(Belief) (Attitude) (Purchase intention)

1
2.
3.
(Cormunication frocess)
G. Belch M. Belch (2004)

(Information) (Idea) (Thought)



(Thinking)

Shimp (2000)

8 (Source) (Encoding)
(Message) (Channel) (Receiver)
(Decoding) (Noise) (Feedback)

[

Source Message Receiver [
(Encodes Message) Ch | _ ‘
9 e (Decodes Message) '

A

|

I
| i
1
: 1

1
! 1
! |
A I
! I
1
. '
H '
H '
: ]
H 1
H ]
: ]
' 1
! '
s 1
. ]
: '
: ]

'
s I
! 1
: 1
1

1
! 1
) 1
: 1
1

1
$ 1
i

1
! |
! I
! I
! I
! I
! |
! I
! I
' ‘
: 1
- 1
: ]
! ]
- i
. '
1

------------------------ Feedback 4------------------------'

: Shimp, T. A. (2000). Advertising promotion & supplemental aspects of integrated

marketing communications (5th ed.). Fort Worth, tx: Dryden Press, p. 118.

21 (Source)

(Sender)



(Encoding)
(Message)
(Channel) (Receiver)
(Decoding)
(Noise)
(Feedback)
(Shimp, 2000)
(Source) (Sponsor)
(Receiver)
(Message)
(Author)
2.2 (Arens, 2002)
Arens, (2002)
(Persona)
(Message) (Persona)
(Author)
(Sponsor)
(Author) (Persona) ( 2.2 )
1 (Autobiographical

message)
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2) (Narrative message)
3) (Drama message)
(Arens, 2002) ( 2.2 )

22

Source Message Receivers

Sponsor

Author

Within the text of the advertisement

Persona Literary from Implied
1. Autobiography Consumers
2. Narrative
3. Drama _I—.
Sponsorial
Consumers
Feedback Actual
Consumers

: Arens, . F (2002). Contemporary advertising (8th ed.). NY: McGraw-Hill, p. 11.



2.2

(Arens, 2002)

1) (Implied consumers)
2) (Sponsor consumers)
(Gate keeper)
3) (Actual consumers)
(Sponsor consumers)
(Actual consumers)

(Implied consumers) (Sponsor
consumers) (Actual
consumers)

(Arens, 2002) ( 2.2 )
(Noise)
(Arens, 2002) ( 2.2 )
(Feedback)
(Feedback)
(Receiver) (Source) (Feedback)



(Arens, 2002) ( 2.2
)
(Source)
(Source)
(Type of source)
Tellis (1998) (Endorser)
(Spokesperson)
(Model) Tellis (1998) 3
1 (Experts)
Tiger Wood
2. ' (Celebrities) ,
(Person) (Character)
(Fictitious characters)
Snoopy
Pepsi

Madonna Madonna



Pepsi Madonna

(Sexual freedom)

3. (Lay endorsers)
(Real)
(Fictitious)
(Expert)
(Celebrity) Joe Montana ( )
Joe Montana
(Tellis, 1998)
Friedman, Termini, Washington (1976)

(Endorser) 4

L (Celebrity)
2. (Typical consumer)
3. (Professional expert)

4. (Company president)

13
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(Role of source)

3
(Source credibility model) (Hovland & Weiss, 1951, as cited
in O’'Mahony & Meenaghan ,1997-1998) (Source
attractiveness model) (McGuire ,1985, as cited in Erdogan,1999)

(Meaning transfer model) (McCracken, 1989)

1 (Source credibility model)

Hovland Weiss (19511as cited in O’Mahony & Meenaghan, 1997-1998)

(Expertise)

(Trustworthiness)

- (Expertise)
(Hovland & Weiss, 1951, as cited
in O'Mahony & Meenaghan, 1997-1998)

(Erdogan, 1999)

(Ohanian, 1991)



- (Trustworthiness)

(Hovland & Weiss, 1951, as cited in Ohanian,

1991) (Erdogan, 1999)

(Source credibility)

(Sereno & Hawkins, 1967, as cited in H. Friedman & L. Friedman, 1979)

(H. Friedman & L Friedman, 1979)

2. (Source attractiveness model)

Erdogan (1999) (attractiveness)

Baker Churchill (1977)

(attractiveness)

McGuire (1985, as cited in Erdogan,1999)

(Source attractiveness) 3

- (Similarity)

- (Familiarity)

- (Likability)

(Erdogan,1999)

15



McCracken (1989)

transfer model)

(Meaning transfer model)

16

(Meaning

(Meaning transfer

model) 2.3
2.3:
Culture Endorsement Consumption
| | Objects
Persons
Context Celebrit Celebrit Product Product ':> Consum
role1
? |
Stage Stage

3

Stage 1

: McCracken, G. (1989). Who is the celebrity endorser? Cultural foundations of the

endorsement process, Journal of Consumer Research, 16, p.315.

(Culture)

Victoria Beckham

Victoria Beckham

(Endorsement)

(Familiarity)




Victoria Beckham Victoria’s Secret
Victoria Beckham
- 3 (Consumption)
3

McCracken (1989)
(Functional value)

(Social value)

Victoria's Secret

Victoria Beckham

McCracken (1989)
(Source credibility model) (Source

attractiveness model)

(Meaning transfer model)

(Source effect) (DeSarbo & Harshman, 1985)

17



Kelman (19611as cited in H. Friedman & L Friedman, 1979)
3 Compliance, Identification

internalization

1 Compliance

Compliance

(Kelman, 1961, as cited in H. Friedman & L Friedman, 1979)

2. ldentification

Identification
(Likableness) (Attractiveness) (Kelman, 1961, as cited
in A. Friedman & L Friedman, 1979)
(Celebrity)
(Kamins & Gupta, 1994) Identification
(Typical consumer)

(H. Friedman & L. Friedman, 1979)

Romer (1979)
Identification
Identification

Kamins Gupta (1994)

Identification

(Importance)



(Salient)

(Kamins & Gupta, 1994)

3. Internalization

(Kelman, 1961, as cited in H. Friedman & L. Friedman, 1979)

Internalization

(Experts)

(Typical
consumer)
(Kelman,
19611as cited in H. Friedman & L. Friedman, 1979)
Identification
Internalization Romer
(1979) Internalization
Kamins Gupta (1994)
Internalization
(Credibility)
(Expertise)
(Kamins & Gupta, 1994) (H.
Friedman & L. Friedman, 1979) (Congruence)

Internalization

(Kamins & Gupta, 1994)
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Tom, Clark, Elmer, Grech, Masetti Sandhar (1992)

5
1 Expert power
2. Referent power
3. Legitimate power
Gorge Bush United Way

4. Coercive power

Eveready

5. Reward power

Torn et al. (1992)

(Multiple Source)



Mon cf

4 {
*
Harkins Petty (1981a)
3
Harkins Petty (1981a)
2
(Pool of
argument)
(Information-processing) Petty Cacioppo (1983)

(Information-processing)
(Central route)

(Peripheral route)

(Long-term memory)

(Central route)
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(Poal of

argument) (Information-processing)

(Information-processing)

(Argument quality)

(Number of source)

(Strong argument) (Weak argument)
(Information-

processing)

3 Harkins Petty (1981a)

(Information-processing)

(Distraction)

Harkins Petty (1981a)

(Information-processing)

(Harkins & Petty,1981 )
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Moore Reardon (1987)

Harkins Petty (1981a)

(Strong argument) (Weak argument)

Moore, Mowen Reardon (1994)
(Multiple or single source)
(Paid or unpaid)
2x2 factorial design
(Multiple Source) ( paid)
(Multiple)
(Paid)
(Single source)

(Paid) (Unpaid)

(Multiple Source) (Information-processing)
(Multiple Source)
(Paid)

Harkins Petty (1987) (Multiple
source) (Information-processing)

(Single source) 3
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(Independent source)
2)
(Member committee)
3) (Single source)

(Member committee)

(Independent source)

( formation-processing)

(Independent source)
(Member committee) (Information-processing)

(Discounting cues)

(Booklet)
(Member committee)
( dependent
source) (Independent
source) (Information-processing)

(Member committee)
(Information-processing) , (Harkins & Petty,

1987)

(Member committee) 3



(Share perspective)
(Diverse perspective)
(Independent source)
(Strong argument)
(Share perspective)
(Diverse perspective”

(Independent source)

(Information-processing)

(Harkins & Petty, 1987)

Mowen Brown (1981)

(Balance Theory) (Attribution
Theory)

(Balance Theory)

(Attribution Theory)

(Distinctiveness)
(Consistency)

(Consensus)

25
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(i tinctiveness) (Consensus)

(Attribution theory)

(Distinctiveness)

(Distinctiveness)

(Consensus) (Attribution theory)

' 1

(Distinctiveness)
(Lay endorsers)

(Consensus)

(Consensus)
(Mowen & Brown, 1981)
(Attribution theory)
(Balance Theory)
(Distinctiveness)
(Consensus) (Mowen &
Brown, 1981)
Hsu McDonald (2002)
(Multiple celebrity) Milk mustache
Content analysis 50 Milk mustache

Milk mustache
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Milk mustache

Milk mustache

Hsu McDonald (2002) Milk mustache

Milk mustache Referent Power

Erdogan Baker (1999)
(Indepth-

interview) 10

1)

(Advertising Campaign)

2)

3

4)



5)

(Erdogan & Baker, 1999)

(Multiple endorser)

(Information processing)

(Match-up hypothesis)

28



Hoyer

up hypothesis)

Coney (1998)

2.4:

: Hawkins,

29

Netonp hypathess

Maclnnis (2001) (Match-

Hawkins, Best

24

(Misra & Beatty, 1990, as cited in Erdogan,1999)

Target

Audience

actual or ideal

Image Image

of the of the

product endorser

. I, Best, R ., & Coney, K A. (1998). Consumer behavior :

implications for marketing strategy (7thed.). Plano, tx. : The Irwin/McGraw-Hill 1p.

412.

Evans (1988, as cited in Erdogan,1999)

“Vampire effect”
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" (Evans, 1988, as cited in Erdogan,1999)

(Match-up hypothesis)

(Match-up hypothesis)

Friedman, Termini Washington (1976)
4 (Celebrity) (Typical
consumer) (Professional expert) (Company president)
5
Sangria wine
(Expected selling price) (Probable taste)

(Intent-to-purchase) (Believability of advertisement)

(Expected selling price)
(Believability)

(Probable taste) (Intent-to-purchase)

(Friedman, étal. 1976)

Mittelstaedt, Riesz Burns (2000)
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3 (Celebrity)

(Expert) (Typical consumer) H. Friedman L. Friedman (1979)

3

(Social risk)t'

(Psychological risk)

(Performance risk) (Physical risk) (Financial risk)

(Recognition)
purchase)

(Believability)

(Celebrity endorser)

Atkin Block (1983)
risk)
endorser)

2

(Non celebrity)

(Believability)

Feiden (1984)

design

(CEO)

(Recall)
(Attitude toward product) (Intent to
(Expected selling price)
3
(Expert)

(Typical consumer)

(Social
(Celebrity

(Non celebrity)

(Celebrity endorser)

4 x2x2 factorial
4 (Celebrity)

(Expert) (Typical consumer)



(Student)
(Adult)
4
4 (Feiden, 1984)
Ohanian

(1991)
(Attractiveness) (Expertise)
(Trustworthiness) (Purchase intent)

(Attractiveness)

(Trustworthiness)
(Expertise)
(Ohanian, 1991)
O’Mahony Meenaghan (1997-1998) ' '
(Celebrity endorser) 1
(Survey)
4 5
(Trustworthiness) (Credible) (Likeability)
(Attractiveness) (Expertise)
(Celebrity endorser)
(Credible)
(Expertise)
(O’'Mahony &

Meenaghan, 1997-1998)

32



Dholakia sternthal (1977)

(Credibility)

(High credibility)

credibility)

Mowen Brown (1981)

Tripp, Jensen Carlson (1994)

(Repetition effect) (Tripp, Jensen & Carlson, 1994)

Baker Churchill (1977)

(Unattractive)

(Unromantic Product)

3

(Attractive)
(Romantic Product)
1)

2)

(Baker & Churchill 11977)

Debevec

Kernan (1984)

Baker  Churchill (1977) 1)

33

(Low
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2)
3)
(Debevec & Kernan 11984)
Kahle Homer (1985)
(Celebrity attractiveness) (Celebrity mobility)

(Product involvement)
(Celebrity attractiveness)

(Celebrity mobility)

(Physically attractive celebrity)

(Attrcativeness-related product) Kamins(1990)

(Physically attractive celebrity)

(Attrcativeness-related product)

(Match-up hypothesis)
(Kamins, 1990)

Till Busier (2000)

(Attractiveness) (Expertise)
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(Till & Busier, 2000)

(2546) Till Busier (2000)
(Source attractiveness)

(Source credibility)

Kamins,
Brand, Hoeke Moe (1989) (Celebrity)
(One-Sided)
2 (Two-Sided)
(Two-Sided)
(One-Sided)
Kamins (1989)
(Celebrity) (Non celebrity) (One-Sided)
(Two-Sided)
(Performance risk)
(Celebrity) 2 (Two-Sided)

(Non celebrity)
(One-Sided)

122 ,



Kamins Gupta (1994)

' (Match-up hypothesis)

2x2 Factorial design (Celebrity endorser)

(Non celebrity endorser) (Low
congruence) (High congruence)

1
2)
(Attractiveness) (Celebrity endorser)
(Non

celebrity)

(Believability)
(Attractiveness) (Celebrity endorser)
(Celebrity endorser)
(Attitude) (Purchase intention” ' (Kamins

&Gupta, 1994)

Fishbein Ajzen (1975, as cited in Lutz,1991)

(Attitude) (Attitude are learned)

(Consistently favorable or unfavorable)

36
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(Attitude objects)
(Obiject) (Person) (Issue)

(Behavior)

Eagly Chaiken (1998)
(Psychological tendency) (Entity)

(Favor or disfavor)

(Abstract) (Concrete) (Person)

(Collective)

(Attitude objects)

(Lutz, 1991)

Hanna Wozniak (2001) 3
1 (Valence)
2. (Intensity)

Cola
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3. (Centrality)

(Hanna & Wozniak, 2001)

(Attitude object)

Schiffman Kanuk (2004)
25
(Feeling) (Judgments)
(Attitude toward

the Ad) (Beliefs about the brand)

(Attitude toward the brand)

25 (Feelings from
the ad)

(Beliefs about the brand) (Attitude toward the brand)
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2.5
(A conception of the relationship among elements in an
attitude-toward-the-ad model)
Exposure to
l an Ad l
Judgments Feelings
About the Ad from the Ad
(Cognition) (affect)
Beliefs Attitude
about Toward
the Brand the Ad
Attitude
toward
the Brand

: Schiffman, L. G. & Kanuk, L. L. (2004). Consumer behavior (7th ed.). Upper

Saddler River, NJ.: Prentice Hall, p. 264.

(Schiffman & Kanuk, 2004)

2
3 (Tripartite view of attitude)

(The unidimensionalist views of attitude)
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3 (Tripartite view of attitude)
3 3
Cognition 1Affect Conation 2.6
2.6 : 3 (Tripartite view of attitude)
Attitude
Cognition Affect Conation

V

: Lutz, R J. (1991). The role of attitude theory in marketing. H. H. Kassarjian & T.
. Robertson (Eds.), Perspectives in consumer behavior (4th ed., pp.317-339).

Englewood Cliffs, NJ.: Prentice Hall, p. 319.

1.Cognition (Thought) (Belief)

(Attitude objects)

3 (Sheth & Mittal, 2004)

- Descriptive belief (Quiality) (Outcome)

(Sheth & Mittal, 2004)

- Evaluation beliefs

(Sheth & Mittal, 2004)
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- Normative beliefs

(Sheth & Mittal, 2004)

2. Affect (Attitude objects)

Crest (Lutz, 1991)

3. Conation
(Attitude objects) Crest (Lutz, 1991)
3
3
(Cognition)
(Affect)
(Conation) (Lutz, 1991)
, 5 (The unidimensionalist views of attitude)
(Cognition) ' ' (Conation)
(Affect)
(Causal flow) 2.7
(Cognition)
(Affect)
(Attitude) (Conation)
(Intention) (Behavior)
(Belief)

(Lutz, 1991)
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attitude)

Beliefs Attitude Intentions Behaviors

(Cognition) (Affect) (Conation) (Conation)

: Lutz, R J. (1991). The role of attitude theory in marketing. H. H. Kassrjian & T.
Robertson (Eds.), Perspectives in consumer hehavior (ath ed., pp.317-339).

Englewood Cliffs, NJ.: Prentice Hall, p. 320.

(Hierarchy of effect)

3 1 (The standard learning hierarchy) 2)
(Low-involvement hierarchy) 3)
(Experiential hierarchy) (Solomon, 2004) ( 2.8 )

(Highly involve)

(Belief)
(Affect)

(Behavior)

(Loyalty)
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(Solomon, 2004)

2.8 3 (Three hierarchy of effects)

Standard learning hierarchy

Attitude
based on

cognitive

Beliefs Behavior information

processing

Low-involvement hierarchy

Attitude

based on

Beliefs Behavior ——p behavioral

learning

processing

Experiential hierarchy

Attitude

based on

Behavior |——p Beliefs

hedonic

consumption

: Solomon, M. R (2004). Consumer behavior {6th ed.). Upper Saddler River, NJ.:

Prentice Hall, p. 227.

2 (Low-involvement hierarchy)

(Belief) (Behavior)

(Affect)



(Behavioral learning)

(Solomon, 2004)

(Affect)

(Behavior) (Beliefs)

(Intangible)

(Solomon, 2004)

Katz (1960, as cited in shethe & Mittal, 2004)

4

(Function of attitudes)

Katz (1960, as cited in Hanna & Wozniak, 2001)

(Functional theory of attitudes)

1 (Utilitarian function )

(Reward) (Punishment)

44



Rolls-Royce

ATA AirTran

(Ego-defensive function)

(Ego)

Viagra

Dial

(Value-expressive function)

(Knowledge function)

Ragaine

45
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Heinz

(Utilitarian function )

(Value-expressive function)

( anna & Wozniak, 2001)

(Balance theory), (Attribution theory)

(elaboration likelihood

model)
(Balance theory)
Heider (1946, as cited in Solomon, 2004) (Balance
theory)
(Person, P)
(Attitude object, () (A related object 1X)

2.9



a7

2.9 : Heider

The Attitude

The Person P

A Related Object. Person,

Attribute, or Consequence

. Lutz, R J. (1991). The role of attitude theory = marketing. In H. H. Kassarjian & T.
. Robertson (Eds.), Perspectives in consumer behavior (4th ed., pp.317-339).

Englewood Cliffs, NJ.: Prentice Hall, p. 321.

2.9 3
(P-0) Nike 1
(P-X) Michael Jordan
(X-0) Michael Jordan

Nike (Heider, 1946, as cited in Lutz, 1991)

Heider (1946, cited in Lutz, 1991)

P-0)
P-X (X-0)
Nike (P-0)
Michael Jordan (P - X) Michael Jordan
Nike (X-0) 2.10
1
Howard Corsell (X) Slim
Jim's Meat Snacks (O) Slim Jim’s Meat

Snacks (Balance theory)
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Howard Corsell (P-X) Howard Corsell Slim Jim’s
Meat Snacks (X- O) Slim Jim's Meat Snacks (p - 0)
2.10 2 (Heider, 1946, as cited in Lutz, 1991)
2.10 : 4

1 "B 3. 4

O 0 O
P + P / P + P

X X

: Lutz, R J. (1991). The role of attitude theory in marketing. In H. H. Kassarjian & T.
. Robertson (Eds.), Perspectives in consumer behavior (4th ed., pp.317-339).

Englewood Cliffs, NJ.: Prentice Hall, p. 322.

2.10
(Balance theory) 4 1 2
3 4
Howard Corsell (P-X)
Howard Corsell Slim Jim's Meat Snacks (X- O) Slim
Jim’s Meat Snacks (P- 0) 3 Michael Jordan (P -
X) Michael Jordan Nike (X- 0)

Nike (P-0) 4 (Heider, 1946, as cited in Lutz, 1991)

(Balance theory)
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Pepsi
Madonna Madonna
(Solomon, 2004)
(Balance theory) ' 2
(Attitude object)
(X) (Heider, 1946,
as cited in Lutz, 1991)
(Attribution theory)
Hanna Wozniak (2001) (Attribution
theory)
Heider (1958), Jones Davis (1965) Kelley (1973, as cited in
Choi, 2002) (Attribution theory)
Heider (1958, as cited in Choi, 2002)
1 (Personal factors
internal to the actor, intrinsic motives) 2)

(Situational factors external to the actor, extrinsic motives)

(Internal attribution)

(External attribution)



(Hanna & Wozniak, 2001)

Mowen (1980) (Attribution theory)

(Mowen,1980, as cited in Choi, 2002)

Kelly (1967, cied in Mowen, 1980) 3

- (Distinctiveness)

- (Consistency)

- (Consensus)

50



Mowen Brown (1981)
(Distinctiveness) (Consensus )
(Attribution theory)
Choi (2002)

(Attribution theory)

(Choi, 2002)
(elaboration likelihood model)
Petty Cacioppo (1983)
(The elaboration likelihood
model)
(Central route) (Peripheral route)
1 (Central route)
(Sheth & Mittal, 2004)
2. (Peripheral route)

(Cue)

(Heuristic)

51
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(Assel, 1998)

2.1
(The
elaboration likelihood model) Petty Cacioppo (1983)
211
(Issue involvement),
(Relevance commitment),
(Dissonance arousal), (Number of source)
(Need for cognitive)
211
(Motivated to process) (Ability to process)
(Central route)
(Distraction)
(Comprehensibility) (Complexity

of message) (Amount of prior information)

(Experience with the issue)

(Peripheral

route) (Petty & Cacioppo, 1983)




211 : ,

(The elaboration likelihood

model)
PERSUASIVE COMMUNICATION A S P
' TEMPORARY !
¢ : ATTITUDE- E
E SHIFT E
v o B - - !
issue involvement Yes
relevance commitment.
dissonance arousal. No
need for cognitive etc. PERSUASION CUE
yﬂl PRESENT?
Self-presentation
ABILITY TO PROCESS? No Motives. Demand characteristics.
distraction message evaluation apprehension
comprehensibility. Issue familiarity. source characteristics. etc
appropriate schema. fear arousal etc. A
Yesl
NATURE OF COGNITIVE PROCESSING No
initial attitude, argument quality. etc.)
FAVORABLE UNFAVORABLE | NEITHER OR
THOUGHTS THOUGHTS NEUTRAL
PREDOMINATE| PREDOMINATE | PREDOMINATE v
g e T e P T T e e ]
¢ ' ¢ B E RETAIN OR |
E REGAIN |
COGNITIVE STRUCTURE E INNITIAL |
CHANGE: E ATTITUDE i

Are new cognitions adopted and stored
No

in memory? ; are different responses

made salient than previously?

Yes Yes
(Favorable) (Unfavorable)

ENDURING i ENDURING E
POSITIVE i NEGATIVE E
ATTITUDE |  ATTITUDE ;
(Persuasion) i (Boomerang) E

: '

. Petty, R E & Cacioppo, . T. (1983). Central and peripheral routes to persuasion:
Application to advertising. L Percy & A. G. Woodside (Eds.), Advertising and

consumer psychology {pp.2-23). Lexington, MA.: Lexington Books, p. 6.
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(Cognitive response)
(Favorable thoughts)
(Unfavorable thoughts)

(Quality of argument)

(Initial attitude)

(Peripheral route) 211

(Petty & Cacioppo, 1983)

(Central route)

(Persuasion)

(Boomerang) ( 211 ) (Petty & Cacioppo, 1983)

(Peripheral route)

(Cue)

Hertz

(Peripheral route)
(Central route) 211 (Petty

& Cacioppo, 1983)



route)

laterization

(Involvement)

(Involvement)

(Peripheral route)

(Involvement)

ta
(Involvement)
Split-brain theory
(High involvement)
(Active)
(Low involvement)
(Low involvement)
(Passive)

(Schiffman & Kanuk, 2004)

Mowen Moinor (1998)

(Central

Hemispheral

55



Zaichkowsky (1986) (Involvement)

(Object)

(Object)
Hoyer Mclnnis (2001)

4
1 (Enduring involvement )
2. (Situation involvement)
3. (Cognitive involvement) '

(Thinking) (Processing information)

4, ' (Affective involvement)



Hoyer

(Passive)

(Active)

Mclnnis (2001)

(Involvement with product categories)

(Involvement with brands)

(Brand loyalty)

(Involvement W ads

(Involvement with a medium)

(Active)

(Passive)

57



Robertson (1984)

1 (Cost)
2. (Interesting)
3. (Perceived risk)

Asseal (1998)

- (Financial risk)

- (Social risk)

- (Psychological risk)

58
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- (s i

4., (Situation)

5. (Social visibility)

Zaichkowsky (1986)

Zaichkowsky (1986)
3 (Antecedents of
involvement), (Involvement) (Possible result of

involvement) 2.12



2.12 :

Antecedents of Involvement

Derived from the Literature

PERSON FACTOR
- needs
- importance
- interest

- values

OBJECT OR STIMULUS

FACTORS
- differentiation of
alternatives
- source of communication

- content of communication

SITUATIONAL FACTORS
- Purchase/use

60

(Conceptualizing involvement)

Involvement

P

, with advertisements/

|\

‘ with product <
/ with purchase

decisions

>

/

A

ossible Result of

Involvement

elicitation of counter
arguments to ads
effectiveness of ad to induce
purchase

relative importance of the
product class

perceived differences in
product attributes
preference for a particular
brand

influence of price on brand
choice

amount of information search
time spent deliberating
alternatives

type of decision rule used in
choice

: Zaichkowsky, J. L. (1986). Conceptualizing involvement. Journal of Advertising, 15

(2), p. 6.

(Antecedents of involvement)

(Characteristics of the person)

(Characteristics of stimulus)



(Situation)

(Involvement)

(With advertisements)

(With product)

(With purchase decisions)

(Zaichkowsky, 1986)

61
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(Decision Process)

(Hanna & Wozniak,

2001) Dewey (1910, as cited in Hanna & Wozniak, 2001)
5 (Problem
recognition; (Search activity)
(Identifying and evaluating alternative solution) (Purchase)
(Postpurchase considerations) 2.13
2.13 : (Stages of the

consumer decision process)

!

Problem Identifying
Recognition  —P» Search ' | AndEvaluating |—pp| Purchase

Altrenatives

Postpurchase

Considerations

v

: Hanna, N. & Wozniak, R (2001). Consumer behavior: An applied approach (1st

ed.). Upper Saddler River, NJ.: Prentice Hall, p. 294.



Wozniak, 2001)

Wozniak, 2001)

(External)

(Long-term memory)

(Problem récognition;

(Hanna Wozniak, 2001)

(Search activity)

(Combination)

(Internal search)

(External search)

63

(Hanna

(Hanna

(Internal)



64

) (Prepurchase search)

(Berkman, Lindquist & Sirgy, 1996)

(Hoyer & Mclnnis,

2000)
2) (Ongoing search)
(Enduring involvement ) (Hoyer & Mclnnis, 2000)
5
1 (Retailer search)
2) (Media search)
3) (Interpersonal search)
4) (Independence search)
5) (Experiental search)

(Beatty & Smith,1987, as

cited in Hoyer & Mclnnis, 2000)
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1 (Individual learning style)

2) (Product involvement)

3) (Experience)

4) (Risk perception)

3. ' (Identifying and

evaluating alternative solution)

(Hanna & Wozniak, 2001)

- (Identifying alternatives)

(Hanna &Wozniak, 2001)

Schiffman Kanuk (2004)

“Evoked set” (Consideration

set)

2.14 (Known



Brands)u (Known Brands) “Evoked set”
(Known brands) “Inept set”
“Indifferent set”
“Evoked set”
3 5
“Evoked set"
"Evoked set”
2.14 :

as a subset of all brands

a product class)

66

(The evoked set

All Brands
|
Known Brands Unknown Brands
|

Evoked Inept Tnert

Set Set Set
Acceptable Unacceptable Indifferent Overlooked
Brands Brands Brands Brands
|
Purchased Not Purchased

Brands

Brands

: Schiffman, L G. & Kanuk, L. L. (2004). Consumer behavior (7th ed.).

Upper Saddler River, NJ.: Prentice Hall, p. 560.

(Evaluating alternatives)



1

- Simple additive rule

]
(Sheth & Mittal, 2004)

- Weighted additive rule

1 5
Mittal, 2004)
2)
(Noncompensatory)
]
2004)

- The conjunctive model

- The disjunctive model

(Compensatory)

(Sheth &

(Sheth & Mittal,

67



(Compensatory)

disjunctive model

- The lexicographic model

- Elimination by aspect

20 1

4, ' (Purchase)

(Buyer) (Payer)

68

The

The lexicographic model

20

(Heuristics)

(Hanna &Wozniak, 2001)4

(Choice identification)



(Purchase intent)

(Payer)
(Payer)
(Purchase
implementation) (Buyer)
(Sheth & Mittal, 2004)
5. [ (Postpurchase considerations)
2 1) (Instrumental
performance)
2) (Expressive
performance)
(Hanna &Wozniak,

2001,

(Expressive performance)
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(Instrumental performance)

(Hanna &Wozniak, 2001)

(Purchase involvement)

(Hawkins et al., 1998)

2.15 Hawkins et al. (1998)

(Nominal
decision making) (Limited decision making)
(Extended decision making)
(Hawkins étal., 1998)
1 ' ' (Nominal decision making)

(Habituai decision)

(Internal search)
(Long-term memory)

( )

(Hawkins et al., 1998)
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2.15 :

(Involvement and types of decision making )

Low-purchase

involvement

Nominal decision making

!

Probl i

Selective

Limited decision making

!

B!

Probl s

Generic

71

High-purchase

involvement

Extended decision making

!

Information search

Limited internal

v

Information search
Internal

Limited external

i

Problem recognition
Generic
Information search
Internal
External

Few attributes
Simple decision rules

Few alternatives

i

Purchase

Altemnative evaluation
Many attributes
Complex decision rules

Many alternatives

|

Purchase

Postpurchase
No dissonance
Very limited

evaluation

Purchase

Postpurchase

No dissonance

Limited evaluation

Postpurchase

Dissonance

Complex evaluation

: Hawkins, D. I, Best, R . & Coney, K. A. (1998). Consumer behavior: implications

for marketing strategy (7th ed.). Boston: Irwin/McGraw-Hill, p. 499.

(Limited decision making)

(Nominal decision making)
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(Internal search) (External search)

(Hawkins étal., 1998).

3. (Extended decision making)

(High-purchase involvement)

(Dissonance)

(Hawkins et al., 1998)

Hawkins et al. (1998)

Asseal (1998)

(High involvement) (Low involvement)
(Habit) (Decision making)
2.16 4
1 (Complex decision making)
(High involvement) (Decision
making)
(Asseal,

1998)

(Hawkins et al., 1998)

2. (Brand loyalty)
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(Asseal, 1998)

Benz
(Asseal, 1998)
2.16 4 (Four types of consumer behavior)
HIGH LOW
INVOLVEMENT INVOLVEMENT

DECISION PROCESS

Complex Decision Making

DECISION
MAKING

HIERACHY OF EFFECTS
Beliefs
Evaluation

Behavior

THEORY
Cognitive Learning
DECISION PROCESS

Brand Loyalty

HABIT

HIERACHY OF EFFECTS
(Beliefs)
(Evaluation)

Behavior

THEORY

Instrumental Conditioning

DECISION PROCESS

Limited Decision Making

HIERACHY OF EFFECTS
Beliefs
Behavior

Evaluation

THEORY
Passive Learning

DECISION PROCESS

Inertia

HIERACHY OF EFFECTS
Beliefs
Behavior

(Evaluation)

THEORY

Classical Conditioning

. Assel, H. (1998). mmam nmrgajm(fih ed.). Cincinnati,

OH: South-Western College. p152.
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3. ' ' (Inertia)

Roza
(Spurious
loyalty)
(Asseal, 1998)
4, (Limited decision making)
(Asseal, 1998)
(Hawkins et al., 1998)

1

2.

3.

4.



10.

11

12.

AWIAINTalunIIng1ae
CHuLALONGKORN UNIVERSITY
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