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Abstract

Purpose - Current study aimed at investigating the effects of the choice easiness as a thought triggered at the time of
making decision and the goal achievement emotion as a prediction of how consumers feel in the state of achieving
consumption goal on brand purchase intention. And It also explored moderation role of incidental pride type such as
ambient hubris pride and ambient authentic pride felt before the event in the effects of message type such as self-verifying
message and self-enhancing message on the choice easiness and the goal achievement emotion.

Research design, data, and methodology - Message type was divided into self-verifying message and self-enhancing
message. Incidental pride type was divided into hubris and authentic pride. Smart mobile phone was selected for empirical
study. And the experiment was performed with 2(pride type: hubristic versus authentic) x 2(message type: self-verifying
message versus self-enhancing message) between-subjects design. Questionnaires from 215 undergraduate students were
used to test hypotheses by Macro process model 7. The hypotheses were tested at each of self-verifying message group
and self-enhancing message group.

Results - First, both choice easiness and goal achievement emotion positively influenced on the purchase intention at both
self-verifying message group and self-enhancing message group. Second, at self-verifying message group, the positive
effects of self verification on both choice easiness and goal achievement emotion were higher to the customers under
incidental hubris pride than to those under incidental authentic pride customers. Third, at self-enhancing message group, the
positive effects of self enhancement on goal achievement emotion were higher to the customers under incidental authentic
pride than to those under incidental hubris pride. However, at self-enhancing message group, the positive effects of self
enhancement on choice easiness (goal achievement emotion) were not higher (higher) to the customers under incidental
authentic pride than to those under incidental hubris pride.

Conclusions - Focusing on the results of this study, to promote their brand purchase intention, brand managers should use
self-enhancing message to induce goal achievement emotion from incidental authentic pride customers. And the brand
managers should develop and use self-verifying message to induce choice easiness as well as goal achievement emotion
from hubris pride customers, which in turn, promote their brand purchase intention.
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Meig J|=o| MzE = Z3Hol 6|0 SHu |8
Eo| ZHHO|A ZA™SHCHMuraven, Tice, & Baumeister, 1998).
71Ee| A7tz BEQ| Xtof XY, FI|=EHu HE2
A3A 90|, 7|&(mood) MEf SO XHE Fn FHE(UCE
NEO0|Lt B EQt AH|XtO| Xtof 7to| YK AEE LX|
Aot 7188 YXHe R FESIUSM(Sirgy et al., 1997), F
2 Kot X|gel zmutof ot AFE FHSIRALCE Kot LX|
Mo| gale Mo et OrEEL Fif, EME EfjTE(Hosany &
Martin, 2012; Marshall, Na, State, & Deuskar, 2008) &1t
EfMSIRT, £ AH|XIO| X[OPHEO] IS HoH s &
Hote WHE Ko JHE 4FECE UX[Gt= HEO|Lt
MH|AE AH|SHE Mg (Mandel, Rucker, Levav, & Galinsky,
2017), Xfo} YX|A0| FOfO|Z, ZME(He & Mukherjee, 2007;
Jamal & Al-Marri, 2007; Mazodier & Merunka, 2012; Usakli
& d Baloglu, 2011)2| O|=dE AFSIA, Xjop LX|Hel Zut
of =2 T UCL £ 7|FEL| s AH[XRL &I|IFHO
FoI5t M| RACE  FEBE  AH|O|M  XJOHE EISHY
(Fishbach, Friedman, & Kruglanski, 2003), Et=Ixfet AEX| 9|
ME4 Zto| ZSO|M, F7|SE0| Edete|™ XIS X7 A
Xt 7|10 HXSHA Eln, ME8MELC B HES MET
7542 ROPEICKChoi, 2016). AH| X|FO|Lt HHEQ| AF
& o|0|7t gdslsemantic activation)t|1l X|ZO0|L} EIHE9|
o|0|7} AH|XL Xtotet UK[SHH, FLONSD AH|SH EFRIO)A|
g 5o = ASS Bo0F0 UCL £t FEEQ 7|2
HEfQ| AH|XE B2 £40| O Fo5te MAE FENEZ|E
5to] 583t S4E 749 HAoM oSS =0 MEE Z
Hg XM= AE0| YCOi(Etkin & Ghosh, 2018), 27X QI
OIAHATAHE MEE oAMEEE A0St 2|mshs HTo|
QICH(Park & Sela, 2018).
O AH[Xte| XjotSH ZEOIM OFAEZE ofClof X=F
£ HMIdjof EHES| AN E LR HIE = UAS
77 AH|XEQ| Xtote| UFBut Xtote| ket oA OfC|of X=F
£ ®IooF st=7t? 7|EL| AT Atote] St Xtot
SOl ME CHE XfOF OIAIX] F™2| ZFOIAM HEO
HHE0| OfEA TIoHOF AHIXE HEE = U7t
5t0 FOISHA| R, APHO| =yl Z2t0|EQ| ||
w2k o Xtok HAIX] |&0| AHIAE O 458 &= =7t
Of cHgt A7t 2FSIQACE @Pkd ZEI0|Es AH|Xe| 45
Ol eFg=o|r YA XtE(traits)0| FUEY “iAX|= 4T
0|, Y Zelo|Es SePdst 7HHE QI L H(efforts)0|
ol £ LAX|= 4Ol d2|1 2Pty ZZlo|Es 2oiA
Xtot = LIEAASO|M LiEILtE S0QHESH XjOt7EHA|
(unstable self-worth)Q} T, TI™HME =Z20|Es QHYX QI
At=Z(stable self-esteem)u} FI™AM =9 XOp7pk| 2 Kot
MMt 2HAEICE (Tracy, Cheng, Martens, & Robins, 2011).
2|30 AH|[XHe XP7| RS EA M2fsten c=8oiths 2
HO|M RFEZ(self-esteem)2 7| El(traits)0|7| 2Lt ZE|HO|M 2
A0|0, XEY S7= 2FHQ d0tof gt 2&7|91 Xtofzk
4l(self-enhancement)uf AMIjLt £AO| F|mlE7|91 XIOtES
(self-protection)2 TEEICKTice & Masicampo, 2008). [IH2fA]
Bzieo| Xtofet AE AKXz AH|XRQ| dutof 7|5t Xjof
e HA|X|QF AofLt =40 gl YutE dutE =Eshe o
HOl 7|1Ho| XS & AOtLT HAIX|Z Fa=ret &= QUCE
HAIX] F& zho| 2=l MEHAFYEO0|Mut 2EQ| O

mjo

<

£ 10 njo

80M =2 = s SHIFEF 0jXls IYE=Tt HE

= UL, XOPZEX[7h SQHESI AFHOl| 2P Z2to|=
HIXIO|A EHE HIAIX|7F Rfote] 2SdE HT

P

=

= s

of HMEAZERO|MI SHMHAFS O X2 B0 o
g

x|

—

Jin S i

= = 1 OTl
UL Gare| FEES| 7HKIE a7ots RoFetddol
g Z2P0|ES MHO| =le 28X dSAFZE0|gat
=HEFIAES O XA oo 252 5= A0A, Xtor of
AlX|2] Rol HME FOio= 2IHE AP0 =71 Z2jol=
ULt MERM EE HAX| FHS Xtof

USY HAIX|QE Xoteted HAIX|Z 2510, HEIZFEO
4ot SHEFZF0| et e S, ==l Foje
= 20E Adg 24Ut e, MEAF0gn 55 o
FZEo st xtor HAIXIS] REE RO ARHO| =7 =
2l0|=29 R0l o3 =HES FHAMY EQIt AUt
mtEkM o] A7tel 552 ChZat 20| dFoich. Xn, =2
Eo| Fojoj=0f MEAFE0| Y SHIFFEe S H
MSHEE =W, SRfRiore] (B =HE & HAIXINM Xiof
YS9 X3t Rjote| o £HE = HAIXIOIM Kjore
89| X[Z0] H|Afe| HAMEO| MEHAF Ot AHISH
o gF&go IS OiXl= =5 At AR, Xtoh o
AIXIS] REE X|ZE= AOtYSGat Atoreketdol MEZY
0|4t S| x| et e AFHo| =21 =2t

ot sae grael
cof 90| ZHAS BB

2. O|2X HjZ@at 7tMo| MY
2.1. MEHZAXMKO|N U BRMFZHI FOjo|=

Anderson(2003)2 ME! OALAHOIM OZE2 MY =&
d, &9 749| Hil(trade-off) OjH=2 2|1 2QAMAEAS| M
= EHECRE Mot ZAOIN| el =9t £do| =7+ B
I, &4 ko] BXEIt CHALE 7H0| |AKSHH, MEIL AH|Xt
oA ntEst E|ln =2=HAMo| =FO0| =A E0f 2AHEEO|
O|EA ElCHLurie, 2004). 12|10 AMOIKQt 7H0| £d U=
O] 278& ARtAZt UOIM AHIXPZE §F SX0| 22t &
‘oA R35F MEICHS A-SHH CHE S5M0|A RIEHE0|
Q= CHE EXg 3|MslH E=ICHBettman, Johnson, Luce, &
Payne, 1993). 0| =T, ZAMCHX|Cte] 7141 EF 7to] £
HE YA = 7HE540| 7HEEXE FO MEioES Z2H-S)
W, SESY0| 7Kt Letz|of EEEHE 5|MsHA EICh
%|20f| Etkin and Ghosh(2018)= Z&XN 7|&9| AH|Xt ECt
SEHQ 7| 2HEf e AHIXE B2 &40 O FoI5H0] CHA|
oS 7 58 49| HMojM oZ2S Ol 1 MEH A
2 X|Hst= BE0| UASS EMSIQICE QMAFER|ANM &
MojZZel pfdes ABSIQcE d2ln 152 28EQ
7|29 AHXH= XA Zost £d0 FE § oA &
0 QE|AEl(heuristic) MEXZ|ELCE XA X (systematic) &
M2lE &2 ASSIQICE 2| uty M| Xto|t SEK|A|
o HetYFZOA 42l Zto] Xto|7t Mze 2=HAgo| Eet
X|A Bt (Coupey, Irwin, & Payne, 1998), &M 7t9| 7}&X|
oF AMoM o3E2 HS A & =+ UCk

JdeiLt 2X0| HeEstn M= & M=o S 2t
Ol¢X 0ol =3H0| BO[stA |H £H4 7to| oA o{2{=Z0|
A MEHO| 0|SHRICHChernev, 2003). AH|2X0| Hzt
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St M==7h & Fol=T, MEaHsHo| TEH Sdut
3 &80 st 7kSX|7F QFEHOA =l &g kel HH7t
80|sto] MEiZYe| 80| 90| HEE|L HFo| FOi7t HX

H1: Mejzo) o2 Rojol=0 3HE ¥ye oot

o o —

=83 ixete] MERNFEHO|A AH|XZL 28 ot Tt
S8 X|ASHH AH|[Ate SE 2 HEI 22 4d8E =
== UX|ZHLoewenstein, Weber, Hsee, & Welch, 2001), A
o AH| =2X0| & HE|Zo ePIEO0|H StLte| CHA|HS
St MHE2 HAlE SO0 MIZ=7F HESHA Z|0f A4
2X09| MF ZH(goal achievement affect)g =2 4 QICtL

IME 0|20 2N =Mt 2Hd3K(spreading of activation) O]
E(Anderson & Bower, 1973)2 S|LIO| THR|Z 7|0|A
SHE|H oy S2E [M2tM CHE 74 B2 FZAK0 =28
e AMEACc 2|1 ZSXMAO|Z(Fishbach, Shah, &
Kruglanski, 2004)2 AH|XtQ| QIX|A|AEIO|M Z=CHEEQIQE 2
MERR| Ztof QIX|N AHAZE= TRl 7He| E-d(properties)2|
Tolof Fek2 0|2 MYt M2t S8 A|AROM =5
Edo| 70| EXEMe| £Ete2 HMo| E = Uk ENE
do| gdztz ™A ZHOIL JHX|7F mAE I SXIYE0|
S 88 £+ U4, SHYFUH A40| $=Llso| Foj
L= AHIE HTE £+ QdCk

Beol FOiQt AH|IZ SRMEFN “AHE = s A
O] EzHEof HO|xlof FOfe|=0f SF&el Fe= O/E =+
AUCL 22X A|AHO| 7| 5202 EMES| AH|OM SXo| 4
g2 dotA =2 = 1, O SHEYF M ZHKlE 378
O] o|O|H A&E HOolA 2RME0| HMO||of FLIHE A=

>
g}

o o\ oy
ox o

gh 4= QUCE AH|XIS| QIXIAIARIOIM B ES| AMEFHO|
oM =A== Z7E0| 2E0| TO|x|of B ES| SLOfQ|
T2 =XIE 2 Qlrt

= =2 T A .

MCablo] SHYHUTL Tojol=o ITH Yy

2.2. Xtotet wHE EMEMHAIX|C] 3

XtopiE2 Aprlof CHe XX QN Mzo|Lp 2oz Fo
EICHRosenberg, 1979). [M2tA XOPEE ZHBHA Ol AlX|Q|
J4E0|7|ECH= XpAOf CHeE =l X|2ZF JHE0|n HIHIY
Ho2NM, XMl 58, oA, 22, &Y, HAHZEE =g
Sl= 7' 20|CHGraeff, 1996). 12|11 XpAOf CHSE F=2&Ql A
Sli(subjective self view)ZA{ OO|HIE|E|(identity)= AH|XI7}
ME OHE B2 H3el S2AIE = QU Atnof 7|X 8o
okl =0, AH|XZE MEHOILE AFOA XpAlnb BEAZ|=
£ HFmH(category label)0| 11 AH|X}Q| OFO|HIE|E|7}F &
CHReed, Forehand, Puntoni, & Warlop, 2012). O|2{%t O}O|El
ElElz ACHMoR QMFYEO|N ZTAO|X|Zt LA|HO|L RS
Holn FEAY =k UCt AH|XIQ| OfO|HIE|E|S| HEHEL
AH|XE XRAO] O AR HO|1 MZiE|n =70 WSS
=7t0l Chet M2l m4E 2|0|5H=0|(Oyserman, 2009), Of
O|HIE|EIQ] FEIFHOAM F2%H ZH2 AH|XIL ofH HER
22 X7| RAOA FQSiA KHAO] O SO AMHO| K
= 1PE0o|Ck

—_

O|2{ot OfO|HIE|E|Q] I AtAlQ| AEH, F=HO| SHAX o
2o w2t FEe&Y = U=, AH[XH|AH ofE Ofo|HE|E[Z}
HMSHA M, O AH|[XH= 1 OfO|HIE|E|Qt RSHAM WSS
St ot, A Ktoteb ofd Xtot zte| H2[7t A X|Zt[H
AH|XH= O|AAtoto) EESIHE 3¥E SkA ECHHiggins,
1987). EX OO|HIE|E|7} AH|X} Xjoto] A|ZAo| T|H, 1
Ofo|HIE|E|0| =E5tHe WSS ofAl EICh O|2{st OfO|HIE|
E|9] FH= AH[XIL XP7| RHAS AAR MZIsHE A1 24
EfQIE Xt7| XpAE A & = Jes WSS St EFIY|
A XKotE YBBIAL SHAZE = U= FEE AKX|A Bict

AH|RHE AHAOIA Boishs HEEED o222l HEO|L
LEE EAMSto] MENSH=0, O{7|M AH|XI2| OFO[HIE|E|
IF 2y AZ|E M2 = ot QF oM RYEl=
B HEHEMETL XHe| HHMA = O[AXQl OFo|HIE|
EIE B&E = A&7 met Ci2A Xzl =k XEBo|Lt &

dE7F O HEO|LE EHEQ| AEO| Xpile| A

XA XtOHE HEHSHA SHCHH, XAl Ofo|HIE|E|Z} YFEICH
0 AH|XEZE Mzt 5= QL ol2{st Zto| Ofo|HIEIE] &
= 2I2|0|CHReed et al., 2012). OfO|HIE|E| T 2|0 2|5}
M, AR EFO| AMA XIOLE O{EA EMatA7|0 5
SHE7HE AHel =tdnt pHEsto] HIOKSCE 2|0 KEOo|Lt
HIHEO| ALEO| ESH HEO|M XAl o4& X[OtE H|EO|
L} HHET} BHSHA SHCHH, XpMQ| BFArEl Xtot7t moiE
= QUCHD AH|Xp7E M2t = Q0| o|2{st 4zto| ofo|H
E|E| g AZ|0o|Ct

a3 X|Zo| X=Xl s =Tt O|E(Theories on
automatic perception—behavior effects)2 =g t7f SXI|E
(goal construct)O|L} 2|0|7}{'H(semantic construct)dt Z& Al
X HAH(mental representation)”| 10| 24510 Q|8 Of7f =ICt
= 7P80] 7|25t QUCE QOPPHE2 Ale|d A2 EE urgo
M o|Oje| Chatut BASI0l EMatcls F4A gl <|o|
JHEat EE WSXAME J|0jM =7tHeR onifEE
FZAIE = UACh SR Ent Sel, QoZiEel gMst 1y
2 =SHO0|1, XA=0| =SS I 7|0 EdtE <|o|
JHE0] HHATES AMAZM O HEE FAHCE f
7tsdg B7HAZIRIEE EdstEl on/iE2 Al7H0| S 2EHAM
etz X RS 7|0|A A E[Stn Af2tX|= Z"0| UCt
(Bargh, Gollwitzer, Lee-Chai, Barndollar, & Trétschel, 2001).

JHEN 2detEl X=2f 20|74 E0| AH[Xte| Xtop7hE 2
Aot AKX HEIt S5 XOPHE0| £2E|0] AH|XIS| &
ANA dE0| O geks O1E 5= U0A|, AH[XZ} == At
otofl X|SH= 2oje| Fat= FAIHC dE2 FEdle dE
SIME ST 4= QCKBrewer & Pierce, 2005). XI=9| Al
A2 7|90ojA HtERo= ARE[H ZdsiEle X=9 &
d Es W0 Zutet AHE|of AME|=H, QO|7fEo|Lt F
2 25 K=o chst X120 efsf 7[4o|M XsHe=
= £ Ct a2ln gdetEl FXolLt oopige £

Cgh 4= e, e Qo7iEnt 7o 2wt
| XtopZHE Zte| YX|d X|Z™-E=7F X=2| o[0|e| ds= 1o
dakS O|XICKDijksterhuis, Smith, van Baaren, & Wigboldus,
2005). HatEl oloj7fEo| MAMXAtOHES HgE I E O
SAIEQl ooy Hato| Wzt dlstn, HalE WHE
O AHXtor 7HEnt AXIL U I B O X[HHQ =FHQ|
Mot b wst 4~ QICKSela & Shiv, 2009).

O™ X=0 CHst olnjEte| ZAMQl daszutet Ha|,
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o =
24 BN YA e MBS GME EUOF

Ch. =Mt SXar S5l s~tEEol H40| S5 9|
80| 2R3t =M, ZMstEl £|F AEjo| HHEHEHO| X|
S C O|-E7Fo| X ™ O|

o — "y = — 0 — O O -
Z-ar 2 HAE|0of SX0| S EE3tEICE T[N 2
O7hEel gdste 28=Ql 7HK[e] Mg MYQHoE o}
X S4X|2H SXIjEo| 2M3t= O SX0| et J2A=E
8ol YA AFO|L K7L XF MEHE BEMAE I F
0| =82 = UM SHMYFZTE M0 +HHE
O FOf E= AHIE FIE = UCh M F7H(briefcase) 7H
HE 02 S0 2™, MFIH0| AHXAH EE|H,
H|=L|ADHO| AHtN EMO|Lt H|ELIAOAN AYlSI 22
olo|7fE0| 2g3tE|of ofH S7|X £/40| o] ZAFS=R
HIZL|AMDE SARSE HES | 5= ok O#H 0] MF
72 RpAO| ME|XIOtR AXTE Qe HHEESL METts
ot A|FT MEHE AHYSHA & = QUCh AH[XZF X|F 0|YdS
FEolHE ALY =2 st QUCHH, O] AFIHEtol Mot
7t SCistlE AT ME7) | 0Xt St SRIES AMAA
M o|9=CHztel =X0| CE &dstE 7Hs4ol L, MFIt
2ol SRMLFA™E =2 o O T FOje|=Tt =OotH
= UCE AW, SXo| £=8ut Fo| X710| XtotAXte| HIt
oM F=& = QUCh FH5t= SH0| QAXO|E FoAHO|
= AN dEfet HiZHASE X[F HENZRS| X|[ZE AXE Za
AZ|Hs GUoAM SE= £~ QCHKruglanski et al., 2002).
HIZHEISE | MEf7) 2ME|of SHoE #~8&|H AH|X}
£ K&z Kol X HEfQt 2MatE XF MEfE H
wsto] xFT MEfZ2o| MM P E EINSICEL O AXt= SN2
EHESHR| &5t AH[XMOIA SXFEl SV RESHE Ald

>

= :
Xtop gretd2 AHMof| Ciet &
712310 ARl =8H0|1 EA
1 NEGE HUsH otk Ko

HAHE FABIEE SO
e EE M=3HA o

=2

| £
2l P 2542 Kol Cist ME2
FBEO| SEELt 7|ES XOMIEE YBstHE |Y| Qs
Atop7hEo| ARG E S X|SHA SHCKTice & Masicampo, 2008).
AH|[AHE £2 YE 1510 RpLe| 42 A siAst &
X|gte= ol b OR2EA Xpor YBMHS7(Q Xtot gFatd
S7|= Ao oD £2 HHE =HolE = As FEO Mz
AHOM FARRE = ULCE F AH|Xb=, XoF YB3HE S7(2t
St ds710| 2A o, FESHK| Zotn =SESHH T|EQ
Xtot x| Ao fatstx| 2ot ApAlof CHst 2HEQ HE0 <
of B8 Yot= AS o5t XEY =5 2T E =5

g XELS SFAP1H & = ULk
MEtAM B EZE AH[Xpe| AHE FAR QO|7fEe=z &
E|A HEEZ|0 HHETL AH|KIO| XHEO| 2ESICe HEM
E9o| Xtob MAIX|OA, XtOtABHL| X242 BMEIL FHE
FSHA St =tz AYE|0] BHMEQS] MELZ O[5HA
g 4= QUCL O2|n XotdEdel X242 =Xof st @24

D2 M0 EHYHFAES WA & 5 ULk

H3-1: Xtop I540| MZFSOIM0| SO FBS 0l
& 70|tk
H3-2: Rlob E40| SHLHZHY YN Yy 0"

HIEHE|SH 2T MEH7L 7|0 ™2E4+E 1 XtotAXt
HEZ X[25HA =2 X0 O] Zdatza s7E =
FTSHe SH0| QAXMOIE RO AMMO|E AN HEHRF HE
Aot 2T MEfZte| X[ZEl HXE ZaAlF|He SLOIM
£ & % QCKKruglanski et al., 2002). A/X|XtOtb AX|7+
= HIEHEISt D ATt £FQ| O|4Eel Xote| 252
1A St EHEQ| XtO} HA|X|Of| A, KtoteFaMol X|Zt2

BMET} XIOLE FASHE FEOR CINE|0] A=l Me

A g 5 A1, Xjorkd FHo| oigt HIAEE &
Stol 2RZEES LA B & QUCk

i

A
-

b

n

rQ 0 4o

= 1O

HA-1: XHOF SAM0| MEHZFBOIM0) SO FBS 0l
A 30/t

HA-2: KHOF TAMO| SR LT 3YHY Yy 0"
Z{0|C}.

23 TOIAIX| REY A TEE BAUE =
ato|=

O] gtE AH|XIZL MEO|L ERHE HAIX|O =EEAS
tfol MAIX|Ql FOfel= HZXIOA Di7iH4=f A meio|
E Z7dEel ZHEzuo ot ¢Fo|ch AH(affect)2 7|2
(mood)dt HA{(emotion)E Z&F Z3SI= JjHO|Ct 7|2,
E£2 2 s L 2 S1F 20|, FEisk AL §lo]
M 7|28 RESH LHE0| glel, diMeR ZEIt st
HEAMO|H X|&&Ql 27 MEfE Fol=Ict O3 HM2
sietn AYEOl AQIZ #n ol =2 7o Mol U
I MfEoR X|&do| RX[T Zst AHOICE HAAS
(disgust), 2}, SZ S2 A0 £5= ZFO|Ct MM 7|&
2 MIjEe2 Lfeeling)d| 7|x&3t JiH0|2, s FAM
£ RS A0S #1 D MO ZE AL (thought)of 7|
&5t Z™-0|CHForgas, 2001).

2| A™2 "ot HEel jaoN s &8 43
(integral affect)dt 11 CHAMDF 2HAGIO] APHO| 7| CHAS
HILt mEho| gekg 0[X|= 24 Zd(incidental affect) 22
TE2EICE AHRHe 2HEZEe 3E Ee 2o dakdwot
ofL2t =470l 27|E He = FEURQCICE 2X|E 2
AE HI7to| TH0| QR AlZ{A, "It Ciof st BHEE St
1 SR HILE A St 7|sE SEHGorn, Pham, &
Sin, 2001). ot A™2 WEDN fHAE IZ, 20 S9| 7|=x
24’80t XjopETtet MEEls 2neg, Y, Z2to|s, XM
S9| XtotojA! HA™HOZ LI+ TICKHBeer & Keltner, 2004). Of
Tte dEE RSk Q0| U MIfEoRE AtLof| 7=
St XjotolAl ZHOEAM AN Zzto|EQt B El Cio|Ct.

IZ2I0|E= XIOIE =83t =2Xo| HMo| el AVH L=
SHHQ ZES ZFLR, ST XOotA E= X e QK|
& MWIPHOA S E=ICHTracy & Robins, 2004). XHote|
QIO Xpdlel XHEZ FQIAIZ|H QY ZEO|EE 7|4,
RHrlel =g FRIANFIH TIEM Z20|EE LA =
(Tracy & Robins, 2007). 2HXM Ol X}OKglobal self)7 &0
HOIE|N, W7t SFoI7toj Z2to|EE LJ)|=(l feel proud
of who | am) ZAL0| 28] ZmEI0|EE 7|1, XL0| dE
ot Kot FM|X 9l =MH(specific aspects of self)0| &0
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HRAZI W7t FAS H=7H0M ZEOIEE L=7|=(1 feel
proud of what | did) Z20| X¥ME ZZI0|EE =7ICKTracy

& Robins, 2014).

LHEE Ol Xpote| Holof= F=R1Z 2l FX|(subject)2 A XtOt
@ ZiX|(object) 2M XtOt7t 2 EXWSH=O, ZX|Xtotet FH|
Ko7 945X TH|XtOf(global self)E &’dsiCt Lto| HIto|
M Z=FOo| ™H|Xtoto] AS™ 2Bt mEAlO|EE =7ICk O
o #H=Ql HelojMe HHXoH7E otL| S0l Afghut A
ZIolM Al WSOl A E Rl Xtok(specific self)7t 10|
H, 8 o%, A2 St 42280t KMo #E0| XS
S Z|0f(Lewis, 2016) XI™HA ZEIO|EE L7ICtL MM 2
ohg ZziolEet T ZElo|lEE TRt Fad et
QUCL 2btd ZEo|Es oPgE0|n A XtE(traits)of 7|
ot MAXOFE MOl ke 430 2AXls 2780|a, TE
‘d Z2to|E= QFEEO|X| Zotn 7HHEQl L ZH(efforts)O| 7
2l £l= 430N AKX 20|tk d2(n @MY Z2o|lE
£ RHilel XHEo| e g AoM BOA Xjof &3t Lt
EAASO|A LIEHH= 29PHSH XJOF7HK|(unstable self-worth)
QF #AHED, FFPY Z20|E= HYEQl  XpEZ(stable
self-esteem)t TI7H0| HtAE EE XpOP7HK| S Xtop HEH
A0p 2HAEICKTracy, Cheng, Martens, & Robins, 2011).

mEtAM BEE HAIX|OIAM SHZQI SHAE 7|=o| 7|Xst
of Xtofe| Yardol| xFE & Xtof YFTH ATelt FHEI
Xtote| AXtol| 7|&5t0] Xiotefeol| £AEES & AHOF FAHQ|
A7 MEIAEEO| Mt SR EHAE d¥e OX|l= B
= ARHO| =721 Zeto|Eo| RHo)| s =FE Zo|Ct

H5-1: Xjoh U340 MO Y2 DXl i
2%y mZetolcwrt 98Ky Z2jolcold 2 Holck
H5-2: XIOF SM0| MY Y2 OiXE ML
2g4 metolcwct QBrY Z2to|=ojA 2 oItk
He-1: Ko} SA0] MEYERBOLS0 Y22 DXlE P
o8k Zajo|cwict TEA Zajo|SojA 2 Ol
He-2: XIOF SFAMO| SHMHZHY Y2 OlXE HEL
@by mejo|cwct TFY Zefo|Soj 2 Holck

O] 72| 7H2ES ROt HHSIH Figure 11 ZC.

Hubris vs.
authentic

achievement
emation

| XIotYE OIAIX], Xtorars oA|X|)el ekt dAZ 7
SHEICE 2|0 BEMEE J|EQ EUEE ALY 420 X
AR JAE 5= A0IM THYO| 'K BUME ADIE EZ AME
SICh =&E Xt=0| 2lst 7Hdo| AF0l= XIOMHAIXS| B4
g2 MEZAFEE0|MY SHMFTHE mideS &MY
2|5404, Hayes(2013)2] 2% 70| ALREICH

31, gLl 5F
3.1.1. ZEA m2jo|=ol 2ok majo|so| &H

Ashton-James and Tracy(2012)1t Tracy and Robins(2007)

o FYd ZE0|EE FEdte WHE ALESICE L|HXE0
A Ao 23 FHE L HEt0] P OHEE 7|95}
A ot FHo HHE shM FAZ Y (what they did) EE
HE ot DX E 7|=5HA ok
OMIE7|=0|AM HOEE ‘Bz ‘Bar ‘SUYLO Of
o 78 Mr(1=H35{ O™X| QYC}, 7=01 JHECHE HFt
, FHO| HFO| ‘D Lte| cHof oot M, o ot
30| Z20|EE =4 @ Lo 23 XA ofs] MFZ,
RHrlel XHAEo gt M30| Z2to|EE =2 @ ZIEFOIN
LIE MEiSHA Sto, c=3ob XpEe| Felg Aldst=h, @
0| ot @L} @2 MEistH X|7Hst= SETt HEX|Ql EH
=YOE A83ICL

F™NE ZE0|EE LJ)|l&= HEE Ashton-James and Tracy
(2012)9] Mz 2 ZHH3ICL F LIt 3N FH0| FdE
QlCHaccomplished) . L7ICF, ‘L47} 25N 2™ MF St
RUCHachieving)l L=7ICt, ‘O] O[HEO|M XHREAHE LZICH
(confident)’, ‘L§7} =28 =ZX0| =ZEL|QUCKfulfilled)n =7I
CF, ‘Lo 32 MAPO0|UCHproductive) 1 =7ICF, ‘O] OHIE
£ L} XpAIOf ZEX|7F IS LA CHhaving self-worthy’, ‘LY
7} L33t 0] O|HIEE O§R M3 0|RACHsuccessful)l =7
Chel a2 78 M2 HFE3ICL

Ashton-James and Tracy(2012)1t Tracy and Robins(2007)
o| dig Fngto], UMY Z2t0|EE LA 57| fldh, A
M, d=9| EfnH X5, A S 7|&stA ook A2l =
M, Efntt X5, XAHE S0 2 5838t S8 FEUCID
M2tE|= OHIEE 7|Yst0| M&dtA| S, AW, 1 oHE
oM SHEE 582018 7|&stH BHCh

7|sole, SEo| MF o el e A2 TFEYe 42
QF ZCh 2ftd ZZI0IEE Lils R HFEMEEs ‘1
O|HEE ME2|H, L= SEXI2 MZEEICHconceited), ‘11
O[HIEOM L XHilO| CHEFSEAH| 74 ZICKarrogant), O] 432|
S0l Wt AASS =7ICHegotisticaly, ‘O|H H32 LiL
b g 4= ALt HZICKpompous), ‘11 O|HIEE [ME22|H,
Lt= CHE MES0A Lo Ms(8H)S Astn HOjZEIC
(smug), ‘L= EEDt 40| ChECtn =J4ZICKsnobbish),’
‘1 OHIEE WHIZ|H, Lie LW RS XHHSHAM AR

2 CHstuck-upyQ| 282 78 HE= FYoICh

H
el

OF

t

Zox K

oo

3.1.2. Xjorekyd A XOtUS G2l HAX|eE £

A|xto] Xfob BAS Roto] 3YHE 0D HHHeI
YHOIN RIS mSsteis XOHHIIY ST AL/l ot
20| XOLYSH TITHYECE TNl WeHo| BUS £
ofm, AIRlel 43, 153, YN HAZAElE vaE 4

B
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o

Az WMAS T O MHHo= dZSHAH SHHSwann, 1983,
Swann, Chang-Schneider, & McClarty, 2007). [}2}A{ XjOfek
44 HARlE €8, 4 438 Ao &4 52 EZ3t9
JHZECE d2|20 Kforekdgol £E2 Erel = Ha Ml A
b Hlwdto] RS EESHA| SHo] Z7ETHCKSuls, Lemos,
& Stewart, 2002)

Aoretdd HAIXIE EE3T AFSl EHE EOFE K

ADIEE, S3Hc3o| A4 'K ADEEENM & sk =7t
iz #2ge tido| gLtk ‘K AnEE2 gulol EF
1 452 HoEUOL MU REES e Gl g0
e 2 X0 'K 20EE0| AFLICE ‘Lio| € =8, Lto|
g3 K A0EE' O 2 JYst M| 7HX|Q| ARRIO| SAHE &
1E gttt

=
=
J2|3 HA|X|Q| XtopaFatde| Z7-0o ‘0]
Lie| XIOtE TafAE = U
Pk

HOZE £ P ‘L= 0] EMEE AHESI0] EfRIELD
Lie| 252 EfQIOfA 2EHE = QUCP ‘L= O] EHMEE
8510f EfQIEC 23t LIC| S¥E EIR0A EOolE = U
Lol Ea2 0|8%}0] 78 M2 ZHSIRUCL

O AH[Xte| Xtop FEME 7|EL XopidE YUBst
He 37|12 BHE|0, 7|ELQ| Xop7Ent YX|SHs mEM
HE ROtM Xpble| XtotE UBSHA SHCE XHOHEOILE mE
B FEo| Haky HOF 7|FEQ| XjopiEat mE FHE ZHo|
kMo =™ME FA $tCHSwann, 1983; Swann, Chang-
Schneider, & McClarty, 2007). [}2}A XHOFUISH OA|X|=
S, THE, RAHEE AE AR 58 S8 Z=50 JLEICt
XIotLBE MAIXIE “AfRte| XtEMt 53 BOjFE K AD
EE ot 89| 24 'K AOEEEDN &Y st= &2t &
o] 50| YFELCL 'K ADEE 2 SAo| St sHE
HOFLICEL AL FRGO] Setet AL B0l Q= O
0l ‘K AOPEEO| UELICE ‘Lio| XtE!, Lio| S8l 'K ALE
Eo2 Jestn M 7tX|Q| AMRIO| RAHE HNE EHSIRACE

2| HAIX|e] XtotdEdel FFo| 0] EME HAIX|=
Lto| XtotE YTE == Ues SHE 4= st ULF ‘L= 0
HHEE ARESIY Lt AN Z&S ERRI0A EoE = U
CF ‘Lt= O EMEE AL8SIO Lol MX Z&= ERRIONA
LB = UCP ‘Lto| X O] EHEE MEBS= LHE £
I W7t HEE SFQIE & = ACPel 2&E 0835106 7
H M2 ZHSIRACL

ox
OH
ro

—_

o

31.3. MY 80|41} 2XY

2x43 2HO| 5%

[

ORIl Mejmtelo] SR Ta|n &4 7ho] A4 of
2, M SN0 ol He OATHUM ofziB0| 3
25| + 2/0M(Anderson, 2003), M} CIAZHOIA 80|
He Ay, &4 710 M4 8old, J8|n Bfelol thed
Sofl of¢iM 2A| XI2HE 4 SUCk watl Mel o MZHOIA
8052 ‘Ut L7l matols QBBHOIA LiojA| o sz
co| Aol xIOES S8o0| FRSICF Lio| 0| HaE
of MetzHe 42 EHOILH L= o] HMCo| SNEN)S
27| Trfict '8 THNER SHSNCE

AH[THE SHUCE AHBO] SN TS Y0 LAY

olC

= ——= - o
4 Qe ZPHS Medls ECOM 2 4 QICHFishbach,

M mo= [ |

Shah, & Kruglanski, 2004). O CSA0 ==&|H 1O =g

25 HES RS0 L0 o2 xHilE 'St E FHO|
SdotE| 0 ApAlo] MEiSH EHMES AMESI0] =82 st
= 80 =2 + U= d¥E =2 5 ULk WaEtM DAt
Of Al RpO] MEfSH HEHES AESIY| EMES| AE=HZS
SEolH B2 o+ s PSS FHUH2E MEotA S st
7t O] HMEES AMESIO AFEFHES FYOHH AR £ QU=
#ds MBS0 FAR). J2|n HHMES ARSI =42
SIS ARlE SHYES, Wor B2 Z2olE Ry
oM Lt= O] EMES A8SI0 542 2dote 820 23

C

0x
ri

<

EOM =2 = s 4820 =20 THRELY A
0|83t0| 78 HE=2 HYSIAUL

LY

3.14. FO)o|z 0] EX

Bower(2001)9| MEZ& %t1138}0{, ‘L= O] EHEQ| 1OHE
BT L= O BUES [OfSID AT ‘L 0] S
OO EHMO| LY ‘L= O] HIMEE FOfE ZOICF ‘L=
O BEMEE FOiE 7H5M0| UCPE 7™ HEE A8 +
Ojo| =2 =FsiC}.

= J o

Al=<H
4. HSEH

4.1. Xt2o| £Zl1} 7|28

411, M ZAfet B2 xpgo| 7

AFEZALO] 2A2] MEHER 5FY, 2032| s dS HIF

oto] 2=X|2| 2EL 2 S ot #7851, 2 224
2HISILE. 2 =AM dAel MEER O EaEns
TYot= SRS 553 HiFota, 22XE HiESIACt
Mo Httdz FodF0| HE2XA 20| FHOZ HiR
= DA510, EelYEUS 45 20| FHS0 SFoIAC
=X E 2leot, HAS| HESIRACL 2By Za2tol= FE
M F2 ")), k2 Bd & =0 S0| mA=0| 79

OHMIER=L, =52 70 =Huh X+E0| XEot Fr2
142 2Z0M @O| ot @Lt @5 MEst 3F2| mEAt
HMelstRAch TEY =Z2t0|= HEOM m[-itsE0| F2 5
Y, A82|7], [XAE S0| 7|ofgt ofHEQI,
e 220 @7t otd @O|Lt @& MEet 29| mE At
€ Melsttt. 2(Z2to|= Y TFY ZE0|E, 2FHy =
20|E) x 2(MA|X|2| F: XIOtAT MAIX], XOFeks A
Aol T 2F dHEAM 2 JTToA SR 55FY,
220F0|A SEXIE HiZSt, SHO 2F/7t A= 5 4
Z2XE& Nelst, 21559| Xt27} X|F X}ZO|Ct. 2Pt =2}
O|=-XIOIUE TAIX] TEOIA 542, 28Hg ZE}0|=-Xjofet
o HAIR] HEolM 53%F, TIFY Z2f0|E-RIOt2S HA[X|
HTHM 535, 1Y Ze2lo|=-kfofeked HIAIX] HEHOAM 555
o| At=7t OI8E[=H|, KOt HAR] HEe| 107F Xz, 1
2|1 Xjorety MAIX] TEHfA 10859 At=0f| 28 Macro
process 72| ZHOZ JHdS HBII= HSEMS SHAUCL

o

r

ra

>

e Homp et 2 px ol 2> mjo mu
il

412, 7|XEA

SEA= EAK128F) OfXK87Y)0|H, 2Phd FEK107F)
2Ed EEH(108F)0|0, 25 S O|QICE. 12|11 Table 1
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of MAIgH Hiet 20], =721 ZE0|E9] MESHOM Folet
F(o=885)7F AL 70| Xo|7t GigS AIESIULE

(t=.273, p>.05). 12|10 20tM mFlo|= FCho|M QOkd =
BIO|E(a=.918)8 L7l MEZ(M=4.2870)7} 4ELC} 3 A LIELL
1(t=2.2179, p<.05), TI™A Z2l0|= FCHo|A ™M Zzjo|

E(a=9252 L7l ME(M=57262)7} 42CH 3A  LIEfL}
(t=19.024, p<01), Z2f0|= Qo MxH0| 0|7t ASS
AIHSIRACY.
Table 1: Characteristics of Sample at Each Pride Group
Hubris (N=107) | Authentic (N=108)
Attention M=5.5078 M=5.4660, _
degree | SD=1.11625 | SD=1.12550 | 273 P>05
Pridefesting| M=4:2870 > 4 | M=57262 >4
oo 9] s.D=1.36208 S.D=.9429
9 (t=2.2179, p<.05) | (t=19.024, p<.01)

Table 2: Operational Definition of Variables

O] AFO0IM AMESH DIAX|RHEe ZEHE, J XtorFatat
AS9| AR HctHz g Ee HEE50 thstol =
oY FMHE QOEME e, MEE0|do & &=0
AN A HE Bt pOjel=ol FHOIM Ul R EFo| Z
TA7HEO| +-EEX| LOtM HQIstRa, XopEFAk HIAIX|
Cho| A= Table 31t 21, XotUE Ol MIAIX| FEte| Aut
£ Table 49t ZCh Z+ HTHoN TE/IEEC SHESE0| &2
= M Jjdof £=st@n, E AZ|T(reliability) (Cronbach's
E B5 700 O|AtoZ AlWHE|QICt Table 5 U 61 Zt0],
Amos 21.09| TXREHA Yo o === FYIHEE 7t
o HEA =0 MFZEL0| AVEERLE 21, £ ZF AVEQ| 40| 2
T 5 O|40| T TYIEE 7to| = EfEGO| AEE|Yf
O 2t FY7iEEz EYEE0| M5 ghitsin Hdsio £
Mof o|8slgCt 2 ATF0AM MBS sl AFBE B0 &
=0l =8 AN Ho|ot &H Ha[stH Table 21p ZCt

=
i |

Classification Operational Definition # of items References
Purchase Individual’s conscious plan to make an effort to 4 Bower (2001),
intention purchase a brand Spears and Singh (2004).
Goal achievement Prediction of how consumers will feel in achieving goal 4 Fishbach, Shah, and Kruglanski (2004),
emotion 99 Hoyer, Maclnnis, and Pieters (2018)
Self The .exteth to which consumers hold gn excesswely Suls, Lemos, and Stewart (2002),
flattering view of themselves and of things associated 4 o
Enhancement ) Sedikides and Greg (2008)
with the self
The extent to which feedback from the external .
; ) . . Swann, Chang-Schneider, and
Self environment will be introspectively processed to
N : . 4 McClarty (2007), Reed, Forehand,
Verification determine progress toward the actual representation of )
. . Puntoni, and Warlop (2012)
an identity
Choice Easiness felt when consumers elect to choose from
) large assortment or increase size of self-generated 2 Anderson (2003)
easiness .
option set

Table 3: Results of Analyzing Principal Components at Self-Enhancing Message

Construct ltems Component a Mean and S.D
1 2 3 4
Pintent5 .870 .229 198 .201
Purchase Pintent2 .863 .283 .268 .106 963 M=3.1449,
intention Pintent1 .856 .250 .281 115 ’ S.D=1.44475
Pintent3 .845 .302 .280 184
Gemot2 275 .875 .202 193
Goal achievement Gemot1 .205 .868 226 167 944 M=3.9182,
emotion Gemot3 .270 .836 215 .207 ’ S.D=1.26621
Gemot4 406 .694 .281 292
Sdegree2 243 245 .872 .032
Self Sdegree3 .309 .332 .808 .018 885 M=4.0631,
Enhancement Sdegree1 A37 .098 714 .230 ' S.D=1.47826
Sdegree4 523 218 .673 .082
Choice Ceasy3 136 .265 .042 877 700 M=3.8505,
easiness Ceasy?2 332 .335 .341 .626 ’ S.D=1.28345
eigen value 3.880 3.396 2.979 1.515
% variance 27.715 24.255 21.276 10.821
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Table 4: Results of Analyzing Principal Components at Self-Verifying Message

Construct Item Conponent o Mean and S.D
1 2 3 4
Pintent3 .886 .264 251 .200
Purchase Pintent5 .882 292 157 102 975 M=3.7755,
intention Pintent2 .854 .256 253 276 ’ S.D=1.69591
Pintent1 .839 292 .283 .261
Gemot3 .305 .845 .246 .156
Goal achievement Gemot2 .339 .838 244 .106 954 M=4.4861,
emotion Gemot4 .349 .764 .391 225 ’ S.D=1.30591
Gemot1 231 .760 331 .323
Sdegree3 .258 229 .816 314
Self Sdegree2 279 .245 797 .097 883 M=4.3738,
Verification Sdegree4 441 187 .729 169 ’ S.D=1.31589
Sdegree1 .010 421 .693 .062
Choice Ceasy3 378 257 74 797 775 M=4.4491,
easiness Ceasy?2 276 .350 511 .588 ) S.D=1.25106
eigen value 3.938 3.398 3.218 1.505
% variance 28.131 24.271 22.989 10.749
Table 5: Correlations among Constructs at Self-Enhancing Message
Purchase intention Goal achievement emotion Self verification Choice easiness
Purchase intention 927
Goal achievement emotion 695 .835
(.483)
Self verification (ig;) (ggg) 677
Choice easiness (ggg) (ggs) (ggi) .650

Note: The figures on diagonal line mean AVE, and the figures in () are the squares of correlation coefficients.

Table 6: Correlations among Constructs at Self-Verifying Message

Purchase intention Goal achievement emotion Self enhancement Choice easiness
Purchase intention .868
Goal achievement emotion 650 803
(.423) '
.649 .595
Self enhancement (421) (.354) .604
. ) .652 717 573
Choice easiness (.425) (.514) (.328) 576

Note: The figures on diagonal line mean AVE, and the figures in () are the squares of correlation coefficients.

42. Jpdo| A=

Macro process model 7 (Hayes, 2013) 2 0|83}0] 2t 0

AR HEER X2 St 7tdE AU ZEH0jE
o 7 FE2 2oy =2io|le HEHO) TIY =Z2o|=

(22 HOjXz2| St

42.1. XOIEA A FTOIN 7HEAS

4211, XOtYS5Ho| MEHEO|M &et ZZ0|E 84
o ZUHG Mol AZ

Table 70{A E& HiQL 20|, MEHEO|MO| FOQIE =1}
(H1)7} 8| A1 %(coeff=.6736) (t=5.1787, p<.01)2 KHEHE|QIC}.

AorLEg AR EEOA HEE0|of XoteSgel =t
(H3-1)& 3| A $(coeff=.9277) (t=9.4254, p<.01)2 R{EHE|QI
I, Z20|E RYO| EHIEHE-1)E 3|7 H4(coeff=-.5617)
(t=-4.2397, p<.01)2 MEHZ|QCt MatM KIOFASA OA|X|
TTHOIM XtotS g2l RZPEert MEZEE0l 90| OjX|=
e U89 Zefo|ERN Pty ZEo|E FEoM o 3
0, 2HES| FOjo|=0f MHAFEO[J0] 3FHLU SL=
OX|& A2z MUt

4212 EXMFZE| Opfoga melole 9o %
Mg Jhdol HE

Table 80A & Hiot 20|, XjolRIEA BIAIX| ZEhoM
=8 M#ZHe| PojolE 2aHH2)7H 317H|4(coeff=6003)
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Table 7: Moderation Role of Pride Type in the Effects of Self Verification on Choice Easiness at Self-Verifying Message
Outcome : choice easiness
Model Summary
R R-sq MSE F Df1 Df2 P
7457 .5561 .7035 43.0034 3 103 .0000
Model
coeff se t p LLCI ULCI Results
Constant .3477 4867 7144 4766 -.6175 1.3129
self verification(C) 9277 .0984 9.4254 .0000 7325 1.1229 H3-1 accepted
pride type(D) 2.2487 .6089 3.6930 .0004 1.0411 3.4564
CxD -.5617 1325 -4.2398 .0000 -.8244 -.2989 H5-1 accepted
Outcome : purchase intention
Model Summary
R R-sq MSE F Df1 Df2 P
.7080 .5012 1.4607 52.2515 2 104 .0000
Model
coeff se t p LLCI ULCI H Results
Constant -.7240 4573 -1.5832 1164 -1.6309 .1829
choice easiness .6736 1301 5.1787 .0000 4157 .9316 H1 accepted
self verification .3502 1227 2.8553 .0052 .1070 .5935

Table 8: Moderation Role of Pride Type in the Effects of Self Verification on Goal Achievement Emotion at Self-Verifying Message

Outcome : goal achievement emotion

Model Summary
R R-sq MSE F Df1 Df2 P
.7265 5278 .8080 38.3753 3 103 .0000
Model
coeff se t p LLCI ULCI H Results
Constant 1.0101 5215 1.9367 .0555 -.0243 2.0445
self verification(C) .8268 .1055 7.8387 .0000 .6176 1.0360 H3-2 accepted
pride type(D) 1.2581 .6526 1.9280 .0566 -.0361 2.5523
CxD -.3831 .1420 -2.6983 .0081 -.6646 -.1015 H5-2 accepted
Outcome : purchase intention
Model Summary
R R-sq MSE F Df1 Df2 P
.6951 4832 1.5135 48.6135 2 104 .0000
Model
coeff se t p LLCI ULCI H Results
Constant -.5908 4603 -1.2833 .2022 -1.5037 .3221
goal achievement emotion .6003 1272 4.7174 .0000 .3479 .8526 H2 accepted
self verification .3832 1247 3.0733 .0027 .1359 .6305

(t=4.7174, p<.01)2 HEAE|QIC). 2 A%

=53 2do| Xtords5-del
BINH3-2)= 3| A % (coeff=.8268) (t=7.8387, p<.01)2 KjiEt
EQan, Z2iolE |¥o| ZEEE(H5-2)E 3|7 H=(coeff=
-3831) (t=-2.6983, p<.01)2 KEHE|QIC}. [Mj2tA XIOFASA
HAIX| EETHOA XtotAB MOl X[ZHE7E FHEFZEo 0|
Kz g2 2Thd Z2oj=ofM ZIMd ZEZo|lE HOh O
3oy, =0l Tojolzo| SHMHANO| IYHL Fue
OjRls 2o EME|QIC

4.2.2. XtOFSAM DA|R] RICHOIN ZHAHS

4221, XOotgkAAMo| MEHEO|M &t ZZ0|E 8¢
o ZUHE Mol AZ

Table 90fA Ei= Htet Z0|, M0l dol FOjo|= =it

(H1)7} 3|77 4x(coeff=.3264) (t=3.6618, p<.01)Z A{EHE|QAC}.
Aoretetd HAIX] HTHoAN ME4E0| 0| Rfofekgol =t
(H4-1) 3|7 A 5 (coeff=3414) (=3.3449, p<.01)2 R{EHE|QI
I, Z20|E {¥ol THIE(HE-1)2 3| 7H $(coeff=.1258)
(t=.8231, p>.05)2 7|ZtC|QCt [M2tM KiopekAts TAIX| Z
THollM Xtotebegol XAFE7F G0l 80| 278Kl ¥
= OX|X[T, 28bg Z2L0jEQ Y Z2t0|E 7to| =Ew
e G, HRHE9| FOHO|=0f =480[do] 38Xl Ft
= OXl= A2z BMERICH

4222 SEEFHAHO Oj7fdetar Z2tolE |fHEl =
=g
Table 100{A 2= HQF 20|, SMMFHAYO| O &
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TH2)7} 3| A 4(coeff=.4337) (t=4.6204, p<.01)2 XHEHE|Q
Cf. Xjoparald MAIX] BN &G 2780 Ktoraratdol
BIHA-2)= 8| A % (coeff=.3584) (t=4.0111, p<.01)2 KHEH
EQa, ZE2olE |¥o| ZEEE(H6-2)2 2|7 AH=(coeff=
3705) (t=2.7688, p<.01)2 XEHE|QIC} }2}A XIOFSFAMA O

o= &

_|>-

oM AfORRIAIMOl R|ZPHETE SRAHZH| O/
= o5y Zefo|= mrt MY ZejolSolM o 3
of, Bco| Dojol=o| SE&HUHO|

HE|QIC}.

2E=e ¥ye 0

Table 9: Moderation Role of Pride Type in the Effects of Self Verification on Choice Easiness at Self-Enhancing Message

Outcome: choice easiness

Model Summary

R R-sq MSE F Df1 Df2 P
4632 2145 1.3316 9.3761 3 103 .0000
Model
coeff se t p LLCI ULCI H Results
Constant 2.4647 4349 5.6675 .0000 1.6022 3.3272
self enhancement(A) 3414 11021 3.3449 .0011 .1390 5439 H4-1 accepted
pride type(B) -.5263 .6614 -.7958 4280 -1.838 .7853
AxB 1258 1529 .8231 4123 -1774 4291 H6-1 rejected
Qutcome: purchase intention
Model Summary
R R-sq MSE F Df1 Df2 P
.6959 4843 1.0971 48.8366 2 104 .0000
Model
coeff se t p LLCI ULCI H Restults
Constant -.1520 .3580 -.4246 .6720 -.8620 .5580
choice easiness .3264 .0891 3.661 .0004 1497 .5032 H1 accepted
self enhancement .5021 .0774 6.487 .0000 .3486 .6556

Table 10: Moderation Role of Pride Type in the Effects of Self Enhancement on Goal Achievement Emotion at Self-Enhancing Message

Outcome: goal achievement emotion

Model Summary

R R-sq MSE F Df1 Df2 P
.6402 4099 1.0203 23.8503 3 103 .0000
Model
coeff se t p LLCI ULCI H Results
Constant 2.6379 .3807 6.9294 .0000 1.8829 3.3929
self enhancement(A) .3584 .0894 4.0111 .0001 1812 .5356 H4-2 accepted
pride type(B) -1.8832 5789 -3.253 .0015 -3.301 -.7351
AxB .3705 1338 2.7688 .0067 1051 .6360 H6-2 accepted
Outcome: purchase intention
Model Summary
R R-sq MSE F Df1 Df2 P
7190 5170 1.0276 55.655 2 104 .0000
Model
coeff se t p LLCI ULCI H Results
Constant -.2136 .3350 -.6378 .5250 -.8779 4506
goal achievement 4337 0939 4.6204 .0000 2475 6198 H2 accepted
emotion
self enhancement 4084 .0823 4.9623 .0000 2452 5716
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5. 48

51. g51o| QOF

O] & 7|EQ ST0o|AM Xtote| LZHA|IX|QE Xtote| &
HOAIXIOIM ME2 CHE AH[Xte| 452100 F2| SHX| X5t
[, o Xtof HAIX] F™O| AFMO| 7= ZE0|Ee| |
gOo| ME CIE AH[RE O A5T = JA=7H0f ofst A7t
SE3E 7RSIt MEkM EiHEol Xtote| AEd HA|X|
oA XiotUSMel X[2tdt Xtote| 2hafd A|X|0|A Xtopek
Aol X|2f0| AH|XIe| HHEQ| MEAAFEO| Gt AH=EH
of MUY FE2S OX[= FEE AMEHSIJL, FO{e=0|
MEIZAEEO|Mut SMMFAFe| oS HMSIQICL 12|
Xtot MAIXIOA X|Ztz|= XtotUBMut Xopakatsdo| MElA
80| dar EXo| MF Ao Chet Fakof AHo| =721 =2t
OlE9| R0l ZHRNE EMSIRILE

APHO| =71 Z2lo|EQ| RHO| ME CHE oAMAZE el et
OlM XiotAE4 X|Ztat XoraFald X|2te| MEfAY &0t
S| HF U0 Cist S O|EHCE HESHL, MEA
FE0|Mdut SHo dFEFel EME Fije|: ZNE Ol
Moz MEsiY 7HdE AESIRILE 2|0 ADIE E8 AT
NEez MPstn 2(Z2tolE |¥: 2™ m2lolg, 2fkd
Z20|E) x 2(HAIXK|S] /& XIOIUE MA|X|, Xtorakat Oof
ARl HETH 7t AHLAE S0 2 TN SHEM 55
Y, 2200l A HdZXIE HiEZESD, SHO| 2F7t AUs 5F
o 4EX|E Helstd, 21582 Xt=20|M XIOtUS HAIX|
Crol 10782 XE, 2|1 Xtopaka DAIX] Tt 10852
AI=20| Q|8 Macro process 79| RYOZ JHEE ZHZEI=
HEEME SiQCt 24Z0t= Ctaat 2ot

Ry, 2Eo| FOjo|=0f MEAAFE0| Mt SH LA
0| ™Ml FeZ O|XIct. =W, EHE HA[X|0A Xtot
34 X|Zob Xtofgked X|Zto] MEfZFEgo|Mdut 5Xo| o
FEEo| YA FokZ O|XICE AW, XtotYE A X[0)| A
X|ZEl= AtotLEdel MEHAYEOlY =t SXo 34
d =0 ARHO| L7l Pt melo|ETF FIEM ZEo|E
HO O 2 E22 OjHO0| A0, AMMO| =71 Z2lo|=Q|
fdol 2EZ UL ot HIR, Xtoraky HIAIX|OM X|ZEl=
Xtop sabdol MEHAEEO|M Zutet FXo| MFZUE =t
OlAM ARof =721 27 Z2l0|E7t 2Pk Z2fo|E Er}
S| dFA™E L= E=0| o & FgS O|X[X|EH M
EiZY 80|d =0 AMHo =71 Z2tolEo| f¥el 2Far
L 7 v

Ktorete TAIXIOM X|Ztel= XtoF eFebdo] MEZEY &
Ol Z&0f OiXl= 0| AP0 =721 ZE0|ES] /Y, &
T8 mEto|eet 28ky Z2o|= 7to] =E=7t gl= A
= g8 ™Y zZatol=et QXN 0| Zot Aot g
g 7ol §=X80| DjgeE 2oig £ A0M, Z20|E F
o xtop gyl Zzel MHMZAY 80[de miutg ¥EH
BN WHES 27t UL

5.2. Ho| AJAFE D} SHA|

52.1. Q10| AJAFH

7|&Q A7}, BREO| XjoF Ao =

fjo

=
S0, B3

C Moot =R gif, 23t Ej: $iKHosany and
Martin, 2012; Marshall, Na, State & Deuskar, 2008), L0{2|
&£, 5ME(He & Mukherjee, 2007; Jamal & Al-Marri, 2007;
Mazodier & Merunka, 2012; Usakli & Baloglu, 2011)2| 0=
BUE EHMSIRICE £ AH|XRO| FIIEH0| Fo5t0] A
AH|O|M X}O#A|(Fishbach, Friedman, & Kruglanski, 2003),
7|85 Motz XorENZH BY MEBELCH HEXel M
B2 0K(Choi, 2016) 52 A/ESIRICt 0| A7z EWES| X}
O &X|d, 22| F7|=X0| 2ot XIotSHQ| HEX) MEO|
S CH2A|, AH|XIS| HME FOfO|=0fA MEAATHO| &
Ol dut BERHEQS| AMBLE Lijs SHYEFLY E2UE9
Xtoret #AE HAIX|OM X|2ZtE|l= AtOtAB Mt Ktopaka
o ™ALl IS AESIRUCE E O] 3HH Z0M At™
O] =71 Z2lo|EQ| Ry ZERNE EHASHo, 2E Ot
BOIM AHXEE AREO| =720 ZE2l0|EQ| RAE ME CHE
XIote& ol HAIX[of Qg ™S 5tof, o|22| &L 7|0i3}
o QlCh

J2|3 o AHFe| Auk= ORAHEZF AFHO| =721 Z2to|EQ
|0l M2 CHE AH|XIO|A ofH XIotREel HAXIZ FZ
SioF Xpilo| HIMEE FONSH=S HSSH=7t0l CHot AJAFE
2 HMA[SHCE OB AFHO| @BHY ZEI0|EE 721 AH|X}
OllAl AH|Xte| oE&Ql Xt&EE st Ao 2o 430
AR XotAEd EHWE HAXIE IWESH ATeioF AHA
O BMEQS| FOfO|=E &Y £ QUL MEtM OB =, AH|
X7E AFEo| @B ZE2to|EE =721 420, MERAFO| 0|
gup BMEQ| MBOE Lyls SEMFLYE FTSHY Xt
Aol BREO Cfeh OIS +=FS &0[7| s, BMEQ
A-EO0IM XHOLE AUBE = Ue AH|XIQ| 58 X|& & It
9 59| JHEE A8SIY HAX|IE 7HYste ATsloF BiCh

O AH[XEZE AREO| 2 Z2M0|EE 27 420 2
HEO| ALEO|A XIOFE EHAIZ £ A= OIAXIE 7450
ATooF AHAO| HAME OfE FOHE HIXE = U= =H
BHAEE /= = Utk m2tM oAHe Ao 2E
ZO0|EE =7 AH|XO|A RHle| EMES| FOQI=E =
0|7| QM AH|XtO| RHEELCE 2FHDH &, Y, E= &
2 FESID A[ZFE FARS oKX S0 ofgt dE2 Ayt

Atoretetd HME HAXK|IE 7250l 7150k ot

522 AF1O| otA et OzfH+

J3M = A70s O8N 2575 AAERE 274 SAEO0]
QUCE. ZAW, AP0 =71 TEY ZefolEep @fhy ZEj0|E
o] X|ZE[= Aot ehego| MEZAY 8old F&=of 0jXl=
detol xto|7t gle As TEY Z20|=9 RjoF gads
dZH x2|o| 2FM Yoo A7e BRIt USS KIH
Ch =M, = S7= HeHel SR gl 7Hds 4
tRICH. SRS SHQR ADE E2 A3Ude=z 7t
ASH0 A7 ULt CiYet MEDd APSE tde=
ARt a4lo| ME[dE &Y + Us Aol oo 2o
Ch. MmY, 224E0| 042l =0f et Oj7fSetHolol e

|

OF

=

O[Tt AHSHO| SHHO| XYS UFED 0] HTE 4
SIICE. MRt Rojolmol ofixiel HHOIN ZFo| X

Begl Yool 2y, SAUC £40| Coy So ws

n2fotx| ZPUCE Ofof Chet 20| sttt UR, 2 o
= 2H|Xte| JHoIH XtopEHEol| =EE FRACL ARl OfO

i mjn & o2 ofo OF P mjo ofy 1t o
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HE|E|2t 7HOI% OO[HIE|E|2 AH|XtO| OFO|HEIEIS F=E5}
0 BRIt SRS Mel7t 83k AelH o ATH(Choi,
Xu, & Teng, 2018; Mia, 2017; Lee, 2019)2| RHO|A M2}
= g7= Qs
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