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AR el & ERsE Agetel 9 v
AR el o] uA AF] Ui AR o
oo TR o) vAE 9% welnd

A2+l E2 (Perceived Quality)< ZwFA<l A
Foll gt €4, 54 ol digh AnjA; Blo]
o, A Alge] 7R F49 vE ¢ Qe 54
SR 340 Jdoltt(Zeithaml, 1988). &
AL ARA 43 T8 FAE 72 T e
d, 142 A F4& SA] oferE 4
B oAE aste] dAebQl A7tE FAE EEl
AES FIET}HZeithaml, 1988; Jeon, 2009).

Zeithaml (1988)& %42
Aolste] o)2 EUE A=
Sl gk Mo B

AFoIL Au) 29

Ao vlus Ed

$row xAAoR

Sl
7ho.
2

=
.

1991).

rot

BIAA] S

B P el I e = R
S (Wu et al., 2013). =844 39
& H|ZR= Tl AR Al e 2R

53]

4
¢

go
Fo]
=

4ru i

2 1]
7% sh=], A 319 Aol 2 =]
AR AlE FE S0l i A4 X4
AHEog kg 4 SItk(Dhar, 1997; Hofstede,
1984). webd F4 ESAAES At AEE

Brksta e AXshs dAlCAN st ﬂ’t‘ﬂ*}
o] ¥ QItH(Wu et al,, 2013). AR AEo] ¢l
AFLTE 4 EFAgo] Fox|=d], At
7h A Al gk AR A 2o] glal, ol<EA|
7] wiiell = AlEe] #4, A,

s FAlst
7] ojHe A8l S (Erdem et
2006).

L

al.,

& AR FosE Qhon, 4]

57] aAE ud 7



43t 2t AR Zo|Yof mE AHAH E{ELE Ao f|X|= FEk HH HES SHe=E
Heola -85t Fre AlFslor & Hart o 2.4 H|H XiSof| Chst Ei=
2 AeME= 7]4% w4 & Wiz A
4 wAA ZHold o md AlEe] gt H Ajzen (1980)ellA AlFel #3 B 54
T8 R ol mXE YPES Yopr it gl Aol thald A&A o7 HAzsAL AgskA| ¢
© A% olgta Atk AlE Hes o @
2.3 A =izt ol e84 dE vwXtkBang and  Choi,
2015). 12EE AnRRe] BiEe}l WF-S olsishs
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The Effect of Health and Environmental Message Framing
on Consumer Attitude and WoM: Focused on Vegan Product

Park, Seoyoung** - Lim, Boram™**

ABSTRACT

Recently, digital advertising has shifted towards delivering messages through short ads of less than 15
seconds, and on social media, ads need to convey the message within 5 seconds before consumers skip them.
Although the length of advertisements has decreased, advancements in artificial intelligence algorithms and big
data analysis have made it possible to deliver personalized messages that cater to consumers' interests. In
this changing landscape, the importance of delivering tailored messages through short and efficient ads is
increasing. In this study, we examined the effects of message framing as part of effective message delivery.
Specifically, we examined the differences in the effects of two framings, "health" and "environment," for
vegan products. The growing consumer interest in health and the environment has elevated the interest in
vegan products, and the vegan market is expanding rapidly. Consumers purchase vegan products not only for
personal health benefits but also due to their ethical responsibility towards the environment, which can be
considered ethical consumption. Previous research has not shown the differences in the effects between
health and environment message framings, and the research has been limited to vegan food products. This
study investigates the differences in the effects of health and environment message framings using a dish
soap product category. By identifying which advertising messages, either health or environment, are more
effective in promoting vegan products, this study provides insights for companies to enhance their message
framing strategies effectively.

Keywords: vegan, message [framing, perceived quality, environmental responsibility, health message,
environmental message, consumer attitude, word of mouth and an advertising message.
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