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Advertising Effectiveness Model considering Consumers® Persuasion Knowledge
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The purpose of this study was to expand previous advertising effectiveness
model considering consumers® Persuasion Knowledge. Persuasion Knowledge is the concept concerning
m@tacoggggive knowledge toward persuasive communications that many researchers have been disscussed
since S.

After conceptual examination and attempt for scale depelopment, several national internet surveys in
Japan have been conducted. The scores of consumers® skepticism toward advertising(SKEP) were
reported. SKEP influenced attitudes toward the advertiment, attitudes toward the brand, and
indirectly purchase intentions.

Several limitations including the difficulty of measuremnt for Persuasion Knowledge became obvious
and implications for further studies were suggested.
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