L (Endorser)
2. (Source)
J (Source Credibility)
] (Source Attractiveness)
. (Memory) (Recall)
4, (Attitude)
. (Consumer Decision
Making)
6. (Hierarchy of Effect Model)
[/
(Endorser)
Hanna (2001) (Source)
3
(Sponsor)

(Author)
Copywriters, Art Directors,
Production Technicians, (Persona) :



Friedman  Friedman (1979)

1) (Celebrity)
, D2B
Risk)
2) (Expert)
3) (Typical Consumer)
Dove
(Low in Risk)

Chief Executive Officer (CEO)
1984)

! (Celebrity Endorser)
(Celebrity)

Bettinghaus ~ Cody (1994)

(Psychological

Surevue

(Freiden,



Belch  Belch (2004)

Belch  Belch (2004)

(Overshadowing the Product)

(Overexposure)

10



1

(Meaning
Transfer)  McCraken (1989)

, 21 (Meaning Transfer Model)

didedns TP fuk

3 1 U2 3

: McCracken, G. (1989). Wha is the celebrity endorser? Cuitural foundations of the
endorsement process. Journal of Consumer Research, 16, p.315.

Mowen  Brown (1981) Cognitive Consistency
(Endorser)



Til (1998)

Kamins (1990)
Match-Up Hypothesis
(Endorser)

(Experimental Research) ~ Atkin  Block (1983)
196 13-77
49% 51% ,

(Like - Dislike) - (Good - Bad) - (Honest - Dishonest)
(Boring - Interesting)
(Believability) (Trustworthiness)
(Attractiveness) (Competent)

12
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Ohanian (1991) 3
97 246 217 560

3 (Inquiry) (Consideration)
(Purchase)

Mowen ~ Brown (1981)
99

Friedman  Friedman (1979)
360

Tripp, Jensen  Carlson (1994) 493
(Multiple Product Endorser)

! ()
() ()



14

(Exposure)

(Exposure)
|
1 (Exposure)
(Source)
4
2.2
uvafiaya a7 de Hiuans

HARBLUNAL

: Hanna, N. & Wozniak, R. (2001). consumer Behavior: An applied approach.
Upper Saddle River, NJ: Prentice Hall, p.324.

(Message)
(Source) (Medium)
, (Receiver)



(Individual) : (Spokesperson)

(nonpersonal)

Assael (1998) ,

(Source)

(Source Credibility)
(Source Attractiveness)

(Source Credibility)
Bettinghaus ~ Cody (1994) (Credibility)

15



Belch  Belch (2004)

Internationalization

Assagl (1998)
2 (Two-sided Message)

(Threatening)
(Message Acceptance)
Schiffman ~ Kanuk (2000)
2
L , (Credibility in Informal Source)

2 (Credibility in Formal Source)

16



vn

Assael (1998)

Brandage Marketeer

Hovland, Janis  Kelley (1968) '
2
(Expertise) (Trustworthiness)

(Source Expertise)

Bettinghaus ~ Cody (1994)

! 1 ]

Assael (1998)

Ohanian (1991, cited in Belch & Belch, 2001)
(Celebrity Endorser)
(Purchase Intentions)

(Source Trustworthiness)

Bettinghaus ~ Cody (1994)

17



Assael (1998)

Brandage
Marketeer

(Source Attractiveness)

Berscheid ~ Walster (1974, cited in Bettinghaus & Cody, 1994)

Bettinghaus ~ Cody (1994)

18
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Puckett, Petty, Cacioppo Fisher (1983)

Bettinghaus ~ Cody (1994) ! '

3 (Belch & Belch,
2001)
1) Similarity
2) Familiarity
3) Likeability
Festinger (1954) ( Social

Comparison Process) ,

Bettinghaus ~ Cody (1994)



McCroskey, Richmond, ~ Daly, (1975, cited in stone, Singletary &
Richmond, 1999)

3
. (Demographic)
' (Attitudinal Similarity)
J (Background)
Shimp (1997)
|dentification

Berkman, Lindquist ~ Sirgy (1997)
|dentification 2 (Identification with Actual Self)

Assael (1998)

McCroskey ~ McCain (1974)

20



Stone, Singletary ~ Richmond (1999)

(Character)
(Likeability)
(Familiarity)
(Similarity)

(Scale)
(Competent)
(Interpersonal Attraction)
(Physical Attraction)
(Social Attraction)
(Attitudinal) (Background)

(Competent)

(Reliable / Unreliable)

| - ynad
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/ (Informed / Uninformed)
/ (Intelligent / Unintelligent)
/ (Qualified / Unqualified)

/ (Valuable / Worthless)

/ (Expert/ Inexpert)

(Character)

/ (Virtuous / Sinful)
/ (Nice/Nasty)
/ (Honest / Dishonest)

/ (Friendly / Unfriendly)
/ (Pleasant / Unpleasant)

/ (Selfish / Unselfish)

(Interpersonal attraction)

(Physical Attraction)
1 [ (I think this person is very handsome / pretty)
(This person is very sexy looking)
(I find this person very
attractive physically)
, (I don't like the way this person
looks)
(Social Attraction)
(I think this person could be a friend of
ming)
(Itwould be difficult to meet
and talk with this person.)
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J (This person would not fit into my
circle of friends)
] (I could never establish a
personal relationship with this person)
| (Similarity)
J (Attitudinal)
0 / (Like me / Unlike me)
0 [ (Different from me/Similar to me)
o |/ (Thinks like me / Doesn't think like me)
/ (Behaves like me / Doesn't behaves like
me)
J (Background)
o |/ (Status like mine / Status different from mine)
o |/ (Culturally similar/ different)
o |/ (Economic situation like mine / different from
mine)
o |/ (From social class similar to mine /

different from mine)

(Involvement)

Hanna  Wozniak (2001) (High
Involvement)

(Low Involvement)



(Memory) (Recall)
(Memory) (Recall)
(Memory)
2.3

! - —)

'
(Rehearsal) (Encoding)

«1;

: Schiffman, L.& Kanuk, L.(1997). Consumer Behavior. New Jersey: Englewood
Cliffs, p.216.

24



Chunking
18004580404
1-800-458-0404

(Rehearsal)
(Rehearsal)

(Elaborative Rehearsal)

(Meaningfulness)

25



"(Elaborate Rehearsal)

Interfering
2 Retroactive Inhibition

2 1 Proactive inhibition

Engel étal. (1993)

1 (Unaided Recall)

2 (Aided Recall)

26



(Unaided Recall)

(Aided Recall)

(Responses) ,

(Attituce)

Hanna  Wozniak (2001)

Solomon (1999)

Kinnear  Taylor (1996)

Hoyer  Maclnnis (2001)
/ /

(Stimulus)

27



Fishbein  Ajzen (1975, cited in Lutz, 1991)

] (Attitude are learned)

] (Attitude are predispositions to
response) ' :

0 (Consistency

favorable or unfavorable responses)

J (Attitude object)

1 1 ] ) 1

(Theoretical Orientation of Attitudes)

Tricomponent View 3
(Schiffman & Kanuk, 1997)
1) (Cognitive Component)

(Belief)

2) (Affective Component)

28
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(Positive)
(Negative) ' 1

(Conative Component)

24 3 (Tricomponent View)

Cognitive

Component

Affective

Behavioral

Component Component

.Hanna, . and Wozniak, R. (2001). Consumer Behavior: An applied approach.
Upper Saddle River, NJ: Prentice Hall, p.183.

Lutz (1990) 3
(Affect)
(Cognitive) (Conative)
: ,

(Unidimention View of Attitude)
(Affect)



25 (Unidimension View of Attitude)

Cognition Affection Conation

:Lutz, R J. (1991). The role of attitude theory in marketing.  H. H. Kassarjian &
T. . Robertson (Eds.), Perspective in consumer behavior (4th ed.). Englewood
Clitfs, NJ: Prentice Hall, p.320.

(Functions of Attitude) ~ Katz (1930, cited in
Solomon, 1999)
J Utilitarian Function

(Reward) (Punishment)

J Value-Expressive Function

J Ego-Defensive Function Ego

J Knowledge Function

30
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Vi

Start (1997) (Sources of Attitudes)
J (Family) ,
J (Peers) :
J (Opinion Leader)
] (Direct Experience)
] (Free Trial) (Discount Coupons)
Solomon (1999) (Attitude Towards the
Advertisement)

(Attitude toward the Advertising)

(Attitude
Towards the Brand)

(Attitude towards the Ad Model)

Edell  Burke (1987, cited in Schiffman & Kanuk, 1997)
(Cognitive)
(Affective) (Beliefs about
Brand) (Attitude Toward the Ad)
(Attitude toward the Brand) 2.6
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2.6 (Attitude toward the Ad
Model)

l msfuaslamn l
nnssdiudeya anufanee Tamon
rasluman l

> N T YiAuARselumun 4
ATIAUAN ViAuARsD
> ATRUAY <

- Edell, J. A. & Burke, M. ¢. (1987) cited in Schiffman, L. G. & Kanuk, L L. (1997).
Consumer Behavior (6th ed.). Upper Saddle River, NJ: Prentice Hall, p.251.

statt (1997)
Lux Protex
Lux Lux
(High-

Involvement)

(Complex Decision Making)
(Brand Loyalty)
4 .
(Low-
Involvement)

(Inertia)
(Limited Decision Making)
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(Consumer Decision Making Process)

| 1 , i
(Consumer
Decision Making Process) 2.1
2.1 (Consumer Decision Process Model)
nsassinaywn
nmzAutays

‘

- - 5
nwﬂs:wuvmltaannaun'ma

v

MsTeRuUA"

v

msldate

v

nMsssifiunenaanisTe

v

nrMSAAaUAINeuaINIs 1 ELAD

: Blackwell, R. D., Miniard, P. . & Engel, . F.(2001). Consumer Behavior.
(9th ed.). Florida: Flarcourt, p.71.

2.1

1 Need Recognition



2 Search for Information

3 Pre-Purchase Evaluation of Alternatives

4 Purchase
5 Consumption

6 Post-Consumption Evaluation

7 Divestment

(Internal)
(External)

34
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» (Heerarchy of Effect Model)

(Hierarchy of

Effect Model) :
(Lavidge & Steiner cited in Schultz, Tannenbaum &

Lauterborn, 1995)

1 . (Unawareness)
2 (Awareness) ,
(Knowledge)
4 (Liking)
(Preference)
6 (Conviction)

7 (Purchase)

Impulse Purchase
(Feedback)

X Vv



(Information-Attitude-

Behavior)
2.8 (Hierarchy of Effect Model)

®

PR S A AT —

- Wells, Burnett & Moriarty. (2000). Advertisement: Principles and practice.
(5th ed.). Upper Saddle River, NJ: Prentice Hall, p.179.

AIDA (Awareness Interest Desire Action)

AIDA

2.9

36



29 AIDA (AIDA Model)
AIDA

e

(Action)

‘l

(Desire)

—i et

A (Interest)

{

- Robertson, T, . (1971). Innovative Behavior and Communication. USA: Holt,
Rinehart and Winston, p.60.

(Attention)

13-19
(Bettinghaus & Cody, 1994)

(2529)

1 ' 10-20



Cole (

38

| 2529)

(Infancy) 2
(Early Childhood) 2-6
(Middle Childhood) 6-10
(Pre Adolescence) 10-13
(Early Adolescence) 13-15
(Middle Adolescence) 15-18
(Late Adolescence) 18-21
(Adulthood) 21

(2529)



(

2520)

39



(Aggression)

(Compensation)

(Substitution)

(Sublimation)

(Identification)

(Rationalization)

40



(Puberty)

41

(Projection)

(Reaction Formulation)

(Egocentric)
(Repression)
(Asceticism)
(Intellectualization)
(Negativism)

(Withdrawal)



(Escape through Physical Alments)

(Regression)

(Apathy)

(Stereotype)
(Acting Out)

(Expiation)

42
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