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A 27 o234 WA

A 1 A ALA An|9+ FH=ZA 4H])(Utilitarian and

Hedonic Consumption)

2vlel #detel B 9y E8EHe E Sl shurb ovkE A8
Z~¥] (utilitarian consumption) & &4 ZH] (hedonic consumption) ] <]t
T Zolvh. AEA Al HHH avE FEsks Vleols oY 7HA 7
TABHARE, 1T tEAR]D Zlo] &M F7] (motive) 7b F-Slofikel] whet
THEE Qv A8H vl dAH F52 (cognitive goal) BE AL,

A AFel dviyg F Agsk=AE T ] wEed, AES TE

_:

Aule] F44 a4 & 4 Qvk(Yi and Muhn 2013). H=g, A84 Adle
Az A% EAE il du F2 ool&¥a, AEe AwE AA7t
QAL AAAT, olst AEH M= A Fee APt W

9l o™ (task—related), ©]X &< (rational) Az tT}Fo|Zct}(Barbin et al.

of

1994; Guido et al. 2014; Kronrod and Danziger 2013; Roy and Ng 2012).

Hbde] et v 77 (sensation) oW A% (pleasure) o 22 7 4]
ol &M FI7F HH, AES AREske AECAM wix"E AAH
W=7} (affective  gratification)©] 4£8]9 F3H EZHo] =Hr}(Dhar and
Wertenbroch 2000; Hirschman and Holbrook 1982; Mano and Oliver 1993;
Suh and Yi 2012). ol&ge #HtA Awl= 2ok o 3 WA, &g 59

Z7kel ols) ) oAb AAo] @F wowl (Vaughn 1986), A8A Aumch



F34 (subjective) o, HAS o o] S (affect—rich) 3t} (Addis and

Holbrook 2001; Khan et al. 2004).

O
4

HA L] Aol olefst A8A v A=A 4vE 5 H % (bi—polar
scale) & WhEtR = AlZbo]l f@oith SpA|wE, FHLoll= AEF Anlef e
2HE o 7FA] FH RO =t (two ends of a one—dimensional scale) &2
7] BHus ME SHAQD Ador vuFe dAEe] ok Stk 7,
dera v A ®ok] Ax Ag F¢ SRl Hirschman  and
Holbrook (1982) 2]  AFellA =4  F5-(sensory—emotive stimulation
seeking—hedonic) & A4 ZFT(cognitive  information  seeking—
utilitarian) & A2 =3 #¢l /f@ o2 1539 1, Batra and Ahtola(1990),
H=

ez A8d FAn ASH A0 pHste] AT Eok, Barbin et

ofr

Crowley, Spangenberg, and Hughes(1992) <Al &H]# HEZE T4

al(1990) & QAE &3 7HE 2§34 AA% ARH Ade T AR
AAom o] A,

T A 2EE 2E aEstsE Ao] AnjAEe)
das 9 2 AdA9d 4 vk k%lal,  Voss, Spangenberg, and

~

Grohmann(2003) ¢ AT E AL2 A3 H2z AY4S 5HE
Ak o ® A Zlo] BT HE S o 53t A3E Hols Fow
Uebytth, olgle] Chandon, Wansink and Laurent(2000), Okada(2005) %
o] AFtellA A&7 Aan9 A AnE 5H52A AdoA thFa TH(Yi

and Muhn 2013).



A 2 A AT AFE A1) Mixed Product Consumption)

o 7FA] A4u] HZHo] AgtE AFe]| ush A== AWM A (convergence)
AFoly §FAFA st ATE = F Ao AHHEA AFS AE HE

sEel Zlee WHR she wIdeR  syHE AEe

Jm
o,
1o

ojulgte (Covell  2000; A&, &%, ol&it 2005  AJAEL),

F &A% (hybrid product) > 7] HHZAo®2 EAstd + 7 o4 A&
WE7E stz A8E AS guatt(iAE, A58, 493 2012). skA gk
olgdt A= F=E stolHla AFS e =R stH, F7tE 540 A84

b

nlo} A v BPAMY] AFES HEA] QuldlsE AL olyy, FlolH A
AEe] EAA AL4 (utilitarian) 2ol =2 AEFEo] 714 Al#E (base

product) &2 F& U-Fol# ¢t

weba] ) E A Fo A= Saldanha(2009), Yi and Muhn(2013) %ol uwhz}
714 A& (base product) S stolEHl=a A|Fo A sHA &1, 7€) HEA 9
AR FEE A= FE] AFS g o R s, 71A AlE (base

product) ol Wit &= 48] H2 ] £40] FriH = AEE A3 Al (mixed

product) o} o gtet. webd, 714 AFel AEA AFY A5 o AFel
A £do] F7HE AFES AT A& Al (mixed utilitarian), $A o] F715A

_7_’:
e AEFS =4 AL (pure utilitarian) 2 A 2J3tar, 714 A|Fo] A
A5 AF AL HAdo] F7tE AES A7 A=A (mixed
hedonic), £A0o] F7F=A &2 AFS &5 A=A (pure hedonic) =

dolatdon, ol g AMEA Fo (28 2-117 2ok
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(2" 2—-1] A A= (mixed product) 2] /Hd A 42

<Conceptual Definition of Pure vs. Mixed Products>

Utilitarian Product Hedonic Product

Utilitarian attribute
added

No attribute edonic attribute No attribute
added added added

Pure utilitarian Mixed utilitarian Pure hedonic Mixed hedonic

Al 3 A %719 (Ambivalence)

1. %74 (ambivalence)

%714 (ambivalence) > A2 AFHE= WS, AL, =7 Sol EAl

= e (Armitage and Conner 2000)E 2uw|st=d|, 2 o] foj+=

ne
2
> £

AA T oJAFel Eugen BleulerZt & =938 sldoz sk s

>
do

o,

} %] 5] = (incompatible) 77, A=A, w7l Al dojys A& A
olEA R O Aol YA AARGZ A duE F AL

o] Fof AWIIFNAL Yehvhe Ao x AEAUT. gH, 1970~80d of g

Ao AFelA e drHdE ofFI wHEAA AFEkslEd,  ‘anxious—
ambivalent (¢t F7hH"  ofF2 oy AW FEGAEREE JdAHA S
-11 -



S-S @ol Woks o, ofol7} A (approach) I AY-(avoid) AEFS FAlel
NE o2, Bowlby(1982), Hazan and Shaver(1987) =<

93]  ‘anxious—ambivalent (&< 7’ oz T AL wol [T}

F7Hd el Adel Ermel #EfA thFolxl AL 1960 o Scott (1966,

1968) 2] AT o]F2ld], 1& FVME AR #AR S, S

7Hsto M, AbgkEo]  ERQlolu AEHIHQEFY, X2 (schema)el lolA
By e ARES oA9A AsteA] AFEHA, oldd diE ZHAAl H=
Bl g i E A AFsHAl =tk (Jonas et al. 2000).

wE, b HEE AFel v ke GFol wdAw wh Qe

[ex

7t e duizo®  ElEQ QA (attitude stability) = FE Ho=R
gdaExd gow, AgPHor Fo g 7% (weak  attitude) & A7+
Q2] (temporal stability) 3= #EHo] Q= Ao 2 e B 9lth. Wilson
and Hodge(1992) % T QAR A 9 ElE T3 (attitudes—as—constructions
model) ol WEW, F7HILS BE7F FAE= V1A AR(AE 501, Ad, 2F
S)7F EeE7] v, 2 ARPEE P BT AfolE Holw, o]Flo]

ok BiEe] ebg e wojm it

e

ta MY

e

a8y, Ve HE-9 % A& (attitude—intention consistency) I
= —-3% A #A (attitude—behavior consistency) = W3= Aoz E 2
Attt Jonas et al.(2000)2 12714 A2 t& s AddE AFE F3
Hre-4s 3

A4 9Fe nAs ARE FPHAsH, ATt A7

2
N
-
o
H

44 wAE Bl wb glow, i, gl

_,d
1o

o
offl
2



Blstel A BEE ®e AREC A%w A4

et
o
ifin}
ol

Ir
pHY)
[o
il

UElstt (Conner and Sparks 2002).

ShH, <F7Hd (ambivalence)©] % ZF = (goal conflict) ol ¢J3] Yeh}E
A5 EAstth, 54 F=(goal conflict) & dhve] H2 (goal) E/do] thE
52 (goa) EA W7t He A9E dnaed, 4, 22 S dn
A 2L A%l ATER A7E mlln Adt B3 A W
SHolA AZ AFEE HHoln, toloEE atal A2 B gl 54
Ha A ZAI N7 AEE BFolg & & Qth(Kelly et al. 2011).

=4 F%(goal conflic)? ool & F7b4 (ambivalence)o] &

%) (depression symptoms) ol vl X|= F&ef tjaf] oA+ Kelly et al. (2011)
vwoMs 53], sEAEe]l B4 F=(goal conflict) ol dis & AZt(less
conscious) sHA ¥k, #le] Foja o Fgl zlo] ¥ A W (deeper—
rooted) H29 FTEY A, H4 FTEol O W3] Hole AFEY OH
FAAQ s viAe= Fer yewEt g, 7SI ARbE Bda
Aofsh= A-oF Aoy stwolA afjok o Ao Wit 47 =T o, o=
A7k FwFol vk RS GARE vlwA z oolsfsta e, 54
54 9GS S8 vUmA HA4S g AsoF sk Zlel disl o # wolEole
Aoz Holzlth wWhHe] HA(goal)E Fe] F=(conflict)o] & EH3HI

Azbd o, 7bg FE7F 299 AgelE ErIstal fopell st Sl

- 13 -



olg 3, HRlol AA IASHA Xak= Atole] MAsH=E HA F=E(goal
conflict) o] &B|A} &t Fel & S vE F o, A3 AlF (mixed
product) ol &A3F= A£4 (utilitarian) L3 F=ZH (hedonic) A 7+H9
524 FE (conflict) Al olgst A& #EE LA By Bgo] @

FS u)E 2 9le AolE modAt)

of

0;

2. A AE (mixed product) ¥ %7} (ambivalence)

g1Zto]l 7hAlaL Q= Al (belief) = B9} AFeol W I vv. o]
<, lay beliefiz BIHESL, 5 AnklEo] 7HAaL 3= Mas sk Mde=,
AJAAQA Aolvk  #HE= Fl FAHEAAY, 9FFH EAEFH
P ¥ (Raghunathan et al. 2006), Z1#&Z <l AAd= Zfo]E Ho|A|gH
AWkl =o] AdS olsfistal aiAst=d &8 7|= Frh(Deval, Mantel,
Kardes and Posavac 2013; Furnham 1988). t©}ek3dt lay belief 5

244 (utilitarian) =3 24 (hedonic) =Fgo] AE AFEsit= WLo)

rlr

g, 7k ‘gl =2 ¢Fo] 9o 2AU}H(A good medicine tastes bitter)” &

g/

b

Foluh My (EhE ¥AEE 21 2 (dumb blonde joke)” = Q14

(performance) Y} 59 (ability) 59 A8z Qi #A#HEE o)

£

oX,
£ s

% (hedonic), v|# (aesthetic) =¢34 A2 AXHAGE HAE HAF=

39 dgta 2 4 Avh(Yi and Muhn 2013).

AgA A3 sy 2o 52 FE(goal conflic) & AFTHOE HoJF

A2 Raghunathan et al.(2006) oA Auv|xEo] wjd Aol 2317

14 -



S/ ARG, 2 vy dela ey x4 e A ¥ kdEd Zo®

SHelA wEAolA o AFEe] dee © el AAA= As
HAsktE =3 Gill(2008) 8] AW AL AEI dEE ATelME A
AFel A4 £49e FrHek9S @ 7k, MP3 playere] HgHITRE
F7hetdls W MP3 AlEe] ZHAaL SlE A ZRA7F FaHe e
B, O ol AshizRels A8Ad Aol AFel EA%Fe FA

pava Aats s Axels Jag Row Hgs

o, A8 A3 ALgH Ado] wEA AR wEHo AL FEeh:

AL obyARE, AEF Adoly A=A A T @ 7HA Aol vE
K

AAHeE A AFEC] Wol EATY. ME, FHAA, 71X ERE,
AR} 14, Bl n ol A| A8l (home security system) < A£4 zpgo]
A AFEel, 2 9WE R/, 59, Ax =T 2EFEHY L A

etz o] A3 A|FEo|th(Crowley et al. 1992; Khan et al. 2004; Yi

and Muhn 2013).

=
i)
>
[
R
B
|
Mo
>
ofo
)
=
=
=
o
=
o
2
2k
=
H
S:
)
>
5
@)
(@
o
=)
e
N
)
1=
o

Az
AEFETE AR UEs A Jlow, ol® QlE, AZ WitEE Ay
220 &4 FrtE AE84 Ad¥ #AFFH AdE BT A @ Ad
A% (mixed product) ol thall 52 JZol ot <F7Hd (ambivalence) & =72
Zolal, o]y gt F7HA (ambivalence) o] Al&3 #HE Friolm JFE v

Aol

- 15 -



A 4 A A FF(Variety seeking)

1. 99 F7 (variety seeking)

terd F(variety seeking) = A@s, AR A, wAIY, AAS &
CheFsh Zoke] oy gatsel s FRA AEol 2 Jhdolvk(McAlister
and Pessemier 1982). ©]&]3t t}eFA F7- (variety seeking)©ll sl Kahn et
al.(1986) 2 o]l &ndt AFor e AFOoR vres LHAF Agow
A oletR a1, Van Trijp et al.(1996)- t& ity =44 &2 7|54 714 ¢
dkglel W3 I AAC] A" mEol oA wAskE dE WheoE,
Bawa(1990)+= oj® Bl=o] o7} ths e gl stgs W anat

WEow Feolsgin

olgdt thty F FEF YO Farquhar and Rao(1976)+& AH|A
285 HAgSE AF F499 73S 27 A8 dEhdda sl
Pessemier(1978)= w]go] 7Fa FHa&el E&FAA tfst thv] (hedge)
ZRog Hd4 dx= AF A (portfolio) & zH37] ezt 7Hd skt
T8, Jeuland(1978), McAlister(1982) T2 TS F4 A5S £49

9 (satiation) I #FHHA =], HHEEH 485 3] 2v|ARFE0] AlE FA4 e

£ i
of

sl =4 (satiation) o] Aoju} sl AFel gt Aot HZasa o]z s

¥4 F- AEol vehdv 27 sgith(Khan et al. 1986 AQ18).

kv

3, McAlister and Pessemier(1982)+& o|# 3 thokAd F4 A5 S &

5719 Adtel g FE¥(derived) FwH 1 AAVE V2 A&

- 16 -



G A< (direct) WEOR FHANUL. SED VF Fr)E g A8,

Bl Abg AR, ool ab] 2R B3 g trel g3 g obrle

A% A8 Ths thekel Wshy HEES wE Aok e W & A
Aol ®stel Adete] Y A, ARAQ BFEY sUEE AHEE A
gk S5 osd dikk delde wA, AMEE PR F53% 2
WA (intrapersonal) 712 E}Q1 39 %= 3} (affiliation) =2

T (distinction) ¥ ## ¥ #A A (interpersonal) 7] 52 & 4 th

Van  Trijp et al.(1996) ©ol¢k Hzg  welr  gAHoR
+713}4 (extrinsically motivated) 3&3 WAF o2 F7]3% (intrinsically
motivated) s = " F7 AFEes THINEH, AL er T3
BEe WAA Bl obd, tE Fuiyy &H] H2A 9 dAoly I9E 98
dojubs Bes sk, At glold Mz AFES HetA HAY ojw e
A8 Ao olfE uE AES Ag ojmgtrt. A,
Hog F7istd e Wste Aol Adwglel Wzt I AATE KA o]

u
H=(rewarding) A$E  gusty, Z7)A (curiosity) o]tk wW3le] o3k
o

A HE A 5

tlo

%

T-(need for change) o] €¢lo] = F <t} o5 olgdA UYAFHoR
F713ke ASLE A gIYAd  FF dF (true  variety—seeking

behavior) &2 & 4 lt}al 73kt

2. A FF A F(variety seeking tendency) &

o¥7}4 (ambivalence)

-17 -



2B vk F AFES Asksdl olo] 23] HE AT EE HE
A= 47 ©] & (Optimal Stimulation Level Theory) & & 4 $tH(Hebb 1955;
Leuba 1955; Mohan et al. 2012; Raju 1980). & A= <
o4 A= el B shy] Ssl 9 &40 A=o] W B, w2 A=
sz U S5 Skt Al Faek 22 AR A=l g S5
S7beta, W2 9 @739 A= FEo] oW, F9 PO RFEH HH
e EolAY dwstAlZ]l S v F 9o deojduan &

At} (Jiang et al. 2014; Menon and Kahn 1995).

add), #FA A= S5 (optimal stimulation level) 2 JjQI¥EZ  xfo]=

Hol=d], #2& 2=+ = (optimal stimulation level)o] =2 AlFES H 3

A= o] W2 AN By osekA] o2 A2 Ao dldt & (desire
for the unfamiliar)’ , ‘95 A AtoloA e wAld] tfgh &5 (desire for
alternation among familiar alternatives)’ , ‘X t)3t &7 (desire for

information)” &°] ®oF ¢ =& U F7 ATFES BRY = AdvH(Raju

1980; McAlister and Pessemier 1982).

ojwj, AMAES vFAH F+ ATFE FAske WAoE wEd AR
Bee o3l SHsk WA AJEY 54 (trait) S 2H S8k H2Alo] St
ojde] W2 dAgsEol FE O HFY #HAAN oFEH F
=4 (van Trijp et al. 1992), 7919 EAHoZE Ty F4 IS uE
AT2E  Baumgartner and  Steenkamp(1996)7F ©4& Fuf dE
78k (exploratory buying behavior tendency, EBBT) olg&t= /¥ S AAstL,
g2 ol BE AFY AN Adew AFe ©+% F 5 (exploratory

acquisition of product, EAP) ¥} ©+24 X F7 (exploratory information

- 18 -



seeking, EIS) A%S AA sttt m3H Michaelidou(2012) = A8 AS2)
yAE theEA 2 AT &3 EA AEL9 e &7 (need for novelty),
o)ele] Ao s & (need for unpredictability), AlvE Ao w3k
£ (need for excitement), &l tidt £ (need for activity), 913 F7-¢l
st &5 (need for risk), W&} tfst &7 (need for change), A=ol tjst
7}

ofk

&7 (need for sensation) & AAlstal, AH|AHEO] G F4 A
wAd Aol A zol7t Slas HAATh

O, v F AT Aol A Aol weh oY FoR
vebd 4= Qv M AEL 7)1 (traits), €74 (circumstances), 7 (goals)

Sol whet Aw Aee] Aol woln, wAH AT 1A ke AFno o

=2 X HA (accessibility) ¥ X WA (sensitivity) & YeERE & Qo

B A2 (accessibility) & 3ld FR7E dwh e, A Aw)Ae Al
Hezs=Aet s AdeR, o] 52 AR A A4 o wol
€2 & vk BF, AnAES #-E A5 dis) 23A 42 AsRT
o W7 (sensitive) 3tA] HEE3H, ] =& F54d (attentiveness) S 7HA &=
o7 A4dE vk dkBawa 1990; Berlyne 1970; Bernieri 2001; Herr,
Kardes and Kim 1991; Park, Mothersbaugh and Feick 1994; Yi and Muhn

2013).

N

mebA, olel st vk Fa- AT AF AlEel ARl FrhE £A<L, 7
2Rl 543 AFTEe S e WA AolE oprlstel A AlEel

s 2H| RS0 7= kvl o] A v

]

o

ge 3 Aow welAr)

- 19 -



A 37 A7 B ATES

A 14 A77H

B oM AR RidEE a8 534s 7R A4S FUrE AEs A
A% (mixed product) &2 A2 slar o]# st g #|F (mixed product) o 3t
A8 2 H7re) ole) #BHEE Y] A Z-E (underlying mechanism) & 3obal] X 1A}
=y

A o] 22 wiAA AAE wpel o] AmB|AHES AE-Z (utilitarian)
574 (goal) #F H =4 (hedonic) 574 (goal) ©] A2 A% (conflict) o= &S

AE A& 54 (goal) ¥

ZHA AL Qo ol FA AH RS0l dEHOR JhA AL gl

A

al
A E A (goal) FHe] EA AFE(conflict) ol st

yis)

wo® dl, MEE

s4 F4R % oAb 4¥] B (goade) £4& BE A 0 AES

el anAtES 47HE 7Hd (ambivalence) & =24 F 3low, o] o]t
AEel gk Frtel= F44 &S A= Aow 7P 5 A
ozl A3 A|FE(mixed product)el W&  Ap|AEO] 7=

9¥71d (ambivalence) & Z4E3slE WHEE A3

¥
1o
of
o
tjo

Irt
o
¥2
5
o
o
)

Hi 28] 54 (goa) S 7F £Ado]
“7]= 9F7Fd (ambivalence) > A& 3ol wet
2ol 5 B = gl stolHA AlEs tidoeR # Gill(2008) 8] Aol A

AL AF HFZA FAdol FrtE AFede= S7FE 7HA (incremental

- 20 -



value) 8 &7 (pleasure) SHollA g dd o= 2-Es3lARE, A2 Al
A8 H4 Frhe 7AW s SHCAM FAEAA dEFE 713H e
kA AFel dE&4 £S5 Friske Aol H=A ojvjA 9] 34 (dilution) &
ZhAEva Argste, olE HIUF A F7F & (asymmetric  additivity
effecel AN, oldd Axs A&H Ada A=z A A3l
ek Ak I P Ad ¢ Sles BoFe AR & 5 3o, o]
o7 ste] et Apdel A8H FAO Fbel die] A8A Adel A
=

£40) 27b nuk £uAEe] o $YH O

(i)
+

olg % Whi¥ = 49 F7HAl, AR AES %71 (ambivalence) & =
o, An|AES] 7] %7FA (ambivalence) ¥ AlE H7keE AE ol
wz} z}o]E Hol=d], 7]A A|FE (base product)o] =t
AERc o we ok/FA (ambivalence) & =71, AwS ¥ FAZOR
FILe Ao g HAH

-3

, A% A& (mixed product)e] ©jd <713 (ambivalence) o] 93

ot

Ni
2

nARE 2 WE F, MR 54 22 WUsER ANAEY gy F

J&F(variety seeking tendency) & 5 F Ut 2¥|AES YA F

ox,
(

dke o)l BHEE Ao tidk WA xpo]lE Ho] R FHAo] Frtd

O

A% AlF (mixed product) el ol Av|ARbEe] =7l 7MY AROn

Aol S 7hAE Ao ot

-

A4, 2L Ao et A5 kAo SRE AAZR v, FEA A
Ao ARG td  AHEryp  Zojr:=  Zow  dyA wf

)t} (Griskevicius and Kenrick 2013). Campbell and Goodstein(2001) 2

Mze AL 7AE ok A5l 9ol ¥ (riskel WF 4ol Fow
qge & e, 90 Adn A4HE AFANE Aze 54

=21 -
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diqe]  TAA R HriEsdl wbe], Fel wA JdAHEe AEelMe
A el Aof ot 435 (preference for the norm)”7}F VYERES Rtk T3k

Kahn and Isen(1993)°] <S4l Aol g F7 Aol nA= Id&F=

AAES F AR AlE 540l ©7(enjoyment) Y} EA4+% (enjoyment) RH.T}
AR RFE2] A7l B E (self-protection) &7F& F7HA7]7] wl&d FHo=

a3ttt

0

X

ol Agsel ZAst, tFd F7 ATl

A Sl el o ustng, gdd F

s

o 2uAES o9 B

€

-

Fol whe amAERG AF

A ¥ (mixed product) ol ™l 74 (ambivalence) & © @Wol =79, ol&

[e2

Aall AFel thalMe o Fg2 oz F7He Aolet et

olgst W&& 7HEsEs & A9 7pEe [ 3-113% At
(3 3-1] dA57H4

TR | 7HEWE

H1 2B A AEA A3 = Ao AR Al (mixed
product) & 4 A% (pure product) Ht} FHF o7
B7reE Zoltk

H2 A84 Ak} A=A 2o A3 AlE (mixed product) of
gt 282k H7k= 9 7Hd (ambivalence) o] &8 w72

-2 -



Aol

H3

AgA 2y A=A 2ol AE AlFE (mixed product) ol
tf st Au|RF FrteE 9F7HA (ambivalence) ol 28] w7 = o

&71/d (ambivalence) & AF F3 ol g 2= =,

B

g AFelN AEA AFEG H #S

9¥71d (ambivalence) & =74 Zlojt}

H4

AgAd 2y A2 24 A AlE (mixed product) ¢l
3l &B) A H7lE k714 (ambivalence) o] & &l vl 7] =] v,
4713 (ambivalence) & 4B L] ThFA] S5 A el g3l

A=, B F7 ATl w2 LHIAEC] B

=

FT- o] W& AvAtEHt A3 AlF (mixed
product) o] tial] ©f B2 97} (ambivalence) & =4

Aotk

A 24

2
-
fd
oftt

oA BEe [ 3-119 #Zvh

-23-



HERE/
Chd =37

AH|XF HO}

24 -

- A2ty



:.F.

B
No

Al 473 A

Al 18 A7 1

pu
R

AT 1A

A,

i3

(mixed) ol th

& A

I <!

S

e #4

=
a4

o] 7H4IL 9= Azhelnt

=
=

2B =}

I3

o

&+

product) il

(mixed
A=

A

2B =}

&l 5L a1 <}

Nl

3}
o

A&

=
L.

k714 (ambivalence) 2]

171 (thought—list) W4l SHA=o] 7FA 1L =

S

Bz

ol &

Ei] )

R
i

T =3

ol

T wokelA

st

B

ZAAE

hva

2K

44

21| =}

T en,

HE A

;OE
._A_l
B

oA ol

By
=

J)J
%
A
N

no

o

&

d

By A skd

Eis

SHAEe] APAES] A BHo} A

TSt

T

o] 9t} (Shapiro 1994).

47

F(Social Desirability

Y

SR

A
Al

o

oo

A

3

E
=

(D &=
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o dTe 2ol dAEs Fal AFHAY. SEHAE T T8HoR HA o
287 (35.9%), ©1/d°] 509 (64.1%), Bzt ol 28594 (FFHA 5.26),

AHFA(53.8%), Wit =& tiEgAAy(21.8%), AEA(10.3%) <2

gl e

ol

(2) AFdAA 2 A=p
Ad AEFL A AFE(mixed product) I <4 A& (pure product) &=
H7F 2, &5 Al (pure

F sl

o], A%t A% (mixed product) & Ao] A&
product) © 2 vt F} A|Fo] AMAHN T, IAFAELS 2719 AF
T2 2 Sy gl

gyParselA & AFH dHs == ALY =4S AFFA
o H FHE f& #HA 57HA

T oW
o
o
wn
g
o
&
ﬁod
JHU
ol
32

o
a2
f
au)
-
2
iy
[-'O
of

A X8k} (Petty and Cacioppo 1984). A% &<
] Sx AZelug =7e Rl r old g gz
Yge AFEA Hol FAY] wete, @ & 2 shue ugs Ho,
o7 Ags A vyt ® A A = Ao

2. BZ}93}l7) (thought—list) ZA3E4]

AYEA L Bettman and Park(1980a; 1980b), Fonteyn et al.(1993) 52

— =

- 26 -



< T A9 e SHEeld 13R §RldE &H & AT 32579 5ol

2884 29 (consumption dimension), 7 ¥ %= (feeling and attitude),
%7} (evaluation), #1% U¥k(product—general) o] 4747 ZHH|ug]2 F3 &
TAEAT. FHE 29 AFAIE S

25 (protocol) & w43 §HS w7, 325719 ¢ T 283719

S
Sl
o
38
K
o\
w
S
:\‘:‘,
o
Ml
[o
Hu

ot

J o

1o

K
nj
)

F7F dx5o] Ax  H S (proportional agreement)ol] ©j3dt
AlZ] & (intercoder reliability) = 87.1%% uYEy 8893k (acceptable)
+%0]19t} (Christodoulides et al. 2006; Kolbe and Burnett 1991). 3k

EES S8 &7 % F4o dst EdA(disagreement) & 3 AFFSI T}

-

2ol df-Zekel dntFete] didt A7y (thought—list) 4 A3+ [ 4-

$H, Holfst Ak Zoel o AMAE R AR (verbal

zo 3 pAw Swo] £ 23.86%%

o]
=
(@}
=}
(@)
(@]
o,
i
M
i
ot
Y,
&
A
oy
2

GEE gl wgel AL s RelE B9 Res % pud
gl F 2045%F APk I, mee 2, ARG =7
So obgel =g oA 9% F PHd wdd 39l

s, EBRE B, s 5 5 uelE o fist $9o] &
7.39% = e TSt ‘A ATH(2.84%)° ‘Z53%(3.98%)° ,
‘TEeH(3.98%) & I AELR ¥ #AdH SHHol FT 10.80%=

e, EotebAl obew 7F 5.68%, HIAGY 7F 3.98%, Ak
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Hhoj =2

L
R

2} 9}

=
=

24 5}

=
=

@ HlES 26.85%

KR
S

1

‘Abar Az ooy ) 2hzF 2.27% % LERST

At 9

(description)
A,

2zl
Ao}

23.86
6.25

42
11

- 28 -

T T oW T
"X N & o
woR TR o
T L "
TR N o] Ao
- o0 OW Q gl xn
% © T & 7
= e 5 X8 R
(ap) e} .
- U %
> =
o) ° - ~ 0 _ R
Lﬁ [y mw = =
7 LM b S i
) . i .
w 8w T P Z
s * B om R |8
%,,aa%zw U
—_ —~ ,ul
o 0 K ey
A I w
L RCI W o
Wm - H o ™ ® o~ e
B < s i J) =
R R w% 2, 2|
T o T Y L[
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Al 22 AT 2

AT 204 = AFA A WS Fa A3 AlF (mixed product) o] AlF
3 7} G u| x| = ¢¥7}4 (ambivalence) 2] ufj 7} a e}

¥7Hd (ambivalence) ol  FFS viA= AF FF wlE HEIAE

1L @43 3 22

(1) S53 54

2 AT el Ave T AdHAT sHA F 190" e R Hel
887 (46.3%), /o] 1029 (53.7%) & A= ExEE 204114 29417F 53.2%.

3041914 39AM17F 46.8%, B AHLE 2924 (FFHA 5.10) 2 vEFST
AYS AHFA (48.4%), thehl &2 Werag (21.5%), AEA(12.1%) 9
Ealbea=3

(2) A9 27

JAELS T 4719 =10 T shvtel FHALR @] Zp 3] ghEo
goll Folste] sig Aol SHsklth. Aol TdE AES wWide

LM EA Y £AS 2713 AE (mixed product) I F7}8FA & AE (pure

product) &2 Uio], A HAAE 2 (A vs. ) x 2 (&4 vs. AA)

7
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Between—subject design®. 2 235t}

2. TN 238 39 4 54

(1) 4% vs. =4 A3 (Mixed vs. Pure product)

SHMFEA, dthE= 26 5Ho] SA4o] FrhE AlEE A AlE (mixed

N

(pure product) &%

i

product), Aol F7tEA] & 7E AFS =57 A
7 o]kl ot
(2) A&+ 3
A& 392 Batra and Ahtola(1990), Crowley et al.(1992), Mano and
Oliver(1993) ¢ <78 #aste], HA&4 AFo=Ze freks, #AeEH
AFoZe FEbE AAsA, #rIere] Ast AlSE (mixed product) &2+
m

gro]l  Hrtd @71k, FEkel ZAE AlF (mixed product) SZ2 &

EoodT3E AexEe A A F(mixed product)e] st H 7l

fu

(s

%474 (ambivalence) o] & V1A & FATT ek o] mlAEo]

7= ok7A 74 (feeling of ambivalence) S W2 3l =43}
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SAYTEOEE Nowlis et al.(2002)& Farste]l  “(o] AlFS HstdA v

(4) Z=H] 2}k F7}

A A (mixed product) ol theh An|xF H7ME Fokstr] 3] AlEo st

HEg FHES 44 SR, SIFRS AY AFL TolRrh(ND)

’

Foleta AchEulolE)” B 1088 194 FH~7@ES 28’ o 74

(D Al 72 EHEA vs. A =2 A4

B AGdE A3 AF(mixed product) el %7HAd (ambivalence)©] WX +=
FEFE HAooke ZAER ofdgt AFE FHe wE 2d &HE EeEeE
EAL 7P Qinh web Aol A ARER AlFE =] AAE AEA AET

gz = AsA Feotsty]l s AE fFEel uE =2F
AAL AAEgch AA wAle Barbin et al.(1994), Chaudhuri and
Holbrook (2001) 59 75 Fxste] (o] Alw) A&, el
Lol d A #AHY folsiy
&

AgEI EAG  AgSE ARe] & 3 P, Bo] & A

AgH T HPFROR, (o] AFL)

i
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N
=
3
X

297 = A=y 7HA

fof, 7 AEEE 8N A9 A2 NS vlwsct.

’

)

=

N
o,
o

771 ¢k (pure utilitarian) ¥ =&} (pure hedonic) ol thal dd 282 71X 9}

X

etal 7hA FdEe] Bgks 7HAI t—test®: T3 Aol FogdEs AHAETE

£

A, 71k AS AEA X Fatgkol 4.23, FABA kX9 Fpkol
2.90°0.%, N2 Aol7t Fodt Ao YERon (4.23 vs. 2.90, t = 10.08, p
<.0D), Febs A&7 7HA9 Hatgkel 3.06, A=A 74X 9] Batgho] 4.04%,
apo] oA 493 Aoz JERFTH(3.06 vs. 4.04, t = —5.10, p < .01). o]°]

et B AT AFE FFel e 22 BEe ow ddE I

do
2
u
FHU
=
o
2
=)
(@)
=
@]
j=)
(on
o)
(@]
D“
1))
|
)
4
il
||\
o
ot
e
1o
2
L)
oX,
o
oY,
oX
ol
ol
2
2

I2uts 49 (Cronbach’ s a)7}F E5% 0.72 438, Nunnally(1978) 2]

NEE FE 20 UERYG 9IS ALY 2 Foe (E 4-

H 4 ST Cronbach’” s @
g4 714 A-8-% 0.785

A7el e

9]
e 74A =71 0.875

71E EFS
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ot E e
%7Hd (Ambivalence) | ojvigt =7 0.919
Az AdsEe =4
=849 74
el A4

4. d77rEe A%

(DHL: 7% 34
A3 A ¥ (mixed product)e] FH7be] m|XE  <F7FA (ambivalence) 2
AN EIE Elst=d dA, A4, 7HE 18 S8 2 Ry Fay, S 4%
A ¥ (mixed product) el ©st WA} Fr7kE FA8 T A A EAREA]

A, AU AEE A3 AF (mixed product) 2 &4 A (pure product) H.Th
HAA o

$AHoR Brehs Ao vesth FuoEe teA
(3.51 vs. 4.67, F(1,188) = 40.28, p <.01), Az tjair+=

Mmixed VS. Mpure

Mmixed VS. Mpure

(3.32 vs. 4.65, F(1,188) = 54.64, p < .01)=Z Yyey} Ag A# (mixed
om HrlEg o, wehA

2HAE Al B7EE B4 sk

product) ©¢] =5 A% (pure product) Xt} F
7Hd 1o] XA HYT, A5t vs, &7 AFod &
A oty [ 4-1]1°] AA ] Q). !

Loy 29 24 A, S5 AlEA
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(2% 4-1] A% AE (mixed) vs. &5 A& (pure) H7FH(FHx, A

fol

- 6 M 6
0 =3
9
= 5 5
W Mixed H Mixed
Pure Pure
4 4
. i . mm
Mixed Pure Mixed Pure

(2) H2 : w7 &+

7bd 20|l A¥ A|¥E (mixed product)ell w3t Auv]A HIlo] S

A= ¢f7Hd (ambivalence) o] viZl &3S S Hokth

(2)—-1 %A, Baron and Kenny(1986) 7} A|¢tst 3v+A 3| ARAIHS F3l

BAEA T 1944 3AFH = A3 AF (mixed product) S SHWHE,

O

¥71d (ambivalence) & FHWTE sto] 3FEAlS AASIA X —> M),
2eA slAEAAAME A AlE (mixed product) & HHWHS, FjowE
FTERFR 3] BAS AAFIATX > Y). upHEre g2 Ag AlF (mixed
product),  7Hd(ambivalence) &  SHWITE  Fsti, FUYEE

FTEAFZ st BAS AAEETE M —>Y).

=214 3 A3 A& (mixed product) & ok7FA] (ambivalence) @l

H}E YetH o, o] Ao =1 HEA (parsimony) & & oY =Rt Vs
SR =

A& gk



) AoZ Fost dFS v HIL(B = 1.38, p < .01, Pl ==
B (B =
47}/d (ambivalence) & F7Fste]l A3 A& (mixed product)©]

ol el sl A GFe

=]
0
32 spARto R, oA

-1.16, p < .01).

MAE Gge FAs dw, Ppge

JeFe 2wt vld] FastF oy ods] Fo(p = —-.60, p < .01),
%7Hd (ambivalence) 8] FwiZlE &1 = St s|AZA A= (%
4—4]9} .

[ 4-4] A AE (mixed product)@} FHES]  FA A

9¥71d (ambivalence) o] Wija¥ @ 3AEH

GA | SR | SEUS | RS | 8 |t F R?
A4 A4

1Al | mixed 71 1.38 54 8.87#x 78.65 | .30
product ok

27 | mixed Tl E | -1.16 —.42 | —6.35%x | 40.28 | .18
product ok

3A | mixed T %= | —.60 —.22 | —2.92#x | 35.57 | .28
product %
F7H —.41 —.38 —5.06%x

(xxp < .01)

(2)-2 "v5oz, M7lave] $A4 Fo=s ATs] S8 2% Al (mixed

product) S =W 9F7}A (ambivalence) S Wi, T EES
ZTEHIEZ sto] W/l 28 (PROCESS Model 4; Hayes 2012) %2
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FEXE BXY(bootstrapping analysis) = A3t PROCESS w4
OLS(Ordinary Least Squares)Y =ZXA8 3|ARAES 7|¥lo=Z st
AEFNRY Foll A& ¢ glow we wi) 24, tE i) 24, ol
9 AR AEaREA,  2Edse woiwss v B2 233

4 &% (mediated moderation =< moderated mediation) =< ¥4 ¢

AzAgadyg Eay 52 AFFe R AAE Fth. PROCESS #42
IR

TVestths Aol A (FEE 2013).

=243 %7Hd (ambivalence) A3 Al¥# (mixed product)el] ok
el e PR st gl WHATAPENS A= 0 g = — .60, p
< .01, LLCI = —.98, ULCI = —.22, 5000 iterations, 95% confidence interval

e 48 0 p = - .56, p<.01, LLCI = —.86, ULCI = —.32, 95%

d

confidence intervall. &, A% #l3% (mixed product) el thdt g2l HF 7=
2H|RFEo] AFEel dis] =7l= F7Hd (ambivalence) ol o&l wizlE Zolzkar
& o glen, mebd H2vk AAE % 2t PROCESS 9 24 A3k
4=51° AAH a, AAE =Astetd [17 4-2]19F 2

[3%

[  4-5] Agt  A¥F (mixed product)®d TR TA A

9¥71d (ambivalence) 2] Wi7lay @ FEAEHEH 4

Outcome: %4714

Coeff SE t P LLCI ULCI
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mixed 1.38 .16 8.77 .00 1.07 1.69
product

Outcome: T-"| 2] %=

Coeff SE t p LLCI ULCI
mixed —.60 .19 -3.08 |.00 —.98 —.22
product
S —.41 .09 —-4.56 | .00 —.58 —.23

Outcome: T-"] 2 %=

Coeff SE t p LLCI ULCI
mixed -1.16 .18 -6.37 | .00 —-1.52 —-.80
product

Total effect of X on Y

Effect SE t p LLCI ULCI

-1.16 .18 -6.37 | .00 —-1.52 —-.80

Direct effect of X on Y

Effect SE t p LLCI ULCI

—.60 .19 -3.08 |.00 —.98 —.22

Indirect effect of X on'Y

Effect Boot SE BootLLCI BootULCI
F71Hd -.56 14 -.86 -.32

- 46 -



(29 4-2] "7/l 2 (mediation) 43}

22 HE 2:H[ X} "It

[ p=.01]

(3) H3 : wWi7l¥l =4 &3 (Mediated Moderation) 4]

Ast  A# (mixed product) —%71d (ambivalence) —4H| &} H 7} Alo] 9
AAANAY A AE (mixed product) o] ThHdF <7} (ambivalence) S A&

Fo] A=A SH-mbFe 2dasE AFedT

(3)—1 A3 A% (mixed product)©] <7} (ambivalence) o] 1 x| &= ¢ Tko)
AF FFol wet zpolE Hol=x A Kr7] 93] Aiken and West(1991) 7}
Akt el wet AA I FEAs AASATY. A, SEHESA A
A% (mixed product) ¥ A& FFES SAll FYstal, ts DAClAE
SHHeel 2o A3AEES FYstol ¥7HJ (ambivalence) o thet

WA ®skE gdlsilth. [E 4-6]°0A AAE wkel o], 2dA HAE

o

A& (mixed product) & A& 39 A5 2AEIS F93t A7 R? 3k W}
A
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[ 4-6] A% A)F (mixed product)©] U7l m| A& G QoA A=

dA | S HEE | 25 |t F R? | A R?
stAS | 3}
Al

1A | mixed product | 1.34 .53 8.74 % 43.11 | .32 | .32

A&7 -.36 —.14 | —2.37% o

2%+A) | mixed product | 2.28 .90 11.30s: 48.65 | .44 | .12
Al &3 .59 24 2.9 1% ok
mixed product | —1.79 | —.62 | —6.42%x*

XA E 73

(xxp < .01, *p < .05)

ol AFE FIF xHEY FEe Hu FAHoR A¥rr] 98, A%

HAE Y=z ZAAdedt

1o

A ¥ (mixed product) @ #AFE &3, S7HA

|

AAHoZ A A& (mixed product) S 5 A& (pure product) Bt} &2
%7Hd (ambivalence) & Hol&=d|, olu H=FH AFolr HE&H AFHT ¢

2 rhgel 748 melt 2R vuhgrh A8H AFY MY BFe

o.
e
o

o,
Ml
flo

Mumixed = 4.04, Mpure = 3.55 (t = 2.57, p <.01), #M2H2] AF< F7Hd
Mumixed = 5.24, Mpwe = 2.96 (t = 11.05, p < .01 & ZomH, o]F J3o=
=Astebd [ 4-3]3 2k
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(29 4-3] A3 AFE (mixed product) ¥ AFE G339 Asgay}

0 ©
~
80 .
5
ST
4
\\ ...... W EFXY
3
2

Mixed Pure

T AE FFel oA ALH, AgE AFe] e AHE T2 o,
1 3]HAel 93t Hayes and Matthes(2009)2] Modprobe Macros
oj&3te] ATt A3 [ 4-7]° yERd wiel o], AgAet FEhA) e

N

[ 4-7] A& 7F g Sde3Ad #9949 A5

FTEAF | AEFFSE | Coeff | Se t D LLCI | ULCI
k74 287 49 .19 2.52x% .01 11 .87
s 2k Ay 2.28 .20 11.30%x | .00 1.88 2.68

(xxp < .01, *p < .05)

w2}, A A% (mixed product) ¥ 97} (ambivalence) Aol #AAE

b,

o

RS

o
Ol

ot

AE fHol 28 YL

rr
2
o

(3)—2 <A <7} (ambivalence) 2] wi7Ra kel o] AJTFE vl
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B HaINrt EAGh=

N

A = #Qleala, websd o] F A mdE

A3t wiE %A &3 (mediated moderation)E 2439t A

A # (mixed product) S SHHAS, 714 (ambivalence) S wiZRHS, A&

qe ZAWS, FHgEE FEH5HSE 3ol PROCESS Model 7 (Hayes
4

E 24 (bootstrapping analysis) = 2 A 813 T},

BAA3,  Ag A|¥F (mixed product) e  Fwjome]  thE  JIFS
o7} (ambivalence)©] FEul7/l &gl ow, A3 AF (mixed product)

4714 (ambivalence) Atolel #AIE AlF Fol HEsA=d, AFo

ALAQqY w, A+ A& (mixed product) & A= —.20[LLCI = —.38, ULCI

—.06, 5000 iterations, 95% confidence intervall, A|Zo| F=AHA of, 43
A¥ (mixed product) 2] A+ —.93[LLCI = —1.44, ULCI = —.50, 5000
iterations, 95% confidence intervall & YeEl} 71 39 uwig=

A8 Y (mediated moderation) & A A H RN oW, A= [% 4-8]3 2t}

[ 4-8] A3  AZ(mixed product)d Z2H| R FH7le]  olA

o¥71d (ambivalence) ¥ A& F39 wi/ld =d a3y

Outcome: %¥7}A4

Coeff SE t p LLCI ULCI
mixed product | 2.28 .22 10.28 | .00 1.84 2.72
Al .99 .24 2.49 .01 12 1.07
mixedxAFF% | -1.79 | .29 -6.13 | .00 —2.37 -1.22

Outcome: 719 %=

Coeff SE t p LLCI ULCI
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mixed product —-.60 .19 -3.08 | .00 —-.98 —.22

*¥7Hd —.41 .09 —4.56 | .00 —.58 —.23

Direct effect of X on'Y

Effect | SE t p LLCI ULCI

—.60 .19 -3.08 | .00 —.98 —.22

Conditional indirect effect(s) of X on Y at values of the

moderator (s)
AEF3 | Effect | Boot BootLLCI | BootULCI
SE
F7H A8 -.20 |.08 -.38 -.06
= -.93 | .24 -1.44 -.50

T, [ 4-9]elA AAE wksl Zo] UMl xR I ENL
Fo)&tH [LLCI = .34, ULCI = 1.23], A &Ale} dAo] ot =05 b3 an
Al 95% AFTIEA 05 EFebA] ol oA UEbdS & F oH,
AAA AR Aol deI A FAH AT, FEAEY ¥4 55 EdE

7Hd 39 wiie dadte] tis A o] AFHAH L At

(¥ 4-9] AlF 8o & =15 day
F&Hs | iEE | bootZFH &Y | bootE 22} | bootLLCI | bootULCI
Tuje = | A .73 .23 .34 1.23
FEAF | AFTE | bootHH AT | bootEF 22} | bootLLCI | bootULCI
k71 2187 -.20 .08 —.38 -.06
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g 2+
) = -.93 .24 —1.44 -.50

N
2
wW
10,
=2
X
o)
BN
i)
fol
K
=
=
ot
iih)
X
i

=2 8kekd (17 4-4]9F 2

Z=H|AF B}

[ p<.01]

c‘ﬂ = 5 3L :
T+ 29M+= ZAF  AFE(mixed product) ¥} FHHHFA AU HULo
ZeAss BASQE 3 AE (mi O
| 2390, Ag A¥E (mixed product)o] ©is] AB|AFE0]
7l A Aol oy AEFEY  FAAJ HIbel IS
= S [ =

v) X9 (mediation), 3, AE  G3o] AEd & BRI} 7=

0127]./\']( H = =
k714 (ambivalence) & Z A3 th=
= detrk= wiZle Zd & (mediated moderation

fol

effect) & 433t}
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Zolghs 7Hd 1ol AAHNY. F, AHAES 7IE &H HFA
2F2 5]+ (conflicting) £A10] F71E w] o]t £A 9 F717t 7]E &u] 2F
2 WallEE =AY AEe 54 ciwsizita =7 s g
AZo el Aoz Hrpsk 2= k. o]y d Ast A E (mixed product) ]l

get w91 Wb oo Esh el v Qws A vebd

—

v

=4, o3 Ag  AF(mixed product)el] T FAHHR  Hrl=
%713 (ambivalence) o 2l wi7jd Zoleb= 7FA 2 EIE XX HUAT. =,
71&  &v] BA43 GidiE e £4do] FrkE AlFEel dis)

9F71d (ambivalence) & =74, ®olx <oF7}A (ambivalence)©] A% E 7)ol

B>

Bz}

l‘Ulﬂ
flo

AHow FFE v Arke Rolt,

1

A, 7 38, 7Hd 29 wizf#Alel A Ad Al (mixed product) ol th3h
%71 (ambivalence) & A% F&ol A=A ATk zdd, 7 3%
AA=E At =, AF AF(mixed product) el ©isl]  AB[RPE w27)=
&7Hd (ambivalence) & A& F3@ ol wel xpo]E Hol=d], FAlA oz HE2
AL oW By #AFH AFY Ae AHAEe] © o B
% 71d (ambivalence) & “=71thal & = it} o= HiglE &= 54 Agtel ol
FA (conflic) & =715 AE7F 71 AE #3d @ 0E & AS5S
HAFE 942 & 5 Stk olys A= Gill(2008) =
v A A =7} @9 (asymmetric additivity effect) &) 39} dX|st= RO 7,
Mz Rt e = E4 (goal) o HAdo]l F7HE S W A AlFel uE Bkt
O w2 ol f7F A AlFel AEH A FE A =7= 7 Aol

we 3 F A8F AFel A 4L FAAS 9ug o 27 gra
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%

AORE &

A

AT 29 7 AS A [ 4-1019 ok

[% 4-10] 7Md AS A3
T | 7HEUE A A3}
H1 A AES AR ApdH A Ao A7 A A
#| ¥ (mixed product) & << A& (pure product)
Huop BAAow Frre Zlojnt
H2 AEA A3 A Apde] A AlE (mixed A A
product) o tet WA} F 7=
%713 (ambivalence) | 2J&f w7l Aot}
H3 A2 A FHetA e A Al (mixed 2] A

product) ol tgt Au|A} H 7=
o¥71d (ambivalence) ol & wi7§ =,
% 71/d (ambivalence) < A% 3ol & 22 H =4,

o AFNN AeA AFERY O BE

£

%F7}/d (ambivalence) & =72 Zlo]t}
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Al 38 A+ 3

A 39 HAS vad 2ok A, AT 1, 204 A" AET o]
U Aues ddes A5 Fste] A3 Al (mixed product) o FREE
% 71/d (ambivalence) ol tfgt A9 AW3}715A) (generalizability) & =
AT B4, 493 £48 71 F A3 AE (mixed product)IF R E
Z3, A% A¥F (mixed product)? <7} (ambivalence)ol] WA= A&

T@ FS ot AyHor stz kel

1 43y 2 2z

B oATE gl 4ES Ba 19

_Hl

o= = 1799 og WdAo)

R

00

k.
9394 (52.0%), 4ol 86 (48.0%) % AFTEZE 20414 2947} 76.0%.
3041614 35417F 24.0%, B AHLE 2644 (EFBA 4.03) 2 ERRTh
g gigd = dstdAy(41.9%), A4 (33.5%), A (11.2%) T2

so1glet.
OFERE

JAAELS T 4719 =10 T shvtel FHALAR @] ZF 3] ghEo

Ao Fojete] g Aol SHs. A dA= 2 (BF vs. £F) x 2



(AL vs. #AA) Between—subject designC. 2 23 =},
2. TGS 244 3 9 57

(1) 248 vs. = A& Mixed vs. Pure product)

AT 20049k o], AR Wiy &H] 52 HAdo] FUtE AES A
A% (mixed product), F/do] F7IHA &2 7|E AFS wF AlF (pure

product) &% A 9] &}%it}.

(2) A& 7%

3L [e)

AE H38L Batra and Ahtola(1990), Crowley et al.(1992), Mano and
Oliver(1993) ¢ <5 Fasta, A 2004 #AAE AFTFGH7]ek
FHhH e 54

AFORE FUlg B AFH AFoZE Fus A9AR A4
),

o
N
Nh
)
>
T
M
o
alt
3
>
o
tlo
=
o
o
U
ol
9
>
oo
Y

o] A AREel utd Ml mAe AE #99 9= Ay
AR or glsty] S, AE4 AF(FHE P A Al (mixed

product) S 2 & Fug WHae A9AV A¥E AFE S, #HAEH
AE(FE 297)9 43 AE (mixed product) S2E  ‘Fug A9 74
Wgurt A3d" AFE o7 4z AAFste, A3 AFEC] A= 49

TRt A2 BURER g

(3) %7144 (Ambivalence)
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4713 (ambivalence) & L& AT 20418} o], “(o] AFS A stAA
s A efjuist =Heo] &1, MR AFEE =Ao] v, ‘HEHQ
Aol £, Al AHol £ 9 47kx] dEo R 1(d3] 19A

ATH~7 (S 2PTh’ o 74 HEw o A

2002).

(4) =¥ =} H 7}

EE 439 (Nowlis et al.

Az RS gasgon, AT 29 pol CTusn A =

18 28 dth~7S a2¥h’ 9 74

qEz 295

(D AF 73 EEA vs. HEFA) =2 A4

A el et =2 33 W42 Barbin

et al.(1994), Chaudhuri and

Holbrook (2001) ¢ 9178 #Fzstel “(o] AFEL) f8atth . “Folsh

‘Tgol W 2 2§ AgA 4N 53FBon, ‘(o] AFL) A
24, Abgsd %ol 22 2 W B ARE AAE SHse
gmow dAse], olf FEE A7 74 HEz o], 4 ATu=

€ Y1 (pure utilitarian) &} Eoig
H AL
zpol o] FoAS HFS A, Fulg I

.57 -

237 (pure hedonic) ol o3l

A G Ay b FEe FRRE AL t—testd B3

A% AgA AR Bigol



4.42, FZA 71219 FHFFko] 4.190 %, o7} sHAROR folst Ao
UERGE O™ (4.42 vs. 4.19,t = 1.74, p < .1), FU& A9AE 4837 71x 9

Bagol 417, AA 4o BE@o] 4.460%, HAol7h fow Aow

IExuts 239 (Cronbach’ s @)7F EF 0.7 A3 &, Nunnally(1978) 9]

1217 A4 Ade (% 4-

2
L)
bt
-
AN
Ao
BN
Y
o
rﬂ
AN
ol
38
2
|\
oX,
o%
I
il
1o
>

W= =3 Cronbach’ s «a
AEA A R 0.872
§o)
T
et 71A =M% 0.879
71E EFS
%71 (Ambivalence) | ofvlj 3t -7 0.758
ME AsHE =7
=234l 24
A A
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4. ATAHEY AF

(1) k71d (ambivalence) H] I

AT 39 F24 F st wdS EAS 7 T AS AE UM vlas

Z3, A% A¥F (mixed product)? <7} (ambivalence) o] WX = A&

zpo) 5 elst A} AFE 7F xpo|= WASYIL[F(3, 175) = 37.16, p < .01],

utilitarian)” > ‘FE 23 FA(pure hedonic)’ £OZE WA S 7=

Aoz veh}, Ast A& (mixed product)©] €4 A¥ (pure product) Xt} T

F7Hd wla Adakelh A AEz S7Hd vla Ay (3 4-12]9 [ 4-
5lell A= o] St

- 59 -



[ 4-12] AFE 7 vl
A& k714
(ambivalence)
Folg WEFael  AFAZ A" A (mixed | 4.60%
utilitarian)
Fg ¥ (pure utilitarian) 4.25%
Foig A¥AC Wyt Ad® AF (mixed | 5.01%
hedonic)
Fog 239 A (pure hedonic) 3.74x%
#*Fas 05 FEelA #o ]
(29 4-5] AEFE S/ ¥a( ‘Fug S+ A797A4 vs.  FUE
AMA+YFIL )
oF 55
7t
4
RS E T+
A5
45
s+
450
35
- 60 -
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(2)H3 : wi7fe =4 &3 (Mediated Moderation) +24

At A# (mixed product) —%¥7Hd (ambivalence) =AM &} 7} Alo] 9
BAANAY A A& (mixed product)el thHdF <7} (ambivalence) S A&

F8o] z2d3=A wi/lE A &3 (mediated moderation) & 53T

A 2014 ¢} 2o, A3 A& (mixed  product) = ST,
%71d (ambivalence) &  "WiIZ/lHSE,  AE S 2AWS, FEE
F&WM4E o] PROCESS Model 7(Hayes 2012)% HEAE#

A (bootstrapping analysis) = 2 A3} th.

2443, A% AFE(mixed product)d FilEe] o FIFS
%713 (ambivalence) o] A wistlem,  AFE FIFol AF  AFH
%713 (ambivalence) 8] #AIE A3, AFo]l ALAHL w, A
A% (mixed product) & AlF=  —.16[LLCI = —.36, ULCI = —.04, 5000
iterations, 95% confidence interval], #|&o°] =AY w, A AF (mixed
product) ¢ A== —.58[LLCI = —.96, ULCI = —.22, 5000 iterations, 95%
confidence intervallZ 4Yey, 714 39 wisld %4 &3 (mediated

moderation) = A A HoH, A= [E 4-13]134 £

[ 4-13] #A3% A F(mixed product)? ABv|A FHrle]  dojA

%7174 (ambivalence) ¥ A% -39 vwi/ld =4 a3}

Outcome: %7FA4
Coeff SE t p LLCI ULCI
mixed product 1.27 .16 7.98 .00 .95 1.58
A4 51 .15 3.31 .00 21 .82
-~ 61 -



mixedxAFF8 | —.91 .22 —-4.17 | .00 -1.35 —.48

Outcome: TFHj9 %=

Coeff SE t o) LLCI ULCI
mixed product -.38 .20 -1.95 | .05 =77 .00
F 71 —.46 11 —4.01 | .00 —.68 -.23

Direct effect of X on Y

Effect SE t p LLCI ULCI

—.38 .20 —-1.95 | .05 =77 .00

Conditional indirect effect(s) of X on Y at values of the

moderator (s)
AEFE | Effect | Boot BootLLCI | BootULCI
SE
F7H3 A8 -.16 .08 -.36 -.04
= -.58 |.19 -.96 -.22

sk [ 4-14]904 AA" wRe} o] U =HF I adst
28k [LLCI = .13 ULCI = .80], A1} AetAjeo] ot A5 g axrt
95% 21 F-ZkellA 08 EFHeA] ol FolshAl YEry, AT 29049k ol

7he 39 vizhE - a7t A v skl

FEHF | vi7lH S | bootFE & ¥ | bootEF 23} | bootLLCI | bootULCI
T | 7 42 17 .13 .80
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TEHE | AEFE | bootHHEY | bootEF 22} | bootLLCI | bootULCI

71 2187 -.16 .08 -.36 -.04
A -.58 .19 -.96 -.22

Aol AAlE miAE ZHEEIe] A Fdas w=2dkstd (19 4-6]3

L

“-H[XH Bt

AT 3elM= AT 1,

AT2

;El:L:O] i,

>

FAR 54

d

A3 (mixed product) @l

ssto], 2 =

[*p < .01]

o % F7}
20014 AAHA S AETR] IT Aws dde=
ol AxE A Bl uiEd dnkst Jhsde
7 Q= A AEd A3 vlas S8, 249
FREE 7MY I olel st T el &S vIAE AlFE
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739 9%

o

A=l A

ot

w4 A3, A3 AlF (mixed product) @] AW|ARF FIbe] wR = FIFS
Sl osf mizjEE, olest <F7HA (ambivalence) = AlE &l <3l
A=, HFA AFol AEA AFET o ¥ Y7Hd (ambivalence) &
op7|gtth= At 29 AWt AAHAY. SHHEFE AY Als, WHsE
G7Hd, 2ANUFE AF 19, TEUTFE T ER 5] PROCESS Model
79 REAED £ (bootstrapping analysis) A3 w7l &
24 a % (mediated moderation) 7} 1% laL, =3, A3 S-S A= F
7 A AFE] FUE BFe AYAE AFS AFE A FulE
Ay 7o WAIE AR AF o ds av|AEe] =7l e Bladt
A, 714 AFol HFAJ  FulE AuAC IFE AFe AF o ol
S o "ol 7E Aoz yehy, ZA¥  A¥ (mixed product) 9

PRl VAL AE I TS B ARHOE FAT & Ak
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Al 42 AT 4

2

A]

T 4ol AF Al (mixed product) 8] 7Hdel Y& vlA= &M
P

Jm

A

E

F EE BHog, AuAe tpokAd F- Ak (variety seeking

tendency)©] ZA3¥ A|ZF (mixed product) e <F7FA (ambivalence) ol wH| A=

(o]

d4E Bldn iz} gk
1. d734 3 23

(D A 54

2 Age 2 AEE FEl
30 (30.3%), 914d°] 69 (69.7%) 2 AHEILE= 20404 29417} 69.7%.
30A1o14 35A417F 30.3%, Hi dAHS 2

BN

AR (EF=AA} 4.17) % e
AL AHEA (48.5%), sty =2 distaA(25.2%), A2 (12.1%) 52

ol

(2) 249 27

HAAES 2709 =1 F Stuel FALAE ddEo b e uiEo
Adde]  Fojste] s Aol SHsilth Al xFE AFS AF
Al (mixed product) ¥ &5 AlF (pure product) &= o], ATt
A% (mixed product) S2= SLAE X7} 2FIE, &5 AFoZE U
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S it AFeE AAesl

B
uHl

2. 7ANEY 233 o 49 54

(1) 4% vs. =54 A& (Mixed vs. Pure product)

b AFeHel ol wulEi Avl BHO Hyo| FE AFE AF

vl N WY

A# (mixed product), &Aool F7t¥A &2 7|& AFSE =5 AF (pure

product) &% A 9] &}%it}.
(2) %k71d (Ambivalence)

oFe] A9 o] AuAtEo] =7+ 4714 A (feeling of ambivalence) &

%4391, SYFHoRE Nowlis et al. (2002)& Fiate] (o] AFL
HHEA e A) i@ =gl Ed, M 4FHE =gl Ut
BgA o]l Erf | WA 7ol EY o 4nd @mom

TS 28x G ~70he a2"geh’ o 74 HAER $9 HEE

(3) t}okd =1 A8 (variety seeking tendency)

ARAEY gepy T 4T SAFBORE A3 B GPY FT

S HEgkst Van Trijp et al.(1992)S Frarsto] ‘U= 9]2lste] 744

M2e e AESIE Tkl | Cohshd g $4% AEsHE RS
2A¢ dolrt , AR £4% W TIW vkl EW o diE £
- 66 -



A% AlE (mixed product)ell ik 2wk Fr7bE stestr] Sl Al el

2

g THYEE  S¥sga, SHYEe dY AFL CTosy
GohFAE)” F LS a9A dth~T(lS a8’ o 74 AR

Farednt.

™

l~1

|\

B A" 43 A|E (mixed product) & AME AEEHE 4N

B4 H4o] APE AFL ovidch APel AgE AFel AP AF

7P SAZECR, (o] AES) Yool 4", How Ve & A

o g A g

|\

Aol= ddE o7 HASIY, ol TgES 247 74

AgH AR NFA AN B FRFEE AL —testd Fal Aol

- 67 -



=]

gul

Ho
1o
oX,
e
o
o\
B
iin)
=
ne

P

8 AEFS A84 7hHe HFgkol 3.72,
A 7xe] FHFFo] 54107, AE zol7t Hd Aow
7FA] €]

Hagkol 5.12, M=A 7hAO] Hghol 4.82, Aol A Fot Zlow

e O™ (3.72 vs. 5.41, t = —14.83, p < .01), SAEE= A&

)

12 vs. 4.82,t = 2.50,p<.05), dvt 2F AFH LAEE sk

<
o
NS
>

AEL 47 =4 AE (pure product) ¥ A3 AE (mixed product) &

Z odgusts ZoRr = 5 glon, o mE & A7 S RS o

2 AT SRS Eo] ddEHe MES FAAsA vrYgsteTtE 3UeH)
Y& AEnE 43 (Cronbach’” s @) AFE FHTE] A=AHS AASH 1,
JEnvE 49 (Cronbach’ s )7} EF 0.75 438, Nunnally(1978) 2]

NEE SEe 20 uEART. FYFRE A¥Y 9 Ad: [E 4-

W4 R Cronbach’ s
a
A&7 71 & 0.775
A7 =2
A 71 7% 0.860
7 e
¢¥7}4 (Ambivalence) | o3t =7 0.866
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oA F= AAste] 7hA, 2L W4T 0.837

4, AF7HAe AF

(1) H4 : w719 =4 &9 (Mediated Moderation) £4]

A% AlF (mixed product)& W, Y7Hd (ambivalence) & #i7i¥ S,
2HAE vk FE 28N, TeEE FEUTE 89 PROCESS
Model 7 (Hayes 2012)%=% HFEXEH
A8

4 (bootstrapping analysis) &

g F AT B M = 457 ZFHA(sd =1.09)E, T

T APl B FROM+1sd 237 TPy FT YTl e FBM-

1sd m|9h) 2.2 o] Spotlight AnalysisE %3] 413 Ay thekA F47}
Agt A& (mixed product) ¥ 9F7}Ad (ambivalence) Alele] #AE ZHstx

d&ol  yEbt FAFoR Avww, A AlF(mixed product) 9
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TFufl e e JFS /M (ambivalence) o] A uisfER o, T
FF Ao EL Hutol AF A|E (mixed product) @ AE  —1.61[LLCI

= —2.90, ULCI = -.33, 5000 iterations, 95% confidence intervall, t%4

F7 Aol W2 el Ag A3 (mixed product) @ A4+ —.93[LLCI =
—2.07, ULCI = —.23, 5000 iterations, 95% confidence interval] 2.2 e}
g F+ Aol A AlF (mixed product) #F F7Hd (ambivalence)

T AHAREO]l ¥ S
FHE Heole Aoz dyewn.  weps, JRd 49 wprRe

%74 a7 (mediated moderation) & A A &N, dF= [E 4-16]7 2o}

[ 4-16] Ag A& (mixed product)? AH|RF  H7o]  QlojA

%71 (ambivalence) ¥ Tk F7-2 wizld =4 a3

Outcome: 71

Coeff SE t p LLCI ULCI
mixed 1.54 .40 3.84 .00 72 2.35
product
o .32 .35 .93 .36 -.39 1.04
mixedxThFY | 1.12 b1 2.18 .04 .07 2.17
7

Outcome: 9|2 %=

Coeff SE t p LLCI ULCI
mixed 31 .60 .01 .61 -.91 1.53
product
F 7+ —.61 22 —-2.77 | .01 —1.05 —.16
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Direct effect of X on Y

Effect SE t p LLCI ULCI

31 .60 .01 .61 -.91 1.53

Conditional indirect effect(s) of X on Y at values of the

moderator (s)
= AT Effect | Boot BootLLCI | BootULCI
=T SE
71 2> A | —1.61 .65 —-2.91 —.33
S A | —-.93 45 —2.07 —.23
TS [E 41710l AAE wpel o] Y xR A art
o8t [LLCI = — 1.75, ULCI = -.07], t¥8 F7 Add =04
DREA7E 95% A FZrelA 05 EshA ol skl yErd, 7R 49
7 A a o] gk A~ 7hdo] AT EAvkal shlth

[E 4-17] 9ok F7 A

ogk

of wE =% 1A

fol
)

ZEHE | W7l | bootZTFEEF | bootEF22}F | bootLLCI | bootULCI

Tl | S7Hg -.68 A2 -1.75 -.07
TERT | YA bootFH &Y | bootEF 23} | bootLLCI | bootULCI
T
F7Hd =< -1.61 .65 -2.91 -.33
et
e -.93 45 -2.07 -.23
-71 -



At

4 49) wiAE Zda el ogt At

i

EAgtebd 17 4-713 Zh

(28 4-7] Wi7/l® =423 (mediated moderation) 43}

Cres

28 HE

5. A7AHY 2o 2 B}

AF 4o = A3 AFE (mixed product) @] <%7FA) (ambivalence) ¥ A%

[** p <.01 *p < .05

Fbell FFE vAE B[R S WHFE ORE F TS Flsta
Az g F Aol AT AFe ddE =7le e 2Este
W E 4 &9 (mediated moderation effect) S #<lst ), o5 FAFoRE
AR, o F Aol S auRbEe] tkd F o] e

auAERG A% AT del o we by

tlo
[r
N
rlr
P
o
i
i
ful
Ny
ui
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WAAdS =9, 29 AFel dal o @2 d7s =717 7] deEd Jew
Holx e}
olel Bt 7Hd AE Ao (% 4-18]13 2k
[% 4-18] 7Md AS A3
TE [ A0S A%
He [ 284 493 A2y 449 23 A% (mixed BE

product) o thdt An|x} FH7h=
9¥71d (ambivalence) ol & & wi7/§ =,

9F71d (ambivalence) & ZH|A}e] TR F=7 AJ 3o

lo

3 2AE =, I F ATl =2 aH|AE0]
ok F ko] w2 AnjAEHT
A3t A& (mixed product) o i3] o @&

% 7}/d (ambivalence) & =72 ZoJt}h

-73 -
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Al 52 AT 5

i)
o
ofj
i
rr
I
o
lo

AT BelAE AT 1~dolA vl FA4e] = =
g o, GEg FE glths oo

™ (alternative explanation) 22 #AAE Y& MZ& JAES E8H5te], F7}

g4 H4 0 Ftl 9§

ATE st

1L @43 3 22

(D A 54

ATE Tl AT SHAT T 158W o HAl

o

B oAdge

o
I

479 (29.7%), °1Ao] 1119 (70.3%) o2 dAHEIZE= 20494

72.2%. 30A1NA 35M7F 27.8%, Hat AR 27.2A(EFHA 4.18) %
gEET. A9e

AEA(11.4%) 59 =]t

i
i)
A%
o
o
~
Do
=
ﬂ
R
~—

ARA(GLI%), oy Ee

(2) A9 27

HPAEL I =1 F st FALE FHEo 7 e vHEo
Ao Folsto] s Aol SEerdth. A¥el x3dE AFS whiE=
A8 F71ek AE (A AF 0 mixed product) ¥ F7FeHA] %2 AlE (=5
A% ¢ pure product), #Z AH| HAO HAS FURE AlE(F3t AE
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bolstered product) & & W9}, A A= (mixed product) .2 QAE H7}

b
|
u

=, = Al (pure product) S &= ARE 2FF AF, 22 &a¥] H49

b
oX
ftlo

ZF7}3t Al (bolstered product) &2+ 2#He F7]& H71st xR E&
i AFew AR olwl, A82 At e Apde] BT AEEHA
o (unrelated) Aol A AFo] dAAAozr A ode e
173} (ecological validity), #< £Ado] F71¥ A& (bolstered product)

Jug mFato] AT Sk

R MECESUEER-E

(1) 28 vs. €4 vs. 43 A# Mixed vs. Pure vs. Bolstered product)

Qo] Aol A el o] RigE= AW 5 HAo] FrtE AEs A
Al (mixed product), Aol F7HEA &L V& AFE =5 AlF (pure
product) &= Aok, ZE& v FZA Aol FriE AF] A

A& (bolstered product) & MZE Aoz F3313 T}
(2) 9713 (Ambivalence)

ko] el o] Au|AtEo] 7= <k7FA 7HA (feeling of ambivalence) 2

=43RN, SATEOCZE Nowlis et al. (2002) 5 Faste]  “(o] A&

A e AT i@ =ge] BT, AR 4FHE 2ol d
mgAe Aol BT, WA el £ o 47 REow,

1ds a"EA Gh~70le a2’ o 7H HER F9 ALRE
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A% A% (mixed product) ol W& 0|4 F7hE setets] s AEA d@
FHEE  HPs9a, HPRe AY AFE Posln

AGEHAE)” & 148 284 Gh~70l% 2 9 78 HE

(D) AEF 3 =2 43

1o

ZZ+3} (operationalization) ¥ 1 +=4] gelsl7] g8, 714 A& (base

ot

Agel AR AFES MY AT A¥e  ® W

product) ¥ F7kel HAdo tigt A +3 =& e AAsloh

AgA ARG N AN FBO BRGE AL (—testE Tl Ao] 9

GoAE AZFE Ay, Ayl x2ZE AZTS AEA 7rxe Hgko] 3.53,
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HNekA 7px 9 Hatgho] 5.27E, AE Aol7p ek Ao e o (3.53
vs. 5.27,t = —11.29,p<.01), RAEE A&4 7}x9 H#gko] 5.12, HH4
7} 9] Bgko] 4.82, HFo] Al 93k (5.12 vs. 4.82,t = 2.50, p < .05),
e F7= AL 7EAQ Fatgte]l 3.40, HAH 7hAE] Fatgho] 5.37=,
Zpol 7 g o2 e (3.40 vs. 5.37,t = —13.64,p <.01), U4t =F3

o

152 AES H7RE =Y AlE, ede FUIE AR 2EI OAES

2

N

1zt &4 AF(pure product) ¥} AF  AFE (mixed product), 3}
A% (bolstered product) = Z tEsl= oz & 4 Qloy, o]q wel &

ATe) SRl e 24 BYR Ao B vk

sl AEuE 43k (Cronbach’ s o) AlFE SHTH AHALS A6,

IEvE 43 (Cronbach’ s )7} EF 0.75 4338, Nunnally(1978) 2]

W= =7 g Cronbach’ s
a
AEA A G 0.704
A7 &3
et 7HA =7 0.862
7l e
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k714 (Ambivalence) | o3t =72 0.862

4. A3 B4

(1) Bdnla 7M., o=

Skol AFteA yEehd o]l A ASEHE A9 FUHF okd, @
549 F7bell oJalA yERd AL opdA] Fstr] $38l], AF Al (mixed
product) ¥ £  AE(pure product), 73 AE(bolstered product) 2]

Prhgat FuelEel tig BEFe vlamste] mokeh,

A AF F7H3 BAE Muixea = 4.61, =5 AF /M B>
Mpure = 330, 7O]-§]‘ Xﬂ%‘fﬂ 001:7]'}5] jé To: Mbolstered = 290 '{—LZ-C—)—E L]'E}'L}',

Azt #ol7k s Ao® YEtRTHE (2, 155) = 44.67, p <.0D)]. =3, A%
AEY T LY HEE Muixea = 3.93, 57 AEY PHIE FFL Mpue
= 4.28, st AF2 Pl % HtS Myosierea = 5.032 YEFSEO ™, k3t
ZFol7b e Aoz YebdtHF(2, 155) = 16.21, p <.01)].2

2 3w A3, 23 AF (mixed product) ¥ <=5 A& (pure product) Ale]e] F-mj<]
T ol FAFH o R FoF Zow Yehgow (p =.09), d7A I Fuje s i
Uz A3k 2ol B o Aoz eyt
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(238 4-8] A A& (mixed) vs. <=5 A& (pure) vs.

o
L

A& (bolstered) %74, i =

4 .
m Mixed
Pure
3 M Bolstered
2 .

Mixed Pure Bolstered

ox o2

2 6
oj
9
= 5
m Mixed
Pure
® Bolstered

4
3 .

Mixed Pure Bolstered

(2) H2 : vl b
B oATelA e 7ol wedl £4 /bt obd, 21 4EsE &4

F7rel g3t Aol s #FAstr] Y&l [AF AlF (mixed product) +&

A& (pure product)], [#A3} A& (bolstered product)+<F A% (pure

-79 -



product)], [A3% A& (mixed product)++3F A= (pure product)+73}
A& (bolstered product)] o] 3HTHES AMEZ sto], 22t wilazsE 48k
Rkt

G/l 28 (PROCESS Model  4;  Hayes 2012)°=% HJHEXESF
A (bootstrapping  analysis)& A A3, [AF  AF (mixed
product) +=5 A& (pure product)] AMEZANAME= AF 2~4° Ao}l ol
F7Hdel T =E wislekes Aow uvEhgeu, [43F Als (bolstered
product) +&=5 A& (pure product)], [ A|3#F (mixed product)+<5
A& (pure product) +7+3 A)F (bolstered product)] MEZo|AE= w7 23 o]

AReHA e ACE UEsH

TAZeR AuHEdE, [A3 A& (mixed product) +<=54 A& (pure product)]
AEe wiAgd BAEAx, e wilaERrl Qe AeE JEsa
SF7}A (ambivalence) ©] 23+ A& (mixed product) el tdl Fujo=E okAd
A Aoz veEbdtH A aRe] A2 1 g =-.22,p>.05, LLCI = —.29,
ULCI = .72, 5000 iterations, 95% confidence interval Z+8&a¥9 ZA=Z : 8
= — 56, p<.01,LLCI = —1.02, ULCI = —=.21, 95% confidence interval].
kA, [43F A1 (bolstered product) +55 #)3¥ (pure product)] S thao =
) g3E AT Ay, FrHdo] Tl e A= o] FoshA &
Aoz Yela[p = —.14, p > .05, LLCI = —-.33, ULCI = .04], [A%&
Al (mixed product) +&5 A (pure  product) +7%3F  #|3 (bolstered
product) ] M&ES thde® w7l &35 A 43, Sywsrr el
]

ULCI = .75], [#3 A& (bolstered product)+<5 A& (pure product)],

(

rlr
o)

il

ol FoetA ¥ Aoz YERt[g = .36, p > .05 LLCI = —.04,
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[A3t Al# (mixed product) +3=5 A|# (pure product) +743} #|3% (bolstered
product)] AMEANA= AT 2~49 ZFE S wiR o] dHEA e
Ao 2 ey

ol¥st AyE ntg oz, A3 AF (mixed product) el ©ld] AH]AE©]
7l %7Hd (ambivalence) & ©@dt 4o FUH7F ofd, MR AT H=

£49 /b= Qs vehbe oz ¥ ¢ 9

fas

[A3F A& (mixed product) +5% A% (pure product)] A=2] PROCESS

me #4 Ashe [E 4-200¢) ANHe) U, Aws =4sEhd (28 4-

[ 4-20] A% A¥F(mixed product)Z FuEel  FAAA

9¥7}1d (ambivalence) & vi7f & 3}

Outcome: %714

Coeff SE t D LLCI ULCI
mixed 1.32 .19 6.99 .00 .94 1.69
product

Outcome: T-w] o] %

coeff SE t o) LLCI ULCI
mixed .22 .25 .85 .40 -.29 72
product
F 7+ —.43 A1 -3.83 | .00 —.65 —.21

Outcome: %

coeff SE t o) LLCI ULCI
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mixed —.35 22 -1.57 | .12 -.79 .09
product
Total effect of X on Y
Effect SE t p LLCI ULCI
—.35 22 -1.57 | .12 -.79 .09
Direct effect of X on'Y
Effect SE t p LLCI ULCI
22 .25 .85 .40 -.29 72
Indirect effect of X on Y
Effect Boot SE BootLLCI BootULCI
G714 -.56 21 -1.02 -.21
[2% 4-9] vi7HE ¥ (mediation) 2 ¥}

5. A7ATe Qo

o)
=X

[ p < 01]
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A 5elM kel AT 2~4olA et FrbHel BH AFes £49
7} obd, W &4 kel oA dEg SR Yoe ged Ay

Ql (alternative exploration) & AASH7] 3, &2 AH] HZHO £HAJo]

to

F718 A3l Al (bolstered product) & X3%Hsto] F7HA wlwel wiz) &3
S AASEY. B4 A3, st AlE (bolstered product) o= A

AF (mixed product) ol A 9} 22 FrH el @zrh LehA kol vhe 44 9]
Bk obd B Eshs 4 Rkl ds) byl oplEg Hag

ATt

;

4

s
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A 62 7 AT 2F 29

& delMe &anlAkEe]l A9 AlE (mixed product) ol thsf FAAOR
H7rsbe,  olglg A3 A|¥E (mixed product)el I AH|RF HIr)

s
H

i)

47Hd (ambivalence) ol o3  wiZhE= & AT I
¥ (mixed product) 2] Aw|zF H7le] uwjxlE= oF7FA] (ambivalence) 2 A|#

3 (product type) ¥ &AW A} thFd F A& (variety seeking tendency) ©ll

flo

ofsf A=,  HEHA AFlM HAEgH AE Bu o @

vl ApEo)] Thep

s
flo
oX

oF7}4) (ambivalence) & =711, tRA F4 A gko]

T o] W& AvatEHRY A3 Al (mixed product) ol oiEl o &

X

9¥714d (ambivalence) & =7]&= Ao Z YElyit)
oA M A5 Ao [ 4-21]9 A it

[ 4-21] 7V A5 A3 29

TE [ A0 9%
A3}
ML | 20AES 284 A4 84 44 g AA

A% (mixed product) & <4 A& (pure product) H.Tt}

A ow HAY Rl

H2 | 284 Ay g2 2] 4% Al (mixed A A
product) o] th3t AH]=} H 7= 9E7FA (ambivalence) ol

ol A" selth
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H3

AEA A3t Atz Ade] AF AlE (mixed
product) ol th3t Au]x} H7}= 9rAd (ambivalence) ol
o] wi7jE v, %714 (ambivalence) 2 AEF F&el 93
A, #HF AFolM A_A AFEG o w2

9k7}4) (ambivalence) & =72 Zlojt}

A4

H4

82 A FHetA A4 A AlF (mixed
product) ol th3t AB]#} H 7= 74 (ambivalence) ol
ols] wi= ™, 7 (ambivalence) S AHIAFE] ThFA]
T A gE 2dH e, v F AT =2
AHARZO] vk F A o] W AnAERY A7
A& (mixed product) o] tjal ¢ &

%} 7}/d (ambivalence) & =72 Zlo]t}

2] A
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Al 57 4

A 13 47 A3 20

Ag AE (mixed

1o
b
ox.
o
o
N
o

2 AFe AR HEE A 53
product) 8] 4B H7lo] AJEgES v|XE WHEEZR U (ambivalence) &
gelsl, o]elst A3 A¥ (mixed product) ¥ ¢7}A] (ambivalence) & #A) o]

=

GG VA= AF 54

A# (mixed product) el W3] FAFAo=w Hrisk= Aol JgoH, AF
Al (mixed product) ol dfdll =7]& <F7Hd (ambivalence)©] o]elst A%
B7HE wiete AeE uswt. AY Al (mixed  product) el o3|
LB RSO »7)E AL A FAF(thought—list analysis) ¥ A& FALES
, FAHE 297, 229 5 oY AlETelA

sl @71k, =z

gho1 5]

=
=
o
ok
o
=

A, A% A& (mixed product) ¥ F7Hd (ambivalence) 2] #AlA TS
n 2= A 5S4 2ANTE AFE 789 9T delsith olF TAA R
AoE™, A3 A (mixed product) o]  AB[RF FIhe] wA = P
471d (ambivalence) ol ol&l]l  wiZlE o, <F7FA (ambivalence) & A%

@l s =AEJ=d, ;A AFAA AR AF K ¢ B
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oF7}4d (ambivalence) & =7]= Ao ZE YElyit)
AR, A AE (mixed product) ¥ 714 (ambivalence) o] #A|o] &S
u] 2]

TAReR Aurd, A3 AF (mixed product) 2] AH|AF FIbe| wA =

lo

4 2R g F AT e Adsdin olE

rlr

E-1p

i

dge kUi (ambivalence) ol Y& wi/fE o, <7FA (ambivalence) &
282 TR S el o8 A=Y, v F Aol =2
AR|RFEo] ok FF Ao e anxtERt AE A|E (mixed

product) ol thall B %2 <9714 (ambivalence) & =7l& Aoz YeElyt)

%

dH, M2 7F2 4an] EF 9 Ao dste 7F3} A% (bolstered product) &
2 F7F AFE B, AF AlF (mixed product) el thaE]  AB]AEO]

7] %71Hd (ambivalence) o] 3] &9 Frtel oAl obd, M=

FEEs 2n] 540 Frhe oA op7|E = e FAE 5 U
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A 28 A7 A

BT o] B8 AAbEE et 2t

FEA71= A% A% (mixed product) ol thal] AGela 5SS FHEo=ZHN
o]t AE AF (mixed product) ¥ #FHHE Fofo] A& FAsty, Ad
A& (mixed product)el] WAE ALA  Ad](utilitarian  consumption) 2}
24 A¥] (hedonic consumption) HFZ o tdt Av|x} ¢1A1S Felslo g H,
A8-4 A4 (utilitarian consumption) & 24 44| (hedonic consumption)

e 2ok A gel® 71od 5 QU

o)

A, ¥ A= S7Hd (ambivalence) ¥ AT ofe] FAE 7T &
STt 9714 (ambivalence) > F2 374 (positive) 3§74 (positive) LA E9]
A LA Agol YehteE AoE tFolx ghed, B AFelA =
84 (utilitarian) %243 24 (hedonic) H24 o] 5% F=(goal
conflict) ol &Jalf oF7]¥  7HA (ambivalence) & s A& (FH71eF, =+,
Folg WAL, FoE A9A, 2F) A AT PHEAA, AT S
3

af gelsla, o8 %7 (ambivalence)©] ZAE A& (mixed product) ol
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o

WE Bkl GFS P E A RGN A7y o|2d g 2

T 9gALt. E35), 43 AF (mixed product) e FRrE A&7 22y Fekd
X
1

v

Ao ZA ZFZo 3t 9F7FA (ambivalence)S THE dT4ERE E

AT7F AL Hx ATt ofdr) Fh

AR, 2 A= AT AlFE (mixed product) ol sl =7li= SF7H3e AlF

2 Alw 180 dFe skl A Gill(2008) & Aol A
AEA AFe Heha H40] FrkE ARG, A=A Amel HE7 £4o]
F7ra Aol s avAbEe] o HAAFOoR dAskE Zes Bl out
Q= (MA 2 F71a7 ¢ asymmetric additivity effect), ¥ ATE E3)

ol s 4o stolela AFE olae] AFTIE FAse]l A58 U

oM,
o
ol
£
1
2
2
o
2,
i
ofo
2
.
oX.
S
4
)
(e
o o
o
2
B>

HzbE0] o W
%71d (ambivalence) & 71t RS HAoZH  7|E AF HIgHFH

ZF7}& ¥} (asymmetric additivity effect) ¢ 714 Z-4- (underlying

il

mechanism) ©] F9AA] FH&A T AAANE AT T3t AAE S 2
T AT
Y, & A3 A3 A& (mixed product) & FH7te] J¢E v xE= Av|R}F
54 2dA5E puAE9 gk F7 A (variety seeking tendency) &
T =

o aulAEe] Ty F7 ATl
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iy
G+ T T W
> SR x T o9 AR
NR Jo=m ﬂL gm_l % ~ b = i
3 ) mwﬂ w M % © Hw MW M T
By @aomne%,ﬂ woE R ﬂo_ﬂ%mwf%
o = S B g ok =0 o = o 5 B o T
4;_ ° Q S ) T w5 el 4 m o 1]
o w s & m %o S W ol mn T 9% THo
T Z o E % W o T B o ) w3 7= %
W5 2 o 2 3 = P % 5 oo
° B 3 EC nF 0 I
o7 = 7o o 7o 1 AR T om0 2 oy
AN - 7T xT = ) . v oo "
™ N N7 o NG g R o o = B 5
T B S ) (d ™ OGS ™ 22 2 =
4 T ay B 9p — = SO 2000 = g o =
N fo) 0 s ﬁa It X Lo} =1 d ﬂ N_/H o pag m =
o N = e T MM N T W e n_A(.m a s °
- = = o .
T W T E oA T X oo, 0 ao g B X
In e o m 3 E o X o &K S E
T B o T A o A of Lm b4 3 ¥ X o T o
ﬁ ﬂ [ EE : - m Yy S —_ _ \LIL/ e bl
= B = R = £ . E T L 3 I
C R ) R T L S eom o
Y ol 0 S ook o < ~  Uo ) Hn N ; i
Ton ~n L= N N ou  Hn A = m o o °F w 0|
b I X & E 50 o % 3T W w O ™
N < AR ™ 3 < K o M X
= o - & F oy o5 = T 5 = B U w 9 = =
Y N R T % o P M = T %
VN < N N ~ = 9 eE s
0 5o T ~ o2 o g N 70 = g o
‘uAlo 0 h J n - ~~ ~o = EE R 63 p— = :_.L =
Y o 0 X > o < E N = = . =
< ne H =T 9 = o) X % B o Hin - uy
_L_l »AE S.L o~ = 0 —_— 00 E+o o fe) a7 B
% T B o o b8 up 7 . o = 5 Al
NF o o) W~ < L = iy NN ay o o o W W o
g e 5 = o R e
7o o ® B o . o X N e o
oo T —_ . = B o= m ' T J] X o oKX 70 ETR-
s R B O#E 53 i*o 5 s UT o
T O B o T T T oy oo M I
m | o ML nﬂ o KR <0 iy o+ EOE 2 il ol W T o m
kR ﬂw_ I @ -~ CE T % He 5
FoT Ty od % o X < §
T AW Moo= o 7 oM R T
o ® W B d N
R U
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ATAEE ALH AF AEH H4L g A

7)== <9k7}A (ambivalence) 2] FE7F Aoz ¢

e
ofgfsta, ol g AE ML A Y AFTE V1S vt S Aol

AR, B AFgMsE FLt £4S /1R A3 A¥ (mixed product) ZF

PHe vlnd AT 3% Fal, A AE
AE F9 JFL ARG ot FAF 54L&

ojw A EAMY (positioning) ‘F=Ao] wet AH| RS0
gl ¢ QS Ak AdE B 5 lew, o]

HAHELS ZAF A& (mixed product) S FEAAMYE=

2 Q1A S 2 gpotsto] dgetoof Sk AS AlARRGAL SRl

Y, E Ao A A& (mixed product) o

o
MAE 2 54 2AUFE 2HAEY dOd R YL B,

(mixed product) 2] %71l Bl x| =

A Folet e AES

|

w7l hol

g 3lefA

o] &

ok F ko] =2 Av|AbEe] kY F Addo] W Av|AtE R,
Agr A% (mixed product) o] tisl] o B2 A7 S 7= Ao 2 eyt
olyst A¥E EUE, &v[x=9 bk F7 Aol met 43 AlE (mixed

product) el ®Wdll 27| grHdo]l FolE RY F Qorz Oy F

Aol =& AuAESY A4S o]s°] AF AlE(mixed product) o] ol

wEol o8 24 (arousal) FEolv 25 (conflict), B 2HalA

F71E EAo del EFAASE @ w74 HAqorw, Lee(2001) HEF

sobdtk stfomz, old] weh A dE wF Tt A4

rlr
ki
tlo

A Bl S 35 d Eeves 2 T e JoewR
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A4S o] o]5o] Ae A ¥ (mixed product) ol sl =7= UAS
FaAA F JAES Mol T Flojth
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el

A 38 A7 dAY FF AT I

, raE 297, 2ER S

i)
i)
o
o
Y
i
ol
2
(03
T
fe
Q
-
=,
2
>
ofo
i
2
o
|
2
i—v
1o
Jm
o
)
-
o
N
i

iin)
A
1o

1o
iz
oty
N
ojr

o
o
Hi
e
(U,
to
)
%0
3,
vl

A4, 2 A A% 2AME F8 2 AlSE (mixed product) of] tht 145
goaiinh. o= AA AR AFelM e anjA e zolrh e F=
21022 (Nagle and Holden 2002), 55 Aol M= AA &u)Ap o o 1t
dee g 5 Sl AP (setting) & FFsto] AFeimozyn A7 97

3 (external validity) & HS =4 F & Aot

iuj

P EE vehbs RS obdA FAshy] fa A7 58 B MR
Aee TSl 748 AT BAL AASHA oW, A§A Ad A

e BT #AHEEX 42 (unrelated) Aol ATE AFo] dLFHO=Z
ZA37] AHL A2 12835t (ecological validity), 2 AH| HJZ 2] £A]o]

F71g A% (bolstered product) FHW@S Eslslo] A5 £35S o] =



#7} et

"

A7 P74

H

BRI

F7bE Qs

™
i
oF
M

)

0
o

(bolstered product) &

Al &

o,

7+ (felt ambivalence) & &

anl gl =l @A

j
fu

AR, 2 Aol A

74 (subjective

ZH

o]
;OD
.5D
i

ojpy

1

X

ambivalence) ©]&o% U7

a% Al

o
%

¢

B

o
o
"o

o

(mixed product)®l] ZHre

3T
R=3

ol

F0 F7he

ol Als

(mixed product) il

A

o]},

oy
o

QFe vA F

AE B 7kl

1]
ES

HtE 9714 (ambivalence)

el
°

¢
ol

—_—

"o

Ho
o

uy

i

A% (mixed product) ol Fuke

ol

L
s

Qo] 4
o g

=
Aol A AA

A A,
conflict) ¢

&

o Bkt a9,

B

TE

S
=

o¥7}44 (ambivalence)

b 2714 %4 (ong-

—

0

+
gyl

)

term goal) ¥ W74 F% (short—term impulse) 7+9] FE3%
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A3 A% (mixed product) ol

p

fu

A -of) 4

=0
T

T

w2}

oju
ﬂmo
N
M
Iy

N

T
T
ﬂW

el
Jﬁmo
"
=
o7
uAlo
Ar
W
N
N
)

A, 2 ATl

s

fus
L

R

o=
= =

o] Whrhw
71E& AH]

. a9d], oA

AAE wkel o]

h=3

s

(e}
(mixed product) il

I A

O

3T
h=3

oAl 3
A

a4

T

i
ks

3

pal
L &

A

17}

xal

al

]

(mixed product) &

o

o

[e]
3L

AFANA = olF 2 olW (framing)
uj (ex)
=
243 A

L

fu

bl &

F7b Wk olyel AT 54

Aol A
o] 73} (bolster) =

%714 (ambivalence) o] 1 A&

Z g olw (framing)
R )

o

zel
4r
J|

L
o

)
a3

=8
=

o] AH] 7 (goal)

hv
=3

3 Al

Q.

R

T Aol A

e}

=
T

- ERA,

1

K

BN

3

0
o
%

N
ﬁo

=
Hn

o
N
N
oj
uNO
qr
)

—~
fite)

X

0

oj
5%

—_—
N
-
zel
A
of
"
il

ol
L

ofpy

I 7Hx ¢ S 7F(increment) & ¢ 7] A

S

W, ZvlApEe] o %

ol
i

e
)

X

el
o)

< (redundancy) & &
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Abstract

Consumer Evaluation of Mixed Products

Having Utilitarian and Hedonic Dimensions:

Effects of Ambivalence, Product Type and Variety

Seeking

Sunhee Muhn
Youjae Yi, Ph. D. Advisor
College of Business Administration

The Graduate School of Seoul National University

Recently, the release of products providing both utilitarian and hedonic
benefits has increased. Nevertheless, there has not been sufficient
research on those products, and contrary to expectations, the products
were not so successful in the market in many cases. Accordingly, this

study examined consumer perception and evaluation related to products
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with both utilitarian and hedonic benefits, and it identified variables that

influenced the evaluation of the aforementioned products.

In this study, mixed products were defined as those having added
attributes that satisfy consumption goals that conflict from utilitarian and
hedonic perspectives. The consumer evaluation of mixed products and the
mediating and moderating variables affecting such consumer evaluation

were examined.

The results of this study can be summarized as follows.

First, consumers tended to have a negative evaluation of mixed products,
and the ambivalence toward the mixed products was found to mediate the
evaluation of such items. Consumers' ambivalence toward the mixed
products was confirmed through various investigations including
quantitative and qualitative ones, and it was also found for various product
groups such as flu medicines, cola, portable refrigerators, portable

speakers, and chocolate.

Second, this study examined the influence of product types on the
relationship between mixed products and ambivalence. Specifically,
consumers' evaluation of mixed products was mediated by ambivalence,
and the ambivalence was moderated by product types. It was also found
that consumers felt greater ambivalence toward hedonic than utilitarian

products.
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Third, the moderating variable of consumer characteristics, which
influenced the relationship between mixed products and ambivalence, was
identified, and the influence of consumer's variety seeking tendency was
examined. Specifically, the influence of mixed products on consumer
evaluation was mediated by ambivalence, and ambivalence was moderated
by consumer's variety seeking tendency. It was found that consumers with
a higher variety seeking tendency felt greater ambivalence toward mixed

products than those with a lower variety seeking tendency did.

Fourth, through additional research on bolstered products, which combine
the attributes of the same consumption goals, it was confirmed that
consumers' ambivalence toward mixed products was not merely caused by
the addition of attributes, but by the addition of attributes that have

conflicting consumption goals.

The theoretical implications of this study are as follows.

First, this study is significant in that it expands the scope of research on
mixed products and contributes to the extensive research on utilitarian and
hedonic consumption by examining the mixed products that satisfy two
types of consumption goals that have not often been examined despite the

trend toward more mixed products being released.

In addition, this study also contributes to expanding the research on
ambivalence by revealing the ambivalence stemming from conflicts

between utilitarian and hedonic goals that are inherent to mixed products.
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In this study, it was shown that ambivalence arising from goal conflicts
between utilitarian and hedonic goals influences consumers' evaluation of
mixed products, and it appears that this study might be the very first one
examining the ambivalence toward mixed products arising from goal

conflicts between utilitarian and hedonic goals.

Third, the influence of product types as the moderating variable of
consumers' ambivalence toward mixed products was examined. A previous
study by Gill (2008) showed that consumers were negative toward
hedonic products with added utilitarian features (asymmetric additivity
effect), and this study is significant in that it also showed how the
application of such characteristics can be extended to product groups other
than high—tech items. Also, it is very significant that this study showed
that greater ambivalence can be seen when hedonic products were given
added utilitarian features than when utilitarian products were given added
hedonic features, thus figuring out what the underlying mechanism of the

asymmetric additivity effect was.

Fourth, this study confirmed that consumer's variety seeking tendency is
a consumer characteristic variable that influences the attitude of mixed
products. Here, consumers with a higher variety seeking tendency were
found to feel greater ambivalence toward mixed products than those with a
lower variety seeking tendency did, and it was assumed that the
consumer's variety seeking tendency increased their sensitivity to the

related stimuli and caused negative attitude of products.
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The practical implications of this study are as follows.

First, it suggests that consumers may feel ambivalence toward mixed
products and that such ambivalence may influence product evaluation, so it
1s necessary for product managers to manage consumers' ambivalence
appropriately. According to this study's finding that consumers'
ambivalence toward products mediates the negative evaluation of products,
it is necessary for hands—on workers to examine consumers' ambivalence
toward the products and to explore various factors that influence

consumers' ambivalence in order to reduce this ambivalence.

Secondly, this study has identified consumer perception of mixed
products and clarified variables that influenced the evaluation of these
products, and these findings can be utilized for developing appropriate
marketing strategies. For example, in this study, the ambivalence
consumers felt toward mixed products was found to be higher for hedonic
than utilitarian products, and thus companies should take caution in

developing new hedonic products with added utilitarian features.

Third, the study confirmed that ambivalence toward mixed products with
identical features is influenced by product type. This finding highlights the
need to identify and utilize consumer perceptions when positioning mixed
products since consumers' ambivalence could differ depending on the

positioning of products even when they have identical features.
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Fourth, in this study, consumers' variety seeking tendency was identified
as a consumer characteristic variable that influenced ambivalence toward
mixed products, and since ambivalence toward mixed products may differ
depending on the consumer's variety seeking tendency, it is necessary to
utilize and manage such consumer characteristics well for the marketing

strategy of related products.

Keywords : mixed product, utilitarian consumption, hedonic consumption,

ambivalence, variety seeking tendency
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