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A Study on Consumers’ regulatory focus as a

determinant of perceived value of online

shopping mall VMD†*
1)

Suh, Yonghan*

Sensitivity to online store stimuli (VMD attributes) and response (online store loyalty) may depend

upon consumers' regulatory focus (emotional state). In other words, consumers' sensitivity to online store

atmosphere and consequent store loyalty can be influenced by the match between their regulatory focus

(promotion focused vs. prevention focused) and the type of the online store VMD benefits

Study 1 results indicate consumers have a different evaluation about online store atmosphere depending

on their regulatory focus. Promotion-focused consumers were significantly more sensitive to visual appeal

and entertainment attributes of online store atmospherics than prevention-focused consumers. Conversely,

prevention-focused consumers were significantly more sensitive to security and privacy attributes of

online store, than promotion-focused consumers. Study 2 results indicate for promotion-focused shoppers,

hedonic value toward online store atmosphere was associated with greater online store loyalty. In

contrast, prevention-focused shoppers were influenced more by the utilitarian attributes on online store

loyalty than promotion-focused shoppers.

The current findings indicate that shoppers with promotion-focused are more easily persuaded by

visual and entertainment-oriented online store cues. Conversely, shoppers with prevention-focus are more

easily persuaded by safety and privacy-oriented online store cues.
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Ⅰ. Introduction

As online shopping grows, online retailers

increase efforts to use improved technology to

develop websites that are designed to enhance

consumers' shopping experiences. Advanced

website technology are important in terms of

creating online retail atmospheric cues that

influence consumers' decisions regarding

whether or not to continue shopping (e.g.,

Dholakia and Miao, 2010; Harris and Goode,

2010; van Noort et al. 2007). However,

atmospheric cues in an online store can

produce different outcomes based on individual

sensitivity to the stimuli or situation influences

because of the lack of the tactical and

olfactory cues of the offline store environment

(Dholakia and Miao, 2010). Several studies

explore incorporate atmospherics and their

effects of the online store environment into

consumer behavior models Eroglu et al. 2003;

2001a, 2001b; Harris and Goode, 2010; Kim and

Lennon, 2010;) . Previous studies about store

environment primarily consider the main

effects of emotional reaction and satisfaction

(Eroglu, et al., 2001b; Kim and Lennon, 2010),

rather than goal orientation.

Although previous research provides insights

into understanding online consumer behavior,

they provide yield limited information about

the complex interrelationship between online

store atmospherics, perceived value and desired

consumer outcomes, depending on moderator

variables (e.g., consumers' motivation and

consumption goal). Moreover, the literature

reveals a need to explore online shopping cues

from a regulatory focus theory perspective as

the literature suggests it can provide insights

into how personal goals influence consumers'

sensitivity to retail atmospherics.

Regulatory focus theory suggests different

motivational systems, promotion and prevention

influence how individuals obtain goals reflecting

goals attained or standards met (Aaker and Lee,

2001; Higgins, 1998; 2002; Liberman et al. 2005).

The promotion focus centers on a desire for

advancement, growth, and accomplishment by

consideration and selection of matches that help

achieve these goals or standards. In contrast,

the prevention focus reflects concerns about

safety and non-losses. Thus regulatory focus

theory is applicable to the exploration of

consumer response to an online store

atmosphere because atmospheric features and

consequent perceived value can be influenced by

consumers' promotion or preventive motivations.

The differentiation on consumers’ regulatory

focus has been utilised in extant literature to

describe and explain differences in behaviour

such as decision-making and evaluation,

repurchase decisions, and response to

persuasion and advertising. Although, these

researches may also be important in

consumers’ online shopping, the regulatory

focus has been ignored in the study of

consumers’ reponses to online store VMD.

This paper proposes that regulatory focus

will influence shoppers' evaluation of online

store atmosphere. This study investigates and

explores how two types of regulatory focus

motivations affect consumers' sensitivity to the

online store atmosphere attributes and the
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moderating effect of regulatory focus on the

relationship between consumer perceived value

and online store loyalty. This study provides

additional insight into the relationships

influence of the online retail environment on

the optimal shopping experience for consumers,

based upon their regulatory focus.

Ⅱ. Literature Review and 

Research Hypotheses

1. Online retail atmospherics 

Sometimes the atmosphere of the place

influences consumer purchase decisions more

than just the product, in fact the atmosphere

maybe the primary product (Kotler, 1973-74).

Stores use atmospherics to create a positive

buying environment; one designed to elicit

specific emotional responses that enhance

consumer purchases. Atmospherics include

systemized forms of personal selling and focus

on nonverbal communication (McElroy et al.

1990). Atmospherics contribute to the shopping

experience through staging which includes

interior or website design, lighting effects,

color effects, scent effects, and sound effects.

Many studies about atmospherics exist

within the context of the retail sector (Baker

et al. 1992; Babbin, and Attaway, 2000; Baker

et al. 2002; Grewal et al. 2003; Carpenter, and

Moore, 2006). Cleanliness is the most

important attribute for US consumers when

selecting a store (Carpenter, and Moore, 2006).

Baker (1986) proposed a framework that

identified three critical dimensions of the store

environment, while Baker, Levy, and Grewal

(1992) further defined the framework to include

ambient, social and design factors controllable

by retailers. The ambient factors include

background conditions, such as temperature,

scent, noise, music, and lighting. Social

factors are the people component of the

environment which includes store employees

and customers. Design factors are the

functional aesthetic elements which include

architecture style and layout. The affective

state created by the store environment

influences consumers' willingness to buy.

Baker, Parasuraman, Grewal, and Voss

(2002) propose an integrative model suggesting

store environmental dimensions influence

consumers' perceptions and choice criteria.

Their model includes service quality, shopping

experience costs, and merchandise value,

mediated through quality price and shopping

experience costs. When their model was tested

it explained 68% of the variation in

consumers' perceptions of merchandise value.

They found the most important choice

predictor variables were price perceptions of

the store environment and merchandise quality.

Monetary price had significant indirect effects

on store patronage intentions.

Grewal, Baker, Levy, and Voss (2003)

identify the two strongest predictors of store

patronage intentions as store atmosphere

perceptions and wait expectations. Similarly

Babbin and Attaway (2000) find ambient

atmospheric conditions contribute to a positive
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effect that help build customer share, while

ambient conditions contribute to a negative

effect that decreases customer share. In malls

with a medium retail density, ambient scent

has a positive effect on shoppers' perception

of the retail atmosphere (Michon et al. 2008).

Mattila and Wirtz (2008) suggest highly

stimulating and pleasant store environment

leads to enhanced impulse buying. They found

impulse buying was driven by the comparison

to the consumer's desired stimulation, rather

than the actual level of arousal. Recently,

Sullivan, Kang, and Heitmeyer (2012) explore

the role experiential value plays in Generation

Y retail patronage; the experiential value

directly influences retail patronage, while

fashion involvement indirectly affects retail

patronage through experiential value. Sullivan

et al. identified two dimensions of fashion

involvement; cognitive involvement and

affective involvement that influence how

consumers perceive experiential value. The

Sullivan et al. study reveals cognitive

involvement yields a moderate direct, negative

effect on escapism value, and a weak, negative

effect on utilitarian value. In contrast affective

involvement has a moderate direct, positive

effect on aesthetic value and weak, positive

effect on escapism value.

Ambient social factors were also used to

examine retail patronage behavior regarding

environmental stimuli and the consumers'

emotional state within the context of the

Mehrabian-Russell Affect model (Baker et al.

1992). They find ambient cues react with

social cues to influence arousal and affective

responses such as pleasantness, arousal and

dominance to retail environment (Higgins,

1997; Mehrabian, and Russell, 1974) . Ambient

factors include the current condition and store

environment, such as temperature, sensor

noise, music, and lighting. The ambient

environment factor effect is significant for a

low social factor, but not a high social factor.

Lastly, Kumar and Karande (2000) explore

how store atmosphere influences retail

performance, such as how different store

environments affect dollar sales and sales per

square foot. They find a brick-and-mortar;

in-store environment explains 67.12% of

variation in weekly sales per square foot.

Results from their study also indicate changes

in the store environment in same location

outlets can increase weekly retail sales

increase up to $32, 960, as well as sales per

square foot.

2. Visual merchandising and Online  

   Retail Sales

Success of online retail business is decided by

a virtual storefront. For example, consumers'

experiences with and responses to the online

store environment affect retail success (Suater

et al.2004). Seybold(1998) find that it is critical

for internet retailers focus on more

customer-centric approach than a product-

centric approach through asking customers

what barriers they encounter from retailers.

Fang and Salvendy (2003) suggest excellent

user interface is a vital factor in attracting

customers to return to the shopping site. The
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positive evaluations of the dimensions of online

store environment such as aesthetic appeal,

online layout, functionality, and financial

security are positively linked to consumers'

evaluations of web site trust. (Harris and

Goode, 2010).

Previous literature, which was focused on the

effects of online store atmospherics on

consumer behavior, developed models based

upon S-O-R paradigm from environmental

psychology (Mehrabian and Russell, 1974). The

atmospheric cues act as a stimulus, while the

consumers' emotional state are the-organism,

and -the approach/avoid reaction becomes the

response.

Eroglu et al. (2001a) develop and test a model

of online store atmospherics using a

stimulus-organism-response framework and

research. They suggest environmental

characteristics, such as a store, affect

consumers' internal states, which in turn

influences their behavior in that environment.

Their model suggests involvement and

atmospheric responsiveness mediate the

influence of online environmental cues on

consumers' internal states. They empirically

test and validate their model (2001a) in a later

study (Eroglu et al., 2003). Eroglu et al's.

(2003) study finds online atmospherics affect

pleasure, but involvement and atmosphere

responsiveness moderate the effect. They

conclude that online atmospherics do not have

a direct effect on consumer attitudes,

satisfaction, and approach/avoidance behavior.

Ha and Lennon (2010) examine the effects of

various online visual merchandising (VMD)

cues on consumer pleasure and arousal under

different conditions of situational involvement.

They find VMD cues play a significant role

on apparel websites, influencing pleasure and

arousal, which in turn increases consumer

satisfaction, purchase intention, and approach

behavior. Kim and Lennon (2010) also

determine enlargement of apparel e-atmosphere

affects pleasure, which in turn increase

consumers' perceived information, and

purchase intention.

Other studies indirectly address the importance

of online atmospherics, through examination of

hedonic motivations (Childers et al. 2001) and

experiential value (Mathwick et al. 2001) in an

internet shopping environment. These studies

conclude that although the instrumental

qualities of online shopping, such as ease and

convenience, are important predictors of

consumers' attitudes and purchase behaviors,

the hedonic aspects of the Web medium play

an equally important role in shaping these

behaviors.

Although there has been substantial research

on the influence of online store atmosphere on

consumer behavior, there is exploring dearth of

information about the influence of regulatory

focus on consumers' sensitivity to the online

stores environment. This study addresses this

need for information by exploring consumers

sensitivity to online store atmosphere attributes

in relation to a promotion or prevention

regulatory focus.
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3. Regulatory focus and online      

   store VMD

Regulatory focus theory provides a

foundation for exploring how consumers

approach positive goals and avoid negative

outcomes (Reynolds and Arnold, 2009; Higgins,

1997). This theoretical perspective suggests

two distinct motivational systems, promotion

and prevention, influence consumer judgments

and behavior (Higgins, 2002, 1997; Florack, et

al. 2009). The promotion motivational system

focuses on positive gains; such as accom-

plishment and advancement. In contrast

prevention motivations focus on negative

outcomes, such as loss.

The distinction between promotion and

prevention modes of self-regulation appeared

to be a strong predictor of judgment, thought,

and behavior as well as foster a different

pattern of attitude and response toward

information and stimuli (Aaker and Lee, 2001;

Crowe and Higgins, 1997; Van Noort et al.

2008). For example, promotion-focused

consumers need positive outcomes (gains) and

concentrate on activities linked to desires,

ideals, and goals (Aaker and Lee, 2001; Crowe

and Higgins, 1997). Promotion-focused

consumers want to purchase comfortable and

quality products (Werth and Forest, 2007). On

the other hand, prevention-focused consumers

have a need for protection and safety, and

want to protect themselves against the

occurrence of unpleasant states and prefer to

buy a particularly safe and reliable product.

This drive fosters a more vigilant form of

exploration, in which the person is willing to

avoid risks and seeks to minimize losses

(Pham and Avnet, 2004).

Idson, Liberman, and Higgins (2004) propose

consumers with a promotion focus anticipate

desirable choice were intensely than those with

a prevention focus. Arnold and Reynolds (2009)

find promotion-focused individuals spend more

time on improving their negative mood

compared to people who are prevention-

focused. They also indicate people regulate

their moods to achieve positive goals and

avoid negative ones. Promotion-focused

individuals have an orientation towards

positive stimuli and outcomes, while

prevention-focused individuals are oriented

towards negative stimuli and avoiding negative

outcomes in a shopping experience.

Aaker and Lee (2001) suggest consumer

benefits aligned with their regulatory focus

and goals have favorable effects. They find

promotion-focused information, rather than

prevention-focused, associated more with

positive attitudes towards websites and brand

affinity.

This study applies regulatory focus theory

(Higgins et al., 1997, 2000) to an examination

of how consumers' perceptions, sensitivity, and

behavioral intentions affect their reactions to

the online shopping environment. Prior

research suggests a shopping environment

affects consumers' regulatory focus (Arnold

and Reynolds, 2009; van Noort, et al., 2007).

The promotion focus, which is oriented toward

achievement and aspirations, would increase

the sensitivity on pleasure-seeking cues of an
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online store environment such as exciting and

aesthetic design. In contrast, the prevention

focus which is oriented toward safety and

vigilance would increase the sensitivity on

risk-averse cues such as privacy, trust-

worthiness, and security.

Hypothesis 1: There is a difference in

consumers' relative sensitivity to online store

atmosphere attributes depending on whether or

not they have a promotion- or prevention-

regulatory focus.

Generally consumer pursue utilitarian values,

such as excellent outcome, or hedonic values,

which provide pleasure of the online shopping

experience. However the relationship between

regulatory focus and shopping motivational

orientation, is not clear in relation to hedonic

versus utilitarian value of online store VMD.

Online store atmosphere is imbued with both

dimensions of hedonic value (aesthetic,

experiential, and enjoyment-related values) and

utilitarian value (functional, instrumental, and

practical values). Previous findings indicate

hedonic and experiential values influence

consumers' behavior differently, depending on

consumers' regulatory focus (Chang and Lin,

2010; Chernev, 2004; Chitturi et al.2007; 2008;

van Noort, et al., 2007).

In the context of consumer evaluation of

product attribute, Chernev (2004) shows

promotion-focused consumers are more

receptive to hedonic, performance-related, and

attractive product attributes, than

prevention-focused consumers. Promotion-

focused consumers typically are concerned

about the absence or presence of positive

outcomes and with advancement and

accomplishment. In contrast, prevention-

focused consumers tend to concentrate more

on utilitarian product benefits, whereas

promotion-focused consumers focus more on

hedonic, attractive, performance-related

attributes.

Chitturi, Raghunathan and Mahajan (2008)

suggest prevention goals tend to be fulfilled

through the utilitarian characteristics of a

product, such as reliability. On the other hand,

promotion goals are fulfilled on hedonic

dimension, such as product characteristics,

excitement, and sophistication. Within an

information processing context, Chang and Lin

(2010) find promotion-oriented people have

more favorable attitudes when presented with

affective cues, such as source and content,

whereas cognitive cues help persuade

prevention-oriented consumers. Pham and

Avnet (2004) reveal consumers with a

promotion focus rely more on affective

information, such as attractiveness to the

advertising; whereas cognitive information,

such as the substantive content of the

message, offers greater persuasion for those

with a prevention focus.

Those findings (Chang and Lin, 2010;

Chernev, 2004; Chitturi et al. 2007; 2008;; van

Noort, et al., 2007)confirm promotion-focus

people relate to hedonic value and

prevention-focus people connect with utilitarian

value.

Van Noort et al. (2008) demonstrate
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consumers with prevention-focus are more

receptive to online safety cues in their risk

perceptions of web content, when in a

prevention frame of mind. Their results

suggest prevention-focused consumers are

actively engaged in risk reduction strategies

because they are typically concerned with the

absence or presence of negative outcomes and

with safety and responsibility.

In sum, the previous discussion regarding

shoppers indicate those with a dominant

promotion-focus prefer creative and exciting

experiences when visiting an online store.

However, a safe and confident store

atmosphere will have increased appeal to

shoppers who have a dominant prevention

orientation. The literature suggests hedonic

values communicated through the online store

environment will provide more impact on

promotion-focused shoppers and affect online

store loyalty, in contrast to prevention-oriented

consumers. However, online stores with an

environment suggesting utilitarian values will

have greater impact on prevention-focused

shoppers rather than to promotion oriented

consumers' online store loyalty.

Hypothesis 2. Promotion-focused shoppers

will be influenced more by the hedonic value

on online store loyalty than prevention-focused

shoppers.

Hypothesis 3. Prevention-focused shoppers

will be the influenced more by the utilitarian

attributes on online store loyalty than

promotion-focused shoppers.

Ⅲ. Research design

1. Study 1

The purpose of Study 1 is to establish

support for the first hypothesis suggesting the

relative sensitivity to the atmosphere attributes

of online store are different depending on

shopper's promotion- and prevention-

orientation. Study results are further explored

in Study 2. A questionnaire was developed

based upon the literature and used to survey

120 female students at a university in South

Korea regarding their perceived sensitivity

toward online retail environment dealing with

apparel products of some relevance to many

women students.

This study employed a cross sectional

self-administered survey design using a

questionnaire instrument to collect data on

consumers’ perception in online store VMD

and their self-reported behaviour in online

shopping situations. The population was

restricted to students who have made a

purchase in online apparel stores within recent

three months.

1.1 Research Method

Seven items for measuring online store

environment (such as visual appeal,

entertainment, personalized service, usability,

high quality information, security, and privacy)

were selected for online store atmosphere

attributes, building on existing concept-

ualizations as well as insights regarding the
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online store environment ( Harris and Goode,

2010; Lee and Koubek, 2010; Mathwick et al.

2002).

The sensitivity to each online store

atmospheric captures the degree of variation in

online store atmosphere attributes, or

sensitivity of the online store atmosphere, that

is perceived within an online store category

selling apparel products. This scales with

reference to 'quality variation scales' developed

by Batra and Shinha(2000) were measured

using seven point Likert-type questions, with

responses ranging from "strongly disagree" to

"strongly agree". The example items were:

"All online stores are basically the same in

terms of visual appeal", "I don't basically see

any difference between online stores in the

visual appeal".

Semin et al. (2005)'s Modified Regulatory

Focus Questionnaire was used to measure

respondents' regulatory focus. Both promotion

focus and prevention focus consisted of six

items. Participants' regulatory focus was

assessed using Semin et al.(2005)'s Modified

Regulatory Focus scale that consists of two

subscales designed to measure promotion and

prevention focus. Each subscale contains six

items and each item was rated on a

seven-point scale ranging from 1 (strongly

disagree) to 7 (strongly agree). One example

of promotion focus items is "I feel like I have

made progress toward being successful in my

life." An example of prevention focus items is

"Not being careful enough has gotten me into

trouble at times."

A non-probabilistic, purposive sampling

method was employed to reach the population

of interest, female online apparel shoppers

(Vieira 2009). Potential respondents were

screened by asking whether purchased in and

online apparel store within the last three

months. If the answer was affirmative, a

questionnaire was they were asked to complete

the survey. In all, 120 usable questionnaires

were obtained from 143 respondents.

Coefficient alpha and item total correlations for

both scales were examined, and based on this,

two prevention-focus items were removed,

yielding a final four-item prevention-focus

scale (α = 0.81), while all six items were

retained for the promotion focus scale (α =

.76). Participants who were predominant on

promotion (a high score on the Promotion

subscale, M= 5.13, and a low score on the

Prevention subscale, M= 3.43) and on

prevention (a high score on the Prevention

subscale, M= 5.19, and a low score on the

Promotion subscale, M= 4.03) were selected by

median split scores on both scales. The final

sample consisted of 51(prevention group) and

67 (promotion group) with a mean age of 22.9

years for the whole sample.

2.2 Results and Discussion

Based on an independent sample t-test,

promotion-focused respondents were

significantly more sensitive to visual

atmospheric cues than prevention-focused

respondents (M_promotion = 5.59 versus

M_prevention = 5.35, t = 2.23, p < .05). For

entertainment, the mean sensitivity score for
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promotion-focused respondents was

significantly higher than for prevention-focused

respondents (M_promotion = 5.63 versus

M_prevention = 4.61, t = 4.56, p < .05). This

finding supported results in previous studies

suggesting consumers with promotion-focus

are more concerned with hedonic attributes

and issues, than those who are prevention-

focused (Chernev, 2004; Chitturi, et al., 2008).

In contrast, study results showed

prevention-focused respondents were

significantly more sensitive to online security,

than promotion-focused respondents

(M_promotion = 4.62 versus M_prevention =

5.21, t = -3.81, p < .05). As well, the mean

sensitivity score for prevention-focused

respondents was significantly greater (5.1)

regarding privacy, as compared to 4.33 for

promotion-focused respondents (M_promotion =

4.40 versus M_prevention = 5.35, t = 2.23, p <

.05). This finding supported prior research

findings that prevention-focused consumers are

more concerned with security issues in the

online service environment than

promotion-focused respondents (van Noort, et

al., 2007).There are no significant differences

between promotion and prevention-focused

respondents in response to personalized

service, usability, and high quality information.

These attributes are thought of as neutral

attributes to be important for all shoppers,

showing that the sensitivity mean scores for

all of promotion- and prevention-focused

respondents are greater than 4, the midpoint of

the rating scale.

<TABLE 1> Analysis of sensitivity to online store atmosphere attributes

Promotion-focused
group

Prevention-focused
Group

t-Value

Visual appeal 5.59 5.35 2.23*

Entertainment 5.63 4.61 4.56*

Personalized service 5.13 5.03 0.08

Usability 4.93 5.02 -0.79

High quality information 5.60 5.48 1.25

Security 4.62 5.21 -3.81*

Privacy 4.40 5.10 -4.29*

* p < .05

2. Study 2

The purpose of Study 2 was to further

examine the effects of regulatory focus on the

preferred value attributes of online store

atmosphere. Study 2 explores that how

shoppers' perceived value (hedonic and

utilitarian) of online store atmospherics affects

online store loyalty, depending on their

promotion- and prevention-orientation

regulatory focus. Study 2 sought to determine
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if promotion-focused shoppers were influenced

more by the hedonic value on online store

loyalty than prevention-focused shoppers and

prevention-focused shoppers were influenced

more by the utilitarian attributes on online

store loyalty than promotion-focused shoppers.

Instead of categorizing respondents as either

promotion- or prevention-oriented in this

study, Semin et al. (2005)'s Modified

Regulatory Focus Questionnaire of prevention

and promotion scores were used as predictors

of online store loyalty. This study also

extended the validity of Study 1 by showing

that regulatory focus influences the relationship

between perceived value (hedonic or utilitarian

value) of the online store atmosphere and

online store loyalty in a general population of

online shoppers, rather than a limited group of

students.

2.1 Research Method

A scale developed by (Voss, Spangenberg,

and Grohmann, 2003) to identify shoppers'

value evaluation of online atmosphere. Three

items measured the construct for hedonic value

(fun, exciting, and delightful) and another three

items for the construct the utilitarian value

(helpful, functional, and practical). Respondents

rated benefits of store VMD given the

following instructions: "Based on the last

visited online store for clothing purchase, I feel

…" (seven-point scale anchored by 1 = "not at

all" and 7 = "extremely").Online store loyalty

was determined by a three item scale

(Balabanis, Reynolds, and Simintiras, 2006;

Reynolds and Beatty, 1999) with seven point

Likert scale responses. "I am loyal to the

_____ (name of the online store)". Respondents

then completed the RFQ as used in Study 1.

Respondents were not assigned to a promotion

or prevention category. Instead, the promotion

and prevention scores were used as predictor

variables in the regression analysis. Survey

respondents were asked to recall the online

store they most recently visited to buy an

apparel product.

Data were collected for this study from a

consumer panel in South Korea, which

approximates the population (Lohse et al.

2000). Incentives such as a contest with prizes

were used to motivate participation in the

study. Respondents were informed that the

survey was for research purposes and assured

confidentiality of their responses. A total of

257 completed responses were obtained, and

data cleaning revealed 247 usable responses.

Respondents completed the survey with respect

to the last online retail store they visited.

2.2 Results and Discussion

The items used to measure hedonic and

utilitarian value of online store atmosphere,

and online store loyalty were used in an

exploratory factor analysis to assess their

dimensionality, factor structure, and

measurement properties. The results showed

the inter-construct correlations for each

variable as expected. Overall, the scores

indicate that validity was achieved. Reliability

was also assessed via the examination of
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Cronbach alpha coefficients. According to

Nunnally (1978), the suggested value of

coefficient alpha should be over 0.7 for a scale

to be considered reliable. The coefficient alpha

for all was greater than 0.802 (Nunnally, 1978).

<TABLE 2> Reliability and Factor analysis

Variables Items Loading
% of variance

explained

Cronbach’s

Alpha

Hedonic value

Fun 0.771

25.471 0.823Exciting 0.782

Delightful 0.869

Utilitarian

value

Helpful 0.791

22.268 0.802Functional 0.697

Practical 0.822

Loyalty

Online store loyalty 1 0.885

27.694 0.906Online store loyalty 2 0.867

Online store loyalty 3 0.829

Analysis reveals hedonic and utilitarian

value yield different impacts on online store

loyalty, subject to shoppers' regulatory focus.

To investigate the interaction between

regulatory focus and perceived value,

moderated regression analysis is conducted

with online store loyalty as dependent and

regulatory focus, perceived value, and

interaction terms between regulatory focus and

perceived value as independent variables

(Table 3).

Results indicate a significant positive main

effect of hedonic value (β=0.137, t-value=3.504)

and utilitarian value (β=0.099, t-value=2.556)

on online store loyalty (Table I), which

indicates that as the intensity of hedonic and

utilitarian value increase, the influence of these

values on online store loyalty increases. It was

predicted that a significant interaction between

promotion focus and hedonic value positively

influences online store loyalty. Consistent with

our predictions, the result found that the

interaction between promotion focus and

hedonic value was significant for online store

loyalty (β=0.499, t-value= 8.909), but the

interaction between promotion focus and

utilitarian value was not significant (β=0.177,

t-value=1.724). Controversy, in the prevention

focus, the result found that the interaction

between prevention focus and utilitarian value

was significant for online store loyalty (β

=0.151, t-value= 2.993), but the interaction

between prevention focus and hedonic value is

not significant (β=-0.025, t-value=-0.248).
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<TABLE 3> Results of the regression analysis of values and online store loyalty

Beta S.E. t-value

Promotion-focus 0.000 0.013 -0.009

Prevention-focus 0.063 0.008 1.642

Hedonic value 0.137 0.040 3.504*

Utilitarian value 0.099 0.029 2.556*

Promotion-focus* Hedonic value 0.499 0.064 8.909*

Promotion-focus* Utilitarian value 0.177 0.109 1.724

Prevention-focus * Hedonic value -0.025 0.108 -0.248

Prevention-focus * Utilitarian value 0.151 0.052 2.993*

F-value=57.626 (p<0.00), R2=0.596, adj.R2=0.585

** p < .01

Ⅳ. Conclusion

The aim of this research was to create a

better understanding of online store

atmosphere's effects on consumer behavior by

applying the principle of regulatory theory.

The current study sought to extend existing

knowledge about the explanatory role of

regulatory focus theory in explaining how the

store environment and atmospheric cues

influence consumers' sensitivity and

consequent shopping behavior. This study

also examined how shoppers' regulatory focus

moderates the impact of online store

atmosphere cues.

Study 1, indicates consumers have a

different evaluation about online store

atmosphere depending on their regulatory

focus. Thus the first hypothesis, there is a

difference in consumers' relative sensitivity to

online store atmosphere attributes depending

on whether or not they have a promotion- or

prevention- regulatory focus, is accepted.

Promotion-focused consumers were

significantly more sensitive to visual appeal

and entertainment attributes of online store

atmospherics than prevention-focused

consumers. Conversely, prevention-focused

consumers were significantly more sensitive to

security and privacy attributes of online store,

than promotion-focused consumers.

Study 2 results indicate for promotion-

focused shoppers, hedonic value toward online

store atmosphere was associated with greater

online store loyalty. Thus, the second

hypothesis, promotion-focused shoppers will be

influenced more by the hedonic value on online

store loyalty than prevention-focused shoppers,

is accepted. In contrast, in the prevention-

focused consumers, utilitarian value toward

online store atmosphere was related to greater

online store loyalty. The third hypothesis,

prevention-focused shoppers will be the

influenced more by the utilitarian attributes on

online store loyalty than promotion-focused

shoppers, is accepted. Additionally, Study 2



226 경영과 정보연구 제33권 제5호

reveals promotion-focused shoppers, as

opposed to prevention focus shoppers, have

greater sensitivity toward visual appeal,

entertainment, and quality information cues in

the online store atmosphere. In contrast,

prevention-focused shoppers showed greater

sensitivity toward the safety and privacy cues

than promotion- focused shoppers do.

These findings are consistent with previous

results showing that prevention- focused

consumers are more receptive to

reliability-related information (Chernev 2004)

and security-related cue (Pham and Higgins

2005). Results from this study also support

Aaker and Lee's (2001) position that

promotion-focused information, rather than

prevention-focused, yields more positive

attitudes towards websites and brand affinity.

Results from this study are insightful for

online retailers.

Despite an increase in the volume of online

sales, considerations regarding safety and risk

still form a major obstacle to shopping in an

online environment, consistent with studies by

Miyazaki and Fernandez (2001) and Pavlou

(2003). In addition, results are consistent with

other studies that identified the issues of

privacy and security related to personal and

credit card information are an important

determinant of the acceptance of online store

shopping and online loyalty (Harris and Goode,

2004; Pavlou, 2003; Wolfinbarger and Gilly,

2003). The presence of features to make the

online store atmosphere appear more secure for

prevention-oriented shoppers should be

positively related to the likelihood of online

retailer success.

Prior research of online store atmosphere

has concentrated on examining the relationship

between online store environment cues,

consumers' emotional and behavioral response

in the view of S-O-R paradigm. We propose

sensitivity to online store stimuli (VMD

attributes) and response (online store loyalty)

depend upon consumers' regulatory focus

(emotional state). In other words, consumers'

sensitivity to online store atmosphere and

consequent store loyalty can be influenced by

the match between their regulatory focus

(promotion focused vs. prevention focused) and

the type of the online store VMD benefits

(hedonic benefits vs. utilitarian benefits)

When consumers have a promotion focus,

they tend to evaluate an online store favorably

while exposed to hedonic-oriented store

atmospherics. Compared with consumers with

a promotion-focus, prevention-focused

consumers prefer utilitarian attributes. These

results support regulatory focus theory

(Higgins, 1997) as an insightful tool to

increase understanding of consumers'

responses to online store atmospherics in

relation to storefront development.

Results from the current study provide

information with practical implications.

Findings suggest it is important to design

online store atmosphere that speaks to the

consumer prevention-focused shopper.

Although the natural tendency of a marketer

might be to appeal positive features of online

store, the current findings indicate that

shoppers with promotion-focused are more
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easily persuaded by visual and entertainment-

oriented online store cues. Conversely,

shoppers with prevention-focus are more

easily persuaded by safety and privacy-

oriented online store cues. Therefore, it might

be sensible to emphasize safety and privacy

features. In addition, advertising strategy for

online store should also be designed to be

compatible with the consumers' relevant focus

because atmospherics and commutations can

address h the targeted shoppers' regulatory

focus and therefore be increase their relevancy

and decrease risk.

Future research should address the role of

product category. First, the major objective of

this research was to assess the role of

consumer regulatory focus as a critical factor

in online shopping behavior. Therefore

the relationship between product category

and consumer regulatory focus should be

addressed.
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초  록

온라인 쇼핑몰VMD에 대한 지각된 가치의 영향요인으로 소비자 조절초점 역할에

관한 연구†

* **
서용한*

의류제품 온라인쇼핑몰의 고객확보 경쟁이 날로 치열해 짐에 따라 쇼핑몰 재방문도에 영향을 미치

는 요인에 대한 관심이 높아지고 있다. 쇼핑몰의 VMD는 소비자의 쇼핑몰 선택에 영향을 미치는 중요

한 요인으로 평가되고 있다. 기존연구에서 VMD가 소비자 선택과 쇼핑경험에 미치는 영향은 규명되었

지만, 소비자의 목적지향적 특성에 따라 소비행동(선택과 평가, 성과반응)에 어떤 차이를 보이는지에

대한 연구는 부족하였다. 일반적으로 소비자는 쇼핑몰이나 제품을 평가하고 선택할 때 다양한 전략을

사용한다. 소비자가 사용하는 전략과 개인적 목적지향 성향의 적합성에 따라 소비행동과 성과평가에

차이를 보일 가능성이 높다. 최근 이와 같은 개인특성을 설명하는 이론이 조절초점이론이다. 본 연구는

인터넷 쇼핑몰 상황에서 VMD 요소가 개인적 목적지향 성향인(조절초점)에 따라 소비자 반응(쇼핑몰

충성도)에 미치는 민감성에 차이가 있는지를 실증하였다.

실증연구는 두 개의 연구로 진행되었다. [연구 1]에서는 소비자의 초절초점이 온라인 쇼핑몰 VMD

요소의 평가에 차이가 있는지를 검정하였다. 분석결과, 향상초점 성향이 강한 소비자는 시각적요소와

엔터테인먼트 속성에 민감한 반면, 예방초점 소비자는 안전과 프라이버시 속성을 더 중요하게 생각하

는 것으로 조사되었다. [연구 2]에서는 온라인 VMD의 지각된 가치가 충성도에 미치는 영향에 있어 소

비자 조절초점의 조절효과를 검정하였다. 조절회귀분석을 실시한 결과, 향상초점 소비자는 쾌락적 가치

가 충성도에 더 많은 영향을 미치는 반면, 예방초점 소비자는 실용적 속성이 충성도에 더 많은 영향을

미치는 것으로 나타났다.

핵심주제어: 소비자 조절초점, 온라인쇼핑몰 VMD, 충성도, 지각된 가치
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