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T
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1) M. Venkatesan, “Cognitive Consistency and Novelty Seeking,” in Scott Ward and Thoms
S.Robertson eds., Consumer Behavior: Theorelical Sources, Englewood Cliffs, N.J. : Prentice-
Hall, 1973, pp.354-384.

2} T.S.Robertson, °‘Low Commitment Behavior,” Journal of Advertising Research 16, April
1976, p.20.
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AujaERc AMES Fojslgie AuAEe]l AFARY AL ol FLIAA AAPch
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3) John Dewey, How We think(New York: Heath, 1910), and Orville Brim, et al.,
Personality and Decision Process(Stanford, Calif. : Stanford Univercity Press 1962).
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4) Donald E. Vinson, Jerome E. Scott, and Lawrence M. Lamont, “The Role of Personal
Values in Marketing and Consumer Behavior.” Jounal of Marketing 41 (April 1977) © pp. 44~
50.

5) R.E. Anderson, “Consumer Dissatisfaction : The Effect of Disconfirmed Expectancy on
Perceived Product Performance.” Journal of Marketing Research 10(February 1973) : pp. 38-44.
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1975), pp. 306-314.

8) Joseph W, Newman and Richard Staelin, “Pre-Purchase Information Seeking for New
Cars and Major Appliances,” Journal of Markeling Research 9(August 1972) : pp. 249-257.
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11) J.Edward Russo and Barbara A. Dasher, “Dimensional Evaluation: A Heuristic for
Binary Choice, " (working paper, Univercity of California, San Diego, 1975).
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12) W.H.Cummings and M. Venkatesan, “Cognitive Dissonance and Consumer Behavior: A
Review of Evidence,” in Mary Jane Schlinger, ed., Advances in Consumer Research,
vol. 2(Ann Arbor: Association for Consumer Research, 1975). pp. 21-31.
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13) R.E. Anderson, “Consumer Dissatisfaction: the Effect of Disconfirmed Expectancy on
Perceived Product Performance.” Journal of Marketing Research 10 (February 1973) : 38-44

-176-



SHE HRE ERiEd WY ¥ 33

Moz nuSTA sack &, & HMAE HAMOE SR MtE EERES MEEUAE
ARae Aoz vel sl mdel 3o THNEE MWRETHA ST slebiy Baiy
amd] ojojg S Awshd A% Y@shACh
olsire Mo Avla AR WHRY HY ATIEE FUstl (B V-9 2K
B mRE BERES HARTE MHMT & ddued k FKe ke BRE Fod
i
B V-4) HAEYS MRETHES FHNL JE ok AdEE FuHoE olds:
o "o BEe B Fwe & Ao slddech
A MRl AEE LER HRE RERES IE BEe 2o Yasid ohed Ao
L SRBES LB MRE ERREY B R HREKRE Ml Hy
MTE W, B EES ESIE St o8 KRRIRES BRvosd AR
MRE Bk BEGREE SRBAE olMel olul EAluch
ool ST MRE LE B2H gid ok Al HRES Selz-2ed, AR
gat 19T @i S e MREY @AM Hitel BRrE 2w =y
2. PRE MHMAES ot ERoTVHY WBERS oo WAL EBHE TP
MRESE AA, AU GRS 713 WA BVRlel & PuE ddstn FA, A4l
Eaolt MBS UASHE WS Ausly] el aula FuAee FHelt 2wz AR
Aol el WM, RE EW Y RABRNEE A olFeiuch
3. GEFEEES 4, ovAds oogw 45 S4E WY Bl opds Al
27§ HHoz 2EA7E 4 Yt ATE AUTTL TR 4R W7l 2As)sie
WO FRERRE 2ol olshY, 2MASE thrt SOk FRAME Yol A REM
BEe MANCE WY shisl WAYEY ¥ A4 ® oE WY w5 AR
ola) AAEch Sy 2olol latd, AEA 2vAe] 28T &TVIEN 8 @A s
ge Asol o AxE Tolold Asigch
4 AMAE RS STE HPeR $IAA F& AR T Fulshs] AR
EREA MTMGRE 2T B WE 5% RS TuE AT FBRM (78 9ol
s7gch
5. T MRETH HE BEE TUNT F AFel, Tol% Wr7h glA Pk Tl
8 KRS Az sldel AANY Aol A 2 AF BEUch YA RW
A%l anlabe 20E0l 4A, FAT AHEY AT HeHe Felech
sulake] FolFAE oA ke B Aol Yold, TRAL LAY FEM == WHE

-177-



34 HERRHAE 98
% BES FoldA oy oFACE e oprigtch Fzi uiabg A7l ohdoR,
AvAls BAHAQ AR TASAY AXel g FHHA ARE FTY¢eed TOIF F2%
€ Fol3 ¥rh

olaboll M HEG HMIA 2wzt AdA 2o FL U4 BEF HRER AR 8o
AAY AHolck & HANE BIE TR (B 1-2) BBRES B\BAA AAsta X¢
HEEERE FRE AFshA Esck 2= o] =i MMREE & THAHE ERMR
W KHEAR ERREI Bt chEdAA 32T B RREE ATHE & e HR
& BERREY mBolch

atebd o2y WRE EERTEE =y HRETHEAN HRE RTREL REAAA
weA] Hesdol ¢ F2 FAddls AMEL A7t Aok J1Hg AL S 3o ol FR
Wee AP 28, old ¥ (M I-2)el 2vsElZ & e AZkA {9 2wz
AR A B FEAHA ATt olfojAein i £cth

-178-



SR MRE ERRES WL ¥

10.

11.

12.

2 # X W

SR - EXFE. Folol AR, ;AL 1988,

RIGH, MRETEH—clolHH] KA, Rk, 1987.

WAE, B EA MRETHEY BE, MMUKRRTIR) S48 BAX HLE
RO, 1993

Donald E. Vinson, Jerome E. Scott, and Lawrence M. Lamont, “The Role
of Personal Values in Marketing and Consumer Behavior.” Jounal of Markeling
41 (April 1977) @ 44-50.

H. Assael, Consumer Behavior and Markeling, ond,, Kent Publishing Company,
Boston, Massachusetts, 1984. pp.25-52.

Jacob Jacoby et al., “Pre-Purchase Information Acquisition,” in Berverlee B.
Anderson, ed.., Advances in Consumer Research vol. 3(Atlanta: Association for
Consumer Research, 1975), pp.306-314.

James R. Bettman and Jacob Jacoby, - “Patterns of Processing in Consumer
Information Acquisition, °In Berverlee B Anderson, ed, Advances in Consumer
Research, vol. 3(Atlanta: Association for Consumer Research, 1976), pp. 315~
320, and Amos Tversky, ‘Elimination by Aspects: A Theory of Choice,”
Psychological Review 79(July 1972) : 281-299.

J.Edward Russo and Barbara A. Dasher, *Dimensiona! Evaluation : A Heuristic
for Binary Choice,” (working paper, Univercity of California, San Diego, 1975).
John Dewey, How We think(New York : Heath, 1910), and Orville Brim, et
al., Personality and Decision Process (Stanford, Calif. : Stanford Univercity
Press 1962).

Joseph W. Newman and Richard Staelin, “Pre-Purchase Information Seeking
for New Cars and Major Appliances,” Journal of Marketing Research 9(August
1972) ©  249-257.

Michael L.Ray, “Attitudes in Consumer Behavior,” in Leon G. Schiffman and
Leslie L.Kanuk, Consumer Behavior(Engiewood Cliffs, N.J. : Prentice Hall,
1978), pp. 150-154.

R. Lavidge and Gary A. Steiner, “A Model for Predictive Measurements of

-179-



36

MHERBIRE M

13.

14.

15.

Adverising Effectiveness,” Journal of Marketing 25(October 1961) : 59-62, and
Michael L.Ray, “Marketing Communication and the Hierachy of Effects,” in
P.Clarke, ed., New Models for Mass Communication Research (Beverlee Hills,
Calif. : Sage Publication, 1973), pp. 147-175.

R.E. Anderson, “Consumer Dissatisfaction: The Effect of Disconfirmed
Expectancy on Perceived Product Performance.” Journal of Markeling Rxsearch
10 (February 1973) : 38-44.

W.H. Cummings and M. Venkatesan, “Cognitive Dissonance and Consumer
Behavior : A Review of Evidence,” in Mary Jane Schlinger, ed., Advances in
Consumer Research, vol.2(Ann Arbor: Association for Consumer Research,
1975), pp.21-31.

W.L. Wilkie and Edgar A. Pessmir, ‘Issues in Marketting’s Use of Multi-Attribute
Attitude Models, " Journal of Marketing Research 10 (November 1973) : pp. 435-438.

-180-



	I. 서론
	II. 소비자 의사결정 유형의 개관
	III. 전략적 응용을 위한 소비자행동모델의 의의와 한계
	IV. 전단계 소비자 의사결정 간이모델의 상정
	V. 전단계 의사결정 모델의 예증과 전략적 시사점
	1. 욕구발생
	2. 소비자 정보처리
	3. 상표평가
	4. 구매 및 구매후 평가

	VI. 요약 및 결론
	<참고문헌>



