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Would It Be Better to Offer More Free Gifts in a Gift with Purchase Promotion?
Focusing on Promotion Message Framing and the Dual Role of the Number of Free Gifts

=Tt » Ahn, Dongkyun, ¥ « Park, Se-Bum

o5 B el 1A 7ol 1A sfur AlFE o Al SHANA FR S F (Free Gifts) = A1
3le 7|ZE 2R (Gift-with-Purchase Promotion)2 ZsiA| AREEl] ¢t} A3 A4EL o9} 2
7|1ZE zrrAe] SA Z3E SRISIIAIRE ofA7kA] 7IZE ZRRM] 2HAfe] e o] thel Bt
A AlFe] Tl G rIAlE A 233 AYSS el A Al Aol oldl] B A
© 7Y AY AFE S8l R SHEF Aol anrte] Zr M tigk B} dA AlFY] izl
A Y= ASAo® gl oA, ZrrAd miax| e Zyoly WA F8 SHF NTFE TR B

e 219 28 ga(AE D9 I AFY Fs oxéi Atole] A7td Ajtee] 24 FIHAY 2)E AT
Bazk gt A8 12 22224 AR Zeoly Wbl HE vs. w8]) x 2(F8 SHF M5 & vs. o
AN x 2(BHE A9 B vs. o)l F 2t “'5:4- tzRle AEsisict. A Ax, Bils 97} v

(vs. B8)) Z2RA zyo|i& AHEE woll= & (vs. Tl 7)ol T2 SHEFS Algste Aol 7]
zE E_ES’_@@] gk aH|RRe] TR o) gk 374 e} Al AlFY = T EE olEe] ”J‘ZP—E A
RISt 22y, BilE A9t & A ZRRA Zgo|d Wil ugle] & e FE SHES Al
PE Zlo] Zu|ate] 2wl thet Bi=E Al o ® felshl ad AIFARE, ollg Bi=r}t iﬂ]x}gl !
“}HJ—VV] oloj|x = skt A 2% 2(ZmRA AR Zgloly W ME vs. £2]) x 2(FR T
DA vs. BN x 2(124E AR B vs. )9 A A

4
3, f;w A E Prg =9 E] A7 Ao] R A WE(vs, Fal) Zewdl Tejo[Wo] AHeE o]

ofN ol ru{o
ol

o,
U{H_p

]_
O
Jo] e} B ERAelRE A% Azalelnh Ssen ¥

o
=
o
i
)
$
o
5
QIL
-
iz
1o
1o

fo
i
o
5
N
£
o
=
=
rol
p
1o
il
o
:ql::‘
oot y
ﬂ
2
il
o
e
>
~
=
m1° rr
OH
oly
g
ol
o
)

SipFHo: 72 SEYE, 7IZE =224, tAX] =Zo|d, Bai= X9, X2t Hetd

£ =22 M1xKe siit 2 =28 7[Etez o|FofFl odpiuich
=T %‘EI'EHQJ_J'- AYstE ZAH(dkahn08@cnu.ac.kr), HI1XA}
EH | o:
=

seapark@yonsei.ac.kr), WAIXK}

(
=(

© 2022, Korean Marketing Association Korean Journal of Marketing 75
pISSN 1229-456x, elSSN 2713—9913 Vol, 37 (November) 75~97



ABSTRACT

Offering a variety of free gifts has been one of major sales promotion techniques to date employed by
numerous companies as consumers are provided with strong short-term incentives for purchase.
Although a great deal of research has identified the positive effect of such gift with purchase promotions,
relatively little, however, is known about boundary conditions and plausible underlying processes under
which offering free gifts with promotions affects consumer attitude toward sales promotions as well as
purchase intention. Our research thus aims to investigate whether offering more free gifts would enhance
or undermine an attitude toward a gift-with-purchase promotion and purchase intention depending on
how such promotion message is framed, and how the perceived level of brand status would moderate
such effect between the number of free gifts offered and the different types of gift promotion message
framing (Study 1). In addition, the current research further examines how the level of perceived fit
between a target product and free gifts offered would moderate an interactive effect of offering more free
gifts and the different types of gift promotion message framing on an attitude toward a gift promotion
and purchase intention (Study 2). Study 1 employs a 2(promotion message framing: bundled vs.
separate) x 2(the number of free gifts offered: one vs. five) x 2(brand status: low vs. high) between-
subjects design. The results of Study 1 show that when brand status is low, offering one (vs. five) free
gift(s) along with a bundled (vs. separate) promotion message frame can affect more positive impact on
an attitude toward the gift promotion and purchase intention as well. When the brand status is high,
however, providing one free gift regardless of the gift promotion framing leads to a more positive
attitude toward the promotion, which unfortunately is not carried forward to purchase intention. Also, the
results of Study 2 which employs a 2(promotion message framing: bundled vs. separate) x 2(the number
of free gifts offered: one vs. five) x 2(perceived fit: low vs. high) between-subjects design further
demonstrate that offering one (vs. five) free gift(s) along with a bundled (vs. separate) promotion
message frame can enhance consumer attitude toward the gift promotion and purchase intention when
the perceived fit between the target product-the free gifts is low. The findings, however, reveal that
offering five free gifts has a positive impact when the perceived fit is high. Last, we offer relevant
theoretical contributions and practical implications made from the experimental findings of this research

for further investigation.

Keywords: Free Gift, Gift-with-Purchase(GWP) Promotion, Message Framing, Brand Status,
Perceived Fit
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A2 714 (Darke & Chung 2005), &4 (Chandran
& Morwitz 2006: Raghubir 2004b), EH= 713
(Low & Lichtenstein 1993 Raghubir 2005), =1
2]31 B = oln|x](Hardesty & Bearden 2003) %
of B FE= W Al TR FHES Bl E
g St mEgh 7|ZE R ARk F:oE fE
3tal(Chandran & Morwitz 2006; Shampanier et
al. 2007), AlE=s T7Z ¥Rt opek(Palmeira
& Srivastava 2013), ¥HE&(Park & Yi 2009) %
=Y T e HdllM 24 29E 7 o 2
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3 A8d F e FRoE AAZIY. 53] 7|ZE =
2ol 7 22 vAA] Zgoly a2 A
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A AE F5 S dg 7| e st 2o
ks n|A 7hsAlo] e, AR R AvEd

Zeoly P4S AHEHAL

AC)

5l et JEE A AFT=

(Girhan-Canli & Maheswaran 2000: Weber &
Crocker 1983). &4, 7|ZE ZrRMoA AlFE=
T2 SHF e LRt 2R 7 el
o]z J&(dual role)s FAHE = AT} Petty and
Cacioppo(1984)°ll wh=m JHAe] 2ple] a50] &2
e A|zke] A9 A5Ho] okgt 2 X4 (support

argument)©] So]E4E 98]z titel gt Jrt
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2R wxAe] Zyeoly WA 78 SHF Vi
A BIE FAoE, A WA A AFelMe B
A= 2 9)(brand status)®] ZHEAE, F HA 3
AFellMe A AE Fu SEEF A4E A
(perceived fit)e] A EHE Au R 1z} 3t} Hill=
Al A FEA ] ARle] 3 7

I, A AFH P FHE 2 A4E ARPe v

oAl &S PRI Ao] A7 = SIITH(Buil,
Chernatony & Montaner 2013; Gaeth et al. 1991:
Montaner, Chernatony & Buil 2011: Simonson et
al. 1994). TAA g A3 loAe Bal= A9 F
s Ao, TR SFe et Bills 299
FTAE aE ST F, vrHe R V| ZE e v
AR ol WA, 8 SHE] e, a2l B
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3 5, nxgeg yZE zawd vAx] Tyl v

2 Fg F4E i, agx Azkd A e

$eAe BAE ATeAA Bt
Ol=X HiE ¥ 77l &3

[kl

=

ZRRA AR Zeoly WA ME Zeod
27} He] Zglo|™ (separate
framing) WA o2 &l = 5 et ol gk 7id
2 Zolg AuEy, WE Za vy Zyo|y WAL F
712 o)/e] AlFel thgk vIXAIE shte] F7]A| = 4]
A AguAlel sk 2 elnlgitt, vh, o2 A
F=oll gk viAIA S TR}l Al 242 HEE st
AFUA AT AE, olE B8] Z2rA oy v
2lolgfal ZJog 4= Itk (Stremersch & Tellis 2002).
°|F & AT 7|ZE ZrRM AEATH, HE Z
gojie] Za e " AF A% ¥ THF B
000l =] a7oh 22 gl W22, 2] oy
o] ZRRAL "I AF A 0009 s 5
THF BE = 8ie 22 sl B2E ofn)dth(Lee
& Yi 2019; Raghubir 2005).

Hsee and Leclerc(1998)- o]2{gh HA|x]e] =Z&|
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glold WA o2 Ak Aol LAt 3A HsE
olZolUiANE, A AlFe] miH Tt e Af ZIE
52 WS Zgoly WA o= AAshs Zlo] 4Rk
A HAes PN F ks Zlojnk. mgh A A
S 2] Zeoliel AlF AIA] WAje], fE Zdo]
o] AF A A EG 2HIRFES] RS S
98-S HolFItHKahneman & Tversky 1979).
53] olggt E3h= AlFS] SAol A £49e 7
45 B} o AX=H, dE E°] Thaler(1985)+ 50
21| 7AE 7R B 20229 7 E 7] B
< 2 AFsh= Aol 75989 7AE 7l 54 &
UE Algehe ARG aHRbEe] gl ¥ 7AE
A APe Faoll HAFAT 9 o2} Tsai and
Zhao(2011) o]213t g3/} AA = TLsA
Ehdths S AFsisit. 1eiv, s Zeol AA|
walo] Bl o] a3 v 9lth(Leszezye & Haubl
2010). dl& E°1, Zhao and Xia(2021)2 FAFF ©]
nAE HER AABKAS 45, anAEe] 384 AlF
7 ARt e Bt 3L Gaeth et
al.(1991)2 HE 717 & AFE] WAL 45 B
AU A 2RAEe] Fjol=rt o ot ZE
k151931, Simonson et al.(1994)= W& 37]x]<]
AFEe] A7 Aot =2 745 2HAES] 334
AF B7pE EdtRs S dssiTt
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7Hle] WellAl & o] WAIE fiFehe Bales B
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£ Ul 7FsAdol JtHGirhan-Canli & Maheswaran
2000; Weber & Crocker 1983). o|2{gt 3] A+
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F9] Jia7t Aanje] 71ZE ZaRAMd gk Bee}t
A AF Fulel= A Il SlojA] o]FA JE
(dual role) & G381 Ao R o =3} Petty and
Cacioppo(1984) ] W2w &-& 7}t FHAe] 2
o] g<o] Fe o] A A, aHAFEe] ot
WAL A ARE Bl s v, Arires 3
HAjg] 2pde] o] W Ado] ARkl A 7
BEEs 8ol el gk Hrpt o] Foixit. whet
A, ZHAREe] 7 A WS olEelul7] flsiA
© 2HAFEe &R 7s e AEAE ARl el wh
2k AR 77 A5 Hxet
N7t gebalof gt FAA R AHEH, nve] 4
H|2Le] 73 A5 0] ofgh AA|Fo] Soldrs &
2] el tigk HrPh vlselF o wslalA|Rt, d5
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HAje] 2ple] F-E6p7] wiite] AR5 vtk o
A& g-gste] el tig H71E oAl Ioh(Areni &
Lutz 1988: Chu & Kamal 2008 Petty & Cacioppo
1984, 1986). cl2igt A&} AT 232 Tes] 7| ZE
ZRRAN AFH e F51 SHF] e B A=
of whg} AH|zle] 2w M it elmet A A|Ee]
TFoje=7F DepAl= Aol oz, amjzke] FHA
T F5 SHFY 530 oall 1 el 234
T Ues AlAkeitt

Bile A9l LRe] AEAe] e s Uy
s dElo] Sl Wk ofufe} AM|zte] V|ZE xR
T gt gz} ez B JIs nixitta
£ 4 9tiHa & Hoch 1989; Hoch & Ha 1986:
Schwarz & Xu 2011). B3HE= X|$]g &B[R}7} A
Zfehe HAll=e] 7H4, Ze~Elx], J2la 4
= oush, ARzks BalE #]9]9] £/403 o] &3}
ZHa1e] Akl Az 9] et AFe] HeEs vehi At gtk
(O'Cass & Choy 2008; O'Cass & Frost 2002;
Vigneron & Johnson 1999). o|2{3} X3 ATES
EZ Hl= A9)df g 7|ZE zZa Rl Fis

d gelid, A AlFe] Bl A7 =& BF &

N

£

HIAE S Algite 5 S8% 9 B 7RIS 7R
AlFor el T8 SHFS AR ke
U= Blolnt. dE B0, aRAE BlEd7]o U5 &
Aellxf Algsle oRlS Bt AlFem s, o
© oRIe 714 7] M9 7S nEe R &
37| wite|th(Strack & Mussweiler 1997). 124,
T8 SEFEC] HE B 74 AEFLAEE 1 AA
2A 7S 7ML s A aHAES BE SR
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SH(Palmeir & Srivastava 2013: Shampanier et
al. 2007).

AEHor 7|ZE ZrRANA AgHE F8 o4
Fo Mok BAlE A|9jle] BAIE Tt AP &
AR A7) ofeltH, Bille 9]¢} tio] Z=2
B wAIR] Zgoly o] A areEofof gtk
Aolt}. o5 &0, B A§le] BAll=r} 7|ZE =7
RS S A, anRke] FrRAE ARl e
AFAL 7hedel wom mepd e R AlgEe
T8 SHF s R Y ZrRAS F7keH
2 Aot} o] A4, g IN Hrpe oAl 7je] FE 4
& Algske o] RHIAER sldg Hrt o o4
Q) T2uMd B Bt S BT 5 =

[e)
Age JhHoR Fe 55U 4 glom of A% AS

7Pd 1a: A4 AFe] Bls A9 @ A o
AN F5 SHES AT of v
7|ZE 22 R gk Bt S AlEe]
TrjelEel] ZHARI o] vERE: Bloltt.

7Hd 1b: A4 AlFe] BAE A9t S A, g
N F7 THES AT v anxke] 7

ZE Zewid oig dest a4 AE



FolelEel) A Faol vehd Zelth

714 2a: WA AFE BAE AS7L RS A WS
o]y e 7 LE ZRBHE

Mol F8 SFS, Bl Zol
7IZE ZREAME= vl 7l F=
EE Algshe Zlo] avate] ZzrAdd
ek efreel el AlEe] Fujolm=el] Het

AR dFE mE Aol

ofN

7Hd 2b: A AFS HAE= A$} wE S, Z
2RA vAxe] Zgoly] wha]v} TS
JIZE ZauAdA AeEE g e F
2 HES ATE W auAe] 7ZE Z
2R R e=s} 4 AEL] o)
Tt B} o 3Hoz yeld Ao}

3. Al RIZD P SHE 7 X2 e

A1 24 A (perceived fit) = F AlF Aol FAMI
< 9ujsh= 7idelth(o] -8, oFlF 2002; Henning-
Thurau et al. 2009: McCarthy et al. 2001: Shine
et al. 2007). o]} Z& AFE 1He] A2 AP
AHzke] Bl H7tel| B P v|xit)h Bae &)
of ¥t M3l AFES Bl g Slox] 7Pg 4l
21 g4t A2k AAolgke AS Rlsiin. 4
o]o] A|Zte AjHdo] =2 7%, 4]
e BAE e gHA o R Witk
Atk 53 Simonin and Ruth(1995)+& A
AN=o] Aol SlojA] 7]E Bal=ske] =2 Aol

avlRte] 344 A 7S o] Bolls A A%H

oz ARG

WS H7IAM = A2 AL a7 J9EE &
o A 501, WE WA & Al AR SRl

& g4z Hrlgith(Varadarajan 1986). HEgh,
A AFI AGE ATl =2 AFER WS WY
AE 4T A, AR |E 7R gk )
=olAl= W (Gaeth et al. 1991), *]71d 4
W AEFER HE WA 82 AT AHIA
2 e Ws 7S F4 o= 7RI Simonson
et al. 1994). ol2igt Ha AFEL aHAE0] W
717 & AF=el ek FEE 22l wj lojA], ZHzt
o] AFES A2 AWNA s a5 ok
B2 Fl W A71A tig RS Aejite 2
AAFEFH Chiambaretto & Dumez 2012). WebA,
A AFH Fu5 SHF L AAE Aol =2
AnRle] 7|ZE 2o tigh B} S AlEe]
Tujelees Hot v SAoR UEhd ZoRE o
7FssAIRt 7|ZE g mialx]e] Loy At
A2FE A Tt S Abgl whet 712 E T2 R oA
Agee 78 SHF MY a3 2o SrlsA |

stek 7k GAl EAET dlE S0, HE Zeold
o] ¢ 5\—“]11'*01 7|ZE Z2RAS Z3) A4 AlFE

@ 7Rl el = Qe 71sleaL
AZVecR= AR (Leszezye & Haubl 2010), AZEE 7H
A2k A3Pgo] v 75 anlakee] HERNE de
F8(utility) 2 /1 AFCERE A& F80 Furt
Aojzxlths AR (Guiltinan 1987: Telser 1979:
Venkatesh & Kamakura 2003)< 37 123l
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s a1 xﬂ%ﬂ Folele] MR &S e1E Aol
20X e Z2RA HAlR] ol W2
S BB FHoR B AES TR
A599) 28 AP 2R F)mE
e wo] B Bhmst a1 AlEe] ool vlAE
£3E A u A e,

a

=]
g
e
(e}
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u{u
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AE A 2 ER
£ A7 M A5 99 ofukE I Hlole A}

°]E(Amazon Mechanical Turk) & %53l % 6057%4<]

n==rA o] Ad 7K Mas = 40.06, B9 =2779)

w2 e, olEdAle A3 Ayl uig Bago

2 717+ $0.6°] AFEATh. AEe 2(Z22A4 vAIA|

Zgloly WA ME vs. {E]) x 2(F5 SF N
g7l vs. L ) x 2(BAE A9 %

et A A Ageslen, 43 e 9

871 24 T 3 7P 26l 7 EEolxlt

A, AE REAA AFeAE Fullell Bek 7Pge] Al
vel 5 oAl st olw, A AlFe] B A9
o] Z22k2- 9lal BMW 3 series(32 #|¢]e] Halz) o}
GENESIS G80(%+ A91e] Halls)S AsiiaL A

1. & A7
Zolo| ZtZ+ $1,0002 $1,3002 *to[7F Ul

T So&

= =X{3z oo|o| XsJ_}, ol EI’

4 BIE SAIE] flelA 7 AlE BT SLe 24
Mg AHEEIGITE Hg BMW 3 series®t GENESIS
G809] A HAmj71A-L #e] sdslr] wEel 714 &
I A A & AT ZERA Uﬂ’\]xl Zf|olry
Walel] ek 22k 7] vl e & Far ofm|x] ¢}
75 &l o] Follt. dlE 5o, e ZERA wA
A zZYlo|ye AFsAkel Fum S8Ee 54 ool &
T e Ag BAFI (" Buy a BMW 3 series
(vs. GENESIS G80) and a BMW (vs. GENESIS)
original parts voucher all for $39,000), ¥2] =
2R wARA] ZgolWe AsAkEs 5 Sl Fulist
F7HRI 785 S FS AlTdtie S A

(“Buy a BMW 3 series (vs. GENESIS G&0) for
$39,000 and get a $1,000 value special gift of a
free BMW (vs. GENESIS) original parts voucher’).
npREte ® B AFX B8 SHE N st

olzA Agof tigt o} Hdugt A5 fldl, FE 5
BE T 819 22 & e Fa SHE el
+ $1,000 o] AFsat 5 dEdS Algehe 2o
=2, R T S8E
sk ZFEAT gEe] $100 A 2 HEAE,
$100 &de] AFsake 240l $50 Ao 2a1 2},
T2]3 $50 2] 7 tololgE AlFdhs Zow
o] izt Y

ok 2& Fa 75 AF RS HoE o
+, ol5°lAl 7IZE ZmRHd tigh [vkAQl HrE
37HA e = H = (undesirable - desirable,

bad deal - good deal, and unhelpful - helpful) <}

-

ToIM ALBE B2 BEE i =& Oﬁ% T2 THEC Jh7t o JHQl =znt ofi TRl 7oA AR EVIAKS0l 2| =l ZAIE TER|2|
=] o 2

olsulo| NSAIE Zup} waiE B2 1 2lolo| thes| Jhel At

O mHE2IX| opd FILE ZAH kx| mhEelx|, ot Jhet AMA TR ZF MZAZO| oFt HIXE Halei| TEE £ gl EdEn

(confounding effect)7} ZAlsict. o] £

JIZE ZEOMAN 2B ZYEC AL YSAE FLI? TRRM HAIX Zo|Y UL 22 5%

=0l chish ed7te| SHAIElA Eot 2AEe=

E 740l ol5x ofgg 4oz 83



271419] &&e] BAE 74 F=(T would like to try
the special promotion.”, ‘T would like to get the
benefits from the special promotion.”; 1 = strongly
disagree, 7 = strongly agree) = AF&3dto] H715H|
slATt. oot 22 S FIHES Hstele] A
e 71ZE zaRAd et B A2 ARl
(a = .95). t5o2 A3 Ee] Fujexes 2
714 &3ke] gAE 74 HE(1 = strongly disagree,
7= strongly agree)E A&l =33 THT think
it would be a smart choice to purchase the car
with the special promotion.”, “T am interested in
purchasing the car with the special promotion.”
(a = .93))

o g 2AHAS AAsisltt. #A], Bals 2|9
o] 2AHAE 18l O'Cass and McEwen(2004) 2}
Tryong, Simmons, and Kitchen(2008)¢] A}-&-gk
TS AFgStd A FriAEc] et BMWet
GENESIS®| Bal= 2915 37K 3¢ 74 2AE
A2 43K To what extent does BMW (or
GENESIS) indicate a person’s social status?’, “To
what extent is BMW (or GENESIS) a symbol of
achievement?’, "To what extent is BMW (or
GENESIS) a symbol of wealth?” (1 = low extent,
7 = high extent; ¢ = .92)). t}3o & B85 SHE
o] 7ol 22RA 2R1E flel 27K 3ol 7R BIAE
=2 ARSI ("How much benefit do you think
you would receive from the special promotion?”
(1 = alittle, 7 = a lot), “How many gifts do you
think you can receive from the special promotion?”
(1 =afew, 7 =many: ¢ = .79)). o|& Z22A
HAA] Zejlolnd WhAo] 22 ElE e @Y &

2]
& 74 PAE H=E AT Do you think the
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additional gifts are included in a bundle or given
extra rewards?” (9&%)). vixToz A Arixt

5o At PES 293 5, APL Fasiach

HA= 29| tigt 2(ZZ A v|A]x] Zgo|w W)
x 2(F-7 SHF W) x 2BA= 29 g 2t
A Ay Ad ES BMWM = 5.29)&
GENESIS(M = 4.16) %t 1§ =& #9)9] Hall=a
Azreths 21 vk (F(1, 597) = 110.94,
p € .001). T3 T3 HAHEA Az Z2rA v
AR Zelo]] WA (Mas = 5.15 vs. Maa = 4.72;
F(1, 597) = 14.57, p< .001)3} T8 SHF 7
(Mg » = 3.29 vs. Max » = 3.59: F(1, 597) =
6.14, p < .05)° YA = FoJuldt 2fo]7} VRt 2
< golslgint. whehs], TR AR Zyjo]w] k2],
H

A= A9, Jeln R FHE A BE B AT

o olEdz 2AEYeS Helskict.
Mgz

S AFE) 8 JZE Teuhd U e
FsR 2(T2RA AR Zejoln ) x 2(F
B SHE ) x 239 AN ok NS

AL IeIsied], FAXcR 43 eS¢ A
o] B85 SHFS AT W AH-(M = 4.11), o 7
o] F8 IHES AT BE A-(M = 3.82)HEr} 7]
ZE ZZ2RHAS FAHA HEE JERIITHF(1, 597)
= 4.60, p< .05). cl2Ig ¥-5 S4F /el = 57
© AHRe] AEAe Ao FE 2 oeker A



70l Wt el 7Ps4e] 7] v B A B
o 491el 458-S Bal ol AdelnA duk the
oz HAE A9 He 4 A5 vlre za
wAdo] )3 Bl=e] Aol BT S My =
4.02 vs. Mgenesis = 3.915 F(1, 597) = 61, p =
43).

theow Hile x[9jof 78 SHFS] e 45
-8 Edte frolehA vebstHE(L, 597) = 4.09,
p (.05). TAAcE AE BlE X947} w5 7
T+ A3 e & AW = 4.30)09 F= SHF
< Aldte A ol (M = 3.74)9] 5 SHE
A e A Boh o 344 s HAFATHE(L,
597) = 8.73, p { .01). &Y HA= A7} v
B, TR SAE Ml mE 23 e 7ZE
Za R g Blee Fefnlgh 2fo]7} LA SHA] ek
SHMa 4 = 3.92 vs. Magw 4 = 3.90: F(1, 597) =
01, p = .93). w&hA, & 7M lae 7124+, 7F

A b ANHRES BET 74 1ag] A 2
o] o ahe The Aab} Uk, ole wE =
dlolmle] A%, a4l AE) e Bl AL 5 e

F7HQ1 F85 S EC Uigt o] et FJrIL Fe
Zglol 7ol vlg] A= H2lEA] ks FEo|
=} o2 Qlsle] AT AMRE A ' 2R

.

o] djelo] Waelr) YA ekgb] Wl TS 2
B Az 2 5 Qe webd, B AT Bk g9

F52AH8<1 7Hd 28 Bl 71 19] AdtE B st
Al Adrgstaat gt
Z2RA AR Zeoly W, TR SF AT
Tela Bille A)9] 3t Ak A Bt VZE =
2R theh B =] Ulﬂt &= FeleH vebs=
g, o8& EHE & d7e HAE A9 5ol wE =
24 AR Zeoly WAd B2 SHEe] he

ASAe Fapt 7|ZE T2 A gk gl njA]E
e AR ST, 597) = 6.11, p <
.05). UM BilE 2947t g A-(GENESIS), ¥
20 AR e @Y v R S
S ATNE A(M = 4.17)% 09X Ao B8 =
BES AFte AR o 244 geS Jehiich
(M = 3.61; F(1, 597) = 4.33, p{ .05). 224},
el Zeoly A 243 e sl Jle] F
T2 FES ATLE S 71ZE 2R gk
A4 Hl=rF @AAENH M 4 = 3.67 vs. Moy 4 =
4.20; F(1, 597) = 3.86, p = .05). Wb, 7} 2a
= AAEAE et BHRE A9 2 A--(BMW),
HE Zeold olld 5 F4F] Mt 71ZE
Z2RA gz nlAEs G AdFH oz Foldt Ao
7} @St (Ma 4 = 4.27 vs. Mg 4 = 3.83,
F(1, 597) = 2.70, p = .10), ¥2] =&
Me Ad eS¢ e 7R SHES ATt
BH(M = 4.32), B 7le] FE SHEFS ATLE
A Bt o 384 Bt FA4EJATHM = 3.64:
F(1, 597) = 6.43, p € .05) ((2& 2) #&=x). Wt
A 71 2b AA] AR H ALt

theog Fjoes FEHHATE 2(Z2RA vAA|

Zlol® W) x 2(FESHFE N x 2(BA= A

=l

k

(¢}

F

F9 FEIWF vehd A2 ZRIsislet], FAACRE
A RS g le R S AT TS AT
(M = 3.78) vl 79l F5 SHEFS AT &
(M = 3.51)Et} Fje]x=r} Zobdth(F(1, 597) =
3.44, p ( .1). 3 Bal= 2)9jd) ©}2 AY s
o] 7|2E g R gk Fufo] e Aol WAYSHA]
LITH Menw = 3.72 vs. Maenesis = 3.57; F(1,
597) = 1.20, p = .27).
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R, U= 2919} P F9E Nre] 45 4E
FHE Aoz FoJaiA JdeRGTHF(L, 597) =

2.80, p ( .10). FAF R AvEH HA= X7}
S 75 49 WhEe] PleE: &AM = 3.99)
o TR FHEL AR A5 T A = 3.47)
o B ZHES AT W A9 o B et

(ag 2)

& 417

3.61

(F(1, 597) = 6.25, p ¢ .05). e}, & A7) of
FiE t2A BRlE A9t v Ag R S8F
Aol whe Ad el 7IZE ZaRAd tg
Trjel=e frolnl gk 2ol 7h SR ST (Ma 4 =
3.58 vs. Mas 4 = 3.55: F(1, 597) = .02, p =
.89). wiEbA, B 7 laE 714Ea, 7 1bE A

4.2

3.67

ovksl A

BMW

4.27
4 3.83

gy de e o

#1919 B.7

4.32

3.64

M
_,-&

osk 7H

ok Al
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AR BT R, BTk 49l JEa)
§< 5ol 71 2% Avum, Zzwa AR Zeo)

Hl= 29 3 A

W, B SHE N, aga
A FEAE Zapt ezl nixle JF= folst
A YepgEst], o]E EUE 2 A3 Hils X9
ol wE ZRRA AR Zoy] WY a4
Fo] Mg AoAg F3pt 7|ZE ze M gk
Tfe] el vX= EE A E Ak SITH (L, 597)
= 9.08, p ( .01). WA, BAH= A7} & A
(GENESIS), ¥1E Z2 A sl 28 A7REe
a3 7le] B8 SHES AlTEE w(M = 3.89) t
Mol Fu SHFS ATis fuct pojeert o =
olFltHM = 3.18: F(1, 597) = 6.05, p { .05).
ey, 2] ZRRA gisiMe Ad RES ol
Ne] F85 SHEFS ATEE o Il B SHES
A= 74580 o e =r) ot (Ma 4 =
3.27 vs. Mg » = 3.93: F(1, 597) = 5.23, p <
.05). WA, 7 2a% AREAL
W dre] o ke thEA Hills A9t =
B-(BMW), e Z2wAdxe] L5 ZHF /M5t
A3 HArAbEe] Fljelze] n|x|= G Ak foln
o 2ol ABIA] RUTH Ma 4 = 3.95 vs. Mo #
= 3.62, F(1, 597) = 1.28, p = .26). 22|}, &
2] ZrrAMdd tisiie 43 e 3 e Fa
12 ﬁ—?*(M = 4.02)% il 719 B8
S BT} Fajelrl ¥ Eoldt
= 3.32; F(1, 597) = 5.77, p< .05). °|¢} &
o] 7K 2be FEA R AYE=, ol ZERA
ARl o] e, 5 FEES] Vi, 1o Bils
2919l A A ZHg Bt Anjae] V| ZE 22
A HdMe Al o® folgh Jak2 nAAN, o]
o} 22 Amjzle] 7|ZE ZauMd i3t HEr) ols

/‘\

JZE ZRRMIN RE EHEO| AL BIGAZ N7 Z2AM HAX| Z#o]

o H% PRI E oloiAlA] Bekg Fsdel Sl
& Bojz}.

Ag 19] A7, Ha= 2|97 e A HE(vs. £E)
Z2eAS AP wolle & Mlvs. T M F35
SHES Algshs 3lo] 71ZE 2w gk AH|A}
o] ZR R tigt g4 el=et A AlFe] =
el wheo] Witke A2 At 1ev, Bal
= AP 2 7T e wad gagle] g 7ie]
8 S8EFS Algske Aol anjAte] R tig
A H=E AgH oz Fola TYAZAIEE, o]
& B ert AnjRe] HF e A ool A = %k
o= e EIsit). oldd Ade a5 SHEF i

2 A wj o] WA Aoz B 9tk T
Hog HUlE A7t w5 A A4 HES v
3] Fm FEES Mt ofd, AgEE TR S EC
A AF Fulel] the 54 2AE FTH R AT
Aol tiet AT 7Rke 2 V| ZE 2w gt
Bt 4 AlFe] Pl s FPeE e e B

T Aotk Tl Eall, FiiA o nvedg] Bl

k

¢

AN we 4G SN PR FPE) NS O B

o] AlFale A0l 98le A5 Wl olaTw
OlOWE}

HEE 7|ZE Z2udd] g gz} 94 xﬂ*ﬂ T
o] =8 ddehs FolA th 2 ALgslel e
7Fsde AAKRITY,

-1)4
gg

| AT 22 BYE hao olFx o Fuoz 87
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A7 7HE ASs] el & 30389 vl= A
o] A3 7AE olvlE Aid HlolH AlRIES Bl &
HotAtH My = 37.62, Fd=149%). ol&-ll=
AY 7t tigh BAAew 747} $0.57F AEHUAH. 4
< 2(Z2RA vAA ZeolY W ME vs. £
x 2078 SHF M @ 7 vs. T x 2(A14HE
A vhe vs. =5 o] HeRt A gaRlez X1
Pe

7SS 9 871 221 & shue] 231

N

A, AE WA 438 13 22 Ak ol
w3t 7] AU o E Al Skt o] o, A 2L
o] Al (Lexus ES350)& A& AHSIGIET o=
gx27F BMWeF GENESIS Alole] Hale A]91E 7}
T3t Lexus ES350-2
BMW 3 series, GENESIS G807 A4 #l7H =
A8l Akl 714 53k 9] BA 7hssted AAsiel
oh ZeRA vXA] Zoly WA tigk 22k A3
13 fAlsHAl 713e] Alue] L. & 3ol o|w|R| 9} 75
E3l o] FoIHTH(Buy a Lexus ES350 and a Lexus
original parts voucher all for $39,000" (HE =g
o|"), “Buy a Lexus ES350 for $39,000 and get a

Xk‘l »}]\t Zi—i 7]"?‘ N\—L

$1,000 value special gift of a free Lexus original
parts voucher (¥2] Zgo|w). a4l A&} 5 F
BE) Azt ARRS 229 98] £ A48 A

gAo] g ZHEoRE AExiel BHHE S
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(o

Asiiar, Wi whe 2|74 Ao FE SHFE
2= AFsxket ¥ Qle Zﬂ & Asislth. mEAEke.
o thgh Het gk
2oz B85 SHE N
T 80E AT oE 50, 3 e F5 FF
F 24= $1,000 B3] AFsAk 5% A (vs.
$1,000 58 vk9A) = F= AeE, ol JHY 7=
THF oM $1,00078F<] et FE FEH
olglell®= $100 <] Aext EXA wiE(vs. $100
2] AgmAl), $100 3] AFsAE 420 (vs.
$100 2] wx71), $50 o] A2t HET (vs.
$50 el E~E7]), a3 $50 A HHE
Z0(vs. $50 9] Zeolsh) & AlFgste o= =
ARt

Aot B2 Fa EE AP WA HoAE o
A el 7|ZE e R gk Bies} X
2R i} AlFe e Fuieles A4F 13 FYg
& AHEste] ek ]5 A9 el 8
A AFH AT HoAA = T8 Tl dig A2k A
S 27K w3 TH YAE HEE ARgsle] 2%
StATHThe
LEXUS promotion.”, “The

il
i
ol
o
il
=
l.g:
)
2t
-r‘ _l.t.u
mﬁt"

*

%

ut

I

|

is an appropriate choice for the
~ fits with the
LEXUS promotion” (1 = strongly disagree, 7 =
strongly agree: ¢ = .96). U5 A 13} 54
SHAl TR wAIA] Zeloly W, = Sl TH
ol disle] St rAge s Ad IriRkEe]

A7, 9 BT 249 7 HPS TRk



4) x 295 FHE ) x 20718 Aol ol
B A3, A% AR S ABA $E wheA
4 F5AM = 3,950} o a4

AED} A7 ARG £ R SHEOR A7

AN
&
i
fol
)

m

ot TAS AR A A7 S-S AFeAke #
He A2 (M = 4.21) 5 7RIAIERD | S A%
3} 27k Aol B B8 FPFo R YAt A
S AZBIKTHM = 3.21; F(1, 152) = 16.85, p <
.001). webA A2 Ade 2 AT o= =

2 52 Flsisint

7Hde HFsl] Sl 71ZE ZE R tig EE
TEATE 2(Z2RA WAIA] Zeoly W) x 2(F
85 8F M) x 249 A) o tigk BAREA
= Arsisitt. 1 23 Fa SHFe] FEIE Ve
= e, FAHcR A WS B
To] FE SAES At AWM = 4.19) A&
Fol 5 SAFE AeE B(M = 3.81)EHT}
g 71ZE 2w disf Bt o 384 HEs
VERICH(F(1, 295) = 5.21, p € .05). A7t A
dol FEI= TS LIt Mae ag9= 4.02 vs.
Mese a9y = 3.99: F(1, 295) = .10, p = .76). 1
ey, 5 S F] Jiaek A2t AT deAte
e frelstA vetseH(F(L, 295) = 6.34, p <
.05). TFAR R AW ET, 74 A o] e A

T8 SHF i e A e 7=
A gk Biee froln] gk xfo]7h A SkR] kIRt
(Mg 4 = 4.05 vs. Mgy 5 = 4.01; F(1, 295) =
.03, p = .87), AZE AFHo] =& A+, 4% Wt

A2 o AN(M = 4.40)9] 55 S9FS Al

d

gt
o

—o

m

=

|

rr

Aol el g (M = 3.56)9] 78 FHFS AT
= o} o 3721 =S BHoAFITH (L, 295) =
11.33, p = .001). w&pA, 7Hd 3a= 712, 7Hd 3b
= AAERES FRlEN o, Z2RA vAA] Zelo]
g el met FR2 SHF Nl dIFEe] 2
el A 104 el dAR Koy gele] 4o A

= &3l 7H 40l g S 2y Ho 3Als] Ay

u1

2 49 29 A¥ Z2wd v Zeo|y k],
7 FHE A, aela Az Ag 7] Ak
524 G} 7|ZE 2R thik ] vlx]E Q
T FolshAl vehgetl, olEd A3 EdE A7t
H A3 o] W ZarA wAA] Zgoy W
27 Bg $F] Ml duag gt 7|ZE =
2RAM gt Bz vXE EIE A E 1A} 619
(F(1, 295) = 4.78, p < .05). WA, x7¢ A4
o] & §5 TAES AT AT, WE Zgolw =
2 A8 AES @ e F8 SHES AT
= (M = 4.50)% ol 79 Fs SHEFS Al
© AET o] Ao A7t = 3.70: F(1,
295) = 5.28, p ( .05). 12}, Ee] Zgoly %zl
A AR eSS o e Fe SEES AlTle
A5 g A Fm FEES AT AT B ] 3%
Al HE=E BAFAY (Ma 4 = 3.61 vs. Moy 4 =
320 F(1, 295) = 4.04, p < .05). WA 7Hd 4a

£ A7) 98-S st v A2 Aol &

ST

ox -d

(o)

N

AH Mea 5 = 3.56 vs. Moy 5 = 4.42: F(1, 295)
= 5.96, p < .05). ¥k ope}, Ee] Zyloly ol
A= i 2 49 e ol el Pa 3

M7 m2EN HAIX| Zo|n) HAIDL BE EME JjAo| o|EN ojure zAloz 89
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vs. Mgy » = 4.38: F(1, 295) = 5.37, p < .05)
((3d 3) F=). w=hA 7HE 4bSA] AA] H%e= &

Ikt
ggog Mgrs FEM4E 2(ZarA HAX

ol W) x 207" SHF

el vigk 2akEAE AAleisit o 29, FR

AFS) FEE ERE AS Felsided, PARoR
g WSS B AFY 7R FPES AT UL
BHM = 3.86), AL Al T8 FHES AT 0S

(a7 3) B&H ¢ AHIXIEL| 7|ZE Z22Mof| thst Bl

1l e RIGLEA] ©
2 2§ 2

o= |

= =
TE 58

ol
o 45

4.32

3.61

j -

4.42

3.56

o o gt g
o7, 7=52%)

!r,‘\j‘

RN
w

(1=n]

4.38

3.55

Mz
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osl 7}

orpi 7l
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= 5.46, p < .05). 284, AZE AP FEA=
TS| I Mae a59 = 3.70 vs. Mo 2y
3.59: F(1, 295) = 46, p = .50). A7t A=
55 SHE) NeY ds e avke fols vt
WeH(F(1, 295) = 7.17, p ¢ .05). FAA o= 29
B, A7k Aol v S 5 SHEF AN
w2 A e o= 3F fonlgh Ajolrt i
AR LA Ma 4 = 3.75 vs. Mon 4 = 3.68;
F(1, 295) = .06, p = .81), A7k Ao ==

5, A RES A (M = 4.08)9] 8 S8F
< Agshe AL MM = 3.08)9 F& THE A
FETH o] =7} o= ZAde JERITH (L, 295)
= 12.36, p = .001). wehr, 7F2 3axe 714= A,

o2z A A9 4T AeE T AyE, ==

2 WA el B, R FHES A%, )
A7 A b9 A9 JEA I Telelwe
A G Fels Uetd ol Ede B a7
& Aze Aol 570w Teoly WA Ta

ZRE) Aol 324 BI} Pulel o] nIAE &
= A E A} SEATHE(L, 295) = 5.35, p{ .05).

HA, A2 m“éol S R SEe AT AT

A48 WAEL @ e TR
s E= AFshs A-(M = 4.12), vl 7le] F&
3.17: F(1, 295) = 5.98, p< .05). 124}, &2 =
dloly 2219] 48 WSS oM e TR 24F
2 APRE AL B AN PR FHES ATLE A
9o Ee PrieEst Btk 4 = 3.38 v
M 4 = 4.20; F(1, 295) = 4.19, p< .05). ®F
A7k Al e TR ZHES AT A W

zaoly 279 43 e vl e ¥E 54

L s

¢

ad

JZE ZRRMIN RE EHEO| AL BIGAZ N7 Z2AM HAX| Z#o]

Mgy » = 4.13, F(1, 295) = 6.69, p
g oe}, ®2) Eajoln) 2R g
AL T N PR SHES ATRE AL @
Mol ww ZHES ATee AU o B Pujew
S YERIATH Ma 4 = 3.07 vs. Mgy 4 = 4.04,
F(1, 295) = 5.69, p < .05). w&bA, 7 4a<} 4b

[
-
-
& M

AR

£ AER L B8

3. =9

A3 29) A%, W AFT T2 FHE) A%E 4G
o] B A9 WE(vs. ¥2)) Zzual EaﬂOl“JCﬂ AL

H

42 woll= & A(vs. B )9 5 SHES A8
she Zlo] 7|ZE ZR WM gk ARkl e A
A AES] FE TS olF
o] Wrk= &4—% Assignt. aeu, @4l A a8
SHE I AAE Aol w2 AF, 71ZE ZrrAd
Hagle] ol 7ol Fa 5%
Hot o g3Aolghe As &klst
k. olelg s siAsiabd, A Algel gk 7t
A Hre} 75 FFol dig HRI} shie] &
2 7]} Ho] AeE rbeide] Ee HE =
A Zglelwe] A5 Al AFe] A7 Aol vt
T2 38FS Bl Algshe Aol esle] A4 z=
A 717 AA L] 7S st E GEIE 7
5 o R e FE AR vE R
= FHelaest Hol Aeld 7FsAdo] we el 2
=R Jﬁﬂolﬂu BT TR TEE we A
&= ETeha B2 Mg ASE w) dviEer solH
A 7|ZE zZauHd gt B}t H& Fujo R o

4k
h;%

trlo

P
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¢
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=

K

| WA B ZME 40| o5 Y wwg zaez 91
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o121 A} et o] 94 4Y 19 BA R
ZHF e a4 At 2 eI olFA o

< FYPITE AE HoFr

ot

i

$ HE ZIRAL 3l B8 SEEFS Alshs A
o] Amizte] ZaR M et A ezt A AF
9] e Fujo =S w7, ] ZErAe ol
N F2 SHEFS AlFshe o] 34 TR
et elme} 4] AlEe] wo Fule] =g wAPAIZITR=
Ae ASBGTE. 28y a4 Aol BaE X9t =

E

& 37, ZERA W daglol A2 il V1=

Nl
2
o
ol
ﬂF
N

Zo] Znjxle] 7|ZE T M tigh
BA H=E TRATIAE, oo} 22 aH|Ake] Bi=rt
olEe] HIF Fule=/IA oloAAE Tt =R
AT WA AF AlTsle TR SEe A4E A
FAo| S A, WS ZERACAN = g Ile] FR 5

PES Aledhes Zlo] TR it 32 ezt

ol
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ok Aol Tewdd od FAA twsh a4 AE
o me Pl ES AT AL AT

B AT T e 0|24 oo} gtk M, B
A7 V)zE Fevde] AL8T) 2HlAe) oY Zaw

Adell thet eiz=el &Y AlFe] Fefel ol Al
dFE A T e 0F AARdES kel
Ao AFEL 7|ZE 2R syolio] thekeh At

£ AR Esked], dE &

TAol wEhA] AnApEe] HAEshe Huyade] FR7}
etk RS ASsidnt =g vleld, M8(2016)
© ZERA AR AiiA ZyQ oz AAlE A
SHIAFES 7HAER] B 71 V| ZES Algehe TR
RS AosARl, JoiA Zygos 22 R mAlA]
7} ANE AS- F7) N1ZES Algche TERAS A
3= A ERIsIT viR|Ele & Wang(2022) 2
o= xyoly] & g, AnAEe] A
TFrjel=E T F7)7F #HESE Eolithe As B
FA}. olw B A e wA wa] ol Hha
o Fa SHE] e 7IZE ZeRAd vAE &
ol QlolA, Al AlFe] Bl =)9], aela 4] AlF
I 78 FEY AE Aol 24 WgrA A
S e RS SR AAEItRE HellA] o
24 F9e 7RIk
=4, & d7+= Fust 7Hsd 23 (Elaboration
Likelihood Model: ELM)< vl&o2 F35 3% F 7N
9] o]FA A2 WUt HellA o84 714H
= 7Kt ELM 2l m2w, b A5l glo]
A AE ZA iget AEF0] ARE] HrAE A}
A 221, ool ue} Do} dhs AS AAIS
ATHEMAE 2005: o)A, 2ol 2002 Petty &
Cacioppo 1984), ©]&13t ELM 285 £ <+l 7]

N
}kl
m
{:l:ul



4 AFL] Fohel=
A= ALgES TFsgo
BB 57} aHAES] JuAY 4D S
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o] WhEA] EIHol A ¢
ot e5d ¥R vAHEC] 7| ZE 22
SlolN Be Ajse] BR
e, ols) e Be

N Tl

SHES AF

=2 A

P

A AFe] Zegd ol
AET} Ta 24T 27
a#ale] Galo} sl Aol). B,
J)EE ZRwAL AgsHE 716l

A& $HA0z ot Zol

I«

HIAIA] Ze|o])

2
>
i)
B
2
=2
:?L_',
>
rir
bota)
rlo
=
rE]
o
o
k1
X0
Y

o
rlo

e A%
olth, ey, & Ao AXAR AT FE SF
Fol 71ZE ZERA Ul niAle a3 Zz=RA
AR Zgoly Whalof whet gtk AMdS a1t
< o, rHEE A2 v mAlx] Zio]
W S ks Zlo] esitta £ 5 3l

2 A7 e 2L S 7RI, A, 2 AT
= 7|1ZE Zard gyl gloja] dlil AlFe] 54
et A4l AFel A 54 FESle] AvrA]

Falthe eAldS 7kt olE £, Thaler(1985)

= AlFe] 540l A=y £ 7 g, WHE
o] ohd e] WAe] ZyolYoR AES AFSINS
uf, ARRFEe] wETto] Hi} o AR RS HAF

o}, Bt opgl, Tsai and Zhao(2011)& A& A4
T 2 zylol e AlF Alge] B} o &340l
2= ZS ASSIST) oleldh A A7ES 1EsA
S ), 3 AFeME 2 At AN A9E 94l
A mFgH o FEsle] AHEE

o
=
™, & A7) A3t 4l AlFe] AL

i)
N
®

=

|
R
o,
N
K
=)
)
rir

Gl glofA] Al A
2919} Al AEL FE SHE AR
Ao| ZHRe] ZRwA Al o &
T RIS BRIeA] Ealdt). ol £
FEo] MRl V|ZE ZRRA
1A AlAIsk= A7k
TolMe ZaeA
wAR|e] Zelo]] WS B3l AnAe] A& the 7t
Huelsl 33S, Bl X9 Wes 5 Ze2rd
AR FEA ] & 7Feet A1 zkde] o W
S} AuE D aejgh WgEe] 7| ZE ZarMdY Be

i{g
o
2]
[

)
=
ofN
9
[r
>

ol
ool
11}{e3
=)

o, J\")‘
3 @
5 8
2 S 3y
ar e
g 7
o g
g

i

i)

El

ol

i<}
fo
ol
vl
k1
ik
4
%0,
vl
>
)
re
re

=2

WOAR ZON? D2OM HAIX| Zo|l) HAID BE EME JjAo| o|EM ojure zAloz 93

oM RE ZHEO

rir

o o1



F9F] A dlae] o) oIak 2 gl vl
S bl IS AR R0l AEES Sa T
el weisideh, e, A old e shen
et A T2 B8 e A A9
ol ol Aol EANEA ¥ ol ¥ A
o glN EHEA) 29 WA A, 1} B
AT B S BTk F4 AL B AT

o] Aol thet F83 vIZAUSTE Zop w7l HS=

12 A3 204 A8 F-5 S F MG 22 2l
Aot &, B Ao A3 Adfox] IAE Aol
7 28] T8 SHFe] Y Aol 7| sk AL
A, oW AR 719 ApelolA 7]Q1eks ZQ1A| o]l
3t &4 &3 confounding effect)”7} AYsIA-S 7

o] v Aot =8, 78 S4F e ¢le

A4 gl vd And A5 990, T2 FHE )
skl 2 MR Z7ksHs WAe ARE 24 o
T =AY Aeigont, FR SYEe AAA AR
FAsPI RS 5] Holehg 24sH 2]

urh o ke 24 gAY 5 9ok Aol Il
dg 5ol Tl Jlel R FHE 24 $1,000 4
gl HE AED O, $800 Al ¥E BEA ¢
A G4 $200 9] TR FHE 7B AT
Wow 27 /b Sloleh deht, olsh o] R&
9% FHE BAA ) BB FASe] A 8
Qo) FEAVS Bo AFHE ST P, vl
alAge] A ol A ABA HE JEAS e
FE 2A4F vlal v AEAdR, TR SHE 9 719
T A 2 el il Aelske sl vEE
S} A5 Aol wAE PSR o8 EAg
Wb, $45 ATONE PR FHE e Au

Q1 Wi} A5o] AR EAE e SlelA] T

94 opig %13 November 2022

T SHF N 8fle] =5 @M, BAR 7EIVE F
A oA AN, A 7A7F SR oAl ) 23 2

)

% le) FFow 2Aslel, JiA ANE i 2

sk Zlo] wlgkaa Aolt

o|\

(E=F£D: 20224 108 142
(FH: 1Xb: 20224 11 1290

Iri™: 20224 114 162D

HAIE(2005), “HEH AE A8A AFe AHR AE)
nxe HAZE w53 rAE A 20(2), 21-44.

A A3E(2016), BE Zeolwe] By w14
le] Aol mix|= Jak ©9i7Hg Aol Fat” 4n)xpe}
17, 27(6), 1-23.

A, YT, 5742(2021), 1+2 ) 2+1?7 HYx" 3
&) AFTET Zelol] &3, AnjRperd 7 32(1),
25-48.

o]5-&, o|WE(2002), “BA=Ago] 2|7k 3ol B
AE BafPel w2 28 g X Gl #t

AT PHIRFAET, 17(3), 93-122.

=
A=A B ol 8445} w]ol 8 2k Aelel vt T

A" oAEAT 17(3), 1-32.

Aaker, David. A. and Kevin L. Keller (1990), “Consumer
Evaluations of Brand Extensions,” Journal of Marketing,
54(1), 27-41.

Areni, Charles S. and Richard J. Lutz (1988), “The Role of
Argument Quality in The Elaboration Likelihood Model,”
in Advances in Consumer Research, Volume 15, eds. Michael
J. Houston, Provo, UT: Association for Consumer Research,
197-203.

Buil, Isabel, Lesliec De Chernatony, and Teresa Montaner



(2013), “Factors Influencing Consumer Evaluations of Gift
Promotions,” European Journal of Marketing, 47(3), 574-
595.

Chandran, Sucharita and Vicki G. Morwitz (2006), “The Price
of “Free”-Dom: Consumer Sensitivity to Promotions with
Negative Contextual Influences,” Journal of Consumer
Research, 33(3), 384-392.

Chiambaretto, Paul and Hervé Dumez (2012), “The Role of
Bundling in Firms’ Marketing Strategies: A Synthesis,”
Recherche et Applications en Marketing (English Edition),
27(2), 91-105.

Chu, Shu-Chuan and Sara Kamal (2008), “The Effect of
Perceived Blogger Credibility and Argument Quality On
Message Elaboration and Brand Attitudes: An Exploratory
Study,” Journal of Interactive Advertising, 8(2), 26-37.

Darke, Peter R. and Cindy M.Y. Chung (2005), “Effects of
Pricing and Promotion on Consumer Perceptions: It Depends
on How You Frame It,” Journal of Retailing, 81(1), 35-47.

Gaeth, Gary J., Irwin P. Levin, Goutam Chakraborty, and Aron
M. Levin (1991), “Consumer Evaluation of Multi-Product
Bundles: An Information Integration Analysis,” Marketing
Letters, 2(1), 47-57.

Guiltinan, Joeshep P. (1987), “The Price Bundling of Services:
A Normative Framework,” Journal of Marketing, 51, 74-85.

Giirhan-Canli, Zeynep and Durairaj Maheswaran (2000),
“Determinants of Country-of-Origin Evaluations,” Journal
of Consumer Research, 27(1), 96-108.

Ha, Young-Won and Stephen J. Hoch (1989), “Ambiguity,
Processing Strategy, and Advertising-Evidence Interactions,”
Journal of Consumer Research, 16(3), 354-360.

Hardesty, David M. and William O. Bearden (2003), “Consumer
Evaluations of Different Promotion Types and Price
Presentations: The Moderating Role of Promotional Benefit
Level,” Journal of Retailing, 79(1), 17-25.

Henning-Thurau, Thorsten, Mark B. Houston, and Torsten
Heitjans (2009), “Conceptualizing and Measuring The

Monetary Value of Brand Extensions: The Case of Motion

JZE Z2BMOIN 2B FHEO M4 YS4E 32

Pictures,” Journal of Marketing, 73(6), 167-183.

Hoch, Stephen J. and Young-Won Ha (1986), “Consumer
Learning: Advertising and The Ambiguity of Product
Experience,” Journal of Consumer Research, 13(2), 221-233.

Hsee, Christopher K. and France Leclerc (1998), “Will Products
Look More Attractive When Presented Separately or Together?”
Journal of Consumer Research, 25(2), 175-186.

Kahneman, Daniel and Amos Tversky (1979), “Prospect Theory:
An Analysis of Decision Under Risk,” Econometrica, 47
(2), 263-292.

Kamins, Micheal A., Valerie S. Folkes, and Alexander Fedorikhin
(2009), “Promotional Bundles and Consumers’ Price
Judgments: When The Best Things in Life Are Not Free,”
Journal of Consumer Research, 36(4), 660-670.

Lee, Shinyoung and Youjae Yi (2019), “ “Retail Is Detail!
Give Consumers a Gift Rather Than a Bundle”: Promotion
Framing and Consumer Product Returns,” Psychology &
Marketing, 36 (1), 15-27.

Leszezyc, Peter P. and Gerald Haubl (2010), “To Bundle or
Not to Bundle: Determinants of The Profitability of Multi-
Item Auctions,” Journal of Marketing, 74(4), 110-124.

Low, George S. and Donald R. Lichtenstein (1993), “Technical
Research Note: The Effect of Double Deals on Consumer
Attitudes,” Journal of Retailing, 69(4), 453-466.

McCarthy, Michael S., Timothy B. Heath, and Sandra J. Milberg
(2001), “New Brands Versus Brand Extensions, Attitudes
Versus Choice: Experimental Evidence for Theory and
Practice,” Marketing Letters, 12(1), 75-90.

Montaner, Teresa, Leslie De Chernatony, and Isabel Buil
(2011), “Consumer Response to Gift Promotions,” Journal
of Product & Brand Management, 20(2), 101-110.

O'Cass, Aaron and Eric Choy (2008), “Studying Chinese
Generation Y Consumers’ Involvement in Fashion Clothing
and Perceived Brand Status,” Jouwrnal of Product & Brand
Management, 17(5), 341-352.

O’Cass, Aaron and Hmily Frost (2002), “Status Brands:
Examining The Effects of Non-Product-Related Brand



Associations On Status and Conspicuous Consumption,”
Journal of Product & Brand Management, 11(2), 67-86.
O’Cass, Aaron and Hmily McEwen (2004), “Exploring
Consumer Status and Conspicuous Consumption,” Journal
of Consumer Behaviour: An International Research Review,

4(1), 25-39.

Palmeira, Mauricio M. and Joydeep Srivastava (2013), “Free
Offer= Cheap Product: A Selective Accessibility Account
on the Valuation of Free Offers,” Journal of Consumer
Research, 40(4), 644-656.

Park, Yookyung and Youjae Yi (2019), “When Free Gifts
Hurt the Promoted Product: The Influence of Product-Gift
Fit on Activating Persuasion Knowledge and Devaluating
the Promoted Product,” European Journal of Marketing, 53
(7), 1423-1444.

Petty, Richard E. and John T. Cacioppo (1984), “The Effects
of Involvement on Responses to Argument Quantity and
Quality: Central and Peripheral Routes to Persuasion,”
Journal of Personality and Social Psychology, 46(1), 69-81.

Petty, Richard E. and John T. Cacioppo (1986), “The Elaboration
Likelihood Model of Persuasion,” in Communication and
Persuasion, New York, NY: Springer, 1-24.

Raghubir, Priya (2004a), “Free Gift with Purchase: Promoting
or Discounting the Brand?,” Journal of Consumer Psychology,
14(1-2), 181-186.

Raghubir, Priya (2004b), “Coupons in Context: Discounting
Prices or Decreasing Profits?” Journal of Retailing, 80(1),
1-12.

Raghubir, Priya (2005), “Framing a Price Bundle: The Case of
“Buy/Get” Offers,” Journal of Product & Brand Management,
14(2), 123-128.

Schwarz, Norbert and Jing Xu (2011), “Why Don’t We Learn
from Poor Choices? The Consistency of Expectation, Choice,
and Memory Clouds the Lessons of Experience,” Journal
of Consumer Psychology, 21(2), 142-145.

Shine, Byung C., Jongwon Park, and Robert S. Wyer Jr. (2007),
“Brand Synergy Effects in Multiple Brand Extensions,”

96 opiE %13 November 2022

Journal of Marketing Research, 44(4), 663-670.

Shampanier, Kristina, Nina Mazar, and Dan Ariely (2007),
“Zero as a Special Price: The True Value of Free Products,”
Marketing Science, 26(6), 742-757.

Simonin, Bernard L. and Julie A. Ruth (1995), “Bundling as A
Strategy for New Product Introduction: Effects On Consumers’
Reservation Prices for The Bundle, The New Product, And
Its Tie-In,” Journal of Business Research, 33 (3), 219-230.

Simonson, Itamar, Ziv Carmon, and Suzanne O’curry (1994),
“Experimental Evidence on the Negative Effect of Product
Features and Sales Promotions on Brand Choice,” Marketing
Science, 13 (1), 23-40.

Strack, Fritz and Thomas Mussweiler (1997), “Explaining The
Enigmatic Anchoring Effect: Mechanisms of Selective
Accessibility,” Journal of Personality and Social Psychology,
73(3), 437-446.

Stremersch, S. and Gerald J. Tellis (2002), “Strategic Bundling
of Products and Prices: A New Synthesis for Marketing,”
Journal of Marketing, 66(1), 55-72.

Telser, Lester G. (1979), “A Theory of Monopoly of
Complementary Goods,” Journal of Business, 52, 211-320.

Thaler, Richard (1985). “Mental Accounting and Consumer
Choice,” Marketing Science, 4(3), 199-214.

Truong, Yann, Geoff Simmons, Rodd McColl, and Philip J.
Kitchen (2008), “Status and Conspicuousness-Are They
Related? Strategic Marketing Implications for Luxury Brands,”
Journal of Strategic Marketing, 16(3), 189-203.

Tsai, Claire I. and Min Zhao (2011), “Predicting Consumption
Time: The Role of Event Valence and Unpacking,” Journal
of Consumer Research, 38(3), 459-473.

Varadarajan, Rajan (1986), “Horizontal Cooperative Sales
Promotion: A Framework for Classification and Additional
Perspectives,” Journal of Marketing, 50(2), 61-73.

Venkatesh, R. and Wagner Kamakura (2003), “Optimal Bundling
and Pricing Under a Monopoly: Contrasting Complements
and Substitutes from Independently Valued Products,” Journal
of Business, 76, 211-231.



Vigneron, Frank and Lester W. Johnson (1999), “A Review
and a Conceptual Framework of Prestige-Seeking Consumer
Behaviour,” Academy of Marketing Science Review, available
at: http://www.amsreview.org/articles/vigneron01-1999.pdf
(accessed 10 October 2006).

Wertenbroch, Klaus (1998), “Consumption Self-Control by
Rationing Purchase Quantities of Virtue and Vice,” Marketing
Science, 17(4), 317-333.

Wang, Bo (2022), “Does Repurchase Timing Matter in
Promotional Framing Effect?” Marketing Intelligence &
Planning, (ahead-of-print).

Weber, Reneé and Jennifer Crocker (1983), “Cognitive Processes
in The Revision of Stereotypic Beliefs,” Journal of
Personality and Social Psychology, 45(5), 961-977.

Zhao, Min and Xia Lan (2021), “Joint or Separate? The Effect
of Visual Presentation on Imagery and Product Evaluation,”
International Journal of Research in Marketing, 38(4), 935-
952.

JZE Z2BMOIN B2 FHES AL YLAE S



	기프트 프로모션에서 무료 증정품의 개수는 많을수록 좋을까? 프로모션 메시지 프레이밍 방식과 무료 증정품 개수의 이중적 역할을 중심으로
	ABSTRACT
	Ⅰ. 서론
	Ⅱ. 이론적 배경 및 연구가설 설정
	Ⅲ. 개념적 연구 모형
	Ⅳ. 실험 1
	Ⅴ. 실험 2
	Ⅵ. 결론
	참고문헌


