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Online Advertising Spending Worldwide, 2008-2014
billions and % change

$96.8

587.4 (10.8%)

g79.0 (10.6%)
(15.0%)
$68.7
$61.8 (11.1%)
$55.2 (11.9%)
$54.2 (2.0%)

2008 2009 2010 2011 2012 2013 2014

Note: includes banner ads, search, rich media, video, classifieds,
sponsorships, lead generation and e-mail; excludes mobile ad spending
Source. eMarketer, June 2010
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Gandner(1985)F" 7z % & I\ T 4 8- fA R £k & 0 & FR (emotion)sh7 b A3 E G &
Pl 5o FHF BRFLPE L SR T TR LR T R LE R
W@ﬁw
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P ERNHER 2 g2 (Aylesworth and MacKenzie, 1998; Goldberg and Gorn, 1987
Gunter, Furnham, and Beeson, 1997; Norris and Colman, 1993,1996; Pavelchak, Antil, and
Munch, 1988) - Norris and Colman(1992)» 45 41 % F fF5+7 A F V- k773 | hF
Moo B34 REFLBOILE ewry o B o 2 (involvement) (e.g., Coulter and
Sewall, 1995) - ¥ g (arousal) (e.g., Broach, Page, and Wilson, 1995) ~ 4 m(pleasur)e (e.g.,
Pavelchak, Antil, and Munch, 1988) ~ £ 4#(liking) (e.g., Lord, Lee, and Sauer 1994) ~ R
(feelings) (e.g., Aylesworth and MacKenzie, 1998)4= i % (mood) (e.g., Kamins, Marks, and
Skinner, 1991) & -

LAY o A RN T kp 2 APz HoMmE R E - BT
= w4 (valence) : & & ~ § & (positive vs. negative) ; % ;;;r/?ﬁ%(arousal) : B ~ i (moderate vs.
IOW) o ¥ ok 5 4 %NP F_@mﬂﬂg.«—;m g @ﬁqﬁiﬁ% s B - ﬁ}:ﬁ, ;’—ﬁ—\'. %ﬁ%‘%ﬁ(global
feeling construct) @AY ST G & f 6 (e.g., Aylesworth and MacKenzie, 1998;
Goldberg and Gorn, 1987) # ¢ 4 (e.g., Innes and Ahrens, 1991; Lee and Sternthal, 1999;
Stewart, Deborach, Whan, 2002) :7%% 58 -
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al., 2001; Lee and Sternthal, 1999; Reeves et al., 1988; Schwarz et al., 1991) - # ¢ 05 It »
B ge f o wfo? B Sk 4R 5> 255 T o B L e 4 chdan
(Aylesworth and MacKenzie, 1998; Goldberg and Gorn, 1987; Knowles et al., 1993; Mathur
and Chattopadhyay, 1991) - 'rf,] Poenfi g REE R Z g Y > F It 2 Al
H5s SiGfots FehR 2 3eti(lsen, 1984) o T F ot AL v AR R R A FE G chigi2
frik £ B 4 @ ig 2§ Y 1eag(Mayer, 1986) o 24 *F i< 4p B 1 iF 40 1 g2 (Eills, 1985) o
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{ZEP heRe P R i &akyg 9\ % 4z (Lambert, 1980;Lang,
2%®°%**%ﬂ%’: PEARLYFERL - RIETELR 2T R rshiBiki

kAxE & 5 ¢ 2 L Bngk #(King and Reid, 1997; King, Reid, and Macias, 2004;
Moorman, Neijens, and Smit, 2002) = 5 & + i = gr T o A FT 3 40T G
H3: R 2 3R A BB R a4 REF-HF 2 0forck B30 87 2§ o i
Ea F oo
¥ b o Mandler(1982)4p h 3 B3 - Rebfp LA A § ERBF AT 2 Hd 07 -
Ryl s PR G aniimiii 2 g2 s (T )R Ferd £ o E2 Y bR
AR A FEREER 3 - R} 28 3R 7 ?fr”ﬂﬁ”hﬁi/ﬁ | 2 ) b
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EoEHSMERE AL L Flak PRI RKES o
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AR {an F BT A 4 2 4% chf & (Shamdasani et al., 2001; Moore et al., 2005) -
P Yi(1990) AR A s - RPRFAH o WL AR T (1 wﬁsg
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A B(I3.2%) B ERIAS B 5 LE 3 (8LI%) BA T I AR i T K h
(50%) » # = %_Blog * % QM%)@ SR A £ (209%) o

32 HER
AET AN 2R LA AR TR R 3(F)X2(- R R HRT
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- ﬁ%»**mwﬁ%”“1%£°#%chm%—w” ﬁ¥3%®éi¢€ﬁ
For N > ’E/‘/F FEak ‘d%vgv-ﬁ-m%%”#ﬁ-—rj\%m R > 2R X /F'J'ﬁljl‘ggif%&
°if%w4mﬁﬁﬁﬁ’m*wi BRATHED - FRIHRRNE > AL AP



$4o R

R

WFLER A ¢

PR ARGHRE  PREAEHIRF O o0 LT R F RSB TETR
R AL BRI LG UFIRRIFRE o LR hp RenRTRERE

3A4%¢
#3244 Lang(2000)#% o ¢h3 2% £ H-5¢ (The Limited Capacity Model of Mediated

Message Processing, LCAMP) » gL it 53 3% ik i ir TR T 258 0 e A PaE e o
FesRAr ik e MORRERRIF LT R LG /T TV R W R EOR L 0 ZRF DR
BIB[“Tg LehR 2P 3R AL vl o Rl i~ ;" Rt A FoT X
F riplE e AR 5 ) fﬂ%rwwﬁzm&ﬂ’fﬁxﬂﬂmﬁwwg~ﬂ”ﬁ
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and Faber, 2007; Schneider and Cornwell, 2005; Y00, 2008) F = HEH > BiH < ¥ &
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HFAEEDFRF0L AR M&ﬂ}:m'!m?lﬂ FiEY ¢ mf% 180 MEJH:‘&B%%
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AFTHFEHRY F R FUERI ORI L > DAL RS T KRR
MR- R R R A TERE > % Cronbach o k3 a BA&F » * & k- 6 D
- REA%F o 1245 Cuieford % 1965 & 3% 11« Cronbach « M #ki® 5 78 & & ik >
a - 422035 107 2B o %#k>07 A 7B KR o B#<0355 &7
GR AT LERESST

Weha s 0921 P> RL R aES 0796 BErithe B3 G R » 4ok - o

- GRAH
Hm %28 | Cronbach «
i 4 %8 0.921
P REEAE | 3H 0.796

4 R%%*

4.13% 5 &+

AMEF T 2R A T & 2 (Independent Sample T test) > 12 # 2% < iE'JJ‘Ff LR XTI
AR NLEEE T RER 2 - %X(M=5.10,SD=1.374) > fpt e T B R £
* - }&(M=2.73,SD=0.939) > & # & & 3 ¥ ¥ 04 & (t=-13.620, P<0.005) ; #&F {1* 7
EgEE~17 (ANOVA) it * FRA =~ F s st ik (M=5.001,
SD=0.596) ~ ¥ 1+ (M=4.036, SD=0.198) fr f = {+4 (M=2.536, SD=0.569 ) > {34} 5% %
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BAAFETEANZKRENSE - REES BFREHR LR R L EARDRE > 97
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K- BRI EER L v RiLT ¥ P B(F=0.567, Sig.=0.568) - & 2 £ 1 41—
RPEER L v RS £ A F R B(F=5.444, Sig.=0 .021) » - &R 2 ¥ RARE (M=0.744)
B A2 - R(M=0.511) o i - RPen 3 (5% #A4 2 w i (F=3.607,
Sig.=0.029) » R B EHAL R > " FHELI I I RA LA - RER LT RP TR
(M=0.9) » i i¢ 2 B 2483 31— RPR 2 v RPBE K (M=0.387) -

22 BAvhZERERLIEL L

B % F-value Sig.
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e 0.567 0.568
- R 5.444 0.021*
MaEx— R 3.607 0.029*

Bz SR E A FEHA 2RIt F R B(F=2.770, Sig.=0.065) » ¥ A £ & 1 3L
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B % F-value Sig.
5 2.770 0.065
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23 i ¥R 2 A (F=0.495, Sig.=0.61) > BEhEi B oo

BokorlhsHEHRsd iR (F=5.786,
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Abstract

This paper adds to the research on the effects of mood (positive ,negative or neutral) and
congruence (congruent or incongruent) between the advertised product and contextual
advertising on consumer's memory and attitude. WWe hypothesize that placing ads in contexts
that induce positive moods are processed better than ones placing ads in contexts that put
viewers in negative moods and neutral moods. Furthermore, employing the principle of
consistency, we hypothesize that placing ads in thematically congruent context could enhance
effects of advertising. Results show that content-induced positive moods had a positive
influence than negative moods and neutral moods on attitude toward the ad attitude.
Furthermore, thematically congruent advertisements were better than incongruent
advertisements toward the attitude.
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