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ABSTRACT

It is common for popular products to sell out, and be out of stock. The purpose of this study
is to examine the responses of consumers who have experiences of shopping online, and finding
their desired products unavailable from being sold out. In order to carry out the study, in-depth
interviews were conducted with ten recruits who were recruited from the Internet community,
Soul Dresser, which is part of the Korean web portal, Daum. First, the cognitive reaction of the
interviewees showed both positive and negative responses when they found out that their desired
product was sold out. However, in the case of emotional reaction, all of them showed negative
reactions. Observations showed that consumers researched and found similar products including
price when they realized that their desired products were not going to be re-stocked. And in cas-
es of similar products not being available, the consumers looked to buy other types of products
such as bags, shoes, and other accessories.

Key words: cognitive reaction(91%%4 §H-3-), emotional reaction(7+7 2 Whg),
internet shopping mall(Q1E1 3 &), sold-out(F4)
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AEY £BE FRYBANA APokE 2uAe] wo] B A A7
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AA7F FE EARClEE Aol 2¥HA "ok ®
g=te] oYl aEok= 19963 eIt H 3 pujoA A RS T AA gHEo] AR
22 97k AHY £PYES AYsHEA AZEHAT o] Az A 5% uEA s ATge] ok o
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§2:CS(1997), A E(1997), o 2224(1997), =g A avff-gAdel dEdag ol HaAA
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nlEZ} 246l H3 JE 245 thisle 28908 AUAT I wiERE F4, =9 g,
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QI Ylo] & B A WEH o) QIEYl o] &<l AR SHE Bl =FHL Sl
T 40087 HoF 2003d<] 29227 Hell wshH I8 o9} Zo] EHE AP AHAEANA A
1,000 ol |A S7HES ¢ 4 ArH(Ministry 54 Mdel FHoA AAshe FHHA SHve)
of Science, ICT and Future Planning[MSIP], Yehds Aol ozt 34 FHL I X
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0. O|2X™ u{&A 2001). T3 xPAle EAAE AFPL 2uAA
Alg]d  wkk(psychological reactance) & A7|A &

1. 5 7Feidol e AR 23 Jojok FHClee &
Wicklund, 1980).

3EFel 71873 (product  availability) & Z2H] ] 4 ¥ A1 35S ATEW, 19609 HE
F7E UHAR £ le dxe 328 §¥ F 23 99 978 9 oblY Ardse 84
iR, avfinztE EH ez st J19e e o Ao aH|} wrSo] AEe} TEH HAA o
AA HAAe EQ A% AFL JAG FrolA FE& v Aojgke A7EAE U h(Peckham,
A Azl ﬂ%ﬁw H A A A 1963: Schary & Christoper, 1979). 1 F ZH]#}e]
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havior)ol #3 Ao HQAo] Hirschman &
Holbrook(1982a) ¢l €Jsi Al A|71= Ak, o] AF71
2R AAE 288 47) $lElA Avsite A
£39]& A (utilitarian consumption) 71'd ¥ o}y
2 A% 47 YEAME Avgte
(hedonic consumption) ] 78-S FAY=H, o714
o] A AH AuR AFFE A Gl A
Fee 3H, E, A4 SH #dd
2] @5& Wk Aol th(Holbrook, 1987: Holbrook
& Hirschman, 1982b). ©183F &3 Al 735‘7‘4?‘ =

Aol gk Axs LA AFe] g ATt
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FES AGA &HIEA, &RRZE AR|EHEA oju]
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brook, 1980), A®(choice)# 43 %= (preference) &
AHRRe] AA AL 74 dE et e Aol A

7FsAdel o & 4 th(Donovan & Rossiter,
1982: Weinberg & Gottwald, 1982).
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Mol FAE AL, T FA

stk slolsetele weiut

A WellA AdE R el et MFE 7

At B AR A7 e
&S (table 29 2,

. experience of Internet
age sex occupation .

shopping
Panel 1 20 Female Worker 3 years
Panel 2 24 Female Worker 6 years
Panel 3 26 Male University student 5 years
Panel 4 27 Female Graduate student 10 years
Panel 5 30 Female Worker 7 years

Panel

Panel 6 33 Male Worker 8 years
Panel 7 21 Female University student 4 years
Panel 8 23 Female University student 2 years
Panel 9 24 Male University student 5 years
Panel 10 27 Female ‘Worker 6 years
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{Table 2> Interview

Questionnaire

Items

Internet shopping

‘Please tell me about the internet shopping that you do.

‘How long have you purchased goods through the internet shopping?
-What products do you usually buy through the internet shopping?

‘How often do you purchase fashion goods? (per month)

‘How much do you spend for the purchase of fashion goods? (per month)

Experience of
products’ being sold
out

‘Have you ever experienced product’s being out of stock on the internet shopping?
-Could you tell the situation specifically?

Emotional reaction

-Please tell what emotions or feelings you experienced when you faced products being

sold-out.

-What emotions and feelings have you experienced about the managers of shopping

malls?

-What emotions and feelings have you experienced about the sold-out goods?
-What emotions and feelings have you experienced about yourself when you could not

buy products due to being out of stock?

Active response

-Please tell what actions you did later when you could not buy goods due to being sold

out.

-Did you make an effort to purchase same goods as the sold-out products?
-Did you make an effort to purchase similar goods as the sold-out products?
-If the sold-out goods are restored, do you have intention to buy them?

‘If you find similar goods, do you have intention to buy them?

= Ak ASE 9537 %aoq

q gy "EAe x¥y
TH(Maxwell, 2004).

Azl T4 Crewelldl W3 A8
A, ole Age FHIA A £
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s, Told 4goz

< HEoJEA st Aotk o]F] 3}
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SRS 4 I A A %—%Lﬁﬂ*i =

=d w7l £4871,
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A 3

BHE A}
& A% A7l B A4 BRE dste) RE NS
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2 @_i}oﬂ

Arge] ¢l7)9

e 7] 59 69A el wheh A28k rh(Cho, 2005) 1) 334 8
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34 % el QRS 5AA) VEH WL BE Aoz mEudA. 4E Add g AA7}
2 ggozxy Y&y gL SRz 519 9002 TEHYon JES NI ol = Al
o ARs} 5000 AWHoT WHAYLS AESIL g A% 179 2002 L2Eo uwald A

W&ol egdAel] hate] Slstglon, 59 R
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