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Pl A A oE e ugos o of
He AFWE wsle ZUAE mRB
S < G Bl glewt, HE] B

B|Ake] SHoM =

Folrh(o.elz, 2016), oo we} HA= YE
o 9] B0 Gl Yolk £uA7E
AR ROIREES el HIY oA 7
1 BGEst A% OR FAE RO Helh

HAE YES F2 7|00 HAS NS
AEe] 2ue eholo] Sojuo] AsH A%
Woha gk, T BE HAE YEo]
2 BA 0=y ALGE R Gk RS ohch
uhE SRoR AL BEelAY) 4
R e PR ES PR
& ool 2elv] 9la) HAE YES A
SHe 49w o (Fotaln, 2016, 11, 24),
23 94 Hae %1594 gge aew, A

e [e)
b2, 7, GJofE, @

ol

A

ox flo
4>

4 2 2
o

rl

N

2

L DY oox oxt

N

ér:

H, FEAL oS

112 057 The Korean Jourral of Advertising

[N
N

LI
)
(i

HE gEo] AHApe}F B
ZJq_/d& 7%;“
He AEo 2y 7] ]l
T ORI 7R R

2 AFAEe] ofsl Hal=
7= AdY 8¢lE5o0] T‘f%‘ﬂ
A= A9 ol d& %Eiliﬂ A
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o oM HE QLS B, gate] a1F &4
Zo] A HAC YEO| 5§ 1YL A5t
L owele REs ol 2u% Aelo] 2
9 A HFo] HAE YEQ A 3
Yol Aol JFL u1A & ek TPl
ZFE 98-S ojulaitt

o] £ A L] F 20152 20ch~300)
oA LR = Z283H Ale]d BEA9] shuel Anjzt
EEX] 8 (consumers need for uniqueness)2}
Aot 8k (need for self—expression)&
HQlo R sto] HllE YES] 48 TAolA] o]
5 Welo] olfat FaFS A slE A

A g}, ek FAHCR of AFolAL A
A} 54 870] 59] A2 ol el v

HE(Webtoon)> %, A & Yulst=

‘U(Web) I} ‘7HE(cartoon)’ 2] FHAJol 2, 1E
YU B8l FEAeE AFUAold she BE

BRiE YE 48110 =54 7t ZH= = % 7Hol=0l| 0kl et

o] ARkl ojujsith7 83, 129 2009).
YR Aol A2 e e 1990dr) T
EFEREESERCPPERERLE

20039 b5 2Ho] Y i’bi% NAdstaL

AuAE ARSI B0l A e 5
A4 B4S YEshe §Ho] BrhaRT=

o T4 & WAL S5 SN
AE AN A&52Q A
2| AL iAo w2H, A

3007+ & (eF 7,970 ¢) “:OIE %l

NAL AZIF 10.8% AL 55k

2020 9= 119} 7,700%F E‘a}ﬂi( 1% 3,3009]
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%‘H«] —‘.’— 20134 72 1,500
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220%* J o2 A ) 7Hko] 2EFon 2018
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Ve 3 QUTHKT A A7 G A4, 2015).
== IEOW YEL o] 7o) do
HAT A oo 7y dA &4
= 5% % A}, of wizo] =o€l
U FR|QFL 0172 ol Q
g, dlolH7t whaest 2kl o3k 2016 6
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8007t oz =] F-=At 4291 oF 1,700%F
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5191 AL dold Aoz eyt
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&2 3 HlE AEe] 7ol golsitt
E 8 kgl 2E oA A HES} T
Aol FEAe] BHE-E A 4 gL, et
S Sl AHAEY] AT 84S word 4
ATHE= 22, 2014). 53] AEY +
28] 59 20t ~30th F AH|ASA W
o] Zb= PFYL AP Aoz A=),
mholEo 2 =)= 2009 79, Auk o4l
56.6%= 19 Bt 12714 9] A i 5
stal Gle Aoz deEyrh(dishld, 2015)
ol fEe] A ZR=EA Y 7P| o} JF
gofl e Az 71YER stola PES v
H2Ql B3 SWFOR YA S Frh AE
& SWFOR sk F1 /32 A W=
PPL(E AF && BAEY =3), 4E U
A g, el 9E, 23 Biis dE
S 2 LRSI 2AEY, 2016). ©]F 2
HE Y2 A w4 LY
= 29 HE A7 A A S EdE
37 o] opd A LA 0= AHAEA B
HE HAAS AFD 4 ks HelA 7199
FEE WA gl HHE ol 54 71
ofut 7]%do] Apate] A HoLt At ATt v
ANAE S5, Farslr] 8] ek gEof B4
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off o Algte FA| kol .
d A7e2 A F 7Y BEe 2 Y
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He Y2 74 AQE F o4, AEA
ek R WA APe] A HAS YRS A} paigo] pHolEd], 2w ooy, AR,
WA oot 99, Teln o8 WAL A AEHL P FHAY G WAL
BN B BAoR A0 ATEC: Ao Rusdn
AL, 2016; 2719 9 20155 o], 2012) HYE YEC| A P B ATES F
o], F WAE HAC YEO THAde] 2 FHHY, APAEo] FHHOE AN
A 3 2 acle] Hu Ave] AL GF T WS /E AHY B £ AoSH
92 AFHoE AN & ATl B UEo] YE Tex 159 £40] FRaok 3
5, ol57l, 2014; He&, ABA, AW/, the Zlojrh ol HAT YRo| ALY Ao
2017)7} ZL7e]c} A A AEEINE Ze=w SA
W ATEY e WY, 279 o HY Fuo F8 EAHE, o2 SW Ducoffe
(2015)% QEo] BAHO R AAE 20008T]  (1996)7 U FIA] MY 2102 AT
20H 2014 19711 & 130]de] A An ARA, 224, A7 B9 $42 AUm 9l
22 AFeR 24 HAS F AP FW 7] GRIHERS ol 54, 2014), 1 2, 1
YEY A5zl AR FH] HAHE YES  AS YES FAZ SAH o] ATES o
WEAE QU1 o] BEANW, AA, o HY B SHelH HACS PE| ANE A
S S 2o wAA TSR S Wale] 83 WAS(RRA, 234, 47
IO FAIS FASUTL, ol YR UF ADS FJRoR oi7le] YR g LA
ABA Azo] FHACR MEHT GeT W AEA, FA BAX B)S AT By Z3A
ot Avkl Ao NS B PHL A A2 9P 272 A ut PAS e
(2016 SERATY HAS YE HAE & 53 Yk ol F WAL T2} Ay
9= AE Aol HAEO] wuet wE hEA £4S BYHoz oy Bd
o Zohe A R A AN B4 S AR ANES Hok FHS sokdt 4 o
A7 4 Qs AARAT ARAOR BHE = ohe RAS 2 AR Bl ae s
Fo ool Aok ahrha Aol w} gint, omt HAE YE| Al JFE T 24
s, Us YR WM mue] dEldE  £9le] 7 Bgelq THE AT A &4
HlEA Ao SolMok sk AZHett o 29 9 T 2R AT Yt BYL AT
g Sof, #a8l%h 05201499 ATNMNE 3 St 3 HAE YEO] G aolS W
HYUE YE) AW ATH, O, AEAE S AL Td) ZdE 40l 39 ofshelu
4, 293 YE 847t HAC ofulqet T wEeAL o wu, A4 2u] A Y
elze] FAH G nXE AoE vk 2F 89, AW, A%, A9 5 AN &
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(1) AHIXt EEA 279} XIOLES 27

HEo] dFd Zdl=o FRE A2 A H
o= 7, A9, AfEehs 3y BE
2 4= ol8Hh dyud  Aldi(Millennial
Generation) 9] 7}x|3o] J3FS m|HHEE Y
X, 2017, 05 24). WYL Aldizt 19804t

o3 gofit @ Alglo} &

ZH|Z0 R HAFe

AdiE dded, ol AU, FroiEat &
7 A7stel HAE 71719 ofsstal M2 A

off Tt Aol Arh(we 2o, 2015).
2] AL HiAMo] w2y gy d Adis
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AL CWE E AR A4, A%, delm
T4 S Uefels A7t FEAE
A0 ehdthefahe S A F 2 AL, 2017)

olo} e WA BARE FhelAE 47
splEl}, o2 S49, wE enE 274
SEAo] Wl A F& FHOR AFm 4

A 97 o

N

F(micro brewery)2] 177} =0}
A|aL, gjgtol(figure), A3, W} Fof 4
FHAE 2719 71D E (kidult) £3l7} sPA=E,
Sejol, 4, £4] 53} 20| ek Yooz

o2

srjEglon], AS 57 Aol 2o )
A5)g 27| 5 2ES SolA ghaE A4A
40| Z7)eE @Yol ARe EACE §Y
st ieHobAlobRTlo], 2016, 03, 29). 53]
AU Athe] 58 ol T 200)~300) =
YEO 7 2015 FASHL gov], Lv]
915 B3 e ofu| A FaAska, Alo]
H O FTTH Aol YA AT



AR =7 wf) AJ71tk(Snyder & Fromkin,
1977), ol AFrEE AHAlo] HES1AL 48 &

£ SEA717] S8l vhefet W Pz A
7] AAlE Bl st = e 36,
o] oA A7) EF (self—esteem) S 3|5
314 €t Aoltk(Snyder & Fromkin, 1977),
g &, AHIY afEs ATAY
(Belk, 1988), A2 ] A|41¢] #FZ& 3<|(Holt,
1995) 5= &9l 5545 == ), 53] &
v Y9l= Qe 554 &5 £ds] 9l
7P Akl &4 woko|th(Fnlof, 1A
2l 2010). Snyder(1992)] w2 AH|U A%
=9 I = AT AFEA Eolols glushd
A AR o A sk 554 &
TE WS AAFT] wfjZolth(Fulof, g
2010).

Tepper 2](2001)2] A-FoA AAIRE Au]2}
=54 &9 Al 71 A o2 Aok A
A 2 Aol Mol gt Hl=(creative

choice counter—confirmity) ©&, o]= g}¢l

o] Q1A Ao 7 susle AEL Hugtos
B AN Y] BEFS m@ste= &30t} o]

7NARE, RPHOE HEE Ford A 22 AlF
S AE3tcH(Tepper et al., 2001), &, %24
Q1 Aol o3 A4l HE4S FASHE 2H

BRiE YE 48110 =54 7t ZH= = % 7Hol=0l| 0kl et

2o} A
A3t 2 Y 4L SR Singy, 1995;
Swann, De La Ronde, & Hixon, 1994), 19}
$A0] jZ0] 75t ke e BE
st sk oPgH ApRe] 878 Aum 9]
ool tHEg, ol A&, ¢S 2011; Swann,
Stein—Seroussi, & Giesler, 1992).

S WAl g 4Ee 59 ves
(unpopular choice counter—conformity) ¢!
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esd S5 BRI 47k A
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¥39] 8 (need for self—expression)
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of et xjzto] AR, thE AlEd T 7= olf= 9EY 9 FE=g wEt Ad
A Sk Qe &7 A ARl whet SAME A= ok &, vEhs &Aoo =
AF & HHEof xpot #3475 5t 54& #8sks x4 poto)7] glwelt, &
= Ao] sold= dastl AR, ©l 2, W} Qo Aotg AT 4+ e FES
A&, §HET 2011), AxB|RAH= Apolo) ofm| 2|9} Ao EAstaL qlo, whebe QI7he) 89k
YA BAY Folgichal A2t = Eies A 7P 28 S Qe oy, J3h =t
Tt Hal o]E e RN BHES =71t nh & tE WAES FE014 AotE THE &
(Sirgy, 1985; Sirgy & Danes, 1982). AH|Z} Y= ZH=22 dHA JrHutolF,
= AlFY 7154 S/ 8ute] ofy e} thefRt 2013, 06, 18), 87, =54 &} Afolxd
HH= o] ou|E &H|Sh= A of|A] Apohid £ 552 B2 F 25 20tf~30t
= sttt 2T 5ol A7 Qe A AU Aldhe] Ael4] Ak et A0l
AlEF B =of 2xn)2; A7) 4] A4 U ZH=Y ZSHAAE F25HA thFoA
85 Fofshe A HS Sk o ofgt Helolgh= HolA HE HE9] 8 1
4=, O|AE, eET 2011), AHAlS] 555 A4 e olsfstr] fIgt a3t §40] 2 o=
= A FA0 o] & Yoo r S5 o},
© &7 wobd g Aol d o] 85 EL A weba], AFolv =) 27| A4S &)
A Aolung F 542 A2 YRR Bl of FAst= shto] A A T RA 755}
Qlttal & Aol AA =, o]e} BHI AF1E 1(Lynn & Harris, 1997; Simonson & Nowlis,
T AT FAA(2003) = 554 &7t & 2000), 4=H] Y& AFE0] A YL = Ao}
& 2L S 28] Y95 Sl AEA Apop o] BAS Felste] Bpelate] -E E= A
ojn|A & #Edh= Aol wrhal s3I = FIet &7 55 9|2 A (Dolich,
OFA AFoFAR0], BHE YEL 7| ofd 1969; Sirgy & Danes, 1982; Sommers, 1964),
21 ket e Zdl=9] Agtolehs FH aH|RFO £EA S5l Bl QE9| 4H] 7Y
A Mz SHoA, 22 AFH Fa ZH 5 F3l FAISHE AL ApotE T e HolE A
z7t obd YE3 BlEg= He o A 2 ot ofo & At o 2 7HE A4
A oE o]F F'l=o] gotolzhe HoA e Sk
U *1IEH7} A gFslz 7k o] & Rstar 9l
ok &, Folol= dreld Aofskal A] 33 K- A 558 5 3 Bl tEE See
o= ”e‘ﬂurﬂ% & & FUsE2 Eaud =S S8t Kol E1 S50 ST B
Aol 27| E = Wolso A= Alo|t(d: &= 0l 20
AKX 2017, 05 24). o, A7] & HQlo] ¢ TH 12 AHIXIR| EEN S B HIHES M2 sRic
Solgt= AR E FE 9 ZH =i ZRAS YES SBA0ET 27 350 S35 B
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7K 13 AH

Tjo| S5 87 5
HSS S5t Kot 87 £Z0) IUAQ! Bt

= D Ao|ct,

(2) XlotEY 279 ZEIX E{Eo| T
AHIAEE AAlo] X7kl Ao} ofu]x|oh
252 o]F 4 Qi o9 BACE Agqt
omH Aol AL] L8 FHA7|L, 1
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A, gkAlof 2002; Swann

et al., 1992). o]% 2H|AMRo] Y 7|53

SJulz} obgl A F3 & 4n) Yien
T 5 gleh, AolEAY &78 FAA Tk
2E e T ARl ekl 331 JTL

7hd 2 AHRP} RIS X0HES 87 52 HRic Hs
Felx eyl 2HHL! IS 0l 20l
(3) EEIX E{EOL 7 o|Eo| 1|
TE | AFO] A H e of A B St o)A}
Aol o|27|7HA] ofe dA A FF= vA
= 4 249 stz deAaL QUth(Bayus,

1985; Piece & Feick,1984). Piece?} Feick(1984)
of mEw U AN TN T

BRiE YE 48110 =54 7t ZH= = % 7Hol=0l| 0kl et

T O R

£
[
E
_)i
-
)
=
oft

e 1:7}011 et 5 clar Al o

ojglth, 1 FolA Lakele Bt B el
20] Zgo} hato] PelE oSS Awn,
2 gAY 1 2z} Ay ARe] £4

(of: ARQ] 7}x], e2hA], AL or, AH Y9
AgA), 82 B4 Bole, AR #]4),
aeal Fel= A 594, olHA]) ol
T oo foJjt YRk wA= AoR B
ok e, AAL, 2016; o] A 3], =AAY,
3| 2011; Awad & Ragowsky, 2008; Doh
& Hwang, 2008), oF&e] &8 Z2 wel9] 5}
UhQl Fal By e o) 7t S o] oo}
Aol ArmakA o Qlots Aw Fholw] il gt
(e]zl=], ”H, A, 2010, £ AFelAE
17%3}04 B Zd
HW Sy
wetetch, whebA
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o #= A
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(4) Xl MEozo =" 1}

1 Aol i 2ulAEe] a2t
o SEH AuAel BN 2]4E o]
seli ol 2ol Fxsts 2o 2A7} Hof
Sk 1 g3 A Q] o]|20] Friestad & Wright
(1994) ] ol&] AA|E 5] 4] = (Persuasion
Knowledge Model)o|t}, o] mdlojxo] A
Mgl AEA] A (persuasion knowledge) A
Ewoﬂ A olke} w19 ke s
=& 23 A7kl AA uHAE7F AL
‘:}oﬁﬂ AS wAA] o leEEal, 29A

= ot ASAA S g5t ®
tH(Friedstad & Wright, 1994). o2 A &&=
HEAAE 2ulAoh A A Ao wEE A
ol FAHOIT SFHOR ST WS
S5l Hrlsh, o BA thA sfjof st=7te]
&H[ARES ApAlo] Hfsta
2-&sto] AAl, o1gA, 17
VS FHSEAE AL
2 o] ek Al A
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B0 AlFE, HEY T2 AkgE AR (A
A, 2008; A9, A3 2014; Szykman,
Bloom, & Blazing, 2004), ‘Zil 32 mEg]
AlE], 8|3 BR9F 72 wAIA] AA] FE
(Ao, dra<4 2008; Williams, Fitzsimons,
& Block, 2004), ‘WAJA] o= (Campbell &
Kirmani, 2000) S°] 2Ql=]911, o5 ¥l
gt x| 2ko] ol whh A5A]4 0] B3 4
=7 EdEiAe Aew yehth
??_F% Friedstad & Wright(1994)9] &1+ o]
= U 5 dE2 459 A4 A
E7} A 2] 9 SEEJMI m A= G A
si3ith, oly A50] AR AR Ak
A A5o)met wiA[A] o] 45 aits 74
A Ao ltks Ao}, 11 o=, Williams,

o[N

r l

O

Fitzsimons, & Block(2004)2 A1Z3431 HA]
Aof tigt 59% 43S S8kl 1 2ol

£ AFE e AolE EAs I A4
S A A7HARSOIA LAY Aol Wt
AE HolFal, o5 F HAYoE o] A
2 0hE W89 Aw(Eal WA HEA vs,
FaL w AR S] Aol SESHA shalek L
A3}, JEA W&ol et Ao SHEI AR
S AS5A4A] Aeho] #HaL wA A9 A5
ool Haf SEHI AHE(ES 2544
Dol vlsl ¥ & e HAoh B3 o=

9= S (Edwards, Li, & Lee, 2002)2 <lgull
Hjugarel 7] Fate] o dstE A5
Alo] et Ao A ARAES HiY ¥ HY
B HAAE R 9o WelER <14
ofaL, A= A5A| 0] &3t o] wiAA|9 A
S5t wopzl= Ao Hiuskelct,
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ToA A7Iske A7+ ALk 7HE 2

=
2 9 HAE PEY g BYS (7Y DY
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4, A7 w Y BA
1) 47 JHgel &%

2 AT L Aulg EEY 87 24

7] Y8t =2 A Tepper et al, (2001)9]
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5
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i

£HA 254 2T

|54

R Aotz ST &

414
keikod

BRiE YE 2EX19 =54 7t ZH= = % HOl=0)| 0jR k=

=5

5 ATt 5-AR(2008)7F ] AFgto g

A 7erst K—CNFU 2 =9}

o|7e 21(2012)¢]

QoA ALGE HES Weste] ATt A&

Wz EE54 80 319) Aol B A
o) %

% 191 2 5 B 12YS) 29 74 7
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of \WOM: Focusing on a mediation effect
of the need for self-expression and a
moderation effect of the perception of
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eHeejun Lee

Ph.D. Candidate, Dept. of Communication, Yonsei University

Chang-Hoan Cho’

Professor, Dept. of Communication, Yonsei University

Th study investigates how consumers’ need for uniqueness and for self-expression
IS have influence on their attitude towards brand webtoon contents and word of
mouth intention. The results of this study shows that among the sub-dimensions of brand
webtoon users’ need for uniqueness, unpopular choices has a significantly positive influence
on their need for self-expression, and in turn it has a strong positive impact on both attitude
towards the webtoon content and intention of word of mouth. In particular, the data show
that respondents’ perceived perception of the persuasive intent of the brand webtoon
moderates the effect of need for self-expression on the attitude towards the content. More
specifically, respondents who perceive the persuasive intent in brand webtoon show a lesser
degree of favourable attitude towards the content than do respondents who do report a
low level of perception of persuasive intent of the brand webtoon. In sum, this study not
only provides a theoretical foundation to understand how consumers perceive brand
webtoons in terms of their need for uniqueness and for self-expression, but the study has
implications for practitioners who are interested in using a brand webtoon for marketing.

Keywords: Brand webtoon, Need for uniqueness, Need for self-expression, Persuasive intent,
Attitude towards content
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