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Ad Production Strategies According to Brand Value and Copy
Type: Focusing on Cosmetic Brands
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Abstract This study tried to suggest the most effective advertising copy strategy according to the value type of
cosmetic brands. For this purpose, an experimental study was conducted using a 3(brand value) x 3(copy
type) factorial design. The research results are as follows. First, in the case of luxury brands, monologue-type
copy showed the highest advertising effect (advertising attitude and purchase intention). Second, in the case of
premium brands, solicitation-type copy showed the highest advertising attitude. However, there was no
significant difference in purchase intention.. Third, in the case of the scalpel brand, the interactive copy
showed the highest advertising effect (advertising attitude and purchase intention). These results provided the
theoretical basis that it is effective to differentiate and use the copy type according to the value type of the
cosmetic brand, and it will be used in the copy strategy for practitioners who produce cosmetic
advertisements.
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Table 2. 3x3 factorial design

brand value

luxury brand premium brand mass brand
copy type
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Table 3. Advertisement attitude according to copy
type of luxury brand

sauce SS af MS F
copy type 319.988 2 159,994 4.424*
error 4520.317 1256 36.163
sum 66175.000 128
correction total 4840.305 127

* X.05, *X.01, ***1X.001

Table 4. Advertisement attitude according to copy
type of luxury brand: Ducan post-test

s N Group Cluster
1 2
solicitation 43 20.30
conversation 42 2091
monologue 43 2391
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Table 5. Purchasing intention according to copy type
of luxury brand

sauce SS df MS F
copy type 82.366 2 41.183 3.609*
error 1415.068 124 11.412
sum 9137.000 127
correction total 1497.433 126

*X.05, **X.01, ***X.001

Table 6. Purchasing intention according to copy type
of luxury brand: Ducan post verification

|
e N 1 Group Cluster -
solicitation 43 7.00
conversation 42 7.38
monologue 43 8.86
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Table 7. Advertisement attitude according to copy
type of premium brand

sauce SS df MS F
copy type 296.989 2 148.494 5.321*
error 3432.384 123 27.906
sum 52897.000 126
correction total 3729.373 125

*X.05, **X.01, ***X.001

Table 8. Advertisement attitude according to copy
type of premium brand: Ducan post-test

Group Cluster
copy type N 1 £ 2
conversation 42 18.55
monologue 11 18.76
solicitation 43 21.88
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Table 9. Purchase intention according to copy type
of premium brand

sauce SS df MS F
copy type 53.739 2 26.869 3.011NS
error 1097.476 123 8.923
sum 6553.000 126
correction total 1151.214 125

NS=No Significance

Table 10. Purchasing intention according to copy
type of premium brand: Ducan post

verification
copy type N Group Cluster
1 2
monologue 41 5.78
conversation 42 6.45 6.45
solicitation 43 7.37
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Table 11. Advertisement attitude according to copy
type of mass brand

sauce SS df MS F
copy type 220.910 2 110.455 4.894*
error 2821.332 125 22.571
sum 51131.000 128
correction total 3042.242 127

* X.05, **X.01, ***X.001

Table 12. Advertisement attitude according to copy
type of mass brand: Ducan post-test

copy type N : Group Cluster >
monologue 44 17.59

solicitation 40 20.05
conversation 44 20.57
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Table 13. Purchasing intention according to copy
type of mass brand

sauce SS df MS F
copy type 64.558 2 32.279 4.582*
error 880.559 1256 7.044
sum 6033.000 128
correction total 945.117 127

* .05, **X.01, ***X.001

Table 14. Purchasing intention according to copy
type of mass brand: Ducan post

verification
SRS N Group Cluster
1 2
monologue 44 5.50
solicitation 40 6.20 6.20
conversation 44 7.21
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