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Abstract

Purpose - This study examines the effects of purchasing factors of consumers based on customer satisfaction and
repurchasing intention buying through Internet shopping malls. The subject of this study are Chinese residents who have
lived over a year in Korea.

Research design, data, and methodology - In this study, former research related with internet shopping malls’ customer
satisfaction and repurchase intention was revised. Based on past research, the internet shopping mall purchasing factors
divided to 4 factors; factors of product, price, service, and promotion. 5 hypotheses were made. They are <H1> Product
factors of internet shopping malls have meaningful effect to customer satisfaction, <H2> Price factors of internet shopping
malls have meaningful effect to customer satisfaction, <H3> Service factors of internet shopping malls have meaningful effect
to customer satisfaction, <H4> Promotion factors of internet shopping malls have meaningful effect to customer satisfaction,
<H5> Customer satisfaction factors of internet shopping malls have meaningful effect to customer repurchase intention.
Measurements developed 4~5 items to each factor and questionnaires were made. The survey was conducted on 1,000
Chinese people. Out of 292 surveys, 9 were excluded which responded nothing or were unfilled. Finally 283 surveys were
used in empirical analysis with SPSS 22.0 statistical program. Hypotheses were verified by structural equation modeling.
Results - The following conclusions are shown in the empirical study. First, the service and promotion factors of internet
shopping mall have effects on customer satisfaction. Second, customer (Chinese people who live in Korea) satisfaction have
effects on repurchase intention. Third, the products value and price level of internet shopping mall have strong effects on
repurchasing intention.

Conclusions - There are suggestions that Chinese customers satisfied with Korean internet shopping malls might increase
their royalty to the shopping malls as possibility of repurchase arises. This study has differentiating points with preceding
researches that subjected residents in Korea. But there are limitations that this study also used purchasing factors used in
preceding studies. Also this study has limitations, such as generalization in global market circumstances because this study
subjected only Chinese people and not global customers. Therefore, further study executed complementary with those
limitations would be an interesting study.
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<Table 1> Characteristics of Respondents

- Frequency | Proportion
Division (Pecisonsgl 5, %)
Male 125 442
Gender Female 158 55.8
Under 19 years old 12 4.2
Age 20~29 years old 195 68.9
30~39 years old 54 19.1
Over 40 years old and 22 7.8
Marage Single 205 65.4
Married 78 27.6
Office worker 35 124
) Student 226 79.9
Occupation — -
Individual businessman 11 3.9
Housewife 11 3.9
Equal to and lower than
cr]1igh school graduate 57 201
Education Attencﬂ;g;g:{;ge or 197 44.9
Attending graduation school 138 48.8
Over 4 times 63 22.3
Times of 2~3 times 140 495
pugcﬁzﬁtﬁer 1 times 56 19.8
Under 1 times 24 8.5

Note: n=283

AH

Efgtd2 2t B8 FH5t0 e FFHEFS0| g9 o
ZOE HCHE FO|=XIE Zolstn MEMHE2 SEH=0 Cf
of SEofl Chet LAE™EZol =F2 2M357| g ZAo|Ct
Atz|arer 2OFoA Bt A2 2M2 FZEES0| Chsl
20lEM(factor analysis)2 AA|SH0] EfZMat MEIHE =

2 AN SHuset FaUAL CHISE-47 BS)0
=3

2 Zyolgone 8oz THE 4 HE(E)S A=
SRS HOlsy| 9l6h 2912 M(factor analysis)S A
AISFRACHKIm, 2011). J2|2 ME|M(reliability)2 s ot 719
of CHeIA BrEMoz NS Of LEits SHYSO| 24t
2 ojojste 2oz ZHol ohHY, AT, KISTSH, B
4 S(kim, 2011)0| B=E S Liefhch

2 gns M2X2 S8 +HY X=2S SPSS 22002
QU2si0] QOIZMT M2IMENS HUABIYD, QMo &
EH

He FHEEM(principal component analysis) giAlS MEHSE
YOn, QOISHYACRE Vaimaxo| NZSHUAS ALS
9IC}. Varimaxe| XZigHgAle 7t golse pEsin 2
Qolo| S48 e Tetely| it wHoz YN YU
(Kim, 2011).

Ol&0lM 7=t Q24 Weoz EfEddant MEldes &
He Zils LS9l <Table 2>2F ZLh. = Ao Xtz 7} Ef
HHE =ES=Xe HREE Q2M0M LIEHt KMOZIE
Hot2XM 09482 72 LIEILHD QU2, 0.5 O]4Q| gt

OF
3 olo

_

un

0.

re

BEH
2 ECh ED Bartletto] THMEAYS W 7to| HEAE
O] | ZHOol2t= HF7HE0| |Rel=F 0.0500A 7|2t RACt
(p=0.000). mM2tr HMEtMo=z QQIR2MS MAlsH Zuts MF
240 HMglst 4o TrECt

QIEMES HAlo ZUE HTHEM, 4F 7H(QA1~QA4),
742 £=Z(QB1~QB4), AMH|A QQl(QC1~QC4), X Q2l(QD1
~QD5), DZHOHECZ(QE1~QE4), XjTOfC|=(QF1~QF3) So
QoES £ SIS QAXMYIL0| 2F 0.59 o4 A
o2 LEHRCE d2|d 2t ZFEFE0| AFAIL o=t s

o a
2010 & £3tn Ues HS=Z LIEHGC) Est ZF B0 X7|
ot FHEEM0| ot 2b B0 CHot FEE 2000 ofsf
AL H22 S&d(communality)l| =X gf2 78.045%2]

e 20 AD B 4 9k DRt o[ RoleaH
e ZodlE o, =HE mEitEs EIEYE L5t rt
0 WCHECE Bt 2 Q19| Cronbach's a2 S E AME|
L= 6749 @9l B 0.8 0|42 LIEILH QU0 Mz|do] =
HEQUCHD g 4= QALCL
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<Table 2> Result of Exploratory Factor Analysis

<Table 3> Result of Confirmatory Factor Analysis

. Factor (% of Variance ,
Variables loading score (total) Cronbach’s «
QA1 0.763
Products | QA2 0.814 52.421 0.896
Value QA3 0.784 (52.421) ’
QA4 0.723
QB1 0.779
i QB2 0.819
Price 7.223 0.884
Level QB3 0.738 (59.644)
QB4 0.721
QC1 0.604
Service QC2 0.777 6.275 0,891
Factors Qc3 0.686 (65.918) ’
QC4 0.603
QD1 0.729
Promotion | QD2 0.749 4823 0.887
Factors QD3 0.798 (70.741) ’
QD4 0.593
QE1 0.596
Customer | QE2 0.674 4.155 0.892
Satisfaction | QE3 0.716 (74.896) ’
QE4 0.716
QF1 0.822
Repurchase 3.149
Intention |2 0.846 (78.045) 0.851
QF3 0.861
KMO 0.946
Bartletts Test  |[x*=5108.279, df=253, p=0.000
422 =01 QQlZA
2 Qiflo| JHMe AMOS 22022 BEMTZUHADH
(SEM: structural equation modeling)e £3%t A™E SlOXt ot
Ch. SEM2 2 7Hdg AH-S7| fisiMe Loz ZH-E ¢
29| FPM7fES| EfM(construct validity)g ZHESI0{0F =
o, = goM= 7471l EtddE YSEFZd(convergent

validity)dt ZHHELEHE(discriminant validity)S 201X Q Ql2 A
(confirmatory factor analysis)2 E3dl =2QI5ISCt. HA CFAQ
DHHYE(model fi)S AH=E UBEILHS MHEE
=347,597(df=215, p=0.000)2Z K{O|+== 0.050|AX K9|5}IX|
A2 Aoz LIEHRX|C J[Ete| Mt & HEHEH J|EX|E

20| EE3l 21X 2KStd. Estimate)2 0.7 O|AMZ LIEHLHD
AL, BREMFEEX|S(AVE)E 05 0|49 ZHo=2 LiEtD 9l
on, JE4Z|=(CCR}E ZF 0.9 0|49l Z{o=Z LIEFLICY.
matd 2b i) E0 FEEFE2 By A EEE
oz mClECt,

—

Variables | Items | Std. Estimate | S.E. C.R. CCR | AVE
QA1 0.718 R -
0.863 0.085 | 13.828
Products | QAZ 0.928 |0.764
Value | QA3 0.858 0.088 | 13.762
QA4 0.871 0.089 | 13.952
QB1 0.768 - -
i B2 0.835 0.074 | 14.494
Price | Q 0.910 |0.716
Level | QB3 0.854 0.072 | 14.847
QB4 0.784 0.076 | 13.482
Qct 0.831 - -
i C2 0.766 0.062 | 14.691
Service | Q 0.912 |0.723
Factors | QC3 0.864 0.06 | 17.549
Qca 0.813 0.061 | 16.022
Qb1 0.871 - -
i D2 0.835 0.059 | 17.670
Promotion | Q 0.914 |0.728
Factors | QD3 0.838 0.055 | 17.772
QD4 0.728 0.061 | 14.216
QE1 0.864 - -
E2 0.791 0.058 | 16.169
Customer | Q 0917 |0.733
Satisfaction| QE3 0.816 0.061 | 16.996
QE4 0.811 0.061 | 16.813
QF1 0.862 - -
Repurchase ™) 0.886 | 0.057 | 20.790 | 0.950 |0.865
Intention
QF3 0.981 0.045 | 24.605

Note: Model Fit: x*=347,597, df=215, p=0.000, RMR=0.029,
GFI=0.904, NFI=0.922, CFI=0.974, RMSEA=0.047
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C}. <Table 4>0|A H= HIQ} Zto| AbmbA|27}

MH|A @017t TZHBEE ZHof 0.8455 LIE

A+E MSo UE 2HAS )2 07142M 2
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<Table 4> Each Variable AVE and Correlation between Variables

Variables AVE| 1 | 2 | 3] 4] 5|6

1. Products Value 0.764| 1

2. Price Level 0.716/0.605| 1

3. Service Factors 0.723]0.708|0.786| 1

4. Promotion Factors |0.728|0.686[0.619(0.747| 1

5. Customer 0.733|0.683|0.706|0.845|0.784| 1
Satisfaction

6. Repurchase 0.865|0.5260.499|0.586(0.625|0.677| 1
Intention
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N

4.3. 7td9o| HS ogh JekZ O Ziol2tn JPYStUCt MH[AQQlat nzigt
= 7to| EFI|YAH4E 04840|1 YUAHX|= 5002CR. >
<Table 5>= =2 Qi10| 72 H=3s ANt ok Z{0|C} +1.96)2 LIEFRICE M2t QIEY 4EZ9| MHA002 7
7 10|A QY ATEO| MAEJIXE DHIIELZO| SO O|=F 0.050| M nPt=0| FFHQl Foks 0jX|1 Ye A
SF gske O|& Z0|2tn JPESHYICE AMZQOITF NZHOLE 7t o2 WEE|0, 0 7tdE KHEAEZ|QUCE 7Hd 40AM QBN &
o EZ3|JH|%(standardized regression weights)= 0.083 LEQ| HXQQI2 nAMELC [Folgt FS O/E Ao|zt
(p=0.272 > «=0.05)0|1 QUHX|(critical ratio)= 1.098(C.R. < o 7pPdstRict ZXQolur nAeE 7to| mEZ|HAsE
+1.96)2 LIEISICE [EtA] S0|4F 0.050(A] QIEY ATE 0.3410|11 YA X|= 4.860(C.R. > +1.96)2 LIE(GICE hEfA]
o MEJIX= DMOMELQ Qo3 ¥skg O|XICtn 2 = U 4-=ol MHAQQ012 Ro=F 0.050|A 1Z4THZ0|
gl Zo=E UELL 0| 7hd2 |Ztelgich Jh 200 QIEf  RolE IS DiXla Q= o2 WO, o = K
W ALEol 717 £FS DMAEDo| Qo3 FLS OjH ZIRACE 7HE 50IM QIEU AFEO| MH[AQ0I2 nARE
Z40|2}T 7}HSIQICE JpHAZDF DNHOLE 7Ho| BmES|HAH 2 0 Relet Fes O/ Aot 7PYSHRICE MH|AQ0lut
L 0.076(p=0.298 > «=0.05)0|1 QAHX|= 1.041(CR. < DARE Zto| EFB|FA+E 06930/ AAKE 11.751
+196)2 LIEPSC Wty QIEY 4Bl Jizaze azy  (OR > 1902 Wi Matd A8 2859 aAn=
DIS0| QO3 ¥HS OFCD & 4 giE Mo Ut of  T= ReIFE 00504 Frool=d SEHA F@S ol
Hde 7|ztg|9ic. 1 Us AOZ THHE|O], O] JHEE AEAE|RUCH

7he 30IM QIEH 4SOl MHAROIS THUFE

<Table 5> Results of Hypothesis Test

. Std. C.R. . 2
Hypothesis Estimate S.E. ®) Hypothesis Results R
H1: Product Value — Customer Satisfaction 0.069 0.075 ((1)[2)?2) Rejected 0.784
H2: Price Level — Customer Satisfaction 0.076 0.076 (ggg;) Rejected
. . . . 5.002
H3: Service Factors — Customer Satisfaction 0.484 0.093 () Accepted
) . . . 4.860
H4: Promotion Factors — Customer Satisfaction 0.341 0.068 () Accepted
H5: Customer Satisfaction — Purchase Intention 0.693 0.059 12;2*5)1 Accepted 0.480

Note 1: *** p<0.01
Note 2: Model Fit: *=355.713, df=219, p=0.000, RMR=0.031, GFI=0.01, NFI=0.932, CFI=0.973, RMSEA=0.047

Products
Value

0.069
(1.098)
Low Price ) 0,076
Level (1.041) ~-en- L
AL — ~/ Customer 0.693 Repurchase
Satisfaction (11.751) Intention

0.484
Service (5.002)
Factors
Note: — Accepted, ----» Rejected, ( ) CR.
0.341

(4.860)
Promotion

Factors

<Figure 2> Results of Hypothesis Test
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