[Provider:earticle] Download by IP 125.143.159.160 at Friday, October 22, 2021 1:03 PM

re

vvyyv

o> -m
o > |
04

sl

=

MO

o

e ne

LS HEeE 75(20211)

The Korean Journal of Advertising, Vol.32. No,7(2021),
pp.95~121 [ ISSN 1225-0554

<
S

20214 092 08
C 20214 008 12
S 20214 108 13

https: //doi.org/10.14377/KJA2021.10.15.95
© 2021 KAS

ARPYH HiRZ & M| HIE Ao
OJX|= ofSk XA{X offkio| nf7Hwa}
= 32

o5l

ZeoEm MeiMRlst, Has
o5t

Zorjstm MRl Aeissnry
0|

= A= QRtel JkY TI2ARl 24 7124 siel A% 872 fFcks AR X Z0| &
L HIXtel Mol tiet Ef=0ll DIXl= Hets HAisl| 9Ieh SX0ilM OIR0IRCE Eot 0l 2RlstH
7| flstof 2 gFolME MEBol et B=S 2ols Qoo MEQl 0152 Helshs MA CIXIRlS|
SIS HESHIAL SIUCL AR HIMIE 2 MHS2 XRl9 A4 75 FE5P| 9601 T2 M
9| | S0l F=gick olet 22 STE Z2 ORISKE B0 et 830 Dikle ez =
HeH, 0l 2 AT0lME QRISiAE Q7 Exide =2 4 Qe CiXiRl 71gel Mol s
ZEoIIAt SIRiCh T 2ot AFE2 MelH HiKE ZE6INe W JEX| fk2 A= 2 e
& S HZS 27T el 717 SMA MBEC R dsditts AE 2old 4~ A% ol HiE
EHE=ot MiZ O Q=0 SYet 2uS Sle 4 QAUCL E£5F 0 Fuk= FMA Ofol lsh oHIHE!
Ch= A2 =old 4 QAUCE B2 A729] Zme} ool thet AME] tisid 712 =3It

ZH0Y ¢ MEA HHK|, MA 7, & W] AR ofRL QI7k Atz

AKX (byungkwanlee@kw.ac.kr)




[Provider:earticle] Download by IP 125.143.159.160 at Friday, October 22, 2021 1:03 PM

1, M2

FZU 199 A o] F AT BtfH ARg]=
o] Zgto] o|Foffirt, o9} e vt A7

o AFE O] AREA B A oA st
017},] 7]£x401 3_:r1_ =3 OPL}L _,__‘ :[L___
g3t (Baumeister & Leary, 1995; Maslow,
1943), AREE ARAQ 209l 878 oo
S BS Aslel 878 FTeH, AwEol
Fohs A9 &7 7Rl shue ARelE 8
ojt}y, et MAE | Fhtez st ARE
< AFAQ U 7o ATago] of YL
o, X9 QI Y IT 7]&9] W2 vt
AR AR Hehs 7HEskskal Qi) oo 22
AB| 2 o] g Y= of 2] 1A Afr|2 GHoA
UERaAL Qlom, 191 7htet 7|9l 4nfe] S7}
© AH2 AR Zopoll A WA Q] FEj = A}
Z1 9Jth(Hwang, Shin, & Mattila, 2018;
Ratner & Hamilton, 2015), o|o] tjalo] 2 o
FolAE Q2] TS fulste AF3H U
Al 2MAES] v Bl VAL LS
sk B, et o] WS BushEA
NHES] 4ds 978 FEAIE HeteR ¢l
Z ZZ17F(human presence; Schroll, Schnurr,
& Grewal, 2018)2 S4el= A& A
(typeface) a1}5 I3} A}; 3o},

ALE) A B A (social exclusion)=

ez
BAQl 8ol Ale)d HBA§I 2% LS
2007, 2009). ALSA HjAE A AFES
ZpA oA BB AL A 9FL s 45l 93]

THE ARate] wrdolut BAE F4s A T
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CH(Maner et al, 2007), 10| ute} AFHES Ef
Ao & AR AL 5 AR A A
3|43l YFo] T7tehe BF= Ae=thlee &
Shrum, 2012; Lee, Shrum, & Yi, 2017), 3}
ols} - o) Make Aulshe Aol et
Azolm= G vRITh AFFES ARRlA HiA]
2 Yo e O AkSol MEshe AE
of g0l AHAY AT E v = Stk (Mead
et al,, 2011), H&°] AHEE2 &% 45 5
Z3517] §fall ek AlFS 2FA o2 Al
Bt} A58} (Chen, Wan, & Levy, 2017), 9
Qlote AlEs AT 2nAE2 ARRA A=
gt BAF 350l FosHA HAagtthMourey,
Olson, & Yoon, 2017). ofof & A-FofAxl= A}
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SR HZolt 5L el 5 Uk A2
& 5 71990 A el 910@ g
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TS ZH=th(Baumeister & Leary, 1995).
= gse sl EA2A A4l o9l
HE AR A0l wRs AfE Won
Solghch, A1RHE 1hel e} ke MuAE
Aot AR Y it Fue) of

[= dq-(Baumelster & Leary, 1995). 9
Sof 1Al oG] HeHAL BRA o

AA) e BASo) 4o ofe) oAl
AT 4 olen, ARES dE AFED W

&
AL Bl olela BAS A9 Uit E
ot AF3l A AT 7% o] E(social production

function theory)2 AF3]24 9t (social well—
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being)¥} AA1A hd(physical well-being)©| 21
tol FTe T 714 B Bitehn F4
3t} (Steverink & Lindenberg, 2006), whabA]
ARES AAES] ALY 8] ol AE 4
ZOIRE A &F|A TS (Leary et al.,
1995), A51% 877} A4Alo] sk ol o
2 5 IR A% ASE BAd BUE
71 &2lth(DeWall, Maner, & Rouby, 2009;
Gardner, Pickett, & Brewer, 2000),
e, W2 ARES A Qde] Bl
ALs] A vl Al (social exclusion)E @3t} Af
55 A T Akl A o] B
St Ao 12 Asj] REEE A3 9
S Uit} (Baumeister et al,, 2005;
Williams, 2007), o]+ A2 2231 <17kl A
014 TV FAT 249 d7lol] AL 7
e, 1o A A sk o
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5 5 Qe ol ot
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w}2}s}7]) = Skt (Lakin, Chartrand, & Arkin,
2008).
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W22} Sk (Chen et al,, 2017; Mead et al.
2011; Wan, Xu, & Ding, 2014), ¢]+= #AIS
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(matte) 37| x]of| tjgt A5 7} Hopxlth= A
gelstitt, ol 33 gi7| A7) Zh= A A

ah4) olu| 47k A8l A WAIE 2 Aol
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237] 93 2n1)
A3 3HH(Chen et al,,
2017; Gardner et al,, 2005), &< 819 ¢
2 oE AT dd 5718 woln 19
we} AYES o2 Aate) Aol B
AT 4= 9= thAjo] HL FE3IcHGardner
et al., 2005). o|e} -2 oA 2y Ay
A= AR wiAI7 plaE Al Daol et
gholstch(DeWall et al.,

A5 AHlE Ae Hs
o olgA Az, ARe ARl e
23l s 9wyl ol tHManer et al.,
2007), TR thE AFEolA S8 A =
o171 3 Helel oL wopgeli Aol
=o[A|7| = tch(Williams, Cheung, & Choi,
2000). t&o] AHE]A HiAIE 42 SBAES
S5t Aol et 242 ofn|ste Al o
gt ol =7} sobd th(Mead et al,, 2011),
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sto] ARSA w77t 7HEE tide® AvlEkel

= 0 A HjA FRAEe ElE AlE
o o=} lfo}x]h e zloLlé} E}(Chen et
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Cohen, 2015; Foroudi, Melewar, & Gupta,
2014). AAE S vHAIR 712 F 7HA] o]
2 71H& 3l olFoi ATk v AAE F
3l 229l ©ho]7} 2= WA A Ql(denotation) &
vlojod, Th2 Bt AHel SHHel ol
gz}elo] zk= 32 Ql(connotation) 2]1]|
o] th(Hagtvedt, 2011; Jiang et al., 2016;
Schroll et al., 2018). WA Al oJuj= APHS
B S0 2 i chotel ol ol 2

A =3t} Hhy 3k

C}(Jiang et al,, 2016).
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Ol SR e ofo] 7o) ou 2
Agr2 Fal(Childers & Jass, 2002)2F HIH=
(Doyle & Bottomley, 2009) % o]l A ”El i
L5 ARES 332 -(luxurious) 32
AAE ol &l AdE Fias Hde o &
& HHES HEH S92 HlER 9l
C}(Childers & Jass, 2002), TSt HAi= 231
7F S moFS Zheq QA ¢kal d 94"
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o= A2 EA3} o] 2(knowledge activation
theory)< &3l AT 4= QtH(Epley, Waytz,
& Cacioppo, 2007; Waytz et al,, 2010), A|4]
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Figure 3. The interaction effect of social exclusion x type—face on purchase intention
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Figure 4. The interaction effect of social exclusion x type—face on emoational attachment
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Figure 5. The moderated mediation effect on product evaluation

Font Type:
0 = Machine-written
1 =Hand-written

Emotional
Attachment

Social Exclusion:
0 = Inclusion
1 =Exclusion

Purchase Intention

Index of Moderated Mediation:
b=.78,SE = .38,95% CI [.08 to 1.57]

*p <05, ¥*¥¥p < 001
Figure 6. The moderated mediation effect on purchase intention
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The purpose of this study was to investigate the effects of social exclusion
experience, which threatens the desire of belonging, one of the most basic
human needs, on consumers' attitude toward products. In addition, this study tried to
examine the effect of typeface design expressing the name of the product as a factor to
determine the attitude toward the product. People who have experienced social exclusion
pay attention to the formation of relationships with others to meet their own needs. This
study was expanded to influence the preference of anthropomorphized products recently,
and this study tried to verify the effect of typeface, a design technique that can reveal
human presence like anthropomorphization. The results of the study showed that people
prefer round hand-written typeface products to angular machine-written typeface
products when they experience social exclusion. This was the same effect in product
attitude and product purchase intention. Also, this effect was mediated by emotional
attachment. Finally, the results of the study and its implications were discussed.
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