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Abstract This study examined the impact of additional service price framing(aggregated vs. separated) on
price fairness, service and product attitude under no-contact purchase situation, and how the impact of
additional service price framing on price fairness perception depends on service professionalism. Studies
have showed that separated framing is more favored on service and product attitude than aggregated one.
This effect was confirmed that the psychological mechanisms, the mediating roles of price fairness and
service attitude, are acting. It also confirmed that the perceived service professionalism moderates the
effect of price framing on the price fairness. These findings suggest that the price fairness must be
perceived to induce the favorable service attitude in that the relationship between additional service price
framing and service attitude is fully mediated by price fairness. In addition, the service expertise will be
considered when establishing a marketing strategy because the effect of additional service price framing
on price fairness perception showed a greater difference when the service professionalism is highly
perceived.

Key Words : No-contact purchase situation, Prospect theory, Price framing, Price fairness,
Service professionalism
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stk oo wet AX|(installation), BiE(delivery)
9 AR AfH|A(after service) I B2 F7HAH|IATE
FE2E AFE= ABAR A5 At ofq| 2
A do] =t} o]A= FPA|E(tangible product)
o] 7tAd BAFHORE EFEFE HItAH|ATZO]
FAIA Hl-E(explicit cost) o2 HH o] AH| A A A
7ve|a AnEo g AdAQ] HEIYS THHeA |
Zolt}. ofo] wa} AvAE2 AdF o R = A|FE7HE
of Z3t= o] AT FRAHIAR AFHTIL AR
9 HEA R A 5O FEIbAE| A0 Tt 271HAQl H-E
= AEsjoRt B= Aol M= Sl olof wt
FBAEY 3= F 7HA] BH F7hAE| A0 o
S Mmooy AAE = UA HU sht= 73
AES 710 RIMAuAY] 74AE 2JFsA AAISH
L 2 Fujo] de%t 2E /HATHRAE YR FA
ot Egtudo|W(aggregated framing)dAFoH, thE
Shubs REAIEY M3 BobAHIA9] 7HA S Eest
o] AAeke B Zg ol (separated framing)d=F
oJtH1].

URHAQl Al A meo]g o] B AT
o]Z(prospect theory)Z3olx EH H[E-E AE3}
= HHEY 2RSS &5 (loss aversion)dF
& Hiodslo] Ee|ngojyHits SeIgo|de o A
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o] ofd zojgolA 71A4EE 4L © wA Adshe
A, 1Al BrpAR A0 ARG AZ wet 7HAE5A
A zto] oA GRS AHELA SRt E
gt oFgt A7t FrpAul L] gt Bikeo] vAE
FIAIZ] diet H=o] A FFE A Ed

2. 0|2H H{iE

2.1 RIMHIAT AT 0| THASHER|IZ

FEYP. Kotlen= AEMNEE HUAE core
product), @A E(tangible product), EFHAE
(augmented product)®] Al 7HA] JFPOE AAJetL
Atk HA AAHAFS 1740] AlFo|U AH|AE F5
Aoz FEAY &&(benefit)yE 2uleta, 34
2 AHAPL AECRRE o= HAS FAF
ol £ £45Y AFCE {FFAA AL T
gtk 19|3 AIES AR HE ] Asot=
7Rl mgolgtal & 4 o6l Ly HHE
(no-contact) /gl 9] AEHE-S thE Ao
A, & AR ZFEIE FrAHIA7 fESE D
BAISFEHA BIMAHIAE E shte] SRAIRC R
=7 ol Y FFAET= BAY 7t
AH| A7 AR ZAME AFhog HIdolgitt. o
A ook & 5h9] olf= ©es] HAHHY
9 £ = Ao] ofgt AEY FEATE F3AEY
SEA} B H|I A FAIE B E7] wiZe]t o]df
et v PR AR ZH7ko] FEAA ke
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gsfiA WoRsttt. ojnf {FREAIEY] SuAte AlEY
7HAZE AA St B0l RIHAHIATFALY] AH| A
o gk H§-S EJoto] AAT £% 3l Eesto]
AAG = Qich

T AR FHZALL dE o g A 7HA] 3
B CAAL, 2, 4E5A8FF)E FRE HA 2l
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2.2 MHA MEM
HAEA(professionalism) E4 I QoA EH
oju} A|4lF Bl dojAl= AakEolY, s AT= ¥
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ARGL 1400A A 2 AEd ARE dFE 8T
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9= 2 AEeEe] vAE Jee 3HHY Aol
S b 0] Hhat S 9 ool el %
GAEC et et Fojo AT HER B
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M 3. HAFAN0) ¥ AZESE AHAREE
5949 Roltt.

M 4 AA3FH0) ¥4 AAESE ABAEE B
944 Rolrt.

7485, B7pEAS) Tt ol go] AH|AgEd bl
A G AATHA 99 TIAg Rolet.

71Hd6. F7HAfH| 29 ZHAZ ool AFE =] WA
< Y2 713744 I3 @78 Aol

7Ha7. 71837240l AFH =] vlAle FF AElL
Hz=o 93] wjig Aol

olg g MIES FYIRE ATRFL ke
3t et

Service
Professionalism

4 Senvice Attitude

Senvice Price Framing | Perceived
(Aggregated vs. Separated) | Price Faimess

4 Product Atitude

Fig. 1. Research Model
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3.2 HEEA & ZALHY
2 A7e FAES] FrA b AT 2 oY (Egt
vs. B0l WE 7HAF A4 7187 g0l Afvl
& Y AFHE nAle 9FE AHEIA sk
B R A7 g nElo] o] 2|2 7H 54
U A= JFol MuIARZAGA 2| 2sto] 2EEEA
£ AWEIASIG. fEhd 2 e 257 A
7H ZEold: % vs. BV 2MB AP AL vs.
A9 SFHARE HARlo s AA U

SHH, 2 A7 BARE, Al diEg A,

g

ALERAY W 558 PO o 2571 B

£omel JEXAE ANt

Table 1. Respondent Characteristics

N %

Male 217 1.7

Gender Female 304 58.3
Total 521 100

Under the 20 years 61 11.7

21-30 years old 281 53.9

Age 31-40 years old 44 8.4
41-50years_old 94 18.0

Over the 50s 41 7.9
Total 521 100.0

Under high school 49 9.4

Graduate school 186 35.7

Education Bachelor 229 44.0
Master 46 8.8

Doctor 11 2.1
Total 521 100.0

33 X2 Y

B ATE ) TypeRE7MAHIAZZ maol:
S vs. BEUANEAREY: T vs. A2AE2E
Rle] HEAZ} A MEET B o] A8 A
HAREAS] e §9e hRolAE AHAREA
o we AP B Sl 9 A4 27t
A ABARAHEA R 7L, A vs. A 2HEA
: ofold, AE)e Aste] ZAE LS ®
3 R AT A LA o] Y] W AATHYALS
24517] 8] A AES ot BEolA T2l
4 e QA sgon], ol BrpuAl Gus)
9 gAsh e Ao s At el
329 @ 744 ofolet.

Clarfication of adtional
service costs
(#3,000)

v

>
Giden 1700 - Giden 2000
(including delivery cost)

Fig. 2. Aggregated & Low Professionalism

Clarification of additional
service costs
i

‘ Chicken 17,000
—

Chicken 17,000 Delivery cost 3000

Total 20000

Fig. 3. Separated & High Professionalism
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A 2 Ao ARgE A" 7HESAA
Hamilton and Srivastava(2008)[13]9] 47§9] &4
E(ZAsltH(fair), F2&oltHreasonable), 4837t
StHacceptable), @5t just)S & A9 F7HA
HA7HA R oo g4 4 9 Agste] 75 A
TS 1A go=1, W 1¥0=7)E St
(Cronbach's alpa= .868). E3t SEHSE ARSH A
HlA/AEEHEE 2A9, G, 4220012219 3
Mo SAFE(ASAHT, F5 A Lok 78S A &
the Aot 78 HE (e 194 gob=1, ¢ 1
Gr}=7)2 ZHSIHTHA ) AEE: Cronbach's alpa=
915, AEHx: (Cronbach's alpa= .868)).

o rlo

4, A41Z2n

41 714 19 4™

M 12 2EAES SRR SR AT R
dolgo] Eatmelolqrrt Helxolgolq 7124F
349 ¥ %7 AZHeAS Amne Rolt ol
SJste] B2 An oY ERESsE A
BHAZG FEHASR e trestS AT

12 0 1w

Table 2. Price framing on price fairness

Price framing |Price Fairness| N S.D t P
Aggregated 3.844 280 | 1.069
-16.844 | .000
Separated 5.394 241 | 1.021

B3, Ropppy AT I] S0 Aourt Bel
7900 759G A AIKM 410 = 384,
Mg, parared = 539, t=-16844 pCOD). mepq 744 18
29452 019141 AA=gie,

42 7+d 29| 4%

M 2 BAAAE|29) Az olgo] 434
ol M FFo] AZkE MH|AHEA 5 2HH
EAE AuEE Zolt oF fiste] Brhau|AtA
To]S EHaT AU ARRYS 2PWST 5}
1, 738N 4e S5UFRE S ANOVAE 4

Ak

Table 3. Moderating Effect of Service Professionalism(1)

ss | df MS F 0
Service Price | g3 057 | 1 | 363.854 | 386562 | 000
framing(A)
Service 42947 | 1 | 42947 | 45627 | 000
Professionalism(B)
A*B 49.028 | 1 | 49.028 | 52087 | .000

Table 4. Moderating Effect of Service Professionalism(2)

Service Price Service Price Fairness
) B S.D t P
framing Professionalism M N
High 3.82 | 142 |1.374
Aggregated Low 386 | 138 | 619 314 | 754
High 6.16 89 | .550
Separated Low 295 | 152 | 966 10.863 | .000
Price Fairness
6.5
6
5.5
5 —— Aggregated
4.5 = Separated
4
3.5
High Low

Fig. 4. Moderating Effect of Service Professionalism

AT, S AT T o]y} AJH| AR
o] 4SAEaIHAB)= BAKCE |ulstA e
HTtHF=52.087, p<.01). o]t Js&-gaI= 4
g Hiet Zo] B o|Yol e AuAHEYY] 1
Ao w2 zpolg Ho|A] QAT He|Zo] oA
£ ARAFEAC] $A A4E f 73R4S Y =
A Adsts A2 UEHTHEFZod:
My, = 3.82, My,, = 3.86, t=314, p).05, &
gxdoly: My, =6.16, M, =4.95,
t=10.863, p<.01), wtA 7Hd 2= F=E 01519
A AA = ALt

43 7t4 3, 49 #H

7Hd 3, 4 AAABYHol A AZ2B5S A2/
AFHEL T 02 UehteAS Sufut Folh
o Sstol FHATHHALG FYRSE AI2/A
FEEE S4usE she IARAL At
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Table 5. Price Fairness on Service Attitude

Unstandardized Standardized
Coefficients Coefficients t P
B S.D. B
(Constant) 1.798 210 8.544 | .000
Price Fairness| 518 044 456 11.684 | .000

Table 6. Price Fairness on Product Attitude

Unstandardized | Standardized
Coefficients Coefficients t P
B S.D. B
(Constant) 2.143 197 10.859| .000
Price Fairness 400 .042 .388 9.605 | .000

EAA, 7HA3 AR S EI AT

S WAE 2o® UERHTHA=.518, p<0l).
BANNL AT 38 FFS
2 YERETHB=.400, p<.01). kAl 714
o5 015toll A A A= AT

44 7H2 5, 6, 79| &N

745, 6, 72 o fate] gt @ ele. WA 714
L 5rhEAY hAndolgo] AulidEe] ux]
L ggo] HAZAC] I WA EAS Arins
Aolek. ol gistel AP RS Sl
Baron & Kenny®l 38 A& A8ttt

Table 7. Mediating effect of price fairness between
price fairness and service attitude

B |SE| &8 t )
Price oo faimess| 155 | 09 | 59 | 1684 | 000
frFa)mlnq o
rice ervice
framing attitude 0 12 30 723 000
Price
framn Service 14 | 14| 05 | 99 | 32
Price attitude 49 | 06| 43 | 881 | 000
fairness

HAAT, Frbu AT ZE ol 7HEZ A0
Folgt JFE v AI(1HA: B=.59, PLO1), &
A7 A o]y qUAH ] §-oJet FFS HHT
QA p=.30, P.01), HHAIEIO2 FIpAjH| AL o]
Y3t 7HAZRZALE SPHESE o IR E,
7VA BN AL A A E 5-oJu]gt G T|H
O1H(B=.43, P< .05), F7HAH| A7 o] o] AjH]
AHEO WX FF2 FootA] g2 AoE Yeht
(8=.05, P=32) 77} Pt S-S ERIotA
ot makA 74 5 ZAF T

08 76 A A9 714 meo]o] A
e o] vA= ol 7HB7g/0l el wiA== A
£ AnEE Z0= o] B3t 7HEFEAAS WHSsR
Sto] Baron & Kenny9] 394 HLHS ARSI

Table 8. Mediating effect of price fairness between
price fairness and product attitude

B SE B t P
Price framing| ' "ice 155 | .09 59 | 16.84 | .000
fairness
. . Product
Price framing attitude A1 12 15 3.49 |.000
Price framing Product -.33 A3 =12 -2.45 | .015
Price faimess| 2% | 47 | 05 | 46 | 9.22 |.000

LSRR S Ll Eavy e et S LIRS b B |
FOJ5t FI HALADA: =59, P<01), F7HAfH|
27HAmE o2 AlFH Tl F2o3t J3kS mFHTHH
A: p=.15, P(OL), BpA|Et O & BIpAjr| Ao} 7}
AZYPALS EHEsRE 3 JAEA AT, 7HETA
BAZE AFE =] FoHIRE FF mH 2™ (8=.40,
P<.05), F7AH A7 mgo] o] AFEjEo] v]A]=
FF= FooMHA UELKB=-.12, P{.05) F-Eui77} 4
okl oSS gRlstith. mEbA 7HE 6= AR =k

npRjuto 2 7H72 7HAF 0] AlFE = vlA
£ dFol AR|AHZ o) mAEEAE AHie
ZAog MY|AHEE uwj7fH4g s= Baron &
Kenny®] 394 HIHe ARESIGIH

Table 9. Mediating effect of price fairness between
price fairness and service attitude

B | sE| B t )
Price fairmess :ti'tvu'zz 5 | 04 | 46 | 1168 | 00
Price fairness gﬁfﬁ; 40 | 04 | 39 | 960 | .00
Price fairness Product 10 04 10 2.68 .01

Service attitude
Sttitude fu 58 03 | 64 | 17.97 | .00
A, AABHANZS AHAEES] Holet

S v A L(1HA: B=.46, PL01), AZE = &

ogt FFE HHAHA: p=39, P{.01), upAEte R

NAZ AL AAHES SYHSE T B

A3, Au|2E s AlEE ] Fofuitt 9= nFe
H(8=.64, P(01), 7HA8748#12t0] AFE =] A=
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okl e SISk mWebA 7Hd 7 AR i
5. 28

# A= HHE(no-contact) ARSI A £}
Au|A7HA 0|9 o] 7HAZAA, ARlA 9 AFEH =
of mjA= Y 1 AHAREAY 2EaTE A
HESH 1 Ax Fezgo|do] okt
ABIAEE 2 AFEH ] 593l AoE YEkith
T8 ofyg} o]|gt PR AL 9 AH|AH
=g mEsks AE mAYSe] Akl S
gRlstatt. X7t AU AR RS FErhAn|A7E
glojgo] 7}AZAH YAz vA= FFE FHstn
et Aye 9l

oje} T2 AATE thadt 22 o4 AAMZ
Asect. AR, BHE(no-tact) FuiAstolA =
Kotler7} AR AE7NEANAL] Rt HAE T
Ao A Fsfiof g ERIstAh &, AR F
7He SAIES] FEo] oidet H=o] HAHAS A|
Sote E sl S3E AU AT oA An|ARY] H]
T 9 FujAEA T Ao Hdfjof gith= Aol &
A, o] FL AR 7HARH ool gt Hee A
o] Z(prospect theory)e] £AFH g x S5l
Tt Ee|zgo|go] thoto] o TojFo]
o= Aolot, 3 ot T2 AR AARE AF
Stk A, FrpAu|ATFA Lo o] AH|AE| O
UXs ¥ 7HETEAEA A s A=
Ut HoA AHAHEE 29808 {FE35H7] 9
M= WHEA] 7HEFA o] A ZE oo hE Kol
I Slth =4, R uazA zlo|go] 71454/
o Plxle I MuAFEGo] A AdEHE ¢
ol § & AolE EHo|BZ nA"AZ Y Al AH|A
AEde esior & Aol

2 Ate o) T2 AR EFStal thE
F2 SHAE Adoh A, AHAREES 1S A
A== AR Al AEAFZEA0] &2 dlojxdnt
AIEt719] B7pAu|AZE Bl S oA sgolrt st
Ao & H7] offth= Aotk 4, AH|IA HEAHY
Zfolof| 7+A Zpol& FAGHA] Edf ol= gt 7tAA o7}
A ARG Ae] 9] gt wrgd 7hsAdo] =1t Al
A, & AFe AHAAREG LAY H=7 AR

mN,

)

Amgo K ARLdolPe nefstA Rt = @
YHozt BAAuAe FFANA FUI8S AR
Ag 90 Webt Belehd A8eh] BEd] HE
7t ofd Apmeolwix] LRIt Aol 2t 2
o ATl ek 5 U Aol FFel
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