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(Attitude toward the Advertisement)
(Attitude toward Brand) (Purchase Intention)
Reichert
2
(Non-Sexy) (Demure)
(Sexy) ( )

( ) (Partially-Clad)
Partially-clad

(Experimental Research)

(Laboratory
(Internal
(Cause

(1999)



2 (Jones, Stanaland, &Gelb, 1998)

Suggestive Demure
Nude
Partially-clad
(Sexy)
(Unisex Product)
( )
(2541)

(Sexually-Relevant Product)
(Medium Sexually-Relevant Products)

(Variables)

(Independent Variables)
1
11
12
2. 2
2.1 (Non-Sexy)

(Everyday Dress) (Demure)

85



22 (Sexy) ( )

1 ( ) (Partially-
Clad)
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(Attitude toward Brand) (Purchase Intention)
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Semantic Differential Scale 1
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