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ABSTRACT

The main porpurse of the study is to discuss the relationship among advertising appeals, product involvement level and advertising

effects, and moderate effects of product involvement level. Costomers who has experience of purchasing Kinmen Kaoliang Liquor

are viewed as research object. The results show: (1)Advertising rationalized appeal has significant influence on advertising attitude,

product attitude and purchase intention of advertising effects. (2)Advertising emotional appeal has significant influence on advertising

attitude, product attitude and purchase intention of advertising effects. (3)Low product involvement level has significant moderating

effects between the relationship of advertising appeal on advertising effects. (4)High product involvement level has no significant

moderating effects between the relationship of advertising appeal on advertising effects.
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