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(A Review on the Interaction Effects between

Task Dimensions and Individual Differences)
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1. F& V. BAZY BRRT
I. HEAHS ks BT v, B%3 @A HEHRH
fEHRES] HHE V. B@a &
om. REEHRS BERT

LK

ou

AREWHBEE 3T A7 5gHoz AP A
VA gEFH kol ol &E go. O U FEREREKRY A
T 2% ARE ERAXY BRRTES FUst: A7 7Y
o3, FHA AFLIEL BRRERKLREY RRA I & vix:
BAZES BAsts Aoln. AHA BEFEAAME AREY &
BBEL 7330 7Y BREFEE Fysl:s dTrE 2R,
o]l BEFZE RAREFEY THY BREF S FEAHEAM 2
FEe FHE H3le AYPE FAH2E o) F Y.

FES U EAS KMo HRES MEEEYS BRERE
o RO YFE v, HRESC VNEHY FTHW RE2=
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e BERAEBR S 7498 AL ojn] w3 o,
o AR AFEEE 4T BAIGdolg: YEYaE AFHE A
REFEREN AT RiEH B Losiyg. wmer of 3N
T HAIRES BAY BH, oY BRRES BAETY BHE
el A 72 Py Her HRAFL ERRERRY WHR
BEKA 9% & nAgE A4 oA, ojg A¥s5E 4T &
BAolgte UEYaE Ziste A7 25 AAMGY 88, 5
| HEFHY 43T FRAHAS FA%T. o dFM AAHE
A7 2 AREERREN B JEIFAAESY T
ZbestAstE WAUEE ATE ZHolw, AAdE nAdT
BFE AANG Holng.

IHERRY R HERREERS R4

HEfRED] UAY 724 BEe ofn Wiel Hey
FEol4 FPsts PFL GE A4 Yy S22 5YH o
A gue e, &, AHE NEBHS WAZ 123 Bx
MAZS HEKRS B2 A4AY. DA, o5 4 343
Ar shuvt FAYATY AREY FEREY WHREFH O
e #A% 2de B 4 glon, MAXY REREIY WH
REAH T REEXS EHN KES ARRED WAR
aem oERY WERASY AU EEH 9, BEREC
U MEREY o fojd: ROl Wy WHs: Aoz By,
Agol wets MR M) 29 REEE 2, WA
79 d¥odom ALY 45 Yoy, UL F9o BEH
BAS WMEMEHC NuA Jdgaaos Fgdvy 24,
ooy HWERAO U BME S A= AL oy
t. Ekehammer: 4T ATl Y AAH e HARY,

1) Ekehammer, Bo (1974), ‘Interactionism in Persohality from a Historical
Perspective,” Psychological Bulletin, 81 (Dec.), 1026~1048.
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Elder®} Magnussong #HEEHSY F2A473& &3 o] 89
s .

A THES WA A AN RETY XEHY B PgH
(multidirectional) HEXABAEY 5oy,

B. AL o] HENABEANM g ol H5AHY 492
S L

C. HELEHY AW BElM: WY EE (emotional fa-
ctor)y} A L8292, AP EF (congnitive factor)E o]
Bsol U 8 AP g bojr.

D. 439 SWojME 4Fof Lojst: Ao daH 2u)
(psychological meaning of the situation)’} £83% AR
RN =

fiAS fTHo Ut F2 Herd g ol F2 It RRER
(trait theory)®} B ® * & (situationism)Wr o2 BRE &
B®e €33 498 &+ v, BREBKRS MUY SHY
AAH Qe FAHLE BT FHsY o, RAETHEAME
FTol F=2 4B Avi=EE Aoz d4sgded, o] £ Y
GYe JdE A BAAADY HAZ HdgstA] Esqd.
S, BREERAME BAY 78] R e WEEA ¢gon,
Rt det FHT 207 Haz Yed ZHog odss v
H,ORAETES RET) FY8 FHREEHCIEZE oW & R
RUoMe 780 2ej7t #dEg = gvhx oAy . Bowers
Z o ¥ HeEudoe] figoAdel MUz Esls FAE AA
Sttt 2% 4% A FY aem A% s WEHR
B 9%¥e FAY L1937z 2, Ade g8 43599 2 &9
WS 12.71%) 0], 4F oz Hyg B9 HFE 10.1T5 0
U EA RRE BEAAOCIQAXAS)S 28 20.7TT%E 49
SRS WYY, B2y 1819 JtsS wvaF WM M

2) Endler, Norman S. and David Magnusson (1976), ‘Personality and Person by
Situation Interactibns,” in Interactional Psychology and Personality, eds.,
Washington, D.C. : Hemisphere.

3) Bowers, Kenneth S, (1973), “Situationism in Psychology : An Analysis and a
Critique, ” Psychological Review, 80 (Sep.), 307~336.
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Efefe & E%A Z42Y ol 2 v g f#E 4Pt
B, 188]ZF e WEHEMHS F XHRE ¥ ZArd o @
T AT AP SE Ay

BALE 4 (ANOVA)S HERABRY Axd F88 292 &
¥ + AT BARE 7HY F9 AHYRIAE B2 RAR
EF#oMe BAUHEHERDE UEH Aol AAE Helng

iH -3% + 8z

ot 2

Mol YEAYRLEA WAXE B2o: BRERS T3
& Bgd 29g AANY Aoy :

TH = WAZ + @2

RH, o] A7) MY HWERBEINHNE T Yo] BARA
2do] ANF % Y& Holy :

TH -B% +HAZ + (A% X EBAZ) + B8

HEAHERAS B2 @A£Y FHEE 9% = 94
g BT oy AdH MUY HAERAKRY EXdE A
T FEs A4 Y. 2R YS Lok UREY dFE0)
A AulR YT JEFE v MAEZESEY) BRAESE 5 249
< ZAESY gtv. Dicksong nlolAyY FERFE AT 2L 3
FAHE AYsior ity A8}, Dickson® 74 A o E =
St A2 Ao gt AGARESS A3 @AY HEEES
BE EUTo2N JUY 5 e AAY F24¢ AAsgn P

HEEARRE A3tz 23 BHREFBREEERIL S48
02 2% 5 gy, BREEFTHO) YL vA: FERATE
(task dimension)z} f§A%o] #% 7Z2A2EM, HEEARK

4) Dickson, Peter R. (1982), “Person - Situation : Segmentations’s Missing Link,”
Journal of Marketing, 46 (Fall), 56~64.
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= 32 ROV EA%XY ®RA g AAHNE AHAAM L AH
9it}. Bemz} Funder 182 Bemz} Allen2 HRHAJolA 24
Sl MEN WAZY HEEARRY olslE Sisly AxMEU
HAES U HBLY SEWRY ot 2FAG.” o
2o AU, HEEHAKR dg AT R AHo] o] Fox])
fEME BAG REE 718 = e 354 dojit A=
of 3 Zlojt}., ARBEBREREN A& v AdLL2E
A Ad3sg FAES R, BEHKS BRLY 5 e
& B4 5 9y, @AZ B A AERHEA BT A
F-o] uls) 2 FH Ho] AFHoIG, ozl M REIN WAE
E A= RAESS AMslL, HEFEHED ofdA HRE
BERES A3 A3 AL TTY o+ 9=AE Y HAon.

(% do nle
® e

0. #ZEHRY BBk

REFEHRE TSl R F= 2289 & 3oz
g A oji, Newelld} Simone 2} )9 E-7+A (task complexity),
Al Z+vA ¢kl (time pressure), AR 2] A (information format)
282 AR Es(information load)E FEFBLY HAAH R
£U& UMttt o] A7E AwMe s, Vrights AH ¢
Wat A e AR Y Fo9 BA 5O ARBE ARER
Bl il KBRS EAstg o Jacoby 5 BREFS

5) Bem, Daryl J. and David C. Funder (1978), “Predicting More of the People More
of the Time : Assing the Personality of Situations,” Psychological Review, 85
(Nov.), 485~501.

Bem, Darl J. and Andrea Allen (1974), “On Predicting Some of the People Some
of the Time:The Search for Cross Situational Consistencies in Behavior,”
Psychological Review, 81 (Nov.), 506~520.

6) Newell, Alan and Herbert A. Simon (1972), Human Problem Solving, Englewood
Cliffs, NJ : Prentice - Hall,

7) Wright, Peter L. (1974c), “The Harassed Decision Marker : Time Pressures and
Distractions, and the Use of Evidence,” Journal of Applied Psychology, 59 (Nov.),
555~561
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MEN WEESHYL 25t REHHEY RN U FH
£ AEsglen,” Bettmand w2 E}5E HEE A" PR
U A A dolelel BAAE dole, RFEE W3 Hud
AR 2 Holse 2], Uged #8 A9 HE g
HgsSe SHAE £49 zlojo At AL folyd T3 HY
o A gury 7P A TS gy FARA & HEEH
of tg S8 EFAM Yrjgles 2Pow AAsgY .Y

7] @ %8 (group dynamics)& ofo) A Rz #H R F A2 o
A= gitt. o] F, Showo] 9% R RFAA¥e s HEH 2
H7b AT Aoz RYr). Shows RESLS FAS: Y B
Hee EMsgsY, o] HEBHEL HE AIBIAE A2
1o, W4 (factor analysis)e E8to 39 oA MER
g vEH 9 + glgig o

(1) #49 oj8F

(2) s @3¢ BgA

(3) #g9 UAx 30

(4) P T P2 HE

(5) #dso 275 A3 /23449 27

(6) #dol Us xR G 224

o] o]a]@ (task difficulty)o]l® 7 el o] 3 Q
T ¥ Fom, 7= Ve 4 8 IHEY BRE
EFstn g AR 59 £40] o 2o 439, PG ¥
A} (solution multiplicity)e]st @ glo] £ 27153 A%
W AHEY FAY 5L Y% UUdgd £, 28z HAY
2oz 4A 38E + Y= AU EA32 g= HE
of #3t 2pPolvl, YA Zwl(intrinsic interest)® 3}

Moot & 38

8) Jacoby, Jacob, Robert W. Chestnut, and William A. Fisher (1976), “Pre - Purchase
Information Acquisition : Description of a Process Methodology, Research Paradigm,
and Pilot Investigation,” Advances in Consumer Research, Vol. 3, 306~314.

9) Bettman, James R. (1979), An Information Processing Theory of Consumer Choice,
Reading, MA : Addison - Wesley.

10) Shaw. Marvin E. (1976), Group Dynamics: The Psychology of Small Group
Behavior, New York : McGraw - Hill
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ol Ax o B HYgatYPolr}, Y= 2 (cooperation requi-
rments)= 7§l 5z o Qe S+ + U= HE
FE= #H $50] AR} PR YR BE AgaPo|n.
A /2 2ALY) @ (intellectual/manipulative requirement )t
A7 BiAHor SuE fYsAY I8 KRsAY HAH
H49 3o RFEE ANH 25 A= (FA2E 0T T)
of thgt AFY Fu] =9 HAH 2 (mental requirement)s]

v E o3, 2o 29 A (population familiarity)ojst 3
ol #I AYFAHASY HYEY AEE Y. Ao BAG
9 FAHAY REAA 2AF gHEE Zojd AP Ues AP}
ZAola, Fglo] AXT AN FFAE A=A o= Zod,
#-& Yo Yz ¢4 Zo| A,

Beach®} Mitchell® 2259 WNgojr FRREAESY 5
Ao Bt FAESIY, APHALELE FAHs: AYEE TERER
B, o TEERREEH) olel: 5 EFHY 9282 £
sl .'? FEAREME (decision problem):= (1) v YA (2)
E3Y 24 @ AF=RAY ouid BAYRE ol &
g A= VY £+ o= AE ¥ A4 (impression) (3) v) 32
H oot &, ogAAHo HRE AR 2, vt Bgo] of
2E= YA EY 5, FREAI B AR vAE G
Fo Hx & Ueu: ERREMES 534 (complexity)
(4) BERE EFolY BEREHR HINEY HxY d
o] Wasl= HEE Ueu: B A (instability) 59 4
NRAST o]fojAy, HEHEEM (decision environment )&
(1) RERERY BEREY AFE& ZUEesio Hasgh HJoo
BERAES A28 & 9+ AEE Udegu: J2 €54 (irreve-
rsibility) (2) EEREREY FdAdou BHAALE Yeide
89 4 (significance) (3) A 4k7tx A (accountability) (4) A} 7+
R FAAAN ASFER 59 Por FH4EY.

11) Beach, Lee Roy and Terence R. Mitchell (1978), “A Contingency Model for th

Selection of Decision Strategies,” Academy of Management Review, 3 (July)
439~449.
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Paynet: A4 AAstE A7A APE WIS £,
HAEe FHRE AAY £(4549 ), A72H A% A4
g sy,

ol gold AME YPix WEREEO UL AWSS A7
Azoe REREARS KEEo 2We ¥Rz It o=
nAG. F, 7% BEKHS KRS SHZEY YAL A8 4A
8 oz wojn, 2HY xo By £F7 o FojD How
24 on. B, o PEES ARANBRA AYY A=
gou 4ynez HHYol A48 BHUE Yohe AE AH

s34 4+ Ao THY, o] THEE FE F9YVY 33
PEEE BT 47 AT 3, ARAMWS) 2Y A7 4

HER, S8 g A== g4y stvigs %"'ZN =
RERE 9T BB olv] JFE] Qoe HAE &+ o
o.owHM, 28 85 JEITFEAAM '2755171»} gasd
AX BRRALESE AHMstE o2 32T Zolv, AEW
S U8 HxE FEE + Yo,
A BRE Bt
Al. o} g7t % REY BEIZAY TUHAY ) ERREAES
T AAHAM AREY mHUdol S AE L Moy
& gy
A2. BERE AHREGIZS 23754 ):udA 3¢
0 U d¥e A& AY HHolgy HREI U
FAGHe} FAHE + Y A=
Ad, BRRES WEAAZAAYAM HRET vl o
¥ AGE Vgt A
A EERES EEBR FAHST BERE BRREEF
A A ATH FAH u g P
AS. BAEES BE# (A% )9y mYTY 2 YYE
of AAel 2 AAE AED .

12) Payne, John W. (1982), “Contigent Decision Behavior,” Psychological Bulletin, 92
(Sep.), 382~402.



HBRERZER A FBES BAS HEFER 4

B. E&KH

Bl. 2t RES BEB A2 @ AyojA 4|
A7 o) g 4 Qe B UIL AW SHYNE =
Aol &

Bo. MBS HEE ES Gogd deisd $A4D WUz A
FHD, o] 28 + U= S4HRY £,

B3. HRANNA YRy ANEHE 224 A2H HY.

BA. BB YR §SHE 0.

B5. YRyul gt Aoy Ex 434 Yz AAHE
AES 24% Ex 7Y YEoz ANHE Y2
Ao E AAHAY rgen ANSE YES 29
2 Y4 == AR YUz AANHE JE

C. B %
C.AZguREEEREA YRS A2H s Ho] ul8
olm s 2ol BEREC o] Fo)Act sk HE.
D. wEER

D. 9ze WRA:HAZYN B Agolae ARI &
FH= Y=,

o7 $EE AYTL AAEWHREN 2D AFSA

A% AU AT, YTl U Y= FDH gagh. o

oo Jugs NE; = WA HA 1 HYL

Mg BAY HolEE, o FHL oL HEE VYR
gon, MARBHE nol® +E 9& Holy. €,
AYVE | & 2ABY VYARHE BAYE o2 nAG,
add, d7ds0 AP AN NES 2AeT Yo,
Hede o A¥ow 2P 4% Y. ©yFY, Bettman® g
AYe MAZBKY 2oln] MES) Ko ¥ + AYE AL
2Rsn Dued, EUD YA ALY AYYBY 722
o] ol ZojHo} By, BE, AL oW Hdol ¥ o
stol7t g Aolth. 2@y oW Bejoly EME uws B

13) Bettman, James R., Op. cit.
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A5ty BHHoz WAsto, Y& ARSTA 4G NEE U
FEE AY = glon, o] MMAoY RFIAHo) BEKKESY I
¥l @ £ 9.

ARE WHBHY 23 JdFEdM HEHNE HEHHS
¥ o £/ Z@ER ey, 2 olg: AHMIYY HEH

T2 B JEAA AU E S EY (outcome)B TEF £ 9

7] gRojt. Ao HMERMHOEE JLujAY 9 ¥ (purchase
planning horizon)2} & o] tyw o)}, Wrighte} Weitz:= A7}
A g FuiAg e HYE FHsto Agsgg V AY YY)
9 MELE Y EAHA AR HFgrHd_ad ABH gyl
BERES BFUAY == BRATY HEHR Sy HEoE
A ZY + v, AHe FERTY FHENAIN BRREY
TRAY o, HAREBERTEI 2= e HEA U
T ATHY AFAAELS Ao Ut Hos HAeir EahA
U sidol td Hgg vz = QY] gEolgw B £ 9.
S BRRESY BN A2 F249 WERBL
2 ATy, ARFBERTEN v2):= 9 3o g o
Ted EHol sty o, AE BT, Roselius: Y@ tL
VHELE AAY BFUAAF A9 49 43R Lo g W
e Zg w7Aslgt . 'PBaver(p.389):= “ HREFY FERES
HRE AT ¢+ s Z2AAE ¢4 29 HoA J8e Y
Z53 glen,.. BEERREY AEZTAE $H82 g ASE
AT 3 A stgy. 2WY, AHS JAFAHY BFUA
I T4 HEAALE A/ A2d3E A UolE 4 g
.

of AF oA AMAF HAAUEL Y F2 FAHL2ES

14) Wright, Peter L. and Barton Weitz(1977), “Time Horizon Effects on Product Eval
uation Strategies,” Journal of marketing Research, 14 (Nov.), 429~433.

15) Roselius, Ted(1971), ‘Consumer Rankings of Risk Reduction Mode,” Journal o
Marketing, 35 (April), 11~19.

16) Bauer, Raymond B. (1978), ‘Consumer Behavior as Risk Taking,” in Dynami
Marketing in a Changing World, ed. R. Hancock, Chicago: American Marketin
Association.
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FYY + Yt A% ¥ £ 9 Aol BHFY FHR2F
2748 45 92, E oW FHR2TL 2¥Y £ A Aol
B.oolg gW, ABH G s 27 £x 2 o

e oigs] A Zelw,

AR Le 9o A FAHARAVE o 2EHY
gBroke 7o gdt dAY == . v

'—é— of sl olslE o HAY YR Yo

H, AG_A2EY H Aol ugt v $48 Ao Pasig.
Bk ool e, “li'l]"*:r" M oldFo AAE Hgatdo) w
g AAE HAY = s FHAPYY Lo AEFoor F A
ojt} .

AP 813l ¥ 5 (cooporation)o] HRHREBERE o
o 2ls B Ug AFHHI A7 e Mol FuFo. o
HAe g BEERRES B9 Aqar FA=HE AU 2
DR o] R HE AU o v Soly Hog F
. HBERBRREN I8 Q350 B+ ERREES
2 AY HARFEEBAEY o] B3], HRYZ oY HRFTH 4
A7 &4 atolo] wist WFa AFI} o] oz ] ¢gkr}. o
L, Kourilsky®} Murraye Az, ¥R RFBERL o7
AAGoZ gslojop & ol Hol A Qv AAE &
F A

oW FHeinAg W
A7 ol HE o Ha

—.4

V. BAZS BRRR

AEITAAN HEHFR MY Ao) T2 = (psychograph) i
REKHA U A9 Afk(personality)d HRFITHA B
A7 He AZE B3sla, HREFEFTH v BAZEK

17) Kourilsky, Marilyn and Trudy Murray (1981), “The Use of Economic Reasoning tc
Increase Satisfaction with Family Decision Making,” Journal of Consumer Research,
8 (Sep.), 183~188.
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Fol FelMEs BERESY HR BMRY R o] @
% t. Kassarjianoju} Wells:s A#3 HREPSo) #3 977
FE& 23 % %W (anbiguousiolgtn FEA D Qv VAT EA
A 54 BRERFARY U THHEL ATz Bsgon,
Abo] & 7 8] = &} (psychographic) Q1 E %4 HREZFERTEE
o #WMEoH HAZS Y T oJEHoE A HE
B AZsx Zshgdoh.

HRETH U WAZEBH G Fs) TR Ao
A9 e A g Y& U, auAHATY PRB
of  FAE e WYojA YoiodHd, WAES HEo] T
3g 4 e AFHAY 22 ALEUY YEolag= He ofn
A Hetgiet. Mischele MAZKRESES ouid AgolA Uehyg
g Aol we gz 2Rsged [/ ox Ao TA A
e Aol WAZXBE) Tz AT HWE 2% AYL 90|
s Aoy,

AREREEAREN vixls @AZ BEol U3 x4 0] Hurgl
olft WMAZSEY 3T ez TS PHUEA EAY AU
A7 S14ER] 2eigdy) WEor HAHEY £ 9& zelg. A
A, hRE HAZ B SF9 g AR ZHAY 2
AE %3 gink. Ao U ME5e Ay wx gon,
TUT AME BRIY Ko I ZY o] ABHA}
g e Aot wiMeit. ®u oluel, MAZREHES XM=
ety WMAXBES BHEHEBS 2aUstiag:s AESo] HY
ool AR tw vk, wWaAM, fHAEC U FEERAE
438 NFUER 2HY ¢ 97 E US HAESHY BZHH
crRe 2Aog BoE £ g (PSSl TgE oo
3 o)t}

18) Kassarjian, Harold H. (1971), “Personality and Consumer Behavior : A Review, ”
Journal of Marketinf Research, 8 (Nov. ), 409~418.

19) Wells, William D. (1975), “Psychograglics : A Critical Review,” Journal of
Marketing Research, 12 (May), 196~213.

20) Mischel, Walter (1973), “Toward Cognitive Social Learning Reconceptualization of
Personality,” Psychological Review, 80 (July), 252~285.
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EAZSEY ARBFHEDY FHLE A 257 S84
= EAZSE F2E U VYR 72 gFgo Fuy
ofobmt %he}. AZEO T APTol dnYd: AEH EAE
BAEZolY BADS o # Fjo|tt. Bettmanz} Parke EE
REBES VY Y25 U HEY BLsinn F4e
o2 O Wellss} Bearde ®iz) A8z gl Afho] U SHE
o ololAEISo] FAL NAE BERESY S8 AuxA

EaHolg: AANE QY F, vws) TBH) WAZEH
7} 22 £E oy, MAXBHEES AUxA BHAH 4
A gyog YEn Qs Ao, W, BFEsA
S AY dnHE AEssIol MAEE d7sEs He B
E 5L 5% Hog nSol, @AW Ko AU YI4
e RojstA @ Zolt. waty, WA WA REFHO

I

)l 3 oo e mAH fFA R AS U
5] ofja.& 2tgjel @ Zojg. UMz, 284U E £FAME VT
H ZE5MLTE AZE BHSY SHEHE By EYPge A
o] B7l%stA ® Zojr}. Eysenck® @HAZES %9 AF

(hyerachy of response)) ojgt= #FHo g FHAYA ¢+ Y&
Aoleta stPth. A P RHASZ(EH FHYN REA +3F)
ME AEH DA U YU Bitssins ZAoln, AT
o Aol wat M2 BN LW ol sAYH NSEL UE
st ziwo] YWNHE AuAHAsA FDoe HonVdeg M, A
A oglol YT WA tF RZHEAAU LLeiol, o A7
AME AdH DY BREFERE I

HAZBES EA2Ho)= oM A¥" Pz EANE
o) slAE ook AT, WRELH ux: WAERRE 29

21) Kassarjian, Harold H. (1971), “Personality and Consumer Behavior : A Review,”
Journal of Marketinf Research, 8§ (Nov.), 409~418.

22) Bettman, James R. and C, Whan Park (1980a), “Effects of Prior Knowledge and
Experience and Phase of the Choice Process on Consumer Decision Processes :
A Protocol Analysis,” Journal of Consumer Research, 7 (Dec.), 234~248.

23) Wells, Willlam D. and Arther D. Beard (1973), ‘Personality and Consumer
Behavior,” in Consumer Behavior : Theoritical Sources, eds. Scott Ward and
Thomas S. Robertson, Englewood Cliffs, NJ : Prentice - Hall
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st AFE He| @AXS BEAXRTES LAY &+ Yok, Bea-
che} Mitchel& A Z3 HAgo BEREN 4TS X WA
2EE=2 A 59 22z 2evol A AAstgo . Misc-
hel& |28 E Hoko] ol 2AAHE IAHLS WAZBK
U L5E AAsigdn . Michele] A& /A3 3 stg¥s(c-
ognitive social learning variable)$] EE.2 Bettmano]y} 1%
o A3xALHIY FHAG s “ @AEBK U AAH
9l = g7 oAl g}, Mischelo] o3 g% EAEBHS
e g 2.
A, A% (construction copmetence):Ql x| ¢} 3 F & A3
2 FESE sYer, 1Q 529 BA=2, A3H AR
A 4447 59, Aol , ANSH AHY A%,
B. 7] 3¢ Mg sjolx} F2E(encoding strategy®} personal
construct): A4 E 9 RRHY AV H4HE A% @4
C. J=-223 =Z-A20 uvg 7 o) (behavior-outcomez}
stimulus-outcome): E A& oA o] 22 o] A A AY
ojd YT Wgo) o]FoY W JUEE AYE.
D. Ap=29) )3 F# =2 7}2] (subjective stimulus value): £ 7|
2 A4E A3, 2AH dL.
E. A7 5 AA A¥3 A g (self-regulatory system 3} plan):
2 PF 297 YSSHE 2] 9T F3
7} 27 # ol

Bettman2 o] fiA#E®RTo T5HA tF AAHFH
HE | & 718 e ARy Vo, FIAEE NAE
ko 2pol7 Qg = Y FLY WAEKRAYAE: FHAAT,

'94) Eysenck, Hans J. (1961), “Classification and the Problem of Diagnosis,” in Hand-
book of Abnormal Psychology, ed. Hans J. Eysenck, New York : Basic Books.

25) Beach, Lee Roy and Terence R. Mitchel (1978), “A Contingency Model for the
Selection of Decision Strategies,” Academy of Management Review, 3 (Juty),
439~449.

26) Mischel, Walter (1973), “Toward Cognitive Social Learning Reconceptualization of
Personality,” Psychological Review, 80 (July), 252~285.
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#Hedxtdol @3 HEQM AR RFAHLE AT AP
DAF IS AANY P& FHsE Ao TG, #
AU Aol MAXBHEE A4 =ool sty ojyw & S4E
Z, 27 dy NQH F2EFH AN FAAN2T S I3 FF
it 7oz Holol o] t¥ FEL obF WAEA X
At

L. 8BAw THE WMRED

AANE GA BARRTY U A3 A LAY 5 902
U, A% 23 AL8E WA o=, 2 of9 Ut
EAZRTEES AAMAHA AFuiozr 42 A37 A9 Q7
YEY ZHolt. B W, FASHY L Ee @ Aoz F5
B Z{$E] JAZAASH via]s B U X AAE
Zve) @A Aol A BAEA g, Brropye, AW E
Aol wa g2 FAer Gy, F, Z8e] HRENYF Y dF
daHoer FHIYE A7-AAE YA (Millers Zikmund 137
5), AutE]l:= AZS A& A3xx 9t} (Newmanzt Staelin 197
2). o] ¥YAPL o] F 5 U o] RYAXNE H4EsE
Ziolnl, siQde] BEF Fol.g steAE HdYste el o=
A Fostoof o,

2. TR Wm

71 & 8} M ek (encoding strategy)s} 7J913 L2 E (personal
construct)o] &g AF & 2u|APYFRokoM I YAHEH Qg
AAEL A4 AYUES vz FAHHY Ndy F2EY B
Hoeg FRTG. o /YA FEEL /ANAAA FFF oz,
Tl s HEER FEY FAA Y o BRYGg. )
TRAYS NAH 22EY SWY oS0 HABEERE
e FFgE FAHY AFoAM, Kanwar 5 Kellye] Repertory



48 BEBPE GE2H)

Cridg ol &sto] oJakste] tigr Aujztel ARF2E FMsgn "
Kanwar 52 7oz 229 pAHeAE 23YA (dimensionali-
ty), 428 (abstraction), -3} 4 (concretness), § 8 4 (ar-
ticulation)d] JztQ¥-& AA s, 2 A Ho] &3 FHE A
Alstgied, o] Y xWEe] ALY 2EC FAHHE YA
FBEE= 7og RO}, Brucksz} Mitchelld 53 AEJH
o] thgr au A4 Yo g $83E AESFFEY D

o] #¥3 Y Y Loj(terminology)?t AYLH FZ2EFH
FAE jdez B,

2 AAAM A VY FRHE HEHE
Py auR YA vgE FHAI = B
olt}. Brucksz} Mischell® 2u]zt7} oz
AY S8 A4 U Ade ADGz s, o Jid
29 gy s1d3 §Astck. Olsonzt Dover
#3 A go Jdgs FREY UT HHYI
2 A Bax Y&FE AW
A, 7IdE Adez B 7ol B4 o AHAE BH B
ojgtx FAstgict .’

6 4
(%
e
-
(r
X
o

27) Bettman, James R., Op. cit.

28) Kanwar, Rajesh, Jerry C. Olson, and Laura S. Sims (1981), “Toward
Conceptualization and Measuring Cognitive Structures,” Advances in Consumer
Rearach, Vol 8 122~127

29) Brucks, Marie and Andrew Mischell (1981), “Knowledge Structures, Production
Systems and Decision Strategies,” Advances in Consumer Research, Vol 8§,
750~757.

30) Brucks, Marie and Andrew Mischell (1981), “Knowledge Structures, Production
Systems and Decision Strategies,” Advances in Consumer Research, Vol 8§,
750~757.
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4. Hi

MR o) wet 543 A Fo] RoAsE R0 dEL, @
AF EAgo] Rost: 7hav Adeig gEGE "é% WE
A7} o1& ZHoltk. zAFof ds| AMEUE JHAE FA%YH
A4 AestAgo YA LFEL AAHE L AoV
stof, HAAETY &H-Go]E (utility theory)d 2}Fo] R st 7
Ao FAA Jxjy HJUE FHe= AL QY. 289, F
A Jpale ovixe AEfel 2go) g v|AR ojye}, &
B A Ao 27 RE AN o] esg "V e 3T
of Z¥T HMFAHE LY Foln, FANF Y UF L AH
g}, Fishbeing gEE= 20w HMHoln, HYHHORE
o]® thite] ot AAY(FHH) A2 E e U= XIEU}

gogx 359 ' Creens}t Windd) A2ujA 459 ZHHo] #g
A3 FHH 2A3F37a]0 gk Axo HPEH 3 o}EH F
< AFsgo .

£

r-

tf o fo

=%

5. HECEHA =Y

A 71 E A M A (self regulatory system)2 Aelgte FQ o
Foio] EojgA T, v Ao A= Bettmano] &3 AZF o)
#EE P53 Yt AL o] HAE AFF A& A3}
e ANFANAN ¥ 75 uANF Adegelry. AIFAA
AL 42 ERAT JF5 AePo] u oF3WAM, SHF

xO 24L& st F=APEojof st vy FIAHY BFE

31) Olson, Jerry C. and Phillip A. Dover (1979), ‘Disconfirmation of Consumer
Expectations Through Product Trial,” Journal of Applied Psychology, 64 (April),
179~189.

32) Punj, Girish N. and David W. Stewart (1983), “An Inferaction Framework of
Consumer Decision Making,” Journal of Consumer Research, 10 (Sep.), 181~196.

33) Fishbein, Martin and Icek Ajzen (1975), Belief, Attitude, Intention and Behavior,
Reading, MA : Addison - Wesley. :
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AAste AgE $3¢ 0. Anderson A ExE ¥E PF9
AY, AYY F, PN GY FFAANL AAH F=PA 2 (
cognitive executive system)o] o & <8=xl= 7Zlog B,
Parks} Lutz:= @4 F}Ho]Ho] LujAe: FEREIH M (decision
plan)g s=gYsinl, o] RRREHM S ARG A ZH9 I
o] AYL +Y¥YT sP=d .’ o] EEREHNGE ¢FT9
ANTANAAZ B4 ATt BERREHHL o3PS v A
dHHoR HEE FAO] Yt FHog RUY.
HEREEREBRE U MAZSBH HR FF AFE v
A Wksig. AYH FAo T AF oAM= A, AR,
g, 24, @, B, VY 59 WMADN HHIH} o] A7
A A" BAERTEC AEESNY . ERFEEREY wiA:
MAZEE HH B A PEHRAN F3 AFRY 4
ZHHolz Eoirt. a2, o] WS @AET HEMAM HA =
e # s e 28y o g ¢ okvb. MAEBK
of th¥ A1 HAFJE HFAINE FAE RAE BREEFH
Eeslus EAojrt. Wells®} Beard= “ x| olm AAH =
25 430 g FIdT AHD KEo] ofF T E WYPoz Yy
BUES & 5 o (p.178)" Z AYsPE) V0] AFL A
e NPT 3FE MNE BFRRY BAE WoAsE V)
B¢ dEsEs BABEE Axsis ol 2% Aolw: 44
4 +E don, @AY dFdydoz HHsix Eids 44
22 4% U, 2% oy, WMABHREL FHAJolY 4%
B Lo E GAo] sy, oRE WAH} KRS HAKER
€ HAasts BRERREHEHS AVNFTANLTEY Feo 55 09
sity. 2Ex, ABY5 Ao wHBRE HLEH dAFxEd

34) Green, Paul E. and Yoram Wind (1973), Multivarate Decisions in Marketing,
Hinsdale, - IL : Dryden. )

35) Anderson, Barry F. (1975), Cognitive Psychology : The Study of Knowing, Learning
and Thinking, New York : Academic Press.

36) Park, C. Whan and Richard J. Lutz (1982), “Decision Plans and Consumer Choice
Dynamics,” Journal of Marketing Research, 19 (Feb.), 108~115.
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WMAZBHS BASHEDY S8 ANtz U ol ajg @AE
B SAHS LAY o, HEEERRTAAMY AAAAFE

3 BE2AE WAZERE S REY @A HEAFRLE o) %F
ojof A= AL ¢ = YH.

V. AZ3 A BEER

st ALY HEFAKR: AREFEREYS BRRE
}

of BB Bl 44 22W 5 gou, 2uARF Rkl
REA WA HERHRRE Toslcl ¥ 2a4s 3348
FES s gu. F, 29495 288 Y YREe

()& S, Bettmano] A R 2je]o] =o)L} Howarde} Shethel 2 d9)
A Rl HEEARRE ¢4 gv. 53] Hansend &
v AHe] g Adesty mdg AAsHA, Ao JYRst =
ARFAGH AL mxe 43AH G0 WEEAC 4vAY
59 4z o] PR FoGm FYsgon, 1o
o) AP WEREY MBS TG go >
A, /3T 234 AFol Yoz Aoy Ay 59
N2 A S HAst:= “ =23 A8 (exposure situati-
on)”
B. SHA4GolU BFe] 4aA%ol g8 SEE © AHH
A A (prior commitment)”
C. 4% g3 PFo FE=E “ $%53 v (inpulse pur-

chase)”

37) Wells, Willam D, and Arther D. Beard (1973), “Personality and Consumer
Behavior,” in Consumer Behavior : Theoritical Sources, eds. Scott Ward and
Thomas S. Robertson, Englewood Cliffs, NJ : Prentice -~ HalL

38) Carver, Charles S. and Michael F. Scheier (1982), “Control Theory: A Useful
Conceptual Framework for Personality - Social, "Clinical, and Health Psychology,”
Psychological Bulletin, 92 (July), 111~135.



52 REBHE GE2W

D. A3 849 “ A%¥H £ (joint effect)”
E. 8733 483 230 23 wPozd 2ees “ Py

4} & (deliberation situation)”

Belk:s 2w A A3 of vja]e= MAREY) RASLE U ARY
BEo RRE AESA, 4334590 A 7Y FEHJRYE
BAs o g RAE AR BASHEY VBelke] A7
M= B E HREFXFAF A E AZY = Y= 54 WA
ZBBd BRBYA U FHI oJFAAE AT, HE
EFHZRSY BEMS AsqY. 282 DeBruickers Fuj7z ¥
o e @AW B (personal involvement)= fHAZ} RRY #
EffAEY stude A¢sign . Mitchllojy Ray:= BB B2
v Zido]l F ojsiEojdx] & B ozl A kg
o2 XM PKassarjiand N MUz WHES #HE9 MA
9 o 2RAHI RESVY HERELE Adsegs CHRE
of % A7ATHEY WE £go Y Holth “Bettmang 7§
ol ARG JEHog FAL2 ¢g=v:  Newnans}
Staeling] A (1972)A R EZ AsjMsigd=u, o] AN
A3 AVRATY AFALo] ERggs 2 GAstg T

at!

39) Hansen, Flemming (1976), “Psycﬁological Theories of Consumer Choice,” Journal
of Consumer Research, 3 (Sep.), 117~142.

40) Carver, Charles S. and Michael F. Scheier (1982), “Control Theory: A Useful
Conceptual Framework for Personality - Social, Clinical, and Health Psychology,”
Psychological Bulletin, 92 (July), 111~135.

41) Belk, Russel R. (1974b), “An Exploratory Assessment of Situational Effects in Buyer
Behavior,” Journal of Marketing Research, 11 (May), 156~163.

42) DeBruicker, F. Stewart (1979), “An Appraisal of Low -Involvement Consumer
Information Processing,” in Attitude Research Plays for High Stakes, eds, J. C.
Malong and B. Silberman, Chicago : American Marketing Associétion, 112~130.

43) Ray, Michael (1979), ‘“Involvement and Other Variables Mediating  Communication
Effects as Opposed to Explaining All Consumer Behavior,” Advances in Consumer
Research, Vol. 6, 191~196.

Mitchell, Andrew A. (1979), ‘“Involvement: A Potentially Important Mediator of
Consumer Behavior,” 2Zndvances in Consumer Research, Vol 6 191~196.

44) Kassarjian, Harold H. (1981), “Low Involvement : A Second Look,” Advances in

Consumer Research, Vol 8 31~34.
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Taylor: RS (1) JAZAH A=y ki FHRRER (2)
AQgoly Jx 2Pz ANEANG S WAWN K#S HE
FRO gaE QMR

o] A (task difficulty) oA HES AW HHEZLY
HERAS EBE 948 + g, 23, Ax3 953 245
Yt AU Ao A dol ol JdFE vy Ao, ¢ty &,
7 U 44 4, FRYA, AP BBAY, 942
FRY 2 BE FHYolAde A AERHO 2 Zoln.
Fojey 2749 94", Ao T A AEdEE FH 2
BAQ FAHRAS o]E7HY ATzt FHAM HoTH,
o] FAZ U AF7 43 + A& Ao,

Bettmans} Kakkar(1977)2 cjgs 233 HAJgoryE 16
Uz 28%9) S AEe] JusEE HrygANTFL ALz dE
Ae AP, oI WAL HehH) WAEY WAES
FAEH0Y A3 vAdst= How B £ Q. Capond
Burke2 73 fAZO] U 22 LY MAZHRE ¥
g e 2959, HREEEY AMes2M REESEV)
WMAERD of 2237 He FAGGY 440 Bs FEG
th. o5 I AAGYe] sty Me) olua HEFH EAZEL
Ry A9o] QF e vixe U AHoly Pdojng AN
M, o] o ALYz Y2 A F Holgn »grnpt?

FHIEY BERREO U JFEL WHEEHARRY EE
ol U3t FAE Z2AHE AHAstz Q. EFo) ¥ EYY E
(frame of outcome)o] 3+ o tojr], Tveshye} Kahneman tuj<h
o) Mee e ZAA (reference point)z} AFA AN 3¢9
AEAIFSAE AMsz vk, o 72 3 gt AGEHAHAY
AAEE AFHY AEol AR AXNEAY 0B o2 AAFHAY
Zvoll HERRA%KREI F280 ol7lo] oMo AAF} titE o
A A &= ¥a)o] g4y B, Tversky® Kahnemang (1) 7 &3}

45) Bettman, James R., Op. clt.
46) Taylor, James W. (1974), “The Role of Risk in Consumer Behavior,” Journal of
Marketing, 38 (Apri), 54~60. '
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R Jeln WY #H () MAY AEY ERREMERY
F@BHo) HEMEH BAY ERE RE}E F2Y K209,
BERREFS VO I F-EBQY FBFHY F ¥R
°f MEEHoE 43Y 5 J&E Rusd.

HMEARRRY S8 434 A28 oy, #3334 A
AT FoT F3Hgo] TR gurAH AFEE BRI
o3t o] 8% £ glg.

O BAmFAY FEAERY BEHO 9= HEEARR

Belk: 12749 7} A 93} (hypothetical motion picture)oj
O3 53 AER FAHY PJrlo v WAZES) FESHY H
RE ST, o) @A 1008 Ot @AY H#
708 JHF) A= 4B F, " FIo FAHANFY 93B9 I}
= A48T g9 "°*°'7}E sl s J o = 4G
T REBE 3o YT FUto mA AHE F 4550,
Az RXS WEARHESI 2E4H(total variance)d) o
3% Hgsigin, WA HEBHE AT FTHE (main eff-
ect):= 7tz A& 0.9%9 0.5%% Mustsu .

Bosinoffg} Cohen® Rokeach Value Surveyz 23 7)ol 3
copersonal value)$} A& A2A2lo] 5219 E A g 2
HeEe 297 AF 5o U3t s Eey AMESAH 2n
b Rosts FRAY(EEHFE N 2= Ja e BAstg.
o] AFAAM NAA ANAEAZEI} $4Y FRAHe] ¢ 2
S#S F S%E dEFstgon, ARFALAYF(REBHIS F
HEE 4z, NI 29 AEFALEAZY HERHARE
T AESH FRAYNY BT F BE HYsto, @AY
MRS WERERREY $84& gdsign.

47) Capon, Noel and Marion Burke (1980), “Individual Product Class, and
Task - Related Factors in Consumer Information Processing,” Journal of Consumer
Research, 7 (Dec.), 314~326.
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@ BEEE U HEFHBZR

r[r

Belk: o} % (purchase intention)o] w]xj= AN ##
I HRRRY HEA B Arsged, TEHESA 10749
2B ol E} 64 HEE FHEPon, 9879
A AR sl WA FAHEGY. AgWsEE A
YEnE styloe YR H2g A8, oanty AMYAad
W golsts 4% S99 FHYZLve BU=HE 14T
o] &-x|gitt. o] Ao HAESYS RABHS WHAEHEET 2
Wago 38%E Mysi=d uls, BAZES RALE I EHR
Be 27 202K 8% 2wk dsigg . *®

Coney®} Harmong =9 =9) (dogmatism)el:= AN ##3
Fulzt zAAY ASE T 4G gAoA HESI] 93 7o)
st A9 59 ToiAdgH 540l AAY o vl shee
5 124 %7tz o) g3 Fujgxo) v AFE FHsUY.
Aga 2dFoe] HEEAKRREY g Mo 10%E
Aistgony, oAy SdFogz A3 FHRE 4 1% R
o] TS A, AN HHIY RAD KRS 5¥He
B2 2o s HAo FAHoE KT A¥E F2 gL
U, MAZS RRY HEAEES Fo9Ey PAdd vie 743
EHE JAE oz EAEHGY. ¢

ri

@ HREEEoY HRFEHA U HEKEH

Agoly HA 5 5o v A2 E (time expendit-
ure)o] oig AN KE BHEM K Ao T AFaA,
Hornik& A4, Yo, 7%, £¢ 59 A+5AH W48 @A
B Koz fm, V&I dA, 82U EXF L F L= (mo-

48) Belk, Russel R. (1974b), “An Exploratory Assessment of Situational Effects in Buyer
Behavior,” Journal of Marketing Research, 11 (May), 156~ 163.

49) Belk, Russel R. (1975), “Situational Variabls and Consumer Behavior,” Journal of
Consumer Research, 2 (Dec.), 157~164.
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od)E BEM BET s ADVE HHE F A&, o o
FolH Ra® APVEREY MARAN NAH B4 HAK
HHERZ 492 HHo SAHOE S48 2L R de,
25 YABE YD ABNEYHo WA BEY HERAL
2 A% 4ge A B How Yy, ®

Aol A4 ez AR B9 10 2E U EEFH
AFoj 4, Sandelle 3199 yystAlS ol Uiy WARES BAsx,
SLEE HY3 BAUsE AFPow “ 2ol ¥y” , “ 2Fo Z
o] 24" , “opyo AEL QT =9 LEEY EF
#EHE WYL gvﬂa}am. o] o LEE HEFHY
BMAB 2 A0 439 43A4en SR AZY HTALE
2 AHE Rato] 27 el TG ow, AU AFow 9
I OEHREE 2 AR 0.5%} 2.T%E dsigic .V

Belk: 1ISFAE (WA, 2eolz, 27 $)ol BT 2]
29| A2 o) % (usage intention)o] thst sjolatel BAH Wi o
Jee BHSAT . o) BRFME E2L&WE) ALYRE ¢ )
Bel gty Aol o’ 2 RE ¢ M ALY Mol A
9 58 HE2 2HEPT, NG 1002829 WAW Kol
Y E4E MAXBBE 19y, AEBB=E SEAEY 4
2% BHUHE PSS J Hy” L, F2 AYYAR” 5
o SAEALATL AU . o] AFojd, MAZYS RAB
O MEFEARKE: BoHK o 39%E 4P us), WA
Jgow A% THEE AL MARS SHHE APsigr

@ BEEEOIV Bibo) wixl: WEERRE

AEo e 2uAe grggd vie AR+ 4FE

50) Coney, Kenneth A, and Robert R. Harmon (1979), “Dogmatism and Innovation : A
Situational Perspective,” Advances in Consumer Research Vol 6, 118~121.

51) Hornik, Jacob (1982), “Situational Effects on the Consumption of Time,” Journal
of Marketing, 46 (Fall), 44~55.

52) Sandell, Rolf G. (1968), “Effects of Altitudinal and Situational Factors on Reported
Choice Behavior,” Journal of Marketing Research, 5 (Nov.), 405~408.
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9 Edo] g Aol Pettye} Capioppor A&l sl i
Qo] Rojst= oA ow How AFHA X (product involve-
ment)2 AAAE SHsGR, BT FEH ¥ FHoz FH
== w29 A (message quality)z} oA} z] ¥ (message so-
urce)& A% SAHo=2 FHs o, Az 28 FHol AF
AZo) Y g PAHLE ZA8GAY. o) Ay FH
arguement type)9} A F B AE o] A3 AGaHRI YA,
AAH BRI & Ao BHY FH] AT HEE B4
SIEE st EAU QYR AQH B4y B AFoA T
z2o] AAEYE Wol: 95 P Yo BFey?

Bither&} Wright: A7tz =9 R Ak(distraction)s] HE
7 =N So] maje JFE BA4sc. U F#HF 20
W Az} FoRAte Auagor AY HAofen, AAZ
o8 A% FHRE MY 28% AdPsgoy, FAEAY
FFog Q3 FHE FYsiA g& o Yryng .o

oj Aol HES YR A S HWEEARRI AX
oy MAZE A% FHERY v & AHET 4IPS E ¢
$ e, ol WEAERRAE B3 AEYo=H BARET
B #Ho U dy¥Po] HuF + Y AMNHE dE
UeE&E U 7o) € Zolg.

8u, Payned BEREBEOAAMY MHBES Al o
o) &7 AGHYE Arse AEshGon,’ AT 44 )
olo] A48 g Mest: Yol AR Yo e FEHEUFT
sttk. o] AR, NAL AMNEFo| mEAAD 4FFoly H

53) Belk, Russel R. (1974a), “Application and Analysis of the Behaviornal Differnetial
Inventory for Assessing Situational Effects in Buyer Behavior,” Advances in
Consumer Research, Vol 1, 158~161.

54) Petty, Richard E. and John T. Capioppo (1979), “Issue Involvement Can Increase
or Decrease Persuation by Enhancing Message - Relevant Cognitive Responses,”
Journal of Personality and Social Psychology, 37 (October), 1915~1926.

55) Bither, Stewart W. and Peter L. Wright (1973), “The Self confidence - Advertising
Response Relationship : A Function of Situational Distraction,” Journal of Marketing
Research, 10 (May), 146~152.



58 fREBPE GB2%Y

dol el EAY + Y= PEo "W A4 PE& FTAGE
Yol A& Aol WHAY. =, o] AWeA H& »J%om
Qo] A9 Meo] Yrof wa SyYugo FAEm G U
22 P8 + JEE HPY FAHRLT 2HY & ¢
ZAoln], aujSo] A PE& EAHE £ U W
REU BEATEBBS 728gs Ao, AAE 2uF5L
AN B5e A2 ExoldE AHAANE s=ul, ok
Furse} Punj Sof o8l 2739 aymes S4ece,” suas
o] BEFEHRE 222 dAsto] A4 PYEL SAsaE £
& 7gAgE e Bodss How B £ gt o HY HMEE
o] o)t 7} M (self selection of task environment)S 4
Ad Agolu HE B A7 29 AAH sH4o=RE P4
HE Aor 2390, gy, A3 AUV JrALe &
A5 2ately) YHE EAO BERRLS AP @A) B
HElojopmt st=t), o] o] HREFENN P ojopy 2o
a9 sy ® Ao,

N, 5 #3

BREL KBAHA o o SAH dPoly H4d & 4
A BERRYS WAZ HRY BA3 84 A3 WMAY BHE
e BRol O £Mo] Yo, BEE, MEEAKRI IAY
gameoz wESAY BRHEYT B FIY FES AW
gge e Yustes AL oy, A BT MR KRR
Me BRYERI xBEHY HRE et Zoln, oA +4

56) Payne, John W. (1982), “Contigent Decision Behavior,” Psychological Bulletin, 92
(Sep.), 382~402.

57) Kiel, Geoffrey C. and Roger S. Layton (1981), “Dimensions of Consumer
. Information Seeking Behavior,” Journal of Marketing Research, 18 (May), 233~239.
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gAY FE HoE APojM ARV FHY FL AYA R}
g Ao, MAEE Ao AFoly HPE FE2IFsE Yo
U sjole] MEolY RRES EFBst: W A I veid A
ojtt. AAHo® YU ARFAHES R 22 o 2y
A Agelut Hgo) usl o HE HKHMAE AL o=
B 4 g=u, o)ggo] anAy REL WEY = A A
WA B27o HANHO BRI EES A9 HBRol ¥
b =

HMEFRBEES WAL T#Hol WMAS BES KA A8
Ao r AFHeozr AMHIYE: FAHLE Y. F, HAKEH
B BAS B2 WA AL iy, WAE BRI I¥S
nAges e P AdAstz 9o, Newellz Simond i A9
FHe AR @EolY RFK MY FAFEHE AL oY
o, A FHS dste oAty fsiM: “ @Al @Ol
U MEE g#sts Y 3, ME2 M (problem space)” o] i3
sojopm st m FAsgy P ojgge R UT AN B
B T M (representation)e R WA WHEARSY H=
7} Agw B 4 gleny, o] #y& Bettmano) AL “ JAA
Ao} thst A" 2 (constructive approach)” #} uj@ J{ A}s}
4.

WAc BES ZYslx G AFxd REY == 4. &
RETHO U oo FRES ) A3 FH Aogd o
T omBeEd olvel BHREV S BARRAAAAN BHEET @R
she @ U amigte Yoy, BEH WAL HEHAHI
Ust AELS ARFY BOBR U oo uiglA ANPR
7t 8 Zojt}. Simong EiAH Ax2HWE AP 2 A2H
& & v 9o REoe Hase ol 2 LA Y.
O E @AY BEKAD FHE o5zt AN BAY B
By i EEARY HHAY FAAYL olsser Toa &

58) Furse, David H., Girish N. Punj, and David W. Srewart (1982), “Individual Search

Strategies in New Automobile Purchases,” Advances in Consumer Research, Vol.
9, 379~384.
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AV o] AR ME BEAFTH UY EUESL %s}oa
o MR B EEEREA SAFHY BAYE
o] Aol AANE HEE Tt iHIXU} a
¢ BEIZ 276 A4 ERAAYNE HH L
7ot} .

o] dApoj MAY WEF WAZS U A= AF
Mol AU Az e AL Uz, BEH} WMAEHREA O3
NE2ATSL TYstn NZATSo AN WAY BES BAEY
REES REHS Uil ATE 2 £ g, o] HHS AYE
e ulale] BREY A7 wae AMastes ol g 4 .V

&

g At afo
1o

ﬂ E 2
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M x2

2 M o
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%
SRS
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59) Newell, Alan and Herbert A. Simon (1972), Human Problem Solving, Englewood
Cliffs, NJ : Prentice ~ Ball,

60) Simon, Herbert a. (1981), The Sciences of Artificial, Cambridge, MA : MIT Press,
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