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AR F25 v el S3lda
Huzt EvlE F25 FEG F URE &
HY o] 7Hle ErtER o] #ujsial Sl
. BE 1 FTE Al deske EviE
b o] FEQ EviE Fo AgECH
iAokt " E Bsiy EvfE F
2o o3k F24 Aze Aslrt EvfeR A4
Fujgcre A dEe] ekl 5 gk
e of ﬂﬁﬂgl AHY 2 ﬁlrvﬁﬂ A

32 T

(uncertainty) S
S AR= Qs wejol o
A A8 AZsA B JUE Fa o
£ &HA FFo] Ag3hd

A
of 7l AFo] Tl dsE AT
3

A s dZY 5 ges Eath oHw
gRage 2 AL B o 4w

& Xue, 2007).
i 2uAEL 58] Hre e gl

B Ao 2 BPS =4t 2F

sHF7E Eustal tiSviAlE Fel dvt
Atk o|Z el AHAl= AArbyel H

olZ AA7] Y&l AHIAE 2F] gk
ARE st} ot ol =S T ©
Mcue)dll ESHA dt. dE 0] 4F9 o

22, olHFAA AR, 7% - 5 T
(labeho] ©M 2 FEH=d o3 AHE

AR B4 - Ay 959 paol
o AT o) guSel BAY A9
H A Fre) 2| (heuristic) ZEA|ZOE oE
3t wi7]R|e] TlRFCl(Ares & Deliza, 2010;
Guéguen, 2003)°]1} 2219 ™A (Irmak, Vallen,
& Robinson, 2011)3} 7+o] ZTHAd(diagnosticity)©]
b AUAAE Bz TSl AT
sl BE3AAS I st

2 AT AMe o] gh T (nondiagnostic)
Anl Stz ATolA A A B
5 AT Yk A F2 oA En
ES wigtar sjx 230] eAlER] Ert
E F2o 2t 2L itk a8y &
HIzE Qe e od A7t AREHAEAE

Br 32 ro 1

AZH| s 121-1\17]- 01010]: EnE F2
o B4 U BHLYS 2E 5 Un 2
d 9ME FE 43 1 EnEES dvgitt

© oS daA HY AvAE g
EvtE7} F2o AARR 2AL AolHe
£ A38F A ZHnaive belieh S S+ 7FsAlo] ATk

=gy oy AR 222 34 e
olfte FAL7k & =wdAAE 1 A4
71A 2 AL F(llusory causation)S T3}

[%=
AR BAH o] EE ATFEol
£ A%e zay
(McArthur, 1980; Ratchff, Lassiter,
Snyder, 2006; Taylor & Fiske, 1978). & F2:9|

ol EREE Bt Y 4E UL of
d 2 . add EvfEE dudite=
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& IKprice-quality association; Cronley, Posavac,
Meyer, Kardes, & Kellaris, 2005; Kardes, Cronley,
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B A7k A el ANEe tes
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AP} S BRI SE TR
Toie o Sdiske 5 A
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=7A Aok o9 g &nlAbe] =<t
HojF= At F9 3}‘Jri el =
7] A1Zel 22 @ E vlA(grocerant
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(restaurant) S X33 Ao AH|zpyt AH &
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F e AR TER S4S BT
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AR AR Rl G sl
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Z WS 7 e olYd 875 &id
371 98 F4& ddske o E=fo] He
AR, I Hdo] & GXE Fol Fr 9
EAAS 45t L 3K Choe, Park, Chung,
& Moon, 2009). B2 7§ ghdlo] o] Ao
w4l Hth BUE f71% - B TA, A
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07, e Al weh B oM F ke
=840 A7t 2EbtiGuéguen, 2003).
= 8] Wk A4, ARPA et
OAEe] A7) B Aeole TRk &
Deliza, 2010), TL3F 224 ‘J]-}\E]-i Ham
A%l a7k Hal =g FEw A7 F
S Aozt A3 THIrmak, Vallen, & Robinson,

2011). o|Ag WA FEI HAJ thgt
BRE ) fa 2uAe AR
(rule of thumb), =28 WS- FHUsk] HIA
B4 BAE AT GHE sefste Gk

2 wpade Az B A vaes

B9 iz 889 5 AL AL 9
o g 9Nl dlET Qe Wl o
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Ratcliff, Lassiter, Schmidt, & Snyder, 2006; Taylor
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AlHS ¢ 2 R &3] thRobinson & McArthur,
1982).
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QA oI S, Shbe) Auw 9 Ba
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(Dutton & Aron, 1974; White & Kight, 1984).
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E 1. HAE #of ofF H B E5 ofdo| dFE E2 EUt H FofE ojxls I

o vl oz Tkt FE2A
A g =47} 3.68 5.26 3.84
HAF ol o] gk 4.42 5.07 429

o] FAXAM = 3.69HTt E}ILE], 87) =
2263, p < .001), ANE FAjste vk F
5 ZAM = 38H)RTE EQUTHEL, 87) =
17.35, p < .001). &3l sl =& 243 &
Az Apelell= fFom|gh zfol7h JAATHE(,
87) = 22, p = .640). &, EAIF Eof3F €
Age F2 ke AARE disie =d
NAT FolA = AARE HYA ol Uigk 7t
A dAEA geth ol FE Wigt M
< AAH A

U‘rgﬁi T o3RS BAgH Ay 9o &

| F20) gt Hrlol YASFATHEQ, 87) =
3.05, p = .052; & 1). B71E Fhsl= 279
F& T M = 5.07)°] SAXAM =
4.42)H T} E=QFIIEQ, 87) = 3.82, p = .054), Al
oL fsks vddt F5 UM = 4295
O EJTHEI, 87) = 5.22, p = .025). 18|t
SAERAT gFg F5 23 Alolele Aol
7} SAATKEQ, 87) = = 704). o]l YA
5 ¥ o5} fﬂrxﬂ%gl T efFel e P
< "R s HoFETh

o 2 S E weld w SAF
mjefgko] Fsdte Aol FAlFl it A
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tdth ol& Sfsl AU 271E Avfst
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031), SAEA AMEE AAE F
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& AT A sHEF FAdouE,
59) = 5642, p < .001), YA B FrjojR=
ouaka] FQFTHE, 59) = 242, p = .125). ©]
A= AAR FAHPL s A8
S =3t} o] iy E = bootstrapping BHH 2
29 4(Hayes, 2013; Zhao, Lynch, & Chen, 2010)
2 o W ASetsdet dAlEdl AHE
A5 =4 Hrto 7H8a 3Kindirecr effect) Al
FFHE 15920, 16721102 0S E33lA] &
o} felatas, AAz Bololnel APE
(direct effect)s= [-.8958, .112312 0 X33}

4 FHr}

FOIA 2T o T AL T} AR
W oiRE GAEe) Solge e F
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G WA E Flisk e anlAke &
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The Influence of Ingredient Sales on Product Evaluation®

Jieun Koo

Div. of International Commerce, Pukyong National University

From time to time, we find that some restaurants sell food products as well as ingredients of them. For
example, a cafe selling tomato juice also sells tomatoes. This research investigates whether the sales of
ingredients(e.g., tomatoes) affects consumers evaluation of final food products(e.g., tomato juice). Using a print
advertising of a mango salad, Study 1 showed that the perceived quality of ingredients used for the mango
salad increases when the store also sells ingredients(i.e., mangos) compared with when the store does not. We
suggested illusory causation as a psychological mechanism. That is, when consumers are exposed to the message
that ingredients is available for purchase, they make an erroneous inference that the ingredients being sold as
stand-alone products would be used for a final product. Furthermore, relying on the price-quality association,
they believe that the ingredient for sale has good quality worth the money. Consequently, the final product
believed to be made of the good ingredient is evaluated more positively. To examine our contention, Study 2
employed two conditions: one is the ingredient(ie., mangos)-selling condition and the other is the same but
with an extra message that the mangos for sale are different from the mangos in the salad. This manipulation
prevents consumers from connecting the ingredients for sale with the final product and thus removes the basis
on which consumers evaluate the final product positively. As expected, the perceived quality of ingredients used
for the mango salad decreases in the latter condition. Aiming to enhance the generalizability of our research,
Study 3 used a print ad of a strawberry juice and obtained the same results with Study 1 & 2. Furthermore,
the sales of ingredients(i.e, strawberries) also increases the purchase intention of a final product(ie., strawberry
juice). In addition, Study 3 removed the alternative account that ingredient sales increases the perceived variety

of selling items and thus the store is perceived as having greater expertise, which in turn leads to the positive

evaluation of the final product sold in the store.

Key words : Ingredient sales, Product evaluation, Ilusory cansality, Price-quality association
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