(Celebrity),
(Employee),
2
(Hedonic)
(Utilitarian)
(Advertising Perception)

Economy) (Churchill &Peter, 1998)

(Typical Consumer),
(Spokes-character)

(Service

)

("Are You Being Served?,12006; Churchill &Peter, 1998)

(Churchill &Peter, 1998)

(Intangbility)
(Bennett, 2003)

(Bennett, 2003; Churchill &Peter, 1998; Cobh-Walgren & Mo, 1998; Hill & Gandhi,
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1992)
(Differentiating)
(Spokesperson) (M Stafford, 1996, 1998;
Zeithaml, Parasuraman, &Berry, 1988)
(Spokes-character) (Unique
Set of Meaning) / / (McCracken, 1989; Philips,

1996b; Teliis, 1998)

(Bang &Moon, 2002; Ha, 1996)

(Experimental
Research)  4x2 (Factorial Design)
(Laboratory Research) (4
, ) (
2
)
(Source Credibility), (Source
Attractiveness), (Attituce toward the Ad),
(Attitude toward the Brand), (Purchase Intention)
(Main
Effects) (Interaction Effects) 2(
)
3 1

, (Correlation)



(
64.3)

172
(

(

35.)

325)

675)

(Treatment)

(Hedonic)

250

255

19

ol
16
%-35

36 -45 83



(Utilitarian)

(Interaction Effects)

19



19

25-35 36-45

25-35
36 -45

(30)

1) (Spokesperson Types)
) (Service Type)
(Interaction Effects)
4

(Factorial Design)
2
) (Main
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3.29
3.22
2.87
2.66

N
S
™
X
'
!
'

3.82

-’—.-’x—‘_--‘

2.47

I
<
o

A1:
2.99

5

4
3.8

|
© < N © ©
(42} o ™ N

n L]
YL e v@ggwm;\m.wrsw_’m@._fc

2.6
2.4 +——
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(Source Credibility)

Ferle  Choi
(2005) (Perceived Endorser
Credibility)
(Attitude toward the Ad), (Attitude toward the Brand),
(Purchase Intention)
(Celebrity Endorser)
(Non-celebrity Endorser)
Stephens Faranda (1993)
(Front-office Employee)
/ (High-expertise Source) /
(G. Belch &M
Belch, 2004; Berkman et al., 1996; Stephen &Faranda, 1993; Tellis, 1998)
Tellis (1998) (Expertise)
(Valid Claim)
/
(Expertise) , , /
/
(Intangibility)

(Kotler, 2003; Zeithaml & Bitner, 2003)
(Beckett, 2000) (Signs)



1%

(Evidence)
1 " (Kotler, 2003; M Stafford,
1998)
(Source Attractiveness)
M Stafford et al. (2002)
Ferle Choi (2005)
(Celebrity Endorser)
(Non-celebrity Endorser)
Singer (1983)
(Celebrity Status) (Physical Appeal) /
(Celebrity)
(Star),
(Affluent),
(Referent Group) (Idealize)
(Mowen & Brown, 198; Schiffman & Kanuk, 2004)
Shimp (2000)
(Attractiveness) (Physical Attractiveness)
(Virtuous Characteristics)

C (Personality),
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(Lifestyle), (Shimp, 2000)
(Similarity),
(Familiarity), (Likability) (G.
Belch &M Belch, 2004; Tellis, 1998) - (
)
(Likability)
(Exposure) (G. Belch &M Belch,
2004) (Affection)
(Physical Appearance),
(Behaviar), (Personal Traits) (G. Belch &M

Belch, 2004; Bettinghaus &Cody, 1994; Tellis, 1998)

(Tellis, 1998)
/ (Mills &Jellison, 1969)
(Communicator) (Receiver) (Needs), (Goal),
(Interests), (Lifestyles)

(Similarity)

Tellis (1998)
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( 51)
Ferle ~ Choi (2005)
(Celebrity Encorser)
(Attitude toward the Ad)
(Non-celebrity Endorser)
Erdogan (1999)
(Academic Finding)
(Persona)
(Intangibility)
(Kotler,

2003; Zeithaml & Bitner, 2003)
(Beckett, 2000)
(Evidence) |

/
(Kotler, 2003,
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M Stafford, 1998)
(Interact)

(Stephen &Faranda, 1903; Zelthaml &Bitner, 2003)
(Attitude toward
the Outcome of Service)
(Bitner, 1990; Bitner, Booms, & Tetreault, 1990; Stephen &Faranda, 1993; Swartz &
Brown, 1989)

Callcott Phillips
(1996)
(Emotional Connection)
(Likability)
(Attitude toward the Ad) ( 48 51)
G Belen M
Belch (2004)
( 42 5l
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Ferle
Choi (200s) (Celebrity Endorser)
(Attitude toward the Brand)
(Non-celebrity Endorser)

(Persona)
(Erdogan, 1999)

(Mehta, 1994)
Callcott  Phillips (1996)

(Attitude toward the Brand)

(Intangibility)
(Beckett, 2000) C
(Kotler, 2003; Zeitham| & Bitner,
2003)

(Signs) (Evidence)
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(Kotler, 2003)

(Interact)
(Zeithaml &Bitner, 2003)

(Churchill &Peter, 1998; Kotler &Armstrong, 2004)
(Client)
(Kotler, 2003,
Rust et al., 1996; Zeithaml &Bitner, 2003)

(Stephen &Faranda, 1993; Zeithaml & Bitner, 2003)
(Attitude toward the Outcome of Service)

(Bitner, 1990; Bitner et al., 1990; Stephen & Faranda, 1993; Swartz &Brown, 1989)

Stephens  Faranda

(1993)
Callcott ~ Phillips (1996)
(49
(
5.1) G.Belch M Belch

(2004)
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(e.g., Harmon &
Coney, 1982; Stemthal, Dholakia, & Leavitt, 1978; Sternthal, Phillips, & Dholakia, 1976)

(Credible Spokesperson) 1
/ 1 (Expertise) (Trustworthiness)
A3
/
Hoyer  Maclnnis (2001)
( 4.6 5.1)
(
)
(Elaboration Likelihood Model: ELM)
(Brand Involvement) (Decision Motivation)
/ (Hawkins et al., 2001)
(Central Route) /
, / (Active)
/ / ,
, / |

(Schiffman &
Kanuk, 2004)
/
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(Cognitive Response)
|
(Solomon, 2004)

(Peripheral Route) |
(Solomon, 2004)

/
(Peripheral
Route) /
(Schiffman & Kanuk, 2004) (Argument)
(Peripheral Cues)
(Suitability) ,
(Soloman, 2004)
(Secondary Inducement) , ,
(Schiffman & Kanuk, 2004)
/
( )
/ ( 43
51)
/
(Peripheral Route) /
|
( 42 5]
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fa

Mehta (1994)

Ferle  Choi (2005)

(Celebrity Endorser)
(Purchase Intention)
(Non-celebrity Endorser) ( 4.10 5.1)
7 ?
2
( 5.2)
52
/ (
) (
)
(Heterogeneity)

(Zeithaml & Bitner,
2003)
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(Variation in Quality)
(Outcome) (Beckett, 2000)

(Customer Involvement in the
Production Process)

(Serving Themselves) ATM,
, ATM (Lovelock &Wright,
1999)
1)
) 3)
(Different Distribution Channels)
(Service Factory), (Retail Outlet),

(Paint of Consumption) (Lovelock & Wright, 1999)

Avantgarde ( )
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52

3.59

3.47

WUIEnNurRLLIARIENLELUBLBILY

3.31

=
™

= s

o2
™

3.04

©

2

o
>

(Interaction Effect)

N I ™ 3 Q
™ (42} N N



(Interaction Effects)

( 4.16 4.2)
4.2
M Stafford et al. (2002)
/ (Expertise)
(Trustworthiness)
( )
H. Friedman L Friedman (1979)
(Believability)
(Psychological Risk)
(Social Risk)
(Self Image)

(Financial Risk) (Physical Risk)

206
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(H. Friedman &L Friedman, 1979)
(2.90)

(289) ( 42)

Shimp (2000)
/ /

/ /
(G. Belch &M Belch, 2004; Dholakia &sternthal, 1977)

M Stafford et al. (2002)

(Hedonic)
(Utilitarian)



Heroes Goody
K Heroes ( )
KHeroes
KHeroes
( 53)
t . 2548; "K Bank Heroes...."2548)
Goody
Goody
Goody

KTB Speed Cash Transfer (" Goody...," 2549; "KTB Re-Positioning..." 2549)

h.3: K Heroes
Goody

: www Kasikornbank.com; www.positioningmag.com

208


http://www.kasikornbank.com
http://www.positioningmag.com

(Interaction Effect)
(Source Attractiveness)
( 4.17)

43

(Identification)

!
Shimp, 2000; Tellis, 1993)
(Actual Self)

(Berkman et al.,199)

(Attractiveness)
(Familiarity),
(Likability) (G. Belch &M Belch, 2004; Tellis, 1998)

209

(G. Belch &M Belch, 2004;

(Similarity),
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(Likability) (Affection)
(Physical Appearance), (Behavior),
(Personal Traits)

(G. Belch &M Belch, 2004; Bettinghaus & Cody, 1994; Tellis, 1998)

3 (3D)
ATM
(Similarity), (Familiarity),
(Likability) (Attractiveness)
(Tellis, 1998)
2
(Interaction Effect) (Attitude toward

the Ad) ( 4.18)

44



(Shimp, 2000)
/ |
(G. Belch &M Belch, 2004; Dholakia &sternthal, 1977)

(Match-up Hypothesis)
(Spokesperson Image) (Product Image)
(Koernig &Page, 2002)

(Endorser)
(Endorsed Product) (Fit)  (Kamins, 1990)
(Mr. Avant) 3 (3D)
Mr. Avant
ATM

M. Avant
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KHeroes
Goody " w2048, " Goody...,”
2549; "K Bank Heroes...." 2548; "KTB Re-Positioning..., 12549)

Tellis (1998)
(Similarity), (Familiarity),
(Likability) (Tellis, 1998)
2
(Interaction Effect)
(Attitude toward the Brand) ( 419)

45

H. Friedman L Friedman (1979)
(Celebrity)

(Self Image)



213

(Attitude-toward-the-ad Models)

/ (Affect) (Cognition)
/ (Attitude toward the Ad)
/ (Belief about the Brand)

(Attitude toward the Brand) (Schiffman & Kanuk,
2004) ( 2.21)

Clow et al. (2000)

(Professional Services)

(Perceived Risk)

Koernig ~ Page (2002)
(Service Provider)

(Service Quality) (Attitude
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toward Service Provider)

(Mr. Avant) 3 (3D) Mr. Avant
Mr. Avant
Mr. Avant
ATM
Mr. Avant
K Heroes Goody
(" , . 2548 " Goody...," 2549; "K Bank

Heroes...." 2548; "KTB Re-Positioning...," 2549)
(Exposure)
Tellis (1998)

(Similarity), (Familiarity),
(Likability)

(Gardner, 1985; Mehta, 2000;
Miniard et al., 1990; Olney et al., 1991)
2 1)

Mehta



215

2
(Interaction Effect) (Purchase
Intention) ( 4.20)
(Harder for Customers to Evaluate)
(Search Attribute)
(Experience Attributes) (Discern)

(Lovelock & Wright, 1999)

(Theory of Reasoned Action: TRA)
Fishbein  Ajzen (1975, as cited in Lutz, 1991)

(Attitude toward Behavior)
(Attitude toward the Object)
(Attitude toward Buying)
Ferrari
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Ferrari Ferrari
( Avantgarde) (
44  51)
Avantgarde
Avantgarde
(Source Credibility), (Source
Attractiveness), (Attitude toward the Ad),

(Attitude toward the Brand)

(Sternthal et al., 1978)

(Ohanian, 1991)  Ohanian
/ /

(Attractiveness)
(Trustworthiness) / Ohanian
/
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/
45
( 4.31)
30 ( 4.32)
Ohanian (1991)
] / 1
1
?
1 1 1 1
1) (Source Credibility) 2)
(Source Attractiveness) 3) (Attitude toward the Ad)
4) (Attitude toward the Brand) 5 (Purchase
Intention)
( idimensionalist View of
Attitude)

(Affect)
(Cognition)
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(Belief) (Antecedents)
(Conation) (Intention)
(Behavior) (Consequence) (Fishbein & Ajzen,
1975, as cited in Lutz, 1991) ( 2.16)

I (Cognitive Component) !
(Neal etal., 2001) ! !

) /
/ (Attitude Object) (Schiffman &
Kanuk, 2004) /
(Hawkins et al.,
2001)

' I (Assael, 2004)
! !

(Affective Component)
(Assael, 2004)
! (Hawkins et al., 2001)

(Assael, 2004) 2.16

(Hanna & Wozniak, 2001)

(The Behavioral Component)
! (Hanna

& Wozniak, 2001 ; Hawkins, et al., 2001 Schiffman & Kanuk, 2004)



431)

38
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)
)
50
(
(
)
Ferle  Choi (2005)
)
(
) A3 (
)
(
33 ( 4.32)
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) Hanna  Wozniak (2001)
/ ( 2.16)
(Attitude-toward-the-ad Models)
(Affect) (Cognition) /
/ (Attitude toward the Ad) /

(Belief about the Brand)
(Attitude toward the Brand)
/

2004)
( 4.33)
Miniard et al., 1990; Olney et al., 1991)
2
Mehta
2)

(Transformational Effect)
/
(Edell & Burke, 1987; Puto & Wells, 1984)

/
(Schiffman & Kanuk,

55
(Gardner, 1985; Mehta, 2000;

( 433)
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(
)
( ) 43 (
4.34)
(Interaction Effect)
(Purchase Intention)
Caballero, Lumpkin, ~ Madden
(1989) Till. Busier (1998)

(Actual Behavior)

(Cognitive Component)
(Affect Component)
(Behavioural Component) (Baker & Churchill, 1977; Fireworker & Friedman, 1977)

(Experiment Research Design)
(Laboratory Research)

(Internal Validity)
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H
(Field Experiment)
(Laboratory Research)
1 1 1
(Animated Human),
(Animal Personification),

(Animals with Animal Qualities), (Galactic Being
Star Wars Types Character), (Product
Personification)

Lovelock  Wwright (1999)
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(Processes) 4
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