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Abstract

This study is to make an empirical analysis of star marketing used as the means of sales prometion for
Christmas cakes regardless of high advertising costs, by understanding the influence of attributes of celebrity
advertising models for advertisements of bakery companies over the Christmas season on advertising attitude,
corporation reputation and reliability which are recognized by consumers, The verification results were judged
as important core elements for successful management in bakery industry. Since bakery brands are losing their
differentiations in both functional and physical aspects, the study aimed to offer strategic suggestions to
bakery industry. The result of study modelling were GFIF0.911, AGF=0.887, NFF0.935, CFI=0.979,
RMR=.126 at the level of x’=313.294(d/=218, p<0.001). First, model credibility and model attractiveness of
advertising models bad a positive(+) influence on advertising attitude. Second, advertising attitude had a
positive(+) influence on corporation reputation and reliability. Third, corporate reputation also had a
positive(+) influence on corporate reliability.

Key words: advertising model attribute, advertising attitude, corporation reputation, corporation reliability,
bakery industry
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{Table 1> Advertising Model of TOUS les JOURS and Baskin Robbins Brands

Division TOUS les JOURS Baskin Robbins
Advertising
Model
Actor(Won Bin) Singer 2PM(Nichkhun)
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<Table 2> Demographic characteristics of the sample

Division N %

Male 116 40.3

Gender Female 172 59.7
20~29 188 65.3

Age 30~39 85 295
) 40~49 15 52
Marital Single 222 77.1
status Married 66 22.9
~High school 23 8.0

Education College 55 19.1
level University 132 45.8
Graduate school~ 78 27.1

Adpvertising Won Bin(TOUS les JOURS) 148 514
model Nichkhun(Baskin Robbins) 140 48.6
Total 288 100.0

2. EIIAD} MIZIY A @ 274 9559 B4 3 AAYRHE e
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{Table 3> Exploratory Factor analysis and Reliability analysis of items

Ttems Factor  Eigen Propotion Cronbach's

loading  value (%) a
AM1  This advertising model is honest. .807
Model AM2  This advertising model is sincere. 817
1o . . . .290 13.809 907
Credibility =~ AM3  This advertising model is frank. 837 329
AM4  This advertising model is reliable. .796
Model AMS  This advertising model is handsome. .862
e . .. L
. AM6  This advertising model is nice. .859
Attract . .. - 8.168 14.123 917
Sslvene AM7  This advertising model is likable. 789 6 !
~ AM8  This advertising model is refined. 771
Model AMS  This advertising model is specialized. .810
Expe rtr?ess AMI10 This advertising model is skilled. .880 1.153 11.074 .900
AMI11  This advertising model has wide experience. .872
AAl  Christmas advertising is good. .810
Advertising ~ AA2  Christmas advertising is effective. .808
. . 4 863
Attitude AA3  Christmas advertising is rememble. 839 1516 12495
AA4  Christmas advertising promotes sales. 721
CR1  This Corporation is specialized. a2
Corporation ~ CR2  This Corporation is successful. 835
. . X .868
Reputation CR3  This Corporation is well known. 800 1.729 12740
CR4  This Corporation is very stable. .788
CCl1  This Corporation will have more confidence. .820
cc2 Products anc‘i services of this corporation will 860
Corporation be more reliable.
poran This corporation is reliable because its 1977 13.292 .892
Credibility cc3 Lo . . 826
information is sustainedly provides.
cca This corporation will be sustainedly concerned 813

for customers.

Total cumulative = 77.533%, KMO = 884, X’= 4694.610(cf=253, p=0.000)
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3+ 2123 A 9] Varimax 2
#(Eigen value)o] 1.0Et}h
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Aol slttka & ¢ Jomg A - 1A
2009) ZPPEEe] AT guE 5 Ik
PHLAHA S 24 e B A3y AFg
184 =3¢ A3 9std 74 a4

Z A& 8913 4

1, 7F S EFe a1 A o] 04 o3 A%
g eQld &3k AoR dasidc). 1 A
i 2de] SAAlEg, Mgl AEA), 3
B, 719 A, 719 AE] F olelal ghel 1014
9 F o/l a%lo TEEUT WALHA A3
= A A= AP E NG FY, =59 2
?19] Cronbach's ¢ Zto] =% 0.86 o]Fe. =2 duk
52}

2=

[*]

(AVE)2 E8) 89173 5 3
ToR 1 A7I7F 05 o4, TAL AI=
(CCR)Y 3 EF3 golislEs) @xHEAlke]
02 1 gte] 0.7 o] HFEPdA ol de
Aoz FASIATH 2] - UAF 2009). £ A
To] AA mde) Ul A FHRAAFEEE
0.616~0.7532] HHA 1L a“é A EL 0791~
0.8809) M & veh} 2% el e
Ao 2 Jeht JFEA % EAZT. aEla
AR alEAd gk AF=rt x’=463.968
(p<0.001), GFI=0.872, AGFI=0.841, NFI=0.904,
CFI=0.947, RMR=0.128 S22 A o] Y& 1t
A Bohe RS2 JEhgth 2ev & A7
011*1 AHEE gHEol YA AT FAME W)

ir

1A Ql¥-AS AAZ A} <Table 4>+ 2 oA Aoz 3, ALED Y& 7AUa
o A8 SHS 7o) A ArE 4 L o, B AFE APsted ZA EA HA
{Table 4> Confirmatory Factor analysis and Reliability amalysis of items
dardized
Items Stan 'ar 128 CR p value AVE CCR
estimate
AM4 0.861 . B
Model ) . 000"
odel AM3 0.769 16.590 0000 0,659 0.838
Credibility AM2 0.852 20.047 0.000
AM1 0.761 16.282 0.000""
AMS 0.809 - -
Model AM7 0.828 16.082 0.000™"
. 0.880
Attractiveness AM6 0.902 18.047 0.000 0723
AMS 0.860 16.937 0.000™"
Model AMI1 0.880 - -
Expertness AMI0 0.937 20.871 0.000 0.753 0.828
P AM9 0.778 16.385 0.000™"
AAl 0.955 - -
Advertising AA2 0.772 16.799 0.000""
61 0.791
Attitude AA3 0.758 16.306 0.000 0616
AA4 0.617 11.942 0.000""
CRI! 0.779 - -
Corporation CR2 0.864 14.920 0.000™"
0.626 0.844
Reputation CR3 0.755 13.005 0.000
CR4 0.762 13.150 0.000™"
CCl 0.865 - -
Corporation ce2 0.870 18.391 0.000""
0.676 0.877
Credibility CC3 0.75 14.785 0.000
CC4 0.797 16.178 0.000""

x2=463.968(p<0.001), df=222, RMR=128, GFI=0.872, AGFI=0.841, NFI=0.904, CFI=0.947, RMSEA=0.062

F) ***p<0.001, CCR : composite construct reliability, AVE :

average variance extracted.
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path coefficient)= <Table 6>, <Fig, 2>¢} 2t}
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{Table 5> Conelation analysis

Items Mean+S.D 1 2 3 4 5 6
1. Model Credibility 5.07+1.17 1.000
2. Model Attractiveness 6.00+1.09 0.556** 1.000
3. Model Expertness 5.00+1.27 0.459**  (0.457** 1.000
4. Advertising Attitude 4.95+1.07 0.426%*  (0377*%*%  0.347** 1.000
5. Corporation Reputation 5.48+0.94 0256**  (0.353%% (227  (.32]** 1.000
6. Corporation Credibility 4.71+0.94 0.245%*%  0.138*  0.220**  0.334**  (.482** 1.000

F) *p<0.05, **p<0.01

{Table 6> Results from the structural equation model

Hypothesized relationship Stand'ardlzed CR Results
estimate (t-value)

Hla  Model Credibility — Advertising Attitude 293 3518 supported

Hl Hlb  Model Attractiveness — Advertising Attitude 275 3.126" supported
Hic  Model Expertness — Advertising Attitude .087 1.441 rejected

H2 Advertising Attitude — Corporation Reputation 314 5879 supported
H3 Advertising Attitude — Corporation Credibility 496 6.934™  supported
H4 Corporation Reputation — Corporation Credibility A17 3319 supported

x2=313.294(p<0.001) df=218 RMR=.126, GFI=0.911, AGFI=0.887, NFI=0.935, CFI=0.979, RMSEA=0.03
F) *p<0.05, ***p<0.001
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{Fig. 2> Structure equation model with pammeter estimate
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