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ABSTRACT

As the cosmetics market grows, many mid-range and low-end cosmetics brands have entered
the market. These brands are using “idol singers,” an early twenty-something or younger singer
who is popular among young people, as their spokesmodels to promote their brands to young
people. This study tried to evaluate the effects of using idol singers in brand promotions on
teenaged and twenty-something consumers. The effect of the idol singers on brand promotion
was analyzed using the following factors: brand image, brand attachment, brand unity and brand
loyalty. The study collected data from college students who were fans of idols as well as non-fans.
A total of 264 questionnaires were collected. Results showed that the experience type was divided
into 3 groups, indifference group (22%), indirect experience group (24.6%) and direct - indirect
experience group (53.4%). The direct experience provided a positive effect on brand image,
brand attachment and brand unity, which had the most noticeable effect. Direct experience also
had affect on brand loyalty indirectly by its influence on brand unity. Therefore, direct experi-
ence has been acting as the influential factor among all the factors.

Key words: brand attachment(2# =)&), brand loyalty(EHEFA]
brand unity(EHAELG A7), cosmetics brand 1mage(§‘r
experience(#H @), idol singer(c}te] & 7}1F)

);

=
FE Bl =olmA])

)

Corresponding author: Chanju Kim, e-mail: ¢jkim@inu.ac.kr


https://crossmark.crossref.org/dialog/?doi=10.7233/jksc.2017.67.5.046&domain=kjournal.co.kr&uri_scheme=http:&cm_version=v1.5

ofol &7k Al do] 3FF BADo WA g AL Azt v JF

1. ME g2 gFsim 100 200 2RSS F3FE &~
v Fol mAE FFgo] FEEE AAL o
U olelE IFS dA FUle &9 ZEI 2 ololE APo] sHFF Aol o]BA Ho

sheA 2AHE BeAel A

=] -
. =2bh 93 wAE SolA Y &5
= ° spgFEol ofd HE AFS WAeE 3 A3

2ol A AALS

(-~}

2 ol QEe} dAaAdgEor mH A Azt ALE(Lee & La, 2002: Kang & Kim, 2004:
0] 24E RZA7IH K-Styleo]Zhe AZo|E ¥ Chaudhuri & Holbrook, 2001)elX & 4 B
< T A AAA FEE QUTh T Ve T HTomA = BEHE thgh of2a} dA7HE 3
92 Qs W ook HFE, MP3, AREE, dsted 7lodatH, doprt BalEolmA] of A
SNS & thekst mtjolE B3l olelE7krEY & A7 HFELS BAEFAEGE Ade] As
ot &5 HHACE HE F e 71850 ol WalAth wd Aol sFE HI;MTolnH
TEER S7ERAL At olek A ololETMREE 9 INEE Edve FEEC] A7Z1HAH (Choo
A A3, A HE, I T T AES 4 2013). §3] ololE7ty AP 5o RI=E &
q vy AEFH /K3 7FES /AT, ol ot sPgFERUe digk ARAES] AXH
Y A3 olelES UlHslE AP ololEolA A7, A 5 AYA A dFgs mxgy
He a4S 2 3 Y-S gAFdEE A BIHAH(Son, 2013). °#d AFES ZFF3)
gteh, ofo]E7trY] EF P ol gridel wat of A ofelE7kr AP SFFE B olm| A, of F
olE7kel g AR, A AP dFES & A7 Pl FFS A, BAEFHEE =
g gols B2 g3 FI Utk ol B3I ol 7ot MR A4 AdS T F
woAg Bk ole A, RE, 33, 93t § Atk TS ofolEVkF AFAE oY {F3Po] &
10th et 200 7F #AlE Zte o AlFS] A AFEZ AFFPol wE PgE BHAHTolux e}
A Afet TS WA ATk SAE AL ZIH7E AelE BHY ZCE oty
H SAF AL 71E BHE 9o 10t o} whok ofolEvkE A PR wet SFEF B
o} 2008 AT TAMNMEAEEH 553 A4 AomA et Q& FAHAE Fo WA= FIF
< 7 sle] BEAEEo] Ao Yste] ArE et A27F WeAH SJAFEASES olE
7AA el 7h&stEy ok wEkA 7 BAEA & HES EY 4 JE FAFH L AEske niA
b8 sk} JIAEE =Y AAEE AFES & g2 o] golsid Aotk
Halrl sl ohekst weks Ahsta sl FA7LE J8BER o] AFAs U ololE7tee] A
34E Bzl A% 10th9 20thelA 2717 = FFgo] ololErtFES TdE S F3AE B
2 olo|EVFES YR THEE Weke Bl Hof gk o] Ao}t of &, GAZY, TAHE o
T 2 AR S FAY TEATIEH W FAdoe] A WA ok gy A el
ug- EH ot} 53] S ololEvtrEC] HAESAEY s nAe de bddsd 4=
T =8 YFAAME QIIVF et Qe HE F b EAE ROZ diste] HAlzolmx], HAE
A7b FF BACA = ololETtFES REE iz, BACAAZS FHEFE AAste] BAl
71&stAY FEtR ol Tl AF7IZ o ESAE mMAE S A BAAT
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(2004)2 BA= o s “Hatole] Fr1Hel & I BAE Atolo] ARl HAUZFOE BAE
AA dehves st g o2 A ostal(p. 81) o A g HEE B BAEZTAH LT FUte)
‘ol 4 (affection)’, “E A (passion)’, 174 (connec- =t $838 A8S dh(Lee & La, 2002). T3
tion)'e] 371 ALOZ EFIATE HF ofF Kim(2014)2 BAE FAAIE AAH FLAS
123, A 2ael g, HQMgte s, 342 8%, & APSA FUAR o] JiE FUAE HEERE
Ag, Mgz, A4 A, Uiz, ohzhe A% o] olux et JEXH UA|, JH YA FoE
Ao T FAET BT AL AEH A= A Bte Afxd
A& AdeA"NA AA, FFH A F ALE Y A B8 S22 FASAT
o Hlo® gt AH|zte} Hwt*}ol«l
B4 #AE FAsted 2HE RFE 474]“}911 5. Bl EEAME
Yol ME of23Hg 2 714 7F fk(Jo, 2002). ol
So] A A(EXO)7F 29l SAE HAL o)A Oliver(1999) = HAHEZAHEE "5E4 HIUTo
duneo] AR o2 WA Fwe gy 0@ AT MHE AL S} ALsE AFeld
9 39 MSo] To] THEFS IujseT AT AMUI2E AFuste el A ojgtk(p. 31)
HUTsl 2EwQoE HAss HE A7 HAEIAHAEE I4E0] BAEE 7)Ao =w
sl A ol AUeHiddl snger o TC BUSE AEHE AL AT
cosmetic brand, 2015). & ofel&7t+E T3 @ = W22 AEAnPark, V1. 4F, ¥4 §
53t S4F BUSE o|oiF oA clolgshpe O BIAEH BE AUIAS WA g 5
A AT Y= AS fH7Ho] BATe] Bt AEFAEES 42 BA = & Fehth(Shin, 1997).
0% oo]A T olRo] & WAYLAL AL BAESAEE =33 P53 272 dol
o2x PARAE ] B e A A 7Hssth(Aaker, 1997). BIE3 FALE
Hzo] st M5, AF, 124, £ 5=
4. BH= Izt SAS, F5H FHS AT W stde] B
WA HA Al ) W=y A Feielg
BHASIA LS o] A&%E Fyoou M+ % ¢ BT depy AA s AR ST F
AY e i +8S s, AFeld Atk FAA HELEE HEY FAEE TS
Asx A ARstE= AEA A4 (psychologi- At Al FA, ARSI E Y YRR
cal connectedness)®] AEE YEPATHGraeff, dt e FgEol HTFEHY PFH FAHEE
1996). ZAHIA7E EA% HADE ALEFOEH TN =g A3t
BAEE B3 A N, AT T AebidE BHAP=EZAHE F&S mAs HMFES dF
ARES 24T F A He A4S LA & S Ax 22 BAZonAE 249 BFE A
o BT Alolele st Al EA (self- WHE AT 7S BATEATE 2o 24
brandconnection) 7} ¥4 ¥ tH(Escalas & Bettman, el vAY a¥3E §235 (Kang & Kim, 2004),
2003). & AT H;MEZ Afolo] IAZF STty B BHEATSs fEdss BAsd o &
Aztete] e At Zreve Aot Hjzpe] W} FALETE Fobxithe ARl B
2AAES 4B &49 28 S48 53 A HPine II & Gilmore, 1999). T3k Ba o
7] Q18] BAEE T3 Apale ouAE JEhlH gk FHAA R FAEE Zole vidAl o
(Park, Choi & Jang, 2001), A =dA4 7 177 &5 sttty B Y EHATH(Chaudhuri & Holbrook,
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2001). ©1¢F & Y A7ES T HAEZA Stk BREor| A= Tae(2000)9] A& F=xsdt
T Ao AW, BHAZolux, BEATIAG o BATomAE /1A, AFEA, o, HEA4
BTz To] s mRves AMNS T A 5 108dE TS B Tof ke
T A Thomson, Maclnnis, & Park(2004)& 3+z3}¢]

R gAY A2 o F, P A o
. oAup 2, /1P, vee A2RS, 9AE A4, BI,
Rae 3 10EFeE PHANT RAEAAT
|, e Ax & Cha20)e) Q75 Azl A AR
‘ _ A GATCE WAL, AQH AL 7}
Oﬂ?‘?‘?:x'“ L. O]’O]%ﬂ"}l\‘ jﬂ?\ag] %‘Eﬂ— ‘Pl‘ﬁéoﬂ 5‘]3'(_]’ ;\6]7_:1]9_i }\]_:a];q OE]Z'HZ:]!—TC_’T Z]—O} E]l.oé] ?_]7(6‘,
weh H SR A s, HEOR % 5RYOR FANAT. HALIAE
AFEAl 2 chelzbe Aw) wet AL A o pegen e A7E mdR 9E4 R4
Bom SgFRASA AH G g gy 2hER Yrdn 954 F4EE T
AL SAR A LA FAL gace ged 24Es 45 2, 27, 02
g T 5e AHEEY 4o FASAY AEE
AFEA 3. ofelE7tF AT BA;ATowH QAEE BE HAEL 57 YAE HLE L3
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(Table 1) Factor analysis of idol singer experience
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Factor Item II;‘;I;itr?; Eigenvalue Va(r;/j r)lce Cronbach’s a
giving presents 0.861
participating fan sign event 0.847
participating event 0.835
Dirl?ct pa'rt‘lcm?tmg audlencle 0.823 5.094 2447 752
experience participating fan meeting 0.803
going concert 0.773
buying products of idol singer 0.629
SNS 0.624
collecting picture 0.728
Indirect watching TV 0.722
experience listening music 0.718 259 21583 929
reading news 0.705
(Table 2 Cluster analysis according to idol experience
Cluster
Group 1 Group 2 Group 3 v
(N=58) (N=65) (N=141)
Indirect experience 1.96 312 3.46 708.216%**
Direct experience 1.36 1.81 3.42 157.005%**
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2% 7ol I Jdow AEsHJT 4 Jd= o o]E& OE BACSEF Hlwste] BHAE I
st He 12 7HEAE A7 1.96, AAA e 7H4, APEA 5 YEEER V5 ol
g AF7E 13622 BF wol —‘?%’EX}E} ks A'E o]FAUT 291 2708 F AR EE
BolRa, e 2+ ZHEARl 312, AHAFHe] 67.03%¢° gstdtt,
1818 ZHHAE HdA7F o Eol HAIA R
wHston, M 32> 7HgAIgel 346, ARA 2) Ra=efz 2lRA
ol 3428 F 5 o wob A HAIAR ¥ BAT IS weWm A sAA s Qo
Fetaln el Ade HAEE AHAYA 29 A% PYsA (Table I o] IH 2
o] #AE HAFd HHADE ol ste Atd ooz HEHD Q1S ojFo] 7k, M
2 APAES Bol ddx & & A A4y A LARCE, AlgAE®A “ARCE, "Hels
AdE Bol she AHgES AR RE Bl ks LAAL 7} 238EH T} o]5L Halte] Bt of
AgE Btk FHAAE 589, A AT 65 A A2 AlgAne HSS L= AL o
g, A HAGAE UIEe R FAYR T n)ste] WAL ofAelgt AT Lol2s A
AR AL wak. L AT A, UE 2334 a, 4d uEe
AYE EdTh o5 BT gk @7,
2. ERH=0|0|X|, OfE, Az, SHE9 A%, MEge =7e As dnstd dA ol
A=A BEYT L3S HURE AT, e
1) Ba=olux] L9liA =7 2 FAAEHANL o5 BAES b Aol
BAEeNAE Weus A Aol Sl & a0 A AEE Ak AREe 9
GEAT AE AN (Tatle D3F prk, & o oAl AT EHAERE #A
AL Haol FoF, "FAEI AuATE SdE 5 EAAREE awR
Ag&Foltk, 'AFAEY & &R FAEN 3) HAC U ZH QolsA
o o]E2 BAEY FAF} ME|AVF X I
28 & oA E YEBEE A F o|mA'RE o] BASAAE Wl s spge] o &
AU 2R12& ApEA EAS AU Ao, JEAS A 20 geE EFHJTH(Table
7tAe] whgel ¥, AE ko] 7tk h EE 5) 89012 B9 Ayo] vo] JFAHH /A
Table 3> Factor analysis of brand image
Factor Item IIZ:;itr?; Eigenvalue Va(roi/jglce Cronbach’s a
This brand has practicality. 0.785
Symbolic | This bfand has good quality & éervice. 0.772 2,75 33.998 853
Image This brand has good reputation. 0.705
This brand has prestige. 0.675
This brand has fair price. 0.894
Fu;:;gosal This brand has individual characteristics. | 0881 2.317 33107 767
This brand gives me confidence. 0.744




oto] &7k Aol sF BT onR o FAE Azt wA&= JF
{Table 4> Factor analysis of brand attachment
F Vari
Factor Variable acjtor Eigenvalue ariance Cronbach’s a
loading (%)
I feel friendly toward this brand. 0.874
. [ feel affectionate toward this brand. 0.744
Affection - 2.405 26.722 820
I feel loved toward this brand. 0.625
I feel peaceful toward this brand. 0.574
I feel delighted toward this brand. 0.790
Passion I feel passionate toward this brand. 0.765 2.140 23.778 761
I feel captivated toward this brand. 0.668
) I feel connected toward this brand. 0.855
Connection - 1.814 20.157 705
I feel attached toward this brand. 0.671
{Table 5> Factor analysis of brand unity
F i bach’
Factor Variable acjtor Eigenvalue Variance | Cronbach's
loading (%) a
This brand reflects myself well. 0.829
Social
uiii This brand gives me social recognition and respect. 0.800 2.122 42.436 773
Success of this brand looks like my success. 0.771
This brand meets with my personal value. 0911
Personal , : : 1,651 33.020 793
unity This brand meets with my personal lifestyle. 0.789
{Table 6) Factor analysis of brand loyalty
Factor Variable Facj[or Eigenvalue Vemes | Crealeeeliy
loading (%) a
I will continue to buy this brand. 0.806
Brand I want to recommend this brand to someone else 0.804
ran
loyalty I have bought this brand frequently. 0.768 2412 60.299 780
I will continue to buy this brand even if the 0.725
price increases. '
Ay, o] BHEE 7t A & wrgsi et  UYEER JHQIA dAFCE AGth &
‘BHEom A7 Yol Al AMSA A EAHLS A Ql 13} 2¢] EAMIHE 2 75456% A th.
A AEH e o] XFEHYY oE2 BAHEE
24 o] ASA 299} olmA 7} Aehy 2 1) BAEFAE 2A8H
BT GABLkY FAJER 22l o]FE A BATEATE wewa s A o
A4 dAFeR ARt 292 W UHIRA e A% (Table 6)3 2ol @ A 290
& ORET, uel EelEiEdA 2 FAWE ngpn @54 FAEE YYD A5 )
FAH. ol= Wk BAETE drhy S LA E=A HYTr= Wy 9oloE Rajmx ool=h o
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(Table 7> Comparison of brand image, attachment, and unity among three idol experience groups (ANOVA)

. Groupl Group?2 Group3
Variable (N=58) (N =65) (N=141) s
) Functional image 2.41a 2.31a 3.10b 28,67
Brand image "
Symbol Image 2.60a 2.58a 3.24b 31.79%**
Affection 2.54a 2.43a 3.27b 39.56%**
Brand . KKk
Passion 2.35a 2.27a 3.26b 64.07%*%
attachment
Connection 2.36a 2.18a 3.27b 64.29%**
) Personal unity 2.29a 2.25a 3.21b 43.56%%*
Brand unity - - —
Social unity 1.97a 2.21b 3.45¢ 160.09%**
Brand loyalty 2.32a 2.35a 3.47b 109.227%**

F1%% *p(05 **p(01 F*p{ 001
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(Table 8> Regression analysis of brand images with idol singer experiences

Dependent variables Independent variables yés t D R F
. Indirect experience -.00 -11 909 )
Function - - — 14 22.55%#*
Brand Direct experience .38 5.58%** .000
image Indirect experience .02 31 752 o
Symbol - - — 17 26.73%%*
Direct experience 40 5.82%#* .000
FgE *pX05 **p 01 ***p.001
(Table 9> Regression analysis of brand attachment with experience type and brand image
Dependent variables Independent variables Ve t D R F
Indirect experience .02 A1 676
} Direct experience .19 3.38%** .001 .
Affection : - , 49 64.52%%*
Functional image 26 4 97 .000
Symbol image 39 7.26%%* .000
Indirect experience -.06 -1.30 192
Direct experience 43 7.52%%* .000 )
Brand Passion — — 51 67.39%*
attachment Functional image 22 4177 .000
Symbol image 28 5.2] %% .000
Indirect experience 10 1.94 053
) Direct experience .33 5.70%** .000 .
Connection . - 49 64.04%**
Functional image .07 1.39 165
Symbol image 38 7.13%%* .000

fFoFE K05 *FpK01 *** K001

D) ohelE7h4 A, HAZe]u|A 7}
EREPETNEEREL:

ot E7k4 A, BATo|m A7} HalEo) 2o
Fe QgAE HARYL Fol B4 AR
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N4 9 WAL AL Ad 94 L
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10.11%%*
45.647%%*

21
.55

983
.000
.606
521
.266
857
278
470
.000
.266
224
420
133
.016

.02
4,197
ol
-.64
111
18
1.08
=72
10.22%**
-1.11
-1.22
.80
1.50
2.41%

34
.03
-.05
.09
.01
.09
-.03
.63
-.06
-.07
.05
.09
15
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Independent
variables
Indirect experience
Direct experience
Functional image
Symbol image
Affection
Passion
Connection
Indirect experience
Direct experience
Functional image
Symbol image
Affection
Passion
Connection

unity
Social
unity

Personal

Dependent variables

{Table 10> Regression analysis of brand unity with idol experience type, brand image and brand attachment

FelaE *p 05 FF K01 pC 001
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Experience

Brand Image

of

Brand sense

unity

Brand
loyalty

{Fig. 1) flow of relationships among variables

(Table 11> Regression analysis of brand loyalty with idol experience type

Dependent variables Independent variables Vel t D Vel F
Indirect experience 018 301 764
Brand loyalty — 392 84.098%**
Direct experience 616 10.491%** .000

fro) e *pX05 *F K01 *** K001

T
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(Table 12> Regression analysis of brand loyalty with idol experience type, brand image, brand attachment, brand unity

Dependent variables Independent variables yés t D R F
Indirect experience 01 31 756
Direct experience A1 1.64 102
Functional image .05 1.10 270
Symbol image .09 1.71 088
Brand loyalty Affection .10 1.73 083 60 43.23%%*
Passion -.04 -.70 481
Connection .03 .58 559
Personal unity 19 3.98%** .000
Social unity A2 6.43%%* .000
o FE *pX05 #FpK01 ##* K 001
V. #= A gus e 2. HARAAE 3PRoE A
FHAon Fapzret A A e wls #-7F
ofo]E7krE0l 10tH¢h 200 HAEES] HA HAGAS 7F 95 gtk 72 el met B
I} 7E AE Td s Al TS v AColmA, ofz, dAY, FHAEE EF vl
net A2 = FAVIEHEE BERESCAE A = Aol EHiit A 2AHA s oE F A
25 A7%E otelEvtrES B2 2 of Hal 7P w2 EalTolmA|, ofz, LA,
Hyolds T3l TRET FAstA FoEA FAEE HL FaAAY AR AE 9
S o s o] BAERIA L9} ApHSLE Eolel i A Aol & HolA] Fgtrt
=t gloy ofF olEHow HFHE Hvh 8l ARFE A shEF BATowA], o AAZE
ot o] dAFelMe otolEvtr APES FE she L] #AYES B APA TS B ol
10 9k ~ 200 F9 44S WAL RE ofolx A, oz, dAZe] 2 ARl BE AA g
7hrstel AdgFel sEE HA;So|mA9L of = WAE BdeR Agadoy HHAHES B
2y A AR oW FFS mAEA Lot T WA FFE S Ho|x| ¢fodtt B oln
Bya sy dExAe 43 ded 22 2 A= AP A BAEZe BHE 246 A
2 4tk TS Moy AP E FFS HAA B9k
ofol7krel AFEF> AA I HH ot BREofxS FASte AFLA T dAY
27 Rl E ve F AT S FE 5 Tz, AZE FASe A4l Bard
°tE71, AR, ZIAME7] & okelE ks tid Aol FFe vIAH TA] A A QA s
glol Adst= 2& visty FHHL F4d, Av 71 ARRlA BEREIAAT BAE SR
g, oME FHo, AEF7] F HHsFe 25 g VA= AoR ygyt olgd Aie 27}
ojmgitt, AHFAAdLFN= FdLF ek SNS A e AT AR, Frdee] e s
2 A= EEY APgE TRl w F Bazo dis) oA, EA% 5 A AL
AAES FHEAS 23 FEAA HHARES BT FAd dAHeE =4S FAse
F2 ot AR APAES AR 25A A BaltofRilo] AHS A Q1A% &
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