2009 5 7
6
1
McCarthy (1960) 4P
(price) (product) (promotion) (place)
2007
7 1

(Reynolds and Gengler, 1991)

(celebrities)

(spokes-characters) (customers) (employee) 4 (Stafford,
Stafford, and Day, 2002) (celebrity character)
(non-celebrity character) 2 (Callcott and Lee, 1995)
5

(Tom, Clark, Elmer, Grech, Masetti Jr., and Sandhar, 1992;

Erdogan, 1999)

-

http://www.dentsu.co.jp/marketing/adex/adex2007/_sum.html



Stafford and Day, 2002)

or

(recall) (comprehension)
2
2

2-1.

2-2
2-1.

Lewis (1898)
(Strong, 1925; 1938) Lewis (1898)
(attention)

2 Stafford et al. (2002)

Callcott and Lee (1995)

2009 5 7

(e.g. Stafford

AIDA

(interest)



2009 5 7
(desire) (action) 4
4 (Strong, 1925; 1938) 1
1 AIDA
Attention > Interest > Desire > Action
AIDA (satisfaction) AIDAS (Sheldon, 1911)
(conviction) AIDAC (Sheldon, 1911) (memory)
AIDMA ( , 1994)
AIDA Lavidge and Steiner (1961)
6
2 3
2 Lavidge and Steiner
Market or sakes tests
1 Split-run tests
Intention to purchase
1 Projective techniques
Rank order or preference for brands
; Rating scales
Image measurements, including check lists
Projective techniques
f Information question
Play-back analyses
1 Brand awareness surveys
Aided recall
AIDA Lavidge and Steiner
(hierarchy of effect
model)
(low involvement hierarchy)
Ehrenberg (1974) ATR
AIDA (1)
) 2



2009 5 7
(trial) (reinforce)
(Vakratsas and Ambler,
1999) Ray (1973) Wright and Lynch (1995)
Vaughn (1980) FCB
— 3
3 FCB
|
|
i - -
i
|
i = =
i
2-1.
Attitude toward
Ad: Aad Biehal, Stephens and Curlo, 1992; Chattopadhyay and

Nedungadi, 1990; Gardner, 1985; Garretson and Niedrich, 2004; Goldsmith, Lafferty and Newell, 2000; Homer,
1990; Lutz, MacKenzie and Belch, 1983; MacKenzie and Lutz, 1989; MacKenzie, et al., 1986; Mitchell and Olson,
1981 —

(MacKenzie and Lutz, 1989; MacKenzie, Lutz, and Belch, 1986)

4 Aa  PI
_____________________________________________________________ -
1
Cad > Aad . :
° 1
,,‘: A N :
) I N, 1
4 | | .
’ ) - 1
.’ | | | :
’ 1 .

0 . | | Pl !
, ) o !
o | y !
/ \ H |
k Y \ 4 !
Co > Ap !
1
1

Cad Aad .

Co Ab o>

PI ——>

Lutz, MacKenzie, and Belch 1983 , p.532.



2009 5 7

, 1994; Homer, 1990;

Lutz, et al., 1983; MacKenzie, et al.1986 4
Ajzen and
Fishbein, 1980; Chattopadhyay and Nedungadi, 1990; Gardner, 1985; Homer, 1990; Lutz, et al., 1983; MacKenzie

and Lutz, 1989; MacKenzie, et al., 1986; Mitchell and Olson, 1981

Homer, 1990 Lutz, et al., 1983

Homer, 1990 Lutz, et al., 1983

Homer, 1990 Lutz, et al., 1983

Homer, 1990: Lutz, et al.,

1983
MacKenzie, et al. 1986 4

Homer 1990

2-2.
Colley (1961)
Aaker and Myers (1975)
3

3 Colley (1961)



2009 5 7
(Mehta, 1994)
(recall)
(recognition)
CM
(Plessis, 1994) Krugman (1977) 2
(Leckenby and Plummer, 1983)
1970 (persuasion)
Ross

(1982)

(Farr, 1993)

Rosenberg and Blair (1994)

(e.g. Stewart and

Koslow, 1989)

Larry Percy (1983) “A Review of the Effect of Specific Advertising Elements upon Overall
Communication Response,” Current Issues and Research in Advertising, Vol. --, No. --, pp. --.
Stewart, David W. and Scott Koslow (1989) “Executional Factors and Advertising Effectiveness: A

Replication,” Journal of Advertising, Vol. 18, No. 3, pp. 21-32.

Mowen, John C. (1980) “On Product Endorser Effectiveness: A Balace Model Approach,” Current

Issues and Research in Advertising, Vol. --, No. --, pp. --.



2009 5 7

Aaker, David A. and John G. Myers (1975), Advertising Mangement, Upper Saddle River, NJ: Prentice
Hall, (1978)  —

Callcott, M. F. and W. N. Lee (1995), “Establishing the Spokes-Character in Academic Inquiry:
Historical Overview and Framework for Definition,” Advances in Consumer Research, \ol. 22,
pp. 144-151.

Colley, Russell H. (1961), Defining Advertising Goals for Measured Advertising Results, NY; NTC
Business Books.

Ehrenberg, Andrew S. C. (1974), “Repetitive Advertising and the Consumer,” Journal of Advertising
Research, Vol. 14, No. 2, pp. 25-34.

Erdogan, B. Z. (1999), “Celebrity Endorsement: A Literature Review,” Journal of Marketing
Management, Vol. 15, No. 14, pp. 291-314.

Krugman, Herbert E. (1977), “Memory without Recall, Exposure without Perception,” Journal of
Advertising Research, Vol. 17, No. 4, pp. 7-12.

Lavidge, Robert J. and Gary A. Steiner, (1961), “A Model for Predictive Measurements of Advertising
Effectiveness,” Journal of Marketing, Vol. 25, No. --, pp. 59-62.

Leckenby, John D. and Joseph T. Plummer, (1983), “Advertising Stimulus Measurement and
Assessment Research: A Review of Advertising Testing Methods,” Current Issues and Research
in Advertising, \ol. --, No. --, pp. --.

Lewis (1898)

Mehta Abhilasha (1994) “How Advertising Response Modeling (ARM) Can Increase Ad Effectiveness,”
Journal of Advertising Research, \ol. --, No. (may/june), pp. 62-74.

(1994) —

Petty, R. E. and J. T. Cacioppo (1981), Attributes and Persuasion. Classic and Contemporary
Approaches, Dubuque, 1A: William C. Brown.

Plessis, Du Erik (1944), “Recognition versus Recall,” Journal of Advertising Research, Vol. --, No.
(may/june), pp. 75-91.

Ray , Michael L. (1973), “Marketing Communications and the Hierarchy of Effects,” New Models for
Mass Communication Research, Peter Clarke, ed. Beverly Hills, CA. Sage Publishing, pp.

147-176.



2009 5 7

Reynolds, Thomas J. and Charles Gengler, (1991), “A Strategic Framework for Assessing Advertising;
The Animatic vs. Finished Issue,” Journal of Advertising Research, \ol. --, No. --, pp. --.

Rosenberg , Karl E. and Margaret H. Blair (1994), “Observations: The Long and Short of Persuasive
Advertising,” Journal of Advertising Research, \ol. --, No. --, pp. --.

Ross, H. L., Jr. (1982) “Recall versus Persuasion,” Journal of Advertising Research, Vol. 22, No.1,
pp.13-18.

Sheldon, A. F. (1911)

Stafford, M. R., T. F. Stafford, and E. Day (2002), “A Contingency Approach: The Effects of
Spokesperson Type and Service Type on Service Advertising Perceptions,” Journal of
Advertising, Vol. 31, No. 2, pp. 17-34.

Strong, K. Edward (1925), “Theories of Selling,” Journal of Applied Psychology, Vol. 9, No. 3, pp. 75-86.

Tom, G., R. Clark, L. Elmer, E. Grech, J. Masetti, Jr., and H. Sandhar (1992), “The Use of Created
Versus Celebrity Spokespersons in Advertisements,” Journal of Consumer Marketing, Vol. 9,
No. 4, pp. 45-51.

Vakratsas, D. and T. Ambler (1999), “How advertising Works: What Do We Really Know?” Journal of
Marketing, \ol. 63, No. 1, pp. 26-43.

Vaughn, R. (1980), “How Advertising Works: A Planning Model Revisited,” Journal of Advertising
Research, Vol. 20, No. --, pp. 27-33.

Wright and Lynch (1995)



