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ABSTRACT

Businesses can affect the consumer behaviors and transmit the product informa-tion via the advertisement. The research focuses on

how the research variables affect the advertising effects. The research variables include advertising types, types, wedding

photographs types and vital statistics variables. The advertising effects consist of adver-tising attitudes, product attitudes, advertising

recalling and purchasing intentions. The advertising types involve billboards, magazines, radio, mails, Internet and flags. The

wedding photographs types contain wedding photographs, wedding photographs plus baby photographs and wedding photographs

plus family photographs. The vital statis-tics variables consist of education backgrounds, incomes and consumers’ tendencies.

Based on the experiment result, the marketing strategy is proposed. On the vari-ous education backgrounds, businesses can put

advertising exposure on the consumers with the high educations. On the different wedding photographs types, businesses can make

different advertising based on the various wedding photographs. On the different consumers’ tendencies, businesses can put more

advertisements on the consumers with various tendencies to increase the purchasing intentions.
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