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An Examination of Method for Measuring Consumers’ Response to
TV Commercial Films

Masao Okano, Masami Asakawa

Abstract

A method of selecting and validating the inventories for measuring consumers’ response to TV
commercial films (CFs) was studied. The audio-visual experiment was done using 30 CFs. The evaluation
and impression of each CF were evaluated in 20 inventories by 175 students. A principal component
analysis was carried out and the scores of ’average variance extracted’ of each component were examined
to refine these inventories. As the result, the inventories rationally reduced to 17 ones with validity.
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