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            초록
          
        

        
          The purpose of this research was to examine the effect of a purchase rank and competition strength on perceived achievement and perceived product quality. Results of a series of experiments showed that in high competition, consumers tended to perceive greater achievement and product quality when they were informed of a purchase rank compared to when a purchase rank was unknown. In low competition, consumers tended to perceive greater achievement and product quality when they were top-ranked in the purchase compared to when they were middle or bottom-ranked. Effects of a purchase rank (top, middle, bottom rank) on achievement and perceived product quality were not found in the high competition. Furthermore, consumers tended to perceive greater achievement and product quality when a purchase rank was informed before purchase than after purchase. Theoretical and practical implications were further discussed.
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