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Abstract

The purpose of the study was to investigate whether customer perception on internet fashion shopping mall
characteristics influences positive emotion on internet shopping and relationship formation. For data collection, a
questionnaire was administrated from February 20th to March 3th in 2012 to 362 adults who have purchased the
products from internet fashion shopping mall. The analysis explores the effect of internet shopping mall characteristics
on positive shopping emotion and relationship quality. It also tests the mediation effect of positive shopping emotion
for the influence of internet fashion shopping mall characteristics on relationship quality. The results are as follows.
First, the perceived internet fashion shopping mall characteristics had positive effects on relationship quality.
Second, the perceived internet fashion shopping mall characteristics had positively effects on positive shopping
emotion. Third, the effect of positive shopping emotion had positive effects on relationship quality. Fourth, the
effect of perceived internet fashion shopping mall characteristics on relationship quality, mediated by positive

shopping emotion, was shown to be none.
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II. Background

1. Internet shopping mall characteristics
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3. Relationship quality
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[ll. Research Methods

1. Hypothesis
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1) Internet shopping mall characteristics
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3) Relationship quality
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3. Data collection and analysis
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IV. Results and Discussion

1. The effects of internet fashion shopping
mall characteristics on relationship quality

1) Factor analysis of internet fashion shopping
mall characteristics
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2) The effects of internet fashion shopping
mall characteristics on relationship quality
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{Table 1> Factors analysis of perceived internet fashion shopping mall characteristics
0,
Factor |Eigen A?Of Cumulative|Reliability
Factor Items Joadin vaTue variance %) ()
oading explained o
Payment process is secured safely. .80
Factor 1 There are multiple payment methods. 74
i Payment process is easy and convenient. .68
Security | “9yem P Y — 806| 2086 | 2986 | .84
and Personal records or payment information is secured carefully.| .68
settlement Personal records protection policy is stated clearly. .61
Order process is notified via email or cellular phone. .58
Information about materials is clearly stated. 5
Product information is provided accurately. .70
Factor 2y oh and care guide is stated in detail 70
Product g : o] 747 | 3734 | 80
information | Product information is written from an objective and professional ©
standard. '
Price is stated unambiguously. .61
There are various designs of fashion items. .80
Factor 3 | There are various types of fashion items. 77
Product | Items are made of various materials. 76 | 179 6.62 43.96 .82
assortment | The jatest fashion trends are available. .62
Product variety helps styling. .58
Factor 4 | There are discount coupons available. .87
Sales There are multiple ongoing promotions. 80 | 1.74| 645 50.41 77
promotion | oy can earn and accumulate points by shopping. .60
Factor 5 | Product information loads quickly. .80
Loading | Webpages load quickly. 79 |143] 529 55.71 .61
speed Product image loads quickly. .68
Factor 6 | Website has a nice display formation. 73
Composition 1.16 | 428 60.00 .76
of a screen | Website accommodates users efficiently. 72
Factor 7 | Questions or complaints are handled quickly. 73
Customer 1.08 | 4.00 64.00 .64
service Delivery service is punctual. 72
& wlAA) geThe ACR SMEL. dYoR  wAb g stelst] Slal eyl H ey
A7k QY WA £PE E4ol BAY Bl o BAS SUvclon, 3 &% AL F4U
& v1A Zoleks 7hd 1 X ek Q0% o] ARG AAF Aohe (Table 1)}
ol Uekileh. eyl A 48 B4 3
2. The effects of internet fashion shopping £33 A(F=23.52, P<00)o]] EAAC 2 9%t
mall characteristics on positive shopping emotion AA(+) FFS v|A = Ao 2 Yyelytth LA Ao
A WA £BB BHol FH £ @l = Avmel, A A T 54 F W)
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{Table 2> The effects of perceived internet fashion shopping mall characteristics on relationship quality
Independent variables P dent B Standard B t F value R
variables error
Security and settlement 18 .05 19 | 3.76%k*
Product information 21 .04 23 | 4T71%*
Product assortment .19 .05 20 | 4.08%*
Shopping mall . Relationship [~ B B -
characteristics Sales promotion quality .03 .04 04 92 13991 44
Loading speed .06 .02 A1 2.28%
Composition of a screen .09 .04 10 | 2.27*
Customer service 12 .04 14 | 2.90%*

*P<.05, **P<01,

ek P<.001

PR

{Table 3> The effects of perceived internet fashion shopping mall characteristics on positive shopping emotion

Independent variables I?;p;g;j:t B Stzl;(jird A t F value R
Security and settlement .16 .06 .16 2.72%%*
Product information 12 .05 .10 2.23%
) Product assortment - 21 .06 .20 3.70%**
S:;foc‘;is‘zilsl Sales promotion Z‘;S;EZE -07 | o4 —08 |-146 |23.520 | 32
Loading speed .07 .03 12 2.27*
Composition of a screen 17 .05 .20 3.73%%*
Customer service .07 .05 .08 1.44
*P<05, *P<01, **P<001 oA FoJgt
A, a2 Aujs aQlE AR 2E adle] 34 WA o Aol mAl= FFE Hofstr] s 584
2 Aol A S vAE AR vegth S Seddes, A9 FE FEHder
o 3 8909 17 AL glo] S &% ko] 3] AEAS AR ZiH= (Table 4)9F o]
Aol FofRt FF= A &2 Aer yed yeEhgTh JEY sl gzl itk S8 A
21}, GA] QJIEY £ EZA AFEHL A= ™ < BAIY Aol FAA R [-27H(F=325.94, P<.001)
wAEY SRIFE AlFol v, welh 2HE 59 A+ FHB=69, =18.05, P<001)Z WA= A
uZ Au| 28] s B2 HHs) rEo s 4 oz yepgten, A8l A gzl gt 3
ek ol23t diks &Y s AFA, EHl, Al 2 7ol 474]4 A& AW 3 tﬂ%l:’f_‘ 47%=
2L Aol 3 A TS Frhe Suh YERgth ol FAF & o] BAe] Ao
and Kim(2002)®] AFZATe} FAPS}. A er  JIFE v Fag aolgs AS v,
Azke JIEYl il agE S0l S e F A 4% FHo] JdHY gz g wEw
ol FFE A Aojths M 2= AAEHUE  AFE FEFeEH AEHH AHY &P E o
&5 A Aok d5E 7HssHAl Tk o]
3. The effects of positive shopping emotion on 3t Ate QIEY &P EAA =4 AdH FAA
relationship quality &3 7HA4o] s olF ol HAEE= FAof| ZA FF
AE Y A Lg=o gt T4 2 Aol & U]XIth= Hong and Lee(2005)9] -2 0o} £

0
S
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{Table 4> The effects of positive shopping emotion on relationship quality

Independent variables Dependent variables B Stz;iird B t F value R
Positive shopping emotion | Relationship quality .62 .03 .69 18.05%%* | 325 94k 47
HEP 001 =50l A foF
Bzttt 284 Aol ags WEof A4 A 4% S viAlste] WA S Hof Wzl 2F
9l QS mlAths Kim2008)] A7Aztel du)  HRvHe 37(5369)2 Urehgte. olelst vk
AFAT Ao aqBolN APH Y Az AU 43 54l YA 43 2B
&% 1192 B ol 4L vA Aojcke /b wAY Aol APAOR JFS mH AL, FHA
a3 AAE A £ S wiste] S mAAle Yethe
A& ougith. o= AHUl 2BE EA4S =4 A
4. The effects of intemet fashion shopping mall 28 FAZAR 4 S ASH Ha, &
characteristics on relationship quality mediated Zof tfgt W=} A7) Zolx]= AL AR
positive shopping emotion ARk, AZHE EYl 2E S/4o] WA Ao
AUl s £BE B0l 3AA % BHS IFE A BN BtEA] FHA a9 7
mi7fste] WAL Ao FFE mA=TE wefst & AXAE Feths AoR FAHr old 4
7] 98l BEEAS AR Aif= (Fig. DIt 2ol T= 232 54 F A, AH=, ARE AT
LRk 2838 34 AAS miliske] £BE H=of
AR & AT BAY H(63)el et JgE mHckar gEl Shu and Kim(2002)9] ¢
AEY A e 549 Adane 474 f9 Aipt QIEY s S0 osto] 344 A4
Hp<001) Aoz yepgon, #A S o gt & LA W SEuiese] FE k= Park and
A4 £ A AHAaTH69) A IR A Koh(2008) A-AE A A|ekA] or=th AipAe
(p<001) 2.2 upefE| Q). o] 7t Aif= A7 Q1 2 A7vg Qe g ATE EAL Z2AH 47
HUl &35 ST 344 % g4Ao] B4 & AL virlisto] A S Aol FFE A Aotk
of folet FEFFE mAl= Wl 1 = 7H 4 AAEA gt

AEY AL S4o] B
(6)ReHs 3 &9 2

V. Conclusion

2 A AHY oA sdAES Aol

Shopping mall
characteristics

Percelved Internet

53111.78]

Posltive
Shopping Emotlon

Relatlonship
Quality

69018.051

<Fig. 1> The effects of perceived internet fashion shopping mall characteristics on

relationship quality mediated positive shopping emotion
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