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Cf. Salesmanship in print (Albert Lasker)
Cf. 2ol & &
Cf. Ogilvy: O] &2 BJ|2t 2 Z210=Z 012HMH QULH.

H&: Advertere — turn toward
turn the consumer’s mind toward purchase

— (Create favorable mental impressions that “turn the mind toward”
purchase

o, &0 J|s
DA H R LIAHIOIA Dls
« QIXI=(brand awareness) &4
- MN3EEH3(=]) or Brand image &4
« Differentiation(X+& 5t)
« Preference(&8 %) or brand loyalty &4
e FUHREZ:eg. JtA &012 DXote H21
e S&, personal sellingll] &=



Cf. market power hypothesis & information hypothesis

N | =Sp=: DN

&
« 20HEA &
)

(BH3tE, HOlA)
- gs&1(coopad): A0S ZD, MIEAS A 2 104|
XI &
ZAH e =&
o ﬁtllﬂ CHA&F : end—user CHAL, cf. Intel chip
o AP AF THAF : industrial-buyer CH&f

N2 Agtisn 228 i



@ CEXY e &5
International ad.(global marketing)
— standardize : 2t H2| coke & 1)
* [JIHE "l &2
* OtAHEY &def D=2, A SH =0|
LMW S Z0
* oML A AUz A, I 00X
— |ocalize : J&J Baby Lotion
* =9, M =&, AHlAF =1, M3 A2 IHE, 8§ & 72X
O XI0|
National ad.
Regional ad



4.

id
-

F ) 2HTH| Ol &S

> 2

O

V= oA E | sHEIHE

AH S}

HE = > AT 2EXE
= '
Category
Manager :> CSkmcare) CHawcare) :> Category 2 X & &t
Catego Catego
(CM) gory gory
Lotion — — Sharmpoo
Brand-level 2
Cream | — Conditioner [> Marketing
Oil —

==
—/
= Al J(‘”

-

au

—

X et

(@]



)

OhH S M2 48

Situation Analysis(&t & & Ad)
— 2M: Market, Macro(DESTL)

— 3C’s (or 4C’s) : Company, Consumer, Competitor,
(Collaborator)

— SWOT Analysis2 R 2¢: issue (problem)i* l e.g. OflO| A& TH

OHIAIE SE c8(MRE =Xz EE). I, I8 %=, 0/Y
— MX 2 11
OO /M 4
E &S SIS

JIE AR 1)market penetration | 2)new product development

ONRSESESRSEE) (&I SHE S )
NE 3)market development diversification
- (Al SO0 S Ef) (C+2+3)

1) Increase usage among current users / draw competitors’ customers
2) Xl =2 A< M 22 Folder JH& launching
3) 12 &= : eg. Adult positioning

N2 Agtisn 228 i 6



- S SHIHIBEZ, JFAQAN, BHHAA
($004 =2 2= BH UIE ZIH)

DIAHE M=t =8 : STP

— Segmentation (A& ME3): PSS HESH He AIESH S
— Targeting (E&AIE &8) : MEAIE HEE, VR,

— Positioning (NI2ZXAHAY): Z2HEHE HWEH= A4UHE X

Positioning Statement

For teenagers who want baby—-soft skin, J & J baby lotion is a non—

target needas & wants price
cosmetic facial lotion that provides purer and milder moisturizing
Product category (place), usage superior or unique benefit
effect than that of competitors promotion




mEE—
OHAIE 1A 2 @ 4P's

Product, price, place, promotion
—  Promotion mix

2 1), personal selling, PR&publicity, sales promotion

@ _T’él-ﬂ EH °HA|' IS
9 ZD HY 2FY(MC M2 +2)
A S ==

awareness knowledge liking preference conviction
action

— attitude change

23] o A

& delUOlElE 85 =

/ T g,
Nl & positioning + &
O Xl &=t

|21 0t9] PRSN — marketer

Sy,
U= ME, =8, 8
i

K

y =

Ao 20 =58

© ©@ ®
0 08 0

N2 Agtisn 228 i
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L IMC(S S OBIEAHRLIAOIA,

1. IMCe &2

202 OHE communication =% (i.e. DM, O|HIE | PR,

publicity)

O St S) /c\>

O /M

~| Metdol Astg HIDL EoH/H ZItH e communication 212
OO0l Al & &,

2. IMC SRS

10|l s8l &2 =4 S
DHJHI N3t/ MEastE AJIAS—-C2st HMe Setd &9
LQ(H=0HMS H =84)
A0S A Gk S HESIfE, a8 SO
Data—base marketing: 2HIAF g E2 &2 - (HSOHAH =
OF OfL| 2} JHE & Ol +ti| I 20| Jtsgt Ch&et
inter

A
communication &3 AtE J}



3. IMCel E&
2= communication =&t 1124: targetl H=BtE, lifestyle=S 1)
& Jlsgt B contact pointOlil Al ==
communication =&to| Mt Agh eh & eg. &l Xt launching
— QXN&E &4 TV &1
— dABMNZEZ Al A2
— S2ZT/F0HSE: testdrive & £ A= O|HIE
Communication =& &gt & &
= S 2 2|0/0 M product (package), price, place®=
communication2| ==&t
= HJIHE 22 pbrand equityE I12= O ==H
- G| ™M O Z marketing 52 &4

4. Brand Equity (& I X}AH

MO : M MHEO|ILF AHIADI BHEZ JIFED| [(HR20] &M= HE
et XISt OlAHEY &3 (brand loyalty, AIE R &, +=2!) = Brand
z} g% 22 3FEU



nABE
A HSES S ©CS Bt

© confidence in purchase decision
= Affect the experience of wearing it. Feel different
Jlg 2
SOl kit
O MESEA R2I(OHAIEH S Al EZ)
© can charge premium price
@ trade leverage

@ A4 Brand Awareness 2t favorable, strong, unique
associations with the brand

Brand Awareness
= consideration set(112] CHA AAEZZ2)0| L&
= brand familiarity (& & &l=4])



Associations(& At)
> B 2HEE 0 A4S0l Z2EEH brand image &4
— Physical product attributes related
(Sc2l&E HS S50 2eE AA)

HSZ S0 tist HAH(Strong)

= A /benefit(Unique)

quality/price(Favorable)
— Non—product related

brand personalityil CH8t &t
=> AHIXISE0| EHEE S XHAIQ A HE S (self-expressive)

ba

ALS ROl 2+8H 01 A
AE MBI RBE OIA
ALK O R OF A
— DD RS SRS GA: I AFEIN M F DO
S, AN, DU XSS 2RI

x
m
=
11
-
I
S
0
0
UE
£
1>



What makes a brand meaningful

= The power and beauty of advertising and other forms of
marketing communication is that they can make the brand

mean much more than simply the sum of the objective
product features.

functional need (D& = 3): transportation( go to work)
symbolic need (A& X 23 TI|ESE 231): to impress
friends

experiential need (A& X 2 31): feel comfortable

o0l &< (Intended meaning)
Language 2 a set of associations(lmage) S & 4ol A
Brand2| intended meaning = O|GH Al 2|24 &.
Semiotics(71& &) I 2= HE &
— Signal, Sign, Symbol
Eg. Al2IY ERHEE 010|So H2A02 XM 5ted ...

bal

N2 Agtisy 222 W

0
1>
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Signal: show a causal relationship between eating cereal &
good health = cereal — good health

Sign: show an image that commonly goes together with
the intended meaning, e.g., gymnast

Symbol: show an image that isn’t usually associated with

the intended meaning, but consumers can understand the

link with a little help. e.g., racing car

— Simile(&£): cereal gives as much energy as high octane
petrol

— Metaphor(2%): cereal is the fuel of champion

— Allegory(S23}): create a character that has some kind of story
that fits the brand.

> A2
Signal (causal): herbs cause good flavor in food

Sign (common understanding): gymnast—health

Symbol (uncommon but understandable): a camel in
tuxedo

N2 Aglisn 228 i 14
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Ki0

2 CHSH AL

0

OF
<

[I31

AH(in—house agency) : 11

[S1y
=)

UI0

(&4 H)

Mo
H

2, 2238,

Eg. M)

2H White, =
JWT, DYR=Z2|Ot,

2l =24

EQ.

=
S

St Kk
= /-

Cf.

© &l —
AU 37 ir
%0 0] DF
G >
N H_l_ ..nla,
o] = o
g0 nd <l < C,
0| <F i 0 &
i 3~ X Al
= 4 o RO
M0 [0 O] o) M
4
© @ ®
Kr
Jlo <F W
N R
= ()
IH0 DD o)
) RU
RO K 00 RO
K0 = 00 D a@
Ho K Wr =
ol Jk m._) =
~ I ™ Ko
M0 KO MO <F <
© @ © S
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3. P*U_EH OHAP _j.c_&'

1) &1 J|&(account service team) : LHAE 22
ooint, OFHIEl Atst )} ek [i2f 2D Mk &

—

2 1) ==2} contact
MU0 = JIEL

=
—
2|
=,

SN2 EA0tH 0= HE

o) &1 M & (creative team)
Creative Director

5 > @ @

art director

copy writer
graphic designer

3)  OHA E2(media team)
Media planning: AIEE, =58 A& 2HZ 28 UM 249 HE
Media buying: TV, Radio, &1 AlZ2tLH, AlZ &AH =5

148 EX

17



LA E2(research) or OHAHIE AP A

A& A, AHIAF 24 (lifestyle A, 210 pretest

Promotion £& : sales promotion, event J|&l, convention

JIE (A expo, 2t& expo)
4. OHAIAE: dIEZ, & X, TV, Radio, read text

Q== Al

LA E et=ad &, 2" ete.

JIE &2 A : CFMIZ A production), sS8 BHE A&SL 2,
| 2 1) CHEHAF etc.

Claff& )+ AE A AL= A
MUy - SsZ DM RRG, AFMAS - AOEHS+EIS
o L

dit Bureau of Circulation) : QIO x| st £

N2 Aglisn 228 i 18



4% communication 2t&

1. Communication process
sender | encoding +> message +> decoding receiver
(A XH) (253) channel or | (GI=3}) (=& XH)
media
s T T """"""
| “— noise [ *
——————————————— feedback |<«-—-oq response |«
(BtS)
N2 Aglisn 228 i 19




0

sender : source(8E2& &), communicator, 212,
spokesperson

encoding : idea(X2H), intended meaningE &0,
2 3 <« 3 ways (signal, sign, symbol)

message : channel or media S &0 [}2t encoded& idea
media (channel) [DHHI(maSS media) : non—personal

personal channel: S AR, &+,
decoding : message off &1, Ol ol

0x

&, J2lo

Oy

> TN S0 #E, XA BHE, JIXI &0 et intended meaningO|

}E}” OH/\—IEI Al OI[]
receiver : Target Audience & & Z(target markett 0l )

noise(& &)
internal : =4IXte] T2, =3
external : 83 A2, ™ 2

20



* HAIKXKIDF 2ot HE ==& A &= 0|&
selective exposure & attention

. Exposure to TV program is voluntary but exposure to
much advertising is involuntary

“People don’t read advertising per se. They read what
interests them. And sometimes it’'s an ad”

<Ol e> ol 20 NY &0, yellow page ad
selective distortion : AF2/&E HH | ol &
MNE X sE &H : KISSS HA K4

8) response

awareness, knowledge, liking, preference, conviction, purchase
T 0H2 & (intention to buy), Ei&: survey &2 &0l
9) Feedback

AHIAF B2 2 communication =0 Bt



B RA S I message source effect)

sourceJi S2LEAH (et message == & JF & 2t&I L,

source credibility(B2 3 & 2| AlZ|A) = internalization
Ao BETHH =Dl KA, B89 B8 & X (expertise)
40|

_I_;
M A Ol MRS HE K2 (trustworthiness: &l &l &)
1 A2AAE T, HAIKN =25 1 (B0 &5H)

= accept or reject an argument on the basis of source
rather than on the basis of the message content
sourcel| Alg|H0] 2HAHOZ =L} ‘—iOiAi message

contentE 2| 2 H Mol = 22 L= M
issuedt =& X H S RSHA 20HA (not personally
relevant or Significant)

@ =J| 9 A(initial opinion)
X)| SOOI AR =2t AZINH0| BCH &HA
why Xl Xlxxi(support argument)S g4 =&
I HIZ9 &0 AR =2 dZH0| 20 21HE

why BtetZ=Z(counter argument) Jlsd A X

22

N2 Aglisn 228 i



2= S W} (sleeper effect)
— NIZIH 2 sourcell messagell AlZ!

_I_

=hEREEE

=

ol
U0

-

why Al2t0| A Ferof 02t source?t message oF & A 2
HIF Lo KBNS =25 St

— Z & inconclusive (replication 2+&)

2)  source attractiveness(8E2& &2 01& &) = identification
O/\V\*(similarity)

= (familiarity)

s;z%(llkeness)

= &1 message £ Malg s=0| /12, S 20T AZH0| &5A
Z1) message € Mg s&0| @1, sJ| 20| 2D =S



e
3. message effect(fil Al X| & 1})

1) OIAI Xl 2X(message structure)
MIAl = Al (ordering of message presentations) : 8#4&l LIS
NI Al
« primacy effect(ZJ| 1) A8 MAIE LHE2o =251
BHCHY Aol & H=S0H sUAE, Bter =&8= S
« recency effect(Z2 =) LS00l HAIE L2
SO H=SAH 2A, XIXFEHZ2S U2 = %

A2 = 2 (conclusion—-drawing)

aBtMoZ H22 MAlsts 240l 0IsH(OI2)0l =22 5.
. NS T, BT > AL 2
. DE AF|, B, > ZE HA

HIAl Xl =& =% (one-sided vs. two-sided)
e WS Tor00 B - AFY & S A0 (two-sided)
e W= | or 28 A — Z&BHone-sided)

cf. &0 =90l3s B Counter—argument(‘_jJ'1,*$§)9_| &0
CtAH, 0]2| etetA A(refutational appeal)ote 210| S HE L £
ULt = counter—argumentlil A= SHEMS D)

N2 Aglisn 228 i 24



HAHE/ HIAHE message(verbal vs non—verbal) :
=]

e visual : image &€&, memorable
« verbal: 20| Y Jls2 =AI8Bt boring

2) Message &~ &

Rational vs emotional appeal
— BeE AR M EM ME

O M T o =2

— LHH AT HNE B2 RE

F) (comparative advertising)

H| &)
— ANEESE0 YAHU M2 brandlll @& /& Beie
= ESH
Positioning otJ| & Ct (Reference)/ D AtE 2
— HYAFO Hgeg Bt = 2tEd &)

N2

=
11
-
Jo
EJ
0z
)]
el
|:_]

25



®

= I P(fear appeal)

Bl ALK

A2

RS
(facilitating effect)

X O 1 O i
T——l, Z2Hal K8

0H
iy

A
e

[HH

PN
(inhibiting effect)

' Defensive avoidance
(2= 3|T)

Selective distortion

& ol &2t M (severity of the threat) 21 Al
=1t

O Al
/BN AR MO A
S D SO GHZH H A

N2 Aglisn 228 i
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S MH A (humor appeal)

— good for catching attention, positive mood

— Dbad for comprehension("." & =8t brand2Ct & &)
= distraction(=2| 2 &) [ =0l
but 22 O0l= =2 HIS2[& AHIAHS] BtEF==&F 28 A

— M3SASANEL S 1AMt 2= SHIOF 20 24t
S

— OlofAlAOF S E2H 1 & E

4. communication channel(0H Xl & 1)

Kl &2, 224 = 13, 14& 0HXl &0l A

A& A O Ml =2 (qualitative media effect)

C OR A GIATKIO Ol XK= St

Eg. Times vs. tabloid, € &l & vs. L2HX]

N2 Aglisn 228 i
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s
2 8At 2K

5%

Marketing stimuli

'

U E

- =(exposure)

Z= 9| (attention)

— | Ololf(comprehension)

’

EH & (attitude)

;

22 0H(purchase)

28



1.

20 et 32 Mel uE0l EetdCt

JIZE0 XA HAHAOIYE )2 MZ2 Marketing IPZOH FOolE
JI=0|d Ololiote= A0l 9= 0|XH, 32 X2le Z2UJF &2
= =C}.

2t(4 & (involvement)

X~ Ol
O_’

%JC_DL/\-l

CHAH 2

=R AEHAN EXEO AN product class)0ll CHSE D2l o
K2 G or 245 or 2t A X2 (OO0, ArE

>
&)

2HIAH SE4 01 4)

— «— (Marketing comm@

N2 Aglisn 228 i 29



HEl IR (Z2HE =EZE A

0l

for s
b1
]
oy
K1 HN

[
=

(enduring involvement): A9, 2= &
(situational involvement): 8 =&, S&

=

o

’

=

—

rol

EE UHE

=

e

]

L
~—

& 0| =R H(self-expressive importance)
. Aot E8ot=0 &201 & =07

JFXI(hedonic importance)
. HIS0ILt service AHEAl & & =50 = etI?
%‘%&* 224 A (practical relevance)

CAEH EHYQL DI 2 HMEEFF, 2T =0

T 0¥ & (perceived purchase risk)
A2 HEE S EQ] =217

Complex product, a potential consequence of a poor decision is
severe. Expensive product.

physical, performance, psychological (self-image), social (social

approval), financial risks.

x
o
=
[
-
I
EJ
021
o8
Jis]
EJ
N

il
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LH & &A1 passive

HE |, 882 Xel 1E

)

G T, 2 XMl &0l

—

i
)

=

10

10

50
ol
10
=
RO
uir

i

—

A
4 Qloe

F

S
=

‘try it and see’

OF

T

OHY

2

Ol Ot

1)

J|
@)

KU

J

= Xl

1A 10l



4)

22 200 =21 (motivations)
2t &=
 |ow involvement : trial experience sufficient
 high involvement : search and conviction required

motivations

« negative
problem removal(2 XM Xl H)
problem avoidance(2 X3 1)
incomplete satisfaction(2 2t & &t 0FE)

mixed approach—avoidance : conflict between negative
and positive motivations

= reason why &, informational ad.

 positive : desire for a more desirable state
sensory gratification(2r2fJ| 2t Bt=)
intellectual stimulation(XI& XI2)
social approval(Atal & =2|) : personal recognition
= transformational or image style & 1l
— A H|l XS] state It positively transform &= A= 2
(happy and satisfied customers)

[

NS ANSsin &a™ na

Ct.

32



Rossiter & Percy, FCB grid
Informational Transformational
(negative) think (positive) feel
High | . 1.
involvement | house/Jt3, Insurance | B4, 3t&Z, (& X, I &
(sea.rch & SEX(IIEE, van) °|F, s&XH(Porsche)
conviction) Learn—feel-do Feel-learn—do
Trial 1. V.
experience | Aspirin, Detergent, Hi = CHyl, 2HC|
sufficient T A% AES Do—-feel-learn
do—learn—feel
Cf. | .2 HZ, II. &8 K, lll.s& &4, IV. A0} 2t
Ol &S| KOS DI S&Hay ARSI
SAAEE INEIRSRES

J| =>6 segments (Ronald Taylor)

33




mEE—
2 820t¢

L
T

&2

Z == (zipping &

=
OHAHIE AF=0l S22l E L2
selective exposure
e = A0 = "I AR A
zapping)
JND(just noticeable difference)
CF e =2 A= = U= = A2 RO
Weber’s law : JND=| (ZJ|X}=2) x K (&%)
Eg. =J| At = 100&, k=20%—20& XtO|JF LIOF Al
=J| A= 1000&, k=20%—200& XtO|JF LIOF X2}
A A 5E 2 1 (subliminal advertising)
. Drink Coca—cola, Eat popcorn

34



3. Z=9|(attention)
Selectivity (& e A)

Contrast (CH=): color, noise

novelty—surprise—suspense

Size: size impact

related to current needs

Envoking remembered positive and negative feelings
Personalization

@0 ® O

@
@

x
m
=
11
-
I
S
0
0
UE
£
1>
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20 RE =, A& AtAle] HAHE X2
= A& 5&';}. EEEJ ) HEE 24822 9|0 B
= X2 A
— /1 T/ -

A2 A XX GHperceptual organization)

Gestalt &l2|stAb: X229 4 RAE (JHEXO0| OtYl) M XA
Cxz =g, & ototd Al

® =Z 4 (closure)

@ 2 H(proximity)

Q) SAFH(similarity)

N2 Aglisn 228 i 36



A =M (continuity)

K==

S ADF BH A (figure & background)
=20 4 AS AN HIESZ LI+ X2 5lols HEk

o) A2AE oM (perceptual interpretation)

-

Al 2A HE=SH(perceptual categorization)

—/ T/ DTE
AIJ|0t(schema : H{E H& or EX MBS 2&0td IS =0
XD A= HA HIE R F(associative network)) 2 2484 X1 O

Ar=2] 210] o &

— —



A O :
@ &gl & & 9| corporate imageZ MZ 2

@ @ | new brand> brand0il CH 8t quality =&

(Halo effect)

High price ——> high quality

M2 A& D 22T NS 28



5. JlY(memory)
St D1 Y (short—term memory)
: 2&J|9(working memory)0letl & &

0

D ZAIAOZLE OIME FE(OHE X 2)
15 =

FH U= 2 Z2EECEMN 7R EF

eg. AJ[J|A-WAT /I IAD-C0}
@ X2 M EHlimited capacity)

A A (rehearsal)0l A28 JIH0A AtctE . AIAHOl U

HOF &J|J|¥9e =2 O|M
eg. Mot 0| =2l =28 S B
A2 N E25Hinfo overload) 3

eg. 15x= CF : th=st AL 4= - &KX

a2

Xcl, of



©

®

=

=

%
a
o

0

18
a
o

(retroactive interference) : £ & 2t4
HE (2 EE)) 29)|d £0 2 E 2ol

0
B==OUAIL, 4725 H 3 HIHA HE= At 18=

J|ot 2&t

-/ A O

HU 0%
H0 0

© >
(QI
GQ)
By

G

2
o

|_

(@]l
s

OlI

(proactive interference) : & HE 2t4
l =
1

1E A2(EH019)0t 28 &
20 J|&E 22 A0g+=F D
A0 DIXl= S0l H0 e

02 U 2 M ol
HT > > 0%

HU 09

Mo JO

[@
[fe)
O 1o

>
O
(S
1
%
S
ol
il
N
1o

N o

S Xl el5i & (maintenance rehearsal) : 28712 H0AM E2
Ob AFRHAIR R EE S Bt - ZDD|92Z 0™

eg. datts, 2SS, 00

— =& OHZ 3 &(reproductive memory @ XA A D)
—  THA A D|H O Ael= HAM A& (associationism)
— =MNO2 Jl< : AT&T the right choice

BMW the ultimate driving machine

o[

N2 Al CH
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=412| 61 & (elaborative rehearsal): ME22 E2E &7 I

LHOI M&E e @22 AZAIH H2 Helgfe=2M I

= = ", =241l =2

(reconstructive memory: 224 J|A)

o) &J] J12(long—term memory: I A)
2ol I« (semantic memory: 20| & J|H)

A2 D1 (episodic memory): SE AL 0 THEF IS

W8I (procedural memory): BHHIE +=2ot= SO TSt

)|

>Hifds2 30HA JIS 25 K=

Eg. ctH= & [,

=EH - &= S e 2H, R — e I
HAHl =25 UF F0 a0l AL — At IS
Aass82 =82 otk

== el s F=l A28 =0, — JE J[H

x
m
=
11
-
I
S
0
0
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£
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I =HE /st 82 (encoding)
i Strengthen memory linkage between Brand & desired

Mere exposure effect

association .
Advertising wearout

A |

=3 !
>
Positive i ot =
Habituation | Boredom

=d8 g3 i dEl, 282=

familiarity

= &1 5y
« Substantive variation(& &2 &
« Cosmetic variation(EH & HH):

42



Concretize(* A 3t)

intense orange taste(2& st &l X2 8)

= an orange avalanche(2 &l X| AFEH)
Imagery (&t &)

Had=s s U, OI0IXNE N =2 = AES
Multiple—coding(Al 2}, &2})

see orange, hear the liguid pouring, feel the bubble

% Ol=(retrieval)

olE TN AtZ(retrieval cue)
21 B M —>poster Lt packagelll AtE or OH& display
Eg. TTL 2 2E communication tool Hl AIE. IMC

= A0HAIENA JI=E 0 sl 21=0]
) 22 AFE: what a wonderful world

somewhere over the rainbow
SE St Z 1 (unique): encoding & retrieval 0| & C}.
Why? 2t& S 10 & A

0

&
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2.

. &= Message0fl CHt *UIXP_I StS

EHE=2l A2l 60002 THE &A2/5000H e =HEHY
EA AN CHotd, S2& orHl s9&c=z, d2tH AN
BlEold =, EMOZ &&= (learned), & & (predisposition)

SEFAT AEZE 0ol &8s, 21

EHe= AOH/ELD 2 28

K=48—-82I] L

SMEAQ| OfL| 2, &), NIEdEels =88 &5
def->8eiE HdEiZ |l =0l= =% (predictor of behavior)

el RERA

OI XA 2A(cognitive component): SE X242 QI SE S0 8
2 E AN QA (affective component): el Al SE XI20| £CF.
HEM QA (conductive component): 20HSE2 X SHCF.

>33 B2 but £ Ad=2 UHEIUH=HE=s 288 49 D&,
=>Fishbein, 2IXl= EBHE2 A RA0 D HES(CX)E QA= BHE 2

2 =>2& 249 Belief(dlE)—Attitude (B &£ )—F 01 & = (behavior)
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3.
1

UEHAl B E

Fishbein2l CtSAEHE 2 & (multi—attribute attitude

Model)

Aoc=Yb.e = b,e,+be,+-+b e,

Ao: Attitude toward Object (Brand)

b: =& i 2 SE-F0 Ust AlE =2 X

e S0 et BIHERAY)

eg. =22 i=1, 2, 3, -+, 1=&22¢d|, 2=Y =, 3=flavor

Fishbein’s extended model

Bl= W1[A_,] + W2[SN]

Bl: Behavioral Intention, 88 < 2| XI (2 0H 2l &F)

A, Attitude toward Action

SN: Subjective Norm ==& 78 = > NBMC,
=1,2,3, -, 1=28, 2=04¢!I, 3=&+

i) NB: Normative Belief, # & & &lIE

i) MC: Motivation to comply, =8 S|

| IZ|
o o=

N2 AElis

S
N
K
£
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0
Marketing AlAIE

HSHE: H2&H

| 2 A= H{5]
oy
SEPEIEES

—/ O L L

O
Aact X0l 4 X2 R
QF HH
c2E0| ME-UBHE s

4. N2OHAl EHE &4

Krugman

® A8 " A (cognition) — &S (action) — EHE &4

@ TVZ1O0 gr2& == — Brand Awareness — Action

cognition B 24 0|l

Why? TV MZIH0HA. 212 B= 55 & =D}, Attitude &4
difficult. &A= 0l T2t 20K, 2+=0ol™ positive attitude
otherwise negative

Zajonc 2 S@=-=35 (mere exposure effect)

M2 MEHUHA 2200 Bt=2 =5 ™, BrandWl st 42 £ X

= MEH(OIX, AlE 8l01). S oA EHE €4

= —

J ®© e
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0[0

MA X243 (classical conditioning)
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O ot= 22 (Indian Music)
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23
(Attitude toward Advertisement: A_g)
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Bl PSPSEnPS
O o /M

Dual Mediation Hypothesis(0|Z 040 Jt&)

> 200 AZEHCO DIXIS PSS 2DENEIH 0§ B4(015)
b A AEEICO 2ES 0lRC
D 2O et 52X EISIF AT0f (Het 52N BT &4
@ 20O e B3R EBTIF 2D MAIE =& or HERZE
U +BES 51D, AT 1S QX0 FEHS 0I&CH
— A AT A

XS5 M2HMSOHAS AJHC,ECHAO 01X 28t0| At

N2 Aglisn 228 i 48



5, SSA HE @4 DE(D20 + H2K)
M Bts 2 H(cognitive response model)

CIAl
Mesgagethoughts L, XK =E
oo L=| |keyclaimid & B2 | b=z
2 s =TT AT EHE b 20H
Ad Executive thought | | &3 X| X|
e e &l Aot

>N 2 Al AEN Ot SZHEE 2SS 2R, sJI20H X
20 xecution off CHet QXA BFE0]
Mgt Jtsd 29 (Elaboration Likelihood Model:ELM)

AH| X EHEE S & A Z(central route) 2 = A 2 (peripheral
route), & JtAl &= Z =20 ek ELE .
J2HE2 AH|AIS AEE Melotdes =29
JHC) = Elaboration Likelihood(8 13t JIs
2 MOAO 2lol H&=2
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. motivation(= 1) : involvement T, eg. &0 RIS A2ESH [
. opportunity(J13]) : ®EH2I2 I3 (Hel=E)
. ability(s&) : 38 X2l& s¥, self-paced
central route _
BN ENTSYYD T M SR S (PSE=T-TINE - 32
high eSS =
ZIEE 4 MOA l E=
| I—I
o EHCHA R 2 AAIFOI HHEHE
=T A
peripheral route =<
SN SHAE(HY], etEA)
$‘?_"EFH BN2Y, YIS, HEOIS
St X 22 o
EOHWWH,%%HMDIM%MLDQMIWWH,%IDP§MH,§E
Ol 201, JFHHE(HIA 20| E2 2002 BHH - ZEE2S & 22 )
= motivation0] 0t CIX&E Q0| 32 E & AH X c2lstll.
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