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Abstract This paper tried to investigate the moderating effect of chemyon sensitivity and usage situation
in the relationship between self-presentation and brand preference. Data were collected from students
of universities located in Chungnam. The analysis results can be summarized as follows. First of all, the
effect of self-presentation on symbolic brand preference was not significant in both public and private
use situations. On the other hand, the effect of self-presentation on functional brand preference was
found to be significant in both situations. Second, the main effect of chemyon sensitivity was significant
only when it had a negative effect on functional brand preference in public situations, but was not
significant in other cases. Third, looking at the interaction effect of self-presentation and chemyon
sensitivity, the brand preference did not show significant changes in those with relatively low chemyon
sensitivity, regardless of the level of self-presentation, whether in public or private situations. This study
is meaningful in that it reveals that chemyon sensitivity affects brand preference through interaction with
self-presentation, whether the consumption situation is public or private.
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Mean S.D A B C D
A. Self-presentation 3.591 564 (.952)
B. Chemyon sensitivity 3.357 588 5737 (.913)
C. Symbolic brand preference 4.022 1.527 -.028 -.097 (.971)
D. Functional brand preference 3.545 1.298 -.289™ -429™ -.165" (.952)

Values in parentheses are Cronbach’a.. *X.05, ***(0.001
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Table 2. Results of moderated regression analysis
on functional brand preference(Prospecs)
in public situation

B S.E s t
Self-presentation (A) | -3.426 1.641 -1.243 | -2.087"
Chemyon sensitivity (B) | -4.987 1976 | -1.877 | -2.524
AxB 1.165 0.52 2.582 2242
*X.05
A1 40119
49 3.7143
37 ’
functional 3.5 z
brand 5 P < 3.5789
preference I
{public 1 ’ 4
situation) 2.9 ”
27 25,7
25 4

23

=z f-presentation_low seif-presentation_hizgh

—chemyon_low == == chemyon_high

Fig. 1. Interactional effect of self-presentation and
chemyon sensitivity on functional brand
preference in public situation
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Table 3. Results of moderated regression analysis
on symbolic brand preference(FILA) in
private situation

B SE Vs t
Self-presentation (A) -2.163 1.2 -0.957| -1.802%
Chemyon sensitivity (B) -2.464 1.445 -1.194| -1.705%
A xB 0.748 0.357 2.24 2.094"

X1, *X.05

a1

3.865
3.9 =
-
3.7 -

symbolic 5 -
brand 3.333 -

preference 3.3 o
(private 3187
situation) ek
2.9
2.667
2.7

2:5

self-presentation_low self-presentation_high

m—chemyon_low == == chemyon_high
Fig. 2. Interactional effect of self-presentation and

chemyon sensitivity on symbolic brand
preference in private situation
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Table 4. Results of moderated regression analysis
on functional brand preference(Prospecs)
in private situation

B SE Vg t
Self-presentation (A) 2.485 1.08 1.097 2.301"
Chemyon sensitivity (B) 2.381 1.3 1.151 18311
AxB -0.831 0321| -2.484| -2.588"
X1, *p(.05
5.0
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45
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N 2604
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Fig. 3. Interactional effect of self-presentation and
chemyon sensitivity on functional brand
preference in private situation
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