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Consumer Sentiment and Behavioral Intentions Regarding Dark Patterns in
Online Shopping: Qualitative Research Approach

2V R, E K| e

Hae-Jin Kim*, Jibok Chung**

o Abg4 QIE|s o] ~(user interface, UD 7150 sh#slo] eledoz AgAE JlmaAt f5ahe dandon

<]

SRS Ak AAES XA gk v AgES Alekita o2 Qs 238 AAA FsE B Qv
oA ddd WHS B 2 &Yz dadEe g AujxtEe] tokd &3 4 2 tagd
AA o] Fo] FFoAnE Uolr izl FGth AFAN tAfE el uw} X HEL tha o)zt Sl
iAol o Bl AR 7|l Bag To ana 2AE fsks Ao Yeyth tasE 1x] o]Fef g
T2 oA E AFH o gl sejste] I RAgS 27shE ARt AMIAE 93 o, AQlelA A
59 AFH¢ PEe Holx AoE Uehytt

Abstract User interface (UI) functions are distorted and appear as a dark pattern that intentionally deceives or
entices users. Consumers who are unaware of dark patterns are constrained in their choices, resulting in
unnecessary economic damage. In this study, we aimed to investigate consumers' various shopping emotions and
behavioral intentions after recognizing dark patterns in online shopping malls through qualitative research
methods. As a result of the study, the rate of perception differed slightly depending on the type of dark pattern,
and it was found that it induced consumer emotions such as distrust of the company, user deception, and
displeasure. It has been found that the behavior after recognizing the dark pattern shows passive behaviors such
as vowing to prevent recurrence and warning acquaintances rather than actively protesting to the company and
demanding compensation for damages.
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