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Abstract

In the flood of information, many consumers want to choose the style that is suitable for their sensibility, which
is usefulness and need for personalized services have been steadily increasing. This study made a video of
personalized internet shopping mall and then university students (N=170) who have been using the internet shopping
mall were asked to experience this and the change in consumer response was measured. According to level of
personalization, this study found difference of web-site evaluation, satisfaction/internet behavior and quality
evaluations of products. With regard to preferred types of internet shopping malls and the number of access, the
difference was investigated. The results are as follows. First, subjects who experienced internet shopping mall of
active personalization showed higher level of active personalization. Level of passive personalization differed
depending on preferred types of internet shopping malls, for example, people who prefer online apparel shopping
mall were low but people who prefer complex big shopping mall and social commerce were high. Second, after
experiencing internet shopping mall of active personalization, satisfaction/internet behavior and quality evaluations
of products did not change but passive personalization decreased and active personalization and web-site evaluation
increased. Third, the number of access to internet shopping mall positively correlated with satisfaction/internet
behavior and web-site evaluation, on the other hand, active personalization negatively correlated with satisfaction/

internet behavior and web-site evaluation.
Key words: Personalization, Internet Shopping Mall, Evaluation of Web-site, Evaluation of Product Quality,

Consumer Satisfaction

Q oF

10

= AR 7P W 2EAS Agshy] YRR Afelsh Aulze] B Bew

gg B AL A1 N5 £ B AE FIAS AH Aete] AEY 9B
o187t thSHg 1703) thstel o1 AUHES ST ol whek 2nl4 ol Wahs AS ST E Lr)Ae)

+ BAAR YT (et st o7 st
E-mail : youngjoo@inha.ac.kr
TEL : 032-860-8136
FAX 1 032-865-8130



i - L

= [l T

NRIste] ol whet Anjake fAtelE AL wEE/RIEY dlF, AFEFER7E 5 vk AT B3 o] &
Aaagd=o] T/, d8U £33 = HE 5o wet Zol7t EAG=AE ZAIAT A= AA, 54 /1St
LB o] s A AnRe] A9 A5 TRt o] w4 vEbth e Y= SRl wekA
254 st FFe] gRtetl, YRt F Y ES A5sks AFEe] WA SR aYEY AEANEE ASEs
AFES AFA RS AT =3tk EA, st aRke] A5 TSt $9d AFE Aol wEbA wEE/QE
daF, AFEE F7he HatetA] Sv A0E vetgtov, 254 /st Aae Zasta 457 silst dast
YAl E H7te F7heke AR yewth AR, 18Ul 238 J& Slae USERIEUESE, Ik E 37t
A7 o] Q& Wb, HFF 93} 24AE WEE/QIEY 3%F, IAE Hriel 24 Abge] it

FH0f: 7Helzt, lEU 4TS, HAIOIE HIL H| | "It £H|A RS

1. ME % shE F3ItKShin et al., 2008).
A B ey 7leE Qa thgstay B dHolH

BAel AMFA Aol =L e vk A A FA 0] TR A, ISt e e F
F A A FollA v Al Bhe AE S 7Fstal 3, JiRlst mHAIR S AP F e Vs
Aelete A 18 #1& go] ofdth & uHE Ay FAbe] ek ¥4 Bgk FHow A e F
JAEZ & AlZko] Qloa] AR S o]&stal = Alolth mEgh H2o §) 7 Al EddA dojute
ZRlo 2 AFS FustAY v wiEA 7], AREALE] BE ES 9 AW BI04 71F0] 7k et
o] FulE s Al7]A Y SNS (Social Networking A stRen, A9 7152 AR sdide &
Service) 2.2 &5 Skl Aedl, o9k e w7 ol A S AR UZ2E gotd = e HEE A
w2} 7913 A 1] 2~ (Personalized service)oll thak & +3tH(Doo, 2009). ©1xH {1 Alo]EQ] 7918} A H]
3 Fasgdo] FE8] Frhetal Ak AA| AH|[ R 2F QJEU S 79T Ao, 2l iﬂlzk
HAFIGIT =YE 5ol U5 o9 5H= A3} = ANES NMAHSE gefFe ) BAEE 7Y
v Ao E Yt HA avjzte] 5 g wedt gt ohA] DAl S) HRISE AEj~e] EAZ QL A
FEF vl Ao E JgEE A dAAjo] o]=eA ety 23 o ok
22820 HAIE el Stk o] ARl mA ol FHT £38] AMEEAL e tEA Q] AAskE AH]
A A AR R MElete] 72t BHalle = 1A 2 25 FA FH Au|Ae A grEsE Auls T
del thek 34 ApdolA] IS fFEst e Mg Az & 4 Atk dE Y, A dst
o, ‘AHA7F AF TS YAl vk, ARl ME g 7HE & ekl ARSSHY e HIHe] H
DA xZ3t Ao sterb st 4] & 2 tf 222l A “Amazon”2] A% AFEALE 70l
Aol FE53HA = ATHNa et al., 2007). o] ok Soto|u} ol Ulst HRE FH3tT §lo]

P Al EE WEske 24 JHQIEE ApEstE AREAFE Al SoF <l e WAL e tHEA <
MBS Agstz] 93 1:1 vAY 71 F sl 7Nelste] Alg o] th(Lee et al., 2011).
7l 13KPersonalization)®] E=¢io] &kl A3 QlTh 7150l theFek A Al A= ol gt 7H1SHe] &
o]-gte] Qo] At AHE FE35H0L o] A% A4 e A3k AFE0] MPEo] gtk o E 9,
sHAl Algshs dHe] AE WES MAstEA A MRAsHE ) Aol EE AH|Rpel BAE AAE 73t
o & gtk AH7|ge] gt wEl doid Al7IH, Q1S F3d o] AAEe] F3 AlHle o
(One-to-one) "HIH 2 dAA = 314 A FH 7 g AFE woEF & X, dskE 54 FuE 2
Aoz sPolxe JHIs7t MEE AAFEE] < IAEe] O%A ¥ IAE BHoh o 2 S B
Bl v =Y 2 Al A Adgstr] 93 28 24 ol 7ol Utk olelgh JilstE Mu|A7F A3}
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Fig. 1. The video produced to inform the active personalized internet shopping mall
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Table 1. Results of factor analysis on personalized elements and satisfaction in internet shopping mall

Consumer G Factor Eigen | Cumulat | Cronbac
Responses loadings | value | ive (%) | h's alpha
It is possible to choose payment method 18
Information of order processing is immediately available 7
It is available management of individual's shopping history 2
ersl:)iisllizzﬁon After order, tracking of deliveries are possible .70 10,45 38.69 87
p Through the information of membership you entered, there is no need to 70
re-enter when buying goods ’
Information on the product is provided through the selected route .65
It is possible to modify registration of interested product .54
A personalized style is provided by automatically identified tastes .89
By catching my interested product, it provides a personalized fashion tips .89
By catching my personal preference, my style can be found .86
Active 356 13 39
personalization | When buying products, necessary information is provided according to each 33 3 51.87 :
characteristic of customer ’
It has the function of informing the anniversary .55
This offers necessary coupons or event to me A7
This site is more satisfied than others 78
; ; I will continue to use this site 5
Sa“SfaCt}'l"“/. 171 | 5812 | 87
Internet behavior | 4y actively purchase from this site 72
I want to recommend this site to a acquaintance .70
The format of the site is consistent 73
When choosing the desired selection, navigation is easy to grasp .62
o The format of the site is composed entirely harmonious .62
Web-site 109 | 6223 | .88
Evaluation The information of the product is provided in detail .57
It is easy to move to the desired location within the site .54
Information quality of products is excellent .50
This is similar to the price compared to other malls 15
Quality The quality of the product is priced appropriately for a price .62
Evaluations of 97 65.84 74
products. The design of the product is a product that is right for my tastes 52
The design of the product has a distinctive compared to other malls 40
B HE £YB SR/ D3k, BE QWFaY  FRE GRAZMAT 2viRe] AFTE 4ol
2L /P 4SS AL SYHIAT L ulgdl L Bk E AFAAAS 298 HFAY F
N PAS 12A HEE 495 S el At

AUAA AE82 AATHK = 8.53, Table 2014 HEo] AF3sls £WE ZHd ot
p<0.05). = P4 ARt RAaFYEAELE), SN A MRS RS AT A cAFH RSP olA
£WEQ5E), 2AAW(14) Folgom, odA4e  uk xpolrt AATHF=1179, df = 2, p<0.0001). ©]=
dute) 7 AP EG)HEOE Wol HEFd UYL, A8 AT Park & Lee (2000)2] 7oA &J& 4]
B3 2 B o] AlEFEA mE Hrt 3¢

217), A7) met 7HA e e #9

o) oyl Mal £WE ER Wl WA T & vACE Avsh §Abe
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Table 2. Results of 2-way ANOVA and t-test on preferred kind of internet shopping mall and existence and non-existence of experience

of the active personalized internet shopping mall

Type 3 degree of F-value / -
Consumer Responses S @ Slemsiss froedom P Probability
Passive personalization 20.98 2 11.78 .000
Active personalization 1.32 2 1.11 N.S.
Preferred kl.nd of internet Satisfaction/Internet behavior 2.38 2 1.14 N.S.
shopping mall
Web-site Evaluation 26 2 11 N.S.
Quality Evaluations of products 4.00 2 1.88 N.S.
Passive personalization .06 1 .07 N.S.
. . Active personalization 4.30 1 7.23 .008
Experience of the active
personalized internet Satisfaction/Internet behavior 1.79 1 1.72 N.S.
shopping mall (Yes/No) Web-site Evaluation 10 1 09 N.S.
Quality Evaluations of products 15 1 .14 N.S.

N.S. = Not Significance

o o] BF U
o AOoF Wt

WH ol Table 20014 71&9 A=A £IE2S A
AEE=A 1 AF fFol wEtA AnAe] ukSo
zpo|7h A=A A A <A 52 AP el ARt 3¢
o17} AUUTHF=T23, df = 1, p<0.01). 7|Edl] HZH

Nt B Ee Bl 2 AAHES 18A &

Mlst A=e, Al E S
AFEFLDH7E vh-g FollA 2ozt g ALE oA
Fo] o] ¥ A= Table 33 AUt o714
frelaEo] 0.05 okt AFAAIT7E 0.5 ] = A]
Hw A w2 Ho| =, ol FET nol 1652A]
A 7] wfiel] FaAF7E A gE foF
o] oA U Zo= AlsHnh

252 JiQls)h, JIEU HESlge o] AAY
e 297t gk o2 e, s9s

Table 3. The correlation between the number of access, factor of personalization and satisfaction (N=165)

Consumer Responses The number of access Active personalization
Passive personalization N.S. N.S.
Active personalization N.S. 1.0
Satisfaction/ Internet behavior 22%* - 17*
Web-site Evaluation A7* -.19%
Quality Evaluations of products N.S. N.S.
The number of access 1.0 N.S.
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Table 4. t-test results on change of evaluation before and after experiencing the active personalized internet shopping mall (N=170)

Consumer Responses Before/After Average t -value Probability
Passive personalization b 1 2.43 015
a -.14
Active personalization b -0 -14.45 .000
a .64
Satisfaction/Internet behavior b 03 -63 N.S.
a .04
Web-site Evaluation b - 2.68 008
a 15
Quality Evaluations of products : (())1 -79 N.S.
N.S. = Not Significance
oA ZFTIA 7 AR ZE YEl=, 5, +- & o|E S| HARl FAdo] Hsith & o do] 7TH(4.1%)
7h W E UEbd Zlo] ZpolF Y fRelth S IEY o) R F-gHol 317(18.2%) 2.2 LEFSTE
£YE JE Sg7F S wet =Sk QIEY
PE, YAl E Wt o] AHOR AT Al 43 MIN Jolst SoAlO| A|HAS HISO| HE
FEE HIrehE o] Itk dFd Fet QlEUl
438 HERFTE B Aol DEE/AE UG E] 134 Aholst $IFE AFY o1 Fol Yol E
A Veore= 2187), YAlIEG) tiE ke WL wEmek AFER Wkl QoA whge] ws
=7 3 YATHr= .165). HHHO| 2| AES A 7h s =A A A SR mest A= Al
A Qs At 555 TSE/RAEUg e o s) gt A= Table 494 2ot &2 7918t 8.4, A
M A S AAO (= -.168), WAl E] thE  FA A 84, YAIE H7E 84 FellA fog
F7hwe @A S AATHe= -.185)). ko] 7F YR W REE/RIEY %, AlFFd¥ 7t
T3 AEY &l JEITTE BeTs 9E5A SolAE Wb vepA] etk A=54 sicls &
FH7F BYOw(r = 026, p<0.017), TAXAZHE & fIAOIE G} SelME 94 AF A 5 EE
Be4s 434 AAstad ) 48 KT L FERel Aesnh ol 4374 118 £98L v
AtHr = 2.19, df= 165, p<0.05). WA A=A RISt aEERT RIS Q4 HS
134 Ast aBo] ok BASHA gk AAL AW YAolEd] B ATE A7) WEol
A B AN o] 8A7} 27.6% oIem AFA  oleld Aok A U Ao Az & HFH
Lzl gt o]& A BENEEE AT A= MRt g ES AREA] A4 st agEHTh
2 7|91k Ao E o]go) BHE HogE pE 2 o] Al WA 2 o FneN FHoR Brls
71 ve] Akl gt AlFH A FHA &S F 2 W= A3 vepAl | Aol @ 4 ok whe)
P 7t 627(36.5%) 1 T HAZ A 54 fdst & M2 WhE2 FdHAl A=A JHISE S AeA] 3
BEe] S7F BA ATkl 348Q02%)01 ATk Al W @Rke] S, ol tiREe] 4d A} A
2= APOlE olgo] AFT7F 257(14.7%), vl ¥ =4 7NQ1sE e Eo] obA AsshA] ot 7IEe] A
R Z= Aol E o]go] ST 7t 9(5.3%) 2= et Aol Aoshes agere 254 7iQIst R4F W7
St 37 olv A e AR E Y st APt H7Fsl7] deQl Ao g2 Holxith
HAFA AAA = A= dfeldn) vAHO g <A} et amate] A=A B 252 JfQlst dal

P
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Fig. 2. Response changes in the passive personalization (X-axis) and active personalization (Y-axis) after
experiencing the active personalized internet shopping mall (left-before, right-after)
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Fig. 3. Response changes in the Web-site evaluation (X-axis) and quality Evaluations of products (Y-axis) after
experiencing the active personalized internet shopping mall (left-before, right-after)
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