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Abstract

FRARTIHEEOLDTHNOHEERE L TORRANOEBEELENFARICEBL. Th
SHAZRRBHBICE FTRTAEMCREITHELCOVTKREIL £, BITHARICS VTR
BHEZCHET2BRABESICBRABI HEETHCEEZREIZENPASHICE LTV
%, AARICEVTRADTRHICS THRABEZHE L TOBRATBEMNE (9H1) £RBEES KT
RHEDTZYRNTA—L (HH2)ICEBL., REVROBRFZITO 1=,
PH1ZRIATRDHIC, 2(BE . & K)x2(BRUEME: & K) OBRBREARRES A
S, BEOBREFIVIOZIT LR, BEBOBS M HRERICAOKEZRIFL. TOMRE
BRABMANBETDCLZDPHIONMERBEIMICI > TRIAL 2, BEIFOER. BELS
HREOANOFEBRIEETH 1z, £z, BRAEMOHRERD, RAEZHOVREThTIE
BEThoI,

DI2TREROUOENAMERIERERICEAOFEEZREL, TOVREFINMELTAENBETS
CEEBIITRIH, 2 (LENMER: & 1K) x3 (FeEMEH : 15K,10K,5K ) x2 ( FEHl 5 : C2
B, C2C)N#EBRERMRBRZET >Ico BETFTIVIRIIBOMET > LER., VENFAEROER
R, THEOEHR., THMBOEMRFIThThEEEE LN, REFARERERESK
Aok oy DEBEHAERICOVTREIIL—T0ESH, SZHEBRICOVTRMERAIEVT
=7, FBHEILCOVWTEB2CEFTHELELETIL—TORESHAHRERREVCEN REN
y/alS
AMEOERFEAADZL2CEVTHEE N, FRELCKZFES iz, RFEUREAETICH
WTHRZHEL, ERADZLBITEMFICESVTTORREHBEIZDTETHD,

This research focuses on the effect of product attachment and psychological ownership on
consumers' disposition behavior. Previous studies have shown that resale potential and resale
price influence consumer behavior in secondary markets. This research focused on the resale
possibility (Study 1), resale price, and destination platform (Study 2) as moderating variables in
disposition behavior and examined the moderation effects.

To test Study 1, a 2 (attachment: high/low) x 2 (sellability: high/low) between-subjects experiment
was conducted. After conducting a manipulation check of product attachment, the author tested
the negative effect of high attachment on resale intention and the moderation effect of resale
likelihood using ANOVA and moderation analysis. The results of the moderation analysis showed
that the effect of product attachment on resale intention was significant. The effects of resalability
on resale intention and the moderating effect were also significant, respectively.

In Study 2, a 2 (psychological ownership: high/low) x 3 (sale price: 15K, 10K, 5K) x 2 (resale
destination: C2B, C2C) between-subjects experiment was conducted to verify that high
psychological ownership had a negative effect on resale intention and that the resale price and
resale destination moderate this effect. The result of ANOVA showed that the main effects of
psychological ownership, the main effect of resale destination, and the main effect of resale price
were significant, but the interaction effects were not significant. The results also showed that the
resale intention was higher in the low psychological ownership group, high resale price group, and
B2C group.

The results of this study were reported at academic conferences and accepted for publication in
the proceedings. The author will continue to promote research in this area and report the results at
national and international conferences and in academic journals.
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1. MERREEOHE
AR TITHEEDOUDTANDHEERE LTOEBZADEBEEFELENFERICEB L. ZN5DXTRETRIC
BT EFNEAICRIFTHEICOVWTHRIT Lz, £ITHRICBVWTIITRFETZICS T 2BRTENES L BRI
RASHEETHICHEARIZTTIENPALNMIR>TWVWS, AFRICEVWTIADTEICS T IRBEHE LTOE
BRETREME (9H71) RSB L VEMNEDTSY N7 4—4A (DHF2) ICEB L. AEDRORTET o7,
D1 ERILT 272012, 2 (BE & - 8) x2 (BIRIUEME : & - 1K) OBBREBAERRES IR o7z, BEEDRIF
Fryv I %To% BEOSIN’HAERICEOHEARITL. ZTOMREBRAEKEHIRAET 2 & 2DEDH
ERABDMICE > THRIEL =, ARDTORER., EEHLNSHRABEANDEEIEETCHoz, £/, BRITELOE
mER, ARTROMREZNETNERTH o,
P2 TIEDEBHNFERNMEAERRICADHE A RIFL. TOMREFTAME & TNEN AL TSI EERIET S
O, 2 (DENFFER: & - &) x3 (FEHEM : 15K,10K,5K) x2 (F5H15%k : C2B, C2C) DR EMEER % 1T > 7=,
BIEF v VRICOBOTET o ER. DEMNFIEROENR. THEDEMNR., THMEOEMRAZTLETNE
EEoh, REFRIBERE RO o/, T, DEMFERICDOWTIHEZIIL—TDIF S A, FEMEEIC
DWTIRABAEWIIL—TH, FHEICDWTIEB2CARMEE LTI —TDIES>PERERAIIREVW & RS
nr-,
AAEDOHBIIERAADELICEVWTHRES N, FREICEBINL, REELUBEARESICEWVWTHRAZHEL.
ERADFEEB L VEMFEICEVWTEORRERETBEFETH S,

2. MABRREEDOHE (F:R)
This research focuses on the effect of product attachment and psychological ownership on consumers'
disposition behavior. Previous studies have shown that resale potential and resale price influence consumer
behavior in secondary markets. This research focused on the resale possibility (Study 1), resale price, and
destination platform (Study 2) as moderating variables in disposition behavior and examined the moderation
effects.
To test Study 1, a 2 (attachment: high/low) x 2 (sellability: high/low) between-subjects experiment was
conducted. After conducting a manipulation check of product attachment, the author tested the negative effect
of high attachment on resale intention and the moderation effect of resale likelihood using ANOVA and
moderation analysis. The results of the moderation analysis showed that the effect of product attachment on
resale intention was significant. The effects of resalability on resale intention and the moderating effect were
also significant, respectively.
In Study 2, a 2 (psychological ownership: high/low) x 3 (sale price: 15K, 10K, 5K) x 2 (resale destination: C2B,
C2C) between-subjects experiment was conducted to verify that high psychological ownership had a negative
effect on resale intention and that the resale price and resale destination moderate this effect. The result of]
IANOVA showed that the main effects of psychological ownership, the main effect of resale destination, and the
main effect of resale price were significant, but the interaction effects were not significant. The results also
showed that the resale intention was higher in the low psychological ownership group, high resale price group,
and B2C group.
The results of this study were reported at academic conferences and accepted for publication in the
proceedings. The author will continue to promote research in this area and report the results at national and
international conferences and in academic journals.
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