(Offensive advertising)

(Attitude)

(Offensive advertising)

(Definition of offensive advertising),

(Causes of offensiveness)

(Effects of offensive advertising)




(Definition of offensive

advertising)

Webster's New Collegiate Dictionary (1976, as cited in Barnes & Dotson, 1990)
" (Offensive)
(Displeasure) ,
(Resentment) (Negative feeling)

Advertising standard Authority (ASA) (2005)

(Offensive advertising)

(Widespread)

(Sex),
(Race), (Religion), (Sexuality) (Disability)
(Where the ad appear), (Audience),

(Product) (Acceptable)

(2549)

| (throvo;dng), (Displeasure)
mpatience

(2545)

(Controversial advertising) (Waller, 1999),
(Annoying) (Bauer & Greyser, 1968, as cited in Barnes & Dotson, 1990)
(Irritating) (Aaker & Bruzzone, 1985) Barnes Dotson (1990)
(Offensive)

(Bad), (Ugly), (Obscene)



ASA (2002, , 2548)

| (Offensive) 2
(Emotional offence)

(Passive)

(Rational offence)

(Misleading)

(Ad avoidance),

(Boycott)

(Causes of offensiveness)

(Product) (Execution)
2

Barnes Dotson (1990)
2
(Product)

(Execution)

Fam Waller (2003)

(Offensive)



Barnes (1988, as cited in Barnes & Dotson, 1990)
(Offensive advertising)
2

(Product) ,

(Creative execution)

McDonald Budweiser
(Demographic),
(Geographic), (Media) (Company activity)
Prendergast a (2003)
(Appeal) (Manner)
Aaker Bruzzone (1985)
(Irritation) 524
Phau Prendergast (2001, as cited in Prendergast & Hwa,
2003) (Demographics) (Gender)
(Education)
Prendergast (2002)
(Execution) (Message)

(Selection of media)



Waller (1999)
(Controversial) ,
(Selection of media)

Christy (2006)

( 2.1)

(2548)

(Experimental research)

(Degree of offensiveness)

(Attitude toward the ad)

(Advertising avoidance)

(Degree of offensiveness)

(Attitude toward the ad)

( , , 2548)



2.1

OFFENSIVE ADVERTISING LITERATURE

Advertised Product

Chot-Hnes - Phaua Prendergost

Heath Rhk Products-Shoo AHi
(«
Personil Product) - tame) A Dotson

Racially Focused Products - tames
k Dotson [1990%; Wafer (9}

Sexual Diseases- Shoo A Hi (199*1;
Phou 1 Prendergost (2001)

Undergorm eats-tames & Dotson
(19901

Execution Medium

Ann-Social tehavtor - Christy (2002}

Derogatory Depletions - UsMon (1985);Christy
(2002

Direct M ail - Advertsing Standards
Authority [2002]

Expletive language - Adverting Standards
Authority (20001; Christy (2002)

FearAppeals - U*vjon[lI9S5): Treis* Weigold,
Coma k Garrison (199*}; phau k Prendergast

Personal Subject Matter-Phau k
Prendergast (2001}
Relgkxis E«Terences - Christy (2002)
Sexual Appeal) / Nudity » Johnson A
0 (1978); IoiDijr k Henthome
( *);Treisé Wetgdd, Coma AGarrison
( *); Dudey (1999}; Phau k Prendergost

Internet - Adverting Standards Authority
(2002)

Outdoor Pasters - Advertising Standcxds
Authority (2002)

Television
Too/epeSkxs -M ttd (1994]

}
poor taste -Atwilt k Prabhacer (1992];

Mttd @ *)
Irsdts intetSgence - Mttd ( *!
WtotSngand annoying-MHd (I *}
hetevmt- AlvrB 4 Prabhaitar (1992};

OrKeptme Alvritt 4 ftabhdcer (1992)

(2001j; Christy [2002}
Violence - lavrsen (19851 Christy (2002}

Audience Demography

Country of Origin - O'Donohoe

High Education -Mritd ( *)
High Income - Alwin 4
Prabhalcer(t992)
Middle-aged - WiaWi(  *):
Shavitt. lovrrey, 4 Horriner (1998)
Rellgb us At®lotion - Advertising
Stondords Authority (2002)
Wome - Lafour4 Henthome
@ *}Wdsh( *); ha
loivrey, 4 Hasfrier (1998}

: Christy, T. p. (2006). Females’ perceptions of offensive advertising: The

importance of values, expectations, and control. Journal of Current Issues and

Research in Advertising, 28(2), 15-32.

13



14

( 21)
4 (1)
(Product) (2) (Execution) (3)  (Media)  (4)
(Demographic)
Alwitt ~ Prabhaker (1994, as cited in Christy, 2006)

3
2.1 (Causes of offensiveness)
Product Execution Media Demographic others
Barnes & Dotson v

(1990)

Barnes (1988)
Aaker & Bruzzone
(1985)

Fam & Waller (2003)

Prendergast & Hwa Geographic
(2003)

Prendergast, Ho &
Phau (2002)

Phau & Prendergast

(2001)

< < < <
<O <u <l =SEs
-

W aller (1999) V Company activity,
nature of industry,
Marketing

environment

ASA (2005) V

(2545) y

Christy (2006)

<<
<<
n

(2548)



(Definition of offensive product)

Wilson  West (1981) “ ” (Unmentionable)
, (Delicacy),
(Decency), (Morality)
(Distaste), (Disgust), (Offensive)
(Outrage)
Wilson  West (1981) “ ”
2 (Unpalatable)
(Pornography), (Prostitution), (Armaments)
(Reluctant)
(Personal hygiene products), (Burial arrangements),

(Death-related services)
(Types of medical treatment or supplies)

Katsanis (1994) Prendergast Hwa (2003)

(Unmentionable products)

(Offensive), (Embarrassing), (Harmful),
(Social unacceptable) (Controversial)
Fam (2004) (Controversial
products)
(Unmentionables), (Socially sensitive product),

(Decent product)

(Controversial product)
(Example of offensive product)

Wilson  West (1981) :



(Product) (Personal
hygiene products), (Birth control products),

(Drug for terminal illnesses)

(Services) (Abortion),
(Vasectomy and sterilization), (Venereal disease

treatment), (Treatment for mental illness),

(Material preparation for death) (Funeral arrangements)

(Wills), (Artificial insemination)
(Concepts) (Extreme
political ideas), (Emotional preparation for
death), (Unconventional sexual activities),
(Racial or religious prejudice), (Terrorism)
Barnes Dotson (1990)
21
9
3
(Condom), (Female hygiene product)
(Tampon) (Insurance),
(Children’s fund) (Water pik)
40
40
Triff, Benningfield, ~ Murphy (1987, as cited in Waller, 1999)
3 (1)

2) (3)
Shao (1993, as cited in Waller, 1999)

(Sensitive product)
(Controversial)



i

(Cigarette), (Alcohol),
(Condom), (Female hygiene product),
(Female undergarment), (Male undergarment),
(Sexual disease) (Pharmaceutical good)
Fahy, Smart, Pride, Ferrell (1995, as cited in Waller, 1999)
(Sensitive product) 3 ,

Waller (1999)

(Racially extremist groups), (Religious denominations)

Fam W aller (2003)

(Offensive) (Controversial product)

- (Gender/Sex related product) ,

- (Social/Political group)

’ 1

- (Health & care product) ,

- (Addictive product) , )



Katsanis (1994)

(Unmentionable product)

(Focus group) 10
(Cigarette), (Rum), (Foot deodorant), (Acne
treatment), (Jock itch treatment), (Condom),
(Fur coat), (Hunting rifles), (Vaginal yeast

infection cream)

(Weight loss program)

(Controversial/Harmful and public) ,

Prendergast

(Chat-line service),

(Gambling)

(Beneficial and private)

(Beneficial and public)

(2002)
200
3

(Funeral service)



(Hair replacement product), (Pharmaceutical)

(Alcohol)
Prendergast Hwa (2003)
(Offensive advertising)
40
40
Prendergast (2002)
Rehman Brooks (1987)
(Controversial product) ,
, (Medication for constipation),
(Medication for hemorrhoid), (Medication for insomnia),
(Medication for nervous tension), (Medication for
urinary infection) (Checkups for VD)
(2548)
(Pre-test) 30



(Offensive product or service)

Barnes Dotson (1990); Fam Waller (2003); Fam
(2004); Katsanis (1994); Prendergast Hwa (2003); Prendergast
(2002); Rehman Brooks (1987); Shao (1993, as cited in Waller, 1999); Waller
(1999); Wilson West (1981) ( 2.2)
2.2

1. 2.

3. 4.

5. 6.

7. 8.

9. 10.

11. 12.

13. / 14.

15. 16.

17. 18.

19. 20.

21. 22.

23. 24.

25. 26.

27. 28.

29. 30.

31. 32.

33. 34.

35. 36.

37. 38.

39. 40.

41. 42.

43, 44,

45. 46.

47. 48.



(Offensive execution)

Advertising standard Authority (ASA) (2002)
(Non-broadcast advertising)
2,082
(Sensitive)
(Traditionally) (Sexual image), (Violence)
(Bad language)
(Vulnerable group)
Prendergast (2002)
(Sexist),
(Indecent language) (Nudity)
(Sexual

connotation)

Waller (2004)

(Racist image),

(Violence)
(Nudity),
(Health & safety issue)
behavior)
Fam Waller (2003)

(Offensive)

(Racist image),

(Cultural insensitivity)

(Sexist image)

(Anti-social

(Controversial product)

(Sexist



2

image), (Nudity), (Subject
too personal), (Anti-social behavior)

(Indecent language)

Aaker Bruzzone (1985)

(Irritation in advertising)

- (Contrived), (Phony),
(Unbelievable) (Overdramatized)

(Threatened)
(Physical discomfort)
- (Unattractive)
(Unsympathetic)
- (Suggestive)

(Poor execution)

Prendergast Hwa (2003)

(Offensive advertising)



(Nudity)
(Indecent language)
(Cultural insensitivity),

connotation)

Waller (1999)

(Respondent)
(Racist),
(Sexist),

(Indecent language)

23

(Sexist attitude)

(Sexual

(Evoking unnecessary fear)

(Anti-social behavior),
(Subject too personal),

(Nudity)

waish (1994, as cited in Christy, 2006)

(Sexual imagery)
35-55
(Tasteless)

2006)

35-54 40%

Shavitt, Lowrey,

Haefner (1998, as cited in Christy,
51%
18-34

(Content)

(Target group)

(2545)

(Female stereotypes)



(Violence)

(2548)

24

(People with disabilities)

(Anti-social behavior)

(Sex appeal)

(Media)

(Print ad)

(Non-offensive execution)



(Offensive execution)

Advertising standard Authority (2002); Fam W aller (2003);
Prendergast Hwa (2003); Prendergast (2002); Waller (1999); Waller
(2004); (2545); ' (2548) ( 2.3)
2.3

1 2.
3 4.
5 6.
7 8.
9 10.
11. 12.
13. , 14.
15.

Waller (1999)

(Controversial product/servicel/idea)

Prendergast Hwa (2003)
(Matter) (Manner)
Barnes Dotson (1990)

(Execution)

Christy (2006)

(Violent image),

(Anti-abortion message) (Humor)



(Visual component)

(Message)

(Offensive advertising in media)

(Execution)
(Non-traditional
communication channels) (Christy, 2006)

Advertising Standard Authority (ASA) (2002)

(Non-broadcast advertising)

(Poster or billboard), (Direct mail), (Newspaper),
(Magazine), (Internet), (Sales promotion)
(Cinema) 20%
Prendergast (2002)
(Cable television), (Men'’s
magazine) (Women’s magazine)

Mittal (1994)
203
48% , 29%
23%
Mittal (1994)
(58%-78%)
(Attribute)

(8%-15%) (Deceptive), (Irritating)

26



(Annoying)

(Informative)

50%
, 28%
(Indifferent) 47%
(Unwelcome), 64% 47%

(Content)

(Mittal, 1994)

Christy (2006)

(Irritating) (Annoying) .
(Ubiquitous)
2
(Reach)
(Stereotypical images)
(Minority)
(2545) ,
3 (Survey)

16-45

400



36-45

12

5,000

16-25

28



(Effects of offensive advertising)

Aaker Bruzzone (1985)

(Silly), (Phony)

(Lesser extent), (Less appealing) (Less informative)

(Attitude toward ad) Burke
Edell (1989, as cited in Barnes & Dotson, 1990)
(Evaluation)

(Advertising) (Brand)

! (Product)

Waller (1999)
(Offensive advertising)
(Product) (Execution)
(Offensive)

(Drop in sales), (Boycotting of the product)

(Agency)

Fam Waller (2003)

(Controversial advertising)
(Negative publicity),
(Advertising regulatory), (Falling sale)
(Boycotts)

Ford, LaTour, Honeycutt (1997)

(Company image)

(Purchase intention) 4 ) )

(Uneasy)

(Negative impression)

29
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(Offensive advertisement)

Phau Prendergast (2001, as cited in Prendergast & Hwa, 2003)

(Offensive advertising)

! (Controversial

advertising)

(Waller, 2003, as cited in Waller, 2004)
Aaker Bruzzone (1985)
(Irritating advertisements)
(1)
(2)

(Brand familiarity) (3)

(2548)
(Advertising

avoidance) ,

Speck Elliott (1997)

(Content preference), (Processing habit)



(Attitude toward advertising)

Speck Elliott (1997)
(
2.2) 4
2.2
Demographic
variables
Media-related \ X
Avoidance behaviors
variables b s
- Eliminating ads
- Ignoring ads
Advertisin 5
9 - Flipping past ads
perceptions
Communication
problems
: Speck, P. ., & Elliott, M. T. (1997). Predictors of advertising avoidance in print

and broadcast media. Journal of Advertising, 26(3), 61-76.

- (Demographic characteristic)

(Leaving the room),
(Taking their eyes off the screen)
(lgnoring)

(Zapping)



32

1

(Danaher, 1995; Heeter & Greenberg, 1985; Krugman, Cameron &
White, 1995; Zufryden, Pedrick & Sankaralingam, 1993, as cited in Speck &
Elliott, 1997) Heeter Cohen (1988, as cited in Speck & Elliott, 1997)

(Newspaper Advertising Bureau, 1973, as cited in Speck & Elliott,
1997)
(Magazine publishers of America, 1991, as cited in
Speck & Elliott, 1997)
(Media-related variables)
3 (Exposure to a medium),
(Attitude toward a medium) (Breadth
within medium)

(Clancey, 1994)

(Ferguson & Perse, 1993; Wenner &

Dennehy, 1993, as cited in Speck & Elliott, 1997)

(Abernethy, 1991b; Ferguson
& Perse, 1993; Heeter & Cohen, 1988; Heeter & Greenberg, 1985, as cited
in Speck & Elliott, 1997)

(Perception about advertising)

(Belief) (Perception)
Lee
Lumpkin (1992, as cited in Speck & Elliott, 1997)
(Zipping) (Zapping)
(Useful),

(Interesting) (Annoying)



(Print media)
(Broadcast media) (Haller,

1974; Somasundaran & Light, 1991, as cited in Speck & Elliott, 1997)

(Offensive) (Annoying)
(Communication problems related to

advertising)

Speck Elliott (1997)
3
(Eliminating advertising)
(Wenner & Dennehy, 1993, as cited in Speck & Elliott,
1997)

(Discard)

(Ignoring advertising)

(Flipping past advertising)



(Television)
(lgnoring), (Leaving the room) }

(Switching channel)

7%
53% (Moriarty,
1991, as cited in Speck & Elliott, 1997)
(Zapping) (Danaher,
1995; Eastman & Newton, 1995; Kaplan, 1985; Yorke & Kitchen, 1985, as

cited in Speck & Elliott, 1997)

(Radio) ,
(lgnoring) (Switching station)
, Heeter Cohen (1988, as cited in Speck &
Elliott, 1997)

Abemethy (1991a, as cited in Speck & Elloitt, 1997)

(Newspaper)
(lgnoring), (Turning the
page) (Setting aside an advertising
section) (Newspaper

association of America, 1995, as cited in Speck & Elliott, 1997)
57%
(Magazine)
(lgnoring), (Turning the page)
(Discarding a promotional insert)
(Magazine publishers of
America, 1991, as cited in Speck & Elliott, 1997)

(55%) (46%)



Speck

(Uninteresting),
(Unuseful)

(Search hindrance)

Elliott (1997)

(Unbelievable)

(2545)

(16-45 )
16-25

36-45

1 ta'vnoos



15,001-30,000

30,000




(Attitude toward advertising)

(Attitude)

(Allport, 1935, as cited in Assael, 2004)

(Schiffman & Kanuk, 2004)

Hawkins, Best, Coney (2004)

Hoyer Maclnnis (2001)

East (1997)

(Mood) (Thought)

37



Mowen Minor (1998)

, (Beliefs)

(Affective responses)

Lutz (1991)
4
- (Attitudes are learned)

(Information)
(Direct experience)
2
(Advertising), (Personal selling),

(Product sampling)

(Attitudes are predispositions to respond)

(Internal reaction)

- (Consistently

favorable or unfavorable responses)

Shérif Shérif (1967, as

cited in , 2544)



- (Attitude objects)

Blythe (1997)

(Instinctive)

- (Predisposition)

(Direction) (Intensity)

(Neutral)

Assael (2004)

- (Family influences)

(Neutral)

39



(Shiftman & Kanuk,
2004)

- (Peer-group influences)

Katz
Lazarsfeld (1955, as cited in Assael, 2004)
- (Information and experience)
Shiftman Kanuk (2004)
- (Personality)
Katz (1960, as cited in Assael, 2004)
(Functions of attitudes)
4

- (Utilitarian function)



Solomon (2007)

(Reward)

(Punishment)

(Value-expressive function)
(Self-image)
(High-involvement product)
(Benefit)

(Solomon, 2007)

- (Ego-defensive function)

- (Knowledge function)

(Katz, 1960, as cited in Assael, 2004)

(Solomon, 2007)

41



2.3)

(Assael, 2004; Hawkins et al., 2004; Schiffman & Kanuk, 2004)

3 (Tricomponent attitude model) (

2.3 3 (Tricomponent attitude model)

Schiffman, L. G., & Kanuk, L. L. (2004). Consumer behavior (8th ed.). NJ:

Prentice Hall, p. 256.

- (Cognitive component)

- (Affective component)

42



- (Conative/Behavioral component)

(Intention)

Hawkins (2004) 3

( 2.4)

2.4 (Attitude component

consistency)

Affective component
(feeling)

Overall

Cognitive component

(beliefs) attitude

Behavioral component

(response tendencies)

Hawkins, . I, Best, R. J., & Coney, K. A. (2004). Consumer behavior: building

marketing strategy (9th ed.). Boston, MA: McGraw-Hill, p. 392.

(Hawkins et al.,, 2004)



(The idimentionalist view of attitude)
(Affective component)
Assael (2004) 3

(Brand evaluation)

( 2.5)
2.5 (The Unidimentionalist
view of attitude)
Beliefs Attitude Intentions Behaviors
(Cognition) (Affect) (Conation) (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 Cliffs,

NJ: Prentice Hall, p. 320.

Lutz (1991)

3
(Cognitive component) (Conative/
Behavior component)
(Belief)
(Antecedent) (Intention to buy)
(Consequence) (Behavior)

(Fisbein & Ajzen, 1975, as cited in Lutz, 1991)
3 (Tricomponent attitude

model) )

(Hierarchy of effects)

Assael



(2004) Solomon (2007) 3 High-involvement
hierarchy/standard learning hierarchy, Low-involvement hierarchy Experiential

hierarchy ( 2.6)

2.6 (Hierarchy of effects)

Standard Learning Hierarchy: ATTITUDE

Behavior

Based on

cognitive

Y

information

processes

Low-Involvement Hierarchy: ATTITUDE

Based on

Behavior behavioral
learning

processes

Experiential Hierarchy: ATTITUDE

Based on
Behavior hedonic

consumption

Solomon, M. R. (2007). Consumer behavior: buying, having, and being (7th ed.).

Upper Saddle River, NJ: Pearson Prentice Hall, p. 238.

- High-involvement hierarchy/standard learning hierarchy

(Belief)

(Affect)

(Behavior)



- Low-involvement hierarchy

High-involvement hierarchy/standard learning hierarchy

- Experiential hierarchy

3 Mowen Minor
(1998) Behavioral influence

hierarchy

( 2.7)



2.7 Behavioral influence hierarchy

Behavioral influence Hierarchy:
ATTITUDE
Based on
Behavior @ Affect Sl
environmental

Adapted from Solomon, M. R. (2007). Consumer behavior: buying, having, and

being (7th ed.). Upper Saddle River, NJ: Pearson Prentice Hall, p. 238.

(Multiattribute model), (Theory of
reasoned action), Heider (Heider’'s Balance Theory)

(Theory of cognitive dissonance) N

(Multiattribute model)

Fishbein (1963, as cited in Assael, 2004)
(Multiattn'bute model)

(Belief) (Attitude)

(Attribute) (Benefit)

( 2.8)
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(Evaluation of product attributes)

(Brand beliefs)

(Overall brand evaluations)

Fishbein
(Brand evaluation) (Intended) (Actual

behavior)

2.8 (Multiattribute model)

Evaluation of product

attributes

Brand beliefs

Overall brand

evaluations

Intention to buy

Behavior

: Assael, H. (2004). Consumer behavior: A strategie approach. Boston, MA:

Houghton Mifflin, p. 225.



»1 (Theory of reasoned action)

(Multiattribute model)

Rolls-Royce

Rolls-Royce

Fishbein (1963, as cited in Assael, 2004) (Theory

of reasoned action)

1 (Attitude toward behavior)
(Attitude toward brand)

(Satisfaction)

( 2.9)

Fishbein (1963, as cited in Assael, 2004)

(Subjective norm) 2

(Normative belief) , )

(Motivation to comply)

(Theory of reasoned action)

(Multiattribute model) Wilson, Matthews,

Harvey (1975, as cited in Assael, 2004)

2

Wicker (1971, as cited in Lutz, 1991)

(Personal factor)

(Situational factor)

49



2.9 (Theory of reasoned action)

Beliefs about

Consequences of

Engaging in the

Behavior
Attitude toward

Y

the Behavior

Evaluative
Aspects of
Beliefs about

Consequences ;
q Intention to

Overt
—» Perform the

Y

Behavior

Behavior

Normative Beliefs
about What

Others Expect

—» Subjective Norm

Motivation to

Comply with

Normative Beliefs

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

NJ: Prentice Hall, p. 332.



ol

Heider (Heider's Balance Theory)

Lutz (1991) | (Cognitive)
(Affective) Heider
(The person), (The
attitude object) (A related object, person, attribute, or
consequence) 2.10
2.10 Heider (Heider’s balance
theory)

O The attitude object

The person P

X A related object, person,

attribute, or consequence

: Lutz, R.J. (1991). The role of attitude theory in marketing. H. H. Kassarjian & T.
. Robertson (Eds.), Perspective in consumerbehavior (4th ed.). Englewood Cliffs,

NJ: Prentice Hall, p. 321.

(P) (0)
(P) (X)

(0)
(X) ,
(P-X)
(0-X)
(P-0) Lutz (1991)

4 ( 2.11)
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2.11 (Four possible balanced

configurations)
0 0 0 0
+ P = P + P .
X X X X

(1) @ . (3) 4)

P

Lutz, R.J. (1991). The role of attitude theory in marketing. H. H. Kassarjian & T.
. Robertson (Eds.), Perspective in consumer behavior (4th ed.). Englewood Cliffs,

NJ: Prentice Hall, p. 322.

_ (P) (X) (0)

Lutz (1991)
Heider 2 1)
Heider
2)

Heider

(Theory of cognitive dissonance)

(Theory of cognitive dissonance)
(Dissonance theory)

(Inconsistency) Solomon (2007)



(Behavior)

Assael (2004)

53

(Attitude)

Lutz (1991)

(Belief)

A

(Sales promotion)

Runyon (1977, as cited in Assael, 2004)

Solomon (2007)

(Attitude toward the advertisement: Aad)

advertiser),

(Attitude toward

(Evaluations of the ad execution),



(The mood evoked by the ad)

(Context)
(Brand attitude)
Hoyer Maclnnis (2001)
3
(Utilitarian dimension)
(Hedonic dimension)
Schiffman Kanuk (2004)
( 2.12)
(Cognition) (Affect)

(Exposure to an ad)
(Attitude toward the ad)
(Beliefs about brand)

(Attitude toward the brand)



2.12

(Attitude-toward-the-ad model)

A

Exposure to

an ad

55

Judgment
about the ad
(Cognition)

Beliefs
about
the brand

y

Feeling
from the ad
(Affect)

Attitude toward
the brand

Attitude
toward
the ad

Schiffman, L G., & Kanuk, L L (2004). Consumer behavior (8th ed.). NJ:

Prentice Hall, p. 264.

H1:

H2:

H3:

H4:

H5:



H6:

H7:

FWIaNNsSalunIIngds
GHuLALONGKORN UNIVERSITY
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