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ABSTRACT

Consumers who purchase products from foreign countries and deliver them back to Korea are
increasing. According to the Korea Fashion & Textile News (2015), overseas direct shopping re-
ported 39% increase compared to 2013. Furthermore, clothes accounted for 19% of product
category. Therefore, the service quality of overseas purchase sites is becoming more important,
but studies have been limited. this research focuses on investigating the effects of consumers’
shopping orientation on service quality and the effects of service quality on trust, satisfaction, and
consumer loyalty. The survey was administered to consumers who had experiences in purchasing
through overseas direct purchase websites. The results showed that the perception of service qual-
ity differed depending on the respondent’s shopping orientation. Among the four shopping ori-
entation groups(shopping confidence, shopping enjoyment, trend pursuit, and shopping follower
groups), the shopping confidence group showed the highest mean for all service quality factors.
All the groups showed the highest scores on product and trust among the factors of service
quality. Next, the results revealed that service quality positively influenced consumers’ trust on
websites that provide overseas direct purchase services, which further improved customer loyalty.
Therefore, the study gives managerial suggestions to online retailers that provide oversea shop-
ping service. They need to provide higher site efficiency, security, product reliability, and re-
sponsiveness to cultivate international customers’ trust and satisfaction. In particular, it will be im-
portant for them to offer accurate, reliable product information and various languages for over-
seas customers.

Key words: loyalty(F =), overseas direct purchase(3l €25 1)), satisfaction(FH=%),
service quality(A1H¥] 2 F4), shopping orientation(sx 3/ &), trust(A] 2 =)
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(Assurance), 37273 (Empathy)] ©H 7kx]9] A&
7t 74 da] AFRE 9 W (Parasuraman,  Zeithaml,
& Berry, 1985), Bl MR A ] BEE A
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A (Ease to Navigation), &84 (Efficiency), H=
’J(Assurance), HH(Privacy), 7FAA14](Price Know-
ledge), AtolE 41w A (Site Aesthetics), 71213}
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A2 9l tk(Parasuraman, 2005).
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{Table1> Online Service Quality Definition of Overseas Direct Purchase Shopping

Factor

Definition

Ease of use/ |How easy to website is for customers to conduct external research in cyber space, structured

efficiency

properly, minimum of information to be input by customer

Security

Safeness customer’s payment, information

Inf ti
formation chart, etc.

Give full information for choosing products such as full of product description, size converting

Product More color, unique merchandise, a variety of merchandise, low prices

Fulfillment/ . . . .

Reliability Involving accurate representation of product, on time delivery, and accurate orders
elia

Responsiveness

Option to return to a store, timely responses to Q& A or email, etc, easy return, quick service
recovery apology and fix right away, free return,
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Overseas direct

purchasing
Satisfaction

{Fig. 1> Research Model

{Table 2> Measurement of the Study

classification [tem numbers Methods References
Preparatory Questions 6 Nominal scale, Ordinal scale (Jo, 2008)
(Parasuraman, 2005)
Service Quality 22 5-point Likert Scale (Chang&Fang, 2009)
(Boyer&Hult, 2005)
Shopping Orientation 17 5-point Likert Scale (Lee, 2008)
Trust 5-point Likert Scale (Kim, 2009)

Satisfaction

5-point Likert Scale

(Collier & Bienstock, 2006)

Repurchase Intention

5-point Likert Scale

(Parasuraman, 2005),

Word of Mouth

5-point Likert Scale

(Collier & Bienstock, 2006)

QO | DN | QO | W | W

Demographic Characteristic

Nominal Scale, Ordinal Scale

(Jo, 2008)

Total : 66
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(Table 3 the result of factor analysis about shopping orientation

Factor Variance
Factor Item Loading (Eigen Ve‘llue)
Cronbach’'s a
Buy cloth can makes me happy 0.72
shopping |1 like to do window shopping without plan to buy something 0.2 2(141607?”
prefer |shopping is happy wherever for me 0.84 0:81
think carefully what I will buy before I go out for shopping 0.55
Rational& |! like my clothes that can be functional 0.66 19.13%
Diversity |I try to compare diverse site when I buy products 0.67 (1.92)
pursue 17 Jike to buy diverse brand or product type 0.57 0.58
I continuously buy clothes from one brand when I like cloth that I bought 0.87 14.15%
Li?a?‘?y I only buy clothes from my favorite Brand 0.83 (1.27)
I buy clothes that fits my image 0.44 0.70
other people asks me about the newest trend 0.84 14.01%
gljreii I like to try newest clothing trend 0.82 (1.02)
other people asks me about advice when they change their style 0.87 0.87
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{Table 4> The Result of Factor Analysis of Service Quality

SEEEES ITIES

Aolth= Asd 4

Variance
Item Factor (Eigen
Loading Value)
Cronbach’s a
It enables me to complete a transaction easily and quickly 0.58
Site that I use for overseas direct shopping makes it easy and quickly to 0.66 13.78%
Efficiency |find what I need ' (7.56)
Information at this site is well organized 0.74 0.66
Site that I use for overseas direct shopping support with various languages 0.42
It protects information about my previous web-shopping behavior 0.76
It protects my personnel information securely 0.78
Security - It protects my credit card information securely 0.79 13.77%
Information Site that I use for overseas direct shopping gives accurate information 0.57 (1.51)
about product ’ 0.84
Site that I use for overseas direct shopping gives sufficient information 0.50
about product '
Site that I use for overseas direct shopping provides variety of merchandise| 0.60
Site that I use for overseas direct shopping provides unique merchandise 0.48
Site that I use for overseas direct shopping provides cheaper price than 0.73
buy in South Korea ' 13.69%
gziifl‘ity Site that I use for overseas direct shopping delivers orders when promised 0.58 (1.40)
Site that I use for overseas direct shopping sends out the items what I 0.66 0.76
ordered '
Site that I use for overseas direct shopping provide deliver product 0.53
internationally '
Site that I use for overseas direct shopping handles product return, 0.80
exchange well
Responsive- |Site that I use for overseas direct shopping answers quickly when I have 0.65 1(11'8252(?0
ness question ’ :
Site that I use for overseas direct shopping takes cares of problems promptly | 0.75 0.78
Site that I use for overseas direct shopping offers a meaningful guarantee 0.42
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(Table 5> The Result of Cluster Analysis of Shopping Orientation

Group| Fashion Hedonic | Trend Pursue | Apathetic o
Shopping Orientation Factor Leader Shopper Shopper shopper
Shopping Prefer 43la 3.76b 3.61c 2.48d 66.81%**
Rational& Diversity pursue 4.03a 2.06c 3.21b 2.18d 41.71%*
Brand Loyalty 4.24a 3.68c 3.61b 2.96d 25.527%%*
Trend Pursue 3.87b 3.90c 3.53a 2.60d 160.69***

)
oy
0
o
=Y
By
i)
=™ o [
o M

[
-

of
o

£ B iy
ofh
o

WEE dho] TR
& A 23
84, Bot 3 gy
A

2909 grol WA

A B A,

e TH(Wilk's

Lamda=.862, F=2414, X.05). FA% 2<AH=E
A EH, £&4 M=0536 Ht 2 HEAG M=

{Table 6> The Result of MANOVA between Shopping Orientation and Service Quality

Service Quality Factor | Shopping Orientation Group Mean SD p-value

Fashion Leader 3.77 0.54

Efficiency Hedonic Shopper 3.44 0.53 0.00
Trend Pursue Shopper 341 0.55
Apathetic Shopper 3.10 0.88
Fashion Leader 3.66 0.61

Security - Hedonic Shopper 3.47 0.54 0.00
Information Trend Pursue Shopper 3.38 0.58
Apathetic Shopper 3.05 0.57
Fashion Leader 3.83 0.54

Product - Hedonic Shopper 3.75 0.53 0.00

Reliability Trend Pursue Shopper 3.59 0.48 ’

Apathetic Shopper 3.30 0.68
Fashion Leader 3.36 0.78
) Hedonic Shopper 3.18 0.59

Responsiveness 0.01
Trend Pursue Shopper 3.10 0.60
Apathetic Shopper 2.77 0.67

*£X.10, **pK.05, *** X 01
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0.605, A& 2 A=A M=0538 I3 ¥54 YEI O ™ (p=0479), H<SF 2 ARA(p=0.002),
M=335912 E& AH|A FZ 8<2loA sjAde AE 2 A4 (p=0.000), T3 5224 (p=0.000)
tgel Hatol Mg A vegen, deogs < AEEe B e MAE ALRE UehEt
Hera &gy Hiol E2 ALSER uUEwt (X.05). &HAHEZ APOlE o] &o] dnp} g
Ml F4 89 FollME &gl BAlel 7 BokE, 719 5 AlES] AlFel HH A<
AF H AFAAA 2 FAEs B, &HA ¥ = 7 AT BOAE, AFH #A-€E AF
S A" Al el AFFH Au s A4 A, A A A& - Fge A ARsFErtl os)
Al dal 7HE F2A A7le Aor Uyt el A AbelES] AE7h Folditty & ¢
o A= b9 (Table 6)3 2t Atk Az FZ Wi Azte] FAA d¢=
£ AFAIE Kim(2000) 0] o524 3ol wh a2l A AfolES] AZ k= mobd Zlojtte]
2t £3FYS &Rt MEIAFE Az wE 7Hd H2& E84 2218 A9t AX =AU
apolof sl Gotr 7] 7 Aol HAFA £ 7Hd H3 Auls F20] mE wEko] vA=
deFol BE AHA LS FAGTE AFAH Y= ASs7] Slstd o3 FAEA (Multiple
oF dA sty wEha g o] uwhet d At Regression Analysis) & AAIBIGoH, I Ais
mf A2 FE Al AZpol7t Y& Aothe 2] (Table 8)3 72t}
A7 HIES AAH A 1 A, F844E p=08792 PEEe o3}
T AR, 7P H2 Muls FZ mE AE A genal desten, WA (p=.007). E<t
To wAE F¥S HAFEr] fAdte] tFIAL 2 ARG (p=.001), AF Z A=A (p=.000)=
2] (Multiple Regression Analysis) & AA8l%2 ST Ao JEgS mRtY YeRgth &Y
1 Ade vl (Table 7) 2t o g HFEo YIS F= AlES
RS2 AlF R ks mAA] ¥e AoE SR1CEE P F ZAV RS Al A& - FF
{Table 7> Result of Regression Analysis for Service Quality on Overseas Direct Purchase Trust
yés t-value p-value Result
Efficiency—Trust -0.04 -0.71 0.48 Rejected
Security - Information—Trust 0.20 3.12 0.00%** Accepted
Product - Reliability—Trust 0.39 6.28 0.00%** Accepted
Responsiveness—Trust 0.33 5.37 0.00%** Accep
*p< 10, K05, X 01
(Table 8> Result of Regression Analysis for Service Quality on Overseas Direct Purchase Satisfaction
Vel t-value p-value Result
Efficiency—Satisfaction 0.18 2.73 0.01%** Accepted
Security - Information—satisfaction 0.24 3.40 0.00%** Accepted
Product - Reliability—Satisfaction 0.42 6.10 0.00%** Accepted
Responsiveness—Satisfaction -0.01 -0.15 0.88 Rejected

*£X.10, **pK.05, *** X 01
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(Table 9> Result of Regression Analysis for Trust on Overseas Direct Purchase Loyalty

B

t-value p-value Result

Trust—Loyalty 0.57

957 0.00%** Accepted

*X.10, **pX.05, ***p 01

{Table 10> Result of Regression Analysis for Satisfaction on Overseas Direct Purchase Loyalty

yé; t-value p-value Result
Satisfaction—Loyalty 0.79 1791 0.00%** Accepted®**

*p<.10, **p<.05, ***p<.01

Al AHgstert Bobe I oA 9 AllE o] &-¢] Yol AYE E AlFufolEote] FA A Al
ALE, AFHEE Foll 9 gFy¥S we AL g, B EYS FHYEe AFujo e froe
2 s M b H3S weAlel fd  QRe AR, 1 F A7 TAsEsh A
Al skl A A = AT, olo] mRE o] M At AFAFHSYE

CRTIE PEEEL ERE IS EEEE BEE - S i)

SAE vAE dIS A58 HEtd de3A
4] (Multiple Regression Analysis) & A A8}
W, I A% p=000(F5F PAODL2E 93
YebteH, 2dxe o9 (Table 93 2t

webd b HE A 2ERe] od A7) 3
44 Q5% AdHgTI FAEE B8 Aol
L

L7t Qe FAE A=
JgFe #3537 fsked 7 H2, H3, H49F mRabvt
A2 384 (Multiple Regression Analysis) &
AAstRoH, I A3 p=000(F5E X0
2 fFosiA vetsten, Azxe oo (Table
10>} 2t}

Webd 7hd Hp sl 98 g e BEEst ¥ oS
% S99y FAEE $4E Rt A
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gel Ao, AN, NHA o £25E )
F %ol g% vAM, 1 F AnAel )
F A% Py 2 9P FrhE Lee(2001)9)
A7Ah YUPESHIL & 5 9om, Jo(2008)
of aulze] ARY &R Bl @ A, BE 2

2 AxE fAAES AYF YT E &n)
AES AR 223 A 3o w}a} /\1312\4;11] 7}
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