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Abstract

In this study, it was explored a research model consisting of slogan attitude, brand familiarity, brand attitude,
brand recall, and product category recall of retailers. Experimental research was conducted with 3,028 males and
females in their 20’s to 40’s using stimuli of 10 slogan-brand sets from various types of retailers. In results, the
research model developed based on the literature was confirmed and supported by data. In the model test, all
hypotheses were supported. The effects of slogan attitude and brand familiarity on brand attitude were confirmed.
Also, brand familiarity affected brand recall. Category recall was predicted by brand attitude and brand recall. As
consumers have better attitude toward slogans, they tend to have better attitude toward the brand. As consumers
are more familiar with the brand, they are likely to better recall brands when they are exposed to the slogan. As
consumers have better attitude toward brand and better recall the brand, they tend to better recall the business
category when they see the slogan. Study findings may help marketers to develop better strategies for slogan use
by considering diverse variables related to consumer responses toward slogan attitudes.

Keywords: slogan attitude(&Z2 7 EJ %), brand familiarity(E ZHE F/=), brand attitude( 2 ZHE EJ %), brand
recall(B e = 33}, category recall(ZFE]Z2] 3]3)
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HHPE &£2HL 7|49 Aol 248 4% To} APl ko ® g ARG AL QTKKeller,
71Zkolvt A717F vEA 07 ARgste] F2 QA 2003)

< fA, A, AFA717] $1g B54E 7= vt FaO] S oA Tkt A wAIA 2 '

o2 QA EHLee, 1990). €22 HHE ¢ W2 Fas|u] 7t i) Fof| wek(Hawkins & Hoch,
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Il. Literature Review

1. Relationship between slogan attitude and
brand attitude
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Sg BHo J|9loly, A, XS AEFHE &



32 e BHEY &2 P, Bl g, Bt 34 2y 74 A Z3AT
e 332 Fa B Higk 3o W SAL A 28R Y] AEE AU T ALES
o 5 k= Aolth(Hwang, 2011). S22& sltf Bil 42 858 S3A7]= b -2 Frh(Holden
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2. Relationship among brand familiarity, brand
attitude, and brand recall
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ATE Bo) AP Bae] 43 wdE AL B Hek
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& Hjzof A8} @A HolA|nk, AAE Fad
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BAE FE7)= "L £ 4= Qi) ojd 4 H5. BEliEo] gk EC] 2255 T ¥
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3 FFol dasirta & 4 gtk wEbA ohEa
Zo ordol AA =) 1. Selection of stimuli
A AHEEIL Qe 5 BHEES RAH
H2. B gt Ax/do] 2245 g B flsto] 2010 F-EA%l =55 A5 {FF9A
RHeof gt Bee Aol E WO R Fao Fuo]A] & XA IHA
H3. BHEC] i3t 2&4do] 2245 g B2 off AFEEIGAY @A AFESIL Qe EEUS &
WEof et IHEE = QIekqiet o] A, 123719 f5 9A 5 92719
fre BHES(748%)0] €205 ARSI e
3. Factors affecting category recall ALoR Yehy =2 A HSE Bk o]
&2 A 21t AFellA FHEaLe] 34 st 5 BAE £27 F A= w2 £2US A
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7} WthH(Rosenberg & Dahlen, 2006)= FAE2 A exzes Mo QATIFLY, “HARA|E A d
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T oEra S 4 gtk BAE] g gert 2 F 1079 -5 BAE 24 AU &
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I HRHEE Fgs] It el w2 E 9
A3 i AELS AEE| FANSIE FELE o} 2. Experimental process and measurement scales
2 Zolch W APAL7E £53 AIF A i AR = WA AR £210S FA9R
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3. Research model

A AT AT S ST AT

3= (Fig. D} o] 7dst d
AEE 7|HI0 g o] ByS

Slogan Brand
Attitude > Attitude
Category
Recall
Brand Brand
Familiarity > Recall

{Fig. 1> Research model

B, 2l
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Sha

IV. Results

1. Characteristics of respondents

2 Qg Wria 300899 WA 3 209
31.7%, 30l 37%, 40t} 31.3%E A}A|5}F o, o]
= 52%7F 3, 48%7) oA o ® FFEF o] o]
i 71 olold A0 AT B 5%
7h A)zolgon, agpae doie AR
57% ol4o] 2-4uAe] st ZAART, LS &
Roll A= 4007 1 01449l Rk} AAI2] 40%
=9tk YA B7Re] 4L (Table 1o 37

=it

2. Descriptive analysis of variables
A7uele) Batghs ooh Az, Ao &
EE’LHEO e/ 67 HIof|A] 57 o] ifoln,
ol et efeef B o] ek Bt 4.8
o2 IAAQ Ao oLyt I} B

SAES 3% Ueht gEaAS Sat %

w o ml> Ohﬂ

lﬂ o>“

{Table 1> Characteristics of respondents

Item Fre- %
quency
20’s 959 | 31.7
Age 30%s 1,120 | 37.0
40’s 949 | 313
Female 1,443 | 47.7
Gender
Male 1,585 | 52.3
Marital | Married 1,654 | 54.6
status Non-married 1,374 | 454
High school graduated 565 | 187
| 2~4 year college attended 435 | 144
Education
2~4 year college graduated | 1,734 | 57.3
Graduate school completed 294 | 9.7
Less than 1 mil. 260 | 8.6
1 mil.~less than 2 mil. 465 | 154
Monthly {5 1) Jess than 3 mil, 625 | 206
income - -
(won) 3 mil.~less than 4 mil. 470 | 155
4 mil.~ess than 5 mil. 644 | 213
5 mil. and more than 5 mil. | 564 | 18.6
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A 5o e fEEAMEL] FYELE & F AGFI=952, RMSEA=.066). E3T 7+ S H=0] A

o olyn, Yo BHE FJAFE-LS A (Kent & Ho]] gt oS4 Elgt A3t CR

Kellaris, 2001; Rosenberg & Dahlen, 2006)2} 3-AF o] Hp<.001) 2.2 UEh} SAHE=19] elgAlo] gl
F Agick a2y AhEale] SAES 53%E B EQloh 2 W] digh 224 gt gro] 0.921 o]
e R A R e R ey
ATHRJEZY] A eIgt Aat, ARl

E7Ho] AL =28 FolgloH, E3 £24 3. Model analysis and hypotheses test

B ot Hei= EHES%‘PJ AHAsE e A W (Fig. 2)°fl A|AE B} o] 2 A& &3

EFRCH(Table 2). wPRAL AN WA B Hohw 2Ajo
A4S & €24 HE, BE ", HAE A FholAlg gh2 415.2352 e ew, A= A

A4 = 3744 Aol giate] gold @ oL.g 220] GFI%= .975, NFI&= .983, CFI:= .985, RMR:

Ng AN AT GAE FEE R ATYS 042 veht R FoR FEd HYEE By

Al
% EH(Chi-square=342.808, CMIN/DF=14.284, GFl=.974, o B4 AdoA &2 Hs BEWC o &

{Table 2> Description of variables: Mean, SD, correlations

Variable Mean SD. astlt(i)tifir; far]?;lzll(*jity al:’t?:je ?er:nal(li Czrlzi(l)lry
Slogan attitude 4.83 1.10 1.00
Brand familiarity 515 1.35 50%* 1.00
Brand attitude 4.86 1.19 TJ1E* 64%* 1.00
Brand recall 36 A48 12%* 29%* 16%* 1.00
Category recall 53 .50 3% A7 A7 Kk 1.00

28 27

@

‘ BALl

‘BAZHBA.B‘

Category

56 i Recall
(CR=33.38)

S Brand
Familiarity 29 Recall
(CR=15.70)

(e6)—24| BF2 A o ?l

Chi-square=415.24 (df=40, 5=0.000), CMINDF=10.38
GFI=.98, AGFI=.96, NFI=.98, CFI=.99, RMR=.02
N=3028, Standardized estimates are indicated in each path.

<Fig. 2> Results of model analysis
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