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The Relationship between Attribution, Pride, and
Customer Responses through Customer Participation
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The purpose of this study is to examine the relationship between customer participation, internal
attribution, pride, psychological ownership, and customer behavior in a successful purchase situation.
This study intends to discuss that the higher the customer participation in the purchase success
situation, the higher the effort attribution to find the cause of success in one’s own effort than the ability
attribution to find the cause in one’s own ability. And this study suggest that the degree of authentic
pride and hubristic pride experienced due to these efforts and ability attribution is different. In addition,
this study will examine the effects of authentic pride and hubristic pride on psychological ownership and
the effects of psychological ownership on word-of-mouth and repurchase intentions. As a result of the
study, it was found that in the purchase success situation, customer participation made more effort
attribution than ability attribution, effort attribution experienced more authentic pride, and ability
attribution experienced more hubristic pride. And authentic pride raises psychological ownership, but
hubristic pride lowers psychological ownership, and this psychological ownership increases word of mouth
and repurchase.
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(Table 1) A=lM I EIEM 2Dt
LERTEE IR
factor  eigen %of . . ~
loading value  variance estimate  S-E  tvalue
IAZA
(Cronbach’s a=.857, Construct reliability=.917, AVE”=.689)
- Ue g w2 feoR Fosidt 734 3.233 1043 933 - -
- e ]E:F'UHEO]' ”Jr”H‘)JOil?ﬂ ue] &35 o Ad] et JRE FH 801 877 076 10.27
e B& A7 dfagl
}L} lﬁL“H oF sjslolA el Ajeldel 872 THsa dgsn 724 759 074 10.09
7} 819 bl
- U e $A17) S8 Bl l %3 ALES S 682 J41 072 11.34
- Ue I ES A2t A AT B #le Bt 706 827 078 10.83
=&8q9
(Cronbach’s a=.881, Construct reliability=.937, AVE=.790)
- s ge 2ed w8 gy yiong 153 2,632 8.49 974 - -
- TS Y8 gAlg gAE 8] uoln 749 847 086  12.16
- 7E Y8 JAFA7) diol .696 901 084 11.32
- T E a2 AHE E917] WEelnt 704 .826 083 11.77
RN
(Cronbach’s a=.878, Construct reliability=.933, AVE=.777)
- 5ol Q] W 733 2.402 7.74 911 - -
- A|4o] U%7] ot 709 875 069 10.28
- Ado] 91917] HiEolth 731 902 072 10.76
- 71%0] YA7] fEoh 683 835 .068 9.94
ARATA
(Cronbach’s a=.799, Construct reliability=.862, AVE*=.609)
- 328 705 2411 7.78 857 - -
- A37% 682 761 075 11.34
- s 624 07 073 10.57
- 2 635 191 079 10.04
LRATA
(Cronbach’s a=.758, Construct reliability=.893, AVE=.675)
- 4% 648 2.099 6.77 842 - -
- $%39 625 864 068 1141
- 023 603 72 066 10.79
- 971%% .649 806 069 10.27
34 2994
(Cronbach’s a=.823, Construct reliability=.889, AVE=.668)
- o] HYto dgo g FogAE 7t} 794 2,948 9.51 .893 - -
- o] HA=E U9 AAH %‘4515} 752 827 101 10.03
- o] B g Hddle AE EoW J|Ee] 4 &t 779 791 .093 9.84
- o] Hai=d 719l dAAHe] ggn w2t 125 152 095 9.82
FAY=
(Cronbach’s a=.802, Construct reliability=.861, AVE=.675)
- O2 AEA o] HHEE 48 Aol 697 1777 5.73 879 - -
- o] Helzo g v 73?43 Th2 Afgtol|7] ofof7] & Aot} 713 813 082  11.32
- UE o] HHEY £ HES T2 ARIE °]°]E7] g Aol 688 769 084 10.74
ATFu =
(Cronbach’s a=.821, Construct reliability=.878, AVE=.707)
- mgo] o] HAEE A&HOR Lojd Folt} 17T 1.945 6.27 919 - -
- T FGRAA] o] BAEE Fuje Ao 628 .836 102 10.26
- mlg o BAcE APretA] %S AotHR)” 672 759 093 959
(3) ¥ Average Variance Extracted ° : reverse scale®A G2 recode 3F1<
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