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Chinese Consumers’ Satisfaction with On-line Purchasing Agent Services of Korean
Fashion Products according to Their Selection Criteria and Information Source
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Abstract

Purpose - In order to collect information needed for the establishment of more effective marketing strategies of on-line
purchasing agent services targeting Chinese consumers, the study investigated the relationship among Chinese selection
criteria. They included fashion products, use of information source, and satisfaction with on-line purchasing agent services.
The study also identified the differences in the Chinese selection criteria of fashion products, use of information source, and
the satisfaction level with on-line purchasing agent services according to their age and gender.

Research design, data, and methodology - The study was implemented through a normative-descriptive survey method using
a self-administered questionnaire. Data were collected from February 9 to 28, 2016, and analyzed by factor analysis, ANOVA
and Duncan test, t-test, and multiple regression analysis.

Results - Differences were found in selection criteria of fashion products and use of information sources among groups.
Thirty's age group was concerned about price/brand more than the twenty’s were. Twenty’'s were concerned about
practicality/quality of the products more than the thirty’s. Hallyu/broadcasting was used by men more than by women as an
information source of Korean fashion. SNS/WOM(word of mouth) was used more by women than by man. Twenty's showed
lower level of satisfaction with customer services/credibility than other factors. The thirty's showed lower level of satisfaction
with informational role of the service than other factors. Those who utilize each type of fashion information source more
showed higher satisfaction level with on-line purchasing agent service of Korean fashion products.. In general, according to
the selection criteria and use of information, there were differences in satisfaction with on-line purchasing agent service of
Korean fashion products.

Conclusions - Considering the findings of the study, as well as age, gender, selection criteria and use of information source,
Chinese consumers could be used as a criteria of market segmentation for on-line purchasing agent services of Korean
fashion products. The results manifested that there is a need to differentiate marketing strategies according to the
satisfaction levels with each satisfaction factors of on-line purchasing agent service of Korean fashion products.
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<Table 1> The Result of Factor Analysis for Chinese Consumers’ Selection Criteria of Fashion Products

Factor1 Factor2 Factor3 )
ltems : = : —— : : Communality Cronbach's o
Fashionability/Design Practicality/Quality Price/Brand
Style .811 .072 .233 817
Color .785 217 .020 .763 849
Fashionability 694 273 173 686 ’
Uniqueness .648 .299 143 .630
Size 151 .588 492 731
practicality 234 773 .160 778 .676
Fabric 167 .768 .243 776
Price 169 167 .870 .813
.874
Brand 167 243 .768 .802
Eigen Value 3.264 2.549 1.905
Variance(%) 25.827 17.756 15.649
Cumulative Variance(%) 25.827 43.583 59.232

<Table 2> The Result of Factor Analysis on Chinese Consumers’ Information Source of Korean Fashion Products

Factor1 Factor2 Factor3
Items Broalfg:;i':] E;NS,‘r'féram o sl S SNSWOM Communality Cronbach's o
Korean Entertainment Program .81 .072 .233 817
Korean Drama/Movie .785 217 .020 .763 .847
Korean Celebrity Show .604 273 173 .686
TV Ads. .299 .794 143 .630
Newspaper, Magazine Ads. .348 .598 134 597 673
Online Shopping Mall Ads. 151 .588 482 731
Information on SNS 169 167 779 .813
Online Reviews 167 .243 773 776 .789
Friends’ advice 234 .160 .768 778
Eigen Value 3.548 2.795 2.016
Variance % 25.340 19.964 14.401
Cumulative Variance % 25.340 45.304 59.705
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<Table 3> The Result of Factor Analysis on Chinese Consumers’ Satisfaction with On-line Purchasing Agent Service of Korean Fashion

Products
Factor1 Factor2 Factor3 Factor4 Factor5
Items to measure Chinese consumers’ satisfaction Variety of |~ enience | Convenience | CUSOMEN || e ation | Communality
EETEEEE) of purchase | to Approach SERIED U offerin
Quality P PP Credibility 9
| can purchasg various Koregn fashion items through 812 120 129 106 072 706
online purchasing agent services.
| can purc_hase unique items through online purchasing 745 117 142 076 076 601
agent services.
Online purchasing agent services meet my needs. .698 217 .067 .099 .166 576
| can purchase K_orean fashl_on Items with _reasonable 692 307 153 064 075 606
price through online purchasing agent services.
| can purchase items that are not available in domestic 655 291 029 101 307 632
market.
It is converyent to pur(_:hase Korean fashlon products 267 854 088 070 159 839
through online purchasing agent services.
Payment procedure is convenient .218 .847 .096 .071 .190 .815
It is an easy way of s_hopplng. to pu_rchase merchandise 249 819 053 064 056 805
through online purchasing agent services.
It is easy to deliver the opinion of customer 277 .809 .075 .094 .203 787
It saves my time and effort in purchasing merchandise. .242 .807 .049 .061 119 .730
Use proce_dure of online purchasing agent services is 134 036 776 203 061 666
not complicated.
| can purchase merchandises whenever | want. .079 .083 .766 .016 -.022 .601
| can purchase usually the items | want without trouble. .099 147 .729 .060 102 576
| can compare many items. 109 .046 .653 .225 .018 491
Its delivery is reliable. 21 119 147 .847 .038 .769
It provides high-quality customer services .090 .066 .145 .841 .036 742
Its refund procedure is easy and simple. .046 .059 178 .840 .079 749
It carries only reliable merchandises 142 .045 244 724 .030 .607
It provides a lot of information on Korean fashion trend. 331 .368 .089 .074 767 .847
| can browse many |t§ms in short time through online 385 290 062 040 760 815
purchasing agent services.
Various and rich information of products is available. .289 .350 .040 105 742 770
Eigen Value 4.904 4.200 3.481 3.041 2.234
Variance (%) 18.861 16.155 13.387 11.694 8.591
Cumulative Variance (%) 18.861 35.016 48.403 60.098 68.689
Cronbach’s a .905 .935 852 .869 .890
42 =2 AH|XIO| S+ TIMAME MEH7|Z SHH Wi ZTH Ztzto| SHRTIMFE RO§ Alof D2fshe
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<Table 4> Differences in Selection Criteria of Fashion Products according to gender and age groups

Selection Male Female Age20~29 Age30~39
Criteri t-value t-value
e M(SD) M(SD) M(SD) M(SD)
Fashionability/Design 3.840(.674)b 4.029(.570)a -2.720* 3.905(.674)a 4.000(.690)a 1.278
Practicality/Quality 3.904(.631)a 3.980(.639)a -1.076 3.972(.631)a 3.604(.674)b 2.291*
Price/Brand 3.322(.852)c 3.406(.585)b -1.864 3.288(.852)b 3.841(.708)a 3.905**
F-value 38.955*** 39.632*** 46.341* 33.005***

*p <0.05, **p<0.01, **p <0.001. Duncan’s multiple range test: a>b>c
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<Table 5> Differences in the Use of Information Source for Korean Fashion Products according to Gender and Age Groups

. Male Female Age20~29 Age30~39
Information Source t-value t-value
M(SD) M(SD) M(SD) M(SD)
8 Korean Wave/ 4.225(.645)a 3.996(.621)a 10.123** 3.831(.676)a 4.197(.708)a 1.278
roadcasting Program
Commercial Sources 3.597(.586)b 3.542(.614)b -0.034 3.620(.634)b 3.694(.742)b 2.291*
SNS/WOM 3.601(.728)b 3.871(.561)a -5.500* 3.986(.583)a 3.527(.708)b 3.905*
F-value 12.53*** 6.30"** -8.868* -7.409*

*p<0.05, **p<0.01, **p<0.001. Duncan’s multiple range test: a>b.
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(3.778 ~ 3.946) 0= M =2 HQl ZHo=Z ZOIZ|UCt Z+
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<Table 6> Differences in Satisfaction with On-line Purchasing Agent Service of Korean Fashion Products according to Gender and Age Groups

Satisfaction Factors Male Female tvalue 20's 30's tvalue
M(SD) M(SD) M(SD) M(SD) M(SD)

Variety of Merchandise/Quality 3.946(.728) 3.854(.536) 1.299 3.842(0.64)ab 4.012(0.80)a 2.888*
Convenience of Purchase 3.882(.601) 3.805(.506) 0.933 3.830(0.55)ab 3.884(0.65)ab 1.922
Convenience to Approach 3.944(.642) 3.865(.577) 1.014 3.888(0.56)ab 3.920(0.56)ab 1.498

Customer Service/Credibility 3.811(.852) 3.778(.583) 0.453 3.750(0.61)b 3.839(0.62)ab 3.673*
Information Offering 3.835(.630) 3.887(,690) 1.125 3.943(0.61)a 3.753(0.55)b 2.299*
F-value 1.190 2.315 1.127 6.094*
*p <0.05, **p<0.01, ***p<0.001. Duncan’s multiple range test: a>b.
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<Table 7> Relationship between Use of Information Sources and Satisfaction with On-line Purchasing Agent Service of Korean Fashion Products

Satisfaction Factor Information source B S.E B t-value R? F-value P
Variety of Commercial Sources A1 .080 142 2.013*
Merchandise/ SNS/WOM 245 .082 244 3.258** .087 10.608 | 0.007**
Quality Korean Wave/ Broadcasting Program 129 073 128 2.594*
. Commercial Sources 178 .101 .159 2.313*
C°”‘L‘*r’;f:s°: of SNS/WOM 220 104 227 2258 067 | 9608 | 0.043*
S Korean Wave/ Broadcasting Program .086 .088 .067 .594
. Commercial Sources 178 .061 159 1.313
Cor};’e”r'g;‘gﬁ o SNS/WOM 220 073 227 2.258" 094 | 11608 | .000"*
PP Korean Wave/ Broadcasting Program .168 .060 167 1.594
Commercial Sources .188 .081 A79 2.130*
Customer rr -
e e SNS/WOM . .320 .090 227 4.528 152 13.611 | .000
Korean Wave/ Broadcasting Program .166 .082 .067 2.094
. Commercial Sources 327 .091 323 4.313**
'”2‘;;;?;'0” SNS/WOM 220 087 227 2.258" 127 | 17.608 | .000***
9 Korean Wave/ Broadcasting Program .068 .075 .067 .594

*p<0.05, **p<0.01, **p<0.001.
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<Table 8> Relationship between Selection Criteria and Satisfaction with On-line Purchasing Agent Service of Korean Fashion Products

(Iiztrézgi?‘T \l/:aar?et\gll’e) Selection Criteria B SE B t-value p
Fashionability/Design -0.18 .054 -0.24 -3.66 .00%**
Variety of Practicality/Quality -0.17 .051 -0.23 -3.61 .00%**
merchandise/Quality Price/Brand -0.01 .050 -0.01 -0.19 .85
F=5.43, P=0.00, R?>=0.08, Durbin-Watson=2.07
Fashionability/Design 0.08 .056 0.09 1.54 A2
Convenience of Practicality/Quality -0.14 .060 -0.16 -2.31* .02*
purchase Price/Brand 0.13 .060 0.16 2.30* .02*
F=3.02, P=0.02, R?=0.05, Durbin-Watson=1.73
Fashionability/Design 0.02 .074 0.02 0.35 725
Convenience to Practicality/Quality -0.04 .066 -0.04 -0.74 462
Approach Price/Brand 0.21 .060 0.20 3.64 .000***
F value =16.40, Significance Probability=0.000***, square R=0.11 Durbin-Watson=1.79
Fashionability/Design 0.11 .063 0.08 1.58 126
Customer Practicality/Quality 0.35 .056 0.40 7.11 .000***
Service/Credibility Price/Brand 0.26 .066 0.24 4.08 .000***
F value=33.65, Significance Probability=0.000***, square R=0.36 Durbin-Watson=1.96
Fashionability/Design 0.46 .084 0.38 5.78 .000***
Practicality/Quality -0.04 .080 -0.03 -0.57 .566
Information offering
Price/Brand 0.15 .071 0.12 2.15 .032*
F value=11.05 Significance Probability=0.000***, Square R=0.17 Durbin-Watson=1.75

*p<0.05, *p<0.01, **p<0.001.
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ME|A0| BHEEle +Z0] SHHMAL onjste oz &
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Cto 2.}

53 L AHX D57 SHEMADR NS o2 DjMA
Zo| tf3t To YEYUoE 0|83E, /s Q012 LA
0| OIAECH SNS/ZAZ 2012 ofA0| LHo| HIs) o B
AMBBH o2 LIERICE [fatd ZE 2o Mo me
Xgiopyt TRSIH, SNS/IYARS UMECH 084S EfHoz
Sl= RIZOIM, SHR/MAZZ 0 OjHs UANS Bz 3t
= HZOM O &I 2oz AREIC) E3F 20047t 30CH
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2, dENSE & ASAIZY § ZE K00 Cfst B
Zof g2 BO| 0Kl A= LIEtGCE oHH 24E HER
d F oRINNE HEREAMS 087t JHY =4 LIEHH
SRS Z 20| 0|87t 222 oI MME FojcH
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Mo 7ioz LIE(LCE Mt MEQIOZAC| SNS/QUAZO|
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el 20Int 7tA/2-HE TN ET 525 22121 Fojcy
|20 HEMEO| Cet SR FRUCH 2Lt F3/CIXE
ol Qlut ME/EE Q019 1HHEEI 22458 NETME
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