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Abstract

This study is to explore the effect of music characteristics (i.e., likeliness and familiarity of music) on the
relationship between mood and attitude toward the product in the online shopping mall selling hand-made shoes.
A total of 319 consumers participated in experiments with online shopping mall stimuli with a variety of
background music. In results, consumer mood positively affected attitude toward the hand-made shoe products in
the online shopping mall under background music. A moderating effect of music likeliness was found in the
relationship between mood and product attitude, indicating that mood more strongly affected product attitude under
more liked music than under less liked music. When consumers are listening to more liked music and are in good
mood, they may build their attitudes toward products independently from their mood, whereas they may build
positive attitude under good mood versus negative attitudes under bad mood if they are listening to less liked music.
A moderating effect of music familiarity was not found in the relationship between mood and product attitude.
Based on results, it was confirmed that the S-O-R model could be applied to explain the effect of background music
on consumer responses in online shopping malls. Marketers may be able to select and adjust the likeliness and
familiarity of background music to better serve consumers in diverse shopping conditions, referring to the study
findings.

Keywords: background music(¥] -3+ 2}, online shopping mall(-22FS] 123E), mood(7]%), product attitude(3
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Il. Literature Review

1. The S-O-R theory applied to the retail
environment
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2. Effect of background music characteristics
in the retail environment

1) Effect of background music in the retail
environment
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2) Likeliness and familiarity of music in the
retail environment
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I1l. Methods

1. Research problem and hypotheses
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2. Research methods and process

1) Selection of background music
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(Table 1) Description of the music stimuli in the pre-test

Appropriate for | ., .
Genre |  Music(Musician) hand-made leelme.ss
of music
shoes

3.56 428

‘ STEP(Kara) (0.98) (1.02)

pop Miss you, miss you 344 4.61

(Noel) (1.38) (0.61)

We found love 344 4.17

(Rihanna) (0.92) (1.15)

Pop

Because of you 3.94 494

(Kelly Clarkson) (1.35) (0.94)

DouQin 2.56 3.06

) (Jay Chou) (1.15) (1.35)

Piano

Meditation 3.89 4.61

(Yuki Kuramoto) 1.37) (1.24)
F-value 4.483" 7.822"

(p-value) (.012) (.000)
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2) Development of shopping mall stimuli and
experimental process
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handmade shoes shop
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3) Instrument and analytical methods

AEA G T GEL WA ok )8, Lo
9 £Be] FAls) FE) U e, W7ot
SPES A%, 2AYZ, ATEAGH 542
L ALEE TAUYT 1R deliE AF
7)ol FTp s} AF )Ho] FAHoIT P T
A @Bl thael Wl § 1RTP(6)9h A8 19

1 a9l 63 AAE HEZ ST HE
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(Fig. 1) Sample pages of online shopping mall for the experiment

(Item photos were adopted from diverse shopping malls)
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IV. Results and Discussion

RAZsteA, £gE 7194 E5& Foha A7tat
AZ 68 JEE 243 A7,
(SD=1.20), 4.13(SD=1.24), 4.23(SD=1.30)2.2 }&}
u, 22l LBl WAt Fadd i

[O =1
1. Characteristics of informants and manipulation A7 FEE & F USdTh
checks
2) Manipulation checks
1) Characteristics of informants HEHRE 67HA w7 Foto] vw AdEidlA
2 ATE A PR 3195 9 dubF <l EAS AEY &3S FIEE she AYS APt o
ghetelr] 9t MIe @M 715 AE A 2 ek oS ARl ARk Sotd gk 57
3 Aol 979(30.4%), 940 2227 (69.6%) 2.2 Lo A&k £F HAE A A AT =
ol o] WA, A% M3t 20.8341(SD=2.20)°] A AAZ Al mE Fofol wheh $3 1, Gk,
9 7H F 252 1009 9 w3 7678(23.8%), 100 Ato|Eote] Aol {45k ztol7t veb, 99
2 2005 9 H 2 1978(6.0%), 2007 9~300%F AEo] g FEY AL :sEe =& Y
2 v 76™(23.8%), 3005 9~400%+ 9 v 559 T AT FFo =AU Bk ofgY
(17.2%), 4005+ 9 o] o] 957(29.1%)= A rh EE AEA dE A7 4359 kel x}ol
At FAS o) e 12670011, JIEle®E 7F flew, 7k ke 729 sgd g S
TYste ¥ oFys A& ] FFg2 79,138¢ of AEYl &P F¢ AA Y AT L FF Ao
(SD=63,592.35)2. 2 e #H AF Frtstr] £ Ho|A] grof, 22 A= oo thE JFE T
of At eAlsh dF e 2 AEl &3 7ol SAES A WiAIS A AT F AT
AE AL st 2l &3 Al wjd-geto] (Table 2)
(Table 2) Manipulation checks
Likeliness | Familiarity of Apt?rt(})lpnitenf S R Likeliness of | Likeliness of
Genre | Music (Musician) | of background | background- of the bac N oom internet music
music music ground music/| - condition shoppin in general
for the site pPpIng g
STEP (Kara) 3.51 4.70 2.70 4.30 4.89 5.36
« (N=53) (1.17) (1.09) (1.38) (0.85) (1.22) (0.83)
pop Miss you, miss you 424 452 3.40 4.10 5.02 5.30
(Noel)(N=50) (1.08) (1.15) (1.29) 0.97) (1.02) (0.95)
We found love 4.04 3.81 3.67 4.10 4.62 5.25
(Rihanna)(N=52) (1.03) (1.03) (1.32) (1.05) (1.17) 0.97)
Po
P ?;Cﬁusecfiky"‘;) 443 453 416 449 455 547
ey Harsa (0.89) (0.95) (1.14) (0.78) (124) 0.61)
(N=51)
DouQin (Jay Chou) 3.73 4.14 3.16 4.11 4.61 523
o (N=56) (1.29) (1.21) (1.29) (122) (1.38) (0.99)
1ano
Meditation (Yuki 3.88 3.84 3.67 433 4.53 5.16
Kuramoto) (N=57) (0.93) (1.18) (1.23) 0.97) (1.18) (0.73)
F-value 5.926™ 6.306™" 8.017 1.424 1.460 0.863
(p-value) (.000) (.000) (.000) (215) (203) (.506)
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2. Results of hypotheses test

1) Effect of mood on attitude toward products
under background music
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(Fig. 2) Effect of mood on attitude toward products in the online shopping mall for hand-made shoes

(Table 3) Effect of mood on attitude toward products in the online shopping mall for hand-made shoes

Path Std. coefficient | Standard error CR. Fit
Attitude <— Mood .186 073 2.560 CMIN=22.344
Mood 2 < Mood 1.000 - - DF=8
CMIN/DF=2.793
Mood 1 <— Mood 702 198 3.545 RMR=0.018
Hand-made shoes evaluation 1 <— Attitude 1.000 - - GFI=0.979
Hand-made shoes evaluation 2 <— Attitude 918 .042 21.843 AGFI=0.946
NFI=0.983
Hand-made shoes evaluation 3 <— Attitude .887 044 19.946 RFI=0.968
Hand-made shoes evaluation 4 < Attitude 937 042 22287 CFI=0.989
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Aoz ks Ady 49 S ok

Ehass

°] A¥= Chun(2003)0] F7¢ &ofoll gk A
2) Moderating effect of likeliness of background I o] v FO vA = GEgAAE 2
music sk W7 fvke A Aot =, 2zl
ZHWTF aFE dsh] A% dAE WA 5 o) iAot a4 2EaHE 22kl g
Ae & st Hgk 3.96S VLR JHT BAME HeE F des BAFE Aol &
S JHE AR, 58 JoE 157 JPer Atk 53] w7 ool tial Az w 7)ol E
Rt dEIURFEEA S AAsaeH, 14 Lol mA & ggo] FolstA YEEL, R ©
I (Table 4)°ll HE = ATk 71 A8} &2 HE7b =2 de 71e S xR dFHAT §
Ql &£ E HZo nXE Gl tis] wiAd e = AL ¢ F Atk A3 AF(Broekemer et al.,
37E tgeyd v Ao =W CMIN/DFRL 2008; Morin et al., 2007; Vaccaro et al., 2011)2] o
= 222308 7 3R 3 ol FAE YEg B Fatol ool g SAETE o, oy, uf
3 AYEE I, NFI RFIE 7H7} 16 338 Aol M= A7kl 344 S PATE A%
09699 0.9412 =7 Uebeh. A2AF g2 A & Wsdket, ol BF exzekel miAdd dgd
27 AeolA 71Ee] B v o] Fo A-olH, °] F Broekemeret al. (2008)2] 1-1to]
&7 UEh I (CR.=3.582), 37 Aol E ut /3o F Aol gk Atelt). o] MPAFE
dE 718Ee] Bixol WA= Gl FolskA Bt - 2 AFAHe dAE W1 JARE MAST
THC.R=1.226). AZA42] #}o]& YER= Critical AL g AL HRICE Ro84 ST W
Ratios for Difference X 2.6262.2 7|53k 28 Az =2 Fghol Jdzr) 24 vehd ¢
Hol(Kim, 2010) Z=H &7} gl&o] SAHUTh wb &S AFSE HoAE ongle Aotk WA+
2hA] w7 oto] Qe 2Eil &= o)§ Al V1R ote] 3w} =2 Aol A= 7ol vy et
o] AR Biedl X & G PA A=t AE dist T A= TS vAA BE F
e AR EAD RAelehs M 28 AR AT, WALk SRESL e AgelHE £
(Table 4) Group difference by background music likeliness
Group Path Std. coefficient| Standard error CR. Fit
Attitude <— Mood 456 127 3.582
Mood 2 «<— Mood 1.000 - -
Low | Mood 1 < Mood 855 189 4530
preference | Hand-made shoes evaluation 1 <— Attitude 1.000 - - CMIN=35.570
80Up | Hand-made shoes evaluation 2 <— Attitude 881 083 10.677 DF=16
Hand-made shoes evaluation 3 < Attitude 879 084 10463  |CMIN/DF=2.223
Hand-made shoes evaluation 4 < Attitude 959 09 10675 | RMR=0025
GFI=0.964
Attitude <— Mood 129 .105 1.226 AGFI=0.905
Mood 2 «<— Mood 1.000 - - NFI=0.969
High | Mood 1 — Mood 586 356 1.646 g:ggg
preference | Hand-made shoes evaluation 1 <— Attitude 1.000 - - )
80UP | Hand-made shoes evaluation 2 <— Attitude .894 .049 18.126
Hand-made shoes evaluation 3 <— Attitude 783 052 15.022
Hand-made shoes evaluation 4 <— Attitude .842 .049 17.290
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&2 71Eo] IR AFEd tigh Bxd ArtEch
3 S 4 Qi 7o) 5 ) w7 St 3.9
ARl A, Apple] 7EIE HHAOE FE o
g HEE AT 5 AR, v E Sl v 5]
A A =2 7|F0d FEY HERE FHHCE,
Uil 7)o A Bl FAH o7 AT
= 3Ag ¢ F AU

3) Moderating effect of familiarity of background

avizte] J|EE B0 G nlAlE wRee B mEaE  BARsaT

o] f9l8kA] UTHC.R=1.680). 18U} F A=
FoFTS goli 2ol & Ho|=AE E1l3t
Critical Ratios for Difference®] o] UAA 2&
A Fate] 1 A, 2AaIE R gtk
A (Table 5)° FHAom, w7 Z oo
FA S 2] £BFE o] Al 70l AHRb
of A= G FA wASe &4 <]

|
]

[

N 2 ¥ O ot orff 2 ol
borle

al
FrefatA vrebd d& oF X&
of tish Wi sete] e 2EIFAE Lopr7) gol W FAolM 2l £ E AFel dE T
sl wZeotel %A W 4258 1F0R A AH HES o]To] Yt & U B9 A4S @
e 1305 JPo g FR{dte] tdadoRy v T AT s4e] 7hsE Zelth Kellaris and Kent
AEAE AT 71Ee] FAlE £ e B =l (1992)5 Lzl e Aol A= &
v A& el tal s Eere s 24EH ots 52 9 St #HE FEE O gol F43
Aol g F4 A7) M= 2de] 2 T senR, 93]y o2t AHARA I &
249l CMIN/DF#tZ 2.0612 71 3t 3 ©]3he] Foll Lal7t HER 5ehA] &2 wiE 5ot sl
FAZ F33 AP E B, NFI$} RFI% 7M7) A B &3l HFoHA Hol 71Eo] Bieel vl
loll 243 09729 09482 AR=7t =7 Uebsk = FFAVE Ak Aozt &8 5 ok
o AZASG e AL Ao A 7)Eo] BHE Yalch and Spangenberg(2000)% =2} w7 A3k
plAE o] §oAl UERFI(CR=2.328), 22 oA &) R&A o] B w g AZbe] § o
s JdolMe W2 717e] Bz A& g Aokl Bag up gle], FsehA] b2 wohe AR
(Table 5) Group difference by background music familiarity
Group Path Std. coefficient|Standard error CR. Fit
Attitude <— Mood .195 084 2.328
Mood 2 «<— Mood 1.000 - -
Low Mood 1 < Mood 768 206 3.726
familiarity | Hand-made shoes evaluation 1 <— Attitude 1.000 - - CMIN=32.970
80Up | Hand-made shoes evaluation 2 <— Attitude 934 061 15.321 DF=16
Hand-made shoes evaluation 3 < Attitude .930 061 15.184 |CMIN/DF=2.061
Hand-made shoes evaluation 4 < Attitude 1,030 062 16517 | RMR=0021
GFI=0.966
Attitude < Mood 239 143 1.680 AGFI=0.910
Mood 2 < Mood 1.000 - - NFI=0.972
High | Mood 1 — Mood 906 444 2.043 g:ggg
familiarity | Hand-made shoes evaluation 1 <— Attitude 1.000 - - )
80UP | Hand-made shoes evaluation 2 <— Attitude 891 071 12.590
Hand-made shoes evaluation 3 <— Attitude 753 075 9.982
Hand-made shoes evaluation 4 <— Attitude .837 067 12434
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