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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

product type

M SD N t-value

- - 1
Profit Take this opportunltyA for profit! A 5.00 117 20
o Pack your luggage with ease at anytime and anywhere. )
Utilitarian Miss thi - i ossl 7.30%%*
Loss iss this oppor unly and i s your loss! 976 120 30
Do not tolerate the inconvenience anymore.
- . )
Profit Take this opportunity for‘ profit! 513 11 30
) Taste fully style at anytime and anywhere. )
Hedonic Mise thi ot i oo 9.87%#*
iss this opportunity and it's your loss!
Loss Do not tolerate the style anymore. 2.37 107 30
e X001

o g Aoz yehtth(t=9.87, pl.001). whekA

FEol WE wWAA] ZFo|ge] xz}

439 Aox AVHAL. AFHI ©E
PBAHAES tFoE & wAA Zaol Ad
%A} A (Table 13 2k,

st Mg - B Ael
Aol goE HEY

shom, £ 33099 @Al PBAMAE §
SR, A3 WA Zelol H3 (019,
E9)el Weh FRE 4744 POPRT 2A4EL
ANGAT, ARFEE 20159 89 15U%H 25
A 7R AAstgon, A58 4RA F B4
S Bedd AEA 2EE A9 @ 30887

A% A0l AEH AT

B Q79 AREHLS SPSSIB0 EANANAZ
J ITEATE B EHS A%
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A AT S WAt A 30 ©]/d-40
o) "wro] 308%(959) 2 b wekon 20t
o] AF~30th ®%F 29.2%(907), 40th ©]AF~50Th
m ek 244%(759), 504 o] 156%(48%) 9 &
ojgith &Ee gty &) 682%(210%)
F =goen, 153w £4 olstrt 15. 3%(47
), W
Astol 65%(208) +O 2 YEFTE Eﬁfﬁ A
AP/ B2 A 0] 481%(148%8) 2 717 Bk
B 201%(629), AE2 91%(28%), g}
75%(23%), A9 58%(18%), 71
)& A BT
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(Table 2> Preference by POP message framing, cognitive need for closure, PB fashion product

A8} 24500 oo SR i3l
AFE B AASAT Y 7+ Wl X
2487 F319 Cronbach's #HS 924010,
3o % 39 Cronbach's 3t A 93308 =2

types mean(Standard

deviation)
PB fashion product types
. Utilitarian Hedonic Total
Variance sources
POP Message framing
Loss Profit Loss Profit Loss Profit
2.66 217 2.61 4.1 2.63 343
High -0.91 -0.87 -0.83 -0.53 -0.75 -0.51
Lozl 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 3.21
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,

fashion product types

cognitive need for closure, PB

Variance sources 55 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 433 1 4.33 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 713 1 713 14.48%**
error 140.93 286 0.49
A*B*C 433 1 4.33 5.10%
error 242.98 286 0.85

*p .05, ***p 001

- 30 -
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T2 18—‘%6101] e FAFE ek o W, F
79 333% VIEe R Fgd sgete 219
2 xﬂﬂ*l?iouﬂ 333 2Fe AAFAST =
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2000: Choi, 2012)& AA 3= A

TALT] Axo] wet FujeEe] mAE
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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 * -
Cognitive need for closure(High) 8174 ! 8172 210.03
error 52.84 131 04
POP Message framing * .
13.65 1 13.65 33.19%**
Cognitive need for closure(Low)
error 63.35 154 041

% pC 001
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wEl g Fa3 BAE AAEG Y, BAEAAE
(Table 4)%} (Fig. 1>l A AIsATE
POPH A X 83 AAFAEF 7+
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{Fig. 2> Interaction of POP Message framing x PB
fashion product type

(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™ .
154.71 1 154.71 237 .84%**
PB fashion product type(Hedonic)
error 186.04 286 0.65

% pC 001
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T8 H52E B (Fra=123.36, p(001) 7} ol Al AEFL 75H 43 e
g Ao g yehd (7HA 3)o] A HAT o] AAQN AHE ANt Aol &xAR F A=
We B FES BAL ANSAT BHARE 9 Ao
{Table 5)¢} (Fig. 2>l A A5+
POPHIAIA] ZHo]® &3]3 PBIAAE &3 7Hd 4 PBRHAAIE FFo] To=d wA&
el AEALEN FAS AR 23, A4A QL ANFTALTO W} Ao)7t 3L
AFel M ToEd Fo3 Aol7t Ye AL Aot}
e TH(F 05, =237.84, pd001). ¥+ 2837 A
%—9,] %‘?‘01‘—\:‘ .9_‘/]1:011 0101 T'-Q]tﬂ— i]'ole _Hio] 35— PB Fashion
Product
A EUTHF10,=0.12, N.S). &, =3 PBAF 3-35\ 7777777 Hedodle
o] A5 &4 HAA E'D'ﬂ"]%‘( =264)E} ©] p 30 200
o] WA ZgolW(M=368)S AAFAL f . 275
O =& 3955 Hol: AR yghyth o= ¢ 25
Mittal(1989) ¢] A&t upe} o] #H A A F9 .
A% anARAN AR AAH DEH TR oo
4 7o) Artel 2@ 71Fe] HEE FHA
ool AR melo|o] LulAe] Bejs T =
S FUAY AOE BT WA 48H AF Hh L
. _ . _ Cognitive need for closure
BE arde AARL AEARAYS AR, {Fig. 3> Cognitive need for closure x PB fashion
AES FAHolT ARH SFE vpgo 3 product type
7}8F 22 (Strahilevitz & Myers, 1998: Maclnnis
& Jaworski, 1989) WIAIA] Zgo|o] oS W o o e
7 s} = <]
A ge Ao weAth W AW PRAA THE PEAMAE £33 AAFAET
AE BES o8 POPRT A A WAA zd AeAg a3 (Fas=14.48, pd.001)7F <8k A
3 AN= )
oyl mE GFHE weAor & ol Az o ot IR b ANALUL ool we
9 Z2EI BAL Axsgy. EAdns
4 AEY AT o9 WA Zaoly BuF A or T 1t EHas
(Table 63 <Fig. 3)°ll Attt
(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 * .
Cognitive need for closure(High) o314 ! o314 187.24
error 37.18 131 0.28
PB fashion product * l_ N
Cognitive need for closure(Low) 9.56 1 9.56 30.56
error 48.19 154 0.31

% pC 001
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PBAAAIE 8% AAFTHAET 7] 45z TAEE AFH AFol tisl] o FHHSE W
S8H EXHE AVE A AAFAETE =2 gt Zlolgt B 4 itk wEbA AnAke] QX FA
Hee A5, A&A AFM=272) Bt} FHH o] wEl oust PBIAAES AA T A
AEM=335)° o T4 zte A2 Yey A7F - FosithE AMS AEQ] s ol
Soxo] wWE Ao|7b F oA THE 15 =187.24, yE wA Y A= doAs Al gk
pd.001). 3 AAFAE77E B2 JT A F
gH AF(M=300)S H&9 AF(M=275) H 7bd 5. POPHIAIAl Z#lol 3} QA FASF7F
oo SHASE Friste ACE Uy 9% oz A= Y PBAHMAE 13
o wg Aol7b Fog AR YETHE 5= of we} xfo]7t & Aotk
3.056, p<001). ol#st ZAzIe Kruglanski & 1"5:/—‘4 A3, POPWAIA] Zg o1y, PBAAAE
Mayseless(1988) ©] A7 upe} o] AAFAE g, ARFALT 7+ 39 JE8 g3(F1.286
T7t =EFE A dEAY Asle] AL =510, p{0D) 7} FresA debd 7 5= A
Ue Aoy A7 vtgo 2 AAR S & oAk olol wi 9@ FaEI 24S AN
= Aol 7] W AEH ¢ FAH &40l 3, B AAE (Table 7)o AABTH

(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

#5001

(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

% pC 001
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AdaloF & Aol wh, = PRALAAES < BARC AFe] e 54 22 FAAL A
AFAET7E w2 2HAE LR o9 HA HE dzeor & Aot
A Zgolgog FAE POPFILE AAStE A YA, PBAAAAIE fd 2 2vake] AATAS
o]l ZokE AsAlTlE del a3 Aot TE 3= FoF FJoAg 2t e Ao
Z Ueet & dASEAETI sl B
V. Z22 2 KA A 25 =4 PBAAAES Aoshe Aoz
vehenez dx 484 AF FHeE 74
2 drE A2 UM PBAES F¥e] A o] & A PBAAAES HH AFOE
ToFE g mel Edie] POPWIAIA Ly A= slor & 2] stk
ol F¥ &LHAe AAFAET, 12| PBH o A, POPHIAIAl Ze|o] |3t AAFZ S+
AAE el Tofwel vAEe FFS AT 7b oo vAlE JFS PBAAAIEFEA ot
2 stk ofell tid Aed AAdE vt 2k g Apol7k e AoE ueyd. 5 2484 PB
A, ZAi el POPHAIA oy §3% < AN Z L WA A zZgo|w ¢l ] ALT w=
AFAET 23 PBHAAE fr32 247 29 Do frod Aolg HolA &skrh ey
Foll Fo3 ¥ FE AR YEETh At PBAAAES IAFAETE 228
A, 2] POPWIAIA Zdold F3 74 & THOE ofe] AR Zo|ro] A € o
HlAbe] QIAFALTE SOk {3 JaAE N7t w& AR dEEth webd 14 PB
237 Qe AR ushgon, JAFAETIH HAAF T A=A AF Wt POPFILE +
EoATd AF oy wAA Zdolde &4 v 4 2 dde dAFAETIE 52 avAE T4
AR ZEoldEY ¥ gAHoE AUtk AL oz o9 zgojy wAAE At Aol dA
Z Usgth ol JdAFAETIE w2 2HA Al WiE SUE olFel ¥ F sl 'A< 3
A g W dFFoly Fae WideA v A AHYS AT,
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A W QATAETE AL F e AF T &P A o 2 & vl
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A7h e AeE gtk &, seE PBIAAA F9 ole ol wiAA ZH ey FIE AA
F9 A5 ol wiAA Zeold e AXstE Aol st AEA AFole wiAA Zdoldt dAgl
£ wAA ZgolgET aH AR v °of AFe] 7eH A% Fe FAHL HHE
wou A&4 PBHAAIFL wAA o] A ol Bl F Agds FUsA
uhE EA7F vEhdA dskeh uhEba Sl A ok wEbA A e ok 70%7F AE WA o
Hed PBAAAES Hde=E POPELE 4 ojdtts He xAT W AF FIF 2v A
g o= o] AR ZH oS sok shn, A of wel AHEsA Zgold ® POPFILE €<
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