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Effects of Brand Image, Model Image and Context of Advertising
Copy on Cosmetic Advertising
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Abstract This study tried to verify the context effect in cosmetics advertisements by examining the
cosmetics advertisement effect according to whether the brand image and the model image
matched, and whether the brand image and the advertisement copy were harmoniously perceived.
To this end, data were collected using the brand value type (3) x advertisement copy type (3)
factorial design. The results are as follows. First, as a result of confirming the advertising effect
according to the matching of the cosmetic brand image and the model image, it was found that
both the advertising attitude and purchase intention were significantly high when the model image
and the brand image matched. Second, it was confirmed whether there was a difference in the
advertisement effect according to whether the cosmetic brand image and copy type matched. As
a result, consumers who perceived that the cosmetic brand image and copy type matched had
significantly higher advertising attitudes and purchase intentions than consumers who perceived
that the copy type did not match. It is expected that it will provide validity as to whether the copy
strategy should be established by incorporating the context effect when setting up a copy strategy
for cosmetics advertisements in the future.
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Table 1. 3x3 Factorial design

Brand

Luxury Premium Mass

value
brand brand brand

Copy type

Monologue type 45 45 45

Advice type 45 45 45

Conversation type 45 45 45
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Table 2. Reliability verification results for measurement

tools
Measuring tool name Cronbach «a
Advertising attitude 925
Purchase intention .942
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Table 3. Advertising effectiveness according to
brand-model image consistency

advertising effect | Match or not Mean SD t
match 23.17 5.16
Advertising
] 10.10
attitude
not match 17.95 485
match 874 2.87
Purchase
. . 12.30
intention
not match 537 247
" X.05, “pX.01, ""X.001
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A% mg oulAzte] Wekmrt EASE A0 o

A=A

4.2 HHE O|0|X|ef 7HIREe| &

—_— =

X0 e F1
=it
T AR A1EHL SHE BEHEY oju]x|e} 71y
F39 dxjojo] wE FuFINE Lot 1A} oh=
ZolGitt. o]& YolH7] Yol t-testE AAISIROH,
1 A3 Table 49F 2t}

Table 4. Advertising effectiveness according to
brand-copy type consistency

. Match or
advertising effect Mean SD t
not
Match 2333 499
Advertising
) 9.91
attitude
not Match 18.51 5.02
Match 893 2.75
Purchase intention 10.05™
not Match 5.86 282
" X.05, “p(.01, " pK.001

BHE o]n]x|¢}t 7t o] Uz wE F g
T Yok ZAdt BHE ojw]x|e} 7] f3do] YA
o SE Faof Yt gl FHACE BA Yelt
tht=9.91, p<.001). T3t HHE o]u]x|9} 71353 o]
A o PFE A=t 3HHCR A s
tHt=9.91, p<.001). o|&{3 AL=E & wf BHE ofu]|
Aot 7HuRgol YA AL FrFITt o =Z Ao]

= UM )& FEEYY. ZEFoR BIHE ojy]
A9} 7Hu]R@7He] Wea iyt EAjck=s A0 gl
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Sfgict, 3k, BAC ofulAe 2d ofulXe] U,
BAE ojujx|gt 7] §39) A= ZHstel A
ofio] M Puuss SR E A7ANE 2
HAA SHA et Pt HA, BgE BAE A
2 ojd 7l M2k AHgaE Aol LIS Uot

187] 9190 BA 4% BAE ofm A% 2 o]n]x]
AX|ofsio] ME FAHE Lohugiet. Z, YE B
A= ojul ot BF olulx|9] AeiRo] mHE Lulzt
of Azte] wet kel It Hol7h Y= Ao
2 vepgon], 2d9 ojuel BAEe ojulx7} &
A% W) Yo P BE fous e
Ao Uepdt. webd SF3E BAC ofuleh g
o ClUlpt AR BS BRI} F e AR
M ST BRAE & ek ok HE
TS AR ) BASER AU i Feoe A
& FRT, 240 BESt AU G ol
A% ] ofol 4 FA0N Lot 3 2
240] Qe A ulske Avetn e

£4, 3% BAC ofu A 19 A= A
ZojRo] w2 Fuse] Aot YLIE G 2
3} B9E BAE ojulxgt 73 §go] ATk A
Zehe 250l BAXTTHT AZsHe LulRje] v
o Fueet TRt BE Felulsh] &S Ao
2 etttk olHa 2%z & 1) SF BAC ofy)
A2} 715 §-4o] AATITHIL AL Faaat o
2 Aol /M4 S8 ofefet du & o
TR At e SP9E BAC/EE A8e
Tk AASIAE B W, WEA] BAso|u]Xe}
A7k AXSIA S olu g FAIO] weisholdt
S Waol Uge udthn sk

4% Bt eis AYATSL TRt Zuloly
o|olA gk, SHAT BgE BACe] 7] mE 7}
S§Be FUAOR A8E B 1 aue] et A7k
0|20} 19kt olo] & Aol HaAE oju)A-
2 oju]x JXEo} BAC oju]x|-7}y] 49 AA=
of e YUANE AFFORA FIF FulAY
E3AQ A A%S AN R0 1 2ot Yk 3
Atk 5, S3E Fuold Hetast EekeA o
2 AFstuA Sk meb] 2 A7 ENE oE B
I ARSI 9E F1E ART o) ndw v

A9 QA\oh weat 7o MRARE L]

AAehe deol daghe AARH.

= A7 AR AY Hoar AR Higt o=
Hol 9le o St A7A= A Hoirkg ARaEA
T g R & AW F2 EA AB|AE STt
S FofsiA st AF-E AFL A o s 3
1L 5k9ich SHAT X239 SR AJRRS o] A AH]A]

B ofu} g 4uA AT o] SEolA 1

S RS WISITA SIS, Wb S o 2
HIZLE RS A deR AAste] 7S A%st
ATt FFole sPEe] F AHSA o4 LB
AT tdo= Adgstel AFT B8t 9lon, H=ol
AY oo dgse A dY5ez st dF

2 gl o] A7AIE seler] G e
4g £ & g Aoz slgEt. qt sgEe
BAE 1A $92 & © Aussll 478 Agshs
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