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[Abstract]

This study aims to stratify consumer market evaluation items from the Consumer Decision
Journey(CDJ) perspective and understand the relationship between laws/systems and consumer orientation
through the Korea Consumer Agency's '19 Korea Consumer Markets Evaluation Indicators. This study
divided consumer market evaluation items into the selection comparison stage, selection decision stage,
and post-purchase experience stage. And present a model that stratified the relationship with consumer
orientation of laws/systems and verified using the CDJ model's experience as a control variable. Studies
have shown that the relationship between the consumer market evaluation index that evaluates consumer
orientation can be stratified according to the consumer decision-making stage and positively affects the
relationship with consumer orientation of laws/systems. In addition, the impact of consumer market
evaluation variables (reliability, and price) on the consumer orientation of laws/systems was different

depending on the presence or absence of consumer damage experience.

» Key words: Consumer Orientation, Consumer Decision Journey, Choice Variety, Reliability,
Customer Satisfaction

(2 <]

WA fEanAde] 2010 @5 20 AGAAAEE Beete] 2% A1EH ol
(DY) oI ARA AR FEE AT WAES] AuAA R BAZ sfotel
= Aol Z, AN FES Auulu, Audgud, o F FgedE FEs
o cpy 23] Aol Agel Busla oyE 2AWsE Fae] WAL ANy
o WAZ AZHE BYS A L AT QAT A3k, ANANPHE B 26
AR W] AL AN AR WAl wet ASSE 5 e, WAL 4nA
A5 ate] gl e wAE Jom e w3 2ua 88 f7o o

%
WA, 727 AR A0 ZAe v GFol elshil et

 ZHOf: AH|RF R[5RY, AH|AF OJAFEH OF, MECIORY, A2l DMOHE

F>

» First Author: Seungbae Park, Corresponding Author: Jaewon Hong
*Seungbae Park (sbpark@seoil.ac.kr), Dept. of Smart Business Management, Seoil University
** Jaewon Hong (jwhong@gnu.ac.kr), Dept. of International Trade, Gyeongsang National University
* Received: 2023. 09. 25, Revised: 2023. 10. 16, Accepted: 2023. 10. 17.
» This paper was written using the Korea Consumer Agency's 2019 Consumer Markets Evaluation Indicators.

Copyright © 2023 The Korea Society of Computer and Information
http://www ksci.re.kr pISSN:1598-849X | eISSN:2383-9945



218  Journal of The Korea Society of Computer and Information

I. Introduction
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II. Theoretical Background

1. Consumer orientation and the consumer
market evaluation index
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2. Consumer decision journey
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III. Research Methodology

1. Research problems
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Table 1. Characteristics of Sample
Sample N %
Male 14,857 47.9
Gender Female 16,143 52.1
20s 4,890 15.8
30s 5,300 17.1
Age 40s 6,165 19.9
50s 6,952 22.4
Over 60s 7,693 24.8
IV. Results

1. Test of research model

& AoA AFAlGE AR YES AMOS=Z 2RI ol
33 A7, d1RYe] NPT Yehhe
x2=8851.832, df=62, «x*/df=142.771,
p=.000, GFI=.957, AGFI=.928, CFI=.970, NFI=.969,
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Table 2. Confirmatory Factor Analysis

Factor Item B SE t CR AVE
Choice | CV1 | 828 314 | - 296 | 661
variety | cv2 | 798 | 363 | 1532 '
EC1 = 808 @ .347 -
Easy 766 621
compare | Ec2 | 767 | 412 | 1499
PR1 483 534 | 1300

Price PR2 781 390 | 1554 | 808 586
PR3 .825 319 -
TR1 .783 387 | 1545
Reliability .788 650

TR2 .829 313 -
ST1 .786 .382 -
Satisfaction .738 .585
ST2 743 448 139.4

CN1 .838 | .298 -

Consumer ' \o | 777 | 396 1567 846 647
orientation

CN3 | 796 366 1622
X=8851.832, df=62, x*/df=142.771, p=000, GFI=.957,

AGFI=.928, CFI=.970, NF1=.969, RMR=.038

2. Test of research hypothesis
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RMR=.035 502 UEPtt mepA 2 714 d52g9
p&ro]l =A UEUI siou GFI, AGFI, CFI, NFI, RMR
5 UEE s87IES S5AIE Aor UEY ]9
Aol L HHHTH#3).

ATAl 12 28R gt W/AE
o] AB|RA|Fe] HAS HEHNEAAL sk AoliL
OE‘—T’—E-'—M 2 2HRAPEE Bl A7 R W

it /AR AR AR JARER A0
fﬂra} Asete o] U=AIE A At ske Zlolch

AR 7= U/AIES] ABARFE
gaol Aol ot LEYPA 2 % A5t 2t 4|
ARFNS Hotshe AREZIRE B o] A= AH]
Ab ARER TAlO] Tt AlFerE 4 lon ®/A| =
AHRRF ] #AO] 37AR IS UlR =
5, ARFoM AAE H#A 5 A= oo

Uebdct e
o] W/Mzo] AHIAIR|EF0] DAL 44k, Z|gEo] Y
/RI=0] AuIARIERO] DIAlE Qare Melstn At

opgat ulgol, eI A1, JlderE st B/AE
o uAbRIEFE e FHAQ BAZ UL QoA 2
T I P A N I PN

UERECT & 4 9lch. 4t Melo] cepo] giol



An Exploratory Study on the Hierarchical Model of Consumer Orientation 223

Table 3. Path Analysis of Research Model

Factor B SE t p

Choice variety — Reliability 204 .033 6.012%%x .000
Easy compare - Reliability .703 .035 20.299%** .000
Easy compare - Price 572 .040 14,697 %x* .000
Choice variety — Price -.213 .032 -6.610*x* .000
Reliability — Price 571 .020 29.815x**x .000
Reliability — Satisfaction 358 .020 17.216%*x* .000
Easy compare - Satisfaction .360 .037 9.299%x*x .000
Choice variety - Satisfaction .022 .027 757 449
Price - Satisfaction 251 .018 12.692 %% .000
Reliability — Consumer orientation 278 .020 12.276%*x .000
Easy compare - Consumer orientation .069 .036 1.952 .051
Choice variety - Consumer orientation -.035 .026 -1.344 179
Price - Consumer orientation 615 .020 30.587x** .000
Satisfaction - Consumer orientation .032 .031 1.127 260

x?=6585.467, df=61, x*/df=107.958, p=.000, GFI=.969, AGFI=.946, CFI=.977, NFI=.977, RMR=.035

**xxp<.001

URl= FF=2 Aot AFLPY ABRRIFY H7T
T HpE2 AVGABIRL QAEA DAl mef TAA
o= ASsHt & Qe Ao® YERTh

B39 At FAAoR AmEH A HEiTield
(Choice variety)l} 8|1 -20]A(Easy compare)2 AlZ]
’J(Reliability)ol]l 378591 g UlRl= Aoz T
CHREZ3H4=.204, t3}=6.012, p<.001; EEHAS
=703, t3r=20.299, p<.001). 3], AH|AZ} 82752
o] =Tl QIAIE A= MER] Theldo] vl Al2]/do]
ol =7 YJAlGhH= A= YERTh

=R, Blu-go]/d(Easy compare)> 712Q14](Price)of|
798 FFE Rl AR UERFou{mEe
=572, t3}=14.697, p< .001) MERC}Fd(Choice variety)
= 7141 (Price)of] FAIQ1 =2 UlRl= Aoz Y
EPATHREZ A 4=-.213, t3}=-6.610, p< .001). o]= A&
H]ALE0] AfB]Ad] tiste] M=ol =0H 714
Ot ekt JEE oot o~ gld 4 A Holl what A
g|29] 7Aoo dste] RA 0 R QIAlG = A UEL
ok & 4 Qlok

AR, Al2]7d(Reliability)> 714 (Price)2t  7]oi9HS
(Satisfaction)ol] 374AQ1 FFZ UlAl= Aoz e
CHREZ3H|4=.571, t3/=29.815, p< .001; EZF3HS
=358, t%4=17.216, p<.001).

SR, Blul&o]/d(Easy compare)i} 7FA(Price)> 71
Ojek&(Satisfaction)of] 37g&Ql T2 U|R|= Ho=

UERG OLH B &3H14=.360, t34=9.299, p<.001; B&E3}
Al%=251, t3t=12.692, p< .001), AEIC}EA(Choice
variety)a} 7|0fjgH&(Satisfaction) 7t A= AR
2 RO %2 Aos UERITHEESAI$=.022, tak
=757, p=.449). &, Au|A0] Tt HEiCIoMd- AH|A}

of ghzol ol Qi o2 BN 4 9k

oA, dlu-gold(Easy  compare),  AlZ]4
Reliability), 7}4(Price)2 ®/Axzo] AH|RIX|EHS

(

(Consumer orientation)o]] J&- U]X|= 7oz LFERG
CHESSAI4=.069, t34=1.952, p=.051; BZE3A|5=.278,
t44=12.276, p<.001; EZ3A|$=615, t3f=30587, p<
.001). c©hgh, AEICHOFA(Choice variety)b 7|CHoRE
(Satisfaction)a} H/A|z9]  AH|AAF/d(Consumer
orientation)e] TAL EAM 0= Qolatr] gL Aoz
UFEPSTH B E 51| 4=-.035, t3t=-1.344, p=.179 ; #&3}
Al5=.032, t3}=1.127, p=.260). o= Ed1t= 2] ABJA}
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20 QINSHA T Slrke 212 Uehya ek,

3. Moderating effect of experience of damage
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Table 4. Path Analysis of Research Model by Experience of Damage

Experience of damage @ Experience of damage
Factor (Yes) (No) t
SE B SE
Choice variety — Reliability 623%xx .081 164%%x .035 206.23*xx
Easy compare — Reliability 167* .078 T4Txxx .038 271.22%xx
Easy compare - Price -.082 .087 =.210%** .033 -52.82xxx*
Choice variety — Price 247 %% 076 58 %% 044 162.69**x*
Reliability — Price 69T x%x 054 553x*x 021 98.471%*x*
Reliability - Satisfaction 37 3%x* .066 362%xx .021 10.10%*x*
Easy compare - Satisfaction A26%** 077 .365%x* .041 30.31%x*x
Choice variety - Satisfaction =117 .082 .029 .029 -61.38**x*
Price - Satisfaction 31 2%%% .059 232%%% .020 37.77%xx
Reliability — Consumer orientation 224%x .079 284%%x 025 64.78%*x
Easy compare - Consumer orientation .088 069 .041 31.85%*x
Choice variety - Consumer orientation -.040 .083 -.038 .027 =123 1k
Price - Consumer orientation T7 1wxx .081 593wk* .021 71 .34%xx
Satisfaction - Consumer orientation -.095 1.08 .051 .031 =4,93%%x
*p<.05, **p<.01, ***p<.001
oIS #loh Toidd f-7oll T 158 AHIAYY ¥ (Reliability)y} ¥]ugo]d(Easy compare) 3 7H4
ZHHA(AEO] ThPd, Blagold, ARV, 7IHiRtEE,  (Price)?] FdHol Zd Hlsi(&EEeAS=373, &k

714) 2 /A=Y ABIRRRIFEY] #Al] tisto]
t-tests ot} ARSI Afol7t A=Al AEsIT 1
2} gIR20] AR H7 el /A =0 AH|AA]
oA maliddoel whE 2Eaurt YERGTHE4).
FAR s AmEH, A, A2]/d(Reliability)of A=
AR 0 2 1873 (Experience of damage)o| = A&
YA} AHEIG/d(Choice variety)?] @] Zlow]
(B&E3H4=.623, t31=206.23, p<.001) msj7ddo] Q=
AH|A= B]i-8o]/d(Easy compare)?] dg=o]l o
710 8 UePJTHREZSA4=.747, 131=271.22, p<.001).
=R, 7HAUAN(Price)olld = iAoz mjsfg o] 9
+ AHAPT 412]7d(Reliability)2] @@= o] 20| vlali(®
ZalA1 =697, t31=98.41, p<.001) T34 0] Y= AH]
A= AEITEYd(Choice  variety)#t  H]w-80]/d(Easy
compare)?] @Fo| ¢ Z Zo=2 et EEA»
=-210, t3l=52.82, p<.001; EZES2=589, 3t
=162.69, p<.001). 53], A=Y 7FAQA0] 235]2
AR JFE Rl AoE YERS ¥HH, ¥/AIEC]

vy

l?]— O 1 uw
N3 e FHAA o] 714 Z1ARIAe Alzol
2o1ar} 3088 Yehin 9ok

%

S, 7|oiEE(Satisfaction)o|M = JHiA 0.2 mi5Hd
[e]

A(Experience of damage)o] 9= AH|AR= Al]A

10.10, p<.001; BE&3HA|4=.426, t7}=30.31, p<.001:
Z&17A|4=.312, t3}=37.77, p<.001), WaEFo] g
HAle] o] o & 8912 e Ho= Yepdth

Uinl, H/A =9 AB|RFA|§Fd(Consumer orientation)
o diside duiRez  mjsidd(Experience  of
damage)©] = 2H|APT 714 (Price)?] P o] 24 H]
SH(EESHAIS=.771, t3}=71.34, p<.001), T o] =
2H|AR= Al2)d(Reliability)?] 3ol B 2 Aoz LEt
STHREES|4=.284, t3}=64.78, p<.001). T}ot, /A=
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4. Summary
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V. Conclusions

289l 2RI Aol Aol €)7] s
AR RO 7 @48 ARLOR Hefshe Zlo] ol
2} 5.20] w2} SPAOE Telske 20| Wasich AR
FWRIES) 7 945 Av|A ORFARIEC] S50 met of
shetan olo] chat At Metat gato] suke o Fut

AR AT} YD 4 . B A7) AT AvlAlA]
R L AVSEIIAE WAZte] WA Av)A o

3 /A=) 28]}
AEpdae] WAl PR GFL vlRlE o2 Uehg

>
i)
lo
=)
zE

29| Au|xjA| o] Dlle
N I IS

@goly, Al 71, Tl st w/Alme] Aulat
AFPIe AR WA U ik, E3t M) oo
Xol gio] 0jx] FFL AstE ATRHe] AuAt
AEP BINFS WSS AVANIA AR A o
o s oe AN 4 9t 2o Uit

2, A6l gei3Ee] 9wl et Auly Bt
BA(AIEle) chop, wlmgoly, Al JlREE, 7}
AP} /HEY 2ARIZA URlE o] Aolstol
wsigEel el ARaN} Yekith ol ujaig
ARl Ut /AR ABARIFES QXS 2
o] U} CrErke 242 Uil o Aulale] 1)y
B0 2 AMAIRIYE g ATYS FOA
2 2 olke ool yagick

o1 AAE BT B ATE 39 B J1A]
gl ZRIRICE A, £ APolAE 2R ARPL ¢
= MulAg 02 021 glo] 22
Fol Bgste dolt AVt 92 4 Uk SA,
M 2HIAL AIIAIE WA 5
gtk Mol FAR O A
of ol B ARPH gl Melagl A
AT BB B9 2uIRRIFS
ol Algh AlgiAtol thgt gt Heiciopyo] L3
9002 ol Aelstgct. A, Hsi3Fol wat sulat
of a2 FojelriARel Wabt 2] B2l el AE
AHA S WP 972 welstn Wl Yel 3
I DlaE ol et AlAl BES Wgshal 2ot
ok YA, 2 ATolAE 2019 ABIAAE RS ol &
ol wel A7ALe] R4S vresta] 2.

%5 ATOME Au] 20t AES] dulat AL Bl
ST AIE 93 52 Al 93] W AuIRIAI Y A
53} 2ol Y3t AP} 23 Wast YCH30]. E &
HIAE AR g B R ApolA AlelE oray
e 52 TAL O TR 2uAR|PY A1)
7h 439 Bt ok o}2d F3 AToIHE LA
of 7ot W ARPE &S Vet AIAIAIE
Agstol Bt A7} WA Ao werHCi3)

2

(o]}

o

lo
=
1o
o
kd
-
iz
u
oS
oz,
i)
o

B

3o
aa

P



226  Journal of The Korea Society of Computer and Information

ACKNOWLEDGEMENT

The present research has been conducted by
the Research Grant of Seoil University in 2023.

REFERENCES

[1] Park, S., Lee, J, Kim, N., and Song, M., “A Research on
Consumer-oriented ~ Sectoral ~ Governmental Policies and
Institutions,” The Policy Research Report, pp. 19-292, 2009.

[2] Shin, M., and Jung, S., “Development of Evaluation Indicators
for the Consumer-orientation in Government Policies using CVR
and AHP analysis,” Journal of Consumer Studies, Vol. 23, No.
3, pp. 67-95, 2012.

[3] Court, D., Elzinga, D., Mulder, S., and Vetvik, O. J., “The
consumer decision journey,” McKinsey Quarterly, Vol. 3, No. 3,
pp. 96-107, 2009.

[4] Kohli, A. K., and Jaworski, B. J., “Market orientation: The
construct, research propositions, and managerial implications,”
Journal of Marketing, Vol. 54, No. 2, pp. 1-18, 1990. DOL: 10.
1177/002224299005400201

[5] Kumar, V., and Reinartz, W., “Customer relationship management”.
Springer-Verlag GmbH Germany, part of Springer Nature 2006,
2012, 2018.

[6] Park, S., “The Influence of Product Assortment Size and Bundle
Discount on Items Selection of a Bundle,” korean management
review, Vol. 41, No. 2, pp. 259-278, 2012.

[7] Lee, J., “An Empirical Study on Satisfaction and Repurchase
Intention as Determinants of Overseas Direct Purchase of Korean
Consumers: Focusing on Usefulness, Product Brand, Product
Price, Economic Feasibility, and Product Diversity,” The
e-Business Studies, Vol. 23, No. 6, pp. 79-94, 2022.

[8] Park, S., Park S., and Byun J., “The medium Effect and the
Consensus Information Effect on Customer Reward Preference,”
korean management review, Vol. 37, No. 3, pp. 585-604, 2008.

—
el
—

Gatignon, H., “Competition as a Moderator of the Effect of
Advertising on Sales,” Journal of Marketing Research, Vol. 21,
No. 4, pp. 387-398, 1984.

[10] Dam, T. C., “Influence of brand trust, perceived value on brand
preference and purchase intention. The Journal of Asian Finance,”
Economics and Business, Vol. 7, No. 10, pp. 939-947, 2020.

[11] Kim, K., and Prabhakar, B., “Initial trust, perceived risk, and
the adoption of internet banking,” ICIS 2000 Proceedings, Vol.
55, pp. 537-543, 2000.

[12] Everard, A., and Galletta, D. F., “How presentation flaws affect

perceived site quality, trust, and intention to purchase from an

online store,” Journal of management information systems, Vol.

22, No. 3, pp. 56-95, 2005.

[13] Zeithaml, V.A., “Consumer Perceptions of Price, Quality and
Value: A Means-End Model and Synthesis of Evidence,” Journal
of Marketing, Vol. 52, pp. 2-22, 1988.

[14] Lee, Y., “Differences in the Consumer Satisfaction Process
between Goods and Services,” Journal of Consumer Studies, Vol.
8, No. 1, pp. 101-118, 1997.

[15] Diputra, I. G. A. W., and Yasa, N. N., “The influence of product
quality, brand image, brand trust on customer satisfaction and

International ~ Journal of Business
Management, Vol. 4, No. 1, pp. 25-34, 2021.

[16] Huh, M., and Son, J., “2019 Consumer Markets Evaluation
Indicators in Korea,” The Policy Research Report, pp. 1-445,
2020.

[17] Kotler, P., and Keller, L. K., “Marketing Management,” Pearson
Education, Fifteenth Edition, 2016.

[18] Hoban, P. R., and Bucklin, R. E., “Effects of internet display
advertising in the purchase funnel: Model-based insights from

loyalty,”  American

a randomized field experiment,” Journal of Marketing
Research, Vol. 52, No. 3, pp. 375-393, 2015.

[19] Lin, Y. T, Chang, C. Y., Cheng, S. Y., and Lin, M. Y.,
“Mathematical formulation of the purchase funnel by using
knowledge space theory,” Research Square, pp. 1-42, 2022. DOL:
10.21203/rs.3.1s-1951479/v1

[20] Lavidge, R. J., and Steiner, G. A., “A model for predictive

[}

measurements of advertising effectiveness,” The Journal of
Marketing, Vol. 25, No. 6, pp. 59-62, 1961.

[21] Han, S., Lee, H., Park, J., Park S., and Kim, Y., “ADEM II-
Advertising Decision Support System focus on Optimal
Advertising Budgeing,” The Korean Journal of Advertising, Vol.
14, No.2, pp. 85-118, 2003.

[22] Kim, D., Park, D., and Park, J., “Study on the Change of
Marketing Strategy through Data Mining Technique,” Korea
Business Review, Vol. 22, No. 2, pp. 177-194, 2018. DOL:
10.17287/kbr.2018.22.2.177

[23] Yoo, P., Kim, Y., and Han, S., “Hyundai Marketing,” 9th Edition,
Pakyoungsa, 2019.

[24] Tse, D. K., and Wilton, P. C., “Models of consumer satisfaction
formation: An extension,” Journal of marketing research, Vol, 25,
No. 2, pp. 204-212, 1988.

[25] Lee, Y., and La, S., “The Relationship of Customer Satisfaction,
Adjusted Expectation and Repurchase Intention: The Moderating
Role of Customer Loyalty,” Journal of Consumer Studies, Vol.
13, No. 3, pp. 51-78, 2002.

[26] Anderson, J., and Gerving, D. W., “Structural Equation Modeling
in Practice : A Review and Recommended Two-Step Approach,”
Psychological Bulletin, Vol, 103, No. 3, pp. 411-423, 1988. DOL:
10.1037/0033-2909.103.3.411

[27] Fornell, C., and Larcker, D. F., “Evaluating Structural Equation



An Exploratory Study on the Hierarchical Model of Consumer Orientation

227

Models with Unobservable Variables and Measurement Error,”
Journal of Marketing Research, Vol, 18, No. 1, pp. 39-50, 1981.

[28] Diehl, K., Kornish, L. J., and Lynch Jr, J. G., “Smart agents:
When lower search costs for quality information increase price
sensitivity,” Journal of Consumer Research, Vol. 30, No. 1, pp.
56-71, 2003. DOIL: 10.1086/374698

[29] Park, J., and Yeo, J., “Choice Overload: Concentrated on
Choosers’ Diversity Perceptions and Emotional Responses,”
Journal of Consumer Studies, Vol. 25, No. 6, pp. 93-113, 2014.

[30] Jawabreh, O., Jahmani, A., Maaiah, B., and Basel, A., “Evaluation
of the contents of the five stars hotel website and customer
orientation,” Information Sciences Letters, Vol. 11, No. 4, pp.
1077-1085, 2022.

[31] Raza, B., St-Onge, S., and Ali, M., “Frontline employees'
performance in the financial services industry: the significance
of trust, empathy and consumer orientation,” International
Journal of Bank Marketing, Vol. 41, No. 3, pp. 527-549, 2023.

[32] Hamilton, R., & Price, L. L., “Consumer journeys: Developing
consumer-based strategy,” Journal of the Academy of Marketing
Science, Vol. 47, pp. 187-191, 2019.

Authors

Seungbae Park received the BBA from Seoul
National ~ University = of  Science  and
Technology in 1996, MBA from Hankuk
University of Foreign Studies in 1998, and

' Ph.D. degrees in Business Administration
il
from Sungkyunkwan University, Korea, in 2003. Dr. Park

joined the professor of the department of Smart Business

Management at Seoil University, Seoul, Korea, in 2012. He
is interested in Brand marketing, internet and mobile

marketing, Hallyu marketing.

Jaewon Hong received the BBA, MBA. and
Ph.D. degrees in Business Administration
from Sungkyunkwan University, Korea, in
1994, 1997 and 2007, respectively. Dr. Hong

joined the professor of the School of

Business at Dongseo University, Busan, Korea, in 2008. He
is currently a Professor in the Department of International
Trade, Gyeongsang National University. He is interested in
global marketing, internet and mobile marketing, information
diffusion.



