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2003; Wang, 2013; Waytz, & Epley,
2014). BT 9)¢lg= A|ZFou} B T
& 2uAe $RA wee olEolie £F
2 ol AR ERlo] g ALE, A7 E
A 5 2Ez AN A 1EEA %A
U(Eskine & Locander, 2014; Hur, Koo, &
Hofmann, 2015; Kim & McGill, 2011), 4&H] A}
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Humanizing Brand Online:
Social Networking Site vs. Online Shopping Site

Jung Yong Ahn" Minha Cho" Eun A Kwak? Yongjun Sung”
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Humanizing brand makes consumers enter into social relationship, such as a friend or a lover with the
brand, not just a seller. It positively affects consumers' evaluation of the brand. The present research
designed to test the hypothesis that the effects of humanizing brand on advertising persuasion may vary
depending on the context in which the advertising is exposed. To be more specific, this research aimed to
compare the advertising persuasive effect of the humanizing brand depending on types of web-sites. The
results of this research showed that the persuasion effect of the humanizing brand advertising was more
positive than the non-humanizing brand advertising in the social network site (SNS). On the other hand,
the non-humanizing brand advertising was more effective than the humanizing brand advertising in the
online shopping site. This effect was powerful when the appearance and movement were simultaneously
manipulated to humanize the brand than only manipulated the appearance. This research suggested that it
is necessary to consider advertising context in order to demonstrate positive effect of the humanizing
brand, so that it implied the academic finding of expanding the results of existing the humanizing brand

studies. And also, it also had practical significance of presenting effective advertising strategy for each type

of web-site.

Key words : Humanizing brand, Web-site, Context congruency, Advertising
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