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SMEo[X] ZHI= 20[0kR HEf7t MIZEE H Foi2l=0l 0|xl= S

1060.891(p=0.000) 24| FZH o] T gt

@ oA AL AFHAL

= §
Factor Analysis: EFA) 4~}

g al
g BHS ol gate] Rolg FEH o0

aQEs B o acloz BRwEgon P ot SEAEe
QAN FEFOR B, Zohelel tha SHA

15 5o A ANTOR Wusiit Andor o
(Exploratory 1 4] 3} 2% wi4-50] ehebyo] ghugl 212 3
ohE stgon, mE T4 el ageks ot A% g

g o] 070]4roRA 24w S| g4 oA Shu

: Factor Loadings )
Construct Indicators Cronbach's Alpha
1 2 3 4
Pro1 -0.086 0.899 0.008 —0.122
Promotion Pro2 —0.059 0.915 0.021 -0.083 0.894
Pro3 0.054 0.799 —0.063 -0.072
Pret 0.074 —0.156 0.088 0.733
Prevention Pre2 0.073 —0.129 0.055 0.844 0.753
Pre3 0.010 0.017 0.054 0.846
Vivi 0.176 —0.092 0.806 0.097
Vividness Viv2 0.120 0.032 0.878 0.027 0.813
Viv3 0.324 0.021 0.787 0.102
Org1 0.877 —0.020 0.282 0.072
Organizedness Org2 0.881 —0.005 0.315 0.066 0.900
Org3 0.885 —0.061 0.070 0.047
Eigenvalue 3.725 2.478 1.651 1.253
% of Variance 31.043 20.646 13.762 10.441
Cumulative % 31.043 51.689 65.451 75.891

Note, KMO=0.753, Bartlett’s Test of Sphericity: Chi—Square = 1397.633, of(p) = 66(0.000)

) Factor Loadings ,
Construct Indicators ’ 2 Cronbach's Alpha
IP1 0.868 0.394
Intention to Purchase P2 0.861 0.387 0.894
IP3 0.833 0.334
) Att1 0.349 0.899
Attitude 0.753
Att2 0.423 0.858
Eigenvalue 3.875 0.574
% of Variance 77507 11.472
Cumulative % 77.507 88.979

Note. KMO=0.821, Bartlett's Test of Sphericity: Chi—Square = 1060.891, af(p)= 10(0.000)
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4.2 71843

A, AlEe] glolokz: sl whehbA 4
=9 glojobof gt QAo 2ol 7} d=A] Eele]
H7] 98l 4 vz FEAREA(One-way ANOVA)=
Y53t 4 A} Fael 9] gojoE Zafjg o
glojopo] Hlg} & HEolA Aed =S
Adsl= Ao 2 VERGT (Mrpaten4.46 VS. Mz putten™
3.89, F(1,234) = 13.93, p<0.01). Hitj 2, ZujH 9] g
olo-x-2 Fuljel o] vls At =7 ALstar §l
© Ao F4 A7t EEH AT Mzpten=4.28 vs.
M paien=3.84, F(1,234)=12.63 p<0.01). AT}xoz =
Aol A oA AARE 7HE 13} 71 2= A= Qlek

2o 2 glojopof gt SHAES] F+ 7HA] 2t
O] Qlalo] AlEol thet B =t o =of H] A=
P ] Qe AR st

4E et

2T

4.46

IS
[0}

3.89

Organizedness
+
(=]

w
wn

30

F-pattern Z-pattern

(a2 4) zlojokR mHEo

(B 5 TXIYC| tiet ciS=lth=Ea 20t

wo} Fuol st 2)
3 U5 Folel La00] 2ESHAT, 2
2 3t

L 7 =X
. - O

o 5

A g4 S0 3 A2 A4e
Ql5k7] QA THEEAIY W A AT AES
3l & W nE BAMAe4~(Variance Inflation

Factor: VIF)7} 1.355%2 e} S 9, Durbin-Watson2]
120524 227 Sy &o| 1l W 71 AlatA| o] &

A7t g A0 ekt 242 Saellel A5E

I F

4= =42 9n|sh= Organizedness2} A 449t
& oJu|sh= Vividness7} Al&ofl thetefe 2 u
oo ojH FFS nA=A] thFE|AHRAE 43
2 F g BRIt oo o3t FakS
A= As eIkt

theo & 71 33t 49] FE2 flefl, =
of wheha] F 47} AlFol gt e 9 oo

o 2

mlo

40

x99

5.0

45

~
o

3.84

Vividness

3.5

30

F-pattern Z-pattern

2 AL 214! x}0]

; Attitude Purchase Intention
Variables N .
8 Beta t Sig. B Beta t Sig.

(Constant) 1.190 4584 0.000 0.107 0.294 0.769

Vividness 0.353 0.286 4.379 0.000 0.419 0.296 4,552 0.000
Organizedness 0.278 0.277 4238 0.000 0.314 0.272 4177 0.000

Vods! Fit r=0.484 F=0.234 adj F=0228 =0.489 F=0.239 adj F=0232

’ F2.233)=35.605 (p(0.000) F2233)=36.559 (p(0.000)
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ZHfY ATE YMTOIX|

ZH= lojofR NVt MIBE= K FOHQ=0| D|Xl= B

I‘_Q

slsisle, 2AEH 18
% 6, 7>0] A AI5e] 9l
01]‘%}3—7@ Iz digk 24 7§ﬂr Organizedness= A&
Sol Qe vA
Vividness+= ‘315 g -TLUH—JEOH ol 4
G4 e Aoz HEg, e o 4
LH|AE AE Aol 9] EHl= HiAE F
A =7H(Organizedness)©] Y B SHVividness) 2.0} A
2o} o) ol v 2 Qakg oA Aolehs
438 A=
Tz 25 U 4 Ayt Vividnesset
Organizedness W5 A|of thgt B =e} F1uf oo
SOIgt TS vl A0 UEREARKZIZ p00l,
p<0.05) = LW 40 Q1o Vividness”| Organizedness
2 oggpele Holt Rox Hlslr) e B
i *é'kﬂ AHRRE ARE A0l A] 9] ZHl= bl
ZE Z35F AAYTHVividness)©] A =7 Organizedness)
Hot Al =k f oo o 2 FFe nE A
olehe 714 4% AeE o,

]:._

Ol'

(& 6) Prevention ZItol| CHEt CIES3|1HEM ZAnt

3 o] AXHA 1]
2 47 E3 B FB5 SAHIHE o]

el 230 BT
%o} 7}0151}(3% CRETEE]

(2020)9] Aol A= A

ESEeR
o=

2712

A = AFA A0 “Hf& R = A= F
S ol m

g %‘SH Zﬂ% A
OJu| X AR~ AxH[AFS] AT} wijEo] P v|R
o Od%ﬁt} (Zhang et al., 2021; o] 5, 2022).

o]
£ P45 84 F ofn 1xu 24, chAels] A2
a3t Foll the ATE EATAT AE A sl

of #lojorx g a An|Ake] Agge] Aol Hist

. Attitude Purchase Intention
Variables : -
B Beta t Sig. B Beta t Sig.
(Constant) 2129 4.203 0.000 0.834 1.368 0.174
Vividness 0.075 0.054 0.601 0.549 0.129 0.076 0.853 0.395
Organizedness 0.334 0.344 3.853 0.000 0.393 0.336 3.763 0.000
ookl Fi- =0.369 F=0.136 adj F=0.123 =0.373 F=0.139 adj F=0,126
’ F2129)=10.167 (p(0.000) A2 129)=10407 (p(0.000)
(¥ 7) Promotion ZIt0f| CHet CHE3|HE4 2ot
. Attitude Purchase Intention
Variables . .
B Beta t Sig. B Beta t Sig.
(Constant) 0.769 1.848 0.068 -0.157 —0.355 0.723
Vividness 0513 0.451 4,735 0.000 0.616 0.494 5.371 0.000
Organizedness 0.217 0.210 2.204 0.030 0.229 0.202 2.201 0.030
Moce! Fit: r=0.590 F=0.348 adj #=0.336, r=0.626 F=0.392 adj #=0.380,
' A2 101)=32.519 (p(0.000) A2 101)=32.562 (0(0.000)
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( Abstract )

The Effect of Content Layout in Mobile Shopping
Product Page on Product Attitude and Purchase
Intention: Focusing on Consumer Cognitive
Responses Depending on Regulatory Focus

Kyunghee Park*, Bonggoon Seo**, Dohyung Park ™

The rapid development of mobile technology and the improvement of network speed are providing convenience to various
services, and mobile shopping malls are no exception. Although efforts are being made to promote sales by combining
various technologies such as customized recommendations using big data and specialized personalization services based on
artificial intelligence, most mobile shopping malls have the same detailed page information structure including detailed
product information. In this context, in this study, it was determined that the content layout of the product detail page and
the mobile product detail page layout tailored to the consumer's preference should be presented according to the consumer's
preference. Based on Higgins' Regulatory Focus Theory, a study of consumer propensity revealed that the content layout
arrangement on a product detail page, when presented in an F-shape, informs the consumer that it is organized. If presented
in a Z-shape, vivid information was recognized, and it was examined whether the product attitude and purchase intention
were affected. As a result, when the content layout composition was presented as a layout arrangement in the form of a
sense of unity and organization, prevention-focused consumers were positively affected by product attitudes and purchase
intentions, and promotion-oriented consumers felt freedom. When presented in an arrangement, it was confirmed that the

product attitude and purchase intention were affected.

Key Words: Mobile Shopping Mall, Mobile Shopping Mall Product Page, Ul Layout, Contents layout,
Regulatory Focus, F—shaped pattern, Z—shaped pattern
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