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Abstract

Study objectives are: 1) to investigate the difference in consumer perceptions of the model’s image and physical
attractiveness according to advertising model types; 2) to explore the effect of the difference between the model’s
image and the consumer’s self image, the difference between the model’s image and the brand’s image, and the
physical attractiveness of the model on attitude toward the advertising model; and 3) to explore the effect of attitude
toward the advertising model on attitude toward the advertisement. A total of 306 female consumers over the age
of 45 participated in experiments with advertisement stimuli for a senior apparel brand. Results showed a significant
difference in the model’s images and physical attractiveness according to each model type. The consumer’s attitude
toward the advertising model was determined by physical attractiveness of the model, not by the difference between
model’s image and the consumers’ self-image, nor by the difference between the model’s image and brand image.
Attitude toward advertisements was determined by attitude toward the advertising model. The findings imply that
advertising models of a senior apparel brand can be selected based on the physical attractiveness of the model.
Consumers do not consider whether the model’s image fits well with their self-images or the brand’s image when
building an attitude toward the advertising model, and this precedes the consumer’s attitude toward the advertise-
ment. These results can be used as guidelines to select appropriate models for advertisements of senior apparel

brands.
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Il. Literature Review

1. Senior consumer market and advertising
models

1) Senior consumer market
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I1l. Methods

1. Research problem and hypotheses
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24T

Korean-average body model
(Model with less difference in race
and body of seniors)

Korean-thinner body model
(Model with less difference in race
and more difference in body of seniors)

Western-thinner body model
(Model with more difference in race
and body of seniors)

{Fig. 1) Stimulations for experiments
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2) Questionnaire and data collection
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Model is a foreigner 2.15b (1.377) 2.36b (1.481) 6.11a (1.151) 281.20™ .000
Model is thin 3.99b (1.266) 5.74a (1.252) 592a (1.123) 92.69™ .000
Model is old 4.62a (1.094) 4.16b (1.297) 3.02¢ (1.476) 40.79"" .000
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p<001; ab, and c are results of LSD test.
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(Table 2) Results of exploratory factor analysis
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loading value (%) alpha
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by model types
we) S ue}
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Z}sh At thin body A&l i3] 4= average
body RE BT} O ‘M@= Pty A7}she ACRE
el o, &har9l average body Ed ol thal A=
FTsith e SHel AR o #A vtk o]
u Aol gk FAH A zto] RS Gotrr] ) thd
2 B 2A)3F A3 Pillais’ Trace F 3 692.727

(<001 28 e} 28l 30w B3

24 A3} Pillais’ Trace F 3t 1,449.297(p<.001)Z
Fro A vEhd, Bl 546 wet 2 RY A
W 2to]7t glgo] SRIE Y em, o] 24 THA
1-2& A A = A THTable 3).

3) Variables affecting attitude toward model
and advertisement

Faweolu x| s} AojoluA] o], FaE ol

w Ao} BAEoluA] zfol, Frude] A4 vje
7} grRdhEd MAE 99 IALLL F
528k Apofo]w]

A Aol s FaLEIH
89Qlo] ofd ALe=E FRIHUTHp>.05). ol A3
A -H(Kozar, 2010, 2012; Kozar & Damhorst, 2008)°ll
A ARG FEAA S A=A > AHAEA 45
Al o] oA ARAES FIRY ] Hrte] Q)
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(Table 3) Difference in model image and attractiveness by model types
Korean- Korean- Western- o
Item thicker body | thinner body | thinner body F p gl-lj:lsu; Hyptoetslieses
model model model
Sincere 4.58(1.249) [4.77(1.186) |4.39(1.204) | 2262 | .106
Honesty 4.82(1.211) |4.64(1.153) |4.53(1.146) 1.675 | .189
Reliable 4.87(1.120)a | 4.67(1.213)ab| 4.45(1.155)b | 3.384" | .035
Rational 4.58(1.177) |4.40(1.185) |4.36(1.183) 1.065 | .346
Like the high class | 4.51(1.327) |4.83(1.300) |4.57(1.314) 1.651 194
Interesting 3.88(1.562)b | 4.10(1.320)b | 4.42(1.360)a | 3.838" | .023
Sophisticated 4.36(1.339)b | 4.80(1.388)ab| 4.98(1.266)a | 6.202" | .002 .
xondgeel Free 3.99(1.423) |4.01(1.299) |4.39(1.374) | 2.712 | .068 69(2070207) acIc{ell;tle J
Stable 4.83(1.293) |4.69(1.253) |4.58(1.206) 1.045 | 353
Adventurous 4.50(1.398) |4.48(1.326) |4.41(1.297) 128 | 880
Active 4.14(1.550) |4.23(1.395) |4.44(1.361) 1.196 | 304
Neat 5.24(1.196) |5.44(1.178) | 5.11(1.108) 1.859 | .158
Luxurious 477(1264) |5.12(1.199) |4.81(1.219) | 2.295 | .102
Strong 4.31(1410) |4.34(1.340) |4.31(1.334) 015 | 985
Familiar 4.56(1.409)a | 4.29(1.258)ab| 4.02(1.384)b | 4.116" | .017
Looking beautiful | 4.51(1.180)b | 4.86(1.206)ab| 4.92(1.143)a | 3.740" | .025
M"d?l Looking sexy 3.76(1.393)c | 4.19(1.338)b | 4.68(1.358)a | 12.049™"| .000 |1,449297™| HI-2
attractive-
ness Winsome 4.24(1.335) |4.38(1.279) | 4.48(1.3083) 908 | .405 (.000) accepted
Attractive 4.23(1.209) |4.52(1.285) |4.62(1.295) | 2.693 | .069
*p<.05, **p<.01, ***p<.001; a,b, and c are results of LSD test.
S Wrbshe 202 slerenh Alue] &nlxte 4 OE wepsm, ANASS BASske AN
Y7t A olm sl Beoln e uwaks 4 mY 9] B4 AFe] Bl 0@ HEE
4L Bo RS WAL EE AL TS FHATHE AL ¢ Ak FIA] AAF v
AL, ol FAEZol HMA AN AAe] Pt ByEdEe] B FIFS PHTHR<001).
sl 34 Aoz WolEo] A(Rhee, 2007), FA B o] AR A(Joseph, 1982)9F A#= T, A
W3 Ao G MTE Ba) RS Wk @ o] OF BAS Buwde] AL L NHEs} ¥
2 A7 sl U A%} ofdvt F2aE o e $8o] Bdd) td 2HHQ Bt A
& gek 4 gL WAL AL I 5 AT
S, BLRPo|n A9} HAT|H A o] PR e/t FaeEe] A JFS v
FuRdese] RH G vl ACR AlFY  vhe /M 30 @ $4A FRdYEE 3
ol B8l AFAFNA fo g dFe mA Bl el AR S PIHTHE=9.946, p<.001).
A e ALw FAHUTHp>.05). AP g 2l ¢k uke} o] F Bt SlojA FuRrdo] 7}
7t 60 E BHICE &t whaEe] Bl EolH R A 9L FIHEE A8 o e S
B ZomxE thh 23 oluAd 4 Ed, e 3 AATh AF AIE= (Table 4)9l
olglgt Bal ol x]e} Rolux]e] 2ol RE Hom, o]2A 714 2-1, 7Hd 22 717 E AL
of gk e JAoll 2A FFE PIAAE B A 7hd 2-33% 7Hd 3 AAFH A
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(Table 4) Results of regression analysis

Dependent .
variable Independent variable Std. B t-value Fp) Hypotheses test
Difference between model image and | _ 5| _ j9g 766) H2-1 rejected
self-image .
Attitude toward : ; 120.518
model Difference between model image and | _ o3 |} 50579 (000) | H2-2 rejected
brand image
Physical attractiveness of model J17 | 17.349™(.000) H2-3 accepted
Attitude toward . 98.927™
advertisement Attitude toward model 487 9.946 " (.000) (000) H3 accepted
<00l

4) Additional analysis by age groups

M A EER FUHR AAEE 47
]5H "77]4 O:]Eﬂ];HHﬂ O:lb‘]: Q9] g E}HO}. E}(Table
5). WA 45~54A 2 55~644 AHFEE] ol
A7) o) B2z} $As veony, 71
TART 6541 014 ABARL] Aol e wHde)
AAA A EE ool Eeoju]x| e} zofolu|x| o] 2}
o7k H&52 v t3t HEd) HH JFL
AAE A3E BAp<05). A2 F1871E
9, A gl z2e I 502 s Aol
Bl A= AAHZS 2D Aojo]n] A ool
ololl that A zko] FA RzkE|A) gork, TAYS
AME 9Re) kst shEoz s B3} Aolo]
PIA Aolol e G B 2 e e o
&k *dﬁ@?i—TLOM+ 2l 342 70415 7]

R T

(Table 5) Additional analysis by age groups

sl7t el A=, 53 F&ol Hoix|
o] ] 3(Choi, Kim, & Kim, 2015; Kim
eong, 2002), Bl=EHF-91¢] T st FEls)
B 2(Shim, 1996) ©]E<] #fololun]z| o] Wl 4

&
A
AAZE 654 ol AHATE A%, Holol ]
s}
&

Em
8

Zdoju|xgle] zpo]e] ko] ¥ FQ3HA 2
She AoZ M & ik
V. Conclusion
2 AFNAME 454 o4 4 AHAE Tt
2 AYY] ofF Balze] Td f¥o wpE L1uHA
HES-9] atolE YolH I, AlUo] ofF HWE Fu N
g 2 Byo thak gl nAE JegoS Do}

dlo
i) o
M
uf

BT Stk A7 29 Aeem o

iabl Attitude toward model(N=326
Age groups ) Dependent variable (N=326) Fp)
Independent variable Std. B t-value
Difference between model image and self-image —-.107 — 1.434(.155) o
45~54 years old [ B B 47.929
Difference between model image and brand image 120 1.650(.103
(N=86) : . g g ( ) (.000)
Physical attractiveness of model 17 11.141(.000)
Difference between model image and self-image —.036 —.605(.546) -
Ssﬁzﬁg old Difference between model image and brand image —.040 —.701 f:lSS) 67(:3(1)(1))
Physical attractiveness of model 718 12.978 (.000)
Difference between model image and self-image —.369 —-2.641°(.011) -
65 and over 13.912
Difference between model image and brand image 122 .932(.103
(N=50) . : = £ (105) (.000)
Physical attractiveness of model 490 3.922°(.000)
p<05, “p<01, " p<.001
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