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Abstract

Purpose: The purpose of this study is to identify factors that affect decision-making for e-commerce users and to present e-
commerce companies with the company's strategic directions for consumer purchases. Research design, data, and
methodology: In this study, a structured research model was derived to confirm the relationship between brand image,
product liking, heuristic and purchase intention and the difference according to psychological power. For analysis a total of
212 valid questionnaires from e-commerce users were used. confirmatory factor analysis, correlation analysis, and structural
equations were conducted to verify. Results: Both brand image and product liking had a significant effect on purchase
intention as well as heuristics. However, heuristics did not affect the purchase intention. It was found that the relationship
between brand image, product liking, heuristic, and purchase intention differed depending on the psychological power.
Conclusions: Companies should seek ways to increase the positive brand image and likability of products so that consumers
can quickly purchase products. In the relationship between brand image and heuristic, the low-psychological group has
more influence on heuristic, and in case of product liking, the high-psychological group has more influence on heuristic. In
the relationship between brand image and product liking for purchase intention, both in the high psychological power group
affect more influence on purchase intention. Since the process of purchasing products varies depending on the consumer
psychological power tendency, it is necessary to identify the characteristics of consumers and establish strategies for

purchasing promotion measures.
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2.4. Purchase Intention
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2.5. Psychological Power
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3. Research Design
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3.2. Data Collection
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— 1=

AR

Ao

2|7HE 58 HE=Z ZFSIRAL

ZAbE 20224 1EEE 20224
jacz 3o
3 olng, Mz, HMYLHH S
Sl T 25025 HiESD FE HEX|
=

2125 (84.8%)5 &4

Gigerenzer (2008),
EOE 247,

A

FRACE.

2 o mo

MNE

A [m]
25 92

Variable Source
personality Kotler (1988),
difference Aaker (1991),
. friendliness Keller (1998)
Brand image uniqueness
overall image
value

Product liking

Diverse model
Special product
Technical skills
AS

Nagashima (1977),
Han & Lee (1992)

4. Research Methods

4.1. Analysis Method

T E HEXZE SPSS 24.0, Amos 24.0 SHZZ
Odg 28510 ZMIIQUCE ATFEAN EMHS &
oI5t7| {8 vz 248, W59 S48 ot
71 sl 7l=SA 242 HAISHACH FHEEY
2M2 flof =™ QEME S0, LA Lt
ME ASSI= Cronback's agfe AESIY MEZEE
SHOISHICE 2t B ZF Mk 248 HAIGHR
1,71 435S fd FRUEAS HAGY dE
SHRACH

4.2. Demographic Character Analysis
TP SAHSN 2 Table 4-22t &Lt

Table 4-2: Demographic Characteristics

Heuristic

Representativeness
Heuristic

Availability Heuristic
Adjustment Heuristic
Affect Heuristic

Gigerenzer (2008),
Kim & Kang (2016)

Purchasing
Intention

Intension of purchase
Purchase need
Information gathering
Product & service
purchase

recommend
Purchasing need

Engel et al. (1993)

Psychological
power

Other opinion
imitation

new information
presentation
self-judged

Magee & Galinsky
(2008)

Demographic factors Frequency %

Male 140 66.0
Gender

Female 72 34.0
1-20 69 325
21-30 71 335
Age 31-40 36 17.0
41-50 29 137

51 7 33
Self-employment 57 26.9
employees 56 26.4

Occupation Public official 2 0.9
Housewives 4 19
University students 93 439
High school graduates 78 36.7
College graduates 65 30.8

Education —

University graduates 67 316

Graduate school 2 09
1~300 a7 222
Income 301~400 £ 165

(million won)

401 ~ 500 43 20.3
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intention
5. Psychological 499" | 448" | 530" | 486" | (748)
power
Mean 352 | 386 | 342 | 363 | 356
) 078 | 073 | 066 | 088 | 074

501 ~ 600 28 13.2
600~ 59 278
0~10 82 387
o 11~20 70 330
Searching time 21-30 2 160
(hour)
31~40 11 52
5~ 15 7.1
_ Yes 109 51.4
Using
No 103 48.6
4.3. Validity and Reliability Analysis
Z 20| theh 0l EfgdE =elstr| {9
2ol QfEME oM, WHYIHIo it
Cronbach's o A2 &% AE(E 24 ZAIE Table
4-301| LIEFLY RACE.
Table 4-3: Results of Validity & Reliability
. . Construct Cronbac
Variable item Reliability AVE s o
Brand image 0.887 0.690 0.849
Product liking 0.898 0.733 0.882
Heuristic 24 0.943 0.665 0.926
Purchase intention 9 0.926 0.632 0.910
Psychological power 6 0.924 0.519 0.866
4.4. Correlation Analysis
M= ZHO| FAE  =HQISHY| RS A
=4S HAISHILE 220 24 Mo A=
L+ HAE #= A= LIEHD, O A2
HP= 0456~0.6422 LIEFGICE o 2tA=2 H & ¢l
AEA St BEEUFEXF(AVE)E HlWTH A1
Z} Hes HHEEEE Q72 TERSs A=
LHEHGCE.

Table 4-4: Results of Correlation Analysis (n=212)

item 1 2 3 4 5
1. Brand image (.690)
2. Product liking 533" | (.716)
3. Heuristic 517" | 456" | (.723)
4. Purchase 588" | 642" 465" | (.773)

Note) ** p<.01, AVE marked in ().

4.5. Hypothesis Verification Result

TZEE 2E: 5F 2 H[XEHA H0|HO
oA Mtz E&  EQICH x2=131.700, df=59,

x?/df=2.232, NFI=.929, RFI=.906, IFI=.959, CFI=.959,
RMSEA=.07622 LIEIL} HBEXHo=zZ= B=Eo

HEO| QX|OF MEINOl DYEMII-L QUSHICIT

- 71— o 1-d

rir

= Ao B2 2y E42 Table4-52+ ZCt.

Table 4-5: Path Model Analysis

Az Esti SE C.R P
mate
Brand image -> Heuristic .283 | .070 | 4.040 .000
Product liking -> Heuristic .272 .066 | 4.104 .000

Heuristic -> Purchase intention .028 112 .246 .805
Brand image -> Purchase .356 .082 | 4.326 .000
intention
Product lking -> Purchase | .641 .081 | 7.886 .000
intention

<Hypothesis 1> E#E  O|0|X|7} ZJ2|AEO
OXl= SgE ZdHEH (=4.040, p<00)Z F(+)2
gegs  OX= ALz LEL} ME L RACEH
<Hypothesis 2> MN& = E7t Fe|AE0 O/X|=
a2 AMEEDM (124.140, p<.00)Z H(+)o| FES
OXl= Aoz LIEfLE XHEHE[QIC <Hypothesis 3>
RE[£EO0] FOO|=0 DXz s HLHEH
(t=.246, p>.05)2 F&= O|X|X| @i= A2=2 LIEtLE
7| Zt | ALt <Hypothesis 4> EME  O|O|X|7t

il
o

TOfel=0| O[X= JFS HIEDH (t=4.326,
p<.00)2 FH2 IS 0Okl AHLE LIEtL}

KHEHZ|RACE  <Hypothesis 5> HE =Lt
TOfel=0| O[X= IS HIHEDH (t=7.886,
p<00)E2 FHel FFES DXz ALE LIEfL
KHEHZ|RACH  <Hypothesis 6>2| ~Z|XIto M2
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HEE O[OX], MEF =dE, F2|2E, FOieEo
g3k BAOIM  Model Comparison  x2=4.507,
0=02302 L}E}L} ZEBII} Qe HOZ LIEfL

MESZ|RACE H2/H mielo mE EME O[O,
HME =2d4=, |22, Fojelzel I A/
Lot Xtojel B2 2 2442 Table4-61f ZCt.

Table 4-6: Psychological power0| [Z Path Model

Analysis
(Low Psychological power)
A= Esti | SE [ CR P
mate
Brand image -> Heuristic .375 116 | 3.232 | .001
Product liking -> Heuristic .253 102 | 2.478 | .013

Heuristic -> Purchase intention -.061 247 | -.247 .805

Brand image -> Purchase .507 .166 | 3.045 .002
intention

Product liking -> Purchase .584 131 | 4.445 .000
intention

(High Psychological power)

Az Esti S.E C.R P
mate
Brand image -> Heuristic 127 .072 | 1.770 | .077
Product liking -> Heuristic 259 | .084 | 3.063 | .002

Heuristic -> Purchase intention .045 .138 .326 .745

Brand image -> Purchase 312 .094 | 3.330 .000
intention

Product lking -> Purchase | .654 | .107 | 6.103 | .000

intention

5. Conclusions and Implications

o o
HHOL} M¥OE 8T 4 ASS L 4 Uk
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