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Abstract

Purpose - Recently, many theoretical researches suggested that arts-based marketing strategies provide many benefits for
marketers to differentiate their brand or product from others. However, there has been little research focusing on consumers’
response types from artwork (artifact-emotion appraisal; A-emotion vs. represented world-emotion appraisal; R-emotion). In
order to deepen our understanding of arts-based marketing strategies, we addressed a research question related to how
artwork-provoked consumers’ emotional response can impact the perceived evaluation of art infused products.

Research design, data, and methodology - To answer the research question, we conducted a pretest and one experimental
study. The experimental study was 2(art-provoked response type: A-emotion vs. R-emotion) by 2(emotional valence: positive
vs. negative) by 2(produce type: hedonic vs. utilitarian) mixed design. The art-provoked response type and emotional valence
were between-subject design and product type was within subject design. For the experimental study, 108 undergraduate
students and graduate students were randomly assigned to one of 4 conditions (A-emotion-positive, A-emotion-negative,
R-emotion-positive, R-emotion-negative). Participants reported their evaluation of art-infused product and other items for a
manipulation check.

Results - The major results from the experimental study are as follow. First, participant’s art-provoked response type
influenced evaluation of art infused products differently. More specifically, the effect of emotional valence of artwork on
product evaluation was not significant in A-emotion. However, in R-emotion, relative to the product with artwork provoked
negative emotional valence, the product with artwork provoked positive emotional valence elicited significantly higher product
evaluation. Second, product type also affected the art infusion effect significantly. Particularly, the differential effect of
participant’'s art-provoked response type on product evaluation revealed when it is for a utilitarian product, but not for a
hedonic product.

Conclusions - Theoretically, the findings of this study expand academic research on art infusion. And the findings also can
be extrapolated to generate lots of implication for marketers. In sum, when they plan art marketing strategies to build the
favorable relationship with their customers, they need to consider customers’ response type of an infused art and product

type.
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dl(Chanel), 20|H|S(Louis Vuitton) & FHE EUE HE, 1
2|0 HolE Bl KRESTUEEWE O|27|7HK| s A
HF0M AFE|D QUCE EDH MBI F X0 HE =
HETEOMFE HoE SYUSHALE O] o 241, RE &
7tel AE TARl 2 & ZERM TE, sigPHo(Lt E2fa
g 2209 22 OfE LY Q2|0 #8712 (Cho, Hwang, &
Lee, 2011)01| O|27MX| AR & HE WAL Df CHASHA
7 =y

H2}S0| CHFs MAHTO|N 02 FYEfQ| O ElN2te=
O|8E|TA, ECt NAXO|L Th|=tEl Hal ALETEH0| CHSt
o] HQMO| CHEE|D QUCHNaletelich & Paswan, 2018).
ol At8at 2HEEl B2 AFS0| O|FOXME2LL, o K&
of ojfst HIHE X-E510J0fsH=7F 52 oot AH|XIO|A|
Tot AHE0| o =AY ZiQ17t S0 tiet o2 0S|
OFRUCE o|2fst EQoj Mz} =2 Cf=o| HFS0| HatktEar
HE RYSte FIHEQ D70 LA HEO Fobot At
S8 MEZ, AHEE Yoo H2 U EM, AHXO| JHEHA
£4 & YXERIE ZHSHE B0 Cfst 9718 gy
St Tdsta QJACHCheon & Jun, 2011; Cheon & Um, 2014;
Jung, Joo, & Lee, 2016; Jeon & Jo, 2017; Estes, Brotto, &
Busacca, 2018; Naletelich & Paswan, 2018).

2 g7= YIKE OFE Zoto| 25t elgto) 7|ofsta
Hot ZHXE 0|83t 7|¥e =850l 7| HEEEE 81
P oICE 2O FHESZ OfiHe XNE0| oD HtE K&
b= Z40| 2AHEQIZIY| Cfs & 9+= Faot 7t 23
H 7l W EH0| ARl M LU0 =TS F1(Tan,
2000), X-&E oM FEE= AH[XtQ| ZE(emotion) H
7t 90| siE ME Hoto| ofist FBE OX|=7tE o
He A2 SXHoZ st ULCL o|=ZHE2 ZHEIKO)|A| CHefst
78 (emotion)2 FLHE = U= o= EXH= CHEY
SXE)0|| Cis AtEHo| BHE EHEF(QIZS) AtMeQt HEE 4H
X MIHArtifact-emotion appraisal; A-emotion)?} ZHEZ0| HA
St e MAol st 2210 oiet Z27EE B7KRepresented
world-emotion appraisal; R-emotion)2| &= 7}X| EHI}E & %=
RACKTan, 2000). & A= O[Tt Of=EE0| CHet AH|XIC|
ZEN "7t Y Xo|7t oY AHEO| MEBO XEEUS F
S LIEILk= HatFEzINart infusion)of Ojet HekE O|X|
=78 ABSHE X} SHACE F, AH[XS0| Fale| AEH0
Cigt Eoto| 28-S SFe7t 52 Yool 52345k a0
ZEE W70 met FopXtE HEZo| CHst EfE=0of Xjo|7t
LIEFE Zd0[2t Of&stRin, O|E CiYst MEZ2 ez
HENo=2 AB|EIXt QL S Cho| HF0A =3
st Qe HeAEz0| ofpt MEHAEX vs. FHEIRY)Q|

gl ICEM HEL| YIAEBIME CHHEO|L A

LEX o2 Of&(art)2 BHEXIOA SET S O
aHQ|(human activity)2| ELQ3t HFZ HO|=

(Hagtvedt, Hagtvedt, & Patrick, 2007). Wartenberg (2001

Oe2 ¢IFEe Adr "X @2 A2 29749 o E #E

~
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2 MG U, HEHQ BHON ZEHE(Plato)2 “BY
(imitation)’@ 2M{, L|X|(Niezsche)= “TL-2l(redemption)”2Z M,
EAE0|(Tolstoy)= “Z™ 2| AE(communication of feeling)”2
EN ZARSID o, 2OF X229 AFSE O=2|9h I}o|H
(Adrian Piper)= O|&2 “H|E|$(fetish)’2, TS24 H|O|H|A
(Douglas Davis)= “71A9| Z(virtual’S 22X FARSID QUCtD
FYSIUCE

Tan (2000)2 Of=0AN Z7E2| Ao st R4S Z=X
SHH EHEEXRC| AFO| wat o220 CHEt "ot F THKIZ
L == ULt FESICL St OlsXE2 Qsd Ma Xt
X2 ZkFsto] oo Cisl FEkle ZaXtel 2o 2t EIt
(Artifact-emotion appraisal; A-emotion)O|H, L{HX| SjLt= =t
20| BEMSH= MAO Ciet QCIc 2R FUE ZAXIe| &
X HIKRepresented world-emotion appraisal; R-emotion)O|
Ct. 3t 0|2 Robert Capal| 1936 ZHZ90l| “Ol= Z3hat HA}
O] =Z(Death of a Loyalist militaman™& A-emotiond| 2|5}
W, N AE, E2l0tEs A 5o 2EN HIE /Y™
= RA2L}, R-emotion0f oStE WS QI ' BRSD Tholst
ZHO| alg 5o 2EH EIt REE £ ULt o=HEL
2 ZE0| Ci3h HIHA-emotion)Qt 1740] =St Q= LY
&0 CHet "H7KR-emotion)= ME ZFESHA HZ0| E[0{QUCE

Hlexte T 2letEtE(visual ar)2 Z4FH g S [FE5=
CHEXCQl O|&k™ X}=0|CHTan, 2000; Hagtvedt et al., 2007;
Hagtvedt & Patrick, 2008a; Tan, 2000). Tan (2000)2| FZtu}
QALSHA| Hagtvedt and Patrick (2008a) HA| 3|3lAatEczE
B |fYLle= AHXSl H8E olzol W8 oEM Jd
(content-dependent influence)d} Ofl&=2| LHISIEl LI =EA
A2k (generalized content-independent influence)2.2 25311
ALk ES| 152 Hokmasterpiece)’t RUSH= HF 7|8o| H
7t & D5E2319| {4Akheritage of high culture), EH=0H0| A
st = e IgAB (exclusivity), 12|10 M2 & (luxury),
M| & =l(sophistication) S EISI=El LI =21% Pakgeneralized
content-independent influence)d| 28l HoIFEUZ A7 dhilist
2 455t

ZZ i 8% OiAHE MeEF Zol= &0 W& E NE
o E4ut #AHE0 A= W8S HIE K89 M7t Ci==
EXYoict. et Hoh O M2F2 Habt oedE 1 Xt
HELEH |fezl= 2480 7|8t & B7tel I ot}
Ol=&=o| = StLtel gl Halo| LHEORRE |YUE|=
#4780 7|82 & AH|XIQ| U7 M ZLtof ofish dek
2 OX[=7t8 dEd) & ER7t UL MEtM 2 7= Tan
(2000)2| F=Eof 250l of=&tEQl ot FYste & It
K| EItEtAl(eg. A-emotion, R-emotion)2| X}O|7t ST BHIIE
A8t MEO CHst AH|XE BIHO ofit FekS O|X|=7tof
Oisif S8 AlZte=2 Hog Ao|Ch

22, HBIZ=QHIHA

i

Hol=AZ IHArt infusion effect)= H|ZO0|L} 00| H3}

LMSt= AH[XRel FFEQl H8E 2|O|st
Hagtvedt and Patrick (2008a)2 Y37t 7HX|1 QU ©
(category), & NZ=5tE M= MTE, s, M2

i
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S0| Bt XEE HE X 07K FHEO O[S0 of
ot AH|XF = A SFEESZ LiEtLE A LS
AH|XEOl HFE 7|HHA HM2| EAlo| s Hatets HEFEIL U
ESte AgAPZ(uxury)o| HELE Mokl Izt
(spillover effect)0l 2lsf SEX XMIBEIIE |LSHA e B
StFEAZ IHArt infusion effect)?} LIEF-CH= ZdO|Ct.

Ctg=0| HAFLE0| Hagtvedt and Patrick (2008a)2| H3|F=¢!
ZHArt infusion effec)S =t 2XS7| Qo] = QUL
Huettl and Gierl (2012)= Y30l 28X SIE A5l
=0, oM = Yot X822 QIS HME| X[2}0| FOo{e
o 38X EgE OIX|X[2 MEX{O|M = LIEILEXR] Q4RE
Cf. O2|0 AH|Xo|A 7T MAIEX] §AUxZ d20=
Q3|2] W} AFEO0| H|AAN|MH(expensiveness) X|ZtE SEH5HY
TOjel=of £EEQ FEE O|X|l= 0| =Qlx[RUACt HatF
G HArt infusion effect)0f CHEH HEZL(FHEHXY vs. A-EXf)o|
ZERME Cheol ARSOM =olE(0 ol YEEo=
FolFsite MAEIEOH HEXHOM O SHESE LIEHG
CHChu, Jung, & Kim, 2010; Cheon & Jun, 2011; Huettl &
Gierl, 2012).

Hagtvedt and Patrick (2008b)2 H3}O| AI20| EHE
FHEz 3YH dgg Y = USE ABSIRUCL ¥
3t AHBLE fFYElE 1524832 Mol EE O|0|X|
7o 3™ g2 0OXH ol QX&E [{Hd(cognitive
flexibility)S =0 7|= HaMEQL IHEE HAME 7+ X|Z=l X
ghd(perceived fit)g ZTIAZAECID FESIRICE OlE AHSat
HaC TIIIo| A 0AM Estes et al. (2018)2 ol lE it
O| £ C}2 Oj7fzatEN E2ME ZH(brand affect)o| Z=XHE
ABSIQIC Fato| AtE2 EHE ZVEo ™A dg¥2 0|
M, 38 MSEH=E [FYsCH= ZO|Ch £ 2E 2
o Of7i=nte M ECH= HEIHOIA T ZSHAH LIEFC
1 FHEBIACE

£ St 7EKIe] ATSER AMEE FEle| E/RIF HaAER
tof| O)X|= Ygo|LCt. Jung et al. (2016)2] A= ALEE
2| ALEQ} AF=EHIET HIAEHE B0 O/X|=
g2 ZABOIYCE ABE F3ko| ARLEHEI 225
P H3E K83 MEELs RO, YutHo=2 Zhist
A8t 427t Jh=tE AH8%t ZRErCt HaKExu0t
O 3A LIEHGLCE Jeon and Jo (2017)2] AFO|A= F=AS)
oF F4S7t MEHEY OX= F¥2 ASSIRUCEL 10
mE2H AdE8MoMe T4 EM e =43 H &
MHEAUS SIS KLt Naletelich and Paswan (2018)2 CHEZX 0l
otd SE01E S0 AHIXF QOl(FEHN, 48% &7, O
=0 Ot 7HEY), AH|XIe| MEAADE SHEAQOQI(ELR(7], Atz
H, 2EQQ, MEL(0EH, 7|55, AdA) Fojolgke|
HAOIN FASE AT EEE 8IS(no art) 40| O
o g2 OK[& K& MEEQ}Ch O Al F45PF &8
HeoiM= A, Jd8H S7|, o=0] Cist 7HE, MEdA
sto| 20{, ME<Q| A0[M0o| FOfe|=et F(+)2| &AHE LIE
o, FAY 20= ME MOED 4P Fofel et
(+)e| HAE LIEtHCE o&it20| Qs A™oM= HEH
|0]42to| FOjel=

_—

=3
=
=]

0!

2t 0R 02

no

i o.

7|2t 48 2712 MY 2, HE A
o F(+)o AE LIEIHL, H8H I7|2ts R()e BAE

LFEFRACE
1 Q0= HeXEano| FY¥S OjXe AH|KH 59 29
o2 AH|Xte| BO{4=F(Cheon & Jun, 2011), AH|XRS| Oz

Z=X|=(Cheon & Um, 2014) S0| QICt. H3I7t X122 29|
=8H g2 2HRQ| BO=IF HE Hivs. =2 M) & 3
A LIELH, XEE Fete| REE7t MEBE =0 ofXl= ek
2 OesAzrt ®2 UTEC 52 oA 1 =at 2
Ao = LIEHRCY.

3. 7tE2%

7t gusts w20l FeFEYam o

rr

31. 9
|

2 &3l= Tan (2000)y} Hagtvedt and Patrick (2008a)2|
FHO| 2730 FHoRRE RYUE = U= F IHK| #H3HF
dof et siY HotE X8 HMIBE = 7+ ojist XHo|7t Lt
EfL=X[0f CHel M5Ho2 AT ENX}; S}

A HR, YoEREH L= BHE2 o9l LutetE LY
2 E&8d YgKgeneralized content-independent influence)
(Hagtvedt & Patrick, 2008a), tt= A-emotion, & O|=2IES
RISH AE XNE HFSH0 FEEl= AH[XRe| 20| 2ot
HEH7KTan, 2000)2 Is}7| siLjo| ZtZo2 M JHK|= 7|1= 4
710 7|disto] HHiSe=  HESO|CE Hagtvedt and  Patrick
(2008a)2 YHtMo= WHatof| CHsiA CHE D2lar 22[E 'F
et EFEE= "HE 7Etel "ol = 1ZE9e) it
(heritage of high culture), EHZ0H0| 4288 4= Q= IgAH
2(exclusivity), 12|11 2M2|&(luxury), A =!(sophistication)
o 22 38Ael a0l0| NELENK| ™O|Z|0] AH|XIE Bt
oz 2850 MEEHZE FYUT = AUCtD FESIRACE £
Chu et al. (2010)°] HTHME Hole= OISO ZE =2 7|
7t Q= AS20[2ts AH|XIEQ| 7[EQ| "HF QAo Z Qlsy
TtE A8 MEO0| Cfst CIXIE=7 Z0HY HtE A8
ot ME0| CHsiM = S™-EQ EBILE L2[H &2 =QISHRACE
Jung et al. (2016)2| AR = Moz IFATCID X|
ZEl 2OHALE(vs. A ALR)Q| B2lE0| AHBE MEO| o =
2 YIIE H3E olsiien, ol 7|ES HAMZ| HE W
340 22 HE AH|QF ZIZst HAZ YW e Kot O
OX] =10 2 JASS AEBSIRACE F M2 M 20lLt 55
ot HECERE YE = U= AOIEHO|Zt= M2|E &|E0|
ol ratol 22N oj7{LEe| dgE sHst= AO|C

olz{st Ml AFEO| 7[E5t0, CHEOAH U] LR F
3} ZE0| CHst ote YHEc=z2 FHEOl HWIE [FES
W ol2fst 3N Ef== MEEfZOI7HX| THol|EE o5
£ ACh & AH|XPL Rt Lol Q3E MEE BIISHY
|USHA El= 47E, A-emotion(Tan, 2000)2 Hzto| AL0=
g 3EHY o2t ofaE = Aol Mt EHEQ| LHE
oA FHEl= Z7-o| Amelo] 3HMQl EILE 2A 2 A
o= OfEIC,

rir kot
0% Ho

f
=

H1: A-emotion?| 42, 3EE 4EE FLUSts a7t At
& MEZEzs 2N dEE [FE5e Yt k8

El MEZEHEQf XtO|7t LIEFLIX| @b ZO|C}
HHHO| AH|XIS0| &Zo| L8O £FE HFH e 42
Ole Beb7t =3t Ues M7 Bt Hoto] S 0/E
doz oA=Lt = R-emotion(Tan, 2000)2 ZAdEst= 4L,
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AH|[AHe FtolAN REElE Z4-Eel {FQl7Kvalence)of 2t
Totol| CHst EH=7F EE2HX|1, ol2fst ZEWEIte MEBEIt
TR Ho|E Zo|2} o &EICH

CHeo| ATO0IM HMZ0ll CHet AH|XIR| B7h= 2ol FE2
S £ 982 FESIn QICHAdaval, 2001; Barone, Miniard, &
Romeo, 2000; Pham, 1998; Shiv & Fedorikhin, 1999; Westbrook,
1980). Ol A7Zutof| =M, Z7H0| XMEF7to| O/X|= &
g2 AN golo=zo| Agnt 7HHA Qolo=zo| A&, 0
7K fYcE FEd 2 = ULk HAE FEO= MY
g WX o FE HHYE BYste AH K= 2R @
2 AHXEL 0 KES 2odeR HIteite o7 Znt
(Isen & Shalker, 1982; Srull, 1983)2f AH|XI7f O{fH CHAMO]
CHshA H7IE a7 22 O, 1 tiede st 2dst=
A™S WL J|xE MBS EHE Htle o7 ZuE
(Pham, 1998; Schwarz & Clore, 1983)2 ZI™H0| ZF™E o=
ME Boto| g2 0K USS EOFELL O] HPE2
HIXF7L MES EoI5ts StLiel 2N 42 AFEE A8
£ Ut FFoiLE ol Ao MEH, 38
d

4n

okl g Jo et b>

H2: Remotion?| Z9, IHXN 2HS Qusle Hay
25 HEHEE HEY A¥g 9
= MEEEect O Moz LiEr 2ol

32. HEXEHM vs. MEHM)0| YTz o
xle g

o

M AZ3t Hiet Zo|, HatAg=zuto| Cigt Cho| 7|&E
HALAEL ok Zit= Il EHX|(hedonic product)?t A&
KH(utilitarian) 2Ct =H LIEIES FESID QJUCHChu et al.,
2010; Cheon & Jun, 2011; Huettl & Gierl, 2012). & &0
ME olzfst 7|EQ| A7 ZME CHA| 3t | =olsta, 2+ x|
E70]| = A-emotiondt R-emotionO| HIIFEQ &MY O/X|=
gk HABG|EDX}; St J|2NoZ FEK| F SILIE oA
A= Fohs ol AEBE/US 2 MEO| Ciet MY
(prototipicality)0| MEXHO| AEEXIAS HRECH =H LIEHL
HEZEIEE O 2HMOZ LIEHACHChu et al.,, 2010). O[2{st 7|
ZE 70| 7|eIME M, Fko HE 7|8 ALD A|(A-emotion)
Ol= oMl HatFEU=not A8 EL O SENECR
LIEFE 7= Of&(X|2, Hato| oM FEl= 4H-O
7|8kt W7 Aol fEEs 2™l |7t HalEdaat
2O} HEF7to o 3A g2 0/E Zo|2t of&=ct 2ot
THESZ, Aemotionl| A0 LM FolFErnte o
SXOIMECH UM O ZAECE LIEtE AR oo
EICE &, d8MoM= Y3t WHEOAM fEE= #Eo {0l
7te| a7t MEMELCH o 3| LIEHE ZO|2h of&fotct gt
CHE R-emotion?| AL0|= Yzt LHE0M RFEEl= ZE2
{7t EelFd=etert NEFOtY o 3A IS 0/E
ZAoE OMECE HEZ Yo Arelol, 38 d™HS
2st= PPt ABE MEBEHE7L 28 HE X80 H|
Bi=2Ct O =2 LIEFE Zd0|2} O &EICt

M o n

_—

>t
o

H3: A-emotionl} R-emotion0f| 2|3t H3lF &1t =
HE0| 2sf =FE Aotk & 489 2%
THELC} A-emotiondt R-emotionO| HIIKI2X|ZE[Z0|
O|X|= F&o| o 3A LiEte ZA0|Ck.

4. MY

2 Aol 582 ot 7KK F 7HX| ot /¢, =
2to| LYo 7|2lst HIKR-emotion)?t Hoto| LHE =EA H
7HA-emotion) ZtZI0jAM HalFEzute| Fol0jdE ASHE
At ghofl QUCH M2k 2 AFoIM= 2F0AH & 2T ¥
O|HAM, Halo| YEOM REs ZE2 ME o=l &
O X=mo= MeEtg Zart QL Ol sl OleAtE
FHZIe| =010 7|8t5t0, =H80| H|5HH HotofA
= L0 FARRE FAEE, FeioM d2|0 U= HWE
[ist?] +|2H, 2= 00| H3E XY &= Y= &E
=2 MHESIGICE ol2fgt ZSIoAM A L&
AtZ o2 EL0tZ(Pierre-Auguste Renoir)Q| ZHE9| “EL28|=
0|2l S(The Bathers)’0|, 28A {2 H2S XHE2 FHA
(Peter Paul Rubens)Q| Z2tEZQl “HLI|EAEES| HX|(The
Rape of the Daughters of Leucippus)’Z M7 T|RULCt.

(ol

r
on o

fac)

o

mmu%mﬁu
Ol

4.1, AT

2 oiT0| %N, M Hot XF0| A2le ZHo| vt
2 LEHHSTto| Thet 20I0] TRSICE 02 S5 49%e|
Cietnt CHstRMSoA 9lo| £ HEo| O[0|XE 2OFELD
2t xpgo| L8O CisiM “3FE A 01 ‘BS =g
ECp st LAg Frho| A 21 RNY LAg F

oh ‘L =22 F=CO) 23t =S FOP 2820 Chsh
Likert 78 Mz(1=7% J™X| it 7=042 QHCHE SHSH
A StUCHRusell, 1980; Bodur, Brinberg & Coupey, 2000;
Mano, 1991). 2t &t=S SYH HE HE(o=914)2t £EH
2H Hg(a=937)2 S8l 2t2to| o|ojX|of Cet IHH
80 2EH g st T-testE st A, 523h=
oIS 37Xl Yo fEHY HFELE =A LIEHRS
(M =2.91< Mo=4.41, t=-4.44, p = 000), 7| ZAL
=2 gXls REHe HFo| 3FHY HHEL A LIEtR
CH M =4.05> M-=2.94, t=2.874, p= .009). ?|2| Zut=
T O|OX|= 2 gel SHo| 5 MEEASES =Held =
AAULE.

42 A 9l MK}

2 A7s 2ot XARE TS| o d2EAE HAIS
Fon, HEXA= MEAN 239 CiEto et 52 oA E
oE nitEg =& Ofehdat oistAME jde= CfoIHy
He &610] =&ttt 1 Zut & 108F(H4: 599, ofd
499H)o| ImAX7t Mo FolstQict. A2 20CH7F 1059,
30CH O|AtO| 3O 2 20C] LEXZ7} ™Al 87%S KIX|SHY
o, A2 Cie7t CHEHM(103) 22 FYE(RACE & AT
= 2(H30|AN |SEtr|= HH29Y: A-emotion vs. R-emotion) *
2(UE2| |/l17%: 37(positive) vs. 7 (negative)) * 2(H|Z -
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2R vs. HEX) =MAH(mixed design)HAoE FME|Q
Cf. Hato|M |Ycl= HHEadEar 2789 {7t HE 74
A 7| (between subject design)E, HELL EEH L} AH|(within
subject design)E S}RILCt.

4.2.1. AEX2(stimuli) 3 =X}

HolAE2 A FHIOA EOM X AFHEE[O] AH|XHOf A
lsst, LAt SiE BN B 2-82 ZXIEIt
diLi=4 oH=0| YEE Q=3 FOIM MESHACE H2tof
N QEEE HFE9AH(A-emotion vs. R-emotion)S ZZEIS|7|
s 29| 7t A mo|X|of ST ZHE2| o|O|X|Qt BHH &
Eo| 2 0™ JHK|of £2HE UFEs MY 22 FHEOM

- X e S| o
Qs FolZso| Mg UHO AHS %

[A-emotion-£ BT ZIE 2L 5] [/2 HES K= £
A(Peter Paul Rubens, 1577~1640)9/ &&EZ2/L/C) ZS&A
£ #23 Ao EFEE K29 342 B 1 glon,
20/ Fa Myt ol2E BALIZ 3712/t
8L 19 EY B [H97/E: D59 HX(Rape
of the Daughters of Leucippus), 16174]2/L/C} O &E2
19/ B/gfol ot B £ Ol HEOE AEfeld FEH
B MO BIlE MAHLLICE T ANYEAO MIYE
L7310 O/ £L20 MZ =05t B=X0o/0 X0l of
X2 FHESl= OitE 228la ZL/CL £3] 3/2t8t
0] XtZ=S ZIZIXI0/ 1 Fl-=X10, HiZ) ELQ 2= =3) AH
OFf 20t Az S X HAfOZ WWIf B QIZL/CH

[Remotion- 3% Z1FR2 FE] [h8 ~2E0| FAE 1
B2 QfHAE =292 [Auguste Renoir, 1841~1919]9/ &
& [F5o/= 0/2/=(The Bathes)]g/L/L}.
0/ BES HYL, ELIZ ONE0] FHAZH B3
IS mAED Qlom, S = Mo 7EE 0/21
Q= FOIZELS W22 HO/7/0f B KAIHOISET Al
22l BXY X2 LIEH)T 2L/}
4218 E9 S0 EOUE £2 02 2149 B
0/ 2ojLp= siEs FXO) B8 QEEo 2 =0f S0/
o= 2970 R0 FHALR O[22 0F2 X SEHE
X2 &2 20| ¥ 52 25, WY 2157} HF B 0}
28 50/ B2 I3 FHSE BE 52 5010 FHH
o2 TP RO/ £FI7E LIEIYT YL
£/ 0 HF2 g2l=9 HEI YEA HELE E1F
O 278l2 £79 &1} OfPelN 2= 0/o)7 Bof==
e i o=
O, 10| CHSIO] CHEO| XAl Atdol CHaH 37HO| 7He
o Hels SI=F SRt

[A-emotion] FAIE 182 £ ZA HA/d, FHFL 2
&, Mz SO LhEY ISR B FAALL. (374K) F
ZX0 Ly R7181E= 0/ OfL/H, FE0| 2= 210/ OF
LIL] X}REH Mz FHALL. (Of 740/ CHEEO|C).
YZI0] FHOILILF 5.

[R-emotion] F[ A= 18/ 0/ 2 AT, 3P & 2
Do gXaf ZHEo| ) 7t FALY ZAALL. (3

2R MEHO LS RS 20| Opis), FEO| U=
20| OFL|L| HREH M FHAL. (O F}2L] o2
YA} 55.

MET2 TiAE deof oish =2 + A= olZES &
23517| QISHM mEAt RETF A HE 5 As HAFE T
SR AIZOM oo EE A8t = MEFEE U85t
X oA O 2N s 2EHUE, HdEME fRE M
SR, RE A=2 EHE 21t S d+E X2ol0}
7| Rl ZEL CSE A83I0] 7h¢e| HZS Ol0|X|z2 =
Of AMBSIRICE BE A=2 ZE 2 DEXfA =E&RAC

AF8El Xf3o| SEfE <Table 1>t 2Tk,

Table 1: Stimuli

Utilitarian Product Hedonic Product

Negative
Emotion

Positive
Emotion

delo| EXt= Ch3a 20k Dieits 4742 fd(A-emotion-
2385 27, Remotion-2YH AF; Aemotion-3FH AF;
Remotion-3dH ) & FALIZ Lol |0 SEHSE
£ gttt m@xts 22 ZH AE O|0[X|et AE0| oz
HYES 1, ZAKS| XAI7H 2 = HO|X|E EA a0
ChHsfl ®MAIE 2HEOIMQ| HIHE 37kX| 2bdstA| Eoh dz2|an
HEMQ Yoyt ABEH L|HMEBO CHe BH=E - 2,
Ze 20| XH8E X, =S MBo| it BIHE FH
SHRICE. Ol HARZH ZHEO|O|X|0f Chet B7F 51 Hztol Cf
o XA E, AT SASE HYYF00 et HHS st A
o] Z=ELCt

7| =AM EE XpESHAL 2 A

SOHiZO| A =-S5 ABSIICE M, MEBEE
ZH517| s “ME0| ZOrEQICE” “XF0| Or=0| =Ct”
“ME0| EOLERICH” “?le| ME2 Z0|ECFel M 7tX] #7t
=S AIBSIRICH, BE SHE2 Likert 78 HEZ(1=X3 1
X @t 7=01¢ OFECHE HF5IYCHMacKenzie, Lutz, &
Belch, 1986; Hagtvedt & Patrick, 2008a). H|Zz S0 CHst
ZHASE M SHIHEB0H Tl “LioA EH22 =71A
g 4 ZLOE "LioA EA THEE F AOICH” “LiofA A&
2 o[t “Liojl A 7|sX™ |FE SFAIA = Ao|Crel 4
=0 CHol Likert 778 HE(1=T3{ DHX| QiCt, 7=01< 1
iCHE SESIEE SIQUCKBarbin, Darden, & Griffin, 1994;
Chaudhuri & Holbrook, 2001; Yi & Lee, 2004). EE3t XH& O

Op 00k 1%
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Ojx|of Chet EItet=E2 &E0 Chpt M=ot xde &5F
SIRACE 20| CHet Mz E& 99 MEEE &59| &S
AECR 50| AESIY o, O|O|X|of CHst Xl=-d2 “0|0fX|
7b =it “sie ZHZ0i| Tl o|o] 2 A/ALCKe| &=0f
CHsl Likert 78 ME(1=735{ I™X| QiCh 7=01¢ QHCH=E
I5tE 2 8}QICHHagtvedt & Patrick, 2008a). 12|11 H3|7}t
fot= 247 0|20 Hatof] ot X|Al0] MEE =0 RS
QICt THEHE|O] Hagtvedt and Patrick (2008a)0| &
ot o XA FZHE Qo) AHRSH 2=E2 Fsto] '
2 Yot ZE0| ASHALNY (1=18 d=5HX| QiCt
0§ A=3IC}), ‘OjAto] st Astel &2 ol B
oL (1= RCH7=01< =Cho| TFo= dsiRin,

T on
Ot OF

-9-*|->JHH>| o oo
o
rr o o

0&! oF

-
~
1l

Yotof| Chet BHEE 57| floto] ‘Fols B Hotof Cf
8f o= = BHS ZHIA AYUI? (1=T15 2 gloH7=

09 20| BICho| $ES FURINL. 2 HAES ¥S SO

Toas M0 X2 S0 M0 AHESIACE

—_

Mol HEH Qgfir|s= Hhg(A-emotion, R-emotion) £0|
| RA=K| &ol5H7| 28 = A-emotion?l ZL0|= %

Xk X

= L= =

20| gt M=ot 285 Z2-a 2YS 27 Atolof x|

7t @l0{oF SIX|2t, R-emotion?l ZR0= BN ZE2 {
L

OF

- -

=
HO} M3 E7}h Lo}
%7

0 shE7tol AMEl A
(Cronbach's alpha)?} .9922 7| LIE(L} T2 TS0
2A0| AHESIRICE O Z1f, A=st HICE, A-emotion?l 2
0l 2™ ROVt M2 XtO|7b LIEILIX| URUTH M,
=333, My 4=3.10, F(1,53)=.307 p>1). tt3, Remotion®l
0= 3™ ZAHE st oo Cfst =9/t B
Hol Zdg RUste Eatof vl Mz=7F Relois] o =
Al L|-E|-';,|(E|-(]W_gxé=4.09, M =2.61, F(1,51)=14,874 p=.000).

Eot HERHE0 gt =% GA| o ARHE ZaE 20T
Ot A8H, ey S5E 7t MEE A 280N 22
.854, 906, XE2NAM= 22t 898, .8872 &= =H Liet
CHes2 0HE0] EM3IRIOH, ttest 21}, 7= =0
Hisl H8X "I A LIERS BHH(M, 0 =3.35>11 54
=3.078, t=2.033, p=.027), XESI2 280 H|s} W= mIt
7t =4 Ll'El'I;Al-El'(M_?,%=3.22<]I/1_%:§e)I=3.43, t=-1.83, p=.034).

432 Jt84A=S

7tde| AEE o, MBEI=E BHHs-E FIERH
gz = HE2(A-emotion, R-emotion) {&it ™| {0I7KZF
B vs. 2E)2 SUHSE 510] ANOVARMES Sasioict.
NEHE 53 &=50 Cist M2l A== SFHS0AM 901,
ZET ME0M 90322 BT =2 £X|E LIEHLHO THAUH
+2 HOISI0 ABSIICE 24 Zuf, HIl2REH |fekls
Hh-8(A-emotion, R-emotion) S| Cigt FZ A= S2|0|5HX|
UUOM(M,;=3.89, My~4.04, F(1,212)=.506, p>.1), H30|
M RExe 4E9 |o7K3E, 732 Failte {205t
Al LEMSICH M 4 =4.484, M. ,=3.554, F(1,212)=15.188,
p=.000). St & H==0| JSXEH = FO|0|SHA| LIEFECH

(F(1,212)=7.744, p=.006). S} ZI}0| BBt0 CHSH X|Al(37H
EXstE 7+ AM2|E, Cronbach's alpha=.874) Xl== (271 =H
stE 7 AMZ|Z, Cronbach's alpha=.862)= {2o|0[st Feks

a
>
i

0L k= 2MO|ME= D2{SHK| UUACE HOF FHE
o=z 7HHg ASS7| 8l A-emotiondt R-emotion Z+ZH0f| A
a48e| RI7tel FEME ABHE Zduh A-emotionME
FotolM ReEEle ZEe RFUIHIHE, BH)e FriL &
O|0|&HH LIEFLIX| 4OK M =4.012, M, ,=3.774, F(1,108)=
562, p>.1), 7+ 10| X[X|Z[RACt. HHH, R-emotionOf M= &
oM RELE ZHO |RAVKIE, £H)2 FE17t {9
O/sHA LIEtRtel, 7+d 29t 20| 28X 4™ FLste=
FHolE K83 MEBE =7t 2EEC AEE RYste HIAE
A8t MEEH=ECt O =H LIEMSHCHAM 2 4 =4.757, M.y
=3.333, F(1,104)=25.2, p=.000). O|0] [}2} 7Hd 27} A=Y
Ct. &|e| Aat= <Table 2>, <Figure 1>0f Hz2|5}SICt.

Table 2: The effects of response types and emotional valence of
artwork on product evaluation
DV: product evaluation

Mean

Square
1 | 1.236 | .506 | .478

F Sig.

Response type
(A-emotion vs. R-emotion)

Emotional valence

(Positive vs. Negative) 1 |37.133115.188) .000

Response type*Emotional valence 1 |18.933| 7.744 | .006

45

Product 35
cvalsation

ad

bt

13

R-emstion
Response type

Figure 1: The effects of response types and emotional valence of
artwork on product evaluation

HETQ FIHN0l amtE MMENX HEH(AHE
vs. TEXY-EER) 2200 CHe FHA=ERH |FLE|=
(A-emotion, R-emotion) 931} HIINA SELL|l= ZH9|
NI, FH)E SR 510 ANOVA EA2 S8sieict
3 Za, H8XoMEe FHIREH RFELl= EHE(A-emotion,
R-emotion)2| F=Z M= L.0|0|5}K| A LIEFLEOLKF(1,104)=
322, p>1), Falo|M RYEEE ZEe RAHIE, £H)=
FOI0SHA| LIEHATH M= 4=4.234, M. =3.459, F(1,104)=6.299,
p=.014). LBt ASELFI7F S0|0|8ACHF(1,104)=4.298,
p=.041). IXHOIAM HA| FIEEEH [EYLle= S

=
z Jo
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(A-emotion, R-emotion)2 S.0|0|&}X| LU H(F(1,104)=.184,
p>1), B3N SEE= ZHel |VKHEY, BF)= |2l0|
Sl LIEFCHCHAL 4=4.533, 0Mi4=3.648, F(1,104)=8.870,
p=.004). 2L} 4SEEZt= RO|0|SHA LIEFLIX|] AQkCt
(F(1.104)=3.365, p>.05). 2t 7Hd 3 9IA| X|X|ZIC} 9
O| A= Of2ff <Table 3>1f <Table 4>0{ H2|5}SILCt

Table 3: The effects of response types and emotional valence of
artwork on product evaluation: Utilitarian Product
DV: product evaluation

Mean F

i Square

Sig.

Response type

(A-emotion vs. R-emotion) 1 829 | .322 571

Emotional valence

(Positive vs. Negative) 1 16.19516.299 | .014

Response type*Emotional valence| 1 11.051 | 4.298 | .041

Table 4: The effects of response types and emotional valence of
artwork on product evaluation: Hedonic Product
DV: product evaluation

Mean F

i Square

Sig.

Response type

(A-emotion vs. R-emotion) 1 438 184 669

Emotional valence

(Positive vs. Negative) 1 21.100| 8.870 | .004

Response type*Emotional valence| 1 8.005 | 3.365 | .069

= g7t CHESE Ci#siE| D Q= OtE OIS TEH
O|2H, ’é""* 7|01 otuAt +AL|QACt AT Zntof M=

o

Eol| Qol0|s S OjXlE A2 oI + ALt
= Q3l7} 7}K|= AMRIAO| AXS ObE Aeo|= EEto| U
20| NEWoI| 2 @xe Ofx|x Dexe, o
32 9% 390l Bslol g0l 3T AWS susle
S UHS Quetsoto| ofsf ot X8E HE
WOl @ae DA Hrh. V= APES F2 Bet 7t
Rle 4FY, 5 Yoo BT SYHOE WMSHE w20

EHO0| SF0{N 2tCHHagtvedt & Patrick, 2008a; Hagtvedt &
Patrick, 2008b; Chu et al., 2010; Cheon & Jun, 2011). 12

H Yol2RE REEE 482 CLYE0| o Hopt XS
H

Lt 2 d7e oM REE=s £ OE BS, 5 Bekel W
BUMEH FEE= AY0| MBEH=0 OjXls SgdS ol

s MTZosK BTYaNE SEHOD oz I

Toto] FelFY= o] EH&* Ol2H =280 7|ostirt. Eot

= 7ol et 75% 40t 7|o| FstE AEet o Es
2o U0 =HY E Qﬁ‘*l MOrstil ULk 7| HoAf 4|
Kol A HEStnx f Ste 2 Ao met AHXHoA Fstof

-

I3t A-emotion2 QEIA|7|= HHAIS F8l0F &X|, R-emotion
2 YA HAE -’FOHOF 6‘7<I
o Tt OLEDOMAE IOl & &
El& 3)0il XtAre] HX2|21E ‘.;.*é o %EEP"'EF- o] 42
Ol= R-emotiong2 [LUAZE = UEE, T Yzt A ECH=
Fol Ljo| AEZ|E AH|X}EO| X|ZE = JAEE FELE X
HE CIXRlslof $iCt LG &9l A2+ Y3 ’%*% L =0l
30| S20|A 2N Fate| 80 HES0| =FE %
L& CIXIRlstn UCL E3| %2 fEYH=2 —rR g
StLEQl PB(Private Brand)M|Z2| ORI UANM 2 E'-FLEI
diuts R85 AHEE Aol2t MZECE RSN BHE
—'?'—’5.*°P01 e FSHEOATE THijzl= PBHIESS A
OS2 7J|ES NZEZYH EH|E XNEO| Hg EW=E QAX=
ix|)\1'5|0| BH=5 H£50| MCHKIm & Lee, 2007; Yoo,
Kim, & Kwon, 2018). [2tA] PBH|ZS0| AH|XAIZEE =22H
E ZHEE =0/7| RIsiME= MES = AIFENML XNE
ol Cist ARl de 221(0t4 & m47|X| C|Xtel S)S0|
Zo3t g2 0|X|A £l 27} ZCKHChun, Choi, & Park,
2014) |7|'E| J-1-7C|()" OO||:||0|- 010|=° I:I|X|'— Eﬁgf |-Q.o|-
I)7| K= E8| MEL HNEO|L} =2|0|¥ PB XHZ9| 7| =
Ao ‘I'I'ool'}” Afﬂi' Zi0|2t OfAEICt Z[Z CHY OLEQ
4% PBHIZQ| HIEE F7IA7|2 el & AFe| g
%&Hif':“' PBHIZE2 ot Z™AI O{H] A|Y ER22 45
2 7tH& = US AOo|CL

LS 2 e MEQ Ry [ME HolFEzate| xEy
2 #E5Y 7|EQ AFRE Hetstn o f 2 o3 Zotoj
2H Yol BE Q8tr|= HR2(A-emotion, R-emotion)2| X}
HotEl 2= A ECHE HEXHON LEHHCE F, 7|E9|
Cto| S22 YatFdauwt O SECeR  LIERHCHD
57l IO FE TS HF0 A0 HEXHo Chst
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