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Abstract This study is a cross—cultural study examining whether differences in perceptions of social
gender roles in Korea and Uzbekistan have different effects on ad attitudes and product attitudes
through the endorsers’ gender. In particular, this study was focused on the difference between the facial
expression of the endorser and the moderating effect of the ad situation in these relationships. The
research results are as follows. First, the difference in the perception of social gender roles was larger
in Uzbekistan than in Korea. Second, the influence of gender of endorser on ad attitude was perceived
to be higher in Uzbekistan than in Korea. Third, the moderating effect of facial expression(Placid vs.
Cold) in the effect of gender of advertising model on advertising attitude was found only in Uzbekistan.
Fourth, the moderating effect of the ad situation (Office work vs. Family life) in the relationship
between the endorsers’ Gender and ad attitude was also found only in Uzbekistan. Fifth, the effect of
consumer's ad attitude on product attitude showed a statistically significant positive relationship in
both countries. This study reveals that cultural differences in the masculinity (or femininity) dimension
between Korea and Uzbekistan are also affecting the effectiveness of ads. Therefore, this study suggests
that global marketers should consider not only the existing information source effects such as
reliability, professionalism, and attractiveness, but also the gender, facial expression, and ad situation
of the endorser according to cultural differences when selecting an ad model.
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Table 1. Demographic Characteristics

L Korean Uzbek
Division
Total % Total %
Female 172 43.0 180 45.7
Gender
Male 228 57.0 220 54.3
under 20s 5 1.3 3 1.4
21~30s 229 57.3 283 82.8
Age
31~40s 126 31.5 112 14.9
41s older 40 17.3 2 0.9
high school 30 7.6 19 8.6
Edu  college or 301 75.3 333 60.1
cation higher
Graduate or | 17.3 48 31.2
higher
student 188 47.0 198 50.7
Office worker 162 40.6 165 32.5
Job
housewife 22 5.5 11 5.0
etc 28 7.0 26 11.8
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Table 2. Validation and Reliability Verification

Korean Uzbek
Factor
Cronbach's a | Cronbach's a

Social Gender Role Awareness .820 .817
Family life .900 917

Ads situation
Office work .879 .943
Model Placid 926 951
Expression Cold 933 948
Perceived Ads Attitude .947 .932
Product attitude 947 .899

Table 3. Composition of the questionnaire

Research measurement |Measur|ques
. references
concept factor ® tion
Hofstede, G &
Social Gender Gender, Family Hofstede, G. J &
Role R i 20 Minkov, M.
Awareness and Norms (2005)[4], Bing, J. W.
Likert (2004)[5]
responsible, 7points Hofstede, G &
decisive, Hofstede, G. J &
Ads situation | ambitious, care, 7 Minkov, M.
gentle, success, (2005)[4], Bing, J. W.
equal (2004)[5]
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happy, placid, Ekman, P. and
Model . . .
Expression lively, serious, 6 Friesen, W.
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Table 4. Comparison of Social Gender Role Perceptions
of Korean and Uzbekistan (t—test)

Type Country N Mean S.D. t p

(;?Odal Korean | 400 | 237 | .707

ender 086 o0
Role

Awareness | Uzbek | 400 6.26 401

Table 5. Comparison of Social Gender Role Perceptions
of Korean and Uzbekistan (t—test)

Country | Gender N Mean S.D. t )

Male 200 5.13 1.81
Korean 5.97 .59
Female | 200 5.11 1.55

Male 200 4.86 1.57
Uzbek 4.10 .00
Female 200 3.94 1.61
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Table 6. Perceived Ads Attitudes According to
Moderating Effect of Ads Situation (ANOVA)
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Comtir||  Dvison || oo | gp ||t F D
Squares Square
Endorsers’
Condor (A) | 8245 | 1 | 8245 | 3434 | .00
Korean | Ads ?g;latm“ 1225 | 1 | 1225 | 510 | .02
A*B 2116 | 1 | 21.16 | 881 | .00
Endorsers’ e e
Condon (ay | 3340 | 1| 3340 | 147 | .00
Uzbek | Ads fggla“o“ 683 | 1 | 6.8 | 2383 | .09
A*B 23.88 | 1 | 23.88 | 10.06 | .00
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Table 7. Perceived Ads Attitude According to Model
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Table 8. Perceived Ads Attitude According to the
Moderating effect of model expression
(ANOVA)

Gender and Ads Situation (t—test) Country |Ads Situation| df Sum of | Mean . o
Squares | Square
Ads Endorsers’
Country | Gender Situation N Mean | S.D. t p Gender (A) 1 82.45 | 82.45 | 38.08 00
Office
work | 100 | 4.68 | 1.82 Korean |  Model 1 | 122.32 | 122.32 | 56.50 | .00
Male |—— -374| .38 expression (B)
A 100 | 4.95 | 1.16 AxB 1 433 | 433 | 1.99 .05
life
Korean - End s
Ofﬁcke 100 | 4.35 | 1.51 Genn;(:fe(r;) 1 | 596 | 596 | 4.67 03
Female F‘“’r,l 50 | .69
MY 100 | 4.46 | 1.61 Uzbek Model 1 | 274.50 | 274.50 | 215.28 | .00
life lexpression (B)
?V[([)l:; 100 | 5.32 | 1.36 AB 1 61 61 A48 .08
Male Famil 4.07 .00
?1“;61 Yl 100 | 422 | 1.65
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Fig. 2. Ads Attitude According to Endorsers’ gender and
Ads Situation
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Table 9. Perceived Ads attitude of Model Expression

According to Model Gender (t—test)
Court Gender Mode% N Mean S.D. t p
ry Expression
placid | 100 | 574 | 1.07 _
‘ Male = 14 100 | 54z | 172 | &% | 46
orean N
eemalol_Placid_| 100 |62 [us7 [ T
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e old 100 | 415 | .93 : :
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7kl Fan elies A el AAow fofF A
Z=5 98l Regression Analysis(3] 7

) AN BT A7 Y3 BeeA] AE )
1

Zhg] Far gzl A AlE ezl thet ko] R2=0.529,
B=0.727, p<0.052 #-2]3F 2|7} Yelgtow g 714
52 AEE et 3= Table 103 ZTh

Table 10. Product Attitude to Perceived Ads Attitude

Indepen |Depend
Country dent ent SD B t p Statistic
variable [variable
R2=.55
adjusted
Korean .03 .74 22.01] .00 | R2=.55
F=484.43,
Perceived Product p=.00
Ads |y itude
Attitude R?=.53
adjusted
Uzbek .03 73 [15.58] .00 R2=.53
F=245.74,
p=.00
7
6 6

Korean 5

= Male
=—Female

Uzbek
= Male
==Female

Placid Cold Placid Cold

\

- N oW oo

Fig. 3. Ads Attitude According to Endorsers’ gender and
Model expression

5. 22 H

AR

e
¥
i
fru
i
=

ofo] Z7ketel wel, 715ie] nhAY
2 Aol it A At

e S)5e) Ya AsEE
| olsl 58517 43 SR
Aol 1 ol 3 ik, 7}
o o5 0.5 Rl A131H o]

1912 719k, ol E FHsh 913

-

off Lo
N
P
flo
>
i
o

>,
!

[t
o

o
o

}

P e e
i L
ot
i)
=@ X
oft ji 30
2 0

=2
N
rE
ot
>,\I

410 do Nl o
s
re
(o]

L= ]
2

RS Aol S Fls] 9la) st §-2H7]
o) 4514 4elak AAE Hofstedeo] #-3} A410]

[>

—{:1__ - Ooﬁﬂ = 1
2] 2ol 7t BAK oz thEA YERES 1 5 S
o}, g2 2ol & AT 4= glYleornw, 7M1 A
aE Q) B4, g el Ao w2 x|ztd Far
B =7} frojw|gh 2fol& ZA] HPARE, 9-2=H] 7| 28R
H Bdo] o Rulun) X 7h Far Bl=rt =4 o
el Far 29 o) we) X2k Far el gEkd
s AL el = glglom g 7hao= slE
AR, FaL dste] 2Eavs S8 AL, S 7HY
AZT} AGAT J5 BFoA Rele] ¥ mE
Zhgl Fal B zpol7h gIIAINE, §-2=ul| 7] 28k 7t
GG A o] Bo] W RART HEETF 9
31, AR Aol M= WA Bdlo] o4

Ak
=
ki
2
Ho

o
=)
&

zpol 7} §AA Tt AT §-= 7]
& 7R FAOA, o4 RS AR
FAoNA A7t Fa Bt =AU
ElomE 7P 4-1, 4-2% 25 AXE A TAA,
Sk} -2 7| gl tigh A 7b Fal B =i Al
B ol go] ko vEh, 7HE5E A YT

i ATE B Sy -=u7| gk Thel] YA (B
= oA 3k Abe], S AKSA A HE q14 o]
Fae] arel® GgS v AL A5S ik, o]
ARl ZAE AAISIATE. kA S22 niAY Tzt

=] sfiIA ol Fa s A wf AEA, L

.

oY

d

A, wjegs 2e v)Ee] AugAE B ohe}
a4 Apolo] whe gawde] 4, AFEA, P
Sol Han Bl AF Hlue] AR T Fad uy
Qe FRlEET. B A7 Sy aE 12 I

A o8 o2



Fardel o] Fa e} AF Bl WX el et vuwstA A e vs. 233
whebA] theksl Ol FEA|EHY EAJS Bt RS M discriminated against in outdoor advertisements?:
R - Focusing on women's social roles expressed in
o]Z Yoz 3 At F=rd oz THQ3 ) X

o]-Oi I& o i }T F4 desit = subway advertisements and COEX advertisements.

A, Farel] ek AnR; B A sk, thest Ak OOH Advertising Studies, 6(2), 101—133.

ool A TS F3E5] A Hokaith A [11] Han, S. & Yu, S. Y. (2019). Online Advertising

Z 32yl o= 7)| ek 3HAste] B3} x}o)E 2k) Contents of Eastern Cultural Values and Western

o 35 Chokat - e e Cultural ~ Values: Comparison between Age and

onE, % T 7 Atele] BA, 71, £33k Gender. Journal of Digital Convergence, 17(6), 69—75.

ZAo= el3} -1 o33k = BAE= 2] _ ,

AR L GETRe] BAIE sk F7H [12] Kotler, P. (1973). Atmospherics as a marketing tool.

ol A7} 3t Journal of retailing, 49(4), 48—64.

[13] K. H. Jang. (2017). Global Fashion Brand Advertising

Type Analysis: Focusing on Fashion Advertising Photo

Image Components and Expression Forms. Journal of

REFERENCES the Korean Society of Fashion Design, 19(4), 17—27.
[14] Bellizzi, J. A., Crowley, A. E., & Hasty, R. W. (1983).

[1] N. G. Hwang & E. H. Kim. (2018). The effect of The effects of color in store design. Journal of
corporate cultural marketing on corporate trust and retailing.
purchase intention.  Journal  of ~the Korea 15} puden W. R, & Babin, B. J. (1994). Exploring the
Entertainment Industry Association, 12(1), 329—342. . . .

concept of affective quality: expanding the concept

[2] J.N. Jang. (2010), A study on the relationship between of retail personality. Journal of Business research,
perception of culture and acceptance of new 29(2), 101-109.
pro.duct.s, Doctoral dls§ertat10n. Chungnam National [16] Baker. J. Levy., M. & Grewal, D. (1992). An
University, Chungnam City. experimental approach to making retail store

[3] wikipedia. (2021). Hofsteder's Theory of Cultural environmental decisions. Journal of retailing, 68(4),
Dimensions. https://ko.wikipedia.org/wiki/%ED%98 % 445.
B8%EDT947%84%ECTBATALREDT85%68CTEBLSDTIA_ [17] K. Yulduz. (2018). The Effect of Model's Gender
%EB%AC%B3%ED%99%94_%EC%B0%A8%EC%IB%90_% o L. .
EC%ID%BABERDALGBAC according to Masculinity(Uzbekistan vs. Korea) on Ads

%IDRBATEBTAL% and Product Attitude. Doctoral dissertation. Kumoh

[4] Bing, J. W. (2004). Hofstede's consequences: The National Institute of Technology, Gumy city.
1mpa§t of his work fon consulting  and busmess [18] Rinn, W. E. (1991). Neuropsychology of facial
1;1)ra(c1t1ces. Academy of Management Perspectives, expression. In R. S. Peldman & B. Rimé (Eds.),
8(1), 80—87. Fundamentals of nonverbal behavior (pp. 3-30).

[5] Hofstede, G., Hofstede, G. J., & Minkov, M. (2005). Cambridge University Press; Editions de la Maison des
Cultures and organizations: Software of the mind (Vol. Sciences de 1'Homme.

2). New York: Megraw—hill [19] Ekman, P. (1993). Facial expression and emotion.

[6] H.K.Min., & Y. H. Lee. (2020). A qualitative study on American psychologist, 48(4), 384.

Fhe cul.tural shock factors (.)f domestic Uzbekistan [20] Neumann, R., & Strack, F. (2000). " Mood contagion":
international students: Focusing on a focus group .

. . x onal cul (76). 321—- the automatic transfer of mood between persons.
interview. Korean national culture, .3 350. Journal of personality and social psychology, 79(2),

[7] Statistical Office. (2021). Gender inequality index. 211. DOI: 10.1037//0022—-3514.79.2.211
KOSIS(National Statistics Portal). [21] Escalas, J. E., & Stern, B. B. (2003). Sympathy and
https://kosis.kr/statHtml/statHtml.do?orgld=101&tblld . . .

B IKAADL6E Ath=I2 empathy: Emotional responses to advertising dramas.
=DT_2KAAD16&conn_path=I Journal of Consumer Research, 29(4), 566—578.

(8] Y. S.Sung. &G.J. Jung., &Y. Jang. (2004). A study 1991 [ g parkc (2003). The effect of model public

on advertising effect according to model ' . .
X X R N confidence and corporate public  confidence on
attractiveness and gaze processing: analysis of brain .. o . . .
o . e advertising effectiveness:' Focusing on functional
function image data using fMRI. Advertising research, X . .. N . . .
(62) 81 cosmetics advertising. Doctoral dissertation, Yonsei
, 95 ' University, Seoul City.

(9] DeEevec, K., & Iyler,. E. (198?' 'The 1ri1ﬂuer.me Of [23] S. J. Yun. (2000). A Simulation Approach to the
Ispolgspgrson? n ;‘te“_“g a pfl;o u.cts gen Jer 1ma}1gel.( Determinants of Web Shopping Mall Site Reliability
mp 1cgt19ns 1?{4)3 \{;}rﬁ;mg effectiveness. Journal o and Influence on Purchase Intentio. Business Studies,
advertising, 15(4), 0. 29(3). 353—376.

DOI: 10.1080/00913367.1986.10673033
[24] Mitchell, A. A., & Olson, J. C. (1981). Are product

[10] E. S. Choi, & S. K. Lee. (2009). Are women

attribute beliefs the only mediator of advertising



234 HAEgEIAT 21948 Alls

[25]

[26]

[27]

[28]

[29]

[20]

o]

effects on brand attitude?. Journal of marketing

research, 18(3), 318—332.

J. H. Kim. (2007). A study on the effect of marketing
communication factors on brand equity. Korea
Management Association, 1—23.

K. Y. Kim. (2017). Analysis of the factors affecting the

online information sources of restaurant companies
on purchasing behavior according to word—of—mouth
communication. 7ourism Research Journal, 31(5),
247-265.

Kim, N., & Yu, S. Y. (2018). Analysis of Causal Model
Attributes of Model Affects to Corporate Attitudes in
CSR Advertising: Message authenticity mediation
effect. Journal of Digital Convergence, 16(6), 53—61.

Ekman, P., & Friesen, W. V. (1986).
pan—cultural facial expression of emotion. Motivation
and emotion, 10(2), 159—168.

A new

Edell, J. A., & Burke, M. C. (1987). The power of
feelings in understanding advertising effects. Journal
of Consumer research, 14(3), 421—433.

H. S. Kim., & N. R. Kim., & D. K. Yoo., & S. H. Shin.
(2012). Effect of Consumer Response of Sports Brand
Application Advertisement Using Smartphone on Ad
Attitude, Product Attitude and Purchase Intention.
Journal of the Korean Association of Sports Industry
Management, 17(1), 13—28.

% %J(Dong—Yub Lee) [d3]¢]

- 2002 8¢ @ gt w8t (53t
A1)

- 2008 84 1 olFrrSkul 7 Gt
G A

20184 299 ~ AA| : FoFTH
AAG (AR

- WAlEeR A, Ve, v,

7197441, A ~7 9, CSR
- E—Mail : mingo21@daum.net

Kudratova Yulduz

[5h2)9]

-

g

- Tashkent State University of
Oriental Studies 2010.09~2015.07
-20199 249 : S digtal A5t
(A F3AAD

SRk wHAlY, BlE
-E—Mail : letuall991@mail.ru

{
it

72 7 #Z(Gwi—Gon Kim) [43]¥]
- 1992 24 gh=re] ol uiEtal 73
(7 G A
-2003 2¢ : S=e|=oldigtnl 4o
(74 G g Ah
- 2008 9 sh=re]arojuiEtal 73
gk} (74 o ghabal)
- 2004 39 ~ 20109 8¥Y : AA
o&tal waE

- E—Mail : metheus@kumoh.ac.kr





