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ABSTRACT

This study, grounded in the framework of construal level theory, aims to investigate the specific impacts
of concrete and abstract messaging portrayed in green advertisements on social media, focusing primarily on
the effects on brand image. The research focuses on consumer perceptions of eco-friendly products from
Korean outdoor brands, as well as viewers' overall evaluation of how the brands use green messaging.
Additionally, the study examines the correlation between message type, the level of persuasive knowledge acti-
vation, and overall advertisement effectiveness in terms of both brand image and evaluation of environmental
issues. A survey was conducted among adult consumers in their 20s and 30s residing in Korea and utilized
hierarchical regression analysis as the analytical approach. The findings revealed that incorporating abstract
messages In advertisements for green fashion brands on social media had a positive impact on brand atti-
tudes, specifically on perceptions of the brands' commitment to environmental sustainability. Furthermore, ab-
stract messages yielded favorable results without the activation of persuasive knowledge. Interestingly, concrete
messages produced positive results when persuasive knowledge was activated. Based on these findings, prac-
tical recommendations are provided for brands and copywriters regarding effective messaging strategies when
promoting green fashion brands on social media, with a focus on addressing and preventing consumer inter-
pretation of greenwashing

Key words: brand attitudes(E2 = Bl %), construal level theory(3] 4 == 0] &),
green advertising(31 87 % 37_) gTeen evaluations(%1 8+73 % 71,
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AFEATH AR AA ‘Astes AL 13 (M=367, SD=9.38)7F ZFo|7} Yebgth dhd &
W &4 mitole 1874 33 HWAXNE JF A 2uo) 2 Fae] vebd AlF 54 WAAE A
o] A rgdE AES AL STHAY 175 Aolthghs Aol g HFS AHEW A H
4 (59.3%)°] Atk SHE3AT T3 AFE wA| HAA] ATH(M=322, SD=961), & HAA
gto] ‘A BT o] Tl sl & AR HAH(M=202, SD=766) BAHSZ Folv|sH
Uoree dEdl 130% (44.1%)°] 130 & tH(£=10.770, p <001). W&k wAA] 227 H7
< AFTHoR oFHeS AT F U

Wep WA 243 HAe AFHOR o)Fol

j=3
H
e
9 2 e
2 st A Had 4 0191 L ES AR Pha
2
=
=

Aers e ARS H9x sEkzuel 1019

o,gv Q5 A% AR (34.2%), WARA LTINS 647 (27.7%) K27} 29

S0 Fonel ATEATY BAL A W98%) UEHth F7t2 wAg AR s
BRSO BIR(6LA%), W 1UREE6%).  AelaE A8 RAENeY AFE 4
A2 200) 1827 (61.7%). 30t) 113%W(383%). 8 S9A 1878(634%)°] WEolgy Sasidth
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=
Hoz ofolfee FAT + Ytk AEA4
248 ¢ ol BR Bage Eo

(115%) 22 FEstden o7y F5s 7HA
HH(749) 2 A st HF 24l A8t

£ A AR AT gAY AFE
g #AZ37] 98 SPSS Amos 27.02 3 9l

{Table1) Result of Confirmatory Factor Analysis

4 2o¥Ne QNG E4Rde HAPEs

2: 89.097(£X.05), DF =55, TLI=.975, CFI=.982,
RMSEA =046% el A58 202 ek,
(Table 1)elA AAS W2 ZAHT L9

(e}
Z(Factor loading)©l .629~.874, HTEAFZ

(Average variance extracted:AVE)Z#ko]l 504
NE A 2 & (Composite reliability:CR) = 7014 1}
B %ZJE?Q] T4 7H”°ﬂ gt FHEIGYS

Constructs Factor loading AVE C.R. Cronbach’s a
Message types
The product features described in The North Face 719
advertisement are ambiguous o 611 757 72
The product features described in The North Face 874
advertisement are concrete ’
Persuasion knowledge
The North Face’s intentions behind advertising their 629
products are questionable :
575 726 683
It seems like the content of the North Face product 896
advertising message contains impractical claims ’
Brand attitudes
I have a favorable impression of The North Face 834
735 893 878
The North Face is reliable 867
The North Face has positive attributes 822
Green evaluation
The North Face qualifies to be labeled as green 852
If you care about the environment, there is a high 849 721 886 382
likelihood of purchasing The North Face products
Purchasing The North Face products is an
. . . 835
environmentally friendly choice
Brand familiarity
The North Face is familiar 827
694 872 809
I know The North Face well 753
I have heard a lot about The North Face 137
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(Table 2> Result of Discriminant Validity

Constructs PN(1) BA(2) GE(3) BF(4) MT(5)
PN(1) 7578
(2) .012° 735
GE(3) .008 701 721
BF(4) .000 .000 .030 .694
MT(5) .002 437 507 .086 611

a: AVE(Average Variance Extracted)

b: Correlation coefficient squared value of the constructs(’)
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{Table 3> Dependent Variable: Brand Attitudes

Variable Model 1 Model 2 Model 3
B T B T B T
Intercept 2.832 14.983%#* 2.519 13.9627%%* 2.252 12.284%**
Control variables
One-day social media s
. 124 3.338 .064 1.810 .060 1.754
usage time
Brand familiarity -.109 -1.328 -.037 -.468 -.014 -.179
Independent variable
Message types (A) 727 6.505%** 1.173 7.980%**
Persuasive knowledge (B) .009 078 456 3.099%*
Interaction eftfect
(A)*(B) -.908 -4 435%**
F 064 218 283
AR’ 055 .203 267
F 7.432(p<.001) 15.021(p<.001) 16.990(p<.001)
*pC 05, **p 01, ***p<.001
{Table 4> Dependent Variable: Green Evaluation
Variable Model 1 Model 2 Model 3
B r B r 5 r
Intercept 2.789 14.891%%* 2.410 14.127%%* 2.091 12.404%**
Control variables
Onerday social media 142 38727 069 2.075* 064 2.051*
usage time
Brand familiarity -.151 -1.866 -.080 -1.062 -.052 -.736
Independent variable
Message types (A) 870 8.233%** 1.401 10.370%**
Persuasive knowledge (B) 074 697 607 4.486%**
Interaction effect
(A)*(B) -1.083 -5.751%%*
R .090 307 400
AR’ 082 295 386
F 10.795(p<.001) 23.974(p<.001) 28.644(p<.001)

*X.05, **pX.01, ***X.001
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