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The Moderating Effect of Gain and Loss Framework between
Advertisement Uniqueness and Brand Attachment
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Abstract

The objective of this study is to understand the relationship between type of advertising and brand

attachment. We divide advertising frame into loss and gain frame and examine the effect on brand

attachment, The effect of unique advertising on brand attachment and the effects of interaction

effects on brand attachment were examined. The results showed that the effect of the loss and gain

frame on brand attachment was statistically significant. It also showed that unique advertising had

positive effect on brand attachment. Moreover, the interaction effects of the advertising frame and

the uniqueness of advertising have been shown to affect brand attachment. That is, the more

emphasis on gain in advertising frame and the more unique advertising, the more effective on brand

attachment.
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[1l. Research Process

1. Research Design
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2. Data Collection
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Table 1. Characteristics of Respondents
Age Male Female Total
20s 55 56 111
30s 52 51 103
40s 53 53 106
50s 54 60 114
Total 214 220 434
V. Results

1. Manipulation Check and Reliability Test

L ATellAE Aol Al AAHATAE Fetslr] sl
22 S 319l AA, FarEo] 313 s Q7] wiie]
7} AelA Fxof tlgl] ‘o] BarE Hal U7} Folehs HAEE
QRARA Ak i A Ak AES skl S84 o5
&4 Heke] Hate] 747} 3,707 3,628 YEha FAAOR
ZFo] 7} YA 8k9keh(t=0.56, p=0.575). &4, ¥ 554
gt A S ot S5y, Fart AlE, At A
st 5 3719 Ao 3wES Awsiied], S84 o]5%
2] Rt Jﬂ-ﬁkg}g 7}¥7} 3343} 3,132 L]—E} th EZHX-] o

2 zte]7F veh A eh9ktk(t=0.150, p=0.134).
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VARIMAX 3] 9] &

7} gy 817k AR AEE sk 8™ A (Factor
0.8 oo = v 43| Bt

vrEbsk T 1]l T AdE A S =

28] E(reliability) 415 AASIITE S A A EE B

= Cronbach’s a o] H#=ol & 0.938 Fa1554 0.958%

LR Wame] 2lE] o] 41 AtHTable 2).

loading) &=

2. Characteristics of Variables
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Table 3. Statistics of Variables

Variables N Mean Std Max Min
Brand 434 | 4.272 | 1.109 1 7
attachment
Advertisement 434 | 3.234 | 1.412 1 7
unigueness

(Table 4). o=
oFsiA = AT B

Table 4. Correlation of Variables

Advertisement

Variables Brand attachment )
unigueness
Brand attachment 1.000 0.443
Advertisement 0.443 1.000

uniqueness

g, o]5 Tyt &4 2 Yl 1] BAlelA HAE of

e
Az} F3 B4 ) Aol AuR Adp b} Pk 2, ol

FAW 2o = O ¢ 1:2 2} L
A AT e A A - E eIelsh Bl ool 0 weiston
o= UE 7<L__ Eﬂ 1 L 1= 7}o] ©)
L = =]
ok, BE] ool rk SAsiglon, adwat An aiwable
r BA
Table 2. Result of Factor Analysis
Variables ltems Factor1 Factor2 5552 Comgunall Cror];;ach
| love the brand. 0.884 0.176
The brand has a charm that captures me. 0.902 0.206
Brand attachment 3.340 47.7% 0.938
| have a bond with the brand. 0.896 0.222
| have an attachment to the brand. 0.895 0.233
The ad is unigue. 0.215 0.922
Advertisement " "o is new. 0.214 0.952 2.780 87.7% 0.958
unigueness
The ad is fresh. 0.224 0.931
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Table 5. T-test of Variables between Gain-Loss Framework  #]91¢] A5 2 &S F7)3le] o]5-4£4] g Qlo] HUE of
Variables Gain Loss t-value p-value i"k)ﬂ u] ‘]E }‘g;ﬁ‘ ij”}% %L}J'E}ﬂx} 3}%‘3}(&1 2).
att:éf]rr‘ndem 4.420 4.125 2.79 0.005
: BA =a+ AD+ B,GL + B3ADX GL + €
Advertisement 3.336 3.133 1.02 0.134 )
unigueness
BA! Brand attachment
3. Hypothesis Test AD: Advertisement uniqueness
B AFolME Fa F540] BAlE ozt niX|= g o GA: Gain-loss frame (gain=1, loss=0)
5-&4 ZyQdo] BHAE ozt v JE, g1 o] A ADXGA: Interaction term
oA o] 54 ZQle] 28H JeFS A H A} §Qlt. o
£ AT Sl 1A HAE o 2s FEUSR Sla Pal 55 AT, 3 55T o]5-&4 ZYde] AuAE Fo
it o] 54 ZHdls SHHTE & IFRYS B HAEt Hals oFe] EAFHOR foln)dt geKB=-0.241, p<0.01)
ATHAD). o] 5-&4 Q) W] A9E WEHEV| Wl & W= oz JEytTable 7, 7MA34%). &, o]5 =
o] Y 4(gain=1, loss=0)Z W35} X353 Yol o g AnjAjol A ZESHA A2t Fud4E B of 2
o] B oA & o2 YElRT o]} 22 Ay BT o
BA=oa+BAD+ B,GL + ¢ D S A7) HalA olSxuele] Eazalnh Anl
BA: Brand attachment AA B afAo)7] YsrE Fao EEA o] Zasith= A
AD: Advertisement uniqueness S et Fao] EEALS 710 ZHoA T HAUlEE
GA: Gain-loss frame (gain=1, loss=0) B} xpEA o2 2 alFar 7)Y <ol 7 Al o]m] A
. e ne e e pee 5 DI AFE AT S dRel n ozt g9
3 al = - _
e, S A TR BT o 2ug 497 4 Qe sow wuEd no aw 25
S o =
T 8 FHE=0436, pQOVE WAE ASE UHIT g o) 2qune gz wine Rt BEUAE
1 X {ARE] 7}o 1 ZI A =11 0 2 A ~ _ _ .
U1 AAD. &, 71digk vhe} Zo] Fare] 1A SHO RA olg3te] 1EE BAS AAFArkFig. 2)
%1«1 =5 40] Bz digh ozt FAHA] TS 1A
= Aow Yeth 221 of5-4 Zogle] ASE 1 e elos
= H% o felulah G )el JaHB=0.102, p<0.05)% TIA= .0
o7 UegEH(HE2 AA), AR o507 29
e e P @
(Table 6). %, 710j3 wlo} o], o] o] Aol A4l t 5 3.0
_ S - a
Sulol ] £ARTHE oS0 Teolehs o] HAS ofFe] o
a
YA G WAL Ao etk ojgh e AmE N N
A= ol Zg PPN SAE QubEel Aeske gl o] e ¢ 20
Sagelo] £z} o AxHolehs A% ek, "
3, FAEEAT B ofZe] #AA o]5-E4 i 10 .
olo] A2 o3Fe A=sly] Y8 ke 7L IARYE & ‘ Ad uniqueness (Low)  Ad uniqueness (High)
gale] EAEGITE &, AldA Fa 55T o]5-&4 = Fig. 2. Graph Analysis
Table 6. Effects on Brand Attachment
Variables B B SE t-value p-value
Advertisement uniqueness 0.343 0.436 0.034 10.12 0.001
Gain-loss frame 0.226 0.102 0.095 2.37 0.018
F=56.07, p<0.01, R?=0.207
Table 7. Moderating Effects of Gain—Loss Frame on Brand Attachment
Variables B B SE t-value p-value
Advertisement uniqueness® 0.410 0.522 0.047 8.67 0.001
Gain-loss frame® 0.671 0.303 0.238 2.82 0.005
OX® -0.138 -0.241 0.067 -2.04 0.041

F=39.04, p<0.01, R?=0.214
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