07/10

%6 /B R—ER

KEmDERI ST Z ORIFEOEBRIL, ETNVERRTHZ LIk > T, A%OZEICT L TEL L DR
BAEZIR LI Z L THAH 9, L L, Gwinner HHIE, ZDOET/UZE L THEIEIHT 21T > TUH7RV,
TIT, ZOETMCE L THEAN ATV, BT VORGEZTRT 52 LBRDLND,

—H T, A A—VEBDROBEERD Gwinner (1997) OFFFEE BT, FEIEH &R T2 W,
Grohs, Wagner and Vsetecka (2004) OAFERZEIT b D, HHIL, AR—YDAR Y — v 58 %
WLTHELNDA A—VEBNROBERRE LT, AR =TT D050 A=) & TZRHR
—HE] BLO AR bOA A=) 22T T, BRI 77, TORER, ZhbD0ERITVTH
b A A—VEEBHRITEEE B DERTHDH Z LN S/, 72, Grohs and Reisinger (2005) 1%,

(A _X NERARY—DHEE] & T4 b~DOEE] 23, Gwinner and Eaton (1999) <° Donahay
and Rosenberger (2007) 1, AR —L AR —OFBNE] B, AR—Y AR Y —2 v T2
HAA—VEBHRICEEE G DI L2, TNTHMAOSITFEEZ MO THEIEL TS, £/, Lee,
Song and Tingting (2008) %, Grohs and Reisinger (2005) W% F 7z [ X2 k& AR —DHEE
iz, T4~y MEHE] 3L T4 X FOB ] A A—VEBHRICKELHZDERTHDL I L%
EREL TV D,

U EDBFMEICENTET N TWND, 4 A—VIEBMREZRET 5L BN TV LERIT, KR
6 DL IND,

B 6. RERARICETES A —CEBUROAETER

UiiEa A A —VEB N RIS EE 5 2 D EN
Gwinner (1997) FIFEAVEDORRE, AR Y — v T DL ~Ub A X2 N,

AR =R T DEFA A=, AR —HH,

Grohs, Wagner and Vsetecka (2004) ‘
AR A A=,

Grohs and Reisinger (2005) AR NERR Y —DOBEE, A X2 F~DFFEL,

Gwinner and Eaton (1999) AR — b AR —DREEN,

Donahay and Rosenberger (2007) AR Y= AR —DFRFENE,

Lee, Song and Tingting (2008) AR NEAR Y —DOFEEE, AN MEHE, A XU MDE,

B OWFEIE, Gwinner BB LI AR Y — v ST L DA A —VBEBHROGFE, BLOBEE
RN DN T FERESHT 41T 2 728 C. Gwinner OHFFE XV —BREZGAA TR TH Y | RNTEDO H 5 b
DTHDHEFAD,

Ll ZHHORZEICIE 2 DORBEASESNTND, 8§ 112, AFEOMGE AR—Y A4 X MR
ELTWDRTHD, ORI, BRTHIEMLRE —DDAR—Y A X MY . FEFEGHEIT> T
WD, ZORICELT, MFEEAE . R OEEZ LT 2 2 & 2RO E LT TS (Grohs
and Reisinger, 2005), Quester and Thompson (2001) (X, AR — v TGl ind A X hOFEME
REFOFEN, AR Y=y TOREIHCEND LB TWD, Loz, BEFEFIRICE N T, 41XV h D
R L DA A —VEBROEBESOENCOVWTER SN bDOIIFELRY, AR — vy Tk




B2 EFE B RE “ /N B SR BT R
RSO 4 IEIEPF'EJi&ﬁb
09/07/10
556 31 /INg B —HS
BEITORB LR DDA XY MEREL, BEOA R D EGHTRRE LTEA Ry MHTHE D%
GHTL, EDARY MZBEWT, EOBEREZERL TAR Y=y TOFEZRET 23S 0%
I HMNCT D2 LROBND, 210, BEFEURICBWTET bivie A A —VIBBRICEEL 525
EENTWAHEERD, T OB LPHERIN TV RWETHD, ZOAIZE LT, Grohs, Wagner, and
Vsetecka (2004) (%, 234 X — VB RICHBEL 52 5 EHR L7205 50005 Bl a2 iR+ 572
D, AA—VIEBRICEEL 5 X DERA 2 THBAATEET VERR T 2MENDH D LB TN 5,
L, A A—VIEBNROBEERKZ 2 THE LIZET VAR LI RIIFEE LRV,
FIT AA—VIEBIRICHEELHEZDEBZONLIERERTCEARLR /A XY M AR Y —
Y TETNERBET LR ROOND, DX IIT, BEERICIE 2 SDOERBRMEASESATVD
72, INODORMEEBIEL, 4 A —VEmBHRIZOWVWTOMEEL I LIZHD TV ZEITHFERTHA

jO

EIE WMEETILOEE(pattern 1)

3-1 S-O-R/IRSHA L

ZTARD BN, fITE—POSE T Ve (ERCIE, DRM—ER—EE7 1) (Stimulus—Organism—
Response model)) ZEMT % Z LIZ& - THRET 2, AWFZEIE, A X2 PBLOAR S —OFORE 2
SR OZT DR, A A —VEBRERNE LTHRA, ZROOMICNTET 4 X FBINHE DL
AN=ALERRT D2 AMET D, £ T, BFFRESBIC, A A —VEBHRORERRK D S
Lo ARV IRET L8R E LT, T TEBWE), TEEHINE) X0 THEMME) 0 4 S%2 20, ([
BRICARAY =BT 2H8M L LT, TR T8I, BXO NEAM) © 3 22%T5, £hb7
OOHERNZINELNODORPL, 2FD S-O-R EFT/WMIEITS [S) & LTHRAZW, KIZ, A0 5 ORI
KT o4 Xy bBIMEBLOREEOSE LT, [ A—VEBSR) 22, £hi S-O-R €7V
IBIFD TR ELTHZZW, KR TD S-ORET/VEL, ARV MBLOAR Y —OREEZ T, TH
H D WCBWTHLNZT DDA =X LEZN L, A A—VEBEREE D1ENPBREDT HND
WO ZEERLTND,

2 2L <L, Baggozi (1980) #&MD = &,



BEHESR IR i N R R
ZEIERMSCHS 4 ] h R

09/07/10

556 301 /I EL— B

B% 7 S-O-R/ISSHAL

Stimulus
P T
I
v
i
(7))
-]
j—
% Response
& Organism
— & A A=
i SIPS
1
~ ////)
v
~
(7))
-]
-a—
%
%
13
AT

3-2 TSV FHMEOREER

AR L7z & 912, Keller(1993)137' 7 & RBAEOME | IFE L &, 2=—27 S, WEEDT 7 FAK
ERFESTLHEFETHD LFRLTWD, KTl D AR Y — v SR DA A—VEBIRIT,
AR =y FEEBZFBE LT, AR —7 T 0 RICHHT 2 AR AR o —IC B3 DM S i,
HBEEDWS AR =T T2 RAGPERT DMRES VAL LN TE L), £I T, AFilzkn
TiE, Keller(1993) ¥ EWRT 27 7 FAGROMEERNTH L, 77 v N0 Hhs), MFELs), B
FO Ta=—r &) &, KOOI S TE~EEHRZ OO, ZOEMERTZ 0,

T, AMTHEIALLY ET201F, AV INBIOPAR Y —OFTHRERHEREDOT TA A—V
BRI RIFTHEA D=L THH0, 77 NEEOFE LEIE (AR —HBOFE L&)
2. 77 REBOBRS L AR —dHORE ) 12, 77 R#floxr=—7 SjF [AR - —difl
D= SJITEEMZ D, A X PBLORAR Y —OF T HRHEEZ K & LT T B 72 1,
ARUY—=T T RIZONT, 8RS, HELE, BLOP2=—7 30 3MEICHE T 2 8HEmE, ¥
BEDOAR =TT NAREERSE, 4 A—VEBDREZRET D 520155, L Eo#im L



PR FEFEFAN R N BT SR LA 5
4%51%4E¢ﬁﬁ¢
09/07/10
56 1 /Mg BB

D, LT ORERZIRET 5,

it 1 TARYP—HEEOME ] 1T, [ A—VESIE] 1T LT, EOE% KT,
it 2 TARYP—HEOHE LS 1T, T4 A—VEBDR] 126 LT, EOREL FIET,
it 3 AR —EEOZ=—7 X 1%, [ A—VEBHE) 1Tk LT, EOREE KIFT,

F72. Keller(1993) 1%, 7 7 v NE#BIZEHEIC L o THENS R D EFELTWD, ZHIZEL T,
Gwinner (1999) |4 X "R T 2 b DIZONWT, AR —VIZE#ET 2O ), FRICEET LI H O,
[ BIET 2 b o), TRV ICBEET 2 b0 ), [HFMRSFHICBET 2 b0 O 5 BHICHBE LT,
RERD XS IZAR U —v y ARBOXIR L 72 DA X2 NOFEENZIGIZ D2 > THWDHEE A0 FD
I L > THT2BMITRRY , A A—VEBROBMIICGRELEZD LB OND, ULOHER
0. UToRMERET S,

LA A A—THEIBHROMIIL, ARV MOXATITE-TERRD,

PLEOEEL, ME8 DL HIICENEINDLITHA I,

E* 8 EEARVY—ERL A A —CEBHRICEZ ST

AR Y —E#HED
R X

AR @D

FELES

q A=
R

AR Y@ D

am—s s

3-3 ARV IDETHRHE
WIZ, A X FOFETLHRENR, AR Y —HBB LA A —VBEBIRICEDO LI EL 52250
IOV TagRm LT <

3-3-1 EHHE
ARY =2y FICL DA A—VEBNRICEEL G R4 X FOREO—DH L LT, G &
P, 2o TE@HME] 1220 Tk, BEFEFEIZEW T Lee, Song and Tingting (2008) 23A A — R
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BROBEER & LTHETT0D AR FOBEE] 2, AROXRKTIKRD KO ICBEEHBmA LD T

Hb, ARV =V TIEBOXNG LR DA NOBHERREHIEE, WEEDLHA X PRIV

FDAR Y —%IETHHEITELS 2D, ZFRBIC AR —ICxt L ClBVvaEBE AR E | A A — ViR

IRERET D LEZ IS, Gwinner (1997) 1, EHFIRICEEIND A X2 MIBHAEV IBEND

7elz, =D A X Mg THE, AN NERAR Y —LOBOER Y BRI VEEIZRD . Eh

HUZA A—VEBDRERETDHE TR, 4 A—VEBHROMEZER L LT T4 hoMFEE] 2%

FTWa, HOFEGERL, A2 O TEHME] BAR—ICx L TEOWERLZRE, 4 A— ViR
DREMET D2 EEBERLTVDEEZBNLD,

F 72, Zajonc and Markus (1982) 1%, & DRI AMEANITK LT IR UEEiG 2 & | Hie 2Bl E
ANDZFENSDOXHBIIKIT HEEE LV FENZRDDICTHZENTELEHALCND, ZOBGT, [H
72 D HEfil (mere exposure) B ] LIFTIL, FRIZ A REN RO OIHEfR L7256 BEAREE 2 2
> THLABELOND X HICRY | HEPERTDEHESITFERLTND, DT Lnb, A
FOBHIMERE < . BHBEVIRIND &, THR MBS ) 128> THEEIIA N M LTHEL
WAR P —@# B A&, TNHICA A —VEBIRERET DS L 6B 0ND, ULoEmeL . BfF
Wz E 2 (4 bOBHME % TEHBEDSA RV NEMETORE] EERLEZI AT, ULFOKR
AR D,

a4 A2 FOREE] 1T, (AR —@#BORE | 1T6 LT, IEDOREL RIFT,
a6 A FOEEME] 1T, (AR —@#BOE L ) X LT, EORELRITT,

3-3-2  iEsMH

AR =y SR DA A—VEBNRICEEL G R 24N FORMEDOTOA L LT, IMEHE] %
ZIF=0, 2o HEBWE] 1o Tid, BEEFFEIZI W T Grohs and Reisinger (2005) 234 A — JERE%)
ROMEER E LTHETTND [ R h~OfER ZARROIIRITITD KO ICEESHBATZ LD TH D,

BHET, TRFEDIRENZ DV T, ZOIFEIDMEANIZ L o TEETH DM OMEE 2B L > THEE D
ENHEED ] LEFSH TS (Grohs and Reisinger, 2005), A X2 hDOBMMH S, Y%A X2 b
%L CIERE T WVIEE . BIMEILYLHEA XV FEEH L TOD AR P —%2E#, L, ZTOARY
—IZx L TAFE LDEfE x| Zlic A A —VEBSRERET I EX NS,

%£7-. Lee, Song and Tingting (2008) %, A A —VEBIEOBEEK E LT, A XV bBMED 4
Ny M~OREE] BEFTTND, BIMERA N M LTRHLE > THET LI EICL>T, 20A X
VEREEHL TV DAR Y —FE#, L, TOAR Y I3 L CHENRERZ X, 2o, A —
CHEBRERET DS EBEZLND, T4 b~OREE| ([ZBIL T, Heidi (2007) X, Heider (1958)
DT AW E AR =2y TIRREIEM L, MK IICKRDINDET VERE L,
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B 9 Heidi (2007) [C&BRRUH—2y TADNT o ZABHERER

S S S
(+) (+) (+) (=) (+) (=)
T (+) F T (=) F T (+) F
Balanced Balanced Unbalanced
Relationship Relationship Relationship

(Hi77) Heidi (2007) , p.72.

M 3I2BNT, SIEAR Y — TIFAR Y —TREZ T CNLTF—4, FIIEOF—LDT7 7
ZHRLTWD, Heidi (1958) (X, ZDOETAZHNT, 77 NI —AIX L THELZRE, TOTF—A
EARY—PNEOBREMEL TWVWDHEEX, 77 VEEOARAR Y —IZ LTHHFREERS EFRLT
W5, ZOETERIF, A ROBIMFEDR, ik N MIx L TERE BT T 0IE L, SInEid iAo
R MEEHLTNWDIAR Y —%E#HR L, AR —IZx LT E LWEEEZRE, 2RI A A —Y
B RARET 2 L WO E R T2 ERETHD EVZ LD, L EoEm LY | BEFEE2BEx (1
N2 ROEBE] 2 TRINENA N MO L TR R CRE] LERLZ I 2T, O 728
T2,

6 TR hOfFRWE] 1L, TAR Y —@#HIEOMRE ] 1T LT, EORELE KT,
e 7 T hoRERWE] 1, AR —HEOFE LS 126 LT, IEOREE FRIEFT,

3-3-3 EMi

AR =y SR DA A—VEBNRICEEL R4 FORBEDO=2H & LT, IHFME] %
P, 2o TEEMPE] 1220 T, BEFEMFZEIZEW T Lee, Song and Tingting (2008) 23A A — 5
BOROBEERE LTHETFTTND AR OB 2RO YIRICIED LS ICEEMA T HDTH D,
F7z, ZHZEALT Gwinner (1997) 1L, A XY M A—VICEE L EZ HHERELT (X D7
TxyaF ] EFF TS, ARV =Yy TR LA R FOFMMEREITIUIZEWIE LS,
ZIMBTEOENa T Y HREL TN D YA R MR LT E LWERR A E . 2 & RS
ZOWEBZ SR L TN D AR —I1Zx L TH AR E LWz L3kic, o7 7 v Ry
2o — R E AL FNIIA A —VIERRERET LB bND, U EoEmE D BEEE
B EZ T4 X FOFEMME] & T4 X0 MRBINEICRET 2207 0V OBEO&ES ) LERLEZI 2
T, UTFOfGERZRET D,
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it 8 TEEMIVE) 13, TAR Y —H#EOHE LS (I LT, EOREE KIET,

a9 TEEMPE] 1, ARV Y —@iEoa=—2 X 1T LT, EOEEL KIFT,

3-3-4 #HH

AR Y=y TR DA A= VBRI EL 5 X 54 X OO >H & LT, #ifzic [k
A #FTT0, ARV RBIMEN, A X2 FOBFOIGRGEEOEH %, thoBINE L TE HEREN
REWIZE, 2O L) RWAREE L TN YHEA XY P BLOEDO AR P —12% LT £ LR
Zi < LT, MDA N R ESHE L TV D AR i3 R e ZIRAGEARZ AR F AT
AA—VIEBHRERET D2 EEXOND, DLEOEREY ., [0 bOIFEME) & T4 X2 X iU
DNWCOFEEASMENP A TEHRE] LEXRLII 2T, UTFORHEIRET S,

i 10 THegdE] 13, (AR —HEOGE LS 12 LT, EOMEL KIET,
i 11 THgHE) 1%, AR —E#oa=—2 &) 2% LT, EOEEL KIFT,

3-4 RARUY—DFET 54
BNT, AR —DFTDED L) BN, AR —HEB LS A —VIESBiRIcED Lk oI

BEE 2 500MCHOWTERL TN,

3-4-1 EH

ARY =2y S DA A—TVHEBNRITEEL EADAR A —OREO—oRH & LT, T
PEEFTV, 2o TE@EHEME] oW TiE, BEEMFZEIZERB V)T Grohs, Wagner and Vsetecka (2004) 723 A
—UEBIROBREER L L TR TS AR —EE] ZARROARICIE) Lo ICEE |2 -H 0
Thod, B TOTRE—va L EEBELT, ARV =y TIEEZIT> TN D AR — OB E
FDIEE HEERA XY MIBWTHEAR A —Z2 T T 5HEITE <20 BMENPAR =T
L THWEBEZEE, TS, A—VEBRDIRERET D LE2 b5, F7o. Aifi T&IF 7z Zajone
and Markus (1982) OFER L7z THA 2835 13, AR —2 v TOREIC OV THEHTIDH D 2
EMTEDLEEZEROLND, DEV | AR P —OBHERSTTHWIELE, BIHFIZZDOAR P —IZ
SUTHE LWEBEAIRE, ZAHICA A—VEBDIRERET D EEZ20ND, TOULOERELY .
WA e B £ 2 AR —OFBHM) 2 THBEBAR Y —T 70 REMETHRE] EERLE
92T, UTOREAERET 5,

@12 TRARY— v FoBEME] 1%, AR —#BOME ) IIx LT, FOEEL> KIFT,
@ 18  TRARY— v FoBEME] 1%, AR —#BOME ) 15 LT, FOEEL KIFT,

12
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3-4-2 T

AR Y=y TR DA A= VEBNRIE B B2 D AR —DRED > & LT, [9HME]
BTV, Zo T2 220, BEFFZRICIWV T Gwinner (1997) 284 A — VHRBIROHE
HRELTHETTNWD (AR Y=y TDL~L ) ZRFOINRICIED KO ICEEMZ T2 D TH D,
AR =Ty 7k, LIEUIFERO L~V T 5 2 ERNAHETH Y . IS, LoULBEn A
R —2y THERME BT LR TELZAR Y —I1FE, LY RODMHICEREZELS 2 LR TE, A
T AT BTN DHEN L 725 (Gwinner, 1997), FFIZE < D AR —3 b7 5 KB e A <
MIBWTIE, Z<DARy P —OHRTRICER Lo vE—r a VKA BN SE 5 2 E N TE AR
YH—ICH LT, BMEE LY RO AR B A RS, ZRBICA A —VEBEARET D LB LR
D, BT, EHLETrE—Y g VIS E R S AR U —Iox LT, BRI o AR v —1xt
LCRNIRWE D Ro=— A X TAMICA A —VEBEZRET DL ELANZOND, UED
wmm kD, B A B E X TAR Y —D%MME] 2 NHBEERLEARN I —T 5 RO AR

P—LDHHFTCTVDEMRETIRE] LELELED 2T, UNOEMAERET 5,

BB 14 T 1 DA —@EORS | (TX LT, EOREERIET,
i 16 [9eitE) 1%, TAR VP —E#BD2=—2 &) I LT, EOREL RIFT,

3-4-3 A

ARY =2y SR DA A—VHEBNRIEEL EADAR A —OREO=>H & LT, NE&HE]
BTV, o HEAM] 1ICoWTiE, BEFEIFZEIZ3 ) T Grohs and Reisinger (2005) 7234 A — Vs
RO EHERK E LTHETF WD A _R h—AR Y —@EEE ] °, Gwinner (1997) M4 A — Vi
NROBUEEK & LTHEF TN D TREEORE )] 2A5MONRICIE S KO ICEESMA LD TH D,
AR = A X b LOMDOBEEMEDR T IUT, BERITEMR RS EDOAR A —2ZITANT, £
DR ETRIL L, TAUIZA A —VEBIREZRET L2 B2 60D, Flo, 2OZ L EBHRAT H72HI
W AEL (match-up hypothesis) Z V72V, Kamins (1990) 1%, @A Z [—RIZ, H4 AR OFf
DA A—VICE TR BN A vy E—VlE, AAANLBEDOA A —PHIOBESMEITHT 5 =— X257,
IR IZIRE IR T Do) LW TH D LFP L T5, F7z, Kahle and Homer (1985) I, [
HNDE RN D IRE SN TR 2 @D HRECHAELEA LTV 256, WA
., BERINE ST DS IEDREEE 5 2 SO & B4 AND S & ORI MR- 72
LA, FHME TR S EFELTWD, AR L7 X 512 Gwinner (1997) 73, McCraken (1993) O FEiE
Liz Ty R—=¥) & T4 _U b EABRICARZRLTOWDZ Db, ZORBIIEITD THH A1
FCEBWTIR D A ) LRBERZADFEVPWRETHA S, L, WEEBUT. A~ h & AR
v —MOBESENETE, KV EWA A—VEBOIREELCSEDL LWV IIEREIFTLLOTH D
LEZLND, UEOEmE Y, AR EEEZ (AR —0RENE] 2 TAR Y —L 40 b3
AL CWDARE] EEFELZD 2T, LTORHEZRET D,
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i 16 NEEtE] 1%, TAR P —@# oS ) I3 LT, EORELRITT,

YL EOGERT, KR 10 DL S5 I\ IIND, 3

H& 10 #MEETIL

PRIV He (+ > 2R

fHEWE H7 (+) " DIE S

AR Y —E AR
DEFE L&

q A=
R AR

AR A — Hiz ) >

Da=—r X

3 B, AEmCBWTIT, BEEFEIZ BV T Gwinner and Eaton (2005) 2317 T\ 5 T4 Xy MTAR P —A A —
V) bRV b 0 LT D, FhE, ZOBMREAR Y =N LAXRY FOFTOREE LORRICEMTZ e
TEP, o REZSNOFBEHZ TWAHDIL, BEERARAABLZENTE N THREND Z LITHERT 2,
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EIE WMESETILOEE(pattern 2)

3-1 A RVIDAET M
AECBWTCIE, BEMZEL Ea—%2E 2, 41X hOFTIEMEN, ARV — 3B LA A—
VBRI ED LD ICEEE B X DOMNIOVTER LTV,

3-1-1  EHH

ARY =2y AL DA A—VHEBNRICEELEX DA N FORMEDO—2H & LT, TEHE &

EF 0, 2o TBEHME 20T, BEFRFZEI230) T Lee, Song and Tingting (2008) A3 A A — i
BAROBEEKR E LTHETT0D A bOBRHE] 2, KROXARITIR) KO ICEESHB|A b DT
BD, AR =V TEBOXNG LR DA VOBRERREDIZE, WEEDLZA XY PRIV
FEDOAR Y —%METHHEITELS 2D, TRHICAR P —ICk L CHRWERZE . 1 A— VR
REEHET H LB X BN D, Gwinner (1997 1L, EHICHE DA X2 MIBLARYIESND
7elz, =D A X T HE, AR NERARY—LOROER Y NLDEREIZRD, Eh
HUCA A—VHBNRAEET D E TR L, A A—VEBHROMEERK & LT (42 hOBE] &%
FTWad, HoEELEL, A0 b0 TEHME] BARP—IZxt L TlBRWERB S, A — Vsl
DREMET D2 EEBERLTVWDEEZBND,

F 72, Zajonc and Markus (1982) 1%, & D RIGAMEANITK L THED IR LEEILT 2 & & Hie 2Bl E
ANDZENL DRBRITK T HHEEEZ LV FENRLDICTHIENTED EHIILTWD, ZoBGIS
72 5B (mere exposure) HIZE| LIEEIL, KRS ADLIEN ARG O L7254, SkEERME 2 5
W THLABE L OND L OICRY  HEMERT L EELITTRLTND, 2O EMhb, X
FOBHMERE < . BHBEYIRIND &, THR MBS ) 28> THEEIEA N MIxt L TaHEL
WAR =B & TN, A—VIEBIRZRET L EELALND, ULoEwmi v, BfF

FerEEZ A FOBEHME) 2 HEERARY VAR THRE] EEHRLEI AT, UTOHR
AR D,

a1 A FOBREMED 1, T4 A—VEBRIR] ITHL T, EORELRITT,

3-1-2  1EE4E

ARY =2y AL DA A—VEBNRICEE L GR DA FOREO TS E LT, IMEEE] %
HiF=v, 2o HEBWE] 2o\ Tk, BETERFZEIZEV) T Grohs and Reisinger (2005) 284 * — s %)
ROBEHERE LTHETFTTND [ h~DIFE Z2ARGROLIRICH ) KO ICEEMA LD TH D,
THET, TRFEEDIRENZ DWW T, ZOIEEIBMEANIZ L o TEETH 5B OMEE 2B L > THEE D
ENLEIEED—FE] LEFREN TS (Grohs and Reisinger, 2005), A X2 b DOBIED, %A X M
L TIHRAZHITOTWIEE, BMFILLZA XV FERI L TV D AR Y —2E# L, ZOAKRT
—IZx U TAFE LDEfE x| Zlic A A —VEBSRERET I EX NS,
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F 72, Lee, Song and Tingting (2008) (%, 4 A —VEBHIROHAEERNE LT, A XU FED (A

Ry MA~DREFE | 2T TND, SIEDA X MIH L TELEL>THETHIZEIZEL-T, O

VREBEHLTWARAR Y —2E#H L. FOARY—ICx L CHENEEL X 2HIZA A —

CHEBSIRERET D EEZOND, [0 h~OREE ] IR L T, Heidi (2007) 1%, Heider (1958)
DING AR GwE AR Y=y TTRRBICEA L, MR TICRDINDETVERB LT,

B 7 Heidi (2007) [C&BRRUH—y TADNT o ZABHERER

S S S
(+) (+) ) (=) (+) (=)
T (+) F T (=) F T (+) F
Balanced Balanced Unbalanced
Relationship Relationship Relationship

(Hi77) Heidi (2007) , p.72.

M 3IZBWT, SIEAR I — TIHEAR Y —ZEAEZIT TN LF—L, FIZZOF—207 7
ZRLTWD, Heidi (1958) 1L, ZOETNAVEHNT, 77 VR F—AIIK L THELZE, TOF— L4
EARVP—BNEOEMREMEL TVELEE, 77 VIBEDOAR P =T L THHEEAC EERLT
W5, ZOEERIT, A X MOBIMER, MahA N MIx L TERE BT T 0IE L SNy A
NRUPMEEHLTOWD AR Y —2E# L, AR —cxt LT E LWl A& | Z2hiicf A —
B RARET 2L WO E R T 5 EETHDL EVA LD, LEoEm LY | BEFEE2BEx [«
N ROEBE] 2 TBINERA N2 MO L TERAEZICRRE) LERLE S 2T, UTOMH A 728
T2,

it 2 T4 FORFEE] 13, T4 A=VIBR) IS LT, EOREZ KITT,

3-1-3 Ef

AR =2y AL DA A—VEBNRICEELGX DA NOREO=2H & LT, IHM%E) &
ZF=0, 2o TEMME] 20Tk, BEfFEMFEICE VT Lee, Song and Tingting (2008) 734 A — VR
BHROBEERKR L LTHETTND ARV bOHE] 2KGHOINRICHED KO ICEEMAIZHbDTH S,
Fiz, THIZB LT Gwinner (1997) 1%, A XY M A—VICHBE 52 58K E LT [f XU DR
TxyaF ] EFF TS, ARV =Yy TR LA R FOFMMEREITIUIZEWIE LS,
ZIMBTEOESNa T Y HREEL TN D YA Xy MR LTI E LDERR A E . 2h & FRREC
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Z OB E IR LT % ARSIk LC bR £ LU A4 < LIS, 07 72 RIS

2= R T, TN A= VEBRREBET 5 L B2 0D, UEORR LY | B

EHEA A2 FOWPHE] & [0 FBBMEICHRIET 5227 Y OROB S LERLED %
T UTFOERERES S,

it 8 TEEMIVES 13, T4 A=VEBAR) (2 LT, EOREE KIET,

3-3-4 HEH

AR Y=y TR A A—VEBIRICHEE 5254 X bPOREOMSH & LT, Haic Tk
Bl 22T T, ARV RBINER, A X2 bOFOIELFEHROLE L | oS INE L TE HREN
REWIZE, 2O L) R EREEL TN YHEA XY P B L OEDO AR Y —1Tx U ThFE LV Eid
R LT, DAY MEIE LTV D AR T3 W R TR A A A ERiic
AA—VIEBIRERET D2 EEXOND, LEOEREY ., T4 X0 bOIFEME) & T[40 hREfUUC
DNWTDFEEEZZIMNE NI TELRE) LERLED 2T, UTORRERET D,

L4 THATRE] 1, T A—VEBAR) ICH LT, EORBERIET,

3-4 RARUY—DFET 54
FBNT, BBEI L Ea—2BE 2, ARV —DFTEHED L S BN, 2R —ditlis LU
A—TEBHRICED LI ITHEEBEE 550NN Tikim LT,

3-4-1 EH%

ARY =2y SR DA A—VHEBNRITEEL EADAR A —OREO—oR & LT, T
PEEFTV, 2o TE@EHEME] oW TiE, BEEMFZEIZ RV T Grohs, Wagner and Vsetecka (2004) 73 A
—VEBEOREERN L LTEFTVD ARV —aR] ZARROIMRKICES Lo CBEEHRIZH0
Thb, 2P TOTRE—Va VEEBEL T, ARV —Vy FIEHZIT> T D AR — OB N E
EHIEE, HREDPA RV MIBWTYHEAR P —2 MR T I2HE TG 2D, BMEBAR P —IC
L THRWEBEZEE, TR, A—VEBSIREZRET D LEx N5, F7o. Aifi T&IF 7 Zajonc
and Markus (1982) OFEIR L7z [HARDHEMBL) 13, AR Y=y TORMEICONTHHTED D Z
ENTELEEZEZDLND, DED, AR —OFHMESEITNLEENZEE, BINEFCDOAR P —I
X UTAHFE LWEBZE, 2o A —VEBOIRZRET DL EXOND, ZOULEDOHEREIY .
WA AR E 2 (AR Y —0@HE] 2 HBERAR =TT R o/RE] SERLE
92T, UTOREAERET 5,

it s (AR =2y 7OBEME] X, T4 A—VEBHER] (26 LT, EOREERIET,
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3-4-2 ZHH

ARY =y P DA A—VHBNRICEEL A D AR A —OREO oA & LT, 58]
EERFIZV, Zo 2] 220 T, BEFFZEICIWV T Gwinner (1997) 284 A — VHRBIROHE
HRL L THETTND [RARH =y TOL)L ] RGO LARCED K ICEEMZ T2 HDTH D,
AR =y TiE, LEUEEEO L-~VUICHET 2 2 EBARETH V. — RIS, LUV BENA
R =2y THRMEEBHRT L2 LR TELZARC Y —I1FE, LY RODMHICEREZELS 2 LR TE, A
T AT BTN DHEN L 725 (Gwinner, 1997), FFIZE < D AR —3 b7 5 KB A A <
MZBOWTIE, L DARY Y —DH THICEH L7 e E— 2 VIlIEZ R S8 5 2 ENTE AR
YR LT, BMFEIEL VRN ARl A & TS A VIR A RET S EEZ O
Do Flos ARV DT 7 ATE ST, B LA EBD ZENTELARN Y —1T, O AR H—
LHAR BAODIFERANRY FEFFICHRSIEL TN TN D AR =L R L, ZORR Y —{Tx
LTI VB AL E, ZAMICA A—VEBEZRET 2 LEXOND, 61T, EHLEZT v E
— ¥ VIRIE AR ST AR IR LT BRI O AR =k L TR RV R S R =— Y
IRE A E . ENHICA A= VB A RET S ENANRZIOND, U EOEmE Y. BEFEFRLEE 2
(AR =DM 2 HEERYSUAR Y =TT REMOAR =LV FTTND LR
THRE] LEHKLILD XA T, LLTOEMERET D,

6 TN 13, [ A—VEBHR ICH LT, EOBBERIET,

3-4-3 HEEM
AR =2y AL DA A= VEBHRIE L GFADAR P —OFMO =28 L LT, NEAME
BTV, o HEAM) 1ICoWnTiE, BEFEIFZEIZ3 ) T Grohs and Reisinger (2005) 7234 A — Vs
PHROMEHERE LTHETFTND [ _ h—RAR P —lAE ] . Gwinner (1997) A X — VR
EROBEER & LTEHEFT D TRBEEORE | 2RO D L) ICEI B2 DTH D,
ARy Y=L A~ b EOHOBEEVEN R ITIE, BURITEMER /AR EDOAR P —2Z T ART, £
OEEZ L L, ZNBUZA A —VEBIREZRET DL EZOND, £, 2O L 2B T 57201
T AEL (match-up hypothesis) % V72V, Kamins (1990) 1%, EAEHZ [—RIZ, 4 ALRE DR
DA A—VICE o TBRABNTZA vy E—VlE, AAANLBEDOA A —PHIOBEEMEITHT 5 =— XL 5T,
RV IRE IR T 5, WG TH D LA LT 5, F7-. Kahle and Homer (1985) (X, [H
BNDHIRZRRESI DS JRE STV D RN 2 & HBERFIELEE L TV DHEE, BERIC
. BERINE ST DR IS IEDR B 5 2 SO L A A AN DRET) L ORICHE—VEDR D 72
B, FHEE A5 EERLTWD, mik L7z X 512 Gwinner (1997) 73, McCraken (1993) @35k
Lic Tmy F=H] & T4 R b EABRICAR LTS 2 Enbh, ZOHRRBICKITD THAAN |
ARV THR D A X2 b LRBEMADEPAETDHS 5, T BERHIE, A~ AR
Y —MOBEEER®ETT, XV E0NA A—VEBIREECSELLVIHIEHREZFHFTL2HOTHS
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LEZoND, UEoERI Y., BENEEEEL (AR —0REME] 2 (AR —L A4 X bR
WAL TWARRE] LEZELEZD 2T, LB AIRET 5,

it 7 TREEVE) 13, T4 A=VEBAR) (S LT, IEOREE JIET,

UEOEFEL, MESDLIICENINDLTHA I,

H%8 BIZETI

A A= VBRI R
DS

AR Y= T

i

AR Y= T

ZR

AR =T
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1 Standardized Beta Regression Coefficients

2009/07/09

Independent Variables

Product TV Magazine Online
Dependent Variables Category Advertising Advertising Advertising
Positive brand mentions Auto 0.321a 0.2282 0.077
Retail -0.070 -0.040 0.4202
Soft drinks -0.284 -0.007 0.2852
Technology 0.2902 -0.076 0.4302
Travel 0.022 -0.008 -0.208
Online WOM Auto -0.156 0.031 -0.077
Retail 0.112 0.123 0.2322
Soft drinks -0.551a -0.021 0.139
Technology -0.352a 0.3182 0.072
Travel 0.3062 -0.117 -0.6742
ComScore unique visitors | Auto 0.354a 0.044 0.516
Retail -0.1972 0.084 0.6972
Soft drinks 0.341a 0.219 0.3282
Technology 0.043 0.010 -0.152
Travel 0.046 0.086 -0.281
Search Auto -0.034 0.123 -0.083
Retail -0.2102 0.099 0.6292
Soft drinks -0.129 -0.055 0.3862
Technology 0.295a 0.007 0.7252
Travel 0.2302 -0.068 -0.6812
a 5%
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Independent Variables

Product Advertising Significant  Difference
Dependent Variables Category Advertising Only | and WOM between Models at 95%
Positive brand mentions Auto 0.167 0.224
Retail 0.181 0.515
Soft drinks 0.236 0.264
Technology 0.416 0.417
Travel 0.043 0.050
Online WOM Auto 0.032 0.098
Retail 0.091 0.462
Soft drinks 0.401 0.423
Technology 0.229 0.229
Travel 0.493 0.497
ComScore unique visitors | Auto 0.414 0.600
Retail 0.581 0.716
Soft drinks 0.202 0.364
Technology 0.017 0.334
Travel 0.106 0.293
Search Auto 0.022 0.770
Retail 0.499 0.746
Soft drinks 0.223 0.593
Technology 0.872 0.907
Travel 0.482 0.731
2 2

Kotler and Keller(2006)
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HITEIZ B T Deighton, etal. (1989) 23 _XTW\D KT v IR EDEFE, LU Stern D 2 FEIHD KT ~ IR ED
ERERDO LADHE D L, Deighton, et al.OW ) T v /NE L HH NI v AHXITERIBTH DL EEXHNEL
9o Flo. HHM R T~ E2MRT 277y MIRENSF VA THDL LW 505, RERBIRM 2R 72 H
KFICL > THEREINIWEE L IFITRIFETH S, & Escalas (2003) LR TW5BH, FIUIxL, By b K
T ey FERIZT 5 HOMFEPE BEL ST D TH L3, EWDEW 156~30 B & 5 FEREHE O
B SN 57 VEIRETIZBN TR, EX y b BT v 2T 2 —EOWEEIIME # (23R /e 7' v FE2FT
HZLIEREETHY., LA R Y hELRERW, %O LI —r DEE VI EXRE LD THA
9. WRIT, TVEIRFIZEENDEXR Yy b FTI<IT, MEBONHAERTH D THRFEOR RN AKX
MLTWAHID, ARIZBW L, BExy b R idiEmomEN T 5,

{l

2—1—3 Escalas and Stern (2003) O#F3E

Escalas and Stern (2003) 1%, FZ7vIREITHT2HBEFEOKSE LT, [HEE (Sympathy) | & [EER
A (Empathy) | Z280F, %% OB&z R0 72 BT RERFEEZRA L8217 > 722, [3EE% (Sympathy) |
LiE, B OB ZRmE T 5, MEOLHRESLESE., £ LT e i) BRI T %MV ERZ £ -
TOBHRETH D EERINTEY | WEFIXE D Vo AR L CBIZBEONHICH D L5, £D
— 5T, TEEEBA (Empathy) | &i3. BERAZ RN, EOLEREBOBFIIREAL TOWHRETHD LER
SNTEY, HEEDPMEORBRABIRERL TW5DH LS IkEEE 5, Escalas and SterniZ k5 &, Ko<
JREITHEFIC TR & TREBA) OREZ2RE0E0T<. F¥y 77 2BRET S VI RENTF U A
ZROHI R T <3, BEMEOEW T v 7 7 ZOHREORZ1TE kT 2Ry - FI~vLD b, TOMH
MW E VD, Escalas and Stern X, N7 vJAHICEMN LIHEE L, LEARIC HUE L-gicEN
2 TEEBAL L. £ L CENDRBEENRINVERBEDERRIZORN D LW IR E B 2, oSS ic &
> TEDORBRIITZ B ESIR LTz, ZOMENLTORZE 2 ICEH STV,

2 Davis (1983), Mehrabian and Epstein (1972) 18 TSRO Z &,
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B%2 HBEBETI (FSYLEELEBREDNRER)

e IRAEEE PN
(Sympathy) (Empathy)

(HFT) Escalas and Stern (2003), p. 572.

2—2 ZEWILE (transformational advertising) [ZBd 5138

Puto and Wells (1984) 1FJ8E 4 MEMILNE] & EBIAE] O2EICK LI BT, ZhZhofiEoR
FERRFE EAT o1z, Fx2 O NEHIAE] Lid. 77 0 FIZHET 28BN ERIC OV GREIIZERB E T g
IRETHY, WEEORANRICEREI TS, —FT EBRLE] i 77 FOBEPRSOBEHD
LN NE S, 2077 FORGOHEROLRNBHERLZ LD TEIRFEDORR, BILT 7 FoE
B2 ERETRT DILETH Y | HEE OIEHEN2 G Z B3 5, Puto and WellslZ k5 & BRIAE X
INENBICHEPN TV D EIE TG S5 L0 5 L0 iE, PG RWZBEORR AR S8, Yikad
MEOFEAICEA L TERNL, BLWA A=V ANED L0 S, U EOEMIINRIICENINLEY THD,

Puto and WellsiZ X 2 RO FRIT, HEEDO T 7> RERAKER, LW ofans, JRhEE2 K& < 2fEHEIC
KBIL7ZATHY, KOBEEFREIZBW LSRR 2R T 2BIIAEERTHA ),

B®3 EHEEEEBEEORE

R
FOT T2 RIZOWTEG Rl INEEZB L TY LEAT,
FTOT T RFZOMT T v R ERITRE RMERIT R,
FOIREIFZEOT T v OB ZIEE T 2 BRICM A2 HIFRF T R &E DB TR,
ZOJREIIIHEHRNBN TN D,
FOIREE (70 FEERE) X, ZOREOTOFEL LT 25 E =4 2
LINTEDIEA D,
ZORBFFZEDOT T FIZBE L TCEECH > TnD Z EanHsETting,
B ESTHETHAINDENLEWVI RICBW T, ZOT7 7 ROBG LHET T
RO AT D Z LN TER,
. FOREERALUEIED S, 20T T2 RORGOMHEFICBIENE TR,
NN 1. ZORETRENTVWDIRBRELUTERERE LI 203D,

OUl o=

N o
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2. ZFOREIFBESICEETEY MTFTUIN RN K 572,
3. TOREZRTWAMZEDT T2 RORELN ENIZT B OITELONE 2 Tz,
4. FOREZIEDITE>TE®ROHDHLEDTH S,
5. ZDOT TV RIFIADTDTA T ALK AN L TWD
6. H%y &2 DINEIT i&ﬁﬁﬁ)&aé
7. FOEBIIAESOEDICH D,
8. ZORHEXBSBHICKT A EENRBIEZRE XI5,
9. ZFORETASOEREMFTE NI,
10. ZDOTZ U RIZOWNWTEZXDEX, ZTOREDOZ L2 BVWHT,
11. ZDEEZRTWAE, 5 THONEREOTIIWT, AURRZ LTWE010
koL,
12. ZOJREIXB D OBED NI D RERCIEE bME T o T,
13. ZFOREIZIRZHBLZDOIEEDOZ LIENVELXZTLE D,
14. ZOJREFXADOEZDITH D,
15. ZOJREX. %@77/F®Em L THEMRBIE L T,

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

2—3 PBELEICET HHENR

2—3—1 Shank and Abelson (1995) D&%

FEEE (A =V 1) ZNALZREIE, WHRETHICZELZRIIL )DL 0O ZENEMILTND
TRE] &%, HISRE ERESRE & W o T2 RERSINEICHEBE S AU, 2o o, KBRS E N T 538, £z,
XX 77 ZNARE (goal) ZERKT H7-DIZITE) (action) LI L, FIUZ L > THE (action) BHFHND &
VW O —H O S JFEFF24, Shank and Abelson (1995) (%, THEH TSN Tl Z % K (incoming story)
EEET D720, ZbE RO LS 2 TEEtE) &b o TR A%IC, BFOREORICH D TWEE
(episodes stored in memmory) &EFERDIFTWND EBRRT=, ZO LI T vt XL TWiELE (Narrative
Processing) | L FHIEN TV D, o, HHICED &, SMEBTE Z 2 HIRFIX, &V IRRANTITANTAIE & L TR
RHZEMTE,ZOBE, 77 FEBHZNICEEND LW, HREIZT 7 ROBEREZIRET 5729
77y MEREBRENLBERELEGSE. BCHMERL DBV ERHZESI LTDHL NI DTH D5,

2—3—2 Escalas (2003) DOWHE
Escalas (2004) 1%, ¥REAHICBET2BEFMEEZ L Ea— Lz LT, A% OMEOHEE TR Uiz, ik
I WEERE L LTSN TV D IREILIE R T vIRE, BIBIAE., BIOEAFEHTIRENH 5 Lk~ £
HIZBT 2 ERIFTLLTOME 4 IZEHIN T D, F72. Escalas ITAFRIZIHNT, sEFEHEOHEEFIH

Bruner (1986) #&RoDZ &,

Stein and Albro (1997) #Z&MDZ &,

Escalas and Bettman (2003) L TSROz &,
Escalas (1998) L8 TEROZ &,

@ o s w
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L7z BT, WREOBEZ M ESE 28K AZF% L7, Bruner (1986) 1&. RAOHKE, T Fv¥ 77 4
DITE, & L TRMBEDOFER L 0 ) REBERIBRENE EN T DWEED T, WREOE R FmWE TR Lz, £7-,
WREINE TR SNCHBEEN X v 7 7 2 OLEIPREBIOH T 2 Bl @ s Wi, WEE0EREED &
HIR TS, Escalas (3 X 512 Gergen and Gergen (1988) % 5| L7z LT, WEEREBIZEIT 2B ER
X, THERE ORIE & B RIRICHE L, REOE O FICF 592 Lik*7-, Escalas (%, Mtk K148
SRR e LITIRE SN2 WREARBME S £/ WREOH 2 f ESE 5 LRA72T, T2 THERTRE QDN
DR DHEE 2 Wk RSB | BB OERNRMISEWE T2 DI L, Z oW R L v D
BWRE, F¥ 772 BEDXIATETRE D, HDVIFWFENE I IR TREPEICE LT, HERE M <
THAH . mEHNSE NN HER T2 SN W Z L AR TSR TH 2720, WREARBBEIXHE & ORI 72
BRI IETH D, b2 RET L5, A, ¥+ T 7 ZOTEINBHEMEIC KT TN | WEEDRE
BN TN CHD L. HBETWRELIMRT 572012, TOMRBARYIEEHPALL D LEDD, L0 HDTh
Do

LA L, AR O EIRITEH & L TRE SN TV D OART, Z ORRBRINIE Y ML E B 72 EIESHTIZ &> ThH
RENTIEE 5T, Escalas 1ZZDORESEROUERELEL LTET TWD, £z, ABIFED S 572 HHTFEHRE
ELT, EOHBPIETFONDTHA S, WEEO T 1y MET, HRFORKEREZ RO TKENR
7] THHEORL, WEEOT vy MR DEIEOMRE & W ) BHEE ST RS 1. TR
RtE] CAOHBBRIZ®H D LB X HILE S, Escalas (T2 5 2 DOMEREZWFEOE 2 M ESEHHER L L
THPEL TWDL D00, FMEOMEREE S > TEIAESTIIT-TE LT, MUERICH D02 E 922>V T
EERENTWRY, ZO7e, FEEEESHARE L, R 2 DOMBEOMREZ RS L Z LIk, WRELEDOHE
FICRETHEELEZEZD ETHEERETHA I,

U EOHEGRN S, YREOB AW LS T2 EEIT, 2 ENET WA EOEIMEOREERNTH L L1
b2, INOOEREPEET VORI TIEMT 5, £2C, ERICETOERICEL T,
WRBINE DS EFS THEE— R -] &V BRI 2R BERIE 2 TIRERAIBIGRME) | ¥+ T 7 Z O0LERRY
REICXT 2852 LOHEME ) | WRERMICE T 2BINRER 2 TERN) 2mhT 5, k. iR
5] CVOBMBFCOEREMT LI LICT D, BITWBLOH 4 FICBNTE, T LHERDINZ L7RE
BTHDLNE D DEBKRT D,

BX4 LEBEOESR

EZe
Narrative Ad WEE A AT NS JHC 1 SO Y — REET 2 EAZ),
Narrative Ad L IZIZFFE GHEHIC TRED] L) &) (Wells, 1988),
Drama Ad FL—varEEER (Deighton et al, 1989),
W) KT ~DBEFELEETe (Stern, 1994) |
Story Ad Narrative Ad S IZIEFAFR (FL—ar, v I 7% Fry ARG
Vignette Ad 2L DX v T 7 XKD —EERVIIE, REMREGEE o Ic o) 7-—if

7 Feldman, et al. (1990) 3 & O Lucariello (1990) &M = &,
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DY)FE (Stern, 1994)

ZORRLT T RICHT 20 OB Z 8B S5 X 5 7e)/its (Puto and Wells,

Transformational Ad
1984),

Slice of life Ad WRED X D72 T U A EFF o T2 IRE (Mick, 1987),

HEEIZT 7 FOEREFEICHESE, BRI ERER - TRE 5 IR

Inf tional Ad
prormationa (Puto and Wells, 1984) .

WHEEICT T RPN HOWT [#x 5] Ik Bz TRES] & idxtsEm)

Lecture Ad
ecture (Wells, 1988),

Xy T HETOy bEEERWVA, T L—Ya B ETEE (Deighton et al,

Argument Ad
1989),

Rational/Cognitive Ad | Informational Ad & 1ZIZ[FIF% (Aaker and Norris, 1982),

(HAT) Escalas (2003), p. 276.

2—3—3 Escalas (2004a) OWFE

Escalas (2004a) 1%, A% 3 fi% 1 HIZH T Shank and Abelson (1994) 25k~_727 5> N EHEEED
D72H Y % [SBCs (Self—Brand Connections) | &WOME&R L LTHRL. [SBCs) A& L7z, Waktkis
BN LIRS S EBEFETBIORRIBARAIIIE LT, HEE IIWEMEL b o DRSS 2 &0 IREX
G770 NEWRENEE L, ZIUIEW, 207 7 REATEDORNY THDH I8SBCs) #RHT LWV,
SBCs B SLD &, HBEFIZIB LD BREAENT HFBLE LTD, RERMNET T ROEWK (meaning) %
MY, EORER, HEREITLZT T REENREBELZ WY | MEEREZRF LV, DL EOERIR
ShD & 97, Escalas |2 8o TG SN2 RREEREEZ . HME 5 1IN LTz, MERFORR SR/
VRIRERAE R & 7R T,

E%5 #HEETI (Narrative Processing & SBCs DBER

SBCs
(77 NLOERY)

FEALER

(HFr) Escalas (2004a), p. 174—176.

2—3—4 Escalas (2004b) OWFHE

Escalas (2004b) (/A ICHEH S HEFICBEE LT, RS I 2 b —3 3 (Mental Simulation) |
EWIHOMEAIZHER L. TWEE b7 v ART—3 3 > (Narrative Transportation) | & L7z, T I =
V—vay] b TRERE] BXO 1770 Nl OERRMBRICOWTIIE L, Ty Iz —s
V1B WREORER L o7, KFNe T T Y IO AEMBIEETH Y | fFEREZ 5725 5 HkFITm
TR T 272D ENBICEA L TIEB N EZIZO E870 EOHRELZMNT 270 ETcEnNL %
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FABR - R T 2174 THH EERSNTWD, £, WEEN TV ART—a v i, JREICEIEL,
HENLEODIREOFIZHFEL THA»DO L) RERZ 2 L 2R TBEETH S, Escalas (2004) 12X 5
&L WERBIIYEEEEND LIDAEICEHT D & JRERGEEZEO XS ICHW DN E WD DY I 2 L
—var] BT, WREEN TG UART—va ] FOSERIT LW, ZRICE - T, HEMZRIENE 2 & F
Sl WENRRMKIETH D, HHEE OB SIE SNIRER, RE~ORBENHE LL 2D LR
2, 77 FoiHlinmE L &V 58, ks, DR I 2 L—3a v ) (3 ICIE THRELEE (Narrative
Processing) | O—FiTH Y, BENWEORRE & o7=, HHRROFEHEE, BE, BLORKOETOH
KEEYREOMEZ UL CIRIRT 21TATH L DOIZH LT, BIEILL D RRICESEZKZ > TWOD, L0 ) STk
FTHD, U LOERINE 6 ICENSNDEY THD,

HF6 FHMIalL—avIcBATH/1RE

KB
75+ R

2 2

L—ya

AR

oDl

(HAT) Escalas (2004b), p. 41.

2—4 HHHBECERE (Analytical Referencing) 8 & UMEMIB S (Narrative Self-Referencing)
R8T SR

HEFIORERA T 572012, BLORBICHRSNZNEEREEOOT 5 L0 Z L
TWb, 29 LIATAIZECSIREMIN 29, 2l (B 2R BXL O WREME SR © 2/
FUTKBI S D, & Escalas (2007) (3 ~TWo, A LSRR &3, ML RIASE T A 0ICRE S
WD &S I ARKEI RN IR AL 7 m e A Th Y | THEF T Z AU K o THSRIE R A TREAIC - TR
Tl 2, SSRIEERPILE THLSEE. DA CSI] 12X > THRAERMITS L THEE MR T S
BHENEZ -0, A v E—URARENCT oz, HELWT TV REBEZBK LY 5, — 5T,

MWREHIE LR Lix, WREOEREL & 5 BIZHIELIE (autobiographical memory) & AMRIG WA FE 1T £ 1]
R AL 7w AN TH Y | AEF 3 HH 1 HilW TR~ TRELE) | Jo LOARES 3 T 4 &

8 Green and Brock (2000) Hff&THMOZ &,

9 Burnkrant and Unnava (1995) #Z&foZ &,

10 Petty, Cacioppo, and Schumann (1983) &M = &,
11 Polkinghorne (1991) b f#ET&MOZ &,
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WZBWTHAT TR I ab—var] LEEMETHD12, 2EV, WREHE LSRR 2179 HWEE
I, BEO—HEOHKENLMEIND, BOEEALNL LIEWEEZ BN Z LIk o T, BEOHRFEE
FHARR - BT 2L 0D THD, TORE, HEBFIILENFITEEL, YZEEITHT 2 EEN B 2
OAERIFIMH &, ZHb o THRVEHBOKIESR Z 5, F7-, Escalas 2L 5 &, [HHTHE SR
WZBWTIE, KA yE—UPNROER THLIHAITRY . ERROL S 7 vt X2 & > THEH ORBELR
EZ 20, WREMNECESR] ICBWTIAEA v =V O@mOMINICh b b, ERRO LI L TH
BB ORREAFITE D,

Escalas |2 X2 AWIIEO BRI, JRE &V D ASRIFRICHESAL U2 EEE T O HRLE T ok 2% B8
BLOBEBO 2 FEICKB LIZmICH 2, 2E0 . o ECSRMHEEE IS L, RS A v —Y 0w
()« SIHTHIREEIE & ) 2 BEN UG DA R A REET 5 DIk L, BB A O3 RITNEE 3R>, Wk OB RE
Tl ol B A L, REUIREB 2 S BSOS OERZRET 5, L L b ARTZEIC HiRE
BIFEESNTW5, Escalas ZHEEZOERUE 7o 2%, SITACSZER L OWRENEACSRO 2 FREIC
SHELIZR, TRORHEEICL > TRBICEITEIND DO, Flo, AWVHBE LA S Oz >nWTiE, &
LTy, < LT, WRBIRE ICHARL L 72 B B OBOS 2 572012, 2 b 2 O B S RAVHSL
LIEETH LN E I Dafid Z Lid, AEETHS D,

2—5 LEVREEETIVICET SR

Lavidge and Steiner (1961) %, JREZROMEMEZIRE L LT, IREROWEFIEIZEHT LR EIT
ol WHICED & INEOMRITIHEE ORI REE ZWE S 2 &0 ) K id, RENCE->T, HEED
EEIZOBRNDETOT R AEETHHTEHND Z EOFNEL, EIEFEN6OMEITEIC 3 DDBE
FTARTTC T BRE L), 8 1koiE R BE O sk 220k2 [FEH) BEITARIT TH I,
H2WwonlE Mgl BXO &) 220Rkd MEMERY) BIEATARoT, & 3 Rotid TiglE) B X (T8 7
ORD TEIERY) BIEATARICCTH D, BLFDORIEK 72, FEBEOAERT 1t 2k LOERRE L BEOEN
mE— g CFRE - FRTFENEH STV D,

Lavidge and Steiner |2 X 2 AMFZEDOEHBRIZ, A ERIE & EEITEIOMICIAES 2B HF LEA T =X L%
B e T L LTomicd D, D AICAIFIEE . WREIREICM T 23 EIC VTR BV TV DR DT -
HAEDOBICHAVWIE T L—2aTU—27 E LTEAT S,

12 Green and Brock (2000) HHfETHEOZ L,



BE MEFEEA R P i NI S LA gt
2R SC 5 3 MR R
HeH T/NIF
2009/06/18
Bf7 BBELEEORVLEENEELMEFE
BT A IR T B ~DF a2 FuE—3 g LFEE MR Tk
EhRY [l SRR, INEIRTE THH B WETRET A B,
(B B> % R T T N=F | BT L, AFY w bF T AR,
IR 3R & il 5 % fitsaRsk, 7 A% — WEEM, Brik
WIZEET 5, ) WelE
1EREHY AT LIRS Eaar = v, 7T v RORERAT, RE
(BB B T, T £ A=V, i, FxvZ YR RBEIO
JRAG (3B BRI 248 Rk - BEEME DR T4 v DEREET
KEED, ) I E A A—VHIE, Bk
PRI FN TR, Hy CM Yo7 | ISR 5 RHE,
(BEICBY 5 )T, T SRE R T E—, 3TIRE. A | 7T v FRMFA,
NIRRT RS e 0= AAA TAT 4> | BUGHIHT.
%, ) 50 T T 4P ke rot—y | Bk

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

BI3E RHEDEED

REIZBWTHE, F2EICBW L Ea2— L, WREREE L THEIN TV D EHUAEICEIET 25609t

BELOIRE

ZhR P £ T VRFZE D BRERAY - BB R 25— R
LW EDEST « e R A D, TOB, # 23EIZB W T L Ea— L7 Lavidge and Steiner (1961) DR

FLT, 2L OWHZEIZBWVWTEZ LT

EUES

WEETNVE 7 L—LhU—2 & LTI L, ERROBEEN WD 2 BRET 2R TTITLE S 2 02 REd %,

F o, REIZBWTIL, I —FIGET v (ERICIE TRE—E k—
F. S—0-R EFLLIER) ZEHATIZLICL- T,

model)

SIS o JE M

ExDZEIzEo T,
[OMER AT — 58 e
BT HSl U 72 B O BUSIZ DV TR
BWTIL, AMEHETH 205
AT AWITITAE T D&

bbb,

%1
TOMETH S,
J& T . TR B

Y RAE

FRANIY - 1 O BEIEA T 2 YR T 2 18 O ETE IR (Organism)
BIEES SHIH 2 THIZB WL Ea— L7z,
i 1 P e
RERAE

LSRR OBMEICOWT, 2 Ik Tit
WZDWTH 3 iz T
T2 TITALE T DBEERIT OV T, F 4 Hilck VT, BETHICESE

13 FEL <X, Bagozzi (1980) MDD Z &,

1Tt —

THEE 30T 24 (Stimulus)
. By RE
WEEOEE M LIS A EREAEAT 5, T
T 2 ot — Bl B

S SET V] (Stimulus—Organism—Response

T WEh
1T 4RIt % )i (Response)

TR TE) OMEZ > T, ¥

. THEHEDE AL &

. HEEOREEFMZ T D
AIOMEETH
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% BIEERIBNET A RO E T D& OV TG 5,

3—1 MEOERLIZFETHER (HHEBHRIE)

ARENZIWTIE, BIEES 3HiH 2 HIZBW T L Ea— Lz, WREOE &1 k& 2 ERITE T 2 IR
MiEET o, TRAEM) . TRARMBIRME) | DOEHNE) | BLO WRs R (3, REREsNed
LYEEDE N LS EDINERETH L7720, HEHEOERUIL T v X LB 20 TH D LA S
o LRI, YRREDOAPMNEZHET BRI L LTEMNTEL2THA I, LrLenb, TERAIEMGRME)
BLO TWRERSM) Zih, O OBEELT L OIS LIEMETH 2 LIFZS0HAT7Wned, RONH %

et 1 TRRME) | TIRERMIBISRME)  TOEHEE) | BEO TREASE) 13, W< S DRFIZ
MHRISHDTHA D,

3—2 BRAMEETARIT

ARENZBWTIE, AR 4 BilCBWC L e a— Lo, RIS U 72 8 O ®AsE 7 v 212
DRFI I A IRE T 5, Bk L72ERIC, Escalas (2004a) OiRk~7- BB L. Escalas (2007) Ok
iz [WEE A OS] ZRZTH L. [IE SR OXMBICIET 28 LTix, TREE S
S DERBLIOMAZENT IR ZYETHA D,

[T E OB BRO TRENE OB LW O BRI, SORE®R UM 2 BET 2721,
THEE 2 H ORI S U NEER SOOI DIEHRABE T m v X THDL LERSN TV D, Lo
T, D 2 DOMEERZBMMBE T AR TIME S L5013, Y ThHAHH, LonLlizns, e C
B BLO BN SR 1 LT LB LS TH D L IEE VR0 RO EIEET 5,

wH2 THVACER) BEC WENECEE 1 W< onORFIFIENE THS I,

3—3 (E#ENBEETART

AENZBWTL, BIEICBWT L Ea— L#laomans, ISR AR L2 EE ORI
HIRFRH MR E IR T 5, BiFE 3 Hifh 4 THICHW T Escalas (2004b) 1%, WaBIR 1Al U 72 T 1,
WREICE PRI D Z LIk o T, THERMEE] NEE o2y, [HRHBEE ] OBRAHE SN D LR~
oo~ (EFH) ~ICBW TR LEREIREOERICE Y | WEEAE LRAZTHD L R SnD FI~IA
FIZBNTH, LW/ U270 795 bnodc DEEORS] NERSKRT o7 b, KGR OF
BAHESND VD Z L3, Deighton, Romer and McQueen (1989) (2L » TS T2, Zh b5 oMl
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EREZRDBRY . EEORS 13 THERENS & TG 1T THHEE] & AZRTHLERADL
&9, £ZC. Deighton, et al. (1989) Z Lt a— L7~ LT, #fFEE1H#DT- Escalas (2004b) D53 L V4%
BEHRH L TNDD, BREOMEOERS LI UOMAZENT LN ZETHAS I,

REIE &3, HBUTH T D AP & 2 WL B RGBS HIBTA R & EF S H 1, ERLo#Eimo»
O, WREIRECHEAL LB ED RS THEMEE] BLO THHHEE ) 33k, —MoBETH L L2
bhvk o, FEio, BiIFEE 3 HifE 3 HIZH W T Escalas (2004a) 237z, HRENT T2 KL ORI 5%
WY %RTISBCs) LWOBME L EL, 77 FaRE L —HOBETHD LI-ALNE S, LIEA-T,|
FNEERESE ) . THCHIEE ) | B X0 TSBCs) ZfERERIBEAT AR CICAE S D DI, Y THAS D,
L L2edib, THEMEE ] OMOBEE:N TEENKE] LEBEZLN006IE, TEENKE BLO
MRS ) PR TH D LR A D 2. ThDL, THENKE] IO THEHAEE ] 1ZAOFHBEM
RICHDLATEMEN D D LM TE 20 TH D, £lo. THEMEE 2. 77 2 FIST 2 4 BRI R EEE R
JEEHR A BLD TSBCs) &, IEOMHBBRNH 5 AR bIEH TE 2D ThH D, LIeh»> T, IHERKE] .
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