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Abstract

Purpose - Brands and products often play key roles in en-
abling consumers to experience a good attitude, resulting in
mentally enacting a specific prototype and reliving the experi-
ence by retelling a specific story. Brand storytelling can function
as an important tool for managing the brand. To successfully
apply a firm’'s brand storytelling, it is important to prove the ef-
fectiveness of storytelling. Therefore, by utilizing the research of
Escalas (1998) and Fog et al. (2005), a list of measurements
for storytelling component quality (SCQ) was applied. In addition,
customer attitudes toward brand storytelling were tested. In par-
ticular, if customers encounter a dynamic and interesting story,
although the brand is not widely known, they can be in commu-
nion with the brand and establish an emotional connection (Hill,
2003). Thus, brand reputation was divided into two levels (high
vs. low), and the difference in effectiveness between storytelling
component quality and consumers’ advertisement attitude, brand
attitude, and purchasing intention was examined.

Research design, data, and methodology - By using the
measurement list used in Choi, Na, and Hwang (2013), 12 cate-
gories in the level of message quality, conflict quality, character
quality, and plot quality were measured. In addition, categories
of brand reputation, advertisement attitude, brand attitude, and
purchasing intention were measured. The study was based on
181 final survey samples targeting undergraduate and graduate
students in Gwangju Metropolitan City.

Results - Consumer responses toward storytelling were re-
searched in the context of brand characteristics or product at-
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tributes, such as brand reputation, differentiated from extant sim-
ple effects of storytelling. Some brands with high reputation en-
joy a halo effect due to prior learning, while other brands with
comparatively low reputation have trouble generating positive re-
sponses despite attempts to enhance the level of reputation or
induce favorable attitudes. Although not all due to the compo-
nent quality of storytelling, the case of brands with low reputa-
tion exerted more positive impact on consumer attitudes than
did brands with high reputation. As mentioned earlier, consumer
evaluation of the component quality of storytelling was catego-
rized into advertising attitudes, brand attitudes, and purchase in-
tention for this study; this provides managerial implications in
other ways. The results imply that an effective application of
storytelling could be an important emotional tool for the develop-
ment of both brands with low brand awareness and of
well-known brands. Finally, this study serves to increase con-
sumers' understanding and ability in interpreting brand stories
that marketers tell about themselves, as well as to highlight dif-
ferential experiences with products by level of brand hierarchy.

Conclusions - This research aimed to provide an objective
guideline for storytelling component quality while considering
brand awareness. Thus, brand reputation was considered for
proving the baseline effectiveness of storytelling, and this study
provided directions for strategic establishment of storytelling.
Based on this, we conclude that in further studies, it will be
necessary to systematically manage brand story by considering
other situation variables and various story patterns, and studying
their differences.

Keywords: Storytelling Component Quality(SCQ), Brand Attitude,
Advertising Attitude, Purchasing Intention.
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2. Literature Review
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3. Research Methodology

3.1. X3
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£ MHELCL 0|8 = HMEEZHY AN Van Osselaer & Alba(2000,
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9 Homer(1990)2| G0N ALESH HEE =S &S0 48=3
=X SHALCE

SEUCEE D & SACO) Cip MEHel BIkE Holstn
Homer(1990)2| &2& &23}0] SOﬁ_ ZHoIACt
TLOfC| = Bitner(1990), Dodds et al.(1991)2] HTO|A ALt

A4

Yyu22 ¥8l0l 3822 FWIALL

3.2. AlSio| ElEt: HAE

£ GR0 SHS BEEN O misel Has Ls
298 200 B oY FIALYES} =AU Hs o Fojols
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<Table 1> Manipulation Checks

Level of Standard
. Mean . F-value P-value
Reputation devotion
Re Ll?t\z’avtion 3.84 1.10
‘;"gh 7.41 0.007
Reputation 4.30 1.18
33. Ho| EtEE I AMez[E

¥ WREC ROIPAE Topin 0F Q9SS P
]

I 22=AME Sof o Xt=0f
|

= f.
S| Cf2t SUH 201EHS AAIS 2, <Table 2>9f

[=] =
20| MAlZ = UL FHHLSZ AR FE2 '2E2|Q HAX|
Of CHeh =FO| FBIA LtERLY, "AEE2|Q| HAIXIS] HEHO|

<Table 2> Storytelling Components Quality

E LIELSICE, ‘HEQ| 7|s0] & EHEUCHe| 37] &z 34
ZIRACE &S EEH2 ‘AE2[o HYRE0| & LIEtHCY, 'AER
O| M3HHO| & LIEtRICE, ‘AEZ|O|AM S0|H == Sl B&20| &
LIEFRCES| 371 EHo2 FHEon, H2H SR Fo139
LMo Tl Ziztol CHst S&E=H0| & MIEACK, Fo139
LMo 4o W0l CHS SE0| & MSEJCK, FHO| Y
S5h7] fIg S0 =5Fst= Q=29 AAZLIL ZCkn MZisicy
o 37 BHoR FHERUCL OFXBe2 EX EE2 ‘Yo 2
o CHst o|fet S0l & HYE|QULCK, ‘AER|Q AE, F7H
O] & O|R0{™ QUCre| 27§ E&oz FHE|ALL

BN QOIEME BiiM ZEE AEZHYQ 24 FLEaA0|
CHot AM2|d HZZ 250 Cronbach's alpha|~E A EQUCH.
2420 HAIX|e] EE2 869, 59 EZ 668, 2o EX
851, E809| EX2 7682 LIEIGICt Z @452 T BF
E2 UXN a8 S 2QoZ M ME|MHO| SHEEl Z{OZ LIEIRICE

=
10
E

Factors Message quality Character quality Plot quality Conflict quality
Focus of Message 0.863 0.284 0.090 0.112
Transmission of Message 0.852 0.183 0.195 0.203
Function is well represented 0.796 0.207 0.202 0.038
Personal Evolution of Character 0.275 0.833 0.161 0.241
Change in the Life of Character 0.236 0.814 0.092 0.191
Connection strength of Character 0.228 0.712 0.371 0.162
Implicit Representation 0.216 0.017 0.781 0.203
Beginning-Middle-End 0.058 0.228 0.765 0.331
Reasons and Causes 0.226 0.359 0.716 0.082
Turning Point in the Story 0.076 0.170 0.276 0.838
Climax of the Story 0.223 0.319 0.213 0.705
Eigenvalue 2.443 2.331 2.090 1.5632
Common Variance(%) 22.213 21.192 19.000 13.930
Total Common Variance(%) 22.213 43.405 62.405 76.335

[tgo2 Zaua0| Cfet EME 20l2Mg MAR Zi
<Table 3>I} 20| LtEROD!, THEQl Zite gt 2tk &
MCEjEs SRASTE FOrm W2, SAUST} ARt 2, e
CE 3YHOR WA, ‘HUCL 4BTHT MR, HACST}
HoICKD W2Aehol 57 By sEEQlon], FuHs ¥
2 Zohy A 2, HIO| SY0| T, BDE AUCHD W2,

<Table 3> Brand Attitude, Advertising Attitude, Purchasing Intention

WRE Meld o ol 47 SRoR £ELYCt FojolEs U
o, FHAZOI BHES FHE A

=]
TOjOIE 9022 LIEIL} 2 R4S P BEES UM ¥
g BoozM A2lH0| BEE HOR LI

Factors Brand Attitude Advertising Attitude Purchasing Intention
Brand is Good 0.843 0.139 0.320
Brand is Trust 0.838 0.198 0.279
Brand is Positive 0.829 0.197 0.278
Brand is Excellent 0.764 0.312 0.243
Brand is Great 0.730 0.349 0.267
Advertising is Likely 0.160 0.919 0.234
Advertising is Good feeling 0.221 0.906 0.207
Advertising is Excellent 0.290 0.849 0.282
Advertising is Trust 0.494 0.621 0.302
Will Buy this Brand in Future 0.364 0.243 0.839
Recommended of Brand 0.359 0.313 0.794
Primary Consideration when Purchasing 0.385 0.378 0.701
Eigenvalue 4.028 3.390 2482
Common Variance(%) 33.568 28.250 20.682
Total Common Variance(%) 33.568 61.818 82.500
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3.4. Hypothesis Testing

34.1. NT0| ME AEIHY PHQAZREN FUEE
o

= AF0AM HMAlE 7tEE AESH| l5

SPSS 1202 &
20| T2

83l0 2 EM S HABtLn, dgsE AEZ[RY 7
gaLZE0 FUEEetol A0 Ciet 2|f|Z4Zit= <Table
I

4>QF 20| HMAIZ += ALt

<Table 4> Storytelling Components Quality according to Brand
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ST NYY SAS 27U FL, AxEldY FH8L B
Y 3 BRETS MY HARISE, HYHBD, 2SEW0| I
TEfEO RO I UERYCE PHESE  HAXEBE
(=2208)2 FEf=0| RoPt YFS DKl A= LiEton,
HYEBR(-2184)= FREH=0| RO FFS DX o=

LHEFRLLY.

—

Co X
4522

2o LEpCE

Reputation and Advertising Attitude

(t=2.217) YA| HIDENZO| |olst FEkS OJX|

Advertising Attitude High Advertising Attitude
Low Reputation izati . izati
P! standalémzatlon t-value p-valie Reputation standar[;hzahon t-value p-value
Message quality 0.245 2.208 0.030** M(fj;ige 0.124 1.1.34 0.260
Character 0.258 2.184 0.032** Character 0.090 0.699 0.486
quality quality
Plot quality 0.242 2.217 0.029** Plot quality 0.495 0.495 0.622
Conflict quality 0.021 0.168 0.867 Conflict quality 0.333 2.895 0.005**
R? 0.394 R? 0.236
Adj. R? 0.366 Adj. R? 0.200
*p <005 * p<001* p< 0.001
BHH, MY BYE =Fit= Ct27 18 BEHE =52 F HAIEICHH 20| ofet Bl=r SEHCE HEE = AZS =
2, AE2(9Y PHR4 EH 5 ZREN(=2805)T FREIE0 QI 4 QUrk
wolet Hekg D|X[= Zut7h LIEHHCE O]t 2 Zih= FIIE)
zo| 9, Zmoj ch3t MetHel ol ol solMg onjsl| I 342 YMAEC ME AR2EY PYRAEIL HUCHE
Do MOHA HEHEQl HO MA|MO| SLxAM mpQlHCH= X&}ts}
e B B T T TBete B ouesol me rzaigy 7EesEul sucese
HAIXIel FE, &2 A, 38 2450 Z10| ozt 3EH o -
= s ° = 20 thet 2| HEMAN= <Table 5>2F 20| HAIZ &= UCH
WS QEY + US2 AL J2Lt 1YY BACY AL
= HEHQ =2ldE HAME = U= HAK| E2E E=5H9

<Table 5> Storytelling Components Quality according to Brand Reputation and Brand Attitude

Brand Attitude Brand Attitude
Low tandardization High Reputation | standardization
Reputation s B t-value p-value B t-value p-value
M(fj;?tge 0.070 0.617 0.539 Message quality 0.237 2143 0.035*
Character 0.278 2.296 0.024* Character -0.112 -0.862 0.391
quality quality
Plot quality -0.002 -0.017 0.986 Plot quality 0.288 2.286 0.025**
Conflict quality 0.341 2.695 0.008** Conflict quality 0.175 1.513 0.134
R2 0.363 R? 0.225
Adj. R? 0.334 Adj. R? 0.189
*p<0.05* p<001**p< 0001
SN 2T, NYY HUCS SFY F2, A2YY FYRAE 8 S USS UL I, MY HUCLE AHRIS0| 3L
Hol BB H(=2296)7 SRET(=26950| HMC E{zO| £ Y Q20| I, 2|0 MEHHel BZ0| HUCS ol
oot AUt LIEMGCE g, 13d HHE =FA F, AE gats = = ot g, nHEY FR, AEZ|Q YHHAQl Zof
2 FHeA I HAXSE({t=2.143)1 ZSEZ(t=2,286)0] HCh= MYSIX} o= HEMY0| FSHA LIEtLIorsHH, B
BaE EN=0| Rolot Autrt LIEHHCHt=2.24). O|2{3t Ait= X E XtHof et 7|1&E AMEE Hold = e =5 e, F, gt
Yo HHEALE AER[Q| SHOF A EHES £430| M3 E HO[Lt FO|E o £ QU= TR 3|5 RAE ZSHA HAlE
42 SUCO| CfE SOHOI NS MOIF 4 Yk 20loz K i B o 3N B2 0jofH 4 9Uck
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343 BYLFO| W2 AE2|YY THLABIL Tojols

g0 ME AE2(EY FAER4FEN FOio=ete|
Ao tHet 2| HEMZitE <Table 6>1F Z0] HAIZ = UL
MZDL MPY BEE Y 49, 2E28Y fYas
HIAIX| &2 (t=2.042) 0t FHEEEE(t=2.755)0] 0S| =0
s OXle A= LIEfRLCH

HHH, BRE +F0| YYY 32, 2ELHEY F8ea FE
Of FOHCI=0f RF FOlSHA| @2 Zup7t LERRCE Oleb Z2

H

0
ret 1o AHr rk

o
1o pA

4

=
~

Z0E fHZ I, AHXHS0| BRE0| S FOieles ¥
SHQ Q0| U=Ltel o}F07| WE E3], HPY 2=
B, AE2|0fCE HIAIXZ) EXSEA| T, AH|XHS2| HEHE0]| Cf
HEHQ MES JSAI717] fiEiME 2ot Z3 HAIX| T
0] Sadtn, 2 AED|0 HIE 2o 9 & 3= F
254 H&E 5 A28=2, 2= WSLHO| w2t AH|XE0
A HBof ot exzE d9 = UASS 20tk

me rot o ogt

<Table 6> Storytelling Components Quality according to Brand Reputation and Purchasing Intention

Purchasing Intention ) Purchasing Intention
Low High
Reputation standargjlzatlon t-value pvalue Reputation standaréjlzatlon t-value pvalue
Message 0.227 2.042 0.044* Message 0.140 1.197 0.235
quality quality
Character 0.325 2755 0.007** Character 0.102 0.743 0.460
quality quality
Plot quality 0.157 1.441 0.153 Plot quality 0.177 1.323 0.189
Conflict quality 0.043 0.346 0.730 Conflict quality 0.036 0.292 0.771
R? 0.392 R? 0.128
Adj. R? 0.364 Adj. R? 0.087

*p <005 * p<001** p< 0001

XIZIHRO| ANES Frelo] AT 1, S| FyFo|
DYYY GET B 0 AEe|UEe] THe4 EH0| o

Mo2 O A AHXISS WY a0 3WY S N,
ol MY =S| Tf Axalo 2t pyesSe wuH

ggueto| M2 Bart 4gg oot

4. Discussions and Implications

o) ZYACjols BE HUCST} B2 BIIS woo, £2 3
42 TR RECh o] HUSE LS| =S T|HHK
o 2HAISS F O e HE, SHS 70 cfsh 2ae 7t
A3 3Nl WIS et 220 AU Bals 2H|KEC ol
AHel £PIg nAoly| HCHs 24ROl 5312 0| masic
Jefst WHOR HUS AEAS BEHD YO0, FMEHCol
L CI2D APESIE AR BIGtD WL Ol SO
Chet BIHIEZH ETOILL 4Q47t ofd Holxo|n wzkHel
Folgig Jlg0ls RAR Mtn UgS oujsich wEpk A

Yot 2ME0f i 22|7F Ao B 4& 7+s80l =O0X| 1
UCHE 2Ofo|7|= ot JYCHH 43Xl 2HME H2|E 2[5t
Ol ojteet AE2|E MBSOt HEoHoF HX|Of CHSH WS 2M
Siof oiCt. O|FX HAUE AE2|E FE2 2HASHA Chet
olojel HAIXIE HEIH, EMES| TS dd5tH BHY +

27| RO T Y HI0| J|BHECHR, 7|0l AXEE &
U & e AYHO YHY HOICL WM B @ AE2Y
0| Cfst THRABH) i3 ASS Sot0] U 02
MBHQ SUE B2 YOS NABIIAF SHCE Ol A2l

A

S, 2 AROME J|To| ASE|HY XpHO) CHE Bt
oM BHCHAD 22 BAUC SY E= HBSHS B 23
sfof AEE|AO| Cfe ABIXISO| B2 S ATEYC, YsiKO

B0 CfsiME BASES 0|
L} Sojxel Bles Yoz|7| 98t w2S0| O|20fX|Hate 2

o

2ol BE FHRAEEZ OfLGEt: XFHe| EiEY F2,
nHgo| EMEHDH AH[XES| EfE0| JEEC FeE O|KX|=
At EEEQICh oA AEZ|HES FgeAs SHo| Chst
AHXEL| "I7HE HEE, EMEEE, FOIQ|=E 1245t0] &
HEJ=H, 0|52 CHE Q0|0 M| ZE[H 2l AAFE S HMSTHo)

THEeR FiElees £ XS0 st 8%t H8E 9
O/SCHKImM et al., 2012). &, &1 =0 Cfst AH|XIQ| So|M
Hoto|7| W20l FANel SERCHE SHAMAIX|S BHE™-E, A
EZ|el 959 A Q=o| 9= 7H9| X3Pt H O|FRO|M MHE|
O{of & ZO|Ct HHH EBMEE{E= AH|XEQ| QUX|EQl HItnt

IOk |0|' 'Jl

=

a9t HAC
He 8510 ZAPHQ SYEEE LIEHE 5 Us 4017] I
of Cl==0 thieh RARL =2|Hel 2455 &8 OlB=E =0
= 30| O|R0{Xof & ZAo|Ct OF22| AH|At WFo| 7HsdS
=0E & Us FOiel=e| 2E =0|7| fsiMs 2HIXS0HA
Aol ut MRS =Y & Us HY2E2(T A5 HE
5, 2HXS0| SEHE €8 = UE + UEF 2=S9
QIAIX] HEIFES F2A17{0
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O|ROfTICHH AH|XSO|A ZHet &
AJARSH Z=21 QUL
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