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1, M2

AREE AP A FER A ALSA EA &) A
75skal o7l He, e, ARelA AE
o) W2 ulEre ARE AL olof Be
P ol ol 314 42 2
Qs ARGER shol 73] Bao] B
23 40 A9 S WET (Williams,
2007, 2009). A}3]A vljA|(social exclusion)dh
NEH ERE SH FS 2 s DAY
GAS ou|gtchH(Baumeister & Leary, 1995).
AR WolA Fhe ARE 2] Al A 1
A 747 Bt 22T AISEE AT e
S WA Aol T F5ES R,
AEH WAE g A ATolAE s )
A7F frEshe ARl Ad/d o] Aol
HA S 7135 HMst= ARR]A dAZ(social

ﬂJl

¢t} (Maner, DeWall, Baumeister & Schaller,
2007). o|¢} 7o A3 F AL TA o FER
015k MEO|} H AT} 7 HAH o] uESO
skatal A= whEe] 78]y ARelA o
s Ajole] ohge] 7|oSHH(Maner et al.
2007). Treb ARRES AEIH WA A
AU ARSA AT BrEE G R
ok 20] SolAl7] Hof o|2} Bl Aol

S = AlFoly Hll=of gt A% E3t =
o}X|A EtHEpley, Akalis, Waytz & Cacioppo,
2008; Hess & Pickett, 2010),

e, AR AFSA HjA o whE HE 9]
2L QA 49H9 el DAL B

laEAl= et Arae WE ARA EiA

=
S =
=
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Al7]17]1 % StcH(Rucker & Galinsky, 2008).
s S0l Alef A ArelE Aol gt

F diF AFel digt A=z e
(Dubois, Rucker, & Galinsky, 2012), ¥}4 9]
PoE FUSH AE i AEE fuE
(Loveland, Smeesters, & Mandel, 2010), ©¢]
= A Eo|ut BA I} AFsaro] 7RsEk giAF
o2 )5aAY AN AEY 578 $E5)
L AxEg oxE u uUehg: FAo|d)
(Wan, Xu, & Ding, 2014), EH=9] 9JQIsl}
A3 Ao aga B Wﬂléfﬂ SETRY
Ae A3 WA FFE o2 QFEL ol
3t FARS X A3}l QtH(Mead, Baumeister,
Stillman, Rawn, & Vohs, 2011; Puzakova &
Aggarwal, 2018), ©]e} Z-& ARS]A viAI7} £
Woh= AL BA - 7= BHEW A
A8ul olyz) o2 Ao 2 A9 4 Q)
t}. Poon, Teng, Chow, WChen (2015)%] A+
oAM= AFEEo] ARl A £17F oA
olE &3ty A%t o= Ao dEA

& SRR Bk e s, 2
Aoz Atald AS AT B A
49 4042 ks A5 A 48 2
51 Aeks BEI 2ol AR A Y-S
Foto] Bimstelt owst F71ehAr o|g 2
o Aelo] that AAKe Askaeetd wol
A AgrEo] AAle] A fefa 84S HE
S ddsdts P wddy
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o] uze QA4 s (Duclos, Wan, &

Jiang, 2013), °]& A sl7| Y3t ot 2]

A F71E et ojn A L AR
o

o
EIER

32 AFdts AAZ 715 4 Slot
(Kellert & Wilson, 1993). o]= A} 48 A

G BN 28H0R B 2
el oEdom HE seA) erom, A
BEe oz golnt Held g Aol o
AL E3) 2} 517] wEo|tk(Poon, Teng,
Wong, & Chen, 2016),

o8 2 AT WY AdR 7o
WA ] totel 2 AT Aol
o} Bl AES W74 g HE7t At
4 oA ARl we Ao 23 570 o
S8 ISR Tt A
 AHEEY AlE A ARelA
IHEe Fa A F syt & 4 Qi
(Ye, Morrin, & Kampfer, 2020). A& 17
AL whEolHe] ol Aol 2zel AE
T ABFol = 7HA A A o] o3ke mjA]=
P 8 4R o] srAe mvke
87 E QAo HE Avlzke] Mo
folE Qe WA 4 odgol elEd
(Krishna, Cian, & Ayd i noglu, 2017). ©]9j
& AFolM = ARRlA Al FRel wE dF
o 717k AdFe] S5 FEEkaL of9t
HAE 7)Ao gt Az ojojd 4 Qlrt
< 7He dFskaa g,

A W71AE vE #HE AW dFEolMe
Al w714 9] Frejo] s} Hhgof WA= &
W 7 7HA] FE | Aolof FEste] thRL

Qltt (Marckhgott, & Kamleitner, 2019;

0.

—_—

rﬂ

£ 4N
gl

At2lH HiMPE ME TH7IX] Mol Dixls Fet

Nayal & Oren, 1995). 3t A& <1 2154
.7} A5 5 o)1 SHE Ot
sk U i) 4717 el
P AE WAL 53 AE W71 B3t
]—0# Q1 A& (organic material)@} AFo]
AL F A Al =2s FHH(Nayal & Oren,
1995). A8 Ao 73] AlF W7 A=
AHALR st FEo] = 3 (glossy) A
= 7IAl HE) o e AIA o= Q1A E
th(Marckhgott, & Kamleitner, 2019). 124}
oA 7A Al 7| A o] et e S e
2 Q] ThA ol tigt At BT ARl
AHe] A 14 0] Aol AjQlst &H7F S =
Sl ARl A ALSA A eF 22 ALS| A S

A

Slo] M Gl that ATE Bag A
ofe}, olof & AT AHEH WiAI7E AF 5]

Aol gigt Aol nx= ke gelstuat gt
o}, AlE 71419 AHAFo) A £ nRE
o] Atgl4 HjAl Ao WE 7S 383}
oJgt Woro & 7]%3k 4 313 A ER)

=717 oA AR E I

F Aol et Azt
o} 2 At AlE A
A & L Er} Eofx]
AFS| A A 7L ek Anlx
G0l &R} HEg-o A=
aH|RFo] ALS) A F7] 9 A4
Aot wdsto] Fagt
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2. O|2H H{7
1) ARIN HHEIQL XfoiZo| £7| 57|

AEL ABH EARA TR AgE
A3 BAE Wenl Aol A3l A
Azoluh A7, E7 B Aae] Bl
s o] W FF AFEES ol AA ALS
2 Aade] Aol ARlA ALY HiAE A
S}7)% 3tth(Baumeister, DeWall, Ciarocco,
& Twenge, 2005; Williams, 2007). A}3|4 &
Aets A2 vhe 22 s AREA 44
Sof| A EARITH= ou|= AFFESOlAl SlofA
A2:7H(need to belong)S Q3+ 49 Q4 =
sfufolct, o] weh AlRFES ALE]H ARl
Zolz v A1) WA ofjz} i 5ol
U B 5o Muos 38 wrhManer
et al,, 2007; Williams, 2009). ©]¢} #& s}
AHe] A Hj A S oHE AR ATES AFE A ufA
7F 2 AR A 22 vE ARSI QL Eof wAl=

A5k EQIst¥tt (Maner et al., 2007;

I

Twenge, Baumeister, Tice, & Stucke, 2001),
AREL AFBA, 18H Jeln e 2o
A el A4S AsHon 2ysEs
=7|& ZF=tH(Baumeister & Leary, 1995), &
gk Azke] 712A Y F 7R EE AlAA
JIF AbR ] qhg el = 7hA] SH e g 2
sfo]  AE]7]% SHH(Ormel, Lindenberg,
Steverink, & Verbrugge, 1999; Steverink &
Lindenberg, 2006).

ABH 8L ARES] o] B4

o =

2 A3 879 AYL 0| 55

e

4

e
oft o

7

e
ol

rir
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gt ofof gt

o

= A AFES olo} 2
o 3% Bo] AHH B AYES B
MG ARE Boto] ool 4 g At
stolct, 2 Sof ARES eelol] that 7
olut Gzt wAE Wel Ado] AP 2
A9 ol sl@aly] Slat 5717 maxe WA
g ouH oz FAY BAR AL e

He &7t EobAAl Hti(Inesi, Botti,
Dubois, Rucker, & Galinsky, 2011), EgF A}
29 Ag4o] TS U ARES T At
= SollA AAloA ZoA o= HAH A= AbE
ol vaE AT YE AR 2ol 2HH
s 28 Sl ARE oJuA|E R ofm|A|
Bt} ¢ w27 2l4stcH(DeWall, Maner, &
Rouby, 2009). o|«= A2l3 4 7oA 5
Ao A WAL SRR $719) S
BRIl Gov] AREE NAS 8]
stol AR AE|Y AEAE 2TEHTA Bt
(Maner et al,, 2007), &, AF2]ZQl &9 4
B AYEo 2RE s3] A

A Alseke 98 5 29Y G 5

2]
Bs= TEsHA He

Jefferis, & Knowles, 2005), AF3]& 249
Hojo} pels AS|H WAL A% 877} 2
g Aol 1o weh AFEE ALY %
57 3537 sto] AHala] TAlo] ohat 5
o7} zobA A Hrh, AR2lE A9 fF ol
2 o) 2o W ABH el BAY
o) sj2g 27t AYEe $71% B

b

2 A
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t}(Gardner et al,, 2005), |2} 2+ I of A
A ] TS TR A ATES A}
A WA S o] e B4 2719 AfgrEe] st
o] 2= A (DeWall et al,, 2009)1} 7o) 2
AEH) eAo] FolE o 718902 2ls)
o, wE ASE WA 2B AR NS
o wholut ehelte] Wl B AR e she
Ustel 1 4% Fo 7912 g% Ak
S tH( Maner et al., 2007), ¥al olyz}; A3
A WA E AT AFEES Bl dijt 2=
F&ot = 9 B #A UERthWilliams,
Cheung, & Choi, 2000).

ol Salol 220 oAy AFEL A

ot

ofi
R

=2

A A Aol aulape] o] mAE G
Susholth, ARTES A18A AE FEstn
U ghelate] Aol BANE 2 4
A avlo] gigh As7} oA HH 3 3]
dolup g0 WEEA 2HAle] A9 AbeE
=y 49k 1%011 gt M5 7} Hobx|]
HHMead et al., 2011), &4 &7 Q7

et a

Z 712 o] 8,———[L0]E§(Baumeister &
Leary, 1995), AFE2 olof tist Aoyt ¢
He L HE ol SEste Bl e
UA HckWilliams, 2007, 2009), ojd &H
o 2t EAE AFEeA E tE 924
272 4+ dE A¥eR A5d 4 Ut
(Kellert & Wilson, 1993). AFHEL #¢lo]

2842 4o oleigol} 4 AEFAT} B
o} A =™ (Hartig, Evans, Jamner, Davis,
& Gérling, 2003; Mayer, Frantz, Bruehlman—
Senecal, & Dolliver, 2009), Z1o] wtet AFE=

> Aol digt dAdS Fske] el 7&—4

N
-

At2lH HiMPE ME TH7IX] Mol Dixls Fet

AR e 2Ed 2 BAZ 34
shan @, 2, ARSe Aedute] dage
Fpeto] Aol AS1H 02 AU AL A

o YT 2o AR AolE BusIA
ek olel kol 22 A9 5 A4
A 7o) AL BT Aol 2w A8
HAl AR Aol sk B0 Sole o

fi
ool

2 "AE AR FQIERtHPoon et al,,
2015, S4eL2] A3 ABHE W i
Agtel ) go 2 S gt AUS

- A A2 S S = *FU%OMW Z|
dE2de &3t e des HEir=
(Poon et al,, 2015), o]= AFFE9] A<l
FEA AT BRiEo] glom AgEe Ut
2 4 27t 5718 2t A
Aeat Aso] glrkn A2 Aol
ob2]ql dEol A dEhdti(Mayer &
Frantz, 2004; Tam, 2013),

Al £7] ZRolA AprEe A4l

238 2 9l sk 7k S W)

o 9
Bl

F

e

wr & S
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e
B rlo

L
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oy,
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THShah & Gardner, 2007). ©]
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e

w2

o] ti/gol diste] AZA=
Az o EAst7] uf
, 2016), ole} FAE A3 Ao Af
AS Fste] ARle] F= 4 ol
At £ Yot AL Ydlth(Hartig et
., 2003; Mayer et al,, 2009). AT} z}¢19]
AAA] fFt ol 4ol ohge ot}
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(Howell, Dopko, Passmore, & Buro, 2011).
Aol 27 WEL AEe] AR skl ok
2 7|58 4 9o (Kellert & Wilson, 1993),
0] whek 418 HjAleh 2 A AA Y 2Ee
AU AR Aaze] 27] 712 Batol
Aol AR SEstel @ 4 ek E o|S
of Q72 Byl 2o bl YES ThE
TE AR A A7 Aoy B =) o
‘j_EH_L]- .g ]—Oﬂ U];(]‘—- Cﬂo}:Oé HO]:E §]—X]—

rSL' r_&

2
l

o 2 SAHE A5 A AE 49
Jo{ 4 =

ol

]_

o

al
o]
o

oM AlEF 1Al gt Adzof wA]
2 Q78 SR ek AL A}
o2 HiAlE FAY W AlFolu Ei=ete]
A& Foto] Al dofE AelA dBAde
Q%b“}aﬂlj_ Stth(Mead et al., 2011; Wan et
. 2010), ARES] AL E AAAS
o}L o1 $= Ahedo] AlRFE ] HEg AL
QRS A9 T AU L 3] ol
o} (Kellert & Wilson, 1993). AF3|2 viA|S A
3ol AlLEL A} A zHY o] ATS 9145
3 0]F $54717] 915 AL FAsn

5= 57|7F =olRth (Duclos et al,, 2013).

2

[

of

_lZi ol
o

2 e

ol AFAgHE-& g WA vjAlskA] g 8
Q] Ao Z A AT IA Q) =47t 7Hs5h
the AT BRE ] ARFES ol& B9 94
8 &Sk 49 ohE& SXIA 7| LA} gk
(Poon et al,, 2016), &, AAx THE AF9
&3 AR Al Aol wE 3159 57
L R A QlofA] BlES e 4= gl
= FHoRE A5 4 9lon o= AFl o
g Brier Ao yehd 4= 9ls Aol A

40 Z0sIiT The Korean Journal of Advertising

2 Bofate
R T
w718 1t g AgHeln A
Aefo = Al Ao Ao vhA|qt
Q 40|tk (Krishna et
WA AES T $lstol
1 A elA o= 7kA]
AEL 1 o) sh7] 7o) ohet F5o] olar)
(Ye et al., 2020), 5712 AR A2 o]2of u}
20 NS A9 719 Bl £ 44
of o W2 F9E 7]&Qlth(Shimojo, Simion,
Shimojo, &, Scheier, 2003), A}&]& vjjA| o]
oJs) BAAE) S obl AL AE
7140 mEd A5 ALY S5 Aol
= W7IA Y £A400 o FE5HA ==d, Al
E 14 4 F A9 4SS SJujshs
Sl A o] AH|Rpe] AN 7)o FHols)
7] wiizol| AmjRpe] Eojof S A Wheo
g Aot (Marckhgott & Kamleitner, 2019).
2 WA BRE Rohe AUAES HAA
3 QNS Gt w719 S £4)

RS =
o FEsl1 ¢ FAF R Hrs Aot}

_1

2) MIZ I47|X|9} W7|X| ey wa}

AE) W7\AE 1 A AE ol G
2 i mRAQ) BARA 75T 37149
B3 w1 O YA g2y A4FEL

nlEo| A AEL Qs Ysto] A E o A
ZHA7E de Al =EEH o] o AlF| o
71X = ARE TS AASH= 7P npx|ak dhf

$o 7 753t (Ye et al,, 2020), H| T
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Aelzel gt 2okl 230 FuAel 571
= auApEe] QEUE Fte] Mok A%
TRt NS ol Holch. olgt 2L A

A SR A ARAES weRt
i T E 2As] fste] v Hl
g AEES vlastA = Ak old 7h
Ao} A el oA eEE= 7
Ql FE= Aol H7|AEtaL & 5= ik, AlE
of sh7|AIL AFo] el 2rfEkR 4
o L2 7] gistel AlEe] A 2
AT FA oA e A
(Krishna et al,, 2017), % 1A oA df7]|#]
e M WS S 2 S7I6H
BN Aot H71A HRle] wet
Az A £Y 4= lvks d+H(Chandon,
2018) A58 RmopolLt A, A7} 5 choyet
F1Ae] R27k AE MBS Guke 4 glrks

o] @2 A5 Sl ¥ AaL Itk(Cornil,
Chandon, & Krishna, 2017; Deng & Srinivasan,
2013; Krishna & Morrin, 2008; Raghubir &
Greenleaf, 2006; Raghubir & Krishna, 1999).
weba A& 97217k wulae] Aelo] ojw
VFE A=AE Fste A T8 84
2t & 4~ Qi (Aydinoglu & Krishna, 2011).
oA AF WAV 2 BT AhE A}

|

2

rE o
QL

-9“—\1
=2
R S
TCA D L
T o2 i

N
i)

éa

= A7sl 4 xd_auzi AsalE gt
(Krishna et al,, 2017), A|&2] 7] *]of 2]

At2lH HiMPE ME TH7IX] Mol Dixls Fet

— &3 (Chandon, 2013; Cornil et al.,
2017} AEe] M mop, A7 EHE So] 4
A (Deng & Srinivasan, 2013; Krishna &
Morrin, 2008; Raghubir & Greenleaf, 2006;
Raghubir & Krishna, 1999)0] AH|&}o|A 1]
A= ol et AyAFEo] oleh T2 Al
= FH9| 7o) EAEE BRIt ojek &

2 oo
o 1> ok
lo o &
ull o >
i, T o
S 2ol S
) o rlo
ri u o
ot ofl o
3 o o
o Mo
= K
od B o Do
A
2 4 = o
021 Ho = rlo
Oﬁf 1-0{1 :‘-“ }i
2 Lo £ o
= —
ool

o,
ot
2
o
tlo o
o
N
o
o,
N
N
[N
ox
|o
i
2o
)
i
o Mo oX Jm 2

1B

> 2
2 o
I ge
L
i jg
e

NN M

2010)_ T3 A0 ATof w2 0] WIS A

E0] Aelo] S vAm £0F o Ho| 1
£ 549 7 AZo] AuE H5A4E Rl
(Shimojo et al., 2003). Wty EAT 5715
7h anlAHs AAle] Sl Rkt AE &
ol o 228 Aoln T AEL o 2o
o WA Aolch. AelA WiAE AR 4

HIZ &2 AAAof tist 57|17} #tHPoon et
al., 2015). 91249 &7]= dNHHoR &
Ao AbgA Fezs S8 S5EAN
(Williams, 2007), A& d=oe S48
7R Al s HHeR S5E

Qltt(Maner et al., 2007; Twenge et al,,
2001),
A2 7|27} 2= B o) fh= AA A

F] 7150l o, B Zwa AHAel B

323 4320014 5% 302) 41
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AGE ) ghort w71 9] Fee AR A
FE] A i Ao FFE v1A S 9
the 9

Ut 23 Al datol dwaez
HEE 27 gon ojg e MBE dAH,
284, el A8E SHAHE e
(Meert, Pandelaere, & Patrick, 2014). Ye%}
TREE(2020)9] Ao mEH AMES

o

In

& AU AES HEsd T 0 T AF
o that A&7} oA Eet
Be)Q) 2Rl A A A odld 93
[e]

o] m 3 AL o] WA o P}
ol Itk (Nayar & Oren, 1995), Marckhgott
2} Kamleitner (2019)=

et oAl fa g 54
HEolA A 2shAQl Q14 o] Fagof A et

42 L3It The Korean Journal of Advertising

o 2 ook 2E AYE Fo Fastdrt of
So FUR AFS WA ERE FY 4B
o Aoz Sl AT F E B T
ol sto] BrISHA she WAL A
U, ARES gl tstel Q91K AL
o) REolyl AEelehe Q141 b gol A2}
shala 23 AF) Hhstel Aol A5 Q14
& o A mushch B AFol 2 44
29l §7)% ABS S 2ol ool vy
ot EWE FHol} A91Fel AR G4t
3 Zue g Wolut Fut 2L S5 3
Skt ge] B 2o WA} ekt o
W R AEe ol 2 HAS §71%9 4

re
0

ok £A43 HdE (Nayar & Oren,
1995), 210 whet AA| A HAtolv 52 ARl
of )Atelo] Al Hsky 44e Uehf a3
o o] U] ghs el BAL Ak
7171 oJul A £ olE THakE Feh(Karana,
2012),
oje} e g AlFe & FeEolAl 3led
A 42 A lste] AR Aeiold el
2 s "t (Marckhgott & Kamleitner,
2019), A2 78 AlEol 2= Whgol ALY
WbAElE Aol Hfotel Q1giHolek 214jo]
FOMAA Hw 7 AlEol s Folu

ox
rlo
S~

&, AEo I} ol Al o ofsto] &
A kAl Q12fo] oAl H, olE TE
2| ATAE AdEol 7 AlEE A%
SHA o2 A AlET, FF AlES A%
SHaL ARGl ZehA Q1 Al A o] AYZysial

2l
FohRehe A& SHlskkYe et al., 2020),

oje} ol Al e H7|A] 2 FEfo] aH|R}e]
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ol 4]0 m|HL TS TIE MF TS0 X<
W ol 2p7iA] 2wjake] 4

g axe] ol SHalat

:IL% -?'—é?l ot 43t AlE A7 A
Ao =S et= anxte] B4 &
71wt wAY a2y gkl o Qo
(Bozkurt & Gligor, 2019), wtebA AH|AEQ]
72 o] et AT E ofE A Ao Auprt
| 5710 Sfstol 4R 5 Y=AE T}

é = T —
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ox,
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7H 1 A=l iR =49 A7 SHAl Z=219] E7EKo
HISIO! F& Mi0ll et M&7} =2 X0[CH (S 1),
7h2 2. A=A i ZElo] 24 Mizol gt Ms0f DIRkE

Fef2 Aol 2+ S7I0l Sfslod o Zolct
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Need for
Naturalness

b=59 p= 018

Indirect Effect:
b = .26, se = .14, 95% Cl = [.04, .58]

b= .44, p < 001

Priming Condition ‘ ‘

0 = Control
1 = Social Exclusion Total: b = 44, p < .001 ‘
Direct: 6 = .29, p = .321

Purchase Intention

Figure 2. Mediating effect model about Ketchup product

Need for
Naturalness

b=59 p=.018

Indirect Effect:
b = .23, se= .13, 95% Cl = [.03, .54]

b =39, p= 001

Priming Condition ‘ ‘
0 = Control ‘

1 = Social Exclusion Total: b = 47, p = .120 ‘

Direct: b = .24, p = 415

Purchase Intention

Figure 3. Mediating effect model about Soda product
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ThIS study was conducted to verify the effect of social exclusion causing a lack of

social belonging on the product preference according to the presence or
absence of luster in the product package (Study 1). In addition, this study examined the
role of the need for naturalness in mediating the relationship between social exclusion
and product package preference, based on the perspective of evolutionary psychology
that social exclusion induces the need for naturalness in pursuit of inclusion of and
connection with nature (Study 2). Results indicate that participants in the social exclusion
condition showed higher purchase intentions for the matte packaged product which is
higher in nature-friendly characteristics than the glossy packaged product (supporting H1)
and it was confirmed that this relationship was mediated by the need for naturalness of
those who experienced social exclusion (supporting H2). The results of this study suggest
that consumers' experience of social exclusion, the need for naturalness derived
therefrom, and product package design are important factors influencing consumers'
product selection. Finally, discussions were made focusing on the significance and
limitations of this study and the direction of future research.

Keywords: Social Exclusion, Need For Naturalness, Product Package, Matte Package, Glossy
Package
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