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A7 BRAEd M7 BT, ol2d A AR & Sle =
goz Fae] AR 719 E37E o9 st vekhd 5 AEA,
A& AE sl skl

AX U EY A o] E(associative network theory)dl W2W, =9 7lgne] Yo 2A=EL
st 7

w=ER e olf mEE AR dus] B 74T i"lﬁ‘r ob&e] A 25t LY A il
T A ofgf of= g HallEd] By &3t e HA=g SR oo TheAdo] SAetng, avat 5 7}
gzl el o= & Hallze] Fad w3E 45 tE Blsd dgsle e SAstdean Fae] At 7)o
a2 5 9ls Aot

B} gL 71e] Bake A HEAR FElM i didehe HRE Alele] A3t AN Z|dske Zolrle], 1 &
el e 9 BAe = «l*‘é Zoltt, Az 243t LYo wp=wd o ‘LT& 174191 e e viAE &
Qo] shbe Hlz wEe] ol Fme] AR 7)o Adke A4 HAEY| Fof o JiFe e Aem d/ddrt. ag

B % Aol 24 BAIL 4955 F09) 24 7l Ebh ebd P 3?%91 Wl A4 Aoz K
o1 AFe] 9 A4 BaEe 40 e Aeudst A A, B Basd) e Fn 452 B B
A= 3 A4 BAE, 203 8 Aeaeel o Lugel PelES SYs] vlaskde. o] HP Bl Bas
of $130] AgAAA AL GFE FAS) Adtel, B AP B BAES] FRE vl BI=E QB
BYslh. 2 43k g3l 494 1 Ak 5 a7} bl BAsg et $9 el el A9 dsd
W Aplde] Tosl QA FUAZIE Febh 482 Fal SA8n, B ohid 4474 Adndlsl A% 294
7} BAE 2T e 1 HAk) Ak AECE B Jeth 2 Badl 244 vl astel 24 45
3 E3te] ) 24 BASY o ofdf 28 B Ao vehget,

YA B/ Bl BAEE ohlel AR BASAAM B ZHAN YA FFL v 5 9]
&A%Y VEND BY} NFFEe) BHAIA BASGor, Fael FUA Jlel EAE lBHOE 3
st A9AoR B AWA Aseks | ezt g sl

B ISR TJflﬁiﬂr(advertlsmg effect) A& (association), A4 UVIEHFZ o]2(the associative network theory),
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71-3‘ dA A+-E A, 3B
© HA=9 QIAEE A1s
5‘}"4 i 7149 Bal=o
i3t AHjzke] S 2A87] Y3t Ao|uk(Et
2006, p. 280-281 %). ol#3 EAE&
g glo] Fugte wiAY ko] ave}
ek WS e Ay dHoer =%
(Keller 2003, p.235), 1 &3¢} #Ad}o] &
wq oA kAol S} dE =
7b @ee] Bae] e B A
A& ot Fa ZHe] wES g T
of & HAxE & F doH, 2z F1
7b B = Hp olglef| o 7] g S of
Ishe A= 24 + vk(d: Charkravarti
and Janiszewski 2004).
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Yo AFA J|of 3t ololy Ei=o] oA

F4% 1998, p. 15-17 §). %, % & &HAd 93
15 T B BAs] w22 auae oAt 2% B

HA A BARE giy] Pl BAES QAE7F e A4S, Aok fElde Bl BdEd
A4S B9 B Bl 18 (consideration ¥ SAFE H(HE - AEEe A$) 70ldS &
set)ol ¥d4d & (Alba and Chattopadhyay 4 ltt.

1985: Nedungadi 1990) uYeolr} EAe ot ey wkeE BaE QI3 Bt dZyleA

o x3d 5L FqdFAUY(Lee 2002), HA= £ HE 3

o dg He A s A9 gES dEtt @1 ZAA BEAEdAzA] 2YRTE? dE &
(Keller 1987, 1991: Klatzky 1980). o] Fuz s el Hal= ¥ ohyg} Az B
+8% AL 7|Ey Rdy @%ﬁﬂroﬂ n2d s HAs AEIeAA AsstAY, AR
B3] = el BAsdAe dYs, 284 EAEY HE - MSEA] Asshe o] S
Bl gaE fidrhe ﬁom 4 B2 OH? olgd A, B BHillse Fae 29
ANzo] A7 #AHsk, Fue Bl Hil gmds HER A4 Bl voste Al
=9 AE7FeA S =T v A Hillzel & WA E Zlolg o] 22 S B AfdMe
A&7VsA4E At 424 9tk(Alba and  Fxe AR 7o AR Rz Y. &
Chattopadhyay 1986: Rundus 1973). I3|2 Bae] A 7)o }iﬂr ‘vz Fay) g
Z 33 =2 Q3 Bl BAse} A HAE Fuo] FA (P BREE)E OME} B B =o}
7F g5 o] 5& & sbeAl Ue =oe 2EY 593 e LHOM 7“@ WA e tE B
g g W= (BAA BlE)o] Mo o 7]dshe &
B 2 Adaws fAdME, Fue g4 2 F'2 Fojgtur} g
co] AF FAe tg Adely HEE AFAR B3] AR 7o Zanel EAle AT o
o2 Fa BA Ao vl AiFoz e Bl oA Fart ePl-ARA Basd] 73 4

B AY gE52 woFe AR deA dnt 7129 AA AWAE AZA (zero-sum) WA
(D’Souza and Rao 1995: Lee 2002). ©] A% & win-losed 7% oz} win-win® FE
B2 Q% Bl BAES HE - HA3E A NE 7hsdlor & de4S AVlste Aot du

Sote AAA BiE gE - HSEo Agol & s Fue] AR 71 R EATE AR
B 2] e o], AAA BilEw EPAl BEAlEd A BlEs B BEAlE B3] mejadd el

el Fa ojdel HlgiM B - Adawe] 7]Ee 1e & 7t (7] wEelth ol 2 Fae] A
TAZE SEAY E7E dskE dEel wolA A 7 Edte deAoEs P Gk diE
He AlolBR, AR BAlsd Y g5 Fn 7|EY dudde dAsA e slolw, A5
ofdel Wlaf Astsle Aolgt & ¢ gint oFe AHoze Fuo HIYom A TAste V1A
ZRE, FnR A% Jaiae vz T Fue X ZHE AEA BolFe Aol

AR Bileehs 42 Bt Bl Bl = = ArelMe Fae AR 7lol g3t th
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(non-zero sum game)?| Fejtidel we} 7|4
o B3 BAE AL B ot AAAAE T
Al ARE Y & F Use
Olsder 2001). ey o714 7id 7] 3
A o %gz‘é}oizﬁ A= gI= AA7) S
deplitte a7 ol
ato] z2Ake] B3 GES
om, A7 W

3 AAR Qe s W
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111 T

A
A ﬁ%@ii 1’41%

2 (information
EQE & A7t o
£ S0°] ZAAuitY] ol wet Fa wAA Bl

E 9N QAF Bt 9FE s WolAY,
Hoh AR A T AL AR
F1 BHE ZAAL] HE ERA R ZRIANZ
T e Ag%E vidste o S 1 Qi
TAHCRE Fu FHH FHO A= gy ut
Bz dig =g Sl Mg g5 dojA At
o] 7} YR AU(dl: Keller 1987: Keller 1991
Klatzky 1980) Aol Bzl tfst gl= W3}

processing theory)9l

P
=13
=4

Z24E

glol= Ael ggo] Aoyt AT F glgS Ko
F= A(d: Nedungadi 1990), &AFe A Ho|
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JEo 7Hd &3 competitive inference)
483t B EF%E (advertising clutter)
AR st olgfd FHE 43} Ee
Uﬂiﬂ @22 OE 978 5 5 4

olg 7+ 2003; gwlgl,

olgt
LS
%

S
ot
:\_I‘
I

y S

x U g

o rir

4
el A= Zrasta let.
of g gt uFE AR o U*—‘iﬂ"]o? & A+
HALES Fsien, o5 &l vy A=
olg g FI7t BT ThsAl e HAgitt
2.2 o] AWKt 710{ Eote| LM 7tSM
Eo7P] M=
=50l oW A
AN ATEH =oF A ZgoF & A
olty, Bl HAl=e AR BAE Apolof,
& AFE B Zt FAAE =2 5
olfl AV EAgTE azle] iR 319
A4 710 Ze TheAE BAsta 1 HAYSS
T e 47t 2 Ao wiEelth. ofgd 4
Ao LHAe Fa FEH T 2A AH A
oldl& ARREAZE EAlSty] wiHo|BR, P
s Ax el A% Al B g 7
A& & (memory performance)o] &= /‘}?_O]
2t & & Slth(Keller 1987). oju gt
F&d 9 A 5
7F v Bl A e =(
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=
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HkAl 7} A E]
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Yol AWK Jlof 23

g T FEE A ZAH AIHA
HHo] BF FFEH(Craik 1981;
Tulving and Thompson 1973). £%st4d, Fu

o AR Aol ANE AWuAE AR Y

NECE

(retrieval)

&, AR AR A e Bidls %1 aH| AL
719 & oug FxE AL Fa deAd o

gk gaolgt & Ao},
Aol thgh 2] 2o] AB|zte] 7]9 o ofjulgt
Ee 722 AGE U #8 o]E, T
AAF2E Ashe olElE e ¢
o] &(associative network theory)
o oo w2® 7|9 LellA JiE A
¥+ 7l (concept) E2 =E(node) 2 A4
8 e =578 28 (links)dl| ¢
Aoz F(network) S T8k
ATHOFEE, F3Z 1998: o &, A 2001;
Anderson 1983; Wyer and Srull 1989).
7t MEQ A 727 &9 E o °F7]5Pi 2ol a}r‘ﬂ_
7H”2 7t 227 93 e Wee gt AL
Topatd Agelgte Wéo] mEde 1R
T 7EHL @ 3t AR 94" ==
AF or syt g buiE O xE
SEES dZATE nEE B OE x==
Al g2 slEth(Anderson 1983; Collins and
Loftus 1975). dl& £ Roediger III and

T
%2,

o SLoud o
JM%EU

McDermott(1995)2 shute] FAldolel o]
o2 Ae] e TEY HIE AT o,

°] Z‘WW FAdolE A9E A YnA dolE
wE3A7]l AT 2HAE AT
71938 (recall) S Ho

ofo|f Eei=of Eol|A|

of Jd& AHE F2 TFAIT= Ao] k(e
Anderson 1983; Hays-Roth 1977; Keller 2007,
Wyer and Srull 1989). & £° Apple AF

Eagle HAE(eE)E F408 e 1 39
‘Apple 23, WAEA, FJA GAA ARG
E Zo wrEo dAZgd] O‘D}EZ] Marlboro
S FACE EE 1 ok¢d OpgA
AR BEH, ArdE T _‘zE%O] ?iﬁeﬂ
o] JTEA st= Ao|th, 1 AT AR o
e BAEE, & 59 ey A A=
BAske HIAE=S Aol d# #AE 7T ¢

Al -4011 o=
Bi=o @Aste O]OV—J 7Fed Al EAgtt
AT &, FaE g Aujake]l mElgA
B Bal=o] g3yt Az Balse] @435
4 (spill-over) 7Fsde] EAlgtt atalt.
Z3u gt e Bl 2R AR Hdeg

97 A, $A BA-AAR HAE 3k
393 49 dve] EAalol & Aolt. olgia
BEE Aol 2AN] ANt wEAQ Fu
w22 dd AFden Aol 84 - 4aEs
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2.3 A HERZ9| Fxef 10| HHA} 7104
zate| FHF

23 7HElae] Wil n7fel B4 Hal=(

c
Iy

Ta:"] Tste 9 WEYI=, UENA
(network topology)2 #HolA £ uj D}

dlo
ieRORTY
oft i ox

7B gH & shvd ol shve 4
YEHYA(fully connected network) :11
tt2 = Ed (tree) TR0\t
F5AZ2Y VEYA Fx9 A, 4 ==(B
T) Atoldl 1di19] A& #A} }—XHOV] o o
g EA e dF A = HY n(n-1)/2
It &, 94 HEYA o] &4 Astd 54 7}
g e Ba=Se] g An|Ate] A]2o] Y]

&o\v

BN
o
=2

r}m r_Sé

@47417} =5 n

2 W ge re HﬂlmﬂE
cE A0E Adda ge n
# e AY 1 sana oz 7
J&

1
tlelH, A ] SR2E 1’/}EH‘?}(multl to- mult1)«]
Tolt},
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1983: Collins and Loftus 1975). °|& vwAHY

Aol AYe & =2 Helgte BAdA &
AMatd, 54 BiES Blor g nHA" A5
el s Balsont IekeA] o o A
A de T2 HAZSNAZRA] Mol (spill-
over)2 F Utk &, Faue B Bl g
yzs g ¢ O}WE} B Bl 7F
A A To AAA BAEd dgd Yz2A|
SN A AAA R Furt BAA] 7]dste
AIE ¥ F s Aot

Eg](tree) 72T <% =E(root node)7t 2
9 FEE o|Fa 2B =9 7] 1Y 12 dF
ol Qv HFY wEEo] FFoR st ¢
FEE A, AFA LﬂEﬂ hierarchical

A% BAsse BAS
% u}%ﬂ 2. A7

E o] 743} & -
WdoSo] 359 RS FhHete AEE M
o, o]E HAE 7] #Ae A3 19l e
S o (multi-to-multi) @ 24 dA¥t:= 2 ¥
5o ‘T oaRH IME AFH FRE e
= Aol g§9E F . F, T 7 Yo
A 24 BREs & s 3F 24 4
1 2ozt JHE ASTEE B¢ 9
g1k = & doH, oA vz i E 4
Mo st Ef Fxoltt

o]u] Cohen and Basu(1987), Fiske(1982),
Meyers-Levy and Tybout(1989) &2 #|&9]
ge dde H3Y + superordlnate level) <l
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Yo AFA J|of 3t ololy Ei=o] oA

AAE 7Hel e, a=ja 3 oRf = (lower level)
o A E49 k¢ 7Hel g (sub-category)
2 o]FF AFFZ(hierarchical structure)®
gtetek vt sledl, o714 e nel ok ok9 Fheln
g Atolol= AT (association) FAZF EA|g)
olgigt AZTES} 1 tlA HASY A #A
AE FHaed =g AolgrlEte EHo
At oz A& 7bsatth(el: Kruglanski(1996)
9] knowledge structure; Zhang, Fishbach,
and Kruglanski 2007). 7} 7199 Bz A
o9} HlatAl AA tiE B = (umbrella brand)
-99 BA=(range brand)-2}%1 B#=(line brand)
T ASTZE 448 F o =3 7Y
o YA fASo] M2 AAE = H o] B

9 Sz A WY 98E dn 98g

rr

o

I

T e & 1o
ox

T Atk dE B0l UE BEAHE et 99
A= Atolefl= Fa 9 A% FHe] g (spill-
over) @7ido]l ool FFd HuEa Slet
(Erdem and Sun 2002 %), ¢l 99 Hic
Atolel A A Aol EAr] wjoletr| BTk
3 499 gEEA=S 39 HA=Eol

i

=99 BAE 7 Avd Pago] 4G LA

S Aol obd g3 HUFAL A Fo
% 99 DdE 7 Holk shie 99 HUEz
wee] Fuv BEst 4% 58 Ba gE B
Aol Aolhn, olRo] A 4% F=E F

o AN AR FA-7 94 (goal-means
association)o] ¥#HE dHY AFEd M=

A1 A€ tH(Fishbach, Dhar, and Zhang 2006 %).
o714 A9 FEel st AL Hglo]l 2Ast
12} sk 24 (goal) o™, sl HAAek= A
AL e 54 94971 A ' (means)
solth. shgl ol AT FEHES A T
B0 g e s wg W oy, EHo g
< F7]% ¥t (Chartrand and Bargh 1996;
Higgins 1996; Shah and Kruglanski 2003).
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kel el B
@ A g
i
clete] B4z B
1 g Yz <x

A% HES A F2E 7Mgsre
Z25 Péi%}-E— FHe e We] A Bi=

A% MESZL EAetd, Bl
A AAG} o5 ARE St FuF
S Fa 7“32} 7104 237} Ay
&

Ao BATFZ(O]8E AFTR),
ABA D
dojuhs B4 AEe 71He Ao e

2 ot
e W ol dtk(stdd, ¥Es 1992).
ol ARTZE AT A HFE ouA A
g ZR17b wpet shefsle WERlE v, AR
#(industrial organization theory) SelA=
Aod A Welx 2Eske 719 (player)d]
o wet fF A F2E FoslE vk =
4 (monopoly) - £4 (duopoly) * ZHd (oligopoly) -
A7 4 (perfect competition) 52 A% F¥-2
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Z1ERCE A U BA 7109 sl whek AT
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o
N
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10
S
iuj
>
N, 2
ol
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>
[z o
e
[
1o
e >
L o

o)

T UET BoFe A AHIE Ke
(1987, 1991)¢] A+E & & sth. & °
B Feae] Weld 24 2d=o #7}
% 54 2als F1u9 34 (recall)o] *
Atk ole 719 & &
2 A5 EPi ﬂi"ﬂ =l @E*é% el
G FHA v ] HEd
2, #a 7 1ﬂ°ﬂ gk A9} HlE Al
o] Z=E 43A7)7] W&ot (Postman
o|AL AA HIUr
o] Ato]e] <

_
=
@
—=

tlo

o ge
W alo  rlo

ru
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and Underwood 1973).
Fe A% UEAD Yol w=

Beof F, doprh AR Al AL JFE £
e A2 Ak

el AR 71 E3 A HFS5AZY E
Y3 FxAA9 A BHAs 2F A3 dAd, E
2] FxoMe A5 BAlle-gte e 7 e o
T @A 7108k1ell 2 mte] A e A
7le HIE ol& Oﬂﬂr«l 2o 2Ele Aot
upehd 44 B %“—% E%HE—EE— YT e
A U EHA HMIH AR Aol JE

& v, 25 A 7
o] So] o3 G e Aol



Yol AWK Jlof 23

7F Uehe 7Fed e 2o Arie Ad Aol
Eg 729 4%, 342 (dilution model)ell
wtel 243 Fe Atolo] AR o] JFgE 1|
Ae Q9102 A7t A AN EE W
g #A9

o

5= € & It (Zhang,

% (number
and frequency), EEXA (uniqueness

of the association)

Fishbach, and Kruglanski 2007). §3] d#

Ao ZEAL g 2H AAQ =W 1

T oEstedl, 53] shue] 2 ddE fAkg

T 7t BT A 3t A Axe 4
©

"t dl(Fishbach et al. 2004) +5& Z87}
Atk o}&# Shah and Kruglanski(2003)<
Zhang, Fishbach and Kruglanski(2007)& &
A-7ot Afolo] Awel Zref| HlFst T 54
1 AYe =74 (instrumentality)e] &3
ol 54 43 1 BAH%

o dwel Furt 3

[

>
olN
ol
=
%2,
r{r
=

fUonst of dlo

7+ H%E—ﬂaliﬂ % R

n x|, Volr} olgldt Al 7w wial F19

AAA 7] Ze] EA) !

o8 4358 + 9l

QokstH AadAAdd 1,1]15

7}1&1]7& HH 7“3 HEHE«I Fe 219
=

pa)

BRE & 9as 5 A24F VES A
o] A%) T Fheae]-EdE ZF A Fe(
g 729 A5t dederA, Ful AAA

ofo|f Eei=of Eol|A|

1l Al=H
. O b

A4 BAEe 7} Be Aduds de 7t

2 | Bals] U Bn A5 el

A= 2 24 BAs, 393 A9 shEndd

@ aHlze FHIES 2P, o Egz

(1) ABA Aol xHE HAs] A3

Bl Bals Bust 444 Bz g 2o
al

Td FAAQ g nHEAES FAlo7 BEAG
3, (2) #xel 4 3 A 71e] aztel MAYSS 9
37] 9lste] Bl Base] o= W} A4
2} Bl %UH,]E gtz A2 £E Jlha
7 Prlels Wae A4 Ao daHeAs
A 2o}

3.2 Al

Aol AFEL 54 HA=e] Fugiol
DP. o g Jhelxeld] &3 HA=o] FnYtE
}E}oﬂg -

A ofoldIAH AFFHF7I(PLC: product life
cycle)wt fradel] g F3o] & AR Aty e
7Hel el e Alslskint. 0101 gz FEAC
AR BAE] 71 59 Fhe e Al o]l 7}
Hues FEalA X%x}L 2&AR FH Y=,

e 9AA e e BRele A

= A= %@19&,
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Addolth(e]dAl 2007, HEZ 2009).
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AEAL o AGzAP R EEARE AYT AN & o, HAARE WF AL oE
O ZH o]FolFTh (& 1)& o5 2.3 Aot} T BI=ES TP Sfo]E -7k~ OB - A
7 ae]l W F8 A $£5 =Eshe H 3 o 4% FE= A= deH(HHE 2008)
o] 53 F& aske= AL a7 JHHagoltt AZZAFE Bl AUAY aF/tAA FHE 2
gl AS Fol&H AAH o9 g5F 2 & EFe Z23e sde A (HI: Herfindahl
F8 - gdFR - Hald2 T uUgd 74 BHE index) & BAME AAE. sAE A= T
Eo] Al EAT, 28y o]E2 &9 A94L 3y Ul HEA=EY AREGTES 44 AFS o
Fo WFe 9ol Eeln 9e Hasgr) & BE Hdzd ZA A3 Aot AFHGEo]
A AA A7I 20089 TE VELR 53] A H 53¢ HRCEEo] BETE oAY AFE HopA
€& A9 &F AGE b2 Fo|& T AHAY ' AFE Hd Aol NEFE veplH, AIAA
o] 27 BA=s} 3 99.1%F AA st Aok freo] 54 BAlcgd J5245 odg AFe
AR 2008). & A9 Ad¥de AE oA 2Zd oA e AgE Ho] AgAuEe] 54 B =
gtne] AFYES ALIAR FAs]d, o5 AS$HE L YebdH(Tirole 1988, p. 221-223).
o] 1#/E T (consideration set)o] FEHCOR B 3o AL/UeEAA g e BR9 JlE
&8 bl 2 ol d ALAR S &F 7t g 7+ 32 AFY dAUAE HeAA B o
gauzle A4 BH=g Mgttt ofgd W A WS A F Ao AF9 ZE JHEage
oA OB¢ W AL AFEFEE A2 5%t o¥YE A5t A7 629 52R, TR #WF
4% A9 ZHAEY] T midel obdeta  JiH|ae]e] s@E Al 333 399 Hle &<
(2 1) 7iH02| & H2ic 2% 75 0F
&F: 2% I&, AFAA FHE 1y Zh: 2% 7=, £2574 FHH ad
(2008 7€ A7, HI: 62) (20084 A4 4. HI: 52)
A4 U= Fol& &A1 9 7374 Bi= 27122t HA 22t
A AFA & PAR AR
T8 3% 7=, tdFAA JtH g B3 47 T, 95734 FHEH e
(20083 AA 4, HI: .33) (2008 “4uk7] HA. HI: .39)
A Bes AL | EloldE A% 27 Bilc StolE | Tt OB ks
}(\]ijj;;_%) 41.60 36.43 14.21 }(\L/:J;iz% 53 32 5 4
()< HI: o3 A5
1) AERF FYAEE 1976d0E FRENGES] AA 2379 50% o3-S AQEaFHA A Fuletes ZAd Aoz, A
2 E 199630l 3’“1 Ho; s A9 AT -’F(natlon-mde soju)e Fo ]%Jﬂ- A5AA'9 27H°ﬂ gEo} e Aol
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zae| ZHK 7|of &1} ojo| Eaksel BEoA
FEE BT o} wehd A3 FE8E dd AgEe FE9 vHE mfel Bl g 3
A A5AA JHEnelE, FEY W dd 18 AT AE AR volA HAl=rt 24
AR 7 A FHueE 2 £/ & A7 22 gEHE AE Atold ztelzt EAIE THsAel I
A gee NFERA A} ARG A AFe]  wjRolth. & Bl HAE] 9ol Fao AR
AA AAEHA AA 2 Ao} st 71e] &3e] AW (moderator) 2 A4 7Hs
A& WA 5 gt sl
3.2.2 A5 (stimuli): #F3 2H= AH HEFAORE Bl HAES e 2AWS
TFATE Aol Bue AR 7|dgT] g
2 dFdME B Haeg AgE AL &9 A7 F88 B0l & Ao, dAF
ofo]i] B = (minor brand)E°lth. e A1 o2 B AFoxe B HAZY 944E nhely
g WA 199 aldste BA=E oA Halczg Eddozyn e Halco EH7} v
B = (major brand), 99 BHEEE vlo]y] = IS BAste U SR AFsr2 @
Bl ERIIEZ G0 ojgd o]l Fed th (E )& JlElue HE A4 HAsEo| TH
olfE Bl BAH=-AAA HA= #AVL vo]A- ¢ O F olk HAEs} Bl HAER AREEYY
nfol] HAEQl A9, 1 B R mlold-wlo]x A E HoFrd 2 Ao AN ARES &F
BA=Ql AS Atolole #ue] AAA 74&#H7 AR ﬂEﬂJﬂ/l T+ AFAQ] A BAETL 2
OEA vebd 7bede iAE & g7] diEelth, U Hel glenR, 29 HASUE AEdoR B
dE B0 A% MEHA FA F == Apolo]  HIA==R MAHoH, A ﬂEﬂﬂ\ﬂQl A5
A#e] Amrt Ao HdAd Af, 5 A w&d dle 10111 vz ele] RS Felo] db7] 93
A B =ER dAYe A#e] ZE 1 v % AEASE SHAA 29 2ZHE gl 3909 i@
o] o] A& Aol Aol7b EAE AS- B ste BHA=E Bl BA=R AT o AR &
o] BAA 71 &= Ho]A/mpol] BAHE F o  F ﬂﬁllﬂ‘ﬂw—é AEAR ], FEelM e HAZ
= HA=E Fustevd w22l sbeAdel I B, WEdAE OBV Bl BAER AAEAT
o wlojA HA=d g BnE AT A o Bl B =9 A glo] AH8-g & she] 7|+
3 HES A o8] AAAR wholy HAEsE & 2 A¥ FPFe] BAZ, ui2 A Fmgde Ab
(E 2) 7IH|02| ¥ B2l BEale MA Zn}
e 7 2] 24 Bd=
25734 aF Fol&, (MEAH)
7hel| 2] = 2742, f‘]ﬂ’\liﬂ}
AR FES AEA, (Efelels), A&
7} 2] o 3ol E, b2, OB], i
( ]t El Biis
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4 71 dFoltt. ASER el 2= Bt advertising) S22 T-E& ¢ ok (e]F3 1997,
= Az © Slol, FFs TVl W AZI7F - p. 17). & AFelA ARE 7 E & 2
HhE A3 AR Aoy aRFH PA] & #A Tk - WFe on AFFEFIAN E57] <]
Ql HlmA HAe| FuddE ddeR st o YRS AselH, 74 Fteluele Bl BA
FEF Tt melolA A A P A4 Fm =Q SAIEE - BeoldlE - OB 94 o] Hi:=
Godol 200449 Aoz AE A7 2008 shF  EA7} 2 Ao o]FolA ALt of&d Ad
7l 71Ee R 4do] At ol iz, @AY AR o AMEE olE BASEY Fugide AFe
o AR ofFsprlole A7 & ol EyA SAoy A digh duS dd gl
AT wEpA] RSl EOE wloly Hal  HAME FA] Z7]d QIAES Eol7] Y 4%
=91 EloldlE S B HRHER AA i Iy ERAF B =] oigh 2pAF Bl=o] 99

o7 ol Bl Bal=et O Fudis At ge] Hg AAdnETE LHAEY 79 B
£ o So] FHHeg meEofor & F83 YA slato] Bl QIAEE fAATEE 47132
HERe e e JAdxe] AF v oF ddshe Aseld & F itk 279 AS 94
g, 28 UAFEEs 319 138E E 5 Ak on] FEH AGE Jdsle oEe A5l
WA AR SHAME koA AuE AXE 74 o]F9 WA & F oy, ASAHelge B
Hug S A4 94382 Ado] 143 FRE = AlE 20084 ] @Al 4] 3R )
Aggroza, el BAES Fao] tigh AR = wd A5t BHAS st ofge gz
Z oIt AEAPEE bdE2A Jeid 984S 4 FE e AFge B BdE gy 940
AN A sl ASER AMEE Fugdee 1o o3 J19sdle HdA, ASAHY Fu
BT 330 TVA ] Wgd RSl T8 Ay gt £ F ok gy

F1e] frgolgte AT dke, AFE 9 AIAH] EA Z71FH 3dd 2AA FEe] &
St % Aol off ¢ Gelgte AFE 54 e FAFE RER jote A ndsW, 4@
A s AR 2Aste Y AH AFAAMY AgAE BnY A 3 EeE 4]
AQ Mo rE ofFofAA] it it & A Ao 719E Asteke 47131 44
St 7l nelet BAEE ASER AMEgoan A A 4§ W givtn & 4 Stk acoksid 7l
ARor Fue FI& ou Ax 7B aE £ ud BAso 54 9 Fugde yEoE &
Ho| o]FojR Zo g Ptz vt Fuw Al 9@ o B BAdE FnddES BgetA Y7
Pdgolv Az W Fuo FFEAE 7l Fad EetAHEAZE - EoldlE - OB), A3
To2 <l (awareness advertising) - 44 Fao] Aol ety A71%ae] A4 JA] xst
#31(competitive advertising) - 47181 (remind ~ E(ALAHD) ASZ PEHYGE & F dA?
2) olele o8 % W] Gt estel nag P4 AP AmAn, dgused 9484 F2 A v ot )

ARl Fm AP AIA AR wEoR BAEAE Kaldon, Fud f3olgte WAHSe A4 Fndolgts AdA=ES]

%4 adH e SAEA
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Yof HFA J|of o

3.2.3 AgAaHprocedure) 2 342K (subject)

20084 28] miA"Y

HES F7 A gAY 80%e] mIE| g

Al 2 gt Ay Frlsith

aFoR FAY e, Zt 2§
25734 FH ne e A 7}

e AR (LF - F5Y vs.
%

= iﬂ. uﬂz
e aela e 7t

(between-subject factor)
qd5E FJHddA &
2 3= 2x[2xsubject) E3A (mixed design

r= split—plots design) 2 A¥d <& A0t

Wlthln subject factor)

ojo|] Eal=o| mHEol|A|

3.2.4 2% (measurement)

Frjele AEo] 2F T
3SR Foam QT zgte] dojut HAH
7 Ba F el BAEY jolwg Y $Hs

A - oz E 1o #H 9= 7}
T 2 v 7]

+2i

EFAA

gddxte] @R &t Astd AL

Aot Foj s Fufstn Avhele gL gl
et 74 YAE FEZ(Likert scale)E Ed =3
4=y

3.3 Zo| A™MK} 7|of Ent AZ

Agda= (1) 7Heag 2 7H‘ﬂ Bz (8 Fa] AR 71 EHE AFH R 6]
744 BiAs) 1 g el AE, A=EQ Sste] B Bl Favt A4 Bl g
£l BaE Bndael A%, (3) mﬂ 99 RS AgAALAS 2oz BYsAT
H oBAE o AHEY] AR ofFoiid. JhEae/EAE EE Fu A5 FujeeE |
(1), (2), (3) Z4 HAldll= 257 Ad(filler) A& ek 23 (X )T 2L 237t =&HU0H
T WA= FuE 4o wix)sto Zﬂé}FJr T=
8722 (demand artifact) & <% AFS 3 3.3.1 B4 1: 7ielze] ¥ 7HgA vla
seaaA ST 4% ARES T Bue 4
re B B9 Ee B30 495 S5 2o (E 9% BY &% Hzd 49 6 nd
A FEoR fAeleH, A2 eEEH (primacy &= B3, S AsARY F1E HAFE JHE e
effect) &b 2 w=Z & (recency effect) & WA OP Frjel=rt freld AsS B oH (FujelE Alo] =
) fetel AA BuAR] AL Al A 51, F-adEAY = 12721, #9138 = 00D),
&} FnE wAATHKent and Allen 1994). Fujel el et e Fde UH-or A

2 uepit(asar]) = 272) % ohee B 2
A9 FujolEst B¢ 2o P2 A5uS
3) BAHEAM ERwelel FHA7](effect size)E HHACZ 0.01 WE #(small), 0.06 HelE $7H(medium), 0.15 ©4

ol Z(large) 0. & EFF}H(Keppel and Wickens 2004, p. 162).
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(E 3) Bl 23ic ZD ®3% slgDal/2ac Fojo|T s}
71| 22 uj e = HAT Fuox
CEDE H2s A= HdE = s
A | F3F | wlgs | aas) 34 | 32% | fo2E | 2n2]
rz Fol& | 223 |28 | .001 | .301
1.97 | 2.49 001 272
2577 | (n=35) (HeAD)| 2.27 | 2.83 | .003 1260
Hnel | =g 2742 | 433 | 462 | .090 | .069
3.93 | 424 | .068 079
(n=42) @A=Zeh | 371 | 405 | 119 | .058
ceol Asd | 293 | 3.02 | 512 | 011
(::4“) 3.36 | 4.00 | .000 259 [(Eloldls)| 414 | 471 | 001 | 221
A% | 274 | 283 | 486 | .012
27 sol2 | 355 | 3.61 700 004
74e 28] ° i i i :
e b | 376 | 379 | 838 | .001
445 | 450 | 624 007
(n=38) x| 384 | 392 | 8373 | .022
(OB) | 3.05 | 363 | .005 | .193
- )EAn
- %9 TR fog % 10 A Fojel= Wt folg Azt
2 opeklelE Aol = 57, P-AREAYF = A Bl BA= Aol feldA ge o

oﬁ

10.208, fel¥E = 003, &4=27] = .260),
A BHEQ] FolE o] Fujelr JA] - =&
(Fojel = zfo] = 57, F-3%
14.624, +&& = .003, &3=7]
7H el el A% Bl Balso|
el H Bl Bale oo AR
HHAE Al o5t ‘*ﬂ"ﬂoui
A7 71 &3 et @ 4 o
7t nele] A% el BdE Fu, F
Q B1E AFE FHE Y FETE f

0 7IEo® fog dos B3 om (T
XH = .31, F—74?§E74] = 3.512, ¥9%
= .068), 1 34371%

AER 4539

A

l~>

o,

o [ 2 ¢
)

S e

lo (nt

[} E

=

gl

A

=

HNAE

[e)

Moy

Ir &
Y
o
i
v
o
b
E

%2,

AN oot gy 1o Lo
>

P

fo T

i
ok
-4
=
1o
3y
Lo,
o
o]}
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33, F-A%BA% = 2.540,
ggE = 119) AAA A=l 2742 73%
de frola et on (Frlem Ao =
F-A3 A% = 3.018, +9&E = .090) EJJr
7] 94 ZEaitte Zelt&#a7] = .069).
=, 2 g Zf gl Bz g 3
12 Qs & el BREETE A2 HAE
o =t fofa Asdtionz Fme| A
A2 71 g3t Bo s et oyt g
Al BAEo} ﬁxM Hfzo] Fujolr Wyt B
FE FogE 1199 .090°]H 19|
‘erzLﬂ Al ZH 0584 0692 A= FARg

(Pl Apo] =

O

Folng Bl HAE Fu7l A% HAse]
?LUHAEOH Jeig BKe B4 Hacd A9
Hlel fASAY 2addl Be Awda @ 4




Yo AFA J|of 3t ololy Ei=o] oA

ek, AEHOoR  42Fd] olo] Zg} FhE ag] oA ERdth(slel Bl Fujo = Aol = 05, F-A4 57
AA| Fae] ARz 719 &37F ASEHAU 2 = 150, foJ&E = 700, &%37] = .004;

FEoF g Ay B BEdE Fa, & 9w gejee 2ol = 08, F-AREAE = 814,
Boldlse Fns AZ2 Jte g Feje=st o8y = 373 ABA] = 022; 7t~ T
T3t FeE BAoH (T Aol = 64, F- & Ao] = 03, F-AFEAE = 042, frol¥E
APEAL = 14.335, +9%E = 000), 2 & = .838, &x3r] = .001). &, =F JlE g
de g A e vEEthE#HEr] = 9 A% Bl Bilsd fig 33z QlE B B
259). okzd EMl BAl=o Fujoee wl¢ & A= Fujoet folsh desitle ¥ AR
S AR AT v (FuleE Aol = 57, F-H HAE F or A& Pelomrt foetA dsst
AT = 11.645, folgE = 001, 54271 Ae %LEE Bao AAA 71 e 2
= .221), ZAA BA= ARTH AL 7 A Eadrt?

ol Ao B FootA ¥e Aox: Uey FHelae] ¥ 24 ARE FHe, 2584 7}
oA R —?LHH"E Aol = 10, F-AREAE  Hae 2§ dlldste a7 S Ay B
= 439, frol& 512, B3] = 011 A o AAA 7o a3 24 = 03d 5 &
o B xM = .10, FARSAE = 494,  F9 AF Fue Bl BAEE opg AR B2
Fol8E = 486, iﬂﬂﬂ = .012). &, FF W= = I Rt AR, =
Ftele]e] A5 el B gk FnE Qs 2o A% Bl HAERUE Telo] AR 2l
B Ba=o] Fujolent folsh Asatie B = FujoRE U U A7) Aol A
A BAE F oz Ax Fujert foetA  HAY. of&d olE JhEndie Bl Hi=
AeaAe gokenz Fmo A V9Eve Bt AEad g Fds A FoE
UERA] 3kt SR

W i nee] 72 el s Fa, 5 0B o A JHe e g idehe FE
o FnE AFE Mg T o3 > o W Fe] A Fae AR 7o Z3s wAd

%
ol HolA| ergeHTHeE Aol = 05, P-4 =
$A% = 245, RUGE - 624, BRI/ = HASe FHRE APAAS B P4 vd=
007). oFg? B HdEe] TR g & F o= Ao PR felsA HSAA B
& HEE 5@ UH(FAYE Ao| = 58, F- stk obeel THe} Avlaelel A% €A na
HYEAT = 8.848, o8& = .005, &337] T Fart Fheaeel g =
193), AR BAEQ S|, W, by AEA W, WF Aeaele 3¢ 2% G
o PhIE 45 FEE FUGA Qe Aoz 4 Jh BEHA w9

1) A oR B AF Aolo] Tohel el Aol BEY Wt £30I2 & & Ak ols) DSl BE o)Fo] A¥E ¥ Az
SUEET Y
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23 b7y dd dFE "He
2l 24734 71 (repeated measure ANOVA)S.2 EA& 2
ug] 2F(AEF - Z)oA Fue A 7lddE ot o} (a¥ e o] F LB F£FE %
Wb FEeAlE R A 4 9oy, ol FHEER Pujore] Hts vEhd ado|t
T 2E] FH e HA, (FE H% (a¥ DY A B, C ¥5

A9 B4 B AA2 o =
2% 92 339 BE P4 BA=e] PohdE AR Axe] uu shemel/el BAS/A4R B
£l BAAOR fF Aol 9 AR F7h Ase PYEE B DUE Pn 4TS BE
Aoz 23T Bk 9k O AY Adnd  du &F Aaducke 9% Adaedn f
& oldgol EBAstue, Q840w 2474 7 A wA dehie ke, el HA= Fad
e 2% vedd AHnd agos Fol  Add ud AHnd 439 9% g g

=

AR, (FE 49 A Il A &3} B
BE ud Bl BAlE Bag A b ag 7o)

o]
o
: 7t
e oA e ddshe e 44 % Wl 4F JHe st W Jhe e Al
shd Mdstel EAMeke Aol Bhds Eolt of frefstal e Aozt e Aow YEh(F
A & o FRde TR e aF U 1 x JHHae dsAs fogE = 011, &%
g 474 25734 e e e b e E =271 = .087) &F9 WEge FHH iy T
Hsle JH R $a ol Aold] Fnz © upe} Faol o& @ld Fhe ele FujeEst Al
g Fujo = st ztol7t YIEAE HFSIAT 8 AErt AT AR gEe ¢ F den,
o] A

T 3, = 7 aE dFddM e qkeke

vAHe Faurt o] FojRE dsAlT

gsA4 7}
N

Yo
o

W
lm

2

7
4 oeEde@d DI AYES R

=<
Hagld 2% B HAE Pud BE 4 62 27 deeta @ 4 9
AR Aol Bk fAE wort A% AYA  BAL wEd (E He B F2AN 1% B4
HIEE F AUdew Ann B4 dE(R9E  HAE 232 99 B Bz podw wg
g /MY vda EH1E Y B) W2E & & 2F Hnds 93 s Aeld fel
F el FolEs WA Fuel A4 Aol Aok g ACE UehkFm x Adae 4E
a3} 218 Mng e APANT. (E 4 A8 FOSE - 964), AFE UFE B4 B
£ HAE B3 w3 oRE A4EAY 29 Ase FuE: Pud dd foa Aol glol
02(3aA vs. B1F), DY KIS 9HY  FYL JEE APHASET ¢ 5 Aot
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Yo AFA J|of 3t ololy Ei=o] oA

(F 4) ZAYRH 2o1(B N vs. &) 4 m|ASHXZE Qol(AF vs, WF) 9| FoloT Hst
AT ke 9 | &3
AX N A= F
Agg |V AF g | 27
31 2.928 1 2.928| 10.231| .002] 126
SPLEN
o} Fox7te] e 1.941 1 1.941] 6.784] 011] .087
A. QA () 20.319] 71 286
7he 28 =
(R0 ) ] L 1636.819 1] 1636.819] 362.840| .000| 836
/A a9
o 7he 22 183.669 1] 183.669| 40.715| .000| .364
0% 320290 71 4511
31 11.001 1] 11.001] 18.010] .000] 214
SPLER
o} Fx7he] 1) 001 1 001 002] .964] 000
B. QA () 40.315| 66 611
BA 2=
(4844 /0B) A9 1164.037 1] 1164.037] 375.762| .000| 851
® AA9A
o 7he 2] 21.037 1| 21.037| 6.791] .011| .093
0% 204.455| 66 3.098
31 3.853 1 3.853| 14.656| .000| 171
SPLER
o} Fox7te] e 2.209 1 2.209] 8.403| .005] 106
C. QA () 18.667| 71 263
AAA BH=
(o] /o0 2) A9 1490.587 1] 1490587 327.733| .000| 822
=92 | gaga
o 7he 22 68.121 1] 68.121| 14.978] .000| .174
0% 322.920| 71 4.548

2o Belpe FE BAY A A JEde 2 4 Aok g g
T Yl R R P
3 4 Adaddd felel 2 dehia ¢ 4

—D oﬁ

M2 folatn 49E AEF Aok 9ge Bel gk

FeU(#n < AHnY 43Ae fA8E = olgom¥E, 9 AYA 7l wRe wF
005, BH7] = .106), %, Fnel AAA A1 Bk A3 sheaele] Bod wu wEedd o
of &3 FEsh Adae Me 3@ gz b 4 dvh 292 %*4 of AHeE aFe AF A
2ohe Aot obgel (37 D € #5E 2A w9 AS B 2= oo ud g #nd
B2 Hdc Fuz 9% Az v Fudx gdE 45 B3 &40& Uebdzlel (Fx < 7}
WE JEE 93 st 2F e 61 3348 f4E = 964), #n°l 24
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C. ZRA HAUE T0jo| =
ag 1) FHE2E| 7 i%‘- vs. WF)of| mZ B0

% Fojels
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A 71 wTe] Aolsk Bu WAAS] A5 7

< Fa AA9 }1%91 Atolell A 71918 7he/d =
(ol : 2j5=0] 5 o] vl AREE Bl HAl=
Fae A5l #5302 74 5) et o
Atk wekA olg F IteaneldMe] Fae B4
b 710 &3el Aol aFAA T ALY (&F)
vs. B Tl e (M) eke A 2ol A

of, & 7Helle] W B4 BA= o Zfold 7)<l
o = ik ol (4 2)9] A3 &
T4 FHEl el sl gael A 71o Zvte]
ool aat a7t g4 FEAAE (4 D
9 Azt wighs o] she Aotk Qo
A Fhelael el v a7 The e 7
Foll Bl BAE Fae Ak 7o g3 /T
g 7Fsol =4 3t

=
[ L
ATk,

3.4 E9
AA gae] AR 71 Z37)
€ 4%, & Bl Bd=9 Favt
oflel &Y shelae] e AAA
2z Fufow Al FiE Ao lﬂ}
APE Tl AFHAT. okl ole F
At nel e 25744 7L ﬂow frelst
Al AE=H%ded, o Ao w vl ke o
T4 aF s ddeR Fad BAA 7|
of a3e] 27|15 Fae steae] o FsAE

4y ox = (0
oY rlo o Mz

g

|

A Bl Hug Ax, A7 e A

+ AR 719 ZRE EE hsdel dude

2 Ees WA = #ue A4 71 2

7b EAFE 8 293 &3] A7t A4 B

zo Fo 93 2d wete B4 die k&

(BAS) 7+ A% #AE B3l e st Aol
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ke 2 e i v, = ZhEae] W B
£l 94 HAfAE o173 Ytk 299 ©
THE H

£% 1 4s H9aE we Aea
SEE Asae Aol Basl TS vt A

o|o} Fdsto] %—&‘J o)2 AYE Aol uw
Bl BalE #uz Qe shHae AHe Pl

%@Eﬂ@w*:ﬂﬂﬂﬁ@ﬂﬂ
of It B BEY Add T AAA,
ohiwW 4AHA A AANA HED 5
9 Ad tig ARz Fad v A
o e g BAE Fao) ga selng o
JErt FOEA Feg, AY 244 BAE
Folelwst Zohsc stEEks Aol WEA 7
A BAZAAE fF Adn FA Su

e Aotk &, &84 AEt3 (probabilistic
choice rule)o] WEW Anv|z 7} & o AE
= 54 AF j& A9 & pe (A DA

HZ dg Bl da] anjapt Azdsts 28
u ol FF flu)e HlER Uit (Lilien
and Rangaswamy 2004, p. 247-250). ©] 7
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e o

o
rZi

e
i =

/‘]

A gt

i': 7] /Zf 7k

2 st A jQl i o BRE

2ol S7keint sl 2] ad Halme] oig
T8 3748 fviske AL ohint. dd 7
u2] 88 Fi Ak HAES ol st
FioR 7Rt Y BAlEge] 8%
defe] ol e ThedE MAE 5 g1 o
Folth. &, o= @ Haled hid Fejol= $7}
7hAA gaef S7ER clfA] faM e e A
A7 e dd Frijelze driHos FAH
7hed) el HAEe] Fujeegt FrstAM, 7}

Bl az2] ol 1‘4121 e ert Z7kete] Fhe|ae 4
AA7} 7kt Aol dexolgt g <L
3>°1W E% B Ao E 9 A E A
A= Fus gl sz e
s JJr 718 AY 3 fFelatA <
g = 001, &=
Sh&

| =2
]’Xﬂﬂ' AL
ﬂ&%oni(z

0.272; 2 = 068, &7 =
0.079: F%: T"r" 35 = 000, £9=27] =
0.259), Ml Ba=ol Furl AAYA HAs

2590

1141



Bu7t Az BAze] HEE A
| HEA] AR BAse o

H

O

=%
==

A7 B2, Al
H Fao BAAA 719 2= B
AR B =] uf 17]
6P°4 AR stz gt £ Ao
Fao ZAAA 7l Ede b2
lolgt & & glon, azle] A
o BAYA 71o] & o]of
£ 5 B HEI= oy
%LHHQFJ} ol e A Al
= 7l ae] AAe F87t o
0101: ezt ol dsire 5
A77t 79 san”
Bael AR 71 a3t
Z79] shel 7he e T
W BAEdXE o]
A HEHNZ

[e]
== AFA

ol

o o

(UL

r_ﬂ,—ﬂ

Ko
o[}JA
o ON

2
g

e

11

rr
i)

o=
xo

1o pot
oy

N

®

olN
N

un

N

-

e}

o1

ofl
B
re
N

olr

ol
i
.ﬂ

B R S S 2
(n
i

-
i)

=

AoR whetE
7 el & Shutol
/J oz B T E}—,—
Fheae]ol] dAdE A
o oz} 7t

jﬂ.o
Aok, o] A% JH|

7 u

o

it Iy

12 2 Ao off ofy 1o ofy

1

1

o

=

oy
—~

-

[e]
-+

1=}

Haﬂci_[_

=5 =

01:54_

5t7] W2l
He 23 94 9
YES 830
AR 71 &nE dTehe
£ A8 A4 Jhed e AYa

g 722 Yzrh Aol
& Aolth ols A%
A3 SHA Fae
A E on|

0]o o
AT =

o=
T

3 wgol

99]\

H

re
)
32
|o
=
8]
fo
_L
1o
Iy
)

[e] =]
%E:%aqﬁ

ol whe} o} . o
e A ) 2

%Wwwgrm%
ogdog gedn 4gdoe

2 o oo} T e,

9]

a1l
gl

1

.

s

5) Fngre] HFAERAN 7|

EAE % ZH5 AP EH0E TR AP F Ufen,
ok A3 ZRdAe Fae] AR Flel Eoke B AP e

1142

Fa4g A4al & QA 2ol PpEdr. 22 dd) & ApAEe Fael 3y 7l

ofed] B A 7™y} oA wal Wals] & 4 9tk
Hydon 0 Fokn, 259l 97 Mz PAE,

Fostol

T M392 M55 20104 10Y



Yo AFA J|of 3t ololy Ei=o] oA

= 9A dxastn itk 4 Fajolze] S4o] sk Jtelne]E ARdEAL OJF dEAHOR &
ddEgor o]fonl AL APAI] NG F F Ee UgAA s R ERcte didl 94
e st g A7 . B AFdMe @A Qe A e Af B O A FHE
AHEALY] e xAE WAls] fe o] A 2ER s ERE RS I, 3dd
3t Fns WX FoEA HlmA G Y AL AA B A4 Balso] ol mE H39
FHEQ R, O omZ 79wk wp @2t g 3 (contextual effect)E HAasE 4 9

dagen dd AAWAe BHe 4wt Aow vt

I, dlo
=

N

N

ot 4,
7l 2 < 2 BIEA A
U gdgEe ApgoR Qe A @] AE o A, 2 AFelA Fuo AAA 7o
(trade-off) AtololAd HAS HAE & =¥, g HAFE el Bdss} vpo]y Hilsel A4
olEHY BE 7Y vadas ¢ 340l o o dFH Ut ole & ATt Fao AR
o Hag ofFatmolunt mYdke Weke AlE 71 &3t dig A4 Balse 9 I AS
A e AL AR AFPH #AHhE of4E e AL YAAQ FHCR ] Wi B B
o] e = nfo]L] Hal=

AR FlEmele] TR 9ol HAE
elAtE mhedalx] Z& Ad HEAE MAE 7 =
Az 2 5 odv AElae Yo 28 A £ 4 Fae

7h Rolue AZERARE Tl vl JAZAA ARTE dsde i A

TEHoR A4 el 2 B TS FE o B HAE9 ARAS 94 23E S Sih

g Ao, ol2A At T (ageregate level)  7HE Hlo]A-vlo]y B wHjo]x H=-JlE 1

ol Fhelae] FEo] 2ARALS dAer 9 ﬂ, rlolyl Bale-7he| el 3 A% A=e Mg

el e o v 2y A4 2= 3 Ad 7Fed= WA 5 gtk =, ols A3

ME AABFE7le] webd ojg Hil= 7F A3t %} pair)ell o= g Fof 2} tE Hof &
sy

ek Qe wa, doprt Fme AAA 7l ASE fidele AEE olb o] EAsE
F37t 22l ke A wiAE e gl o] wel bEA Jehd vbed s melEior & Aot
ge 28 dady] 9 HAe e &%/t o9 fA
T744 e FE= JiQl FF(individual  2EE F
level)ollAl est= Folt}. 7} =
& Fol&F AgAH olge 27 BAs
1 e a274A R BRE &F 7 2
1] Al A welME 3747 BRHZE @ 2

oA A4 Eaez Jd4E F2 dg. =27}

ZAPstodT /39 M5E 20104 10¥ 1143



& 7 wEel, Fa

71l gk 4l WA

7
A

A7 71 &kl A

MEE H8Y 5

i)
ol

(o]
O o 1

ot

Aol theiH =

p

N

o
>
)
ol
K
1o

of
o
rlo
N,
2
2
o |0
[

2% xo o
b

- =
ol
k1
o
=3
o KU
[l
=

m o
(o do

—a
e

ol 1

°
=
fu
1o
N
N
re

ut
-
BN
o

a I T
ox I
=2
£ -
ol
e n
ol

)

it
of flr
o

B O
o,
—n
X
>

=

O

—

jur}

[

R}

U

N
=D
.
k%)

=2

7Hl e W F8
At 28V Fishbach and Kruglanski(2007)
< olgfe ggedlez kAt A AAHE

number and frequency)$} 22 A<l @

hu
=(

L o

1144

Ql oo, A #AA9] 55/ (uniqueness of the

association), ] WA Akel9] FAM (similarity)

A7l

B

=

f!

o]
A

Bl

=

=

A7) FANE HE 2
 ERIESCIFEEEE B
WAUZS Ak o] aTHT
QAR oz M

S SN

—

= _

ol
-

oft b [ ofx
ro e

=
°

oy

o5 (1999), "B
of Eafe] B AFH
327-352.

HHE (2008), “AAES

%
&, 2

e

hus

1: 20084 7] F7A
g F5 8(4), 18-26.

(2006), oEEE], 3, I HEAL
F3% (2006), ZDAE, AL, WEAL
(2008), "M 7l= J ¥ A2 HSAF o AHE
1" =M, 2008 9¥ 2597, 22.

o|%3] (1997), HIE, &, vl

7404 5lo:

o o —

T M392 M55 20104 10Y



ol E4H (2001), 2H|XH A

ogA (2007), A &7, MER &
2, 20074 2€ 2 %J}, 13.

olal#t (2003), e Sl wE AeHd Fx 3

A Bl Fold BA AT BUEAT, 14

ol ola], A<, HEAL
=7, oy w

(4), 197-216.

A&7 (2009), (ECONOMY) 4F 47 24, W3z
U7HI?) F2Sot, 674, 50-51.

a9, wES (1992), “Budgrds A A 7
Az el FuHT, 1992( %), 5-21.

3], £=nlg gelA (1995), "WHEFae wix) 9} Wl

7} 73783 e UW—‘C— g AH|XHEtA
T, 6(1), 69-83.

Alba, Joseph W. and Amitava Chattopadhyay (1985),
“Effects of Context and Part-Category Cues
on Recall of Competing Brands,” Journal of
Marketing Research, 22 (3), 340-349.

Alba, Joseph W. and Amitava Chattopadhyay (1986),
“Salience Effects in Brand Recall,” Journal
of Marketing Research, 23 (4), 363-369.

Anderson, J. R. (1983), The architecture of cognition,
Cambridge, MA: Harvard University Press.

Brewer, M. B. (2000), "Research Design and Issues
of Validity,” in H. T. Reis and C. M. Judd
(Eds.), Handbook of Research Methods in
Personality and Social Psychology, Cam-
bridge: Cambridge University Press, 1-16.

Chakravarti, Amitav and Chris Janiszewski (2004),
“The Influence of Generic Advertising on
Brand Preferences,” Journal of Consumer
Research, 30 (4), 487-502.

Chartrand, T. L. and J. A. Bargh (1996), “Auto-
nomic Activation of Impression Formation
and Memorization Goals: Nonconscious Goal
Priming Reproduces Effects of Explicit
Task Instructions,” Journal of Personality
and Social Psychology, 71 (3), 464-478.

ZAPstodT /39 M5E 20104 10¥

ojo|] Eal=o| mHEol|A|

Cohen, Joel and Kunal Basu (1987),
Models of Categorization: Toward a Con-

“Alternative

tingent Processing Framework,” Journal of
Consumer Research, 13 (4), 455-472.
Collins, Allan M. and Elizabeth F. Loftus (1975),
“A Spreading-Activation Theory of Semantic
Processing,” Psychological Review, 82 (6),

407-428.
Craig, C. S., B. Stenthal, and C. Leavitt, C.
(1976). "Advertising wearout: An experi-

mental analysis,” Journal of Marketing Re-
search, 13 (4), 365~372.

D’Souza, Giles and Ram C. Rao (1985), "Can Re-
peating an Advertisement More Frequently
Than the Competition Affect Brand Pre-
ference in a Mature Market?,” Journal of
Marketing, 59 (2), 32-42.

Ebbinghaus, H. (1985). Grundzuge der psychologie.
Leipzig. Gernamy: Veit. Translated by Ruger,
H. A. and Bussenius, Memory. Dover: New
York, NY.

Erdem, Tilin and Baohong Sun (2002), "An Em-
pirical Investigation of the Spillover Effects
of Advertising and Sales Promotions in
Umbrella Branding,” Journal of Marketing
Research, 39 (4), 408-420.

Fishbach, Ayelet, Ravi Dhar,
(2006),

plements:

and Ying Zhang

“Subgoals as Substitutes or Com-

The Role of Goal Accessibility,”
Journal of Personality and Social Psy-
chology, 91 (2), 232-242.

Fishbach, Ayelet, James Y. Shah, and Arie W.
Kruglanski (2004),
goal systems,” Journal of Experimental
Social Psychology, 40, 723-738.

Fiske, Susan T. (1982),
Applications to Social Perception,” in Affect

“Emotional transfer in

Schema-triggered Affect:

1145



and Cognition: The 17th Annual Carnegie
Symposium on Cognition, Margaret §S.
Clark and Susan T. Fiske, eds., Hillsdale,
NJ: Lawrence Erlbaum Associations, 55-

78. Meyers-Levy and Tybout (1989)oA
ol

Hayes-Roth, Barbara (1977), "Evolution of Cognitive
Structures and Processes,” Psychological
Review, 84 (3), 260-278.

Higgins, E. T. (1996), “Goal Activation: Accessibility,

Applicability, and Salience,” in Social Psy-

chology: Handbook of Basic Principles, E. T.

Higgins and A. W. Kruglanski, eds., NY:

Guilford Press, 133-168.

Kevin Lane (1987), "Memory Factors in

Advertising: The Effect of Advertising Re-

trieval Cues on Brand Evaluations,” Journal

of Consumer Research, 14 (3), 316-333.

Keller, Kevin Lane (1991), "Memory and Evaluation

Keller,

Effect in Competitive Advertising Environ-

ments,” Journal of Consumer Research, 17

(4), 463-476.

Kevin Lane (2007), Strategic Brand Ma-

nagement, 3" edition, NJ: Pearson Education.

Kent, R. J., and C. T. Allen (1994), “Competitive
Interference Effects in Consumer Memory
for Advertisingl. The Role of Familiarity,”
Journal of Applied Psychology, 57, 172-178.

Keppel, Geoffrey, Thomas D. Wickens (2004), Design
and Analysis: A Researcher’s Handbook,
4™ edition, Englewood Cliffs, NJ: Prentice-
Hall, Inc.

Klatzky, Roberta I. (1980), Human Memory: St-
ructures and Process, San Francisco, CA:
W.H. Freeman and Company. °]&7(2003)
oA ARE

Kruglanski, A. W. (1996), “Goals as Knowledge

Keller,

1146

Structures,” in P. M. Gollwitzer and J. A.
Bargh, (Eds.),
Linking Cognition and Motivation to Behavior,
NY: Guilford Press, 599-619. Fishbach
and Kruglanski (2007)A4 A1,

Lee, A. Y. (2002), “Effects of Implicit Memory on
Memory Based Versus Based
Brand Choice,” Journal of Marketing Re-
search, 39 (4), 440-454.

Lilien, Gary and Arvind Rangaswamy (2004), Mar-
keting Engineering, 2™ edition, New Jersey:
Prentice Hall.

Meyers-Levy, Joan and Alice M. Tybout (1989),
“Schema Congruity as a Basis for Product

The Psychology of Action:

Stimulus

Evaluation,” Journal of Consumer Research,
16 (1), 39-54.

Nedungadi, Prakash (1990), "Recall and Consumer
Consideration Sets: Influencing Choice with-
out Altering Brand Evaluations,” Journal
of Consumer Research, 17 (3), 263-276.

Olsder, G. J. (2001), "On Open- and Cross-Loop
Bang Bang Control in Nonzero-sum Dif-
ferential Games,” SIAM Journal on Control
and Optimization, 40 (4), 1087-1106.

Postman, Leo and Benton J. Underwood (1973),
“Critical issues in interference theory,” Me-
mory & Cognition, 1 (1), 19-40.

Roediger III, Henry L. and Kathleen B. McDermott
(1995), “Creating False Memories: Re-
membering Words Not Presented in Lists,”
Journal of Experimental Psychology: Lear-
ning, Memory, and Cognition, 21 (4), 803-
814.

Rundus, Dewey (1973), "Negative Effects of Using
List Items as Recall Cues,” Journal of
Verbal Learning and Verbal Behavior, 12
(1), 43-50.

shof

==

749

o o

T M392 M55 20104 10Y



Yo AFA J|of 3t ololy Ei=o] oA

Shah, J. Y., and Arie W. Kruglanski (2003), “When

Opportunity Knocks: Bottom-up Priming of
Goals by Means and Its Effects on Self-
regulation,” Journal of Personality and Social
Psychology, 84 (6), 1109-1122.

Wyer, Robert S. and Thomas K. Srull (1989),

Memory and Cognition in Its Social Con-
text, Hillsdale, NJ: Erlbaum.

Ying, Ayelet Fishbach, and Arie W.
Kruglanski (2007), “The Dilution Model:

Tirole, Jean (1988), The Theory of Industrial Or-
ganization, Cambridge, Mass: MIT Press.

Tulving, Endel and Donald M. Thompson (1973),
“Encoding Specificity and Retrieval Pro-

How Additional Goals Undermine the Per-
ceived Instrumentality of s Shared Path,”
Journal of Personality and Social Psy-
chology, 92 (3), 389-401.

cesses in Episodic Memory,” Psychological

Review, 80 (5), 352-373.

AAST H39 MEE 20104 102 1147



2 o iz
2,

At} Ebbinghau

A B o O lo
e
S
e >
of -

N

Fnge] &

=
=
rlr

(we

B oo o

9 o} EECEREEREES
A 7Qeke AN E Avus) AN, Azl e Faasel 4

arout) S e 3

s(1985)= 7199 A7e A|7te] 320 Whdgsle] Az} 7]aleta oz

9 (advertising wearout)°] ML AZ3s9th,
g4E fHadte gE e BEllte Ao

PEYT $AE ASIAVNE Ao, B3 A olF

[e)

T

o]

B

=

7

Fo A o] 2(forgetting curve theory)= Al¢kst B} 9lom Craig et al.(1976) Al
3 5 =
4

ol

7

=

= uow_]l—oi

°5H

o Fi 347} o4 %Lzﬂ“d % ol f 7}%L @rgolzt shald.

Gehte e By PEs 2ge AR Lol

A=l vlsl 23

AAe] AELTA (external validity), 53] AelE EFdA (ecological

validity) o] HaS 4 th(Brewer 2000). o1& o= Ax=vv} distr] S8 Fu A3 +

o= ASH Aolo] Tl AAte] 2QF = A A (filler task) = WiA|ste 21 Al o WY

oo} o] 9Al FEAQ] tAolgtue & & gl Aon & dAFAe A Atz <
2] 3} =

& o] B Ao
F o Aol 2

A7} A} H]oﬂ =AY Had 52(E,,,, =
web B Aol 24 A4
Fnazel Bis 3 da A

1148

749

o o

shof

==

T M39A 535 20104 10




Yo AFA J|of 3t ololy Ei=o] oA

Rival-benefiting Effect of Advertising:
From Minor Brands' Viewpoints

Jin Won Lee* - Tae Ho Song** - Sang Yong Kim***

Abstract

According to the existing marketing research and knowledge, an advertisement is to benefit
the target brand of the advertisement (hereafter, referred as target brand) and harm the rival
brands. However, is it possible that an advertisement causes an increase in the attitudes or
preferences toward the rival brands as well as those of the target brand? If it exists, the
authors call it Tival-benefiting effect’ of advertising, and in this study we show how such
phenomenon may occur and under what condition it is likely to be more salient.

In order to explore rival-benefiting effect of advertising, we pay our attention to the way
that knowledge of brands are structurally stored in the memories of consumers. According to
the associative network theory, individual knowledge or concept is stored as a node and
subsequently the set of such nodes compose a network, with the relevant nodes being connected
to each other through links. Following the conceptual definition of associative network, brands
that are related in any way are likely to be connected to each other and consequently compose
an associative network.

Moreover, on the basis of the spreading activation model, it is probable that an activation
of a certain brand also leads to the activation of the other through the association between
those two brands. If there exists an associative link between the target and the rival brands,
an advertisement will activate not only the target brand but also the rival ones, probably
due to the spill-over from the former to the latter. Since the brands in a certain category are

highly likely to be related to each other in the memories of consumers, when they compose

*  Ph.D. Candidate, Korea University Business School
** Corresponding Author, Research Fellow(Ph.D.),Institute for Business Research and Education at Korea University
*** Professor, Korea University Business School
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an associative network all together, a consumer’s exposure to an advertisement will finally
result in activation of the rival brands in the minds of consumers.

Given that rival-benefiting effect of advertising can be resulted from the association between
the related brands, the strength of such effect will depend on the degree of such association.
According to the spreading activation model, one of the determinant factors of the associative
strength between the start node to the terminal one is the overall number of the associations
that originate from the start. Therefore, the smaller the number of competitive brands, the
higher the probability and the stronger the strength of rival-benefiting effect of advertising.

For an empirical investigation, we measure the pre- and post-advertisement purchase intentions
of the target brand as well as of the rival ones. We also measure those of the category: one
with small numbers of competitive brands and the other with large numbers of competitive
brands. In doing that, the minor brands in the corresponding categories were used as the target
brands in order to control the effect of the target brands types. Then, our analysis shows
that rival-benefiting effect of advertising exists with the increases in the purchase intentions
of the target and rival brands. In addition, this effect seems to be more significant in the
categories with the smaller numbers of competitive brands. To test this, we pick “soju” for
the category of smaller-number-of-brands and beer for the larger-number-of-brands. We then
compare the strengths of rival-benefiting effect between those two categories by testing the
interaction effect of the advertisement and the category type on the purchase intention of
the rival brands. We find that rival-benefiting effect of advertising is more salient in the
smaller-number-of-brands category. It is the moderating role of the number of brands in the
category on rival-benefiting effect of advertising that provides empirical evidences for the
associative network among brands in a category, which leads to the activation of a brand by
its related brand.

Our study tries to find a mechanism of how an advertisement of a certain brand may have a
positive effect on its rival brand, in terms of purchase intentions. We believe our study is the
seminal work to demonstrate rival-benefiting effect of advertising, theoretically and empirically,

based on the associative network theory and the spreading activation model.

Key words: advertising effect, association, the associative network theory, the spreading

activation model
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