1765 Korean Management Review Vol.57 Issue.8, December 2022(pp.1765~1790)  http://dx.doi.org/10.17287/kmr.2022.51.6.1765

Competitive Consumption: Effects of a Purchase Rank
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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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QA AES Tl el A E A= g =
W " el e AES Folstr] el HE Al
AR 2 AR s, H vel7] 55t
g Fls] S8l & A 2HAER gt o
Al AAFe] EAlEo] HA AR A8 e g5
AtE EFo R FAHE I e A AFE
< Tl AdiA REAES BE aHAERe
A A o]717] 8l =gt

o2l g AL ezeol HE Wrto] o QIE
= 5% MY FAME Rt
Axe FARSAA AEA S48 EA8P]
TS A e xeelo] obd gl FikE ut
datdd 2Z AA st AU AEFS Tl s
3} "The smart phone line” AHS 331},
ol f &H|AEC] E& Ae TAlE 27 TuiAE
o] N2 ZAste] ELEI Flo|a&g Tl AN
S4¢] AZE 755 e aHAEAdA de &
2 O B& Fola & v A9 YESIY 2t
g AFHAL. FuAES A= SHE 4T
HA Fajstr] e, AHAle] a4 wtiolE Fal Al
2F VsEs AAA R 4Rtk (Green 2013).
A 4F M= LHat 3F B 3] vE
gt 54 AlFe T = oY An|AtEoe] Al
of et Hedl, A FARES AR AR
(competitors) 23 A4 apH, 4& AA el gt 2

= 58] (winning)” =¥ “H (losing) 2t 1

>,

2]
gt} (Ariely & Simonson 2003). L 9dll= HS
FYHAY, T EE AYE ot A5, e FF

AA F2 AEE AT vfell=, HolAy Holz
g uE aBaad A48 At &nA 2 A
A FE A AgE B F= ooplEy,
ol2g FAA & M 54 2n|Ae] AF T
e FAIC B 2HAke] T 7]3] FAE <fvlet

=
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7% gt

A vA"Y AFE(e.g., Ariely & Simonson
2003; Ward & Hill 1991)2 4% AHcontest)
u Zduf (auction)oll =g stof AR AHE @
3] 52l (Agte] &5, winning) 9k SHull (Ashe] o
95, losing) Z Aoatiet. 2eivt A7 4n| 4
Fol| M9 Fele ©e] AlFeIY Aulae] d5&
om|slA] Feth LHAES ARle] 2 HAR S5
MEAl, B A e B ARARIAIE A3 F
7kl F8 71 ' Ahet. ofo]E 4lg o] 24| H7
o|AFE W gl F& M olfre AFE Tl
E JoMA FHAR £ OE AHRERG Y
A AFS AR dhe B7) el &
T 9t (Brooks & Wee 2016). T yolrlr A%
T 15 1%, 25 109, 3% 10083} o] $2 &
A wet FHAF ek AEe] Aol wiAE oWl
EQ 7%, TH ARE FasAwt G &917t
o 8% & vk wekA, & ATl e A np
A" AF5c] B3 449 235 kgt vAH

Cwed 344 85 o

Al A A& (trait competitiveness)Z
39 #EIAES A Fe e a2 Rl 34H=
734 g7 o] vl g ] mX|= F3F(e.g., Brown,
Cron, & Slocum 1998: Brown & Peterson 1994
Krishnan, Netemeyer, & Boles 2002: Schrock,
Hughes, Fu, Richards, & Jones 2016)°]4 &
vzl 7fQle] A A& (trait competitiveness)©]
AR FAlY A2 BE AE| A ddd e 9
gk(e.g., Hollig, Tumasjan, & Welpe 2020:
Mowen 2004)] G- ool om AH|z} 3t A

(consumer-consumer competition)©] ©}7] %
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= 243 20 gigt Ael4 714 (psychological
mechamsm) o tigt AF= AAZA w§- AleA
ojth, Hgt AT 2Hx A AF= A WHE
(Nicols 20125 Nicols & Flint 2012; Nicols &
Flint 2013)¢ll =@%o], 44 2w A< dut
S}(generalization) & F e A5 77t #5530
Aot}
g, 71go] AHAES Ao A e H AR A
T Al BHA o7 tf-gste] FHE W] sk
A, AAFE A B 4F YA 53 22 ohokst
oA Lo tig A A AR °ﬂ EEEEH
HFA 0 7] A e 70 £95 Folste A
gatth, ey ol gl Xd‘—jﬁk‘% A,
Agstr] SfeiM e ol =A7F AA T AFH 7]
U AlE F4 A4 nxe Gl dig A5 <A
7} mi s ojof gt} mhebd £ AFoM e BAA &
H Aol A BA 9 34 AR, AR £A08H99,
99, 919), B 9 FA A Mol & A
A AE 24 oA nAE JkS A=)
1

24 g2l 2

= vl o) a J—l
Bt AR £ 2 FA7
AE Z4 Ao A& gk fjat 244 o
< o]

stuat o AYE 208 A9 49

4
A7e WAL A e ATAEY FHS o}
g9 ARE o) AL, AF TF, BB 2o
Fuje) 82 220 Fa ol

omsab #3273

7P7<l ?‘UH o Fod OPb 2B %
A4 297k BB ) wgo
%—{5]- 740] A o]]:]-

=
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Il. 0I2% HiA

2-H|(Competitive consumption)
AuA 9l A (competition)& 7ot /‘“‘Ero]

AsHE FFote FHAA BAI AF
2 o= (Maller 1929; Mead 1937:
Deutsch 1949), &H]A} 74 (consumer-consumer
=93 AAAd = Agd BAe

pod

competition)<
SRR 2H 7)Y MR ATe o Fodnt
(Aggarwal, Jun, & Huh 2011; Nichols & Flint
2010). aH|AE 7F A ] B Sl &H|
27V BAA (competitiveness) EE AAYA ZHA
(competitive arousal)= ¢14sfoF gt} AAA &
= AR AL EF A ZFo|} AB|AE FE5)
sl e LH|Abe AL dlof dthe Mo,

ol AR B EA, L | H3E, A5k
g2, Tl 21ugt, Ele Huje] A3 ot
A 2 gt (Nicols 2012).

T 7bedt FES T el AlRtol Ak 7
T, 2z Al AES g5e] dd e &
HAE} AASH B} Aggarwal et al.(2011)
o 2w, AnAEC] Al B Eio] Algkd 23
Patoll eZE= A5, A0l B4 Hol i 9
T A FEgE €‘ 5] 328 o
Zzlo] Fuf ofzof Q@@‘OJ G2 nA| = Aol of
d, gag 7 2] & 311}9}4 A&
of7]gtolof Fuf o wof FEFE mF Tk skt
Peinkofer, Esper, & Howlett(2016)°l <3,
ZH|AEo] Al =7 9l Ao mEEH = A
T, Tl BE AR Y AlEe T Aol
gt o st =] AF ool gk Bl Eot
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o2 Fujsi| =
?,f}D}(Sneath, Lacey, & Kennett-Hensel 2009).
23X 2 A, ZAuje} o] 3 Algo] Fejshi thE
Abgre] el B AR A 4, Folete 2~
L2 "o Fejy g E 1 AdsA He dig
H] 3k (vicarious consumption), gAalAel 7}
AEE Fistes 744 4H] 48 conspicuous
consumption) oA = YEFATH Mowen 2004).
a2 9o An, Zn), ZEgt, AN, AR 22
Q1 Aol E A Fol 2 AR Y] Fr17F
(Ward & Hill 1991).
2HIAFEY] AR 1A Al g 7|Nkek Ak H]
1 o] #(social comparison theory) 2.2 AW}
AF3] Hlal o] &(Festinger 1957)0] WEW, AlHE
< OE ARSI 3 Aol s Hlaste] x
A& H7kete gl vt aith Al B
<S40l A& 7H AR EF v (4 ]
pward comparison)stAY AAlH T & 53t
Jolu q9&F& 7 ArEF vl (skeF M,
downward comparison)st=H|, A4 HluE &
B BEE A5 A8l Bl A st 2 ellA]
FE oplHY, o3 vlae o] g53 A4t
< H7keb7] fa Bl A#E3 vl wske 34
oA vEbdth BRI Bl s Fa Eeitelu ¢
412 2 "o &R T oaF 2% A
3 vt ofgk vjue 7 A Fo] #EEE,
T A @A (pre-purchase) 914 9] AH|AEL A
g uus g8 7o 718 2 =Y, 7o) £ &

r>J [ H~l

Jl-> R
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Al (post-purchase) elA&= &teF vluE E3)
o +942 A do. dE 5o, 7 A &
A 2HZHE S T8 LHAEC] AF8 AlEE
et YA A vl E S He, 7 &
= XP\ o] §53 AFel el thE AEERE 2
AF= Foletn Aojd Aeolgta Aztste g
A ok S 7 AES G55HA e AHAete] o
g v E stA "rh(Nichols 2010). AHS] H] 3L o]
2o w2d g 4HA B AR (rival) Y EA4
© BAA aHe I 2o, A Hlo] &
7|2 A 23S Hrtete H 7] Y% @
o OE AHAE A AR At g5 ®

cn 95 94 95 EE )% Y5 5o A%E

= [€]

rJ ) _i{ﬂ

3]
=
R
<

2

0

H7ketA Aot
A0 o718 7
55 3 5 245 S8 AgH
S "ot dE 501, F2 Al ot HAIE I
7] 98] o2 auAEg WA EE A7) A8 =
SHAY, 74“11 Ao FTstrl A8 e ‘Q]’é}x}‘)ﬂ
Hlal o 22 7H S Adey, sad AlEE
Sot7] el Aot kb wi A o AlEel {]%EQ
of e AaE WA Hol 7k T dFE A
(Nichols & Flint 2013). o] 27 AlFolv} AfH]
25 AH 7] A% A4 Fee ofs T, 2|

e wE Zﬂﬂ‘/} A s a7 e

o AAA w2 AP vk ol AlFE g5
e 5717t v& 7()@}%1;} g, ol=gdd &
2o Enjgo] Wolx 1 AR o] Eol AR o]
BAQ it A o gko] Fadr| e gt AA A
o £ ABAEL T & H LS AE5a A
< Fulste A o] YeRSTHKu, Malhotra, &

o,

rlo

Murnighan 2005). A4S 28|}k 7+ AL &}
£ 79 9L 73lEt} van den Bos et al.(2008)
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of w2, A &N AFE S BYS o= 2
ol Blal, ok A} ot AL she Al
A vk 9 AANE el d48ka, we
A BAAA ]717] 93 ¥ EL M2 AAdt
I sileh. Bele] EA7F A S uS ASsta,
BF 718 Asdta st
AR A= T AFolut A9 85 o
ko] ofygt ¥59 £ (rank) Ev F92
9] g E (superiority) &2 H7ldth, E3] AA
£ AR o r Adspy] ofd& A5, At
T2 AFHEe] 438 702 2l 435
b= 7ol sitka stith(Festinger 1957).
‘Donnell, Strebel, & Mortimer(2016)¢] <]}
, AR Rz AnEe AR EY &9 Ve
EAEEY &% 7|eF AESH 07 vl wste
1 slew, t& aHAEe] Y AlFS U
7HA | FrjgtiAY, A Ee] Aoz ¢
& 74 oz Frjsle Wk FE3Ta 59
T2 ARAEY Hlaste] &) tie v B
H(d, A 714 & FAE Adst=A]) v A
ek 7149 AlF2 Zol e vae W (d, 2l
YA AFEL v W AFof ) S L e
o we} 97 (feeling of superiority), &%
(victory), 83 #& =xivka sigich. e &HA
o

Sol Hall dvht we] AFel A2 0, A

&

=
o
LN

8ot lo > o

3

@)

5 o ot
o

r

T WE HE ox o B

A, e ol A e ) S, 4 5ol
A9 ATE Hrte d Festta it %A
& A =2 A A9e AAA HE F79 A
Aol glom, e AlgEY 5E 94 A ke
At 57 ARle] ARE Hrkske bl 7]l do

(Chan & Briers 2019: Epstein & Harackiewicz
1992: Ku et al. 2005). Messick & Thorngate
(1967)° w2, A=Ee Hu He FHE
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AR 4 w9 AHAES AFd g 4
tS E=7 A2ete Aol Atk Worchel, Lee, &
Adewole(1975) & F71& Al&ste ol Ha
10708 F717F 59 FAIE WA BoFa ¢ & 2
el F717F £ A mAlshAA, T AE Fo
A A A 1070 F71 il 278 F717F 59 FA
2 wAgte ol taf B2A disiitt. g
o] 2B AENAE 107 5 849 #7917} v
ZH|AE A = Al FE o of 57] wlol 87HE w1
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ol AgETE, BA Wee FoAAl Erk(Gierl,
Plantsch, & Schweidler 2008: Nichols 2012).
AR AETt woHdTE LHAES g5t He Al
9 45 95 =4 92 At Giebelhausen,
Robinson, & Cronin Jr (2011)& &< 414
gl sl He dgeA B Aot AF F
A A vAE G BHSAT oM UE F
= XA el 72}’3}71] T A%, tlste &M
e 7t geF

ol ¥ 48 A

ojuf M| 20 tigk H B} gl
71 &0l e A57F 7] 0 3
F Ee A 40 U5 2 ZiO]E}E_ 01215
Attt Ariely & Simonson(2003)
(the number of bids)7} =k 9t 7§UH7}°1] n] x|
A ks dAATt. S, YF Fo 74
Vaes, A FoARES AEd dg 7K E
A At o & Aui7tE AAdta skl
Heyman, Orhun, & Ariely (2004)& 72#
7b oSS A dig 7HHE B E=

70
Q12
st A2 4 &2 (opponent effect) 2L %
wo
Az} A

o r
kA
=2

§':9, e o e

e

M
-5
® é
Ko
o

ol
38
=
|
ol
2
o

1A e o

—

rlr
FU#
a0
> 2

MH o\ rlr I

bict. 2o 4N E o) zwu 7}
1557 @ =8 B i Qs 12

of

"__,dizﬁ H‘l

29 ¥ Jﬂﬂokﬂ AES 253

7) 913 o %—:—3 w7 e AN Brka s,
ol &t 34 APl AFS R T F
A2 B QA ol ft v YAdow 4yd
Sk AL EA AFOI M AS A5G &
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%!
H2HE-E g5 tidk 37 achlevement)

Spence 1983: Nichols 2010). &7
A-sHA AEFS ol AvAE
HoJA A mEx] AldolA o]l A éE S =

il
N rlo
é
a2
ol
19
o
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7|AY(Bawa & Shoemaker 1987), A4S &5
g Anv|ztetar QA ete gl =9k (Babakus,
Tat, & Cunningham 1988). &}l Al &7
A B A Fojzte Ble o el o B2 AlYe] &
EE Hote A= o 2 H4HEE U4 0}1 ‘ﬂr
E Aol A4Ale ARE BlaAt she
B oA A @th(Kartsanis & Murzyn 2016:
Ko & Park 2020 Sherry, Lucas, Greenberg,
& Lachlan 2006). A9} Az} 244l Al A4
7F 3 EE A uke] o} thE FAREe Al
A7 A N2 W, B B A vl
£ B3l Akle] AHE A Hrteta, B AA
< 7|4 "rk(Shi, Xia, & Huang 2016). 24|
1) EdolofolA AY £ BEE AFste 74
T, B o4 e AY EHelosd oS w2
AAAT dS =g it dE £, g
2B HE (League of Legends) A9 A% A
FHoloEe HEZ AY, 25, FYEY, ‘3}010}
5, ity AYA e 22 9 5

), mt2E Ee AdAg 2L w2
of Mg 5 A4S Eat Wl
THE ERIA Lein ’“-47&% 7l
(Kou, Gui, & Kow, 2016). #12] 7|
3 AU AT Aol ZojojEe
et AEE AT w2 ek A

A AL 8% =7 A48 e (Chen, Liu, &
Shou 2018). whebx, AR &H] el A E B2l
#el A ARE U= ddA e A3
dFe vAA Aot AR A7 3 He 7:‘07}
3N =2 = 7t Hsl dH 7] vs
/\1 QE 2= o]ocq ] 15]- 7:16L0_ ﬁxg 7h:7
Gol| A o & A8 YehdA At A

oHAT Al B FelA AES 4
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=
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How, Ao gk FHAENA 2% Foin|
7 AFE Ak A FAREdA vl= dHE
] 2l e}l (Target) 2] o A& (Father's day)
S oMl Ed the Avfsta, vl 7kAl A8 24 F
g 712 2o FASR wE2AZAT BHlAA o}
W29 269 18%) = 7I'date] $30 o4 Bl &
2Rl HEAA ofAE 93t A= Fuff A, AF v
A HHE I e R X*"]ﬂoﬂ Nk

& g e gHA

oft rr ﬁ% IR (R ()
o 2 69
= = By ok o
e e el
o = rir 4o
o oy
o L = U >
[ IN‘ ’_\‘L N N
N NN o}; o,
) = ra‘ or
= o= o
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X2 g =
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i\% Hooy 3R >
e = o e
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o
-
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e
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A FARbA Bl 221 A ol A $30 °
ofiz] M g ¢Edve AUl eE
¥ o5E A S5 bede
woll =8 2 HE
SEMES FEI A, AR %

AY FAREAA FE2 HA AT At oau}ur
AR ek AE F=(Tt seems to be very
competitive to win free tickets’, 53 ZHX)o|
SHIIESE oflch. e, alld AA el tiek 7
A 214 (competitive arousal)©] of7|5%lEA =
a7 sl 1070 aEox FAE 2zt A4 72
’d H=(Consumer competitive arousal scale,
CCAr, 53 Hx)E Ab&sto] S48t (Nicols
2012). o|F, A8 HAAES F A K9 gA

T WHAE dgste] SRl A 7t A L.
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Z 78 g B3 AFE dei= sy Y o7
W wAA e =EE A, A 7] F A A
2 TRt B S A ¥ 23
e RS ST St HAAT =S
o, A s A e A= Fet w4
A9 109 T 5WAl eolE FHEAMFUS £
“1,000% & 50004 £H= %‘f@ﬂﬁ%‘%ﬂ}"ﬂ =
TE =T teor, A3 FoARe2 1270
°

A7 a5 (Roberts, Treasure & Balague
1998, 5% 4E) 3] A8 B Gt A2
& (Spreng & Mackroy 1996,
A TEASE A& Eg (o], A4, <

. AF A dal SHein

% 14478 (B79% F 364, 56.3% 14, 85.9%
?’J}Hiﬁl n=9l, 12.7% 0}/‘10}74] n=9l, 1.4%
]

(one-way univariate analysis of variance),
104 24 =43 1000Dﬂ GH 27X A A=
Q14 2ol 7k YERITHI(1, 142) =14.52, p{.001).
104 93 219 71017\}3: Myign=4.32, n=72)<
1,000% B3 249 HARE (mye,=3.88, n="72)
FEE Us #A et ek A4 7

T IRISIATHE(1, 142)=13.25,

p<.001). 10% 23 219 FoJAE(mygm=4.05,
n=72)< 1,000% 33 21 ﬂOVPE My =3.67,
n="72) &t} 34 S =4 Akt o

295 =
B, 24 Aol deHo I—Ero% 18-S 2els)
st

2,
oH
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7B st ol =91 AR7F &) AHAI AlE
4 Qo mA = dEs BT o|d Rt
A (2-way univariate analysis of variance) &
A A3}, 2 gF el tig A st 7l o9
QA9 5 A-E F7E JERATHE(1, 140)=4.05,

p(.05). B3 Fu &9 9129 FEIH(F(1, 140)
=8.93, p(.001) % B4 =9 FEI(F(1, 140)
=15.04, p(.001)7F Yepth((Figure 1) #x).
T3 95 B2E 2 Fuknownn) (Mun=3.75, n=
72) 5 FH £HE b 2 Frmowntn (M =4.00,
n="72)4 2H AHAE OS 2A QAL
o, G A Ay B0 52 A4 dEpmdA
FHEAE o ¥ AT (myew=3.71, n=72 vs
mhjgh:4.04, D:72)T% Eﬂ% 5’-7” 9l Ni"]'oﬂq'.
358 8] BAA gulE Eshr] 9 A
T B AAE T T vl AR 24 (Simple
comparisons analysis) 23, A4 &7l v %=
Adre G <9 34 72 Qe 28 A%
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2 WAZ AF e deA e FHel HAe
Ao tek A A5 Bl AYAM BH +
T Qe et mebA, B 9 I o R
A Y veprt gl Axprt AlA £9(15, 100
5, 1,0009) & AAEE 49 2v A0 AE
4ol t2A 4 F Stk 2HAEe] A1F A
A AEE AR FestAY dE QA Pt
A2 e dE AES Friete BE =
Al AEE T 2B AEd] vl =g Z2AER
A& dF9 EZFS Pru e, oS =&
A#7E =71t 39 tH(Brooks & Wee 2016).
5, AMAZ o] | A7 50UAZ FHo] |
5ol el M) Aol Ea, AlFe] de B
WA E HodHA Hn, B2 F5UF Rold a5
M) AgF 7ol A HolA L, AlF F4 tig <l
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AU AL AR AR e AREG T
A ZAEE e Al HS FERIt AujeA
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B} A 43 B 71E% 45 e9ld o miztet
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Attt “E-8 AAE ZE e uf$- AAA ot} g
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analysis of variance), 10% 3% 243} 1007
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