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2) Joseph W. Newman and Richard A. Werbel, ‘Multivariate Analysis of Brand Loyalty for
Major Household Appliances,” Joumal of Marketing Research 10 (November 1973) : 404~409.
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3) Donald R. Lehmann, William L. Moore, and Terry Elrod, “The Development of Distinct
Choice Process Segments Over Time : A Stochastic Modeling Approach,” Journal of Marketing
46 (Spring 1982) : 48~59

4) Ted Roselius, "Consumer Rankings of Risk Reduction Methods,” Joumal of Marketing 35
(January 1971) : 56~61.
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Behavior,” Journal of Business Resarch 10 (March 1982) : 3~15
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6) Lehmann, et al.,, “The Development of Distinct Choice Process Segments,” P. 57,

-256-



HRE BRAERREA 3¢ X%

HE A< &2, gusie] @ oo, ‘23 23 (it is a real thing)'olels ==z Fn
278 339 Fuld£ tietdHel AT WHIERGEE ] YL ¥ eor XAzl =
aAde] BEY BEELZE AL 44, duilsis HREBRKBY Yoz Hdsc

n. BFE RARERY

BiRe Y44 AU HRESLE SN BisA vaso] ok BRE BHEA € 4vlAst A
o AYeoz ¥ BEIHA = ol FHA o3 WK {THol AgdE Y& WL
2 3k A e AAY FHo2FH orisle §F HiE Ao 4 Uk (B I1-3)
of Aol #lxlstn v M= FF o FAE F U e FEdRolo

B 8t 22ln B & FEBRY A NG 58 ol oy Jdoith ol
 HBEES TR EGolE &, hfn Bt TR KRELEE #R3e e BHENA 1T
BrEy CEEc 2 Ve wdsgdo HAK BEbe 2Kk8 MR(ERE B REYS Ty
Bol) 3 14 AT (REYR) e} HhE FEa A A8 ) o 2431 BRE 17
Be dgsta ok FERE B e BRE BRITH BES o Y258 A e 95
of #Fo i PRES FEIA RBEETDS Zesle Y BERE REL MLfrHE A
o] HR FHENM S FIHIZ o

ofele] BV S FAMOEARE Fu dikKd PEEEold EaBRKke BEL FANA
YFoz Aolsle] HRES LEREY B & mEE A AYe PR BE #t 2=z
L7 BPEEES] B4 5L ZFzshe Aol Ad. ol B FaBRe LB BER
BEe] EvlelA 5¢ vie Aoz Zlgsta Yok v BREHE # B sy
BEsio] e AMdEolch sivksid AdA gAAAY 23 ARE 7 WS s HEEE
of g S8A Tuizt FAES7] wFelct

(B I-1)el Eamih/(TBHEHEY BEERS ML 2 (THEHM BEERN < &Ey/

(H W-1) SRITM| BB
2EAR
HHERM BE By i
AR L FRE B

-257-



X B B

FEHY BeEbe] FriA BBHERC dAsin et o3 ol§ A7hA ol Fo LS
aNg Aok ”

1. &ALt DoAY

HHEY BEEel 203 g A, I AlFo] HEREE S531t = o2 pae o
€ olFx ek Wil Y & BRERI Dol E Aol FulE oA s (1hg) 1x"
ET REAR FlReich EA Kol REKK) e FPE2A AAY £ 9. A4
4 Felglo] old Wiy sHd FL o9 3tz wuE Pele] sh9yo] Fusl QJEEn 9ok

HuE el BEHS O RE @ I GH-Role 34 Zdua ged =3dch), @ #
e YW FH-Role ¥, d, FATE) Fol Azl FHfyole wne ol ko) BARRAGR
¥ Hysied Aot weE gelfel sh9 ol BHMERARE 28 =& EEH RlERol o
Apsted B FH9-Rolok Fdzbe] B e stdo] 27517 wBolg) ofn] Uy
2 Pl g H&3n U AvAEL 2314 AFL 1KY WRoz dNm QU = Few
ol R Awezx BRE REHKR A7IS] wjFolvh. Udve g Hex g F
A7HE HAME, FA3le Rl E HHEHA iAoz Wy e ctujo] A EFNE §
=% 4 U

HHEY AL BEERY S A 44 gz s KRIA Sk sz s 24l
Mol A fEEH KB WHF3s SUEE Bod FE APozAE AL et WS dojy
T UEol Aakste] il HRY F4E BEE RS YA B2 4 AolA
A AE el NES =3 ol 4 Uik ojoizte Ay 4¢lo] REMoz Uxoe
#, o] e FLeEF U o, UAde FLst Eeln AWKl MASR) Ye =zt
= F49 KRY 2ela A e BREMGRE B A =ik ook BiERAG
b (@ m-2)9f BFRel Axsiz et (@ 0-2)F £ A Zodd, BE/|EEHE DS B
Rkt Adezs FAsln ok s o] §7ke] WAl wFol o BiAERARCl 7] o Zol
oh AR HERI S BiERRG: =% s Aoldh HH B BEER] Tod 5}
Z g RE3 Aol BHN Flez 1ee S530 HME S22 235 o F
#3A KENIe s AR Sl Fic),

7) Michael L. Ray and Peter H. Webb, “Three Learning Theory Traditions and Their
Application in Marketing,” -in Ronald C. Curhan ed., Combined Proceedings of the American Marketing
Association, Series No. 36(1974), pp. 100~103.

8) E. L. Thorndike, The Psychology of Learning (New York : Teacher's College, 1913); and J.B.
Watson and R. Rayner, “Conditioned Emotional Reactions,” Journal of Experimental Psychology 3
(1920) : 1~14

9) Ivan Pavlov, Conditioned Reflexex. An Investigation of the Physiological Activity of the Cerebral Cortex, G. V.
Anrep, ed. (London : Oxford University Press, 1927).
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* 1% : K. E. Runyon, Consumer Behavior and the Practice of Marketing, Columbus, Ohio,
Charles E.Merrill, 1977, p.221.

10) Gerald J. Gorn, °The Effects of Music in Advertising on Choice Behavior : A Classical
Conditioning Approach,” Journnal of Marketing 46 (Winter 1982) : 94~101.
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11) B. F. Skinner, The Behavior of Organisms: An Experimental Analysis (New york : Appleton-Century-

Crofts, 1938).
12) Peter D. Bennett and Robert M. Mandel, ‘Prepurchase Information Seeking Behavior of
New Car Purchasers—The Learning Hypothesis, "  Journal of Marketing Research 6 (November

1969) : 430~433.

-26/ -



X B u

TR ATo) THEML F&8) oAl Ang 7k2) &,

TH BRe 1 el M2 ook EHE, #lghe] o oA HEE A GAY 2252 9
€ otk WEol 445 YAY 1 W K AL g o, o2y R
BHE & Aok 1947] 2ol wjTo w2 aola Fejo utre ofol e wltof o] gt
HEEAS. Al 2 w)rr) ARely do) YEs) Y5 9 ol ol RiER)S
T Folok ot AAYL del o] HA4E A8E] A FPgs B3zb 9l

BE FAYUChn A AEL ulFol iy BRol o] Tojxe AL ohich ALEe R v
e ASUA Tol, AL BREE M EA 52 Yoio) FERSA g 2ast 9
7 dfo2 o Bl 2UY 4 Yn AFE Al Fol4] BT ol A+E d7hx RHE
S BAYE ZHA A Heh Y24 = o2 298 Bu x|xe Lujx} T4€ YA Hmy
B BREE € + ok BEEHHAE BRESY v18E oJxYA st maa #wHRG el AAE o
B2 o},

"HIEEE REEEE 53 HRE B8 AY 4 gich 9es BBt Nt BEREL
AR A Adoze BRES B2 WY 4 Uk 22y Riggks 2 Agdes
T $8ol Agdel dusid FUY Fno UEL "es BRES AR ok 4w
YA A £ T gt HAR YA s Z2so). MR des 339 ding
o $52 F-mg] REBESY $2€ A2t BRe $xY = 9= g F2¢ F9e
HAY W ZAMddold. WFol d4Y BE @HHEe 25w Eas AF¥ 4+ U-d,
RRES] MWLo w3de) o2l 3l 277 A5 HPLEL LAAE 4 A+e W4
J BEERE BHREE Y2y & YA o

@ 0-3)& 2 BR 22z 2¢ dodshs Butol. m-3)ol4 & 4= Q1Ko
o FME THEMES Fo0v0n, LW 1% AERS T4 a7l aela e
23 RHES 24§ 7hx 2o

(W W-3) [k, WK 321D =H

100%
HRA EH
Tl T
#ik )
50%

ey Pl o miisge

-262-~



BRE BRERREAN V¢ ¥

olg AGES FoAol XE BIEN XKERE WREGA o9 JFsidch FALNE
Pavidite] GEsE A21E WA YoFE EURM ALY FaE SO s A
FREE ves A2u Aol ol WEF 54 FAL A AUk 2 A2ulPit
£ ASHA 249 BRES WEHRE Teislel 44 FALE Yk olshRel A<
foh 4322 H4e d9stn o@ 8 $+AFRE AAYLE AN, AxdYRt YEel ¥
1ol A8 glol 2z, 2 A A3 weBel HEM BEMEE A4 FAE & U
. % elaslditsl 44%n ARE AVozH, FRE BRES @ 1-3) FBERL
EHBsel ANE 4 AA ¥ 4 Uk Wl £3BE AIH o AwH waze)
BAE HA A BRE @A o,

SR (Ad Age) 'Sl FIgEMEEol ook, "u AP £FFnE WAl
Aitel RsEEel BRES Jlwste loke A4e AFE 2% 2AF Az Yo
EABE FAYUH

oot fAbe At 24 2zdolitel A Sl FMEAGE 24 2xadolite 3T ad
EFAs AFauct o Be s $Hen Yot 248 FAREE Aok A %
A7) AlRle] BRI o4 szaolite] ot elaslelits) EEVE 2o A4 Ead
e Aolth 1 A3 24 amdolite) HEE slxelUitel 4E voh B 4A YA HH
sloizich.

1
%

(3) FEW B uiolA ™ HagHy TR

FEH) Bl o3 BBHHKS AHEWoZ Pl 23& Fx U7l wlEol vlopAlHol o
s Z8¥ FEAS AFAEch JH BdEA Pk, ARESS 2wl HEUE o AW
Holl 9% A[fEtEe] Hobe Zioloh wtabd ZE ulolAle Eegel 53+ WAWE S S04 A
BE HILE FEMEsle Foixcknt ¥ Aolch oletge FAo| wiE ulolAY HAYES
ojch. ulolAlY HAIEL @A BREHKCN HEstel mlopA® B FAYE vl
olel ¥t atAbuto] HEMEA uid RITWES YA HELHRE BRES H2Y + Ut

FEEY B BERC 31 3 BHETE Bgol &8¥ 4+ Yok FEE Mkl e W
®wEo ZIHE MaFle 48 +9E 5 Aok F ol d¥2 Fav) BREFE 34
2 BEHHS FolstA Yo wEIA Y Aolae AAE BAUAA F7] AN WRARE
AFuAcl oz 4 4 Aok BWRIEBES Bl Ay M2 HAMAE &= e
e 98 9k E&H RANG FT =& BRE5] 39 REBRMC] oY d¥E +
Y3t HoEzA TEsA 4 Aok RAMWEE 9 RWiol B2 Aee olHE &
A H#3IH7E AASC s ol S2e BRESL AL WEMHA d¥c 2=y FES R

13) Advertsing Age, September 13, 1976. p.124.
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14) Michael L. Rothschild and Wiliam C. Gaidis, "Behavioral Learning Theory : Its Relevance to
Marketing and Promotions,”  Journal of Marketing 45 (spring 1981) : 70~78.

15) Rom J. Markin, Jr. Consumer Behavior, A Cognitive Orientation (New York : Macmillan, 1974),
p. 239.

16) Wolfgang Kohler, The Mentlity of Apes (New York : Harcourt Brace & World, 1925).
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Marketing Research § (May 1968) : 166~176.
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RHE : A.R. Andreasen and P.G. Durkson, ‘Market Learning of New Residents,” Journal of
Marketing Research 10, May, 1968. p. 130.
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Summary

A Literature Review On Habit, Learning
and Decision Making

Yong-Cheol Howang

This study decribes the opposite of complex decision making-habit. Prior satisfaction
with a brand may lead to repeat purchases and eventually to purchases based on habit.
The consumer may find little need for information search and for eveluating brand
alternatives. Recognizing a need will lead directly to a purchase. Therefore, habit is a
way of ensuring satisfaction based on past experience search and brand eveluation.

In this study, the process of habitual purchasing has been decribed. Understanding the
process requires understanding the principles of consuner learning since learning theory
focuses on the conditions that produce consistent behavior over time.

Habit and learning lead to brand loyalty, that is, commitment to a certain brand
because of prior reinforcement (satisfaction as a result of product usage). brand loyalty
is the result of the consmer’s involvement. Decision making was required at one time to
select a brand. However, satisfaction with the brand's performance leéds to the
establishment of favorable attitudes and to repurchase over time.

In this study, we would describe habitual purchase behavior, its characteristics and
importance to the consumer. Learning theories would then be described and brand lovalty
considered as an outcome of consuner learning

The major contents of this study are summarized as follows.

Habit, consumer learning, and brand loyalty are closely linked concepts. Habitual
purchasing behavior is the result of consumer learning from reinforcement. Consumers
will repeatedly buy what satisfies them best. This leads to brand loyalty.

In a model representing habitual purchasing behavior, need arousal leads directly to an
intention to buy, a subsequent purchase, and post purchase evaluation. Information
search and brand evaluation are minimal

Habit serves two important functions. It reduces risk for high involvement purchases
and saves time and energy for low involvement products

Concepts of learning are necessary to understand habit. The distinction is made be-

tween behavioral and cognitive approaches to learning. Behavioral learning forcuses on
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the stimuli that affect behavior and on behavior itseif. Cognitive learning focuses on
problem solving and emphasizes the consumer thought variables that influence learning
within the behavioral school, the distinction is also made between classical and
instrumental conditioning.

Classical conditioning explains behavior based on the establishiment of a closs
association between a primary and secondary stimulus.

Instrume_ntal conditioning views behavior as a function of the consumer’s actions.
Satisfaction leads to reinforcement and go an increase in the probability of repurchasing.

The differant learning theories are also reflected in differing views of what constitutes
brand loyalty. An instrumental conditioning approach suggests that consistent purchase of
a brand is a reflection of brand loyalty. The cognitive school belives that behavior is on
insufficient measure of loyalty. Attitudinal commitment to the brand is also required.

The next study will focuse on the low involvement conditions that encourage spurious

loyalty and inertia.



	I. 문제제기 및 연구내용
	II. 습관형 의사결정의 의의
	1. 습관형 소비자행동 모델
	2. 습관적 구매의사결정과 정보탐색
	3. 습관의 기능
	4. 습관적 구매행동의 전략적 시사점
	5. 전단계형으로의 전환전략

	III. 습관과 소비자학습
	1. 고전적 조건화와 마아케팅
	2. 수단적 조건화와 마아케팅
	3. 인지적 학습과 마아케팅

	IV. 상표충성
	1. 상표충성의 행동적 접근
	2. 상표충성의 인지적 접근
	3. 상표충성형 소비자의 특성
	4. 상표충성과 제품관여

	V. 요약 및 결론
	Summary



