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Abstract This study classified online shopping mall using value as utility and hedonic

value based on previous studies. And we examine the effect of online shopping mall value on
user attitude and customer loyalty. Meanwhile, variety seeking is a personal tendency that
wants to new change over time. The purpose of this study is to investigate the difference of
online shopping mall usage value(utility, hedonic), user attitude according to variety seeking. The
following are main results of this study. First, utility value and hedonic value have a significant
effects on user attitude. Second, user attitude of online shopping mall have a positive effect on
customer loyalty. Third, The relationship that online shopping mall using value affect user
attitude is differ depending on variety seeking. Based on these findings, in this study examined
the significant influence of online shopping mall using value, user attitude, customer loyalty.
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Effects of Online Shopping Mall Using Value on User Attitude and Customer Loyalty: Focus on A Comparison Between

A Variety Seeking

this study suggested to marketing practitioners the need for different approach by a variety seeking.
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Table 1 Confirmatory Factor Analysis of Items

. 5, Oct. 2018 : 89-102

Factor Loadings C.R. Construct Reliability AVE
Hedonic Valuel 1
Hedonic Valued 0.986 36.213
- 0.935 0.614
Hedonic Valueb 0.932 37.083
Hedonic Value2 0.898 32.846
Utilitarian Value4 1
Utilitarian Value2 0.985 40.847
T 0.951 0.641
Utilitarian Value3 0.977 37.89
Utilitarian Valueb 0.906 33.692
Customer Loyalty4 1
Customer Loyaltyl 0.981 29.711
0.958 0.654
Customer Loyalty?2 0.976 28.723
Customer Loyalty3 0.963 27.956
Flowl 1
Flow4 0.965 25.521
0.945 0.662
Flow3 0.923 24.626
Flow?2 0.923 26.627
X= 181.63(df=98, p=0.000), GFI= 0.930, AGFI= 0.903, CFI= 0.987, NFI= 0.971, TLI= 0.984, RMSEA= 0.053

Table 2 Validity and Reliability of Items

Utilitarian Value | Hedonic Value | Customer Loyalty Flow Cronbach’s a
Utilitarian Value4 940 212 .040 104
Utilitarian Value3 935 214 029 105 971
Utilitarian Value2 920 .236 071 110
Utilitarian Valueb 901 238 .058 145
Hedonic Valuel 256 .920 062 126
Hedonic Valued .200 919 105 143 %9
Hedonic Valueb 214 919 .096 147
Hedonic Value?2 250 .899 .061 137
Customer Loyaltyl .065 .083 .930 170
Customer Loyalty3 012 042 928 167 050
Customer Loyalty?2 .057 .088 927 159
Customer Loyalty4 054 .089 918 177
Flow1 102 137 130 910
Flow?2 158 109 179 905
Flow4 059 187 178 895 960
Flow3 139 .100 217 887
Eigen Value 3.697 3.648 3.594 3.481
Percent of Variance 23.106 22.799 22.463 21.756
Cunmulative Percent 23.106 46.906 68.369 90.125
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Table 3 Discriminant Validity of Items
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Table 4 Significance Differences of Variety Seeking Tendency

X2

df CFI RMSEA A X2

free Model

293.819 200 0.983 0.041

Restricted

Hedonic Value — Flow

302.364 201 0.981 0.042 8.544

Model

Utilitarian Value — Flow

311.532 201 0.980 0.044 177112

Table 5 Comparing to Variety Seeking Tendency

Variety—Seeking(H) | Variety—Seeking(L) Significance

Estimate | C.R. | Estimate | C.R. Difference
Hedonic Value — Flow 0.400" 7.139 0.007 0.102 0
Utilitarian Value — Flow 0.478" 4.360 0.013 0.187 @)

s P< 01, #xP<.05, *P<.10
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