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This research attempts to investigate differences in past experiences of using internet in repurchasing.
In doing so, the authors identify online consumer characteristics, particularly one-time and repeat users
comparison across geographical borders of Korean and Taiwanese teenage customers. Results show
that there are significant differences in online shopping typologies between Korean and Taiwanese
customers. While attitude serves as a distinguishing factor for both data sets along the other two
dimensions, trust does not. Since researchers have focused on comparisons between Western cultures
and Asian cultures’ online purchase behavior or Internet use, the current study provides a valuable
comparison for this niche population of young customers at least in a Korean-Taiwanese context. The
authors also make a brief argument that these findings can influence marketing practitioners and site

developers in their strategies.
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1. Introduction businesses is by providing a complete understanding
of the decision making processes which online
consumer heterogeneity is identified (Hyde, 2008).

One way in which the social sciences can An appreciable amount of consumer research

contribute to the success of online tourism has investigated how online shopper typologies
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influence internet usage (Kau, Tang, and Ghose
2003 Moe 2003 Rohm and Swaminathan 2004
Swaminathan., and Rao 1999). It is argued
that prior literature has considered consumer
typology differences across the customer vs.
non-customer delineation (Andrews et al. 2007:
Kim et al. 2006: Lian and Lin 2008), but that
the distinction between repeat and one-time
customers that have used an e-commerce site
once versus those that repeatedly use the site
has not been explored (e.g. Griffin 2002). A
lack of consistency in the literature has resulted
in an array of shopper typologies as not comparable
(Ganesh, Reynolds, and Luckett 2007: Rohm
and Swaminathan 2004). Thus, further investigation
to advance knowledge in this area needs to
focus on creating comparable online shopper
typologies. This study makes an important
contribution to the literature by extending
knowledge of online shopper typologies.

A better understanding of shopper typologies
plays a critical role in penetrating any markets.
For example, an October 2006 survey by the
publication Internet Retailer found that only a
tiny percentage of US Internet retailers generate
a majority of their foreign sales from this
region (E-marketer 2007). In particular, South
Korea and Taiwan play a key role in e-
commerce. Some simple statistics can illustrate
this point: According to a 2007 ranking of 181
nations in the International Telecommunication
Union Index (www.itwint), South Korea is in

the first place and Taiwan is in seventh place

122 SHEOAEMY mMind M2s 20094 78

to reap the economic and social benefits on the
internet. Despite the similarity between the
two countries, South Korea shows extraordinary
performance due to strongly promotinge-commerce
in recent years, and is better than Taiwan in
B2C revenues (Yu and Wang 2004). The prior
work indicates that cross-cultural comparisons
between the two countries are still needed to
give a better understanding of online shopper
typologies in different national cultural backgrounds.
Thus, it is further argued that a comparison
across Korean and Taiwanese respondents is
important due to the high degree of e-
commerce use for both countries. It needs to
also be reiterated that previous literature has
only compared Korean characteristics against
Western characteristics.

The objective of this study is to identify a
new typology of online shoppers. Although few
online shopper typologies have been developed
for online store or service settings, there is a
lack of research examining typologies, particularly
in a repurchasing context. This issue is important
for organizations as they should focus on their
existing customers in novel ways to achieve
optimum online business performance, To overcome
this limitation, research needs to focus on
online shopper typologies (repeat vs. one-time
customers) that influence marketing strategies.

To this end, the current research examines the
impact of customer typologies in a repurchasing
context using a cross-cultural study. Specifically,

the structure of this research is as follows.



First, online shopper typologies are addressed.
Second, research hypotheses, method, and
results are outlined. Finally, the results are
discussed, with limitations and further research

directions presented.

II. Conceptual Background

2.1 Online Consumer Characteristics

Previous research has identified four determinants
of online consumer typologies, namely personality
traits, self-efficacy, demographic profiles, and
acceptance of new IT applications (Lian and
Lin 2008: Swaminathan, Lepkowska-White,
and Rao 1999). These four factors are useful
for predicting online purchasing behavior when
researchers investigate the differences between
online shoppers and non-shoppers.

Consumer typology has been updated over
time. For example, Stone (1954) stated that
shopping behavior has social-psychological origin
and classified shoppers into four types: economic
shopper, the personalizing shopper, the ethical
shopper and the apathetic shopper. Stephenson
and Willett (1969) identified consurmers as recreational,
convenience and price-oriented shoppers. Two
additional categories namely psychosocializing
and name-conscious shoppers were added by
Moschis (1976). Bellenger and Kshoponkar (1980)

suggest that consumers can be classified into

recreational and convenience shoppers. Roy
(1994) identified shopper typologies as frequent
and non-frequent mall shoppers. In the context
of online shopping, scholars would like to group
consumers into tradition and online shoppers
(Degeratu, Rangaswamy, and Wu 2001) or
internet non-users and online buyers (Roy and
Ghose 2005). Consumer groups are useful for
identifying customers propensity, particularly
for entry-level companies, while the special
characteristics of customer type, repeat and
one-time customers, may be considered as a
new typology of online consumer characteristics.
Although customer types are identified customer
segmentation, this characteristic is desirable
because most B2C online companies are focusing
on their existing customers. More importantly,
there has been no research that has focused on
comparisons between one-time and repeat customers,
indicating a pressing need for researchers to
investigate the dynamics inherent in such a
categorization.

In this study, one-time customer is defined
as an online customer who purchases just one
time from an e-commerce website, while a repeat
customer is defined as an online customer who
purchased several times from the same e-
commerce website. More specifically, this study
differentiates between a repeat customer who
is loyal to a website and thus repeatedly
purchasing from it. As compared with a one-
time customer who searches for deals every

time, but only happens to be buying from the
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same website just because it has the best
offers. The two types of customer profiles are
fundamentally different, as one-time customer
will return on the basis of his/her best performance
while repeat customer will make subsequent
purchases.

Even though this study has established
definitions of each group, we demonstrate how
the proposed typology of one-time vs. repeat
customers is different from that of non-loyal
vs. loyal customers. In the context of e-
commerce, both non-loyal and one-time customers
might be considered among the most price
sensitive consumers, while the latter is more
likely to revisit the same website than the
non-loyal customers. Similarly, although in this
study we identified repeat customers as loyal
customers, they may be different from real
loyal customers. Griffin (2002) points out that
in developing any plan for upgrading repeat
customers into loyal clients, marketers should
understand how repeat customers turn into
loyal clients. As the repeat customer stage is
critical, Griffin (2002) suggests that providing
key services increases the website customers’
reluctance to switch to competitors-physically,

economically, and psychologically.

2.2 Potential Cultural Differences
and Online Purchase Behaviors

Since most researchers have focused on

differences between individualist and collectivist
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societies, there may be a lack of research
between collectivist societies. In this study
South Korea and Taiwan were selected because
they are two leading countries regarding the
e-commerce industry and the online shopping
and they share many similarities. According to
ACNEeilsen Global Consumer Attitudes towards
Online Shopping Report(2005), for example,
South Korea and Taiwan are in the fourth and
seventh place respectively with at least 90% of
internet users having made a purchase. As
online shopping is prevalent in these two
countries, one could postulate that there may
be no significant differences in the level of
online purchasing activity between collectivist
societies at least in a Korean-Taiwanese context
when they revisit websites to repurchase.
Despite these figures, online shopping behavior
may be greatly different between Korean and
Taiwanese consumers. According to Hofstede's
cultural dimensions (2003), for example, both
Korea and Taiwan are slightly different on two
aspects namely Uncertainty Avoidance (UAI:
Korea 85 vs. Taiwan 64) and Long-Term
Orientation (LTO: Korea 68 vs. Taiwan 82).
However, South Korea's closest correlation with
Taiwan in the Hofstede survey of 2003 was
not discussed. Thus, these two countries are
dissimilar allowing us to capture international
differences, indicating that this study is able to
provide insights into the micro-Asian diffusion
of the e-commerce. However, if there were no

significant cross-cultural differences in the
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effects of information quality, satisfaction, trust,
and attitude on repurchase intentions, one
could argue that these hypothesized effects are
robust across collectivist cultures.

In line with this observation, a conceptual
framework by connecting the various constructs
deal with in the current study is shown in
(Figure 1).

. Research Hypotheses

This study assumes that current online shoppers
may be different in their perceptions in respect
of their future shopping intentions, In a repurchasing
context, online consumers are likely to primarily
depend on their past experience (Slyke et al.

2002) such as information quality, satisfaction,

trust, and attitudes toward a particular website.
Research shows that people tend to reconstruct
their past experience as relatively consistent
with their current behavior (Ross 1989).

Since such cues of past purchasing experiences
as information quality, trust, satisfaction, and
attitudes play a significant role in predicting
online repurchase intentions, in this paper, we
examine these variables as they have been
identified by several scholars studying online
purchasing behavior: information quality (Kim
et al. 2007; Kuan et al. 2007; Li and Kirkup
2007: Vishwanath 2003), satisfaction (Mittal
and Kamakura 2001; Yi and La 2004: Yoon
2002), trust (Doney and Cannon 1997: Flavian,
Guinaliu, and Gurrea 2006; Harris and Goods
2004; Wolf 2000), and attitudes (Chau et al.
2002: Lee and Turban 2001: Li and Kirkup
2007: Teo et al. 2003: Yoh et al. 2003).
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Although these four constructs are related to
each other at wvarious theoretical levels, a
number of studies have investigated relevant
issues such as relationships between these
constructs. Thus, this study only focuses on
the differences in web purchasing behaviors of
one-time and repeat teenager consumers using
these four constructs in the Asian market.

As noted earlier, no significant difference
was found between the consumers in Korea
and Taiwan. This study proposes that there
are other factors that may account for the
difference in online shopping behavior between
the two countries (e.g., Zhou et al. 2007). For
example, the quality of information, consumer
trust, satisfaction, and positive attitude towards
the online shopping site are factors that can
differentially influence purchase intentions of
consumers from different countries (Lynch et
al. 2001). Thus, a comparison of these factors
is undertaken to address the question of
whether differences in the antecedents of purchase
intention explain differences in behaviors of
online consumers (e.g., one-time vs. repeat

purchase distinction).

3.1 Information Quality and
Consumer Typology

A high level of information of online shopping
is one of the driving forces when consumers
revisit the website to shop. Along with the
widespread adoption of the Technology Acceptance
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Model (TAM) in information system research,
perceived information has been used to explain
consumer acceptance of online shopping (Pavlou
2003). In a repurchasing context, experience
with online shopping is found to correlate
positively with consumers™ likelihood to shop
online. However, existing consumers may have
different approaches as to how to understand
perceived information quality when they revisit
the website. Although the internet offers the
capability to deliver specific information tailored
to the needs of the consumer (Hoffman and
Novak 1996), the repeat customer may be
more motivated by perceived information than
the one-time customer. Evidence supports that
customers who had less purchasing experience
are often unable to evaluate all available informative
cues while making purchase decisions (Gursoy
and McCleary 2004: Hzubl and Trifts 2000),
indicating that there may be significant difference
between repeat and one-time customer when
they visit the website to purchase. Although
the signaling theory demonstrates that customers
infer information quality from the vendor's website,
both new customers and repeat customers
differently estimate the information (Kim, Xu,
and Koh 2004). If the website had provided
the same information to both customer groups,
but if one-time customers estimated low-quality
information, they are less likely to revisit the
website to purchase than repeat customers.
Their behavior is supported by the information

processing approach, which focuses on memory



and cognitive processing theory (Coupey, Irwin,
and Payne, 1998). Thus, the following hypothesis

is reached:

H1: Perceived information quality will discriminate
between one-time customers and repeat
customers illustrating that information
quality will be positively evaluated by
the latter group.

3.2 Satisfaction and Consumer Typology

Extant research conceptualizes customer satisfaction
as a cumulative construct that is affected both
by service expectations and performance perceptions
in the current time period, as well as in prior
time periods (Johnson, Anderson, and Fornell
1995). Although the marketing literature recognizes
the importance of satisfaction, there is no general
agreement on how the concept should be
imfined (Rogers, Peyton, and Berl 1992). This
lack of consensus implies that satisfaction may
not mean the same thing to everyone (Oliver
1980). In this study we define e-satisfaction as
the perceived degree of contentment with regard
to a customer’s prior purchase experience with
a given electronic commerce firm (Anderson
and Srinivasan 2003).

In many cases, the repeat customer intends
to make a purchase and is not lacking any
substantial information before making that
decision. It indicates that frequent shopping

may impact customer satisfaction. Arguments

can be made for the discrimination between
repeated customers and one-time customers on
satisfaction. Supporting discrimination for repeat
customers is the argument that if customers
often purchase a service, favorable service judgments
may continually lead to higher satisfaction.
Supporting discrimination for one-time customers
is the concept of expectation-performance. This
is because one-time purchase behavior cannot
be explained by post-purchase satisfaction/
dissatisfaction outcomes (Simintiras, Diamantopoulos,
and Ferriday 1997). When customers revisit a
service website, they start to treat the benefits
of the service as a given and expect additional
benefits from the service website (Shankar,
Smith, and Rangaswamy 2003). The raised
expectations may lead to lower satisfaction,
indicating that there may be significant discrimination
when both customers revisit the web to shop.
More specifically, one-time customers are transaction-
specific, whereas repeat customers are relationship-
specific, that is, overall satisfaction of repeat
customers is the cumulative effect of a set of
discrete service transactions with the website
over a period of time (Oliver 1997: Rust and
Oliver 1994). These arguments suggest the
following hypothesis:

H?2: Satisfaction with an e-commerce website
is likely to be higher for repeat customers

than for one-time customers.
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3.3 Trust and Consumer Typology

Since online trust fosters the development of
e-commerce, it is important to investigate
differences between repeat customers and one-
time customers. Within the compact e-commerce
domain of research, trust has been defined as a
willingness to believe, or an individual's beliefs,
regarding various attributes of the other party
(McKnight and Chervany 2002). Since conceptualization
of trust may vary subtly in its focus, this
study conceptualizes online trust as the belief
that the behavior of an online vender is
dependable(Chauetal.2007).

There is agreement on conditions that must
exist for trust development. Trust is vital in an
uncertain and risky environment, while it would
not be needed if actions could be undertaken
with complete certainty and no risk (Grabner-
Kraeuter, 2002, p. 44). Prior research that
investigates customers trust in an online provider
purposefully differentiates the trust perceived
or developed through different types of visits
to a retailer's website (Kim, Ferrin, and Rao
2006). For example, new customers who interact
with a particular website for the first time will
make strong inferences about the attributes of
the vendor from what they first experience at
the website. However, repeat customers may
interpret information available at the website
to determine the vendor's intentions and infer
its trustworthiness (Kim et al. 2004).

From this observation it can be argued that
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there are different levels of trust between
repeat customers and one-time customers on
trust. For repeat customers it is argued that if
customers often visit a specific website, beliefs
about website services may continually lead to
higher trust. For the one-time customers it is
the social-psychological perspective that appears
to be most relevant for understanding consumer
trust in online shopping. When one-time customers
visit a particular website, they are likely to
avoid the harm of an undesirable outcome that
may be greater than the benefits of a successful
outcome (Lee and Turban 2001). The raised
uncertainty may lead to lower trust. These

arguments suggest the following hypothesis:

H3: There will be differences in the level of
trust in an e-commerce website, as
repeat purchasers will be more trusting

than one-time buyers.

3.4 Attitudes and Consumer Typology

Generally, attitude is defined as “a psychological
tendency that is expressed by evaluating a
particular entity with some degree of favor or
disfavor” (Eagly and Chaiken 1993, p1). Attitudes
are considered as a summary of hypothetical
constructs representing overall feelings towards
or evaluative judgments about a person, object
or issue (Zajonc and Markus 1982). This study
conceptualizes attitude as overall feelings towards

a particular website with some degree of favor.



In the e-commerce context, a number of
previous studies showed that attitudes toward
the website shopping were positively related to
online shopping intention (e.g, Shim et al
2001). However, attitude toward the website
shopping in a repurchasing context may be
dependent on consumer typology. This attitude
is inferred only when stimuli denoting an
attitude object are observed to elicit responses
expressing a given degree of evaluation (Eagly
and Chaiken 1993). Arguments can be made
for the differences in attitudes towards e-
commerce website between repeat customers
and one-time customers. If repeat customers
often navigate a particular website, favorable
evaluation may lead to positive attitudes. The
situation is different for one time visitors.
Because one-time purchase behavior is generally
a function of many factors in addition to a
seemingly relevant attitude toward online shopping
(Eagly and Chaiken 1993), such behavior is
limited to explain one-time customers attitudes
toward online shopping with a particular website.
As one-time customers do not have sufficient
shopping experience with a particular website,
they may adjust their attitudes when they
revisit the website. If their attitudes toward
online shopping have not been established, it
indicates that there may be significant discrimination
when both customers visit the web to shop.
There is evidence to suggest that consumer
attitudes toward online shopping are different

across consumer groups (Sorce, Perotti, and

Widrick 2005). These arguments suggest the
final hypothesis:

H4: There are significant differences in
attitude towards online shopping between
one-time customers and repeat customers
with repeat customers having a more
favourable attitude than one-time pur-
chasers for the specific e-commerce

website,

IV. Methodology

In terms of cross-cultural study, there are
more than 2,000 travel agencies in Taiwan, and
the Tourism Bureau of Taiwan (2007) shows
that online travel industry in Taiwan is one of
the top shopping areas. Since an increasing
number of online consumers are using online
travel agencies (Wang and Cheung 2004),
Taiwan provides an appropriate empirical setting
for investigating online consumer purchase
behavior. These trends are also similar in Korea
(Yoon, Yoon, and Yang 2006). Two particular
countries were chosen because they provide a
considerable degree of variety in terms of
online shopping conditions related to economic
and social circumstances (e.g., Albert, Yoshida,
and van Opstal 1998). Therefore, the selection
of travel industry is useful for a better

understanding of consumer repurchase behavior.
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4,1 Sample Selection

In order to guard against possible sample
selection bias, cross-cultural research usually
requires comparable samples which involve drawing
matched samples from identifiable subgroups of
the population like housewives and students
(Madden, Hewett, and Roth 2000). Based on
this reasoning student samples were collected
from Korea and Taiwan because they were
actual users and/or consumers of at least
online service categories, particularly in the
travel services. Although teenagers shopping
behavior and the purchased items can be
different from adults’, the nature of the current
study was to understand young consumers’
shopping behavior, particularly from two different
shopping typologies. In this regard, Christou
and Kassianidis (2003) pointed out that a better
understanding of young consumers behavior is
important for capturing their perceptions of the
relevant advantage and compatibility of online
travel shopping.

All research data were obtained by trained
instructors in the two countries. The questionnaire

was sent to 612 subjects by two researchers in

Korea (n=348) and Taiwan (n=264). It took
four weeks to complete the data collection.
After several follow-up procedures (e.g.. repeated
reconfirm instruction), we obtained responses
from 590 respondents (334 in Korea and 256 in
Taiwan). Due to missing data, a total of 499
usable questionnaires were obtained (284 in the
Korean sample giving a response rate of 82%
and 215 in the Taiwanese sample for a response
rate of 81%).

Of the total sample 63 percent were males
(n=179) and 37 percent were female (n=105)
for the Korean sample, whereas it was 62
percent males (n=133) and 38 percent were
female (n=82) for the Taiwanese sample. Thus,
gender balance was comparable for the two
samples (please see {Table 1)). A total of 57
percent of the Korean sample were one-time
customers (n=162) and 43 percept were repeat
customers (n=122), whereas a total of 33
percent of the Taiwanese sample were one-
time customers (n=71) and 67 percept were
repeat customers (n=144).

As outlined by Wang and Waller (2006), the
decision to use university students as a subject

population was motivated by considerations of

(Table 1> Respondent Types between Korean and Taiwanese consumers

Korean Sample (n=284)

Taiwanese Sample (n=215)

Male 179 (63%) 133 (62%)
Female 105 (37%) 82 (38%)
One-time customer 162 (57%) 71 (33%)
Repeat customer 122 (43%) 144 (67%)

130 SHEOAIEMY mMind M2s 20094 78



ease of recruitment and administration, as well
as the desire to maximize the equivalence of
the sample across the two countries. Although
there may be different social cultures, students
are relatively homogeneous in terms of such
socioeconomic and demographic characteristics
such as age, income, education, and social status
(Peterson, 2001: Wang and Waller, 2006). Given
that the main objective of the study was to
examine the nature of different online consumer
purchase behaviors within a theoretical framework,

homogeneous samples were desirable.

4.2 Assessment of the Measurement

One inherent difficulty in conducting cross-
cultural research is showing evidence of measurement
equivalence (Brady and Robertson, 2001). Measurerrent
equivalence pertains to whether the variables
and items used in the questionnaire are comparable
across Korea and Taiwan. Steenkamp and Ter
Hofstede (2002) identify three related areas:
1) translation: 2) calibration: and 3) metric
equivalence,

Since language and meanings are generally
context-specific and culture-bound, well-written
translation is the key to any cross—cultural
research. A back translation method was used
to develop Korean and Taiwanese versions. The
original English questionnaire was translated
into the Korean language by two persons bilingual
in Korean and English. The Taiwanese version

was also translated by two persons bilingual in

Taiwanese and English. After initial drafts
were developed, careful review processes were
conducted comparing each draft and discussing
its clarity and the comprehensibility of the
questions.

Calibration equivalence refers to how the
units of measurement are used across populations.
This is achieved by using identical units of
measurement or accurate conversion of different
scales of measurement. Both the Korean and
Taiwanese questionnaires were composed of
the Web-usage-related items, online shopping
items, and demographics. Some of demographic
questions posed a problem since they are
classified in a different way in both countries
(Brengman et al. 2005). Therefore these questions
were rescaled to broad categories. The education
measure, for example, was revised to correspond
to the norms of the two countries, where
diploma indicates a higher qualification than
secondary school. Because data were collected
from university students in Korea and Taiwan,
the education question used commonly requiring
conversion (year 1 to year 4). Furthermore,
Richins and Dawson (1992) used a five-point
Likert scale to collect their original data to
insure calibration equivalence. In the current
study, the same care was given to translation
of the scale point labels because university
students in each country are familiar with
Likert response scales.

Metric equivalence can be examined after

the data have been collected. Metric equivalence
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Is best assessed through confirmatory factor
analysis (Mullen 1995 Steekamp and Baumgartner
1998; Vandenburg and Lance 2000). Steekamp
and Baumgartner (1998) referred to metric
equivalence as measurement invariance and
identified six forms of measurement invariance:
1) configural invariance: 2) metric invariance:
3) scalar invariance: 4) factor covariance invariance:
5) factor variance invariance: and 6) error
variance invariance. While the first three forms
of measurement invariance tests represent
nested models in the sense that each test is
nested in the one that precedes it, the order of
the last three forms of measurement invariance
tests is arbitrary and depends on the research
objectives (Wang and Waller 2006).

In testing equivalence across two or more
groups, the recommended procedure is to verify
metric equivalence (Mullen 199). Metric equivalence
is best assessed through confirmatory factor
analysis (Mullen 1995: Steenkamp and Baumgartner
1998). As the purpose of the present research
is to test the cultural differences of online
shopping behavior, the construct measures have
to exhibit at least partial scalar invariance across

the two countries (Steenkamp and Baumgartner

1998). Without evidence of at least partial
scalar invariance, comparing construct or factor
means across countries is meaningless (Wang
and Waller 2006). RMSEA for the configural
invariance model (the first level of measurement
invariance) across the countries was greater
than 0.05 indicating a good fit. As shown in
Table 2, the two incremental fit indices were
also above the commonly recommend 0.9 level
(TLI = 91, CFI = 092). The normed chi-
square (X?/df) was 2,586, below the recommended
cut-off point of 3. These results, coupled with
the fact that all factor loadings were highly
significant in both countries, suggest that the
construct measures exhibited adequate configural
invariance across the countries. Also, it should
be noted that the x? value for the configural
invariance model is the sum of the x* values
obtained for the two sub-samples (South Korea
and Taiwan). After the configural invariance
model was established, the final test was to
compare the configural invariance model and
the partial scalar invariance model. The chi-
square difference test was not significant (AX?
(12) =19.415, p>.05) and the other fit indices

were either close or slightly better. Thus, we

(Table 2> Assessment of Measurement Invariance and Latent Mean Difference in the Korea and Taiwan

Model Specification XXdf)

Model
Compared

AMa® p-Value RMSEA TLI  CFL  22/df

Configural invariance model (M1)
Full metric invariance model (M2)

755.399(296) N/A
769.208(296) M2 vs. M1 13809 012 073 8789 2598

N/A N/A 069 9 92 2586

Partial scalar invariance model (M3) 774.814(302) M3 vs. M1 19415  .047 065 91 93 2565
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can conclude that partial scalar invariance has

been achieved across the samples.

4.3 Measures

The four constructs were measured by nineteen
questions using a five-point Likert scale (1=
strongly agree and 5=strongly disagree) adapted
from published scales (see (Table 1)). These
four factors of online past experience measured
were the following: information quality, with
seven items adapted from Srinivasan et al.
(2002) : satisfaction, with four items adapted
from Anderson and Srinivasan (2003): trust,
with five items adapted from Flavian et al
(2006): and, positive attitude, with five items
adapted from Simon and Peppas (2005) (see
Appendix).

4.4 Criteria for Defining the Sample

It might be expected that student buying
behavior would vary by country, but a previous
research studying Australian, FEnglish, and
American students concludes that “only a
relatively small number of attitudes and opinions
regarding e-commerce result in differences
between purchasers and non-purchasers (Teach
and Schwartz 2003, p. 134)." Based on this
evidence, the main criteria for selecting participants
for the sample in this study was that they
should have had a minimum of six months

experiences shopping on a specific website with

at least one travel-related purchase within that
period. To avoid confusions that would severely
undermine the validity of the empirical findings,
respondents were carefully asked to consider a
particular website where they had purchased
travel-related purchase (e.g., airline ticket,
accommodation booking, rental car, and travel

package).

4.5 Non-response Bias

We have checked for non-response bias
between the two periods. Non-response bias
was examined using the method proposed by
Armstrong and Overton (1977). One viable
check for non-response bias is to split the
sample into early (n=212 for the Korean
sample and n=114 for the Taiwanese sample)
and late respondents (n=72 for the Korean
sample and n=101 for the Taiwanese sample).
No significant differences between early and
late respondents in the two countries were
found on any of the variables of interest in this
study, which lead us to conclude that non-
response bias in this study was not a serious
problem. The high response rate (over 80% in
both countries) provides further support for

this conclusion.

4.6 Reliability and Validity

As shown in (Table 3), reliability analyses

confirmed that these four factors had acceptable
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(Table 3> Final Rotated Factor Matrix and Cronbach’s Alpha Scores: Korea and Taiwan

1 2

3 4 Reliability

Korea Taiwan Korea Taiwan Korea Taiwan Korea Taiwan Korea Taiwan

693
694
599
994
7138

597
512
568
559
501

Information Quality 1
Information Quality 2
Information Quality 3
Information Quality 4
Information Quality 5
Satisfaction 1 705
767
.699

.706

Satisfaction 2
Satisfaction 3
Satisfaction 4
Trust 1
Trust 2
Trust 3
Trust 4
Trust 5
Attitudes 1
Attitudes 2
Attitudes 3
Attitudes 4
Attitudes 5

656
820
739
665

761 853

870 876

507
535
527
667
619

523
627
.656
683
697

.88 862

972
654
951
999
951

682
720
783
685
730

822 903

Note: ( ) is scores for the Taiwanese Data.

psychometric properties. Factor analysis with
VARIMAX rotation was used to assess the
discriminant and convergent validity. The
threshold of factor loading is 0.5. Based on the
above criteria, two of the seven items used to
measure information quality were eliminated.
That is, 5 items were retained for an overall
score for information quality. {Table 3) illustrates
the results and shows that most of the constructs
have acceptable validity.

The resulting five factor solution accounted

for 69 percent of the variance. All items loaded
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cleanly on their identified factors. These items
were re-analyzed using split samples of males
and females and one-time purchasers and repeated
purchasers but still loaded on the same factors
for each group. If one has already tested for
measure equivalence there is no point in going
back to EFA. The same model should be used
for convergent and discriminant validity by
calculating AVE, and comparing the covariances

of latent variables.



V. Results

The variables underlying in this study are
used in a two-group discriminant analysis (Hair
et al. 1998) to determine whether meaningful
differences exist between the identified groups
and to determine the discriminating power of
each significant variable. The second stage in
the analysis is to evaluate the predictive
validity of the theory (Andrews et al. 2007). This
procedure is processed through the classification
statistics that compares actual versus predicted
classification of the respondents in the study
using cross-validation. The individual cases are
classified into a group according to the classification
functions computed from all the data except
the case being dassified (Huberty 1994). Percentages
of correct classification vary across research
context, but it is recommended that it should
be at least one quarter than that achieved by
chance (Hair et al. 1998).

5.1 Discriminating between One-time
and Repeat Customers

To permit us to examine which past experience
discriminates repeat customers from one-time
customers from each country, the variable was
one-time customers =1 and repeat customers
=2. For the Korean data the findings showed
that information quality (Wik's A = .908.
p<0.01), satisfaction(Wilk's A=.943. p<0.05),

and attitudes (Wilk's A=.956. p<0.0l1) were
significant in discriminating between one-time
customers and repeat customers. On the one
hand, the findings for the Taiwanese data
showed that attitudes (Wilk's A=.919. p<0.05)
was the only significant variable,

The predictive validity of the classification of
one-time customers and repeat customers
shows that 68.9 (67.5, Taiwanese data) percent
of the selected original grouped cases and 66.7
(64.9, Taiwanese data) percent of the selected
cross-validated grouped cases were correctly
classified (see {Table 4).

As the result (Wik's lambda) is a very
simple approach to test the correlation between
two variables, the results may lack the explanatory
and/or predictive power to explain the online
purchase behavior. Thus, hypotheses were tested
with one-way ANOVA, with Scheffé test to
examine whether there were differences in the
four kinds of online shopping factors between
repeat customers and one-time customers.

The data fully support the result of Wilk's
lambda. A consistent pattern was found in
both samples: repeat customers attitudes toward
the website shopping were more favorable than
one-time customers. It is noticeable that the
scores for attitudes toward the web shopping
were lower than 250 for repeat customers in
both samples, indicating that positive attitudes
were significantly desirable when they revisit
the website to shop.

To summarize, we tested hypotheses whether
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(Table 4) Difference in Past Experience between One-time and Repeat Customers: Korea and Taiwan

Canonical Discriminant Means

Attributes Wilk’'s A F-ratio Sig. Correlations One-time and Repeat Customers
Korean Data
Information Quality 908 15.676 008 399 0.24 0.42
Satisfaction 943 9.484 049 238 0.18 0.32
Trust 978 3.644 602 149 0.11 0.20
Attitudes 956 7513 007 326 0.21 0.37
Percentage Correctly Classified
Selected original grouped cases (%) 69.9
Cross validated grouped cases (%) 66.9
Taiwanese Data
Information Quality 954 5.105 403 187 0.28 0.17
Satisfaction 957 4.803 308 207 0.27 0.16
Trust 910 10.352 .066 .300 041 0.24
Attitudes 919 9.287 048 285 0.39 0.23

Percentage Correctly Classified
Selected original grouped cases (%) 67.5

Cross validated grouped cases (%) 64.9

past experience provides a better understanding
of online repurchasing behavior which can
design marketing strategy in using the website
for purchasing. Hl and H2 are supported as
information quality and satisfaction discriminate
between one-time customers and repeated customers
for the Korean data, while two variables are
not supported in the Taiwanese data. H3 that
Trust will discriminate between one-time customers
and repeat customers who choose to use the
website for repurchasing is not significant in

both samples. However, H4 is strongly supported
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as attitudes discriminate between one-time

customers and repeat customers in both samples.

5.2 Post-hoc Justification

As shown in (Table 5), we were able to
establish that the measurement model for the
constructs used in this study, there were no
significant differences across the samples for
Taiwan and Korea. This allows us to compare
the different findings with some confidence.
The

hypothesis for information quality is



(Table 5y Results of four factors by online consumer typology

One-time  Repeated Regu.lar Customer Fvalue P-value Hypothesis
Customer  Customer (one-time-+repeated)
Korean Data
Information Quality 2.45 2.25 2.38 6.20 002  HI1: Supported
Satisfaction 2.69 2.43 2.59 3.04 048  H2: Supported
Trust 2.82 2.75 2.80 0.27 N.S  H3: Not Supported
Attitudes 2.1 2.49 2.62 3.68 026 H4: Supported
Taiwanese Data
Information Quality 2.45 2.33 2.38 0.32 N.S HI: Not Supported
Satisfaction 2.57 2.63 2.67 0.17 N.S H2: Not Supported
Trust 2.57 2.50 2.53 0.12 N.S  H3: Not Supported
Attitudes 2.67 2.19 2.37 5.46 020  H4: Supported

Note: 1=strongly agree, 5=strongly disagree.

supported for the Korean sample but not for
the Taiwan sample. This suggests that information
quality is far more important in Korea as a
differentiator among one-time, repeat and regular
customers than in Taiwan. The same conclusion
is arrived at with respect to the degree of
satisfaction. However, the ability of the website
to evoke trust is important for both countries
and without this successful interaction online
would be severely limited in both countries.
The common similarity across these two cultures
is the attitudes to online shopping. Thus, the
predisposition to online shopping is different
across the different customer groups in both
cultures. While the means across the countries
are roughly comparable there is evidence of

differences in findings across cultures.

VI. Discussion

This study shows that Korean and Taiwanese
teenage customers have significant differences
in their past experience of online shopping in
using the website for repurchasing. Taiwanese
young customer typologies are discriminated
only by attitudes toward the website shopping,
but there are no significant differences in
customer trust between the two countries. In a
recent study by Park and Jun (2003), they
demonstrated the insignificant difference in
online buying experience between Korean and
American consumers, however this study shows
that there are significant differences at least in

a Korea-Taiwan context. Since researchers
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have focused on comparisons between Western
cultures and Asian cultures on online purchase
behavior or Internet use (Andrews et al. 2007:
Chau et al. 2002: Kuan et al. 2007: Li and
Kirkup 2007: Park and Jun 2003), the current
study provides a valuable comparison for this
niche population of young customers across
Asian borders.

The current study significantly discriminates
differences between one-time customers and
repeat customers to use the website for repurchasing.
Korean repeat customers are discriminated by
information quality, satisfaction, and attitudes,
while Taiwanese repeat customers are discriminated
only by attitudes. This study shows that Korean
and Taiwanese repeat customers have differences
in their online shopping behavior, These differences
are directly attributable to the different stages
of online purchase processes. Since Korea has
the top position in the world in terms of e-
commerce site access with 78.2 percent of its
internet users visiting e-commerce sites (Park
and Jun 2003), Korean repeat customers are
more willing to accept their beliefs about prior
experience than Taiwanese customers. On the
one hand, one possible reason that Taiwanese
repeat customers are discriminated only by
attitudes is that they may have the hesitation
about the conviction to return or switch. This
may be a possible way as to why attitudes
toward a particular website are an important
factor for Taiwanese repeat customers.

Repeated shopping behavior should occur to
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shoppers who hold a higher trust to the website,
not lower, but interestingly, there are no significant
differences in online trust between one-time
customers and repeat customers in both data,
indicating that both customer groups have
similar perceptions about their beliefs. While a
general common sense suggests that perceived
trust levels of an existing customer are different
from other customer types (Chau et al. 2007:
Kim et al. 2006: Singh and Sirdeshumkh 2000),
the present study shows that there is no
significant difference between the two typologies
at least a Korean-Taiwnese context. Although
customers between the two countries are
identified by uncertainty avoidance, one possible
explanation may be that two cultural groups
are characterized as high uncertainty avoidance
(Hofstede 2003), indicating that they are less
open on their ongoing shopping activity. Thus,
the present study contributes to the literature
that existing customers’ trust in an online
provider does not purposefully differentiate the
trust perceived through different types of visits
to the website, particularly in a repurchasing
context.

From the findings, a direct comparison between
prior studies” results and current results would
have on existing theory in the area needs to be
explicitly clear. In terms of H3, both frequent
and non-frequent online shoppers are not
distinguished by online shopping trust issue
because online trust increases on the basis of

experience (Swaminathan et al. 1999). The



current study also highlights the indifference of
online shopping trust between two typologies.
On the other hand, prior studies identify the
difference between browsers and buyers to
understand information quality (Hoffman and
Novak 1996: Moe 2003), while there is no
difference between one-time and repeat customers
in a Taiwanese context even though the shoppers
are driven by different motivations, The comparisons
suggest that customers who are distinguished
by information quality are likely to shop online

for specific types of information.

6.1 Managerial Implications

Online travel practitioners need a better
understanding of online customer typologies,
particularly one-time customers and repeat
customers. Since they emphasize the importance
of their existing customer, our new typology,
one-time customers and repeat customers, provides
valuable implications when one-time customers
particularly return to buy. One possible guide is
that practitioners could focus on developing
customer strategies for generating trust beliefs.
Since this study provides evidence that there
are no significant differences in online trust
between one-time customers and repeat customer
in both countries, trust-oriented marketing
strategeis (e.g., personalized services) may achieve
better performance from both customers in
Asian borders. Generally, online trust is useful

for facilitating customer motivations because

marketing practitioners seem to be increasingly
realizing the value of communicating with their
existing customers via the web (Roy and Ghose
2005). Trust-oriented marketing communication
can aid marketing practitioners in their efforts
to develop effective online trust strategies for
travel organizations in a Korean-Taiwanese context.
In so doing, judicious marketing practitioners
will also remember the importance of consumer
attitude toward their website. Thus, we suggest
that a complete understanding of the direction
of each of the four variables is essential for

reinforcing their online competitiveness.

6.2 Limitations and Further Research

This study has some limitations owing to its
exploratory stage, and set the future agenda
for research in this area. First, this study uses
the student sample, which restricts the results
from being generalized to other populations.
Although student samples are prevalent in
consumer behavior research (e.g., Holbrook and
Gardner 2000; Martin 2003) they can lessen
external validity. However, given a series of
procedures that assessed the measurement from
a cross-cultural perspective, the current study
was deemed appropriate. Nevertheless, further
research is encouraged to generalize our findings.
Another issue for further research is to establish
a theoretical formation of customer typology
between one-time customers and repeat customers.

This study identified these customer characteristics
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as one of online consumer typologies, but
further research can be addressed with scientific
evidence. Finally, further study should be
compared in a broader context against the set
of other geographically specific studies such as
those focusing on Western customers in order
to broaden categorization of customer profiles
across the globe.
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{Appendix)

Information Quality

This website makes purchase recommendations that match my needs.

The website enables me to order products or services that are tailor-made for me.

I believe that this website is customized to my needs.

Commercials must have instant appeal in providing the usefulness of the brand.

*This commercial was very informative,

Reading/watching advertisements regularly to compare competing websites is essential.

*Customers must share experiences concerning the product or service information with other customers of
the website.

Satisfaction

I am satisfied with this website.

This website offers what I expect from a good website,
This website gives me a feeling of satisfaction.

I think that I made the correct decision to use this website.

Trust

I think that this website usually fulfils the commitments it assumes.

This website does not make false statements.

I think that this website has sufficient experience in the marketing of the products and services that it
offers.

Most of what this website says about its products or services is true.

I think that information offered by this site is sincere and honest.

Attitudes toward a particular website

This website makes it easy for me to build a relationship with this company.

I would like to visit this website again in the future.

I feel comfortable in surfing this website.

I feel surfing this website is a good way for me to spend time.

Compared with other website, I would rate this one as (one one as (est-one of the worst).

Note: * was eliminated at the final stage.
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