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2. Theoretical Background
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2.2 Precedent Research of Consumer
Emotion
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3 2nA7F w7 S 7o 2 2 Al H]
52 AAIS=(Kim & Park, 2018) 5 & A3
ATE0l FHEAS. 1F 7P ahFsiA 24

Zro} C’d%l% %@01 A

H| 2] ZHA o) P‘L IS = —’F Ue 24 7
W1 A ZE Tl oln A9t ARE HdEsy] o
ol 2HA ZHAde] FaskA AAH 53t
F FAAA AL avzke] oAPEA ] o
e A= vWe Fa% 98-S FrH(Gonzalez
et al, 2007). W&ol ¢ 2~Etdol oisf A &
1Eo] &HIAA HA = Y-S T o
do] ot
<Table 1> 7|&2] A4

883 A g eASo|tt 7+ 3
B ATl Rtz sk FEAE dF A
stz gk 71E ATolA FEARlA THE
1HE A FEAE HFE B dFlA
483 8 F8AE AAS A ok =3
Y 2B A AR GFs wol W] W&
off Azf oW Ao gk 13 FEALE 1HT F
fA40] Atk AR ojm Ao thEF 7 F_AE
AAet7] flal B AFollAs AR o)A A
% (Color Image Scale)e 1#3talA} gt
<Figure 1> 77} 1LR.I9} Kobayashi®] A4}
FEAL o|m| A 2A Lotk LRI A & EA} o]
AL FEs, HHee gt "1“"]’
5% Az 9 207 FAEo Qlom,
A 8] ool wE wjAjo] F= ZHgel tisl "_r"
F2 Zlo|th Kobayashi®] M| &-8A} o]
2AYLE st & 2o FH9 Fo] i
g A AIRAAE thHIGE o] Afo]olnt
oA E A= AEH TElE,
oju|A] 2AY FellA A7t 7S HIs

%ol

|

175



o
)
Iz
H-|
02t

(Table 1) Emotional Adjectives in Previous Design Research

Emotion Adjectives Papers
Creative, Cute, Bold, Practical, Distracted, Sloppy, Characterful, Fancy, Harmony, Neat, Simple, Repeatable,
Complex, Various, Dinky, New, Unusual, Uncomplicated, Unique, Clean, Exquisite, Functional, Intense,
Ordinary, Striking, Flashy, Future-oriented, Colorful, Messy, Easy, Conspicuous, Orderly, Monotonous,
Diverse, Cool, Sexy, Stand Out, Fresh, Countrified, Unconventional, Modern, Luxury, Characteristic, Sun et al
Dynamic, Vivid, Impressive, Active, Regular, Sensuous, Abundant, Rational, Snug, Dark, Cosmo, Soft, (2003) ’
Peculiar, Oriental, Interactive, Cold, Classical, Formal, Hard, Warm, Attractive, Young, Antique, Lovely,
Pure, Traditional , Adorable, Technical, Obvious, Casual, Preposterous, Atmospheric, Exotic, Refresh,
Dizzy, Cozy, Beautiful, Disordered, Frosty, Juicy, Daring, Dark, Distracted, Bright, Gorgeous, Meticulous,
Western Style, Bubbly, Pushing, Korean, Flat, Florid, Unconstrained, Natural, Concise, Zero Cool, Virile
. . . . Kim & Ch
Pretty, Beautiful, Intimate, Cute, Fancy, Characterful, Concise, Simple, Sharp, Geeky m(2 004) eng
Neat, Clean, Fresh, Satisfied, Comfortable, Smooth, Natural, Dizzy, Rough, Bright, fancy, Sensuous, Change Jang et al.
often (2009)
Neat, Comfortable, Simple, Ordinary, Calm, Warm, Lazy, accustomed, Stable, Fancy, Intense, Nice, Cute,
. . . . . . Hong. et al.
Fun, Unconstrained, Mysterious, Distinctive, Exotic, Artistic, Lively, New, Pretty, Young, Interesting, Clear, (2009)
Cool, Fresh, Snappy, Hopeful, Classic, Future-oriented, Luxury, Polished, Oriental
Silhouette, Neatness, Attractiveness, Polishing, Innovativeness, Professionalism, Intelligence, Individuality, Kim & Park
Distinctiveness, Stability, Comfortable, Grip, Solidity, Non-fragile (2017)
Classical, Modern, Elaborate, Monotonous, Bright, Dark, Unique, Ordinary, Dynamic, Static, Warm, Cool, .
. .. . N . L. Kim & Park
Funny, Serious, Soft, Rigid, Clear, Faint, Distracted, Calm, Round, Angular, Fancy, Plain, Realistic, (2018)
Abstract, Natural, Artificial, Pure, Turbid, Familiar, Fresh, Cute, Ugly, Harmony, Distinctive
Soft
i ROMANTIC
Clear s ™
‘ PRETTY Ll ARG
Pm-(ty Mild E .. a i
g . CLEAR
Natural */NATURAL  woussoe 2
. . . . !'».'-M- g 4..4.~!
Casual . . ' CASUAL oo PELEGANT ! .
& H -l COOL CASUAL
L m H 8 ]
Dynarmic Elegant Delicate | Static - o ‘.
EE Gorgeous  adeaeid - 4
E m L B  m= u .@‘* frolPa e O
M ER EE gm T e :
e N oot u _u
; - Refined <
Dynamic . . . . - - cussic | WD SOPMSTICATE .m' M.

R Desian nattute nc. g — &
1 20010013582

MAGE SCALE PAT 1
NPPON COLOR 8 DE:

(Figure 1) I R.I & Kobayashi Color Adjective Image Scale
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(Table 2) Final Emotional Adjective Index

Classical Unique Rational Simple Unconstrained Familiar
Modern Ordinary Emotional Various Formulaic Fresh
Elaborate Dynamic Soft Round Natural Empty
Monotonous Static Rigid Angular Artificial Jammed
Bright Warm Clear Fancy Pure Harmony
Dark Cool Faint Plain Turbid Distinctive

3 -S4

R = |

2AYel fﬂm} 75

31 UTHIRI Color Institute INC,
2011; Kobayashi, 1981).
£ ATol e 24 B7} el A3 ojn)A

4» "

3. Research Design and Hypotheses

3.1 Participants and Procedure

B ATE 9 75 FYE F shiel gez

& B3 02 el

£l

204 Q17| 2 UyadH 40719 =l tis]
Aoz HAA3 AH|Rol A HISIEE A

20452 i

. 2 A= 28] AES 53
S I 1169

oNA BrIeHA stleH, A
(56.86%) 1A} 88 (43.14%), B H L 20~40T) =
H A#HL 36.244(SD=7.08)Z T-AF U} 2zt
A7 A °‘fﬂ91 A et 4700l disf @7t
St=E st F 816719 HolEHE A 40
Ml ) 2=t Elwto] ths] ZF AHAE =21
ARE B AR 8o, 40719 §)
2EFYS <Table 3> 2t}

Y 2Epdol tiE 28 FEAES A9 Ak
of et 359 A8 QRIS E FY o= Adt
Ha, A9 Ay A AxE B8etr] 9l
821 BAE gstazr gy 49 A 134
ARE F=317] 98l A= divlEe 24 38
AME HA 7 H, 39 ARE Faa gk
w2 A BT 2d 2 wet vA e YF
o] t&A M st HEstaAt gk
24 2o g g BA4E 98 =24 34
Ao o gQl B4 & =24 a9l A
of 24 Ao H& Fil 4EAE a9E &
Q18 Aot} =4 7 <4(Regulatory Score)= %
ZHoE S oA Y o2 SR

o] Apolz Aitsr|2 e
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(Table 3) Selected Web-style Theme

No. No. No.
Tenty Siteen
Come Sall Away with Me
1
4
Reliable, Simple and
Secure Platform
35
Explore Beautiful Mountains.
38
About the Couple
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AAgE A
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25, 28 2790
o RFQ(Regulatory Focus Questionnaires)
o] 6709] A ¥E(Higgins, 2001) % YR= 283}
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AT AIZEE BHECH T ZE0l ME A 24 Jlet W AR B BE ¥ XM wnaE Ay
Aotk Eola, &Y 23] ¥ A 3.3 Factor Analysis on Extracted Emotive
of that 71the}t 3, oS BRI WHEE F Adjective Indexes
T3taA; Aol tigk Esolth o 2o 1870¢] 714 &8 Abol] tiat g0l BA éﬂr s
S /‘E‘ﬁﬂﬂ_] & 7—41?#34 Frﬂﬂ%,‘?l"gﬁlfﬂ Zr el Bantol thal ale] aolo 0w
o131 ot Flof thk A2 W3t 3]a]of of B9, Bz22AREY T} ‘}_ﬁ}if/
& =52 AL, A7 del 74 A= b, Az 379 e 51_%4 N
2 49 &nAke HEE A AFolAe olo @ Ho|z] olty ZEOZ Fol g2lo] U
TEL%@ #%(Ajzen & Fishbein, 1977)& 1, 8 ZHH 2= 212 (Sofiness). * ZH SHModernity)’,
FAst AMERTE B AFellA &83 4 A 3 83 Clearness), = Z(amy 0.2 3T
ol i A= <Table 4>7} 2t}

(Table 4)

Measurement ltems of Web-style

Construct

Measurement Items

Emotional Adjective

Eql.
Eq2.
Eq3.
Eqd4.
Eg5. %
Eg6.
Eq7.
Eq8.
EqQ.
Eql0. ¢
Eql1.
Eql2.
Eql3.
Eql4.

Eql5.
Eql6.
Eql7.
Eql8.
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AoltystE g =0l
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Attitude

Sal. U= g §) 2Ekdo] ol EWEA der

Sa2. U= g §) 2Bkl o] F-o tid Aol Frhwiny
Sa3. U= Y § 2EHdo] FoEn

Sa3. U= 3l ¢ 2kl el A7} AerkA den

Regulatory Focus

Prol.
Pro2.
Prel.
Pre2.
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(Table 5) Result of Factor Analysis

Factor Analysis
Factor Variables Cronbach 0
Factor Loading Com. Eigen—Value | Total Var. Explained

Rational / Emotional 0.617 0.541
Rigid / Soft 0.785 0.714

Softness Artificial / Natural 0.742 0.622 5.014 21.301 0.833
Angular / Round 0.805 0.686
Cool / Warm 0.743 0.653
Static / Dynamic 0.602 0.573
Classical / Modern 0.751 0.694

Modernity 2.064 16.416 0.751
Monotonous / Elaborate 0.596 0.565
Ordinary / Unique 0.749 0.635
Dark / Bright 0.651 0.595

Clearness Turbid / Pure 0.846 0.771 1.581 14.926 0.786
Faint / Clear 0.857 0.766
Empty / Jammed 0.806 0.669

Jam Plain / Fancy 0.654 0.581 1.010 11.817 0.631
Simple / Various 0.584 0.605

Zhzbol| tigk AE = &4 89l FFdol 47
0.67 0.501F 22 e O, KMO$ Bartlett
AA A FolgES Ao UERGETHp=0.000).
89 B4 A= <Table 5>3 2T

3.4 Different Thinking Style, Different
Emotional Perception

3.4.1 The Effect of Web-style Emotional
Indexes on Consumer Satisfaction
T R L L
WG, B o]t WA 2mA} A
_]

A3 AR7E &HAF RS e PAEA #
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Hypothesis 1: ‘Sofiness’ has a Positive Effect on
Consumer Satisfaction

Hypothesis 2: ‘Modernity’ has a Positive Effect on
Consumer Satisfaction

Hypothesis 3: ‘Clearness’ has a Positive Effect on
Consumer Satisfaction

Hypothesis 4: ‘Jam’ has a Positive Effect on

Consumer Satisfaction

3.4.2 The Moderating Role of Regulatory
Focus

z4 274 o]&(Regulatory focus theory)< 4l
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(Chung, & Park, 2013; Park, & Chung, 2014;
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Hypothesis 5: The Regulatory Focus Plays the
Moderating Role on the Effect of Web-style
Emotional Indexes on Consumer Satisfaction

Hypothesis 5.1: ‘Softness’ has Stronger
Positive Effects on The Satisfaction of
Promotion-focused Consumers than

Prevention-focused Consumers

Hypothesis 5.2: ‘Modernity’ has Stronger
Positive Effects on The Satisfaction of
Promotion-focused Consumers than
Prevention-focused Consumers

Hypothesis 5.3: ‘Clearness’ has Stronger
Positive Effects on The Satisfaction of
Promotion-focused Consumers than
Prevention-focused Consumers

Hypothesis 5.4: ‘Jam’ has Stronger Positive
Effects  on The  Satisfaction  of
Promotion-focused Consumers than

Prevention-focused Consumers

4. Research Results

4.1 Hypotheses Test
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(Table 6) Results of MMR Analysis between Emotional Indexes and Consumer Satisfaction Focus

Unstandardized Standardized }
Model Variables Coefficient Coefficient t Sig. Adj;ited F_value
B Std. Error Beta
(Constant) 3.151 0.020 : 158.007 | 0.000
Softness** 0.197 0.020 0277 9.892 0.000
] Modernity** 0.197 0.020 0.276 9.856 0.000 0.362 F(4’flplz);101060‘643
Clearness** 0.325 0.020 0.456 16.294 | 0.000
Jam#** -0.049 0.020 -0.069 2466 | 0.014
R ¥3}eF : 0.365(p=0.000)
(Constant) 3.132 0.022 139.399 | 0.000
Softness** 0.198 0.020 0.278 9.949 0.000
Modermity** 0.195 0.020 0.273 9.754 0.000 F(5,810)=94.253
2 Clearness** 0.325 0.020 0.455 16.286 | 0.000 0368 / P=0.000
Jam** -0.046 0.020 -0.064 2275 | 0.023
Regulatory Score(RS)* | -0.012 0.007 -0.051 -1.829 | 0.068
R ¥3}eF : 0.003(p=0.068)
(Constant) 3.132 0.022 : 141.454 | 0.000
Softness** 0.214 0.022 0.300 9.630 0.000
Modermnity** 0.207 0.022 0.290 9.248 0.000
Clearness** 0.263 0.023 0.369 11.608 | 0.000
Jam -0.013 0.022 -0.018 -0.608 0.543 F(9,806)=57.967
3 RS* -0.009 0.006 -0.038 -1.379 | 0.168 0386 / p=0.000
Softness * RS 0.005 0.006 0.026 0.835 0.404
Modemity * RS 0.004 0.006 0.020 0.629 0.530
Clearness * RS** -0.026 0.005 -0.154 4767 | 0.000
Jam * RS** 0.013 0.006 0.072 2.342 0.019
R> ®3}eF : 0.025(p=0.000)
P<0.1 : * P<0.05 : **
52 AxrE 24 2300wt 7% 2ol 7t B 2Alo] W BAA AL & vk
Qe Aoz uegth 24 37 24 AnE sMsE g2A 3 2P0l d 2-l
AN HAFAR, RN BEG O B PR 2 BH) A9 Sfoli= g
dAe 24 2o wet Aol glo] mF aMA Ak olE REg e TAste a9l 2
ST fod o ARRAT gom, P 2 e Aol gl oE ¥ 5 Utk muF
Mol Agol Weghol e aulA W Ae oAl &9 ZAoAE 2- 2ol ot A7}
of B UASAL, o) A7k ¥ £5 ggon, AY dHEe] 24 20 ¥ )
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(Figure 2) Structure of Web-style Recommendation System
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139 79 7H AR S Ha e 4 283+ <Figure 4> A4S B3 §) 2~EFY
2-Efdol gt FHo] 7HsskA R ko] A5 FH 4ugEs 7Y F Utk 27] v
24 24 gt 24 yehr] v, =3 24 Aol tig 24, 9 e tisiA
3| A4 39 AFE EEsle] anA S 7 24 A FeF v ke HA AYE A V)
HNE A8 dao] Aok 24 37 B4 W 7bsskd fEEU AR ALk BE(Kim &
A3z Yehd 24 244 2 2H)A}F 1k Park, 2018) 2. & Al4FSICHA, AH|A}oA] 7} of
zH 3 4e <Figure 3> 2t} ol & & e ¢ 2etdel g F3o] o] F

=
24 230l g 73He AIS Al 1o s o4 Zog Rl

o] B 24, S A HGrey), A 25 S

2 § 28 F3 daugEs gEA 48

& vk 2T oA 23, 2- 24 5. Conclusion

Z EuA] e S A 2RAk] g A

H ey 7 s 752 F Aok F 2 AT= § 28 tisl 471 28 A%
28 21 S & S8 FiL T A £ Tl 24 23l we} &R v JAE
2B Aol mhEt S RSk, AR TS HME el 24 AR B, A5 AAE vt

f(x) = 0.3%Softness + 0.29*Modernity + 0.369*Clearness
—0.154 * Clearness * RF + 0.072*RF*Jam

= 0.3*Softness + 0.29*Modernity + Clearness(0.369-0.154*RF)
+0.072 * Jam*RF

(Figure 3) MMR Equation through Regulatory Focus

Prevention (2 <RF <6)
(" 0.3*Softness + 0.29*Modernity — 0.555*Clearness + 2.592%Jam

... | Grey(-2<RF<2)
j x)=" 0.277*Softness + 0.276 *Modernity + 0.456*Clearness - 0.069*Jam

. Promotion (-6 < RF <-2)
0.3 *Softness + 0.29*Modernity + 1.293*Clearness — 2.592%Jam

(Figure 4) Calculation Method for Web-style Recommendation through Regulatory Focus Group
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Abstract

Individual Thinking Style leads its Emotional
Perception: Development of Web-style Design
Evaluation Model and Recommendation Algorithm
Depending on Consumer Regulatory Focus

Keon-Woo Kim* + Do-Hyung Park**

With the development of the web, two-way communication and evaluation became possible and
marketing paradigms shifted. In order to meet the needs of consumers, web design trends are continuously
responding to consumer feedback. As the web becomes more and more important, both academics and
businesses are studying consumer emotions and satisfaction on the web. However, some consumer
characteristics are not well considered. Demographic characteristics such as age and sex have been studied
extensively, but few studies consider psychological characteristics such as regulatory focus (i.e., emotional
regulation). In this study, we analyze the effect of web style on consumer emotion. Many studies analyze
the relationship between the web and regulatory focus, but most concentrate on the purpose of web use,
particularly motivation and information search, rather than on web style and design. The web communicates
with users through visual elements. Because the human brain is influenced by all five senses, both design
factors and emotional responses are important in the web environment. Therefore, in this study, we examine
the relationship between consumer emotion and satisfaction and web style and design. Previous studies have
considered the effects of web layout, structure, and color on emotions. In this study, however, we excluded
these web components, in contrast to earlier studies, and analyzed the relationship between consumer
satisfaction and emotional indexes of web-style only. To perform this analysis, we collected consumer
surveys presenting 40 web style themes to 204 consumers. Each consumer evaluated four themes. The
emotional adjectives evaluated by consumers were composed of 18 contrast pairs, and the upper emotional

indexes were extracted through factor analysis. The emotional indexes were ‘softness,” ‘modernity,’
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‘clearness,” and ‘jam.” Hypotheses were established based on the assumption that emotional indexes have
different effects on consumer satisfaction. After the analysis, hypotheses 1, 2, and 3 were accepted and
hypothesis 4 was rejected. While hypothesis 4 was rejected, its effect on consumer satisfaction was
negative, not positive. This means that emotional indexes such as ‘softness,” ‘modernity,” and ‘clearness’
have a positive effect on consumer satisfaction. In other words, consumers prefer emotions that are soft,
emotional, natural, rounded, dynamic, modern, elaborate, unique, bright, pure, and clear. ‘Jam’ has a
negative effect on consumer satisfaction. It means, consumer prefer the emotion which is empty, plain, and
simple. Regulatory focus shows differences in motivation and propensity in various domains. It is important
to consider organizational behavior and decision making according to the regulatory focus tendency, and
it affects not only political, cultural, ethical judgments and behavior but also broad psychological problems.
Regulatory focus also differs from emotional response. Promotion focus responds more strongly to positive
emotional responses. On the other hand, prevention focus has a strong response to negative emotions. Web
style is a type of service, and consumer satisfaction is affected not only by cognitive evaluation but also
by emotion. This emotional response depends on whether the consumer will benefit or harm himself.
Therefore, it is necessary to confirm the difference of the consumer 's emotional response according to the
regulatory focus which is one of the characteristics and viewpoint of the consumers about the web style.
After MMR analysis result, hypothesis 5.3 was accepted, and hypothesis 5.4 was rejected. But hypothesis
5.4 supported in the opposite direction to the hypothesis. After validation, we confirmed the mechanism
of emotional response according to the tendency of regulatory focus. Using the results, we developed the
structure of web-style recommendation system and recommend methods through regulatory focus. We
classified the regulatory focus group in to three categories that promotion, grey, prevention. Then, we
suggest web-style recommend method along the group. If we further develop this study, we expect that
the existing regulatory focus theory can be extended not only to the motivational part but also to the
emotional behavioral response according to the regulatory focus tendency. Moreover, we believe that it is
possible to recommend web-style according to regulatory focus and emotional desire which consumers most

prefer.

Key Words : Regulatory Focus, Emotion, Web-Style, Recommendation System, Thinking Style
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