9= mde] WHwe) 950 g F5AE T

o
A F=APde] Faele o= Rl FoE ARgste slo] dwkdolnt. 2y o gt of
T AT A9 o] FAXA Fa Atk 7IEe] Aol oshd mAY AFUACl AN An|te] &3HH
A7 dAEA 2 o ARy Ae]d ;3}7} Eopdtial gtk =, Farol| o] =st AMEE 7E A
TollA Fgekal = vkehs whle] A}l : =23 Ao o5 = 3t
7} 283 wet vA" AguAl AR Ak &84 ZRRA7E dAEe Ao] 7 vk s ARy
Aeld wgolel & = fith olo B A =< BES AR&shs Fare] lojd Ree] wjH s}
9=ro] ARgo] AHRL %19} AFel e B, Fojeje ol ol & mAertE AvEa &
TJr*—i‘d Fa AxdAel el gk AAE stk ot AFAF, Farel AREE ol Fae] Az
EW B v ies Fare] gt Aoz a9E Uehdls Zlo] weAnh Fate] AHgE mel v
vt w8 A, AlFel g EH+ %LHHA 7F AREE ool thal fof T ZP 15 HolA &sinh. &
o] AREE R *a«l =7 e Afole gols ARES A9TE AlFel tigk v, Tl =rt ok
5, =l RES e AR A, 1 P viEee] w5 uhgo| w}a‘r el ARgEE e
=2 Meld Of_’-._)sﬂ “6}1«] aEs -3 /\ oh:]_: /\IU% ;\]/\].XJVa Zﬂ%’—?_h:]—.

[. A4 & o] Eolxtta Bwatm Uk (Brumbaugh
2002; Deshpande, et al. 2001).
ojelgt AT AT} JdMAtFstE d=

A el ofel dAEel AHET Dyl gag mw dme = = oo
AR el G GAAE MIRT A o yen qm ange) Balg 2H0] @
stole] Abgol QuSIEelAth Fme] B o ol ae segjel Sapel
ERTE A S A T zeogw yas A Sk ww
w =T T R b Aol ¢=e] 719 Ak%f 71%@%1%14 T

CQE]_]‘J&LQ‘E A AFUA ool A 3} Zat AhatE dato|n Qojo]R o] ZHoME
AL ERSE e B G4, Qo o e ool ssels
A 74, AFYAelAY FA So] awE MEAl Aol A= RHM  (revised
CHl(Alden et al. 1909), 71ES] ATANE ol mode, Kroll and Stewart, 1994)
SR ARUAl s suAe) g A o S T
A7t dAsHA 2 W AFYAelAY axd

* Mgt 7L EAT L, kipyo92@snu.ac.kr
= A Zsty Fgojst A9y 24, WA A}, donlee@sejong.ac.kr

)
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2y ge AdE FHow A
AANGS ool W} SIEs A
o olEH & dolMe 22 w3t ol
gt FHo] =7kt 9o(Brumbaugh
2002), Wr=A] wRAE AFUA | A vl

A 2348 7B QA3 Aol A v
$AS ARUACIA Wlols 2 7 9
o Z2d ead 9@ F3H P 5

3 '3k 74x 9] Fa3 Fd v A
FUAlolAe] HHY (Information Source,
Spokesman)oll ¢]3F WA]R] Ao %
H| x| 7] wjFo ]‘jr L GAAe HAx
lﬂg BA=H

(
o

Rui
M o

fqr e odo Job of
=3
N
ol

olFA =¥ A& Sl uwet
ol=iEstel Amfste] o] BRI
3, Fae] =3t RIMaEH A}%%
22X #A AFY FAA= e A%
Uebdele Estal Farolxel 9]=9l,
53] A AR BdF =0} ARGl e
TE AY o] FAXA Fa Utk o]l
ATe 959 BdS ARgsts Fare]
ojA mdle] wfHEe} esro] Aol AH]
Zke] garel AlFel Wik By, e
E.oﬂ o]nﬂ J3FS u];‘(]k;ﬂ._g_ }\’I-_\*j%y__]‘—y_ o]
£ 53 ATESE ARSE Farel tigk &
HIZHE 9] Q149 &5 ¥, a7FR #Fa
ArUAl el gk AAS stz g

=

_4

ke

AWk o2 wiA" AFUA ool =
ARG ] tiaii e HEAFTH 29
AFF IA7F dojuh= A-poll Fare] o
gt BE, AFE g BE, Fao] 53X
FUdAE (Targetedness), ARkA #4,
e R FAHAHR Ut de Ao
2 R3%E3 3t} (Forehand and Deshpan
de 2001; Brumbaugh 2002). 28y tF-E
o A7t oRIFE =7l vxs FAHeE
AP E Aolojx S8 HABH e FHo|
}—Zﬂﬁf}“% )=o) Ae wWils &

o 4 o

}-y:(oﬁr{né_%r&'rﬂrlrr
)
ot
r]I.
oo
lo
)
-9
]
tz
o
X
)
kv
ol
e]

omﬁé_\.‘l’

s
‘M—% Holzl &= Aotk (Brum
baugh 2002). ©]&3F AEL o}z g7} gyl
= ARS|9} o] QIFF ] = Aol7}
= F=4 ZTal/srdwsE 849 Ay
Moz WAFHT Ut} (Grier and
Deshpande 2001). 1&u} =8 X33t 5
oo} 7t oA AMEFAL W=
Hls) F@Ao|th A Fr4 Z3l/3H]
w3le] ZYdaze AUEHA Xie S

[e]

ol

2 ¥
ol
of
N

- 62 -



The Interaction Effect of Foreign Model Attractiveness and Foreign Language Usage 3

]
=3 AF=EdAAe HAA A /\H]X} 3}
FAAYe] 24 (Alden et al. 1999), =
o]%F&3} (Biculture)®] &4 (LaFromboise
et al. 1993)5 B3l Aol HskA Hoh
LaFromboise et al. (1993)2] A+& &9
Ao o] F &3} (biculturalism)7F S 7Y

gE FgAA FI AFHE AY
o Wade 159 A5 BAY L5
% 23149

A8 Azt ot 15 579
e il A=s W 23S A7eit
B ol7} Alden et al. (1999)¢] WHAA A
28R 23} XY (Global Consumer
Cultural Positioning)e] tdt A7 = A
o AnA 73 EAAY (Local Consumer
Cultural Positioning), 9=+ AH|x} £3} XX
MY (Foreign Consumer Cultural Positioning)
I e WAAReE FFdE 39
HAAZ 3t AEAGS] 593 EAE
FAeta Aok

ST R 2HA4E] B

zole $8 E3he S)FEHE FREA
a1 pHAAES ISR HHE e
S8 A7l e v&se] 5, AF
32 2A2 3 Fuso) %7};1_:_ Ao
o|e] FAT P EIA Au|EIL &
A= Hee] didolgt B 4 Utk
GAHoR ¥ W), FHL TIY ol

Alol Ao A HAAH Zshe AMY 2
3} (Modernization)”?} A]-&3te] FE3}
of ZP=HA o] A3 (Westernization)
oF FHE AFHS 7HAA Uk (Alden et
al. 1999; Lin 2001). webr] oo} A

o o

Aollx oJ=&E3tE Farel AHgske A
QAR (country of origin)ollX 2+ F33
#s =¥ ez 4T F Utk (Watson
and Wright 2000).
Zkal e WHAAIA #3te] $RERE &

8317] 9EiA oo 2d, 53] AFrd
ggo] FEHAA YHeA He Aotk
(Neelankavil et al. 1995).

vt 9A I8, AlolE W 2
2 WHAAIA s AMEo R WHAAA &
shAo] FAEoo] Al Wl olFE3rt
Ak ok ES AAbA, #3h4 mete
2 E o A7stE Zo] AzAQ1 Aelge
2HH QEYe] FAgHoglenE o B
g 53] AMrde Z3adrt A%

5, A4 ovAE

d

T E 4 gow, og Fd #1o ARE
wole Aol WAl BuAFE] FRE ol
Fn gdua 2 5 ek e B8H F
BaT] B AN BEE JFE B
stelt ool @] WEF F7te) o]m A B
olgat7] S8l FmAS A, Bt
%ol DR A Faole %3t A
Az Belo] AL Balo] e oz o
AAE A B AgeE AL =

web @A ghAdel] vEhdal e
Q=rEste] RIS AMES W2 ARt
A A AAEHAAA] ZepARE, 2=
Z3te] SFAHNE T3l TFHA v
Jog|a, WEE AHATL =7E &3
A=A (cultural congruity)S 33l

37 wrge 9oz 5 ok A% FAE

r
e ﬁ Mo to

i

ol gt oA AHIAAA Slo] E3HF
wj7go] 2/dstEr, ofW F3h7h AJrA
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FgelA F9leln A HE A7
s zAade EAoT B ApolAe
w—w A7} olelet 2 ETE PR
o B3 AZE BAQ mde vje

ZEE 9)Fo] ALgel Tis) H

]
2 A
57} 9

Joseph (1982)e] wa=w =mdeo] AlA
o] AFol tigh e WA vl

T 5o d¥e T, 50 BAUR AF
o tal FHHY wse Fokm sk of
)3

AL BHAAQ @go|AY, Be AFES
o] 3t FAo] LMIAEONA Faro] s
F4242 8L 7HAA & § dka A F
St} (Shipm, 2003). A9 EE AollA
= oAEe] a5 AIE wE A mdy
HwshEA FAH S AEste A
S 9Tt (Irving 1990; Martin and

Gentry 1997; Richins 1991). &3], Richins
(1991 8] AFollM= a2 A 94 3%
Zke] Auro] zF 2Rl EE ofF, Y
A ¥-8F (personal care), 3¢F FiLY
Al Xy vluE v, ¢ 1/3 A%
7k ol %ﬂ% [ o}O#u ArlEe

QR ERiEetA wreEthal BaE
o ATES B we o4 *HIZ}%L
Y9l BEls AL s %4@
132 AP Hx, A9 Slwe] By

= ZHA o= Ao] ¥ezl Aol
Bower (2001)¢] AFoAM e w¥€=7F =
& wd (HAM, highly attractive model)®
e BlastE e gE7F =& Hlal 9x
A} (comparer)' ¢} HluslHE w7l w&
B3 W] 2]=2} (noncomparer) 2] x}o]&
sttt 1 A, vl ¢
Zbe] 79 HAMel digh §47 314 o]
do] AEA (model expertise), #|E9]
Z (product argument), A= H7} (product
evaluation), A& T e]= (product intention)
9} 22 HAWrA o didf Folg IS
HAe AoZ yewth 2 2da A4l
of tigt v EE Zt= A% HAMOl o
g F44 7&7@0] Fuade] Fojgt JF
< "o Blolth wEba Rdef AR

U] s e 2] A Fe w

5o Ex
@E OOH 715]%

N g Pﬂ > r

AREEE dEe oA b
gAY, 2 dMES A A9t #
B (Fare}t AFol gk H
o 344 W3zt ) HA= =
A7l 988 It B 5 S Aotk
mepA Bl wjE e gae] AMgE o=
LIRS A T ZEAFEA et
E T Atk

22]31 Kahle?} Homer (1985)7F 733k
AF 4A% Fad st 4
AAAQD wigo] A3t (match-up)slioF 3
3} AFe] g Hrpt Folxittes A%
7V (match-up hypothesis)S 112 3
o AFS] FRel g et FHH S
oty 2y B AT H53HS B
o] wjEEel Ao wxo] Wl wE

o

b o

- 64 -



The Interaction Effect of Foreign Model Attractiveness and Foreign Language Usage 5

FEoPAololl N e Fa B HXEFA
o)=ro]l ARE-9] AtElZF wWol #EEHI Ut
(Sherry and Camargo 1987). 1 o= <
o7} ddisl, 7ed A8 & s,
THAQ AREA olsA el At
Fs dAsely] wiEolth (Sherry and
Camargo 1987, Kachru 1984). webd &
ofAJofoll A Faro] FolE ARSI
5o wet A3 oE grE A=
Atk oY dAFe dofHEEgH o]
Fal AHEAE 5 Aok 27 = E S
Abol Ztzhel lojoll thalja AEAl7]
ddo MEH AFE Yede 7NdH

AR

0|

i o
ar o do t1 rle

J

O

(Conceptual feature model, de
Groot 1992)¢] w2 & oWz s
o QA== o] (o friend-amigo)”}
o]317 719 (lexical memory)dAe =Y
g ey AEH 719 (conceptual
memory)o A= A2 Jojd B oz} uj
2 4dE Ady A28 F 7] Wil
t}. friend®} amigo= ©]3Foz= ‘T

3

= 22 YuE 7RI AN AR
= friende AHolete A H AZo] =HH,
amigot= VYFE°]E (machoism)¥ AZAH T
2ge <adg 1>d A
olgigt E4o 2 sl thdojel thgh <l
A A BN A Bo] &A= 4

H AEIHRHM: revised hierarchical

modeDdl A+ NdZ A& 34 (conceptual
processing) ¥ 01914 A2j#(lexical processing)
< wElete] AAIHo R olafE AS AlRte}
I Ak olol] mEM Al 1o (E=xo])= A
33 Ay AZEo] A AR A 2d
oj(glmoh)= MdHel AHAFAZH] ofstar
Al 1995 B3l s £ Jide A4E
B2 $-32 A7t dojd 7hs/do] Eot
e1A]o] W3+ == (NFC; need for cognition)
S o ®o] 278 FKluna and Perrachio,
2001). <& E° ¥=olE EFE sh=
gHrglo] Barojz 2oyl ‘HyEhe dolE
s v vk A ER Zof Far s
Ade Blelgte /a3 Yu|et vtg dZ4
o] HYA|W ‘friend = TWolE HH A4 =
T2 FFFegal HYS 3 Fo Jid A
ou|Z AZdo] Hrh= Zolth. weEhA Fa
o} 22 AT oA HEH wA A o
gt HEe ojd doj(EFo] F2 o=
o)E ARER =Tt wet o)k 1314 vE
5 2UsHA 2 Blolth. #3E YARY
& <aY 2>9 Brh
ATHo=E olgdt A3 aHfe

A A FHoll yetvde sler A 9l
t}(Holbrook and Moore, 1981; Sholl,
Sankaranarayanan and Kroll, 1995). =9 ¥
o Y E o|FE SAHES 33 24" d
24R1& 7FE3Hl k= Holbrook and Moore
(1981)¢] A@ollA dojd ARt 170l
AA HaRRlS golgts| Al ki, AR A
£ g &3 ste dige olg S
sty 29 AFARK, Farde] SAF
e} e A|ZHA ©hA 9} dolA ThA
B g g M= MR gyt

Lo
ual
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o3H 7|
(lexical memory)

Hgs 71
(conceptual memory)

<38 1> @A EMES(Conceptual feature model, de Groot, 1992)

L1

Lexical links

conceptual Iir:k‘

r'
-
-

_.-~" conceptual links
V3

Concepts

<2l 2> M= /A2 E(Revised hierarchical model, Luna and Perrachio, 2001)

& el et AR A4l o
HE W olw|A] AHzlo] o) Ao
FAE 7ol §8& A5, o fGA dA
A A7 oy F8AHQ0 Fuast
dold 7ol Atk & Utk
, B 22 7314 w7 ot
= Ao] ¢ AN Fuadts
F U= Aolth WA JAAFH Fu
48] SN 1A W oF o
A7F Aolzl BRIY AgHoAd A9 o &
719=a ARrt 2 AHgE 7beAde] Aot
(Houston et al. 1987).
olgfgh z7o Al HA= Leclerc et
al. (1994)¢] 7= FARkHEn. o] A<=

Fuol SRt T H47 9=
9}\

SRR
.

_?{_4‘
o
N
© o
El
(o]
o
k=)
N
0
>
T

st 2
J BHE 7T 4 o= AHeolth o]9}
= YHE Koslow et al. (1994)2] AF-oll A

1

= AofFHZo]2 (speech accommodation
theory)oll Aste Awsta ot AoH
Lol2e A7} BY 163 71x9 #3517
ARE wotaat s 9=E B7F <
gt wet B7b Aol tial 382 73
= 7HAl dv= A8°]& (accommoda
tion theory)®] sfejo]&oltt. F=olz <l
ARt 9=dolAl 238 ZHA He AS
a2 & F Utk

weta] Furdo] AZThA A 954l
< AMEStE A ojwdt A-gel doHE

o] 2o AAst= &} e ofu g
A5l Ae JHdoA A s &9t
Uehd & Jderkehs EA7 AAd
A Bol PIF W B2dY AFS
go e A% e AFATH Fael
A5 dRbdes I ARt YEhA|
g gmFe] A Fahd wggel A9
HA @O AnAY] BEao] ARgo] Fal
o o 4PHA $HH PO dolF
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Alo

N

2o o
2, oX oX

].

_

ity 3t} (Koslow et al. 1994).
o] =& A3 HHA EHOV\]O}
A e)=ro], 53] Fojo AMg2 F

arell A 375%4 s 2 F e %i}ﬂ

Wi 45AEENE RolA B Aolth ol
A Ao A4 olste] mdo] u
T7F WA AHyglmgold  Ao]l= Z(Holbrook
and Moore, 1981; Sholl, Sankaranarayanan
and Kroll, 199%) =99 g7} =5 44
e mEzo] e HPA o r A
Q FE=7F FA4E o] oA thaol A=
Ao)d wAol] wisl AAH FAHA T A
ol 915t} AHE I otshd Aol

S ETE AAIEHA
S Sis 73‘%01]% 482 o] wiEEr) &
< ARG 9 FFHY FolERE o|uA|
gl HYHs Ao dAjel s ﬂﬂl
7F BashA 5o AMEAEI} (E3HF &
a7 vebd ot wepA B ﬁ?c‘*ﬂ/‘i
A7 o= AR B 9= B
Qo] viEEr £2 Afodle 2 afrt g
AR 939l BYe) YRS e 7
$-ol= Leclerc et al. (1994)¢] 733+ #3}
4 Agrpdel wet €)Fo] AL sk 1
g Zoz o,

>

M. A5A+

L AP ZAL

d7e] A7EAE Has As) L)
Aol thal AzHolot she AFEe wil
o PR te)ga] AgE Aol

(Fr=ol-go) 2 FAHE 22 4FS 74
gfof gtk wuel AViE Ede AJAE
ANA oW A o] ojm] FAHoglor
2, 7% EE 99 ajle] F= JFFS
Hashstr] 98] Bde =<l gk

jE o] pol7t e RS MAs)
A8l A JAY BaE A - o
&3t 2R OZRE I tiEe] S
oz At wEE=e} wige] F3
(Solomon et al. 1992), =& APFAJS H7}
St=% St FYs oA RS ¥
7VetAl st7] 918 ol 9 R 2
o] wigEE olQe Hrlo] FIFES =
U % HAR.L WA Y R 21S
A9 FLEA 2T B Fared] AA|

|

l
i,

Hodqd AFE 29} FH¥eE BF 2AHA
S wd ol9le] dE A%, FHESE A
SEOA wjAstAT AS5EY A7 BT
SAsHA =48R, 130 el AFEERA
o ol5olAl AAE 2 F el 483
AN FAS WS we wdE T
MYl Aol EHsA tehie AR

T AR @l 2 Al ALBas

AP2 oF 1689 23 JFHAH. HA
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o
2
o>

Pl Al 22 A d AS=(Ee
/e =l BE FholAbg, ul
/9 = Bl o] AR
AAsEA. old Zb AlE el s A

Hir
- [‘IO

o mh o 1% N
bt
N

AFE A9t mdy AF] wjx], Fu

v 78, 27] & 4AANAG AFe At
£ A=Ee <ad >3 2o Addd
o g e 7247 oE wigxe mdo]
T43te MP3 E#lolo]9] #Fard gh=tol=
vA=Y L2248 AN AFE i)
SEHS d, o2 3 I 474 g v
gro] mdo] FAstE MP3 E#o]o] 9]
Fate] Jojg BA=wI £2HS AAE
AFES g3 Fo AR Hsld
o] A¥e] FH r Fare] AHEH o]
o] xjolol| ol WAE e Fa@HA o]

FAZE

=9 Ayt AdE T Y= Z(Sholl,
Sankaranarayanan and Kroll, 1995) 223}
oha weke

APE 1A dAAFEYD MP3 Ed oo
e BV|FES =ol7] flste] H4 MP3
Zdolojdl g BHFEE Brlet=S o
A AfHo g FAE Fi AFES Al
Al & Fa g AF g s 34
i T HA FaE A sl e A=
HHEtTh v e R QIFFEAH WEE
A8k

ol AFES AANEHNEAS 13}
Taee AAE 2do] £MZ uEdoh
B e Aze oA urgd] thit Aol

7 A%E G $YLE VYR e

o=




The Interaction Effect of Foreign Model Attractiveness and Foreign Language Usage 9

ol=Ql ®dl gharofalgrel] 757Y, ‘wiEH =T}
o o=l B gharolalgel 757M, ‘ul
HErl 22 959l 2d, 3hato] ARgYe
6670, ‘NH =7} e 9=l 2l Jo] A}
ol 6670AT SEA HaAH-S 22.84]
(HA 184, HaL 334, o4 SHA 76
A S 653 oAtk

SAMFEE Faed did B=(Am), %
of g Bi=(Ap), Fael] theh 53X HF
X & (Targetedness), &2 AWy =
0Q), #HY=(PDE A&t °] 5

sl o@ BEsh AE UE ol
B . LNRELL R ENE SR
57e AR gethule 53he

E]',” “UH"CI)" %2 5‘]‘1’4-71]]]_?— %_ﬂ]a—]_q_ngl

T R B [ U =3

lo lo oo N 9 Ot o ¥ O od o

< 7" HAEE SAZsAT A4 700
AFEE AFS F, 7 HFEEe £3
BIas AHESHATh

T P Es AR ARrUA A W
o] AIWIAE HXHTAANE FUst
71 9% EREAIFYX Z=(Targetedness) =

Forehand and Deshpande (2001)el wha}A
“1/}—94- 7o }\].%]-O] _\"J}uﬂq])g_?l )I)L%‘O]E]'”Oﬂ
Wal “AE 1EA gohus aEge 7
A Arz A9 Aukz Ao “u)
F4-003 Holg B9 74

3 2ok ¥3
Az, FuioEe duz et e

_l}‘_';
ko

A5 =
Aolth-2H43 T Rolhe] 74
o sas

Agge] 242 FA37) s mA )

=2 wjgHolt, s7te] Fhthel tis) A
oFrl-ue- TP 74 HEZ

Zojolole} melste] 4
% go1so] A o

2 olgdties Bl
eg A githels aEne 7

o

I oo E
o _LE
o

fru

IR I}
=
>

2 L o o

Y
k
il
A
ox
_0|L
3R
vl

Ayl AMgE mde] wiEE Zpolrh
A =2 Ae=7HE ASs] fa 2
o MExE FA3= 2o digk $HES
7HA AL A PA7E Fos A Hrrekal slevt
& st o) viEes SAT
gHolty, ‘T3] ¥ F 2T SR
e Hanla A3, WEErt e =Y

(m=327)% wjgxrl 22 2d(m=512)9]
g T Il 203 2ol (t=11.624, p<.0l)
7F e AR ey, 2d viys =%
2 AAS Aoz ATETh

Aol £YE AES ZHF #Fo A
A=g A7 9 ngroz 23w
Ade) s BAe dAstdn. A%
ol zEs 99s Agsgt 1
Ax), B30 0P HES 249 ) 35,
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AFe dF HEE SA 3} FE A
FEv 247} a=0. 857, a=0.924°.2 et
2 Y AIEE gERFPOEF o]F 9
BAe A% Adec

3. oA A} B K

wale] fessl Qdojd BAel HAs B/
20 ALgH oje] %A

ot
2
)
o

2 T, B3R

TEAE, Ay F4, Fojeize] Yehy
= Wsls AuEe Zo] FEZH ot wet
A B i E e (S-S doj(dol-g
ZoDE SHNSTE e o o]l
B4 AAEAY

O A, 2d Wz oM EE
FEWF] s eIk Zpolrt YERL,
Adolell SJsfir= AEA FHNA Fog
Zpol7b A= Ao ® yeigth 2d mfEs
o} dloje] FEAgans AFol It H
T} FuffEo A fofatAl b

Ao7h Hvba FA3 AL de AL
At 71&S o)83sh= AFA MP3 Z ]
olE 2JNsh= FaLel FolE Argsh= A
o] AFe F4L o THHeE Hrlsie
5 37] WE ZoR BTk AFel
Ei o dg BEe AAF v

A8 577} YRR or, AurAe)

RS %‘-E
2 ol o7 a3t YR Aty Wil
HEAGEN} Jehid 2 Ao ad

dot o] dE&AEY Ade <& >3 2Tk

olegt Aol7t FAIHozE o' Af-ol
AgA vetue 71E deotry] fa 2H
o] i =g} Aojol] tigh 7+ T H
T EFAAE vlwE] Btk 1 AT,
2d mjEze] faMe EE FERF
s 2l e =rt e A9l o 33A

o]

1 H7HE dehidTh dojoll gsiM= A

W AEl W EE, el s o
=S B7HE 4a, 24 WiHETE v
Brele G AEs W AlFel Wi

=, 2d mjEzs} <dejo] AlFe] g
H=et ozl oig Feag EdE
gelstanh. AF W =l Fjol=
= AFS] AAYHAM HIEEE ZolnE
e E7F e Rdo] AMAHoEN T
]l A8 whgo]l FAE Aol dojdl
oGk Apol7h AA vEhtA] AR v =
7} g

7} FEHAA He Aotk
7} o Py FFARE <F 2>
AABFRL <™ 4>9F <9 5> 2d
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<Abstract>

The Interaction Effect of Foreign Model Attractiveness
and Foreign Language Usage

Lee, Ji-hyun -Dong Il Lee

Recently, use of foreign models and foreign language in advertising is a general trend
in Korea even though the effect has not been well-known. .Most of the previous research
shows rather an opposite effect claiming marketing communication is more effective when
higher congruity between marketing communication and consumer’s cultural values are
achieved. However, the introduction of global culture due to the expansion of new media
such as Internet or cable television makes the congruity not the best choice of marketing
strategy.

In addition, use of highly attractive models in advertising to increase the effect of
advertising is general. However, recent studies show that targeted women audience tend
to compare themselves to the highly attractive models and do experience negative
sentiment. Bower (2001) proved the difference between ‘comparer’ and ‘noncomparer when
women face highly attractive models. The results show that a comparer who has an
intention to compare highly attractive model (HAM) with herself has a significantly
negative effect on model expertise, product argument, product evaluation and buying
intention. Therefore, HAM 1is not always a good choice and model attractiveness plays a
role in the processing other cues or changing the advertising effect from result of
processing other cues.

The purpose of this study is to investigate the effect of the use of foreign language on
the advertising response of the audience with regard of the model attractiveness.

For the empirical study, the virtual advertising using foreign models (HAM, NAM), brand
names and slogans(Korean, English) were used as stimuli. The respondents of each stimulus
were 75(THAM-Korean'), 75('NAM-Korean'), 66(THAM-English’) and 66 (NAM-English’)
respectively. To establish the effect of marketing communication, the attitude for
media(AM), the attitude for product(AP), targetedness(TD), overall quality(OQ), and

* Researcher of Dept of Clothing and Textiles/The Institute of Human Ecology, Seoul National University
** Assistant Professor of School of Business, Sejong University, Corresponding Author
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purchase intention(PI) with 7 point likert scale were measured.

The manipulation was verified to check the difference between HAM attractiveness
assessment (m=3.27) and NAM attractiveness assessment (m=5.12). The mean difference
was statiscally significant (p<.05).

As a result, all consequences were significantly changed with model attractiveness, and
overall quality evaluation(OQ) were significantly changed with language. The interaction
effect from model attractiveness and language was significant on attitude toward the
product(AP) and purchase intention(PI).

To analyze the difference, the mean values and standard deviation of consequences
were compared. The result was more positive when model attractiveness was high for all
consequences. For language effect, the assessment was more positive when English was
used for OQ. Considering model attractiveness and language simultaneously,
HAM-Korean was more positive for AP and PI, and NAM-English was more positive for
AP and Pl In other words, the interaction effect was confirmed by model attractiveness
and language.

As mentioned above, use of foreign models and foreign language in advertising was
explained by cultural match up hypothesis (Leclerc et al. 1994) which claimed that culture
of origin effect. In other words, in advertising, use of same cultural language with the
foreign model could make positive assessment for OQ. But this effect was moderated by
model attractiveness. When the model attractiveness was low, the use of English makes
PI high because of the effect of foreign language which supported the cultural match up
hypothesis. When the model attractiveness was low, the use of Korean made AP and PI
high because the effect of foreign language was diluted. It was a general notion that the
visual cues got processed before (Holbrook and Moore, 1981; Sholl et al, 1995) compared
to linguistic cues. Therefore, when consumers were faced HAM, so much perception was
already consumed at processing visual cues making their native language of Korean to
strongly and positively connected with the advertising concept. On the contrary, when
consumers were faced with NAM, less perception was consumed compared to HAM,
making English to accompany cultural halo effect which affected more positively.
Therefore, when foreign models were employed in advertising, the language must be

carefully selected according to the level of model attractiveness.

Key Words: advertising, model attractiveness, foreign language, foreign -culture,

interaction effect
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