re

MO

[Provider:earticle] Download by IP 125.143.159.147 at Wednesday, March 11, 2020 1:26 PM

o> -m
o > |
04

O

vvyy
N
© 1o

=

Il

LS 31 25(2020)
The Korean Journal of Advertising, Vol.31. No,2(2020). httos: //dal.org/10,14377/KJA 2020.2.28.35
PP.35~67 | ISSN 1225-0554 © 2020 KAS

a\) | WAE Aot N AKX QY

9]
AEX[go| BAHE Tlo FHmIol At

ofo[gio|| DjX|L ot

IS
Sleftistn ZAZREsit BiAjaky
A0X[

LRI

om
10
o
i
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g Il 0l22 VIR EEF HAXIEE 3E 5
ORI AHE F=ET U= AHXIC] FXIE ez
&l A5t UM YR g¥Ezs T2t
} el S=u S8 HAXIO thsh, HT ol olRe}
T HEE St AL HAKIECH O SOPEO0|UCE B BaSrolXli= 47K =5 oAl
X G2 XO7F YOI ORI, S HAXIEY W &b BS)ol tisiMe 235 82(&
2ol g9 Y HE)ez 2kl e =EH HIAXK|ECH 2 SoF0IRIC fhzez F
RPA et Zolks, 7hEat 20| REFOR= E4FORE0 S MAXIo] o SeH0IAT,
B3Otz LEFXECE S HAKIQ 2R HAXO| o SOX0|UCE a2t S5 Al
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1, M2

oA AulA 8l (Cause—related Marketing:
CrM)& 71950l 7 Wol E8sk= 7199 At
3] AWM (Corporate Social Responsibility:
o]s} CSR) &% 5 slyth(Kotler, Hessekiel,
& Lee, 2012), 3 AA AR 710
Sfol A= WE ol A Folo]
2 opsa AREE oY BE2, 7]
HahE ROl HAE, 71 ol BOlS T 4
Q= 71do] QJti(Varadarajan & Menon, 1988).

S 58 AE1E Fo] Feo] 43K
7] ok A Al dlah S 2
SR &zo|th(Kotler et al,, 2012).
19834 of|elzt o)z Fh=e] ‘AR
A B4 71T v e 0 AlsE B
AAHAR S A Fr| APl - 917] A=
CSR &-go|th(Lafferty, Lueth, & McCafferty,
2016), TEG(2018)9] &lto] w2, 20179
so) 7|EE BRIl ZaE 3
I 2 M (cause promotion)o] oF 219 dEl&
A&t} E3 PRWeek?} Barkley(2010)2] &
ol e, Mol 7|15 oY Aael
9T%= FAAAHALE Bt A5E vlzy=

L
3

i

H

-

A
£

rir o
Q

}

A

gl
7]

dzko2 b, 1 Akl ot Qe
ESF 3O & SHA | 7952 29
AT w719 &2 Gubel Fo] T 9o, <
< 2 R, B9 o9l A, =7 A E =
H 9 AIDS $HAF A9 5} o] TRkt ARSlA
F9& s3lal i (causemarketing, com

A3 A= QAN 28] F7Sh= FAI
(Min, Ahn, & Choi, 2011), T3} ZZojl= tj7]¢]
elof, FH7IYolY TSV = s,
ZHo] 71949 HY= el QlthH(Financial
News, 2016, 11, 25), ZL&jub oA 2o
AnHAE 8ol Skl e E5tekal, 59 &
A7} e = o] apEste] At npAE AR 7}
wrt= Hrle QT (Min et al,, 2011), =, =
W 71UES AlAA e & olpale HH =

A

of Tye FALATAYS APt F97t

(of: 2AFEY)S T Bt F9= gt
old el F shvt= 39S THste Aujgt
AE EdEl, 39 24 ARl F57 o)A
55H7] wjZo|th(Min et al., 2011), TLejut K
oF ZE2AQ1 YRl =y 71 E0] A8 F
o] Yz, 53] 4] =84 7o gt o]
a7} SEokA] 7] wjolth,

SO AAEAE Hofo] W A A5
719 AFoflA] o3t Fol& sk Ao

B
=
>N

29 2 oI, 69 2489 7
28l B 97t Hol(el: B FRE 1/4)
U ] 219 A SR &) 154/A
&4, 3 4 S)eol sdAdA A" vl
= 33 9371 wWolth(Barone, Norman, &

Miyazaki, 2007, Lafferty, 2009; Lafferty &
Edmondson, 2014; Vanhamme, Lindgreen,

Reast, & Van Popering, 2012), 3}X|9t AH|Z}
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o] o] UzE 2R} SASH: =84 714
9} 2 #THAo] i, E. Kim & Johnson,
2013), SHAIRE ofA 7R Fo]AAAY A
EOopol| A axB|R}O) = A ZhR| o] BiE A
Hog Hd At FEI Aol o]
2 A= aHAEY] =84 712 9] anE 59
AAVARE 2o FEgez, 7|E dF4E
SAgskalAl otk

=2 TRt o2 2ok dqE AHlEe A
T s T, =49 71N o]&(moral
foundation theory)S A TtHGraham et
al,, 2013; Graham, Haidt, & Nosek, 2009;
Graham et al,, 2011; Haidt, 2012; Haidt &
Joseph, 2004), “159| ¢+to| W=, =94
7H= wohdol whet Fa o atol= AN
QA HyAor 57kA] YA ZRx|7F EARTE
2 (care/harm), &% (fairness/cheating), =4
(loyalty/betrayal), H¢|(authority/subversion),
114 (sanctity/degradation), E3F o]F gt =
YA He) FAEL A W F Skl
AAA Aol webal 2 ol gk, =, A
o o)) vla) Aele] BA2
98 nEs A% BUdE B8 338 =Y
oz o FAGAW, HeFelgt A
et Ml 52 Q14 ekl Aot ¢ ok
B 34, B3l DAL © FAT

. ol FOlUABAG A R 42

HI

.

o Mo

g%l mebA Eol tEs LT o (Koleva,
Graham, Iyer, Ditto, & Haidt, 2012; J, A,

TR et EEA oAX] |9l 4SEE0] BHE Frieh AmQl FHo{olgo njxl= Fef

Lee, Choi, & Hur, 2012), 3°ldA A= 9
wihe 2] AAA A golo] 24
AR Aol whet gebd 7HsAdo] a= Al
A,

g Fa(e]F FAdAE e A5 atE 4
Sote|a gk, o]5 Fall, &Y 7|4t o] 2] ¥
oAM= H8H = Qe A AR,
T O AARGL 3 Al Fagh AXE A
e U

]x]_]_ TI‘/]-(Ol"da]oayeva
& Fernandes, 2018). ]i olef, W2 AHR=

E0 | AF3]4] ool sl of®
A4S RAREAS wn, 7 Ha=E 7
oA 9 Ho|Zg 4= vkl AYZFstHEdelman,
2018, 10), ol 7ol AHE|% WS ]
SJShA] AFBIE BO1S FUTIE A0 FHEA
orom), sulzte] AslH e} st BaAol
e 2] BAH A 150 =8 A
2 weg AFd 2ol BaFS AN
(Edelman, 2018, 10; Koleva et al,, 2012; J.
A, Lee et al,, 2012), &4, 2 59 HX 4
e 24 BEIE G 23 AT, C

xlﬂ

OH

Kim, Park, & Dubois, 2018; Ordabayeva &

317 252020 22 282) 37
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Fernandes, 2018), 0|2 213}, AH|Z}9] 2|4
ol wet AT Hai=(o: JE-Apple, Ha
—-dut pO)et AS Ad(of: AE-CNN, B
—Fox)o| th2H, AR F=ZH 7|45 (%]: Apple,
Jeep, Nike)2 7\}/\} _L7HZV] qu];q /Hb']: Ul
Axre] AAH YA e, s A 9
uj A Ak A5t 9Jth(Green, 2011; J, C.
Kim et al,, 2018; Sarkar & Kotler, 2018). ©|&
. 2H[RE Bl Fa Ao Zofoll A A F
d&oll digt eAlo] HAF solval e, C.
Kim et al,, 2018; Ordabayeva & Fernandes,
2018). wpEbA FoJAAREL & 7t Lo,
zc-)];‘(]zj /\6]‘81:— Eal uqo]g_i /\}&3}1—— 74% /\Hi
AJgk Al Aseafe] wsfo] Rgkahs solck

]

0] 3]

S
O‘ﬂ-":

2, o|2H Hi7

1) ZojoiAg

% gtthe WA, s 5
Aok & Ao amfRte] E4)of 2 9= CSR
HhHo|th(Kotler et al., 2012; Varadarajan &
Menon, 1988). o|Z I3}, Wa A3 A1LEL
JAA A ] 7Y R BHHE HE, 7Y
Hel=e] B, OsR olu)4 @ Foflsg
ol H aIAYS AAZrH(Lafferty et
al . 2016 Uim & Koo, 2013).
Bl BB e B 4
So A3, B3] 719 2o nase)

o]
ZA10 2 o]F|H tHLafferty et

Hir w2 oj

O]‘J o

38 TSN The Korean Joumal of Advertising

, 2016; Uim & Koo, 2013), ZgrAJo|gt A}
7 o Wt 7129 A e, Bal
o, mA4Y 2 g2 A Bole] A7 4
Ao 7 Ao E]=1|(Becker—Olsen, Cudmore,
& Hill, 2006; Varadarajan & Menon, 1988),
Be Y Q5L 719 52 A=} kaly
a0l & B9 FUol oA wjel S
819 7Fx35kal ¢Jth(Becker—Olsen et al,,
2006; Elving, 2013; Min, Kim, & Hyun
2010), ol olf- g4l £ B

TH57] wj&o|th(Elving, 2013). ZLFHL]— 719

=
£o HRse] HPHE 7RO B T 2

(Lafferty, 2007),
sk 2wl B9 Uzo] REas 2o

= &
o AAAIG ] JmIpo] Qlo} Fasith WA 7]
21

ol 2u|2e] A7k Fo] FaEL 3 of
T (cause affinity)Q} 7ro] #|zhe 2o G017}
(O: 2o ZRE T/ B BoIL 5
H, A8 By Faj ol wol=t] At

o]th(Barone et al,, 2007; Lafferty, 2009), E
3l 3ol EXN 1110]]/\1 A&7 0] Folwch 7134
A, ") o], A

(e
2 Folrt g F9 Foj(Vanhamme et
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o] Zo|(Lafferty & Edmondson, 2014), 4
B B 9 B S| ol Bkl
Db Bl /19 Fe HA=ote] g

Aab v|ws], An|Rpe] Fe] Y=o ogarge
o|E7}? A3y At Aol w2, 7]¢jo] A7t
H 59 TaEY 59 fFTt w2 F=
TYetE AL BAXTL AR G BHE-F
o] Aol aNE AMsAY oFstAIZIt

=

(Barone et al., 2007; Lafferty, 2009), Al
2 Ho)o] g2 /|GES HA=9} K]
X A5 A H 0= FaF Fol(e]: 20044
2un))S 48, A S avE Aw A
7} Wk (Lafferty, 2007). o]# %]_CL] =Rl
THEU 4] A9 Ae4 Bk Badoln A
&l FaF J(?L?lO]X]‘?_]’(Bucklin & Sengupta,
1993; Roy & Cornwell, 2004), FAAu}A|
go] AL vale-Fo] H3Aut 7L o)z A
ot ool Fofofl et =54 2 =4
A= SasHA A8ty wiEolthJ. E.
Kim & Johnson, 2013), 121} o}&7}A] 9]
AAAY A Zofoll Al axB|Ake] =Y # 7}
29| S AYAH o7 HI3 AP BES
/kokﬁol—o]q' o]% o] 51:4;5] 1;} J/H moral
pluralism)of] 7|23t =84 7hx|o gt ¢+
7} 2dA 9] wolt

ec]
=2

JN rlo

2) £¢ 7|4t 0|2

Haidt¢} 58 AFASLS chofst shE Hok(A]
2o}, e}, F=/ T ARl Zlgt o2 5)
o ¢ A7 ANEL FF, A8l Yelsr
el A =Y 7|8k o] 2& AQHtt (Graham

TR et EEA oAX] |9l 4SEE0] BHE Frieh AmQl FHo{olgo njxl= Fef

et al,, 2013; Haidt, 2012; Haidt & Joseph, 2004),
g 79k o] 2of wp=H, Q17ke] =TA e
Tke 572, Afele] Bxjer WS WEshe
T84 7} (individualization foundation: 7}|21
3} 7lhel T BT, o] A4S ¥
$17] 9190 9 el A Fele] Aok 3 o5}
Fat A% =54 712 (binding foundation:
A% el T, B L nAR T
olth wet 57h4) TEA sHH= Asko] HoA
71 Al(adaptive mechanism)®, HE Q1&o| X
HA o2 WA(innate) = of ot e 7|7t
ol AR 314 Gl wS, od) o R il
oitt F2 e A (edited), EFF =T A
T2 o] 4% FE(reasoning) Hr} =EH 2|3
(moral intuition)©. 2 F2 AA =T}
ol 571 e 9] S5 e
QqokslH 2} ZtH(Graham et al,, 2013;
Haidt, 2012), S22 Ast& 02 ofz} x| AH]
(attachment system)d} E}FQlS] 1 &L L7|=
2 HE Ao S5 o B 2Ede] oY
Ho} 238 A5tA o7 AS o|E}fA] (reciprocal
altruism) Tt HAHE ZOo=, A9, d Y B0
St 42 Moz Wi (in—group)
B33 WRE A1 S Sl Hol= 217t
B HelE der, M HES SRt
Ap715180] s, Afle Zleka oz Al
AF3) A AlSARL-(hierarchical social interaction)
3} s Aow gl Ao giat B
A3 AE) e 25, 24 2 B2
A DAL W50 Por(disgust
4 9 H(contamination)?} WAH ZO0 2 Fil

A grde] upeh T4, 9 §-820]0 (less

o

317 25(2020 2 282) 39
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carnal), H% 7% Sl=(noble) 4 A= 7
Blicazle

Haidt®} & A7ASS =H2 dtko] 9l
o A 71219 Hol7t BH 7] Ho](4]
U BE 3R FA, AT ) 29
7H A LJoll=, oF 23 Yol A HA2 A
ol webHE Bebd 4 88 FEaT A7

£ ZYPHGraham et al,, 2009; Graham et
al., 2011). Z1¥ olfi= A4 47| 719
oVt Aol 7k & olde} MEew 2

A, T2 FEoR HAT e e

N

3) £& 7|4t o|23} XX AgF

L e oy o] F 200W WA HHA HEs
SRS 7M A8 ShEA R e i Eolt

(JOSt 2006). X‘]x] Z‘]B‘l—?(—]Oi Zizv/]l_ 01

>
|o
il
e
tlo _lcﬁf
Py
o
k1
M o
i)
rz
re
H
-
N
]
l

rle
i)
By
lo
HU

171 Aolgkal Hu,
s1e7] A7) g E
JA A 24 (systematic

P
[e)
process) £38t A7} F st ErkSowell,

H o o Jd
offt
2
1o
-
o
e
|o
fu
l‘N

et 1ol )

40 ZISIAT The Korean Joumal of Advertising

. 3] 9] 7)HlA(experiential openness)¥} &
YA (compassion)©] w&E FHF9 AT
o] Zratct, WhH A& Q] #H4 4 (experiential
closeness), A4 (conscientiousness) 2 4| 9]
v & (politeness) 0] &5 H4F9] Ao
7351 tH(Hirsh, DeYoung, Xu, & Peterson, 2010;
McCrae, 1996). &, 82| /Aol ol 72l

AHogu Ao g Hah A2 FHS A
Totn, Q7o gt Aol el BT
(egalitarianism) 7}X& FA|&4E, ARFO
Hgpol Zgelet, ol WuFele] WA A7}
H3lel JE=olg|(Jost, Glaser, Kruglanski, &
Sulloway, 2003), o]¥ AZA9] Al&Eo] XK
Fo)2 wobgel 1rEeld7} B Aol

1o

o= A 9u|3tth(Hirsh et al,, 2010), YWHA,
A Fdol wot MHAF o2 XA L
2 o413 ey Hel A MBI, HAT

of| 9] HjF0] AA, HY L 2]
e TANETT, B9 Aol 7ttt
ol H45:9]9] a4l 7FR| 7} wste] tieh A
I 535 & 14'14 A AA EAE Sl
ARl A fAILE d9 )1 d (Jost et al,,

2003), o]d A9 /\} Eo] BZz0l2 dlo}
Sof upzelasl B FHsAo] St 2 o
u]$tch(Hirsh et al,, 2010),

aghe, AR g kA Bl 4
ool mEd shxstel BRAYES ojE
Haidio} $2 AFAEE ghn A% 7S
ol AAIA Aol wet FAsh: =94 7t
2|9 zpo]7t Gu] oo =ehEA] ¢kt A
AAZH o2 Yepd-S ASFTHGraham et al.,
2009; Graham et al., 2011), A%} Ad3Fo] u}t
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i-ﬂ
_1

g 742]9] Aol

A, A AT AR ARZs B8,
P mEAog FAS, BeFoats
:L]S,L] 14L 5=

2012; Skitka, Mullen, Griffin, Hutchinson,
& Chamberlin, 2002), ©|& I3}, AREFJ2}
= M oot B E S5 389 ZAI(A):
oFzl HE AFY A HE)= ruR o ZA5}
w374, 19, 229 ZAI: 2= =71E
=85 A, T A% =4, 54 2E
£)E =8H BAL opakn Az A5
9=t} Graham et al., 2009; Haidt, 2012;
Koleva et al., 2012), HFH H5LFoRE ALS
A A, A9, A5 FAlsks w4l
o] oJgro g sjjol H
= FastAu, 4
HollMet 588 + Avke YAolth(Haidt,
2012; Skitka et al,, 2002), o] <&}, A9
AL Bos)7] ofsf A diellA H‘ﬂ | A1A
ok & o5t} st TS F4, W), Ao
wAIA: =71 oA, S A, ol BAE
=, i) woo} peiE SR $RY £5U
$Z20g 9407 ZA5HGraham et al,,
2009; Haidt, 2012; Koleva et al., 2012).
SR, A2 AT 7o, ARFIRE B
Srouc 58I gHe mYhoE o 5

-

TR et EEA oAX] |9l 4SEE0] BHE Frieh AmQl FHo{olgo njxl= Fef

Ao, npzela Auelanc 34, U
9], 12g TgHoz ¢ FASH((Figure
D). AEFAT) BTt B3 3
& EHoR o FASE olfs Al &
A, A 9 BEE $HOR Sz Amze] F
zsu A s, 244 Sl Al
FOA Rt} F(empathy) 521} 544
(compassion o] @ol eRele] ﬂ%oﬂ o5 R
5}7] wl&o|th(Haidt, 2012; Hasson, Tamir,
Brahms, Cohrs, & Halperin, 2018; Hirsh et
2010), %, ARFOIRE AfalH] oFRHe]:
b A, Ao S A A
(6l 2% 1%, 2 olUANS B, 1 Aol
AL %o FEg, ¢dxHog 152 A
U, B551A tfaljof gheia Ak} whd
R LR E R IC B S
W, ARl A LEE TejsiA, of
o
=

F

¢

24517 3ok, ol Ffol7} WAIFIEH Cozzarelli,
Wilkinson, & Tagler, 2001; Graham et al,,
2009; Graham et al,, 2011; Haidt, 2012; Jost,
Nosek, & Gosling, 2008; Skitka & Tetlock,
1992). 3t Hpofxpr) JHEFEo Ao H]5)

34, U9), 1AL ¥ FAE AL A

A, a% HES FASHE Bao] Hat
G oo, BpFolael 44 SA4T weol

Q). %, wAFol et A2

313 2520207 22 282) 41
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)
t
_{
lo
gi
r
> O
i
_z
folr
[-O

WA Graham et al., 2009; Graham et
al,, 2011; Haidt, 2012; Hirsh et al,, 2010),

Care Fairness Loyalty Authority Sanctity

Note 1. Adapted the data from “Mapping the moral domain” by
Graham et a., 2011, Joumnal of Personalty and Socia
Psychology, 101(2), 366-385. Copyright 2011 by John
Wiley & Sons, Inc.

Note 2. The range for all items and subscales is 05

{Figure 1) The means between liberals and conservatives
in Moral Foundations Questionnaire(MFQ)

HAH AT 7o) BB o] S FHOR 3
29 F) AT BT Haideoh B2 A4S
o) Qg Aoz AAsk Yet, =9 7]
W AEAE Bo, BF S ZAT K
R. Kim, Kang® Yun(2012)3} J, H. Lee%}
Cho(2014)&] Arol|Al= K9] ko] 74a
$2 2E 39 Aol AA 7 =9, B

’

O

9] Hfo] 72 Zk] HY) 2 1A A

= AR HtghE Bladle fole F A
Fol o7} ¢ q J. H. Lee9} Cho(2014) %t
A& Graham 5(2009)2] S} o] 2B
TR = B0zt div] E41, 3% A
o SAIRAL, HpFozis X R S02) o] 5
4, 49 2 14 e o FAR 2y
K. R. Kim 5(2012) Aol & A9
Badbe Blage o AEFOYRe; Ha

Ap Zboll FAA L ® FolRt Zpo|7h ISlaL, o
£ 471A] ZFof et A3y At -2 Zjo] o
gHe 2ot 3 =Y 7|RE AEAE AHEA
2l #A8 ek Ryu®t Rhee(2017) -9

\lml.ﬂ

¢

NE B8 AT fARE SEEY 2ol
s

A el W Zol7h gleint,
4) 5 7|4t 0|23} 2ol HELAo|M Bt

=Y 7|5k o] & At BA A gl whebA
FAEE 294 77 e Hojgg, Od
th A& A3kl Hatshs =Y u|A 27}
AR HE W o] njx| &It
og7l? o] ARYUA oA Hof AL(AA 7]

%, A8 Ak xgiw g ‘;«t— Eaa
-1 ]

(Kidwell, Farmer, & Hardesty, 2013; Winterich,
Zhang, & Mittal, 2012; Wolsko, Ariceaga, &

Seiden, 2016),
A2 2 AeF 7o) =

e

g 2tolE AR
o5 A4 7|5 Fof A(Aas5S Y AY
£ oty Ao, Y4 AA4 (moral
identity)o| &2 EFOA= =Y & A4

o] & BWAZFO o] s A} 7N wE

~



[Provider:earticle] Download by IP 125.143.159.147 at Wednesday, March 11, 2020 1:26 PM

HAR(CHIEY] B8, 39 4%) Fud d &
oHQl WF gFe Bech Tt mE 3
Aol e BEFIAE mHE PA o] &

o AnzolRof Hls) A4 7w B HAA
(A2 v AS =7 A ALY $4,
A5), AT} 97 Bl o 595 BF 2
S B tH(Winterich et al,, 2012), &3 2
37 A3 ATOIAE, ARFOE Bl
Apof| w]al] 7jQlst 7|9k = A w A (q]: 2+
o, 3ol d4) Fate] B 294
2wy, e} BeFoE A
Ofzpol| s A 7|F =Y A H| AR (o

S 7 4 29, 2
4) Faloll o ZoFel deAPde =

(Kidwell et al., 2013; Wolsko et al, 2016)‘

oo

|

e

iy

L il

3
o
°

oﬁ, 4N o2

ol wjA &I} (matching effect)Q] Y1 A
243 Qg 9= =Y A AR 7F 22 4

2y ol
T/ (fluency) & =8 =S EolH, H
AAZ7E Wl A ghokar Q1481 o, 24
2 o]7] wjEoltk(Kidwell et al., 2013;
Wolsko et al,, 2016),

A Tl AFyAolA A+t A
of gz =84 HAIR] Farzt ASol o
A Qe Hojr), ey A9 B4 4
7HA At = EA AR, 71 53—0
yAlold A5 =894 WAXE 74
AQlet 71 HA A= 4, 38 7HIE 2
SA ARERAL, AL 7IRE AR = S, HE
9 14 7HAE AeA AR o= I3,
BAA Aol wE 57HA] =Y A THA] o 7|2
g =Y vAx] o] A5 avtE S94or 3
7FekAl xR &4, 5o AFryAelAd At

o
o
N
2
&

i‘-ﬁ_q‘o?i

40 wg  fob

oL
>

XA ekt =8 AR fel HSAIZ0| BEE TItet Aol Foiolgl DXl Fet

& e

=4 (G4, A9, 1DE %
A& 7 WA AR, AEAoRE 57HA] =
22 273 WA 707 ghizoltt
(o)): Winterich $(2012)2] A+ 2), Alx, 32
AR AFES HAH AT 1) £
A W AR Faro]| gt Hkg Aol E TR
AR Q18 719k WA R] = 2 HS= o)A}
7 Bzt sold) A4 4 HR
g AR Fare] vk atol & A A A o=
el teh (el esojays Qs 71
HF HAIA S AL 7R WA A H T ©0)4),
U AR A AT 7F o]l y|EH o A2 A
Y M2 S5 A el e v
ool A 71)I%t Alol7] wizel, FAA A E
W AjolE Ao s A Bas,
H 04:rL‘— qu];q oz X]E ul E/\ /stk

j s

95 125 w

1) Wolsko &(2016)2] 0= HXIA o5 Ha Tty EEX
OlAKIo| 28 ZERRL etshl BAEO] Sicl B
SROH= ol 71t DMK} 2 7 et BIAKIS 003
£ 0} Cf S0/ BES S0jT| 2i9ich 8t 24Ol Jf
213} 7[5 ARSI 2 7|2 HAKIE A4S 0f of 29
X0l e 12(C} Ol £ 7kt OS] o Zakle i
i Ot 201 Zisky HHO| RROKI= ZHGIRIRE &
420t gifst= ZRIK| SO0| 43 0koD | BfoIck O]
2 OBl TRl EEN B 2P| SOl #iS
S 59T, Aol FY TPl 3 D22 2% nfot 59

ol HISS B,
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H]x}_q x%;qx%
| e e AR
HE B3E § A0
W zolAol Wazo| 7t 2k

A7} AQle] Ak Ae] e H
B7h A2 ArelE olgro] iRt kol &

OS2 o,
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A 931, 3 ARYAH B E A
A GFLL ulA 4 9] wRelt), 3, =g
1

Al 271 7id
ol #}7] A7|uk(self—schemata) 2(Aquino &
Reed, 2002), AFFEL 27] A7|up(e]: 42,
Ag)oll e A= do])olut HAIAE
7](;]}_{3]____ u&g;l:,_ 5_71—x40] EQ]@?_] EHE
9} PF 98k KHo|7| uFEo|th(Markus, 1977;
Wheeler, Petty, & Bizer, 2005), £ A9 7}
4e FAAoR Aush e 2o,
WA A e EE b meE S
=

4
W, 34, Ao welE Fo 242

o

g wAAE 283 FAAFL 4l Al
45 ol et 714 ol WA, AT
A= S wAIAI 9 58 HAIA] 9] o] A A
BnE Y Ul 34 AAA} A A
o FolARLE M uuc, o|F Aa:
B cof it e} HHQl Frofolafe] o =
5 Aom oA, =, ANZRL Al
B4, A7 0 HES $HOR ok AT
of FFeE, MY Huot IdH &4, 38
LYo r FASH, At A% Hoof Breld
34, 9L mEH0R 26 @] ol
tHGraham et al., 2009; Haidt, 2012; Koleva

et al,, 2012), WHH K= sﬂx}h 4714 =9

’

ol Aol g8 A0 o, 2, ni
P A3 A, B3, A5 FASKE 2

Fele 9o, 19 Last 324 §
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(Graham et al,, 2009; Haidt, 2012; Koleva et
, 2012), ool 7|3k AR 7H-& ohgat At

71 11, TERORE &5 HAKIR SE HAXIS] S
AEnE H 1t S8 HARIRE e HAXI2

SRS T w0}, B Ei=e) 2|

T4 12, BATORIE B2 B B4 B HlKil 32
SUITIO| TEOH WIE SRS Efol WOl &

ofelefel xjo7t giE Aolct

nx
N
fol
::l
_>;_1“
s
=
b
N
10
T
o
-
N
1o
:‘/>i
=
=

2R

_‘d
)

A2 ‘—r;_t]_,_]. ZAAlo] wo}
Al EHAL, 2 v A}%}% %
Pk A& EYACR f S5 meltt
(Cozzarelli et al,, 2001; Graham et al,, 2009;
Graham et al,, 2011; Haidt, 2012; Jost et
al., 2008; Skitka & Tetlock, 1992), HFH X
Gzeolahs ARl o] w3, 4 v A2}
A9 AAY FAAAYRE ¥ ), o|F

Aashs B e Bwet A2l ol
Fol o & A2 4t oA ol 1

[e]
GolAf s maole] g oo, 4AH =4

gl

TR et EEA oAX] |9l 4SEE0] BHE Frieh AmQl FHo{olgo njxl= Fef

(A4, o) vk g, Arte] A4 B
s17] $1a) Ak el ARle] A|Ak & o)
U e el 343 498 reges
wioRurt o %457 ujEo|th(Graham
et al,, 2009; Graham et al,, 2011; Haidt, 2012;
Hirsh et al., 2010). o] 7|23k A5 7Fd&
ot 2

7K -1, ZFolRis masolxiof Hish S oAl
ZoIAIDZ Fet nf, HHs Ef=Qf ZWR! At

7k 22, TERORt= EasroXiol Hish S8 oiAXIQ]

oA UTIS TSt il E2iE Ef=Qf ZHQ =t

[ |

7k 2-3 Earol= TS0l Hish & AKXl

ToloVITES T 1), SRHC el 2mRl &

[ |

7k 2-4, Ba3oRt= TS0l HisH 2| AKXl

ZooIHDZ et f, HHs Ef=Qf Z4MR ! At
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al7] g1a), =el goldAnlAE, OSR BE

o
3o gE] 29 o Bes A, 474 =

To] %) TR S AW A 24D
ol B ARAEE B A0 Aol oA
U, A2 B4 o] 912 4 Gl A 7]
Qo] REHE 7, AR 4% FFsAlo] Wt
1R, old gol 24 Ao

o3 M|} PAs) WAL 5= Qs T wa}
g Hassl] 99, B ATAES A AT
Ang 722 1K 71E0R B 442 A
Bkl M T Qre AU, WA, gl A
F4 FuolE 0] aTEE T 47
(o A A3 57} obd A&He Fo] 27
2, 30 W9 ZuelAE FA1E Fojo] opd
Y g 248, B 438 dA e
A4l g7golut F2o] ofd Qlgkat T T
2P TR oto g MAUchLafferty &

Edmondson, 2014; Vanhamme et al,, 2012),
bl Aot med wAAe] 4B g
z
A

olgt 29 & al] 98, 4711 =4 7}

AoZ A B84 T (EE,
) H2 1~27H, & ] o A4 FE g
AAFE AR 709 Fo] 24 et
gk E5EY 240k 571, thest 7 2

Kok F7)), BH(A% W ¥4 B, st

1 =]

1

flo
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TR et E5A oAX] [l 4SEE0| BHE Hrtet MRl Fojelgol ojx

= sk
- O

(Table 1) Descriptive statistics and one sample t—test resuits of the manipulation subscales by moral message types

Descriptive statistics & one sample t-test results of the manipulation subscales

Moral message

types Care Fairness Loyalty Authority Sanctity

subscale subscale subscale subscale subscale

Care message 511 (1.14* 352 (1.60) 224 (1.18) 1.80 (0.97) 1.98 (1.21)
(V= 27) £507, K001 £-156, =130 £==7.75, (X001 1177, X001 £-865, ({001

Faimess message 393 (1.77) 631 (072 252 (1.82) 222 (1.48) 2.80 (1.74)
(V= 27) =022 p=830 £16.65, {001 =423, (001 £6.26, K001 £-360, £=001

Loyalty message 293 (1.40) 328 (1.51) 559 (1.41) 276 (157) 185 (1.27)
(V= 27) £-399, 001 £-249, p=020 585, X001 =412, 5001 £-879, K001

Authorty message 154 (081) 1.56 (081) 267 (1.32) 5,28 (1.56) 2.39 (1.48)
(N=27) £-1584, (001 1563, 001 =524, 001 £4.26, {001 =567, X001

Note. * Cell entries are given means with their standard deviation(SD) in parenthesis

** One sample #est results (test value=4). Degree of freedom in each cell is af=26.

S7HA] =84 7hA] Ak HE o Bt W,
4R (REo|thH & AS H4-(test score) 2 st
ot FE % (one sample ¢ test)S 3T
((Table 1)), 1 A3}, B8 A= S 24
ol E7. I WAIRE AR U] oA BE
AR St @Y

4 A 9 P PRE,
9] W AR eEsHL AR ol d

SEE Bt 6,
AR AEE e B B
S

g A= AR, T AR Sl
ik, W Au= A8 (=356, SD=1.25) 4

oy

BYETL obd, AA HASS ALgHT ol

< 719 =g gAsi(el: gl 52) 4
TR AAE AR B ol

(Elving, 2013; Park, Hitchon, & Yun, 2004),

RuRg, Ty

—

o|& gla, FJAAAT AFtolA= ol o
A (adverse effect) S Z|A3}slal 94 el
A5 ol7] 99, A HEEE Beehe A

)7} Woh(o)|: Bigné—Alcafiiz, Curras—Pérez,
Ruiz—Mafé, & Sanz-Blas, 2010; Lafferty,
2007, 2009), &3] & A4t= YukelS diide
2 22 oA A3 E= A ol7] wiel,
M BAE} ol e gk QukelelA] ol
Afalr} ¥ 2A e ACR dlis) A
HHES ARG 22y Hlis B9 avi=
AGE7] w2, o5 FHAstslr| ffsf & A
TFoAe A 21 B2 RS FA ddst
1, BAE 9 autE AAP)

38
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N A BRAEF AHsH7] 8l A A oL 2007} 56H(23.3%), 3047} 598
fo] =2 57 7 A» HASE gaten (24.6%), 40t)7} 6778(27.9%), 50ti7} 5878
(Nielsen Korea, 2017, as cited in Newdaily, (24.2%)0|, Ho AH-LE 40, 04(SD=10.29) =,
2017 9. 19), Bel B4 74 eAE AR A cjaae) shg sy A BEet SR
S %elA gt TR wle RSSThE g AW AL 208AH AR AR, 29 x 4
o HUl= A4ES AARICL 2 A% Wy (X qA4 49 B2 2 34, 8490
TOP(M=6.00, SD=1.4 7} BHE Asrr) 7f 42 7+ A (between subject design)Z,

A e, A9BSR MRS 3 A4 43S HEE Aed Ansoias u
Mo 2 TH YAE 71. S(E we JRA 7 £ E B35} 11 (Graham et al., 2009),
Ao mea)E o EANEY AN 4 R dAA IS BE 28590,
e B9l 23, ANHOE wud 2 B
S(M=4.22, SD=1.44)2 UrEbgth 3) &% £7
7% 39 5 ek ATEol] Ato] 4
2 o] AUAEY AN ATk AE @ B Aol SY welow S A 4
78 7122, AR 140 @ BAL o8 L Graham 5(2009)0] AL} I, H, Lee
(Y. J. Kim & Lee, 2009). AA| 70 A5} 274 9} Cho(2014)7} ®1Jgt o 2pd 9] Ap7|H 1
715 2 =2 goslr] 8l A RAE A A2 A AJgF A= (political identity scale)
qWE As AE T FE % 4F T AEED B RS QEsAL, S0l
(4,96, SD-2.300] AT ACR et o we Am2, FUel 47, 42 2 oA
o2 a3, QA BofolA Bol AHEET YTD(el: Ahn
et al,, 2012; Jost, 2006; J, C. Kim et al,,
2) LISiX} Ol AlS M7 2018; J. A, Lee et al,, 2012; Ordabayeva &

2) M AfSlollM JHEE 45 X0 018 Holot S&st
i = H(0f: Ha-XR3e| ME)= T XS] AP A
R 8f M= = Ao RIEFOK|eE EapgrolXio]
GRIEYARIA ool thet EH=S AE*'?S'OP Of=2{0] ZofEICt

2 AFelA s =Y ekl 2AF AR A
oga), 20199 19 18U E 14 2

o~
ne
N
A
of

2567 9] 3H= A8k, olF Hol EAAA (AN, Lee, & Jung, 2012), O 0[S M710| Rl 2 JH
_ - 5 0] S=2ABI0IM A0L= oniet X0 [7F 7| Ee2, E=H0l=
?j: 16 —é_ X“"S)’]?j.— 240%9’] %1];:]]——% }’]%— _E_Z\j‘ ] j_-‘iLH o:{;_x|_0”7“)\.| /\1§E‘X| Ol—ﬂ O'EKAhn et a‘” 2012) él»lj_d
B89t} B ol 7Lo] WA Ao] #=3] R I A SIS A8 R} IO Ol sl 70|
£ 2 2001 HPEOIX| 242 4 UCHE I QUL S 2t

= T 20~594] A3l FH &, XA AJgke]| wet T2ix] 92 7oz Liefrthios, 2006, 0 OIS Al

=2t 7EEEEM HRIS0] ARMO| R ol 2ot X
I, MXA ol Qlofl MZo|Lt ZHe ™ Tk e MM Meke
Zbt=tl 2 &2 77| H=20Ick 012 E%OHJ\ Ap|ED
Al ERIM 8F Mot 0 OIS SR SHS 05k A

22 085 £EC2 0IE20] 0 =CHost, 2006).

A, RBZFOIA7} 1209, BAZFAF 1205 0
2 FAEgch B QT FAH O, HEe
A7} 120%(50%), 147} 1208 (509%) 0], A

FE
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TR et EEA oAX] |9l 4SEE0] BHE Frieh AmQl FHo{olgo njxl= Fef

Fernandes, 2018), ¥ A=l ‘FSPAME 44 AubAg Aselel] Fofgrozu, o Fojof ¥
o) FAFol ojcie] QAR T WY W A PR, UBG ws) ARgats
N7 AR, T PAE H=(A: e AR B AFelM Wy AR o = 970] %k,
A 44 2eA, 74 ] ReA) 2 S
HhA o g2 A HFOR (18 ~34) e} H4Fo9%} 4) Al %l-ﬂ% al Ao ™k}
(5~7%) 5 BRab=d] AHgE U 2 Ao
AN A H ) HFe ABFA) 2,667 AY FAEL 7)E HUE FuBe 3o &
(SD=0.56), H32217) 5.307(SD=0.51)9] T HMEES 78|, 4712 A A2 2A(EE,
Ak, 5%, 37, 49 ¥= Photoshop o &2 A|2tE]
& AtoAs BHE =t HuQl Frof o ATHFS 2)), B A Faso 4o =2
T T MR AR 27HA] F5 Wl A 24 FER, AF AR} 747} glen,
< Gub 2B A 9 FlAAuAY A A7VA AE A2 221 ' AT g2 FY
ool Al aHL B 9 3 o3RS S5t SHAl = QAet W 2e AY FarEe] s
o @ol AREHIL Ath(Dodds, Monroe, & = 5 &9 MER, FYS AYste =94
Grewal, 1991; Grau & Folse, 2007), £3] & H AR (B =gtel+ut] 7Ha]), 7]F whAl Ao
Aol A Q] Holoeks e AF AxE= 7hui el ojux|7} qlom, 47hA] A AR 24
AR o] fi= S AARAE S Lt A e P TS Y82 th=A 224ts)
] AE/ Au 20 G Lo 5o A AESlTh 0] axt gpEo] E3HE =T A A
o FaFgo] 7] wzol, WE IS 6 | A AP AR Sl ASE HARIE AY
| S| Aedsty] wZoldt Ax 24 B2 a2 ARSI (RS 2))
A 2 Aol A ARE ERE B Ak 2 A A HAb= v 2k WA &
Lafferty(2007)7} AH&-RF 322 = B-&A Aol 7kt A=A & A5 54
TR ARENELYE-TEAYE, H[E 94 A Fol AP oln AAwollA = &
Q-84 % )2, 9= Y| A AT HAE A P RAFERIL e, 2 A
3, & Aol WA U &=(Cronbach T HAE wE2A7)A oA dATS =
alpha)= a =943t & Aol ARE-H 79| e}, o] HAS2 A1 A, A A
Q1 2o &2 Grau®} Folse(2007)7F 73t 7 T A9 o Aol sHR &, AAA A A
AL A= A 29 o, 4 B woll SHFATE ol HHAAEL HAA HF
Foltt, 74: W 2¥ho 3 B (L= o] of wet 47k e 2o dzza e 9
S AARAR FHH QLo 717 0] Frojstar 4 3 FA dEEY ez IAEs 2
o, U= o] Folo] =g F7] $JEiA, of E 29 5r Ay R Bl AsE A
AlF] g e o, U= o] gl woll S8k, ol RS FalES 20
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N
Moo
oo e

A3, AN A jz-m(m,zsmm
=0.01, p=.923), =94 HAA] F39 Fa
(F(3,232)zan uqag o5=0.77, p=.513) U A
2 AF x TEA wA|R] &80 A5 G1)

BT BEAHOR Fo5lA] UTHAS, 232) 4
5244=0.19, p=.906). o= BME X&=7t 7}
AY 27 Ha EAZHOR 3517 th24] oF
S ou|gitt,

514 o) 1}0]7} Oh:} S A B
o w2 9] w7} H““%E}—t— A& ofu]
gt 2 AFoA = BlE-Fo AAdS &
?_’8} | Y8ll, Lii®} Lee(2012)7} ©]-8-3F 273}
TR YAE A=Y oAl el
$ ofguch, 08l olalk 1A ghch-nig o

si7F ZhE s AL, 2 Aol A Ul

L

4 QHEE o =86 o9t
HAS-Fo HFPA| ME HAS £Y &
= 2lstr] ffsl, o] ANOVAES 453l

o}, 24 dat, A deFe FaIH(A1,232)
g14 49=0.05, p=.832), =Y 4 HAZ] {32
FAIHAB,232) 55y waq 53=0.97, p=.405)

(Table 2) Means and standard deviations of variables for brand compounding checks

Moral message types

Care Fairness Loyalty Authority Total
message message message message
Liverdls 500 (1.58)* 553 (1.11) 533 (1.40) 530 (1.02) 529 (1.29)
f;;giy Conservaives 523 (1.41) 543 (1.30) 530 (1.37) 527 (1.39) 531 (1.39)
Total 512 (1.49) 548 (1.20) 532 (1.37) 528 (1.19) 530 (1.32)
Brand— Liberals 485 (1.39) 488 (1.20) 467 (1.10) 440 (1.34) 470 (1.26)
cause Conservatives 487 (1.21) 4,43 (1.42) 4,98 (1.00) 4,65 (099 473 (1.17)
fit Totel 486 (1.29) 466 (1.32) 483 (1.06) 453 (1.17) 472 (121)
)

Note. * Cell entries are given means with their standard deviation(SD) in parenthesis.
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TR et E5A oAX] [l 4SEE0| BHE Hrtet MRl Fojelgol ojx

= sk
- O

U A2 A Aok x TEA HA|R] 89| ATz F21, 192927.58)=1.88, p=.009), MANOVAZ]
| AIHA3,232) 4sxe=122, p=.302) LT7} HZ2= Pillai's Trace S st
BARCR fol5tA] Yokeh ol FABONN  ((Table 4), 1 A3k, FAH o) Fase
AA| BHE ARgo] T2 HlHE-Fo] A3 SAA SR Fo5tA] okt oW (Pillai’s 7,00,
o] 7t Ay z7lo] wet FAXCR thaA) g F2,231) 525 45=0.56, p=.570, n’=.00), =9
& oulgit, A AR 3o Fadke SAHOE FolF

th(Pillai’s 7=.06, F(6,464)zux muq s2=2.36,

2) 7™ A= p=.029, n’=. 06) E3t A2 A x T8 F

AR fEo] A5 ag avtrt Hele ot

AN Qg BGH AR fFo 2 F Q) Fhofolael Mg g AlolA BAH o=
& HAE9] Byt 9 EEHUAE (Table 3) ¥} FolcHPillai’'s  7=12, F6,464) y525=4.90,
xig=y p{.001, p°=.12),

WA G2 A =9 wAz] 89S & AN Qg =Y wA|Z] ol w2 3}
Y HeleR, Halt sjrof HH ol ofofdks 7b 2t 45 AR R sAZCR FO% A&
4 HQlo g sh= 29 MANOVAE Al5te 537 9leiAl, ANOVAS Aldstglet, 1 4
ok A MR- HEe] FANS AFS 3 BAE dEeldE, AXH A Fan
7] $13), Box9] BAA AAS AN Ao & FAHCE R YLOLHAL 232) 504
o] S0l FHEA] okBox M=40.52, 49=0.15, p=,698, n°=.00), =H2 vAA] §

(Table 3) Means and standard deviations of all dependent variables

Moral message types

Care Fairness Loyalty Authority Total
message message message message
Liberals 547 (1.13)* 558 (0.93) 471 (1.16) 447 (1.18) 506 (1.19)
;ﬁrfe Conservatives 531 (1.03) 437 (1.45) 522 (1.07) 510 (078) 500 (1.16)
Total 539 (1.08) 497 (1.35) 497 (1.14) 478 (1.04) 503 (1.17)
Carmpaign Liberals 49 (1.28) 528 (1.17) 441 (1.42) 4,00 (1.66) 479 (1.51)
participation Conservatives 523 (1.21) 399 (1.83) 521 (1.29 5.02 (1.02) 4.86 (1.45)
intenion Totdl 536 (1.24) 4,63 (1.66) 481 (1.40) 451 (1.46) 483 (1.48)
Note. * Cell entries are given means with their standard deviation(SD) in parenthesis.
(Table 4) Two—way Multivariate Analysis of Varianoe(MANOVA)
Pilai’s T F Hypothesis df Error of ) 7°
Palitical identity (A) .00 0.56 2 231 570 .00
Moral message types (B) .06 2.36 6 464 029 06
A x (B 12 490 6 464 .000 A2

313 252000 2% 282) 51
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B Fate FAYCE FYYTHA3,232)=
ag ) ea=3.21, p=.024, n’=.04), 1} &
g2 wAA] 9o A AAA A x =
g4 AR 739 4eAg At AL
2 Rolall(#(3,232) ysx15=8.73, p<.001, 5°=.10),
71 ad Aol AgtE] 7] wjiZoll(qualified), ++
Aol e 4228 adtsE FHoRE EAE
th(Keppel & Wickens, 2004), E3F 799l
o ool M=, A4 F3e] Fad= 54
Ao FOJEHA] URLOLHAL,232) 44 45=0.15,
p=.698, ’=.00), =EA wA]7] §3o| Faz}
= TAALE FOARTHAS,232) wex wan 53
=442, p=.005, p’=.05), &} Y2 HA]
A9] FaI= HAA A x 2E A HAA] &
ol AzAg At FAFeER /o)
(F(3,232)4540=8.87, p( 001, »*=10), L &
I} Al o] A|RtE7] wfiel, & Ao = A
ARG ANE SHoE BAESIY

A A Aol B =Y A AR

B ot ]
g3t ¥ ﬁﬂl%ﬂﬂ HE FI} =S A

oae Awes
WA PAH AT BRRRe} Hpe

A Az ) wEE AN (ER, B, 5
X, 292 =94 AR B8 Fojel

FI Al Al AE 3t gk Hd -1 3t
M 1-2)& AFeRh AT = S

WM 9 WAX e gojdAGng ¥
w7}, 4 miAlA et A9 wIAIA] 9] o AA1F
TE A giHch AT grel Aol 2ol
ogfo] 1 =& Zolati= (71 1-1>S =3}
7] QalA, @& FaIH(simple effect)S HA4

52 215047 The Korean Jourral of Advertising

FTH((Table 6)), HA BA;E g 2FA) A,
NRFG2 = =94 wAI1R] 3o whet 2l
T Hurt AR fosHA thE er b
EFRTHA(3,232) nze4=7.40, p<.001, n”=.08).

& TR 5SS FAH R dotiy] ¢
OH Tukey HSDE &3] © H]W(simple
comparison)S A5} cH((Table 7)), 7L 4
I ARZERL BR(ME547, SD=1.13)T}
3B (M=5.58, SD=0.93) HAIAS AT w7},
ZX(ME4.T1, SD=1.16)T}F HL|(ME4.47, SD=1.18)
HAIZE He 2ot BlE =Tt SA RS

FoletA =keh AH QL Frof o gk FoA
T, ANEFR = =82 wAX] G wet
a1 Zrolejgko]l FAH R {5A thE
Aoz VBT AS, 232) auze=7.81, p< 001,
n'=.09). @ RIS 5L FHHoR o
ot7] 9J8f, Tukey HSDE Z-&3f T< Bl
£ AYststH(<Table 7)), 1 A3, AR 39
A= E8(M=5.49, SD=1.28)1} FH(M=5.28,
SD=1,17) WIAAE AT w7}, F4(M=4.41,
SD=1.42)1} Y (M=4.00, SD=1.66) HA|A=
e wjEo) | Ql Frolojgko] FAA R &
OtAY, FEA o= FO5HA EQIT), whebA
O 1-D& AA =,

Hppozle 55, 5%, 374, 49 vAA
O] FAAFILY Ao THE, HHE Hee}
el ZHof&J3ke atol7t gl& Aolehe HE
-5 Asst] SlolA, g FaNE £4
;q (Table 6)), WA HIAE g x}YofA]
, HpFoRes =Y wAA] f3of wet
HAE gt FAHCE FosHA th& AL
2 UERGTHAS, 232) wrcepq=4.54, p=.004,

—

rr
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n’=.05). T SR £ 2
ol 7] 938ll, Tukey HSDS &3 ¢ vluL
= Y5t cH((Table 7)), 11 Ay} HpFo
e 2 (M=4.37, SD=1.45) HAA BT} =
( =5.31, SD=1.03), 4 (M=5,22, SD=1,07)
H(M=5.10, SD=0.78) FA| A S A3t
HE ot SAHORE FYstAY, FiH
O FOfstA| =oket, |9l Frof ofaF Apelo
M, Bpozs =94 wAIA] f3 o whet
7‘4&1101 Fojofgko] FAH LR {Fo5HA thE
02 JEPFTHAB,232) nrro=5.48, p=.001,
n =.06). e FaTY EAS FAHeR o
ol 7] §J3l, Tukey HSDE &&3) W& H]E’_
£ A3YstATH((Table 7)), 1 A3, B
A= 2 (M=3.99, SD=1.83) ]/\]Z]EE}, =
H(ME5.23, SD=1.21), 24 (M=5.21, SD=1,28)
2 G (ME5.02, SD=1.02) HAAE T uf,
el Foogo] FAHCRE [YsHA &4
o}, webs R 1-2)+= 712l
= BAA AT bl 47HA] =Y A 714
(B&, 5%, 34, 998 =94 AR &

[€)
$9 FAAAFI £41 A, A5 &} Ho](R

m{o
—LI
)
Ry
o
Ul

N

s xﬂ U%rﬂ

—@— Liberals
6.00

-‘. Conservatives

5.50
5.00

4.50
4.00

3.50
Care Fairness  Loyalty  Authority
message message message message

TR et EEA oAX] |9l 4SEE0] BHE Frieh AmQl FHo{olgo njxl= Fef

HENA-HEFOqh o tigh FHA 2-1) ~
W 2-4)& HFseh WA AEFR7}

SOzt vlsl, Fa& wAIA 2 FAAF
12 A o, v EHEQ} NF| ol Zlof o]k
ol ¥ =& Zolgke UM 2-DE HFSH] 9
3, T SIS A TH((Table 6)). A
HAE e 2AYofAe, a5 HAAE %jﬂ
o, F1H 2O\ (M=5 47, SD=1,13)%} H=
AHM=5.31, SD=1,03) 7tof] 2= H%E*MI 5
AReg [Fo3F Zpol7t FAUTHAL,232)zn
=0.30, p=587, n’=.00). E3t A3l Froio|
F AL E F5 HAAE HE o, AESE
O AN (M5, 49, SDE1,28)9F BE4=ZORH(MES, 23,
SD=1.21) 7toll 7| Q1 o] oJ3f Aol A2

IRt Apol7h YAATHAL, 232)=2=0.51,
p=475, n’=.00), wfetr] ZHE 2-1)& 7]7tE]
ek,

RO 7} HapFeofzto] Hsf|, 53 HA|
A1) FolAAPFILE FT o, BAHE e}
ARl FoloaFe] ¥ & Aolgte UM
2-2)5 Ao S, @ FadsE #4371
tH(Table 6)). WA HAE g 2LofA =,

—@— Liberals -@- Conservatives

6.00
5.50
5.00
4.50
4.00

3.50
Care Fairness  Loyalty  Authority
message message message message

{Figure 2) The interaction between political identity and moral message types
(Left: Brand attitude, Right: Campaign participation intention)
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+% WAAE T o, WEFFERH(MES, 58,
SD=0.93)7} B4R (M=4,37, SD=145)K
o BAE HErt SAHeR GofotA &3t

(F1,232)55=17.94, p{.001, p*=.07), ES+ 74
79l Folofgf ANz, 3 HAAE X
o, R E Q)R M=5,28, SD=1.17)7} Hapseo
AHM=3.99, SD=1.83) K.t} Q] Hod o] gfo]
AR FO5HA| =QITH( A, 232)55=13.083,
<001, p°=.05), wEkA] (ZHE 2-2)= A A H

(Table 5) Two—way Analysis of Variance(ANOVA)

A HARE A uf, BeFoR(aE5. 22,
SD=1.07)7} ARZRH(M=4.71, SD=1.16) K
o 2R gmrl BAHo R BE {o5H &

Dependent: Brand attitude SS aof MS F o n’
Palitical identity (A) 0.19 1 0.19 0.15 698 .00
Moral message types (B) 11.82 3 394 321 024 04
A x (B 32.12 3 10.71 873 .000 10

Error 284.59 232 1.23

Total 32870 239

Dependent: Campaign participation intention S8 af MS F P n 2
Palitical identity (A) 029 1 029 0.15 698 .00
Moral message types (B) 2537 3 846 442 005 05
® x (B 50.88 3 16.96 887 .000 .10

Error 44368 232 1.91

Total 520,22 239
(Table 6) Simple effect analysis
Dependent: Brand atitude SS of MS F o n?
Moral message types @ Liberals 27.21 3 907 7.40 .000 08
Moral message types @ Conservatives 16.72 3 557 454 004 05
Palilical identity @ Care message 0.36 1 0.36 0.30 587 .00
Paiitical identity @ Faimess message 2200 1 22.00 17.94 .000 07
Political identity @ Loyalty message 392 1 392 3.19 075 01
Poliical identity @ Authority message 6.02 1 6.02 490 .028 02
Error 284.59 232 1.23
Dependent: Campaign participation intention SS af MS F el n°
Moral message types @ Liberals 44,82 3 14.94 781 .000 09
Moral message types @ Conservatives 31.43 3 10.48 548 001 06
Pdiitical identity @ Care message 093 1 098 0.51 A75 .00
Poliical identity @ Fairmess message 24,92 1 24.92 1303 .000 05
Poltical identity @ Loyalty message 9.60 1 9.60 502 026 02
Paiitical identity @ Authority message 1667 1 15.67 820 005 03
Error 44368 232 1.91
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Table 7. Smple comparison analysis using Tukey HSD

TR et EEA oAX] |9l 4SEE0] BHE Frieh AmQl FHo{olgo njxl= Fef

Dependent: Mean differences in liberals Mean differences in conservatives
Brand attitude Mean(SD) 1 2 3 4 Mean(SD) 1 2 3 4
1. Care (message) 547(1.13) - -0.11 0.76" 1.00" 5.31(1.03) - 094 009 0.21
2. Faimess 558093 - 087" 1115 4.37(1.45) - -086* 0734
3. Loyalty 471(1.16) — 0.24 5.22(1.07) - 012
4. Authority 4.47(1.18) - 51000.79) -
Overall results Care = Faimess ) Loyalty = Authority Care = Loyalty = Authority ) Faimess
Dependent: Mean differences in liberals Mean differences in conservatives
Campaign participation
intention Mean(SD) 1 2 4 Mean(SD) 1 2 3 4
1. Care (message) 5.491.28) - 0.21 1.08" 1.49" 5.23(1.21) - 124 002 0.21
2. Faimess 528(1.17) - 087" 1.28" 399(1.83) - 122" 103
3. Loyalty 4,41(1.42) 0.41 5.21(1.29) - 0.19
4. Authority 4,00(1.66) - 5.02(1.02) -
Overall results Care = Faimess ) Loyalty = Authority Care = Loyalty = Authority ) Faimess

Note, #p ¢ 0.10, *p ( 0.05, *p { 0.01, **p { 0.001

;O

FoH(A(1,232)24=3.19, p:,075 n’=.01), =3t
#9] ol o)gF Aol M w, 24 HAAE H
o o, RO rH(M=5.21, SD=1,28)7F Z1E
ZO|ZH(M=4, 41, SD=1.42) BTt AH Q] ol
o] EAH R G oJ51A =QTH A, 232) 24
=5.02, p=026, n’=.02). ot FHd 2-3)
< AR = A

TR A7E BT %o vls], AL wA|
A9 FoldAYTLE A o, BA= ot

n“:

A0 folalA EATHAL, 232)0=8.20,
=005, 7’=.03). TetA (14 2-4)E XA
ek,

O

]

Aol Fololgko] T S Aolzgts (FHA TAAATAE S Aele] FEAdS fsiA
2-0& AFA] A3, T Fazke By 7IHCl SIAeE S S TS S
th((Table 6)). HA] HAE HE oA, s ®loflM, 71 S dut mpAlE oy
A9 HAXE A ), H5FoRH(ME5 10, CSR &&= 249l 719 &0t mehA
SD=0.78)7} ARZO\AH(M=4.47, SD=1.18)}% AEAQ FAAAFLE HellA=, dHY +
o BUE BEst AR folai) Epeh Y ANIAE vheSd] 28 UEE o

P

T gy

(F(1,232)09=4.90, p=.028, n°=.02). E3t 7
#H Q1 ZrolofeF Aol A=, U] HAAE HE
o, HpFEo 2K (M5, 02, SD=1,02)7F AH 9
AHM=4.00, SD=1.66)%t} =2l o ojdo]

=e4 WA A Aol Faslth &
oAl ulae] HAA Aol W melA
WA 7 28 ohe e A ARt o)
A HE EIE D RO oA

X
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Kim £(2012)3} Ryu2} Rhee(2017)2] L9
At ABF|e} HaFel 7o) B 2
o] Zpo]7} IS}, E3F Ahn 5(2012)9] Aol
A S4Bl 22 oleelA AR
ojo} ugzelat 71ol Aol glslek. ol
Aot e Fe) BaFoATt AT ol
U e EEAoE S, 252 A=
283 =3 HAIR e S AAFITE =

o] ARFO|No} HAFOR WEoA wHA

7HA7} 7HQ1e] /el Al o] =Y A Bkt HA]

AFE] A olqpol gk Hbolnt g EA] okl

FEA F ARUACIA F7PAE Ayt

A dgFEo] S AARRIT o= AR}

oF HpFeolzvt 2k 9l mEF 7R 7F A4
w

S Hrla SAste AATeR FHolsH
A

A A|5l= AIHGraham et al,, 2013), E3SH
= 7 A BelBhe SE 4]
Mgl x47] A7)utE(Aquino & Reed, 2002),
NREL A7) 27]vkel] $REE Aot v

AAE W AVORE 52149l 294

TR et E5A oAX] [l 4SEE0| BHE Hrtet MRl Fojelgol ojx

= sk
- O

%W W gop TR AAss An
(Markus, 1977; Wheeler et al,, 2005), w2}
A AA7E an|Rke] A Aol G |
A= @ dRolA, et viAE dAtllA o
TR A FUE A AR H A a5
© =YE 7o 7|23 YA w4
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= =4 997t i

Fo]E et g, =
AR Fo|Lef Hape
o)) 7holl B UL FUs FATTHE @
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THAhn et al., 2012). &, 3= w3h= A9
ge] AsoEA 7] )4 (interdependent
self—construal) &37} el 35419 S

ZA|8FH(I, Choi & Choi, 2002), AEAHoZ2

3) &2 Aot RAH|, 22 =L AR EAoME 022 XX
Ol A= ANRHES ke A2 Lol o 323 olck 2t
A20f| RIEZORY=2514)9] 67%7F SOlghn, =4Okt
(7=1,6960)2] 65%7 SORHCE LS Bt LIS XX[Q| ARIES
Sl= XXl QU= T2 ARIES =00t Sitf e ZIRo)| T
HZOIXN(=2514)2] 86%, EH4ZCXf(r=1,696)2] 86%7t =2
SHCHKorean Ingtitute of Public Administration, 2018, 12). Ol=
ERIE S= H=rt =Lie| 39 HXIA el wetM CiEX|
Es ANBIL [2 AR Xi2= S-S0 ddtzl Xt
=E S5O, SETR A EEE R0 2 At
oI5 2tz
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The Interaction Effects of Consumers'’
Political Identity and Moral Message
Types on Brand Evaluation and
Campaign Participation Intention
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F successful cause-related marketing, the moral message that resonates with a
Or consumer's mind is necessary. Based on Moral Foundation Theory(MFT), this
study investigated the interaction effects of moral message types (care, fairness, loyalty,
authority) and consumers’ political identity (liberals vs. conservatives) recently gained
attention in the marketing area on cause-related advertising effectiveness. By political
identity, liberals were more favorable to the care and the fairness messages than the
loyalty and the authority messages in line with our hypothesis. However, contrast to our
hypothesis, conservatives were more favorable to the care, the loyalty, and the authority
messages than the fairness message (gender equality in the office), presumably because
of traits of the fairness message (contrary to conservatives’ strong gender stereotype in
Korean Confucian culture). By moral message types, liberals were more favorable to the
fairness message than conservatives, and conservatives were more favorable to the loyalty
and the authority messages than liberals in line with our hypotheses. But there was no
significant difference in the care message (helping fasting children) between liberals and
conservatives contrast to our hypothesis. This suggests that conservatives in Korea are as
favorable to the cause-related advertising using the care message as liberals are unlike
Western, presumably because of different traditional cultural background (“cheong”
culture). Overall, the present research offers theoretical contribution that the congruent
moral messages with liberals’ or conservatives’ moral values can enhance the effectiveness
of cause-related advertising.

Keywords: Cause-related marketing(CRM), Cause-related advertising, Political identity,
Moral message, Moral foundation theory
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