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A Study of the Effect of Model Characteristics on Purchasing intentions and
Brand Attitudes
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Abstract

Businesses make use of advertising strategy using models to give
consumers efficient product information. Modermn advertisements often
make use of models for greater reminiscence to create messages and
remind viewers of the product. The purpose of this study was to ex-
amine the characteristics of each type of model. The subjects were
230 college students in their twenties or older, and the material was
collected from October 20, 2011 to November 5, 2011 to examine
the effects of model characteristics on buying intention as well as at-
titude toward a brand. A questionnaire survey was used; investigators
gave one copy to each interviewee. The study investigated the charac-
teristics of each model using a questionnaire of each 40 copies with
five kinds of photographs. The characteristics of models had great in-
fluence on buying intention and attitude toward the brand: First, fac-
tor 2 (being honest and virtuous and having good credit and a good
press assessment) and factor 3 (being interesting and a good commu-
nicator and creating good memories) had great influence on buying
intention. Factor 2 was explained by reliability, and factor 3 by the
efficiency of the model in creating a feeling. Second, factors 1 (being
attractive, smart, unique, friendly, loved by others, and popular), 2,
and 3 influenced attitude toward brand. Factor 1 encapsulated the out-
going characteristics of a model, factor 2 was based on reliability,
and factor 3 was based on the efficiency of the model in creating a
feeling. The model’s positive effects on buying intention and attitudes
toward brand shall be examined. For their positive influence on buy-
ing intention, reliability and efficiency shall be given attention. For
their positive influence on attitude toward brand, creating a good im-
pression, having outgoing characteristics, being reliable, and efficiency
shall be given attention.

The findings were as follows: Model characteristics influencing
buying intention were similar to those influencing attitude toward
brand. The differences were as follows. First, reliability and efficiency
influenced buying intention. When customers were asked to consider
the influence on buying intention of an advertisement, regardless of
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the strength of the buying intention, they considered these two
characteristics. Customers decided to buy based not only on the credi-
bility of the product as presented in the advertisement but also the
transmission of the contents of the advertisement. Second, outgoing
characteristics, reliability, and efficiency influenced attitude toward a
brand. The attitude toward a brand was said to be the attitude toward
the business. The attitude is produced even after buying, so busi-
nesses view it as very important. The attitude might vary depending
upon the model used rather than the brand. Therefore, a model with
outgoing characteristics was thought to be important. Therefore, atti-
tude toward a brand whose model influenced buying intention as well
as attitude toward brand had outgoing characteristics. The result is
that an image the model was related to attitude toward the brand. As
such, customers would buy the goods advertised. However, an out-
going image of a model was also important to create a positive atti-
tude toward a business brand. For instance, talent Park Gyeong-Rim’s
photo was used to promote cosmetics about 10 years ago. When she
worked as a model of cosmetics products, she had to make compen-
sation for losses and damages because she made a mistake on a talk
show program. At that time, customers who had bought the cosmetics
product asked for refunds of several billion won. As such, models
who are said to be the face of the businesses they represent can play
an important role. To advertise in the most attractive and effective
way, the current image of a model should be investigated by examin-
ing current activities and news articles after selecting the model, and
the model’s efficiency and attitude toward the brand should be
examined. Factors that stimulate customers’ buying decisions can be
used to plan advertisement that have positive influence on a brand.

This study had the limitation of investigating mainly college stu-
dents and there were insufficient copies of the questionnaire. The in-
vestigation was not done widely but in detail so that a concrete in-
vestigation could not be done. Further studies shall supplement these
shortcomings and discuss new directions.

Keywords: Characteristics of Advertising Models, Buying Intention,
Attitude Toward Brand
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