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[Abstract]

In this study, we analyzed the effect of consumer's cognitive response, emotional response and
behavioral response on online shopping stockouts (ISRI: Individual Stockout Response Index). And we
try to show the heterogeneity of the degree of consumer response by subdivision market based on the
regularity of distribution. The ISRI was developed by Kim and Lee in 2016 and 2018, which were
based on the items and factors of cognitive, emotional and behavioral responses. The exponential
stockouts response of consumers in this study will give an accurate picture of what consumers want
when stockouts. further research should be done on how consumers' reactions are influenced by
situational ~ characteristics, consumer characteristics, store characteristics and brand / product
characteristics. Especially, the price level of the product will affect the consumer 's response in the case

of online fashion goods shopping.

» Key words: Stockout, Cognitive response, Emotional response, Behavioral response, Individual
Stockout Response Index (ISRI)
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I. Introduction
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II. Related Work

1. Stockout and consumer’s cognitive response
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2. Stockout and consumer’s emotional response
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3. Stockout and consumer’s behavioral response
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Fig. 1. S-O-R Theory

III. Methodology
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Table 1. Regression Analysis
dependent | independent B _ (Multicollinearity
variable variable B s. e. B t Pl t. VIF
FF1 -.015 041 -.019 -.368 713 509 1.964
FF2 124 .045 138 2.733 .006*x* 522 1.916
FF3 -.009 .040 -.013 -.237 813 A70 2.126
FF4 71 .033 222 5.177 000%**x* 726 1.378
SDLLT FF5 101 .030 135 3.355 00 1**x* 827 1.210
FFé6 117 .034 137 3.463 00 1**x* .850 1.177
FF7 163 .040 220 4.029 000%**x* 450 2.221
FF8 -.035 .037 -.053 -.947 344 A34 2.305
FF9 .095 041 122 2.310 021= 478 2.091
*p<.05, **p<.01, ***p<.001, R2=.309, F=25.661, d.f.=9
tSDLL= (S+D+L1+L2) / 4
AR, A(DolA JTiA 52780 FA1)S &9 ol
&l IR opegst 32 7HAT) Alax(index)9] E2
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+0.135FF5,+ 0.137FF6,
+0.220FF7,+ (—0.053) FFS,;
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(1)

where, i = respondent number
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Table 2. Normality Test

Itern Kolmogoroy-Smirnov?®
€ statistic d.f p-value
Standardized 037 526 0870
index
*p<0.05, a. Lilliefors p-value modify
Table 3. Skewness and Kurtosis
: Skewness Kurtosis
t ..
em statistic s.e statistic s.e
Standardized
ISRI 262 106 1.096 213

Source: Kim(2019)
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