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Do Korean Generation Z Consumers Exhibit Greater Purchase
Intentions for Eco-Friendly Products Compared to
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This study aimed to empirically examine the perception of consumer value (Sheth et al., 1991)
towards eco-friendly products and the purchase intention of Korean Generation Z consumers, who
are known to be eco-conscious, by comparing it with non-eco-friendly products. This study used a 2
(product: non-eco-friendly (shampoo) vs. eco-friendly (shampoo bar)) x 2 (price: high vs. low)
between-subjects experimental design. A total of 181 participants were recruited from panel data. It
utilized a mock-up scenario, introducing four conditions by varying the product type (shampoo vs.
shampoo bar) and price condition (high vs. low). Of 181 participants, only 27 participants (14.9%)
had actual purchase experience of shampoo bars, while 94 participants (51.9%) were aware of
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shampoo bars but had never purchased them. The results revealed low purchase experience and low
awareness among domestic Generation Z consumers regarding shampoo bars, one of the
representative eco-friendly products. The effect of product type on consumption value perception
showed that an eco-friendly product (shampoo bar) had a significantly more positive impact on social
value than a non-eco-friendly product (shampoo), although there were no significant differences in
functional and emotional value perception. Regarding the price, participants perceived that a
low-priced product was higher in emotional and social value than a high-priced product, although
there was no significant difference in functional value perception. Interesting results were found in
interaction effects between product types and price conditions on all dependent variables including
functional, emotional, and social value perceptions, as well as purchase intention. When the
non-eco-friendly product (shampoo) was cheap, participants perceived a higher functional value than
when it was expensive. Participants perceived greater emotional value when the product was
affordable rather than when expensive, both for non-eco-friendly (shampoo) and eco-friendly
(shampoo bar) products. They perceived higher social value for the non-eco-friendly product
(shampoo) when it was affordable compared to when it was expensive. Finally, the two-way
interaction effect of product type and price condition was also observed in participants’ purchase
intention. Participants exhibited a higher purchase intention for the non-eco-friendly product
(shampoo) when it was more affordable than expensive. When the product was expensive,
participants exhibited a higher emotional value, social value, and purchase intention for the
eco-friendly one (shampoo bar) than for the non-eco-friendly one (shampoo). The findings emphasize
that while price is a key consideration for Generation Z consumers when purchasing products,
eco-friendly products can hold a greater emotional and social value, and lead to higher purchase
intentions, even when they are priced higher than non-eco-friendly products. It highlighted the
significant differences in the perceptions of Generation Z consumers based on the product type.

Keywords: Korean Generation Z Comsumers, Eco-Friendly Products, Price, Consumption Value,
Purchase Intention
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ACHWoodruff, 1997). 2efut A} =07} sFdwiA An|rkee] Adelo] 5 eliel 7%
of oJslo] o]FolAA] eF=th= Ao] A|AE AL, Zdsdel weba= 132191 So] A} M H
o FastA 283 Jrhe Fgo] A7|ESIcHBabin, Darden, & Griffin, 1994:
Holbrook & Hirschman, 1982). SX.53} 3]4H(Holbrook & Hirschman, 1982)-2 4~
HIAP} ol 2Ro] ks e Fddke dee Sl A 7S S 5 e o]
213k 7= ARk A 91ajel] wet debd = dokal silth b AH7KIE BEA
Q1 SHo] 7zl 84 79 S Sl G| Bl S Estek A 71| 9] olA)
o= 73814 (Babin et al., 1994; Holbrook & Hirschman, 1982) 17} 1=t
o] WU} ZHE Aol AnES olsfsol & dado] AAERA=H(Holbrook,
2006: Sheth et al., 1991, Sweeney & Soutar, 2001), A2~ €|(Sheth et al., 1991)&
ZHAFES] AH] 8 TR0 R Al (8] o Al FF, BAl=R UPEaL ofol] MR
ol tfsf HAjek Au}E AH|7ER]o1E (theory of consumption values) &2 Ae]alic.
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cevlhe) Aol Qb i M 7P5 AR ASIA A 571 7He] B Al
A2 A 1

2 AN, 7o) 23lo] SRHoln AR A

31K (Sheth et al., 1991). EFSweeney & Soutar, 2001)= A2~ €](Sheth
et al., 1991)¢] 15 7ptow I7H] HEE /el o FHEH 0= 714e o
sk 7154 7R, - digk 7 A- AR AR T AeR FEsIsith SRS

¥
°
=
&

Fﬂ~
L
X
i,
h%

(Holbrook, 2006)& Znjzke] Me] 1< 554/uke, A7) 2|3l /ehelAIa, 2=/
AHow TR 2B A0S AR olekd 2 A1) ) AR FRE

(Holbrook, 2006).

o e T ]fﬂd AR A7 ARo|A] =ef= Rl AAE 2B
oM FARIAY FEE Jde] sl9] aQle] des ALK YEEd, 2014, Sanchez,

Callarisa, Rodriguez, & Moliner, 2006). 2HI7H] 78 F AlEe] F43 7149 deld
Zdo] 7zl 71s A &8 A 7HA/FA tigk 71 A 7R AR O B 5 Qlrk 53
7TeA TRl el EuA S 2% Adem TR 2Rl 8loltk(Holbrook,
2006: Sheth et al., 1991: Sweeney & Soutar, 2001), 734 71x]e} by 7IA% 48
£ Eoll AA W 1] 28 A" TR frARRE JidolH, A5t ALl AAS o]
sl AE)A 7Ex] AA] FUEHA AXE Zidelth(Holbrook, 20065 Sheth et al., 1991). ™|
°o]& £J(Mason, Oduro, Umar, & Zamparo, 2023)% 1991135 202213714 AB]7kx]<}
el 8239] =S vl o R AH7 ] 6}%9;11 7]%” AR, 23H, 3714, 8 Tt
A3 2R)2; B, o), RO
BE 2L RSOl frofn]gh AaE Hol 28|71

el
52 7P B FoRUSES A4 61 A s i, S A A

v

rm
_1

ol
30
:u
M
ith)
i)
o
ox
2
>
toty
)
N
*
~
S

ﬂ!

b 2R7ER7E gk 4 et wlol @](Mason et al., 2023)F ARE -GS UWHAl
B/, ARV PR, TR 0R TSl 2ARAE dolusi AT
23} el A7) Qo] At ) ke Aol A Hlsh A3

3ol o =7 Viehich, o= 2nA 187 ARES PrigomA Afslsh Aol w
& Frh Qo] ABIY 7Hst 194 7RIS okt w6g Fan, ARl BRF 2)E 3
AR 7P ol FHH S mickn Y 5 9k o] el

ARES] B0 449 7155 710} 2RI A Aol A e 910 ANl A8 7

=
r'O
1>
o,
ox
o!

iy

v
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94 S FH 02 IR}

o

17 A T3t 20171 Q141E: Uolr At B3Ik

(1) 71’68 7KX(Functional Value)

71sH TRk Al 7HE A B4, A, 7T S R 7IX9L 71 o] Adse W

5 A g} HE 7IAE on3tSweeney & Soutar, 2001). 53], MZAItle] 8H3

Aol tigh 7154 7H] Q12 wgh deldaE oM, 71 A TIRIAe] o] &

AR kS ATk A As EAIPATH A Askl- g, 20210 A 2Aed,
o

o

ol €] gl 2l ol 4 S, 4 5h 1A AT ] ez 2
Apolwo] e mlAl Ao e} 13 59 0§ u], 7R 753 F4o) o

g W] awe] AP 3

q
O
Hir
S
o
¢
N
O
o
)
MN
2

Hol =iyttt A} 2491(2023)&
MZAtHe} XA amlakse] X1ehd aPdsie] Frls7]er 2RI Loprlzd], 2n7HA
oF dddt A7t Aok, MZAITR: |84 7B = .19), 7154 7B = .18), ARIA 71
(B = .12) cor Feap sfetglar, XAldhs "4 7B = . 14)% F83sH 12jel Al
o QAP Ul Al B e SR ke Slehe 314, AR B
F, A Srel 22 ©lH 7R 7R e gl 716“4 7R MZATTHOIl AR L=

T3 AH7ESH o] etollME 53] MZAIZE 18 skdss s & o), 7154 e
3 Fepdo] 8 FHE Fue] XAget Apdds Rk v, JEde =37
(2021)& 213k A=) 7o) Q= 20~30thE tiro & 318k 3h=Eo] 4n)7Ex] 291

& E5 5 a0 B, A AR, A9 SHE Polase] WA doluglch o
T 75, 2 SEe] AuPb 89l0® s A-Aku] A4 ) Srelsigl, AL
82 7)o} AR 281 A A dRlel] B AR VIR ol S

ofi= Ao Uit 7154 7= 318 Li}‘é"ﬂ% FAAY SFE AL A F@Eel

2]
& BYARE 7154 7k %91131?‘5& ERGS EO] ] R

olA e AEL] 71eH P} AnAFEe] PHje| g ol

rlr

N
P
fo
r'O
o
>
£
oxl
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94, 2021, 7240, 2023)H71% PARE, frefu|st ks vxA] Sethe A7AdH (R
Z37, 2021; 3ETH9T, 2022) = EAFLE 3, 7154 7RI AnRke] Sl ot
é*ﬂ] kS )= 7))k WgE vlEREA (Mason et al., 2023) oA gRIE97]e] 2]

KM 1-1. =t ZMIcH 2HKISC| 7|5 25 P [R| QIA2 ZIKE MiE2Ct 28 MiZo| chist

o o] 2= Z{oc}.

ocoT1=2

=
iz 2l DM 2GRt Al TR AR Bt Bt o] ?—-loi‘é* an iﬂlx}

e
52 7HH0] :E8E £ H4S 7|Ushs /A4 AXH(Price-Quality Association)©]

2Lg5 K Zeithaml, 1988). 2129} WlZ4(Rao & Bergen, 1992)-2 71ulf A AMS E3)] 4
gjeto] 71sg EAll(search goods) 2t 71l oI5 HEE B3l AlEe] AHE HSE 9
A

= 73332H(exper1ence goods)i TEsle] A Jﬁgﬂi’iﬁ}. 1 Az AEA E@XH SRS
‘o]

O:

‘E
1o,
é
nj
O
).
1
N
o,
?T‘
N
N
_]I
e
E
O

?UH 57} UL’_‘I‘E 7}7ﬂ° 1%5% 42 01 A E%ﬂl L‘rE} 17<]’L(2017)% Eati

o] om(ekg-o]3kE, 2017; Gneezy et al., 2014), ZAIH AHAFE-S 7dH] AH)EE o
2} 712] 2ol o] ool (Hrd, 2023) G 1-22 AAET

AT 1-2. =t ZMH 28 XSS 71SH 2P || IR 7140| 2 MZEC =2 HiZol|

Chslod o S &AL 20|t
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(2) 244 71x](Emotional Value)

A 7= AR ZAE] Wh= AA A Aol 7S e A0RE Anrle] MEks F8 1A
& SIS A &AL ] 7S oJvlal(Sanchez et al., 2006). A AHA] A% oz}
ARBIA E917], ERE B 7919 W, owA] 58 B ESRCH AR, 2022). 1991-E]
2022x71H4] 2|7 x| 9} el 829 9] -5 HEREAEE 9191 (Mason et al., 2023) Aol
A kAol el F1ekgAEel TRk A7k Q1o AL gl WIxl= @] B A
UeREl, ol ARAP} 218 AlES Tigto M) Alsjel Alighgel] Eies ks Q14

ol AkslA 7ix|9} 734 7IA7F A 2R83E Ao S ERIE ket £95.(2022) = 3
27 s el 7494 7} I7F oz o 2 &S nFal tho 2 ARSA 714
7} X187 sPdee] Tl SdE S me SIS ol#gt Avls AnRlE X

=
&g Al R 71541 71 E}w A& anlE F8l QA He A S &2 AL

= Gl 71l oslo] ol oA et A
o] ZZHHA el web= A9 o] Anla) Aele] e A8 = qlrke Ao
72K Babin et al., 1994; Holbrook & Hirschman, 1982). =] ZAlt) AH|zlE0
2188 Aol gk 234 7S At AlREET U E=A] o7IvkaL Bl (e 58S,
2022), ZAI7} A9 AFRTR= 218 Al 24 AR7EA Q1ALS 71 Ao]

A 2-15 AAsislet. @9, 5#141 ZA RS 2 IS sk W AR e As
?l, 2023), 7F4 M) 2582 F-88H o17]ar A AHIE AsPiAE, ARe] 7
7Ex|9}F sh=thA oplglo] FAkehs FHAlS ZHAAL dtHRAlok AL, 2023). ol2iE ZAId
of 7HA thek A 1ake widste], Ak Al F18HE AlES 3 BE AlE] g

=
7HA 14l Bl A=Al 1= A7gsiiet

I 2-1. =l ZMIEH 28 KSe| 4 2P IR| IAR irEErt RizkE FiZoi o

S 20|t

OTEA| 1. 2l ZMICH A8 [KIS2| MiZol| Chist ZHAIA A1 P x| QA2 712l w2t ciEnf?
(3) A= 7Ex(Social Value)

A8l 7R ARES Sl A181AR) Aol ol vlR1s) sglal A8l A9\E Bl

5124 3= 7P1olek Chang, 2018). 53, 11873 ARBe] Tolie 348 E39s w58 7]
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oM HIEE F ARE APe] FEHE AHIE skl Sles B¥shs o] W) gt
(Griskevicius, Tybur, & Van den Bergh, 2010). 53], A1314 714 Q1412 184 4]
= 918t A7) QA omA B ASA dEolM 1 Bt VeRitH A =
37, 2021; A AU, 2015 743 20235 Griskevicius et al., 2010). MZAItH <]
T F8s golarat 202119~20221 Alo] EXH =) Sk 9] wies A A
(2023) ?UH?%EW A QAR 3] WL} ABSA 77} BidE AH]EES ERIE

o] T3S MBI A sl 2k (2015)-2 20t ’\H]Z]'*«l A FH( O“ﬂhﬂ
218 A 2 AEC] =F = (public @ 71 vs. private: 2|2P 7} Gl o) mlx)= Gk
& Gohusitt. A A3} dukAlEe] A9 SERke] B gefelEs wE el wE o
n)gk Zjo)7} Qo H8 ARErelliE mF o] W ARF(RID it eF o] B
ARECPFD A SRk Blmel el ®=rt o A o= LRt gk Al vz (B9
APde AN =94 AAV (ERlel tigh ¥l Ad IAE1A )0l e SHAEYT
Freoll b wzse 318V ARFe] el o] o] =8kt 2ejAmRA e
(Griskevicius et al., 2010)% ABIFE2] A4 E71(BRIe] 1wzt S7he g4 59 <
‘$7F @Ak dsellate duAlERE 138 AlES Adegitiar Bl ARRkEe] AL
=] 2] 9fell thek Q14je] T84S FFIk ARl 71A] Q142 18K AnlE 919k tisEAQ) &
A7) QoA B AT el 1 2k velstem (-2, 2021 A4
AU 2015 AW 2023: Griskevicius et al., 2010), Hlol<= £J(Mason et al.,
2023)°] 199135 8] 2022714 2079} vl 8239] =S nio = 9 viekid] 2
WF AFsE, AR 319 Al gk = ARS] ek AAS el s ke ARSIA

7HE 2 avle] Sagt 2RP7RR|el7el 7 3-15 sl

u{u

1T 3-1. 2l ZMIEH AHKISC| ASIA AH kx| QAL QBIZEC} ISR KEZolA] O

a2l 2ok},

T ZAIdRE A i ) e SRl AR AR 7H e AsA s A aE

Holz 2nhEd 292 AR, 2028), B BES B A8 Ao} A9l A
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& % 7HIRRIE 3hE w) vl woRdths Sk Slok(Atane- ey, 2020). Bt
Ae4(2020) 2 L 7eE 2E3] k= MZAIH(20tH9} 30tH) k1AL 147S thde= A7)
Tal 71ele] ofvjel]l w3t JIERE et 1 Ay SHraS AHd 7Hel 2edt =
& AR S ]Sl Anlell F83E oS Felom A Fgolr] dujajel
A7 S Eeh et skl Hissdt 3 7RI ARElE] A sike U
= AR TR BiRlskar 9t oA # s ZAIthE AlE 1A ddste] i ow
ARS8z ARl tal = 7PdnlE 2] sk, Adiely 5 5 APl ddsis
= oMgle] FAkhE 5A0] AITHA U ¢, 2022). webA 7HAR dHIgH AR]A 7E] Q14
& Ale] Aol wet g2k = g7l o] Aol ofeoR 22 AREAl 25 AdAsiSit

QIR 2. 2l ZMEh AsRiSe] R0l chet ALSIE 46D ] QM 5 il et ciEl?
2 087 o] et #alo] FrobAEA anlAEe] DB AF g et Ak
gl

A1l ¥gk A-E0] vhFsiAl ZBEAT. AHRFES ARt Aol via) 11$Hg Alo] ws:

.
S 23k B4 7K Qo] SAARERORIE, K% 5)o) sl SHHoR Qs
k)

(774, 2016: McCarty & Shrum, 1994), Hrh 7223l F4% Syajof sh= AlEa (21

& AA|, Efelo] F)elAl= Unk Al wla FHo] vk Zlolgks <1%l(Lin & Chang,
2012) BoIr} 5g 3 AR Gt AlE] Bls) 71Ao] vl Zlofels 1A g
AFe] Aehs 7k 7P 2 e asw %ﬂﬂ} A}, 2021). “1eu ZAIRE Yt &
o] Aol vlg-S o] A|ES ﬂﬂa} W87 AES T oAt vk 2ARETH(Ts)

Ui, 2021) 4 7120 Adgle] Wehg AlEell oisk §1Vé% o1xla}ar 34 o]do] ok&H
W 7} Hle-S X EE o] ﬁlﬁ}% A7 A7 (Naz et. al, 2020)% Qlth. 1=Hchd 38

g

e
MRSl 1873 HE) ARE e Bel Qo she Jhie A418) At S EEeRE
TR 2374, 20210 Ve, 2023) 2 A8 4 lar Bgk o]2gh 9tE Sl 21, 9
B A ISRk AR, 2023) 5T 5= glekar o] st olef o] AT

=

Nz ZAS] ARERH A AC] S50] 5] Anilst Fofelee] vAE ] 9
% oAl 3 Al

OITEN 3. MERA(2et vs. TIHE) o MiEZ (3 vs. A)2 =t ZMIE) 28 IKIS2| 26 Pt

x| QMU ISH, s, AR 1t Fofe| ol ojEfet MRS 2t ASI7
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3. o

1) SITAA|
o] A= 2(AIE 8 UNHAIE vs. XI3HE AIE) < 207H4: a7t vs. A7) R iF A9 A
7l (between-subjects experimental design)E $I3t AFARE-S Z2610ch WA, M|
el 2 EE 2023 g ok AR vAE 72 T o8 AR Al whEd 20t A4
MR/~ 3 AMRI(47%) 7 7P BAL L TR0 R AT} (37%), olr%d/ Rk o
#(9%), 2= PAIIE- 1(6%) o= UERITHHXI S o]s, 2023). ol A& wieds)
o] ZAE Vo Al Avlete A8 AXES 229l A 7AF FElz Galsieh(F-5

v
u
g
>
>
Q
jav]
=
oL
=
@D
2
5-?
@D
ay
=
o
=
19
o
-lugl
=
>
o
5
>
=
)
It
(g
EY
=
=2
b
=
>

R 201505 AT 7.6%% 075}0}04 20250l= oF 1317001 g2 s 348
ZoR oEsial rHAYA, 2023). B3 AAAIAS] ARk AHIE dolu ks uf Ao
= HAPe] 20189 F 9] 65.7%5 2SR oM, ofrlol B A5 2019\
2025% 714 At 8.2%% 71 WA A 1S dlSicH (YA, 2023). Uzl B 7
‘o] BRisolM AfR2E A AR oF ARFRHRIEE AR S S48 Hof ARES avhst
=R Aeislrt. 53, dut ARF(EER) 3} 31873 AREGERD 7HAel ot <4 Bl
=5 o] Sl =l tsE FElEe] 2wEade] FojAe] sl e HeEio] 2022 9
4 164 71 Q7] Al 10709] 7HAS AwEgkom. 2F uf 100g9] AR 7IRte] Ak AkE
600ml S AH8sh= 7IREL RISzsl7]ol] 1 71o® 71AS Hlasigitt. 21 3A], 7FE R AR
= ehp BAl= AlRRe® 600ml 83 71S® 7440l 72,0001 7Fd AHEE ARF B
A= PR 600ml 8% 7IE0% 71A0] 132729010, AkFate] -9 7R v B
e EAORE 100g 8+ ] 71H40] 30,000940191aL, 7P Ageh Balles sdow
9,500 10190, olell A3 HA|Eerl= o] 7HAES Alue] 2ol Widsto] Hd 71T} A

1) 2289 Eo|XE & 7S ol 3ol B9l 71 s3it). https://www.oliveyoung.co.kr/store/mai
n/getBestList.do?dispCatNo=900000100100001&f1tDispCatNo =10000010004&pageldx=1&rowsPerPage
=8&t_page=%EB%IE%AD%ED%82%B9&t_click=%ED%8C%90%EB %AT%A4%EB %9E%AD%ED%8
2%B9_%ED%97%A4%EC%96%BA%EC%BC%30%EC%96%B4

HY im0l ZMIo) 28Xk et MERCH Zl2d MZo ofet o oot o =271? 229



7FA2] el olE e 4-88loitk

(1) 4] 71x] 914
ZeH|RFSo] AlRE TS Bal A H= 7 $4(Snoj et al., 2004) 0=, AlEe] 284 7]

Soll iRk 2R A7kl 71e ] T, ARE AR ke 9 A A2 A8 7
Xﬂ%% iﬂlél% Aol ot i—’%l fratel] gjek 27 ?éEOL AB)A 7] A 7 e é}é

oﬂ (2010)0] AHggH -Erc}%% %ﬂé}‘ﬂ . 714 iﬂlﬂi% WA A% fwoﬂ E°o1 2
A, PR el el LA 25 ke e el —m 9 3 ey

% 3HM = 4.69, SD = 1.
o B P 0 280 A 1 A o] A ] S0 0 A
S = A B % 2paon ZAAKr=T54). WANSE sl o4 gl Asloleke
7K e S ol W Ak, Bl 3
98 F 5 2, ol Pl whol

S AHE3193 2 (Cronbach's a = .891) &

(2) 7=l o=

Tl o= AR vigel] o 9A] AE-s & Aol tigh T Fhto s Am|xje] )
ALE omgtk(Blackwell, Miniard, & Engel, 2001). ¥ dAgolrs 7palse} wi=s
(Kamins & Marks, 1987)7} AR&sH B osphd ks wefel] B, Bosihd s
o gAls ®cy desiohd Al At & 35SHM = 4.45, SD = 1.41)<& 73 2FE ¥
=2 24K Cronbach's a = .927).

l

3) ARM ZA

20221 108 9] 7S F3f @1, ZAIel sfdshs vt 20~274] HAE thdo R F 33}
o] Az ARIZARE: AAEIITE WA, 109 695E 1197 A 14 ZAlE Alde] e
2129 oS xSl & 60m o] Ak Al Fofsioitt. AE AxEe] 22 e
Asje] "o] AE2 oW FEO] AFUU/N e Aol ARF 23] AV 3 it
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o) Al e Holak B = 35)
. o] AEH o Uehdeh A 44}

B 8 74 2209 Akl oF HE PSS BF(n = 3) wum HED }

ZP%% ‘o] ARFE ofw 7HAS] AESIH Bk Aol Od?-z}ﬂ o=gk g2 7W —#oﬂﬂ xﬂ
| 573 xﬂ% 7HAe] 7j914 0.
: S 7AeIA o] AlES

oWl 7HAS] AREAUY 5 FgskaL, AV oA B Al A dlelw, 22]H.egelA
Fhlls= 7] A 107 & HA7E AlE 22 eolt) Bl B8 FRISIT Bet A
A7E ARG A7} AlEC] 7FE0] MRIM SR E A7 Q1E=A] ERIsl ] $18] 71AlA] AA
o] AFe] 4ol fefHoletal AzehaA] e AE-S Sl

27k ZAR= 109 1395 169714 AAlaii=tl vk 7k 2419] Alve]es et &
2= (n = 10) T 50%(n = 5)who] AZkR QAahH A7} ARkl tigh Aue] e zzlo] 4]
T S, ololl ATAEE 712 O 9718 1o} Ausia 27 esitia sl
3 Al 7M7) 3 vlsset Bake] AlEe] A 0= o] o] 7hAd| ghulE il YA
F7ER ATt HrkEe] 7HAS AH o k| SlshAE dld AlEe] 714 ok
E}%Ak‘z} o] AlFe] b o ol FHATelA AulEl=A] ER18k= Zlo] Fagth ©f
ARF] 75" HAPE o Arole velele] A 38 (600ml) o 7F42 1713000
ojc}, A vlelw], gejEellA] FlEl= Q7] A 1071 5 viSzet 8] AlEo] Hat 3wt
400090]) =] sz 9= el wlahd wig- Ak 7hAole)” ARFale] 7ol "o A7}
o R Aol vElale] AARE o 7i(100g) 7142 950001t A vlelH, gejHgd]
A FhllEl= Q7] AlE 1070 5 visset Sake] AlEe] et 17140000 Fhl=] 3 Q= Aol H]
3P vk A§gk 7Aook ehe W8-S sl #E e Ao vigo R 10€ 18
ARE] 19U71A] A 32F ZAPIME B 710 tigh WE-S 3t $HAE(n = 12)
83%(n = 10)7F A7k Q1481e] i Alve] 2 Afefstar AbdzAlS nHrefalolch

K
©
N
Y
o
°
oF,
4
b
e
E
3o
i
Y
k3
f
e
=
©
o©
&
~
~

i

=2

4) 2 XA}
B 2ARE 20224 10€ 2195H 249704 of23A) 719 vl BR324
el sgshs 20~2741(1995~200234) & tidoz eejelo AAJsigin) A8 Hojahk=
47N & shpe] Aeixiel] wsskAl dulol Ael ek 24t H3dS S8 ZIARlA ol

HY R0l ZMIo) 2Kk Ut MELCH Fled MFol st i oI o =27 231



(e B 3 i Aok e, 2o 2 40 B2 4

FHo Balat 1819¢] Sl #4 AHgHIin

5. 7 &1}

°l:l-x|.o| Ol__I.I.E)ﬂoI-X-I EA-I

Ay Aol 2T 181402 P4 88%(48.6%), oA 839(51.4%)°10t). Hit ¥
24 472, 274 38%(21%). 264 357(19.3%), 2341 25%(13.8%), 2241 20%(11%). 24
A1 18%9(9.9%) . 2041 20%(6.6%), 214 104(5.5%) o2 Bxwich 2de s 90
(49.7%), A-A(FF-L, 341 467(25.4%), 7TEHFEA, #1245 219(11.6%), =
2lehd 137%(7.2%). Jwﬂ/ﬁﬂlm 8'8(4.4%), AY/A13% 39(1.7%) o= ettt
F e dishe &9 78%(43.1%), wighr AJgt 747(40.9%), el £ 199
(10.5%), Tk At 89(4.4%), w53k 2] vk 11(0.6%), tigkd 2 14(0.6%)
oIt} AE o= mlEo] 1787(98.3%) 08 oI 7|15 31 (1.7%) oIAe). AF
Fajel A ARollA skl disle] Sofit AL glov), Pulls] £ AEL glk 7t 941
(51.9%) 0= 71§ wokar, "Eofi A gltf = 607(33.1%), 4Flel] disl Sofi #o] 9lar
Tl 2 A ey 7} 277(14.9%) o191tk

[k

2) A7 EM YO HE
AT 7P} AT FAIE AHSEl] Slel SERlo] N ofdd wl ek 7 3 AlolE A
she this 22t 24 (MANOVA) & EéH &7 (main effect)gr ’d52-8- g interaction
effect) & ERISIAT]. ThAmREAle] Al SR1S Sfall MF3H SoQIQl AlE-Faa(dt

il

=
AE =0, JeAAE = 1), 7FE Q) = XV} = 1)< g Hdlsle] 283191, 50
T U444 (multicollinearity), A¥&4d(independence), S+-*Hd(equal variance),
A7 (normality) & RIS W=E-2] VIF (variance inflation factor)S 213k Az}

1.005E 1.0017H4% 10 A4 9ot U534 EAlE Hol#| itk 18] #2E et
Ul VA ) A SV IG5 0% 10 ok el A
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- BA4RE] - 102704, A= - 44258 03572 AEEE w7] el diwet d=r}
-13} 1 Alolol] QJojof dth= %7 (Hair, Black, Babin, Anderson, & Tatham, 2006)¢

Blojux] ek 21 gelgick
A7M 1-1, 2-1, 315 ERIs] SJal AFAEel w2 2n7ER] (7154, 24
ARE)A) o] FaAE A An 71sH 1 T SAK SR freme Anph ER1EA]
ool ARFRFE W 71sH 7 7H 1-1) 9k 734 7B 7P 2-1) 9] 9o
Aol7k Arh= 7P 7121k ARBA 7ok e FERE SR1EC]((Table 1) 3x) Al
Fr8el whE ALBlA 7Ex]e] from kﬂ 2Jol7h F1EL=u|(F = 13.36, p € .001), 4L
2 MHARE(M = 3.63) 2ot 31873 AE(M = 4.29) 0l tig ARg]4 71x] 912]o] o o} (

T 7Hd 3-1)& AREick

ATt 7hd 1-2, - A 1, A9 24| 28BS Slsl 7HE &2l e AnlEA] Q)
A1sH, A, AR o] FENE ERI% An), 7154 ZiRle] FERE BAMCRE #o
nEkA] ot (A 7Hd 1-2)& 71245 Ae. e AlRE 7l thgk 24 71I(F = 30.61,
p .00 9} AREIA 7A(F = 7.68, p{ .01)9] F83k= AR feolvlahA vepitt
((Table 1) #=). a7+ ¥A 13} oI5 Al 20l Hap7] I5}0] 712 w2 7H434-A18)4 7}
A Q1AS dolu ks w17} wj(M = 3.46) Hrk A71d WM = 4.44) 7437 7] 94
o] ¥ =9kat, 7HAo] ikl wi(M = 3.71) Ert A7 w(M = 4.21) AB]A] 7E] §14e] ¢

= H(Table 2) %),

A

Table 1. Results of Product Type and Price Condition on Consumption Value and Purchase Intention
(MANOVA)

E ] E40] 7 o F o
I1=M 26| 0.14 1 012 | 0725
. ZHm 2B 167 1 118 | 0279
HESH
ABYE 26K 1982 | 1 | 1336™ | 0000
Fojelz 6.22 1 371 | 0086
e
Fan 7k AHp I 2.00 1 172 | 0191
2R 28| 4350 | 1| 3061 | 0.000
e
ABYE 26K 1140 | 1 768" | 0.006
Fojelz 537 | 1| 27.07 | 0.000
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TNsX At 6.57 1 5.66" 0.018
Asxie MEre 2 Atp | 6.46 1 454 | 0034
- X
22t 7124z AlE[a 28] 9.95 1 6.70" | 0.010
TFofelz 10.71 1 6.39* 0.012
*0( .05 **p(.01. **p(.001.
Table 2. Estimate Average of Product Type and Price Condlition
ol M SE n
Jlax Al QIR (A1) 4.65 0.12 83
[Sha e X
EISARIZ (Al 4.71 0.11 o)
S Al QIR (A1) 3.85 0.13 83
[=N=hu Iy X
EISARIZ (A 4.05 0.12 o)
JO— QIR (A1) 3.63 0.13 83
M AMHP X
EISARIZ (A 4.29 0.13 o)
ool QIR (A1) 4.25 0.14 83
; HIEZARIE (A 4.62 0.13 93
s Al 7} 4.79 0.1 91
ST W} 458 0.1 90
ot 4.44 0.13 91
Ralnade w} 346 0.13 90
ot 4.21 0.13 91
At 28b w 371 0.13 90
ool ot 4.94 0.14 91
a Wt 3.93 0.14 20
Table 3. Estimate Average of Interaction Effects
S0l
Z=AH:
F2H0| e A M SE n
W USTE(AEE) 4.95 0.16 45
" Rl (P 462 0.16 46
ISH PR - SUARE () 436 0.16 43
A rE (A 4.79 0.16 47
Wt USTE (A 453 0.18 45
A A EISARIZ (AT 4.35 0.18 46
aabade - BRI (AR) 3.17 0.18 43
A rE (A 3.7 0.17 47
Wt USTE (A 412 0.18 45
MR Al A rE (A 4.31 0.18 46
Bakada - IHHE (M) 3.16 0.19 43
A rE (A 4.28 0.18 47
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o LR () 4.99 0.19 45
Sgpols FIRAAE (D 4.88 0.19 46
LR () 3.50 0.20 43
w e A
ZIRHAE (D 4.36 0.19 47

ATEA 30 Fal7] S1ste] ARFFE R 714 ] de A EE ERIENE W, 715 H
H] 7)(F = 5.66, p{. 05), 734 28] 7I(F = 4.54, p< .05), A3JA ZH] 7X|(F =
6.70, p € .05), THI=(F = 6.39, p{ .05) BF SAHCR folvlsled((Table 1) %)
geAtgae] i e vas 98k ARRALS stk Table 4) 35).

B>

Table 4. Pairwise Comparisons of Product Type and Price Condition

Easo) AES (0P WP I SE p
Tl=x IR (Al 7 it 592" 0.23 0.0M
PR zIEARE (A 7} Wi -0.171 0.22 0.445
ZIAx IR (Al W it 1.359"* | 0.25 0.000
PR AlEARE (A 7} Wi 603 0.25 0.016
Alg|E IR (Al W Wt 971 | 0.26 0.000
PR ElEARE (A 7} Wi 0.033 0.25 0.896
ool IR (Al W Wt 1489 | 0.28 0.000
RISAMZ (A W Wt 0515 0.27 0.057

Py ——

el B wrEam | ewmawn | Y F | 0
Tl=x xpt U (M) RSARZ(AZH) | 0325 | 0226 | 0.152
2HP ] Wi QUSIRZ (ALE) HEANZATEY | -0.438 | 0.227 0.056
2R x U (M) HSANZATIY | 0.186 0.25 0.459
2HP A wi QUSIRZ (ALE) RSAMEAF) | -570" | 0.262 0.025
A x U (M) FSARZ(AZH) | -0.193 | 0255 | 0.451
2HP A Wi QUSIRZ (ALE) FEANZAZTY | 1,131 | 0.257 0.000
ool x LR (M) ASANZA=Y | 0116 | 0.271 0.67
Iy’ U (M) RISARZ(AZH) | 858 | 0273 | 0.002

*o( .05, **p (.01, **p {.001. Bonferroni

oK Fiaure 1) ). w2l 7420] 6 7157 QA QUAEEDY 02§
SpvjsA vebde
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Figure 1. Interaction effect between product type and price condition on functional value

A3, Ak AR (I = 1.359, p € .001)3} 38k ARF(RFb (1= = .603, p <
.001) B5olA frelmahAl viERsit). ek AR (AR & 710 ARE Wi(M = 4.53)7F v
(M = 3178 234 7S B =4 AsISiaL 33 AR = 7] AHd
(M = 4.35)7F w2 Wi(M = 3.75) BTk 234 7RIF A velsit). 7H 20S vl
& M AWHI-J =-5.70, p< .001) ZdelM 183 AT = 3.75)& Lrt ARFRTHM =

3.17) ¥ 2434 7S =4 4 ((Figure 2) 5.

o

450

425

H 400

K 375

3.25

7t a7t

HHEA

Figure 2. Interaction effect between product type and price condition on emotional value
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AEFR 7Pz S AE Gt ARRIY AHP7EReM R SRS AR B4
)2 v wj(Af = 3.15) wjErh AHE wj(M = 4.12

=ARKI= = 971, p € .01), 333 AFCED o] A9ell= 714 =
ol k2 ARSA QAP BAK OR fefrlsiA] avkeh. e avIRl F1SK AlEM =
4.28)2 1711wt ARFM = 3.15) Bk A4 ZH]7EA] Q12 o] frefulahl =3eHI-d =
01) (Figure 3) %),

P —e — xlﬂ"ﬁl%‘.‘:-‘aﬂh

4.00

Kk 375

3.50

X7t gy

A=A

Figure 3. Interaction effect between product type and price condition on social value

npARto R AERRE 7HAZR] kg Gt el oM E ERIEE], AR
A A3l gelshd dut AlE(ARR) v UH(M = 3.50) B0t AHe wj(M = 4.99) o
%7} FrefulshAl E=ARKI-T = 1.489, p < .001), 21%Fd AE(EFh olxd= 7FAel w
2 Jfe] o] o]y} fronlaix] itk 714l whe AubAlEa} 18] AEe] el Ajo]
= frovdiee are] We ARECERN (M = 4.36)2 HECER (M = 3.50) 8L}
Fojel =7} frefnlalA I = -1.131, p < .001) ((Figure 4) ).
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Figure 4. Interaction effect between product type and price condition on purchase intention

o] A= X AnAkR Gl S ZAI AnRbEe] F9E ARl tigk AR)7EA] ¢l

(Sheth et al., 1991) 7} Tl E2 AulAlET} v|wslo] AZA o dels) Bz} A8

=0 2 ARE ARk 2ol At Al Ad Q] ZAIT Ak 1817 FolA

2RFaRl] Bk QIA|9h 4H] S Lol ks o, A= e 73@01 o= Ad A
ol

= 279(14.9%) 0.2 2593 ARRLE ok QA gk s £ = P R= 4

x

(
O}
=

(51.9%) 02 A H7Ae] ks XA}, ARRRIE So)i A inh—y_ 9el Sup= 60T
(3319 02 4 7112 1/3% AAsic), webd] oleleh Asks A o5 AkEule]

& st 58] oplo} Alge] FYBS TRIRS (A, 2023), T ZAR) A5
A 087 AR F2) il Aol o ke o) A vo] she QIAsg ey
= 2 e ) A%) HIAE(REAM0), 2021; KB A9, 2021)0] 1) 24
o) 2R 297 AE Skh u}e Alekel w13 ek 98] Aok Qe Bl

HolA] L%‘Rk o] Avh= ik o e A AHllle e Ewohs ot 1 of
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Uz} 2R1e] 2xa]E 0l AAdS ERI0NAl HolFaal 3R= o7} 5 231)(Criskevicius et
al., 2010), ol2]gk A4 AH7Ex7E =5} ZAIH ’\H]Z]'*Oﬂﬂll?- 2197 AlFE 2HE 93 7
& F83% 7RI}l Eewtiar ). A5t HolrkeS 18V ARF(RFRh 3 ARkAlRE (A
o tigk 7154 ARP7IAelle fFron|gh IAAFE Holx| esk=t] of= 583 318 Als
ARk AlEe] 715l dotr] Afel7t S AelgtaL <
@3} “HLin & Chang, 2012)¢] 4t freAPgAeL X180 Fejalrgale] A &3 das &
ol A} Tk AHIAES tPe R A% TS HaEls uf Hojrkse] duk AgAEr X1
3 APAIL] AP B ol Zloletar Q1skal 9L U] S XSHY AlEe] oigh 7|
& 1Ale] ok Aveh= Adolaitt. B A HoAbee W3V A (AR 2 ARAlE
AER) Ol tigh 734 2HPEA] IAAKE BolA] gioket] ol S d) £95.(2022) 7F =
219V s el oM A 7RI ARSIA 7R ) 2 GRke vkl WRl Aot
tR2 Aot whhr] ofefdt x13Hg ARF(AREFh I Ank AR o] o
ZoH] 712] 2ol HolA] e AdE ) ZAIde] SAoletar siAfe o= gleAlol tieliM=
H =7k Z 8 Zloftk

AT Forke2 AlREE 7HAo] v wn) AHd o 23414 TS T = 914
S0} 716 4] 71] QIMelA= frefwlgh AFE HolA] edoktt. o] Avle ] AAER
AREEE AR ARRELSL 28 AR ofd A 0% Fash AER] g, Tl ZAT) 4]
AFgo] a7t werh A7 wf 2P AL 7S T = Q1AskaL e Bolet wet
oA o] AU WS Fekaat she 54 Fofe] AlFolu ARl aE
Fugt wi= FiehA ARk 2R ARE Bek A TR 9 Aol Fag MZAIIe
SR ) 9], 2022)0] o] dAtell= ARl 22 dol7lell A7f AlkEell A a7t AlERrt
A 7Ex9k ALBIA 71A7EH A R Zloet T1euE A 7404]]"0 ARk AR ©]
L 218Hd ARF(RRERD o] 74 el whek 7154 AH] 7ER] QIAellE frofnlgh 2lolE KolA|
et ] T ZAIERN A A1 S22 UlAlA] 423 dxdeh s 7H 5 7lel Al

$9) 7ol woM s EH ST J0F 4T 5 e ARY(FE-oRE, 2017
[e)

:{g

B
i
PL
R
&2
dlo
filo
#}
)
H
o,
T
St

i)
g
7

/\

X ol e

;

.\_,
N

Lol 1 4 W) 15 AR 7 14 Rl 5 vk,
A, @A RolApse] 715 ] 7B kAR 3} 187 AEGERD ) 4 &

Aol 2fole vpepllizel, At ARF(AEF) 9] 7B-lli= 7H0] AR w7} v ojEy} 7)54]
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7HA] Q12lo] =9Ik, 18 ARE(REFID A Wi 7HEe] W 7154 AR e 89k
t}. o] Azl= 714 diM] Adse] old 5 AAEHE 283 71554 7F](Sweeney & Soutar,
20014l o], =l ZAI MRS ofn] G/ o Hol ARgahs UNHAIE(ED 9
45 7Ho] Agdel A7F AlEel| tigh 7)%54 WEEto] ofw] i=7]of 7}Ae] v wirr 7pAe]
At wf 7154 7] Q1xo] wrial silEt) e ARFEE o] Ho] AMES) BA|
AT Holrled WEAE(ERD O tsiMe 7HEel ke 7154 7] JAARE =RuiA]
e Ao gid)

Al T 7 209 ol dE AR G AA 4] ZRIQIMeIA vERdEE], A

TS QAR 3 Xﬂ%(%—fﬁﬂ}) w5 m 7o) v Wk At o

olo
=
ol
v

o
®
Jo
_\:‘_1,

iy
_Li:
23
(%)
S
NS)
=

< =] ofthge] ol e Xﬂ—er«l /\HVW agks Eﬁ.ﬁﬂ%
Hl, 7H] ok 22 el WF&P ﬁﬂlﬂ" 77 E 2 d¥Ee vRIvaL Haseit of

S s w}aw e zxw RS AT B4E 1 thabis 2k AE s} 2

4 7418 o 37 ¢ ﬂsﬂu} o) e 2 ]
23] o7|3 GelHel AnlE MESANE, A4lo) gk st ek obygle] ket

= Qpegel (S 9, 202202 Aol 9] A B ) A8 5 98-S A

SR AE R 71 2010 olRlEAE Faks AT okl AR 1 Q1

A TR P RS A RelAE S AN AFEDY 2% b w48 9 A
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317 714 Ao AN 18K AlF (AR Y Aol 7He wE AR AR gk
w7 okt o] Avgk= Akreh 28 A v 7ol AHE Wzt vl wirek s ZAId
RPN A AlE-S &3l AR Aot TS ol BRI agkeb ARSI A|91E EESt
A} k= 7)) ARJA 7EX)(Chang, 2018)7F 23818 =55 <w|gick. o= =] ZAI7F
Al SHes B AEA Aot Akl AlEE-S FE THIAHIE ks o nEe] okt
SRS HEA, 2020) % FaL 7 2h2s] sk MZAITH(20thek 30H)) AR|A7E A g
& TR S A Aol T3k Sl AL A el A
BeE arsh TtE FAskaL HIssE FHgke 7R AREET1E] A4

S = 23} He74(2020) 9] 2= 5 ‘%‘:‘@?‘S}E} vt
18V ARFGRERDL 7FAell FrolA] AL AR AHPZRIE HSssHA ARk Aol
Ak AlE ek AR1A 7H] < £ =edick B3k, Aol 18 Al
(aFFap o] v wi= Aduk AE(AEF) o] vl wj ek AL 71 QIS A Q1AleiA 219H
AR vl Aol sfeleke AR] A 7H] ¢1aks EvEs] = Ak

npAEto® Al T 7H 2319 o] A Bike A9 FeiRkEe] g o el A
5= Al Vb ARt ARFRER) 2 7H2o] v wir e Age uf el o) =7} frofm)st
Al =R 21868 AREF(RRFAD -2 7FA0l whe gl o0 X7 frefmlshAl vreh kA easit
ol =] ZAI] AHRbEo] SHE ARl o Qlall A oR ARgsh Al tieiM= 71
| ZH[(FURE 9, 2022) 5 e A7 AdE sk gk, 218 Aol disie
Aol wh2 ol %) Aoz} §lof =l ¥ 2041 o A9l 1,000 dbdoR kg 4]
2l olHGES o, ZAI SHAREe] tRE Aldiell vls] 37t AEE sitieke 18k Al
& Tfeirhs S 3Tk 23HKB A9, 2021)9F o= A dx|gtt & 4= 3l

_4

1>
X
[
N
K

H}r

jus)

At A= ZA AﬂleL AeH ARE e Sleiis 7HAel Tolks WA ggkem 53,
7FAo] W)t iolehd 318 l%( Frapell thgh el =zt Ak AlE(ARF) 2ot frejv]st
Al =50 o= < ﬂﬂ% 2188 AREel tigh Hesde = IAjslaL AR ofxs] Xisk

74 2=22A0] AlFES HEOE ekl Al = 7HAS el FAEQ1 ke wRItt
= A7HTsaabitah, 2022)%2k= olsith. wepr] of A7l Bigl =] ZA AmjapEo
78 AEe] 7HAel FreftA] ekeths Avks T ZAD ARRREREe] 5A91A], o AR

oF 28 A AlE 5 whReIAel dhalrds 5 =27t o] st
ZH7HA] Q14 o] &(Sheth et al., 1991) ¥} #Aedslo] =] ZAIH] AHARES Wuk AlE
(AP B 3184 ARRE(ARFD & ARRA A] 7R B SR oR dAglen, o)=

N
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ARBIA 7HA] Q1Ajo] He AHIE 913 tiEAQ] AnZEA] QAolele AR (A8,
2021 Az AU, 2015; AR, 2023; Griskevicius et al., 2010)7} = ZAIKHEN Al
T sYsH AgEs sttt e s ZAIERAl 7S Al RRR o vkt
ZHP7ER] QUL FHljo) e 2folE KolA| she 7IEoR vEhA, 71A 0] B wikth AH st
w IHA] 71|, ARSIA ZEA, el o)k ] A VR ofefgk Avk= AlEe] 7HEe] 1
H ARFe] A3} AR A v = e 2EY AHE ] Vel 2 5 vk
(Piri & Lotfizadeh, 2016) 2 W& ) ap = ZAIdhEol AR 7o) vhe- 523k Ao
71E0] E F Aes ARRRIE 53], tekst AlE G 7He] deA gaiet dsie
ARt Al vz 710 BlR wR o e wf 7554 71|, AR 71, g o) B
Al JERARE 2138 AlFY Wi 7HEe] w7154 71, ARSIA 71X, Rl o X}OV} 8l
At e A 7Rl QoM dnt AR 28V Al B 7FAe] B wen AjEe
o =7 LR A 7R 1 el v AP RE E}E’ﬂ] LRt ol A=
ZH7E] Q14 O] (Sheth et al., 1991) el 53] ZAIdhe] 21814 A% Am7E] Q1417 -
= 34 7RIl B s 71eelo She AR
o] 91?4 AR AR ofefel et o] dArolA] w] ZAID] AR|RFES 213V Al
!

HIE ke T159] S (EV 9], 2022)& vh=A] IAJste] Ae 7FA0] aje]
A 715l 2 e olslialior & Zolvt. vt s} ZAIREelAl 3ehE AR Wl

= Al
AR ARFHTR= 7Fo] v nprike ARl tigk 4ol ¥ 344 4= i o7k

7} U AF iﬂlﬂil Qxell lof Ereh Aol Hod=t] Uk ARES 7FAo] vl ufE
ok A w 7)5A, A, ARSIA A 7IRIE = QlEkaL el ot A 1Ak 1
IR I v I OWL 7] o] Uk xﬂ%ﬂﬂ}% T3] viokar, 7HAe] gk 71gk

7 ARERCE At 21304 AlFel 34 7RIE O 2 Q4Jsk A 7R Aol Bl
o}, 53k 74zo) vl ol ik AlFE IR 1873 Al disl A, ARl ) 7}
A Q12jo] =gkar | o]t smolHr). whEhr] ) ZAITKE EloR Ak AlE-S et uf
= 7PdH] A&

|

o] A-e] TR ook k. WA X1k Aleiel Eel= v 20~27419] = ZAITE
2] SRS Eell EHsle] Ade AAsISel of el AE dRksksbols 1 e
o] e}, 3 o= At olAEe) Al tidk Aok v el Tt Ve S AvE
A =] ZA 2RAbEe] Al the g o st 4= gle Zlolvh B A9
AARElA ARk ARECEF) 2 29 ARF(EFRD o] tigh Alue] oS eIzl of e
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ANE BE 2137 Al thek ) ZAIT AurkEe) ¢lao® antslel 4= glrt mix|uke.
= =0 ZAdES] 43 BES A7 ARdel W @A o gRlskaat ks A
S ZPErt By, AHRRe] Rkl oAb A IS vt SAPE QAT b 5
Aol A= B AlgeEolZ(Extended Theory of Planned Behavior) (Ajzen, 1991)
S Agate] 213 AHle] T8 oW AL A, At EMd(Ellen et al.,
1991), €74 A14(Antil, 1984) o& sy vipiez 2-8s) B Jusial S3H<l

22 58 et itk o o] At A BaSE T SR ARFE AR thi e
AR 5 T AollM= ZAIHe] wEr) e XIS @

G 88to] ZATS] 2RIEE e Al dokE i gle Aotk
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