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A Study on the Influence of Consumer Choice on the Preference
Reversals by Product Attribute
: Focusing on Comparison of Medical Service Products and General
Products
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Abstract This study investigated the effects of preference reversal according to product characteristics
and situation. To investigate the relationship between consumer preference reversal and selection
change, three research problems were set up and multiple logistic regression analysis was performed
considering categorical dependent variables. The results showed that the decrease in preference for the
medical service products and general manufacturing products had a significant effect on selection
change and selection delay. In addition, we found that selection change according to the importance of
attributes in the medical service product was more sensitive than the general product, while selection
change according to the preference reversal was higher in general products. This study examined the
causal relationship between choices by illuminating the preference concept as the central value of
consumers from a different viewpoint than the existing preference and preference inversion research.
In addition, the results of this study suggest that it can include not only selective change according to
preference reversal, but also alternatives such as selective delay.
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Table 1. Summary of Theoretical Background

Topic Subject Research Contents
* Preference reverses through
Salience decision making process[10]
Preference Effect * Occurs preference inversion based
Reversal on selection and rating[11]
... |* Describe the preferred inversion
Evaluability .
based on the evaluation mode[14]
Postponeme|* In the case of products with high
nt familiarity, the probability of
of selection decreases as the size of
Choice the selection set increases(1]
Consumer
Choice * Compensation effect occurs when
Compromis the selection width is narrow, but
e extreme pursuit tendency occurs
Alternatives when the selection width is
wide[25]
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Fig. 1. Research Model
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Table 2. Configuration of Variables

Variable Tenglbllisy Importance of Attribute
of Goods
¢ Medical Expertise
Medical |* Process Activity
Service |* Appropriateness of Medical
Expenses
Preference ¢ Price
Reversal Laptop |* Performance
¢ Weight
¢ Displacement
Automobile |* Fuel Economy
* Price
Change of Maintaining of phoice
> * Change of Choice
Choice .
* Postponement of Choice
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Table 4. Relationship between preference inversion
0,
Category - % and choice change(Medical expertise &
sox Male 96 51.1 Process activity)
Female 92 48.9
Under 20s 2 1.1 Variabl Change of Postponement of
20s 83 | 441 ariables Choice Choice
Age 30s 66 | 351 Constant -0.080 -0.550
40s 26 13.8
50s 10 53 Decrease in Preference | 3.818(45.500) 3.035(20.800)
Over 60s 1 0.5 Increase in Preference -0.901(0.406) -0.836(0.433)
High school or under 15 8.0
University 62 33.0 Maintaining Preferences
Education - - - -
University graduation 85 45.2 -2 Log likelihood(x%)=84.099, x%(34)=31.191
More than a graduate school 26 13.8 Cox & Snell's R*=28.4%, Nagelkerke's R?=33.3%, Hit Ratio=62.8%
Marital Single 111 59.0 Reference group : Maintaining of Choice
Status Married 77 41.0 Values in Parentheses : Exp(8)
Student 67 35.6 *p .05, *p < .01, *p < .001
Office work 36 19.1
Professional occupations 40 21.3
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Table 5. Relationship between preference inversion
and choice change(Medical expertise &
Appropriateness of medical expenses)

, Change of Postponement of
Vemglslizs Choice Choice
Constant 1.598 -0.636

1.840(6.296)"
0.125(1.133)

0.300(1.349)
0.404(1.498)

Decrease in Preference

Increase in Preference

Maintaining Preferences
-2 Log likelihood(x%)=32.945, x*(34)=34.065
Cox & Snell's R*=6.0%, Nagelkerke’s R*=7.7%, Hit Ratio=75.0%
Reference group : Maintaining of Choice

Values in Parentheses : Exp(8)
*p < .05, **p < .01, **p ¢ .001
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Table 6. Relationship between preference inversion
and choice change(Price & Performance)

Variables C}éa}fl(i(e:eof Postpg}r:z;z:nt of

Constant -1.924 -1.655
Decrease in Preference | 3.022(20.538)* | 2.012(7.479)***
Increase in Preference -0.602(0.548) -0.177(0.838)
Maintaining Preferences

-2 Log likelihood(x%=70.

419, 2*(34)=27.108

Cox & Snell's R?=22.8%, Nagelkerke's R*=27.3%, Hit Ratio=71.8%

Reference group : Maintaining of Choice

Values in Parentheses
*p .05, ™p < .01, **p

: Exp(B)

<.001
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Uehgon, SYHsE BF X ‘14'6]' 29| -2LogtE
Fe 22,7462 1Yo A ROl5HA YERFTHx
%(4)=53.001,p<0.01). 2% Z%éil 2 d=3] 7t
=S Yl A4 delks AF7Ho] Ag=of
2P H3tslrha wekdl 4= QIth(x%(34)=34.476,p)0.1).
2yo] MEEe Cox 9 Snelld R*ol 24.6%,
Negelkerke®] R*Zfo] 28.6%= Uehton, oZ 43}
T= 59 0%= YERRITE.

oA 7HE RAE 1HstRS W, A5 %
W %#‘Eﬁ-’?«l 71& Ml *d‘éﬂ A

s} A8} QA7]ofA] 1 ool 4k
A3t 5A) SHIE AT avt L}E} <, 419 §
Aol ol A1e] oIS % SHgol 3419, 419 1

92 oJnlsi,

EsaR ==Y

st g-50] 10.04)

Table 7. Relationship between preference inversion
and choice change(Price & Weight)

e | gl [P

Constant -0.208 0.000
Decrease in Preference | 3.528(34.051)" 2.303(10.000)"
Increase in Preference 0.025(1.026) -0.875(0.417)
Maintaining Preferences

-2 Log likelihood(x)=75.747, x*(34)=34.476

Cox & Snell's R*=24.6%, Nagelkerke's R*=28.6%, Hit Ratio=59.0%
Reference group : Maintaining of Choice

Values in Parentheses : Exp(8)

*p (.05, **p < .01, **p < .001

AN o135 1S el o el

01—5 747(4 7:]_1,]- X—Lu:]u]_ %\% _ZLOg—rE 7]_0
763022 YEjoy SgWHLE BT TGS _-;_cg_J _
2Log =Rt 21,4145 E@L,] A3t Qo5 U

ERFTH(x2(4)=54.889,p<0.01). &0 Z%ﬂz] gl o
23 7t AFEE e 24 Agms ARoHdo]
Aol HFPL  Hoirty w|HT £ QUtHx
*(34)=30.967,p)0.1). @] AFHL Cox ¥ Snell®]

R%ro] 25.3%, Negelkerke®] R’gko] 30.0%2 Urebst
on dZ Farl 66.0%5 e

AEAA W7 AuE nEHRS o, A% 7
2ol4] FpEse] 7)% WAel AE Ao wls) Ag)
wistel Ale A7]olA 1 olde] Saklv} ehgith 1]

I AT F7MIM S5 71E M AdE fAof

128



AES 4498 AzAQo] e

&B|ZS] AR g A7 ABRAHA FE A A2E v SHo=

ule) Ale WslolA 1 ofste] S4hl7} Lepde. =, i
PNt Q] S0l HE gt Uerd 49, Alg
SR/ e e @51 o shgo] 1884, A1Y A7

=
=2

g $hg0| 9 0] =88 ousitt AE Z7PF Uehg

AJEl

Ry |

A9, A8 fAo] vle) Mg WSS F Fgol 0.16H)
%8 g

Table 8. Relationship between preference inversion
and choice change(Displacement & Fuel

Economy)
) Change of Postponement of
Venglblies Choice Choice
Constant 0.223 -0.288
Decrease in Preference | 2.934(18.800)" 2.197(9.000)

Increase in Preference -1.833(0.160)° -0.916(0.400)

Maintaining Preferences
-2 Log likelihood(z*)=76.302, x*(34)=30.967

Cox & Snell's R*=25.3%, Nagelkerke’s R*=30.0%, Hit Ratio=66.0%
Reference group : Maintaining of Choice

Values in Parentheses : Exp(8)
*p € .05, *p < .01, **p < .001

AsAA w7 1g 7HAS stde b 23 A
9= A4 A e A= BF 2LlogtE A
73.756% UEgoH, SHHeE i X%t BP9 -
2Log a2 223262 29 gL+ FostA Y
ERATH(x*(4)=51.430,p¢0.01). S&45=0] Z43] € o
A 2 AR =S vetdle A Ades AF7HEe]

Aol mPe AFsity WAL S 9Ky
2(34)=36.087,p>0.1). 2@2] A¥EL Cox L Snell9]

R*gko] 23.9%, Negelkerke®] R*%to] 28.3%& Rt
o, d& ALl 63.8%F e,

Table 9. Relationship between preference inversion
and choice change(Displacement & Price)

Variables C}éa}fl(i(e:eof Postpg}r:z;z:nt of

Constant 0.065 -0.511
Decrease in Preference | 3.082(21.797)" | 2.492(12.083)"
Increase in Preference -0.853(0.426) -0.095(0.909)
Maintaining Preferences

-2 Log likelihood(x")=73.756, x*(34)=36.087
Cox & Snell's R?=23.9%, Nagelkerke's R?=28.3%, Hit Ratio=63.8%
Reference group : Maintaining of Choice

Values in Parentheses : Exp(8)
*p € .05, *p < .01, **p < .001
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