AeEs0lT
M1 R4z
20014 12

An Empirical Study on the Customer Loyalty
in the Shopping Mall Industry in Korea

An, Joon M., Lee, Kukhie

Internet business is fransforming the current structure and way of shopping behaviors. As a frontier area
of intemet business, infernet shopping mall industry is influenced by this frend. In this shopping situation,
shopping objects and information on the object are separafed, which makes consumers to decide on
the confents and marketing function offered by the shopping mall.

This study proposes an integrated model including the influencing factors on customer royatty in Internet
shopping environments. Eight hypotheses are proposed based on previous research in Internet marketing
and information systems. The results are quite supporting the model and hypotheses. The contents structure,
marketing activities, and customer satisfaction in the intermet shopping environment influence shopping
experience, next purchases and reference to other people. The proposed model and empirical results
would contfribute to sefting up sfrategy of Infernet shopping mall industry, and also to future research
in information systems and Infemet marketing.

ol

© B A7 N|2ARE AT FTSEUIVLRY 4 DUPES ATRA) QDL 7)€ B %
Ry FEAN A AR
* AFg 59 - 3Ry w

5



QlE{l L8 gHHol Mo

| DAHEH 0|

=}

o5t ojxls Qolof o3 i

I.A &

o] HAGAUNEC), AtelW T, Abel

W W7, Al BY, Aloly] &, XY Ay
A = thofdlt £39 e-Business’} AEF &
i

g1 H2UAE By Ee giAstn
Ak ofye FFL AeYlole AEZE A
A A7} £FAHFAMAA 1E FEAEES
ASHA HEARE AZEJ. o)A 7Y A
PANME FEEOE] dEgHeld e o
9A 74, B & Aoy FAAM ARY
APES ‘ﬂ‘%ﬁ?ﬂ 78I $IE Aoy A
2% BAL 71NA scHLohse & Spiller,
1998].

Al &Y EAAMY Ade V&Y dE
AARED ©f XNES AAo] HojAe Fof
. 7}Ee] ZFE HIRAY Mulav) QF F2o
W 2N 08 ROoE o)FFTh o)HF 4w
Ao AEe AEH Lxed wsd 29
A B} &(Switching Cost)8] 7+, FAu|E&
(Searching Cost)e] 7oz QIst ZAxet &
F UrHBakps, 1997; Strader & Shaw, 1997].
whA] AEH £ FolA 1 FAL G4
xRl vjste HAB) dopAA HEoh 4
BAAHNME o] FHAA A FHLR o)F
she o] B FEAT AU Aol
Ae v FYno g 7HdEA o7 o

EAS e DAL B
v W 499 EAA AUAA BE 4
3 e oAy ol nAFHEN
% Qleh olsh ol ABY Aolqe &
of HA Fugel W 1A 4o hT 2
o] 71& 2ol W AR AFsHE the
olFoiHel siE, AEY £BEL TA
Au7)e aast £YBOIA AT oA
el met wAG BE A G4 AR

tlo

ot rir b I of W O

< J}Aok & A ]E]—[Randail 1997].
2 g QB & 35&74 stAN uAF

L~

-l
F;r

FE Xﬂ‘ﬂ}_ﬁ E x&3ed 2
oogEh B d7e 3 dEd

dA ol2olAE MESA, 714,
5, 43 2 vA" N Aade o
2984, ARAYx, A2 tjzel 2 34
3 2e AuvEa, AN IAREEs
DNERT HAE e AEHozw BA
2 slmsked 1 %40 Qg

Q.
=

ki of
Q,OSL

X

i

m}n _{ﬂ_%

f&’l
o

o By ml oXx
oﬂﬂ-llomf‘

-

>

=

4

. o3 2%

2
2=
S
#
N}ﬂ F‘J
MY
=
oo
olrt
o
25
)
_%
ki
%o
X
[-'Ci
Jood ooy o RO K

U
tHPalmer & Grlfflth, 1997]. Hzx 24
o dig A+ 1980 =9t wAY @
By wtAstgen, 1990dde] EojM 1
ol tigk vt o] FolAA =HUuH 1A
£58 ZAY & I ZYAELE 7
(Expectations), 33}(Performance), & % X|(Dis-
confirmation), ¥ (Satisfaction) 4717 8.21-&
TE39 24Q8E0] 1AUEEY HX&
AL At oJ2AAREH ARHASG
[Churchill & Surprenant,1982]. ©o]&2] Rdg
91 #A CSl(Customer Satisfaction Index)X:.
dojA AMEHE 2903 A FAREIH, 1
%Xéﬁc}‘ﬂ AA AZA LA ol &Fe
E o g4 AE3EH1 e 14REE B
‘é_«l ZHE & & A Aotk =G KA
A AFo] obd FHAH AMujze] tig Al

R
—{Jr.EmZE,
2

136 ZYFLSAT

Hi1d M4z



IATE A9l SERVQUALL #3729
(Tangibles), 4134 (Reliability), 2 %A (Res-
ponsiveness), }*.74J(Assurance), 8% (Em-
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& Shaw, 1997; Lee, 1998].
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AAET HA'TR
N wpE A 147 | 105 | 252
o & 23 | 36 59
25403} 32 53 85
. 26~304) 54 34 88
31~354] 50 31 81
364 0] 4 23 57
A& 49 42 91
A 7 32 34 66
A Xy
Azl |2 e 17 7 24
AgE 24 19 43
AT 46 37 83
bk 2 2 4
AEA 25 13 38
AP 27 22 49
AFELAF 24 14 38
2 4| A= 16 13 29
244 11 6 17
g A 43 51 9%
7IeHFE-EE) | 24 2 46

# 71% wol A3 Ge A
e 4

oz %
u SR

M BESE A% BANHOEE T HLE
o} “Jf‘?'éﬁ*—?% o] &34t E AFE {3
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Asg E}‘:‘r"éz—% BA43817] ) ARn}31e
&9H(Cronbach’s Alpha)gt3} 2 x=Are] H+E
EdZ 884E ANt SHE 43
“d(Reliability), FAEFFA(Construct Validity)
< AT a8z ATHsE AAR% Z}
[4EY IAFARY X 9YY A=

100 141 100

A 170
1 A/3A 86 50.6 70 61.4
2. AFH #E AZE 99 42 37.1 58 50.9
3. AFH H FHr 34 247 67 58.8
4. 4% < 9 F¥AY 33 20.0 32 281
5. Hlt] o/ &otge|= & 28 194 36 316
6. AN/ AZ/AA T 24 16.5 35 30.7
7. 7} AAE 12 141 38 33.3
8 9 7 12 71 2 19.3
9. NE/AFAE 11 65 12 10.5
10. HA/ =T =L F 11 6.5 il 184
N9 g 10 5.9 20 175
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