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19749 d=F 5 719 AFYAeld d=EAMC: integrated marketing

communication) <&  #HUAFE A 7] =]

ZBAE] YRS 2EA]7]7] A AHEE = B4R

ATH(EFA S, 2003).

7199 o AxuAeld B T Fas DHAeE VY] dEE

SEAD Qe dxdQ] AFYAelAd Heolgtal oA ARG (FAY
ZF7, o]F®, 2016; vrElS, 2017). Fas Ao
ARE AEsto] AlFel digh v xFe] o o

oA gAe fudlel FIAow AT AW A

FE3t= Zlo] EHxolth(Kinnear, Bernhardt,
7|19 Bd= Fao] oig st Fxpn]g-o]

AAFo Al AAF BAEe dfgk 1x]9L Ef
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Jub Aul el st
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ATkl e, 2011).
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A58 (zapping) k= @Zdol Ak A3tE L vk (Wilbur, 2016). wehA

3 AN A AL ol A5 FLATAER ol

2008; A &aqf, FH<qf, 2011).

Poels, Dewitte(2019)2] A& A3 Ao w=w LH|AE9)

7 (emotion) & BAE Fu o] xpistel s A=t o T3
&S F3sv szl vk vk wheba, AnjaEe] Al e A<l
FEFE T F1 G wAAE BAE AE bAoA Fadt
A& TP (Kover, 1995).
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ol st A AAAQ <17 wegl, AXx = HAE HAE (Descente) +

A9 AFE FIAA s daseel gdRe we Rag
HolFoRA AF wu: wtte AR AREL Bd Az

134, Septiano et. al.(2021)9] A5 Ao wWEH LH|AEY
WS Td] FaoA el ALl FERG A FFol e A ellel AR
Z3hE olHe W o & A5o] FUtEE Zlo] MHEHAY. FAA R
&4 =Fo]& (Construal Level Theory)ol# AlgEo] 22 diitolgte
Alel =7l= AgA Adel wEt gE FEolAd sdde ohe
4oty (Trope & Liberman, 2003). FAIF oz oo 44

E
-1 O

At dejass 34

)
o

Azt = AsE A 4 (High—
Level Construal) A3 Holi, A4 A7t 7ML A5-5 g9

44

.

e AzxsAl Hi= shalA 3 (Low—Level Construal)
78S HAH(Trope & Liberman, 2003). walx AFE2] Alg A
A A o] MR ZSAES olFHE W, HFHOE AF Ut

Folo) 7k F7keA Beh( o), WA, 53, 2012).
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Ao (Awe) ol 7]1E9] LY Y-S 295t Aoz At A5
i3t 74 A dkg-o]t} (Piff, Dietze, Feinberg, Stancato, & Keltner,
2015). AgsasS AYgHdeS e Adsde Tude sk

Aoz wEE gkt (Ekman, 1992). AS o]FE= Q40 dst
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u'. "
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re l' awe
K
N distractio |

~” disapproval

19 1. Plutchik Wheel of Emotions
=] Plutchik (2001)
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ZHE Z5F3Z (Robert Plutchik)< ‘ZFg2] FdutF (Wheel of

Emotions)” ¥ & #4€ A 8742 Feseh Mol Waes

#* 1. 3994 (Awe) 9] 71 2 A 9

32} a2 A9
Keltner & Haidt (2003) st 2& A 5 =ebs3 Aolg vk
Powell, Brownlee, ZFA 2} A3 FA 2] A A4 ol A
Kellert, & Ham (2012) =AAE WA AY
Piff, Dietze, Feinberg,
Stancato, & Keltner A et A= gt 7 4 wkE
(2015)

Ao <E DelA BoFE vkl Zo] wWE AFEelA
BeAT olete AetA FHAel diel theFst s diwla Sk
Keltner & Haidt (2003) 9] A7 old= Aods s AS A £
ket Aol whgolgtal 3FAth. Powell, Brownlee, Kellert, &
Ham (2012) 9] AagATo w2, NS AAd} 1z A 44
Adz g WP HYPolgky ;AR Piff, Dietze, Feinberg,
Stancato, & Keltner (2015) & A7 ollA= A &S Adist zp=of st

e BRI EER )
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gAg, zeu|d Bl=olM o] AGejgo]l A&nAf Rkgeo vA = JF el
el debdlltt. HME BAE=AM  ALds EHsEli, BHIs
3914 (Brand awe)©l AgAelw, 54 T3 2E 4vA wEE
sSAGE S B e goR, HAYA (202D 9 ATl =
gMe AR dAE=E AEFTFsAd Adeldde] A= FFel sl
Lopr ity Ag-dste] wE=w Ao vAAFAR] ALE et

REEo], AHIARER stolw AEF7lsAdel s4d dFs Tve s
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AT 2 A

2.

skt Few

1
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BH

QR

A=

%

SoAME AA FelA

=

B

o

23!
<]

2] o 71t} (Krein, 2013).

ANEZ

%ol

o}

el A

#H Liu, Yu, Damberg(2021)9

x|
B
<]

’

’

vastness)

Hf 3t (perceived

] (Self—

)

’

HAEA) (perceived professionalism)

37HA7F obx ke

’

image congruity)

]

o

= g E
- 9 —

), X.oX]

8718

=~ =
==

B

o} (Krein, 2014).

==
LN

A7

ofel FAlel thAFANA A=

Z}o}(small

‘Z}
A

t}(Shiota, Keltner, & Mossman, 2007).
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et al, 2021). 9wt FoxEo] Ax =9 AL <Aty 7E=S

Ax=E FAAI|= % F7]o]th(Wang, Braunstein—Minkove,
Baker, Li, & Zhang, 2020). W2 AlFE0] olxEo] AF =9
Foystaal sk ol AX = ‘FUA Ak sk &7 Q7]

u o]t (Weed, 2009). webr A¥x = Foiztge 2A7s gE

13 A 21



A

3. B4 A4

e

1
T

A9 ol
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al.(2021) ¢

Septiano et.

=
=

A3 HEF2) (abstract mindset)

&)

Al (small self) ?14]

A
Al

N

Fide

7171 W&ol 2haL
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= —

A=z

S|
Y

Aok e

A (small

=
) .

A O
1
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Fok (o] ¥, 2011). o]
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gl AR
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Ao 77k e T3
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=
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A 2 2 qHFEo)E

1. 3|4 50]E& (Construal Level Theory) & 713

40l = (Construal Level Theory: CLT)S Liberman¥}
Tropeell 9l 1998 A5 SAsAT X 4E o|Foldt AlEE0]
A= WE W, sdE AFI FERZE UHIFoR XZbsh=

A A o wet ugE AAHES Jdlus Aotk (Liberman &
Trope, 1998). th’del tid Held A7t A5 dslaFa4 (High—
level construal) < 3HAl i oidel] dist Aeld Agrt 7MhErE
st =814 (Low—level construal) 2 34 & Zoltd(Trope &
Liberman, 2010). %3 sjAsEola A0da w7l ol
FRAACE AT F A Az HolAa, AR M TFH
A& Azt 77 25 (Trope & Liberman, 2010; 7244, A 3%,
2018; =24, 2020).

ek oA Aest 95s oe F4Hen BAH 548 sk

AR E AFSeke i A el d AT 7SS S, did Y] Al Fola
T4 5AS 7 sHeleAd S AFEetAl ¥t (Trope & Liberman,

2003).
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E 3. A5 E a9 A 5 v

R e ahef sl Al
(High—level construal) (Low—level construal)
734121 (Abstract) T-A 421 (Concrete)
<=3k (Simple) 2238 (Complex)

T %2 (Structured) H] %% (Unstructured)
g W2k (Decontextualized) W etA (Contextualized)
& 2} A <l (Primary) o] 2} 4 <l (Secondary)
AF2) o] (Superordinate) 3+ 9] (Subordinate)
%2 7+ (Goal relevant) £ 1] #¥ (Goal irrelevant)
"off of AT A E ‘oA o HH T A
(Corresponds to "why" (Corresponds to "how"
questions) questions)

=2]: Trope, Y. and N. Liverman (2003)

A A A FHA) AR AAAH dAd o] = Al7HA
A, 334 A9, T8 G54 A9 5ol vk ARA, A3HA A=
Trope¥} Liberman?] ‘Al 7Fel| A o] & (Temporal Construal
Theory)’ oA A5 s&stadct. | vldel sl A AAH S e okst=
Ao A= oA olal FAAQ1 ARIE gipAo|al, 77k m] el o3l

JAbEE = W okste AEelMe Ad Thssta FAAJ] FETE



FAH FUS welstel AF ToE AYA Bekh FNA R

o

shelsla ezl o A TRE A9 <E 39 2tk 3 1d

AR AEE AR rES AR EE o, dFLdUE AR AES

ARES BEdoR WEE AR di& o FAAHo® xdsta
Ao R IS AR ddl] A A 0w @ stk Flolt)h Bar—
Anan, Liberman, Trope & Algom(2007)2] A3elA ualxl =,
AEES AR Tk dol(surer FATH 7L stel Thrke]
UERGS o, B2 Ay oz W o] 7k (maybe: obrti) 3tve] He

eSS o AFEE st w2 A WSS WrETH (Y 2>).

2% 2. 31v8 Aele Ael A Aelsh e wol 239 oA

=2]: Bar—Anan, Liberman, Trope, & Algom (2007)

17 ﬁﬂ*’1]



FAAQ 23S 2 @o] ¥} (Trope, Liberman, & Wakslak, 2007;

&, AWE, 2012). olAH"H FIHEH ATyt H4s AHAES

AN
ftlo

g ANEES AT TAA AL} IESEE Selas

ARA, BRFEZ 7Aels BTl w2 AR TS A ol

o ARl wEl Ji]le]l =7l Al Adde] nEvs s

18 é’—'! -‘i - ‘_'.]i [+,



2. A¥FETR 26|59 2

A4 FE olE T Afdesd ATdA AgHe Hz s

P AT, aniAk APl AT, AFuAeld T okl A8 AL

=9y 3l (Septiano et al., 2021).

YnE @ W FeUd At W AREAAE B FEY 4A

el 4 Jdt(Martin, Gnoth, & Strong, 2009). ©]= AWk}
A= (mindset-stimuli) & 2% (matchup) ©] F=5A] A= o] F4 2l
2R AF HES-S ol Zojuy 7] wjEo|t}t (Trope & Liberman, 2010; White,

MacDonnell, & Dahl, 2011).
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Al 34 x371H4

1. =374 (Match—up Hypothesis) & 71'd

37 ole 22 Fustoa] Al L= P or way) g o] 232

S ALY 2719 %3714 (Match — Up Hypothesis) o] -3t
B, tff-8] ~7)nt o]2& FAoE ddsgn. 1 &

tefet A== AR 23rHE o Mol e L v (EelE, 2001).
Zdravkovic, Magnusson, Stanley(2010)2] A3 u=w

AEAG A R o, FAg 719 Abele o

2

AT = et
AEAAS ok TAEA vHAR a3 U 5 vl @k o 7]A
Dok AP olw FAS} AEME S 7ol AT /1A E w2
‘Z3F(match—up)” & 2nlstH ol= A&, 71s, §4, BdE A4,
L& & AN =25 H Y2t (Simmons & Becker—0lsen, 2006).
F3 gy A A (similarity) ] oJul= B2l AB|Ae} Ao}
ojm %] (self—image) 8] A AHd= mdtt. Keller(1993)= A gAdol

BAE o] 4

01-1]
o

2 47

}

rir

7o 2 YA o] gH o vkaL it

o
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2. Z37HAF A4 5Tl E

SusFolRe 2otz HEE & 9

rlo

i)
:OLL
1%
x
N
flo

>,
ic)
1%

A7t 7be Wi, 7k A7le AR A A A d we, W
A7 %3} (matching) 2 w An)|A2 o] F W2 WSS B o)/
g 23p7F oAl uwel uide A3x EF SRk w7
wj %o]t}(Eyal, Trope, Liberman, & Chaiken, 2009). AR A-&2] w2

HES-S Egul= A2 ‘Z37Hd (Match—up Hypothesis)' = o]

AYATE) w2 AeA At W 20 FARNFES AR

S

zZH Qo] wMAHANS W, A2A At R A sl TS
ARESE o] wiHENS W Anxe HdS5o] Fridthe A
21t (Martin et al., 2009; Septiano et al., 2021). o]& 3t HF2 A1+9
Hep e FoM F= A=l §AM, A AU lo] 1%k w7t
Zw 9 sty @A AlnAgE & 7] wEolgta gtk
kA old  FAFAR AtaAP= A AHA Rkgo®

o]} A th(Trope & Liberman, 2010).
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A 42 LB|A HAE FUA

1. &v|A 2= FYA] (Consumer Brand Identification) & 783

AN E BTk 23] Alge] FAdrhd, &

2
2
rl
03
o
N
N
3
)

2} Aol 2ol 9tk (Baudrillard, 1970). webA AlZEL A3HE &

z
=
I
rlr
ox
o,
Y
-0,
Ao
=)
i
+
=2
_O‘L
rir
=
(@]

<

‘<

H
«©
(@]
8
o
rlr
DX
=
2
iy

Z ol g HAEE F3) Aol FEAQ AALES AT F AEFE w9
F= /A s 33l (Stokburger—Sauer, Ratneshwar, & Sen,
2012). wrebA] AB|A7F B EE AE9s o) A8z} BPE SUA = F

o3 W7 2831t} (Rio, Vazquez, &lglesias, 2001). ¢fvkals Av]A}



Helg el A9 hE £33
282 =719
YA Z47) o)A B0 F=ol o &l Bhattacharva
(Consumer— M A7 FEA o)1 2] x4l & Sen (2003;))
company FARA 719 E sLAISHE AH
Identification)
B Eol A AR Z YER AL A & st 96l wha A,
o 54 BAE=Z 2v)8s A A€ (2006)

B A-H A=
17 & Lam, Ahearne,

= 0]
(C otE}\] - HAEe] g A5 275 Hu, &
ubSr;)rlll;el” TIX B Boysl= Aal A ALE) Schillewaert
o (2010)
Identification)
2B A-H W=
15}01 " Stokburger—
(Cozsimer— o) 27} QA ek Bl =gl o] A7t Sauer,
AFE) Ratneshwar, &
brand

identification) Sen (2012)

o] <& 4>F An|AF BT sUA 9} A Ao A A oolt)

Bhattacharya & Sen(2003)2] o= sl o]Ate]l =7 A 23

1o

578 F%A7 A% FEAL Audel P9w ug nas

o

b Azt

(¢

FUAE ARt ol ANRF AARE TS FYUA

skt v, AAIE(2006) 9] ATl e AARE BdSaL YERYY)

& EA B} 7YgE A= AEEta 3tk Lam, Ahearne, Hu,

& Schillewaert(2010) & dFoA e BdHE] st A&57S QA5
282 Al A et golskith nA e e 2 Stokburger—Sauer,

Ratneshwar, & Sen (2012)9% AFoAM+= AH|A7}F BHAE9 »7|=
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Fol

s

ghoh. wheba] Q1zke] Abgrolu AbEe]

Al
o

[s]

=

=
=

A7 2
71tk

YA ¢ 7 ¢

Al S
1

=

73 ¢l

s

3]

AH|A B

2.
7H7d, Al

ojy T T Joo ) Jooor o % A o
T N .z_ X ﬂ_ol ﬂor ,q_OI 3 ﬂo c_a T 750
o B Jow R & ﬁ do  m m m
0 L A o AN 1_@ CE = mm 1
o A e GG S R 3
X - % = 9 H 7T = o o= W w
A B A ¥ ® o W T T
s ~ 0 o Y il
2 W = °F o|J ue o 5 HP L
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WAE o j m %m Ho =y K Hll‘_ Mu__ ‘WA ,ml Wﬁ
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< < < = 1_,1% = 1dr| No© T > VI
ol —_ ol on ) <0 N ol B e o = =)
N o o = G <+ oy Ml 7
E.E TR E n # (@) #
3 B . =3 oy H S =z W A
mooo T o o= BN o3 MX
=) El o) ] T X & oF muqﬂ a | M n o
o T o Mo N R O & W= ¢!
urdl = A B N < N " A —
< = 2 poT o ox oM O o A o
H S S T N R ST T SR N RN
T o 9 3w ' K T g z W 3
gt o W o .= 2oy ™ o]
2 S p Ho2 = 0og < < T
Vo S F F e TR b LB X Ma 3
N T T S -
ol ) . JJ =m - . 2 3 X n o
B S B _ ™ oy © T =
R T o2 oo B Y x4 T q4 B
COECI- x = 05 o L o ¥ "
oo O™ MW N )
TOE Ow O® o T P o T ow % x|
LG T3 R T oo b m B
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TLA g A Yol E

=

AH|2 B

3.

McCrea, Wieber, Myers(2012) & oo w2 &fj A

ol
Hjn

0

170] wE ol

O
Rl

9]

A

pe:

L. o)
A= RS o

;Lmo
MW.O

—_—

o)
X
O

Mo

el

17+l

Chitturi, Raghunathan, & Mahajan(2007) 2]

WA

ol

7}A]

ks AF

s

o A Ao 3

5T
h=

A3

Jo] Tk, whepA]

o

e
NF

H I = o

— U —

A=

_(.H

—_
1o

2B 2}

g0l

415 7)

i

=<

Z] A
&S|

Farel A

25



A5 A BAE 2EA

1. B.¥ X x38A (Brand Distinctiveness) & 713

AEES S A weted 15 ANE TE RS TEs] 96

w2 gt

rlr
X
o
lo
N
oifl
(o3
o

b 1A E]o] givh (Tajfel & Turner, 1985).
Snyder & Fromkin (1977)¢] =54 ©]&(Theory of uniqueness)°ll
2 5542 98 AMEEY AAR pEg st she STl
A7Fe] mE5A o tigh &7t &v] oA ZPEAT of tisk 29
272131 & 4 A9 (Tepper Tian, Bearden, & Hunter, 2001). o]+&=

"l Bl ARS A A S AN B FEAIT) V] SR HA o A5k vl

AUAES HASE Tuiste PAS FA AobE s, A
oulqsl 1S EAste] TuA] dF WL Aoy &
91th(Graeff, 1996). E& AFFES BRASD AR5 98 S5
Astel AulnE Fojste] tE B FEE A S A P9)E

S8l Al TN A S mdske Aot ddiARClA = ]l

AHlslE HAEE Ak 219 APHAS YERdY webs =
B9 apEAo] sld BdEel FUASH = AR STt it
A 24kl 7Pt (Berger & Heath, 2007).
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X5 2= xEA Y iE W Ao

R Qg9 i
BYE AEA

(Brand

o7 e, Tajfel &
FIAs
Distinctiveness)

B =9l HEEA wt== £4 Turner (1985)

H = ZEA]
A= x}HA B} Bt guste] 4 v} Formbrgn&
(Brand = - Van Riel
) o 7}A] = A8 AF H 7}
Differentiation) (1997)
HAE= 2}HA] ;
B =7 Q= EWEly
(Branded B 5 EE]—{;?\Z::/\: Asha Aaker (2003)
3 b == % J0
Differentiators)
BT ApEA e BA=s) AR e 548 romanitk
(Brand TN PR R Eﬂ;ﬁﬂg
Differentiation) - T U H5A4 (2007)
(Brand =g A Sauer et. al.
Distinctiveness) e e (2012)
A9 <% 5> BT AEA T ddE Ao Ao A ololt). Tajfel

& Turner(1985) 2] Ao wad BaE pHAo|gd HAEE oS

MEHACE whEa, B HiEel RaEA thEo] AvjAbEo]l HAEE

L

gEA AqeA wEE G4

ol]gtx 3t} Formbrun& Van Riel

O

(1997)9] AFrellM+= ERZ= x84 (Brand Differentiation)= Ef
BAES} thulste] 54 BIAE=TF 7HA = &B[AF Frhekal gt Aaker
(2003) 9] A7 w=w H@= 287 (Branded Differentiators) ] 3t
e BAErt gle Sl 553 £45 v sttal gk Romaniuk,
Sharp & Ehrenberg, (2007)2] AFoM+= HA;AE= 2PEA (Brand
Differentiation) & A&H|A=°] 54 HAl

3t E A4S 7R = Aot Akt mix et e ® Stokburger—



Sauer et. al. (2012)9] AFoA+= HA=2 AAAL S HA=E 4= ¢

T ES35
5S¢

By

RS |

Agoleka g el sheies.
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2. BA X xHA (Brand Distinctiveness) 3 7 2] A

HEEE, S, ) ds g8 AP oer BARHoxIth

2 E Fo} o)A

iy

5

: >,
L

° 1o

ol F EHE B ATolA
2B AERE slolE g

E s ke jtEs A
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8 A (Brand Distinctiveness) 3 34

B3=

3.

ofi

o}

1
T

Aol A

(2020) 9

014 &

w7k

ol B A3

e

A

1
fite)

ol
N
i
X
3

e Azl

A
i

"|_

el
N
i
X
o

A A 2]

NE
=

=
T

Aol A

#(2020) 9

w2}

[¢]

el

A 5}k
=1 A

RS A REE

9]

4 3}ah T,

2}

L I =

o] §
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=

104 B8 Aokl A%
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2

MR HAE FYA
Consumer Brand
Identification

AaaeE | stglsaeE
%
~9 | B9d 3 A9 1
CH L geagusz | aaddeE
- =)
%
RO AAA A9 A
A gsaeE | aee e
A

BAE xpEA

Brand Distinctiveness
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A 22 AT7H

}o} (Wang & Lyu, 2019).

b2 oju)s

2 A7e o

gt

m

W

S|

{

T

S

3l

(i vs. A)

whepa 2

el
il
_ﬁ
il g

Stellar,

Gordon,

& Mossman, 2007;

Keltner,

%] 21t} (Shiota,

b

5]

Anderson, McNeil, Loew, & Keltner, 2017; Kim et al., 2021).
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)
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Xn
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el
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el
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o] Wiz}

[e)
=3

32



ohiet Aol
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PR E

=
T

Tl uf

10 7] 33119 %3}7H4 (match—up hypothesis) =

9

1

o =
= =

|
=

An

(6]

ek dela AR

A

o =
a7

o

™
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e
P .

A A]

AR

(6]

ek dea AR FaL
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HE: 9143 sl sael he 4aag adz 4948 A0 53
AN FE WAA 9 Aol FANNFE WAA 49 gonc

BT 2pEA]o] =

o

Aol
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A4Z AT Y

A12ASTE AR D AF

2 ArelMe ax= Ao et F YEd ¢ Qe ofxEo
AEZE FERG SAFIR st 2x= AFES AASAh Lin, Yu,
Damberg(2021) 8] 7o wef A= ofx o] HAHNE o] F+= 39

Wel 37b4 Ad B YU, A¥E AR, o AXst @

-

RHEE A¥x= FHS fFE gAY 1 HS 727t 55ska
Ao F5Y MF (surfing)’ = WH2E AAstavt. ofe wE P

AF 0 2= A3 HE (surfing board) & 4178313t}

2. A& AF

) 3 =11 =1
85 .-'-\.Lﬁ-: 'kl_l- 1_l| (=0



FIBERGLASS - stringers
EVA
wood - stringers EPOXY
FIBERGLASS
-2LAVER
EPS

APC (O ZA])

7" 5. deldel whE a8 A (F el K)

e AL AR 7|Ee A Fael Hdld {fAEH
I 2 7 o] E (Procreate), u] 2] 28 A (Miricanvas), E=H]

dHA~Ed o] (Adobe [lustrator), o] = H| }o] E& (Adobe
36 A—E =%, Eﬂ 1T



Lightroom) & ol &dke] A=aioich. web 1o <19 5>9 7L

ol (Why) el HFaetl s B9 (desirability) =

TAHAIL B AFE WAAE A B

b B B =i e A

CEERREE B

= o2 A (How)

of #3t qWFY AHISA (feasibility) = FTHOE

Moo=

A =] 8+

=2 =

AN 5T Ad S FEehs SWIRLS A2 230 A4 )

:

el 2ol flof! dw fleA BA= e A wE F

Tdol FHA ol 5% d SWIRL A3 Rl 37

=A%) shlsi el A (R
i EVA lrAe] ddor AR, a4

APC (el ZA]) ato =z 73 9 o &o|F

stringer A-&° % A Ao 2dd 7+ dEAY gHAE F3}

wo R AU Fd3 A s Sl =l

2 Layer ©°l¥%A]

H

A&

N FH43)h shadd-

% String el

Yy

T
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(@)

=
-T-

| A #] 2]

Zdxw v PSR 24 20, 34 A, 24 9AE BAe)
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&) SWIRL
Surf Board '

SWIRL TO|H{ Z2fA
9.2ft (1270-xd)

7{ChEt ThEakE SWIRLE 2R B30 AR
Lte| 2gioji= 20| glof!

ThE SI0IA Bl Lte| 24412

B8 88 Lo £20| S7 2o

Q5T L SWIRL AL ES} 3 IHES B2ICH

&) SWIRL
Surf Board

SWIRL TfO|H{ St A
9.2ft (1270-xd)

- f2|48 2 Layer 0 ZA| 22|
- AT EVA YE 2| fTto 2 WO, B HY 2|45
- SHIHRUTH-APC(0IZA)) sl 2 2y U 4=2|0j| o|gt
Y String2 f2|43 stringer 4202 24 Z|f
- 2140] Zke| Hl2AT HIAE S3t

o AgelM e THaEE AR Slel el mE Fa FE (& vs.

>

) 3} s w2 wAA F8 A FE vs. SR TR o8 F

0

470 AdATEE FASAT. & ATeME BdEe did ddES
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AAs7] Y&l 7] AX= Bal=el 'SWIRL(AY)' o fist s

stk B AREZA AFA ZAF(Pilot Research) S E3] AX=

AT E AASYE Liu, Yu, Damberg (2021) 7} 9HE o} % o]
A HEE Tl A== Al s 2% AT
WA A= A Aol ALE3E B WA A9} FAFSEA RE A

ol wA A BAste] AFEEAY. WA $389 FuS o

W2 2A457] 98 JFuEo 77, Fu BF F2A (37, 94,

Fa A e sdstAl AlEsklth Wanta(1998) ©f A

21, Fal A7l= AbEe] dAse Takel dFS vE F Sle
Hgeo]7] witolth, weEbA # ATreM = e 7HeRIQ Y] S

Surf Board

SWIRL Tfo|H{ Z2tA
9.2ft (1270-xd)

ZAry3t npEats SWIRLI Szt 23e| AR
Lte] 280l 20| gloj!

T SI0)A B Lie| AHAZ

B2 33t Lio| EH0| 27 o

Q&5 L SWIRL MEE =} 3H Ttz & &7ICH
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- Q2149 2Layer 0EA| M2
| - ATSISEVAURNE| UTo2 WO, B Y 2148
| - SIEEC-APC(OISA)) SHEOR 24 U S20] BOIEH
- 3YString® R2|4% stringer #1802 24 )
- 240 2| HIEATH BIAE S}

SWIRL
Surf Board v

SWIRL THO|H{ Z2tA
9.2ft (1270-xd)

7 gt oh=ake SWIRLEH BHH2HH 2o Aj2H
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&) SWIRL

SMY‘F' Board

SWIRL THO|H{ Z2tA
9.2ft (1270-xd)

- 22|48 2 Layer O ZA| {2
- AIHRICH EVA Q2| 2ITHO 2 02, A 1Y 2|45}
- SHEHICE-APC(OIZA)) 3Eto 2 24 U 42|0f BoIF

- £ String2 |2|4] stringer 4802 Z4 2rf
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w ATelMe] Aeldel wE FuRF (L vs. A HAA

TG A TEE vs. s o WE LA BRlE FUA

©

BUE EAL] ZolE fyetr] Yl AX= AlE ol Aol e
20dle} 30"E RATo = AT Ax= AF Ful Fdo] e

20019} 30HHE ROz XA o|fZ+= FAbA 9 FAabdsgFALY

% AP dto] W2 20,309 S Ax = o] g HlEo] 62% % 7HE
Fo7] wol T (ARG A, 2021). FARA oA JRRESE 33 H o] B o]
ojstd FAF 5789 srSFGlR, £ S)olA 1,035 thdoR
AEZAME & A3 40-50UE AlFEAE 7= A77F Skskel o

20-30ti7F by ojFo®m Ao Hojstn Qe Ao=
LFER T GRAR A, 2021).

G—powers &3l AArs A3} 1620]742 HEA7F HR3stth= A 0]
EEEAh weba obxmol Ax= AFE Tl FPel Adx 20ds)
30thel Al oF 230%9 AEAE wEsIH. HSEREFEN (non—
probability ~sampling) % 3+ W<l HJEEFEH (convenience
random sampling) = °]&&t3ith. A% W2 2okl AEA (online
survey)E  E3 271717199 (self—administration  method) =
ARgalSlth 2kl AEAE AFESHA H W A1 B Ee =Y 7 Ao

HelA Aol glor] ABA MExAbel vlamste] Aol Fago] 2

>

g2 Qi FolA Letel
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A3HESH =T
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el
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7171999 (self—administration method)
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Kim & Chalip (2004)
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Li et. al. (2020)
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Wl ECEE] =5 g
Stokburger—Sauer,
2B A BT FUA Ratneshwar., & Sen. 4
(2012)
Bhattacharya, C. B., &
BAE xEA 3
Sen, S. (2003).
AT-EAHA 54 - 8
1) A ZA g o] Fuig

Liu et. al.(2021) 8] A7-olA 7Hd ofxko] Ax= A=

o] F = x¥l xA2 Hohd(Perceived vastness of the natural
environment), A ¥ HAEA (Perceived professionalism), <1x]%

olu]x] 4= (Self—image congruity) 37}4 3F¢] LQJE5Z FAHAA

olxlgl #de]  Fhsl(Perceived vastness of the natural
environment) < Kim & Chalip (2004)¥ Lu, Liu, Lai, & Yang
(2017) 2] AFelA ol gd HEE 2 AFHZ e YA FAst] F
3Swdo® Likert 74 HE=Z 14 As =X odny | 77wy
¥ 2 SAs A9 A A B ST ES <3 8>

e 9tk
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3) A€ o]u]A] A
Li et. al. (2020), Lu et. al. (2017)¢] A7-olA AHEE HE=E
Faste] B AT WA £ 2L uesel F 3RIO

>
Aew 14 A8 29x e 74 We a9y = S4e9r

AAH o]u x| x| FAHFEL <E 10> e ot

ACED) =

Tt 9 ~x=o ojnA %
FAbeAl 141 3 Ak,

F AFEZTF 7EA = ol H A=, W7k
AA - o] m]A] A AR G S oA g}
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4
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rir
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s 9] ~x =7
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Abg-sllof sh=A] A stal Tk
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S 9 (WHY) A+
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Abstract

A Study of Consumers' Perceived
Awe and Construal Level on
Consumer Brand Identification
and Brand Distinctiveness in
Sports Product Advertisement

YOUNG MIN CHUNG

Department of Physical Education
Global Sport Management

The Graduate School

Seoul National University

Research on advertisements that evoke specific emotions have
been of high scholarly interest, among which the emotion awe has
gained particular attention in recent studies. Findings from previous
research indicate that the emotion awe is more effective in
increasing persuasiveness of advertisements when combined with
construal level theory rather than simply eliciting awe in consumers.
Based on this, the aim of the current study was to investigate how
consumers' perception of awe in sports advertisements and the
different levels of construal advertising messages influence
consumer brand identification and brand distinctiveness.

To achieve this, data was collected using convenience sampling
from a total of 219 participants in their 20s and 30s who had
.
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previous experience in purchasing outdoor sporting goods. A
structured questionnaire was used as the survey tool in which
participants were asked to fill out using the self—administration
method. To analyze the data, frequency analysis, descriptive
statistics analysis, correlation analysis, reliability analysis, and
ANOVA were conducted using the statistical program SPSS Ver
26.0.

Overall, results of the study show that the high awe
advertisement group showed higher consumer brand identification
and brand distinctiveness than the low awe advertisement group.
Moreover, the group exposed to high level construal advertising
messages showed higher consumer brand identification and brand
distinctiveness than the group exposed to low level construal
advertising messages. Interaction effects were also examined
between perceived awe and construal level, in which results found
that when perceived awe was high, the group exposed to high level
construal advertising messages showed higher consumer brand
identification and brand distinctiveness than the group exposed to
low level construal advertising messages. When, perceived awe was
low, the group exposed to low level construal advertising messages
had higher consumer brand identification and brand distinctiveness
than the group exposed to high level construal advertising
messages.

Findings from this study provide strong theoretical significance in
that it studied whether the emotion of awe, which is an essential
emotion for consumers In  sports  situations, influence
persuasiveness of sports advertisements from the perspective of
sport consumers. In addition, a match—up effect was found by
applying the construal level theory, which is often used in
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psychology, and perceived awe in the context of outdoor sports. All
in all, results demonstrate that outdoor sports awe plays an
important role in sports product advertisement, and when outdoor
sports awe 1is properly combined with construal level theory,
persuasiveness of advertisement is greater. As such, by using the
emotion of 'awe' in sports product advertisements, brands can not
only iIncrease advertising effectiveness but also increase
consumers’ identification towards the brand and strengthen brand
differentiation. Results of this study provide strong empirical
evidence of how emotions play a central role in sport product

advertising.

Keywords : Outdoor Sports Awe, Construal Level Theory,
Consumer Brand Identification, Brand Distinctiveness, Surfing,

Sports Brand

Student Number : 2020—27201
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