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Abstract

The use of more realistic model shapes has become a growing trend for lingerie advertising. Nev-
ertheless, few studies have demonstrated how this trend affects customer attitudes and purchas-
ing intentions. The primary aim of this study was to investigate whether this trend is valid. In ad-
dition, the study investigated whether advertisements showing a wider range of model size would
increase consumer attitudes toward advertising and purchasing intentions. This study adopted
the concept of self-consistency. Self-consistency is the similarity of the consumer’s self-concept to
the body size of the model. In other words, what are their attitudes and purchasing intentions
when consumers are of the same size as the model? What if it doesn’t match? In order to obtain the
necessary data for this study, questionnaire data collection and quantitative SPSS analysis were
used to explore the attitudes and purchase intentions of different models in social media under-
wear advertisements in the con-text of young Chinese female consumers. The results show that
mid-size makes consumers more positive about advertising and buying intentions than large.
Moreover, if consumers consider their self-consistency strong, they may have a more positive at-
titude towards advertising and a strong intention to buy them. Therefore, this study reveals the
possible opportunities and applications of medium-sized models as future underwear advertising
marketing tools in China, and provides inspiration and suggestions for lingerie brands and related
marketing personnel. Furthermore, the limitations of this study provide improved ideas for fur-
ther research and contribute to a better understanding of Chinese female underwear consumers.
In short, the reasonable choice of models in advertising can promote consumers’ attitude and pur-
chase intention to advertising. Furthermore, the limitations of this study provide improved ideas
for further research and contribute to a better understanding of Chinese female underwear con-
sumers. In short, the reasonable choice of models in advertising can promote consumers’ attitude
and purchase intention to advertising.
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1. IRERRENX

T R L PR AR AN LA 3 R R T4 T+ (Zhou, 2022), XS HARIIAE N A 47 )k (Ouellette, 2019).
VESZ A TR ST T WA 1% B B S ACR 1 75 5K (Kumari, 2022). HORERZ 1) 55 T iE T4 2tk
FERMZIBEN G, JoH R LN ARAT L) % (Marci, 2022).

1.1. FEARTILEIR

Statista (2021)%} 2015~2020 =1 [E A A 1737 7 KA H A GRS 7 b B 08 WA E KT K. fiAK
PR I 52 A FERE R TR A T Lo M B e R TR, R AR R IR T R . Rk, R
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E AR T B EA RN BRILZ A, 12 H a2 o) AT 9% fa SRAEAE Y 1 T J 40 L i
R, FIIMTRIZEN AR BIRNRE . Kt —PUEse 1 b E 2t AR T B ORI R s /-
AT AR AR ST 78 2 B o b [ e A ARAT ML B BRI L8 AN S fE [ 1]

1.2. PEZMAREEEEZEEEH

W AR E AT AT R TH ) o B e PRl OIE B B, 93iR B JRATME(LL, 2022). MATTx AR R
ANFARM NI O, 7ETH 2 5 A VAR (Zhou, 2022), X0 4xth SR A e MEIREE F o A i R
BB T MR RGN B AR Dy B {5 AL (Zhou, 2022). AATIIT 4G AE
AR G UFIR LR, LA 2o 2 3k [2]

HARUL, T Ef AR A A Z e AL, fE) s P “BfE7 ML IR A S A
FELEI P RER, ISR SRS ROER . R, KRR SR TR, R
B Gy LT S B AW P AR R AR BRSBTS, XN T AR A
TR I R A 4 XU

1.3. #t5ie)Ea

TR TN B WG] ) R 22 X 2 R 35 S B A ARG I (Joseph,  1982). RS A
KEAW G T RIREAR L, AT e AR 5= i df, 1 5K 2 #1455 (Bowerand Landret, 2001). /S a1k, 175
SRAT NN IX PR (A 7R AN IS ) - Das and Sharma (2016)7E J5 {78 Fp g X ) 5 54 T A1
PRIISEREARAE, 2 T B EARLIE L. A8 Sohnand Youn (2013)7EWFFLHAIL, HRA 5% PERE
SEPLTE A R AR EAR . A, KREWFICUEN, il SR RN L VI By A AT O B R AR I K
TR AR R, 3K R RN L R A SRR (R R T 2 5 T G R

R T 5% o PO B AN By AR Bl i 2 4 (Halliwelland Dittmar, 2004; Dasand Sharma, 2016; Pechmannand
Catlin, 2016), |~ & FIIBARFAIGL 5] T %38 0 FAEX PR S 2 B A . AT HRIX— 5,
RIAEE, AR E N (5 T 50.3%01 Hufl(Statista, 2020). i AR, A8 T AURR (A LK
B A SR A AL AT A K T3],

DRI, 5 2 ET VT AT 2P T R SRR (0 A R 2 75 25XV 9 3 R S B B N S S 7 AR B2 i)« 45 41, Sohnand
Youn (2013) &3, A 35044 Y (RUABEARR AV 2 28 Ik 2 21 1 ORI SR IRME, AT I 1 e T 45 1) 2 B A
SEEE L AL, LRI 5T W LE KR IF (Martinand Xavier, 2010); 35 [ (Peck and Loke, 2004); L& FJi (Dens,
De Pelsmacker and Janssens, 2009) 13 [E (Hogg and Fragou, 2003)%% [E Rt 17 . o & 5 F 24 Y A B AH A5
L2 AR TR T B JIjhe A ) IR 55 o2 B Vi o 3 ) S I e, AR R B R AR S A A BT S T X
KBRS, ROF LRSI RN, B, REEE B B & LR &
BRURR PR A R0 ol 2 7 FE AN SE R B R g, DASEANZ SR BIF FE I H .

2. B/

AT T R B AR A AT AR R AT R AR R R T S B 2 S AN SE R RIS, A BN
) £7 FE X EL R AT IR o S 25 0 S MR T AR 2 ATk DU S W SE R BRI 7, ARG T R AR T 5 2
ST ERAEZ B R SR, N7 B IR BRI R 2 S A LB RS, kAR
W T A R RIS A ES In A S L S, HER—EE. EAENLS RS, BB BRI ST,
2.1. MEEE: REMIFELOMAR

W S B SR AR ¥R B W K P2 i BYIR 45 ) 4T (Younus, Rasheedand Zia, 2015). &AM AERT PI
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BRI 25, A R A 0 o Wy SIZ 25 1) F B2 (K ozarr, 20112) s B 42T 52355 25 3 ) ) S 25 1) F) 5% W (Rieke, et al., 2016).

Beneke et al. (2016)% W L =B ML BT T 4h 78, MR, WEBERREMAETEITFR, &
JEE MUK 772 it B it R D% R 2 ) DR TELAE T 008D ST R 2 7 it (R PT B o 2 AR R U ST AR SRR D N S ) il
DR 2 RV T 90 3 S S 3R B T 1 R 3 2 T S B R R B RS, AR X T T %5 e r AR A At
BREHEFRRAE T2 T H A, RULHAR R 20T 2= A A i g5 5

TE AR A5 UL I A S 78, Chen et al. (20213 3E7F 7 1IE S AR 285 i R SRR R B e 0% W0 35 52
M3 9% 2 (1 K R . Cham (2018) IR 1 AR Mo I S S (1 I [y sz, L, AR Mgt s Jon it &,
USRI BRI R 45 2 R R 255U . 45000 F02,  Cham (2018)HIRIE 58 RAE Dok PO T Y AR KT 2% 3 rh 4T,
X T At R AR RS ALNRE, A% 50 45 SR AT IR RO R IE T .

AU FE AR 5 v RS A XV 9 3 A SR s IR AN BE 1 semel, BLFEAR B SO, T RUR
T I (A R B T R I SR R ROk . DR G I S R R e B O E

2.2. BERFBRESLNIEBENT BSE

J7 s A AAR AN T R — MR S O BRI o 7 2 T vt R A R 7 i ) K 1) A AR R
1) % )8 (Diedrichsand Lee, 2011). — 2830k 3= 7k ANATIXF 98 1) £ PEABE AR 1R 25 BE W e = 34 hn T & I8 51 70
(Bower, 2001; D’Alessandro and Chitty, 2011). A&, X ZESCHRIN NI I Lo AR (R 320 TH 9 38 T AR
PR AR . AR, RXRSTHOIF R AR B A ST B AR EUE N A B B AE N, 5 6 A Sl K F 5
HE— 0 [E A AR E R A, AR 5645 . D’Alessandro and Chitty (201 1)K 3L, AHX TP {47
FRASEARE AR R BERR T 5, 3 PR IR ) P AR 7 ot RO JR A 5 265 B2 7 T ¥ 9% 8 iy SIS B RS T o ) 28
JEEA R AR TR R 32 5 Mg ¢ B BEARAL B 2B ED R 52, AR TSR AT BER HI AR #EAL
Fik[4].

FABL, J3— 8 0 SCHRAR BIAE ™ 5 o Ji s v 5 B A FRORSARE ORGSR, KR ARy B V50 A ) ) Ao
A % (Halliwelland Dittmar, 2004; Diedrichsand Lee, 2011), H /R 8§ T dli f 1Y & 7= A4 4010 52
(Halliwelland Dittmar, 2004). /it Halliwelland Dittmar (2004) RiE# 4R T 0, BE BRI RS
FEAE IR IR AR P TN A B EIEN . b4, Andersenand Paas (2014)$2H T A I 55, A AT A AR
FORARE S0 T i A P AR SR . ANz SR — AN RS R B8 7 — Ak - BRI . REARGE
FELMETE G L EALSR IS, L b, V2 2 B H A SR IE 52 (Andersenand Paas, 2014). 1,
ZUUM AR R, VEEBAIZEAR T S5 NIF A B/ . Andersenand Paas (2014)2.45 T IX Y840 B0 J& ) &
PSR HAGARF V 9 2 785 P AR K i Bt ) S e ) JE A2 AR T « VAR ) A2 TR R M) R - T Bl w2
AR ) 2o M e T i S LR AR, (0 B —EREFE R . T AR SO AR AT AN [ 10 B SR b e
JEARRE 2 1 R AV 2 P AR AR ) S S BEA A R AT . DRI, AW 5T B A VR AR AR BRT v [ L
P A AN SRR, DEAMIT 2 H .

ZHHIF R CARELY], ML T PSS RBRE, EER A G W] b & AR, B 51 /A
SOHRER T ERASE . BT BRI, R H U R

H1: SEAUCRIAFAREL, | o P25 S ORS00 ) 5 SEAR R R 25 BE A R Bk

2.3, HEFHABIAEHR

RS SR KR Eeil B B (Y, 2014). ARV T, 5 8CREH AR
MESAYERE, XHOR T Ui e . EARREF A, T &8O R 6 7 5 A B 28 & 5 T2 7= i i
) S 25 R A i
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2.3.1. ERHF

(J SRR LU AR, SR 4 ) AR (R 48 ) S Bt FE 4@ 1 SRR R 2 28 68 T 4 i LRI S 2 ) PR 285
FE HI R 5217 (D Alessandro and Chitty, 2011; Janssenand Paas, 2014). X6 780 AT T FR &0 5] 3 A
SR BRI, 98 RS A S R RS T R T ] g, (RS e S R

D’ Alessandroand Chitty (201 1) A SRR (1 FRAR 80 FEAN AR BN S 72 R 7 THI, 75T 75 75 B A0 il R s B
FHFFGEH . X0 s L5 i se B R H1 (5 M KREAE LG, T2 0 P IR B R T 5 1
BEF AN ERR . AHATEADH N R FE T H1 % (Andersenand Paas, 2012; Sohn and
Youn, 2013; Lou and Tse, 202 1) FJEARERT )™ 35 20CR IR 2 15 2] T A — 21 3 FE(Wan, et al., 2013,
Yu, 2014). Andersenand Paas (2014)$ 55 T 5 2 7 J& W i —— M0 (PR R 2 0 T 4 25 B8 7 2B AR THI 2 o
JUE I, Robertsand Roberts (2015)588A, %8 #AR Y40 FE B B 1) & M TLE%TAXTTL £V
R A R, T 0T T AR N AR PR I L, (R T SRR I ) SR T M N AT T ) e K

2.3.2. HEFENEHF

(HPEE R I AR SE ) 57 Ah— ST FUARZR 1 I Ol 38 % B SIC (0 o A5 RS AR A B PR R S . (Andeersen
and Paas, 2014; Sohn and Youn, 2013; Bian and Wang, 2015). Halliwelland Dittmar (2004)i\ N 7E T & % T
i i RS B B SE R BT T SRR BT R A F IR AN B b &5 B A I BURR SE AT R SR A 5 SR AIE
B R i TR AR IR SRRSO R A R R AR W R 2 i R I S K I RBUA M 52 R (Halliwelland
Dittmar, 2004).

Sohn 1 Youn (2013){# ff] 7 55 Halliwell and Dittmar (2004)AH1BL) 77 5 RAF T AR R X T 15 2508 1)
oM. S5 UM, B Fu i 2 ] A 5] ) R BRI o CRITFASR R TR B A ANAE, [R]
I 8 AR 144 28 (Sohn and Youn, 2013). EARRIESCH, (E#HRA 7 RFERI 5% XM 772 mT DUE BRI
5| 71 58 TR .

CRISERR) IR B R Rt R B T AR #5280 . Héfner M. and Trampe YANTES & H 48 R R
~F AR AT LI N SC % I . Shoenberger, Kimand Johnson (2020) % Bl A A5 b s A4 7= A 5E 2 FR
RIS BE o X T4 56 [ Lo Instagram F P AERREAS, R T = AN KBS ABRE A = AN SR 1R B 26 A
VA A 20 BT 3G AR RS 2R A2 15 RE T e A EE R S B . S5 RN, S IR EL SR )
SO, O B SRR T SRR AR T 28 36 TR 7 i, 0 SRR AN B Y 48 I e SR )

SRIM, —SeF A T 52 7 JE R4 B . Buunkand Dijkstra (2011)iA A RBRE A RES 0 5 R I~
TR o %L 1A 85 44 WK T — &R & V%H@Eﬁ%%*ﬁ"ﬁ%?]ﬁi*#”&?]ﬁﬁ’]
[FIPEREAF o ANid, A FE IR A A 0T 25 B AN A% 5 0 (1 A8 B A g A SE R I, 5 AR F) A [R) Ax
PEFRRE o mhIZE R AT, G SRyH o 8 R4 1 Z B it G T ARG 26 B4 o R A Y G iy,
WG| Sy, %) 5 RS U R S VA . Janssenand Paas (2014)iA K, 7645 A& T 2 RE AR TG
AEASTE ¥ 98 £ B4 A BRORIE B 1) B AR o SR IR nl, FEVFZ VTS, T35 i RS ARRR (¥ 1 A 1E
TE#Y )2 3% (Lin and McFerran, 2016).

ZHEME RO LR, VI S Ry g EORARS ™ A A (A L 2 B4 1)) % 20U  (Andersenand  Paas,
2012; Sohn and Youn, 2013; Lou and Tse, 2021), JOE X FhAEE S K2 50 5 19 )XU% AP J& (Sohn and Youn,
2013). Té’—_“r%%lﬁ’]m, X TP RS — AN E bR &, A EARSCH, RS TR
R =AMELEGI HS R RS R T “/NRSE” BURHATL RN T “ KRR B AR (R R[5 ],

N7 B RUE B BB TR A R, AR SO Rt DR R

Hla 53 RIBRRAR L, | 135 S b BOARE S5 0 vy i 0 3K 2 B8 SR B
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2.4. HSEEEIRS

B T AR UL E RN, G AT S I PRARKS 52 B 5 AR AN A4 N SCAE T AR AR R AT A 2 LU R R
(El Jurdiand Smith, 2018). Jy 7 YRE ) 5 o RASTRE AR B0 Lo PR3 2 38 7= AR B s e (W 25 A SE ), F
ZHFURH T A2 R (I H) . Festinger (1954)32 H ()4 2 LB AR 1 A AT Td s dn ey 5 4th N B4
KN EC. WEZd, ERETEN, ZERESKE S & RERREAT LA

Z IR TR T A4 L fE R3S T 45 A AU 52 W (Santini, 2018; Zheng, Baskin and Peng, 2018). L4t
B & BUSYE (Santini, 2018)F14Z#E 14: 4 7% (Zheng, Baskin and Peng, 2018), ¥ H A & Al 703 jr) &
(AT B S 7 A RN I B 1) 175 8¢ &5 S (Bonifieldand Cole, 2008). 14 LI A B T3 93 T 5 43N )
FERZ M ) S L3 (Bursonand Gershoff, 2015)fl 4, JEik 2 bR, 9% & TRES N & i S5 S A1
RURy FORE RS SRR T B R B A, BRItz o o fR R ke 7 it 7 A B 5 2 A 3K 5 B (Shoenberger,
Kim and Johnso, 2020). A<F& 1830t 5 FERT 78 G AN IR (9 A 5, 4k 2 EEBGE R an ey e
TSR WA AN L = 6]

H3: 57 RS BEAT A 2 U RS R A B SRANI 2R T 9 o )5 AR B AT S R B

2.5. BE—BH4

B O N T 2 AMRR W R EAT N, Bl R S, ok KR,
S 2 (Chen, ef al., 2021; Khalid, ef al., 2018; Zhang, 2021). Zhang (2021)¥ [ 3% —FtE 5 W o3 1)
B M (SEBr B R B3R S48 = i SRR SR PR R RIIL S . b, B3RS e
N NKT B Exl A BN RS 2 1) S A (Chen, er al., 2021). BEE T %5 B & UL ECREEE 1)
o, AR -S4 T WA E (Yun, Rosenbergerand Sweeney, 2020). 2445 5 b L P
TE %557 23 B MR AHUTECET, 4 28 2 i3 n 20 58 R 1) B e — 30tk X 3 30U A 2 (Yun, et al.,
2020)FH 5 K 1) & 5 B2 (Chen, 2021) [ 7]

TERRRICH, RRGSEEARNR SIS0 A2 5 TS B 0 A HER,
BRI ] DM X 28T 5 G B T2 5 38 R EZ SR i B e bt an a2 R R R
IR 2 55 30 SR RN B0 o WL ) SR PR R R e 9 9 . XL P R N 2 2 5 S R B
B—BEprEgm . aTUME®, 4 5FHINNE OB SR PSRRI, FHWE T S5k S
I, BURFIAR—BERE. MBS 5 FIANE CWER P EERA, WA EER SR, B
BB 55(8]

He and Mukherjee (2009)\ Ny 8 — B2 M4 P& A ERAAT R, R4, S maRMes
AT SRR S B VA AR VTR, AT EA A B . Chen (2021)4 He and Mukherjee (2009)%7H —
R A, WA AR AL RS A E EE R A R, K S (AR AT B K
75 0 2 5%F SR AR B BE 52 Ad AT 6 SRR VAR o DRI P DB B, 3 2l 3 BB 40 ) 3 B R0 K 5
P B T = 1 R 9]

ARAE LA ESCHRITBRIR, 4592t DU Rk

H3a: SEFRA) A —EES AT 2 17 B3 = A K

H3b: bR E B — B0 5 5 E I SR S K

3. ARG =E

ARENG TN 256 Z2UiE AICRAPT RS R, X R TR EEE At — 2P . it 4
THE A SPSS28.0 X W AR B I Bdle AT 0 M BAE S 5B X BRI T A FRR R R ) etk AR S
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DA B W S i BRI &, AN ) PR AREAE PR RE AR AR B0 T 25 RS B, 0 Sl R A A PR W S i R 5 .
AR RN, EARRIREST, iR TR UE A O SHE B RE R, Hk, wF
FUE VI T AHI 50 B R AT SE PRI 2, JE S o B R R R 2R V2 R ORI 1 5 R, R
Rl F- 4 il B R U . B fe — R T A R HEAR IS A 2 o LA T A5 SR, B X e e hT, RIS T
BETANEEMMSHA: JHREERE, SRHAR, g8, M EMEE, SRS,
AP/

AW TR R A B WCEEOE . AR AR IO 2k EAIZR T AAIE TR 200 (AR AR Lot e, il
1E “MBR” FERBE ERGHEREEAT R RE, Akg BRELREIR S 280 4y, SIBR RN
% 24 4y, FLECH RS 256 43, A RLEICR N 91% (n = 256). %&M%%MEW% —, FTH kL
EFEG—E R, EHSEEAHEMNEZEE R =, 58I =, S5%K0 18 2 a8
I 30 %5 . HREREHIRE LR S AR . R FE KL IO

3.1. RS

BARitS AOFHE
AT LB A 18~30 & (AR it ml& 1 W, AWFS T IR AR A&, FEAS
N GETH SRR IS 1 FR

Table 1. Sample demographic characteristics

= 1. BARANOHHE

Variables Frequency Percentage
4 ) Female 256 100.0
N 18~25 223 87.1
TR
25~30 33 12.9
Wi 3 1.2
. i (LR RAR 2 IR i ) 6 2.3
R A
ARHEKRE) 171 66.8
WA R UL L 76 29.7
2000 JGLALLF 117 457
2000~4999 JG 65 254
JELLON 5000~7999 JG 41 16.0
8000~14,999 7t 22 8.6
15,000 76 & Ak 11 4.3

3.2. MARMBHSEMEEITA

PUN B B f o 1A R U 36 AR R K A BE S SEAT O, 52 15 8 e AR AR B i, e
AR B PR RS DR B AL B, A 5%, X S TR I S AT 0 K

3.3. MAREREEREZ

HHE T K 1R R, CER T 2 E RO ELREART G F Pt 56 T A A 5 B & 1015 B
PR, N2, BRSERR A IEIASERIT ). ATBAOERH, KRS 5E YEMTEAR T 6 LEILLT
A TR = T AR 2, 15 78.9%, it 202 A. MHEEZF, B 24 AN(9.4%)KE BT E =D

DOI: 10.12677/0rf.2023.135511 5100 1B 512


https://doi.org/10.12677/orf.2023.135511

AR G R RN A, AR 30 N(11.7%) WAL 2 A 21l .

Frequency Percent Cumulative Percent
Valid Yes 202 78.9
No 24 9.4 78.9
Don’t remember 30 11.7 88.3
Total 256 100.0 100.0

M Yes

= No

Don't remember

Figure 1. Respondents’ information statistics

1. ZipEERRT

3.4. ARmBEFRRWE R

B 2 RPN, FERSUAE A M UL BRI R 2R rh, AR B AP IX — R 3 E R A, Ui BH AR B & x>
DR 22 5 22 (R 9 o 3 5 18 . 3 IR el sy B AU 2 AR B 47 (4.33), A & BE(3.93), = imikdk A
f5(3.42), NA M EI(3.38), | HAERAAREQG.15), | HERFE R 71(2.99). | S HEEEFIE] 1
oY B 25 G B P A o R R 2 e A B A /DN

Table 2. Lingerie advertising brand factors

2. AR SREEE

AR /Y RAME BKE CFIE bREE

W AR Ji & - (High quality of the product) 1 5 4.33 0.833

Hr ¥ & F(A price I feel is appropriate) 1 5 3.93 0.823

77 ik 3 H 15 (The products make me feel body confident) 1 5 3.42 1.064

|5 AE 447 61 B (Advertising and marketing are creative) 1 5 3.15 1.143

| E B T 5] J1(How attractive the advertising models are) 1 5 2.99 1.170

FeAA R A G R 4B (T identify with the brand’s philosophy and values) 1 5 3.38 1.172

4. FRGER
4.1. EESHEKE
4.1.1. SESH
AW FAE B SPSS28.0 AT A R M B FEATAE BT KEIRES R 3 Fom. WA B vo ke ik R 2L

(Cronbach’s a) A 46 7y 0.908, LM ERAARL ERE, MR —BUERE R, 62 Ja S0 B Je Sk
IR LTS
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Table 3. Clonal Bach coefficient test values

=3 REEHAKRNE

Cronbach’s Alpha T
0.908 41

HIEATE ] Cronbach’s a RECFEATL 8L 0.7, VLM RRAAELF N8k, FrE i fmeE
] A SR A B PSR . S AR IR 5 R IR 4 P

4.1.2. MESH

I KMO K356 A1 Bartlett BRIZ A IO KA SR L5805 . R, BURHMAZRY, HI—8uE,
Xof il RS BE , T O 2 FE AN SKE R B ) KMO (AR KT 0.7, Bartlett FUERFEAS 36 1) Sig LA/ T 0.05,
T B AHIE 8 (1) 75> B R 0 B B (R 25 R

Table 4. The KOM test values
%% 4. KOM #&I81E

KMO ta % 0.828
Approx.Chi-Square 7861.615
Bartlett BRA4AG 40 df 820
Sig. 0.000

4.2. BRIgKIE
AT B REZEIPRER, DISIERRe B DUER, 50E KA TR £ o215,

4.2.1. tHXM4

AHIEAE 23 AT 1B 70 D 52 P 2 504 TR SR IR AR B, DAORIE S5 M 10 Rt o ARSI 78 SR B bk AT A Sk
GHTe MRREEL A T-1 B 1 Z (A AHXREMELE 0.2~0.35 Z AR /RFGHIK, 0.35~0.6 Z[AFR
IRHEEAE, 0.6~0.8 FoRHRAHIE, KT 0.8 AR R R Z MK RIEF . AR 2 [0 1)K
AR REN R 4% 5 R,

TERHAT LLE R, B s Ea 0L 5 RS 2 A1) Sig. (2-tailed)FIHMEER/NT 0.01, FHR®
Hh T B I AR R R AR R TR PR A OG

B e — A %

Table 5. Correlation analysis

= 5. HERMS
i A A I At A et | g |

B IR AMHE A 1 0.283" -0.016 0.204" 0.252"
AR R Y BEEGUR) <0.001 0.801 0.001 <0.001

AN EH 256 256 256 256 256
B IR AR R 0.283" 1 0.507" 0.436" 0.451"
Hh SRR AT BEECGUR) <0.001 <0.001 <0.001 <0.001

AN EH 256 256 256 256 256
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Continued
B IR AMH I -0.016 0.507" 1 0.295" 0.283"
JHEAS ARy 1 BEEGUR) 0.801 <0.001 <0.001 <0.001
£ 256 256 256 256 256
B IR AR A 0.204™ 0.436" 0.295" 1 0.625"
T A BEEGUR) 0.001 <0.001 <0.001 <0.001
£ 256 256 256 256 256
B IR AME A 0.252" 0.451" 0.283" 0.625" 1
T 3 BEEGUR) <0.001 <0.001 <0.001 <0.001
£ 256 256 256 256 256

TUAE 0.01 ZACE), HIKPERE .

YRR R 7Y rh A RERR R Y JHEASE S A4 7Y XF ) A B
JE R R TR
rh S B R Y 0.283"
JHEBLRF R 7Y -0.016 0.507"
T A 0.204™ 0.436" 0.295™
T S 0.252" 04517 0.283" 0.625"

Note: *, “"Correlation significant at 0.05 and 0.01 levels, respectively (two-tailed).

AR HE 3 M, SRR A TR A0S ) 95 R 2 2 1) ¥ B /R A 9% R 8 r (B0 0.436 (H1), e TR
AT PREASEARY A TR RTINS T 05 0 285 5 2 8 9 B R I AH 2R 2R 80 v (70 1 0.204 F10.295). BEAL, HHSEREE
AT I 3 S 1] ) B2 R I AE O SR8 1 (B 0.451 (H2), 1o T B AR AR BRI JHE SR A 28 AR 1 S i 2 [
(1) B R DR R e A (53 0 0.252 F10.283) R, (BB — MR — B A b BE TEAE 5K

st =: ML TEHABR-BUE, Z5% 88 BN F AR AR AR A BRI S b — B 5 B B
S PR

SR B BUER IR AR AN, RAZESS 5 ER, NIEFARBEO~IEFE FHEEG)
o) LA X0 R b R A Y S O B R R 20 A O U e R AR AR A (1 S
THRIGEBRIE G o KPS S P BIEH A A SE B B 3 — B A Bt i . BRAE B 30— BUE R I 2
VORE 5 R, RS I A AR AR T AR AT e B

Table 6. The consistency analysis

=6 —HMEDI
SR EIR—ECEE 16, 17 ) FAEER—EEE 18 &) H 3R — s
SMUNEE 1
HAEER 0.705"" 1
B8 0.961" 0.874™ 1

MR B2 6, TP MR Z A A SEPs 3305 BBk T BB AR R R v {508 0.961
(H3), T 23 AREAS 2 (A O BEAE B 3R — B0 A 3 S 2 18] (9 BR AR % R 80 r (B0 0.874, BRI,
R = oA A .
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“The size of the model in this image is highly consistent with how I see myself” and “The size of the model

in this image reflects my actual image very well” [10].

Table 7. Assumes a consistency analysis

=7 BB

k=
Actual self-congruity Idealself-congruity Self-congruity
Actual self-congruity 1
Ideal self-congruity 0.705" 1
Self-congruity 0.961" 0.874" 1
B VY A .
B —Ek XF) A X b R R A DSV
B —Ft 1
X A 0.367" 1
X it R ) 25 P 0.248" 0.714™ 1
T S 0.333" 0.625" 0.775™ 1

ST, BER—BERX) 5 WS B2 8] 1 B /R ¢ R4 o fHON 0.367 (Hda), B —ZERIXT i
B 25 B 22 18] ) B2 R b AH 9% B2 80 r (B4 0.248 (H4b), KL rI# N H4a Al H4b 5350 1IEAHC. ST S MEAE
R S 7% J 22 8 () J2 JR MFH 5 22480 r {0 0.625 (HS), K HS #iA 2 5 IE AR % .

4.2.2. ZEMEEEASH

5] V=150 BT A — Foh AR 7 2 5 1 >R T[] 2% #2: P 1) 77 ¥2:(Saunders, Lewis and Thornhill, 2019). & T 5E
NI SRR IR R 7 SRS GiBRIE ApTvts A L ACILE b S ol i = LI A PN B S O s e s s i PO I S i
MEARTR S A A, WV P R, BERR RS, A R — B SR VT AN 2 P P AT B 3 x5 R
(RS B LA R ST

B —: SRR AR L, T35 o BT S5 A BUBURE 0T T 45 (07 B B AR

Table 8. Analysis of the effects of body size models in advertisements

8. AP HEER RSO

R R J7 WHESE R PR B (0 4 5% F BE M

0.456a 0.208 0.199 0.52579 22.073 <0.001b
REREAL ZRE FriEfl R 5 ) [ LR ML
B FrfERE Beta Kz VIF
(FHD) 1.967 0.218 9.015 <0.001
IR AT 0.082 0.045 0.109 1.831 0.068 0.886 1.129
LR LR it 0.262 0.053 0.343 4.961 <0.001 0.658 1.52
JHERL R A 7Y 0.079 0.042 0.123 1.856 0.065 0.715 1.398

2% 8 WA, ARIRZ oM AR IS R =0.208, EUkE AR “RBEAR”  « s
RIL” «RERERARTY 7 —JL AT DR REIR AR B AR5 LAY 20.8%, BRI AR & “X T S HIASE” FH 20.8% 2%
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B CHBURRAAY R SERURRATY” CRERTRR AR BRI o

RUGEH AR ER, F=22073, P<0.01, UHREIAGEEZE, IEAGH 3 ANATESEDH—
ANATCAR R AR R X ERSE” o AEAAREZMAFEZ JILLME, VIF<S, BREARRK
FIE S 45 S UERf AT 5 . AL, P (P S50 ) < 0.01, 3% &2 P < 0.05 FUER, P (S 4FA L) = 0.068 > 0.05,

P (HERIRR A TY) = 0.065 > 0.05,  [A I A A Hh A BURF AL AT DL 35 5200 PR AS
BT LA A R, 5 E AR A AR 2 (A [l 5 R
XF) AL =1.967 +0.262 + HRAEA R (AT
st = JEAKARRIAH L, 25 RS R -5 5 e A S S PR A 56
M ST = 1.936 + 0.265 * Hh A (4R

Table 9. Average size of the models was correlated with higher purchase intention

F 9. FHRTHERF S ESHUITEEREX S

R R 75 WEER A S P iR F BE M

0.478° 0.228 0219 0.50835 24.842 <0.001°
FbriEll R PRttt R 3L ) o~ gt
B PR R i Beta Kz VIF
(&) 1.936 0211 9.177 <0.001
JE AR AT 0.113 0.043 0.153 2.599 0.01 0.886 1.129
rh SRR AR Y 0.265 0.051 0.354 5.196 <0.001 0.658 1.52
JHEAR AR A 1 0.066 0.041 0.106 1.612 0.108 0.715 1.398

i = ML TEEER—EE, S 5FK 8 I FRB AR AR 850 S8 br— Bt 5 R K B

B K.

Table 10. Analysis of self-identity size and model size consistency

F 10. BIARFR IR FER—H M S5

R R 75 WS R 7 FRvHE At B R R F wEN
0.389* 0.151 0.144 0.52692 22. <0.001°
AARE R I FruEfL R B B gt
)
B FrRUEET % Beta R VIF
G1) 1.728 0.222 7.793 <0.001

R 0.051 0.034 0.087 1.493 0.137 0.991 1.009
TR R Y 0.361 0.057 0.371 6.37 <0.001 0.991 1.009

R R J7 WEE R 77 FrRAEAS B R F WEM

0.367° 0.135 0.131 0.5474 39.588 <0.001°

DY a: SEFREETR— B S EE T S REEA XK.
XA BASEE = 2.29540.379 =5 2
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Table 11. Analysis of self-consistency with higher attitudes towards advertising

F 1. BR-BMSESHXT ENSES T

RIREAL 2R E FruEft 25 . o g Mgt
B FRUEEE R Beta K VIF
(H=) 2.295 0.194 11.821 <0.001
HR 0.379 0.06 0.367 6.292 <0.001 1 1

BV b: SZEREE S0 5 5 = S RS A R,
1+0.242 « [ F—51E

Table 12. Analysis of self-consistency and higher attitudes to brands

# 12. BR—BMSESHX@EISESN

REFUE R EL PRtk 25 e L Mgt
B FrrEAE R Beta - K VIF
(&) 2.85 0.191 14.885 <0.001
HR 0.242 0.059 0.248 4.076 <0.001 1 1
R R Jj WESE R T PR AL B IR 1R F BEH
0.248° 0.061 0.058 0.53979 16.613 <0.001°
XA =2.85.
i HRE X & S S AT I SRR R
W S B = 143+ 0.6 12 5 X5 | Fl A48
Table 13. Analysis of consumers’ high attitudes towards advertising and their high purchase intentions
= 13, HEEWNT SHNESESHITMEWEEE ST
R R Jj WEE R T PR AL B IR 1R F BEH
0.625° 0.39 0.388 0.45007 162.563 <0.001°
RAFHEAL R FRiEf R 2L . o Mgt
B FREEE IR Beta - K VIF
(=) 1.43 0.17 8.401 <0.001
X IS 0.612 0.048 0.625 12.75 <0.001 1 1

5. ARGR
5.1. ETAN
ABAGTATS . B, ST U 25 LU R 58 AT, B IC R BN B S T
ST 2R SHR T S B TR 1 o B 9 8 J53 B TR S R 5 2 Bt 23X — B
5.2. EIEMRRPFERN G

RIHE FUR BB AE [ Lot AT B v, BRI R i ORI . BTN, T RCRAE
XIS R A2 B S B S . BRI, WFRN Rl a2 5 3 R = AN R AT AR RAR
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BRSNS, WES 5ES RS MG E. LI R HAR, =TSR

HRIE AT T SEUELS RANKS 256 44 ZVTFEA I GETHHEWT, WF 7T H AR AT IC il R A (R ke o L AD,
XA 4 R B M SCHF T AT FUB e . AT I TR T R A S, IF A 1 TR AN
KIL, FRFIH T RIRR BT A

5.2.1. fZFEGEE EHr- EHHRFFE R MM RIERESE

RN, R, ThAERURE R RUR AR S B T IS A B IR R AR R R, A,
SRR AR TR 92 0 i ARSI AE e i 3 RGBSR R AR, oh A B (4 R RE A7
W P LRI T S SR, R — 2. XA RER PO SRR AT B 1S, RS 5 H KR
AR AL, BTSN MR, IERSCHRERIR PR B, SRR TR R BUE T e K hnE, JF
k2 5E25 7 WERRE, WP ENS 5EATIRER, 2558 & SRR E K.

AR FCIEG e T — AT KRG SCERERIR, A 43 (R UE S I B3 ARy b rp S AL AN A RS S A
2o BRAREERRANRE A ROWIE N S RCR, SRTVE SRR, A AV SR AR AR o AT AT
BEFEAR bk E B AT A A ARE? e T AN B E TEN DA, rh AR RS Ry 7 A R S i AT
AFRED, BIER— BRI TER T A E HIBE N, BT DU R I —BE k.

5.2.2. fZFEGEE EH- EHHORSFERNMRIERERIRE

KRB ZAWTCRE, BTN 2 0 SR . W U AR H, M TR R A AR RS
SRR S 2 A SRR AT S MR . 2 DB 9 WA, BB Rz KERE 1)
BRI D Th S I, H 2 8 S P REI i) i TR I A AR e AR R I, IR B SO B R,
FEFPE, BRI SR S S i A I A P X B2 R MBI R R MU R SRR T
ATRERNX — T HBAT AT . WRA NS RBHAR KX TL, KA T E KK S 58 7] UGS AR
FEAVEEI A - BT AR E KNS 55 REMFERN) &R, SRR E K ORI 11].

5.2.3. MIBEHR—HY, ERAFEEHFAAIGESHECHFNRNESSAEFNI S8R

MRIEHE LR, H I BUEANH o0 i A A SR A B IEAR O . A, Tl B0 E st
AR T AN, HNE AR S SRS EEA B EREIC R, WAR 100 & 11 R 120
5, B = AR DI 32 . B IROR UG, W SRR AR R S90S (R A — B e AR B B
G5, AT AL ARAR (X 5 RO SRR S, 3R R S T S AR K AT REdE o In B AR R A 2
A PR RNWA R R, — MRS 55 D0 g 10 =Rk T A
I — MR RS RES T i A 2, F AP R s R e ST A 2= . AT T, AR gE L
=R R, PAERORIBER. R, AFTRERAAER =ARR, B A T P 8] B 2 T
WIPARBIAAAE . X — R M RIR R B2 . N5 SR 7T 1R AR 7T S

5.3. BRI

53.1. T EARHESM

RO R RR R — R S R RS WAk 13w, ESEirh, SRR AR R A —5koxt B
) /AR R, RAUBGR R R AR S S S R R AUk Z SEhR ) S R . B
PRRAL, AU T T B R B AL AT &, A2 5 EH A EF BRI 7 AR
R AR T BTG S RAT AL B, TOANZ Aoy 35 B e G . X SRR EDW R & 2 5 2 AR Rl
A AR BRI 21 AR/ v AR /ISR I FR) RS2 A B [12]
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5.3.2. MBHR—BMNERE
BEAk,  AHE TR B B 3R — SRR 9 AU AT 2 (Al — 3, s S A AT R, &
t, FRY, MRS —S0E . XTI A7 SR T A A BT R AT T S 3

53.3. HEEMZIHEBR

AW FCRIAE VRN R A B B4R DSBS 72 A B 5 H A, E AT DAFE A SR A B 72 rpobn DA e idk
PASELO FE I A M. dn ESCRTAR BN, BEFURA T ARSI RE R, 1X AT e BRI T NG SRl T
ARFEIRE T o RO AERE SRR TE I GRAIE AR A S I A A AEF 0 XA o A AERE R AR I iR T Hidts i
ERSRE, BARA . BhAh, XT3 oK 52 2 B . B 7T 45 R T RETE IR T e S At T
VR A, g, BT

SFFREARG, AR E N EA AR, AFE XIS 252 05 # PR, (AR R R P 24T
KEHS HHWRE 2025 ZHIRFESITE. Rk, BIRZEARBEAEAN I Bk, (HREAR—
EREARR BN E M LAY . Rk, G SR I T 70 87 T LA A 68 B/ d v 52 208 KPR B
ATRESE BIA—FEMSE R BeAh, BTRIMERS], AR EQ2S6 N)TE— @R i 7 X & R
.

5.4. B

KT FAE R T AR AR E R A AT i R AR, I 2 SR KRB MR R . X
AT LI T AP e A B ST IRIETT, T DO AROSR MBI 7T R AR A R/t R R A5 4 5
[ o

5.4.1. MRKHRE

UNRTRN IR, MESHRE R AR R 6 AR TP B . RO T AR MBI 7T, S M7 RE A vl 2
PP 2 BRI R KR — DA LS.

BEAN, ARRHIFCHE M5 3 v il T RE s AR A A R R . B 5E, fERFTRI TS A2 S AL T
ARSI TR SE S 2T, ANt Fo a5 R A0@ ATk, O eb B Lotk N AT SR A — A4
TR U0, RSRUIE T A% S ISR B M 2 B A AR I M, AR IR AN AU . 55
=, SRR SR E R A B EAG R AR, DL SR VRS o R AR AR L ik VE B AR Ay — DN AR T R
JI e

N S BRG] R IR B, AT B R T 2 S [ B B R R i
o, Jkt, M, SesE. JRSERIBTTURT COBBARY, R8T 2 T L B BRI R . et
SRR ) e 25 BRI K

BeAh, AL EXIAFER SO, SERSAA G SRBEAT R W BSOS A A A B T
T AR (A TR 0T L Bl 3 25 FE RN S BB R o ARSRIKI BT T /T LAY R FT 7™ 2R, At it
Wik, #E75%, DURANESRRT IR A

5.4.2. SEXAF/ M

AT FER 5 AT DA A A 6 A A i BRI B N 3 S S R B R R B RE R B R . e R
HE A A AR A T ek B P A RS E AN SE R . T AR AR R TR 5 9 o A R S R
o6 RT3, TP T B 1% A5 3 T VRGN 1K SCE Bl B s DR S AR5 B, fEHAdEN
AR5 SR FH Hp S5 2 R R T A 2 LAt AR Y (AR
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5.5. &5ig

TR 2 H AR R R AR S BAR R P9 e BRI K R TR AR
Fo NTIXRBITEEAR, WE U ERFIRTFIR S SRR, i 9 2 B0 S AR 5C 1 Sk
BEAT T 1RUBE,  DAERER DAL IT i BORp R TR X A B AN S IS s o Ak, A T B3 —BUEx & A
WS BRI . BRI, ASHIETT BT A B T A 2 1R, T RBUER B TS

L SPSS g WAL E G R AR, A I, AR B EOG P A A
VKRB IR, Horp, AR 5 RAMEL BB R R TR . Wik, XAMARAE & o i
AT CAREAL T P AR ot R P B TR o AR TRURIT . m SO 0 1) DL AR A R R A 5 53 Aialb A MO 35 52
RS, IS PE R R AR

SR, B TR B R BRAE 2 W REAT TR JEE (A F FE A2 e AN AT 1, X — D Wk FE AR R i I CAE AT 5T
FEts

SR, %R FC E AR, WA B T SR S8R, R TR ARy
Fh SR TR AL B RE AV 9 7 AR AR R ) I A A SR B . Ak, e R B R RE s (e A
TR RS, I AT A

SE
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