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The effectiveness of television commercials for consumers whose brand image already
mirrors the desired image: The case of Pocari Sweat
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Ryoki Nakamura , Masami Asakawa
Abstract

We examined the effectiveness of a television commercial: for consumers whose brand image
already mirrored the imege being promoted through a commercial. First, 124 subjects were asked
about "Pocari Sweat image and associated likes and dislikes." Next, after Pocari Sweat commercial
was projected twice, consumer perception and attitude toward the advertisement were evaluated on a
7-point scale. The differences in the average value of consumer perception were tested between the
group whose brand image was already transformed into the desired brand image and the group
whose image had not yet transformed. The results indicated that consumer perception was highly

evaluated in the transformed case compared to the untransformed case.
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