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ABSTRACT

This study intended to empirically verify the effect of message framing, cognitive need for clo-
sure, and type of fashion products on purchasing attitude of PB fashion products in discount
stores. The design consisted of three-mixed design of 2(POP(Point of Purchase)message framing:
benefit message vs. loss message) X 2(cognitive need for closure: high vs. low) X 2(PB fashion
product type: utilitarian vs. hedonic). Survey of this study was conducted on 330 men and wom-
en in 20~50’s in Seoul and Gyeong-gi, and a total of 287 data were analyzed. Data were ana-
lyzed with SPSS 18.0 program, and three-way ANOVA, simple interaction effects and simple main
effects analysis were conducted. The results of this study are as follows: First, it was identified
that the framing type of POP message of discount store, cognitive need for closure, and PB fash-
ion product type had significant effect on preference and purchase intention. Secondly, it was
identified that consumers with both high and low cognitive need for closure had high preference
level and purchase intention when they encountered the benefit message framing than the loss
message framing. Thirdly, the benefit message framing was more effective than the loss message
framing for hedonic PB fashion products in discount stores, but utilitarian PB fashion products
did not get affected by the message framing. Fourthly, it was identified that groups with both
high and low cognitive need for closure preferred hedonic PB fashion products. Lastly, it was
verified that benefit message framing POP advertisement on a group with high cognitive need for
closure was effective for Hedonic PB fashion products in discount stores, and utilitarian PB fash-
ion products showed no difference in purchase intention according to the POP message framing
type and cognitive need for closure.
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{Table 1) Preliminary research(Message framing)

Different POP message framing statements depending on the PB Fashion
M SD N t-value
product type
- - 1
Profit Take this opportumtyA for profit! A 5.00 117 20
o Pack your luggage with ease at anytime and anywhere. -
Utilitarian Miss thi — 1T ossl 7.30%%*
Loss iss this oppor umy and i s your loss! 976 120 20
Do not tolerate the inconvenience anymore.
- : .
Profit Take this opportunity fof profit! 513 111 20
) Taste fully style at anytime and anywhere. .
Hedonic Miss thi - i oo 9.87%**
Loss iss this opportunity and it's your loss! 937 107 20
Do not tolerate the style anymore.
e X001
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2. Holol ME|E 5 AN MA ALY FHH00 Tor ] SAHEG et
AFE BAS AASAT A" 7+ "eed AdA

1£@o’i.}.\_lﬂoo 2] 1:3/‘ ~ ,
) FHEL, FHEAA A 24 %487 239 Cronbach's @& 9240]90.0),
THARAZ A B AT 2 BRI 1A So% B3] Cronbach's & 94 93308 =

(Table 2> Preference by POP message framing, cognitive need for closure, PB fashion product types mean(Standard

deviation)
PB fashion product types
Utilitarian Hedonic Total
Variance sources
POP Message framing
Loss Profit Loss Profit Loss Profit
2.66 2177 2.61 4.1 2.63 343
High -0.91 -0.87 -0.83 -0.53 -0.75 -0.51
ozt 2.72(0.73) 3.35(0.48) 3.03(0.56)
need for
2.78 2.72 2.67 3.32 2.72 3.02
closure
Low -0.89 -0.86 -0.85 -0.73 -0.79 -0.58
0.75(0.77) 3.00(0.57) 2.87(0.62)
272 2.74 2.64 3.68 2.68 321
Total -0.9 -0.86 -0.84 -0.75 -0.78 -0.58
2.73(0.75) 3.16(0.56) 2.95(0.59)

(Table 3> Three-way ANOVA test results for preference by POP message framing, cognitive need for closure, PB
fashion product types

Variance sources SS df MS I
Message framing(A) 80.24 1 80.24 170.84%**
error 134.33 286 0.47
Cognitive need for closure(B) 75 1 75 5.39%#*
error 396.91 285 1.39
PB fashion product types(C) 52.07 1 52.07 155.15%**
error 95.99 286 0.34
A*B 4.33 1 433 5.10%
error 242.98 286 0.85
A*C 74.53 1 74.53 123.36™***
error 172.79 286 0.6
B*C 7.13 1 713 14.48%**
error 140.93 286 0.49
A*B*C 4.33 1 433 5.10%
error 242.98 286 0.85

*p .05, ***p 001
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(Table 4> Simple main effect results for two way interaction of POP message framing x Cognitive need for closure

Variance sources 5SS df MS F
POP Message framing * s
Cognitive need for closure(High) 8174 ! 8172 210.03
error 52.84 131 0.4
POP Message framing * .
Cognitive need for closure(Low) 1365 ! 13.65 19
error 63.35 154 0.41

0 001
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oy T— 42 POP(TWjAA)FT9t 2 W ) BEE
i S o1} H3o] W7 ¥ HYAL ¥ Verimeir
. S S T & Kenhove(2005) ¢ 978 AA G makd @
f s 5 914 PBAAAIES t)d POPZZ 74 A <1
€ | e e ZALTI} £ AUAE EHOR & A AE
’ S FRFoTR A HE BRH =E A
¢ )5S AZEE o]0 WAX Loy FL &
e 9% gl AFNAL & 5 Yk
7 - - 74 3 POPMIAIA Zelo]e] Bome] WA
Cognitive need for dosure = 9% QAFASETl Wk Aolrt
<Fig. 1> Interaction of POP Message framing x 9] Aot}
Cognitive need for closure
ao] Message
e W FE RS AN BAADE e | o
(Table 4)9} (Fig. 1>ol A A8kt o -
POPWAIA Zgoly faz AAZA&T 7 A S
o) ASALEY A2 AW A AXNEAL Lo | g 264
77 wedwe A% &4 wAR zyo)w :
(M=263)% ANAE W uek ol WAL = ]
oY (M=343) ANHAE W o EL& FIT 5]
2 BYHF»=21003, pl00l). E& AxE2 o
877h e Ay oA &4 WA Zao|y —— ——
(M=272)5t} o]¢ WAx =Zgold(M=291) PE Fashion Product Type
F72 ANFES o a3 RAe7 Y & <Fig. 2> Interaoftiac;r;ﬂg; F;)?gdmtests;/e;)gee framing x PB
oo W Aol7t FoF Aoz o=
(F1155=33.19 p<.001). ol AAFHAET7} &

{Table 5> Simple main effect results for two way interaction of POP message framing x PB fashion product types

Variance sources SS df MS F
POP Message framing®
PB fashion product type(Utilitarian) 0.05 ! 0.05 0.12
Error 121.07 286 0.42
POP Message framing™ .
PB fashion product type(Hedonic) 15471 ! 15471 23784
error 186.04 286 0.65

0 001
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o A% &2 WAR Zgolw(M=264) R} o p 20| 200
o MAA ZaolW(M=368)< AAFAL o f . 275
o xS 3RS Holk Aoz Urhth ok e 25|
Mittal(1989)0] AFa upe} 7ro] sHeha A Eeo :
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A Ago] Hrte) Q3 1Fo] HER FHH
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B e AAAQ AERAR S AXH {Fig. 3> Co;z?tnil\ze;Eej(;mf:)lrmzlr;sure x PB fashion
AE AHo| T ABHA /FS wEgoR H product type

7} 82 2 (Strahilevitz & Myers, 1998: Maclnnis
& Jaworski, 1989) HWIAIA] ZF o] e <GS W
A e Ao AgEHT wEl el PBIAA

>

2443, PBAAAE 33 AAFA87

O

. A28 G IH(Fragr=14.48 001)7F <3 A
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(Table 63 <Fig. 3)°ll Al s} T},
{Table 6> Simple main effect results for two way interaction of PB fashion product x cognitive need for closure
Variance sources SS df MS F
PB fashion product * s
Cognitive need for closure(High) o314 ! o314 187.24
error 37.18 131 0.28
PB fashion product * -
Cognitive need for closure(Low) 9.56 ! 9.56 30.56
error 48.19 154 0.31

0 001
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PBAAAI R 8% AAFTHAET 9] 45zt SAEE AFH AF da o FHHSZ v
L5839 EXHE AYE A9 AAFTAETI =2 st Folgt & 4 Atk kA ’\BV}«] AAFH
o] A4, A4e4 AF(M=272) Bt} g3 S0 wek o3 PRYAAES AA F A
AEM=335)° o a4 zte Aoz Yey A7b w9 FoaTE AME ZHQ’?J st ol
SO wWE Aozt Fo st v (Fr 13, =187.24, JE e npAY dee oA A
pd001). FE3 AAFAES 7L B2 AT A F
gy AF(M=300)S H&9 AF(M=275) H 74 5. POPHIAIA] ZH oW} AR EA8F7}
oo SHASE Hriste ACE YUY 9% SOk MAE P> PBAAAE 13
of W zol7b frofet RAOE YERTHF 5= of wat ztol7t & Heolth
3.056, p<001). ol¥s Az}= Kruglanski & v‘i‘ﬁ 3}, POPWAIA] Z#o]d, PBHAAE &
Mayseless(1988) ©] 13+ uje} 7ro] Qx| EH & g axEALT 7o 39 AozAE a3H(F1.286
T7t 2SS A dEAY ARsle] AL =510, p.0) 7} fFol8HA YeR 7M. 5)& A9
Ae Aol A7 vtgo 2 gAAR S & Atk olo] wi g FaEI 24S AN
= Aol =7] Wi A¥AH 2 AHH Al ¥, BAAHE (Table 7)ol AAsATh

(Table 7> Simple interaction effect for three-way interaction of POP message framing x cognitive need for closure x
PB fashion product types

Variance sources SS df MS F
Cognitive need for closure®
POP Message framing at PB fashion product 1.05 1 1.05 2.49
types(Utilitarian)
error 120.08 286 0.42
Cognitive need for closure®
POP Message framing at PB fashion product 15.72 1 15.72 13.84%**
types(Hedonic)
error 325.03 286 1.14
001

(Table 8) Simple interaction effect for three-way interaction of POP message framing x cognitive need for closure x
PB fashion product types

Variance Sources S8 df MS F
Cognitive need for closure®
POP Message framing(Loss) at PB fashion product 1.05 1 1.05 2.49
types(Hedonic)
error 120.08 286 0.42
Cognitive need for closure®
POP Message framing(profit) at PB fashion 15.72 1 15.72 13.84%%*
product types(Hedonic)
error 325.03 286 1.14
% 001
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