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Abstract Consumption vision is a visual image that consumers imagine themselves consuming a product
before they buy it. This study attempted to examine the effect of perceived consumption vision
depending on environment/body shape for online shopping malls, and the moderating effect of onlins
shopping experience and gender. As results, consumption vision has a positive effect on attitude toward
the online mall(F=7.077, p<.000), satisfaction(F=11.028, p<.000), and intention to revisit(F=5.630, p<.000),
and consumers perceive consumption vision with either environment or body shape factor as well as
with both factors. With regard to online shopping experience, it was expected the moderating effect of
online shopping experience on the relationships between perceived consumption vision and attitude,
satisfcation and intention to revisit of the online shopping mall. However, the moderating effect was not
found significant. Gender, however, was found limitedly significant to moderate the relationships
between perceived consumption vision and intention to revisit the online shopping mall(F=2.226, p<.10).
This study shed light on the effect of consumption vision on satisfaction, attitude, and intention to revisit

the online shopping mall and the moderating effects of online shopping experience and gender.
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Fig. 1. Research Model
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Table 1. Research Group

Group Environment | Body Shape

Yes (H)
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No (L)
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Table 2. Factor Analysis and Reliability Analysis

Variance

Cron
Eigen| Factor |Sampling|explaine .| KMO/
ligzsion|| ke Value|Loadings| Value d bzl Bartlett
s a
%)
C | CVl .859 737
\‘; ol cvz 875 | 766
S
Cv3 839 | .70
s U 4.288 71.464 | 919 | .907
P cvd 856 | .733
nblevs 846 | 715
o | cv6 79 | 633
F | E1 769 | 592
X
b | B2 860 | .740
e
TOLE3 Jgo40l UL | 658 | 67476 | .903| 897
e | E4 813 | 661
o | Bs 819 | 670
¢ | E6 853 728
S| s 778 | 605
) 826 | .677
S
ELS3 g0l 874 | 79 | a7 | o07| s67
Sl 4 841 708
t
i | s 794 | 631
o)
a | os6 849 | 721
A Al .710 .504
t
t | A2 853 | 727
¢ | A3 |3.094] 790 625 | 61.883 | .842| .835
q | a4 826 | .683
e | a5 745 | 555
o1 IR1 860 | .740
Rt | IR2 566 | 321
e
S n | m3|3.438| 886 | .784 | 68768 |.821| .871
it
s i | R4 895 | 802
i O
t MR 890 792

CV: Consumption Vision / E: Experience / S: Satisfaction
A: Attitude / IR: Intention of Revisit
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Table 3. The Effect of Consumption Vision on
Satisfaction

ss df MS F P

Satisfaction 44.521 3 14.840 11.028 .000

Table 4. Ad-hoc Analysis Result (Satisfaction)

Group 1 2
LL(4) 3.7472
Satisfaction LHB) 4.8028
HL(2) 4.8528
HH(1) 4.9194
P 1.000 946

N=60 (female, male together)
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Table 5. The Effect of Consumption Vision on Attitude

ss dff  Ms F 5

Group Attitude 27.298 3 9.099 7.077 .000
Table 6. Ad-hoc Analysis Result (Attitude)

Group 1 2
LL(4) 3.8767
Amemd LHB) 45700
HL(Q2) 4.7767
HH(1) 4.8000
P 1.000 640
N= 60(female, male together)
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Table 7. The Effect of Consumption Vision on
Intention of Revisit

SS df MS

Intention
of Revisit
=

30.739 3 10.246 5.630 .000

Table 8. Ad-hoc Analysis Result (Intention of Revisit)

Group 1 2
LL(4) 3.5933
Intention of
p— LHB) 4.4700
HL(2) 4.4767
HH(1) 4.5367
P 1.000 993
N=60(female, male together)
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Table 9. Moderating effect of Gender

DV SS df| MS F p
Satisfaction | 6.397 2.132 | 1,585 | .194
Vision -
« Attitude 7.157 3 2.386 | 2.091 .102
Gender Intention 12.15
of Revisit 0 4.050 | 2.226 | .086
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Intention of Revisit

Gender
Male

" Female

HH HL LH

Group

Fig. 2. Effect of Gender * Consumption vision
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