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The Effect of Color Incongruity on Brand Attitude:
Moderating Effect of Self-Image Congruence

o] A4 ©(Lee, Sang Eun)*
# A £(Kim, Sang Yong)™**

B dAYe 538 BAHS A 9ol wiAl 7F Heje] B AT Eko] FHAA IS
v H, B E-AEz} zfol dx|AJe] o] g 2HA FHE VM 2ve 7S AYPS B8 S
gatnh WAl Ao JITS AFRT] Qste] AHH o] iy mjAE Agteision, &
2 o]9e] AlZtd Q91 IAHLEE 1Y, HATd fid syt v Hils Bz i
o]de] x4o] gl HADE thAOZ 33t

A= wiAl 7+ Aeje] Y wE HAE s Zdye dBAAdd wE HAHT g v
A Uelgon, BT -2nrte] Afold X7 W Aol 2 A9HT B syt 24 vE
U 7Hde] BE A FHRTE o] Axs Hilze] Al QAZA HAE 5d S AZE 29 F
AYE Fote] BT e A4S Fold, 3AHAR BdE HEE 4T F dvke A& ASs)
AFoh= Aol 997} uk B3 B dAxs vat Ao A oxEd Bt gdo A@A
o] ol Ay AR o FHUE AS ATHOE THsta, o9 At AsHA
T (mature brand) S 2 EAMY (repositioning) 3He Ao 2wt AFEHUE BUXE A B9
AAE Fol7] 98 AFo g I MAE gAY & 5 9l

PN Ao, BAR, BAE B, 297 AotD A4

A ety Al 7Rl AT gAlHA, L) sty AL Ay A bytaiji@hotmail com)
o) &k 38 W< (sangkim@korea.ackr), WA=}
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];‘4-4 B ?j—"ﬁ}%%
of TA #eldl 9o &H[AA HAHE
Bt Q127171 flal BREe] wA|
A FAstelof sithal sl stk
"B X (Incongruity)' &  Fdsh= A7
olsatAY A B2 ATl AHA}
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W (Machleit et al. 1993: Sjodin
HBo] AzHA Q9olx} Ao
U %] (Heckler and Childers 1992),
2 oln] ‘o"é% B O] A7)vh(schema) <}
A (A ZHIa e S] At AE9

= i] 71 e} Fare] U)ol ot
WgEolm, BalEe] B34 we] oA o
2] wjA o] #e], 53] AZHA 291e o #e
of ek A= FAlSt.
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ol & ATE ¢ HAsel 7 wix 7t A
o EUAE avAte]l HAE el A4
FFe A SleEr THstal A7l Pl
2 HAE SHeE Avnya v 2 A7
o A= AFUACIR 2119 BUA, FE

A=

oJelgel uA) QAdjel AFE Ful, B
of e 43} B FHHO
L AZE AT ALIA 2 Rolo

. ol &4 w7

2.1 vaEe] A7 o] wle|e] 24 2|
e

m
=
[

olo]dE]E] (brand identity) = 714°]
7] Slal Eedoy= HAEgt

dde =53 ?i Fo]th( Aaker 1996).
t dE oHAE KEhe

ojr] 2] o= ?EHQEL 7199 YrdolA
ALYl HAEES By WyeHoW 3}
ojujgity BaE OPOWFJEV‘ 4]
HErt JFee o9y 7 84
el (L, A3 2005), BARE
ZHA A BAES fjgk ¢

o A71a, e TR S =Y
HTH(Shimp 1999: Keller 1998).

AgHE BE AS9 3% 2=

|2+ Zaltman(1996) &)
ElE]e] Aol 3l
ZAASFAL QITE ESE AJAE 2 AE

Bol dallxs w, 719& e
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gl E77h ArH Tavassoli 1998: Schmitt and

Simonson 1997). 71 oM E A= A1Z4<Q1

o aHIAPE AR (A 1A, i T

)% 1Aty ddstr] 9l

of sh= ofg] A7 Q4 (FH, =7))

o] tH Triesman 1991) Hels B9
o

AT ool FYsE 7Y

— =

(v

o

ol
==
X
)
A3

ol
-

A:‘?‘j

O ox rlE o\ kI

AR

[0 o X Ob of M

(Bottomley and Doyle, 2006) 2}
743]7364_0_. Ha]\:oﬂ 9/]11]% R
sk 9me} A AdS FsletAY =
EAS 7R AtHGarber and Hyatt

N

rlrg*:_ﬂl%ﬁi_;m,démln
ro

L

o

2003).

ojdel B AFUAlAY AHE 24
ATES FAFALAN EF
(Schindler 1986: Lee and Barnes 1990), <
B9} Ay F39] v (Sparkman and Austin
1980: Meyers -Levy and Peracchio 1995), &
et Aefo] gk AnA; RS (Bellizzi et al.
1983: Gorn et al. 1997)3} 732 oA o] F
ofA gt} Iy, BAEE oy ARy oA
AEE B IAAA AAET] wZe] o
WAE A Ade A W F_ET

ZEE

% 5 USlE BPEHIL, HAL olo|dEE
FHYahe ol whAl 2] WY 28 B A
FE wAs

Zo| SLRIE HHE Ef=0f DXl Y& AOLO|O|X| LX|Ye

[

NG o (R
ro
IR lo

fr

1
-
)

Qskshs viAs Zas g A7
BYS FASE Aol BALAE A

and Moriarty 1997; Keller 1998:
2005), =% IANA &HA O

L SL= O 2~ L
e FES =¢ A= W

wo,  off

o)

ol
o
g

olol
-

o

&
K
fil
_‘
X
r

(Schmitt and Simonson 1997
A AgUA A AFUAC
o] HEE Ay ofof spy F }’5‘}‘“ Moore
¢} Thorson(1996) ¢ "TUHE" HH(The
mandated “One Look” approach)®} ==
gt Mo Hdst =& B3 FUHtE
Zajonc(1968) 9] %<& ¥ Familiarity Effect)©]
EE2 o] 2 FEE sisFH, 1 ¢
449 Aol
el 7Fzstal Qth(Park et al 1986: Keller
1993: Broniarczyk and Alba 1994: Leigh 1992:
Scott and Batra 2003). Z#u o] gt dAA
A A EE FHo AFUAelde] FF
Akl sfelgte A= S

E
¥
a fd
o N
o
ri
W)

17

bl
§2
rlo
rg
-
il
-3
>
m
LSRN
[ n

4
dol 4994 Gew. 1 BuE FE WA
2 ¥ P54l drks 29 M3 Yk

Bornstein(1989) > %152 (Familiarity effect)
o] gl dhall, A3 &3 Boredom effect)
o} o] Z o] wHEI A% JHUE A=l
sl o HFEA & v B = 32 A

o tisl AT Beky stk Qe

| ZHSE 1

g{sto] Tl



2.2.2 HElEo] EYX]: HAHS BYF
(Moderate Incongruity)

A @ ATES 914, AR, A
ATE, BaIE 59 ATE: 3 1}301] Ekl

/\ga]tﬂ-x%o o];q }}]]H 24
HES ﬂﬁl"@‘}%ﬂ. JHES 7104 & 27|nt
(Schema) =3 A%l HIXE=7F 270kl Q)
= BEe 945 A B 719 o
DA FHsk=rtet AAE Yo HA, IHT &
TE WEES AAG) o] 2 AFEA o
w3 BEYX tig olEE F 27Ivt ol
(Schema theory), AX.A2] A (Information
Processing Approach), £U*] &4 (Incongruity-
Salience) o] 25> EYAH AdA Y] 235
T 3hk=t, KA perceiver) = A1 27w
(Schema) &} A3 oz B s tiitol thal
FolE 711t Zloltt Guido (2001)el wE
W EAX HAA (Incongruity- Salience) < A}
o] Yoy At wha), 1 )7 (context)
o] ojWzel webx GepA| =T, A A=

2 (contextual novelty)#} o2 &813 A& (Y

2], tiH], A77) o] $A ZHgafof AH|Ae] F¢
(attention), A3 (prefer), TME 7L & 9l
oy stk YA AL (FE DollA] BHE
o] 9JRA AFOFT AIZEE AFPHA 0
bg, Anzp el o] A= vHlY AR
yAleld 84 o8t A=5g 7Kt &
Ao}, & A4 (relevant-salience)
HoAoM gFL Qe H#llto o
(52 schema)©] FAHAJYA &2 H
| A¢T Aow Btk
AE EYA ek o]2oE QIAF o
71& 3 Novelty Effect) 7} =d], ©]
] | Z} A (perceiver) 7} A =2 AF=oll t 3l
1 243 FPETAL =2 Berlyne 1971) &
Aolt}, old #gF AFEol = AHER(novelty)
= HAA Q124 7196l J3KFabiani and Donchin
1995: Kishiyama and Yonelinas 2003)g 7}A4]
oH, Azt o] WAE /KA dva F4
K Bruce and Green 1990). 1] ZA#, =
7], Bk onA MFeh 22 A=7 apde] ¥
4 AEE0] AZ&(novel) woll(Wallace 1965) <!
A7 7190] FEthi &ttt 53] Kishiyama

0] o
=]
H] 3]
A)
2]

A]

ot 2 Ay

2

oy

o]

rh
o

an I oy
N>

o

fl

o

{E 1) A Dichotic Theory of salience (Guido 2001)

salience type Incongruity-salience Relavant-salience
A3 49 A2} e
214 g 3 R A e s pA )
CEL R YA, QR A 254G GAYS
EERE 07 o JEF s
WAy o] EYA (AT Y& F85) Y, SACIAY Fxu X]4])
%9 (attention) RN F(£FH Fo) A Fo)(A 87 Fo)
F) * ARAARAD: B0 ARE UE AR BAstY onE fiet 7]Ee] x)o] A LR F=
Y EAE Eoloe ARE T IUE A5t g FotelA] &y, HE(719) &l AAgEH o e
A& ”OMM I Aol Algste 55 olEse JHE Hdit)h
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¢t Yonelinas(2003) ¢ Aelxe delg 4
sto] A 71& 3K novelty effect) & =74, 47
719}l 23471 ke Ae Wl

U9} BT Tt AFA, o]24 A8 o
1% (brand familiarity)

=
A, BYA 197 A}

7k 44%

£ A7)0l B (mature brand) ol thek &
g A A olFe] 9o w(Machleit
et al 1993) H%E 7 BAEe] 54 7

] Py
]XP-J —r-4 53 elaboration), E#28g &
MNES WAEEE =8, A e, 34
(Sjpdin and Térn 2006) 5=
A4S ANEITE Lange9t Dahlen(2003)-&
Ao} Fo] EUX= Bl

familiarity) 7} %<&
o] EYAE BARE 7192 A A%

E BTtk o] Qo= Fae] AdojF, Y
o4 92le] EAX|(Heckler and Childers 1992),
AF 7helaEle] A3 AFS AFe EYA
(Campbell and Goodstein 2001: Meyers-Levy
and Tybout 1989: Peracchio and Tybout 1996),
71t Fe] EAX(McQuarrie and Mick
1999)el gk A5l = o gk,

JEv ol 2 BYAC W =5ES E
UA7F 2EAEe] Q1A BiEkel] mxl= A A
Gl digk ZAolty T8y I Ade BY
2e] Aol wet dA3] debd F Uk
Schmitt®} Simonson(1997) E#MZ ofo]tl

ElE] @ele] BAA (k) o3 ofoldlElE]
¥ A Sl i dnk ag
on, Light(194) & 5] obd Bdx& 28

AAE 7HAE F dve JE A4
Tavassoli(1998) ©] F2.3} v o]&(Encoding
variability theory)< &M|AE theFe wjA
(context) el A & HIAIAE g wf 1 wA]
= 719 Foll 433t HH, HE FdA ¢
sy, Webely, o Hdstrl 4w ZER7E
FHPoEN, A4 HEAE wdE Ao
23l AT o] 9f Hlgh o|Bo R ALY #
o] 2(Social Judgment Theory)# E3ta 3}
(assimilation effect) 7} Atk Abs] It o] &
(Sheriff and Hovland 1961)2 El:=2] %o
et AoEA, 7HS JHE AR <} vlu e
71%(frame of reference)?] &< k= oA
o] = E 7HAAL Slthe o]&elth o] o]
nEw AdgH HwAIAE JHQ1e 7ol wet
T (latitude of acceptance) &t HEH <
(latitude of rejection) ® Yol FEITH Pimentel
and Helker 2003). &38k& M Assimilation Effect)
= A=l Az A perceiver) ] FERH S
A HH F3adrt dojuAl Hed], ole
JAEe] AAZ I8 A Boh o fAHA <
Atk Aolth, vz, ARl E4 =4
)28 7K Contrast Effect) 7} Yot Scott and
Batra 2003). A%4 02 BUA & &HAPF Q)
A wf, FEpae] Qe glojol 3AHA HEE
8 g e Aol
Pimentel3} Helker(2003) = <4 :rLoﬂ A
%] (adaptation level) <toll <l
23 YARlS HolFE A3 g ‘%‘?%
239 BE FF(level) o YAl st A%
(preference) 7} olxl A& AS38IAL, Garber
9} Hyatt(2003)= AlF =39 Ay WHlo] o
g AERpe] RhEe] ik AFollA] AH|ARE

=

2o YAt BUE =0l 0jX= E8: Xjoto|0|X| LxMe| ZHEME Tafsto] T3



2 (Schema theory)
*ﬂE _%\_H]Z}‘éﬁ Ak FE
78k (Mandler 1982: Meyers Levy
and Tybout 1989).

A 2] (Moderate Incongruity)
aEo] HIL ofo]diElH
6§ o}}_‘_ o 5}o] 1;].2

el 5191 2 1

o

=
1“ ﬂl ry

I

e (m
o

=

b
o, ML

73, dolobs:
A RS, BAS AR

14 O]U]Z] plcture)

7 10 BRE serh vhe o, v

N
1o
=
ki
e b 2
. oy fIf
e 2
o B
S
S
_>|4_l’
o =
PO )

Anj
old
o
o
me
S
o
=

Do
WL
=
X
X
(o3
©
fo

23

Guido(2001) & BUx| A= A 7t=}ol| wet
I At deRiga sk FoE IIe A
T2 RE JQlelA FdEA gow, 9
B

w5 ) “
33+ w17 (context) o] Agste] 7o) g3l
of sl Zlojth, Hale zﬁk—g S AE R
A

£ WS TEstlor ¥ ol

i EHE:}E}EI 5 T2 ‘3} X}O}(Self 1mage)

= 7hele] AlAA Abel(physical being) gt

ot} 7i<l XV\JOﬂ EH? 7‘4-4(def1n1t1on)9} ]
s

=
5
o.
=
@,
=
O
o))
N
F> r
—|—‘
rlr

2 271 4R} %“% “ﬂ. Bt gk 5874
 HEE Holw, AAZ 27| dA7F g o
de Halto] gk 74 HEE Hole

738K (Moore and Thorson 1996)< Helth o=
ZHAEEO A Apokek TH1A A (personal
identity) & 7Jslsl= AlFeolv BHEE vl st
TE g 5717F 7] wiEolth(Sirgy and
Johar 1991).



ofg] AFo|A Self-image congruence, self-
congruity, image self-concept
congruity ¢ &2 2203 Sl& Aol U
= 20lae] AHAAY Aok, ol Atoh) sk

AE, DA, B Bl ALA o]uA (5 7

congruence,

A)e] dx](Kressmann et al. 2006) % Ao
I At} Ao} A= AFY A5, HATAT,
HAE Mg pnjzp 9wy FALE o4

o AFHI AUTh

Q
BAES) 24 B9 Aol AAHS A

T3 AFEANA Ao} AR HAT ] )
O (Sirgy 1985)9F HHE AT FAH
o3 3§

3 8F(Malhotra 1988; Sirgy and Samli 1985)
< 7P, Avztel BAE o] AAE Fst
(Fournier 1998: Aaker 1996: Thorbjmsen et
al. 2002: Aaker et al. 2004: Bhattacharya and
Sen 2003)3tx, AH|A7} 243 BAEO] Jj
A3 &AL Aoprh PAEhE BAEE A
(Birdwell 1968)sl= 7%l Sith= A=
sttt 53] Dolich(1969) £+ Graeff(1996)
H|zke] zlolol HAME oWz} dX] T
BaATo gk Mo 9 3 vt A4
O kit
Guido(2001) 7F AAIgE BLA] o] &((F 1)
aeA BYAE Z8d
opd ¢z o ® o]Folxm, wg] FFA oI
+ 2271"K(schema) 7} gle dElelA A=5¢] &
Axof| 23] o] Fo|tkaL aFink. Fgh Kirmani
¢} Shiv(1998) & AtelX e TAAEFs HE
=5 W,
22 A (source congruity) S HME )
4% olH, viE FAAEEs A=t

o, &2 dydo] BAE BEo] WA

L

(Issue-relavant elaboration level)”

wE o HT

(

o 2

rir
o2

AMERE(HAE 1&5E7 22)7t el
AR 20 B ohe 1 9le] 2m|AE
AT BAEd ge A7 Brs FHHoR

7V 20 BAE &% rt @S w wjx 7+ 4
2o 292 Hxrt 2o st
MR Ekel] FARAYA IS
Fv AT BAT-LHA Ao} o
2ol B w7t =& WEo ¢
Z Zo|t}, & BAE A&wrl @
S o, BA=-2nR 2o} ARA
of ¥res, BUA A=t 2nAt
o] B Ho F= JHAA o
> o AF Aotk

24 B H =

o] ofg) =75 7 BdAd thig o
TEAME FLY 2480 YA W, FX
BEA

o} oy 249 tst 7199] 3 (Heckler and



Childers 1992) =™, #3e} Bzl tgh gl
7} 7¥3HLee and Mason 1999: Lee 2000) % 2,
%7142 &v)(Muehling and Laczniak 1988),
HAIA] el thek =] (involvement), A1Z9] 7}
(Lee 2000)E 7FA2tkal stich £9217F 7}
A olgdt JFES BT tia] A2H o]
3, 2A2Y F3E 7P 2 (Kent and Allen
1994) © =9Z4<Ql El%(Hecker and Childers
1992: Lee 2000) & 7F4-& Aloltt,

B digh AHAES AWARl s
22 AoHE Bt HEs HAt Hdd93
= &HRRE dFell 7127 He hE (Keller
1993) 01, 7HE & 5 7P AYe B

T3 (Keller 1998) 0.2 A& #&
Q3 Aoks B =FEAY oA
(Rossiter and Percy 1987) 7FAI St} gt
BT st AFES 71EAA A g
AEKET 719 &ofl ¥ Qe " T 7|5
7} ¥ %% (Chattopadhyay and Alba 1988),
BAso] IR AALHA EAstE
7FsAol B B vlE 11 el A Bl

N
=

o] 1 7].E_

T

¢

[

):)P

rir

T MelS f=(Berger and Mitchell 1989) &1
He 5A4e 7K Stk

olglgt HAE HEe] £AES HAEE A
- F3te AH, S 2 dAFolA A4 B
AaE7b @ o, viAE AFUAlAS B9l
T o HAE QIR ¢} 72 HAE Hu}
WA gAE Ao wgEny T3 AF &
Qe Ust AEHET= A o|mx|e} A
2 8 e s SHE2A e A
o]7] Wizl HAE gErt & A3 FEES
S £ Qe AHEs WeY AR Ad
ek
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3.1 oA AA

£
rlo

0 e

Ao AFEE T A&se7t
A, AFdol AdskA X3 Bl
gajof str] wFol, el ZEskA|
(METHOD)2}= Total Cleaning A% X
MASAIL, BAEE &3 e Ao

[e] o
T cHAES
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& |z
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1 0

77 olu| x| (Multisensory Image) S E&#1Y
+=(Hirschman and Holbrook 1982) Sensory-

Social 52 #2243 (Hedonic-Product) ©] 2,

S/, A5, A% Tl wet 23] Axpt

U AFLE vigA o (body-care)

o] AL Light Green(C66.
MO.Y100.K0) 2+ <dgt 3|4 Light Gray(C34.

), A White(C0.MO0.Y0.K0)Z 2%
= EE ujAle] FH Ao E ARSI

o] EIAMQl Light Green(C66.M0.Y100.K0),
Light Gray(C34.M27.Y26.K0), White(C0.M0.YO.
K0) Z&7k t&ol =EHE AI(Sign) ©lv]



2

AFEANNE B 24 AL dejseh 9
A0 Sepia(CH5.M43.Y63.K19), Light-Pink
(C2MBY7K0)AHE ARgste] T2 o|mAE
= g QRS SN, el E wig a9
AFEN A= Tl ARle] Mwet 92k Cyan
(C100.M20.Y24.K0) 3% 8+ =29l Light-Yellow
(C7TM0.Y100.YO) A&7t =Y, w7 =% ¢
2Zdole] A7k =4 A7 Green(C94.MO,
Y100K0) 7} AH&E& W20 Edx] HES
stttk ahte] miAlo] AREEE e E EYA
HA AYE AHEsEd, #FABL AFEel
AREE AFE omR e g M9sta g
w7k 91 Madder-Red (C16.M100.Y100.K8) & AF
St WA RSt shERgkE olm A
o] Fadle] w= =41 Light Bottle-Green
(C60.M26.Y55.K4) 2 8t 34 Light-Grey(C36.
M28.Y28K0)E ARgate] AeollA] AR &
olmA| 7} ARtE =5 SF3iTh

BAE AoA Hk(value) o] Ws= B

Zo| SLRIE HHE Ef=0f DRI Y& AJOLO|O|X| LX|Yel

T "k 9 E F Arke A A+ (Gon
et al. 1997)°] wet A7 (hue) # A %= (chroma)
g zAsg o, wiA 7+ dele BIAE §
& Aol MEd ‘Ao A LM ((L
H D R omAt thE(dE "ozl) #y
(AR 2002) 8 AHE shdch de o]99 o
2 A1 8Rlell 9lof ZF Rl B, AR,
AA, 9], Folokxs 7+ AFEH AFE
o Zbzb wiA 9] ARgo] BF 72 TRl &
7 AREER e, Y HAth 7 wjAe] &
= 23, ARI(sign), wiAgel AlFE, WAk

=
=
E, AR, ZAAFAL L, POPEe
<
o

Atolof= filler2 BAES} AJAgls onAE
o) AIFT 4 ARF BT FYT Fas
A7), @ WY shiel R SROE kF
993, dws BYX ATFRo] BE MY
o =EHA Y Qv AT mEHE
AZFE 7 Ajdle] 2R & UEE sglou,

ZHEUE 12{sto! 77



g %

ftlo (%
1)
]
b
fu
2
%
52
v
[aui
rin
Mo
uy

Mot

482 Al Chskal sHY 617 =
HFo =2 2008 11l A=Y= AT 6170 &
7 T 44T &% UIE AT 60719 &
HFe =40l ARekh SEAe A ‘ér”
o] 25%(157). o1/d°] 75%(45%) & AAIFA L

AT 244 o]t} 88.4%(53%) = 200) X
Rkl }55 Atk

>
Qi

== Ao/ ETH Adker and Maheswaran

AFEE A
1997)", A A1/ A (Sujan and Bettman
1989)°, ‘J/=2(J Aaker and Maheswaran

1997: Burnkrant and Unnava 1995: Rossiter
and Percy 1980: Sujan and Bettman 1989),
‘A 23/ 27 Q)= (Rossiter and Percy 1980)°, &
)8/ 71 £ (Burnkrant and Unnava 1995:
Rossiter and Percy 1980)°, ‘B2 <l/5 o] ol’,
‘M]3 7+9]/% 7 7}+=(Sujan and Bettman 1989)°,
‘wj 2 ¢l=/ml 22 91 (Babin and Burns 1997)°, ‘H]
A oF-2/¥) % (Peterson, Wilson, and Brown
1992)", “F4o] V/E 0] F2(Peterson, Wilson,

and Brown 1992)°, ‘53 3l/3% 3k Peterson,
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The Effect of Color Incongruity on Brand Attitude:
Moderating Effect of Self-Image Congruence

Lee, Sang Eun”®
Kim, Sang Yong**

Abstract

In this research, through experiments, we show that incongruity of color between mediums has
positive influence on brand attitude in terms of integrated management of brand. We also present
that self-image congruence of 'brand-consumer  has moderating effect on such influence of color
incongruity. Mediums were limited to the ones that magnifying visual influence in order only to
observe influence of color., With the same reason, visual factors other than color were coherently
set or held constant and we chose brands with either low familarity or no previous knowledge.

As a result, we find that brand attitude by the incongruity of color between mediums was higher
compared to brand attitude by the congruence of color. In case with lower self-image congruence
of brand-consumer we show higher change in attitude compared to the one with higher self-image
congruence of brand-consumer. We believe our findings are interesting to note that brand may
be enhanced by forming positive brand attitude through brand expression i.e., color of visual factors.
In addition, we suggest that level of congruence and diversity of brand expression is in fact deeper
or wider than that of brand manager’s intuition. We see that it is possible for studying brands
the incongruity which has been studied as a strategy to reposition mature brands can be a way

of improving the recognition on new brands.

Key words: color incongruity, incongruity-salience, schema theory, mismatch, brand attitude,
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1. Research Goal

In this research, we suggest that incongruity
of communication between mediums may have
influence on recognition of consumer and try to
find positive influence of incongruity on brand
attitude. We specifically focus on effectiveness

of color.

II. Brand Congruence and
Incongruity

Research reporting congruence of brand com-
munication tell us that maintaining congruency
of visual factors such as mark and logo iden-
tifying brand is a method to increase chance to
effectively approach target customers(Schmitt
and Simonson 1997) and to preoccupy superiority
in competition in order for customers and other
interest groups to promptly and accurately
recognize the brand. Concept of brand must
maintain its congruence(Park et al. 1986:
Keller 1993: Broniarczyk and Alba 1994: Leigh
1992: Scott and Batra 2003).

On the other hand, research reporting incon-
gruity show us that maintaining congruence of
identity may result in boringness in customer’s
aspect and such research on incongruity and
effectiveness of relationship report that perceiver

pays attention to subjects circumstantially
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inconsistent with one’s own schema by men-
tioning Schema theory, Information Processing
Approach, and of Incongruity-Salience. According
to Guido(2001), Incongruity-Salience varies de-
pending on circumstance of stimulus occurrence
and condition of context, and that it interacts
with contextual novelty and other physical pro-
perties(location, contrast, and size). According
to other research supporting theory of Novelty
Effect(Berlyne 1971), novelty stimulus on per-
ceiver results influence on overall memory of
recognition (Fabiani and Donchin 1995: Kishiyama
and Yonelinas 2003) and it holds positive rela-
tionship to preference(Bruce and Green 1990).
However, perspective on incongruity contains
weakness that concept of brand cannot be de-
livered firmly(Schmitt and Simonson 1997,
Light 1994).

. Moderate Incongruity

Encoding Variability Theory of Tavassoli(1998)
states that when consumer receives identical
messages in diverse contexts, such massages are
encoded in memory and form more stronger,
definite, and approachable information to increase
possibility of association. In addition, Social
Judgment Theory(Sheriff and Hovland 1961)
states that individual is divided into latitude of
acceptance and latitude of rejection according

to input message and frame of reference in



making decision (Pimentel and Helker 2003)
and it is reported that if proposed object is
within perceiver's latitude of acceptance, assi-
milation effect occurs and it allows recognition
of object to be more similar than it actually
is(Scott and Batra 2003). As a result, incon-
gruity must be within boundary of acceptance
on consumer's recognition to result positive at-
titude. In addition, research on Schema theory
on incongruity reports that consumers prefer
moderate incongruity (Mandler 1982: Meyers-
Levy and Tybout 1989).

Moderate incongruity means that each brand
factor performs respectively different role to
form brand identity (Keller 1998) and that they
should be managed based on particularity of
each medium respectively by maintaining mes-
sage with congruence rather than unilateral
congruence to maximize the effectiveness(Sirgy
1997).

In this research, we define that moderate
level of incongruity can be maintained by uni-
fying all other visual and lingual cues and dif-
ferentiating colors used between each medium.
It is assessed that incongruity of color between
each medium will result in positive influence on
consumer's brand attitude in case for new

brand with low familarity.

Hypothesis 1: Incongruity of color between
mediums will result in positive influence on
consumer’s brand attitude under the condition

of low familarity of brand. Said differently, if
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familarity of brand is low, more positive in-
fluence on consumer’s brand attitude with higher

level of incongruity.

IV. Self-image Congruence of
Brand- Consumer

The result of incongruity stimulus varied
according to perceiver(Guido 2001). Stimulus
drawing attention isn't identical for all indivi-
duals and it should interact along by combining
context and individual. In incongruity theory
(Guido 2001), incongruity is said to be ac-
hieved accidentally instead of exploration of
information on need and it is achieved by
incongruity of stimulus under condition lacking
schema. In research of Kirmani & Shiv(1998),
practical result was proposed that source con-
gruity had positive influence on brand attitude
when issue-relevant elaboration level was high,
whereas source congruence had low influence
on brand attitude when issue-relevant elabora-
tion level was low and that peripheral cue or
heuristic method is used to form brand attitude.

Such result proposes possibility of level of at-
titude on factors expressing inconsistent brand
between mediums can be higher on experimental
subjects holding lower self-image congruence of
consumer. This also suggests that it is possible
not only to change attitude and recognition of

consumers set as targets by new brand(with
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low brand familarity) on brand, but also other
consumer's recognition and attitude on brand as
well.

In this research, we propose to increase brand
attitude by comparing groups of consumers hol-
ding low self-image congruence and those hol-

ding lower interest on brand.

Hypothesis 2: If brand familarity is low, posi-
tive influence level of incongruity of color bet-
ween mediums on consumer's brand attitude
will be higher in low self-image congruence of
brand-consumer. Thus, if brand familarity is
low, lower self-image congruence of brand-
consumer will have higher positive influence

level on consumer’s brand attitude.

V. Method

For experiment in this research, brand with
low familarity, for total cleaning, unreleased in
the domestic market was selected. And we
confirmed that all respondents were unfamiliar
with selected brand through processing question
to certify our manipulation. Selection of product
was either Sensory-Social or Hedonic-Product.
Body-care product was selected as product to
lower deviation result based on male/female,
income, and age. Boundary of brand expression
was limited to mediums with significant visual

factors of adjustable color such as sign, logo,
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product, newspaper advertisement, magazine
advertisement, POP advertisement, web-site,
and shop appearance.

According to previous research(Gorn et al.
1997) stating influence of value change on brand
attitude in terms of brand color, only hue and
chroma in color of each medium was adjusted.
For incongruity of color between mediums,
"Color Image Scale(Kim, Jin Han 2002)° was
used as reference and color in different image
was used for selection of color. Visual factors
other than color- identical design factors from
respective medium in stimulus object and each
stimulus object was unified and used in all
shapes, pictures, fonts, locations, and layouts of
each design. All questions were answered after
viewing stimulus object. The respondents con-
sisted of 25%(15) males and 75%(45) females.
88.4%(53) respondents were under age of 24

and age was concentrated in early 20's.

VI. Result

As a result of evaluating familarity of brand
used in experiment, it was observed that all
respondents were unfamiliar with the brand
used in experiment and that experience in
product had no influence on result. Congruence
was evaluated to inspect whether manipulation
of color between respective medium of stimulus

object used in experiment was processed well



and result of t-test analysis on each subject
group on experiment of ‘consistent stimulus
object’ and ‘inconsistent stimulus object’, was
examined as average congruence(.362), incongruity
(-.233), and significance probability(.023) and
it can be assessed that manipulation of stimulus
objects was processed well,

One-way ANOVA was performed to prove
our hypotheses. F(3, 57) = 4.042, p=.012 was
achieved as a result and it was found that
model selected for research was appropriate.
Significant main effect(p=0.013) on color ma-
nipulation was observed and hypothesis 1 was
supported.

For the moderate effect of self-image con-
gruence on influence of incongruity of color on
brand attitude, F(1, 57) = 4.773, p=.033 was
observed. In addition, congruence average(-.7180)
and incongruity average(.4456) were observed
when self-image congruence was low and con-
gruence average(.0914) and incongruity average
(.1865) were observed when self-image con-
gruence was high. The level of moderate effect
was higher when self-image congruence was

low and hypothesis 2 was supported.
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VI. Research Implications

In this research a new strategy of brand
management is proposed with moderate incon-
gruity of visual factor which can even increase
consumer’s brand attitude.

we find that brand attitude by the incon-
gruity of color between mediums was higher
compared to brand attitude by the congruence
of color. In case with lower self-image congruence
of brand-consumer we show higher change in
attitude compared to the one with higher self-
image congruence of brand-consumer. We be-
lieve our findings are interesting to note that
brand may be enhanced by forming positive
brand attitude through brand expression ie.,
color of visual factors. In addition, we suggest
that level of congruence and diversity of brand
expression is in fact deeper or wider than that
of brand manager’s intuition. We see that it is
possible for studying brands the incongruity
which has been studied as a strategy to reposi-
tion mature brands can be a way of improving

the recognition on new brands.
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