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( Abstract )

The Impact of Awe on Preference for Innovative
Products: The Mediated Moderating Effect of
Positive Technology Readiness

Ga Young Lim’

Awe is recognized as an emotion linked to enhancing openness to new experiences and broadening one's cognitive
perspective through the acquisition of new knowledge. This research aimed to investigate awe's impact on consumer behavior
in advertising, using a 2 (emotion: awe/control) x 2 (product type: innovative/non-innovative) experimental design with 118
undergraduate students in Seoul, Korea. Findings revealed that awe-inducing advertising significantly increases product
preference and positive technology readiness, particularly for innovative products compared to non-innovative ones or when
awe is not elicited. The analysis of moderated mediation showed that positive technology readiness plays a mediating role
in the relationship between awe induction and product preference. Notably, in the case of innovative products, awe-inducing
advertising heightens positive technology readiness, subsequently increasing consumer preference for these products. These
results reinforce existing literature on awe's positive effects, demonstrating its role in augmenting consumers' favorable
attitudes toward innovative products. The study offers valuable insights for marketing strategies of companies promoting
innovative products or services, highlighting the effectiveness of awe-inducing emotional appeals in shaping consumer

attitudes towards innovation.

Key words: Awe, Innovative product, Positive technology readiness, Knowledge management, Product

preference
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