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To Donate or Not:
Effects of Price Difference and Reference Groups on Intention to Purchase a Donation Option

Sei Jin Park and Sojin Jung'
Dept. of Clothing & Textiles, Kyung Hee University; Seoul, Korea

Abstract: This study aims to investigate the factors influencing donation intention when the option to donate is presented
during a purchase decision. Through an experimental design, we examined how price differences and reference group
effects impact donation intention. We created stimuli with three price difference conditions (high, low, and control) and two
levels of referent power (high and low), and involved 480 Korean consumer panels in the experiments. After controlling
for psychological reactance levels, a two-way MANCOVA confirmed the main effects of price difference and referent power
but found no interaction effect between these variables. Notably, consumers were less likely to feel guilty for not selecting
the donation option when its price was slightly higher than that of the non-donation option, compared to the scenario where
the prices were the same. Additionally, consumers exposed to high referent power experienced greater irritation, guilt, and
shame if they did not choose the donation option compared to the low referent power group. Multiple regression results
showed that guilt significantly influenced the intention to purchase a donation option, whereas irritation and shame did not.
These findings suggest that understanding situational factors such as price differences and referent power can help develop
effective marketing strategies and encourage voluntary participation in donations.
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HIZ7F 28-817] of#g 714 | FHeE
H|z}e] RARkgo] fkd
EO S84 A&H|9| oAbAH TAA EAF T
F83% 92102 AHE v} JY(Liu et al, 2022).
2o7 AnE 4 =t ASH|ol e =
2R3 HlSzgk olEde] HuE Bl ARE AA
) -85 2122 4 Uth(Franzoi & Klaiber,
2007). T3 Th2 Al dFg S4ske A2 ARl e

¥ d

&

.

Agshe b o] A 7 @J o R Adrof ot
2 A g5 89l E A58 4 Joi(Nolan et al.,
2008). sHAIRF |24 ZH W X}* Ho} ERle] o v HE
WS =W o]Re 03|y SR A8l FAHA T
e P Fvhe 4= tK(Torres, 2016). E2iuh AR
o] ¥ES AAEFE ) 571 B F UATH(Vermeir

Verbeke, 2006), Al AT AS5olu} Af= XAH
de yEstmz APAQ Qurow 28 s (Helfert &
Warschburger, 2013), ©|& FHHo=2 1Ag 73¢9 FulshA|
o= A A9E zHdte 7 AHE SAYTHBertini &

Aydinli, 2020).
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AF7HA e 715 sHA”e] tigk AFe 7R RE Eole
ARaflorx FAA Al F= 5_@01 B0 Slent
(Amatulli et al, 2019; Lindenmeier et al, 2017; Saintives
& Lunardo, 2016; Tran & Paparoidamis, 2021), ¥ A+&
71gge] A S /RvpIge Whsheke 434 2ol
e avlAe] R4 7§38 4 Ak Aol FEa
o S ShAlsk Qe Es GtE A1Red vl
3} 347 el Bl sl A st 144
el 2 A e B ARG, A7l 7
AR BAe Thest Aok, A, B
= A 29 Qe DA AT A
5 AT A0, AU FRHolE AR 231
232 94 ol agle] ¥A4A 79 YAl vAE JPUL
Polith A, $4H Y 71RAE AeelEste] ol
A AZAT. B A7dsie 1RAEe) 712 de
2k AR AR vtk A P e
HlR Alele Tlelslel 7)AE
B FUE AP 712 ARE Rl 8
71}

o] = ;ﬂo§

2. O|EH Hi&

1.7198M o
NAEE A Aol T o] ABoE, AT A
£ WPAYIE 905 B oF A sl A9L A
%81*— 39
°

]'7“‘%]*% @%kx—qu—i 285137 Q)tH(Chaabouni et
e I SRS 7Y HRE
%;—?z’ T U= EJ’]—EI?J. ﬂﬂﬂ Aold =77} = Ath(Brenn &
Vrioni, 2001). 7 5, 734 IR 71%AH0HS], 2, 7]
4 DR SfolF ARH R 715 FAS AT F A S
715 FAE "MJOF‘I* &9 :[LUH:L"%ﬂ 7\Heg FE R
=l %
FE 24T § J=E A9 43 ‘l‘—?— 44310}71] 71576l A
T A st AellA AnlRe] so]A ¥hg-S ol&o] W7]d
frEslal 7R EE EXIAE F ke o] Ark(Folse
et al., 2010; Robinson et al, 2012). T3+ AH|R}e] #4]0]
AFAHoA 71482 o] F 3| HHA AH|RA TA A
QA 7HEIE AlFske AL AeEd 71 wHE ko] A
A Z7A0o] FArHRobinson et al., 2012). LH|RF= Fofst
AoM e dug We =5A Al #AE A =HJAL
(Strong, 1996), ©] A ZH%]Z}; WA 35S A ¢
< F U VA AEE THIE AR Hrkshe e
A tH(Koschate-Fischer et al., 2012). T3t AH|R= 7157 AF
& 22z NEgto 24 Z]J\]o] e syl 27170
AN GHE Fofuks 7] Wil 7|5t vEEe) g
T ut =& FASZ UEPTKYe et al, 2021; Zhang et
al., 2020). o]oll & AFele 71554 wAge] 7= 4H]

Ao] Aol TRk §4 Ae 4FeA] oy golow
18l o] A Felo] sl w HH Al e uhge
8o oz Wekslel, AP YL F & A YA
f0lo® 714 Y A F740z Agslol she vl ge]
27)el me AE FHAAe), A8 3PN FAYe] 3%

A= EFate] Ao Rt

2.2. 714 X}0|(price difference)

71AE MR A HWrreh FujeleE ARk M
8% £ F slU=E(Levrini & Jeffman dos Santos, 2021)
Ak o g AHRbE 7HS Mweta Hrlste Aol Utk
(Beneke & Carter 2015; Fennell et al., 2020). WA 714
ztel7h EAlSHE 4 ARAtelA 4ES Yod]a FAA
W3S % 4 Aok(Krishna & Rajan, 2009). 7]F A3&2]
=2 7L rHIR A Edeitte H7HE g < X
(Bray et al, 2011), &H27} F71 ¥]&-& A &30k ke 715
AFL A 75, A =5247) ofd 714de] o]9g &
=oe 785 o] EAIE 4 Slth(Koschate-Fischer et
al., 2016). =3k 72l vl-go] S7sl7] wizell 7]FAlEel
T 7heAdE 7FAAZ 4 lth(Hainmueller et al, 2015;
Miiller et al., 2014).

71545 A THARRele] Aol #EE ATt o I E
=4l Koschate-Fischer et al.2012)= 7]5FgF o] Fold4s
INAEN = stk AME S AESEdnh ¥, Bray
et al2011)= &H|AREo] &2)4 FAld o] flem ol

A dsb7] ) Hlgo] A L 739 AET o] wrh=

ARES w3l o Olsen et al. 2003y 959 RS 7|13
o 7% F4E FAISAL AHAPE FEjel & Hlgo] A
74%- a3 AL BRI o]9} FASHA Chang(2008)2]
ATeM= T HH nAEANA Al FAE AAE o

717 FR7F 2 AHR) gkl nX|E &3 1|l

7% AR AR FEelRs W sAA 2HE JHe 34\2
2 UEPT}. Zhang et al. 2021y AH|RRs 2 7)1 2710
Al et WIS 2SR e koA At tkal 3
592, Sun and Yoon(2022)9} Oberseder et al.(2011)=
AR 7P R 715 AlFe] 7HE0] o %8 A3 71RA
=5 Tl vt e AeE WA ojHE JRE $
| A&k ke Hl8-9] 2718 ARAES IEslal A o
WAl EH 71AIES] 7H Rt 7Y 2 711?—%”49]/\}7} st
W, 7HARLe)E A el ® QAT A 1R oa bt

J U{H md

of

71E FREAS T 2 A FEY AL AYAt
Al AT =

2 A8 dgelx FAEJ ks Stk
AGAETE A Al 2] 71EFHE TRk Alo] o &3
Holglal F31 =4l (Zemack-Rugar et al., 2016), ©]= 22}
3ol tigh &HR; A& 71A Adskdo] AR 9 Ay
o]7] WEo 2 A3} th(Koschate-Fischer et al., 2012). w2}



LR ZJPE

2 glomz anjzle] Alglz Q0le v sle] sjaAEe] 7
2H|R}E0] ClR|ElE 7HRlole] AALFL &

2.3. &{ElH(reference group)

Festinger(1954)y= AlS|H]|ao] 2|4 Aol A et #}7]
Bt g S5 F=s] 8] AlEES BRI
q5S Hlwatl olE 7FEeRE Aax) stk A
(Esteves et al., 2021). AFFES e P5& FHO=E QI
&} (Franzoi & Klaiber, 2007), E=2iu}t B8, A8 749 52
e FARGT Ll AFS vlastal olof &3-staat
£ 43S Hth(Henninger et al, 2023). =43 /g
19021 Cooleyell €J3ll #AA=R o™, 71| Bx, 5 H F
W e FEE vA= AR Fee R A olakith(Seock
& Hatheote, 2010). =AZITE 7ile] 71 S35 97]=
Ao Z(Dawson & Chatman, 2001), = Feke] FAldo]
22 3= AA FEFE vE F e 5EH 8 /X
thSeock & Hathcote, 2010). WA EARTEL 7ANA
YFol A9} ARE AT, AREE E5S T3l Bkl
P5S AR e] 7R Aot FFel &8HEE Fh(van
Teunenbroek et al., 2021). IHFH o2 ThfEe] ARIES F

7 A T AR 35S A3 BAsHA FH 150
gzt WA Fxse Aol moRA=ul(Parks et al,
2001; Tanner et al., 2008), ¢l& €9, oW AtS AXA|gk
e 978 &2 e 23R k2 S Hlal 2 At
S AAE 7FsAde] =t(Nolan et al., 2008).

FAR ] FajJApdA el wX= FEFES v Aol
A B vl Qink AMRPE APAlL] MdElo] ARE|A o & wHiol
E9RE AR E st FAFDAA Aol oAS +
sl =, ol ) Ee] AEe JFE vAA Hrt
(Bamberg & Moser, 2007; Kinley et al, 2010; Park &
Cho, 2012). &2]2] &n|s} AT JApAAAGAN = 7157
o] JFgE2 FasA thFold $=ul(Gupta & Ogden,
2009), Savas(2016)°] W= 7]l Hojsk= AREY E9)7]
7} @R TR AR QFEE wteol 71 g7fe] moRle
ZoZ UERTh ABA HE tlEe] 713 2 Tk 3
Al e A FFEL 71F AFolA UL T8 &
St A7 EA)ec(Bekkers & Wiepking, 2011; Sura
et al, 2017). 19} FASHAl McNeill and Moore(2015)= A
E7Fss S AF Tl el PRk F8 o ¥
Tl TS 7L AL o]E2 g EXlekeE 8% T4
Al S w3l

W, EFAR ] A7 AASAY ARl dEes

83)] ANRo] ol5e] BAE W Zow ANa EAUR

g 73], FAFE] A1 Sl v GFE HE 241

o] JFHL AP PO 2 olojd + UtkBray et al, 2011;
Sen et al, 2001; Singh et al., 2023; Wood & Hayes, 2012).
53] EA-T] o] Ao AAAH R FA,
ARE NET 7F5A o] ZAIE AN FARG el
Al gloju= A4E & 4 SltkBlanton & Christie, 2003;
Clark et al, 2007; Ding et al., 2020; Lundblad & Davies,
2016). B3F 7HR1e] = dste] AT e o
& grlze 4RAT P, K2l TAES s o
E 2HRE s =W AR ERIIAM B =2 &

2l Hol N AFE Al HAL 2820 i)
%7 ek AL P Bk Sl s Ao 7]
ol % 13158 & 7%, 715l A3 aHzke &84
TS she A0S AstiRke ARe) wHe =X
= Aoz IRIFUTH(Zane et al, 2016). °l= F=AFTO]
GFE F)ele] SR AHfe} A
& Aapeiy,

=

2.4. AH[XIo| BAX ZIM — ME(irritation), Z[Z4ZH(guilt), 5
X% (shame)

Haidt(2003y> =494 7F4& “Ak3] AA ] o]ejel} E£X]
T ERle] ololy #AUE T e m Helsigtt. =94 7
AL Y5 &3 2Bl Uik =Y wete] 7127} = (De
Sousa, 2001), 7}Q1& £H2] 780l wet 94 P52 4%
SIH(Haidt, 2001). 3], =934 5 FALH FAAS
ERIF} ARS] Nkl EX]9} #Ho] Qe 2O Z(Haidt, 2003),
Kim and Johnson(2013)2 ©|213 =94 7o) 749} 7+o
2R3 Eel G vAE JIFIAIE WRoM, Xu(2022)=
A FARRe] A5 FAoX Fag TS stk Sl

RS ARe] dyso] Ao =YH ey tE o
W)= 29421 778 AEIE ovlshH (O'Keefe, 2002), 4HIAL
2 Fel] FofsteE Aefsket &8E F s 7
Jolth(Sirieix et al., 2017). L&} H2]% AH]g3oA] 2
P FEsHEE Alee 289 84 AHE o1 + Utk
(Mkono & Hughes, 2020). F2d3lA] H Aol shsh= A
S SRR Slg Ats Y 4oy AnFoew &
o} AFE THEH Ho| o3|y M5YS Wolmgs AIE
e 4= JH(Graton et al., 2016). o]23 FH} 74L& #
< e AL FARR, “BAHSAY AFo] =EH

W} AYshs HA1Z el (Tangney et al,, 1996, p. 1256)”

JZET). Romani et al.(2012)S S-S 713, 2154
Eo|o g BAA 77gE wkgsia Aple] Ry $
A= 2R dse g Aejsialon, Ml el sk 9%
oA wgsle 7Hgolglal st Sirieix et al.(2017)
A7 o]F SH o7 WAk LA MBI P
v FAA 7Pgolxt Aozt stk ow gk W2lolE Ef
Qlo] ZpAle] Ao} 58 vHrEE 9o Ales AHile]

AAGS 4712 FRAAS 2 4 QtK(Cairns et al.,

)
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2022). AFHES A4 AFF AXA SSRRE NS W
3] 98 915491 B=E HolA = (Boudewyns et al,
2013) 3|99 F7I1E 2 dto] AR oR FHARI P
uret 7PsAJo] ETHSo et al, 2023).

g, AiRlo] EAXES] &8 AES AARE Fe &
A EAR A KA dEs ARE FUIE FAIA
(Haidt, 2003), Al 3ol #5S EHYo7)7 = :
= A Bl wkeh eRleIA] =FE A9 e AR
=Y Ads A F vk B R AsS et
A = AoltkBuunk et al., 2003; Zane et al., 2016). 4H]
A AFE “BA gl ARk 7ot ARt ARzdolut
HEAGOR Aste] AFHI AL 7 o] sk
1 FL-o] 7 7o|th(Ducoffe, 1996, p. 21). &
Vo, BEnes A Ase] dE &
AL ol F MR BRE, s 74 TR olod F
SJth(Hasan, 2016; Romani et al., 2012; Wang et al., 2009).

OJFE FREI, & ATNE 7|RgHo] FolHE Wl 7

Rl ARl FARNG Fgeol me
el A%, AL, $AKe) 2A70) WA

3 NAH gAe NReA deeeg v

31
ot & XN

(<3}

e Ay

PR
4= X ;_1

%
o theF 2 7PIS A3 Fig 19] APR
SAct

e

Hl: GREAIES} 715540 AlFe] 714 2po] Aol whet &
HZ7E A Zbehs (a) A, (b) FARE, (o) A el e
Z Aojt}.

H2: =75 o] el whel 2naprt A6k (a) A,
(b) HHZ, (o) FAAS] e g Zlolth

H3: AF2] 7HARto|o} EAREe] S o] daztgol ut
2} 2HAE A2k (a) A, (b) FARE, (o) TR B
= = Aot

H4: (@) 75, (b) A7, (o) FAAL 71554 AFe] A

3. o7 UH

3.1. AEXSE Y
£ AF3e /M AuR et dax=ES &85k
A AAE tARIEI. 5T} £ Foll v
25 A% ] RS AV SR AAS £, 7]
EFER] G2 AFETAZ)H 71Faol 23 AF
A AEYS SAll BodFal zzhe] e S A st
aiﬂ} W AFE 93 T AFE R ARl A
oM EARG FFE S sl F o719 AFASECH
ﬁx}(ﬂ: 3, A, BA X AR 99 3, A)g skl
th A@AFE ARE AFY ouAE HAR]I 8471 4H]
7t gkl WRAE FEFS Hislslaat wEE A AEg
gzl Az 2Fo= AA3sIsitk(Fig. 2). 7FAAte] 224& 9]
3 Aol AMEE Az} AR AlFe] AlS7HAE ZAKSH
71Rg0] EFER] 2 AFe] 7HE 59,0008 02 AN
o} T2]a 715Fe] TgER] Be Al 7|HFo] EgE A
F HARe] EE Z2ASE] 93l duRAE AAlst, T
FA7 7HAAR 7L e ke 71RFo] X3 AEL 714
< 89,0009 (ZHHAIFE 39k Ajo)o T AL 7HAR}e]
7h e ek 7)1Rgo] 23 AlFe] 7S 69,0009 (ZHt
AFz 1wk Zfehho 2 AAEITE ofH| AL SHEHARES 7]
aAdo] 69,0008 wETh 7]5-3Ade] 89,000€0004 7HAR}
o8 B 2 AR AXNAM 1501 1ga =4.63, Myzsel 31
=568, t=12.15, p<.001), ¥ AFE| AM-EH 7FAR}O]
E‘r‘:L A 22k o2 ATt BAFHES F A
£ T4 23 BF 59,0009 02 At =
AT FEFH AXNE AU LE T3 x2Zo] HA=T
Ho| &2 dﬁb fﬂruﬁ*‘” 94 %—Hr Ul%ﬂﬂr

N

o

It

N e
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Part I: H1-H3
Part II: H4
Price difference Hla Irritati
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Fig. 1. Research framework.
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Fig. 2. Example of stimuli.

e Ao T U RARE AAEle] B 2}2E) AMLH T A
zo] WigEoe Zol7t flEg ttests B3 SRIBIATHE = 47,
p>.05). L3k 1AL (1=-9.74, p<.05), =AM JTFH 2}
°)(t=65.66, p<.05)Z ANZ A3k Ao 2 Flsle] 2=
B 2] AWz ® Aoz dAtsisi.

2B U ESH =T
2 A S8 QBH A RT3 SE|ate] H=el A
Fohe 20~500] LR RS e R AF e 2y
st A3 F7Rks AlTE URLE B3 Apdoz HEx
Al Fst=E 31, AFE ol T FEHIE she] A=
Eollvh v = A AF AP Wi E ASEd AAE T+
el tigk A8} oW|AE AT SIS T UEFE F
23 A lelffP T 23l SHSIEE sisith. 24 e
SHAEC] AFE AAE HEE AR ARSI A=A
1371 st ZF%OH AAE diAFES 715 AlEe]
6]— /\}.El—u]—o] A T,‘f_g o]o{ 1,]—71— 2= 9)\_1]:_2
. A ; Oﬂx} 520 % 480%°] A AABH
55 T EE A= 809
31 =] THHair et
al., 2010).
2 AT FoWF A, A, FRA, 71RAE A9
s APAToM ASH TFES B Aol A Beks)
Att. A=(Holak & Havlena, 1998y 3E3k(l]. #Zo] &

g Ao, #

Hgeio] 71Hs54 Ee] Pl §9E 5 243

A 2}, HA7H(Lascy, 1991) 65l vh3ol 2d A 7
ek A Ay, 71HF

th), 4214 (Richins, 1997y 3&3k(e]. T

AE A8 e)== Spears and Singh(2004)2] —E'cao( I. Y= 71
HAE A9g aed lojths £ Al oA A4t
AREEIATE BE £33 74 Likert X (e, 1 =vf$- 22X
oth, 7=l 2Hths ARgste] S8t ek B AF
gl A Sl JFS WA F e v 89l JdIHE

gt wiAlg deellA F 7EA] 8RRl AT
B 2o aAE doti A FAWMTE At &
AT e AEld Wad & (psychological reactance)S FAIH
T2 AAsdet, Aeld vRke Ao Agke® 2}ile 9
AR & F gle 4FE FEA ske 7104
2380 2 (Brehm & Cole, 1966), =2 423 RFkdeRS 71zl
/\]—E]—E% ?:}—11}-7‘:1— }_zﬂoq_‘,ﬂ_oﬂ TL]—E]— 71—?(424 fngZ‘] H]-.Q_o] Dla]_
A 4 )tK(Torres, 2016). W24 Hong and Faedda(1996)2]
Aol ARE 113 E. UolAl FA1E 7hsld Adetal A
& 7ol EThE ARgate] AelH RiedEs S48 =
3 7bAYZ S (Goldsmith & Newell, 1997), =5<14 AL
(Gam, 2011), AAJE =2 v]E=(Chae & Hoegg, 2013)—E~
74 HER 23l o5 ¥ s 2FERE tEA QA
kAl dobrgitt B4 A, 2 Azt 7HARE(F = 36,
p>05)9F =501 BARF =123, p>.05), ANE ¥ FE
o] WEX=(F=1.01, p>.05) Azl o] o o 3}olalo]
olE Qglo] Aol HJI FA ¢S ZoE IS

[}

4. 917 AD

41. SHX 54
AR F7EAL 48089 Het AH-2 397410, B 2407

(50%), 413 240 (50%) 3=t A= 20t5E 50tH
7HA 120084 (25%) Al BN, HFSHE -2 494

oista S0 2448 (50.8%)0] 7FE B Hl& AT
71EARE 2517 (52.3%)0.2 SRIFAT, HH-E sjAlde] 193
H@02%) 02 7 @ v8-S AL 9 HaEFYe
200~4007H m|te] 2087 (43.3%)0=2 7P B 2= e
et

7HaAAZl A SPSS 28.0014 FaRe] shelRkS f
walz] sl B QQNEAS AAstaL AREE e
218 Cronbach’s ots Yol UATHTable 1, Table 2). B4
QRIEAL TR 1A, w2 1 S ARSI 3
78 1 o] 29l 71Fo 7 st WA B34 749
KMO(Kaiser-Meyer-Olkin) 7} .94, Bartlett 734 HA A=
00022 LR} @140 At AoR dAdas]rt. 744
RS AT

QMG A3}, F AR 86.25%=, 33
46.49%), AZ(EAT 26.24%), XA ERT 13.52%)

ko
(1A
i
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Table 1. Exploratory factor analysis of negative emotions

Items

Factorl Guilt Factor2 Irritation Factor3 Shame

In this situation, if you do not select the donation option, you would be...

Sinful .88

Repentant .85

Guilty .85

Conscience-stricken .84

Blameworthy 77

Remorseful 73

Trritated 92

Angry .92

Annoyed .85

Embarrassed .67
Humiliated .61
Ashamed 48
Eigen value 5.58 3.15 1.62
% of variance 46.49 26.24 13.52
% of cumulative variance 46.49 72.74 86.25
Cronbach’s a .96 .95 94

Table 2. Exploratory factor analysis of intention to purchase a donation option

Item

Factor! Intention to purchase a donation option

In this situation, would you buy the donation product?

very low interest - very high interest 95
never - definitely 95
Probably not - probably .95
Eigen value 2.73
% of variance 90.95
% of cumulative variance 90.95
Cronbach’s o .95

EFEATE 7 RARE AEoE 219 F 4R 90.95%
2 she] @9lo=Z YePdT} Cronbach’s o2 .94-96°.2 U}
Eh SAE T JFEE ek Aoz AAsSo)

=
Blellx] opi izl ol ArhAZE AR (Two-way MANCOVA)
=, Aeld weRIge FuEe R Aesial 7h
s SHUTE, S0P A
A A, HA, AN SEUTE Sl
Arlsiink. 2 A, A A e 7R
(\=.97, F=246, p<.05), =713D 9FH(L=.96, F=6.86,
p<.001), A21A W =98, F=2.93, p<.05°] w}
gede SRlsiint. st THARtele AR dFH ]
Agol oft F4A A9 Aols FelshA] 6 Ze=

ERThA =99, F=.90, p>.05).
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AF 7k Mol w4 o AALS 7P A wrle v
7zt 7} W oA AL 7P BA X Bk AL
2 YERITH Moy =3.14a, My, =2.97ab, My =2.76b, F =3.35,
p<.05). SR 7FARI0] Z1Fol wEk RS5(F=2.81, p>.05)7
FAN(F =204, p>.05) Axoll= 2ol7} gle Aoz Yehd,
7 1b7F AR EJ 7M. 1a9)t 1ce 714 = aEly &
A dFggo] w2 oM HFMy =334a, My =
2.84b, F=15.87, p<.001), ZA7HM; =3.09, My =2.83b,
F=4.72, p<.05), $X4 (M5 =3.22a, My =2.81b, F=10.07,
p<0DE A 2= ZoE WA 7H 2a, 2a, 207t AY
HAk 7HARRoet EARY FFH ] duatgel wet 7
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Table 3. Two-way MANCOVA
Source Willks 4 df F " P
Intercept .89 1 17.81 .10 .00
Psychological reactance 98 1 293 .02 .03
Price difference 97 2 2.46 .01 .02
Reference group .96 1 6.86 .04 .00
Price difference * Reference group .99 2 .90 01 49
'p<.001
Table 4. Multiple regression analysis
Dependent variable Independent variable p t p
Constant - 17.27 .00
Intention to Irritation -.01 -.10 .92
purchase a donation  Guilt 38 4.02 .00
option Shame 07 68 49
R*=.19, F=37.96, p<.001
'p<.001
340 >~ Referent
340 "t-el_L-: power 240 Referent
2’;72-8- - 3.33 group 32.% . S?:ﬁ’;
= — Low a0 S — Low
- ~High . ‘
< 2.99 3.05 t..3.02 = =High
S = 2w 2.99 R 2.99
g ]
£ ®
. 2.49
No difference Low High No difference Low High
Price difference group Price difference group
340 3.31 Referent
- power
TTeell.3.20 group
320 eewse oo oo E’: 15 —Low
e . 3.08 ™ ~High
& 2.89
£
u’ 280
260 2-47
No difference Low High
Price difference group
Fig. 3. The extent of irritation, guilt, and shame by price difference and referent power groups.
Note. Psychological reactance was analyzed as a covariate. The numbers represent mean values.
Vs G B4 AIHR’=.19, F=3796, p<.001), 22 5.4 =
o] oS 71#—3—@—;— gatud she or} Fobdt
Aoz yehtp= 38, 2, p<.001), 272 7154 7158 Ak Sl AAROIM anjRke] 7RSS
Hele]e Do) j@a&ﬁng 04] 3 J M a2 e ER R SEE] deNE Z1RReE A 2dd h@ szt
S(B=-01, t==10, p>.05%} FAB=.07, t=.68, p> .05/ 2ag Zlojr}. ol & AFlM= A dR7E 71
7R e o]l frefdt YIS PIAIA] ok 7H 4a, 4e E e AlET 2387 2 dvkAlFo] T dsellA, F AFE
gt 71Zk=E|Q). o] 7HdHS A3 Table 3, Table 4, Fig. 7 7FARe), ZARTY] ko] Axd wel 7|1 REE A=
390 ANt 2 AEs) gke W WS AF, HAL, £ Aol
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