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The Effect of Regulatory Focus on the Consumer Trust to a
Web Site : Moderating Effect of Consumers’
Purchasing Experience Toward Online Shopping

Su Jin Han* - Sora Kang*

Abstract

In this paper, we suggested a model that reflects the role played by the consumer’s regulatory focus
(promotion focus and prevention focus) as determinant factors of trust in the Web site. Also, we
considered the moderating effects of consumers’ purchasing experience toward online shopping. We
conducted a two-month survey of 230 individuals using online shopping sites for hypotheses testing.

The study results are summarized as follows. Firstly, promotion focused consumers showed higher
trust to a web site compared to prevention focused consumers. Secondly, the moderating effect of
purchasing experience between regulatory focus and consumer trust to a web site is statistically
significant. The effect of a prevention focused consumers on consumer trust to a web site is stronger
when purchasing experience toward online shopping is high compared to low. Based on these findings,
this study presents practical and academic implications of the research.
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oo

(Table 1) Validity and Reliability Results

Factor loading

Ttems 1 2 3
Promotion focus 1 |.735 | .101 | .031
Promotion focus 2| .753 | .002 | .082
Promotion focus 3| .717 |-.129 | .205 819
Promotion focus 4 | .774 |-.094 | .099
Promotion focus 5| .768 | .093 | .100
Prevention focus 1| .043 | .515 | .099
Prevention focus 2 (-.028 | .679 | .048
Prevention focus 3|-.275 | .666 | .095 57
Prevention focus 4| .227 | .671 | .034
Prevention focus 5(-.025 | .681 | .051
Online trust 1 210 | 145 | 517
Online trust 2 066 | .096 | .782
Online trust 3 017 | .053 | .830 745
Online trust 4 176 | 108 | .670
Online trust 5 021 |-.013 | .640

Cronbach’s a

Factor extraction : principal components; rotation : Vari—
max with Kaiser normalization, Factors were converged
after five rotations.

Table 2) Descriptive Statistics of Variable

Std. Correlation
Dev. 1 2 3

Variables Mean

1. Promotion

3624 | 673
focus

2. Prevention
focus

3. Online trust | 3.363 | .614 | .2957| 261"

4. Purchasing
experience

2983 | 702 |-.010

193 | 1.004 | 072 | .142° | 2197

p < 005 “p < 001
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(Table 3) Test Result of Hypothesis 1

Online trust
Independent variables Standardized coefficients
(t value)
Promotion focus 2647(4.218)
Prevention focus .209™(3.660)
R’ 145
Adjusted R* 137
F value 19217

p <010, “p < 0.05 “p < 0.0L
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