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Analysis of the Mediating Effect of Brand Trust between Consumer Attitude
and Intention to Continue Use after Dark Pattern Recognition

218 R, BX| 2

(=] o,

Hae-Jin Kim¥*, Jibok Chung**

[<]
Geras 00 APAEE Aoz LA muEe dasd A
3, A%olgolwe] WAE LHsIA At A A3t ¢

)

AA olFe] uA} Bmel QojA Fo =
g% Qg vAM, 2R} BEE BAS Az Aol gelwe wAGNN uAZAE Yehich ey 7
BAE AEeh 2uA BEe] BA 2AEAE EA st

~
N
%2,
30
*
5
o
1 T
)

F90| : ady, auA BE A% o o Bas A u)E

Abstract Various forms of dark patterns are emerging that distort or impede rational decision-making in visas.
The purpose of this study was to analyze the relationship between the degree of experience of dark patterns in
online shopping malls, consumer attitudes, brand trust, and intention to continue using the dark patterns after
recognizing the dark patterns. As a result of the study, there was a difference in the rate at which men and
women perceived dark patterns and in consumer attitudes after recognizing dark patterns. Brand trust has a
statistically significant effect on consumer attitudes and retention intentions. Consumer attitudes have a mediating
effect in the relationship between brand trust and continued use. However, experience level did not have a
moderating effect on the relationship between brand trust and consumer attitudes.
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Andlysis of the Mediating Hfect of Brand Trust between Consumer Attitude and Intention to Continue Use after Dark Pattern Recognition
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Table 1. Dark patterns of online shopping in Korea
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Figure 1. Research model.
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Table 3. Cross—analysis between gender and cognition
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Table 5. Direct effects between variables

Dependent Independent 2 Durbin
Variable Variable B SE b t P VIE F R Watson
(constant) 1.301 265 4913 .000
Attitude 24217 0.109 2.203
Brand trust 532 118 330 4920 .000 1.000
_ (constant) 509 241 2.281 024
Intention to 6938 | 0259 | 170
continuous use | Brand trust 8% 108 509 8329 000 1.000
“p<0.01

E 6. oiviEnt 24

Table 6. Analysis of mediating effects (Confidence interval = 0.95)

Variable Effect BootSE t p-value BootLLCI BootULCI
Direct 1.0097 1115 9.0527 .0000 1897 1.229%
Brand trust Indirect -1139 0458 -.2164 -0345
Total 8957 1075 8.32% .0000 6337 1.1078
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Table 7. Analysis of moderating effects
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