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oA 5 WA Ao 7HEE F o 2 FHolgn s Aol ok Aeldh
F 7189 Fol7t BT 2 $14 Yox EFstn dZAEY 89 78 wng F
8-7=1), 9¢t 7€ (9-7=2) vl;3t] F UA Fo] v & FHolHL AF4gctn 3
Ak

@ 714 &I Memary effects)
AHAE0] AFE D AFY M4 dis) FEE FRE Faped, ol g3 9w
Hog d%9 3 WA Al Ux /1AL Zldse A%l g
d& Eo, Y0Lolete 7t g P 49 39 714E F898 | 140082
2 7198 ¥ti= Aolch(Bremner and Brenner, 1982, Schindler and Wiman, 1989)

W ojmA] & 3HImage sfiects)
olwz} & 3KImage sffects)e 71 ol Rl price image)el FHoln| A quality image)
2 Y % 3k 713 olnx| E3HPrice-image effect) 712 i3] ov|x] E&
Y& FAgd, THHe] 2ASAT L 4ZHE A ‘o] 1AL AHF AANES
T FHHelti Bt Azshe B8E 9airh(Bliss, 1952 Mason and Mayer, 1990)
£3 oA FFHQuality-image effec)@ AujREol 92 v 714 dish w#

- 12 -



& F2°192 ¥ 4FE T8vh(Schindler, 1991;Gedenk and Saitler, 1999)
gy 4 oA AvlA7}t @ /M0 1 F4¢ 94 AZga A,
HlZ1go] ¥ MasHA Hol d&d %L WAE A vAFet. gHdd, /14
A oA FFEH A o] o], O 7HE4) HsA 2& FHAR] AEH
71= g dE E9 @749 YA ‘o] 7HES A UAE JHEeltga U4
3t 7% Berman and Evans, 1992 Kotler,1991; Raphel, 1968Quigley and
Notarantonio, 1992 Schindler and Kibarian,1996)o]t}.

A
X
z

t}, Perceived-Gain effect
AR H A4S AP BHERng 082 Bvke JHdel AR H2Ael ¥
&4, oo WsiA At JHE HrhA EAVMELR AASHE A %] Ak B
A g7 S BYe 1 4SS 002 BUE SHFdA g gL sHdeE ¢
Agte] Aol Eejdre X =4 € £ 4 Urh(Friedman, 1967; Kruel, 1982)

dE B0, $9& $309A4 $1& EEEe AR AZEm 290099 AedE
30008914 1098 Ede X8 =78 908

2) BadAAH 287 o)

(1) F19 54

FaE AT AA st 7199 FEEHE AT BuiSA9 s FHeE
A Qg m gk Z197ke Bt 2uAe Al AES 547 7Y 28 BEE A
g0 2R AEY BE FANA L Yot E 7199 HAS wold RAoldm W

8) 0}&94(2003), “T7FA(0dd-Pricing)ol]l thet ABjxe] Ejxo} #AG A, (g AA}
49J=E), pp4-7
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=0 71971 F3e] A TSHA THE anAT ARA Fad YEeld 3
A Adst=ye] g3 iua B+ g wEA J9te] S9dA BY 2n
2H|zbol A BREY 71Ye]) B FEE JRE ATFLEA AFY BI=E #y
33 HAte) ARE FHEd =24 e BB ARuAAY =724 988 ¥
th.

duryoE Fwt 7K E ¥ 71 SAES AWEE o3 o))

A4, Fne Aflelde] & FuaA Auxy 34 k2 el FaF
7t gt g2 L WA 4 A5 ARUAL 9ot FnE oW B¢
@3] AFolu Ak A dANIEd I e B4 e A #
1 2HAGA oE R AEF KA ¥ MAHT Alxsta Yo

a2 QoY HFE I AR, A, AL F)lAE FaE Ad &3
¢ dag BN U AUY FELE THEE £F YD) FLePoEN 2 A
dolut 22 & EFo] AR FEF FIANA FE Y =724 21 7] 9§
of old BF e wEA A5HA AW oL E £ Uk

B4, 1 do FALHA dFA 22s] A8iA o Fhe wjx v
A g F3 FeHe HUdA Wi AFUACH FHE W1 Uk

AR, FiE FE(publidty)de @8 FE, FHFHLE dvtE AL} vdelE
ggste FRBR) ARYAA Aotk q7ldA Faeke 2L e Ut ¥
EA #8 FUE ohEe Tolnt #F, 3% public service ad)@d B TH
of AIZFH AZlel\} AW J|FHew FnEL FRE (EE J& JWE) Aulx
Tot 2gst7] HE olF By gl ¢ ok

s, BT F2 |IFTE ERF s vpARolTE AR ok 42lF
AfUAlA dfelth. 22} 25 e vy 23U AR, Bl #= ¥
A3, AAA ARUAeMoY BE7|H, FUA, A A ol Pshe wdeHd

Lis

===

9) H4%., 43T, 2£9491994), MiAr|tiole] ALSl, (M5 ) pp.280~282.
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AFESH ARUANAR EFeE W ML HuHn U] 48 =E

227} 9= 2 BHE FEgat B 4 g
@ FAARA B9

AFE ArEAMe] YA olgE ool Diseqnost ZHF29 DessinolA & + 3
Xlojo] ‘Aol Ui At FAEAY vz FEold De(gH)G
Signare(JE 2= £ IEtho] Z3E E2A ‘A E g ddsA 71z
2 yehfo] ‘2gtke ‘A A, ‘2AXNE S, ‘AA T 5o guiE AR
Aot HARK Design)ol2te H91E AR GAHs BB AZEGT & £ YA
T 93BG F ARE A 19207 1930

ddel 23 24 bAe hdol 4RE ol Fe deojn HAIS At ‘Uz
Age] &40 w2 d&Hol1 2L AYIL o]& = 4, § A8Holn ¥
A 29 73 g&olEn & & Yot

(2) B2 53

O d¥H ol

ARAA FI AL EFe] A AFEE IA SR Eo Eo

7}, 73 A% (Beonomic) A~ o AA] 3loA ¥ 8-E 8 HRE 7|TH o
2 Teishe §EE AUAE /AT HAA AHAEL A7) Qs AeHe
2 PFTYTL o} JHF AL v RO Hue] 38E FTIA Eoh P HoH
7139 Atel ARH 714 2 T4 (mrice demand equation)o] HAHLY AH|=
F5¢ A7) g3 AgET avlAE AT RS A9 715 AEE A=

10) #4(1996), “BRARA0] Fulelal ARl WAl ] AT &7, (Pt FFdsd
AAFH] =8),p.27.
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S o] OB F2 QREES P A4UeH, 44 ¥R A ole
ol

1. 93 (Responsive) B3 - o] o]&L& A5 (stimulus)-4t-{responsive) o} T
€ Fotl VARLE d AZglel AFE FUsk 9% 2M|AHhabitual
consumers)E 71T ol @ oA aulAEe] Alo=w HAge xFoz 7
3718 48t Bed AHAEL A5-08-E B3 & A e 3
AL v e H(nomrational)o] T gHE<] &3 FHHE AFH AAe] Hrh ojf F3
€ 548 AAY Aol7] Brkes 34 98 :E{exposure) 24 F-E{ch

. A% (Psychological) 3 - 43, 234 939 98 5422 7t
E A58 & 9 298 S A 858 Aot Bed(cgainvolv-cment)
X AEgT. & 74 (Personality)e] BIHAY FHE o ted A qux
{(psychic energy)= id%} sup erego AlolE 327) i 72502 d& Brl53d
I A H(latent)o] . w24 7153 & Y(functional benefit) ButE= ¢AH AFHE
(implicit product attitude)’t ¢ $L230h F43,

2. A8 H(Social) #F - AW EstH o2y Add did HFE FoE Pk
&3 2dHcompliant consumers)E JHsR AdAEo] JEHoE BYAH
(imitative)olgt L T & AHAEL T2 AlgEo] Prjdhs AL Ba 743
o2 a3 AT i FEHol EAAY A5 S A Hoh <@ o8
dxe 47 A=AHopmion leader)t FH(ward of mouth)# 97t $28 44¢& ¥
t}.

oje] o|8EL EF o= AT 439 we F4E £ Aok 2y oF

7

°o|g
& oHE FHoA AHRSET, o1BA IAE BE )& Eblend)AT RS

'I,



93] o EAloiet. ofo} wit 4} o|@7HE L Fuo) Y
T

34 U(dynamic)#P MM B2 L kA Hrk

@) NZAA2 A} FH_ A

@ HFYY Az 29

Fae] glojA FHRUAE Fag AL HFIRA AlFY £& nEeY
o o] 247} A& I o4& 2y &y gl

b AZE FH, AS 2], ASFe A&y BB A2 Zx,
AFe X, A= 1Y, A ¥, (3 &£F F

gl vFLe] Agel w8 BA Bk
G2 e A e uFd 99 T8 9o,
% AF 2 AAY BES e vFY JHET F3
A0 94 AARES =4 % 4elE B9 ANE AR
gl dzre Azel WAL R YT olHR AF=AR
A7A 2de] % Hh¢ W uFY YYES ¥ 4 9o

7|9 R (size and Scale)
a) 7] (Size)
A2 A a7

. sleie FBRBAY HAUN @
ehd,

9 2A9e FBBA G5l Hepse] A
g W Agse ¥, 714, B4

b) 7 2(Scale)
BARAL] FEE $39 FAHE AY ERA E@ Age] AVAA 7

TIdAgs FadAe 48, , (A€ AL $L)p6d

11 LEEE A3E7) 9(019%89),

- 17 -



< 88 & 2 A HE B n gEEHA =AY e & ¢
29 873 & gAY glod & AFolts ZA =Ad Aot}
T2 (Scale)s} H]#(Proportion) = T4 o Zz3E& zZn gd. 72
2y “2777g 93t degA &, ‘€ #E'E aAva 3 ‘B
TE" = A2 A& 299 729 Ve AF, TR xS #AM
Ao & 249 " AT F2EY FIHE AAEH F2E Yeidgw
ol¢} e FR oA (Scale image) HAl, Bolx o2 dteig FAF
AAE FAFAZE F AT F FAL] FHE AT AHRAEE 2€dE
%o FE AdEy Sl osiM FZHe] "] wFet

c) ¥ ¥ (Shape)
$EE E8F Aol o]FE ZEd Aoglel T2 AL FEA VR
g AL EYUA =710M oA E Fee 44 olFn €Y. FHY
HHE H

P4 ool P el RYATRE deigeze
gdol DR Az AeE aE Aol

d) FHSpace)

e FUS WA 2E F Aol 4714 AAE R Ao w4¢
2 A7 AAFE BdA 9T B B} we Lt Be
ABBAN o8] AZAQ 2<lo] B4 JUSE F 4 JTW 28
o2 3 9% YYEL AE(epth)st A Ao EFE F:
g4 Ao Fx Zeld & 4+ Ao W 99 FAY 8I9L 2=
e dee A2 RE olg & YiwsE Wy 39 shielh o

12) vize} dBE WEYA, 339 431%86), AAL B4, (HE: HAY &%
2}, p.189

13) 843, HTPAE190), THFARTYAIATAR, , (M olFA, po.
14) AAA, p.30.

-15) 4AA, p.4.
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ot e
tlo
Ar
A
e
L
1o,
)
R
o
!

lo
2
~d
P
H1
€2
rie
ol
)
2
—d
2,
0
30,
rie
Y,
O,

e) A (Colour)

A ALZS el T vFoidd HAAHY A= Yo U 2
AALE ASED e oW AEoY A& B9 7989 Sle #AS
Ag Fof 7lo] RFFHI Foh. a-WE 9 JgHel 8ol A #e
AR AFEol Mg BA € W 2 AR A UL FEA

o] 4% d4E FA Et

f) #lolol% (Lay out)

Holol2(Lay out)& ‘Laying out the element’'s’ & £ T2A FH
AEE 'Foid utg BA wet Hgg A wixse 7| ol#
g 3.

#elolxS ZZte] Al 84E FHA HHEA FHHoZ wos
Y Aoz & Fololr e )‘}Z-}Z“:f% olZt}e WytoliE} 715 H
A FSUAA T EHo] FA ool F}.16)

I oAl glolA #Holopx & BAE .4AFE =Y,

dP2EG A, nitsly] Fog A g F ok FaA

gololge Exo #AE FEEE 74 ¥&9 J[eF A& Yuidtt

& 71dl = @ ¥ (balance), Hl #|(proportion),”d (emphasis),

% Y(unification), Al H3 Fo| HATH.

B o

ae ofd o r{r

2
o]

7}. T ¥ (Balance)

TEE £2& FAG 89 7123844 2L Agd AW 7MHE &
A7 -rﬂ—r EAEG d A g o FAEA . Holokre F
F& A B Zx, AVl FEE gev £AUAAE VIELE GF
o] #U3IA Hololxd w FAL FHo] o]FofAHW A|ZFH FFH A
zZ}7] 98 Agld 4z & FAE 7P 8480 YW dejobr g A
16) BAFATAE), TBIOAD, | (AE 1 L), pIoT
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AHo2 v FEE oA =Y. dNH FTEL B, ¢HY, F
A, BeEd =248 FH, HdAF 3L A, 459 I+, g,
HEE Al Folxrg FA Eo.

Ae I 8o gzl AFHA H=22 FEAE 4JE A&
o FadAEe L& HEE =279 A o5 e 2488
=

t}. % Z(Emphasis)

F1u9 FAe AR ZxH ook gt
of ¥ (White space)&°l 493 AL FE/t 25 AW 7153 WA 3=
A B9 ZAFHY & ARl dAY v[F o] EFREE AR st Fx
gjok 3l AL olUt FxHojol & 247 AHE AHEY, Fuog
AdE FEET F=A7] vlPelr],
olZX #Holotx A Ay FHE A Faue EZTE AHA
stof AEEE oA I

2. < (Unification)

golopxol A FUL AZFH 248 7] Ad2d BAE UEF F
of3t @t $YAL T 247 HAY X AFE o, A7), FH,
wrake] Zzvh vFed &8 I #3 gRE YR edsA A
F AA 4.

vl Al 4e] W
ZHH FuEe AAFEL T AH AAAAA Sdstel AF
9 A2 2E7 THBE olF £ YES FojobRe . gRE
o FTEL JEIY FAE & W YF JuA 8% svoz AN
of 24 o] AN FAHeld dH SAYY FEI A Adx
gx @k £ 2 FEAA Fe FELE, ofFE FEAA We FE2
A =)

A
2, 447 gt R (e Zo2 AL FEHY oz AMY ¥

P



Fol AdL L W S F2 HARAE HH3] A¥ ¢A do.

@ HFY ¥ FH24
7t. A+ (Photo)

Aol <9 FREAE BT FEANA o AASA ojEHT B A
m%e%«l g F T A S wol o]&HE AZGEdEYe|T. Fn
ok PEIW UL 32FE UE 4 U
b %] Agyed BRYE(GAE, BYH ) Ades
EE @ Aol AU |
U AF F UAAE A% 295 A, & 4T ¥4 A
7198 Aol -BA S
o, oto] AA(eye catch)2HM ] (el £4E nE A)
AZe 71EA o V%S Zed. AAE AEHoE JAHE 7]
SH QRS ATHE HolH, BAE 2 o] AHEA A
AggosA YRR J2¢ dAUSE ANSE Hssi
ARE 2B AT WAAAR A AR Tl w Y 9
2, 09, 49 oJAEHe] AT AYL By o £437 A%
dAete] BAE ZEY. ALE FEY APE ©L zdvEe g4
g Folstd Fao PRl od AR Agd 1 olFHelm F
s o},
wEbd ALDe BT olasy] oEe A HuE: gedn od
BEAE Jgete FuEdd oA % £ AR :
w9 Ade FHolstm ¥ 4 U 24T EFA, VA, sﬂrﬁw%
Fae oY= BESE A2 dFAA JAHY Y= Ao
GaF UL XA AP

r

17) (1990,11), 47F3714K, , p.56.
18) oJd2(19886), MEitioldl FAEE 97 AFdoly (& TARISH2)
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. 42 E o] A (Tustration)

A MEe] gei2EdolAL JEt AHEE /17 ER A
aHe2A EE ARUEA 2 FAAL 99¢ FEE sta 3.
FLEE FEHE 249 d¥og 2L /A E HFHIaHgeR
MoldElg =29 (Scientific Drawing)2.2 B ¥Xe HFEH 9y
A7 9e 4438 + R €8¢ /MEAL 4oz 448 goay
T4 #AFE FEE 2 HolHd BEY Mo A2L B
o A& gol 0419
Far glojx dexEd el qdd BEAAL F4F ol Hlx=elF
d &S tE oy R gdFgoez & £ 9l sxut Az

24

WEe EAZEGE AF40 YeldE 2 E3v} ZolAd. ey A
Aol EE € 4 9 ERAL AAE QY] 98 Bdvges 3
2@ BHL 2.

. E2MCopy)

2H[A7E ZEE Felste A E T, v, &%, 25, 23 ¥,
T T o HFE AXE Aol £Fol7] WEd Fze] ELFIA
FAME ol g Fejate] HeFHHFE Bt g oA gt
“‘Azre] AlZFzHEe] 80% WA 90%7F A Zd SEJINE SH[E QAR
" FaeAxe] 8o PFE HFLH EAd o5 o] FoiAH, “FH=
Zhele] B 80%° AFIT e delul= 2ZAue XY UL F
2o 4HE AP dHEFRAAE B Fo JHHETE ¢45H
A HAE AL o FAAHL UL Aol

(@) B2 AFLY 43 R Bojx

19) eHFaRR, AAA, p56.
20) $8x01991), FARRE )23} A%, (N P27 pA849,
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2 a7dA 978 FTAFT L B g AELE R, o By
= i dsEd o3 2o

O B

#o E(involvement)= o1d ddo] AU A AT ALIA FoF I=E
UellE Adeg Avlayt ARE A d goid oud HUE oj|d ¥y
02 AIH=AE  AFIHE FLT FHWEPem, o] dEY BYERE
ELM(Elahoration Likelhood Model: 3} 7Fs4 2% : B9 34 & ¥ig 3
AL H53 AR E Aslr] st AHA7} 7] &0l k¥ (elaboration)] &
=o gate] AREGT B}, 97]A4 FR3Kclahoration) @ AulA7L FHo A AA]
g AFREE Al x¥E 29 F 2HA7 Faugel disty] Az,
AR o] G2 F3E HRAY, od R4 disiAe 9 s g F49 g3
A olg A¥sAY, ofd HAIR Y daia FAMA - Hole 59 UUd Y
o dh3-g Holy A& TN HSHZE ZAHSE LU0E ANH &
t. 71 a7d B2e FRE AP T8 fLdte n@o FelA 4
Ae AR F49 JEAHE A 3] dEol, MAA D(message quality)
9 HE 49 Fo¢ 9F¢ WAE AoZ veEt v, JEE AIHE
T8 FEEA R A FFPoA avAE FudAdd ¥ FEAHE
stz sb7] dEd, Fnd FAE 2dY diExy AEA] HE A F
L8 9% MAE A2 ey

7} Krugman 2¢

21) AAF(2000), “Fuel, Fuehy, Frjx e 24 @A 1, (FSiea GFuet
2 ARSI, pl7
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a) TRAE A FarEaA
Krugman(1966)& ARFUA A AHoA AR s §7 Fd9 S 0
o oA A gAoA wAgor HFe w2 FYHdE Aotk <IFPID>GA B
Xo] ZBAGME BERGo|EG AR Y MR FAFERF S A HEd),
T Fo] AnAAl FLA AAXNDE BRE BT FES AA(cognition)stq
HAYeffect) 8 ZA Hz wAGez FojdF(behavior)E Ath oA =®

Leaen-Feel-DoR W2 ve}d £ it}

{ Exposure I { Exposure ]
v v

| Cognition | [ Cognition ]
v v

[ Affect | | Affect |
‘

{ Behavior J l Behavior I

(1) ZH (2) Ao

<2g1> Krugmand #i &34
AR Krugman, E The Inpact of Tdevision Advertising Lesrming Without Involvement, Public
Oginion Quartesly, 1965, p.35L.

b) A#oqstelA e Farddi
ol EHe dARYH g RoR #FY WA lu YA ¢ we LuA
8 ZRo] viAt A#AER] Ao FARAE 10A] AZ8HA o971A] 7] 9
£l 27} 71y o ojx FEot AR €3 h7HCogrition) LF 4
o 8 AZdglel 2 3EL Al & xbechavior), oA T FHHAE FF AT U
¥ A4 (Affect)s 27 Erh
% ~Do-Feel®] #4& Ve ith2)

22) E, Krugman, “The Impact of Television Advertising Lesrning Without Involvement,”, Public
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1. FCB B¢

Foote, Cone & Belding %2 t§#A}¢] Richard Vaughn(1980) #olx¢ FHES
ol&€ E¥AA "FCB gidde 2 AY REg Mgt & 49 352 ¥+
H QAH AndRE F2 e vl 958 AR, 243 Jlse 72 99
k)

Fcb grid moei-Agefe} Ali(thinking)-=Z(fedling00]he F Y& o] 834
g 471 {39 AvANSHHABIRES AXSt, 74 0 ARE FnAFE A
Agt<agniz

A}3L (thinking) ! Z(feeling)
- 2. A LG (affective)
| LBEA#3 F(Informative) -2, 83 F, dHdF, LEH]
543, 4, R, AAE § [~ 2 u[ARE- R Y
| -Ap ke ey Z A (feeD- 2 Alearn)- 8 E{do)
| AL -AMAAE | -AJA+4
# @ FLEHRFR 34 {recal) | @ FnadE3 Hxuws
o} @ wWAR 749 AnE gste | BAE g7
; == { @ =94 ¥& FuAY, olux F&
@ AYdolgln. 73 FN FF | 3 oA
1 @ agfolern Fugs a4
QANAgE
| 3. #9348 F3(Habit formation) 4. ApolgtE: Fa(self-satisfaction)
| -4F, 1REE 1 -8, &, 9d
| —AuAEEY -2 H ARG 2 g
A % (do)~ g1 A (learn)- A (feel) F%(do)- 23 (feel)- 91 A(learn)
& | -AAE ~AJALH
o ® Fnad53y 4 O FnEHHR 42
@ o4 AL FuAH. 10%x F1 @ oA gz, AlE, POS
® ZedolElr Y7141 @ Azl oJElH, Folfyt

Opinion Quarterly, 1965,pp.350-355.

23) Rich Vaughn, “How Advertising Works a Planning Model”. Journal of Advertising
Research, 20(5), 1980, pp.30-32.
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<32¥ 2> FCB grid 29
A% Richard Vaughn, How Advertising Works a Plaming Model, Joumal of
Advertising Research. 20(5), 1980, p.3L

FCB grid7} At vl 714 /89 3800 JuATH 31, /L%
T, IR, AotdZZart YA offE 4719 (A9 FnAFLE FYYE
g, o] FUEL 47 Eh5e] g Ao ohfd Fxjelo] de (doz ojFd &
AT Grid=de] 4] e FnAF ERE BHE HAo gt 48
of, Al 17 SIXT AFL FAES} Fa Alart AWjste 99 A
FolBg FE3 Fae R FHF Aolofok s, A2FEdd AAE
AFL FHETT FoUA o] AHjste Aolng FEs] HHEHA =
£8o] glojok stu, A3FZE o AT AFL FAEIF ROWA AL
7t AdEte AFes SBEIEAYEHLA F0t EF3HY Ao[vhD

m]ﬂ

3

©) HFds BAFNL £u% GAFARH] BE APAT

Rz FAA 24719E BEAHE FA A7 wobdel wet
AFe] B YAE AT W Yo FAGE FuRuAY
2% B A7EC] aMAES £4T AAW B 4Y 2 B
21 %Y ATE GEHes H2o: FuPuAy AL WY
Aokl aulABe] B wBSE Tl LAY AAHH B8 57
EL Q@] ga BAlel FAT gohe Heln®

24) HB2O98), BRYZ, , (A& YEAD, ppi80-18L
%) AFH1%0), FnY FHE AHHAET,, (I 98FT), pll

26) AAN(1990), "7} HEE AR R Fae} 4 gz AFRE AT diF
HEs 7244 wgdTe g AR (FRAT, AFR), ppb7-105.
A A, ppol-112.
A (1993), "2H1Ae 2R H whgal RnEst 3R, (FndT, ALL), p3l-70.
°)58(1992), "B3o) i FANE) BT A I G A7, (AU o
T JARA=E)
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Fao] oz HAE FAEH HIEY J4EL 1 A= HEE U9
3

e $2% ooz FAEEE WEdd 9472 Aedy &2 4 F
gitt. A= HEd gg Fx BEe JFo] WEHHo2ZN o|HL T
Fagee 2o AF Welog FEHoe Fa Y7 (ad-triggered

feeling)o] # FRAJA A @A FAL}=AE BHHA HIH
T BHLE ofdAA HUT2

Forgas®} Bower(1987)8] dAtdAlE ZAH wH-3-(emoional rsposses: ©f
o Fn HEEAe] BEAY FFGA JAFH FrAE] gl I
&g £ Bl olu AHAZE AN ZF A ARIAY dAsE
FERRE F3A HE 2 FRAJ AT EEEoly FE8A] FIMstE
AL YEHgU® =g 08 dT72RdAE F44 gL BdE A
do] Pz JEe nAAY 2 FuPHad judgement)S 3}
o ZFA R FYE WAL A2 UHENTD

o] &3 wWto A Choot Stout(1993)e EEHAZAA FAEH 249 <
A AR RAEL 43 gFglen = LHAe FRAHIAA T
FEERE Fr Ao Bgod B AHF WEe fHd o FF
&4 @' AR Bt gobd £ Pobd £ v d9sta gl
T30 o] & AF 2HAY F: FEGHC FEFEAA AE FE
B}, & BA= e Je UAn YL&g #2IHT JE Aol
T AFHLZ FnA BFL FAFHE JAFHEARNFR =
g Dol gusbzey HIZd golAEA doH ASd EZAESA
dojF Ao Wi FAE Fe #F x=¥E 7ol ot oHT

27) ARE(1991), "9A 2 2R WA, FnAT, ALZ, pp16s-200.
28) Joseph P. Forgas, & Gordon H. Bower(1987), “Mood Effects on Person—Preception
judgments”, journal of Personality and Social Psychology, 53(1) pp53-60

29) Marian C. Burke & Julie AEdell,(1989) “The Impact of Feelings on Ad-Based Affect
and Cognition”, journal of marketing Rewearch), pp.69-83.
Julie, A. Edell, & C. Burke, Marian.(1987), “The Power of Feelings in Understanding
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ABSTRACT

The Effects of Visual Representation Method in the Last Number of
Price Discount on the Advertising Effectiveness

O, Jeong-Rim

Majored in visual design
Dept. of media and design
Graduate school of Arts
Hansung University

The purpose of this study is to represent the advertising
effective in the las number of price. The las number of price defines
to end the nine number in the price not reaching the 0000 such as
10,000 won and 250,000 won. The theoretical background of the last
number of price is diverse, and there are several studies 10 recognize
the number in psychology.

The last number of price is based on the level effect, devaluation
effect, and image effect. The several proceeding studies about
psychological method of consumer existed in the former times of 80’s.
And there are some studies that the odd-pricing is affected to the
purchase of consumer and is one of the factors to affect the sales.
This study want to examine how consumer thinks about the last
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number of price on the basis of the recognition of the last number of
price. And this study investigates that consumer perceives same type
of products by price, and the last number of price affect the
advertising effectiveness between a normal price and price subsidy.

The results of this study are following as;

The necessities of less concern products and confectionery of the
last number of price are estimated more positive than normal price
products in the distinction analysis of advertising effectiveness by
concerning.

The car and fashion of more concern products of normal price are
valued more positive than the last number of price in the distinction
analysis of rationale.

The car and fashion of more concem products is estimated more
positive than the necessities of less concem products and
confectionery.

The distinction analysis of advertising effectiveness by discount price
image subsidy is estimated positive on both the necessities of less
concern products and the car and fashion of more concern products

In the distinction analysis of advertising effectiveness, the man is
estimated more positive than woman in high and low of concern. In
the distinction analysis of advertising effectiveness by discount price
and discount rate and subsidy form, the woman is estimated more
positive than man.
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