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The Effects of Environmental Claim Types and Consumer Vocabulary on
Eco Fashion Advertisement

Minyoung Kim, Eunha Chun, and Eunju Ko'
Dept. of Clothing & Textiles, Yonsei University; Seoul, Korea

Abstract : Fashion industry have been emphasizing on eco-friendly business to enhance their public image. Due to the
lack of consumers’ awareness and experience of eco fashion advertising, this have resulted in adverse outcomes. There-
fore, it is required to develop eco fashion advertisement that meets the public interest of Koreans. This study aims to
obtain practical implications which can be applied to further eco fashion advertising. The study examines the public opin-
ion towards eco fashion using Twitter as big data analysis and the protracted implication was provided to consumers as
consumer vocabulary to see the advertising effect of consumer vocabulary. In addition, this study focuses on the envi-
ronmental claim types to identify the most effective advertisement in eco fashion. The results are as follow. Associative
claim types had a more positive influence on advertising attitude than substantive claim types. Substantive claim types
had a more positive influence on brand cognition than associative claim types. In addition, the moderating effects of con-
sumer vocabulary on advertising attitude and brand cognition were supported in substantive claim types. Advertisement
attitude shows positive effects to both brand cognition and brand attitude. It has been proved that brand cognition leads
to positive influence towards brand attitude and brand attitude eventually increases consumers’ urge to buy products. This
study has implication when providing a guideline for eco fashion advertisements.
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AFe i P Alelol= Yol EAI5H (Royne et al., 2012;
Tucker et al.,, 2012), ©|= ZHAAF] bl JAME L=
ofolA 213k s Al e oF7A] Aoz 2t
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Hoh. Yan et al 2012y &HIAES B 7FEATIE EHE
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Bl HAIREo] X187 A Al S HoA slar
Aokar F435 v ek djd HA=EL Au|xele] ARYA
&S 3 FF 9AH, A vAR e FE ARSI
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seAY #AS @A T F 7] WiEolth(Lorek & Lucas,
2003). 22t FH A HAR 9] AojF, ou|EF F e
3k #ilo] F7IEHAA (Xie & Kronrod, 2012) 34 33re]
21874 mAY FZol| g Bl FrtE Utheg,
Bhauduri & Ha-Brookshire, 2015; Kim et al, 2012; Phau
& Ong, 2007).

Bl WAA] o] A5EI] Qo] AMRlelA Fg Ast
7= 83 BAlolA Tk WA gty Hdsiol a4
7t ke Aol Bt § F83% BAY 4 UTHHuh, 2014). 3
YEI= Bt AEEE Aoy B3, vAA] WE, wiA
o tjgt FRROZ= o Zo] E71E317] wiTol|(Vanden Berg
& Katz, 1999) &RIALA 378420 ¥he-5 4& & U= FL
HAIA] o] AZRE tiehs] ojfTial & 4= Qi) €HH, Marlboro
Man 372 g8 €437 33¢] Leo BurnettS G342¢] F31
£ 9eliMe “aniRte] YAollx Far wAIR]7F FREofof g
o3 43 bl ATH(Fortini-Campbell, 1992). F3E A8}

< wkedsio} 3l (Fortini-Campbell, 1992), 2H]=k2] 2]
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< d

2 % 9lek. B oheh Tl AL M Anlg ot
anlzje] AE A A8 EEE WIS F Qo) ¥4 7

Foll= TS = T SUrh(Heo, 2008).
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oufgt WAIX7} EFARIA] o ARE =Edle] Hwet
FuHAEs £ 5 A SFoHKim, 2014). &Rz 27 o]
U 78, srlele 25 Uz7F A=Y dom, o WiE
o] WAIRE At AexP7t vigEo] Q7] el (“2013
megatrend bigdata”, 2013) &H|A} ¢1oi7} F wAR| =2 E&
bl g3ARl 113 Y S FHE F S HleE
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ohje} of wp |z} Sloje 4]
wEh £ A7 A 71ge
AH ZHAE B9 B HAES dPIoR SlolBintwiste &
Tsim, 2005) 2H]7 Qlo}2 8 WA B Festowy
T BaEE AR sigith 2 a7

2 ERE-EE
thest 2ot A, 87 A Baeld 87 =7 3o
FTEE @ BRI e Exjol 264 o] fi] 2
QEDE FHIL B4, 187 A4 B BEE, B
A=), HAEHE ¥ Pulelwe] PANS vy 2

= A8 A B3e) AW T 59 A0 Aol
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$b7d sgaret o] Yigol AlFe] 347 aah) 71y 3
7 23148 YehllE= 232E 2etkSon, 2005). Banerjee et
al(1995)= AIF 2 Au|2e} 34 A4, 74z A4
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A 7199 3187 Fa wARAE AlFsiE AR 3
7 gae] 7 folgt s, o wl AEe XFEA
AAE ARG 719 21844 SEel HEE wARTE F
Z o]ZTH(Choi et al, 2013; Kim et al., 2014a). B& X3}
AN 23 4 FEe AAY =4 93 A =3
3o FRETHeg, Chan & Lau, 2004; Kim, 2008; Kim et
al, 2014a; Son, 2011). AAH F7¢ FFo) AF T4l T4
o AlE T AR $7F0E o]eo] HlE &4, F, AL,
5, #1771 dAlelM ] BTl 2184 AEE F9E
Aeth 3 =4 f3ol 313 58 53 349 =2
T oz Agg ERE B dEHbE 7ol Adsh=
S A9 e Axsie 4 /39S vFthKim, 2008;
et al., 2014a; Son, 2011).
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2.2. AH|X} odojet &) H|o|H 24
B2 AH|REO Exé AF gk F34 A4S 221 A
Ho FE Y8V ks AlEES] MY 7
QJ3ES F31 QITH(Chang, 2009). 05F AH|IAES] Al
?3°ﬂ"1 TES AHAA olFstal o 2Rl Al
H|ZF A4S W A 2t S7kkal 7] wiEelot
(Kotler et al., 2010). ZxH]2} 8-0](consumer vocabulary) ==
ZH|A} doje F2 9@} TofellA] BRI LRIRIE] €]
3 AMEEE & dEolzhs ArE AR Yrh(Kim
& Jeong, 2014). £ AFol|A] AH|A} ol An|zte] 7L
A, 73 Fol T3 28R ] ARk Anjre] oS ¢
ngh= Aottt &, MR AFUAlIA Y FolA doj=
ff}‘:}‘ Atz o 7 AFEo] T
d Fshe it FAF
FEAE, AL FAE —OIE]'(Chang, 2009). &HA; Adoje
doje} Aoz FRE=, A d anxpE B4
Aol sl Azbeh= JHJAAQL oW A =4S 1A a4
143k -84l el AojZ(Jeong, 2008; Jeong, 2011)
"é?i = 5,23 FAl gk 7158 S R ALY A
&3S ovlshes AN FH o= geojdrt
(Chang, 2009; Jung & Nah, 2007). 3-22] Fe]4 EAJolA
71e} FAtl dgahe of3lEe] SRR o] AdAte]
AL FHshe A o FEe] glo B dlolEE dide
2 FAll g AR A # e s EYske ATsMe
A]Ethe.g, Chang, 2009; Seo & Koh, 2014). weir ¥
tlolBlE Fal AHIRF 9AS 248k Aol Slof AHjARE
ol 4H|A FRAeIet £9%001E e R s Ert &H]
7t o= AHIRR] 7] thgk B7HE whgEkar lo] 71el
Eﬁff} ZH|REY] S TLPLSV] =2 HFE AT (Park et
. 1998). WA o]& Fa wARA R &g-givhd a3ARl
1% T 4 UL Aoz d=HrK(Yoon, 2013).

1) dlolHE 712 Ao E A4, #E] % #40] of#%
iRl AARR G AHE =27 (volume), THFSH FH)
(variety), M2 A3 F-5E5 S (velocity)! Ml 7HK9] EAo=
A=t (James et al., 2011; Lee, 2012; Yoon, 2013). ¥ ©
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ZHRRe] AlFe] gk =Aoly uf FH-E Wkl ghrk(Yajuan
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et al, 2012). B] ol Thpe] &Mz} oS Fr*?— AT E
F AE FHeF o] &HTH(Yoon, 2013). o= %
= Fa Hal=e ]]]E"“OEB‘H _%W*§7]

TH“Big data”, 2013; Yoon,
2013). Ko et al.(2015)2] AFolM= ESEH AR 5 &£3S
7IN=R dolHE st a3 1 #- Qojo] Atk
< Foteision, ol Fal S AR adS Be avt 7
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A, AFEE, A= E, o), 74w 55 B3l 54
7F&3FH(Son, 2005; Son, 2011). MacKenzie and Lutz(1989)2]
APoME FuEAEA FIEHE, HAslR], B
ez o] IAE PFT vk Ut Fazol gk Mt vk

2]
T =E FJAIZITKCho et al,
2012; MacKenzie & Lutz, 1989).
FaEEE 54 Fa AFol| SeJH oA v] solH
WAoo 2 whgale e AEelst Feldrh(Lutz, 1985; Suh et
al., 2014). FZE=E Hal=d Ado]l Hal=elx]e] Jaks
A, HAEE o Fo3F FIFS vA=H Fare] g
2 g dddu &

1998; Lee & Joung,

Jeon, 2015) Bcox|= Hale zﬂwoﬂ EH gk FHHQL 1A
A uke-S wei, FAF A3 a%lel wEl AR ARk

3 A0S =28 £ UvkLee & Joung, 2012). SIA|E
S A7t F243 A7 THRIE vrel 344
dom, ol HA;E AF e LHRpe] FHH 1AE
= Fshs il ee stkPark &
Lee, 2014). BATE E2 40|27} Balsd el 438 7t
A H7IE Hole Aoz FIE B3 AFYA oA <sl
A9 4 AkSchultz, 1996). /\H]X}ﬂ Fy @ Hals &4
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Kim(2008y> %18V4 74 #3
T KEH 7199 "
T FEoE ] AFE e, AR
A Bxet Frjol=E TS @ISt Chan and
Lau(2004)2] A-ollM = 744 Q1 3
7h AAA g 7R e A 1
ST Z2Ev Son(2011)0] Atellds A 4 3ol A
AH FF FREGD FAHEE SHHOE KT F AL
Sttt olo} o] $Ee] T [ e 71 Al
M Bzl ek a3rF A=) yepdt) ey 5 <l
FoL Agelxs AlEe] B = Z
Al FHLAE B e Fale 23R g Fard vls|
2R S AR sk ) oA ol dAQl =g, ARt A}
Ae o &7l drke S ¥s|al Utieg., Leonidou &
Leonidou, 2009). T3t Park and Lee(2014)= A& &3}
HEE ARE AW o3 AR e a3t Bl Aldolut
HA=IR| 9} 722 XA Rk} o] Avkal F7gakt.
Cafferata and Tybout(1989) 52| #3 AFodM= AH|[A<
A e AAA wke] ApolE FHEIiTh web 2 A
TFoME X873 Fogo] AHY f A Wk o a7
Zolw, AAHA wf An|Rte] AAFH §hge| ] A7 Ao
2} o 53Tt

87 7 73 Farae] AN 2daAE e
HEEo] Ele o8 dF7E 9 $9EY $ithe.g, Chan
& Lau, 2004; Chan et al., 2006; Choi et al, 2013; Lee &
Yoon, 2016). = 3137 4 AR Fuadel gt
g AEEE 7] ofele Rk o} FAlO] FetE W
] 7FsAS AR R, AjAEe] 7] ARl v
AAELE 55 AH|REe] oo AlZE HolAl HWA AH|A
Aol7t AAE Farel £ o A WS B Zlolgt o
A8k 4= 2tk Lee et al(2015)¢] A= 34 A
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Kim & Ma, 2014; Liu et al, 2015; Park et al, 2010).
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Advertisement

V‘ attitude
Environmental H7
claim types
H2 Brand cognition
- Perceived quality
- Perceived value
H3/HS H4/H6
Consumer
vocabulary
Fig. 1. Research model.
He: 1187 774 Fao] AR 9o 2u)a Qlols} X
HRA=QIX (=24 F2[H6-1], #1721

H7: 2187 sjAd FarellM Faei=rt S8 dss Bl
A AR FH[HT-1], AZH 7 [H7-2))e o &2 Zlolth
HS: X134 s Farellr] Jaeert S44LTE Bals
HEs v S8 A Aotk
HO: 3187 o)Al Fareir] HEQIA| (A7 52 [HO-1], 4]
ZHel 7 [H9-2)F oS HAlms=s o e44d Zolrt
H10: 31873 o)A Farelx] HA=ei=r) g4 dss
mojEs o &S Zlojth

3.2. 97 Hxt
3.2.1. ¥ A}

AG7 ) Tjg 24 1S kAol thyet o)
2 23] 98 ) Hols B3 4R AERE Fol &
HA Qlolg mEslglon, 18 74 4%l et olg 7
waigie. ) dole) BAL edel Ao mAd HolEel =
SEle) F(E9) F WA A B volEE HPsis)e]

=]
Zr A A GAA
tol dlely o] o]
E9H ARS st

ARg3loITE B Ao o) tﬂOlEi
o]zy4 9] ‘Eﬂ;lEQ_‘(tweetrend) =
FojHth, EQIEAEE oF 4009 o]
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A3} ola i) 7Y ER EQEE FEl A4 B 5=
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e Rolu=z AL, BAllEy Fa7|do] Algshs 1, S5
7\xkeF 2 52 R MR AR g ESINE &

stk 2 Ax, 271 9 490702 ES dlolH T AFE
o=z F ol ESl dHolgrt FE2HA olF Fol
tod Fejd BAo] HAAIFEATHKo et al., 2015;

238 B89
Shim et al., 2011). ‘F&oE A&, &4, oJd 7 32 #
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. ZH1R} 04013 ﬁ% sk AgE &
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83)) 59 o= Yeyit
tlo]E] B4 tre] o Ag Fetalr] flg W oEA
AL 7 Jo thEke] v Y tlolElE EEsithe A
ol FAIZ el AL A7) dEvE ©Ho] ATH(Yang et al.,
2009). webA] MR A1FAQL 12S Tete e W
Q1 &RIA}; RIEF7E F7H o2 XY= Atk (Merriam, 2014). <1
Elf AEe anrke] 318 siAdel] digh Ankd?l Q14 A
7] Sl FajAAAR Y Z2A 20 wEt FAEE e
(Engel et al., 1982; Kotler, 1991), X137 A A|Fo|
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o] FAlel 2FEH, B A1 (M=5.66,
SD=127), ‘AAL(M=547, SD=148)& VEIT). A& 33 o
o2& FaIF(M=529, SD=1.62), HAL(M=521, SD=1.37),
WA (M=5.16, SD=1.53), 715" (M=5.08, SD=1.36), 7|3
S (M=5.00, SD=1.52), ‘E2’(M=5.00, SD=145), ‘A &2’
(M=4.45, SD=1.75), ‘&&% 1 (M=4.39, SD=1.62), ‘3P
(M=4.34, SD=1.72), ‘EZ3P(M=4.26, SD=1.84), ‘H =& &
(M=421, SD=1.49), T3 (M=4.03, SD=1.83)2] o2 3
Al et 183wl Az ASe A9l fEE o

Aol AHRPF 2187 siide] el of

o7} g8 A8k

3 RIZSA Wt deS HAFUTH 13 AE 3
H ool v3)] Bi=o] 313 S A doje] = 1 A
Al Yelton wigo] 71=(M=5.13, SD=1.35), ‘23 (M=4.79,
SD=1.74), AR (M=4.45 SD=157), ‘&4 A M=429,
SD=1.72), ‘AF3] & Q1 (M=4.18, SD=1.73), ‘T+2]4 21’ (M=4.03,

SD=1.82)°] =02 A YRt o] AxE & o, X3
58 AHshe Bl 2EE A &5t onjx]e 344
BA=Z A= Ut w719l digk 38H
A& FAgsted slo] XA sfHe] a3t J8S &
Aoz AlFEHL olojA 3137 F4 FFe ule
H|Z} Aof7} Far WA R AlFEAS Al K13 5
w35 Ik Al 137 S Fa wAA|
ta2a} st
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E AP ARE AFEES 5YE P =719 Flo)
o}-2-0 2 TInterbrand A1 ‘Best Global Green Brands of
2014’ % ¥4 H#M=2l H&M, Nike, UNIQLOS] A &3
olx|e] m¢l 3 FWE 7|Fog AFAH] AZET). A
FE2 4 BAE Eujolx]e Wil P FuE o] 3t
QF HiAge] A SAE AFEAE, ol WA 281 FL
Al 7V Bol AMgEE 9 Fx Akl Zullo|thKim &
Lennon, 2008). AF=&0] AMEE AL JRAYHFE FA|517]
Q8 mdofu} ARofo] AFEA] & 3 W] i ofoldl
< MEsiglon, Anxke] 1Al 7S wiAsk] $18l 10
He| AH2E T8 dEe] WE 5
Likert =2 24 $ 7P S92 A4S A8 tHKim
& Lennon, 2008). 1070 #A|&<] wiEy, 334, S8 1~7
Aoz A=A st 3217 Aole] gt %

3, 84, =3ds 74

Be] g 7 7E7 B[R Ao} F A vlARE FF 171

ol 7hE AE e AFS AABKRITHMELR). o U
iAol AEe AAE B xR BAgle] o2 &
HA=Q FMRLE AFES A

et} HA =7t v)Xs G SA5A 51
1 82 TE 100% 7715
HA AFE i R FARE AFsIAeH, d4A
T fEe g IR $HRT DAY 71FHUTh”
e HAIRAE Algste] Ballze 3187 A 858 =
STk 2H} o] §5o] wWE Fle] 24 98] A}
o =EFE MR} A2 2FEL HARE A 2
33 4 58 4= ATEe 2R doje) %S FUsA
371 flste] ou|ZAPIA FEE 2183 ol B AERt

oF FARFAME SYHse Jige] 293 =aues 213
i Farel] gA AlFAdske] AREsATHe.g, Choi et al,
2013; Kim, 2008; Kim et al., 2014a; Son, 2011). Z&H]x}
AdolE 7uko g AAA FH A4 3ol 22 “FMRLE]
A|F-2 SNSO| MR} 7t Azt A e Tt A[E
& uigkU T 9t “FMRLS SNS¢| 24|z} B7} Az} 2
g rAIR S Axdshes o] Ve, A" BAEE A
FUtheke wAAE AFsith 2HIRF A7t e A5=
o] A9 o] &4l 2AHAE A AlFEHAU

SELS A A 1090] H7E F dHIZAE e R
BeS AR Hd=HATE AFE {3 8 2AL AFEe]
E2ol| Agex] gRlsy] flal Ik 4H|R; 50 &
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EX2ARE 20159 102 304FE 1Y€ 12974 2811 A
5 58 AP B A7) gl 20~30009] Fe 4]
k= oF 7l Al g 5715 AU o] el dist
UxE 5715 Folslr] £ AH|xjo]H (Kapferer & Laurent,
1985) o] Al H]a] AZE- ololtjefE FAsA +8dh=
Altho]tH(Ottman et al., 2006). A7+ WAAZRE F7E 350
HF F 3057e] Aol FHE A AU
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Table 1. Frequency of each stimuli

(Unit: n (%))

Environmental claim types

Category

Substantive Associative
Consumer Y 82 (26.9) 91 (29.8)
vocabulary N 67 (22.0) 65 (21.3)

ATFE v R 778 Boste] AMgSi e, JEE 3%
(Kim et al, 2014b; Mackenzie et al, 1986), H#H=21%]
A zZ+d F72 3E3HCho et al, 1998; Dodds et al, 1991;
Shim & Lee, 2014), A7t 7F4] 333 (Lee & Kim, 2012),
BAze= 3738 (He et al, 2016; Holbrook & Batra, 1987),
Tl 47e] AREEATHKang & Kim, 2014; Taylor &
Baker, 1994). Q175 AEE #8& ALt RE T2 78
Likert =2 7}E9lon, SPSS 21.0& 43l 7|&5A
A, AZE B4, rest, o] AHEREA] (Two-way ANOVA), &
& FEI A, IR Fol AAEAh

oot

of

324 A5Y B SAHET A

B dEe] A7 ok Qs AIsH EA4S Aund, &
3059 5 HAdol 1779(58.0%), 1Ado] 1287 (42.0%)°] ATk
S22k Z 200071 2685 (87.9%)01 o, e 2 thEhd A
o] 246%(80.7%)22 7P Bokth 4 Ha A AF AEH
€8 10~309HI0] 1739(56.7%), 10+ ©]Tto] 9475 (30.8%)
To 2 Fxzo] otk AFE 13 ¥ AR AYTE Table
13} 7o) ViRt

7Hd Aol A QIR JFE A4S :
2 B0 ARRE O, 821 AR
3l S 918le] W22 (Varimax) W4 0] A, &
AFZ9] 71E& ARB|HS} Hole] F8 Wy Md 7]|E wet
AFEEE 1.0 o, 8JAFEERE 0.5 oo St AEE
A4S UlE 934 HESKE W22 E Cronbach’s Alpha %t
o] golalm, duAos 7 glo] (78T oW 1

R

Table 2. Means and standard deviations toward eco fashion advertisement

o] = ALZ B 4 Ati(Nunnally, 1994). &
2] £ 0.875~0.980, BA=01%] & X|ztE &
2 0.857~0.910, A2 7H4] 0.666~0.870, BN =E] =9} uj

o 747t (.834~0.884, 0.800~0.8909] 7S YERAT) A1)
o] AS, FIEHEE 0.868(3E), BA=01R] F AztE E
A]

A& 0856358, A7 7HE 073132 212t Lek
on, HAEHEE 0.826GEF), THlolEE 0.778GEHR
eRt 24 g=e) Aol AFHAck

gt 71& BAIX= thael Table 28} 7Tt
T 291 7ol AAAA 7%
AAY Aojrkehs Zleg
A F G (M=4220)0] AAA F4 8 M=3.981)0 ¥
d frefrlgt 2ol FAHEE o FHHoZ FAFsITh
(p<.01). WA M 12 AR M 2 218 73
Frao] AAA Aol AFHA AR} AH|RRe] Bl
A F4, A7 7Ry Y w8 slolteks slez 4
A F T E4204)0] 3 FF FHW=3.972)00 H
3 fFers =& X7dE FEE YERlCH (p<.01), AA1F
T FHWM=43350] QA T 8 (=4.083)00 BIE
oJugt zol2 T2 XZH 7RE YERItHp <.01). wEhA
7Hd 2-134 7 2-27F AAE AT
7Hd 3& R T4 fel QAR Aol

7b X3 FareA Anizte] FaEEst o A Belt
2k Z10= ol gk HFS fla) ol EHEA

TH(Table 3). &H)7} Qofo} 21804 4 £33 Joxh8 G}
= FEize] thal felrlshAl VR THE=4.056, p<.05). &
A T 53] Bae ANAE A7t EhE H9-(M=4.269)
7} 38R ke A (M=4.169)ET} FIE|E7}F k7 = A

Variables Environmental claim types
Dependent variable Consumer vocabulary Substantive Associative Total

. Y 3.785 (1.131) 4269 (1.032) 4002 (1.111)

Advertisement N 4158 (0.841) 4169 (1.061) 4162 (0.936)
attitude

Total 3.981 (1.004) 4220 (1.043) 4.084 (1.026)

. Y 4.642 (0.823) 4.020 (0.893) 4362 (0.907)

Perceived N 3.810 (1.000) 3.923 (0.747) 3.857 (0.903)
quality

Total 4204 (1.008) 3.972 (0.823) 4.104 (0.938)

_ Y 4687 (0.676) 4.090 (0.807) 4418 (0.793)

P e\r/:lll\;ed N 4018 (0.820) 4077 (0.872) 4.043 (0.840)

Total 4335 (0.824) 4.083 (0.836) 4226 (0.837)

Note: M (SD)
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Table 3. Results of two-way ANOVA toward eco fashion advertisement
Independent variable Dependent variable SS df MS F
Consumer vocabulary Y/N (A) 2.154 1 2.154 2.095
Environmental claim types (B) Adver.tlsement 4.475 1 4.475 4351°
attitude .
AX B 4.171 1 4.171 4.056
Consumer vocabulary Y/N (A) 20.097 1 20.097 25935
. . Perceived *
Environmental claim types (B) quality 4.647 1 4.647 5.997
A XB 10.124 1 10.124 13.066"
Consumer vocabulary Y/N (A) 11.246 1 11.246 17.898""
. . Perceived ok
Environmental claim types (B) value 5.246 1 5.246 8.349
A XB 8.046 1 8.046 12.805"
Note: SS=sum of squares; df=degree of freedom; MS=mean square
p<.05, p<.0l, p<.001
S 43 4.269

o2 Yoy v a3 B4 23, fonlst zlole gl
= Ao FAHAJTHF=0.72, ns; Fig. 2). WA 71 3&
717F=] ATt

o o
I
N

o

Ho

of

R

o= AHAL A7t s - (M=4.090)2}
e A 4077 FEgE Zolzt fIAEH(F=0.03, ns).
web 7Hd 4-18 AAEUT BA=R] S X 4E 7R
gk &Mz} Ao} et 313 74 fEe HeE a3
3 foln)dk Ao Jeldth(F=12.805, p<.001). 9434 F
b 53] A, anak A7t e B-(=4.020)9F = A
F(M=3.923)0 BAIGle] AZHE 7Ex]ell Zol7t §1o](F=0.69,
ns) 7Hd 4-27}F A H AT

W s 2187 3 o] AAFA Ao AnRke] F
THEE &H|RF o] f7e WE Zol7t §lg Aol
o2 FuHEY uXe= ANzp oo} X3 FF K3 %
32g g 9 =§ vkel 2ol foeislth. AdAA 4
F3e] FAME 2R Aozt e A-(M=4.158)7}F Y=
A M=3.785)Ht T8¢ FAHEE =T AT
(F=4.75, p<.05). W=HA] 71 5= 71ZbE AT

W 62 3137 4 o] AAF Aol AH|A}F Y
7t 23 FaoA Av|xte] BlEIX (R zhE 4, A7t
7RIYEHE =8 Zolvete ZoE A7k F4 9 X7 Ut
2ol MR AHAE Adoj9} 2187 = {E ) kg g3
= 47 FosA veRth 2uz) o) R 318 =4
Ao w2 Haghks BH, AzkE F- gk &njr; Y
F- oA AR T4 /R0l 2 =
7t Ae A (M=4.687yF Sl 7AF-(M=4.018)Et} &3}
7} ZA YERATHE=7.71, p<.01). WEtA 7HE 6-12 XA =]

5

o

i
&
> W of

-

<
L}
9.

T 42 416
2 ————— — - H
b a5y Me=======2A=A
< 4.1
g 4.0 /
Q
g 3.9 /
2
g 3.8
3.7 3.785

Substantive Claim Associative Claim

4.7 4687

46 ~
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42 N\ o9
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4.018
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2 44 N\
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> 43 \\
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g 4l 2020
5 40

&3 - 3.923
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Substantive Claim Associative Claim
Environmental Claim Types

e=m=@=== Consumer Vocabulary Y

e ah = Consumer Vocabulary N

Fig. 2. Advertisement effect of consumer vocabulary and environmental
claim types.

Atk mo AAH = {FHolME AHAF Aot e A
M=4.6027} Sl AS-(M=3.810)5T} X214 71xo) o 2 <
S UERH (F=9.33, p<.01) 7Hd 6-27F AXH U
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Table 4. Influence of advertisement attitude toward brand cognition

Independent variable Dependent variable SE i} t p-value Statistics
(Constant) 0.202 - 12.811 0.000 R=0.406
Adverti Perceived R=0.165
e quality 0371 0.406 7730 0.000™" adj R=0.162
attitude F=59.760
(Constant) 0.172 - 15.033 0.000 R=0.494
Adverti Perceived R’=0.244
e value 0041 0.494 9893 0.000™" adj R™=0.242
attitude F=97.864

Aol tiEk 1 1, 3, 59 Aol Qojde gkl
231 Ao} e S Holed &, e & 1+
g B3-S T wEL s oo A sk Aol
dnkzlo|m wiAR|e] o] BWolxH 7HEAdol FHFsHo] E
k= Aolth(Ahn, 2003; Lee & Oh, 2008). ©]&]3+ =g
A AAFR 2 ¥R A = 4389 a4
UERES, AR 5 {36l o A} vt gl B
o] 7HAste] IAAR] FIEHEE F=ch wEkA 3134
Balze] 3ug Az o K% 2 44 W8-S
AR Fgsted =l 2

=
o
F491 AAE 4 39 el
Bl

A (Chan & Lau, 2004; Davis, 1993; Oh, 2006)%} H]<=3h
AFE, 7HAg HAA7E 3 olgls A7E(e.g., Ahn, 2003;
Lee & Oh, 2008y ZJutel A¥E HAFE AAH 3
A &HRF ol tf g AYS Algete] #1491
AFe] FH3 A7He 7S xde BAEA]Y] FHF

S vt uebA 218 S
Bl AFel tgk AHS AAskaL

d

21374 A Farolx 3
a2 vA Zolgte 7 79 A A3, FaHEs BlEl]
A F Azkg Fol= ol 7.730(p < .001), Azt 7x]ol=

X

Yol 9.893(p <.00)o= A {5 oA FES mIX]
Aoz veht 7Md 7-13 728 AAEUTKTable 4). 37
Fe Fhol p<.001914 59.7603} 97.8649] FX& Kol
om 3| AA e RPe 7+7F 01657 0244F 7hzh
5%} 24.4%9°] AEEg Kol Sttt 3HARI FAHEs
B2t Hel=e) dis) 7X)al e BAs &4 Algel Hal
AE o =7 @43 ol Fugr)t 2as

R

REA

A=RIR o] =88 JEFe mXnys AAT1e} AR A2t
S 4= the.g, Ju & Jeon, 2015; Lee & Joung, 2012).

422, FFE = 2 BAERIA7F BA=E Tl nX= FF
31873 s ool FaEEs Bz 3EEA o
g2 A Aolghs /M 89 BaAll=dxe Bailzgxo &
A FFE v Aolgks M 99 s IAR A
FAHEE BAsE o) FAXCRE folgk dF vXe A
2 yeht 7 8o] A= ATH#=6.359, p<.001; Table 5).

BARFL F=97.876(p <.001)] FXE LERZ 2o 39
2o 3k RGES 049402 494%2] AHHS wo|x ).
Durbin-Watson 1.898Z Z2FE 7k “FaAlZE flo] 3A=R
Fol et Zo= YepAL glon SYHFE Alo|o] thF
AL 0.1 o] FAAR EAZE gle AR FIEHA
o} FuEEE HAsE e FHFor JIgS mRiths A
2 AdggATola o] FHE vt Urke.g., Cho et al, 1998;

MacKenzie et al., 1986). m&hAl A2} F7Felal e X134
i BEd=e] A aHd FE Tt 3HA B
HEE f=8 Za7t 9o o) HHDHEE Y5 58
gk gglo] & F Q7] wjEolH vyt 21873 A Fae
31873 oluxE FAgslax}t sk 71€2] did B =o) oigh
HEs gAsket =03 942 383 £ S Zolt

W 6.309(p <0022 FAA folF stollr] FEE v
= Ao& veht 7HE 9-13F 9271 AAHUTE olH g A
= ezl #EF MacKenzie et al.(1986)2] ATtollA H
A=RIA7E BT ol S840 FFS MRtk Aot &
Apsttt. 218474 s B3 E B H& HA=RIRE JAsh=
AL Bdzol tigt Bl ol AL IdFS & F AUnk

423, Bz =r} ool nx|e 9

2187 s Farelx BI=e =) Fajelze] SA 3
2 v)Z Aozl 7Hd 109 #4 A3, BlzH e o)
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Table 5. Influence of advertisement attitude and brand cognition toward brand attitude

Independent variable Dependent variable SE B t p-value Tolerance
(Constant) 0.203 - 4417 0.000 -
Advertisement attitude Brand 0.042 0.301 6.359 0.000""" 0.752
Brand Perceived quality attitude 0.058 0.126 2.070 0.039° 0.455
cognition Perceived value 0.069 0.403 6.309 0.000"" 0412

R=0.703, R’=0.494, adj R’=0.489, F=97.876 , Durbin-Watson=1.898

p<.05, "p<.001

Table 6. Influence of brand attitude toward purchase intention

Independent variable Dependent variable SE i} t p-value Statistics
(Constant) 1.351 - 7.295 0.000 R=0.694
Purchase R*=0.481

Brand attitude intention 0.042 0.694 16773 0000 adj R°=0.480
F=281.321

p<.001

ool BALOR %94@3 Qg FAE Ao et 74

102 A A = A THeE=16.77
F=281321(p <.001)2] %t
48.1%2] AES Holi

HaﬂCEHE‘- HI ol

AE TS TIN5 Qo

.001; Table 6). JARLH L

, p<
3 Aol et RPS 04810

Wat olzk(Ju & Jeon, 2015) 318H3 Xl =l Bl
tHEE P EE e d7oke AR 294E B
FTHMaloney et al., 2014). WA 11373 oA FarolA &

HE HASEEE 20ASE SelF guo HF BH
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