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Abstract

Abstract

Based on the confirmation of the results of the study on “TV-Media Effects on
AD Effectiveness ”(TVMEA) (Huang Heshui et al., 2007, 2008, 2009), including the
“Media Effects on AD Effectiveness” Scale, the “Media Feature” Scale and the
Structural Model reflecting how “Media Feature” determine “Media Effects on AD
Effectivenss”, this study aims to explore the extent to which these results can be
applied to cross-media (TV and Web) context. A survey on 783 college students (age
between 21 and 30 years old, male:female=50.3%:49.7%) was conducted. Results of
statistical analyses indicate: (Dthe “MEA” Scale has good reliability and validity in
both TV-media and cross-media context. @the “Media Feature” Scale has good
reliability and validity for TV media, with its 4-factor structure which consists of
"Credibility", "Attractiveness", "AD Impressions" and "Impact" keeping effective;
when applying to cross-media context, 3 indices of the factor "Credibility" turn out to
be questionable whilst the 4-factor structure stays explicit, and the new scale formed
from deleting those 3 questionable indices shows satisfactory reliability and validity.
(®the optimum model explaining how “Media Feature” determine “Media Effects on
AD Effectiveness” in both TV-media and cross-media context is "'AD
Impressions'-Mediated Model"(see figure 4-4 and 4-6), not "Double Factors-Mediated
Model" proposed by Huang Heshui et al. (2009)(see figure 2-2). Combined with
related theories and the social context, the results stated above are discussed and some

suggestions for future research are proposed.

Keyword: Media Effects on AD Effectiveness; Credibility; Attractiveness;
AD Impressions; Impact; Cross-Media Study
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KIALLR, A B T 5 B — Fig 8 LR, HAMEAR AR 1K
T FikJEH (Malthouse, Calder & Tamhane, 2007), [T LSRR (e %
RAT I Vil i) RO REAR AP R R — AR R TR Ok
(1) 3= ZAK A (Calder & Malthouse, 2008; Peer, Malthouse, Nesbitt & Calder, 2007;
PAK, JESC, EIRAR, Rk & 1BFEE, 2007; AK, HERA & kA,
2008; TAK, WHEAR, SEMSE, Tk & MIC, 2009). i, X A&
T RO S BN P AR ROR, AR B 555 BIRECR 15
M (A KEE, 2008), DIEIEARAT. SEhr b, R REEIICLEiNg,
AR B S0 2 A0 BRIV RS, 7R HEAT BRI S 242000 L AL (Nowland, 1962).
BRI, mTRKIEZ — B2, RENAER, &5 BT RS A
0 A B £ A 1B 53R4T %6 % (Calder & Malthouse, 2004a; Malthouse et al., 2007).
S5, WA 52 A AR A H 55 28, ARG 52 A B 4 25 4%
I F#VE (McDowell & Batten, 2005), WL GV, RAT=. Vi)
RSB RAT) T T bR A BOR R M . PRI, DAIBEAA B B 0 A R
K, AERATRARZ A SR BB T DURAE) 35 ORI e, O A e E R .
FTCL, R8BS FIF I A B B ) S BRSO I, BERE )45 B
PERBLALFT S, R BRI AR SR AR IEdE , B AR

AR, HA/KEE (2007, 2008, 2009) it 37 TAEMIWIFT, I
Wk T WA 5 RN 7 (Media Effects on Advertising Effectiveness) iX—##:&,
JHTARRRAN RN BEAR RS 52 AR )35 He 52 BT e A 1) 2 e AR S M), [ BN T R 9 S S 30AIE
TR T H—— RSN AR, MR B St 5 R R
(17 5 M0 30 11 I 30 ) T e s RO, A T R IR 5 RN (R AR AL
WAL AR AR AT 5, 3 T “EARFRHIE” (Media Feature) iX—HEJf
ST AR I B e WU KRR, ANIR] A AR B e ) 4 B 2 BT
CAHIRZE S5, 2 T2 OO B4 B B RSP AT 25 e, LR, X2 A4k



RN KBS BAART ST

FE“T HENR 7 CAE 7 “ppii 17 R0 M1 717 X 4 AN 5T (B KA, 2007,
2008, 2009). BLut oy BEal, WFUFATIT AR M T AR AN R ET
(Coefficient of Media Effects on Advertising, CMEA), FJ LAREAl B A G544 [F] £ 4E
(W BT 2SR, AL & EAEOR AR Z SN TR A s TR, Al
MBARZE G T RIEA S SRR BHESE .

BRI, RIRBCRE R I FUR AR, AR R R BT S B
WIRFEGRAHEERMY T, D8RRI k. Har, )| Shmos
I Z R BAR I ST R, AR 32 A BN, AR AT A
TCEEAL) 5 T T2 k. (R H D, PR IR A JE U R TN OGTE
o IR R s oty (DCCD R AT s, 2010 AR [ R 2% ) 35 T 47 A
U 2527 AZoe AR, (e T AR K Lol oy OB L T 10%, IF HLAGEE
PRSP IR B, TITREAE 2013 AR EHRAR, BN AT AN 28— K) 45
WAk DI, WTRATRLIR S, 0 SREAA 5 FiAL LA TR 3 S 0 B0 1) 4 2 0 J
AR HNIHI—KE .

ST H M S e AR AR T GRS 26 Yk 1 TR 9 2% R R e 111
S5 A, B0 2010 5 6 H, FlH M BB 4.2 42, BLERME f % 2k 31.8%),
P R 100 23 L MOE 1 0 % AR sl 5 e e 38 DRI, Sy PR AR
“I7 T AR ZE S, R TR 5 BOR K HUR Dok AT 2, 7RI
PG N , 35 RERE A D% IR 5 0N TRV B R o 2 R ) 88 1 B 17
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Hovland 1 Weiss (1951) fEH & T USRI HER TSR ieE, ASFER
PRI BAEUUIRRCR EAEEZE R M), JREMERRRCR 5w, — Ho2 5
BB — o IR, S UR PR RAE R AR5 1E 1 AT
[ K. B SZUERFSY (W0 Nowland, 1962; Winick, 1962) K, [F
FERIT S AN R I EAAVE R T AR 52 A0, 2 AEAN R I OIS AL . s TR I
L, O T SEX Mg FR R AR, 22 F AT 7 ORI (A Aaker &
Brown, 1972; Chaudhuri & Buck, 1995; Dommermuth, 1974; Laurent, 1990).

10 B EE T AFIUR R (M HERY -, Meenaghan A1 Shipley (1999) f&i, @4k
XF) S IR I, A S PN IT I RN (Media Effects) A& “ Ak
THMN” (Media Vehicle Effects), H Ay a2 &R0k AL, T #k. B
JRBREAREE ) T 2L E AR IR T 52 A Tt B S T AN 5, J5 8 )2 fig HoAK
(I P 25 B AR 1 S T i B 52 TR S

IR TG AT TR “IRAEN” 1dediE, JF H O 28] T — R0,
B 14518 (Chaudhuri & Buck, 1995; Crane, 1972; Dommermuth, 1974; Grass
& Wallace, 1974; McConnel, 1970; Stewart & Ward, 1994; Wright, 1974).
flln, IS RIR M, ENRIBAA (RAR. 45D ) 5 5 R BRI SO
T AL 4 5 0 5 | R A I I . (Chaudhuri & Buck, 1995; Stewart & Ward, 1994;
Wright, 1974); AWK, wiASkiRE RX—f0ms, Bl & EEn k)
BRSO S, DR HORDUR AR, BRI TR B 13 AT S ) B Rk
£ (Self-Selective Characteristic) (Grass & Wallace, 1974); McConnell (1970)
VU3 Ik SRR B, AT T e R A R, DRI LG R SRR 5 R AR
(IR S Ao

SR 5y A EP ) A NS VA 3o U NS B g R o I R
PERF 5 2 BRI 54 . 7F Meenaghan 1 Shipley (1999) FHk, “Utk T HAG N "
NALE A E IR — S LRI GR350 T & BRSO IR . |35 BRI AAE
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EMBANE G T H L MR AN BUED b, SRR A A
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Gl FITAEE), BARIRIE A T 6T A% SRS 55 (K& (Meenaghan &
Shipley, 1999), AHWFFTRFIPRILA “HAARRBEN ", XM — BB R S5 m
AL T 5 1 SN (Aaker & Brown, 1972; Laurent, 1990; Meenaghan
& Shipley, 1999; Woodside & Soni, 1990), Aaker 1 Brown (1972) JfiXFhif
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2.1 BIMZR S R

AHBFT T B2« BRI T 5 B R AR, 1T 52 Ao AN A4k
UGN 2 B A 5 AR B B A W B il () ok B2 TR B ) (Meenaghan &
Shipley, 1999),

2.1.1 “HIXEE” 5 &8R

FITil “UARS 7 (Media Context), JEfR F3kdE ) &5 BBAA T H A 2 ik
PEI PN BB, R B, — ARG B — N M 1T (Pelsmacker, Geuens
& Anckaert, 2002). EMAINE, FK “EURNEES” 57 5RO 2 BRI,
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AFRARIA PR BFST “HOMIEBERRE” (Objective Context Characteristics)
ISR KR, LU MBS ” (Subjective Context Characteristics )
ISR %% (Moorman, Neijens & Smit, 2004). b, By SeyF (1) 2y
H GRAUEIR . Psihdss) K0, AAICHR (WEEJT. B DU —
I AR AN T ORI, J5 2 GV (R I 558 1 A (25 b A o 1 Jk
SRR SRR R, s NEEFIG 4% (Moorman, etal.,, 2004).

Moorman, Neijens Fl Smit (2004) & 45 7T “#ifkfhiE” 5l
[5G R BFFUSCR, RBLLL “ A IEARRIE” X R IO B 2 TRL “ %0
THEERFAE” A BRI BEFCEATN R, XA RER R “ 2o G BERFIE” X
5 U R BCR AR TS BT 52 A 32 0 Lo S B, T B Il 5 1) P 28 AE AN
(52 A AR S 5 1R ZE S A IR SN, BRI A < BB AR Al DA o) S IR AR A
AR (Moorman, et al., 2005). 4, [FIFEWFSYE S 2R &
123 R0, Prasad A Smith (1994) & IR A 25 (1) 28 I FE R I my, W Axoxt Herp
RS IC IR 22 Bushman (1998) HUERE RAISZIGUFR, —#F HIHA
FEAELIRER R, DRUA 2 AR N 2 ) = A S I 2, S50 ) 35 A HEAS 1R TSR
Mles, 2R B 4T

— I, BB A PE SO0 AR B RO MR AR R A 5 R 0 B

SN, SR« WU B R 5 S ORI R AR IR ST AT e A 2 B AR
— WS R (Moorman, et al., 2005). @1, KEHIE “ FUWHEEARE" 1)
BRI, LM RRE ST S RUR Z R R S DG, s it <8
(Valence) 1) 5 RURZMAFAEH 2 A IEAHSE (Moorman, 2003; Moorman, et
al., 2004; Schumann & Thorson, 1990).

2.1.2 “BF2Rn” 57 &F8R

AR BARIEED” 5T S BORZ IR SR BIWT ST BRI 7R T 7052 A0 B N,
H b EEE, ABARGEH “RARTEEE” WT9T 2 R AR B S I iK J5v, AR e H I S
1K) 52 AHE F fub S8R AA B BT P2 A2 1 S Y. (Bronner & Neijiens, 2006; Bronner &
Velthoven, 2008). & | URANX G, — L6225 10 DU S R AR Al ok JEA
WIS A B0 BE S N 5 ) S SRR Z B 8 &R, “BAAL K7 (Media
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Experience) X M@ NIZ A, “ BEARELS" 5 1AL 5 ARAE 5L bn e ful 15 A4 4 2%
R T BT AR (Calder & Malthouse, 2003, p.285), ‘B & th A EE b A5
K BN HD SN [ S R (Bonner & Neijiens, 2006). HBbnf L, “GARL 5”7
R—AGEEI. 29SS (Calder & Malthouse, 2004b). b T #RZH ik
FALE SRR Z M C R, Calder Al Malthouse S-3EAT T 1M 4UAF 1) & 471
iff57 (Calder & Malthouse, 2003, 2004a, 2004b, 2005a, 2005b, 2007, 2008;
Calder, Malthouse & Schaedel, 2009; Malthouse, Calder & Eadie, 2003; Malthouse
& Calder, 2002, 2007; Malthouse, etal., 2007; Peer, etal., 2007).

BRI BRI R (RARAI ) B e i) “ pidk & H 7 (Qualitative
Measures), PLLAE B B 50RO 4h 78, Mo ax iy — R at (8ieis)
i . W9, Malthouse Al Calder (2002) $&HI T “EARZL” MM, H
PAFE IR 52 ARAEAL A R EAR IS (0 272 A N RN 2 o LA PR A (101 63 4%
PR IR AR, 100 AR MR ARG FIZZANEA Ky 70 M BEail, WERE AT,
AU A ALY 44 M (JL 275 N4 H)D (Calder & Malthouse, 2004b),
RBHLAm A 39 MET (GE 267 A% H) (Malthouse & Calder, 2004;
Malthouse, etal., 2007). % 2-1 Zii | 7 L4 & 4 11 !

ZJa, WIRENRRE T “BARLR” S5 SRR & .
Malthouse, Calder #! Tamhane (2007) PARESMIHELE /K 51 A Rk
WG T S 1 2 N ST S AL MR AR, KUER T 3 N7 COFRkAs
AR RS L CRRAGRGAERAR” L eSS IRE ) Ak, ARG
B BL 29 (LAl 36 AN 2 A S A MBI B R R o, « O
A D RG] TR XTSRS R e, RIS L R IR
Sl H NSRRI, B o T AR BORIR . FAb T A A B m
TRINAEFT B A7 A BRAR S W ) — 285 7 L« TR A5 e e iy s R 7
IR ARG G N A 7 DL BABATIXAZGE (RN 7 .
N TR — 85 B A H A — Mk, Malthouse F1 Calder (2007) X LA 3000 A4
FALHI RG] SN PPN RIS, SRR, FEARE RS 39 A
T, G R H TR 2 A A B 2R S A A S
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2009) A% AT . Calder, Malthouse A1 Schaedel (2009) & LARERIIfieFT 4t
TR AR, TESE T 2% SR 06 1) 25 DR 7 15 n ek IR R ) 5 25 B R ) S 3
KFo [, FARRBETUE T Uh 18 F S BA IR A4 2 SRR - S AA e Ak 1) < JoAb 251
(Qualitative Aspects) 5 /) 5 AR Z KK & o 491401, Bronner 55 A (2005, 2006,
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(Media Experience Monitor), HI LI 52 A Fefi & FREAR I AR 2, IF
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