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SHAE FF =2 HAE Al ek
u, ofHa Hghsid, 2 ol 7H4 w7t 8
744 Hlart ofE& AF/AHI 2 T gl
FolAl €t o7t T FFelA &H|A=
qAEA 9 AHES & & Alo] gl =
7Ne 7897 Bt g 50, glely o)
7} 3 53 22 AFS 7w 2HAES
Adgs & & Alo] glgAY 2x8 Hes
& A Aol EQHITAL =A1t oo B|liH]
(Airbnb) Sauh ) FdE] AulzxE AP
B Holle & & fleols 77t WA o]
FOoX|= 74 A H] X(experiential service) = ©]
gk ool &3t} Mz 72 FEe TE
X3 744 HAE o|{u 58, &, FHIA
H| 29} Zro] AFEAo] QFEE= AL H| A
(credence serv1ce)/] TFuj= vz ER| T A e
Aol gl w7l= AS ARAES £
TuiE oAU HlETh

Aol w2 A% Y At b
EA dAS T F J= A3o|thMcMullen &
Shepherd, 2006; Milliken, 1987). E3HA-& A
FAH 2 AA Y EXES AR8e a7et
 7FA st oE& A/ ARyl 7]
A = Qlar, &R AF/ AR 2o gk
AR gAY FHNAE ARE s
oJHi, FHE Sol= olsfisr] of#-¢H 7t
A HAE o AFARIL)I ddE F5
Qo anjate] dufzio] g PR R
R2E At 9 AFe] A5 Bl

5

g AR FFo] AFOE FHold 7E
S qlth Bod, MR ARE AuA
EGAA Aoz AZAHTKTellis & Gaeth,

Sl e Ad o

do] U ok kA, 19t 2

= 4 4(perceived risk) @]
=0 ) Aoty AR} w)E AZ4H
e AR AYARH L0 O S,

sA AYERIAE Asjel AT 32,
AR A & EHITHWirez & Lovelock,
2016). AZ4E AP FujeAboll BAH F3
< U]’ﬂﬂ'(e.g., Wirtz & Lovelock, 2016). A|Z=

_1

12

. J 1 W 74 M & 5 YAT
ABAE E9ES “ZIthKim & Krishnan,

2015). Bang et al(2013)& &AM oA AF
T Al T8 89e 7HE Eelo] oflzt A
7t jgolgta Lot} BEAA0l & F
o el A AnzE deddAl B td
te =, Tl s Aol BAE ¢
te FEAE 27

2 ATe %
o A of%
A ARA %
U mRA] dEE
A EEEkeh 1

AFAE o] G BEA A4 Aok 4

ok

Bglel, ol Aeld HEe F & Aol
rks AZe BHEANATE Fulelae] F
47 4R 2 4 AL A

2R 2le A" 99,
2 Azl gt webd A A
22 o ol WAZ £ 9l Utk &
AT oled A& vHAR &l dE g
s ol&skt. &, &HAE A3 s
= A 3% FE7b =334 AAEA Al
e = ZolgtaL st AEE

d
i
£l
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A7} g & 9le W, & A7) AR
o] & Wl O yHoE F7] RAE e
(Zuckerman et al., 1978). A8 YF EA7

(sense of control)S E9FTHAverill 1973; Inesi
et al., 2011; Lefcourt, 1973). AMxlo] A S &
A F v Ue 2Hrke AY o)A
o] 7Rl AMdee dis) § & Ae Ee
CHChaxel, 2016). SAZ Ao ool
ThChaxel, 2016). A3 Aol o5t FAI7H
A7 BEAAFS TAAZI ey, Lefcourt,
1973, Jiang et al., 2021). A8 AAZHE 2|
Zke] A E o) &K (willingness-to-pay, Thomas and
Menon, 2007)% A& T W(amount of spending,
Ulkiimen et al, 2008)°] F&S wmxlch A
g 2z T 24 Ade
(Greenleaf & Lehmann, 1995), A el3} #AHEH 2
ol gk Zo|m(Mitchell 1999), 77
=Q1ThBhargave et al., 2016).

B0l & Tl ARelA
o AdyHo=m o]fojA=
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rlr

of
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e
N
[
ich
=

de WS mEO| ApNZ Y RofOIA OlXIE B

2o AFANzY AW AForE ol
FEEALF olgHlon, Avele S
o] 28] Aol WYY

5]
=

g 9 BALE &H P HE5
ARl A7 4F APHA O eg, ©IAAR],
2017; Botti & Mcgil, 2010; Chang, 2007), °}&l
Hu)g otk gk E3AAo] E& Fuf
B tFe R st A9 g5 aRE o
T A7, Ad 35 AR L7 7t
2E WA ATE oA it

Mol 2 Ao oulv} ik

olgd W % M ==

AL Aoste dee A9 - A= 5
#Hy #Add :rL/‘é7H%§(intrapersonal construct) ©]
THTaylor, 1989). Markus®} Schwartz(2010)l £] 8}
HoAY e A, AR, FHO EEo|H:
e 5YA Aols s, LS A
A AA S E F Us o
2] (agent) &2 HolA| FThMarkus & Schwartz,
2010). AJES A77F A 5 )& o,
5 A7) AAde] e w o WHeRE F7]
HoE vk=t} (Zuckerman et al., 1978).

Langer(1975)< 53] AAQle dige
& Aol 188 BdEE i vk

il

EEUNNC

95

2

A Adsty, v APt dgez A
o0 HE T B 2 A dug F
7M1 e BAS Tl vgr Berh
A Ax AH AES Aol dgo g wke
AHHET f 22 FH9S 278 EH v
29, FA AT 3 A% 9 =4 4y
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StRA2ISHS|K]; 2HIKE - BT

EPSTH10™ vs. 59). Langer= ©JA
S llusion of control)” ©]Etal A
g A2 AS Mo EN FALS 2
Al S THAverill 1973; Inesi et al., 2011; Langer,
1976; Lefcourt, 1973; Zuckerman et al, 1978). &
AZFE of® A} Adlel B53 Welo] 9]
g AZsH= WS(Lachman, 1986; Lachman &
Weaver, 1998; Ross, 1999; Rotter, 1966)01111, -
W AgS Ao date dE, 52 dshA
ge d=z wsAE ¢ e ‘ﬂ%(Averill,
1973) 0.2 Aojdtt oj# JgollA FAtE
Zkn7; e AL Rte] ZFERAY §o
(Rucker et al., 2012). A F
YYo= ZP:LOH 3 ~EF
E]'(Lefcourt 1973). FAEE

o o BUEEE AR
Galinsky, 2008). Chaxel (2016
A 2Ahe TAS ;,lﬁh_i ‘?—_‘E Ztﬂ]
A A gelx e Ael A
2 AAS Bty WA A T, 5
Alzrol A ololdtke Ag HelFT
9t}

A9k B Bksied ) 45 0
SAE MmH HTo] A% A7} o)FolA)
U3 = S R R Chang(2007)9‘ Au) 2 AT
Al A 2B FAS AnApE dad 5
U= AAsHE &AL FA|7ho] FobA|
3 SRR FolteE AS B Bowit
Mcgil(2010)2 A1l A (self-made  decision)<
W& AJES A sk QoA Folxl A
Btk § vES 274 oo 23ty B4
2 AW A Hadel £ AE Toe ny
27} Uehdtis A7E Q8EIckel 4w
2017, o)A AlE) 8 EAFE 2] W%l

° FE
_>,i
ji
riot
ot
=

A7 A7 A5 AGHRo, obF o

ANZE ofE Ag AL 5 Ak FBA
Ao CHLocander & Hermann, 1979) 7\]‘}“_]7 }o]

< A
H, ALl 7ol v 7H°J% ZV‘J«] Ao
3 EZAHS =70 (Chuang et al. 2013;
Tormala, Rucker, and Seger 2008). A& AFAIZF
ZHAE o AF ot
oA ALle] Ao tiaf zte= FazRl &
A 3o g og AHoE ThRucker et al.
2014).

Bearden et al.(2001) AxH|AF
HAEg NEst 714 SHoR Xﬂ’\] o}i’ A
th nILF AR = X} 4N
S ‘ﬁh 2)#?4 A %“* x}ﬂ

(choice confidence)=

=

RREE S

o) 240 fﬂ H 4
NS Aok A AF mw’ ‘
:rLuH }\-]EHQ‘ =z =

R M e 3 A,
W A BHlol WEsAYA R
uR g, 9A8E A% AAEd Az
() 47T WF BRLGE FAS S

r®
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Aol FAsHA =),
ARz 2nAe] HE, dF, Aed 4
= ol 83 W ZA83n
(Simintiras et al., 2014; Tormala 2016; Tormala &
Petty, 2015, 2018). & €0, A8 A2
282 A B 9] EK(willingness-to-pay, Thomas
and Menon, 2007)3% A& T H(amount of
spending, Ulkiimen et al., 2008)° @&-& v
o =AY Azt ) 2R AdS 7
4 Al 7] A(Greenleaf & Lehmann, 1995), 41813}
ddd Aol dFd AH S EolWMitchell,
1999), 71l 7F5A-& U THBhargave et al,
2016).
Olsen et al.(2003)2 AH|[AFEC] 2118 AH)
sk sl gk Alzte] FEshm, wheta

=]
T
sAEE AlA AAztel FHEe dde

— O=e=

oJalshe Ae Fasitia e 15 o
e, Azl gl avla: EA v

FEeA AZE RIS © AEFHTHOlsen et
al, 2003). Hattula et al(2023)& 223 HX
778 A AR HA2IdeR AF
oMAIE K REAA HH zRle] e T
AZE 2 98-S @ udstd, 7 2
& W 7FsAol ¥ ot w3tk
XH‘_]Z:]F o M3 %Q’ /\Euél(preference uncertainty)

< 2N Jiang et al, 2021). AT B34
[e)

by

¢

o
e o] gk F ojd tiekE AdEsh=A
EE ol ARTMA AEskeA #dild 5
2 ] ZRYSICKFischer et al., 2000; Kahn and
Meyer, 1991). ZHAI7ho] &2 7Rl A4S
9o 2SS A, AEe

o o wge =73, o2 Qs i
o AelA QhaR Aot 3 A
& 7HsA4d 0] SKChuang et al, 2013). Jiang et
al 2021l oJ8hH, AmAk= ARl wjE o]

mx
Jm
0%
ofn
P
2
o
>
>
oy
s
-4
=2
To
>
2
o
>
rir

b

=7 Alge] &I AT B
gol &

0|50 Ag A
SOl a1, B/ 7]
FAAHA e 3 Eag

HiX] & TReFRE WHS S
o] olgHtaL AZetA shH AHA}
S 7™, o] AAIZEe HEF QIR
2 g3l Az B A ¥
|DH(Jiang et al, 2021).

A
Ao FRe B S G AEe
=

v
O

e EE
B a7E A9 a7 gE2d = e o
Ao A Y Ao oAl A
7o)k

ol
PN
Y
o
N
(2
o
o
2
14
ot
x
X0

o2 FAE 4 AhHisrich, Dornoff, & Kernan,
1972; Locander & Hermann, 1979; Taylor, 1974).
B Qre sidon 48 A Az
¢ e,

e Aol elae, A
A a9 Bebaon} weAH AZte £
(Averill 1973; Inesi et al, 2011; Langer, 1976;
Lefcourt, 1973; Zuckerman et al., 1978). A2l9]
AL 7 v de A8Ae o A4
& HRATKChaxel, 2016). A8 A7 44
Z2] A)E-2] ZKwillingness-to-pay)ll & &F
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=2
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Okt
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0%
1
rx
i
0%
ofn
P

bal
o
Rl

Mg Fojelatol OiXl= S

2349 FHAk HA Eﬂﬁﬂi IFANAE 9 o] & Tl A=l digk FAAA HAPL
GARdol SEAS Fhe 77 AAEH,  AAEHUAG AXNE AUEes o 2o
I e HolAo] 1~100AF0]e] WHET} F/ﬂté HAste 2 £ Hd 9Rle Fuiste
08 AANEEE YARIEHI] ol ZHAlAl 9 J& AAFoltt. Mol =
T S o] T Y Alde ot AN B9 FF o kA 2= Bhol| wef
HA ol Hlwd & AE A4S @ YRy gt Bt eRlEe] zldEo
2 30, $4 97k 2 74 vt ole itk BER ek 4 sHE M
FOITHOlsen, 2003). A ZBF oIE 47l B Aol A tEA du= 7H 7
A gRle Trjsle 2EolE WES Aol awm ANAYTE Fo) B A 2n4
= Ag IABRE A7) B34 < 7HA0ly B 5o FH HRE THA
H 1. SEX A7EA EH
Ay A 2
T
v 4 3 4
20th 48 (24.0) 52 (26.0) 37 (24.3) 39 (25.7)
Qe 30TH 52 (26.0) 48 (24.0) 39 (25.7) 37 (24.3)
400H 48 (24.0) 52 (26.0) 37 (24.3) 39 (25.7)
50t 52 (26.0) 48 (24.0) 39 (25.7) 37 (24.3)
Zols} 24 (12.0) 31 (15.5) 16 (10.5) 28 (18.4)
Pre. o %ﬁxﬂf—ﬂ}% 16 (8.0) 13 (6.5) 9 (5.9) 10 (6.6)
etz 127 (63.5) 143 (71.5) 107 (70.4) 104 (68.4)
e Eol 33 (16.5) 13 (6.5) 20 (13.2) 10 (6.6)
1005+ =Bt 8 (4.0) 11 (5.5) 6 (3.9) 12 (7.9)
100~2005H 7] 7F 12 (6.0) 10 (5.0) 10 (6.6) 9 (5.9)
200~300%H4 7] gt 29 (14.5) 38 (19.0) 23 (15.1) 29 (19.1)
300~4005H H] Tt 39 (19.5) 29 (14.5) 29 (19.1) 24 (15.8)
400~5005H 1 RE 28 (14.0) 23 (11.5) 21 (13.8) 15 (9.9)
25FEE 500~600%Hd w7k 28 (14.0) 17 8.5) 19 (12.5) 14 (9.2)
600~700THA F] Tt 15 (7.5) 18 (9.0) 18 (11.8) 18 (11.8)
700~8005HA M| Tk 10 (5.0) 18 (9.0) 9 (5.9) 14 (9.2)
800~9005HA M| Tk 11 (5.5) 10 (5.0) 4 (2.6) 5 (3.3)
900~1000%+ 1] 7t 6 (3.0) 12 (6.0) 4 (2.6) 2 (13)
1000%H 0] 14 (7.0) 14 (7.0) 9 (5.9) 10 (6.6)
200 200 15278 1529
A
40078 304

F 99 ()2 WP o] E WellMe HiF %S YERd
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st 2| sk8|R]: AHIXE - B2
E 2 #40 Mo U =Y uhy

i\

g B

A AR

Bearden et al.2001)e] AH|A}F 2217

Ao =

SREL:

e F =7 B
FE etk wEe Z G Aol vk, FL& AES T Y 5
of gxle] ke F #3e 7H HAE AxE JFAsta 1 Hde
M2 ALE-3) 9 ThPearson r=0.79, p<0.001).
AP ATe.g., Song & Im, 2017; Yi, 1993)5 FF3te] o] 7HAIOA 2]
& T At lerkE 7d ETE AERE SASIN

AFA A3

, 20195 Qlgste] ol sy,
23S 74 gAE

T2 AH8-3FA BHPearson r=0.89, p<0.001).

Lo
o
oY
tio
E

AF i ESAG Az

A AT er al, 202008 Fzste] Edfo] gLt 9fele e
AFA wls) HBgsicy, o4l 714 vzt ofgok, ele FE o
vl 7hAo] A A wdaly] ofgoke] A £3E& 7H HAE HER
2390, 1 HiS HFE AHE3FH THCronbach’s alpha=0.84).

a SAH
b: /\IB‘J x],:L /HP%,] 7(4%_:_] _|

T oNEAE dE A9} Aok med A7 2%

AR E 714 2 BAsd g AgS o) Sploll o gk %Q’é*é Azt Are 74
A gt 2" U hAbEeAl YAFEA AR F 510 $D.=110°%E UYERT A=
ALZE, ) oAl ol AR, AlF EEY FHEAS v 1‘?——1 Az FolstA E=dd
A Az Foll tigk E&el gH3l=E Atk (mean=5.10 vs. scale midpoint=4.0, £399)=20.06,
B2 2folle AEn dA"HS W9 @3 p<0.001).

AY B 2ol o|AAR A T4

o] &H ATt FAF VI AFEA EAL & & 5] A JPHHNES AF3] Y8
13 2o =200": HHAH=39.844], &4  FEAHEHANCOVA)S AHAIEATE BARS
=200%: BAH=3934A). IS Y 2 ol HEA 2 4A50] TIEHAT2 74
I vl Aol At M EATHA T 1] A Al olelo miolal ok
F= B S o= U §_ —%—‘L—L.Z
}_Zﬂ: 200”§ H]}“_Qiﬁzzoorﬂ) 2) - H ] o] E‘]’]—» S [¢] é-o T
’ Zo] o]gEgloH, WAEL MY v HlAE
24 PR EREHGNOERE Uy AR
o o g 24 A Aol A AQEHAL A5 HYx, o)A}
BAo Algd W olg & 29} e W &5, dulaSs 23R 4 THHERS VRS
WMo s =Ag ) 2 ZAHFJHEFEE WA &£58 71ES
2 3L &5 7EH £58 VIEoE SHT

=& 3ith
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A0|R} / 22HY0| 52 O SN MY d= AS 0| A A FOYIAL OjX|= et
As), & 33 o] AF SRAS AP MU o2 FRARMANCOVAS AAIYH. B
a5 AR Aol AF gEAl + A Aok MY HF 2% IF FuiAp)
£Ho8 Fojd 159 AT wgter], o w3} FAYeRE felsAE ¥k

SAF S22 Al(marginally  significant) U

E]—(Mchoice=3~94 VS. Mnouome _7771 El 399) 255,

E]J)d\-q-(Mchoice: 378 VS. Mnofchoice: 55 1, E 1 ,399) = P 0.11 1)
3.263, p=0.071). I S, AAREA ARl Fref At
Hel 5 zAo] wololde] ARHeR  mAL IFL A Sla wAH
A3ke m A= A2 FAVEE] Yl ge vl (stepwise method) S ©] &3 IAEXE A
H 3. A0IMEA MEH A ORI} QAATY XHAUZO| OX|= FT: SELHEA(ANCOVA)
Source Type III Sum of Squares df Mean Square F Sig.
Intercept 257.16 1 257.16 163.89 0.000
HE4 139.85 1 139.85 89.13 0.000
25 0.41 1 0.41 0.26 0.610
OF Aol 5.12 1 5.12 3.26 0.071
H 4 AAHFOM SJAIZF X0 FOILAM DiX|= Feh HAHE 2]7E 4 (Stepwise Regression
Analysis)
Unstandardized Standardized
Independent variables coefficients coefficients t Sig.
Beta Std. error Beta
Stepl
Constant 2.978 0.167 - 17.879 0.000
SJAFAA ALY 0.336 0.042 0.375 8.062 0.000
Step 2
Constant 2.843 0.169 - 16.822 0.000
AP ALY 0.275 0.045 0.307 6.141 0.000
ARJAHZA 0.156 0.046 0.171 3.421 0.000
Step 3
Constant 2.593 0.210 - 12.369 0.000
IR 2R P S Ry 0.277 0.045 0.309 6.198 0.000
RJAIHEA 0.145 0.046 0.159 3.168 0.002
A5 0.036 0.018 0.092 2.002 0.046

Step 1: Model fit F=64.998, R’=0.140, Step 2: Model fit F=39.224, R’=0.165, Step 3: Model fit F=27.683,

R’=0.173
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AY OR824 g

A% 2= ZEEANFTL AF 2oz 5
of o]FojHich A3 13} AF 2= AAE F
i Ee] d3es 7‘]535121‘4 A Al
nEH FEFAYES HuE =22 AE A
2 878 AE OHE]'B]’T/]'(eg Calcagnini
& Salrari, 2000). A AH | YWl E3}6}7]
sl rRRHAR vHAR 2ARAE Bl &
2hel Aol AAEAT

Ago 552 ¥ 1% FARIATE BA,

WS 38R AFE Pl
Py @ 7,

o] olgHUT MY AF 24 ¥ FE
EANE Tl 4% Adelest ANET
ANE Adeles ot 2ok Ak FE
EAAE TolE 95 FAAe o 9

e ol
>
otk

olty. FHAE FYE, AFE, Wi #
FE=el %Alﬂoi AT, Al

,] /\}@ﬁ ;(}/\ 7L

E
ol o, FEAE ABH, FEEANE 2
H94 A9 A5, AUETAS 4E £

ole
ol
ok
2
O

FE 2Hdle AR AR wE I

BEZabdyod. oot 30th, 4oth, soth)ol
o] &AL FUEAe QIFEA B E 1
I Zohd 1529 BFA®=39.86A, oJAl152

g HEdH=39.204]). FHAELS AP s
e s, 54 2F0] AFsHAl ml A= AT
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o] AHgE W 4 WHS & 59 40, 4199)=22.64, p<0.001). &, F7IA} =
2o TFAEES vE AFel ws| Bl
wo 4EOE AT AT
A7 A3 gom MY A xato] NAY A
FEEAIEA U BHAY A7 ARE ol WAL ApHen AFS 98] FRRA
74 AZ F 5.188D.=1.0HE 9RIET 7 (ANCOVAE HAFIT. BAHSFZE F§
O o=th As S Hlu 24 Ay AFE AR, 45 A8F TG =3EU
B 5 W4ol Mo U 5% wy
e 24
A& 13 720 ¥ulyH o = B3lo r.;l._% t&/“ A
N 99 13 ge PHoR FANYN, F 2P BT WFE A
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ool Al A% 15 22 ol olgHitke] AN FEEALES 7ol
& At A=Th).
A8 13 22 o] ol §HY FEFAEES Asst, w85
FERE AFE el ol & dtke] F £ Wde WIE ARSIt
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Chu et al 2014y A-&3te] ‘100%HEE 50% FER A, oFFAE R
HLS. 3z o] ol 9] CE B Jul=
P gEo] 50%% FHo] AUtk o] H@o] YutH dwtE FaL 7T
AL STk B3 PUSMAS Hg AEE olgsld 47 )
A SHES AT TAE AskA B AS 09¢ AAIES ST
AY 13 2L PRl o] &HUY. FEFAES e AF vld
Y e R I e
o] M £ HES HEE ARSI THCronbach’s alpha=0.89)
a: AR
b AR AT A4 A4 B W
H 6 = 8FALEUM ME =X 7b QAMEE RHAZO| DiX|= A SE4HEM(ANCOVA)
Source Type III Sum of Squares df Mean Square F Sig.
Intercept 101.732 1 101.732 88.294 0.000
&4 106.090 1 106.090 92.077 0.000
a5 2.736 1 2.736 2.375 0.125
AdFTE 0.643 0.643 0.558 0.456
1% Aol 12.863 12.863 11.164 0.001
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e 5 22po] JAEA ALS o8t
A S7H71e Aoz Yehsth

I G, Ad s Aol oAb A
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, A F 24 AR AEAATY
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S "X A Kindirect effect=0.160, 95%
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13 IR R AR ALIS AR BT
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A A, & g3 o] A9 dF 27 OF
o] A IFHEY oA ¥ =& AEA
ANZE 2t 202 VB M =3.96 vs.
Moo =332, K1,199)=17.346, p<0.001). EA
OFH AE vAY 59 ARge w3
FFo2 IRAFATH332 vs. 3.38). Mg =2}
9 AF T3 #Ho| gl A 15FHY
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ot o N

H 7. M s REO| AMAS O7HE FOjoIALY| O|X|= FE 24: Hayes Process Model 4 Analysis
Confidence Purchase Intention
coeff se ¢ p coeff se t p
Constant 2.0643 0.2577 8.0097 0.0000 1.2538 0.3187 3.9345 0.001
Choice 0.5080 0.1520 3.3412 0.0010 0.0911 0.1677 0.5433 0.5875
Expertise 0.5252 0.0547 9.5957 0.0000 0.1507 0.0712 2.1152 0.0357
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Risk-taking tendency 0.0000 0.0000 -0.7471 0.4559 0.0000 0.0000 0.4632 0.6437
Confidence 0.3240 0.0768 4.2179 0.0000
Direct Effect of Confidence on Purchase Intention
Effect se t P LLCI ULCI
0.0911 0.1677 0.5433 0.5875 -0.2396 0.4218
Indirect Effect of Confidence on Purchase Intention
Effect BootSE BootLLCI BootULCI
0.1646 0.0876 0.0332 0.3744
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How Preceding Choice Behavior Manipulation
Affects Confidence and Intent to Buy in

High Uncertainty Purchase Situations
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Consumers are often faced with purchasing situations for products/services that require expertise, are
complicated or complex, and are difficult to evaluate and compare prices. Incomplete or unbalanced
information of consumers leads to perception of uncertainty. In high uncertainty purchase situations,
consumers feel unsure about making a good choice and thus hesitate or postpone the purchase. This
paper started from the question of how to make consumers feel more confident in their choice so that
they do not hesitate to purchase. The study expected that an instantaneous activation of confidence,
independent of the level of consumer’s expertise in the product/service, would increase purchase intention.
The paper tested the hypothesis that a pre-purchase manipulation of choice behavior would activate
decision confidence and that activated confidence would influence purchase intention. Two experiments
were conducted using purchase scenarios of products/services with high uncertainty (wine and financial
investment products). For the choice behavior manipulation, a pre-purchase sweepstakes was used. In each
scenario, the study distinguished between a group that actively chose the sweepstakes entry and a group
that was passively given the entry and compared their confidence. The results showed that manipulating
preceding choice behavior affects decision confidence and that confidence affects purchase intention even
after controlling for product/service expertise. The contribution of this study is that it addresses the effect
of choice behavior in a high uncertainty purchase situation and sheds new light on the effect of choice

behavior manipulation on confidence in the context of consumer behavior research.

Key words : Choice, Choice Behavior Manipulation, Confidence, Uncertainty, Perceived Risk, Purchase Intention
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