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Influence of the executional element of commercials on
consumers’ purchase intention
: Analysis of three of the same brand’s commercials

Masami ASAKAWA

Abstract: This study examined the differences in perception, attitude toward advertising, and purchase
intention for three commercials (CMs) that represent the same brand but that differ in executional
elements, except for the talent and the music used. For this purpose, 240 college students were presented
three CMs. After the presentation, the students were asked to rate their perception and attitude toward the
advertising and their purchase intention concerning the product on a 5 point rating scale. ANOVA and a
multiple population analysis were conducted for the obtained data. The result demonstrated that the
perception and attitude toward advertising differed for the three CMs, and there was a difference among
purchase intentions.
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