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F E}‘ﬂﬂi:‘?“ﬂ Ad 2 FAgA v
S w2 Zlolg} o 43chFisher & Ackerman,
1998). 1 A AFELS AEF el o3
setosd A8d WA Ads 2e A
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S5o] £% el Weh O AN ATE A%, AsH wAe FEN fo@ Jow
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L Sl A RHES B AR A A B ANEA e
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el SEateH, Ao R IFEAT A g FAHTL FoT AOE Yy

A ARE BE T3 3t TF=7.745, p<.01). JPFAEL AFS]A TA7}
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AF FF: A v AFA) JAt A
AAE AHESAT. 1299 HFHlE
Amazon Mk &3l A3 20 AE=HATh

3 684, 52.7%; Wt ol 35154, HA 24
Al ~ A 60AM). 152 AH3A TAet AF
3ol wet 4700 A4 He T shutel 72
AR SREAY 4 A H FE 3134

Ay e AF FEE Aty AF 1
I FYsHAl JIPHASG AF KB A5
Maier and Dost(2018)} Wang et al.(2018)2] <

2 Hlgog BHEE L ER AR

E 4tz AYRATKES 32, oF I3

=952), TUWeE@=918) T &
o, o g QFEATH HHE B
ol STt RE e A9 13 5Y
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Positive effects of social cues presented at the point
of purchase in online shopping:
A strategic approach to alleviate purchase uncertainty

and payment pain

Jung-Tae Ahn Dongho Yoo Taehee Park
Household & Assistant Professor, Department Lecturer,
daily care division, of Business Administration, Department of Psychology,
Aekyung industrial Co., Ltd HalHalla University Chung-ang University

In an online shopping environment, consumers sometimes hesitate to purchase a product even if they
evaluate it positively. This is because the product still causes consumers to perceive uncertainty and feel
the pain of paying when purchasing the product. This study examined how social cues provided in the
online shopping environment affect consumers' purchases. To this end, the authors conducted an field
study and two experimental studies. First, we compared data when companies did and did not use social
cues on their online shopping platforms. The analysis results show that social cues presented to consumers
at the time of purchase have a positive effect on the overall purchase quantity and payment amount of
the product. And the results of two experimental studies both show that social cues have a positive effect
on consumers' purchases. This is because social cues reduce the uncertainty and pain of paying that
consumers perceive in purchasing decisions. Study 2, which investigated the role of product type, shows
that the positive effect of social cues is greater for experience products than for search products. Based on

these research results, we suggest academic and practical implications.

Key words : online shopping, social norms, social clues, pain of payment, product type
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