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Effect of Sensibility Responses on Backgrounds of Product
Photos on Consumer Attitude of Online Shopping Malls
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Dept. of Textiles & Clothing, Graduate School, keimyung University
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Abstract

As the online shopping mall market faces severe competition, marketers have focused on
visual factors that generate positive consumer responses in order to induce more
consumers. Although product photos are crucial in the communication of product
information as well as in the development of positive images of online shopping mall, there
was little intention the effect of diverse types of product photo. In this study, three types
of backgrounds (i.e., no background, indoor background, street background) are compared
in order to explore whether consumer sensibility factors are different according to photo
backgrounds. Moreover, it investigates the effect of sensibility toward photo backgrounds
on consumer attitude. A total of 222 consumers participated in the experiments. As a
result, six sensibility factors were generated from online model photos, including structure,
upscale, uniqgueness, interest, simpleness, and easiness factors. Among these factors,
simpleness and structure showed the highest means; simpleness was the factor indicating
the differences according to photo  backgrounds. Sensibility factors affecting attitude
toward online shopping malls were uniqueness in the case of no background, interest in
the case of indoor background, and upscale in the case of street background photo.
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Table 1. Backgrounds of Model Photo in the On-line Shopping Mall

02
0%

Site No background Indoor background Street background Total
1 miamasvin.co.kr 0 24 6 30
2 ogage.co.kr 9 12 9 30
3 11am.co.kr 2 19 9 30
4 tomnrabbit.co.kr 0 20 10 30
5 darkvictory.co.kr 0 12 18 30
6 naning9.com 30 0 0 30
7 liphop.co.kr 3 18 9 30
8 dahong.co.kr 4 17 9 30
9 partysu.co.kr 5 18 7 30
10 bagazimuri.co.kr 0 22 8 30
11 jooen.co.kr Only product photos 0
12 snfeel.co.kr 3 9 18 30
13 ribbontie.c.kr 0 16 14 30
14 ippngirl.co.kr 0 10 20 30
15 dodry.net 0 25 5 30
16 lemite.com 0 30 0 30
17 bongjashop.com 0 15 13 30
18 kongstyle.co.kr 0 13 17 30
19 nibbuns.co.kr Only product photos 0
20 beginning.kr 30 0 0 30
21 olssen.co.kr 1 20 9 30
22 uptownholic.com 0 12 18 30
23 chuu.co.kr 0 17 13 30
24 sroom.co.kr 0 24 6 30
25 littleblack.co.kr 5 16 9 30
26 joamom.co.kr 0 17 13 30
27 theozzang.com 3 19 8 30
28 ssongbyssong.com 6 10 14 30
29 bubbleandchic.co.kr 2 18 10 30
30 wearehere.co.kr 0 20 10 30
Total 107 451 282 840
(%) (12.74%) (53.69%) (33.57%) (100%)
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Table 2. Demographic Characteristics of Respondents

Division Contents The frequency(N) Proportion(%)
Sex Male 30 13.6
Female 190 86.4
18-19 2 0.9
20-24 135 69.1
25-29 26 1.7
Age 30-34 16 7.2
35-39 16 7.2
40-44 8 3.6
No response 2 0.9
High school graduate 14 6.4
Education University student 152 69.1
University graduate 2 0.9
Graduate school or higher 52 23.6
Less than 1 million won 16 7.5
More than 1 million won
— Less than 2 million won 16 7.5
More than 2 million won
Average monthly — Less than 3 million won 50 23.6
Income More than 3 million won
— Less than 4 million won 44 20.8
More than 4 million won
— Less than 5 million won 40 18.9
More than 5 million won 46 21.7
Never used 0 0
Less than 30 minutes 28 12.7
More than 30 minutes
) - Less than 1 hours 54 24.5
Tlmet 0 l#se More than 1 hour
nterne - Less than 2 hours 52 23.6
More than 2 hour
— Less than 3 hours 54 245
3 hours or more 32 14.5
No spending 28 12.7
Less than 50,000 56 25.5
More than 50,000 won 50 00 7
Average monthly - Less than 100,000
spending . More than 100,000 won 46 20.9
for online shopping - Less than 150,000 won :
More than 150,000 won
- Less than 200,000 won 24 10.9
More than 200,000 won 16 7.3
Total 222 100
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