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[Abstract]

This study aims to stratify consumer market evaluation items from the Consumer Decision
Journey(CDJ) perspective and understand the relationship between laws/systems and consumer orientation
through the Korea Consumer Agency's '19 Korea Consumer Markets Evaluation Indicators. This study
divided consumer market evaluation items into the selection comparison stage, selection decision stage,
and post-purchase experience stage. And present a model that stratified the relationship with consumer
orientation of laws/systems and verified using the CDJ model's experience as a control variable. Studies
have shown that the relationship between the consumer market evaluation index that evaluates consumer
orientation can be stratified according to the consumer decision-making stage and positively affects the
relationship with consumer orientation of laws/systems. In addition, the impact of consumer market
evaluation variables (reliability, and price) on the consumer orientation of laws/systems was different

depending on the presence or absence of consumer damage experience.

» Key words: Consumer Orientation, Consumer Decision Journey, Choice Variety, Reliability,
Customer Satisfaction
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I. Introduction
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II. Theoretical Background

1. Consumer orientation and the consumer
market evaluation index
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2. Consumer decision journey
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III. Research Methodology
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Aol AZsH= 204] o3 SRt 1,084 & 31,000
e BESESIY O, A7 2019.1.1.~6.30.(AF8
7]) S AABIATL 7} A Au|Ag ool 8at 7
o] QU= 204 o|Afe] 2uIAE TPFOR mAPK|oNE, e
Yeg D HRuRE() 2T + AU

ruE

=

g, =
29 Mgslo mEG 327 ARoITHEL).
Table 1. Characteristics of Sample
Sample N %
Male 14,857 47.9
Gender Female 16,143 52.1
20s 4,890 15.8
30s 5,300 17.1
Age 40s 6,165 19.9
50s 6,952 22.4
Over 60s 7,693 24.8
IV. Results

1. Test of research model
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33 A7, d1RYe] NPT Yehhe
x2=8851.832, df=62, «x*/df=142.771,
p=.000, GFI=.957, AGFI=.928, CFI=.970, NFI=.969,
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Table 2. Confirmatory Factor Analysis

Factor Item B SE t CR AVE
Choice | CV1 | 828 314 | - 296 | 661
variety | cv2 | 798 | 363 | 1532 '
EC1 = 808 @ .347 -
Easy 766 621
compare | Ec2 | 767 | 412 | 1499
PR1 483 534 | 1300

Price PR2 781 390 | 1554 | 808 586
PR3 .825 319 -
TR1 .783 387 | 1545
Reliability .788 650

TR2 .829 313 -
ST1 .786 .382 -
Satisfaction .738 .585
ST2 743 448 139.4

CN1 .838 | .298 -

Consumer ' \o | 777 | 396 1567 846 647
orientation

CN3 | 796 366 1622
X=8851.832, df=62, x*/df=142.771, p=000, GFI=.957,

AGFI=.928, CFI=.970, NF1=.969, RMR=.038

2. Test of research hypothesis
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Table 3. Path Analysis of Research Model

Factor B SE t p

Choice variety — Reliability 204 .033 6.012%%x .000
Easy compare - Reliability .703 .035 20.299%** .000
Easy compare - Price 572 .040 14,697 %x* .000
Choice variety — Price -.213 .032 -6.610*x* .000
Reliability — Price 571 .020 29.815x**x .000
Reliability — Satisfaction 358 .020 17.216%*x* .000
Easy compare - Satisfaction .360 .037 9.299%x*x .000
Choice variety - Satisfaction .022 .027 757 449
Price - Satisfaction 251 .018 12.692 %% .000
Reliability — Consumer orientation 278 .020 12.276%*x .000
Easy compare - Consumer orientation .069 .036 1.952 .051
Choice variety - Consumer orientation -.035 .026 -1.344 179
Price - Consumer orientation 615 .020 30.587x** .000
Satisfaction - Consumer orientation .032 .031 1.127 260

x?=6585.467, df=61, x*/df=107.958, p=.000, GFI=.969, AGFI=.946, CFI=.977, NFI=.977, RMR=.035

**x*xp< 001

ORI G AstE APRPY AuAIAFY B2}
TS WSS AAuIAL AR ool me} Top
o2 AFsiE 4 9t 2o Yk,

B39 At FAAoR AmEH A HEiTield
(Choice variety)l} 8|1 -20]A(Easy compare)2 AlZ]
’J(Reliability)ol]l 378591 g UlRl= Aoz T
CHREZ3H4=.204, t3}=6.012, p<.001; EEHAS
=703, t4}=20.299, p<.001). 53], AH|AP} H]W7Fs7d
o] =Tl QIAIE A= MER] Theldo] vl Al2]/do]
ol =7 YJAlGhH= A= YERTh

=R, Blu-go]/d(Easy compare)> 712Q14](Price)of|
798 FFE Rl AR UERFou{mEe
=572, t3}=14.697, p< .001) MERC}Fd(Choice variety)
= 7141 (Price)of] FAIQ1 =2 UlRl= Aoz Y
EPATHREZ A 4=-.213, t3}=-6.610, p< .001). o]= A&
H]ALE0] AfB]Ad] tiste] M=ol =0H 714
oish ekttt JEE mjofet 4~ glZ 4 QA "ol Ik A
g|29] 7Aoo dste] RA 0 R QIAlG = A UEL
ok & 4 Qlok

AR, Al2]7d(Reliability)> 714 (Price)2t  7]oi9HS
(Satisfaction)ol] 374AQ1 FFZ UlAl= Aoz e
CHEZSA4=571, t3}¥=29.815, p< .001: B&ESHAS
=358, t%4=17.216, p<.001).

SR, Blul&o]/d(Easy compare)i} 7HA(Price) 71

tiRt&(Satisfaction)of]l S7AQ1 FFS UAlE o=

oo

UERG OLH B &3H14=.360, t34=9.299, p<.001; B&E3}
Al%=251, t3t=12.692, p< .001), AEIC}EA(Choice
variety)a} 7|0fjgH&(Satisfaction) 7t A= AR
2 RO %2 Aos UERITHEESAI$=.022, tak
=757, p=.449). &, Au|A0] Tt HEiCIoMd- AH|A}

of g0 o] G Ho2 BT 4 Yok

oA, Hlu8ol/d(Easy  compare), A2l
Reliability), 7}4(Price)2 ®/Axzo] AH|RIX|EHS

(

(Consumer orientation)of] J&FS O|X|= 7102 UERG
CHESSAI4=.069, t34=1.952, p=.051; BZE3A|5=.278,
t24=12.276, p<.001; BZ3AZ=615, t3r=30587, p<
.001). ojgt, MERC}eFA(Choice variety)dt 7|CigHE
(Satisfaction)?t WH/M|E9 AH|AIX]3M(Consumer
orientation)o] A= EARCR golsir] g ow
UFEPSTH B E 51| 4=-.035, t3t=-1.344, p=.179 ; #&3}
Al5=.032, t3}=1.127, p=.260). o= Ed1t= 2] ABJA}
7h A T do] wrhal /A =] AR 0] =2
702 QlAlsh] g itk 2te e gick

3. Moderating effect of experience of damage

ATEA 3 “AHIAK|EP IS BIkSRe A7
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Table 4. Path Analysis of Research Model by Experience of Damage

Experience of damage @ Experience of damage
Factor (Yes) (No) t
SE B SE
Choice variety — Reliability 623%xx .081 164%%x .035 206.23*xx
Easy compare — Reliability 167* .078 T4Txxx .038 271.22%xx
Easy compare - Price -.082 .087 =.210%** .033 -52.82xxx*
Choice variety — Price 247 %% 076 58 %% 044 162.69**x*
Reliability — Price 69T x%x 054 553x*x 021 98.471%*x*
Reliability - Satisfaction 37 3%x* .066 362%xx .021 10.10%*x*
Easy compare - Satisfaction A26%** 077 .365%x* .041 30.31%x*x
Choice variety - Satisfaction =117 .082 .029 .029 -61.38**x*
Price - Satisfaction 31 2%%% .059 232%%% .020 37.77%xx
Reliability — Consumer orientation 224%x .079 284%%x 025 64.78%*x
Easy compare - Consumer orientation .088 069 .041 31.85%*x
Choice variety - Consumer orientation -.040 .083 -.038 .027 =123 1k
Price - Consumer orientation T7 1wxx .081 593wk* .021 71 .34%xx
Satisfaction - Consumer orientation -.095 1.08 .051 .031 =4,93%%x
*p<.05, **p<.01, ***p<.001
oIS #loh Toidd f-7oll T 158 AHIAYY ¥ (Reliability)y} ¥]ugo]d(Easy compare) 3 7H4
ZHHA(AEO] ThPd, Blagold, ARV, 7IHiRtEE,  (Price)?] FdHol Zd Hlsi(&EEeAS=373, &k

714) 2 /A=Y ABIRRRIFEY] #Al] tisto]
t-tests ot} ARSI Afol7t A=Al AEsIT 1
2} gIR20] AR H7 el /A =0 AH|AA]
oA maliddoel whE 2Eaurt YERGTHE4).
FAR s AmEH, A, A2]/d(Reliability)of A=
AR 0 2 1873 (Experience of damage)o| = A&
YA} AHEIG/d(Choice variety)?] @] Zlow]
(B&E3H4=.623, t31=206.23, p<.001) msj7ddo] Q=
AH|A= B]i-8o]/d(Easy compare)?] dg=o]l o
710 8 UePJTHREZSA4=.747, 131=271.22, p<.001).
=R, 7HAUAN(Price)olld = iAoz mjsfg o] 9
+ AHAPT 412]7d(Reliability)2] @@= o] 20| vlali(®
ZalA1 =697, t31=98.41, p<.001) T34 0] Y= AH]
A= AEITEYd(Choice  variety)#t  H]w-80]/d(Easy
compare)?] @Fo| ¢ Z Zo=2 et EEA»
=-210, t3l=52.82, p<.001; EZES2=589, 3t
=162.69, p<.001). 53], A=Y 7FAQA0] 235]2
AR JFE Rl AoE YERS ¥HH, ¥/AIEC]

vy

l?]— O 1 uw
N3 e FHAA o] 714 Z1ARIAe Alzol
2o1ar} 3088 Yehin 9ok

%

S, 7|oiFE(Satisfaction)o|lM = JHiA 0.2 mj5H
[e]

A(Experience of damage)o] 9= AH|AR= AlZ]A

10.10, p<.001; BE&3HA|4=.426, t7}=30.31, p<.001:
Z&17A|4=.312, t3}=37.77, p<.001), WaEFo] g
HAle] o] o & 8912 e Ho= Yepdth

Uinl, H/A =9 AB|RFA|§Fd(Consumer orientation)
o diside duiRez  mjsidd(Experience  of
damage)©] = 2H|APT 714 (Price)?] P o] 24 H]
SH(EESHAIS=.771, t3}=71.34, p<.001), T o] =
2H|AR= Al2)d(Reliability)?] 3ol B 2 Aoz LEt
STHREES|4=.284, t3}=64.78, p<.001). T}ot, /A=
o] AH|RAIF ol tishA = wali g dab= HAIgo] Al
gk 7HA0] B& FQ5He Z o' UERGTE o] AH]AL
0] H/A=e] AHRK|F S AAlshe A2 /A=Y
Al2)/dut 7HARIAlof Qlo B g oo thgh AN mAH AT}

"este At 2 4 Yk

b H

4. Summary
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V. Conclusions
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