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Abstract

The purpose of the present study is to investigate the effect of time remaining to use mileage in the notification
message from retailers on consumer responses. A total of 577 consumers participated in experiments involving
different notification messages of the time remaining to use mileage. Results showed: 1) a significant difference
in mileage benefit perception, positive emotion, negative emotion, attitude toward retailers, and repurchase intention
according to the remaining time to use mileages, 2) benefit perception positively affected positive emotion and
negatively affected negative emotion; positive emotion positively affected and negative emotion negatively affected
attitude toward retailers; and attitude positively affected repurchase intention on retailers, and 3) the remaining time
to use mileages moderates the relationship between attitude and repurchase intention. Findings highlighted the
importance of timing of the message to notify the consumer as to remaining time to use mileage. In the case of
a message indicating long remaining time to use mileage, consumers showed more positive responses toward
retailers than did consumers who had a message indicating short remaining time to use mileage. These results can
be used as guidelines to select the optimal time to send notification messages of remaining time to use mileage

in order to generate positive consumer responses.
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Hong, 2003). 53] A Ha AX o] 547 39
= o
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717 G35 47) 4 Yo E QaFe] da] A
£50] grhLim, Han, & Koo, 2004).

J8v HHE ARE 53k 7198l & uF
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ZHAARE71 7 Ao tig FHA4lo] FrFstal Sl
2007 FFALEC] FAFA VN ES =YEEA A
He 23 FEUE BaAdEoel %7}%}—5— Aol o
H)3led 20083 7EHE 1089 FE27170S Y3}
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of sl -k #HA S THAA = A h(Park, 2015).
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Il. Literature Review

1. Mileage programs and the effect of the
time remaining to use mileages

Adw Alee 245 453 Al el
&

X]

o " e
QL

ruS. 1B N

LA e A )

o
ol= 17—‘101]71] ZAAA, A 29& JAEBY
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& Smidts, 2007). AH@= Aol Eﬂfﬁ- ALELS F=2
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tedte 398A FHE J O (Partch, 1994),
BT {57130 o

o JAE Ho|| tiet FAHEE 7]2Th

21 CHRothschild & Gaidis, 1981). =3
= AW FAEE S S ofd w
Agsof st gk 71Ee]l FAIS Aol
AAA o2 &85 ety v e Sol(Kim,
Shi, & Srinvasan, 2001). MacDonald and Kearney
(1990)9] AFdAME 24 FAE 22T 0]
X FHoET Hed A9 AAES AYH
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ATt ol d AA A, B A wkgo] BEek A
elEs FAHSEE old ti FrefArE7|Zhe
FEE dFT F Utk F, TAARE7IZ] 21 7
T &2 Aol s FEAAel e o g4
A HES I H =2 Ao =E 7HE A
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2. Positive and negative emotions affected by
benefit perception

2HAE 271E ] 2HdE At mAlE
Gl ek Aol SHEEA 2 el o
g A7E stk gl B sk A
ZHEEe T g VA Hed 38 HA
AR AFE, 2R, gl g A e
FAety FAAQ AL tdel gk FAHd
Hhe-S FAstet 2% 9FE v th(Babin &

Attaway, 2000). ZH]2Fe] 2 A- AFoA = 7
“d& PAD(pleasure-arousal-dominance)(Mehrabian &
Russell, 1974)2] Al 7}A] 2L W AF8h=
F-79} Izard’s(Izard, 1977)] A7l 71238t 24
= 3 AA-FAA F A ALORE BHE AFE0]
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A7t BZ3Fh(Lee & Moon, 2012). wWebx] 97
o ATAEL AAE FRH-RRH F A A
2 FH0R ATsE Aol 2HA WEI Aol
MAE 9gS AFshed o sty Faa
(Babin & Attaway, 2000; Bagozzi & Moore, 1994;
Mano & Oliver, 1993).

A A2 AT oA Rt o) T
& A" 2ol FE JERE HESE A4 ¥
7He Fal A% A3 Eth(Kim, 2011). Hong and Lee
(2005)= <18 o7 Xdifﬂw &E A, FE T

A }\]—-’-X']El_ﬂ- BAA RS G

A3k2m, Kim and
Chung(2014)_x_ 7tAS xae AE AR LA
A4S Fshtkal 913, Song(2008) % 7HA <l
I FE WER 0l AAHE FEAIE TS
13t TE Lee, Kim, and Park(2006)2] 1ol A
1%4;24] A3y 7F FAA, 244 A ueS
gelska

o Al -r7]'5] o153 HAaE &40 A7t
o el ol gk FA A =

7 gtti(Diamond & Sanyal 1990) 2}
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3. Relationships among emotions, attitude,
and behavioral intention

TR FH] AFETIRIO] mE R S Q1 BAEsll?

74739 7}o] 2(affect evaluation theory)oll W=,
RS o5l Blme] FEA g2 vTHBodur,
Brinberg, & Coupey, 2000; Huskinson & Haddock,
2004). AbEe] AL 7oA 243 WS A
e V1o R AEetRE AN FARE ARe
719l A3t 4A F58kE 3 Q& E thForgas,
1995). webA] A e YA A
07 sy BAA ARE BA

o
i“i el thal e84 &2+

LK U]'* @-Jrﬁ Q‘ﬂﬁi ﬁ? = 2AA-Exe] At
FAE A A $HBodur et al., 2000; Eagly, Mladinic,
& Otto, 1994).

Aol kel vAE % AT 2HEE
915 91+=H Burke and Edell(1989) 7+ o] o]
g Bes Balso) thgh el G vA =
& 215tk Sohn(2007) QUL 203 3ol
A—] 7 %x%z% 71—7(4,0_ a]:oﬂ zq;a ogsok%’ lf_zéz_%,
AL Bk F4 92 MAE A A8
o} Lee et al.(2006)8] Aol M= 22 AA Aekd
o g A S AaE R 34 G,
TR AR A dFE VA AR vy
o ol Tl S A, BEA AL NEHoR |
Eob el Foll Y2 W F e oA,
SA AL HEe A g, B A
Beol] 4 FES E 5 Sle 290 R Ve
A

3 o] Aol vAE A 3o
A1 Fishbein and Ajzen(1975)2] FF=dAd &
dof 7)|zst BE=7} gFe el 7 Fas
AHl dF¥egor Hekon, v HujE3
3 AZAH(Kim et al., 2008; Song, 2008)°1 A1 El
Sl AMEYT 38 4L A= F2 29
o7 ZIEr) ol ek 7S thad} o] A
433t

7H 23, frEdAlel ek 38 H S el

7Hd 2-4. %‘Zﬂoﬂ e Fg 4 g2 Bzl
Z
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4. Moderating effect of the time remaining to
use mileages

Trope and Liberman(2003)<] F~E4<°]|&(construal
level theory) AlZ+4 A 2(temporal distance) 71'd
of mad A4 Ay | v RS ola e
W= AeleE FEel, AA A7t ke 24
g H ol et ARE ol E = s FFE FE
ol B AgstttiL sttt 44l FEAME Fold
el thgk Fg2 ol FAA L
FEAAE FAF L FHE
A Hed AIZE Agzte] &
EALE w2 g =
e AR A 7K W7 o Fasty, 7t
i) PAUAE & A FE, REAY S5
Hrph 88 AFS vy HLER ALE A
gE 2vide) ot R FoiAgel Fo@ Fuu
42 2H8-3kck(Shin, Sohn, Lee, & Jung, 2014). ©]&
YT LAAREAIZEE] el HEAART zhe
AREAIEO] 21 Aol = T A sk

oAHgAIZE] B AL NP A AnE
5

AFsiE F e *I?&‘”%—E— T g ol A
Ao A 27 E= d5S Fddhe v Z2g A
o] FEAHE A ]%E}(Howard & Sheth, 1969).
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o

HAIAE P& AL F U TS
AH|REe] AIZHA QteE A 7hE EolA HE
TVE&Foly 28l ¥ E TollA A=
2 B8E= delrh oapad FgelA A7k
& 3A Azt A AF A g S
A7 ZEA Rt g 717t shEkE A

9] 33]E K 2ItiBabin, Darden, & Griffin,
1994). ol= #2828 AA X9 (heuristic systematic
model)(Chaiken, 1980)Z% 2™ & J=d A7+
Aleko] Qe FFelA AMAES AXNH HEE
@Esha1717] S AAH AEAQ] FE2EE A
3t ARAYARE DEshA7IBRE JEA
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(Shin, Sohn, et al., 2014).
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Ill. Research Method
1. Stimuli development
B AT7E 9% ARSFH PR oF 7o) A
FE59A A" T ARZI(HE, F7HEE

AL AFES o) §3 AP L A IHAT AF
B2 HEQAT AYF Do) B0 DA
£ AANSREH, 1A 710l B ¥
7HA R ALE7IZE B7)elH W AIA), el
7 A7-EAH A ez AAET ol
xs

7
AH ARE ¢ 7J51A A7 G}Ei(Payne, Bettman, &
Johnson, 1988), A17FtHto] oFsl wj&= 24 WA
=) 7} EJ’]_;(—]O]L A 7¥etako] = =5 ;q]l: H]—o{z% o]
AA7F &3 olgh= A A7 (Huh & Lee, 2009)5
et “7415} 7401‘3} A WAAE o] 5-Fol52

l

AEske A Zedol, Wold mAIRlE &4
&EAE 7S }‘“ 3|3 Zy o] Agairty RS
™ (Freitas & Higgins, 2002), F-ZF& 7|7k w&

HAAl e AR AR AT E FEFE



18 FEGA HPF TXA Aol AGTII] W2 AR} W T 242597

717ke] g2 Ag-ol= ol WAAE, 71 739l Aoz YelgdthJung & Lee, 2010). 3] SMS &
= 233 WAAE AHEsh= Aol Fujok: A A AR = 2 EEEe] wf H& WA EA A
o ol &3 ol2kal 8k tHHuh & Lee, 2009). o] S50 AT FE ARGT|7e] ol Ag- 23]
AFHE vgo g AYg AT A A] zhe 2 AMEEC] FEE Ag wAsGE ol d
AHg7IZES] A Aol 2 Qo] QA AT FolTES] Age] waY HFs) wd A
JTPE F24 WAXE, FEN 15D ol F o AgEe] BE AuFH HolE B armu}
= AEE AT F gtk = WA WAXE 4 (Danaher, Smith, Ranasinghe, & Danaher, 2015). &
grate] AYE o] ARG ZEe B 1A HAA Ha IA A w2 whg-e] 2pold fofJ Ate
& Mistdch A9a9e HPAF(Park & Kim,  LAEA GO 9o HYPATES Faste] 7t
2014)01 4 7] BN o7 AREHA™ 10,0009 0] A A]zbo| it 716k Hhgol] ZA] AR HE= 2}
g Foom FUsA AMHAL ol o% GFL WAL B Y HAH O
gk 2t fFERAE A"E A wAo] w4 2 Z&He A A AdE dARRCE ASE
HAVE D & G BAA AN ASA A & AR
7FA Wi A(SMS =2F WIAIA] M| A, f-3dE 5
o|FEY, Y7 sttt dAIE XHE“BW A5+ 2. Questionnaire development
& WEy 292 8t 2SIt Table 1), L2 SEAE AYF dol Ag71000 BE 204
A Q] FE Apolo] theh AellA] A s JE0E g ek YA, 2,
AEL 2l FES 2Tl FEI HjE A a3 g FEhAe g Bx, AT el el
U Aestrldl o sttt o 7)1, AAE AR B3 o2 FAEUCH, 554 2AHST
B oxgel TENG 0y APCHFortn, AP 54 F AT BAH S4E s 9
2000), &= 2H|AE R & AFdAE 2 o AES AHEUT A"EE 2A tg §EA|
gl FEo vl 28 FE| AE-Eo] T w2 Z}-2 Diamond and Sanyal(1990), Kim(2006)2] 13}
(Table 1) Stimuli
Type
Mileage . . . . .
expiration date Mobile phone SMS Post mailed paper coupon Printed in the receipt
notice + Framing
Short time This mileage i,)".'al. L 427 E A 23t 2 oo,
ints can’t | (e daatey e & .
(1 week) left pouy ol ek ?”T;lﬁ: MY 583 4y £ =3 AT 10,0008
L) R e e after | © 2osaet somisaind i O || v
expiration the expiration | = =eize =12t ol 10 000 002260 026568 ~ 2018.10.15 (zao 15
PIRNON | date (1 week | ZEAWEO! Mot < s W
left). = pengara- g far o |II|I|IIII||III!|IIII|II WA
2013/10/06 11:16 ) }%ﬁsxw% 834 + gact ORI
e | = | T
Long tine. | = e bo | B =i o | NG
g time s 10.00081° MElZ2 #|
(2 years) left used before | weotn woo. = =us o 533 8 & w5 S>3 10,0008
he irati = 201544 1081520 R
before the td:t SpIEton | B g 1 0 000 |ololﬂz”zs‘!lo|zal|!‘sl g2 -
. e (2 years | = muiz= e 2z o ~ 2015.10.15 (gazz o
comion | V) b | Bz ot o2 I || e
date eft) for Atgshal 4 AerLich NEIRE: -2015.10.15 (52710 24) SIEL o Xl AZetd & Rzt
shopping as | - a=t=tel- = Huge 0 uz HIN 000 0 I 0
cash. 2013/10/06 11:16 AR HBHE 0188 ¢ AU (090201007240000100160
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AFE WEeR F7dE e 9 A 2P, ™
dopshs A 2y, HEES U AA Agste A 2
thehes Al FEoR SAsAT

H4& Z£79317] 91¢t S5O = Babin and Attaway

3t Bl=S =A3l= 3= O°F Fiore, Yah, and
Yoh(2000)¢] =& ARgste] Frh-vmicy, B2
stk a7y, S REoh-folsith o 335-9] on
HEHERE Atk AT s S5 I
& Lee(2007)9] Aol AHET sole A2
< AR o, 2352 Meyerowitz and Chaiken

(1987)¢] AFoA AHEE SAHFES EHE A9

= Aol B Wgste] ARgsilnt 7 SAA
el 34 A% B AW, A, Y, &5,
AE o, Msy 4 s % i AEA, A
HE AL o8 o §& w5 w0l AHHEUT
AYw o] AR7IE ZARE wE sEA
7, g, A, ASE 2AET Hes B
s 28 g IRy e 77 e E
HE2 Zsiglh /N AR A5EE 20
B S R duzAE Bl U
oldlE 5 AT F & ZAb] AT AR
A= flall SPSS 21.0 FA RIS °]&sto]
7184, 3%, AMOS 21.0& &3 04 o
AEA, T2 4 ol ol &HATh

3. Characteristics of informants
2 A 200 FY oSS g e R AAIst
Y el £ AL AE R

i= o
o= 3 TEANA S A= AR
A1 (Jung, Cho, & Kim, 2015; Lee, 2010; Shin, Sohn

re

et al,, 2014)7} Do} thHAS A Ao g AX 3}
A
AR

3gd AEA F SHYH 5 B4 A4S
AL F 57759 A87F B o) &H YT &
ATE A% Aol e I Pt Yuky EA
< setsl] flEte V)eRAS AT Al
v e digle] A 1S B dAdo] 217
H(37.6%), 14°] 3609(62.4%) 2.2 oA AP} 5

N

3
7 O B, He A8 FA 22,614, o3 21.494)
252 1007 ) wgke] 94
4(16.3%), 100~200%F A "|5te] 31%(5.4%), 200~
3007+ ¢ w|ko] 577(9.9%), 300~4007F 1 m]who]
16878(29.1%), 400~500%F 1 w|gke] 8778(15.1%),
5005 9 oAkl 1407 (24.3%)°1 A th A HF A
ARZE ARSI A Eo] e SEHAF 4027 e
2 AA 69.7%F AA Ak W 4 gl
= 9 13] o|3l7} 2911, 2~33]7} 202 o = e
on WMoty 9 AEFAL | FAF Ui € A&
oo 109+ 9 Hvho] 126%8(49.4%), 10~20%+ ¢ H|
o] 20875(24.8%), 20~30%H W] wro] 13075(12.8%)
< AA e

4. Manipulation checks
A4 Aol AHeAeAE A5 A
ARADE Q55 A7 2po|E Lotr gttt
ol I E HyE AFFHA vt
AYa 7] ARE7170el oi gk AlZHSHE A
S QolH 7] 93] rtestS AA AT 1
= 7] ARSIkl EE S A7k
o] H 5.83(SD=1.32)°|t, AHF %]
| 4 7% ¥ 4.61(SD=1.64)Z el

Mmoo 2

N
fN

2o
opp N M ) 1R nE
2
hink)

Ny
AN

>~
=

3L, t ol 9.826(p<.001) 2.2 F-2] 5 2}o] 7t k=
A Zelstdtt o] 2375 B3l @71¥ AFE
il AJZHA qfere] A3kl o7t gtk =0,
718 AFEl dlsiMe AIZH sbEte] gslti
73 9o o] AA3 NS & AN E
g AYE o] ARE717F Abold ek AF T
7k AMRRe] JIFEA 3 Anky Ao 2ol 7t
A st A el digt Aol fle AR
eSS B (=1.514, p=.130) AZHE F3 2}
0] 7} WA B QA th(r=3.281, p=.001). AFAHE A
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20 FEYA HYF TRIA] Aol ATl T 2wl g A7 BAoHl7

Pags gl
22154, &7 A==
|7} wi-§- Aol Azt
drjdoz e A9dd Ao BeEdch 1
9o Auzk 54 o diek wAEAS AAE
A3 4 7MHALES 2 32 9.348(p=.096), AHF
Abgol that x* 72 .001(p=980), W3 4 A=
No) x? gh 23.734(p=361) AHF ZFo] AE7|7H
FA G wE AP {7 APA 540 fo
3k Zpel 7t glrel Bl ATh

APF 2A vfA(SMS A} HIAA] Mu) g, S
Hlkd FOIFEY, 455 319 A F)dl st
AH| ko] uhgo) ztel 7k AEAE g Ax 7}
mjA o wE Aol folgh Aozt gle AoR
gelEong B AfAE A 7HA HEF X
A wjAe] gk AsE FHste] s

a3
ZoA

=)
rir
re
ot}
2
s
“ {0
o2
%
rlo

=

IV. Results

1. Mean difference in variables according to
the time remaining to use mileages

HEw 2] ARE7170el what a2z, 24,
L, Aol mel tigk 2pol S AT Ak, AAl 9
7o) A A9, 384 24, #4844 2
B, Aol 5 fo gk 2tol7t e
2 A A tHp<.01)(Table 2). A ¥
Zhol 71 ek Zho] ARE7IZbo] &2
=2 YA £EE BAoH, f5
S84 A= ° gol =713, 44

T

ek =3 HEa ko] ARL7)7ke] 21

¢

[r oot o

oy

-

TR Y g2 RS YA AS g F

o ol= 4 = B
7

=
M= 2 5 dvke A3 (MacDonald

232

, AT zho] ARE 7170l mE &

E AN ASAAE A2 AXATE

Al oul7t Qlth o] 2A] <o F uj A 4

Ahg ko] AME7|Zbe) e} se x|, 2/
T, Aoz ztol7t 9l& Aok

7Hd 12 AAH AT

2 O H & oX ¥ gt o
(@]
2
<
5
O
uO
Z
(3]
2
>
T
N
o)
ﬁ
e
)
i,
i)
)
o
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)
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2. Hypotheses test

1) Confirmation factor analysis
AMOS 21.0& /\}-g—zfs_]- ¥§—Hc]'7§’—\} =]
A Bl X3tE WyEY dHEA
AEAE AAstAch A9F zhe] AMHE717
4

%

o

o
wa of

N

=
5
2l

o 2

fo

—

o]
29 HIE(Fit) A5 X* w 97.5340) 2,
Q % 2.032, CFIE 978, TLIE .970, IFIE= 978,
RMSEA= 06022 Webstth 3k A9a 2] AR
717k AN 2l HE(Fit) A9 X w 95.778
o3, Q 2 1.995, CFI= .983, TLI= .976, IFI+
983, RMSEA+ 0582 YEIY} B¥ APt s
o S Gtk BE FSHFES A Al
g ANH R F& AEATE e e
AZAGE] CR. 3 BF 2 o] 422 Yeht 54
Ao g2 fog AoZ Yetton, Q #(CMIN/DF)
o] 71E#<1 33 A9 ZH s veht ¢egk A%t
=& EATHKim, 2010).

N,

(Table 2) Mean difference in variables between experimental groups

Group Short time remaining to Long time remaining to
use mileages use mileages t-value
(n=284) (1=293) (p-value)
Item Mean(S.D) Mean(S.D)
Benefit perception 4.343(1.405) 4.745(1.363) —3480™ (p<.010)
) Positive 3.920(1.265) 4.511(1.165) 5843 (p<.001)
Emotion ok

Negative 3.620(1.661) 2.917(1.344) 5.602"" (p<.001)
Attitude 3.910(1.416) 4.728(1.456) —-6.830™" (p<.001)
Repurchase intention 4.360(1.524) 5.130(1.261) -6.627"" (p<.001)
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2) Group comparison analysis o] 47 S v Bol A4UFE o] &3}
AR FoA B 2dErY] dFS A5E gt = oA tal ¥ 2840 AR € 744

o Y RFEHE T8 osgvaE A ol RS ZHAA =, K5 A e A

A8t tHTable 3). &A1 Aol W2 230 A RS O Wol =71y FAA e ¥ AT

L(Fit) A9 X2 #hol 385.04100H, 37 7S AR = A tial o 28A HEE Bk

2 v Q el 315622 7]Fgkel 3ol A SHA N A3l o AN HEE 7 &HRE

Y53 APEE BYoH, CFIE= 950, TLIE 936, o 7t A =E B

IFIE 950, RMSEAE 0612 Y53 FX5 B ol Ay Ao thgd A= Fede] T4

th AR Fo4 A5AH W=H EE HE A AT FAA A e JFE K A

49 CR Ftol Aigt 2 oo Z Yeh} BE A2 (Song, 2008)%t A AF Zolw, o] Blol 3

7F frelst Aoz 1E Stk 7he] ALEAIZE K] < HXg+= A3 A7 (Bodur et al., 2000; Burke &

HAIA o Vel A EF RS FEHA N o Edell, 1989; Lee et al., 2006)Z A X|3}7, i =7} A

o S84 A A JFE, FAA gl 7F Wk e] AYRiges BME FH Agd

G mReH, 348 g FEAA g (Kim et al, 2008; Song, 2008)%F 4#E A

el 4H Jake, FH4 A el 74 4 ol& B3l 71 2-1~7Hd 2-57F BT AAHIAT

& oAk T B EIF Aol mXE A AN JAZE HAEAGY Aol &

Al T Ak oled FE {2 A olR ¥ AYg zho] AL 2HRHE &9l

He Zro] ALE7]7be] e -9 71 A9 B5F 3}7] $13}d critical ratios for difference X E <o}

A EdaA Ueisth & 2o AR 7kl el B 9ITHTable 4). 7ol ARE-7|7bo] &2 Jatatk 71 §

(Table 3) Result of model test
Stimuli Path S g | CR Hypotheses el it

coefficient (p-value) test result
Benefit perception — Positive emotion .658 .045 :p1<8(1x8) ) H2-1 supported
. . . -5974™"
Benefit perception — Negative emotion | —.395 .069 H2-2 supported
Short time (p<001)
remaining Positive emotion — Attitude 444 063 8.028™ H2-3 supported
to use ' ' (p<.001) PP
mileages . . . ~5971"
Negative emotion — Attitude — 432 .064 (<001 H2-4 supported \2=385.041
9753 DF=122
Attitude — Repurchase intention .540 .061 ) H2-5 supported | x*/DF=3.156
(p<.001)
10832 CFI=.950
Benefit perception — Positive emotion 608 | .047 J H2-1 supported | TLI=936
(p=001) IFI=.950
Benefit perception — Negative emotion | —.323 .062 5202 H2-2 supported RMSEA=061
Long time (p<.001)
remaining | o Giive emotion — Attitude w7 | oss | O | s supported
fo use : : (p<001) PP
mileages } ' . ~6.019™
Negative emotion — Attitude —.326 .057 (=001 H2-4 supported
Attitude — Repurchase intention 427 050 7545 H2-5 supported
P! - . (p<001) upp:
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o] AlGE ¥ 532 ) critical ratio for difference

o]} 0 Z(Kim, 2010) <3

2
B o} A ol o =7F 1AAA FES

Aol 5

V. Conclusion

A R 2 AFAME Adw 2BA7] ARE ddldte
=, A9 o A7) AFE FEAA A o Ao Wt oM I7F A7 BERY AdEs
& e rF A o] et FEFAAC o st o] ARE717Ee] g ikl Hal Lrolr itk o Ful
Al Vrebske) ol A8l A(Babin et al, 1994; Shin, & A% FEAA AYF AE FE A AYF 1
Sohn, et al., 2014)l1 4 A A1k nupe} 3Fo] ko] ARG ARE71 7kl whE AH A} wEGol thEk =8 A A
717kol FE A ABATE QA Al o} o] & Higro R e AFH AAEE the
A JAEEHGANM F2 HAHE FHHOE 2ot
A= AFES oA Xt destdE fEls AR, oF7u Al AEs o] AFE717ke] et
g AAE AHEste] JRAHFE D)) deixz, 344 24, #4424, B, A
A AAHoE FERA e A4 HEE oo Zol7} e AL Z YElth HYF 3k
HEolE A0l AlFu ] E271A] oo AR+ & AHE717b0] 71 A= &2 7ol HlEiA ElE A
& sty ANT + 9L Zolth Wel AT 4L H Bol 33 FAA AL d Yol Lw,
of e ATANE AR B o1 Fo] AAFA  AH @RS W A w3, o 344 HES 7}
FoloE WATANA WEke) d@iel WA AL, o B ATHIEE AAE AL Flay
A B 5 ek o ol A3E 44 ) FEAT AYF 2ol A}

o] &Jol thE ARAAM = ARZAT] K3 2po] §717ke] F8] E AlolA A A eNA zhe] AL
7 BAERA] Gskon, o]2A oF Tl Al fEH 717 Sl & AR Sl g A HAIAE &
A AP o] ARS7)Zbe whEt ez g/ Fohd IAES o 3AA S dod F
A A, B, Aol Atole] A 2t A ALE AT B GAE0] o] ARSI
o]7} A& Aolghe 7Hd 32 FRAH RN AR H 7k el dutal M AYE A8 IA HAAE B
Atk |24 AT o AR7172 B gk Fuf €] W AHEIZE B2 ole &HIAE 917 AH| A9
T7ke] QI AA M T ZHEHE Hols RS & ol Eatal 23] A S EHdLd]
% 12tk Shin, Sohn, et al.(2014)2] AT A = A) A e AAC 3t BgA] BiE RS 8t
HA Azl mE FaEAd Bh 3 el g © AAE 95 FE vk wEA A" o] AR
ZARE AR A, v el A7) Sle gl 717kl gk 22 A7) Aol A A, Wk,
Hlel] vpkAl kol el 39 Aol ek e AFu e 7k G v F AFE HAA
7t 8 g Ao ol HE 34 A FE FE olel] thgt A gk Mol sof & Zolrh
AlZre] §Eo 7 et B sAHH R Bt A, AT ol ARE7IZ Faglol A"
so] 5 Al s dSFehs et ol 7t e 7S wol s HH T A AAL
S0l e dHe AARTL B 5 S Aotk F32 A2 oA, F5hA t3k 344
(Table 4) Difference in path coefficients between the two groups

Path Critical ratio for Significant Hypotheses test
difference difference result

Benefit perception — Positive emotion —.346 Not existed

Benefit perception — Negative emotion 972 Not existed )

Positive emotion — Attitude 1.224 Not existed Hs3u ;’; (;E:gy
Negative emotion — Attitude 472 Not existed
Attitude — Repurchase intention —2.755 Existed
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