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Promotion Agency. 2021).
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Zoloh ek AFFet, ® o H2of wet o
Jold AIDA mEi gl Ful Zuj]
(Purchase Funnel)7} uj-$ v]= Q1A thE|A| 2
QltH(Court et al,, 2009; De Haan et al,,
2016; Li & Kannan, 2014),

oj2|gk aH|A}F A Wk 27| AFE
o4 T AR Azt 7o) oA o
2 ubg] thoks mAlS(AIDA, Purchase Funnel)
o e 9p ulAt kA o2t 3
%, 2 "2ua R EE L o] o
A (Consumer Decision Journey, CDJ) o|g}=

Moz Pl gy, bAE g 7™

AIDA Z-2 Purchase Funnel WO 2= 4
BlAF SAEA s AHsty] ol AR o
Folt}, o]& Y3l Court er al.(2009)2] A+
oA McKinsey(2009)9] ‘4Bzl Lo oA
(CDJ) o]gh= &ol7t Ao & FAatact, I}
79 anAF JAPEA I o] ¥ (Linear) ¥
HE 7143 uhH, McKinsey(2009)2] CDJ&=
218 (Circle) FES Zatth= Zo] Ex ol
(Edelman & Singer, 2015), o]+ AH|A}]
o o] $A4 Tl Tk A9 A
o ofyet aulake] olx] - Foul - gA - T
of - 7} 3ol 4ulat e|arE wAle] ofd
FOHEA dojd 4= Qlrhs AMAS ofu]sh,
Fu} ol 2lxpe] WFol Fuf oA ulx
Sol A7 e wRn A1Es L Yo,
E suixte] OERTE dMHoR &
T Q1A AR A ot B o

[e]

2H[XE 2 oFo oot Bl 24

T 3 H7ER o] FojA= HEAQ 4xH|A} ¢
AR ] sHAlf 7|28kl Ql=H|(Engel
& Blackwell, 1995), Sl H%E o] 9} &
g B2 o Aol o] RO A
QeI BA4o] w2t W Lula Fof 2l
HahAo] ek qli Aoz moreitt e}
o Anlzte] SAHARTA A Thapt RO
ol g0 FHsAEA 47 Qlajeh AR T
At % Tl 9, ol B 0%
S 7|EAE REoR Qg TARY 2AE
Bsfa} 2ot Al eNAEE WY
QA = Ao|tHSivaKumar, A., & Gunasekaran,
A, 2017),

oleh 22 avlzke] Tof AR B
72 00U 3 ol LA olol4
o 9 L lzel ezekel A 3
oA AT o B AT Msh A,
@32kl mjAo] &2telojzts wiAl7F 7k
A GEth= ol 2pol& B, o|Aomi
Bl o= 7P 2 Aol Eulolgh= miA
of ot FE2-E-/d(interactivity), Aol &
ZHd(cyber space), 33t HE ) AlF 754
181 Z2AA 52 & 4 9 tH(Maranguni &
Grani, 2015), wWatA 2 1= 9o} 42 A
PATE B BT 2 A WA ATEA

& A4Sk g,

A 1. AHIKE 0] O B 2ol 2T Ad[Xie] of

X A SSHE 0l e ofmef?
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OERS e, AR BA0] Fof o
v R EE

H T Aok
WA FokeheA v
Aol Tole] G2 HA o] 2
7F5}aL QJth(Bakos, 1991; Malone et al., 1987;
Liang & Huang, 1998),

S5), Mol svla) ool o

=

o}z & 4= 9t} (Urbany et al, 1989; Choi,
2005), wHebd, ekl £elAle] o olxp
QBN A AAR bz AR wet

oA sES OO0 ==3F A
E3F & = U= 5 4 Aok

N n{n
4

(Childers, 2001),
Bo] 2eel £elA thaol Al o
A 7171°) AL 2ol Folgt wal e 0

ZAdolet, 0|52 fuv|RE tiA e 4 -
PRA R AdSEA AR AYR gAg

4
o] WS o] B4 ARHE £ 2T
A ST 22kl mlyo] 9 &8 YIEYA A
H|A(SNS) ARg-ol §43] S7FskE Al7lof A%
o BT, ol Testo] Hr B 4|
24 - B2V Aol ol 48] SRS ¥
o]al QJt} (Wood, 2013; Berkup, 2014).
53], #Zoll= Covid—19 AR Qlsf L

o W 74 Bak opzt 2] 2ol
3 ol-& YAE vt 2H A7} F7Fst
= FAloIth(Kim, 2020). wHekAl, AAIH
ey g ZAd e S8E Al 5E of
31 aB|ARe] Hf 801 Thofsh= Zlo] T4

Aoz oAtET),
E B0l TRl il 89050] Al
Aol wheh A v]id BT ol 2
ol7] wizoll, = - oA Extste Fuf 22l

HF}L

o 2

m°1'

Table 1. Product and platform related factors: internal and external factors

Product related internal factors

Product related external factors

* Function/effect of a product
* Design/packaging of products
* Product up—to—date

* Price of products
* Product brands
* Reputation of the product

Platform related internal factors

Platform related external factors

* Comparetive/search convenience of platforms
* Convenience of payment/safety of the platform
* Convenience of delivery of platforms

* Recognition/familierity of platforms
* Promation of providing platforms

(Events, discounts, coupons, €fc.)

34 ST The Korean Joumal of Advertising
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5} (Olsen, 1972, Teas & Agarwal, 2000), 9
N A AE 4450] Lulnte] ) AE
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Kleine et al., 1993; Kim, 1998). |4 A&
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= = AtH(Lynch & Horton
1999). etol AES Hesh E ok aglel
ZHE9] H< w4 (Malone et al, 1987),
=

AN £ (Cho, 1998) S 4] #R2] SLujof
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7l © Slel 2 igel v*}SPE}(Bolton,
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= 7190l AL AE W ABIAE o]&5he
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233t Ad|R} Ftuf] oA (Consumer Decision
Journey) Mg S Astaxt shalom,
e HYATEL B2 aule] 43 o)
SAE AA 47 GAR Y3tk (Lavidge &



[Provider:earticle] Download by IP 125.143.159.150 at Monday, March 21, 2022 1:31 PM

Steiner, 1961, Engel & Blackwell, 1995), £
AFolA= 2 7He| ] HE Al E A6t
gov], Zzke] 23 o WA ot ge)
L oge g
1A (Q1A]/31] A ohFet A dolA] 4xH]

A7k 2% o4 A% B Q) A

3THA (A e A): oheFe AHE o AH|AE
o] uj7} o] Rolx| T

4GA (F7H37] A i & 2 AR &
28R A|EZL Hrlests WA

(Table 2)&= FHAEY AFEAT A 54
= UEHAL o]& 3l & A Hofd S
AEo] 4d, A, AP TN LT B

Table 2. Demographic Characteristics

AHITH AT OO TSt B ot

i)
2
s
oo
o
‘1 \
1-'0
i)
oS
s
i

4, A7 ZAat
1) AHIXt AT 0%y 3}

(1) AHIXE OHK| ALR S4g

D A% WA AulA A oA %

(Figure 1y0] 2w v 7}212] 61 THo]
A 2w k2] oF 80% o]4ko] 27 ol4el S
Agsle Ao gt QlA/Zu Bl
A= oF 99%, A Bl A oF 92, Tl o
AAE oF 89%, H7l/E7] WACINE o
82% UER}, ©] sluto] ofAut ALgsie
AR5 R og A WAl AA 27
olitel ofe] i AE ALgBIE 4H|he] W]

ke A BRI 4 g

-

Gender Age
male femele 20~29 30~39 40~49 up to 50
568 573 285 284 286 286
income
less than 30 milion won a year between 30 anjesro milfon won & more than 60 million won a year no answer
419 462 168 92
Occupation
Full Time Pert Time ful-Hime: housewife SeHBu_i::}ZZed college students elc
654 118 127 80 120 42
Purchase Frequency
more than four times  two or three times a ) less than once a
a week week once a week 2—4 times a month onih not use
7.8% 26.3% 21.12% 32.34% 12.18% 0.26%
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75% 73%

8% 7% 10% 8% 9%

Stage 1: Cognition//interest Stage 2: Search

One Two~three 4andmore Etc.

63%

18%
1% T% 2% 6% 1%

Stage 3: Purchase Stage 4 Evaluation

Figure 1. Number of platforms used at each stages

S3 S4

m Portal/search engine Open market

M Social commerce

W Brand shopping mall Offline m SNS

Figure 2. Share of platforms at each stages

@ AR GAE oA He&

(Figure 2) 2} o] 48|z} o o] A
AE AFES AHEY 4712 GAofA 2
ALO|E A Aw A SNS, e Zubl, A&

ey

HEF & TFR WA ol S H A S-S

40 Z0sIiT The Korean Journal of Advertising

2 Fggo] Wolt v, oZnpln 4
Ao 0] Age Sobs BET
QU3 2 gl ol <lx)/Fn] 1el3 A4
AA T, B7H 3] BAR 245 2
ol gL volx:, T, H7H/5717k
Qlojuh 3, 4gkAlol A S.Znla 44 7]
2o o] Rt Ang SUd

({Figure 4) #11),

© AA oA 9 ] BA A A
2 yAd Efiazzro]de] 7ESkR <l



[Provider:earticle] Download by IP 125.143.159.150 at Monday, March 21, 2022 1:31 PM

2HXE 2F OFE0Y Theh FAMA At

A gl FRE Q13 o] 8- prho] PCofA] HHll® ol et SHEFE AREALY] o2 ES F7tst
A3tE] 1 Qlth(Korea Statistics Office Report, A H=d, 1gA oA 24 R GA T A=
2020). & A5+ A3}9] (Figure 3) A= gHelgt W 7P S A ARA frAlEe Holsal
= Aol AHREE] A gl Sl THAlof|A] B e EY APO|ES}F @ ZopFl At ofuje} 67}
Hupd Ad o] o-§-E0] 70% ool e, AlE A oA oA H 7ER] £E53 sEe Hoj
HAE PCOA shejeie o7} BHpYofA o] A Qe AS Y 4 Qo
oAz &HRR= oF 16%2, ol= YAV} AdEs FAHoR AuEdA ARz, 3GA e o
5 PCHT} HHFUC] ARG BIF0] £OFA|AL Qlthk= Az AP off ZHA|ES] AREAL A S
AIE HolFot 7P |4¢] shEtshal dles HEd 4 Qe
g, ol= ©AZE MeEps AP EQ Jof
@ &B|zke] SAE WA 2] 5ol o] ZojErH= A oJujgitt ERE, @
(Figure 4) 9} gro] &u|&} o ©A7}F 213 ZupAa &8 AmA T3 exetel Ydo
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30.0%
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PC

Mobile

Preference

Search Purchase Mobile search . 94.85%
79%

27.87% 26.99%

71.43% 72.48% PC P

e |

0.00% 20.00% 40.00% 60.00% 80.00% 100.00%
Mobile 5 PC
purchase purchase

Figure 3. Mobile vs, PC preference

Retention rate

___ Open Portal/search Social

= == Brand shopping mall Offline store SNS

market engine commerce

&4

50.4
458%—

33.

27.

Stage 1 — Stage 2 Stage 1 — Stage 2—~ Stage 3 Stage 1-- Stage 2 — Stage 3 — Stage 4

Figure 4. User retention rates in consumer decision stages
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HAste Hleo] F7kekL S 2d 4= Q)
o} FgHog B oA & ,14178 4

2) AH|X} JO0§ QI ZAut
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(1) ME 2 Al FaQ

& Qe A At oAl AE el A
7re] 22kl &y 2y 5o w@A Ol S
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& 43tgltt. (Table DofA 2 Aol A =
e Sz ohs AlE 2 SRES W - o
a9 W7HAE 2l 5 ot

EN

-
Boh= 8368 T A5 107 AFIS Rl cle g5 AE 53 ERE 59 1A
rank  Ratio(case) Stage 1 Stage 2 Stage 3 Stage 4

1 7.1% (60) Portal/search engine Open market Open market Open market

2 5.4% (45) Portal/search engine Portal/search engine Open market Open market

3 2.5% (21) Portal/search engine Portal/search engine Social commerce Social commerce
4 2.3% (19 Open market Portal/search engine Open market Open market

5 2.2% (18) Open market Open market Portal/search engine Open market

6 2.2% (18) Sodial commerce Portal/search engine Sodial commerce Social commerce
7 1.7% (14) Portal/search engine Portal/search engine Portal/search engine Open market

8 1.6% (13) Portal/search engine Portal/search engine Social commerce Portal/search engine
9 1.6% (13) Social commerce Portal/search engine Portal/search engine Portal/search engine
10 1.5% (12) Open market Social commerce Social commerce Social commerce

Figure 5. Top 10 journey paths

42 L3It The Korean Journal of Advertising



[Provider:earticle] Download by IP 125.143.159.150 at Monday, March 21, 2022 1:31 PM

2R 4 glom, 7 29 - 9% 29e @
ejsto] (Figure 607 & A7HA2 ANG 4
sitk. 3, A% WA SozE AF A
A9 7% 9 E, TRl 2, HA4 Sol

o @] glnk. AA, ZAES] WAjH SR
of Wl W AM gol, ZEe]

o g o e, 2l v
&)

P
s
=2
R
lo
i3

)
o
1>

el 2 oy e
oX
<y
o

glon, nhxuro 2 B ol
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o] ofo] dirt

Product internal Product external

58%

25%

2H[XE 2 oFo oot Bl 24

2 Qe oot 44 2 v
2 AT A8 Jdg e, 20199 221l &
g ZE A0 47}A] A|EF (Korea Statistics

Office Report, 2019) 7|&ste] Fufjed o 12
2E= 89S SAsAT (Figure 6a) oA
avlape] Tof mEacle] ZaHS AE A
4 5% (58%), AE YA 54 (25%), B
EAE 57 (%), SUE A4 H 57 (3%)
S0 yehy),

E (Figure 6by oA A[AISH= Biel o], 3
7 A5-2 S5 oF 89%9] 4n|2H50] o} Tk
£ AZSE dAEE OE A 2a9ES 1Y
ShH, oF 85%2] AxH|AHES Tl @A o Tk

Platform internal Platform external

8%

Figure 6a. Importance of product and platform factors

Yes No
82%

18%

Do factors of consideration change via
decision journey?

One Two~three 4andmore | Ete,

57%

5%

.

.

Change in the number of products via
decision journey

Figure 6b. Main factors behind product purchase
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Y

o AE 9 BAEE v

53], (Figure 6c)5 EH 47} F50l|A
B AE B BRE aglo] FH Q.

Aoz Agsin gon ‘%HA% g o

asos ﬂ%—m e S 4+ 90 4
A2 o8/ g8} A Bl

(2) o TP BHE A FR0l
anlke] oy A BeUE Hee] 49 3
1A F291e H2Aol £7] RS, 23%),
AR o] Weely] HE (29, 17%), B
Abgro] ol43h] W (39], 149%) 0lel A3t
7} VrekseH(Table 3) 231, A B, o]

A 2 3491 L au £ o9 484 Zze] AHAE
E2O| BN 1S u) AfHom e A gk gEoz Ueua glon ‘mupelg
Fol] vla] ol WSk pefst o B8 Q) olgo] 53] R HY BRE
(Traylor, 1984), A& "iAE S8t W HH 2% Ao A2 ¢k JFE A= A
Product internal Product external Platform internal Platform external
56% 60%
26% 27%
9% 9%
7% 6%
Food/health Fashion/beauty
56% 61%
30%
17% 14%  13%
6%
3%
@ . e *

Travel/culture

Living/home furnishing

Figure 6¢. Importance of product and platform factors (by category)

Table 3. Main factors for platiorm selection

Main factors for platform selection

* Rank 1: Because of its good acoessibility (23%)
* Rank 2: Because the payment method is convenient (17%)
* Rank 3: Because it's used by many people (14%)
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Figure 7. Premium membership subscription status
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Yk ARE oujsitt, &, o]gsh AR E3| Woo et al.(2020)9] Ao w=2H =+
2| A AB|AE Foff 495 AHRE Woll A 71 WA 7 SEAE =T X2
= kel A Ao g o] FojY7|= A4 ojHlo] FzJolR 2017H 4¥FH &AH, GupAl
ojn| AH|AE E3F SSHEA bt F" & IS Yo R ‘Antd S0 f8 IUAE
2 WSS AL QlA] JRiths datE §f4 Gl = Folth T oA A T
4 ok ol ZEud A ABjao] 7} ARe SN S SHEL] fRE Mef - oF
AUzt AH|R}F EJE £ o Hute] A 3 & E =& JYUAE 29t e Ao Wil
AE SA o] H= Zlo] ofd tefdt & g, o= ofAHE A Ao A ARl w
AES SEAthes AR SjAE 5 o ot 1= S| Ae 22 APESHE AH|AE S8
AEAor 2 Ao Zend WA st ZHRO A LAE SHOEN, A}
A2 7RQde] ek At Fall, Zevd H 712 1749] olghg uh= "9l &3KLock—in
HA AB| 2o 7Rl Gl AxBlAkebE ohekgt effect) & 7|thsh= Zolgt & 4= 9tk
At ERHE-S Aol ARSETHE AP S 2
QU 4= Uglom, Z+7ko) 4| oS oA (2) Z2|0jYd | 71 oigof m=2 MFN
2 24 o Zejue] WA AJH| 2ol 7S] =4 Zdt
& o= AHATE SRE diE $8E w2 2 QoA Zeju|g] WAl 7hQ) of o
aHREE QIAEA R, 4] o GAE S w2 Au|zpe] Wt oA AR 220] Zpo|2 A
oz EAFS o Zend WHY 7HYe o 22 0F H|ln B4l 1A; ZYRE t—test A
2R E ThefRE mi AL} EHES FAlOl AF AL AASIP o, A= (Table 4a)ol|A] &
ettt Zle g 4 sl Qg 4= 9lek, ZaEjul W Ale] Zhldt H
Table 4a. Average number of platforms used by premium membership status
Membership (n=446) No Membership (n=695)
T—stat
mean S,E mean S,E
Average number of platiorms used 213 052 222 075 —2.39*
*0.1, X005, 0,01
Table 4b, Average number of platforms used by premium membership status across decision stages
Membership (n=446) No membership (n=695)
T—stat
mean S,E mean SE
staget 216 0.61 221 0.77 -1.15
Average number of stage? 217 0.62 2.26 08 219"
pletforms used stage3 211 06 2.25 087 —3.01%*
stages 207 0.71 2.16 093 —1.84*

*0.1, *0.05, **x0.01
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(Appendix)

Table 5. Survey Measurement Scale by 4 Product Categories
(food/health, fashion/beauty, travel/culture, digital/nome punishing)

Q1. Demographic Characteristics

* What gender do you identify as?

* What is your age?

* Where is your residential area’?

* What is your current employment status?
* What is your annual household income?

Q2. Overall Journey Question (RQ.1)

* What is the average number of your online purchases?

* What is the most frequently used device for seeking information about your products when shopping online”?

* What is the most frequently used device for purchasing products when shopping online?

* Which product category do you buy products through when shopping online? (among 4 product categories)

* How important do you think each of the four stages of the consumer purchase journey is?

* Which journey stage do you usually skip when shopping onling?

* How often does the brand/product you consider change through the journey stages?

* How much related do you think each journey stage is with the other stages of the consumer purchase journey?

Q3. Journey Question by Stage (RQ.1, Stage 1)

Which channel do you mostly feel the need or interest in purchasing a specific product through?

Which platform do you mostly find online advertising of a specific product through”?

Which platform do you mostly find the reviews of a specific product through?

Which platform do you mostly receive the brand push messages of a specific product from?

Which platform do you mostly use to search for basic information of a specific product after being aware or interested in a
specific product?

How many platorms do you consider using at this stage?

How important do you think the first stage is among the entire journey stages?

Which stage do you think has the most significant impact on the first stage?

Q4. Journey Question by Stage (RQ.1, Stage 2)

* Which platform do you mostly use to search for detailed information about a specific product after grasping basic information
about the product?

* How much do you think the platform used in the previous stage effects determining the platform used in this stage?

* How many platforms do you consider using at this stage?

* How important do you think the second stage is among the entire journey stages?

* Which stage do you think has the most significant impact on the second stage?

Q5. Journey Question by Stage (RQ.1, Stage 3)

* Which platform do you mostly use to purchase a specific product after identifying detailed information about the product?
* How much do you think the platorm used in the previous stage affects determining the platform used in this stage?

* How many platforms do you consider using at this stage?

* How important do you think the third stage is among the entire journey stages?

* Which stage do you think has the most significant impact on the third stage?
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Q6. Journey Question by Stage (RQ.1, Stage 4)

* Which platform do you mostly use to share a review of a specific product?

* How much do you think the platform used in the previous stage affects determining the platform used in this stage?
* How many platforms do you consider using at this stage?

* How important do you think that the fourth stage is among the entire journey stages?

* Which stage do you think has the most significant impact on the fourth stage?

Q7. Purchasing Factors (RQ.2)

* What are the reasons you use the platform in the first stage?

* What are the reasons you use the platform in the second stage?

* What are the reasons you use the platform in the third stage?

* What are the reasons you use the platform in the fourth stage’?

* What are the main factors in purchasing a specific product when shopping online?

* Do you think the factors you consider in each journey stage change along the journey?

Q8. Premium Membership(RQ.3)

* Are you currently a member of premium membership of a specific online shopping platform?
« If you have a premium membership of a specific online shopping platform, which platform is it?
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