SR RPN PR
Korean Journal of Consumer and Advertising Psychology
2008, Vol. 9, No. 1, 127-147

#3, oA, 2R AT AHEHE
BAE ofnx] TGS B ol 2H 1T 2L AL

LIS

B ATE Fnsh oblE, 244 AT Fopold RAHelnE PSS A8Ele] & §ol
9 HAE o|UAE oA Ao Gt FTalor T At e o] 2H AL
ThRgl) olulx] Ade] Yo AgHE SoIQlolE BTo Aol 4]

A

ool A of o] Folg lujetu], ol Apdshzet Hlofo & AUA WA
] =
s

E el 43 e Felvt olFolAA] ga U Aotk webA £ =EAE A
2L, vHIE &b Al HAllE ofmx]e] Hert oA vl geAld g 71E
A 7S AR HIAE omx|e] oo tiF s AVE F olHd A W
A PEAS dAS LA st ohge Av|Ae] Huwsl FES

ol
R G O EE RS R

A=e] Jehd 9o T Bk AAAL Qo golsior F ATt

[
=
[
o
=
>
-4
ox
=
ol
tlo
s
rlo
o

T wAA A - T2 olFox ety JdEZTHGASHE iphong@ewha.ackr

- 127 -



sHEARBESIAl: AR 2T

o

F1, v, 22 2HREE Al
o] X (image)d ol At 600] @ Fok nj
G HHACR AMEEo|ga E3 FEHoR
83 d o HeEoigttt 1950 d ] Bl
olm|z]9] 7ido] wiAE TAlE ol &
Ao 2fd o= omAe Fast nt
B, MR E, PR EoF Ao By Aol
71 e A7 FAR TFojxlen, o
&ML Fafsle Algely BalEe]
S0l 7]l tiHE s < o]
*J’EJ%F FEA AARA 3HFH
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ol gle @itk

A AN olmA]

TG BAste] Aty oo @A
£45% Qe o5 wEer Fug v
A=

| 2M)A AT RollA GEHOE ol
A ﬂmmzﬁ 2452 el
AAE wAAgeEA olnlA g
o] ZlA QAN oA ThEolA oA
of W o|2H BS vhss A% BHow
g
o fa B AT Al K AR
2ASGT A, B APE 71E 2AATE
53 olulA] Aidel ojgA Ao A3
sigkeAe] val Awnm, oluxe] Aels)
Adsiel glel BgAol A AdE
etk EA, oluAE Adasied 9

A St A gkel] 2
R e N LT IO LEE
Aolehed glol Bt Aol nE 71249
P14 s S e A9 2

iAo EAee 4

A Aol %oﬂ Szstel elein
zAslol @ BeAe At wAe
o oleld w92 wgow wy ¥ o
22 A5 Folo] gloiAle] ofulxe] v
s slolsels AN Aws

o]
AR

o[o|x|ef Fe|

23, Wﬂﬁl AB| A, PR, 28]aL A
4 EokellM efmAle] id2 Hal=
7]?3 olulAl, &3 elnA, CEO ol
=7F ofmAl, AR AFUAl el
‘T‘EZ]' ojnjA] & T SHa Gl 4
oH a1 AT A gtk Fa B PR Fofl
A 714 gol Agdn dE olnlA shde
Q7o) Fe4e dealE APt A
o slo} FAhsh BaHel YA, WaHe
2 29 olnlAe] ot Belsh 24zl 5l
A v A9 A7 e geln Any
o A&4E Holir] olATKARA 2004
Dobni & Zinkhan, 1990; Martinez & Chernatony,
2004; Poiesz, 1989; Stern, Zinkhan & Jaju, 2001).
A olmlAlehe gole o5 s
AHAYE Bolld Ul bl 2ol gol
2 A2 g deh bige 494 Ael
M BE AFEN=S a7 WAl 7
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A, 47 elmAhein APetn slek
onlA gk goli BA LMlARYEI u}
AW ol e AH8EE Aol ope ¢

i

=
Helst woll A= Ul AMEE T giek A
Sl dwAoR @ Aol ofd oy

=
Eimlo&r&

oAH o7 AZ}A o|n|x| 7 AR &
Had FJEE ATAFS
= wWisks 719 ZE e AH wiziA
E AAsk7] el olr Ay Al magery)2] A
S A}E-3F9 th(Paivio, 1971). Finn(1985)%= ©]
NS AEZ AR FH2A A (symbolic
association)2] FFAZ HFO™, Kosslyn(1983)

o olnAE AAE AZA AF glel= A

ottt ofo i-ﬂ

= A7 = B

£ A Be AR ATAFE Hese
¥ (representation)o| 2k Aol th  o}&E
Mandler(1984)+= ©]H|X|7} A& z}=of|qt =
FHE Aol ohlet e pzelE Asdn
1 FAG Y. SR Ale)E Folo|A] o]n]
el o HyAoz Wolso2 =

g e
el gtk & + 9o (Lyman, 1984), ©
= opRs 2uAdE Boel Aol
2ol o)A AN v & &
Olﬂ-

olm| x|} #HHI AFE EAPH Gardner9}
Levy(1955)7F 259 =Fox HaAl= olulx]
S et Zlo] Hal= omA]d] hgt Hx

=

o

o AFHY Aoen wolEdATh o|Ee
AgAQ aule] Pl Fo] 2AE BE

S O[0jX] F+g7HEol| chet 012X T& X H|ed

o[z 7dsle]
Aolgtal A AshH, Hrp Fuje] 2|44 7]
2] ofnA] 891& FRIstuA} Al =5 E‘r
a5L omA Y st SlojA AlFS
22 &4 W oy AA aEla 4 WM
F4e AYa dvx Lkﬂ *H]ZH Ué

NE Q2w U 9%

T olmA]E= 1955 Gardner®} Levy(1955)7}
e onAE Hil=d digh Az, =7
Bx=eta gojata T e Fag 9l
o8 ZhFste] Ajbeiion, 719 ofnA] ¢

T2E 1958 Martineau’} 7|9 oln|x]e] %
7] AFE Fasteth T3 Martineau(1958)

7 719 oAl eke ApHsEHE g o R A|eh
@A ollAlE Aol BEs s B
e diFlste] ok oA AoHA
(McClure & Ryans, 1968).

oA 71E9 olnA] AFoA Bale
o|ulAst 719) olulxl, A oA} olg
BOE 1 & BAEAEA 2S5 A

PAT F3S AHEux g

B o]m]x

79 g7 mre zaAel AdE ¥
oI HAE olnlAd] G gels nas
Vsl Adel AAE dA st 2
wao gepgen Qe 44 A= ojnx

Arel 74k el Aol FEan 1
:rudoo]oﬂ sk 6‘1-_4“‘_ Tfﬂxﬂi O]—E}O]Z]jl
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h=glEleelA]: AB[AL- T

o

DA Fot ARt BAE olm|x] AolE A
Az WFstetel o ofnje} ?Hﬁii
Yere) el Al o] glo] 9. u

A= ozl gt P& LutA(generic) %
, 737 72| A (symbolism) 2], oJv] & w|A]
22X A9, 2]Ql3Kpersonification) ZA]2] %
9], QIR A(cognitive) 22 2] (psychological)
827 oot A7t Addnt 3ot (Dobni
& Zinkhan, 1990; Stern, Zinkhan & Jaju, 2001).

BUE ojnAE Aoz Foe
= HATUHEE AR A ZKperception), L#] 1L
2 2F A4 A (reality) 2] F-2l(divergence) S
z A fdez FHosle=
73 $-o]thDitcher 1985; Herzog 1963; Snyder &
DeBono 1985). 1714 AH|AFe] x| Z+e BT
U AE & dudz dgse 4 HeE
ST Herzog(1963)E E#E o|n|x| & AH|A}
Bo| O JEACRYH A= 5\_‘3]1}5:94
Q1 7Kimpressions)2] Hgtolgfn F&
28} a1, Snyder®} DeBono(1985)= 3—4 o
Asoft sell) H WHAA A& AL A
olm|Ald] AT3dlE AR Huls oln]

AFsATE HF Diccher(1985)= ©]m|A| 2}
S AFel A8 + o, o] o
AFS] 54 (raies)o Lt

Zo] ol gt HA Al <l Kimpression)

lo

= iJJ-ZJ o]

Xl

2] =

s

(quality)&

to O m

Azt 7S A3t AME(objects),
6£ﬁ(actlon), Aoy (words), L™ (pictures), L]l
QI7F 3 F(human behavior)®] A2 %2 3}
£ 7$o]tkBhat & Reddy, 2001;
1988; Levy 1958; Noth, 1988; Pohlman & Mudd
1973; van Osselaer & Alba, 2000). Levy(1958)&

Bromley,

AgEel AL M SlsHeR ROl
% gesh wa ohlg 1] Fi 9o
@] 918 AE Fgen A9ewA
=9 7154 %ﬂd B wF ohuel Hil=l
ApElA efnjs} A Fel SHE uHsfoR &
. %3t} Pohlman®t M
3 AR FYste 1 < BE F M
@9 7HE rRiva dHsid, e
AFe] 716 et 0}‘4‘3} 38A 7Y
A& omANE AxsISiT
ojujo] ZHojA Noth(1988)E H#:E o]n|x]
2 AFo] ZE 7T GignZA AT
Bl onx|9] ofn &

component) = A& i, FHA 71|, A3
A QA & vxated ol2lg oW EA

udd(1973)= =

obge 447

8 A(semantic

LA4E A= A|Fo] 7]38kKsignified) H FE
2t Hoyrh o}&2] Bromley(1988) = H:M=

ojmjAld AF %
gtk Arebith
A A A2dM e Bills oA
ol & wf At AEel daE e o
AR S-S 7dZ3THBromley, 1993
Grubb & Grathwohl, 1967; Levy & Glick, 1973;
Reynolds & Gutman, 1984; Sommers, 1963). ©]&
& WA BIe onA shte] FAd
gk AHzEe] A e HE2(levy & Glick,
1973), AlFol 74zl owe} A Z4d AlF
1963), =& A& FAH 7]—7(]
(Grubb & Grathwohl, 1967)2}aL 7 2] = ¢lt}.
Reynolds®} Gutman(1984)2 BHl= o|n| x| & A
Foly M| =2 FAARTE AEAAFE
g s 9 P|(meanings)e] FFA gt A
33, Bromley(1993)E H#l= ojnz] & ¢t
1E9 £9% ahe Aol ohie AE
U A2k 2eAdA elulaks v A

129 24 gL el

s

2] (Sommers,

HY ol l‘l

©
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T4 / 20, 0PE, aH[R AF0IM ARREl= M= 0[0[X] T+7HEoll chEt 012X D& & A|

vl A IR ofQlst SHe] Aoje
BAP= onAE HM=o} Anuate] 74
(personality) 7Fe] < Ah(association) . 2 7 ©] 3}
= 75-°]th(Debevec & lyer, 1986; Hendon &
Williams 1985; Plummer, 2000; Sirgy, 1985). &
W o2 1980t Halo] tiFE Hal=
MeE d7ehe A7k ool dd=ed,
Sirgy(1985)= AbE¥} FLsHl AEFE A ol
1] X (personality image)E 7R YE AL
A3} tl HendonZ} Williams(1985)%= H.H
ol AFS Abgolgta 7Hgsta BAL
T A Z2oa AWshaA, AFES
Ap31el Ao} ojuA| gk dAshE W
Zystal A zbshe e Folslr] wEel

=

= e avae By Fo

A AE BA=o] o]old} oln|x| g} o} X
e 2A 1430050 AT} HE B
A= =

w BAse AAH ¥ £43 Avuxe)

A F-d Al(mental construct) 24| 2] o] ]
Ao Qgon HAL olnAE Fodn
S TKBird, Chanon & Ehrenberg, 1970;

Friedmamn & Lessig, 1987, Gardner & Levy,

[

1955; Levy, 1978; Park, Jaworski & Maclnnis,
1986). °o]2{gh Wigtel A om|= o724 HA|
(external entity)ol] T3+ AAZA FAAZ I
ot B8 AFelA BAs omxle QA4
A2l WRle g Azkidea), = (fecling), BH:=
(attitude), FAIA FAA|, ©]3f(understanding), 7|
) 7Hexpectation) 5O 2 TIFSHA A= e
H) Gardner®} Levy(1955) H#ME= o|n|x|&k B
Aeol s auArt 7iAe A7 =4
23 Bk olsiglon, x4 e A
2] SWeA 2YH oAl Hill=d of
3} B =(Bird, Chanon & Ehrenberg, 1970), H=zi
o i@ A4 duel e A
shege] AT Abwel FFAdey, 1979),
BYe Bl e e o8 BEE A
Z}(Park, Jaworski & MacInnis, 1986), 18|31 A
v z}e] o]s) e} ¥ 7KFriedmamn & Lessig, 1987)
2 JH7® sigith ol@% B ofnjA|
2 x4 w= Aed g A7, HE,
olal, ZItiz, FAlA FA T2 Solz A

J@ Aoge Has ouxg £4% A

Htv —1T—

AN

TAE golst L A=k Al A2
Alzteletal & < Stk

7149 elvlA]

714 e]m|A](corporate image)el] e+ Z7] A
FolHE Martineau(1958)7F 719] ©|n|A| & 7]
o4 £33 AHA ol = A Akle
2 A3, o] T 7)%F SAHTE 7
¢ orAE Wolgole WAHAA AE TE

olaf#A AFAKstakeholder)E0] 7HAE 719
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EENEILEVE

E=IPN T ]

E 1. O|o|x| Hefo| MU

oJn| =]
NI om|z]e] e AAAT
(Type)
AutA A O] (Generic definition) o )
AT onAS Au|z A7t aEln AN A2 @ Herzog 1963; Lindquist, 1974; Jain & l?tgar, 1976;
o] Bee Jzals TBHo 24H fdoz Ao Marks, 1976; Snyder & DeBono 1985; Ditcher 1985
AAF9] ZH 9] (Symbolism) Levy 1958; Pohlman & Mudd 1973; Erickson et al.,
HAcE Ao Ha oluxE Aoy 7S thAlet  1984; Noth, 1988; Bromley, 1988; van Osselacr &
AR, 39, o], 28 2@ Az Fxo] JFAE e Alba, 2000; Bhat & Reddy, 2001
oln] £ WAIA] S (Meanings or messages) 79| Boulding, 1956; Martineau, 1957, Levy & Glick,
nge BUE CIHIAE Bl & w, At AlFel ta ZxE 1973 Sommers, 1963; Grubb & Grathwohl, 1967;
:];i;] g Zzate A$ Reynolds & Gutman, 1984; Bromley, 1993
9]Ql3} &% (Personification) 7 2] Martineau, 1958; Arons, 1961; Sirgy, 1985; Hendon
BAE olnx|E Bl AH|xte] /ATt Ao E A & Willams 1985; Debevec & lyer, 1986; Plummer,
9] 2000
AAF mE 4Held S (Cognitive or psychological Gardner & Levy 1955; Bird, Chanon & Ehrenberg,
elements) 74 2] 1970; May, 1974; Osenfeldt, 1974; James et al.,
AA BAlle oRAH &£A3 Av|xle] HAA FA QAR 1976, Hirschmann et al., 1978; Levy 1978; Park,
9] o]n|| g}e ﬂ/‘ i o], = oln|XZ KA AA  Jaworski & Maclnnis,1986; Friedmamn & Lessig
9} FAAA FAAA= 1987; Mclnnis & Price, 1987
719 eluAle] Uid dAF2e Z)dE 7Y onAE .
- A o o & 1ol o o Martineau (1958)
54 431 FHA gnlel T A4 A0z 3o
7199 g Bl X (Attitude) ]
7196 et 22 o= Tucker, 1961; Winters, 1986, 1988
719l g A4 (Impression) Marton & Boddewyn, 1978; Topalian, 1984;
719 7199 AAQ1 B4, AA A A4 Johnson & Zinkhan 1990
oA 5 19l Bt A2 (Perception) Marton & Boddewyn, 1978; Topalian, 1984; Kilbourne
T3] dutd A zboyg =7 & Mowen, 1986; Abratt, Clayton & Pitr, 1987
71999 B4 (Reputation) Marton & Boddewyn, 1978; Fombrun, 1996;
714¢] 714 Fombrun & Gardberg, 2000
7199 g 7]t (Expectation) )
_ . Topalian, 1984
71090t 9 2 Aloiel &%
71%3 &% (Functional elements) Wedle 1961 Cardoso 1974 Rine 1979 Kasuli
AR olmA= Foloby, Aulxe] A A = AW 7 ehe 2oL afl"z" )7k’ ﬂf 979; Kasulis &
Lusch, 1981; Hooley & Cook 198
glo] o]gt Auf ASF (retail strategy)2] 5]' AR A usch, 19 oy ?
A Qﬂlﬂ ] (Psychological elements) Martineau, 1958; Arons, 1961; Kunkal & Berry,
o]‘;]‘;] A7 olmAE AR|zke] =Zd] 7] %3 AR|AH, A T 1968; Doyle & Fenwick, 1974; Hirschman, 1980;

Z8A (construe2A ]2} vl Sol] A3 0| = 9

Engel & Blackwell , 1982, Dichter, 1985b

B34 e 39 (Complex configuration)
A oloAE %A ZAn A E9e &8¢ 45
gl ogr wfF olujA2A 1 Aejelat AP R H9

Arons, 1961; Kunkal & Berry, 1968
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52/ 41, pg

of tigh AwAQl QA e Aozl
Z1golu R AF7F F=2 o] Fo] H tHAbratt,
Clayton & Pitt, 1987; Fombrun, 1996; Fombrun
& Gardberg, 2000; Johnson & Zinkhan, 1990;
Kibournrne & Mowen, 1986; Marton & Boddewyn,
1978; Topalian, 1984). 7]%] o]m|x] A FLolA
MZ HE olel#AA FAAEC] 7= 7
ol thgk <ol FastAl AAAEA 714
olw| A8l A A AKperceivenE Al E3FotE Al
7} o] Fo H thSethi, 1979). ©1d 2P S 3l
2+ AlEskE ] 71]) olulA7E vl At
AAoln] Zb AR #AAN 7hA] R
obe}t 7IHF Hel gk H7bsd7HA =
A ved + de2 ¢ 7 Az, 714 01
nz|e] A 7bE wigog 7)ol A 4

T HIE ASeElE 29 Fad 33t §
A gl 8AECE 59 Foho o
2RE|zke] whe] FejE EES|E St
ohzel 714
%=(Tucker, 1961; 1986, 1988), 71°l
3t Q1A (Marton & Boddewyn, 1978; Topalian,
1984) & 7)Gol| thdt A]ZK(Abratt, Clayton &
Pitt, 1987; Kilbourne & Mowen, 1986; Marton &
Boddewyn, 1978; Topalian, 1984) =& 711 ™
A (Fombrun, 1996, Marton & Boddewyn, 1978),
283 719l e 717 (Topalian, 1984) &
S 2k FolEa AFE AT

Winters,

3 olmA

33 oW A (store image)= %l‘?l’%q—o—i 7%
qel Zug Bxd BE A
I AR B 71§ A G
A Aol 3 AR HoH 1 9 thCardozo
1974; Hooley & Cook 1984; Kasulis & Lusch,

1981; Ring 1979; Weale, 1961). T3l Alz] & <]

AHIAE ATOIM ALBElE B

2= 0J0IX] T chgt OJ2X D& U A9

ne Bzale gelEe A% A ofnlA
il e 72g ARl 744
QA FAAGAR BFHA 2R vk
Soll AR omA= o] tHArons, 1961
chhter, 1985b; Doyle & Fenwick, 1974; Engel &
Blackwell, 1982; Hirschman, 1980; Kunkal &
Berry, 1968; Martineau, 1958). ©]#3F 73-¢- At
ol &B[AE 2 lﬂb Sl

L% (warmth), A3

I-) B ]

A olm R =
£ A2 7ZH(belongingness),

(friendliness), &% (excitement), 1| (interest)

A 2 7HLﬂ§]'°}Mr-U3] i 7\]'?4] AL (state)
o]zt B4 (process)o] tal FF37| = SFS T
(Arons, 1961; Kunkal & Berry, 1968).

s@E ojo|xle] 7ML
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vl
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ArAe Adow AP AL 87

o @ 4 gk AT old Age B

oEAE FAGE T4 eaU HdE

A7} ofrleke AHlA wrge] A, 39
A ofn|A7h ol Felsojolut

o el Ankzoz el Ao
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X 2
rir
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o
=
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i
.
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2 ggan o
detede A=E FE37] ofEg Zolth
(Raymonds & Gutman, 1984). ©|9}= W= o]
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SH=AIRI81EIR] A8|R} BT

= -
o' eRlE® FAH AHolzgtm A<kt
Gensh(1978)& ©]&]3F TE-S wWale] =t

0. A ouAE el 24
A MderA AFe] HA F3 DFolvt
A, aga AlEe] Bt oef dF Te
Ao o|E

w2949 A AFY 54 Ee
7 BADE neieHs A2 g
SHstAY olsfstetl
saEel o8l AAHAS o5 AlFe] A
B2jo]n 75 A9 BRI ohie AFEAs)
AFe] A 54 BT onAlE dst
=l azejHolo drta FHE ol 9
B0l A] Friedmann(1986)& A& A& 2jn]
£ AE 5450 23 8 2049 $AE
Azt wE, 2w old@ A7 wgel WA
s w2 el pAECT Aged

Reynolds®} Gutman(1984)= ©]2]3F oj8] 7}
A 227k BAE olnAE YRkl 9%
g2E PAitE Ao Fostir, -
A H(means-end chain)te= FA QA H
ojmiz| o] g Qe e AW E Al
o o]EL Huxt onRre s} &
PSP P E RV EES
wedahe feldel A2 o2 S AN
g, o714 sz Zx dde AF
(attribute) 7} &Ado] MR A] APt A2
A & & (consequence), 18]3 A& 7}X](value)
o] 942 22 UeiliFH onjAle A= o]
da axse 43tes £94 Adva
o] &3}st Atk

18] 31 Stone, Dunphy®} Bernstein(1966)2 H

42
i)
o
ol
il
=
ol
o
=

(o2}
o2k

0

(B
Qi

1
_0|Lt
e

g
ox fr mt o ¥

i

Boxe o

].

Of

= ouxe] Al 7] F8 8hE e &
S o]m]A| 2] FA|(theme), WA (prosper), L&
I 5 H7Hnet evaluation)® FE3FAch T
3 Levy(1978) HAL o]wx|7} AFe] &2
A Az gop FAZ kY] A, HE,
o] 3] FAEE AR T
1, Dichter(19852)= Ht} $olgt THPo= A
E9] P (magiod} 5 A (morality) S ©]1] %] <]
7NEA P RLR TR itk

st o 7|x8t 2= o|o|X] 7HESt

of H|

2

2 FddPM e Bil=y 7]
BEAEA AfYACIA v

.
AAE Fgeka sk AFAe A2

o 2B FE AFE Bl o|wA} YA
BAE D JEAlE A Egith Anz) of
PA B, AF 2 7ol tg o]v]
g @Asta Abgstestd sl B A
F7F gAY g @ onAE Ao}
At WAL FF BAE Aoy B
A= O] njz] 9} Ze 73037—(1 :ﬂ'xd(managerial
viewpoint)S ¥Fd et Ele IS ALL&-S}

A 9tk 45 =
o] AH|AEYE Aol Bz AF| o]
N2 s 2% A 7tE F2 (Zeithaml, 1988), A&
222 (Folkes, 1988), HA=E FhPan &
Lehmann, 1993)2} 22 o]

1

(z
e
[
o,
=
B
=
ol ¥
rlo
o
)
)
N
B
=
D)
oo 2
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SZL /YT, OPIE, AR IO ALBEIS SRS 0J0[X] TAHEN cfst 02K T& 3 |

Wellx 4
(Showers & Cantor, 1985; Walker et al., 1987).
SEAIRE A 309 9 B aHAES AT
ste SAEdlAl 1w ool EAEE
AzAel sl ANt A
A Bl AE BAE olm|x]e] o
5 g vk ol 245 gk
Aol Az st olHg #iel W=
AN ARE Fobel o249 Aate By
A Tz 7IQEte AoR ATE THPoiesz,
1989). Poiesa(1989 HEA 2B AP F o]
BollA A" BA= ovx] side A
st gz glojrel =2 FEd odH
= FY9-E2% A (means-end chain)t} Bl %

(attitude) 7@} AF HE ZHrE= ko]

B4E wole o] Aboltt

[an

tkm A Al b Algkel e
BaAE oz Ade Fmat AsAe] A%
1A

AN e Ee] Aust Aoz ¢
HojAof @i stk a1 ofn||7}
Aol Aeld B olA vl Al 7 71
gt Bk

O A BGAA EJEE A7)
ZIA2AY 7%

@ Apol oAAR A HE Folx
E(heuristic) 2. 24 2] 7] %5

® 24 A vl A gl
A #7149 deld guste golFE Aol

E 7] 9(gatckeepen) 2419] 7|5

>

H

—_

r B

tjo

N

o,

webA Poiesz®] BAE ofulA] sdel] o
Aol slolA 21ef olmlA] ezt AriA o
2 &7v Sdva 49 gl 9o
71T SARL AHel®: T9f 9E B
olAIE Hoh A4 ef ¥4
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Conceptual investigation of the image construct

in advertising, marketing and consumer research

Jongpil Hong

Division of Media Studies, Ewha Womans University

This article examined inconsistent usage of the term ‘image’ in reference to brand, corporate, and store
images and the measurement problems that have prevented theory development. The study first traces
the history of the term's ambiguous usage in marketing and advertising research, and presents classification
systems for organizing post-1950s definitions into parsimonious groups. Next, it provided an overview of
measurement problems related to the lack of nominal and operational definitions. It ended with a
summary of where we are now and what needs to be done to advance theory development. One of the
recent developments in consumer psychology is the growing emphasis on low-involvement consumer
behavior. Under a variety of circumstances, consumers are neither capable nor motivated to elaborate
product information. It is assumed that, under these circumstances, they are likely to make use of product
or brand images. This concept is frequently referred to in the marketing research literature. However,
image is not an unequivocal concept. There is lack of agreement on what constitutes an image, on the
possible psychological functions of images, on the conditions under which these psychological functions are
addressed, and on how an image should be operationalized. In this article, an attempt is made to propose
an conceptualization and operationalization that is based on an integration of the literature. Also, a
specification is provided of the psychological functions that images may have under particular marketing

communication conditions.

Key words : image construct, brand image, elaboration level, attitude
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