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B, A%, oAHEAA 5 TRl 3RS wix=
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BHE S v o vkeo2H 7| Rpsat ARt
7IFARE A e AR A} 1A= AollA]
Adegdtet xpEFo] Qlet, AlA, of=dt A4
e 7oz vjgezjely 71FdAlE A
BIAR] 7| AA] Aeke AQFsEalA} Fhct,
obze] & dFtolis F= 714 A 7|+
s Aol 71E A4et Fe(], Liu &
Aaker, 2008; Winterich, Mittal, & Aquino,
2013) HlEA1A e SR 7|Rans A
R} sl FHi Sl 7|RaEt 2
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o] AxAE7I=E ol & 5 Qirh

TEAE AeE ARk AT o il

& 5575 Ag0] 'AEE AL o|Flo] 71HE o,

7|1RsRe] AH = ofebA S WA=
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©32 E 4= 9Jti(Barasch et al., 2014). =Xz}

ATle 253l Ao 2 (Small & Verrochi,

2009) 715<8Ate] Ao] PEFtog HHE

tjof] B]sto] &E FHOC= AAE of 7| FHF

o] Z7lsH, T T3 = AdEE Aew

oA 9l om(Small & Verrochi, 2009) ¥zt

Al YoM 71FH e 33 AlFEC] 71RE

gk olfi= 71FslRtel| thgt 7ol AAJ el

072 ZAsIGHBarasch et al., 2014). 13y

S&olehe Aol AFSARl w4 Yol
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golH= ko QIX|A AlALE SHA W o]zt
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T E It Small & Verrochi, 2009), |4 &
T AHo] 7155 dovl= AR aQlE B
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A7} o] g AA| (entitativity) 2 A12F
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A AAIE wi(of], 715, W3 G2 AA) 5
At 22 AAA At oS AA 71FEaHo]
EoPATE (vs. W2 Aehd AA 27)(Smith,
Faro, & Burson, 2013). T3t 7| 5<=3#}2o] A
o] HAZFS doF|A HH AR A7t
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tHBasil, Ridgway, & Basil, 2006). A4l €]
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AP A E(ERP: Event—Related Potential)
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A=A = FHHQl Tt 5 szt

058 7|RFE ZoIE/E Shgirys, W

F 2ol T 71
o] dstow 7]—‘?—33-?47} A7 = Qb A
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9, 2012), FAKSE WekolA] o= Ak
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A710A =003t o]l B v e R 7| HALY
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oA 7|1Fowof FI= nAA DA FAH
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2 34 ZAolgl= AHojlA (e, Liu & Aaker,
2008) Uutzjel = k= o7t Qe 7]
FrRE oAl 384 e ke A
AdHor Frhssh] uiEelth. Aelshd, 7]
FslAre o] 7)ol el wiAl= Eiks 7
FAe) 22 Al ohet gebd Zloz
Agsto] theat 22 7HdS sk
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8 24 oH)-ThS TPHD)E SAskgt FOR ¥ Puom Bl fulagsigicka
(Cronbach’ o= 80), FIE[OR ubate] 2 AREE 23 57 Bae] HHA 6114 oy
2 A% 10 95 7Y BAE HER 2 2HS 2% 57 299 FRU6)S W 5

1o
3{3
4 4
@)
@

A5t tiHaws, Dholakia, & Bearden, 2010; 03)E 407 0.03 O]O} =A%
E D A=) WHES 2 R &5, 0.0301e
2 S WHEe PR R Rt
2) 24 3 At A, ol AIEAS ffsto], 2ExH, 7R
TRl 27, T Y] TS SN
(1) 7lwoi= 2 A4eln, 71Rolwg S4Haa ikt Ul
A ARTE 3 AAEAe] AT ATHE g A (ANOVAIS MBI, 4]
2 o|FH=AIE skl olE Sl & & olebul. 2 Az AT} 7Rz BAAAEA] 7
B ARLS & ARk AR AN AE £ L o) e mR golab ggb(ss (1), T
FANASEE AL GES AN AES T wie g Abs g e oab Uekdek(A,
R AR SR 38 AT 118) = 10,38, p < .005). Al 7paAZS
i 7534‘, 'jé\"lt!—i EXC‘)]Q,] 1—3—0] '}é\"‘g‘ ‘—XE)]Q,] /\]'%_].Oﬂ _r]o]—CC] 7:“@\:]-]}__“?__/3_' (planned Contrast)—% /\E]/\]
el o &35 A6k Ao® Ueiten, 3 st A7} o2 A SRS A WSS 7]
IS 2 AR SES AN Sarie) Aol R Y wol lste] =
Ao Z JEPFTHMape = 3,28 vs, Mzs= = 4,39, TR 0 7|57} B A Ve (3. 52m
#120) = 4.01, p < .001). vs. 4.21ag H1, 118) = 4.90, p < .05), =
E3 24 Qe S8 XS F= A AR 2 AL )HessRre] o]
At oz o R 25 flst] S5 7 £Z 7R uo] ulsle] $Eet T wf 7]H
(& 2) 2M2M 2t (V]Rolx)
EE] RiR= AT Rt QoEiE
ZEEE (A 125 1 125 078 781
71225k 2 (B) 062 1 062 039 845
A8 16,708 w 16,708 10383 002
X} 189.830 118 1.609
(& 3 =2 Zut (7189)x)
o= AR
ﬁ'!‘ %‘%Exo'l 30"_.5.73 A:::;H_-xg %"-.:E’éj
B(1) 421 352 353 432
TH(2) 387 392
EARY (1, 118) = 490, p = .029 A1, 118) = 548 p = .021
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Olw7t o EA VYEFHTHA. 3292 vs, 3,534 o
M1, 118) = 5.48, p € .05), w2t UM D& 8 1 AsEE ane fosl yERdTh

=~
]
=
=
fu
BN
i)
PN‘
_L
i

2 A

AR = (T8 DE=R). (A1, 118) = 4.41, p .05). AGhREAE 4
Algt Ay}, Aoz otz Aeke Ad 2+
(2) 3= 7RSS 715EAE A whE el A)
j7iH4=0] sht= AA1E FERRS-S A E o|7} O 1H4, 3002 vs. 4.64==; A1, 118) =
7] $Jete] 2827 71ResiRte] 2SS9 1.13, p)> .25), FA=H AZFS ZM =
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Th previous studies regarding prosocial behavior have been researched based on
e donors’ personal traits and the effects of donees emotions. However, studies
in identifying the effects of regulatory focus as motivational traits and the emotions
resulting from donees' expression on prosocial behaviors have not been researched as
much thoroughly. Specifically, consumers with prevention-focus perceive fit as the goal
attainability process by avoiding negative factors. Thus, it is expected that the intentions
of doing a charitable deed greater will more increase when the donees look sad than
when they look happy. On the other hand, consumers with promotion-focus perceive fit
as the consequential benefits of goal attainability when they are in the condition of a
positive emotion. As a result, the intention of doing a charitable deed is expected to be
increased greater when the donees have happier faces than sad faces. According to the
experimental results, consumers with prevention focus more intended to do a charitable
deed when the donees' expression was presented with a sad expression by mediating
sadness. On the contrary, consumers with promotion focus show higher intention of
doing a charitable deed when the donees looked happier by mediating happy feelings.
This study has a theoretical meaningfulness in respect to expanding previous research
concerning regulatory focus into donation contexts. Furthermore, this study has practical
implications by presenting the donation strategies on information presentations of
donees.
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