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[Abstract]

Weather indexes such as temperature, humidity, wind speed and air pressure have been studied for
diverse life-related factors: Food poisoning, discomfort, and others. In that, the Korea Meteorological
Administration(KMA) has been released indexes such as ‘Life industrial weather information’, ‘Safety
weather information’, and even ‘picnic weather information’ that shows how an weather like to enjoy
picnic. Those weather-life effects also reveal on shopping preference such as an weather affects offline
shopping purchase behaviors especially big-marts because they have outside leisure activity attribute
However, since online shopping has not physical attribute, weather factors may not affect on same way
to offline. Although previous researches have focused on psychological factors that have been utilized in
marketing criteria, this research utilize KMA weather dataset that affects psychological factors. This
research utilize 1,033 online survey for SEM analysis to clarify relationships between weather factors
and online shopping purchase behaviors. As a result, online purchase intention is affected by

temperature and humidity.
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I. Introduction
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II. Preliminaries

2.1 Weather Index
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Table 1. KMA Life Weather Index Services

KMA Life Weather Indexes

Ultra Violet rays Index
Food Poisoning Index

Heat Index

Rotten Index

Discomfort Index

Wind Chill Index

Freeze and Burst Index
Frostbite Possibility Index
Atmospheric Diffusion Index
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2.2 Online Purchase intention and behavior
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III. Research Methodology

3.1 Sampling
A= AeRAE 59 ASEM(survey study)s

o =
I6ch SRAAYHL )RS Wulshs AYF 42

>~
5 e

ru\ﬂI 1o >
=
Oﬂ |_l.l
(SN
o% )
i
=, 9
~ =
>
s
5 o
o= g
1Ko
o X g
N
O
N
w
ro
~J
e
—
=
e
Hr

T
i

4o Ml
=<|DL_:

B~

ol

nfa

oz
b
e
n
306 5
N
3 .
N £
s
S &
rr i% olo
o
0 [
roh _E
or ==
(i ofo
oy it
= i i
2 Moo
1'9,1.“ EQ‘

o
e
Hir o
o >
2%
SN
N 8
Mo
o,
L
oz,
)
i)
b

(e}
o A1 7].20] o
Q

°] glof&fof sl

3 Hol”He &

— O
o
o &
fu)
2
n
ﬂ
Elor
=IOL_I‘
ule
1o oj

U
l‘-lﬂll
U]
tu
a
i
£
=1
0
N
N
fjo
Uz
o%
ol

UE
}\

>~Oﬂ‘
A4
> L

o
N
N
oz
AL
rlo
it
Mo
_l
i
4>
[ia)
o
o
>.
o 1o

Table 2. Demographic Statistics

Segment Population
Male 301
Sex
Female 732
Twenties 588
A Thrties 385
ge Forties 55
Fifties 5
Men 209
Women 688
Purchase
Inner 55
Category1 -
Accessories 73
Kids 8
Purchase 1 n
Frequency 2 203
per Month more than 3 119
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3.2 Research Methodo and Model
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Fig. 2. Research Model

IV. Results

4.1 Convergent and Discriminant Validity
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Table 3. Convergent Validity

Factor F.L(V1-3) CR AVE
0.865
0.877
0.758
0.850
0.876
0.854
0.808
0.729
0.729
0.866
0.817
0.688
0.843
P.I 0.845
0.803
0.829
P.B 0.788

0.846

P. Temp 0.823 0.609

P. Humidity 0.856 0.664

P.Preci 0.764 0.520

P.Wind 0.837 0.633

0.823 0.607

0.856 0.598
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V. Conclusions
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Purchase Intention ]i[ Purchase Behavior ]
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Perceived
Temperature
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Perceived
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Fig. 3. Result of Structural Equation Model
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