|
UNN 2

1 (Sex Appeal ~ Advertising)
2, / (Endorsers)
3 (Gender Differences)
4, (Attitudes)
D (Decision Making)
L (Sex Appeal in Advertising)
(Functional
Benefits) (Emotional Benefits) (Solomon, 2004)

(Wells, Burnett, &
Moriarty, 2003)



13

G. Belch M Belch (2001) (Advertising Appeal)
/

Bovee. Thill, ~ Schatzman (2003)

Duncan (2005)

)



14

Albers-Miller
Stafford (1999), Kotler (2003),  O’Shaughnessy (1995)
2 (Rational/ Logical Appeals)
(Emotional Appeals)

(Kotler, 2003)

(G. Belch & M Belch, 2001)
(High  Involvement
Products) (O'Shaughnessy, 1995)

Wells, Burnett, ~ Moriarty
(2003)
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(Hard Sell)

[

(Tangible Product Features)
(Benefits)

(Bovee,
Thill, Dovel, &Wood, 1995; Hoyer& Maclnnis, 2001)
(Feature Appeals):

(Quality Appeals):

(Competitive Advantage Appeals):

(Favorable Price Appeals):

(News Appeals):

(Product/Service Popularity Appeals):

2. - 1} n
(Neal & Hawkins, 2001)
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(Albers-Miller & Stafford, 1999)

(Bovee, Thill, & Schatzman, 2003)

" David Ogilvy (as cited in G. Belch & M Belch, 2001) ,

Lexus

Wells, Burnett, Moriarty (2003)
(Soft Sell)

G. Belch M Belch (2001)



2.1

|
a (Personal States or Feelings)
(Safety)
(Security)
(Love)
(Affection)
« (Happiness)
(Joy)
(Nostalgia)
(Sentiment)
(Excitement)
"1 (Arousal/Stimuiation)
/ (Sorrow/Grief)
(Price)
(Achievement/Accomplishment)
(Self-Esteem)
(Actualization)
(Pleasure)
(Ambition)
(Comfort)

17

(Bases for Emotional Appeals)

(Social-Based Feelings)
(Recognition)

-« (Status)

(Respect)
(Embarrassment)
(Affiliation/Belonging)
(Rejection)
(Acceptance)
(Approval)

. Belch, G. E, &Belch, M A (2001). Advertising and promotion: An integrated marketing
communications perspective (5t ed.). Boston: McGraweHill, p. 277.

Kotler (2003)

G.Belch M Belch (2000)
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(Attention-Attraction)
(Attention-Maintenance)

(Neal, Quester, & Hawkins, 2001)

(Albers-Miller & Stafford, 1999)

[ Solomon (2004)
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8 (Bovee, Thill, Dovel, &
Wood, 1995; Hoyer & Maclnnis, 2001; Schiffman & Kanuk, 2000; Shimp, 2000; Solomon,
2004)

1 (Sensory Appeals):
(Sensory

Receptors)
2 (Love Appeals):
3 (Novelty Appeals):
4 (Star Appeals

and Testimonial): (Celebrities)

(Experts) (Common People)
(Endorsers/Testimonial) (Spokespersons) ,
v

5. (Humor Appeals):

6. (Fear Appeals):



1. (Guilt Appeals):

8. (Sex Appeals).

2 (Soley & Reid, 1988, as cited in LaTour &
Henthome, 1993)

Steadman (1969, , 2544) '

.. 1960 .. 1970



Dudley (1999)
2

Jones, Stanaland,
50

2

Gelb (1998)

| 2547)



(Jones, Stanaland, & Gelb, 1998)

‘Appeal

Elliot, Jones, Benfield,  Barlow (1995)

Jones, Stanaland,  Gelb (1998)

(2541) K

22

(Sexiness)



Richmond ~ Hartman (1982)

(Functional):

(Fantasy):
(Daydreams)

da

(Symbolism):

! (Inappropriateness):

(Gender Differences)

23



24

Severn, G. Belch, M Belch

(1990)
Shimp
(2000)
Jones, Stanaland,  Gelb (1998) Reichert
(1999)
Cheesecake
Beefcake
( )
(2536) ¢



(Product or Brand Characteristics):

(Beauty Product)
(Liquor)
(The Role of Fullfil

the Psychological Gratifications)

2. (Consumer Target Group):
i

3. " (Marketing Situation and Competitors):
4, (Client Requirement):
b, (The

Attitudes of Creative)

(Selling Point)
(Shimp, 2000)

25



Shimp (2000)

(Attention Lure)

Guess

Richmond

(Enhance Recall)

Hartman (1982)

(Evoke Emotional Response)
(Lust)

26



27

(Appropriateness) (Relevance)

(2541)
d
( 2538,
| 2540)
78.57% 15.24%
33.33%

Schiffman Kanuk
(2000)

(2541)



1 (High Sexually-Relevant Products):
2 (Medium Sexually-Relevant
Products):
3 ! (Non-Sexually-Relevant Products).
(2547)

(Main Effects)
(Attitudes Toward the Advertisement) (Purchase Intention)

28



29

(Attractiveness) (Credibility) (Source)

(Assael, 1998)

(Human) (Female Model)
(Male Model) (Both Male
and Female Model) (Non Human)
(2541)
94.03%
65.87%
Reichert (1999)

.. 1983 .. 1993 .. 1993



Reichert (1999)
3 1)
(Verbal)  3)
1)
2)
Presenter)
3

Voice on Camera) 2.)

30

(2541)

.. 1993

(2535)

(Vision) 2.)
(Non -Verbal)

(Vision) 2
(Physical-Appearance)
(Action or Movement of

(Verbal)
1) (Voice Over or
(Dialogue)  3)
(Jingle or Vocal-Music)



31

(Non-Verbal)
2 1) (The
Pronunciation of Voice Over)  2) (Instrument
Music)

(2541)
3
Cohen (1981); Courtney ~ Whipple (1984); Larson (1995); Richmond ~ Hartman
(1982); Shimp (1997); Venkatesan ~ Losco (1975, ,
2541) 1) (Blatant and Obvious Sexual Appeals) 2.)
(More Sophisticated Sexual Appeals) 3)
(Both Blatant and More Sophsticated Sexual Appeals)

(Verhal Language) (Nonverbal
Language)
L .
Virgin Night, Nudie
2.
3,



(42.54%)
(29.10%)

(1999)

1983

Shimp (2000)

(28.36%)

Reichert

(No Contact)

(Simple Contact)

(Intimate Contact)

(Very Intimate Contact)

.. 1993

(Sexually Suggestive)

32



2 1) (Nudity)  2.)
(Suggestive)

Peterson  Kerin (1977)
1 Demure

2. Seductive

3: Nude

LaTour  Henthorns (1993)
1. Demure
2. Partially clothed (Semi-Nude)
3: Nude
Simpson, Horton,  Brown (1996)
2
L Full dress
2. Suggestive

3 Nude

33



(1999)

. 1. Demure

Dress)

2: Suggestive

3. Partially Clad
4: Nudity

Dudley (1999)

(Nude)
(Partialiy-Clad)

(Partially-Clad)
(Nude)

(Suggestive)

(Paritially-Clad)

34

Reichert

(Everyday

(Nude)

(2543)

(Demure)
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(2544)

(Suggestive)

(Partially-Clad) (Nude)
(Suggestive)
(Nude)
(Demure) Sevemn, G. Belch, M Belch (1999)

(2547)

(Demure)
(Suggestive) (Partially-Clad) (Nude)

(2549)

(2543)
20-45
(2547) 20-24
(Partially-Clad) (Suggestive)
(Nude)
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Baker  Churchill (1977)

Scigilimpaglia, Belch, ~ Cain (1978,
as cited in Jones, Stanaland, & Gelb, 1998)

Reidenbach ~ McCleary
(1983)

Judd  Alexander
(1983, as cited in Jones, Stanaland, & Gelb, 1998)



Baker

LaTour(1990)

Simpson, Horton,
Churchill (1977)

LaTour ~ Henthorne (1993)

Brown (1996)

Jones, Stanaland Gelb (1998)

37



(Sexy)

(2547)

(Non-Sexy)

38



Reichert (1999) 2 Demure
Partially Clad

2 (Endorsers)

(Endorsers)
(Wells, Burnett, & Moriarty, 2003)

( )

(G. Beich &M Belch, 2001)
(Solomon, 2004)

(Wells, Burnett, & Moriarty, 2003)
4
(Duncan, 2005; Freidman, Termini, &Washington, 1976; Schiffman &
Kanuk, 2000; Shimp, 2000)
1 ! (Celebrities):

39



3

Carlson (1994)

(Rossiter & Percy, 1997)
(Typical Consumers):

(Professional Experts):

Tripp, Jensen,

Kamins (1989)

Ohanian (1990)

40



4, (Company President):

Daneshvary ~ Schwer (2000)  Solomon (2004)
(Nonhuman
Endorsers) (Cartoons/Spokes-Characters)
5 (Mascots)

Calicot  Lee (1994), Calicot
Phillips (1996),  Garretson ~  Niedrich (2004)

Freidman, Termini,  Washington (1976)

Kamins (1989)

(One-Sided Context)
(Two-Sided Context)

41



Nylen (1993)

David Ogilvy (as cited in Nylen, 1993)

(2540)

T aé ‘
(Assael, 1998)
4 (G. Belch &M Belch, 2001;
Calicot & Phillips, 1996; Duncan, 2005)
I}

42



2
3
4
2 (Endorser
Attractiveness) (Endorser Credibility) (G. Belch &M
Belch, 20C1; Hoyer& Maclnnis, 2001; Koiler, 2003; Shimp 2000; Solomon, 2004)
1 (Endorser Attractiveness):
(Physical Appearance) (Personality)
(Social Status)
I 3
L) (Similarity):
2. ) (Familiarity);

3. ) (Likability)

43



(Identification)

(G. Belch &M Belch,

2001)

2. (Endorser Credibility)-

(Ohanian, 1990)
2
1) / (Expertise): (Knowledge)
(Experience) (Skills)

(Absolute Phenomenon)

2.) (Trustworthiness):

44



Ferle  Choi (2005)

Joseph (1982)

Baker

(Internalization®

(Shimp, 2000)

Churchill (1977)

Patzer (1983)

45



Caballero

Solomon (1984)

Caballero, Lumpkin,

Kahle ~ Homer (1985)
1

Madden (1989)

46



Tl Busier (2000)

Differences)

“ "(Gender)

Gender

(Costa, 1994)

(2546)

(Gender Differences)

(Gender

" (Gender)

47



48

Korgaonkar (2003)
(Gender) 2
Gender
Sex Gender
(Biological) (Sociological)
Sex (Physical)
Schlegel (1990, as cited in Costa, 1994)
(Gender) (Gender)
(Temperament)
(Abilities) (Skills) (Activities)
(Behaviors) (Ideal Types) (Sexuality)
(Sensuality)
(Gender)
(Temperament) (Abilities) (Skills)
(Activities) (Behaviors) (Ideal Types)
(Sexuality) (Sensuality)

(Hoyer& Maclnnis, 2001)



2 (Gender Roles)

(Differences in Acquisition and

Consumption Behaviors) (Hawkins, Best, & Coney, 1995; Hoyer& Macinnis, 2001;
Schiffman & Kanuk, 2000)

£ (Gender Roles):

(Costa, 1994)

Pennell (1994)

49



2 (Differences in Acquisition and
Consumption Behaviors)-
Hoyer ~ Maclnnis (2001)

Hoyer  Maclnnis (2001)
Darley  Smith (1995)

Laroche, Saad, Cleveland,  Browne (2000)



Putrevu (2004)

Wolin  Korgaonkar (2003)

(Self-Image)

Schiffman  Kanuk (2000)
(Self-Perception)

Solomon (2004) (Self)
(Self-Image) (Self-Concept)

ol



52

4 (Assael, 1998;
Hoyer & Maclnnis, 2001 ; Schiffman & Kanuk, 2000)

1 (Actual Self-Image):
2 (Ideal Self-Image):
3 (Social Self-Image):
4 (Ickeal Social Self-Image):
]
4 Solomon (2004)

(Expected Self-image) |
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? (Self-Esteem)

(Self-Esteem)

(Martin & Kennedy, 1993, as
cited in Costa, 1994; Solomon, 2004)

(Social Comparison)

(Martin & Kennedy, 1993) Pompper
Konig (2004) !

Harter
(1993), Mathes  Kahn (1975),  Rosenburg (1986, as cited in Costa, 1994)

Venkat  Ogden (2002)



54

Brenner  Cunningham (1992)

Martin -~ Gentry (1997)

Hill, Ronald, ~ Hanson (1994)

Martin  Kennedy (1993)

Richins (1991)



(

Martin

Kennedy (1993)

Gulas ~ McKeage (2000)

. 2545)

55



(Heterosexual Attraction)

Apperloo, Van Der Stege, Hoek,  Schultz (2003)
(Maturity) (Androgen)
(Adrenal Gland) (Overies)
(Sexual Thoughts)
(Sexual Desire) (Sexual Fantasies)

Fisher (2000)
(Physical Appearance)
(Personality) (Similarity)

Singer (1984)
(Aesthetic)

Feingold (1991)

56



Maisey, Vale, Cornelissen,

(1999)
Body Mass Index)

Anderson  Nida (1978)
5

Eyre  Millstein (2000)
(Nice Body)
(Good Looks)

Furnham, McClelland,

Orner (2003)

57

Tovée
(BMI:



58

Baker  Churchill (1977), Judd  Alexander (1983, as cited in
Jones, Stanaland, & Gelb, 1998), Reidenbach ~ McCleary (1983), Scigilimpaglia,
Belch, ~ Cain (1978, as cited in Jones, Stanaland, &Gelb, 1998), Simpson, Horton,
Brown (1996)

Jones, Stanaland ~ Gelb (1998),  Peterson
Kerin (1977)

Jones, Stanaland —— Gelb (1998)

LaTour(1990)  LaTour  Henthorne (1993)



(2547)

2545

59

(Consumer Attitudes)

(Haley & Baldinger, 1999,



Schiffman

Hawkins, Best, ~ Coney (1995)

East (1997)

Maclnnis (2001)

Solomon (2004)

Kanuk (2000)

Hoyer

60



Assael (1998)

(Family Influences):

(Peer Group Influences):

Lazafeld, 1955, as cited in Assael, 1998)

(Information and Experience):

(Personality):

(Katz &

61



(Solomon, 2004; Schiffman & Kanuk, 2000; Assael, 1998)

(Utilitarian Function)-.

(Consumer [.earning)

(Reward) (Punishment)
(Value-Expressive
Function): ' ,
b
(Lifestyle)

(Self-Defensive Function):

(Knowledge Function):

62



2 1)
3 (Tricomponent Attitude Model) ~ 2)
(Unidimentionalist View of Attitude) (Engel, Blackwell; &
Miniard, 2001; Lutz, 1991; Schiffman & Kanuk, 2000)

1) 3 (Tricomponent Attitude Model)
(Traditional View) 3

(Cognition) (Affect)
(Conation) (Assael, 1998; Lutz, 1991) ( 2.2

Lutz (1991)

63



64

(Cognition)
(Affect) (Conation)

2.2 3 (A Simple
Representation of the Tricomponent Attitude Model)

Conation

Cognition

. Schiffman, L G., & Kanuk, L L (2000). Consumer behavior (7th ed.). Upper
Saddle River, NJ: Prentice Hall, p. 203,

1 (Cognitive Component):
(Knowledge) (Perception) (Beliefs)
2. (Affective Component):
(Beliefs)

3. (Conative Component):



3
(Cognition) (Lutz, 1991)

2) ( idimentionalist View of Attitude)
3
(Engel, Blackwell, & Miniard, 2001; Lutz, 1991)
(Affect)
(Beliefs)
(Intentions) (Behaviors)

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

Lutz (1991) 3

( 2.3 )

65



66

2.3 (The
idimentionalist View of Attitude)

Beliefs Atttitude Intentions Behaviors

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

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

(Beliefs) '
(Attitude) (Intentions)
(Behaviors)
(Lutz, 1991)

Solomon (2004) (Hierarchies of

Effects) (Affect)
3

(Standard Learning Hierarchy) (Low-

Involvement Hierarchy) (Experiential Hierarchy) (

2.4 )



2.4 3 (Three Hierarchy of Effects)

Standard Learning Hierarchy:
Attitude

@ Behavior > Based on cognitive in

formation processing

Low-Involvement Hierarchy:

Attitude
»  Behavior Based on behavioral
processes

Experiential Hierarchy:

Atiitude
Behavior @ Based on hedonic
consumption

: Solomon, M. R. (2004). consumer behavior: Buying, having, and being (6thed.).
Upper Saddle River, NJ: Prentice Hall, p. 227.

1 (Standard Learning Hierarchy’):

(Beliefs) (Knowledge)
(Feeling)

(Behavior)

2. (Low-Involvement Hierarchy):



3. (Experiential Higrarchy)-.

' (Intangible Attributes)
A
(Beliefs)
(Attitudes) (Behavior)
(Assael,1998) 2
1)
Heider (Heiders Balance Theory) 2. 1
(Fishbein’s Multiattribute Attitude Theory)
1) Heider (Heider's Balance Theory)
®) () X

(Lutz, 1991) ( 2.5 )

68



P

2.5 Heider (Schematic
Representation of Heider's (1946) Balance Theory

(: The Attitude Object

The Person; P\

X: A Related Object, Person, Attribute,
or Consequence

69

: Lutz, R J. (1991). The role of attitude theory in marketing.  H. H. Kassajian &T. .

Robertson (Eds.), perspective in consumer behavior (4th ed., pp. 317-339).
Englewood Cliffs, NJ: Prentice Hall, p. 321.

, P (0)
(0)
)
(°) X
Lutz (1991)
4 2.6
2.6 4 (Four Possible Balanced Configurations)

P /O +
B

'

Y 5 7 e
' N

el Bl

: Lutz, R . (1991). The role of attitude theory in marketing.  H. H. Kassajian & T. .

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



Attitude Theory)

2)
Theory)

(Solomon, 2004)

(Fishbein’s Multiattribute Attitude

(Peter & Olson, 2005) (

(Lutz, 1991; Solomon, 2004)

(Lutz, 1991)

1)

70

Fishbein (Fishbein’s Multiattribute

(Compensatory)
2.1

)



27

(Fishbein’s Multiattribute Attitude Moclel)

Evaluation of Product Attribute (ei)

Y

@ Belief (bi)

A 4

@-r;; Brand Evaluation (Ao)
~—

//—\

Intention to Buy (@
\ —

L\
Behavior (B)

. Assael, H (1998).Consumer behavior and marketing action (6th ed.). Cincinnati,
OH: South-Western, p. 283.

71



MacKenzie, Lutz, ~ Belch (1986, 7, 2543)

Assael (1998)

Solomon (2004)

2.8 A Conception of the Relationship among Elements in an Attitude-
Toward-the-Ad Model

1 | Exposure lo_'
v and Ad L
Judgements about the Feelings from the Ad
Ad (Cognition) (Affect)
A 4 Y
.| Beliefs about the Brand Attitude toward the Ad

Allilude toward ine |

> Brand <

: Schiffman, L G., &Kanuk, L L (2000). Consumer behavior {7th ed.). Upper
Saddle River, NJ: Prentice Hall, p. 208.

72



73

2.8 ,
(Feelings/Affects) (Judgement/Cognitions)

(Jones, stanaland, & Gelb,

1998)
( )
Baker  Churchill (1977) Simpson, Horton, ~ Brown
(1996) Seven-Point Semantic Differential Scale
/ 1
Jones, Stanaland, Gelb
(1998) Simpson, Horton, Brown (1996) Seven-

Point Semantic Differential Scale / A /



Making)

Blackwell, & Miniard, 2001)

Hawkins, Best,

Decision)

Schiffman

Coney (1995)

Kanuk (2000)

74

(Consumer Decision

(East. 1997; Engel,

(Consumer

(Decision)



(Tangible)

Peter Olson (2005)

(Decision)

(Intangible)

(Need Recognition) 2.)

5
(Search for

75



76

Information) 3.) (Pre-Purchase Alternative Evaluation)
4) (Purchase)  5)

(Consumption and Post-Consumption Evaluation) (Assael, 1998; Engel,
Blackwell, & Miniard, 2001 ; Peter & Olson, 2005; Solomon, 2004;)

( 2.9 )
L (Need Recognition):
(Self-Image) 5
2. (Search for Information):

(Internal Search)

(External Search)

(Word-of-mouth®
(Consumer Reports)

(Information Processing)
5

1) (Exposure):

(Sight) (Sound) (Smell) (Taste)
(Touch)
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2. ) (Attention).

3. ) (Comprehension):
4.) (Acceptance):
5. ) (Retention):

(Pre-Purchase Alternative Evaluation):

(Purchase): (Purchase Intention)
(Purchase)

(Unanticipated Situational Factors) (Word-of-mouth)

(Assael, 1998)

. (Consumption and
Post-Consumption Evaluation):



78

(Kotler, 2003)

2.9 (Consumer Decision Process)

Decision Process

Information Processing
- Exposure =
Exposure
1
* Internal
2 Intemal Search
Attention < L i
i A
Altermative
Comprehension |& Evaluation
i Memory
Y
Acceptance ¢ Puchase |4——
- — j L
A
Retention Blicoinics <
U q
v
Dissatisfaction Satisfaction |7 "
) Al :

. Engel, J. F,, Blackwell, R ., &Miniard, P. . (2001). Consumer behavior (3th
ed.). Fort Worth: Flarcourt College, p. 153.

Engel, Blackwell,
Miniard (2001); Hawkins, Best, ~ Coney (1995); Hoyer ~ Maclnnis (2001);



Solomon (2004)

Recognition)
Memory)

11

12

( 2.10 )
(Habitual Decision Making)-.
(Low-Involvement)

(Problem
(Long-Term

(Brand Loyalty):

(Repeat Purchases):;

(Extended Decision Making):
(High-Involvement)
(External Information)

(Internal Information)

(Limited Decision Making):

79
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2.10
(Involvement and Types of Decision Making)

LoaPurcrese Involvenert Hg-Purchase Involverrert

)

Habitual Decision Making Limited Decision Making Extended Decision Making
Problem_Recognition Problem Recognition Problem Recognition
Selective Generic Generic
A 4 A Y
Information Search Information Search Information Search

Limited Internal Intemal Internal
Limited External External
A
Alternative Evaluation Alternative Evaluation
Few Attributes Many Attributes
Simple Decicion Rules Comp'ex Decision Rules
Few Allematives Many Alternatives
_ A y K
l— Purchase Purchase Purchase

Hawkins, . L. Best, R J., &Coney, K A (1995). Consumer
Behavior: Implications for marketing strategy (6th ed.). Chicago: Irwin, p. 424,

1) (Individual Differences) 2.)

(Environmental Influences)  3)
(Psychological Processing) (Engel,
Blackwell, & Miniard, 2001; Hoyer& Maclnnis, 2001)
1 (Individual Differences) L1)

(Consumer Resources)
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(Information Reception and Processing Capabilities) 1.2)

(Knowledge) 1.3) (Attitudes) 1.4) (Motivation)
15)
(Personality, Values, and Lifestyle)
. (Environmental Influences) 2.1)
(Culture) 2.2) (Social Class) 2.3)
(Personal Influence) 2.4) (Family) 2.5)
(Situational Changes)
(Psychological Processing) 3.1)
(Information Processing) 3.2) (Learning)
3.3)
(Attitude and Behavior Change)
/ (Attitude Toward Advertisements)

(Brand Attitude)

(East, 1997; Engel, Blackwell, & Miniard, 2001)

Baker  Churchill (1977)



Product)

Caballero, Lumpkin,

Severn, G. Belch, M. Belch (1990)
(Sexual)
(Non-Sexual)

!

(Sexual)
(Non-Sexual)

Tl Busier (2000)

82

(Romantically-Oriented

Madden (1989)

(2546)



(Demure)
(Suggestive)

(2547)

(Partially-Clad)

(Nudity)

83
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