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Abstract

Studies have observed various phenomena regarding the effect of the interaction between type, price, and brand
image of a product on consumers’ purchase intent and product quality perception. Yet, few have studied the effect
of the interaction between product type and manufacturing method on these factors. However, the advent of
three-dimensional (3D) printers added a new manufacturing method, 3D printing, to the traditional methods of
handicraft and automated machine-based production, and research is necessary since this new framework might
affect consumers’ purchase intent and product quality perception. Therefore, this study aimed to verify the effects
of the interaction between product type and manufacturing method on purchase intent and product quality
perception. To achieve this, in our experiment 1, we selected product types with different characteristics (drone vs.
violin vs. cup), and measured whether consumers preferred different manufacturing methods for each product type.
The results showed that consumers preferred the 3D printing method for technologically advanced products such
as drones, the handmade method for violins, and the automated machine-based manufacturing method, which allows
mass production, for cups. Experiment 2 attempted to verify the effects of the differences in manufacturing method
preferences for each product type on consumers’ purchase intent and product quality perception. Our findings are
as follows: for drones, the purchase intent was highest when 3D printing was used; for violins, the purchase intent
was highest when the violins were handmade; for cups, the purchase intent was highest when machine-based
manufacturing was used. Moreover, whereas the product quality perception for drones did not differ across different
manufacturing methods, consumers perceived that handmade violins had the highest quality and that cups
manufactured with 3D printing had the lowest quality (the purchase intent for cups was also lowest when 3D
printing was used). This study is anticipated to provide a wide range of implications in various areas, including

consumer psychology, marketing, and advertising.

Key words: Product Type, Manufacturing Method, 3D Printing, Purchase Intent, Quality Perception

¥ o] =2 20159 el wSHe A FATe] A ¢S W
t SR : o) F8 (ool Ao SYTANDTA HAATL)
E-mail : leegh1983@gmail.com
TEL : 02-3277-2541
FAX : 02-3277-2842



22 0|=3| - ghded

2 o
AFFI 742, A oo S JEAgo] 2ulael ol Esk FAAL BAE Etol el Th
W4 BF Yok Tet ABFIS A2 G5l o] LEC A= Kol BHIAE AT SET
Je 3D AR ) S /S B8 A5 AU FTAR EHD A2 3pzAYoleks AR HAS

FIVSI, | M Bol A%

gebd B ATE AEFA AP A5G0l Tuel s FAA e MAE AE AFE] SAste] ol FoiH

o ol 918 A% 12 AFe] TE AEFYEE v wol 2T vs. 1) 44 gz Asale Az

o thEsl UEbeA ZRsth ARHOR AUAES SR g 99 AHL, vl L

Gpel AL, A Aol Sold A AL ABsE Ao Jehtth A9 25 AFRYC) B A2y

A5e] Fpol7} Fuhelmst % cge 3pEay Az W 1o
)

3T
=3
7 7Vt BRI, vl g UL
3T
=

N

S~

N

ﬂoﬂ

X2

<
2

=

[d o

oo rlo
W
w)

|

> o
S

A AZRHA L 309G A ) TR b dgkeh, B A7t 2%

]% = o =
9, 3L 5 Eopl FEH AAME F ZoR dgith

Hof: HEFE, M=, 3p=Zalg, Foiz, FAXZ

1. M= Azkahe W, BEAQ do] Sor A o)

-1 R
A7t AdE BAES] AlFl daiHe F2& W
fel= 7

X

flo fo ofo

2RAES Wt Sof what gold 71Ee A
sle] 9] ALA A s tH(Kahneman & Tversky, 1984).
A, &4

[e] [e]
Eo] E2A W@2A], FATAA FA A,

4
1% wBuIgeA oldAo] utel HEFH A

o]

22td 4 JTHTversky & Kahneman. 1981). olAY AH|Rte] Fujol=et FAA 7t P

olf gt 59 ¥ AES Flete ASeAME nAE g 29050 AFEUFAE EF5H,
Z-ggtth AMAHE S AFEY] f¥ol AFE S 2 Az olgts Eol avzke] Ful ool FHA 7t
ARARJA, ofUH Fy A FES T A /DA o mAE & e A7t EEATh
of welt FujrtAd Aol EFIthMoon et al., I3y 3 AFS oH A2 AXIPEAE &
2008). & Eof, AFE L 2 LHAE ThgF & H|zbe] o o e ot FAX 7ol JEFe mA F e
-exgkol wjAo A FA e ArEe thek 7F4u| W) 8% 84T Bt WA AF] A 2
Qolat7)o] e FpAA FujeE} Zrtet= ul AR sl g AFE T2 HAl=o] T g3k
A, AP FEFS 22 A= 2 FES 27 S "X th(Barker, 2001). AH|AEL FFoE THE
AHH R ofHI, B 7HAe] AR I E 7 AAE T3 AbEs N1AAAE S Sl v
o 58] 91S xS 7hedol vl =& 714l ART AFAHTA A7bekal, F49 HellA o ¢
A Pl =7 B =thMoon et al., 2008). Falthal of 7w, e 7o) sdatttd s Al

gt LnjAE AAE Bl wet AlFe] #F
A zto]l gtk ARAES A7l dalA e F
LHIAER stew sk Al

z} & Wildt, 1994; Peterson, 1970). RS 24T e AlUE E A thBerman, 2012;
Tt HAE AL wf LS AFe] FHE =4 Birtchnell & Urry, 2013). & &Y RS2 FAol A o)



HERF

1.2. HEFE WE Mz=A M=

AT7E AlF2] ol wet 2nAbt doske Az
whao] gkl 71sAlo] Qi) AR O 7 nlo|Ld 7+
< e AN AEs 3P FE gLt

FET T2 O Algel Bl vhE AlFe] dig
ME7t =& Ao| dA¥ ti(Barker, 2001; Zoran, 2011).

R I 22 A §F2 0l =2 Y
o AEFRT FUT UARICE 7AE T3 HFA
ArElo] 7hA o] Hlw A W AFS A sl
o} HoltKenney & Florida, 1988; Kotha, 1996).

ol MZEE AXW2AQ 3DEZHUEOZ A2}
= s Asdte AFfFdol 538 7Fedol It
(Bak, 2003; Berman, 2012; Birtchnell & Urry, 2013;
Stopp et al., 2008). dl& E°}, TEAF A5 &
of Aol met TR ol gEtAl= AN A
AAF= 3DZUY Ao el FHde St
A F e AEFFoIH(Richter & Lipson, 2011;
Stopp et al., 2008), ©]21g F& o] AFE= st
= 2R TE AR R 3DEZAY Al A

I tHMarks, 2011; Richter & Lipson,
2011; Stopp et al., 2008).

5% 7Psol

olojAlE Ad 12 AFFIN wet LHAEC]
Asste Azl ofgA g =AE AdH L
2 A7) f1g etk

2. M3 1

A 1S AFFF) W AEse Aol
APA BeAEA AAHOE AZS] S8 A4
Ak 49 19 AFRY 28 A E2AUT

Hl), vhol &R, A EEE)lE A T K

of 2 Hz=

HHAl MBS T} FOje| = ZAIX|ZH| 0|xl= &1 23

T 3 (Davis et al., 1997,
Moriarty & Kosnik, 1989), ©]o| w2} MZ& 7]&3}
HA AFS A A4S + ATHMoriarty & Kosnik,
1989; Tapscott & Caston, 1993).

delstd, aRAES AMEE 71E9 3DZdY %
A AF %—"— Agshs Aol b Az

TS dAfete
CE23 3D=HY x
2o AguT A5
1997; Tapscott & Caston, 1993).
A7t B2 AlFe] A5 &2

=X

A2 g &siA A 2= o oF )3
]

kd

l

el el A

FAZo 2

O
_|>~_l,
‘O,
FS'L’
N
I
Ho
JE
=
fru
o
S
ol
ol
)

Zade) A4 A BET 5 Yt
A THHooper, 2014; Hornick, 2014; Marks, 2011;
Stopp et al., 2008). Wetr AH|AHELS 249} §-Z9|
Ao e A% Sxay 1AE B ARe =

ER T Xpe) f2o] FEet 3p=AY S S35l A2t

A THStopp et al., 2008).

2

C2S N3 sp=A o)

— = p

TS0 2 plo]| &L AFo e £
AOR oZEE  AFo|tkBarker, 2001;
2011). vpel &2 AFHo2 UFE 22 A2

ST, YRS AEoE 7St A9l EE Uiy

HEY

Zoran,

7Hd1b: 2BAE LS HEo] S
U 3pzHEHT

o) Ao 7|4

FHZAdE AsE Aot}



24 0|23 - B

A A 51l ALLEFo=Z DAY 52
Fxol Aze] 75 O}Z]J 71 Al o] gk A 22 B ok
H| & &2l AlFo]thKenney & Florida, 1988; Kotha,
1996). 1A HL tAle] ety =9 HE4g
= 87skA F7lel LT Al A F de
Fol A, HIRE FolAlE 3DZUES Fall AA
sk AR 3] Ass AdS FEl A Abst
o fF53t= Aol a-&o°]thBerman, 2012; Birtchnell
& Urry, 2013).
3k He A=, Aok AA Hell &3 7 AF
™ 92l HZFo] 71538 AFLE 3DZUH

LHRbEol A FE DA 9] of Fo

Ay A
st

44
2 A He

5 =

S EEE R
g Aole] g we pe BATe
Bas P upl glo) AFe "ol avHn
(Fallon & Rozin, 1983).

ATt @A o FYA F&H
J=s EYele SHE 3=

(Rein et al., 2010).

o]A Y AH|AHEC] IDZUEE A ZF Ho] P
Ao}, &0l g FiEol tal] AFdE =7, 3D
ZAUEZ A5 o] i AswErF ¥ Aok
obEe] AEE&ES HE S8R YN

A

Je= 7IAE T A S a8 dddeR U

suAES Aol ZV—}J o= Fydu
ARG A

7Hd1e:

[‘_|.,
msi'
N
o
o

2.1, 4

2.1.1. AA & ZIHR}
2ok

m
rlo
>
)
2
ku
e
N
N
i
o
ol
ol\
ol
ol
R
)
ot
>
i)

12 Al 7HA] AZEFH(EE vs. vlo] 28 vs. 7)S 3

7HAZ e R AN s AAE APk olE Sl

18~364(Mean Age = 24.08, SD = 3.33)2] A& 4|

ekl SHEAY A st 1509 (A 70)°] AP E

dgtom Aol FAsth ITHAES =

Hhol &, 5{394 Al 7HA f8o AF T & 7HA
Pz

ERb L=

lo

éﬂm 111

-

18 TSR Pk ofF PO AP

[P °
A FHHTL AL (FALL ST 7
3

-

S} 2 ARS WY, [ Pl T, wol 2, Y F
_]

stuE 3ol weh AlAS A

9} 7ro] AAIBH A 71A] H7] 2 s gl
Al 7HA AzRgAe] ANHE $A 9] a%g A
7) 918l Al 7EA A A o] A EE A st

&3, Addle 3ol 22U

Table 1. Results of Experiment 1. The number means response
frequency by making method.

Making Method
Response :
Frequency I??ggége handmade | 3D printing
drone
(N=50) 15 11 24
Product violin
Type (N=50) 11 31 8
cup
(N=50) 25 21 4
Total 51 63 36

/f2(4) = 3431,17 < 001> Nproduct type = 385 TMmaking method = 33
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