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Online Hedonic-Experiential Value in Internet Shopping:
Antecedents and Consequences

Cheol Park

Shopping is a work and fun for a consumer. Retailers satisfy social and physiological needs through various
experiences as well as economic and rational. Do offer online shopping malls fun and hedonic experiences
that offine retallers do? This study applied the hedonic-experiential value relating fo the consumption
dimension of fun and excitement fo oniine shopping. Especially, a model of online hedonic-experiential
value, consisted of its anfecedents and consequences, was developed and idenfified through a survey
(n=436). As the result, graphic & multi-media, site structure & design, cusfomer services, payment,
individualization, product assortment & display, interactivity, dynamic pricing factors influence online hedonic
-experiential value. Also, online hedonic-experiential value significantly related to revisiting, purchasing, and
word-of mouth infention of the shopping site. The implications for online retfaller are discussed and further
reseqrch is suggested.
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2B 201 E B0} 498 SHE BrlE
S AE T B 5 ol gkt AnfE
(retailing)oll = 223 % 7](motivation for shop-
ping)ell talA Tt 48 ot Tauber
[1972]= ASHES BTN LBAE] &23&
e 718 9AEE, AVNE, $A3 8%,
242, A AE, Tl EAS T2 743
3}3l 9 t}h. Donnovan and Rossiter[1982]& ¥
A4S &4, X AFE U3 243 79,
Hojde] i3 502 £YF7E AT
gtk 53] Holl= &Yool AAH, 4437, §
g3 7IXE F3e PF® ol AH3lF,
284, 483 MxE FH5e YL Ry
== A7 o] SAEYTHBabin et al. 1994; Bel-
lenger and Korgaonkar 1980; Bloch et al. 1994].
49 d=Y &% F7|(hedonic shopping mo-
tives)oll = Al3] % 7 ¥(social experience), &
B4 Y] w8 (sharing of common interest), A}
S A Z(interpersonal attraction), A|EFHE <]
2 E(the thrill of the hunt)& 3 ZA4 &3
gto] g5o] Sloke AoltHSolomon, 2002]. o]
o e} B2 AMHEL FHsy EAL &Y
BEE FEIA & EYIEE 3o HE
e, 24, &9 58 g8 o

AT IS 53 2891 &3] 18l
VA, AR 2P 9 A F sue AE5HY
ozl & v APHo|n ALFHQ &
TFE& FEANAF7] €Y Aotk Justd
AFEZ AEY APolERHS diHstEA =
&3L ol e ERIe N FE Y A(qual-
ity of experience)o] B& F=ulof ¢]7| wjEojt}
[Hannson, 2000]. &&}¢l &3djA £v=7F A
Zyslhe 98 (perceived risks)o|u} T o] T
AFEAAE ‘£BAPY £F TE ‘439
EAF REo] ol X AH1 YrHBurke, 1997;
Case, 2002; Park, 2001; Van den Poel and

Leunis, 1999]. webr AUl o] FitE] 7]
AeMe a5y eFHola, £, A
Ao, EAZHQ] Y - AHETE 5
AlA Fe Aol Fasith

TS 4 71e2 ool 289 £3E @
=zl &P Zo] Au| EALE Fol B
#H9 £FAYL AT 5 dS AHolgks A
o] B =Fo 7|23 FdHo|ct &, Y ¢}
¥t A A7)1&F Alo|EMEL Lk A
T =Y - AA7XE AFFa, T o] 7HA
7} 3AAR vAEY Aol AE %, 7ol
9%, 74 B)E F2AE F AL AeE B
o} whek QIEYl o] HeE|stx 7pF o] A H3}
7] W& 7FA7}F & oli, 2 AT £3
3 AW A3 EYHRA Frhd 1 AL ¢
AGHoltt. &, 21¥A HYE 28 £ &
gHoln E&FQ £ F73e AA A, #H
o)A MEAF T A3 W, A AHA AlFL.
2 FatE7] FE £gdde] gt weA U
W 2vde o o) 433 dE dEH 2
Rojtt.

T 2l &3 1 AAF AEIAA] A
AL, FH3Y, YA dAxY - FIANRAE
AFANFA £ A I APEEE 7
Z fZ2 a9 71&, A 324 (interactivity),
7)1 8k(individualization), %7} A)(dynamic
pricing), 1ej¥3 HEjrto] F& |83t
2 £3& E11, eFFoH, AnY &
gHoz wrEx gty 3D °]§% JHFAE
£ Eoy, AEun, ofuteht AEHE o]§
3 23AF, AU 2EA JE/AF AT
< 53 L=l &vlA oo R AHRtY 3
=Y -Ag7HAE Eol7] A8 =gt Qi

eMarketer?] 20003 AR A0 =21 &
21 7199 AA FoA 53%e Alo|EdA
FAAYN A¥E s A Fe a2 RE

o+ Ao Z Elyrh Forrestere] 1998\
Y e waH, YAo)E WE 1 F & A
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AEY AR EAN R S B
e A ok ATFEAMEA, 1438, 2002 7%
Z, AL, 2002 o3, o] &3 2002; Childers
et al., 2001; Mathwick, et al., 2001, 2002; Men-
on and Kahn, 2002]0] 9Jler}, o5& 483
7EN 9t AEH HAE v EAsheH 2o
gtold AL, whebA FlEY - AEsA ¢ bl
g xEHQ YRS HES dFE itk
g AR niAE Eo] A 7bed PAlE
4E FINFE, 283 AR WY A
AAALE o= THHY d+e ey
ek B odats 2B JE £
Z3he "l Y - 739 71X (hedonic-experiential
value)'oll 298 F31, 0|5 FA5h= APui,
ag3al o] dFS ve ABHSE Adse
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2.1 2221 sl - ZEIX{(online
hedonic-experiential value)

1982d ¢} Hirschman and Holbrooke] 2F 2
2 Journal of Marketing®} Journal of Consumer

Researchol] =¥ 8] ¢ =FS LEFoR
W AR e A A o) 2 ohe) (hedonic-
experiential paradigm)o]gte AJZF- AH| A}
5 AFage] gASHA Hd #E-AEA o
Hopjold nulds Ao oA AuiA} &
Eo FEd, AA 2R E FRH(FE)
ol HAMA(HEI S o #HNE e
Ao Bolgtar & 4 vk of7IM e &RlATE
/‘H]"@@ﬂf‘] HAe ‘:]r }"'rﬂr’—ﬂ ?é °1E3ﬂ”4.
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V—‘? A8 %% @?EH'E}EE %"0}/‘1 AE 1
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EHHirschman and Holbrook, 1982]. &84 g2
2uE wAsE A% Ui 284 =43 &
3% 205 95 FAT ¥R AT 3
golE 278 o)dF 24T U A7t
5 A9 tFoA 9*5}“ HhA stef) ol
g Ho-e upARAM F23 5F0] HIUT
2nxbe] F=Y & (hedonic needs)& F3#
Zo]a1, 74E % (experiential)! Ao 2 Afn] 9} 3t
(fantasy) 5 @& =] AHSolomon, 2002].
dxy X e 2449 AF/BAE F4Ho0=
BEH 48 5 e #HA SF(affective gratifi-
cation)o] ) 28|48 Qi o EA AFE
A3} #¥E 43 shje]t}Batra and Ahtola,
1991]. sl =Y 7FA= 0 F3F )AL 7Rl o
o Q]9 grts 1 AA 9 ST A
2 2E 2 S} Bellenger et al, 1980]. &l%Y
£F7RE ARdx, E43 F3|Holn At
= APOoEAMY YoM 4§ & Ue TAH
74X et 283 7EXE wkdgri[Babin et al,
1994]. whebr e £ 43, AdE
Zolw, RFAQ 247t YA St
Z7+8 #7)(increased arousal), Eobd #o
(heightened involvement), Xz} A-f-(perceiv-
ed freedom), /49 FU(fantasy fulfillment),
83 @Ak v(escapismys =Y e &£
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% 7}k & 4= Yc}{Babin et al., 1994; Hirsch-
man and Holbrook, 1982]. £3] 9 &&13 &
JNEL & 7Y AxY 7IAE 7|vdit
439 A=Y JHAe A, EAF, FAEY,
B9, AA%, 29, #3] 59 848 I
21 tHBabin et al., 1994].

2 £FAAE o)HF HxHd THAE
207 2 5 Q271 249 BAGolF A
A7} AHY 5 Fol Leclow QEw
FANA A2, R, 24 T 2AE a3l vt
ARAFE HolEola ojzsta == AP
ZAgn & 4 i Mohammed et al, 2002,
pp. 203-231 x| 289 Y - F@7HA#
2ZRIAA AFste e 7], & A9t
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g 4 Atk AEA &AMz -AE 7}
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43 frHsia e F2 =28 FE HE
dAet F AFS FEA guEe 1¢ 2
£ AP)EE FYHEE AWMSZE AUy,
AEAAT Fujgo] AN A3, Azt
te &5 BEEOE O &FA0|EY FEY -
AR E w9 & F Uth LvlAE AEY
£ AlECA AUl 213 AT B3
& Bo) Y45 1 2BAlEd UE BEEY
Z9gr} £7pgcta o} Childers et al., 2001;
Hammond and McWilliam, 1998; Koufaris et
al., 2002; Menon and Kahn, 2002; Wolfinbarger,
2000]. wekA IEY BHAIHES AAAEY AL
oEd)N RAZ] AT - APHE ¥Y
e ALL TFEA}F & Aol

HZ Al FHAIR EopollMx dle - 33
7k ¢} BEE A7Eo] SAFAHAEA, 2
238], 2002, A=, A, 2002, BT, ol&
= 2002; Childers et al., 2001; Mathwick, et al.,
2001, 2002; Menon and Kahn, 2002, Hoffman
and Novak, 1996]. A&2], 71/338][2002]= 4:H]
Aol ARA g st AHU LB Eo|
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AFAME 58F 7HAFT AvdM e F=
AtolE o} FEFTA g JR Ao] £ FoA

2 @

4 7} & F38he oA AJESY TE,
T Ug EREo] £BEAA BY
e A FE&E e AoF Yeiyith
ok 3, o] FF[2002]¢) AT T HEH Al
4G Bfole AE AT Ao]E B
7)gto] Fujo =g FAFd=rl F3 S
o)z v, A8 AnREge] A A
g A3 YmA| oju)A] HEEo
Folgt gae nHg gy Childers et al.
[2001}& 2] Avld &PPFoAA AxHH
g3 F7)50] Fujdrg) Hxo FEFE 7
A Qe B3t} Mathwick et. al.[2001]
& 98yl aPENAN AFse 7HAE A
(playfulness), 4] 7] 4] (aesthetics), :¥]2} ROI, 1
21 AH|x gggdo g BREla, o]Fo] 4
o] vtz J3g wRthe ARE HREHA
t}. Menon and Kahn[2002]& Q8¥l &34 3
A 7|9t 2482 add uis|A AH Rk
e, &8zt dxY 7F)7} Al EE ¢ EoF
SuUA stz viAE Aol e FY¥ES EoI
3, TERA FVYER Fole Ao UE
=g
oj¥ 3 ATFEL el &PellA A=A T}t
29 83 71AE By 98 AT [RAE,
A&, 2002; ¢HF35, o], 2002; Childers et
al, 2001] EolAY, 2ulAe] AAAQ S99
273¢ 2F AHY A|E EAAFHAEA A
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Be o] AT ool HEy - AR
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Wete HPE FEE Egtoy v gk
29 2317 370 Ag FUHEA G
¥ A 5 Qe BEolH, e By
o s drldel S48 Tgteithe BA
& A Awka 9ltiDholakia and Bagozzi, 2001].
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E29(flow)7} e A7 A5 S
& FEA EAT E9L TS QEulcA 9
FHAZ G4 dod 289 ey Adq}
2e ol EHEstE doldtn & 4 ok &,

oW AllE N ERIE AU 4 AW T
Aelee] Ay - ABAAE T & % 3
5l

o 538 F2ehs A B31F3A
£ des] Hsta gad A AdelAd, 3

Y- AWMIE vAY Ropl N REs A7
A% A2 2 AWYI 0395k o
o) AFHUTHE NN ebel Auixtel 7

98 a7sid o AFAcT ¢ 4 A

B)

2.2 2212l sl

o,
=2
(%
v
>
L2,
im o
At
ox,
i
rlo
g’
(o]
g nl
r
U a
)
1l
1]
)
,j.g

- Bell and Tang
[1998]= Aol Eo] %7}71% 24 3424, A
W, 2ele, 53, 84 244, dulAel 4,

S S 385 Reibstein
[1999]& %% A}o}gf_aq 448 Figoly
AEANZ, Aol
wie, 7§24,

2,
o
~ ol
b
00

m
-4
P
o Iy
=)

o
X
N,
B
b‘i
_14..

ZR 21, 1999; *1-5“‘ , 73728, 2002; o) -F, 2002;
T2, v, 2002, Liu and Armett, 2000,
Page and Lepkowska-White, 2002; Ranganathan
and Ganapathy, 2002]& %3t 222l 3
Yo ARHE YA E YA)E EAWSE
2 Resch & 4ETH/ AR, Ad2(on-
tents) F3, Al EFE/HARL, AHSI T
9)(dynamic) 7} A A Al, A3 244 (interactivity),

1) QY £ Ause] FAS ST e 29
front office 7587 ol Q&)
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Aefdl &Y & Alo]EZL Anlate] W& s} o)
2 o =AHLA 9, 1999; Baver et al,
2002; Page and Lepkowska-White, 2002; Ran-
ganathan and Ganapathy, 2002; Shim et al.,
2001; Srinivasan et al, 2002, Ward, 2000;
Javenpaa and Todd, 1996]. 21 E{dl &BPE Alo]
E g3 ¥ETA% AR BASE 99
€ &Y HAEYE 2PN E FENAF

tHEighmey, 1997; Childers et al, 2001]. %%

Z, 8200219 AFoNME AEFH 2 A
%‘7&5‘-’“ YA EA X EAE 2B /9
g 43S vjX s Ao E Vel Shanka et
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Griffth et al, 2001; Li et al,, 2001] d2E A€
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REEZ BAU{AEY 9, 2001; o) EF, 2002
Page and Lepkowska-White, 2002; Ranganathan
and Ganapathy, 2002]. =3 JAlolE 9] 29}
DAle] $ahthn AZ185E 1 Aol Ee) g
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2 gojghol 2219 AL V|9 H ] A3 o)
3L EEF ATl ZHsskAl HAtHMo-
hammed et al., 2002]. LA E 1740
£BAEE FAT & JEFE £ HyA
T EAFo] Fopxlon, uATF] F483 2
¢lo) Y tHMarmorstein et al., 1992]. 1E|ule]
FEAEAL Aol MR F2E g oo}
718ke 5 #4E Eujd oA LulRyL v
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SIS & 40 AUE YAolEY 540 gl
"IEH\ LA EE 5 l A slshe)
7VAE AAEAL Qo edF4k, 2000; Massd and
Tucker, 2000]. 7=, 97w, FF7oist 2L
A FHAA A EE 1 AA 2 Awgla, o
HAQl Mol AES T & de VS

Agetd nAe gEze Fujdxg EAdd
[Chui and Zwick, 1999]. ©]&i3t AL 3
A HEAA e 24 Fu), Ry, aglu ®
A Eodod 4 ik gebd Jedl &%
Eo| Agsty XA 7HAAAI & He g
FF I AlEMA iy Eo] At Y -
Y 7t wobd Aolth

2 ERIEE R B LC I ER R
A= - BRI B (D9} JHL
w18 Aolct.

2.2.6 J2iE

W8 e S A A 2E2 ‘%/
MBIE/ AR 2/ BB E AFAAY, TR, 2
23 FE A FE AL LRk ‘5’“519\ 4
B Al)EE 1] 24 2 HEFR, Alo)e
HAYSHE(FY2EY dlojE) 2 Fufolg
& B#/E43%0 o)§ Bt o s Bosn ¥
Elg st sQletE el HRA Fo| 7Hs
SO F4t, 2000; Wind, 2001). =3 @ A%
2] 73] ©] ¥ (configurator) A] 287} o] ur
E FEY AES AT += gtHHart, 199%].
Zemke and Connellan[2001]-2 £a}9] 79
AJNste 149 ZHE G BrEFE &3

Fo3 g4ty AT} QIHY &PrlolEY
NQE A 2" S aAES) F0E AFea, =
Aol BT =S Fo 11 Alo|Ed
M SR S FET & dn 29 A}

OlE RIEr o Pl r £Y 4 duHxgH
9], 2001; Hanson, 2000; Javenpaa and Todd,
1996; Mohammed et al., 2002; Moon, 1998; Page

and Lepkowska-White, 2002; Srinivasan et al,
2002; Wind, 2001]. Thorbjornsen et al.[2002]<}
AFANME ARAGE YA|Ex AR
Al Ege] #AE FHH) FEHoR g
T b 9% vAYa 3 IHEE QY
g &9 Ale]EZ} ”""Hlﬂl’*e AF ‘4'?}1?}%74
Z—‘lé’}a AESE FHHFE MY =7t &

£ 11 Abo|EdA 2‘1’% Y - %ﬁéﬂxla
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m3 Rol.
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25T AolE Bl fIF GTL MU
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2%, AE FESS AT G AulaE
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TE} wokAE AL wANYT 22
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AN 2BAELS O Pt ko] &
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%, 98U £%EY dAxY - I w09
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Pk AERAFE HYREFES AHEEA Mg
% R AFshe dtES 3o 44
At AUAAEL AT JHY AFES
holgle WESE FEol e AFEeE Y
At} AHAAES A2 FE £ FFol
A= Aol Eof tisiA WA AEIHIL, ofF 1
Al ERES AZBEAM A SEA e
o, Al|ES BEAS F HtE F s Hde
(e 719l & A & A 2N
4 H3E4S T 5 UEE oA 2 AJEE U
2P 7 A& 73 ATk o]FA st
F 40659 FEHFAE 353t
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650
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.293***
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2E0CA

2l 2/ EEr| Yo 871 1 Afe|Ed o)
g 2Rl Y - A7 A2 ¥ (4)
9] & e Ao yEstth A L)
A|ES AFFE/TH 298 28 dxY
-Z@7HA FAR ()Y S A Aol
T 7 12 AAHANBZASF vu =139, t=
371, p=.000). &, JEU &rmjrto]ES] FE
@/ T X THH R FIEFE T AL
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121.5(d.f. = 48, p =.000), GFI =959, AGFI = .934,
NFI =919, 28|12 RMSR = 09224} %353 A
o2 v,

o rlo

AR 8 AE
5.1 o712 9%
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Box &3¢ 5y 747t ol i g
T A & 9L nHY e ol 2
e 2819 A E F4E Aotk Menon
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