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ABSTRACT

The purpose of this study is to examine the cognitive responses and the corresponding be-
havior responses of consumers who have experiences in not being able to buy a product in an
online shopping mall due to it being sold-out. Responses were gathered from 526 consumers be-
tween the ages of 20 to 40 years residing in a metropolitan area. Each person surveyed had ex-
perienced a situation in which a product that they wanted to purchase from an online shopping
mall was sold-out. SPSS 18.0 was used to perform frequency analysis, factor analysis, reliability
analysis, and regression analysis. The first set of results of this study showed positive responses of
quality, discernment, scarcity, but also negative cognitive responses of careless management, ma-
nipulation of shopping mall management, and common taste. In negative cognitive responses,
sold-out situations caused consumers inconvenience. The second set of results revealed that qual-
ity, discernment, and careless management had a significant effect on product replacement
(Substitute, S); likewise, factors such as quality, discernment, careless management, manipulation
by shopping mall designers, and common taste had a significant effect on the delay of purchasing
decisions (Delay, D). Scarcity, careless management, manipulation by shopping mall designers, and
common taste also demonstrated significant influence on the incomplete leaving of stores
(Incomplete Leave, L1), while discernment, scarcity, careless management, manipulation by shop-
ping mall designers, and common taste had a significant influence on the complete leaving of
stores (Complete Leave, L2). Previous studies have examined the behavioral response topics of
substitute, delay, and leave. These study results suggest that product sellouts at online shopping
malls did not have a solely negative effect on consumers. It actually had a positive effect in terms
of discernment, scarcity, and the perception of quality of sold-out products. Furthermore, both
positive and negative cognitive responses had various effects on behavioral responses.
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{Table 1> Result of factor analysis on cognitive response

AP AE7NHE Bk 20149 07€
754989 gt
AFEATgHZ
FAol 485%, A4 515%°1H, AFUE
40t 34.2%, 3000 33.8%, 2000 32% % eI olE
B AT AE EA o&Edth AR A
SPSS 18002 HERA 99
34), A EEA, FHEA

ot ofy

EA(FAEEA, Varimax

A=Y
4 5g AN,

AP EAAN FHE 4P LuAAA Q1A
A e EFA oy, A, #BEAE, &aYEY
Z22 R Eg FHF 6714 8o E FARY
7} 2919 X (Eigenvalue) = 1014, LA8A %
< g ol i g glokes Al F49 AES
g st Aoy #3e] 4202 S H AL Al
S 5 oL E SAHHJT AT SHAME

ol

Cronbach’s aAl4=7} 701422 Yy A7)
FHAIGY & F

Factor Item Factor |Eigen| Variance [Cronbach’s
loading | value |Explained % a

I can trust the quality of sold-out products. 824
The quality of sold-out products is accepted by 817
consumers,

Quality Sﬁi-(j[l;tg.products are of quality and good design for the 753 | 3.489 26.841 869
Sold-out products are worth purchasing. 652
The quality and design of sold-out products are accepted 539
by many people. '
I think my fashion sense of style is up to date with the 799

Discernment [latest trend. ' 3011 | 23165 829

I have a good eye for fashion products. 766
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I think this product is trendy. 685
I can tell which products are the trendy items when I see 660
‘sold-out due to influx of orders’. '
It is considered that certain products were sold out
o 571
because other people have similar taste.
It will be difficult to purchase sold-out products next time.| .823
Sold-out products became rare items due to its insufficient 806
Scarcity |quantity. ’ 2.022 15.553 707
I want to purchase sold-out products because they will 199
not be available anymore. ’
I think that the shopping mall is managed carelessly, and 857
lacks sincerity. ’
I think the shopping mall administrators are not able to 826
secure stocks quickly. ’
The reason for frequent occurrence of sold-out situation is
Careless |due to the shopping mall management by an inexperienced| .810
manage- |administrator. 3.888 27.772 890
ment I think the shopping mall administrators are not able to 790
secure stocks quickly. ’
A shopping mall that experienced a sold-out situation 745
does not carry sufficient inventory. ’
Shoppers may be experiencing inconvenience due to the 718
lack of inventory. ’
Shopping mall administrators initially set small quantity to
create sold-out situation in order to increase scarcity value| .883
of certain products.
M?mpula* It seems that the manager of shopping mall strategically 842
t}ion by create sold-out situation to increase the desire to purchase.| 2937 20.981 878
shopping ) ;
mall It seems that too frequent sold-out situation may be 820
manipulated by the shopping mall. ’
Small price increase after quick sold-out is just a marketing 797
strategy. ’
I think my preference is common because the product I
852
wanted was sold-out.
Those sold-out products are trendy so I am not willing to 788
purchase. ’
Common : : 252 | 18042 796
taste I think my taste for products is popular because the
774
product I wanted was sold-out.
I think those sold-out products are run-of-the-mill for
694
because many people purchased already.
Kim & Lee(2015)¢ A ¢t vl 43 B AR Kim & Lee(2015)] A8 Aot £ Aol
WOAMAOR 4P| A AFS Bolnl ARY A FRH WS FAH Wge]l BE ok RS
§ ZUANE 479 Aok s AL B £ HAF 4 Uk Kim & Lee(2015)¢ 43 Ao
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{Table 2> Result of regression analysis on the behavioral response to cognitive response of experiencing the sold-out

in the online shopping mall

Dszzr;if:t Independent variable B T R? F
Quality .080 1.924*
Discernment 224 5.273%**
Substitute Scarcity .051 1.209 103 9.g99*
(S) Careless management 188 4.445%%* ’ ’
Manipulation by shopping mall -.020 =475
Common taste 017 410
Quality .094 2.249™*
Discernment .065 1.523
Delay Scarcity 144 3.398%#* 101 10.068%**
(D) Careless management 090 2.131%* ’ ’
Manipulation by shopping mall’s .208 4,951 %**
Common taste 104 2.452%*
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-.216
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-.053
.046
070
329
.206
2204
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.088
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216
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Discernment
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Careless management
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Quality
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Careless management
Manipulation by shopping mall's
Common taste

Incomplete Leave
(L1)
Complete
Leave
(L2)

*pX0.1 **1X0.05 ***p0.01
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