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ABSTRACT

This study analyzed the difference in attitude and purchase mtention towards products based on age-re-
lated labels and the moderating effects of gender, cognitive age, and purchase experience for 149 Korean ba-
by boomers. We created stimuli that included advertising phrases using two labels —“Senior” and “Preferential
treatment for the elderly” —emulating actual rehabilitation product advertisements. It was found that there was
a significant difference in attitude and purchase ntention towards products based on the age-related labels,
with the “senior” label having a more positive reception than the “preferential treatment for the elderly”
label. We found that it is only significant to the complete mediating effect of age-related labels affecting the
purchase intention through the product attitude. In addition, the choice of labels had a significant moderating
effect on the purchase experience of rehabilitation products, and the effect of the interaction of labels and
purchase experience on attitude towards products was also significant. For the “senior” label, consumers with
past purchase experience in rehabilitation products had a more positive attitude towards the products, while
for the “preferential treatment for the elderly” label, there was no sigmficant difference based on past pur-
chase experience. These results can help companies in selecting the appropriate age-related labels for targeted
marketing of their products to Korean baby boomers.
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o] woH]& AMthe] AF BE=st 7ol ool WA= G

{Table 1> Scales of Measurement

Variables Items Cronbach’'s a Sources
I am positive about this product.
Product I like this product. 89 Shamdasani et al(2001)
attitude
I prefer this product.
I will purchase this product.
l?urchgse I am willing to buy this product if I have the chance. 88 Bower & Landreth(2001)
intention I am willing to recommend this product to people
around me.
I feel as if I am years old. Barak & Sehitt (1951)
Cogazfve 1 Iacsteear: iiolb:m vear Oldl'd 79 Kostenbaum letm;f.rimm .
years oid. Hong (2010)
My interests are similar to those at
o R AAste] PG AF BE=St WIS o] & on, o Fal IFTF 1658
Ax w32 7H gAE HAxE AAHJT (14 dole & B44d% 2 Bel 16989 HolHE
=338 187 gtk T =n¢ 1", AdA o ALty T FE AEA 14975 AT Z4d A
o =5 %% Barak & Schiffman(1981) 3} otk dFEAH 542 94 98 (65.8%).
Kastenbaum et al.(1972)¢] HE=E Hl"+S 2 Hong ofz} 517 (34.2%) 0]}, 5000 799 (53.0%), 60tH
(2010) ] A-pellA AREE Wz 7ol Y 4 08 (47.0%) 19 AF AHS AE 467
H, R A%, AT 9%, #d d¥A U A (302%), 7A71% 449(295%), 7= 269
el disl FAeR AA st HHFS WAl (175%), 1 9] 347 (228%)°19°oH, H#F ¢
I, AA AR A AR Aol S =EFEUTh = Oigt &9 ol 18%(725%) o2 Hurs
AEHZ77](] 5G] FdHA & A F7) AA AT A A dH 757 (503%), A4
Tl Al Wik 3 o el ' Mg st FH 247 (16.1%), == 2078 (134%), HEE
A Ak A7l AHEE 4 2352 v 169 (10.7%), 71€k 14%8(94%)°19 2™, 4
Zti(Table 1). 2t 57 3ol tisgh A= #4 AE FY42 507 o) 1508k w¥k 519
Ad= 47 AF HE(a=189), 79 d%(a (34.2%), 50%rl mwb 459 (302%)°] v
=.88), A 9 (a=.79)°14 Cronbach’s a #©l AAYt B AFe AEERZE7]7 g o)
5 70 oo ® vy 7 HEo AlEAde] A 7390l B3 wigrh Z9dEHo JJoBE HEEX
SHAS 7171 QA of Foll dhsl AEeReH, THEH ol
9578 (63.8%), "oFH L’ 549 (36.2%) 22 AF
4 Rz 2T 2N el skast ARz dal AR 3)
Lo Vel B8 BE A% 49 f5ol
® v e SA 2009 58, FE A g ge e 7m(517%), '9eT 729 (483%)
B o2AE B SRART @F MORE oo o pu amuzo 2w g9
Al 1955 -1963948 (Kim & Cho, 2016) H4 el s 9 57(383%). Q1S 92 (61.7%)
g oge g PMA AE WA L) oo u o v soao o pa
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AA FHE dHolE & SPSS 2508 At
}04 Atk Zt do]HE2 Kolmogorov-
smirnov analysisg& %3 AHAS HE3h 7
A T gs A= §48 4

T7HEE A 8 59 EE t-test, 9IAA
3 AR, o]gEAEAN I SPSS Macro

rrm
Py

Q.
[

ofs

5 Al==0 E dE ¢ SEY 43

Aol Foe 149982 F /A AFEY AY
o] Zhule| 789, AZ$u hde] 717
2 g HA 2 AF=dd wyE @z <l
FAA EAddd ME Aol7t fleA HE5EHI
Al AA ‘H%’. 4l AgRZ77] Fu) A3,
A 5l g8l FtelAly BAE A
Aletdeh &4 Az, JY bl AHAl A (x
£=134, p=237), A =221, p=14), AYHZ
717) 7ol BB (x*=053, p=47), T4 A& Zd
S (x2=237, p=12)° BAHCE foF o
£ T F Hde] HE Fde

F

i)

=

A 1-a)9k 7 9

i
r2
-
2

T T
1-b) © 2olE 457 fdte] A% #E
Y EYPuLE AYsy 98y QTR
71 gt AF Bt 7 EE FTEHUTE
ARt 77 5y BE ttestE AASAT
(Table 2). WA, AF HEd g +4 2 ]

I}, A
Yol Zhdl ety Ao 2hd He P g
Z71719) gk ez FAHLR fovd 2o
7b AATH =417, xKX.001). =, Alde] 2 et
o] A=¢d Thd HYHu &Y HBRZ7]V]
o o 44 HEE E AR YERRTHM
e =9.34; M7g§%m:4.80)<Fig. D, ES F &
3 ] g ) o= Aol £4 Adh AlY
of = M A=edf bl He Pele &
g ARz W ) o] FAHoE
Fewek Zol7k ARTH=3.55, K.01). AlY o
2l F ko] FZ4 EW‘ A 958 A
BE779 dis) o 2 79 =& EHJAHM

Ao =4.88: M@g%q{:4.38). ol B3 ¥ A
Aol thet PR ATl hat =k 7
mf oo ApolE o) F e FAsTh

2. ME Ei=of 0|

A
dekol| et =Ha %

{Table 2> T-test Results on Product Attitude and Purchase Intention According to Age-related Labeling

Dve;ei:tc)ll:t Independent variables n Mean SD t-value
Product Senior 78 5.34 0.87 417
attitude Preferential treatment for the elderly 71 4.80 0.74 :
Purchase Senior 78 4.88 0.91 -
intention Preferential treatment for the elderly 71 4.38 0.81

X 01, *** {001
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xw
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Purchase intention

{Fig. 3> The Mean Differences in Product Attitude and Purchase Intention According to
Age-related Labeling
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4. ol AF HEA vAE 9% d#d pdg
FEH A A Al AL Aoyt 2=
FE AA et As gngith

opApet el AdEz7)7] e B
YT AL 24 9% #d dES AgR
27171 v Ade deAd ol AF el
MAe gEFE FAHLR fFousiA detst
(B=185, X.05)(Table 5. °l&3 A= AHEH
Z7171 e Adel 9% #d s o95g
AZHZ7716] gk vk e dAS o
maHA 2EdteE A vt

{Table 3> Moderating Effect of Gender on Product Attitude According to Age-related Labeling

Independent variables b SE £ t R Sig
Model 1 Labeling -0.54 13 -.32 -4.07 10 .00
Labeling -0.55 13 -.33 -4.14 .00

Model 2 11
Gender -0.12 14 -.07 -0.88 38
Labeling (L) -0.58 40 -.34 -1.44 15
Model 3 Gender (G) -0.15 43 -.08 -0.35 11 73
LxG 0.02 29 02 0.07 95
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{Table 4> Moderating Effect of Age Differential on Product Attitude According to Age-related Labeling

Independent variables b SE £ t Vel Sig
Model 1 Labeling -0.49 28 -.28 -1.77 .08 .09
Labeling -0.26 .30 -.15 -0.88 .39

Model 2 15
Age differential 0.49 29 29 1.69 10
Labeling (L) -0.90 93 -52 -0.97 34
Model 3 Age differential (A) -0.13 91 -.08 -0.15 16 .38
Lx A 0.51 70 40 0.73 A7

{Table 5> Moderating Effect of Purchase Experience on Product Attitude According to Age-related Labeling

Independent variables b SE B t R Sig
Model 1 Labeling -0.54 13 -.32 -4.07 10 .00
Labeling -0.52 13 =31 -3.99 .00

Model 2 12
Purchase experience -0.26 14 -15 -1.95 05
Labeling (L) -1.56 45 -92 -3.45 .00
Model 3 Purchase experience (P) -1.20 41 -.69 -2.90 16 .00
LxP 0.64 27 .85 2.39 .02

Aoz AvEd, AzedEg AYozte &
AgEz77] o) Ade] =daHE &4 s) el A AF H=rE o w7 desed, AgR
71 S8l H v B8-S A TKEig o). 27171 7 APl fle AFES L A7k 2

Purchase experience
=—Yes ==No

n
&
pd

Product attitude

Senior Preferential treatment

{Fig. 4> Interaction Effect of Age-related Labeling and Purchase Experience
for Product Attitude
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NEY AGRZ7)7] FaelA 9F & epd o] wowE Athe] AF B=st 7 ool vAE g

A @2 WA (Myagemzeg =4.83 Maagesge HAol Jas FA= AT AEF HEE 53
=511, =-043, p.05), 7 9] U= Atd= T xR A R o As 9
< g wE Aol7h BHsiA vehstHM, mghct w9 w7 aske] FAE folde ASst
aaerazey =4.750  Muaqeryq=5.67, (=-293, 7] 93k REXER ®4 Ay, wiEdd Ase
KO, &, AZEZ77] 0 Fdol e A -39%, 95% AHTIM 7pH I SEgt
sdrE 9% dd FEde dFe us A (LLCD 3 &#gH(ULCD el -0.60~-0202% u}
we e & St Eftth F 3 Atolel (o] EFEHA o=

T REYelAe] mijadE AR 05 FElA
3. 912 @ apgalo] Tof ofzof njxs FAHE felvlste 28 dat

dstof CHst ME Ef=eo| ojiiE
4 MEEZT|7] T ol oo =XE

goieiwyl&f z]?}3127j337l:4t i U‘]Tlf °§? ME Ef=ol ohoH= 2t
s 7 F A gRlatr] 9
(ATEA 5) SPSS Macro Process®l Model 4 Edqe dF #9E ghigo]l Fuf oo
£ &3t IAEHH FE2ZEFH(Bootstrap) AE GFANA AH(ATEA 6), AA-AA 9
AT AAEIGT dgdd+E Faste A= AN (ATFEA 7)), AZERZAE 7o AF(AF
T2 95%, FEZEY] AZ = 500002 A4 A 8)el o8] A AEF = wNERE
3 tH(Hayes & Preacher, 2013). 918 #d & AR A STk v ekl A 1A-
Wy ] o o] FA A AMEF HES WisfE AA AE Fpolz= AF Ho s dF #AH g
H$5 A EA(Table 6), FHPHAFA dF #A weo] of3FE 2HIA e Ao IAHI
g mEsEd AF HEE FAIY FYs) o, ¥ ZolHe ABRZ 7] Fr) AP o8|
R W AP #H pEFP JIFYo] {5 49 mEIRs EAAT 249 wiE
BRI (H=-011, p.05), AF <] ok qto] o] AZo|= SPSS Macro Process®] Model 75
frelsAl YeEl T (0=0.73, xKX.001). &, AE ggaton, Agdts Faste A5x £7¢
o] gl ERt EJAFHAJY ol A% ™ 95%, F+E2EF (Bootstrap) A& S+ 500022
glgo] 9B AGRZ7|7]9 Tul Lo A A A 3FAcH(Hayes & Preacher, 2013). 913 ##
{Table 6> Mediating Effect of Product Attitude
Dependent variable: Dependent variable:
Indep siadlent Product attitude Purchase intention
variables b SE ¢ Sie. b SE ¢ Sie.
Constant 5.88 21 28.45 .000 1.09 Al 2.62 010
Labeling -0.54 13 -4.07 .000 -0.11 11 -0.99 322
1;‘ gﬁi?dci 0.73 06 11.28 000
R°=10, F=16.57, ©X.001 RF’=51, F=7529, »K.001
Indirect effect Boot SE LL 95% CI UL 95% CI
Product attitude -39 10 -0.60 -0.20
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{Table 7> Moderated Mediating Effect of Product Attitude

Dependent variable:

Dependent variable:

Lingtepeizdizict Product attitude Purchase intention
variables -
b SE t Sig. b SE ¢ Sig.
Constant 7.78 69 1127 000 1.09 41 2,62 001
Labeling (L) -1.56 45 -345 001 011 11 -99 322
Purchase -1.20 41 -2.90 004
experience (P)
LxP 0.64 27 2.39 018
Product
s 0.73 06 11.28 000
F=16, F=9.02, ».001 =51, F=7529, x.001
Conditional Boot SE LL 95% CI UL 95% CI
Indirect effect
With purchase -0.67 17 -1.01 -0.34
experience
Product attitude —— "
fHhout purchiase -0.21 12 -0.45 0.02
experience
e 7ol o) WA Pl Aol oal 7] Pl AYe) Ak AL ARSUutE AY
249 AE "9 vadE AsRHE(Table B3 AF BV G EolA

a AF HEE 4
¥ HER 7k 427 AgEz7]719)
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w3 2dE wpfEde SAH
at7] f19 FEZE 4 A3 LRz
mf Aol A= Ao 2dE i EdE 95% A
7ol sk gh(LLCI:-1.01) #  Zd3HgH(ULCI:
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& &9 FyET EF ANGHZT|7 tis
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o k¥T 9 olE FHlskeE Aluiel 50t o] F
£ FEo H¥de o2 AgHEd(Lee &

Yoh, 2016), dt=ol A= AUAE 3} 2 <
2 AMESIE SHAIYE I 9ule gEdh AR
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o A AREEE DolE 654 o) k5 )
dl e sFe qvE 7ML el 58 o
& A¥o] T64%Z W £ uF 29 A A
EollA &gt gle &olZ(Lim & Yoon
2009), wielrlE AthelAl vl AAHA 7]ES
w9 A gEEHlE AxE £ Ao o
A AFS] vAE SR Z2ed 2hEe v
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thro] AfATNA wF Anze T =
A Q1A APl FLT 4TS Tt
FHUA T (Chae, 2020: Boo, 2005: Oh et al.,
2015; Park, 2012), & ¢ w24 AEF €=
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gt IS BAS F¢ AYd+E O AAE

7

rlrﬁg

Hol Au (Tepper, 1994: Weijters & Geuens,

2006), §5tel Welul % AviEe 24 A 2
A A% Aot A AL A WAR FEI)
Shile] W FAA Aex AHE Atk
Kang(2016)] WZ®, 23 o2 &3
AJENA o g

V% wASE AT FEEA AA gD 2A9)
J LI
<) it

W49 A el s EHOE dls) Sl
Qo] HE A, Jela xHs HE Qo] FAE
o RRAQ Ao s Aol AA AN
CR MRS E R ERE]
e Aoz Bud F Atk AEs A4 9y
of ol% 2AERE 24 EE A e, ¥
AFNAE ABRZ)G @ 7ol Ahe] 2



Nl 55704 65%

d 3deE Fo3 AE & F AT S AR A9 A &+ Aot
Z717] Fu) Aol Ade AHAELS F FHY 2 AFE 58l = wolnlE Al AH|Re
E}H‘“ﬂ el AE e 21-0]7} A e g\ A A% @4 o] owE aHE WA F 9
A, ol Aol gl AHAES I Ael7t A4 A ¢ F AT B AFE olES LR
otk ol AL AMLEHZ7] 7= Zﬂ% e 5 nAY dEs Ed o €8F F Sde 2
374 538 =BTl 77k wolnls Ald Anz o #e {83 AERE ATATE HAA &
Eol k3tE s #d A% 55 A7 AlFstd Zrteth B 2 AT AFRE wEeE TV 9 <l
A AA 75 kstE AR ANAES AAHQ A FE oA =7 AHAES BARIAY A
ARXE 65H o kRl FE Ae AESY o o]5o] AAl sAHY 3HHA =
g E T AU g X o FHAHSE vhE s d&sfor AL B} Ades & T A
e ZoE #ed 4 gk R, ole FHAHCEE fddlof & Yo E
=3k AAA, AgF, A LS T 3 UYell & gtdelgts ARH o2 E 2] /el
Ao AA 715 Zadge FPAA W Ak 7l GAAEC] ASEA ws F dve A&
44 S7te 3AA HeE Awd F v B Erh, AFAES AU a2 HA)
(Moschis, 1996). &=1¢] wlolH]& Altf &B|AE B wA Y Jdes Bl =W AHAE Al A
= BXE S AFH BAE uAY A S5 A A g3 FF Al Fd2 F UE 7
I AbE 9 w3k 54 1t ol sk gt F5 AFdMe S wolHlE AdE
Aol Aoty & AFE =59 HolHlE Al B AiEstste] gt a3E F ¢ o] &
HE Aste 2o ARl Slo] vl AFsfof AR old TS mAE A, YA 54
& AAlEH AFH o R ol AHE S AHEIA S
AT AESUY SEEOE AlYoet e #Es
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