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2) Xfot =5 ofA AAR EFSh= Aol qlvh. RbHo| zpop
EFAo] W2 AFRES Al gt 7HAE WA

Apopmzzrolel 2pAlel] gt 717, & 2pAle] A oA A EIE WobA Eele ARsh A4l
2ol ] TAY o Z vmPe uf Fx A el WSS etk ARENE iR,
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tefA Fojrl vhes=el Wk dsAes 2 - schut, Sedikides, Arndt, & Routledge, 2006).
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= AofolgH g4t = 4 Hslr] 9l PADZF AREEAL Q)

NOH(HAFTS-, -Qli, 2009), Fito] o8 Z1F o W3 H7Hevaluation), Z/JZFH(activation),
¥ LeaEizjolls Faravle] G- v|H A= e e 2 A (locus of control)of] 7]9Igh
wjolroff FAAQl HJekre FrH (YUY, HES, v} PAD(Pleasure, Arousal, Dominance) &&=
2015), =efuls Eof FAE =aExo], 3 AS-f7IA-RRY] A wEls FeliA ohE
PPLof| ¥t ¢Ato|A] Harteputo Aol PPL Al Agith AIRES0] dojif= Q1 HRle] ofw
FO Ffoleof mA= 9k @l HAAA] 9] 3 ARl R=EEHAS W Ushs S/ wet

=d, 54 9d

ATAE HSSAHHAES, 2016). Al Bkl AA AL wkgof diall A 4 Arkal skt
el w=AEix]o|9} zjo} ZZE7Fo]l Ak oSt Z7S(pleasure)> o ASfo|ut Abejo] tjal
offAl meix]o] Far mato] ths BREWIth(sr  whSshe At w glew], ZHd(arousal)- 7]
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njxlom, zpalol AR ARsHA o ARe] A Aol el BAE W A wIEithMe-
de ERt A kAEA] ol QA8 2=0]  hrabian & Russell(1974), o] RLHlE mpAE Lo
A EAIAl RS vETHAREAE, olfA, o = AEEo] $il(Koo & Ju, 2010), AH[A}
2014), ojEg w=AEz|ol= QIZES] Eiteo] o O] oARAA Y wElE 9F QRlES Ao w
T ol HEE WSA7)AL oksY] dEol7bA] doteto](Sherman et al, 1997) Q- o] uw}
P vHThs Ae d ¢ Qlvh ESE eAE 2= IR WA - o)A jES-O] §igkE AvEE 1
Aoli= HAS BgroR sl Aol FAAQL oA AHAL fEofolAE we At AME7E &
A ARE A Ao R M= I AR RIZEY 5, 2012). PAD HIi= ohalxfel
o I (McAdams, 200D)°]w, ZLefu} Ay = s QIRe] R Adejoll wet ARke-o
= A gk 22 ARG 917 ofof & HFE > 9lomE(ZAFE 2013; Mehrabian
(7] %, 2008) & Russell, 1974) oj" EA3F 817 oA A A
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4 7 Hle T ek aeEE Q1o A e I A
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Abstracts

Effects of Nostalgia and Emotional Responses on Companion Animal Advertising

Mi Won Woo
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Jong Woo Jun

Ph.D., Professor, Dankook University

This study explored effects of companion anima advertising on attitudes toward advertising and purchase
intention, The results of survey research illustrated insightful elements influencing dependent variables, It is
found that nostalgia perception and pleasure influenced attitudes toward advertising, but the effect of com—
panion animal involvement disappeared at the final stage, Companion animal involvement, nostalgia, and arousal
influenced purchase intention, The limited effect of self—regard on purchase intention was also found, These re—
sults provide academic implications about roles of psychological elements on companion animal advertising, and

also provide managerial implication about advertising creative using companion animals,

Key words: Animal advertising, Nostalgia, Psychological comfort, Self—-regard, and Emotional responses,
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