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S| opllE AtEAle] St
(Table 1) Mean and standard deviation of the purchase intention according to social comparison and CRM type
Social Comparison CRM Type M(SD) N
Seif Money 5.29(.83) 102
Time 519(.99) 98
Total 5.24( .90) 200
Other Money 5.10(1.07) 95
Time 5.44( .83) 100
Tota 5.27( .99) 195
Total Money 5.20( .95) 197
Time 5.32( .94) 198
Total 5.26( .95) 3%
(Table 2) Result of two way variate analysis the purchase intention according to social comparison and CRM type
Source SS MS F o
Social Comparison (A) 05 05 05 .80
CRM Type(B) 1.40 1.40 1.57 21
A XB 472 472 5.28 .02
Error 349.95 89
Total 356.09

1, 391) = 55, p=45). BFe] BFlu|a et
M= T A vHAE 7% F =

7t SAAH SR [Tt (B Aol (Ie—dup) =
—.83, A1, 391)= 6.22, p<.05), &, A7|H|aL
20 M= 717 Fejjof o Fjo|=r} Ato]7t
LA, ERQIH L 2 oA = AIZE 7] R E T
© w4 715 FEelA o w2 Fu st e
vk weba b 2-12 7|Z4Eglon, 7HA
2-2% AA =

(3) ARIN Hlao}l ZoloiA| OpilE) 7|x GEqoj

(2 FOHO|=0f| Tt X XKl o7yt

AFE) 2] v} g A niAIY 715 FEfol

e pololEe) Aol =EH BAAY 59
Aol WS A1 3% S| 919,
PROCESS macro®] model 82 #-8-3}4] 10000
el BER HAEAY BHE ool AE3
At (Preacher & Hayes, 2004). ¥4 A3l =}
Al MReIAE FulelEe] oA Bk
w4 715ek At 715 e el glo]l WA
o) vk o= bt vie] 2b7)v
Aol e FoldA v F A
)% G mreld A g A0 E et
Wt

2. RN gl 4 7|5 Gefof w2 Fupe)
2o w A A LI 4R 715 el A
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(Table 3) Mediation Analysis Results

Self Comparison & Money

\Y — MV — DV indirect eflect(se) 95% ClI
internalization .10L03) 04 ~ 19
Self Compearison purchase intention
symbolization .04(.05) —-15 ~ 05
Self Comparison & Time
) internalization o .05(02) 00 ~ .12
Seif Comparison purchase intention
symbolization .02(.04) —-06 ~ .12
Other Comparison & Money
v — MV — DV indirect eflect(se) 95% Cl
internalization —03(02) —-09 ~ 01
Other Comparison purchase intention
symbalization .00(.04) -09 ~ .10
Other Comparison & Time
internelization —-12(03) -20 ~ —-05
Other Comparison purchase
syrmbalization intentions 01(05) -09 ~ .10

Note: IV = independent variable; MV = mediating variables; DV = dependent variable.

olatA] oFoitt, o] AutE Fol 71 3
B2 Z2F Ak, FAF QD 3he (Table 3)9
A A8,

(4) AtSIR HIE, ZOIIA| ORAIE 7|E e,

J2|n SX-GOHOl WE FOolE

1A 4 Bhlsly] S8, AT e
Ak, BAAT, poelwe] Fake m
Ap8)A i, geldA uiAE 7% e, 1

B4 -gEA L) UL AR
2 FolstTh(A, 387) = 4,42, p {.05), 1
23 SR B0 FAaIE EALCR §
o5} 9TH(A, 387) = 5,89, p ( .05). ¥Hwo]
A8 wla, goldA A el Feje]
aate} 2184 wlmel Fold uiAE Feje)
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Bolovl 0pilY ATgalel Eut

(Table 4) Mean and standard deviation of the purchase intention according to social comparison, CRM type, and agency—communion

Social Comparison CRM Type Agency Communion M(SD) N
Self Money Agency 501(91) 33
Communion 5.43(76) 69
Totel 5.29(.83) 102
Time Agency 4.95(.98) 31
Communion 5.31(96) 67
Toid 519099 %8
Totdl Agency 4.98(94) 64
Communion 5.37(.86) 136
Total 5.24(90) 200
Other Money Agency 5.28(.84) 34
Communion 499(1.17) 61
Tota 5.10(1.07) 3]
Time Agency 508.73) 29
Communion 5.58(90) 71
Total 5.44(88) 100
Totel Agency 51979 63
Communion 5.31(1.07) 132
Totel 5.27(99) 195
Total Money Agency 5.15(88) 67
Communion 5.22(99) 130
Tota 5.20(.95) 197
Time Agency 5.02(.86) 60
Communion 5.45(94) 138
Tota 5.32(94) 198
Totdl Agency 5.09(87) 127
Communion 5.34(97) 263
Totel 5.26(.95) 3%

A vlae] FRINAL 123) = 1,72, p = .19),
oA upAE 715 o] FaIHAL, 123) =
.68, p=41)9} AIB|A e} Fo]AA uHAIE
715 Fejo] JoAg aak AL, 123) = .20, p =
.65) WL FAH O [OI8HA] ¢httH(Figure 1 a),

5o g 3ol =& HFAEY A
Hl et FolAA nHAE 715 Fejo] mE 4
OJr 9] zto] AW E7| flaf, §3Hdo] =2 wH

A5e FHOR, o ARHEAL WALt

ol

o

WA Ay, o AA A 71 e SRt
(A1, 264) = 3.90, p < .05)&}F AZ|H B]ue}
SAA vAE 7R FHY F2AE ad
(A1, 264) = 9.12, p {.005)7} TAHCZ {2
Stttk Lot AFSlA vl o] R 5A A
OF JOJ5A] MUUTHEAU, 264) = 48, p= 48),

F3HJol =2 Htol A A A vt 39
AA vHAR 7157 Fejoll T s Atgo] {9
A Yo mH, Aoag ane| AS HE

33T 652022 8L 312) 69



[Provider:earticle] Download by IP 125.143.159.191 at Thursday, September 29, 2022 2:15 PM

(Table 5) Result of three way variate analysis the purchase intention according to social comparison, CRM type, and agency— communion

Source SS df MS F p
Social Comparison (A) 32 1 32 37 54
CRM Type(B) 22 1 22 .25 61
Agency—Communion(C) 512 1 512 589 01
A X B 1.73 1 1.73 1.99 15
A X C 1.75 1 1.75 201 15
BXC 2.78 1 2.78 320 07
AXBXC 384 1 384 442 .03

Error 336.50 337 87

Totd 356.09 394

® Money Time

Other

@ - ©

Other

{Figure 1) (a) In agency conditions, the purchase intention according to social comparison, CRM type,
(b) In communion condition, the purchase intention according to social comparison, CRM type

(T H]1, Simple Comparison)e AAISHA FEfoll A ol =7} o & Skth(Figure 1b). w
o}, I Ay A7|eal ek A = S AA vt 2bA] 7Hd 4= FEAA EH A

AR 715 Fejoll w2 o)zt FAHCE {9

SFA @B Ao (Ie—du) = —.12, AU,

264) = 55, p = .45). RiHo] EfIH|al Htho 4, 42 gl 9|

A S A AR 7]5 Fefoll whE Zpolzt

AR FSHATHE HFA](I=—dy) = —.58, 2 e 34 A 9 &2 Ay o
A1, 264) = 12.26, p  .005), &, A7|H|aL 3 gk AR A AL A esd, 719at A
o= FoAA vhAR 715 Fejel wE A7F g B dstr] $1gh e RN Fo
&)= 2ol 7h WA QA|eE, BFQIH| L o] A o] FolE EX8k=d FFS vA= &
A FoaA vHAE 715 Feo] ok Fuf <] AES ARSI B & dAds Fo9A
Z=7F Aol o, 4 7| ET A7E 7|5 upA R Zrolo]l Fagh aQlQl AHjxte] =E A
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The purpose of this study is to empirically examined the discriminatory effects to the

purchase intention depending on social comparisons(self/others) and CRM
types(money/time) under agency or communion trait. As a result of the study, the dimension
of moral identity is triggered differently depending on to the social comparison methods.
In the self-comparison condition, internalization was induced more than in the other
comparison condition. However, there was no difference in symbolization according to the
social comparison methods. In addition, the interaction with purchase intention according
to social comparison and CRM types was statistically significant. In other words, there was
no difference in purchase intention between time donation and money donation in the self
comparison, but in other comparison, purchase intention was higher in the money donation
condition than time donation. Also, in self-comparison, it was found that internalization
mediated regardless of CRM types, but it was found that symbolization did not mediate.
In addition, in other comparison, there was no mediating effect of internalization and
symbolization according to the CRM types except that internalization mediates the purchase
intention for time donation. This study also verified that interaction effect of social
comparison, CRM types, and agency-communion for purchase intention. For consumers with
high agency, the difference in purchase intention according to the social comparison methods
and CRM types was not significant. However, consumers with high communion showed high
purchase intention in time donation under the other comparison. Therefore, those results
provide both academic and practical implications.
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