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Abstract

Purpose — The purpose of this study is to investigate the effect of model attractiveness on brand attitude and purchase
intention, and examine whether product-model match-up plays a moderating role in the relationship between model
attractiveness and brand attitude and purchase intention. The model attractiveness is consist of psychological and
physical attractiveness of the model. The authors investigate how product-model match-up influence the strength of the
relationship between model attractiveness - brand attitude and purchase intention. The purpose of this is to test whether
product-model match-up influence the form and effectiveness of a model attractiveness on brand attitude and purchase
intention and suggest the effective and efficient methods in the model selection strategies to increase advertising
effectiveness based on the results of this study.

Research design, data, and methodology - The experimental design for this study was the between subject design
based on 2 group of the psychological attractiveness(high vs. low) x product-model match-up(high vs low) and 2 group
of the physical attractiveness(high vs. low) x product-model match-up(high vs low). And a preliminary investigation was
conducted to develop experimental stimuli through manipulation check to enhance the external validity of experimental
research. The attractiveness of the model and product-model match-up are independent variables and manipulative
variables in presentation of experimental stimuli. The self-administered methode experiment was conducted on 300
subjects in four groups constructed according to the independent variables.

Result — The findings provide partial support for a moderator for product-model match-up on the model attractiveness -
brand attitude and purchase intention. First, the influence of psychological attractiveness and physical attractiveness on
brand attitude and purchase intention was shown significant. Also, it was found that the average value of brand attitude
and purchase intention according to psychological attractiveness was significantly higher than the average value of
brand attitude and purchase intention according to physical attractiveness in additional analysis. Second, the average
value of brand attitude and purchase intention were higher when product - model match-up was high in both high and
low psychological attractiveness and physical attractiveness of the model. However, in the case of psychological
attractiveness, the correlation effect with product - model match-up was significant, but in the case of physical
attractiveness, it was not significant.

Conclusions — The results of this study suggest that the attractiveness factor should be considered in selecting the ad model
by verifying the effect of the attractiveness of the model on the advertising effect. In particular, this study has great
significance both academically and practically in terms of suggesting such implications that the advertising effect of
psychological attractiveness and physical attractiveness may be different depending on the product type by additional analysis.
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1. N2

00| ZHo| o|0jX|= EHHER MEL| o|OjX|2 ™
Olz|1 AH|XH= EIXE0 CHsh XZHE =7|A4 £ 3
=0 ofst A2|Zte HoislA Tt (Oh & Ann, 1997).
J2i02 BN0N DES 0|gete e g Sof N
HZ0| oj0jE Hof3tn HEO|LL 7|0 Chat AH|Xte| 7|
E HEE HeiAH WM HEE HME2 T
2 A O|CHChung & Park, 2008). 0|2} Z0| ¥M= &1
MZO|L} 2O ffst SHEQ Bz ZIMO=Z AH|
Rto] PO O£ BVMAIZID PUHECRNA| SEsiH
EIChs 7PHO0| S8l WOISGIX|D QICHs RO, &1
o RtE SCH=SHY| flsf 1ol HEAUQ FnRHol A
50| ZQ&}CKShin, 2004).

9| a0 FeS O0|K[= D EHo| %40 Cist &
F A Hols SiXtElt AT oo W2t =34 CHEA K
AEZ|E st=h| =7 HFXIQ!I Ohanian(1991)2 O|E 0Of=
d, MR, MEHCE Kgst S, ILOAE B2
ATE0| HAIZ|QCHO; Seo, An, Lee, & Lee, 2011). O3
L U2 SRS ZINRH0| &4 BR0| Cfsio] U
9IS MEHoZ rjsio] BuRUW0| HE S4S B
It ofdoz HIWSIGOM(Kim & Yu, 2008; Erdogan,
Baker & Tagg, 2001), A2/t oMoz JPESII|Z 8}
UCHAhNn & Lee, 2010). O|0f M2} 2 HAFOME= &9
210 CHst oz ol Fek #el 5 Fn T Eo| 049
QBte EAMBLIRL SiCH

Zonmpelo] ojsHde M2|™ O =4(psychological attrac-
tiveness)dl MA|A O = -d(physical attractiveness)2 2 L&
EICKCha, 1989). ol A2A™ DjHMdE XM
(familiarity), -RAFg(similarity) S0 = Ztd(likability) @42 T
MEICKTan, 1985). 5 ZM@Ho| AMa|M ojziMe Au|xt
S0| IR0 Cha}0] Yot AZEH =73, Aopt E
OfSHH, XHAISTH UOK} H|=siCtn M2kt Jhof et 2
M|, Crsh ITSoIM Za U AHRLUHOM Hatof
Cfst ZFamo| Ma™ Ojaid 4S9 SHHQ Yol
AUSE|ACHMcGuire, 1985; Cha, 1989; Wright, 1966; Aronson
& Golden, 1962).

3, Zmo| QofM ool AN A it
M B2 AFTL THE[RACE Chaiken(1979)2| L0
Me MAHAER oj3EE 20 Qs FNDH2 MES HLA|
7l=0 A0 OiHEO[X| B2 Ao HlsH AX=2 Z=1p7t
2 ASE LIEIHenH, E e AFoME 2 Ho| AKX
A ofEMo| XS0l Cipt ol HAn of o= S0 &
g2 F0, 10| AR KMo Che SYHR aE &
Ct= A0S 20 FRICHJoseph, 1982). 18|22 D4l
of XA Ojzd2 0 BINE =0l= 8% 2A0|CL
O|lAd2 &1nZHEol nfa/de| ME YOotE =0 UM &
ool ME[Mel ofsEMar 2 AMNEQl ojHdES I
HoloZ n2{5tofof Btit= ZAE 2|0|TiC)

O™ dnz ol o|0X|Qt ME 7+e| MetMof wat &
Dol oA Huh ChEA| LIERHCHs Zabrh o o
TEOA USE|YCHKahle & Homer, 1985; Kanungo &

Pang, 1973; Kamins, 1990; Parekh & Kanekar, 1994;
Yang & Chae, 2004). 12|11 Lee and Lee(2005)= K=
Ed0t 2 ojH#H0| LXg+=5F, F0 MEH0| 0 +#
of ol=E B7Iz/22 ¥ ofjd#d MEFHQ Hedo|
OIS AHFLAOIMe| =1t HHEA| 12{E|0j0F SHota
SHICE ol2fst ZAut= &0 20| Csh 02 ol ojy
of FeS Witz mf, FnmEol O|OjX|t HFUNE 7+
Hehd(fittingness) 0| 12{&|0{OF BtCh= AE 2|O[BHCY.

20 2o A ZEo| ofstH, #1no| Zit= QIX|H
(I XIA), ZAE IS0 -4D), WEH Bhd (2

I..

o o
—Joh)ez FEEICKChoi, 2014). & &19| Zuk= OIX|1f
He 7N ZAN Ele#giigos WHED o Lopr} o
Sapgoz WHED) ofuf ZAN EjE@e 1ol At 5
of BjLE7t =) Cfgt Efj=0|D, WEH BpEol ChEE ol
FAE aH(Rte] Pof olEatn g 4 QUed, Hn satof
QofM =aE EjEet 2o o|ws EQeh Hapaolch

A3 K| 70 TAKO|IX AHOIME CHUSH 98 Hojols
g pusa o|g3m YLt H2 2zte| CHEHQI 107)o]
|70 BAE ZO0|M O|2E RUS MH=H e, i,
W So| Mz CH2 2ofo] mHS2 o|g3jm YUk
2tzto] gofof mat E= @Y Jjolo] S0 mat &l &3}
ALt B70| Jhe A2l oMol 2 RHSE U A
Algt O} ojojx| = ek SHdEel ofojx| S AlXIA of
2M0| 23 RYSE 9UCt.

olof wat 2 ATOME X 7l EAK0|x HH=0| U0
M Znodol Ml ojad U AXE Mol Bn s
afoll ofst Yeke Yot m, Hameo| o|o|x|t k| 7l T
xtol= mco| Hetdof met Hamdol MalH o2y
9 AME Ojzidol Bn mmol st Gsto| chd| Lit
Lh=X|E YobwnR} Sht,

2 oil0] HIbs K| 71 TAAO|X HAE FMO| YofA
=0 B0l 5 89 B MED 0|83t o] 2
Mol 7|ZES A HojM A REozl} ENozg
1 ojof7t Ackn AbEiC

—

2. O|2X 1%

21.

OH!

2o of2y

FAREo| oiHd2 UNHD MElH ojEdezE FEE
CHCha, 1989). d2|H OiHd2 YetHo=z AH[XE0| &
DR CHSt| HOtLp XIZSHA =72, oLt ZO0FsHH,
XAlS0t HOpLp HIZSICHD M245k= 7FE otk Tan
(1985)2 1 DEo| Df2dE AH|XS0| RO CHs =
7D Qe KUM(familiarity), AR (similarity) 9 ZZHA
(likability)2] M| 7tX| Ato=Z KA|SIRELCE McGuire(1985)=
Dol HHH0| AH|XS0| ZHE FORSHALE OIS
A g et ofL2l - AH|X} ko] QIZHRAILE AR/
LIFO[8E HTAA 5 HRUAOIM 2tE =QICtn
SIRUCE KESH Cha(1989)= &t & O|2X et 57|28 A
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SHE O|85t0f Z=Eol XAUYo| HEAHRUAOMN 2tE
2ESIRALCE ot5 O|2H sl ZToM 2Ze RE2 9 ¢
2EHO| gl O BE EdS JHNMCHECIL M2EB=
e XY s Z-O| HF d5FH0|H, 57|28 ¢
oM AHAHS0| RED ASZHQ AHTAE FX|SHH
57| E0| €5 AHRLUAOM =0t7t =Ct

SAHSS RE ZIot GITE XY E W0 oM 2
0| AH|X}Qt Hl==ot Mt ™ol E &= QCKShimp, 2010).
Ol= H[X%h AL ZEX|2 D20 Fg 522 4FE
2= UOH (Doney & Cannon, 1997, Coulter & Coulter, 2003),
ZNRYUD AHR ZHo| i3 HEZ Ho| € & Qrt
(McCrackenzie, 1989). YEIH o= AlES2 XD} H|XE}
CH 82tel= AN CHSHY] O3S =77[A| &0, HJUACO|
Moz Feks FA| £t (Cha, 1989). 0|0f Z#3}0{ Aronson
and Golden(1962)°| HO|A= SO0 DmEu} Hio| mEo)|
Ede 4 g7s] 20 1 Aut D240l 3540
Dol oiHd a0 Fg2 O|XICts AS YAHSIRICE

sUHE2 2H[AS0| REES HOL EORt=7I2M £
HIXt= ZO0t5ts 20| CHOiAM OiEE =77|A [ 223t
DE0 CsiM HSEl= Ade0| FOEICKCha, 1989).

3 ol AE|M mjiMol THeAE AME 0§
do| aaE =zt otn @ £ QUCL OlE 9],
McCrackenzie(1989)= 1R EQ QQOA SZHM0|2t O 2
2ol MMH EL; HF0| QsiM FEE ZFol2te Fo
SHA=E, Ol 1z ol of2d4do| d2|Xel ofj=dat Al
XAl of6dE Z2st= JHER sfMECHE A2 QO]
BICE EEBH Kim and Park(2012)] & @Ol @& =£M0|
3 Bt BAME EfEO| O/X|= 0| Cist SToM=
oi2d 7HE0| M| 7HX| Stelaall ANE O™, 24 X &
Adegz FEECtE AS MAIBH| = Stict Q222 &
ol ofjgdol FIE YOtE=H AOM D HQ|
2/l of-dar el MAEQ ojEdE g Hele=R
12{SHO{OF BHC}.

ofol Thst 7| Gipol CiREe AMN Moz X
olg|Q=r, olnf AXE OjMe Efel XpK, Z2 EtQlo]
242E 3FHOAL 2oz "WIIStH = JH2l1el H7o|
2t ™O|=ICHBerscheid & Walster, 1978). 12|11 Morrow,
McElroy, Stamper, and Wilson(1990)2 AHZA Of2 ZS0j|AM
& ERISEREH ZOX HEE |REdh= ZHele] €= o|0|
XIE oiol2te FolstHM FHHQl £ HE = 0f
Y2 HdYst7 |k QI

M2
To=
20| AN 2= MHY DjH-gel =0 2HME
o
n

e GITJ} FME|Ch Chaken(1979)2 AIMEQI of2ig
20

s FUEHO| MES HgpAZ|=0 A0 0jHHO|
| 2 APEO| Hof dM=z =217t 3t As ZAHSHA
Ct. Joseph(1982)2 = AIHH OO MF0f Chet o
Aol Bt oy o= FEF OfL[2), RESO0| HAHE HF
of isiM= 38 2t OjXCk=s 2aE ZASIAC o
2t 3 2o UM REo| MNY OjHg0| 2
/42 Nt g 5 UC.

J3H AlES2 S8z 1o RHEO|L ChE Atg
o QRS L I, DfHHOICt Z2 OHHO|X| BLt, OFF

ECt =2 o SEA| ¥t 522 HIWSHA ECt. 2Lt o
‘OFECHE'It ‘OiE2 ChES| X0 Qs FaXo=z T
L= S8 240(7] 2o of XAez thde = gln, 1
S EHE[EO| BEHA| RICH(Lee & Lee. 2005).

Ohanian(1990)2 ZEo| OiE2 A = FE2| oixkar 4
K=ol o M|#Zl(chicness), MlA|gH(sexiness), ZZt
(likability) 50| 930z L} L0o{ZICtn 3t en, Solomon,
Ashmore, and Longo(1992)2 Of EL}22| {HE 2F5I=
ASHQl AFE ZIASI0] 'OLECHR'E l2[HQl CHFHo|
o, JAE QM5 A2 CHsh FEf (of: Hol2, <ot
ok MAlSES)o 8ZE ERY = UL F ISIEM ©
OgAagn sl @ 4ZEe, @ dasd U MAE
@ 2oiEol e U=, ® HER AeiAagn
2ot 52l of 4 7HK|Q| OfHo| FHES HHRICh

rat
al
rot
(©)

2.2, Qo] Mot

HMotMolate jEe CHiMo=z ARE|n Qeh|, o
X 2t Ak (Kanungo & Pang, 1973; Till & Busler,
2000), H&M(Kim, Lee, & Hwang, 2010), L= XM
(Lynch & Schuler, 1994; Rifon, Choi, Trimble, & Li, 2004)
S2EE ALY QAW CiFEE J4QI0| Rtilof d Ao £t
St S0 52 dIE 22 = Uk AE2 7HEste
ALY

Kanungo and Pang(1973)2 1D Ho| M Hi HELH
of ZAE HEM Fdt ool 2t2t H-E el o|O]
X7t Zt MEZ0| £¢sIAS Wl ofdX el o|o|X|7t Zst
HEo 202, 3EHCRE FIIECHs AS YHsty,
HEN XNetet DHOlet=s EHHOZE KB BRI Mgt
M(fittingness) 0|2t SFALCE.

LSt Friedman and Friedman(1979)2| HZ&

St pE
o 7Y ALOJo| X' 0| Fn =utof OX|= Fgof ket

MM FDEIIRLME B, FO0f o=, 27 AMYH
of3ddap 2Esto) XS0 22 7H [2lolgh 2Hgo| 2 &
| QACk

2|1 Kahle and Homer(1985)= &1
X Ofo| ME 8 4nt 9X|E 42, &10e ME "It =
OfZICt= Mgtd 7t 48 F= ToIRICE O|F0| F &t Mahd
742 Petty, Cacioppo, and Schumann(1983)2| T10jA
FHAE CIME JPESIGEH SHQI0| AMato] &F 2t OfL
2h 1o A 2o M= AH[AFES| Ef=0 FyE O|K|= &2
£ 20T F uzt/tsd 2o Chet H] TojA H| RE|RA
=0, ®ME o|ojx|of Mot mEH o|0|X|e] ZRHE FZA|
7{ AE0t 2 7to] ModE ZARTCEMN Mo A=
BF ofLj2t 1o AoME § HEEO| 2zt Ef=o| M3t
7t LIEHE = US2 EOFUCL

Solomon, Ashmore, and Longo(1992)= AIX|& O 9|
@ o|OjX|7F MEnt & S ZEER LRE HAXIE

Sta, 0|Zd0| THeF AH|Xto| O|&AQl XI7| o|0|X|Qt ™
o QUCHH, 09| =82 HSF JIHAZ ZAol2t 7+
11 0| AZSSIRULCE Bower and Landreth(2001)= NZ&

=
I

O kA 4o
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S 2o| ojy 2o 45 MBS ol APE TN

o|3t ANIE AN, Yang and Chae(2004)= AtE M
ZA0F FODEO|0X|7L LX|” W7F LK[SHK|] LS MHELCH
=2 30 8 MdEMSETL LIELE ZOE E0FEJACE O
2|1 Lee and Lee(2005)= NZ EM1t 23 OjzHM40| &
Ko HMetgo] 2 4 @, 219 MEHO| ghdElof Fof
o=E FVMZIEE Z2E DjEMIt NERIS HTHHo|
oA AHFLUAO[Me| =at0f| HtEA| D2{Z|0joF oIt
FHSHLC]

20 Kamins(1990) GIF0|AlL Ofj24AQl mEimf of
MOIX| b2 ZRES MFSHO Ofy 0| =2 MELE
MEHS OiEop 2H3H0] M2 MESE PCE MHsHo A o
2 T¥stgEn oigat 230 &2 MEOME Mtz 7t
Hoj| w2t & Yol g Eol MM 00| S7t+E of
o ot HE0| st AHXIe 21 EiE, HE Elre 3
HMOE HFYRJAX|TL Oj=Ear #HO| HE2 KNEM= AAH
O ODfHAQl F FOIo| 1 Ef=ot ME B0 IS
FX| L} ol 22 A7 ZutE Y0 =2 21 E
2 METICID stoj= ZEO| o|O|X|et HE Edo| AMetd
O X 42 220 &0 2t A E = AUS2 29
F= A0|Ch

0|2|0f| &= Parekh and Kanekar(1994)= HNZH7(0| CHsH
AHA Dido| ofgdat 20| U= HE X 20| @
MEO|Me dgtE AFSHRICE Ol Dfdar 2ol
HECZ OI8NEQ H 5o 4%, Oz} 2#0| Q=
02 HIL ZHO| MEE|Q}=0, Oj=ddar 20| U
MEBoM= 2=l AMMA ofj=dar ME S/ |20
Sz &g gt o, OjyAel nHAUSE D|EANE

O #z0| JASO0| LIEtoLt Mot SHat Zo| ojd

20| gl MEO Che 2EE 7t Xjol= {205
A LtERGICE Ol2{et AFZIH= Of=EXQl D2 i &
I 2aF HojLtn HEE EfE 3 F0f oo FFHEQ!
geS OIX|A ElCH= 7P80] JA0M ZEO| o|O|X|et XHIE
o|0fX|e| &gtd0| n{x[0{0F Btlt= TS A|AFSHCE

5O K B rokrr 2 rr rr

d|

23. E8iC B

BHE BlEs EF 40| TiSiN 2olF Es H|2olH
O=F YA Ht S5t s MO Z K| S =l ZTH(Fishbein
& Ajzen, 1975), b= E0k|= HEHO| i3 AH|XIO| 27
& dt Z(Lutz, MacKenzie, & Belch, 1983)2 2 HO|&ICt 11
2|0 SME Ejmi ohLiol SO ChEH AH|HEC| Hel
ol m™IHWilkie, 1990) fE&= EH|X Ol ™WIKKeller, 1993)2
HO|EICE MEfA BEHE Efz= AH|XIES| EHE 2HH A
SO|Lt =X &, 2HE M EHo| J|F0| E|0f HRHET} =Et
D Qe &N U oS ofshM ZAHEICKKeler, 1993).

BHE EiE= AN FIIAS2E O|0{RICE  Chung, Seo,
and Kah(2009)= H2HC EfjEs TOOIAF ZEIP T
@srg o= 1 20| HUEO| Cfelo] SHHO| =2 of
Of oICtw &}SCt. Low and Lamb(2000)2 EXN HIMEQ
IE2 M2 0|0X|H, 1 Zit £ EHE0| Cfst +
of Zga 0j2 o¢X|E2 F0§o| UM EME Ef=T}

S5t F=FSHUCt

BHE Bz NE 2 £do MdEnt 7| X, 4N
ol Ho|, X[2tEl & E(Zeithaml, 1988), = H|&HH 2t H|
Zo| M AFRIM HOl(Rossiter & Percy, 1987)dt: 2HH
O| QUCt. O|et Z0| HME Ef=9o| FHRATt HE1 2HH
HIlsH &4 % XA £JE#ETt0| OfL[2t ERME0| Cf
ot AH|XEel AlEu &, J2[1 ChYot AMQASES =gt
St ghmf, 200 M HEl= O|0|X|= BEHE B Y
dof ggg opRicta g = ok & 107 S5ISILHEX|
THO|RACHER] & & 20 1 KMo Cigt EH=E M ==
A1 ol EYWE Ejz=0f Fe=S 0| H £ JAct= Ao|C}
(Mitchell & Oslon, 1981).

Qosi3, Fmo| o|njx|7} BME EjEo| Hao| IS
DACHR B 4 Qlon] £ FNojM AFBEE RO Of
ojx7t MM ZD ojojxjof ¥ ONCD T m,
0| AFElE R0l Dj2iy U HEdo| HIME AA
AH|Xfo| U Ef= HAO| Y2 DIFCHD B 4 ALk

2.4. 04 9|

TO0f o= HMBO|LE MH| AE SN Sh= AH|X}
o] EX MZo| czt 70§ O|X|0|C}. Lee and Rhee(1998)
= 70 Q=& ‘NE Fojel 2Fo| g2 oKX= =g &
™0l QI5E X HoE HREA AREZE WSS EH
ol Alg|® AtEWED SFICH. 2|3 Mol and Ko(2001)=
TOf o= et WS FOf Qs 1 RUE H
o= WRIe2A Ol O|8E|0 &1, 42 B & 19|
ZE K| HEID SIRICEL & 10 20t A ZZoM Fof
o= QXA I (RAA-X|A), ZEE 1Y (2el-M),
HEH IV (ZAl-Fof)7t2n, dsE Yo = AH[XLQ
THASS ol & 7IsStAH sl EL2X|®7t EICt (Choi,
2014). J2{E2 &1 21 YA ZESl FHOME 2
AT =7t WESA aPgel Fof ozof dE = =
Ch. d2(n 0 2ato| IAZHS| 2He Ef=7t SO
ge2 0)FCH= 7FE8E HHE St UL 5 BEEREH
dotS drop YR Fof o= A ANQ AijHS FR
2 0Fctn g == AL},
10 zafo| £l 2SO Lee(2002)= 1 EfE
9 [Oj oE= 1 ZUO| X|EEM AHRSIUCE Park
and Kim(2001)2 Ol E{ul 10| 21 EfEQ} JOj o|x 7t
o AE BMSIH 1 Ef=7t FOf Qo IFEESE
FoMQl FEZ OiXl= AZ YBSIRULE ol & E1E
Sl FdE AHX| ™A EfETF HE0| CHet 7O 2
Lo 3ENeE Fy2 OX|A E=cts 7FEE d BAZ|=
HAOEN w2 &1 Bi= FOf =2 72 O|0fZICt=
AS Qojsity. A7 W0 10 =atet 230l =&
ool ojHd U MELS M ETH AH[XRe| EME
of cigt Ef=Of ¥S O|X|2 Fof ooz ¥ OfFl
Cto 7pdet = Qo 3ol ofjxdnt Matdo| mut
£ YOotE=0| UM FOf Q=7 SR BHHEEM 1
2 |0{OF BCh= 2 o|O|BiCt.

d
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F£%H 0| 25 HjYS HIYOE <Figure 151t 2 917
22 4 YISt 5 2 0j2N0) ME SA=o) Che
Elzot Oy O, TW mumo| Cfet AT, 2 of
241 BE NEMol X au o HTIHES =Ag

Attractiveness of Model Match-up
of Model
Psychological (High/Low)
Attractiveness
Hi
(High/Low) l Brand Attitude

"] Purchase Intention

physical
attractiveness)
(High/Low)

<Figure 1> Proposed model

3.2. GIL7pA

3.2.1. ZaXjo|= Dol OfMN

o
H
=2
i
o
kl
ot

Az R E b xRl ZAX0|= BEHESO FuES0|
S7t=|BA CHdet ool RE#SO| 0[80| S7t=n AT
J3H 2HE0 o2t H2ld iHg0 52 2ES 0183
7| st = AMHe 0HY0] =2 RESS 0|8t
UA7|= L olof| W2t = =FOoME x| ZI ZXo[= =2
HEO| AN FRZRES| H2|H A UMY OiHY =itet
2 22 Hehdol mat £ 7HK| ofEYd 27t AR
Xfo|= HEME Efet FOf =0 0K Fgs 2M4st7|
flo A+ 5tof, O|2H 1 &Eo| Ao et Chgat 20| 7+
= 2oL

Ol24 1 &HO|M Hm2 HiO| =2H FNRAS| OjHY
2 BUE Bz F0f o= 3¥HY ks DjRctn
g QAL JBH 2Rl MHE2 H2|N iH-g1t A

ojgldez FEEICHCha, 1989). J22z £ XME o
of AN ZEO| OiHY SIS HOLE=H AM d2lH
Ofs-gah AMMA oi¥del 20| RSICt

<H1> X|7l zgXo|= FnRHAo| iz Fzof Met
3 Zutof| xto|7t 1S ZAolct

HO} 52 aHaC EjTef b)T0f o2 &
7

<H1-2> ool AMAH ojz5do| 52 42 X228
© HO} £2 g =ac Ejzo b)0f 952 &
2 Zolct

322 maKjo|x FR@Uo| NI B HM| @2
A =

g2AE =it 43

Fnmdol ofjHy Sits 1 ZEN HE 2te] Hahdo
a2 getd = QUCKKamins, 1990; Parekh & Kanekar,
1994). & REO| Holdo| 52 4 R K2 4 29| 2
of WY JuUt ChEA LiEFE = UCh= Z0|C} Yang
and Chae(2004)= AMEMZu 2o &o|0(X|7F X2y
7t EXISHA| g2 MEC 52 F0 W dEMS I LE
Lt= Z20E EOFRACE Kahle and Homer(1985)= Xf|Z9|
dA0 10| § Yote | Helel AMNAQl ojo| X Hat
Al Feelofof et ME0| tiet BIH7h FOHEICH: Xgt
A 7tdg FESEQICE 12|10 Parekh and Kanekar(1994)=
Fnmdol AMA ofEyd 2ot MED Hetdo| =2
= LEFoLt Hetdo| B2 Me LIELX| 222 2d
SIRACE Olet 22 ZAutE2 FuREo| Oj24d0| HHE Ef
Zot FO0f o=0f O/l FTS Lot =0 A0M Zn
2ol o[o|X|Qt HMZ O|O|X|e| Xgtdo| 1qE|0{0F & 2
Ojstct= A <|o|sict.

MYATER T, A, =24 SC& FdEl=&
ol ME[X ofgdol HFUAOM BaE =QlICh=
e HOFRACKHO; McGuire, 1985; Wright, 1966; Cha,
1989). 3t Joseph(1982)2 &I @EO| AKX Df210| A
S0 Cigt oo HFZM Fof oo ZHI HHAE MF
of sl 3EEE FIISICh=s A2 YHSIRCE 13|
BWE Ei=7b HEY 2E HEQ dE 4 FAH HAE
2tH0| QUCtn & [f (Rossiter & Percy, 1987), &1 23 09|
2ot HYWE B{EO| IS ORICtn g = QUACk d2|2
2H[ARO| Ef=7F 20 Cis 22|90 =25 70 2=
otgt &2 =0t JHEE Ijf FuEo| Zits HHMEQ]
TO§ Q=0 FES OXICkn g == QUCE. oo w2t CHS
ot 22 7hdo| AFEERUALCE

<H2> X|Z1 ZX0|= ool o= Heof w2t
21 2i= HEQ 2E 2 HEdol o2t o2
A LEtE Holct
<H2-1> %X|7I Z3xjo|= oM 2ol Ma|X of
4ol W2 a)EME EfEof b)FOfo|E= HE-
2 XM et Ch27| Liete Zolct.
<H2-2> X|7] E3KXjo|= oM ZEO| MHE 0§
doj| e a)2E Bzl b)Foiel== X E-
2 Mehdgof ek chEA LtErE Zdo|ch

33. e A & A=

Mo

= 0N 2| OjHE2 H2|H OfEH-G(2/A)nt A
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HA ofgEd(U/M) 2 2510, NE-ZE7E Mt (/)
o IrE HFLAOIM 2atE ASSH7| /o & HATE A
AlSHRACE A2 REo| de[d ojd 2F-THD vs. X)x
HE-28 Mg vs. M) ZEO| AMKE ofHd 2%
(2 vs. MxHE-22 Hgtd(2 vs. M)Q| HE 7F A
7|(between subject design)E SIQICt. ZEO| DMt X

gde samoloz MY 322 HAS S8 E K
=]

J

O|C}. Ole &2 =HPHOIC Xjo|of M2t Fg& 4742
Ttoll chal A7 SEEALl 2E=AE ZAER{en, 2
E Ej=et 70§ 2=9f Xt0|7} HS &AL

XSSO0 A HE OhiM= ooz EEEIRACE =2
Aol M EE 950 22 2 2t I Xl ZEXo|=
HUESO| FNOM O|8E RHES T HEXQ 107] =
ES9| guo| o|&E EES(BBQoIE?, BHC-HA|H, =
HIX|Z-Me Tl A ZIote-He R, nEXZ-0122, HHX|Z-
7MY, =2SXZ-d=2E, =A0|F0[X|Z-0AHE S, T2
FHL-Zad, HAZHLR-2H #)0] MEE|RACE . Lot 7t 9
giolo| SH|, & 2HME H ko] ks = Fotv| I At
==20A 7hdel E-ME XYZ X722 510, HAX|=
‘s HS X 7 L= O[RX] ZXH 100% =L MHS
o2 S HMAISRSH, oot 2 & SLE ALt
ot 2 a9l MUY ZES Yz HlH yd
4z, A

A ro

3 HA ofHd 8=, ME 222 Moy Y=of gt
ZHHUE FAol AFHZAZE HAIE[UC.

34. A igA A 2Rt

Y OidAts 2 AFERK1Z BE-E 30)o| F 51
TEOl 16-24M H HEBL T - 11 - Off SHlZ 2R HO|
Z=Z=H(convenience sampling)d]| 2|8 MHEZ|QUCL O|2{st
#2 A0 wat M2 XSG AFSIENM, X[ 174E O|LY
meAO|= K|7| BB DO ZHK 30082 CiAOR A
HO| HAZIRACE MY EIKL T 50%= ZAH1509F), 50%
= OX}(150H)0| 12, O|E2| T+ HHL 21.08M|(SD=2.503)
ALt

2 ZAE HAISH7| O|F0f| HAISH AAREAE S5l 4
ok 27kK| 2l ofEd Rt 27X HE-2E HgdEe
22t Th2A MA|E 474K BRI A2 S, £t 274K| Al
N oojEd |l 27X ME -2 HEdE 42 CEA
XXt 47X BFQ| Xt= 20| 4712 FEHo| ==|Uct

JgfLt MMAE ofH-da M fHdE0| B & w0 My
40| ¥2 Zz= s ANE =g Me|d ojEgo| B &
S Mohdo| 52 oHYRe 22 s¥st A ™ X=FE0|
Cl22 & 8F0| ot 6F9 A A==22 EIHt It 55t
ALt

Jgez2 MYE DHX 50EMS 1742 A & TTHol| Y
X5t 652 H o A=FE=S O|8510] & &Oo| HA[FRALCE
WY 2E o4 ME-2E Hedo| mE 2ol HX|
E 00t =EE|QICE ol OHXE2 4EXIE 8o 2
o MHA of-dat M| g, NE-2E M, 2
EHz, 70§ 2= S22 HE 22 FYE HEXE Xt

o ol

717\ Al BfAl(self-administered methode)2 2 ZEHGSHGICE
HES AT ATZALE 2017H 8F 21YURH 28UTA|
A, 2 ZAbs 93 MYULE 202K HEXALY|

2Ol OS2 AAEY| Q0| 2|5t T ALt

2 g70 o|8E 2 E HaE 58 HM(1¥=Ms 11X
QICH 27-=9HZ 1 ©X| @i}, 3FP=L.S0|C}, 47=f7t 0 &
o}, 5F=01< 2EChE F7H= AL

Fnmdol H2|X mfgd2 d(familiarity), FAHS
(similarity) 3! ZZHA(likability) 22 AMEICHTan, 1985). ™
A, FUMHE Chun(1996)°| AHIRE 7|XZ 510 . ‘ZnnH
O] XIZZo| Ct’, "FNRHO| HOtsiCy, ‘B nHH0| &y
X| YChel 3%, FAMdE Nam(2002)2| ¢I71E Hige= '
SUREO| LIt FARH HQICH, 'ZamEe Lot AQ|
H|=slf 2QICt, "oQl 2R -2 Liop At HHAI0] H|X=sY
g2olcrol 3 2, =20 tfsiM= Park & Hyun(2005)2
o1 8l Mackenzie, Lutz & Belch(1986), Atkin & Block
(1983)2| GIFLE 7|=E ‘L= ZDZE0| CHst0] 242 =
20F, ‘L= 2 Eol oF Zof ECf, ‘L= Zd02E0l &
ACre| 3geez FHE[RALCE

Jde|o Zag ol AMNX oj2dde  Solomon, Ashmore,
and Longo(1992)2| ATFOA ALBE E &2 & A0 X
St E HHEsto, ‘FU 20| ofd (Fd)AaE 2tHSICE,
‘EandEo| AzFolcy, ‘FnndEo| YEsd U MASH
CP, ‘@z do| HCfXo| 7§40l ot “F 12 ™o| Y
0 MTAZCPO| 5 TR 2R RUCE

st ZnodEol Mot Till and Busler(2000)2] A4+
£ 7|2 5}0f, 'R EO0| X[ 7| HHE0| HASICH, 'F1n
DHo| X 71 2HEo| & OfZ2EICY, 'FnDEOo| X| ZI =
Eof 2otAo|cy, "2 R ™ol X| ZI B E0| Hetsioro| 4
o2 FFE|Yort

BHolE EjE = ‘L= 20 E 21 0| X|Z] EZHE0f| CHSY
M Z0I5t= 0 30| 2Lk, ‘L= #1nE B 0| X[ Zl &=
Heo| s =20 7iCt, ‘L= dnE 1 o] X[ 71 =
0| Cjsl RE=SICtD = 7ICko| 323 (Lafferty, Goldsmith,
& Newel, 2002), {10 Q== ‘L= 240 E E1 O] X| 7l &
HE FOIE D2{5HA £, ‘U U8 21 0| X 2
BEof ofgt Foi7t s40| &of MLk, ‘L HUE E1
0| x| ZI 22H=2 of & Z{0|Ct’e| 328k (Park & Hyun,
2005; Cho, 2006)C.2 =™ T|QALCT.

e

4. A 2t
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Et &= E X|10st7| et = 2F A ZA(manipulation check)
HAERACE R=E2 = AEHAE QsiM 2=l M2|H
AMAE o 2|0 ME-2E MNgdES "otste A
AZE AAZ|QACE AR BALS| T At 2 At =Y
Aol M 20| HFStD Y= 16-24M2| T - 1 - O &
X't 170 Ol ZRiXto|= X|ZI HHE Fof Z
ICh 2 A7l = A ™HolM HIE X|ZI9| F2 AH|B
aoz dHdg HASIIEE AZALNN
HeE ZFldst= Z0| B} TSCtn EHEHSHRACE
W Xl ZHX0|= E}MEESS| 10| 0|8
| AFRIZ X[ 7] EHE 0§ ZRXSO|A X
1Y 30M & ot BILE St=& 5ty
o & At=7t = ME[QACH SERS| U HIEE
o d32 20.124|(SD=2.528) %I C}t.

oiF @Eo| Ma|M mjHMe HItn R ZHSMA
(M=3.822, SD=.634), OjX}kl7L(M=3.456, SD=.575), A{siZ
(M=3.330, SD=.713), QL{9(M=3.319, SD=733), A=
(M=3.085, SD=.586), X &iZ(M=3.000, SD=.609), 0|Dl&
(M=2.941, SD=.999), 3}H2(M=2.922, SD=.781), HX|¢&i
(M=2.856, SD=.856), Z14A8i(M=2.711, SD=.690))0| £
o= Ko7t = tE YA TFREMZ 0|80 BT &4
1}, F=6.325(df=29, p<.001)& $L9|st X0|7} U= Ho=R
L}EFRECE.

mao] MME DjAOE 2 S GIXIHIT(M=3.887,

o am % >

on oMl
mn
ﬂ]|0

ne
o

SOoft > B o Hozrotrd B O 3
w et ry
8MEN

= - m

e o

o r\

|'||]|_:]IT|_0EI-_'_I—>|

~lo Hl

tu
o
mn
Le)

SD=.634), A{FZF(M=3.593, SD=.909), %JL4SI(M=3.373,
SD=.869), SX§A(M=3.367, SD=.697), ZE(M=3.067,
SD=.689), FX|#(M=3.020, SD=.903), 0|2l (M=3.020,
SD=.969), FM¥Z(M=3.000, SD=.737), B}H2(M=2.600,

SD=.981), Z4#(M=2587, SD=.837)0| #Q& L}E}GIC}
Ol ZEo| MHMH oiHyd B Z4l0] Relst XH0|§ EO|=
K| ASotaAt LUHE M (one-way ANOVA)S HAeHZE
If, F=7.334(df=29, p<.001)2 EAHXoZ Qo8+ X|0|E &
ACt.

HMED L2 Mebdof sl B 442 F THA(M=3.958,
SD=.796), O{X}%l74(M=3.642, SD=.688), A{%4%I(M=3.558,
SD=.921), 3PH(M=3.342, SD=1.199), |l4&/(M=3.333,
SD=.954), H%E(M=3.033, SD=.904), O|RPIZ(M=2.975,
SD=1.107), ZA#(M=2.800, SD=1.145), ZZE(M=2.792,
SD=.670), MX|34(M=2.733, SD=1.021)0| ®Q=& LIEILtS
o, YQHEEM AL, F=5670(df=29, p<.001)22 S0/}
Xto|E 20|2 Art.

O[2{ah AFHZEAL ZME HIEgozZ d2|X ojH-dat Mgt
Mol B E £2 pEE QX1A(3.822, 3.958), Al2|X OjM
2 =1 NMPYHo| ¥ RE=Z ZTE(3.085 2.792), A2|H
Ede ¥ Hgdo| 52 RE2 o $(2.922, 3.342),
HElH ojEdn Hetd 2 & He2 REES TX[H(2.587,
2.800) 22 MAESIFICE

AChE AN ofEdant Hehdo| 2 2 ZE=Z o
APEI7H(3.887, 3.642), LIMH Ofzd2 w1 Hego| &2
DEE 2455(3.067, 2.792), ANE OjEMe L1 ek
0| =2 RE2 5P3R(2.600, 3.342), MH|H Oj gt Mgt

OR|etez, MEld oigd2 =1 Hgdol %2 2E
#2230 oist 45 2t

Ege R1 Hgde =2 22 ofge0 et 24 2
1t t=-2.571(df=29, p<.050)2 {2t XI0|7} U A=
LIEFRITE SHE, MY oi8d2 =1 HYgdo| ¥2 22
#2230 oish MNH oiEdn Mygd 7t g5 2 Ko

£ ATTH 21}, t=2.214(df=29, p<.050)2 [{2[¢t A0S &
Ol= A= =HQISHAULt Lot UMY HE2 H1 HEdo|

52 DYY 20|t AS AT =4.105(dF29,
QOI8H K07k Y= HOE LieCY.
Ol9h Ze B4 NS SoHM DIHND Mphgo B £

MBS MA|Z[of =AE 2Ol MFHE|AUZO0| 2l = RALE
42. 7}M H=

421, ZEixjo|= o jaEd Frof e &0 Zut
xtolel 48

2 olfs X7l ZAK0|IX T AEOloN BHo| Al
N ojzidat AHE N HEo HE-pHol Mot H
0| wat AXHEIE = BT S0 of 3 Xjo|7 Al
Sl Yopwy| gt Zolch H1S o] nj2iMol &
2 H 97t 0j2Mo| W2 I =t =S Bzt TOf o
&2 ZOI7IE AEEY| 9Bt Holch 7t BEES o
SURE tZS(Hes)S O[30 S T AR 0| i}
B bmEA0| AAIEYCH

<Table 10Xt 20|, H= E{Eof Chat A2l oj
Ho| &S DO 3t B FZHS 3.217(SD=947)Ql BHd
MEl® OjziMo| we oo Cf3E ZUS 2667
(SD=.859)2 1 XI0|7} EAXMc=zZ Ko|st ALt (t=4.301,
p<.001)E 0|7 QICh. 3t HRhe EfE0f Chst AKX of
HEolES DUo| W F S 2977(SD=814)2, A
Dj2iA0| WS 0| C3H B 2 3t 2593(SD=856)=Ct 5
HAHMoZ Q9| (t=3.245, p<.001)3t X}0|7} Y= Ao = LIE}
WCh $HE, FOjolE0f Cfst Al2|E ojzido| 2 @l
HFYS 3.103(SD=.999)9! HHel, Al2|H Df2iNo| we o
ol H RS 2637(SD=903)2 EAMOR o3t Kto|
(t=3.466, p<.001)E 0|2 O, TOHOIE0] Chst AIX=
Dj2iA0| 52 @o| B 30| 2.887(SD=879)2 WC @
2ol M #gt 2.530(SD=.966)=Ct [9|(t=2.730, p<.01)s}A
22 A OISIYCL Math 2 AF0IM A HI(H-1,
H2)2 XIXISIQCh E3t F7p80l 2M2 S8l0) Chem 2
2 Zils ATt =E ol ofgt MalK ool &
S 720l Yo Ao B 20| B & AKE DjMEC)
L0|BA =A LIEFSE S T{(High:  t=2.420, p<0.050/Low:
t=2.237, p<0.050) OfC|=0f CHst AMZ|H™ Of=H40| =2
Hool e 4 90| W g0 B & ANA ojMmDt 9o
SIA =H LtEFGCHHigh: t=2.232, p<0.050/ Low: t=2.107,
p<0.050).

N

2
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<Table 1> The mean and standard deviation of brand attitude and purchase intention according to the attractiveness of the model

and match-up

Dependent i Match-up(High) Match-up(Low) Total
. Aftractiveness
Variable Mean SD N Mean SD N Mean SD N
_ High 3.740 884 50 2.693 686 50 3217 947 100
Psychological =" 2.840 757 50 2493 926 50 2.667 859 100
Attractiveness
Brand Total | 3.290 935 100 2.593 817 100 2.941 943 200
Attitude , High 3.260 839 50 2.693 686 50 2,977 814 100
Physical Low | 2840 | 757 50 2347 886 50 2593 | 856 100
Attractiveness
Total | 3.050 822 100 2,520 807 100 2785 855 200
_ High 3.687 922 50 2,520 687 50 3.103 999 100
Psychological =" 2.833 769 50 2.440 988 50 2637 903 100
Attractiveness
Purchase Total | 3.260 947 100 2.480 848 100 2.870 978 200
Intention , High 3.253 902 50 2.520 687 50 2.887 879 100
Physical Low | 2833 | .769 50 2227 | 1.053 50 2530 | 966 100
Attractiveness
Total | 3.043 860 100 2.373 897 100 2708 939 200
422 ZHKO|= FnDHo| oM 2 Y MEMo e Qo| Z 20z NE-ZE Mehdo| g2 ZEo|H 7 g2
ASEIE o] HE 2.833(SD=769)2 2, HNgldo| W2 REO| H & 442227,
~ R SD=.1.053)2Ct =7 LtEHGLCE
H2& K| 71 ZXtO|= &1 ZH QIS Qs MEst&n

HEO| ofEH(W/A)0| ME-ZH HPH(/A)of et 2k
E EH=Qt FO0f o|=0f OjXl= FTo| Xt0|7F U=X| Yot
2= Z{0|Ct. Ol @lsh Fn=Eoj| CHot M2[X ojdat
MM ofdo] MNB-ZEZE Mg 2o 4= EHE
2AFUS Aot JPYSIQICE EOt fMEHoZ 8%}
7t FnmdEo| e & JHX| Ojdo| &2 4%, NE-ZE
¢ Metdol &2 REE &8s A0l O 2N 0|
2te 7t S HESIQICE X[7) ZRiXto|= &0 AmQl 2
o AMNZA OB ME -ZH7E Moy Feof et 22
L Efzo| XtO|E 2Alot ANE AmEH O 3at ZC.
M HAISH ZHEO|M 71T Bt 20|, ERHE EE=0) Cf
SiM A2 Of2d0| =2 242 ME-Z2 Hgdol g2 &2
2ol E o 0| 3740(SD=884) 22 2 HHO| F o ot
(M=2.693, SD=.686)Ct =Ct. AlZ|N Oj2iA0| WS mElo
40| NE -EE Mehdo| =2 ZEo| H o 7k 2840
(SD=.757)22, M3tAM0| W2 mEl (M=2.493, SD=.926)=LC}
= LIEHGCE B AMMA O™ ETt 22 DEO| 4 R0z
HE2-2E Mahdo| =2 ZHo| H # 70| 3.260(SD=.839)
oz e goo| I 7 ZHM=2.693, SD=.686)=2L} &L} Al
HZE ofjEdo] R ZEOl H 0= MEB-ZE HHo|
=2 RE  E & U2 2840(SD=757)22, HLH0| 2
DEo| I 7 Z(2.347, SD=.886)0] H|3| ACHE o= =Cf.
Jd2|x Fof ol=0f CHet 24 Zu Me|Xd ojHH0| &
242 MNE-ZY Mol 2 ZEo| H+ gto| 3.687
(SD=.922)2 o molo| H 7 7Zk2.520, SD=.687)ELC} &
ACE d2/H 0| ®2 ZEo| F R0z HE-ZE X
20| =2 REO| H 72 2.833(SD=769)2&, g
O] ¥2 EH(M=2.440, SD=988)=Ct =7 LIEtGCE 12
I AMHY fY¥ETL 52 ZEo| E 2, NE-ZE Ho|
=2 poo| I 7H0| 3.253(SD=.902)0 2 LS muo|
T (2520, SD=.687)2Ct =Ct. MHZA Of240| R =2

O2{gh Zutoj| CHoH x| 7 ZXto|= FnEEHO| DY
W HE -2 Hgdo| E EME EBi= 3 FO0f oo
T gifet =18 SXNE Pt JA=X|E Lot=I| /5
O O|dHFZLEM(two-way ANOVA)O| HA|Z[RUCt A,
<Table 2>0| E2{E E{0f CHot DOl AM2|™ oM
W HE-ZE HHdS a2, o2y g F =it
(F=22.549, p<.001)Qt HXB-22 HNotMdo| F Zuf
(F=36.179, p<.001)7} oot Ho 2 =OIL|RUCt. A2[X Of
HY0| =2 2 (M=3.217)0] X2 2& (M=2.667)0] H|5H
2 EfE7 o0, NEF-ZE Hgdol x2ZE
(M=3.290)0| &2 ZE(M=2.593)ECI = dHQl EE EjT
£ ZHEICtd siME £ ok ot AH2lH oiEga HE -2
2 Hehd 7o 4= &g 2iKF=9.131, p<.01)7} ®olet A
o= LIEtRCE &, H2|H 0380 ME 22 Efeo| ¥
o= MZ-22 Hgdo| wat 2Tt g = ULt

<Table 2> Tests of Between-Subjects Effects of Psychological
Attractiveness and Match-up on Brand Attitude

Source oot | o s"gﬁz',; F Sig.
Squares
Corrected Model| 45.517* 3 15.172 22.620 .000
Intercept 1730.681 1730.681 | 2580.180 | .000
o Z{)‘in‘zgg's‘f(‘k) 15125 | 1 | 15125 | 22549 | .000
Match-up(B) 24.267 1 24.267 36.179 .000
AXB 6.125 1 6.125 9.131 .003
Error 131.469 | 196 671
Total 1907.667 | 200
Corrected Total | 176.986 199

* R Squared = .257 (Adjusted R Squared = .246)
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Psychological
| Attractiveness
375 ] Match up
—— High
Low
3.50
3.257
3.00M
2757
2501
U T
High Low

Psychological Attractiveness

<Figure 1> Estimated marginal means of brand attitude

Cheoz, 2He EfE0) Cfst Sz 3ol AMXE ofd
DHE-2E HoHS HOERUACE <Table 3>0iA{Qt 20,
MAE ofEde| FZuKF=11.606, p<.001)7} F2IStA Lt
EfLt XA Oixd0] =2 EFEWM=2977)0] Z2 ZE
(M=2593)ELC} =2 HUME EEE JIX|= ZHoz SoIg|Qd
C} ME2-2@ XstMo| = ZuKF=22.187, p<.001)E L9
ot ZJAo® LIEfEO w2t Mgdo] =2 23 (M=3.050)2|
47t @2 ZEH(M=2.520)0] H|s{f 2HE Ef=7t EH H
b ACE 2Lt ANE of"da HE-2E Ao 7He|
22 2E 21 (F=106, p>.05)= gl A= LIE[LL A
A ojsMdoj 2 E=EE Ejzo| Hmk= ME-ZE MM
of et Hepdicto g = giCh

<Table 3> Tests of Between-Subjects Effects of Physical
Attractiveness and Match-up on Brand Attitude

Type |
Source Sum of df SMzzrr‘e F Sig.
Squares q

Corrected Model| 21.459* 3 7.153 11.300 .000

Physical
Attractiveness
Match up
—— High

Low

3.251

3.00M

2,754

2.501

2.257

T T
High Low

Physical Attractiveness

<Figure 2> Estimated marginal means of brand attitude

Lo 2 F0f o|=0f ciet HnzEo| ojaEd Mt XE -2
H Nohdo| 2ME|ACE MK, <Table 4>9| Me2|X Of=-d
DHE-ZE Metdo| ME Fof Q=8 2, M2[X oj
‘do| F ZmuKF=15.071, p<.001)2t M & -2& ZHgdo| F
K 1KF=42.103, p<.001)7} {olst Zdoz ZIL|QULCt =,
HEH o240l =2 2E (M=3.103)0] &2 REH(M=2.637)
of vl 0§ °|=7t 2o, HE-ZE Matdo| 2 2
(M=3.260)0| &2 RE(M=2.480)ECt MLHFHOZ &2 0|
O|=E TJiEICtn =2 = QUCh EEot M2|E oMt HE-2
H Moty 7to| 4% A8 =t (F=10.347, p<.01)= 9|3t
Ao= LIERICE MEtA HEB-2E Xghdo] olsf Mz(™
ofsdof 2 Foj o|=7t Hat &S & 4= UCt.

<Table 4> Tests of Between-Subjects Effects of Psychological
Attractiveness and Match-up on Purchase Intention

Type |
Source Sum of df s“:ﬁ::; F Sig.
Squares

Corrected Model| 48.784* 3 16.261 22.507 .000

Intercept 1551.245 1 1551.245 | 2450.519 | .000 Intercept 1647.380 1 1647.380 | 2280.057 | .000
Physical Psychological
Attractiveness(A) 7.347 1 7.347 11.606 .001 Attractiveness(A) 10.889 1 10.889 15.071 .000

Match-up(B) 14.045 1 14.045 22.187 .000

A XB .067 1 .067 .106 .745
Error 124.073 | 196 .633
Total 1696.778 | 200

Corrected Total | 145.533 199

* R Squared = .147 (Adjusted R Squared = .134)

Match-up(B) 30.420 1 30.420 42.103 .000

AXB 7.476 1 7.476 10.347 .002
Error 141.613 | 196 723
Total 1837.778| 200

Corrected Total | 190.398 | 199
* R Squared = .256 (Adjusted R Squared = .245)
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<Figure 3> Estimated marginal means of purchase intention
Fnndo MMH ofHdu ME 22 Hado o2
oy ol=2t EetXls XE 2Met Zit= <Table 5> ZC}.
THH2=, MUNY oEEo F 2IKF=8.521, p<.01)7} Lt
EtLE 141 Y DiEE0| =2 3 (M=2.887)2| 8 2, H2 &2
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Ao, ME-2E XtHo| FHuH(F=30.067, p<.001)= &
OISHA| LtEIL} Hetdol &2 2 (M=3.043)0] H2 =
(M=2373)ECt 0 =5 =0l A2 QL) O
2L MHA o0 HE -2 Hgd e 428 R
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of dits MY D80 Fof o|=0f OjX|= SE2 H|
-DE Hobd FEof Qs HERXX| fEChE A Q|
C}.

r

T o

b

<Table 5> Tests of Between-Subjects Effects of Physical
Attractiveness and Match-up on Purchase Intention

Type Il
Source Sum of df SMzgnre F Sig.
Squares q

Corrected Model| 29.006* 3 9.669 12.952 .000

Intercept | 1467.014 | 1 | 1467.014 | 1965.198 | .000
oo w 631 | 1| et | 8521 | 004
Match-upB) | 22445 | 1 | 22.445 | 30067 | .000
AXB 201 | 1 | 201 269 | 605
Error 146313 | 196 | .746
Total 1642.333 | 200

Corrected Total | 175.319 | 199

* R Squared = .165 (Adjusted R Squared = .153)

Physical
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<Figure 4> Estimated marginal means of purchase intention
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