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A Study on the Message Framing Types of Sustainable Marketing
Campaigns of Luxury Impacting Perceived Consumer Effectiveness
and Brand Trust
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Abstract This study sought to identify the interactive relationship between the individual cognitive characteristics
of perceived consumer effectiveness and the impact of the message framing type of a fashion brand's sustainable
marketing on consumers' brand trust. As a result of the study, it was confirmed that the fashion brand's
message framing type increased consumers' perceived consumer effectiveness, and that the recipient's perceived
consumer effectiveness each influenced the formation of consumers' trust in the brand. It was confirmed that the
fashion brand's message frame directly had a positive effect in forming consumers' brand trust.
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brand trust

R 3%

A 47153k WA (sustainable development)o] & & A
E A e AdiEE ol SAglel Al FElE A
x84, TgEtn gxAdighd #Me] HA-HF(ATAR)  Received: October 5, 2023 / Revised: October 19, 2023

#3), Fg g 2P|t o gzl sty w4 Accepted: November 10, 2023
194 2023 10€ 54, FALEY: 2023 10€ 19¢ #*Corresponding Author: elee@kookmin.ac.kr
AAEAFL: 20233 11€ 10¢ Dept. of Fashion Design , Kookmin Univ, Korea

- 245 -



A Study on the Message Framing Types of Sustainable Marketing Campaigns of Luxury Impacting Perceived Consumer
Effectiveness and Brand Trust

Fro] 9L VAT Yom 53 874 R Al A
S7hsHe Adishe B Azl BAS U
T 5 e A AR FES BT glom,
DAel A VIQEAE B RS Agev] 719
2o} wAY W3e 224 WsE 79 Ao
23] @Me Age Aae] 4E A% e A
Fahe AF AR S ASFs T a4
= oulAg 23 YN, ol @ A7FsH vhAY
N .

l
=
o9
I
rlr
=

= A4EY dAE FAst, 2Nl =
7143 ARk An|zp 2k S BAE s o
&S 7] v, LTS Frohs 719l
Al B BAe TaL A4l shARE o] Al #
Aol Bls] gMeg g Bal=e] A&7 nHA" o] &
B2 B ell A o gA olg oA =Tt tE A5
A= ob F-53 AFolri4].

B ArelM= =M il AFe AS7s vHAE
o fgo] Anjrte] HA= Frtel AlF Fujelze] 1|
A= G A7 Bu A eR, & Aol

glo]" o] E(framing theory)® ZH|AF &34 o] &
(consumer effectiveness theory)S HFFO=  HAMg
A BA=o) A&7k wpAR e wAA] Zo]Tol
A7 WA S Sal AZbeke AHAF I B
A Al mA= JEEs ekt ok =9
ol5 Fall =M A BIA= 7ts wHAE el o
ZH7E A E Fol= A4
b Bl A qiEsta 1 o] 24 delE oo
thd ool 7]efstarat ok

N, pok

g

II. O| 2 8i&

1 gMe s A%k Ay
wAgon gxuE A, 94, H43 dn
o glom, M&7beAe olElFel A, &9t <
#o] glivls] oleld guE ThEdw BT
sha ofzul, Z=uel, A, PA, 29} b))
EY 53 22 grre d4e w4 Basse

A g Rgstel b A%7ks by

y
4
i)

ARUAIRG Awsta gleHel. HAMe A 1
AEEe anAs AL AAske F4H

CUASERE: by = A R-1 15 V4 IR k)
CSR(corporate social responsibility)?] /fdS £
sk dEhs elsh = E S HSH34].

A HAEe] A&7bs A" dist APATE
FE B E A BlEe) gist AFE 18

e

s 9ok 5 59 A2 @MY Aae] A%7Fs oA
9o 1 AAA 3F w3t ade Aol gglon)
[0, ©4e] s DA o) Aol Ak
HEA 2019 AHFY BYPSEo] Aok A4
o] waHolgly] Wtz A& FeAd i ]
Aol gL BAS {37 BE Qo] wet vhev]

A
U 2o Ho A7Ee 250 A&7HsA ] A
- 5 ARBIARI N&7bsA Y B A A&7 B 7
Aol A&7bsAol gk 205 F3 - o #Ag
A Bk Q19141 FAtelE B fAbelE
defo] oy ete EHAoR HItE= o] 9l
S AAFETH23L 5 gA I AFE AAE 9
S 1] ulitel] YAHo R A}
=il H7|Ho] A A&HTbsdE Asfishe s~
A0 AFET 2EA O R o7t 9l o] d FY]
A Aw AHgolete 88 Sl AL Fiet
a2} 3= v HERS FHOR FSithe Al
FEETH7, 101

2. WAIA] Zeo] ) g}
AT vHAE MAA] S od WA oz ARl

A AgEe7tel wek 1 Z3F 24 debd 5 vk

A 29 &35 YERA Tversky 9+ Kahneman [11]

o ofa] A A

oA (gain)®] Z#ol T shtEA wEold 9l

ojuf AFHES 38 FA o] TAT FY uf dvkAo
[

A=}
2 942 9 2 A4s) i 24, & 249

- 246 -



The Journal of the Convergence on Culture Technology (JCCT)
Vol, 10, No. 1, pp.245-252, January 31, 2024, pISSN 2384—-0358, elSSN 2384—0366

al
Q%Z]Oﬂ uet A FAe 7 7l (reference
point)#t Aefo] depxivt. o|e} A A, FA AP
o] &(negativity bias hypothesis)[12]> A2 HA]#]
ool FuiAor P A5Ee M 5
SASE AA G = )09 oA HuloA FAAE A
Bl FAA ARIE gl ATHAS A5, A
BE7L 187 dFHol ¥ Erhe A 2dE

i&
rl

O

=)

7 (figure-ground) 7H3 3}, Fisked] TAE A7jHt}e=
Ao slusds 277 9 Asittn FAEE n)e
A 3K (cost-orientation) 7M1 Sl JBIAE A& 0
3%

A A3

o ot

3. wAIA O] A ZbeE A Ap E I

A7t AnjRE g3 (perceived  consumer
effectiveness)> ‘7HQ19] w==lo] oW FA|9] a4l 9l
ofX Fa3 9&g &, AolE whE F Atk 5
o W o 2[14], AF3] A ogrol gt whgh A
< ol el A% A6l JFE vAE el
FHEbolgith = Q19 dEo] Al Aol s
M v UE Ave a5 3% o=y g
of dFE WAH[IL], ARAHES 259 4] YF

O
Wb WskE weold g vk =4 ) ¥ &4
o= sk Aol vk slolth Kinnear, Taylor,
aea Ahmed[16]g A7bE 2nAE EE Aeo R
Adstetan SAHA=, ole2 A4d AnAk a9y
o] 7S] wmERto Ry 3 Ao A VAT &
AtkE FA9 Ao EH AR = 2 R L

(well-being) &5l Qs Mafoja 7=t 7] 5F+

iy

of aaeha AT A7 ana 2agol =
o avAks 54 4% 9 A9lel tie Al o
A TAe sdel glof FEI s AHE
QekaL R=TH1718] oA 7 A7he Aavlah g
A7 oA me AR AQA, fEH aHAE ofs
shedl Fa% oghs sk MdeRR: B 4 glow,
AZHE A Zao] e &4 B A& 7t

&gl disl 3049l BeE b Ao =9l

SITHSLL ol B Aol A 9T

24 vl fapge] Be AvAES B4
b ol Aol anlagel gge A

Wrkste] wrh eAHe)

¥ mu 4N 2 off
e
T
ol A

1)
.5-&

R P R =R e e o = R A

Bae AF(brand trust)?h Bl =l tial] &nR|Rp7}
FoH R AXs= AF FES udit22] A
= (trust)i= A 2]- 73 G- ALl A A Al & thdEt Eok
oA =olHslen Floxs 53] Ab3]-a)g- x|t
ool A Ao gk ¥ials 2] AlEkete] of ] A
oA A=l wigh 7H —% AAEA = AT Morgan 7

LA Ad DA 91 ol o He 0
2 ﬂ*o@@ﬂawtﬂ = A&7 4

“—

vl
e WreA oSl sEoslB), g na
= e e A Base] vAA TPl &
a9 0

o & Qi Fa AFE AP
A



A Study on the Message Framing Types of Sustainable Marketing Campaigns of Luxury Impacting Perceived Consumer
Effectiveness and Brand Trust

AL G4 A BRlse) Adobs s WA ol 3 nAEE seksiadt Sslth o)g g
A Zeolw fe HAE Ago] dFL wA Aojtk o] B AFANE EX zZad F3S Adsw o
o FAA R B 3ol 3 IR =& wWE Aol g5 AHE FH(gain) B T4 (loss) 9
Has NS YT Aol e rel 248S AAsiart dadTel os
| oM 21g FHohs adERE HAse] ¢
742, gAE BaEe] A&k uiAg viAA] 2 W@ i) SEE gRlEd % £, B 7 Sol
olm oo WA x| 9] A 7tE An|AF iAo Qe WSl olEdh WE-E wkste] i AyiMe A
HAZS 913l ATLZA Abe] i gPAHa e
ake w2 Aolh Aa AT ATzAbel 73] gMe o S}
o] Bal=e] A Bl X]J?ﬂ UHﬂE‘ W

M3 BM e BAEe Adrks vAE WAl Adbsd wae FTske xﬂ—:;——g— i7ﬂ6}b e
A7be 2HA G e BAE A A gge  AURE AR IS0 45 oldw AdlEAL A

|
f
4
W e

Perceived
Consumer
Effectiveness

(o]
N
B
SR
o[ o r
L O}JL

o
N
a4
N

Hz

Perceived
Brand Trust

Message
Framing Type H1

dolgk mAA]l ol FH(HA vs ADS wds)
a1 ATEE T 2HRE Y S 245 ke F 2709 AR
Figure 1. Conceptual Framework o whEQT. B o] WANS The B o] wu}
S WAAE T2 AlQl o] 7 kA A}
& BEA FAHdoss) ZHO1H R AFE = “A
o7 & S 7t oRlehl 4TRE ANE @ 4 Sl
ot w25k AHEFs Uy e 29 F
Lol 2eleld 8 2 7 3, B (gain) ZelolR f9e] AFElE “Ast
= AT 7 A E flEl 2l AeEAkE A s (&b AHE 8 2 &t Hie] o
A AE A=EE AAA 2] UM Lo gage gyoPels qaAE 278 o] 9
FE AT WIT T DU A AE DUEA MG o) gz A A 9 waAs gue o)y #3
TR AWZE AR WA 2ol 8 & g magg) = 24 2R 295 o)@y] wEoln
7hdel el A Bdlse] GrelR ARORII = waq maey #%oss vs gainel Aot 9
o Hek ol B B el wa 2ANE A g geat) e, # 2a) B4 AdzALE R
=5 w53, wAx e 8-S Y 74 wAIA e} Zeuel 98 2z ol ST AP BAF
Y9 F8S ATER AAste] AERAE AAE) 7 93kl AN =UnE A A 24 Zeo]
M 7IE A o BARS ASER ABE A iy framing) 1¥Hn=30, M=300, SD=33)% 4 =%
T osEAbEe] Bl s 2t = AilAel A9 do]™(loss framing) FHn=30, M=2.73, S.D.=.33)9]
7] v e GRS AW F g maey 48 2de wE BAROR fel
al 2ulAEelAl AFEs A Al BAES WA g 5006 pool).
7 Qo stofm A HAl= A&7k A
2 aEA Bt oA Bas A gl glel g 2a) A

- 248 -



The Journal of the Convergence on Culture Technology (JCCT)
Vol, 10, No. 1, pp.245-252, January 31, 2024, pISSN 2384—-0358, elSSN 2384—0366

s

WSl i F8RES ow

Q] A el ARG Fa) 200E 40

of Al ZAsIATE dH Azkd Anx g3
Ellen et al. [26], White et al.[27]%} Pam et al.[28]9]
A AFREH J1A & TEEE B AT g g
Al 243 3 Hd= A5 S5 TYES
ZF W1y #HE HAPATFENA AHEst] HS5HE «
F=5(21,22] 2 A W gy 23] ARSItk
2 A7 Aed AE wFdES Xl AAE] Ak
E 1 M2RE
Table 1. Survey Iltems
=5
o o1 BAE WAAE SAAD ol A
Al %59t .
A o] mas e S gy oz | TN
s - } & Chaiken
a AHg ddech 5]
o]| —o] B HAA = AL =4S &
!
| ol BAEe WA AeAEe a7
24| FAl A e Fuse 0w
T Fojtt Ellen et al.
G ol mae oA 2AER Sl | 26, White
2 A% Fsa om 2n PES FA | et all27),
5 sh= dlol a94d Aol Pam et
iq} -o] BAE mAAE g2 AFEE 59 | al[28]
TR
—o] Hal=+ AR} A z%z]z‘g 7o
N ] | &bl Al 74 ARll=; Morgan &
| -o] Bz a3 A s 9 AES Al
= . Hunt[21],
T Alonk Bae e al
2| —o] malee] AEL AT 5 L o] |
| [22]
t},
V. o5 &3}
1. AFEA S EA
2 AT ZAMEAY] QJIFEAISY EAS AR
W AR xRt 81%(41.8%), o127 113 (58.2%) 2

2 g2t 2w o gokth A2 200171 3978(20.1%),
30th7F 70%8(36.1%), 40th7F 8578(43.8%) o= 40th7F
7 wokth g dishAlel/E ol 120(61.9%) 2
2 7bg goken ggow AR Ady/E¢e] 334
(17.0%), 1158k &9 ol 257 (12.9%), tehd At
=9 161182%)° woldrh. A2 ARFAle] 901
(464%)0.2 714 ggton tgozm FR UY
(12.4%), A2 1978(9.8%), 814 1678(82%), 7IE} 16

w(82%), I /Mm| A2 12%(65%), A 119
(5.7%), A9 67((31%)9 o)t ¥ Hde

O

50041 o] 4o] 58920990 M wekom, T
O 400%t o] -5007t Rt 397(20.1%), 2009+
0]%-300%Hl 7]t 38%(19.6%), 3007k o]/d-4007tH
mgk 337 (17.0%), 2009+ mRE 26%8(13.4%) ] o] 9l

o

o

fz Az *2 oy
o

4 M
£

s
23} Cronbach’'s agk

o
=
2T

fo ji
fo
ro
.{

1 1x
=
2
ko
ro,

ox, Tk
o

o oX
Mo

L
o
>
oo
p‘L
2

&
N
g
ShiA
1%
o2l
o

ofr
2
=)

i
-
ki
>
p‘L
rle
inj

N
-/

x
t
(o3

§
u
Bj
o — ¢
o

0
o
o & o
ol K P~ o o
o off
ot
ax
rlo

o e
Fo
o

=
_O|L
rlr
rir
i
ﬁ
[
o
1>
[

o o
i)
tio
>
oo o
o 1z

2 o

=)

FoomN B3

o

. 8919+
o7, I-#k(eigen value) 1.

2 3k Ee §E
KMO(Kaiser-Meyer-Olkin) ~ #t-<
Bartlett®] 7974 HES AH&3kA
4 g8 g gk el e

1o
2
=
N
2 o 12 -

NO
O,
o

i)

SFIPS

(o)

[o
i
&
f
fl
_|>i

i

3@ 0
5

-
ol

]_

fo
ro
M
1%
o

fo i
I
il
o
ol
pae)

olto 2 yelgth B3k KMO #hol 88602 nleha gt
FS B, Bardette] 734 AT A9 folFE]
p<O01Z Yep} Wpzte] AaaAE 2 HolFo] a
A2 AT BtdAol A Ao Yehth g
A E E2A3) Cronbach’'s agke AZd BA= A
E7bsA 84, gAE wA Bl wAlx] Zol
@ .80, AZE AnAb g 75, BAl= Al 70 vt
FA e o] Al EE Hch

- 249 -



A Study on the Message Framing Types of Sustainable Marketing Campaigns of Luxury Impacting Perceived Consumer
Effectiveness and Brand Trust

“Hn=104, m=3.58, S.D.=55)%} <
Hn=90, m=355, SD.=60) Afelo] BM= 21F(t=.39,
p=70)= PIAA Zeo]g frdel W Akel7h filvh
whEka] 7R 77 Ak

E
N
ol
B
s
[l
=
o,
g
N,

E 1. AR =Zold F8o w2 2AE M2 xto| 24
Table 1. Analysis of differences in brand trust by message
framing type

WAA ey w3 | Ww | H5 | ot | o
A zyolvy
n=104) 358 | .50 S .
A Zol ' ‘
iy 355 | 60

] b AnRE G344
A 24 Zyo)wy Fvkn=104, m=365, S.D.=.61)7}
zao]% Hthn=90, m=342, S.D.=64) Aloldl] A

Pl A AR ZIA(t=2578, p=01)& vIAA] Ze o™y
o w2 zpol7h ATk webA sHE2E AAE 9

od of
i)
N
N

4

2 HAX] =Zfold Fyo wE X|ZHE H|X}
Aol 24

Table 2. Analysis of differences in perceived consumer
effectiveness by message framing type

oy

Fol

MAA dely #4 | BF | FH [t | b
77 2ol
(n-104) 365 ) 61 v | o
w4 =dely ' )
s 342 | 64

ARk B2 WAk ol Hals A F ] #
o FFE WA sk Aow vtk ASd At
of whet 74 3& AEE ek

Table 3. Analysis of the impact of perceived consumer
effectiveness on brand trust

# p<.05, #x p<l.0l, #=k+ p<l.001

2 |
T G349, t=8%, p<001) HH;= Aol H(+)<9
Qe TAE R0 Vekgth webd waAe] A7}

A BA= Alg
oo | F
SE B t P adj.R )
&g .06 -.09 | -1.18 .24
ER 02 -.03 -.37 72
A9 03 18 2.16 .03
05 | 05
4 .09 -14 | -1.83 07 ’ (.12)
A .01 .09 1.21 .23
sy .05 -.04 -.56 Y
Rl .02 -.05 =72 A7
A9 03 10 1.38 17
49 | o7 | a3 |19 | 05 | 34|
A= 01 .05 72 A7
A7k
BBl .06 oA 894 .00
&34
# p<.05, #x p<l.0l, =+ p<.001
v.&d B
s YAe A AdgeA e A&7 A
3k Aglo] H&ew WA ks o g4 Fa
AL, olel we A&EIFsd vA"S S Bils &
B AF T Mg dEaa) she gag A
7190 B gM e BRlEEe] SrehiA A&7 dE T
e FAoR AEE BAE A&rbsAe A 2
A =ES A% Ao Z84e] vE diFEa 3
AT o]Yyg s Wk Bal=e] A&7bsA
o g A4 Fed AR Gapol anlAel B
e A= A mAE 29s Avetaat sk
ol ¥ Al B ool vhet k. A, ¥
Ae v AgATEY] AT Adet dHEA HA
2] A Bl vpAR o] wAlA] e Qfo] A|Zhe 4]
b B e AR B @Al SR o
g A F e AL AzHee Sgn
e sl A dF2 ok A7 4

- 250 -



The Journal of the Convergence on Culture Technology (JCCT)
Vol, 10, No. 1, pp.245-252, January 31, 2024, pISSN 2384—-0358, elSSN 2384—0366

2
o
frtl
f
O,
lo,
1>
o
ro
o
=
o2t
offl
o
N
o2t
ot
py
S
rie
r2

mE g , 7}
Zbe A Babgo] BAles AFel] #o3 s vl

= 2l 7 2t gk
B AT AT ARA AL e 2tk
;/(\ =

AR, GMe] A Bal=o] wiAY wAIA] Z gl

90 @M= £ O AAAFola A9l

B A9 e A
rgol sttt webx ANRFER stolg A EE 5
W= AE&7HsAel #et F o] A Aeo|a AAAd
Ao AFo] Was How Algdrl HA=D Ejg)
A&7FsE APstar FEslokets AHAEdA &

&

o W N dolFEn ol B gEg 5

T A WS BAEA o & Aotk

References

[1] Kim, J. H, & Zhang, B.(2015). Attitude and
purchase intent for fashion goods: Cultural
differences between Americans and Chinese.
International Journal of Costume and Fashion,
141), 19-37.

[2] Amatulli C., De Angelis, M., Korschun, D., &
Romani, S.(2018). Consumers’ perceptions of
luxury brands’CSR initiatives: An investigation
of the role of status and conspicuous
consumption. Jowurnal of Cleaner Production,
194 277-2817.

[3] Shen, B., Zheng, J. H.,, Chow, P. S., & Chow, K.
Y.(2014). Perception of fashion sustainability in
online community. 7he Journal of the textile
institute, 10%9), 971-979.

[4] Chang, H., Zhang, L., & Xie, G.(2015). Message
framing in green advertising: The effect of
construal level and consumer environmental
concern. [International Journal of Advertising,
341), 158176.

[5] Antonetti, P., & Maklan, S.(2014). Exploring
postconsumption guilt and pride in the context
of sustainability. Psychology & Marketing,
3109), 717735.

[6] Joshi, Y., & Rahman, Z.(2015). Factors affecting
green purchase behaviour and future research
directions. [International Strategic Management
Review; 3, 128143.

[7] Streiner, D. L.(2003). Starting at the beginning:
An introduction to coefficient alpha and internal
consistency. Journal of Personality Assessmernt,
8X1), 99-103.

[8] Karaosman, H., Perry, P, Brun, A, &
Morales-Alonso, G.(2020). Behind the runway:
Extending sustainability in fashion supply
chains.  Journal of Business  FResearch,
117(September), 652-663.

[9] Sung, Y., Choi, S. M, Ahn, H, & Song, Y.
A.(2015). Dimensions of luxury  brand
personality: Scale development and validation.
Psychology & Marketing, 5341), 121-132.

[10] Jestratijevic, I, Rudd, N.A., & Uanhoro, J.
(2020). Transparency of sustainability disclosures
among luxury and mass-market fashion brands.
Journal of Global Fashion Marketing, 11(2),
99-116.

[11] Tversky, A., & Kahneman, D.(1981). The
framing of decisions and the psychology of
choice. Science, 211(4481), 453 - 458.

[12] Lazarus, J.(2021). Negativity bias: An
evolutionary  hypothesis and an empirical
programme. Learning and Motivation, T5(Aug),
101731.

[13] Koh, AR & Noh, J.(2009). Ethical fashion
consumer behavior in Korea - Factors
influencing ethical fashion consumption. Journal
of the Korean Society of Clothing and Textiles,
33(12), .1956-1964.

[14] Berger, LE., & Corbin, RM.(1992). Perceived
consumer effectiveness and faith in others as
moderators  of  environmentally  responsible
behaviors.  Journal of Public Policy &

- 251 -



A Study on the Message Framing Types of Sustainable Marketing Campaigns of Luxury Impacting Perceived Consumer
Effectiveness and Brand Trust

Marketing, 11(2), 79-89.

[15] Thompson, S. C.(1981). Will it hurt less if I
can control it? A complex answer to a simple
question. Psychological Bulletin, 90(1), 89 - 101.

[16] Kinnear, T. C., Taylor, J. R, & Ahmed, S.
A.(1974). Ecologically concerned consumers: Who
are they?: Ecologically concerned consumers
CAN be identified. Journal of Marketing, 33(2),
20-24.

[17] Cojuharenco, I, Shteynberg, G., Gelfand, M. &
Schminke, M.(2012). Self-construal and unethical
behavior. Jowurnal of Business Ethics. 109,
447-461.

[18] Antonetti, P., Maklan, S.(2014). Feelings that
Make a Difference: How Guilt and Pride
Convince Consumers of the Effectiveness of
Sustainable Consumption Choices. Journal of
Business Ethics, 124, 117 - 134.

[19] Jaiswal, D., & Singh, B.(2018). Toward

sustainable  consumption:  Investigating  the
determinants of green buying behaviour of
Indian consumers. Business Strategy and

Development, 1(1), 64-73.

[20] Arminda Maria Finisterra do Paco and Rosa
Reis(2012). Factors affecting skepticism toward
green advertising. Journal of Advertising, 41(4),
147-155.

[21] Morgan, RM, & Hunt, SD.(19%). The
commitment-trust  theory  of  relationship
marketing, _Journal of Marketing, 53(3), 20-38.

[22] Bae. G, Lee, S, & Luan, B. (2023). The
impact of ESG on brand trust and word of
mouth in food and beverage companies:
Focusing on Jeju Island tourists. Sustainability,
15(3), 2348,

[23] Cho, Y.N, & Taylor, CR.(2020). The role of
ambiguity and skepticism in the effectiveness of
sustainability labeling. Journal of Business
Research, 120(Nov), 379-388.

[24] Steenkamp, J.-B. E. M,, Van Heerde, H. J.,, &
Geyskens, 1.(2010). What makes consumers
willing to pay a price premium for national
brands over private labels? Jowrnal of
Marketing Research, 47(6), 1011 - 1024.

[25] Meyerowitz, BE., & Chaiken, S.(1987). The
effect of message framing on  breast
self-examination  attitudes, intentions, and
behavior. Journal of Personality and Social
Psychology, 52(3), 500 - 510.

[26] Ellen, P. S., Wiener, J. L., & Cobb-Walgren, C.
(1991). The Role of Perceived Consumer

Effectiveness in Motivating Environmentally
Conscious Behaviors. Journal of Public Policy
& Marketing, 1X2), 102 - 117.

[27] White, K., Macdonnell, R., & Dahl, D. W.
(2011). It's the Mind-Set That Matters: The
Role of Construal Level and Message Framing
in  Influencing  Consumer  Efficacy  and
Conservation Behaviors. Journal of Marketing
Research, XJune), 472 - 435.

[28] Pam, E., Wiener, J., & Cobb-Walgren, C.(1991).
The role of perceived consumer effectiveness in
motivating environmentally conscious behaviors.
Journal of Public Policy & Marketing. 10.
102-117.

[29] Hair, J. F., Black, W. C., Babin, B. J. et
al.(2010). Multivariate Data Analysis(7th ed.).
Upper Saddle River, NJ: Pearson Prentice Hall.

- 252 -



