http://dx.doi.org/10.15830/kjm.2022.37.1.1

2212l AL AN 27 YHe| drekdo] AH[X} FLOH2|=0f
DR 95k ojaZn} 7|=ES ZMoa

Effect of Rating Valence and Object Types (Artwork vs, Artifact) on Consumer Purchase
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ABSTRACT

Consumers can readily appreciate and consume artworks reflecting their taste and preference in various
price ranges through digital platforms. Reflecting this trend, the present research explored what
consumers value when purchasing artworks compared to artifacts (functional products). Further, through
two empirical studies, it systematically investigated the effects of online ratings (high vs. low) and object
types (artwork vs. artifact) on purchase intention. The results revealed that when consumers had
favorable attitudes toward the artifact, they showed higher purchase intentions when the online rating
was high than when it was low. Conversely, when consumers had favorable attitudes toward the artwork,
they were insignificantly affected by online rating while purchasing it. This phenomenon was found in
both product manipulation (Experiment 1: picture vs. tablet) and description manipulation (Experiment
2: vase). Furthermore, the mediating role of anticipated meaningfulness of the product was investigated.
The present study contributes to the literature by exploring the differentiated responses of consumers to

the online ratings of artworks and artifacts.

Keywords: Word-of-Mouth, Online Rating, Artwork, Artifact, Anticipated Meaningfulness of the
Product
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Hlzo] ok 28Rl &zl Hrlke] A4 <
S AR A (Mayzlin et al., 2012).
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JriSH Pl T it 2, Wb,
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o B2 w7l= Yelp A2 AlElE 3l 714
HIZF 3ol 14 7K o) s=2e] 5~9% <7}
A s EEetdthLuca, 2016). HE3F AH]RRe]
79%7} Ardel 22kl AlF F7HE 7 #[Qle] &
= AFske Ae® Yehsdth(Murphy, 2020). 4
el 2HRF Hrhke AlFY] miE 2 Fkl=
G2 vHH(Moe and Trusov, 2011; Tirunillai
and Tellis, 2012). ] w} 2eiQl H7he} Aw|At
g=o] PA JIFS F= AFE 24 U Ak 29l
o dal Hohs Ttd A7t 3] o F
THDai et al., 2020; Yin et al., 2017). ¥ d+=
HZ ZVle dEE A FEsl] 28Rl Bt
2B deE Fujelkel riXe d3t AelF 714

o thelf B-starat gt

H A2 192 Qlall AujellA Huj= Algte] S7}
sPAA I o] AlgEe] IS 7S
Aol MZAIH (1980 &1 ~ 20001t ZRF
A Al S T o= 22 S-S Fol 549 ¢
A3 JTHETIE, WA 2021). AEZARIAL Art
Basel?} USBellA] 3% The Art Market 2021 X
= 202093}
tiulste] 200%7F S71eE 1249 2e|= JA A
olEojo| X AES gt AR T 45%7F 2kl
olgell dsFS TU AR HuHATHMcAdrew
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7N de wgste] g EA A8 5 Al HE9)
o, g 7Hd= aﬂ%%é TuiE ¥ ohet, 7
=0 2 THe O du=
DA FAT(IAE 2021).
TE B}t TR Ve R3S T olF
el AH|AL FrF ATFE deE AR o
thate] gatarzt gtk Newman?t Bloom(2011)-
d&F(artwork) & 71'eF(artifact) 2} FH3l] <
stal, AbdEe] el =55 Folsta e 58
F 7] el =efsisltt. A ATlA Felate 7]
TEole AFEA}, ZFE e Aol 5% 7)o]
7] S18l THEolRl Al WhA | o &E-2 FPE|ojof e
71%0] glar A A=A TS Qe =53 5
e 7RI webd degdt 7lsES Beld TIee
2 77} wiAZI S (e.g., Kreuzbauer et al. 2015;
Newman et al. 2014). & dA5+= A3 AFelA 5
HE dleF 71sFE /gl 27std, &Rt A=
o gk FujeAbag e WE vl Faxlshe AlRle]
NS 7153 Hlwele] E7-etaat vt 74
og, B dA4e B8RS Hrke FH S Sske 74
(word-of-mouth) 27} dl=E3} 7553 i &)
2} ufe] o) mX|E Gkl disl Az} g =
2Rl FHoE vy 221 W (online rating)
= A&sto] LA AlFe el 595 7KL U=
o], s Aol 715E A5 22l B Wkl
2R Pl el IS mIRIA|RE, dleFe] A5
2Rl Frle] W2 MR} S ol o) A&kl 9
= PE ol dS3iinh. AlEES ditdor o
& Ak dtho] FHA 07| ke AdAolga RS
o] TR AREe] oAg oAt AAell 1 717 o] Ridsk=t
(Gorenflo and Crano 1989: Spears et al., 2009),
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H7F A7 AgkE] 7] o Foll (Lindell and Mueller,
2011) ERRIS] 7Pt &ujRte] Fujolee] dake d
nE Zelgar o gt vlEe] 22kl B3] Wk
o] MR ofl&EI 75F Tl el 2| 2
< AgA 7144t dFstaat @t 2 A mt
AR EokllA gish "7Ee 22l 7 3
AleJH e m FEREOL o} I AFHA| e AEF
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FAoltHe.g., ¥4, oAl 2019: A
T3] 9], 2020: ©]x13] ¢]. 2011: Kudeshia and
Kumar 2017). o]¢} #=dd 14l Aejet Ag<l
e (autokinetic movement, Sherif 1935) <
TolAE AbEo] of 7 F1te] 22 Bl 22l
sl dobe e BELnh. 1 A3 7 pEA
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sk 74| EAEAT. o)A® 53 il gk =
o] A} B thE ARt ol B JEs e
tH(Cialdini and Goldstein, 2004; Goldestein et

. 2008). EIRle] oJHe) oEdte A3 el
ofufgt 73-9-(Cialdini et al. 1991; Tesser et al.
1983), Zgla ERRle] ¥ B2 JHE 7K dtha
2tek Z9-(Cialdini and Trost 1998) © J71gt
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£ SRR o3 Hrhe el Al e =5
AT S AaerATFE 982 Foh(Ellison and
Fudenberg 1995).

A deag-g Bl Yawe] FHE o 4R
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B 2Rl FUES Fall o] ik whebd o
A Aol gt 71E AFETeRE 7 ANE
Ashetl AV SRl A2 289l FHES T
T gk AFEe] DS == il YUtk (e.g.
|, FHA 20200 W57, oA 2019: ”ZJ
2020 Chu et al. 2015). 259 7P &3] H&
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2Rl A og Anjrte] Fujojarazela Fasgh
1 AeER e ,_E‘r(ﬂxl-"é 9] 2011; Fretwell et
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THIETE 28 P 7199 miEel SAQ I
< FTHSun, 2012; Schoenmueller et al. 2020;
Zhang et al. 2013). 3] 281 JFH ] wed
71 71EA FEEA SR FEE T SLE ke
2 AEFS AFE 7hsAol Atk(Khare et al. 2011).
=, 22l Aol 2 A ARAES SRR A
F2 Adola 2E’l FHo] v A% AHAe 7
Ao AFe Wit J3 AT 3840 22
SHAA} U
= ORE 4 Ego], spel, 4, I/F8F3 22 ot
7S 58 AFEFATHSun 20120 Roy et
al. 2017; Zhang et al. 2013). 53] ¥44 H7}=
7199] wiZol] AHAQl Feke wAl=t 7848 A
(negativity bias) o2& Q&) AH|Al= FA2 FHHETH
AR FEE O Aol QAfsiaL el O del7] wiE
o]tl(Chatterjee 2001: Rozin and Royzman 2001).
SRR ARz AV 2] ERE e W
goz Ju A& Ulgle 32 o) A3 At
w2 AH[xle] 554 £ (need for uniqueness:
Khare et al. 2011), ¥{=(involvement: Lee et
al. 2008), & ZH(regulatory focus: A4 2013;
Kim and Lee, 2015), Ao} 24 (self-concept
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(utilitarian vs. hedonic: De Keyzer et al. 2017),
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p. 380)" & ] Hgjaa} gt} o] Fele o= 74
a2d gk 24 9ANT des Hoke AanAke]
Q12je] B Fosie 7hellA BlZd Aol

ool tigk B 22L& olelE flaiA = 71e= flg Al
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24T 7lse] AT EA AHAY] 553ew THAc]
miAA] 5L 7kx)7} 3871k Dutton(2003, 2009)& &
A 2 Aol AFAQ d=it ot 1" 27
F 22 Aol EAAQ dw7A e EA AAR o
"] = =3 (performance)©] AE Aot Hot)
webA degel ek 7| Bk 2 olaEe] EAlst
Al =778 9] 33t dde] it

71E ATEL dEEFS 71eEF Hlwsk] 4H|Re
7R AlelA 71A1E "8It Newman®t Bloom
(2011)2 71eFe] 25 A8} BAlFo] A== 7F
2|7k A7} gl WhA, dlseFe] 75 Zedo] SA1=7]
wjzel] el wjal] FAlFe] B 7RI7F B Bk
= skt ¥ Yebk Newman et al.(2014)
< 75ES AL ofd O Algte] EAlES WE
o= FEI A4 (continuity) S 7HIThL QA==
W, dleEe AP obd BE Abde] fEe]
AFS e A5 2] A&l A8 WA
AEe BAE ATl daFelr 923 o Al
o] WhE ExlEate] AEA Qo] Afel7t v ol
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Atk %3 Kreuzbauer
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715#] aHAL Bkgell mIA= 3t Al 7)Ao
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ghal 1S o e S o @F
= A 2% Al B 7171¢] whdstaizt ahH (Gorenflo
and Crano, 1989; Spears et al., 2009), A&
oA el o] gdo] A3 Zolgtal 7ItiE wf v AltE
243} F7PH o {82 Aolgt AdgtH(Feick
and Higie, 1992). &, 2] ZdF3<] AdA &
Zol] A o]Foixtia 1AE ) ARFES 1 %%
F90l t] o&Este] M-S 23 eH(Dai et al.,
2020). & el e deFs 554, oA, VA
3} o] ARFEni o Aol FHAR] VEew
717} o] FojA = ¥HA(Kreuzbauer et al., 2015),
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B A slie @il vehes ol fE Aiske A AAE 7P A58 A8l & 7 Hel AFol 118
2etA 7|4 AFEA o == AlEe] on(anticipated HA A HA AES 28R FhFA de=Fm 7
meaningfulness; Bartsch and Mares 2014)Z A SES Yem & o, AAE 280l HAo Hisk
A}, dlZdE]e AlE] oJnl= el AlEe] AIA of whe} AHRke] Fuj o] et g =] A BT
Aupt o7t o 5EE ZloR o FE Aol ek A1), F A Aol BY AlIFS 21 wet
idelth, ATl wEm Avale D AAgolA Angs Al 27t deiy 71eEeRE QA HA
AH|EE Ve Ee g9 deEs vsta SHst g A 2Rl BAe) ekl et Fule] =yt Wst
11 e (Hagtvedt and Patrick 2011), d&%< SheA] ol FEEE o] ddEs Al 9
dksta A3 o] s 2RES olalska onE Fte n 2 w7 eA] SRt 2). =98 e A
= 4] 2th(Jakesch and Leder 2009). 7154 0] TR Helshd v Ak (2E 1).
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578< nefsilE W, oleFol aHAe] vl E30E

=
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T A5 2wl BAle] e At O 7ls A M f 29| M

Fo] onjof BUAS lgsier 4 VIR Zelgn A9 1L AFE FICIEE vs. 715H) 0 e el
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op7] 918 FHom AAEIT. ¥ A2 2Rl A

M 20 AE fET ealel 9] EI) AnlAb T BYEQ ZEe)(Prolific) S ol &dte] mlF Aw)x
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A ZAH pretest) 7F AAE AT APdZALIIM = Al
2 28Rl BHo] dFAez 2AEUA] Hesh
71 {8l AAIE AT AE 732 Newman Bloom
(2011)9] 3 A2 Fasle] deF 20 19,
75%E 2L "HESle] AAHAY. =2 28Rl H%

=
208 53 el 454, e 22kl B =& 5
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A RPdel 248 o= o] 2R JTHE= ). AR
AR S8l ZEelgdA 2y 98] wl=r kAt
2 Ul He =4 F shiel] 79 ddEe] AAE
I = Aol etk
31.424, ‘FANE 42.9%). F7RES WA AAE
AES dledF B 7IsFo® AXsdeAld vl +
o getth(o] AFS deFolrh” o] AFE
& 7lsFeltk: 1t A8 a%A &k, 7w 2.
A A3 AR e e BEslE o
&gl 7ML SS9 (Mg = 6.51, SD = .75 vs.
M=z = 2.08, SD = 1.34, F(1, 94) = 402.898,
p = .00) HE3E 28l Bla) O 7eFel 7atha
BuPH Mag = 2.09, SD = 1.23 vs. Myza =
5.10, SD = 1.94, F(1, 94) = 82.242, p = .00).
uhebi] AlF fFRe] Aol B o o] FolHE2
A3IATE thao & 7RES A A&
2Rl Al el F E3o R -SRI (Al F ek
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olgtal H7VeIA L (Msena = 6.63, SD = .63 vs.
Myeaa = 1.98, SD = .82; F(1, 94) = 991.264,
p = .00), =2 33 xo] e FH 2UET
AFEES] H7Pt felakAl @ R A oleka kst
(Meesy = 1.41, SD = 1.00 vs. Maesn = 6.06,
SD = .76; F(1, 94) = 644.187, p = .00). uz}
A 22l Filo] EdbAom A Qe2 IsIslT

AY 18 2Rl &n] et oabdsel wgk 4HR}
oAE Ev Aoz afEAnh AES 2]
2 deF(ad) Be 7IsEEE3) il v ol

Adel g 7l Bl RS A 22l Aol
E} §A}8t shHo] w=E2H 3, Al dglel 2ol A}
olECM oY AFES =HEE T Ak vheol
B Als s ® AdRelstal ShEth A7t

27F mhgel] = Alge AAS] Bo) flE) ss 2
gk ol g AlFel sl ok AlEe] Wikl 7
B @ o] AAEJS RES TR ug
e met w2 2Rl FH(GA vl 4.5%)
v 22l B (54 v 23) s =&
Aok AR 2242 99 AlF AU 221 B A9
gk 11 ejo] AXE AE A e Be 20 B
sl ANEJTE AU eE ¢S § e Al
of thet Fufe]=e thell F &gl 7H A== gosd
TH1: AlF= 79E 7Fs/dol sivt/ AlF= 7iE <
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njgk ghalo] 9lty @ = 74! Ajzen and Fishbein,
1980 #=x). vRAIHoR, e AT EAT &
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= vs. Sa) ol JERt A7 (between-
subjects design)olA Tl EE FEHAFE A st
ol At 4 (two-way ANOVA)E A3t &
A 23 AlFE FPl Wik FEIH(F(1, 198) = 7.547,

= .007)¢F =21l B FEA(F(1, 198) =
42.386, p = .00)7} frelgh Ao 2 veyitt o 4
ok AR, P AR T A 7te] AdeAkg 1
27} fefsidths Aolth(F(1, 198) = 17.179, p =
00). TAFCR, 715E M 7] &8
Ql FHlo] & Aol W Aot Hlwel] o w2
Tl =E HATH Meeny = 5.44, SD = 1.09 vs.
Maesya = 3.42, SD = 1.34; F(1, 198) = 55.641,
p = .00). ¥hH d&Z AN e 2okl HHe] =
3 S50l AR e me] 3 wIRA] ek
(M;g?zgzg 5.17, SD = 1.43 vs. Maesny = 4.73,
1.46: F(1, 198) = 2.856, p » .05). 7]
£ AEEe] Bt el e %&3}71]
& PX= v, olsEe] 739 RIS ]Sl Bte
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5= ZRIE et
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7eE ARAQ Ve R THX% Aife] wiAA
7] Wizl TE AbEe] H7lel wet 1 AlEe] ofn)
o} S840l gepd Zlolgtkar ol sisitH(Carter and
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T
AMe 2 ARl F
o 2 AR deFy 7|5Es 26k WS
AHESIEE o248 220 e AFe] Aolrt Y A
o] FAH o nA £ gl JFE AAG T, 4d 1
o] Ay} 2xdnict AFo] thar] wiiel] LA 3o
2= ek e A E

EE3} 7|5 Eo te Q4
A 2 @] U UehdeA] HEslo]

o] zz2pA9l WS Hekslu diel dwts 7}

(generalizability) = ]34} 3T,

w22l HA
(3% vs. %) ol ezt A (between-subjects
design) & AFESIATE AE 13 go] L] AR =
P 2] Fo|A nl=z) AUt AR 1948 S o)
dog A 27F APHJATHFH T 30.304], HERE
56.7%). 7SS AR Y] 71e] 21 5 shuel
S Rda, A FArlel tigh deElAl ARMIZE A=
ATt

=0 4= x 2T (=]

A 2& RAERNAl 4] gt ejaba7gel thgk 9

Ae v Aielgta A=Y & AEdlAe A9
2= SE

ofur d2ER 7152 Moz O



al. 2015: Newman and Bloom 2011), 2& 2710
ELsHl = (vase)o] AAEIJTE FAA R,
Ao dsrPt detigos 23S T
| = AHESke 87t ohel Y
T2 7Y Aolgtal Aol A=A
vhH 75 2o ARApE HAIAR] 71 ©
g AFo A S vERlon AMRlE EHS
sk 857t obd ARGl ALgShs 715 E] SRR
T4 ZFolgkar Argo] AA=ATE AF FH o

= A% 7 g AlE Ee 2

=

fo )

A 22

QIL

-
R

ol
N

X
o

A 13 rRIIR R, J7ERREe] AlFe] iAo ®
kgl B A8elA sl AlFel sl the AlEe]
Bk 22l S BAl He AdRl e AXEA
ot RS AR e 2wt w2 22
Q1 B (54 o 4.5%]) e v 22kl FH (53
el 240) sk w=ZwQle}. o] W) AAlE P 4
BAEAS. A1E AlFE A
B 2kl FHe B 3 e A3 13 LM
TFujelzo] SRt a = [77). oF&d e
dgw= AFEe] on](anticipated meaningfulness
of the product)l tal]l Al Fato = SH3IATtH( ALt
2] 0 AAE AFS HellAl o] efn] & Zoloh/A

A Az BEded Aolt/58E Zojvt” 11 A
& oplt}, 7: wf$ 2=t} Batsch and Mares 2014
a = .84). A3 AFE F3stod(e.g., Chu et al.
2015), A3 A3l d3F= 7 5 de g4
A8k fA8l Al gt
AR o] F A o R ST (Ve 2 #
dsle] vttt "Whe £9ol disl & <t} U
el tigh X 2o] Rkt 10 8] FolakA] e
o}, 70wl Bogith o = 96). vpREte g, vkt

& RE AN U

(confounding variable) =
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FoAH A Flatr] sl ol #AF E4 (two-way
ANOVA) = AAleiieh. 4 23 J7ies dlas
Z1 A AN AFE O dlsFl 7dtha Basksd
A(Mazz = 6.34, SD = 1.19 vs. Mysz = 3.81,
SD = 2.11; F(1, 190) = 104.654, p = .00), 7]
TF UM AAE AFE O 715FEl 7Pt 3
VIt Moz = 2.35, SD = 1.85 vs. Mysz =
4.89, SD = 1.97: F(1, 190) = 84.321, p = .00).
uebr] AFE F3
T3 PSS 2 W 2oA Be B 2wt
T2 AlEe] 7t o] 30 (Meeny = 6.33,
SD = .68 vs. Muega = 2.22, SD = 1.24: F(1,
190) = 809.149, p = .00) @ F-¥=olelu 73t
(Mseng = 1.67, SD = 1.07 vs. Maengy = 5.79,
SD = 1.18; F(1, 190) = 644.812, p = .00). w
gha 2Rl HA 2] AHH0 R o] FoHES ERI
a3t

AFoll ek riakEe] ARdR]2e] Apo 7} e AS
22X MR} x| G T EEaIE WA

71 18l AlFel gt APAAAE FEAFR Slof o)

FZro| AAFgA o)LL IRl

=2 71w

#3) %@rg} 2ell Wle] FaNE T 43
AgaAINE BT fold v RawA et
(Fs (.05, ps ) .25).



AE TR 22l BA ke wAZE Fefel el n

AE FFE ASs] fal ol 4t 24 (two-way

ANOVA)< AAlstt. 1 A7} Al {3l gk
FIHF(1, 190) = 912, p = .34) = fFelskA] &%
o} 2Rl HHe] FaIH(H(1, 190) = 28.816, p =

© Tt gk o5&k nel o] F s 3E
o] F5AE FIt FsIATHE(L, 190) = 9.566,
p = .002). FAHCE, 7eF oAM= 4 19
Ao} o] TS 28Rl Aol e 7ol H]
a 22kl HHo] = 79 o & Y =E Ha
SIATH Msesng = 5.71, SD = 1.12 vs. Muesa =
3.94, SD = 1.71; (1, 190) = 35.748, p = .00).
W oeE ZellMe 28Rl WA =3 Yol
o] o] FEFE WIXA] BIH Mo = 5.26, SD =
1.45 vs. Maema = 4.79, SD = 1.44; F(1, 190)
2.591, p ) .10). o] A= 3l 22 AFeler &
A eHe 71 5F & Q1A ufjof] Anxb= HQle] ASH
o O Abde] F7tel wet el ert felskAl wst
st Wi, AlgS deFom I wde e Al

(37 2) ME Rt 22l g™l
e Tofel sl
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ro
il
r=

AT 70N 2|8 TH

o Hrke Prlelme] 9L MAA G AL (45T

F AtH2d 2).

Olat=l= MIZel 20|
o= AlF F33 22l FHo] d3=e AES
ofule] MR = FEFE HAFs] 8l ol A B4
(two-way ANOVA)= AAsItt. 1 A3 AlF 7+
o] FEIH(F(1, 190) = 2.735, p = .100)& F2lst
Al gxgkont 2l el F=a3K(F(1, 190) = 7.531,
p = .007)= fFelsisitt. &4 23 Fulo|me} vls:
S F W 2] Fasg g3t felshAl vERsTth
(F(1, 190) = 3.916, p € .05). TAACE, 7|s#
F7bEe]l 2]l Aol e 735l H
a 22l Hxlo] & Aol A== AlEe onlvt
Z A2 YEPITH Meomy = 4.89, SD = 1.39 vs.
Maesg = 3.95, SD = 1.50; F(1, 190) = 11.139,
p = .001). ¥, dleF 2ddMe riakee] AF
of thgh == on7} 2Rl A Fykolol] gk
= ] e AoE YEPATH Msenn = 4.83, SD =

S0

1.26 vs. Maesn = 4.67, SD = 1.39: F(1, 190)
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= 293, p» .50: ¥ 3). F, AP} 7leFEe] &
QlefAl Arpt ofn] Sla SHER|of thel At v ok

& AREES] 7l frelal dae e Bl vls),
dgFo] EloAl drht ojw] gz SR i)
A W o2 AREEe] Ut G WA g2 &

O Yok AlE 83 221 Aol Fuleko] m]A]
= Q] WAV & A7 R dEe AE
ofmlof oJgh AFRIA| AFH] sl HE vz Ew
A5 AT Hayes(2013)9] PROCESS model
8= FEXE#E "W (bootstrapping procedure) =

AHgalel 1 ETle) feld e aelaly] glal eall

A eelRl HAX)H AFE FAW), 7 el Aeae
(XW)el sl AE eml (Mol HAE G 2
Az}, 229l W3 AFE g2 FaH) 7}

40 Sin, F Aol 458 ARE foF R

_-Si
r°"

%
4

(F 1) =HE of7i=nt PROCESS &1

AE FH (W),

5 Z)ﬂﬂ uﬂ 7H

.087, SE =

2 Uit theow T uA mdeA 229l %
AFe) Sm (M), L2 B
o] Fuel(y)el Bl

o ==
43o] A52He-(XW)
Fs 3 A 2y 28Rl B ddEe
o] o] FEIWL Folaila, *
o} 22l 3
& Fola BaEdr)
TEQ AE ddEle
“Hﬂﬂ?iﬂ‘ﬂ(lndirect effect =
= (.245, 1.089)),
FrolshA]
= 184, 95% CI =

o] % 2l o] B2 v odE=
7V o] Frjelel] A dFS vz
A5 odEE
Fotold] JEE WA ¢dn miEdE vERA] @
Aoz IRIFIT & A= AlFol digt *WX]
2ol BAMSR 23E|9)
Jatth(Indirect effect1s# = 612, SE = .209,
= (.226, 1.053),
183, 95% CI =

&

23 1
ofjAt=l= MIES| <[]
B t

Intercept 3.95 20.28
X .94 3.34
W .73 2.61
X x W =79 -1.98
M
Regression F(3, 190) = 4.858, p € 0.01
model R = .071

1.24
1.12
.3b
-.75
.68

F(4, 189) = 52.607, p < 0.01
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el Favhe
E el 4axe
zA9 wisle] 7 E3} B
AEL] efn|7E ool =g
.645, SE = .
2 745 ©] UH7H§LJ+
(Indirect effect = .
-.269, .465)). =, 7
AEe) ofulz}

Indirect effectgzz =

-.277, .438)).

H



3} 2Tk WA, ASE Polel A

ol Elriehe eejel WHo] we A9 el
Bie] B Aol val o e PlelEs Ry
W o2 E olel A% awlAie AFe] vheel] £

Frjel ol vA= Fel AE A2l 7IA=A <
© AlFY 9rle] 249 wWHEHE At 1
A 71%5% el A9 22l o] o v uf
o vlal oAdE= AFe nrE S7telkaL, ol e
Lo F71= olojxitt R dlsF Fufje] A5 22l
B ol7} dlidE] = AEe] ofnldl gk mIAA]
kI Fulelrete] miZfEvte WA EA] gk}

2 ATE B9 A AR 7lde vt 2
A, B A7e FAEH Y T Q002N o
3 7T Eo R THEE AE S AEA AAg
oM 2l 74 Edo o84 o R 7]ofstar ot
B A3 AgEe] FAEH dIgE F= MR 5
4 B AN #E ookl 2EusES =28
It e.g., AmA, 27, 2019; De Keyzer et al.
2017; Hao et al. 2010; Kim and Lee, 2015). &
AT AR AFellA e T ] o3t A

F 79 7189 olEEa 71eBe) Fons THET

=

73@A7E S vlel 22l Hrte] dEe AA T

x
I
o,
rO
2
iy
H
)
ro
;&

w2 a1 FA AAE HA ol
QA el W= Fgge] dial] Assidch. =3 BRI
F7ke] AWML wiPAERE 2X8 Dai et al.(2020)
of Agtehs g 2 AFelA oldEs AlF] ouE
WHAE g8 AudlTe 4AEdh AR AAgeR
W NeEE TEEE dEFte] i APEEE xR

oA 229 T AT HPAAT

Al
PIAFHT. 71E nHE ER0lA dledt dEE AT
© T2 o= 53E THoR oFolA stom
(e.g., QI A= 2014; HFI € 2019; Cuny
et al. 2020: Hagtvedt and Patrick, 2008), 7%
Frke] ApdstE TR} ol wE AH|AL Bleet
Tl gk A= dA o0& Bol =9=A] 3%
o 2 dATe 2R A 71sst v Ay ds
F2 7IsEde 2] ekl BAe] Wakdo] aHRke]
TFajel o] & YIS XA Fethe SVEE A=
Agte =a] niAE AT dls FA| el 7]ofsisitt

AR, & ATe 7lsEd EEe deie] SR
O& AHEe] Brieks T fAlEE AlEe] ov
ZsI5itt, A AT 7w PHEE deFE

%
o] BAJo g AxX(creativity), 217874 (authenticity),

!

9] Ho](contagion of the essence) 5% +=2|3}

ol

At} (e.g., Newman and Bloom 2011: Newman
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and Dhar 2014; Smith et al. 2016). ¥ Od?% =)
& ARES] Wrlkehe AR ide 2Kl
2 Ag3lo] 715FY deF 54 Aolg RIS
7% A5 MelA 1 715Fe] e on] glm
SHEA] e o) v AREe] Bt w1 AlE
o] efnle] e IA WsleARE, oleEe] -
AAl L dlEe] dvht onlE A1 sla 5HER
o dE we thE AFE] Wrke A 43 vAA|
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£ %
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Ao Qlg) A 5 gl Ho| S A S gt
B S AR teew, ekl FUE PR d
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B Apdais ARl k. 715E g dEEe
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2. iTI0| 31 U 4 4T H|eA

B Ao dANT 5
2ok WA, B At

% A WL =els i
ARES] B/hE Lo

A BHoR 2ol HE AN dEFER /)%
Fulelze] vlxE xS sk ekl B

o o

& SRRl A a4 0w HHE AFSHH (Pine and
Phillips 2005), 713}¢] viE} 2x1g g2 3
£ o]F= +8% 8acARHArchak et al. 2011:
Chevalier and Mayzlin 2006; Luca 2016), &%
ATellM e 22l AW ot 2= o] Folxl el
AR S Ee osFel tig 7HEY =05 A4S
T = Aolt}h. 7|E ATl wEw 28Rl WA
A AFl gk A, $X4, 7154 545
ek AMEA (factual) FHof A|Fol| theh T2
43 132 Eshe H7H (evaluative) BEHE T2
HrhelAIZ €] 2012; Chung et al. 2005: Holbrook
1978). AKA wAA= dFsh] A B84 54
HhA, J7H wAA = Aile] A Aol Eol7p]
izl dSst717F olel-+-E=Z(Darley and Smith
1993), 3F ATkl 22l WARE E3heithd 7]e
o] EAlSHA| B deFe] 547 ARA vAIA Eok=
B7H WAAIE o] 8gk 7 &3 A7t 7 Se]
2ol o Tt
A, & ATe deFs 2 &5 dee] FHA
U2 S 93 5802 1Ushes Aoz Hygsile
v, 54 dedFe FARIEAE T8 W Qlok(olAllet
2021: 3fmlg 2021). webA, os
opd A o ES 7Ideks AH| A A ow )
sk ARjke] A5 Bkl el whet Fefe] =t
FEE S 7FsAo] At ol2dt deF FAL =

o|FoA= MEFE T A THE e deE Al

H

Ir

P

T der Al
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Imagine you are shopping for a piece of art. You are looking around a variety of
artwork on a trustworthy channel.
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You find a painting by a well-known artist that is currently on sale.
The painting is valued at $100.
You appreciate the artwork, and personally like it.
Subsequently, imagine that you see other people’s ratings of the artwork.
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Imagine you are shopping for a tablet. You are looking around a variety of
artwork on a trustworthy channel.
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You find a tablet by a well-known manufacturer that is currently on sale.
The painting is valued at $100.

You appreciate the product, and personally like it.

Subsequently, imagine that you see other people’s ratings of the artwork.
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