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Study on the Utility of Femvertising: Focusing on Femvertising Personality

and Self-image Congruity

ZHILING LI

Department of Mass Communication, The Graduate School,

Pukyong National University

Abstract

In recent years, femvertising, as an important marketing tool, has attracted
more and more attention from audiences and enterprises. Femvertising is seen
as an effort to combat stereotypes of women. It can be seen from many
previous studies conducted so far that the development process, significance,
characteristics and advertising effects of femvertising have been studied from
the perspectives of sociology, psychology and media communication. However,
the analysis of the type of femvertising itself is very rare. There are many
previous studies focusing on the psychological effect of femvertising from the
aspects of audience cognition and attitude, but there are few studies examining
the effect of femvertising from the perspective of brand personality, advertising
personality and self-image congruity theory. This study takes the femvertising
whose main content is the controversial sexism and stereotype as the research

object, and connects the traditional advertising theory—advertising personality
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with femvertising to explore the details of the advertising effect mechanism.

This study is an empirical study, which,specifically, is proceed in the
following order to clarify the utility of femvertising personalities. First, based
on the theory of brand personality and referring to the relevant personality
scale, this stuady understand the unique personality dimension perceived by the
audience when they receive femvertising, and explore whether there are
significant differences in the personality perceived by male and female
audiences when facing femvertising. Therefore, the advertising effect of this
personality factor 1is further analyzed. Second, based on the self-image
congruity theory, this paper examines whether self-image congruity has a
regulating effect on femvertising personality and attitude, so as to verify the
important role of self-image congruity in femvertising. Third, on the basis of
the first two stages, it further examines the effect of femvertising and
explores the causal relationship between advertising attitude, brand attitude and
purchase intention.

In this study, questionnaire survey investigated the Chinese audience through
the Chinese professional Statistics website B4 (httpwww.wjx.cn/). The
survey was conducted over a two—week period in August 2022 and ended with
an analysis of 306 questionnaires. In this study, the collected data were
analyzed by SPSS26.0 and AMOS 21.0. In other words, frequency analysis,
exploratory factor analysis, reliability analysis, confirmatory factor analysis,
T-test , path analysis, Bootstrap method and hierarchical regression analysis
have been used successively. The analysis results of this study are
summarized as follows:

First, on the basis of the existing research, this study divides the
femvertising personality into five factors: Creativity, Professionality, Interest,
Sincerity and Closeness.

Secondly, it can be seen from this study that in femvertising, female

- vii -



audiences perceive more advertising personalities (creativity, professionality,
interest, sincerity and closeness) than male audiences. This result is consistent
with the hypothesis of the study, as well as the results of previous studies.

Thirdly, this study confirms that among the five factors that constitute the
personality of femvertising, creativity, professionality, sincerity and closeness
have a positive and significant impact on advertising attitude. According to the
test results of model hypothesis, the direct factors affecting advertising attitude
are professionality, closeness , sincerity and creativity according to the path
coefficient (influence effect). In addition, interest has no significant effect on
advertising attitude.

Fourthly, self-image congruity positively moderates the influence of
personality factors (creativity, professionality, sincerity and closeness) on
advertising attitude in femvertising. In terms of moderating effect, self-image
congruity moderates the four factors of femvertising personality and
advertising effect in the order from high to low: creativity, closeness,
professionality and sincerity.

Fifth, this study confirms that in femvertising, both of the audiences’
advertising attitude and their brand attitude have positive impacts on their
purchase intention, and the brand attitude plays an intermediary role in the
relationship between the advertising attitude and the purchase intention.

This study uses the theory of brand personality to explain the continuous
development of femvertising in recent years. On the one hand, it expands the
research field of brand personality, on the other hand, it also provides a new
theoretical basis for the rise of femvertising. In addition, this study also takes
self-image congruity as a variable regulating the influence of feminist
advertising personality on advertising attitude. The results show that
self-image congruity can explain the relationship between advertising attitude

and audience’s psychological cognition and influence in femvertising research to
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a certain extent, which has certain reference significance. In the production of
femvertising, enterprises can pay more attention to the moderating factors of
self-image congruity, fully consider the creativity and closeness of advertising
personality in the production of advertisements, and improve the advertising

effect by improving the degree of self-image congruity of the audience.

key words: Femvertising, Advertising personality, Brand personality,

Self-image congruity, Advertising effect

_iX_



I. A&

N

Hr

B
Bk

T Bl 7

B/

N

o A58 A A3

1

A Bl

Aol FAS AN A

3T
™
9
Kol
T

2 A=

]

A
f=

s

ol MAGNA¢} IPG

S

o 27X g5 AVETL S SERe] <k, T ¥
‘i 3}

N HarAel o

9]

&

el

H}

Z
a

3}

-

Media Lab
=

el

3

S|
&

=

3 ol

7k sl
SATHMAGNA & IPG Media Lab, 2019).

=
3}

L

5]

ol 2]

=
=

tol o144

S

—
o

TR
=

ol
B

A

A3

d

=
=

I Aol B2 oA SlA A WAA

[e)
4]

d

T
a

o

o

)
oH

i

R

o)
M

)

ox

4

ju—

<F
—~
fIfe)

el

=

—
o

20043 =B 7} Azt ‘2]ld HE]’(Real Beauty) ## 91 7| E 0]

3 A

ke s
™

goll W Ars g Al

il

jv

ﬁo

T
r

T2 =

SEE

o



T

F

e
o
ki
|
f
:%
>
15
o
o
ni
i)
}
¥,
32
v}
[\
(@)
—_
(@))
(L
0P}
j=p
(@)
)
=]
o
=
wn
=
(@)
[oN
5
rr

o]

Jo
o
K
N
L
2
R
(\)
S
—
D
T
Hj
(@]
s
<
(@]
&
2
=)
Q
2
o
i
>
S~
2
N
m]m
FH
_c>|£
47
rr
=,

e Adete Fares 24T 5 jle vE Ve AEd g
2]7] f1gk Aolth 20161 9¢¥ 26
e (Pantene) ‘t=%"(Dad-Do), H =
Zto] E(Bud Light), ‘I # o]’ (Equal Pay), ¢1tlo}w (Under Armour), ‘U

e
LTS

g el =H3 BAll=ef Vs T

2
i
o
o
4
rlo
T
£
[r
fo
o
(&
é

N

IAS AEZsE o2 A Z(Rule Yourself: Women's Gymnastics), 3=
2oy A2 § F=(Girls Who Code) ‘o AAA&2 WS %dt
=7HWhy Girls Can’t Code)” 5°] At} Castillo(2014)2} Igbal(2015)+= =L
59 ATolA olAF Fart A4 H FdHS ARE o AFIH AN
25 FHI= AFgS oqAddd Fol Fi'(female  empowerment

Y 3’ (femvertising) 2kl EXIT o] 9ok o
] Ao mEY ‘Huys F3'E ek Fae vE BdlE s738 Eo
i oALE T

A= Bk AlFE

—-, =7

advertising) T ‘Hu]

_—

=9 5 9lth(Akestam, et al, 2017; Drake, 2017).

[z A2 LR Fa iz 2zt
CHHill, 2002). 2141710l &AM Aol -He 7 F7kstal o B
ool BAH E-de dAsA HA o] Tt 4R B ) AF
S g F A # Aok & AFte]l wE 20059 W= el A
AFel 50%+= ofAd o] Afretal lom 55%e FFal= 3|AbeE ool A

3l Aoletar 3t} (Koernig & Granitz, 2006). o] A Al &o| Ao o] A o3k

ol AX = v dE Fare] FEFHL mmeiA o dvk o3 FAl

Ho

o

N
O

[\]
S
—_
N
I
=)
H
)
o
D
1o
i
=
o,
AC)
=
T
=
[

¢l Always+ ‘Like a Girl' A 2]

_2_



i 7t

0

A el o

ENEE

e

o mm W o A X % T o w®
n J— Gl = T 0
2 i T g e N®E
5 o ) Togpe KB O ol
< o % il - s B
= = ~<H — ,._t T = ;OL _
5 K. = W < H =
o o B = T o D ol
TO  mx o pogiiny o~ P
o B = ol ™ B! o o w;
B T T o0 v ° o w 2o %
o R O wrwr.ﬂfruxr%anwm
IN T T - Y
= ,|_/r Eﬁ w;IL %o B ,OI 1m ﬂ ﬂ_.% 1:,.- 3
ol _ T A ° 8 D & d
NM OE C..w \m H_AIL =) m fife) o 1#_.H PAI
o - o' i
mwmﬁrﬂ ﬂeﬁmmcwf%uf%
— = > — —_—
~ o I ~ — o :.L
™ SN X Mm e 5 M i oy K o
_ ~ —_
o= % TS e N2
= fol
0| np = T o =
0 Ny | e |- ™ o
P o= - T I -
A TG Wt o %
B o e ey ey
N o > W oB i o o oo i
L N T S T X
° T o4 - T oD 2o o W
CSCE = TR e RN = =
_ ,&H ﬂAlL ~ W ko) ‘_LOI Mo o} ‘_&u ‘_Ll
o " M = I ISy e fo
m oA, P8~ g B %
ol v = NN !
o s (E SR . i
o ME ™ S oj Y B el
S Lmo <= ~ T W H&' —
L = N - X )
B T o B ogox B FE
Moo 5 = s oW F 0T
XX Ao - T K WO T K K

-1 Will What | Want.

Under Armour

1:



ders 54 w7 o4
WUz Fug A A

8o gz=Ag o
=% Aejala QA4 -4

% s s FEe



Made ofjindependen
" AndBfiSKil

0h, and did | mention,

12! 3 Nike: This is us. 2 4 Nike:What will they say

about you?



o

A&
| o]

-

T

3 &

=
A

=
AN =y

ol 2] 12 €] & 2HIHERA)

b

nx 2 2 ‘A2 2~EF(Seoulista)’

20163 =W & 3}

TR o oM W R GGy
o o om o ® ook T % KT o
Az g 5 ¥ Mo o] ON _
< o) mr # = Y
S N W O o o® T _ o
T OE T s g woRe w2 g
,WE ,UI ,‘lv_Al .Uru 70 m‘w E._ T HArL ﬂl e
o n % T N ﬂ” X ~
I I © T T OE
& mﬁ @ Mom T I
Yox oy 25 Tow T o
‘m_ﬂ = w < 3 Ml E._L AT T X ﬂl
W Em ) k:a T op
TR L o o= H —_ o = o)
~ < o R TO
— o Plo Nk BRI 9 o X
ol = Lt o B0
AT I Aw R ow
EO N © Oﬁ = _oF _,_._i ) .m_ﬂ
TR M,/W| e 3 o
oo N o TN e e g
AR o gy M N
BoH e g X o=
I~ X ov o#e T~ ° <
S CH T o O A
o o X o SR T
TO —~ T ~
R 3R clY 4 o L sl 3!
T ™ T w N ! o
Py L 3 FR R
oz % oo z_m O ~ <~ T
e -y e 2o
0 =3 —_— —_— —_— K
T w_vw " £ umu ~ N X __w]_ %
oy N T o TP g
O o W O T = W Ow ol
Wo w H = mp TR o o = o) ER

= S A U v "R L7RF

=
5

2015 F-H

-

s

SK-II



o} (Marriage Market Takeover) 9} oFAloF A4S AWk QA= Al
°| fItF(The Expiry Date)2hs % @9 smuz 32 I4< dRdch
G FaolMe e Aed vol EAlol #al A3 Tdd A o

ol g TN HE HAYsti Jow, gAY T E AES T Selue
Aol oty nlEolE AEolE Eolo] AHEA A
wolzt AbE7F EFE FHof @tk WAIAE B Ak R ofyEr o4

o] A3 449 7HAE A B AR ENA AV A" Jide A8

% AN $He 2a2 A4Y S Qolok e Ads Atk

%3 S0 HAEIAE AvUF $IE B4 AYES BXT o
W, 84F DAL/ I A%l Utk PROYAE 20219 FFegnst
o2 HWe AAM ohv AolokRE AANL VEH T FA
o AAN(AFNS AAREE, ANY FAANE 29 4B B

ArE AR} M WA BAT 4 1A BYS o



T OO W B N W o Mo <EowoT
T OB R X TR 5 ™ 7 I
J T 0
T oo om o T oK
RS R oW X W T o WO — e
LSO W R N o
o T 'R Mo Hr oF ~ N A N =
- o) W ) op o o ERK| *
T oo B 1 T B m @0 o
Kooy e & o In
T e Moo 5 B . D L
umO ‘;b ‘mﬂ \ml .AL ﬁl _/L -
&3 T gl ~ ~ m
I/ i, © N
) a o " mm_u Mo w5 owe 58
° o N pin —
[ S8 RO Mo =1
Ho 4 N <& 0 = M- Mlﬂ i1 oo
oo B oo T a T = o M R
= I S R — | >
T b 3 K Ho T B R ARG o
AT = X o oy W a o B3
T s B WA o X
> ) % ) g A N o o &
= T T B
— v ™ o M_m = 7 ™ ! L,mo <
S T ok Mo X &) i " =T B = .
2~z _Law_x_ »w Tk
[T == o N D Longl file)
M WO b @moxe W o ode B
£ i w T OB oo M M TR
e T2 —ome e R HE
: I I R .
Mo ur = H o op o & Ak N T N %
c G T  ST B - A N S
- ﬂﬁu_{mﬂﬂ_gﬂozﬂ_g%%
aﬁ__ T T T 2 o T W T X 03
r o s =5 HoW W W B

2018: Kapoor &

2017: Drake, 2017: Jacobson et al,

5 w4

T—

.

o

(Akestam et al.,

AT AA=



I

Nm

Munjal, 2019). Drake(2017)¢] 3o w2 31

|

it} Abitbol#} Sternadori(2019)

PN
T

7412

=
[}

FEA

A9 tH(Akestam et al,

2017:

oldde 7t FL

=
T

H Aol A
}71% 3 © ™ (Becker-Herby, 2016: Castillo, 2014:

S

™
=~

Kapoor & Munjal, 2019).

F= A3 HEE

%

T—
.

Igbal, 2015), °]

Drake, 2017:

Rodrigues(2016) 2] Aol M= F&27F ELQIHo

—_
o

L
;OO

B

==
o

N

b

oo
i+

Plo
.

X

gL A

) el

=

¥

k<
“

A

ol
;OO
ﬁo

2019).
=3 AnyzE 3o A

19 (Feng et al.,

)

7 7heH A =

A

E=hl

)

il
—_

Tor

71%d o]

Foll sl

o =
3%

REE

L
T—

o) 3}

SR EETS:

vy

o=

|
I8

ol
¥

il

—
fite)

o

Gl

Z o)t} (Becker-Herby, 2016).

I

S

e AT oA F=

off B ATE 2

sk

%

g

=



1%

Y (leftover women)l)’

L I
=

e B3l Fo

A
A

AHE A W

o

g e

°
=l

E M o H.w T oo W T e =
G TR x]ﬁ m_m dn B E N D = o o &
S A PE TR T ST g
Nl o = o o S go N o Ao Nk iy ~ = oW T
™ oo N X° ° mjy o F el 1] P N o2
— 1 — oru # —~ V of B ﬁl B o _ R [ N OE ° H
Az__@mﬂmﬁﬁ%%}ﬂ Mxﬂ%pﬁ,ﬂ,ow%@@ﬂ
' X J l = —_— ol —
~ N T ® o 2w uﬂ X :mv T P o5 o omom MWy
Mﬁ - X o mJ oF N o o IDI N o o op <0 ﬂmm o ) = 3 =
— _ o0 _ —_ ; ~
GO = Mo T S § Mo N mowom T g N B El
q%aAawwwﬂﬁaaA J%zmdwg_gﬂﬂ
Iy —_— iy ~X M T ~, PlJ L o ' X [m! -
moﬂ%wo]1wr.wo%1%w @_%gprmaﬂﬂamxm_w
i — e ° 3 2 S — N ~ 0} 2y <H T
Fal Tt iR T EEGs SR ELREY:
= I ) [ O [ B LwF o AT ¥ g
F 3 W R L JAR:) gbﬂﬂ 2w ° 3R
o0 i —_— —_ ~ — 70 ! _ \Wrw_ ™o o
= & ® TN WG - ol Ci i . B
= g oo TRk R o G T o B2 T
ﬂ%%mﬁrvﬁzﬂ%gezg ?ﬁﬂﬁﬂ#%h@%
X ® o o N N | g
%wug@qqmmeﬂwﬁwe TR N )
S = X g KX y D ) o nw y
o & T T = W el e ot O o Ty w ol oy = T AR
= o= o TN T g T I T oo L e
N q o i~ N 3 X — -~— M o ﬂﬂ_ A D_l oy o
2ol e - . TR o e o
= —_ ﬁﬂ X ) M J \mu ‘UI
- owm LK BB oo T LR %ﬁiﬁﬂ 7 o o o
oo KX o o) W Gy = p< = ]_W e % ~ R Lw.wo B o N L,W o
2o @%lﬂﬁ%@1jHXA ﬂoﬁr%_iw}z_
5 5 @ = 2 L W o= do p X T on | F s
7o %ﬁ@ﬁﬁﬁ&@%@ﬂ?ﬂﬂﬂm___o ol =
gr M o E ow oo oK oW T m o= W T o T o =
g —) ‘m.A ﬂ__lﬂ o o - OT._._ ! ) EO < oy
NE ol I H = T o OF M X o <ok
ECRE G - o \_1_1_ = = R T ™o oA 3 o T
T TR oW 0 T oMo e & =
of & ¥ | > ! | 5
@A —~ LE J.‘l 0 va —_ - ::E —_ (aw _Qn_ U,HI ‘mﬂ =0
N T AT »A# Z l X 0 EL mE —_ 0 L —_ o HD
T N 1__/| —_ X EH . N JIL
T o T T T Hom do 3
O 0 =
i = AR Wor

[

[

o2

8
- 10 -

[

Ol HFae =
e F= AN 274 ©

ot F320|2

o
[




= FaLe AElA adel Wi V£ A3 dlHeE ddsiAd 54

Ateloll A Alztste] 54 Aol £33 gE ke sfAel HFsRan,

A B2 AvUE FILE FAIAAR old HF e A= AAdG]
T3] FRFEHA XA AHER B A= T3 A4 AFAE A
o8 T EF BYEoAM Az AnyS Falo FEste] ALS|olA T}

FHTA S, ok Zel AL} VIERE FAGE AN FEH
osh A8 A X7 doke @ & 9t

A, A4AY 5ol AASHRA iAol I 1Y B S
oL A& Wzl AT BL HAET} 94 Foldx F3E AEYT
Sed H7te £EAE ZolEelt W ATAT 80dn FwH 90
o] 59 ofgolut BAUY M) IS eel Aelol W@ WAX A2
of b MAEA wgasd, ol: “wzzle] ohiiu ofmunt o 2

2% A AR UbE v 2X87] W o]tk Cheng(1997)
of S5k, FF TV Fst v]Fo) wis) PAERTE o Be

%

A AYEE BAFGCRZA AR Y 1Y dd9S dS

a
lo

o
o
ol
ol
]
X2,
o
filo
1S

At Shao 5(2014) 9 AFNA AHE F=9 &

_/l:
AFARE ARl wEE, S G A md2 oA E A9

_‘]‘]_



1%
of A7}

= o
|

)
pul

bot

o 4lo] = ofof

= ATz A

Aol M

ol w2

7€

=
[$)

1=}
T

o144z

A
B!

o

R

s,

7| & stk

i
o

M

1t (Holtzhausen &

<
T

7hell A

[e]

5]

I

FL sl AlEol o

°

—L

ARl A

.

.

A

Q.

¢

<
T

A9 3R HRL A

Zerfass, 2013).

S|

8

i
=)
el

u2e)

™~

o

0ox

+

9
HH
ofy

__O._

oHd

Nl

o

=3
0|/

puze]

X

O

N

wjr

Nm

¥

T
T

I AHE

=
[}

FEATE AXFE

2021).

4,

|

~
file)

L= BERIC

FgAE Aokdel

M & 5

KeR
=

Ao}

.

T

T2zl Ao}l ol
7FA L Aotk TS Sirgy(2018) 2] Aol A

Z (Kleine et al. 1995),

low

—_
fi%e)

ol
o

—_
o

S= 0 RS

R

°

b

°

9/]

-8
L

f

S

Aok AR e A Aol we} sEYE

ATolAM=

A=k

L

=2
Farel AAdel Fal axtel vA

E R
7t et

o)

0}

)

of

Njm
T

oy
)

B

AL el A4

_‘]2_



2008a). E2E HARYFZ A3 EtelM 7137 wiiel 3 2XE
Auysel e d7= F2 AT 7kl FFEel A A AA
37 Ao wgt E¥AE HuyusEe FA < Jde] FHJUSEZE HA

npAl e 2 e Wl #HeUS Fale oA Aguk dAl ol th 2007
59 AATA 2AX(HER) = AGAA, S TIHAA (SR 713
< AAAT e JAA B B2 7Idel dA8S FE LHFoE HAsy
AAES NEetr] AP ADDFGRFH, 2007). dAES] ‘TUA
Aol wE AMYES sk s NS, AEske #Ase] SAES

33 e AR E 4 A e 54 AR AW A

_‘]3_



A7

A

Z
T

]

aLef 74

o

3
S
e}

o]

o

J
e

=

T

]_

77 vy s 3

°

o}, A YE

H 5 372}

A1

3

o A w=A st
}\E]_

=

=

=

Z]
F9 Ao} A4 9

5

[

Fod

=]
R

T—

R

],

KeX
=

o

T T T W ®m do

pp XX OH = ®T
= ~ M

G ol o W

el B R e T

B R T

5 P o ®m o P

o N|m = W™ 98 o of
T o .

H - %° b o

g0 M Mﬂ —~ S ol
5 ~ Boo@ 5 o

N|m G S~

T Moy K LY s

= \;LOI ﬂo ol 1) 1# \m B!

By ow T Yy

J ofn o I E M o

O P i

o & P o g w oap

O W o ogo Ay

e o e N

Nfo A iy Wv o o
T O X', © g

T T ,..&.o _E 3 _!1_ =

T o TR e W ay

woE ) _i Mo XL = o

B! 7o = AP K
X vl N S N

w W oE ox 30 oy

=y B4 - T I o] s

o] o Mﬂ” — ® k]

o Tom oz

L [N o

R NN ol

Hoo™H o1 oy o

3}
%
2}
9]
=
m]
e
A

_‘]4_



"0

o)
g
4/

&

3

b1 9

5]

SE

=9o
=

I HwAY

ig

).

ol

<
el

uze)

o)
il
4

™

A= A

= AT ol

27l A

B

b ool

ks
pul

Aoltt, 2% HE

SE

1
.

37l A

Kol
=

b AT AAe A9

S

1
T

47 A

o] ¥=o]9)

-
s

npx o 2 670l A

_‘]5_



~O0|LE (Feminism)@t 21

3\

Il .0|2X A == JHM (Brand Personality)0|2

J

|

‘- xto} o|o|x| YxIM (Self-image Congruity)

AR -
. A3 28 3 o5 opd
A7k

o A W
x| 2 HEl

(v o Hoae

STt QRS S HY
20l 74
2t 0l 30| Bttt A2(E 24 V.45 =4 21
&4 @89 718 54 24
oiRExe el A7k S
o1 23t QO U AJAHY
vz H
ol7e| BflE & 8 7
==
Jgl 9 9o SEE

_’]6_



II. o] &2 H7H

1. 7)Y Z(Feminism)3# 332

G LEEEREE

nro] e} Fas F Ald 9 Aol EA S Htget=dl, #HryS F
(femvertising) ] A3 WAL 7 v Y S (feminism) 3 94 5 (women
movements) 2]  HEelA  BHIEFHUT dHujYFoldt T IAHFHF

(Angelique & Culley 2003: Johnson 2007)& =3 o5
qel AFA A9E AFHom whs Aoy goHEd 17w Ay

- w3k AAL AF, AR F AR ARt AA B Te AAStE Be

ﬂ
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o

i—‘o
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!\

< 9m7 = - th(Beasley, 1999). &3] HuUXEELS ofAo] YA}
ST Ak 713E JHAoF T FASE AlHCeE H

2019). 18y st Ao #FoAM He dAvyES 5
Q1 AFE Aol #AvUES FyWrE B53 Ao 713 E FEok o
FoPow, oo At oS AAsteE FAHZAJ] dFs o
(Merriam Webster). #IFUE2 FAdo] A3-7dA-BA% H5S Ads

= AR e olEe TEH, AU A o4 dAe dAE



2RI AL 2T BALL AAs A8 9 ALH Bdo] FTo] of

H GekS v X=X AYstE L o (R3], 2019).
U, Huy&9 &4 (Waves of Feminism)

HulyFel #g AFe At AN IS w2 Ao wet ofe
Ae =4 (wave) ol 2 &EFEtH(Evans, 2014). 19417] o] 5ol =y
< Ul WstE AReH, HMUZAE 55 HHE o AgEE 5
nUAE ARG @A 20y & 5 Aok(Gill, 2008b). o2 g A
2 UE e AR GE dAnyse =202 E o8 ¢ v

(Evans, 2014). &rtd oz A= Auyse 22 Aryse A
HA =4, F A =4, A HA 2434 vl B4 =242 FES o
A WA AvyEe =22 184171 23 1941 7] Zoll @A ow o] A

2004). A WA #HArUFo]l BT AN FAAAANA A FxA, Al
Arafrd, AvFAdYE dB8d 5 ddE AFEMF syl wEol vt
(Munro, 2013). 2 oAde] Fxdco] Zx=Jdth(Phillips & Cree, 2014;
Johnson, 2007). °ol= <la o4 Alwlel Az Ay FAE HZAst7] fIs)
A WA o4 HWe u3] (the Seneca Falls Conventions) 7} €3 th
(Kinser, 2004). °] ti3l+= #AryFe] Aelw o #& Avys H37t
24 71319 4 o & A, AR =Y A dEE AT FAY A&
& ATH(Kinser, 2004). sAIRF o] &&= AxpEe] Fx23 Ees FEHC
2 ddetA = Xetdoh dUHEFe 72 ok =

ool FAdsk e AAdE B A BolATHAR A, 2009). 5 443 7]

22 dsdolsta AAsta EEjE 7ol ol & Aot o] T EE oA

rlo
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AN AdH3 HEE 4715 A (Bonifacio, 2018). T+ ®HA Hwy
= B4 FQ8 EAL F IAE Log £ Ak I AR 2E, IAH

BE, 4 FES A B9, A4 Aes 2 s BAE AGAE Aol

t}(Phillips & Cree, 2014: Rampton, 2015). o] A2 YA #o] =AAS K

229 3 wAsE g 9G4S g2 44 AAR o) FolA
RAoldtt. o ANAL /MY EH A L AW 1w G ge A

Ao r ool AHd wAE s Ast7] s ALekE At (Kinser, 2004).

Al HA FvyE EA-2 1980 ol Al 2000 X Afolo] A skt
o] AZE #rUFe 2242 /MAFoe WAL S ETFsL JAeH, o]

F A 84 FWe ol AnUZE $EAME TAAA 2tk A9

Aol mEW o] 2F2 F ¥MA ArdE 52 s s el
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o AlA, vE A= dHuySE EFo] AAS MES 08 7Ed FES
) & ok (Johnson, 2007: Sheber, 2017). Al WA FrUAREES oA 9

5
of Wal HBEAAHL A FHdte A= FHAH(Thorpe &

Toffoletti, 2017).

HYAT B2R FEAEL AvYZ F3o) BT Bo] WA
AWA o= FEe QR AFE ] WA AvUZ BF AU =
Ego] P4

Aolgt AZsta Akl skth(Chamberlain, 2017). vy 2
WA Sy ESS 2008 @ FEH U WA dHuUs &

A2 X232 AAJtH(Chamberlain, 2017). ¥l HA 249 F2 EAL
o

w3 A2t AA, dAvds e uAdEstet 2o EA

(Fullagar & Pavlidis, 2018). &4, A< A3 Edl2AY 2H ZA
B, M Y, Ao digt FaE xS AR, &4 Hgo s
Ao

#MeToo =& 22 o449 #Aolu A HH3= d A
(Rampton, 2015). °] vl ¥4 &4 A

2, AR o] WA AL S Aol A= Ags)
AU A7t o] Z AT sk (Chen, 2018). olof] F¢FS W= AAE

< U WA dviyEe AHAQ olsidAAL & F Y Asle
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23 935 3Pk ol AAFECl AvUE &Fol o Bol FFsty
JEdA dA A AA A4 FA v FERE ¥ & AFLEE & F
A tH(Munro, 2013).

A WA dnyEe 24 52 AA7 2ol 949 #FEA A, 53

Fdol FESAT F HA dAvYE =4 e 7HEAE A 43

1

AEE 842 I A (Munro, 2013).
H1 5 B2 £ AEHA Fae QA4S omY, 7t
AR, 283 FA tidstE 9] olu AR HAFSATh 33t v
= =ZENH AlFete] Faot A7 FPE3E HoklA A5 F3
g ol8u 9F muYFelgy AT AForAAME, 2017).
Wolf(1993) = o374 #kale]l AAHE 73 AEF9], AQlFE F+53
M FAHOE A ATE AYser Ity FAsAT =g
Paglia(1992) & 9ol A4 #A&AL 3 & of sty FHeAh d&=
Aol st MBS FAtE AJES Al &S FASIHEA AHoR
mf & &l ool =Hojop gt
A& Aot ZAH Fo] of
b E otk olY g AnuE FAE V19t AdEe v Fue
285 Jth Goldman 5(1991)2 ‘A% vy Z(Commodity feminism)’
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b 24l ohIx, AXel B3 AAZE &ug B gl W
F3 MAE e 4 Aok b ABF A7) FEL oF F YRS

A9 H(Wang, 2022). AE% #7Y
3 Jo9 F& FEF= T2 FA T shtolth

AZ FuyUES ZAAQ TAEZ FHelYZ, oA Goldman, Heathd}

Smith(1991) el & A FH AT A== 197090 o] F FiFEo] HA
e 7199 AFES AHI A Hufol] AAATE A FASEATE T3
Goldman 5(1991)2 & #HwUES &H|Foet o P E T3 o
s AR Yss Aelgty 2tk Crouse-Dick(2002) = ¥ #FFUF
o] Meste HIAXRE ‘ool 2 A HE (S AAF Ay F

ol eieltt) WA FEFS Fuista SutE &H] PAE T AN Tt

F Ay Fel I 2242 535 247 fa 23" ARrUAed &
T2 YA H(Goldman, et al, 1991: Baxter, 2015: Lazar, 2006). 3l 7Y
= O o] A ®¥istE 7HASE Aes HHSE dhe A3 A Ei71 of
AHE S g4 gAE F de Q1Y A"g wAo] HAY

(Goldman, et al. 1991). o9 Aol &R BAA, A, AH3H
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A g Ay Fe] vae FrFsed s Faw At (Goldman, et

al, 1991). 252 oA FE&A7F ofd A Ho=Z hFHo HFHoR
= ol FIZHE oS A tH(Murray, 2013: Varghese & Kumar,

-

2020). ol#& F7F H @ow oAoA IIWkE olejo] H&E Aol
A Zbet A o)tk (Sirr, 2015). Hains(2014) = Py 237 dvejyEe] o
s on Qe &7 2 dua P2 H, Condon(2015) =<l o
b2 SA8AHA WHeE Ay WHIANZF  F A =Y

Scott(2006) N v|YUEF A-7olA WEAIZ H A (anti-market prejudice) ol
g e @y Ee] 713 2d 3 S Heol EE AvyES AR
gzmA s 2492 7 e #AdES & F Aok (Scott, 2006). g A

B gAES 4E ANUFel Raoln BF AnUZe] Qo] AwH ol

A
X

i)

©
o

2y THAHOE A7t (Mukherjee & Banet-Weiser, 2012).

teel A "EAE HuUSF Z3E A9 Ao o
AR oH(Becker-Herby, 2016). £2E #HuyZE2 F #HA sHrysE: 22
T HreUE He] gk AL E YH|Et . JTh(H ok AAS, 2017).
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JU < 19801t ok 19901 dthol A 7]el o233, H2 o4
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=2 dHcEE BA +5H# AYE Fo AH(Conger & Ervin, 2016).
e o Es AYse AHste FAS e, A4S 'EE As 7t
2 ¢ ddwrEty Az o (Lazar, 2006). £2E #HuyEe Gde 15
ol ‘FuyFo]l drpt} AR =" gt olafr} F5T Wk ol F

]_
rlyFol obd dup 7hA] Ftrhel wE olsl e m AR FEeithe
o A THLove & Helmbrecht, 2007). vy E 2ol sk AR 9} FA
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242 Aol AF 5ol ool Jud L7t W ol o4 FEA
g A9 FREHA gon oy A FS 90l A4 FER
gelsh £7E o el nesok B dAvdth =@ A FEAe Pl

e weAe A8F q¥ 1 Awel A T A58 >

ki

0] O
P =]

AAZ HAvYE FALE EZ2E HPYEFY sFE He £30] Br
(Gill, 2008a: Lazar, 2006: Mukjerjee & Banet-Weiser, 2012: Murray,
2013;  Windels et al, 2020). X2E 3HrYEFS HWEOA
(femvertising) °]2t= MZ L vAIE Zdoez F55H3 JAH (Ao}
AAE, 2017). @A ZAE FHujyFeol ek olsfiodl= Ul 7HA o] 3

o A, T2E AvySE F A HrySe] 2 5= Bists <

fru
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)
)
o,
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°
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| T}(Budgeon, 2001).
A, #Aeysel] dis g widolth(Faludi, 2006). WA, zHzt
(sensitivity) 2 = A 2] Fof  7ilel A8, LnjFols EgI(Gill,
2008b).

a8y 22E #ArYUEe] Ao AAE A8 EIs XXAE #njy
=3 Ay Fe #A delMe FE vad 22 At A A
A, AE FHujyE2 dAnyF W7o Blaa et 4= vbs Y
< (anti-feminism) 4&olth. AA, #AviyFa whAryFe Aol
(Jolles, 2012). o142l =2E HujyZFo] that olsi & wlgt

TG AR 44 AAd o8 44 F oA ANUE ¥
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glolq s, Abal BAe BHAN AT
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Akestam et al,,

2017: Pérez & Gutiérrez, 2017: Drake, 2017: Kapoor &
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Munjal, 2019: Abitbol & Sternadori, 2019), ==Y
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dFEs olf, F2 A T =2 AS7HA g2 Sdx50] #HAnyY
= B39 AFogE JMEsty EEstAtH(Powell, 2014: Skey, 2015:
Becker-Herby, 2016: Jalakas, 2016: Drake, 2017: Akestam, et al. 2017).

=< HArUs FXE Ay o, ¥ A4 22 FA AFAA %
o

Um(2021a)> sy s F31s A" of=2 Al 7HAE Fskth AA,
AbE ARG FeoA e 2t xR AT e F U =
A, A= HAvUE Fis 7
A oA g Y AMH JAE 75 5 U AA, SheKnows
Media(2014) ¢] EHi Ao @29 #FAvys FIre e F7HlE =%0]
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2 AAAYE Bk AYsA EAE T

=4, 7149 A E AA(CSR) HAHFANA o] Folx A+ (Aguilera et
al., 2007: Campbell, 2007)= HPIUF ZFILE T A5 vHAIE 'S
Tk 7IdS AE AT #3hol &
shute] AlE SiEe JIdEstE s@Estke Aotk (Mclntyre, 2015).
Mamuric(2019)2 3P Y&
ERb ofel BAlE o]k FThA|
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ool gk SAHAQ HMErE B HES s FE= shARE F
g ESlo] RtEA] Fuf o=} AAEE A2 ofYil sAth Abitbol o}

Sternadori(2019)2 oA <Jdd  AA AL A7) AAAR HAHYZE
(self-identifying feminists) 7} B v|U & 3271 ¢ 474 @PolElth= AR
S AT Um(2020) HA

of sl ool AvUE Fae] o HFA
o3 Ful el Brhs A AT

=4

a
g B4 82 A i JMFH &3 HuUEF FIHE
o FAAA 9IS Fus Aol (Kapoor & Munjal, 2019).

DAL BREQ0)E FEAT AARE FA A4A, A TR
Q A7

RN T AR 847 HviUE B3] HEd SAAd 9F=
nXe B FEA 84AE BT HEY FAA 9FE PliteE AL
ATE T3 Al HATE AA2Z(2021) AvUFE Fxe] Ee dig

<ol
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Ao 2 Yebgth (A3, 2021)
i FAELS AvUF FA7F 45 XAE Heys GECE b
St oAde]l AE=TE Aavl9r AAA I (Mukjerjee & Banet-Weiser

A 71l AFE] FOEHE olds de F UEF
StHAME v FAYE FUFOEZA AL FHS WA F A= 7
e AFse FE - BTTFY(commodity activism)'#  FAFIT
(Mukjerjee & Banet-Weiser, 2012). £2E #HuYUZS AA L FH 9 &
SAR FASL AHE AT FAsts MQIFE WAUSCE JIid ol
T3t A Fe] &5 S BHRAHCE AFFEstett(Jolles, 2012). #VYE 3
I AqA4dEE FHY AEH FF(EE ARl S A FEA A
#tH(Wang, 2022). 1448 A8 Fo /de 'dr ZAE7 =9 #ry
& Filc =3 B9 & FE et (Lin, 2019).

g AE Ol A FAE HALA, E3H4 WA S 7H FEAE @ ARl f
AbS &t 875 7EA S A TH(Holt, 2003), BEHEE 8419 A3 4
AL A AL 7o AT A o =gl 2 F A7) "W

23k AAQ HAE AEEoH(Lin, 2019). A714 F&2H4]
Astd BAME=7F deete AAAG 7Aoo H (Holt, 2003), ©
arel H2A 3 7t e FAAdel FxHL Astdn v dnyY
BAE 7He] AAE AHE7] 98 BT Rl

<]

\i‘

i
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o) WA o8 ARGA oHAE Fxety Bl S FAE 5 e
= 1

ok A AHAY BEHT A&t £ & BAS HYS
=
-

dAE A EAolth(Aaker, 1997). 3 AFEA} ojH[ A o] HAT 9
APAR AEAE AAAE JHRIA g BAERE FAE oRAE 9
Sicia=s

Aaker(1997)= A4 Aeste] 54 ol&< wyezR HAE 74 2
2E AASFAT vl=e FE&A= A A (Sincerity)’. 5 (Excitement)’,

73218 (Ruggedness)’, ‘%5 ¥ (Competence)’, “Al & ¥ (Sophistication)’ . &
AAEJeH, Y& FEAESES QA (Ruggedness)’ Al H2F
(Peacefulness)' 2.2, 2#H<Q FE&AE2 "4 (Passion)’ Al 7Sl
(Ruggedness) ¥ 5% (Competence) &2 7tz A Al 5o Utk &5 2
ML T3z & 847 EAT FE Aus Aot #8471 <

A 7t BAES} 02 BASH vs) ekt B AHS dehiEAs

o

[

¥ A (Caprara et al., 2001). A5 SHAoIA BHEZ 7o) tisk A=

FE2 F 7HA SHel JFEIL AT e Aaker(1997) oA siEg B

A HAEE vECE 5 AFoly Mu|AvE oW BIAE JiAdS Tt

A3 A=AE AFske Aotk hE A APAF+E A9 E™ Aaker(199
B

HE A 759 o84 &2 A= oS WA (Sincerity),

% B (Excitement) =3 (Competence), Al # ¥ (Sophistication), 7+21dH(R
uggedness)©l2taL o AS & F o 7} YL 27y HAE QA
#HHEst] AelE 1A EAoR FAEHY ZF TN F8FH= Aoz 2l

_35_



A= Aok (Aaker, 1997).

of wA= Al
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Aol FgAel o

s

Ahmad®} Thyagaraj(2015) & B
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veel
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AH(Ahmad &

P~
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=
o
B!
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Thyagaraj, 2015). AF&E9°] 7

I Aaker(1997) 79 HAE 7jAdo &3

T

] o]i

o

vaE 7)

Z
=
dA 9.

-HEE 2] 2021

5
.

2=
Bl

, 2022

3
S

_E Iuf

2020:

PN
0,
At B

3

EalpS
<)

o
|,

719 7% Meenaghan(2001)

il

AT7F ek A

ki3

o o

A

B

o

LA}
Hosany (2006) ¢] A2 3ol u}

A3

(conviality) el Al 7FA] 7k

e

1] % (excitement),

&

o

A) (sincerity) 2
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o}, =3k Usakli®t Baloglu(2011) 3 72 A4 EA]e] #33 Bl = )
doll gk A% AATH Mo AL A AFEA] BARE S AT

AzxE  HW @28 (vibrancy), Al # ¥ (sophistication), %5 &
(competence), AHA (contemporary) #Z A (sincerity) &) oA 7}A] =}
Aol AUTE BT FF RAR 9 NS A F7He o YYE o =3t
o Aedoz2 AL&HATh T st o=, 23 A (Gilmore & Pine,

|

rir

2002), A< 2 (Pride, 2002), B 7] (Ekinci et al.,, 2007), &5 (Murphy et al.,
2007a, 2007b), A 7F3EZ 2 (Henderson, 2000) o] A4}t A, AY F39
A9 = Lin(2010)0] 5 AR AY Bdzo MAS 59, H3 A3

AR 5 Ul 7HA ALer AFsidn E3 Leest Cho(2017) = 3L Al
dol thet BAHE AMAS AFsAY. 259 AFAFd =2 FEAE
& By Aol &S (vibrancy), T 5% (competence), ZTw3

(intelligences), & = Al (activeness), = "] & (excitement) 5 THA 7FA] x¢

i
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TEo wAlY =2 A vh(Frith 1995: Leiss et al, 1990). AF3] 3
AAZA Fie F3F 7158 Az v ARl AFe olmAE A4
Al Itk (Leiss et al, 1990). B3 FE&ANA A Foly Mu| =9 75 5
dE T, FEAAA T 5F FATHA G s 7kl BHES
3t tH(Meenaghan, 1995). watA] 43 /A3 2= /Ao AAE

"2yl 9t
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7N A
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7ok &) & AAE AHEY B
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4 A} (Pringle & Binet, 2005).
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VAT E E FAE BAE AL aFHoR HAT

=
AXS A A TH Freling et al, 2011). Aaker(1999)= Ha = AAS 4

2000).
Aol AFrYAAH FE&A
g3l ola] 4 HATH Wee, 2004). ol BHAHE 7jdo] 8271 Bl
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(Fournier, 1998). o]&lgt 2Jols} A4S Bl =of 712 H|AZHAQl t)Ato
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of Tl rE B A7) XA IS TS 5 JuH(Sirgy, 1982:
Johar & Sirgy, 1991). 7/H1-& =}jolel o g+
MAS AMEst . A", &4, 533 43

FEde 7LD A70E Mwgel A6l o 2B & Ao

F&Fe VA A7 LAA ol 8ol U EES APsr2

3.&}o} o)u| X U XA (Self-image Congruity)

7. Aot @ Aot o m R

E ZAalgke] A ARk (Ahmad & Thyagaraj, 2015). walA 2=
ML 271 A stet 271 29 715 e Algdoh(Keller, 1993). &
7F AL el Aol i g Bl =] JiAdo] dA T A ZRrH o] B
= TE&A M9 Aol 2 = UTh

BAE W2 AREA olm A, B, HARIA 2 e viAY s
o os] AAEUTHSingh, 2013: Levy, 1959: Plummer, 1985). @ <
TFAES FEA7E A Aot S A A S BRRICA A4l o] Ao} A

dgely) wEd 54 BAze 349

==
o=
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BEgozn zale]l Aol /ES XHPst= Aol F23th(Belk, 1988:
Wallendorf & Arnould, 1988).
Z7170E o] 2o #E AR James S(1890)2 SHAMA HERE 9]

olE= =ttt James 5 (1890) g AbHe] Aol 17F BE F

W)

als
ko
|
A

Aol Folw, 19 AAA, FAA JEnt oyt e X3
o] H To] EF EFHE T SATh o] A Aoto] gk Al Hde
2 Zpobrt A1 EA oo 2 AL JIE R 24E5 BT X9
AL 9|n g th(Rocereto & Mosca, 2012). Grubb3} Grathwohl(1967)-&
Aotfd el Aok g Abgo]l 1A% EHE, =7, A S IS AR
B7re Aoltket ek /MQle] Apob A2 ANAAA Fa3 7R}
Aew RbAEA Ho'Holof v B ZHXE FoA%E F lvh(Rocereto
& Mosca, 2012). Malhotra(1988) = Aol & EA-F-A o] &} AA A 7|
AN AGFH A FTHOE Atk ol e Aot AdL A
A ERE oty AF )7 stk 1A S o ETh 3 AR
AotNg S W FRAHH, AMIE AN Aotdge FASHL st
a7] S8l e =89e 7ok & Aot (Grubb & Grathwohl 1967:
Belk, 1988).

Aot 7l (self-concept) & WA o] Azba} ZHzhe]l AA|, AAlS Stel o
Aoz ety H ko (Rosenberg, 1979), AbAle]l thalk 7f21e F33
AZrs vebdta olsld 4 9tk (Zinkhan & Hong, 1991). XEgF #17]
ol m ] (self-image) & 7HR1ol Al R, F¥, 54 Fo dis) za 3l
E FAAA Aoy =02 Aot (Rosenberg, 1979).

FEAE AobNEe AL e AFe] Yovl, FEA Aok

kv

rir

©,
N

U

o
1
-1
d

NEE ANES FX3e AFLE +E Aolth(Klipfel et al, 2014).

AN
g iRl AE AR e Aol sty wEel de i Aldo] Al



A, AR IAS FAsH] el =9 Aol (Epstein, 1992). 7i<]

o Aoblde HAss] A5 AEH A @ AN WANA ¥

Aol d & A 9] zo} o]m A (Actual-Self-image), & 7l<lo] “7]&=
Zpo}l o] u A] (Social-Self-Image), AF3]4 Ao} o] w] X (Social-Self-Image),
= BQlo]l =7l= Aol ojulA], AR Aol o] WA (Ideal-Self-Image), =
Hlol  Heke Aol olmAlL AFAAE ARAH S Aol olmA
(Ideal-Social-Self-Image), & 7N1o] TE AlgdolA A2 H7E H3t= A
o} o] m A (Ideal-Social-Self-Image) o] Ul 7FA ZF®IA olajd 4 <l
(Sirgy. 1982) . stAIRF Abgtuirt Apopzfd el tisl Fs] WshA &+
& otttk Ao 2 oW AT HE AAX FE HITHC|T 4

i

N

lo
il

stizel M Tt utA ABe FAolH, Axel & HRAY o] E

9

G
o M3t ¢ Qe 7hedel Ao B e Aopld 7He] Wt

v sl Wste] meEt @ebd = v (Ahmad & Thyagaraj, 2015).

B>

. Ao} oA &} Fpop o] mA XA

Gardner®} Levy(1955)
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Aokl @ 5

E oolmA e dEAe A A=

oo
D)
o2,
offl
=2
of
o
o
=)
rlr
m
=

—
D
<
<
[
O
ol
L
rir
e
o=
oX,
o
rlo
re
X,
i
o
Ftl
>
AU

N
L
N,
2
=]
o
rx
i)
ol
rir
Y
ftlo
[
fol
ol
ol
2
=
—
D
<
<
—_
de)
ol
<
2
=
0Q
<
=
O
0o
»
rir
B
(o]
o

_43_



N
o )
ok
o
N
o )
rO
=2
X
N
=
R0
N

bolom Aoe] @5 Aok Ade BE

F3 Aolety Btk FES Fol, AAS G AA%
ool A4 ool MY Rolth £F A hH AES FE T
WE ol Aot MG BT Aotk wabd Aok G Aok o]p)A 9

LA o] EolAM T2 A4S Tt o7A LA OIS FrrAC] A

>
)
rr
Pl
fljo
X
o
o
vy

E AT g e, ot dAHAY BHAM AAe HAGEE 2T

F AAJTH(Sirgy, 1985). ol= Ao dolY AE=4E =o]7] 8 AMEE
o] ApAleA  HlEl= olm[AY] HIogE A 9 vt (Rosenberg,

1979). A7 oldAQl Aot S JAAFA e 57159 fiot
Aol ARG F7l= BE A FAste 57 AFSE HAT F UL
o, 2ol thE ol A dAstE WA R AN JAAGEF

& 4 Slvh(Sirgy, 1985), ol A2 At&EEel &7 Wi XS FA A
Aok MEE HItERYH BRIstde A v dt wagA AE 5=
o]’ 42l ot} #Ho]l A= WA 7] XA FrI= AHA Aopet #
dol] glom, ol AtgEe] AAl Aot AEHE dAHS F7] & 27
o] AES Fujdttt=E A 9 v st (Ahmad & Thyagaraj, 2015). whekA]
ML A Yo AdAFS FAsH7] A A MAdH L3 BAE
£ 37 g =gst vixme R 27] Q1A F7le AE Ao st
v §71 AFeRE AgE F o, 3 Atgo]l S ¢ Bl olsstk:
& 4 ' AolAtH(Sirgy, 1985). Ao} 4] Frlol= Ao} 14/

=
£ 71 5 Aot HE 54 AH JESs SHAIV] S8 AHE o

>~
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g dusts Aol mETh w# Aok A/ANY FI, F AgEo)
Aol Hs AZEE A3 e FRE QE dgerh F8A%
A2e AT BAE A Abole] UA EE BANE LAE RS FE
Aol FElEoel Gge M 5 oAvh(Sirgy, 1982). SAT FE 7ol 2
Qe Ao} olmA s BAE olmA Ao

DAY BrNE §FL Wi
= 7

St= Aol =, ol= 17F Aalel FA A Ao} o|m|AE X 3A
U AXo] BEAAIA oAl zlole] HIEE F JIEE F7] wiEoltt
(Ahmad & Thyagaraj, 2015). T3t z}o} ojujx|ef Hal & oju|x]e] XA

e Aok AAY 718 AT = drk ol w e I BAS 7
e gEaA @ el
4718 A5k Aol BsE A7) AAAS oWl Y= o2 Aw,

S dAAGH A=A g Zogen A, dA A i AHE] 2

TE dS Jhseta Asetm bgHeH EFAANS Eole Atedl B

T Aol tH(Govers & Mugge, 2004). A Fo] o} XA (F&22] Ao}
=
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T A (Belk, 1988: Richins, 1994b).
Zbob DA 7 AN Aol Bt 1 Aol g AleF
2 A o (Malhotra, 1981: Sirgy, 1982: Sirgy et al.,
1997). ol A8 AFES AbEEC]l A4l oju A gt {FARE BAEE
MosttheE AL HAS I tH(Dolich, 1969: Malhotra, 1988: Sirgy et al.,
1997: Govers & Schoormans, 2005). &2 (71%5) &4 A E2H(CFA) &
AE BF AF Ak 43S & + AoH(Sirgy & Johar, 1999: Johar
& Sirgy, 1989). 74 £33 F¥He 7kl AlFol 3 Hl=e " AHH
TA 7HA#FH Aol NEE AFHOE HAE F JEF F&eges A

o]th(Johar & Sirgy, 1991). A =3l 7IXZH 75 7H BlE=v A4l

Ny

o

o A¥s ARHS APBThy o AZTH Shavitt, 1992). £ /A £
g paAse AT Aok oux ANA Ezbel A H$E + AAn

(Aguirre-Rodriguez et al., 2012).

Johar# Sirgy(1991)+= 71X EEY AFe] o 459 dtte AL HY
FE RS AReanh A5 Ao} ojulx] A AR AT &
A GAo] BAAS Z1Eold olHF WA et Aot JiH (A A F /0] YA /ALS]
A e o)Al ASlA Aol olmA]) S A= AEH HFPoE 7

(1983) ¢ 43t 7h57d

T2 & AdAd(Johar & Sirgy, 1991). Petty

ol

24 (Elaboration Likelihood Model) = A 59 =¥ A=Z7F 714 28 8+
of W Ao JYvte A5 WAYUSS ARIT AR EI B

_/":
Wste] 2w ARE Ho £549 FHoldy sdnh Fu AR

B ¥t AlEF ddd dF A4 B A 9ME AT Ao

I-'O
e

(Petty et al, 1983). 7] o]vAs] ANHS £& 45
o @ gul= ¥ 4 Ath(ohar & Sirgy, 1991). Ao} ARl Ay L
§A7 AN AN 44 S4% #EE dde] vASS

rlo
N
=3
o
fru
b o oT

1

y

°x
fol
e
£
rr
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Aol th(Kassarjian, 1971: Sirgy, 1982).

Aok Aol Bege AN JAYH dAHE PAE FPeE o
Q.
¢}

& A A @ h(Sedikides, 1993). AA Ao} AN E F3l FEA= BAH
EE 53 &M 2 Aot dAAG i QFE FHAI7] s Al
< AARE Ee AWe 298 F Atk AddFol wEw AA Aot o
AL BAE AMEe] Fas W g

2012: Beerli et al., 2007). wEbA
Z 43 NA )] FEAe Ao} olux] AAA FH uhg} 33 & ol o

Wl Qe WALAE FZALA o

re
-
rr
N
rhy
re
-
]
z
o
|o
fu
S,
=
AW

o FL N Aot olm A dAA

)

FE&Ae Ful AA 2 AFe AA £ 7T ET okt A A HA
o oM Atk BaAT ol AnlE ALY EQle] JhX @ Zpop o]
)z %3 o] Holth(Helgeson & Supphellen, 2004). =& 2F2] zpo} o]m]
F&2 w33

17

A st 7 DAte] te A4 olmA Aole AL F

rlo

1

gzol F2 AA Q2olth(Aguirre-Rodriguez et al., 2012). Ao} &
= FEAe] Ao g BHAHT oto]dEE zke] s wi A (Sahin, 2019)
= Wt B ofoldlEHl gk 14 FI oto]dHEE Fa 4
et F3 JAI Aop oluA 9] XA FE&AFe] Ao} olm A7} 5
F IR FAHE BAE A dAse =5 UErdTh
FE&AE BaEe] JfA o] Apl e olm Aot AT uf g B o
=)

S Aolth(uF ¢, 2001). BAS AEEe} o) oA 3 A7)
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AX Aol JFS w=th(Kapoor & Munjal, 2019). o] w=2H HA =
o} Aol 7hxl Ao ojmA] Atele] A@AHL HAME ojmAE s
FEF HEE MAdsy A3 B #4245 FHANTE Helr F23
q s Foh(EF s ol A, 2006).

Sirgy 5(1997)2 F&A7F Bt § & wgdss F829] Ao}

Mgel BT omxo) O M4ty Wed FEA7F Yo]7]’e] Bds

+ Zolth(Jansson-Boyd & Zawisza, 2016).

AL zpoto] thd ttUdE ARE AT ) ol HIE AHEE)
g, &, 5% 9 FAse e BE /5S F33Y. FradE F2
We3 271708 v dg e 93 Aro wal 283 oh(Kihlstrom, 1981).
Graeff(1997) & BHE W F&2 Aot 7id e U AEE F4 3
HAZ AXLo] =& BT e F&AY o FQ HES T
gx7F § = stk Sirgy(1982)E F&A7F AFE olux e} AA A

Zen

o} olu x| o] @A T3t &)/} =LFE Fuj 2

Aob A4 T AEE AW A EE ANEE oo 4% ¥
AL z2d49 E7 2 AX 29 MEC we 9ddch(Kim, 2015).
TE A ENRT H 4 EAE TAANTGE 2L WA AE Hol
A (BAH o) dA A7) D) T FA Aok XA (A13] 2] 0] 42 A}

55 A7) QNS N GE PR EL TADTH AE Aop XA
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&
I
S
>
)
X
(o3
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7171 913k =

oty & S lth(Ruvio, 2008). I2AH o2, 3 Aot XA T3 A
7] 845 AE &3S E==A 71t (Aguirre-Rodriguez et al. 2012). wh
gA AFA Zpol XA a3 FA Aol A4 EHEG Aok gt

Ag B3 Agel AN omAG B ARFA FEA A Aol U

MZdell ek &k A4S Aol dAY EHE 2HY F 3
A gtk BRHE AREAE o] m Ao Z]ukgk HIFE T 2418 zpof olm| A&
Hrop =3HQ Aol dAA Hutd =
HIAE AL FAL Fd, AX o] 3AL
CEO7FA x3gste] sk W Atgolgta: & 4 Qlth(Aguirre-Rodriguez
et al, 2012). BERE= ALEA oju|A| = FA4 FEA7F BASES oA
JAASG=AE BAbske AP AL AREAeE T Al Aol 8] fFARIRES H
Abekth(Helgeson & Supphellen, 2004). & 2F7F 3 7oA Ba=, = A}
ol 23k ol XA BHE HA S A BAE ARGAS o]H| A
oJgh Apol A A FHE HAsk= AET ¥ ZF¥sktk(Sahin, 2019).
TEAE] E3HA WA S Aol A Bl 2H 3HUE U AF
of M}EW YRkl BAE AL F3HA wiAd JFE =tHKim et
al,, 2017). 7RI Ak3|stE E314 #Ael wet g A7) sids 7HAL
ATt Hofstede® &3t A ol 7IWro g &t 7iQ1F9 ¢t HoF9
w37 &R oA A A= Y FEAL G A AR
2

-
4R g 5 AAch(Hofstede, 2011). AAF9 F3he] 84 52 2

Ao B F Efole] oA dEFS @ WA HH(Grace et al, 2016). WA

e Eate £8RE A5oEdel A AL s Aol AT F

_49_



A= Bl A% 3AE AR HKim & Hyun, 2012). B2 Aol
A IRRAFE] Estell A FE&Ae BEE A Mee JAEFo FsET A
of dAAGH} AACRE ¥ & FAAAE EAH(Kim & Malek, 2016:
Litvin & Kar, 2004: Sung & Choi, 2010). ¥3}4 w|Z & o} XA 7
FE 2-sH QAT F3te] FE&AE JHFe wshe] FEAET AL

A Zpot LA AU ¢ Ak AC®E UEstH(Sahin, 2019). wEkA

°

Y
Z27t2 2448 ol
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=

MEE F2 FEA Ands Fre AY 2 FN =4k oA

iu)
P
o3t
N
&
=)
i
)\
ol
Rl

A Ag Fo WAXE Adstes AS Fx2 3
+ ZH(Dove), ¥l (Pantene), & & (L'Oreal) 5 o4 T4 HI:AT oA
T AEE AT AR = Aol (Under Armour), H 2ke] <& (Verizon),
nlo] 2 & 4 2 E (Microsoft), 7= (Google), Yo]7]1(Nike), #l3(Lego) 5 <
FEY BIA=Eo AnyE: Fu FHAL AZsw drh(Abithol &
Sternadori, 2019). AAe] TA & E=~(Dodge Ram trucks), W=
(Benz), okt (Audi), W4H(Nissan) ¢ &4 54 BAESE AvUF
FrE VAR =R &85t St

HuUF Fis s, T2, 953 59 59 AEI7HIA 2 43

2 ol okAlel Ae ANUZE BIE }HAX AFsE @
3}

ARSlOl A ol dReh TEA dR dAE AAsna A HITH(Kim,
2020: Lee, 2018). T3k 20180 A3 ojg=o] ZE3) Aol A o9

St el oo AR HANEA B ABE WS A4 8 2E

2 OHAL A oAl Wi A" s AT Av(Ha,
2020). ¥ Aol wEW W F3 T AAEH Fiie AET FLe

2v) olAo 2 yeruth(Kim, 2019). 3= WolA HlnUSE FIE A3}
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Cronin, 2000; Stern &

A H(McArthur & Resko, 1975: Goffman, 1979:
Mastro, 2004).
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2 tH(Yang, 2019).
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AU S Fa7F 7P %ol duHe FES dAEF0lA AAEE AS

42 $EH ARAE S0l 1 FE o9k
2% FINAE oy olmA watel BE ATl wEw oy Ao
94 24, A7) AAS dge] P FAZ A4S I A g =

rlo
E
o
o
X
o
rir
>,\1
(o
HU
=
iu)
0
*
O
=
j
W)
§
>
of
41
i)
Fd
2

=
A3, B AZE AREske] 200195 H 20209704 T Aol B 3
JolmAE A AFE BH AW 209 b T FAOA T Y
AMul2~st FHE 23 EHE 4ol A3 O ol Slv wie FRo Wl
TE A gasteE FAE Bl AU T oS o=
AET AR AR A B gol YErstH(Zhao, 2022).

B3 & A4 oA WAHA HrUFE Fio W T AT= T
o] At A EstA 7 e wrgstal oy 2@ 4 o 20004
de] 7S MACE T A4 2EH ALY e |
AolA F4 =A™ (Huang & Lowry, 2015), = AF = 4TS AA
oA, AztH AL 32 AHCE AF st A 4AHE
AeA HEe dEE FAFOoERN A A AAE A FEAA
t}(Shao et al., 2014).

™

=S 90duel 39 59 AES AW AW 3 AFY AvsE
2gz o A0 Aol A3 HEUE Az AL B39 shR ol
Z3ol WeASWA BRH FF AFY 23 Bdd FEshdn 44
BA AR e cled AY AUAH FFHe) AEAY AFS 21

Lo

MEsHEETE ol T FoA AEH HHo AP HgHATH
(Shao et al., 2014).
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3% w3t o™ (trifecta of cultural pressure)’ ol A WstA St (Tyson,
2012). == AT AL A AYHE =o] Hrtal FH &
o Al'o thEk AFE A ZIHE ASA L, o= FA JHEste] wrgEAL
g4 MY+ FE HHS AdAE AT FHEAE

W Aol 398l $kth(Shao et al., 2014). 3HAITE FAlo F=r3F A g9
w7 FES A AT Bt HA T A4S

Yot ol o] 37 9T FAIl siiof st

wetA F=o] AryE Fre T vHAE AgS dAlsts AddA A

48 NFSEL Jol FFY 7 APl § RFFL FF FEA 5
3 o4 FgAs B 44 2R 5 WA =} AHA AAelN 2

sl Bz} SALE AEES AH g 58T = e 73 A
ol Atk HuUF B A3 Fxe AE 7t dAE FFS WF F
A tH(Diekman & Eagly, 2000: Doring & schl, 2006: Knoll et al.,, 2011).
weta B AFe AEE AP meUE Fae 44 FAE0 2 s

o

ol y st

HrUSE Fie BAE ZAAdHR dAA detvde Aeolrt &30t
Aom, RE HAT HELHAE dETH(Becker-Herby, 2016). BE#si:
Mg Bazel =82 7He] owdk P LGl YsixzE FAAHEH
(Klipfel et al., 2014). ¥+ o2

Tl FEAG BAS 79 FHANAY FHAN AES T FA

)

=
=%

2

I

=

15

L=,

e HAHEE 1HY ¢ duil: A%

A4S o WHOE FEAY olnAF Frey BAC

N
e
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[

8
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AR ol 5 9om ot Age AAAY 555D A& ol

44 BEE = BASEo] AvUZE BIE vy FHOE A9
stgon, Uz B37b B3 Bokld 4¥ IAHIS gy nAs
of ol #E Aue AR RS Fow wWsolth sivkalw 4

8 %A @ 4 dokE /F5AS 7belv)7] gEolthDickman & Eagly,

2000). AFF(2018)° m=w F= F&AVF st T FAF B

Aka) 0 2002:  Kapferer, 2012: Freling et al, 2011). Al¥d”7] 5 (20100 <
BT e MES K9 wjA Fae &85ty K9 Fie] MAdES F
= Z9, wWg, v, A4, ™ol ¥

B1E &

o
A7l SJFA B £ AFIA LERE BDE
sl

MAE Foste] Faurt 3 OF9 S A4S 7HAA sor (el &%=
43k 2018)
Aaker(1997) ¢ T A AEAEE LY HAEe BT A

Fo AYS ZRsE W G AEE

al
(2018) Aaker(1997)¢] B#E shAo #3 HEE nlgo= wro 3

ol wa} ¥ AFE Aaker(1997)°] BHE /HAHE(BPS)9F ol 3EH
Z23H2018) 9] WAIFIANAHAHE=(MAPS)E 7|¥to g2 3to] AISHE S
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Sternadori, 2019:
(Rodrigues, 2016).



Drake(2017) = #vUF Faok AF Fa7F 18M A 254 wl= o 4o
A Azl FEFes vug AFdA #HruE FrE FJote FAAE AF
B7E Hete FAARY Fue AT e 6 FFF¢ HEE B
ol A& HAYT Austin 5(2006) F Green(1999)+= #HZFE°] Al E

et Aed FL & Adgol el gl dAT o Fare o
A
Ll

e 38 FUrE EHded & AT Ao tig JFS uS F
gttty ¥t (Ekman Vramo & Castillo Haglund, 2017).

HrUFE F39 F8 B2l FE&aE o1k 80d o] %9k '90dd o]
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o 189 61.8
204 o] 3} 29 9.5
2141 -30A 230 75.2
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314 -40A4 39 12.7
414 ©]7¢ 8 2.6
AZE o]} 23 7
FIZ (A 33 10.8
ER= Al =4 (A3 50 16.3
e S (AT 167 54.6
g S (A 33 10.8
sk 135 441
AL 76 24.8
A=k 27 8.8

A
>4 37 12.1
Z 2| A 28 9.2

71 e} 3 1

A 306 100
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AF FAE, @ BAHE AsxE, @ #HAvYF gk 8 = (Attitude to
feminism) ol ot dube] FrFAS AAT Fol AEwddol SHEst vt
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L9 A=A F
W 3 &
Q91 Q212 Q93 22914 Q%15
K2 A & 0.760
AEe 0.727
AAA u}- 5= 3} 0.724
7 A gk 0.782
A A3 0.804
g4l 0.835
2153 0.798
2124
123 0.824
21 2] &k 0.846
A A4 (Crobach’'s a) 0.889 0.906 0.918 0.877 0.909
ofol 7l %k
. 9.929 2.664 1.970 1.801 1.433
(eigen value)
TE HIE (%) 15.728 14923 | 14.352 13.625 12.563
A4 WHEF (%) 15.728 | 30.651 | 45.003 58.628 71.191

Kaiser-Meyer-Olkin Measure of Sampling Adequacy =0.945
Bartlett Chi- Square x2 =19767.757 (sig=0.000), p < .001.
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Bl
S22 EEF s | cr | P
Al 0.803
A2 0.726 0.032 | 27.073 .
A3 0.717 0.031 | 26.631 .
A
A4 0.712 0.033 | 26.397 ok
A5 0.753 0.032 | 28.326 -
A6 0.826 0.031 31.85 sk
Pl 0.821
£ 0.824 0.029 | 33.344 .
AE P3 0.771 0.029 30.41 s
P4 0.799 0.029 | 31.935 .
P5 0.838 0.029 | 34.165 .
i1 0.853
i2 0.812 0.026 | 34.875 ok
o i3 0.826 0.026 | 35.832 .
i4 0.808 0.027 | 34.584 .
i5 0.861 0.026 38.36 sk
S1 0.781
A4
S2 0.773 0.034 28.01 .
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2= =3
g2 25} sE. | crR | P | CR | AVE
S3 0.686 | 0.033 | 24374 | **
S4 0769 | 0.033 | 27.825 | ***
S5 0.823 | 0.034 | 30097 | ***
R1 0.868
R2 0834 | 0025 | 36837 | ***
224 0.909 0.715
R3 0.818 | 0.025 | 35704 | *x*
R4 0.860 | 0.025 | 38796 | ***
selfl | 0826
Aol | self2 | 0834 | 0028 | 34489 | =
o] m %] 0.914 0.728
QA | self3 | 0839 | 0028 | 34803 | **
selfd | 0910 | 0028 | 38988 | ***
Attl | 0878
gy Att2 0.825 0.024 35.414 ok
g - 0.894 0.737
Att3 | 0871 | 0024 | 37.908 |
brl 0.849
R A=
o br2 0832 | 0028 | 33.02 k| () 677 0.705
br3 0.837 | 0.028 | 33204 | *=x
]l purl 0.831
L 0.881 0.713
Sl w2 | 0852 003 | 33208 | =
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AVE  ®94  Aed  ewy daxy azy 307 jé ity
A 0.574 0.757
AEA 0657 0549  0.810
2 A 0693 0578 0564  0.832
AR 0589 0490 0461 0460  0.767
A2A 0715 0387 0498 0358 0568 - 0.845
X}"?B_ ?]LS] A 0728 0318 0318 0313 0305 0264 0.853
FHE 0737 0406 0452 0342 0429 0433 0.260 0.858
BASZHYE 0705 0380 0419 0494 -~ 0316 0419 0.225 0424  0.839
T o) = 0.713 230 0422 0251 0427 0387 0.045 0285 0306

0
Mz 2e% Jue 52 92 Ood AVE @9 Agolt
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o] 5408, FA°] 48922 ojAdo] Aol Hls o
02 H9u3 2o]= B ITH(t=-3.570, pd.001).

ek HAvUE 3o dEAdel oial Aol o] o] 5233, &
do] 4687 YErEEow, ool FAgdel HlE ¥ =& A B F UM
TH(t=-3.802, p<.001).

AEUE B2 A

Hi

=kom, o

rir

A A

i

of ek Aol o] Hg Fho] 5197, FA
W Aol ARG ¥ =2 s & F
AReH, o Aol7t FAZAHCE Fou P H(t=-3.387, pd.001).

T3 AvyF Fre A thE A2 e Ho] 5359, &

ANLeH, ol F

o
W
»
33
fr
°
o
°
rlr
N
:\_l‘
ﬂJ[ﬂJ
f

o] 5053% Aol HAle] HlE T =& AL o

il
N

AHez fom 3 h(t=-2.063, p.005).
T Fe AZAe tHE A4l Ao Hao] 5433, FA el
51242 Yetwtom, odo] HAET ¥ FUrH(t=-2.234, p<.005).

% 94 FEART o4 $8A7 AU B A, F B4,

12 ol mef s=SA0F IAeh HojLE &3 Jide| X0

N4 Al N Mean Degi%it'ion t Sig
) =1 117 4.892 1.382

94 -3.570 0.000
o 189 5.408 0.933
=4 117 4.687 1.309

AEA -3.802 0.000
o] 189 5.233 1.060

= =1 117 4.626 1.551 5387 0.001
o] 189 5.197 1.222
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o 117 5.053 1.361

AAA -2.063 0.040
= 189 5.359 1.077
=1 117 5.124 1.321

24 -2.234 0.026
o 189 5.433 1.074

o (AT 7HE2), KEF7HAE 4, (EF7H4E5), <@ +7HA
609 HAF

A77HE 22 = MmUY E F3 NS T8 8<lel FY Hkel T
A FFE PIA Zoin s MM ol& ATd] fls 2 dr=

WA A LARAS Ba AEUE B AL B, ATA
g, AAN, AITHY F AR FEeAT Ed A7 28

AZs7) Sl B A7= AMOS 2108 =& A7 2de AFHH 7

ATEYD ARAdY EAZA= vHe #Z9 A (& 1HE EHY
x?/df=2.996, 7% F 3Et © AA udeEwd, E=3 GFI=0.932
AGFI=0.920, NFI=0.944, TLI=0.958 CFI=0962 2% 09Xt} © =
A vetbds 2348 & F d3ddh viA%e® RMSEA=0.041, 0.08%
o 8 A el mEel 2 Ao A

2
2 ddHNon, AEEAS AFT F JATH
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Fit X2/df GFI AGFI NFI TLI CFI RMSEA

model 2.996 0.932 0.920 0.944 0.958 0.962 0.041

BEW] <3 0.8 »0.8 »0.9 »0.9 »0.9 <0.08
A B A 2 st = 3 2 ) 2 ) 2 ) 2 )

T
74 A= Bimate S.E.  t P )
n
EuR
He-l B4 - ST 0135 0044 3501 A9
Eul
He2 A4 - ST 0214 004 5481 A
25
He-3 e - FT 0023 0038 0607 054 A%
S
He-4 A4 - 3T 0160 0042 4130 A9
EuS
Hes 224 - ST 0194 0040 5318 % A9
3
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