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Consumer Responses to Stockouts in Online Fashion Stores:
Indicating Effects of Psychological Reactance and Emotion

Hyesun Shin, Hee Jin Hur, and Ho Jung Choo’
Dept. of Textile, Merchandising and Fashion Design, Seoul National University; Seoul, Korea

Abstract : This study intended to explore fundamental causes affecting consumers’ response actions from psychological
factors in the situation of sellout occurring during shopping in online fashion stores. In addition, this study devised a vir-
tual online shop in order to measure consumers’ cognitive and emotional psychological responses they experienced when
goods were sold out. The subjects involved women in 20s~30s, major customers of online shopping, and the subjects
were randomly allocated to one of eight questionnaire forms (2(stockout size: high vs low) X 2(product assortment sim-
ilarity: similar vs. dissimilar) X 2(restocking cue: included vs excluded)). The number of final data used for the analysis was
336 and through SPSS 21.0 program, two-way ANOVA and bootstrap were utilized. The analysis result was that con-
sumers’ psychological responses (emotions, psychological reactance) of online shops differed by means of varying stock-
out situations. The stockout size had positive effect on psychological reactance and negative emotions. On the other hand,
there was no difference in positive emotions (arousal) according to stockout size. In stockout situation of online fashion
store, the moderating effect of product assortment similarity and restocking cues were verified. According to the analysis
result, interaction effects between stockout size and restocking cues, product stockout size and product assortment for
psychological reactance were significant. Lastly, the mediation effect of psychological reactance and emotion between
stockout size and behavioral response was tested. As a result, the moderated mediation effects of psychological reactance
for substitute were significant when product assortment was dissimilar and restocking cue was exclude.
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go]slA Eth(Kim & Lennon, 2011).
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dojuhar sl d/gelth.
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(unavailability)ol] il #FH&Ao] FZ3Z(Yoon & Kim,
2008), oA} Ae] ofHe-S AHHs ERY, AW AF T
oest oz g Auke-S BRIti(Lugo, 2002; Yoon
& Kim, 2008). 223 FAlo Fxold, Fujed7|E Kol
IANEE st e YFA Whe-S HITHGogos, 2003).
mebA] 7|9 GgeME AF FAE oldd) Ao 44
T = To% B2 847t FArh(Emmelhainz & Stock, 1991;
Kim & Lennon 2011).
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g Sle vHAR A ArR S 22kl HE Hrlel 344 o
S olEo] & Al =] 2
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 2mpe] Whe-g A, ekl PEe

A HEZF 7R o2 7R S0l we &A1, A

W-g-0] zjo|7} oAl YR F=A] B M A} gt
2. O|BX uid

21. %1 sy 5311

FAL 2HAE i delA] FES e o fle Bt
44 (Unavailability)2] JEl 24 o= ™H(Lavy & Weitz,
2009), gzl wet ol sk AFL] FALHE HE] YAA
Q1 VM9 S dRE YA EEE Uro] Hesp)
% 31 tk(Pride & Ferrell, 2007). YA1Z<Q] 4L AF2] Hl
FAZE, ANFE AlZHreorder) & EFsHE AEY AT
<l =€l (lead time)®] AV Hxo] A B E=FAE9
A2 A5k AFe] FAPIE|olth(Pride & Ferrell, 2007).

2440 F4 olfp7t 4" A 1960dthe] A+
(Peckham, 1963)2F & = 9t} 53] 2 et Fdd gt

>
n e

T= TN LA AEN-E B8 Aol FE o]
F9 =9 (Emmelhainz & Stock, 1991; Schary & Christopher,
1979; Walter & Grabner, 1975), F22 I3t AH|x} Wk
A Al 7R © 5L HA= ] AEhA| (Substitute) @ T
7] &8 AjHE(Delay/Postpone) 3 HEH7 (Leave)oZ
BE Zlo] tisEzelnt. 2 o] FEdRelx 4HA sk
S AlEslsle] =43 A7 (Campo et al,, 2000; Corsten &
Gruen, 2003)& 53l @ vl# 4 (Cancel)’} HAL= ST}
AEO| 28 A (commodity), 7] (value), -84 (availability)
olghz Al 79 71 e 23RITE AEoleel w=d
F2 2 ol 87FsAdol met 77 ARl o=, ol87ke
AL Bal 2 AF] i 7Hx 7 Fo " th(Fromkim &
Brock 1971). thA] @3l, AFe] o]-87Fs7do] 84 7%,
= o]&o] &olskA] Ktk AiRle] AAd A, NS A
Al ez o Z 7HE Fols "rke Aol o
Y, 40 Al Bol ARE I wAA 2aE
2 Ath(Kim, 2005; Moon, 2004). o]Hel] XA ¥ 713]
FY AT AN e BAAE AnRA] AR O R
ZH|A7E o]§7Fs o] I E AlFol tial ddiFew =
7THE Fofs slaL, g3 eR FulEr|7t ASEHE A
tH(Bozzolo & Brock, 1992).
423 o] SJoll= Tt v HEollA B HHe] &
7t AFH oz FRIFC). Fromkin and Brock(1971)9] 4
TFAME Sl HAIAE A 2HRp o B 2B
S VYERAILL, Bozzolo and Brock(1992)2] 972 53] 3]
223k AFel 3 2R FEFE ERlsiiitt 38
AEF WA AE avRe] FjeleE FeA7E e84 At
£ WeERRlAL, ol 4] Al tigh dejz hito] A=
Ho] Al whiolB3} B4y delol we, ARk s
jarAA el & IS ASSIATHKim, 2010).
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e AlgA = Brehm, 1966), /1] AHFE & Pt
Azro] 3R FelA, B o BES A=
712 Aojdr ol gAsEE 548 BAGNS W &
H|ZRe] 234 &7t op7|He ASR® FA 1) A (freedom),
2) Aol et ¥ (threat to freedom), 3) WHih(reactance),
4) AH3]8-8- (restoration of freedom)®] 845 4oz -
JET) Aed whAle Alohibe ARke] A7 Aok A
710l wet viEste] BAYSHAl Eoh(Worchel et al., 1975).

g2 whlilo] Jrujdslelxe] LHR} P5-g AHskE o]
4 ZAZ AHEE A= U5 EX) S TH(Fitzsimons &
Lehmann, 2004; Kim, 2010; Schwarz, 1990). 53] J-m’d3t
oAlx o] AFe s|lade tE A+t dlEA ol (Kim, 2010)
F4 dsolu, AlFo] s E A AR AEske F
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A I Ex, AF, A%, A2F 5 A Basoigrt
(Clee & Wicklud, 1980; Yoon & Kim, 2008). ZA|¥ =&
2 ¢ E3 Alo] 3= Zloluk(Worchel et al., 1975) Yo2
wEd AEFS v “}Ol AFFEE BE, 2E|AL rRgel £A
B AFS FHAS o oS puisiA 2o ke A
& (Fitzsimons & Lehmann, 2004; Schwarz, 1990)%= 42|14
u}m—/doﬂ E“&]-QT;} o]I:'_ =3 A]g]z% H]—HI—ALQ_ 1 Eo}g] o

Tl A8 3-8 7Qle] 7Rl 71 (trait)e] HEEA] (Brehm
1966; Dowd et al., 1991; Hong, 1992) a|AL P52 o3|
= 7125 AFsEee & T+ 3

olo| wg} B AFolMe LA, & x| FE
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3 3 “}—(’HE, e, FAFE, 7IFE)e] o715
7] wlZo|tHBrehm, 1966; Parker & Lehmann, 2011).
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€7 ee, 2012014 A1 KTl A 891, AT 19 2
o Ang Fa B U@ —;%za whgo] HelE o] =7
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2000; Helm et al., 2013).

EHY S A3 AP e gt A= FolE 4= 3
£, A8AF(Campo et al, 2000; Helm et al, 2013; Schary
& Christopher, 1979; Zinn & Liu, 2001)°14+= x4l &

ooz FA 1) XA Q9(Storerelated factors) 2) &3
H 22l (Product-related factors) 3) 432 29l (Situation-related
factors) 4) AH]ARAHE Q91 (Consumer-related factors)S AA]
Sttt 53] & AFollx FEslok & a]lo] Mot AFH
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/40 = old wgt Melg)go] depxit. o] B A
olulR], FEHA, FEFFA Fol EFE=U(Chun et al,
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A=A uet AT AT, ARl e
g AESAL g
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HEe) JEPAS JFS) DI 2018 vlsie], 1
o 2mlAe] AL, A8, ABsh S BsP Apslolsk
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Ty & 2= gtk dukdo g SAMIS T B &4 SAM
olgh g o® Aol Egule] gt AFel ANk A4
ol vtk Hugs W XA FARE AEE or)
e Aol &4 fAMJoItk(Batsell, 1982; Suk, 2008). & 2
21 HE W WeiAIES tijtelel &S o, it TRk,
Hil3 Fel ATierEe] Hsg Awoln oleld 49 &
o] A7t 7S fAMEol Eoal & < ltk(Batsell,
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ALl Jide] EFEe A WASAL, e SARA
do] 71 7 (Lee, 1995)S vIEoR P4 fAMY S Aels}
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Fig. 1. Research model.
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A Qe e

B Aelxs e gt guke devhee 2
5 B3] 918 dde] 22l Ao A8} vl A=
55 AFste] Ago) ARSIt

2Tkl "I 7B 5L aPEAZ} Alo]EQ] Cafe24
(www.cafe24.com)E ©]&3le] 7125 AlZsllon, A=Eo
AR AFC] oW|A e BHE %0171 28l AA J]ruHE]
AFAR S ARSI, 2891 A
Ao EofA] oA 221l 43 *o*%l 109718 5319
T-o] EAef ulet °E‘XH e A =
A e AFS Adsh] 918t oﬁﬂ%ﬁm Ale|Edl &
FAth AFe 1E SMe AFEY AFe] e 9
(fAF T3 Type 1, 3, 5, 7, BIFAF 72 Type 2, 4, 6, 8)
At FEE AFS] AA7F FLsES 3. Fig. 29
Fig. 32 AFE9] dAE HojEt) IX*Q AFe] M =
2+ Parker and Lehmann(2011)2] A7 w2} 16709 XE

ATT
AAAA
:n!q
|nl

Fig. 2. Website type 1.
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A v T AR AFY o Bush] 9
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ATFEAE AZH] A5 2@ F vs. 2L x 2
A FAPE: AF v MR x 2G9S AT A4 s, ]
AAel 71 ARHEE Fsiglon, e 7 dEow 4
Astsict.
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32 87

E4o tig Agld dhie =4317] 918l Hong(1992)2]
LS Bl Z Kim(2010)2] ATl AMeE 88 3
Hedsle] F oFgo g AL 4o Ui s o
37 749 3], #AF 729 B, de, A2S
=343517) A8 &= 11719 EFo] AFEE A L(lzard, 1977

tnen

H-%

Fig. 3. Website type 8.

*Type 1(left): Stockout size(high)-product assortment(similar)-restocking cue(included)
*Type 8(right): Stockout size(low)-product assortment (dissimilar)- restocking cue (excluded)



Mehrabian & Russell, 1974; Richins, 1997), &H|A} =4 tj
SP5L SDL AF RS EO)E AEUA (Substitute) 273,
A7](Delay) 128, HEol(Leave)d s 1202 A3
(Costen & Gruen, 2003). RE &3 74 g7|E Hr= =
A= AT}

33 XEE Y 24
2 AR AR AR 73] 9 éE’_/’é% Fofe] 2Ele
2 QAAES FET Aol Ae 203009 48 ARAE
o2 AAEHUTE e 71{—8— 20143 10¥ 6¥~10¥
17902 22R1S B3l AAEden 2 A7) FA|e} AT
E2g AWslal, AA o R HoE el FeixE tdeR
Feqztel 7iQl PCE 3l ZJ@BE]?*E}. Fexte il A5
H]—_‘?_tﬂ 7<4 oll—_ XJI‘LE_ ;qgg]uq ]9]_ 7}: ] /é]z‘ﬂuoﬂ .g_fsﬁ_f‘ll:_
5 Af gtom F gl AERE 5 ¢ /A f3el 737
A= HHXIQ%‘IE} 3)5E $He F 3980 o] F BAJAE
SHE AAT 336771 HF A0l AREE AT
T QA 54 AwEE 20th7} 1617(48%), 30
t7h 17598 (52%) 02 Ak g2 Uelskon, 292 At
o] 1948 (58%) 22 7w HIES ARSI, Sl
548 (16%), AUFH7} 518 (15%) 08 o]E¢] Hlgo] A4 &
G2 90%E A ST Tho &2 71EF 229 (6%), A 15
H(4%) T2 Vet B89 99 7HASS 1007HY
o]4-2009+ wek 1183 (35%)2 1009+ B9+ 1157 (34%)°]
AR &2 7P Bekor, 2009k ©)d-3009+ w1 73
H(22%), 3009+ ©]73-4009Hd WYE 2178 (6%), 400%F o F
98 (3%) o= LENTH
2 Aol AESHES T3 FHE AE= SPSS 21.0 =
2aG AREste] SAFCE EAEHATE 28] AP R
FA=7 W An|Rte] 7LXUr ﬂ IS 91 zfo)e}
A A B AP T =
2] (ANOVA)YS A3t} 48] ‘é}‘ﬂ%‘# uxégl w7} &7}
7152 Preacher and Hayes(2004)2] FEZ~EFHEA] (Bootstrap

procedure)S -8} Th.
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]
2
3 38 ——  Similar
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362"
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Fig. 4. Moderating effect of assortment similarity.
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31 th(=10.35, p<.001, t=11.97, p<.001).

ARA S FEATE BYS B A, F49 F
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FAME (F=7249, p=007), E4=17)
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7} frelsldekennlgt 6761, t=3.91, p<.001). Fig. 59+ 7o],
ZHO‘I’_ r:}/\17]_ Xﬂ/\]E]X] g%‘g O LLH 352437]7]. A]ﬂx—l 1:1]—1:11—/\1
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E Agd whdile] ztolzt folskA] trhEiHIZk (1101,
=626, p=532). =, EA9| A7} AelA whie] wxe 4
ARl &= HAE A 203 AP DA 7E A 270
ARE fojgh Azt VBT, BEgh A fad o] Z3pelle mh
ZA AEA whdile] miXE F4A719] FEFE o] AY
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o=, FHa77F gl mxlE el oigh 4 fAL
A3 AP B9 2HaHE HE3ItH(Table 1). Fig. 63+
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Fig. 5. Moderating effect of restocking cue.
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Table 1. The result of two-way ANOVA of psychological reactance and emotion

Dependent variable Independent variable Mean square F P

Stockout size 9.851 7.678%* .006

Psychological reactance Stockout size * Similarity 9.301 7.285%* .007

Stockout size * Restocking cue 5.562 4.358* .043

Stockout size 15.392 9.210** .003

Distress Stockout size * Similarity 7.157 3.787* .047

Stockout size * Restocking cue 1.431 762 383

Stockout size 22.687 13.496%** .000

Anger Stockout size * Similarity 5.601 3.332 .052

Stockout size * Restocking cue 1.309 616 433

Stockout size 28.949 15.474%*% .000

Disgust Stockout size * Similarity 4.661 2.899 .086

Stockout size * Restocking cue .630 377 .540

Stockout size .070 .055 815

Arousal Stockout size * Similarity 414 324 .570

Stockout size * Restocking cue 3.731 2919 .088

4.2. QEIX'I I:||-HI-IA=I JFIJOI quH%jl_l.
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Table 2. The result of mediating effect path analysis (moderating variable: product assortment similarity)

Direct effect

Path 5 - Indirect effect (axb) Mediation Condition
a c
Stockout size — Psychological 676%%* .097%* 216 .096*[.012, .247] Moderated mediation Dissimilar
reactance —Substitute 676%** .001 216 .056[-.066, .051] Insignificant Similar
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Table 3. The result of mediating effect path analysis (moderating variable: restocking cue)

Direct effect

Indirect effect

Path Mediation Condition

a b c (axb)
Stockout size — Psychological ~ -002*** 144%* 216 .079*[.002, .200] Moderated mediation excluded
reactance —Substitute .602%** .105 216 .048[-.218, .013] Insignificant included
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Fig. 8. Mediating effect path model of emotion.
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Table 4. Mediation effect of negative emotion (Distress)

Direct effect

Indirect effect

Path Mediation
a b c’ (axb)
Stockout size —Distress — Substitute A42%** - 158** -.197 -080*[-162, -115] Full mediation
Stockout size — Distress —Delay 442%%* -.147* -.158 065*[-.168, .079] Full mediation
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