, " (Relationships
among consumers’ attitudes towards films, country image, and products from films’
country of origin)

1)
)

wW DO

)
4)



(Definition of communication)

.. 2542

Schramm
(1965) :

Miller (1966)

DeVito (1986)

(Noise)

Berko, A. Wolvin . Wolvin (1989)

Wood (2004)

. A. Beebe, .J. Beebe vy, (2004)

Masterson, Beebe ~ Watson (1989, as cited  Beebe et al., 2004)

(“Communication,” 2005)

12



13

(Noise)
(Communication model)
(The Berio Model ~ SMCR Model)
Berio (1960) 6 1) (Source) 2)
(Encoder) 3)  (Message) 4) (Channel) 5)
(Decoder) 6) (Receiver)
2.1 (A model of the ingredients
communication)
oW oL BEENS  SRCTRE SEEING W glLd
Y UDE® c 0 UDE®
«T\¢ C HEARING el
N EDGE AL SN A EDGE
o RN O TOUCHING aon
o0 o I Se SHELLNG c o1
: M .
A CaSE S ~ CR A

- Berio, . K. (1960). TMErocess of conmrunicatior: an intrecl.cion o treary and

praaioe. New York: Holt, Rinehart and Winston, p. 72

(Source-Encoder: Source)



(Decoder-Receiver: Receiver) Berio (1960)

(Noise)

(Source)

L (Communication Skills)
(Encode)

reasoning)

2. (Attitudes)

(Attitude toward self)

(Attitude toward matter)

(Fidelity)
(effectiveness) 21
(Source)
(Thought and
1)
)

14



3)
(Attitude toward receiver)
3. (Knowledge Level)
(Source Credibility)
4, (Social - Culture System)
(Message)
1) (Message Code) 2) (Message content)
(Message treatment) 3
) (element) ) (element structure)

)

15
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) (Element) ,
F! |l 1 H 1
‘tree” t e
) (Element structure)
Fl A FISH  HSIF
(Message)
(Message) 3
L (Message Code) (any group of symbols)
(Language) ( , )
(syntax)
(music vocabulary)
(which code), (what elements of the code)
(what method of structuring the elements of the code we will
select)
2. (Message Content)

(Element)
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(Element structure)
3 (Message Treatment)
(Personalities) (Styles)
(Element)
(Element structure) 1
(Channel)
3 1) (Mode of encoding and
decoding messages) 2)
(message-vehicles)
3)
(vehicle-carriers)
5
“ " (media)
2 (Hot Media)

(Cool Media)
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(Vivian, 2005)

1) (Personal Media)
2)
(Mass Media) (Telecommunication)
(Receiver)
(Receiver)
4
1
L (Communication Skills)
(Decode)
2. (Attitudes)
1) (Attitude toward self)
2) (Attitude toward content of the
message)
3 (Attitude toward source)

Berio (1960)



19

3. (Knowledge)

4, (Social - Culture System)

Berio
(Schmidt & Gardner, 1995)

! (Communication type)

(Vivian, 2005)

1) (Intrapersonal Communication)
2) (Interpersonal Communication)
3) (Group Communication)

4) (Mass Communication)

(Mass Media)



(

Vivian (2005)
L

Mass communication)

(Harris, 2004)

. (Mass communication characteristic)

(Mass Communicators)

(Mass Message) , ,

(Mass Media)

(Mass Communication)

20
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5. (Mass Audience) |

, (Mass Media)

(Importance of mass communication)

Vivian (2005) 5
1 (Pervasiveness)
2. (Information source)

3 (Entertainment source)



—

Vivian (2005)

(Books)

(Persuasion forum)

(Binding influence)

(Type of mass media)

(Harris, 2004) 1)
(Electronic media)

(Newspaper)

22

2
(Printed media)



(Magazines)

(Recordings) 1

(Films/ Movies)

(Hiebert, Ungurait, & Bohn, 1991)
(Radio)

(Television)

(Hiebert étal., 1991)
(The web)

(Television)

23



Vivian, 2005)

24

.. 1923
.. 1936

(Hiebert et al., 1991)

(Harris, 2004)

Michael Novak (as cited in

Payne  Caron (1982)
814

(2545)



2.2:

2.2

- (2545),

25

, "'N'v/

o7,

Berger (1992)

(Actualities) ,



2) (Contests)
3) (Persuasions)

4) (Dramas)
)

(Product Placement)

(2536)

(Popular culture of entertainment)
(Economic commodity)

(Popular Culture)
55

26



21

(TV series characteristics in common)

McQuail (2005) (Soap opera)

(Addiction)”

Ang (1990)

(Heterogeneous audience) ,

, Ang (1990)
3
1) (Personal life is the core
problematic of the narrative)
2) (Excessive plot structure)

(Plot)

(Exaggeration) (Cliché)



3) (Never ending story)

(Climx)

Ang (1990)
(Moi, T, 1986, Rakow, L F, 1986 as cited in Ang, 1990)
(Emotional imvolvement)

Ells (1999)

Allen (1995 , , ,
, , 2545)
(Serialisation)

28



(2547)

(Forum)

2535

(Function of TV series)

3

(Loyal audience)

29



(Williams, 2001, as cited in Kniazeva, 2004)

(Hirschman, 1988)
(2548) ()

(Hirschman, 1988)

(Secular materialism consumption) , )

(Sacred materialism consumption)

(Type of TV series)

(2531)
1. Dramatic Specials 1-2

2. TV Series 30-60

30



3l

3, TVSerials TV Soap Operas

8-100
30-60 - 20.30 -

21.30 .

4. Mni Series 3

5. Anthology Series/ Anthology Drama

(The Twillight Zone)

30-60

6. Sit-com (Situation Comedy)
“Sit” “Situation” “Com” “Comedy”

Friends
(
, 2547) Soap Opera Melodrama
(Daytime Serials) Soap Opera
(Social Realism) Mini series

16

TV Series (“Nominees by category” 12006; “Young Artist Awards,” 2006)



movie

(Movies)

(Flm  Movie)

(Art form)

(Commercial art)

- 2540)

Film

Oxford (2005)

(Jowett, & Linton, 1989)

32



33

Vivian (2005)
3 1) (Production)
) (Exhibition) ,
3) (Auxiliary Enterprises)
(Merchandise Tie-Ins) 1
(Toys) 1 (Music)
, (Product Placement)
Top Gun
Etershey Elershey
(Vivian, 2005)
Allen (2005)
(Theatrical exhibit), (Non-
theatrical exhibit), (Video tapes), ~ (DVDs),  (VCDs),
(CDs of the soundtrack), (Collectible editions),
(Television broadcast), (Cable broadcast),
(Internet-served)
(Domestic), (Foreign), (Niche markets)
(Ancillary products) , C ,
(Product placement)
(Entertainment)
(Show business) (Mass media)

2540



- 2547)

(Movie characteristics)

(Vivian, 2005)

(Special effect)

(Grandeur)
(Big star)
(Diversity)

(Independent)

34



(  2545)

2.3
2.3:
o =l v a
HAHN Wiumalulatianu NIZUIUNITNAR
gaNNTal weleat) MNUAZLRE WAZNFFUTNLTIY
Tuilenn WULIANENT4
ANSAYLANAUAAIN
ANFNT0UY % AN NEUAT
(NN, 1 Tugesd)
e O #NNDFENFaq
UANBOUZABUING '
a ” Auaulalaann
luana (@iuld y_
- 1 [~1 o I
S 1a5n1s@nGeatluvan AUNNNGN
Mqlan)
. (2545).
) , L1
(Type of movies)
(Fiction Film)
(Non-fiction film)
, , ( , 2547)

(DeFleur & Dennis, 1998)

ns'sW'tx
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(Independent filmmaking)

(Studio filmmaking)

(Vivian, 2005)
“‘Genre” ( “ )
( , 2546; DeFleur & Dennis, 1998)
(Film noir)
- , 2547,
,2546; 2544: Geduld & Gottesman, 1973; Schatz, 1981) 8
1. ' (Action)
2 (Comedy)
3 (Detective)

4, (Drama)



(Fantasy)

(Romantic)

(Horror)

(Animated Cartoons)

(Phillips, 1999)

(Dick, 2002; Philips, 1999)

(Genre characteristics)

(Dick, 2002; Phillips,1999; Roberts &  Wallis, 2001)1

(Visual Imagery)

31



(Plot)

(Character)
Red Violin

(Setting)
(Narrative development)
(Music) 2
(Local music)
) (Background music)

Jaw (1975) 1

Seven Samurai (1954)
6

The Godfather 2 (1974)

The Bodyguard (1992)

38



111 ”

1 (Stars)
(Armold Schwarzenegger), (Julia Roberts)
Dick (2002) 8
1 ) (Type of film)
(Action-driven),

(Plot-driven), , ' :

2) (Mode of exhibition)

3) (The nature of the viewer)

(Knowledgeable), (Uncritical),

(Indifferent) (Attentive)

4) (The makeup of the audience)

5) (Level of identification)

6) (Ideological perspective)

(Feminist)

39



(Dominick, 2002; Vivian, 2005)

(Aesthetic considerations)

(Marketing strategies)
(Trailers)

40



41

(Movie-induced tourism)

(Cultural persuasion)

(Clark Gable) It happened one
night (1934)
(Vivian, 2005)

(2537 - 2540)

(2537 | 2540) “
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(Movie-induced tourism)

1 1 i
(Alampay &Bao, 2005)
(Bushy &Kilung, 2001; Riley étal., 1998)
(Constructed gaze)
Urry (1990, as cited in Riley et
al, 1998)
(Alampay &Bao, 2005; Riley et

al,, 1998)

Riley et al. (1998)
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Riley ~ Doren (1992, as cited in Riley et al., 1998)

(Hard sell)
(Riley et
al,, 1999)
The last of the Mohicans Chimney Rock
Park  North Carolina 25%
Close Encounters of the Third Kind -~ ' Devils Tower National Monument 1978
14%
20% Devils Tower National Monument
(Workman, Zeiger& Caneday, 1990, as cited in Riley
et al-, 1998) (Television-
induced tourism) (Tooke and Baker, 1996 as cited in Riley et al., 1998) 4
The Sward Divided ~ Rocking Castle  Northamptonshire
(English Civil War)
93% Middlemarch
Stamford 21%
102% 69%
Taipei

International Travel Fair (ITF)
( 12)



(25.66%)
(28.11%) (“Hallyu (Korean Wave) Tourist Marketing,” 2005)
, 2004 2003 Korea
National Tourism Organization ("Survey Report Outline on Actual Conditions of Hallyu
(Korean Fever) Tourism," 2004)

44

(47.6%) (23.4%)
(16.7%) (15.3%)
(Icon)
(Theme) (Icon)
(Movie icon)
The Bridge of Medison
Country ( ) '

The Fugitive
North Carolina

A River Runs Through ft

The Chamber of Commerce in Livingston (Missoula, Montana )
(Gordon, 1995, as cited in Riley et al., 1998)

(Tooke and Baker, 1996, as cited in Bushy & Klung, 2001)



, Siriangkul (2005)
The heach
80

(Behavior and
perception of movies and TV series’ audience)

(2536)

45



(2546)

(2531)

(2529)

15 613

(Media exposure)

416

46
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1 (Media exposure motivation)

(Merrill & Lownestein,

1971)
1 (Loneliness)
2 (Curiosity)
3 (Self-aggrandizement)
(Select perception process)
G. Belch M Belch (2004) ( 2.4)
(Selective exposure)
(Selective attention) (Selective comprehension)

(Selective retention)

(Selective exposure)

(Selective attention)
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Bauer ~ Greyser (1968, as cited in G. Belch &M Belch,
2004) 1,500 16

(Selective comprehension)

(Selective
retention) ,
(Mnemonics) , ,
24 (The Selective perception process)
Selective Selective Selective Selective
Exposure 2 attention ™| Comprehension > retention

: Belch, G. E, &Belch, M A (2004). Advertising and Promotion: an integrated
marketing communications perspective (6th ed.). Singapore: McGraw-Hill, p. 114,



(Burton, 2002) 1)

(Long-term effect)

Effect)

(Short-term Effect)

(Indirect Effect)

(Direct

49
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(Social learning theory) 2) (Cultivation Theory) ~ 3)
(Agenda Setting)

(Social learning theory)

Bandura (1977) (Black
box constructs)

(Role playing)

(The use of role models)

Bandura (1977) 2
1
1) (Learning by response consequences)
) (Observational learning)

(Potts, Doppler &Hernandez., 1994)



51

Distefan, Gilpin, Sargent  Pierce (1999)

(Cultivation theory)

? Gerbner (1973, as cited in Signorielli & Morgan,
1990)
(Stereotype)

(Direct stimulus-response effect)

( , )
(Message) (Audience)

63

(Beliefs about
reality) (Actual reality)



52

(Romer,
Jamieson &Ady, 2003)
(2545)
1) (Repetition) 2
(Ritual viewing) 3)
(Uniformity nature) ,
4)
(Agenda Setting)
Park (Vivian, 2005) 1
(Vivian, 2005) 2
1 (Creating awareness)
1994 3 1
2 (Establish priorities)

1
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(Perpetuating issues)

Vivian (2005)
(Level of effects)
(Potter, 1998)
(Cognitive)
(Formal Learning) (Incidental Learning)
(Attitudinal) ,

(Berelson &Steiner, 1964;



54

Bettinghaus, 1980; Klapper, 1966) (McGuire,
1973, as cited in Potter, 1998)
(Adler et ai., 1980,

as cited in Potter, 1998) (Atkin, 1982, as cited in Potter, 1998)
3 (Emotional)
Bettinghaus (1980)
4, (Physiological)
b, (Behavior)



(Definition of culture)

Berio (1960)

statt (1991, as cited in statt, 1997)

1 (Enculturation)

(Acculturation)

Beamer  Varner (2001)

55



Hofstede (1997, as cited in Beamer &Varner, 2001)
Beamer
Varner (2001) Dos  Unix  Window

(Subculture)

(Dominant culture)

Assael (2004)

(Lifestyle)

(Deep-seated)

(Lifestyle)

Onkvisit ~ Shaw (2004)

(Aset of traditional beliefs)

56



(Culture characteristics)

Onkvisit ~ Shaw (2004) 8
1) (Culture is prescriptive)

(Briley, Morris, &
Simonson, 2000, as cited in Onkvisit & Shaw, 2004)
) (Culture is socially shared)

(Prescriptive)

(Onkvisit & Shaw, 2004)
3) (Culture facilitates communication)

(Onkvisit & Shaw, 2004)

4) (Culture is learned)
(Socialization)
(Enculturation)

(Acculturation)

(Onkvisit & Shaw, 2004)

o/



(Culture is subjective)

( ique)
(Arbitrary)

(Onkvisit & Shaw, 2004)

(Culture is enduring)

(Onkvisit & Shaw, 2004)

(Culture is cumulative)

(Onkvisit & Shaw, 2004)
(Culture is dynamic)

(Onkvisit & Shaw, 2004)

58
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(Culture and communication)

(Popular culture)
(Influence of culture on communication)
(Popular culture)

(Influence of culture on communication)

(Schramm, & Roberts, 1974)

(Feedback)
(Individualism) (Collectivism)
(Interpersonal communication)
(Mass Communication)
(Self-concept)
(High-low context communication)  Edward Hall
(Collectivistic) (Individualistic)
(De Mooji,

2004; Onkvisit & Shaw, 2004)
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(Low-context culture)

(Context)
(Context)
(De Mooji, 2004; Onkvisit & Shaw, 2004)
(High-context culture)
(Code)B
(Code) (Any group of symbols)
(Context) (High-context culture)
, (Context of
communication)
(High context ) (De Moaji, 2004; Onkvisit

&Shaw, 2004)

De Moaji (2004)
(Individualistic)
(Collectivistic)
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(makes true and uncensored statements)
(Oyserman, Heather, & Kemmelmeier, 2002, as
cited in De Mooji, 2004)

(Copy)
(De Mooji, 2004)

(Popular culture)

Mukerji ~ Schudson (1991 as cited in Fowles, 1996)
(Popular culture)

, (Storey,
1997)

(Mass culture)

(Mass culture) (Cultural commodity)
(Mass market)
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(Fiske & Hartley, 1978)

Fowles (1996)
(Light
entertainment) Horkheimer  Adomo
(1944, 1972 as cited in Fowles, 1996) 7 "
(Symbols)
(Narrative)
(Visual component)

(Television series) (Hollywood films) (Comic

books) (Romantic novels) (Top 40 songs)

(Pleasurable
sensations)
(Fowles, 1996)
(Danna, 1992, McQuade &Williamson, 1989 as cited in
Fowles, 1996)  Fowles (1996)



63

(The Dynamics of Popular Culture)

Fowles (1996)
(Passive) (Highly active process)
(Pleasure)
(Entirely voluntary activity)
2 (Interior) (Exterior)

(Interior)



(Exterior)

1996)

1920-1930

Fowles (1996)

64

(Fowles,

1990

(Stars)



65

2)
McCracken (1989, as
cited in Fowles, 1996) (Self-invention)
3)
4)

(Culture and consumer behavior)

(Influence of culture on consumption)

(Culture consumption)

Firat (1995)



, (Lifestyle) (The
priority of needs)

11
' 100

C (Onkvisit & Shaw, 2004)

Halla (Onkvisit & Shaw, 2004)

(Cultural value)

statt (1997) (Content)

66



Assael (2004)

2004)

2
behavior)
norms)

67

5 (Assael,

(Cultural values are learned)

(Enculturating)

: (Word-of mouth)

(Cultural values are guides to
(Cultural

(Cultural values are enduring)

(Cultural values are dynamic)
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5. (Cultural values are widely
held)
(Individuality) (Youthfulness)
(Collectivism) (Respect
for the aged)
Assael (2004)
(Success)
(The cultural meaning of products)
Assael
(2004)
Mercedes
Tharp  Scott (as cited ~ Assael, 2004)
5
1) (Products are a means of

communicating social status)



69

) (Products are a means of self-expression)
One2call
3) (Products are a means of sharing
experiences)
4) (Products are hedonic)

Hariey-Davidson

) (Products are experiential)

Assael (2004)

(Myths)

(Advertising as
Myth-Maker: Brands as Gods and Heroes, as cited in Assale, 2004)



10

(Assael, 2004)

(Similarities and Differences across

culture)
(Similarities across culture)
statt (1997) , ,
J ) ] I )
(Dominant culture) (Subculture)
, , Statt
(1997) , : , , ,
Onkvisit ~ Shaw (2004)
(Cultural universal)
1

(Beauty)



Shaw, 2004)

1

(Onkisit &

(Differences across culture)

(Language)

Staff (1997)

| , Staff (1997)
(

(National culture)

Hofstede (1991 as cited in De Moaji, 2004)

(Power distance)



) [ (Individualism/
Collectivism) (Individualism)
113 (l)ll
(Collectivistic culture)
(Harmony)
113 (We)”
3) (Masculinity/ femininity)

4) (Uncertainty avoidance)

12



13

(Common sense)

) (Long-term orientation)
Hofstede ~ Bond (1988 as cited in De Mooji, 2004)

(Long-term
Orientation) (Collectivism)
, , (Paternalism)



14

(Image), (Country/ Nation Image)
(Nation Branding)
(Image)
(Country/ Nation Image)

(Image)
(Definition of Image)

Image

("Definitions of image on the Web,” 2005) '

1
(Image)
(Image)
(2546) (Image)
“Image”
(Brand Image)
(Mental picture)
, , (Direct experience)

(Indirect experience)



5

Landor Associates (2005)
(Tangible) (intangible)
(Brand)

Assael (2004)

“Jargon in advertising” (2002)

Stemn, Zinkchan  Jaju (2001)
(Image)
(Signals) (Marketing unit)

(A real-world sending entity) ,
, (a pattern of beliefs)

(Importance of image)

Martineau (1958, as cited instern et al.,, 2001)

, (E-commerce)
(Physical attributes) (Functional
benefit) (Symbolic associations)
(Expressiveness) (Psychosocial aspects)



(Intangible attributes)

(Global impression)

(Type of image)
(2537)

(Multiple Image)

(Current Image)

(Mirror Image)

(Wish Image)

10

16



(Correct and Incorrect Image)

) (Optimum Image)
6)
) / (Product/ Service Image)
1 ,
(Industry Image) (Dowling, 2001)
2.5 .
Mirror Image  [™®] Current Image Wish Image

Multiple Image

-

Product Image

Brand Image

Corporate

Image

Institutional

Image

Incorrect Iméage ———»

- (2537).

Current Image

17

Optimum

Image

126.



8) (Brand Image)

(“Retail glossary," 2005)
9) (Corporate Image)

2001)
10) (Institutional Image)

10

2.5

(Company Image) (Dowling,

18



19

(Country/ Nation image)

10

(Country of origin), (Country/ Nation Image)
(Nation Branding)
(Definition: Country Image/ Nation Image/ Destination Image/ Place

Image), (The relationship
among country image and other images) (Country
Image Characteristics), (Country Image Formation),
(Country Image Effect) (Nation
Branding)
] (Definition of Nation/ Country Image)

” " (Nation Image/ Country Image)

(Country/ Nation Image) (Place
Image) (Country of origin Image)
(Destination Image)

(Country/ Nation image)

(Kotler, Haider, & Rein,
1993) Martin -~ Eroglu (1993, as cited in Y. Kim, 2005)



80

(Country of origin image)
(Destination Image)

(Place Image)

, Kotler et al. (2002)
(Place) 1) 2)
3) 4)
9) 6)
(Suppliers) 7)

(Place Image)

(Nation Image/ Country Image) (Place) (Nation/ Country)

(Country of origin Image)

(Country Image: Cl) (Country of Origin: COO)
(Product Country Image: PCI) Nagashima (1970)
“made in"
(Picture), (Reputation) (Stereotype)

, (National characteristics),
, Laroche, Papadopoulos, Heslop
Mourali (2005)
(Product signal)
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Eroglu  Machleit (1989) (Country
image) C
(Product’s total image) Knight
Calantone (2000) (Country-of-origin image:
CQl)
(Country
of production) (Country of origin) (“International Federation

of Film Archives,” 2005)

(Ryglova &Turcinkova, 2004)
(Destination Image)’

(Country Image/Nation Image)

Milman ~ Pizam (1995) “ (Destination
Image)” ,

Echtner  Ritchie (1993)
Milman  Pizam (1995)

3 1)
2)



1 (Destination)

among country image and other images)

(Image)

( 26)

(Country image)

(Company image)

82

(The relationship

Dowling (2001)

(Industry image)

(Country image)

(Zurich Insurance)

Australia”),

(Qantas- “The Spirit of

(Lufthansa-“German Airlines)



3
(Brand image)

83

(Country image)

Apple, Boeing, Coca-Cola, Disney, Ford, IBM, Kodak, McDonald’s, Xerox, Levi’s

266
potential sources for leverage)

Country Image

(A network of images: six

Industry Image

A

4 3

Company Image

v

A

A 4

Brand Image

. DOWIing, G. (2001) Corporate Reputations: Identity, Image, and Performance.
New York: Oxford University Press, p. 189.

4
(Company Image)

5
(Brand image)

(Industry Image)

Saah

(Company image)
Umbrella branding ~ Family branding
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BMW
BMW
Procter & Gamble Pantene Pro-V,
Head & Shoulders, Qil of Ulan
Consolidated Foods Corporation
Sara Lee Corp Sara Lee
6 (Brand image)
(Industry image)
Soft-drink

McDonald’s

(Country image characteristics)

Kotler ~ Gertner (2004)
(Stereotype)



85

Kotabe
Helsen (2004) (Country-
of-origin Stereotypes) 6
)
Nagashima (1970)
2)
- Renault,
, - Volkswagen - (Kotabe &Helsen, 2004; Solomon, 2004)
3)
Missha
4)

Shimp &Sharma (1987, as cited in Kotabe & Helsen,
2004)  Anderson &Cunningham (1972, as cited ~ Kotabe & Helsen, 2004)

Maheswaran (1994)

) (Cordell,
1992, as cited  Kotabe & Helsen, 2004)
6)

D (Hedonism)
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Solomon (2004)

(Country Equity)
(Agbonifoh & Elimimian, 1999, Cordell, 1993, Wang & Lamb, 1983 as cited  Kotler &
Gertner, 2004) 1 Made Germany, Made in Switzerland , Made in
Japan
Made in Myanmar ~ Made in Suriname
(Low country brand equity)
Seaton  Bennett (1996)
9
1) (Stereotype)
)
3)
4) (Word of
mouth)
(Korean wave)

2001 China International



Travel Mart (CITM)
2002 34%

2001 20%

Taipei International Travel Fair (ITF) 2002
40% (“FHallyu (Korean Wave) Tourist

Marketing,” 2005) 2.1

2.T:

87

Where do you usually get travel information from
when you choose the destination abroad?

40¢
35
30

E Mass media
B Travel guide book

2b

Number of votes

20 =3
15 s O Relatives/friends
[ Travel agency
10 M Others
15)
& CITM(2001) CITM(2002) ITF

- Hallyu (Korean Wave) Tourist Marketing. (2002). KOI€a National 10urism
Organization. Retrieved December 25, 2005, from
http:/fwww.knto.or kr/eng/hallyu/hallyuintro.html

(Seaton, 1994

as cited in Seaton & Bennett, 1996) Crocodile Dundee

Brave

heart  Rob Roy 1995 (


http://www.knto.or.kr/eng/hallyu/hallyuintro.html

88

42)

)

8)

1
9)
(Country Image Formation)
(Country/ Nation Image
Formation) (Destination Image Formation)
(Country/ Nation image formation)
(Proclamations) 1, ,

1 ,

(Kotler & Gertner, 2004)
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(multi-dimensionality) (Loroche et al., 2005)

Dowling (2001)
12 ( 2.8)

28 (Factors that shape a country’s
images)

Communication with people

Tourism advertising

\

AN
Brand Image < gy
Political and cultural
Sports stars and events leaders

Cultural exports Product advertising

who have visited the country.

/

Business Exports

Scientific achievement

Political alignment

: Dowling, G. (2001). Corporate Reputations: Identity, Image, and Performance.
New York: Oxford University Press, p. 198.

12 (Tourists),
(Tourism advertising) (Business exports),
(Scientific achievement), (Brand image),
(Sports stars and events), (Cultural exports),
(Product advertising), (Political and
cultural leaders), (Political alignment), (New stories)

(Communication with people who
have visited the country)
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Saab, lkea, Volvo

(Destination Image)

(Destination image formation)

Baloglu ~ McCleary (1999)

(Destination Image Formation) 2
1 (A
General Framework of Destination Image Formation)
(
29) 2
2.9; 1 Balogly  McCleary (1999)
(A General Framework of Destination Image
Formation)
Personal Factors Destination imaae Stimulus Factors
*%chjlffiwl + Perceptual/ * Information Sources
- Motiations Cognitive - Amount
- Persenally v Affective -Type
*Social . Global *Previous Experience
Age *Physical object

- Education
- Marital Status

- Others

- Adapted from Baloglu, ., & McCleary, K. (1999). A Model of Destination Image
Formation. annats of Tourism Research. 26(4), P. 870.



1

1

2 1) (Stimulus factors)

(Information source) (Type of information source)
(Type of information source), (Physical
object) (Previous experience)  2) (Personal
factors) (Characteristics)
(Psychological) (Social)
(Values), (Motivations)
(Personality)
, , (Stimulus factors)
(Personal object)

1) / (Cognitive/ Perceptual)

) (Affective)

3) (Global)

2 ( 2.10)  Baloglu  McCleary (1999)

(Path Model of
the Determinants of Tourism Destination Image Before Actual Visitation)

2 1
1) / (Perceptual/ Cognitive Evaluation)
(Quality of experience) ( , , ),
(Attractions) ( , , ),
(Value/Environment) , ,
2) (Affective Evaluation)

/ (Perceptuall
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Cognitive evaluation) (Affective evaluation) (21)
(Variety (amount) of Information) 1(2.2) (Type of
Information Source) ,
, , , .23 (Age), (Education),
(2.5) (Socio-psychological Travel Motivations)
5 (25.1) | (Relaxation/Escape)
, (25.2) /
(Excitement/Adventure), , (25.3) (Knowledge)
(25.4) (Social)
(2.5.5) (Prestige)
2.10 (Direct Effect)
(Indirect Effect)

Baloglu ~ McCleary (1999)
(Variety (amount) of Information) 1

(Type of Information Source),  (Age) (Education)
/ (Perceptual/Cognitive evaluations)
(Socio-psychological Travel
Motivations) (Affective evaluation)
/ (Perceptual/Cognitive evaluations)
(Affect) (Socio-psychological

Travel Motivations)
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2.10;
(Path Model of the Determinants of Tourism Destination Image Before Actual
Visitation)

Variety (amount) of
e T B e e e PP LT T
Information Sources \ :
i
I
Perceptual/Cognitive :
'
. 1
Type of Information Evaluelion \ ;
-
Sources
Overall Image
Age
—> ‘
|
1
Education
—>
Socio-psychological |/ __.-===7777
L e i
Travel Motivations

- Adapted from Baloglu, . &McCleary, K . (1999). A Model of Destination Image
Formation. Annals of Tourism Research 126(4), p. 871,

(Variety (amount) of Information) (Type of

Information Source) /
(Perceptual/Cognitive evaluations)

(Socio-psychological Travel Motivations)

(Variety
(amount) of Information) (Type of Information Source)
(Affective Evaluation)
(Socio-psychological Travel Motivations) /



(perceptual/cognitive evaluations)
(Literature review)

(Affective Evaluation) /
(Perceptual/cognitive evaluations)

/
(Perceptual/cognitive evaluations) (Overall image)

/ (Perceptual/cognitive evaluations)
(Variety (amount) of Information)
(Type of Information Source)

(Age) (Education)
(Stimulus factor) (Consumer characteristics)
(Multi-dimensional)
/ (Perceptual/cognitive evaluations)
1 (Word-of-mouth)
(Motivation factors) (Knowledge) (Prestige)
(Social motivation) /

(Excitement/adventure)

94

(Ahmed, 1991; Beerli & Martin,

2004a; Beerli  Martin, 2004b; Fakeye &Crompton, 1991, as cited in Ong &
Horbunluekit, 1997) Beerli  Martin



(Affective image)

(Tourist experience)

211

211
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(Overall image)
(Cognitive image)

(Diagram of the path model of relationship between

motivations and tourism experience and perceived image.)

Factors of Cognitive Image

Natural/ Cultural

Resources

Infranstructures

Atmosphere

Social setting/ Sun and beach

Environment

Tourist Experience Affective Image Overall Image
. _—_>
/ \
/
Knowledge Relaxation Entertainment Prestige
Motivations

. Adapted from Beerli, A, &Martin, J. . (2004a). Tourists’ characteristics and the

(Affective image)

perceived image of tourist destinations: a quantitative anaiysis-a case study of
Lanzarote, Spain. Tourism Management, 25 1p. 630.

(Factors of Cognitive image),
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(Tourist experience) (Motivations)
(Knowledge), (Relaxation),
(Entertainment) (Prestige)
(Factors of
Cognitive image) 5
(Natural/ cultural resources), (Infrastructure),
(Atmosphere), (Social
setting/ environment) ( and beach)

(Lanzarote, Canary
Islands, Spain) ,

)
2)
(Cognitive)
(Affective) 3)
(Cognitive) (Affective)
(Cognitive)
(Affective)

(Cognitive)

(Affective)
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(Country image effects)

(Anholt, 2004; Kotleretal., 2002) 1)

(Country of origin)

(Country of
origin effects)

(Extrinsic cues)

“‘made in..." (Harris, Garner-Earl,
Sprick &Carroll, 1994, Li &Wyer, 1994, Shimp, Samiee & Madden, 1993, as cited in
Kotler & Gertner, 2004)

(HOﬂg & wyer
., 1989)
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(Maheswaran, 1994)

, (Conjoint analysis)

(Garvin, 1987, as cited in Kotler & Gertner, 2004)

(Summary construct) (Han, 1989)

, 1 1 (Insch &McBride, 1998,  &0Cass,
2001, a$ cited in Kotler & Gertner, 2004; Lee & Ganesh, 1999)

(Bilkey &Neés, 1982, as cited in Kotler & Gertner, 2004)

(Tse &Lee, 1993)
Kotler ~ Gertner (2004)
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1) (Halo and Summary

Construct)  Han (1989)

) (A Flexible Model) ~ Knight ~ Calantone (2000)

3) Laroche et al. (2005)

1) (Halo and Summary
Construct)

(Halo Model) (Summary

Construct)

(Agarwal &Sikri, 1996; Balabanis, Mueller & Melewar 1
2002; Baloglu & McCleary, 1999; Knight & Calantone, 2000; Laroche et al., 2005; Lee &
Ganesh, 1999)

2.12. (Halo Model) ~ Han (1989)

Country Beliefs Brand

B1 B2 B3 B4 B5

: Han, ¢. M (1989). Country Image: Halo or Summary Construct?. Journal of
Marketing Research, 26(May), p. 224.

Attitude

Image

Han (1989)

Han (1989)



100

(Country Image) (direct effect)
(Beliefs)
(Attitude) ( 2.12)
( Bl)
( B2)
2.13: (Summary Construct) ~ Han (1989)

B1

B2

Brand
B3

Attitude

B4

B5

- Han, ¢. M. (1989). Country Image: Halo or Summary Construct?. Journal of
Marketing Research, 26(May), p. 224.

(Summary construct) ( 2.13)
(B1)
(B2) (B3)
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2) ' (A Single Flexible Model) , Knight Calantone
(2000)
Knight ~ Calantone (2000)
Han (1989)

2.14: (A Single Flexible Model)

Image ATT1

Atitudes <

ATT2

- Adapted from Knight, G. A., & Calantone, R J. (2000). A flexible model of
consumer country-of-origin perceptions A cross-cultural investigation. International
Marketing Review, 17(2), p. 13L.

Han (1989)

Knight ~ Calantone (2000)

Han (1989) Knight
Calantone (2000)
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(A €
©)
(Knight ~ Calantone, 2000)
(The proposed model) Han (1998)
(Single flexible model)
3) (The proposed model) Laroche et al. (2005)

Laroche et al. (2005)
Papadopoulos, Marshall -~ Heslop (1988, 1990 as cited

Laroche et al., 2005) Han (1989)
3 1) (Cogpnitive)
2) (Affective)
3) (Conation)
( ) 2.15

(Country image)
(Product beliefs) (Product evaluation)
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2.15:
Laroche et al. (2005)

Country

Beliefs

Product
People Country

Beliefs

Affect Image

Desired Product

Interaction Evaluation

. Laroche, M, Papadopoulos, N., Heslop L A, &Mourali, K (2005). The influence of
country image structure on consumer evaluations of foreign products. International
Marketing Review 122(1), p. 100.

Laroche et al. (2005) (Country Image)
(Product beliefs)
Knight ~ Calantone

(2000) Han (1989) 2
Laroche et a.
(2005)
(Product beliefs)
(Affective component)
(Product evaluation)
(Product beliefs)
(Cognitive component)

(Product evaluation) (Product beliefs)
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(Destination image effects)

(Clawson & Knetch, 1966, as cited in Chon, 1991)  Gunn
(1972 as cited in Chon, 1991)

7 1)
2) 3 4)
9) 6)
1)
(Country marketing)
Kotler et a.
(2002) (Place marketing) " ‘ "

Kotler et al. (2002)
(Place marketing target)
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Hong Kong Disney Park 2005 30% 50%
( MJT Towse
16 .. 2000 (as
cited in Kotler et al., 2002)
Kotler et al. (2002) 1)
(Visitors) , , |
2) (Residents and
employees) , ,
3) (Business and industry) ,
4) (Export markets)
(Place Marketing)  Kotler et al. (2002)
4
1) (Image marketing) 2) (Attraction
marketing) 3) (Infrastructure marketing) 4)
(People marketing)
1) (Image Marketing)



106

2) (Attraction marketing)

Pusan Exhibition & Convention Center

(PUEXCQ)
11
Hay Street
3) (Infrastructure marketing)
“The Customer Support
Center for Asia/Pacific market’ “Asia’s Internet Centent Provider”
4) (People marketing) 16
(Niccolo Machiavelli as cited in Kotler et al., 2002)
5
4.1) (Famous People) ,
( 2000)

(Winter love song)
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42) ' (Enthusiastic local leaders)
2000
43) (Competent people)
(Knowledge-
based economy)
4.4) (People with an entrepreneurial
profile)
45) (People who have moved to the place)

" (follow-me phenomenon)



3)
designing a place’s image?)
4)
communicating an image?)
Amazing Thailand,
Full house
5)
image?)
a positive out of a negative)

300,000

(Place image design)

108

(What determines a place’s image)
(Country Image formation)

(How can a place’s image be measured?)

1

(Familiarity-favorability measurement)

] !

(Semantic differential)

(What guidelines exist for

(What tools are available for

(Position)
(Visual Symbols)

(Slogan)

(How can a place correct a negative

(Marketing Icon)

(Making
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@) , ,
(Low cost per exposure)
2) (Direct Marketing) direct mail
(3) (Sales Promotion)
(4) (Public Relations)
(Highly credible)
(Indlirect)
(Dramatic)

() (Personal Selling)

£
(6)
(6.1) (Television)

“Home and Away" (as cited  Kotler et al., 2002)
(Autumn  my heart)
(Winter love song) (“Hallyu (Korean
Wave) Tourist Marketing,”2002)
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(6.2) (Song) ,

(6.3)  (Sports)

(destination’s positioning) World Cup

70% (“Hallyu (Korean Wave) Tourist Marketing,” 2002)
(6.4) (Novelty Icons)

Full house
Full house (“Hallo Hallyu,
Location: Full house,”2005)

Kotler et al. (2002) The Beach

(Country branding)

(Country marketing)
(Place marketing)
(Country branding)
“ (Brand)”
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brand equities)
(Equity)

, , , (Lassar et al.,
1995, as cited in Kotler & Gertner, 2004)

Nation Branding (Anholt, 2004; Cromwell, 2005; Srikatanyoo & Gnoth,
2002) Place Branding (Anhait, 2005; Placebrand.net, 2005) Country Branding
(Anhoit & Hildreth, 2005; Frost, 2004; Kotier & Gertner, 2004; Nworah, 2005;
Papadopoulos &Heslop, 2002; Placebrands.net; 2005)

Kotler

10 2002

Placebrands.net (2005)
Place Brand (Place development)
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(Value) C ,
( )
(Brand), (Communication),
(Leadership)
Shimp  Saeed (1993, as cited in Kotler & Gertner, 2004)
1 (Country Equity)”

(Porter, 1998)
(Nation Brand) ,

(Nation Brands Index)

Anholt (2005)
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2.16: (The Nation Brand Hexagon) © Simon Anholt
2002

Tourism Export

People Governance
Nation Brand
Investment and
Culture and Heritage Immigration

- Anholt, . (2005). How does the world see America? The Anholt-GM1 Nation
Brands Index-Executive Summary. Retrieved  December 12, 2005 from
http:/lwww.businessfordiplomaticaction.org/news/articles/inbi_es v3.pdf

Anholt (2005) ! '
6 ( 2.16)

6 Anholt (2005)

1) (Tourism)

) (Exports)


http://www.businessfordiplomaticaction.org/news/articles/nbi_es_v3.pdf

3) (Governance)

(Adjective)
4) (Investment and Immigration)
B to B (Business-to-business)

) (Culture and Heritage)

6) (People)

114
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(Attitude)
(Definitions of attitude),
(Attitude functions), (Characteristics of attitude),
(Components of attitude), (Formation of attitudes),

(Factors affecting attitudes), (Change in
attitudes), (Attitude change in
Consumer behavior) (Communication influencing
attitude) (Attitude measurement)

(Definitions of attitudes)

(Attitude) (Statt,
1997)

Kotler — Keller (2006) ,
, (Object)
(Idea) Zikmund
(1999)

Severin  Tankard (2001)
(Predisposition)

(Persuasion) Perloff (2003)



Perloff (2003)

” (Perloff, 2003, p. 37)

Wikipedia (“Attitude (psychology),”2006)

Miniard  Engel (2001)
Schiffman

(Learned)

Statt (1997)
(Stable)" '

(Long-lasting)”

(Attitude object)

(Personality)
(“Attitude (psychology),” 2006)

Aaker, Kumar  Day (2001)

Blackwell,
Kanuk (2004)
statt (1997)
100
(Predisposition to response)
( acertain way) (Stable)

(Long-lasting)

116
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(Learned)”

(Predisposition to respond)”
(Actual behavior)

(ina certain way)”

(Value) (Beliefs)
Perloff (2003) "
(Perloff, 2003, p. 37)

(Value)

111 n

(Maio &Olson, 1998, as cited in Perloff, 2003)
(Kluckhohn, 1951, as cited in Perloff, 2003)
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(Kahle, 1996; Rokeach, 1973, Schwartz, 1996,
as cited in Perloff, 2003)

(Perloff, 2003)

(Beliefs)

(Cognitive)

(Fishbein &Ajzen, 1975)

(Stereotype)

(Taliban)

(Goldberg, 2000, as cited in Perloff, 2003)
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)
(Descriptive beliefs)

Taliban (Prescriptive beliefs) ,

(Perloff, 2003)

(Attitude functions)

Daniel Katz
Katz (1960,
as cited in Assael, 2004) (Functional theory of attitude)
4 1) (Utilitarian) 2)
(Value expressive) 3) (Ego defensive) 4)
(Knowledge) Perloff (2003)
2 (Maio &Olson, 2000; Smith, Bruner, &White,
1956, as cited  Perloff, 2003) D) (Social adjustive)  6)
(Social identity) 1

1) (Utilitarian)
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(Perloff, 2003) (Operant conditioning)
2) (Value expressive)
(Self-image)
(Self concept)
Mercedes
3) (Ego-defensive)
4) (Knowledge) Perloff (2003)

Assael (2004)
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5) (Social adjustive)

6) (Social Identity)
(Shavitt, & Nelson, 2000, as cited  Perloff, 2003)

(Assael,
2004)

(Characteristics of attitude)

Perloff (2003) 3 1)
2) 3)

1. (Attitudes are learned)
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Eagly  Chaiken
(1998, as cited in Perloff, 2003)
( )

2. (Attutides are
global, typically emotional evaluations)

Eagly ~ Chiken
(1998, as cited in Perloff, 2003)

(Dillard, 1993, Zanna & Rempel, 1988 as cited in Perloff,
2003)

3 (Attitudes influence thought and
action) :
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Muzafer Shérif

" (Shérif, 1967)

(Components of attitudes)
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2
3 (Tripartite View of Attitude) 1)
(Cognitive Component
Beliefs), 2) (Affective Component Feeling)  3)
(Conative Component Intentions ~ Behaviors)

( idimensionalist View of Attitude)

(Affect) 3
3 (Tripartite View of Attitude)
" 3
(affective), (cognitive) (Conation)
2.17 . (Attitude components)
------- Cognitive component - Belief

Attitude = Affective component  ——— Fee“ng

Conative component Intention

: Statt, D. A. (1997). Understanding the Consumer: A Psychological Approach.
Houndmills, Basingstoke, Flampshire : Macmillan Press, p. 194,

3 (Aaker et al., 2001 ; Arnould, Price & Zinkhan,2005; Assael,
2004; Chisnall, 1995; Eagly & Chaiken, 1993; Neal, Quester & Hawkins, 2001; Schiffman
& Kanuk, 2004; Solomon, 2004; statt, 1997)
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(Assael,

2004) ( 2.17)

(Cognitive component

Beliefs)

(Affective component

Feeling)
(Conative component
Intentions Behaviors)
( idimensionalist View of Attitude)
Lutz (1991)
(Affect)
(Beliefs/ Cognition) (Intention)
(Behavior) ( 2.18)
(Beliefs) (Affect) (Conation)
Morris, Woo, Geason Kim (2002)
(Cognitive), (Affective)
(Conative)
(Cognition) (Fishbein &
Middlestadt, 1995) (Cogpnition) (Affective)

(Greenwald & Leavitt, 1984; Tsai, 1985 as cited in Morris et al., 2002)
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(Allen, Machleit, & Kleine,
1992, Machleit & Wilson, 1983 as cited in Morris et al., 2002)

Morris et al. (2002)

(Cognition) (Conative)
(Action) (Cognition) (Affect)

Morris étal.

(2002)

2.18: ( idimensionalist View
of Attitude)
Beliefs Attitude Intentions Behavior
(Cognition) (Affect) (Conation) (Conation)

» Lutz, R J. (1991). The role of attitude theory in marketing.  H. H. Kassarjian & T. .
Robertson. (Eds.). Perspectives in consumer behavior (4th ed.) (p. 317-339).
Englewood Cliffs, NJ: Prentice Hall, p. 320.

(Hierarchy of effects) (Assael, 2004; Solomon, 2004)

L (A High-involvement hierarchy The
Standard Learning Hierarchy)

2. (A Low-involvement hierarchy)

3. (An experiential hierarchy)



2.19:

High-involvement Hierarchy/ standard Learing Hierarchy:

— —> Behavior

2 o a & < o o
Low-Involvement Hierarchy: 81ALUUULLLAIHNENEINURAN

Behavior —>

Experiential Hierarchy:

Behavior |—»

121

Attitude:
based on cognitive

information processing

Attitude:
based on behavioral
learning processes.

Attitude:
based on hedonic

consumption.

» Solomon, M. R (2004). Consumer hehavior: buying, having and being (6th ed.).

Upper Saddle River, NJ: Pearson Prentice Hall, p. 227.

( 2.19)
(High-involvement hierarchy)
(Beliefs)
purchase-specific processing)
(Behavior)
involvement hierarchy)
(Beliefs) 1

purchase-specific processing)

(Affect)

(Active,
(Affect)

(Low-

(Passive,
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(An experiential hierarchy)

(Multiattribute Attitude Models)

(Neal étal., 2001; Solomon, 2004)

(Multiattribute model) 3
L (Attributes)
2. (Beliefs) (Attributes)
3 (Importance weights)
Fishbein

(Solomon, 2004)
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Aijk spijk Tk
1-=1
A= (k) | J
e
k = k
= k
= J
i - : |
(Multiattribute)

(Cognitive companent)

(Neal et al., 2004)
(Formation of attitudes)

(Self-perception
theory) (Social judgment theory)

(Self-perception theory)

Bem (1972)

(Low-involvement hierarchy)
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(Social judgment theory)

(Social judgment theory)
(Shérif & Hovland, 1961)

(Factors affecting attitudes)

Assael (2004)

4
1) (Family Influences)
2) (Peer-Group Influences)
Arndt (1967, as cited in Assael, 2004)
3) (Information and Experience)
(
)
4) (Personality) : :

Chisnall (1995)
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1) (Information exposure)  Chisnall (1995)
(Cognitive content)
(Information exposure) (Mass
media)
The Times The
Economist
2) (Group membership)
(Group membership)
( = )
( )
(Membership groups) (Aspirant
groups)
1
(Household brand names)
3) (Environment) (Environment)
Newcomb
(1943, as cited in Chisnall, 1995) (Bennington College)

1935-1939
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(Liberal attitudes)

(Progressively more liberal)

4) (Want satisfaction) Chisnall (1995)
(Want satisfaction)

(Change in attitude)

4 1)
(Learning theory) 2) (Balance theory) 3)
(Reasoned Action Model) 4)
(elaboration likelihood model)
1) (Learning Theory Approach)
2 1) (Instrumental
learning Operantlearning) 2) 1 (Conditioned learning)

(Severin & Tankard, 2001)

1) (Instrumental learning Operant learning)
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2) (Conditioned learning)

(Unconditioned stimulus)
(Stimulus conditioned)

(Unconditioned stimulus)

Severin -~ Tankard (2001)

Ipana 1Qantas Pepsi

2) (Balance theory)

(Cognitive consistency)

(Heider, 1958, as cited
inAmould et al., 2005)  Heider (1958, as cited in Arnould et al., 2005)
3 P
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(Person) , 0 (Attitude object) X

2.20)

2.20: Heider (Schematic Representation of
Heider's (1946) Balance Theory)

0 The attitude object

The Person P

X
Arelated object, Person, Attribue, or
Consequence
. Lutz, R J. (1991). The role of attitude theory in marketing . Kassarjian, H. H., &
Robertson, T. . (Eds.), Perspectives in consumer behavior (4th ed., pp, 317-339).
Englewood Cliffs, NJ: Prentice Hall, p. 321.

221)
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221
(Four possible balanced configurations)

O 0 0 0
+ s 2 -
P + P - P + P -
+ - 3 +
X X X X
: Lutz, R J. (1991). The role of attitude theory in marketing .~ Kassarjian, H H., &

Robertson, T. . (Eds.), Perspectives in consumer behavior (4th ed.) (p. 317-339).
Englewood Cliffs, NJ: Prentice Hall, p. 322.

(
3 ?) )
) )
) ®)
)
4
®) 9
P X (
2.21) P (0)
) X
) p
) ) )
@ )
P 0 (
2) ® )
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(X) (P)
(0) (0) t
(P) W
, 0 X (
2.21) P
(0) (0) N
X (°)
(0) X
(P)
(P)
(P)
X (P) (0)
(P) W
(P) o (P) (0)
3) (Reasoned Action Model)

Fishbein ~ Ajzen (1980 as cited in Taylor, Peplau,
& Sears, 2006)
(Conscious
intentions)
2.22

(Behavioral intentions)
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(The expectancy-value framework)

2.22. (The Reasoned Action Model)

Evaluations of behavior’s

outcomes

X —»

Attitude toward

the behavior

Likelihood of each outcome

Behavioral Behavior

intention

Approval of behavior by

significant others

Subjective social
X —>

norms

Motivation to comply with others’

wishes

. Fishbein. Taylor, . E., Peplau, L. A., & Sears, . 0. (2006). Social psychology.
(12th ed.). Upper Saddle River, NJ : Pearson Education International, p. 147.



4)

(Elaboration likelihood model)

Elaboration likelihood

Elaboration

Elaboration

Likelihood

ELM (Elaboration Likelihood Model)

2.23)

(Central route)

(Central route)

138

(Perloff, 2003)

(Route)

(Peripheral route) (

(Perloff, 2003)



2.23

(Elaboration likelihood model)

Persuasive communication |

A

Yes

Motivated to process?
(Personal involvement, need for

cognition, etc.)

y

Yes

Ability to process?
(Direction, repetition,

knowledge, etc.)

No

et

No unpredictive of behavior.

\

CER!PHERAL ATTITUDE SHIFT

Changed attitude is relatively temporary,

susceptible to counterpersuasion, and

%, /

IS A PERIPHERAL PROCESS OPERATING?

Yes

What is the nature of the processing?

(Argument quality, initial attitude, etc.)

More favorable More unfavorable
thoughts than thoughts than
before? before?

Yes v Yes

Is there a change in cognitive
structure? Thought rehearsal,

reflection time. Etc.

v

(Expertise of cource, souce attractiveness, use 47

of heuristics, etc.)

No

A

No RETAIN INITIAL ATTITUDE

Attitude does not change from previous

position.

No

Yes‘ Favorable)

: Yes (Unfavorable)

ﬁENTRAL

POSITIVE
ATTITUDE
CHANGE

Change attitude is relatively
enduring, resistant to

counterpersuasion, and predictive

P

NEGATIVE
ATTITUDE
CHANGE

/

\ofbehavior.

: The Elaboration Likelihood Model of Persuasion (Reprinted and adapted with
permission from Petty and Wegener, 1999) Perloff,, R. M. (2003). The Dynamics of
Persuasion: Communication and Attitudes in the 21st Century. (2nd ed.). Mahwah. NJ:
Lawrence Erlbaum. p. 131
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(Peripheral route)

(Perloff, 2003)

(Cognitive misers) (Taylor, 1981 as cited in Perloff
2003)

(Motivation)
(Ability)



(Elaboration likelihood model: ELM)

2 1) 2)
( 2.23)
1) (Motivation to process)
(Involvement), (Other motivational factors)

(Personality characteristic) (Perloff, 2003)

(Involvement)

(Other motivational factors)

141



142

(Boninger et al., 1990 as
cited in Perloff, 2003)

(Leippe &
Elkin, 1987, Nienhuis, Manstead, & Spears, 2001, as cited in Perloff, 2003)

" (The need for cognition)

(Capioppo & Petty, 1982, p. 120-121 as cited in
Perloff, 2003)

(Central processing) (Peripheral processing)

) (bt

(Wood et al., 1995 as cited in Perloff, 2003)

(Attitude change in
consumer behavior)

Assael (2004)

L
(Beliefs are easier to change than desire benefits)
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(Desired henefits)

(Lutz, 1975, as cited in Assael, 2004)
2. (Low-involvement)
(Attitudes are easier to change when there is a low level of involvement)
(Not committed to the brand)

(Assael, 2004)
3. (Weak attitudes
are easier to change than strong ones)

4,
(Attitudes held by consumers who have less confidence in their brand evaluations are
easier to change)
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b, (Attitudes are easier to

change when they are based on ambiguous information)

1

(Printer)

(Lipstein, 1968, as cited in Assael, 2004)

(Communication influencing attitude)

Hovland (1953)

1) (Communicator; who says it), 2) (What is
said)  3) (to whom itis said) 1
1) (Communicator: who says it)

(Krech, David, Crutchfield, and Ballachey, 1962 as cited in Chisnall, 1995)

(Chisnall, 1995) * (Credibility of
communication)
Hovland W eiss (1950, as cited  Chisnall, 1995)

Hovland (1951, as cited in Chisnall, 1995)
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“Sleeper effect”

(Credibility)
(Social attractiveness)
(Likability), (Similar to message recipients)

(Physically appealing)
(Likability)
(Perloff, 2003)

(Similarity)

(Kalichman & Coley, 1995, as cited in Perloff,
2003)
(Physical attractiveness)
Chaiken (1979)

2) (What is said)
Hovland, Janis Kelly (1953)

2.1) (Motivating appeal)
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(Hawkins, Best, & Coney, 2004)
(Fear appeals)

(Humorous appeals)

(Emotional appeal)

2.2) (Organization of persuasive
arguments)
3) (Towhom it is said)
(Hovland et al., 1953) 2
3.1) (Group conformity motives)

'(Group norm)

3.2) (Individual personality factors)
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(Attitude Measurement)

Aaker et al. (2001)

(Psychological constructs)

(Intangible)
(
92)
(Multiple-item scales)
(Abstract constructs) Likert scale

Semantic-differential scales
Aaker et al. (2001)
(Multiple-item scale) 1

1 ) (Determine clearly what it is that you

want to measure)

2) (Generate as many items as possible)
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3) (Ask experts to evaluate the

initial pool of items)

(Validation)

4) (Determine the type of attitudinal scale
to be used) Likert, Semantic-differential scale

Aaker et al. (2001)
(Affect or liking)
Semantic Differential
(Multiple Choices Itemized Category)

5) (Include validation items in the scale)

6) (Administer the items to an initial
sample)

7) (Evaluate and refine the items of the
scale)

(Correlation)

8) (Optimize scale length)
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