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Abstract: The purpose of this study was to examine how factors that contribute to the service quality
(responsiveness, product diversity, price fairness, and tangibles) offered by a sporting goods store on an online
shopping mail affect shopping value. We also explore the moderating effects of positive emotions on the
relationship between service quality and shopping value. A total of 654 respondents participated in the survey.
The SPSS statistical package and smartPLS 4.0 were used to test the research hypotheses as well as to confirm
the moderating effect. The study finds that the abovementioned factors that contribute to the quality of service
provided by the online sportswear store had a significant effect on shopping value. Shopping value was in turn
found to have a significant effect on customer satisfaction. Customer satisfaction was in turn found to have a
significant effect on shopping mall loyalty. The study finds that positive emotions do not have a moderating
effect when responsiveness and tangibles affect shopping value. When product diversity and price fairness
affect shopping value, however, the moderating effect of positive emotions was found. The results provide
implications for practitioners who are concerned about improving the quality of service on online shopping
malls. The results of this study contribute valuable guidance to marketers seeking to establish delivery-
platform service-marketing strategies.

Keywords: online shopping mall; service quality; sporting goods; positive emotion; shopping value;
consumer behavior

1. Introduction

Transaction volumes on Chinese e-commerce sites continue to grow steadily. According to
eMarketer, by 2022 retail transactions in China had reached more than 710 million digital buyers in
transactions valued at $2.29 trillion, with the value forecast to reach $3.56 trillion by 2024 [1]. In the
future, China’s e-commerce ecosystem is expected to change continuously, and it is necessary to
discover business opportunities targeting demand for a range of goods and services that arise in the
process of change. The size of the Chinese sportswear market has continued to expand as the Chinese
government’s sports industry promotion policy has been implemented along with an increase in
consumption that reflects higher income in the Chinese population [2]. In recent years, the Chinese
government has announced policies designed to encourage the sporting goods industry, and that
industry’s development has had a positive effect on the development of the sportswear industry
along with the growth of the population participating in sports. Recently, consumers of sporting
goods can easily purchase desired products anytime, anywhere through online stores and mobile
markets as well as offline stores.

As online shopping by sporting goods consumers grows, relevant companies have undertaken
market research actively. On online shopping malls, for instance, service quality is a broad concept
that includes interaction between websites and customers [3]. To move beyond the limited scope of
the concept covered in early research on online service quality, a dimension for measuring online
shopping mall service quality was developed [4,5].

© 2024 by the author(s). Distributed under a Creative Commons CC BY license.
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In recent years, sporting goods sales have been moving steadily from offline stores to online
stores, and in this process it can be inferred through prior research in other fields that the service
quality offered by online stores is an important factor in generating positive consumption behavior.
Prior research on service quality offered by online sporting goods stores is, however, insufficient, and
research on the importance of online sports equipment stores that informs previous studies
approaches the topic somewhat differently from how it is approached in this study.

Previous studies on online e-commerce related to shopping mall service quality consist mainly
of empirical analyses of the structural relationship between shopping mall service quality attributes
and consumer behavior. The SERVQUAL (SERVICE+QUALITY) model in the service sector has been
used mainly to investigate this causal relationship [4,5]. The SERVQUAL model is very useful for
examining the relationship between service quality, customer satisfaction, and reuse. Based on the
evolution of customers’ needs, however, the model is at somewhat of a disadvantage inasmuch as it
makes it difficult to consider customer emotions as a factor in generating customer satisfaction.

Therefore, we apply the stimulus-organism-response (SOR) model to utilize customer emotions
as a variable. The study endeavors to understand the relationship between service quality attributes,
with customer emotions used as a moderating variable, and shopping value, satisfaction, and loyalty.
In this respect this study can be differentiated from existing research. Existing studies on service
quality have tried mainly to understand the abovementioned structural relationship by applying the
SERVQUAL model, but as suggested such attempts face a limitation in that they cannot explain
customers’ emotional attributes. Therefore, in this study, to overcome these limitations, the SOR
model is applied to confirm the moderating effects of customer emotions. The study provides
strategic suggestions for providing customer-oriented service quality and implications for improving
the quality of online commerce through exploring the theorized causal relationship. The results of
this study also contribute to a broader understanding of Chinese consumers and to the improvement
of the service process for customers of global online retailers seeking to enter online Chinese market.

2. Theoretical and Empirical Background

2.1. Sporting goods and Online Shopping Malls in China

Among important growing trends in online shopping transactions in China, markets for sports
and leisure products are growing rapidly. This means that online consumption of sports and leisure
products is increasing daily. It is also true that Chinese consumers are increasingly interested in
sports and leisure. With online shopping, price comparisons are easy to make. It is possible to search
for products efficiently across multiple shopping malls. And the advantage is that there are no time
and space constraints. In addition, most consumers of sporting goods purchase sports-related
products or services directly online, a practice that is expected to continue to grow in popularity. The
Chinese sportswear market also is growing rapidly, reflecting growing interest in sports among
consumers. The Chinese sportswear market was valued at 340 billion yuan in 2022, following an
increasing annual upward trend [6]. The Chinese sportswear market is expected to continue
expanding as the Chinese government’s sports-industry promotion policy has been implemented
along with increased consumption driven by higher incomes. Since 2018, sales of Chinese sportswear
have also been on the rise, characterized in particular by growing sales of functional clothing. Sales
of sports footwear are growing faster than other sportswear sales.

Consumers are enjoying not only economic and functional value from shopping online but also
shifting their behavior as the types of purchases they make expand in scope. As online shopping is
becoming deeply embedded in consumers’ daily lives, the growing use of online shopping malls
demands attention from marketing research.

The definition of an online shopping mall varies depending on the research purpose. An online
shopping mall is a virtual Internet space where corporate profits are generated on a computer
network using the Internet as a tool. An online shopping mall is a space where consumers can search
for, order, pay, and even ship products through a cyber-shopping service. When consumers consider
the characteristics of shopping malls they form an image of a specific shopping mall. This affects the
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attitudes consumers form when purchasing or consuming products. In other words, unlike in
traditional commerce, when shopping on Internet shopping malls consumers do not have to contact
sellers directly, as it is the shopping mall itself, not the seller, that consumers encounter because the
seller is not involved directly in the sale or purchase process [7].

Consumers purchase products on Internet shopping malls because of the convenience of the
purchasing method, the variety of products, and faster access to desired products, information, and
services than in traditional stores [8]. Internet shopping malls must gain trust from consumers
through product diversity and quality because there is so much information about brands, designs,
and prices. An online shopping mall should focus on increasing consumer confidence by increasing
consumer satisfaction through effective search and payment methods, faster search speed, personal
information protection and delivery, and thorough A/S. In cyber systems, all buyers and sellers are
interconnected regardless of geographical and time constraints, and direct connections between
buyers and sellers are possible [9].

2.2. Service Quality theory

Service quality is important to service companies because there is a high price to pay for poor
quality. This problem is directly related to the life and death of a company. If a customer pays and
thinks that the value of the service used is lower than the price paid, the quality of the service is
perceived to be poor, and this will prevent repurchase. Service quality is therefore an essential
component of organizational survival and marketing success [10,11]. Service quality is a major
indicator of an organization’s overall performance. In addition, service quality occupies the most
important position in the marketing and service-marketing literatures [12].

Service quality involves an execution (or process) rather than a tangible entity, so unlike product
quality it is measured by customer perceptions because it is difficult to measure by objective measures
such as defect rate or durability. Therefore, service quality cannot be identified objectively or
uniformly, but rather requires a subjective evaluation as recognized and judged by customers.
Evaluation takes place throughout the entire process of receiving a service.

Lewis and Booms state that service quality is a measure of how well a delivered service level
matches customer expectations [13]. It is said that service quality is determined by subjective criteria
based on the difference between consumers’ overall judgments, attitudes, or perceptions and their
expectations in relation to the excellence of a service performance [4,14,15].

Most research on service quality has focused on the offline service industry, but recently research
on the service quality offered by online shopping malls has begun to emerge. The quantitative and
qualitative study conducted by Parasuraman et al. developed SERVQUAL, an offline service-quality
measurement tool, and identified five factors with which to measure service quality [16]: tangibility,
reliability, responsibility, assurance, and empathy. This model was intended to be generally
applicable to all service industries. Research using e-SERVQUAL, an online service-quality tool, has
been conducted because the original SERVQUAL tool does not reflect the quality of online service,
which does not exist in tangible form [17,18].

Many scholars have proposed factors on the basis of which to measure online service quality.
Previous studies of online service quality have variously identified information, convenience of use,
stability, privacy protection, responsiveness, efficiency, system availability, and interactivity as the
most commonly applied website-evaluation factors [3,19]. In this study, we focus on responsiveness,
diversity, fairness, and convenience as online shopping mall factors in service quality.

2.3. SOR Model

The SOR model proposed by Mehrabian and Russell was designed to help researchers and
marketers understand, through consumers” emotional states, how a consumer as an organism, and
the consumer’s emotions, affect the consumer’s behavioral response to external stimuli, which are
environmental variables [20]. The SOR model, which is widely used in consumer behavior research,
focuses on a customer’s emotions and attempts to explain the customer’s behavior in response to the
influence of the external environment. In other words, customer sentiment elicits various behavioral
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responses such as purchase intention and reuse intention. Belk argued that, in the SOR model, a
stimulus can be conceptualized by reference to external factors related to decision-making in an
external environment in which consumers influence decision-making [21]. An organism can be
conceptualized as an internal structure that emerges by intervening between consumer behaviors
stimulated by external factors, and typically is the seat of emotions, thoughts, cognitive behaviors,
and psychological behaviors [22]. In this study, the final response felt by customers using the services
of online shopping malls can be conceptualized as the final result of stimulation by external factors,
leading to actual satisfaction or loyalty formation [23].

2.4. Positive Emotions

Miller stated that public interest-linked marketing is a means of encouraging in consumers an
attitude that enable a company’s good image and public interest activities to be linked to service
quality [25]. Consumers become aware of benefits such as the convenience of shopping that
customers feel through the use of Internet shopping malls and the enjoyment such behavior provides.
This convenience affects the utilitarian value that consumers obtain as well as the quality of the
service provided by Internet shopping malls. These factors in turn affect customer satisfaction, which
in turn affects customer attitudes. It is said that individuals try to maintain their positivity when they
experience positive emotions and are more likely to feel positive emotions when they are in a positive
mood. Itis said that positive emotions are subjective and personal and are perceived through fun and
enjoyment rather than through the achievement of a specific purpose.

That is why positive emotions reflect the joy or emotional usefulness of shopping [26], and
shopping experiences can provide positive emotions by enabling consumers to enjoy the benefits of
products even if they do not purchase them [27]. Positive emotions affect consumer attitude
formation, changes, and memory performance. Damasio found that positive emotions are strong
when evaluation of a product after shopping is judged to be appropriate, affecting preference for a
product or store as well as satisfaction, behavior, and decision-making by causing individual physical
and subjective behavior [28].

2.5. Shopping Value

Recent studies have emphasized the important role that shopping experiences play in value
perception. It is argued that a real value chain can be analyzed in e-commerce by exploiting the
efficiency that is made possible by web technology [29,30]. Many studies have been conducted on the
emotional reactions that consumers experience in shopping situations and the values they pursue.
These studies have found that customers seek utilitarian and hedonistic values in the shopping
process [31-33]. Most early studies related to shopping value were focused on the utilitarian value to
be obtained through shopping [34]. In other words, consumers view shopping as a task that, ideally,
involves the efficient purchase of products with the aim of obtaining high-quality products or
services while minimizing the financial and non-monetary costs invested in the shopping process. It
has been argued that customers pursue empirical consumption values such as pleasure and aesthetic
characteristics along with rational consumption values such as problem-solving and needs
satisfaction in the purchase/consumption process [35].

Consumers not only purchase products they want in the shopping process, but they also try to
satisfy the pleasure value through the natural emotional reactions they experience in the process.
Therefore, it has been suggested that in conducting systematic research on shopping behavior in
stores, studies investigating how utilitarian shopping value and hedonistic shopping value affect
shopping satisfaction and store-love behavior should be conducted [36].

3. Hypotheses and Research Model

3.1. Research Model

The research model for this study was designed based on factors that influence the quality of
service offered by online shopping malls and in turn shopping value, satisfaction, and loyalty by
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identifying factors that contribute to service quality based on the above discussion. Hypotheses 1 is
proposed to help us explain how service-quality factors affect shopping value. Hypotheses 2 and 3
are proposed to help us explain the relationship between shopping value, customer satisfaction, and
loyalty. Hypothesis 5 is proposed to help us explain the moderating effects of positive emotions on
the relationship between service quality, satisfaction, and loyalty. The research model presented in
Figure 1 outlines the study design.

Service

Quality Loyalty Loop

Responsiveness

Customer
Satisfaction

Product
diversity

Shopping
Value

Price fairness

Positive
Emotion

Tangibles

Figure 1. Conceptual Research Model.

3.2. Research Hypotheses

With the increasing importance of consumer behavior in the online space, it is important to
understand service quality and its role in consumer behavior. Existing studies have focused on how
services affect consumer behavior in traditional situations such as retail, finance, service
telecommunications, and post-purchase sales support. Service quality is the difference between a
customer’s expectation when consuming a service and the customer’s perception after consuming
the service [10]. If service quality as defined is related to an attitude, and service quality is higher
than what consumers expected to experience, reflecting the difference the time before and the time
after service consumption, service quality is high [10,37]. Service quality reflects a consumer’s overall
judgment or attitude, perception, and expectation regarding the performance of a service, as
determined by subjective criteria [38]. The quality dimensions of service have been classified as
tangible, responsive, fair, reliable, empathetic, security, entertaining, and convenient [39-42].

Many studies have attempted to grasp the causal relationship between the dimensions of service
quality and consumer behavior. In online e-commerce, service quality has also been found to be
closely related to the formation of trust and loyalty among customers [43,44]. In online e-commerce,
convenience, ease of use, and customer responses are important factors that determine service quality
and are precedents that influence consumer behavior [45-47]. Customers can use websites to purchase
products, and the more quickly the websites respond the better customers feel, and the better they
feel the more products they buy [48].

Values affect human behavior. Human behavior is a broad and fundamental concept that can be
evaluated from multiple perspectives [47]. Studies have found that customers seek utilitarian and
hedonistic values in the shopping process [31-33]. The purchasing behavior of consumers who seek
utilitarian value is reasonable and logical as well as highly task-related [33].

Hedonic shopping value reflects the degree to which consumers perceive the emotional benefits
experienced in addition to achieving the original purchase purpose through shopping. Hedonic
shopping includes collecting new information, breaking away from reality, and experiencing
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freedom, refreshment, fun, and enjoyment [35,36]. Customers pursue utilitarian consumption values
such as pleasure and aesthetic characteristics along with rational consumption values such as
problem-solving and needs satisfaction in the purchase/consumption process. Consumers not only
want to purchase a product they want in the shopping process but also try to satisfy the pleasure
value through the natural emotional reactions they experience in the process. Therefore, the service-
quality dimensions offered by online shopping malls may allow customers to consider shopping a
prerequisite to the formation of hedonistic and utilitarian values. Accordingly, we propose:

H1. The service quality of an online shopping mall (H1-1: responsiveness, H1-2: product diversity,
H1-3: price fairness, H1-4: tangibles) will positively affect shopping value.

Customer satisfaction has been defined as a cognitive state in which a customer feels that the
compensation received for the sacrifice suffered was appropriate or inappropriate (in which case the
purchase was unsatisfactory [49]). From another perspective, customer satisfaction has been defined
as “the customer’s response to the evaluation of perceived discrepancies between proactive
expectations and the actual performance of the perceived product after consumption.” Perceived
value appears to have a direct effect on consumption behavior [50,51]. The creation of customer value
has a great influence on the establishment of customer relationships and the formation of brand
loyalty. Many domestic and international studies have revealed that customer satisfaction based on
customer value affects consumer behaviors such as repurchase intention and complaint behavior [52].
The higher the perceived value the stronger the loyalty to a service company and the greater the
customer satisfaction [53,54].

If the evaluation of the benefits a customer expects to obtain from a product or service is greater
than the cost paid, the perceived value will increase and the customer will be satisfied. On the other
hand, if the benefit or performance obtained is lower than the cost paid, the perceived value will
decrease and the customer will be dissatisfied. Thus perceived value becomes an important
determinant of customer satisfaction [55-57].

A study that added service value to the relationship between service quality, satisfaction, and
service performance explains that service value plays a mediating role between service quality and
satisfaction. In other words, it was suggested that customers become satisfied or dissatisfied by
considering service value in a way that reflects the relative difference between the benefits (quality)
generated by a transaction and the cost paid. Many studies have also empirically suggested the
existence of a causal relationship between value and satisfaction [57-60]. Therefore, this study
proposes the following hypotheses pertaining to how shopping value affects satisfaction and loyalty:

H2: Shopping value will have a significant (+) effect on customer satisfaction.
H3: Customer satisfaction will have a significant (+) effect on customer loyalty.

Emotions can change depending on the external environment and can be said to emerge with
actions. In research on consumer behavior, customer emotions have been analyzed mainly by
dividing them into positive and negative emotions [61]. Some previous studies using customer
emotion factors apply the SOR model. Positive emotions include excitement, enthusiasm, and pride,
while negative emotions include anger, distress, and irritation [62]. Positive emotions that function
as emotional factors for consumers are applied to experiences characterized as exciting, enthusiastic,
funny, happy, interesting, outstanding, and enjoyable [53,63]. Therefore, this study’s research
questions can be set as follows. Customers’ emotions have been treated as a major variable in
relationship marketing, and emotional responses have had a significant impact on satisfaction and
repurchase [64]. Positive emotions reflect the joy or emotional usefulness of shopping [26]. Positive
emotions affect consumer attitude formation, changes, and memory performance. It is said that
positive emotions affect preferences for products or stores and also affect satisfaction, behavior, and
purchasing decisions by causing individual physical and subjective behavior [28]. Therefore, this
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study proposes the following hypothesis pertaining to how the intensity of positive emotions will
have a moderating effect when service quality affects shopping value.

H4: The intensity of positive emotions will play a moderating role in the relationship between service
quality and shopping value.

4. Method

4.1. Operational definitions and measures

This study’s data were obtained through a questionnaire. Service quality is measured by the
extent to which the service provided by an Internet shopping mall matches customers” expectations
when using such a shopping mall. When shopping online, the act of looking at the shopping mall’s
website and judging it is a tangible factor. Fairness is the evaluation of the appropriate price for a
product or service on a shopping mall website. Product diversity is an assessment of whether
products offered by online shopping malls are sufficiently varied. And responsiveness is an
assessment of whether a company responds to personal needs in a timely manner through the service
it provides to customers [24,39-41]. This study examines factors that contribute to the service quality
offered by online shopping malls, which include responsiveness, product diversity, tangibles, and
price fairness. A total of 12 question items were used to measure service quality.

Shopping value includes characteristics of the pursuit of pleasure in the purchase/consumption
process and rational consumption values such as problem-solving and needs satisfaction [35,36].
Three question items related to shopping value used in a previous study were modified and
supplemented to fit this study. Customer satisfaction is the result of evaluating a product or service
after purchase and use [65]. Shopping mall loyalty is a behavioral tendency in virtue of which
consumers show favorable attitudes toward specific stores for a certain period of time and engage
subsequently in repeat purchasing behavior [58]. Three question items for satisfaction and loyalty
used in a previous study were modified and supplemented to fit this study. Questions about positive
emotions were composed of four items. Accordingly, a questionnaire was modified to accommodate
this study.

4.2. Data Collection

This study aims to investigate the relationship between service quality, shopping value, and
consumption behavior involving online stores in the process of purchasing sporting goods.
Participants in (subjects of) the study were selected as members of a population with experience
purchasing sports equipment online from a population of consumers who engage in various sports
or athletic activities (outdoor sports, ball games). Regarding the survey method, an online survey was
conducted using convenience sampling to form non-probability samples. To distribute online
questionnaires and collect data effectively, participants were sent e-mails or texts explaining the
purpose of the study and how the data would be processed as well as assuring respondents of the
anonymity of the information they share. All responses to the questionnaire were written with a self-
administration method. Responses indicating that prospective participants had not purchased sports
equipment through an online shopping mall within the preceding 3 months were excluded. In
addition, questionnaires judged to include unfaithful responses, such as non-response and
inconsistent responses, were also excluded. Finally, a total of 654 sets of data were selected and
analyzed as a valid sample.

Demographic questions were included at the end of the survey. Five-point Likert scales ranging
from agree very much (5) to agree not at all (1) were used for all other questions. Before conducting
this survey, the questionnaire paper was finalized through a meeting of experts including one
professor and two individuals with doctoral degrees or higher in topics related to the study’s
academic area.

To address the problem of common method bias, a questionnaire on the service quality (the
independent variable) of the focal online shopping mall was first posted online for one week.
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Following that week, the dependent variables—shopping value, customer satisfaction, customer
loyalty, and positive customer emotions—were investigated at different times.

To test the research hypotheses, the SPSS statistical package and the structural equation analysis
program smartPLS 4 were used. Frequency analysis using the SPSS package was performed to
determine the distribution of demographic composition. The means and standard deviations of latent
variables and question items were analyzed. Cronbach’s Alpha coefficients were used to determine
the reliability of the main variables. Factor analysis was conducted to confirm the one-dimensionality
and validity of the main variables. The study analyzed the moderating effects of positive emotions.

5. Results

5.1. Descriptive statistics

Of the study participants, 46.3% were men and 53.7% were women. Participants in the survey
represented various age groups and educational levels. It was found that sports activities were
performed 4-9 times per month. Most participants were found to have purchased sporting goods
through online shopping around 10 times per year.

Table 1. Demographic Profile.

Index (n=654) Frequency %
Sex Man 303 46.3
Female 351 53.7
20-29 158 242
Years 30-39 245 37.5
40-49 153 23.4
Over 50 98 15.0
High school degree 58 8.9
Education College students 188 28.7
Level College degree 310 474
Graduate school degree 98 15.0
Employee 168 25.7
Public office 162 24.8
Occupation Self-employment 98 15.0
Students 187 28.6
House keeper 39 6.0
below $2000 88 13.5
Monthly 2000~3000 158 24.2
income 3000~4000 196 30.0
in USD 4000~5000 174 26.6
Above $5000 38 5.8
Frequency of 1-3 77 11.8
participation in 4-6 296 453
monthly sports 7-9 249 38.1
activities Over 10 times 32 49
below 5 times 185 28.3
6-10 208 31.8
Spﬁ;‘;:;g 4 11-15 155 23.7
purchased per year 15-20 o1 78
20-25 28 4.3

Over 25 times 27 4.1
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5.2. Measurement validity

This study, using a PLS structural equation, analyzed the relationship between each variable for
perceived benefits and risk, perceived value, consumer brand relationship, and loyalty. This study
used SmartPLS 4.0 as PLS-SEM software. Before applying the PLS path model to test the study’s
model, the factor-loading value and the cross-factor-loading value for each factor were calculated as
a result of the PLS measurement model for each group, as shown in Table 2 and Table 3. Correlation
analysis was performed to test the discriminant validity of the relationships between the variables
used in this study. The results are shown in Table 2 and Table 3. The above analyses were used as
indicators to judge the centralized validity and conceptual validity of each factor. As shown in Table
2 and Table 3, it was found that internal consistency was achieved by meeting the criteria of average
variance extraction value (AVE: Average Variance Extracted, 0.5 or more), composite reliability (CR:
CR, 0.7 or more), reliability (Cronbach’s Alpha, 0.6 or more), AVE value (0.5 or more), and CR value
(0.7 or more). In this study, it was found that the AVE values of all latent variables were all suitable.
It is judged that the measurement tool used in this study has secured convergent validity and
discriminant validity. It can be said that the above judgment result measurement tool has
discriminant validity.

Table 2. Factor Analysis for Service Quality on an Online Shopping Mall.

Variables Items Communality Factor Composite (Cronbach’s
Loadings Reliability Alpha)
RE1 .745 .671
Responsiveness RE2 720 .673 936 .817
RE3 .748 .789
Product PD1 701 .739
Diversity PD2 .724 .765 .879 .819
PD3 .757 .762
PF1 734 .730
Price Fairness PEF2 .694 .701 911 .858
PF3 722 .691
TA1 .766 .844
Tangibles TA2 .729 .783 .692 .827
TA3 .689 .686
SV1 .803 .785
Shopping Vale sv2 795 726 863 .846
SV3 727 .612
Customer CSs1 .785 .658
satisfaction CS2 .819 .665 .818 .820
CS3 .680 .667
LO1 .645 .699
Loyalty LO2 .781 .794 774 .808
LO3 792 .822
PE1 .707 711
Positive PE2 .762 .673
emotion PE3 .685 778 774 859
PE4 .705 .817

KMO: .895, Bartlett=10308.0, df=300, p=.000, Total extracted Variance of 73.7%.

d0i:10.20944/preprints202409.2338.v1
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Table 3. Correlation Coefficients and AVE.
Factor 1 2 3 4 5 6 7 8
RE
PD 0.347
PF 0.297 0.227
TA 0.056 0.107 0.045
SV 0.346 0.376 0.282 0.158
CS 0.253 0.325 0.300 0.113 0.411
LO 0.162 0.164 0.353 0.077 0.190 0.213
PE 0.040 0.102 0.011 0.487 0.157 0.110 0.053

Note: RE: Responsiveness, PD: Product Diversity, PF: Price Fairness, TA: Tangibles, SV: Shopping Value, CS:
Customer Satisfaction, LO: Loyalty, AVE: Average Variance Extracted, r2 correction coefficient, C.V.
(Convergent validity): AVE > .50, D.V. (Discriminant validity): (AVE/r? > 1).

5.3. Hypothesis Testing

The hypothesized causal paths were estimated to test the causal relationship in the conceptual
research model. Bootstrap analysis was performed 500 times using the smart PLS 4.0 program to test
the statistical significance of the hypothesis for each variable through path analysis for each group.
The structural model represents the dependent relationship between the latent variables in the model
and is used to represent correlations between variables, representing standard errors and the t values
of each coefficient as well as the measurement coefficient. As shown by the hypothesis-confirmation
results reported in Table 4 and Figure 2, the research hypothesis is adopted if the t statistic is greater
than +1.96.

As seen in Figure 2 and Table 4, the R? value for variables including responsiveness, product
diversity, price fairness, and tangibles that explain whether shopping value is profitable was high, at
52.2%. The R? value of the variable that explains customer satisfaction was found to be 41.1%. In
addition, the R? value of the variable in which customer satisfaction explains shopping mall loyalty
was found to be 21.3%.

Regarding the research hypotheses, it was found first that responsiveness had a significant effect
on shopping value (estimate=.248, t=6.855, p<.001), product diversity had a significant effect on
shopping value (estimate=.303, t=8.553, p<.001), price fairness had a significant effect on shopping
value (estimate=211, t=6.328, p<.001), and tangibles had a significant effect on shopping value
(estimate=.195, t=6.783, p<.001). Thus, H1 and H2 were supported but H3 was not.

Second, shopping value was found to have a significant effect on customer satisfaction
(estimate=.641, t=21.34, p<.001). Customer satisfaction had a significant effect on shopping mall
loyalty (estimate=.462, t=13.29, p<.001). The economic value or practical value experienced on the
Internet shopping mall sportswear store was an important factor in increasing customer satisfaction.
Customer satisfaction is essential for enhancing and shaping users’ loyalty to shopping malls. It was
found that online shopping mall sportswear stores are preferred because customers can see a variety
of products in a short period of time. It was found that using online shopping malls saves time and
effort, is convenient and practical, enabling customers to shop economically. Customer satisfaction
formed in this way makes the shopping mall feel more intimate and customers will continue to use
the shopping mall in the future. Thus, H2 and H3 were supported.

Hypothesis 4 predicts the finding of a moderating effect of positive emotions on the relationship
between service quality and shopping value. Positive emotions were found not to have a moderating
effect when responsiveness affects shopping value (estimate=.1448, t=.588, p=.557). But positive
emotions did have a moderating effect when product tangibles affect shopping value (estimate=173,
t=.815, p=.415). We found, however, that positive emotions had a moderating effect when product
diversity (t=2.528, p=.000) affects shopping value. And positive emotions had a moderating effect
when price fairness (t=2.243, p=.000) affects shopping value. Thus, H4-2 and H4-3 were supported
but H4-1 and H4-4 were not.
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Table 4. Results of Path Analysis.

H Paths Estimate S.E t-value p-value
H1-1 Responsiveness - Shopping Value 248 034 6.856 .000
H1-2 Product Diversity = Shopping Value 303 .035 8.553 .000
H1-3 Price Fairness - Shopping Value 212 .029 6.328 .000
H1-4 Tangibles > Shopping Value 195 .028 6.763 .000
H2 Shopping Value - Satisfaction .641 .031 21.34 .000
H3 Satisfaction = Loyalty 462 .039 13.29 .000

Moderating Effect

1D D.V Moderating Variable Estimate S.E t-value  p-value
Responsiveness 144 .047 .588 .557
Diversity Shopping Value Positive 476 .034 2.528 012
Fairness emotion .509 044 2.243 .025
Tangibles 173 .039 815 415

Note: S.E: Standards Error.

Responsiveness

248

R*=52.2% R=41.1% R=21.3%

Product
Diversity

Customer
Satisfaction

Shopping
Value

Price
Fairness

- --> None significant

— significant(p<.05)
Std. Coefficient

Tangibles

Figure 2. Path Analysis.

6. Conclusions and Implications

The purpose of this study was to examine how factors that contribute to service quality offered
by a sportswear store on an online shopping mail affect shopping value as well as to explore the
moderating effects of positive emotions on the relationship between service quality and shopping
value. First, the service-quality factors (responsiveness, product diversity, price fairness, and
tangibles) involved in online shopping mall sportswear stores were found to have a significant (+)
effect on shopping value. Indeed, all of the service quality-factors involved in online shopping mall
sportswear stores were found to be significant in forming shopping value.

Product search should be easy, and the information provided should be easy to understand.
Discount information on a presented product should be useful, and it was found that the number of
products of various models of one item offered by the online sporting goods store was very large, so
the response was good. A price is reasonable when it is judged that the price of the product presented
is relatively lower than that asked on other Internet shopping malls. It was found that various
products can be viewed within a short time, saving time and effort, allowing convenient, practical,
and economical shopping. Active efforts to resolve the inconvenience of returning, exchanging, A/S,
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and compensation for products in sportswear stores on Internet shopping malls are also factors that
increase shopping value for consumers.

Information about a specific product, brand, or service is closely linked to the formation of a
positive attitude by consumers. Consumers continue to select or use products, brands, and stores that
they evaluate favorably or about which they form favorable emotions. When consumers are satisfied
with a specific product, they form an attitude of product preference, which has a positive effect on
future purchase intentions and actual purchase behavior. These results use Internet shopping malls,
and it is important to respond quickly to users’ questions because it is attractive to purchase products
because kindness to customers is believed to be safe for continuous transactions by processing user
inconveniences to make it easier to understand information provided.

Moreover, when using online shopping malls, positive emotions will play a controlling role in
the relationship between service-quality factors and shopping value. When using an online shopping
mall, it is attractive to purchase items by actively resolving inconveniences with quick responses to
questions, but customers do not feel satisfied while shopping. The information provided to facilitate
the use of online shopping malls should be easy to understand and the location or arrangement of
the information should make it easy to see, making it attractive to purchase items, but users do not
find it enjoyable and satisfying to shop. It was found that when the products provided by Internet
shopping malls are diverse, customers feel satisfied and find the shopping experience enjoyable. It
was found that, when the price of a product on an Internet shopping mall was in line with customer
expectations and it was attractive to purchase the item, customers felt satisfied and the shopping
experience was enjoyable.

The various characteristics of online shopping malls also induce various emotions in consumers,
and unlike emotions that are stable to individuals or emotions with relatively short and specific
objects or behavioral reactions, moods are less intense, relatively long, and there are no specific
objective or behavioral reactions.

The academic and utilitarian implications of this study are as follows. First, the results of this
study provide implications for practitioners who are concerned about improving the quality of
service offerings on online shopping malls. First, the study’s findings suggest that the speed and
accuracy of unique services on online shopping malls must reach a certain minimal level. Second,
investment and attention are needed to increase product diversity, customer response services, price
fairness, and product information to increase positive emotions among customers. Third, it is
necessary to identify factors that generate negative emotions in online shopping mall customers and
to improve and develop secondary service quality. To enhance shopping value for customers and
increase satisfaction and loyalty, it is necessary to develop an online shopping mall service strategy.

This study uses the theoretical and practical significance of responsiveness, product diversity,
price fairness, and tangibles as independent variables, with shopping value, customer satisfaction,
and loyalty selected as dependent variables. A research model was developed to verify the causal
relationships. It is also of academic significance that the factors that contribute to service quality
offered by online stores for sports equipment were developed by reviewing previous studies on
existing offline sporting goods stores. It can be said that it is meaningful to broaden our
understanding of factors that influence the formation of consumers’ attitudes toward online stores
that sell sports equipment.

In this study, although Chinese e-commerce entered the market later than e-commerce in
developed market economies, its spread is progressing rapidly through rapid economic development
and increased Internet use and penetration. As commerce has been transferred to the Internet
environment, and the importance of consumer behavior in the online space that can be provided in
both directions increases, it is important to understand the role that services play in generating
customer satisfaction.

6.1. Limitations

Despite the academic and utilitarian significance of the results of this study, it is subject to
several limitations. The research was conducted on online shopping malls, focusing on sportswear
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stores, potentially limiting the generalizability of the results. Therefore, in future research it is
necessary to diversify the data and collect and analyze users more specifically and realistically.

Note: Institutional Review Board Statement: Because of the nature of this study, no formal
approval of the Institutional Review Board of the local Ethics Committee was required. Nonetheless,
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