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A Study on the Relationship between Consumer Characteristics and

Consumer Emotion and Satisfaction during Online Shopping
Focusing on purchasing clothes
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'Ph.D candidate, Department of Consumer Science, Seoul National University
Professor, Department of Consumer Science, Seoul National University
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Abstract  This study tried to understand the structural relationship of consumer characteristics on
consumer emotions and satisfaction in online shopping. First, consumer characteristics derived various
tendencies through previous studies. Next, consumer emotion was defined as positive and negative
emotions in the six purchasing processes from information search to use, and satisfaction was defined
as the overall satisfaction of the purchasing experience. To this end, this study measured consumer
satisfaction and positive/negative emotions in the six consumption processes in their 20s and 40s with
online clothing shopping experience within the last month. Finally, structural equation modeling(SEM)
was conducted. As a result, the model fit was good, and impulse purchase tendency, conspicuous
consumption tendency, innovation tendency, and trendy shopping tendency only affected negative
emotions. On the other hand, it was confirmed that information search tendency, hedonic shopping
tendency, and economic shopping tendency directly affect positive emotions and indirectly affect
consumer satisfaction. Through this, implications for improving the consumer experience in online
shopping were presented by identifying consumer characteristics and enhancing consumer emotions.
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Table 1. Independent Variables — Tendency
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impulse buying tendency [33]

conspicuous buying tendency [34]

innovation tendency [36]
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Table 2. Mediating Variables — Emotion

Variables Questionnaire

How much positive emotions did you
experience during the purchase process
below, including pleasure, fulfillment,
happiness, comfort, and satisfaction?

positive

emotion How much negative emotions did you

experience during the purchase process
below, such as distrust, despondency,
irritation, anxiety, discomfort, and
frustration?

negative

Exploring | While exploring product information prior to
information |purchase

Alternative |While evaluating alternatives before
evaluation |purchase

Payment | While paying and purchasing the product
purchase - .
process Deliver VWme waiting for the product to be
delivered after purchase
Receipts While receiving and confirming the goods
after purchase
While wearing the product for the first
Use .
time after the purchase
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Table 3. Demographics Information of Respondents

variables type freq. pe(ré;ce)nt
Male 247 49.9
gender Female 248 50.1
Office worker 255 51.5
Specialist 49 9.9
Service/Sales 32 6.5
occupation | Self—employed 34 6.9
Student 40 8.1
Housewife 44 8.9
Etes 41 8.3
20s 163 32.9
Age 30s 166 33.5
40s 166 33.5
High school graduates 85 17.2
education University graduates 377 76.2
Above master’s degree 33 6.7
below 2 million won 137 27.7
. 2~3 million won 121 24.3
income
3~4 million won 116 23.4
above 4 million won 121 24.5
total 495 100.0
4. A-A
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Table 4. Latent and Observed Variables

Latent variable Observed Variables Factor Loadings
Exploring information 0.726™
Alternative evaluation 0.728™
Positive Payment 0.731"™"
emotion Deliver 0.667"
Receipts 0.639™
Use 0.616™
Exploring information 0.828™
Alternative evaluation 0.829™
Negative Payment 0.852""
emotion Deliver 0.779"
Receipts 0.842™
Use 0.816™

p<.05" p<.0I" p<.001"™

QA8h7] 3 E1A 8l
Analysis)& AT 814 QR4 A¥}, BF
0.001 ==l A 9]3} |

s O]'L]E]r 14 8RIEA Ay} Fho] 2~

o)
v

0] Zk(Chi—square= 430.488, p<.001) %=
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th Table 45 A, SAAHA] 4
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A (Confirmatory Factor

»}EM ge now
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upeh < AT R YT
A B Lb-(Model Fit)& 47}st7] fleir 7to]
2~F o] (Chi—square), p-value ’diAd A3k 4= (CFI,
Comparative Fit Index), T2 4(IFI, Incremental
Fit Index), —:LAWé&gi}zﬂ—SE(RM%EA) o IR
ARSI X2=657.333(df=163, p<.001), CF1=0.913,
IF1=0.914, RMSEA=0.078 % UE}ltom, SA8H4 <l
8&rEs TSl ERJIFA theo R, 7
= o}#9] Fig. 29} Table 59F #th
RIS TAAAA = A FEFS(3=0.25,
p<.001), FA47AN= H2 9H(B=-0.29, p<.001)
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Table 5. Model Validity and Analysis Result of Estimate Model

path estimate SE model validity
. positive<—information search tendency 0.247™" 0.078
1
negative<—information search tendency —-0.288"" 0.125
- positive<materialism tendency —0.005 0.058
negative<—materialism tendency 0.010 0.094
- positives<—impulse buying tendency —0.059 0.058
negative<—impulse buying tendency 0.214™ 0.094
4 positive<—conspicuous buying tendency —0.019 0.069 Chi—square
negative<—conspicuous buying tendency 0.224™" 0.112 =657.333""
s positive<—innovation tendency 0.015 0.063 d.£.=163
negative<—innovation tendency 0.138" 0.102
— - - - CFI=.913
positive<—hedonic shopping tendency 0.180 0.066
HG IFI=.914
negative<—hedonic shopping tendency -0.127" 0.105 N
i positive<—economical shopping tendency 0.219" 0.063 RMSEA=.078
7
negative<—economical shopping tendency —0.066 0.100
s positive<—convenient shopping tendency 0.050 0.051
negative<—convenient shopping tendency 0.052 0.082
Ho positives—trendy shopping tendency 0.056 0.067
negative<—trendy shopping tendency 0.207"* 0.108
H10 satisfaction<—positive 0.476™" 0.048
H11 satisfactionenegative —0.068 0.024

p<.05" p<.0I" p<.001
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