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I. Introduction 

Fashion brands have undertaken substantial ini-

tiatives to improve their sustainability practices, aim-

ing to address previous criticisms of their significant 

contribution to global pollution as the second most 

polluting industry (Han et al., 2017; United Nations, 

2019). Fashion companies are enhancing their sustain-

ability strategies by implementing environmentally- 

friendly practices and emphasizing their commitment 

to social and environmental responsibilities. Notably, 

Millennials and Generation Z consumers, known for 

their heightened awareness of and concern for sustain-

ability-related issues, exhibit a strong inclination to-

wards green considerations compared to other genera-

tions. Moreover, given their significant purchasing 

power and influence over the purchasing decisions of 

others, it is crucial to explore their attitudes toward the 

green image in order to develop effective green mar-

keting strategies (Wang et al., 2018).

Amidst the escalating demand for sustainable prod-

ucts, an increasing number of fashion brands are pro-
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actively leveraging their advertising efforts to show-

case corporate social responsibility (CSR) initiatives 

(Aoki et al., 2019). They are actively integrating pro- 

environmental CSR principles into their business mo-

dels. However, this integration can lead to complex-

ities as brands grapple with the potential conflict be-

tween their established values and the principles of 

sustainability, especially when communicating green 

CSR initiatives (Kang & Sung, 2022; Wong & Dhanesh, 

2017). Consumer attitudes towards sustainability in 

the fashion industry have shown varying responses. 

While Achabou and Dekhili (2013) found negative 

consumer attitudes towards luxury fashion products 

using recycled materials, Kang and Sung (2022) in-

dicated that sustainability messages in fashion brands 

can positively influence company evaluations. Conse-

quently, it becomes crucial for fashion brands to strate-

gically craft effective CSR messages that can elicit 

positive consumer responses.

In the realm of sustainability communication, cru-

cial elements such as brand, message construction, im-

agery, and visual portrayal significantly influence the 

effectiveness of the message conveyed. For instance, 

the impact of sustainability communication varies de-

pending on the brand types (Kong et al., 2021). Addi-

tionally, Jaeger and Weber (2020) highlighted the im-

portance of benefit appeals and the construal level in 

effectively conveying sustainability messages. Youn 

and Cho (2022) explored the interplay between psy-

chological distance and construal level in CSR adver-

tisements, with a focus on controlling CSR content, in-

cluding message and visuals.

Existing studies have investigated the relationships 

between benefit appeals and brand types, as well as 

benefit appeals and construal level. For example, Jae-

ger and Weber (2020) revealed the relationship be-

tween benefit appeals and construal level, demonstrat-

ing that other-benefit appeals with low construal level 

messages are more effective in CSR content. People 

are more accustomed to and exposed to environmental 

benefit arguments, and concrete messages are more 

likely to engender trust. Consequently, other-benefit 

appeals with low construal level messages increase 

credibility in CSR content. Moreover, Wei and Jung 

(2022) highlighted the interactive effect between ben-

efit appeals and brand types. They found that fast fash-

ion brands using self-benefit appeals hindered green 

brand image and purchase intention compared to un-

known brands. Adıgüzel (2020) explored the relation-

ship between benefit appeals and brand types. They 

discovered that mainstream brands with self-benefit 

appeals and luxury brands with other-benefit appeals 

increased consumer purchase intention. However, li-

mited research has comprehensively examined the si-

multaneous influence of these three critical factors. 

Given their potential interplay in shaping message de-

velopment and influencing consumer perceptions, 

delving into this complexity becomes crucial. Thus, 

this research aims to investigate the simultaneous in-

teraction among benefit appeals, brand types, and con-

strual level. 

Ad-brand congruency pertains to the between a 

brand's message and the perceptions consumers have 

about the brand (Speed & Thompson, 2000). It reflects 

how well the advertising content aligns with the brand's 

identity, image, and values. When the advertising mes-

sage is congruent with the brand, it enhances the over-

all effectiveness of the marketing efforts, leading to 

more favorable consumer responses.

Therefore, building upon on benefit appeals, brand 

types, and construal level, this research aims to ex-

plore the most effective green advertisement messages 

in eliciting positive consumer responses, specifically 

by considering their impact on ad-brand congruency 

and purchase intention. The main objective is to unveil 

the three-way interaction among benefit appeals, brand 

types, and construal level, shedding light on their com-

bined influence on consumer perceptions. Moreover, 

the study intends to delve into the moderated mod-

erated mediation effect by investigating how the im-

pact of benefit appeals in CSR advertisements on 

young consumers' positive ad-brand congruency and 

purchase intention is contingent on brand types and 

construal level. In essence, this research seeks to en-

hance our comprehension of how the integration of 

benefit appeals, brand types, and construal level sha-
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pes consumer responses to green advertising in the 

fashion industry. Through analyzing the interplay a-

mong these factors, this study makes valuable con-

tributions to our understanding of the efficacy of green 

advertising strategies for fashion brands and their 

customization. Ultimately, this research holds the po-

tential to guide fashion brands in devising more im-

pactful green advertising campaigns that resonate 

with their target audience and foster positive consum-

er behaviors.

 

II. Literature Review

1. Benefit Appeals and Brand Types 

1) Benefit appeals

In the realm of promoting sustainable products, 

marketers often employ two primary types of appeals: 

altruistic and egoistic claims. Green advertisements, 

with their emphasis on the superiority of sustainable 

products over non-sustainable alternatives, aim to ca-

ter to both types of motives (Jaeger & Weber, 2020). 

Altruistic claims center around the collective benefits 

for others or the environment, while egoistic claims 

prioritize self-centered advantages (Green & Peloza, 

2014). In fashion industry, other-benefit appeals are 

utilized to emphasize the positive impact on the envi-

ronment and society, such as promoting the purchase 

of organic cotton clothing for its environmental bene-

fits. Conversely, self-benefit appeals are employed to 

highlight the individual advantages of a product, such 

as purchasing organic cotton clothing to alleviate al-

lergies and enhance personal comfort (Wei & Jung, 

2022).

The effectiveness of other-benefit appeals com-

pared to self-benefit appeals in promoting prosocial 

behavior is a subject of debate. Sustainable consump-

tion, being inherently socially oriented, motivates con-

sumers more through environmental benefits rather 

than self-centered advantages (Schorn et al., 2022). 

Additionally, Jaeger and Weber (2020) found that oth-

er-benefits, such as environmental appeals, are percei-

ved as more trustworthy than self-benefits like health 

benefits, likely due to their higher prevalence in green 

advertising. Consequently, some studies argue that 

other-benefit claims tend to evoke more positive be-

haviors and responses from consumers, given their fa-

miliarity with other-benefit advertisements, especially 

those emphasizing environmental benefits. On the 

contrary, alternative research proposes that self- bene-

fit appeals can have a more significant impact on pro-

moting sustainable purchasing behavior. This is be-

cause individuals often prioritize their own interests 

and are more persuaded by personal benefits (De 

Groot & Steg, 2008). For instance, Visser et al. (2015) 

supported the notion that a selfish argument, such as 

focusing on style, can be more effective than environ-

mental claims like eco-friendly materials in advertise-

ments. In such cases, an exclusive emphasis on the en-

vironment may even lead to a negative impact on pur-

chase intention. Peattie and Belz (2010) further re-

inforced the idea that consumers tend to choose sus-

tainable products when presented with self-oriented 

advantages, such as cost savings. Thus, self-benefits 

can also serve as an incentive for sustainable con-

sumption (Yang et al., 2015). Hence, studying benefit 

appeals is critical for comprehending consumer be-

havior in sustainability contexts, as it illuminates the 

intricate and subtle dynamics resulting from the inter-

play between self-benefits and other-benefits in vari-

ous situations.

 

2) Brand types

The democratization of the fashion market has re-

sulted in the classification of fashion brands based on 

their level of psychological accessibility to the general 

public. Two distinct segments have emerged: aspira-

tional fashion and accessible fashion (Okonkwo, 2016; 

Youn & Cho, 2022). Aspirational fashion brands com-

prise traditional luxury brands known for projecting 

aspirational and symbolic brand images in their mar-

keting, including Prada, Louis Vuitton, Gucci, Dolce 

and Gabbana, Chanel, and Armani (Park et al., 2020; 

Youn & Cho, 2022). In contrast, accessible brands have 

entered the luxury market by appealing to young con-

sumers. These brands are characterized by their wider 
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accessibility and marketing strategies with broad ap-

peal, exemplified by Tory Burch, Tommy Hilfiger, 

Polo Ralph Lauren, Michael Kors, Coach, and Calvin 

Klein (Miller & Mills, 2012; Youn & Cho, 2022). 

Brands are perceived differently by consumers, and 

one of the crucial aspects that exemplifies this varia-

tion is psychological distance. Psychological distance 

refers to consumers' subjective perception of the dis-

tance between a brand and the mass market consum-

ers, resulting in the classification of brands into dis-

tinct categories (Liberman & Trope, 2008; Park et al., 

2020). Considering the differences in consumers' per-

ceptions towards brand types is of paramount impor-

tance. Psychological distance can be related to the con-

strual level theory, wherein brands are perceived as ei-

ther psychologically close or far from consumers (Park 

et al., 2020; Youn & Cho, 2022). Additionally, brand 

types are intricately linked to benefit appeals, with the 

association being studied by Wei and Jung (2022). Un-

derstanding and acknowledging these interconnected 

factors play a pivotal role in comprehending consum-

ers' attitudes and behaviors towards brands and their 

advertising strategies. Thus, psychological distance 

plays a crucial role in managing and advertising fash-

ion brands. Aspirational brands maintain a greater psy-

chological distance, while accessible brands have clo-

ser psychological proximity to consumers (Park et al., 

2020).

In response to consumers' preference for sustain-

ability, diverse fashion brands are integrating sustain-

ability into their supply chain management processes. 

Aspirational brands like Armani, Chanel, and Gucci 

have showcased their commitment to sustainable mar-

keting communication (Janseen et al., 2014). Likewise, 

accessible brands such as Tommy Hilfiger, Tory Burch, 

and Coach are actively disclosing their sustainable ini-

tiatives and engaging in new sustainable actions (Jes-

tratijevic et al., 2020). However, when brands adopt 

green marketing messages, it is crucial for these mes-

sages to align with the brand's image and corporate so-

cial responsibility (CSR) activities. If there is a discon-

nect between the marketing messages and the brand's 

identity, consumers may perceive the CSR initiatives 

and the brand negatively (Wong & Dhanesh, 2017). 

Hence, marketing messages should be customized to 

suit the varying degrees of psychological distance as-

sociated with each brand. Given the differing consum-

er responses to sustainability depending on brand ty-

pes, it becomes imperative to tailor marketing mes-

sages to suit the distinct levels of psychological dis-

tance associated with each brand.

 

3) The interaction effect of benefit appeals and 

brand types

The implementation of green advertisements pro-

mpts the consideration of how to effectively integrate 

benefit appeal messages across different brand types 

and explore potential interactions between them. As-

pirational brands, renowned for their emphasis on lu-

xury values, often encounter a CSR-luxury paradox 

due to the inherent conflict between hedonistic and 

opulent brand positioning and sustainability values, 

such as equality and moderation. This paradox creates 

a dilemma for luxury brands when it comes to green 

CSR communication. However, it is important to ac-

knowledge that green advertising is not always detri-

mental to aspirational brands. In this context, self-ben-

efit appeals that highlight consumer egoism or self- 

image are commonly utilized by luxury brands, as they 

align with the brand's values without conflicting with 

them (Kang & Sung, 2022). Conversely, accessible 

brands have greater flexibility in promoting sustain-

ability and are more congruent with other-benefit ap-

peals that highlight environmental concerns (Kong et 

al., 2021). According to congruity theory, individuals 

tend to favor consistency when they encounter new in-

formation, seeking alignment with their existing knowl-

edge or past experiences (Mandler, 1982). Wei and Jung 

(2022) showed a significant interaction effect between 

benefit appeals and brand types and proposed that the 

alignment and congruency of benefit appeals and 

brand types can positively affect brand image and pur-

chase intention. These findings highlight the impor-

tance of further research to thoroughly investigate the 

interplay between benefit appeals and brand types and 

their congruency, thus contributing to a comprehen-
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sive understanding of the effectiveness of green ad-

vertisements.

The objective of this research is to examine the in-

teraction effect between benefit types and brand types, 

along with exploring the moderating role of brand 

types in the relationship between benefit appeals and 

ad-brand congruency, which will be discussed in the 

subsequent sections. We hypothesize that when self- 

benefit appeals are utilized, consumers are likely to re-

spond more positively to aspirational brands, whereas 

other-benefit appeals are expected to elicit a more fa-

vorable consumer response towards accessible brands. 

Therefore, we hypothesize:

 

H1. There is an interaction effect between benefit 

appeals and brand types on ad-brand congruen-

cy towards the CSR advertisement.

 

2. Construal Level

1) Construal level

In addition to selecting the appropriate benefit ap-

peals, the design of green advertisements can also in-

volve a strategic choice between a holistic and abstract 

framing strategy or a detailed and concrete framing 

strategy. These strategies are grounded in the Constru-

al Level Theory (CLT), which posits that an indivi-

dual's perception of a subject is influenced by their 

thinking style, and how information is processed af-

fects their decisions and evaluations regarding a spe-

cific situation (Jaeger & Weber, 2020). The concept of 

psychological distance plays a pivotal role in this theo-

ry, representing a subjective perception of the per-

ceived closeness or distance of something to the self, 

in terms of time and space (Liberman & Trope, 2008). 

Psychological distance can be experienced through 

four dimensions: spatial, temporal, social, and hypo-

thetical. The spatial dimension relates to the perceived 

physical proximity or distance between a person and 

an object or event. The temporal dimension refers to 

whether something is happening in the present, past, 

or future. The social dimension considers the level of 

personal relevance or connection to oneself or others 

involved. Finally, the hypothetical dimension pertains 

to the perceived likelihood or probability of some-

thing occurring (Liberman et al., 2007). The Construal 

Level Theory (CLT) posits that an individual's percep-

tion of a subject is intricately connected to their think-

ing style, wherein the level of information processing 

influences their evaluation and decision-making pro-

cess. This concept of psychological distance, being a 

subjective perception, shapes how individuals per-

ceive the proximity of a subject in relation to them-

selves and the present moment, thus determining whe-

ther it is perceived as emotionally close or distant. Ac-

cording to the theory, when dealing with psychologi-

cally closer objects, people tend to focus on low-level 

and detailed features, whereas psychologically distant 

objects are often associated with high-level and ab-

stract characteristics (Liberman & Trope, 2008). Low- 

level construal entails more specific and concrete rep-

resentations, while high-level construal involves for-

ming coherent, superordinate, and abstract cognitive 

representations (Trope & Liberman, 2010). 

According to various authors, sustainability is often 

perceived as a concept that is psychologically distant, 

triggering high-level construal processes in the brain 

(Carmi & Kimhi, 2015). In the context of sustainable 

consumption, messages crafted with high-level con-

strual are widely considered more effective (Reczek et 

al., 2018; Yang et al., 2015). However, it is important 

to acknowledge that some scholars argue that low-lev-

el construal messages possess greater credibility when 

compared to abstract messages (Darley & Smith, 1993). 

Jaeger and Weber (2020) demonstrate that detailed 

messages can increase message credibility. 

 

2) Moderating role of construal level

Building upon the previously discussed hypothesis 

regarding the interactive effect of benefit appeals and 

brand types, this section aims to delve into the boun-

dary conditions of such interactions by incorporating 

construal level. To be specific, we propose that the in-

teraction between benefit appeals and brand types can 

be further nuanced by the level of construal. 

A study by Yang et al. (2015) reveals that other-be-
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nefit claims in green advertisements are more effective 

with high-level construal. On the other hand, self-ben-

efit appeals are more likely to be associated with 

low-level construal. The rationale behind this finding 

is that other-benefit appeals may create a greater sense 

of social distance, as other individuals are perceived as 

being further away from the oneself (Liberman et al., 

2007). Yang et al. (2015) also found an interaction ef-

fect between benefit appeals and construal level. The 

research conducted by Jaeger and Weber (2020) fur-

ther investigates the influence of benefit appeals and 

construal level messages framing on credibility. The 

study highlights that ensuring coherence between ben-

efit appeals and construal level is pivotal in bolstering 

consumer credibility and purchase intention. These 

findings emphasize significance of the interplay be-

tween benefit appeals and construal level in shaping 

consumer perceptions and behaviors, underscoring 

the importance of aligning these factors.

In addition to the impact of benefit appeals, brand 

types also play a significant role in influencing con-

strual level. Particularly, the expected interaction pat-

tern between benefit appeals and brand types may vary 

depending on construal level. Aspirational brands, 

characterized by greater psychological distance, are 

better suited for high construal level. Conversely, ac-

cessible brands, which foster closer psychological dis-

tance, align more effectively with low construal level 

(Youn & Cho, 2022). However, in the context of sus-

tainability within the luxury fashion industry, consum-

ers tend to favor and be more persuaded by concrete 

and detailed messages, as they facilitate easy under-

standing and comprehension, thus eliciting favorable 

consumer responses (Teona et al., 2020). Thus, this 

study seeks to explore a three-way interaction between 

benefit appeals, brand types, and construal level, con-

sidering the nuanced dynamics among these factors. 

Therefore, we assume:

 

H2. The interaction effect of benefit appeals and 

brand types on ad-brand congruency is mod-

erated by construal level.

 

3. Ad-brand Congruency

Ad-brand congruency refers to the alignment be-

tween a brand and the various associations that are ac-

tivated in the minds of consumers (Speed & Thomp-

son, 2000; Youn & Cho, 2022). Congruity theory pos-

its that individuals seek consistency when encounter-

ing new information that aligns with their prior experi-

ences or knowledge, commonly referred to as schemas 

(Osgood & Tannenbaum, 1955). As a result, when con-

sumers encounter new CSR content, they compare it 

with their existing knowledge of the brand, and this in-

teraction between the new information and their prior 

understanding can impact their perception of the brand's 

CSR efforts. The concept of ad-brand congruency is 

utilized in CSR research to ensure that a brand's CSR 

initiatives are harmonious with customers' percep-

tions of the brand (Halkias & Kokkinaki, 2014). Youn 

and Cho (2022) showed the alignment between the 

personal distance of a brand and the level of construal 

has a moderating effect on ad-brand congruency. Si-

milarly, consumers form positive or negative associa-

tions depending on the match between benefit appeals 

(self vs. others) and construal level (low vs. high). Hen-

ce, this study suggests that the interplay among benefit 

appeals, brand types, and construal level can signifi-

cantly impact consumers' evaluation of the congruen-

cy between a brand and the content of green advertise-

ments.

Previous research has provided empirical evidence 

supporting the positive influence of ad-brand congru-

ency on customer responses towards a company's 

CSR activities. When consumers perceive a brand's 

CSR efforts as congruent with their pre-existing ex-

pectations and beliefs about the brand, it leads to a 

more positive evaluation and attitude towards the 

company. This congruency between the brand image 

and the advertisement also encourages consumers to 

make purchases (De Jong & van der Meer, 2017; Speed 

& Thompson, 2000; Youn & Cho, 2022). Conversely, 

when there is incongruence between the brand's CSR 

message and consumer expectations, it can result in 

negative responses and diminished credibility towards 
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the company's CSR efforts (Dahlén et al., 2005). There-

fore, ad-brand congruency plays a crucial mediating 

role. Given the significance of ad-brand congruency in 

shaping consumer perceptions and attitudes, we pro-

pose that the impact of CSR messages on purchase in-

tention can be mediated by ad-brand congruency. Spe-

cifically, when consumers perceive that the brand's 

CSR message aligns with their overall perceptions of 

the brand, it is more likely to positively influence their 

purchase intention. As a result, ad-brand congruency 

plays a pivotal role in enhancing the effectiveness of 

CSR messaging and increasing consumer purchase 

intention.

Kang and Sung (2022) and Kong et al. (2021) have 

demonstrated the interaction effect between benefit 

appeals and brand types: self-benefit appeals are asso-

ciated with aspirational brands, while other-benefit 

appeals are linked to accessible brands. Furthermore, 

Yang et al. (2015) revealed the interaction effect be-

tween benefit appeals and construal level: other-bene-

fit appeals are effective with high construal level, 

while self-benefit appeals perform better with low 

construal level. Jaeger and Weber (2020) also inves-

tigated the interaction effect between benefit appeals 

and construal level. Additionally, Youn and Cho (2022) 

explored the relationship between brand types and 

construal level, finding that aspirational brands are as-

sociated with high construal level, while accessible 

brands align with low construal level. These studies 

collectively underscore the criticality of congruency 

and alignment among these three factors. CSR mes-

sages that include benefit appeals, brand types, and 

construal level should align with people's pre-existing 

knowledge and experiences to achieve optimal effec-

tiveness and resonance. We therefore hypothesize:

 

H3. The mediation effect of ad-brand congruency 

on benefit appeals and purchase intention is 

moderated by brand types and construal level.

 

III. Research Method

1. Research Hypotheses and Research Model

This study aimed to examine the influence of green 

advertisements for fashion brands on consumer per-

ception and purchase intention within an online envi-

ronment. The primary focus was to uncover how the 

relationship between benefit appeals and purchase in-

tention is mediated by ad-brand congruency, and how 

this meditation effect is moderated by brand types and 

construal level. The followings are research hypoth-

eses and proposed conceptual model are presented in 

<Fig. 1>.

 

2. Stimulus Development and Pre-test

In pre-test 01, we identified two categories of fash-

ion brands based on varying levels of personal dis-

tance: low and great. The aspirational luxury fashion 

brands included in the study were Prada, Louis Vuit-

ton, Gucci, Dolce and Gabbana, Chanel, and Armani. 

Fig. 1. Research model.
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On the other hand, the accessible fashion brands com-

prised Tory Burch, Tommy Hilfiger, Polo Ralph Lau-

ren, Michael Kors, Coach, and Calvin Klein (Arienti et 

al., 2019; Youn & Cho, 2022). In total, 16 brands were 

selected for the fashion brand pool. To assesspersonal 

distance, we used three 5-point semantic differential 

scales following the approach of Darke et al.(2016) 

and Youn & Cho (2022). We enlisted 51 respondents 

from the United States through Amazon MTurk for the 

data collection process. The personaldistance of all 16 

brands was measured, and it was found that Chanel 

had the highest personal distance, while Tommy Hil-

figer had the lowest. A t-test was conducted to confirm 

the difference. Based on distinct characteristics and 

statistical analysis (M PD towards Chanel = 3.60, M PD towards 

Tommy Hilfiger = 3.05, p < .05), we selected two brands - 

Chanel (representing great personal distance) and 

Tommy Hilfiger (representing low personal distance) 

for further investigation.

In Pre-test 02, we developed CSR content for fash-

ion brands based on information obtained from the of-

ficial websites and reports of selected brands (Chanel, 

2021). The development process involved two main 

aspects. Firstly, we classified benefit appeals into self- 

benefits and other-benefits. Self-benefits were de-

signed to highlight how consumers can personally 

benefit from using organic fibers, including allergy 

prevention and promoting a healthy body. Conversely, 

other-benefits focused on the use of environmentally 

friendly manufacturing technologies and how pur-

chasing the product can contribute to protecting the 

entire environment (Wei & Jung, 2022). Secondly, we 

considered the construal level of the messages and 

photos. For low construal levels, we used detailed im-

ages, such as realistic photos, accompanied by specific 

messages related to CSR activities. In contrast, for 

high construal levels, we utilized simplified icons and 

short messages associated with CSR activities (Youn 

& Cho, 2022). Therefore, there were four stimuli: self- 

benefits with high construal level, self-benefits with 

low construal level, other-benefits with high construal 

level, and other-benefits with low-construal level. The 

resulting stimuli were crafted as follows: self-benefits 

with high construal level was written as “Care for fi-

ber: Made with organic cotton, harmless to your skin,” 

and other-benefits with high construal level was ex-

pressed as “Care for climate: Made with low-carbon 

technologies reducing greenhouse gas emissions.” 

Similarly, self-benefits with low construal level was 

formulated as “Care for fiber: Made with 100% certi-

fied organic cotton with GBS (Global Biodiversity 

Score®). Protect your body by choosing clothing 

made with natural materials. Say no to harmful chem-

icals against your skin,” and other-benefits with low 

construal level was written as “Care for climate: Made 

with low-carbon technologies, pursuing science-based 

greenhouse gas emissions reduction through Science- 

Based Targets initiative (SBTi). Contribute to slowing 

climate change and preserving the environment by re-

ducing greenhouse gas emissions.”

To ensure the stimuli's effectiveness, participants 

were asked to evaluate benefit appeals and construal 

levels. The benefit appeals questions focused on dis-

cerning the perceived value of the appeal in terms of 

self-interest (benefiting oneself) or other-interest (be-

nefiting others) (White & Peloza, 2009). Meanwhile, 

the construal level questions aimed to assess partic-

ipants' overall impressions of the content based on 

three aspects: concreteness, imagery provocation, and 

vividness (Martin et al., 2009). All questions were rat-

ed on 5-point semantic differential scales. A total of 24 

respondents participated in the study. The results dem-

onstrated discriminative properties for self-benefit ap-

peals and other-benefit appeals, as well as low and 

high construal levels (M self-benefit appeals = 3.14, M oth-

er-benefit appeals= 3.74, p < .00; M low construal level = 3.17, M 

high construal level = 3.30, p < .05). Consequently, the stimuli 

were refined, considering the significant differences 

in benefit appeals, brand types, and construal level, en-

suring their appropriate design for the main study.

 

3. Measures

After participants viewed the brand post stimulus, a 

manipulation check was conducted by asking them to 

indicate whether the benefit appeals were focused on 

self-interest or other-interest, and whether the mes-

sage was of low construal (detailed) or high construal 
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(abstract). The benefit appeals questions were as-

sessed using one 5-point semantic differential scale 

(own interest/other’s interest), while the construal lev-

el questions were evaluated using three 5-point sem-

antic differential scales (very concrete/very abstract, 

very imagery provoking/very difficult to imagine, very 

vivid/very dull). These scales were adapted from pre-

vious studies by White and Peloza (2009) and Martin 

et al. (2009). Subsequently, participants completed at-

titudinal and behavioral measures related to the brand 

post, disclosed their green identity, and provided dem-

ographic information. All items were rated on a five- 

point Likert-type scale. Ad-brand congruency was mea-

sured using five five-point Likert scale questions, ran-

ging from 1 (very unlikely) to 5 (very likely). Purchase 

intention (adapted from Tih et al., 2016) was assessed 

using three five-point Likert scale questions, ranging 

from 1 (very unlikely) to 5 (very likely). Green identity 

was measured using thirteen three five-point Likert 

scale questions, ranging from 1 (very unlikely) to 5 

(very likely). Additionally, an attention check item was 

included within the questionnaire items to identify and 

eliminate irrelevant or random responses.

 

4. Data Collection Procedure and Data Analysis 

The study focused on Millennials and Generation 

Z, the consumer groups who demonstrate a high level 

of awareness and interest in sustainability. Data col-

lection was conducted through Amazon Mechanical 

Turk (MTurk). A total of 280 respondents completed 

the survey. However, after excluding respondents who 

did not qualify the attention check, the final sample 

consisted of 245 individuals for data analysis. These 

participants were randomly assigned to one of the 

eight conditions. After reading the definition of CSR 

advertisement, participants were presented with the 

CSR messages corresponding to their assigned condi-

tion. Subsequently, they completed a questionnaire 

comprising items related to the variables. Participants 

were consisted of 57.6% males and age ranging from 

22 to 39 years (M=29.8 years, SD=4.645)

The study used 2 (benefit appeals: self- vs. other-) x 

2 (brand types: aspirational vs. accessible) x 2 (cons-

trual level: high vs. low) between-subjects experimen-

tal design in aspirational and accessible brand. Demo-

graphic analysis, reliability analysis, and ANCOVA 

were conducted using SPSS 27.0 software. To account 

for potential confounding effects, green identity was 

incorporated as a covariate in the model. Additionally, 

a moderated moderated mediation analysis was per-

formed using SPSS Process Macro Model 11 to exam-

ine the conditional indirect effects. Bootstrapping with 

5,000 resamples was conducted, and confidence inter-

vals were set at a 95% level (Preacher & Hayes, 2008).

 

5. Manipulation Check

The results of the independent t-tests confirmed that 

both self-benefit and other-benefit appeals and low 

construal level and high construal level were percei-

ved as intended by the participants. Specifically, the 

analysis indicated that the self-benefit appeal was sig-

nificantly lower in degree compared to the other-be-

nefit appeal (M self-benefit appeal (SD) = 3.150 (1.356), M 

other-benefit appeal (SD) = 3.700 (1.206), p<.000). Additio-

nally, the results revealed that the group exposed to 

concrete information exhibited significantly lower 

levels of construal level compared to the group ex-

posed to abstract information (M low construal level (SD) = 

3.142 (1.117), M high construal level(SD) = 3.474 (1.026), p < 

.01). As both benefit appeals and construal levelsh-

owed significant differences in participants' percep-

tions, it can be concluded that the experimental manip-

ulation was successful.

 

6. Measurement reliability 

The reliability of all measurement items was as-

sessed through Cronbach's alpha in the prior hypoth-

esis testing. All items demonstrated a Cronbach's al-

pha value above .700, indicating satisfactory internal 

consistency. Specifically, the measurement items for 

construal level exhibited a Cronbach's alpha coeffi-

cient of .784, ad-brand congruency showed a reliabil-

ity coefficient of .785, green identity had a reliability 

coefficient of .872, and the purchase intention meas-

urement items yielded a reliability coefficient of .752. 
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These results indicate a satisfactory level of measure-

ment reliability for the study.

IV . Results

1. The interaction effect of benefit appeals 

and brand types

A two-way analysis of covariance (ANCOVA) was 

conducted to investigate the interaction effect be-

tween benefit appeals and brand types, with green 

identity used as a covariate. The analysis revealed a 

statistically significant interaction effect (F = 5.850, 

p = .016) at a significance level of .05, providing sup-

port for H1 and confirming the presence of an inter-

action effect.

Specifically, the accessible brand did not show a 

significant difference between self-benefit and oth-

er-benefit appeals. However, the aspirational brand 

exhibited a notable distinction between self-benefit 

and other-benefit appeals. In the aspirational brand 

and self-benefit condition, ad-brand congruency was 

considerably higher (M = 3.888, SD = .092) compared 

to the aspirational brand and other-benefit condition 

(M = 3.610, SD = .610) (Fig. 2). These findings align with 

previous research by Wei and Jung (2022), supporting 

the idea of alignment between aspirational brands and 

self-benefit appeals, as well as the presence of an inter-

action effect between benefit appeals and brand types. 

The detailed results are presented in <Table 1>. 

Predictor Sum of squares df Mean square F Partial ƞ2

Corrected model 36.139 4 9.035 23.387*** .280

Intercept 5.577 1 5.577 14.436*** .057

Green identity 33.665 1 33.665 87.142*** .266

Benefit appeals .419 1 .419 1.084 .004

Brand types .169 1 .169 .439 .002

Benefit appeals x Brand types 2.260 1 2.260 5.850* .024

Estimated value 92.717 240 .386

Total 3610.640 245

Corrected total 128.856 244

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

Fig. 2. Interaction between benefit appeals and brand types on ad-brand congruency.

Table 1. Two-way ANCOVA results: Ad-brand congruency as dependent variable
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2. The moderating effect of construal level

A three-way ANCOVA was implemented to inves-

tigate the three-way interplay between benefit appeals 

and brand types, moderated by construal level. The co-

variate used was the same as in previous analyses. The 

results not only confirmed the presence of an inter-

action effect between benefit appeals and brand types 

(F = 7.305, p = .007), further supporting H1, but also re-

vealed a statistically significant three-way interaction 

effect (F = 5.781, p = .017) at a significance level of .05, 

providing support for H2. These findings shed light on 

how the combination of benefit appeals and brand 

types influences ad-brand congruency, with construal 

level acting as a moderating factor. Detailed results 

can be found in <Table 2>.

When the green advertisement message was pre-

sented in an abstract manner, both aspirational and ac-

cessible brands showed similar patterns with no sig-

nificant difference. However, a notable difference e-

merged when the green advertisement message was 

presented in a detailed and concrete manner. Firstly, in 

terms of other-benefit appeals, there was a significant 

disparity between aspirational and accessible brands. 

Accessible brands employing other-benefit appeals 

demonstrated higher ad-brand congruency (F = 3.938 

SD = .519), whereas aspirational brands employing 

other-benefit appeals displayed lower ad-brand con-

gruency (F = 3.276, SD = 1.248). Secondly, a significant 

difference was observed between aspirational brands 

using self-benefit appeals (F = 3.736, SD = .514) and 

those using other-benefit appeals, with the former ex-

hibiting higher ad-brand congruency compared to the 

latter (Fig. 3 and Fig. 4). These findings align with pre-

vious studies conducted by Yang et al. (2015) and 

Youn and Cho (2022), indicating the presence of an in-

teraction effect among benefit appeals, brand types, 

and construal level.

 

3. Moderated moderated analysis

Finally, in order to investigate whether brand types 

Predictor Sum of squares df
Mean

Square
F

partial

ƞ2

Corrected model 42.336 8 5.296 14.450*** .329

Intercept 5.412 1 5.412 14.767*** .059

Green identity 33.480 1 33.480 91.355*** .279

Benefit appeals .731 1 .731 1.994 .008

Brand types .310 1 .310 .847 .004

Construal level 1.559 1 1.559 4.253* .018

Benefit appeals

x Brand types
2.667 1 2.667 7.305** .030

Benefit appeals

x Construal level
.177 1 .177 .483 .002

Brand types

x Construal level
2.193 1 2.193 5.984* .025

Benefit appeals

x Brand type

x Construal level

2.119 1 2.119 5.781* .024

Estimated value 86.491 236 .366

Total 3610.640 245

Corrected total 128.856 244

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

Table 2. Three-way ANCOVA results: Ad-brand congruency as dependent variable
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and construal level act as moderators in the mediating 

effect of ad-brand congruency between benefit ap-

peals and purchase intention, a moderated moderated 

analysis was conducted using the PROCESS Macro 

Model 11 (Preacher & Hayes, 2008). This analysis 

employed 95% biased-corrected bootstrap with 5,000 

samples, and the same covariate used in previous anal-

yses was included. The results, presented in <Table 

3>, <Table 4>, and <Table 5>, revealed a significant 

effect for the moderated moderated mediation index (b 

= .394), with the 95% bootstrapping confidence inter-

val (LLCI = .064, ULCL = .717) not including zero. This 

suggests the presence of a moderated moderated medi-

ating effect, thus supporting H3.

Further examination of the data showed that the 

moderated moderated mediation effect was signifi-

cant in the aspirational-concrete condition (b = ‒.296, 

95% CI = ‒.560, ‒.071). This indicates that ad-brand 

congruency had the strongest explanatory power for 

purchase intention in the context of self-benefit ap-

peal, aspirational brand, and concrete message. Addi-

tionally, since the direct effect of benefit appeals on 

purchase intention was not significant, this path dem-

onstrates a full mediation effect. These results provide 

valuable insights into the complex interplay between 

benefit appeals, brand types, construal level, ad-brand 

congruency, and purchase intention in the context of 

green advertising. 

Fig. 3. Interaction between benefit appeals, brand types, and high construal level on ad-brand congruency.

Fig. 4. Interaction between benefit appeals, brand types, and high construal level on ad-brand congruency.



Journal of the Korean Society of Clothing and Textiles Vol. 47 No. 4, 2023

– 772 –

Estimate SE t LLCI ULCI

Benefit appeals 1.833 1.280 1.431 ‒6.896 4.357

Brand types ‒.149 .361 ‒.414 ‒.862 .563

Benefit appeals 

            x Brand types
‒.712 .494 ‒1.441 ‒1.686 .261

Construal level ‒.123 .612 ‒.201 ‒1.329 1.082

Benefit appeals 

            x Construal level 
‒2.007 .824 ‒2.433* ‒3.631 -.382

Brand type

            x Construal level
.006 .231 .027 ‒.450 .462

Benefit appeals 

            x Brand type 

            x Construal level

.759 .315 2.404* .137 1.380

Green identity .679 .071 9.558*** .539 .819

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

Table 3. The moderated moderated mediation effect on ad-brand congruency

Estimate SE t LLCI ULCI

Benefit appeals .076 .080 .953 ‒.081 .234

Ad-brand congruency .520 .064 8.133 .394 .646

Green identity .245 .085 2.883 .077 .413

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

Table 4. The moderated moderated mediation effect on purchase intention

Index Boot SE Boot LLCI Boot ULCI

Construal level .394 .166 .064 .717

Effect Boot SE Boot LLCI Boot ULCI

Direct effect

High (constructLevel) .024 .103 ‒.152 .256

Low(constructLevel) .419 .419 .145 .736

Indirect effect a

Asp(brand)High(constructLevel) ‒.041 .060 ‒.170 .071

Asp(brand)High(constructLevel) ‒.296 .126 ‒.560 ‒.071

Acc(brand)Low(constructLevel) ‒.017 .081 ‒.156 .165

Acc(brand)Low(constructLevel) .123 .069 ‒.008 .270

a Indirect effect: Benefit → Congruency → Purchase intention

Table 5. The significance of the moderated moderated mediation effect on purchase intention

V . Conclusions and Discussions

1. Conclusions

The effectiveness of self-benefit and other-benefit 

appeals varied depending on whether the brand was 

aspirational or accessible, each reflecting its unique 

characteristics. Benefit appeals and brand types had 

interaction effect. For accessible brands, ad-brand 

congruency was slightly higher for other-benefit ap-



The Effect of the Interplay of Benefit Appeals, Brand Types, and Construal Level on Ad-brand Congruency

in Corporate Social Responsibility Messages-Aspirational vs. Accessible Brands-

– 773 –

peals than for self-benefit appeals, but the difference 

between the two was not significant. Accessible brands 

often use other-benefit appeals, such as altruism and 

social impact, to position themselves as relatable and 

down-to-earth, creating a stronger connection and per-

ceived accessibility with consumers. By adopting such 

appeals, accessible brands aim to foster closer and 

deeper relationships with their audience (Kardes et al., 

2018; Miller & Mills, 2012). At the same time, acces-

sible brands are also associated with functional and 

utilitarian values, directly benefiting and providing 

convenience to consumers themselves (Hur et al., 

2014). This association with self-benefit attributes al-

lows self-benefit appeals to align well with the brand 

image of accessible brands. Therefore, the congru-

ency between accessible brands and self-benefit ap-

peals is not significantly different from that with oth-

er-benefit appeals. In summary, the research findings 

suggest that both self- and other-benefit appeals are 

viable strategies for accessible brands to establish con-

gruency with consumers. They can effectively use 

both types of appeals to connect with their target audi-

ence and convey their values, whether focused on ben-

efiting others or themselves.

In contrast, the distinction between self-benefit and 

other-benefit appeals becomes notably pronounced 

for aspirational brands, resulting in a significant dif-

ference in ad-brand congruency. Ad-brand congruen-

cy was considerably higher for self-benefit appeals in 

aspirational brands compared to other-benefit appeals. 

This disparity arises from the inherent values asso-

ciated with aspirational brands, such as egoism and 

luxury, which naturally align with self-benefit appeals 

(De Groot & Steg, 2008). These brands allure consum-

ers with the promise of self-enhancement, indulgence, 

and the fulfillment of individualistic desires. However, 

the use of other-benefit appeals poses a challenge for 

aspirational brands due to the CSR paradox. Aspira-

tional brands position themselves as exclusive, presti-

gious, and rare, which might conflict with the values 

associated with other-benefit appeals, such as altru-

ism, empathy, and social responsibility (De Barnier et 

al., 2012). The individualistic nature of aspirational 

brands may hinder the effective communication of 

other-benefit appeals, making them less congruent 

with the brand image. Consequently, self-benefit ap-

peals, with their egoistic characteristics, become more 

aligned with the aspirational brand's identity and result 

in increased consumer purchase intention. Therefore, 

consistent with previous studies, this research reveals 

an interaction effect between benefit appeals and 

brand types, particularly in the context of aspirational 

brands with self-benefit appeals. The prestigious val-

ues associated with aspirational brands align closely 

with self-benefit appeals (De Groot & Steg, 2008; 

Kang & Sung, 2022; Kong et al., 2021).

Finally, the mediating effect of ad-brand congru-

ency on purchase intention was most effective in the 

condition of self-benefit appeal, aspirational brand, and 

low construal level. Low construal level is closely as-

sociated with benefit appeals as consumers tend to in-

terpret self-benefit appeals with a focused and detailed 

perspective, given their personal relevance (Yang et 

al., 2015). Despite aspirational brands typically creat-

ing greater psychological distance, which would make 

high construal level more congruent, it is essential to 

consider that in sustainability and green advertising, 

consumers prefer concrete and detailed messages. 

Such messages are easily understood, comprehended, 

and help consumers assess the message's realism 

(Teona et al., 2020). The relationship between benefit 

appeals, brand types, and construal level in green ad-

vertising situations highlights their mutual influence 

and the presence of an interaction effect. It under-

scores the significance of considering these three fac-

tors together to gain a comprehensive understanding 

of their combined impact. In addition to existing stud-

ies that have demonstrated the interaction effects be-

tween benefit appeals and brand types, brand types 

and construal level, and benefit appeals and construal 

level (Kang & Sung, 2022; Kong et al., 2021; Wei & 

Jung, 2022; Youn & Cho, 2022), this study extends the 

research by revealing a three- way interaction effect a-

mong benefit appeals, brand types, and construal level. 
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2. Implications

This study holds significant implications from both 

theoretical and managerial perspectives. Theoretical 

contributions include recognizing the intricate inter-

play of factors influencing consumer behavior in the 

fashion domain. By considering multiple variables, in-

cluding moderators and mediators, the research mod-

els offer a more precise depiction of the complexities 

involved in fashion consumer behavior. This enhances 

the models' predictive power and theoretical robust-

ness, providing valuable insights for researchers and 

marketers. Additionally, the study contributes to the 

existing literature by exploring the simultaneous in-

fluence of benefit appeals, brand types, and construal 

level, revealing a three-way interaction. This enriches 

our understanding of how these factors collectively 

shape consumer responses to green advertising, offer-

ing a comprehensive framework for sustainability and 

green marketing research.

From a managerial perspective, this study offers 

practical implications for guiding marketing strate-

gies. One key insight is the importance of customizing 

marketing messages to maximize their impact. Fa-

shion brands should meticulously tailor their benefit 

appeals, brand types, and construal level in green ad-

vertising messages to align with the preferences and 

values of their target consumers. By customizing the 

messaging strategy based on the specific character-

istics of their brand and the desired perception in the 

market, brands can achieve higher ad-brand congru-

ency. For instance, aspirational brands can focus on 

self-benefit appeals that resonate with their image of 

luxury and exclusivity, while accessible brands can 

emphasize other-benefit appeals to establish a relat-

able and socially responsible image. Additionally, con-

sidering the preference for concrete and detailed mes-

sages in the context of sustainability, fashion brands 

can use low construal level content to effectively com-

municate the green attributes of their products. This 

tailored approach enables brands to positively influ-

ence consumers' purchase intention, leading to in-

creased sales and reinforcing a stronger brand image. 

Customizing messaging strategies based on these fac-

tors can optimize the effectiveness of both aspirational 

and accessible brands.

Another significant managerial implication is the 

emphasis on brand positioning and differentiation. 

The study highlights the role of ad-brand congruency 

in influencing purchase intention, underscoring its 

significance in the context of benefit appeals, brand 

types, and construal level for both aspirational and ac-

cessible brands. In light of this, managers should focus 

on cultivating a robust brand identity and ensuring that 

brand messaging aligns harmoniously with the desired 

brand image. Additionally, they should judiciously 

consider the moderating influences of benefit appeals 

and construal level when strategically positioning 

their products. By adeptly understanding and leverag-

ing these factors, brands can effectively cater to the 

preferences of consumers seeking aspirational or ac-

cessible experiences.

By understanding the significance of message cus-

tomization and brand positioning, marketers can opti-

mize their strategies to resonate with their target audi-

ences and drive favorable outcomes in the competitive 

fashion industry. These findings contribute to a deeper 

comprehension of consumer decision-making proc-

esses and offer practical guidance for effective mar-

keting practices.

 

3. Limitation and future studies

This study has certain limitations that warrant con-

sideration, and it also opens avenues for future re-

search. The focus on Millennials and Generation Z 

was chosen due to their heightened awareness of sus-

tainability and proclivity towards eco-conscious pur-

chases. However, to gain a comprehensive under-

standing, future studies could encompass a more di-

verse range of populations to explore potential differ-

ences among them. Additionally, the existing brand 

image and associations may have influenced the par-

ticipants' responses. To mitigate this potential bias, fu-
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ture research could utilize hypothetical or imaginary 

brands, avoiding pre-existing schemas and allowing 

for a more accurate assessment of participants' re-

actions to green advertising messages. Furthermore, 

cultural dimensions can play a crucial role in shaping 

consumer behavior, making them a significant addi-

tional moderator. For instance, consumer indepen-

dence, associated with individualism, could influence 

how consumers respond to benefit appeals. Those 

with high consumer independence might prioritize 

personal needs and goals over group interests, impact-

ing their receptivity to self-benefit appeals. As such, 

future studies could incorporate cultural dimensions 

as essential moderators to unravel the complexities of 

consumer responses to green advertising across di-

verse cultural contexts.

 

1. Acknowledgement

This article is part of a master's thesis.

 

2. Ethics and consent

Not applicable

 

3. Availability of data and materials

The datasets used and/or analyzed during the current study 

are available from the corresponding author on reasonable 

request.

 

4. Conflicting interests

Not applicable

 

5. Funding

Not applicable

 

6. Authors' contributions

YWM was mainly responsible for data collection and anal-

ysis along with writing the manuscript, and KHL reviewed 

the edition of manuscript. All of the authors read and ap-

proved the final manuscript.

 

7. Authors' information

Yoo-Won Min

Human-Tech Convergence Program, Dept. of Clothing and 

Textiles, Hanyang University, Master

Kyu-Hye Lee

Human-Tech Convergence Program, Dept. of Clothing and 

Textiles, Hanyang University, Professor

References

Achabou, M. A., & Dekhili, S. (2013). Luxury and sustainable 

development: Is there a match? Journal of Business Research, 

66(10), 1896–1903. https://doi.org/10.1016/j.jbusres.2013.

02.011

Adıgüzel, F. (2020). Does Advertising appeal type make a dif-

ference? A new sustainable fashion product by a luxury and 

mainstream brand. In S. Muthu, & M. Gardetti (Eds.), Sus-

tainability in the Textile and Apparel Industries (pp. 53–70). 

Springer. https://doi.org/10.1007/978-3-030-38532-3_4

Aoki, K., Obeng, E., Borders, A. L., & Lester, D. H. (2019). 

Can brand experience increase customer contribution: How 

to create effective sustainable touchpoints with customers? 

Journal of Global Scholars of Marketing Science, 29(1), 51

–62. https://doi.org/10.1080/21639159.2018.1551728

Arienti, P., Casale, M., Lee, V., Scaramuzzi, V., Sahu, P., Singh, 

A., Su, L., Trought, F., & Wallace, A. (2019). Global Powers 

of Luxury Goods 2019: Bridging the gap between the old 

and the new. Deloitte. https://www2.deloitte.com/content/d

am/Deloitte/ar/Documents/Consumer_and_Industrial_Pro

ducts/Global-Powers-of-Luxury-Goods-abril-2019.pdf

Carmi, N., & Kimhi, S. (2015). Further than the eye can see: 

Psychological distance and perception of environmental 

threats. Human and Ecological Risk Assessment: An Inter-

national Journal, 21(8), 2239–2257. https://doi.org/10.108

0/10807039.2015.1046419

Chanel. (n.d.). Climate report. Retrieved April 12, 2022, from 

https://www.chanel.com/ae-en/sustainability/

Dahlén, M., Lange, F., Sjödin, H., & Törn, F. (2005). Effects of 

ad-brand incongruence. Journal of Current Issues & Research 

in Advertising, 27(2), 1–12. https://doi.org/10.1080/106417

34.2005.10505178

Darke, P. R., Brady, M. K., Benedicktus, R. L., & Wilson, A. E. 

(2016). Feeling close from Afar: The role of psychological 

distance in offsetting distrust in unfamiliar online retailers. 

Journal of Retailing, 92(3), 287–299. https://doi.org/10.101

6/j.jretai.2016.02.001

Darley, W. K., & Smith, R. E. (1993). Advertising claim objec-

tivity: Antecedents and effects. Journal of Marketing, 57 

(4), 100–113. https://doi.org/10.1177/002224299305700408

De Barnier, V., Falcy, S., & Valette-Florence, P. (2012). Do con-

sumers perceive three levels of luxury? A comparison of ac-

cessible, intermediate and inaccessible luxury brands. Jour-

nal of Brand Management, 19(7), 623–636. https://doi.org/

10.1057/bm.2012.11

De Groot, J. I. M., & Steg, L. (2008). Value orientations to ex-

plain beliefs related to environmental significant behavior: 

How to measure egoistic, altruistic, and biospheric value 



Journal of the Korean Society of Clothing and Textiles Vol. 47 No. 4, 2023

– 776 –

orientations. Environment and Behavior, 40(3), 330–354. 

https://doi.org/10.1177/0013916506297831

De Jong, M. D., & van der Meer, M. (2017). How does it fit? 

Exploring the congruence between organizations and their 

corporate social responsibility (CSR) activities. Journal of 

Business Ethics, 143, 71–83. https://doi.org/10.1007/s1055

1-015-2782-2

Green, T., & Peloza, J. (2014). Finding the right shade of green: 

The effect of advertising appeal type on environmentally 

friendly consumption. Journal of Advertising, 43(2), 128–

141. https://doi.org/10.1080/00913367.2013.834805

Halkias, G., & Kokkinaki, F. (2014). The degree of ad–brand 

incongruity and the distinction between schema-driven and 

stimulus-driven attitudes. Journal of Advertising, 43(4), 

397–409. https://doi.org/10.1080/00913367.2014.891087

Han, S. L. C., Henninger, C. E., Apeagyei, P., & Tyler, D. (2017). 

Determining effective sustainable fashion communication 

strategies. In C. Henninger, P. Alevizou, H. Goworek, & D. 

Ryding (Eds.), Sustainability in Fashion (pp. 127–150). Pal-

grave Macmillan. https://doi.org/10.1007/978-3-319-5125

3-2_7

Hur, W.-M., Kim, M., & Kim, H. (2014). The role of brand trust 

in male customers' relationship to luxury brands. Psychol-

ogical Reports, 114(2), 609–624. https://doi.org/10.2466/0

1.07.PR0.114k15w8

Jaeger, A. K., & Weber, A. (2020). Can you believe it? The ef-

fects of benefit type versus construal level on advertisement 

credibility and purchase intention for organic food. Journal 

of Cleaner Production, 257, 120543. https://doi.org/10.101

6/j.jclepro.2020.120543

Janssen, C., Vanhamme, J., Lindgreen, A., & Lefebvre, C. 

(2014). The Catch-22 of responsible luxury: Effects of lux-

ury product characteristics on consumers' perception of fit 

with corporate social responsibility. Journal of Business 

Ethics, 119, 45–57. https://doi.org/10.1007/s10551-013-16

21-6

Jestratijevic, I., Rudd, N. A., & Uanhoro, J. (2020). Transparency 

of sustainability disclosures among luxury and mass-market 

fashion brands. Journal of Global Fashion Marketing, 11(2), 

99–116. https://doi.org/10.1080/20932685.2019.1708774

Kang, E. Y., & Sung, Y. H. (2022). Luxury and sustainability: 

The role of message appeals and objectivity on luxury 

brands' green corporate social responsibility. Journal of Mar-

keting Communications, 28(3), 291–312. https://doi.org/10. 

1080/13527266.2021.1874482

Kardes, F. R., Posavac, S. S., Cronley, M. L., & Herr, P. M. 

(2018). Consumer inference. In C. P. Haugtvedt, P. M. Herr, 

& F. R. Kardes (Eds.), Handbook of consumer psychology 

(pp. 165–191). Lawrence Erlbaum Associates

Kong, H. M., Witmaier, A., & Ko, E. (2021). Sustainability and 

social media communication: How consumers respond to 

marketing efforts of luxury and non-luxury fashion brands. 

Journal of Business Research, 131, 640–651. https://doi.org

/10.1016/j.jbusres.2020.08.021

Liberman, N., & Trope, Y. (2008). The psychology of trans-

cending the here and now. Science, 322(5905), 1201–1205. 

https://doi.org/10.1126/science.1161958

Liberman, N., Trope, Y., & Wakslak, C. (2007). Construal level 

theory and consumer behavior. Journal of Consumer Psy-

chology, 17(2), 113–117. https://doi.org/10.1016/S1057-74

08(07)70017-7 

Mandler, G. (1982). The structure of value: Accounting for 

taste. In M. S. Clark, & S. T. Fiske (Eds.), Affect and cogni-

tion (pp. 3–36). Lawrence Erlbaum Associates

Martin, B. A., Gnoth, J., & Strong, C. (2009). Temporal cons-

trual in advertising. Journal of Advertising, 38(3), 5–20. 

https://doi.org/10.2753/JOA0091-3367380301

Miller, K. W., & Mills, M. K. (2012). Probing brand luxury: A 

multiple lens approach. Journal of Brand Management, 20, 

41–51. https://doi.org/10.1057/bm.2011.64

Okonkwo, U. (2016). Luxury fashion branding: Trends, tactics, 

techniques. Palgrave Macmillan.

Osgood, C. E., & Tannenbaum, P. H. (1955). The principle of 

congruity in the prediction of attitude change. Psychologi-

cal Review, 62(1), 42–55. https://doi.org/10.1037/h0048153

Park, M., Im, H., & Kim, H.-Y. (2020). “You are too friendly!” 

The negative effects of social media marketing on value 

perceptions of luxury fashion brands. Journal of Business 

Research, 117, 529–542. https://doi.org/10.1016/j.jbusres.2

018.07.026

Peattie, K., & Belz, F.-M. (2010). Sustainability marketing: An 

innovative conception of marketing. Marketing Review St. 

Gallen, 27(5), 8–15. https://doi.org/10.1007/s11621-010-0

085-7

Preacher, K. J., & Hayes, A. F. (2008). Asymptotic and resam-

pling strategies for assessing and comparing indirect effects 

in multiple mediator models. Behavior Research Methods, 

40(3), 879–891. https://doi.org/10.3758/BRM.40.3.879

Reczek, R. W., Trudel, R., & White, K. (2018). Focusing on the 

forest or the trees: How abstract versus concrete construal 

level predicts responses to eco-friendly products. Journal of 

Environmental Psychology, 57, 87–98. https://doi.org/10.1

016/j.jenvp.2018.06.003

Schorn, A., Vinzenz, F., & Wirth, W. (2022). Promoting sus-

tainability on Instagram: How sponsorship disclosures and 

benefit appeals affect the credibility of sinnfluencers. Young 

Consumers, 23(3), 345–361. https://doi.org/10.1108/YC-07

-2021-1355

Speed, R., & Thompson, P. (2000). Determinants of sports 

sponsorship response. Journal of the Academy of Marketing 



The Effect of the Interplay of Benefit Appeals, Brand Types, and Construal Level on Ad-brand Congruency

in Corporate Social Responsibility Messages-Aspirational vs. Accessible Brands-

– 777 –

Science, 28(2), 226–238. https://doi.org/10.1177/00920703

00282004

Teona, G., Ko, E., & Kim, S. J. (2020). Environmental claims in 

online video advertising: Effects for fast-fashion and luxury 

brands. International Journal of Advertising, 39(6), 858–

887. https://doi.org/10.1080/02650487.2019.1644144

Tih, S., Chan, K. T., Ansary, A., & Ahmed, A. (2016). Green ad-

vertising appeal and consumer purchase intention. Journal 

Pengurusan, 47(1), 1–19. https://doi.org/10.17576/penguru

san-2016-47-13

Trope, Y., & Liberman, N. (2010). Construal-level theory of 

psychological distance. Psychological Review, 117(3), 1024. 

https://doi.org/10.1037/a0020319

United Nations. (2019, January 10). UN launches drive to hi-

ghlight environmental cost of staying fashionable. https: 

//news.un.org/en/story/2019/03/1035161

Visser, M., Gattol, V., & Helm, R. (2015). Communicating sus-

tainable shoes to mainstream consumers: The impact of ad-

vertisement design on buying intention. Sustainability, 7 

(7), 8420–8436. https://doi.org/10.3390/su7078420

Wang, J., Wang, S., Xue, H., Wang, Y., & Li, J. (2018). Green 

image and consumers' word-of-mouth intention in the green 

hotel industry: The moderating effect of Millennials. Jour-

nal of Cleaner Production, 181, 426–436. https://doi.org/1

0.1016/j.jclepro.2018.01.250

Wei, X., & Jung, S. (2022). Benefit appeals and perceived cor-

porate hypocrisy: Implications for the CSR performance of 

fast fashion brands. Journal of Product and Brand Manage-

ment, 31(2), 206–217. https://doi.org/10.1108/JPBM-04-20

20-2850

White, K., & Peloza, J. (2009). Self-benefit versus other benefit 

marketing appeals: Their effectiveness in generating chari-

table support. Journal of Marketing, 73(4), 109–124. https://

doi.org/10.1509/jmkg.73.4.109

Wong, J. Y., & Dhanesh, G. S. (2017). Communicating corpo-

rate social responsibility (CSR) in the luxury industry: Man-

aging CSR–luxury paradox online through acceptance stra-

tegies of coexistence and convergence. Management Com-

munication Quarterly, 31(1), 88–112. https://doi.org/10.11

77/0893318916669602

Yang, D., Lu, Y., Zhu, W., & Su, C. (2015). Going green: How 

different advertising appeals impact green consumption be-

havior. Journal of Business Research, 68(12), 2663–2675. 

https://doi.org/10.1016/j.jbusres.2015.04.004

Youn, S. Y., & Cho, E. (2022). CSR ads matter to luxury fa-

shion brands: A construal level approach to understand Gen 

Z consumers' eWOM on social media. Journal of Fashion 

Marketing and Management, 26(3), 516–533. https://doi. 

org/10.1108/JFMM-12-2020-0269




