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Abstract

Purpose - Color is perceived to have an effect on humans' cognition and behavior because of its association with specific
concepts. Since there are few studies linking color and price presentation, we investigated a constrained condition of
consumers' regulatory focus and involvement.

Research design, data, and methodology - We performed a 2 (color: red vs. black) x 2 (regulatory focus: prevention vs.
promotion) x 2 (involvement: high vs. low) test of our hypothesis. The target product was a portable data storage device
(USB) and data from 165 respondents were analyzed. Each condition had two stages. In the first, product information and
price were presented. After reviewing the product information, respondents evaluated price attractiveness. In the second
stage, respondents filled out regulatory focus and involvement questionnaires. The main variables were color, regulatory
focus, and involvement. Therefore, we ran a three-way ANOVA (Analysis of Variance) to test our hypothesis.

Results - When the price was red (vs. black), consumers perceived the red price as more attractive than the black price.
However, this effect varied by situation. Specifically, in the low involvement condition among prevention-focused consumers,
when the price was in red, price attractiveness was higher than when the price was in black. However, for
promotion-focused consumers, there was no difference in the price color effect. In the high involvement condition,
promotion-focused consumers showed stronger price attractiveness for the red price than the black price. However, the effect
of price color diminished for prevention-focused consumers. That is, prevention-focused consumers did not reveal a different
price perception between red versus black in the high involvement condition.

Conclusions - This research contributes by academically linking the effects of color to price attractiveness, and focusing on
the interaction of regulatory focus and involvement. When involvement is low, the effect of red disappeared for
promotion-focused consumers, whereas the same happened for prevention-focused consumers under the condition of high
involvement.
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1. N2

—

M(color)of 2HSE AtE FARZE @eEfERJAX[CH OFAHE 20t
OllA Ad(color)0| O|X|= Fgof Cist AF= HHECE %2
O AIZtZ|RUCE M(color)2 ‘HE Zdtn HiALSH=E Zot=
LIELH= AF=Q| St O|F3O0|Lf W, mbah, =2 el &
2|8 HA0|2t HO|T|H(EETO{CHAIT), 2H2te| ME
Azt 8¢ £ o4 3 JHEn EEXo|1 X|&MHez o
C|of, ARE2 MaOict 2t7| CHE Hef(association)2 X|H
CHElliot et al., 2007). 0|2 ES0{A BIME ZHZAl QEl=gA
oF HIEXO|n X|EHoE ARE|/ORTY| WEo| ‘w2l 0|O|
Aot Gz, A-ME S, REM2 Hol, W7tMe A,
X St HAEC

O 8 200|Me AME o|gst Mk 3l AJlof Cisl S&f
oz MAOE, A0 E0l2He 8O0IE AMESHD, F=
M0l XL 217t O 2 SEMHe - M3e, NEE
7 Z0EoL ME, O2(0 ool S - of ojmet FEgE
OjX|=X[of =HE 2==0{ HATL|0] LCHLee & Park, 2012;
Hwang & Lee, 2012). £3| &gof w2t 3YHQl HEE &7
LAZ|= Ao CHet G472t A RY=0, g =0, Ex
O 42 FEM HCh= migtA mf FIol| oSt AH|Xte| M
7t B7t5t(Bellizi et al., 1983), O}0|&52 SEXOZ Wt
MOAERS JHE M SSHH(Walsh et al, 1990), Z0Of S A
HE0oA HjZAMO| YE JtHo| CHE FE¥E OXICHE AS
LASIRACE. E5| A0f S20|M HZHY HiZ2 HEFo| CHst
UEIIA S =0|= UtH, Ha MH0|MQ| AH|XH= 7t Y
49 i o 22 IUE Aot AE LHSHRICHBagcehi
& Cheema, 2013). 0|2} ZO| OfAE MZO|A AHo| Sut=
Hzokd, 41, 2|0 A 2E S CHYs W2tofA ko
2X|0kBellizi et al., 1983; Gorn et al., 1997, 2004), MAS
ME2| 7tAo| MtofM AmE AHts 7ol gitte ZAo| &
Qle|QUCt X|H ol 7tA Mo AH[Xte| X[2oj| O|X|=
datg AHE st ARl Puccinelli et al. (2013)2 7+4
O] W7tMoz HAZAS W7t HdEMeE HALAS T
Ct ‘™ofof| CHst X|Z(perceived savings)O| =OIXE =t0Is}
RAUCE CIZ0f O3t Mito| Stz MU ol =EHES F
7t2 E3Ck

2 ATs AMAOo| 744 mEto M AH[XEe| 7+ X|2H0 of
© geks O[X|=X| HE{E0X; "z A-MS Hluwsto]
EMMSIICE OIX|A ZHO|A WZtMo] S E AT Mheta
and Zhu (2009)2| 0| =M, WIHME 3|O|E7|E Zhd
SIA|FA oEtRE S QBFA|7|1, narrow focusE QU8 A& QI
DFN| =340l I ol HHH, M2 MAST|E EdetAlA
SIMXME QulSET, broaden focusZ QISH Ao MOl 1HA|G|
CHSE Matop SFMEICED SQICh A= W7k R0l mEXt=
nfzhAl =0 HIs AAQl Ot E o & s¥se vt ot
A ZZAO| HEXt= FOHQl uHE O EH AU
(Mheta & Zhu, 2009).

QAO|A AZot HiQp 20|, MARR Zt2to| o|0|&E 7IX|T, A
Ao 2l FEEe R Mt TS| Hi?|(scope
of attention)7} EEtX|2E, M0 Ozt S22 7019l EM
2t CrEA siMz|o] CHE BtE2 fYe &+ /US Ao|Ch &
ATts 00N HAIE|l= 0| wztol I F S Higte
= 2H[XIe| E40| mzt MEL| 7HHof cigh B30

it
i)
A

T AS Aol2ts SAoM AFEIRACE S| 28X 7ie1e)
719 MZ0 Cet 2H0j=2t 7+A X[ZH0f| Chet E7HMel
oo 27| ChE BEe wEY A= 7|ttt 2= & ¢
TE "M(vs. AFM)O| ABXE JHAXIZO| O|X[= o
CHSH MIZ0il CHSt 2oj=ot AH|Xto| =EXHO| =EBNE
BMSIIOXL ST =EEFH2 Jielel 57|18 HE 57| =22
glul 3710 FLLfof M2t gdaga ofdxgez 17

Sl= 0|29 Z(Higgins, 1997; 2002) AMzZ|&t S AH|Xt HE
FOFO A CHAsh A=toA JHRIXIE LIEtL = B2 CHRO
XN o, MEel #olm= Ciaol Chet ZHRle] X|ZHEl 740!
A oEdoz OF|gofN CHsh A=A ATt £|of Lo

HA MM ZEEFIO| MAE AHEH, ILS7|E &
ApAI7 |2 WZHMOE OfEEE AH|XF ZHol= REE Mkl
(regulatory fit)0| QYL|= HtH(Mehta & Zhu, 2009), fr7tAl
of SEAMET AH|XF ZHOlE =EA H|E g (regulatory unfit)
O] RLES &g = UCL AHXES FEXNZ|7L & &1
UACH= LU(feeling right)O|Lt Z2AM|AQ| 80|Hprocessing
easiness)2 =7 4% H&ES O SFYHeE HLhio=
(Lee & Aaker, 2004; Cesario, Grant, & Higgins, 2004), 0t
AH AH|[AtE ZEM HOE= @ZHMo=z 71A0| BEAZIYUS
U 7t HHEE =2 X|2fot gt Sk AH|Xt= 7+
MA| Aatof M2 XTHd0| FYUL|X| Yooz 7t DfHZO0
Cisil R2lojst Xto|7} g8 Ao R of&FT == UCt SHX|Tt O
2ot o522 MFo| Cigh Mo HZoMTt LiEHE Z40|C)
Wang and Lee (2006)= XX XAotMd2 SO0 <8l Ct
27 g8g Ao|BZ, AH[XIL HEN ofsl 2 HOZE
ZERK| 0 QUCHH At HEtE £ AT FESHQICH

2 d7e MYE JHENAl BN ATE ATEM, N
QUKL =0l ZHEAFN AUOEE XNSCE HESIQUC= H
oA StEX o|olE XL OHAEHEZO|AH ZHEXAl ZHOIM
THEQ MaEorE MAIR = UCts FZHOAM AFHQI 9|
O|E XLk 2 A3l 2 Ch3at 2o} 270M= 0|2
A HjZI JHEEEE Tlesta, oM Ay w9 -
NE 7=t 4F0|ME OIF ZOtE 7|&Ecst, OiKEe=z
5F0M= Lol 4EZ 8910 2 ATdne ref A
ol9|, otHH, gz A+ MHE CHREE SiCh

Aol 2atE AmE MAATE= CHASH ZOMM O|F0f
M 2en, 714 MAILAof Cieh 7 £ok B2 A77h T
o 2C 2 A= MYS THEFAIS B WYMoz HHE
Aon, E3| WtMo| S JHAMA| W0 HIHERATE
= JHRIXLE LEHHE= ZEEFN 0 zofo| H3EE
2 SHLE HHEUCHE FOM 7|E ATt XpEHEE A=
2 7o g Y2 A Mo ket A, mEXH
2 A, J2[30 Hole 2 ¢lE FYE|H, <Table 1>t
Zo| Felg £+ Arh Mynh pAEE cjEXel Afs
Crowley (1983), Gorn et al. (1997), Bellizi et al. (1983),
Labrecque and Milne (2012), Bagchi and Cheema (2013),

B

B M
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Hanss et al. (2012), Kim (2014), Middlestadt (1990) SO|,
A™ZEHEOl ARE Shah and Higgins (1997), Chernev
(2004a), Jain et al. (2006), Crowe and Higgins (1997),
Higgins, Shah, and Friedman (1997) S0| CHEZXOI|C}. O &
OflA 7t HAIEAIDE MAS o1ZADH M A= Puccinelli et
al. (2013)Q] 4Tolf|, & A= Puccinelli et al.(2013)2] ¢
TOIM =St ZEXFD HOEE HNS2Z HESHY A
Lot HoM SEH-HEH oo7F Atk

<Table 1> Previous studies on color effect, price presentation,

regulatory focus, and involvement

T HCKSoldat et al., 1997).

OIS AgOAl W7HMo| te AMHE ¢ljof| map,
W7HAMS TEHAECE AH|XEO| OIS ZAA|Z|H, TOf X|¢d
wop OfL|at ZMO|E S ZAAZICID SIYICHBellizi &
Hite, 1992). Kim (2014)2 ZOQEo| 2 Al 2 ZHDER
LE AHEJCE O Z0 DX WM 22 g d4nn
do| Qe FNE MM 22 YS FuRUEC) o WY
o=z Ht3SIYel, Ol mEXIt HdQl ZR0TH LIEHLLCY.
LAt ofdQl FL0|= Hlmdeo| 2 ofMdofA Tt w2t
M 2E g2 Z0ZE0 ofet FAEE0F O IFEECE L}
Et%tCh Bagchi and Cheema (2013)= A0 3 IAAISHO|A

Section Ui Previous Studies HjZAo] Wzt mHQl mbztAQl mHo WTP(willingness-to-
Research pay)Ofl TSt X0|S ATHEQH=C|, ZOj Aol AH|XHs @
Crowley (1993), Gorn et al. (1997), ZHA HiZAQl o D2t H{AECH Moz 58 QA&EIIE
Gorn et al. (2004), Bgllizi et al. (1983), HAISIQICE BHH SIAb ASE AH|AH= BHZHAMQ [ Q3|3
Color effect e Croams (20131 WTPZ} WQFEH|, O[S WzhMo| ZHoj AgojMot 2z
in Marketing Hanss et al. (2012)‘ Kim (20’14)‘ (aggression)% %%6+7| [[H—E—O|E|‘j_ %j—g'sl-%[l‘ El‘% <Tab-!-e
Middlestadt (1990), 2>= WyMol Zatof Cisy AT et SHHSE Helot
Research Puccinelli et al. (2013) HO|C}L. H2|st HIeF 20|, £ 3= Z1o| JHAXA| Alt=to|
area | Shah & Higgins(1997), Chernev(2004a), M EZHMO| 7HZo| Do DXl Fes HHEEM M
of Chernev(2004b), Kim & Ryu (2008), ATt FHE|D, £ MAo| HTk0| J{ele] EMof 2l
Regulatory this Yoo & Hyun (2011), _Jain et al.(2006), XHES AMHHQICH= MOA AMEHES ZH=C}.
research Crowe & Higgins (1997),
Focus Higgins, Shah, & Friedman (1997)
9gins, s ’ <Table 2> Previous studies about the effect of color red
Friedman & Forster (2001), (psychological and marketing context)
Kim & Ha (2011), Lee et al. (2014) psycholog 9
Petty et al. (1983), Celsi & Olson (1988), Authors Research Context Dependent Variables
Involvement Zaichkowsky (1985), Elliot et al. performance anaaram performance
Richins & Bloch (1986) (2007) attainment gram p
Puccinelli et al. |price setting in retail crceived savinas
22, W7LAMO| 7} X|ZH| DO|X|= @ (2013) advertisement P 9

CHRE22l H= AH|XIOAH Hof(saving)E ZZ5H7| 28l
NZo| 7tz4e wW7tMoz HA|SICHPuccinelli et al., 2013).
ANz wztMoz HAIE 7HH2 HdEMoz HAE JtHE
Cr 2K O 3FXQI 83 AoUnk Mueng) o
StH, OfF O|Eoh 7HA9 AZHH ®HPQ| Bigh= AH[XIQ| 7t
AX|Zt0| g&S &=Lt sHCKCoulter & Norberg, 2009). 0 &
S0 ZovtAur E7HAE #AISH= 20 2710 Qs X2
| stolat [Ofo|E=7t SEfX|7|= d}1(Coulter & Coulter,
2005), 742 &ol MEIt HME%)QX S FU(dollor)9Ix]
of w2t 7t gelof et X|Zo] Fg e £k AUht
(Darke & Chung, 2005; Hardesty & Bearden, 2003).

M IA AFRES X[t HFO| et DjRcte e
N Qom, MM Cist st&=l AHA(learned association)O| 1
HAHLIZLZ SR CHEliot et al., 2007, 2009). £3&| W7t
2 Q¥ ‘Ma(Mzt Y3 Woz HAE 9F S 5,
‘M= Mg 02|10 ‘Zet MAMEICID 3o H(Eliot et al.,
2007), 90| HAOR ol WIS BWSI|S BASA
7|11 0|2 QI3 AlEES A 2mFH=z THECHD SHRAC
Wb A o w2 (threat)nt HYEICHE HTE
QICHEIliot et al. 2009). w7HAH0| X|L|= o|O|0] CHel M A
Tob yBtels POl YA Hol IREE neh), Wy
‘Mit(exciting) =22 ‘A=A Ql(stimulating)’ 1t H2te|7| = SHH
(Wexner, 1954; Labrecque & Milne, 2012), ‘@&’ 1t AHAL|7|

perceived sincerity,
Labrecque & |[consumer perception| excitement, competence,

Milne (2012) |in brand personality | sophistication, ruggedness
of brand
Bellizi & Hite shopping related |purchase intention, purchase
(1992) environment postponement, browse
Gorn et al. background screen

(2004) color of a web page perceived download speed

Kim (2014) moc_lel n advertisement attitude
advertisement
Bagchi & auction and willinaness-to-oa
Cheema (2013) negotiation 9 pay

price setting in

This research advertisement

price attractiveness

WrtMo| g xFShe CHASE B4 Jo|M 71 HO|
St Hes HE0|CH M Q5% Kim (2014)2] AHARE
H|&5I0 Puccinelli et al. (2013)2| A1 ESH Mfof| CHEH X|
ZH(perceived savings)Of CHsH AE XIO|E AT{ERUCEL 11 &
o, 0o ZR0ll= 7tA2| MAo| wWltAMOo|E HEHMO|E H
ofx|Ztof CHel SAXSE Folst XIo|E HO|X| 2 HtHo,
o A0 7t4MA0| WZHMO|UYS M7t AP HO}
Holg O CHD X|25HQich sYst Aol A 30|M=
ool £=FZ F7ISI0] WztAo| Hefol Ciet X|2tof O|X|=

njo
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OUTh 1 2Dt BOIETF e AN MY 1
S ZT7} LIERLES R0l BHOIETt &2 EZ0AS
eHOJ2E WIM J12Df ZHN J420| XIZ0| ROl Kol
7 982 WSS o4 HTE Sof, WIS HHM
2ot 7k K20l o 3FHel ¥ Yoy 4+ 9o, o
ggre Holzet ¥ Sof JHOIH Saof wat Kol bt
S2 |uE & 9IS moR 4 ULk CHA| Te, Tad X
7122 FAISHE MA0| APMECIE WM HR, 4t
Joj2k3 02 Holct. Bfx|g

S S8t 32 LiEky

91
24

aPS
o

2o
1Mo
A

oH of

Ate FMFS| 7tH0| O O

7 ofeol chgt Mol o

0
00t
rlo

o o=
X @2 Ao|H, B3| 7142 THShE AH[RS EY-Z=EE
o 2o=of o3 JEs e A

o

oz Hu

O&EC) 2 Ate
ro| mapt Haetd £
Ol B[Rt 7HA
c}.

742 oji=of cheh mek Al
Qe ZEH4E dmED, £
X2t @S OjX|SR AmEax

N
I &
ot ¥z |0

_,_
-8

2.3. AH|XPO| REAFI 714 Mol A

0%

ZYAFOIZL Jolo| $7I% SEO| w FAEHT o
WAHOZ TEeCHHiggins, 1997, 2002). FYEHS DK
£7|2 JRlE sl oL S 712 JHxsd, 7H
Moz FARHO| FLOIS O, FUS K|FOLD OfYAT

=202
of ZROolE ol MoAZ XL MY WP, 9
FRME0l SAURED QEim NP ofwxFol SHe

AH|XtO| MEH(Chernev, 2004a, b), O|AFZAZ(Crowe & Higgins,
1997), 2|10 Z™(Higgins, Shah, & Friedman, 1997), %t9|
N 2X|8lZ(Friedman & Forster, 2001) S CHst BH2tofA
XI0|E =QICt.

2 ol £3), 714 XZo| it ZHAHO| Yae M
2 CiYst A7RE J|gtez AH[Xto| ZEXE dgkof| mzt
7440 et X|Z0| HEtEs HmEJACE oE =0, Kim
and Ryu (2008)9| AT0|M= Z[CHItA Eoldil(eg. Z|CH
40%77}K| &0l 3 E|ATFA &oldi(eg. XA 10%EE T
ool oHet ZEXFO| AERNE MLEQ=L, SHEHE o
gol MEHE2 RS F75= EFSE QI8 x|Ti7H gl
2 0 d=5h= otH, oy defol AlRE2 EHo|d
ol niEst EFe=z Qs xAVtA Eolg o Mzshe
Ao 2 LIEtLICE Yoo and Hyun (2011)°] HROAME AR
2 zoig 7tA0, o yET2 XAl 7tA0| o 29X
ol B HOls AS &olg = AUCL FEFAYES M
EHO| CHOHME ShexF2 Of=Fol| His| 0| =2 &F
2 MES= H|E0| &4 LIEst Ol efTFo| o xH
Ol HIgH IeiHeK(risky bias)yg O 20|7| M2 U2 SN
SISCHKIMm & Ha, 2011). LEsh ZEXME2 HEXZ| =HO
M CIEA LEtL=H, ®ME TE A ZEXFO M2 5235}
A =Z2 WU SEE Fe= HE2 SHULE FENZ|T
LO{LHC) OEF2 FHHO|L ALH £HE SAISH=
HHHO||, SAETE OO0l FHHQl 2 S2A| it
(Liberman, Idson, Camacho, & Higgins, 1999). O|Ato| A1 E
Sof, AHXe| ZEAHE ggo| 2t 7t4X|Zo| Hatd =

oo & S A
282 ol 4 oirk

frrer
1p 0

)
=

0x

©

o
=

A 2
HEB, WM [ M)

4
$0

AU 5 O AHM3| 4
3 TREHAYRIEE XS A

[l i}

2 M2 O 57|18 720t B2 oln 7|8 et
M2 H2 57| RESCL ot dgs Sof, Hoah &
izl SO =X Y| ASl mieXts I =ECH ot
SHM =AY [ BRSA|ZHO| B, D|mjet 2HE Jo EXt
HHERZ| Al migAts Mo B EZHM = THof

AH
SHSAIZIO] A LEHE S =HQlotILh. ME(Ed =8 vs. 0f
g ) MYl BAE HEE YoM FARH 21t
LHSIAC. OHAS2 BN =Y T =g &2
= og=y XMES d=o 2

UxE 2O SdHZHO NES U=dts A2=Z LIEtHCE
(Mehta & Zhu, 2009). 0| Edf W7tMe 3o 7|2 24
g} AlZIChE 20| YSERUCE F7HHQ des S, 2XH
WHE +Aots LRSS BN =AY Wo] 7|AnHE
O & sASIom, oiats =Y E0f w7k =AY of
T O S=290| =HS X0 SEOUM. OiX[Zoz E7hAy
2 MEHe Argtof =S F0fM FHH Ao & F2
€ 7I20l= SO mierM2 W2 Algo] Z=FHES AF0iM
=
T

1 o

—_ T

ol 7|20|22 Fo/HQl Mo HEfsty| o, At
= FE HIESHEO| WOl =AM KBS SMAIEE
E20E d1E O s8H2= FII5ILt Ol= B0 2|
FHEE Cheet 27t oY=y at YKXE|X2 SFYEFHIE
SLXES =g & Ak B JHAFAl MY(HE vs. @
)0l elof B[R] 7HA O == HelE = A2D 0f2et
ek 2[R EEH0| offf =EE Aoz Y|Er. §
25t 72 3OS 7|E 2dgstAl7|22(Mehta & Zhu,
2009), ofyz=7geol AH|RRe| gt =EH Hghd(regulatory
fit)0| =OIX|EZ(Lee & Aaker, 2004), OU=EH AH|XIE2
AYMELC= WM 7t ZA0M HME 7142 o oiEEe
2 Xzfgh Ao|ct. g, Ims7|E EESHA7IE ETAMat
S TEH Hehgo| LEILX| Honz JhA HA| M
HO| BIHMOIX| =2 AFMQIX|O| w2t AH|XfS| BHS0=
XtO|7} LEFLEX| BbS ZOICh 2= SeEF LH|IAS2 7t
Mol mE 7t oi"E X|Z0| Xo|§ EO|X| @¥E A=
o &Lt

24, 2olzof g ZEXN HMehd(regulatory fit)o| gt

A 2ot ANMY, 2B|APE X Z5tE 7t o8 EE 7t
A HAl Mar aHRRe| =FARFEo| =Y Heldof| 23
dots WeCh SHXITE ol2fsh Zuts M MY O LiEt
L= Z0fo|, mHXS0| MEO| s =2 =S 7HX|2
U FEH CE ZuE 7[Cis & 4= ULk dAAFY 2
St It =EXY g7S2 RS Mo d20M Tk
ASg AFSIF I (Wang & Lee, 2006), Cesario et al. (2004)
B 9Al =EXxFe g7 ZnS0| DR 7Y e OE
z

20 2OlE 5 s A0|2td FYSIALE E3| Lee and
Higgins (2009)= ZEAFO| AEMLE UOTE AT
StRICE. 3N Mghd(regulatory fit)2 HMANL B=2E Sl
M =REl= Z40| OfL|ZKYun & Lee, 2011), TEXS0| KL}
1 L)l HE(feeling right)Lt MEXEZ[S] &£0|M(processing
easiness)0f| 9|3 AHL|O| RtCHLee & Aaker, 2004). H|AH A
o EXNE|E 5K A7 WE0| =, Mol 4=o|UA7| o
=0 =2 Mgl 2itvt LIEtRCtD & 4= ok 2 o
A7 EE MElstEe 7171 22 W, & 180 o
= =2 Hgdol g0l 20 = USE F5
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QICt AMXZ Wang and Lee (2006)2 L|&X}o| Atgt™ 2t
EE ZESI0, Mol ooiMTH 2HEE Hohdar ZEXTE
of Fupt 7|E Z1tet SYUSHA LIEFES 2HISHRALE

2t E(Involvement)= 25 ‘X|Zt=l J01& EtEHMO|2t
HO|EICKPetty & Cacioppo, 1981; Richins & Bloch, 1986;
Zaichkowsky, 1985). [[I2}AM CHAMG| CHet R EO| 40| =
Ch= A2 Cidof cyst 7ieid pHEMo| =2 Z40| ROz
O =FOo| I A2 J|oIN THMo| F2 Zol2tn SIRACH
(Petty & Caccioppo, 1981). B MmdJtsAHDE
(Elaboration Likelihood Model)2 MHO| 7}53lH|, & 7tX| &
2, & ZAMZAZ(central route)?} F=HHZAZ(peripheral route)E
Sl Ef= ¥40| JtsdIct M2t oIt 22 HE0M e
SHHQ HME Bl Bzt WHE 7Hs40o| =2 HHHO,
o7t 2 dEoMe FHEC TIME Soff Ef=Tt FA
2 7tsMd0| =Lt SIQUCHPetty et al., 1983).
CRAl Zoll, 02t 79| mEXtes mAX] EE XN2|5t
At Ste 7174 SRS & = UCH DEOJA| MAfap 2
FH CIMECHE MEQ| 34 FE0 XS 2F0 =
Melst7| 2ol ofgET AH[X= 7t O XpAof| CHY
At=18HA| ME|SIER MAe| Fako| ARRtX|A & ZO|Ch
SMEFO AH|RHe 2EE H|EHEY oS EE o
AH|XF - WM J1A ZH) o2 Qlsl JIb HEIK| U2
Lo s o 2A H2XEe|E staxt g ZAOo|ch Yun and
Lee (2011)2 Z=HEA Hgohddh ZEXE 20p7F D0 g
oA Xztof AfEtant= HCHO| ZANE EO|H, Ol 1o &
Al ZEA H|Eg o st AEXNZ|I7F Z2tX|7| eSS
ASot HE QUL M2fA SR AH[XE2 K2 A=olM
AEEQl SHEO|L HEMEQ oSS LA =T CHe
o CHot H7ILt TEHO] REXMo=2  HHAE|X|Th nato] o%t
OjMe =TSl RQZ &5 di O Hd2 HEXNZIE
5l0 u=SH =7 (overcorrection)d| o8k HCHO| Zup7t LiEf
2 AOE O|EICHL 27 3o 4o 2EE HXgd
0| 23|z ZAEN XNotMo| AgHr}t O Z8&0 2utE Lt
Efd 4= QUZ Ao Fe|otH, Bol=7t B2 ZR0= My
Aol =EXN Mohdof| oot Zoprh WHE = 9
O[C}. &, Of|2fzx=Fo| AH|AIEE2 W7t 7140 CHsl =
B S717t 24etz|of AEA XMool EOotK|d, ZutEe
SA JHA0| His 7tA ofE=E =A org ZAOo|Ch i
AT AHXEZ2 JHAMA0| ME XI0|E HO|X| Y=
L. Olet BOHE ZOE7t =2 4% og=xT AHXH=
St 22 FHEEECH=E 714 XNel SAEE =8
RO K2l 0|22 Ao ot Fako| AtztE Z0|
Cf. CIDF SRR AH|XIS| 2R, HWtMo| o5 FExl= 2
os7|2 Qs sHeE =77\ o[of CHet HEXZ|Z nt=st
Z(overcorrection)E SlA| |0 23|z wW7tM JtAH0| A
M 7HAECE FEEQl HEE2 0|8 AR O &EICH

o2t 2 ool 7Hd 2 Ch34p 20| EHsiot

09 1= o> mjn rjo kI

lorg

> O
- = N
o oot o

mo 1= Y r@ hu E o K
0

>|EI

b 1> 74 ojEof CfEH ZFAFA] MAlo] diste X
HAMD HOIE0f ofsf ZHE ZHo|}
<IbE 1> HEO| Cfet BOEI}F W2 FAON, OjUEH
of AH|RISS ZHMECH WZMOZ HAlE
HH mAN o &2 7t ojEEs x|z
HhDI, SPAIEEO| AHIKISS 7124 HA| At
et 742 oj2{zo| Xjo|S ®O|x| 942 ZO|Ct.

AHAI-O| Oofl‘é't% x

<7t 1-b> HZOf Oict 2o=7t =2 =AM E, Sed=
Ho| aHAS2 FEMED EIMOoZ FHA|
& 7t =doM O =2 7t EEE X4
oF S, OOl AH|IXE2 7t HMAl M
80| et 7k oiEEe XOojE EO|X| e

Zio|ct.
3. @7 weE

22 10| AH8E 7l Myof w2t aH[XL A
2| 7H4 i8S X[Zoh=h Aof =FxF dut HMEo|
CH o] s gSotnAt ottt 9] 74 X440
CH Mol 2itE HmEY| 2[5 =

ME SN =dez
SISO, FIRoRZ AH|Xto] ZEXH gt |
et ool =& &S HQISIRACE MZ0f theh X
0] =AM Oof=d o AH|AS2 AFMELD; ET
Moz JHAES MARBIRAS W 7HA0 Chiet DHE=E © =0
X|zyeh g oYX H dYs A SH|INS2 M Al M
o0 M2 AfO[7F LIEILIR] B2 ZO|Ct. SHX|TH XIF0f CHet
HOE7t 52 8% Y= g2 Ao 2H|[XE MY
CHeh 20l =0 7tA MA| Mol Fgs e AoILh F
HEYMEL 7Moo 2 JtAS HAIR 39 7142 EEE
O = Azte ZAO|Ch BHH o|gxd g2 aHX= HE
o HOEE =Y FR 7tF EE I Ao =-S HFY|
H20] Manr 22 FHH M| g X 2 A=z
7|CHEIC.

Ar g rE N
xR QY

2 B3 1oy

o

ARV RS

165F 0| OtAE RIES 45l ARM(HE : 63%, oA
H . 21.8M)S Aoz AlH FJI9| CH7I2 extra creditE K|
St HES HAISIQICE 7HEE ABOH7| flo 2(Me -
Zvs. AY) x 2A=EEE - o vs. T x 230 1
vs. X) Lzt dAE H¥ CIXRlE dASH0, HE2| 7t4
Oj2 = X|2{0| CHot XIO|E ATEJUCE M= ME37HY
of My2 FIX==E 0|80 ZESIRoM AH|X| =
XD M0l ofgt o= JESHH AR FESIRUCE A
g EIIES 09| JHANAl Mo mMEHEZ vs. FAH)
5 24 5 stz 2Ae HEED, 2EAE 3 ol
HEX|0f SHot= WHE Sl JHo| oIt MyXi=
=2 USBo| CIMANE HZSI0] ALESIQICE USB= A
EIIARQl CHSHASOIA st AFRSAR”O|l 27| Mo &
=7t EAL &2 FEe| 20| 7ts3iEE 2 A™ X=
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£ Mz m2lE AS SRRt A 422 HE 82 8
tets MEsez TdmRien, A7 TAXt= A HIMA|
A EnE MZFO| Cigt AHR} BHES AR 02t ZHE

S| At
Y HIKEE 7HEMAl MY(EE vs. )l F U =
A F oL =70 FAE HIFEO &1 O|0X|E 30x
oM 12 Hx T 4o =, MEO Cist @7t 250
SESIACEL HA XS0 et 7t4 X242 ZH-SH7| I8 2
7f &5, ‘0| MEE2 7tA0| MESICH(1=MS DHX| QiCt 7=
Oj< JZCHet ‘o ME2 7t42 of=™o|CH1=s JZX|
SiCt, 7=0< J™LCH o SHSES SIQICt ol &=0| Al
Z|=Z2 AZ ZDt Cronbach's o AZ=7} 84802 =H| L}E}
L}, &59 HHZ AHstol 7t4 ofEzEE tY Xm
(index)& 4HE, X|TEAM0| ALESIRICE XME0] CHst Boz&
Zaichkowsky (1985)2| ZOI= &HF HIOA = 70| XA
st & 67 52 FE5I0 MESIYUCK L &1 HEOl T
QSICH MZSICE, ‘L &30 MF0 2talo] TCP, Fn |
=2 LIt A 7L AULCF, ‘L &1 HES A0 B o A
CF, ‘L= &30 MES 4 Foretcy, ‘L= &1 XS0 Cof
St AR 0| BCH)eZ 78 M (1=135 So|stX| L
02 SQTithE ZHFESIQUCE oz = IAl MEEE
st Z1} Cronbach's o |47t 84292 =7 LIEILL, &t
HHRS ALSHe ‘ME #oizels tY XEE MES
?2t #2l(median split) = Z|Z2A0] AFESHRICE
Ol 7fold =X xH HeF2 ZEEH| ol 7Hele] M3
HorEle MSC2 & HH HES HASIRICE REHS=E
Xotot JHOIX; =0l AH|XtS| 2E X£H T2 T 1074 &
=2 (Haws, Dholakia, & Bearden, 2010)22 Al2|d1} EfEM S
StESE EMZ Q8 T7|E Ao HHEHE SUSHH THSIRACE
gkt X2FO| s 57 HE =2 (HLoH E23 A
=2 24612 o, Lh= Lot o|MNCe=E St 42 BE H

~
1l

B ooy
10 of4

o

B

SHLHA| RSt YZIBI®]. QL= W &S §88e=

g # U=0 A =70k Q)L Wob Fofdts AS
flet 7|=lE EASHH, B2 40| HLf. (4)Lt= Lol 5|d-&
US O P& HX| RF Jyolith. U7t 45t
L= SlY-BiE-@YSS MA7ts "0l 2l XtOkideal self)”
7t 27| flof FHUHez LEH5l= AF—OILHZ 950

Ch 2F 3 ()¢ §22 AZYSHALL oY K| STt
57 5% ¥2e ()Lt £240| Yof 22 A1 %2
T XLk (L B2 FoIE 7|20[X| o X7} 47
2 HICHRL ()Lhs Mok Zof Chol HFSICL (4)Lks U
QMO OfEZ olB MIHS X BT XIF AMBICL (5)

W7t d25ts Lis F-MYL-HESS sdoks 2752
XtOHought self)"7t E|7| {8l LMo 2 L2Hsl= AMEo|Ct’
2 85[0 UM oyxFel 2 g5 FA| JRGBIACL
ST #E 5 d532 FTo|M o =Y 2E 5 &
=22 Bos MM XBE YIoIACt O] X|&S| 20| 0L
Ct 3P et XFCE, 02LC} XM o xFez 2&F}
o =

AL, o xHozZ ZRE TRERE 1, oY =HeZ =F
s MEAE 12 3| SUHLE HHsHRICHHaws et al.
2010; Summerville & Roese, 2008). OfX|2to 2 AMBEIIXLO|
oI SASHH H=0f Cet SHO| 2 =, A7Zdx= A
Soj|l oot Zt=fol dFHOb TOJof TS ZAMRIALZ S Ot
FE|SHACE

4. @47 AT

=l

41. 21t &

1z

o
k

& HBO| 747 MAT AR I X, KB
BOIT} HBO| 71 HIEE X|Z0| DX HYBS 24O
7| QIS 207k7H0] MM A vs. W) X 2AMH[X} ZEAE:
OIUAT vs. BAEH) X 2RZ0| BOI=: A vs. 3) A
SA(ANOVA)S MASHICE BIX| JF2ONZ0| Chgt 7424
A, AHIRO| ZUA, NE BOITO| FaTIE MuE AL
74240 MM(p = 024)7t HF BOI=(p = 033)0f Chet T2
e Qolgh BB AH|RO| TEAHO| fe Fants RO/
Xl YSUTHps >.05). JIAMAXZYAT, JHHMAXBOE, &
MAEXPOEO| Cft 28 HSHE A SAXo= Roin)
g Z7| LIEIIX| 29tCHps > .05). OiR|2te= 7izo] of
Hoof chet JhzHo| MY, ARl ZWAY, XBe| Boc
7to| 39l NuIIge SAXO= [olujgh ZIt LIERICH
(F(1, 157) = 13.123, p = .000)(<Table 3>, <Figure 2> AX).

op 0 ok

>

—_

<Table 3> Results of Three way ANOVA (Dependent Variable:
Price attractiveness)

. Dependent Variable : Price Attractiveness
Independent Variable :
SS df MS F Sig.
Involvement(A) 8.473 1 8.473 | 4.626 | .033
Regulatory Focus(B) 5.092 1 5.092 | 2.780 | .097
Color(C) 9.529 1 9.529 | 5202 | .024
A*B 140 1 140 .077 | .782
A*C .057 1 .057 .031 | .860
B*C 494 1 494 269 | .604
A*B*C 24.038 1 24.038 | 13.123 | .000
Error 287.588 157 | 1.832
6.00 6.00
5.00 o 5.00 A 458
4.00 4.00 4.00
23 3.48 326 318
3.00 3.00
2.00 2.00
1.00 1.00

prevention promation prevention promotion

M Black W Red M Elack M Red

<Figure 2> Price attractiveness perception according to price color
and regulatory focus, low involvement(left), high involvement(right)

S22 2| |ES Y = Wt F O AMSH &
_1

HE7| 2siM R E F FHHCE L0 714 Oj=Ezof
CHSE 207t M 4) X 2(=FEEXT) ANOVAE HASIRICEL T
XMutof FCHO|A TpAAAaL ZREXRFZEO| Ol MBEEZ
ATE 2L, 2429 FRils SAHXHCE [FOO|GHK| AUX|
THps > .05), &= A2 SAXNC=E [ol0|ot Zf7t LIEHR
CHF(1,80)=5.445, p = .022). & O THE2=E FEF 7to| X}
0| MIHE7Y| 2d}f, Ci=EAM(contrast)S AA|SIQICE 1 At
O &fRUE Hiet Zo|, OfHEH d&2 K|t AH[Xfe| 49 &
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1E HZFQ 7HAMY0| HAEMY MECH WIHMOZ KA
Ae W Mz 7t4 H=E o = XISHACKH3.2387 vs.
43387 F(1,80) = 8.24, p = .005). BHE, SFAXE Aerg
X|H AH[XRO| B &1 £ HEQ 7t7 Mo wWE 74
ol XfO|7b LIEFLIX| QIUCHIABZE vs. 3.26%2 ;
F(1,80) = .26, p = .609). (<Table 4> #&=X) 0| ZAUE S|
Phe 1a7t XR|EIRSS Hel + Yck

<Table 4> The effect of price color and regulatory focus on price

attractiveness in low involvement condition

Price color
Black Red E b
o n b n
(S.D) (S.D)
Prevention (?'3?) 24 (111-32) 21
Ref%gﬁ?ry v o 5.445 | 022
Promotion (1.11) 20 (1.75) 19

Note : Number in ( ) means standard deviation ; n means the
number of participants.

ool JEolM ZHAM S Z-EFO| Ol d2HES
HmE Zah, XMojet OEEVIXZ Z1240] Faiks FoISH|
AKX 2H(ps>.05) J=HE2 SAH2=Z {FolOg Zup7t Lt

F

ENCHF(1,77) = 7.633, p = .007). & O XM=z Fct 7t
O X}O|E AmET| 28] CH=EAM(contrast)S AMA|SIRICE 1
Au Mo 0= BIHE oYEFE de K| AH|XR|
B2 7MY M2 714 D™ Eo| Xol= F2l0[5HK| 2
(4.36Z4% vs. 4.00Z ; F(1,77) = .60, p = .443) HtH, Skt
28 HES X|H xH|X| 4R JtAMY0| AFMY Lt
WMo 2 HAZIAS W MEQ “tA jEE=E § =A X
ZISHACK3.18 A vs. 4.5842: F(1,77) = 10.31, p = .002,
<Table 5> ¥=x). OtX|afez J|EATONM LEH HEo|
&2 LIEILEX] QRUATHp > .10). O] AME &3 74 1-b7t
XXz[A2S & = ALCL

<Table 5> The effect of price color and regulatory focus on price
attractiveness in high involvement condition

Price color
Black Red F b
i n b n
(S.D) (S.D)
Prevention (‘11"2?) 21 (‘11"22) 17
Re%giory 3'18 4'58 763 007
Promotion (1.63) 19 (1.32) 24
Note : Number in ( ) means standard deviation ; n means the

number of participants.
42 =9
7bE0IA HM|eFSt Bt 20| MFOf CHeh MEHo Z=Z40i|A

o=y des X 2MA=E2 ME 318 = W, 7t49
Myo| ANz MAIE AEC BZMoz HAIZYS M,

HMEZoll thet 7tAS o N2z QIAGHA|TL ey def
= Ad 28[A=2 ME 2 7t Myo| mE KtEE #HSS

HO|X| IQITE B HZo| Ci3t BOETH £S FAVME
MBO| ZATHE O[3 TjEo] ZWE HYCL = OfxH
MES XH AH[ROAME MA| W2 X0|7} LIERLIX] &
oLt @3|a] SAXH Mao| AHKI} AHMECs W7l
Moz HAIE 717 o ojmo= xjzish ot ole of

SAUE Ziel SYSHH 0| ZUE Soff 7HE0| XX|EASE

5. GIRAT E2 U ANE

= ge MYol DAY JE0M OjX= =afof Chaf 7+
AMA| MEFOA BMSH AFOICE AHHLZ, THAMAl My
= BN AFMS H WSt aH[AtO| RO =t ZEEY
o] 4=HE0| OjXle s ZARIALL dFsS Soll, o=
UE Hiet 20| M| Ho| o d2XES PO F &
Ol=7t &2 B0 oY=y LH|XO| @ "Mz KAl
= 7HAol A¥Moz FMAIE ZHA0| HIE 7tA BIHEE =
A Botet SO SyEH AHX= 7H EHE0M Folet
XHO|E HOIX| QRACHZHE 1-a X[X]). d2|0 A=} =2
BRUE o= SHIAE "Mooz HAIE 7HH0] HE
Moz RAIE ZHA0 Bl 7t4 DIH=E =0| Eoieh HHH,
o=l 2HZ= 7HE OIHE0M Foleh AH0|E EO[X| &
UCHZHE 1-b X[X]). D20 =9 Y=HE Aifs XY
Z9| Zutet girl IHO 2 LIEQD, Ol AH|XIZL HE
of CHEt 2o=7t == M 0T ZEE AL NE|
o Zntetn 2 &+ Ut

5.2. AAPH

= g7l o|2H 8l HFH ooz H IIXE HAE #
QUCE AW, 7hA DHE0| Ciet 7AXA| Mool ek
ZEEHD U0 oo =RES SRICh = s EIHY
OS2 g HAlZ 9 d8MED ME et 7H4E o
DN oz XZfoitt=s 7|& 7ot S2e Zuo|X|2 2H|
Ao E90l ZEXFI; BO|=0f Maf WZHMO| Zu7t 20
S7LE LIEtE & 8S 20FACE oM dfHez 1
#8d0| =t 59| =E=FI HO 0| d2HES N3
2 12st0 ofn| e ZUE =EOIUCE HolME 2ol
A|HCh =/ = A7 ME0 gt A0S & +F2=2 Lt
FOf 7tA MA| MEOM Mol 2UE HF5tE 53| 2H|
Atel 80| oo LtEtts 7t X[Zte| X{O|E AT ERACh
Zotf| M=H, aHXe =AY et ME0)| theh 2ol=
SO met 3 9E2 AEXHo= LIEHTE HFof ofst 2
Ol=7t &2 oM Sd=Fol d&2 A 2H|Xe HF
of gt Bol=7t &2 =M ofjy=Fol g2 Ad =
HIXtE "ol 207 2EOSAUCE MEHM HE S0
Moz JtAS mud M= NFO| st aH[Xte] S4at
2HIXtE] ZHOIY gebs 12{5t0] AL8dtE 0| HIEAE A

OS2 OAZLL FHEHLR oS =CtH, 2HXHEEO| e E
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H| ol
=2 ME2 d2(0g =0, B4 "E7t
), HEd1 4282 oddd Eite g
AZS FOHX|A Bt= afF(vs. HISELX
4 HAIE d8M Hbt= EZMez MAslks A0l O =it
M2 ZAO[Ct HHHO| 2O =7t Y2 AHREHOIAL 22 &
Moz BTt K2 MEQ FR(CIE S0, ety X
of ofF S 2HA), FLYES SIELE ULEHOIE =
Of, HISYA &F Z2 YHM LA x|f 52z dFstn
AEM 7H4 BAIECHE "MOR J1Ho=z BAlStE A0
H 20t YS Mete 4= ACh

5.3. o] ohA S8l &

0Ot
ot

oI

= 7= MetE 7t 43S flol dgsS SustA HAl
tRAS0= =70t & 74K SHAEE 7k Ak R R,
= g7e 7HEME0| 714 ¥ R0 OX= =a 8 20l
of ZEXHO| J=HE| FLof s ASOIAXT 1 =t
o HHUSBS Bo|Xl= ROIACE Man 28X TEXH
gefztel =3 Hohgol A0Eof et ChEA HHeE Aol
eh= 2HOoR JtdE oo, EY Myhdol| ek of
HUSS BolX| Xt AOICh [MatM o AFoMs =EH
Hehgol tiet 582 83l iidsSs 71t 9771 2Rdt
Ch. =M, §A gt Hiet 20|, & A9 7Hd2 =EH
Hehdo o3 2ot O HFAHLIES =elsHr| Xt
Ch. olof =ZFH Hghgo| ot CE thetd 230l 7kse =
ULt OIE =0, 7tHZLG(arousal)t 22 HPE N3 =

T ot
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