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In this study, | first summarized previous research on the effects of
relevant and irrelevant affect on advertising information processing, and presented a hypothetical
model incorporating relevant and irrelevant affect. Furthermore, based on the hypothesis that the
generated irrelevant affect have an interaction effect on the effects of relevant affect on
advertising information processing, an experiment was conducted to test the hypothesis. However,
since the results of these investigations diverged from the hypotheses derived from previous
studies, we reorganized the previous studies by adding the two concepts of "mood" and "emotion" as
new focal points. As a result, we were able to clarify that the lack of important perspectives in
thedprevious studies led to differences in results and lack of reproducibility among the previous
studies.



TVCM

CM
TVCM

(Edell & Burke, 1987)



2017 KSMS International Conference The
effect of relevant affect and irrrevant affect on advertising information processing )
2017 7
)
2019
)

(2021 )



68 1,2

2021

46-64

DOl

2019

The effect of relevant affect and irrevant affect on advertising information processing

2017 KSMS International Conference

2017

67

2017







