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57 ]Ur o]_n_oﬂ EHO}@ UEo =
giZolct, ol EEH, 7199 Tel% X—H% ZxH|2}
oA FAA olofE AlEsl] fitelehE 5
A= %‘30‘9‘7];‘1‘4 AL Aol ok
e 7199 ol
7] FEE WS P—'\: oK, 74, 7
. 2004; Levy & Weitz, 2009). 124
w7Fe0] 7IdEelAl 37l thet Amjat
£ Fy=zgE 71 sole] das Hasl
% QeR(opAoE A, 2015, 11.11). H<o] iH]
A= 71%d0] Al 2Adsh| Sl &
A AlRIEE Zlojleks ASA4 (persuas1on
knowledge)& ¢luta Woxgy Azntz zta
QloJA(Friestad & Wright, 1994; Rumelhart,
1979) Eelgare] vjsto] Apa3teE 220 $HA]
A €}, 53] fedAlsol &3] AMgSl= B3
7}2 &el(tensile price claim) Z= “50~30%
oI, “Z|t 50%7HA] ERI"} o] HEshes #
559 dele} IV F=H91E 4]
AABHA] roHBiswas & Burton, 1994) 4H|2}
59 FE2 U A Ho, o2li E &
Sl duizol] ZthEkel ‘%HE Xﬂ’\]% UéEHO]X]
e BT SelEalE gER deleE A4
sh= A3y a1 (obJectlve price claim)X.
o QHEO| 7IXE @A of7|= 394 vk
olth(Mobley, Bearden, & Teel, 1988). FE3H
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AiHom SRS T 5] At o
ISt o WA7HA IRIFIE A5 ARSI
2ol (Dhar, Gonzalez—Vallejo, & Soman,
1999) AHAES BA7HE SRIFILE HH 7|
Q5] AUAES $H RUSTAE BHo
2 ARSI PARRe AZhe 3 o), Tei
Agsiglze] 714, 53l edAlE dolAle
Feske QA F5 shusiue] die IRIFREE

APEEA H S e W ohe} £249 1
RGO =R BAVE TG} AT

Ikl vs, F|THERI) Tt A:HR} 71X A2 2lolE
ESL5b A (Biswas & Burton, 1994; Mobley
et al., 1988) =A714 AA] oJF} th2 24¥
—/F(O? AR 1t AT ARG ARG

Al £02 2002; &7, 1997). 18 HAF
7}75‘1 G H= ol HAUZo] A5 4= Slo]
(o], 24-%4 w|#*UZ(anchor—adjustment
framework)) 4=H]#}] F2olu 7Fx|%2+] A
Lk R oA A 4 Qi =
31 tEE WAvA ol rt A kel
W} gwol sl Yrin B
(Mobley et al., 1988), HA7}4 stelger 7Y
A I Eet FUsHAY 2352 B %2 7t
AA S Yo7)= 7 EARIHl, BHrA,
20241 2002; Biswas & Burton, 1994). =,
FIT/oll thet 7FRIZ e Aol whet 2pdE
ofugl An|RlEe] wet BA7HA dele] A
=8 disto] RIZsHAl WSl ] = Shal
gstA vk = Qlek yolrk Sl
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Shelgatl alAkRo| AA|

Isto] 2enlate] E715E0

4 20| I

jug

]l el o1} 11 T4 2p
g0l thsiiil= i oz 253
tRojA g}, ey o2y anRES 5
B QXA ArRA Y FH o HES FAISh=
Hh, A ARRES A AEAYE
o Z2A5}7] W2of(Greifeneder & Keller,
2012) 23H/doll gt W2l w32 -84 714
o] &t olof] & dtollA= AT Feld

off Higt Hkgofl 2lof =4 “gell izt <

HAa gae) ApEE vheS b THe

& AN A Gk E 7S Bele] o
3 2E2AY NS ATE ATEL Hr) 7}
2 gy} 2 717 VYT 22| e
SF U2 2 AP ANE A B (3
Aul, T34, 2008), ¥ AT WIE AN
WA Felgue wYst] Avlae] 7 kg

st F42 F715E BstoiAs AdAd
A Y= 29| S Fstars) gk, &
ANE71FEt T AP 2 ofofiae]

RGeS 2ABAY FEIAE SHH R
AABFHCHFAA, 435, 2004; Campbell &
Kirmani, 2000). 1&u} & A fLoA= kelA
HE AT of 2HRR FTAAl] weh A
HA WA Bl RAA 57120 IS
Al E O 20 AR A Hstala) st

olgfgh ATEAS G| $I5te] the A

A T 9 ol wgoRA Bk B

Qo] thet Awlxle] whgat AT 2
2 A3l e WS TR J1EdTE 18
3 %, 7HaSY RRelA 7ha @le] ot 4
HAke] 5715-2e] tstel =3t 3 742 Tl
92 Hee WA Y2 7F ekl &
) 571527 A2k GIRES] X AE
A gl et S 9 Aoleh, 1 ok, 2
M AP Slste] AN A 1 A
32 Wag Folh, nhAuo R B A7 AT
ShE W AR AR AN, A g
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BEE SAlo] & 5 ek HollA AA &
Fefoll v|ste] o] E3Halo] ETHMobley
et al.,1988). HA7H4 Slgare] vigt vhg-at
A A5 A EH, Mobley et al. (1988)2
SRIFEH (AT 7+ T3 vs, B 71 1))
oF SRIE0] A7) 7+ AT ARE-S A =T,
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B AAE Sl Aol Tele wekS gt
T T ZAfA Het RS 2] WS
& Huskal Qlok, =3 BT A1 Al F=A7F
AL T AXBSHAY 7HAHSe] ThA =N S|
=] wisk(ell, 93,5005 8 352,000471A)2F
HIERHSRA (o, A F5 10% — 40% )&
W AAE 7 Aol et Bi=rt o 294
ol Aew vehdthzd7], 1997). o= +7H
HAAZE o & ot HA7EA 1 H o] 58
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(hedonic principle)] 2J5HH,
S8kl g 39kl
E]-(Atkmson 1964; nggms 1997). o] &=
E7)= 27|23 I o)A
focus) 2. 2H oY= (prevention focus)¥ &
ArZF (promotion focus) &= FEEH TjAfo]]
gigt Hi=, 2 Bl ;Lﬁﬂ
(Higgins, 1998). =gt =4S
0}z AJFE-L o]A}Ho)7] Ok

(regulatory

H}—O [e) 1,}_1__

N

(avoidance strategy)i%
].F,P: o o]A}A AlElo]

oLy f|r o
uﬁ

Hn rlr

A2k (approach strategy)
(I-hggms 1997) oAH=%
]‘/} Tl A Hloju= A
7 aHRRE 7]Eolu 1_1L
= FAA sEo] 2l 4~

ool

011 Sof 788 2

s A5
Solg g =
Zhu, 2007). %

Auol o zolFoz whgaks v
anlAEe Heje] FelsEe A Aol %—ﬁs}
B2 o) g9l 4AgRe] o BojHo ukg
SHaL, ol X|ZHE $IL} o] Tk ol
7o) wiAE Ao® ek, §4
A, 2008). Uolk BA7HA @ele] 713bo] o,
w Aol TgeR| s ool FEe] A
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3], Uad, 2016).
A7 ATE A, Jelo] <)

=
&85 Sk FAlol st 584 A
&l o 71ti(Idson, Liberman, & Higgins, 2004;
Shah, Higgins, & Friedman, 1998). 9& &
W, a2 AT} A2 ﬂﬂo] 2419 E7] A
Aol Bhe 52 3485 s =9, i
o] FHA 75 EA AAskal, HEgle
of gt Briol= Al apr HolH
(Higgins et al., 2003). Egt A3t/ do] WAYs}
Al = A1) S ASA7I 583 a4
of| FHAggY oA = FAol § TUstAY &
UsHA s171% et 244 Ado] S& uf =
A ZeAold fr==el digt v & A7)z
A5 (self—regulatory)©]  7FF=|% L (Hong
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# e ol IAIE B F838H of7)a -

El ARYe] thet 7HE|aLE]E HWel HhHEofu
BAEAYE v FAA] HAoR st
(vs. BJA%HA)(Steinhart, Mazursky, & Kamins,
2013), A Feldare] ol Faks 7
A=, =g 717 =2 selEale siAl
T THolA A7kt Ad7eAd HAIAE F
o] ARgSh= WH, R 5717 =2 Y
FaES AR WAIRIE H Hol ARSIt
, AlIZIA, 2016), e A4

of thate] 2HxHo] WIEA FAT WSS B

o
o
o
©
o
40 7

ot A& ohch, FEHE A A 4E e
2717} 2 u) g Ao R teke Aeste
PhE PR AUAES YR A S
oo JEHER] ol AEE HhSS LehiA)
USIHE 1%, FAH, B, 2015)

3. 7Hg43

1) 7kz ool Aol CHSH AH|Xte] £7|

x2

74A &l ALl TRt AR} HhE-E Thefet
T Sl 38AoE avRES ©H] TR19
S ohel I K] 3 (0]2JthA]; semantic
cue)oll W FEo] 7H dlthdol thet 714
ko] o|2A Fht}, 7hAL AlE) A Bagt
HlE3AA QAR WI|w RN Al FES
Heksh= WA S od= 7] wiizol(Monroe,
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2003) 4UAHES 1L FAA HnyA
AR US| ST AF BLB
=

oA A ZHE 1 alol ot ek

719} th=A sk S Aol B AxH|R}
= 1 QI geks flste] 7119 wuf=A g
ol tha-E a9 ol2olu #4Ql HAS5A]4
S AMgSH= Ao|tk(Friestad & Wright, 1994).
Z, 7H R} 22 719 whiEal Egol] of
Sto] 2HAHES 7]}do] Aol A s|gke Al
5171 913k BYAL= Wolzo]7| et 7|99 o]l
9t sz THste] 7|49 & o= A
EorE ulolslarzl SHHCampbell, 1995;
Campbell & Kirmani, 2000). o]z]3t &9
AL oy 7 & EE 4 Qo 2RREA
oA A ¢l5to]| wh= ™, wefelo] Ay
= ol YA w2 lETE A
A5 o] 59| HujsiEe] A
A= A H7181 e Campbel
2000). 0 oA =, AES A"dsH
= offroll gt A HH AdEdsold
FEAEA 2 H|Q7] E5olehe #84 F%E
$HH(Lichtenstein, Burton & O'Hara, 1989;
Volckner & Hofmann, 2007; Zielke, 2014).
e ARl ZEEMoleks ThA|(d], A7
AY)E ot FEEAZ 9 Flste] 594
ol Az B7}sh7| = StHKrishna, 1991), E
Sk Tl =7} whe AlE0) SelFar wAIX|(, g
A F)E BA =H dufEriel tigh A5
A|Alo] v /dstE| A wHAAE], &2, 2010)
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ARl TRt Boler) =5 7ol AR
= T8 ARLsto] AE5AAE 28]
FHCampbell & Kirmani, 2000).
ol thste] 7] S84 FEE
 oodugo] WAL Au|A H|gS
2% AR RIS ?Zi}ﬂ =
al
(Levy & Weitz, 2009) © o]
Ao] =542 o Jelydth(Biswas & Blair
1991; Campbell, 1999). E3t IAEA &
£ HIE7] ffelu A Ass fIR Zew
T el 7|= st9ch(Lichtenstein et al.,
1989). A% BlollM=, ASA4] o] HlE
719] XA oy A= AR Ho]s &
(facebook) “dollA FaE & wf 424 Ei= A
3]A A=zt 7R ti(el, Zh)e=RE
IS FHNA = A gk o4lS d
SFATHAI G, 2%, 2014).

B A toAs 24 7109 IsAL HAlo]
S

s

2) 2N MyAel Wi W U
o 8NN 57| A2l DXL g

)= HRAT Aejrpe] A xA 7 ZHgAdo] A
BEHE Gl e FH Sl ojHd
FFS

oz VA Avlo|| wizkslal Al viA o
= oydel Hel 2 (Higgins, 1997) 7199 %
ulAl S5 o)do] ZJubel B A5
2 AEch(Kirmani & Zhu, 2007), waA
Qgue] thste] AHilo] W 4 ol A
w7k BRI 48 5715 WA o
3 Rolt), Bal day AuAEe 2
Fslalgaton clslel B gk THoA] A3
A& SABE] wEol(Forster, Higgins, &
Bianco, 2003) #3712 skl 1 o] ofjulj 5 4]
ol tislol 41 B Wee 2 Aolch
= 717po] Ao) 1A HER BRIG Ao} o

R4

o 2 rii

7 e

N

1)

o
oZi

]
S|

[‘

Job i

oo AA[sh= HlFo] AesHA] btk A
el ol A=def digt oade 71 7t
S/d0] Ao, webA] 7HA el g 54
Ao} Z/dska Zolal o]zlo] ElzgAte] thgh
F24 571582 olojd Zlojr, a4y, &
NBHEE Aok oM A ‘—77]741 5
A gRlFEE W Il 7t flS s
A TS A Zii o
It} 71 o= o2y avRe
QUAA Q4rof 7|RbsE7] wjZolct, o
xR 2RES AAA AEARE FotekL
YT A= QIARE o sdshs B
Holth(Friedman & Forster, 2001; Roskes,
De Dreu, & Nijstad, 2012). w2bx AgHAlo]
A off FEAY oA BA=AE & 6
of gtk 57171 wold Zlo]il(Hong & Lee,
2008) ez aRAFEoAlE Folxl Bl
gjo] oj Hrmo|nf o AES e uff s
RIS 2| F x|ef gt deke] QIR]A 2
°

2 o _Jl
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Lyjw elartel 7k Fag JRel del
o Z7)9} 7 SEle] ARG L Fad ARE
Aelshe o 7012 71golA] Heol Hod A
Q) A At TRITE AR FsHe ok v
o} Flolc}, Telx ARA A L 94

ol
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X7
ojct,

I/\]

Ao of7|= o2y Anabse] WA
ARRE A2 uf 7] A &
AZAUA A E A= SAS =g
AR AlZ o] lokar A2 =H A
o] g gt uR(AY-E, 2%, 2014) A
3 Aol A A2 Aol A %‘Jé?ﬂ
= kA Zolet
HHH, FdEA AHAES WA 2l
of thsto] FAA F71=29 St
AHIAERRE YofuR] ok Aol 5714
PR e S A 4
of sl o FEohE(Higgins, 1997) BA7}
19| e} 2717} o= HERIA], o w4
of dhsto] ElsES AA & Ao ohigh A
7EA o2 B 5 Zlolnh E3F AEAA
Aol tigt HxA]2] Hmu; Tojwr &8 uf oF
A =d|(Campbell & Kirmani, 2000) 3FAk=
A anAE g ERIPES] 9 YR 5
Fol= Dlseo] FEstas HERA T 22
HAoHA BAA Auo] gigh Hd 7k
ofske Aolot, By RIS
FJrzﬂi FO|R]A] Q= g AEX| Ao
2 (Kirmani & Zhu, 2007) grolaehs
HAA U= AR ofFRtew 7
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ZH e 5 Sl AN AdAe =71A =
th(Idson et al., 2004). o]t 2= A7}
7 sRIA R EAslo 2 Agsnul oA
AHIARSE dRlof| 35H4] o= o elojHE 3
895 wZA ed o DAl S5t
7171 7 A v, AR AR
aelof] 3 wff LA = sl|Hel theto] wWEE uf
SRIRPAL o 57171 ZdaliAl= Aol waist
AOR At 4= A ol =9E &l
S el A 29 vs, o5 2
Dol sE=o] A1 7R Adejetd thaat
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7Fd 110 OEE AHIKIES 015 Z2fof disiod &4

mERIAOR SOIEIS w2 1 LIk
ot SR 57| SR O W2 20l
THY 120 SR ABIKISS EOBIEIS mZal= Yo
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2= Yol A S A dsHA =d nlAgt
de Adshe 24 wistol BR7H d<lel
tfste] S84 WS Y Aor &siglal
ARA 7Als EE R sl AR
27 anAlEe] AMde ke &4 =99
A, S sligdd Bkl S84 eke w edoiH
g =9 271E HE&e|=s oA =, M=
Al 7 dl ARNA FEeles 7]
Fo2 T gol s 2 Zlolut. sl o
WA SHRES AR 23000A 74 571
FEZ € M HER Aplo] ke Aol
el e 7Fs/dell tigt daol o 2 o]
7] WiZolet, Rhd Aglobr] o2 4, & s
R Al Fhd @A 2 dEe wETe W
Ae FsHAl = 52 20 Adste] o
&R AAE AR vl A& Ao ot
gk &, 719l AlRe HadeleR I
© AlEol B WA IZAGele ffsl e
&g Zdxste] AAsle Aoz o4 Ao
of. webA FRlEEE e e AelA| o
+ YA HeY wef vjuste] Aokt W4
o2 weE|A HH Ao Hshk= AlEo]
el Aol F2EO| UZ oz Atsto
WAFES =7 A8 2 Aol

sta g (Forster et al,, 2003) 740l 7|5kt wh
2 Y &Hke2 R eltKGreifeneder & Keller,
2012). wEbA, A AHRES WA

e Hed o PYEE HAHeR gt

Aoz IRl didel 2=
JEAE] HolME &F
27 AR vt
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2oMe 4
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o e
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gleDe] Ak 1k AAR A=A, A&
skl 10170] =9 YF2A ARl Zofst
PCHET AR = 22.3, o4 vl& = 30.7%). A
A7 IAlE 7ol ankgom 240 AeE

HE). AAES w274 Fola
208 e F ololl 7 By S
IR AT B 10 TS Ak

Q1 vl RIgaLo A ot= “50% ~ 20% "2 7
o

o2 22T GAF WEke] ALE x|
(Idson et al., 2004) &A1 Q] HFAZAo|A]

%S uf gofulelA 2 sElol tiaixl s
3 b, o] meo) wazlolAle S oI

(3) a2l £

TEALE FAHH 571522 DeCarlo(2005)
O] o] et & o= SEFES 2 AT
3ol BHA -85kt 2 00 wiEe] el
AEE HHA SUH Azl thste] “SIgPAL
oF THASHA w2 o7t Qlrfal =T/ eIy
Boll tisiA ool zith/eelE7= 584
L0 9tHy)” olFA 37] o= SA5HITt
(A8 134 Seh1) - Z2HeK7)) (Cronbach’s
a=.67). ‘AZtE IRIFE"= AAE Delof o
Sto] “AA| &l Hlrkar =zloh/edelEo] Wt
A =701 —=2A ERlE ok =R/ ERlE
o] il LZHT)” o|FA 27 o &4
3Rt Cronbach’s o = .91), A& 349
ZAHHE AHEAY pETdoR
KR e}

00 TSl TAHRE Q145

ek (1) — AEAE7] ofgict/olsfsr] o
gHct ()7 olgA 27 35S AREsigict
(Cronbach’s « = .91)(Lee & Aaker(2004) 2t
Z). npARo R SgAte] 2AxY AR 1074
BRSO 72 A g 24519t Haws, Dholakia,
& Bearden, 2010; ¥ 1 = / o424 57 &
& Cronbach’s o = .62, &A= 57 &=

Cronbach’s o = .60).
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Fit on Consumers’ Responses to Tensile
Price Claims: Focusing on Negative
Motive Inference and the Extent of
Perceived Discounts
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EXIStIng studies dealing with consumers' responses to regulatory fit have

predominantly found positive product responses. The present research,
however, investigates the differentiated effect of regulatory fit depending on regulatory
focus and response variables on the basis of tensile price promotion-relevant studies. First,
it is discovered that the negative motive inference toward tensile price promotion is
differentiated depending on regulatory focus, although consumers feel fit drawn from the
way of activating promotion benefits. Second, it is found that it is possible to have
different mechanisms depending on regulatory focus even though the superficial responses
are the same. Specifically, with regard to negative motive inference, prevention-focused
consumers show lower responses under loss frame conditions compared to gain frame
conditions, whereas promotion-focused consumers show similar responses regardless of
the condition. With regard to the extent of perceived discounts, prevention-focused
consumers perceive a higher extent of discount under loss frame conditions than under
gain frame conditions, whereas promotion-focused consumers perceived a higher extent of
discount under gain frame conditions than under the loss frame. Moreover, these effects
are attributed to differentiated mechanisms-negative motive inference and processing
fluency-depending on the regulatory focus of consumers, although they show the same
responses under the condition in which participants perceive regulatory fit. This research
extends previous studies and has a theoretical significance in regulatory focus and
regulatory fit in the context of tensile price promotion. Furthermore, it has practical
implications by offering a more efficient strategy for price promotion.

Keywords: Tensile Price Claims, Regulatory Focus, Regulatory Fit, Negative Motive Inference,
Fluency, Perceived Discount
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