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ol St o] Qltk(Mcleod, 2007).
2 Ao A TR} Sk HIAIF A QL 4]
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1997; Oh & Song, 2013).
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et al,, 2001; Heerde et al., 2003)°] oz}
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a3t 2ol AL SA ey 43
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(Luo & Park, 2019; Park & Ji, 2019), &, 7
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Y7 YA Hok(Lee & Shin, 2013), Ol
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89 B3 HAZH S o7 4= QUek A
A T = (Kim, 2005; Park, Kim & Fomey,
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(Berelson & Steiner, 1964; Suh & Yoon,
2010; Yeo & Park, 2009),
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Figure 1. Conceptual Model
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Table 1. Demographic characteristics of respondents

7glEnt Slad oAX(of WE &1 oAX] Sab &7

Age 20 30 40 50 60
Frequency a7 85 97 50 25
Percent 13.1% 237% 27.0% 139% 7.0%
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0% %5 Heol s HAgelY 7]
7 weka Qalstgon of 94 Ao
FORIG ZfolE HolT Yol (Mn=5.49 vs.
Mugn=2.47, =19.86, p{.001) Ao A&
& o) Aol 2 24 H QIcka wee|glet
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ABT Rh9o) RS SAsATh vha
28 AASHe 2200 £ AT RS0l A
F2 AN 209 RS ) 43
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vs. Mw=2.01, t=36.25, p{.001). m}am A5}
2] grolwo] that 22 EF BAZL gl
2 gls|elet,

Jl)l'

2) M H5

2 Apold AN E ATAEE %*—16}71 9
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ANOVAE E3te] HAI5sit, theol Hayes
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J%Ol S wj(M=3.14, SD=1.33) KT} 7}
ol go] &8 uj(M=3.74, SD=1,49) FiE =7}
A Uebdth(KTable 2), <Figure 2)3+%).
3], 3| HAAE AAISHA] & = A
HAE & wE FaH=e] 2pol7} 3]k
AR ZF AAE AeEe o 2A yebgth
((Figure 2) =),
E}—"—Oi 7}74?%0 %ﬂ Sl HWAIAZE H
ol it &4

_Ilm_ULr

N

O R,
ABA g I WA H GITH(=39,20, pd.00D),
844 AN AASA ke Aol 7

gholgo] WS wj(M=4.27, SD=0.90)7} 7}AT

Table 2. Two—Way Analysis of Variance

A&

o] &= w(M=3.63, SD=1.07) K} u|A

2ol FojS st o S5hE W, B4 A

A A Arolle 7Hagdeo

(M=3.86, SD=155)7} 7}1AEelL&0
=]

(M=2.90, SD=0.80)Xc}
T s BTt (Table 2), <(Figure 2%}
%), 203 ARSI 844 AR
ARHel Fojelel vlAE e 5 o

NAE AN 7

tH((Figure 2) &X).

A A= A

R

g-7-oll 8= AdrgsiAl vebd

olo] wat A7pA1-1, AR a2 BE

Ad Attitude Unplanned purchase intention
Non—Scarcity Massage Scarcity Massage Non—Scarcity Massage Scarcity Massage
M SD M SD M SD M SD
Siles low 418 1.51 314 1.33 427 090 290 0.80
Discount - jigh 335 1.09 374 1.49 363 1.07 386 155

Ad Attitude

Price Discount

. alow
7 4.18 aHigh

Unpresented Presented

Scarcity Massage

Unplanned Purchase Intention

Unpresented

Scarcity Massage

Figure 2. Interaction effect between scarcity massage and price discount
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Table 3. Three—Way Analysis of Variance
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DV: Ad Attitude

Situational Involvement (High)

Situational Involvement (Low)

Non—Scarcity Massage

Scarcity Massage

Non—Scarcity Massage Scarcity Massage

M D M D M D M D
Price Low 393 1.22 3.18 1.41 444 1.73 3.1 1.25
Discount High 2.83 0.70 456 1.25 386 117 291 124
Ad Attitude Ad Attitude
475 Siuational Involvement (Hich) Price Discount 475 Situational Involvement (Low) Price Discount

mlow
OHigh

Unpresented Presented

Scarcity Massage

ulow
oHigh

Unpresented Presented

Scarcity Massage

Figure 3. Interaction effect between scarcity massage and price discount, situational involvement (DV: Ad Attitude)
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Table 4. Three—Way Analysis of Variance

Q1 Frjele] st BA ATk ket gt 3
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A QorTh S, AR polmel 54k HA
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DV: Unplanned purchase intention

Situational Involvement (High)

Situational Involvement (Low)

Non—Scarcity Massage

Scarcity Massage

Non—Scarcity Massage Scarcity Massage

M D M D M D M Sh)
ez Low 430 1.16 322 075 425 053 258 073
Discount High 374 1.22 489 1.51 352 091 283 062

Unplanned Purchase Intention

Situational Involvement (High) ) .
Price Discount

500 489 mlow
OHigh

322

Unpresented Presented

Scarcity Massage

Unplanned Purchase Intention

Situational Involvement (Low) : "
45 Price Discount

ulow
OHigh

IS

w
o

w

283

~
o

Unpresented Presented

Scarcity Massage

Figure 4. Interaction effect between scarcity massage and price discount, situational involvement (DV: Unplanned purchase intention)
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Table 5. Mediation results of anxiety by price discount on the intention to unplanned purchase and the Ad attitude

) Anxiety Ad Attitude (Y1) Unplanned Purchase Intention (Y2)
Outcome variable
Coefficient LLCI ULCI Coefficient LLCI ULCI Coefficient LLCI ULCl
Constant 6.04™ 5.71 6.36 3077 2.55 359 256" 213 300
P&')‘fgf?g:é:)‘) 147 498 101 o2 -031 036 47 013 069
Anxiety (M) 10* 002 018 A7 0.10 023
Total effect Direct effect Indirect effect
Va4 LLCI ULCI Vo4 LLCI ULCI Vo4 LLCI ULCI
Xi = Ys —12* 044 020 ozl -031 0.36
Xi > MY, =15 =27 =04
X = Yo 16 -0.12 043 ik 013 0.69
Xi 9 M=) Yo -25 -038 014

o< 05 *p< 01 *p< 001, N=304

Anxiety
.10*
-12
Price Discount Ad Attitude
02
Anxiety
16
Price Discount Unplanned Purchase Intention

41"

Figure 5. Mediation results of anxiety by price discount on the intention to unplanned purchase and the Ad attitude

o] FTRM= £ =.16(».05, 95% CI= [-0.12, ] mif At fAAT, 3l v AIA] 7}
0.43])o] o} Eetto] FUEHA 7HAES] Bl frefet F4(-) &) FaHe =—1.51, p< 001,
EollA HAZ Al FLuf o) 7Fo] A= A 95% CI= [-1.97, —1.05]) &Hls}laL, &<t
T} £ =.41(p<.01, 95% CI= [0.13, 0,69]) & e ez A(+) 9] 93K =.08, p{ 05,
S7Fsto] Eetahel wizj et gl AoR o 95% CI= [0.00, 0.16])& "|A+= A& AL
kit weba A7 s-2+= 714 E /U 2 ZRIsh 4= Qolth, E3t B wAIx] 2t F

A, 3l A A oF FaLEf =] A of A V= 7He] FadE 2 =-.33(p(.05, 95%
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CI= [-0.64, —0.01]0] gl o} Bolzto] E9lH]
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(Figure 6ol 4] A]AJt HM Zol, 344 Al
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(# =—1.51, p{.001, 95% CI= [~1,97, —1,05]),
Bolzke HlAY Al FrjolEo] o3t A+

Table 6. Mediation results of anxiety by scarcity massage on the intention to unplanned purchase and the Ad attitude

Anxiety Ad Attitude (Y1) Unplanned Purchase Intention (Y>)
Outcome variable — — —
Coefficient LLCI ULCI Coefficient LLCI ULCI Coefficient LLCI ULCI
Constant 6.06"* 573 6.38 328" 2.76 380 3.32%* 288 375
Scarcity Massage (XZ) ook ok
(0-Unpresenied, 1-Presenied) 1.51 1.97 1.05 21 054 013 41 -069 013
Anxiety (M) 08" 0.00 0.16 10" 004 017
Total effect Direct effect Indirect effect
s LLCI ULCI Vs LLCI  ULCI Vs LLCI UuLCl
Xo = Y —-33* 064 001 =21 054 013
Xo = M= Y —12 -024  -001
Xo = Yo —57* -084 030 —41%* -069 -0.13
Xo 9> MYz —-16 -0.27
o< 05 o< .01 *p< 001, A=304
Anxiety
_151 08"
-33
Scarcity Massag Ad Attitude
-.21
Anxiety
.01™
57
Scarcity Massage Unplanned Purchase Intention
-41"

Figure 6. Mediation results of anxiety by scarcity massage on the intention to unplanned purchase and the Ad attitude
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Table 7. Moderated mediation results of anxiety by price discount, scarcity massage & situational involvement on the Ad attitude
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i Anxiety Ad Attitude (Y+)
Outcome variable — —
Coefficient LLCI ULCI Coefficient LLCI ULCI
Constent 585" 529 6.40 307 255 359
Price Discount (X;)
—A,07** —4.82 —! 2 1
(O=Low, T=Hgh) 0 8 333 0 -03 0.36
Situational Involverrent (W)
05 -0.07 0.16
(O=Hign, 1=Low) ’ ’ ’
X * W B9 052 0.85
Anxiety (M) 10* 0.02 0.18
Constent 589 533 6.44 328" 276 380
Scarcity Massage (%) ok
—4.12 —4.87 -338 -21 -054 0.13
(0=Unpresented, 1=Presented)
Situational Involverrent (W)
04 -0.08 0.16
(O=Low, 1=High) ’ ’ ’
X *W B8 052 084
Anxiety (M) 08* 0.00 0.16
O 05 ¥p< 01 *p< 001, M=304
- Anxiety
Situational Involvement

.69, [0.52, 0.85]

.10", [0.02, 0.18]

-4.07", [-4.82, -3.33]

Price Discount Ad Attitude

Anxiety

Situational Involvement

68", [0.52, 0.84]

~

08", [0.00, 0.16]

-4,12*+,[-4.87, -3.38]

Scarcity Massage Ad Attitude

Figure 7. Moderated mediation results of anxiety by price discount, scarcity massage & situational involvement on the Ad attitude
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Table 8. Moderated mediation results of anxiety by price discount, scarcity massage & situational involvement on the intention to
unplanned purchase

i Anxiety Unplanned Purchase Intention (Y2)
Outcome variable — .
Coefficient LLCI ULCl Coefficient LLCI uLcl
Constant 585" 529 6.40 2.56™* 213 300
Price Disoount (Xi) ok
. . 2 o koK
(O=Low, 1=Hgh) 4,07 4.8 333 A 013 0.69
Situational Involverrent (W)
(O=Low, 1=HgH) 05 -0.07 0.16
Xi W 69" 052 085
Anxiety (M) 7 0.10 0.23
Congtent 5.89%* 533 6.44 3.320%* 2.83 375
Scarcity Massage (%) ok -
(O-Unpreserted, 1-Preserted) 412 4.87 338 A -0.69 —0.13
Situational Involverrent (W)
(O=Low, 1=Hgh) .04 -0.08 0.16
Xo * W 68 052 084
Anxiety (M) 10* 004 0.17

o< .05 Mp< 01 *p< 001, AE304

Anxiety

Situational Involvement |

.69, [0.52, 0.85]

.17, [0.10, 0.23]

-4.07, [-4.82, -3.33]

Price Discount Unplanned Purchase Intention

Anxiety

Situational Involvement |

68", [0.52, 0.84]

.10, [0.04, 0.17]

-4.12", [-4.87, -3.38]

Scarcity Massage Unplanned Purchase Intention

Figure 8. Moderated mediation results of anxiety by price discount, scarcity massage & situational involvement on the
intention unplanned purchase

82 L3I The Korean Journal of Advertising



[Provider:earticle] Download by IP 125.143.159.160 at Friday, October 22, 2021 11:53 AM

Fujol e vXE GFelo] § ot ATt
d4-38 A A=A,

TR, 3 WA A= EQHtel Folet
(-)A IS uH(F =—4.12, p<{.001) EQ
A BAZ AR Fraf ol o] {23t A (+) <]
=10, p( 0D X Ao= Helth E3L
A ol ol 289 wizfA| 4 (index=,07,
95% Cl= [0,03, 0.12))= EAH o7 §oJu]gt
Aoz BRIy, thA] Hef, 3la/d wAIA|
o ARH Fofw o] AL BAE
HIAE A Q] o of o] o3k H(+) 9 dF=
o] R Sstich, tebd AFsba-ak
A A =] A cH((Table 8)3} (Figure 8) H=X).

o2 & Hr

F

&

(4
[N
rhu
rir
lo

b=

r2

:rL_‘___ F2UH9 ASta} Zro] Eolzto] L

ol A axvfbe] FarE= gl u)A 22|
457} 7HAER e W B AA WA
A wepsteAl o WA St
o dEAE FAReR AWEY, 1)
3w A R QL S o o] Tste] 7}
3 5 HAIA Y AR AgETE
A(AF7HE 11, A7 1-2), 2) 4
o) zda ol digt (A7

2-2), BT 7HAEAE 2 i

H

[¢]

l

],

re

g N M ook o &
O U S L 4 2k
o (S o O>~
o = g

=2

N}

L
2org
a
—|—4 H-I

il

Kol Haew WA A oo o] v
L ofgpol oyl ket ojwA ek Z1e1x)
(A77H 3-1, A77H 3-2, AT7HA 3-3,

AL7Md 3-4), 2|3l vpAEto R AMEhA 3t
ol =7t BbrS Soll FaeE E ujAEA]

7glEnt Slad oAX(of WE &1 oAX] Sab &7

o] nAE 2AE oA
AT 4-2, AT 4-3, AT
4-0)2 AR 5
FAA EAATE et theat 2t
A, FAARALT 544 WAX|7E] §o)
o e g EIE RojRolT, TAHCR 7}
A%l g3} m*g ﬂﬂ*lxm Bag o] )%
= 2 vt 744l
go] we ), Qi*é A2 A ofpol
ek, 3, VA

o Uepge}, weby B ATl ARdT
oA ol eFet AT FAA A

(Ailawadi et al,, 2001; Biswas et al,, 1994)
of we) AP 2 524 IAIA Y o f)
7F BAE A, deleo] &R o el
ot =7 AAE A Sols AdEol F4of tiet
S-27} Aste] Aoz oAbA A I of| A
shlo] ks ¢ 7] wE(Abrams, 1964)°]
oo Aol ue Polatt, wE, Aeld A%
o]Z(Reactance Theory)< A5l 3|44

WAA7 AAE B9 o8R0l Aol
aEl 5o Aed Ao s AR A
o digt #LS EHYL 7AW (Miyazaki
et, al., 2009) Trd AP A =7A =HH
o5y FAEAY =4S YA (Yeo & Park,
2000)3F % STk AT ATk} e Zol3ict
= | WAAE AN T AulrSo] Bj4
A WAAS) 220 ool o] Aol 45

o2 915}y wjRo| AR HItE &

L

3@ 7520214 10% 152) 83



[Provider:earticle] Download by IP 125.143.159.160 at Friday, October 22, 2021 11:53 AM

3 4 Q7] B Ao|tHYeo & Park, 2000),  AWAE 5)o] AL o wot FujAAL 4
S, AR polwo] 2URTHE fot 2 A Wely] o] wAH ozt o ol
o At FAMOR YuEE £ F  WAUTHKim, Kim & Lee, 2014), 902 A
Suv} B RS A9 4R BolEAt & B4 Polwsh B ©, U GARTHE F4
2 ) S XS AN Aol AR wA, 3 AEY B4, 7154, Ed Rl 5
gl Wet Faewol Holrt 27 mel W & 1 Fas e we] HAA 7o)
o, AR olmsh ke u B4k WANE o7 o 7] Led Zo]chYoon & Choi,
AN b Ao AT e e A 2008), Lt FAlel o]l BAE B4 A
o A PP
vl HAL A TuloEel A% AR B 23 gtk TAMOR AN WA A
ot B ANHE A9 AATAR] £ S UL A9 HATAR0] £ wuct e
w7} AATARe] Y wr SAK HAK ) FuEE W A Fel FulEst o A
Aol W uAZ A FajoEe) Holsk  upekdeh ol sl WAIXZ gloy Held
o 27 Uhepd vhe, S delmsh e A qhuige] A7) it AR o B
& AATRIGO] W 7 AATAGO] £S & AS TR 4 oY) WY Aoltt, oy
wch sl WA AL olie] W A AR Saat wAlstel 7t gl ge]
ol pujogo] Aol7t B FaSA melth g u) o8l Azl that 24H Azl B
FoRe e, HAueIge) B Gk A A3}, §5717F 24 S0l BohirkAbrams,
AR polEst B AN o o EusA 1964). olop Wl slad WA AASH:
BOlTHs Holth, UdlE, mELhY ARIA Aol AAUUR] W grct 4G
vhanl AR PolEv} B ATolkn & 8ol £8 v FIHE @ uANH FujolE
G olch ol AL Uj&R o] Ak 8T W 7o e ekt u} = oA grerow o
A ol Zol A olFE AL TE Aol T she] AE| Rk AZG Agte] FE3) 4w
folch QAR ol dl BAE 9 ol AHAES A Tekoh gosl el
27hshe oot Belo] glon] B ATk oldl HEg B e SE gtk Aol B 4
A IAYAL Tl A AL AL 5 Y] W] ARl i wAZH T
Gl QPASTAL 4 W A WASA Heh wolEsh | 4 A8d HoR B 4 S
=, AR melvt B2 i 2EREe] b oleh webA] sl WAKZ AN S o
Anch AEe WS © FASHE wEe], Hol  AHATARo] BolA4E WA A TujelE
SRS i AES W HGh A4S E el 7b § fobdl o= melt
mefRiths Alolth. %, 4R polet we A, Bokzre] AT @ AR Tl o)
A9 FH GAAE B DR FA G0 28 o En) gat 1F 2 94, Borg



[Provider:earticle] Download by IP 125.143.159.160 at Friday, October 22, 2021 11:53 AM

vl 3 5 glek Tl W, 29 Alrke]
obe] Betals t2o] et oy AAS ot

of

1
L
1
-

Ay A Ao A (S, WA o)
) Apolol A LE o ulelere s 9l
oA}, TAH O Belghe 544 Ao}
T Apolo] A AHUAEIE Heon, b
AZ AL Foelze] theiiE HEA oz o)
Aste Ao ehdeh nhxgoR, 4
ol =7} BOHS E3) B E(ES, A2
2 polE)o] nxs 248 AR BE
gojujs] ekttt 1% Fuze ge &

W7} MRS A ARH BolES B

FollA AAT wf Sk vyt HA] Aket

A 4 91 Zlolt, Eat, $oE Bl Hn
st obAlt o] 97t AdE AR U9R 2l
o pAE AES Y o A5 B P

of ot JHE U FHHOR Wi FFol

917 W Fole, o]t mErhoe] It &
dgoz ABFAA o £ Jugss
Hol O N 4 9l Role. aA o
AR 3%, 2GSl AelH AREE wa
X717] $lstel AF] dhsl o £ A2 =S
Ho|3 19k Y ool obd, HA ¢

IlAERIgT A

0z

d OAIRIll THE &1 BAX] S2 &7

o5t A& FLeIsHA] kot Lo
137} ARt T 927} dhAy st
%

gr7ro g2
7 =
Bl A2 2 Q) FulelEr} obAlThaL

o] AL Atz 30 olof thelk A&
2Rl HAY} 9] HadS ARt A4
O, ARH AR e W AFY 7HAE
the &HARE0] AlEe| F4o] H SISk 1t
Holl AR Holer) He m AFo Ao
A& 7HA& WA Aetths FA7F Bolal
ATt 2199} 22 S M7 vk
Ne AT A TAETL goldaE A
e ol tisk &7 o gol #EE ¢
W71 wZolth =4, ZRU19 Aol A P
S old Ao AT JAA, LEAE9
Peo =vded ¢ 3le Az A7 A
Aol A4 ool whet ThAEelE e
3 Sl HAjA] dEo] oA 29E & 3
Ao gt 22 ZAE AlAsk. Al
& Atelld St MiAfaTE dSe
A vRE 2 1ol Farastel o JFE
A=Al disiA AlEA o EASFT of
=2, o] A =g st
© 890] 2 & ke Al 25 AF
sttt Ardoz, =¢tol Eobd IA=u19
R

)
>.
5

ox it

3¢ 7520214 102 152) 85



[Provider:earticle] Download by IP 125.143.159.160 at Friday, October 22, 2021 11:53 AM

1o
]
i)

o,
)
S
i
“ﬁi
:|:4
4;
o
k)
IjT!"
2
©
N
N
S
oﬂié'loi@:m
& > N =2
OO 1 Y
lo mu = K o

r

flo
N

)

e
r
Lo
Sl
)
-r' i1kd
o o
2
>
S~
el
o
=
1
il
-
Ol
ol
1_4

e
re
-4
rir
Bu)
]

a

o g oX L e
A 4o rlo
i ool
o

o

e

Y

OD:

e

mE

é

>

rt

g

S

3

vs]

(0]

=

D

78

o

B

2
ey

l‘ﬁ

54 A4 €U e sk
Hle} Zo] ol F7 429 71ES
sho] B FA|S urh ARAoR THS
3 wart 9 Aol B4, £
uﬂ*ozi ENL F S NEARECES
ol%r2A T B Uete] HlolE g
T =7hE B4 whet Fuaa) ofw )
ch27) ek QiAo s A oA "ast
A& Aolth, AR, & AFE L=k 37 o
9 A7)0l AL AAIBGT], ARl =
2uhoo] alA] 271 ghga o] ule) Zeik
199 ol M FRASAEA FzhEA L
olth. 1e)3 g TR Ao of g
A S W ivel 2 2
Aloll w2 7 Aol atet 2 Qo)A
o Asieh o2 b 4 aleke A= 4o
slok & Aolth, mputeR, B ATE uAY
el ujelErt AEshel Pl

=]

o
O_a
i

86 L3[R The Korean Journal of Advertising



[Provider:earticle] Download by IP 125.143.159.160 at Friday, October 22, 2021 11:53 AM

Abrams, J, (1964). A new method for testing pricing
decisions, Journal of Marketing, 28, 6-9.

Ahn, J. A, (2008). Perceived risk of internet shopping
mall brand consumers according to purchasing
experience and the effect of perceived risk on
information search and purchasing intention,
Journal of Communication Science, &1),
161-194,

Ailawadi, K, L., Neslin, A, S,, & Gedenk, K, (2001),
Pursuing the value—conscious consumer: Store
brands versus national brand promotions,
Journal of Marketing, 65(1), 71-89.

An, E, M., & Lee, B. K, (2018). The effect of consumer
self—compassion on impulse—buying behavior,
Locality and Globality, 423), 121-145,

Asiae, (2020, April 13), Stress and impulse buying’
The aftermath of COVID-19... Cost of anger’
Retrieved from https://www,asiae, co,kr/articl
e/20200413 13532848325

Berelson, B,, & Steiner, G. A, (1964), Human
behavior, New York:. Harcourt, Brace and
World,

Biswas, A., & Scot B, (1994), An experimental
assessment of effects of associated with
alternative tensile price claims, Journal of
Business Research, 29(1), 65-73,

Blatt, S., & Zuroff, D, C. (1992). Interpersonal
relatedness and self—definition: Two prototypes

)

for depression, Clinical Psychology Review,
145), 527-562,

Busan News, (2020, February 26). Immune—enhancing
health functional foods, increased interest in
COVID-19. Retrieved from http://www busan,c
om/view/busan/view.p hp?code=202002261241
1566683

Cialdini, R, B, (2008), Influence. Science and practice
(5th ed.). Boston: Pearson Education.

Davis, S,, Inman, J,, & McAlister, L, (1992). Promotion
has a negative effect on brand evaluations: Or

7glEnt Slad oAX(of WE &1 oAX] Sab &7

does it? Additional disconfirming evidence,
Journal of Marketing Research, 291), 143—148,

Deng, N., & Kim, H. G. (2020). A study on the effects
of Chinese consumers' anxiety and boredom
due to COVID 19 on live streaming commerce,
The Journal of Social Science, 27(4), 196—218,

Dittmar, H., & Drury, J. (2000). Self—image: Is it in
bag? A qualitative comparison between
ordinary and excessive consumers, Journal of
FEeonomic Psychology, 21, 109-142,

Eisend, M, (2008). Explaining the impact of scarcity
appeals in advertising: The mediating role of
perceptions of susceptibility, Journal of
Advertising, 373), 33—40,

Gabor, A,, & Granger, C. W, J, (1966), Price as an
indicator of quality: Report on an enquiry,
Economica, 35(129), 43-170,

Gelb, B, D,, Hong, J. W., & Zinkha, G, M, (1985).
Communications effect of specifics advertising
elements: An update, Current Issue and
Research in Advertising, 2, 7598,

Gierl, H., & Huettl, V., (2010), Are scarce products always
more attractive? The interaction of different
types of scarcity signals with products'
suitability for conspicuous consumption, /ntern,
J. of Research in Marketing, 27, 225-235.,

Gilbert, D, C., & Jackaria, N, (2002), The efficacy of
sales promotions in UK supermarkets: A
consumer view, /nternational Journal of Retail
& Distribution Management, 30(6), 315—322,

Gilbert, D, T., Pelham, B, W., & Krull, D, S, (1988).
On cognitive busyness: When person perceivers
meet persons perceived, Journal of Personality
and Social Psychology, 54(5), 733—1740,

Griskevicius, V,, Goldstein, N, J,, Mortensen, C, R,,
Sundie, J, M., Cialdini, R, B,, & Kenrick, D,
T, (2009), Fear and loving in las vegas:
Evolution, emotion, and persuasion, Journal of
Marketing Research, 46(3), 384—395,

Hamann, S, B, (1990). Level—of—processing effects in
conceptually driven implicit tasks, Journal of

3¢ 7520214 10Y 152) 87



[Provider:earticle] Download by IP 125.143.159.160 at Friday, October 22, 2021 11:53 AM

Experimental Psychology. Learning, Memory,
and Cognition, 16, 970-9717,

Heerde, H, J., Gupta, S., & Wittink, R, D, (2003), Is
75% of the sales promotion bump due to brand
switching? No, only 33% is, Journal of
Marketing Research, 40(4), 481-491,

Heo, J. R., & Cho, J. H. (2017). Effect of suggested
price discount on brand image and purchase
intention—focusing on beauty service industry,
Management and Information Research, 361),
21-40,

Herpen, E, V., Pieters, R, & Zeelenberg, M, (2005).
How product scarcity impacts on choice. Snob
and bandwagon effects, ACR North American
Advances,

Houston, M, J., & Rothschild, M, L, (1978).
Conceptual and methodological perspective in
involvement, Proceedings of the American
Marketing Association, 43, 184-187,

Jang, Y. H. (2020). Relationship between consumers'
motivation for using social network service,
upward comparison tendency, and impulse
buying behavior, Journal of Marketing Studies,
281), 18-34,

Kelman, H, C, (1955), Attitude change as a function
of response restriction, Tavistock,

Kim, G,, & Cho, M, Y, (2018), Effect of visual
presentation for price discount on consumer
response, The Korea Journal of Consumer and
Adpvertising Psychology, 1942), 405-428,

Kim, H, D, (2005). A study on the differences of consumer
characteristics and post—purchase behavior
among impulse purchase groups of internet
shopping, The Korean Journal of Advertising
and Public Relations, 74), 297318,

Kim, H R., Kim, H. Y., & Lee, S. B, (2019). The effect
of scarcity messages on purchasing intention
in the fast food industry: The interaction effect
of involvement and impulsive buying tendency,
International Journal of Tourism and
Hospitality Research, 3312), 77-91,

88 L3P The Korean Journal of Advertising

Kim, J, H., & Baek, M., J, (2014), What scarcity message
is more attractive, 'almost sold out' or 'limited
edition'?: Focused on the affiliation motivation
fulfilled or unfulfilled with in—group, 7he
Korean Journal of Advertising, 253), T-32.

Kim, J, H,, & Boo, S, H, (2007). The effect of scarcity
message on purchasing intention in message
framing of advertising, The Korean Journal of
Consumer and Advertising Psychology, 82),
183-203,

Kim, N. D,, & Hwang, Y. S. (2017). A study on the
factors influencing the hostile media
perception in disaster issues—focusing on the
relationship between issue involvement and
the hostile media perception, Korean Journal
of Journalism & Communication Studies,
61(5), 40-68,

Kim, N, H,, Chun, S, D., & Lee, E, J. (2014), Effect
of perceived risk and need for cognitive
closure on purchasing intention of the price
comparison websites lowest price product, 7The
e—Business Studies, 156), 145—165,

KPMG, (2020, July 10). Consumption trend changes
due to COVID—19. Retrieved from https://ww
w.youtube, com/watch?v=y—gMCDYCdPA

Krugman, H, E, (1971). Brain wave measures of media
involvement, Journal of Advertising Research,
11(1), 3-9,

Lee, S. D., & Park, J. Y, (2015). Effects of rate and
frequency of discount on the relation between
attitude toward discount policy and preference
upon the discount brand: Considering the
moderation effects of involvement types, 7The
Academy of Customer Satistaction Management,
171), 129-150,

Lee, S. J., & Kim, Y, J.(2018). The relationship between
fear of missing out(FoMO), SNS proneness,
depression and online compulsive buying
behaviors on university students, Korea Youth
Research Association, 25(11), 65—93,

Lee, S, J., & Shin, S, Y. (2013). A study on the influential

s

factors of impulsive purchases by female



[Provider:earticle] Download by IP 125.143.159.160 at Friday, October 22, 2021 11:53 AM

university students in their 20's when
purchasing fashion products in social commerce,
Fashion & Text, Res, J., 155), T43-752,

Lejoyeux, M,, Tassain, V,, Solomon, J,, & Ades, J,
(1997). Study of compulsive buying in depressed
patients, Journal of Clinical Psychiatry, 58,
169-173,

Lichtenstein, D, R,, Ridgway, N, M., & Netemeyer, R,
G. (1993). Price perceptions and consumer
shopping behavior: A field study, Journal of
Marketing Research, 502), 234—245,

Luo, H., & Park, S. Y. (2019), The effects of perceived
characteristics of group—buying social commerce
by Chinese consumers on purchase intention:
The mediating effect of impulse buying
tendency and moderating effect of purchase
recommendation intention, Asia—pacific Journal
of Multimedia Services Convergent with Art,
Humanities, and Sociology, A1), T49-758.

Lynn, M. (1989). Scarcity effects on desirability:
Mediated by assumed expensiveness, Journal
of Economic Psychology, 1002), 257-274,

Madan, V., & Suri, R. (2001). Quality perception and
monetary sacrifice: A comparative analysis of
discount and fixed prices, Journal of Product
& Brand Management, 10(3), 170-184,

Marketing, (2020). Consumption trends changed by
COVID-19, Excellence Marketing for Customer,
54(5), 18-29,

McLeod, S. (2007), Maslow's hierarchy of needs,
Simply Psychology, 1, 1-8,

Miyazaki, A, D,, Stanaland, A, J,, & Lwin, M, O,
(2009). Self-regulatory safeguards and the
online privacy of preteen children, Journal of
Advertising, 38(4), 79-91,

Oh, S, Y., & Song, H. J. (2013). A study on the reasons
and solutions of shopping addiction, Journal
of the Korean Addiction Crime Association, 31),

25—49,

Park, E. J., Kim, E, Y., & Fomey, J. C. (2006), A
structural model of fashion—oriented impulse

7glEnt Slad oAX(of WE &1 oAX] Sab &7

buying behavior, Journal of Fashion Marketing
and Management, 10(4), 433—446,

Park, H, K , Kim, S, H., & Yang, J. A, (2016). The
effects of exposure to MERS information and
issue involvement on perceived information
influence, disease prevention and information
sharing, Journal of Media Economics & Culture,
14(3), 7-48,

Park, M. S., & Ji, J. H, (2019). Impact and mediating
effect of makeup shop price on impulse purchase
shopping orientation and relationship retention
of customers, Journal of Investigative
Cosmetology, 15(1), 107-120,

Park, O, H,, Jeong, J. H., & Lee, S. K, (2020). The
effect of consumer's interpersonal anxiety on
shopping addiction: Focusing on multi—parallel
mediation effect of self control and public—
consciousness and moderating effect between
men and women, Journal of Convergence for
Information Technology, 1002), 70-81,

Rook, D. W. (1987). The buying impulse. Journal of
Consumer Research, 14(2), 189-199,

Suh, S. H., & Yoon, K  (2010). The influence of
accessibility to the ulterior sales attempts in
advertising message on inference of persuasion
attempts and advertising effects: On the basis
of the persuasion knowledge model, 7he Korean
Journal of Advertising, 21(1), 163—177,

The JoongAng, (2021, October 5). Take care of your
health with COVID-19 [... "Low Food" without
sugar sells well, Retrieved from https://www.,j
oongang, co.kr/article/25012355

Wei, W, E,, Li, Z., Chiew, C, J,, Yong, S, E., Toh,
M., P., & Lee, V. J. (2020). Presymptomatic
transmission of SARS—CoV—-2—Singapore,
Morbidity and Mortality Weekly Report, 6414),
411-415,

Yeo, J., & Park, J, (2009). Effects of a scarcity message
on product judgments:. Role of cognitive load
and mediating processes, Advances in Consumer
Research, 36, 718—719,

Yoon, S. J., & Choi, D, C. (2008). A marketing

3@ 752021 10Y 152) 89



[Provider:earticle] Download by IP 125.143.159.160 at Friday, October 22, 2021 11:53 AM

theory—based approach to customer's perceived
shopping experience, Asia Marketing Journal,
1011), 95-131,

You, D, H,, & Lee, J. E, (2014). The influence of type
and level of product scarcity on purchase
intentions: The moderating role of temporal

distance, Korean Management Review, 43(5),
16791705,

90 L3I The Korean Journal of Advertising



[Provider:earticle] Download by IP 125.143.159.160 at Friday, October 22, 2021 11:53 AM

JrAgRist Slay HAIXIOl T2 1 AR &ap &7

(Appendix) 1. ASXIZE ofA|

[4] A erand [a] Aseand

70 %

7o 7t =¥

1070 &8

70 7Hel o8

Hi s

Qv [ Q¥ [
A Brand. affical. A Frarn alloal
A Brand KFS40FA3 3 EE 1000 ABrand 2 S A S0

(Appendix) 2. 7t4t AlLt2|e gl Z|At

FRUH9 FAOR QIF ALE|Y 23| HEEH 01AT 2 B
AE ZEHERIZ A HES(EELL9) S8 NERH AS &Hibdd 9

- =
HE BITh BRL9 HAIA 45 ME Z7I8 3402 I3 MoY AY
400-500FTHE 7|B3HT YUs JHR FEIH 5| ©AS YU 128
IUREl HR0I 15042 22T, BARZLD HE, 2, YW YM AY S

2 2 43S AL 00| 26 MAl 2 SEES H UAS SISl
ZACPEAI MOl ChEt A Wt JHS3IIC 109 0% U0 %%_r EET]
19 L3 HUALE 28 P UUCH O TILHY Bt OfIE OpA3 ME 2
HE Mtelo] B0l LEHY LT Y= Ao AAHL

328 7320214 102 152) 91



wbmi

Le s ]

TR

LT e ] Fard)

-1

Al

=

TH -

T2 4153 ST 583E opREICL. 87FET|| E|Ct 7 |=

X

B ==

-

pIx T KM T
A L /R Sy ~5
iy 0 N = I
AT & T I Ko
ﬁ __A._lh.rc mo Nur._lu __omvllHrA ;
g " 5 - 40
) wu_aw_ boaS wind =
g Ym 9 Py ®F . K
g Meg ° EE g R
IO I, ll
5 Mle T maTy m Q
K= M ¥ oo
= =0 o o lo Q
N ot _ W th ELE @)
H._ maﬂg__.mo ol Eol .__leoﬂﬂ/ ﬂ =
- .0 il T L < ._,_A| 2
040 ~oa e
5 S8 Li 3o TyT8 3| B
= mxd  ww 1or0 0 + g5 Il
i W sm @) Pogo -
§ Ty o5 % Rw.d <
B oy ¥ xR gUR° .
ppl g N Rome s
5._83 ol g RS 05 mie
Tl —@ Tgpy WENE 7| o
PAE o g s
4 zR% B dmE BUTy :
N fne Gt = |
- 0 o ____Ed _..__.moq ﬂﬁo.r._o i M
P o# 3 '
w o“__) 47 ”ﬂuﬂ oy N § 3
TR e Yom ._._m;_ag% o mr
- K — o7 o iy
o - 2~ g0 Box =0l £ o
e RaRiER o PR AL
DI go odl & 0 T E
ﬁ %W%M o 1P 5z 3 2 h._,_u M
Ml N W& Kalg RAE &8 Ul

ok
o
e
3

71
LY

AbA| 7
MU

=t

HIS(EZ2L419)
SHE ZZIA7F 1000 2 5= QUCt

FELtHO| 3 A

Al=
—_ o

=2
= o

2

ol !

¥o

0 gH

=
1

-2l

A LR ==

e|ojol@|

INV €G:TT T20Z ‘22 41990100 ‘Aeplid 1e 09T'65T €V T'SCT dI Aq peojumoq [ajo1estiapinoid]

S
=

{451 The Korean Journal of Advertising

2

92



[Provider:earticle] Download by IP 125.143.159.160 at Friday, October 22, 2021 11:53 AM

The Korean Journal of Advertising, Vol.32, No,7(2021). https: //doi.org/10,14377/KJA2021.10,15.63

pP.63~03 | ISSN 1225-0554

03

© 2021 KAS

A Study on the Effect of Advertising
Messages according to Price Discount
Rate and Scarcity Message: Focusing on
Anxiety and Situational Involvement in
COVID-19 Era

eXinyang Liu’

Ph.D. Student, Department of Advertising & Public Relations, Dongguk University

eHyogyoo Kim~
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Th study explored the advertising message effect in terms of interaction between
IS price discount rate and scarcity message. And it additionally analyzed the impacts
of anxiety and situational involvement in COVID-19 era. To test hypotheses, price
discount rate(low vs. high) x scarcity message(un-presented vs. presented) x situational
involvement(low vs. high) 2X2X2 between-subject group design was implemented. The
mediating effect of anxiety and controlled mediating effect of situational involvement were
verified through PROCESS Macro. As a result of this study, statistically significant interaction
between the price discount rate and scarcity messages was found and the moderating effect
of situational involvement was also found on attitudes toward advertising and unplanned
purchase intentions in the COVID-19 era. Specifically, when the level of situational involvement
was high, the participants of high price discount rate and presentation of scarcity message
showed favorable advertising effect on attitude toward advertising and unplanned purchase
intention, and vice versa. The results revealed that anxiety mediates interaction effect between
a price discount rate and a scarcity message, and that mediating effect of anxiety was
controlled according to the level of situational involvement. This study tried to offer an
opportunity to seek advertising execution strategies in an environment where anxiety is
widespread and to provide useful practical guidelines for advertising marketing strategies.

Keywords: Price Discount Rate, Scarcity Message, Unplanned Purchase, Anxiety, Situational
Involvement, COVID-19

*First Author (uxy0226@naver.com)
**Corresponding Author (hgkim@dongguk.edu)




NV €G:TT T202 ‘2¢ 1900100 ‘Aeplid 1e 09T 65T EVT'GCT dI Aq peojumoq [ajores:iapinoid]



	요약
	1. 서론
	2. 이론적 배경
	1) 비계획적 구매
	2) 가격할인율 및 비계획적 구매
	3) 희소성 메시지 및 비계획적 구매
	4) 상황적 관여도 및 비계획적 구매
	5) 불안감의 매개효과

	3. 연구방법
	1) 개념적 모델
	2) 실험과정 및 절차
	3) 측정문항
	4) 실험대상

	4. 연구결과
	1) 조작점검
	2) 가설 검증

	5. 결론 및 논의
	참고문헌
	<Appendix>
	ABSTRACT

