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A= 21l At (online travel agency: OTA)S] ThANE TR ARSI A w]A|A] &} AJ7E 8] &4 w|AIA] 7}
TS AX e TUIER ojoA e I & AF7B =Y o MilF =R FEsta, AAY T2 L (need for
cognitive closure: NFCC)ol mh2 A& o]d4& AF3ct OTA °]€ Ado] Sl vix 49 50982 o2 Al
ue] e 7k A EERARE AAskaL, FEak 7k A A T B S 48kt B4 A7, AA 7 wAA
© A miN A 2ot AR A RAA G (+)] BAE BATE W ARE Sl mAAlE o He A (+) ] BAE
BEou AHARAE F(-)9 IAE Yepyt Jw 1 vlnoA e @& NFCC FHeolA AHE A SA 9} d)dH4
of FAZF A et vebtaL, =& NFCC Jeold e At gl ado] a3 Be A (+)Y, Fulleede F(-)9 &
A Hole Auke ool %L?lﬂ Atk & AT oA E Sl gk aujz; ghgo] T £3, AE AR, AfRlAke]
uz} o] d A o 2 yehdg A, AHAF S 1 &84 dEFo|x ARl FeE ATt

FAel: A Y, LR1APAHOTA), A3, IAA 2L, FE5THd=

ol

This study examines two dark-pattern cues in online travel agencies (OTAs)—social proof and time-
scarcity messages—and how they relate to impulse buying intention via the urge to buy. It distinguishes
a direct pathway from an indirect pathway through anticipated joy and regret, and tests whether these
pathways vary by need for cognitive closure (NFCC). Scenario-based survey data from 509 U.S. OTA
users were analyzed using covariance-based structural equation modeling and multi-group analysis.
Social proof was positively related to the urge to buy, directly and through anticipated joy and regret.
Time scarcity was positively related to both anticipated emotions but had a negative direct relationship
with the urge to buy. NFCC did not simply amplify these relationships: social proof was more strongly
tied to anticipated emotions among low-NFCC consumers, whereas the contrasting time-scarcity pattern
appeared only among high-NFCC consumers. These findings highlight heterogeneity in responses to
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dark-pattern cues across cue types, pathways, and levels of NFCC, with implications for ethical OTA

interface design.

Keyword: Dark Patterns, Online Travel Agency (OTA), Anticipated Emotions, Need for Cognitive Closure,

Impulse Buying Intention

gAg 7)) gata) g 2eled AN Online
Travel Agency, °lst OTA)= &% % +x9
A FoR A fggkew, SR OTA A% TR
= 203349 1% 3,1689 gei7kA] duig o=
AWEHGrand View Research, 2026). A%
873 @7 OTA ZUF 3t A= Ashe A
(Fox, 2026), @] &B|AHE ZHESZ FYA]
7 2AA &3, 48 L8AE A o2k
AR ASAI717] 9k QJEjs|o] =~ A A F
840] FopA| AL U}, &, AHAE FHE Ui
Aol HEE Ba, depd w27 A2 S i
Jes fEEe7PE 84 24 247t | Aol
olgigh Mgt A HZ FHIA e QAHF o]~ A
A ko] B9 ¥ (dark patterns)©]th.
A AHEAL SR JEE vl R &
Ao HAeled 4 YAt kA FUE
= QElgo] 2 AA g 9
ot AHEALe] o o} 2}
&4 A Et 7|99 o]9s st AHEARS
e 5% WP fEste AR A8 (User
Experience, ©]3} UX) AAZ ols|dtHGray et
al., 2018). thasEl& &2l A kel ity
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Nake OTA A AH|7} o a A7
#ekek ¢ Jrh(Kim et al., 2021). ©] HAL&
HFFEe] nHT Aol 71T SEEL of
& Aell F4S AR ERlep] oHa, 54 o]8do
AUH gl 7)8)7F aEeh | 7149 dof 2 4
89 ooF Al wet FAR HEATH(Zeithaml

et al., 1985; Kimes, 1989; Abrate and Viglia,
2016). &H|Ab= o2fgh BA SoA teo
s Ui’k o] &4 ute} wweof stR, B
T RS FE9 AESET A FEA|
Al AA e et g &S 7hsdo] EHH(Hu
and Yang, 2020; Guo and Li, 2022). A<
2|7} o Edhe ol AT @AV FHA R
FojAl = Ao| ofet SHE s HEea A7
Hoe dolvh, A Al ddEy doF A
&2 Astel £ ©x7t 22 A9, dd B
= tagges 7158 4 dvk(Mathur et al.,

2019).

2 ATE o2 OTA AHEAeA ofd <
BEe A9 AWk gk A ddat Ag
AR AR 2 AR Adel 47 A el
AB1A A WA (ol AlTE 55 dl ek o A
32 MAA s s 20% )l T
ok Ak A 27 vAAE AE A F4E 99
71 ofel e Aol tE aEae] dE= Bl
AEel mEs A Bede FE she v
ARt B2 wA A = vl 7187 et b &
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o] MEshe AglA 7HAs e Alghe F-24st
of 2% NS d7|=E utsit,
R Kl i
o 2y Y she ddto] o
ANA FLe Ao
ThAfol] 7129k
71 S
T 2 e A
and Ferrell, 1998) % 127H FWH = 357
o} DAEA FHEH(Rook, 1987). a
Hel A7 e Bd AFHSd FEI 2
A% o] wiFo|th(Abbott et al., 2023: Moser
et al., 2019; Sin et al., 2025). 28} &3 -
segely ZokA Al d3e FE 33
73 12 elvt OTA et B=et 418 22 714
dlofomell 25 Fol =ojHo] gk
(Kim et al., 2023: Baldick and Jang, 2025).
@3}7‘1 SHUSE o of Weto A F HAIA] 7} T
S AA FETHAER oA A e FAH R
7459 -”8_7} oh;].
tgadfd da e FulEEd A4 d2E $= 9
A gk, wefel HAe Ass 417}5}*‘: A P73
S B3l Ao r d2d 2 Q)

2
o WEEE A J% 2H] AlRfo] ZelH o
o)
%
1

[e) R
i, EE

oBg AHke oAFAA FHA A mlefe] oY

g3t 1o W g e dSeHA Aokl et
al., 2025). o2l wg| Ao thgt FAA o=
S X474 (anticipated emotions)o]g} @tk
(Bagozzi et al., 1998). A8ld A%} A3t 5]4
2 MAIAlE 22t Ad e eIt e 7159 2
Hore A 7}1:/\4_‘% 57}‘6]‘9‘&)/\1’ A AE

HERE o) AR /1% QA @9 o)
2 F4% A8l 2 4 A 2 T AL

fr

ir NlO St
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TolA ZFie] A Zﬂx] skt
g, tasjee] g3 BE AvRlA FYst
A vepdA] et 28y 71E AT e aEAE F
AR Ao g thFo] gtor(Baldick and Jang,
2025), T ek ¥h3-& A slshe 7H°]?<}
a9l et =ofe AFer FEsit. &
= o2l o]dd S Adar] S8 IAA %@%?
(Need for Cognitive Closure, ©]3t NFCC)o] F
23t} NFCCE E3243) n53ks Zolu g
gk weks Alga sk e 712 (Kruglanski
and Webster, 1996), AH A 2] Fo] & &ubAt
F A9 Zgex FrYdl @XM E viEgeR 27
otil o5 FujoeR FAsshe A
ol 9F= E & k. 32U £ NFCC7H

°l Eiz& E/]% HiE o2 B A OTA #7494
A8 A AL AIZE 8 A WAL el e A

FETHER oo A& FHstusl &
o FAFeR & AFE 1) F A FFE
o dZd=e AHAR, 2) A% 435S
Afrete A3 WA R, 3) FlsEe] FET
=2 olojxe A% ArE A o] F
& 2 mAIAe A AHA R 3w A =0}
ojuf 3t oFFoz YA A sy, MY A=
7FNFCC ol whe} o9 A 2efA A& d5e
o} ol BM & wgoE M g gady o
el Ay FFe FESt, @ Fopo] v
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Il. 0I2% Hid ¥ J}d4H

2.1 OTA Z2Z cf3uiE oAX]: ARH A -

29 (dark patterns)S Brignull(2010)°]
A W Ndow AHApE FEe @EQ} e
AR HaAS 7T s %S TS 9
5 freske "Ag QHdol~ dAE /]U]?}r/}.

al.(2018)& °]& AREAMETH 7]§]¢] o]
PL A& AR (UX) I # o] 2~ Tzl
o2 Aostglon], Mathur et al.(2019)2 A
A5 fEst] s34 deg FA7|AY 54 3
T 7FedE ol AAR st olyg A
= 7HA] ¥l o 2 ZEdtey, shue &
BEE F71AY RoatA A8t |zt
= dFete JE A Adelx, & sht
2o wjg, AlAA Tz, AA epE Az
= ol &sted 54 d5S o 47 = o o
A wtes A A7 2] Aol (Mathur
et al., 2021; Waldman, 2020). wehd thas)
B ©ed 33 FFU #F wAA 7L ofd g}, 4
y_,] ;q]/\] HM]J,]_ /\-]EH TZE E Exq Hoh‘skoi ?./H
ato] An|zte] saieh A4 M| s v+
T2 R olaE 4 st

gasfee 22l 7o FHelstA gits o

Gray et

o]o O 2
=

o,

¥ o e

1942

Atk FA LA E 5P 7]F(ICPEN) S ZAL
w2 oA 2 Alo| EQ oF T6%7} AT El S AL
st= A2 YestHFederal Trade Commission,
2024). old = FHANALIE HIET A=
TA 718 % WA o3 A Ak A A
3], 2025). e g side] HA} H A o]
o w& &Hz gsjrt Gkl ek, f39 &7
oF ARG 3 mhobg o] tasf|lo] 4|zt 9
AR G2 A FAAQ AU F e
olgl7} aFE 13Ut

TS 2kl A dwtel A dEE A g
(Mathur et al., 2019), &H A7 oE f3<] o
ARl Ho¥eAl= Adje = AEFS 43 At
2% “—’1—‘2'01] utet Dbl 4 Slh(Barton et al.,
2022). OTAE &H ]1}54 SHAA S dZste &
A e%% 2, 2Hate EFgEo] AAste 7H,
ARl A §E, 1‘?‘\'41"]@ 71 AfE| 2 o 3
RS P’%Oi sibdEs Adat, aehd #3d

] 2

e o FAL 44 P ofele 2EA

e ol
oW (Zeithaml et al., 1985: Park and Nicolau,
2015), 5% o] &%o ] N0 iR B L AR R
71315 &3] ol 24 AEoItH(Kimes,
1989). 7HA 3} doF 2= 9 ook A w
g} ¥WE3aH (Abrate and Viglia, 2016), &H|A
€ olglg =gdA SllM A3 LTt M=
OE o2 $4E 7IF2® g s gk |
walok 3H(Hu and Yang, 2020). ©]&3 &3
AR O vl B JEAR TR A9
EEHE =01 (Guo and Li, 2022; Park and
Jang, 2013), 2|7} ZYEo] FegA| A A|A|
ahe DA o&d 7HeA S EItH(Sparks and
Browning, 2011).
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AN TR FRE Fole AN BE S99 4
HHE FHHOR dete B AFET, &aF
9] 715 ol &ste] tiekE A& deie
FET AR A Ak Bl ded &
AstAt. ofwf Aeke] 7]Eo] He 2o WAE
LAY 2AR AEE7) R SR, SPlEe] of|
RS FEeAd AxskeAd net Ae57]%

gk, QlEjFlol~ AA}F AvAte] A&7 o
H°‘é} F Adte He FY dYdim thFolA
gkem, OECD(2022)& tasel g &n|ape] 2}
gwr AR S Aslste tAE **E%“éﬁlfn Tt
Hola A% 75 egE daEr] o EA®
2ol A4 oo BoAg A71g v
E A7t theket gadd b Al A
AIZE 3|22 A A o] FEERE o],
A =oe AR 437 BEE M= g
At FAo] 7 016}1 wﬂfolv} A}ﬂﬂ A A
A

A%
F @At

o oF 2ol W% 2 gl 715 Ad sl o
S3to] Ag AR Ak dds k3t
by F @AY Hlae OTAZSAEA ALEHE

Oasjd S shvbe] FAAQ WFR 7P skA] @,
ME TE A #x =

A oA oG 2 AEeteAE |
g Flot},

FARCR AEAH FA wAA (social proof
message) e 54 SuEo] dg T2 An|zk
23] B 9 ooky} 2L H% AR ZYPE OE
glo] 2ol AAFre M, s tiQte] Threl] o)
AeEE A ks A o2 AS5E AAH A6 o
£ @Al (Mathur et al., 2019). OTAdAM =

HYSHATL x553 H5E 2026 10Y

Al 2490] o] £AE B JFULt, g ok
HAFUL, oA FE 550 o 2 P
FHEHKim et al., 2021). A4 A WAl
A o7k A disks o 7k o AlEE
ghek Zlo g ity O Ads w2 e AR
I (bandwagon effect) & Zt& 7IAZ Aeth
(Mathur et al., 2019). o]¥g g3}= S

AP Ble] AES AAT A FAZ 2§
stele el g 2A3tH(Cialdini, 2009).
5] SUPEE o ¢ Al AL A Had] of

So2 BRI 23y ok JH e FEY 42
A71E Adste= die] HA=E 71537 doh(Park
and Nicolau, 2015; $5% & Fg<, 2025).
AR A A WA= =g A 247 AXE
o AaHze] AgE wE AEE 7158 5 9
aep &Bjzke wAAe] A 9‘4 T4 "ﬂﬁ
7} 01“161 71343} 71wt 4
Al F2E o= A% ”}éﬂ 2
o|AH FHO A= o} o] FEel
A k& e oA 5.‘75 El 471 A
kel AAH Axd A5, AHEA
= AR HHo| 95 o] gt AH|AE]
Ml 94 o R frEshe thasE TR
g .. 2019).
WAA (time scarcity message) =
54 subdEe] ¥el, 7}7—3: Z2, 01]‘* dgg E=
kel

m

\_/

o =24, ?ﬂiﬂzl ﬂﬂ% 7@7} A7 Zioi A gl 9l
T A st @A oltHMathur et al.,
2019). OTAA = "o57 T, "nigt ul', 24
A e 22 dEE FEEH(Kim et al.,
2021). °]& Ay & 249 7] F33le] 9

AR FE TSRl 2194 (urgency) 8
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algab (Mathur et al., 2019), & 7153 244
o] ATLEE 1 X2 o =4 Hrlels 344

Ak (scarcity blas) of 7]9ketth(Cialdini, 2009).
GUPES 574 ol §90] AR B} 7187} &
Hala, 7149 o 2AE $29) dok AJHd u

g AR AEAT mebA OTASAES At A

3k WA A= Nxﬂ AA AL Hiedsle dagdel

HuE Wol5eld 4 gk Tl 204 A9 A

glo] AAE Ay o]F A= FEEEA, TI8A

U A 23] MR o ATHEAE F5]

olft}. t%o] 71, olof 24 gL QlEjuo]2:9] AA|

ol f4 2ot ol &4 Aol ket Beka %

(Hannak et al., 2014; Kaufman et al.,

2017 2B AAE AIZE AlSto] A= dy]

A AgEe 2204 952 0% H

B}, o)X Azt A gte] AAA ZA7
o

=
.
N
5&
N

_L
o
fit
i
_L‘>i
offt
iy
O,
=
2

2.2 OTA ci3ufH oiAx|e] FoiEs dd 22

TS5 (urge to buy)S 2H|AF &3 2

1944

A ER AES A W olE A Pt =
7Ne &7 FHE 2ngth(Beatty and Ferrell,
1998). ol AA Fujd 53 7= A2A v
So=2, AR Aoyt FEe 3L glo] o] FoiA]
= T ddste g4 Hdes ‘3}20111 %
tHRook, 1987). ¥ A= oziet /idE OTA
wetol] A goto], 2R} EFHENA 5
o =E2HAE W AT FES A U3t

e §7 J0E PFEOE ol gt

L DR AT AL 357
o ge AN FE F0T 5 gom ol
LI} A - AAA WAUSE Bl ek 5

o] Huslo] stth(Moser et al., 2019; Koh
and Seah, 2023: Sin et al., 2025: Xiao and
Benbasat, 2011). old & 7= F ©A7} 74

Zed A4 92 A SFANE FES, Y
o e 235 Hriete FHolA IE o7
3 o 3335 AA FuiFEd GFS vIAE BA
Bt ARE ot A4 EJ-Z} g},

2.2.1 ©A 7|u Z2zhire Aw

o]ZA 2 o] Z(dual-process theory)dl|A A] A=
13 B33 JRE S0 TA|ET S50
7Vedt Aot FE|agd oEs e s
G5t A 9rlgth(Kahneman, 2011).
Aelefol & AE7F Wi tiet 7+ Hwrt o -H
A7t BEAEEE Anake BE FJEE AAA
O % AESP|ET At FA 28T F e F
=zl @Ao] & ThsAdel =k olH e #A
A OTAZHE AA == AR 57 vAA]
3| A u]]/\]x

I Avlzel BAE fet vlag
HEA _ZT;
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Tl e A2 7158 4 drh(Mathur et
al., 2019: Luguri and Strahilevitz, 2021).
ABA FA wAA7E @4 8tshe HeRde @
T USks on] AFE Ay oz A7stA gt u
2hA aHzbe wAAE Hete o1, Y AEE
7] e igtem dAdkstyn FEe vlm o] [
S8 S AEE 7heidel = AA=E
AR A SA wAR7E 2kl S oA Bk &
TTHE dHHA S7MIITE At Eas ol
9t} Koh and Seah, 2023; Sin et al., 2025).
AlZE g/ AR = dAl AlAE &9 dEolut
d ek o] Agkd Az el fEsvhe He
Ao M, A7 PEsA ¥& A e A
&=

g 732 $2 5 Joke A4S F4et
ks 3} A

Al Frtete 544
2009), 713 ZAs 3
H2ke] aba 2 7145e 4 Jlth(Aggarwal et al.,
2011). WFEEFE 54 ARl A sAnf 71374
28E 3, OTAY 7H% dof 24 9 8- 35
% o oF Aol wet WEeh] wEel (Abrate and
Viglia, 2016; Kimes, 1989), Azt a4 WA
Ae WdEe SR 2928 o 34 Hiol
U5 Zskd 4 vk webx] OTAZHEAA A
e AZE a4 mAAE Ted Fa o] of
et AA A 219 WE 7Hedd 28 4

SA R Q2E F glon, 2B Al AAE 7
35 A FHsE = e £ F Ik (Song
et al., 2019; Song et al., 2021: Teubner and
Graul, 2020). ©]’¢e] =9l we}, Ak FA
AR = ] eSS A A G AT
S B2M, AL F 2 wAAl = Al FEe] A

=
heds 24 st pgens 2t Pies

HYSHATL x553 H5E 2026 10Y

29 Ao dysdc. ol e 2 4
S|
=

Hla: A4 37 WAAE P55 3 (+)9
Q%L 014 Aol

H2a: A1z 844 WAAE o5 3 (+)
9% )3 Aol

2.2.2 A3 71N BAHTF B =

QA A 7] £(cognitive appraisal theory)
of 2w 22 A5 AA 7 ot 1 AS5o] A
Qle] =3} b gl zte v E Hrtete #
oA At (Lazarus, 1991). & A+E ©f
#d A OTA thasE WAz 7} wle) A 2
o 3t HrrE AFsta, 1 FAA oAy e
A48 s At 2o} o]gA IAHE F 4
e FFEoR HAEH e A HRE T
g},

o ’7+% (anticipated emotions)& 9JAFAH o]
Aol 54 P55 stAY 44 k= o wged =
4 Aoz oidse S on|dth(Bagozzi et
al., 1998; Baumgartner et al., 2008). &34
T2 ek &nle Aol Eeld mlE AR
mjo] B2, AH2R= o o SAA s dgo] 7}
A& nE Ade S GAA R AlEgoldat
A ot H2 B AFE vg od A g
o’ ol o<k A% DA (pre-trip stage) A
93 98g dvtn Hu AL et al.,
2025). FAA LR JA7IEE AT Ad%dES o
A AHRE Qe v =2 AoR 4

o
wgoln], 3% = AT dofalAl d%E
=)
=

o

oX,

of
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B R

’ggk
Pieters, 2007). o]u] th4e] A
Aele] AnE vlu - Hrlele v
Agottt, weba] ARSI FA A
T A A TS

(e}
oL,

ol )y o
S

-2

S1A

and
g
A

Zeelenberg
g2 2ol W)
AR FAR
A& Mg g
o2 dd7es =
e Aua e Asl e WAL v
AZFozA AFIE 3
_]

ol T 2 7Hd S A%

71 WA=
Y& v Aotk
ArElA A AR E o dFEledl H(+)9

FF= A Aot

Hlb: At5]4 o g7 8 (+)<]

Hic:
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2 kel A3%sE N &
and Pieters, 2007). o] AAE AlZF AJgH of
oF Ay} njAdge ARE JfEE AR 83
o AT E A7 ABE ol s FEE

(Zeelenberg

0]
IA

¢

A E Ao® Yehdor (Swain et al., 2006),
S|4 f= ] Wt A o7 B o F3] 7}
FETuddge Fuldde] #AE WAE & U=
o] HuEATHQu et al., 2023). wehr At g
24 AR AgtE A7 R 7bse s
71t o 2 A7 BE mo|a, SA] PR &
A2 we] 7138] Fa TS FaEgoEHN o
38 =Y Ao s old B d+e v
I} e 7S At
H2b: Azt 8147 WAIA] = o 3718 4 (+)9
gekS v Aoltt
H2c: AlZE 8124 wAA = d323]d 4 (+)9
4gkg nA Zolth

A2 D g P ARl vireAl ¢ 54
Y& Fske 714 7se FHTH(Bagozzi

et al., 1998; Baumgartner et al., 2008). <
A7NEL A AE I3 A2 518 EAstet
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2007). AYAFANE o782} o G5
F 354 Pujdge Mgecloz Huy
M (Qu et al., 2023), #F WA= oF3]7}
54 FulrAAA o dFE v A § glgol BHu
HAH (Guan et al., 2023). o]d &A1= o=
I} 2L 7S dAsit

2 ki

H3a: ol 47188 Foi350] 4 (+)9) Je v
2 Rl

H3b: 3331 o350 3 (+)9 95
2 Rolnh

%@aﬂa aw e OTA asd AR} 7

geE A AR 758 § 3
ct. A}Wﬂ‘ %719} AZE g2 AR s 4H]AEE]
}\Lyleq_ oﬂn»&;q_a iﬂxﬂ
714 89 B8 5
S ?%E}. b 2 d3E o

= F HAA} 3 E 7

[¢}

=)
ey
it
_E
o,
N
i
ofm
%

tlo rfr wn

WA 9B WA Ao

=
AZe. ol ® ATE et 2e HE 4Y

Hda: AHA $7 WAAE 37182 43t
of FujEEed H(+)e HHAAE v
o4

Hdb: A2 $7 ARl 3538 st
of FujFEed H(+)e] HHaHAE v
Aot}

Hdc: Azt 3|24 wAIA = o % =
TuEEed H(+)e HHaAE vE A
ol t}.

H4d: AZb g &) wAIA =

v2

D
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| e 22 0|2y

of TFF B (+)9 BYEAE )2

Aol e,
2.2.3 F35% 357 E

Tl Z% (urge to buy)= 5% ti¢hd =24 &
Ay OP*, a1 ieke SA
I 4 We &5 e 9nldth(Beatty and
Ferrell, 1998). 3 £ dAFeA FEFm=
(impulse buying 1ntent10n) TulFEe] FE
g Agolyp 71 ik Bl glo] s 1t
e 3/ ddete deke R FAstE Pt
ofmgitt, & FujFsol XA - 5714 o4
A, FETHEE O g AL ok A
o7 FAstE = dAlolth. Verhagen and Van
Dolen(2011)& A4 22tQl F-uff et )2
ol TETHRE olofAl= o AAE F1lsta
o 2 oﬂ:rlb ol2]gt #AS OTA kol 2 &3l
T FEe]l FETHAER oJojd ZoE o33
o} ol & AF= v 22 7H S ARt

GM

o

J%ﬁmo

H5: FH35e 3570950 3(+)9 93¢
w3 Heleh,

2.3 XY ZZ=ETe| 8=

7| ottt

HI

AEA FA 9 A7 84 thAsE fH?_S
vz} HEg-2 il wah A AHQ] o] dA L
(Kaptein and Eckles, 2012). ¥ A4+ O] O]Zél
e Ausles a4 Jjolat M oA AL
Need for Cognitive Closure, ©]d} NFCC)odl
FEI NFCCE &84y noehs Folu &
g 22 A 41438 meetE e A EY F7

—QH'

—
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c23 - HoE

2 Aoldth(Kruglanski and Webster, 1996).
=& NFCC MY& whE ok T4F doshe v,
e NFCC 791 ot 9 Foll tfdt S22 45
Frieta theka A Ee} B aljA sbe/del o A
WA ol Ak Holt(Webster and Kruglanski,
1994)

NFCCe e 34 old9 3 (seizing) 2 At
A4 o1F9| A (freezing)oleke <A 7IAE

53] 253t (Kruglanski and Webster, 1996).
& BRUD 3PN D TS M2 2
ohge] BEE FHFeE Agelr, nHe AW
8 B fAen A2e Ard o Wahe

= =2 NFCC &H|Al= 34

@ 4 RAus 57 84 760 at W Sl
dlo] ATS w2A FHskle AFS HolER
(Choi et al., 2008; Vermeir and Van Kenhove,
2005), OTA ZEFAH gt $40] B A+
A wwrh e} & BN E ol AA} Fod
BAZxAC] 2 Aolgt o Sgt} ofd B AF+=
NFCC7} tt=asjd ©@xje] 27] Ad, 1"*7”91
TlEE A%, FujFE FeTvodE e £

0
(o))
rO
3
by
ofN
ith)
do
Py
Z
=
Q
Q
F
>
tot,
2
ol
)
=

fros

AR 9} AIZE 84 Uﬂ/\Wﬂ o7ty 4
= A FETUMYER o]olX]
% z

2.3.1 23 7|4 A ™ @A 27] A

NFCCY Z&(geizing) 71AE A31d 24 2

A 24 HAATE T FET ARt S
s 27] A @AE 2HFT B NFCC 2|
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o fol
hy
_\.40{)\1
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&
lo,
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X,
24 ofd

O

oX
tlo oot ot
>

=,
>
1 )

ofs
o
o)

oo
ny

o
ol
ol

N
1o
2
iy
o
e
i

O
oo
oft
oX,

1

=

A 7 (epistemic providers) 2 Hro}
ol 73] 9o m = (Kruglanski et al., 2006),
OTA &79] A3 A WAAlE o] 5ol #
< WEA T2 F de AEE dE A= ) E
& 4 otk kA =2 NFCC eellA & AFs]4
A WAL Pl e A Fdete B of
Yz, e ik SRS W] oJA7IRI w3l
= W] T E Fidele EFE o A
Eid Ao o SHT. o]df & dAFe o 22
W& ARt

—u

;éi

Hb6a: A4 54 wAAZE FujEel] nA=
A(+)9] Fge v NFCC Fetht) =&
NFCC FeellA tf i vepd A lv}

H6b-c: A& A wAA 7} o434 (7

el wA= FH(+H)9 G @
NFCC HeEth %2 NFCC A
o] ZstA UEeke Aot

eelslo] go.
™, £& NFCC /W& Azt bt sl A 7183t &
Ao 9 ojEste e HAtH(Kruglanski and
Freund, 1983: Heaton and Kruglanski, 1991:
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2BII0HANOTA) 2| CITmfE Thijel SETolelT: AjSH

= S

Vermeir and Van Kenhove, 2005). wehd =
< NFCC &H|abe AIRE 82y WAAE dA 2
o SPNEE 8ot A3 4 WA R 23
7Fedel =t CC Z&H|7
©A oA Ads Agte AgATe =g
AT, 2 NFCC oA Azt 844 w4
H TFuiEE EA7 o st vEhd e s 4

Stk gk A AlgHE AR tijkE o oFatH A
L% 71318 5 F gitke 3718, SA] 3
oA dod 7|38 AT F site dd$sE

(e}
e e A

AIZE o] #& NF

gt

H6d: A3t 347 uﬂAle THEE A=
+)9 9 *& NFCC Jdit &
= NFC %l‘“dr"ﬂ*i st verd A

H6e-f: A|ZF 324 wAIA7} o378 (718/F
3]l v A (+)9] dFe w2 NFCC
AdEY =& NFCC FAdolM o 435
Al vepd Aol

2.3.2 44 A% 7
uA A%

U371k 3552 %

01]*37&@0] FulFEez AgHe M=
NFCCe 24 a7= 149 B7] Wk wet gt
A ol dd71ge e E3A Ak
A 7hsAe F7 ek % NFCC 791
3% Ao sy Eg &4 715 oA
85t tekst 72 biotd Al o i
o]t} (Webster and Kruglanski, 1994). uw}
ghx 2 A v Ade A she ddr1Ee

THU o

HYSHATL x553 H5E 2026 10Y

S - AlZh gl adnt oIX|H ZZ S0l ME F= olFY

2 NFCC &HA A HE B718 o 7 &
& ok v, sl AF Pl B%
<o o U2 71315 £ & ke vp A Al
Jukeitt, =& NFCC /i B84/ 7 dd s
]’%}‘é < I8l §717F ZBlEE(Schumpe et
, 2017), A3t @rlske 713 A 39
571011 o et WheE 4 Stk wmEkA o
8 =2 NFCC 2:H] A}l 7 1 &3}
Astele 5719 Agsto o 23
ghe 7hsAe] =1t

o Ju HE

NN

/\E E A= |
THFEoE

Hog: ol’371%e] b5 vlAE 3
e H& NFCC Jehn @2 NFCC
AeelA © el UErd el

Hbh: o387} 7o 35 u] A A (+)9 9

2.3.3 2F 7|4 FETvid =R 1%

upR|go 2 NFCCO n#(freezing) 714l T+

mZ2Zo] =2 ujele2 AA 3} (crystallization)
HE WAE 2E3T. =& NFCC AH|ak= Aa9}
Tl FEo] FAAEH B4 Hug Fo|a ojv] 2%
d @2 F4or Ats n3A7ItH(Kruglanski

and Webster, 1996 Roets et al., 2015). =2t
A FiiEEE oA GAA &7t oidet B
ARE FAste 2AR 7%she W, ¥ NFCC
SHZRE FF o] FAE HAE A&t o' Ag
A=t FskE ot ol # dFe tE 22
W& A e

Hei: FFee]l FETvlez ddse 4
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w6
Dark pattcrn l
s -
Social proof o b | A i N
N 3 et *
NS R
{ aroraagrees | ): Urge to bu ¥y Impulse buying intention
o % &
> PN P *
Scarcity messag - o Anticipated regret S

lll. ek

3.1 XAz

+ A= OTA vl wAAI7} T35 5
T e mA= G HAFe] Hal, 2024
d 109 16¥ CloudResearch® &3l »l=r Ul gt
184 o]} A& tdez Aue]e 7|5 I A
AArATh. 22 22 2d ofUl OTA °]&
2 ggatitt. A7 RES o)

Aot HFo27) ASHER :rmﬂoq‘?} EJJr
a7 3w, A 7@ 0.80, T°r

322‘%‘01915}(80per, 2024).
S A3lehe 5090l BE izl

= o ‘I'FEJTJL_'E"
Nl

1950

A3 g uAET. 271 SHEAe $71 &

A3} Q ?Eﬁlg’r TR FEHGA
p»0.05), +s& 4
gl 7}%@3 A ‘/}E}‘,\/}D}(Armstrong and
Overton, 1977).

A ek 545 OTAAN EgEE 8] A4
Hth ol F FAARES 2o OTA guflo|A|l|A
T ogolA e AA 12709 s' FAS g4t
2] flaelAdM e tafe HAAE Aol
H(497), 7HAd 210298 nlw), olgx A
(7.5/10) 5 F2 A JRE 5YF FFR

MM A A A Sl A= AL A FA

r

€
°l "o S}—‘Tt?}! A el 5t —,|/> 20% &ol'S A
% . 2025). AFE % 7
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T [
agoda Flight+ Hokel  Hotos & Homes  Transgerl ~
eceee

=, Acapulca
L 53 roioss

»
SEARCH ON MAP

Hot Desls!

Your budget (per night)
C—

. Princess Mundo Imperial Riviera veygeod iy
Diamante Acapulco
" Usb 703
[ ¥ 1 Baoked 55 times since yesterday vt gy
Camino Real Acapulco Diamante
J Popular choice! e
Booked 55 times since yesterday usp 207
i @)

USD 192

" Uso 203

ey o ﬂ
Gamino Resl Acapulco Ciamante
.....

J7) Today only! 20% off
your chosen stay UsD 207
sy ()

" Usp ez

(38 2) ci3uEol HEE 29 OTA Hmo|X|

=
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=
lo,
Ot
Ot
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rE
5
fr
e

=2 AL A BAE A
d FAE AHStAtH(Park et al., 2017). 3

121& NFCCell 714t A BA
=( 2002),
sl /\] = 0}7}55’;‘2— Ez%
). HEo]

3 Mx}—cﬂ % A} 2t
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a% @ARoE AYegon BHAd B A
° o

QAT F WA

2 Qu et al.(2023)
o Ax=E ALE3INTE. FlE%2 Verhagen and
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Van Dolen(2011)¢] urge to buy {&=&, $%7
ot Y A7 impulse buy A=E AU
Q 71k OTA o F W] 9] =4 3le] =438l
o olE HNEE BT 5 YAE HER 45
At QAA F2EFE= Houghton and Grewal
(2000)9] 208gez2 F4HE 63 YAE A2
S35kl

F 509789 & F2 Fo] 42% 1] 57.6%
2 Uehkon, 31~504 dA¥Fe] 61.8%% v
2 At Boy A SHAke T A £
Ee (& Dol A8k
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Sod

(E 1) 7S

Construct/Item Freq % Construct/Item Freq %

Gender Age

Male 214 42.0 20 or below 17 3.3
Female 293 57.6  21-30 80 15.7
Prefer not to say 2 0.4 31-40 156 30.6
Income 41-50 159 31.2
Under $20,000 101 19.8  51-60 96 18.9
$20,000 ~ $39,999 117 23.0 61 and over 1 0.2
$40,000 ~ $ 59,999 106 20.8  Race

$60,000 ~ $79,999 85 16.7  African-American(non-hispanic) 146 28.7
$80,000 ~ $99,999 41 8.1 Asian/Pacific Islanders 18 3.5
$100,000 ~ $119,999 26 5.1 Caucasian(non-hispanic) 285 56.0
$120,000 or more 33 6.5 Latino or Hispanic 46 9.0
Total 509 Others 14 2.8
4.2 SYdtHEo| ClEaMN U EM0S HE and Ferrell, 1998: Verhagen and Van Dolen,

FLHHAL (Common Method Bias, CMB)E
AEsS] 98] Harmane] 89l #4942 HAst
A7, A A QQlo] A 4kl 39.3%F A sto]
7154191 50%%E at3]atsith(Fuller et al., 2016:
Podsakoff et al., 2003). 3 T34 HEE
gt AL QOI(VIF) S 1.444 -1.887 M9= Y
Efg dubd 7189 10 9] orslstdth(Hair
2019). whebA LA} tsFAlg L
Z Qe 34 9 7P B Zloz At

670 A gial] AMOSS| Hu¢-=H 7|9t

et al.,

g7 EA(CFA)S AAlaksd. =8 BA
HFAA aJAAAA 7} 0.707 1 ol F$F3] 233

FElel= 220] AAHGT Tht 3570
o% F3} = A7} 0.6492 “My hotel booking

was unplanned & %79 a4 &9 ARA

Age g Taee ggoz BuEd 449
o, 9 Awolx 0,869 AAAZ 9 ol 9]

of W& B BEE el AT (Beatty

1952

2011). Hair et al.(2019)°] @W2% CR¥} AVEZ}
A 7S T53he 75 0.60 -0.70 ¥S19] 89
ANAE 8 7Fesith. CFA ¥, 9AFAX
(0.649 - 0.813), CR(0.773-0.862), Cronbach’s
a(0.799-0.862), AVE(0.534-0.610)7} =%
. SRRY Y B A
4] A meste] FE
w3 { AP AAsIsitt
SRR APe JA FoshAl eERITH/df =
1.961, RMSEA = 0.043, SRMR = 0.0366, CFI
= (0.968, NFI = 0.937). g HTMT % 0.210
-0.808 M2 7]EA] 0.85% ot3lste] el
’“"] A=A tH Henseler et al., 2015). %

g B4 die (F ¢, WHeA e (
3>°ﬂ A AT

B
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(% 2) 382Eo Mzt ¥ eI 2t

Construct with Items A SE. CR AVE a
S’I'Ex)ec r}jg'slsag%{)(f)%‘n%%%estams". )
Informs me about something that other customers reacted positively to. 0714 -
Informs me about something that other customers have already made use of. 0.763  0.059 08% 0561 083
Informs me about something that other customers have also already done. 0.746 0.0%6 ' '
Informs me about something for which evidence is provided by referring to the behavior of others. 0.711 0.061
(S’['E%gsgg); orfu’[eogg/ao goffer", )
Informs me about something that has a deadline. 0787 -
Informs me about something that has a limited availability. 0.782  0.053 0815 0578 0845
Informs me about something that has a limited period of validity. 0.766 0.053 ' '
Informs me about something that feels like a last chance. 0.703  0.0%5
Anticipated joy
I think "hooking a room with these messages is earning,” and I am excited to book it. 0792 -
[ feel like T have the opportunity to enjoy booking a room with these messages, and I feel pleasure. 0.784  0.050 0862 0610 0.862
I think I would be very proud if T took this opportunity to book a room with these messages. 0.781 0.051 ' '
I can now book the room I like that has these messages: I feel very satisfied. 0.767 0.049
Anticipated regret
[ will feel regret if I miss the chance to book this room with these messages. 0.810 -
If T don't take advantage of these messages, I think it is a loss. 0.747 0.055 0.799 0571 0.79
[ think if T did not book this room immediately, this room with these messages would be gone. 0.706  0.0%5
Urge to buy
While browsing this OTA platform, I felt a sudden urge to book this hotel. 0.813  0.060
On this OTA platform, I wanted to book this hotel even though I hadn't thoroughly explored other hotels. 0.785 0.060 0857 0,600 0856
I experienced strong urges to make unplanned hotel bookings on this OTA platform. 0.750 0.062 ' '
I experienced a number of sudden urges to book this hotel. 0.7148 -
Impulse buy intention
I could not resist booking this hotel on this OTA platform. 0.804 0.067
My hotel booking was spontaneous 0730 - 0773 0534 0.807
My hotel booking was unplanned. 0.649 0.057

X'= 378.486, df=193, x*/df=1.961,

SRMR=0.0366, RMSEA=0.043, NF1=0.937, CF1=0.968

Note: S.E. = Standard Error; CR = Composite Reliability: AVE = Average Variance Extracted: ¢ = Cronbach's Alpha.

(Z 3) EHEEN
HTMT Analysis S(;Iclglsggé()f Isrlcezlsg%;}é Anticipated joy An‘;géf&ted Urge to buy ITﬁgﬁ%gﬁy
Social proof message -
Scarcity message 0.621 -
Anticipated joy 0.488 0.417 -
Anticipated regret 0.494 0.459 0.799 -
Urge to buy 0.567 0.415 0.742 0.808 -
Impulse buy intention 0.285 0.210 0.578 0.689 0.787 -
Note. Diagonal dashes indicate not applicable values: off-diagonal values are HTMT ratios.
AISA mMp5A HMpE 20269 10Y 1953



4.3 TA m=of oiet =2 & oient E4

2 AT A FA wAA], ARE 524 A
A] Oﬂ"o‘ g, s, —ao?ﬂﬁﬂE 7J9l wAE A
X o =

A
91@. 4 A, F2Eg ﬁfu% Fz3HA e
o (x?/df = 3.021, RMSEA = .063, CFI =
1932, TLI = .920, NFI = .902, SRMR = .0859).
SRMRL &iH4] 71391 080 243t 43 o}
o}, RMSEAS} %E AYe AF7t A 7E

FEat] kA9l 29 djdde Felrt gle &L
ﬂr%}oﬂv} A2EN A%, AEE SA HA

T TEE, A%, 3Fsd BE A (+)
FE le# Hla HlcZb AA = AT, o= Ak A
A wAA7F OTA 87l thg=7) Aejgt it
E]—t ﬁﬂx% r/}}qi X]—Eol.b E/\] oﬂ HT‘J— Eﬂo}
< ujo] 7%zt wje] $315 9
z}%@; omgith, Azt B HAIAlE o)
I} dgFglol g (+)9 daE vA H2bet H2ce7b

=
_oml

lo

=20
FHE

sl wAA 7L viel 713 ShEeh el gk 2}
7&% b=l 7}?: x}iﬂ..‘: E/\] ] 5]
Me A% oqulo g x7td 4 9188
@ dg7Iust dAFEE BT PEE B(+)
o) §ge vigon, FhzEe 5T 2
ot g (+)e] 932 vA H3a, H3b, H57F A1A
A& 4) F=x).

d34%9 WAEHRE FUIE AES] HdH
5,0003] FEZE#HFF 95% bias—corrected Al
277E A8t A 23, A A HAA

< d71%(B = 170, 95% BC CI (.057, .455],
B = .157"")3 3F3 (B = .254, 95% BC CI
(.075, .983), B = .236™")E wli7fsted 7%

of freld I EIE Ho| H4ast H4b7k Al ]ﬂ
ATH R AIZE 3|2 wAIA] O] I Eake o7

(B = .061, 95% BC CI [-.061, .658], B =
060 n.s.)¥ A4F3(B = 130, 95% BC CI
(-.337, .327), B = .128 n.s.) A= BFolA 4l

g F7to] 05 XFate] Hcdt Hade AA=A &

AAH Qo FrjFEels 7P v el £ skoh mebd A ZEA ARA SA wAA =
(o] 9B VA Hoak /1AEAT, ok A7 dATEE B@ fol8 ANE} ARE 24T
(E 4) 3 B2 7x2Y U 7INHE 2

Hypothesis STD Beta S.E. C.R. Result
Hla: Social proof message — Urge to buy 0.156 0.069 2.462 " Supported
H1b: Social proof message — Anticipated joy 0.430 0.083 6.156 Supported
Hlc: Social proof message — Anticipated regret 0.409 0.079 5671 Supported
H2a: Scarcity message — Urge to buy -0.108 0.055 -1.987" Rejected?
H2b: Scarcity message — Anticipated joy 0.163 0.074 2.480 " Supported
H2c¢: Scarcity message — Anticipated regret 0.222 0.071 3.250 " Supported
H3a: Anticipated joy = Urge to buy 0.366 0.045 73117 Supported
H3b: Anticipated regret — Urge to buy 0.577 0.060 9.356 Supported
H5: Urge to buy — Impulse buy intention 0.809 0.065 13.643 Supported

X* = 595.154, df = 197, y*/df = 3.021, SRMR = 0.0859, RMSEA = 0.063, NFI = 0.902, CFI = 0.932, TLI = 0.920

Note. STD B = standardized coefficient; S.E. = standard error: C.R. = critical ratio: @ Significant but opposite to the

hypothesized direction.

1954

*p (.10; ** p .05 ** p (.001: n.s. = not significant.
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AR A & ol gt vi7f S| o]

4.4 AR Z2STE 5 EITY

AAA FHL&F(NFCC)Y 247 H AT &
A Houghton and Grewal(2000)¢] 20&% 64
Hzof el x| 214 Q91 FA (CFA) = AAlst
A} ARare dATE T B 2ol BA
A, A&7+ S (desire for predictability)
A e] Foso] aQlRatE 715(.60) | mlEsto]
AL =9 o (Hair et al., 2019), HFH oz A
A% (Preference for Order and Structure), 2%
J (Decisiveness), &g that £3H (Discomfort
with Ambiguity), #1214 AFaL(Closed-Mindedness)
-4 470 sI9IAMY 1358 ARSI HE 23e 8

1531657 - .856), CR(.748 - .847), Cronbach's

( 48 - .857), AVE(.518-.634)7} =% A%

71EE F55101, REAYRE A Fasklvhe/df
= 2.352, RMSEA = .052, SRMR = .040, CFI
= 973, NFI = .954). &3k HTMT 3+ .006 - .513
HHARE 7154 855 st3]ate] NFCC sh9fakdd 3t
e o] EelE Atk (Henseler et al., 2015).
ole] HZE 13789 Hd@ts AEst] NFCC A
TE AHSIA
4.5 QXA ZZAEFo| =HET 2N

NFCC ol wet th=sid A e] Ae] A=
7F gl el Ase] fall, #F NFCC A9
TH(3.92) % 7o R ?Loqz}—aé we NFCC H
(n = @(n = 26522

2 2
73 T e AR v‘?—‘i(multrgroup

HYSHATL x553 H5E 2026 10Y

ST 2 Z= o2y

& A7 NFCC7t e 7
29 = o} thadfE dA7L HelH e 72
A A2 JElg oJ9A ZVATIEA 2 FB
2, e xRS vuste HJ2o] AT 54
o Agsirta Aetatsth(Byrne, 2016 Hair et
al., 2019).

ek 2F AR v 94 34 BUAS HES
Atk def BV B 78 b AREE B
A(x* = 723.569, df = 388, x*/df = 1.865,
RMSEA = 0.041, SRMR = 0.053, CFI = 0.942,

ol

TLI = 0.931, NFI = 0.885, GFI = 0.884).
QOIHE TS ATt 7} BE oket 25 Buiy 1

oMz Az Hglgo] 713 012 skglsted (A
CFI = 0.004, ATLI = -0.001), = %
%25 oHCheung and Rensvold, 2002).

el 4 {1t FRAR Havt s Zigi
Ayt A 7+ A& Aole v EFS AF A
olo 7]vket Z-HA o & H7tstAtH(Clogg et al.,

1995). ¥4 43, N CC-4 ZA e WAA

3t A2] A= wet AEH o Yebth((E 5)
). WA ARA S AR 7L FreigEe wA
B AR EIE £2 NFCC HlA ?ﬂﬁlﬁ o=
steloud, = de 2t A

4z

¢

9l Al zkel= folotA] ot
Hbae AAHA &3t} &g A}Wi =7 HWAA
7b d71Ee A3 nxe ade 7 A"

BRoA frefstgloy, e e w2 NFCC
HAeoA o ZsiA e 7+ Heb Hbee A
A g A Fdrh. v AIZE A4 wARAE B2
NFCC oA Felat 22 £7]8 Bt Al
sl WAAZE P sl vAE AHETd=
2 NFCC Atol|A] 743} dh)] whgkel H(-)9] 3
#=2 Yeht Hede 712t ek 2eu ARk gla
A AR 7} 3718 o g 3g]o mAe g9

HH ri rl

ol

19556



(E 5) NFCC ®etd cifjet #x2d 24 Znt
Low NFCC High NFCC

Hypothesis STD B CR | SIDB  CR. Zrvalue  Group Difference Result
Hba: Social proof message — Urge to buy 0.119 085 | 0123 1891 | -0.021™ No* Not supported
Hob: Social proof message — Anticipated joy 0.698 547371 0205 3721 | -3.04 Yes L) H Rejected
Héc: Social proof message — Anticipated regret 0.630 44797 | 0.314 3966 | -1.662 Yes L) H Rejected
H6d: Scarcity message — Urge to buy 0.036 0409 |-0.173 -2610" | -2.098" Yes H ()", Rejected
Hbe: Scarcity message — Anticipated joy <009 0903|0279 3497 | 29713 Yes H) L, Supported
Hbf" Scarcity message — Anticipated regret 0.006 0054 | 0309 388 | 2745 Yes H) L, Supported
Hég: Anticipated joy — Urge to buy 0551 5976 | 0219 37807 | 2832 Yes L) H, Supported
H6h: Anticipated regret — Urge to buy 0315 3282 | 0753 9.0%2" | 265 Yes H) L, Supported
H6i: Urge to buy — Impulse buy intention 0662 66417 | 0.848 115627 | 3.3%0° Yes H) L, Supported

Overall model fit: x*= 932.586, df=398, x*/df=2.343, SRMR=0.0779, RMSEA=0.051, NF1=0.852, CF1=0.908, TLI=0.8%4

Note.

STD B = standardized coefficient: C.R. = critical ratio. Z-values are based on differences in unstandardized estimates,

whereas standardized coefficients are reported for ease of interpretation. Asterisks attached to C.R. indicate within-group
path significance, whereas asterisks attached to Z-values indicate the significance levels of between-group differences. L =
low-NFCC group: H = high-NFCC group: H(-)indicates a stronger negative effect in the high-NFCC group. @ The path
was marginally significant only in the high-NFCC group, but the between-group difference was not significant. b The path

was significant in the high-NFCC group but opposite to the hypothesized positive direction.

.001: n.s. = not significant.
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