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A HAAY A2 FAEY AMES AlEste
To WS AREglt), olggl A 5] oo

1?3

He-s & u, e Sole ALY AlFolut
ARzl F@AE A #alo] glojw o
=t kg ARFES oFe ASHAAE
2 oA e e E Fal vhas 2ol
Al Bl AA iR FEstes o R Ao
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o] W3kttt Aot (A 7, o] goF 2009).
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Fo] Wit} o] $A4AS A (Bandwagon
Effect) 2= A o] 7h5gtd] 2 AS 3
thre] ool gk Q1A Azhe] Fsatg
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Hof HEolM 2= YA} AL HK|X| BAIX|] 94& | 9

T2 918 ARl 4ol et At
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3.1 APAZAL

=)o) AgIria BRHE £55E A
oo A AFoR AHIL BAS WA
27t 913 tistyE Al 71 St Q1]
[©)

4
e BA=E S thgos EAs
g

B Qo] AEe HAE WS, B
3} ARSI A A WAA R, OFE SY
2, A SR, A 2ause
sk 222 He 3 APAAR A F 8

744 W de] AgET 74 SEAEL 87
A WA % 3 7P 200 B9l Aol
Agol gttt wa Aol UEANL
AR A3kl B3t gt
00749 fetolA W Hee 7
1

el dides dddo
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e SHEste WA o R o]Folx
ok AdE| o Bas WA Ea1 vkl u}
2} 242} o) 7] (Nike) 9} Z7FF22(Kangaroos)
&3} e SEAE EolME Zo R Th
Ata, Az | 7t Bl=o] 215 493}
o 2 BIAEE 47187 gelahil sl
o AAE A 2] W82 Bill=e] Ay
o] tt& &3} widollA Av ATt AlFTHh
2 919 dishe AR ST UrE de
2 2%, dishli &l 42 &3t
&k ALS| A A A A A (et oFgh ek ml A A]
SRR/ SR FReto] ekl
A3 AA A A 22 LS HA A AR
7} e AU dFdE Al A FEE, <
HUl FAE v 19]0] 37t /b =2
AF" olgkar shlaL, AFs|H A A A A7}
A% 2l e A5 AR
= AF" olgkaL sk aint. B3k WA A S 9
2242 Sl8) FAHAAE o] F ulAA
%, P HARLE ol £& AE olza
ST, YRAAAE TP CAIE oj

Fe AFE ofeha Avkel 0.2 Al sl

10 ¢

Hee QAL 2, deogoem 7AdH
| el Abgho] Zi= 7Hd 9
oz Ao & 4 dth(Fishbein and Ajzen
1975). Alvte] 23e] vl o] A&k Aol
gt Bl =E S34317] Y8+ Mackenzie and
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Lutz(1989)7} 7Wdkstal, 9-%1, A 3], 7gh
F-(2010) ATFNA AJ8E HEE B o7
Sl skl S8k v SellA] e
" EsE WS, Foh, kel
.7, “Sgte] 1. o ) FEE 78 A=
2 ZAs3lt.

3.3.2. o=

T ol e AET Blw=r) AA Fus 9=
2Ad dgolgtn & F 9lon A Fuf

S AE 244 a9l
BE 2007). AE
o th3l Tujele2 =5y Yste] AAE,
3235, 7A%E(2004)] ATE Faste] B
Aol BHAl g 3ke] Mgt “713)7)

F

ot A o] AFS 2-F5tE TlsaL A
Azto] E4E, dvile] AFT 53E T

wjg elgo] Qk”, gl glo] e L5l

T s 2 rlsAo] =, ‘drigol
AF3E 2532 HTolA dska Ak o 5
N Ee 778 HeE ARgske] =35k

3324544

MEZ|Ae pu|RlEo] AET AHEE XA
oy} o202 E&T & 9JtH(Campbell and
Kirmani 2000), 272 o] A 5X|2] F£25 =3
3}7] ¢8| Bearden, Hardesty, and Rose
(2001)0] AHESF HEE B Ao B 74
shof ARgs it Us o] A3 A=
o & A & v}, U= Ao Al
Aol da] & &da ek, U= THE

ol B8 AT AL A5
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A% B3l AEE AT B 2GS 0027
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Sl AR =T 5% 2] R b

3 & ol gu s w3E BAIS] 915 87}

2 e Aveert 742t AR S
Atz *‘@?SDP wHa 2070, = 160709

/\ngﬂ. oo} 2
2 = XME& I Z 144709 =}
ol }%Q"*E} B AT QI S
A E ) AHe 204 o] 264 O]
(86.1%) 2.2 20t} Z=FHro]
AL, e A 6618 (45.8%),
041\3 78 (54.200) 0.2 H|WH 12 BRI E
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ol HEoiA

Hal= gA T} A HX|R| BlAIX|o] gt | 11

(B 1) =38Y
& EEtTE gz t FoIHE
oy ié 2‘;‘ 20,232 000
AFSIE{RIK AR Se oo 10,400 000
e AFS 6,05, °Fg 252 3.012 A AdH ot} (W& dUA),E W3 dHA
o2 fFofgk FEolM(p .05 Hwkol Afol olA] eitt/vl-¢- FAH oI R, “F8kE Al
7} e AR yEhdt (F DI o]l Hd glod Uos EHOR s A2
s AR A3 ZF Wl i A TRed)E ik ol Hul/vlke AR A2 73
zho] o] Folxlea & 7 3l g7 E Heg SAset. ol tieh Ay 2t
B d7e 7Pl avdaes AAE Al 7} A 7E S 6.37, W& AN 5.94, %
el s SHAPE AAle] FRoletar 7Hgst AA7FeAd 5.5901aL Al el gk SEAke
of $H= o= A= AuE et SRRkl BAwe 5.9002 YEY, AuEes vl
A A7 A A HE A2 wlg- S asitt o] ee BAFAT
=, AluEl e el anabrt gl o] wiAA]
Adadgo] dds A7 24 grpal =7 4.2 ZRET AL L P HS
Aof stz At e gl gk FHEA}
7= d2AS Feick and Higie(1992) 937 B QLo AFREH &g ZAJPEE
o] A2 Alg3te] ‘Al QoA AFHE A of gt 218]”d2 Cronbach’s Alph Bz
FEL AARE B £ Qe Agolgln A eH, AFHeet 7= A
A (BB, S WE agx gy 2 A2 0,950 0.918% A el 24 57
¢ 2V g, Al e BAME Wlge  @E e EdBgE sk B
(# 2) B4 M2|Y o Bty 247D}
29I =Nsl= " SE > =2EM Cronbach's a
HZEf = 977 — 052 884
MEGS  zacs b o cer
MI=EE =4 814 147 .857
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The Role of the Brand Reputation and Social Support
Message at the Sales Encounter:

Focusing on a Moderating Effect of Message Sidedness

Yoon, Sung—Wook*, Kim, Min—Hee"™™

Abstract

I . Introduction

Today, a multitude of high-quality consumer products comes pouring forth from
manufacturers, prompting consumers to choose from a variety of products and navigate a
broad array of corporate marketing strategies. The ultimate goal of each strategy is to persuade
consumers of the merits of a product and initiate a purchase,

This study investigates the role of brand reputation in the purchase decision, building on
previous studies of advertising that have mainly used social support messages to persuade
consumers to buy, These studies investigated the connection between consumers’ contact with
this type of message and subsequent purchase.

The aim of this study is to investigate the connection between brand reputation and product
sales, especially the effectiveness of social support advertising, and how these impact
consumer attitudes to products and purchase intention, including the effects of message
sidedness, both two-sided and one-sided,

In this study, we have been able to establish a connection among high regard for a brand,
sales messages that follow best practices, and strong social support on positive consumer

attitudes and purchase intention,

* Professor, Dept. of Business Administration, Dong-A University.,
** Doctoral Candidate, Dept. of Business Administration, Dong-A University.



II. Hypotheses

Hypothesis 1

Hypothesis 2

Hypothesis 3

Hypothesis 4

N

Hypothesis

Hypothesis 6

Hypothesis 7

Products with a highly regarded brand reputation create a positive impact on
consumer product attitudes more easily than do competing products that are
less well-regarded.

Products with a highly regarded brand reputation create a positive impact on
consumers’ purchase intention more easily than do competing products that
are less well-regarded.

Marketing messages that signal strong social support have a more positive
impact on consumer product attitudes than do those with a weak social
support message.

Marketing messages that signal strong social support have a more positive
impact on consumers’ purchase intention than do those with a weak social
support message.

Positive changes in product attitudes and brand reputation vary based on
message sidedness (i.e., either one- or two-sidedness). Two-sided messages
tend to have a greater overall effect on the above factors than one-sided
messages have,

Positive Changes in purchase intention and brand reputation vary based on
message sidedness (i.e., either one- or two-sidedness). Two-sided messages
tend to have a greater overall effect on brand reputation and purchase
intention than one-sided message have,

Positive changes in product attitudes based on messages of social support are
affected by message sidedness (i.e., either one- or two-sidedness). Two-sided
messages of social support tend to produce a greater overall positive effect on

product attitude than do one-sided message.

Hypothesis 8 Positive changes in purchase intention based on messages of social support are

III. Method

affected by message sidedness (i.e., either one- or two-sidedness). Two-sided
messages of social support tend to produce a greater overall effect on purchase

intention than do one-sided message.

This study collected and analyzed data regarding changes in brand reputation, sales, and
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customer attitudes among subjects in a sneaker store based on product communications and
subsequent buying behavior,

The subject group consisted of university students who were asked to take part in a marketing
experiment. The first test scenario was presented to participants who were asked to respond to
questions based on their impression of a product after hearing a message about it. Scenarios
varied depending on the regard and reputation (either high or low) the brand enjoyed. Subjects
were asked to share comments and dialogue with sales staff regarding the products,

Conversations about the shoes were divided into those comprising messages of social
support (i.e,, strong or weak) and message sidedness (i.e., either one- or two-sidedness),
Messages of strong social support included observations that the product was out of stock,
would be delayed a week, and was the Internet’s top-selling product for weeks, Weak social
support messages included references to the product as being decent but not a top seller.
Two-sided messages regarding the product acknowledged that it was “a little expensive” but
also noted the shoes’ lightweight design and quality, One-sided messages noted only that the

shoes were a "pretty good product with a lightweight design.”

IV, Result

In this study, MANCOVA was used for hypothesis testing. As shown in Table 1, product
attitude was positively affected when brand reputation was high (M = 4,567). Product attitude
was less affected when brand reputation was low (M = 3,691; F = 22,764, p { .05). The same
trend held for consumer buying, when brand reputation was both high (M = 4.231) and low
(M = 3.266; F = 21.574, p € .05). Thus, both Hypothesis 1 and Hypothesis 2 were supported.

Table 1, Results of Hypotheses Test

Product attitude Purchase intention
Df F Significance level Df F Significance level

Intercept 1 61.213 .000 1 57177 .000

brand reputation 1 22,764 .000 1 21574 .000

social support message 1 3.958 .049 1 8.954 .003

message sidedness 1 057 812 1 1.852 176

persuasion knowledge 1 041 840 1 1.310 254

brand reputation x 1 007 932 w 034 853
message sidedness

social support x 1 4.751 031 i 3,965 048
message sidedness
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Hypothesis 3 and Hypothesis 4 examine the effects of social support messages on product
attitudes and purchase intention. Table 1 shows an increased effect on product attitudes when
the social support message was strong (M = 4,312, and the weak social support message is (M
=3.946; F = 3,958, p ( .05 for weak social support messages). Purchase intention was similarly
affected, by both a strong social support message (M = 4,060) and a weak one (M = 3,437; F =
8.954, p ( .05). Thus, both Hypothesis 3 and Hypothesis 4 were supported.

Hypothesis 5 and Hypothesis 6 addressed reputation and brand message in terms of the
relationship between the dependent variable message sidedness to verify the effectiveness of
the control. The brand reputation analysis of the products according to a high or low positive
attitude (F = .007, p = .932) and purchase intention (F = 034, p = .853) for the message-related
side effects was not controlled. Thus, Hypothesis 5 and Hypothesis 6 were rejected. Changes
in the brand reputation factor failed to support the above hypotheses: given consumer
awareness of and exposure to outside information about products with strong brand
reputations, our experiment did not produce a measurable change in attitudes,

Furthermore, the difference between high and low brand reputation was very wide in this
experiment, and there was a significant main effect. As a result, sales-related effects based on

the strength of brand reputation should be dismissed.
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(Figure 1) Message sidedness affects receptivity to product social support messages.

Hypothesis 7 and Hypothesis 8, exploring the connection between the effectiveness of the
social support message and message sidedness, were proposed to verify the effectiveness of
the control, Figure 1 presents the effect of the social support message—when the one-sided

message was weak (M = 4,124) and when it was strong (M = 4,091) and when the two-sided
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message was weak (M = 3,768) and when it was strong (M = 4,534). The results show that a
sharp rise in the slope of the two-sided message appeared when referencing a product of
higher social support, Therefore, Hypothesis 7 was supported (F = 4,751, p €.05).

Figure 2 shows the results for Hypothesis 8—when the one-sided social support message
was weak (M = 3,502) and when it was strong (M = 3.712) and, regardless of the slope, when
the message was two-sided and weak (M = 3.371) and when it was strong (M = 4.407). The
results indicate a sharp rise in purchase intention when using the two-sided message.

Therefore, Hypothesis 8 was also supported (F = 3,965, p € .05).
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(Figure 2) Sidedness of social support messages affects purchase intention,

V. Conclusion

The findings of this study provide important insights for marketers. First, this study
confirmed that differences in consumer attitudes are based on brand reputation, either high or
low. Specifically, as previous studies have shown, consumers favor products and services with
high brand recognition and repute. Second, the effectiveness of sales messaging depends on
the strength of social support, consumer attitudes, and purchase intention.

These results indicate that providing consumer sales and marketing at the point of contact
able to communicate product messages and convince consumers to buy will require systematic
preparation, Finally, as message sidedness showed no significant effect on the sales strength of
the social support message, consumer attitudes, or purchase intention, salespeople offering a
strong two-sided social support message about a product that is well-regarded will be more

effective than salespeople offering the same messaging for a product that is less well-regarded.
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Salespeople's persuasive abilities, advertising messages, and messages of social support are
affected by the available information, making it imperative that these communications be
supported by factual evidence. For example, a strong support messages or false advertising
can become a liability, Trust in advertising can be built using the kind of two-sided method
often seen in top-tier companies but less so in second-tier companies and startups that pursue

only a one-sided strategy to persuade customers,

Key Words : brand reputation, social support message, message sidedness, conformity, product

attitudes, purchase intention



