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The Service Operation Strategy of Internet Shopping Mall
by User Segmentation Market Typology

Wonkil Jeongl

Abstract

The purpose of this paper was to reveal Service Operation Strategy for the
Internet shopping mall based on the types of internet users’ market
segmentation focus on the internet shopping behavior and e-service quality. In
this paper, we examined internet shopping behavior and internet service quality
factor depend on the types of internet users’ group empirically. The empirical
study result identifies the main decision factor depend on the types of internet
users’ group. On the basis of these result, Service Operation Strategy for the
internet shopping mall has been suggested.
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H(construct)®] A4 (multi-item index) 3ol #3Fo] 2214 (factor analysis)S
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254%(757), 28l 53PS 54.2% (1609 )= EFE
<E 1> ABY ASA ARGl BE 2ARA A3
factor name item Fac_1 Fac 2 Cronbach’s n
SURI1 0.862 0.143
L 0.691
SUR2 0.848 -0.019
SCH2 0.137 0.858
A SCH3 0.310 0.702 0.645
SCH1 -0.165 0.578
eigen value 1.603 1.584
variance 32.1 31.7
SlE Yl Mu]~EHd #Aste] 2283} Cronbach’s agts T8 efdA 2 AFA
S Ase Ax 2 AFoA AAG viel o] 5719 8Rlo] EEH 1 gAY 4
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<E 2> JAEYl AujaFdel w3 e B AR A

~

A

Factor Name item Fac_1 Fac_2 Fac 3 Fac 4 Fac 5 |Cronbach’s n

SQD2 0.864 0.263 0.125 0.159 0.058

SQD1 0.826 0.199 0.088 0.167 0.062

S8 A 0.883
SQD3 0.806 0.202 0.099 0.122 0.161
SQD4 0.697 0.100 0.248 0.173 0.246
QUC3 0.288 0.785 0.219 0.144 0.263

AE73 QUC4 0.247 0.775 0.146 0.228 0.210 0.845
QUC2 0.330 0.598 0.302 0.316 0.194
QUI4 0.166 0.140 0.852 0.085 0.086

A QUI2 0.100 0.163 0.776 0.062 0.256 0.769

QUI3 0.217 0.248 0.589 0.401 0.262

QURI1 0.230 0.139 0.109 0.879 0.171
uko-A) 0.823
QUR2 0.233 0.389 0.163 0.735 0.197

i QUS3 0.134 0.256 0.253 0.275 0.802
A 0.845
QUS2 0.268 0.304 0.282 0.148 0.773

eigen value 3.100 2.170 2.112 1.852 1.694

variance 22.1 155 151 13.2 12.1
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2= Aoz etk 53 dARFAAE JAEU AMulaFAe] Aol H
2 FFE AL des BolEh

&3> T Ee] #e AT A

ﬁ ;‘q] ﬁo 3 ﬁé EF A éé gz‘ﬂﬁé
H e} t o e} t Ell=s t H e} t
HHEl | -0.133 | -2.057 | -0.163 | -0.862 | -0.152 | -1.138 | —0.200 | -2.338%

HHESISE | 0158 | 2.380% | 0.370 [2.142% | 0.104 | 0.797 | 0.141 | 1.612

fji;]% AFAIZH 0022 | 0342 | -0.275 | -1.538 | -0.010 | -0.076 | 0.022 | 0.272
Tl | 0.189 [2.982%x| 0.046 | 0.270 | 0502 |3.595%%| 0.149 | 1.682
Tojsla=| 0.061 | 0.942 | -0.022 | -0.115 | 0.116 | 0.901 | 0.051 | 0.594
+84 | 0183 | 2557+ | -0.094 | -0.507 | 0.166 | 1.081 | 0.253 | 2.419%
opgy) | =¥ | 0132 | 1532 | 0435 | 2.089+ | 0.000 | 0.000 | 0.049 | 0.360
MBI | 94 | 0135 | 1.807 | -0.252 | -1.384 | 0.371 | 2.119* | 0.205 | 1.951

2 A4 | 0.297 (3.822%x| 0.410 | 1.775 | 0273 | 1.967 | 0.312 |3.062%x*
T4 | -0.096 | -1.279 | 0.004 | 0.016 | -0.024 | -0.174 | -0.104 | -1.075
R’ 42.0% 54.2% 53.7% 52.1%
Fk 11.444 2.489 4.143 8577
*p<.05, **x p<.01
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