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3- Vance Packard
4- The Hidden Persuaders
5- Champoin & Turner
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1- Subliminal Advertising
2- Intangible advertising
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7- Trappey

oales L1120 Jlo o ' nl by sgolive adlas
@ old sliled s aalS pl .cd T &0 beef aulS
3 steled 3l am g al eols isled adl VY. Soe
ol 5l el b ad andlgs GFanses,s
05,5 @S ol b e Qb Glize glagusaile
oS il a Lol waings 558 09,8 5l a5 Salsj]
wols olad sg5 5 beef ggailn bkl & Ll
.(Byrne, 1959)

s plol Tl g e g glasdlas Jle les o
ol5Tog3 an glidl ool sl a sl 5l adllas ol )0
dualzsl Jgb a4 atan g a8 iolej] cpl o .o oolaiul
b o Togs anss laply a5 cnl o (S poo o
s b sl axsls sviin cus i o

.(DeFleur & Petranoft, 1959)

Sglis (I LsyS LS5 1) ol addlas 14V ) T3S e
Sialejl 09,5 y0 cudlys g ol isles |, Coke aolS a5
WS olonl S 09,8 Ay Cond (6 e (St ol
Alodawy spolive sloadl, a4 gon i Ll
oS s b .(Hawkins, 1970; Saegert, 1979)
eadlul (285 & (1AV0) TR 5 zyer baws
<SS o |, 0g Hershey's Chocolate o5y 005 ls 5,0 a5
b o a0l lis axdllas ascalds ioled 4 del oyl
s S 3,8 oDl (aled 5l ey 035, Ve 0)90
(George & Jennings, 1975) aii (g s 43s5 g
Cd )5 Syeo (1AVA) LIS Laug a5 S iglejl o
)owa‘ugLsﬂolSusLmCJ_bdfMuazm.o
ks sl g, bl g SMore 5 Coud leils wlinks
Kelly, ) 5,155 525 02 5510k jlemo (ogas 50 s
(1979

e 8O ppily ddhaie o glasdllas YAAY JLs o
o by (soges wlis (pwyp o] Ban &5 85 &5
Yo dges SO adllas (pl j0 09 ol5Tog5 das lals

8,5 18 (g5l 0,90 g Ll Bolai 5k 4y g i
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2- DeFleur & Petranoff
3- Hawkins

4- George & Jennings

5- Placement Advertising
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3- Subliminal Advertising
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Al LT . . .
Shom c ol g ol Oln slael 4 Gie 9o
Wy a2 (nl & el Bilow (59, 3 00 S Slindos
6l 5 95Nl Ol ldlas 5l Sz (0" oS
Pl oBlogs ans gl (BaSgls by az gl 4
.(Sutherland, 1993) " el oaiis 0033 35l o0 63
4z L a5 S oo Gl Coenl 5 55205 ogat (nl o
SO e o 0z Jlu Yo )35 0 A Jgliie mli 4
a5 alETogs ans wlls LT aes las o piee Lo
Sias Sy S it S o4 ol bas b o
faiwr pdy ol oo b Jes Ldly s Sl
.(Rogers & Smith, 1993) "s,la5 59>
ST jgbo a0 YIS ¢ L8 Sldlas o wludl jgp0 4 azg5 b
S Gpae 4 ol Gl e 5 iiensed s
ok |y aip aS lasdlas s .l oals ools i
by aS Conl glasdlas @iilds ioled 4 pudios uf
Syzo VAVA Lo ,5 LS 5 IS 51AVY Jls 0 S
(Kelly, 1977; Kelly & Kessler, 1978) .ccul 4235
obls podusl awlae 33 o305l opl Bas s
os)f L o 09g2 w.,.w ul.u..L; 9 oL?—L)P d.o..u
el oBTog3 aas job 4 &y ol a5 als (olej]
G Ny ks s 09,5 4y g ul ooly iuled 04 0ad
9 L)M.:Lc)i 6&03; Ol ool Jul.o.: w.,_aw Q)j.\a
S o 0550 imles plesl 1 am aloldl s
09,5 5 Shlesl 09,5 m (Fg A o a5 b S
Eaog0 oyl oaims (lis 598 cwyp j0 Cownl Pl 4SS
oo aas ik 5l lo 5 gl iy 3 S o5 ol

1- Extraterrestrial
2- Prat Kanis & Aronson



Yy

00135 G e il 1 3B 5 % Gagalals ol

omles o s Glike glgl 6T 4 ) ans,d

Y e

435 > poye Sy 50 ails Y YIS (6,50
5l ,ekate .(Cushing & Douglas-Tate, 1985) <.l
Ol & bgrpe Sz oMbl (t3lo Y (5,550
il slaply 4 asily polais] arst 5 o3> il
I,2; (Gardner, Mitchell & Russo, 1985) <.l
y oledbl 6yl 5 syl (hjlon Y (6,50
Sl i RS0 iz g wadee B I Ced
Al i 05l als Shme B3lay sl o8
St 9 (6,5 0 a5 Cewl 0 50 (Salmon, 1986)
@5l 5o oS Bran i) Lol oaiS s SO YIS
.(Laurent & Kapferer, 1985) el £.L5 4

ool JEaiS G me Wl o5 Y 55,0 25
Silbr L O GlaShy ooy wil) wp (s
e sbalesl a8 el cnl el sl s oS
rolie b awlio )5 gt (3D I el &y
(Chattopadhyay, 1998) wlels sledS e b o,
i GELE W elaitl gl pbie 5 ol
Wl Y S S x5, b Y Gl
Y5 (5,55 8, (Warrington & Shim, 2000)
ol ) &k slavld b ay plyiie wanl b
9 03,8 Sleks Bro g uin W g Glej 5 S o
2 S (o0 5 3 Y & bg e DLVl (59, p yiien
Joe 59 Ceas LY L (uSSra0 (6505 ,0 b ala,
sl Jos b ELM® o sl ceul sad 4l
e 29 sl Ly VAAF Lo o &5 Saeoey
el aSE Seslrm 9 350 Gl 90 2 g 0B
5 Odly lawgi pgs Jaw (Cacioppo & Petty, 1984)
Loz oemle s oils T o a5 ws wll VAAS L
00,5 &l )l 1) Sliels 0,515 (Ssiz 5 55,0 5l (o2
s ) oliie Shol Jae s ol elul e
Bl L o] o8 ol (505,05 Lagitns

5- Elaboration Likelihood Model
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1- Public Service Announcement
2- Issue

3- Corporate

4- Political
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2- Identifiability
3- Accessibility
4- Measurability
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1- Qualitative value of an exposure
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2- Brand recognition
3- Brand Popularity
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1- Brand awareness
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1- Exogenous Latent
2- Endogenous Latent
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Brands N Mean Std. Deviation Rank
HIGHWAY 60 1.24 0.513 1
JOHNNYLIGHTNING 60 2.95 0.682 3
BURAGO 60 3.57 0.594 4
GREENLIGHT 60 2.36 0.432 2

1- Normed Fit Index

2- Comparative Fit Index

3- Root Mean Square Residual
4- Causal Model Analysis

5- Path Significance

6- Variance Explanation
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Brands N Mean Std. Deviation Rank
HIGHWAY 154 1.35 0.625 1
JOHNNYLIGHTNING 154 3.05 0.875 3
BURAGO 154 3.39 0.663 4
GREENLIGHT 154 2.25 0.651 2
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Brands N Mean Std. Deviation Rank
HIGHWAY 242 1.87 .687 1
JOHNNYLIGHTNING3 242 2.71 .962 2
BURAGO4 242 3.09 751 3
GREENLIGHT2 242 3.16 .863 4
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Abstract

The study aimed at adding a new concept to advertising theory. The study examined concept of
“intangible advertising of brand” to provide a comprehensive theoretical model explaining intangible
advertising.

It examined four latent variables of intangible advertising: Ad type, product type, media, and
demographic and found out that these constructs successfully explain the concept of intangible
advertising.

The next stage of study was undertaken by concentrating on advertising effectiveness components
(brand recall, attitude toward brand, brand position and buying intention). The study objective was to
see whether the intangible advertising of brand can improve the position of brand in consumers’ mind.

As the sample brand gained a better rank in the experience group. Examination revealed that
intangible advertising has effect on consumer mind unconsciously.
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