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Mental simulation infulences new product adoption through increased
psichological ownership
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Really new services (RNSs), which have no similar services, are
underestimated and difficult to be adopted. The present research developed a Japanese version of the
Psychological Ownership Scale to accurately capture psychological ownership of RNS (Study 1).1In
addition, we examined the effect of processing fluency of information about RNS during mental
simulation of RNS use (Study 2). Furthermore, we found that individual differences of desire for
control influenced psychological ownership and loyalty for music streaming service (Study 3).
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Figure 1. Stimuli used in Study 2
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Table 1  Exploratory factor analysis and Cronbach's alpha of POS-J in Study 1
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i, ZNICHLTHEVIBEEZBEL TWLWS LD ICRL %, .09 .66
Eigenvalue 4.32 1.57
Contribution 34 23
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Note. This scale is intended for use with owned objects.
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Figure 2. Results in Study 3
Note. DFC = desire for control; PO = psychological ownership. — 15D represents 1SD below the mean.
+ 18D represents 1SD above the mean.
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