' (Main Effetcs)
(Interaction Effects)
' (Attitude toward the

Advertisement) (Attitude toward Brand) (Purchase
Intention)
20-45
2 120 1
120 1
4 30
1 4
5.1
VARG UAR LI IWATIE IWANEYN
arnitluass
WilTlulaes (Non-Sexy) n,=30 n, =30
Thaes (Sexy) n, =30 n, =30




5.2

INATRIE UAAI LI WA WAL
Aultlulaes
hilflulaes (Non-Sexy) ns =30 n, =90
Wulaes (Sexy) Ne =30 ng = 30
Dn = 120
2x&n = 240
2025 56.7)
26-29  ( 18.3) ( 95.8) /
( 71.5) ( 9.2)
( 60.8)
( 39.2)
20-25 75.8)
26-29 | 16.7) ( 98.3) /
( 90.8) / ( 4.2)
( 61.7)
( 38.3)
(Attitude toward the Advertisement)
(Attitude toward Brand) (Purchase Intention)
ttest  Two-way Analysis of Variance (Two-Way
ANOVA) (Main Effects) (Interaction Effects)

0.05

95%



146

4
: (Attitude toward the
Advertisement) (Attitude toward Brand)
(Purchase Intention) 4
4
2. (Main Effects) (Interaction)
(Attitude toward
the Advertisement) (Att:tude toward Brand)
(Purchase Intention) ( 1)
( 2)
3 (Attitude toward the Advertisement)
(Attitude toward Brand) (Purchase
Intention)
4, (Attitude toward
the Advertisement) . (Attitude toward Brand)
(Purchase Intention)
L (Attitude toward the
Advertisement) (Attitude toward Brand)

(Purchase Intention) 4 4
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1.2

111

112

113

121

(4.19)

(3.89)

147

(479)

(361)

(4.47)

(4.24)

(361)

(4.49)
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122
(6 ) (4.43)
(& )
(3.90)
123
(6 ) (4.21)
(r ) (373)
2. (Main Effects) (Interaction Effects)
(Attitude
toward the Advertisement) (Attitude toward Brand)
(Purchase Intention) ( 1)
( 2 5.3 )
2.1
la
(Main Effects)
t [118] = -3.57, p < 0.05) lc

(Main Effects)
t [238] = -2.13, p<
0.05

(Main Effects)
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1b
(Main Effects)
f[118] = 0.74, p> 0.05

(Main Effects)

2a
(Main Effects)
t [118] = -0.52, p > 0.05 2h
(Main Effects)
f[118] =1.76,
p>0.05 2
(Main Effects)
t[238] = 0.87,» > 0.05 3a
(Main Effects)
r ' f[118] = -0.67, p >
0.05 3b
(Main Effects)
t[118] = 1.06,» > 0.05 3c

(Main Effects)
t[238] = 0.28, p > 0.05

(Main Effects)



2.2

4a
(Main Effects)
t [118] = 0.88, P > 0.05

Effects)
t [238] = -0.96, P > 0.05

(Main Effects)

257, p< 0.05

(Main Effects)

150

' 4c
(Main
Il
4h
(Main Effects)
t[118] = -
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5a
(Main Effects)
f[118] = 1.02, P > 0.05

5b
(Main Effects)
t[ 18] =-0.34,p > 0.05 5¢
(Main
Effects)
t [238] = 0.48, P > 0.05 6a
(Main Effects) "1
t[118] = 0.95. P > 0.05
6b
(Main Effects)
f[118] = -1.18, p> 0.05 bc
(Main Effects)
t[238] = -0.17, p> 0.05
(Main Effects)
2.3

Ta
(Interaction Effects)
F[1, 116] = 4.26, p< 0.05
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(Interaction Effects)

b
(Interaction
Effects)
/41, 116] = 0.20, p> 0.05 Tc
' (Interaction Effects)
F11,236]
= 144, 7 >0.05
(Interaction Effects)
8a
(Interaction
Effects)
=11,116] = 0.23, p> 0.05 8b
(Interaction Effects)
F[1, 116] =
144, P> 0.05 8¢
(Interaction Effects)
E[1,236] = 0.54, P >
0.05 %

(Interaction Effects)
F[1,116] = 3.55, P> 0.05
9b
(Interaction Effects)

11, 116] = 0.89, P> 0.05



9¢
(Interaction Effects)
F[11236] = 0.411p > 0.05

(Interaction Effects)

53 ? ?
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21
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(Attitude toward the Advertisement)

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

(Purchase Intention)
( 54 )



P> 0.05
f[238] = 0.98,P > 0.05

54

3.2
Advertisement)
(Purchase Intention)

([238] = 161, p > 0.05
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1[238] = 1.08,

(Attitude toward the

(Attitude toward Brand)

( 55

)
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£[118] = -162, . > 0.05
£[118] = 0.00, p > 0.5 £[118] = -0.18, P > 0.05

£[118] = 2.75, P < 0.05
£[118] = 2.28, P < 0.05 £[118] = 152, p >
0.05

59



3.3
Advertisement)

(Attitude toward the
(Attitude toward Brand)

? (Purchase Intention)

7[118] = 2.011p =0.05

( 5.6

2[118] = 2.85, p < 0.05
118] = 1.79, p >0.05

157

)
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t[118] =-0.77, » > 0.05
t [118] = 0.42, p > 0.05 ([118] = -
0.37, p> 0.05

56



159

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

4.1 (Attitude toward the
Advertisement) (Attitude toward Brand)
(Purchase Intention)
, ( o1 )
(z )
(6 ) t [68] = -3.53, P <
0.05
(6 ) (2
)
(3
) LONGK} t
[58] = 2.73, P < 0.05
(3 ) (7



5.7

160



4.2

Advertisement)
(Purchase Intention)
( 5.8

([58] = 2.19, P < 0.05

2

7] (2 )

(L

)

(Attitude toward the
(Attitude toward Brand)

5.9 )

t [58] = 240, p < 0.C5
7] (2 )
)
7l (2 ")

t [58] = -3.60, P < 0.05
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(Main Effects)

1

«
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Baker  Churchill (1977)

Reidenbach ~ McCleary (1983), Feingold
(1991),  Simpson, Horton,  Brown (1996)

Feingold (1991)

Anderson  Nida (1978)

Ic
(Main Effects)

/ (Hedonic Dimension) (Hoyer& Mclnnis, 2001)
Singer (1984)



Brown (1996)
(

(Nude)

4
(Main Effects)

(2547)

Dudley (1999)

(Aesthetic)

Simpson, Horton,
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(2543)

(2543)



168

(Nonverbal Message)

LaTour (1990), LaTour ~ Henthome (1993)

(Demure)
(Partially-Clad) (Nude)

(Sex Object)

fa
(Interaction Effects)

(Shimp, 2000)

Scigilimpaglia, Belch,
Cain (1978, as cited in Jones, Stanaland, &Gelb, 1998)  Baker  Churchill (1977)



4, (Attitude toward the Advertisement)

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

(Purchase Intention)

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

Brenner  Cunningham (1992),
Martin ~ Gentry (1997), Martin  Kennedy (1993), Richins (1991),  Venkat
Ogden (2002) ,

( 2545)
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4.2 (Attitude toward the
Advertisement) (Attitude toward Brand)
(Purchase Intention)

Scigilimpaglia, Belch,  Cain (1978,
as cited in Jones, Stanaland, &Gelb, 1998) (2543)

(Assael, 1998;
, 2543)

LaTour (1990)

il

LaTour ~ Henthorne (1993)
(2547)



1

5. ; (Attitude toward the
Advertisement) (Attitude toward Brand) ?
(Purchase Intention)

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

Reidenbach McCleary (1983)



Simpson, Horton,

Brown (1996)

Scigilimpaglia, Belch, ~ Cain

(1978, as cited in Jones, Stanaland, &Gelb, 1998)

(7 ) (3
()
LaTour  Henthorne (1993), (2547)

(3

)
LaTour (1990),
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)



5.2

toward the Advertisement)
(Purchase Intention)

(Attitude
(Attitude toward Brand)
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Simpson, Horton,  Brown (1996)

(2543)

Engel, Blackwell, ~ Miniard (2001), Hoyer
Maclnnis (2001) (Individual Differences)
(Attitudes)

Severn, G. Belch, M
Belch (1990)
(Sexual)
(Non-Sexual) 3
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20-24
20-45

24 45

(2545)

(& ) i

Baker  Churchill (1977)

Judd  Alexander (1983, as cited in Jones,
Stanaiand, &Gelb, 1998), Reidenbach ~ McCleary (1983), Scigilimpaglia, Belch,
Cain (1978, as cited in Jones, Stanaiand, &Gelb, 1998)



Gelb (1998)

(2543)

(Feingolcd, 1991)

Dudley (1999)

Jones, stanaland
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(Demure)

(6 )
(& )
Baker  Churchill (1977)

(& )

Jones, stanaland  Gelb
(1998)



1

2

(Emotion)

(Brand Recall)

(Unisex Products)

(Experimental Research)

- )
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