74240l g o] AH|RF X|ZHEl JhK| 9 B|A0f OjX|= g | 267

AL 2 H| 2] & [Feh= B HA QI A Y 22k 59 skt th(Kotler and Keller 2008). ©]+= 7FA A H7}
9] 7}21 & B7tot=t oA 7H st B4 7 E 7] wiZo]thMonroe 1973). o] 2 §F Al # B 7te] v| 2] = 714 9
T} R4 T4 (semantic cue)E©] Al &2 et Ful| oJARA G 1t Ao | X] = ko] tisto] B2 AAE0]
A tH(Monroe 1973, 1990; Jacobson and Obermiller 1990; Alba et al. 1999). 12|} 714 &2l A] AH|2} 7919] 317 2
ol T A Q1 Prtet FufjAbE A of] B A= oFA k W2 =gho] E Al Itk (Monroe and Mazumdar 1988;
Nagle and Holden 1994).

B2 AT 22 7| E A7 7HAE Rl ol et Aol Fol R W] {2l 2 (heuristic)ofl O3l 71 Q1] A Q1 H 7t
7t A EA et H=25 45k Aolth whepA 2 A= 7HAEAE&9] A7) of| whE 44| 2Le] 2] ZHE 7HR] of] vl A] =
Gl disto] Tk FE(level) T ol F-3 (type) & WHro] AT 28 B1H-5 S5 240 $HA /1A ER1&
9710 W A ZH71S Lol R 7] Y5) Monroe and Krishnan(1985)2] 7FA&elo] A& 0] 2| ZHH 71x]of m]| 2| &= 714 &
I AEE o] 8okt o] W ZHA Rl et AR = A7k e 3|8 FHASHA Stk 7|E9] o] & S| 1] A
FF A o] AFA 22t Z7HA| 9 212HE 3]0 o B A AL EAE 245

Ao AHEE = A E 2 FEAOIE SAISH | 915 A2 E BESF
T 7FAERIE A7) 0] whE AH| A7} 2] Zbehs 7EA] o A= ate] Al gl A ZHA gl 2717 &

7 At g, ol Aol tigt Full {1 el gt A Zho] =olx|= Ao R Hel
717} =otd 4 & A2t 7HA o 349 dFS U]?_qb Ao = vetyth 3 7H4 %1-01 3717} mord S
F 1] A Fo A A3 EE HAA 7= FFLE BT 7 ER1-& 9] 2fo] o ko] 58 9] Zpolof oJjt AR
A 7RIS 2717t A1 2HE ZEA] o] gk @Eoﬂ 7 A olet 71% Toj7t 2pol 5 Hol= 0 & eyt 7H4
SRIE A7t word = A A Frofo|l A= 2 ZHE ZEA] ol m] A= FFe] 2tel 7t glgiTh BHA 7] 54 ol = 7HA S
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L ME

F 2ol AAA SR gt F5H 2] 5
© & 7}A& F AR ol A= gl It
TS o g 7hA 0] vlurt st H 1, o5
o] &t 2L FFAAE ¥ A 71& 7t
A1) M-S oA 7RI 9] T 7] 4]
247} A1 2oh= 74A 9 217k} Q1AlE Kt Eigo}
Al REESITE 7HA 2 Al Folu AHIAE Al Al 5
Q3 gAjolt}, MFAR] 7HA R} B oohH
7t FAAZ oste] Azte FE] FA 7}
7% of, 344 514 0] & AA o G R
A 27t 5]40ll FEFS v)A AFo|Lt AH| A9
72 E AtEshe a3 4ot (Monroe 1979).
AH|2bA] 2] 2beE 7HA-L 2 7tE FAT 27

314 9] WA (trade-of) = A ZHH 7HA]E 4
skedl, A12He 77 =24 Qe+ =t
2Tkl o tH(Monroe 1979).

AH| 27} A 245k 7HA-2 AR AT £ A7
O] HIWE F5to] o] Fofz|=t, o]2|qt A ZtH
7+A-L NI Q1 Ao 7} Utk T o] 2 g A}l
¢l zpo|7F WA Sk= A2 AH|Rke] AR 7]

.
= =1
ol wfe} 2 A8 Heto] GeS oo 3

5 =
oln, 9|2 A9l 7HATA Y AFo] FoiA)
Aol Watshzd], 248 Aol S4e]

T} 2 th(Kahneman and Tversky 1979).
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o] U1 HFIHA O Fio] H A
s Adth= A4S 7HAa ol
(Dodson et al. 1978; Guadagni and Little 1983;
Kalwani et al. 1990). = 7FA 1] HAS &l B
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A Fag Adolet. 77125 A Aae) 4
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al. 2002; g1, A, A2 2007), W e
7]—7—'1:]31—?_% BH= O] U]X]FL] ._‘?_761;5]' o] ooﬂ—%tj—q_ -
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, TLE Tl tieiA e P o] a2 AR
1} 7 elef whet o 2 th(Zaichkowsky 1985). 12
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Lichtenstein et al.(1990)-= A5 Ao A A&l tf
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#ob7} o] Yojubx] ¢
ofi= A% 7o} A 4
of 223} 74| o]

1o Zlo|c}. netA] o] o] 5% Ul
ZA7 Ao Tst 2418w 9} 1
ch2A e PEEE EL R

2~ 0].0.
TA}\E

ZHE]
Z|

2. X| 2t 74|29t X|

s

Monroe(1979)= 4
o5} o] FolXIth 1L ’5}93\
Jo]Lt o el vt 744

—
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=

HO N
o moh mH mo 2 W N &y N o
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=,

N
o
Hl o
o rlO
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A
T

9}\1—4'(Zelthaml 1998; Grewal,
Krishnan 1998). & -Ed A 2]Z-H S|4 714
T} e Z7 291 5] A (monetary sacrifice, Yang and
Peterson 2004)7} A| 7+ & H]-8 =& 5-9] H|ZA
21?1 3] Y (non-monetary sacrifice, Pura 2005)° 2
/J =t} o]o] ¥tslA] Murphy and Enis(1986)-= Z]
Z+e] s|AY O] T 2} 2 (effort) T 9] (risk) 2 2
Holth k82 Aoyt ARIAE &7 6 A&

Monroe,

SH7 2w afof sk 22, A7, oA 2 Fold
o} gle Tl & AEolut AUl A7} Ushe o
(benefity A B8] EH= A4S Mg,

Z]ZYH 7} R (perceived value)= A&t A H] A
of et 72 A A8 &7t A 5hetal A 2ts
7} B rol A& 9]u]gtck(Bolton and Drew 1991;
Yang and Peterson 2004). Monroe(1990)+= 4~H]2}2]

L
=3

730]3}5 5] ofl tH]s}od
29 B3 Apole] @k
(trade off)ol] AT} FASITh Dodds et
al.(19) & 7HA & 52491 3|49 71 583t 7
2 AlA] 5t T} Monroe and Chapman(1987)-2 A
7_|1-1ﬂ 7]—i]9]— _ﬁ/]ﬁﬂ_(?_ 7]—73 Oﬂ :1-7(-] X—] og Oﬂﬁ]:—g— tﬂ"_—-
Tkl F45FI et $HE Sweeney et al.(1999)= Z] 2}
H 7HA-2 212 g 7R ol A Q] FoFS v vk

FAAgstelet. 217k sl thste] 22k Fhxe]

AIZE, B H8at S§A4A 2lo|th(Pura 2005).
Berry(1977) 44| E3 A170] 285 97310}
+ AollA AlZHe] S84 St} Cronin et
al. (2000)= 712, 1= &7}
=, 340l ZEx]e] w
t}. Snoj et al.(2004)=> A
(9183} 2178 73] Apole]
o}, A5t 7]“‘—
Ao Esto] sl
VAR AW 7;4.9__3._ 2]
22| Qth(Fornell et al. 1996; Wang et al. 2004).
A2 7FR] = A H| 27 Al ol U A H| 2of A
Seo|u aRsfop sk 3 ofsff AR HTH
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=
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19 i oot
r Ol-l'ﬂ FIO
:CIJ_I‘_I‘

A,
&g
sl

(Zeithaml 1988). & A= 714G o] 2F=of HE-S-
Sho] 4B 2}e] FA7FA o] ket 7ol 714t
Stal Qltk. AH|ke] EAZHA HRte] oF2 JR7HQL
o] uff ZHAZ3} 712 9] FA 7o) s oHE A
ojt}. o]ef T2 Avt= G| AE Y] &4 T
NAFTAAFe = e Zlojth

3. o] 3} X|ZHE 71X

Pucely et al.(1988)-2 AlZ3olo] whaf LafejAbd
4 0] Sfig, A EEA O] M9, AR A T
o] AA == A& 55T Mano and Oliver(1993)
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ofl ofstd A& & (product relevance) A&l
83 7se Sk =74, 71%AE A
(instrumental or utilitarian performance)'2} HAHE 7}
o] A5 54 wizoll AlEell 712 & Fofot="2
A2, Aln]2] AT hedonic and aesthetic performance)’
O] I 2ol ofsff At

Assael(1998)2 B84 Aol thgh 7ol A 4xH]
2= £79%54H H7Pd =K attribute-specific strategy)
= AR 7Hs Aol bl skt = 284 AlE
of tistol= Aol Adate] digt B7HE 51-85h=
AFHH7F AT 884 212 i E2
Thgpdiat HREY geH o s BAREN
oA A2 E= 284 7HA]= 48e A=)
574 &8 EF7F e = ol whet Al o] AF
A3 a&2Q FAo s FujEnE AS ongh
t}. Mittal(1989)= B84 5710 whef Al &2 0f
She 2nape] ol AFAAG o)
ol gt HAZ 7Tl sttt a8A o
ol AHR= Al EolA feE v-8 2o, A
Y 7154 Ao =2 &
and Young 1986).

St ol A FE = A A = 4
Z]of| Bl sf] FhA o] 1 7 Q1A o] ™ =3P H et A
nje} F-3]/4do] oldf €=%th(Babin, Darden and
Griffin 1994). T84 A5 AH 27 Al F2] gt
AL Holv et AGAE 7HsAdel =

jutal
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N
N
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s
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B
-3
g
=1

Azl B84 7H2E F-oh 2HAbE ASH
o2 grof =] o] AlFuf ek Pl w = T P59

Zlo]e} 3717} S th(Sheth, Mittal, and Newman
1999). 12} 7 A AlFofl gt Brtol A= &7

]

ol 2 FUE 4 e dAH A= F

o Aol B &2 AlF/Ad ol Tk A A Q] AR H o4}
A} om 2|7t & Fag Aotk AAAA AlE2
54 AFEAol oJEstA] @l FA Y (totality) ]
wet g EE F7Fohs HaE 4 Z=H(category-based

strategy)©] &8 7Hs/de] Erh 7k BFH L
Bl aulA Aobide] BA AE A
&to] 27 o] u| A & LA Al A st=t] T
= 7 BR TolpEe olF kol oo 274
TH(Assael 1998).
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2 AFE= A9 dFE EYE Monroe(1979)2]
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H 2= S dot= Zolh A7 Higt 7t AT AT EY B2 M A A S-S
7HAER1& 0] WSlrt AH| 21| 2|7 EA o 1] 2] o A7t A] o] 55 A A A FHE Foll, B
+ ST A4 A mA = nSHAE o wufzte] Aol A 915 Aok o] Aot
T O] it PolRg o 24 8iE St A Ju 7RIS 7HA FA Aol whet B A Q1
744 Wstol| mpet nA]= YFS FHGoEH Tt FdAgeg ofojd 4 Uti(Lichtenstein and
Aol whg AH|ARO] X ZHH Z7FA| 9} 2|2t 5 Burton 1989; Wernerfelt 1995). ]2} Zro] 744l
Ao AR Ad el E& AlFstal o] &4 24 o] 372l atet RAAQ A= FHO| A
£ AlASFA} Qb off whet AH|REO] A K A 2] o] Wk} Hrts <

2 A= 7RIS A 70l mE Z[2HE 7t St ARl 71Eel oo dFE W=Th(Martin et
2] o] W7} S-S Sh= A 2He FA 3 2| 2HE 5]AY 9] al. 2002).
TAIE dokd o 9] F=A714 o] Hste] mbE Ayt St 714 9] 7 f-ef npxtriA] = ZEA Sl of gt
Q1 212 742 o] Tol & o mhE 2 da vt Ae 3 A% o] ZARITAL gl ow, FATRI
£ BA517] Slote] AP A5 ET= AlQker A+ = EUFEE AA5HA] Eohe -8 ko] EA st
o wpet A+t Mo EESHalA} i o FAEREG F &elof tisiA= 3824l |F

74A 9] @it AB[AP7} 2|26k 7HA o Tt =, TALANET 22 ARl A= AR H
F49| 217k} 217+ s o Al E 7HAE = Bkl shlth( QL. o]2oF 2007). whet
Axota A7t S| H e 29 2]7to] =& 7 A AHRE 7HE 8 7Fs R 9l(acceptable price
S Fujgtttal sF¢lth(Monroe and Krishnan range)° Al 7FAEIE0] ES4E 2)7te 54
1985). T3t A 2HH 74| = Al F o 25 A= o Aol ¥ 3A FF= v Aol
3 A Eoh= 74 51482 w8 IHA|(trade-off) ] Sl I P i e BB RN =) RSP S ) a|
olsl Yebdtha sk th(Monroe 1979). L& Al TR 7]l o5t Tojof whet ks W
Al A7l A dehe o8 A= @<d] A T Utk T E A ER Y 224 EE 99 A
A Ao 2= A B[R] A Q1 A H A 2o Al 2tal & o AR} ]1 2He] 2ol 7h EA T Aot
BlS A o glom, Aol whet AHREe] 7S oAl E Sof AlFel s100]2t & off &2 A= H]
Q1 7)ol ool Bttt AE-& ghehal & 4= Qlek ATHLL L7 M| & AlFoletal Brtehs
(Wright 2002). Dodds et al.(1991)-2 A|&2] 7}H S ZAH|27} ek S}, o]9F e A u|zpe] sfolA ol
& Q19 75 7HA| ol A7 o] HapA] A Aol A2 S\ 2|ZbE FETe] el
7} A2 E 7HAE = 4= 9k stgoH, 1A (trade-of D TAI= AT & U=dl 7H o WA=
-2 AA7HA R 2 M A& A ARt e 2= A 2|2 FAE o oo JFS Tr=rtal & 4 Qlnt AH|
SIS HAE 7P A, MR EA7IAS | A7F AZbohs FEE AE Be A A9 Fa4
SIAA R ZA7H2AE FFAHIL sttt = 94 T} 9131 9] Ao whet th=A Yehd Aol whet
TA7VAE AATSHH At7EE ol tiet 2]2+3] 4 2] A Rt id ol EA7HA 0] AlEe E7tsk=T
F3E0] HAaE o] AH|ZFO] Fulj o|ARA A of] A ARG E| 29 ARFA] Q1 A H| L] ol O] &= A7 gF
Ql JF2 n| k= A o|th(Bobinski et al. 1996). 7+A 481 Q] (acceptable price range) WAl o] F

Al Aol o] ZHAERIE dutA o = AH|R} ojZth. AH|Ab= AAIE 7HA 0 AEoJARe] AL
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7FA Sl X 7} (reservation price) 2Tt O H &=
$5}7] eb2 Zo|w, ARk et wor
F42 ostel ToHE oA grecha o
(Stoezel 1970; Rao and Gautsch 1982).

Fry and Mcdougall(1974)2 F11% A 7Hregular
price)o} o710l Tt FolAE ] A\2to] et
Qo4 T T717k Z7hate] mtet 7he] ol
Aottt Ao WA, 25% SRAAA oA
= guAte] sanrl W) AAHE WA ok,
50%2] JAAAANA = S EHAFS] 70%7F HE0] 7
7HE WA gkt ol et A2 &}l A7}

AS] et o] Zof| OJsh AtEE2 A= Histo]
Z~8{(acceptance), 71(reject), % H(noncommitment)
o] HxE JAStt 5FITk(Sherif and Cantril
1947), 28 ATo] FoIE o) 24| 71 o
L O] g oJste] o, AR, THOE Fh-Eotrt
= Zlo]tk(Solomon 2002). 1134+o] 0] 7o = A1
O] FHo] FoA| 1L, Aof o] HLofli= 519
o] o]z th(Sherif and Cantril 1947). wj2kA A
7A@ FATEA Afolof 22t s/}
2h(trade-of) THA|Q! A ZHH FHO] A= 4H]|
7Hele] A Ql o of whet debd 4 Qe A
© 2 d=% 4= 9t} Lichtenstein et al.(1998)
o & o} W& EAZHA o) A E ARG
A Ay FEEE FEN AT

(D] BEEATY Q= Ao & UER o, frojk
7t oW 7HA FAAg0] skl froje Tt 2o
A 714 FE Aol SFefixithal shlct. Blair and

Landon, Jr.(1981)2 117} A&t A7} A& 7ol &
A
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= A & 4 ok wepA] B2 7P EelE oA 2 &= v Aoltt
of| A= o] A FH ot A o] AlFolA A7 & T1ERE AR tiet 2 A8 AFEo] o] F
Aol o 2A FF& nld Aot A4 FEE 5 ojfetl, 1 Aiks BRI AY S at
Heko g slo] theu) e 1S A A5kt 2 et Berkowitz and Walton(1980)2] A=
FCB Grid 2@ oA 7|54 Ao Al o= ERT
H2 : 7FA S l& 3 o e of| whet 2] 2Hel 5]4 o T U otauE, e AET|E AdEE o
H|2]& GF2 oHE Aotk (s Hd : A48 T AT, 20%E T 40% TS o] A H Sl o
=4) 7VA 874, A2 7P A, AEE =l ikt 7t
H2-1 7HAERl&0] W o Ao H o 2] yto]of A, Fuf o)k, 2|2t 74| 7F = A Vet vhA
A |24 S1A8o] o Z Zloft, ZH2004) A4A o2 ERT A= 4
H2-2 7FAERIE0] =01 AytojHot 1yto]of < 7]2] A=l tigt EA7HE Baket FE A
A 2|2t 3480 o 2 Aol of thet AellA 17HAL 1A FEAd &
7 e o m AR o] v 2/ 7|2 )lar 7HA
T oof thet A o= AG-Amtet theFolAl A 9] golo] git= YeRR] 9kl Kalwani et
==, tAAez 1ol St Hae| al.(1990)= ZAA 13o] AEQ J2}eE #Ax
ol&] Bl =t FAECHY B 4= 9t} TSt T o] (ground coffee)s HHER S F=A7tA AT | T
o] wet ARA I, AT, By g AFolA FE &Ho] 7HAEAHY 30 &4

A Toll g2A yed 4 Atk sht
(Zaichkowsky 1985). FCB Grid 2 &-2 4-H]z}-2] 3}
sHEs 2A F 7R FEsHEd, HES
(brain specialization)©]- == 7‘43*15’4 AH 111'7 ]’ %!
A& #ol Hage ¢

of g4 o g FHish= ]%Z
Hep AlFe] 482 7ER17F axzke] 44
2 A1) Pulss F92 heglet. olo}
Shof A7} 2|75k Aol AlFo FEEA
ot Ztzte] A=A FaE HA| AlEFe] 27t

747 of) k27 e Aole.

Etherington and Var(1984)= &-5AF A8 A] A&
IS ZAA, A T HeldS FasHA st
o, v AL M A F85HA st %
AFE AHGIEhL Sk, oleleh 1 o] A%t
= 71 24 Aol B2 oA HAA7HA R
QA FAZHA Y| vl W= AH| A7 Aufl5A] i B
H 2| ZFH 74 of| 7154 Tl et A A ol

olo] A7t rebgte

o|2 gt A7) Ao A¥tr v|Fo] & uf, AlE
oAof glof 7led TRt A A W7t 7+
UHE7E Pl AEZOAF O™ (Sheth et al.
1999), 7H2] £@ A 0 & ol AH| A= Aoy
o] I AlF A= Bt A7) o|m| A& & F
A Aol EAsH=H] ¥4= Z-=th(Park and Young
1986). ¥IH -84 0 =2 Froj gl Au| 2= A4 A
of 2ulART} AESH0] HrEHsle] 27o] 5|
7, ABOIA Sk ul-87 wel, AEe) 715
vtof] =2 A4S 7 tH(Park and Young 1986). ©]
€ 7154 BT 7154 Aol 2 e 7t

Yo zm hglolehs A-e] el WA 3
A golz e} o 2 432 ¥ Rolety 5T 4
oItk 4 ATE PO Tel §391 71%5H B
ofsk 4794 profol wet hAEIgol Az 7t
Ao A gt BAH HES A7t BLL
FHFo = slo] 43aient
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2|7} 5l )48 of| sto] 7] A ol Kok A4 A
ool A 7HA HIFETE Wi AEoAE o
(Sheth et al. 1999), 7|54 Toi7} 7154 Adite] =
o B}AS st o gy stAEClolgte 2] |
o] = 3]AY ;(]71—94 A=

11
o
lu
L o
oo
filo
m&
Wy,
o
kD
k]
£
I\
sk
-
%0,
o,
%,
Ool

ﬁ?ﬁ H]’%}sz o

= st st

of W] 2]
5 Z7)
H4-1 71481 o] Yo | AR A frof e} 7] %
2 Frolo] A 2] 7k sAjo] o Z Zolot
H4-2 7HA S g0] & 0 W 7|5 prof B ot AHY
A Frolo] A 2|7 s o] o 2 Ao},
IV. 5 HitH

_]
- 1 O R
oA ARERt W40 SAHEAEE FESIGH Al
= Pk 57 -2 Zaichkowsky(1985)°] 2]5f

e P55 2 Aol 5 7g5to] A-8-5H
o, 4 AHE FH2 XXXE Frliske A
K=X

& Yol Al Fastth 5 3719 S FE5t] ¢

=
AE 74 A2 AgaG Polz 599 BRE
Al Vaugh(1980)+= 124 oo} A A frof= 1}
WA AZFH Z2Hap YA A =HE shpe] g
2 S35kt Mittal(1985)2 7HQ1 ] 8415 7| %

2 o] A8 Pojof 74x] B PolE Hist
“qlfiﬁﬂJNﬂﬂﬁdﬂdla%ﬂﬂ

ol o

12

Sed) ek phe ol 20T S5 Hel

7154 = Zaichkowsky(1985)2] Tt &
5o &-&oto] ol BHA Adstelar, A A
™= Laurent and Kapferer(1985)2] 3o
7} Bhat and Reddy(1998)%] Esi= A A
&5t A A Tl 373, 7154 ol
For YAE 74 AL E ARSI A2t

H|ZE7F o d iy Al FollA w7l &

L& Iote A2 AFo A=A, A
T U= 7, AlFolA =2 4 e Aut
[m2] ez Aot 4 Utk & ¢
Richardson et al.(1994), Dodds and Grewall(1991)2]
Aol A AR XXXAE-2 - gt ohrhar A7t
gtp o 22 YRR 3PS 78 JAE HE=r
75kt A 23] A& AR AP Al Eoluh A H| A
£ ot 2= S5 v g o r
Lrol A=, & Aol A= vl s o =2 At
59t Dodds and Grewall(1991), Bearden and
Shimp(1982), Peter and Ryan(1976), Zeithaml(1988)
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<B 1> 40| 23 32 B>
e 2y8s 7£ HE ot golg
XXX= L2 E35Hs 4CHo|Ch =3(0=128 7
AFR| A C =a(n ) 45%
ol XXX LQ 00|25 LIEFHLE. lsA ol | =85 g =149 200/0
S| xxxof mat o Yg 2ai2o| tiijo] & 4 9lct. ii(nf ) :
— (= 0,
S XXX M A| 20| 20| 2 3tct. Maz apo] | aa | o109 | 4%
ol XXX A% A| 7|540] Z23tCt, SEm-149) | 13%
XXX A1 A| 224 48 4 9l 27t ZR3iCt N N
o] A Z2 ZMbtH oz a8 4 9IC s A2 ee
N XXX9| "n £ BAHSE B3 - Al SR | w2m=137) | 20%
A2E53 XXX AF2 2+ 40|EH'- *o”% ofct.
= = Lo =
XXx9| BU2 oz %E:omrMMaM s o] | wary | =o0=80 33%
XXXE & If 2 AtR| o487 AP ECt S (n=82) 20%
2|2k5|44  XXXO| 0H 71240] HHatr| ofThm AZ3ict,
XXXZ POt 242 2HH 7437t gict. 51 g0 747] CLE A5l 2 7o) Aol T 7
XXXE 712012 7127} oI, of thgh 8719 ZH7] tf = A x o] A= 2
2| 2t713 XXX AOK3E 7}2| 7} QUL Ao tiste] A AtE ez dE-E 8o}
XXXS 0ol 2 7O 20[31-1 gAei Art. E3 Ao ALSH HATAES A AF
o] AL A AFLE e XXXAELS A ) 22 AN F&== 714 g<le] HelelAl sttt
AF2] oke7t AR o] Htk o} 2L 351E-S 74 2] A Aol AR AR A= <3 2> skt
E Amg AHgaidth. AZ7HAE 270) 85}
AL Z7)5H= Aof tigh tirte 1] A Ao 3. B2 A U A™EEXL
g 49l B71E 90| goh(Bolton and James
1991). = 2|z 7} o] 83t AEo] AT} 4 2 Ao BEL2 A2, B71E A9 9] 20t ol A
W27} 288} 1A AiAel 2|7 Eaty o 40HE THOE A= E SEd Aol st
4= 9Jt}. Holbrook(2006) 5-2] A8 dtof <]&ff 7j oA, ARE AR FARAF H AERlE o=
HrE T2 o L2} A A ste] A A 7]—;(]}: 7] H2S FE5HA A2 27 o d 94
Bulgo] tjat Wb, AASlo] et 2o o, FACR FFHLow, SR olaE 57 ¢
H) 27} L 2] EH]Ld 5t 2o %121% A2 St Azl 2of ot 7B =0 digh AT S
& B Ao WA wAete] 78 AE HEg T AAET AREA= 20149 39 1097
AHgshednt olge] Wige] AR <w> g SIS AYHNCH, 1B A T 1100571
astoit s)Eglet. 215 48R b Sehgol
ASHAY AEA7} 9k ARA] 13572 ALshn
2. ME A % 96555 B0 AL gatAt. FYE AR 57
A PGS 0] BYR AT AT THES A
2 Aol A Aol A-8-2 A F2 FCB Grid 23 Z5t7] 915to] SPSS 18.0& AR-&-ate] AvhAQl A
o] BaE AZo g AAA Folr} 2o gFlol FrE FYotAtt 2 AToAE o9t T2 24
AAA o7k e WA, 715 A ot e 7IHE olgetel A dyagel 4 3 A
ERT} )5 Porl e A g s s Ay T/ RAdE B
ohx 22 AT T ALGH A 470 AHAE
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F213597H(37.2%), 914} 606
8(62.8%) 0 &2 Ltelt o, A” 2= 20t 106
(11.0%), 30T 51078 (52.8%), 40tH 24178 (25%), 50
o 10878 (11.2%) 0. = = Ut} A E 2= 2|A
A 2287H(23.6%), A A 12278(12.6%), 22| 55
H(5.7%), B-F4 408 (4.1%), 5 20578(21.2%),
st 32H(3.3%), 71EF 201 (21%)2 YHEFE
o}, Ao ARRE QI A A B 2= <HE 3> A

AISHAH

o A7 BAH BEE 033}
o
1}F

<H 3> BE0| UTENH £4

e T Bl HIS(%)
= 359 37.2
g9
of 606 62.8
20C 106 11.0
30Cy 510 52.8
oy
4oty 241 25.0
50CH 108 11.2
IPN 2| 228 23.6
At 122 12.6
a2 55 5.7
_TI_EIQ_
Z!OH* O_I_|_‘I 40 4.1
8 205 21.2
CHetd 82 8.5
CHEHed 32 33
J|El, REE 201 21

24 A Dol Ao P47t ARA A

2
Y
H
lo
f
Ir
H
|m
4
=
N N
or
i)
N
rJ
£
>
it
|o

A F Zholl 22}
Aoy AJER F=
5, 38 Ado] AlEd WA

AEQ A 2] t-testAF-S AASHAT A

(M=2.73)T} (t=-8.550, p<.001)°] A A& 7+ 2}o]7}
rofet A o &2 yEhyt o m, Bk (M=2.75)= SH
2] (M=2.26)¢} (t=-15.816, p<.001). 2. &2 L}ERL} AHA]
A AET 75 AF ] AL A2 | AL
= vepytth ot AlE 7 Toef o] S (level) Tt
ol 5 (type)ll T 22H2 ot = H Ao
= e

1L 59820 Bt

2 Aol AgE 54 239 w4 St
SPSS 18.02 AFg3lglom, 7 MR B

B2 glste] AH 89155 B o]
q

oX, ofl

£ fr ox
1z

(PCA: principal component analysis)=-
9]7Q1 Varimax®H= AR&-SHEE 2L
Z(eigen value)S 7|52 1HTH 2 Z1& Q10
Zateln 29l AAEo] 0.5014d ol

7519 <3 4>0] AAIG Hhe} 2ol 57

B
N

dy

]

M o ot Ay T
E 9%
i
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ot

OIZ0[ B[R} X|ZHEl 7hX[2F 3|4 of O]X|

rir
02
0ot
N
~
Vo)

<H 4>201 42| g3} et &4
Factor , Composite
Item Loadings t-Value Cronbach's « Reliability AVE
A 201 911 -
AR o] AP HOY2 951 40.031 941 836 879
A 2013 950 39.595
7Sl 933 -
7153 &0 7Ih 2H0{2 926 45.119 921 822 845
7152043 899 35.363
EXT 923 -
2|2tZ 2l =2 893 34.989 906 880 793
=213 854 32.757
5|41 891 -
2| 2t5| A4 3442 867 17.412 789 790 796
3|43 751 17.200
7tz[1 854 -
2|27} 7tz)2 931 35.937 910 855 703
7t2(3 803 30.259
.7;2:422.423(dfi80, p=-000), GF1=.944, CF1=.968, NFI=.961, RFI=.949, RMSEA=0.067
o] @gloz A9 on Q3 ARk BF 0.50] shaith BAAT B4 E = 0.730~0.8772 B
oz rREol SRE AoR PS4t F078 2Teto] N A4S SReI%, AVE
(Hair et al. 1998). T3t =& Q<1 W] W4 T2 0.58501 402 BE 0.55 25te] HSENG
dds ZA=AE FotEr] Sl 77t go] = Ao R Vet 54819 ey
Cronbach's o & AJA5FE T ZF ¥4=5-9] Cronbach's A HEE 95t AVER} AtA o] A1t v
aZF= 0,701 E T =7 Lol m = g1A QakAo] o) £ 319=d) AatA el Al&e] 0.0008~0.319=
L 710 2 Ve THNunnally 1978). AVEZ} 0.730 Bt AA Vel 2 E Zri g 1o ot
2 A= 2 a9l 242 713 54 dFol Hetg dol drtal 2 4= 2Atk(Fornell and Larcker
disto] Fergdat v el S sl s 198)).
5hQl R Q1A (CFAYE 4] o}sau} AFHor =
AH SAHFEl Qe 54 RYgo] drht g 2. |70 Hl, H22| EA A}
QR E EA5H7] 99t CFA—E* = A4 2= o
gos dfed, 339 AYE ALE 2 FIHIE AIN) Aok wiATLE w8
=422.423(df=80, p=.000), GFI=.944, CFI=.968, =) X 2o AE / AT AR HdE 3H
NFI=.961, TLI=.949, RMSEA=0.067 & 2* A& (between subject) A& AAE STt A ZHH7HA]
%l RMSEAZ} .08 ©|5}e] i GFI, CFI, NFI, TLIZ} &2 of thet 7FAERI-E& F7]9] Zpole} Fhroj4Eof| wh
T 9older nE wEAE $FO0R By 2 ZEGNE HY| Qo] A4E4AS THESRE
o}, <3 4>0f A|A|H Hpe} Zo] AT oo gt 5= ANCOVA (Analysis of Covariance) +43-2 o}
9 015 5}eF(standardized loadings)©= 5% 524 At} o] z]ZFEAo| 7tAgel g3t HolsFo]
o vepgth, ok FopH0R AAESE el x)zhE e} el nlxE o] Pebd 4 9)
RS gQloly] 1o BRI AVES B 7] mhRolch < seof AAIR vhet Zo] 2|75
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Dependent variable : Perceived Value

<H 5> Results of ANCOVA Analysis(H1)

Source SS d.f. MSS F p-value
Perceived quality 246.328 1 246.328 223.629 .000
Involvement(A) 29.760 1 29.760 27.017 .000
Discount rate(B) 124.419 1 124.419 112.954 .000
(A) * (B) 167.820 1 167.820 152.356 .000
error 1057.442 960 1.102

a. R-Square = .349 (Adj. R-Square = .346)

Perceived Value

5.00 ]

4.50

4.00 — /

3.50

3.00 —

Low High
Discount Rate

Covariate : Perceived Quality = 3.8259

Involvement
—— High

<12l 1> Interaction Effect Between Discount Rate and
Involvement level on Perceived Value

2 A2+ 7ER| e A(+)e] FaF
BP0 H(F=223.629, p<. 001)

2 A
g

Ao}

o ol
(F=112.954, p<.001)$} FE FZ(F=27.017,

p<001)°lA4 FaTH= Golat7] tebtet. A
o] A2t Ao wlA = gkl et el

&

&9

A719F WA x| 5 holle AoA8 2t
.00

OJal7] VhekTh(F=152.356, p<

). <19 1>

Al Bz vpet Zro] 2 7He 7= B2 7R E
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<H 6> Results of ANCOVA Analysis(H2)

Dependent variable : Perceived Sacrifice

Source SS d.f MSS F p-value
Perceived quality .590 1 .590 .622 431
Discount rate(A) 29.196 1 29.196 30.799 .000

Involvement(B) 53.155 1 53.155 56.073 .000
(A) * (B) .346 1 3346 365 .546
error 910.044 960 .948

a. R-Square = .080 (Adj. R-Square = .076)
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<H 7> Results of ANCOVA Analysis(H3)

Dependent variable : Perceived Value

Source SS d.f MSS F p-value
Perceived quality 257.347 1 257.347 221.509 .000
Discount rate(A) 73.170 1 73.170 62.980 .000

Involvement Types(B) .097 1 .097 .083 173
(A) *(B) 129.485 1 129.485 111.453 .000
error 1115317 960 1.162

a. R-Square = .313 (Adj. R-Square = .310)
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<72l 3> Interaction Effect Between Discount Rate and
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<H 8> Results of ANCOVA Analysis(H4)

Dependent variable : Perceived Sacrifice

Source SS d.f MSS F p-value
Perceived quality .087 1 .087 .087 768
Discount rate(A) 27.057 1 27.057 27.182 .000

Involvement Types(B) 3.524 1 3.524 3.540 .060
(A) * (B) 3.457 1 3.457 3.473 .063
error 989.276 960 .995

a. R-Square=.034 (Adj. R-Square=.030)
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Effects of Price Discount Depth on Consumer
Perceived Value and Sacrifice:

Moderating Roles of Involvement Level and Involvement Type

Sudong Lee*, Jin-Young Park™, Hyongjae Rhee™*

ABSTRACT

Price discount is one of effective marketing strategies motivating consumer purchase(Kotler and Keller, 2008). This
is based on the notion that price information acts as a key cue for evaluating value of a product. Not a few research
have been done on the role of price and the effects of its semantic cues on consumer product evaluation, purchase
decision making, and choice(Monroe 1973, 1990; Jacobson and Obermiller 1990; Alba et al. 1999). Research on
subjective judgement and purchase decision making, in the presence of price discount, depending on individual
situation has brought in indeterminate results(Monroe and Mazumdar 1988; Nagle and Holden 1994; Kerwin 1997).

This research focuses basically on how subjective judgement is influenced by individual heuristic when stimuli
of price discount is given to regular price. Regarding the effects of price discount depth on consumer value
perception, this research tests the interaction effect of discount depth and level of involvement(high vs. low). The
research also tests the interaction effect of discount depth and type of involvement(functional vs. symbolic). For
analyzing the effect of price discount on product evaluation and purchase intention, the effect of price discount is
used on perceived value of product, as in Monroe and Krishnan(1985). This research extends the existing theory
that information on price discount reduces perceived sacrifice to analyze the effect of price discount on perceived
value and perceived sacrifice in both high and low involvement products.

The results of the analysis show differential effects of discount depth on perceived values, depending levels of
involvement. In high involvement, high discount rate lowers perceived value and appears to raise purchase risk. On
the other hand, in low involvement, high discount rate increases perceived value by large amount and appears to lower
perceived sacrifice(Figure 1). With perceived quality controlled, perceived values of low involvement product and
high involvement product show a crossover as discount rate increases. In other words, perceived value of low
involvement product increases as discount rate increases while perceived value of high involvement product decreases
as discount rate increases. This verifies an interaction effect of discount rate and involvement level on perceived value.

Regarding perceived sacrifice, high discount rate decreases perceived sacrifice both in low and high involvement. An
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interaction effect of discount rate and involvement level on perceived value does not seem to exist(Figure 2).
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The research further analyzes the effect of price discount depth on perceived value and sacrifice, depending on

the type of involvement, functional or symbolic. Price discount depth is found to have effect on perceived value in

functional involvement while it is found not to have effect on perceived value in symbolic involvement(Figure 3).

Perceived value of functional product increases as discount depth rises. Perceived value of symbolic product does

not change as discount depth increases. Regarding perceived sacrifice, high discount rate is found to lower

perceived sacrifice both in functional and symbolic products. Further marginal interaction effect between price

discount depth and involvement type is found; high discount rate lowers perceived sacrifice more in functional

product than in symbolic product.
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These results of the research strongly imply that price discount depth has influence on consumer brand
perception in terms of perceived value and perceived sacrifice. Furthermore the research suggests a systematic
framework of consumer behavior in the presence of price discount by analyzing the discrepancies in involvement
level of products and involvement type, functional vs. symbolic. Specifically, price discount strategy appears
effective in low involvement product whereas it may be not effective or have negative effect in high involvement
product in terms of perceived value. On product involvement type, low price discount appears effective in
symbolic involvement product, while high price discount appears effective in functional involvement product in
terms of perceived value.

The results of the study provide discount stores and super supermarket with the following managerial insights.
Large discount depths are effective since they raise perceived values in the categories of packaged products,
drinks, snacks, and so on. Yet large discount depths do not always show positive effects in the categories of
pro-environment foods, and beauty products; in case of high involvement products, large discount depths lower
perceived sacrifice, also lower perceived value, and thus the net effect of large discount depths are not big as
expected. Regarding the types of involvement, functional versus symbolic, both types reduce perceived sacrifice.
In terms of perceived value, deep discounts raise perceived value in the category of functional products such as
home products, home appliances, and snacks. Deep discounts do not raise perceived value in the category of
symbolic products such as fragrances, beauty products, and fashion accessaries. Thus in planing price discount
events, it would be more effective to implement high discount strategies in the category of functional products

while implement low discount strategies in the category of symbolic products.

Keywords : price discount depth, involvement level, functional involvement, symbolic involvement, perceived

value, perceived sacrifice



