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The purpose of this study was to explore the method in which the mere
exposure effect can be applied to advertising. In Study 1, the results from four experiments
revealed that the mere exposure effect occurred for internalized visual images. This suggested that
the occurrence of the mere exposure effect dose not depend on what participants observed, but how
the¥ constructed visual images of the stimuli. On the basis of this view, in Study 2, actually
published advertising images that were consisted of product images along with a female model were
utilized as stimuli. The results from 4 experiments showed that the mere exposure effect occurred
only for model images that inevitably captured participants’ attention. The results also indicated
that it was necessary for the occurrence of the mere exposure effect that participants explicitly
direct their attention toward product images while they repeatedly observed the adverting images.
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