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Abstract

Analysis of Negative Effects Toward a
Brand According to the Type of Brand
Scandal and the Type of Consumer's
Thinking Style

%94 11 (Youngbin Song)
74 st} vl ®) A ¥ (Business Marketing Major)
The Graduate School

Seoul National University

Recently, many brands are trying their best to increase their brand value,
but all of these brands are not free from scandals. Today's brand scandal should
think about ‘when it will happen' rather than 'if it happens'. In particular,
automobile brands have suffered various scandals such as unethical corporate
management, moral problems, and product defects. This study classified the types
of brand scandals into intrinsic and extrinsic scandals, and studied how consumers'
reactions were differentiated according to these types of scandals. We also looked
at the impact of the type of consumer thinking style (analytic vs. holistic) that
moderates the discriminatory response of the type of brand scandal (intrisic vs.
extrinsic) to the consumer's brand attitude. The main results of this study are as
follows. First, consumers showed a more negative attitude toward the scandal
brand itself when information on the intrinsic brand scandal was exposed than the
extrinsic brand scandal. Second, consumers with an analytic thinking style showed
a more negative brand attitude change when exposed to intrinsic scandal
information than when exposed to extrinsic scandal information, and consumers
with a holistic thinking style showed a more negative brand attitude change when
exposed to extrinsic scandal information. Finally, the implications obtained through
this study were examined, and limitations and future research were discussed in the

conclusion part.
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