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22, -2 eko] A o] Frkeh At o] Aulate] ofsl AR E ARl ek 40t S7beka low ofefst Aol el
ol st o] ook ik TE A9 QTS Lkl T A Toleh e ThE S0 Frid s
B AR AR Ee] AulAEe] FojE el nlXE Age EASATE B AT T AulakEe] Tajnbgo] Aulxte] )
Aol 74 G 1IX)E PRI} D Zolet lSshon], T T EE ek Bhole] Tl A GE PR E ol 85
o] 71 99 SIstoATh, T3 B AT TUiAA R FR} THE An|ARE 0] T AT S BolET 5 Ao TS
sk 212 Holf 5014el ojn|S 713 glo], Ar|ARE ] Fulm Ao wiet the ofeke mAThe A& AXSH
o 2 AT o] 8 AF A0 Selsh] $i9l, -Letel AR Lokl £HE BujdolH A Besteh ekl 8
Arh, S AR AR YR | FUAAFE PR 2l HE0] ABL SRR A\ZSHe A9, el u]s) ArhHo o 34
49l JR & Q1Ajslo] FololE 7} et Tefelo]H BAEw, miir kA 2 erelo] Tl A4 R At A e 7o) A
gl 34 21Ql AL mIX A% Aol A 1 GaFelo] BEEIA) itet 2 ATo] Auhs FolH Hu o] sat o
2 7o) A w0 24 etel A AR AFEe] Al gehs Aol Avke $7147) 34} sttt

FHO  FUAYRE 7=, SoH 2, 48X, A, 2242 ki E
I.AM2 AE A ARG ATl FRES AEY] #F
A& Uetil= 93 &4 QS sho] Frjd Ao
ekl Y ARAES Ju AF AR As)  TET TFZ U SHATH(Chen  2008;
st Aol st Bl AL Zoa A= Garbarino and Strahilevitz 2004; Liu 2006; Liu,
2 9 5sly] QeiA AHAE ] HWht A = Feng and Liao 2017). 7]& AF-SolA = S1oF &2
Wxst oA e 2ol 1H)S ATstn &B|2hE 7Ho| FufjelEo] Mz oA n A= FF=

°
SITHChen, Wu and Yoon 2004; Mayzlin, Dover and
Chevalier 2014). Th2 AH| 2} 9] o] 2 H
Pt AT L AuAEe) TR Fag
A& n|x]7] wEoltk(Dellarocas 2003; Godes
and Mayzlin 2004; Park and Lee 2009). T+31 %l 413}
AF=o] mEH, AHAER Qlste] AtH o g
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A181 ) Eohek Y olohe o vl (Aral 2011), Ol 23t
ATES Mo, 2ol AUe] ARAES
2 2045 T} YFo2 YYE PRES T
Agozn 482 ans WYAA AF TS
FEsha geh
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AT BB ot 2o el B AR
w5 Pgotol A4S 210 84 EIE Y
AlZ] 112} SFt(Chen, Wang and Xie 2011). & &

o, &= |t o] 22t<l 47 = B2 H2(Taobao)]|
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the Ao 2 dAste] Latel Aol o] REEH

2011;Yin and Zhang 2016). & 201 o= ﬁ\_H]Z]'
O] Yrh= AH|AHe] Aol it 71 ol whet
Fof Ao vzl= gFEe] E2kAH(Yin and
Zhang 2016), Al&ol et e JA| L FF2 &
2| A RFth(Xie et al. 2011). webA] BFQ1S] SLuff A A
FHE QE A oo whep LujA A of ml%]
= ol & Aol

l:;ls]’ FujA2ASH AHE o= AHET gy
7} *T} =2 oH**O] 7He?t A Eol7] wiie|
ol et FFuj A g ol Fo]4 <l

k| Zﬂii AdH P dPfHE=
JolA e a7 214 o] GAE Lret 7] & s}
A, FuiEAA S stk 94 JEE F
Alof 3ESFSEL 2ItH(Wong and Yeh 2009). H#], €t
1] P A {H = AR A E Tl E 51
o By w2 JHE gMstal 35t= B L

.

)
B
N

2 21x]E 4 lth(Bettman et al. 1993; Corbin
1980), o] 4%, che] FABHFRE che] &

M7 AR AT S A4 HES et
W7 W26l 2] ol o] 3 moE
014 % ek AR A5l BE AHAES
2o HE AE AL Slmlh o
o7 QS A%, FuE oI AE g o
514 gFe BRATE He 2A QA BE
o AE FRAGN $HHY GFE v 5 9}

(Cho, Kang, and Cheon 2006; Dowling and Staelin
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(Bargh, Chen and Burrows 1996; Bargh &
1988; Lewin 1934). 2-H| 259 A 214 =
St Pl EAS AHEA YA A3l Fa%t
felo]7] wizoll, AH|AEo] A&l gt &
BHEE dAsHHEE iAo ot} o] & thE
FEAHLHS Fofl Adrtal Feh(Melnyk,
Klein, and Volckner 2012).
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wj= Ao whet AgAe} etz BRHty &
o} A8 AL AulASo] Al 7% Wl 9]

S|4 Fofisk= Al .S 2 (Strahilevitz and Myers
1998) AHHH 02 A} Lo FAbsto] g A
2E o] 15T o] NEHE she Q1%
A A H AR 2 o]-8-5t7] wiZofl Al r g
o] H|w & ZtH(Chernev 2004; Klein and Melnyk
2016; Suh 2009). WHahA] & Ao A= AH|AHE0]
Qg% Foleh 2 Hale] P EAFRE T
S FEaR A o= A5 wwol +
A3 394 99 013 o2 A

O

A}

(Homburg, Koschate and Hoyer 2006; Kempf 1999;
Suh 2009; Wakefield and Inman 2003). T2hA] A&
HAEE S 27RO DA sl e WE
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= ﬂ?ﬂ‘ﬁﬂ‘ﬂ'(Cbo, Kang, and Cheon 2006;
Corbin 1980; Greenleaf and Lehmann 1995) &7}
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1o 1o

Al B AFNA AT FREFRR]
ofn)7} Aul A5 ] Foj Aol 0] G
2] AR-2 54 oL 5] AA] Lkl
A AR GRE] 57 AFD E 0]
o] zjo] 2 ottt o) S upgo 2, A4zl
B2 YA, AET FF AT HAZ AL

o
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P

71 Aol b= P A fEE AH
AE Foe HEF24e W=y A F7H A
#2]& st7] s Fui2de A7Ist= zﬂg
O] =] 1 tH(Cho, Kang, and Cheon 2006). &
(2008) AToA= FUEAFEE Au]z}c A
2 o] ¢ A= zpolrt 25 Huj
& o2 = oyt AH|RE 0] Fufj ek o] et
S g Qs AlF FulE A7Ist= ZAoletal A olst
et

wetA ThE AH|AE S L2 A S H AHE A&
HZEoA oA o r siMd Zog Heltt, 7]
o] 2 W AHZHEL ElQle] TujAAGH
ol digt FAHAQ] =g vz Fuja
A A HE 2712 45110 AHgjsts 34
28 4= 91 . B(Corbin 1980) 1= FA] 9]
[24< 2lystitte FA44d AEEE
4= JtH(Wong and Yeh 2009). 7]& 179
=9 A2 27 = UrEkd u}z 2l
H= e An|rte] Fuf A Aof FA A el o
% QAth(Bettman et al. 1993; Corbin 1980). ;}
AlFolu Fuigkg ol diet Zetdeto] &Fot of
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LEREREEEESRIRE
7bsAe] An] ol AE FulAHe] H4H
3! 3tt}(Cho, Kang, and Cheon
2006; Dowling and Staelin 1994; Huang, Korfiatis
and Chang 2018).

N
o=
(1]

I ATt Sel o
4% Q750 B2 AulAEe] g o)
= HlAlo] L]’(Aarts and Dijksterhuis 2000; Gardial et
al. 1994; Hoffman, Mischel & Mazze 1981) <-uj2
Aof u|x]E= FF2(Dhar and Wertenbroch 2000;
Mishra & Mishra 2011; Schlosser 2006) A~H| A= 2]
A2 A Aol whet ettt gieh o5 &
HI 252 Al F9] T E2of whet AlF x| o
7S A17F 2Rt A7) = shaL, A Eof tiet sfA
ot27 stthal Shck(Bettman 1979; Dhar and
Wertenbroch 2000; Schlosser 2006). ©]+= 4-H| 2=
NAl F2 BE7F AlFEHH S A4 ARl wt
2t 71 sfAo] Hehd 4 Qlth= A2 AR (Aarts
and Dijksterhuis 2000; Hoffman, Mischel & Mazze
1981; Mishra & Mishra 2011; Schlosser 2006). 4|
ARl A=, AHRZOA AFS] 7HAS ] HHIt
A== o, e EE A4S =4
o] Al ol FAol HetH ABAE2 o
T ARE o] S Sol= WFer 4
0}01 SAAQ HHRZ 4~83tH(Khan and Dhar
2010; Kivetz and Simonson 2002; Okada 2005). 5}
Agt 4n|AEe] BAo] A S50l L4
A%, HAT ArE AFEL A5 ey
= G R A= o] AH|RF 0] Sl A g of] g4
Ql g3 "A 4 AtH(Chang & Wildt 1994;
Grewal et al. 1998; Monroe & Krishnan 1985; Olson
& Jacoby 1972). o] gt ALufj 524 et ofu] 2} T 1’/’r
£ A4 A4S vetdl= A8 AlE B9
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T AR S)4S 27 ghhal ghh(Bargh, Chen
and Burrows 1996). 9| & &°1, &H|AF0] AE
A AT S A LUAES AR

ThHAlba and Hutchinson 1987). 0] * ¥ A&
AB|AFE 0] Alg]A AMee A H g4 o] Hisk
Aot= Fa3 8¢lo] Hrt

ofof] H|F=of & uff B}1 9] FHufj A %

b dfr i g Eet

o] T 7}2] vyIgko 2 gjAo] 71539 Fo)H AHE

© E35| Ala]|A Arglo] what 1 d)4 o] vhako| 2rat
Z

2 Zlo|th(Bargh and Pietromonaco 1982; Gardial et
al. 1994; Lewin 1934; Wong and Yeh 2009). 7] A
Fol 2w AUAEE 2o PR E S ekt
=929 ARE A A9, g Ane urh 57
20 2 oAttty St tH(Bargh and Tota 1988).

AHZFEOA AEY SGA7F AlFE S o, 1
Sol A3 Alel2 4P thet AHES 7}
Y dish=s Wker St jith
(Wittenbrink, Judd, and Park 2001). ©]<} -5-AFSH 2
oo AMASL 2e AW E ASAEE A4
o] Adlo uja} oot Wrake = gﬂ/ﬂﬁ}r,}j_
o} tH(Aarts and Dijksterhuis 2000). <, 4-H

o Fo1 L A5 Y ALES AHAE

oF

=OEL) IR AeE 4S i
L Fh2HS olgate] Fol2 HuQl el
Foh AR R HR| A o] FuhAFe] m)H =

o) jo]2 ot 14 st
3. %007 oo AAZA: Aot A8
Aol ol Avlabs o] FulEdo] uet

A
A& A8A(utilitarian  product)?} T =AY

(hedonic product)= = ottt A8 = A&
o] 7I5olu 484 7HA & Algdl = AEL=
AFS ZIsoldt Asol FHlE2e] Ho
(Strahilevitz & Myers 1998). BFH F=Hfj= 7] 8o]
U S5 59 7M1 E AlEste AlFes 4HA}
o] B4 EA=s= 471 Adl AlEe Tttt
tch(Hirschman and Holbrook 1982; Alba and
Williams 2013).

71E Aol = AHAE 0] AR A g 2
follA AGgH FufEA o A-gote= AlE 2ol
uhet o2l ok (Melnyk, Klein and Volckner
2012). AEA Pl A 20AEL S14H He) 1}
7 (cognitive information processing)= 55l 7|52
Hel-& F3httal ghk(Klein and Melnyk 2016).
b AHZHEE B2 ARE #H5H] AsiA
o e A7+ -8 Bt al hk(Suh 2009).

AE S0 AHAES AT AF £ 2
Ao} Fuj A of wet 247 thE 7SR E Fofst
I Hrkeh= T 4155 AlA QN 2
2 Fofl AES A3 SoH(Chernev 2004;
Mathwick, Malhotra and Rigdon 2002). ©h2kA] Lo
AA7iA) 4 sl ey el Ao vlaa At
1! Stc}(Beatty and Smith 1987).

ShAlR AetAl] A9, £ulAE e PolEH S
oA AAXZA AKX (affective
processing) BI'H-S 0|23l Hh(Kempf 1999).
271837} e 794 ol FToHE e T
o T of| A A A =] T2 A A Q1 Rato] T
Q1 Qg2 stof diF2 A1ZH4 Q1 Aol oJsf 9]

AMAAE sHA Htk(Baumeister 2002; Kivez and
Keinan 2006; Wakefield and Inman 2003). ©h2H4]| 7
A ARG of| A ARAMES AEAYE A
|A1t A A4 2 o] 7| Hith= A Q1 S
A oJESte] A AR X]Fshe] eyttt
(Hirschman and Holbrook 1982; Maclnnis and
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Jaworski 1989; Thomas, Desai, and Seenivasan
2011). wheA o] et FH 2 2] M2 oo wE
A& A2 wHgol7] wiZof, 2 A7te] B o
ShA] e BRt ofy et Fulj A A F5A ol
H] A& o]t}(Novak, Hoffman and Duhachek
2003). 22402 482 A8A FEA Al
AlZFat o] HQRt Q2|4 FHAY M-S Al
S1AR A o) Aol ole} e mea 7
549 A4 guAe HHe o dsgn
(Homburg, Koschate and Hoyer 2006; Suh 2009).
ehelo] Pl A L ohe AulAEo] Ao
ot FAA Aol glont obx TulE S )

2] gre Al S Lrehit hA] e, ke 4H%

So] Aol 7M1 Gl FAAL Bt Foid
B o= olojx] ghe JehS thehditt. olefgt ot
2 AlabE o) e 2H A4S A P = Aol o
o P2 142 fET Aolth WA HRE A7
0% Aejshe A FHBAL A AHAE
o e AHAE] P AARR AR E Ty
% 7ula4 oA Bz A Aow o4AL
o} QA4 AR A WL AR e e A
o} o2 At o] Wastng rIre] 7
w2 e ehi erele] 2oj A fn AR
A de FHH HE HFelA o
ol 3AH GeFS F olck

SHAR ARE AR 02 Aelsh A2t 7
WBAE H2 AHIAFES Bl o] P A G R A
BE AL AF Tt A BrE B

g g = ol
o b5 o] Atk 444
Sol olzie] 7o) AHL
FolA AP5sHE el Bgols] thE] e A
7} eejo] W a2 5 ghech wrebd A2
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HIAET} T2 Wgoz AT sbs Aol Au ol
L oj Aol 0| E A GFE LAY
Zolth. 2, 1 A7 erelo] o) A4 g7k 7o)
2ol m 2 Gapo] A4S ] P S Aol upet
289 70z gste 19 13} 2ol ATRGS
A A sk Lol w2 7hae thg o] Alokgict
ML e aElArE Y] P AR PRE &
HIAES] A8 Tkl A 9T 0
4 o)k,

AE204S
A/

Epolo] 2oj2% y > oo

e "

<02 1> FPE | T}

I 4524 3 2t
1 2atel 48
11 A HE U X2 MA
M| AFE O] FHlE o] nhet ohe pulAHE o] 7
A48 GBI A G Fobr ] flaiA
A



| 31

T FOHIAIZEO DX A

Iz
=

CHE AHIASS] FHHZEREZ A

101577} 2 20] A-g5]

5

A <]

o7 A=

I oHAlE =7t 482

£ 9l

. ©]

4

w4, 77, AAIRE 52

5

of o

m 717}

or

o

)
——
file)

o
o

<dr

3} #fo] gropi] §)

3

S TohAH A1 HH)

% o] n|2}7} o)

gl

21wy

Feict. e}

5|

ot nzt
282}

=
=

% Fojols W)

S FojARRE

e

A=

st
<N
il

—

Al
=

Fth(Botti and Mcgill 2010). HH4

5]

AE

PEE

ELIEE-E R

35

10

Zng An7 el 4

3N

Hy

Al

oju

N2
;0*

FATHBotti and Megill 2010).

<]

A&

= ThAl g

ki

S AE

5 ele] TR AR

il

= Ak

A

o P AHRE A

A T 284S

T

_XD
o

M

o
F.om A

o)

|
bl
=

ojn

Hip

to] A2l o] &

A

of Fufj o]z o] §ishs dotE A} okt 2 22t

T

=2 20~30tH9] AoldY 120 Yo

o] A
r =2

LS
—

Fuh ol

3T
=

=2 Al

A

FT}. Vohs and Faber 2007), 28| 2} 11-5-2] 714

ks
i

=
T

}53 TH(Weternbroch

ol g5tel 245

o

o) A] 7

3T
=3

AT (e L= A

EERRERES

T
=

A5 A

#19

o)

=}
=

and Skiera 2002). %

“AEE T
obgu7t e

T}, Homburg,

=
g

o
74 B7E Ax2(1

O
“

| A&ol ut

L o
Koschate and Hoyer 2005)

(e Y

<

=
=

e

o o

4

o

o

rsl
!
~

vl
e
o

o]
=

il ==
120

H
L

]

o)

AsHA

3

o] &4 § &%

A859lc % 1205

=

7



32 | £ 2434 13

13. ZEHZ

o= 2ol w2 F7pEe] uA e P o) %
ol& gotiy] gis WS ATY AF 7o
2% ﬂﬁﬂL1 %ﬂ4@ 21787

pis 71 W‘r bl

% ol-& oP7l wf-Zoll FujAA ol dagh k2t
7 ¥l A Ft} 1 519 th(Beatty and Smith 1987;
Suh 2009). ThetA] & Ao A= FufA g o] 4§
= AIZFE o]&sto] & Ad A= 22 H

2ARPL
Wtk £ APl 4Eo] Fa Fe5o
7

>

A A E 7RSO A el A ol B2 Al
2 Bolste] St Hl Wt} o] 2 9ls) ArlAt
EA A= AET AlFSt T oA Ao "asH
A 7HE “A|Zo] tiet Pl A4S I Y At
AR ot 2ol AL R 74 gl AE AL
°olh

(13 o 52l obA] s, 7 ml-%- 52
sholtth. 11 Avt At o g An7E 9
off et A7HAE 0] (Magery=2.84) 284
718 B8 ADMagx=2.24)] HIoH wH-E(1=2.03,
p <.05) 7 AR S Sk A0 2 HERE T o
2hA] Aol A o]-8_t A9 A=l whet AdtE
o] FufjEAe] FEitt= Ae & 4 ot

fu

lo o

e
> o e W
Eoroox of

14. HIE0fl ciet X[E22At=Y 7He| xto] Za}

# A7 4] e AER
F AR 7ol o] v
9ol & AFolAE AT
B 4R AT AT DPIES] AF AR INF
o Zfolg M wotge. £ BAHoIAE AET ol
BRI} AR F AR v G| ol E

oz 04351 AJJJ?%(MJHWH—4 s1yell Hs|
(F(1,96)=3.93, p<.05) UEtWtth. & Ao AxE
<19 2>5 o Uer siTh

m A Z2A= Halkg

6.40
451

_.

=84l A

<A 2> 2| Z22|AlgHe| A E & 20|

B AR A 2etel 4EL Fa) £uAHS
o6 1} A E] ehedel mfet Al AHE] A
golhgole] 4L Z 4 Qe a0 B4 off
groforet. 1 At AulAHES AEAelA Bl
o FolgRARE HetAel vls) 202 58
ke R ARl e] NalRe 9 & 5
QLSIk. SHAIE B Aol FY el A A
2 02 WA Al AES Fzoz o)
el AFOZ, AGH AFOR 2Ato], 7
w2 G me] Eatke] 2ol S dobrglet.

wfebd 2 A Gl A A 7 9] @A o] EAT
% Gtk 3, 2 AR A aHAbS o] AFL o
Shelt e 5717k G ARl A AN AE
o 3t o OJAFE ZHte] dhel] u|AHE
o] A TRkt Hpol7t EAT 4 olek. BA,
£ APl AE ARSI QA P A AR
ARO00YE ANAD TR AT 80
2 20z} o ik 2ol & ot -
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L s7bA] AERANA 6407) ABo U 477

(20179 89 2 ~ 20179 8¥ 29)9] AHE F= ¢
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22. FQ Hep

ol 2 AL AuAEe) ) oA
= 54517] Slol Al 73Xt ffjgE ]85}
G Th(Ingram et al. 2015). A H 2 AF2] =
s WS 65 2 A she] A Aol 2 o
A 57719] dlo]e| S A9 T 22 27 A5 o] wo
F2 A7 ti2oll 2F 45710 AlE o
(Salesijtye S5l & A ET 1 2ol& A
517] YA B4 Al BESH AT § o] 85ttt
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A FFRHA 7 B DTN 10 o
B4 R RE 2457) a4 Latel Ao 24
AABRE A1 8 ol 8ohert. Bt ek
715 AFol et A wAo Ao v, A7
et AR, Theo] e 715Ae] YA

FHANA ST AlEF= —ir?i’éﬂzﬁﬂ sl AE=
Agstal #este §== ARgETH(Close and
Kukar-Kinney 2010; Kukar-Kinney and Close 2010).

o] At ESA <5t 7)5-& o] 3t A RS
S AEol WA Bt F2E U 2
M3 AEL “HsH1"E ol g wAo] s A

F2 FofotA HW 1 57} st Bk oetA
o &2kl ol el “Bap e A FA 2

Ao 5 H7 2 AFolAe ARl B
(Typeiy= F=AeF A-8A 2 T2, 71&

Tl w2t 2 AFolA s s7He] AlE

(Categoryi) &l 4 =2t (Palazon and Delgado-
Ballester 2013)¢} EHAF2-=(Sloot, Verhoef and
Franses 2005)+= = Al 2ta o 17 9H (Bellezza,
Ackerman and Gino 2017), ¥&2 (Lu and Ting
2016), -+4H(Sze 2010)2 -8kl ohoict. ot
A AT = 1, =002 o= o HEEA

A 5tol 5 ERS) 19] Aol S opugiet.

r_'
B2 oo

SARE FlolA AET F2 M-S ol Al

9| Tl ddF= & 4 e HAA aflES
574 5to] FAISHLA; sHlet. s =2k}l EollA
+ A& w2 R AEE AHREA Al
TSkl qlo] & Ao mrlse] dF& vl
T Q= o] Al ¢] wofEk(Salesijt-1)7F 22H1 -
0] FoF AT 22l FHY S e v
Hoz 37 22l 4 & 575ko] o]  AlA
O] T F(reviewijt-1)= =41 o] AHESHAH. 2F
T GA| AlEE mefjgat Zo] AlE d zto|rt 2
) Lheht B} atstol B Ao AFg okt

(pricei)< AR
5] %GH 21 ‘ﬂ@rﬁ}oi ARgaElow, ol
o RRE)s EF skl EASA
(Jarvenpaa, Tractinsky and Saarinen 1999). A4
om AgH iR Huse Wi W7
(s_creditj), TR} W= (s posi_ratioj), Tl A=
O] 2x(s_itemj), TR} 57| S=(s_wishj) ©]tt. ¢
IA Qo] AMAEL AF Bl W
W, B 3742 HEE o] g st olo] ufel
Bl b pofels AEe] T Hle] A
FFol sl &l 7ol S522 W™ 25071 ©]
St 158, 250~1%F 7= 25, 1959 7= 35
=, 505t 7f| o] A2 45Folu}. Tt ThEE (%)=
@5 0] 57} A 0] ol A AHAsHe oIt
o) AE ) 4 o BelAo} e £<) AE)
22 Yep 1 gl Golr] S AEe] dop]
ok o] S WolR-g AvIAHE] Hold A o)
AEO] 2715 nA 0] So]tt

2} el ek 7| 2B AL <X 150 2okt

B2 Aol fel e Edlel Bt Uy

ste] F450 B350 A4AAE 55 stot
S5l s =

J) 9180 cJe] WrE 4Gl 2
Fo} wgke A
2017).
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<H 1> BZ0|| Chh 7|2 SAY

R B 5% BEE, 3 Zu%t
0.00 -0.62 12.55 -0.34 1.00
F .
THOf 2(salesy) (2205) 0) (48630) (996) (3555.21)
ol Art 0.00 532 12.62 -0.29 1.00
T AT = (wishir) (484.40) (-5848.00) (15910) (116) (1111.95)
_ 0.00 -0.63 13.26 -0.34 1.00
P . . . :
Ol Al D2 (salesi) (1777) (0.00) (48630.00) (1777) (3254.67)
o 0.00 -16.20 41.98 -0.08 1.00
el (reviewi1) (691.80) (0.00) (302800) (186.00) (6442.29)
0.00 -0.81 13.52 021 1.00
A e
7 (price) (3.59) (1.06) (6.75) (3.64) (0.79)
o2t HE(Z)
0.00 -4.03 137 -0.43 1
4 it
DO} B7Hs_credit) (3.24) 1) 4) 3) (0.56)
o oa 0.00 -0.33 3.08 -0.33 1.00
B0 AE (s _item;) (4802) (1) (48910) (76) (14337.3)
_ 0.00 -0.37 3.03 -0.36 1.00
|3 s ish:
THON R} RIGH7| 42(s_wishy) (718300) (76) (6531000) (19610) (1916281)
- o 0.00 -8.16 0.49 0.49 1.00
EHOHAL S5 (s_posi_ratio) (0.996) (0.930) (1.00) (1.00) (0.008)
* HO| HAlE HPS2 A E et 20| 200, 2= 2to| #E3t #eh Mo| Zh8 LIEHLUCH
2318y o] Qlo] E Ao A= AlE B E Aol & &
15t7] flal A|zte] S5of whet #okA] ¢ e
B Ao A A EAF =7 AlEC] mf o] IS FA ot A dolantng-S A
ol it Gt oA EAF o AE Y BoFTh(A A6} 2012). 11 B2 <717 4>} o]
o] Fe2-8-& dotr 7] Yol B dojay = g oJst3it.
3 (random effect model)= AH&-5FTH 7]& A+ <19 4504 i= Ad A2 eIl =1, 2,
of wZ2w FAo AMSH AFe o]EA 3,,649), t= o8 =3 & At ATHEFIE &
(heterogeneity)= FAI5H7] A 1P ax 2o M= K522, 3,4, 5), j& S AlE= Tristal
(fixed-effect model)?} ¥ o] &3} B8-S AFESHCH = WujRLE oJuldtti(=1, 2, 3, ---,431). i< A
2FoH(Tutz and Oelker 2017). SHA|TF 11 § 3} g EZ9 JolavtE et 1, gite 27\]-0 = HA|SH
S e AL E 4R A7) 2o what ¥ o, &2 ZtZF §i~N(0,72), git ~N(0,02)2] £
olx] o= ARl ate F4dr] et £ o2ty 7P

sales;; = By + (ﬁl + 3, X type; )>< wish; (63 + B, X type; )>< sales; 1+

(ﬁ + B¢ X type; )>< review;, ., + Bprice; + By Z; + Botime,;, +

<2 4> LEGO[E| 24 2
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24. 2MZAq

2 AFoA AEe] dojantE FASH = A
FAE ARATE 0.8480] E5FALt oHEE
(Multicollinearity)®] £#| o|H& 22ls}7]
VIF 2|58 SA5I9 1 L5 7]EX](10)Ect
TR 2A tF3Ad e EAZEEASHA Y=
2 916 Z ch(Hair et al. 1998). & dL9o] HA]
= <H 2>E o el
2>9] Ato] w2 W Ful A A-FE 2} 42} A
ool Aol Tt et avE HE

do
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K o Jo rlo & ox
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92 Q1(81=0.055, p<0.01) AFS
SRlgt &= Qoith & T A FE 4
AA| AlF wrfjgo] S7tsHA Hrbe
o} k| gt Aol A= Ao 2 FFE

A7]= A&l vlsl &-ofstA 2k
2 =-0.062, p<0.01), 1 Zto| & Al4tsl| 2 2
Al A= oA FE O] =7t AlE Tl
S( B 1- 82=-0.005, t=0.075, p=0.94) 1] 2] Z|
Ao 2 Vrepytth whEba] 2 Aol Al A A
137} 74 2= B5 2|2 =] gl o] &]of & A
A pfEre = AR gl 2% 3

B3=0.81,p<0.01)& t]F oL} F A Fof
g5k 2] 2o ( 84=-0.02, p=0.63)= EA5}7]
E, AHAE] 2] AHL FAEE T
FFE(5=0.003, p=0.66) BIA A £}
Al FE 7] 2po] JA| EA 5] Aok B
6=0.42, p=0.64). °]= 7]& Aol A BFQ1 2] oA
ARE AE7F el Bl 840 Hert
iAol vl 2= FF AR AR A FFo] =
Aol met th=2A] sfAE & -2 UERdTH(Liu
2006). SHA| Tt 5214 Q1
o eFolut 22kQl 7 o] oF2 a2 3t TA Gl
o] AH|AF9] FujAA ol FHH FFE v|A
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Estimate S.E
0.055**  0.010

TOFER} ¢(WiShijt-1)
TOfFEA} ¢(WiShijt-1)*
AHE EF(type:)

O] Al ZHOH ¥ (salesije1)

O] Al THOH H(salesije1)*

-0.062**  0.018

0.812**  0.011

HE £ (typer) -0.020 0.018
2|7 (reviewij) 0.003 0.007
25 reviewii)* A& EFY (type;) 0.042  0.038
72 (price;) 0.027%*  0.010
THIYR} T k(s _credit;) 0.032%*  0.009
THI| A1 2(s_item;) 0.047  0.049
oA} 21517| 4=(s_wishy) -0.062 0.050
oA} OFZ & (s_posi_ratio)) 0.009 0.008
2HRY = (dummy) 0.019  0.021
3HRY £ (dummy) 0.023 0.021
4HRY = (dummy) 0.053**  0.021
EFALS 2 (dummy) -0.010 0.029
Ot (dummy) 0.013 0.026

MZ2tA (dummy)

=2 (dummy)

-0.056**  0.025
0.160**  0.024

AbZ=Sk(intercept) -0.084  0.043
Adjusted R 0.849
N 2596

*p <.05, **p <_.01.

& AT} GAR ATE VR T Yo} 24
o] oA efdAd-S A 3L A A th(Chakravarty, Liu
and Mazumdar 2010; Duan, Gu and Whinston 2008;
Liu 2006).
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2 JuAe WS g B erele] 7o)
2ARE ARE FHA PR WobSel ek
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Florsheim 2008). w2kA] 2291
7150l o] FA o] H&= AlE
HAEE AH|ZE ol A A5l
H|2tZ0] A& FuE &5 2
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(Iyengar, Bulte, Valente 2011; Iyengar, Bulte and Lee
2015)°] wtebA 1 gofol Fetiittal shloem, 4
H|Zb5 7Fe] IA|(Gremler, Gwinner and Brown
2001)°] oJsiA = AbelA JF2 Eebithal 5kql

o} meba] Pl AR AR A TSGR

aH| ko] EA ol v Al E-& Sl SFaLAf Sk AH| AL
o] WA Te= 540 i FujddFrE A
H7b oA G2 Eebd o 32 AlARR
A4, & A= AHAES 22l Ao A9
T FEe T2 S5t AT-E MYtk @
el A2 22l AdHoh AnjApEo] B
AHEE HD 4 olo] AlFol tigt 54/ o] o]
4 2= Qltk(Biswas and Biswas 2004). TH2}A] AH| 2}
=ol ] AFAA I oA THE AH[AHER

sal

Ml

s
A R gt O s} ol 4 glom] of
 ehelo] ) o] etelat the Aeld g
2 0|27 2 o] nlulshd 7bs Aol et 5t
A5k Ehole] ARG R FRE L) BE] 2
BB Letelold 2u|ASAL oFH PRzt
AZ AT, 0 metl ol A ol g5 AFgoh 2
o AR AR G AZHY) o] 2E|Ap] 7
s ele] v At o] BS AAAYL Ao A
Zhgict

AR, £ AFNAE P GRS o
%9 0% Baste] Z45t] e, o)
AHREA 50 F7l w2 eele] Tofgus}
H]AE o] Wk gobri Aol S £
stk 2 Ao 52 Blol o] at=w T
AARE AY S 37 2 Gagt BT SPssht
718 02 2420 Z7P} et o2
ERgth. 3, 9F U] S Wo]7] o] &
QAL 1L 57} F7beke A .Rut ekt on)
2 AFALE 0|2 ol gate] BAS Aastect
SHARE Sg WA B AR el A 715t
L Ao gasts FAE BT BET S5 9 A
O FEITE E 15 9] AHAE0] oA
ol G v1d 4 92 Rolet At |2 5
of, Z7Fshe 419 A% o B AvA} AE 7
2R fRsks oz A 4 ol Fo4
ML oS U 4 93, AAshe FA19 A



CHE AHIAIS2] F0j

ZERE7 METE FOAAZEO DX

| 39

Folg Tejoh A5 47t EolmE HAS

ehRAL S 25t AHIAE TheE B
7} AES Fofskeeks ofnlz sh4E 4 glck. of
Lt zElAbEY] Fuiagel HAE Gl 54 A
Aol utet e o) Aolsk 24T 4 AL A
Shek upebA] g5 AFolA] 2 et ek 2 A
7k 2¥Ae] B A717ke) W) dlole 2 St
W PR A RO G TG AP S Lol
% gle mat ohe} ehele] ToRAARR 40
QL T THE Q0= WA 4 9 Holtt

8. 08. 28.
2:2018. 10. 22.
44-4:2019.01. 07.
AAEAL: 2019. 01. 10.

= 2~ .
T—gT 2.
"_

o )

A<
T
A
-

Aarts, Henk, and Ap Dijksterhuis (2000), "Habits
as knowledge structures: Automaticity in
goal-directed  behavior," Journal of
Personality and Social Psychology, 78(1),
53-63.

Alba, Joseph W., and Elanor F. Williams (2013),
"Pleasure principles: A review of research
on hedonic consumption,"

Consumer Psychology, 23 (1), 2-18.
, and J. Wesley Hutchinson

Journal of

(1987),
expertise," Journal of Consumer Research,

13(4), 411-454.

"Dimensions of  consumer

Aral, Sinan (2011),

social influence: A comment on opinion

"Commentary—Identifying

leadership and social contagion in new

product diffusion,"

30(2), 217-223.
Bargh, John A., and Mary E. Tota (1988),

"Context-dependent automatic processing

Marketing Science,

in depression: Accessibility of negative
constructs with regard to self but not
others,"
Psychology, 54(6), 925-939.

, Mark Chen, and Lara Burrows

Journal of Personality and Social

(1996), "Automaticity of social behavior:
Direct effects of trait construct and
stereotype activation on action," Journal of

Personality and Social Psychology, 71(2),

230-244.

, John A. and Paula
Pietromonaco (1982), " Automatic
information  processing and  social

perception: The influence of trait
information presented outside of conscious
awareness on impression formation,"
of Personality and Social
Psychology, 43(3), 437-449.
Roy F. (2002),

temptation: Self-control failure, impulsive

Journal

Baumeister, "Yielding to

purchasing, and consumer behavior,"
Journal of Consumer Research, 28(4),
670-676.

Bellezza,
Francesca Gino (2017), "“Be Careless with

That!” Availability of Product Upgrades

Silvia, Joshua M. Ackerman, and



40 | o597 243 13

Cavalier Behavior Toward

of Marketing

Increases
Possessions,"  Journal
Research, 54(5), 768-784.
Bettman, James R., Johnson,Eric J., Luce, Mary
F., Payne, John W. (1993), "Correlation,
Journal  of

Learning,

conflict, and choice,"

Experimental  Psychology:
Memory, and Cognition, 19(4), 931-951.

, James R. (1979), "Memory

factors in consumer choice: A review," The
Journal of Marketing, 43(2), 37-53.

Beatty, Sharon E., and Scott M. Smith (1987),
"External search effort: An investigation
across several product categories," Journal
of Consumer Research, 14(1), 83-95.

Biswas, Dipayan, and Abhijit Biswas (2004), "The
diagnostic role of signals in the context of
perceived risks in online shopping: do
signals matter more on the web?" Journal
of Interactive Marketing, 18(3), 30-45.

Botti, Simona, and Ann L. McGill (2010), "The
locus of choice: Personal causality and
satisfaction with hedonic and utilitarian
decisions," Journal of Consumer Research,
37(6), 1065-1078.

Bridges, Eileen, and Renée Florsheim (2008),
"Hedonic and utilitarian shopping goals:
The online experience," Journal of
Business Research, 61(4), 309-314.

Chakravarty, Anindita, Yong Liu, and Tridib
Mazumdar (2010), "The differential effects
of online word-of-mouth and critics'

reviews on pre-release movie evaluation,"

Journal of Interactive Marketing, 24(3),
185-197.

Chang, Tung-Zong, and Albert R. Wildt (1994),
"Price, product information, and purchase
intention: An empirical study," Journal of

the Academy of Marketing Science, 22(1),

16-27.
Chen, Pei-Yu, Shin-yi Wu, and Jungsun Yoon
(2004), "The impact of online

recommendations and consumer feedback

ICIS 2004 Proceedings,
58(December), 711-724.

Chen, Yi-Fen (2008), "Herd behavior in
purchasing books online," Computers in
Human Behavior, 24(5), 1977-1992.

Chen, Yubo, Qi Wang, and Jinhong Xie (2011),

"Online social interactions: A natural

on sales,"

experiment on word of mouth versus
observational Journal  of
Marketing Research, 48(2), 238-254.

Chernev, Alexander (2004), "Goal — Attribute

learning,"

Compatibility in Consumer Choice,"
Journal of Consumer psychology, 14(1&2),
141-150.

Cho, Chang-Hoan, Jaewon Kang, and Hongsik
John Cheon (2006), "Online shopping
hesitation," CyberPsychology & Behavior,
9(3), 261-274.

Close, Angeline G., and Monika Kukar-Kinney
(2010), "Beyond buying: Motivations
behind consumers' online shopping cart

n

use," Journal of Business Research,

63(9-10), 986-992.



CHE AHIAIS2] F0j

AT MEZY Fojo/AA™ oxs gE | 41

Corbin, Ruth M. (1980), "Decisions that might not
get made," Cognitive processes in choice
and decision behavior edited by T. S.
Wallsten, H. J. Einhorn, E. B. Ebbesen, V. J.
Konecni, and R. B. Corbin, Hillsdale:
Erlbaum, 47-67.

Dhar, Ravi, and Klaus Wertenbroch (2000),
"Consumer choice between hedonic and
utilitarian goods," Journal of Marketing
Research, 37(1) : 60-71.

Dellarocas, Chrysanthos (2003), "The digitization
of word of mouth: Promise and challenges
of online feedback
Management Science, 49(10), 1407-1424.

Dowling, Grahame R., and Richard Staelin
(1994), "A model of perceived risk and

mechanisms,"

intended risk-handling activity," Journal of
Consumer Research, 21(1), 119-134.

Duan, Wenjing, Bin Gu, and Andrew B. Whinston
(2008), "Do online reviews matter?—An
empirical investigation of panel data,"
Decision Support Systems, 45(4), 1007-
1016.

Garbarino, Ellen, and Michal Strahilevitz (2004),
"Gender differences in the perceived risk of
buying online and the effects of receiving a
site recommendation," Journal of Business
Research, 57(7), 768-775.

Gardial, Sarah Fisher, D. Scott Clemons, Robert
B. Woodruff, David W. Schumann, Mary
Jane Burns (1994), "Comparing consumers'
recall of prepurchase and postpurchase

product evaluation experiences," Journal of

Consumer Research, 20(4), 548-560.

Godes, David, and Dina Mayzlin (2004), "Using
online conversations to study word-
of-mouth communication," Marketing
Science, 23(4), 545-560.

Greenleaf, Eric A., and Donald R. Lehmann
(1995), "Reasons for substantial delay in
consumer decision making," Journal of
Consumer Research, 22(2), 186-199.

Gremler, Dwayne D., Kevin P. Gwinner, and
Stephen W. Brown (2011), "Generating
positive word-of-mouth communication
through customer-employee relationships,"
International Journal of Service Industry
Management, 12(1), 44-59.

Grewal, Dhruv, R. Krishnan, Julie Baker, and
Norm Borin (1998), "The effect of store
name, brand name and price discounts on
consumers' evaluations and purchase
intentions," Journal of Retailing, 74(30),
331-352.

Hair Joseph, F., Anderson Rolph, E., Tatham
Ronald, L., and Black William, C. (1994),
“Multivariate data analysis.” Upper Saddle
River.

Hirschman, Elizabeth C., and Morris B. Holbrook
(1982), "Hedonic consumption: emerging
concepts, methods and propositions," The
Journal of Marketing, 46(3), 92-101.

Hoffman, Curt, Walter Mischel, and Karen Mazze
(1981), "The role of purpose in the

organization of information about behavior:

Trait-based versus goal-based categories in



42 | 9597 243 13

person cognition," Journal of Personality

and Social Psychology, 40(2), 211-225.
Homburg, Christian, Nicole Koschate, and Wayne

D. Hoyer (2005), "Do satisfied customers

really pay more? A study of the relationship

between  customer satisfaction and
willingness to pay," Journal of Marketing,
69(2), 84-96.

(2006), "The role of cognition

and affect in the formation of customer

satisfaction: a dynamic perspective,"

Journal of Marketing, 70(3), 21-31.
Huang, Guei-Hua, Nikolaos Korfiatis, and
Chang (2018), "Mobile

shopping cart abandonment: The roles of

Chun-Tuan

conflicts, ambivalence, and hesitation,"
Journal of Business Research, 85(Aprill),
165-174.

Ingram, Thomas N., LaForge, Raymond W.,
Schwepker, Charles H., and Williams,
Michael R. (2015), “Sales management:
Analysis and decision making.” Routledge.

Jarvenpaa, Sirkka L., Noam Tractinsky, and Lauri
Saarinen (1999), "Consumer trust in an
Internet store: A cross-cultural validation,"
Journal of Computer-Mediated
Communication, 5(2), JCMC526.

Iyengar, Raghuram, Christophe Van den Bulte,
and Jae Young Lee (2015), "Social
contagion in new product trial and repeat,”
Marketing Science, 34(3), 408-429.

) and

Thomas W. Valente (2011), "Opinion

leadership and social contagion in new
product diffusion," Marketing Science,
30(2), 195-212.

Kahng, Myungwook (2017), “Some Remarks on
Standardized Regression Coefficient.”
Journal of the Korean Data Analysis
Society, 19(1), 151-158.

Kalra, Ajay, and Ronald C. Goodstein (1988),
"The impact of advertising positioning
strategies on consumer price sensitivity,"
Journal of Marketing Research, 35(2),
210-224.

Kempf, DeAnna S. (1999), "Attitude formation
from product trial: Distinct roles of
cognition and affect for hedonic and
functional  products,”

Marketing, 16(1), 35-50.

Khan, Uzma, and Ravi Dhar (2006), "Licensing

Psychology &

effect in consumer choice," Journal of
Marketing Research, 43(2), 259-266.

Kim, Hanna (2008), “The Effects of Decision
Making Delay on Experienced Emotion for
Internet Shopping and Internet Shopping
Mall Satisfaction,”, Asia
Journal, 10(1), 133-160.

Kim, Jiha (2012), “Analyzing the Effectiveness of

Marketing

Rural Open Year-Round Care School

Program  on  Students'  Academic
Achievement,” The Journal of Economics
and Finance of Education, 21(1), 191-221.
Kivetz, Ran, and Itamar Simonson (2002),
"Earning the right to indulge: Effort as a

determinant of customer preferences



CHE AHIAIS2] F0j

AT NE2Y LojoAAH™o ojxl= g | 43

toward frequency program rewards,"
Journal of Marketing Research, 39(2),
155-170.

, Ran, and Anat Keinan (2006),

"Repenting hyperopia: An analysis of
self-control regrets," Journal of Consumer
Research, 33(2), 273-282.

Klein, Kristina, and Valentyna Melnyk (2016),
"Speaking to the mind or the heart: effects
of matching hedonic versus utilitarian
arguments and products," Marketing
Letters, 27(1), 131-142.

Kukar-Kinney, Monika, and Angeline G. Close
(2010), "The determinants of consumers’
online shopping cart abandonment,"
Journal of the Academy of Marketing
Science, 38(2), 240-250.

Lewin, Kurt (1934), "Resolving Social Conflicts
(New York, 1948)," Lewin Resolving Social
Conflicts 1948.

Liu, Yang, Juan Feng, and Xiuwu Liao (2017),
"When Online Reviews Meet Sales Volume
Information: Is More or Accurate
Information Always Better?" Information
Systems Research, 28(4), 723-743.

Liu, Yong (2006), "Word of mouth for movies: Its
dynamics and impact on box office
revenue," Journal of Marketing, 70(3),
74-89.

Lu, Yu-Xin, and Pei-Ju Lucy Ting (2016), "Why
we buy what we buy? the role of centrality
of green attributes, product attributes and

identity relevance in evaluations of the

greenness of products," Proceedings of

International ~ Conference on  Social
Sciences Economics and Finance, (January)
Maclnnis, Deborah J., and Bernard J. Jaworski
(1989),

advertisements:

"Information processing from

Toward an integrative
framework," The Journal of Marketing,
53(4), 1-23.

Mathwick, Charla, Naresh K. Malhotra, and
Edward Rigdon (2002), "The effect of
dynamic retail experiences on experiential
perceptions of value: an internet and

catalog comparison," Journal of Retailing,

78(1), 51-60.
Mayzlin, Dina, Yaniv Dover, and Judith Chevalier
(2014),  "Promotional reviews: An

empirical investigation of online review

manipulation,"  American = Economic
Review, 104(8), 2421-2455.

Melnyk, Valentyna, Kristina Klein, and Franziska
Volckner (2012), "The double-edged sword
of foreign brand names for companies from
emerging countries," Journal of Marketing,
76(6), 21-37.

Mishra, Arul, and Himanshu Mishra (2011), "The
influence of price discount versus bonus
pack on the preference for virtue and vice
foods," Journal of Marketing Research,
48(1), 196-206.

Moh, Younsun, Sangtae Han, Kyupil Teon, and
Hyunsheol Kang (2015), “A Study on
Variable Importance Measures in Multiple

Regression Analysis,” Journal of the



44 | gEAT 243 12

Korean Data Analysis Society, 17(6),
2981-2990.

Monroe, Kent B., and R. Krishnan (1985), "The
effect of price-comparison advertising on
buyers’ perceptions of acquisition value,
transaction  value, and  behavioral
intentions," Journal of Marketing, 62(2),
46-59.

Novak, Thomas P., Donna L. Hoffman, and Adam
Duhachek (2003), "The influence of goal-
directed and experiential activities on
online flow experiences," Journal of
Consumer Psychology, 13(1-2), 3-16.

Okada, Erica Mina (2005), "Justification effects
on consumer choice of hedonic and
utilitarian goods," Journal of Marketing
Research, 42(1), 43-53.

Olson, Jerry C., and Jacob Jacoby (1972), "Cue
utilization in the quality perception
process," in SV - Proceedings of the Third
Annual Conference of the Association for
Consumer Research, eds. M. Venkatesan,
Chicago, IL, Association for Consumer
Research, 167-179.

Palazon, Mariola, and Elena Delgado-Ballester
(2013), "Hedonic or utilitarian premiums:
does it matter?," European Journal of
Marketing, 47(8), 1256-1275.

Park, Cheol, and Thae Min Lee (2009),
"Information direction, website reputation
and eWOM effect: A moderating role of
product type," Journal of Business
Research, 62(1), 61-67.

Schlosser, Ann E. (2006), "Learning through
virtual product experience: The role of
imagery on true versus false memories,"
Journal of Consumer Research, 33(3),
377-383.

Sloot, Laurens M., Peter C. Verhoef, and Philip
Hans Franses (2005), "The impact of brand
equity and the hedonic level of products on
consumer stock-out reactions," Journal of
Retailing, 81(1), 15-34.

Strahilevitz, Michal, and John G. Myers (1998),
"Donations to charity as purchase
incentives: How well they work may
depend on what you are trying to sell,”
Journal of Consumer Research, 24(4),
434-446.

Suh, Jung-Chae (2009), "The role of consideration
sets in brand choice: the moderating role of
product characteristics," Psychology &
Marketing, 26(6), 534-550.

Sze, YeohPei (2010), "Musical fit and willingness
to pay for utilitarian products among
university students," Pertanika Journal of
Social Science & Humanities, 18(1), 1-10.

Thomas, Manoj, Kalpesh Kaushik Desai, and
Satheeshkumar Seenivasan (2010), "How
credit card payments increase unhealthy
food purchases: Visceral regulation of
vices," Journal of Consumer Research,
38(1), 126-139.

Tutz, Gerhard, and Margret-Ruth Oelker (2017),
"Modelling clustered heterogeneity: Fixed

effects, random effects and mixtures,"



CHE AHIAIS2] F0j

o
23]

27t ME=E FoielAaZEol ojX= 3

.
[=)
Ot

| 45

International Statistical Review, 85(2),
204-227.

Vohs, Kathleen D., and Ronald J. Faber (2007),
"Spent resources: Self-regulatory resource
availability affects impulse buying,"
Journal of Consumer Research, 33(4),
537-547.

Wakefield, Kirk L., and J. Jeffrey Inman (2003),
"Situational price sensitivity: the role of
consumption occasion, social context and
income," Journal of Retailing, 79(4),
199-212.

Wertenbroch, Klaus, and Bernd Skiera (2002),
"Measuring consumers’ willingness to pay
at the point of purchase," Journal of
Marketing Research, 39(2), 228-241.

Wong, Jehn-Yih, and Ching Yeh (2009), "Tourist
hesitation in destination decision making,"
Annals of Tourism Research, 36(1), 6-23.

Xie, Hui Jimmy, Miao,Li, Kuo, Pei-jou and
Lee,Bo-Youn (2011), "Consumers’
responses to ambivalent online hotel
reviews: The role of perceived source
credibility and pre-decisional disposition,"
International  Journal of Hospitality
Management, 30(1), 178-183.

Yin, Dezhi, Sabyasachi Mitra, and Han Zhang
(2016), "Research note—When do
consumers value positive vs. negative
reviews? An empirical investigation of
confirmation bias in online word of
mouth," Information Systems Research,

27(1), 131-144.



46 | 9597 243 13

The Impact of Purchase Decision Hesitation Information on
Consumers' Purchase Decision

: The Moderating Role of Product Type

Kang Jun Choi*, Lanhua Li**, Jae Young Lee***

ABSTRACT

Consumers seek out opinions of others who have similar purchase behaviors on online shopping channels to
reduce product quality uncertainty before purchasing. The importance of consumer-generated information such
as sales volumes and numbers of consumers who purchased products has been well documented in extant
literature and has gained increasing attention from both researchers and practitioners. Previous studies have
investigated that consumer-generated information positively influences others purchase decisions. Recently,
consumers are concerned with not only result of other’s purchase behavior such as sales and eWOM but also
other’s purchasing process. In this study, we introduce the concept of purchase decision hesitation representing
the purchasing process.

Prior studies have demonstrated that purchase decision hesitation could be interpreted to dual-meaning; process
of purchase decision or avoidance purchase decision. Specifically, first, it can be recognized that other’s purchase
hesitation refer to a process of exploring and collecting more information for purchasing satisfaction. In this case,
others’ purchase hesitation will positively influence the consumer's purchasing decisions since they represent a
positive attitude to the product. However, if consumers perceive the purchase hesitation of others as avoiding
purchase decisions for the uncertainty of the product or purchasing environments, they may have a negative
impact on the purchasing decision. Thus, this study focuses on the influence of the other purchase hesitation
information in online channel on the purchasing decision, and identifies the boundary conditions of interpretation
this information.

Specifically, this study expects that the effect of others’ purchase hesitation on purchase decision would vary
depending on goals of purchase; hedonic and utilitarian goal. According to a previous study, consumers recognize
product information in different ways or directions depending on their psychological state. For instance, the goal

of purchase, which is representative of the psychological state, is a major factor in determining how they process
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information, even though consumers collect the same information about a product, they could have different
interpretation of it using different manners of information processing depending on it.

According to several prior studies, products are categorized into utilitarian and hedonic products by the goal of
consumers' purchase. Utilitarian products are defined that consumers purchase for the functional benefits of the
products. In process of purchase utilitarian products, consumers often use cognitive information processing
method that collects a lot of information and make careful purchasing decisions. Thus, this research expects that
the purchase hesitations of others have a positive effect on the purchasing decision since consumers consider
them as a step immediately before their purchasing decision, when purchasing for the utilitarian goal. On the
other hand, when consumers purchase hedonic goods for pleasurable experience, they use the affective
information processing that would be completed in a simple process and short period of time. Thus others’
purchasing hesitation indicating an increased process of product exploration to purchasing decisions could be
perceived as avoidance purchasing decision with withdrawal from the purchase process. Therefore, this research
believes that the purchasing hesitations of others would not significantly influence purchase decision even if they
are contained a positive attitude to the product, when purchasing for the hedonic goal.

To explore the idea, we perform two studies: online survey and empirical data analysis. In online survey, this
research distributes participants into two types of the advertisements; the product emphasized utilitarian value
and emphasized a hedonic value, then measures their willingness to pay(WTP) for the product difference before
and after exposure of the information of shopping hesitation of others. The results show that the information
about others hesitations has more positive effect on purchasing decision of utilitarian products than on that of

hedonic products. The results are shown in <Figure 1>.

H Difference in WTP

Utilitarian Hedonic

<Figure 1> Result of the Online Survey

For the empirical data analysis, this research collects data of 649 products from the biggest online shopping site

in China (Taobao.com), using a web crawling process for 6 weeks. The data includes the products sales for a
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week, the numbers of consumers hesitate to purchase, the number of review for a week, online store information.
Then, this research divides the products of five categories into utilitarian and hedonic types. This research uses

the random-effect model for analyzing the data as follows <Figure 2>.

sales, = B, + (B, + B, Xtype, )X wish,_, + (B, + B, Xtype,) X sales,_, + (S, + B, Xtype,) X review, ,
+p, price, + B Z, + Bytime, + B category, + 6, + €,

<Figure 2> Empirical Model of Analysis
Parameter estimates for the model are summarized in <Table 1>. In the table 1, this research finds that the effect
of others hesitations are different on sales between the two product types. For the utilitarian products, the volume

of others hesitations increases the products sales, However, this research can not find the effect of the hesitations

on hedonic products.

<Table 1> Result of the Estimation

Estimate S.E

Hesitationiz,.; 0.055%* 0.010
Hesitation;.; * Product type; -0.062%** 0.018
Salesi.i 0.812%* 0.011
Sales;..; * Product type; -0.020 0.018
Reviewi.| 0.003 0.007
Review;.; * Product type; 0.042 0.038
Price; -0.027** 0.010
Intercept -0.084 0.043
Adjusted R? 0.849

N 2596

*p <05, **p < .01,

Based on the results of the studies, this research presents the implications as the followings. First, this research
investigates the effect of others’ purchasing hesitation on consumers' purchasing decisions, different with
previous studies. Extant studies focused on the types and causes of consumers' purchase hesitation, there has been
little research on the social influence of purchasing hesitation on the purchasing decision. Thus, this study reveals
the impact of others' purchasing hesitation, resulting in that the purchasing process of others also affected
purchasing decisions, which expanded new areas of social influence among consumers.

Second, this research identifies the boundary condition for the dual-interpretation of information in online

channels. This study investigates that consumers may have different interpretations depending on consumers’
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psychological state, even though consumers have perceived the same information such as information of others’
purchasing hesitation. Specifically, when purchasing a product for pursuing an utilitarian goal, customers use
cognitive information process and recognize information of others’ purchasing hesitation as one of the purchase
process, but when purchasing products for pursuing a hedonic goal, they recognized it as the purchase avoidance.
This implies that the information provided for inducing consumers to purchase may not perform their role
properly or have a negative effect on consumers depending on the goals of purchasing. Furthermore, the results of
studies suggest the direction of the promotion messages for each product types as demonstrating various

information processing depending on the goals of purchasing.

Key words: Purchase Hesitation, Purchase Goal, Dual-meaning Information, Utilitarian, Hedonic, Information

Processing



