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Abstract

Purpose — In recent years, many companies include franchises have acquire customers by making an online stores and
they are carrying out permission marketing activities with e-mail and SMS. Permission marketing requires voluntary
customer approval for receiving commercial messages such as cross-selling and upselling. Therefore, it is necessary for
the business to induce the customer's acceptance. The purpose of this study is to examine which type of different
messages can affect higher in consumer persuasion. Thus, we investigated the impact of descriptive norm message on
intention of reception in an online store context, and its interaction with chronic regulatory focus.

Research design, data, and methodology — This study hypothesized that the descriptive norm message would affect
positive influences to consumers' intension of reception. Specially, this study inquired into whether the interaction effect
between descriptive norm and regulatory focus. To verify the hypothesis, we conducted 2 x 2 between-subject factorial
design with message type (general message and descriptive norm message) and regulatory focus(promotion focus and
prevention focus) as independent variables. Participants of the experiment were assigned to one of 2 kind experimental
situations randomly according to characteristics of message type. A total of 131 participants (descriptive norm message:
65, general message: 66) responded for this study. The data were analyzed using frequency analysis, exploratory factor
analysis, and two-way ANOVA.

Result — The results of the study are as follows. First, we found main effects of the descriptive norm message. The
intention of reception were significantly higher in the descriptive norm message rather than general message as in
previous researches. Second, interaction effect between the descriptive norm message and regulatory focus was
significant. The prevention focus (vs. promotion focus) were hight in a positive behavior intention when the descriptive
norm message was given.

Conclusions — This study verifies the main effect and interaction effect of descriptive norm message and regulatory
focus on the consumers’ intention of reception in permission marketing, and persuasive message in the online store
context. The results of this study will provide various advantages to companies that want to establish long lasting
relationship with customers by carrying out permission marketing in the future.
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1. ME

REY W2 ZUXO0|= V|Y2 2=t = & OfL(2t
222l ™ ZE id5t0 1S 25 Bl RASHs EAH2=
HofgsS olofLivt QUCh L2 mXL, AERE I
Aoj= 7|%(eg, EOILORL, HAHZ S)2 222 FE Al
FELS SoldiAL 50| Z2EMES st Tsta

—

ol e A4S 0|HY 2 EXHAIXIZ PSSt 128
o IHEES |FLot= MO|M O E(permission marketing)
2 st UCk Ol= 24 ZRXIO|= 7|02t =otEl
Z40| OfL|D{ M ZRMX}O|=(eg, OfO[HME, A HE20|2,
ZZ[H|OtZ2Y &), AIRE8E ZXIO|=(eg, RU|ALC[E, &
o2, EAA F), AOEEITI|T7| A MAMe| ZeXio|=
(eg., C|EA, AMNME| 28 5) & CHATH LB0M HAL|
1 QUCH.

mO[M O 22 240| 5{2t8 gha XpALe| CHefo FHE

H&st= OFE &#s0|0, 0|8 =d3t7| 28 7|ge
20| 7|l FEHMSO| et =4IS2lE St=ZE AHHH

HOE 3 ot JUCHKIMm & Kim, 2012). 7|&=Q
SXPEAOl oA g1 H2| Mo O E2 120] ERdst
Cta MZISHALE AE X[&5tn o2 7|ge EEAMS
AAR £E25LE 20| B2, AZo| M 27t Ert &7| U0
30| it 2| o] 7IsMol M SHEAN H32 e ot
SM0| sCHLee & Park, 2007).

DHo| e J|HoR J|YPe ANME ZA|, ZRaM
FE U, oXEo) 5o HEE HE2 FUES Y
Lo, 0| Sof nol #wE S M+ 2o
E OZnto| BA A&%E Zake
7192 00| 2 7t S &
OIESIEE R Tt A

QgL ol2f3t oY BE
UL, AH|XPIE7WRIM oz Y= U E0| 2 o[ XLt
7] 2o A S2E Y7|7¢ &X|PH2 ULt ETE AH|Xp=
HAIZl= TIAIX|ZF RHAIOfA| & SFStX| Q4=Cta THEtE|H
AEo 2 X|X|EHK] Y= ATF0| Q0{(Greenwald, 1968),
SN ARESLLL e E5 OAXK|(eg., =4I SLE SIAIEH £
LS0M XHSSte CHst s|sS 2od = JASHLHEE
AH|XEe| 3EHQ QKBS S FESH|7L O & 5= Ut

2 g7= mAXel 45 20E =0|= At EH Q02
L OAL B AlelH FEHS 2% HAX|e] #HA
HMEYE 1 2SIRALE AtE|E rH(social norm)Q| USRI M =
M mH(descriptive norm)2 £ & 20| £ HEE29| At
ZE0| Yutdo=z = MEH WEEZ HA[St= ZAo|Ct
(Cialdini, Reno, & Kallgren, 1990). At3|M SEQI Q172 Ct
F=o| W =2 [Etsteds 40| A0, B2 MAATOM M
=8 ol ™AL 45 auit YSBE|RUCKHe g, Fornara,
Carrus, Passafaro, & Bonnes, 2011; Goldstein, Cialdini, &
Griskevicius, 2008). M &% wH2 OHEN ZFHYME J
N ZQde ZHozm UMM Yoo Z(Yoo & Lee,
2015), 00| duF Al SO 2E AW M ==k[=
HAIX|Of &&35tHEtE(eg, =4I SO|E SHAH X 5] 4TEF
Ol 8119 75%XMY CiYst S oM = U FLLC})

rO kI miu

o

CHCk==2l 7| ®0| Aldst

o> rlr

Sot At LEtE Z0[2t0 Of & 5tRICt

JdfLt M &5 8 HAIX0| CHeh =&8Ei: 2t 13
= XpOIZH & = ol AH|XIO|A BHYE 2 2 (chronic)
HHZOo] e ZH-EHE 0|8 2FY 7Isdo| At =F
¥ 1 540 w2t gk ZEHE(promotion focus)f O 2t
EH™(prevention focus) &= 7HX|Z Ltz = USH, SAEH
2 g Fet HEof| ot 8471 Aot tf otg Bk m
W& e drdte @2 20l v, ofEF 2 ot
O] 2ot 77+ Zsta oot BIE Al A ™S 2| IS
= d 52 HQICKHiggins, 1998). MAIT0|| [FEH Sax
e d ol et 771 dojM AA29] HEE YA X
X|gt= Aol n, o -2 HHo|| Cist &7t Z5t7
-Z0il CH Hofl CHEE FX|IZ el FREMS St= ZAE0| AUCt
(Son, Lee, Kim, & Kim, 2014). HEEMMS Ofo| SiCh= A
2 EfQlol ol 74g = HY 7tsd0| Lt AS 2[0stEE
OIHAEEE K|l AtEO| 1 HEof s o 3EXQl
82 B Y AO|Ck

0|9l =0|E HIEZHCE & dl= 22i2 2|71 &g
OlM M=X o FetdE #4HELD, O o7 ZEXH
o MEY Y AKX Y 2E8510] AH|XO| =41 S92
O=E 0| X|E YotX} QL A+ 55 FH2
e HAIX] & & 2=F(MET - OAIX], gt HAIX]),
AEEHE 27T LT o 2R R o 2x20| HEE
ldstion, ot A0E Ssf Z§Xto|= 7| Yo mo|H
HHE 2t& 2 otof CHet ARH AAFEE MSSHRA} Shrt.

—

M

e

MNaX™  H(descriptive norm)2  AtS|A  H(social
norm?e| T4/iE F SiLio|H, £ HE0(A YutEo=
CHEE2| A 2H50] of EAH & S5H=7tE& HAlSH= ZO|Ct
(Cialdini, Reno, & Kallgren, 1990). Als|X S&=Q! QI7+2 Ct
It Fole d & WAZ M2t otds 4ol RUen, ol
Ci==0| EHO| H| WX oIt TEHSEALE CHe2 29
O|EfE HFRiQste MO A H| E=ICHGardikiotis, Kim, &
Jeon, 2009; Martin & Hewstone, 2005). 0t OfL|2} Ct=
o ol 7d0| E7l AHA HEE ME ZF, AFEE ZHo E
2%t Ma|d HE2 FZ ez E8X0 MEHE o £
AUCH= O|FO| RUCE. Olof M & 2 45 atE =0
= Ho 38 AR LK ol Ad MELS
LAGHE At 22 Al2ld FEHOM H RL(feE=z &
A HMYOTA=02 2 S8, S5 A SOt 22 Al
o EXME sidsty| flgt A7t FE O R QCHeg,
Fornara et al, 2011; Goldstein et al, 2008; Neighbors,
Larimer, & Lewis, 2004). d2{L} X|20|= AIS|™ =HHO|A
B ootL2l O EAE HHM O 20E HTHEH=E A=t
AL feon, O E AFSE M =X -0 AH|X2
TOfdsSE FHIAZ = UCED BiRACHe.g, Kim & Min,

_I
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2014; Yoo & Lee, 2015; Zhou, Dai, & Zhang, 2007). Zhou
et al. (2007)2 AH|XISQ| 2ZI204T £8 Q012 AOIH
= & AAT0AM HBo| CHst X|Qlo| = Mip 22 Atz|H
THo| EF Ho| ASS HI2M, Yoo and Lee (2015)2
2212l & SHFE0|M AH|XFEQ| FOiel=0f st M &7
o F HOo| X|X| T Bl FAHAL AH|XRQ| Xjorsy A
Of rhat Of A EHEtX|=X| 4HEQUCE O 2ot M5 o
Ho| Fojel=0 SPH2E RS2, X|X| &t &
A0l =2 420 HS FOiel=7t =UCEL Eot EHE
28t HSYH2 JHQIFe & Lt I thel o] 2
O 71K UA 425t & ool 220 Fgdo| 3
CHHofstede, 2001). AFS|& 10| 2291 Hejo| =0 O] X|
= 0| 7HeIF| & 2t O|=0|MECH & EHEFo| 2 3t
HOl S0 o ZsiCh= AT Zat ol R
StCHPavlou & Chai, 2002).

Ol&e| =9|E HIEeR & fgifts AH|XII 2|RI7tS
g m2A Zl= o0E A S9f | HAIX0f M &5
T8 | HAIXIE HAZ B2 AHXRel =4 S29| 9
ot 02 =0t AO|Zt: O =5k

MEE O 25 7|&E g7e HAXE B 3H
MeEX Yoz L =0 "ufXt0|E YotE= A7t WX
BHe.g., Larimer & Neighbors, 2003), 3|7t ZHZEO0|A X|
AMElE HAXE BME HEfQ LB TIAXIE 7222 3}
D2 gt HAIX|It M =X A HAIX|e] €571 XHO|E
ot nxt siot ofof A7Eet M1 CHE2a 2Lk

<H1> 2H|XO| S| AZHY =M KAl
= HAIXIO M &Y FEE 2 39 L HAX]
£ MAlZ 3920 O 22 a4 39 =22 Y
Z0lct.

7|20| Mssts HEo| tist A~H|Xte| =41 Ef=0f e}
Med a8 ARl &= 2its HEFE = UCE F, 0
AZ| ®MA| 2OHE AH|XPE X|H 7|K7F S|MA1E Its-d0|
U= ZO|CH 1 HopH MOl oA o] st =4 S2| Ef
ZtCHE +=FY I O 208 713 & ZESHE AH[XLe|
E42 2 0| USTF? X|FK| HAIX| Kb 0| CHSE Af 2
=9 8 u8E HdmE F2 A7t =F XT(regulatory
focus)O|Ck(Motyka et al., 2014).

A ZETO0|E(regulatory focus theory)2 At 2=0| O™
s 28 ol A9 EASE FTotn 1E2 3| msict
= d S 2 HE FAIT 0 £0|H(Higgins, 1998), ak&f £H
(promotion focus)t 0|8t M (prevention focus) & ZX|2

SEARM S M & (accomplishment)E Z=13t1, 0|4, 3|g,
HiEot 22 JE g0 #Est 2N Zuo =FE F=
=

‘Je0| O| A X}Of(ideal sel)E AT S| 4
sg Zpsle EXMZS Q0L HHH ot xF2 obH

(security, safety)g FTotn HRE Of ¢tg MEiSE 2F

£ L5t oot oly=Ho| g 7t AE2 0l 5
Hote &42 37 #oE07| 2o #3854 Zatg /ot
Axt gt= St R VHE ¥eds= SFECE Yot

(Crowe & Higgins, 1997; Higgins, 1998).

AR XpAlo] 2F AT YX|Sts FEQA TS o M
DY, O|F ZEZXed(regulatory fit)0|2t oot THAH
SR gy XFO| 7IME X|d AL EHES OHETO AL EE
Ct o F=Eh, o2t 2| 7|ME X|d AL HE2 24 =8
O Ab BHEECH OHFTH3| mbhE o MZBICHHiggins,
2000). ZEHLH0| SO0IE-E ZHE FGILA} Sl &
7l ZoiX|, Htdo| 22 dE O 2o/MeR HItst
0o CH&el 7L X|IE =2 X|Zf2CHHiggins, 2000).

Higgins(2000)2| A+ O] 2, 2 GIFA+E0| ZHEETHY
O] ZolX| =& Stz WRES Sof HAIX|S] 4588 =0|=
ARE T CHe.g, Aaker & Lee, 2006; Kirmani & Zhu,
2007; Lee & Aaker, 2004). CHEZECZ Lee and Aaker
(2004)7t HNMAIXIE ZHEZ Ct2A HAISH] =EH o
de goloh A1) AHEEE MA|Zls FEL ™ E0] = Ex
Hut LK mf sf FHSo| CHel =olMez HItstn 37
Hol HEE HRACL

MAATE HEeR & AFs M &8 3ol =3E o
AZX[Zb AH|Re| ZEATFN IX|E 42, =EXHYY0| =
Ot =4l 59| 2|7} =O0E Z0[2f Oof&SHRACE 1A A
OZ o XFO A ZE2 I ©E HStn NS B Y|
e ARE Ot 8 RE |45t & &Hoty| IfZ0
CHotoll CHal St =Z2f o (M FHHQ HEE EHAUst
He d A)2 ot= 40| UACKSon et al, 2014). Ste|x+=F
Ol s ME of= AL E2 CHE AIRIDRe| A} ZOHE TR
AlStCHLee & Ahn, 2010)= EE == Of, of2b=H &
CHO| ofah 27 T CHRCH & AHEEEO| St A 30| F2IE 7|
=20[1 OE9| MElg RAE 7Isd0| =Lt & & AHUYL
W Cteold & Z2UE 20T M &8 3 OAXIZH A
AE 8% OUEFO AEES0| o RIASHA Che=o| MEtZ
ot 7Hsd0l =2 ZAolct M2t 2 A= T2l 7t
H28 7SR

<H2> Ofd=Ho| AKXt SOl AH|AHELE 5| /7t
2 M MAlE MeH - HAXY § &2
=4 32 o=5 B Y AO|Cf.

w
o

T

31 A4

nx

A

311 A Yk

2HR 2|7 YES ot -0 =M S2 25 HA
Ko 2 LOtET| 2loff thF 22| HA[X] H=O| O|0|X|
o HAER O RO{X| Hx 80| 2mZafol ¥

SHEECH M Siolrt TEGLo, o Y §de =22t §E=
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RS 3 QTS TSIACL MY BHO| ATS HEIIO)
olg M0l B2 TAUKO|X AR F, ANMBOIN
2t 4 B 2 X018 wOlK| g Wl A0f sts
MES Dofsts ADEENTI|] A HM2| YFS MR
At

DX 2|27te $ASO| BOIN =BE|S 270) B Y
Cheol 8 50| meE 29 3TN MSHIh Lieptex|

£ YOI}, HAIX] 7 &2 2 HAIXt M &8 1Y
HAIXIZ 2&/SHUCE HAIXIS] 25 =3 X0|= 7H°._|‘<“§%t
Of =E ZH(SY=H/OYZF w2t =HRIStaR; SRS

o, A Cjate Ho|EE FZ(convenience sampling)2 &}
AL AT I E dedA= <Table 1>1f ZCt.

<Table 1> Experimental design

Group Dependent
type SRR variable
Requlat General Descriptive Intenti ¢
eguiatory message message ntention o
focus A B reception

313 AEXFE MAE 9 HAIX|] =

A% X222 22101 H E 3271 HO|X|0] 7, AH[X}
of Hz=2 EXSI7| s Y7t HolK|e BAEYE @
= Jdoz  MESIQCE Al S0 AIRSH 2 EHS PLOP
Olats 7ha mRH 0|, AYUEl AZol 0jnjX|E 017|&97}
Lo mRlco| ZS ALRSI0l Al B0l YES 0| K|X UEE
HASICE

AEZAL & Zigst 2 A SoME

Lg ot

S EXE0| =222
dEE 42 ALZIRE Sol MAISHRACE At=
of =&t M =X [ MA|X|= MY A (Goldstein et aI
2008; Levin & Gaeth, 1988)0|A ArESE £=X|Q 75%= At
g10) ‘A0S ST K 8 4TS 0]l 75%A
2| CIUS) SJEHS HIOAI 2 Ol 2L |CH'E X ARSI} Al &

HAIX|Qt CHEE|E 2 IJ1|/\I7<Ii 'FAUSOE SHAIH ﬁ*é'
o

20N HSsh= Ctdet s|s8g 2od £ U SLCholct
(<Appendix> Z=x).

3.2 AP Z=AF

2 Aol M A Y stdol XFE 23 @it HAIX|/M
=8 " HAIXDO| S BAA HES X} S8 F=XIE
solsty| 9Ietof Of 3P 12032 o= A ZAE A
ABIRCn, E7IAHE0| & Af(2 oF 7HX| & 40| HigE|=
FCH ZH H@ MA|(between-subjects design)E A A|SHALCE
ATZAOIM = E7ER2LSE S 2tgol| 52 024 Z22X|0f
st Zapo|@ of=(1N = Ms| 12X| Urh vs. 78 = of
S D ECHe At 20| AMFAX|(1E = MH X[ Tt

|AX| & &of| et S5 =
ol & B2 Mgt 11989 42
XE 240 AHESIReH, Ant= SPSS 2202 S 24
ol ALAH|K| EAEM(On eway ANOVA) O 2 [o|=F
2 FESIRALE O L X =2 25740 Zeto|Ynt dald
—'|:- f0|7f QOISHR| QoF B EEE HOZ LIEtGon=
2t 1485, p=.222, F=.374, p=.772), 0| &2 A HY A2
o::
AN

vs. 78 = Of® JECHE O
=X 2folotnt;. 28T

St
_vjl_

N
>
o[
A

M
~

N
=
H
re
%

AR 2o YUY EY

= ZMO|ME BIFASO0] 270K = F FR9= o 7t
A= Ao CHsiMt grestes ZT 8 g 24
(between-subjects design)E AMA[SIZD, & 13159 MR
RZ 23 20| ASSIRCE 2 MY 2y T ¥ BE
T <Table 2>2 ZTh 3 HIHAL %* = dHEH
Xt7b 79H(60.3%), O{At7} 52%(39.7)0| 1, CHEES| &7t
Ab= 20CH-30CH(83.2%) A2, 22 5.*@4( 0%) 1t AMRZE!
SARK17.6%) & O| QUL

<Table 2> Participants

Group
type Message type Total
Requlat General Descriptive
e?gcisory message norm message 131
66 65
42 = XA}
= 2 YoM FIE2 HMAIE ALZIRE 811 7Hy2
224921 Z E(PLOP) )\f0| ol 3| °J7|-°' L|O|X| & E ol

EHi HOo|AE EI'- 37rx| =K 7%’8 Bt E A 75*8
AO|A, JHE o & AHo|A, ZHE FOfstD A2 AH oA S
HSI=E St= Toldt(primming task)2 AZHSIRALCE O] =
§_|_C|>,I__l7|.0|== X-IX|. | |I|.E|. X-IE §|°_]7|,0I Olol: A—|EH X-IE OIE#
OF O Y F=AE9| Q&2 SOHE2EMN "i."ﬂJO_IO_I#
M OI=E ZHSIRULCL 0| = AFEZEAOAQE 20| =zto|Y
oot At FE0| HAUMH2 ZHSIRoM, ZHEEHO| A&
T OIAIX[Of 2t Aol FRE 0| X|EX|E 9“&'0%
7| It =F =1 2 g0 S Hl=E otQich ZEXHEL

Lockwood, Jordan, and Kunda (2002)7} 723t st52 =

- O

LHOfl SEA| #HHot Yang and Kim (2008)2] H1E #115}0]
M2

15710 2 SHEFAIXRA 828} OfutxN 728he 78 ML
RIASOD|, SUAY 2 80| H4S o= BHISI0] Ak
3 5 BRAYAE 7|Fo2 RYAH Y HE LR}
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<Table 3> Measurement regulatory focus item and validity assessment
I Factor Cumulative Eigen
tems 5 o 3
loadings variance (%) value
I frequently imagine how I will achieve my hopes and aspirations. 730
I often think about how I will achieve academic success. .740
In general, I am focused on achieving positive outcomes in my life. 847
I often imagine myself experiencing good things that I hope will 801
Promotion happen to me. '
focus Overall, I am more oriented toward achieving success than preventing 816 .851
failure. ]
I often think about the person I would ideally like to be in the future. -
I often think about how I will achieve academic success. -
I see myself as someone who is primarily striving to reach my “ideal ) 63.496 1.673
self"—to fulfill my hopes, wishes, and aspirations.
I often imagine myself experiencing bad things that I fear might 799
happen to me. )
I frequently think about how I can prevent failures in my life. .665
. I am more oriented toward preventing losses than I am toward 790
Prevention | achieving gains. ) 653
focus - - : -
In general, I am focused on preventing negative events in my life. -
I often worry that I will fail to accomplish my academic goals. -
My major goal in school right now is to achieve my academic )
ambitions.
KMO=.769, x2=.000
43 o7 Zat = g7 7l SEHESMAR R =22 S
SH(A2E)0 0| XK= Fait 8 4258 2t =0
431 X322 X% HZ 87| I5t01 Ol AHE A (two-way ANOVA)S AIAISHC
0 A, <Table 4>9F 20| F&ate HAIX] § %O &
* " =
_ SrEzAerotEvixe HIIKvt o #B0] SE A% ymoz goglgioniF=540L, p=022, £ ¥4 AolQ)
f:oxllz(il) EH;—{ &EI-OloMg.:.I'_f I:t;.gjol '0—43"0‘:';'0“ C O] & 328 ZiKtwo-way interaction)&= |23t Ao ZE
ot S el pelto] 05 OSSR XF 5= 2 MO ST LFEFACHF=4.886, p=.029). ROI3t Z@uto| - HRut
EEHAIE BA[SH <Table 5>2 HB A 2X 78| HA|
432 z3xHF ME= 8 EIEE HY X7t gt HAIXIEE § =852 #3350/ 20 We A
N N OZ LIEIL} 7} A10| X|X|E|RUCE
TExHOl SRS HE| Yslol BME RoEMS e Zh ol TS
AASIRUCEL FHE 2XM(principle component analysis) 2
Sol0f 2HRQIS FIUT RUNMKIS| EaetS 9o <Table 4> Reslt of ANOVA
M Al w3 Mk (varimax)S A{ERSHSICE Source df M.S F P
_otojt 3t 10 018, R9IHKHK| 5 0l4g JFEoz 2 van | Regulatony 3370 | 769 | 382
= MEish 2o SoEF 52, oUxEY 32H0[ xHEL| effect
olom, ofo|H Zf2 16370|%1M F EAlo] MEHHE Message type 23682 | 5401 | .022*
oloiC L ol o O L &M A
T oSS Tt e TS o | i
3 AAl Rol=tE(p-value) .00022K ZXghel N22 FEE interaction focus 20841 | 4.886 | .029*
SCE A 2 2M  ZAnp SMEFe|l I EHRSE b effect Message type
(Cronbach's o) gt2 .851, Offd =8| I EHSH 2ot g2

6530|RUCH<Table 3> =)

44. A4EN 4T

*p<.05 **p<.01, M.S: Mean square
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<Table 5> Mean of main effect

Independent variable '\(/;e;?
Regulatory Promotion 3.726 (2.20)
Main focus Prevention 3.383 (1.96)
effect Message General 3.182 (2.28)
type Descriptive norm | 4.031 (1.87)

BR2 ZH AN, )T AR | B M2
ol 4 5Xg BAS YopEy| Ash B
ZD} <Figure 1> ZH0| 7} 22 X|X|S}= ZIp7} LIE}
WCL A8t HAIRITEHIAI S B 0T e HARE
FCtECE Y2 Aol E E R OLKpromotion M=3.595 >
prevention M=2458), | && 18 MA|X|7} HA| 2 Z0
= HiCjo| Z1tE ERACKpromotion M=3.857 > prevention
M=4348). G2l J|HE XU A HASE MaX 7
HAIXOf o 78X =4l E E0|= ZAO|Ct

m promotion focus ™ prevention focus

45 4.348

3.857

4 3.595
35

3

2.458

25

2
15

.
05

0

general message descriptive norm message

<Figure 1> Message type x Requlatory focus

51. GIRZADFC| Q9F gl AJAMY

= @7= ZXO|= 7|e| nol F=of 2R 7t S
g ooy YENS e 32§ H # o|Z0d
= U= HAIXIE HDX S FHOM Al Z=|RACE Of0f
HAlEl= 2 HAIXIE M &N 78 HAXZ =251, 7Y
olo] ggf ZEEHE L} £0f U0 fist SEPHS0
YetHS ISHRACE

/| =
A7 2oL MY e Fait LIEtHon, 3 23
b HAIX GOl OlfY=AE B2t {elditls AE 2
QISIRACE FHHoZ, M &X Y HAIXl= 2B HAX|=
Ch 2HIRE 2531710 2ol A= LIERKCE o= 7|
Eo| M &8 ¥ HAXKIS 207t S8H0lEE HlaT
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