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F(Pre-cycling)” #&°| AAsit}. Lejgio]2Y 2 0] B Z2AlE tfor & F3u7|E s 7hE QoA
A AMASOot(DiChristina, 1990), X2 EF= A& 71538t AH|3=(Creen Consumption/Sustainable
Consumption Behavior)?] #Zof Z3tEICHKIug & Niemand, 2021). & Zuio]Z242 AR & 7149

TP or o]fo] A £ 9l FFo|tHGreyson, 2006). o] oA ®&Aolil gipAQl mejAto]ZH
&9 HAR] At WAL O AldjoflA] E2iFoof & 22]9] o] tigt AojAQl QlAle] Mgyl 1 wiet
< 20| st Qo

HAIR]Q] AL ALY ShEH, AR t|A]X|(assertive message)= AG7HA] €73 ofollA] ThgsHAl AL
Soligteh. o] ZAITH”, “olA| 29t i’éiu T 21 g ] 5 AR MR ARE 4 gles
YPAIA0lAL 718kst JEj= F3(PUSH)AIHS: ot FEIY XS K}" A 4 oi(Brown & Levinson,
1987). SIAIGE, o= Aol AHpu XIS Agtels w248 7] ol AH[ANS dSoh] Hope Q5]
HEag 9 7}%" o] =THO'Keefe, 1997) E3t Kli— 7}%3* 2852 B39 At viE ARl o]lo

Al Z Ao Aolshr] tiEoll YA HAIXY
i EN A I ES I PN P o) = R N ES AR A PN
(suggestive rnessage)— ~al| A HE}CEJLJD} 9} 7*0] Bege X2o] tjA]X|tKatz et al., 2018). Al
7 T AR RE YA HARPE HlnAd gapt e ez 9o A 1S(Deutsch et al., 1985
Dillard & Lijiang, 2005: Schlegelmilch et al., 1996; Quick, 2008)0] FAtstLt, Katz et al.(2018)9] ‘& &
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2iptol 29 dgsol Fe e YA B, FgAoln 22A/do] et Jleg v 4 Qlt} (Spence
& Pidgeon, 2012). ol me|o]2F5 ZIeE A|& 7haeh Av]o] tjste] 378AQ1 Bl=rt S§Y = o]ofx|A]
Or= o]9o]7|% sttt (Auger & Devinney, 2007: Gatersleben et al., 2002; Kollmuss & Agyeman, 2002;
Young et al.. 2010). o]2} Zo] HFFQ Au|a} lAART} o] aulAle] £7pH9l ole}g FHeR] Rap|
T 2o WA= ma|xto]22]o] P EXS Wsly] QA= ABJAIR stoj2 Wr} EAMHo| 1 vl2KIGHA|
Auote, ‘o) AlPA WA o] 2L WEES ok o] WRslrTrudel, 2018). Ea ARl 27 3
o} s gt 22 HAJR] o]y Atojof] thefet AR ANE-2 Au|ANe] diEol W Fd= ulE Aot &
et U5 ofZ/ amxloz RSt AHAPL ol £ HAKIE A2sherte Zejaol@dat 2
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o At YA JeARE-S AotoRjitt. metA 2 ALY 542 AR, FUA HAIX|LE A HAA] 5
AIR|O] Al WAL of T AB|AR] mejRo]2 E 2o Alo|S w3 Jlojtk. A, AR AHS
et AR = HA9] Rpol, & ARIOIY Az, A S& 7PhE Uldf(near-future)2t ™ Oj2f
(distant-future)2 siAlste S50 Tt 4RI mejpto]Z2 P50l ofjret Fba £ 4 UKl At
Ab Rt AR, HAIRIO) AtdAal HATRIO] mef|Q] WWAlY] eAto] maf Aol diE WAS TS
Ab gtk o g 2 ARE FolM A&7Heeh Avles REshke HAIKY gt shrAlolH ARl
BYA dolg AAL ot
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Fg= UlIAlE HY Z stz B QITHAERA, 74, 2007). ¥HH,

i ol%7} “*OWE‘H A 3oga B ARUAIA AR G55IHA, Fao] tigt AvjAtE

o] 4525 SHigtshy] gt E}%kéi HAIR] FERZE AREE AL Qlt}. 150t 2 #E tlAIX|o] tigt sats

Z2X517] Ysto] thokst ArSo] ARt} o& £WH, EXl(promotion) vs.99H(prevention)® HAJA]

(Newman et al., 2012), ARfA(injuctive) vs.A1&A(descriptive) HA]X]|(Cialdini, 2003; White & Simpson,

2013), E=(gain)v s. £2(loss) T U(Davis, 1995; Lord, 1994; White et al., 2011) £o] Q)t}. viHof ¢

= S48 HAIK A ZAA HARZE Aol EAL )lZoll®= skl Al SgsE sl Tigt FUA HAIA] 9
gato] tigt A= oAds] B Mot}

YR WA= gt HAEolY ARl A u() S5 ez ARl ARl HAIR] g
o] L3} oW B 2ol HARE B AR AR AR & gle Aol 7iQ1Y ds2 A
grohe A9 HAIRE EetthMiller et al., 2007). o]2{gh HAIX] eli= (HESH ez BeshA QulE &
ez A 4 QlojA W2 HAA] SAIAL=RE] J1#6] &EEo] YTHKim et al., 2017) Et, A|&7Hs

5 [e}
st AH|giE} ¢o] B A5go] Hast sHEANQloA = TYUst oJu|(single meaning)E &0z AT
& 2 Q= AUA AR F-go] Wolx|a Qlo}.
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+ HAIRl= 3de] £4(compliance)y £5-2 SofUi7|7t offil Q5|8 BlE AP 1 8iks SUA7]
+ FoF el (boomerang effects)’t AT ottt 3], %A1A 25(Quick & Considine, 2008), &3
(Dillard & Shen, 2005), 22]a1 7J91A Q@ FLARH(personal requests)(Wilson & Kunkel, 2000) £9] 33 o
oM 7o AlRle] &alh Wl UeRgT, ol AU BRIl M3mel @ Fjgloa st
= Fau AkRE Adlte 2e $o 25]8 ARY Fie(anger)Z oJojd 4 il £4RIHBrehm &
Brehm, 1981; O'Keefe, 1997). ¥, 4R UAIRZ} AW &84 552 & ojfojdits A1k Q&
tll, Buller et al. (1998)0] Agt AF]A 9Hd(sun safety) 385 AFolAe At 'S L-8otilAL she
Aol oJx] 2 Htdsl= gaprt 9l Zlog Uehdch E35t Kronrod et al.(2012a; 2012b) ALolA= 3
A (hedonic) 48|19} #2 J&A Q4L A9 £ 39 AR 28419 4 245= JUA Uﬂ*lxl
gt G2 FHAL Sih &, Aol Bo Ze5P AEAY A AR tigh HAIRY Folle A
A BNAPE ok &3t 9l Aoe Lehgdr
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XA Boke AR WA APuAo] Bk anAY oz wolth me B APt o Ze s
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23 HAR] ZHY WA MY H2Z

slH4%E olo] maw A Aeiio] wet Aot ARRel tigt B} oAby 4ol DalAltkn A4
SICHLiberman & Trope, 1998). o2 5o, W 0O](distant future: DF)o]] 9J&= AR oA TjEE9] AH|
RS 49 2FOR s WL JPE Olefnear future: NF)9) A Sl914502 Sl Bickn aick
ol ofg] A5 Bl Bei7l it 2ol 7] 2 ARl SaY ARlE siAsks abgo] LA (concrete)
52 ZAMM(abstract) OFIEAN(mind-set)S AH=A]7]7] TjZo]thForster et al., 2004; Wakslak et al., 2008)
5[)40] ARl A ARAS AflE(specific)do]1 F&FA(subordinate)o]® WHekEAl(contextualized) 0.2
Soh= 9, el FARI i LeS(general)olil dX(superordinate), %‘“ﬂeﬁ*ﬁ(decontextuahzed)
02 ARIS siAeltt(Liberman & Trope, 1998) 7={B2 AHAR= © 0OJ2fof 9l= ARdo] tohrl= wiaAl/d
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H v}, &5=YU(gain frame)
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AARYZ RASIL 32 BEshs ooz AL ARM Ajds 28ske UIAA] 2
[= ‘Ole(future)?] £2] otol52 Sl 2h= w42 W UjiE A4Sl stled, 7tk uliE At
A2 "Q5(Today)®] 2] olo]52 sl 2he =15 ARSIt AFolA AMRE AEE2 <2d1>

(o}
mt

al=
s

o I

O
mjo

)

=l

=

1o mp 1o
S
\'EOT,O?.LJJ
o OI-HL

FH

0.
1

1% oo rlo
olr

Loy

=2

3

ol
==

ok o

=
~

™ O|2{(FD: Future Distance) 71712 0|2}j(ND: Near Distance)

ZIOF¥ (Assertive ) BAJR|  AOHH(Suggestive ) HA]R] AYE (Assertive ) HA]Z|  A|OH(Suggestive ) HJAA]

=0 (-] =9 22| 00| EE ¢
sazsagugson [N oo slnasna R o¥Eggdns
HesHNs T EAHE
S o ZAIAE? AESHR| DR 211 B ol FEAAHE?

o|2}ie| 22| oto| &2 S8l
o B EYE
AF23}%| Op 211

AL AR Al AR A

[68]
N
=
oot
nx
|

rte
re
gt

L ARER ARizel &AL UlAA] Aol G2 Auixle] Zejuel3Y FEIES Sot] ¢

=2 (o] =
b ojH| @} Adu|ojols Fato| dAA=at Av vdez 4" HEeAlE o183t 22

o @5 E

FAIS AN, F 12099 SYAZE AOfSIGO0, oS AINA AT 1 FUA vs. HNA oA
A1) X 2(ARVR A2ig: pte uled v, 9 0j2) AR 2 A Adel RAge BguEot. & e A=
cie A eel HYASL 09K TYR 3 A7 OB AFRS ANslel T2 AFES 54
Aot (<& 1> #a).

F 12089 AP F. YW oS 7 60502 50%NE AXSAT, AAFRSY BF APe
10782 B2 AURES 27 2089k BAAT. DAt 2 ARAOIAISY B2 3 JbY e wgS A
Aohe 22 SR 5 759 (B25%)0191 0, 1 Theo@ CfsluB(38Y, 31.7%), MRTHE(5Y, 4.2%). ojxlet
o2 1E ofsl(2y, 17}

< 1> HAA] At Al A (2X2)

HATA] At FEHDV)
A oAl AGH oI kY
(Assertive Message) (Suggestive Message) o]g9oj%
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e ole

NF(Near Future) N=30 N=30

ARHA

e

o)y

DF(Distant Future) N=30 N=30

B 4" A22o] Aol WakdEt Uxlshl £AEIEAl AV HAS 8l 0%S thaew A Ads
HA A OIS wEARE A WA Y oA o ASe
(129) = 8.58, p <O Ughon], ZA HAIAIE wEAAS 0, YA AR ek oalx|Ect o
YOI (29556 <02 Lo} o4l £73400) chet NERagol A8 Tisee Al T

"2 Uehe oIkIRIE O] Qo] ofoS~ P DlEl'E Uehhe HAIAE 'o50] 98] ofo]
SVa 2o K Ashizon], AYe A ZAi SAHos Qo 2Fow 1 Aol LehdrK

>
>

ol
o
38
)
>

<& 2> ZePHo] 2 PEof o] tigt ANOVA At

A5 A BN F p- value

HATR] ATHA) 24.904 1 24.904 19.186 .000

AP A=2]7HB) 133 1 133 103 749
AxB 15.648 1 15.648 12.055 .001

ARPA A HAIA] 0] Joat@ At offf <O32>0F 2 0|2 e s AR tAl
AoflA= 77k olfie] oA 9 olidgit sARCcR ROt YERITHM_NF=5.26 vs. M_DF=4.60

F(1,118)=1.70, p<.01). ¥IH, RHA HAIR|oOA = Zejnto] 2 d5ert © o2he) oA 77ke o]
2ff AehoM et o =4 UERFTHM_NF=5.44 vs. M_DF=6.23 ; F(1,118)=17.67, p<.01 ). 71502 74A4A
HIAIRIE AQPA dflA[R]of gt meInto] 27 5o =of Afo]S 2zl ARRPA AH2jtolA FEsiict. # 0]
A RN AR HAIRo ok ZefRto] 3 Y& =(M=6.23)7F FYA HIAX](M=4.60)0] gt ‘%*%
orHrt SAXNCE [OSHAl EITHF(1,118)=10.45, p<0.1). BHH, 7Pk Dol AA HAI]
(M=5.44)7} FLA HAIX|(M=5.26)20 m2info]2d Y5 =rt o wofout ARz RO HEo| Ao
+ HOJA] ot ofe} Z2 ol 2AE sk Dﬂ*lﬂ Hjgol mejuol 2 Qo] njAl= FFol T
dlAIR] o] Tiet AREAR Ajde] dgol et 2 4 leS Anleit. &, AH|AE2 YA dARPTE a7
e ® g wARZE 77ke olefoll dish Akttt L2 mf i ojefol] e RAfeitty Lz misEc; =
2ol 29 rrt zo, Rtz APl AR A71E S e o ujho] oish RARIGY =2 of =
2ol 2d o=rt =IOl AR At BAo] HAIA] siAaERA Fuid A FR|sh=A]o] et
ZePiol 29 9o FF2 nAlths 22 ujsty, B Adsiditer 22 wi=fe] Aijolct.
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45 1.

Assertive Suggestive

Assertive Suggestive

32, mol 2 dE ol tiet ol = At

V.2 E

2 A3e HARI(GYA vs AIQMA) A YA AZEA Aejgto] AB|ARe] mexjo]2Y °¥solwo O]X]|
= 92 $7<1]E AH|AM] e} O]X|of me} mejno]3E] dPEe *°£(compliance)§ =4 2 Q= 0
AR Rko] ROIQIX|E AAJol7] st AE Ado|t}t. APE s ot 22 ZoE It A, Zext

o123 Welzol tiet AYFve AN £ 70| FaaKmain effecto] cigt 718 12 A2 o
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The Effect of Environmental Message Frame and Temporal
Distance on Consumer’s Precycling Behavior

Lee, Yong-jil)
Cheon, Hong-sik?)

Abstract

In light of the world grappling with diverse environmental issues due to climate change, the prominence of the
'pre-cycling’ movement has grown. This movement strives to curtail or eliminate waste generation even before
product purchases, garnering more attention than conventional eco-friendly practices. Consequently, this study
employs experiments to delve into effective message strategies for promoting pre-cycling behaviors, which serve as
preventive measures against the escalating environmental challenges posed by worsening waste problems. This study
investigated the effects of message framing and temporal distance on pre-cycling behavioral intention. In terms of
message frame, suggestive messages increased pre-cycling behavioral intention more than coercive messages, and
temporal distance had no direct effect on pre-cycling behavioral intention. Assertive messages were associated with
higher pre-cycling behavioral intentions when the target was interpreted as near future and suggestive messages
were interpreted as distant future. Although temporal distance did not directly affect pre-cycling behavioral
intention, it positively influenced consumers' pro-environmental behavioral intention by reducing their antipathy
toward assertive messages. The implications of this study extend to the realm of management, offering insights into

steering consumer behavior in response to pro-environmental messages.

Keyword: Assertive & Suggestive Messages, Sustainable Consumption, Precycling, Temporal Distance, Message Frame,
Construal Level Theory
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