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Advertising effects of non-human attributes of chicken franchise TV
advertisement: Focusing on the recent advertisement of K chicken
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Abstract

Purpose — This study was to investigate the effect of advertising attributes on advertising attitude, brand equity, and
advertising effect of TV commercials of chicken franchise brand, which is one of the most popular food service brand in
recent years.

Research design, data, and methodology - This study aims to see the effect of advertising attributes on advertising
effectiveness and the mediating effects of advertising attitude and brand equity. A total of 200 questionaire was
collected, 15 respondents were discarded due to missing information. Therefore, a total of 185 respondents were used
for this study. The data were analyzed using frequency analysis, confirmatory factor analysis, correlation analysis,
three-step mediation regression analysis, and path analysis with SPSS 24.0 and AMOS 24.0 statistical program.

Result — The results of the study are as follows. First, the effect of brand attitude on brand attitude and brand equity,
brand equity and advertising effect on brand attitude, and brand equity on advertising effect were statistically significant.
As a result of the mediating effect test, it was confirmed that the attitude of the ad and the brand equity mediates
partly between the ad property and the advertisement effect.

Conclusions — As a result of the study, it is suggested that the informativeness and notableness affect the consumers
among the advertisement attributes, so that it is necessary to be able to convey the accurate information more clearly
to the consumers when composing the contents of the advertisement. In other words, in the case of the advertisement
of the chicken franchise brand corporation, it will be an effective advertisement campaign if it continuously transmits the
correct advertisement message to the consumers in association with the brand.
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Advertising
/ Attitude
— H,
Advertising +) Ha(+)
Attributes
P —_—— Advertising Effect
- Entertainment Hs(+) - Word of Mouth Intention
- Attentiveness - Purchase Intention
- Irritation
Ha(+) Hs(+)
Brand Equity
- Brand Awareness
- Brand Image
note) Ad attitude(Hg)and Brand equity(H-) is not shown in the figure.

<Figure 1> Hypothesized model

<H1> FnH42 ZNEIz0| F(+)e J&S 0/E Ao|ct

<H2> ZnaMe HAMCXpA] B(+)e| Fake ojF Zo|ct

<H3> FTE|E= HBMEXPA0] B(+H)o| Feke ojE Zo|ct.

<H4> ZNE = Fngalo| FH(+)e IS 01" ZHo|ct
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(2009), Zeithaml et al. (1996), Keller(1993), Choi et al.
(2017), Song et al.(2016), Sohn and Lee(2015), Park
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<Table 1> Demographic Characteristics of Sample

Frequen Percent

Category E:g 18 5<):y (%)

‘c'é male 110 59.5

& female 75 405

3 less than 300,000 24 13.0

Swo less than 400,000 59 31.9

23 [ less than 500,000 28 15.1

§ < less than 600,000 20 10.8

~ over 600,000 54 29.2

BHC 39 211

BBQ 13 7.0

& Kyochon Chicken 48 25.9
a3 Nene Chicken 18 9.7

% Goobne Chicken 23 12.4
3 Hosigi Chicken 11 5.9
Pelicana Chicken 14 7.6

other 19 10.3

- for meals 92 49.7

% & for snacks 46 24.9

2 3 use with alcohol 47 25.4
other - -

- delivery order 164 88.6

s g using the Visit 12 6.5
5 take-out 9 4.9

other

11:00 - 17:00 2 1.1

S 3 17:00 — 21:00 114 61.6

2 G 21:00 — 24:00 66 35.7
00:00 — 05:00 3 1.6

o flavor 151 81.6
% price(coupon etc) 10 5.4
Q various menus 7 3.8
S interior - B
£ accessibility 7 3.8
g. rapid delivery 8 43
other 2 1.1

2 70| SRSl M2I¥S WY YBYS KAl
=7t% YWItsle Cronbach o ARSI ZAHBEQUCE
Cronbach o H#=+= 0.7 O|&0| %8 7Z}53HH|(Nunnally,
1978), 0.816 O|f22 LIEIL} DHESOSH M2 20|01
Tk Egh BSo| Efg HES g ol qolzs
(confirmatory factor analysis; CFA) Zu}, 2t Q2I=9| &
MR X|7} 0.5 o|Ade 2 LIEIL} 7§ HEFE A (construct validity)
2 WD, 2t WS RARSX|MAVE) w3 B&
0.5 O|AS & LIEIL} £=THEMEM(convergent validity)= =HE
Z| AL

2 Ao 2
20 190 ZHS XS0 240| HA|Z|AUCH
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<Table 2> Results of reliability and validity test

Name of First | Final | Cronbach | Construct AVE
Variable Item | Item 'sa Reliability
Advertising
vereing | 20 | 19 | 0873 0.955 0.581
Advertising | | ¢ 0.913 0.891 0.644
attitude
Brand 9 | o 0.905 0.920 0.683
Equity
Advertising |44 | 4o | 0.040 0.928 0.698
Effect

<Table 3> Intercorrelations, Mean, and Standard Deviation

1 2 3 4
1. Advertising Attributes 1
2. Advertising Attitude .580** 1
3. Brand Equity 411 | .564** 1
4. Advertising Effect .534** | 855" | .697** 1
Mean 4.19 4.95 4.53 434
S.D 0.63 0.95 0.99 1.08

**p<0.01

NHED M AT Slo) 4, 8E $E0| 97 £7)

X HOISE SHStL 2HEMS HAlet 2L, U842
ZEHE(B=0.583, p<0.01), ZoxM2 Hall EXHAHB=0.407,
p<0.01), 2NEj== EHEXIHKP=0.590, p<0.01), TEf=
= Z05IKP=0.656, p<0.01), HIMEX}A2 ZTZIHB
=0.701, p<0.01)0] 2% SAHZXL=Z [O|SHH FH(+)el B
s2 OXle ZHo=2 Olg|QIch M2fA <H1>, <H2>,
<H3>, <H4>, <H5>= T 5= X{EHE|QICH

72 dESHK|s SUXT FuEH T o alo] &
JEfEOf HeES DX=XE =elst7| 2ot ohEa|HEA
A1, HE44(B=0.216, p<0.01), FZ(p=0.541, p<0.01)Tt
Of SAXMLE RoOlst Y+)2| &2 B, 2P
=0.001, p<0.01), EH(B=-0.042, p<0.01)2 [{O|5}X| LAY
Ch &0&d Q0150 HHEXMO s OX=XE &
oIst7| Qg CHE2lH 24 Zdat F54(B=0.400, p<0.01)t
0] SAMLZE ROt F(+)2| d¢E BN, YEHP
=0.149, p<0.01), 224(p=-0.037, p<0.01), S d(B=0.024,
p<0.01)2 FOISFX| QU2 A= LIEFRICE

3t HUEARA Q0IS0| FHO|Tot TOfjolz o) Yt
OX|=X|E =elsty| {3t CHeg|HE4 Zah, 2EMECQIX]|
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=(B=0.248, p<0.01)Q} E=2H=0|0|X|(p=0.449, p<0.01) 2+
IHMo|z, =HEMEOIX|Z(B=0.505, p<0.01)Q =2H=0|0|X|(B
=0.284, p<0.01) ZF FOIS=0| EAH2=z |FoOjot F
(el g 2Rt

Oi7izat HE5S 26 Ao SHS 2+ SAH
EMdE EAXNSt Baron and Kenny(1986)2| 3CtA| OH7 |
2 M(three-step mediated regression analysis)O| <Table 4>
Ol 20| HA||ACE

<Table 4> Mediating test

\Y, MV Step Result R? F

1(B1) 0.583**
2(B2 0.533**

Ad (2 0473 | 40.453
attitude | 383, Iv) | 0.232**
Ad 3(B4, MV) | 0.516**
attributes 1(B1) 0.407**
2(B2 0.533**

Brand (F2) 0579 | 61.873
equity | 33, IvV) | 0.298**
3(B4, MV) | 0.578*

**p<0.01, DV: Ad effect, IV=Independent Variable, MV=Mediating
Variable, DV=Dependent Variable

<Table 5>0|A& 20| &M 240
E= B2 Wilsts ALz HEReH, 3
o Zhof| SRR o BE Dj7HSE AL
kM <7hd 6>af <7hd 7> 25 KR E[QUC

Q

AP Ho| Cfst 1xRZHO| 24 Zite x=8.991, d.f=
1, p= .003, GFI= .977, AGFI= .767, CFl= .975, NFI= .972,
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