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Abstract

This study investigates the effects of the type of advertisement, brand extension, and
consumer innovativeness on the credibility of fashion advertisements. The factorial
design is constructed as a 2(type of fashion advertisement: general vs. cross-media)
x 2(consumer innovativeness: high vs. low) x 2(the type of fashion brand extension:
similar vs. dissimilar) three-way mixed design in which consumer innovativeness is
the between-subjects variable. Subjects of this study included 210 men and women
in their 20s and 30s who resid in Seoul and had SNS experiences. Frequency analysis,
credibility analysis, three-way ANOVA,
conducted using the SPSS 20.0 statistics package. The results are as follows: First,
the type of fashion advertisement had a significant effect on advertising credibility.
Cross-media advertisements had a more positive effect than general advertisements
on all of the dependent variables. Also, the type of brand extension and consumer
innovativeness showed significant effect on advertising credibility and the interaction
effect between the type of fashion advertisement and consumer innovativeness was
significant. Lastly, the effect of different types of brand extensions on advertising
credibility showed a significant difference according to consumer innovativeness.
Thus, a marketing strategy using cross-media advertising is proven to be effective in

and simple interaction analysis were

gaining consumer trust for a fashion brand.

Keywords: consumer innovativeness(5>HJXFER1E), cross-media ad(ZZA0]c]o]
12), fashion brand extension(ZHHHEBFE)), type of advertise ment(F-1Z
23)
I. Introduction
2 A 7148 702 T QY 2ol el 44 vlefoleh gL frrielo
So] 4ol me A A1) vjAEo] FHKTL 2leYoon, Kim, & Cho, 2017)
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o|e} Zro] T A Aol

F1E Yo o] &

AEE AL Hol7] iR Adu Fejstel At
& ez BTE YRPY WA T2, chret o

Ao gk olsfet Bt 82 B = w2 B
ZgFo] Q%31 QJtH(Cho, Roh, & Hong, 2018). O]
of Wt ME mAlet HAE mAE TA 8ske] 4
Hz9} 71Y B2 HAsete] HAYL LEe A7A
1]t} of(cross-media) 7} B4A Q] 947 2] 3
L S1H(Choi, 2016). o]2fgt w4 7t §FALS 4
HZARS H& 5540l AF2Q1 AR{yAelde =
A2 WESEE TSI (Rhee, 2008), TrAUH Y o
Ho} Anjatof| A 382Ql ¥he5 E8427]7] dE
of|(Voorveld, Neijens, & Smit, 2011) 7 %sto|L} 33
73 Qo)A Fmcjolo] g Al R (Kim
& Shin, 2010; Park & Kim, 2008)2} AZH(Kim
& Yu, 2012; Yoo & Yi, 2013)2 E3] I 2 An|t]o]
B majol ek BEHE U5 BT LU
218 Q 7 9th
tH, Js7l0] Hole B2 HA7IdES
F Aol e A w183t el g
17 BACE AN R, 712 AR
$Z S0l AAES SAlche AHE A
Ich(Aaker, 1990). 71X A BHE X
H AFES FE 7|E BHEY AL,
3} e @ BY=e] S4o] Be BT 5
AFS] FAMOl B A= APEo gt
(Kwak, 2011; Rhee, 2009). T&jut o= Au)z
Sof A zfoln Aejalo] ool et HHy
EoAE HgAT AEOR BASE gt 4
L7} wo] AAYPE 3 )37, LG Fashion2 2017
old]| Fashion< ®J1l Life in Future@l= LFZ z}o]
~etel Bl FuretT 9ith Rhee(2009)9] AT
o eE KA BYAE Aol FFE v
2310] ofm, Hl.ARE WHR HASE FT 1
A9 H 2 AR EA4S A LSt Ao
o 3yl vAY A=A ZRI5HIr Na, Kim,
and Park(2018) &
Al BIAF Aol e BRE gho] 4
L& A=FHoZ ygych oAy mjAd Balle &
= 571 B AROIA AAIES EAIsk AES
o AgelolE BT, B84 WS Az shiel
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ol23}l o Lo] Eo A 7| T, AHRF EAo] wha}
ol3t zpo|7} QA2 AWE A} ST}

2 AR 2 B3hAQl Wt a3 A7IEe] &
Atk AT Ao 7 AHREL EFC udsty

M=2e A& HsH =le F717F dotAAl gl w=t
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YAdE A et wopoll A AlAEolY B =S} ¥
olo] W L7} o]Fo|H O L}(Kim, Joo, & Yoon,
2005; Kim & Yu, 2012), 3jAAE9] Bl sxta)
A A E A= v Aok EIF HE wol
o|FojZ= HU ] A AAEY BHE L2 &
H|Z}7E 71& BEo] tisf oln] ZRR| AL Qe IR
U oA E AlA|EO] HoJA|AHO} 517] wZo] ¥
ABHE g3 284 2 82 A A+ 2
87} ek &, 22 ALrgo] <7100 FolEHA
thiHo s Bt shgo] doju, o] 93t &&

A B3 Aol BRI BT, AT
oj s} ool olo] Tet AT HluIR o]
AR avtol Ba THE Aua FAY B
ooy 3ol wet @A g A9 B840l A
7|€et o]0 2 A9 BH2 g /9, B
T 24 73, 28F g4 weEt Azl &}
o]& RAFSHL, Al ¥4 7ol 4528 a3E HISof
L oltt olelat AT WA |4 E0] BA A
SolstAgele] Bl BATE A B UG A
EFToE ST f A2 Au|to] Fu Mo IE

:%_

HU
) st

AH|R}] H7lof] it o|siE AT =EHA BEHQ
s AgE gt Zs & & U Aotk
Il. Background

1. Cross-media advertisement

AR} 453t vlHo] Sdo] watwA JlEmA
o WA Fuska, AvAet 4EAES 2T
Sl8h Az nlr]of A2k Q2L P4 08 A



68 g3 FR HAERE 2, AR

E}(Yoo & Yi, 2013). AP o= A 7+ WG

AzAuYo] File shto] tiAlolA o
Uﬂiﬂi FEok= A FFolok(Yi & Yoo, 2010).
HSMAE 3l AavAolA dEom JHE
sp7) 80k chopet ML b e BeHoR
slel, T ARACL Feel Ao )
g E&de] AUAE 278 ultje] kol
(Lee, 2010).

Sz an|to] Fik R WA
Ao 20] ©7] % 7] £8E 7] Wi
of|(Petersen, 2006), AFoA= 7+ wjHo] EAS 117
o) ZEsvte] A% BHET AS AF L %
Qlek. EgF Az amtlo] Fark du|xjote] B0l
Ade avpdow dods) miA 7t FeA82 yeE
AL, FAFoAlE ARl Lass d= 5 3lof 7]
& mA2ks AolE Z=Th(Yoo & Yi, 2013). @A Al
FHL A= A=2VH0Y {2 SFHAE, °]
SuiA] 23, oHIE & AEAFOR FEFTHON,
Chan, Kim, & Kim, 2007). 24|, 55uj#|9] 232
Z2 F7e WA 3 A} Fag HAske AR F

AL EpZlo] H|szsto] 44 E8ET. dE &1 Ald
150l B2 ARl TVIR TV2 do] 523t 3
£ LEoto] aHAPT QS Eefstoie 22 FaL
1’13} A FozH 0111/\1 7l= ol A, °IF

A A2 A= o S7 WA 7 2AgE A
Sf= ZoZ TV+°]E1‘§\ TV+Eit] e, gt e+2lg
WA 5 MR T2 S AP LS oJujei
(Yi & Yoo, 2010). Ylo|¥ I FZAn|tjo] Fi= TVH
18 59 S AET HA=9| UL FEFFORH
aHAOA AlFshe JEE FHiA7]AL, 9 E F=
ste oz olFuiA Al sFdEthKim &
Shin, 2010). O}X|2tO &2 oJHIE & AZEAFH-2 A<}
HIWiAE wAst] AREShE FEoR WSARE Bl
F7F 3E2r oMEE APsHAY FaFTt 22
A AZHS Pl AL L5 (Kim & Shin, 2010),
TV+SH Q+STE+HIE U+ 31l 59 FHiE U
ERHTHKim & Shin, 2010; Yi & Yoo, 2010).

A ZokA ﬂi’\ulqoie &3 Al T
5 BA, 7P Gl AL A4t JIEYl 3
A ohE SNSE 2Rt Faro IEP oOFxko] BHE
Al kAmo]AE TV 3garo] AF Yl Z-EAAR! o]

2 O, rlu 0
°2%:‘;aw‘m‘“
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a4l FuAEe] nAs 9% BARsiy

HO| JHAESE AA Y 5HAIA BlEgolLt
AL FAHE Gt E FEsks A=A 1Y
of & Xggstal Ut EIF oftjoiA Y@ hEl
ARGAZE AREES S9 HAE HAEd 0] Fao]
AAE QRIEEY PINVIZE Y5t tAE A=
o AnfEEo] AFEHo| AFE HIE FAsHAY

AQQoA FEE F/HL & A olA" A=A0Y
o] Fil= FAY TVe 22 gSmiAlE SdliM= &
H|Zpo A IA| =} HAY =5 A IA7]L, el
I Bl e R AHROAlE AE Al 2 B
Toto] Y v BAE FHA7I= 5 2 uiA
o] £4& Esto] AlYA adE v a8l vt
AY Aol & ‘ilE}(Lee 2010).

gAY olg &&3 Faof WIt A F=E
A AL} v A 7F Agte]l ofgt Al|A] mitof wgt
A7} FE o]F 3 b} Chang and Thorson(2004)
< St wiAlof ¥HEA o8 sk AT TV
Ae ST A=A Fd uf A7 HAJA] A=
oA E2Z FI AIE Hol= AS IS ol=
vt TVZ I HT QRIEZF AgE TV AH|[RE
o] Fuewet FojolEst o FHA R et AL
EA T g1 4= QIthKim & Yu, 2012). 3HH, Yoo
and Yi(2013)9] Aol HAE AF TAA B
THHER! 7|EEHES QY XHHHPT] TfE
HEHEO] BT 2pit o] weh FarHHE of
| wFane Fux AWE g3, 284 o] %
TEI}E hA] 7F EAR ohel, Fgee F Bs
o] Exo]| wet ch2A Uehte & 4 Ygick vk
O F Choi(2016)= A ZAu|t]o] 3F317} v|2]= FgF
o] A Yrultio] Ao uet Rolg HolLx S
A Hoked], AR+ Fao] =EE Ao gA
+SNS F30] eE¥ Heo] Ato]E WREo| ket -4
oo FAARN FFE A= AR YEETh

ojA Y AHUloly HHtd Faet 2 miA|7F 4
H|Z} B2 EEohet $85ith= A2 & & 2
H, o] AH|RFY] 5-54Q1 F7]0) d= AL}t A4S
2h-g3to| whet A=A wyojel B2 Fav avts
4 Aoz HQIT}

2. Brand extension
BT shgolgt 7|& HAMTI) TETF HAE z}

pal
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A EYE AAIES EAI5He AZo)7] fio] B
S ge AAE SA0] e uplY vg B o

A =] 1—41—6;} Heke 2] 45kshe (Aaker, 1990),
B30 A1 Pl uhe 23

ox
1l

N
B
>
A
N
g
;';
G
o °
Ko
rd
1\:L
O
£
2
|
%
| r
mln

E WollA AH_E‘E AEALS Adel AlFol 2 B
NS 4 H8ote Aol dA Il HHAAA
oA ARFEgro oA ‘FrlFo|E R, EEH
ofzdloA 27 ¢ F2 9 Y=o gh= AEE
cofujgejulop 2, ‘W] HGF oA HH] T4
T893 g ARo|EroA A Hio] F ARO|E Zo]
E}Oko} HAT A 2 Q1S Aol 9} vt
AEHT 2 B HAHE 9] V& AlELTe o
= *HE AELS Ao s B HHEE 3 AL
AL 9uigtt). dE £of, ARIETRI0] 7|&E
O 2 RE Aiglo], &, U AFE 5 o7 &
2 -] A Al AAFES 24 lﬁ}t BLE
olulgitt. HABEHE S FAsH 2

719 A+
=2 F& I B9 EX(Aaker & Keller, 1990;
Keller, 1993), 2 HA =9} SFAAE 7+o] A (Kwak,
2011; Rhee, 2009) 12]3 & BHEQ} An8]RLQ] IA|
of I3t A7 o] AYPE T JAATHShin & Lee,
2010).

Keller(1993)= & BT o] Qx| w7} BAie -4
o] =22 ZFm, Volckner and Sattler(2006) FA] =
BHEO] A7td F43 gh4lo] B 249 43
o 378AQ B Xt HrHTh EF B BHE
9] FAAQ] oju A7} A E HET 9] o|n| x|} 7
uf QJEo] JFS Vlt Ae glste. T,
Rhee(2008)~ 7|1& BEo} e AlFe] fAMI ol

=2 4% d o%ﬁﬂi +F AE= B A4S
o}gar,}. 72 W2t o Z A Kwak(2011) GA| 2 HI=
o} & A& Aol AF wf ou|R] PRl =
< A5 7l 38AYE A5 1y
I BREe} AnjR 719 TAVE et B9, B
A4 Aol BARle] & BHES % o=
715}, Shin and Lee(2010y= X EP=0] ojjst off
lo] 37 7 Bize}l 34 AZ 71o] Aol =&

_IN'

4o} - G417

HA=S ?‘i*c}*l dis ﬂrﬁ‘ﬂ*é %
E AF9] £ £S5 At

AT %101] 4|7 o FAFH oz ket

w0l (Aaker & Keller, 1990), 2|3t w4 A%
oA 2pdste FALAE Hst] AsiAE e B
AE Y] MR RAE BE IRAD HFE 8
Aote AR ¥ 43S A 1Y et Y
Zo|t}, AAE Na et al.2018) ZTR7HHES
3 BAE S AgolA] mEAE IR AE 7o) &
A].k]o] o %‘—?—C’HE il 9,]-1]—0] /Ké_:_;(-lol 2~ 2}\
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L
8BS PSS A, S FAel
s

S o (o A
i
i)
(e
o
OZi
r% H

il

(]

oo}mru

[

\__

W o

o>
SPFAA R FAMIO] 2 HIHE g
stE
2 yehgth

Cool It

L=

S 0lﬂ1 n>‘

Fa} H]

o 2 AlE EEolA Aol7t Rl

o & rlo

WY, oX M

3. Consumer innovativeness

Av) SAgolR ASIolA @ Aol T 74
e 42 giHon WA S5t AEE 9
u] 5} (Leavitt & Walton, 1975), A= 22 7
ot Aol A AR el gl
SYxoz A2 HHo} 7|&E 7o) wolEalt
(Oakey, 2013). &H|X} GAlAdo] FQ3% o]lf-+&= L
Q750 7jole] BAIE Aol AL vlTielt 7]
£9) #-80] QR VAL AT ATE AL
AL EEZ(Broderick & Mueller, 1999), AH|Z}Q] A]
AFE A ofFel Ye&ro] F23 JFS A7)
mjFo|th(Kim et al., 2005). ¥HIA 0 & & A14o] &=
< AHRES AR AES AF40=E AHst
o, ¥t dde Fote 94 oA &
4= Qltk(Broderick & Mueller, 1999). o] &2 MZ-&
AFol} HAEE Lulale AS B AU T2
Ao ALl B5L A1 o0 e A
Ho} 716E AT, ol SN 2HH

oahg Stoh(Park & Chung, 2013).

T2
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AG7HA] o] Folxl FAld #A APATLE Al
E H5y 1 He Hale W39} A Eo] o] o]
7] gk}, WA Kim et al.(2005)2 SA14Jo] AH|ZL9]
oheFet oA d 3 s S FFS vRHL
Sklth &, d4l/do] &2 4Rt Hls| F4l/do]
e aHAE W3S 4otk AAIES AFA
Ao g HoIth ESH Jung and Shin(2012)9] 110 A
= 184 = AGAAREY JHE FAISHL, g4
AEY AAH Faro] -2 =4 sh= W, AF4A
A2 AR o] WS =4 ke Ao E yE
Wt Sung(2012) B[R} F4l/4do] &2 He A
Alo] QA 7= £49 7IAE =4 F
Ag Al ARA A S vAE BH, Ao 22
15 &4 7FSA7F Hlszshe] o £4
+o ¥t} Park and Chung(2016)2 4
1743} g2t 0 FRate] Anje
ofuiet Qg AR AEHeT 1Y
7 A anAe 44 FA4e A7
b4 ngg dleto] AvtEE oo
= Aes e, 4Rl 3t
SAEE AREE o] o
oz HrrekH
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. Method and Procedures

1. Research problem
B ATE faFT §ol et avla 443
HHABEHE S FFo] FAF o] 1]

-
FASEL, A 5 k0] ATAE ANE AEsH A
Q

P, Ak U W) x 24
HAA: 3 vs A W 7F QD) x 2 HBAE Y
9 G4 T vs BIRAF B W Bl 39 B
T AR PTG, olol thet 7HEe et Pk

ATEA 1. AR 94, HHRAE B §7,
Av)x B440] Tt B3 o] ¢
ot 4% 7 Zoltt

A7EA 2. WAL $Fo] BT Ao %]
L gge AN B 3o uet
ohE Rl

ATLEA 3. HEFIL fFol B A=) 0]
£ Qge auz a4 Az wet o
2 Aot}

ATEA 4. WALAE g §Yo] Fu AE
of HIXE A AuA A4 HEo]
we} g Zolet.

ATEA 5. AH|AR] SAI4o] EAL S o]
AEAE 4 §go] H Ao v
e Qe MR §90 T e

2. Research method

1) Fashion advertisement

WA e Eopold chket vltlols F3}
of #4 F5olA BEE AFstAY H5stalA} 5f
= AFYAelA "IHOZE(Ahn, Hwang, & Jung,
2018), ARE-Sh= miA Aol whe) Yukgaier A2 A
ujtjo] FAZ tm 4 Aok IgalE AlE, A
S} e AE A o83 Faroln], AR An
o] F1T FF E= oF 1HY tksl mitolg A%
slo] B} ATHOR 278 5 YEE She Aol
Th(Jo & Han, 2006). & AFoA dugiiE= o ofLt
of ABWMAZ ol8% I onjstel, ALK
o] i AsmiAS} Fritol7t 2¥¢H F1E 4
ofgitt. 2 2Ale] 94 B Q0] 8% A in]
of Fx wWAE At A FUHHAIAEZE
(Korea CM Strategy Institute, 2011)< &alslo] A9
770 WA AT TV, A, FA, FH e, Z2elvy
of, muln]T o], S9)E AL AFsH= 20-307
A ol 5582 R ATy FE M
wol gal wjA'S Aeslehs Ad XA 23 4
9 T wiAQA Laklujt]o] SNS(n=18)2} FA|(n=15)
7t At wEbA dubgarel & oA g =
emael ¥ B2, ARAvY0] Fut A9}
22l vjrol(sNs)7h 2E Fele] Bg Adst
et

a

2) Consumer innovativeness
28AF FAGL 3 Yol ARRIAA WollA o

THASET HAL WA ok Y oy

il
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Stth(Rogers, 1962). & AGofAl= Jun and Rhee
(2008)9] AFolA AEH EFZ & Aol 2A 5
A B F sE} (Ve U S=EEE H A4 ®
AT ¢ Y= MELR AEolU BHEE A3 =

Gk ;LuHL EAEE o9 I8 e 'r

2
Fa% BEC yuel S5 RAY 4 9
2 B Aolthe 54 PAE ez St &
a4 SAHS T A A YgoR BEs] 9l
AR SRA] A4 e U FA4E 7]
]

3) Fashion brand extension
BIE spFolgt 7|Ydo] uiAE v|8-S A=

Aol BE4Q AR &5 P57 Hdl 71+
HAPTY} &3 HAT AL EYE AAES &
A& A0 2 (Aaker, 1990) £ Lof4] B sH&+

WEBA=e] AE Wk B R4, WA B
B W B HASE WSS A1 9
3 20~30tH E4d, 9AdS o= Sk 7MY wid B
HE ‘Philo’= ’S’go}%‘iﬂr BE o AlES A4
sk7] 98 = uioll 8=l e 20~30t] EAdTt o
A 3 AR 127] GQ, Leon, Arena, Esquire, L officiel
hommes, Luel, Vogue, Elle, W, Bazaar, Instyle, Allure
o H2 34N BT EE F o4 A A4 129
oA AAIGE &, FGI AEHFE AAISt] 20~30th7t
Fofelr] golat ABOR AR Ak AnFlel, &
EAA, T, ARME 29, AAA, JEECR F

N F=og AA=HS 0|8 EdlgE A< 74—1— 20
o J 462 tho = & oA A3t 71 9
% wasolel g4 YEE Yotuolch 1 Ak
W AT SPRAECRE FR(U308)7F M4
3 &4 AFoEs AAA(M=1.83)7F A=A}
2, QATGAES Yo} AN, Yo} A2 A
vtiol B8 LT, UrlA ¥ FABLAE
A A9 QL AAAL 22 20)clo] F
g Aol & 4o AZES AN

rlo

JI

%Alo}

gax 71

4) Advertisement reliability

B AFoA B AF = sjAE =0 Bet 4

HYozAo FiE g & FaL AlFo tigt 7l
Q9] We solekn Hostech B AFIAE
MacKenzie and Lutz(1989)9] AA-FolA A&t &35

=2 Oq-—rLoﬂ oA 7 HRt 27 £ A
-T—’E T O00 ERHE OOOAEA 417}t 71,
= 9 FIE E T 000 EHE OOOAE ¥
g0l 2ihe 54 BAE HEe Z4sierh

¢

q

3. Research subject and material collection

# QA7 SNSE ol8% ol Sl 20307 4
€ AF 9y 2108 JdoE Hony AES A

Alstoitt. 7Hg BEO] AlE WS g Aol disl
AU L FEE AR &, sfAFT P HE
A= oY § YT vl AFBQIFIR
Aerg, azanltol Fa/gAE, Ak
AR, AzAuYo] SFA/BlRARRE)S AlAISke
210891 A H2AE siZRoH, BT SE 305
& AT 3 15007} AT2AA gsiglnk A2

2 SPSS 20.0 B4 7| E AR&Sto] HIEEA,
HE 24g Ao, 71 AL 9id) 39
TFEA(3way ANOVA)T THeAT S 2R B4
ek,

> B o HE ru
o
>

;Rl‘

V. Results and Discussion

1. Validity analysis

HE o A AE WF AE S
HAE oot ARAY BPHL WIS 99 %
A A7 AR 2l B A3 447 7}
A} BITO} SApgo] o WEgo] RO TR
(M=3.08), RAg0] We WFzo| HUE AL 7}
AAM-1.83)8t £ Yeht AE o] A3k
SIS} tH(Table 1).

F

ok
filo

2. Reliability analysis

1 A% EA SPAIQ 2917 A4 5
£9019l FTAHE ZYYBol that AFE A
AXBhech Fek 7 el 282 4140 ARE:
529 AF=E Cronbach’s o2 A5 23}, 4

it o P
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<Table 1> Manipulation check of product category similarity

Product Underwear Watch Perfume Bicycle Headphone
Mean 2.52 2.74 3.08 1.83 2.02
SD 1.29 1.27 1.12 1.15 1.17

Frs 8922 FF0 H

3
7F U P AR
= L e

Sun

3. Group division

2 AgolAE 2ulzt P44 Hwo) uel ¥ gz}
£ FA40] &2 T we Yuo s Aise|
sto] mlah HAe] sEFS] BTG okt
of § F2 18 7€ L2=® o9 sFch= 207
A Ql5l, 18 ZISH= 49.4%(798)E 1 JHo g,
181]FEQl 50.6%(81)E A HTHo g2 /I

ol

W

=i
gL

[e)

4. Demographic analysis

2 Ato] Frolgt A LAY 54
thet Aot RIEEA A3 @A 34 41.7%(75
), 94 58.3%(1058)Z ojAo] © W H|FS A}
Aotlom, A 254 o]/d~294] HlFto] 58.9%
(10682 7P &2 v&S A6, Ao 2=
sk 43.9%(79%), 7Hl ¥ £52 4007t
2 oA 38.9%(70)° FEFEHUL. F2 BEdE=
SNS+= Facebook 67.9%(122%9), 71712 AEE] 15.0%
Q7%) £2 2 2 HE&Z X613, F& o]&st
£ SNSE 7kt 717H2 113 o]4do] 87.8%(158%8)=
YAz F2 HES AASHAUT. EIF SNS 7
B35% 817 33] o4 50.0%(90%), 3t 1~23]
25.0%(45), GFYol| 1~23] 10.6%(199), LFLol
3~53] 9.4%(17%8), 7|€} 5.0%(9%) <02 byt
S} SNS FA& A7 155 1)yt 32.8%(5978)
, 158 o]A~30% ult 30.6%(55
), 305 o] A~1A]7} u]k 22.8%(41) =08 e
Wtk 719 &2 BRHES] FHE Y] s & o]
85} SNSEX Facebooko] 60.0%(108%H)Z 7H3
WolY, §RH 10.4%(19%), AAEFTH 7.8%(147),

o 1Y Bt

7Pt =et HEes 7.0% (13%9), EFH, ¥H

dAE, g2, Ve 2o ekt

5. Result

2 A7E fAYT §Y0) G2 2uA 4493
fEAE 2y fYe) JEES s U
ANOVA #A4Z AAsHInt (Table 2)= jAFIL
73, 2HA 414, HABHE & {F] E
FAAZEO] Aol et Bty ‘FEHEAO|H,
(Table 32 ThAY 49, HHBEAE Y 9, &
H[AHE A/ o] A F o] vAE S Lot

ATEA 1. JAFY 77, AERE Y {3,
A2 A wet FaL AF x| o3t TS
0] Zojt},

4 A3}, (Table 3)° AA1H vEe} o] sfAdgar
9H(F1.159=55.58, p<.001), JABAT &L 93
(F1.159=27.60, p<.001), 2H|Z} A4 (F1.158=2837,
p<00)9] FaIT} FootA YEsTh LA HoR
Az Au|yo] Far(M=3.26)° et FiL AF=7t A
g (M=2.47)Q HET} =9k0, fAEARE FAgo]
FAEG(M=3.08)d | H-FAF FEM=2.66)d T
Hoh FuA=E7t 2%t AR A JA] F4l
ol w2 HEW=3.13)3 g4l4do] w2 Ad
(M=2.61)142] F A= &0 glo] |t Zo]7} QL
o= Y5t ol st WA E WPok= B
CTHT goFst WA £ 2L mtols Agsto
olgst= BVt B FHFCE HrH=Th= Lee
(2011)9] AL} YA|Fict. ofo] AP 57, A
B I 79, AHR A wet FaAlE =
of f9gt FFZ vA Aol (ATEA D2 A
== it

AFEA 2. A Fgo] Fal A= vlA|
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<Table 2> The mean and standard deviation of the advertising credibility

73

= 3} §3o] Far AlF|xof ujxE Fgol| 3o 4
28 AIHF1.159=1.05, n.s.)7} YERER] gko} (A

Fashion advertisement
General Cross-media Total
Variable
Consumer innovativeness
High Low High Low High Low
2.7 2.67 3.72 3.15 3.24 291
Similar (.93) (.91 (.98) ( .87) (1.07) (.92)
Fashion 2.72(0.92) 3.43(0.97) 3.08(1.01)
brand
extension 2.41 2.05 3.64 2.57 3.02 2.31
Dissimilar (1.07) ( .85 (.93) (.99) (1.18) (.95)
2.22(0.98) 3.10(1.10) 2.66(1.12)
2.59 2.36 3.68 2.86 3.13 2.61
Total (1.02) (.93) (.95 (.97 (1.13) (.98)
2.47( .98) 3.26(1.05) 2.87(1.09)
*(): standard deviation
<Table 3> Variance analysis of the advertising credibility
Variable SS df MS F
Consumer innovativeness (A) 43.56 1 43.56 28.37"
Between
Error 242.54 158 1.54
Fashion advertisement (B) 100.01 1 100.01 55.58""
Error 286.10 159 1.80
Fashion brand extension (C) 27.64 1 27.64 27.60"""
Error 159.24 159 1.00
A*B 12.94 1 12.94 7.19™
Error 286.10 159 1.80
Within .
A*C 6.20 1 6.20 5.46
Error 180.67 159 1.14
B*C 1.06 1 1.06 1.05
Error 159.24 159 1.00
A*B*C .63 1 .63 .55
Error 180.67 159 1.14

* p<05, 7 p<01, T p<.001
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74 g3 FR HAERE 2, AR

FEA 2 4=t

ATFEA 3. wAdFL Fol Fal A= vlA|

L gge 28z B4 Fro] uet o el
244 EL B RRRE:

o] 45AE A= {93t AoFE VYERR(F1.159=
7.19, p<.01), (ATEA 3)2 A=At o= gut
Fa, ARAnY o] Faet AuRt FA4H9 11, A
Aol wel FuAFzo] §93k Zol7t Y= AL
2 Yehgth o3t 29 45 Ae ato] tigt osf
£ 571 98l B A BAS AAsglen, 4
= (Table 4)9} (Fig. 1)°] AAIsATH

A3 fgo] dut Y mis AuR; HAA
o 1, A Hgto] wha} Fa AFrEo] fojulgt o]
7b QOUKF1.159=2.63, n.s), A2AnTo] Fug
o ABRE FAldo] & Yool FuARE
(M=3.68)7} &H]ZF GAlgo] e eho|Ao] Fa
AT (M=286)HTt &2 Aoz Uehy, §9n3t
Zpo]7} 9l A o2 UERGTHF1.159=27.54, p<.001).
&, ARAnHo] FAE sh= A9, 2HA FAl4go]
E2 Juo] Y2 HAoroh FuA ol gt A=
7b =A e AT, gEt F1E oke A9 F4149
g2 & Zol7l = AoR Yeyt) o] 2L Axt
£ 94 vAE B9 dut FuY fEo, 712 H
5 A<t SNS 22 M2 tiAE A &85t A=
2njtjo] Fud o AHROIA AFo] Hsf T
£ 5 e ZAoE wotdrt ol 71
A7 AU Q= d5 Ao g dtom 1t
wiZ 7t Al Fo A AE&FQ A5 &
Lee and Han(2010)9] A+ Ay} HEZ

2
(a1}

o Wehe go| St uetA WA BRI P
dehe 9 S o8 BLE SR Thard
ultjols &8sl Fushe Aol LuKolA HE

AEHRE 3 57 AR A9 Ao A

= 0 & LFERH(F1.159=5.46, p<.05),
(BTEA O A=) ol ARAE 2 &
B A &, HIRAT ST 4BRF 41449 1L
A Adtol] wet FuAFEo] §olgt Zo|7t e
e 9t o]igh 29 AS e g3to] gigt o]
e F71 A8 G ATAE B4 HAs e,

A= (Table 5)0l AA|5HITH

Advertising Credibility

45T
3.68 Consumer
3.5 ’,’ Innovativeness
ST -
,;” -- High
-7 2.86
’/
2.59 -7 — Low
-
-
2.5+
2.36
General Cross—media

Fashion Advertisement

<Fig. 1> Interaction between consumer innovativeness,
fashion advertisement on advertising credibility

<Table 4> Simple interaction effect of fashion advertisement x consumer innovativeness

Variable SS df MS F
ansumer m.novatlveness 451 ) 451 263
at fashion advertisement (general)
Error 272.16 159 1.71
Consumer 'mnovatweness . 51.99 | 51.99 27 54°
at fashion advertisement (cross-media)
Error 300.09 159 1.89

Fkx

p<.001
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<Table 5> Simple interaction effect of fashion brand extension X consumer innovativeness

75

Variable SS df MS F
Consumer innovativeness N
at fashion brand extension (similar) 8.44 ! 844 595
Error 225.70 159 1.42
Consumer innovativeness .
at fashion brand extension (dissimilar) 4131 ! 4131 2917
Error 225.16 159 1.42

* p<05, " p<.001

fHRAE S G0l fA Y v 4uj7} o
Avde] 1, A o] wet gojujgt Aot AAT
(F1.159=5.95, p<.05), H]-9-AF L wff FA] AH]R}
414 2, APk wet ojulgt Aolzt Gl o
2 YePFTH(F1.159=29.17, p<.001). £H|Z} §Al/4o]
B2 YROHE fAF BYM-324)T v 94
(M=3.02) $-30] o} FA= o] Zol7} Hout,
2nlz FA4o] e Faol A Rk SR M=2.91)
A ol vl AL FgM-23D o FI Az 3
o7} H|w& # AoZF T gl;,]oh;].(l:]g 2). o] &
Ak F440] HW— FYAES] FAHAo|
B2 8¢ H oxé Aoz gristH, 440l w2 &
slAe] A 1 Y Ol ZOIETH: Rhee(2009)¢]
AT Ao}l o WS Ho|u k. =, AL}
2ol M AEL BlFARE AlFoR BRES
S fiHot A8} jAEHES} JARE EEo g

Advertising Credibility

45T
Consumer
5 Innovativeness
o .24

S 3.02 -- High

2.91 — Low
2.5+

2.31

1.5 i }

Similar Dissimilar

Fashion Brand Extension

<Fig. 2> Interaction between consumer innovativeness,
fashion brand extension on advertising credibility

*ﬂlxu wwoﬂ w}~ e w1 "ast 9l
o, fAZ % HAH=o} FARE AE WFE HAC

2 gt 7o) AES] it =g T Eolkd
agAYd Aoz Hlt

AFEA 5. 2HAY] FA4g0] AU ¥ o 1
ABHE s fgo] FaL AF=e A= FF2
HAZL FFol et BE Aol

A A3 (Table 30 AAE A Zo] FarAl=]
Tof oigt i+, HAEAE & {RIH &
v gAA 7H9] 3Y AT AR] A THF1.159=.05,
ns)7b S-15HA LA ofol, (ATRA] 5) 712
H9ic). ol WAFT GET HaBAE Y 49
o] F5Ago] FaL AFro WA= "ol o] &
H[ZE A1) whet Zpol7h YA S ojn|dith

=2

Q.

V. Conclusion

2 a7E gy 437 BAE g 99, &
H)% Sl whet FRA o] o] | XfolS B
XS AR % A0 B AT Avk: o}
ot ek 3, AT St Ao I
WEe ZEsvlce] Fu ) Fa AFe] et Al
Y, T o ¥e Aoz tehde). oledt &
B shutel BAE AW R ekt AE B
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76 YT R fEBAS B, 2

&% Az AvYo] Farh &HAHY] FIL HiE, B
T g0 3424 T2 vAE AS A5 AY
AJT(Kim & Yu, 2012; Lee, 2011; Yi & Yoo, 2010;
Yoo & Yi, 2013)9] Axte} AX|5hH, A2 An[t]o] 3
W7} Gl A Aol B 4 e AARI

=4, ARAH| Y] Pl AH[RF G40 met
FAAFE] Foet AolE Hou, Ant FiYd
BFole 4BAF g4l met gal 4AlF|wof nlA]
= FFol FYstA odth =, FAlgo] 52 4]
ALFE q4l/go] W AHAEY 2 Au|Ho] 3F
AT Y 2 A & 5 A
3%

3 JoAg w9
W= 2 o] et 2e)xt HalHe] H A

A
ol m=th 2ok vjAs FFol wefn|st zkel7t
AR, gi4g0] w2 HJdollMe AR &
Ofgt Aol & HolA| ittt o]t A= dRbH L
2 I HHEO] ojulx|7} auxte] A ZbE HEe 2
&A713, 7170] Al AlES FUSHAl TR Al
2Rl AvjRtE 2 BHE AFS FAIET M
22 BHEY AlEE FUske Ae Adwste 34
BHHE ool 344 ¥ HA B & = 3
ot ES o2et A= WjAEHE S A] HlFAL
AFTR MZZ AlFolY A=2 83h= Aol ©f
2 ABAALR 71E AFT W7 fARE AlE
o HRES AT 0 AlEF] Hiet AFE % 29
=5 goled aedde AARH

£ AFolxe a2Anto] Fu G3E Bge
2 A Zofoll A D] o] fojA= HHE 24
Al TheFRt iRl 283t FaE S5 AlEel Al

gilgol FAaAFE ] A= FF

i)

wAgolT

o7} e B o2 7|E viAlet 2 IEY, 2
vl 2 Z3ke 2 au|tjo] 9] gkt 4H|R A
Q1 g%l whet ApEA JFol vEhd = U2 Hof
T, et Al g4 B adS A

2 A7 A e A 9 FF AT HIF
of digt AAde th=t gt A A= An|o] Far
oA Tt wiA 2 djlo] Thsel® EFstaL, &
AFoIM = APdRARE F3l HdEokolA 7 Bol
Z8H= A% 289 myoio] Ajtoz s
ot wEhA &% AFoA= A Fao] gol o8

I Qe T SH=} o A3 FALE HA A7

Hol A TV}
g Agele 5o

WA 7 23 &5 A7 A Eojof & Aol
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