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T AdolthFAANALS], 2019. =)
FEA AL 20209 71 A7 929 ol
o7 gl o FE7F AAL JThATFTL,
2020). 719 AAARE A ESE ddl= FF
o] FEAS dsle AUIIE AHFEA 2y
g 4 Sk wEbA, Wekd, 5, 4 914,
TA, AYYERS Xt #Yse o
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Folkes & Wheat, 1995; Horne & Bendle, 2016;
Khouja, Pan, Ratchford, & Zhou, 2011; Thomas &
Dillenbeck, 2004), (2) AHIAR] FHol|lA A&
ke AlERE 2 TEE =ostditkes,
TALZ, AR, 2015 FLDF, HAY, 2015
Gunasti & Baskin, 2018).
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& Wheat, 1995) AEAY] & tgE X};ﬁg 2
ML AER A Felel URke AL
A A8 ARESHA] e Ao|tHThomas &
Dillenbeck, 2004). webA], 71AgQle] Exo =
FEAS AT B A2 HEeE =2 %
% a%s 7IiE + 3k ol9h W E 4n|
A7F 28y dwde ddrtEng g 59
= aHske] 7|99 o] SuiE F o
(Horne & Bendle, 2016). AH|A}7} AAEAE <4
7R &A A7 =oZ st 2F3A
g 37 Eol BFE A8 A
B} 22 4HE 3= ZAHo|tHArkes et al,
1994; Raghubir & Srivastava, 2008; White, 2006).
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E(gift)o]T}. Deloitte(2020)2] A& ZAM] 9J35}
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= A dACME 2%7) E 4—3— Az
k= o= ‘JrE‘r‘;xLE}. 71E AFE AHR
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Trope, & Novemsky, 2014; Yao & Chen, 2014),
ARz AR, AR, 2015), AEH
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White, 2006, 2008). 413 §]7:]] o]go] <A
ATEL 2HPL AEAS dEde
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oo} o] AFAY FH3 VA7 &
2] B B AFEol WIH
o= EFeta, AEAY Aol AH|A
o AA A e FF
wo] o]Fojx]A| °‘9}E} 7]
UHZZ—XM Foog *}

e
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o] E(prospect theory)2 7|2 E dl= A
H3 7} (hedonic editing hypothesis)©] THe.g.,
Cowley, 2008; Lim, 2006; Linville & Fischer,
1991; Thaler & Johnson, 1990). ©] HzL ZA
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U S
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Looney & Hardin, 2009; Read, Loewenstein, &

1) W5 3Kcategorization)= FEZFHIJEE EHUTHE
A5, 754, 2014).
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2010; Reinholtz,
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A APHET w. FDHE YIS 2
47 A 8 FEuR S old 2

FH) @ FHulgo7t T2 %%(eg., 3|
W 2x= A9 23 =)e g e AF 7
Fol FdE E%ﬂd Ao Xuoh TR
S TR FHu|gojrl 22
%J_% Z} 3]4,].4&1 X eN s} 7ﬂ—r(eg oqo1 A
A A F9L
916}1 22 AFEHATG
_,4. ”'J'i«] :oﬂ
S 2Fes. A3EA ANY AS o g
AR AZE MAE AoZ e thb= 442,

K(1)=7.92, p=.005). 3% 19 A n}e} o]

ST HEA

FH

HED FAe B8 BB} AT 7
F Hme RRH T2ads sh
gsie WEst o Bol ehthesy
2o 7M1 AXsgh

AER AN 47 A

AEUCE BdaA AXste Aol o B
S 9 AF Azt dare dgdse Aow
Uehgth £ A3 2321 dEo] w93t
Helx(eg, $100) A AAH wehA
2SS AF AR S gk
JS HFge o 2 29y} ok

AT 20 EAe A T shKolth A,
A7 19} 02 AY A8 4 A8
A AEE AR e &y 5
Aot} o] A 2 AN A=
Ao ot 18l 71543 (generalizability) S
AAstax gt =4, F 59
Ao AAWHEZ vs. wo] AFA dit
o tha A&l H-H-S(choice share)ol] WX|E
Jo] et 7Hd 22 AZFsE Aol I
StAlel e e HHEe ASE] Siet
Hossain(2018)0] AFE-3F TS0 418 AlL3lY
o (Tl =t Qe g dijky 4/ F

il
3
o|\
L ol
rir

mlm

14
o, offt =

o] Ze A=

HMALHol e Fe|12] ME| HIE

sk 9] ] WE)

F A9 FHElae] (%)

A=A 58.1% (50) 41.9% (36)
2324 36.5% (31) 63.5% (54)
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BAIE / a2l HAZEHO| A8|Afe| X BAH/of D[Xl= SE

WOEst 9 AA ool P AF o), Yo AFFeAE A 21 F F 24
2RV T Al ABS A T o o 492 SuHgc
o BE ANPAY B o] APFAL A APe AFH FEoz AHY o=

Al thE g HfE2 10070t wreF A APHom a7 20 AAE wpep o)
FFAZL AEg F R AF F s Hosain(2018)9] AFES B A g 44
AetAoln T shist HlAEAY A o] ste] ARSI ARFGREL A7 F
Foqxtel Aol qm e Hfree 507 ol qw oz AEds Avde 43S
otk # 7= FAAQ gl gttt JHgEk= }935} %‘%4 3"-‘191 E}W‘& T
FEA wAE Er%}(vs daghst] AAE & e

A 2] d
2% 9 B 7Y A4 Azl g4 g% Hd °§€§C§ °L°}H7] H'GIW F 7HAe £
sHAl Eal Aoz HegAld digh A H 2US ARSItk A MA B X239 ¥
fr&o] gopd Ao g oF3ith AAELS Tl A $20 AEAC] AAEHAS
o 7 WA 28 2719 93RS 7 Y
Aol MA| A HX} $50 FFdo] AAHATG At 29 I

AEdAE $100 FEE F ol AAHI

glole +8E 3] Amazon Mechanical Turk — WatA], BE ZAA AFws FAZFQA 3
£ g&a5on B Foae Aol £ HE 51002 I o5 AT AE
T 4 534 BAS ATt vmel  AE ARSl F Y] Fhelaele] & 7HA
AFshe 5o Agd Fostgern AEdx AF FAdA FuiE dite AEFS AYsEA
ofzte] Fupol= 374A46d=11.0Fe™ o4 om AlFe WF AR AXHA &St
HIES 50.5%%0 2432 99 29 Jazt  oh APt ddg AFE S A
AACFER AAE: 709 $20 AEA v 2 A MY HES FRHoE AZs] Y8t
e} $50 A vs. 1709 $100 FFHE I o FEuERE A Y AFS ke W

Imagine that you participated in a research for a financial compensation. The
researchers compensated you with two $50 gift cards.

Listed below are products that belong to two different categories, category A and
category B.

Items in category A include digital music, MP3/MP4 player, sound bar, digital
camera, and headphone.

Items in category B include carpet shampooer, microfiber blind duster, all-purpose
cleaner liquid, sweeper, and angle broom.

T8 2. AT 20 28 Z74(2x$50) 2] HEA HS AL
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5

A9 72}, gAY 59 MP3/MP4 E o]0,
AREEHL HEEF)OE AR EFEUSH
7 WA e HihEFes, 7 i
7], AR mA=”oY, oA AAAA|, uf
g A7), AR HAEAE EREHAG
(Hossain, 2018). T2 2 Q15 A M= o]
o} Aol 3T

o7 2 7Bt U =

WA, AEZE AA|HWHo] FulE 3

ot
o2

ol
o

£ AF Huee 5o uAE 93¢ 9%
Sdek st AF AdulAT AL
98 39E 1R 2PEen T e

© 22 IYsIAth AFFARTL AAE

Aol AFS FollA sht o] AF
TS BY Aeole A7 A7 B
RAe 7FsAol v =tk SkA|E, A"
= AFol tiste FujoALE HolA| ¢S
Fole AH A AR AFE AHE]
#HThHossain, 2018). wWaba], ojwgt A&l
T FujorE HolR] Fe 98E A9 86
o] Aol x3tEUAT w4 Ay, FEd
o] Aol AF g dWske 7hEla
o] Fol vAe FFS FAFOE F3)
THE(2,83)=2.95, p=.058). Z717F thH](contrast)
ATE 73 2% FEAY 595 2FE

A AANE ALM=158) B&a)x AT ot

Gl
gl RN g ) ol el AlFs YR A
_?_
ez ]
=

1 2 ox | W1

2) 5x$20 Z7, 2x$50 FA, 1x$100 FANA Z+z+
47, 39, 29o] oW AFL AEstA] tt

E F ZPsERY g gdske 7 A
o] F7F AA YERTH <820 2 M=181,
F(1,83)=4.18, p=.044; 2x$50 Z7: M=182,
F(1,83)=4.50, p=.037). ¥ ZAE A}o]9] At
ol FYsIA] &EITHE,83)=0.003, p=.959).

T ARG fFostAl Edthox$20 Z7:
M=51.7%, F(1,83)=7.03, p=.01; 2x$50 =%
M=58.1%, F(1,83)=2.80, p=.098). ¥ =H
Atele] zpol= fFoJEkA] EITHE(1,83)=0.94,
p=.335). °] A= 7Hd 25 ARSI
AT 29 Ao m=2W F FYo] FYst
tete A4FAe] 398 £F34 o8 719
BEUCE ANG el AN shto
BFEAOE ANG BeEY gg AF 7L
gaglel gk Fulel=rt vEhgth wheba,

AEDS) FoE B AhaAN ANT 2
o

)

i

9%

T ez FET 5 glon oe 7 19
&3 A 19 Aot XY} w3 FFE
Ao} ATl HFA e A HHE
o mAe 9FE A o FEdY w

&)
NS BEehvs. A3l A
[e)

S P CERSEEE

o7 3

A7 39 BHE A T ARk AA,
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_n_)\ﬂxﬂ /

AT 13} AT 2014 PEE AEA ALY
o) 44 AR ol S FE Aol
ool faol Wy due @
Aztel 52 wlasigch FAIHO
o8o Iy AErgow I

of
il

o
se] +g wastglch B4, 2HAe AF
Ado] B9l f83} AN FEAE
e WeAE AFE Aol TAHOR,
HEAY) FAL Boes. ADHAN ANT 7
S0 2o} ke A4 Al a9
W setalol tg 4nl} Eols Aoz o
B Ao Aol ANl HE Aol
7} 8 ses A, aads dBe
AEATE Be 47 894 F4e 54

VAx 1 —TLUHQ]/\]-QHQ 3ltHe.g., Helion &
Gilovich, 2014; White, 2006, 2008). A% 37
ojgel oshd HAkE dAES BACE A

= ol A9 F=AAKcurrent
assets) I FHsto] WFstela Hrigit
(Shefrin & Thaler, 1988; White, 2006). W&}A],
Bgow AFLe WEL A A& A
3 e shisl Aoz ke 4
oA & Ffoll FHFsHA Ha stue] A
Holl W& a3t YehA &S Aew A7
.

o2

)

Aol MA 9 X}

Amazon Mechanical TurkS- £33} w|=of 7
ok 35590] ARl AodaHon ZE 3
AES Aol By F AT BAH wA
2 ATugc AAAAEY B ol
Alsd=114H9 0™ 43 HlE&L 60.3%%ATt.
& 2@ RE: dE v AFW < 234

g

35.3
o]l:a—
W A3 v B8 Y7 AA Al F3}

Ho| HAIHO| au|xte] A% 3ol 0lxl= Faf

dz FgE ol AT v

A5 3 B JoIA APHYeH B
s B4 548 TASIA DAl 9
e A wAe AFee

AA =R A HA 59
AFEE 2ol A9
st g2 AAUHE F
o] AgE o] AFHEA EEE o]
2 248 FAHeE, Zjif;i} ZM=
&3 BN AFHE Bl 3 Fo] $50 &
wUFEDoIeH, B 174011 Me
o] $10 EFCFEFDoIUE e, BRE =
o Xl:LEJL A2 BALS $502 FIHT

AZBE ANE AE
WA A7k Sobus] A A
3519k Amazon Mechanical TurkS Z3
H S0HMye =347, 44=58.0%2 TP}
o] A Fofsidith. SHAES 671 Al
= ZH 87} FHZ A (hedonic product)A] A
S (utilitarian  product) Aol 3} 97 A=

SHATA=HZFA), 9=4&A; eg, Khan
& Dhar, 2010). Movies, Music, & Books(M=3.48,
t(49)=-5.70, p<.00)?} Toys & Video games
(M=2.80, t(49)=-7.51, p<.00Dol w3t Hr}=
TAESQ) SsEO FrofeiA wen g =
L A (primarily hedonic; e.g., Khan & Dhar,
201002 Q1A% x1 ¢JRIth Home, Furniture, &
PatioM=6.38, t(49)=4.49, p<.001)3} Food &
HouseholdM=7.46, t(49)=11.29, p<.001)°]] Tt}
@ Whe 209 i foeA Ege
W SRAEE AY L A& primaily
utilitarian) 2 €12] 8} 4}, Clothing, Shoes, &
Jewelry SFEM=5.54, t(49)=1.75, p=.087)3}
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: imx} Ok

o

Health, Beauty, & Pharmacy E-(M=5.14, t(49)
=045, p=654 FJ3HA &tk wes, o]
& HAo| A= Movies, Music, & Books®} Toys
& Video games =2 FH A= 1;‘.":'3].93\1:]._
A A3S J1AE ] Ysted 2
AYst= A =] iy 221
oA ZAZ AREske oM e Fo AlF
7HlaElet A ASSs & F s ueks
AreET. FAAeR, a9 39 A"
A Zol AFH s 7719 Fhele] <}
A AEAQ AFE] AA AT (1)
movies, music, books, (2) home, furniture, patio,
(3) clothing, shoes, jewelry, (4) toy, video games,
(5) food, household, (6) health, beauty, pharmacy,
and (7) saving for the future use. AT AA}E
& Fjskd dske AF HEags A9t
avletd dste 54E dEEtES 513l

o
O ARt A9+ Sle Zﬂ‘ﬁ 7}
a 1L

s

=
gle] ol AlRhol W & e
A B $505 ES & ok &

Movies, Music & Books
(DVDs, Music CDs, Books)

Home, Furniture & Patio

Felelel sk
e Tl thsiiE ol AHS
4§Mﬂttﬁbﬂ§%§ﬂ-%Eé
AstoR, QITEA R

St

D}-EL :-oﬂ_o_ z%%l—t‘ﬂ- o]

A e A3 AR

HA A Fe ks S99 JhEa
2 Aot FAHeE, 7+ FHEag
JJAA} its dAe A TR 2
a1, A Bk 7 °ﬂL QUSSR
Sttt ke &9 JeaeEd T
AR AR 7o AR AREHAT 5
o], HPAL Al 7l FHEage] of4ke
»HOJ IS 7BFol o] PR 4F A

[r FlO ol ofl m& 1o
QL

o] = NE A=A AH A 4
S THEASFE o= 2@ RE) x 2AAIEH)
TAHEAS AT B4 A, AR

(Bath, Bedding, Home Décor, Kitchen & Dining, Vacuums & Floor care)

Clothing, Shoes & Jewelry
(Women's, Men's, Girl's, Boy's, Baby & Kids')

Toy & Video Games
(Games & Puzzles, Boy's toy, Girl's toy, Video games)

Food & Household

(Food, Household essentials)

Health, Beauty & Pharmacy

(Bath & Body, Fragrances, Hair care, Skin care, Makeup, Diet & Nutrition, Pharmacy)

Saving for the future use

(1f you would like to save some of your reward, please allocate the amount to this category.)

Total

8| 0
$ 0
$| 0
$ 0
$ 0
$ 0
$ 0
S| 0

T8 3. A7 3 ME FHEIIR|e 7Y
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A/ AEHS HAIZHO| A |Re| MK S|AHo OX|= F&

- Do

9] FAIHMgy=2.16 vs. Mug=2.56, F(1,351)= 40.0%

6.82, p=.009)2 AAYHY HFEY FE 320%

Z-go] o YTHE(1,351)=3.94, p=.048). 3}7] S0iRe
§3o FaTE FootA] FPTHMyz=2.45 219% 208% 19.5%

vs. Myza=227, K1351)=146, p=.228). %7 200%

2k ] 7&%——% T A3 FEdo] BYL -

2 AFE AF £ 219 IJ3Aso] 2

218 Y o B2 Mg oiks d3s 0.0%

£ 02 YERITHMyga 29=192 vs. Myza == b

29=2.62; F(1,351)=10.47, p=.001). &AFo] H O71x$50 W5x$10

qo g AlFd Hfole AAH wE A T8 4, A7 3 2H2Aol| chst M MR

o7} YJEhIA] ZUTtHMagz a9=240 vs. Magz,

29=2.50; F(1,351)=0.20, p=.656). =21.9%, F(1,351)=4.77, p=.03; Mgz 22=20.8%,

F(1,351)=5.92, p=-015(1 8 4 ZZ). o] Ay&=

HZ gigte] dig A H{H& 7hd 25 ARG tE Al 21 AlolY

st AAPEHol A g %
S(choice share)dl] H|X|= AFS H=3)
Aol gt e Hires Aistr] ¢
o AT 29} wpEIIA]E Hossain(2018)9]
§ A 2 Avd WA FAskd AL
G R A R ECE
A is e AA JHE e ). 39
@Ea vs. AFDTG AATHEAT v )

pole §-ol5kA] WITHMaz 20=21.9% vs. M
229=20.8%, F(1,351)=0.06, p=.807; Myzas
§=19.5% vs. Maza9=219%, F(1,351)=0.28,
A p=1597; Myzawa=19.5% vs. Mgz 59=20.8%,
}9‘; F(1,351)=0.08, p=.775).
o2 s F3 4 A webA
gl gk A% FfFEol Aol A=AE
stk HgtAo] &gt Feiks A
SHHTZ Aol g e H{rEs T $502 Uir Fhe THHSFE kA g
SHFE st BAHEA A AATR Y AFEH AAHES % HEE She T
AT Mgg=27.0% vs. M2g=202%, F(135)= A Az A& Mg Aol GAlgch
439, p=037)7} P em F WF HEA WA, AAPHY FETMga=25.7% vs. Mpa
|(F(1,351)=3.07, p=.081)°] SHAIHOZ {8}  =188%, F(1,351)=4.54, p=.034)9} F W<
o SR FEA= FoJskA dUTHMa  FEAEE135)=4.14, p=.043)°] ATt
2=214% vs. Myz=25.8%; F(1,351)=182, 3}H-F3 9 —Zr;‘iﬂr—t— 9354 FUTFMa=
p=.178). 77k EH AZS 7% A3, 4 =198% vs. Myza=24.7%; F(1,351)=2.30, p=
F49 s Adgstd ANG A9 A 130, 2140 A HJES FAS A, dE
A gigte] tigh d8 HFEMyzaaa=320%) H FAS ZAFAAM AAT H-o FHFH
o] & Al 2R FooHA EUTHMyza, oSt st it HHEMyza29=31.5%)°]
25=19.5%, F(1,351)=7.34, p=.007; Mazzas 2 A ZAEY A =St Myzasy

Liﬁm
585

ol

= +

‘m of\ ﬂJIO ol

iy

M
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S=glefstelA]s AL 0

o

=17.9%, F(1,351)=8.60, p=.004;
=19.9%, F(1,351)=6.25, p=.013;
=19.6%, F(1,351)=6.63, p=.01).

A Atel9] Apole frofstAl GUTHMaz 2w
=19.9% vs. Ma=ya=19.6%, F(1,351)=0.005,
p=.946; Myza2a=179% vs. Maz23=19.9%,
F(1,351)=0.19, p=.664; Myzu2a=17.9% vs. M

229=19.6%, F(1,351)= 014 p=.713).

2 A =

AT 3 AEFAEY Aol AA Az
Foll FdFE = Aolge —"é AT s
7 Zadeh A
Hom, 4FAI d5S /\}%8}04 A A
o web oake Fshs A Azt 4o
zpol7b A=AE HIwE A AT 39 2
of EH HAo] Aoz AXNE Hfdde
AAEHER vs. 8l W& Apo]7h vehd
A 4 o9} gel, AEE F ddo] 5
dettgte FEEe FdS £ E
BEAOR ANT AtE She) FEA0R
A AeEoh o B2 AF Az diks
g3t o] Aije AAHH mE art
te Augwd 3T Aot s
oAFTh AT WEW AEdAs AHE
A5 duit g2 &HE e o= UE
% THe.g., Raghubir & Srivastava, 2008). ¥ I+
o] ATE ojsh fAon dF zHe) A%
oJwrt AER ARG BA Yehoy

N

3) AS m(1=94 &, 0= MTHE F
TR 3 AANHY SHFES S5Hd
F2 3he BN A a3 FaAT
oAl UEFRTHMaz=049 vs. Myza=0.27;
F(1,351)=19.07, p<.001). AAHHe] Fa 3ok M4

O

A3t 2ol HFA el o

3 ?UH«] = P%?igl AN A

el Aow UEgd. TAdoR AE

Ae) ZAS BN B *“ioi A

A Beol AN el AEDOR A

A

Ago] W »}E}w o] A3 AT 29
oew;m

l rE
r&
é

H
R
o
o,
&
il
tilo
i

Helion & Gilovich, 2014; White, 2006, 2008).
FPAE, EAY FAL P 2D
S4 ANG A 20U B e 49
95 Al A0E FERYE FEd 2 4
k. E, FAAA A9e A ol
HFDOE ANG ZAE AYATY 2
sish Qs A ojere] g Fulels
87 zasut A dehdth S
059 dgo] FUstigE JEAY 29
23 AHAN AN AAE A2
o 27k Fol=t Ao Yehgrh

2

B APE FERY AR vl
42 A0 VA 9 Az A
Ao, ¥ Qve FAAY A B

4=0.36 v. Mya=040, F1351)=0.63, p= .429)
T g JeAe2 3R LUTHE(3S5)=
1.26, p=.263).
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BAIE / a2l HAZEHO| A8|Afe| X BAH/of D[Xl= SE

49 aee] FUsHE $EAS FAL
Besle] ANeE 397 Sz
AN ASuT Be o) A Az o
e BYIHE AL A5

& 47 e 28 54 % 6
o oleigoz AsA ool 44 Azl o
B BT Z9 AL del @ 37}
Zol=k A ANAKRAT 23, H9
ARl A7 ARl ot A2l
A&l A 9P daxddMe ve
WA K AT 3).

2 A7 o4 A ded 2o
AR, & A= FFA Aol AHA
o A3 A3 AR vAe TS =2l
the AellM 2 oozt v 44 JAE 7]
Ho g she 7|EY AEE ATES AEd
< U8 ATl A5 3 Huwste] AF
TRl gk g ZolE HlmsALKE2,
A}, 2015; Helion & Gilovich, 2014; White,
2008) A3 BAE 7o A& W3 1
% 2Rl dE EA=He] 2 Hcoupling)
Z& P decoupling s FALE AFSIAH
(Cheng & Cryder, 2018; Prelec & Loewenstein,
1998; Raghubir & Srivastava, 2008; Soman, 2003).
A F sgo] FdstiTE AFA Al
Aol IRk AF BAO Rl oY
of tiate] AHE AF= F3] =BT ol
g HolX & d7e AF A o] 7wt

i}

0 Do

A7) WY AFRT Ao Y@ D5l
qe AFACR TN A A
QA F A F we A5 vehe

A B A7E oldd g
Hea A4 Az oz Hed
At olike FahA so] 2ty

i)
o
P N 2 o> 2 o oy [o M
T oox o 32 r2 o x 2 o U ot R

=3

BFEY ANEEE AAFAE H&l 28

= 74 3A A2](CRM: Customer Relationship
Management)ol] &-&2 = Joh= HolA AF-
H ANVl Utk CRME BR ARA B
W =2 w2FT ) (cross-selling) = AH|A}9} Fhuf =}
WA TR B ReH 2AAS Es
o 23, P 5 OUFT EL FAO
AT % $ITHAnsell, Harrison, & Archibald, 2007;
Li, Sun, & Wilcox, 2005; Netessine, Savin, &
Xiao, 2006; Schmitz, Lee, & Lilien, 2014). 1lX}3+
WE Biae AT fURe 2AE B
W ooleh wAY Bge 9 4+ 9 #
43} Jrho]th(Kamakura, 2008). wWE}A, 714
o YN ZuIAE e AEo] BAS
23 TN 4+ AR FEHE AL AR

Aol A%FsHE AN Fasie 7190
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F49 xﬂ%l e 3 -
AT Aol ot JEAY F9L £ <
(vs. A3hstd] AT A9 AHAE ooF B d7e ArE AsEY s FAs
AE Fre e Ful xS Hole AoE R Rd AV Yrk FAHOE, AF 39
UEebdth whebA, o) dse gho] ik A AF HEEEE gEAd AFEe
s AN Feols FHHA S & 7HHel Aol7t S 4 Sltheg, Toy & Video

o & games vs. Food & Household). W&}, S-4H

FHY Aotk v2 sgor Buje =Ja  oikeg, $50S /1R AP A Asste AE
g dAAEFo] ALY ASde sy JHEaE Y uebd FEHoz Mesie AE
AEHE AFToEM T AlF g 7}3]—1—3]4 Zeo) zpol7b YERS S Utk o
HjE AL 4 A Fojn. A}Hoez 2 =90, ¥R} A7) Agdes o
AEAY AL SHE vpAE oitoz Zﬂﬁ e gl die dgs 4o HEA
Do BE SR YA 5 olE el 0% AL o AF AHueE 48 b
2 o AztEd gol vk waEbA, F& dAFdMe HsE

a9 AE FYudes AFEZ AL
T o8 AFE 7HE JRE A zﬂ/\]
sal Aol HF AAYG8S B%s

ool 3l U BE AT

o8

HA BAll WAE FES AAEAAT o Osog & =% A7 32 g A
w0 2 FARS TR Tk WA, B A el wE AF A9 Aol HHiAN |
=8 2 Ay oA FEFAS AT 2 ZAdA HAHr} & FHdenomination effect)7}
£ ATe s A AEdtE @ UehbA it @A) dtiGushbi
AZE Aok B A7 A oA A3l Srivastava, 2009). W7} 3ol osd FAg
A= 7198 ZEA ] tg BFA@T ), 945 398 st 2 A9 Heg, SsTHEH)
AT Fdol g FHA BKEAT 2, ¥ o7 7ML g Aol oy Ao Ldd
Aol gk BAHAT 3) o FFelM FFE (g, 1TNLA STHEE T S BFEG
do] AgHe A% 7HEdd. 7€ o G2 LHIATS Btk AT A 39 @
of m2W Y7 Zo] =¥ oA T EAE ApldlAE Xﬂ% TE S &
wolo) e AEE AME S WHel  ©E A8 EE A2E AT A8 Folrt
St £Sindiel GOE YA U USR8 B, 9% At A9
THThaler & Shefrin, 1981). T8} (vs. =] 9] z74s g%

gh 250l A AF AR tigk &Rl old WE adE HISHE BaUt ok

of v =Tt =A UeiEt. F5 A7l FEA ARl AA BA mA= P

Ae AY T B3 58 B AEAS S gs AE

== =

o

T

of

r:\i
o
ofk
BN
i)
ol
—Y‘—l'
b
o
I
2 o
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SHIE /A

TE s & 5 dd dude
A= H(open-loop gift card)¥} HAF AFH
on TEE 4 Ak
Z, 2018; Reinholtz, Bartels & Parker, 2015). 7H
ul—sﬂ MJ{JO o}uﬂa]y]. OU\J_H]/\(Ameﬂcan
Fo 54 edlN BT HEAD
ol 7o) mE avhadl AGE & e
Wl Y AEDS AEAS B

A ool A8 5 Atk AEU)
9o 54 AFl By PR AL
ThReinholtz, Bartels & Parker, 2015). & &
N AEAES AFEE 24T A
Za 7 ?}l-:_(congruence)ﬂ- =& A|Fd st
so HEE wit PAdes

of #AE FEAws. MY F ﬂ)’% Bgo
2 AT A5 o8 7 AF 18 S
A oelg BA=e] 7PE AFAYA AF s,
Levis®] HubA, JCrewe] 2lED] U A3
7b =A YEisT mebA, A4 9 dEE
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The Influence of Gift card Presentation Format on

Consumer’s Mental Accounting

Sejeong Yun

Lecturer, Eastasia International College, Yonsei University Mirae Campus

Most prior gift card research based on the mental accounting theory investigated the difference in
consumer preference towards product types when different payment methods were used. However, little
attention has focused on the influence of the gift card presentation format on consumers’ mental
accounting. The purpose of this research is to test the difference in (1) the number of mental accounts
that people allocate their budgets and (2) the preference towards product types when the gift card is
presented in aggregate form or in segregated form. First, this research hypothesized that the number of
mental accounts that people allocate their budgets will be higher in the segregated condition than in the
aggregate condition because they perceive physically partitioned gift cards as segregated assets. The
findings of this research consistently demonstrated that the budget was allocated into higher number of
mental accounts when the gift card was presented in segregated form than in aggregate form (Studies
1-3). Furthermore, this research showed the preference towards hedonic products was lower in segregated
(vs. aggregate) gift card condition because the budgets are not easily transferable across different mental
accounts (Studies 2-3). The influence of the presentation format on mental accounting was only observed
in gift card conditions, but not in cash conditions (Study 3). This research contributes to the literature by
demonstrating that people use different mental accounting rules for an aggregate gift card versus
segregated gift cards even when the total amount of financial reward is constant. Moreover, this research

expands the understanding on preferred product types when gift cards are used as a payment method.

Key words : Gift card, Payment method, Mental acconnting theory, Memtal account, Hedonic product, Utilitarian

product
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