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Program-induced mood
Opportunity to process the placement
Placement modality
Priming of brand appearance in the program
/ Degree of link between brand and character/story

2 2 D.L.R.Van der Waldt, V.Nunes and J.Stroebel 2008

2 3 d'Atous and Seguin 1999

implicit placement

integrated explicit placement

non integrated explicit placement

2 4 Babin and carter, Solomon 1999

creative placement

on set placement
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2 5 Blonde and Roozen CM
Blonde and Roozen  Gupta and Lord 1998
(prominent product placement)
(subtle product placement) 2 2 30 CM™M
30 CM
CM
30 CM
CM
CM
CM
CM CM
2 6 Lock and Romaniuk
Lock and Romaniuk Placement
Size Being Essential to the Scene Distribution of Placements

Character Interaction with a Brand

Modality of Ploacements Frequency and Duration 7

Russell and Stern 2006

2 7 Lozano 2005

Lozano

2 8 Balasubramanian, Karrh and Patwardhan 2006

Balasubramanian, Karrh and Patwardhan 2006



Factors(Stimuli  based)

Type/Contest/setting)

4
(Individual Difference Factors)

(Effect from Placement)

1 Balsaubramanian, Karrh and Patwardhan

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
brand/product and story
character, editorial
content/story,vehicle

and medium

Individual Difference Factors
Familiarity/ethicality
strength of link between
brand/product and individual
Judgement of placement
fit,appropriateness, relatedness
strength of link between individual and
story
character, editorial content
/story, vehicle, and medium
Skepticism toward
advertising
Attitude toward placement in general
Program involvement
/program connectedness

/Motivation to process brand

information

Prodessing
Type/Contest/setting
Less conscious,

Moderately conscious,

2009/09/10

Execution

(Processing

Highly conscious
(implicit v. explicit
memory implications

for recall and choice)

Effect from Placement
Brand typicality
/incidence
Placement recognition
Brand salience
Placement recall
Brand portrayal rating
Identification with story
character, traits
Identification with
brand/imitation
Brand attitude
Purchase intention
Brand choice

Brand usage behavior
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2 Balsubramanian, Karrh and Patwardhan

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 (i.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

impact than visual-only placements.
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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 (i.e., recall).

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

Proposition 6c¢ 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 vyield higher affective outcomes than
incongruent placements.

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

Proposition 1l1a | 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.

Proposition 11d | American consumers are more accepting of placements than their counterparts in




6
2009/09/10
other countries.

Proposition 12a | As aviewer'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.

2 8 Roozen 2008 CM

Roozen CM
CM
Roozen
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Execution Factors Stimuli-based
Program type / program induced mood /
Balasubramanian, Karrh and Patwardhan 2006 Aylesworth and MacKenzie 1998

Aylesworth and MacKenzie 1998 Holbrook
and OShaughnessy 1984

Balasubramanian, Karrh and Patwardhan 2006

Aylesworth and MacKenzie 1998

la

1b

Balasubramanian, Karrh and Patwardhan 2006
Petty et , Richman, Schumann, and
Strathman 1993
Goldberg and Gorn 1987
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1c

Goldberg and Gorn 1987
Howard and Barry 1994

1d

le

Execution flexibility

Wenner 2004
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2
o
Opportunity to process the placement
Maclnnis, Moorman and Jaworski 1991
Brennan, Dubas, and Babin 1999 on set placement
creative placement
3a
o
3b
o
Placement modality
Guptaand Lord 1998 3
1 2 3
4a o

4b

Priming of brand appearance
5a
o
5b Unprimed or media-primed placements produce better affective outcomes than ad-primed

placements.

10
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Type and amount of brand information presented

6a

X
6b

X

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

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

argument ads (which are processed evaluatively). X

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

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.

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.

Individual-Difference Factors

Prior familiarity with the placed brand

Von Restorff

Nelson 2002

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

11
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9a In general, incongruent placements produce higher cognitive outcomes (i.e., recall) than
congruent placements.
9b In general, congruent placements yield higher affective outcomes than incongruent

placements.

Skepticism toward advertising

Boush, Friestad, and Rose 1994

10

Attitudes toward placements in general
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.

11d American consumers are more accepting of placements than their counterparts in other

countries.

Involvement / Connectedness with program / Motivation to process brand information
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).
12b The higher the connectedness to a program, the higher the message outcomes for
placements embedded in the program.
13 Motivation to process brands for self-presentational purposes influences cognitive outcomes

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

Processing Depth

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.

12
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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
Cognitive Outcomes

Judgments about the placed brand's typicality / incidence

Memory for brands and placements

Affective Outcomes
Brand portrayal rating
Identification with brand

Brand attitudes

Conative Outcomes
Purchase intention
Brand choice

Brand usage behavior

Balasubramanian, Karrh and Patwardhan 2006 la 1b le

la 1b 1c 1d le

Aylesworth and MacKenzie 1998

Mehrabian and Russell 1974 PAD pleasure arousal dominance
40
Lethal Weapon 3
Cliffhanger PAD 0.59 PAD 0.69 2
PAD contented melancholic satisfied
unsatisfied relaxed bored happy unhappy pleased annoyed hopeful despairing 6

13
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JRETY R—YWHBEHTEN RIET
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6] #H  FIE

25

IREICEG T2V Y M FY I 72 REBBLOHERER BMUTAETZY K=Y LIFEND, N
SHAHEF B E JIET I L IRBEEMEICL > TERINTVDID, TDOTHLAE L OHEEN DO

TOZERBEHINTOR, /2 BEMEIC LS EEL DL OLORHIHTE D, T I TAWMT
L EEZY R=FBLOREGEE AL 2 LT, HBEIIHEL RETRETY R—YDERNZ 2T 5.

B1E RFULOHK

JE 1%, McCarthy (1960) DIRIE L 72— T4 V7 - I w7 A% T 2 BHETH 5 4P, T 5D HAlif%
(price), B (product), J5 2 + BRI (promotion), $ & V& (place) D—A %2 HS> LD EAEDIFSNT VS,
HEE I ZHBEHZRTZODOFERLE LT, Z<OMRENLEZHNTS Y, 2007 F£E£I25 1T 5 HADR
JREEIE TRMIC EDY, 72 PESICEHO D REBOE G REL REILL > TREEZ TEDZ TR
IZHMHT2 2 & IZEETHS (Reynolds and Gengler, 1991),

INSDEHICE T, WEOMEPVERICET 2 EHREBET 72012 B2 B84 TONYPF v
TURMEBETEHIENL WV, HOHIIBIRL Ty R—H LIEENTE Y, Stafford, Stafford, and Day
(2002) 1%, =¥ R—HDfE¥HE U T, FHAN (celebrities), F ¥ 7 2 & (spokes-characters), {H % (customers),
B LUORZEE (employee) D 4 D% E (T 7z, £72, Callcott and Lee (1995) 1%, ¥ ¥ T 7 X2 X 52, A& F ¥
Z 27 & (celebrity character) & JEE ¥ ¥ 7 2 X (non-celebrity character) D 2 FEFEIZ0HH L 72, BIEDEL
F v 77 RIFTNREISRFEE 220 BEPWE, 7LV EETARERE >3y 774 LEHI N, BH
DIEZHFTY TV 21E THEREEHMNE UTELNAZF Y I 7R LEHINTVD,

ZDEDIT JEEICEAINSZZ Y R=Y 5L HLDIIN U, [RETIE, AR ADRE HEIE
AINTWD, AHAEEATIERITIIMOTY R—FIZHANTEZEOERANNND LIZ (F=arbh
1) KEDY A E1EET D (Tom, Clark, Elmer, Grech, Masetti Jr., and Sandhar, 1992; Erdogan, 1999), < 41
ZEPPDOLT RENEHARFHBICEATIERICE. ARAERALZIED WWHEE Y EEL JET
ZENTEDLTBREEOMHNHELEROND,

ZIT MDY R—=H L AT, HHADERIFIELIZHRNZDTHA S0, L0 ERBHNT
%, LML, FE2EIIBWTFHEMICLEa—3Nd k512, TV R—H & o ZBAFMEIEE O N RZIT 5
N3 —JT. TS OMEIR HEEEERE ICE L JIFTT Y R—Y D@, fl 2 X E 8N, O
MIZEREZAEDLETEY . TV R—HH LV DI F Y I 7 22 ZBRICANZ LTHERERIREIZRIET

YU <id, do@ THADESER] |, http:/www.dentsu.cojp/marketing/adex/adex2007/_sum.html % B = &,

1
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BN D2R% U 7212213 TH B (e.g. Stafford Stafford and Day, 2002), &7z, TV R—H 2 EHE

BPREANBIETHE L > DR OigeE. T R—TOMRENET DEIRBEE L5 HEER
P BT D R ICREN TH o 2L WD T CHEE KR L TV 5,

ZTITAMTIE, EH/ANOEREFY IR 2E50Z0MOTY R—I2DEHATIE, HEEEEBIEIZ

RIETHBIHEIAREDFETLIONL VD ZLIZOWT RSZMEL. HEE T -2 2HWTZD

PEEREK Z M2 151K 2,

B2E BEHR

ARETIE, TV R—HHICE > THBEMETHICRIETTREORS I IERABDHLO02BKT S I
T EHTARNESBMEMEZBBIT 2. §205 KBTI E T RENEESITEE L JIEFT A=A LICHE
TROMAFMEE L Ea—d 5, RIZ, Mifiz £ X722 AT, INERRORAERE IS DA E L Y
2—=9%, RIS, TV R=Y ORI OV TOBFMEEZ L Ea—U, SIROKE X G B ka2 32T
2 E GRS 2,

21. BEAHD=XALICETIHR

AMOEHME, TV R—YDO—HTHI2EUANOEHNEZGHERT D L THD, TV R—HE LG LM
B o —EHHETHD /20, REVHEEREREIELRIEFTAN= AL HMTELIFEATHS
D, F BT DL EEMBROUEREIZ, ZOEEDA AL DBBOHRTHL 5NT X/,
ZT I T R BB WTIE, RS NHE S BIEVE IS8 L RJIET T A B 25658, 28D B A
TS S RBEITHSE . RERIREE € T IVICET o5t HEB S22 EE T VIZBT 2H%8). TOOE
TIZCET 2H%8) . B & THENRRERIZBIT2/F%8) 2L Ea—LTn<,

211, BEICHTZ2RBEICETIHR

JEENHEFRRERE I RIETTHEON, HEZOHHMMICDOAEH U ZBFEHEIRRZ V., ThD
DIFETIE, TIREIC ﬂﬁéﬁﬁ(ﬁ@%¥mﬁm%$ﬁgwwé gﬁAW@A ZHWSNTWS (Biehal,
Stephens and Curlo, 1992 LChattopadhyay-and-Nedungadi,—1990Q; Gardner, 1985;-Garretson-and-Niedrich. 2004,

ad ad

ell and Olson, 1981) . = OBEE]E. %%%ﬁQruﬁ%ﬁéﬁﬁﬁmfﬁ* ﬁ
/

Goldsmith, Lafferty and pr4| C L_LuLz,_y A 1983; MacKenzie and Lutz, 1989t

MacKenzie, et al., 1986; M}

W 2 W 7 R & REAS * T 5 (MacKenzie and Lﬁt@1‘§)89 MacKenrJe Lutz, arr\Belch. 1986)

|
|
INEINOY A ! R i@ |© PI :
/ | : |
| V. I
|
| K 4 v vJ. / !
P K#TIE, TV F—ﬁ%ﬁw TB, L LT, v 50 2ICH
U Ti& Callcott and Lee 1192 TR E TR U _%_3\‘_’\”: 7 );C_?I:H_ﬁ_’\'_‘(’_ Zéit:_?ﬁﬂi_ﬁj\_ﬂ:j‘é ______ _!
27U
C,, : K& IHIT B3 A, IR B B g
AN -->
C, :7IvIRIETHRA A, P TIVRI ﬁ#é%ﬁ)@ : HE
PR >

[ - pse(E) Lutz, MacKenzie, and Belehu (1983:) , p.532.
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RGN DR 2> 278 Tk, KT 2 EBDRIFUMRBINT I 2, INLDORF LI 74
b EEBEL, B AR, B X O ERETH Y. (P, 1994; Homer, 1990; Lutz,
et al., 1983; MacKenzie, et al.1986) K& 1 IZEHR I N D@ TH D, KHIZE T 2 EMTHRM N2 REHK
Rid, EFHICHEETIHITHY, ZLOMFMEICL > TERHFINTHWDH I THS (Ajzen and
Fishbein, 1980; Chattopadhyay and Nedungadi, 1990; Gardner, 1985; Homer, 1990; Lutz, et al., 1983; MacKenzie
and Lutz, 1989; MacKenzie, et al., 1986; Mitchell and Olson, 1981) , — /. Z DO s THiD I 72 [KIER I EE £7
1. REDIRBURFBRIBITH S,

M#E 1B 2 ETNVODBIER IR L X, [EEICHTIRE I W75y RICHT 2888 | 1ICHEL &
EFT LW RFHTH D (Homer, 1990 ; Lutz, et al., 1983) , ETINVQD “EHEAMH & 1k, [EEICHT 08
EIMTT IV RICBET2RBAIETT T NI T ORBE | ONGITHE 2 RIET L WORHTH Y, [RE
AT RRE IS LOTT TV RIZHET 2RA ORI RS IO T BEIVHEEDO Ay —YNEE
ZATE DM R RIFT I 2 £ LTS (Homer, 1990 ; Lutz, et al., 1983) ., €T IV@DIHEEA K
sk, TEHICHTLEE] & (77 RICHT28E] OMICHBIBEGRZEEL THWHRHTHY

(Homer, 1990 ; Lutz, et al., 1983 ) . & N SHTH NDHEIX 75V RTINS 2 BE | AWHEE OIR &5 IT68T
SREEIHEE RIZT I ERL TV D, ETNVOOMNEENG L 1L, RGN T2RE 25 T7T Y
MG 2RBE | ANDBRERE TS L WIRMTH Y ROVICTEGIINTIEE LTT T Y RIZHT
SREE] AT NHEER] (CEBEYELZRFTILE2RLU TS (Homer, 1990: Lutz, et al., 1983) ,

MacKenzie, et al. (1986) 1%, EFD 4 DDEFIVOLEE 2175 7551, —EEMREH MO KRR B4R
EMNIMACTEBALBA LELUEN S22 805, “EHEMBPROEYRETF N THDEERUZ, £
7z, ZOEIRIK, FEEROMIZE % 4T > 72 Homer (1990) (2 &> TEHELFFINTWD,

21-2. [EEMREEETIV
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(%2 AIDA €75)V]

7% (Attention) |- Btk - L — A (Desire ) —» 778 (Action)

(Interest)

RGP EH B PE I RIFTREON, HEF ORI RKIGDBIIEHI ISR Z 5 Z L gL
UZZETIVIE, JRENEMEEE TV (hierarchy of effect model) & IFIZN T3, ZDHTE JERIKIARE TV
& U T, Lewis (1898) 2MEIE L 72 AIDA E TIVHEF 5415 (Strong, 1925;1938), ZDOETNIZ,. £ & &
%, Lewis (1898) BSIRM AL — VAT OE—Y a VETI HIEL UTBZZAO—H Y, Thbs MER
(attention) & O & D F, Bils (interest) Z 13 U, AR (desire) & Ali&E L. 174 (action) Z 2T 2 | IZED W
THELNTVS, 4DDFEFZTNTN, HEEVBEEABETIHED 4 DOEMEERLTEY
(Strong, 1925; 1938), FBIEIIHK 2 1T RT LD BHNEHLTWD,

Z D%, AIDA E 7V, il /& (satisfaction) % % 7z (Z /il X 7= AIDAS € 7 )V (Sheldon, 1911) X, f#f5
(conviction) % Fi 7= 12/ Z 7= AIDAC £ T )L (Sheldon, 1911) ¥ Z8(k U /= F 12, BIEIXEE (memory) % Hr/- 12
MZ7 AIDMAE7T)V & L TH> T\ (FlF, 1994),

F72. AIDA €7 )% VL L 72E 57L& LT, Lavidge and Steiner (1961) &K U /2 € 7V 2%
Fond, ol REIZE > TEREMEKRTIORLIE, ZOFRLEDEKIZOARNE LD R S0nDEL
AR AN Y THRITWDIIXTTHY ., TNo 2 LEMROEIELE §IRIAZLERUAZ, £UT,
HEEVNLSICHEAL, MEICES FTICHIBERE 2 6 DIZHHEL 2, OB ITTRbLL, 8B e,
Bl BT MG BIOHETH S, £/ MRS IZEHNINT VWD LI, INHDERE 3 DO,
mhb, RN, G, B UBBINICOEL. SROTICE T S FHESIEE @R U 2.

(%3 Lavidge and Steiner &7 )]

REEAT 25 Kot W E N DELRS HIE FEDOH
TRy i Market or sakes tests
1 Split-run tests
e Intention to purchase
Projective techniques
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T 4 Rank order or preference for brands
- Rating scales
bEidig &
A Image measurements, including check lists
Projective techniques
_ U ) 4
AT Information question
N
Play-back analyses
27;3\? M
Rk Brand awareness surveys
N
Aided recall
ELysl|

2-1-3. BRESE®ZETIV

AT TR U 2 IR SRR E € 7V ICIE, Kb FEET 2, 405, RAMKSIEORIZEHEEITEIANE 2
D, ZOBTHEHNKICHEZ DHREELRDH DL TEIEATH D, ZOFZICEIVZET IV, KHEEE
#E 5 )V (low involvement hierarchy) & IEIEN TV 5,

(KR S2EE TN OH L UTIL, Ehrenberg (1974) 2B L 72 ATR E TNV BEIFLEND, TOETIVIZ
BVTHIZ, AIDA TR EDRESRIEFE T NVAEEDHRE L LT, () EREZEARBANIED 2 &,
@FHBTLIL, D2DOUNEERLTOARNWI L 2MEMAL, SHEITEEING L5 2-BITEONTIE &
H (tria) DRIZTNE RKEEHE TS L 51T Z & (reinforce) Z T, [JhEDHEERKHTH D & R L /-,
ZDETIVIRZIE, HEEIIBRYUOREDH L IBEHNKIGE RT I L1245, £/, Ray (1973) ®
Wright and Lynch (1995) £ Z D& X % &L T\ 5,

2-1-4. BEETINV

RS RBEEE TR EESFEE TN, HEEOKIEP —EDEFTEI D ZLE2MELTNDD
U, BT T =PI Lo TTDIEF A RZ S LT 25ETIVE H D, Vaughn (1980) I, FCB 7
Dy REFRLUT, BiG L B —RIEOBIREZ I, R ITHM U 2 HBE MR G2 MR 4 ICERNI N
TWb &SI,

(M%4 FCBZV v K]

B8A T TV EE AN T HEEH DR
P it [ 5 HE— g
ETR Bz FERIE 1T E) i 5 R SES
EAN TN B> 178 7720747 S
[EAR B 1T = S R EIEIP Ik frEp
B R 1TE) - R > H i e b SO
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2-1-5. KENRHRER

Vakratsas and Ambler (1999) i, JA &5 W HEE KB META W= AL IZEHT2HFEMFEEZ L L a—
U, 205 2TGRIGE TV (), BAEHRE 7V (C), MBI E TV Q). SGHIER-E TV ), KBS
BsfEE 7 )V (CEA). MAETI)V (OWE). SLUHEREET IV WHO 7 D2IZH58L -,

HIGROGHIE TV & IE, RGO R E BTG LI DD TERDZEDOTH Y, WA EEN—YIHZEIN
TWERWET N THD, RAERET N L X, RMEROAZENLHE UTHALTE Y, AHENRHE
HEMRELTVWDETINTH D, MPHEHEE TV L ILEIC & DGO A 8T RRIMRITE %
FZERUTOHROVETNTHY, RigdD 2-1-1 THTHE - 2L E I T DBEDOMEILZ I IND, Jifd
MBS E 7V & d. RESS DB ITIEHISIEAE Z D Z L 2 HELTWEET IV THY . KD 2-1-2
HTHE - 2 ROBEE T VICET 2EIXZ 2ITHEI NS (KESREE TV & IE, AN K RO RIC
WEEATE) (B 2RI D . TOH L THMNKIGZRTELUTWIETIVTHY Rt 2-1-3 ETH > 7~
RBI G- 2B E T IVICET 2RI ZICABI NG MAET VLXK REREEET VO L S I8 R
HIDEFREZRERTT. BRI T IV —PHESICL>TEDIERENRRDZ L TIETIVTHY ., KD 2-1-
AR TR 7ZETNVICETBFIE I ZICHEI NG, REBEOMBEEE TV Lk, Higfhe S %R
5ETINCTH 5,

Vakratsas and Ambler (1999) iZ, N5 FARTE2ZL Y a—U725 AT, HEHFITHELZ RIFTIREAN
ZALREEERE T NS TR BANER EENER SLURBRETHEETH D L FRL,
ZNEREEIKE D BN REHE 2 REA D= ALDOHMZTIETIVE UTRIELZ, ZOETFIN
i, BAFOMES ICERINDG LED TH D,

(CESI TSI IE L)

A
ik

AHITI A GBS RERE ISR L RIFT T AT O BFEL 2 —%2 LT E 2, REIT
&, AEICOFMEEE A, JREROMEREZIGHRL TV L,

2-2. REWRAEREICET MR

RESROBPEREIZEAL TE, B4 RV R INT S/, RGO L BRI 2 R dT5 2
ETHZ7O REMROMERE L UTIE, — R, 78 E@mP T IBE T S EEMEYTH S L Bbhd,
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UM L, TD—FT, Colley (1961) iF, TN THOALEDVHRNZMEZE T ZOI/ESNT VDD TR
720, B EEIXLERREHE T 2@ R RETIER W E EEL TW2, Aaker and Myers (1975) £ £ 7z,
Tt LSRRG LA DOREL Z 13, RENDILENTE LEITHEE RIET E TICRMA» "D Z b, 72
EEERELLUTHWS Z LIFHEYTRVEERL TS, 2O LD, EHEORE%E5E L SN IET
HET 2 Z e BREER 2D, EESFRAEICEL L, HEARDREICEE R RIZTENER» FRbIT
I 72 (Mehta, 1994), T Z T, Hi < FHHIZBWTIX 2-1 HiOF M2 B E 2725 AT LG ROMPE R EIZH
THHME, THDOL THEEORBITERE Y TAREICET IR, TFMNCHESE Y TAREICHET
SHF%E]. TRBEICAE S A M T REIZHET %] BLUOTRBRICESZ Y TAREICET ML 2 L E
1—95,

2-21. EBRIKEREYUTEERE

RERREWET 272012, HEEDOTBITERE Y TAERENLE NS MLbNT E /2, [REINZRNE
2T D Z L OEEMIE, 2-1-2 TV TN LRSS REEEE TV D 1D THD AIDMA ET VT
HIEMINEY THD, £/, BICETIREZHWS Z &2k V), Lavidge and Steiner & 7 )V D& H)
DATY T THhd, THEEZDMIELDLI L] 2 EEMNERLTELONME L ETES (Stewart,
Pechmann, Ratneshwar, Stroud and Bryant, 1986),

EO LBLFHBIZHNON TV EERICET I RE L UTIE, BER (recal) W IF 5 N5, BRI LI, ERRIZ
JEEICEEL 2 IHBE DN, T DIRERAGOM O PORMEETL2) LT, HEMREL T w5 2k
ZALH T X D HBRE DEISTH D (Stewart, 1986; Stewart and Koslow, 1989; Stewart et al., 1986), Fi#d % FiX
% HikE UTIE, W IR E % R 2B (forced exposure) (25422 Jik L | FBITHBOE I NS (on-
air) % A7 Th A DWEE ICBHEND HAIED 200355, #%%EIL. Day-After Recall (DAR) & & IFIXN T
B BIEOHIEL FHECEHN ST 05, DAR 2 W58 D ), IRELSDOZ&ME%E 3 ha—)LT
IRV, EBMEMEN & F D FEIEMFEA L <IFTET S (e.g. Clancy and Ostlund, 1976),

R WERENLEZRA TN ETARDEDOTH Y LEENERUAZA Y IR IN T
B LIFROLRV, TI T, HROFTYH, EEEOREUZAY =Y HE ISR INT VS EIAICHE
THREIL, HM# (comprehension) & IFIEA TV 2 (Stewart, 1986; Stewart and Koslow, 1989; Stewart et al.,
1986), TD /=, BIIFHR LY SELS RDBMEALBH Y, /2, 2N5 2 DO REITIEE HEBGRYH B
(Stewart, 1986),

RELRE L UTIE, R (recognition) 3% T 5, MiHILE 12, [REDORHMEICE T 530 Z
RE7=ODEDTH LM, SWREEFCRITZODOFNNY) & UT, fiIHEOHRIESHENFEINY &, BH
DORERIFFEBUCHERE N HIIL RS2 HOD L0 D S THEROM DD (Plessis, 1994), Krugman (1977) I,
ZD2ODMEDENE, AV LND MDA DENTHITE L 2RAATVD, ZDE DI, HRLHE
BRITEZIMETHY, TNENVRLDIAER%EZFHIHIL TV (Leckenby and Plummer, 1983; Plessis,

B S LITHE R RIETIE S DS OEE & LT, Colley (1961) &, B - POP - 4k - AIZ X 2855 - BRFs{ite - 871 >
- il R 2T TN S
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1994),

2-2-2. BAICEREYTEERE

HEEZORMW G ZMET HBICRSHMEIZHN SN T VS FiEIE, thought-listing task TH %

(Stewart et al., 1986 ),

2-2-3. ERICEREYUTLERE

2-2-1HiTH AR E D12, BEIINTHHEBEHFOREIX, HEZOMEENIZHEL2Z RIFLTWS I N
BEAEIFRIC L > TEIRI N T WD,

2-2-4. TS5V RRBRICEREYTERE

1970 FARTIE. REMNRBEET NV OEE 2% T, IRERMEDRE L U THifS (persuasion, pre-
post exposure measure of brand choice) D35 & 5 1272 5 /= (Leckenby and Plummer, 1983), #if3& 1%, /&
TTHEAY NI SR & T % BINU 2 ERE OBIG & IR ICEAL 2RI N ER S R
% LB BB DEIGDETH D,

B IR RAERE L UTHWD Z a3 280 LT, HrunEHE REIGENT S Z ik
STHBEAEGIIETEIENTEL2D, REPFULWVEREZEZETLIEDOTIERELTLES > L WS E
EWZEIF 5D (eg Farr, 1993), U U, Rosenberg and Blair (1994) &, HrU\WMERE T DILEL ST
BWEEZBEEL, M EHWT, ZOMOHPBELL RN LE2ERLZ,

F2 BUENEEHIND LD IR DR, R L ORI EEH 2RO 7=, Stewart (1986) I, F72, FEfE,
BEOT IV ReAIULI R 2 HREFFOBBETN 2, TORE, FFOKENGVAEIX, HRB &
CHRDKEDME L TEIAET B 2. TOMERIFEN T L ASFRES /2, AR, FRAPHEM O KHEDE < |
TV REENMEIEDHEREILENE T ZENBTUEEOHEBOKELE 25 THITIEROL,
TOMRIIE KD EFRLTWD,

2-3. TV R—HDHBE

HIRICBWCERLU/BEY, MEORMBEPHELZ ELTI2OIAGEICEETI AP F Y 57 2%,
ML T Y R=H LIFEN S, AHiTlE, T2 R =Y OBEEE BERENRIZTHE N DAEREZMRT
2 LW AKFROHK CEZRIBEEL 2 T R=T %8, 3805 T/ ADIREEMIZEY & M7
BLU 1Y 77 2DRERMICETIBFNE 2L Ea—92, TORIZ, BAFHEIHW Ty R—
YOREERE L. FirzBlllAzRET 5,

<3, 2-1-2THBHEO - b,
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2-3-1. BERAOLEEGSERICET2HERR

ARANERERAT 2 Z 106 d 2 EEMNARR L U T Atkin and Block (1983) 3% F 51 b, 51k, 7
NV A=NVHHIZBENT, AHAAE L URELAWEEE RERENRIETHEIIDOAERIIOWT, EIEDHT
EHOWTHIE U 72, HERETHOMZE L U TIE, BEABEAINTOW S AYDOIRELZIEL, T TEET
2HEUNEREUNE ANER IR E R IER U 72, T LT, &% 2 7V — 71201 —HD 7 —TiC
FEBADEG T BIREE KD —HDO TN —TIFIHEELAPEGTIIREEHIELTE S5V, L1dk
W27V —RNABIZEEZE L TE 5272, ZOBRIZIES DBV REL, K520 2 34 (ad rating), /i
DISHEME (believability of ad), &35 A¥)IZxE 4 2 FAlli (character rating), A X NI T DA A=Y
(product image rating), 3 & U E X (behavior intention) TdH o7z, TNHDREIZH LT tREZFT- 72
FER IR0 2 T, B AT 25, B & OIRE X NAEHIINTE 1 A—VIcB 0Tk HE
HANERAUVZEEICHUART AAANERALUZILEDOAN, BEUWVMEER R TV, b JREDEENS
SOMEEMIZEL T, BELENH D> 7/2, F77 Atkin and Block (1983) DAMIE AL AZEHT D
ZEOFYMEERTERE UC, EBRICERAZHWD Z LIk > T, 7 EEBRERIZM O L0 D B %
DIEHIHZEIT 5D (Erdogan, 1999),

FHEHNINT 2E64 ANDBERNMEE FIRT 2MAPEE T DT, BHANTATIREHLAD
BEAIMEZE FIRT DL EFIET S (e.g. Mehta, 1994), ] Z (X, Mehta (1994) l&. AV ¥ —YNAEXT IV R
FRA—THIV EBHAINTVWDTY R—HH (—~HIEHATHY £~ [IEFELN) PNRRD LG —
MARU., BROBRE I EAANE HO RS & | R FROBERE T3 E A AN VRS 2 BHEL
TEHL2/ZDAT, 7Vr— M MARICAIZELTE LSz, ZOBICHWZREX 77V RICHT 5%
(brand attitude), J& & I1ZX T 2R (commercial attitude), 3 & O'HEE X (buying intention) Tdh > 7z, T4
5D REITN U T—thlE R BN 247 > 745 R, MR 6 ICEMNIND@BY TH o/, ZOMRNS, H
ARG EEIFAUNE O GG CMEHA AN RN Z EWFEIEX N/, 72, Mehta (1994) (&,
AHNEFELNTIZRANSUGITHFREEZRPEFET 200, £\0D ZLITOWTHEIMEIF 21T
72T, HERE IR EZHEEL TS RAFUIBWENALZZ L E2FHEALTE L2, LT, ZTNHORHNE
Z TV =PI LA, @ EEICHETIRA. LV @) 7TV RIZHET 2D 3 DI,
AT Y —DOFIEITN UT—Ief B BN &2 470 72, TORRIE KL T ICENINLEY) TH o7z,
TV R—PICHETZRBRIALAZACZIEI NS VT, R&EICHETBMB LTS RIZETS
RENLIEE BN E FNTZIED BN T L WVEFE X /2, Mehta (1994) 1X, 2 OFEFICH U T, JLEHICIEESH
ADHWONGE HEBFIE. 77 Y RAKRIERER D — /AT A2 AN05E, MEH X G4 ANBEERIC
KRELZELEHLSZO, 77V RAKICLSHEEMET 21056 THD ERL TV D,

(MFE 6 BBERVHEEERIZNT D 0O (Mehta 1994)]
EEN EIEEEDN A RKHE
TT VRIS BEE 3.56 4.04 0.20
INEITRY B REE 4.13 3.54 0.15
i B R X 1.38 1.20 0.08
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(K7 FHPKISEIZS T D 2000 (Mehta 1994)]
EEN EIEEEZIN K
TV R—HIZBT %5840 3.11 1.16 0.00
IR BT 5 3R A 0.53 1.42 0.01
72V RIZET 23 2.40 3.48 0.00

2-3-2. ¥vSVYDLEERAAESUCHRERR

F ¥ 77 ANEEEREIRENBRIETHEL W 7-i17% & U T, Stewart and Furse (1986) 23% 11 5 11
B, 1513, JAE DERPHEH RIERENRE TR DARIZOWT, HAED I & O THFZE L 72, 28R
FHEIOBEE £ UTIE, CM % 1069 AEL 72, T U T BFEIE 2 212 L 72 D A CILEEHK & 165 {512
U, & CMPBEDEHEZH LTV LT, T D%, CM & HERF ITHEEL TH 50, R EEE & 7, H
figg, B L OBAFOHBEBRE 2H L 7,

Stewart and Furse (1986) 23k > /2R EEHHED 5 b ARG BdE 4 2 HRIX [ RHEZEG AW»EH/ AT
H2. ) [FELREG NP —BAEZFHC TND, | [FELREGANYDPEBRDO NI TH S, | [ EEREBHA
MIESNZEDTH D, | BEIOTEEREGANNT = A=V a Vv ThHd, ID5DTH72, ZTNHD
PR3 DO NEIC KIFTREIL, MRS ICENIND@EY) THo /-,

(FELEG NP EUNT D2, | BIOTEEREGG YN T = A= 2V Thd, | IE BRs L UH
fRZBINI T2 — /T 3RS I T2, [EELBH AN A Z2EH L TWD, X RS L O3iF%
BINMIE2—HT HREZEDIEL, [REREG AP EBEDO AN TH S, |13, Bz NI E5—F T,
HRBELUBEEED I, BRI [ EEREGAYBMESNZEDTH D, | HREHMIED—F
T, BB L UOHEE2EADIED L VD HANMES N,

T [ REREG NP EUANTHD, )L IE ARICBIIELXALFAUMRTH D, /2 [EELRE
GBI —RAZFH U TS, | LIF ABRAMPMREEPHEE Z2HL TV I L 2HELTOEA HUTY
PERIFIELUANTHD 720D, INERGRICB T E2EXRALHUMSE UTHRD, [FEREE AYIMREED
NUITHD, | LiE [FEREGANYDB—HAEZFTHC TN D, | EHL LR TH Y BHAYA—BAT
HDILERLTVD 2D, KFICBIDREES LOWHAELZEL TV, TEERBHAMIIESN
EDTH2, | BLOTEBEREIGAMNT 2 A=Y 3V ThHd, | X BENYBPESNZEDERFEL T
5720, KilZBT2F v I 7FLEUUBMSTHE LEZLND,

(ME£8 wiH., HfiE, 375 (Stewart and Furse, 1986))
B iz EIEES
@ FEREBGNYPEHNTH D, 0.02 0.00 -0.05
@ TERBHNMN—BEAEHL TV D, -0.05 0.02 0.07
® XEBEBGINYNEBRDO Y TH D, -0.02 0.01 -0.02
@ FEREGNYIIESNZEDTH D, 0.02 -0.03 -0.06
® FTERBGNYRT A -2 arThb, 0.16 0.04 -0.01
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FY IV ANHEEEBRBRENRIETHELZW /-85 —DOW%EE LTIE, Stafford, Stafford and
Day (2002) 2’ ¥ 515, 5 1%, [KEINE Y —EC ADFEE —FEM DY — L A (utilitarian service) 3
SO DY —E A (hedonic service)—% F UL 7/7~D X T, TV R—HYa2HFHA Fv 774, (tEE. &
FOHBFED AFFIIH T, ETY R—YWHEERIEREANKIETHE DARIIOWTHEIES T % H
WTHIZE U 72, FEBRGHE O E . U Tk, EHM Y —EAB KOS Y — A L OO ENE /AN
DWTFHAEEZHOTHBRL 72, £/, EAMT—EADORKXEL UTHRITZ, EHTF—E2ADOREKEL L
TVARNIVERAWD ZLOZYEZIGHRU -, TUT, EMFRITEKFEL, RIFEE B LZAELAEZHWE
IRt BEUF ¥ T 7 ARMER HBEHEEHVZRARDIREZERLTE 527k, TOK, WEREIZRE %
HTEHEHW, U BICT VI — MNABICHEZLTE 5272, ZOBRICHESAHWAZREIX T R—90D
Sk )y - ASHENE - EPE, B L OIRE I & o TIEOHE Z I N 720 &NE (Affect.s) + #8K1(Cog.) * 178 (Con,y)® TH
27z TNHDREIZH LT MANCOVA(ALHEAMTD 5 6, RIEZMEKITS & D)% 11> 1=, K & BB
BROH 2. THOS, JKEIC &> TIROR Z X2 @i - 21 - [TEIORRIE. ME 9 ICENIND
EEYTH-o7,

% 7z, Stafford, Stafford and Day (2002) IZHERE IZJAE 2 HIEL TO S HAUZBWVENAZ Z & 23 A
LTEH6o7, TLUT, INHONAR () AV E—VICETI K@, 2 TV R—ICET 28, BX U
@AV —VICHTIEMD 3 DIHEL, &H T TV —OFHIZK U T —aBl @ 5 B & 15 - 725
B, MR 10 ICEHNINDEY ThHo 7z, TORENS, TV R—HZ & > TEREW B Z 2 BICHE
MATEEN BN E NFEIEX N,

(M&9 REED=ERITHNT S HIHr (Stafford, Stafford and Day, 2002)]

v R—Y% J&IF (Affect,q) FRK(Cog,a) 178 (Con,y)
FEEZUN 4.31 4.49 4.00
¥YSI4X 4.48 4.70 3.84
HEEE 3.70 4.27 3.86
HEH 3.57 4.30 3.85

(B 10 RN B3T3 B 0 #T (Stafford, Stafford and Day, 2002))

At —=JIZHT S TV R—HIZBHT 3 AWt —VIZHET S
K FREN i={E|

S 2.20 1.70 0.77

2-3-3. TV R—YHEREH

2-3-1HB LV 2-32HIZBWT L Ea—UBEMENRT LI, TV R—FORHICE LT, BF
HLEIT BN RE TV EREL TR, ©UA, A BAEPBFICRIN, TV R—J OB % kT
SEBOEPITLE>TUESTWBRERIZH D, T I TARIETIE, BEEHENREL 20 EKE X725 AT,
PRABRIZV R—Y2afETL LD BHM- B NEHERET D,

PIRAIZ X o CIPOR Z X - 2K - TENE. B OEB AT 2 LItk o TRLNZLDTH D, EEIZH
WS N BHIZEEIZE U % 31X, Baker and Churchill (1977) # 2D Z &,
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ITYR—YEMETD ETHREFLIHOONTOEHEDO—DI%, [H4 (celebrity) ~-FEH % (non-
celebrity)| T %, 2-3-1 THIZH W T L ¥ 2 — U 7z Atkin and Block (1983) 35 & UF Mehta (1994) 1%, Z 423
DNWTIZY R—Y 2L T3, /2, Stafford, Stafford, and Day (2002) BV 58H, T RDOLESH
AN FYI78 - HEEE - HBEIBVTE, ALY B IUREE - HBEZTNWTh, 4B L OIS
HERUTVWDBEEZLND MIETBRRZEBY)  FYII7XEIORGLEHAVTHETLIIENTED
(Calleott and Lee, 1995), TAUZE LMD ET, F ¥ I 7 R EZDORTEAVTHEL TRV E WS T,
WEAFRFZE I E 2 T\ 5,

EEHADHTE, Stafford, Stafford, and Day (2002) SV 2t BB S OWHES L V5 o8I, TV
R—YDVEOMEERL TV LEZDIENTES, TRDL, LB L ITBEMOB SN SN % E
EZT2EDTHY . KT, HEE L IFEEDOURN S EBELRTIEDTHD LARTIENTED,
ZOEDBNBOMEIX, FY IV RMICEoTHELZAHMELD LD, BZEITRETHA I,

PLED 3 DDNR5G, §ab HEL—FEL TNY—F¥ 7272, SLOTRFM—HFMI 2 HND 2
CLIZEO T BFFR ERUCE A Y R—H OFEHEZMMEST 2 Z LB TE 2, ZOFHITRIBI NS
MR A L . RETL Y a— U ZBEERSE O 0 B A L OBIRIE. IFORK 11ICENINLE LB T
b5,

(M#E 11 TY R—HY0D45%]

Atkin and Block Stewart and Furse, | Stafford Stafford
(1983) Mehta (1994) | (1986) and Day (2002)
FSEZ N 7e Tl FSEZUN [0) FSEZUN
HF @
R EER @| 6
e ®
FEH | AW e Tl FEREHN ® =1
e HEH
Fryoox | eFH ®| 6 ER
HF
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FBIE HMISTETIOEE

311. RERIKEREYUTERE

Stewart and Furse (1986) 1%, HZAEZ AT 2 212& > T, HAB I UCHMEZ NI TS L 0O FER
COHRE NI TS ST HRERMAIEL L 0D 200K T2 aMERE2 G2, TNk H4
ANERATE LI > THBIIEINT S LERA NS, £ FYII7XEHCE I LIC&>T. BB
FUHMRAEMT 2 LW MERE HREZHMIEDE AT, BEZBOIEL L0 PHIEDIZI LN 2
DOMKT DAERDHHERZ G2, WTNIR L, FYy I 742 BATDE 2 ICE > THAIREMT S &%
Z 65, [WHEEPEEY & V2563 BRSNS 2 — T RN T 25 L0 D kiR 21572,
ZIT EBAFY IV RIF ARNEIFELFY IV ZONTIOREEET 5720, S REICNT 5080,
BUNEHEELFY IV ADOPHTHD LEZOND, TIT. UTFORHZRIET D,

H : ¥Y 7722 H02E W AHAPHER HBE 2HV GG L) O HERIEE. £/ B4 F v
IR HWEEON, BEFY I A eHVAEGE LD EHEANE,

Hy : AHANEHNZESI R 2L Y MRREER HEEZ MO ZGA LD SEBEESV. . A4FY 57
BeRWIEIN, FEAFY IV A2HCEGEE LD SEBENE,

3-2. BHCEREYTERE

Stafford et al., (2002) I&, T R—HFHEIZ L > T, TV R—H T IRBINTER RN E FR LU 2B, £
D—7J5 T, Mehta (1994) 3. LA E AW ZGEDHBEEC AN ZHOVZGEICHRTZ Y R—=YIZET 5
FHANE NI 2 FELE, TIT. UTORMZIRIET S,
H;: GAAZHAVEZIES D, ALY M RREA HEEZAVAEZGAELVE DY R—FICET 22D EIE
W, F2, BAFY IV R ERACAZIEID, FELF Y IV R EAVEBAEE) BT R—HICHT R
HDOEIE,

3-3. HRICEREYTERE

Mehta (1994) 13, BN & HW 225G LIFHRANEZHVAGE TR, 77 2 MO 2 BE KR UTAEICN
TOEEIMEHAREN RN & 2R U 72, Stafford DRFSE--+ (FEHZK 7 7)

H,: 72V RIZHd 3 8EE
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H; : A& Icxdd 288%

34, TEICEREYUTERE

Atkin and Block (1983) i%. AU ANEHNZHED LD, HHANEHCZHE LD SBEREMI SN2
& &R U2, KA, Mehta (1994) 13, B& A% W55 L IEEG AN Z W56 TR, BEERICHEE
HAERAEN RN L2 ER LTS, Stewart and Furse (1986) iZ. H&AZELHT D Z LIk ) 3HE1HY
MIED LI FERE FHIED LD 2 DD T 2 R %215 TW %, Stafford D%+ (EAL
"n?7?)
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Custmer WER
ERE7
Celebrity (%)
2 RR 73 IR Jim Adams Marty Jones
Real people playing role
Non celebrity
Customer 2 U
CEO 2L
Real people playing role
Imaginary
Celebrity character
Non celebrity character
Tom et al. (1992)
Celebrity FEEZUN

Create a spokesperson
Real people playing role

Imaginary people

ABFY T 7 8%H BT

2567

DF Y, FEEHANIL Create a spokesperson (ZAS Z L2725,
BHUADRFY T 722U DL FERLTVRLY,

=Y AIAY NDBERENS - -

Phillips (1992)

Trade character

Stafford, Stafford and Day (2002)
Celebrity
Character
Employee

Customer

.9

=Tom et al. (1992)D create a spokesperson 7
272U, origin [RE

ZSEZUN

AV Y F ), =trade character ?
HHADHLE TV D
HHADHLE TV D
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35 TV
26 1
1 Standardized Beta Regression Coefficients
Independent Variables
Product TV Magazine Adver- | Online
Dependent Variables Category Advertising tising 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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2 Nested Regression Models R2
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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
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