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Abstract

The aim of this study was to explore the effect of combinations of diverse methods
notifying price discounts (i.e., reference price, odd price, and discount rate signs) and
the relationships among product attribute perception, discount perception, attitude
toward product, and purchase intention of product. Experiments were conducted where
12 stimuli of different price discount information notifications regarding T-shirt
advertisements were presented to 352 informants. The results showed that notification
of each type of discount information increased discount perception, whereas no effect
due to the size of letters used in the discount rate notification was found. As more
price discount information notifications were used, discount perception tended to
become stronger. The results of ANOVA analysis show that both product attribute
perception and discount perception affected attitude toward the product. In addition,
product purchase intention was determined by attitude toward the product as well as
price discount perception. Based on these findings, marketers may want to use a
combination of methods of price discount notifications in advertisements to deliver
price discount information clearly to consumers. Confirmation of discount information
using multiple cues would help consumers to notice and perceive price discount
information provided by retailers more effectively. Discount information is crucial for
increasing both purchase intention and favorable attitude, therefore, diverse strategies
regarding discount information presentations should be developed, tested and applied
in the real world of retailing.

Keywords: price discount(7}FZ 82, reference price(Z77FF), odd price(HF=7}3),

discount rate(e9l&), combination(Z&h

l. Introduction
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JAEYl 4G Ago] B3atE L 7HAH|
Tzt s A A AdE 2 FE Aol7t HojA| L,
AH|AT7E Hohs AEHEs BEsHA okt o]
g AJFO 7o)l AEHEE aHFoZ Adst=
o] gt At L ol fiEo o sl &
4 Qltk(Jang & Lee, 2014).

AR 2 - 2zl Ae] A Gt BA = £l
A 7HAER] Aol B AstEI 1o, S &
3| @A A&EFwE sk 4H Hd-2 200fRH
50~60tf FEdS AHKEANATAE ZHA et
3L Qlth(Lee, 2019). 3 B4 717F A&EHA 4
AlFolut Et ofy e} thefet AHA F-5A%
o 7147374 g ZA7F ==L Itk(Shin, 2019).
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HE & 7HAAZA] o] He FEIH FE
Aoz A Hedl, AFEE FE
7HAE @7t sEle 7hsshe $8% 947 |
o ZHA Rl et JH = gt o g AAH
£, ol#gt 7HAE FE AAMES 7HE S
et W= Ao I € UrhKim & Ryu,
2008). Kim and Kang(2003)2 £47149] A|A|oj 5
7 2u)2pe] Hhgo] FHHel Age vlATL 39
T 9L AT Aol 44 44 Hols B
o 7] oA TAe] 4124 Zug Aol
o AR e whge] ToioEE ASet
3 S TH(Opus Yonsei, 2014). 213} Q17140
o5t AFoA Jun and Chung(2002)2 7}AEQ] a1
of =&d EAFE AAFFol et 82 2|2
o] Aol7} om, S AR A3t S
Q=g | AeiMe SV eleS

%
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AN Ao
474,
AvA g WA Age]
Foto] Z7jut sheh, 74l Aol AAA
of we} anjxte] Felxzto] Gk 4 YUk AL
soletgirk(Song, 2010). ©lef@ HPATFEN AL
72 AAGEE 9L AEdos B
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Rom, ohokst SAJAAE A AR o

S o &R ERIA|Zto] ¥ AR =Aof
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, ol gt ARIZMAL AEol gt 88t &4
Z SMHEA AEY o2 &40l digt Brtet 3A A
9 Y=g ZAot=d 83 FFE vA= 89l
oltt. 7]l FEZRE Folxl X2 &
&40 digt A ztat A gl tist s FAdst
= H 383 S vF AolH, Fuj Al A&
= 244 A4S Yo 2H ooz
q2o2 JFE vAEe 920Y Aoz &t
2 A9 BEX2 ARZ AE oA ot @
AFE AALHEl, EA7HE, g7, e =
ANS] Agto] IR Aol WA= JFFS Yoth, &
AR AR ARIA AT AR &4 Ao A&
of gt =S FAgot=t TS IFAIAMAE
YotE |, AR AFFo] gt et eI Zto]
o= s FAok=dl SaF 2RAJAAE YotE 1}
Shch 2 A3Azte 2891 a%Eo|y 7|e Falof
WRJAFEE oBA Aotz Zo] B AHHAA|
gt 71 2R AS AFota, o]FA dojxl FRIFE
A zto] 3o Higt Bt il FAol7HA] 2
HHog JFL nAE= 24EA £33 ARSI}
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Il. The Literature Review

1. Discount information notifications
AABAE BT ARUACHAN WS Fag

AeE et 45 Faet & - 2zl wiFolA Al
FO RJIYEE o adH oz dgspr] As) oF
TR IAHEE LEAY|AL QU AR
£ AAshHs e EHEE BASHAY, &9
&2 BASHE A 9o DRlE7] A 7HHS Ield
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1) Reference price

Z7 7} (reference price)°|T AH|AE0] AFEY
ML Hud ) 71208 4= 7ML O &
7Holl= AvA7E A ZHA AL d W EA7H T
QRO A AAR FAE HIF O R Sh= QR FAHA
o] A=Hl, 71€ 7HAE U 7HE T} A AXE o
71E 7HEE 95 EA7HEY 92 RFth(Krishna,
Briesch, Lehmann, & Yuan, 2002).

FATNAL AUt AES TSk Aol
4 wEEoRAe] e Shed, BuE
FA7140] A AlAE Beole EA7HAS AAISE
A FE HEY 4HARE0] AEE H AFsHA Hi
gelo] HAZS o 5| AASH| Erh(Krishna et
al., 2002; Park & Shin, 2010). QJE&AES iAoz
3 AFATAMNE T A AE 2ATMEL
AAsE W Faro] AAE FAF gt A=
T, FEAZ, AR, FH et B ok
Z& F9l5¥th(Jun & Chung, 2002).

2) Odd price
Sevtels 7k BAEL 7ot 9% 2

&
2 & F= 7HE A ST Monroe, 1979). @4
Aol et A guae At AR, e 3
HE offrEsto] RAXZES ERlrh= AHdoA= &
= ARSI W47bAS A8 T 1,009, 10,000
2, 100,0009 59| H471A 0% EA S Foof o
2% 242 g4E v A4RAE T 4 9o
(°ll, $5 — $4.99), S-uUtete] Afoll= 22
919] Abgol B4 ot B4l 109, 509, 1009
52 wl 7HA ], 10008 — 990 &2 950¥)o0 7
AAFe N 7HATRIS JAASIESE 52 UTh(Jo,
Lee, & Lee, 2009).

A8 A= Al 7198 fZo] 7HEAPEE J
g o M Fasitty gaEE JJ[E X (left
most digit) g FXrolvt L2 Sl= AR § &

Wy AP BE 24 WS 2R5AT

3|AFst= A3Fo] rk(Schindler & Kibarian, 1993).
STl oleld ARE4E wEonA Ande
& 740l Wt AASHEE FEsh= Aol At
(Park & Lee, 2013). AH|AS0] 7HAAHE & o 9
zng 9Emoz goze Mwsi: HH(efio
right comparison)& #X=td| $2.999] 7|7} $3.00
Ho} 3 QIAEE o|f= ST} 2004 302
v Q17| whiZol R 1AES] 74 e} fjiE2 ofyz}
11 $FcK(Thomas & Morwitz, 2005). 9|& E° $3.60
olA $3.59% HHH HS547F WshA] gkl 117 Eof
A71 2ol ARAEL 2719 AolE HAA X4
A Xt Aol U

SUollA AAIRE A3 Ao et al., 2009)°4] AF
THlE(TE7HE: 11,9909, F87HE: 2,0009)2 7HA]
ulo] AYE(E57HE: 199,000, AAH71E: 200,000
WDE A=ERE AP A1, A7H4 AlFolA= B4
7tAo] 17t AlFolA= A4S A B2t
ZtAo ti5fl o 384 HEE g5k RS & =+
S I The A, ololE)e] T (69008
7 ZA7HA(7,0009), 53] @714 (69,000)
I} AA7HA(70,0009)001 4= TrHE AA] AL AlE
of thgt it g ol dglo] B =obA|
= Zo] A AT (Park & Lee, 2013). °|AH o|F
Aol thet 7o) 394 ool waAEl 4y
AF+Eo] AT

3) Discount rate

7}2 A Ao T3t AFAS(Mazumdar & June 1993;
Petroshius & Monroe, 1987)2 Q& Z}=of gt QI
A g A= A 27]Hoh AiFQl H&o
&gt ‘Hl&EA Nd E AAISHIH. o]HE
7ol ZI8kstd 7HAERIo] Adlados AA =
< fEt} A& FHE AAEHAS o o FE3t
AEZ drolEoiR 1 ¥ A5 EoZITH(Song, 2010).
Darke and Freedman(1993)% Q1712 Xt} &Ql-&o0]
AAE o dRIXZ-S o Bes] & 4= vkl shich

W& AH|AY] ZHAAIRMY 7HA] 8] T
= Tt 2HREE T 27 Al dur SRlE S
SAET = FRAEY A Zo gt 7HAERL o
2 H715kck(Peter & Olson, 2010). HAEZ HA|H
BRI 71 Hslo] dhe 241442 QLA Fefspl
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of FujE7]E Lol&d 4 Sl WAE FEgi
A2HAEL2 HAES B35 G2 Q2lsh=d] 4]
A7t HAER 7HAERIS Ao 71£4] glo] 7F
AL wsHA =ol At 275 Holy] Hth(Chen
& Rao, 2007). webA] o]d AL 15t A EHE
2 WIH HI7HES IR AA| Bt JE
E9E A3kt fAlES] FHIE 7HEE A Aot
AHIZFES] ERIAZES Fdistely] Yol kit

b

o

2. Consumer responses toward discount information

notifications

1) Consumer responses toward the letter size of
information

9 (attention)Zt 7}Qlo] EAT JHE HE Y
A7l 499 g2 ofufdttt. It AH ] SR
of wet oL olgste] FE ASsh=tl, 2 F
oNAE 2HAR= AlZA o Holgols FHO F7]
7b 7P A0 gt Al 005 Eols 84 B
Ao =EE ARAPE B JRE AT o s PR
£ A4S TtE= JES FrH(Lee, Yang, Hwang,
& Choi, 2012). FE HTHH4] & XS 7K1 £
Ho2 YRS YASIT Aelshs kg YRA
Agpol ofel, 747 718e B3 dYst AR &
ol gJ&ste] AE A skl siEshs ARl A
T4 BEAR Aol o A= FollA MY 2
Ad 2ol H= AEAF § F25 ol At
I 934 JckKim, Choi, & Cho, 2009).

23 271% AR Y 2 9L
24 2 AL o 48 ARATE F9T 5 9
(Myung, 1993). 9JoF% 240 AT AYAT
A Lee and Jeong(2014)2 20t H-E 70t 7}A] thF3
AZHNY aBAES tFLR 6, 8, 10 2ES] A 7
A 224 2712 " AE 7HEA) His) A% Ay,
A, A, Az duglol 7HE & 2491 10
EEQ JH HAE AP sk 1Y 20~
30t9] Hfoll= 10 EEHT 8 EEQ] 7H540] &
A debed, $2 At ARe YrjHos 2 2
A AR W o] o] Eol9A oo}
BHFS =7 4 ek 4H5HATHFuchs, Heyer,

langenhan, & Hippius, 2008). 0|23t AT Z21E &

-

2

A
=

A O
2 9]

S5 b

g

p

4

- of2of 113

SIE o Fo FRAFEY Aol HEI A
A7) wet 48R ¥Rgo] e 4= okl 2%
4 ok BEsE AF AT A Coutler and Coutler
(2005)= A47He} &7 22 27171 SRAAZ
Fole]o] QS FATE ATE Hastged 7}
Zo| w2 A7l o & A EEE, 7HFo] W2

F7He o AL 24 EES AgSHE Zo] LI

olet sheict.

2) Consumer responses toward combinations of
diverse discount information notifications

BEE OF S Agste] HHEHoE AA|
3 ) S YRol gt AA5ET 7o Eo] Folxl
THJeon, 2011). TRIAH} TATE AofA] TRE H
A9t ERIFHES A sk F 71 o] detol of
Sl AZ=A37}F 9199=1], Della Bitta, Albert, Monroe,
and McGinnis(1981)+= &21&37} AA7IEFS 5 A
AR W FRAAzo] B AA AEl et At
A% § ¥7) B Hoka solct. )5 RololA
FTHA HASAEE AXNE AT AFE Jun and
Chung(2002)9] @77+ Y], TES} B4 =0 o
S FAAEES o83 AoNA DRled ERI7HA
2 EA0) AASHE o] 7+ 7 X Wt A4Sk A
O

o
, FAAL, 7R =

Bt FaugEe] et A
otk Rg wastack.

3. Antecedents and consequences of attitude
toward the product

Fie AECl T AEE AsTde=M Fad
L5 AFl gk T JIXE #0lal, JEE HE
Fog AgFo] digt =g FA4st Fd=E =
Qltk(Lee & Kim, 2011). Ajzen and Fishbein(1980)2
O B RO A ABlRl= AAloIA S27F 84
of tigt B7HE Hig o= diide] it 384 == #
B3 HEE FAH HiL, o]A2 FFI=E AH
Hog d&ste Wlolgal stk

AZF Het 2 $42 7H, AR, A8,
A} Eold|(Kwak & Lee, 2002), 7} & 7|¥tog A
ol tiet &4 845 Alsteld AP TH, 29D,
1SAF8A, 554, T2, W), ARIREA
4, A £E 7HsA) A28 FRETH(Wiedmann,
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of THet EAE QIAISHR oldfsks ey Tgelet
& % Q=EI(Kim et al, 2009), FRAXIZHS EF7H

3} vl wste] elrtdo] Aokt AAY &7 LA
Ao tigt Aujzte] Azto g A Ech(Coutler &
Coutler, 2010). ¥t AJFHAN digt A4 5 <l
goli} 27714 5 FAHRE o LojF TelA]
742 AlEel it B7iel e igt ofy 2t Frjoj e
A= HYH JF vk ATAIpL Ut
(Della Bitta et al., 1981; Inman, McAlister, & Hoyer,
1990). FHlolw et S0 3t FujolAE B3
o AL AR A Aol tgt Frret i
o gt F54 BEg o Pso, Pt 7}
% AHIT 9o} 2u4 THPEFY] Fa T 5H
ez IHHE(Lee, 2007). 714 FEE= A FH
o YFo ke Qlo] Huo s L3 HRH e
A F84 iAol HAEHKim & Kyung,
2015). &, =AY ARGl mebA AAeF o=
Al Az o= low, WA XZhE 7HAL o o
98 e v Aoltk. o[ HY FAXzo] Tuf

o

Q1 HHo AT ANE B TAANAE Z3lstH
& Asog olojd 7HsAdol Erhe AE BHoF
= Avetn o 5 ok

4. Research problems and hypotheses
APAF 25 B E thay 22 ATEA
ot 7HdE Aottt
AFEA 1. AFAF FarolA LRJIFE AAGH
o wte} 4E)a whgo] gebRA] &
ohct.
H 1-1. £77b20] RAIE Fao] ot gz ke
F7710] AAEA FL Fmol st
we} o ok

H 1-2. @57140] AAE Faof digt Fexzhe

Wy AP BE 24 WS 2R5AT

7o) AAEA e o T A
Wb o B
H 143, 89l€o] AR F7o] that Telxzhe
el go] AAEA ke o] et AR

ol

_g ﬂ‘ mo‘
< o
i
&

H 1-4. Al S 7F 2 3Fao] st &<l

= AA]
HAZF A2 Fare] diek AR

to
k4

l

N

N
Mo r
i)
ro,
i

fink
i
£

A%

Al

ih

S5, BEIAGR), T
W 27 (5/ei2)9) HRAA A
e 7 7+ TeIX| 7o) Holz}

y

i

of

20 oL M oy 4

o

ATEA 2. FAE FAOIH B it B
A7}, 2427}, 3B R i, A
Eo] it Fujoo] JFVAZ &
opzirt,
H 2-1. 480 at A2k 48] et He
o 34 @ wHk
H 22, AE0] tha 477k AEo] et He

o
H 2-3. &0 tigt SAAZ-2 Frfjojeo] 4

H 2-4. 3ol Higt

. Research Methods

1. Experiment plan and stimuli development

B Aol Holndd 3529 HEAE o
o= 12714]9] Fo] AFEE Agatel AR
& 127] A52(O &AM F+EeHg Fdele
T, @ EA7HE ety Fadeles A2 24,
® FA7ME F+dp7Hy Bl 22X, @ €4
e Bkt gEelg B 6 474 Rk

STV RUR AE BN, © FANE it
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F57HE frdlle 2 FH)ole 24 DRJIEAIS 5
Aot QFAFE ARzlo] Y= ek (Table 1). H+ A
9 o tstie] tfg 4] +385E SHOR A7t
SRS BelmgstdoH, Fo] A== Hel 4
ol SHt=S Sttt & 1239 AFES A
AHHL SEANA FAAR FFHE=S S

ZHAE AN F =AM, g, g
FAIZE FABE AA Al 7HE HIeHA] A= AL 9L

<Table 1> Stimuli for experiments

o

- 2o} 115

& "o]E E (Hyun & Hong, 2002; Kim & Kyung,
2015), 0] Al 714 ANBEE AT R MY
o 8 24 2|k SO Fa% FHS U
8Rlo|2 & (Lee & Jeong, 2014; Wogalter & Vigilante
Jr., 2003), 22} 2719 JFFol A=+ WSS 1
sto] g HA| Al A 2715 HEA sto] Adst
Rtk 22 XA A7]= THEAE 22 T2 519
L, 22X Z7= FA2 249 38 271E Figt

Discount rate (No) Discount rate (Small letter) Discount rate (Large letter)
Odd
price
(No)
Refer-
ence 30,000 25% 30,000=
price
(No)
Odd
price
(Yes)
29,850x 25% 29,850«
Odd
price
(No)
Refer- 40;060. 40,0002
ence 30,000 25% 30,000
price
(Yes)
Odd
price
(Yes)
40,060 40,600x 40,000
29,850x 25% 29,850« 25% 29,850x
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242 AHgstart.

AZER B3 oluAS ARtALY 4F o2
U3} e Lnl o] JFE HNE F4 89
o[ HLE(Kim, 2003), thE 8.4:9] JFHL HHAL7]
SJste] 7Hset Bo] gl TAlo] AMe] 4 At
Aoz diFeol g4 1% V| P42 YuE X
EAoR ARt Be 4ES ANAOE Kol

27] 98] wjAALE 3kA] gk Aol Fo.BE (Kim,

=,
%
oft
_o#
fr
(98]
)
i)
o
N,
e
lo
b
ol

&5 AEE & 08 ol AYAF(Kim & Kang,
2003)0l1 4] AL (%)E AAISE HS- 20%Y o 7+
T =7t 3, SlE M) R HHEE AAIT
B85 30%Y o 7P FuolE=rt w9t A3t 9l
o}, o= 3 7HA] o ARGl whet YR WA ¢
E F7ERl 25%9] 18- #4839t Aok &
5714 A A SquetolA 19 ©hol= Uut
gAYl BEEHA & 509 9o B2
Ago] Hiwshe 1009 TR HAelgS we
7VA1} 2po|7F B8-S 2] 29,8508 0 F S}
L HEAES AEART EJAREIL AAE 7
AR ZE FELAZ, AdE
gt Bx, 2AHS FEo| disto] 54 HAE A=
2

b

T

P

o
|o
ull

¥Q ox M
o O
N
N,
i)

J

>
)
filo
t
=)
>

2. Measurements and analysis
AEFEOE ARIA|Zo|| A= Jun and Chung
(2002)9] Aol A AMGRE FEZ FESto] “FaL A
2 W Aert A, Fa AES Fuiskd 7|7}
AU}, FAL FFOIA AAE 7HA L BA Ao, Far
AES Folel F AL Zolk, Fa JES] AASL
T U= Deleolnt, FiL AFES A-sHA &
miRtt}, Bl AES EAAH A =Fo] Hok, Fa A
FL FAANE B B3 A4ES Ao 971 F

A

et al.(2009)9] AFE Fxsto] “AAH FEFZ #
sttt EE5sich, F4o] Eoh, W A4S & #Es
o}, Yol A 7188 o}, Q#EQt AR 7155l B
A7F7F Qe P o ¥ oA wol Hojd &
U AEolth, W ¥ ARES W7t o] AEE At

718 v oltiel 971X GRe ALgstel 245t

<}, Itk fostoh, 3ot Y] 4717
o=, Fuor= T 14 Qo ¥ AEE 7T
AL AT 9] 1714 FEo=m S5t Az
Z HZof tfdfl A= Fiore, Yan, and Yoh(2000)9] 4%}
55 &80t AgeE dH(EEEH], 25, @714
B, AAA =] AEhel His sk, A71gt
BE $2E 59 YAE Ame 25T 1 o]
4, 9, 9E ARFNY 5 ATEAY S48
2L WRE0] AGHT BALHS spSsE o8
Sjo] 718, rtest, ANOVA, B R4, A1
= BAS AAstgon, Helx AoRAI AMOS
o1 g3 H2EAE UASL

il

V. Results and Discussion

1. Demographic characteristics of informants and
manipulation checks

D@Ae] AFEAY 54 AuEA Yo] 135
™H(38.4%), ©]/do] 217(61.6%)°|R o, AFL 21~
25K1(40.4%)7k 7V Be $F ARetgom, 9 o
£ &L 10,000~200,0009712] 7} 80%E X}A|5}
ATH(Table 2). AFHFER DFPA = 23FHE
36717 BEE|gdd], A7EA 543 494 ¢
7ol High B7roll Hzt Zpol7h AA=AE Lot
7] 915 ANOVAS &3 BB ALE S5H{TH(Table 3).
7 3 A4t Ao) st Yek 7k Aolvt fge
o, A &7 43=0] ot A 7 Aol& Qle A

o= Ueht dYzrao] AYSNULE ¢ 4 AUk

1.

2. Test of hypothesis 1

S 8BS AN VS BY UKL 9
FEI gzl hat BE 4320l thste] 242 sht
o] g9lo] =&How, FEFEHAZ 3= 270
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<Table 2> Demographic characteristics of respondents

Division Contents Frequency Proportion (%)
Male 135 38.4
Gender
Female 217 61.6
17~20 65 18.5
21~25 142 40.4
26~30 79 22.3
Age
31~35 35 10
36~40 21 5.9
41 and over 9 2.7
More than 10,000 to 100,000 143 40.7
More than 100,000 to 200,000 138 393
Spendings on clothing More than 200,000 to 300,000 41 11.6
for the self
(KRW/mon) More than 300,000 to 400,000 4 1.1
More than 410,000 to 500,000 11 3.1
More than 500,000 3 0.9

<Table 3> Group differences in demographic characteristics and experimental conditions

Variable F p
Gender .380 963
Age 351 973
Experimental environments (Lighting) 1.130 336
Experimental environments (Temperature) 712 127
Experimental environments (Ventilation) .546 .872
Experimental environments (Room condition in general) .647 788

o 89102 Uylo] o|E FE 8L Teste] 4G A|Zo] BEOUH=236T; p<05), FAL EA| A
4 SN2, A SN0 FHsidnt o5 9 AU 2 AL AL Ao vl FAX|Z}o] %A
2910 tiste] 89l HalEe 6285 86470 B gloleh o]&A AR 11, 12, 13 & AXHYL, 7
zHglon, AT ASE 72 oo AUt A 14k A & 12719 ARA 7 B2
(Table 4). 0|5 viFo @ = o] Hagte 74t &9l IS 93] ANOVASH AE5e AT Ao o

oz Aste] 14 19 A3l Agstart 20(Table 6), B B 5] FIIAA] o] 23]

A 1t B DE 99 riestS UAT AWHTable o] AHGE FLo)E AT Wl wet Il §
5. 2A7H BAZ o A9 S ke A9l Bl o Aolrk Ui A & & 9101(F=4.290; p<.001),
o @Azl B ehdom=3279; p<o0l), & 7H4 1-5% AAHT LSD A%EE AelA
M BAE T ASE S e ASET AA AL 49 FAA o] A8H Heurt olg
7o) 17 Uhehdhi=3.969; p<00]). TALE HA 8 AYstel ALgT A Tl TeIAZo] 7

B 2UES EASHA o2 AET Ele Ueite 2348 £ & A
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<Table 4> Exploratory factor analysis

Factor Factor | Eigen- Explan- Reli-
ftem . loading | value | 27 | ability
Questionnaires (%)
The discount rate of the advertising product is high. .628
It is worthy of buying the advertising product. 701
The product price is economical. .825
Perception Buying the advertising product is well done. .819
. . The discount rate of the advertising product is acceptable. .689 5.049 | 56.105 | .901
on price discount .
The advertising product cheaply sell. 810
The advertising product is a help to a discount trading. | .772
A discount trading of the advertising product is good. 17
The advertising product is cheap. 157
Utilitarian | The advertising product is useful. 710
perception | The quality of the advertising product is good. .692 1.922 | 21.358 | .722
on product| The advertising product is durable. .842
Perception The advertising product is unique. 782
on the Hedonic The advertising product is very well expressive of me. .804
product perception The advert%s?ng product give joy to r.ne. 732 3413 | 37.920 | 850
on product Th.e advertising product‘ have a scarcity value. 709
It is a product often visible to others. 11
The people around me wish I buy this product. .680
The advertising product is good. .826
Attitude toward The advertfs?ng product Ts desirable. .864 2793 | 60813 | 856
the product The advertising product is useful. .848
The advertising product is positive. .803

<Table 5> Difference of discount perception by the discount information notifications

Factor t-value
M .D. Hypoth test
Item ean (S.D.) (p-value) ypotheses tes
Not used (N=177) 2,673 (.621) 3279
Reference price ) H1-1 supported
Used (N=175) 2.895 (.644) (.001)
Not used (N=173) 2.648 (.616) 3.069™
Odd price ) H1-2 supported
Used (N=179) 2.914 (.640) (.000)
Not used (N=111) 2.665 (.702) 2367
Discount rate ) H1-3 supported
Used (N=241) 2.838 (.605) (.018)
Letter size of Small Text (N=113) 2.809 (.557) - 699
. ) HI1-4 rejected
discount rate Large Text (N=128) 2.863 (.647) (:485)
3. Test of hypothesis 2 analysis)2 AAISICE 914 QQlEA Ay}, CMIN

ATl et Hjo] QA meo] ERE WA L 495.46(d164)01 7, QRCMINGNL 3.022 71
MBS g #eld RelRH(confimatory factor  gtel 3o THSA Ueht Fud AYEE Helrh
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<Table 6> Difference of discount perception among experimental groups

Factor F-value | Hypotheses
Stimuli condition " Mean S.D. (p-value) yptest
Reference Price(N)+Odds Price(N)+Discount Rate(No use) 28 2.389¢ .808
Reference Price(N)+Odds Price(N)+Discount Rate(Small letter) 28 2.714% .666
Reference Price(N)+Odds Price(N)+Discount Rate(Large letter) 29 2.746" 486
Reference Price(N)+Odds Price(Y)+Discount Rate(No use) 28 2.706¢ 718
Reference Price(N)+Odds Price(Y)+Discount Rate(Small letter) 32 2,774 481
Reference Price(N)+Odds Price(Y)+Discount Rate(Large letter) 32 2.690° 503 | 4290 H1-5
Reference Price(Y)+Odds Price(N)+Discount Rate(No use) 27 2.584% .599 (.000) supported
Reference Price(Y)+Odds Price(N)+Discount Rate(Small letter) 30 2.764% .383
Reference Price(Y)+Odds Price(N)+Discount Rate(Large letter) 31 2.673™ | 651
Reference Price(Y)+Odds Price(Y)+Discount Rate(No use) 28 2.976° 553
Reference Price(Y)+Odds Price(Y)+Discount Rate(Small letter) 23 3.030° .669
Reference Price(Y)+Odds Price(Y)+Discount Rate(Large letter) 36 3.276" 703

Note. abcd=result of the LSD test; Y=Yes, N=No.

(Kim, 2010). CFI+= .90, IFI+= .90, RMSEA+ 072
Hair, Babin, Anderson, and Black(2018)°] AJA|gt &
Ir 7122 90 oS S5 e #SHrs
< AR g8 =2 A2ASE BT, A2
A4=2] CR. L 8.2255E 14.37171K] X Eo] B
T 714k 2 ol (p<.001) F3J5tEE FAXC R &
ofsioict. Ee BERIAS AEI] Ao A
% 2 BREAFERAVEYS Aseinh st
7k Helo] gt Bt ARSIl A Al g
Hop 34 yehy Q1] wderg/do] SRl
O B (Fornell & Larcker, 1981; Table 7), & R o]
tiste] AMOSE ©]&3t 24L& AAEYT.
A3k (Table 8y HelHoch. RAATE
oAl CMIN: 554.13(df=182)0]™, QZHCMIN/df)S

B A3

-

<Table 8> Causal relationships among variables

<Table 7> AVE and squared correlations of research

variables
DP UPA HPA Attitude
DP .55
UPA .28 46
HPA .28 35 .60
Attitude 40 41 .52 .68

AVE: Values were indicated in diagonal lines.
Squared correlations between variables were indicated
under diagonal lines.

DP(discount perception), UPP(utilitarian perception on
product), HPP(hedonic perception on product)

3.052 71249 30] sA et FEd A%

Std. Std. Hypotheses test
Path Coefficient Error CR results
Attitude < Discount perception .19 .07 3.22" H2-1 supported
Attitude < Perception on utilitarian product attributes 45 .09 533"
- H2-2 supported
Attitude < Perception on hedonic product attributes (HPA) .38 .07 5.40
Purchase intention < Discount perception 22 12 3.55™ H2-3 supported
Purchase intention < Attitude 51 11 7.80"" H2-4 supported

CMIN=554.13, df<182, CMIN/df=3.05, 1IFI=.90, CFI=.90, RMSEA=.07
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£ H9lon, CFl:= .90, IFI:= .90, RMSEAE: 07&
FSotA ebh Fa AFol gk EIXZHCR=
3.22; p<.01), A4 JEEHIAXZHCR=5.33; p<.001),
b AFE LA 2| ZHCR=5.40; p<.001)& ArEo|| T
3k ol BRIl FaFZ mF o™, SRJIA|ZHCR=3.55;
p<.001)T} EjE(CR=7.80; p<.001)= Fufjo]xof =

oJgk2 uwH}. o4 71 2-1, 2-2, 2-3, 2-47}
A A = At

V. Conclusion and Suggestions

2 @79 B4 FuolH ot AT gn
AA] G o] 59 Agto] An|Rpe] eRIA|Zo] n
A g Yohr, YANZI 4B Wbl
&Eol gt "Heet =g Pk 2AJMAE
glsks Aol EAZHA (), G (R4,
BALHA(HALIAZIN) 2L 48340l
3 12709 9% B0 ATBE ALstel G 2
Aspst ool W2 AAES AmuE The3 Pt
AR, A7, G57H, DRlE #A T & A
b mSE Fal 2 BAVE G Fao] vie) wo
Folo] 719 FYshcta ST YL WY
Azyste A5t o 2A Leht, 2 BeIAR A
Ho] DIXZol|l A7 e AS AT & A
ol= #7712 (Krishna et al., 2002; Park & Shin,
2010), @72 (Park & Lee, 2013), T1& HA|
(Kim & Kim, 2010)9] &2 stolst Agjaze] 2
T} gkl Aol 53] BrlAe] B9, 9ol
st ®7|Ho] = g2ie} g2t drbA ] ol
HoHA] 9F2 4 Aeol= DRAAZ Aol Zpo]
Hol S JARIAR AN BT} S
A & AATH
=A, A& :E*] ZANAT 22 Z71E g5t
o RS SO B 3715 ol 3 e
24 27 5 AXz %r 29 HAste] 27} 2719
FAE Yolugtort, 24 27 Aol7t T
of A= ¥ THEEA U 2 2= 7F
E40] IS v)AE= F2 2004, dFA] AF
7} e HM=2545) 02 24 2710] UE 754
Hol7k H3ke 540l ek ABATE(Fuchs cf
al., 2008; Lee & Jeong, 2014)o]| A= 20~30tHS] F$

Q.

o

ok

2l we 264 g 2R5AT

o 22 2717} BA| AR ekl 71E Aol Ao
7t glon, 98 U 2 3349 F9olt o Hof
Be YRE w) o9l Hesx gt 3= Ut

=

T YR v Uk web AgeE TR 24 Al
=g olgalol YAYRE AFE o] ATHY
Aolet,

AZ¥E AIH(Della Bitta et al., 1981; Jun & Chung,
0002 et ZANA, B4AHE, BIE BA
Al 7HA19] dtadts ERIgt Ao zeoﬂ Al
o] o W2 9] HHEA7} AotEo] AlgE wf &<l
A|Z}o] l“‘ﬂ'— A& SRl Adfo|rt. o] AE Eff

2 Y wi7HAS AAIRTL shefte
TR &Rl A S AR 2 o] ERlA|
72 o gEgs| & o A= FEsfoF & Aotk o]
HE T4 HollA thdRt Ygo] AEE A5
A S8, Y JEE U
2502 AAFORA Aulxel

=
T
Au) olslg F ATE ¥ 5 Ak TE AX

1
L
-
L

Fishbein, 1980)9] o]2Z& AW sl= Aufolr}. EIF
ARAAZY] BRoll= H=8TE ofyzl, Fufjol o]
qyzoz Qe vAL W] WAL Be
S0 U B2 F FAAZGE Foewo] 4
IS u|x= 2Ql(Della Bitta et al.,, 1981; Inman,
McAlister, & Hoyer, 1990)0]gt= Ao 215
HolshmA day undols 54 &4, 59 2
47 AU BUY A% FEAE 43 4P
S ujxE WelogA I Bdo] F4Y 4 98-S
oj7-L Aol

B AL A2 gagne] £57 A
Hoz Agsol ARH8H A Yom T
AolA= o Hdet RAAE AP A&
of Agslolchd Are] NS o £ 5 9

o
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clstel AR A% Al el HE WS
1t BL7F AR=T, 10,0009 o]ste] A 7HA T2}
1000009 1449} TAHAH Y T2 w3t Hlw A
RPAROIAG T47hAS] 2 B} e A

H7F 21ol(Jo et al., 2009), o]& Zarsto] 11 F7F 7}
A2 30,0008 9] 712 A=ZAHAHE A3
FHRAFE € P At ofel el
o dsto] Z3to] 84S ggstoior & Ao]
ot M, 22 2719] g/l tiste] AF Al &7
M g7t #A0E ST 2A& Dot
A¥sAL, 234 218 % A o)y o] e 24
o5 AHgthd g 7ol diste] o BEet A5
o] olRola 4 Aglot W 4 He} BAZ o|F
AYIAE FolAT FEATOA Tjr 2719
24 2191 9P4E JFUTA MY o)
H| Ao thgt o BERt sige 92 o s A2
2 A, shjete R Hge] Qmtzt 200
ASH A=, FEHAFNA = Tt A

AMAES o Agsl] A7kg HTsitt o
7t g Aoe Amgch. Eat APEA A 9
ol FUAL HAS 5 gk ASTE £A 71Ho|
ANk au Ax2 L] et AL
she 497t 9lo] WAL HA| f/o] Thet H3k
FEo| ¥4 gore HsAol Ytk webA] FEAT
o AHAANAL olo] Tt Hgto] o]Folrhd
Z3te] H840] o Eobd Holck.
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