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?%w] Py Hﬂf%kwiﬁ G BRI P

ﬁ’?ﬁf,?l% F‘ [Ty o p%%e%[ gﬂgm—fgj EN ﬂiﬁ[[ﬂ ) ,g%—: gwfg[
F]n AT G 1 RN AN Eﬁﬁﬁk g Eﬁwi??Pl TS 5 02 Fp L g
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B 2 g Eﬂjiﬁé’* Ay f“‘?ﬂ? ( Dyer, 1982) - Lannon & Cooper
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15 > pad EI%F[ FUEEAVRL - A 4 3 [FE'% AL RS RO

( imagery ) ° McCracken ( 1989 ) #{. [ﬂ bl i‘{lrﬁélu T ’?’4 i =il ( celebrity
endorsement ) F*HIVIV [ - H [?JEJ R RE AN S AL O S s AT BE (€53
’?[F[ T B R A - (E Y N ’f# > Flj@’%i’f?ﬁﬁ'f"[’ﬁlg'J o [N '?i[f[
22 TAL s e e A - (N J@%?ﬁﬂ ?F{ H' o



RE R B T adZB L&A 2448

I y_gﬂ?ﬁfliﬁﬂ {L_;;F[JF]‘TU . &K%FI@%%I%&«E[ a%ﬁp’[[r [EBL7E ={E J?:4
Fri ool ~ AR I DL SR IRt 8 PR S SR A
FUAELETBIR] e Thorson (1997) r?dti,’?ﬁf, [EFR Ry BTRL “Fllﬁﬁﬁﬁﬁﬁlfw\i{%é?ﬁﬁ
ST [ (Thorson, 1997 < 21) = T 3l | Aafiuase » (=5 PR 1l -

% AR A

@@$???% PRI SR > frijais) - S A
e PR PO S o McCracken (1987) #ijF= ’?[ PRI E R Y
PR  [FIE > MeCracken U3 [ #z@r@ﬁlﬁﬂ@%u pES 0
A7 PR (IR B TR A A o 1 e
E'WFE'FTJ RIS i Ve -

— ~ YRR (Information-based model )
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model of advertising effectiveness) I > ?F’ | ]'El%ﬂLJ*rEl[ﬂj VTR S PR
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The Enactment of Advertising
Effectiveness:
Exploring the Connection between
Information - and Meaning-based Models

Hsu-Hsien Chi

ABSTRACT

The purpose of the paper is to explore the enactment of advertising
effectiveness. A review of relevant research reveals two orientations.
The dominant orientation, the information-based model, defines
advertising as a stimulus that contains product information that
consumers use to assist decision making. Linear, sequential models of
communication direct the research thinking. The other, meaning-based
model, defines experiencing advertising as a form of consumption. It
calls for a cultural, interpretive approach to better understand the
meanings emanating from the consumer within a consumption context.
Each orientation begins from different assumptions, works toward
different conclusions, and captures different kinds of data. The author
seeks the rationale for connecting the two models by first acknowledging
the differences between the two. Theories and studies that focus on
phenomena in question are presented. Finally, research implications are

proposed.

Keywords: advertising effectiveness, enactment of effectiveness,

information-based model, meaning-based model
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