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Abstract 
The rapid development of the Internet opens up a broad opportunity for online media, 

making it a platform not only for presenting integrated information but also for online 
advertising and transactions. This study investigates the influence of interaction among 
consumer’s product involvement, advertising context and execution on ad effects. Results 
show that for both more- and less-involved consumers, central and peripheral cues can be 
implemented with proper design of advertising context (ad variation and message appeal) 
and execution (priming strategies) factors. Based on the reference discipline perspective, 
this study, incorporating theoretical foundations of marketing and cognitive psychology, 
investigates consumer behavior and reaction in the online advertising environment. This 
study shows how online advertising can me most effective and hence provides practical 
hints for advertisers. Future directions for related research are also provided. 

Keywords: online advertising, ad variation, message appeal, priming effects,  
attitude toward the ad 
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4 2

(http://www.ohayo.com.tw/)

101 45 56
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1.0% 6 85.1%

WWW WWW

31.7% 41.6% 58.4%
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/ (%) (%) 
45 44.6% 44.6% 
56 55.4% 100.0% 

18~20 57 56.4% 56.4% 
21~25 34 33.7% 90.1% 
26~30 10 9.9% 100.0% 

6 1 1.0% 1.0% 
6 12 3 3.0% 4.0% 

1 3 39 38.6% 42.6% 
4 6 53 52.5% 95.0% 
7 5 5.0% 100.0% 

9 23 22.8% 22.8% 
5 8 29 28.7% 51.5% 
1 4 34 33.7% 85.1% 

14 13.9% 99.0% 

WWW

1 1 1.0% 100.0% 
0 1 4 4.0% 4.0% 
2 4 29 28.7% 32.7% 
5 6 19 18.8% 51.5% 
7 9 13 12.9% 64.4% 

10 20 17 16.8% 81.2% 
21 40 11 10.9% 92.1% 
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32 31.7% 31.7% 
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12 11.9% 51.5% 

8 7.9% 59.4% 
41 40.6% 100.0% 
59 58.4% 58.4% 
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21.71
39.07

5
(Principal Components Analysis)

VARIMAX
62.31% 5
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Inv1 0.885 0.137
Inv2 0.762 0.193
Inv3 0.872 0.082
Inv4 0.776 0.333
Inv5 0.863 0.070
Inv6 0.778 0.182
Inv7 0.820 0.108
Inv8 0.743 -0.026 
Inv9 0.739 -0.049 

Inv10 0.844 0.073
Aad1 0.099 0.760
Aad2 -0.029 0.680
Aad3 0.027 0.840
Aad4 0.192 0.489
Aad5 0.107 0.715

6.929 2.417 
46.19% 16.12% 

(%) 46.19% 62.31% 

28.93
30

1
6 2-Way ANOVA

6

Sum of 
Squares df Mean Square F p 

33.604 1 33.604 5.752 0.018** 
0.415 1 0.415 0.071 0.790 

×  35.935 1 35.935 6.152 0.015** 
(*: p<0.1; **: p<0.05; ***: p<0.01) 
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7 2

1

7

p
19.00 17.65 0.035** 
16.61 17.69 0.127 

p 0.002*** 0.953  
(*: p<0.1; **: p<0.05; ***: p<0.01) 

19.00

17.65

16.61

17.69

15

16

17

18

19

20

19.00

16.61

17.65 17.69

15

16

17

18

19

20

(a) (b) 

2

2
8 2

8

Sum of 
Squares df Mean Square F p 

39.925 1 39.925 6.642 0.011** 
0.941 1 0.941 0.157 0.693 

×  19.571 1 19.571 3.256 0.074* 
(*: p<0.1; **: p<0.05; ***: p<0.01)

8
(fit)

9 3
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9

p
18.89 17.79 0.092* 
16.70 17.40 0.325 

p 0.000*** 0.617  
(*: p<0.1; **: p<0.05; ***: p<0.01) 

18.89

17.79

16.70
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16

17

18
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20

18.89

16.70

17.79
17.40
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17

18

19
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(a) (b) 

3

3
10 3

10

Sum of 
Squares df Mean Square F p 

39.595 1 39.595 6.812 0.010** 
19.087 1 19.087 3.284 0.073* 

×  25.926 1 25.926 4.460 0.037** 
(*: p<0.1; **: p<0.05; ***: p<0.01) 

10
11

3 4
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9

p
19.32 17.39 0.002*** 
17.00 17.15 0.839 

p 0.008*** 0.676  
(*: p<0.1; **: p<0.05; ***: p<0.01) 

19.32

17.39
17.00 17.15

15

16

17

18

19

20
19.32

17.00
17.39 17.15

15

16

17

18

19

20

(a) (b) 

4

3
10

10

1

2

3

1 2 2-Way 
ANOVA

3
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(Hypermedia Computer-Mediated 
Environment; Hypermedia CME)2 (flow state)

(Csikszentmihalyi and LeFevre, 1989; 
Hoffman and Novak, 1996)

(persuasive 
communication) (Petty and Cacioppo, 1986a)

1 2

2 Hoffman and Novak (1996)

(1) (hypermedia content)

(2) (p. 53)
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(reference disciplines)

(Keen, 1980)

(Yi, 1993)

 (Csikszentmihalyi, 
1977; Csikszentmihalyi and LeFevre, 1989) Hoffman and Novak (1996)

(Computer-Mediated Environment; CME)

(self-consciousness) (self-enforcing)

101
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GIF Java JavaScript VBScript Flash

Flash
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(Engel et al., 1995; Abernethy and Franke, 
1996)

(pop-up windows) (watermark ads)
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