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{Abstract)

Recently price as an information clue on online shopping has become important and
price dependency has been also increased. This study suggests the flow which customers
experience on online shopping plays a leading role in a matter of revisiting intention, but
price sensitivity has a possibility to decrease the flow on the basis of literature
investigation. While telling the differences in types of shopping malls, this study also
examines relationship verifications with price sensitivity, flow of internet shopping mall
and revisiting intension.

The results show the flow experience through temporal dissociation makes increase a
revisiting intention. To the contrary, this study presents a price search dimension in price
sensitivity has negative influence to each dimension of temporal dissociation, heightened
enjoyment and curiosity and also the relationship between price importance and flow is
rejected.

In addition, this influence gets different results by internet auction, pure internet
shopping mall, shopping mall which can show price comparisons. In the case of shopping
mall which can show price comparisons, more price researches become less curiosities and
more heightened enjoyments and curiosities get more revisiting intentions. In the internet
auction’s case, price search decreases a temporal dissociation and heightened enjoyment
and improves a revisiting intention when a temporal dissociation and heightened enjoyment
are increased. Price research reduces three types of flow dimensions such as a temporal
dissociation, heightened enjoyment, and curiosity in the pure internet shopping mall. In

addition, only heightened enjoyment affects to a revisiting intentions.

Key Words: Price Sensitivity, Internet Shopping Mall, Flow, Revisiting Intention
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AHAZALE B8 AEA 52 gA39e Zt s SAEE gk A3 A
W, EAE2 g 2 gigda s 5= Z& I EZnksl €3 Cronbach’s Alpha) 7l
F29] FE3e] HEZAES AAEYU FE o83l s, BHIAY HSS
HiEE AEA 3508 7FeH 31082 34 8l A aJQEAS AASAT HE
sto] BT S 232 #93 28882 W2 (Varimax) 3]3S o] &35k &417 g
EAS AAIEIATH AEA HAA] A3 6719 a1z FAF o
w, o] A 292l Fro] ¥ P& &

FF9 AT Hu JFHo] FQ3ite &

V. 24524 a3} QB &9 ool BANE A

Stob= gEo] AAEHJY 7+ alel 23

41 AZ2|MT} EFSA H SR 7Fe <X 1> ZAoh 7 2919
afgke]l 1 o), 890 Fato] 06 o]Xol

Table 1. Reliability and Validity

This table shows vdidity through a result of reliability and factor anadysis. Cronbach's apha vaue was
more than 0.6 for al-items. Eigen vaue of each factor was more than 1 and factor loading was more than
0.6. Thereby the vaues indicate that the scales have satisfactory reliability and validity.

Factor Loding
Construct Item Cronbach's a
Factor 1 | Factor 2 | Factor 3 | Factor 4 | Factor 5 | Factor 6
PS1 .867
Price
Search P2 .692 0.7970
PS3 .846
i PI1 .867
Price 0.6899
Importance PI2 847
TD1 .849
Tempordl TD2 88 0.8751
Dissociation
TD3 .809
. HE1 835
Heightened HE2 794 0.8957
Enjoyment
HE3 742
o Cul .783
Curiosity 0.7391
Cu2 .736
o RI1 825
Revisiting RI2 610 0.7270
Intention
RI3 774
Eigenvalue 2181 1.601 2.497 2.546 1.460 1972 -
Total Variance Explained 13.632 | 10.004 | 15609 | 15913 9.125 12.324 -
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Table 2. Correlation Matrix

This table presents the correlation of six constructs. There is no problem of multicollinearity because the

factor did not have a sgnificant coefficient a =0.9.

In addition, it has discriminant vdidity on al

constructs because multiplying standard error by 2 and adding coefficient of correlation are not 1.
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Table 3. Results of the Regression Analysis

This table reports the results on the regression andysis. Price search increases a temporal dissociation and
heightened enjoyment tempora dissociation and heightened enjoyment enhance revisiting intention.

Hypothesis Adjusted R2 F B t-vaue p-value
Price Search — Tempora Dissociation -.337 -5.829 .000**
113 19.260
Price Importance— Tempora Dissociation -.028 -.489 .625
Price Search— Heightened Enjoyment -.360 -6.325 .000**
137 23.760
Price Importance — Heightened Enjoyment -.053 -.932 .352
Price Search — Curiosity -257 -4.328 .000**
.061 10.276
Price Importance — Curiosity -.008 -132 .895
Tempora Dissociation — Revisiting Intention 139 2144 .033*
Heightened Enjoyment — Revisiting Intention 251 32.881 .387 5421 .000**
Curiosity — Revisiting Intention 041 637 .637

** p<01, * p<.05

Table 4. Comparative Types of Shoppingmall

PS is the price search, Pl is the price importance, TD is the temporal dissociation, HE is heightened
enjoyment, CU is the curiosity and RI is the revisiting intention.

Type Hypothesis| t-vaue Type Hypothesis| t-value Type Hypothesis | t-vaue
PS — TD| -1.172 PS — TD| -.4.683** PS — TD | -4.248**
PS — HE| -1475 PS — HE| -.5.468** PS — HE | -3.955**
PS — CU| -2.893** PS — CU| -1710 PS — CU |-.3.086**
P — TD| -0.238 Pl — TD| -0.257 P — TD | 0568
Price
. . Generd
Comparison |Pl — HE| -1.546 Auction |Pl — HE| -0575 Shooinamal Pl — HE | -0.652
Shoppingmall Pping
P — CU| -0.106 Pl — CU| -0.780 P — CU| 0705
D — RI| -0.325 TD — RI| 2.236* TD — RI| 1939
HE — RI| 2.613** HE — RI| 2.223* HE — RI | 3.831*
CU — RI| 2271** CU — RI| -1107 CU — Rl | -0178

** p<OL, * p<.05
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