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GEa Y=y —va YHIRICKIET
HREERICET 5 —FK
The effect of endorser’s characteristics on
advertising communication

R 7 *
Suh, Hyung Suck

Studies on communication source effects have offered important framework for the commu-
nication effect research. This article critically reviews the source effects studies, especially the
endorser’s source effects in advertising communication and indicates the methodological
problems in the past studies so as to demonstrate the direction for the future research. Since
Hovland & Weiss’s (1952) classic study on source credibility, studies thereafter focused on
“sleeper effects, and endorser's credibility and attractiveness. On the other hand, studies on
endorsers-induced effect in advertising communication have investigated the followings: 1)
celebrity endorser’s influence on advertising communication, 2) the relationship between
celebrity’s effects and other variables, and 3) the effects of presentation types of message or

celebrity.
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D=2%RR L, ERIEIINHEAL (internalization), %
A4 i3 B — 8 (identification), 2% 3 IRHE (compli-
ance) L LWHIBHI o A THMBEND T LEHS I
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B fcoicdl, EEEEISV-TTRAYE-VD
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H9H: (expertness) & {E M (trustworthiness) 45 B
&h, B2OBHOEBII>LWTHENITOOTELLE
WS Z & THSB (Homer & Kahle, 1990),

ZLT, AR ReaTIazy—va VI, SR
REN AT a=h—Ya v ey — ABRPRIKEIC
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£OEBH SFFLTVWE, O, LBHENE,
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/IO &S REENBIORECTHES NI ERNTH
3, WA 2 TAEME, BERK RE, B
0 =>T5H 25 (McGuire, 1969; Belch & Belch,
1995), Rossiter & Percy (1980, 1987) (28I & bRk
FERAMESEWC LD OFRELBARCKEAL—D
B LTWVS, v— ROBENEENEBEED D 54T
BER, ZUYFRIMAONTEVY —RXOBANE Y —
ALk > THEEPESEZREX(E(LEE R T EMITIES
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DEEAT LI —BEBELVYRATH S EMHEH
ant,

RO TEL, HBREOMEEICL-THE
ZADLEHRICIIERNMA SN B, Petty & Caciop-
po(1983)i3 160 O EEF EHRiIc 2 (BA5H) x2 (F
ROHE) X2 (HEEERR) OBEREE CERETLL,
BIEH & HREOFER L OMBEEHEHE~NT, HRAIB
1210 RIS E 2 >DPBEETHD, 6 2HoR
BLEENERIEETH > 12, b I—D>DBRELRE IR/ A
TADHAEBT 21 DDEETH -1 BEHERIE
T A0, BESEICRIERE CERBERORT] & E
KTRAY 3 L&, 0@ IREREEDOHIE THK
EhaERHL L, BRESMCR 12 BOIEEHROR
DT—2DHEXROAEERTRATELEL, 20/
SRS OMIBLA O MR THAR SN FETH S
LT, 2R, BERSRETRERALEHER
~OEEMSEERICHRYS 3 LRsh, GlS
ZETRIFEEBABRVSERARX VBRSO HENILE
BEEKLLbDD, ZOERIFETREL -, D&
b, HREL L THAARBMESRETHEEZALLY
B TH-1-DTH 5,

Moon (1990) i3, ¥#ILRAA € F A DEED» S &M
LRk EMS L SVTHGALSS L O HENS
EBHEBBEMREL, 1TAKRORFELE NPT LERE
fT»> 1o Moon OBIE TR ZEE/RELT
H-THy, BRETUSHAEB L -TRAE -
the ED=ED IR ThOD=>OEREICH LB
Higi Tom Hanks ZHHREL LILELHEEELA
Tom Shanks & WS —AEHEREE S LcnE4 M
Lo HHBOESICHEREL LOBRKOERE 2
E-RIDb0EMVE, TOER, BELARIEEGA
Lok, EEE P Lo ABESh RS
OEHDOESVWHBFTVI EMRENLN, hongl
ABOENZIFO/BTNOEE, LE~NOEY, BH
BR, REEcxda@Esv->hRESRIcEL L

LT ERiEh ot Fh, EESINV—-FTIRIEES
AL D SHBADBBR LAY, BEH~OBE, L&E
~OEH, FHETEVESE R,

33, Ayt—UoRRAEPESLRMAIEAL

ts &

RFMIEHILIC, Kamins, Brand, Hoeke & Moe
(1989), Tripp, Jensen & Carlson (1994) I8 E4$H B, T
noSDMRRIEBAHREOB O, T, HicHMiY:
PEEHO L S BNEREDLESRE, v - VO
RAE (—HERA/MEmER) RUCBEEHGE S oME»
SRHELTVLE,

BAANDIREMRELIEE A v v~ VORIR & DM
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WL, o TH B, RROME, MREROLERZ—
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HBIEROWENSK T 20 HEMREL, FUHFRIA v -
SOHEREASITRN LB 2 RMRIGSES 5 (h
LIV — b)), ThiICH LT, tEHNBERES L BB S0
FhHEHBVREANRRIMLTWS & 2}, FTIFR
Aoe—VEHALTLARMUTHE,LO ZMBL,
Ay k- COHRETUBETICEBEEERLTLES
BV — 1), REORUAN -+ TR, 2 y&—Y
ICHE LEFHL D IS WA ST 5, L
MoT, BV — b Tk, KHBFESD D ORELE
BECHESGUERI:T EEN B, 2OFHELD
i, P, TREOBBAMBEGAL -7, HRE
BEFRIZ 1", VWS XHIWEHTDH B,

X5, HROTEARMPWETERD D DIIHIC, BHE
WEHEEABZ2b0DELT, A v - YONBOKREL
HEiCHBEES L ZEMDSERSNZTEE SV,
HhHThd, BSEOMER, HEBRICEVTEHELSE
MEEZOND, £b% b, MM, HA0EE
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BT L VOEREEREShTVWE, CoT i,
Ul — + ARV — b BB ERc o Hb 5 &
W ko, MEHSREN, »250VEETLTHVTVWER
HEtE 2R L TWB, F1, FEHULEE — ¥ OB E R
SBROMFRICOVT, HE{LRASEF LD —
T, (1) FEOFEERLE (v k-JikaEhiH
RILEI KPRARIELE), (2) i e (75
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BRI RGN S B 1, BEN SITHEFHIL P
T, LT, B — b TR, IEEA Y € —
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D S EWOMH % ERICFHTE W (MG, 1993),

Rossiter & Percy (1987) 13, VisCAP & F V% H
L, IE&ESRICEb D & 3 HERH O Mot % a#
# (visibility) B # (expertise), & #YE (objectivity),
TR (likability), XA (similarity), B2 (power)
D6 O>ORITLHMHBEFRLTVWS, 1, AJRMHEHE
SoRRENC, BPHE © KERM: - EirHE - B R BS~ O
HEEEIC, LT, HRFOREHIBHEKICEENT
HEBESZLEEHOIC L, &51C, &M%



24 KFMAFHCE % 50 & 1999

Bt - B0tk - MOHESZH FoRMNOEEICRIZT
PEBRILEFSOBNICE-TRUBIE bR NI,

& 5 Rossiter & Percy (1987) 3% F0HE 1
OREELSHBROE T TERICAN, HEEOHEER
L%, b5, Pluto & Wells (1984) DIL&4 A
EERAERHL, LREBROMABIC X > THEBNIRE
(informational motive) D5 & ZEHAIEIRR (transfor-
mational motive) BRIC 253 L1, b, HHIMIEIHE L
BHESEFERALTOEVWT itk > TELBEFENLL
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