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Abstract

This study performed corroborative analysis by establishing hypothesis so as to corroboratively define the effect
on brand attitude of psychological risk recognition in the case where consumers reading negative media news related
to bakery recognize crisis communication on the basis of which point. According to corroborative analysis, the role
of psychological crisis perception as parameter is confirmed in the causal relation between crisis communication
recognition and brand attitude. Such result of study confirms that the positive change in crisis communication recognition
reduces psychological risk perception to bakery products and such psychological risk perception eventually become
factor which affects brand attitude over products. Such result of study suggests that when reading negative media
news on bakery, the influence on consumer's evaluation of news on the basis of certain point and the influence on
the formation of causal relation between psychological risk perception and brand attitude has scientific ground. In
the aspect, the main result of this study is to find the clue that when comparing precedent study between crisis
communication recognition and brand attitude, psychological risk perception is realized with brand attitude as media
by verifying the parameter role of psychological risk perception.
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wd g} Aae Agdoz v
TV QIEL 5 948 AR 55 Aol ejesie
o] 9lctkBae et al, 2007; Yoo et al, 2009). wa}bA
AESfe) Aol that dEe] RS AATAE
s 21Faa gasjol hu(Lee, 2007) olol) ZulAEe]
olgfel AHdgt &L AT F U= f7AE]el g
o] mpE|ofo} & F g o] gltH(Yoo et al, 2009).
74 A & 7]7(Organizization for Economic Cooperation
and Development: OECD)+= 97177y A oA 7214}
Ak, 24 7he] SJsidol g Ams) elzie] g
Hgoleln Aels ek F, S7ARUAIAE 73]
o] 9171l th-g3t7] flal k&= AAIH S AFolH uf
2ha] 21Ee] bl #ghk Y7IAFUA AL 7]1E
Ao Fedt AWE A7 F-§3kaL(Choi, 2010) B
7o) oS HHsHA whgste] S viE E 5 QA
sh=dl Jdokal & 5= lvk(Song, 2009). 2y H 719
o] 171t f71e] A AAERD #e dAE o
ZI7|Ht= ARE Fukslr] Hdk de sfrgolut A
A o|aL FAGHR] &5 B ZH LHAlEe] 24
< 7193 = AAo|cHDyer et al, 1991). =3+ H<
= 2F FE ARIES AFe] ke tigt
AH[RFEe] BEQhS a1xA|7]aL 9o IE Y, SNS &
I 2 ARGS ARo| vifsie) e8] skl 4
AR HYRER e gpgee AH|REe] AH|EF|
FEFE mAAL JTH(Choi, 2011). §HA A5 H vl
o] A5 AUAA AFAolar Zn| fFe] TAKE HES
o82x AR £ THSAITIAL e ) R
A<l o|n|AE F/35HAl 8FH(Song, 2009) AF= Ak
shk= T 7199 B 2k AAlel f71E 2=
3t} (Song, 2005; Son, 2011). LB 2 sk AbAd)
Ue Q] W g AFET Faslor afn) 2u)7)
=< olr7]aL A e AT 7 e 71
A2l AA71AFUA 0] do] mirEojok & F g do] gl
ot 53] 2Rl 7P vz AndE 5 shul
MEL ol=4 Akale sfinfrt RIHEHA] Ao
2R 2HREE B skal 9lom wlojA e Age]
7Beolls AlF dE Ak g Al 7199] HHE 9
Z1ATUA 0] th-g-0] o] FolA|A] edo} oA 7]
Auto] o]He-S 7A7]= 3FtHEom et al, 2003). o]
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rAEA e 2uPdEes Azl st givta =
Hle] opn wo|AT] AFH AHE Hof sz
FijAoz oARIEHA vheE JiAAde] EolthE AS
ojulgict. et Hjo]Az] 719 Q1xiv] FE} AEH|
d, wlolA e v 7k Bl A So= s AlEe
o $A1Z =23l QUrh(Lee et al, 2013). o]]at A3}
A 7R Al A AUl Bzt o FolAIA|
ke 79 oA dAl= Azt fl7)el AweEA €
Aolgh= Ao HeraAsi(ABIA)E dd Aot} whahA
FEARL S71HE] Alzdle] g B3 A& oxbd
AL 7= gk TS A  Jon 7o) ¢
Z1AFUA A Ak B3l Ha FS(LR)H E2 &
AE FASHA =WA $7)7F At stojeks 7]} o
H 25 35sh= SAolA 71ge] sl wAIA Al
AL =Y F dvk= A7 AH(Yoo, 2006)= 971
AfUAe] el tigt U] MRS AFsla Qick 2
HE wo|AT 7|§de] A71H ] v B oA $171A
FuAlelAd dele 7Ide] A SFos 1 Fadel &
Zxojof g Aoltl(Kim et al, 2012). #|o]|AZ] 7149<]
735 wlo|Ag 7H|e} 22 B3 FEle] vige] SskaL
AR AvgFo] viekel FElE wMslslHA] AlEe
toluh tiziel, lHglo] 5 AAARE] Al BiE 5
& 71Ee] vHAY SdFore 2 a9E Mtsky] oF
| =AM (Woo, 2014) 7195 AAke] BHHE 7HX5
Edo =M Ln|AteA $X]sK(positioning)E 4+ U= 2+
Hale viAE ek FFsha qick. Aoz A
g Bz gt FAAET) =o] FAE 3L
T2 AP FRe] g glo] sig Bal=e] Al
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2011). & 47101] g A7k vl FHEHolEE Y
o] Aol w} whgshs AHQlA Aol thEA vERE
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PG 5 Jom o] et FAHA A A
$ 225} FFae] WAR kA & gokn st
(Coombs & Holladay, 2005). we}A] z-50] Ql25l= H
4 7 S RARIA Bkl Faspl thelol
sh= aclolm 917]9] A8 AxE &4 Ax 214,
A ThsA <1, 719 FHHA A TIEe R
date] g5o] 715 o9 AXs=AE o= A A
< F93 g2lolgl & 4 dtk(Kang & Cha, 2008). u}
ZhA] B AFoxE ol9) 2o g o QU|ARF
UAlo]dES $18571el A@ddel7t ol FoA e HAellA
A2 e] Az Fol7] Ak AR =go = 9fF
H7pAL, AL, &n)A), oS dAIR; Abol ] A el
gk #elof AAlE ZE AR} oS TR LY
AfryAleld HHE Eghsi x22o] $)7]d th&3h]
8l RSl ARl A o g Aeosi). XZtE 3
(perceived risk)o]gh Amzp7t 7l H24& @8] 9
3 FF L AREE Addste] el AAstaat &
o A== AeE 8s 9w

gt Aol gk B9t &, AR QRS FHARI
NS Dttt Lvjxte] o] apAA o] A g
SHA dl&akA] X wf H9e Estar glon o el
5 Ay A A9 SH|RlefA] &7 BREEe] A
HE sl =m ojuf 27he P AAHola &
ol = g duHow o] EAg} et
T AHRRE o] & viAletaL FHH o= A7k e of
At wkeE1A] Fchal 3Tk Shin et al, 2004). o]2]3+
AAAAE BG4 Ao Nds Fdekal glom
Tl ol SFE H AEEA Soll el Ln|Art
A= AFAER ] FAES} 71|, vhSoe o
& FokaL sk itk(Williams, 1999). #1342t gk of
o] A= T2 A Al oA bEA, BY T+
ofollx] e =jo] gpom AH|xte] FufsyEa ujjefat
Aol TpeFel @Az o] S A Ao Ve
THCampbell & Goodstein, 2001). wlebr] o3t A3p=
T2 AvRbe] FujE|e} o] Jlom Amz} ol
Sl that Ae) Ak T olst 2ol 9]
Ztoll ol elsh ulgoli= Ao} slevt FEHoR %
e W82 2Rt AlEs sk v AdEidtel gl
o] A9 Ayle] gt B8 EAf TR F
7 B m Aejd 4 glom o]k AA9PS A
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AEcK(Yoon & Suh, 2003). welA AB|zl= 2l
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%= 9ltkJo & Jo, 2012). Bl=9} #HE o]2o| up=H
T AH aiek THEH a4 9] oxH g4
d=lo] Stk Ao vk o]m(Schiffman & Kanuk,
1991; Park, 1995) o]& A Q4% ¢lupz] WS zh=
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wHs ROl et wolsle] 2uixiel el SiEixiet HRlsHE op 5
ek e AT ko] B BB GTE Ak Al B3 i 09978 sl
o s $IARUAN o] bl Qg Bl 2wl SlAshe AF el e ARAGE 4
gs) ek oA ol 4] ) BANE AN L olgstel 4vs] ool A ek vl
2 % gleke 22 8918 % 9k oAl HlolAY A4de 3 shglori(Eastick & Feinberg, 1995) ol 9142t
B FRo| 408 G2t U AR Y] WaE  BA=dE Jgo) APz I IS viAke
1 e o] Yol el 8T meA sk A Lvlgel PALE REo RN FHH B
sh qick. webd wstehs WolAel Aol skl e BAel wgHel 93-S pldtke Ag elvlgc
AN A7) WA A 2L e ded A8 oled Adke A¥A%e lERE wed Bayel
) Bdsel s BAE BEHoR Belshn o S RelFE eln 2uldel 948e 4aAl 9
Hom AT I FY I NG vz 2] o) A|gelN Hske BFol 2u)Ae] AP 1
A7t AAERs BASHEE WIAA AFTHR ool A TolE SAgTHs kg elvldekRosclius, 1971). o}
% glws welslor Wasgel ek Jeit WolAz ] e Hae] g Al Wk FesAE 295
St B ARG 2ol dEe] B el 2 9 PIA FYHoln Belxjel nAsHE
A7 Aol ARG WAl olo] B Aol Mol & 2wixe] A7 A19E daAlE JRe Srkn @
AAe) 715 A 2R AR A WolAE J1Y 5 ekLee, 2010). B 20lAEe] e ARAte
o S7PHACI e G 450 At B e Ffel ] el A9 Aol e e
el el SIS A AATASIL 2L slouf agels 7ok 2 Wi o) 4
23 B o] BAo glo] AelE APAze] T R & vl gl WolAe AF] 21 gk H4e 9
S T R S SAG] R PSS S ol Ul ARl Il Az Aolst
anlAEe] Weg FUHoR wEsuA B A= #7) 44 4 BT ol AR A Qgss
o E = vl glov] w3 gue) met of Uy
2. wolS ziol EAol et MBwT N S
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% Agrow el dnti usto] AFAl o eelsl Fawels BEol: 917 W A EHA2 9
o AP B A5 ol ) YA WS P AckIE B 2A=r) Bk e
g Al AET HAE YNE TR ATIA R & PRk AvAEe SRR fAATIeRE w
St/ BHAT ARE AT Ao Ml BhE 03 Basol gk webd Heldel AR
goifo] ). Tire) APzl BFE 2MAE  HE A HlolAe] AFS FuIshe AvlAgel W
of Beltol WY SE olstal Wiz vl Gl o olrfish B Y] WA A G7ARAI A o
RS WD 5 AN AR S8 AR Ale] ) WhgelE RS WAl tig 97}
AT B3 2UAEE AT AFT 2o el T Asolof gtk e

o] Ehs A AE e E7IsHA "cka &Fdtk
(Ryu, 2003; Choi, 2011). Park(2014)¢] ATLojA% 2n
2AF50] == YA HEEEH e F(-)9 Oé%
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dl i AL WWﬂ 24 4 E—%l%— Z}*é o}:
ol Foixlt. ol2fdk ARG 2AL
, Ao 34 ) gERE E7Fsat
a3l E%gl FE2 HgE FEFFHSL H9
FZd o3t thet A3 (Shim & Kim, 2008;
Ryu er al,, 2011; Lee, 2013)122te] 03] =249 H|o]#]
2] ZH|Rke] S wat AH(AEF4]) 2 %820~ 30
o AQME, B7IA DS A7Ake] ekl wp
2} Qhalskel7] whitoll Sd5Z(quota sampling)ol] ]k
FEFZMH WYEr &+ ok 2 ks
2014 79 2025E 8¢ 20 Atool] o] Fojxlom &
46872 HHE‘S‘M o]F 44855 3|ttt BlgE AR
Xl = B9 SRk ltka st 1475 Ak

434%@L SAAE el o] g3kt & AL thdAE
gt dukd EXS <Table 1>3 2t}

FETE 4341 F oJHdo] 73.7%S] RIS Ho|1
ow FAo] 26.3%°] YERH AL
30t o3} 49.9%= ne Bnys

LT L=
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(Table 1) General characteristics of respondents

SES I

ZAHE gHAEe] Har AEe 32412 JE
Wk SERbe] st gifi FEglE o)de] 95.1%9
XS YL Qe 53 2 Ak HAlEe] Y
2 w 45.8%, FAAREA 19.4%, FulAu] 2] 11.1%,
AAFH 9.5%, AZZ7.6%, 3G 5.6%, 71EF 0.9%2)]
sLo %—iﬂﬂ At € HE Y 3,679,200 0=
Uebton AF A& 29.7%, JFA] 28.3%,
QHAIA] 19.8%, D] 8.3%, Q1A 5.8%, S21A] 4.6%,
TEA| 1.8%, SHFA] 12%E0 2 B A3} ¢l 94

EA)e] AFAEE REH] gtk

Ade

2, 970K

ol #3F o2l 23hd B AFellM o] 717
Y7ol 912l ZuatEe] FREE o) F4E A

Holup Adoletar & % glor 914 el Sk
AeiH BAZRe 142 a2l o5 YA el o
& AAHolx FAH Frie] AvkEes 44 P

9} oJn|= Zro] dit} wEt BT L AW} o]
2 olsf P 742 Rzt o) wEoz PT oA
gla gvhd BalsEH e 39 vz Hrel W =

Variables N % Variables N %

Student 198 45.6

Male 114 26.3 General office 84 19.4

Sales service 48 11.1

Gender Career | Homemaker 41 9.4

Specialist 33 7.6

Female 320 3.1 Personal business 24 5,5

Etc. 4 0.9

20 ~ 29 216 49.9 Seoul 129 29.7

Age 30~ 39 60 13.9 Seongnam 123 28.3
40 ~ 49 118 27.2

Over 50 39 90 Aasan 86 19.8

Marital| Single 255 58.8 Suwon 36 83

Status Married 179 41.2 Lives Incheon 25 58
High school 21 4.8

College 238 54.8 Yongin 20 4.6

Grade | University 128 29.5 Gunpo 8 1.8

Graduate 47 10.8 An s .

school yang ’
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(Table 2) Factor analysis of crisis communication recognition

Factors
Variables
1 2 3 4
‘When I hear about negative media reports on bakery enterprises
or products, I think about ~
. profit of the enterprise. 847 | .067 34 | 052
industry o .
. contribution of the product to the industry. 841 .044 .052 .186
crisis
. real added value and cost price. 825 .009 .056 .149
recognition .
market power of the enterprise. 812 | -.021 | 207 .146
relationship of similar product industry with the enterprise. 553 .049 392 284
risk of spreading public opinion. 457 386 .100 206
When I hear about negative media reports on bakery enterprises
or products, I think about ~
safety of health. -.040 | .811 217 .006
products )
B risk of health. -112 | 793 174 .190
crisis
. safety of the product. d12 770 238 | -.025
recognition .
risk of the product. 002 | 745 | 250 | .045
ripple effect of nutrition. 259 595 | -.009 | .391
prevention and treatment of disease. .194 S78 | -127 | 396
When I hear about negative media reports on bakery enterprises
enterprise or products, I think about ~
ethical ethical responsibility of the enterprise. .198 257 899 .087
recognition moral responsibility of the enterprise. 181 208 895 .053
social responsibility of the enterprise. 146 224 876 152
. ‘When I hear about negative media reports on bakery enterprises
environment
o or products, I think about ~
crisis
. pollution in the eco-system. 248 .164 150 .888
recognition . .
the environmental pollution. 278 156 178 .856
Eigenvalue enterprise ethical recognition 3.642 | 3492 | 2.874 | 2.108
Variance explanatory power(%) 21.424 | 20.541 | 16.905 | 12.403
Cumulative explanatory power(%o) 21.424 | 41.965 | 58.870 | 71.273
olel] Y7IAFUA N Q12E T8k Al WA sk9] 7+ @ AEA ARAZ el gk T Teks g &
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(Table 3) Factor analysis of psychological risk recognition

Variables N Factors
When I hear about negative media reports on bakery products, I think ~
the purchased product will not provide the expected service. .803
something is wrong with the purchased products. 703
the purchased product may cause harm to me physically. .695
the purchased product may cause monetary damage to me. .631
I fear food accidents in relation to the purchased product. .621
Eigenvalue 2.407
Variance explanatory power(%) 48.136
Cumulative explanatory power(%) 48.136
(Table 4) Factor analysis of brand attitude
Variables 1 Factors
Even after hearing negative media reports on the Bakery, I think ~
I still like the brand of the bakery product. 708
I still am satisfied with the brand. 187
I still favor the brand. .823
I still trust the brand. .828
I still think of the brand positively. .790
I still prefer the brand over other brands. 73
the brand is valuable compared to the price of the product. 725
the brand of bakery product I purchased will satisfy what I want more than other .634
brands.
Eigenvalue 6.069
Variance explanatory power(%) 75.856
Cumulative explanatory power(%) 75.856
< ahte] 29l
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(Table 5) Regression analysis between 'crisis communication recognition' and 'psychological risk recognition' about

bakery products

Dependent variable ;

psychological risk recognition

Factors Non-standardized coefficient S;g:gfg?;f: value significance
bability

B SE B pro

C 1.697 .163 10.382 .000

products crisis recognition 377 .047 402 8.054 .000
industry crisis recognition -.005 .038 -.007 -.134 .893
enterprise ethical recognition .069 .033 .105 2.115 .035
environment crisis recognition .060 .031 .099 1.894 .059

R>=0.255 F=35.121**
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(Table 6) Regression analysis between 'psychological risk recognition' and 'brand attitude' about bakery products

Dependent variable ; brand attitude

Factors Non-standardized coefficient siirg;ﬁf;d significance
t-value .
B SE 5 probability
C 3.539 214 16.545 .000
psychological risk recognition -353 .060 =275 -5.893 .000

=0.076 F=34.724**

(Table 7) Regression analysis between 'crisis communication recognition' and 'brand

products

attitude' about bakery

Dependent variable ; brand attitude

Factors Non-standardized coefficient St;r;(};rgi:;d e value significance
B SE 8 probability
C 4.603 356 12.201 .000
products crisis recognition -.190 .067 -.156 -2.842 .005
industry crisis recognition =212 .061 -.188 -3.492 .000
enterprise ethical recognition -.170 .046 -.200 -3.686 .000
environment crisis recognition -.108 .044 -.138 -2.455 015

’=0.098 F=11.199**
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(Table 8) Mediating roles of perceived psychological risks between crisis communication recognition and brand
attitudes in relation to bakery products

] standardized .
regression | standard . significance
. regression t-value N
coefficient error . probability
coefficient
products
. . . -.190 .067 -.156 -2.842 .005
input only crisis recognition
i i enterprise ethical
independent variables tprise -170 046 -200 -3.686 000
recognition
input independent
. psychological
variables only for ) . -.353 .060 =275 -5.893 .000
risk recognition
mediating variables
input independent | Products 014 609 011 198 843
variables both for crisis recognition
. . enterprise ethical
independent variables . -.067 .044 -.079 -1.521 129
.. recognition
and mediating .
: psychological 334 069 257 4756 000
variables risk recognition - ) - o )

Dependent variable ;

brand attitude
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