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2 HeXls ofE2 of eAESR 4 A

7] S U= S A= dHs AE

ot AMszxet X MAIXIS Azt

M NI fE HoYs =2

A2lgE 7ok ADEE BE9| Az
Ee2N 2ol 0lxl= Fets 2a

28 7 7|AF =X https: //n news,naver.com
/article/366/0000791750)

Al 8] A4 7H50] et o] 27}
shol, Akel A7) 4 ek A1l A
Hollw Wbt ejurn At 7194e] AR

=2 A4 A &=(Corporate Social
Responsibility)¢] gt WA o2 & 4= le=d],
o= BlfolE A4 THs WAL o] Sla
Aor B 27, Al A9 37HA = 7]
wom wich 7I9ie] Al WY BEL A%
HsAAT AT AR Felns 8
B (2005)0) 4 AEA=ARG BAA, A3
A, BAA SHA HHAE 2 My}

TS st Al 7HA Gelld SOl =

7149] Akl A Q) s AlFolut Ar|A9
A2t FES 5“]’/\] 712, A=E Fdl 7]el
U Aol gt Beoll 382 ¥ A=
Ao 2 YERytt) (Lee and Park, 2007),
of7]ofl 2 o] Rt covid—19 Mo
2 A oy 9 A S SR ot A
F] AHgo] w5k 24 2 Aol et 937t
=0lX| 1L Itk BCG Survey 2] 2020 A}
nay AEAES Wy ol s A
G5 AZsHAl arefsial glom, AA= sl
Al ek 218 AlFo] tie A= gA
Z713F Ao 2 eyt (PwC Survey, 2021).
OJHH AH|AES A4 4] PFor A
2 shlskA] 9] 918l ofd F4A el ai
el BEE AL HUSE S
U ABg s 440_% e 4 sk,

l‘

oh‘, il

jan

rlol
oﬁ
@
rlo
l->
Y
T
2
At
13:

ZIHES vt g nHAlY 2se E3n
A& S0l e Ao A= &AL A4 A
A "HERE ARSSe A folle 71 2l
FE S EYsten, wige] T
A e ohe oA 4 BE 7 @
A SiF71= St oJ A Y anREe] g
ek Jsto] gto] 7|Yge2 A de= &
3 BAEoAl AR Bk HeE A
A g

7192 A AlE EXE SRS E Y
= H5h7|= sk, e AlES BE dEh
o2 AnRlFol @ol Hat A8e= vlsh=
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g Alo]Z3 A& (Winterich, Nenkov, & Gonzales
2019)7} T TG-S ol 7] 8o] 3714 7}
A olak ArjolZY ABCE W 4 et
(Petro, 2019; Wilson, 2016), 7|42 Al&%-
AT ohz}, 27} /A7) ol Yrjol2
P AES Fol 2 2HE BAststaAk e
et Ae AE 9 vt 4l o
A8 dEkx]7]E sl=d|, Adigiizel & Donato

02D w2 2HRES AR AlEE A

AFshs BE BEo] Hlg) o &2 5 9=
£ 2heth dushi, AHAREE BafelEE A
FE dAIE® AlFol sl o =& AHA
I MZE2 =717 glmoldf, 3 7] YA
olgd AlFe Tl A&7 B¥e W=
stedl dlE 501, ZFUHLERE Aol
2 2= gHE Sl s 8 2 AHeE
Z8y3}al Q) (Financial Times, 2022, 07.
29.), CJ ALAZ2 At vAHS EAI5H
1 A5E Eooll M PAfelE e &ALl itk

(Kyunghyang Shinmun, 2022, 07, 07), o]*¥
A

O

e

ookt FofollA] datol 25 AFol gt ol
oA AL glo) 7|0 X3 AlE HAd
AT diF-E 9 F Abdol sHAste] =<
At Arks guisteled] ol#go] Asith ®
gt 28 AlE HE Rt 2R 13 A
ol oyt Al A AF 4 570, A44
AE Aw, A AF 44 et 34 27
o4 = T NAY Aol 2HES Y] AR
2] Yol A AlFoll Aghel ntAY £31 7S
2-85}7)0l| FHAIE o] QlTt (Bae, 2021; Cho, 2016;

—

m & Seo, 2021; Song & Chun, 2021),

& &HE 2 = e v dEe
Hatrlole of#wol vkl & 4= o, whet
A 2 AFoMe A AlE 7Pl whet A
€ 7hs e vl Ay Aol Wetel diRt =
& sfaAk oot FAF R, e Al
Fe PARIER AET dAlET AlEoR
T2k, AFE FB T wAA Zeoly (WY

i

29 AET 3744 74
Fol 42 o
A7 A
she maol

iuj
o O°
o AR AU o], olzle] ¥

Thst AlAbEE AlAR,

2, OlZX HiZ Y 71

ridt

FA3 713 HEl Soz 37 9o tist
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7} FobAH, && AtE fek g

= 1%k 218 AlFol tiet auAEe] A
S7FstaL Qi ofof el 7]l M= T3]
7 o F55 AR AlE BE o], o
&3t 22 AlES SAskL ded, 183
AlEFE 2A 2Atol 29 AlF JArkel 27 Al
Eom Uk 4 9o dAdolZRe
Qg A2l BHE AR AEINE A
AREES ojdt. Beoz Al
(upcycling)- Reiner Pilz7} Q1EF-ofA] ]
A3t g O & ‘upgrade @}t ‘recycling' 2 &
Zl gojoltt, YJApelZH 2 H7IES U AL
&ote Ae dol #HrlEel ¥ 2 7HHE F
ofstAY o U2 49 AlFo g Higtel= 1
= Quidtth, FAIF Lz 7]E Aol = KB

& %**}Ol%%% 1717501‘% 715011 A}QH Al

rlot

= Y,
. O

5

)

7]

il
coaly bromo ©
% mo o o o

(Ali, Khairuddin, & Abidin, 2013; Anderson,

2009; Barber & Hale, 2012; Bramston &

Maycroft, 2014, Pol, 2010; Singer, 2010;

Saky, 2014), QJAlO|ZHL £ AR oY

A AFEES 2Y 5 9= 1S o R 94

Hlo), Szaky (2014)% YAol2H e kA
F

oz OHLW E%!% A2l e s

ek mEbA dAbolE RS T, ‘%’JFML e

R

34 ST The Korean Joumal of Advertising

2Alol 2 AR 2 YAE ABET A9
Aofolet= FFHE 7HAHAE (Ackerman
& Hu, 2017; DeLong, Heinemann, & Reiley,
2005; Donnelly et al,, 2016; Kapitan & Bhargave,
2013; Kopytoff, 1986, Veenstra & Kuipers,
2013; Winterich, Nenkov, & Gonzales, 2019),
A7) #3} (degradation) §lo] A& 4T
A, 71E AlE=S HPsh FoH Fo
I S de M2 AlES Teoldt=
Z714 o]F-E zk=t} (Braungart, McDonough,
& Bollinger, 2007; Trudel & Argo, 2013;
White, MacDonnell, & Dahl, 2011), E3F AH]
A FAolEd AlFET dAtelEH AlE
°ﬂ daf o Eo ARFAHTS AE2ee =717 9

ox, o

Aol F AES Foh ABA AE 2]
WskiA shed, o 2
ecoBirdy 9%}, H&<&
2 AJF 3} Adidas S E
= 4 Stk
AN = BE XA
=l 5}@’5}%2 , axH|A}O] Hj o
&5 AHE]A HiAl 4 H (Song
2021), w%‘ 214, Aol ot 412k 9l
A (Im & Seo, 2021), A}7] 314l (Ahn & Lee,
2020) 5 A&nH|2}2] 7oA Ao %A
Sk, el oleig Y st
o4 $AS o] e 25
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2) HIAIX| Za[o|aat Xa| QA

(process fluency)

Faol A5 ol e A= &4 F
shpz oAl ol

& Salovey (1997)0f wt=H HAA] Z# e F
A ele 24 4 ok, 3 A st
A o]0
0]E5 A H (gain information)= Z¥E GAJ3}
of A2 ojojor x|l =L, &4 AKX (loss

=
A 53 ojeloz

(R
ox
i}
>
%
rlr
B
=2
e
S
pat)
lo
i

information)~= ] 23FcH
F A= 4 23 9 4 QA off
o YHAE AOR o5 HH= G5 et #
A ANE oot &4 FRE gAE F
AR AkE oujgict, whehA| o5 Z|¢l ||
A A= 344 AaE dAY 443 2t
£ 4 ged 234E Fe v &4 Z9
AR = B AR Aus AU S84 4
HE A Eohe ° 284S w2t (Brendl,

Higgins, & Lemm, 1995; Detweiler, Bedell,
Salovey, Pronin, & Rothman, 1999),
ojejat &Aof gt o7t Adsh= 249 =
A o]2(Higgins, 1997)3} Y X|5}+=4|, Higgins
1997) 0] Wr2H 24 2o we} 45k &
FE9} H3E GASH] S8l sk o] &
g, FAA R, JEE AT gof=
& 2= T, B, 9 22 3F
sk, FAA Aol EAG
St o] 5 e AHof 7izkeh vid,
© A4 A EAY FAE =
&AW AJEo| wdr Aol ok

(Markman, Baldwin, & Maddox, 2005).

2 Hdr o2l

TetE Mz went tIAK] Z20d Mehdo| MiE 3 &1 Ef=0i OJX

= sk
= O

24 242 2] oAp A4 wEol e o
&gt 9% mA=dl, Chernev (2004)°] w2
ook F7E Al AR 2 243} dA[El=
4o ° #AE Fe A2 eyt A
Ao o 2Yo| Hofra2 Adidez A
Aolal, A= #d 43 d A &
Aol dijdes o #AE Fe iy, I =
A FolAed Ao, At wdl £45,
A £l 8 FAE Fe A0lE B
o E3 HAAE F7ME mofe avREe
Ao 28 23 At she A& HE =
Al B7Vel= ko] It} (Lee & Aaker, 2004;

Reber, Schwarz, & Winkielman, 2004), °|&
Lee & Aaker (2004)= Zrojzl=0] #FA19] 234
2T AR HAA ZE ool =EEHUS
o ¢ =2 A7 §4A (processing fluency)S
BHE BolFdnh A2 Aol RS
Aelste oA s FEE dubt A A
got=A15 ofulsh=d], A2 A0l ==
5 AR S H SHF=(feeling right) 1l =7
A RS, T HARE H Ao R At
=T} (Camacho, Higgins, & Luger, 2003;
Higgins, Idson, Freitas, Spiegel, & Molden,
2003), ol2l3 elETE Lye 3HH %
Cof 7]det FA A el =71} t}2 0 (Avnet
& Higgins, 2003), 75l= E3x2} 15 ¢35t
Geet Apole] Mghgel ne gele, %, 2
W B 25 0 Aole] Aol A
QA= o]t o Beldee Tk
E= Aot} (Lee, Keller, & Sternthal, 2010;
Yoon, Lee, & Lee, 2014).

HE uhg Rofol A Aulxe] Aeld 2
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AlZ 2ol SoiA = A3 4= th(Roese,
Hur, & Pennington, 1999), FtH|202 AL
T Q= o1& AAshE WAIAl ZE Y2 Y
235 FEste B, 8 5 Sl ede Al
*]3}% AR Z Qe o 24E =5t

_L4

2 YElTE (Crowe & Higgins, 1997;
Idson, Liberman, & Higgins, 2000; Roney,
Higgins, & Shah, 1995), &3} AH|2}7}F 2H=
] 3t HAA] 2 o] A FAIE o
AR e AEadte] t2A 2ZEd 4 Qo
(Kang & Park, 2014), & AFoA+= o] &
Asto] A2 AE §33 Hx oA Zefo)
wate] Agtao] Farol &) vhat Hi=e] v

3) 7t 2%
AR AES 2A A E T A

2atol S Al HAA ] 74

ol ¥
olgh gAfol2Y AEOE o] B

nigk
o

(e
10
52 o o

S

T
o Qael AEL H71BS FoHoR 4
AHgaka, A2 AFOR Wste] S5

A= 2|4 7153 AJAF HEA] © 2 (Bridgens et
al., 2018; Wilson, 2016), Z]Ato|ZH 1} 37
&4 AFE 7% F sholt, dAelE3 A

w2 W7lee 285t M2E 7HAE Hel

=

AAES s Aoz, e g83dte
Holl A 2ol 2R 358 AR, Bl

=
of Apssht A2l BEAS B S5 of
©° 7lu
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3 g7ok BAE #7144 Aol
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A Aol qlek, ERE kol
0|29 AR © sk A4k, o
MEaL A Ao s Q1A e ko] At
(Braungart, McDonough, & Bollinger, 2007).
o)A Tz WL oelaie BAOIE A
o vlal 3744 AR M2 S0l TR
Arfol 2 AFS aHAEA ME2E AF
02 Q148 5] Et, AP 2lAjol 2
AlFEe dAtelZ ™ AlFol Hall au|A=o]
Y 9o 3AH AL QAL (Singh, Sung,
Cooper, West, & Mont, 2019), ¢ =2 93-S
Ak RS AZHEE iol2Y AE

o 27 HAIASh AT W], Aol

A Zo A} A WAX| 9} Aok Aoz =

%

10

i o T

1999)., QHL]ZO]»H# FA} 17(44 /\H]X]—-%% 27
Aol e 27siol N2e AEe 9ue 7
23pR|uk, oul 2] AnEL HAH A
3}E suistna o) o] 712 AEE o

A5 st= Aottt (Crowe & Higgins, 1997),
ol 41 ATE uiEoR 1 AT
A&7 Al 3 FaL HAA] 2oy o] A
/ol whet Far WA 9 AlFol et BTt
SetAu] A% HEwEel FujemelE Holst
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742 10 Tt AE el w2k A1 oAK] The Ef=
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10l o SHR! Ef=E B o[,
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WA S ARYACIA Hopel A
2, Uk o GAaof sk
L o] Eiteo] o] 5/
£ zdgeEn og
o8] 284 A% ToHE A
w) ‘o] AFL FuhsAE Bo] Lol
3 A, ‘o] AES FuhstAE 3
WAL A o 4 b n ANE 5
MER oA AT S AN
ah 47 Aeld 4 QxS onjsie e
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TletE Mz went tAK] Z2od Mehdo| MiE 3 &1 B0l OjXl= Fe

Waenke, Bohner, and Jurkowitsch (1997)2]
Aol 2B HAE] FHE Ve ek
Aol 10742 2 afor a3 Hehant o o
A3 HASS BYHOE WHHe HoR
Ukt ol HIAIAE Helshs] 4tk L]

ARl FFE vA= AL Hol&

TS MRS ALY 2 2 AT A6}
= FEHY WAIAE AT o o =& A+
AL L7)=d)|, Lee & Aaker (2004)2] &3t

E A EY v 2EZ AT AEA A
2 T Qlo] Halk(fit)d o), LHASL FY

HARE H 44 XH% 4= Qlo tiiol] dhsh o
A4 H=5 Htt ES Cesario, Grant,
& Higgins (2004)= ZgHAlof 7]dkst 24l2c}
© Aol wIA[X] e A Zte A5 ol| JFE
A 5 AS= Aseel &, anlAeS A
e AT o, 51 = HAE STkl =7
AL, ApAlo] ek U9 7HAE A A8k A
o|t} (Higgins, 2000, 2002), o]=3t 23S

thoFat Weto A AFS 4= 9J=1|, Yoon, Lee
& Lee (2014)9] -5 AujEr, Z/do] <
o A2 fAN aulate] 28 2ol ofd
WA Zeolrd it A& 3ol SfsiA e Eat

A 2 qlow], agto] ol e GRS WA
= e Asstan

W AR Zefolw st Aahal] That o] el i
oF FFHRA, 245 WY AE 43
3} A3 BT AR Zeol e A S
wl, ol o S Hed 4 glom, Any
0% AF| t) FHHOR B Ao of
AR 4 gtk o) vhgo® theah 2e 7H
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S Sy 5 Uk S gojEn glom, A HAES B
St

F AuE A E L It} (Segye Ilbo, 2022,

7Hd 20 XIE Ele=0f Ciet RISHE XIE |RIut g1 oiAK| 03. 20.; Etoday, 2022, 07. 07). oA ¥ t}o
ool Sl x| KEprocess fluency)ol| g At Ttoll A Eds] EA1E AL gl S Y
St DipHE ZH0ICk stol, A9 12 WA AF 5 GFALA 4

3. A1 FE A, AEE Ul A2 2ARIAIE S0t
=eelo 2 APEon, BE P2 4
1) A 2 ol tieh 249 BAS Wdth & 1097 (]
A 54m, M = 26,38, SD = 2.40) 27}4] 2
A 12 A2 AF ol whet gL WA 8 Al 3 BIARIER vs. YAIET) x
A Zolgof tigt Bi=rF thE Aolzhs 7 2 ol WA x| Zo|ny (FFAF 24 HAA vs,
1& A5sh7] sl A=A & AFA= oA 24 wAIA]) F o Hete] FAHeE iy
glatel 28 AlFol disiMe & 24 HAIA SFRT
FaEh oy 23 wAjA] Faeld o =2 FAHCR, FoAAZolA e AlE 73
AZE7F e BHE, JAfel 27 Aol o off tigt golE 242F Hoferal, A Feje] i
A o 24 HIAA FaEy A 24 £ AN, AF5E2 Lee & Aaker (2004)9]
AR FALoA B w2 ASer) Yehd Zle AN F2 AFE W B2 UAE Sl
2 st 719 e Al EH AT FA 24E, AP E 5 oY 21 47
© i & AlEol egste] AgE A, Zold o Ae skt ol& I18A A
A e Als 82 o AlsET oby & Y ddA o Agejrd, g AlE
et 7, A% 5 o HE = 3o dlE Tl B WolAAl s, 2ol kA
=0, 2T euues U A oA o A Qs Shs o oy & 4= itk o]
A= Uoks ARgste] HUA| AAE EA off & dtolMe 4 24 wAA Hdelld=
ke (MK Health, 2022, 06, 03), Hutu] g AEL 27, B, EoF] HE FAAA
+ AHARE0] AN G Al Bl = WL st o E=a= SYdh. wet
Artol 28 AlFs T g uiAE A A ogfitol o] AlEE FuistAE PR &
Q& BA 1L 9ltt (Digital Chosun, 2022, 06. AL FA7Ied HolstA gyt B &
30). EZL, HEAEHE EEoto] The pAlbo] S AlAskat, v o 23 mAA] ko]
U =S 285k Al oA, e o A BT AES 371, B, BEFY do| v
g B71e] HAE AR vl e o EntA A FEE BPS wABke U e &
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. | AFL FostAE of

Bo 848 §A8h o ZojelA Fycre

L E27E ANST olF WIS vl

A meoly) 24 47 Eael SHAIEE 3}

G} CHOR AIEL B4l o

ohat e, AEo] et e, oy ol S
3

shat, uhoto R QAFEATE BEFel s

3 a
=)
)
>
2
)
A
o
(o]

]_
ofo] & £ Qe - 9 HAo] 2HE K
SUTH/ Aol 23S T3 YTk)OR 97 Az

t} (Lee & Aaker, 2004).

AlEof et e =+= Folse, Burton, & Netemeyer
(2013)7F AR 471A] = (10 A FA4] o=
R R ERESER PSR

%) - 9: TS B8/ FHA/NS B2l
3|

oo AN S 2Hote] 98 HES AH§)
=48 3 H@ste] Bl AHgstect Hao

ofet Bl 27b A (10 1S £4) kel
M e - 0: g Eg/m S m e oR
0% Mg Aga AT F BEste] L4o)

gt

31 oA 9] el o] HHsHA 2aH 3]
LAZ sl 98 2% B AN
B4 A3, P oA TS HHT 2 B
ool AHEE o= 862 AT 4 9 RO
BEsith. thEoR o Yuo] o )

TetE Mz went tIAK] Z20d Mehdo| MiE 3 &1 Ef=0i OJX

= sk
= O

2 ZAUE AREL o= 82, SA4F Fao] Tt
Bt o= 812 Uehith o4 AE] B
HES 245 4 PEY AHEL o= 86 2,
4k Al Tt Bt o= 802 W AlHE
S 9k AoR eht)

2 .
4 Ak, ool B9, AFeIA AT %
WAA] TeolRe & AR Ao ey

1 L=
o A 2 G AR A e

HARAE 8 & 2-ol 7k A= (M=

4

(M= 5.75, SD = 1.48) 0.2 <lAl5}9lom,
£ Ag 7 Aol BAHoR golsilnt
(€107) = —2.83, p {.01), $AF 4
X malo|e & z2AE Ao et 7

6, 4
O 7SS WAAE 8 oA 24 77k
A

(M= 6.38, SD=1.40), o 24 Za1 WA A

’

A 7L WAAE o o 24 7t

il
lo
=)
>
D)
i
inj
o
o
P
ox
<
N
N
)
o
> PRI

|o
fru

(4107) = —2.19, p < .05).

3) Ay At

olzo] Ward AE FRT wAH] Lo
$go] Wa gl AR g Pzl v]H=
AFe Az 9o BARAS Ax s
WA o A ojxie] Wed A% At
WA o) §8 7 AEAE ATL 9
3 Ao @ Uehgon (M1,105) = 23.844, p =

.000, ;7 = .185), A|&o] that gjmof glojA=

33T 652022 8L 312) 39
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(Table 1) Means of Variables from Study 1

Dependent variables

chair

umbrella

Product Type Attitude toward Attitude toward
Message Framing Attitude toward Ad Product Attitude toward Ad Product
Promoetion focused 7.28 7.16 7.16 713
Upcycling
Prevention focused 598 6.12 6.24 6.41
Promotion focused 6.00 6.18 6.18 6.11
Recycling
Prevention focused 6.76 6.66 6.84 6.84

A9 AE §97 B3 oA Zaol 7 A
ARG T} Goleh Ao Lebgth (A1,105)
= 14,099, p = .000, ;/ = .118).

o= 4 Zﬂ% 5 1 HﬂOl“‘

Lolatg o (#(1,105) = 12,585, p { .01, /=
107), Azl thet Bjol= Al 32 FaL ||
AJA] Zlofry TS AR At ot Aem

LRt (#1,105) = 11,530, p < .01, /7 = .10).

4) A% 1 7Y =0

AR 1 23 18 AE fBa B3 A
of Agh4o] A} Faro] that =] B
HAl= AR YeET 5, Algel #7147t
A Fofote] TE= dAfolE T A%l 77,
P 23] Fa HAAE AXFE W, &7
Argol AE Fate] o 54 BiEE B9
o, 1o whel, g AEE-L oJulshe Al
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(#116) = —-3.92, p = .000).
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= &
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ES, ESoIAE FL o] AlF 8%
HAIA] Zo] §3 1t T AE At 9
o AL UEten (A1,114) = 10,433, p <

0L, 7= .09), AE] o3t e oA AE &
Bt 3 lAA] Zelo] 7k ABAE B
gt Ao = et (A1,114) = 13,766, p

Q2 AE S35 0 A ol
FTArgol Aol tiek Bl vAe S
A7) 44 (process fluency)o] wi7sh=A] &
o15}7] ¢J3ll PROCESS SPSS macro model 82
ARgste] w24 AAISHIH (Hayes,
2013; Preacher & Hayes, 2004), Table 3¢f 4
B AR Al ol dheh A2 =g
N Bae Folstglen (B = .58, SE = .07,
Cl = .44 to .73) , il 3} A5 28 ait
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422 Witk 223 Yshith

Therl 2 250t AlE A = Al 3 3
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(F(1,114) = 14,248, p = .000, ; = .111), A= of n|x]= g3k A2 §AA (process fluency)
o W3 emel= Wed AR f@T Ha W o] wisfsH=A] EHlsk7] 93 PROCESS SPSS
(Table 2) Means of Variables from Study 2
Dependent variables jacket shoes
Product Type y y
Message Framing Attitude toward Ad Attltl;)(:gdt:)gtvard Attitude toward Ad Attltl;)(:ce)dt:);vard
Promotion focused 6.87 7.06 708 714
Upcycling
Prevention focused 6.14 6.23 6.35 6.49
Promotion focused 6.18 6.20 6.36 6.21
Recyding
Prevention focused 707 6.85 6.85 6.93
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(Table 3) The moderated mediation effect on attitude toward product (jacket)

Dependent variable: Attitude toward Product (jacket)

coeff se t ol LLC ua

constant 391 1.08 364 .000 1.78 6.05

Product type (A) -9 52 174 085 -1.93 13

Ad message framing (B) -1.17 52 —2.23 028 —2.21 =13
Processing Fuency .58 07 798 .000 A4 73

A x B 80 33 2.45 016 15 1.45

(Table 4) The moderated mediation effect on attitude toward product (shoes)

Dependent variable: Attitude toward Product

coeff se t P LLC uel
constant 408 99 414 .000 213 6.03
Product type (A) —72 49 —1.48 A4 -1.68 24
Ad message framing (B) -1.13 49 —2.30 .023 21 -16
Processing Huency 55 .06 887 .000 43 67
A x (B 73 31 2.38 .019 A2 1.34

macro model 8& ARE5Ie] Ofj7ff A4S AA|S)
ATt (Hayes, 2013; Preacher & Hayes, 2004).
A& B=ol gt A e84 i aat=
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Xﬂﬁoﬂ ch s 1 %LX ]
ek, ol o &2 4
S 8 et ot 3
Ql B7H= WA "ok
o A Aol B % ek, (Higeine
2000, 2002; Lee, Keller, & Sternthal, 2009).
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The Influence of Fit between the Type
of Green Products and Message Framing
on Attitudes towards Products and
Advertisements
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GFOWin concerns about environmental sustainability are driving companies
g to develop various eco-friendly products in the market. Eco-friendly

products could be divided into recycling products which refer to simple recycling of
products, and upcycling products which add additional values beyond simple recycling.
Despite the increased interest in eco-friendly products, researches on effective marketing
communication for eco-friendly products are insufficient. Therefore, this research
examines the interaction effect between eco-friendly product types and message framing
on attitude toward advertisement and products.

Study 1 showed that participants showed a more positive attitude toward advertisements
and products for recycled products when presented with prevention framing messages
(vs. promotion framing messsages), whereas for upcycling products, participants showed a
more positive attitude toward when presented with promotion framing message (vs.
prevention framing message). In addition, the process fluency and fit (feeling right)
mediates these effect (Study 2). Based on the results, the research provides theoretical
implications, practical implications, and the directions for future research.

Keywords: Eco-friendly product type, Upcycling, Recycling, Message framing, Process Fluency,
Attitude toward ads, Attitude toward products
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