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Eolz] 4o Ut} ol wet B4 AFE 2 U2 HA=E AFF ] wet 2 He

e 9 MEBds=o] 2453 A $998 4 FAHA Ao MiBds=g Holso]l HNF

#3l7] e eiA Ak o]F FE3] sl BA=d) dis) FHH a7E olEge A

HASEL Ot AR AE ALgste] ot

IMES FAE] Y3 Mo Fra YA gy, AA RS HAE Z#Eo)

gk AHIAEY] YA ARSI AE o RG] BAEE T E Bas Y
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o}

AR A3 48%48T)7F ASBAETE lE o)A AHIAER dtolg wiE Al
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& Mt 71E BdEania #AE OE A
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sH=A2IBIA]: AH(A} - LT

A58 & 9AD
(Kelley et al., 1978; Levinger, 1965; Rusbult,
1980), Witz wj=Zel digte] EA= V1€
BAES} v 9] =95 Fola, v
Q1 ikl Al FE FA FoEHN BA
2 9438S 7271 tHDrigotas et al,, 1992;
Femlee et al.,1990; Jemmott, Ashby, & Lindenfeld,
1989; Miller, 1997; Rusbult & Buunk, 1993;
Simpson, 1987). Shama¥} Patterson(2000)0l] wWE
W o Fel o] A AE BA B
£9 F4mol BAH g VA7)
o 71 #AY HERT} Eoow B et
ZRR7E olgd ThsAde] w55 WY &
St Anderson¥} Narus(1990)2] Aol A=
o ARG o e Ao e &
Hidkel =AE A4, WA BAE A
E717F GropA|7] mEel g tigte)
Ae A wAE FASEH SlolM F
FdFe TS HHH S viEAd il
A B AELS LHAEY V)€ BiEd
3t A E(loyalty) S 7+AA| 7] I(Keaveney, 1995;
Oliver, 1999) 7|& BAIE frAlsh= &717F &
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4 Eake AuAEe] 54 4% %
IR Aot Fefgete nA=A A5H
ATsh A 9 Uehde FIP0 o)
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Aee WEes =k SAd el Hrist
== st EY f 219 s
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9 WHEE AsHI=]] F7kEEe] 54
2 545 Hrreaid. EYE 24 o)
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2008,;Trope & Liberman 2010). 2, —ull/g-3to]
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2]7] mzel WHHA B

e FYES & S 7|E BA=-LHR

o —

= S0 OlAlE anp: MEYHMM Gldel DS Bl 2ERNIE S4l0%

A 2 A3 AF(Drigotas et al, 1992;
Femlee et al, 1990; Jemmott et al., 1989;
Miller, 1997; Rusbult et al, 1993; Simpson,

1987)SF FUA AEHPES] RHH Es)
2 o]Z 7540 =tk weld MFEA=E
o Fujdgoln BA= Z#Elo] Al of
3 e nx=x g2 Dot 9ok

_FL

ofl bl 2t

—

P

m7lo} Bas M
BN AAES O vEHe
OotEd] =25 0] QtkRitter et al, 2010). ©]
o weh aNAES dUd AF B nas
FolA Aol ol Yoz
EHAES £ ) o4
pa2 @ 2 g
2 A5E A EHOJ—%
CHBttman, Capon, & Lutz, 1975; Simonson &
Tversky, 1992; Zhang & Markman, 2001). H ol
L PUEECE P ETEEE
AEL FoAT 28 FBA BE] o
Al o] Fo] 2 tHFischer & Hawkins,
lo] F8sitkal 7=

&S 54 G
Fel7] mEe] anlde] A FRA B
ol oJsly AgEcks Zelth Iy F@
Z9l geol AEt 34 eEolw oy
29l o] ohie} ekl AAEE ol
Fol At FAlo] Hey sulAEe] W)
7 olReld 4 glow, Fwael Be

2
O di’ke] Hrhg s, s ofF & 9l
CHEvangelidis & Levav, 2013; Hsee, Loewenstein,
Blount, 1999; Lamberton & Diehl,
2013; Mogliner, Shiv & Iyengar, 2013).
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St=ale[etelX]: AR - 1
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Ul 455 dsh= AN FAE7]
T = Higte] AN EHE Wt
of uwz} GEHS FASHHATHPayne et al,
1992). Bettman¥} 19| FEE5(1998)& AH|A}
So] g4 AT HETE A= Aol oY
2 ASkE Yuxle) S v st oA
a7 wet & JFEs oldste] Hss
T3, ARAEY] Hdoe ;um ﬂa]g
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PEALAE BAIE o3
ol wet dsEHe digte] €
A= Az dro] BT 4 UthCarmon &
Simonson 1998; Coupey, Irwin & Payner1998;
Fischer et al 1993; Fischer et al. 1999; Tversky,
et al 1988; Shiv et al., 2000).
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A A FoAZ FAleg. WHEFA) A2 Ak
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A4 wohe £40 AEAE Fo F )
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2007).
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7Ha 2 Tl AR
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u8 mR

E 2A38L Amazon Mechanical TurkS E3f
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g 243 5 PHEQ 204w
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& Y FAS AAEIATE FAHOE, 471A]
g2 AF FteEladeg AlA, °]olE, <HF,
e 47 3N AAste 7Pg Fokste Yl
AQle Aestes 8438t

3 F HREAA =EE g as

I dE AdEeE AAEth FAHe =,
TuiE e WS EHRY F Dl(BAE
=]

DA s AAEAL,

OIS BRI E I MBHUE MY
00%
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80%
56.70%
0%
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70.60%
20% 43.30%
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g2 2 2% 8
J8 1. g¥eRis

100%
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38l AUE s ANE, FABRA=
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Ate AL gARF HsHAEE AR EIL
TR 7S =1 4%y AU E AN
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HPS] AFS Frjdntd S Aotk (=
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Z2{=(Brand flirting)0| Ma8

E 1. Model 452 Stt aldo|o|x] 243t Fxo| nyient HE 2

95% 2 ZF3h
A= coeff se t, Z
LLCI ULCI
AdE BEH7} — AAolnz] EA43) 1.8917 3423 5.5260 9112 2.5764
dAatE Ry - AzBdc Ad 1.5251 7691 1.9831 0178 3.0324
Aoz AT - AZBAE M 8841 2916 3.0321 3126 1.4556
95% =77
A= Effect se Z
LLCI ULCI
AFE TSI - Az BAHE Me G gy}
1.5251 7691 1.9831 0178 3.0324
(Direct effect of X on Y)
2= Effect BootSE BootLLCI BootULCI
oA dH TEErt - AzEds A9 ey
© e 16725 3.6861 6622 47084
(Indirect effect of X on Y)
3% 2. Model 48 6t Alato[o|x| EMste| oiEnt 2
Adol WX BHE B} W3] 157 olg-s Bt

=
Aa) 2A2Y 3 ARH
A7, AABHNE ZHE
4528 ayrt %ﬂaﬂwwm 22 ()=
11.052, B=-1.468, SE=441. p < 01).
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The Effect of Brand flirting on Preferred brand Choice:
Focusing on Moderating effect of
the Anticipated Satisfaction Evaluation

Jae-Hwi Kim Seon-Min Kim

Chung-Ang University, Department of Psychology

This research focused on the effect of positive interaction with other brands on the preferred brand,
despite having a preferred brand. Unlike in previous studies that have focused only on the positive effect
of preferred brand, the current research has the purpose to study (1) find out that brand flirting can
negative effect existing relationships in the purchasing situation and (2) a strateagy to prevent its negative
effect. In the purchase situation, when the anticipated satisfaction was evaluated befor the alternative
choice after positive interaction with other brands, mental imagery was activated and the weight was
placed on the attribute that is easy to form the image, and it was predicted that the brand switching
could be reduced. In Study 1, when the anticipated satisfaction evaluation was performed, the choice of
the preferred brand was high regardless of the flirting condition. But, whe the anticipated satisfaction
evaluation was not performed, the choice of the preferred brand was decreased compared to the not
flirting condition. In Study 2, in order to complement the limitations of Study 1 and to more cleatly
verify the mediating effect of mental imagery activation, an experiment was conducted by adding a
cognitive load condition in a flirting situation. As a result of the study, it was confirmed that the choice
of preferred brand decreased when cognitive load occurred when the anticipated satisfaction evaluation was
petformed. On the other hand, if the anticipated satisfaction evaluation was not performed, the preferred
brand choice was low regardless of the cognitive load condition. The results of this research are
meaningful in that a brand switching occurs when brand flirting in the purchasing situation, and a

strategic plan to prevent brand switching is proposed by activated mental imagery through the anticipated

satisfaction evaluation.

Key words : brand flirting, anticipated satisfaction, mental imagery, preferred brand choice
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