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Abstract The purpose of this study is to test the effects of articulation and sponsorship according to the native
fit level. Especially this study is focused on the moderating effect of articulation type and thinking style. The
results of this study are as follows. 1) An articulation effect appears more in the low native fit than the high
one.2), 3) The moderating effect appears in articulation type, but partially in thinking style. Namely, the
difference in the articulation effect appears between commercial and non commercial articulation, but it does
partially ~ between holistic thinkers and analytic thinkers. 3) The higher articulation effect is, the more
sponsorship effect(attitude toward sponsor and sponsor brand) is. The results of this study contribute theoretical
and managerial implications about articulation and its effect as an effective means in marketing communications.
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(Table 4) Influence of thinking style in low
native fit (in N. face case)
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