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Abstract

The purposes of this study were to identify the dimensions of adverlising evaluation and to examine the

influence of advertising evaluation on advertising attitude and buying intension. Also this study categorized the
advertising responses. Through the pretest, 15 casual wear brand's advertisements were selected and presented as
stimuli. The data was collected from 377 female umversity students using questionnaise and analyzed by
descriptive statistics, factor analysis and multiple regression for path analysis. The results of wus study were as
follows. First, 5 factors were identified for the dimensions of advertising evaluation: model/message/product/brand/
tone & manner. Second, through the path analysis, advertising evaluation had direct and inditect influences on

buying intension. The influences of dimensions of advertising cvaluation on buying intension were also examined:
model, message and product had indirect influence on buying intension mediated by advertising attitude, whereas
product and brand had direct influence on buying intension. Especially, product affected considerably on buying

intension. Third, advertising responses were categorized into five dimensions: tone & manner/model/message/

product/brand.

Key words: advertising evaluation(ZFZ B 7)), advertising attitude(F L E] ), buying intension( 77 S %),

advertising responsef 7 v+-2).
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