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| N2 o ffAAGEE FHsE AL 7|1, Yopr} A
Hu# 2 A2 vlAv 43l 49 PPL(product
placement)® 22 7|Y < A3 L=

ol & WA A & WA wjd 4 ok £3 F3d =28 IAES Fad F53}
A F9 sje] Fng Fihe MR 4N A Fo dzd AFUAA vk (o, 39
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and Mick 2003: Mothersbaugh, Huhmann,
and Franke 2002). Z28jn A4 t9] Fn5
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o2 984 2 (McQuarrie and Mick 1992), &
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75 B4E& EAH(Childers and Houston
1984 Mitchell 1986: Rossiter and Percy
1980). o|F wAREH FEAe2Fo] LY
HAM B AZH Q4F AH 3L xR B
dA HIste dFE0] 5ASYUTHEdell and
Staelin 1983; Maclnnis and Price 1987). d&
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Miniard et al.(1991)2 F19 Alzta 247}
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(1994)= o2& A Ho tig o] 24 7]uhg A
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A0l B3 FAe E3Ao| @ Agolgta 3
A=, ol Rude HF aHRe i

B9 o g

Ae

=7 F@Holn oA ey
< oA EHAW, wet FEI} ol4ibssAn
8] AAHE BT AlgA 4HAE A
HA] 23 WA =e Rolth(Ellsberg 1961).

R I BN

128 A5 898 B9, 2 d7dM g2e

O

169



lr_g,

a

ﬂo]t}.
Thg 492 et HAg
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AHEHE Eooluh Abstel] whaba o7t Lol o
AHEET7E 2oiHA gu7t GErE 8t
I, gk o AMREE dojrt 4% ArE 37
WellA 2 AALEEA B ouly) Bl
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1971). Berlyne(1971) <3t
2Hog B3g A3 Qﬁi% 73‘
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ATAAE FT 992 29 ol Basl A7
928 oz delg m3yd 98¢ 794
vat 45, AL SLE 40 adud o
3403 FFHOR JuABL A5 e

Aoz oA oMt AT A

o ¥ta £ 4 3k (Faler and Unger 1987:
Pexman and Lupker 1999). ZjA £ A
e dojAQl mietdA FHE oo R4
FnEH AAHQ M ofEA UehA
Aste AL 979 2¥Hog AAIAY.
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g o@ 2o $EE AU 42T S5 94
ok A E 938 old ZAo] EHE Ao
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259 Jdon o 1A olfE UF-Eo Fad
thote] FR:AR S Holxm gl7] wEelt) &
g A YT ¢ e R = A
A= Aol EHAY A f-olth(Peter and Olson
1998). wetx AMAEL FHE B3 FollA of
F 279 FndT FIE 7)1&9 FEE A3}
A A} ol d4d e AFAA °‘?—Vi &

oo
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o
R
}01
oX,
o

%El}iﬁrq] et & A7Ist
A gvhe AL HE
=+ 5‘13}@’ %l"ir:f?} %7]9} =9, agx 7|37t 25
ozl 7§t %‘gﬁ}% 7)i°] 7t she Rojtt.
AA ooy = i
and Mick(l992
3 ouiE MY +
LiSigei=d

ol A7 AM|ApT} Astel whet Adoldt A A3}
A 52 edNAEE Alde A2 Auspts
328 (elaboration likelihood model)® @<-
AA 28 (heuristic-systematic model)o] 23}
ANEATR, ofF B AT ot 1 EldA ol
A5A02 FHHAHChaiken 1980: Chaiken
and Eagly 1983; Eagly and Chaiken 1993:
Petty and Cacioppo 1981). °©]& R&d| <Js}H
anzpt AEE Astele 5719 w8 & A,
w2 FHo g Yusihsidol oA Hol
adzkEE A He THol He A=
(central route) & AAA A3 (systematic
Botd =g 43 9o ®
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U Fet 5 FHEAMIE & 43E viA e FHAR
(peripheral route) 22 @A #4 (heuristic
AXA "Hd(Petty, Cacioppo,
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Schumann 1983). 18]l3 AEAE 7l F=2
2 A7 AE dElM AZdshs Aot Bt
sl oJdtd AFHu, FEAZ FHL AFA4Y
o AE, T MYA(d, AR g &7
(Need for Cognition)) 5ol 9J3le] gag u=
Aog 42lA U Hoyer and Maclnnis 2004).
A=l g 2v|ate] FmslbsAnt wesiod,
YREAEE AAA 29 Gt #YE A
ol e AL A+E FYgt. dE =
°}, Anand and Sternthal(1990)¢] ¢J&}® o]
det7] ol FarAAE BE FRE &L A
o Ad F gl7] del 4& wAxED o
B2 AAzt (AF Ad)& 878 Hol, v
ARE Al § gle 7187 98 W A3d o
05 3 w82 o] e Aoz wyAn.
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FEdte o2 Bu HAG olf AN TE
Ao %)

o2 WHHE AMIE AZ () S AYsh] 9
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TFAME A=At Kaplan, Wanshula, and
Zanna 1993: Nowlis 1995). &, AHAEL A
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clolX 2ol Bmuamjol U3 17 oK XD HESH =

o g auAe AuANNAT LHe BAS
B APdNE of Bd o

W3 Q7] o &,
B¢ lAE Aoz LA e AFRYE 23
sRle g MPsgnt. 7|EEHE AHEH AFH

3 O AAEGE LEATE AEE ot £F5A
7lnz st &7v FEee ZRAE B
aetA aB|ZES Aold FEAHAFE AAe
Ao AAHo] gtk (Holbrook and Hirschman
1982; Park, Jaworski, and Maclnnis 1986).
Y HFo &3le AFolgn ddex B
he ZAlolut miAR ek heby AEEd =}
HA A Ashe &7u 7HX Y fEE gkl
A= Zolth(d, FSHAIA, HAAA, AEAA
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—?~ T 249 £79% tEol
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4o ool Y B s

?‘}@ﬁ%b_lbh‘f A7t B3 47‘“1 71 g o
B AFTIEH &7 - 7HA Y
2 et AFS 444
(utilitarian) AFEH FH =3 (hedonic) AFLR
FEst] (S 20010 Park et al. 1986;
Strahilevitz and Myers 1998). 443 AEL
¥R B EAE A 7158 £4E
FEAI7] At Adlste AFolH, HHF A
F& 2R o7 wEAIIAY 52 |zt
AR A A &£1E FEAATE AE T
Q3 ERo 2 e AES ¥Zeh
9A dFT vk 2ol oj9h 2 AFEAY A
ol Aold FEAHARF S Histe Ao ¢
A $H(Batra and Ahtola 1990 Holbrook
and Hirschman 1982: Park et al. 1986). 4
44 AFY Afe 2ue AXHQ] Zdo) F

AASAT x342 M1 20054 2%

ENE FHez

2AQA A4S 3o A F -‘47}4@01 olF &4
Aola AAHoH, LHAEL F2 AFY EIYA
&4 2o| FA 0|1 7—‘1‘*&310] NS uEeR
AES H71HA @ch(Maclnnis and Jaworski
1989). 12322 o £42% Ad FEAYHY
Aol B3st7] Yaide Fno Aoy oA E
st AAAA E4E AYok & Aol =
AN A7} B3 o 1 b oulg A2
e oA 234
g TR ZHE
7b Bt FaeA AN EE
Ngozn 74 He EAG 718 94 A
43 %‘1213147891 AAAY Ao Q1%
Al G oAA G
El e 2l
Fio] FRAQl Q&S FPain] YrAele £44
°o]7] Bthe FAHLoR o|fojAes EAS 7Xx
1tH(Holbrook and Hirschman 1982: Maclnnis
and Jaworski 1989). &, A#Holn 439 &
2|d ARG AFol AFdte 739 gy
of|A], ozt AMEFaH|M the Aav|zte] 7o)
U A, 3 22 ) 5ol T8 JEeR F
43 =He AolthMittal 1989). g Fu
A e d HBA AP o2 Adte] FuoA
A EHE HAAZ H“*’é‘h- A7 7;1 ‘4“ EH”
2o AAv e &
4 4 A& Roldh, —5% AH
1S Frahe A A
Aol ¥& st 3R
Aol & ol a8jm o
AR e oheket «]‘ﬂ = Xstn &2 OF\:
7Y AFLH B R 3‘3- Hhoz 9
A RoltH(Barthes 1985: Hirschman
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and Holbrook 1982). 28d %8+ #Fxn9 o
97 m3Aol Yehle IAFE AEFIHA o
Z239 Ao2 JAsiA Aot

7Hd 20 NZAA RE Aol 12 38 BE A1
of thete] LulAp7t YAoke FrHE
S A EH7te Aole AEAA AFR
g HHHA AF Z5el vE 2A
vebed Zojth,
V. &H

4.1 A8aA 3 AR

® Q7 2He SRR} 2L ofd
942 oA 1 ARBAE BAse Aolme
AFgeeE 490 MY A% daoz 4

AU, a2 F=d A dEg 2208 o
Aoz 2 (AR 234 1/4) x 3 (IAA =
A 5/20/40%) x 2 (AMEFFE: AE£3/427)
2 A" A 7 54?4"“"‘%“ Al (between-
subjects full factorial design)S F#stict <
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celx 23 4ol gzl et A7 o

in

).

JEQTFANE FEAYE S5t anArt &
48 £ gle AAA Ay Fe 28] st
A8 g FAZY FEAY FIE tE2A 3
AU (Meyers-Levy and Peracchio 1995), &
2 Al AFEHE AIEE "IV st
(Kaplan et al. 1993). & 434 = Al 7}4
FEog z2Asd AFsta, QY AolE F
Asted 4o Aoz moso] Fako] Mol
A=At 2] A ALY FES
Aotz st A 5EE dAeR APAXALE

g

ARG &, ool may $Fel dE ¥
2% B 5, 9 224 oA A49I9
oo e ATE EAsdt. 34E%d o5

A AYo] AHEE BeAo] w2
2 40% 7lgo] AQHon, RiAo @& #
19 ZA%E 5% F=st ALt o] 23S u
gog oxA zge 2L 5% 20%, 40%9
H AR o2 ARsg

Fue YFHo

4.3 AYEA

ARSI A9R0EH BEYT| XY
2 442 ol & 9, 43AWAL B4 A%

EA G Vet Sle AR EAT FoAARE SHA
A FAAAG. 22 ABFIMAELS A A
Ao A = o

AAES Fud +43] HsHA ANEE 7HE s
o 2 g5 #olAdA %‘%‘%17} A A e,
of AN sz} & 3
49 & 23 Ho}oi TEAE Fael =
e AZE AT e A =20 4
A AES 1 3 AFS ddHE g 2

ZAASHT H34A M1ZE 20054 28

Ago] P43 T9H T v TYAHQ w2
njsle A2 24 (MacKenzie, Lutz, and Belch
1986), £ A¥oME McQuarrie and Mick

(1992)ell A AHEE ‘Fold/RAAE, 39A/ML
oA, FHA/FAA, FAL/EAT, AnAS/A
oS 59 57k #ES VIR TR ARE
AHEst ZAEAY AFHbe Fae A%
A E dst auztEel Wele A HrtE
ofnlgles Ao2A, & AgdM e McQuarrie and
Mick 1992)# Alpert and Kamins(1995)"i

g5t ‘T2 AF/ME AF, FHo| #3/EFE
°] %g, 7H S/ 9 59 371'11 gEE
Z1Eeg FFsGd. miNger, »sge I3
of i AeA FFE ojsfabr] st B =
25U 9 APA7RREC] W AY AAE ukE

AREA 71Este FRY Bl XA

4.4.2 7§Q3e] B 2AAAH Wy

979 weol 9% 1A & 9E AU 8
AL A7) Aate] £ gl AF U &
MR A2, AFRAE, 293 B3P o

g A9 #&A = (tolerance for ambiguity) 9]
A 7R 2 AER AL Aukdoz g
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A7 wmetel, AErtel wwsle] ekt 23 3l
A2 A" 371K IE(Park, Mothersbaugh,
and Feick 1993)22, AFAAT-E F84,
s, BHA'Y 3714 &5 (Srinivasan and
Ratchford 1991) 2.2 Z3=c Rodd e
FEAEE A AFE vehle ez o4
AL theldoln 2FE AFolg A3 =
A sk whed] oW ARFEL 1 43E 39
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The Effects of Visual Polysemy in Advertising:
The Role of Cognitive Resources and Product Type

Hyun Jung Lee* - Gangseog Ryu** - Doo Hee Lee***

Abstract

It has long been argued that the simpler and clearer the advertising message is, the more
effective it will be. More recently, however, some scholars began to report that rather abstract
and ambiguous advertisements can be as or more effective. Moreover, in practice, quite a
number of advertisements are found to employ the latter approach. Thus, in this paper, we
attempt to examine the effects of visual polysemy in advertising (i.e., a type of ambiguity) on
consumers attitude toward the ad and the brand, and propose two moderating factors in this
relationship: cognitive resources and product type.

Consistent with the literature on semiotics, we conceptualize ambiguity or polysemy as being
present when a word or message is associated with multiple meanings, which would lead to
different interpretations depending on the recipient or situation. It has been suggested that
polysemy used in communication can generate positive responses from the audience for various
reasons. First, when a consumer is exposed to a message with polysemy, she is likely to
experience a certain degree of arousal initially, resulting in positive emotions (arousal boost).
Then, if the consumer successfully comprehends or interprets the meanings of the message,
her initial arousal will be reduced. This will give her feelings of pleasure (arousal jag). Second,
a consumer should concentrate her cognitive resources on the task when attempting to
interpret a polysemous message. This, in turn, is likely to prevent her from coming up with
counter arguments or negative thoughts about the advertisement, which will facilitates her to

form favorable attitudes toward it.
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**  Assistant Professor of Marketing.
*** Professor of Marketing.
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The proposed effects of polysemy have rarely been tested empirically. In marketing, an
exception was found in McQuarrie and Mick (1992), which investigated how consumers would
respond to polysemy included in the ad headline and its resonance with a pictorial body. Our
paper is to replicate their findings in the context of visual polysemy, and to identify factors
that may moderate the effects of polysemy. We propose, first, cognitive resources available to
a consumer as a potential moderator, based on the fact that polysemy requires a substantial
amount of cognitive efforts from the consumer to be successfully processed and comprehended.
That is, a message with polysemy is expected to be effective only when a consumer has a high
likelihood of elaboration. In our study, the elaboration likelihood is determined by an amount
of cognitive resources available to her when a consumer is processing the message. This
prediction is consistent with the resource matching theory, which suggests that consumers
show more favorable responses when the amount of cognitive resources required to process a
stimulus matches to that available to them. Thus, H1l posits that the effects of visual
polysemy in advertising will be moderated by the amount of cognitive resources available to a
consumer.

The type of products is proposed as the second moderating factor. It is well known that
consumers tend to undergo different psychological processes depending on whether they are
dealing with utilitarian or hedonic products. The evaluation process for utilitarian products
tends to be more cognitively driven, and thus consumers focus primarily on the objective and
tangible attributes of the product. These characteristics imply that ad messages should be
presented in a clear and objective fashion so as to elicit better responses. On the other hand,
the evaluation process for hedonic products tends to be highly subjective and affect-driven,
primarily based on aesthetics, taste, and sensory experience, and on how well the product
communicates its desired meanings. Therefore, the ambiguity and abstractness of ad messages
are suitable for stimulating the subjective and diverse nature of the hedonic processing.
Moreover, pleasures that a consumer would feel while attempting to interpret polysemous
messages may serve as part of positive consumption experiences from the consumer's point of
view. Taken together, H2 predicts that the differential effects of polysemy in the ad will be
larger for hedonic than utilitarian products.

A 2 x 3 x 2 between-subjects full-factorial experiment was conducted, varying visual
polysemy (low and high), cognitive resources {processing time: 5, 20, and 40 seconds), and
product type (utilitarian and hedonic products). Two hundred twenty-two university students
participated in the experiment. The dependent variables included attitude toward the ad and the
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brand, and covariates were product knowledge, product involvement, and tolerance for
ambiguity. We also measured thoughts that participants generated when exposed to the ad,
which would be used to explore the potential mechanism underlying the proposed effects of
polysemy. The results showed, first, that participants responded more favorably to the ads
containing a higher degree of visual polysemy as the time resources available increased. On
the other hand, participants responses toward the ads with a lower degree of visual polysemy
were not affected by the amount of time resources provided. Second, the differential effects of
polysemy in advertising were stronger for hedonic products than for utilitarian products
possibly due to consumers’ different styles in the processing of the two types of product. In
addition, the analyses of participants” thoughts revealed that consumers who had a larger
amount of cognitive resources available generated more positive and less negative thoughts
about the ads with a high (vs. low) degree of polysemy.

In future research, different methods of manipulating polysemy as well as cognitive
resources should be employed. Also, scholars should not consider only product type, but also
various types of brand concept within a product category as a potential moderator. Lastly,
other types of psychological responses including attention and memory should be explored in
addition to attitudes.

Key words: advertising effectiveness, visual polysemy, cognitive resources, product type.
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