Il 4 5
ISIE

FUAE Q10 TP
BIECY) O%E g

The Effects of Decision Making Delay on
Experienced Emotion for Internet Shopping and
Internet Shopping Mall Satisfaction

7} & WH(Kim, Hanna)*

2 a7t audEo) Gt o4 da AR FHERE Qs a%AES AP B
A v o8 $9 294 2950 498 BEE) AAT FPAS A50 T gl £ @
9M9 ATEAS A ATIAE A0S Aok 443 ABA% AH A, 494 99
Azl @ AR A2l BAA AL AW H9, 53 4BA YA B4 3RA 7
A ¥4 93¢ oA 202 Yehinh S ANH AV AA FHLA A Poh
R Qe &3 3 294 240 QUL VAL, B BRUYA €@ AR e 2AH B
A2 AANA AL aBAYS AW TR Al FHE 2L AU e R0z o
ehith £9 Qe 237N A9E R4 2L 4YE VIRl 34 9P FAT 24
4 e 23 9 ue ¢ 5 A
A R 97, 248 2 ¥3F 2, 298 UEE

L A= % 3 U §78 3FAAZ TY @70l

AR 297 BRIV sk g B,

FolE Qe 4ES) R BFEG 4F Y

go AvAEo) BEN 4L @ F 7H B, BUNEE FE T4, AF F7HY o@
2 X @7 PHARL 2T @k ole A (Huffman and Kahn 1998)59) o2 772

S5 g grrt glo] AFS S8R
m}&0] 7). &7 (Bloch and Richins 1983), 4

* qethete A @8d T 4 (hnkim74@hotmail.com)

A& A71% Aotk

E3) Qe &% M E QAEA A

SIROPAIEIX'E ®0A A1 2008 48(133~160) 133












et By £33 AF EAY HAE
Q7] wEd AA FHo| AIET} AF3t
ARt Aol7t glol Tl F BNFLYA
7 s A% W@ A AFE
dzjeiA gk Az FAd JEe]
A AES TR Asd Aol Yo ol
e 9PN 6 AR Aok oMY 4
£2 AR B 7137 gle QB £39 3
AL=E B Avize] Ngtez T
AR o) oA dag R}
A agAog FRI AFHA K2
Adolut 7158 TELYEA EA R
o) MAY F Utk MR &&
Zug Auig 18 Jey A
2B|ACA EA7F 2 5

¥

§2 rir -y de

in)
ox NlO
tlo

oL, OH

2 oy al
B X
o% oy
o
dlm

B
o
e
o
4« &

2L
ol
s
1o

e
fifrs
o
o
2{_1‘
e

(ard 3 1999).

X722 91(2002)9) QAT B2 AB|AEC)
F2% AEFD FUT AFol WiEEHA 3SR
T 203 A4E 0 EdFe 76 wg
g AFo] Al|EAA £ AFH UE BF £
AL AINT QT =Y 2F A
AAY A 7 B2 BAY 9 gl
2R ggEs w0y did /3% A
L2002 % FAAHY Aol 3 LB|AEC]
QY 4% F HEEE AIITT SN
mebd Qe &% F A A@AZel 9
& 7oA Qe $AE a9 IR
oy Wz FFF 23FPAe £
4d3e vAtT ¥ & Aok wHM geH 2

< 7HE AAs.

M 11 AR 8RR 98 o2

A7l ZAA 4£3AA AR #

(-)9 9L vid Ao,

7Hd 1-2: A3 AEAZ AF A%
A7le BAF a9RF A A
(+)9) 9L A Ao,

232 ARA A¥AL

ARA QAL FHE At 2vd F
Ao &do] LAY 754 HWEN AL
5= )% (Jacoby and Kaplan 1972) 2 2A, &
L) 7170l AnAe] AAF st BHs)
of FuAAL AN & AR ABA
72 g £ JEA JeAE Bk
2o izt ARA Al we F¥HS
#Adsts A% #Ego] Ak gebM &% T
A Fejgere Axgoe) gl ARAES 7
ZAE uFA HE Aot

AR 91(2002)E YE &% F Zo| *
= AEL Frjsia AL AL FeRe =
7w g dsks AFE dike 7
Fojatd &3 AARE A 292§
gt dehd ukgol T AEE 2EHE 7
e A B} ud 7bEd g vz Fojst
A B3 AgArste] Wslsle] 717 o] E1ls
712 Z1dEAY E oE FEE Folok =
w¥g 7)gdo} slBE XA e ¥
A 2 Aolth

99} 7o o]27 A A oI 2
7Hd& AAsATh

s

M 21 AR 98AZ e FoRd
Qe IR 28R AW

()8 9%L v Rl

= TO4EE o)t ALY ATE UEZ0) 0XE 28 137












EEE LR

of wWHMT oA YehtE.E(Greenleaf
and Lehmann 1995), A& w2 A3 A+
7t gesgy AZEN) diolth 58 AR
AEL f3fo] w=2A Wiy JEA &3
FlE AES A dolE 5 ) WEA +
mjo] W PR o] T AFolth wA o
2 AF9 a9AAFA Bt B 7924
A70l%7t EHE & AE ALE AU
A g8yl FeiEA dlelfre JEYeR
AEL FE JA7} Q3 AE &7 F vt
Lo Ex AEL LANS o TR #
3 ARE YFoE Arlste A2E At
Greenleaf and Lehmann(1995)3} Cho et al.
(200609 FE-Z Fstd, AHH APAZ,

AR 93X, AsE AEAL, 23 22
AA "o BgNAog AR I8
AE Yl &PAFZN FHAR S AT olF
g o] 5714 L91e) FAF EFE dhaie
7+zk 63 BAE HEE AT

A @Rt 2R FuiRY, A F
Aol i d, APIERZREY FHEA, B
o) BAA AEH 4734S SASHAL, AA
A PRz poju| Lo BF 7HEAE 7
o, Z7HEt AHE, ofHlE 259 473
2389tk AEE x4 ERle 2Ad
. 2 o) AETu), Fwe] gk A3
ke, Ax BEAAGL UE AIE 71AY|
o2 AEHT, ThE Alo]E AH[A ]9

}:o

3

o
ook

Kl

£ Foigd odo(7t

SEURY 4B UES0| UiAE 28 4]












e |7a92| cal | 29z | 293 | a4 | 295 | 26 | 27 | 298

NAl 0.842 0.068 -0.007 0.051 -0.036 0.023 0.078 0.016
NA4 | . 0800 0072 -0.008 0.076 0.003 0.061 0.050 -0,058
HAH NAS5 0.795 -0.042 0.153 0.073 -0.076 0.093 0.067 0.042

4 NA3 0.760 0.129 0.114 0.185 -0.056 0.028 0.128 0.026
NAZ 0.724 -0.013 0.005 0.145 0.137 0.110 0.111 0.092
NA6 0494 -0111 -0.011 0.026 -0131 0.150 0.043 0.066

PO3 0.009 0.847 0.034 -0.022 0.148 0.066 0.043 -0.017
A3 PO2 -0.061 0.789 0.026 0.043 0.159 0.040 -0.046 -0.005
-0.012 0.083
POl1 0.057 0.760 0.050 -0.023 0.161 0.011 0.209 -0,034

oy ol
ol
S
o
o
[op]
<
g
P
o3
o
=
=
Sy
1
o
=
&
o
—
[®a]
)
o
=4
&~

PU1 0.076 0.017 0.849 0.102 0.063 0.119 0.060 0.013
PU3 0.117 0.097 0.819 0.102 0.087 0.046 0.054 0.126
PU2 -0.021 0.056 0.793 0.144 0.040 0.084 0.09% 0.09

A%
EERR

PR2 0.058 -0.019 0.159 0.745 0.019 0.034 0.037 0.284

A3 PR3 0.175 0.033 0.043 0.723 -0.122 0.187 0.101 -0,036
#4847 | PRl 0273 -0.075 0.151 0.626 0.029 -0.012 0.046 0.281
PR4 0.210 -0.033 0250 | 0411 -0.037 -0.005 0.382 0.025

SS2 -0.072 0186 | -0.010 -0.027 0.856 0.09 0.100 0.049
SS1 0.032 0.249 0.054 -0,032 0820 | -0.007 -0.029 0.035
SS3 -0.131 0.224 0.159 -0.009 0.791 0.022 0.070 0.034

2B
I o
M1 g

FR1 0.087 0.087 -0.064 -0.109 0.061 0.785 0.133 0.082

A=A FR4 0.185 -0,012 0.014 0.051 -0.034 0.704 0.119 0.263
A¥AZ | FR3 0.134 -0.030 0.239 0.204 0.037 0.626 0.068 0.055
FR2 0.078 0.180 0.289 0.219 0.076 0.504 0.033 0.014

SR3 0.291 0.069 -0.096 0.212 0.044 0.208 0686 | -0111
SR1 0.159 0.019 0.109 -0.192 0.095 0.062 0.660 0.276
SR2 0.055 0.098 0.142 0.201 0.045 0118 0.650 0.107

REE
A9A%

NU3 0.052 0.093 0.100 0.008 0.001 0.141 0.158 0.708

g8 NU4 0.045 -0.037 -0,011 0.349 0.148 0.083 -0035 | 0642
Eg44 | NUl 0.061 -0.087 0.132 0.405 0.007 0.120 0077 0.569
NUZ -0.046 0.059 0.301 0.010 -0.034 0271 0323 | 0301

A 5972 3.754 2,663 1722 1.544 1.372 1.166 0.976
% T 12.012 8991 8.108 7327 7.266 6.645 5.763 5.723
% 3 12,012 21,003 | 29111 36.433 43.703 50.348 56.111 61.834

OIEY AT ZF TOEN 77} ALANI 2L UECO) 0jxl= HE 145
























The Effects of Decision Making Delay on
Experienced Emotion for Internet Shopping and
Internet Shopping Mall Satisfaction

Kim, Hanna*

Abstract

The purpose of this study was to identify the effects of the delay reasons in consumer decision
making on experienced emotion and shopping mall satisfaction under the Internet shopping
environment, A survey was conducted for this study and 500 answer sheets were analyzed using
structural equation modeling.

The results are as follows: First, performance risk, financial risk, and social risk significantly have
a positive effect on negative emotions for Internet shopping. Second, performance risk has a
significant negative effect on positive emotions for Internet shopping. Third, social risk and
procedural uncertainty significantly have a positive effect on positive emotions and this shows these
reasons are related to pleasure and fun. Forth, needs uncertainty has a negative effect on negative
emotions for Internet shopping. Finally, positive and negative emotions that consumer experienced
for Internet shopping affect Internet shopping mall satisfaction,

Key words: delay reasons, positive emotions, negative emotions, shopping mall satisfaction.
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I. Introduction and
Hypotheses

Most consumers often delay purchase decision
making. Especially, they tend to delay in making
decision online because Internet shopping malls
are accessible at anytime and have the vast
number of alternatives available to them. To
date many researchers have frequently focused
on technological issues such as channel relia-
bility, privacy infringement, and product reso-
lution image of products., However, consumers
have fairly experienced Internet shopping over
the past decade and the obstacles to Internet
shopping have been removed because of many
advances in technology. Therefore, marketers
need to pay attention to not the reasons why
consumers avoid purchasing on the Internet
but the reasons why they delay their purchase
decisions. Despite the fact that Internet
shoppers tend to delay more often than offline
shoppers, there has been little attempt to
identify consumer delay behaviors in an
Internet shopping environment.

The purpose of this study was to identify the
effects of the delay reasons in consumer
decision making on experienced emotion and
shopping mall satisfaction under the Internet
shopping environment. Based on the previous
researches and conceptual development of this
research, twelve different research hypotheses

were developed and a comprehensive model
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(Figure 1) was proposed. Research hypotheses
are as follows;

H1-1: Delay by performance risk has a
negative effect on positive emotions.
H1-2: Delay by performance risk has a
positive effect on negative emotions.
H2-1: Delay by financial risk has a negative
effect on positive emotions.
H2-2: Delay by financial risk has a positive
effect on negative emotions.
H3-1: Delay by social risk has a positive
effect on positive emotions.
H3-2: Delay by social risk has a positive
effect on negative emotions.
H4-1: Delay by procedural uncertainty has
a positive effect on positive emotions.
H4-2: Delay by procedural uncertainty has
a negative effect on negative emotions.
H5-1: Delay by needs uncertainty has a
positive effect on positive emotions.
H5-2: Delay by needs uncertainty has a
negative effect on negative emotions.
H6: Positive emotions experienced in an
Internet shopping mall have a positive
effect on shopping mall satisfaction.
H7: Negative emotions experienced in an
Internet shopping mall have a negative
effect on shopping mall satisfaction.









on negative was 315, significant at .01 level
This findings support the hypotheses(H3-1 and
H3-2) that delay by social risk is positively
related to both positive emotions and negative
emotions. The path from procedural uncertainty
to positive emotions was .189, significant at .01
level, supporting the hypothesis(H4-1) that
delay by procedural uncertainty is positively
related to positive emotions. The path from
procedural uncertainty to negative emotions
was -.107, not supporting the hypothesis(H4-2).
While the effect of needs uncertainty on
positive emotions(H5-1) was not significant,
the effect of needs uncertainty on negative
emotions was -492, significant at .01 level
This finding supports the hypothesis(H5-2)
that delay by needs uncertainty is negatively
related to negative emotions.

The path from positive emotions to shopping
mall satisfaction was 534, significant at .01
level, supporting the hypothesis (H6) that
positive emotions experienced in a shopping
mall have a positive effect on shopping mall
satisfaction. The path from negative emotions
to shopping mall satisfaction was -.130, significant
at 01 level, supporting the hypothesis (H7)
that negative emotions experienced in a shop-
ping mall have a negative effect on shopping
mall satisfaction,

IV. Summary and Discussion

The results can be summarized as follows:
First, performance risk, financial risk, and
social risk significantly have a positive effect
on negative emotions for Internet shopping.
Second, performance risk has a significant
negative effect on positive emotions for Internet
shopping. Third, social risk and procedural
uncertainty significantly have a positive effect
on positive emotions and this shows these
reasons are related to pleasure and fun. Forth,
needs uncertainty has a negative effect on
negative emotions for Internet shopping. Finally,
positive and negative emotions that consumer
experi- enced for Intemet shopping affect
Internet shopping mall satisfaction.

The current study has an important manag-
erial implication. This study finds that various
delay reasons are related to shopping emotions
that affect consumer satisfaction. The managerial
implication of this finding is that Internet
shopping marketers should develop various
devices to decrease consumers delay time. On
the other hand, some consumers feel positive
emotions during shopping even though they
delay their decisions. Marketers need to offer
professional product information and interesting
events to safisfy them,

{received: 2007, 10 08)
Caccepted: 2008, 01. 02)

TOHEH A7t 2LAPR 2TE BRSO 0|XE FE 157



References

Amato, P. R, and Bradshaw, R.(1985), “An
Exploratory Study of People’s Reasons for
Delaying or Avoiding Helpseeking,” Aust-
ralian Psychologist, 20, 21-31.

Bloch, P. H, and Richins, M. L.(1983), "Shop-
ping without Purchase: An Investigation
of Consumer Browsing Behavior,” In:
Bagozzi, R. P, & Tybout, A. M. (Eds.),
Advances in Consumer Research, 10.
Association for Consumer Research, Ann
Arbor, MI, 555-558.

Bloch, P. H,, Sherrell, D. L., and Ridgway, N.
M(1986), “Consumer Search: An Extended
Framework,” Journal of Consumer Research,
13(June), 119-126.

Cho, C. H., Kang, J., and Cheon, H(2006), “On-
line Shopping Hesitation,” CyberPsychology
& Behavior, 9(3), 261-274.

Corbin, R. M.(1980), Decisions that might not
get made. In: Wallsten, T. S. (Ed.), Cog-
nitive Processes in Choice and Decision
Behavior. Erlbaum, Hillsdale, NJ.

Dhar, R.(1997), “Consumer Preference for a
No-Choice Option,” Journal of Consumer
Research, 24, 215-231.

Dhar, R, and Nowlis, S. M.(1999), "The Effect
of Time Pressure on Consumer Choice
Deferral,” Journal of Consumer Research,
25, 369-384.

Dhar, R, and Sherman, S. J.(1996), “The

158 BFBOIAEIME M0 A1Z 20084 48

Effect of Common and Unique Features in
Consumer Choice,” Journal of Consumer
Research, 23, 193-203.

Dawson, S. Bloch, P. H, and Ridgway, N.
M.(1990), “Shopping Motives, Emotional
States and Retail Outcomes,” Journal of
Retailing, 60(Winter), 408-427.

Gable, R. K., and Wolf, M. B(1993). Instrument
Development in the Affective Domain(2nd
ed). Boston: Kluwer Academic Publisher.

Gardner, M. P(1985), “Mood States and Con-
surmer Behavior: A Critical Review,” Journal of
Consumer Research, 12(December), 281-300.

Greenleaf, E. A, and Lehmann, D. R.(1995),
“Reasons for Substantial Delay in Con-
sumer Decision Making,” Journal of Con-
sumer Research, 22, 186-199.

Hoffman, D. L. and Novak, T. P.(1996), “Mar-
keting in Hypermedia Computer Mediated
Environments: Conceptual Foundations,”
Journal of Marketing, 60(July), 50-68.

Holbrook, M. B, and Hirschman, E. C.(1982),
“The Experiential Aspects of Consumption:
Comsumer Fantasies, Feelings, and Fun,”
Journal of Consurner Research, 9(September),
132-140.

Hong, H, and Lee, S. G(2005), “Effect of
Apparel Merchandise on Experienced Emo-
tion for Apparel Shopping and Attitude
toward the Internet Store,” Journal of the
Korean Society of Clothing and Textiles,
29(3/4), 478-490.

Huffman, C., and Kahn, B. E.(1998), “Variety









