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Abstract

Purpose — The purpose of this study is to investigate the effect of brand message type on the object relevance between
consumers and brands and to identify the mediation role of the object relevance in the effect of the message type on brand

attitude.

Research design, data, and methodology — Types of pride are classified into hubristic pride and authentic pride, and brand
message types are divided into ability message and warmth message. Restaurant brand was selected by empirical study,

and the experiment was performed with 2 (pride type: hubristic versus authentic) x 2

(message type: ability message

versus warmth message) between-subjects design. The subjects of the experiment consisted of the undergraduates taking
courses related to marketing. A preliminary step was taken to explore the difference in the perceived level of object
relevance induced from each type of message between the consumer group that felt hubristic pride and the other group that
felt authentic pride. This study analyzed the mediating role of the object relevance in the effects of the message type on
brand attitude by means of Bootstrap method for each of the pride groups.

Results — The results from the empirical analysis are summed up as follows. Regardless of pride types they felt in advance,
consumers perceived their object relevance to be higher in the warmth information message than in the ability information
message, and object relevance was analyzed to have a positive effect on brand attitude. It was analyzed that, regardless of
pride types, object relevance played full mediation roles in the effect of warmth information versus ability information

message on brand attitude.

Conclusions — Based on the results, it may be suggested that marketers of a brand should endeavor to develop a warmth
information message rather than a ability information message to prompt consumers to perceive the object relevance
between their own brands and consumers, regardless of pride types, as long as a consumer feels pride in advance. In
order to increase the consumers' attitude toward their brand, the brand marketers are solicited to check the object relevance
between their brand and consumers, then, seek for the managerial ways to promote such object relevance.
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of HAA oHX|Qt AIZHE FAtS LHo| £XFE FH TIE
A XpZ4l(authentic pride)E “=7ICKTracy & Robins, 2007).
OGN XpOt7HK|(self-worth) 7} O|HIEQL ZEELZ X[OI7HK]|
Ol 21 OJHEO|NCl Mutrt O &S O == A0{AM(Deci
& Ryan, 1995), AH|XH= O|HMIET} XtOp7tX|Qt R E S-S 0]
HIEOM MBSt= XIOIE YBSHHE SHE OS 2 =IO}
(Crocker & Park, 2004). O|HIEQ|A M38I0d AtE= XHOt7}
UTE|O] 7|7l #47-o| 2Fkd XtSMO|C). w2t 2k X}
SHE L7 AHXtE 430 HFAS =)0 XAl XHEA
XIOtE 2olAlste ZHRIE QI Xtop7bK|e| &HO| CHo i=F
0| =8 & QCHAshton-James & Tracy, 2012). 12|11 Oftl
EO|M AH|XPE B2 L¥E 350 8%t 282 FHIUS
olgo| 30| glo] EZ == U= CHE Qo2 ErMigt
(Wilcox et al., 2011). TI™MH X3AS A

O IpAHof| XS 20| CHot EoAHIE & = ATt
Schwarz, 2009).

LM AH[AHe EEQ| 53 FEMAX| £& O
ek MEMAIX|QE 45 ZEHE S 8H=0H|(Cuddy, Fiske, & Glick,
2008), 20t XFAE =71 AH|XF XOPHKIE BE3SID
HAEAE E718e Ao ot 2ot M-d XEAE Lole
AH|XEQ| HAAH[ET0| O HMEMAIX|Z} O AFE =
[ASN? 7|EQl AFO|M A=F2b AH|XE 7H| ZiK|ahE-d
(Reed, 2004)0| AH|X}7F O XH=FE MZSHAH St1(Reed,
2012), 2Btd XFE Lije AKX O|7|H2R A, &
SHO 252 5ta, MY XBME Lile AHXHe TALE]
Holn dFHQ &F2 e HTE SIRUCHTracy et al,
2011). 12|22 McFerran, Aquino and Tracy(2014)= sS1t
AR RO FEF0| O FoSHA & £ UCts &F
M EME| EHE0 Cist 20N XFdS dyst AtEel &
WIS ABotHD AKX ADiSIRJACE TG 7|EQ
ATF0IM AEAel RAEE HAX] Fdo| BEHEEf =310
M x| aEdol Adgtof Ciet d+= O EHFSICL EWEQ]
AN 8 HE £ RNl MSEE FEHAIX|O] ek
A M, AH|AZE O BHEQL HHRHEEE X|2ote HEQ|
HAEO| CHSE Ef Z=ofof| 2t G471 7|EQ| AHO|AM &
Ote7| O{ZCL AXFael || ME HAIX| fEo| HIHEEY
T ZOA K etEdol dgtof st A7 ERsich

matN 2 d4s AW, A2l Y2 o|2xoz 1
Sich =M, 58 M2 I Mg HEMA|XIE O|2EeR &
MSICE AR, 2Pbd XFHE 2le ARt TEYE A3
HME Lile AH|R Z4H200] CHSHY] E-EMAIX|S] RHHel B
HEEf =2 H0)A] 2K 2 MHo| dotS EHMSICY,
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7|3t TS O|ABA| B 4 QUCt 2k MY} U ARe
ApAlo| FEMoz WEsto] EfRlo| F o|=sin] WOl

ofs LA @4, ARl =HOILt OIO'Z —’F—-TLOPE ge0]
QICHGalinsky et al., 2003). [MEtA TH XSMO|A KHAIQ|
'—E=10| I|_|-X-IO"A-| E}-O_IE O|AI"‘|.'|: 71_?_0" XI»AlO LE=|‘l|- Hl
2 & A= 58 ZEHAX] 2ot xHils TESHA eist=
[[fSEE* Eiﬂﬂ*lxloﬂﬁ dFdes S EZ2 = UoM mxe
FEMHAXY o 252 5+ ACh

oHH ol JatE H ZR0| ==0i| oo 2o

S8LE Lot dge = U=H(Xu & Schwarz, 2009), 0|
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SAHZE HOE £+ UASS YABICE B2 =8¥E EX5HY
sast 283 2dsh AH[X= “*I’”t E)\I01I oj=gs =
2 %= QICt. EXAY0|=(Fishbach & Zhang, 2008)2| &0
M T8 ZEO|EE Lile AH[RPE XObH| 2o 2t
+=EH AH|QF #HEEl= 8N E2 AH|ELH I Of42l Xtof
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2.3. 2H[Afe HAME 7o ZHy| 2tEd
AHW" Aelel By, 4z 481 As S AXHe=
Foolal Alof OfO|HIE|E|E HE&Ot=H, 2H[A= HF0|

Lf B Eo| MEHL AQ(endowment)OAE AMXOZ KOt}
ZHHA|Z|= KOFHZFE™ HA(mental representation)S & 4=
QICHReed et al.,, 2012). AH|Xt7L HZO0|Lt EHEZ XHAIO|
FTOIE Holg = UCHs HEE(label)S tH, O XNE0|Lt
HAETE AH|XQ| OfO|HIE|E|E HASHE HF0| ZE =+
OIC} 0|43 =X FAIS HOJAIMQ AL Q7 OAIMY
= en, ’é*%*’i*. a0 RIZstn, MEOo|Lt E?_HEQI l
BT AR OAHEFO| P32 O|XICHOyserman, 2009).
<Table 1>0jA EO{F= HiQ} Z0|, XNZO|L} HMET}F &
HIXte| Xtof O[O|X|E Ht¥st XOIE BHSHA o Mff, AH]|
Xte| xtoret HAZ| 1 X|FO|Lp EMEER XAl OFo|HIE|
EIE B3Y £ QUCKBelk, Bahn, & Mayer, 1982). AH|X7}
ME, EHE EE A HBESOZ XHAO| =1Q7IE HOE =+
Us R0, AH[XL, HME, BHE E= WF0| AH A
(consumption constellation)7} =ICHEnglis & Solomon, 1996).
J4Ql AH|XIQ} M| EO|Lt EHE= ME CHE ZA|OX|T, HE
O|Lt EZHETE AH|Xto| OLO|HIEIEIE Holgt &= U= TN
ol ZlstK|(constellation of product)df LHZE £ QUCt0 HIt
Z m, o|F Ztol x| rT4d(object relevance)O| ZisiCt
(Kleine, Kleine, & Kernan, 1993; Reed, 2004). H|Z, EzHC
S9| Aol M4YH o7t M2 SYst0] SLte| AEXQI
TetAof =gz, AH|XEZL XHAlol OfO|HIEIEIE O HE X
HHE SOE mAT £ S Mo, O HE X 2MEQ
HIXI7E of 220 2 = U0 HBOo[Lt EHER} AH[X}
O ZHX| MOl X|7F5IEt(Reed et al, 2012). & &
71 stE0L MHAEES FHOE XFAE ACiSIXt

mok 1N B>

o, w7t 42t}
§0| ¢S3to, ot ._ ot
70| A= ASKof| A AHYES XAY 5 ULk

<Table 1> Causes concerned with identity expression and
perception of object relevance

Causes Effects References

Brand reflects and Consumer’s identity | Belk, Bahn &

expresses consumer’s self expression Mayer, 1982
Brand consumption shows Brand and consumer Englis &

become consumption

who consumer is .
constellation

Solomon, 1996

Brand is involved into . Kleine, Kleine,
) . Object relevance
symbolic constellation & Kernan,
between brand and

defining consumer’s 1993;
consumer takes place

identity Reed II, 2004
Consumer’s identity is
reprgsented by brand in Perception of the |Reed II et al.,
which consumer and .
object relevance 2012

brand are grouped
together
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OStClE 78 ML= ZHSHY.

3.3. AP AR} AIEE

g o 47) HUEHE=R HERIE

=2 SR0M +Zots SRES HUTHER 10TY HEsta,
AME ZAE ZAIBHY 2E2X|8 Hdotl dE2ds 724
2 FYOIRCL = HE A0 O ERE NtES +4%ts
SR 2000 FOstAn, dHEAe 471 HErdz 2 g
Tholl 23 2EX|7) 508 HiEZE|QICh EEAX0A 2
T 500 JYo MAd=S SFoULE. T 20072 EEA|
7t 2% slaEQds, S0 SHT 22X17F ]loA,
25 HF 2M0| AEEIRAC

of

£ ol ZOmAIX|of Chst TIAIX|S] HAS HH-et
gHo=.946)2 Tt ot gro| FnOAIX|gd ol A}
7t }=7tE ANOVAZ M5t ZAMo|M ko7t e A=
=4E0] FUHAX|FE 7+l THEFO0| UFZO0| EHAE|ACKM
KPRl 24=5.9150, MXISHIES=2.7000, F=268.208, P<.01).
ae2|n XZalol Bl47|&0M Folot Fro| HYEEH0=.927)
(F=.110, P>.05), 2XTHAO| A% 7ZHa=.938)(F=.102, P>.05),
BAGAKO| T BEZYEE0=904)(F=1345, P>.05)2
gHitstol @otst 20| MREE ZHo| Xo|7t Qs ASE &
MEOf, 2t SYINEEE AP 20| 2= gl AR

O o

2 BCIE|QC) S SRS Blo| SYSs(o=041)t 2%
B ZYR(a=948)0] THE QOIENS @ Fus
<Table 2>%{2 85641%2 MYHOIN 2 2ES0| AN

<Table 2> Results of principal component analysis

Measurement Component
Items 1 2
Restaurant ra2 902 322
brand ral .896 .345
aftitude ra3 854 335
or4 .353 .871
or1 .350 .863
Object relevance or2 .393 .853
or3 .202 .849
or5 405 782
Eigen value 2.953 3.898
Explained variance % 36.916 48.725
Cumulative variance % 36.916 85.641

42. JH9AS 2t

72 12 AS557| QshA, HEETIM XFae RaEE
2 ZO0AIX|S] 0| ofg HHEO| A EEHES ANOVA
2 2EME SIQICt <Table 3>} <Figure 2>9| 2AZA1t0f|A
o5ty XFZAI TN AFFMe X DRoN o Yo
AR} 58 HEHAR] 20k 1%0] SOSEOIN ANTRNS
7 X2 She o= LiEft <IHY 150] A iCt,

<Table 3> Results of testing <hypothesis 1>
Dependent variable: Object Relevance

Emotion type | Message type |Average| S.d Results

ability-focused | 3.4120 |1.0890 —
hubristic Pride | F(1, 98)=9.816,

warmth-focused | 4.0960 |1.0941 P<.01
. . ability-focused | 3.3000 |1.0941 |F(1, 98)=10.353
authentic Pride ’ A
warmth-focused | 3.9480 | .9114 P<.01
object
relevance
5
4 /
3
=—4=—gauthentic pride
2 =@=hubristic pride
1
0 - ; - .

ability focused  warmth focused

<Figure 2> Result Description of ANOVA
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<Table 4> Results of testing mediation roles of object relevance

. Standardized weight -
Emotion type Path (lower, upper) p Model fit Mediation type
message type — object relevance 327 001
ge yp ! (105, .485) :
X2(df=25)=40.044
object relevance — brand attitude 604 .000 (p=.029),
o (444, .735) GFI=.922,
hubristic pride _ Full
. . 160 060 RF1=.934,
message type brand attitude (-.005, .318) . IFI=.982,
- RMSEA=.078
message type — object relevance .198 005
— brand attitude (.081, .306) ’
. .316
message type — object relevance (110, .495) .002
S X2(df=25)=36.387
) . 722 (p=.066)
) object relevance — brand attitude .000 p=. ’
authentic (.607, .828) GFI=.928, Eul
pride brand attitud 083 280 RF1=.946,
message type — brand attitude (-060, .209) . IFI=.988,
- RMSEA=.068
message type — object relevance .228 006
— brand attitude (.090, .368) ’
<IHd 2>5 AT QoM XEH SHHAXO == 2 7 AHIXEE EE ASdE 272 AHRRYE, 242
ZEHDIE mEsEg HePdHAIXo =EE FEH+1)E HolN Of Cistof, 2H[XVF ERHES] 53 FHEUA|X|t mHEet Y&
2510} 5%2| xhEits 205k, AFHo| =7l= 2By Xt HIAIX] ZHof AH|X[QE BRME Zto] AN UALE X|2ot=
SMt FEE AtEaol AEEZ Amos 18.02| Bootstraptt Z£0| XIO|E EMSIACE T2|1 0] H3l= Bootstrap 2O
= 0[&3l0] oi7izutE A S SIRUCt <Table 4>0M EO{F= olsh MM|atHHe| EMHEE =2 S EFAMSIL, £ K 2E Y
Hiet 20|, A3 FYEz 25 AN Yo| yAET 23 o oS EAMSIRACE. 24T EM0M €2 Zut= oSt
EEIE0| 1% RelsE0M 3FHel dge DXl A2z ZCt
sHE0, 7HE2= XHEIE|QUCE O2|0 XS fRYdE 2F AW, APEO| =72 Ri3del /o 2tARl0] AH[XE 5
HAIRIFHO| SAEY HAMEEZO| O[X|= XX g2 2 YEMHAIXR 20t e JEHAXOM ANAALSE =
olofsts #ESE 2 FAI7t Stet ghat &e 442l Aojof| 02 A X[Z5EAL
U0l ZHE[D 5% F2AFEO|A 20|7F ULk DM 24K =M, S FHO 2ARU0| AM2HALEO| A=Y 2
ZEHE0| Di7fsts HEBZOM BES 2 HAl2l 40| o EEZ0| 38X g2 DXz A2z #4&(UCt
oF 4ot e grel Atolof 09f o] EEtE[X| B 1% |2 AW, XSd KO 2AZE Qlol, 53 FEMAIX| 2ot ot
FEOAM 20|7F A0IM, HAX| G AES HMEEES K SEMAIXZE HAEY EMEEIE0 O/X= A
ol Xtaalel fEo| 2AZH 8o Aol 2 oY x| 2tegol & Di7HAEE St A2 EME|ACE
gg Agsiolrt
= 2T
52. 9170] AIARED 31710 9|
5. ¢I1o| QOF Gl AJAPHI E9 £ @7E, YAEY HMCES omoz Mysiol, AHIXT}
Seico| 58 YEMAX ECh SMCo| HjEEE HEOAX
5.1, oimo| Qot O|A 2H|RIQ} B Zho| UK|BBANS, AHXITE ARO|
70 RkgAel QEI BAYO|, B XAES BN =
2 ol7lo| BMS XZAS L7l AH|XIE CHAtoZ, =ay 2 Qs AHXZE APEO =70 X3Ael |3 b #tA 810,
S OAIX] RO| AH[KIet HAC Zto| AN oxje MBSO HARIRSES] SUEEE2UM SEHA O
QBES EFAISIT, I BT A|X| 980 EaCof CiSt EY g S ste A2 AMESHE M2t 2 d4s, ME3Q 2
ce= ot o — o= e = BICE oloz MASI HajC oo ashe S0 A
= BI0IA AKIYO| DTS Agsts Zolck =S NEoR AYor0] SUS THI NBS Mo, 2
XAl 98S ooty XZATF XYM ooz mm  HIEZE AR =71 R2Mel S8 BAZ glol, BHeo)]
stm, = sEicol WAK fH2 53 MoulAxe ey S BRHAXEC OEE WEOARIE fuixie sUS
HMEMHA|X 2 TS890 12|17 HAES HAHCE ASHE o] AnpAgel X|Ztg HTGHY EWEE=0] SEXQ
° = P i oIste Bte AlEslo] O|20| B 7|olskT olr
o2 MHSIYoD|, MHe 2AXTAHO R o0ky Ay, LS BES MG 0| B JI0IELA AT,
MM RF2A x 2MAIX| 9&: S8 A|X|, CHEESH A|X]) Jd2| 2E|H 2EEOIA, AH|XPZE AFHO| AEeE 2Tl
YN [SN=] TS © = ) ~a 740 OAlO] O il A H2jC= o =
of Tt 7t HAZ MH|UCt TEAte O B e ot 80| Asdlel Fof 27t §lo], SHMES| O E= ApAt
2o Azsts SHEASE TAMEIQICH AFHO| QOHM XpZAl HEZo| BRHE0| Tt 53 FEMA|X| 2Ot H5Ee HEOA|
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XE WMot HTES0 0|83t0] Atile| EMEQL AH|X}

== =Th=
Zto] ZxpE0| XIZE| =2 w2fsjor Bict. J2|m HUC
o OpEfs AHAlo] BRCO| Chgh AH|TIO| EHE4FES #O|
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1 N EAES =0l B2lE ofoF Bk
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r
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