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x 2L
7 ™ A E

TR BEBRFHRBI MMPREAEPROERBNERREE L
WEESFEEC—  EEFCEPRNREHEEMABNBAERGER
R AR A — 8 F M 1 2B (R 75 #) > Bk#E (K
80 4F) » BEIH (R 82 4) - EHHH » HMULUBREZ XD IMALE
PAREENTY] » SEEGEFRETRENEERNE S &S (20HEAmYE
HRETEBYWHEES) @ LEAXSEREZLTHESR  EBRAECHE
W LNBEFE - AMELREHREARZVESBERUAE ? ~EERENVES
HRFERETH R EMTRGHESEFRZRE ? S HITHERD #ZMHH
Wh o RERERARTAESEMRCEBERINMEATUTB KRG RELARES
HER BEAOEHRLHA -

% Mitchell and Oslon(1981)fHIEEREHNEKEL » REROBHHED
B MU B ERKERZE > BHRESRKE Aad(Attitude Toward
Advertisement) ~ &b & 2Z &1 Cb(Brand Cognition) - M k¥ K& B Ab(Brand
Attitude) ~ BEE =FH Pi(Purchase Intention)Z MM EBIRIR » HEEEA
M T f# (Mackenzie et al.1986 » Mininard et al.1990) - 223 Mittal(1990)
FELRY (ImageAttributes) IABESRBEFMEKHES  HEER
T S N IR IS B B LA SR (symbo i o) B {8 2 FE WL E fE Y B &5 RN RER
B EHNR PN HR > BERBENNAESAR Y REENHI R
FoRAP A EABE T -

AW REHEABREERTHESSR > ORABREER RV EREE D
HAE > REEHELEN S Cbi(Brand Congition of Image Beliefs) »
BRI AR Z2 1 Se et AN AR BE 45 LA Chi ARBRIE — M 2 SR AT Cb K WS TR
BN ERETHE - BN ARZ Y ER B - RILAW SR A H
WAREHES  RAARES  HEESMREEAER ? ARYWARENS
IR R B 4 R 2 ¥ BRI 2 — (Swasy and Munch, 1985) » UL A YL HE
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TRPBBLERRNY AKET » BEESCRUKEE PN X5 BRI R
%o T—EXTHEERENPNAE > WALRE T ZERETRER
55 = E B SE VU ET 4> BUER A Fe Rk A e e I SRS R B — TSR R R R R
JiTE

R~ XRR&KES

EHEEEMNYSRAAR
| Elf¢ Fishbein and Ajzen(1975)#RHIZEBHENBER - UREE O
BhEMREEEEESBEARIENRERFELRENRE » WAEAER
B—EEENRBE ST

Xbi * ei = Ab
n

Ab TR

bi @ EMEERT i WREAME
ei  WEM i WFFHE

n  BEBENEHE

Fishbein fXN7EM & CREWE RN A Z8E - (HEER Fishbein BEEE (R
AR EGE D BEREBEPMEA P Cb—~ Ab KRR & M RER
K EFBAE N SEES ) RMESLEAESCUEEHESASRMEES &
HICR AR AIRAE » Mitchell & Olson(1981)REIAE B H SRA R &N IETE
R R R B — TR BRI WS RE A RELMEE 0 BT Aad —
Ab HIBRAR -

FR#R Fishbein Bz th Cb — Ab WIBH{RLAK Mitchell & Olson Fr&iZ Aad
— Ab BIRH{R » Cab — Aad * Aad — Ab Bil Cb — Ab Z R X BHARMER T LAR IS

H] REEESMAEIMEB > B ABYEE % (Normative Belief) 8l
REHFREE (Motivation tocomply)fAB2AZ Fishbein and AjzenBEES 1 >
W LURE B2 R S B LIS o R RS D B B AT B MG T AT R
ﬁrﬁﬂﬁﬁ%. Eﬂ”im{lfﬁ’uﬁAﬂﬁWifﬁﬁiIfuTa?&fﬁrifi’%ﬁi R
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BEERBRERNMEAOEREHE(GE 2) - HBEKWBEIEFSE CAB K1Y
(Cognitive,Affective, behavior)W5E3 M » FEM SRR RTEE A ZEHEIE T Ab
— PI,H PI HUfR Behavior WyBE » REE PN EHTEME(GE
Mackenzie et al (1986)%% 3 H VU i & H 1l Y G RRE R M= > 2351
= (RE—)

(—)FEE BB X (Affection Transfer Hypothes1s
3 ATH)

ATH FREESREVUEAZELMRANEL TEEEZEBMEEE - B
R UEZRSREEHESNEERERYMENES > EMELEE
BB ATHEAEREGA LAY » LHETRBZHEEATSHENLT » &
REWZE GRS LUER I — RS RIE A MRS R -

(ZH)EEHE A #3X, (Dual Mediation Hypothesis @ f& T8
DMH)

DMH #2535 Aad BR T EHE:Z 2 Ab 41 > BEE@E Co P E Ab » IREVHE S
AENEZEEGREEENEFMENM - Fishbein and Ajzen(1975)RIFER
BEBHESEWERERHR—EE R REE - AT INEIRKGs A SR #

- BLRERZR Lutz and Swasy(1985)HYRBAIALHE /72 A FERLZ (Cogni tive
Structural / Cognitive Response Mode)FBHIZK - FEXBHEEZHES
A EHE R ES B L2 E S PR R -

H2: Cad BIHEEHREBENRAE (Cognitive Toward Advertisment ,
Advertiment Cognition) °

if 3 REERAZEEUR T > Krech et al.(1962)fEF & Z @Mt “Individual in
Society”—a g > FERERER =414 (Triparite) > 53 B £ R E1 R 7
(Cognitive component) ~ /&K 4> (Affective component) R {TH K13
(Conative component)3g flil Bff ¢ f8 J& 19 52 ¥R 7R (R th 4 F 55 465 A8 22 UK
(Structural Approach) ; R 2 &K HFME AR > Conative component
# LA behavioral component MY > /5 it £ CAB Structural Approach -
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(CHYXHEPH A (Reciprocal Mediation Hypothesis
f&i 78 RMH)

RMH 3255 Aad F1 Ab WHERAH A R EHIRBIR - HEGRNMEZHRBEANEE
TAE - 2 SR HE R RS - R IAE R T AR > ATEUEE Aad —> AD IR B ER
MR ERAEMSNERT  BBRBFELE TREENEELRN MK
B TR ERBERSHESHNES Ak Ab > AdFERANVEE -

(YR E#5K (Independent Influences
Hypothesis @ f&f8 I11H)

© TIHERE Aad B Ab 2R3 MERBR{RTEAE T & Aad 0 Ab {E 1Y Pi EEAEE -
SEFEEEH Mitchell &01son(1981)FTEREH) Aad — Ab RBARBE R RKBIH A -

Cad — Aad Cad — Aad
I | k
Cb > Ab — Pi Cb —> Ab —Pi
15 BE B IR (ATH) & 5 (/42 =X (DMH)
Cad — Aad Cad — Aad
) N
Cb > Ab —Pi Cb > Ab — Pi
2 B Ao 2L (RMH) B L2 B (1TH)

B— RESEEFAHMK
o Cad B EAMAL > Aad HEENRE > Co-HamMAYRRH - Ab ¢
HAEMWEE > PiC HRaMOBEER -

U {1 3 45 BE R Hh N R 8 B SR B B SR A9 SO 0 T LR R B S TR A
WS LUEMNBEEXNSER  SIMEFZHIHRE > S/ Burton &
Lichtenstein(1988)F8 534> B4 5 B &5 HEIE Aad Y 78 SR THI Be 17 /e T € EE
B —(HGEME SR Aad #H (Moore & Hutchinson 1985 » Batra & Ray
1985 » Burke &Edell 1986 > Burton&Zinkhan 1988) - Miniard et al.(1990)
HIMRE 4 HEFE Aad 4B Y% claim M9 (Aad-c) ¥ nonclaim(executional
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elements)BYFAF{H (Aad-nc)’ H Miniard SR B W ARH ESMNRANETEERE
H¥ claim (EFEE T EEERETEE K EHE nonclain WEIFE
B - Mittal(1990)f2H&ER(E S Cb FEEFESHMEE S Cu RERMMES
Ci - HIHAREROBHRMRE S Cb A9 &K Z EEE[{E & (image
beliefs - HIHATERMY Ci) » AUEr &fli Aad — Ab HURRREA R (5 4) -

A VO B8 RO P P FORE A B S U SORERT > Mackenzie
et al.(1986)7E % T H HT 2% th 3555 DMH 76 458 65 63 15 55 o 25 5 L fth R 20 2
B R 0 HEARILEEREEE Cb — Ab HIRRIRIS BHY - 43 Homer (1990) B3
BREESE VU AR » A5 0BT DMH 5 B A IR EE S0 S ZRH RS » T L Cb — Ab
£ ) R e R e 8 A e o

LK BANREEREPNMRAWARLEREE  HHE (Rt+
J\5) LA DMH fEfRee E ok B EL B RIS R A S BB LR E -
REE (BNATZ8) KiFEmE (R/\+24) R LISREL KEFBE S E@E TN
RAREEG R » BRI Cb B2 Aad SR BUHTER M REERAT Cu ~ B
SRR Ci RERHIFHIE & HE & Aad-cog ~ AN E S REE Aad-aff » Al
- EEMSRBERDUEL DME AU E & Bk 0 RS R TERER RS K
Pt

ARAFFHERUENEREBE - @RIB RO R R LUE B
T EBRRET o 0 B B — (8 DA AR B R Y St R AT R R > ME—
HI AR R BE 2 A M B0 S & > Fr LU S T8 Aad &2 B 2] SRR A0 Cb L7
REFTERE > HEERE MR DH BREAEANFERRNSZ — R REHE

CBEAENRERENTNTAFRENRAES > BEZAUEHLFHXK
MRENFHRREABARNED - EEBEWRBERZHE > RUAERE
R ha 8o mA— 8 > Burton&Lichtenstein(1988)
B Miniard et al.(1991)% 205 3 K55 B Ik 30 5 3 5K &8 o DL& 4> 17 34
HEERHLFZHH - 534 Burton and Lichtenstein(1988)— 3 P [H ¥ &
B — R B IR OKEE o DUEREY 52 0 3% B 2 e R S -

'n_;.ll.l
N
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WS > ERBFAH—ENELNEER  BRIBEEGRBABZAHNILE
E LA BR AN A T I B 4 R B L R EE 1T R A S R RE B A C P& Ry
fmaR AR E RIS & - BELIE S0 Co AR MR Co - HEERE
SRR AR E L MREEE —BUEEE - DK Cp R Cb FEEE BRI
= R S8 A AT

Mittal(1990)FR &4 Cb W ET > BRTHE AKX AHB M (Utilitarian
Attributes)4t » MIEMAE LB (Image Attributes) - fE Mittal AYTHTEHE
R INERAE Co HT B INA B LB MR SR A A & %55 Aad > Ab RUFEBRBA R -
BHEEE CO B EFRMABLBMY » Aad WAV EEZNEE  BARHKE
EEBABERT > Aad — Ab IBIRERIDRELE

T HBAHELZUR

HRSAERNVEARBEEEER  HEERHY AN ERERFELERE
AEWESE - B4 Petty Ml Cacioppo(1981) ## H T #E &% v &8 M % X
(Elaboration Likelihood Model - f&iffi ELM) » ZKMERW AR KRR EEH -
Petty and Cacioppo F8E M BIKE M AL MEH XA MME  FREE
(Central route)fI5E: &R (Peripheral route) - ML EA L BKERITAIHE
BEMTIERNEEWE  BEASWBBIREASNGES - ERERRERE
R SAEMNRIRNIBERAK | ERREESERE  MIRERENE
BUAHMHEEHER MARAEBSYARENSE Mg BERPBNEE - 8
WEEWARES  AESERESRS > BEEEREPRERBRE - K]
RTEEBMRBE - EERBHRBREHER  FIERNEEE —RHBERA
MERE  MKTEEBRERER > FIERNEBEREY H®A—3 - Park and
Young(1986) i iAE W AR S "RABA L ~ "HRBAL M EEA, B
HATRE RN ERENEA FRESEBE P AMEA R BLM - SRR ES
B 3, B FEE (Cb — Ab) =2 P A9 R AR (R AR P o Rt 486 » T I 5 PO 5 R 0 ot TR JEE 1 B
R (Aad — Ab) IR HESEER - HBAIPIFEL Miniard et al.(1990) »
Miniard et al.(1991)7RZFpE WA &Mk -

é\l:lil
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— AR AR B W ATE W A R v
ABE TEERUEEW A ELYAREEY AZE =4 Lutzet al.(1989)
FHE—DHEESHBESAEY A (Advertising Message Involvement , AMI)
DI ESEHITE A (Advertising Execution Involvement, AEI) » ¥ EsRH(E
ANHEFARNE REERITRRMBRFE ZRAOE S ERNSEERESAEZ
HFEE HEME BRI EW A (Response involvement )i —7E - FH¥ R K HEYE
ABITESE Y A (Situation involvement) RIFABARMBE D ZEEE » BTHY
PHFEERE > Q04E 1993 K& 1994 Z Advances in Consumer Research Z /53 ERY
HE PP EHEERFEAPACHTNZEZ2ZNRRETR - ERYP AN
#7853 —E LA Zaichkowsky(1985) % Kapferer and Laurent (1985) & Laurent
and Kapferer(1985)RY¥W ATEE S F » Zaichkowsky (1985)FIHERE =R L
168 WL AFARBR —FHBHRE MRS 20EHEE r GREENHESHSYA
538 o Zaichkowsky HIEMHIEIEME "E A AWE | (Personal Involvement
Inventory - fij#8 PII) - Kapferer 1 Laurent (1985)$2HAMBIBEZE Y AL
M (Consumer Involvement Profile - fiff CIP) » 43B2 : EMEEM - RS
ATRETE - BRHSMEER ~ MRt - ERRBEEERBIMP A o Zaichkowsky
B PIT #0Kapferer & Laurent By CIP 2B AKX MENEHEY A TH > KILAH
FeE DAL B R A AR -

% -~ B R &

— - HRRE

FHAREHBRFARE (FEY A KLU A EZEHHEBRNEEN AR E
5 BRANKEE (BEEE - SMEE - GMES  WHITS) v
BLAM R ¥ A K AES 15 FHRAO 28 L P A R R BRI 2 B W AW AR - I DU SR
ARDEHEERE ZELE - QR RBU SIS IE — 5065 i 2 U5 &5 SR LL
BERNMEX B - ETHARES » FRGREKIEZIHEE -
SEH A REEETIHIEHE - MW S B - R BT = Ma R ¢
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BE— HEIEITEABAKEHLORRECEHGURGEE LY
g -

BER - ARESTITEHEELMMAEIECAANERERSE > Hom
BEEZEEBMREBHEZEE -

BRI OB R AR R R R R 2 A A 2
o I B 2 5 (EE 5) -

BN.AEEREBEEEN LR e
Al memEe e & 0 R
| (DES ! RIBIE  Ad
¥ (2) | RS HE Cb
| BEEM Pi
I
TERIE
UNEE il

B= AARAZIBMSEH

— -~ REEERE

EHREFEREANE ERERWEL LR HR - BRT&E%
BRI EBRS - MHIE SR EERR - KRR ERBES
| EMEREAKESEAWE W ENEERE - 0% 1R - B—HR
Wt EESHHER— - BT UENRRTE S ES AKEZEHERER
R BEHEE X NREEHWNESEEREBREE -

}'ﬂ'

: DYURE R [E R 45 B RS0 (ATH,DMH,RMH, B TTH)YZ tE#& » BAEREHE NS
FHERAYE  AWRAUMHS ARG MEE P FKE - BETUE
WEZ EHZEES R SHAZ LK e B F L — R HE Maakenzic et
al.(1986) 3L LISREL 4 30 T 8 R B E 1T LL 8% » 3R 5% ) v 49 20 3% I —
BE > R AWI UKL BRI R -
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21 AMEZEWIEK

INF=; R i
i A 5 AH BR{E B2 B A RBR |2 B S AE B (E B2 A 1K AH BRI
MARES AR ES
EE on JH A
EWAEMA I Il
KW A ZE M B I v
= EBHHEE

RpFeMBSIEMER R —HRREXME > B—KiiHHEEEE
H 12 A RZ ARIEB R 12 B B AL BE it P28 R A = B T TR it
METHEARTEE > B A% ﬁﬂmi(ﬁ’dﬂné)ut%ﬁhkert}_{ﬁﬁﬁ’
MR RB A ERARRE  RERBHNBARETERER  AREHAGELD
HREREHYREEEZ AWE - B RATHEZBNEHRLES ZB A & E
(BHEBEFE) CELBN HtEREFGEGERESE (FE6) - [E
By HE S AT TR A A EY AR 24 10 BERS A HALZZH
BB SEATERE h W F 0 I BL Zaichkowsky(1985) 2B A ¥ AT ERE
HAERME-

HZ B ETT EXMB R - AR EXMBUERARRE R AL
S 2EBEENIHE - SWRLIIREIETER - 5 JE#Rs
VUK - ERBB LT 250 £ EREK > HIERESER SR REHEZ

PFE 2SR EEEE K 12 0E S 0 20 P E Z A B 5 R o A
OF B HL At 4 S R 2 S - AT SE PR ST B 16 1 32 0 82 4k 7E 58 Wi
EAhZERENE > RIAARR Y EINE —BEEE0.941 >
B o B JRE 0.903 -

H
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®ILE 234 13 > FREIKE 93.6% - HRZ AT HIE & DI — s E R Y
HEORE » B0 HBAE R 8-10 /> -

— - BEBUERRES |

AW R B (R 2) 0 A4 TEB) B M A H BRI B R B R & 8R
EEVE ETHERBARBEEAFEREEEMAL  HXBENBREHR
RIS - TS S B AT > F SR 2 SRR KA B R A 1 9
M55 0 BT 2 TR > R AR TEE A SAH B R R AR
BEEBREREE  ERER— -

A ERPARENTE  hRHESBRERZE - ETREHR/IRR
ZREFEORCHELS BSEBARAREMELIES - KREIEE
YA (RA ) W R AT S AR BAMEW A THEW A& (F
BB —HEBENS K TEBREWA - ML ETeEELRR - KILE
MPAEENER  TAHESBRELRE  HEER— -

R ERMAEER Y AR ERKE SR BB ABNEEBRERT Cb o)
EEEMEN S AL (0F 3) - B Co FEFNFEETEREE & B
AR Cob HE LIS Cbi W5 » Lb—MRE &2 T Cou BIERS » FTEL Cb BY
BREE R o 55 NS AT SRR Chi MR — MRS PR IRE - R HY
AREMEEE Ch MR A EENZER - HIt#E#ETT LISREL BUEE
Ff > AW RELIRE B W AR EERES Y ARRLE -




138 EREERE  FLEF i
k2 BWRALEREHRLERAEZ K
7 R Aad Ccd Ab Pi
7E S Ak #E 1.170 0.833 0.552 1.029
HERW AKHE 1.711° 0.77 2.213™" 2.163"
ARTEBHITY A E 0.625 1.104 1.350 0.623
it B9 AH BR 2
ARIEEN R Y A E 0.633 0.914 0.071 1.296
it FY A B

o REREBTFRR (0 RRE 0.1 WEE K U RRE 0.05

B RE L /K HE § “**%” RKORFE 0.01 EE KHE -

K3 HEATARNMAEREXRGPAHH  -REE

Aad Ccd Ab Pi
i; mW A 4.188 3.766 4.040 2.278
B & A 4.440 3.881 4.356 3.671
EE =W A 1.166 1.129 1.152 1.427
= & A 1.087 1.484 1.032 1.352

Z“~LULISREL BB R EEE PN E

AR 53— B RIZE R AT AN £ 18 45 76 U (B B R v A 2B S P AR
RSB (A1 4 ) ZE AR (RMH) 76 E R R L E A - B ER
P — i HFZE > DMH I BOE S BARE 2 5 WL AT LGS E ¥ A KR
3 B 1T BAAR RMH I 583 — 3 76 4 6 RS 00 BIR AR FE 1 9 R A9 76 (ke 5 ) »
YA Cb — Ab F B4R TR B 25 A A 5 i3 A Aad — Ab I BIR
B O HI A BE M B S M A » Aad — Cb ZBIRMIER R > HIRAEAREE D
DMH #2028 S & 7 7R Be RMH B3+ 53 20 1% 8 B W A0 76 H 22 2308 45 vh v fi el
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RESEABPEDREMENESPDFAE—BREMZERMS - 2G> B
st — > AR A A M DU - SRBFE =NRE DN
= HESEHE RME A (3985 0.919 ) - EEFAEALFES T DMH 5K
Z R AR TTH R - RAESRAA T — AR EE T REL P E
EHEE  BORBEFFTEL T TTH BRSO T G MR B B & R 1T R AL
B R R

24 WALSEFNAHEAGBESELER

HRER | gEMN | REMN | BIZMHN
(ATH) (DMH) (RMH) (IIH)
Cb—Ab 0.406""" 0.932"" 0.958"" 1.000""
Ab—oPi 1.000° 0.856"" 0.788" 0.994
Aad—>Ab 0.914™" -0.049 -0.320 | -------
Aad—>Cb | ------- 0.831"" | ------- | -------
Aad—>Pi | eeeeeee | eeeeeee | e 0.108""
Aad—>Aad | ------- | o------ 0.909"" | -------
CHI - SQUARE 426.76 225.47 145.80 609.63
GF1I 0.801 0.882 0.919 0.739
AGF1 0.726 0.826 0.880 0.639
RMSR 0.217 0.057 0.040 0.261

2 : GFI % goodness of fit index
AGFI % adjusted goodness of fit index
RMSR % root mean square residual
"k RORE 0.1 R E KHE
mrEkr FRIRFE 0.05 By K HE
mrEkEkN FIREE 0.0]1 By HHEE K HE
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* *
0.693
0. 734 (0.679)

0.413 0.552 Pl
(1.742) (0.119)
X// X9 4/ \v

X6 7X8 Y1

Z/

Y 5

B= HO2ZFEBSEIBEETNMHRN
*rUORONE 0.01 HORE K K HE
"EET ORIRNEE 0.05 BRI KHE

RILAERIRH T » 37 2 iR B8 L RAE RME _EROSCR BN R » KR & il
HEHRF - EBRAREER 7GR » FrDGE Aad — Ab U2 B EEBIR - R ERA
ESHERT  WEEE T Y E O H SR SRR o B Aad SO SR
B Ab o IRIRF 4 R Fe 5 AT LAR I T 52 RMH BURF 2 & 23 & R b A K HEZK
PREt » Ab — Aad BYBR{RIRE KM EL Aad — Ab IBRARIE KIR S - ERIBLZTTHE
ERREREEEB RSN - AIHARES RS 250 7 2
18 T E LB SRR RRRE 0 T RE R SR FU RS ST 5 At 5 B A O TR o T A
f# Ab — Aad 33 Aad — Ab (9 BRHARIRE - o DA B - B SR AT 9 65 AT KR S v R
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AR BE AR RMH L -
x5 SR F ABY RMH %42 o 4
Cb—Ab Ab—Pi Aad—Ab Ab—Aad Aad—Cb
=W A 2.159 0.856"" 22,174 1.065™"" 1.203
¥ A 0.762"" 0.775" 0.062 0.787"" 1.414

aE ot RORFE0.01 BYBFE KK

HAARARFHEN A —EEESERE AR > BUERERAH
FEEIRLE Ab — Aad BIBRMR L » 588 Mitchell & Olson(1981)ATHRAIBIIRAAE
TR - REARBESHALEEAEMRE ? HEANERE AR ? HE%RE
HEE R ? R R E— S BHERY > EUEH T[IH R
% 6 DMH A a4 B AL S e B R > RTMTEMRSMREAEE &
B EESN LR ST — ST - ~

B~ &R EHRBE R

— AREERERNMEREER

AR T RS AR & - S RBH TR RS AE S (RAERD
REHAER (FE) > ARREEEIEREENSE  SEN RS BRE
REEER - RIBEEFRER  2RBYLARRE - LIPREZRLIE
SHEMBIREE - FBAE(EE MR LT - LEE BRI TR S -

BB R & % R B S A BIAR R - BRI T BT B3R
& HBAREEAY FTHLAMEELNEE - MR EEBEBAEREE
RARFRRE > FLAES LA S AN - PR [ 3R T LU Sh i) 58 HH e & -
2B AEER » A0SR — R A B B AR BRI - TS R By A R R I A Y
HUER » 8 AR M B T R 45 0 -
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ZERSARBEESA

AHHFERRIR Zaichkowsky BB AW ATE B - RS REEYA M - 1
AR AT 2R A SR AU 8 (R A o R 43 M0 A 5k 3 R 5 SR O B 2
o SEATRERINR A » A5 A I SR A I R 5 A K HE 1) T i Tl e T G

PRI B B AMFUF Kapferer I Laurent 2 AEWBBE B ALH  HBE
FEIRESESARE  GRASBFEYP NRERINESHR » EEMERS
WARBESR - EAERERE BYANBERTREREGEZARESF
MEENERNP S - ERREXEATEYLAREESR » WL MAHB - L4
RBMUERAT » ERERNEPARNESHRRE - UFCEEEARE
SR EAERATEROBER » FILFAEESE -

EAREETHEEPNMEL

AHFCERE T Mackenzie FAFREMNNEESRBE NN HRETRKE
X R BESHBARES - RMRIBLENASE £ SRS
R > DMH AL H E = EE 3K 4 (Mackenzie et al. 1986, Homer,1990) -
EETRARESFERN G RMAT Ab SR > TS Ab KBREET
Aad - BEAMEHIR AR S HAREE Cbi LE—RMIESE DT Chu » KM Cb By
SRIEB RS 0 FTLA DM EAREERE G ER A R X RE#EE -
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5 & R

1. HEE LEEESZEMEBERRENE  BARBREHRAR
HRE R K78 6 A -

). FBILOEREEBEBTHZEE BUKEATR B ME w3
BR75° 6H-

3. BEW UESFARHEELMMGERRBESREPNAEN - 6K
AR RGR - K82 > TH -

4. BAE CEARWEEBBETRIAR  KAEMAREREL
w8 TH-

5. WRE MESEBEPRNERNETEARRBENESRR  GKEH
iR RZ » K82 » 7TH -

6. FEF  AREEWETEH  ELEHE K82 TH-

7. Burton, S. and D .R. Lichtenstein, The Effect of Ad claims and Ad context on

Attitude Toward the Advertisement, Journal of Advertising, 17(1),
1988:3-11

8. Batra, R. and M.L. Ray, How Advertising Works at Contact, in Alwitt and

Mitchell (Eds.), Psychological Processes and Advertising Effects : Theory,
Research, and Applications, 1985:13-43

9. Burbe, M.C. and J.A. Edell , Ad Reactions Over Time : Capturing changes
in the Real World, Journal of Consumer Research, 13 June 1986:114-118

10.Burton, S. and G.M. Zinkhan, An Exploratory Investigation of the
Dimension Underlying Attitude Toward the Ad and their effect on
Purchase Behavior, Journal of Consumer Research, 15, June 1988:180-
191

11.Fishbein, M. and I. Ajzen, Belief, Attitude, Intention and Behavior @ an
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The Role of Attitude Toward the Ads as the
Mediator of Advertising Effectiveness: A Test of
Public-Benefit Advertising

Ching-Min Weng*

ABSTRACT

The role of attitude toward the as the mediator of advertising effectiveness has
been discussed and modified many times since 1980. The fitness of model, reliability
of model comparison, and structural completeness of model has become a main
research stream of advertising -effectiveness. However, there exists an issue that
whether public-benefit advertising can te explained and tested by mediator model.
After an experimental design on 120 graduate students and 130 businessman through
the LISREL test. It is found that involvement do have a strong influence on the model
and the goodness of fit- on the Public-benefit advertising is also reasonably high.

Moreover, the dual mediation hypothesis (DMH) of mediator model elaborates

public-benefit advertising well.

Keywords: Ad-Mediator Model, Public-benefit Advertising, Image Attribute,

Involvement
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