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2 oAre 2dge gawgel slold Af-ngels
(resource-matching theory)& ZAZ slo] FUAYEAF
Hel o Fagoloted] wE BUARE HFIAAH. 7
EdToNE AMAEQ ARAFH FHAHY Holopeg
B3 BLE A dAsks Aol AFHoAY £E HY
A AEATH g2H Holobx-E Fa #x
AAgke Ao AHHY Folgke Avtd dFAAE A
At ek 22y 2 dA7ddXe o %“-Ti

Yol e A7 JERAFIIFEIY BAES
3 22 WFEd 83 FgHez g2 ved
I AN ok BHAFAGM BAHABAES =
AHEFY ARATH FRAA dHolotxS T FuE
A BAFLZA LulAEo] 2289 JoAdoer B
Aeo] tig 954 F2S Fakgd Z2@A7E Aol
Aol Asta o olg= Wiz HIEA R
B9 ZAfde 49y ArATH EF Holoks
B3l olsfdtedl 4BE AH =HE FosiA ez
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EFSEE dAshe Zo] AnFolga Asta ok

(Abstracts)

This research verified advertising effect according to ad
information format and layout based on resource-matching
theory. Existing researches suggested inconsistent results
that it's effective to design advertising easy to understand
by using factual information presentation and integrated
layout or it's effective do design difficult advertising to
understand by using explanatory information presestation
and separate layout. The result of this study suggest that
advertising effect by advertising design style is different
according to situational elements such as motivation level
of information processing and brand hierarchy. The results
show that, in the high prestige brand, easily designed
advertising using factual information presentation and
integrated layout is more effective because consumers
make favorable inference by remained cognitive resources.
Contrary to this in the low prestige brand, not easily
designed advertising using explanatory information and
separate layout is more effective because consumers have
no remained cognitive resources so that they concentrate
on advertising itself.

(keywords) : Advertising effects, Ad information format,
Ad layout.
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1) Keding, Ann and Thomas Bivins (1991), "How to Produce
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& Sons.
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TAB Books.
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