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Abstract

The purpose of this study was to investigate brand slognas that are effective in 
explaining how brand identity affects consumers. The effect of congruity between 
brand slogan and self-image (low and high) on attitude to slogans and brands were 
anaylzed. The moderating effect of self-monitoring (low and high) was also 
investigated. Survey data from 177 people in their 20s-30s were analyzed through 
descriptive statistics, exploratory factor analysis, and two-way ANOVA. First, 
congruity between slogan and self-image had a positive effect on both slogan and 
brand attitude. In other words, the higher the congruity between slogan and 
self-image, the more positive the attitude toward the slogan and brand. Second, no 
interactive effect was found in congruity between slogan and self-image and 
self-monitoring on slogan attitude; however it was identified for brand attitude. Again, 
in a group with high congruity between slogan and self-image, attitude toward the 
brand was more positive when self-monitoring was higher than when it was low. In 
conclusion, brand slogans that can represent the self-image of highly self-monitoring 
consumers are effective. In particular, this is meaningful as it has revealed its 
relationship with the impact of identity self-image congruity and self-monitoring on 
brand attitudes in fashion brands. These results offer meaningful guidance in 
determining brand slogans according to consumers’ personal characteristics.

Keywords: brand slogan, self-image congruity, slogan attitude, brand attitude, self- 
monitoring

I.� Introduction

With the emergence of numerous brands and entering the era of infinite competi-
tion, brand differentiation is more important. Consumers exposed to indiscriminate 
advertising are unable to process and store huge amounts of brand information. For 
that reason, companies are using brand slogans that represent brand identity as short 
and strong messages (Jung, 2010). In particular, the brand slogan can be effectively 
used in fashion brands where the brand concept, image, and identity are important 
for brand selection, but there are not many cases of using slogans among fashion 
companies and related studies are lacking. 
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Studies related to brand slogan has focused on 
analyzing the influence of slogan type and slogan’s 
linguistic characteristics on brand attitude, purchase 
intention, and brand recall (Jun, Kim, Choe, & Kim, 
2020; Yoh, 2013b). In previous studies, the linguistic 
techniques and types of slogan were classified, or 
revealed the effect of slogan characteristics on the 
attitude toward the slogan or brand, and purchase 
intention. However, in addition to that, consumer rea-
ctions may be different depending on how consumers 
accept the slogan. In many previous studies, it was 
found that the more the components of the brand, the 
congruity between the image of the product or adver-
tisement model and the consumer’s self-image, the 
more positive attitudes toward the brand are formed 
(Chang, Lee, & Ahn, 2011; Greaff, 1996; Kwon & 
Choi, 2009). In other words, no matter how original 
or attractive the slogan is, and it describes the brand 
well, it will be more favorable to the slogan phrase 
that expresses itself and resembles one’s values or 
thoughts. It may be difficult to accurately grasp the 
concept of the brand or the image of the advertising 
model, but the slogan in sentences describing the 
brand directly conveys the message, so consumers can 
accurately grasp it. Therefore, if the message is a 
phrase that can express the consumer’s own image, it 
will be more appealing. However, it is recognized that 
there is currently no research on the brand slogan and 
self-image congruity, so this study intends to find out.

The effect of congruity between brand slogan and 
self-image on consumer response can also vary de-
pending on self-monitoring. Self-monitoring is a ten-
dency to pay attention to clues for socially appro-
priate behavior, people with high self-monitoring are 
sensitive to how their actions will be accepted by 
others (Snyder, 1974). Yang and Chae’s (2004) re-
search shows that consumers with high self-monito-
ring prefer brand with high congruity between brand 
and self-image over those with low levels of self- 
monitoring. The reaction to the brand slogan may also 
depend on self-monitoring. Therefore, this study 

investigate whether there is a moderating effect of 
self-monitoring in the effect of congruity between 
slogan and self-image on consumer response. 

Ⅱ.� Background

1.�Brand� slogan�

Brand slogan defined as a phrase describing which 
industry the brand belongs to, what the characteristics 
of this product are, and what philosophy and vision 
it has (Lee, 2013). It is widely used as an important 
tool for establishing the brand’s image by expressing 
the characteristics of the brand descriptively (Choi & 
Yoon, 2008). With the recent increase in competition 
among companies, it is more important than anything 
else to build a brand’s differentiated identities to help 
consumers build a loyalty and affinity for the brand. 
The brand slogan is used as linguistics and semiotics 
as a role to convey the core values and identity that 
the brand aims for (Jun et al., 2020). Therefore, it is 
a means that can be effectively used to establish and 
inform the differentiated identity of the brand. Aaker 
(1991) noted that the slogan is the most effective way 
to enhance brand association by removing the ambi-
guity of the brand image. Choi and Yoon (2008) also 
mentioned the importance of the brand slogan, in the 
advertisement experiment, advertisement recall and 
purchase intention when there was an advertisement 
slogan were stronger than when there was no 
advertisement slogan. Yoo (2003) said that the brand 
slogan suggested by companies had a positive effect 
on both attitudes toward advertising and companies. 
As such, previous studies emphasized the importance 
of slogans, but research on slogans has been limited. 
Previous studies related to slogan were mainly cen-
tered on urban or university slogans, and research on 
brand slogans was not sufficiently conducted. In 
particular, in the case of fashion brands, people tend 
to select and use that brand to represent their own 
image, so brand concept and identity are important in 
fashion brands, but research on the fashion brand 
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slogan is very limited. Yoh (2013a) investigated the 
reaction of 30 fashion brand-slogan sets to find out 
the consumer’s reaction according to the type of 
linguistic characteristics of the fashion brand slogan. 
As a result, overall familiarity, difficulty, novelty, 
playfulness, and attitude of the slogan were evaluated 
positively, but the brand recall rate was very low. The 
researcher inferred that fashion brand slogans gene-
rally have low recall rates as there are many slogans 
that do not have sufficient frequency of exposure 
through TV commercials with high concentration. 
Other studies on fashion brand slogan have not been 
found, and more research on fashion brand slogan 
should be conducted.

2.�Effect�of�the�congruity�between�brand�slogan�

and� self-image� on� the� slogan� attitude� and� brand�

attitude

Consumers tend to purchase products based on 
symbolic meanings, such as the image they have for 
the product or brand, in addition to the functions or 
attributes of the product itself according to the value 
pursued (Kwon & Choi, 2009). This is to establish 
self-identity by using a particular brand and informing 
others of its use, and to consume the brand for this 
reason (Shavitt, 1990). At this time, consumers can 
select a brand that is similar to their own image and 
can express their self-image. Self-image refers to the 
totality of thoughts and feelings that individuals have 
about themselves and regard themselves as an object 
(Rosenberg, 1979). Self-image can play an important 
role in the purchasing decision process because people 
tend to grasp or determine the person’s disposition by 
looking at the products or brands that others use 
(Kwon & Choi, 2009). When selecting products and 
brands in this symbolic meaning, they are more inte-
rested in what meanings they give rather than what 
practical functions they have. Especially, fashion 
brands can have more symbolic meaning than prac-
tical functions and choose more as a means of expre-
ssing themselves, so self-image can be more important. 

A number of studies have been conducted to analyze 
the effect of congruity between consumer’s self-image 
and product or brand on the product or brand attitude 
and purchase intention (Chang et al., 2011). Graeff 
(1996) showed that the more similar the brand image 
to the consumer’s self-image, the more positive atti-
tude toward the brand emerges. Park, Choi, and Chang 
(2001) also confirmed that the congruity between per-
sonality of the brand and the consumer’s self-image 
can have a positive effect on the brand attitude and 
product attitude. Rhee (2015), Ahn and Li (2006) 
demonstrated that the higher the congruity between 
the parent brand and the consumer’s self-image when 
expanding the brand, the more favorable the attitude 
toward the expanded product is. In addition, Nam, 
Jang, and Suh (2013) proved that when the degree of 
congruity between the brand’s advertising model image 
and the consumer’s self-image is high, the advertising 
attitude, brand attitude, and purchase intention increa-
se. Looking at the research on self-image congruity in 
fashion brands, Choi (2005) revealed that the congruity 
between the personality of clothing brands such as 
Beanpole, Hazzys, and Polo and the consumer’s self- 
image have a positive effect on the brand attitude. 
Kim and Kim (2020) said that the congruity between 
the sports clothing brand that consumers like and the 
consumer’s self-image positively affects brand trust 
and brand fanship, which in turn affects brand loyalty. 
These previous studies focused on the effect of the 
congruity between brand image or personality and 
consumer’s self-image on brand attitude or the inten-
tion of purchasing the product. However, in fashion 
brands where the brand’s image or symbolic meaning 
may be more important, research on self-image con-
gruity has not been widely conducted, and there is no 
research on the brand slogan and self-image congruity. 
Since the brand slogan plays a role of explaining the 
brand through a short message as a sentence, it is less 
abstract than the brand personality, concept, or image 
of the advertising model, and consumers can easily 
perceive it. Therefore, when consumers accept it, it is 
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considered that a more accurate judgment of the self- 
image congruity is possible. Based on this, this study 
attempts to find out how the slogan and self-image 
congruity affect the attitude toward slogan and brand.

3.�Moderating� effect�of� self-monitoring

Self-monitoring refers to the tendency to control 
and manage oneself by paying attentions to situational 
clues that require appropriate actions to be socially 
recognized (Snyder, 1974). People with high self- 
monitoring are sensitive to social cues, and express 
themselves using these cues, while those with low 
self-monitoring are less sensitive to social cues and 
tend to maintain a consistent self-expression depen-
ding on the situation (Snyder, 1974). This theory was 
initially used primarily in research in the field of 
psychology, and since the 1980s, self-monitoring has 
been used as a variable influencing consumer beha-
vior in that it includes sensitivity to personal social 
information (Nam & Lee, 2019). In particular, it can 
be a very important factor in determining the interest 
in the image and use of a fashion product that shows 
an individual’s desired appearance (O’Cass, 2000). 

Looking at the research on the effect of self- 
monitoring on consumer behavior, Jung and Hwang 
(2015) investigated the effects of self-monitoring, the 
awareness of the pioneer brand which is a brand 
already in the market, and the type of endorsers on 
the quality perception of the Me-Too brand that copied 
the pioneer brand. As a result, only the group with 
high self-monitoring showed difference according to 
the type of endorsers. Specifically, when the typical 
consumer endorsers was used compared to the profe-
ssional expert endorsers, the perceived quality of the 
Me-Too brand was evaluated low when the awareness 
of the pioneer brand was low. Nam and Lee (2019) 
studied the relationship between advertisement appeal 
and self-monitoring, consumers with low self-moni-
toring had a positive attitude toward advertising for 
attribute appeals, and consumers with high self-moni-
toring had more positive attitudes toward advertising 

for benefits. In response to this result, the researcher 
interpreted that when self-monitoring is low, it is 
favorable to attribute messages with a tendency to 
pursue consistent self-image and rely on internal con-
clusions that it pursues. On the other hand, people 
with high self-monitoring showed a favorable attitude 
to the benefit message, which seems to be because 
they felt the need for social motivation and image 
improvement. Lee (2000) studied cosmetics purcha-
sing behavior according to self-monitoring, and woman 
with high self-monitoring valuse intrinsic characte-
ristics when purchasing cosmetics, more fashion and 
package design than women with low self-monitoring, 
and more frequnet purchase of cosmetics. Self-moni-
toring can be related to the congruity between brand 
and self-image, because people with high self-moni-
toring think how they will be seen by others is impor-
tant, so they will try to choose a brand or product that 
expresses their image. Some studies have been con-
ducted on self-monitoring and congruity between brand 
and self-image, Chang et al. (2011) said the group 
with high self-monitoring is more willing to buy 
products with high self-image congruity than the 
group with low self-monitoring, also this effect was 
stronger in females than in males. Yang and Seo 
(2004) also demonstrated that consumers with high 
self-monitoring prefer brands with high self-image 
congruity over consumers with low self-monitoring, 
but consumers with low self-monitoring have no 
significant impact on brand preferences. Based on 
these previous studies, the following hypothesis was 
proposed to examine the role of moderating effect of 
self-monitoring in the influence of the congruity 
between brand slogan and self-image on consumer 
response. 

H1. The congruity between brand slogan and self- 
image (low, high) will affect the slogan atti-
tude.

H2. The effect of congruity between brand slogan 
and self-image (low, high) on the slogan atti-
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tude will vary depending on the level of self 
-monitoring. 

H3. The congruity between brand slogan and self- 
image (low, high) will affect the brand attitude.

H4. The effect of congruity between brand slogan 
and self-image (low, high) on the brand attitude 
will vary depending on the level of self-moni-
toring.

Ⅲ.�Methods

1.� Research�hypotheses� and� research�model

A research model as shown in <Fig. 1> was set up 
to investigate whether the effect of the congruity 
between the brand slogan and the self-image on the 
attitude toward the slogan and the attitude of the 
brand depends on self-monitoring.

2.�Data� collection�and� analysis

The survey was used as a method of this study. In 
order to select the brand slogan that will be used to 
measure the congruity between brand slogan and 
self-image, previous studies were referred. As a result 
of conducting a preliminary survey of the fashion 
brand-slogan set for 100 male and female university 
students in Yoh’s (2013a) study, the top five slogans 
were selected for each of the six categories for men’s 
wear, women’s wear, children’s wear, sports wear, 

inner wear, and imported luxury goods. Among them, 
5 brand slogans sets in the sportswear category 
suitable for both men and women in their 20s and 
30s, which are the subjects of this study, were used. 
Five sets of ‘Nike - Just do it!, Nepa - Nepa is 
freedom, Lafuma - Mountain for whom, stage for 
Lafuma, Adidas - Impossible is nothing, North Face 
- Never stop exploring’ were presented, and the 
brand-slogan set that they liked or attracted the most 
was selected. Respondents answered the question 
about the congruity between brand slogan they chose 
and their image. In order to measure the congruity 
between brand slogan and self-image, the items used 
in Chang et al.’s (2011) research were revised and 
supplemented and presented as 4 questions. For the 
question to measure the level of self-monitoring, 5 
items of Yoh’s (2007) measuring tool, which were 
made based on Snyder (1974)’s scale, were used. For 
the slogan attitude and brand attitude, Fishbein and 
Ajzen’s (1975) questions were revised and supple-
mented with 6 questions each of 3 questions. Other 
questionnaires included demographic questions asking 
gender, age, and monthly income, and all items 
except demographic questions were measured on a 
7-point scale of 1 (not at all) to 7 (very yes). 

A survey was conducted on men and women in 
their 20s and 30s, and 177 responses were used for 
the final analysis, excluding 8 unfaithful responses 

<Fig.� 1>� Research model
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out of a total of 185 responses collected from the 
week-long survey conducted from December 11 to 
18, 2020. The data analysis of this study analyzed 
frequency, and verified the relationship between vari-
ables through exploratory factor analysis, simple reg-
ression analysis, and hierarchical regression analysis 
using SPSS statistics 25. 

Ⅳ.� Results� and� Discussion

1.�Demographic� characteristics�of� respondents

The demographic characteristics of the participa-
ting subjects are as follows. Among the total 177 
participants, there were 66 (37.3%) males and 111 
(62.7%) females. As for the age group, there were 
116 (65.5%) people in their 20s and 61 (34.5%) peo-
ple in their 30s. As for the job, there were 112 
(63.3%) university students, 24 (13.6%) office workers, 
14 (7.9%) self-employed, 10 (5.6%) housewives, and 
17 (9.6%) others. The average monthly household in-
come was 45 (25.4%) people with less than 2 million 
won, 53 (29.9%) people with less than 2 million won 
and 4 million won, and 79 (44.6%) people with more 
than 4 million won (Table 1).

2.� Validity� and� credibility� of�measures

Prior to the empirical analysis, an exploratory factor 
analysis was conducted on the questions of self-image 
congruity, self-monitoring, slogan attitude, and brand 
attitude to verify the validity of the component items. 
As a result of the analysis, the four questions of 
self-image congruity were extracted with a total of 
one factor, with the lowest factor loading at .86 with 
high reliability (α=.94). As a result of the self-moni-
toring factor analysis, one question that reduces the 
number of variable explanations among the five ques-
tions was deleted, and a total of four questions were 
extracted as one factor, with the lowest factor loading 
at .83 with Cronbach’s alpha of .88. The three slogan 
attitude questions are extracted as one factor in total, 
with the smallest factor loading of .93, which is gene-
rally high, and the values of Cronbach’s alpha is .94. 
The three brand attitude questions are extracted as 
one factor in total, with the smallest factor loading of 
.95, which is generally high with high Cronbach’s 
alpha of .95. The validity and reliability of all the 
above questions have been confirmed (Table 2).  

3.� Descriptive� statistics� and� correlations� of�

variables�

This study is to investigate the effect of the cong-
ruity between slogan and self-image on the slogan 
attitude and brand attitude, also to analyze the mode-
rating effect of self-monitoring. Before verifying this, 
the frequency of the slogan selected by the participants 
was first examined. The number of participants who 
chose ‘Nike -Just do it’was the most with 117 
(66.1%) people, ‘Nepa- NEPA is freedom’ with 20 
(11.3%), ‘Adidas-Impossible is nothing’ with 19 
(10.7%), ‘North Face-Never stop exploring’ with 15 
(8.5%), and ‘Lafuma-Mountain for whom, stage for 
Lafuma’ with 6 (3.4%) (Table 3). 

Descriptive statistics analysis and correlation analy-
sis were conducted to examine the characteristics and 
correlations of major variables (Table 4). Looking at 
the average value (7-point scale) of each variable, the 

<Table� 1>� Respondents’ demographic characteristic

Item Content n (%)

Gender
Male  66 (37.3)

Female 111 (62.7)

Age
20s 116 (65.5)

30s  61 (34.5)

Occupation

Student 112 (63.3)

Office worker  24 (13.6)

Self-employed  14 ( 7.9)

Housewife  10 ( 5.6)

The others  17 ( 9.6)

Average 
monthly 
income

Less than 2 million won  45 (25.4)

2~4 million won  53 (29.9)

More than 4 million won  79 (44.6)
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congruity between slogan and self-image is 4.94, the 
self-monitoring is 4.78, the slogan attitude is 5.77, 
and the brand attitude is 5.52. In the correlation 
analysis, all of the major variables showed positive 

correlation, and the absolute value of the correlation 
coefficient was between .154 and .626. In particular, 
the correlation coefficient value (r=.626) between 
slogan attitude and brand attitude was somewhat high. 
Since the correlation coefficients were all less than .7, 
no problem of multicollinearity among variables was 
found (Park, 2019).

4.� Test� results�of� hypotheses

In order to analyze the effect of the congruity 
between slogan and self-image on the slogan attitude 
and brand attitude, and the moderating effect of self- 
monitoring, hierarchical regression analysis was con-
ducted using SPSS Statistics 25. Congruity between 
slogan and self-image, self-monitoring, slogan attitude, 
and brand attitude were input as a single variable by 
calculating the average of the factors. As a result of 

<Table� 2>� Exploratory factor analysis for measures

Factor Item Std. factor 
loading

Eigen
value

Variance
(%)

Cronbach‘s 
α

Slogan – 
self-image 
congruity 

This slogan suits me well. .86

3.38 84.57 .94
I think this slogan can reflect who I am. .94

I think this slogan will express me well. .96

This slogan will show my image. .92

Self-
monitoring

I can pretend to impress or entertain others. .87

2.98 74.63 .88

Depending on the situation, I sometimes behave 
like a completely different person. .83

Sometimes I pretend to be happy even though I 
am not happy. .88

Sometimes, I, as seen by others, may not be true. .87

Slogan 
attitude

I feel positive toward the slogan of this 
advertisement. .94

2.66 88.56 .94I’m in favour of the slogan of this advertisement. .93

I would like the slogan of this advertisement. .95

Brand 
attitude

I feel positive toward the brand of this 
advertisement. .95

2.75 91.76 .95I’m in favour of the brand of this advertisement. .97

I would like the brand of this advertisement. .96

<Table� 3> Frequency of the slogan selected by the 
respondents

Brand Slogan Frequency
(%)

Nike Just do it 117 (66.1)

NEPA NAPA is freedom  20 (11.3)

Adidas Impossible is nothing  19 (10.7)

North Face Never stop exploring  15 ( 8.5)

Lafuma Mountain for whom, stage 
for Lafuma   6 ( 3.4)

Total 177 (100)
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checking the multicollinearity between independent 
variables, the regression equation is significant because 
all the Tolerances of the final model including all the 
interaction terms are 1 or less, and all VIF values are 
2 or less. In Model 1, the independent variable, the 
congruity between slogan and self-image, and the mo-
derator variable, self-monitoring, were entered. Model 
2 was entered with an interaction term multiplied by 
an independent variable and a moderator variable.

The analysis results are presented in <Table 5>. In 
model 1, the effect of the congruity between slogan 
and self-image on the slogan attitude was statistically 
significant(=.23, p<.01), and the hypothesis 1 was 

supported. In other words, the more participants feel 
that the slogan and the self-image match, the more 
positive their attitude toward the slogan is. Hypothesis 
2 was rejected because there was no interaction 
effect(=–.04, p=.26) in the effects of the congruity 
between slogan and self-image and self-monitoring on 
the slogan attitude in Model 2. In the influence of the 
congruity between slogan and self-image on the 
slogan attitude, there is no moderating effect of the 
self-monitoring, but to see concretely according to the 
self-monitoring, a graph was presented by dividing 
into two groups based on the average of the congruity 
between slogan and self-image (M=4.94) and the 

<Table� 4>� Correlations of variables 

Congruity between 
slogan and self-image Self-monitoring Slogan attitude Brand attitude Mean (SD)

Congruity between 
slogan and self-image 1 4.94 (1.37)

Self-monitoring .154* 1 4.78 (1.35)

Slogan attitude  .296** .464** 1 5.54 (1.19)

Brand attitude  .498** .257** .529** 1 5.52 (1.23)

* p<.05, ** p<.01

<Table�5> Effect of the congruity between slogan and self-image and moderating effect of self-monitoring on the 
slogan attitude

Variables
Model 1 Model 2

B  t B  t

(Constant) 2.72 1.61

Independent variable
Congruity between slogan and 

self-image (A)
.20 .23 3.50**  .43  .49  2.04*

Moderating variable
Self-monitoring (B) .38 .43 6.53***  .61  .68   2.90**

Interactive effect
A×B –.05 –.40 –1.12

F 31.72*** 21.60***

R2  .267 .272

adj. R2  .259 .260

* p<.05, ** p<.01, *** p<.001
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self-monitoring (M=4.78) (Fig. 2). When the congruity 
between slogan and self-image is low, the slogan 
attitude of the group with high self-monitoring (M= 
6.03, SD=1.02) is more positive than the group with 
low self-monitoring (M=4.74, SD=1.07). Likewise, it 
has been shown that the slogan attitude of group with 
high self-monitoring (M=6.45, SD=.59) was more 
positive than that of the group with low self-moni-
toring (M=5.01, SD=1.12). 

Next, a hierarchical regression analysis was con-
ducted to verify hypothesis 3 and 4, the effect of the 

congruity between slogan and self-image on the brand 
attitude and the moderating effect of self-monitoring. 
In Model 1, the independent variable, the congruity 
between slogan and self-image, and the moderator 
variable, self-monitoring, were entered, and Model 2 
was entered with an interaction term multiplied by an 
independent variable and a moderator variable. 

The analysis results are presented in <Table 6>. In 
Model 1, the effect of the congruity between slogan 
and self-image on the brand attitude was statistically 
significant (=.47, p<.001), and the hypothesis 3 was 
supported. This means the higher the participants 
regard the congruity between the slogan and the 
self-image, the more positive the brand attitude. The 
interaction effect (=.81, p<.05) of the congruity 
between slogan and self-image on the brand attitude 
is statistically significant in Model 2, the hypothesis 
4 was also supported. The variance of R2 increased 
from 28.2% in Model 1 to 30.4% in Model 2, it can 
be said that there is a moderating effect of self-moni-
toring in the effect of the congruity between slogan 
and self-image on the brand attitude. In order to see 
the moderating effect in detail, a graph was drawn 
and presented by dividing it into two groups based on 

<Table� 6> Effect of congruity between slogan and self-image and moderating effect of self-monitoring on brand 
attitude

Variables
Model 1 Model 2

B  t B  t

(Constant) 2.62 4.96

Independent variable
Slogan-self image congruity(A) .42 .47 7.23*** –.05 –.06 –.24

Moderating variable
Self-monitoring(B) .17 .06 2.84** –.31 .21 –.33

Interactive effect
A×B  .09 .81  2.34*

F 34.11*** 25.16***

R2 .282 .304

adj. R2 .273 .292

* p<.05, ** p<.01, *** p<.001

<Fig.� 2> Effects of congruity between slogan and 
self-image and self-monitoring on slogan attitude
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the congruity between slogan and self-image and the 
self monitoring average (Fig. 3). When the congruity 
between slogan and self-image was high, the brand 
attitude of the group with high self-monitoring (M= 
6.38, SD=.63) was higher than the group with low 
self-monitoring(M=5.62, SD=1.13). Similarly, when 
the congruity between slogan and self-image was low, 
the brand attitude of the group with high self-moni-
toring (M=5.22, SD=1.34) was higher than the group 
with low self-monitoring (M=4.77, SD=1.17), but the 
difference was small compared to the group with high 
congruity between slogan and self-image (Fig. 3). In 
other words, when the congruity between slogan and 
self-image is high, consumers with high self-moni-
toring attitude toward slogan are not different from 
those with low self-monitoring, but consumers with 
high self-monitoring have a more positive brand 
attitude than consumers with low self-monitoring for 
brands with slogans similar to self-image.

These results support the findings of Chang et al.’s 
(2011) research that the high self-monitoring group 
showed higher purchase intentions for product brands 
with high self-image congruity compared to the low 
self-monitoring group. 

Ⅴ.� Conclusion

This study investigated the effect of the congruity 
between the sports clothing brand’s slogan and the 

consumer’s self-image on the slogan attitude and brand 
attitude, and whether this effect could be changed 
according to the level of consumer’s self-monitoring. 
The main results are as follows. 

The congruity between slogan and self-image had 
a significant positive effect on the slogan attitude. In 
other words, the more participants considered the 
slogan and the self-image to match, the better they 
evaluated the slogan. 

The congruity between slogan and self-image was 
found to have a significant positive effect on the brand 
attitude as well. This means that the congruity between 
slogan and self-image affects not only the attitude 
toward the slogan but also the attitude toward the 
brand that presents the slogan. Consequently, it can 
be helpful for a company to identify the personality 
of its major customers and present a slogan that can 
regard the brand’s personality as being similar to the 
customer’s self-image. Namely, rather than a slogan 
phrase describing a product or a company, a slogan 
revealing the brand’s personality and presenting the 
brand’s identity would be more effective.

There was no difference according to the level of 
self-monitoring in the effect of the congruity between 
slogan and self-image on the slogan attitude. Both the 
low self-monitoring group and the high self-moni-
toring group showed a more positive attitude toward 
the slogan when the congruity between slogan and 
self-image was high. However, in the effect of the 
congruity between slogan and self-image on the brand 
attitude, there were differences according to the level 
of self-monitoring. Specifically, in the group with 
high congruity between slogan and self-image, the 
brand attitude was more positive when the self-moni-
toring was high than when the self-monitoring was 
low. Therefore, it is necessary to consider consumers 
with high self-monitoring when creating a slogan 
representing a brand. Because they are very interested 
in how they look to others, so they can easily change 
their thoughts about the brand by external stimulus 
compared to those with low self-monitoring, and their 

<Fig.� 3> Effects of congruity between slogan and 
self-image and self-monitoring on brand attitude
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thoughts about the brand once firmly recognized do 
not change easily and is likely to become loyal 
customers to the brand (Kang, 2012). Therefore, it is 
important to carefully grasp the personality and cha-
racteristics of consumers to create a brand slogan. In 
order to form a favorable attitude toward the brand, 
it is effective to identify the personality of consumers 
with high self-monitoring and present a brand slogan 
similar to their image. It is believed that this can be 
a strategy to build a close relationship with the brand 
through communication with consumers, and ultima-
tely to increase brand loyalty. 

Through this study, the congruity between brand 
personality, advertising model image and self-image, 
which was revealed in previous research, could not 
only affect consumer response, but also the congruity 
between the brand slogan messages that explain the 
brand and the self-image can affect the slogan and 
brand attitude. In addition, it is meaningful that the 
research was conducted mainly on fashion brands, 
which were somewhat lacking in research. In addition, 
it was revealed that consumers with high self-moni-
toring, one of the characteristics of consumers, have 
a relatively more favorable attitude to the brand with 
a slogan that similar to their self-image. Such results 
can provide ideas for creating slogans reflecting their 
personality and characteristics by segmenting consumer 
groups. 

This study shows that self-image congruity is im-
portant in fashion brands. We also learned that brand 
slogans give good feelings to consumers by delivering 
images of brands in the form of ‘words’ to consumers 
and ultimately make brand attitudes favorable. Com-
panies should consider the brand as an object and 
develop an identity that reflects the customer’s image 
and develop a slogan to express it well. In paricular, 
it would be effective to expose and promote slogans 
that can more represent their image to consumers with 
high self-monitoring. 

The suggestions for subsequent studies are as fol-
lows. Although in this study, the meaningful results 

were obtained in fashion brands that are important of 
self-image in brand selection, it would also be mean-
ingful to study whether there is a difference compared 
to practical product brands where self-image is not 
very important. In addition, in this study, only sports 
brands were studied among fashion brands, but we 
expect follow-up studies that consider various brand 
types and consumer charcteristics. 

References

Aaker, D. (1991). Managing brand equity: Capitali-
zing on the value of brand name. New York: 
Free Press. 

Ahn, K. H., & Li, J. (2006). A study of the effect of 
congruity between parent brand image and self- 
image on consumer’s brand attitude toward ex-
tended brand product. Journal of Marketing 
Management Research, 11(3), 85-103. 

Chang, J. S., Lee, J. H., & Ahn, K. H. (2011). The 
effect of the congruence between brand perso-
nality and self-image on purchase intention: The 
moderating role of self-monitoring and product 
type. The Korean Journal of Advertising, 22(5), 
7-23.

Choi, M. H. (2005). A study on the influence of 
self-congruity between brand personality and 
self-image on attitude toward brand. Unpubli-
shed master’s thesis, Myongji University, Seoul, 
Korea.

Choi, M. W., & Yoon, I. G. (2008). A study on the 
effects of advertising slogans: Focusing on the 
moderating effects of product involvement. The 
Korean Journal of Advertising, 19(6), 57-86. 

Fishbein, M., & Ajzen, I. (1975). Belief, attitude, 
intention, and behavior: An introduction to theory 
and research. Reading, MA: Addison-Wesley.

Greaff, T. R. (1996). Using promotional message to 
manages the effect of brand and self-image on 
brand evaluation. Journal of Consumer Marketing, 
13(3), 4-18. doi:10.1108/07363769610118921

－ 131 －



132 The effect of congruity between slogan and self-image on slogan and brand attitude 복식문화연구

Jun, S. Y., Kim, Y. A., Choe, H. S., & Kim, K. H. 
(2020). The influence of language difference of 
brand slogan on purchase intention: The media-
tion role of psychological distance. Journal of 
Consumer Studies, 31(3), 23-41. doi:10.35736/ 
JCS.31.3.2

Jung, K. (2010). Typical analysis of enterprise brand 
slogan. The Studies of Korean Language and 
Literature, 38, 301-330.

Jung, S. Y., & Hwang, S. J. (2015). The effect of 
self-monitoring, pioneer brand awareness, types 
of endorsers on quality perception of me-too 
brands: Focused on outdoor brand. Journal of the 
Korean Society of Costume, 65(8), 22-34. doi: 
10.7233/jksc.2015.65.7.022

Kang, J. H. (2012). The effect of the congruence 
between sports brand personality and self-image 
on consumer-brand relationship: The moderating 
role of self-monitoring. Unpublished master’s 
thesis, Hong-ik University, Seoul, Korea.

Kim, J. Y., & Kim, S. (2020). The relationship bet-
ween brand trust, brand fanship and brand loyalty 
of sports wear preference brand’s self image con-
gruity. Sport Science, 37(2), 289-299. doi:10.463 
94/ISS.37.2.26

Kwon, M. T., & Choi, N. H. (2009). The influence 
of brand-self image congruity determinants on 
brand loyalty: The role of self-motive. Journal of 
Consumer Studies, 20(2), 221-254. 

Lee, M. H. (2000). The purchasing behavior and use 
of cosmetics associated with self-monitoring and 
demographic variables. The Research Journal of 
the Costume Culture, 8(5), 771-784.

Lee, S. Y. (2013). A study on the slogan type analysis 
according to brand values. Journal of the Korean 
Society of Design Culture, 19(2), 399-411. 

Nam, A. Y., Jang, E. J., & Suh, C. J. (2013). Adver-
tising effects of image congruence among brand, 
self-concept, and ad source. Journal of Product 
Research, 31(3), 37-54. doi:10.36345/Kacst.2013. 
31.3.004

Nam, A., & Lee, Y. R. (2019). Effects of self-moni-
toring and message appeal types on product 
attitude and purchase intention. Journal of Pro-
duct Research, 37(3), 43-50. doi:10.36345/kacst. 
2019.37.3.006

O’Cass, A. (2000). A psychometric evaluation of a 
revised version of the Lennox and Wolfe revised 
self-monitoring scale. Psychology & Marketing, 
17(5), 397-419. doi:10.1002/(SICI)1520-6793(20 
0005)17:53.3.CO;2-4

Park, E. (2019). The effect of economic distress ex-
periences on suicidal ideation: Moderating effect 
of quality of interpersonal relationships. The 
Journal of Humanities and Social Science, 10(1), 
17-32. doi:10.22143/HSS21.10.1.2

Park, J. Y., Choi, I. H., & Chang, K. S. (2001). The 
influence of self-congruity between brand perso-
nality and self-image on attitude toward brand. 
Asia Marketing Journal, 3(2), 92-114. 

Rhee, Y. (2015). The effect of congruency of parent 
brand image with self-image, perceived risk, and 
product knowledge on the attitude towards exten-
ded product in fashion brand extension: Focusing 
on moderating effects. The Research Journal of 
the Costume Culture, 23(1), 63-73. doi:10.7741/ 
rjcc.2015.23.1.063

Rosenberg, M. (1979). Conceiving the self. New York: 
Basic Books. 

Shavitt, S. (1990). The role of attitude objects in 
attitude functions. Journal of Experimental Social 
Psychology, 26(2), 124-148. doi:10.1016/0022- 
1031(90)90072-T

Snyder, M. (1974). Self-monitoring of expressive be-
havior. Journal of Personality and Social Psy-
chology, 30(4), 526-537. doi:10.1037/h0037039 

Yang, Y., & Chae, Y. J. (2004). The effect of the 
congruency between brand personality and adver-
tising model image on advertisement and brand 
preference. The Korean Journal of Advertising, 
15(1), 65-82.

Yang, Y., & Seo, Y. J. (2004). The effect of self- 

－ 132 －



Vol. 29, No. 1 Ji-hye Kwak 133

congruency and self-monitoring on brand prefe-
rence. Korean Journal of Consumer and Adver-
tising Psychology, 5(1), 53-67. 

Yoh, E. (2009). Effect of emotional labor and organi-
zational support on job stress of department 
stores’ clothing salespeople. Journal of Distribu-
tion Research, 14(3), 25-49.

Yoh, E. (2013a). Research on consumer responses 
according to linguistic characteristics of fashion 
brand slogans. The Research Journal of the 

Costume Culture, 21(2), 206-219. doi:10.7741/ 
rjcc.2013.21.2.206

Yoh, E. (2013b). Model analysis of slogan attitude, 
brand attitude, and brand recall of retail brands. 
The Research Journal of the Costume Culture, 
21(3), 338-347. doi:10.29049/rjcc.2013.21.3.338

Yoo, J. H. (2003). The impact of English slogans on 
advertising effects in corporate advertising. Un-
published master’s thesis, Yonsei University, 
Seoul, Korea.

－ 133 －


