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ABSTRACT

Effects of incongruity of the color image on vote intention

Cho, Jae—Soo
Joongbu Univ. Dept. of Advertising and PR, Assistant Professor

The experiment of 300 people was carried out to examine that the effects on vote intention, The meaning of colors
could be changed depending on the degree of incongruity, and to verify the two hypothesis which assumed the
moderating effects of political knowledge on the vote intention,

The results of this study is as follow, First, results revealed that the meaning of colors in the situation of high
incongruity were less positive than in the situation of low incongruity. Secondly, experimentee made a political decision
depending not by their political schema such as political knowledge but by image of embodied meaning, Finally, in the
situation of high incongruity, the moderating role of political knowledge was confirmed, and respondents who had high
political knowledge were influenced by the referential meaning of color image, However, respondents who possessed

low political knowledge were affected by the embodied meaning of color,

Key word: presidential election campaign poster, incongruity of color, embodied and referential meaning, voting

intention, political knowledge
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