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1. EH= ¥ SHAttitude Change]l
1) i B3l MS

(1] EHE Bi%}9 3 =¥

= &4 (formation), ¥l 3t(change), & &t (reinforce)

[2) &=(persuasion)©] A9

= AMA(DI=0HHIE & E))

= “AHIXC EHEE HIRAH F== A7

= The changes in consumers' beliefs and attitudes caused by
promotion communications”

(3) #1192 d=5((ER\)
» 2O JIE™ =EQFH AE =O| 5L HIZ AHIXIS EBHEE
HSIAIHA F== A
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A M=, 2007, p.76)
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2] EHE=0] Bl QoI - A
01 X| ¥F=2(cognitive response) :
H
AT CHEE AlE(belief)2 S
AHIXE2 224 HAe) 2 XIGHK

Bt= (repetition) == 0fl 2J ol
AZOl HHE O CHst =20 2 d
AHIXSE0| 210 U=
AHIXS0] =)
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= MAIHICI(Fishbein) 2
n

= Ao = > eibi

Ol CH&t EH = (attitude toward the object)
= A3 (belief)o 2=

S 20 U0 e =Y
A 0fl CHSt & Jt(evaluation)
= OIX|& XAl

8 LHatoll Choll <l &l= @
et &g, M= 00l St

=1
=53 EHé!
EHé, | =4
ei=3%
. /.L"é.'(bellef) =
= Salient belief : 8 XaIH S8 &3,
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@eXE B2 : FEXHE S £= 250 L0LI= H2F AlDW
A (thinking process)
@ B2

= XA F=E(support argument) vs. BHOHZ=Z(counter argument)
@ H&Rol
= HAIXI BESE

HAIXIE E= 32 XA =&

IAI XISl Bt 3|4 : Krugman'’s three hit theory

AHIXHS] M2t BIAIXI2l 2| =212 Xt

HAIXIO Z&E =89 £
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2) S22 1t (repetition effect)
@ Zajonc(1968) 2| A&

» 0|2 GIStAI 22 HAS0l0 SHXHE =5
= SHXF: 22|0|8 AN

2 SISO}

» 22| B E2 AT =0

@ Krugman(1972)2| “three hit theory”

» S L= 35
= 33| == 0|2 : three exposure theory, three hit theory
» 33 LES AN E W B &0 2R : 738 0lat = A|HO¢--
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3) XA ZHRIS S H(belief)2] ol

® 2HITEol =50 A 22 KHAF ALEOI 2215
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s AT MNMER2 HE ZX
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L 2I|82 HED|
= AT 2240|8l X2 : SHl, HI SOofl 2o HA =l X|I0t2l 0|8 &S 0t
@ EXE NS 49 SRAS AX
@ AHIXHEO0| ’\“9*0}'— | At (ideal point) S B3t
QXA HH DLIH
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http://blog.daum.net/hellopolicy/6977370
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BSig=

http://its—daejeon.tistory.com/category/My%20News?page=3
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4) Y='-=(mere exposurelE S

E—’-._‘-_'.—_%(mere exposure)
AMNESE2 &I=6HHLLE & O s
ARl D192 26102t KOl A

® &l =4 (familiarity)

@ 20 &&(low-involvement learning)
= Krugman(1965)
TV: X204 OHA
AH|IX: =28 =0t ESCe=EN LHE2 JI1YotA]l £otH & &
NE 2 H(0| O'E HEZ0 )|
it & sso2= EHYHEIF (g X8 BHE¥ Sl Jisst &4
SOt &0l QULCH.
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> 20t ALYl 2Tt MTTHO| B

(mean=3.91)

+ H=
» HIEY
o211 A OF

(mean=35.1%)
o U2 SIIEE, i'fIfUJ‘E

%H

& D24
Am|ﬂma"gﬁﬁ§§

4.00 4.50

HBT (7 BHE)

, KOTRA, MHAIHA2A(2011, p.48).
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3. #380I=

1] 0|2

= 19464 Ale| st At 60| H (Fritz Heider) M2 & &

» 28 0|2 (Balance Theory)2 EI=H3I2] SJ|= 0| 2(motivational th
eory) 22 A Al2l® 8 (balance)S R XIotXlot= d&2HSI|(con
sistency motive)Jt JHQIQ| JIXIe} AlEE |XIGIEE St

= “2Z A (sentiment)” or “S 22 Hl(liking relationship)”JF 2& =0l Z 1}

O} B2 “2 78 (affect valence)”S 0|2C}

OIE S0 JHel(P, person)O| E}2I(O, other)& £0}5tH &= O, Ol=
CHAH(X, object) Ol Hl & & &l 0] AH=22H|(triadic relationships)E &4
ot0d CHAHOIl CHEH A2 845 EXECZE REES 0|12 #
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<18 #d0|=Z(Balance theory)

P(7liel)

O(E(2l) X(CH)

P: person, O: others, X: objects
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<18> O010I2 =51t L0171

http://www.jabulela.com/files/images/Michael-Jordan—and—-Nike.jpg
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<13> 10|71 U2 01012 =H
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3] = 9}9] &}

@ CIXIE& (cognitive balance) : 215 CHAH CHSF AHIXES X1=2H0ILE
HOIKIE 212 ERSEAMEINA HIRE = AcIE 21Z20] B
3ol | A

@ QXIS X3 cognitive dissonance theory) : AHIXIS2 A& WY
20l ol 2UXE A0 2X35 A EHERHGe Ao

g HEst
SN OlA: MEIZ, M LIZES odd dX = UO0IHESY
Al
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<18> S8 TOIHE il 2+ 31

FACE THE FACTS!

"Reach for a hw instead”
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el ol e boont dnbmmpire T L-
Cromm of B Comp—"1T3 TOANTIO
Sekey M' e v, womt hese

Voarpome brarws o bowt ,.n

wedol
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Your Throat Protection —against irritation — ogainst cough. |

OW s e met st emetens Lovhies e Sk Wi ds s b et sn e sdtes Bench fot & Lath @ smuead ©

IS THIS YOU FIVE YEARS FROM NOW?

Whoa fempred to overinduips

"Reach for @ Lucky instead”

“It’s toasted”

Your Throat Protection — against irritation - against cough.

"-h-- e

mw.u.u-.‘.-~_..¢_..._u9 lllll L

http://www.bcliving.ca/health/13-ridiculous—and—dangerous—diets
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4. =R H=UAIOIM
1) HEE2IO ARUAIOIM 1S

LA SIS H=LIAOI &S

ME =M (source)
MU 2 (message)

&) Ab(receiver)

M HZ(channel)

Z=9| (attention)
Ol oll (comprehension)
2= (adoption)

S (retention)
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2] HIAIXIS] Edit K

(1) @<

® A7 gAl(appeal)

» =2|& AP ((rational appeal) vs. 8 & A F(emotional appeal)
OPNEEET

» EHXZ vs. HUXIS

@ HIAIXI Al =A

= =AIE2 1l (order effect)

» XSS primacy effect) vs. =&l & M (recency effect)

@ OIAI XIS =34 (sideness)

= 2OHH (one-sided) vs. Z¥HA (two—sided) 0l Al XI(message)
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(2) 411 A (advertising appeal)

D 2D A7 R

& O A d k=N,

1930s rational appeal) Hartman(1936)
emotional appeal)

(
(
(argument—based ad)| McGuire(1969)
(
(
(

1960s
emotional ad)

informational ad) Puto & Wells(1983)
transformational ad) | RossiterJ} & &

Rossiter and Percy(1987)
Rossiter, Percy, and
Donovan(1991)

1980s

© HI |0x O |0x 0

z0xd (0¥ H |0 2
i B D R W B )
080 O |08 O | B> b
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o-l- —l-'_l'"
HMOI™ &2 s S A=
(transformational =) &°o

o=z
=M

advertising) = olH, M3 A

= %”c‘i% 7£3U\IJI

HO|HSD| (transformatlonal motives) : 28X o2 A3l

(positively reinforcing)dole RMSIIEZ N 22E 0HF
éjilj*, ’c‘é%% S XN&E X2 (intellectual stimulation), At
Ol(social approval) S L&
HEH &) Lt MIE AME2O2 Qo ¢S
(informational Soll AHIXE
advertising)

Jl(informational motives): A H| XDt
MIHSEHLE ZZAI210] 1o 010l CHSt
NEE M Zols Aoz AN BEHdXO=Z

(negatively reinforcing) 201 =J|




119t AHIXIHS

= 01X &l
<8 CNNOl EE XA HIE HU 229 HEIA 31l

http://www.pophistorydig.com/?p=718
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<18 A= Flora Pro—-Aktiv

S0UT
OF4

http: //WWW guardian.co. uk/medla/2007/oct/31/asa advertising
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= OFJIAIZ 2 SAI0 LIE Z10JF L

. SFEH HEEL, =HES

HE 2 = Ul=s 2XH gt Sl OF

LI &S
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(Humor ad)

SEAT Z

(Fear appeal ad)
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= SMHhumor) &1
<) =g sts2=3(Hamburg)C| Mondo Pasta &1l

http://www.puppiesandflowers.com/archives/2007/08/excellent_outdoor_marketing_ca.htm|
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http://gwilliamrobinson.wordpress.com/tag/fear—appeals/
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STOP CLIMATE CHANGE
BEFORE IT CHANGES YOU.

Wy
.
wor [PPTRCE—

http://www.techinasia.com/createive—fear—appeal—-ads—from-wwf/



http://www.techinasia.com/techinasia/wp-content/uploads/2010/08/WWF-22.jpg
http://www.techinasia.com/techinasia/wp-content/uploads/2010/08/wwf-ad-fish-head.jpg
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3] ME=Ml(Source)

= ZNPY (endorsement)

@ HZH/Hus £F0| ¥
A 0| Ct.

@ AHIX2 S ALS

. 2D 020D 4

@ HE=Ql DEO| SWEQI AL

= A3 & £=Z(social acceptance)

= EIOIO| OJAE SR AIGHH M26t= AH|

= AS|A 2[E0] =2 NS =R

@ HESIPIEUE AR

= WESQI0| 2 R(F, T AN [D| 2JAHA0 O SRAIEE=E BSR)
= HIS0| =#AE 0| =2 & =2(high performance risk)
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<18> M0l =2 WX Balm &1l
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Hi2I0 =N}
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<323> OIAIOHLE &1l
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3) HIAIXIC] EA

@ BIAIXIS & : AHI XSO0 =H FZ2E A

@ HIAIXIS =A : =A & order effect)

® DIAIXI2l =X H(sideness)

» AHAM A7) (one—sided advertising) : 28 &
0] E0Iot= HIZSZ AH|E0| &1,
Clhh=2 832 s81H&

Z 1 (two-sided advertising):
2 OlLI, ZH™ A SO
ZsE AIIIEHA 0]

&Z0IE(inoculation theory] :

dot= A0l LSS 40l tist

2 X10|=(Correspondence Theory) :
XMA™27|0|=2(0ptical Arousal Theory) :
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= HIAIXI MIAl=M
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Position of Word on a 40-Word List

http://www.brown.edu/Research/Memlab/py47/diagrams/Serial-position—curve.jpg
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A‘I Il.l-ﬂ

<1&> AVIS No.2 &1l

When you're only No.2
you try harder.
Orelse.

Little fish have to keep moving all of
e the time. The big ones never stop picking
on them,

Avis knows all about the problems of
little fish.

We're only No.2 in rent a cars.We'd be
swallowed up if we didn't try harder.

There's no rest for us.

We're always emptying ashtrays. Making sure gas tanks
are full before we rent our cars, Secing that the batteries
are full of life. Checking our windshicld wipers,

And the cars we rent out can’t be anything less than
lively new super-torque Fords,

And since we're not the big fish, you won't feel like a
sardine when you come to our counter.

We're not jammed with customers.

S

b | ot o

Av1s is only No.2
in rent a cars.
So why go with us?

We try harder.

(When you're not the biggest,
you have to.)

We just can’t afford dirty ash-
trays. Or half-empty gas tanks, Or
worn wipers. Or unwashed cars,
Or low tires. Or anything less than

seat-adjusters that adjust. Heaters that heat, Defrost-
ers that defrost.

Obviously, the thing we try hardest for is just to be
nice.To start you out right with a new car, like a lively,
super-torque Ford, and a pleasant smile. To know, say,
where you get a good pastrami sandwich in Duluth.

Why?

Because we can't afford to take you for granted.

Go with us next time.

The line at our counter is shorter.

http://www.readnsurf.com/images/scani.gif
http://www.nontoxin.com/wp—content/uploads/avis_3.gif
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4) EHEH?I0| &= E=E  HuoPIsdTE (ELM)
(1) w2 Is &2 E(ELM)
Elaboration Likelihood Model
Petty and Cacioppo(1981)
22l B2
S&HZ2(central route) : HAIE =80l CHol I 2 UHES HA

Hel, SAR20| B HEs Q3 X
FB1H Z(peripheral route) : MAIE =& A
S0l 2ol BE2Xel, FHA SN0l St EE &
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(2) HuloPlsd FEo| A

O HFE2XE SO s80 Ot B2 JE

@ SAH2 : &N (high involvement) + 2 S (high ability)
» S AZEH OloHE S

@/\IAP‘* (implications)
= SAHZ: ZS28 AL, oM Al (print media) =l

= =HAZ: salient cues, MOIU= AW, A= AT, BGM, &1
, TV OH A
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= Festinger, L., Riecken, H., and Schachter, S. (1956). When prophecy fails.
Minneapolis: University of Minnesota Press.

= Hartman, G.W. (1936). A field experiment on the comparative effectiveness
of 'emotional' and 'rational’ political leaflets in determining election
results. Journal of Abnormal and Social Psychology, 31, 99—-144.

= Krugman, H. E. (1965). The Impact of Television Advertising: Learning
Without Involvement. Public Opinion Quarterly, 29(Fall), 349-356.

= Krugman, H. E. (1972). Why three exposures may be enough. Journal of
Advertising Research, 12(December), 11-14.

= McGuire, W. (1961). Resistance to Persuasion Conferred by Active and
Passive Prior Refutation of the Same and Alternative
gggnégrarguments. Journal of Abnormal and Social Psychology, 63,

= McGuire, W. J. (1969). Suspiciousness of experimenter’s intent. In R.
Rosenthal & R. L. Rosnow (Eds.), Artifact in behavioral research (pp.
13-57). New York, NY: Academic Press.
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» Petty, R. E. and Cacioppo, J. T. (1981). Attitudes and persuasion: Classic
and contemporary approaches. Dubuque, |A: Brown.
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advertising: The differential effects of time. Advances in consumer
research, 11, 638-643.

» Rossiter, J. R. and Percy, L. (1987). Advertising and Promotion Management.
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= Rossiter, J. R., Percy, L. R.,, and DONOVAN, J. A. (1991). A Better
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