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Brand Relationship Quality After a Transgression: The Role of
Brand Forgiveness and Brand Evangelism

Kyung-Min Kim (Professor Silla Univ.)
Benjamin Nobi(Ph. D. Student Silla Univ.)

At the corporate level, brands are increasing efforts to shape their ethical image given the rise
of ethical consumerism in the past few decades. Naturally, brands serve as vehicles to develop
meaningful relationships with consumers which might explain why brands have the propensity
to influence consumer actions. In view of this, if firms want to survive in the competitive
market place, then the importance of developing and maintaining strong customer-brand
relationships must be at the core of brand management decisions. In many interpersonal
relationships, the likelihood of mishaps and conflicts cannot be ruled out. One study, thus,
suggests that, in romantic relationships, being hurt or wronged as a result of betrayal and
disagreements is inevitable (Rye & Pargament, 2002). Firms and their brands are no different
from this sort of relationship, given that, some consumers develop a great deal of affinity for
some brands. However, brand-related crises or transgressions could act as recipes for damaging

the image of the brand in question.

After a brand transgression, response from consumers may take different forms. The
consumer’s response or the relationship with the brand may be affected by whether the
consumer forgives the brand or evangelizes about the brand. Research shows that, in the event
of a service failure, the degree of service failure will also impact consumers’ coping response
(Tsarenko & Tojib, 2012). In their study they also prove that, following a transgression of a
firm, consumers’ decision to change or switch service provider was attenuated by forgiveness.
Ysseldyk & Wohl, 2012, also discover that, forgiveness acts as an investment to a relationship,
such that, in the aftermath of a firm’s transgression, forgiveness acted as a preservation for
commitment. Due to forgiveness, Consumers are willing to continue purchasing the firms’
products even after a transgression (Tsarenko & Tojib, 2015). These streams of research
demonstrate the relevance of forgiveness after service failures. However, studies have only
concentrated on one type of coping response — forgiveness. In this study we examine another
coping response — brand evangelism in addition to brand forgiveness in a bid to understand

how these affect the brand relationship quality.

_29-



“Brand evangelism is another emotion-focused coping strategy that is similar to word-of-
mouth. This strategy refers to the proselytizing behavior of the consumer in trying to convert
others to become brand users” (Schnebelen & Bruhn, 2018). The authors also define brand
forgiveness as another emotion-focused coping strategy that acts as tempting justice with

mercy.

The primary focus of this article is to examine these mechanisms- brand forgiveness and brand
evangelism in explaining the relationship between a brand’s unethical act and the relationship
quality. Extant research has examined consumer responses to brand transgressions. However,
most of these studies use scenario-based experiments which limits the generalization of
research findings. In this study we examine a real-world service failure - Facebook’s breach of
data which appeared in the Irish times, Wednesday the 14" of April, 2018. Recent news in the
media suggests that younger people are using popular social media such as Facebook more
often which means that understanding how consumers respond to a transgression by an often-
used SN like Facebook will provide an important addition of knowledge in the literature. Thus,
we take particular interest in understanding the role of brand forgiveness and brand evangelism
in the relationship between the firm’s severity of ethicality and the brand relationship quality.
A theoretical framework with hypothesized relationships is developed and tested in order to

answer the research questions. We propose the following based on previous studies:

Adopting a survey method of data collection, 226 students from Silla University were randomly
selected to constitute the sample. The questionnaire consisted of a caption of the news item on
Facebooks’ breach of data. Subjects were asked to read the news item and thereafter complete
other questions regarding their opinions on the news item. Resorting to the procedure suggested
by Hayes (2018, model 4) a test of significance for both mediators to calculate the indirect

effects for 5,000 resamples was done.

Generally, the results of the mediation imply that, forgiveness and brand evangelism act as
important mechanisms in understanding consumer-brand relationships after brands act
unacceptably. We advance the knowledge in consumer behavior by showing how consumers
offer to deal with their relationships with brands through brand evangelism and forgiveness.
This provides relevant information to managers to seek strategies in order to obtain forgiveness
from consumers in case the unfortunate happens. Not only must they seek to obtain forgiveness
but also seek ways to ensure brand evangelism of their brands. These acts as buffers for the

brands in case a transgression happens.
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Effects of Perceived Risk, Brand Credibility and Past Experience in
the Airbnb Context

Aed (Arg o eha, w37 g st F-aulsr)

Airbnb is a privately owned accommodation rental platform which enables hosts to rent
out their properties or rooms to guests (Statista, n.d.). The Airbnb community spans 191
countries and 65,000 cities in 2017 (Airbnb, 2017). Despite the fast growing popularity of
Airbnb in the hospitality industry, there are concerns for guests, such as safety, security and
discrimination issues. However, there has been little research conducted about consumers’
perceived risk and its impacts on Airbnb use. Since Airbnb is a new type of accommodation,
consumers may focus more on potential risks that they may face if they use. Accommodations
are often considered as a high-risk product due to the heterogeneity (Jun, Vogt, and MacKay,
2010). In addition, consumers’ perceived risk is more important due to the intangible nature of
Airbnb services (Park and Tussyadiah, 2016). Several researchers have suggested that brand
credibility is a central cue in the consumer decision-making process especially for the intangible
and heterogeneous products (Kerstetter and Cho, 2004). Several scholars have suggested that
brands are valuable to consumers because they reduce perceived risk of consumption and they
economize decision-making process (Sweeney and Swait, 2008). In addition, researchers in the
travel and tourism research have found that prior knowledge, specifically past use experience, is
one of the primary variables which influence consumers’ risk perceptions and their subsequent
decision behavior (Kerstetter and Cho, 2004). Therefore, this study investigates effects of
consumers’ perceived risk, brand credibility and past experience on intention to stay at an Airbnb
place. According to the study results, brand credibility was significantly positively associated
with intention to stay at an Airbnb place, followed by physical risk and performance risk.
Psychological risk was significantly negatively associated with intention to stay, followed by
social risk. Due to the significant interaction effect of brand credibility and past experience on
intention to stay, further analyses were conducted. For the Airbnb users, brand credibility and
performance risk were positively associated with intention to stay and psychological risk and
social risk were negatively associated with intention to stay. For non-users, brand credibility was
positively associated with intention to stay and psychological risk was negatively associated with
intention to stay. The study findings, implications and limitations will be discussed at the
presentation.
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Activity Control = Burn—out 0.248 0.081 2.963 0.003
H1 Supported
Output Control = Burn-out 0.052 0.052 0.695 0.487
Activity Control — Job Satisfaction -0.064 0.073 -0.928 0.353
H2 , , Supported
Output Cantrol = Joh Satisfaction 0.313 0.072 4402 R
H3(-) | Burn-out —= Sales Performance 0.026 013 0.358 0.72 Not Supported
H4(+) | Job Satisfaction — Sales Performance 0.202 0.084 2575 0.01 Supported

Model fit: x2=202.664, di=125, x2/df=1,621, RMSEA=0.056, GFI=0.902, NFI=0.936, RFI=0.922, IFI=0.975, TLI=0.969, CFI=0.974
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Extended Abstract
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A o 1SS 2% £+ 5ol AAAAL, ol vtE AulA Auicy Au]A
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NES] e M AL Aula Auje] 9¥e Av duer vy Az 7
Bot3ith(Bitner, Booms & Tetreault, 1990; Hoffman, Kelly & Rotalsky,
1995:Keaveney 1995: Mohr & Bitner, 1995, Smith et al., 1999; 4<% &730],
2004). Mu|A9] Akt AP ugho]E(resource exchange)of 2]Ast 7|=A nsgh
(utilitarian exchange)®] °Juj& siAa 4 QIT}. o= & AB[AP} AH|sh= v]-&it
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ZANAZR Bt 7|14 wsto] AlmjE oojsts Zlo]tHZUASH 2009).
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Investigating Compulsive Buying in the Context of Mobile Fashion
Shopping Applications

Gulandom Aminjonova (7] "8 tl 8}3, Global MBA 3}74)
Aed (Ao, 3374 g Fu)

Compulsive buying, specified as widespread maladaptive consumer behavior that is
characterized by continuing repetitive purchasing has become a critical issue in the areas of
psychology and consumer research (Dittmar, 2005; O’Guinn and Faber, 1989). With the advent
of mobile phones, this abnormal buying behavior has extended from offline and online stores to
mobile app shopping stores. In fact, about 87% of consumers tend to use their mobile phones for
shopping purpose and spend longer hours and twice as much as money on shopping in mobile
shopping applications compared to offline and online stores (Nielsen, 2014; Statista, 2018).
Moreover, compulsive buyers are generally believed to demonstrate high levels of fashion
interest and frequently purchase fashion products (Park and Burns, 2005; Mitchell et al., 2006).
Despite the extensive shopping behavior occurring in mobile fashion shopping applications, little
research investigated compulsive buying within the environment of mobile fashion applications.

Hence, our study aimed at examining compulsive buying behavior in the mobile fashion
shopping app environment. Specifically, our primary purpose was to investigate influence of
materialistic value dimensions (i.e., acquisition importance, possession defined success and
acquisition as the pursuit of happiness), self-depreciation and use intensity of the mobile fashion
applications on compulsive buying of fashion products. Secondary purpose of our study was to
test interaction effects of use intensity of the mobile fashion applications as a moderator.

We tested our hypotheses in a sample of Korean consumer panel through online survey.
Consistent with preceding literature, our results indicated two-dimensionality of materialistic
values in cross cultural contexts by merging possession defined success and acquisition as the
pursuit of happiness into a single construct. Our hypotheses results showed that materialistic
value dimensions, self-depreciation and use intensity of the mobile fashion applications had
significantly positively associated with compulsive buying of fashion products. Additionally,

high and low intensity of mobile fashion application use performed moderating roles in the
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relationship between acquisition as the pursuit of happiness and success, self-esteem and
compulsive buying of fashion products.

Our study presents useful insight for policy makers and marketers to understand harmful
consequences of compulsive buying to society as well as businesses. We additionally provide a

few suggestions on educating consumers about detrimental outcomes of excessive buying.
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Non-Profit Organization Donor Management: The identification of salient factors
that drive donor loyalty outcomes

Middleton, Gilroy(A|HO{jetm ZAFsHu SHALDY)
o] FEh(A v U] g 3
AAZAE st 7 o g

This research examines donor loyalty in the not-for profit (NPO) sector utilizing
the theories of altruism, trust and identity informing that trust is found to have
the highest mediating effect on continue donation intention, self-esteem is found
to have the highest mediating influence on positive-word-of-mouth
communications, and attitudes towards beneficiaries was not found to have a
significant positive relationship to continue donation intention. The purpose of
this study is to empirically test an integrative model of the donor loyalty
development process. Specifically, this study intended to verify the degree of
effects in the donor loyalty process to understand donor behaviors by three
variables. By using three variables, attitudes towards beneficiaries, trust and
self-esteem, and three theoretical frameworks, altruism, trust and identity, a
theoretical model was purported and verified to explain how and to what extent
each variable affected donor behavior. To compare the extent each variable
affected donor loyalty, mediating effects were suggested. To assess this model,

a total of 245 valid data sets were collected from Korean donors.
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<72 1> Research Model

The purpose of this study is to construct an integrated model of behavioral
loyalty enhancement related to NPO donation. To do this, it examined the influence
of three key mediating variables of donor loyalty, Attitude toward Beneficiaries,
Trust, and Self Esteem, in one model. The conclusions of this study are
summarized as follows.

First, the relationships between the antecedents and the mediating variables are
as follows. Consistent with previous research findings, this study shows that Role
Competence had a significant impact on Trust (Sargeant & Lee, 2002: Tokiss &
Passey, 1999). In line with the results of a past study, this study found that Esteem
Identity had a significant effect on Self Esteem (Arnett et al., 2003). As per the
conclusions of previous research, this study shows that Attachment had a
significant impact on Trust and Self Esteem (Bortree & Waters, 2008; Sierra et al.,
2016: Susuki & Tomoda, 2016). In alignment with the findings of previous research
this study found that Shared Values had a significant effect on Attitude toward
Beneficiaries and Self Esteem. Conversely, to the findings of previous research this
study did not show that Shared Values was significantly positively related to Trust.
Consistent with the conclusion of previous research, this study found that
Knowledge had a significant impact on Trust and of Attitude toward Beneficiaries
(Dubey et al., 2014; Fang et al., 2014; Sargeant & Lee, 2002). In this context, Trust
may be inherited across space and time via culture (Rice & Feldman, 1997:
Uslaner, 2008), consequently Shared Values did not have a significant positive
relationship on the development of the Trust.

Second, the results of this study on the relationship between the mediating

variables and the consequences are as follows. In line with the findings of previous
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research, this study found that Trust had a significant impact on Donation
Continue Intention and PWOM communications for the NPO (Fang et al., 2014;
Sargeant & Hudson, 2008; Sui & Baloglu, 2003). Consistent with previous research,
Self Esteem had a significant effect on Donation Continue Intention and PWOM
communications for the NPO (Griskevicius et al., 2010; Sierra et al., 2016; Wallace
et al., 2017). However, Attitude toward Beneficiaries, known as a key mediating
variable in previous research, which was considered with Trust and Self Esteem,
was not found to be influential in this study (Abolfotouh, 2014; Beldad et al., 2014:
Hopkins et al., 2014). In this study, the respondents who donated for Foreign Aid
were the most frequent. It is a possible reasoning that the influence of Attitude
toward Beneficiaries did not come out because most of the donors have never
experienced the difficulty of the people of foreign countries receiving their aid
(Batson, 1987).

Third, below is the result of this study on the moderating effects. As per
previous research findings, in this study Religiosity was found to moderate the
influence of Attitude toward beneficiaries on donation continuity intention (Bateson
et al., 2006; Emmons & Paloutzian, 2003: Hopkins et al., 2014). Conversely to
previous research, the moderating effect of Religiosity on the impact of Attitude
toward Beneficiaries on PWOM was not found. The religious increase their
willingness to continue their donations. However, religiosity does not influence

them to carryout PWOM communications for the NGO.
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Why Users Post Photos and Become Attached to Instagram

Global MBA #}4)
AR (Ao, B9 Qo Fus)

Instagram enables users to present and express themselves more freely and easily via
photos. Considering how photos have become embedded in individuals’ personal and social
experiences online and in everyday life requires more academic research into understanding
specific factors that influence individuals to post photos and why they form attachment to
Instagram. While existing research on SNSs have indicated social interaction, identity seeking,
and narcissism as key predictors of SNS use, limited research have examined these social
psychological and personality factors in association with intention to post photos and attachment
to Instagram. Thus, the purpose of this study was to fill in the gap in research by investigating
the roles of social interaction, identity seeking, and narcissism in users’ intention to post photos
on Instagram and attachment to Instagram by applying theory of the extended-self in the digital
context to explain the relationship among the proposed variables.

According to Belk (2013), sharing digital possessions (e.g., digital photos) plays an
important role in people’s self-extension on SNSs. The digital contents shared on SNSs allow
individuals to seek identity and to interact with others (Belk, 2013). Moreover, individuals
showing the narcissism personality trait regard photo-sharing SNSs as ideal platforms to share
content that enhances inflated self-views, needs for admiration and attention (Buffardi &
Campbell, 2008; Morf & Rhodewalt, 2001). The single best predictor of a behavior is a person’s
intention to perform the behavior (Amin, 2007). Studies have indicated that the desire for social
interaction, identity seeking, narcissism will predict users’ intention to post photos on Instagram
(Cheng & Guo, 2015; Kim, Lee, Sung, & Choi, 2016; Sung et al., 2016). Research has indicated
that the more people use a SNSs the greater the chances of forming an attachment to the SNSs
(Papacharissi & Mendelson, 2011). Instagram allows users to present themselves by sharing
digitally edited photos motivated by the need for social interaction, identity seeking, and

narcissism. Studies have suggested that social interaction, identity seeking, and narcissism are
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associated with attachment to SNSs (Alhabash & Ma, 2017; Blanchino et al., 2018; Kim, Lee,
Chung, & Preis, 2016; Wirtz et al., 2017).

A survey research method was applied in this study. The study population was
undergraduate students at a university in South Korea. By using a non-probability convenient
sampling method, students were asked to visit the online survey webpage to participate in the
study during their class. The survey included five parts: social psychological motivation for
using Instagram (i.e., social interaction, identity seeking), narcissism personality inventory,
intention to post photos on Instagram, attachment to Instagram and respondents’ personal
information.

To analyze the data, descriptive statistics, exploratory factor analysis, reliability analysis,
and multiple regression analysis were applied in the study. The study findings indicated that
identity seeking, social interaction, and narcissism (i.e., grandiose/exhibition) had significant
positive relationships with attachment to Instagram. Furthermore, the study found significant
positive relationships among identity seeking, social interaction, and intention to post photos on
Instagram. However, narcissism had no significant relationship with intention to post Instagram.

The study results illustrate that the theory of the extended-self is applicable in the digital
context. This study also provides useful information to help organizations understand why
people use Instagram as well as how to take advantage of Instagram to enhance services and

experiences for consumers on Instagram and other related photo-sharing SNSs.
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Effects of dissatisfaction and regret on online repurchase intention: The moderating
role of alternative attractiveness
Nguyen Thi Kieu Chi'
Park Ju-Sik?

Introduction

The e-commerce boom has rapidly changed the shopping way in which consumers seek to
more convenience and benefits. In comparison with traditional shopping, online shopping
illustrates its own advantages in terms of saving time for travelling to physical store, a range of
choices and prices as well as easily evaluating alternatives (Sivanesan, 2017). Along with
benefits, however, online shoppers still experience few critical problems. These issues arise from
the e-retailer such as financial risk, quality assurance, inexplicit return and guarantee policy or
from the third parties related to payment failure, delivery and logistics. According to Zebra’s 10
annually shopper study conducted, 51% of online shoppers remain unhappy with the product
return process (2018). These dissatisfied experiences may not only deter buyers from repeating
their online purchases but also increase negative responses.

In the past, numerous scholars investigate repurchase intention directly influenced by positive
outcomes consumer’s confirmation, product quality, perceived value, perceived enjoyment
which directly influence online repurchase intention (Chiu et al., 2008; Wen et al., 2011; Fang et
al. 2016; Chuang and Chiu, 2017). In the opposite perspective, recent studies have observed
unfavorable responses of customers after buying related to dissatisfaction, regret, negative
emotions which reduce their future purchase at the same online store or website as well as
decrease profitability for e-retailers. According to finding conducted by Lu et.al (2012),
dissatisfaction has both negative impact on repurchase intention and indirect impact through
negative emotions in e-commerce. The authors suggest e-retailers to offer opportunities for
buyers express their dissatisfaction or negative emotion to prevent their leaving.

Similarly, previous studies prove significant effect of regret on post-purchasing behavior such
as satisfaction (Bui et al., 2011; Liao et al., 2017), repurchase intention (Liao et al., 2017) and

brand switching intention (Bui et al., 2011). Other authors extend understanding of regret by
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exploring two distinct components of regret including outcome regret and process regret
(Connolly and Zeelenberg, 2002; Zeelenberg and Pieters, 2006; Lee and Cotte, 2009) and their
effects on post purchase behavioral outcomes such as switching or complaining (Dass and Kerr,
2010) or repurchase intention (Chang et al., 2015).

Past scholars also consider alternative attractiveness as one of key factors which determine
whether buyers especially dissatisfied buyer to stay or switch. The finding of Ghazali et al. (2015)
confirms that perceived attractiveness of alternative significantly impact e-store loyalty. Other
research support that customers may decide to stay with current provider depending on the
availability of alternatives (Bendapudi and Berry, 1997; Colgate and Lang, 2001) whereas it is
failed to prove the direct relationship between alternative attractiveness and repurchase intention
(Jones et al., 2000; Liao et al., 2017). Thus, it motivates to conduct more empirical evidence in
order to confirm the negative effects of this variable to repurchase intention especially in e-
commerce where shoppers have diverse choices for their purchasing needs and have low loyalty.

Repurchase intention depends not only on satisfaction but also on negative consequences
which the purchasing and consumption brings to (Camille, 2011). Actually, understanding how
dissatisfied and regretful the buyers feel can help e-retailers find out the way to recover them. In
addition, it also prevents the negative effects on their decision not to shop other products from a
certain e-retailer as well as spreading negative e-word-of-mouth. Moreover, retaining current
customers is essential, especial for online shopping because as argument of Liao et al. (2017), it
is costly to attract new customers on the Internet and these consumers tend to have low loyalty.

In fact, numerous research contribute to knowledge of post- purchasing behavior and
repurchase intention, it still remains insufficient studies which simultaneously investigate the
roles of two sources of regret, dissatisfaction and alternative attractiveness to explain repurchase
intention in online environment. Thus, this study attempts to fulfill this gap by developing
conceptual model to evaluate how two sources of regret namely outcome regret and process
regret influence on online shopper’s dissatisfaction and repurchase intention. Further, this study
enriches literature related to repurchase intention by confirming negative effect of alternative
attractiveness on repurchase intention again and exploring its moderating effect on changing the

negative relationship between two components of regret and shoppers repurchase intention.

Conceptualization
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Regret

The study of cognitive dissonance conducted by Festinger (1957, p.261) early indicates that
people often psychologically think back their actions and decisions especially when they have to
decide between two or more alternatives. People tend to notice favorable outcomes of rejected
options but unfavorable outcomes of their chosen option which arises dissonance and regret
(Festinger, 1957). Zeelenberg (1999) supports that regret will occur in the case of better outcome
of rejected option whereas its worse outcome will trigger rejoicing for the decision maker.
According to Oliver (2010), regret arise from unfavorable result when comparing outcome of
chosen option to outcomes of other alternatives.

Negative outcomes after decision can operate regret which contains two discrete components.
A person feels sorrow when making unfavorable comparison to outcomes of other options what
he/she should have chosen, called outcome regret (Zeelenberg and Pieters, 2006). Differently,
this person also regrets the quality of his/her decision- making process which called process
regret (Zeelenberg and Pieters, 2006). Two separated components of regret are mentioned in the
Decision Justification Theory (DJT) by Connolly and Zeelenberg (2002). DJT suggests outcome
regret is related to the evaluation of outcome while process regret involves the feel “self-blame”
for poor decision. Thus, the total feeling of regret is the formulation of outcome regret and
process regret (Connolly and Zeelenberg, 2002; Lee and Cotte, 2009).

Dissatisfaction

The concept of dissatisfaction is relatively given by the expectancy disconfirmation theory of
Oliver (2010) which is negative state of satisfaction. Dissatisfaction arises from negative
disconfirmation in which the product’s performance below buyer’s prior expectation or standard.
That is, dissatisfaction describes a displeasure of under-fulfillment.

Dissatisfaction and regret are found to share similarity because they depict unpleasant
experience caused by comparing outcomes after purchasing which is lower than “a reference
point” (Tsiros, 1998). However, these two concepts are explicitly separated from each other.
Gardial et al. (1994) clarifies the different comparison standards of two cases in which
(dis)satisfaction is related to internal standard but regret is based on external standard. This
means that in purchasing situation, dissatisfaction results from negative outcome when the buyer
compares product’s expected performance to its actual performance (internal standard), whereas

regret is derived from negative outcome when the buyer compare performance of chosen product
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to that of rejected products (external standard). Tsiros and Mittal (2000) provide additional
support that “regret is specifically related to choices whereas satisfaction is related to outcomes”.
They explain that people feel dissatisfied with a current outcome, but they regret their poor
decision causing an unfavorable outcome.
Online repurchase intention

The terms of repurchase intention is defined as “the individual’s judgement about buying
again from the same company, taking into account his or her current situation and likely
circumstances” (Hellier et al., 2003). It is simply understood that it refer the likelihood of using
same products or service of same provider in the future. Basing on this discussion, online
repurchase intention is extended as an intention of consumers to repurchase a product or service
offered by online stores after getting a positive experience related to the use of the product or the
service (Setyorini and Nugraha, 2016). Suhaily and Soelasih (2017) also support that repurchase
intention is a positive attitude of consumers towards e-retailer that will generate repeating buying
behavior. In fact, some authors suggest that repurchase intention is interesting issues in online
shopping which is widely investigated in different context like online repurchase intention,
continue to shop online, customer intention to return (Wen et al., 2011).
Alternative attractiveness

According to Jones et al. (2000), alternative attractiveness refers to customer perception
regarding the extent to which viable competing alternatives are available in the marketplace.
When mentioning the availability and attractiveness of alternatives, Colgate and Lang (2001)
argue that the number of alternative providers, as perceived by the consumer, may also influence
a decision to remain with a service provider. They discuss two conditions in which alternative
attractiveness are undertaken. Firstly, the presence of many or few alternatives depends on the
nature of the market like monopoly. Secondly, consumers may perceive that there are few
alternatives in the market because of the fact that many of the alternatives are not in their evoked
set.

Hypothesis development

The relationship between regret and online repurchase intention

Regret is proved as an indicator which decrease consumer repurchase intention towards
physical products such as fashion goods, laptops, cosmetics, products with price discounts (Nui

and Cui, 2012; Chang et al., 2015) and services from tourist, hotel and restaurant (Liao et al.,
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2011; Sanchez-Garcia & Curras-Perez, 2011). Interestingly, recent studies have extended to
investigate this relationship associated with online shopping (Lu et al., 2012; Liao et al., 2017).
These findings confirm that when a customer regrets his/her decisions and thus may very well
intend to switch to the other retailers at the next purchase occasion, in other words they are not
likely repeat their purchases. Moreover, past research conceptualized regret as comprising two
dimensions namely outcome and process (Zeelenberg & Pieters, 2007; Lee & Cotte, 2009).
However, it is found that just a few works address two distinct regret elements explaining how
consumers behave when they regret their purchases. Chang et al. (2015) have successfully
proved that each type of product regret has a different effect on consumers repurchase intention
in the context of price discounts. Based on previous findings, therefore this study propose that
two elements of regret have negative effects on online consumer repurchase intention.

Hypothesis 1a: Outcome regret has negative effect on online repurchase intention.

Hypothesis 1b: Process regret has negative effect on online repurchase intention.
The relationship between dissatisfaction and online repurchase intention

The role of dissatisfaction is well significantly proved to have negative impact on

consumers’ post-purchase behaviors such as complaining, negative WOM, switching intention in
both online-and-offline shopping environment with wide range of categories (Lia et al., 2011; Lu
at al., 2012; Nui & Cui, 2012; Chang et al., 2015; Sanchez-Garcia and Curras-Perez, 2011).
These findings show that dissatisfaction can cause customers to leave a seller. Chang at al. (2015)
support that one of three ways in which customers respond to dissatisfaction is “exit” by not
purchasing again. Thus, it is well supported to proposed that:

Hypothesis 2: Dissatisfaction has negative effect on online repurchase intention.
The relationship between dissatisfaction and regret

Empirical studies have postulated that regret is an antecedent of dissatisfaction (Taylor,

1997; Zeelenberg & Pieters, 2004; Kim, 2014; Cui & Nui, 2017). This finding is explained that
although the consumer is satisfied with his current provider, if he realizes or imagines that he
could have obtained better results with another supplier this could let him to regret the choice he
made. Oliver (2010) also mentions that one of conditions in which regret arises even when the
consumer gets positive outcome from his purchase because he realizes that there is better

outcome of other forgone outcomes.
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However, Sanchez-Garcia and Curras-Perez (2011) argue that it is more difficult to assess
evidences from other alternative used to make comparison of the actual outcome with
alternatives’ outcomes. The authors claim that if the consumer feels dissatisfied because results
fall below expectations and he imagines that he could have been more satisfied with another
supplier, he will therefore regret the choice he made. In the line with this argument, Chang at al.
(2012) confirm the strong impact of dissatisfaction on negative emotions which are usually the
result of an unfavorable experience like regret and anger in e-commerce environment. Following
these discussions, it can be concluded that when consumer is dissatisfied because of the
discrepancy between expectation and actual outcome, thus, he consequently experiences
outcome regret. This means unfavorable consumption will causes dissatisfied condition after
which the buyer feel regret about negative outcome (outcome regret) and even buying decision
making process (process regret) because he blames for his poor choice towards his actual product
or service instead of choosing other alternatives with better outcomes. Therefore, it is logical to
hypothesize that:

Hypothesis 3a: Dissatisfaction has positive effect on outcome regret.

Hypothesis 3b: Dissatisfaction has positive effect on process regret
The moderating role of alternative attractiveness on the relationship between regret and
online repurchase intention

Jones et al. (2000) state that when consumers perceive few viable alternatives, the
probability of retention increases. In other words, consumers might remain in a relationship
because they perceive no alternative. Therefore, repeat purchase behavior may not indicate
loyalty form consumers, but merely a lack of alternatives or no perceived differences between
alternatives (Colgate & Lang, 2001; Liao et al., 2017). Anderson and Narus (1990) discuss that a
consumer might be dependent on a service provider because of the lack of superior competition
in the marketplace. Colgate and Lang (2001) add that even though consumers are not satisfied
with their current provider they decide to stay because it is still better than other alternatives. By
contrast, even when this consumer satisfies with his current purchase it is not definitely sure for
next repurchasing due to the attractiveness of other alternative in the market. Hence, the
availability of alternatives plays an important role on determining whether consumer decide to
stay or switch. Thus, this study proposes that:

Hypothesis 4: Alternative attractiveness has negative effect on repurchase intention.
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According to findings of Liao et al. (2017), alternative attractiveness has a significant
positive effect on regret which results from the comparison of actual performance against an
external reference point such as outcomes of other alternatives. Moreover, when customers are
aware of a highly attractive alternative, they may consider that their chosen option may not be
the optimal choice and they suffer regret which in turn may reduce their next repurchases. In
another hand, as mentioned above in some case, in spite of feeling dissatisfied or having negative
emotions like regret, the customers still remain their purchasing due to the lack of alternatives or
unattractive alternatives. Based on this discussion, it is appropriate to conclude that the
likelihood of repurchase intention of the consumers who experience regret depend on how much
they recognize the availability and attractiveness of other alternatives. To improve the condition
of lack of works conducting moderating role of alternative attractiveness to explain the
relationship between regret and repurchase intention, the two last hypotheses therefore are
proposed:

Hypothesis 5a: Alternative attractiveness moderates the relationship between outcome regret
and online repurchase intention.
Hypothesis 5b: Alternative attractiveness moderates the relationship between process regret
and online repurchase intention
Research model

The proposed model for this study is presented in Figure 1. It illustrates the relationship
between dissatisfaction, outcome regret and process regret and repurchase intention. Besides, the
model proposes the relationship between alternative attractiveness and repurchase intention as
well as its moderating role in explaining the relationship between outcome regret, process regret

and repurchase intention.

H2
Outcome Hla
H3a regret v
\
. . . Online
Dissatisfaction Repurchase
Hib Intention
H3b h
Process regret ,' H5b
1
' Hsa ‘\ !
-
Alternative 7
Attractlveness

-

_77_



Figure 1: Research model
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s AE gl ARadls vwedeEd T3 7t Ve
S

o
I
o

N
o|\

ofr
Qo

M

I. o]&4 w73 % 7pAAA
1. A 7]Hke] &

24 7)Rko] Z(Resource—based Theory)S Penrose(1959)¢] ‘The Theory of the Growth of
the Firm'o|A] A& AFE o™, Wernerfelt(1984)%} Barney(1991)o] thste] 7)1 AA-9E
grsb7] falXE 719 2R UE ARl S &85 Aol Fasite olE4 ks 7

& s vk AN olRelAl: Aol BAGFe A1z Jde] ufstel B A
ol Uizl Bzt A o

2 rlo
]

WAkdel wel A= Ao, 7199 TS 7
Ak PgARoz B 4 9rtum F435t1 9 tH(Penrose, 1959).

olze]l ¥4 Wstelal HSTH A GalA= o AAL o5 Aol G vzt otd V|dE
of 7 Al 9 AFS S AATHE FHee dds 2] A HHeE
(Barney, 1991). @2 A7|9HA o] 29 A2 Aol AAAL o] 59
AL & APl A AAskE 91A17F obd AAL i) Bofstal le Wi
3 A7 dAlelgtar F=48kar th(Barney, 1991). 7149 AH7|wHA
Wi Ao FAE Qg thE ARG oo Fokd ¢ Sl ZlolH, o= Ak
o &&sh= 719e Hlgo] AT A sde A AAAEG O] & £ FEo] Jhesith
= Aot} (Barney, 1991).

Wernerfelt(1984)= Z219] 5 =} o]
A-HE g de A
- 2pgdo] o eQluth d2fA o)
Be Qe Ui s Adske 3lo] Fasit =
S5 W AdES 22 ddA e FAHEojokslm, HEFAQl AFedo] Value, Rarity,

2

e 7 Jokar Fskal ok (Conner,

=
)
i)
o
ru
lo
b
to & o

1991).

Conner(1991)+= A& 7Fsdh 24 $-91ol 7]olshs Ads Aat7] 918 717k vl 23
"ol Pasirta ZFxeta glom, VYo AFAH A4, EEA A, 94 A, 244 AA(EFE #
gl A=, 71, W) P Ve gt A, Balseh 22 Fgakde] Tasitta gt
% TH Mahoney and Pandian, 1992).
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2. FAEHANE ZrpHd e A BAEEEY BA

A= 9] JiES A AFU 2243 FY vES A FEY 7IYE ] AlEE E3ete] 3
nHAR ] Fag Aol BAY] A& Hrishs 8ot (AR, A% 2005 4%, FEE,
1349 2004).Ganesan(1994)2 A3 9] (mutual dependence)d AFE Fufx}—ujz}7te] 7] #
A (long—term orientation)S ZA7dst= Q0102 HTE A& Aol nstAH A JFE <

Aolgl= WS(Schurrand Ozanne 1985)0)1 A%} AELS 98 7|gE olsal= FL3 7))
|tH(Dwyer,Schurr,and Ohl 987).18]31 gtiito] o dx] 53tk sz oz FAHQd AFE x5}
s Bk ofel SAAS AAE fiste dEs T Aol W3 (Anderson and Narus1990)
2 ws A Aol Al &8zt = 9% (Moorman,Deshpandé,and Zaltman 1993)o]t}. Al
e AYE At AR wEaAE EéFE AE8S s7] wloll(Doney and Cannon
1997) A=7F EAsHE BACl digk =9o] fF=d Blolt} oldl thi o] 7Hd& A4 skGih

7Hd 1. 93N E 27199 Alsle BAgEd A(+)Y 3 7 Aol

N

fo 2 gf —y o d
O:

[US{J oL

o

o)

o

A Aol MHIAE AlE Fefst

= A5 Tk 79 dAE]e] vy s S0A B & e Al A& Holx
Hred5e] ESlo] 245 & Zlolw, olefd A e A fo B2 Msd dAE Esto]
A elaL F7ARl AE AEATIHE A AeE Uehle A4 29% A7t Evs Al
Aol A TAsHA E o5 Hx EAHd gk QIO RFE AU AlE B AH|2=Y AL =YL
2 s 4 YrH(Kumar, Hibbard, and Stern, 1994). o]ol] t}&3} o] 7148 MA g

ml

4. FHRAAE A7 ARERAL BASEY BA

IHES s A7 flete] Adeta e 719718 Adel we 543 FAE slof 8t

g Eoto] g5 o5 Aol oM EFstE At Fabsks A =

belehs 2102 1A drh(Williamson, 1985). o] H(2006) AER2 Aito] A 5H

] AT-E g A AYER] Aibo] AAS G FFS vkl F3 A,
A e BAA FulA b At AEel digk R VeHS ol W] flste A, AR}

of g FAE ok afn, 719 7he] ARFHF B Al7]E o)dn 2 AHuel Ho] 3

A7ARJD ARBAE FA Y Ews =0
A
o

-t i
Aol @ YES 4F gk JunSNAS BB 19 BB Folo] #AowE B84
Y= WLOE AR A FARTha S olo) Tt ol Hug 47 st
M 3. RN I ARSHALE BASE A+ 9% ¥E Rolth
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5. FAHASE A7 BASEH AA 3 ALY A

AA G A0 AR WS (Information sharing), &%o]a](Joint activity), ZAIEF7121¢] 7}
dr(Developing relationship specific memories)S &5 AHSupplier) % 22 Buyer)d [
(Satisfy)el &34 (Effectiveness)¥ E&A(Efficiency)d AA A7MEHE A 4 o om(Yee,
2006), ¥#vli(Sales)et vldm) Al nHAE =] AUA|(Synergy) &3, AldFEoEe] S84 4
& 5o Aol T A7 Ark(Selnes & Sallis, 2003).

AE(2010)2 Selens & Sallis(2003)¢] 75 Ei= Yee(2006)3} 22 7Hd& A3k,
AZH201D) = AANE HEE 5 WATS T 2eo] Al dFe] A= ISt ol
w7 o] 7HAE AA SRStk
7Hd 4. 7R3 7199 BASES AAE A 5 il F(+)9] S HE Aotk
o F< AN 3 A 5 algEd e A(+H)Y] 9% 1A Aot

714 5. FAANE e BATE

Addyas R & A9 EIE As <ad 1>3 2o

7| A

HAIS Mt \

\ HAls /
mAlEY R M;fﬁ
\_k———/
/ ] stog A 2

A" 5o dgtom Iu-¢ FAHA S Hrtets 7]
AHES ez 20189 79 293 EH 109 31L74A 47 L7kl
2 e-mailE ©]&3 on—lined} AFIIAEY] A4 WS

m l
1 ASETh F 30078 MEST 22095 FAFHL
] =]

=L oo Y 2
Bl 2> oo 2 opE (e
>
>
o

re
1o,
A
oXx
o
1124
_\‘:_‘L
T
fE
oX,
s
it
r

of
ox
()]
\]
)
2
o,
w
wW
N
i
o
I,
o
fr
T
Auj
T
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e
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30—39A417} 42.3%% 7} = H&S A EE= Aoz JeElon, Ttk 49-494)
(25.3%), 20—2941(23.2%), 50—5941(8.5%), 604 °]4(0.5%) =o = velgt}. &

o] 66%% 7HE 2 HlTs AL dRoeH, gFow tidE o] (24.2%), A
NE=(8.8%), 11ZolsH(1%)wo 2 YetHTh A9e A9 ol dgo] 34.5%=2 7HE =2 ¥
&S Ao tEolst 24.7%, HFF 17%, AEH 8.8%, FHF 13.9% +oZ 1}
Ebstth o A3 A7 AlFE Fdel WE 719 AR ES SMATF 66.5% 0%
AAA 33.5%KH T F HES UERTh 83 V]9 A FHHAIE] AUt slaE 13
(9.8%)5 AL i Hj2e H&S Bolal UX|N 53]0]44(26.8%)°] 7+ =

[e)
e
=i
RLS

=2 H]
A S QT 719 FAAAE APAFE 2E 43~63d(34.5%)0] M =8 vlE
2pA &b AR Z7bek 7199 95.9%7F 23 o] Ake]l FHA|E] FrlolH o] itk

2. NAA B2 BFy B4

S AEST <i 1>9 Yepd bpep o] 2
st 791 AoR Yelbwth SHElGAA Y dHEEIGA S AASH] f6ke &1l
de AR, 1A 2R AR BET W,
<% 1> 23959 A% 2 gy ¥4
[=) T=35 [
20l =xse &j;;'%t 87 95@%% =m0 C&"”(bca‘CRh. N
SIERER 0.651 0.617 0.352 0 785
ERERERIERER 0.819 | 2.233 0.854 0.165 0.685
SIERER 0.875 0.772 0.264 (0.865)
AH2 O 0.681 0.696 0.278 0 834
ause [ BHSAD 0.876 | 2.360 0.824 0.148 0.789
2H=03 0.889 0.884 0.093 (0.917)
o | HASRTAT | 0.770 0.782 0.303 0 765
o | 2EESTER | 0.8 | 2.133 0.687 0.239 0.0 | O
& ISrEsnas | 0.964 0.705 0.198 :
2H ST 0.827 0.807 0.256 0 775
2sts [ 2HEE? 0.858 | 2.055 0.814 0.214 0.677
2 B 53 0.535 0.602 0.329 (0.860)
SO} D 0.850 0.884 0.152 0863
HOAED | SOpA DR 0.777 | 2.492 0.863 0.171 0.740
SO A 03 0.832 0.744 0.407 (0.894)
simop |_BIEHE D 0.779 0.893 0.153 0 892
vy |_HEBED2 | 0.783 | 2.417 0.895 0.138 0o |07
S BIEONAE33 | 0.823 0.787 0.311 :

X?=225.610, A2E=120, x*/df(CMIN/DF)=1.880 GFI=0.890, AGFI=0.843, NFI=0.884, IFI=0.942, CFI=0.941,
RMSEA=0.068, RMR=.042

B Aywae) FodAFE(AVE) ko] 0.5019& & 5= glem, AVE#e] 7 w3t
o 7 2 AT A gk Boh 2 Zler dEhd HEdAe] SAdE o ¢ sld
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<X 2> 48T AFY FAENFEH

e IERE] A=Y HHES K& ZAES EHA D HIEHON & TF
= (1) (2) (3) (4) (5) (6)

(1) (0.685)

(2) 0.108™" (0.789)

(3) 0.183"" 0.198™" (0.681)

(4) 0.216™" 0.065™" 0.135™ (0.677)

(5) 0.004 0.104™ 0.101"" 0.118™ (0.740)

(6) 0.066™" 0.171™ 0.175™ 0.245™ 0.118" (0.786)
CH2ZHE0 MAIZIO Ues 2SS AVER. UI2E 219 s A2AH gt

~p<0.01

3. M4 %

7P A, AL AR VA E 9 A SRRl HAIS] BAEG s AL
S n A= Aow el A 1, 7P 38 Y Edn. 2y BAEYS BA G
frolst s m A ol 7P 2= 7|4 AY. T3, AAE] AASHEe] AA]E Al
o g e} vl o] FAAR FgdS vA= AoZE YR 7 4, 7HA 55 A EE
Ak 7HEAHEA A9deE <x 3>3 Zr

<X 3> 743345
EERTES
o= z=2 HIE=3f x5 e =P} t3t pat p=YES
A2 EES

Hi EREEEY 0.385 0.386 0.100 3.847 0.000™" ES

H2 2HBY A ES 0.057 0.053 0.099 0.581 0.562 Iz

H3 HASESTA-DH S 0.306 0.267 0.131 2.339 0.019" e

H4 2HE S BN A I 0.436 0.387 0.098 4.455 0.000™" WE]

H5 DB S U BN A o 0.704 0.591 0.098 7.158 0.000™" E]
S04 *p<0.001, "p<0.05

HAA B o Aol AAE o] BA GG v X kol i ARV} 7)|ZE Ae HE &
93l AL g5 AL nig o R FEHI M A AA, AAZ A BAELY A5 7]
Azl A71E AV AL Y= olFS A4St s drFeR S § ' &3
S 5T YgAE 7HA7] Bue AAR U7 Y AlFolu; Av] e el Tt T
S = 7FeAol = Aot o] HlFo & o B4, VIFEY HAIF U 54S 1
Hal W 7)1d7ke] A EAQ v 2Y2=FA FX 2 PJAo HAXE YA |Gl e] Al
AL F3 AAE Fuloly ATl uid Tk giss HHow Ut shsAdel Ea
&Aooz Asts 719 dole= 7140 AdE AEGstd = AT A=7F dof A A3
e AATSES £33 A5 dE JEYUY v A= JEge dria B 4 9t
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MulA Cjatelo] Zztaer 8|4 ¢ 747t 2830 @ a)

ojfo] A BEAl X 3t A" YAl A|&2 AH|XIo|A 57]4(curiosity)E LAl
& s B oY} #AES =50 FuiEE =oqEH LA JH(Glanzer, 1953,
1958; Inman, 2001). TtA P2 7|95 28RS PAle Resty v 344= 5 SHst
7] Slol AR AR EQstm ook shlg AT 27 Ao Wdsl a2 A9 &
HAtE2 x27]0] 7HRE #Aa & =
et al., 2014; Malhotra, 1984). Au]A gj&}elo] A|UX|A ¥tE2A0o2 &2 74 AH|AIS
o a9stz Q5 AAEYE AWstn Ax(satiety)e LoV e Zolch AT Aulato)
Me FRATLES gol mustEct Aoy sl cfat AR PFoz ojojmch
(Hetheringtin et al., 2002; Galak et al., 2009). AX| 2 LAAES &Ho|A] 7hzF £

gt 572 A dddEH. UHE FE2 7lol2E oY W

@ O

T

re
>~ 0

N
of
e
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Rl
¥9,
o
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|J
i)
kl
=O|L_',
r&
N
N
=2
>
w
i
=
o
N
N
uju
T
=
(ST
)

= =
BANE E4F2 o R FolEA ASS WA des 7YY 4 . ol
o 2 Qlti(Larson et al., 2014).
A72 RISt Krishna(2012)= AlojA T]xelo 2 HE
TS AZIst vF ot SHAITE oA R 4v]Rsh AL

o
et 50l ik &y 7HEA oo oieh =27t RESi

e e
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A5t o 20|(2018) AUlA Cixtel AE W AHBOE As) E7lo] HAWH A2A
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dulRd, Hold ORloRNE AP 4 Yb AAEULS A4S, AAHE, 221 43
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ool A= FLR HUA A= =EH stk AB|APL o] S A[Zshe wgo] mt
2 FEHeS OEs 45T & A 2= 7tietth. Zuckerman(1994)2 X A=4F0]
=2 AHALE AR AvAR oot v Qlot. ol AR ARl &A™
o RS FotH dEl 2o tieh UHE JA] Erh mepA] A Fdt HojA o
RIS AlsEE =8I stHetE ANAISAES 2 4 AUW AHAPL ddste A
ZARNS a2 4 S AR g 4+ 9
GRS
Axdd, o]0l (2018), HulA HARl Alge] gzt 2o Jidets At BN A+ 2018

oY EEEe FAste e =2y

Galak, Jeff, Joseph P. Redden, & Justin Kruger (2009), “Variety Amnesia: Recalling
Past Variety Can Accelerate Recovery from Satiation,” Journal of Consumer
Research, 36(4), 575-584.

Glanzer, Murray (1953), “Stimulus Satiation: An Explanation of Spontaneous
Alternation and Related Phenomena,” Psychological Review, 60(4), 257-268.
Glanzer, Murray (1958), “Curiosity, Exploratory Drive, and Stimulus Satiation,”
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the Senses to Affect Perception, Judgment, and Behavior,” Jjournal of
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BB A71Y S0l Afst AW § 12T BAASG So
MAE 9% A7 HEYS FHOE

EXTENDED ABSTRACT

SEvEt A7) FEAES 1977d REdbge] 9B AREZ(sharp) 43| AblA AR
400 E =943t &9 2e AFeE 2008 722002 5453 A4S o, 20159
ol 25,0000 2 Zastgith AR7] &Fol tig Slghe 1990l 70% el A 20109
oll= 90%7H7 S71stA=dl ol AEAAe] sk 5 Adr] WRAA e A2 WA
2L 7 Aoz RATHAAE 2015

A7) FGAFE A7IAI] oyt B 2d TR AES sin] fetAke] <l
Aol me} AA kol AR diel FEIYS AAlkE 28 AHE wAshs § A=
g FAE sP|E o AT AAe] A JHEHEA IR AEVIES ART] fEat
A e golgste] FH Ake 7= AHFEE 199%). AB7] FEAYNA
sHdEAe AAA anAE AEH R HIshs AN AFAR] Sl AH2 A
SHFAM AAA BI7HE W Aol ATk "AAR WAE B4, 74, Fskska
AAFE A8 Whs Zo] mil¢- a3l

TG A7) fEA Ui AT #E Ao At eHEA] e AR b
TS, tio] Ay A B AAGFAE 2010, A, d@%, 3T whERt
ol 8] 2009), AR7] AWl oA AEEH G 20173 2ol WMEZR] £k
BAFA A B A= AT Aol

l

Lo

K

J

el A7t RS RE A} FEGA T
=3

B ATE AWEAdoA A AR ] Dasithes dAlstel] AEEYelE, At A
AE), A& ZE o] EF iAo ZASITE Alg-EYPol&olgt Aul2 71| gt
7P 2 IS vAE 89S Aulx 71l tigh 1e] 2l#(Morgan and Hunt, 1994)2h=
Ao g o]%o] IANAY AFEL olF 1A AH|ARLY] Al HLFFOEM AH] 2~

>

Aol A AMAET 5974 A @ A7AHE A A AAZHS=E AFE HH
3l31 QITHGronroos 2000; v =, o]71-%- 2001).

* ukalaby) A disty dukiskd A gsty, dud0l34@naver.com, BHEA}
o By Aldtieln A9 htlee@kmu.ac.kr
wek B Agoistn A 9sh R, hotaekyi@kmu.ac.kr
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EAE U A AHE GURde] ofd tAA 4% THHGE Row Al
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Transaction Partner's Multi-dimensional Multi-dimensional
Claracteristics Trust Switching Cost
: Pl '\.. f.--""- —-\""'\I

Corporate
Reputation

Financial Ta

Alternative
Aftractiveness

Relationship
Continnity

Procedure

Willingness
to Customize

Integrity ERelational iy

— strong effect
> : === weak effect

3 7S A Y8l B dAFelME A7 AAEY &%
N NNQAE dFoE AEXAE AT F 22959 AEAE 35a}
ook 187 AES Aty 21709 HAEARE 240 FEsl MEE
e RE ZHEY <
Cronbach” s a test % 1A Q21FA ZAx ANAH BFdAde] FREG O, T84
AT <EDH % =

rlo
N
rix
-3
re
-
=2
_>l~_4
>
oo
i
e
oot
ftlo
rh
re
-
2
A
X

—

ED 7HEAS 2%

H Path st. estimate S.E C.R. o—value Result
Corporate Feputation — Trust{Competence) 0.5917 0.135 5.586 e

H1 Corporate Beputation —- Trust{Benevolence) 0.287" 0.118 2206 0.004 Supported
Caorporate Feputation — Trust{lntegrity) 0.368™ 0.128 3.589 et

= Try (.07 0.828

H2 == Trusgt( -0.082 -0.633 0.527 Mot supported
Alernative Attractivensss — Trust(integrity) 0023 0.236 0814
Willingniess to Customize —- Trust{Competence) 0.387" 0.123 3.245 0.001

H3 Willingness to Customize — Trust{Benevolence) 0.4607 0.138 3.214 0.001 Supported
Willingness ta Customize — Trust{intagrity) 0.377" 0.1349 2788 0,005

Hada TrustiC o) — Financial Switching Cost 0.170 0.134 1.541 0.123 Not supported

Hak Trust{Competence) — Procedure Switching Cost 0.342™ 0186 0.0z Supported

Hde TrustiCompetence) — Relatonal Switching Cost 0.388" 0.129 g Supported

Hba Trust{Benevolence) - Financial Switching Cost —0.246 D.042

Hib Trust{Benevolence) - Procedure Switching Cost 0.24%° RiL T

e Trus & ) — R al Bwitehing 1 B 0.143 0144 Mot s 1
Héa Trust{lntegrity) — Finansial Switching Cost 0.5007 0,148 e Supported
Heb Trust{lntegrity) — Pracedure Switching Cost 0.198" 0171 0.082 Supported
Heic Trust{lntegrity) — Refational Switching Cost 032" 0.133 0.002 Supported
Hiz Financial Switching Cost == Relationship Continuity 0.333" 0.0 e Supported
Hb Frocedune Switching Cost —= Relatiorship Continutty 0,166 0.067 0.04 Supported
Hic Relational Switching Cost — Relationship Comtinuity n.2z3" 0.08 0.01 Supported

Madsel fit: ¥*=792.22, di=389, RMR=0.061, RMSEA=0.070,GFI=0.808, NFI=0.815, IFI=0.896, TLI=0.874, CFi=0.894
o, p005 one-tailad hypothess {est
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fr(metaphor)= F+ 7B 7Fe] FAME (similarity) ¥ #H¥/d(relevance) S HIR O R Au| Aol A]l & H
(resonance)& sl FAM HF T dfrfoltt. sHAIRE FAol A FoFard A vt FAPE S A
Sota gol: dd A= v vE Aot 53] & ATtelA Haak sk vbojHE o] &3t
ToFae] e HdaE Ay, A ok wiEs #d AT AR AA e

Rl AN T stuE fdstE = oot Autdlel xdS oM, A WstE Fa o
g 59E dods WHolv (A, A 2008). wEojRel w3k QHEA A2 (IDT) AlZs W=
ok e shAke] V|tirp Ak FEel A Ale] AAE AR Fdshs Aot AR v
2 ojoprlatis AEH FEHE ohus FAY Zbolut eh=olyyt Z2 v TAIA R HeiyE
T g glen, gEde dhojl Adol S vAY. I el Wi st =2 B4 AA
ROFAA Aol Ak ddHoR WSkl i 5 5 dhabe] wWiEe] ek A A= vhofH S
grrete d S A ¢ AuCHE T 2017). whEbA wroplo] whed] dAe WhHE Edshe ARt
o= I g3t Addva 2 g gluh. whoiyie] g3 WS Erter olf A= Zo] ofyzt T
o] FA(FEI oY AoA(HEE 5), tsprh dojub= el tiegk Jr, Fxe 54 Sol F43
© e AeAeS SA olF X th(Happe 1993). Abgrol mEpbd = A A R3S == A B
ol 2dS d ;e A= AbEE e g s, ol vbeyo] ZEx mlaie =l diglh
Aol A4 mder e Aed AARG A7) fEolv(drd Tt 2017). ofel & dAyAbs 7o
o] A7E Faf, Wiy gt e dAzAN O dAYUSE Sk 71F seldalet kA
A FelFaE ol&ste HAI st .

Bl Eds HIS o vehdte F 7R AAA ke (E] 44 AA vs. A7 TAH AA)

FS wE 7IE A9 F71E FA oletd /o174 E7](altruistic/egoistic motivation) = T2 G
ATt olEtd s71F F7] ALY T4 HA o] Aalo] ofdd ERRIC SHFS 9%
A

olaL, o|7|A F7& F7IE S A4l o]ojely &S FAst= AS 9w gt (Eisenberg,
Eggum, & Di Giunta, 2010). ©] F&o] FQ3 AL ole}d =& o714 F7|7F F=49¢ 93& 5=
ol me F57] 399 AuAdoly A &Aool EEb x| 7] wl o]tk (Piferi, Jobe, & Jones, 2006).
wv A7 BEEHE AAHAA olEHEH =2 o7F 7] F o' 847t ¥ AeH Z}%OPOQ*X]E -"Tﬂr

wet7] flalM = GAA kgl gk ols7F Basith. S, AAle] ofd BRI BAS HAS w A3

st AAA W Bl FAA AAS A7l T4 AR RS ¢ dok(Batson, Fultz,

Schoenrade, 1987). EFQl T41A A A wbg2, B3 XA EQ1S 7M9A =711 s4sk= FA

kel ofof wbs| 2] FAAH A A ‘i}%% 22 2le A2 B A4 (EE 5)S X

3t AAE AA g, 54 A WSS o] AStA ERbsh=ThE o EFA /0] 7] A
1

Gailliot 2007).

.

)

]

_

-
>
ot
2,
2,
I
ﬂ,
_L4
) [

o) % Mo B AToAE 1% BB WA oA, 1 &S WANTE B Bl 34
4 2o A7) FAH AN oW @ PAow welshi=A Adnug Gk, o /¥ fEs ol
2 ol Folga wAAe] Aol 1 Fist BALE HHo] oHAAA, o] 4AAe] T A

718 e ohgst FokollA WY 98-S sl AoE gl (A, w20},
Takemoto 2009; oW, <k2m] 2010; o|Al4=, #HA2 2010; Milyavskata, et al. 2010). A}7]8
N3p ERQlo] 2] Ho] A Arlo] uta el Az, 5654 #7]4E)

@
@]
=
(’3
o
j=)
wm
—t
=
=
job)
fo
>
S
9
2

-104 -



Aol AIZE Abgre AARE AEFola Bl FRETA Aty Apke] 5574
o] dth(Markus & Kitayama 1991). ®FH, 5 o]E&4 2p7lsfAlo] -Alg Abghd 2pAl
oA Aeolat zAple] dEo]l Bl ey WA AACd e AldS 7R3 vk Markus &
Kitayama 1991). o]&2 AR3[% wWigte] we} FAsta 7PAA] A4S 7HAH, ARSA A9 3 93
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1962: Stotland 1969). $tH Segal (2011)& AS]A FZ¥(social empathy)o]2t= Af
22 7de AMAlstaE, Zdempathy)ol A 273t XA BHoz A
+ AR FZoletd, ARlA F4(social empathy)olet TR Fdak &7 AAIA

015} |
Wl 580] o]2old W YAEE Soltu dstele

HL. &= MR AR 3442 7380 B+ 9= o2 Heolo

H2. 3= 28R AR} $42 A3AIE Fuliel =0l 8(+)9] I ulE Holok

T3t B AdFe 5 AH|AY] of/d/d(femininity) HA] F1gHE Ad]o] AFAQ A
(+)9] e A Zoletn olSsteict oYL AwoR YU, SHA. A4
A 59 EXoz AMHAHYL]=g|(Davidson and Freudenburg 1996, Dietz 2002,

Cottrell 2003, Martell 1994), wa}r ofde FAHEC g7 Zetdoln, FHat &
=9 Helof oish o #de UEUls Ao deA o ot wddstol g2 Ao

AFESL ool A7 auleh M YTWAL 1Y oz o5, A
ZA72 58l 15 FY AMYAS UFSYHZelezny 2000, Raty and

Carlsson-Kanyama 2010, Brough et al. 2016). 5}X|9t o4 dA 3t Xlgbd Av|3l=

o] Aol ofgt MBATELS F2 AT ool AR o 18 s

-

o AW £UYE W] Ao|S WS 1 SH AEAsH: Aedo] Lx|:
A7} worch wlep B A7t olgiolets e B o4 oujstt 7
o] ofya} - wrolAL R & Qi ZHA S4S ojujsts 2oz Aol
oh. kAl @), ofgolats Ade ojxo] gEsdoz FAEL Aleloz Aol
9 Jjdol7l: shRlgh AMZE i) B Ao wAIglo] Wt ol w7
U 7b2 4 9 B Sadoletn & 4 9tk 22l ool ofat ol2id mat
q ol soRr %o oldd(se UAA. olEbd, EA4 and R WA, A
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- 108 -



oal Zolct.

o

ol 8(+)<]
AiE Fufel=o ()2 I

|

A
a

&
€

o
=

378

A

H3. 3 2[Rl of

olal Zo]ck.

o
=2

o

2 Aulrle] ofx

H4. %

=
o

a

A
Sy

o] A}3]

=

o2l et

o
=2

1999; Chan & Lau 2002;
532 2ula}

S
i

L
dRlE il B+ I

t} (Kalafatis et al.
2003: Moisander 2007: Ha & Janda 2012; Kim 2013).

A Joz 7|g=En.
A

o A

A
_l_'

=
a

o
=2

L.

g7 Au| AR A

1A
1

—

[9

2 au|xtel

=
S

21}
xlo
H5. 52 2u|xje]

1

|

|

Diamantopoulos et al.
ol &=

5

R

~
__O\_

&)

AL
100

ool wof o

it
=3

1274 A

o

_1L

b o] £ ol &

L

[}

o o
= AR} & of

T
=)

=
K3

=

@)

A3 A

]:4»2.

o] pujol=

bl CH(H2).

L

=)

o AEA A

deolle o

1__

L.

i

%
3

73

olJ
o

- 109 -



1o
.
JI
e
=)
=

;A_ r

|+ + + + +
B
) . :
| & T |5
oo 2|
— ol . Y
Q = ) _ <
_/.A B M K: =
@ %Lo_.o ” O_E O__._._
B o _KE o ‘_._,m.o
T — 50
of 5 | B | ®
00 M oju or
o | £ | g | o | %
T | F B |5
x s o K =
LSO O R B
_— ol %0 E._
ch = o | 9
|| F |z |=|7%T
7 o ol N
E % = m‘m il Ho
NS = Y
oy w ol JMo To
_Lm e o | @ E
T — [l
R B
N G -
R A
TE |5 2w
3 Sk T
S R A - S
| oo o | 4 %
Klo < rr i
i Ko K
o b
H_._._ — N (a9} < Lo
|zl |z ||
N

-110-



Au]xte] Rtopjdat
2] AEo] uAE WA B

QM2 sAEs} o B2 2EWY bR =AM ABol SPTeR A BENY AKX
AE] ojulst oStERA We AuRES Alve] AYe Eeld
B S ofstl Yth(Wu et al, 2017). A AEUlo]X] (customizing)o]ats 73S Higlo g =

£ Jpgo] olAIT & e chret Afolxeh Rope) ob) B FASIRL TAE shwe] mw
HA 5
b

-|>
;O
rr
on:
i~
lo
u
i)
x
o

2H|Ate] F3Fo] we} 7S Aol WS PstetlR HiA|E 4 =S ot AR, o2
A2 ATt o ol st LA gt AuREL FAHUo|YE S 9Hoz v
HAE 2DE &71= OA UUhS 93 AN AES 2718 Yk @) &, 2Me] nvAc
TN Atole] B0 AobF OB (Wu et al, 2017) A50] A9 AFU Forxtd 2 Y&, Ao
CUA] L AS7F BE AlZo] golxtd 4 = Az Wt ¢L % Q5] & ch(Eckhardt et al., 2015).
JB8z 3T M HHE 2H[7F IAAQ S Wit AR #HEAA Yo,
AHAFES] HAIHQ] HAE AF oot WAL ASo] LS| APHL Y=d, HAEY
AES FUiY UH £717F dE 2HRE 5, 554 2771 22 2vlxto] HAE PA o] we,
AR 2] Algo] Oigh d27t § w2 ez UERGTH(Shao, 2019). EF 7] ZHAI/Go
£ AUAECG S54 87t £2 AuAt: BAcs ¥as] B AERG A9 Bolx ¢

F

BIY AES ¢ HAssicts A3 Aabyp QY h(Kauppinen-Réisdnen et al.,, 2018). ©]2| gt v] A&
2Me) BAE Tols Kloksclnol WAT Wetolx] AmE Wt YCkEckhard: ot al, 2015). A8]0)
S TS Goh Als U M e T A A% 5ol 250l e

H]AIE2 150 Aste Atobs W 4 J+= 71 =AY AEFS FLUisHA T,
e AgSel & A4sA Fokt AV A G Adel AES HBLE ek Waetal, 2017,
2e22 ¢ A7l 348 Aol AU AYE 1 Avime] VAL kel AZA G
Fulol =g AFetn 1ee AEel S54 A7 47 WHA Bo| 9ee Wl Aok E
Axal QB Folste Aulxte] Rfophdo] E54 527 870 UlAE AR AFSLA Ft.
2R A =2 AF Fult #E Aopid2 1 Aoz ujxle FFY Ul et
37 = sz Udth 98, AEda 285 PMe) AEe pujsto ek Jjele] whE, s
5 275t %82 st Aebldo® BYTHH(Chan o al. 2015, 38 Aoiolyl o
HHolAe Axal MEL FulgosA thEolA Holx: ARl™ oluxiet xS Fst:
Ao d o2 Y MtHKi and Kim, 2016; Lertwannawit and Mandhachitara, 2012).
2 AFoNN = A7l GAlolE&2 Sl AH[R] Apot Zido] ApobE st AAFolA AL
AE au P50l UAE FFL AAstn, AuxtY] Aot Jjde] S54 87022 St
I

A YMa) AE 20 R zalojg sHA A2 oEo] nxt Je FHHo= MWstuxt

mlo
My

Audista Aoty Ak
P Asdstn Yty a4
3 A=opsta 793ty BK21 PLUS Post DOC.
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gt} RE7 A (Steele, 1988)+= AMR]A HAf|(social exclusion)@} 72 Xtojof]l Tigt JFo] thsto]
Atotg Hesh= AR w3 ozA, ol He AEe AR figh QAo FF2 uA U
ofUz} Alz]AlQl A2} AA| s¥=o] JFL Zr} (Sherman and Cohen, 2006). EFH E}Qlu} 1
A715 B3l AL Ktotg FFA|Z|AL St 554 FF £4(Snyder & Fromkin, 1977)+= 54
Tuf P-sol tigt AR ¥h3o] JTFZ U]R]= QRAo|th(Shao et al., 2019). T2pA A}7] A}
554 &+ -Q-:r"t —LH]K}‘—’] HAA2 ] P52 A5 & A= F2 aRlo] & Ao oigdn

~
A
a

gt £54 £7 S79 ™A WAL
ot AL e

oo 24 xrou*' U A e 554 27 879 2R W Aolck. A,
A7 875 HAS YAl WL AMY AE 20l omet mejugd A A o

r
O

=4
BHQ Qe U Holch A, A1 WA AFS WANH AWE o|ni Aot AW
=4 27 8790 WAS 2P oot
® A7el AMHE CHESh UCh ANel AT AN A ohd 554 47 670
AolA ulepoths HolA wlakAA 2Me cu] A7) Jleld & 9g AHolch £ Apop
A A 26 Alole] TAS SEH A7 470 AT o Wol2 A WA 554
TE AFstE AVIYAY AL £ OO B4 £ ARE AgE B
-1 (o]
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