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How Advertisements of Limited Editions Affect The Audience’s Decision on

Consumption.
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Advertising is a product of capitalism society. This thesis is focus on the effect of
“limited editions” and how advertisers affect the audiences’ cognition, behavior, and
attitude by manipulating symbols in advertisement and to reflect the reality behind
the power of symbols.

Based on behaviorism, this thesis chooses 12 students by random and divide them
into experimental and control group. And use questionnaire survey to measure the
testees’ attitudes toward advertisement with and without “limited”. It also uses

Likert scaling descriptive statistics, one-tailed t-test as statistic methods.



