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Abstract

Purpose - The purpose of this study was to examine the effect of the heuristic type of consumers affecting purchase
decision making and the intention of shopping value in their relationship to derive mobile social commerce purchase
promotion plans.

Research design, data, and methodology - A research model was constructed to relate the mediating effect of shopping
value between heuristic types and purchase intentions. A total of 233 valid questionnaires were used for analysis for users
using mobile social commerce. The statistical program used SPSS 24.0 and AMOS 24.0, and correlation analysis, regression
analysis, and 3-step parametric regression analysis were used for the analysis.

Results - The results of the analysis showed that representativeness heuristics, availability heuristics, adjustment heuristics,
and affect heuristics had a statistically significant effect on the utilitarian value and the hedonic value. On the other hand,
affect heuristics among the heuristic types were found to have the greatest influence not only on the utilitarian value but
also on the hedonic value. The two types of shopping value were found to be partially mediated between representativeness
heuristics and purchase intentions, between adjustment heuristics and purchase intentions, and fully mediated between
availability heuristics and purchase intentions, affect heuristics and purchase intentions.

Conclusions - These findings suggest that mobile social commerce companies should check in advance how consumer
heuristic types affect purchase intentions. In particular, affect heuristics are caused by consumers' emotional mood such as
mood or external stimulus being more important to decision making than rational decision making. Therefore, the result of
this study suggests that it can be an important factor to secure the competitiveness that the potential customers who access
to use mobile social commerce can feel enough fun and enjoyment in the platform provided by the company. It is also
worth paying attention to the utilitarian and hedonic values perceived by consumers. This is because the judgment regarding
the economic, convenience and important information provided by the mobile social commerce users affects the purchase
intention through the trust of the information, past use, and shopping experience displayed on the mobile social commerce
platform.
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AEE O S5t &2 O|FHM TH |FSAl
Ol UL Y FI/HZ¢l QEOIIO| Chyst
IF 7ty AMEE HgEeR 2210 AFE FEgt
QX £ HHE HiS o AR JpAgel, 2HIAA 2ol E|H
ot A2E S2 FECE A4 Y ESRA MHAR O|R0X|=
AEAHAMA A|FO] SYESHHAM 2212 AEE FE5tn
CHKimM et al., 2018). dX| A8FHHAE Y 24A0| ZIIQt
AH[X 20 S0F 22 EXFEO| LIEHHX|TE 2HEY STAIF
o 7eof =[HztEl A[AHRO| F=EO QA0 ZIIHE HEME
2E2INEE Ol AR oFK1 Lt AEHMAE PCE
0| 8%t 222l &£d2 X|EHQl SIEIME LIEH D UX|EH 2
HY 432 KSR ¥t ot 0|42 TH =22t
HHA AIFO| ZHIYZ 0o|8stn Q= AZ RCHKISA,
2015). HXj AMAHHAQ| 22101 AWM ZHIYT|Z|E O]
8ot AW2 THEHSE 60~70%2 =2 O|8E=2 0|1
Ch ZHFY A AL E42 AlZkat A0 A G0l o]
MLt 2HHY 71718 S8l U0l H&So HEE BHASEA
L} 28% £ Qlom, GPS E&= O|SEALUS ARSI AA
2= Ko Chet HEO|E UXIMHAZR & s 1 O|4e|
AEFE0| I AtO[of olLts 2E ¥Rt O 72 HS
St HE R fIXIMH|AE ZHIY AEHHA AO|EE Sl
MEst 7IHe2 Foistn O oM EMst=E HIES E0
= ZH0| /JUCKTurel & Serenko, 2006). EESH DHEQ AAF
HAE AHXEO| Helgtn 2EME Fstn NE@s 7t
o2 HMEu YXAMHAE o|8F = U7 WEO| AMETCh
(Choi & Yang, 2018).

olzfst EMEE Qlof ZHHY AMFAHMA 0BRSS 4E
EE YAX|MH|AQ| MEHO| UM HEEHoZ FIHE SHAHLE
2+4E 8¢ Y= A= MO|E F75HA EICHChoi &
Yang, 2018). O|N3 AH|XIE2 422 F0O0ist= oM
St EfETt 2h2te| AH[deE LIEH 1 QU Ol AWt
X0 w2t A"E=E0| ZEkX|7| OEO0|CHChoi & Yang,
2018).

2 AF0ME ZHHY AMEHAMA O|XI0f CHeh AH|d
oF AHIXEL| oIMEE WY & SLQl ZE|AE IHo F
=6t QUCL QLIstH ZHEY AMFHHAQ| AMBXIE2 ZHE
Y AEAHMA EMuL LWIHKO| M2} 4F FOf Al 2AHE
FE Qo CHYet HES2 02510 MENSEX|EE AH2He| E4d
ol m2tMe HMAZOIL (el #etg WE Ee7t Sie
A"0| HYPS WECH MES MEFEE St 7|£0| HIZ2
S2|AEI0|7| IE20|CHGigerenzer, 2008). AH|XFS0| °AtA
g0 E2e gl 28 FEIZF HEElE AS AKX SO
OIAtA 1Pgo| thEsiX|l, ESEQTH ZHHE HIMAIZLE
OIAtATCl ZEME {XIE + UCH= ZO|CHGigerenzer,
2008).

m2kM 2 A7es FoieAMEdEo e 0|K|l= JE|AE
FEo| FOHe[=0f OX|= Faklt & O|S1te| &AM A
HIXIE2l AE7IXe| O7f2utE ZHHY AEFHMA O|8XtE
Moz =Qlst= Ao 1 F5X0| ULt LstH FE|A
FY0| ZHY AMHHA O|8XIE2| AWIIK|0 FES
L 7|0 M= ZHY Ad HMAL 4t AH|XIO|
7HXIE mefsto] AH[RSe| Fof HZlo| cfpt Mk Of
AH|Xb= XpAle| AWIHK|QL oAEE FEof CHet ©
ASto] Ot 22Xl AHIE & = A2 A2E 7|0
=0|C}.
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2. O|2X HjZA

21 Z2|AEl F™(Heuristic Type)

FEAER2 YEeL AZH0| HX| BoF S2|H oAE™E &
T 92 39 Ec gLy AEE0| 2 gle JEoM A
ot 7HESt QMEFE 7hsoiA dhks AOICHUzma &

Dhar, 2006). F2|AEQ| dgt2 JHQI0] QAHA™E she 1kl
oM =H2 FE &0 22 gl= 42 FEE MANE2EN
OIAAH 1PHO| ZHASHX| D 22t 7HdE HMeIAZEMN
OIMAEL aEME /XY = U = ZO|CHGigerenzer,
2008). AtEHOf| M2t ghdsh= 2MsiZD MEE = s o
o 2PHo|M Mt 2SMEE dohe QAEE DHFO
M RE|AE| gHoR ME|H, 2AXH 4SS =0|H, 742l
o gtEut E0HE, 0|1} &4ME ZAdte QMET™EE St
Ao 2 LIEIGCHLee, 2008).

2 AR FIZ|AE SHE Tversky and Kahneman
(1974)1t Payne et al.(1988)0| A|Otst CHEM J[E|AEl, 7+
g gE|2a8, & g2 24 FE|aBeR FESIRILCL
Zt SE|AE RS HEEH O30 20k MY oixd 52
A El(Representativeness heuristic)2 O{fH LCHAO| E™SH HE
of £ =g £= LMUITE WS [ EHotst Xt sh= Cf
0| 10| sist= HFE HEN SEME2| =3 oF0
2} ICHSIe{= dAO|2t SHCKTversky & Kahneman, 1974).
ste Dol Aty ws QAL S WS Ho| CHot WS lAlute|
A= tiEY F2|aEel Fekg BH=CHlee, 2008). ZHIY
AEANAE 282 4TS 2 I CHEM F2|AER2 AH|X}
7b o ME2| HE = JHX|E TEH [ FOiCHY XS
0| Xpilo] MEdE 4= = HMETC F2 442 Lot =
steXlof w2t o ofE ZAESHAH ElCh= Z0|CHHwang,
2016). 78 ZE|AEl(availability heuristic)2 AEHSO0| AtFE
M2 7|90 M2t TS D= A4l HELp ZHE
(Tversky & Kahneman, 1974)2 AX| LIEtLIE SAMOILE HE

of olof EHEISHA] 11 1pA9l HE ZEE S HEH2

2 HESE A2 oojgitt & AIRE2 2F 8014 3=
el 420| 2l 7tsge= HE| 29, ofigt dg

o
=

O AHIZF HIZSHA Xt LMsta, 7|Yo| ESiSHH, X0
LS JLFE 7|9517] A MEN s o2o| LAaE
7+540| =2 o2t Mzt S HEFOE K[RE ECHO|
Qoj'e 4= QICH= Z40|CKSlovic et al, 1982). KOSPIA|ZI0|Af
F7to| st = SEHE AI™OIN 78 Je|AEQ o=
A Ojoj2 Qlsi =ot7F 3A Lttt Z(Kim, 2012)2 718
MSE|AEIO  CHEXMOI  ofo|ct. X™ZEZ|AEl(adjustment
heuristic)2 SSaist AtEf], &%, 314 52 0FE Al LXHH
o=z ML &S AYs = ZYME2 Sl BHSE O
EXE 2gste AS st AREO| 23S st A2
SAE FOists 7HH0| 43 ECH 7+Z0| MFoICtn Mztst

AEHOA  LEfH =HFZE|AEY FeE  gh=CHPark,
). BHIY AEFHMAE EEs= FQ AH|XEO| HE
7HKIE HEsHA ZE W HAIE 7HEE ZAHZ NETHK
motst= SAt0| HEE2 RFYFE|AEO|CE OpX|atez ZY
2| AEl(affect heuristic)2 OAFAMO|A Tr2|&=Ql O|MECL}

271, QF A=, 7|2 & HFH 2717t AHEE
HH9 X}X|sH= S o|0|3HCHPayne et al., 1988). [}
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2hM RHY ~EFHA JROME 28Xl 22)7|L 7=
SO| TOHelAZEY| Sk OjX|= NS Kottt

oco=

—_
rir

2.2 & IHX|(Shopping value)

Dot AEHAMAE 0|83t AH|XZL HEO|Lt MH|AE
MESID OIS AEOIAMLl FOHS7|2F AEZEX0] CHst
moto 2 AH|X FOfof CHst WS ox52 & = Ues It
s 2EKE 48 Al 7le OYet 2482 Sof 4Ho
st Ao|2t X|AUE|le MEE USHHDodds et al., 1991).
ot &EIHK= aEo| WL Aol Cisi AH|XPIE 2=
7K 22 AMEE o|0|sH(Bellenger & Korgaonka, 1980;
Zeithaml, 1988), 0§ & AH|X[7} X|ZSt= 7HK|= XM 3ot
24, 83, 88 & AH[Re| ad Al Z™o| et ot
(Zeithaml, 1988)2} & %= Q\C} O|2At= ALE = 1PHO
M HMEQl olojet AT XiAof CHot {2 =1t Thst ALO|
E 935 &3 d¥2 E7|=0l ol AH|Xp J474elof X|H
AH|ZEK|Of 2t ATAR0| CHst o[o|7t CtE7| {ZO|Ct
(Hirschman & Holbrook, 1982). Babin et al.(1994)0f =M
aWIHK|= 7t4, FHE, HeEld, MH|A~ & 24EF 3ol &
QME LMAISHE AM8X JHX|(utilitarian value)?} AH|X}Q|
adE S A2, 80|, 0| 2 F2AI5H= HEH THK|
(hedonic value)2 #F3CE HE8& JHK|= AH[XP7E A =St
I ZnpNol gHoz JOists He=ZE A7kt =3 5 ZH
A 7HKe ZHMEE =TSt FOfStRAt St HEQl FE
E= X|Alol SEE B Y2 %= QCHENgel et al., 1995).
mEtd H8& JHKE F7ol= AHAES2 F0f MBSl FE
A0 SE&E0|H CHyst FYREEME S 2(&o|n =2
Zo| JOjYQE StCHBatra & Ahtola, 1991; Sherry, 1990).
oHH A JHX|= HES FHEeEN e SHo muhE
oF ofLjzt &AEE Sol dYsts H-AQ HElZt 7KK UL
1 X[Z5ks A2 SSotH, A88 JHX| 20 FREO0|D JHeE
ol x{olet EAHZ2L| 7IXIE X[ASHAH EICHHolbrook &
Hirschman, 1982; Maclnnis & Price, 1987). [}2tA =S 7t
K= 9o CHet A2 48E JHXE 0|, 7|8, Q&
S0| Z&EICHBabin et al.,, 1994). AH|XtO| ATIIK|= AT
4ol gl gt EHE2 QAStE AR FOjol=e}
S0 523 Bt 2 5= UCH

2.3 FF0§2| &= (purchasing Intention)

TOie|=Et A"A| HES TS| o ==st= 74219
O|AH H=oE AH|XITL 4EQ| AT R HIZHCE 0
20| ZICHBae et al., 2019; Kim et al.,, 2012; Kim & Shim,
2017). Spears and Singh(2004)= TOjC|=0] CHsl AH=0| Cf
ot AH[Xte| FOf AH=lol2t SHRALCE AH[Xte| FOf o|=&= X
E X MH|AQ| RIS EO| JUAHLE CHE AtEIS0A =T
7tsMd0| =2 AEiet & £ QUCHJung et al., 2014; Singh,
2014; Sousa et al.,, 2018). Aaker et al.(1992)2 JO{2|=7}
AH|XEel HOf WSS olF Tttt MfEM AHXIF FOf
2odg oid sy MES FOiSHACe AHIXS| QAR
0|2t 2 #= A, AH[XIe| FOeIETt o H HHE
TOig =E0| =O(X|= A2 2ojg # otLzt FojSo
2H™E0l ko] ULt SHACKHJin & Lee, 2018; Morwitz &
Schmittlein, 1992). tEst 22101 AO|A S| ATMO|EY CHst

HUE|EE FOIQ =0 HehS DjTICED SFRACHJang, 2006). [
2hM RHY SEFHA JEOM 2HAEC FOjeEE T

s HEHe s 0E 7+sdo| o =Lk

= G7s ZHEY 870 A O[8AS0 Cieh S[AFZEO

2 OXl= |el2E /0| W7o OX|= St 7
=0 Ojxl= Sk 8 2EIK7F RE|AE Ry S F0i9|
& 2o oivi=abh AEXE eelgezl 2H|AFE o
o FOielAZd8a a8 HA J|US0| d¥EHe 2EY &
UA7| 2l HMES XA} o AO|C.

Ot2lf <Figure 1>0f= 3t9|7tdES Zgoh ATEHEE HA|
SHRALCY.

Representativeness |
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Note) Mediation effect hypothesis(H; ~ Hs) was not presented.

Figure 1: Research Model & Hypotheses

Bettman et al.(1991)2 AZo| [ME O|FX OIAMAN
(contingent decision making)2| ZEZ AH|XfO| Atztof [ME
QIMEE TEE J"ol A 8, M3t FESHACL
WEtA AH|XHS2| QAIAEE QAEY 2das, d4, 23
A & SAHAHEO 2HE 2010 28 MetE 2erf
MESHO| H2 LH[AH= =2 AESEO| AH|XRED
St HE FYH FEES MEdls RelAEE Bo| 0|83
Cta SHRICE matd F2|2E f2 4dol ALt &2
OHSH AHIXEZE Z= 7HK] 52 AEQl AWKt HEE T
Ab Sh= ofX|Ql FOfel=0f Fee OjE 7HsEol oie
£ S0 ZHY 28I AT HIEHA 27151=
g2 g7 HorS0l= 2H|XEC B2 tEd F2|2E0|
8Y 7t5d0| =Lk EoF ZHHY AEFHMHA HHO0|M AH|
Ap2b HERSHE CHYof Chsh ApMO| & 22X QUths AS 2
AlSED QUAHLK(Miller et al., 1992), EfQIO| L2l TWItADIE K|
Al=|AHLH(Winke et al., 1996), 70 Atalat 23H0| =
Cto EEEE 382 F2|2E0] AS5HA =|H(Winke et al,
1997), ol &L= 7t8d ReEl2E2 4E7HK|QE Foie|
2o ggs 01 Jtsdol Unt oHE MENN Hallsd 2
Gl(selective accessibility model)0f| [FZH(Mussweiler &
Strack, 1999) AFHE2 AREZRH 7|EFO XAxl= 8%
O|AZ 3ditel 7HE2 olE =X ek (confirmation

0z Jjm
olot Of

—_
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o

n
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bias)O|L} 7pdo| zt=l HF(hypothesis-consistent testing)of|
el 71282 HEez ORNT 7HdE XX|3 & SHE
A =l ool TYst= Fe2|AEO| H2 J|EY 8 =

o

Fe[2EoIC) &, =FFEAE2 AH|XS0| AT HES U

20 ARoM HAIE 7t BE 22 7|IEF IS 7

= & OfL2t Z-IE S AN &S ot ottk= 2ot &

g Fol2H ES FOOMEY FAI2] 7[20|LE 2217] SO

ofg &Eol ALt SO o 2H|XL 2= JHKIE ST

AMZE = ol Foiel=8 =Y & RACH W2kM ohEdh 22

7tadE ESIALKOISt 3t27HE2 MAISHA| &3).

7HE 1. RE[2E RY2 28 LTI B+l IS
ol Zojct.

7H2 2. Fe|2H RE2 WEH Y7o F(+e g2
ol Aojct.

[el2E0 pOjo|= o AFIEK|Q| Oj7i=atel 2HEHE
MHARES RS &= QURACH 2L} Turban et al.(2004)2
2H[XHOA ®MSE MH[ATF 4EZ0| X|ZHE JHX|t 0|82=
o] ¥g=2 0OFCt 5to] 7kKjo| FEE O[X|= |t
ZutH=s= ZHof 7HK|9| BatdE AR E2 Ml
E(e.g. Kalakota et al., 2002)= O|E X|X|S|QICt. EESH Szrek
and Baron(2007)2 HRT04Qt HAE MEH JHX|7} [E[AE
of g&S Bt=Ct SIQICE oHH Gigerenzer and Gaissmaier
(011 F2|AEl9] ALO| HEMolN ofZto| 2ojE L4
SioF SHX|CH W21 7HASH OJAMEEE JhsSICt Bt FE|
~Elo| AH[XIo| 48 Al ZEo| Ci3t Hers molel 2E}
Alof Fre O + Uk E3 PojolEolE HalrEe o
g2 0E £ ASS oy £ UCL WM2pM O 22 7t
Hg sEstac

7Hd 3. RE|AE [FELt FOjele 7S A

oj7§g Zdo|ck.

7Hd 4. [E|AE [REDt FOjelE 7HS 3

Of7Hg: Zd0|Ct.

ol

o 2gIHK|7t

u

5 L8IHX7}

Bloch and Bruce(1984) £ OfL|2} UO|A HAISH B2 A
T=(Lee et al.,, 2006; Choi et al., 2014; 2013; Yang et al.,
2013; Yang & Kim, 2018; Yang & Oh, 2015)0| A% 7}X|
7b FOjel=of FEE O|X|l= F2%t A2t SIQICH A
7K et BE2 AHALE(Childers et al., 2003; Dawson et al.,
1990; Jung et al., 2010)0|A] FOo|=0f SHZE Ol e
Kz Qa2td SIRICt Ol ZHHY AMAHHA AHEOIME
HIXSQ| £WIHX|7F Fofe| =0 S-HQel Y2 O|FICH=
2 Ofjae 4= Urh et CHEat 2 JHEES $ESIRIC

N o

714 5.

sk

o

fjo

al

18X ATWIHKIE ROHOE0) F(+)o
0]
|.

714 6.

sk

o

fjo

o

=

A BN >
o 1A

O|CF.
28 ATTIK|= ROIQIZ0f F(+)Q
O|CF.

3.2. Xty

2 GiTo| M2 FAts 20184 12YE 20199 1€7HK|
DHHY AMDIAS O3t O|8XALE [Ae= sioict A

2 d7E Qs [2l28 [fAES 47(G, T3, 2016, &
£2, 20180] GAPE A2 OfF ChNO| S HR| &3
BE s HEE T I oY HFE UHS= £4E2
ZoSh=X| mEhs EMAREIAE, M9l =XE ddg
Sof NBHOoR WLISHE JIBMFRIAE, BEAT AR
dYE o5 Al 7HXE 28 = zFWEE S HBHL
2 FKE &Eots A =FFE2E, Z2-H 290717F 2lM
YO 2 222 AXos YPFALES 2% 67 2o

AMSIQICE ATIEK|= Babin et al.(1994), Eun-Ju and

Overby(2004), %L}, BEYU(2018) SO ARE 274= 2
No|1 aHol Tofgelel A8 K|, 2T Cfst A4S
I YN IS FROHE WY JNE 242 5 Bgoz
TYSHCL POHBSH NFHO IS Ojxls Tojolzs
SEfY, WREH(2007), AL BHAR018)2 ARE 2=
47 2B 22t AAE 5Y HE2 SHOUCE

ol HE Y SHE <Table 3101 FABIRIC

Table 3-1: Scale and Source

Variable ltem Source
Representati- 6
Hourit veness Tversky (e;r;c; 4I;ahneman
euristic —— ,
Type :(‘j’_a"ab"”y Z Payne et al.(1988),
Justment Choi & Han(2018)
Affect 6
Shopping Utilitarian 5 Eun-Ju and Overby(2004),
Value Hedonic 5 Babin et al.(1994)
Purchasing Intention 4 Moon and Park(2007)
34. AREAYY
T MEXIE = SPSS 24.0, Amos 24.0 S22 1WS
2830 BHNCL ATEHH SN2 Als| 98 HlE
2Ng, #aso| S48 Ho|LB| 9P JISSAENE o
ABIICE +REIEY B4 o) Hold RoENS 9l
WX 2ads HSdh= Cronback's agts &30 Mz2|=g
OISRt 7 i 7F AREA| 2Ag MAYD, 7HY 7
S ol HeltEd, tEelfEA, 3TA RlHEME
ISt HESHACE

41, ATEAN S 24

dEXZM0| SEet SEA=ES| UFEANY Sde thsit
2 B MEe 40| 143T(61.4%), 0f440| 90H(38.6%)
o2 LEIoH, A 294 0[8}7} 1213(52.5%), 30~40A]
7} 41%(17.6%), 50A| O|AO| 71%(30.5%)2 2 LIEFSCE X
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2 CHSHR)HAO| 1002H(42.9%), (AR 71H(30.5%), AIAY
54F(23.2%) &2 LIEIGICE ZHHIY AMFHHA AO|E o
22 W|NoR WRSA YOI Y B2 1463
(41.7%), ‘3 SHo| SHEH'O| 56(16.0%), ‘2~3°'01| 51610 53
B(15.1%) =02 HOIE|YO, 13| AH| HS “1~50tY 0]
P} 1193(40.3%), 13+S] O[SF7} 612(26.2%), ‘5~103+0)]
44TH(18.9%) =2 BHOIL| L},

42, EtEHY 9 M2 EA
Z 20| H=0f Cot =HEFHE S =ol5t7| 2l =elH
QPIEME HAGIRCH, WX LodE =S| sl
Cronbach’s oA=& &%t Az 2MZ MHAGE Zit=
<Table 4-1>0f X|A|S}ILCE
Table 4-1: Results of Validity & Reliability
Variable| Sub-Variables | ftem | Corstuct | sy |Chroubach's
iability o
Representativeness| 6 0.924 0.673 0.899
Heuristic Availability 6 0.965 0.519 0.856
Type Adjustment 6 0.965 0.521 0.829
Affect 6 0.881 0.556 0.915
Value Utilitarian 5 0.915 0.684 0.904
Hedonic 5 0.886 0.615 0.919
Purchasing Intention(PI) 4 0.912 0.722 0.905
4.3. HETAZEN
W29 ARt ghakd, BHEENEE 3 QA 24 Tt
SdE oI5| o JEBARME HAISIACE 24
Zb B89 oA 0.299~0.7132 F(+)2 A7l A=
Nz '—fEr'xIOEH HEA=0| ME 4ol AEA=t Bad
MFEX|FAVE)RLS| HZAD 2t He-E2 THHEIZEE o
E5Ant & = Utk

Table 4-2: Results of Correlation Analysis(n=233)

item 1 2 3 4 5 6 7

1. Representativeness| (.673)

R. Availability .612**| (519)

8. Adjustment .676**|.595*| (.521)

4. Affect .355**|.625**|.529**| (.556)

b. Utilitarian Value .372**|.407**|.409**|.377**| (.684)

6. Hedonic Value .299**| .419**|.343**|.445**|.651**| (.615)

7. Pl .375%*|.389**|.421**|.319**|.713**|.700**| (.722)
Mean 3.82 340|368 |299 (374|344 |3.79
S.D 0.72 1 0.74 | 0.66 | 1.02 | 0.80 | 1.00 | 0.86

Note) ** p<.01, PI: Purchasing Intention, AVE marked in ().

44. 71243540t
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%Liié SHEs2 EYstn Ches|fEME .*a'AI6+9"1E+.

<7td 1> ABs| 9l 2MZAN tirdy Jela

p<.001), 718+ R[E|AE|(B=387, p<.001), = ;6ra|¢zl(5

=369, p<.001) I ZY BE|AE|(B=.353, p<. 001)0| 217t £

Aoz 205 AIQ_I—I ATIHX O H(+)Q] FEko| = 7

2o 4o

o2 HQIEIICh Wah < 115KE <H 14 BE

ST S AH JH|o| HEIAE 98 F o 9
of O ¥FS XIS HHolsr| e UAIS CHESITIEA
HAIte =X B2|AE|(P=.183, p<.05), ZH B2|AE|(P=.176,
p<05), 2% F2|AE|(B=175, p<05) 2 S22 Kol
Mol YBS DKl 2HOE LIERD, TIEY FaAEe@
=082, p>01)2 LIEHt QS DIAIR] Y= HOE LiERTh

Table 4-3: The effect of heuristic type on Utilitarian Value
Mediation

Variable Independent Variables B p
Representativeness .329 .000***
Utilitarian Availability .387 .000***
Value Adjustment .369 .000***
Affect .353 .000***

Note) * p<.05, ** p<.01, ***p<.001

I\cea(:ilgg?en Independent Variables B p
Representativeness .082 323
Utilitarian Availability 175 .029**
Value Adjustment 183 .022**
Affect 176 .014**

Note) * p<.05, ** p<.01, ***p<.001

<7td 2>E Z3BSH| fldh LS ATHEAN EdE &
Mgt = E**stI%IE*J; HAlgH ALt ey g2l AE|(p=.258,
p<.001), 7t24 FE|AE|(B=.388, p<.001), =™ FI|AElR
=.297, p<.001) % 7:,% BZI|AE|(R=411, p<. 001)0| 212t £
A™e= °°|o+71| MEH 27K F(+)2 20| U= A

OZ ZOIE|QUCL MEtM <7t 2-1>8H <IHd 24> 2%
MEHE|QACE. SHH CHES3| 2N Zits 2N Fa|AE|(p=.295,
p<.001), 724 F2|AE|(B=227, p<05) #C= EAHo=z
OIS Y LETEX|O| F(+)Q| S OX|= A= =
QlE[AM, CHEYFE|AE N ZYRIAES JFS OIX|X| &
= A2E2 LIEtRT,

Table 4-4: The effect of heuristic type on Hedonic Value

%ﬁ:ﬂ%ﬂ Independent Variables B p
Representativeness .258 .000**
Hedonic Availability .388 .000**
Value Adjustment 297 .000**
Affect A1 .000**

Note) * p<.05, ** p<.01, ***p<.001

'\c/::i':g:;n Independent Variables B P
Representativeness .036 .668
Hedonic Availability 227 .004**
Value Adjustment .030 702
Affect .295 .000**

Note) * p<.05, ** p<.01, ***p<.001

<7td 3>8 ZS35H7| I8lA Baron and Kenny(1986)0| X
Al 3EHA| Oi7Hz|HEM e dAIS 2ot 48%F 7HKe &

¥ golagm Fojole, XY FeASD RojolE 2zl B
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Aol 220N, 7te A BalAEm TojelE, 2 B2
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Table 4-5: Mediation effect of Utilitarian value between heuristic
type and purchasing intention

Mediation Independent
Varisble | Variables (v) | P |Resut| R'| p
1B) | .329*
. 2(B2) 314 x
Representativeness 3 V) | 101 .542|37.968
3(Bs MV) | .646***
1Bq) | 387"
S 2By | 347 .
Availability 3 IV) | 099" .541|37.838
Utilitarian 3(Bs MV) | .642***

Value 1B) | .369*
2(B) | .353**

Adjustment 3B ) | 17" .544 | 38.324
3(Bs MV) | 637
1) | .353™
Affect 2Bz) | 254 | ooy 156 780m

3Bs IV) | 017"

3(Bs MV) | 672

Note) *p<.05, **p<.01, ***p<.001, n.s: non-significant, R?& F-value
presents resuits of three-step

<7td 4> A3ot7| 2l 3TA Oivl=lHEME HAIR
21 WY TR oird Fe[AEa ooz, =F |2l
Bt FOiel= ZZtol ZAOM FEOi7H5HH, 7t8d8 Jal~
Bt FOiel=, 243 Rel2EHnt ool 7 OIS
o2 2QIE|QACt. M2t <7td 4-1>8H <ItHd 44>k B
A= | RACE

4n sy

Table 4-6: Mediation effect of Hedonic value between heuristic
type and purchasing intention

Mediation Independent
Variable | Variables (IV) step | Resut | R*| p
1(B1) .258***
. 2(B2) 314 ex
Representativeness 3B V) | 149" .544 | 38.309
3(Bs MV) | .637***
1(By) | .388**
I 2(B2) 347 .
Availability 3 IV) | 099" .533|36.633
Hedonic 3(Bs MV) | .638***

Value 18) | 297
2(B,) | .353*

Adjustment 3B IV) | 166" .547 | 38.863
3(Bs MV) | .628**
1(B1) A1
Affect 2(B) 254 .526 | 35.648™*

3(Bs IV) | .027"°

3(Bs MV) | .685***

Note) *p<.05, **p<.01, ***p<.001, n.s: non-significant, R?> & F-value
presents resuits of three-step

oHH <Jtd 5>Qf <7t 6> ASSH/| Qo 24 21t A
82X 7}K|(B=.678, p<.001)Q} FW2IH 7}X|(B=.674, p<.001)=
ZZF FOiol=0f SAXMLE RSt FH(+)2 IS OiXl=
o2 2olg|Urt. mats <7hd 559 <7Hd 6>2 25 XHEY
Z|QCH 2ot AMFOA Mol A"ILK F ofFH JkK|7}
o Fojo|=of Fgg O/X=X|E =Qlstr| 23t CHEglHe
M Znb= 3EHM 7HK|(B=.403, p<.001), A8 7}X|(B=.420,
p<.001) =22 SAXHE {5 3l F&2 0|X|=
Ag & 2 AU

Table 4-7: The effect of Utilitarian Value on Purchasing Intention

Mediation .
Variable Independent Variables B P
Purchasing Utiitarian Value 678 | 000
Intention

Note) * p<.05, ** p<.01, ***p<.001

Table 4-8: The effect of Hedonic Value on Purchasing Intention
Mediation

Variable Independent Variables B P
Purchasing Hedonic Value 674 | 000"
Intention

Note) * p<.05, ** p<.01, ***p<.001

Mediation .

Variable Independent Variables B p
Purchasing Utilitarian Value 420 .000**

Intention Hedonic Value 403 .000***

Note) * p<.05, ** p<.01, ***p<.001
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