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(2-1) BEINHIZE OINH 4TH

EE#H| (dietary restraint) :
HWEZIVM—ILIT BN TELRMDEREFIR T 5 &, (owe, 2002

BRI EEZEFULNMAREE M FLZEMRT B7=01Z, EBEORRIZ
[ENLL EIEBRGVIEWSBREZRT, BRANICERZR CHIET 5,

(Herman & Polivy, 1984; 4 H, 2009; Stroebe, Mensink, Aarts, Schut, & Kruglanski, 2008),

mgugm Japan Marketing Academy



Cont.

LA, B EHlEZENESBOGIEFERICENRDIILET, TNETITHO>TEE
5 E%Mﬂ’éﬁ&ﬁ—d—écc‘:%%éo (Argo & White, 2012; Fishbach & Trope 2005)

BRON\yT—UENNEEEONHIFERLELTERSNLSGLDODIDOTH
%)o

mgugm Japan Marketing Academy



(2-2) AT MBI FEREL TD /3y ir—

SHEEL, XEa/\T—JCF N —B U LEOSE | DEBRNASTHY,
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(Argo & White, 2012; Wansink & Park, 2000)
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- IE A2 #1 (R version 3.6.1, Process Model 4(Hayes, 2017))
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