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Abstract

This study was undertaken to observe the influence of the model image and
self-image congruence of consumers in Korean cosmetic advertisements on the
advertising attitude and analyze the relationship between self-image congruence
and advertising demand type, participation, and advertising effect, and to help
develop plans to more effectively communicate advertising images. The
experimental design of this study was 2 (self-image congruence: consistency vs.
inconsistency) x 2 (advertising appeal: rational appeal vs. emotional appeal) x 2
(involvement: high vs. low) three-way ANOVA. The results of the study showed
that the interrelationship between self-image congruence and advertising appeal
type and involvement played an important role in determining the advertising
attitude. More specifically, firstly, the self-image congruence of consumers in
Korean cosmetic advertising affected the advertising attitude. Secondly, in the
advertisements of Korean cosmetics, consumers preferred a rational advertising
appeal to an emotional advertising appeal. Finally, statistical results showed
significant differences in the influence of the interaction effect of the self-image
congruence status of consumers and the advertising appeal on the attitude of
advertising. The Korean cosmetic involvement of consumers had a significant
impact on whether the Korean cosmetic advertising model image and consumer
self-image were consistent with the type of advertising appeal and on the
interaction effect of advertising attitude.
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Table 1. Statistical Results of Self-image Congruence
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Table 3. Results of the Exploratory Factor Analysis
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Description
Variance sources Factor Eigen Value Variance% Cronbach’ s a

Loading (Cumulative

Variance %)
Involvement 1 0.74
Involvement 2 0.79
Involvement 3 0.81
Involvement 4 0.77
Involvement 5 0.77
Involvement 6 0.79

Involvement 7 0.80 41.10
Involvement 9.04 0.96
Involvement 8 0.83 (41.10)
Involvement 9 0.80
Involvement 10 0.77
Involvement 11 0.81
Involvement 12 0.83
Involvement 13 0.82
Involvement 14 0.86
Advertising Attitude 1 0.91
Advgnising Advertising Attitude 2 0.92 344 15.62 094
Attitude Advertising Attitude 3 0.93 ' (56.72) ’

Advertising Attitude 4 0.90
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Table 4. The Mean and the Standard Deviation of the Advertising Attitude

Self-lmage Congruence

Consistency Inconsistency Total
Variance sources Advertising Appeal
Rational Emotional Rational Emotional Rational Emotional
Appeal Appeal Appeal Appeal Appeal Appeal
High 5.66(1.16) 4.48(1.68) 4.47(1.82) 4.68(1.65) 5.09(1.62) 4.57(1.67)
Involve 4.95(1.60) 4.59(1.72) 4.78(1.67)
ment Low 4.42(1.54) 4.36(1.70) 4.45(1.48) 4.45(1.41) 4.44(1.51) 4.41(1.54)
4.40(1.19) 4.45(1.45) 4.43(1.52)
Total 4.91(1.53) 4.44(1.68) 4.46(1.62) 4.58(1.56) 4.70(1.59) 4.51(1.62)
4.69(1.62) 4.52(1.59) 4.61(1.61)
Mean (Standard Deviation)
Table 5. 7hree-way ANOVA Test Results
Variance sources s daf MS F
Self-image congruence (A) 10.40 1 10.40 423"
Advertising Appeal (B) 14.24 1 14.24 5.79
Involvement (C) 34.25 1 34.25 13.92
A*B 27.37 1 27.37 11.13"
AxC 16.34 1 16.34 6.64"
BxC 10.94 1 10.94 445"
AxB*C 23.02 1 23.02 9.36"
Error 2189.42 890 2.46
Total 2314.61 897
*:p<0.05
Zpol7b & Aeolehe M 12 AEEI Table 404 ol ol FuATE HYS ol Hoh YA Fuat
AARE Bo] Hato| T2 AAE RHE| ofn|2]7} 2o} £ HPS o) Faze] o o A ¥gS Helths 1
ojmz]e} EYXIZH HAHM=4.52) K} Zofoln|z|e} Ax|5t AR, o]F2](2017)9] Attete e 2z, BE PR
HEM=4.69)c] F1o el o 582 H=E 2 gl AEAHQ Ao Bl v FAAJ] Ao=r HiE H
L 7oz e, AL Ak @ 4 lnk 2 dEeRgEe up, o
EEPEE daelA FraT §3ol oE BHZ ool 59 &%F0] Q= 7154 IFEeR AHIREC] A
Aolg HHT AT, YMATF=579, p=002°] Wt B2 Y FuaTHcR ofda FuaTo] sojHolek o

%

dEl BAZoR fod Aolh gt Aom ekt
(Table 5), 7H4 2% AAFISIEE. Table 4o4] AT Hi
o Wl whEd, B Aol Fold AEL AH ¥
IAFM=4.5DEc}t 0|4 FuATM=4.70)] s+ F
1] & o A =g Bk

alat Aololulz]ete] A% ofe
%Lw o w1 Gl Aol 9]
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o] gt om|] 011]*44 Fala AN
BIHF=11.13, p<0.0DE= FoJet Aoz vepht A=
FAHoR AWEH, F1gure 6ol A LFERG Hie} Zro] o
Relyp 26} ojml7h dxjske Ak A4 FaaT
(M=4.40)HE} ol g4 FrurTM=4.9D] Zo#el Fa
=g Wehieh o, Zfotoln|A)7l AASHA] o Hd>
odd FiaFM=440)Htt AH FaaT(M=4.58)7F
AMENE o tha w2 FAHEE HAou A Zolrt
W= ghe 202 eyt

Table 5o AAJE At Zo] sFarejee] e #foto]
oA Lage g 3 AoA-gaikF=6.64, p=0.0D)=
fFogt Aow yeht 7 4= AEHdh & Fard

98 7} AL
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YAoh= HTM=4.45)0] FIHE7F OFF WA A
o7k glolet. &8, Polert 22 Aeole Y oA
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Table 6. Simple Main Effect Test Results for the Advertising Attitude

Involvement Advertising Appeal Self-image congruence MD SE p-value
Rational Inconsistency-Consistency 0.03 0.19 0.89
Low
Emotional Inconsistency-Consistency 0.09 0.25 0.73
Rational Inconsistency-Consistency -1.19+* 0.23 <0.001
High
Emotional Inconsistency-Consistency 0.19 0.19 0.31
ojm||e} Fopelm|z]7} AX|(M=4.42) T1]al Zofolm|Z] o] tigh F4A ko] IS FA| Y= Ao =
BAX(M=4.45)] thgt Buefzo] Ae] Zfolg Hol4 ¢ Aoz ekt

orom, A FuA ATe Fund olu|z|e} Zjojo)
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el ofs) ozt FHH BEg Hol o ehgrt
g ago] el ¢, o4 Fua Ae Aopold]
A GA] ofief ofsl FAeIee] Aot gl AR e
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(M=5.66)+= #fotelujzleh 2UAM=4.47)of B3} Firef
did 344 Hwst gol F7kE v, 3497 Fuste)
73% 1 mde) oju]z)7} 1}0}011312]9} AAM=449)F
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J
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