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Abstract This monograph was probed effectively by using practical methods in a subjectivity study that
was accessible in depth, departing from bygone behavior of functional quantity analysis of awareness
and the opinions of young people about the general (public) model of TV advertising. The perception
patterns resolved in this study sorted out four types in a Q-methodology. The result is divided as follows:
1 [(N=7): Advertising Consensus Typel, 2 [(N=7): Advertising Negative Typel, [(N=5): Advertising
Purchasing Reduction Typel, and 4 [(N=1): Advertising Persuasion Orientation Type]. As such, we found
very different types all over. Finally, this study reviews subjective acceptance as to the type of model
reception with regard to general TV advertising, offering a developmental suggestion on the issue, and

an agenda about it.
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The reason why the commercials using
general mode! are spotlighted

e —_— =
Familiarity,
Honest, Touched, |

< Empathic /

Fig. 1. Raise a problem (The reason why the commercials
using general model are spot-lighted)
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oojA] PHEo| gt AP eH F #HdE AwE A
Folel7] Yot QEE EX oA 7P BAAI B
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Table 1. Scores by distribution&number of statements

distribution| -3 -2 -1 0 1 2 3
Scores 1 2 3 4 5 6 7
Statements 2 2 3 4 3 2 2
n=4
n=3 n=3
n=2 n=2 n=2 n=2
-3 -2 -1 0 +1 +2 +3
negative = neutral = positive

Fig. 3. Q-sample distribution chart (Q-sample negative-
oriented type 7, positive-oriented type 7 and
neutral-oriented type 4)

Table 2. Variable assignments with factor weights b

type
Type 1D Sex Age Class Factor Weight

1 M 26 Student 1.0803

2 M 25 Student 1.5407

I1(N=7) 6 3 M 28 personnel 1.4368
7 W 25 personnel 2.1397

8 M 20 Student 1.3643

9 M 21 Barista 1.6543

15 M 26 personnel 2.2908

I(N=7) 2 4 W 26 personnel 0.4854
5 W 24 personnel 1.5413

6 W 24 personnel 0.4159

10 W 20 Student 0.7846

11 M 24 Student 1.2427

TM(N=5) 1 12 M 25 Student 0.3924
14 M 23 Student 0.6625

13 M 25 Student 0.8686

16 M 23 Student 0.3215

17 W 27 personnel 0.4007

IV(N=1) 0 18 W 26 Nutritionist 3.0364
20 W 25 Student 0.4906

19 M 25 Student 0.4568
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Table 3. Z-score by type

in Q-statements

Q-statements

Z-scores by type

Type I

Typell

Typelll

TypelV

(N=7)

(N=7)

(N=5)

(N=1)

—

. Belief for advertising rise

as a result of advertising
of the general model.

1.2

-0.3

-04

1.1

. The truth in its product is

large because proceeding
of advertising is the
general’s experience
similar to my situation.

-0.1

0.4

. Advertising of the general

model hit not easily upon
an idea.

-0.2

2.0

-1.7

. 1 think to be high in

delivery of product about
the general model.

-0.2

-04

-1.9

. Advertising of the general

model take takes time in
extension of awareness.

0.3

1.8

1.6

-1.7

. Advertising of the general

model is low in
impressive side.

-14

-13

-1.0

-1.1

. Advertising of the general

model is hard in drawing
positive image about
product.

-15

-1.0

0.2

. Advertising of the general

model make high in
concentration of product.

0.5

-1.3

0.7

0.6

. If see advertising,

entrance of the general
model is unfamiliar.

-0.9

0.2

-1.1

10. Advertising of the

general model is familiar.

0.5

0.4

-0.8

0.6

11. If anyone see advertising

of the general model,
anybody think to take
picture a CF.

-0.4

-0.1

-0.6

-0.6

12. Advertising of the

general model is
comfortable.

0.1

0.9

-0.1

-0.6

13. Advertising of the

general model rouse a
curiosity about a people.

0.9

0.5

-1.5

0.6

14. Advertising of the

general model is rapid in
consensus.

0.5

0.2

15. If it used in advertising

of the general model, it is
low in purchase-power of
product.

-0.6

-1.1

-0.6

16. Advertising of the

general model is difficult
in various usage of
media.

-0.5

-0.1

0.7

17. Advertising of the

general model make short
in life cycle of product

-1.9

-13

-0.7

18. Advertising of the

general model is
charming.

-0.5

-0.3
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HE7 HBHH, Qﬂc’dl‘&ﬁ% g A F
EFE T

QUANL =2 T73HZ Boff, ME-3HA 208 e
2 N9 2, AAHsge] 498 o 47(0.4748)%=
Hojqloh =3t £579 4719 K382 44 7%, 7%, 5
9, 1902 Uehth ollA =25t3%0] o714 1Y
= 9y glt}. &35t OJXV%iV} 1.0013%1 AFol Z+
6%, 27, 1908 7 BE §30] HF ZAX/AS &
= Uk

(Table 4)ollA B0l Zt {39 ¥z A7|& Y&
= dj#7] ofo]Al gh(Eigenvalues value)2 3712 =
Z5lom, 717t 48413, 3.2116, 1.4421 o= Hol
Act.

al

Table 4. Properness & account variance by factors

eigen-values 48413 | 3.2116 | 1.4421
percentages of total variance | 0.2421 | 0.1606 | 0.0721
cumulative 0.2421 | 0.4026 | 0.4748
Table 5. Correlations

I II I v

I 1.000 - - -

II 0.281 1.000 - -

ik -0.011 0.281 1.000 -

v 0.341 -0.482 -0.472 1.000

(Table 5)& Zt § Hojgot o=
Z {87 3 = FAMY A HojE
oh 1983 253719 dAS= 0.281, 11 819 2%
B 37F2> 0.281, 173 47382 0341 59 A
BAE Holx ok 1§37 3737 B2 R8s
AQlstas AHog2 FAZEFH/ )0l Ues &
QI 5= Sl (Table 3)2 7+ {30l &3 A=< <
TAESHY BT AR Re A (factor Weight)E et
W Zolth 2 78 WollA QA7EA7F =2 SEAY
+E 7 9L HEY £ = SHAR & £ Stk
(Table 2)¥} <Table 5)% HoJX&= FQAWNE EOE
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4.1 Type | : Advertising Consensus Type

(Table 6)9] A&HEEZHS LSS B2 3
oS Bsks Aol FvlsHA ==t +2 &
O =, He} vt ARte] dwiele] AY o= Favt A
FElo] AlFol gt ZA/gol AeH2H, 1.7), "gRi]l &
do] SHCoE Fao thet AFzio] ASITHIW,
1.2), ‘gl Bd Fa= A7 Ee FAETH14
W, 1.2) 59 0% 3HARA AT EE Hol= ZoF
LHER T

Table 6. Z-scores and item descriptions for type 1
(more than +1.00)

Z-scor
Q-statements
es
2. The truth in its product is large because
proceeding of advertising is the 17
general's experience similar to my '
situation.
affir. 1. Belief for advertising rise as a result of 12
Mg advertising of the general model. :
ve
14. Advertising of the general model is 12
rapid in consensus. ’
18. Advertising of the general model is 13
charming. ’
17. Advertising of the general model make
. -1.9
short in life cycle of product
nesa 7. Advertising of the general model is hard
.g in drawing positive image about -1.5
tive
product.
6. Advertising of the general model is low 14
in impressive side. ’

Hho] 2gHel AEES Holk ojro Rt okl
2d Yot AFY 32 WA FHATH, -LY), Y
3el B8 Jut AFo] tfd YA ojv] S Fol
7] OlRIE7H, -15) 0= TV Yutel o]
3 B Holk B4L wolt 1999 SEAES
Qutel mlo] o o) FHO= Fue) et 419
4g £ % ke olg depn glov), A 193
° BT FYNY O WIY 4 Unt,

(s

* 7§98 moolq I, R4 AsBow BeH 2
2k g0l +£1.00 o] EEH4E Bl ALBES 2
3} By BRslo] (R AL, o Weol ke HE
()5S FHoR ATl YolY(naming)ol AH4H
o BEAGT £ ASEe AT g At ofs)
31, 71 e RYREC) ASEL W' saToRA o

oX T

481

4.2 Type Il : Advertising Negative Type
217304 (Table 7)3 #&sto], SAA A% 2
SR04 3 2ol EAAI 4 Meiolsdes od
F&0] 7FF o] f30l 2T EHoE EAEGIC +
AHoR AMHEH EEHS + 1.00 oS Hl 34

T +
A&weS 3. 99l HdS ZE3t Fales A o

mdo] S RALE(12) Bl $RH 14T
& 6 Qe mdel Fuk PEA Fwol 2
Th-13), B.Uiel B FuE Ao YEEE ¥
Ch-13), ‘15.20k] mg g8ahe AE ool

Fh(-13) SO w4=gr

Table 7. Z-scores and item descriptions for type 2
(more than +1.00)

Z-scor
Q-statements
es
3. Advertising of the general model hit not 20
i easily upon an idea. i
a ut 5. Advertising of the general model take
mati . ) ) . 1.8
ve takes time in extension of awareness.
9. If see advertising, entrance of the 12
general model is unfamiliar. .
6. Advertising of the general model is low 13
in impressive side. )
8. Advertising of the general model make 13
high in concentration of product. )
15. If it used in advertising of the general
nega model, it is low in purchase-power of -1.3
tive product.
17. Advertising of the general model make
A - -1.1
short in life cycle of product
7. Advertising of the general model is hard
in drawing positive image about -1.0
product.

2999 $EASL Uutel mHo) ther 2gH 4
2 Holt f¥oR Ba RAY olet sk

4.3 Type Il : Advertising Purchasing Reduction

Type
(Table 89 3782 F=HS £1.00 o= E
YEES =93t A3}, Iuiql mdof tisA] FgZoz
vt 7] Hok= S Q1R 848 A= SBANE
9O AZE g9l T £ Q= FFolg Hojss P
g FAagolet YT 4= ok &, FHH ZF A
A= ‘159 0] B384 g JA&EoA= 4

3l B30l 7k ol S0 AT B4 Rtk 7A4

Q.
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 EFES £1.00 oFE 1l 334
EreEv Uy

dutelrdS -g5hd A

=)
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Ir
&

Zto] Aet(1.0), 3. LRIl RS
A W&E7] AErh(1.5) 010,
Luiel Hdo] AlF dgEe Eoh
13. LRl 2E sgai= dukelo
th(-1.5), 6. xRl ®Eo] Fai=
th(-1.00e2 BA=A

Table 8. Z-scores and item descriptions for type 3
(more than +1.00)

Z-scor
Q-statements
es
15. If it used in advertising of the general
model, it is low in purchase-power of 1.9
affir product.
mati | 5. Advertising of the general model take 16
ve takes time in extension of awareness. '
3. Advertising of the general model hit not 15
easily upon an idea. ’
4. 1 think to be high in delivery of product
-1.9
about the general model.
nega | 13. Advertising of the general model rouse 15
tive a curiosity about a people. ’
6. Advertising of the general model is low 10
in impressive side. ’

4.4 Type NV : Advertising Orientation Type
i AE AFFS U98H 47F(Table 9)2 A
wele] A9 og Farrt AFE o] MY, Hdedo] 5
She A%S Holal stk 1 Wigo®, 2. Yot |
Ayako] duielo] Aoz v} AdPE o] A&
Aol Ak (1.7), 4. 4iQl wEo] AE A
ot A7), 1. gl mdle] 5oz
o Alg|7to] A5t (1.1) 59 o2 34

S

(27 SNy R

)

i)

o)

)

S
S

ot
b

ro >

l
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Table 9. Z-scores and item descriptions for type 4
(more than +1.00)

Z-scor
Q-statements
es
2. The truth in its product is large because
proceeding of advertising is the 17
general’s experience similar to my '
situation.
affir | 4.1 think to be high in delivery of product
) 1.7
mati about the general model.
ve 1. Belief for advertising rise as a result of
- 1.1
advertising of the general model.
7. Advertising of the general model is hard
in drawing positive image about 1.1
product.
3. Advertising of the general model hit not 17
easily upon an idea. .
5. Advertising of the general model take 17
nega takes time in extension of awareness. )
tive | 6. Advertising of the general model is low 11
in impressive side. )
9. If see advertising, entrance of the 11
general model is unfamiliar. )
45 Consensus statements analysis
AA A& g dEo] 59 (agreement)ots &R
52 2ot FYsHA st folnlet deEat
REHS7E ZEHA o] BARRE Foto], AT &
=

HAES ol'9] &l disf HiAld ez F57 59
SHaL Q5 &l 2 ¢ Utk (Fig 93 o] 20T

Nee
SRS Hu wdlo] ste] FlETh LukelolA
Eoiel, Quiele BER o A9 AL S
80| thef BES ot FThE 7ML 4 Yk Ao B
2 ol vl 17709 A&TES 200 SRAHECA
AAeHA] e BAS HolFT 9tk

=
=

Table 10. Agreement statement and average z-scores

Q-statements Z-scores
6. Advertising of the general model is -120
low in impressive side. )

(* CRITERION = #1.000)

TV
R Advertising Moge,

N £

<2 m,
e (g

Cypyy

o et Hhiicy,
Viewer
(Consumer)

Fig. 4. Respondent’s acceptance behavior of advertising
models (Respondent’s subjective opinion on
general model)
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6. 28 & M| £73], Soot= FEo| tigk £4 5ol disiAE ozt
E2 gopHEglth

o] AFLoAL TVE1L] Yutel melof tisf 204 =
o] 83 #4442 gotE] A3l QYHES o185k
ok 94 (Fig 1) B%o] 71& =05 Edlo] &4 4|
7] £F4E FotE AR QMBS AlBSt 4714 @ra 3Tyme
Pt LAk on] FES HYH
1 Type ‘(‘1-'7';‘;

The reason why the commercials using 776
general model are spotlighted

Fig. 6. Interrelation (Explanation diagram by type)

v
#

ancy, Frnshj s Famlha.nr'
Stylish " Homest, T:)uc]led
Pepua.r . o Empaﬂu; Ayslo (Fig 6y} Zo] AE 4= 9]

o olelet
, %, 4709] $9EL o] A7) FA TV o
Fig. 5. Conclusion (Respondent’s subjective inclination wko] Tl x}elo] QlojA, AFE7F uhE e 9tk W} 7t
on general model) “: = - =
$90 349, 34O AxHE SRS Au B
(Fig 5)9F 2ol Yvtel wdl A= 200 SFAEe] P AEE AR P U @S Aol E8ehe R
A A3, S, FEH, THA0 Aol B gel  WUEEER 24 9 WERATHE s A4 A
o 2= Qioith. E3F, BA% A} 37 4714 eFes Al QUHEGEWIATSATHN4IE Este] A
EREQl=r] (Table 11)9] 4% odold Bxo] 2+ H ZMHIH. of A7 Hob Aok alick= A
930 W2 oA Eolo} HjEo|H oAo| Aozt Al AT TAE Zeth FE AFoA= Hot oISt
L AL solgt 4 Qi) A oA, F 9 AR H4e S a7 28
Zolt}. B Hebgog TVE1e] Pukel BeQl4]o]
5l ‘BHo AP LEo =35) oAl Al 3
Table 11. Investigation of depths opinion about et e ol e B FA Y AR A3
Q-questionnaire HoH 3ttt E o] AFoA S FF EF+= Q
Type Contents in depths-opinion of typical respondent Aol 44, A2 At o] g0} vt g
I rise in a belief and truth, because it's _/J\_H];( =Ned I;HAJ-O = ﬂ__rLaHo}; 6‘:]_—]—4_}5 _é.L_o"/\—P-_—_ QJuf
TYPE 1 | Positive |impressed in that is close and soft on the _ . °
[Sympathy general model. ;ﬁ]?_ /é%}—}\]' éxéo] ‘?‘/ﬂ’q % T 9}\‘5.' 71101131‘. E]"ﬂ',
on The general model is high in more :|1\_ AH]Z 7o) o 0]5F)©. oo
advertisingl | Negative |closely, universally than the famous to Q = = ]‘]’——4 H LHL_’] _’]L‘(_’] OJ: = = Hi]
me. AL, 71 9Jv|E gels] Erhs HollMe A AFET &
TYPE 2 .. |At first, the general may be hard to be — - g
[Negative Positive inconspicuous. E] 37,]-1_3'0]_]__]_ ZJ—Q]ZG'?_ E]H—% EE ’/l\‘ 01‘:1'
on Negative I think to be impressed by more fully the Qo g th&s| TVHIS Yol Relof sl 483
advertising] general than famous people.
TYPE 3 The general model is low in connection to EH A 01—14{-',]- ;S—X]%J——’-, ‘—%‘9’]—(')—1_—’- %"] O]H]—o] —‘}—”:E].
[Reduction | Positive remind the product against a famous 48 e BEA3 A=A Az e £ = 7EsA
¢ ! model in level of belief and
purchasing 5 A7) % 9k o] =Be 20dehe 25 AT
- The general model is low in delivery on 210 o1-] oldglo o 5L B 2]
Zg\;ﬁ: Neaativ concentration of ad. product, and if it EH C}—E TVJB}‘L E‘J‘-‘J‘ E‘:‘li QJ‘—OQq —‘:—'Q”\q—
advertising] C8AUVEin't the special reason about the product, =25 AIloAE: A= HHE S5 7Y =oz 3
I don't arouse my curiosity . - . -
I communicate easily to me on a merit of EHO} O] ﬁl&o}u} ]‘Ea 11] %]Z]-_Q] E%Eoﬂ EH(‘)—
TYPE 4 Positive |the product, as is usual with and directly E _,_]_oflE Agtﬂ 1_]_“% %;q]—(:,—_]__ /‘nj]_%_/j(j‘ (ﬂ? = ;(ﬂ
[Persuasion used by the famous.
-oriented I become aware rapidly on appearing as cd-oEL Zr\‘ 9\1]\‘% 7/1011:]'-
on Neaativ the general model, and I arouse easily to
advertising] CBAUVE| e as a result of more sincerity than the
famous.
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