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ABSTRACT

A futurism, Alvin Toffler, presented a theory of "The Third Wave" in 1980. What he predicted about "The Third Wave" can be

translated into as Web Age. At present, the web is becoming one of main entertainment for many people, and it even becomes a very

valuable and important marketing channel for business. E-mail has been considered as a very important role in web, and its

effectiveness never being lessened by the investments of web. Contrary, e-mail is still a very instrumental vehicle for business

marketing within the web, so the importance of e-mail is getting more and more significant than ever. There are so many studies

depicted the web in domestic and abroad, but just Few of them are using focus strategy to do marketing through e-mail. even fewer

of them are exploring e-mail users'' life style. The main objective of this thesis is to identify the effectiveness of advertisement of

users'' life style, and also analyze the effectiveness of ads which influence by the degree of involvement of different advertising

models, different advertising sources of e-mail. The findings of this thesis reveal; 1.The buying intention obviously has a significant

connection with the life style. 2.Simplified character has a better memory effect than multi-media. 3.The click rate of ads have a

positive relation with e-mail which have longer period of showing off in ads 4.For the ads, the degree of education is just in the

reverse to memory effect. 5.The degree of involvement of ads is indeed with a positive significance to memory effect, attitude, picking

(enrolling) of ads, and buying intention.
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