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: Reduction H3% 41147 Dissonance theoryel ol 3 E,tl""i
# 1% Dissonance BAEWIRA 27| (mag- 420 Dissonce MESekel B¢ 4t i
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: % 3% Dissonance MEHk ¥mplications
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1963%F0] W E¥ Howarde) WEHXFLHERNE HKZ violAly dAFol vlelA® T
A olArel Al WIEE S mch o) iR, FrstAl P e AL b =, 23 Al
Tz 19504400 H o] Fo} IuTEKI (consumer orientation)¢ 2 FP W EL 2 i vt
o}71Y A ZE (marketing concept)®] A4 FHA9 %4 FAF 7 Al st ol
o 7ro] WY FiEpel Wi & 7o) Yk HEio] o] FolA AL 20WE dHE NIEF Aol
U =z7)e] 8BRS el fste e BfEe] ofFelAx

WBEAGHHEY A Loyl F7 RS LHBR FIRRES BT A gol MAR
@i opy| ¥ dissonancee] W@ T A FELEPH L. Festingerel s A AHo] 3K
At 2 slolANBEES ATE AA Fel o2 v

AR MEE Y EES BN % A 8 Ader HEES s DEE REY
dissonances} Bt A TR P8 F HEPES BFFFHES dissonance theory7} 2z
vholo e implications® mAjete] volrh Afel FRAME A=A ek
W ERAE R WL

* kfel A A4 A4 FIZE dissonancest dissonance reduction® T ¥ Finfsl e &
g ¢ gdded 9z Hilsty] Teadtd FEFE2
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% 2 ¥ Dissonance %4421} Dissonance Reduction 753%

Dissonance theorye] =tz ofm 279 il (cognition) " 43 71e) MR A g
37bA Fo ¥obA BtRE vebdoh @

1) consonant Rk ; 2te] FWikel o} 2 FEikel MMES =)

2) dissonant F{F 5 311b) RSl Kol ©h kel WEE =

3) irrelevant BHR 5 shibel Eikol vl 2 Wilkel oisle] o}Fal HWokE 2% £ o

AR HHEHBL 9 37HA F dissonantA 24 o|w 2o FMAIEMS] F—H (in-
consistency) 7} 4 = rd o] 2P F—FK - cognitive dissonance® e}z Fho},

Dissonance= @ Adao 2 1) ®Eslw ol % hEH, 20 A9 fEEE, BH, 743 4
A ol Al ZepA v YRtES hy g W F, 8 03) R # (discrepant in-

formation)e] =234 = WA gch @ sfolo)A dissonancer} WAFY T Wiz, L
= 5o #Bdrive)e] 42 o o) % AAANA A A ohslA R dissonance: vhe 4
o A%, 25E 9295 £#9 d(unpleasant) Folmm ol frk FL A AAHE
He v g @

Al A = ol 9 2 dissonance HARM, 2V R WAE v} Zo] YA Hggsz
gt
% 1 & Dissonance HF4&HRI 37| (magnitude)

1. Pesgfg dissonance(Postdecision Dissonance)

Dissonance theoryel o]slml #WEREL 719 o4 v} dissonacne o}l Axclz 714§
o ohAl kel BEUES QA 270 ol o) (WS gilRE shed BERES AR
(Nl A FER F2 ER (favorable or positive) l 2k AWd REEd A&
JElFERY T2 TEM (unfavorable or negative)ql #Wi%2- A A dissonance® o7 A7
= ez Zt )

B = dissonance®] 7] TR fEel TEM:T AA = WHES) ANE ) (rela-

(1) cognition: BT L, BUE, KE, B, 17 789 & @A) w#Ek knowledge) & Hdtch

(2) Freedman, J.L., D.O. Sears, J.M. Carlsmith, Social Psyckology, 3rd ed., Englewood Cliffs,

N.J., Prentice-Hall, 1978, p. 427.
(3) Festinger, L., A Theory of Cognitive Dissonance, Stanford, California, Stanford Univ. Press,
1) (l)gs‘?i'kawa. S., “Can Cognitive Dissonance Theory Explain Consumer Behavior?™ JOM, Vol

33 (Oct., 1969), p.44.
(5) Freedman, J.L., et al., op. cit., pp.429-430.
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tive attractiveness)o] o] Eghvh =ejgbe] Prgel HETFE AR" {UEge W94y
% dissonance AAw], zubo] HERES Sl moly RERe] Wy ZELY Mkl
FlZ 5 dissonance A A g}, ©

2. IRy MERE (Forced Compliance)

WALl MIERY RBE, 4i&, 52 RS A—3ebs gol f7#e stes mune
F-ol i dissonancezl WAl ghe}, ol ool £gaE AE [Aogon ofrlge Folv
T8 A e, A9, £ 94 ) 45709 Y4 2Y 6 dissonancert 44 ko,
TEA B A S g BRI M35 BEEe f(Ee 85384 28 M)
w Lol AHele] vhg ol dissonancer} A ut,

Hi# el 7 WEsE Az Alele] MBI AR [l (freedom) 7} <F4-4 dissonancelz 7]

ol

A, #%ESD AE Bt 25 Afst A4 dissonanceiz 7))
. A= ) #H (Exposure to Discrepant Information)
dissonances} Wk o}z r= sbule] Fge slqle] FEBER WEK  2tA % (not
available) Al 23 Juel = FH 7 =2 {§H7) 829 el Kobs A4S0l
ol@l =.7]9] dissonancer} ok7]%=7}= public commitments] ego-involvement?] 7 i o
gl 5 BREEA duste] dhaldl e 4Adts RIREERY Ao T 9, &
tegel A A7 FifEel Ay, dissonant @4:9] Ae)H 1) Fo| ZrbebAl H o] dissonances}
AAA ek ®
3 28 Dissonance Reduction %%

o
L

Hifiiel Al 4F# 2 dissonance®] =]+ 2o BELEET (cognitive structure)u]e] £ 3f
© consonant EiKel o fH¥{RY dissonant IO o} o] BIHES] EEfEe] Ttk
Z dissonant H#i~} consonant EiFo] v]s Avjdew ¥y FeYFE dissonance:
v}, 22| Z 2 dissonance reductiong ¢8]4] &= dissonant £.49] P BEEES 7447 A
'} consonant .49 vt FoAE MipAs) vl ¥ Aojup®

o] i dissonance FAEMRP=F Hlste] wop FAlA o2 A¥rel gl g}, 00

1. % dissonance reduction

(6) Oshlkawa. ., op. cit., p.45.

(7) Schewe, C.D., “Selected Social Psychological Models for Analyzing Buyers,” in W.Y. Lee,
Marketing Classics, Seoul, Bak Young Sa, 1978, p. 140.

(8) Oshikawa, S., op. cit., p.48.

(9) Freedman, J.L., et al., op. cit., pp. 428-432.

(10) Schewe, C.D., op. cit., pp.140-141.
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) iy AMES Uhe LEMeE BipAs 2 e g L JHANeE
WA 2,
2) AdR dhAere FiFetE ET HERSZ AAD dA kg Fiets RS DR

o,
3 Add gAgsd 499 A noh —FKRE HHE doRew @Mt

4) HhEe #EES dAdoz a4
2. WY EREC] 98 dissonance reduction
D JERES & o NEER BE, 54, BRS NHER Zoz ®EAV EHEE W
#H)& A A4t
2) JARES sh=l &8 W5 NTERY B, 58 ERS Mt d B(EE #iE-E =4
24 §et
3. T iR wEHie] 2)%§ dissonance reduction
gEfre) WA A el IKate ffHel =& o] & AlelA AX {HiEd 7 (mispresen-
tation) o] v} 2% FBix 7l (misperception) 0.3 stetsts A4le] Fax WiEe] FE Aol
= Fimer g

% 3% Dissonance JEHiE

RifEol A &= dissonance @t iAol A Hg3gied, zed AA 2 WEES ol @
dissonance EHT WA a7 & 94 WESNHEsI? AFielA = dissonance theoryf
ARG PES o] A dissonanced AT whdel dis) AR oldw AR KW
FHiks EEER el At

F18 MW F%(Experimental methed)

o] &= free choice paradigmVe] ©|3}od dissonance J5E-L A 23l+ A 22 Brehmt?o] 3

Loz RSty A F2hA sbF de oA delch o Jikd LoSciuto & Perloffe] 4

FE %ot zpEke] Adolusl Sy P, O
(11) Cummings, W.H., & M. Venkatesan, “Cognitive Dissonance and Consumer Behavior: A
Review of the Evidence,” Journal of Marketing Research, Vol. XIII (Aug. 1976), p.304.
(12) Brehm, ].W., “Postdecision Changes in the Desirability of Alternatives”, Journal of Abnormal
& Social Psychology 52 (May 1956), pp. 384-386.
(13) LoSciuto, L.A., R. Perloff, “Influence of Product Preference on Dissonance Reduction” Jour-
nal of Marketing Research, Vol. IV (Aug. 1967), pp. 286-290.
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7t s ol Ade]l =8 BFEES A FobA RERF e A9syd e disso-
nance® AYE Aok z HF 2= AN ¢ A4 4dE dAde] 93 452 A
+ 2ok =4, ARA dAAckel 3 ATET AGach g4 FEETo A dissonanced
Z&A715 & Aol

A 37439 AAYAENA 97b4 o (phonograph recordyol WG HEEA F F
g oohg obeo wez 3 groupo i gk
D RA 252 391 49 $F IS QS S sho] & dissonancedr o7 A7+

2) 4 &L 399 89 &t lE AYIeE e uhE dissonanced ofr] Azl vl
3 AR 25 EA e 5A% Subg A Fgens dissonanced oF] A7 A ¥E
olel gt AW A&, el 1FY F, 9/1A kel NE AR FobE S vt

E s - E- st . = [ S - a 1 1
A AR, B D 1T 50 32 Ee) 9T i A% B dissonance LF

rio

4=7} divergent change*¥- #}»] ul2 dissonance 259 @2 <7} convergent change
- s, BAZEE FoAA W} v£g Aew ek oA @ aZe vdE A
0.001 fFoa=Foll A FAH o HEHRT Aor Pl

9 WE ATAFe] 1Y dissonanced] 44 A& BB sheh el

4

Al el o
Aatst 2ol w7le) HlSbe] divergent changeZ & 7lo]| & dFe] —3 dissonance reduction
o o] she] —dissonance WA ¥ 2 =27 E FAste] a2 ek o9 2 B ALy B
Ry w MWinEw o)d o8t 252 dissonance theoryl- x| x|t ).
wlam EEEE A&
"ol g wie dissonance: Ao At Al e, ¥y IdAEL KR
REL Eobe o9 EEN REE AL 4@

(14) o714 divergent change¥ A ¥ 7}of ¢]& # & 4lei=l Ay 397 Fola = A4 oA
9] 47} dolAl & change® 712 7|9 convergent changel = ule] & o] u]dc},

(15) Brehm, J.W., op. cit.
Andersson, L.K., J.R. Taylor, & R.]J. Holloway, “The Consumer and His Alternatives: An
Experimental Approach,” JMR, Vol. IIT (Feb. 1966), pp.62-67.
Mittelstaedt, R., “A Dissonance Approach to Repeat Purchasing Behavior™ JMR., Val. VI,
(Nov. 1969), pp. 444-446.
Sheth, J.N., “Are Three Differences in Dissonance Reduction Bchavior Between Students
and Housewives!” JMR., Vol. VII (May 1070), pp. 243-245.

(16) Bell, G.D., “The Automobile Buyer after the Purchase,” Journal of Marketing, Vol. 31(Jul.
1967), pp. 12-16.
Cohen, ].B., & Goldberg, M.E., “The Dissonance Model in Post-Decision Product Evalua-
tion,” Journal of Marketing Research, Vol. VII. (Aug. 1970), pp.315-321.
Hunt, S.D., “Post-transaction Communications and Dissonance Reduction.” Journal of Mar-
keting, Vol. 34 (Jul. 1970), pp. 46-51.
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Z Bellg 3 Chevrolet A2} Fu A9 Fefde] 17¢ HFAFFo2H cognitive
dissonances ZA438glch, ol % B9, o2& HZT A7) WERED A8 dobd AR A
(uneasy) =77, &vkE ARl A Erhvt A& dheA, ¥ BEHAEES F
AF AojulaE Wtttz AzsteA 5 LA z2estd 2w DBERERE 94
2ot A Gyt AL E, 2) SubE RERG A& e B 55, I AF F
A Aojul 2% wrexe] da J4E el FFEF 2 WHEHHEE oS dissonantd}eta 73
3l e

23479 WEEE dAo® FMENTRE Aoz gE0 555 dissonancer Ui
Aojul 2z g2Eo] yheE dissonancert ¥ Ao G 3les](0.001 FEAA fA
WAy, o9 zhe WA M AE e Hrezy-v wrelAl®  implicationse] FEE A

= gk
BaE H# 9

A F71A dissonance theory®] A A& WEHel st d¥nge. 22y o
] g} dissonance theoryi theory = [jffiofl wjdt o=} dissonance JUSEH#E: L2l REE 0|
A 7 & w holzt o]l AR Ak ¥el dedx vk ATidA: olep L AW
Wroeks Rt ool ol g Rie wEL

#£ 1% Dissonance theory0ti| t&t EH

Aduta o 2 dissonancer} WA E @ AL HrpA w o ol MAVA REE AT
otz gH A glev 2 dFAzte old A g AU ek

1. fEHe Aol oI PR M

Ehrlich et al., o] By FIRERS e A BoaliEEe HMRE 570 R %
REEIeEN Te =l A &8 #f] (not-considered make)w v} [mels]do) A4% M|
(considered-but-rejected make)o] o8 Jidh%E o] 9oy 21-¢ WA sle ok Dissonance
theorye] ¢ 3}wl A w4 Fof 2} dissonance reduction-g- §]3}o] 4= #gel KES m
gy Zhgeled 28 AdFA e ol @ A A gech

Ehrlich et al.-& o]2]3h Rube] zate] dote] AR da|gke] §BhE HA38ke] disso-
nanced 747 H e Eehs o Ashd, ol R & 42 theoryZHHE Y Ao &
48 712 2 97 dissonance reduction Jjgke] o ghed w B A7t flejof & Alelch
" (17) Oshikawa, S., op. cit., pp.43-16.
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2. e %0 A3 HH

Dissonance theory¥ 7 qlo] HERBEE A3 490 A ool ol W IIFER 58 F&
AZA Al <tel AR FEM el %IHE 9 dissonances} o}r|Hs, oW = A5
A (original decision)o] A &% zolelz ~~2 wg o= dissonances A7) 5 7
ot #Msht, Lewinian theoryel] ojobml =9} & e .99 Aug oA ) v
e FaA7l, AAA QA de] W (desirability) & %714 77 o] dissonance theory 2}
e e AotE oz A gt 0B

Oshikawag(i%= ol a1 @ K Y F M#HS Hils7] e et ge Hig shgle 00
S8 128 A A AR E st FEA, KB 3o A E¢Y 5 oA R
Bl Fipel A 28] ot AEE JUENE EHEE G LG, 1HEL 0% KB
30%2), 7 @BREEY $& ¥ 2 alg WRESAA 25 73 e 250 A% 44
g AL 8 4= vz 39l v} (dissonance o}7] & $3}e] irrevocable commitment
38434,

LRER 678 T A3 el mibd 519 WEERE HER MBS wobA (positively
influenced), #}719] A& ol XA Heowm sdaigich, AF o] PAKEHEE Lewinian
theory & i o2 Ade 244 27 (natural circumstances) shol 4] R—% figic)
#EHiF dissonance theorys} Bt Wako 2 KpEshA @24 ¢ T 94+

28 Dissonance Rl A:A0 HEH #HPI R

HiZEel] Al Haid et dissonance & yf-& theory® sl daffel o3 By o]g9
Titkelvk ol Jitkiyel wlelAl #bA-g wrow, ol#lqt 4ol st = Rigol As s =
et

1. 5 Ahel (experimental design) 4-of el oA &

Skl Al £ whs} Aol FERNY kel ¥ ATFAEL BB L olv] MR Kk (predeter-
mined way). o % dissonance reductiong &7, o]e] 23]l dissonance®] fEfEs} A7) E $H
Hesks o #5RE dissonance theory & Zfhslr] S1%F = Asteh zeu o)) ge
il $#7%+< Chapanis & ChapanisZ ¢ theory & #Fffatiz #F7l B =% KBl o
#Hl 5 2 $%1F= 9o} (manipulated) £ % v] b2 o,

(18) Ibid., p.48.

(19) Qshikawa, S., “Consumer Behavior Before and After Purchase: An Experiment.” in W.Y.
Lee, op. cit., pp. 171-175.

(20} Chapanis, N.P., & A. Chapanis, “Cognitive Dissonance: Five Years Later,” Psychological

Bulletin, Vol. 61 (Jan. 1964), pp.1-22. '
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Chapanis et al.o] o 3¢ 42 Oshikawals gj#Eef4] 43 £ Losciuto & Perloffe] -
of W&l AN BBl A dFshdch @b

Z, 2% 259 FHRE (ranking scale) kol ¢shwl ¢ & (randomly) HFFEET ool
2% Lo dissonance %9 o v}4:7] convergent changeZ 3}¢] -2 dissonance Z23-8 W
. W7} divergent change® & Zeoleiz ARz, oo ke 5] dissonancer} FHE
7 REE sl AR A 949 FI AP AzEAd A FE 2 HAEHE S
=2 e gHe § 2 AAZ 27 AR g R Jebeb O B dkigEe o8 0.0005
T A FELE &R,

A F free choice paradigmel] £ &}l dissonancer} #HHH A @E #EfFFol A= dissonance
7} SutEl AL o Fl—3 &8 Jeb 2z, LoSciuto & Perloffe] ¢3¢ 4 dissonancert
urA s gl v] w) Toll A WAA EEFE B0l deldvin ¥ £ dov ded AP Al
of &g Rozx stete] 7pEgt Aol th

it [—8 FEeE Yk dissonance reductiono] glojA FH2EF FP2FTY #E
REA o8 HES ¥ % 5719 dissonance reduction $Eifo] LISt #iEe
2] Sheth®] #Hgcel ©® o] &) 4] =, Oshikaways FESRERBIE (ceiling effect) o] 2] ARy
$20F (built-in design artifact) = F-o] e}z vl ababgle}. @ el 1} o]¢] o& Shethi: #-7]2)
Wgeo] W& $t4Usks Oshikawad] gl wd oz 2R Zolx a4 A7 WA
BEE @ Aolea F4gch W

2. BaFEMA EAo AT

dissonance & Aubwls) gEiste] ol = e g dissenance HiE AA o] A
& ilkel B Zloloh

Mol Al 2 wpsh o] Belle SRR K WE%S =78 A2 EF 24 dissonance
o EEN TS AR 2 R Aol zk#e] &5 dissonancers A vehdut
= 8@}, .1} dissonance theorye] £8)ml & dissonancer} okr]¥l A% Tl AE of

(21) Oshikawa, S., “The Theory of Cognitive Dissonance and Experimental Research,” Journal
of Marketing Research, Vol. V (Nov. 1968), pp. 429-430.

(22) Sheth, J.N., op. cit.,

(23) ceiling effectat H& = H A=Y 2 £9H7 A4 7-84 & #e 2BEF 79F
BEG 3571, 3-77%]{ TH9E ZE Zﬁ.ﬁ‘ﬁv 39T BEY AR AEEFEFN A %7
2 A7 g 270 AW E4E T

(24) Oshikaw, S., “Dissonance Reduction or Artifact?” Journal of Marketing Research, Vol. VIII
(Nov. 1971), pp.514-515.

(25) Sheth, J.N., “Dissonance Reduction or Artifact? A Reply"” Journal of Marketing Research,
Vol. VIII (Nov. 1971), pp.516-517.
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A WAL Awshz, AT 23 Ao e Ao n] a0 A dAY & ok o)
5t

Belle] gl 72129} Fuele) R ow Oshikawa ol 9t -2 mE] g3l Ay AL

r

|

¢

ljo]-lﬁ'io:' dissonance7]— O]Lll anxiety(%]%, ﬂmi_a]»_:_:_ ;}‘1.21_1'_ }ﬁ%%}ﬂ['}.
23] 2 e Skl 9% RS stgled 2 [ 13 % (post-purchase)
o

4% Bellst 3UE A0¢ otn UL £

dissonance |5 @ a}x k& M AYAT S
A ddeh zelnE {HEAETTS Y dissonance §14 9 ol Ay, Fo e A
OEH WSS

Wi T dissonance$

ol dissonancels 484 Fobi Rowm SE:yu, gugox
dissonancef %474 Ae st gletsgnz, o= EFE ©)3te] |
FR%E AL WASE dom v, vl 2 g od 248 = 71 anxietyzbar m,
Sief,

Z# v Oshikawa®] o]2) 8 ftpe w c}2 39S A4} Hawkinss dissonance &-
anxietys} WA} zlow BA 3 anxiety?] Swld HIY (specific form) e 2 7} 8t 4],
Bellol the A eju)2—20. dissonance A E dissonance theoryo] o] #+s}o] 2% Oshik-
awa®] FEe] Kalel Bello] fisgdt A& WEFIH:S) dissonance i 4] ¢4 dissonance redu-
ction o] o] =2 the Aoju]x— -2 dissonance @Al © 3 2 Y 5 YUtz F
Ak volzl 3= Bell9) §iges} Oshikawas] #tapy Proeel A #ifs OEEHITE 44
iR Lol A1 9] temporary anxiety & BEG Aol o, Wk —Kay iRl A1 9 chronic anxiety
T SAY H B FIRMERES Hikers Qe AAIRESt ek A A g, @)

% 5% Dissonance Theory?2] OOk &l Implications

HEHE old MRS MEEE 44 Axm T ACRZE o) & i (A
S A4 HEEeEs T 9. @ og) Aol Trl P9l HNELEFY FEkEe
RiRol 3 BRRES dissonances: fubels B Hu o BRETEHHELEES W5

7} dissonance® ##A 7l Ao 748k, dissonance theory ) marketere]| A Rl e

(26) anxiety] & chronic anxiety 3} temporary anxiety®] %7}z 7} Ao, FiEE M Ay,
HEL el dd Fs e Al v, Oshikawae] 9 sl Belle} %74 & dissonance®] x}o] =
BT BEEHEIFTY worryings] Ao 24 chronic anxiety® }o} - wly @ AHojgzm 3},

(27) Oshikawa, S., “The Measurement of Cognitive Dissonance: Some Experimental Findings,”
Journal of Marketing, Jan., 1972, pp. 64-67.

(28) Hawkins, D.I., “Reported Cognitive Dissonance and Anxiety: Some Additional Findings,”
Journal of Marketing, Jul, 1972, pp. 63-686.

(29) Engel, J.F., R.D. Blackwell, & D.T. Kollat, Consumer Behavior, 3rd ed., Hinsdale, IIL.,
The Dryden Press, 1978,
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vhE #ERskE 2 8kgl el

MiE 4% dissonanced] 27 e WEMS AZD NEEY BB KLY EEKL A
£ gFo] A K upe} el z#) B2 dissonance: FAF o7 Aol AL, HEE, 7€ g
2 RERMGS 5 BAT %9 SFAC) To8 HRHAS RET Fol Aol 4% A
oj e}, B0 FEE K] vhg Fo] dissonancert ST v HHEIERC o9 WHAMES &F
#er olrl RBRES v E-e HATo A dissonance® A A2 e, disso-
nancer} == i EpEEC] ol § RER Bk (attitude change), & AZEF7M] o3 HE
ATTREEe] FolAw Ao AAsic

o] 2} o] HI5 M H —dissonance ‘I4)-—dissonance 34 RE—dissonance KA —HEE B
fEi—HEHZ ool due] HWEo P dissonance theorysl z H71A  wlolA |
implicationsE R 4 gl

1. & 4% (Role of Advertising as Dissonance Reducer)

WA s = @ F2 me A2z, 7ol EiFo d3335 3¢
A A Fa rhols} dissonance FA S Piik WA MAE wohED 2t 2.9 BRE
WAk A 7) 52 (reinforce), KMREERN FA—HESMES 8 + Aot

2# v AF Pl s+ (E A (convenience good)l 7§ BERS &EEko] vz a4
Al FBEE uE + o= (not irrevocably committed, little committed) dissonancez} ¥tof
BEEHRE FobAlch, v 2 by HP9 5 (expensive specialty good)-& 7o 7 % disso-
nances} obAl o], Fde HEETREAE Folvd & AEE & 4 doh Y

2. TE{bARL i3 (Wearing-Out of Reinforcing Effect)

o E gl EAEEY A EET EREVEES 24 F 9 dod BRACH 20
ol PAAA BAKEZ S Ech ole = FEel hste] BRA A BE oE
o] PUEe 8 wbol A = BEEMLT Yeitr] W ek © olo} R Blfio] B
e dde AEH K7 st

3. FFih A5 (post-transaction letter), ¢kl A} (brochure), A3}

W REECE B ARE A4, AR E2 A8t o WREAA ERY &
HES HEBAA Fomd BES $4T #RE 4€ 5 A @

(30) Kotler, P., Marketing Management, 3rd ed., Englewood Cliffs, N.J., 1976, p.95.
(31) Oshikawa, S., op. cit., 1969, p.49.
Oshikawa, S., op. cit., in W.Y. Lee, op. cit., pp. 163-164.
(32) Ibid.,
(33) Schewe, C.D., op. cit., p. 143.

s
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28 o8 BEe $15ted Huntis WAz PaiEg Ady Adzs, EiFE %
#4175 (control group) .2 o] FHZAS AH{AAAFH .2 dissonance reduction,
B F A (predisposition to purchase), B J&#fio] v] = (store image)ol @} FE old A
AAE 7 A} o] o] AMw METE HAsAch (Kruskal-Wallis testel 4 3 &7k
o] Zol7d Ak | FALL 0.055FA ek G

19604Etell Eo] 22 o2 nhols| B &%} Dissonance theorysl A3 ste] HEHTHWR
Z RECY§ o]#l # -7} Dissonance theorys} wholslelel #EAH 4 gle=Ae ol
A we sleol R BEES] M-S £ dogih

Dissonance theory™ {HAS] Pyl dissonancer} FA:3bd ol AdelAl HRelw
FLEES A F6, ool AL 71Aekets} AL el dissonancefiE WA
¥ Axgcts Ridch
# W A dissonancer} EEEHE 3714 MRt £&9 7] $- dissonance reduction’j
o faafsls, AA % dissonance QF2HEo] dissonance HAEME WA 2L HAT H
e M BRRE kS EETR kS £4 LoSciuto & Perlofis] 1t Belle] Q-7
5§59 A Rk

221} Oshikawa%-& @rpx] Bgee] © ste] dissonances} dissonance reduction®] FHfR7T
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