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	摘要(中)	在行銷溝通裡，廣告是不可獲缺的重要角色。因此，如何有效的傳達廣告中產品的訊息、讓接收者感到正向態度並且產生消費的意願，一直是廣告行銷者最大的挑戰。近年來越來越多的廣告使用敘述型式，也就是用說故事的方法傳達訊息給消費者，這代表著故事型廣告能夠有效的傳達訊息給消費者。然而，這卻並不代表條列型式廣告的效果較為無效，因為目前仍有許多使用條列型式的成功廣告。因此本研究以廣告代言人類型以及消費者性別作為干擾變項，試圖找出此二變項是否會與廣告型式產生交互作用，進而對消費者產生不同的效果。


本研究採用準實驗設計的研究方法，將廣告型式分為故事型式及條列型式兩種，代言人類型部份分為名人及專家，另外用性別將消費者區隔成兩群。並以餐廳作為本實驗的產品，採用多變量變異數分析來檢定假設。


研究結果發現，消費者為女性時，故事型廣告比條列式廣告有更好的效果；而消費者是男性時，則是條列式廣告比故事型廣告有效；在代言人類型方面，當代言人為名人時，故事型廣告比條列式廣告產生較高的購買意願；當代言人為專家時，則此兩種類型廣告的效果無明顯差異。
	摘要(英)	In marketing, advertising always plays a very important role. How to effectively convey the product’s or service’s message in the ad to the consumers is really a challenge. Recently, more and more service ads use the narrative, that is, to convey the service’s message to consumers in a story-based form. This represents that story-based form advertisements are more and more popular and being capable to communicate effectively with consumers. However, we can not judge that an attribute-based form advertisement is less effective than a story-based form advertisement, because there are still many successful service advertisements conveying the product’s message to consumers in an attribute-based form nowadays. Hence, this study uses endorser type and consumer gender as the moderating variables. We try to find out if there are interactions between the two moderating variables and advertisement form, and how it affects the consumers’ attitude toward ad and purchase intention in service ads.


This study uses a quasi-experiment employing a between-subjects design with two levels of gender (female versus male). The other two experimental treatments include advertisement form (attribute-based versus story-based), and endorser type (celebrity versus expert). A French restaurant is recommended in the experimental ads. MANOVA and univariate ANOVA are used to test our hypotheses.


The results show that when the consumer are females, the story-based form ad is more effective than the attribute-based ad; when the consumer are males, the attribute-based ad is significant more effective than the story-based ad. In addition, endorser type also affects purchase intention.
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