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Abstract

The purpose of this study is to identify the determinants of store loyalty for the Internet fashion shopping malls.
As determinants, this study included self-image, perceived risk, and conformity. This study hypothesized that positive
self-image influences the Internet fashion shopping mall loyalty through perceived risk and conformity. Regarding
the relationship between perceived risk and conformity, this study hypothesized that perceived risk positively
influences conformity. Using convenience sampling method, data were gathered by surveying university students
living in Seoul. Two hundred forty four questionnaires were used in the statistical analysis, and factor analysis and
path analysis were conducted using structural equation modeling in analyzing data. The results showed that positive
self-image significantly influenced the internet fashion shopping mall loyalty indirectly by influencing perceived risk.
The results also showed that perceived risk positively influenced conformity which positively influenced the internet
fashion shopping mall loyalty.

Key words: internet fashion shopping mall($/E/Wl )4 £FE), self-image(<F7] °]F] X)), conformity(&X),
perceived risk($/% 12D, store loyalty(FZ 54).
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