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(perceived risk)0] HSIFE, T 7]
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gl dubE oz Al ARgAtl Al 7]Ee

4y i

Aant @gel glol el me dudow
s Has] B 71z ej%el 9d
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A% a8 3 AFS Adeed $3E 7}

°f & A% A4d o] EoAIH,
Z Fujelzel IS F F e F
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AlFed digh F7F 4 AR dEFE v
Athe Aotk A1, 2004). AbA[Ao] =&
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= W AEE FHA 2 sHOR AF gt
AR Fdd et BaRd S APEA R
838t (Alba & Hutchinson, 1987). wWahA]
2HRR] APAAA FE, F7], e B
ol wel, auAe THe Fad A=
2 928 Holtlm 3 ThMaheswaran &
Sternthal, 1990). <& EW, ARIA4] & A
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o] EAoluv AlFS &Adol sl 159 AR
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W 53] FaddA MEE FEE olddte T
Hdr gl & 4 U UKChiesi, Spilich, & Voss,
1979).

Swinyard(1981) B E HlH|w Fiid]
vl o B2 JEE AFeA Huz vzt
oA o 2 AlLE dxE g 3t F

2

Ao & Eo we JEE AFfen

- 179 -



EenE T PN R RS ol

o

U B2 AR F4F v 245 BT
Hed anAte] PJHAD] s

2 2HAY S 239 PR FYH
W AEA ] Egto] WAt HES HE
&Aoo 2 A2 He A H2ESKinformation
load)7} EA31A EThJacoby, 1974). A TF o]
e HHHE APRE, _03*—1, UH2-%11998)&

@y Aole

]
aele ot Asgos Awm sz
et el 3 3 sl viekeb)

g = 9SS 9| st Masheswaran, Sternthal
« Giran, 1996, b D43t B ARE
A& A

ATEA 2 AN AR E% B
v

Bl el w2t *HW kgl ©f

4y
i
59

>~

&
>
>
o

1

K"
ofd

kI

8

X|Al al

-1 =X

o)l
o

-

H 23} o] 2 (categorization theory)el] 2]},
HEste] A FHO A2 FRo] EFA
24 ) o]E AAHCR FEStuA} st &
ol AAYE Aow ul$ 7180 A
o] ForARozw HAETIE A o] THTurner,
091, A upfolEe] £4 F A
A (discrimination/contrast)S  Z+Z}
2A Rt F83 S doluin A
A(similarity or assimilation) -AFSFA| TF
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S zElAel B A, A 2 %
19§99 vk BuAs D ol
o] HY Aot

ATFEA 3: Az a4, AHAA, &
Fafrgel wel HAAF wE Anake
F1 B 2 P} Aolst e ATt

- 80 -



>
Ofoh
>

2X2X2

ATFEA 3-1: 2nAke] Eal Ago] &L
A%

AT EA 3-1-1: AR A HE9) WA
AT FZALlNA AR F e LAl
Baewo] oy Fge nA A

AFEA 3-1-2: APA 9] Hme} wjAA]

2 FAbolol A FalA Fol

SHESEE
Fole] o] ol @ GRS vA A

ATEA 32 ZHAe] A X{is(}o] go

¢
N

—
~

oM.

o
ALEA 3-2-1: AR 2] g} vA]%]
27 Fr@AteldllA HalAlFel et LnlAte]
FuE o] ot JaFS ujA s
?‘J FEA 322 AAA A Frel vA]R
T FrEAbelolA EalAEel thak Awn)te)
Tl el o3 JFE mE AP

o)
[

MY RT M Y xE

NPAENA =Z2H 2AZEL 20109 42
NEAN EAE ool E(padth ofols)
A A% 80 Bk 3w o) o]
%S wsle] Bl pC 2o A 35
AFer A B3 Il =
ENEA B2 AFe)7] wEel = o
o] 2Bzl AlFe] e AP Aol ¢l
O oA Hlud & Fxe A4S 7]
e & e AFel olHd ofo|r=9
EAS viEe g AP ZAKpre-test) S E3)] o}
HzAo Ad AEFFoz HAFA

o AZEE AFY 4 AolEdA AHgs

fr o
o

o
=2

Y 22

[¢]
-

o]r L==3

TEEf Pofel o D|X|le Yat

93t 7 AFe et dwsta gof
£ 3oz wWese] AgskaTh vudn
o] 7§, olo|E3] 71 (www.iphoneheat.com)©]

°%
:T:
ofo
g
s
>
£
gl
J
111 all
ﬁ?i
4
o2 (¢
Rl LOE
o 2k

el
HEOE oMo Ob U o o 30 o o K onE MY |

golut ¥la

oift

©,
ol
R

-+ mto
Ho
oflt
lo
X

5
=
il
)
=
Jo
lo,
o Ol
0
o,
N
N
=
oZ
ol
ol
k1
T
o

ot
ne,
ol
i
X,
®
ol
L
8,

14
ofj
=

I

Ay M

B AFda e o] 4l AP ES/
S, AR A (SR ), BAREE g/
HlH g3/ e]Fand| wE FaEIGaE
o} pulem)E olrgith Y v, Al
7HA] gRle] FAld]l Al S FnEy
o] ztol& HFs] 8l thad e S

A}e5t9 1:} A A 7HA L9 (factors)e] FE
IS dobi] ffsiA 2x2X3
Al (between-subjects design)S ©]-&

- 81 -



FEO 2 X 2 X 3 4A

g2l AR

)

T 3= (High) LS (Low)
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=S (High) n=30 n=30 n=30 n=30 n=30 n=25
rS(Low) n=30 n=30 n=30 n=30 n=30 n=30

IR: Innovation Resistance,

advertising, & PK = Prior Knowledge
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eh=alE|efElA:

_‘?LH IRHigh IRLow
iy
CA NCA Control CA NCA Control
ATA 3.75 4.03 4.07 3.71 2.67
PI 4.74 4.52 4.09 3.73 3.67
§9 Aolold, BudEATAE B4 AR B wgledt AT B2 Al

(IR)°] =2 7 -5(Ryg), HIRFICAET} H]
H 2 FPNCANA o 2 Faas EAtt
(u(IRy,,, X NCA) =4.03 > p(IRy,,, X CA = 3.75)).

NE Aol F ARy, Pt
HE B o e FAHS BolFa 9o

(u(IRy,, X CA) =4.07 > p(IRy,,, X NCA =3.71)).
Tl EEnE MY Aol e A5
(Rysign), gl wiW|wgarel s g
Aol & BRSR% KR
(IR, X NCA)
, W8 Aol W IRy, BlaFarrt
EEIETE: S R I R 121% =)
(1(IRp X CA)
&2 =)
=4, 3t
o7 98

o gt old¥

S/l =e] zpo]7b FAA
T2 otry] 9l whE
A (two-way ANOVA  with
interaction) S £ e 7+ WS zho]
I 2ol & A HgT) o2 &4, FuHEe
SIAFEE, 354) = 4538 p < .01, partial 7
= BMTE EAHCZ {23t ato]E el
SR, A A 9 A Bt
Atole] BEAgET BN —‘—iﬁlﬂoz f
g Aol5 Koz FUth Fujoes g4l
AR EQ, 354) = 1229, p < .01, partial 7
= 033 FIHFIFQ, 354 = 7.24, p < .01,

partial 7> = .04)0l|A] AR Fo3t Ao

=452 < p(IRpy, X CA =4.74))

=4.09 > p(IRy,, X NCA =3.73))

BN BT o7 2
7} E%‘_ '?“H«L-«] 5 Al A
T eI B3 F3Z9 Al 7 a0l =9
ARl 7 FollA ¥ wdhes AR Y] W (pair-wise
comparison among advertising appeals)Z2 73 53]
= a7t ok olE Hal, a= 0252 77
st F w3 Type I Errors 2% 5HA
t} 2, Green, Marquis, Hershberger, Tompson, &
McCollum(1999)0]  A|¢F3F L matrices©]-&3F
GIM B4 Ba), U ¢ PulEe f9
Rt FLCREC NI ELS It
A HaAG T F3 FY(CA vs. NCA within
Rygn: E1, 3549 = 75, p = 39) & CA vs.

191, p = .17)

!

NCA within IRy, F(1, 354) =
2o FAALR FoRt AolE HolA|
g B A4S HES B4R Aol
of Fujel=e] gk AFZ2M8-H| (interaction
comparison of CA & NCA: (CA vs. NCA) for
IRgggn vs. (CA vs. NCA) for IRy, SA] ol
T 5% e AfelE TS Rt

({( 1Ry, X CA) — u(IRp;,, X NCA)) —|= .14,
(u(IR,,, X CA) — (IRLOUXNC’A)) }

(1, 354) = 136, p = .71).
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ARR|ATE BT R

Ag oRel AHAA AEs BT 59
o Aolo] we} HalAFeg, Lpadel D

FaH s Fojelze] Aolg sekar] 9l
oo Al wlel AR ANsdth AA, A
AAA el JEsh B2 49 AelolA, e

S A0l e

3T

A%, vlmgast v

B

Hl e o Ee Hiaage Hle

(u(PK,, X CA) =4.02 > p(IRy,, XNCA =3.55))
, ARAA| A o] W2 A5, Wil wgart vl
2 o° ge AERE HelFm 9

(u(IRy;,, X NCA) =4.19 >

Tl B ARA Aol =& W, H]
wFnrt Ml aBan 2o o Ee FEw
< 1ol F9o0]
(u(PKy;,, X CA) =471 > p(IRy, , XCA =4.04)), A}
AAA e AE7 @3S ), vu¥wFust

Hody o =& HFzs

=
3T T (¢] ;’{t‘

(u(IRy;,, X NCA) =4.21 > p(IRy,,, X CA =4.13))(3%

7(1—1)

A, Faref /T elme] zpol 7 FAIA
ARE golrr] 93 W

i i I

it AolE AW ESiTh o]& B3, 3

S5 ARRXRE, 354 = 542, p < .09,

(S8

Rui A [y

= .02), S FQ, 354) = 27.52,
= 14 9 ARIA A B3

partial 77
p <.01, partial 772

p(IRy,, X CA =3.79))

| % YOREO| BTt Tojel ol DIl Y

48 Apolo] AT AEER, 354 = 423, p
<.05, partial 772 = 020A] EAACZ {9
?:51_ éﬂ% Oésd]:}' ?'UH"]—J—/] o‘!‘, o.L*ﬁ’ﬁé

(B2, 354) = 7.12, p < .05, partil 5> = .04),
APAAIA] B BRIt ARAY Atele] A

SAE(FQ2, 354) = 4.68, p <.0l, partial 772 =
03)0l|A FAAOR frogh zto]E HT
AR o] P el A Blaske A
Hwe] A5 23, ARl & 4% %
IHEE F 73 AFOJ(CA vs. NCN within
PKygn: F(1, 354) = 4.09, p < .05)°l <3+ 2}
ol& HRlth siARE ARHA| o] W A%
B fEd AP HolA] SETHE], 354)
= 294, p = .09). APAXA Fre} FuiE
Atolell A FaejEel] gk S AHE-H a(CA
vs. NCA) for PKygn vs. (CA vs. NCA) for PK,,)
v TAHeE fod ZHE AU

(O [(u(PKy,, X CA) = (PKy, ,, X NCA)) —|= 87,
(/’L(P LouXCA) /’L(P LouXNCA))

F(1, 354 = 699, p < .01). AbdA|2]o] =&
AT FuleEs B 73 ACICA vs. NCN
within PKyg: F(1, 354) = 6.50, p <.05)°] <]
@ Aolg HAITh W AR e A
G B3 FEE ApEA S Holx] FETHE(,
354) = .10, p = .75). APAA] e} Fafr
Galoldx Foleme] td s A-gulm
((CA vs. NCA) for PKyy vs. (CA vs. NCA) for
PK,)E SAACE fof3 AHE AU

T 3. ZF MTHARNZ|AIR Z0RY) el YIEE/Folez
PKngh PKLow
75
CA NCA Control CA NCA Control
ATA 4.02 3.55 3.79 4.19 2.73
PI 4.71 4.04 4.13 4.21 3.99
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H 4. MNXAD 2OFEAL0|e O|/H|Wet ASAtE ST}
PK & AD Appeals W Wgy HEAF F-gk
ATA 6.97 423"
PK X AD Appeals —
PI 9.45 4.68"™
ATA 6.75 4.09™
(CA vs. NCA) within PK High »
PI 13.11 650"
ATA 11.53 699"
(CA vs. NCA for PK High vs. (CA vs. NCA for PK Low) -
PI 8.31 412"

*kp< 0l & *p<.05 (one-tailed)

—W—H|WE(CA)  —*HIB| D (NCA)
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g 419
0
2 4.02'\ p
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379,
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3.5 :
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a7 Fir
e
I
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MEAL - 20|82F / AH|A} S84 XME, AFKKIA 9 BTREE0| BTt el =0f DX Hat
(({Eﬁﬁgﬁ’ ,;(c(%) :(gzé,, W XNCA) } 7, B, 354) = B3-83@EQ1, 174 = 9.81, p < .01, partial 7°
412, p < OSNE 3, 28 1, & 2P 2 A2 = 10914 ®F FAHCR Fofd AuE o

= & Aa, Fejolme] g AR

Al MEA | AREXIA & T RF (1, 174) = 7.80, p < .01, partial n*> = 047}

FAFHEA, 174 = 740, p < .01, partial 7>

AR o] Aol wet AR = = 09)0M BAXHCE Fog s B D}
of Bafrgol avxtel FurEet Fules  HA AYAe] we A, 4 o

o A= g dal F HAZ et <o) HIFE ® 49 Pl E3 :[LUHQ]EQ]

AA, g Aol w2 AT ARAA Ae F OEHEAA scldMw foAHA )

st FaFE Alele] F 7 FEUA A Yehda, ARRA R Fafgateld feod

ol AMEST APAAY Awet Fuf ArAEadE dojux] Eiernz AW

Go av|Ate] PnEjEsh Fololwe] nlx) e
Jghe JAAFH) Amel e} T AR

2 FRsdeh 3, 84 7

°4@ﬂﬂ4xﬁw+»z aAww1$7}

Aol w2

A ‘?MM %"a‘%}ﬂl

S Aol AA
AbolellF el FaE=e

1(PKy;,, XCA) =3.88 > pu(PKy, , X NCA) = 3.759}
w(PK;,, X NCA)=4.30 > u(PK;,, XCA) = 3.61

Ak Fojel e
p(PEy, , XCA) =5.22 > u(PKyy, X NCA) = 4.65 9
w(PK;,,, XNCA) = 4.39 > u(PK;,, X CA)

L}]ﬂ.»ﬂr/} Etzﬂ_ 7} oo

]

[e]

=

=427
1 Zto] 83 240

]_u_(e.g., pairwise comparisons among advertising
typo= A =
a2 Al Aol 2
ojty. &4l AFel Wi A=
avzke] FaEEE H¥ aFaEn
FaelA o UERH o
(u(PKy,, X CA) =418 > p(PKy,,, X NCA) = 3.36),
A A 2ol W Aol ME| gt
WFILETG Zae 5 FHEAE B
foev 2 Aole AA  4dd
(u(PKy,,, XCA) =3.96 < u(PKy,,, X NCA) =4.07).
AR AT Farfrgatele] A HAIA
Foll ok Akl Fujoles AuEm A}
A Aol Ee Afole HlmEaedA

(W(PKy,,;, X CA) =419 > pu(PKy, ,, X NCA) =3.43),

® 5 3Fx).
9

A
J'o

23

wo
e A W

AT

=
i}

o)

H]

el

ARANe] e Agele  wvzBm
pe 71— Qo] 7lo ¥ B Fagles=
1 89 o] FEI AN FaH (u(PKy;,, X CA) =4.00 < u(PEy,,, X NCA) = 4.04)
I 5. HAXEYo| =2 42 2 Fcte| uelz/FojeE
PKHigh PKLow
T
CA NCA Control CA NCA Control
ATA 3.88 3.75 3.00 3.61 4.30 2.96
PI 4.22 4.65 4.10 2.27 4.39 3.52
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E)»l
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E 6. SAAE0| 22 32 2t Fiete| el /Polels
PKHigh PKLow
T8
CA NCA Control CA NCA Control
ATA 4.18 3.36 2.10 3.96 4.07 3.23
PI 4.19 3.43 2.87 4.00 4.04 2.46
A 223 HTE $U92 HoETKE ¢ F 0258k, APAAA T FufdS SHHQ 7
z) FrdA @ FEHRE Blwg Zdolth A
Fob 2L WHS] Aoyt BAAC A Ao] we& 7%, FAEECA vs. NCA
frolgha] o f-5 gRlshr] el vhgo] Q= within PKyg:(® (1, 174) = 6.94, p <.0D% T
AN S AAsT o A9, FuHEE w9 X(CA vs. NCA within PKyg(F (1, 174) =
A} 4%]*4(1?(1 174) = 12.27, p<Ol, parial 77 1573, p <O0) RFAM GAHCR FHofgt
= 07), SEE1,174) = 2191, p <01  AClE Btk 2y AR A o] e A
partial 7 = 27)¢] 22 VERQE, Abdx] SRS BABEEQ, 174 = 128, p =
23} BRGHF, 174 = 7.23, p <01, partial 728k Tl e =EQ, 174) = = 90) BF
E4A 0 0]3} Zlol= oo}
772 = 07) & 74];4 og oo ;{]-o] oﬂ/ﬂ 074];(—1—0—i el st R]—O]a y—o]z] 3%
T A
) nxElto 2 GIM EAS o]&3F L i
1.88 p <. 05, partial 77 = .02), FILHEL } ]T ) e I8 e
174) = 3.94, p <.01, partial n° = .30)2] 43| S Tslod A Aol B2 Al A8
T o T g dotuginh ARAAe Fafatele]
E W33, ARIAA I FafrPAbel (1, 174) i _ ]
daAg ZRE AN Zd3, FaHs
= 7.23, p <.01, partial 772 = 08) BFAM & 0.

A frel@ Aol 2 Btk

(  [(PKy,, X CA) —u(PKy,,, X NCA)) —|=
(/’L(P LouXCA) /’L(P LouXNCA))

S-S Type I Errors ZAS7|Ys] a = ({1, 174) = 446, p < .05) (LE 3)9} P
7. ¥ANEMO| L2 4 ANXAD ZFEEA0|9 o|H|Let ASAtEE D}
PK & AD Appeals e WE HFAF F-gk
ATA 7.12 487"
PK X AD Appeals ~
PI 12.05 7.23"
ATA 10.14 6.94™
(CA vs. NCA) within PK High .
PI 8.57 5.14
ATA 6.53 447"
(CA vs. NCA for PK High vs. (CA vs. NCA for PK Low) -
PI 4.80 2.88"

##p<.01 & *p<.05 (one-tailed)
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The Effects of Innovation Resistance, Prior Knowledge
and Advertising Appeal on Attitude toward Advertising

and Purchase Intention

Hongsik Cheon” BUI NGOC DUNG?
YAssistant Professor of Marketing, College of Business Administration, Soongsil University

?Graduate Student, College of Business Administration, Soongsil University

This study was to be designed to provide insights regarding the effects of innovation resistance(IR), prior
knowledge(PK), and advertising appeal(ADA) on attitude toward advertising (ATA) and purchase
intention(PI). Firstly, we examined attitude toward ATA and PI in two methods of ADA (e,
comparative and non-comparative advertising) on the level of consumers' innovation resistance. There were
no significant differences between ADAs for high IR and low IR separately. Secondly, we found that both
the PK main effect and the ADA main effect are significant and the interaction between PK and AA is
significant. Finally, there was a significant interaction effect between IR, PK and ADA on ATA and PI
and represented a difference in menas between comparative ad and non-comparative ad for high PK
minus a difference in means between comparative ad and non-comparative ad for low PK while being low

IR. And the practical as well as theoretical implications were also discussed.

Key words : innovation resistance, prior knowledge, advertising appeal, comparative/non-comparative ad, attitude toward

advertising, purchase intention
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