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The Effect of the e-CRM on the Purchase Relation quality, Performance in
Fashion e-Commerce : A Comparative Study of Korea and America

Youn-kue Na
School of Business Administration, Loyola University; Chicago, USA

Abstract : The current study investigates e-CRM, Shopping-mall Image, Perceived Value, Immersion, Satisfaction, Pur-
chase Intention in the Fashion e-Commerce. The e-CRM(Customer Relationship Management) was applied to see the
effect on the relation quality toward the fashion shopping-mall via relation performance. To fulfill the study objectives, a
total of 521 questionnaires(Korean 278 vs, American 243) were conducted to the customers with first-hand experience
with fashion merchandise in Internet shopping-mall. The judgement sampling method was employed on sample pop-
ulation ages from 20s to 40s over two month period. The result showed that purchase intention of an individual differs
by consumer type and different factors affect purchase intention of the fashion merchandise for each consumer type.

Key words: e-CRM, Shopping-mall Image, Perceived Value, Immersion, Satisfaction, Purchase Intention.
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Table 3. A7919] T Q1EA 3 A=Fw A%
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Table 5. A77I'de] JeaA T4
89l 1 2 3 4 5 6 7 8 9 10
e-Marketing 1.00
e-Service .055 1.00
e-Sales JA21* 017 1.00
e-Communication 192%* 231%* .039 1.00
e-System 167 .000 .029 .102%* 1.00
Shopping-mall Image 259%* A419%* .033 .021 114% 1.00
Perceived Value 223%* A47+% 078 022 135%* 363**F  1.00
Immersion 251%* 342%* 046 .006 .048 2071 %* A466**  1.00
Customer Satisfaction 341%* 202%% 0 144%* .023 .089 .505%* 560%* A407**% - 1.00
Purchase Intention .508** 379*%* 018 .005 .107* .503 522k AT2%* 559*%*  1.00
1-10: Pearson Cross-Correlation, *p<0.05, ** p<0.01, *** p<0.001
Table 6. 2549 A=
Az _ A= Xz
X df p-value GFI1 AGFI RMR NFI CFI RMSEA
U A=} 246.92 12 .000 953 742 .049 .880 .883 156
w] S4B 2} 164.99 12 .000 939 .665 058 .858 .861 .180
(df=12, p= .000), GFI = .953, AGFI= .742, RMR= .049, 7M A5 A3} e-Saleset &2 E o|n|R] 7] ZHRZ, e-System

NFI= 880, CFI= .883, RMSEA= .156), "]54H|2} 23 (X
=164.99 (df=12, p= .000), GFI 939, AGFI= 665,
RMR= .058, NFI= .858, CFl= .861, RMSEA= .180)2] 2g}
& AFE HERNATH(Table 6).

452, =) 2¥)A}F -CRM 23 7Hd A%

A Q1Y &8 E eCRME] FAH|AF 23 tigk A+
7 AE A3 ESalest £WE o|ux] 7re] AR e-
Communications} A2t 71x] 7+e] =2 18|53l E-Systems}
A 71 7k ARE A3 e A RAAM A EATH
Fig. 2, Table 7).

453. v)3 2H)2}F e-CRM 28 714

oA Al £E eCRME] Hl=4H|Z} 280l gt A

Shopping-mall

3 23 E olu|x] 7ke] AE, e-Serviced} A2tE 7] 74| A
2, e-Communication®} A|Z}E 7}x] 7+e] AR I3 e-
System3} 2|2 71%] ko] ARE A|Q)E BE FR|A A
9] cH(Figure 3, Table 7).

4.54. S=tm|=E 2H)2} e-CRM B8 7Hd A5 A3 2
°|EFH

e el st e-CRM 23 E o|u]R] 7ke] A o)A
e-Marketing, e-Service, e-Communication =T 4 48] =} =
A vFH AR By B &3E olu|X|d] frolgt
S e AoZ UEREoL} e-Salest FUjEiAAn|x} 2
I wFI AR B BFolA 4E on]A]o] {23
TS nRA] = Fo® YeRdTh St e-System =]

wi
S|AF oM vt & ojuA|el Folgk IS A=

o of

PR

Customer Purchase
Satisfaction Intention
REE

Model Fit Statistics X2 =246.92 (df=12, p=.000),
GFl = .953, AGFI= .742, RMR=.049, NFl= .880,
CFl= .883, RMSEA= .156

2 Path Coefficient
+p<0.05, »+p<0.01, *=+p<0.001
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a L

2145

Perceived Value

Shopping-mall
145
~.D§9 |25

Purchase
Intention

Fig. 3. 7|5 4¥]2} e-CRM B3] tigh A28 AP HF

o= vt AA, JIEl 3ol e e-CRMA A|ZHE 7t
] 7ke] FAGIA e-Marketing, e-Saless |l A AnH] 2} 78
I mSE AR By B A7 7R frelgh dERE T
e AoZ UEPRoY, e-Communication?} e-System= =U]
HALH A B v A LE2E B Bl Z|ZkE 71|
of o8 FFE VXA v R Ueputh ES e
Service= =TT AALH] 2 RGAXRE Z]zhg 7Rl foldk @

Table 7. SI77Hd(HH &) AT 2 24 A3} plim]= v 29

tModel Fit Statistics X2 =164,99 (df=12, »=.000),
GFl = .939, AGFl= .665, RMR= .058, NFl= .858,
CFl= .861, RMSEA= .180

& Path Coefficient
= p<0.05, »+p<0.01, +++p<0.001

e MAE AeE Jehth U], el ol ik e-
CRM#} &9 7Fe] #AGA e-Marketing, e-Service, e-Sales,
e-Communication?} e-System EFollA =jsjdin|z} 2383}
H=a 42 BRo] Bl fodk IS vAe Fe=E
yeRgtt oA, sllml=r s AR QTEYl e

St &g E o|u|R| 9} AR} W, Fujox 7he] 3R
AA FU A au Rk} vl A AR} B BRA &

¢
ol Hr 2

o e | e | EEESE
Estimate ~ S.E. CR.  P-value Estimate S.E. CR.  P-value
H1-1 e-Marketing —  Shopping-mall Image .156 .034 4.640 *EK 214 052 4.133 *EE
H1-2 e-Service —  Shopping-mall Image 245 .033 7.385 HoHE .145 .043 3.337 o
H1-3 e-Sales —  Shopping-mall Image .031 .031 1.021 307 .034 .042 816 414
H1-4 e-Communication —  Shopping-mall Image 156 .030 5.202 HHE 153 .047 3.282 .001
H1-5 e-System —  Shopping-mall Image .079 .031 2.576 .010 .028 .038 738 460
H2-1 e-Marketing - Perceived Value 266 .032 8.396 *EK 341 .042 8.074 *EK
H2-2 e-Service - Perceived Value 227 .031 7.213 Hokk .080 042 1.915 .056
H2-3 e-Sales - Perceived Value 125 .030 4.210 oK .186 .042 4.389 ok
H2-4 e-Communication - Perceived Value .044 .030 1.483 138 011 .041 .260 794
H2-5 e-System - Perceived Value .045 .029 1.536 124 .020 037 532 .594
H3-1 e-Marketing - Immersion 274 .032 8.558 HoHE 276 .045 6.076 ok
H3-2 e-Service - Immersion 338 .031 10.852 o 294 .045 6.564 Hkk
H3-3 e-Sales - Immersion .065 .032 2.049 .040 .161 .045 3.561 HEK
H3-4 e-Communication - Immersion 123 .031 3.977 Hokk 127 .041 3.065 .002
H3-5 e-System - Immersion .088 .031 2.794 .005 .103 .047 2171 .030
H4-1 Shopping-mall Image — Customer Satisfaction 306 .030 10.100 wHE 258 .043 5972 HEE
H4-2  Shopping-mall Image —  Purchase Intention 202 .030 6.806 ok .170 .043 3.965 rkx
H5-1 Perceived Value —>  Customer Satisfaction 303 .031 9.642 ok 211 .042 4.989 ok
H5-2 Perceived Value - Purchase Intention 150 .031 4.908 kK 124 .041 3.000 .003
Hé6-1 Immersion —  Customer Satisfaction 209 .031 6.659 *EK 264 .041 6.410 HEK
H6-2 Immersion - Purchase Intention 204 .030 6.837 oK .165 .041 4.006 ok
H7-1 Customer Satisfaction — Purchase Intention 344 .033 10.558 HEK 497 .048 10.397 Hkk

CR=Critical ratio, * p<0.05, **p<0.01, ***p<0.001
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