2021 2022

Effects of regulatory fit of various advertising elements on consumer response

Ono, Makoto

2,300,000

Previous research based on regulatory focus theory, which is the leading
trend in advertising research using consumer information processing approach, has focused only on
whether the advertising message is promotional or preventive. The purpose of this research is to
identify the effect of promotional or preventive advertising elements other than the message on the
advertising response of consumers with a specific regulatory focus. First, we picked up noteworthy
research from regulatory focus theory-based advertising research, wrote a review paper, and then
conducted research to demonstrate whether regulatory fit is important for specific advertising
elements (celebrity endorsement, gesture, and advertising music).
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