” (Experimental
Research) 2 ( : ) X2 (
: ) Factorial Design
2 120 1
120 1
20-45
4
L
2- (Attituce toward the
Advertisement) (Attitude toward Brand) (Purchase
Intention)
3
1 ) (Gender of Presenters) (Attitude
toward the Advertisement) (Attitude toward Brand)
(Purchase Intention)
2. ) (Nudity of Presenters)
(Attitude toward the Advertisement) (Attituce toward Brand)
(Purchase Intention)
3. ) (Gender and Nudity of Presenters)

(Attitude toward the Advertisement)
(Attitude toward Brand) (Purchase Intention)



100

4 (Attitude toward the

Advertisement) (Attitude toward Brand) (Purchase
Intention)

) (Attitude
toward the Advertisement) (Attitude toward Brand)

(Purchase Intention)

L
20-25 68 h6.7
26-29 22 183
30-35 13 10.8 36-39 3
25 40-45 14 107 (
41 )
41 :
20-25 68 56.7
26-29 22 183
30-35 13 108
36-39 3 25
40-45 14 11.7
120 100.0
20-25 a1
5.8 26-29 20 16.7
30-35 36-39 4 3.3

40-45 1 08 ( 1)
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101

20-25 o 5.8
26-29 20 16.7
30-35 3.3
36-39 3.3
40-45 1 0.8
120 100.0
2 20-25 26-45 (Chi-
Square)
20-25
26-45 (X2[1] =
2.36, » > 0.05) ( 43 )
4.3 20-25 26-45
Chi-Square @@
X2 df p
120 2.36 1 0.13
120
0.05
(Factorial Design)
X2 2 ( 44 45 ) (Independent
Variables) 1) (Gender of Presenters) (Male)
(Female) 2 (Nudity of Presenters) 2
(Demure)
- ( ) ( ) (Partially-Clad)
(Main Effects) (Interaction Effects)



(Attitude toward the

Advertisement) (Attitude toward Brand) (Purchase
Intention)
4.4 (2x2 Factorial Design): 1
4 )
( Demure) 1 3
( Partially-Clad) 2 *
4.5 (2x2 Factorial Design): 2 (
Y/ )
( Demure) 5 1

( Partially-Clad)

20-45 240
120 1 4
0 (9 120 2
4 30 (59
(Simple Random Sampling)
(Attitude toward the
Advertisement) (Attitude toward Brand)

(Purchase Intention)



2.
Advertisement)
(Purchase Intention)
4
L
4.6
-7 7
423,440, 4.4
)
3.61,4.19,
)
4.56, 4.47,
)
4.79, 4,31,
(4 )

(Attitude toward the
(Attitucle toward Brand)

4
T-Point Semantic Differential Scale
1
( 1-4)
(L
3.65
4.00
418
(4.79)
(z )
(361)
(4.47)
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Scale

5-8)
(5

4.6

Mean SD

423 CH

440 078

424 018

41

3.93, 4.16,

(4.19)

Mean  SD

361 106

419 097

365 126

-7 7

3.76

(4.24)
(2 )
4
3(3 4(4
Mean SO Mean SD

4% 103 419 14

441 079 431 134

40 116 418 129

T-Point Semantic Differential

1
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449,443 42
(r )
388,406, 373
(& )
427,390, 378
(6 ) (449)
(r )
(389)
(6 ) 4R
(& 1)
(390)
(6 ) (421)
(r )

(373)
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4.1
4
5 ( 5 6(6) (1 8(g
Mean Mean SD Mean Mean
3.93 0.90 4.49 0.85 3.88 0.89 4.27 1.32
4.16 1.09 4.43 1.09 4.06 0.91 3.90 0.84
3.76 1.27 421 1.03 3.73 1.30 3.78 1.01
3
3.1 (Main Effects)
(Attitude toward the Advertisement) (Attitude
toward Erand) (Purchase Intention)
( ) ( 2)
3.1.1
{-test
(4.67)
(3.92)
(?[118] =-3.57, P <0.05) ( 48
) 1a

(Main Effects)



48

Mean t of
3.92 1.04 357 118
4.67 1.25
0.05
312
t-test
(4.2)
(4.07)
(t[118] =0.74,P>005) |
) 1h
(Main Effects)
49

Mean f df
421 091 0.74 118

407 114

0.05

107

0.00

49

0.46



313

410

410

314

0.05

(439)

108

t-test
(4.37)
(4.07)
(f[238] = -2.13, p< 0.05) (
Ic
(Main Effects)
Mean t ij P

4.07 0.99 213 238 0.03*
437 123

t-test

(4.29)
(F[118] = -0.52, P > 0.05)( 411
24
(Main Effects)



4.11 ,
Mean SD t
4.29 0.88 -0.52
4.39 1.09

0.05
{-test
(4.29)
(3.98)
- (f[118]=1.76, P>0.05)(
2
. (Main Effects)
P
4.12

Mean t
4.29 1.09 1.76

3.98 0.87

« 005

of
118

df
118

0.60

4.12

P
0.08
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3.1.6
t-test

(4.30)
(4.18)
(t[238] = 0.87, P> 0.05) (
) 2
(Main Effects)
4.13
Mean t of
4.30 0.98 0.87 238
418 1.00
0.05
31T
{-test
(4.09)

3%
([[118] 67 i%os i)

(Main Ef‘fects)

413

0.39

110

o



414

Mean
3.95
4.09

0.05

318

(399)
(376)

(t[118] = 1.06, P> 0.05) (

3b
(Main Effects)

4.15

Mean
3.98

3.76

0.05

D t of
1.08 067 118
122

-test

415 )

t df
117 1.06 118

1.56

0.50

0.30

1



3.19

t-test
(3.96)
(392)
(£[238] = 0.28, P>0.05) ( 4.16
) 3
(Main Effects)
4.16
Mean D t of >
3.96 1.12 0.28 238 0.78
392 119
0.05
32 (Main Effects)
(Attituce toward the Advertisement)
(Attitude toward Brand) (Purchase intention)
( 1) ( )
321
{-test

(440)
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0.05) ( 1)

417
Mean
440
4.20
0.05
3.2.2
( 4.18 )

D

0.99
140

(4.39)

113

(4.20)
(t[118] = 0.88, p>
4
(Main Effects)

0.88 118 0.38

t-test

(3.90)
(f[118] = -2.57, P <0.05)
iy
(Main Effects)



418

Mean
3.90
438
1 0.05
3.2.3
(4.15)

23] =096, P>005) (419

Effects)

4.19

Mean

415
4.29

0.05

SD f (e §

089  -257 118
110

(429)

D t df

0.97 0% 238
1.26

114

0.01*

{-test

(Main

0.34



324

005 ( 420

L4

0.05

3.25

>005 (421

Mean

4.43
4.25

115

t-test
(4.43)
(4.25)
, (?[118] = 1.02, p>
ba
(Main Effects)
{ of P

0.78 1.02 118 0.31
1.16

t-test

(4.17)
, (4.11)
[118] =-0.34, P
5
(Main Effects)
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421
Mean D { df p
411 1.00 -0.34 118 0.74
4.17 1.00
0.05
3.2.6
{-test
(427)
(421)
([238] = 048, P >
0.05) ( 42 ) 5

(Main Effects)
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4.2 '

Mean t df P

4.27 0.91 0.48 238 0.64

4.21 1.08

0.05
3.2.7
t-test
(4.12)
(3.92)
(1[118] = 0.95, P >0.05) ( 4.23
) 6
(Main Effects)

4.23

Mean t df P
4.12 0.99 0.95 118 0.34
3.92 1.29

0.05



3.2.8

4.24

3.2.9

4.25

0.05

(4.00)

Mean

3.75
4.00

H

(3.75)
(£[118] =-1.18, P >0.05)( 4.24
6b
(Main Effects) !

SD t df p

1.27 -1.18 118 0.24
1.04

t-test

(%)
(£238] =-0.17, [P>0.05)(
6c
(Main Effects)
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4.25
Mean t df P
) 3.93 115 -0.17 238 0.87
3.96 1.17
0.05
3.3 (Interaction)
(Attitude toward the Advertisement)
(Attitude toward Brand) A (Purchase Intention)
( ) ( 2)
(Interaction Effects)
*
Two-way Analysis of Variance (Two -Way
ANQVA)
3.3.1
4.26

(Interaction Effects)
(,116] =4.26, » < 0.05)
a
(Interaction Effects)
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Source of of Mean
Squares Square
16.88 1 16.88
113 113
*

‘ 550 I 550
Error 14957 116 129
Total 2389.00 120
' 0.05

41
4.1
4.80
- 4,601 /
g 4.40 /
§4.20— //I
:é 4.00 /

4.26

T T
1.00 2.00

presenter_gender

F

13.09
0.89

4.26

p

0.00
0.3

0.04



3.3.2

0.20, p> 0.05)
4.27
Source of
Squares
0.58
6.69
*
G20
Error 118.45
Total 2184.33
‘ 0.05
3.3.3
4.28

(Interaction Effects)

116

7b

Mean
Square
0.58
6.69

0.20
102

(Interaction Effects)

(F1L116] =

(Interaction Effects)

F P
0.51 045
6.5 001
0.20 0.65

1 236] = 1.44, p> 0.05)

(Interaction Effects)

121



122

4.28

Source Sum of df Mean F D
Squares Square
5.60 1 5.60 453 0.34
116 l 116 0.94 0.33
*

178 1 178 14 0.23

Error 291.90 236 124

Total 45/13.33 240

* 0.05

3.34

(Interaction Effects)
(/ 1,116] =0.23, » >0.05)(
4.29 ) 8a
(Interaction Effects)



4.29

Source of
Squares
0.27

101

0.23
Error 114.36
Total 2317.67
' 005

3.3.5

(Interaction Effects)

4.30 )

Effects)

116
120

Mean

Square

0.2
101

0.23
0.99

(F[L, 116] - 1.4, p> 0.05) (

0.2
102

0.23

0.60
031

0.88

(Interaction

123



4.30

Source of
Squares

301

0.1

141
Error 11358
Total 2171.00

0.05

3.3.6

(=[L,236] = 054, p> 0.05)

Effects)

f Mean F
Square
301 307
0.1 0.1
1 141 14
116 0.98
120
4.31

(Interaction Effects)

8¢

0-08
0-74

0.23

(Interaction

124



431

Source of
Squares
0.74

0.22

0.54
Error 234.80
Total 4548.67
' 005

3.3.7
11

4.32

(Interaction Effects)

236
240

Mean
Square
0.74

0.2

054
100

(F[1, 116] = 3.55, P >0.05)

(Interaction Effects)

F

0.75
0.23

0.54

125

0.39
0.64

046
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4.32
Source of df Mean F P
Squares Square
0.60 1 0.60 0.46 0.50
120 1 120 0.93 0.34
*
4,60 1 4.60 355 0.06
Eror 150.56 116 130
Total 2093.00 120
* 1 0.05
3.3.8
(Interaction Effects)
(1161 =089, p > 0.05) ( 433
) 9b

(Interaction Effects)



(Interaction Effects)

43
Source of
Squares
15
188
*
12
Error 156.28
Total 195883
‘ 0.05
3.3.9
4.34 )

Effects)

116

Nean F
Square
12 113
18 139
120 0.89
1%

127

0.29
024

0.3

(236] = 0.41, p> 0.05) (

9¢

(Interaction
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Source of df Mean F p
Squares Square
0.10 1 0.10 0.08 0.78
0.04 1 0.04 0.03 0.87
*
0.55 1 0.55 041 0.52
Error 31842 236 135
Total 4051.88 240
* 0.05
4: ! (Attitude toward the Advertisement)
(Attitude toward Brand) (Purchase
intention)
4.1 (Attitude toward the Advertisement)
(Attitude toward Brand) [ (Purchase
Intention)
4.1.1
t-test
(4.30)
(4.14)

(f [238] = 108, p >0.05) ( 435 )
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4.1.2

4.36

413

0.05

0.05

Mean
4.30

414

(4.14)

SD t df P
121 1.08 238 0.28
1.03

t-test

(4.34)

@238] = 1611 > 05) ( 4.36 )

Mean
4.34
414

SD t df P
0.9 161 238 011

2.00

t-test

(4.02)

129



(3.87)
(f[238] =0.98, P >0.05) ( 4,37 )
4.37
Mean t df P
4.02 1.15 0.98 238 0.33
3.87 1.16
0.05
4.2 (Attitude toward the Advertisement)
(Attitude toward Brand) (Purchase
Intention)
42.1
t-test
(4.21)

(3.92)
162, Po0g) (438 )

130

: (F[118] = -



4.39

4.38

4.2.2

test

(4.29)

4.39

4.2.3

0.05

0.05

Mean
3.92
421

Mean
4.29
4.29

131

t df P
1.04 -1.62 118 0.11
091

(4.29)
([[118] = 0.00, p> 0.05)(

t df P
0.88 0.00 118 1.00
1.09

t-test

(3.99)



4.40
Mean
3.95
3.98

0.05
424
t-test
(4.67)

(4.07)
275, [5<0.05) ( 441

441

Mean
4.67

4.07
0.05

(3.95)
« [118] - 018, , - 0.05) (

t df
1.08 -0.18 118
117

t df
1.25 2.75 118
1.14

4.40

0.86

(t[118] =

P
0.01*
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425

(3.98)
2285 < 0.05) (

4.43

4.42

4.2.6

(4.09)

test

(4.39)

0.05

4.42

Mean
4.39
3.98

133

f[11g] =

1.09 2.28 118 0.02*
0.87

t-test

(376)
o [118] = 152, , - 0.05) (



4.43
Mean SD t df P
4,09 1.22 152 118 0.13
3.76 1.16
0.05
4.3 (Attitude toward the Advertisement)
(Attitude toward Brand) (Purchase
Intention)
431
{-test
(4.40)
(3.91) (t[118] =
2.85, P <0.05) ( 4.44
4.44
Mean SD t df P
4.40 0.99 2.85 118 0.01*
391 0.89

0.05

134



437
HY

(4.49)
(4.11)
[118] = 2.011p = 0.05) ( 4.45

4.45
Mean
4.43
411
¥ 0.05
433

test

(4.17)

0.05) ( 446 )

SD
0.78
1.00

201 118

135

0.05*

(375)

(F[118) = 179, p >



Mean
417
3.75
0.05
434
{-test
(4.39)

(4.20)
0.77, p> 0.05) ( 447

4.47

Mean
4.20

4.38
0.05

0.99
1.27

1.40
111

1.79

-0.77

df
118

df
118

136

0.08

(F[118] = -

0.44



435
HY

(4.25)

> 0.05) ( 448 )

4.48
Mean
4.25
417
* 0.05
4.3.6
test

(400)

4,49 )

137

w.17)
(1) = 042, »

t df P
1.16 0.42 118 0.67
1.00

(3.92)
(F[118] = -0.37, P>0.05) (
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Mean { df P
3.92 1.29 -0.37 118 0.71
4.00 1.04
¥ 0.05
.
(Attitude
toward the Advertisement) (Attitude toward Brand)
(Purchase Intention)
5.1 (Attitude toward the Advertisement)
(Attitude toward Brand) (Purchase
Intention)
51.1 | 2( ) 6
(5
(z )
(6 ) (6
) (4.49) (z )
(3.61) (t [58] =-
3.53, P <0.05) ( 4.50
(6 ) (2 )
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4.50 2
6
Mean t df P
2( ) 3.61 1.06 -3.53 58 0.00*
6( ) 4.49 0.85
0.05
5.1.2 A 3( ) T
()
(3 )
(% )
(3 ) (4 56) (7
) (3.88) (t[58]
=2.73,P <0.05) ( 451 )
(3 ) (7. )
4,51 : 3
T 11T,
Mean t df P
3( ) 4.56 1.03 2.13 58 0.01*
M ) 3.88 0.89
0.05
5.2 (Attitude toward the Advertisement)
(Attitude toward Brand) (Purchase
Intention) , t

test
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5.2.1 L 1) 2
()
(r )
(2 )
1(1 )@
2(2 ) (361)

(t [58] = 2.40, P < 0.05) ( 452 )

(r )
(2 )
(r )
(z )
4.52-|- 1 -|-2 1
Mean t df p
1 ) 4.23 0.94 2.40 58 0.02*
2( ) 3.61 1.06
0.05
1 2
(T )@24)
(2 ")
(3.65) (f [58] = 2.19,
P <0.05) ( 4,53 )



(r )
4.53
2
1)
2o )
0.05
522
(2 )
(&

(z )
1
Mean t df
4.24 0.78 2.19 58
3.65 1.26
2. 2( )
Y/ i)
(2 ) ,
(4
4(4 )(4719
2(2 )(361)
(t [58] =-3.60, P <0.05) ( 4.54
(4 )

0.03*

141
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454 2
1 11.y
Mean t df P
2( ) 361 1.06 -3.60 58 0.00*
T 4.79 145
005
5.2.3 | 3: 5( ) 6
()
(5 )
(6 )
6(6 (449
5(5 ) (393)
(f [58] = -2.45, P <0.05) ( 4,55 )
(5 )
(6 )
(6 )
(5 )
4.55 5
6
Mean t df P
5( ) 3.93 0.90 -2.45 58 0.02¥
6( ) 449 0.85



524

6(6
(8 )(390)
(t158] = 212, P< 0.05) (

Mean SD
443 1.09
3.90 0.84

) (443)

2.12

4.56

df
58

0.04*
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