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The effect of golf product confusion on consumer behavior through

negative emotion: Focusing on moderating role of personal characteristics

Jeoung-Hak Lee, Ji-Hae Lee*, & Hye-Kyung Cho
Kyung Hee University

[Purpose] The purpose of this study was to identify how the three variables of consumer confusion

proneness affect consumers’ negative emotion, word of mouth, trust and decision postponement during

the process of purchasing golf club. Futhermore, this study looked through the moderating effect of the

personal characteristics in the relation between consumer confusion proneness and negative emotion.

[Method] A total of 850 questionnaires were used for data analyses(i.e., frequency analysis, confirmatory
factor analysis, structural equation modeling) with PASW 18.0 and AMOS 18.0. The results of the study
are as follow. [Results] First, all of the subordinate factors of consumer confusion proneness had a

significant effect on the consumer’s negative emotion. Second, consumer’s negative emotion had a

significant effect on negative WOM. Third, consumer’s negative emotion had no significant effect on

distrust. Fourth, consumer’s negative emotion had a significant effect on decision postponement. Fifth,

the moderating role of negative effectivity partially had a significant influence in a relation ship between

confusion proneness and negative emotion. Sixth, the moderating role of intolerance of uncertainty had a

significant influence in a relation ship between

confusion proneness and negative emotion.

[Conclusion] The results of this study contributed to provide fundamental information on over all golf

industry as in service providing point of view as well as development and application relate to it.

Key words: Golf product consumer, Confusion Proneness, Negative emotion, Consumer behavior

A AU E Blojv 49 85 FeA | dd &
MASE e el A2 dael 22 0 57}
s g 7z, old V9EL et
B85} e Sl 2UARTE $EA717] Aol
=5 F1d:2017. 02. 15.
=5 F34d 12017, 03. 15.

AA &gd 12017, 04. 14.
* WAAAL : o]A] | (cheesehead85@khu.ac.kr).

ova el e

k)
ol
ol
2
1‘1
=
Q

=
=
e
?
=
(@)

=
g

E% Rt A2 0}-\: iHIZP
SHAA sk, AlF2 Feist]
o] Z7telo] Fufjst=tl e of
AtHAhn & Rha, 2009).
JNE =R A Yehta
A=, 53] F 2 4: Ae 2=3d

Z327} 20-30t oA (Korea
Golf Association, 2013), 74| %io’foﬂ.‘::_ Bt =

_I_/
)
)4

o) Jun
A AR - QA A
e £

oj2ig &

hod

OFO _I}II o,
N
ol

lO _|_4
fu
mhl

Ll



Confused golf consumer’s behavior through negative emotion 391

7 o] &A= 30508 Bog 201499 o] &4

20409 % ©h¥] 3.7%%71 MM A4S0 30008
He Esign

227 1% del T FLEF A9E A
A vz

A MR 2 R At 2%
on, FXIFI}F 1% 20009 deoz /M 2 g
A wEka gla FZEY 0] 50009 9, TZF, Al
A AME] 5 Z1EHAIEC] 30009 9 A2 FH
% (Jung & Chin, 2010). ei—? SE AAAFT A
AH|2ke] ZEEFol tigk A T
& & ﬂ"io‘/‘r T o R Qo] 2R
Z}” AA Ste AlF 7]
= A UE A 7801‘4
AH|AlE] SRk F
ABRH o2 B tigh
AA F44 Ao 74 A
iy ‘:‘”'3}04 o] FoA = L=)
(Bagozzi et al., 1999; Oliver, 1993), 0|59 I+
oA ZH A é"] zfete Ped AHEA M@
(switching), %iﬁﬁi(complaining behavior) A
(word of mouth), AFUA A AABtaL A
(Inman & Zeelenberg, 2002: Zeelenberg & Pieters,
2004).

Tk Sehs A AHPRES VM O] FE E2AES
Fuld FEo| Yol a FAQ A S & 7FsAdol
AojAw, AZE FujR o]ojA] A Arh(Huffman &
Kahn, 1998; Jacoby & Morrin, 1998). 7uf A3
ZRE LHAEE 7 AlE 9 Al QA gk B
(Foxman et al., 1990), A12|=9} FAHE 7+ (Walsh
et al., 2007), Y2=%(Mitchell & Papavassiliou,
1999), 847 (Turnbull et al., 2000) 53 22
vkt #44 wkgg fdeiAd Ao webA VgEe
an|Rke] R A wkgo] 713 Tl A AR daFS 1
ke AL Aok ol & HAasA7]7] Y&l v
3l A kA Hlol-S- nfHs|ol & A o]r/} 2 -—]-Luﬂﬁlﬁ d|
NA A|FH = FE7} AehsiAl S7h A

2H7F EEE S AV H 2 21*1 i, i‘ﬂlZ} =24

AtH(Mitchell & Papavassilliou, 1999).
o]2jgh Wetoll A Walsh et al.(2002)& A=} s} 2
U ATRDE 3 Ao AE DR A7 201
o] HEI} g ofg] FEAMS on|she AaHRF £
= T8 TAZ thRolof gt gt mEtA] 2
B #d sHHEE 7189 Fadstad 933 34
H|AF Zdto] 7]l A mA= %'—75*4 G 2 9l
& Fefste] o] & dlladty] ¢l W& kg of gt
2R E9te] 27] AFES AT % BH An|atEo]
= E‘ﬂo}ﬁ}t FeHA=E destA =
= HillE 254 242 %A At (Foxman et al.,
1990: Loken et al., 1986: Miaoulis & D'Amato,
1978). olE =% 27| Oq"_r“éﬁ 71| e, AvjAEY
oFeizl S aela 7Y e AR kst E Qe B
e Tadnt 2] A Jdx = B a4y 54
= 1A ¥SkttE o] Papavassiliou(1995)¢
ofaf 214 =]7] AlZbslAA theFst foke] AFAEZ R H
Hoh Yo #Hog LA S gigk 5] ol F
o2]7] A2+ tH( Mitchell & Papavassiliou, 1999;
Mitchell et al., 2005; Turnbull et al., 2000;
Walsh, 1999; Walsh & Mitchell, 2010).
Tkl o g gzl AR Skl thgh MedT
oA FEAeE AAHI e LM ST fARE

(.
o
n
N
©
T
o

(similarity confusion), &% overload confusion),
23 & (ambiguity confusion)o|t}. tlF-E-2] 4|
AL EF T AL FAERJA AAE T o &
2ol FAIESS 7P A AA " fArEdto| g
AEZ M| 2=9] A FAMI 0BT 7|Qlete AR
g7t g Aol Qloja] An|ate] ol F-Eg ojn
=8 (Mitchell et al., 2005), 2 F1& %EH 55
RlFe] A, HEHE 5 ?“Hﬂﬁoﬂ*i 733
ATk ARAE AL RS A AT YA &

THE FYste] EoloE B 7heel Mi‘ﬂ 71?3
S| M= BA47} FoH(Mitchell & Papavassiliou,

ol
—_

fu = e

_w"‘



392 Jeoung-Hak Lee et al.

Hzke] &gk SZHEH(Shugan, 1980) =R
A A AH|AFE0] A E JJro‘o}” dl 3k
oAA| &g uf WA= ol RE

O 9 ffor b~
)
rlo
-
=

=, f’“ o M
o ot
}4

0 e A N
= 1 )

o F )

=] X

o,

b

o -

3

9,

i

O,

ox,

.

i

Lo

o,

=)

N

N

ox 2

o
)
i
il (e}

T e d™E Ygndtt(Jacoby &
LRSS AAl0] oElfstr] ofulek 4
HOSH S ARE dE AEE Hde W S &
m, Zp4lo] g3 W A H e ReEE AV Avte A
E AddSs AF 23Eds AA @h(Mitchell et
al., 2005). olg1st TS Ae LHAEL AA AF
SA4% t2A FEsta g6 oaliatA] KAl ®ot
MR ZEE Al Ao o] A AFES
A EE 2 A (Mitchell & Papavassiliou, 1997),
3|4 (Cheary, 1997), B41(Nanaji & Parsons, 1997),
777} 28 (Caniffe & McMannus, 1993), 7§12z
= (Balabanis & Craven, 1997), <1814l (Mitchell
et al., 2005)FH o2 zld o] girh. sA|RF o] ZA|
AHAp 2 By A E wEske] gERl A} gt
o] ZgH AL vwA FHZo]7] Wit ¢ AFolA
FstE o] Al 7HA] A el Egto] ] AFollM T B
a7 PEE=sle gold B9} 9ot
SHZHES Pl A EEs HE AT 2Ed
A, B, AT T F8A s fdshe 9le]
T ME} Moon et al.,
SH|AE S ﬂiw T 7hsAdol W, of
Aol tigh 9, FujAA, FejEr], AEel
2l 5 FAAQ WS B 5 Q7] wf ol AnAF &gt
o] 719 YAl L83 FA7F obd 4 gt Walsh
& Mitchell(2010) H]Z} Tdto] A7 B 1A
A e BAE 2 AT WF AN E 5t
FARE o] 1 < "lHlst | 71&
AT A qu = %%ﬁ AT Eg 44 e A7

7h e

rQL' ka‘ W

ﬂl

r.L_

ol U 712 AN 2 e &
[e]

H| 2} 0] %E—%ﬁd?ﬂ vjet=d oM TS A& )
A0l =1, ole Ax 7Y AAA el AHAA
GeS n|x7] i FZIY BHASE npAE 3o
o] 283 Wdolr o]t Aol uAL g on|
7F doka AtsE

=
AL YR ol P ¥ 5
o I GE UALE dofiss Aol
W7 Eek} 247
Q3] ekl 29l A7 g
Qe B4 g QSRS 24ERE 12ag
. gdoz dd fuw

T —

=)
B
Qﬂr Amgd e L:Em _/l:

o M (H
2
2 & e
&2
rE =2
o I >
lo o= rr

fu e
jus)
fqr w5
oo ©
k‘)‘ of e
o T, ~O
; H lo
- w0
4 o M
~ 2 e
= -
A o
034’: ot
& o
ol-N >,
b
E b ili“
o T
d

o ox Hz rlo 2L W

WAdoR 2AETEE
ot QY srow
w2 o5 wgge) A

2 (Fig. D 2 #ARY

2
o
2
lo,
i
it
dor >

B4 ox

-
o?.:

ook
o
it

oL
ol

]_

oo
oz 3@,
lo iu)

to £ Ob oxXf Hr o i
6=
N
e
ofN

mh—p_&ﬁi

o M8 rlE oY

QL
5
T

simitarity

Cp G
overioad \ negative
canfusion emotion

ambiguity
confusion

purchase delay

negative aMectivity
miclerance of uncedainty

Fig. 1. Research model



Confused golf consumer’s behavior through negative emotion 393

AT

2 AT 7ML 7 Wi e BAE AR A
AT Aabo] 7|28l o3} e SIS AAs)

C

X} 2t} S Zbdo| 2k
AHE2 Al Eul 2 ol A 7]* Arlo]
a3} Apale] Aggho] atolz) 9l A &
 d&at )& kx| XA Ha
e A2, A%, F31, 24 59 ¥4
| "t} olgidt FHA Y E7El=
7] wj ol thFE SFASAAAN L8
A = AJtHWatson & Clark, 1984).
A E2F M| 29] g fAd o 7191 e
1 DHAEL AR Qe AlE H]
2 Q1 Zke] oJALAFollA e}
SH| RS E*ﬂ, A, 3] 4
, o= olfA A HY, FeHQd T
£ A 7 7ol AH(Oliver, 1993).
Walsh & 1\/[1tchell(2010)-°4 AN e At
< e AAEL PRy oA dYs st skE i
g 9o Zeelenberg & Pieters(2004)+ FAF
g%o] H24z4 71—14 ° OHI- ].uq ]a}a} 71-14 ° zng;G
180 o]27] o H|ge| Al FulE & o] Fo}
Atk 3tk =8 Wang & Shukla(2013)& 31

LE»

i
o R

&

o
fr
fo ik o rr

oft ox U Mz ([

Moo S e ox
o5
A% e
N = (o
- 3

=A< )

o

oL

>~
Y
il

r}oi lo
ey
rlO mﬂ:

]_

o,
:‘.31_'4,:[0

s L
I
o
HU

El_u
Hct
ot
}a
_vg

N
2

o[rl
10

:: ol M
Lo

Ho

>

_hI' rtotl
o

T o

_1&4

r 1r

o2,
=~

)

o

ol

4 2 A $4e 719 2ARIE I ks
s *JEM A St B F $A A A

9o a9 oleid APAFAT 2AGe e
e A7 45a9n.

7Hd 1. frAbERRE B A Al B e A
Aot

FAIERY 3 Ae B e AHREe] Ay
B AFEE 2 dekE AWside o

e ool AFel tig olalF-Zolth(Walsh
et al., 2007). Ellsworth & Smith(1988)+< 4&H|A}
v, 34, AF, 33 59 #AA e

dha, SAAd Bgene] RAA e q8d o)

£ walake Aos Yehdta 1 et ol A
A7l 2A%d G} 2L AT 445
%ict.

o

7Hd 2. e ETE FAH Al He dFe A

Aol

glstan *ﬁok 478 aM A= olsﬁ RO
2 Iﬂr(Walsh & Mitchell, 2010). o]# g
< aHgtaAt sk AA AE 5
Zpolof tiaf A& x| Falm B E
73 o] 9lrt.
HAbEo] AFol tial 7HA 2 9=
Apol7t & AF 25E Ax v
™, Walsh & Mitchell(2010)&

RS A% 949, 4 A28

rd
[‘

T oo b
ol Jm

=
>
ﬂll

A

—
@D
D
=
[Xe)
g o
r

o 20

on N

)

=
D3
N
-1 r_{
d
2R >

e
O ufL

o,
B4

O,
T fol
2 ol
o
| mlo 10

A< 3 2 7heA 01 3—‘3}1 ak3l
AT

o L
ox

2
N
=

o

=3

SR o o N
’ i)
— ok
H )
el
o o

¢

= -
Y, d
&
K
rd
=
®
<
dlo
K
L
rlo

i
o
e
o
_()L
30 o

7Hd 3. BRI EWE FAA Al He dFe A
7

o o
Ll
o}l
N
ro
rJ
2
&
>
ro
A
rg
N
N,
=
ro
ot 2 T

< —‘?—7@341 %72?01 ‘1&5{01‘% l‘?‘;‘é; T2
TR Tl G Wz
(Zeelenberg & Pieters, 2004).

%B]x}g] ‘EEH}-_Q. ;q [e) ia]z}‘: o] u].:_/\ A o
2 34 S FHH JuE ndete P2, AA
AHARe] Bt FugFel] BE IS mHg
(Brown & Reingen, 1987).

Anderson(1998)& ZH|A7F Fuf Aol A F4 4
o 7AdE Ml ¥, T2 AR A5 A ARl



394 Jeoung-Hak Lee et al.

ok

< FHoHA 912 i) detta 4T Bougie
al.(2003)¢] AFAE AHlx= A2 Q&) =
e A LAl BRe] dsto g B4 FHE
o 2Ale] AE FAA A AHE 25T oo
° 2 Yehyt}, Zeelenberg & Pieters(2004)
A aHAbEe] FujR oA A £33

, THE At %C’ﬂ A 2le] & Edtha 9
A% ol wet A 37kl digk =544
?\f}“/}i stgith. ol2lgt M ATz
7 22 A7 S A6

2 >i
¢

X'E —‘E

oxl
()
o

-

U (o 3 1o df off B & ont
X E ol g rlo

of
ol
L
iV
dlo

74, FAA AR

A ol

344 A 39l GFE

dalH (Walsh &
Mltchell, 2010), ﬂg&ﬁ]ﬂ] AE A T 7]
3k B8 A Z3sk= Aelth(Morgan & Hunt, 1994).
E Ao = Walsh & Mitchell(2010 9] AH|zk
Tt B ATLE njgro g Al EY AE 9 EH
7198 o= 3R ¢, "é“'/\]ﬂOﬂ =8 RE
7195 tig 4o e ouistrg, dFAyLelA
ZH|AFEC] AHelsfof & HHO ok BAE T
SHAEE FYE WHF b EAlske AEE At
Aol 7k A9 glerolle E-ota of A ® frAkEe] ot
e @Rl tal ARAE Ho|7] A7 7IHEY ©
Azt Azisie BAE =4 ¥
(Walsh & Mitchell, 2010). 53] o|2j& &
I o] o g9jteln, o] tige] gFo] oA
olgt A7k w i LAY Averill, 1983). i
oju] gt FH e} AFS Mesta Wojof sh=A|o dig

ﬂﬂ% 'J 7194e] mef gl gt 2Bz} 717 9]

22

=49

ST} AEet AlFel tigk Avate 2lEE AN
Aoltt,

Rempel et al.(1985)& AE|7} A& B4 7l
7] wj o ARjAtEe] FHA S M 7S Al

o
= 744g Zolg dor, Lee & Hur(2009) =
ojuf Mu| 2o tigh 7Hg o] Al frolet JgE
T stk Fuf g oA o] 5] e} Ank ojugt &

Bl A FE et Wojof k= Ao tigk gz A
gk AlFo] tigk &vake] AlEE 7HAAl71™ (Moon
et al 2011), Lim & Park(2004)< 213 & A3}
= 847 g 7Y, Sl 2 AR AR 847 W

3}231, ARk 2 7o BAE wEoE AF e i

7 5. BRA AL Balel o] ek v Aol
S 240t Fofx|ode] ZHA|

TR AL LIRS FuijE A% she Xt of
4 gk AeekA] @2 P95 Dot AnAE A
g 7hssh gk 7t S7kske] A vigks MgsiA|
o AY Aol T £ E e vart ofdE o o
ojut= g4o|th(Dhar, 1997).

Luce et al.(1997)& &H|A}E0] ofg& APAA
AHY S of ZES olg|gt Aoz Q3
AR o} FH Y % detta a3l

glojur] 913

ee(2009)=
& 735 AR
"1_’5‘-7} oy ;W @A Hol E3E A1, ol AgE
o™, Cho & Gower(2006)9] A+
W% /\]{}‘Qi 29 B4 aela HAA =44
B AR Qe LHAES AFE T AR S
A71gTa sfsict. olel g APAF AR LA o

= 2L 7S AAssit

i
_‘EL

ELEOﬁ@HE@
-

QOFK‘
=

7Hd 6. B A A A del Hel dFe A
%



Confused golf consumer’s behavior through negative emotion 395

g 4 sEog Yeh £7te] 7o
A9l 444 543t dEglel 229 55
o2 vepde

A ke 7&7@ 7 Aekal FAA 7 ATk

ofje BAAel 4AH 247} BEglel #70) A
]
1

[e] -1 A= [elare}
£ Agow P40 delgld, ¥4 45 4 3
44 Jge A5A99 Wl FE F FUE bl

Aol o} M2 FEHE FHAQ QAL Yepdth
(Watson & Clark, 1984; Watson et al., 1988;
Ko, 2001)

—"%72?131‘3 #Uqc’ﬂ 2He vE e

Watson & Clark(1984)& 44 1H4
A+ e dx (47
A e AE(E
2 Aztete =]
ZAstaom, 14

2 ruéi
2 o o mu ;

iy Ho
1@ T ;
(O <R YR - NN > DR NN
HH oox
m(l)n S o
o, -
e o O
> i
= g lo
o =
% Homn'
i ogi —r 2 oo fow

o
l.u: il
_}JL:‘
)
il
%
o
ol
rlr
-
=
o
o
2,

M T BRA A Q] merE AHA EE
T Al o 2 93 v Aot

A g A

vl 2 Wstel] tisl et Lo Sle AT
G HHG A2 2 e AEE gvlsl e g
Hh ST gie|s e B2 Al o] F5 4E
e 2y & dae] Rao] Aujsto] arade] 4
e IS F g TrEE Adelgt & & Ath(Lee

1991 Gerhard, 1995).
E3 o it Suigo] W Al Al
7b B84dsta FAg HA ¥, 2 Aol g

#l 2~ %6}1 a3 ﬂﬁ%’d}
1’/}(Buhr & Dugas, 2002). &

R EFEELEFL ! aoa S ELLERE
‘j?ﬂ 2o el o AFAQ Ao UepdtiMacLeod
& Rutherford, 2004. Dugas et al.,

EAd digk duige] &

z
ol
e

1_ -}I\AH]Z]'E% %;. =
3 B35 A Awd S u A A, avl, =
bz 2 FAAR A FHE At B4 U
ok Qg FE2 g Btol] #ofste M4 EHC
2 gl v} 9121 (Greco & Roger, 2001), &4
el tigh Al o] FerE Beisty 2ot
Ao AR o Hxd AA wheE o vk
ok 313 ghgo|up E<to] of7lEtta st (Krohne,

_8‘—1—’
o
U[o’\
_&L_l‘
}L

1993). °l2{gt

QYA7AT 2A%
Mg 23,

M 8. BHAA] BE A FFO] R &
WA Eehe RAA el o 2 932 v
3 Relrh
Ay

Ha 295 23T AT Agz 9

Z
7}
ZEZAFT 10049 227 67145 o] &3t 3l
o X
L.

W AYFEEF3 (convenience
sampling method)& AH&-at o1, AE 242kl A
Aol 547 719 e & F A7 19
o7 A sttt

ZAPIZEE 20169 10¥ 3¥95H 109 249714
oF 437 AABIE o F 9002 AEAE vl Eete]
o}, o] F 540F= ZEZAFGNA, 23255 =4



#14 Fe

AEE 243

2 AT @A 4 2 Beigit
Wilson & Peterson(1989)9] A+, &
& Mitchell(2010)¢] I+, FolAAL Greenleaf &
o 2
A3NA

3

396 Jeoung-Hak Lee et al
A Hagom 298 AR 2 SHlge] $asA
A7 A0 e ke 284 AdF F 85088 Wi
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Table 1. Demographic characteristic of participants Watson et al.(1988)¢ Ko(2001)9 A+E #us}
Ao, =g e JduE F£FE& Buhr &
Variable Classification Frequency Percentage Qg mElo olLo] B
(%) Dugas(2002)¢] @7olM AHEE =32 & 79 &
Male 446 525 Ao s £3 9 Bgbsto] Aokt
Gender
Female 404 475
20's 150 17.6 NS
30's 201 23.6
Age 40's 175 206 B AT AeAiHozE PASW 18.0= ©]
s0's 197 232 st WI=84 (frequency analysis)Zt 7t 39| 4lg]
Over 60's 127 149 A ‘“37% el A=A S A on, #QIzt
Less than S0million Won 267 314 TAE  Yolry] gt AAAAEA (correlation
30million- less than . s analysm):% AA O}Oj\”/}l \i}—i‘gi_ AMOS 18.0< ©]
Annual 50million ot £F9 HIE FEE A S04 29y
income  50million- less than 175 206 (confirmatory factor analysis)S AAlstRoH 7zt
70million Holzle] T AAE A3 9t FEuAA R
Over 70million 184 216 (structure equation modeling) 41 A8k
0 (0 handicap) 85 10 2AA 8 A9 BSA40 g Qe 529 2
o -7 90 24 Aashe F9E] 99 YA (multiple group
Handi-cap 817 152 179 analysis)2 A8
18 — 28 265 31.2
Over 29 158 18.6
Less than a year 100 11.8 7é 3,+
lyr — less than 3yrs 121 142
Golfing ~ 3yrs — less than Syrs 165 194
experience  Syrs — less than 7yrs 145 17.1 51015 QO
Tyrs — less than 9yrs 113 133
Over 9 yrs 206 24.2 2 AT AHEE SR AR S A48t
Total 850 100 7 e AAedle] B Gold e BAS 3 A
(Table 2)9} #t}.
=M 239 Adze 259.51(df=234, p=.000),
Q=5.40, GFI=.966, NFI=.969, TLI=.927, CFI=.974
AR E5hE SA] 913 Walsh et al.(2007)  AGR1=.892, RMSEA=.035, Delta2=.974 &
v FREE A B 7 gug Qe Agse) 27k e 429 WS Ko
T84 482 Bougie et =1 m oz 3uC Aojol AukA0 AP urEz)
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A= #A7F b, RMSEA= .05 ©ldl,
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Table 2. Confirmatory factor analysis

Factor Path ucC SC SE t value

similarity  1.000 747

Confusion = load 963 747 048 20.044%%k
Proneness
ambiguity 862 .525 062 13.890%*
CR = 717 , AVE = 557
NE2 1000 .65
Negaive NE3 L1130 796 064 17.691%%

emotion N.E 4 1205 863 054 22483k
(N.E) NE 1 1439 949 065 22.150%**
NES5  LI81 796 070 1696 ***

CR = 891 , AVE = 716

N. ;V"m 1000 684
Negative N
WOM SWOM 041 686 070 13.441%*x
|
(N.wom)
N ;Vom 681 440 058 11.819%
CR = 637 , AVE = 492
distrust 1 1.000 775
Distrust  distrust 3 590 514 050 11.709%%*

distrust 2 .791 635 063 12.609%**

CR = .681 , AVE = .526

Puchase PD 3 1.000 605
delay PD2 1223 731 074 16.546%*
(P.D) PD1 1283 834 079 16243%**

CR =771 , AVE = .608
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Table 5. Moderating effects of negative affectivity
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Table 6. Moderating effects of intolerance of uncertainty
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