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Abstract

The purposes of this study were to investigate how self-construal and reference group
information affect purchase decisions. One hundred and sixty-eight participants were randomly
assigned to the 2 (independent or interdependent self-construal) x 2 (hot or cold regret) experimental
conditions to make purchase decisions about 3 items. Reference group information (positive or
negative reference group, or control group) was assigned randomly to the description of each
product. Participants were asked to evaluate their degree of regret and probability of purchase in the
hot or cold regret situation. Then, they were asked to list thir purchase factors and free recall of the
text. Results showed that information regarding negative reference group would affect only people
under interdependent self-construal condition and lowered both their regret and probability of
purchase in case when they lost the chance to buy the product at lower price. Reference group
information did not affect people who were under independent self-construal condition. Analysis of
recall protocols revealed that reference group information would lower the recall of product
information other than reference group. In addition, reference group information would enhence the
importance of situational factors in purchase decision for people in interdependent self-construal
condition, whereas it undermined the price factor for people in independent self-construal condition.
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.607 538 84
548 504 42
548 504 42
548 501 84
583 496 84
571 544 84
ST7 519 168
524 671 42
571 547 42
548 .609 84
595 497 42
429 501 42
512 .503 84
.560 588 84
.500 526 84
530 557 168

70



4-21

S df MS F
032 1 032 071
286 1 286 641
x 032 1 032 071
73.079 164 446
1.940 2 970  4.059 °
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198 2 .099 363
x 294 2 147 537

( ) 44.841 164 273

2( ) x2( )
425
2( ) * 2 ( ) < 3(

Box's M = 49.228 (p < .05)
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226 434 168
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4-26

S df MS F
508 1 508 2.350
960 1 960 4.443 °
x 032 1 032 .147
35.444 164 216

1.218 1.991 612 3.978

X 361 1.991 81 1.179
X .075 1.991 .038 246
X X 123 1.991 062 402
( ) 50.222 326.592 154
*p< 0.05
(p<0.05)

(M= 238, D = .463)

(M= .151, SD = .370)

(p<0.05)

(M= 232, D = 451) (M = .125, SD = .366)

(M = 226, SD = .434)

(p>.1) Bonferroni

( 427

76



4-13)

(

4-27

131

.040

119

.040

179
.049
179
.047

286
.049
274
.047

0274
U z7

/ 0.179 0.179

0.286

0.3
0.25
0.2
0.15

4-13

)

) < 3(

2(
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BoxXsM =31.217 (p<.05)

Box's M =
12.097 (p > .05)
Greenhouse-Geisser

(p>.1)( 428 (P

<.05)( 4-29) (M= .286, SD = .480) (M= .274,
D = 475) (M= .119, D = .361)

(p< 0.1)

(p>.1)
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4-28

SO df MS F
671 1 671 3.668
14.992 82 183
127 1.993 064 463
X 032 1.993 016 116
( ) 22.508 163.450 .138
"p<0.1
4-29
SS df MS F
321 1 321 1.289
20.452 82 249
1.452 2 726 4.297
X 167 2 .083 493
( ) 27.714 164 169
*p<0.05
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( 430) 3
t-test
(p>.1)
4-30 ( )
2 2.38% 1 1.19%
13 15.48% 9 10.71%
16 19.05% 10 11.90%

168
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(ceiling effect)

(Escalas & Bettman, 2003)

(White & Dahl, 2006)

(Escalas & Bettman, 2003)
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Singelis (1994)

Interdependent items

Independent items

10.

11.

12.

I have respect for the authority figures
with whom [ interact

It is important for me to maintain
harmony within my group

My happiness depends on the
happiness of those around me

I would offer my seat in a bus to my
professor

I respect people who are modest about
themselves

I will sacrifice my self-interest for the
benefit of the group I am in

I often have the feeling that my
relationships with others ~are more
important than my own
accomplishments

I should take into consideration my
advice  when

parents’ making

education/ career plans

It is important to me to respect

decisions made by the group

I will stay in a group if they need me,
even when I’'m not happy with the
group

If my brother or sister fails, I feel
responsible

Even when I strongly disagree with

group members, | avoid an argument

13.

14.

15.

16.

17.

18.

19.

20.

21.

22.

23.

24.

I’d rather say “No” directly, than risk
being misunderstood

Speaking up during a class is not a
problem for me

Having a lively imagination is
important to me

I am comfortable with being singled
out for praise or rewards

I am the same person at home that |
am at school

Being able to take care of myself is a
primary concern for me

I act the same way no matter who |

am with

I feel comfortable using someone’s
first name soon after I meet them,
even when they are much older than I
am

I prefer to being direct and forthright
when dealing with people I've just
met

I enjoy being unique and different

from others in many respects

My personal identity independent of
others, is very important to me
I value being in good health above

everything
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10.

11.

12.

13.

14.

15.

16.

17.

18.

19.

20.

21.

22.

23.

24.
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13.98%

9.71%

7.44%

6.74%

.654

.608

484

461

435

147

.696

492

436

429

760

731

542

75

751
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(

)

6.31%

5.22%

5.16%

4.60%

.866

725

124

704

489

716

.629

487

.824
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(1)

2) 1.4
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4)
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(6) M2

(7) 420
365
(8) 6250
5000

(1
)
3)
43
)

(6)
(7
(8) 2000
1600
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3000

2000

3000

2500 2000

3000

96

2500



420

420

MP3

MP3

2500

365

365

1.4

1.4

2000

M2

6250

M2
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6000

200

6000

200

3C

3C

5000



5000
( )
1.4
MP3 M2
420 365
5000
( )

1600

98

6250

6000 3C
200
6250
2000

2000



2000

2000 1600

2000

2000

1600
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( ) ( )
2500 1500 2500
2000 75% 500 500
25%
3750
6250 6250
5000 1250 25% 1250
75%
2000
1200 2000
1600
75% 400 400 25%
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Creyer  Ross (1999)

1. Ireally feel that I was making an error when I made that choice

2. Iregret my choice

3. I am confident I made the best choice based on the information I had
available

4. Iknew that I should have chosen differently

5. Before I should have chosen differently

6. Before I received outcome feedback, I knew that I had made an
excellent decision

7.  1think [ made an error in judgment

8. Ireally feel good about my choice
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64.00%

.895
873

831

819
.804
72
561

67.78%

911
.870
.870
.856

.826

813
571
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64.00%

930
.897
875
.861

.843

.830
.662
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43.43%
717
709
535

33.19%
75
573
S15
25.00%
.842

34.11%
847
568
526
26.53%
134
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37.83%

758
723

33.47%
955

37.79%
75
=707

34.23%
912

34.27%
-.761
.658

34.03%
.836
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