CEE IR X

¥ - & 23 (deceptive / misleading) 2 #_&

HENR 2y 21980 & AEF YT Fl 2 ek B m 242 - David M.
Gardner ~ Jacob Jacoby ~ Wayne D. Hoyer ~ Ivan L. Preston® 3 &_}t AF &4 42 4p & ¥
LEnXEFB A o FHNR L en TE > w2 5 - ! deceptive£? misleading - -
EEEE ﬁ -+ misleading £ deceptiveis® B F T A cim X XL F R hq 2§
A ¢ Jacob Jacoby #1975 & 1% 41 2 £ % (illegal ) 51 f8 4 2 #54) » -2 WFTC
2 FDA¥ties B 3 @ s ot ik B4 2-1-1

% 2-1-1 Jacob Jacoby 4 #g2_ lllegal advertising

Criterion Definition

Deceptive | 7L %k (B 2&EH) FLFSF g+ i
¥ 2¢ R4 bt’«ﬂ %“’ ?ﬁv.é”ngs\mé’—i%‘r
Misleading | ¢ 7 #ABRTAR 7,7 7 £31 8 /13“*? «f?f .u‘;%

2 e IR e FE 4 kR AL Ay

MR Epee AR AR R R T

744 k& - Jacob Jacoby, 1975

F]4 Jacob Jacoby 3 i FTC @ % = Deceptive #77 4 k& B F > 7 if
FFORAAFMaREENRE £ > R A misleading 4 F 2 2 E A 7 ERW O
FRE

e $43tJacoby# & iz i #% ~ 0 lvan L. Preston & 1976 +# % ¢ 134222 : Preston
% % deceptive 2 misleadingiz = B % 3 % #1939 & ,T*uﬁfﬁ» e AT I AR R
m 2 FTC% % 33 % deceptive— = & ¥ 4 Kk (F £ & & 4) BFifEdmgaomh
Tk o

A Prestonft 3= » Jacoby 7 1976 # & Mg {5 -Kinis $HiEF B F 30 & %
3 o Jacoby+ 3% % deceptive£r misleadingiz @ B 3 3 &g 2 2 B - RN
¥ Ak g g2 A~ B (nondiscrimination) % B gEqR o

LA s g Y @;I;Jev’ # 7l T deceptive ; ¥2 T misleading | 4%
Bl - PR REFARM L B o

! Jacoby and Small ; " The FDA approach to defining misleading advertising | ; Journal of marketing,

1975

Z|van L. Preston : Jacob Jacoby : David M. Gardner ; " A comment on “defining misleading
advertisement” and “deception in advertising” ; ; Journal of marketing , 1976

® Ivan L. Preston ; Jacob Jacoby : David M. Gardner ; " A comment on “defining misleading
advertisement” and “deception in advertising” ; ; Journal of marketing , 1976
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David M. Gardner % 1975 & j&_§ £ @ % e gk 11 3 & #4-deceptive advertising
CEE N MMMP-&%iépmﬁW’ma$mg XA RRBRE- B FE
I’Péi’—%%l*?%m)%?mﬁw'\\ Ta o MBI FRIEER 2 2 K5
My - BR 2 pﬂ+g¢ﬁmm&@gggzk%&a?L#w@$$ﬁ&
RS L DR ANLSRIPE AT ET R A Fhd Ay FET
i 7’5)’?‘“#%—&73 B

“If an advertisement leaves the average consumer within some reasonable market
segment with an impression(s) and / or belief(s)different from what would normally
be expected if the average consumer within the market segment had reasonable
knowledge, and that impression and/or belief is factually untrue or potentially
misleading, then deception is said to exist.”

Gardner s & F fif4e S B iE 2

Lo - BFENR 2 e AL MAMRFE G 2 2 a2 05 Vi
3w & Gl

2. et F A A S Menp HREEN(Blhoit B R 2 L FR B

RAPRF Tt 0 A AT XA BB ) ] AR R - 2 R

& If B R AR g iAok R

3. il a & N U N enR LM i SRR L - AR L
(false advertisement, P &E 2 1 tPsich (R & % B b %hiB @Az 4 » 45 3F
ML) A E G EFERY L B 7 AFESA r-m#’lﬁ?ﬁl.f’

Ivan L. Preston . 2002 # :izk;,i:,%:;\ R4 e L amap Sl in L AR
2riafi - BE AR L3 b (explicit form) ff‘uﬂg BagmaoR 4o s
"antifactual content advertisement ;; @ ¥ ¢t - f& > » ir%{dxp TR EFHT A
Re46 tfAkpam@gif  tirgsva §RERICLLRT | o
Mloophole claims advertisement ;; & % 2-2-1

* David M. Gardner ; " Deception in advertising: A receiver oriented approach to understanding | ;

Journal of Advertising , 1976
> Ivan L. Preston ; " A problem ignored: Dilution and negation of consumer information by antifactual

content ; ; The Journal of Consumer Affairs, 2002
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% 2-2-1 Ivan L. Preston #3328\ R 2 2. 2. %

vﬁ‘%‘a“% £+ 3 ;

&

antifactual content

AR 242 53 AR

IR

loophole claims

3
A
3

235
)% I\U‘/}»thpﬁl % ?}; g%ii%\ﬁiﬂ‘lu\‘ :I‘

¥+ David M,

Fal - IR S EER T

% 2-2-2 Gardner g

F#L kR ¢ lvan L. Preston, 2002

Gardner {= lvan L. Preston & = = (F en@ & > 7 3% LR H
2L 2 FEIE L % 2-2-2

Preston ¥V B £ 2 & &3

FENR 2 T

WA REE gk S (b iBAT)

& F

4
>~

i
j !

HOTRE R

g7 A R FL g | RN R anEir GRBELR)

TAL KR AT R

4 % - ﬁ'*r%,*W§%§Jﬁé*%ﬁ%%ﬁr7?

200 ﬁﬂbwéﬁmf“ﬁﬁﬂm%p B 2SS AR
ﬂ“%ﬁﬁ ﬂés—ga‘%ﬁa"—%a\}% 2RORFEA) S ST A G PR AR A

FREGF2 T

ged A G FRAPBEEI Y SR L BRI HES

tLﬁﬁﬂ']%%mT#’&_° AEE R Er PRt /§’ AL TS
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8 HENRELAN
L e N S N rr&r?;ha Preston 2 Gardner e%2 3 2 % » #-& w3z
hihp T jEdongfz o ENR L (B2 4623 )3 &t;&’—nz Vg ER
ﬁ;ﬁ;ﬂ,{&%ﬁﬁ”;ﬁ%;\%‘t )j‘/\ F"‘lfj'q Z\—r,_ ﬂg*‘zf‘ﬁhp;‘m% T}Zﬂl“
»FR3t e

2.3.1 David M. Gardner
David M. Gardner+. 1975 # 34 & + & PP B 45382 R 2 fadi 2 2 4

20 (n4 231):
% 2-3-1Gardner 4 & + @ P B4R RN R L 408

Deceptive advertising b+

Unconscionable : CRER MY ERE- B HUELRE

Lie

Claim-fact - 7 g L B | Ll A R R AY R e
discrepancy X L ; e X A G EE
Claim belief = TIEE e I ot AT ) 4 —;—%zﬁw#ﬁéﬁ:@;‘;é%ﬂﬁé‘

interaction L2 R B RARR 5 EREOHE 2 | B B > TR EN o
= A ﬂﬁ AR kR R B
—F—:in;,g],rﬂu%;ﬂz‘gﬂ?t }m

SE;BEENH L E L E5

FoH &k ¢ Gardner, 1975 A F7 K32

&-4 Claim-fact discrepancy » Gardner * 1 § 2w &5 (£ 2-3-2) :
% 2-3-2 Claim-fact discrepancy 2. 4 %f

Claim-fact discrepancy :
1. L E L TR e~ - R R G R fE

HRE2Z A KDy ffz b LRFEEp amfdhkin | Sl R EEAY 9%

TR FBP AR RT A kE

HAZBA R G &0 75 - BREARBE "X 0 | B2 g Hokpe s 7 kit
H AR 02 S0 38 T R e

FHL %k © Gardner, 1975 A7 7 £

® David M. Gardner ; " Deception in Advertising: A Conceptual Approach | : Journal of Marketing ,1975
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2.3.2 lvan L. Preston

Ivan L. Preston #2002 &+~ #® I3 2 & 5
(loophole claim) e #g % (& % 2-3-3):

“&v

%F&%J—\J—%q )%

% 2-3-3 Preston % & ' BRP RS FENR L4

loophole claims

fv\.Jr

) 58 T B 53 HE R0

obvious falsity

¥ &2

PEFRL AE AT

Ao 4

lifestyle claim Rt 4 L R
B hED A% A2
ISR TR T SUNL

o

FoRL kR : Preston 2002 ##7 3 2

Ivan L. Preston ; " A problem ignored: Dilution and negation of consumer information by antifactual
content ; ; The Journal of Consumer Affairs, 2002
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2.3.3 Implied-Superiority Claim

p %_Gardner % 1975 # #% ) claim-fact discrepancy s » 3% % & ﬁfjhuﬁf.ﬂ%? &

D RE  dmen A fEE RN R 2 o 0w Gardner 3235 5 0 BEF B r’v’ﬂé‘i‘i 2% — it

éﬁ ﬁ % #% 213 lvan L. Preston s 358 B 2 &~ 402 ¢ Tpuffery | sgineig 8 B
3853 - # P H2 5 Implied-Superiority Claim -

,#Implled Superiority Claim#= 7 32> g j& Terence A. Shimp 1978 & Bip L]
FoAp PR F e i E Fﬁ P OF A f S AR o Al F
éﬁ—‘%;\ »NPLAER T Y o 1987 # > Robert G. Wyckham® ZER RN T E F
Implied-Superiority ClaimE_{*§ ¥ ic § i = :FHE»c% o

“731 rlmplied-Superiority Claim » {25 Darrel D. Muehling and Norman
Kangun % 1985t 5100 B & ¢ chpif 5t fbban s e £ 3 45 P en fach
HLH A R R BT A - AR e bl T2 u mfva%mﬂ g mlX
Uit § e AN UF Lnbls < 2 0 ER 2B R PRF 60 PR
4 Féiﬁ ® P FEdp DA F ot Eadie F 1 Implied-Superiority Claim® N
s> TPuffery | B 2 agg a2z - o

B2 7R Implied-Superiority Claima 2 Z. A% 7 &35 % cn€ & > (e Snyder Rita i
1989 & érF= 5 frip § A F7 3 @48 4 wiSnyder Ritar Implied-Superiority Claim
m)%f 3 e AED BERFT WA A TRADSNE - B oL S
Izlmplled Superiority Claim#= VT8 2 pF » a? FRPPHAL T FRR
g% % o s L kimplied-superiority claimsg £ A £ 97 3 3 E 458 an (R
peAi it e ggiga s e FELRg ). %ﬁpkiﬁ?rﬁiﬁni S At B
PREDEG o KRG AR EALT § PR T s f’?’ﬂr‘%”ﬁ? v om AR TR
#Bl;t“w#kﬁwﬂ“mf’lfLL;T?%%?*%% FPF s L3

7 AR

SnyderRita 7@ 3 & % # I » #3t4c & 50 - ;ﬂ';’g—*ﬁ g B3 gt
implied-superiority claims #g 2| & £ #§ 713 ig)i “HRAAFGR AR B A
BTG S BRI RS ENR L LA R W e L anEag o ) ;;:
ERFrRDERF R F b IRER3 LLﬁwﬁ PEESTREE AL

%‘i*ﬂ\t i

& Terence A. Shimp : " Do Incomplete Comparisons Mislead? | ; Journal of Advertising Research , 1978
° Snyder Rita ; " Implied Superiority Claims | ; Journal of Advertising Research , 1987

% Darrel D. Muehling and Norman Kangun : " The Multi-Dimentionality of Cpmparative Advertising :
Implication of The Federal Trade Commission ; ; Journal of Public Policy and Marketing , 1985

1 Snyder Rita : " Misleading Characteristic of Implied Superiority Claims | ; Journal of Advertising ,
1989
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e 514+ & implied-superiority claims %1% FENMR LR LR LR
FONEUBEFRG T (BRLPFRE IR T )

A3 Implied-Superiority Claim £ 28353 £ e @ - 254] » A7 B { &
- #H4F 7 # 2 ¥ 3] Claim-fact &2 Claim-believe iz » %R £ - L5+ ¢ &
RPRFAEL I RRREGEER R

2.3.4 Jacob Jacoby &2 Wayne D. Hoyer

Jacob Jacoby#? Wayne D. Hoyer & 1982 & T 4R 2 ey + 12 L ie-
W LR (R AR ) MR E SR £t SR AT IR A (£
2-3-4):

4 2-3-4 Jacob Jacoby £ Wayne D. Hoyepsiuik iz A :L 8N B 2 2 28 % A 4F

2 AR

Complete B MRG B REER L FLL L & RS R AR
miscomprehension | 3t &

Partial o 2 S ) TR N

miscomprehension | 75 & E_i fen
Confused BiEs Baa Byt i
miscomprehension | i &_& fE

AL kR ¢ Jacob Jacoby ¥2 Wayne D. Hoye, 1982 ##= 7 32

&

12Jacob Jacoby, and Wayne D. Hoyer ; " Miscomprehension of Televised Communication: Selected
Findings , ; Journal of Marketing, 1982
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AT L LR FHTENR A O LA SRR R - SRR

Complete
miscomprehension

r--"-"=-"="=-=-"=-=-"=-==-"=-"=-"="="====%= 1
| Snyder Rita Ivan L. David M. Gardner | :
Preston . Jacob Jacoby ;
Wayne D. Hoyer
Implied — Puffery :

Superiority claim ™=

Obvious Unconscionable Partial

falsity m— Lie miscomprehension
. Confused

Lifestyle Claim-belief miscomprehension

claim

Claim-fact

/ool \

|
I
|
|
|
I |
I |
I |
I |
I |
I Qualification Circumstance Uniqueness X |

W 231 FESR Lo

~ %2 7 #-r2 David M. Gardner < claim-fact ~ claim-believe = & 2%\ B 2 4F
4] % '”’L"a ’ 'F.aﬁﬂz“ﬁk’iﬁ R :&’*m TR o LR S A
iR E o BEFH B A 4 8 £ 34 Jacob Jacoby ¢+ Wayne D. Hoyer ¥t % &% 44
;—%4 )% 2, ;’—ﬁ* R S ;rixpap T % Fé“ F g inikdg e 1 ¥ 2 Snyder Rita
97 5 # A (1t Implied — Superiority claim ;’—‘Er)% LHALY > FTH R R
S E A e L AR SRR k@gpiﬂ)%”E p”t,

% £ 47 % claim-fact ~ claim-believe & f %% % § £ z‘e;Ti' iw‘f 3K g
R e 2O oBEERR LT LR B 2-3-2 5 AT R E'JL TP -
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Implied —

__ . Puffery
Superiority claim ™=

Obvious Unconscionable
falsity —Lie

Lifestyle

) = Claim-belief
claim

Claim-fact

I N

Oualification Circumstance IUniquenessX
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Y& FEIRL2FRU

2.4.1 David M. Gardner 2. # 3

Gardner & 1975 & By i ¥ £ teclaim-fact¥ claim-beliefs28- 355 B £

TEHFENR LR ES SRR AL HT 0 B4 2-4-1

% 2-4-1Gardner 2 R EFE FEHN R L F RS F T L B9

S S R AR vORE %

Normative belief ¥R HER | AR (atributes) TEoig | 2 fie R
technique 20 @2 | (T il s e
ARG | By oBRes k] AS TR
T ’F‘f - Rk ) e

Consumer PRE?AERESRERL
impression technique
Expectation
screening procedure

£k %R : Gardner, 1975 A5 7 B2
55 ? PERNER el A R O

B} 55;,,4? iEf@-rr ii— F g;ﬁm'rﬂ ;

AF2 3 ¥ % T consumer impression technique | &F 2% > 2 > » ﬁk{ﬂﬁ-f‘i Ea
HER 2 BT FAOERLLART R FL R RFRFENR 2
2 FEEE

Barboursz Gardner % 1982 & 4 - B % B ehf Siidz o B R T 6 B 2 f%’
Reaihm @i 5 45 A2 FERDT Loty T{}@’* Gardner % 1975 & # )
shclaim-facte? clalm belief= fa 5% 3% R £ 4 (vF % - Barbours® Gardnermwﬁ
BRENFLFEED DL L AR

3 David M. Gardner ;" Deception in Advertising: A Conceptual Approach ,: Journal of Marketing ,1975

“David M. Gardner and Frederic L. Barbour ; " Deceptive Advertising : A Practical Approach to
Measurement | ; Journal of Advertising, 1982
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1L Te g3 - At B ‘
EEEr Y R #‘krﬁiﬂﬂ%"’—“ﬁ&%*ié%ﬂ?% S RES TN 1
el o) Rt (size) 4 AR o AR A A - SR £
TR Y ERIN S SRR T SRR ¥
A S KA RIDEAATR . A LR HAR I o gk b

claim-fact 22 & 7 5 o

EHEIRIE > m B 2E YR ﬁl%l%’}é ’g‘}l
%

7T I AR i%fé*,a e FERr ¢ qq* 5 %% claim-belief ¢

FEEL -

1945 24 B % 2k > Barbour 22 Gardner e S i A2 4o

19



LRI eee @ SIRUSHT IR
P EFE R ) BN BRI T

il_ R A SR ot AL ST E

""%fl—‘i’gﬂ' ...-i ¢ Claim-Fact : ?ﬂ F,_%F{iﬁj %ﬁ@ﬁﬁu@ﬁ {f— Jﬂgyuggp
: E[Emipﬁcg@ ]ﬁ[ :
: @ Claim-Believe : ¢ #25 I/ ffis T Sif = i Fg' R

@ ?4F,Fllf EAEE 2 R i 5

& BEERIT T ECHE RR T R O ) ﬂﬂl[ﬂr

: ﬂwa%w%%“ -
“I"?{flf%ﬂgf e " #. 2-4-2 Gardner ?{ﬁ?“?}ﬁf%‘?{‘ .

§ YRR A

L o b A | o |pipi

: ‘9’;‘;?157‘1?& = /i | v =94 e J*ﬁﬁ?@

P Cr g i B

L) SRR =

H ﬁ?fﬂﬁ_@% FF'I[‘ noon | minimal | adequate | mininal

: |

DT O R )

Fé’l EAVHEERENL \Y, \Y

Fé’, DR 2 \Y, \Y

] e S} © Gardner,1982 ﬁFIWLWIFI
VHRERE e R ARV >0 BRI 0 CREAY

g

V. A% pemnm [IHCRL 2800 %’Bﬁ[ﬁl” e ST WI%i*ﬁﬁ?Jeﬁm—;:@ﬁp:
@ consumer impression technique :

VI, $RiFE -u-i%%%*%ﬁﬁéﬁﬁ%%%»&TW@%ﬁT%Wm®¥%%;
E[clﬂ?ﬁ“ I/ﬁ:ﬁ*ﬁ#&ﬁﬁ I *IE’!@% (definitely ~
probably not sure ~ probably not ~ definitely not) i3 f_fEI%Jﬁk [Pk Fﬁ! "”'T
sﬁ[@gfﬂ@agfgug UL {7 BT - 1) ANOVA Pt A~ B -
C D P *é"?{*ﬂ IE_‘@E@
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2.4.2 Jacoby & Hoyer 2. # 3

Jacoby & Hoyer # 1982 jp|# 7 4R 2 g »c% - Jacoby & Hoyerst
WRARR EFEFY

P i & pHRE L BARETESERTRR L EE

2. dok TALR A L g EF A RIAT
7 - ;;’-a%;mrf%}qsw[fﬂ (normative range ) |
ERS

3. wR— A ARy B AR

AT G B 24 75 b oo Jacoby, Hoyer % 1989%°% 4 7% 4@ erwm g @ T g
R& g3 < K A_80% o #rrPchis fullsizeshfe i A £ 0 X F T NG LA
m%@ﬁé%%’ﬁlbﬁéﬁﬁﬁw8ﬁoﬁﬁﬂ - BR AN rmﬂ%
AI g F B S0%AREE S o B LK T AR o i 2
Sl R i - R RS

Jacoby & Hoyer #3535 § £ 7 & civfisin f2 4™ !

3Jacoby, Jacob and Wayne D. Hoyer : " Miscomprehension of Televised Communication: Selected
Findings ; ; Journal of Marketing, 1982

18 Jacob Jacoby and Wayne D. Hoyer ; " The Comprehension/Miscomprehension Of Print
Communication ; ; Journal of Consumer Research,1989
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BT T7 - B éﬁg,fu&%w%}u%f[ FRIER g I F (E p R
R R

57 Gardner $14 4 & S0E R G 002t WAF AR RA LY Tl 5
AR . . B E EB - B o A 5 A LT 5T 5D 13-17  18-24 ~ 2534
. P 3544~ 45-54 ~ 5564 B3 65 54 -
: 511" Preston & Scharbach £| 1977 & fH1~+ [i-fi % -

SHEPE PO (statement) SR+ (R #1 1 2 (RLSRIPIRE
L .E 4 [ECRLEORARE - = 0=t THIREET > = DRARLAE P Pl i i

A (Rach)i hi= ﬂiﬁ{ﬂ@?ﬁl“'%ﬁ%@ﬁ[ U (Inference) - 71

s MRIRETE

fE 1: A/F  accurate fact @W‘Bﬁh—J 1T T s

[ 2 © A/l accurate inference a;z?{ If@x_#ﬁﬁ‘q%ﬂ TR

FE 3 1 I/F  inaccurate fact @?l Pt AT T T

RE 4 @ I/l inaccurate inference @% i I[@l_;&ﬁ;ﬁg O T PEE‘T@

FE 5 1 I/F  inaccurate fact @?,FIJ PR ]

= [ 6: 1/ inaccurate inference r;é% I[@l_;%ﬁ;ﬁg R L_ng}q

- iz L

L

] Fact | Inference | Tatal

1 Accurate 1 1 2
Inaccurate | 2 2 4 .
Total 3 3 6 |

I HERE T (IR O statement < i true or false 12

Jacoby, Hoyervt: 1989'$f1! ?&I#F ST o H = RUEURCE 2 RV
S CPHTOED 3 i o SREVRECP 4 TSP L 3 i - PSSR £ .
P

Fact | Inference | Tatal
Accurate 1 2 3 |
Inaccurate | 1 2 3 f
Total 2 4 6
. |

= H T RUKORRE AR UE ) true, false 17 p 512 i don’t :
know o ® [RURLF" I3 D<o 3478 Wap U2 SOSRE T P IRIRS 5 £ R
- [ (miscomprehension) %72l (noncomprehension ) -

P TR - ;%%?&EIT[*‘E@%IFT”T{ PRI

| TR SO B R



2.4.3 Jacoby, Nelson & Hoyer 2. # 3

Jacoby, Nelson & Hoyer' én¥ —§ s2 8\ B £ e AT 3 4% 1 7 | 0§ 5%
FER LA -V AFT AR LI G HBET 5 MEETE S FREPT TS
M B o T Y P R EEL T Bl LIRS L (B 2-4-1)

L LCLERCCE LR CEC LR L CEL L L CTRELEEELAEELEELLE . |

FREIfE) * ZEIFRE] I SHE) -
Fipi I (Source) - . R e : |
: Meaning Structure 1 =
B e p e rnrnnrnnrn o |
l .
: -------------------------------------------- : I

. . . Surface structure : .
S - e :
(I\Iisafﬂwe ) . Meaning structure 1 #5) ﬁ?’?‘/t'},’]{ T A
i Elﬁlfﬂfﬁ?“é”@él'iﬁ“ﬁkﬂﬁ‘gﬂﬁﬂf |
lllllllllllllllllllllllllllllllllllllllllllll . I
|

L
B : Meaning structure 1
Meaning structure 2
Meaning structure 3
Meaning structure 1 & 2
Meaning structure 1 & 3

Bl 2-4-1 Jacoby, Nelson & Hoyer B 4 . 4, 32 f3 5\
L %k : Jacoby, Nelson & Hoyer ,1982

PRV A A BARAR A - B4R @i r 5 Meaning structure 10 e £
BLRRRE {5 LA i € 7 3] Meaning structure 1 2. ¢k 5% 30 4 Meaning
structure 2 » Meaning structure 2 7 P AZFE L L0 o F F T § R

T FER L B R & 0 4o f® B Meaning structure 1 & 2 ©
Jacoby, Nelson & Hoyer HHEAR LR hF SR ARACT

Y7Jacob Jacoby, Margaret C. Nelson, Wayne D. Hoyer ; I Corrective Advertising and Affirmative
Disclosure Statements : Their Potential for Confusing and Misleading the Consumer | ; Journal of
Marketing, 1982
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LR pet O 7By (I ) Py 10203 B A - RS - il [ 4
_"55 6 K A2 3% Ph- i B 12 3§2A1@Gwma%EWME§

IS BiFy A~ B~ CHAMT > RLES A I = 1 e ey e
U i E
E 1 e g ﬁﬂﬁ%ﬂﬂﬁﬁ¢ﬁ' il EAifCE "52*5‘5

3G I PRPRTICL R A T U R
PR A R B '

Brand 1 Brand 2
Advertising | S1 S4 |
statement S2 S5
S3 S6
- |
f.'.'.'.'.'.'.'.'.'.'.'.'.'.'.'.'.'.'.'.'.'.'.'.'.'.'.'.'.'.'.'.'.'.'.'.'.'.'.'.'.'.'.'.'.'.'.'.'.'.'.'.'.'.'.'.'.'.'.'.'.'.'.'.'.'.'.'.'.'.'.'.;

R . hf?ﬁ i (19 ffi statement #4411 10 ffiffc -
3 FEL oo E P RVRCR RIS TR EL (Meaning structure 1)
2 ?Jl:[n RVRUE for il T L
R 31 (3818 i EVRUE 207 BB UL (Meaning structure 2,
. S — etc.)
FE9: J‘;_I—]@;j?“j«ﬁ:ﬁﬁ?"(ﬁ?’?‘qf[%ﬂfﬁﬁrvéﬁ EL
P R0 ¢ SRR CEH R S T ESALA e - AT G

TH A RALARL -
SRR RE - T SR Iﬁ}"fﬁ“ﬂ i

10 IHTF#[LFUFF = r:ﬁ‘ﬁ‘@%&ﬁﬁ QFF??{F[@IU 222 ILHIFEJPQ 75t ]
gzt » 5 RS o ASRO Y SR AOREE T L a‘é‘iﬁfﬁ@@%

3 ll';”ff'JFa'%Elﬁ?}kﬁ,J‘D%z:g: :
.« 2-4-3 Jacoby, Nelson & Hoyer 72 U BRI 35 % 55 58

TEHIH | LR SRR .
Accurate 3 JvEs Nyl 38 Eo2E 12/
( Meaning structure 1) (=~ PHRERFD
Inaccurate | <0 ] I EIVF R B 2% 3~8 =~ j
HIE 3~8 JEfVgL!
iR VR AR EJ\‘;i:_?%‘I of
Confused £ RV I == g A .#‘% SLEFY1 20 3-8 fH
IR~ T e ety | V-l
| HERE R FEL 21T 10 [

=
: EPR[J¥ : Jacoby, Nelson & Hoyer, 1982 4R E=E =
P PUSHEIEE AT BB R IR o B S i :
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2ZFAA ) ATR AL T HAL LR A R

Rik Pieters £? Michel Wedel . 2004%#= 3 7 A :‘;@é SN NS A R
EEATo R LRa ] (Size) i FHHALFLLS AL AT - &
R * FEGL A AL R AR g 5h§—‘ﬁm_,& ' r‘%%’i? > EI%‘ v ¥ RihF
AR s sl F LS ds - B2 T2 %0 A A4 (headllne)
{HETom R 2 BAREING (Ogilvy, 1963) - Belch and Belch* 2001 =% 3
I AW DR L REFTRIAIFEE T AT IR EAER mﬁ&s\ﬁ% °

-ﬂ\q,

Rik Pieters ¥z Michel Wedel i * 7 Eye-Tracking ik =& ,ﬂ %"—‘kﬁ%?)—}
TR PR i*i%*v*fffl%)%?mylfﬁ Ko B2 2 5P EH<
1% RFHHERA L ALLA 2 A1 4 05 (duration) T} &M OEEH 4
Mo R R RRE S 1%k el A E o L& 2-5-1

# 2-5-1 brand ~ Pictorial ~ text ch + ¥ & imBudacyd £, 4 £ B 2 B2

Size effect of Selection Duration
Ad element RFFIOH-RE AR | kA2 TR
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18 Rik Pieters & Michel Wedel ; " Attention Capture and Transfer in Advertising : Brand, Pictorial, and
Text-Size Effects | ; Journal of Marketing, 2004
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Size effect of Brand Pictorial Text attention

Ad element attention attention
Coefficient

Brand (log dm?) 322
Pictorial (log dm?) 315
Text (log dm?) [ 852 =

T kR - Rik Pieters ~ Michel Wedel, 2004
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Size effect of Brand Pictorial Text attention
Ad element attention attention
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Text (logdm?)  ¥-. -.087

R kR - Rik Pieters ~ Michel Wedel, 2004
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¥ 5% e questionable % ¥ # i unquestionable
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PLBREARITBEA (L2 H P 55247 ) kR o
*EY RBERR L *ifxﬁ R EAR R 1 0 » € 40~ Beltramini ¢ R 2 4
AR E L KRR H I HEAR 2 TRAOT R R AR 0 2 3R

AR R 4 %ﬁ\»i&—?ﬁ BPEEARG RS RN E DR

A0 G SR 2 TRl B v B

9 Richard F. Beltramini ; " Perceived Believability of Warning Label Information Presented in Cigarette
Advertising ; ; Journal of Advertising, 1988
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