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Abstract

Purpose - This study examines the effects of purchasing factors of consumers based on customer satisfaction and
repurchasing intention buying through Internet shopping malls. The subject of this study are Chinese residents who have
lived over a year in Korea.

Research design, data, and methodology - In this study, former research related with internet shopping malls’ customer
satisfaction and repurchase intention was revised. Based on past research, the internet shopping mall purchasing factors
divided to 4 factors; factors of product, price, service, and promotion. 5 hypotheses were made. They are <H1> Product
factors of internet shopping malls have meaningful effect to customer satisfaction, <H2> Price factors of internet shopping
malls have meaningful effect to customer satisfaction, <H3> Service factors of internet shopping malls have meaningful effect
to customer satisfaction, <H4> Promotion factors of internet shopping malls have meaningful effect to customer satisfaction,
<H5> Customer satisfaction factors of internet shopping malls have meaningful effect to customer repurchase intention.
Measurements developed 4~5 items to each factor and questionnaires were made. The survey was conducted on 1,000
Chinese people. Out of 292 surveys, 9 were excluded which responded nothing or were unfilled. Finally 283 surveys were
used in empirical analysis with SPSS 22.0 statistical program. Hypotheses were verified by structural equation modeling.
Results - The following conclusions are shown in the empirical study. First, the service and promotion factors of internet
shopping mall have effects on customer satisfaction. Second, customer (Chinese people who live in Korea) satisfaction have
effects on repurchase intention. Third, the products value and price level of internet shopping mall have strong effects on
repurchasing intention.

Conclusions - There are suggestions that Chinese customers satisfied with Korean internet shopping malls might increase
their royalty to the shopping malls as possibility of repurchase arises. This study has differentiating points with preceding
researches that subjected residents in Korea. But there are limitations that this study also used purchasing factors used in
preceding studies. Also this study has limitations, such as generalization in global market circumstances because this study
subjected only Chinese people and not global customers. Therefore, further study executed complementary with those
limitations would be an interesting study.
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Ab 495%2 JFEF DI CHA| L= CHE 455%, 11 1
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HEM 2 43| 0|A 22.3%, 2 2~3%| 49.5%, ¥ 13| 19.8%,
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<Table 1> Characteristics of Respondents

- Frequency | Proportion
Division (Pecisonsgl 5, %)
Male 125 44.2
Gender Female 158 55.8
Under 19 years old 12 4.2
Age 20~29 years old 195 68.9
30~39 years old 54 19.1
Over 40 years old and 22 7.8
Marage Single 205 65.4
Married 78 27.6
Office worker 35 124
) Student 226 79.9
Occupation — -
Individual businessman 11 3.9
Housewife 11 3.9
Equal to and lower than
cr]1igh school graduate 57 201
Education Attencﬂ;g/;g::;ge or 197 44.9
Attending graduation school 138 48.8
Over 4 times 63 22.3
Times of 2~3 times 140 495
pugcﬁzﬁtﬁer 1 times 56 19.8
Under 1 times 24 8.5

Note: n=283

Shd2 2t BB FM5lD e FEEFS0| A7l 9
ZOE HLHE FO|=XIE Zolstn MEM2 SEH=0] LY
of SEof Chet LAE™E=ol =F2 2M3t7| g Ao|Ct
Atz|atet 2OFolA EfEhdIt A2l 2M2 Z-EESF0| CHol
20lEM(factor analysis)2 AA|SHO] EfZ Mt MEIHE 3

2 70N St SEes CRAFE~M 25)2
ZEGIRCLE CiatgezE FEE Z JiE(H)S MU=
SIA=XIE =Qlst7| QI8 K/ Ql24(factor analysis)2 &
SCHKiIm, 2011). 12|10 AZ|Y(reliability)2 =st 744
DM HHEXo 2 ZFEYS U Lt S-S 24
o|ofste AHLE HHO| oMY, i, olEF7tsd, He
S(Kim, 2011)0] =2 &l F=E LIEHHACE

2 A= MEXE El| =TSt XAIREE SPSS 22002
o fol2Ai) Me|dgMdes HABIRIL, QQlEAM ol B
T2 2 M(principal component analysis) 24!
o, QgL o= = VarimaxQ| ZZtz|H™eE
tRICE VarimaxQ| Z|Ztg|MEtAle 2t Qolsg +
Qolo] E48 HeSHA mofsty| 2ot ez &
(Kim, 2011).

Ol&0M Z|=%t RQlEA WHo=z EfF A
o Zits 39| <Table 2> ZL} £ 9
gHe &ESt=Xe 4FE 240N LIEHt KMO
HEXMSIEZA 0.9489| 7t LtEfL|D QUol, 0.5 0|49
2 HQUCE £ Barletto] THEA™E W4 749 b
0| Cte|AHO2t= HF7HE0| Fel=FE 0.0501M 7|25
(p=0.000). MEtM HMEHHO 2 QRIEME HASH Hit=
=M40| Xglot de=z HHHHEICH

QRAEMZ HAlSH Z0E HTEH, 4F 7IX|(QA1~QA4),
7t £=F(QB1~QB4), AH|A 2921(QC1~QC4), =ZI 292I(QD1
~QD5), DZHOFEL(QE1~QE4), XjROiC|=(QF1~QF3) S9f
RoISS FHT =52 RAXMYZ0| 25 0.59 o4l A
o LIEHRCE O2|n 2} EHE=S0| AR o =gt o
20lo & &£3tn s A= LIEHRCH ESE 2F W9 X7
ot FHEEM0| ot 2b =0 CHot F=E 2000 oy
AL H22 38d(communality)e] +HZf2 78.045%2]
g = Ch MM 0|49 RolgA A
= HEAZ= EtEEE RSt ATt
FCHEICE £S5k ZF 2091=9| Cronbach’'s a2 S™El AMZ|
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<Table 2> Result of Exploratory Factor Analysis

<Table 3> Result of Confirmatory Factor Analysis

. Factor (% of Variance ,
Variables loading score (total) Cronbach’s «
QA1 0.763
Products | QA2 0.814 52.421 0.896
Value QA3 0.784 (52.421) ’
QA4 0.723
QB1 0.779
i QB2 0.819
Price 7.223 0.884
Level QB3 0.738 (59.644)
QB4 0.721
QC1 0.604
Service QC2 0.777 6.275 0,891
Factors Qc3 0.686 (65.918) ’
Qc4 0.603
QD1 0.729
Promotion | QD2 0.749 4823 0.887
Factors QD3 0.798 (70.741) ’
QD4 0.593
QE1 0.596
Customer | QE2 0.674 4.155 0.892
Satisfaction | QE3 0.716 (74.896) ’
QE4 0.716
QF1 0.822
Repurchase 3.149
Intention |2 0.846 (78.045) 0.851
QF3 0.861
KMO 0.946
Bartletts Test  |[x*=5108.279, df=253, p=0.000
422 I QolEN
= Q70| JH4e AMOS 22022 BEAMTELHAIDH
(SEM: structural equation modeling)2 £3%t A™E slXt ot
Ch. SEM2 2 7Hdg AH-S7| fisiMe Crgez Z-E ¢
29| FMI|E0| EFM(construct validity)S ZHE3SI0{OF St=

o, 2 d7olMe FE7HEel EfEddE TSEFEH(convergent
validity)dt ZHHELEHS(discriminant validity) S 2H01% Q 0l&A
(confirmatory factor analysis)2 3l =2QI5ISICt. HXA CFAQ
DEXSIZ(model fitS AMTHEDH FSEILGNS MEHEH \°
=347,597(df=215, p=0.000)2Z K{O|+Z= 0.050|A K 9I5IX|
U2 Aoz LIEHRX|D J|Ete| Mote & HmEM 7|FEXE

AL, BoBMAFEX|AVE)= 05 0|49 ez LiEtn 9
on, JfE4IZ|=(CCR)= 2% 0.9 O|&4Ql ZHo=Z LIEILC
metd 2 Zig(Bi)sel Fededas2 Edd U 538
Aoz TCHEIL.

JLELY

Variables | Items | Std. Estimate | S.E. C.R. CCR | AVE
QA1 0.718 R -
0.863 0.085 | 13.828
Products | QA2 0.928 |0.764
Value | QA3 0.858 0.088 | 13.762
QA4 0.871 0.089 | 13.952
QB1 0.768 - -
i B2 0.835 0.074 | 14.494
Price | Q 0.910 |0.716
Level | QB3 0.854 0.072 | 14.847
QB4 0.784 0.076 | 13.482
Qct 0.831 - -
i C2 0.766 0.062 | 14.691
Service | Q 0.912 |0.723
Factors | QC3 0.864 0.06 | 17.549
Qca 0.813 0.061 | 16.022
Qb1 0.871 - -
i D2 0.835 0.059 | 17.670
Promotion | Q 0.914 |0.728
Factors | QD3 0.838 0.055 | 17.772
QD4 0.728 0.061 | 14.216
QE1 0.864 - -
E2 0.791 0.058 | 16.169
Customer | Q 0917 |0.733
Satisfaction| QE3 0.816 0.061 | 16.996
QE4 0.811 0.061 | 16.813
QF1 0.862 - -
Repurchasel™ -, 0.886 | 0.057 | 20.790 | 0.950 |0.865
Intention
QF3 0.981 0.045 | 24.605

Note: Model Fit: x*=347,597, df=215, p=0.000, RMR=0.029,
GFI=0.904, NFI=0.922, CFI=0.974, RMSEA=0.047

CtS <Table 4>& Z} 7HE(B)2| AV Al
Hr)E E0FE AOR, THEIEMZ BEsHE 2AH7
Ct. <Table 4>0iAf 2= Hiet ZO| A7t 7+
MH|A Qolat nZiaEE Ziof 0.8455 LtEHLfD RACH
AE ME3 UE, 2-AS 72 07142 M 2 8
M 7Fg A2 AVE(Q.716)2CH &7| [H20f 2 P Zh o
ggo| =EE Aoz EEHECH

Olehs SEotH 2 AN Ut 2552 AR 9o
Oz 2t 0 BEd A SE8E Aoz THET] MZ0
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<Table 4> Each Variable AVE and Correlation between Variables

Variables AVE| 1 | 2 | 3] 4] 5|6

1. Products Value 0.764| 1

2. Price Level 0.716]0.605| 1

3. Service Factors 0.723]0.708|0.786| 1

4. Promotion Factors |0.728|0.686[0.619(0.747| 1

5. Customer 0.733|0.683|0.706|0.845|0.784| 1
Satisfaction

6. Repurchase 0.865|0.5260.499|0.586(0.625|0.677| 1
Intention
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43. 7pMo| HZ oft ¥BFg OJA Z0|2tn JHHSICt ME|lAQ0lnt DTk
= 7to] EFES|PAHZL= 04840|1 AAX|= 5002(CR. >
<Table 5>= & Q10| 7148 ZHZSH ADE QoK+ Z{0|Ct +1.96)2 LIEFRICE M2t QIEU 2TZ9| MHA002 7
7H 10N QIEY ATEO| MEJHAE DHOEEZ L9 o[¢=F 0.050| M nATt=0| FFHQl Feks 0jX|1 Aes A
St odsk2 O|& Ao|2tn JPHSIQIC AEQoInt DZHOEE 7t oz WHLO|, 0 7Hd2 MEIL|UCE JHE 400M QU &
o HZE3|FH%(standardized regression weights)= 0.083 Y29 FTUQQ2 NAMZL0 Rojst FetS OiF Aol
(p=0272 > =0.05)0|1 YAX|(critical ratio)= 1.098(C.R. < 1 ZPIotCL HXQ0Lt AATF o] HEF|FAP=
+1.96)2 LIEFGICE [MEtA Qo|4F 0.0500A QlEu AZE 0.3410|21 FAKX|= 4.860(CR. > +1.96)2 LIELLICE [f2tA
o| AMEJMA|L MZOIELO| S0J3 YWES Ojkictn 2 OIEU £ =9 MH|AR02 RolE 0.050(A 1Z42HZ0
9= Z{O=Z L}EIL}, O 7pEe 7|Ztg|QUCt 7H 201 OIF 7olet S 0K s A2z LG, Of 7tEx A
W amBo| 717 £FS DAVZEO| Kol Py o EINUCL JHE SOIM QIHU A¥Zo| MH|ARI2 nARS
240240 JPHSIYCE JtH4ED DARE zto] BEgAAe =0 ROl SUS DIZ AOlRt JPEOC AM|~R et
= 0076(p=0298 > @=0.05)0|7 YUAKX= 1.041CR <  LATF O] EFAFAs= 069302 YAK= 11.751
+196)2 LIERG(TL M2t QY aZ80| spaze ny  (CR > 21962 UEHIC [aph OE5 2829 AA0%
BHEO| Rofst YES ORI & 4 gl HO2 LY, O = ROIRE 00501 TS0 SEHE Fes DX
JHde 7|ZtE|9ic}. 12 As ALz THL0, O] 7HEk: MEL|UCH
7t 30 QB £ EC| MH|AQ012 NAMURL0 F
<Table 5> Results of Hypothesis Test
. Std. CR. . s
Hypothesis Estimate S.E. ®) Hypothesis Results R
H1: Product Value — Customer Satisfaction 0.069 0.075 ((1)[2)?2) Rejected 0.784
H2: Price Level — Customer Satisfaction 0.076 0.076 (ggg;) Rejected
H3: Service Factors — Customer Satisfaction 0.484 0.093 5(,89)2 Accepted
H4: Promotion Factors — Customer Satisfaction 0.341 0.068 4(33)0 Accepted
H5: Customer Satisfaction — Purchase Intention 0.693 0.059 12;2*5)1 Accepted 0.480

Note 1: *** p<0.01
Note 2: Model Fit: x*=355.713, df=219, p=0.000, RMR=0.031, GFI=0.01, NFI=0.932, CFI=0.973, RMSEA=0.047

Products
Value

0.069
(1.098)
Low Price ) 0,076
Level (1.041) ~-en- L
AL — ~/ Customer 0.693 Repurchase
Satisfaction (11.751) Intention

0.484
Service (5.002)
Factors
Note: — Accepted, ----» Rejected, ( ) CR.
0.341

(4.860)
Promotion

Factors

<Figure 2> Results of Hypothesis Test
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