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A Study on the Characteristics of Shopping Mall Influencing the
Online Consumption Behavior of University Students: An Empirical
Analysis of Mediating Effects of Information Overload

Keyong—Seog Song
Professor, Dept of Management of Digital Technology, Hoseo University

8 oF UAE Aol Boba el me anla Hele] tiepge Mol ofe] AR vehta gk ¥ A7)
BAe £9BL PARL Qi a5l Leelingte] @ G vAE APl AuAREIE olw ug %
& SR /1R st elck 4980 S 08 A2AER S92l DA%, £TE Y S8 T4, 20
3 o) FRA 2 52 Agstel, Auabiabt tebd o ofeldt WeEol eujelmlzte] P ofwl WakE Lt
WA stk BAA £P R BY 0915e BT SeiuAe G A4 9B MAE dow B
A3 glor], ARAHetE £l AAEs} e el FA B T, ol FH Auls ] ol ale] vjs) wF
QR AENE 2 Ao AT 21 aRe] B4 25 Aunis FFelAE LeelanRte)
BB F4H 9P AT Qe Ao vehta g

FAlo] : e AN, AR, £BE) 54, aB2e] AAE, &R Fx

Abstract While the diversity of consumer choices due to the increased information in the digital age
is positive, there are also many problems with the information overload. There are even situations in
which consumers can not make the best choices under the weight of information. The purpose of this
study is to look at how information overload plays a role in influencing online consumer behavior. With
factors related to characteristics of the shopping mall, the recognition of the mall, the quality of the
mall, the composition of the shopping mall, and the purchase recommendation service were set to
analyze how these variables change the behavior of online consumers when information overload
appears. According to the analysis results, all of characteristic factors of shopping malls set up in this
paper are analyzed to have a constant effect on the behavior of online consumers, and information
overload also has a constant medium effect on the recognition of shopping malls, the quality and the
structure of shopping malls, and the provision of purchase recommendation services. And characteristic
factors of shopping malls are also showing positive effects on online consumer behavior in information

overload situations.

Key Words : Information Overload, Online Consumer Behaviour, Shopping Mall Characteristics,

Recognition of Shopping Mall, Composition of Shopping Mall

*Corresponding Author : Keyong Seog Song(keyong@hoseo.edu)
Received December 4, 2019 Revised March 16, 2020
Accepted April 20, 2020 Published April 28, 2020



138 HA=g5gAT AlsA AUE

0| Fo| WolH 4=
Agle] Aol Fola 217} Sheena & Mark[2]3 ZH]
A7} AFES Aes LolahA dted FAMAES] TRE
Foof ghhal FAB|E Fk 1L o] fiz &H|AHE0]
Aejagel A Z7]3of 3= thE 713of| gk etk
Aele] Asfe] whE Felg witolztal Akl
SRRV fgshs A 7w A STl w}
2} Aol am AR olz} &P Eo] A o] oA
o] 01 4] %cﬂ sk o] 5Ado] Anixte] Fujlnt

u}o]_;(] o2 A
stal 719 {7k A U

Bl I Q) o]8 % Anlxte] Hdulgo] AX AltE
7}) A % (hyper—maturity ) Ao 2} sh=d], o] A%l
A5 4] F*% Z7FehE UIRFER l8lA a5y £

AVAA BE A vieke] ZH|xe)

CH31. heb] &gl S4Eo] Letelin|Ate] Ao
G TS FUSR Yl Juaispt o v
AAee e Basks e Fas,

W ERe oe 1 elelanlAe) @ 9
VA £YBEY Q)50 LelanlAe] el
Ao ARSI e o) ojw WahE nolt
A e nad s Aol o8 B £FEE UA%
£ g £3F0) of| HEe|A of = Hxe] u
& AFeHs Jlo] wrk Letel anlAe] MEEE Al
I AN R e Aold,

VA APATE MO E £YE EHOR &
PR AAEG B, Telm £ ] TR} 20
i o] 2912 Y ofF Fa) Lekelan]Ae
ol Qe MR agie] SYB0] utsle)
o) gl ola) o WElE woltA] BAlgow
Akt g dee) ofelgol Leelanldel
Fol G MIAE 2B S4o] o8 JFL v

2 S0 AZENATE Fafol
Zhel 23 Tyl Auahistehs sl o)
Hels] REe 59 5 gl Yele] £Aj5H=A]

p

L

2. o224 wH

rfo

a}

o

e
b

vz} dgoll gk et
L QHYloly 2rtEE o EAAE
At ER A E £2R] & Eoll A Ajsh}
F= 7 @ eloltt. Bakos[4]= 241 &
sl Rpe}l Frej b} ZEA 3 Aol tiEk A
A 4= QA s As Aol ARA|A
, Hoffman & Novak[5]-2 &3] 27
A BHek sk A 7E o] o)A 3 Aol
L} :,Lx E/H‘—«oﬂ JJrz's} x]_ez ]%L
sto] HEH|To] AR} AEo] tidh g
£ o] AlTate 28l A Ao = Ao vt
2ERRVGe] &HRF AR AL S 1A - AR

o ™
)
(o,
B~
o,

o
182 oo
_0|L
2

o

ool @ Y

£ oy
§5
K

& ol
Olt

>,
),
ol rlo

& g2 i of oo
ol O i

ol

1—4

)
ol
N
“‘_>L

Ao

s

Jo]A1E ©]-&

1=5
AFHQ 2vla) oA AY TG 5T 7|22 Fa
QJ=H6], ekl del A% o] st vlszahAl FrjeiaraA

o] o]Fol ALt QB Yl Eel met WPH kw7
shel A go] ] she Ao Yk Satl
arlape] oAb gol = & elAst ek BAE
4 BealH I Bee Ang Agueny vjEe] 4
SO WA BAE HA855 urh 455
AR E A A,

eeholan]te] Tl AT Aol e AT 9
o b ol B o Fol A Tk AT
F)Ee) el dula ool AR 2A Ao
= gloa} eejeloleh vt @ﬁ%ﬂ% el

(e}

rlo

(interactivity), AFo]H] %"ﬂ*é(cyber space), sy

Buel A 7hsAd aear SAY & & AT

2.2 Rlan] e o] S u]H= 8l
cﬂzs} R e

o
;3
0
>~
=
"%
Y o
off
2
04_\4
o2,
o
E
N
rr
ko
rO
2
iy
&
re



gishae] Setelan] el 9 v £BE Kol tie A7 Auarste] wAEE 402 139

1 Aale] Arat A91e) 2l

=

7F sk Aele, Tofel &g Al g
o] A EEEE

W A9E Helvtsh Base) g,

ol

FeA] ol ol ok
152402 FAkskaL QL
Ab= 2127 AARe) 5]
ZlolH, ol F-ol =

X

&
al7] Siaf 22l vAE e
o}, 2ekel vA" o] Ao
Aol Ed A FrofaiAl sk
AT, frihi o1k £k 28 el ]
= 2B e AtelEr) 28l A ApAol).
SIAte| EZ} it wut oma‘r TEACE A
o] A sk Zlolth(Al ], 2010). Wb 719

flo
4

rir EZ

A el

S2A= Al 29l & oﬂ 3t A =S g
=Y AR sk Alo] Adhe] w4t MME} IA =9} 2
A AT TR BYPE AXES FHOR o] FeiH L

A&, Aaker[8]F HAE QA= 01“% BAE=T} o]
W AR Feaelel Seh=AE oAt rete] qlaje
T 8= AHIE ovjshs Aom, nilleyh A gl
= REF el AR e ARl Sl A Farehe
Aol o277k thekaltt. TdsH e—BHAlEE 2
]l &elxe] AdE Edf 7HAE e, ol 44
AfOlE 58 73 Aot Azt ApsialT]E 29

Ashe ovig,

o,

NN off e o ¥
% > o 1
=
H
rJ
z0
f
rN mlm
T
e
SE (m
o =2
E rJ
:‘5 ol
T4 L) L%
m =R Y
of oft R N &
ST orlr o HOH R

o EHl
ol
ol
N
2L
ol
r

o
=
it
ot

=
o
R

2) 28]l &35 F4

2l &P EY FHLE g wo] AlFshE ARkEQl
Au] 2 FA ] #a] @ o)t} Collier & Bienstock[10]
S e—AH| A EFAY HER ZRAA FH (process
quality)ﬂ A3t E4 (outcome quality) 28] al 3=

H(recovery quality)< &3 At}

ﬁ-’é%«] e—AfH| 2 FA o g ATl x] A E
d0] Fo3 Relo teRia glrks A el
T B 3 AXT) s $R73 <

=
5

3) &FEY] =
SERIZH|RLY Fel FEE vAE aEEY T
221 A A, ARE Aok, Pate]EQ TiR]l, HY
A 5 Ul 7HRE & F vk HYAEL 2Ekls Eate]
&gkt sl i dolvt 3l ek RS HAsHA
u BekeAats slo] AEAl el e eH
o AEfsirhs 2 S22 o) ofe MY &3
7He-t] AP ek 8-S MEshs $83k ol
7]1% &t} Rohm & Swaminathan[13] A 2] 2] S+
T 2Pt 2Eklo R &8s i FE BT ekl 9L
om o] 2l &P o Fag a1dSs & T Uth
SERRIVGelA AEE BEkAsv ARt e R &

hm & Swaminathan[13]
= = :ILUH sEAY A=
So7lE AR 34 Y 4 Ak Ashy /‘WV\E Ql

Hrte|Eo] Ul i) &3E HEe] Arjx oz o
TS A= Qlolth. fAte]EL] TR, fixlo] EQ]
A 24 (reliability/fulfillment), 223 8-2] 2L 70AB] 29}
oFA A (security/privacy) 52 AH[AF] &£ E of
g 4ol E4Eo|tH15]. Yasmin & Nik[16]-&
2|2k 2 s °J‘A}°1EA EWO %—1} e 5



o ro 7
2
o
N
(
>
>
~N
K
Auy
o
i
~
o
=z
of
f
o 2

ro
o ®
rfo
)
ro

W to
2
M
2
o
oz
=2
>

A7} Apale] N7kE Aol ]
3

e o
b =
o
e K
(o3 gg

1) Ao =
&AM A A FHg a2
Faro w2 AFEE )9l %
Aol oo} Aol Fag agloleh. FAN2
2F HIE AJo|Ex Hrebda) gokgs)
A G vlAE Ao erta ek
el AFgAel B S ATl BALS 2
s 2megleloleH1s). /19I5 %i@% A
A A2DE ol
o AHgAE AL B2 % w )

W% 3Nl & I FANLYE 73

3L Z

i s e

FHA 2

H

B
2

rlo [

01,
Ir
>,
>
i)

KeX
o
o A £ £}

Aol m) ks el shok & el ool
FESAN AL E OE A9 ofelgol] s}
31 QIEH19, 20). BRI A AGRANA 214
7} AE 5 ol ARE BAE do) AR we 4
27} Foldl W a7} Aol oot A 9 A
& 5} )87k FRSths AL Hee] ol

7} gl AgETkE AHEa WEAY 5 dok ey
@717k ALt JRIF AN EE 2.8]7 oJAbAA

5 & 4 9tk Jacoby et al.[21]2 FH}
Fato] BollA] AnApPt AlES AEE o AuURAl B
igro® Q] A HE oHR-& AHataL vk A8

=2,
>
18
N
olf
it

G & CESREL SR EE EEEREEREE
34 ogazk—@ "A FE glrks el

212 AR IFSto| Zol| A A
F7¥ste] ARk AR
ZHRFO] Al FTufel =
Aol J3FS n|z £ giria Bt} Berger etal.[23]%
H|Z 7L ohee] dijt & gk 7FA] ighekE: MeElgof &)
e o] oAHeS =703, olw Hro Yol FTtet
Tui Aol o] @ol] AFdithe AT ANE Al
Ut ol FrIPEE Ao w AEHE &=
;}—L‘Eﬂ o|& Q13| &A= FujAFA AR A A o
o o1z A w-Ho| Qs ) o] Fo]RA A7
ARE 883 A sz HAolA] Bt QIkt T
SHAR QlEl] "ojA= ARl o] &nRke] oAk
AR AN A ARAEEZl AL vk Agka F
ggor dyEr)|: z‘}ﬂr
ol A AEIAFEE ARt EHS dog 5 3l
t}. Sproles & Kendall[24]2 SJAPA A A ol o] Al
2 Ao ofgt AH|zte] Eeks Askal e, e
AR ol A5, BAE, A 5o it o3k 1)
St AAg-skal Utk Mitchell et.al.[25]8 AR o}
o] T7IE ARl A ks do 5 9l
& frchs adlos el 2z
°1S A

oz 3

anl2
vlto] ol 4 ;

2]
del
o el AskA HaL o=

é ool B

Lo

ks
=
2

K
4

re,

ol o
o
)

ot o
5&

it
:10

8oz e
o
£l
Hd

o
Ho
>
&
1)
N
35
41
0
;

¢
F

o
ML
o et

—‘3 > 9
T
ol
o rir
rr T*;
N
5 e T
~ o,
< {0
ol X
_ILJ F
o mo
ol I
o fU
2

ol
- 7

M e

M
v
‘\:nl

X

o 1 %0 Hode
f
i
e
(o
N
=)
e
ol

X
fo o M
2o 4o
W > =
i N
o o
(S )
=
ol
=~ e
o o
N
L =
> Bl
e ¥2
20
9 oo -

N
(O r2 PNoolr s

stetstr)7h A E‘r 20001t ©]
] Pra} Al el
A7k QEAS e 977} ool A3
& djete] F7he 713)e) Frhurke wael
;q]o}oq H;Hx%o ﬂz‘s ]El = 013}[26

o] =A== Aol ’6“134 B b e
TE 718, 7HA 3t

ofaf FfeAragS sl &

T
ol
=2

i ol

(2
AN
K3)
1 ¢

<2
£

N rx
N R

|

&.E °
T ro
&

L)

1

il

32 HN

&

.
5%

_wH
N
e
My
ot
)
2

TFeA S ol

ARl B ATANE T okl B
7 ARE Ao gl 2mle] Zgl slAbAgsge



A 2 oleleg W WEE Yol Jlo® Ykt etel 23 47l W 200 tishgoR ARERn T
3 IE el g A jekE Sel A Helsiok e AMQ $RAE RS o Folflth e HYe
Agols e 37} ook uspl ek o 200 tehe el Agskglen, Sxke ol
& gofo) UShE ol M B WESF EAR A4S & AIIAES Batel ool
e olaigt Weabl el B B Be2l AR 20194 64 17900E 741 191 27 52l
12l oA ol el ddto] ARAS] WA oIl MEAL 25058 WESe] 20033 315
 mdolth28]. ARINSHE tigke] = ol AR 3o (34 80%) B S AEA| 1055 A9
o efol Ao g 1Ea R gk s, A 3 19059 frET FEAE o Atk AR
o] Wt A I 22 T 15 JEFS s ISk gojo tidt o]FE Fol7] H3 E 8o
% 9] mole. )5 AEA ol ZIABT. AR AR 50017)¢)
AAE v Blarske] Au) S (pilot test)& Al @3t
o] BEAE FABSIL Fste] BRAE AYssinh
3.4 7 2 1y 223 SPSS Win Ver 24.0 BAZ 2138 AHg-a}
of AT 7T A TI2EARS ERIEH]
3.1 ARy 2@ AA A% 7% BAR BAE s, AT A e
obe]] 1ol AFREL AW R s ASol|A] 4 FAE Folslr] ¢lste] WimEA] 2 QA8 Al g3
#9) 54 golge] eelelanle] P5o v gy A ATHeE nFel ti S siste s
o) Wshe 4+ 9l8-S vhehlaL girk Sejelamape] o BT BTSSR TS Sishd Process
o] QaFS A= 4% E Exje] golm awme]  Macro Ver 3.39] Model No.4Z of-83to] 24 s}oit
AA %, =] 2ot 8 E0 w4, 2E AL Al|E
) ol FAAN AT Soz A4Egd. B os 3.2 97 7
fR]lo] 1Azt dFo) kS MA = HHgo A AT 2E agEY 5A0] &Rk sl
QRIS g A4 F Qlrh Qs WA= B A FRIEL] vy S A
=TS AR bse BAS 8 A A7 1Ak sk Aojth 2aR1An|Rte] EaolA] &
AP o] &3lith FAQ ZAPTES Sl g Eo] B 2ERIANIRIY T o] XA A &5
FAR T e Al FHE JASNT olF A AEEAIAA A0t el dFS vAE &
Aate] 53 AR P AEAR dExAsta JA Qlow Ag3tH5,6]. wEbA o]d o3k o] &4 wiE S
sto], Fsl7l 7hs st A8 R Rigstel A5Gt ZNke & v o] AT M-S AAE I
FEEAL AFE S} 2ntEEY ARG o5ab &

Shopping Mall Information Overload
Characteristics

Recognition
Structure Behaviors of Online
Quality Consumers

Recommendation

Fig. 1. Research Model



T A18A A4

.
§23

142 9Ad

% 7k

s

Eu

3} el LA} 5

N

A4

L
L

ol Al wvfziel i glo] 7=

o
™

28o] A

FAA

p
L

T} 32]. Xiao & Benbasat[18]

= ATEYOE

3

s

SRl znAe] Foje o

)
H
ﬂ

Far Sick. uhebA] 2ehQln]abe] Pgpgol s 7

S

o)

o

WA 7S H13

3

cH121[17]. whebAd

oFe) 133} o] 7}

&5k
g2

e

p
L

Al

A 27} )

=
T

AL

PR
=

A

=
T

9] ol
Aol Fojelee] ol ()2 o

o]t}

[e}

H4. 2221 &2

Fohol ] fold H(+)2] o

& 7h

of wheh rufjabgell A 22k}

o
Ao ool

Sl ¥

2) HRIH-

A

).

vk
=

APl 71t 9)

B 2h= A elsfof &

H)
pj

oA o]FolA=

<0

BA|27F 22

HAe] 4% A Wske el ick Ay

A

2e

o}
U
Ha
o

RO

4

u ko] @5 Apolol

2 TH 3]

ox

¢
o
1%0

o]
K
aa

155} 2ol v Be

w0

=)
%

LT

12 el Fjel

3L
!

9]

[e}

H2. 28] &2

()9l 3

N EBEE BE

a]ro

olt}. ole} T 714 HED} HT AT

blo

A 7)1 28t Qo) 22y 7

15 Z=n]zkol Al

E7FssithE
FRA =

Aol

yepd Zojth wheba] 139k o] 7t

o 17].

o

of

ol

H

ol

i

FAA )

(4)

eakl

Re 540w Az

S

=25k}

ulApe] kg

£

]

o



Aol FEAOR A}

p

L

3

5 °

Q.

aho) WA EAE O 143

HE

-

o th3k A AR}
A ek 5. U7F F= o]

8] A

A

=
B

<0

}-

Ul

i

Alo]

HA] Sk

S

1

7_'

a4

5

o

H=

Aaju)zse} £

=
==

Bgele]

SESE B B B

w

B

29) 7

H

al

%

J

S
Lll

Mo AlFH F
o2 FAd¥o] Ur[18,35].

=
==

A

5}z, Ape]E] Tl 3

24

9]

[e}

=2l &3

]

fic. ol

S

Fojeirts 4

" watal 7FAA
< 3HA "k 4.4

2 2 s s e A 2

g =
T

L
L

glol & =) 3. U

o
=

Al

%

2kl 7}
o= A E o
Ao

A

B0 o] ol

o] 115%(60.5%), oAdo] 754
o] 63%(33.2%),

o] 56%(29.5%) 2.7 eI &l A&

=
SHA
S}

o
A

2

216‘;
o}
20tH tH
ok

o
[e)

20~40

L

A=
FaL ol

KeX
=

e
37} 637(33.2%), 5~10%t
S

o]

Z}A

v

3L O,
o™=

)

A
o

=

kel

NP EAS

4.1 7|2EA

AT 3,36].
40~60%
7478 (38.9%)

L

L

[¢)

ol g3},

f

olt}. 2 1}

A

gl

2

=

A ezt 7

°©

dsto] Fujel=s 7}
AL 1oy A

ofq <
g7t 7

e Aol

p

1=

E
—_=

Alo]

=
Zhel

L

Afo]
Alo]
o] & ulEo] g}, 3.7} F

aF

R

R
O 3L

LI Sl
L
5 ©

L

p

L

=

o

o2 FAdE ri12,17].
Q0

aF

1=
=%
83

o

3
o}

o} 2.4}

o] o FAH gri[12,32].

3l FAQ

t}. 3.1}
)

ks]
pi

S

=

=
o
%

R

ol A5 0|43}

o 47t F2 9]

25 -l
Sli=

5]

2U7F =2 o]
Hol o

ZZ

Jo= o R H e njFo

SHA
S}

21 200 o

2 UEhtar vk

he

S

AR 0 of
Aol E 7}
2 olg

=
T

p

R

3

i
—
83

t}. 4.7}

2 o]

Afo]

=
T

./1;:}

p

91715} shie] 25} 2 o] ol

RL

=]

=

star gk 3.7}
WA A o

S

A
-
E=

A

shiol] AlAE 8ol ¢7]

Alo]

sHAc, 2,017} F2 o] g}

o



144 OAEgHEAT A8 Ads

Table 1. Characteristic of Research Subject

Table 2. Factor Analysis Results

Frequency . Factor
Category (%) Observed Variable 3 5 z 7 z =
Male 115 60.5 Recognition 1 .078 | .081 | .771 | .029 | .107 | .157
Sex ..
Female . 05 Recognition 2 080 | .032 | .814 | .076 | .176 | .066
Recognition 3 .106 | 118 | .732 .014 .088 141
Under 200,000 16 8.4 Recognition 4 335 | .064 | .688 | .162 | —.157| .087
Under 400,000 63 33.2 Quality 1 813 | .094 | —.009 | .018 | .006 | .102
Monthly Income(¥) Under 600,000 56 205 Quality 2 802 | 101} 161 | =036 | .091 | .061
Quality 3 .802 | .109 | .061 | .029 | .055 | .207
Under 800,000 27 14.2 Quality 4 714 | 214 | 170 | 074 | 083 | .017
800,000 and over 28 14.7 Quality 5 561 | .218 | .069 | —.059| .502 | .036
Under 150,000 105 55.3 Structure 1 534 | .152 | .184 | —.107| .694 | .101
Under 300,000 o 1o Structure 2 046 | 148 | .012 | .028 | .692 | .124
Monthly Shopping nder °v%, L Structure 3 526 | 151 | .265 | —.029| .483 | —.033
Expenditure Under 450,000 12 6.3 Structure 4 557 | 153 | .189 | —.024 | .537 | .096
2 Under 600,000 4 21 Structure 5 616 | 236 | 153 | —.011| .410 | .093
Recommendation 1 .039 | .016 | .230 | —.009| .082 763
600,000 and over 9 7 Recommendation 2 | .072 | .153 | .108 | .085 | .164 | .826
Under 50,000 63 33.2 Recommendation 3 | .252 | .115 | .076 | .083 | —.013| .629
Monthly Onli Under 100,000 74 38.9 Overload 1 .007 | .007 | .154 | .745 | —.071| .137
Jlonthly Online . _ _
Shopping Expenditure Under 200,000 33 17.4 Overload 2 0971-.095) .004 | .768 | 083 | .103
) Overload 3 036 |—.245| .030 | .716 | —.027| .053
Under 300,000 15 7.9 Overload 4 066 | .150 | .030 | .737 | —.033| —.141
30,000 and over 5 2.6 Intention 1 200 | .841 | .085 | —.097 | .096 | .198
Intention 2 220 | .856 | .111 | —.022| .078 | .187
Intention 3 122 | .809 | .046 | —.028 | .092 | —.039
2) TIA] AZE Intention 4 204 | 768 | .099 | —.048 | .267 .044
B Hs Eigen Value 7,383 |2.737] 2.004 | 1.748 | 1.407 | 1.082
B Aol AAE Mae) BlAde AZ=slr] 95l Variance 29.533(10.949| 8.107 | 6.992 | 5.628 | 4.326
L ) _ Cumulative Variance(%)|29.633]40.48148.498|55.491|61.118|65.444
FAE- 22 (Principal Component Analysis)< %£3}o]
BAH 2QwA e sk,
N N _ AF = B2A
Qqlade] A W s (Varima) 4 e dgsr ) A= 2
o, 15 Fh(Eigen Value) 1] 7]5ollA 67§] 291 QOIEAN A= B 7+ Q9o thit AlF T A
> = o = = —
o] 225 th BAAT Bartlette] 59 &F0] 0000 = AASTE BAY 7 dEE Ayl adR
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Table 4. Variable Correlelation Analysis Results

Variables 1 2 &) 4 5
Recognition 1.000
Quality .339 | 1.000
Structural .362 .667 | 1.000
Recommend .352 .289 .306 1.000
Buying Intention 244 424 463 274 | 1.000
Average 2.474 2.19 2.10 | 2.686 | 2.341
S.D 0.787 | 0.643 | 0.751 | 0.831 | 0.889
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Table 5. Regression Analysis of Online Consumer’s
Purchasing Decision Process
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R2/adjR2 0.63/0.62
E/P 15.75/0.00
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Table 6. Mediating Effect of Information Overload
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