BRAZBRET FHMAR 2 ER 2\
LR ER
AR R

E“]l i}i—’\ ?ém u? :_Eﬂi“*’ ﬁ.—l s

%%ﬁﬁﬁvﬂﬁ BIp frmppai » FF4pg 42 o d @Ep
A oEagA o FE pE e G RRTLFH O > R TR
%%Jﬁﬁﬁﬁnﬁﬁ‘ﬁ-ﬁ%pmw%%ﬁvﬁﬁwigaﬁ%ﬁﬁéﬁ:
2, F Lﬂ‘\,{:‘ﬂi B - ﬁ‘ﬁk}?*/ﬁ A Jf&&&a%%ﬁ?ﬁﬁﬁ&&%f“‘?lﬁﬁL
BN n&mW%VEﬁ%ﬂd%ﬁﬁﬁ.%@Emzkﬁ@o

* 3 ﬂw;ﬂ;g i % W rLETEY £ R G EL R R R ERY T
F Al FRER L &0 B AERERREA LRSI 5F > F T

L e AFFTARHELIRARZ SRS B AT PR
LR I RAF AN R B E AL PR Ay

2 ARG TR

L BN 2 B4 B 2 R
2\%2@"\?4*%%‘%1%"4*&7 |_§r_]—%ﬁr7‘;:’1+|}s iJu; I—}«‘A}FLJ
3~%$&%p;§wuaﬂgf

TBefa % > LA VRIPERERLHE ) —RAERLL G o T ATV LEA
ﬂ’%&@i% BHE PR R REREEVRBLARETR
VT ARE B %;mw%%%oﬁ&ﬁ&*wﬁ'ﬁ@%%%,avaa
74 o

THRERR A - RAEARBR LG o BT AR R M oA B
o A eAR R M H 8 RAE S o A FE L DA oRER o T
TR REB LS RE G AL o

TR A F ot H ) ok BV ABAEEF AR EY o kR
REFBEFTRDF G c WEMIWFAfeRBFE o oA REZ T LR v R
SRR F 4

\

\qu\
e
-_\ \
=

7

=
I

'fr’

¥ =
2

{



A Comparative Study of Consumer Attitude Toward Internet Advertising
From Other Types of Media Advertising — With Taiwan’s College
Students As An Example

Student : Pen-Chun Tsai Advisor : Dr, ChyanYang

Institute of Business and Management
National Chiao Tung University

ABSTRACT

As technology is developing rapidly ,the usage of internet also become
more and more popular.Because the internet’s user have been rising year by
year ,many enterprises have used internet as a marketing media,and make

"internet advertising ; become a good tool of marketing. According to former
studies,the general advertising attitudes:ean influence directly on advertising
effectiveness .Therefore,this study hepes:to understand how the consumer’s
general attitude toward internet.advertising ? What are the main factors to
influence internet advertising ? And-finding out different group between
consumer’s attitude toward internet advertising.

We hope this study can help enterprises understand how regard internet
advertising is,and can provide them a reference for planning internet advertising
in order to attain advertising’s purpose.This study's data are Taiwan’s college
students; survey students’s general attitude toward internet advertising and
compare the attitude from other”types”of media advertising.This study draw the
conclusion as follow :

1. College student’s general advertising attitudes are found to be negative.
2. Both " useful and reliable ; and " irritating ; are the main factors to influence
student’s attitude toward internet advertising.

3. There are three groups between student’s attitude toward internet advertising:
groupl ™ feel irritating,but accept internet advertising |

group2 " hate internet advertising |
group3 " regard internet advertising usefulness |

Keywords : Internet Advertising ~ Advertising attitude -~ advertising effectiveness
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