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Abstract

The number of Chinese tourists visiting Korea has rapidly increased over the last decade. It is important
to understand Chinese consumption patterns and shopping behavior because they have become major custo-
mers in the Korean fashion market. This study focuses on how Chinese tourists feel while shopping in Korea
and how emotions influence their attitude towards purchased products. We examine how planned purchase
and unplanned purchase impact shopping emotions and product usage satisfaction. A survey was conducted
on 550 women between 20 and 60 years of age who have visited Seoul more than once with an online panel
from an international survey firm. Data are analyzed using structural equation modeling by AMOS 20.0.
Respondents were asked to recall most impressive fashion product that they bought in Korea during their
recent visit and to answer if it was a planned or unplanned purchase. This study also measures emotions
during product purchases and usage satisfaction. The respondents are categorized into heavy and light buy-
ers according to purchasing power to determine the moderating effects of purchase amount. The results in-
dicate that planned purchases tend to deliver positive emotions that enhance product usage satisfaction. In
the case of unplanned purchases, without the mediating role of positive shopping emotions, it has a negative
impact on product attitude and shows the importance of positive emotions during shopping. The influence
of unplanned purchases on shopping emotions or product attitude in light buyers is not significant for the
moderating effect of purchasing power. Only planned purchases trigger product usage satisfaction when it
is mediated by positive emotions.
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2 QA AN B AT = #915190Th. <Table 1>ol)4] vhehe ule} 7bo], 24
232 4’=380.790, df=113, GFI=916, CFI=971, NFI=

IV. 917 Z o] ZAIHAKL EM 960, TLI=.966, RMSEA=067% W22 8- 43}
S22 52k WE 43 i3k HE A3 =48

1. AT EAN & E9 22X X (Factor loadings), %341 Z] %= (Compo-
site reliability) 3 Y+ 8A+%(AVE) o] T8

Ao AREE B2 QITFEFALY EAS AT EH, Ao Yeht SR FAANE g e
o A% 33.54]0] 20t]= 20178(37.9%), 30t= = grg 011] SAHET A H A2 e S 2t

1907 (35.9%), 40tH= 10778 (20.2%), 50t} ©]dL 329
(6.0%) 22 UERSTE 29| gl Wt A 8-S AT R
A, ghtoll 19 S Aol 47.5%2 71 Bekom,
291 HHESE ALgdo] 32.3%, 39 o)A Wk AlRe] 202%
Q1 Ao 2 UpEpdtt. 3HS gl o] 4447 (83.8%)
2 7P Ekom, thehel A8t o) 499 (9.2%), 353t

I % ol3lk= 207 (3.8%), 3L Al 8k Fo] 179(3.2%)
Ao & vt A Y2 AF-E 2059 (38.7%), 4 Y

)2 1127 (21.1%), 74 827 (15.5%) A&7 3]
73%(13.8%)8] 22 YEhgton A& o= vE
10073(18.9%), 71E 430 (81.1%) 2.2 7]1&2] H]go] =
steh 98 WA AF AE ¥E-2 2,000~3,00091F
o] 159 (30.0%), 1,000~2,0009]2F0] 155 (29.2%) 2.2
7H Boikth 93 7 10,000~20,0009] ¢}
o] 210 (39.6%)= 7§ w3ke™, 20,000~30,00091 2F
1329 (24.9%)7t TS Ao T=2] 1919 GDP
7,572€# (International Monetary Fund, 2014)9} <=+ 33
o 7HF 471 39090 A e w(Ministry of Agri-
culture of the People's Republic of China, 2014) 3 -2]
7}741 i%% F=r AA 7] Ha 2590 11,7001
l— o] 74 o oﬂxhﬂ 2= 011:} 7‘]—1‘ ;qoﬂ ] /\P
F3lE X 90] 39.1%E 7Y wkew 54
g}w A o] 27.0%, 3 A 16.8%, A
1%, 71EF A g o] 8.1%=Z YER)

Z2-0]0
ST HET

V. d7&

il

L 7MHHe MEE J EtHE H

oM

=) oo]HM_O_/\}\] S| ]_

A
]'H Cronbach's a#te] AWk 7]

gttt g7 8174
3‘%%-9] LA FE] BAZHOZE {9

M S 2 o v
o it

A
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, AL e} Al
AVE HEL AYEE 7
DA G0 AFHHD)L 2351 Fomnell and Larcker
(19817} AAI 8l HHEIE 7158 547
2 UERSTHTable 2). 5 712] A7 A
A= o] YTHA A AFake] =2
Ae]7] Wiiol A Faje} AlY Fuf
= ASS YA tiord B S ARSI TtHGleim et al.,
2013). Joreskog(1971)] A|otz} 7ro] zF A3A] 71 43
Al (correlation)E SR A 2FslA U =1) Z}-rriﬂl =3
olF o &M Ak melo] gro] wlA| e mdle] 4 gh
oJsHA zfoldS Bl F AV HEE S BoAE
0”3} AlE Faj e} vA| g Fuf W] WHEME = 7&%
S 913 chi-square 2to]78 AA] A3}, WA ol ot
g Tl o] FHAAE 12 Xﬂ ¢ Be)3) vjA| ok 2
Frolgh ol & Hof 7 acleo] g e g A= o

T l{r‘ﬂél‘c]iiumx =48.307, df=1, p<.001).
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AF7F HEHA l L}E}kko ™ (x*=380.790, df=113, p<
001/GFI=916, CFI=971, NFI=.960, TLI=.966, RMSEA
=067), ©1°ll 5702] 7Hd AFE WPt

7 13} 71 200X = = B o] ol A A

]Eg :rLqu'fL cq] 74]3‘2];@ ;q;o] _‘:z] H]ﬁ]i]zﬂ Xd.g-
o] A=A o whet ?LUH@F zﬂwJ AR TR mIA =
FEF ol DA FRlslsitt. A5 A, <Fig 1>l
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Table 1. The validity and reliability of the construct model
Factor Items Factor loadings | Cronbach's o CR AVE
I was looking for this product 919V
Planned -
This product was purchased based on need. 794% .883 750 711
purchase
This product was a planned purchase in advance. 811*
This product caught my eyes at first 896"
Unplanned P aiedied 782 644 658
purchase The price was inexpensive, so I bought it impulsively. T17*
Happiness 877"
Proud .867*
Satisfaction 919%*
Shopping "0 fortable 885% 963 946 787
emotion
Good .900*
Fun 857*
Pleasure .904*
I am satisfied with this fashion product 912"
I have an attachment for this fashion product .883*
Product usage ™17 i chion product. 905% 945 927 776
satisfaction
I think I bought this fashion product well. .850%
I often use this fashion product. .854%
*p<.001
1): Loading fixed to 1 in unstandardized solution.
Table 2. Construct model correlation matrix
Planned Unplanned Emotion Satisfaction
Planned 711 .886 701 .700
Unplanned 785 .658 .689 .634
Emotion 491 AT75 .940 .890
Satisfaction 490 402 792 930

Numerical value of diagonal - AVE
Numerical value of top of diagonal - correlation coefficient

Numerical value of bottom of diagonal - squared correlation coefficient ((132)

=271 =4 e ™ (1=0.304, p<.001), B A E] o)
S AFLFE AF A NS Ase Zlo® Y
ERHy=0.194, p<.05) 7Fd 13} 71 27} A A = Qi o
£ Bl B3 3 AL s AlFe] AR Al et 2
A=A AGHA] @2 FF4 AoldeA wt
AlF AR EETF gERIthE s G < AT
theo 2 Ag, uiAE ezt 23 2l miAle 9
FHE ek B4, AS A, BiAE v
R 2 el SAA YFE A AR VRt
7Hd 3(=0.316, p<.01)3} 714 4(y=0.421, p<.001)7} | A]

o]
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HATE ol WA Tl A3} AA

£ 2, A (plasure) 2 =
HYoitte APA+o Aol U3 ghh(Sundstrdm
et al., 2011; Yiiksel, 2007). 2% 74 o] A& ALE =
o] GE v Aolgt /g s 7Hd 5 A AAFH S
o} &3 s A 2 A He 8 A AlE AR
TEL G dEFS
0.810, p<.001).
T A Fe] o
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Z 7R
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il
427 gl

3 Ahe



158 st=20|FstalXl Vol. 39 No. 4, 2015
Before shopping During shopping After shopping
Planned
purchase Y\ 304nnn
4%k \
—
Product
Shopping 81072 usage
Ve emotion satisfaction
/ //7
3le*** /
-.194*
Unplanned L/
purchase
*p<.05, **¥¥p<.001
Fig. 1. Research model.
3. IfM ME FoichE FOiRE vs. 27 FOHXY )8k gFol 2B U] A ATHAY=17.244,
ol =¥ g4 HS df=13, p=188). th & ol Ak Hekah aif o ap ek
E AU B FUT FRELE /A A
Ha6sl Ul P, A% S 22 4Be Y IRLSgIon of Fo| FERIEAE BAFY 2HR
Sob) o) SR REAS s 4R 99 rzos Agsa.
7] 98 F79 BB So] PN aehes 2 <Table 355} 70| A7 T Aek 7k AR A Aol
2 @ B A PN ool ekl BRSE AFH Ak WA AE o Felo] A e 23 i)
) AT, 2, 1900l oo R 73% WA o7k ol FARE A, AF AL NI
Hler olg 7o ® A AF FrjEdol =2 A= AR w2k 4% A

N
-

4
AREF The PR

w(m F oAbyt e : W% fol5) A vebeth. Z, 2% P A
o AW 2k Aol 2 BS] Aol F /W 2R E Ao] AT AFS oS ol wr AFS A5
7 EADA WEEARS AFAAG. BAAT, AX  WAE BESRE A0 YEith Alg ) AdE &
H 24 RaAFEs SRIEer(f=s37217, B el ws) & oA frelahAl Ut A A
df=239, p<001/GFI 888, CFI=.968, NFI=.944, TLI=964, Z& i gjoll = AL A o] fakE 3 o]k 7+
RMSEA=049) &3] 2173815 AA]| BF 7 o) ol AF VEEE Fol= 0% LPE}LLE‘r o & -l
o' yeigth thae 2 SA4TTHS A5 el 7 Zke] 75, HiAI Y Ful 7t Al AR Rl mA| = A
Yoo aQwsge] B Aok mAL At ms  H RRE oI5 SR, 23 GAL vihstel A
sttt BAAS, olAg Bl BAHOR  FALE EEe] R ARE FoI% 202 ekt
Table 3. Comparison of path coefficients
Constraints model Heavy buyer Light buyer A
(Constraints Path) Stand. estimate t Stand. estimate t
Unplanned — Satisfaction -.122 -1.930 -222 -1.218
Unplanned — Emotion 442%* .802 .149 2.891 17.244
Emotion — Satisfaction 165%** 17.532 B73x** 12.231

*xp< 01, **%p<,001
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S=01 ZZMO| Jji=l, H=! 2010 A WIS AL BESSil OIXl=s ge-4d

20| DK clzts s

o} ol A AlFel #ilo] B =rollA A AlE
a] o] 2 T W] A5, Al glol T54
o7 Fuf gk AlFole FA = £ A SAHH AHS
=0 7o Al E S AR 1) ST %7 WE

drhs AS o v et (Fig. 2).

g pofate] A5 ok o atel vls) AlE ejrt
AlE AR Wil A= GFH A AS ol 7t 2o
A& st Al ARE RIS WA= FFH ol
o 2 Yebsktt o1& el 2% 7Rk A9, Al
FAEE FlsheThe] AF7E 9 A AFE AR

AT YERt A5} X5k A 2o th(Alba & Hutch-
inson, 1987; Brucks, 1985; Feick & Price, 1987). =, tl
o Pl REN Al TAE £ Rt AlFHECHE, o
St A Fo] A S Aol TuiEk Aol kol A
F ISR ol & 4

.
=
% ool

=

w3
s 84

B Fad Agacleld 2L & 5 Ak w B ATINE 33 AP @7 A AF 7o) 7
WO o) A mARHo R AES Prlse dol, A Pl 3L uARA ol el
AFANE FYH RS A F Agol FHHA Amel mE 2% BT T F AF A DEES
o} ole A AFolA o N, o Hofwrt = TrE skt 3 A AlF T gl whet i 7
AV AF TS A Wkl 4 0 £ A 2% Pl GHoR TR o)o 28 4G
Planned
purchase 2915
381%
Product
Shopping 65T usage
emotion satisfaction
-
A e
ns __-=""
Unplanned __-=""""
purchase ~~~
<Group of heavy buyers>
Planned
purchase
A437* -299%*
) Product
Shopgmg usage
R oo 873w satisfaction
P -
//’n.s ________
SO -
. -
Unplanned 7 _---" n.s
purchase

<Group of light buyers>

*p< 05, #4p<.01, #**p< 001

Fig. 2. Comparison of multi-group structural model.
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