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３．広告の標準構成要素と広告の効果　Leech（1964）

Leech 1964

3．１　広告の標準構成要素

Leech 1964 59

Headline

{Illustrations}

Body copy: The main part of the advertising message, often divided into various 

sections under subheads.

Signature line: A mention of the brand-name, often accompanied by a price-tag, 

slogan, trade-mark, or picture of the brand pack.

Standing details: Cut-out coupons, and strictly utilitarian information in small 

print, usually appearing unchanged on a series of different adver-

tisements-the address of the firm; how to obtain further information; 

legal footnotes etc.

Leech
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Leech 1964

Crystal

2000 197

3.1.1 3.1.4

3．１．１　Headline

Headline

Leech 1964

headline subheadline

2005 1982 126

headline 

Canon IXY

Take it IXY.

Canon IXY 2007

IXY

Take it IXY.

― �00 ―

35 2008



Take it IXY.  

Take it easy IXY
6

Take 

it easy

2005 1982 126

3．１．２　Body copy

Body Leech 1964

Canon

IXY body copy

body copy

DIGIC

DIGIC

IXY
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body copy

DIGIC

body copy

body copy

3．１．3　Signature line

Leech 1964 signature line

Canon IXY

Canon

make it possible with canon

signature line

Canon make it 

possible with canon

Canon

3．１．４　Standing details

Leech 1964 standing details
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Canon IXY

Leech

Leech

3．２　「典型的な広告の４つの原理」

Leech 1964 27 31

It must draw attention to itself. Attention Value

It must sustain the interest it has attracted. Readability

It must be remembered, or at any rate recognized as familiar. Memorability

It must prompt the right kind of action. (Selling Power)

3.2.1 3.2.4

3．２．１　Attention Value

Attention Value 
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Attention Value 3.1.1

Take it IXY.

3．２．２　Readability

Attention Value

Canon IXY body copy

DIGIC

DIGIC

IXY

body copy

3．２．3　Memorability

Leech

Engel et al 1986: 482

1999 1991 305

VIERA Panasonic VIERA 2007

VIERA

― �0� ―

35 2008



VIERA

3．２．４　Selling Power

Leech 1964

４．分析結果
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５．共通点

5．１　名詞・名詞句止め

64 23

36

64 28 44

2007
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Post

Home-baked taste. And only one bowl to wash

Post Whole Grain 2006

Post Whole Grain

Home-baked taste.

Home baked

+ to wash

5．２　省略

64 15 23 64 14 22

― �0� ―



2007

8

40% less sugar.  Still 100% fun.

Capri Sun Robin Water 2007

It is
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６．相違点

６．１　命令文

64 27 27 64

Capture everything with up to 41 hours recording 

SONY HANDYCAM 2007

SONY HANDYCAM 41

HANDYCAM

HANDYCAM

body copy signature line

Catch everything

HP

PICK UP YOUR PHOTOS ON THE WAY TO THE KITCHEN

hp The HP Photosmart 2006
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Cutting-edge digital EOS technology  Catch the bubble as it bursts 

Canon EOS 2006  

EOS

SONY Cyber shot 2007

₁₆ 2

Photo letter 

Canon PIXUS 2007

16 ₂ Take it IXY.

Canon IXY 2007

16 ₂

Take it IXY. Take it easy

IXY 
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Leech 1964 80

Keep out Go straight

Leech

Myers 1994

please

please  

Swan 2000 254

: Imperatives are used, for example, to tell or ask people what to do, to 

make suggestions, to give advice or instructions, to encourage and offer, and to ex-

press wishes for people s welfare.

Myers
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６．２　否定文

64 ₈ 13 64 ₂

No schedule is too busy for a quick stop at Dunkin Donuts.  

DUNKIN DONUTS 2007

No

Nothing keeps them rollin  like new Quaker Granola Bites. 

QUAKER GRANOLA BITES CHOCOLATE 2007

Nothing
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Milk doesn t have as many Omega-3 s.  I know, I m cow.  

Silk SOY MILK 2007

not as

₃

No schedule is too busy for a quick stop at Dunkin 

Donuts. I m always ready to stop  
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７．結論

1

註

2001 14

 

 3.1.1

 Tanaka 1994

 13
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Williamson 1978

IXY

1999 1991 287

 Cook 2001

1992 149

 

1999 1991 304
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