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ABSTRACT

Efficient marketing strategies have become requisites in the mature fashion industry due to the
fierce competition among global fashion companies. One such strategy is comparative advertise-
ment between follower brands and a pioneer brand. The design consisted of mixed design of
2(uncertainty avoidance propensity: high vs. low) x 2(comparative advertisement message: one-sid-
ed vs. two-sided) x 2(fashion product type: practical vs. pleasure). This study was conducted on
233 female women in their 20~30s in Seoul, and used a total of 183 copies in the final analysis,
excluding 33 unfaithful or incomplete copies and 17 data that fell under the median of un-
certainty avoidance propensity. Frequency analysis, credibility analysis, t-test, three-way ANOVA,
and simple interaction effect analysis were conducted using SPSS 18.0 Statistical Package for data
analysis.

The results of this study were as follows. First, it was identified that purchase intention dif-
fered depending on the comparative advertisement message and type of fashion products.
Secondly, it was identified that comparative advertisement message and type of fashion products
had significant interaction effect on purchase intention. Thirdly, it was identified that there is sig-
nificant difference in the effect of uncertainty avoidance propensity of consumers and comparative
advertisement message on purchase intention.
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I.MZ 27189 SPARAEESE Td #1E 24
Sod, MzE A2l gel UF ol AFE
T AMAES NS FASL A 4 8 0 Ed mAAY A9 ¥ FE Yok
R B% GoUA S2E A fUZ F ANAES QPAT SN FEdE o
29} 7w} HEM3 2& 224 SPA HAES o] ASHow Z7hgl w 4% ¥ 2w
of @ SAARA wEA AgST Atk 83 94 BobdI i oltUian, 2012). E
(Yang & Hwang, 2015). ool we} AQwao]l & Buo|AAE vg w %5 AL 234
UooldE P& Fe F2 oF QYASE SPA @ ARE suaE 4¥) vud £ gen of
Helg AAHOR WE U3 FuF B34 ARG 2R A A
g

A
o SPANUESS AWFA F2 3% qu, B3 B GFE Fh
901

]
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o] Aglg FIWH A g wg€s 8t (Lee, 2009). sAgF vlw3y &3 Aol 9l
I Yoy AR E FEY SPAHAME) ug) Al AE e RQIA 541 BEAA A
Ao g FE7F 22 #Holth(Yang & Hwang, xoets ATe Bol o]FoX A &Sk (Lee,
2015), ¥o 2 FEWH SPARAC 9 =Y SPAR 2009), 53 H F71ete SPARAEES] Fut
Aot A RFES F3Ur] SlalAe =l A& T HwFy FFH9 A BEAA 3T
SPAB#EESo] HwZel 7Ho FEHAo] &L Aol F oS S de AR JEHE
FIE 8T FaUt vk dvatd vugae ol tigt A7k Y art
THBHRTIL AdEAT o] FAMSE £48 Al SHH AnAbe] Afolg HEAE FAE ket
gozn AiHATele] AL zFolE FI A = AFRES AEAD FAH F3 F3o] 4X
FARFES Foled aHQ TAMY Mol g o Fy a3t ShebH, vaga &3 9l
) Folth(Jewell & Saenger, 2014). 1y} Bl AME AFHFEL FAAAA thak AR
Fa 74 vy < 2l
AlA e gk AR A Fe] d A & Goodwin, 1982). 53] Eutd Ji Al s AA]
= A AABE FHA HAAE AT Wt F2 AA AAFe sl AsFelu AAje] Aol vt
3 3hH(Park, 2003). AAZ v|ZFT Al dBH Ag F UL, AAE FEs) BA Xty Fufs)
HAIZ BT FHF AR 7F F2 BAE QAL of 3l E3Had Agte] HelA "ok gukdo
Tl =E 747 wWEe] dHd wAArt o 2 HAEL olgA EFAMG pu) Ao 7
FHHolgE ASATF7E Bol o]FAA h(Kim, T, Hage] Agst FAE 3 EARE T
2003: Lee & Yu, 2004: Moon, 2012: Eisend, A AFETG AL&4 $92 U T84 97
2013). o 1 HFE 3A Eoh & F AFel Fa 3

ShA T AvAEe] Fuirb 2Eloly Kut A AANEH 84 AFE Adss JFe &+
U3} e AER v E ko] meh 2t 7b #AskeE Aol ke Aoth(Kahn &
Fiae HAGES HES Oy FEEY T2 Robert, 1991). o1A® HAAFHFEH S AvAE0]
F3 A2 2EET Ak 20169 3918 715 A zbetz 3ol whet AbAA ] ztelrt A& F
o2l - Eukd a¥e] EE 20179 1912 ATH(Moon, 2012). Tyt oA = o] F 8ol A
Hol&eh L Fuisid ] ®¥istE HAF3 St Agk AF3eA Boh A g 4

(Yonhapnews, 2017) o]2ldt Euld mjA] Al&o)
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BA srom, eololae] muld HnolA AAA  ATHKim, 2015). 55 AEHAL] 2D by
FHYo] 42 SPARAE wwFye] EAE A @ Z2rd 3 oME §& APk SPA Bl
HE ATE Ao givh oo we B Apel & EelM: #dglel MEA Was: A4 EdE
Ao edelel Rulg) SPARAE HZBT vl b fA ARE ATy avAEH A%
AAZE ARAER DS 2040 B4 S A9 S 9] QeI 2ok 29Y B Y
ol e} pololol ojWe QS MALA 4 el AR Felg Pl fEae oY WY
3ot Zlolth olfg A= Fas ol A S 2432 9 tH(Chae, Ko, & Han, 2015: Kim,
Buo] U MTAT EHE 2ulA WSk A W10, ANEIL BE FU BASE AUA v
e wobol HEATHE HAM BEA ot AY ARUAY FEE woF] 5 Hun
9 Aol E@ U SPARALS FEW  ASSel AF & Aze METE FA o
SPANAE 7t 24E FY 4 Ab BuY W AEE 75 WL UrhUewell & Saenger
BHT AWS B F) SPARAESS EaH 20140). o)A WZBT A AABAN 3
Q0 A%e Sy ARA ANRE A B AT EE AFo Mulze £4E TAH
38 5 9 Aole ARHT, 2 AR Ese] FAse 2R, AFe
AW FEaE ARG WA ZDT A
. 02% ujz IEo A5 9 ZE AN AHEE ol

= oA WA MERTE PRY 4 3
1. 2H}Y H|mZD (Ash & Wee, 1983) Hl g e #d AadT
5o R WA FRAe) 2L R A7
GIEEA GRS T LMD AT HAS gom gy 1 ade gug WAt G 2
iji_/j\]?i(f%xiq %z] ;HE§1;> ”H:]ri Aoz Uyt ool HaEE Kim(2003)9 AT
e oo T, & e S e 9dA wugy MAKE 99d eed
FIAGANA B FAG] AAE NE L o n egm an 2 sAA SAE
WS 20149 8000918l TR WS 20159 1E 4o gam mors mojid adclsT &
B0 s hebsan ofe AA SR 2L 93 e & YuROOATFINE AT} ve
HEel S 33%E sk SntKorea ntemel - gynges qag Age B AT A0
& Security agency. 2016). 21 HRA FAL pacg gapgel 21e w3el MmBTE o
et FA 9ol gelsted WAK, 24 TFT L fo) pupeimel o 3949 Aoz FAd
Sl HYE ALE FJ AAPPIE B2 g g, u]%—zs}ﬂ] Florack, Arnd, Simon, &

Vsahul 2ulA e A BEY ARE

o °
F&H(Kim, 2015). I8y Euldo e AF

@ se) )2 A% oA FRER A 40w cgma gEane Gl g0z ug
FEAH DAR TR Al 2HY B2 A om Biend203)E AF Belmst Lok A
A% T AN SN LR BMIEOE Lo s A A58 e A
AAAB, T AAA AN G B BT E aaon may

Aok gea 4 A
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@ Bohol FAAS] 2HAGH ANRFL
gty st BHAN FNAFS 27elE
FaolY 371 7 B84 o2 4w 9l
A A E) A W Hofstede, 1991), HZole A<l
Aol BEel G nAL WER Avun
Fol wol B8

(Lee & Kim, 2006).
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55 EE ARUAGLY AN FEAE 3
Hol} 7% E: AAT B2 WAAE F2A
A7NH, %3 QAL AMRA WS B

}%‘ E}xﬂi% e
&tH =H871E Fobdhth(Hofstede, 1991). °l®
o BG4 P TE 2ERldA HS FE
AA vepd & gled, AF 9 Auzd] dig
AR} QS FA ZaoE spAog Fas
22 9RA gAel XFA Bth(Jian, 2012).
Choi & Kim(2006) gt=3} &3 AHAES &
S A Ee] vA HHoRE uro] Eakyd

JEIY 3ol =847 3|9 g wat &

Ar 2RSS £§ F YL TohuiA 39

th 2 Askh AZE A BeAe] WEd vx =
Gge Bl W& AuelA o NAsHA
EPetTh Lee(2009)8] AFlAE Felfgel glo]
A BHLY ANYG we ABASG Fd
BAS B Pt oFA geAEA A
TG T A BHAA A9 Pe] ¥ &
MAES 2 Fo Felzl 98T FEIE A4
o] Ashy] WEe] Sy Bl e B3
e DAL, BHYY ATRPe] e 20AE
o RYS prets £ERA B0 LA
o2 HAHYT. PAROE Lee & Jung(2013)
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HAAFS T wek A&l (utilitarian prod-
uct) 9+ # =4 (hedonic product) 2 F+EE 4 9l
th(Dhar & Wertenbroch, 2000). WA A&z
AF] An7 Bx AFHQ FAlo AA F oA

o =
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AES ouidt WA YA AFY ¥t
Aol AY ZHzbA ol A AEA o3 5
AR AR = AF<S TettH(Dhar & Wertenbroch
2000). AEFFEH AHAE Petrova & Cialdini
(2005) 8] Aol HAIA SHgel oA 4
4 AFS 244 ARAYRE FHFH AAAL
Aoy, HFH AFL oA E HFLRE F

TdH AR E §7] W&o 4wy WAXZE o &
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{Table 1> Manipulation check of Fashion Product Type

Variance N Mean SD T-value
Utilitarian 200 3.90 .61 o
Backpack - 29.71%%*
Hedonic 200 2.19 .76
Utilitarian 200 2.20 71 .
Clutch bag - -22.347%*
Hedonic 200 4.04 .93

#5001, **X.01

(Table 2 Reliability Analysis of Measurement Item

Variable Item Cronbach’s a
Uncertainty Avoidance 12 .846
(Table 3> The mean and standard deviation of the purchase intention
Comparative Advertisement Message
. One-Sided Message Two-Sided Message Total
Variable :
Fashion Product Type
Utilitarian Hedonic Utilitarian Hedonic Utilitarian Hedonic
4.58 5.19 5.50 551 5.04 5.35
High (1.96) (1.68) (1.51) (1.36) (1.53) (1.23)
Uncertainty 4.89(1.67) 5.51(1.31) 5.20(1.29)
Avoidance 4.80 5.15 5.22 5.16 5.01 5.15
Low (2.01) (1.78) (1.81) (1.80) (1.76) (1.54)
4.98(1.77) 5.19(1.69) 5.08(1.59)
4.74 521 5.39 5.36 5.07 5.29
Total (1.52) (1.29) (1.26) (1.08) (1.28) (1.00)
4.98(1.31) 5.38(1.08) 5.18(1.09)
(): standard deviation
gESo] Be A AYS AZH] G AEE o BAAY ANAT 28T B 295E
BHE QNS 1209 298G Cronbach’ @ PO AR FAF 467S NFE0R F
Ae 8628 Yeht 34 I55 7] WA o el sgete 17THS ALAHSH, 467HT
WYL FAY & gom, ZHFBOR A S YUS BRUY H9NF 1YW, 46750
716l 495}k BRE A Table 2). Se AU B AT APDOR ol
S BRaAT $AA%, DPES 519%(95%)
2) B4A 394 W& JAd 7 o7 AFEE 481%(88%) o2 e
B oATNE 2uAe] BIAY HILG
ol Wt =2 Aoy 9E2 Jao g o] 9
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Erbed wagy viAA g HAAAEFE, B

A7 3o el Fejezel mAE %

D FHIE SHEF 9T W E 2

stk 4 A ?L“HE]E% )
Cronbach’ aZtol 9542 Uehy} =& AI=s o
1235=

mjolol fold FIFS viAle AR yE
B34 39498 (Fris=028 NS)<= F
NAA Fe AR vy M D
E AAHATY &, SPAEYE B
A A wAR] (M=4.98) 2 ¥ =
HIA AN (M =5.38), /dA1FRF e 484 (M=507)
A HHA(M=529) A Fl wet 2z Fuf <]

o
_,i

o rlo 1o ¥ rlo
ol
2
ol

4, AR BT} Lo frejgk Aolzb UEETE olEd Ade
SPAEHE w333 WA 7E AH[R] Fuf 9
w A7 ESEA 39 SPARRE Hut T &S ], A ARHS A A
d BlFI wAA,L A FRFE wE e AN A} AES YA R Ao Fujow
Lo mAE dgE B8/ $18 (Table 3> A QoA AFHolgE 71E HNPATL Park
ol Fujelel] W Had EEHAE A A (2003)¢] ATLZ AAet= Ao|th wa ALH
Aot AFZG AgH AFl wet AuAEY] Fudx
(Table 4>&F o] HwFT AR (Fle= o ztol7} Yebdth= Shim(2012) 2] o439}
1557, p<.001) ¢ sHAA FF3 (F11s2=10.98, pd.01) T ox)st)
{Table 4> Variance analysis of the purchase intention
Variable | SS df MS F-value
Uncertainty Avoidance(A) 2.38 1 2.38 0.28
Comparative Advertisement Message(B) 32.82 1 32.82 15.57%%*
Fashion Product Type(C) 9.56 1 9.56 10.98%*
A*B 8.68 1 8.68 3.88*
A*C 1.67 1 1.67 1.83
B*C 11.82 1 11.82 13.39%#*
A*B*C 0.56 1 0.56 0.60
Total 183
001, *#pC 01, *pX.05
(Table 5) Simple interaction effect of Uncertainty Avoidance Propensity, Comparative Advertisement Message
Variable SS df MS F-value
Comparative Advertisement Message at o s
Uncertainty Avoidance(H) 36.23 L 36.23 1596
Error 213.38 94 2.27
Comparative Advertisement Message at
Uncertainty Avoidance(L) 403 ! 403 216
Error 162.72 87 1.87

w5 001
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SPALAE 233 MAA 3 GE Fola

HEAE T e RS

p(05). (HA 27h AR HS

a4 A5 9t MR A %sg 7]
2 AvnY 2HA4 5y

o] &2 Ad A (Fr9=15.96, p<.001) ML=

WAA ] mE FuleEd] FolF zel7t

purchase intention

70T
6.0+ Comparative advertising message
— two-sided message
5.51 -- One—sided message
\_lg
5.0+ o
_________ 4.98
4.89
4.0

high low
Uncertainty avoidance
{Fig. 1) The Interaction Effect of Uncertainty Avoidance,
Comparative Advertisement Message

S BgAA JudFel =2 J9Y Ae ¢
A2 AR (M=489)d wrETt FHA HAA
(M= 551)%_‘ o P =7t B =A YERRTE o
= 23K guaete] =o AUSL
AN A Azl Fge] EGAYE FolAY 9

Foriy 3Fustele TS 7HAE 3 (Lee,
2011), T AR HA FollA AzpsiAl =He
el © "ol old A¥E It B
#d JRE ATste F9E WAAE LS A
T+ Ful =T} FolA 7] wiitel] vebd Azet A
S v BAA 93] W2 JuEd
Al =(Fig=216, NS) A WA (M=
498) ¢} FHA vAIR(M=519)2] HlZFI vA|
Ao w2 Fuj ool fog 2ol 7b YEREA] &
H*TKFig. 1.
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EH7F de ALE ERH(F 15,=13.39, pl
T 4H7F AR = JATE (Table 6)04 HWF
HAA] o HAAEFY 7He] AL R EA4
AUEA HAAEFRYHl HAEH AFY A
(F115=31.60, p{.001) Hx3F3L Aol u}
oo foJg Aol7t VEbETH & AEH
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A |
T o] =o] T e]F o] E‘rb Eisend(2013)
o)

FZ-"8th= Chae, Kim, Kim
T A%E ANBY wE ALY ALY 73
F. 58, NS) ¢d4d HAA(M=521)% 4
JA(M=536)¢] MZ2T AR 0] e
Foh ool o8 2hol7h YEIA ke,
(Table 4ol AAE sl o] Fujelwo] o
@ 2Ra4 H99% MaBT AR, AAAE
53 e Ko FEALEAI UEA Yo}
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(Table 6> Simple interaction effect of Comparative Advertisement message, Fashion product type

Variable SS df MS F-value
Comparative Advertisement Message at .
Fashion Product Type(Utilitarian) 4201 ! 4201 3160
Error 241.99 182 1.33
Comparative Advertisement Message at , ;
Fashion Product Type(Hedonic) 2.63 ! 263 158
Error 302.21 182 1.66
seokok p<.001
(F112=0.60, N.S.), <7F4 5)& 71Zt= At E3 AAEE 727] QA E v FIE T A
G WE AF AWH JUE ATeke] 2
79, Purchase intention ol tE NHAL EolT, ¥ AR
S uF F AT A5H AFYA A Aol
d85E AAE EAl, FW SPARRE S
8.0+ Comparative advertising message oo =10
o ekt e NTBT ARG HRAEFHE Foh o mo A
s o O e R 4TS TR UE Aoz WAHT
5o s %, Aed AAAEY 4 F SPARUE B
i s A3l vaATe PR WA o 2
BAHCE HrhE Y Sk 2y AehA g AdA
R— = Fow ANE Agoe Fu SPARAE wue
Utilitarian Hedonic _ ~
Fashion product type H]—‘—J’——é—z Uﬂ}\]x] 'Prac:] Zl'oﬂ X]'O]7]' %}\E Zﬂgi
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