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Abstract

This study was to examine the service and the product evaluation factors of Korean internet fashion shopping
malls and to suggest marketing implications for Korean internet fashion shopping malls wanting to expand into the
Chinese market. This study conducted a questionnaire survey for college female students in Qingdao, China, who
have shopped at Korean internet shopping malls, and 310 surveys were used in the final analysis, frequency
analysis, factorial analysis, and regression analysis. The results of the study were as follows. First, Most of the
respondents answered that they found the Korean internet fashion shopping malls through the internet, and the most
purchased item was outer clothing. Second, the system stability and web site structure excellence factors had a
positive influence on the service satisfaction for the shopping mall ‘S’, while the system satisfaction, service
efficiency, interactivity and web site structure excellence factors had positive influences on service satisfaction for
the shopping mall ‘P’, and the system satisfaction, service efficiency, interactivity factors had positive influences
on service satisfaction for the shopping mall ‘N’. Third, examining the correlation between product satisfaction for
the shopping mall ‘S’, ‘P’, and ‘N’ with fashion product evaluation factors showed that, design factors and quality
excellence factors of the three shopping malls had positive influences on product satisfaction. The results of this
research provide useful information in forming an efficient operating system and improving marketing strategies for
internet fashion shopping malls planning to enter or having already entered the Chinese market.
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I. Introduction
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Il. Background

1. Current status and features of Korean
internet fashion shopping malls

1) Status of Korean internet fashion shopping
malls
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2) Features of Korean intemet fashion shopping
malls
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2. Service quality on the internet shopping mall
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3. Data collection and analysis
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IV. Result and Discussion

1. Internet fashion shopping mall using status
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{Table 1> Internet fashion shopping mall using status

Item Frequency(%)
Less than 6 month 144( 46.5)
6 month to 1 year 84( 27.1)
gz;o‘jf 2 to 3 years 50( 16.1)
4 to 5 years 18( 5.8)
Over 6 years 14( 4.5)
Everyday 33( 10.6)
3 to 4 times per week 91( 29.4)
o 1 to 2 times per month 73( 23.5)
ﬁz‘;ieilcty 3 to 4 times per month | 31( 10.0)
1 to 2 times per season 21( 6.8)
1 to 2 times per year 16( 5.2)
Other 45( 14.5)
Less than 30 minutes 79( 25.5)
Average hit 30 min. to 1 hour 141( 45.5)
hours per | 1 hour to 2 hours 63( 20.3)
one time | \ore than 2 hours 26( 84)
Other 1( 0.3)
Internet 153( 49.4)
Paper/magazine 25( 8.1)
Source TV ad 14( 45)
Friends/ acquintance 95( 30.6)
Other 23( 74
Total 310(100.0)

Ak = JAEY Al £PEY FENEE 15
oJof| 3-43]7} 29.4%, 171 L0l 1~23]7} 23.5%2 2
Foll gl ol WEATE 50% o= AAISHaL
AUths AR opyzh wid WEshes tieh=
10.6%Ut H= o] ZB3tojof 8 Holth. =, %
= ey Au]Ake] oF 40%7) oS &
gt EY Al g ES WEshe Ao
g ek AEY sl e 13] Fat o]&
AN 7He 30E8~1A7F0] 45.5%2 7}A =4 Jelyt
T, TReOoE 305 0|37} 25.5%, 1~2A]7FO]
20.3%, 24|t o]A}o] 8.4% =02 et
AUl A £9ES A © FEe dEHYe]
49.4%2 714 E9rom, A 9 XA E 30.6%FE
7 ek

3!

- 661 -



8 AUl B2 AHlA Bl AR 4

2. Purchasing behavior of Chinese university
women on Korean internet fashion shopping mall

T oAt k= IEY A &P Zo) A<
TopAlE, sl 9 Bt S olo] KH{} B
A A3z (Table 2) o A 9F 2o, g &g =) A]
TE st AlES o7 119384%) = 71
woron, 2o 2= Aoz} 87(28.1%), Yy A7}
36(11.6%), Aldro] 22(7.1%), 3+o|(HlA], A#E)7}
17(5.5%), 713o] 9(2.9%), AAIA 7} 2(0.6%), 7]
B 18(5.8%) =02 ettt 171¥ef 1235

{Table 2> Purchasing behavior of Chinese university
women on Korean internet fashion shopping mall

Item Frequency(%)

Outer wear 119( 38.4)

Top 87( 28.1)

Bottoms 17( 5.5)

Purchasing | One piece 36( 11.6)
items | Shoes 22( 7.0)
Bag 9 29

Accessory 2( 0.6)

Other 18( 5.8)

Everyday 5C 1.6)

3 to 4 times per week 21( 6.8)

Purchasing 1 to 2 times per month 118( 38.1)
number of | 3 to 4 times per month 34( 11.0)
times | | {5 2 times per season 72( 23.2)

1 to 2 times per year 25( 81)

Other 34( 11.3)
Less than 200 yuan

(loss than 40,000 won) | 123( 39D

(24?(()),0?: . tgoj(‘)(())(()) ’;fﬂ) 101( 32.6)

Purchasing ?t?.(iogtl)a rlltgo,éo%% ﬁfﬁ) 40( 12.9)
t

o |y o 80 yn |y g

?10500,}(;3?;:)0210’8,00%0%@ 10 32)

(?;er ;?)?)?myga\r;on) 6( 19

Total 310(100.0)

H7F 8o = I8l s Ee] S| vjAE 9 R4 ESAT

Juals 28|17 118(38.1%)2 714 woka, o}
S0= 3 A|Zof| 1~23]7} 72(23.2%), 171 L] 3~4
37} 34(11.0%) 2 =4 vetgch e 4 &
FEA Hat FufdS 2009QF wTHATE Y)o]
123(39.7%) 0.2 7} Wk, thS o2 200~4009)
QH4~84F )0 101(32.6%), 400~6002]H(8~107+L)
o] 40(129%) o2 =A Yetdth &, S oA
E2 = A A agEoA] w85t ¢ o]
oko] QjojRel FojE T8 ?LDHo}t Aoz 5
o] Fuff HES ST 4= ik

3. The effect of service quality evaluation
factors on service satisfaction with Korean internet
shopping malls, ‘S’, ‘P’, ‘N’

1) Factor analysis of internet fashion shopping
mall's service quality

QP ﬁﬂ/\% £y AMA 24 %7} ael

= I j'(PrmCIpal Component Analy51s)
& 4dise0, oL Vuime YO8 2
3

el

alol 1.0 olel felo] 47) F& =gtk
AAH BE W AR ko] )
Sk Fol A28 QhAo %
O i W FEU el ¥E 9 W - THo|
et Ao shupe] fgloz %

Aoleh slel, SRt ARA 2

=
o of
of.
o

HEAGA ol YEsgon, AF P B 22
] golAo] th3t RO ‘Yajo|E Lz O2A
oot Ptk AR B4 ARG Hu, el
849 AF =+ 0.835, ATZAEA AlFee=
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{Table 3> Factor analysis of internet fashion shopping mall’s service quality

0,
. Factor Eigen A] of Cumulative| Reliability
Factor Measurement item . variance
loading value . (%) (a)
explained
Personal information protection .830
Factor 1. -
System | Safety of payment or payment option 822 2482 | 20686 | 20686 | .820
stability | Stable management of system 792
Factor 2. Quick and accurate delivery .833
Service Check and modify easily about ordered items .807 2314 19.285 39.971 835
efficiency Return, excahange and refund easily 796
Variety of communications’methods to deliver 250
Factor 3 consumer’s opinion and dissatisfaction ’
o - . 2.264 18.868 58.839 824
Interactivity | Provide community space 821
Customized service for individual 760
Factor 4. | Easy understanding of overall site structure .822
Web site Easy product search 585 1.410 11753 | 70.593 794
structure
excellence | Site structure, comfortable for use 521

0.824, A28 ek Aol AR 0.820, YAlolE
TZ 449 AR EE (0.7942 e, Cronbach
of dul(a) A7F BT 0.7 o] o] R AlF = o
Al A B7HETAL & 4 Sl

A h 2l F AAE A 2312 Kim(2000),
Chung and Oh(2001), Lee, Park, and Son(2002), Lee
(2003)2] Aol A MulA FA A F Al
Aol Axst gl

2) The effect of service quality evaluation
factors on service satisfaction with Korean intemet
shopping mall, ‘S’, ‘P’, ‘N’

£3E S, P, N Au|A whEof ik
oA = Auls FE B7F 290S dob] 9 &
o3| fEAS AR A3, (Table 4)0fAQf Zol,
S20] AH|A gEE o= AR FE H7Eall 5,
(e}

Z,\_/\(B:

F
1

A2 SFYA(B=366)T WALO|E L3 £
166) £.9l0] & WHEmo] 3P

Aon, Aulx G4 A58
A = Ao R YEelth AP EP L
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{Table 4> The effect of service quality factor on system satisfaction of internet shopping mall, Stylenanda, Partysu,

Naning9
S P N

B B t Sig. | B B t Sig. | B B t Sig.
(Constant) 4.003 118.336| .000 | 3.953 120.304| .000 | 3.984 119.771} .000
System stability 263 | 366 | 7.766| .000 | .187 | 266 | 5.693| .000 | 220 | 313 | 6.598| .000
Service efficiency .059 | .083 1.750| .081 | .162 | .230 | 4.924 16| .166 | 3.491] .001
Interactivity .002 | .003 .067| 946 | .157| .223 | 4.762| .000 | .115| .163 | 3.438|.001
Web site structure’ superiority | .119 | .166 | 3.512| .000 | .067 | .095 | 2.033| .043 | .044 | .063 1.317| .188

R 168 182 156

F 18.926 20.866 17.320

Sig. .000 .000 .000
Az Aol ofye), T Aot o whet v, O BYES Ae T £FE & Aol &
Auls F8 aQlo] tigh g2 @bl = 9l &Skoith Al H7ke] a9l Rehge BE 0.6 ©]
kil & 4 Qlk doz veht ghgigdo] ERlENSS o 5 Sle
o, Ifgko]l 1.0 o4l acle] 27 FEH ik
4. The effect of product quality evaluation factors WA, AZ9 tjxela} Ak, AAle| tf3t 3o
on product satisfaction with Korean internet sho- sl Qolo g Fo ‘txlAd ol WHsta L,
pping mall, 'S, ‘P, ‘N’ thero 2 AlFS W F-o it 5ol st
ol Relo® Fof FASRA 02 HYstsc)

1) Factor analysis of internet fashion shopping

AFE B4 A B taiele] AlZEs 0.806,

mall’s product quality FZR LA AFEE= 0.6632 2 LEY Cronbach
JEU £ 59 AE FE H7F 280 gotl o] otul( @)A47F BE 0.6 ojAto|mZ AFE
7) glste] AE Wolel pRAE HES NAAL, A W PETD B 4 ok ol 8R4
ZA o] ghgALe ulelslr] ¢af QB Adxt Al TH= Kim(2000), Ku and Lee(2001)2] ¢ItofjA E
B BAE AAS ZAx}, (Table 549t Zol, FE AT AF F84, AT Hod &l
2l o] 0.5 ofsil Eo] 47 EA st I YAFHEL & 4= Sk
{Table 5> Factor analysis of internet fashion shopping mall’s product quality
% of
. Factor Eigen A’ © Cumulative | Reliability
Factor Measurement item loadin value variance %) (@)
e explained o
Design and style are excellent. 797
Color and Pattern are pretty. 792
Factor 1.1 iyl is appeared. 709 3.346 38.220 38.220 806
Desien yl pp: . . . . .
It is fashionable. 656
It is very distinctive. 634
Factor 2. | 1t has good durability. 872
Product quality 1.031 24.303 62.523 .663
excellence It has nice quality. 797
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2) The effect of product quality evaluation factors
on product satisfaction with internet shopping
mall, ‘'S, ‘P, ‘N’

£3E S, P, N AE SR FFE v
Az AFE B7hacls dobir] 98 Foha]H&E
A& AARE A= (Table 6)of| A&} Zro], tja}gl
A(8=320) FASFH(£=256) 81 HFT} &
BE Y AE e 344 FFE A= A
oz yegon, a3 P Y AlF WEEoE o
AR B=247)7 FAA(B=301)0] 2L &
BE N AF HEEo AR A TRl *é(B:

2743 EALEH(3-3300] A Wfee] 38

A e s A0 et 3, dAURe
S4B SO 7V = FBS vHON, B
& Nol 7 A G A g o 4
o} olefa AT Ji2010)9] AT WA A
£ 53 aclo] Aol A8 ) AES] P02
F0% G oA Aol QuaEchy &
S oglow Aula FA 37t 2903 oA e

A% EA Bt L% 2 29 Bol wet 1 9

go| gzt = S AJAFSHE Hiolth
V. Conclusion
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{Table 6> The effect of product quality evaluation factor on product satisfaction with internet shopping mall, ‘S’, ‘P’, ‘N’

Stylenanda Partysu Naning9
B B t Sig. B B t Sig. B B t Sig.
(Constant) 4.124 127.514| .000 | 4.032 119.372| .000 | 3918 116.214| .000
Design 220 | 320 6.804| .000 176 | 247 5.207| .000 198 | 274 5.871| .000
:;Zedﬁi;uamy 176 | 256 5.447| .000 214 | 301 6.335| .000 239 | 330 7.084| .000
R 168 152 184
F 37.985 33.621 42331
Sig. .000 .000 .000
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