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Study on the Effect of Message Sidedness on Brand Attitudes of Luxury Fashion Brands
Regarding Eco-Friendly Activities:
The Moderating Role of Regulatory Focus
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Abstract: This study identified the structural impact relationships, mediated by information reliability and brand authen-
ticity, of different types of environmental messages from the perspective of luxury fashion brands, leading to formation
of brand attitudes. Additionally, the study investigated how the impact of message sidedness on the formation of infor-
mation reliability and brand authenticity varies according to consumers’ regulatory focus tendencies. Data were collected
through online surveys targeting individuals from Generation MZ, utilizing a professional research firm. A total of 300
respondents (150 for one-sided scenarios and 150 for two-sided scenarios) were selected. The collected data were val-
idated using SPSS and AMOS. The following results were obtained. First, message sidedness influenced information reli-
ability and brand authenticity, both of which demonstrated positive effects on brand attitude as mediating factors.
However, message sidedness did not directly affect brand attitude. Second, consumers with both promotion and pre-
vention focus tendencies perceived higher information reliability in two-sided message scenarios, and the perception dif-
ference in information reliability based on message sidedness was more pronounced among consumers with a prevention
focus. Additionally, consumers with a prevention focus did not show a significant difference in brand authenticity between
one- and two-sided message scenarios, while consumers with a promotion focus demonstrated an increase in brand
authenticity in two-sided message scenarios compared to one-sided ones.

Key words: luxury fashion brands(8A12] | A H2 =) message sidedness(F] A1 x| S A4]), information reliability (% 1.

A12)42), brand authenticity(E# = XAA), brand attitude(EHE=

H), regulatory focus(ZE%4)
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AL ot B Mg s Hil=
A shte] H EdlER AaHlRjel|A)
7HL Sl v, gAME] s Baled
g QA &5 277t B Eopial Sl
2 AYF SHAME AREH o= b 9
ZrE A F1 AR ARk AlFael ek Aol FoHA]
3L, ol Hal=o] 844 A &71sdES 2n|ate] of
7He AAshe $23 710l H3L AtH(Cha & Lee, 2020).
#3lo] Ahn and Lee(2017y= Ml Hal=ol 71x]9] U3k
THE 2k T gAE HAss Felo] AolRd 47
g 5o, A faAls dste] A& o8
A8 S St Ahn & Lee, 2017).

oz Pxg BArSol tlekst 213 FEo|r B
SHaL, A, U, *hﬂj_ S 224 gMg i HA=E9

3 4% ¥ 7Hgoodonyou©):= ‘not
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good enough’®Z YERITHSun & Kim, 2020). °o]& A 22

et B, I, =2 7S taske dME] Haleso
18742 2405 oMIE oz &g8 ¥ X 313
—10111 Z37] wzoltt. Avt gAMe] i Hal=oA
e 2 Aret A Wes aue
/‘o"o 337} °Fd oot FMe dEel 598 AL
= T B FAo)7] Wil F71%e7F 24 o2 Wk

AT EgE A avAE A HME] A BREE )
& o) Zedel] Fado] fivke o= Yeharl 9lof(Kapferer,
2015), FAE] A Ha=oxe] 2187 ol tigh o]

ol

b

BRI Blwe} AR FHA FRL FEA e 2]
Q) A7) EAls e,
olelg ool elAl A *HlZPﬂﬂl e 4 Qe

Mzl s BAES] FHR) e e 4
7h 9 amiRe] el weh el _H_aﬂz HEg 75

&
T d= 5%147%1 A ks ofgAl sl wotel &) v
alof & Zolrt. o]2fgt FHollx M2l i HAll=e 319
73 BIE B WAA Y ARGy Aurp AES 9%
Q% AFUANA FHoR, Wrd] ARAGE S 4n)
Aol FeE 1= AR ofe} FolE Foldl 2HRE A5
AlAF & F a7k rk(Han et al, 2006) E3] 71g0] AR
Aol Aeks Hsket] o] wWAA] Hef oar AL ulg-
Sash, Az ow 7Ygd freleh Z%}U&g WA= Ak

HAIZol gt AFEE W 7 ATHYum & Jeong, 2014).
ol PloIM Aun= HAR] SHAFL HAA| o 23 o
JE W8] FE 732 ovlsket, vAA S dds)
of AF tig sAH WETE AAMSks LF] mAA]e} A
Foll gk 3784 W&t #44 &S I Agske Fud
AR o] A5 Gabe eAEet A7AEe] B tide] Ho
Sktk(Shin et al., 2017). B A3AFoA FaL wA)x
B 7R gl LHHS WA WA ¥
§o] TR e WA AR =2 F=E
Asttar sl th(Eisend, 2006). &Y HIAIA] WA & 3ol
gk = oE AT7ES T dRelx Aed W 5400
upe} Adolgt a3t el Sl TS Slof, wiiA =
Aol gdte] #ste] EAlE AdE UL SithPark &
Park, 2020). o]E4‘: uﬂ/\]x] _uq/H a3k ,] H}8EA) O Oktt]x4 uﬂ
AAL] 344 Ang oA s sh=r) net gekA T 9l
o At} 200A0A B% Apgske HAE S1AE AeEb]

fleir AFEdE 283 A Fad uE Zia 3loH
Ly

o= = O
(Beckman et al., 2009), Bl =of tfdt 5792 =S FX|s}
7] $BIM= AHAelA W Ao] T wAA] gl wie- F
L&t SR THGuber, 2007). 53] 21873 253 FHF
Kim(2017y2 &H]z}E0] Z-nHAIY S &84 7EX|4&H]7) of
d a9 o2 A7isiH o] Bl XA st o3
o= Awld g vIZEHA v
A wAR] SEA adel BEE

739l o' {FF 2] WAR7} A=A A At 2|7
I HAE gz oS AN g EAE olE i de
7k ek,

ot AEAARF | w2f wAIA] $L12 AlFRte] 8
Aol sl A5 =rt = shve] A& AR ASAE
o gk oJn] Hho] o] RARITIAL FPHA, 7|9 A W
olsoiFd L5 et wo] AL BAstEe] A5 &
7} 3Tkl SHATHMoon, 2014). ol AER Y2 AR
Aol F5A0 FRAE HAHo| 2HE wEof sth=
HellA JulE 7192 4 JthKim & Park, 2008). ©]&gt
ol A Dﬂ 1 1 S a3 2w w2 a3t )
L}E‘r\/}fﬂ AD} 2ERFE] A AFM =

W2 olfE AHs] fa A

25, Fojx, BHH YR ok Y A 2IE =493}
= T QQlell gk A7t o] FoiA $ith(Bisend, 2013;
Lim, 2011). B3k WAIR] A FAellA 8=e] 7HQ1% 33k
of wg} A5 &3} B xpolv} ER oW, AH|Rte] 2%
A A ot wAA 2 a3 =l §131tH(Kao,
2012). g3 2E2A wAA] Zgolo] AEeAY A
o] & o WAR 9 A5 T} HS Eokditks Heol El
%o} githi(Aaker & Lee, 2001).

oPFellr] B0l 1Eete] AR %Jéfﬂ Qg Wl 3
Al AuRke] A3 Al ek A9

A Agshs el 3 A7 ofF gl Agoltt. web
B aAgoliE gae shd Bse] Qigeld A8 Bl
e wAA 9ol wel AulAbt Aok 3

Wl BAAWTE sefshn, ol Y
= AL AR Stef B
WS ettt ok 1973 59 e Uﬂ SR

Ju AT Bale -4 FAo] nx= o] AH|R}
o 202 499 Wl oA HePAEA Folna T,
ol T3l Mz A Bz e AFPE mAAE A
A o 7Fzs)ok sk 849} HAlE gHEE Zol= AH|A) 9

A3t 3 azo] T A2 WL ©2T 5 UL Rl

=
il
&

o] 4

2. O|EH Hi&

2.1. HIAIX] &0y

MR 7R gk 7 OE 235wl 7188 Ut
o] Hug® IF XW 9|
g A& WA | o)l 7IHES
E Adsl= 284 WAl gis] Al
3le] git} Kim and Boo(2007)°l WEW AH|RE-S 22 v
AAZE ofH FXE A E=e] fJEf FRHoR Q1A=
A7 0|59 FAKC] gEAIH, AzHE tijkEel tiske] A
s & H7tE ¥ 5 dna sty 283 Park and
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Park(2020)> & WAIREl T G380 weEl A5 Z39] o8}
A F88E AUH o]e] M Fgo] A5 gafe} %

o= AZHET st olefg ZHoAA HAIA] g 23

H 77§38 wAIR S5 (message sidedness)°]2hal o}

=4, ol g9 wARIe} ¥ wARE ERECHKao, 2012).
STHo= &

71 49 mARE A7) LEERE ens

& HARE Dok v, YA wARE st SEshs
23} 3 279 Wels We7kx) E3HE mARAE el 9l

THAllen, 1991; Park & Park, 2020). 2|32 YHZ, PHZ
HAIR 7E 7H1e] Aot B HjXe A5 E94E WAIA

w4 w3t 6}951E}(0'Keefe, 1999).
2EF WA P BEs) AYATES AEAFLT)
D FYR ANEE B9k 45 v 4L
IAERE 5o ofmE WAL TS ASHAA e 2
1S 1ol $ith(Kao, 2012). THre] Aol AwlapEe] v
A0 ool %2 4 F7lo e GAle 2 ¥
A A7k AT 5 ek ZWolA Campbell & Kirmani,
2000), Y= WAR| ) vlmws) AR WAR|7} "o} AEH
olg}ar walal Jth(Eisend, 2006). L] ﬁ\_H]X]-—— Gz o
AAE Ba) AF o) B} Bk o 1 A
T IESH 1.—_];]__7_ o] 1\11?;_ 2= oh;],_]_ 0}04 ]‘313]_ oh:lq_;g‘] %—T’_Uﬂ
AR ol = uAeE B 2948 o gol
MEoL—tﬂ 2 9% 6&3}; a1tk oF&# Lim et al(2021)
& z)Rpe] AP A2zl BAglel AEALE F7100 the)

¥ WAt Fulelel o SHH Jge viAGT Sn
Soh(2012)9] AolME FR HAAE Mg JERALS o
W A AL AE S vl A5 &R} A e

G BeiFQth W, JR WA} B9 R A
of MEA Y@ NS 71 S dou), 93jE d5ge
gasle] A vAAS] BTk MEE} Yokl = gleka
3 tHJeon & Kim, 2012). Yun(2011) E3H A wA[X]<
A0l A7} A8} A zho]] FA J3ES njx] dHEA uA
A7t B8 BN 4 ALk Fgict o EE E e o
T AW vAAE Bt srhe 29SS UEpeR
A ASEH] dAYE HolFA] Kl 8

ol st AJolst Ao} A3l Eisend(2013)= YA w4l

2o 3= :Lxgz%, HAA AP 2 7ho] A|lFetozn F3 o]
TS S7THIA dehks 2oz, [nRpt daAE F2
A H7rskaL Agsorrt 2 a3t glvkal sl Foluot
FaH wAATE B A5Ho)] fsiMe wAA A2 7
oF STEI THOE Gk ATt o] FolAof kil Stk
(Yum & Jeong, 2014). o|Hx FHZ WX &} UHZ wA]=]

AT T BopllA AUl A A5
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(Seo et al, 2019), A7|Ho = 7|HS =2
T 43 puRele] A&H BAE FFA U
I THEggers et al, 2013). ©
Tshs $g0A AFEe SE4
&OJQE g8l St 53
5 A REog 8 2 §o = Faae] zﬂ%@i %
E2 WAIA 21Fe] 84S 2 lo a3 AEE
& &Aooz BAET ), Sun(zozl)— AR v«%x}ﬂ
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b o A5 ARdAlelde] A<
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= ol s

2o

=R X 247

o8le] 71je] Bolele] gL At A
o] ZnAelA AFA thsl BASP olshE o] NHEE 7]
$ & 93, olea Kol nA YB3} Fuase] JP

UVJE}E "3]',\/\U‘r(KW0n et al, 2018; Moon, 2014; Yun, 2011).

o] 7 35 SN ARAES AT fAL
AR} fASE H2E ddie JHE B
319 tH(Sun, 2021).
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REEE zavm

2.3. dy
25 7199 A9 rHIES o= wE U
78tal ek Kim et al 2014y si=f3 g5 b7 ol
& Bt nFAEe] JRAS AXFITH AR 8
A& 277 A S ATk B}, BAIRE AHAE
Bl zAe] Edo 171E€ Yslal(Lewis & Bridger,
2000), ZLE°] T Al Ad=e] 7 %"1 Ha= Z}Zﬂﬂ Horke
o]f-Z(Seo & Lee, 2013), &
}\-] Haﬂc x];gxﬂo .TL] 4 =
. 2022). T)o] AH]2=9} A F oA
AAfe] Bz oA Bl

[e}
94E

e
“Hffﬂ

% A4S B 28
Fe aBRIA Hudk ZJolE ZRINY & Yol Bl 71X
£ B3l AF W E1e] 7T F Qlo, FPAPL Bs
el oA w9 & onE ZH=thal 31Tk Henning-Thurau
et al,, 2006). °|F% F1A/de] 7= 2L Z1diskE &4t
E 71 Aggoer 1 Wyt 3 ]017]-1 ﬁll(Beverland

153
H
2005). xpEAl Hale o 7}
e 2R} Bl 7ke) AlZ$ 2 Zé%‘Oﬂ ]9 F3%k
Q9lo] Foj71aL JATHKim et al., 2014).
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W02 W Agola 21784 H7rt ofgA An|e et
717 2 F JAeAE BRAFL JOoH(Beverland et al.,
2010; Park & Jeon, 2015; Park et al.,, 2018), ©]&3F A4
o] EHEA HA =9 JIXE J19E T8% a9lo s Hrht
3 JtKLee & Jeong, 2013). &A%k dHOZ Kong and
Kwon(2021)2 719°] A&7Fsdk A3 &S st
ZRRREo] 2R UYL 1SR AV 71%1e] 7RIS
WA Bk oln] e A YEA 8 4 vk
3Lt o]H % Aol HA=st 7kRl HE3E ofp-2h(aura)E
Zzap] QI8 Folx|RE 1 Qo H|gE] 4, Faske] #
A, 28 A3, 4 9 7P, Ak, 453 59 o
&g EA NEER =] 9lal(Alexander, 2009), X84
o] AHzp ER19] olm|z|e} AMgAFY] & ol FotEe FHE
A AZtell we} WsteEvks A0, 719 I88S 5
3 Anziel AHE A4 JRE BRI, 4] 2 AEef s,
2t =] YR o] HMTIXE Aol T8 AR FIE e
2 ZolY == =Hajof dtta skt (Napoli et al., 2014).

24 B¥E EZ

Mol HEE Fald 54 tidell tigh AR =E=W
T7F FAE sl R tigh A EAQ] WS o]
=4, ole g ddE Ao oy dFo AdHrt
(Sun & Ko, 2016). oo BA= eiz= oA J4E T
A Hri2A, 2R BHEE AYsks 5 7)ed 3t
o] AHR; Age} A5 olallele Fa3 8RlolBkal 3%

(Keller, 1993) ‘?‘%Eq— E%E EH_‘;—_.‘E— j\_]j]x]_ ‘ﬂé‘};‘_, iH]X]‘
FAE, 2HRe] ) ool FFHZ o 3

]
S2E HIsS mjE ST/ olojAe T8T g

o] tigh ojn|Rlo = gekS vlo} FAHETH 3

A NES o] HAE glwd FgEel Je v

23 Liu and Han(2020)2 324 e5ol2S Zgsl] L
o] 11373 l2lo] BAE eiwdl A JFgS mRn, 2
o] 3137 F5g B3 NG T EF AFH el
gk 719l =g SAE 4 Juka Sk 3, Wang

and Yoon(2021)y2 o]2i3t a3r} AAZE 7199 137
5 ATk geke] opg}, 213+ ol thEk Aw|xle]
2|3} Frp BRE gme 93-S il s

(2

25 =H=H

gk 7lQle] TR e S, o, A%l we 54 =
23 AFe] Yehta, o2 <lste] HxIEAS A% A,
, X=Fo] e}t (Higgins, 1998; Higgins, 2002). ©]&{g+
oM zd x4 (regulatory focusy> 7i¢le] 71 =X #3
3 BExE oA SF:AAL sleAE dWste EeE,
9 FGolM S UElie iE $71E st
(Anna et al., 2013; Scholer & Higgins, 2010). &<t =4
FAo|Ee anRke] A FEA s} XA HRrAjE BF
A7se BTl ROE TS EoflA &8EA
$Le(Kim & Ha, 2011), 53] nHAE EofollA au|xte] A
FUA, 3PP, emidstel gk AEE ASe7] 29k vl
oF w9 FosHl Q1AEe] $IthKim & Lee, 2017; Seo
& Park 2020; Wang & Lee 2006; Yang, 2013).

ZAZA Bl AFRES F3E A w25 ARl
F5WAs 2Hske SVAAR FIRET Ax
Ch(Higgins, 2002). Carver et al(2000y2 T2 I, =
7, &, A3 SOl 2L B B3l Hoshe Q) v
o2 A3, f1F 2ol 93] = FEE WHE] Sls)
3)9leiAL A gAske el 23S
T}, Freitas and Higgins(2002)2] AFolx e a2y AGo)
o]5-o] 50| RIZFH Whsle A ZH¢) A5 HM3dke
W g RS Sl Rzte Rkgske 39
g AeS Assrtar st o] % sl BF A W
Fde FRWE EAY 3Fsr] 3 s Aol wek
2EA L, oA ME TE AFEE T RS FEERAS o
WEHOZ M8k Aol HRHIEY F8 W&ot

2EQE AR AFAAE Aol oab A 2l
A R R AR w3 EwRleE HEE
o} ThHSon et al. 2014; Avnet & Higgins, 2006). Kim and
Ryu(2008)2] Aol &d=4 An|Ale H7HAER] Fa7t
o, a2y AHlrke HaTPAER] Fart a3z el
3199tk Cho and Kim(2018)2 32¢1 2Rl sl &
A R R AR SR mEellA Fuf ojed]] 1)
FFE ] o7k ViR A 2 W, S AR1 2l fellA
PR Juc FYRY 4T 247t ool o
v|3A YERSTEE ST Ryu et al. 2006y <l2dS

2H|RFE-S B (compromise) THOHS: TS X5k whd,
YRS TR ARAES RS AT FES AFHeE
|Eate AR, iAA s Ao 958 + de
extreme) TSHS MEehs S BEATRL s 74
o e 2RI 223 TS EATIE Ewol
= A7}t gopdold v wr} SRl H=E FHTTL 5
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31. d7EE & K

AF7HA] wAA] S HE = 3L
oAl o]Ro|A grow, Far %E deoﬂ gk A= &
X B A7t o]Fo1A Sith(Han et al, 2006). A
of M= YA AR R AIEE =ol HAA
of thgh F8H AN AN TAL S TH(Golden &
Alpert 1987; Yun, 2011). 53] 4 wAXE F @S
o uutake)ol] BAIgle] YHF HAR|HLE A% gl
o8 ZAQl Ao et A Fa WAR o] =EE
2HIRE GE HAA B 332l o3l Eokxl Al e
Z 12 &4 (primary attributes FIAIX] o] =ZFE A|Fol it
T8 40l il ¥ 3789402 71zt sisitk(Pechmann,
1992). W Al g|ske] £ Hdk(negativity bias) o]0l
mEW, YRk o " RS A o] FAA HAR| e} A HA|
A& &3 A9 AlEES FAAQA U8 o HSE T
7Agko] vl s th(Fiske & Taylor, 1991). o]}
#H3F Lee and Kwon(2014)2 < wA|R]7} AU =&

4o o_,>;

_a_%:

/gw_:‘g 71_;1‘_ Zifi 0}1,]111 A]g]‘:o] ﬂ/\l-o] 3k} Bl g
T 9 ) oo FHA JFL vHE AL ol %

230!

t}. Eisend(2006) A AR D FH HAX] 7} =
Blzol] M G AH R Al mR= ol 1)

& oFslA zZhg-stly Fstal 12™, Bohner et al.(2003)

EG AR 59 el A4 Aol gAY E2le] &
W wAAe] Tk weh $gRo R Agek Ao nlt,

o8 ol HlAX Erke RE AReld And Asg 1}
A ghor), WAA B4 % 487 Wlel olal JaRe

=T} 3 Campbell and Kirmani(2000)y2 A% 240l w2}
A 21E ol&ete] AEPNE MAWste FFolx A5 FA9
A% E717F s SesH e 7 Ukl stk B A
TFoXe giEoR w2 HaE X5 Ve gXe Bal

=9] 7%, 287 A&rFsA WAAZE PR AR P45
%e W wrk HHel BAE e & U Ao B
Z0go] mhE A AP HAS 194 ols B

W 1, 71 28 Alksih

« )4 1 gAda] g Halso] 2sE B0 mjst mAlR]
=pl5o] AR vs. DEAAIR)E Gz
e =0 JEE vjE Aot

gija] o] Hel=o) gty g fjgt )
AlR]vs. BHATIAIR) = B e {g5o) 0] ¥
gk nlE oo

o« 74 2.

tol7h dadrelA A2de AlEel o
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H|zEe] el B & IS PIXITiAL SH AL (Lafferty, 2007),
21Z) o] Fare] et ARzt Elme] 384 dIS vRite
AL AZ3te] YrH(Chih-Chung et al., 2012). 53] FHoj
gk A=ge] AlFe] AAA Bz B XA ez 17@?*
3 ERATIA BF313 Am|Rte] A7k AR i =
T AR ZEFlo] -’dolEl‘}iE}
(Walten & Wiedmann, 2022). TJS°] HAJR] =
AAsS WAA] 2FEE = AFAE THE0 9
ulHok STk &1L (Kwak, 2006), FH2 Fm|A)x]e] &
2 Q% B 2l sle WAA Bzd= SA FEs
HZIThAL SiGATh ol YHHAIR] ] H|] FHH AR 7}
= HEy FufelEe] Bk 384 S dAtete olRE,
HAIR] =% o]Fo] ZHEE FEe] g Aol 34
A1 FEE X7 el BTt

obge] Halzo) oigh Ayl Hxs Hille FAHERT
= o]y 2EAQ ou|E JHe olf=, zkd 144
o] AR HAE HEd 9F VLIS Bshs A
o] Has|x2 UrkKim et al, 2014). o]o] B-e YA
A ABA7Y A sRs BAle 1A-AL Balee] FA A E
T Ao FFE Uehlle addde] 8 EolgithHwang &

Park, 2017). 53] ARAZ g 54 A7t D BAE 7

2ol #3H Lee and Jeong(2013)2] Aol Aav|RE°] 54
AR il IS Azshd Hals Q1A SAE, e
o} 72 BT Akl A s vepitke 2E A5

= AR
32, ol#gt Bale 1AL An|xle] Hal=d) tidk 524 H)
T5 vtesd o] uig- 9n)rt dthal SFthLee & Min,
2016). TEo] X7kl AHro] zlaAds) Alg)Ado] Anz}t B
A G Rt %5 (Moon,

2014), X|Ztel= FHL Ao LHRIRE Slodg T84 B
A H=E 3=t sUis 9E sk K ok(Shin &
Park, 2014). ©]

e ulgoR B Apde Pz Base)
A4 B U WA 205 B Aw A4, Ba
E 244 9 HAE HE ko) 931 BAE wetela, o

S 28 71 3, 7Hd 42 AAFI
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Fig. 1. Research model.
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Table 1. Confirmatory factor analysis

Factor Items StandardlZ.ed Cronbach's AVE® CR®
factor loading o
- The reliability of message information .833 -
. . Eﬁil ((;I:ég;ee to which message information is transparently 810 12.976
nlormation . , . 877 641 627
reliability - The degree of expertise conveyed by the message information 780 10.447
-The. degree to.vxfh.ich message information enhances trust in 778 7439
social responsibility
- The degree of sincerity and consistency of Luxeco brand 357
regarding environmental friendliness ’
-The degree to which Luxeco brand's products possess 341 10671
environmentally friendly attributes ’ ’
Brand. Y Y 907 709 683
authenticity - The degree to which Luxeco brand's eco-friendly activities 836 7709
enhance the potential for environmental improvement. ' '
- The degree to which Luxeco brand genuinely makes efforts
. L .835 7.509
for eco-friendly activities.
- The degree to which you would continue to prefer Luxeco 399
brand. '
Brand - The degree to which you developed a liking for Luxeco brand. .886 7.849 034 281 174
attitude - The degree to which your interest in Luxeco brand has ' ’ '
. .883 5.356
increased
- The degree to which you find Luxeco brand appealing. .877 5.263
- The degree to which one thinks about how to achieve hopes 288
and aspirations ’
Promotion . . .
Foous The degree to which one thinks about how to achieve set 885 6.008 879 709 657
goals
- The degree to which one imagines desired positive outcomes 746 5.722
- The degree to which one thinks that preventing failure is more 827
important than achieving success ’
P i - Thy hich 1 her th:
revention 'e degree to which one acts to prevent losses rather than to 208 6482 854 661 638
Focus gain benefits
- The d.egree. to which one thinks about ways to prevent 804 5345
potential failures
a: Average Variance Extracted, b: Composite Reliability
5 ERISIY. U oF AVE 3t 500 ool HSEFA Table 2. Discriminant validity
<zt Aetar, 7F Mg AVEEHFEEE) wol W Factor Information Brand Brand
= 7vo] ABASG AT PR 2 v eSS 3udk A reliability  authenticity attitude
oz Akt 4= QIATHForell & Larcer, 1981). £ 217o]A Information reliability .698°
A BE HEE )3 B3l A2 el 2 3 g Brand authenticity 139° .562
S R Ao FgelErh(Table 2). Brand attitude .148 222 584
a: Average Variance Extracted (AVE) for constructs are displayed on
the diagonal.
=0 X Al2IMTF HejlE X|HAM JHEjE
44. AR £240| H2 d2idnt SHE ZFd, S8 b: Numbers below diagonal are squared correlation estimates of two
Ef=0ll O|xl= ésk variables.
shof T

A2 2d Z4E flat] Aoy 48
ARy BAS AASAT B HFE(S=94.83, df=32,
p=.000, GFI=.905, CFI=.934, RMSEA = .074)= +& 75
g FEo® Yeiith Yot A7RdEe] AR frel el g
Ao} 7Mde v} Zth(Fig. 2, Table 3). WAIX] WAL

A BEFES ATy = 264), HHE 2170l
PR 2y = 290022 veht 7HE 13t 7t

= Q) EI AR AFAPL HAlE g
)%k JIFS H|X|e A(y=.605C% UEton, HAle R
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Message
Sideness Brand
(one-sided vs Attitude
two-sided)
.290%** 618 ***
Authenticity #4pe 001
Fig. 2. Relationship structure between message sidedness, Information reliability, Brand authenticity, and Brand attitude.
Table 3. Path validation of structural mode
Hypothesis Pathway SPC* SE t
H1 Message sidedness(Double) -> Information reliability 264 .056 4.728%**
H2 Message sidedness(Double) -> Brand authenticity 290 .055 5.231%**
H3 Information reliability -> Brand attitude .605 .046 13.107***
H4 Brand authenticity -> Brand attitude 618 .046 13.562%**
***p<.001, a: Standardized path coefficient, b: Standard Error
A4S BT Eo] A P2 HHE A(y=.618°0F Table S. Total effect validation
Ueh} 71 3, 7HE 4= 25 AR FHSAh Pathway Total effect
Message sidedness — Information reliability — Brand 0.437%*
45 WHRY B S5t 24 attitude
B A 7P 3, 7H 49] miplir e AES 9ske] Ay Message sidedness — Brand authenticity — Brand 0432%
wdst WA ERAelN BAls HER ske 4 42E 3 atitude
e P ARYS viwsidch. MAA SRR Has P05, p<ol
B ks A9 A4=7h 71zsel, WAK) Swie] HAE b
T(t=-.180, p=.153)0ll= Fol TS vIAA B2 Ao g vAAE AFS Afjslr] 17 Aoz 7 A7IA
R, i R R k] FholAlE A (chi- o gMe] Halsrt Algshe iJJé AF 543 34 o
squared testys TS A= Folgh zfolrt ERlEA °L°]' g g AR g3l AR ST F ok
(Table 4), AHAZ7 F7He 2do] APARE I&3HA] 2
< Rdnn eesittal e 247} gle o= UrEP"E‘r 4.6. HIAIX] SoiMofl e =ExH Mike| =H ot HE
webA] AR SHAo] BAlE Bl nXs Edhs R HIAIA] SHdo] AR Al s BAlle g miXe
pd® At e Folli 2-2H AP 24 2FE HAS] flak oldi
F7H R AR AR Hals 84 wiAER 7 254 AREAE AAEITE olE flEl WA U, 2ER, &
o] A7) Hla-RAe A, WAIA] FHAo] AE AEAEE W 2R SRS TS R AR Hile
U2 BEHE gz nXe FEde 4372 JEeRdth T3 89E TEHUFTE sl o] LEAREA (two-way ANOVAYS
HAA] o] BAe IS milEZ B gz vlX| T x4 AAEITHTable 6).
= FAIe= 4322 Yt ool F wirdeE S 5 A RA, R A=Al thell WA S 2d xR T
It MR FARE 2712 25 G 595 7S 9sitt 248 EI7F FoJsiAl UERATHE = 19.102, p=.002). A% L.
(Table 5). ©]&13t A= 70| (attribution theory)] ZTHol] 2 AVEE, R 4] LHIRES T HAR] Aee
A EE, 2PRES gMe i HEe] 318 dEel o oF FA AR ARl s AR MRS =4 Ak
Table 4. Mediation model validation
Hypothesis r df p-value GFI* CFI° RMSEA®
Partial mediation model 89.91 36 .000*** 928 942 077
Full mediation model 91.24 43 .000*** 943 968 074

Ay2 difference test

A/AAE=2.7/2 (p>.05)

***p<.001, a: Goodness of Fit Index, b: Comparative Fit Index, c:

Root Mean Square Error of Approximation
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Table 6. Two-way ANOVA of message sidedness and regulatory focus

Dependent

variables Mean square SD F p-value
Information Message sidedness 25.143 5.014 27.359 000%%**
Reliability Message sidedness x Regulatory focus 17.039 4.128 19.102 .002*
Brand Message sidedness 11.386 3.374 12.243 .001*
Authenticity Message sidedness x Regulatory focus 20.862 4.569 22.353 046%*
*p <.05, *¥¥p<.01, ***p<.001
Information reliability Brand authenticity
5.0 487 5.0
17)
44 435 44
................ (:33)
416 e
(39)*
38 38 :
345 —— Prevention focus (:22) —— Promotion focus
2% e Promotion focus Prevention focus
32 32

Single message Double message

Fig. 3. Interaction effects of message sidedness and regulatory focus on
information reliability.
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brand authenticity.

ARl wje} A AT DA 140 BE ek 2

o=y,

5. d&

b=}

X2

—

Tolde 2187 BE 4 T Belse] 2w

3 olals B, AnlaSo] 2] T Helse] 3
ol g WAA JRE oA WwolSeleAel] v
£a) Gre) A BAEe] 137 wiAA ] e
olsh EAYE ATA Stk TE Y HAE

Rl

L

FE HAA] Zeohs A3 =3 UJERGTHSun & Kim, 2020).
a2 Ao 2137 WAx)e SEAlo] Bals 17
3=} ezl 37g2%l
Mg A Bll=rt 2187 58 Fh
3, o]2 B Anjzte] HAl= I
A AARHE GEo] o]t A o|F7R] F2 Fa B
off|A] o]Fofxl WAIA] Eafol] gt AFE A RolE
%] 3

=l

o thek 2HAFES] Q147 Bl olal|s

-



2 el SRR AXEL olslsl Pk A,
AE 71E AP Yol Au 2z v A4
e A6 1eE B HE 28e Aty S5 o
N7 ZRa Evke AReks ol Qo 44 EXE weke
20 424 WMol TEE B8 HAA SR tg Ad
7 Az Hpde skt s ol S @M 9
A BREE 287 AEgue] tid WARE AT H A
3 5 Q= AT A, Helse) APNS ke 2
5 EIAAC B, Yol aulAe] &7 7ixBe ¥
4 9 wdsled WARE tRRIsor & Aol B4, & o
SR LEE

A AFE 7HIE] 5 A8 AlEFS Sllchks
=R

r
o
=

el 137 SRz 3y Aggo =z Mg I
A" Aol o]24 e =88 & F IS Aolt) 0|2
53 YA A Blse A Fat vHE Sl
AARl SHS Zkxshe WAIXE E835te] Hill= A1F]
|

a0 e

©
Iv)
2
)
re Iz
e e
-
o
>
rr
n@
P

o m

AfruAlel A FRAZE Aol oA AHgskeA] AR
AUtk o5 3] E dAFelMe AR AEAEH Bls 2G4
= &R} QIR Whgo® AQkskaL, ofof Rk v WA e}

P wAA] St 2R Al met olm @ Aol 1}
ERREAE Avingithe FolH AAShe ubt diek Hgol

a|Are] ARG EHEE)N wet viaA] S &t Fol
gehd S Ao EA v S ade] vFAYSEE ol
starat sidlet. olE Fal HME] i Hill=s avRe] X
A2 QTS deteta ol st AFUAeld ks
FHsorstH, wAA] FHde] &7t olH g AHAF Al
upe} oA EEAEA aEEte] a5 A WA
dsliof dt} 53] 2 B2l ke iQl 54 #AskaL
aE°] IRt 5ol e vAAE HRRIskL Hggho R
Ao aHRe] vkt FolE FT S Aol A, B

Aol e FUAANAZE JRARES STMITE SFHRH

2 = 5] o Al vekiit.
olZ B3 HMel M BASE AW AE B el

Esielss )
olFd Hill= JAYAES A4l Hl=o] thel 2784 e
S YL 7 J=F =gdljof In. 53] FH mAA T F
A AHe HAE ges AsfshA] #s e $940l ¥
< S dHske Aol Hasir) ek HAE] axEe]
78 Al FEET AF TR U SeAsE anlAkE

Hyo] Bels gl iRz Gt vk 2HEFC] FERe FHeE 261

o] Wol, olo] 187 TN 45T g S4By ¥
A8 A A8 289 5 9 o= vk

Holrk & ¢d7e] ghi 2 Gl AT e olsis) 3
oA, B AT MZAGE PO WA Zuy e

o 5348 AFoAeIL =HPAY, FF AE v
o] QITEATH S Waslate] WAA Zwge] Eaof
e nAEA A5 Bavt o BA. 2 Aol
87 2lsh AL Fol e =4 A b A
o k. et 35 Arle o
3% el e WAA) Ak Ak A8E
s 2
Z]“_

o rfr 2 &
g
of

%

>
B
AN
g
o,
o
o
ol\

%
™
>

AR, dete] AdAAE 224
=

AT FAAAR] SRS 8ot siXske AT S

=
o -t

1o 30 4o 30 o2 o

o
2
Ty
=
>
N,
lo,
ox,
s
off
o
v}
2
=,
>,
X,
s
i)
d
i
=)
€

2
QL
N
do
:0.1:,
ox
5
(o}
o
N
N
of
HF
>
i)
o
4
N
Y
o
B
v
ot

=
3T
Q7g7go] wAIA] AAe] FrFgoE Q1% AUAES
[

o ro i
[
= o

N, e
AN 2
i

5

N

12

koll

|

i

o

i

>
e
-z
o

fz

N

B
i

el

to @ 4y 2
Ip
2
E e
Ho
I
0
4 4
3% o
nr <
o
S %

838l Aate] AL =ole H 7]

References

Aaker, J. L., & Lee, A. Y. (2001). “I” seek pleasures and “we” avoid
pains: the role of self-regulatory goals in information processing
and persuasion. Journal of Consumer Research, 28(1), 33-49. doi:
10.1086/321946

Alexander, N. (2009). Brand authentication: creating and maintaining
brand auras. European Journal of Marketing, 43(3/4), 551-562.
doi:10.1108/03090560910935578

Allen, M. (1991). Meta-analysis comparing the persuasiveness of one-
sided and two-sided messages. Western Journal of Speech
Communication, 55(4), 390-404. doi:10.1080/10570319109374395

An, W. S., & Heo, C. M. (2016). Effects of sport corporate’s eco-
friendly activity and corporate image, brand image on brand
attitude. The Korean Journal of Physical Education, 55(6), 393-
404.

Ahn, K. H. & Lee, J. H. (2017). The influence of star brand image
consumer self congruence and star attributes on love for star brand
and consumer happiness-Based on sports star brand. Advertisement
Studies, 28(1), 151-175.

Anna, S., Christine, G, & Lioba, W. (2013). Growth or security?
regulatory focus determines work priorities. Management Research
Review, 36(2), 173-182. doi:10.1108/01409171311292261

Avnet, T., & Higgins, E. T. (2006). How regulatory fit affects value in
consumer choices and opinions. Journal of Marketing Research,
43(1), 1-10. doi:10.1509/jmkr.43.1.1



262 BO) 7Y SR K] A26H A3E, 20244

Beckman, T., Colwell, A., & Cunningham, P. H. (2009). The emergence of
corporate social responsibility in Chile: the importance of
authenticity and social network. Journal of Business Ethics, 86(2),
191-206. doi:10.1007/s10551-009-0190-1

Beverland, M. B. (2005). Crafting brand authenticity: the case of
luxury wines. Journal of Management Studies, 42(5), 1003-1029.
doi:10.1111/.1467-6486.2005.00530.x

Beverland, M. B., Farrelly, F., & Quester, P. G. (2010). Authentic
subcultural membership: Antecedents and consequences of
authenticating acts and authoritative performances. Psychology
and Marketing, 27(7), 698-716. doi:10.1002/mar.20352

Bohner, G, Einwiller, S., Erb, H. P., & Siebler, F. (2003). When small
means comfortable: relations between product attributes in two-
sided advertising,” Journal of Consumer Psychology, 13(4), 454—
463. doi:10.1207/S15327663JCP1304 12

Campbell, C. M., & Kirmani, A. (2000). Consumers' use of persuasion
knowledge: the effects of accessibility and cognitive capacity on
perceptions of an influence agent. Journal of Consumer Research,
.27, 69-83. doi:10.1086/314309

Carver, S. C., Sutton, S. K., & Scheier, M. F. (2000). Action, emotion,
and personality: emerging conceptual integration. Personality and
Social Psychology Bulletin, 26(6), 741-751. doi:10.1177/014616
7200268008

Cha, M. K,. & Lee, C. L. (2020). What is important when companies
say they are all ethical: the joint effect of CSR campaign type and
brand reputation on purchase intention of eco-friendly product.
Korean Jouwrnal of Marketing, 35(3), 25-46. doi:10.15830/kjm.2020.
35.3.25

Chih-Chung, C., Chang, C., & Lin, L. W. C. (2012). The effect of
advertisement frequency on the advertisement attitude-the
controlled effects of brand image and spokesperson’s credibility.
Procedia-Social and Behavioral Sciences, 57, 352-359. doi:10.1016/
j-sbspro.2012.09.1197

Cho. Y., & Kim, S. B. (2018). Effects of directionality and type of
online e-WOM on purchase intention and moderating role of
regulatory focus. Asia-pacific Journal of Multimedia Services
Convergent with Art, Humanities, and Sociology, 18(1), 121-131.
doi:10.35873/ajmahs.2018.8.1.012

Choi, B. Y. (2020). The effects of product service system reflecting
creating shared value strategy on brand attitude of consumers-
focusing on the using of message types in information design.
Journal of Brand Design Association of Korea. 18(2), 185-194.
doi:10.18852/bdak.2020.18.2.185

Eisend, M. (2006). Two-sided advertising: a meta-analysis. /nternational
Journal of Research in Marketing, 23(2), 187-198. doi:10.1016/
j-ijresmar.2005.11.001

Eisend, M. (2013). The moderating influence of involvement on
two?sided advertising effects. Psychology & Marketing, 30(7),
566-575. doi:10.1002/mar.20628

Eggers, F., O’Dwyer, M., Kraus, S. Vallaster, C., Guldenberg, S.
(2013). The impact of brand authenticity on brand trust and SME
growth: a CEO perspective. Journal of World Business, 48(3),
340-348. doi:10.1016/j.jwb.2012.07.018

Fiske, S. X., & Taylor, S. E. (1991). Social cognition(2nd ed.). New
York: McGraw-Hill.

Fornell, C., & Larcker, D. F. (1981). Evaluating structural equation
models with unobservable variables and measurement error. Journal of

Marketing Research, 18(1), 39-50. doi:10.2307/3151312

Freitas, A. L., & Higgins, E. T. (2002). Enjoying goal-directed action:
the role of regulatory fit. Psychological Science, 13(1), 1-6.
doi:10.1111/1467-9280.00401

Guber, P. (2007). The four truths of the storyteller. Harvard Business
Review, 85(12), 52-59.

Golden, L. L., & Alpert, M. 1. (1987). Comparative analysis of the
relative effectiveness of one-sided and two-sided communication
for contrast products. Journal of Advertising, 16(1), 18-25. doi:10.
1080/00913367.1987.10673056

Han, S. L., Hong, S. T., & Sung, H. S. (2006). A study on the moderate
role of prior attitude in the effects of message sidedness and
framing. Journal of Consumption Culture, 9(1), 1-21.

Henning-Thurau, T., Groth, M., Paul, M. & Gremler, D. D. (2006). Are
all Smile created equal? how emotional contagion and emotional
labor affect service relationships. Journal of Marketing, 70, 58-73.
doi:10.1509/jmkg.70.3.058

Higgins, E. T. (1998). Promotion and prevention: regulatory focus as
a motivational principle. Advances in Experimental Social
Psychology, 30, 1-46. doi:10.1016/S0065-2601(08)60381-0

Higgins, E. T. (2002). How self-regulation creates distinct values: the
case of promotion and prevention decision making. Journal of
Consumer Psychology, 12(3), 177-191. doi:10.1207/S15327663
JCP1203_01

Hwang, H. J., & Park, S. Y. (2017). When do consumers perceive
green authenticity? focusing on the mediating effects of perceived
green authenticity. Journal of New Industry and Business, 35(2),
73-103. doi:10.30753/emr.2017.35.2.004

Hur, W. M., Yoo, J., & Chung, T. L. (2012). The consumption values
and consumer innovativeness on convergence products. Industrial
Management & Data Systems, 112(5), 688-706. doi:10.1108/
02635571211232271

Hur, K. S., & Choi. S. R. (2014). Effects of Korean franchise bakery's
corporate social responsibility(CSR) authenticity on brand trust
and brand loyalty. Journal of Foodservice Management, 17(6), 7-28.

Jeon, S. R., & Kim, K. H. (2012). The Influence of two-sidled WOM
on consumers’ brand attitudes in an online context. Korean
Journal of Marketing, 27(2), 45-66.

Kao, D. T. (2012). Exploring the effect of regulatory focus on ad
attitudes: the moderating roles of message sidedness and argument
quality. International Journal of Psychology, 47(2), 142-153.
doi:10.1080/00207594.2011.628672

Kang, N. Y., & Yoon, H. H. (2014). The effect of message sideness of
restaurant online reviews on trust of information and intention to
visit : focused on difference in regulatory focus. Korean Journal
of Hospitality and Tourism, 23(4), 1-22.

Kapferer, J. N. (2015). Kapferer on luxury: how luxury brands can
grow yet remain rare. Kogan Page Ltd., London.

Keller, K. L. (1993). Conceptualizing, measuring, and managing
customer-based brand equity. Journal of marketing, 57, 1-22. doi:10.
1177/002224299305700101

Kim, D. H. (2017). Effects to credibility and purchase opinion of green
goods by people’s taking environmental information’s of green
washing. Korean Journal of Environmental Education, 30(4), 378-
393. doi:10.17965/kjee.2017.30.4.378

Kim, J. H., & Boo. S. H. (2007). The effect of scarcity message on
purchasing intention in message framing of advertising. The



gz AHRAES] A5y el e v Svige] HAE Bl mAs §F ol FHEHY T

Korean Journal of Consumer and Advertising Psychology, 8(2),
183-203. doi: 10.21074/kjlcap.2007.8.2.183

Kim, G, & Yang, Y. (2015). The influence of regulatory focus, self-
regulation, and affect on impulsive buying intention. Korean
Journal of Consumer and Advertising Psychology, 16(3), 45-475.
doi:10.21074/kjlcap.2015.16.3.455

Kim, K. H., & Lee, H. Y. (2017). Personality impact on adoption of
mobile convenient payments according to the regulatory focus.
Knowledge Management Research, 18(4), 213-235.

Kim, S. H., Park, H. J., & Lee. E. Y. (2014). Brand attributes related
to the perceived brand authenticity. The Journal of the Korea
Contents Association, 14(11), 398-410. doi/10.5392/JKCA.2014.14.
11.398

Kim, Y. A, & Park, H. S. (2008). Different persuasion effects
according to message types, why and how?: an application of the
persuasion knowledge model. Korean Journal of Journalism and
Communication Studies, 52(5), 130-159. doi:/10.20879/kjjcs.2020.
64.2.001

Kim. Y. D., & Ha. Y. W. (2011). The influence of regulatory focus and
the configuration of return-risk information on consumer choice of
financial investment products. Journal of Consumer Studies,
22(4), 103-134. doi:10.17961/jdmr.20.6.201712.21

Kim. K. M., & Ryu, G S. (2008). Regulatory focus and tensile price
claims. Korean Journal of Marketing, 2(4), 197-217.

Kong, H. Y., & Kwon, S. D. (2021). A study on perception and
emotion of virtual influencers: focusing on comparative studies of
inductive text mining analysis and deductive research model-
based prior research. Management & Information Systems Review,
41(4), 49-71. doi:10.29214/damis.2022.41.4.004

Kwak. H. S., Park, J. A., & Lee, H. H. (2022). How do consumers’
perceptions of brands change? - Investigating a fashion brand’s
green marketing, authenticity, and purchase intention in the
context of greenwashing. The Research Journal of the Costume
Culture, 30(2), 180-207. doi:10.29049/rjcc.2022.30.2.189

Kwak. J. S. (2006). Self-disclosure effect of furtive brand on the
evaluation of corporate brand and purchase intention. Journal of
Consumption Culture, 9(1), 103-122.

Kwon, L. Y., Choo, H. J., & Lee, M. A. (2018). Effects of message
sidedness of fashion salespersons on consumer behavior: focusing
on the mediating effects of salespersons' trust and cognitive effort.
Journal of the Korean Society of Clothing and Textiles, 42(1), 88-
103. doi:10.5850/JKSCT.2018.42.1.88

Lafferty, B. A. (2007). The relevance of fit in a cause—brand alliance
when consumers evaluate corporate credibility. Journal of
Business Research, 60(5), 447-453. doi:/10.1016/j.jbusres.2006.
09.030

Lee, K. T., & Kwon, M. O. (2014). The influence of one or two-sided
eWOM on attitude toward brand and message. Journal of
Marketing Studies, 22(4), 63-83.

Lee, K. Y, & Jeong, S. H. (2013). Effect of Facebook users’
perception of authenticity on brand equity: with emphasis on the
role of brand identification and customer-brand relationship as
intermediating variables. Korean Journal of Communication
Studies, 21(3), 29-57. doi:10.7233/jksc.2019.69.7.109

Lee, S. A., & Min, D. W.(2016). The effect of brand authenticity on
WOM and purchase intention: mediating role of effort saving and
brand trust. Korean management review, 45(4), 1279-1307.

SHCE 263

mlo

doi:10.17287/kmr.2016.45.4.1279

Lee, Y. C., & An. S. H.(2017). The effects of consumption values of
an eco-friendly restaurant on customer satisfaction, brand trust,
brand attitude. International Journal of Tourism and Hospitality
Research, 31(9), 169-183. doi:10.6115/fer.2020.013

Lewis, D., & Bridger, D. (2000). Soul of the new consumer:
authenticity -what we buy and why in the new economy. London:
Nicholas Brealey Publishing.

Lim, D. (2011). Effect of involvement and message sidedness on
persuasion. Journal of Communication Science, 11(3), 238-260.

Lim, S. W., Hwang, S. J., & Han S. 1.(2021). The effect of influencer
information source, message sidedness, consumer regulatory focus
on E-WOM intentions about the cosmetics advertisements of
Instagram. Journal of Fashion Business, 25(5), 149-162. doi:10.
12940/j16.2021.25.5.149

Liu, X. H., & Han, J. S.(2020). A study on the effect of hotel
customers' environmental perception on behavioral intention:
Focused on rational behavior theory. Korean Journal of Hospitality
and Tourism, 29(6), 1-16.

Moon, I. K., & Jeong, J. S. (2023). Impact of perceived differentiation
of brand authenticity on purchase intention: focused on the
moderating effect and the moderated mediation effect of MZ
orientation. Journal of Consumer Studies, 34(1), 89-112. doi:10.
35736/JCS.34.1.5

Moon, J. H. (2014). Effects of direction of online reviews on
information reliability and product attitude: base on the
moderating role of shopping experience and product type.
Management & Infor mation Systems Review, 33(4), 49-62. doi:10.
29214/damis.2014.33.4.004

Moon, J. H. (2011). The sidedness effects of advertising message:
moderating effect of self-construal and product type. The Journal
of the Korea Contents Association, 11(12), 413-422. doi:10.5392/
JKCA2011.11.12.413

Napoli, J., Dickinson, S. J., Beverland, M. B., & Farrelly, F. (2014).
Measuring consumer-based brand authenticity. Journal of Business
Research, 67(6), 1090-1098. doi:10.1016/j.jbusres.2013.06.001

O'Keefe, D. J. (1999). How to handle opposing arguments in
persuasive messages: a meta-analytic review of the effects of one-
sided and two-sided messages. Communication Yearbook 22.

Park, J. H., & Jeon, H. M. (2015). Influences of authenticity of
corporate philanthropy in food service firms on perception,
attitude about firm, and trust on product from consumer. Journal
of Foodservice Management, 18(5), 271-291.

Park, J. H., & Park, S. S.(2020). Meta-analysis of the persuasive effects
of message sidedness. Korean Language Education, 170, 161-201.
doi:10.29401/KLE.170.5

Park, S. M., Jang, S. A., & LEE, S. B. (2018). The influence of
creating shared value activities of food service corporations on
corporate image, corporate credibility, consumer attitude and
purchasing Intention. Journal of Foodservice Management, 21,
53-75.

Pham, M. T., & Avnet, T. (2004). Ideals and oughts and the reliance
on affect versus substance in persuasion. Journal of Consumer
Research, 30(4), 503-518. doi:10.1086/380285

Pechmann, C. (1992). predicting when two-sided ads will be more
effective than one-sided ads: the role of correlational and
correspondent inferences. Journal of Marketing Research, 24,



264 BO) 7MY SRR A26H A3E, 20244

441-453. doi:10.2307/3172710

Pocketsurvey(2023). Luxury consumption trend report. Pocketsurvey
from https:/home.pocketsurvey.co.krr/™d F-AH]-ER =2 X E/

Ryu, G S., Kwon. S. W., & Park. J. C. (2006). The effect of regulatory
focus on the choice of a compromise option. Korean Journal of
Marketing, 21(4), 49-66.

Scholer, A. A., & Higgins, E. T. (2010). Regulatory focus in a
demanding world. Handbook of personality and self’regulation,
291-314. doi:10.1002/9781444318111.ch13

Shin, J. K., Oh, M. O., & Hong, J. H. (2017). A study on the interaction
effects of message sidedness, rewarded recommendation, regulatory
focus, and involvement level on e-WOM effect. Korean Business
Education Review. 32(3), 169-191. doi:10.23839/kabe.2017.32.3.169

Shin, J. K., & Park, M. S. (2014). The effect of status, truth of
messages, involvement on loyalty when customer experience
demotion in retail loyalty program. Journal of Digital Convergence,
12(3), 89-94. doi:10.14400/JDC.2014.12.3.89

Seo, S., & Lee, Y. (2013). Quantitative research for investigating
internal structure and the influence on brand attachment,
commitment, loyalty of fashion brand authenticity. Journal of the
Korean Society of Costume, 63(7), 148-163. doi:10.7233/jksc.2013.
63.7.148

Seo, B. H., & Park, D. H.(2020). Motivation of emoticon usage in
online messenger service: focusing on regulatory focus. Knowledge
Management Research, 21(2), 101-118. doi:10.34183/KCSMA.21.3.4

Seo, B. J., Ku, X. H., & Kim, S. H.(2019). The effect of value co-
creation activities among service participants on perceived service
quality, trust, and compliance: the case of healthcare services. The
Academy of Customer Satisfaction Management, 21(3), 69-90.
doi:10.34183/KCSMA.21.3.4

Soh, H. J. (2012). Examining the effects of message sidedness and
rewarded consumer referral in the context of blog product reviews.
Journal of Practical Research in Advertising and Public Relations,
5(2), 112-143.

Son, J. M., Leem J. S., Kim, Y. C., & Kim, D. H.(2014). Effects of the
fit between psychological distance and emotion for online word-
of-mouth on shift of preference and recommendation intention.
Korean Journal of Marketing, 29(4), 45-67.

Sun, M. J., & Kim, J. S. (2020). A study on the consumer's view point
on luxury brand and eco-friendly: focused on generation Z’s
attitude toward luxury fashion brands. Journal of Brand Design
Association of Korea, 18(2), 123-135. doi:10.5762/KAIS.2012.13.
4.1574

Sun, J. H. (2021). The determinants and consequences of brand
information credibility on social media. Journal of Brand Design
Association of Korea, 19(3), 225-234. doi:10.18852/bdak.2021.
19.3.225

Sun, Y., & Ko, E. J. (2016). Influence of sustainable marketing
activities on customer equity. Taylor & Francis Journals, 26(3),
270-283. doi:10.1080/21639159.2016.1174537

Walten, L., & Wiedmann, K. P. (2022). How product information and
source credibility affect consumer attitudes and intentions towards
innovative food products. Journal of Marketing Communications,
1-17. doi:10.1080/13527266.2022.2061033

Wang, J., & Lee, A. Y. (2006). The role of regulatory focus in
preference construction. Journal of Marketing Research, 43, 28-
38. doi:10.1509/jmkr.43.1.28

Wang, S. R. & Yoon, T. H. (2021). Examining the impact of coffee
shop Brand’s green practices on brand attitude, corporate image,
brand attachment and behavioral intentions. Northeast Asia
Tourism Research, 17(4), 231-251.

Wang, X. W., Cao, Y. M., & Park, C. (2019). The relationships among
community experience, community commitment, brand attitude,
and purchase intention in social media. International Journal of
Information Management, 49, 475-488. doi:10.1016/j.ijinfomgt.
2019.07.018

Winston, A. (2016). Luxury brands can no longer ignore sustainability,
Harvard Business Review. Sustainable Business Practices. from
https://hbr.org/2016/02/luxury-brands-can-no-longer-ignore-
sustainability

Yang, M. (2013). A Study of the relationship between attitude toward
PPL and audience personality. Journal of Media Economics &
Culture, 11(3), 7-45.

Yum, J. Y., & Jeong, S. H. (2014). Effectiveness of source and message
sidedness on corporate advocacy: testing mediation role of
persuasion Intent. Journal of Public Relations, 18(3), 334-363.
doi:10.15814/jpr.2014.18.3.334

Yun, T. W. (2011). The effects of one-sided vs. two-sided advertising:
moderating roles of regulatory focus and involvement. The
Korean Journal of Consumer and Advertising Psychology, 12(2),
261-282. doi:10.21074/kjlcap.2011.12.2.261

(Received April 24, 2024; 1st Revised June 9, 2024;
2nd Revised June 17, 2024; 3rd Revised June 19, 2024;
Accepted June 21, 2024)





