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- Easterlin's Paradox (1995): 1958 ~ 1987 2| 7|7t S0t
2O HE A5 (1Q91Y GDP) 5 Hf 1. d2{Lt Fa2HX Q!
A= (subjective well-being) —. adaptation? = ‘hedonic
treadmill hypothesis' (Brickman & Campbell 1971).

- Kahneman et al. (2006): 0|52 % 7IA A= 6Tt=E 7HA|= &2=1}
&0 CHot BES & ALO|Q| &ttt A|I7F =3, d2{Lt 6T =2 HO{ A H?

AT A S = 0 (YEHE O 2 QT GDP 12,000E)



[1957-2005]

A rise in income has no effect on happiness

Personal income ($ thousands)
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Mean of percent Happy and percent Satisfiec with life as a wholke
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A2 & = UX[EH 2o S& 22 & =+ s
- dHNEXEo| H2RH: OECDY| “Better Life Index” (AE, T, |, 2, A4 .58 T&5l=
index). =A[? 1.22 ZH0|7|= oKX HERF & 2A0|2tn & == S 2. tHE 22| A XI=0|
Ol& Bt 2 Q1= index OI7}?
o= T AT Index /e

- A2 xt=e H2 & Subjective Well-Being

- "HE" > hedonic (pleasure or pain 2| Z&)? or eudemonic (2/0])?

- "Moment by moment” happiness vs. Fulfilling life (e.g., Deci & Ryan 2| Self-Determination Theory)



FULFILLING LIFE HAPPY MOMENTS

VEersus

Eudaimonic Hedonic

Life Experiences

that is satisfying that are satisfying

Holistic Fragmented

Life as a whole Elements of life

Feeling your life has
meaning / purpose
Your experiences allow
you to learn, grow & reach
your full potential

Pleasure or feeling good
in the moment,
reaching a goal

feeling temporarily satisfied




- IKEA effect (‘Love of Labor’): “Do-It-Yourself” (DIY) Products
Legos 23 (Ariely et al. JEBO 2008)

Meaningful Condition
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Legos 2 &

21t
Meaningful Condition Sisyphus Condition
"2 M i 1174 77H
Motivation

= f (Payment, Meaning, Feeling of Creation, Challenge, Ownership, ldentity, Pride, etc.)
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(The Day Reconstruction Method; DRM): Kahneman et al. (2004, Science)
O 2= = 7|A5tA o CFZ, (a) & Ol | &E7F A[&Sh A|ZEaF 5 Al ZE
YELS FROIIN

7439 ZZXt0|A ot F =

o

ot /AU =712 () QL[ U_RE=7F? (d) 20| UUE At
B ZHO|A O{EA =772
2.97, REAALRLO| LS} 2,15, XILto| Bt 468 S (

UARE=7F? (0: TS| S 44|

258 7tASZ o] 7HX|

[
o)y

LS

go Ml
mil

>

I e =X (
o

O o=

 —
AETD

—

t, 6: O =7
S1to| AEtEHA =0.05)

P8

—

3" (Ecological Momentary Assessment; EMA): Schnall et al. (1998, Psychosomatic Medlicine)

re) ALK
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01). ZtHAIAS 1, RS/AEE 1 (r=0.14), 22/ E =T 1 (r=0.14), excitement 1 (r = 0.18)



1. 232} AH|X} s

Which two of the three
words most closely related?

monkey

Group 1

(Word 1: ) (Word 2:

panda

banana

Group 2

(Word 3:

)



- O|= O] 20| =: Majority = (panda & monkey), &= O 2l0|=: Majority = (monkey & banana).

- Why? American children preferred to group objects because they belong to the common “taxonomic category”
(i.e., mammals), whereas Chinese children preferred to group objects on the basis of relationships.

- HAbvs. SA}

- 7HQIF=2| ™ vs, T EFFO| A e (Hofstede 1980)

- =8 vs. 42 o|EH X}H7| S A (Markus & Kitayama 1991)

- 5% 23t (2t= E2h): Social harmony 2f relationship 2| S A



223 (envy) I M| (face) o] 2|t

ﬁ

- AP2[A H|w (e H|) > RE|F, Al7[2E trigger & (Kang et al,, 2013, Journal
of Neuroscience)

- HNH Xt2|7]e] EL2d (Need for face saving)

Envy

v

Need for Face Saving

A




Chung & Ha (2018 AABR), “Pride versus Face:
What Motivates Asian Consumers’ Luxury Purchase?”

- Study 3: Envy vs. Concern for Face (Gucci handbag study)

Study 3

130

Willingness to Pay (in 10,000 KRW)

Concern for face ENVY NEUTRAL
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O/X|H LHXHAE S 7] (intrinsic motivation) 2| &

vs. A SHE (Hsee et al. 2009, IMR & X)



