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ABSTRACT

The purpose of this study is to explore the modegatffect of advertising appeals
on the relationship between attitude toward thém@mded ad and attitude toward the
co-brand. The study used the experimental reseerdiding a pretest and final
experiment andictitious sports MP3 as the,co-branded product. The purpbpeetest
is to select 6 core brands (3 MP3 brands‘and 3spoands) and 2 advertising appeals
(emotional/rational appeal). The usable samplesisted of 30 participants. The final
experiment design used descriptive paragraphsgtdte fictitious situation, and a
scanned picture of MP3 to manipulate independeriabigs. The experiment was
3(MP3 player brands: Samsung, Sony,-Apple) x 3{sgmands: Adidas, Nike, Puma) x
2(advertising appeals: emotional appeal, rationgpeal) between-subjects factors
design. Each experimental treatment of betweenestgfactors design was assigned to
35 college students. The data were provided bysBd@ents. The results indicated that
attitude toward the co-branded ad positively affdcattitude toward the co-brand. In
addition, advertising appeals moderated the relalipp between attitude toward the
co-branded ad and attitude toward the co-braihts study discusses the implication for

the theory and practices, and suggestions forutued study.
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