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Abstract

The purpose of this study was to define the purchase behavior of online luxury
fashion brand consumers that soon became new luxury consumption trends. To
investigate online luxury fashion brand consumer's purchase behavior, three
variables were suggested based on advanced researches. These variables include
economic value, item variety and pleasure. Purchasing luxury online was not
common but as cross-border online shopping market became popular, consumers
began to purchase luxury items through online shopping platforms. Preliminary
surveys was conducted on 20~40-year-old consumers who have experience in
online shopping for luxurious items. Total 238 questionnaires were used for
analysis. By using SPSS, frequency analysis, factor analysis, reliability analysis,
correlation analysis, regression analysis, t-test and ANOVA were conducted. The
results of the study were as follow; first, consumer's purchase behavior appeared
to be influenced by the order of pleasure of shopping, economic value and item
variety. Repurchase intention appeared to be affected by the order of economic
value, item variety, and pleasure of shopping. Second, online luxury fashion
consumers perceived that risk does not affect purchase intention and repurchase
intention. Third, as purchase intention increases, repurchase intention also
increases. Fourth, shopping value, age and channel risk also indicated meaningful
differences. As an early study of luxury fashion brand products purchased directly
online, the academic significance can facilitate an overall understanding of
consumer behavior such as usage motive, risk perception, behavioral intention.
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iR =W AR Sie]o] el AgAdE
o EE2 A Tuliske FeElo]tiKorea  Consumer
Agency, 2016). sfeIAFul= o7t 7HsEt F2 A
259 7t ¥ 9] BHEE FejHor Aufsiee
o] A8t ghu ARFEIAYGETA) AZol| o AE
7¥4 20092 olsl WA GH Fo] EdHoR AgotHA
W &Te 2716k Qlth(Korea Chamber of Commerce
and Industry, 2013).

FE oA APSFEE 20159 oF 23 7,25090]
Al 2020 oF 23% 8,0004 27| ghtfjE Aolal ASE
AE=dl(Hyundai Research Institute, 2015), 3lj<]2]351o]
Aol gt tEo] SHeERAET AT G EeiE
Ao dlifEo] IA A7t QI Aol AR HE
A= AT 5% oVdel AFES Holil &
o|AL AT FE F 7P & FUHEoIth Qe
waliEls FE wER2 ofnitt Zasks hE, 2ERlolA
waliEls BE EAL ottt 15~25% Skt 59 H
22RRlE B3 HE 7t A4 B vin EE 5 40%
7S AT A ol APFRA AR fRERYE:
dI=stqdct. mix] 2w (Matches Fashion), $2(Yook) &
BE 29wy A gy uiER omiE
(Amazon)®| WiES FEst Q= Ao Yehgth(Park,
2017).
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2017). AHAFEAE 221 e Fal i HES
mioh= A2 Aagh 14 Wollont sfeAiAaie] 4
2ol olo] AHAFEL WREEHE HAAES Ao
Alkstget. AA 21 PE A LVMH 152 & 649
HE| IF &% Wl “BurEAr o] 221)1 Alo]E 244
B 2o (24Sevres.com)& B9l FolHlEy} g, #HOE
et 1 At 207 B AEES wafst, 7574
AullE AHIAE AlFeietal HETh(Shin, 2016). tiF-Ee
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Agoz Adstste] Wzl A](Chae & Rhee, 2005)& T
Ett o FEel gt g2l Table 194 A2st4rt.
S, 21 SR o]gokof Wt HPATE
AR, Kim(2016)9] oA sAdE shlzda 4H]
A9 I &7 7EA]9] 891E doWledl, HEA, #
A, AgAS T&F W2 Kim, Park, and Park (2014)
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Table 1. Definition of Luxury Fashion Products

Researcher

Concept of luxury fashion products

Grossman and Shapiro
(1986)

Products that allow users to gain confidence and prestige by using the specific brand or
product; products that symbolize the purchase inclination or purchase capacity of the user.

Nia and Zaikowsky

High-priced products that reflect the taste and preferences of the upper class; luxury
products that are characterized by a high price with a special emphasis on the brand,

(2000) rather than the products themselves.

High-priced products of famous brands reflecting the tastes of upper-class consumers;
Choi products once used exclusively by a small number of rich middle-aged and senior people
(2001) that are now desired by people of all ages or income levels and can be owned by

anyone.

Chae and Rhee
(2005)

This definition conceptualizes luxury products as high-priced products of famous foreign
brands distinguished from other products .

Jeon and Kim

Quiality products characterized by perceived brand quality, brand identity, consumer trust,

(2005) and high price.
(nggg) Products made by masters, displaying great creativity and outstanding quality.
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Um, and Woo (2017)9] A+ A3t A 221 4¥S 5
off YT s AlFol ot RS 2

T Atk AAAE 5717 7P 2 ddasies ‘/}E}”‘:}
Lee and Han(2015)9] el siejzdtal AH]2Le] 2]
7 TR AAA 7R, A3 7HA, AR TRE B E
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2) AlE9] thFA(Product assortments)

=W WA Aot Algtde)r] o] sz 49
= ARY Fre FEHoItHLee, 2014). SUHAEY A=
of ZA il Fel Brfiske AET FUE & AN
| o= g AR} 33 Aljto] glrhe 221 &
3o EA wize] =l At e AHIARE AlA
Aol A Aol DAL oieket Be AES 4%
_/r\_ 9}\01 q-Oli/do ZL[‘LOP 2~ OT

ot ARdTE AvEd %E‘r‘ﬂ £ Aeske 4H|
A ditdor e, " FEo SN M o

FHE F5He ATS Holthlee, 2014; Hoffman &
Novak, 1996). Fet 22l sAAIE Fogdate] el
o e F= 2RIFESYASE AF 8 7HE
Soldoa JePdthKu & Lee, 2001). mo] 221l o

BTl Y bl e dEe B

3) &9 A= (pleasure of shopping)
22l 439 A 7= AEEHIHER a4 T2 F
Al ol AREAQl Wrim A9 H‘ﬂr(Ovelrby & Lee,
2006). 221 &4 F7] F B EARE 41:]0}_ Eul
24 8<¢lo] Kim and Rhee(1999)9] Aol FE2=%=
o, ol 2R AAIANE 7€ AR Y A=
= SHIAEA SEAAE & Atk AMETE ol 2
ol AZAIANS] el Mo, ARAT} Auz Foje
T Wy, AA 2R EARE =Y 4 e 2
A Feivt 2 7]“*/‘43 J ]?l‘:‘r.

479 #74 er S

52}
agof og AR HEE AL, 2eR1S B
o Wol 3 ozt ASHtb= dvZAdrt dth(Parks
2004, Heijden & Verhagen, 2002; Igbaria Parasuraman,

& Baroudi, 1996; Jarvenpaa & Todd, 1997). Hong(2003)

aHZNA] dE] 857] flsiale 2t
2ede 7Igte s Az 9lon mEX
719 Anlg T 4 Sl A4t Folof gt
sttt Eeh 2Rl aida emelel ot 5 4 4??:
Faolls BAglel AHIRte] FAFH Bl AHIR
Az digt F4EE G5t AE77 tHChoi,
2012). 187] ool PE 21 T Afo]EdfX= rd'f_“
St Tl g AR o]Qe] AMRbA £ EARE
7] 15 AR FA& ARSSHA i EFE, ’\E}Om
, 8 dAely QIER 5& Bl &3 A AE
EoJlick. Lee et al.(2015)9] dollde =2 71, &8
A 570, AEA F7) w02 2R SRR Bo=
FEFE "= AR ERiEo] 21 SR F
J‘l‘i‘ﬂ A Bl 7Y F FFE etk AM
1o E HE Lee(2014)9] Aol E AHARES] &
Jﬁﬁﬂx Aol ot ekt Aolge] TP Fad F
= 439 AR Q= Aox EAEQIth
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|MY - 0153| / BEHUCS LH[RI9| A ORIl Djxl= P A 5
TFolAE 221 e B &7 Aol gl LHIREC] el B A=, RSV FoPdaE A& A
221l &7 Aol = LHER Y-S B = ol go)rel LTt Frloh= ZloR UEdom(Kim &
oAk 9Ji Aoz Ut ESF Aol TAgle] 4 Park, 2017), Kim and Chung(2016)9] A543 9A] <l
et SRR A7 AAadithe Aol Yang 2ol oeh whE oAl Aol 8ol E FTHAI
and Baeg(2003)9] ATE Foll &Rl= Ut 7= Aoz ekt
Shefx 7] @Azl o] HHEH, Lee et al.(2015)
o] AtoME shALHIAE 2= flAR|Zto] 22l Sfe] I, Huky
A Peole FFE vAA U= Z2oR delFth 59
WA A BES 22l S Fof A o & 1. 7924 £ g7 2%
A, PRl 55 AAR ERlsk] ke A oF AlF
7137 gloh= S1@sEo] Slrk of=gh RN ES o7 2 A7e HE 2] iR 2Bt o857, ¢
ool BE WE 22 AT ARlEES AR A2zt Bsolx, A oo thsl] BAst EA] w}
of tisl 28Y oW F= WhHE 9 W AR AF Atol= £ Zolg Bt thgt e dAFEAaE RES A
7], WigSA AuA Al 5 2HAEES] Az W 5HAet.
7] Slef =gt glok aHREe] Al A7 a4 ALEA 1. FE 22l P AHAR] o] 8E
APATE AmEE, Kim(2016)2 L@ 2H2E 717F Fsolwet A Fufole] nAle FRS EARIh
o @7t gl g A WhE, 71 2 A4, AF ATLEA 2. BE 2ol AP T AHAte] $131A]
4 &YEg Fok Zfo] Pgojwet A Fufole] ma= S EAGC
2Rl &3 Al SRR} sfejAte] 1Azl sk ATEA 3. BE 21 AT AH)Rte] W
g AFE HiEFoR 2 Afolds 2] SieEEAT =7t A Fujolze] nxle gk BAFH
Al dold 4= gl 918AZe] WSS A9 E (channel

risk), A transaction risk), BIEAH (delivery risk),
Al 7R f3gkete] AE Ageisinh AEES =
glolet= AdellAe] A Al WAsh= Aot Bt
2o AEd 99 E3hlee & Han, 2015, Yang &
Baeg, 2003). Wi 2219l S AN Al et

AL Wi B A et S gl uiEAY, Qs B
Aolut gt b AR 5ol diet Aol erg of
wlgi

3. BE 2240 sjeAYT Yso|Eet A Pojel=
A FEE 2] A ATl e BoAE v

o B4 A AR AsHom pustel Aol

oz goJHck(Oliver, 1981). AFuiolEtE 4H|zt]
nkzal WAs Avke Wy Qg sjejAATue] wEE
of gt AgAtelr= WANES A Tk AHR
2 AN A84S =A Fok, R His,
weh AlE 9 AgE] digh A8 A AddeE W
2 otk AMNE YIEoHKim, 2016). Farley,
Howard, and Ring (1974)= 7—114 JEZo] il & AH]AHY

Hite} groz o] Fujolro] e mIATaAL gt sfel

2, 3=+

B o] ZA7He **—Erﬂ%“’ AR ATEA U
Aesigict, AR e HE 22Kl sjddTe 4nxt
£9] o857, 187, 03%945, Aepele 2 Q1A

5HA E4o] #iE Egos =t AR AA A
AE AHER ol85F719 st &0 EAR, AA
2 7Hx]] st BES Lee(2014)<] EOE%LE A&l ot
oFgo] TAE B8 Chae(2016)9] APATLE 474, B
sto] & 9fe] Rgos LS. Y@AZe] SheRd]]
AP Aol et 2L Lee et al.(2015)9] A
ATE, wisgET B B2 You(2016)9] A¥d1E
Edi2 £4, Bsl £ 11808 TSI PF5n
T B2 APAT(Lee et al, 2015; Venkatesh, Thong,
Xu, 2012; Zhou, 201D)E Edi2 43, BHelg 2830

st en, Aeelmet BEE F2 Lee(2014)9]

EEHE A, Bete 2Rdgog AR

%4 S E 14, e 190 E 5
Likert HE2 ZAEL, ALFASH £l
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Usage motive

+ Economic value
+ Product Assortment
* Pleasure of shopping

Perceived risk

+  Channel risk
+  Transaction risk
+  Delivery risk

Table 2. Definition of the Variables

Behavioral
intentions

Repurchase
intentions

Figure 1. Research Model

Conceptual component

Operational definition

Economic value

Economic value perceived by consumers due to purchases lower prices
compared to alternatives when purchasing or using a product or service
(Lee, 2014, Sheth, Newman, and Gross, 1991).

Motivation to use Product diversity

As online shopping poses no temporal or spatial restrictions, consumers
living in Korea can easily access the global market and shop a variety of
brands and products from across the world, which allows consumers to
seek diversity.

Pleasure of The hedonic value of online shopping is defined by the general evaluation
shopping of experiential benefits, such as entertaining elements (Overby & Lee, 2006).
Channel risk Concerns about potential problems related to online purchasing, such as

leakage of personal and credit card information.

Risk perception Expectation risk

Consumers’ worry or anxiety that products purchased online may not meet
their expectations (Lee, 2015).

Shipping risk

Worry or anxiety about potential problems that may arise in receiving the
product purchased online, such as shipping delay, shipping failure, product
loss, or excessive shipping fees (You, 2016).

Behavioral intention

A customer's will or intention toward purchase intention.

Repurchase intention

Consumers’ beliefs or intentions that lead them to continue to purchase a
specific service or product based on their evaluation of their past purchase
experience (Oliver, 1981).




MY - 053] / BEEME 2H|RIe| 2 o0 Oj2|= FE 2A 7
3. A2y Y 2AUY v, 9723 ¥ =9
2 A= 221 HAPAE B 13] o HE oA 1. 20 M 4 M|z 2
B AE Fojgdo] s 20~4049] HY AH|AHE
doz MEXAE A AHIZAE Foll £4, B D °o]§57]
o AREYoR B Al Zgsiglth. A7 A o4 WE 221 ]AGAHE olgshs AHARY] o8 7]l
BE AR WYEE AS AR BAIEE] Sl Afule] gt Q918X AFL= Table 39} ) o]8%57]9] Al 714
AT At Fgote] Ed AHALY] ] #ES v TEo wet 92l $8 iz FHgste] A 3 Al
oz gy, 20179 59 oF 1097 2l ARol H2|@ A 3)-(Varimax rotation)& F3l 82187 319
Al SFEEA Folohe AR vk A6t of. QA Ar Ao EAR, AR o, A
Aol A A A 22l Sfie] HE ) Aol Bk X A ZR e 3709 8]lo] EEEGIrE 7 89 8%l A
AY 2= &l A WPt oW Aiol 2bs F= A wf J00Mder AYers Bt Bk ot
=A AT A=) e 4qo E%L 26.1%, AES vk

5 23857F 2 7o 3 1] AgEglon] 4w
He SPSS 230& olgal WA, acluH, AlHe 24,

SR, rtest, ANOVA 5-& AAJHICE
A7aVEAre AEARH Aol Higt WieEd A=
theat At ZAF giAre] AL H2sst b

2 g ofAo]

£2, G2 124%9052.1%), o1dL 1145U79% 2= et
woh A5 30~354] H9k2 6698(27.7%), 25~30A] H]
T2 63%(26.5%), 35~40A] mITR2 53%(22.3%) A=
Uepsttt, &2 fista o] 190%(79.8% 02 iRk
S A AP AFRE] 145%(00.9%) 02 HRE-S

AP0, 7HE 4 A5S ARt 9 A5 5008Hd
ol4fo] 839(34.9%), 300~4007H wlgto] 53%(22.3%) &
oz yepyirh

AT tARe] duky EAdof oigt WA Ak e
APAmE ol PREHEE U S 23 719
(29.8%), 53] oA 66W(27.7%), 331= 514 (21.4%) %=

>~

og yehgth 79 298 AwRdH 100~2007H BTk
6999(29.0%), 200~3009H muke 54(22.7%), 1009H]
Ak 518Q14%) 02 Yerydtt oie] BEHT ol
7178 AR 2~39 ke 733(30.7%), 1~24d mRt
2 617H(25.8%), 44 oAFe 4578(18.9%) 08 VrERTh T
g EES AuEW 7PRe 158(20.6%), AR 1427
(18.5%), AEL 1268 (164%) 02 Lepdt) sl ¥=
25 Zdel gt BAEATHE-SHE AHER S
oF vl 158%(31.1%), si<] 22l |PE 1401
(27.6%), BHE 324 E3o|2]= 1057(20.7%), i vl
i3 10598(20.7%) & VERTh

o 12
o o
Ll

-
P

50.8%, AR 71XE 13.3%% Uehgth 2248ks) gt
(Cronbach's @)2=2 Z4H49] A=AJS HFS 21,

Hol AL AFe tede 7zt 0.836, 0.8342 &2
AZTE Bo|il AAA 7H'E 0.75322 BEE AREE
Hlth wiEbA F9 8-1E0] eldAdat AElido] 9]

Bro5or

. HehEc

2) Az

g 22kl QA TmE olgshe 4Hzte] PR Lo
gt Q1A Adk= Table 49 2t} 1@AZk] A 714]

TR wel a9l £5 3R 2H4ste] Aw o[ el
HlZju A 313 (Varimax rotation)& &9 203 5191
ot 9914 Azt ALY, ANYY, A e 3
el s]lo] EEE Qe

Folz 7o A HEIAC AFS HEAA EL ou)
% 9 249 2 2ot ARSAL L 6352 2L 99 4
Agpe Be] AR, AR W 8ele Aelstit

Aot Adelde] 30.8%, AAC] 54.5%, W&l
71.1%=2 Jepdth 324kt dupgk(Cronbach's @) o2 =
ALo] A8E AEe 24, G 09112 vie
E2 AFESE Holn AL 0.879, viEAd-2 0.802
B w2 AREE Helth webd Fe Q0159 B
Aol FHETH B 4 qlrh
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Table 3. Factor and Reliability Analysis for Motivation

Variance
. . o
Factor ltem Fact.or Eigen Explalned. % Cronbach's @
Name Loading value (Cumulative
variance %)
It is fun to purchase luxury fashion brand 873
items via online overseas shopping. ’
Pleasurg of | It is |.nterest|'ng tq purchase quury fashion 820 7348 26.086 836
Shopping brand items via online overseas shopping. (26.086)
It is exciting to purchase luxury fashion brand 762
items via online overseas shopping. ’
[t is possible to purchase variety of luxury
> ) . . .837
fashion brands via online overseas shopping.
Product It is possible to purchase variety of luxury 810 2927 24.686 834
Assortme-nt | fashion items via online overseas shopping. ' ’ (50.772) '
It is possible to purchase variety of new luxury 738
fashion items via online overseas shopping. '
[t is economical to purchase luxury fashion
; X ) : .786
brand items via online overseas shopping.
Economic It is reasonable tp purchase quury' fashion 768 22512
Value brand items via online overseas shopping. : 2.026 (73.284) 753
Purchasing luxury fashion brand items via
online overseas shopping is more economical 722
than purchasing through other routes.

3) FFolmet A ol
BE 28]1 AT ulE ol gt AH|RFY] PFo)ket
A Ffolzo izt Qo184 A= Table 59F Attt 22t

]l BE il
o2t 891 £5 2702 285

Aol aEAEe] Folwet A uolzo]

2 3P Al HEE

SJA-(Varimax rotation)2 =3l 2213842 3}t Q<&
A Aat Yoot Ao el 2709] 8l =&

A=, A

QA F A PR P A%
AE

Tk glef Letel shelAHT

I%'= 6972 22 89 AAldE 2o A

SR @918 AQlstrs BE 700JANS

= fFolsHAl vt AeES At Atoll ofRt e
A= P5wrt 87.7%, Aot 47.3%= LFERATE
324 Yik(Cronbach's @) 22 W49 A=E

2,

—_
~

oR

oH o

L Table 63} At} PEo|s

PE 2240l sy
oot 2f Pojel=ol ojxj=

cefal

of
ot

857122339

2al sjeld

ooll

_+_H|1}2| 018877t

A q-uH_JEi 100002 wje =2 AFrs |
L 075708 HES] Ages Byt u}
AQS9] B Aol SEHginky Wy

o2
oln

SEREEL IOEE S R IR

7%, AFY o, AAA 7D 3
ATl mAle 9
3 AAgE o8] HE-S (Multiple Regressmn Analysis) A3}

Jake slotrr] ¢

FEU5E o, 439 &

2
715, AEe] e, A 7E SHEeR A4Skt
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Table 4. Factor and Reliability Analysis for Perceived Risk

Factor
Name

ltem

Factor
Loading

Eigen
Value

Variance
Explained %
(Cumulative
variance %)

Cronbach’s «

| am worried about purchasing luxury fashion
brand items via online overseas shopping.

.846

| am anxious about purchasing luxury fashion
brand items via online overseas shopping.

.826

Channel
Risk

Purchasing luxury fashion brand items via online
overseas shopping is more risky than purchasing
through domestic online shopping.

825 4.005

Purchasing luxury fashion brand items via online
overseas shopping is more risky than purchasing
through domestic shopping at department
stores.

742

30.807
(30.807)

91

When purchasing luxury fashion brand items via
online overseas shopping, | am worried about
the size.

.835

Transac-tion

When purchasing luxury fashion brand items via
online overseas shopping, | am anxious because
| cannot touch or feel it.

.820

Risk

When purchasing luxury fashion brand items via
online overseas shopping, | am anxious because
| cannot try it on.

3.081
774

When purchasing luxury fashion brand items via
online overseas shopping, | am worried because
| cannot check the actual item.

710

23.703
(54.510)

.879

Delivery

When purchasing luxury fashion brand items via
online overseas shopping, | am worried because
of excessive shipping or service fees.

.793

Risk

When purchasing luxury fashion brand items via
online overseas shopping, | am afraid that
returns, cancellations and refunds will not be
accepted.

2.245
717

17.270
(71.780)

.802

Table 5. Factor and Reliability Analysis for Behavioral Intention and Repurchase Intention

Factor Name

ltem

Factor Loading

Eigen Value

Cronbach’s a

Behavioral
Intention

| plan to shop online overseas shopping to
purchase luxury fashion brand items in the
future.

943

1.214

1.000

Repurchase
Intention

| am willing to repurchase luxury fashion
brand items via online overseas shopping in
the future.

929

| will continue to use online overseas
shopping in the future to purchase luxury
fashion brand items.

697

1.419

757
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Table 6. The Effect of Motivation on a Behavioral Intention

Dependent Independent .
Variable Variables A g ul? 20 3 ]
Pleasure of 305 4.940 1.465
shopping
Behavioral 50.453""
Intention Product assortment 160 2.377 1.756 1.952 393 (000)
Economic Value .290 4.450 1.634
*p<0.05, **p<0.01
Table 7. The Effect of Mmotivation on a Repurchase Intention
Dependent Independent )
Variables Variables A t ul? D B 7
Pleasure of 225 4123 1.465
shopping
Repurchase 85.480""
Intentions Product assortment 295 4933 1.756 2.042 523 (.000)
Economic Value 346 5.996 1.634
*p<0.05, **p<0.01
A3 Any, 2y FZRe 50.453(p0.0D)oR EAZHoR 2) FE 221 ST o877 Areielze] H]

Folgt slfRgoltt. SR R? & ARASE, W
Q40 o5 Y % 5 S B4 W5 F ¥iT HE
< ulehedl 2 A9 R 2 393(39.3W°R =2
Holm= Mol %E}.

A A A WES AHEH 4ol AR
=305, t=4.940, p<.01), AFS HFI(B=.160, t=2.377,
p<OD), AAA 74x(8=.290, t=4.450, p<01) BT EAA
o7 Folgt K FFE A= AoR v HE 2
2iel sfeAzdn Eowe] FAHAI FFE nFiv
g 5 Utk BEe] A= %4 E7%, AAA 7, A
EJ tRF9] AR Ve, ol BE 221 sl
A AHAFES] WEole] &go] A
7P 3A W= A oulgith o9t T2 = 2
el E ol AR Fufcle AHARES
A g8A AEA 7] F A 5719 gk v A
Al BRethe Lee, & Han, 2015)9] @727 2]x|ghtt.

|571(xBY EAR, AREY o, ZAA 77
F 22 sy A el nixle d3ks dot
B Q5] AASE OS] AES(Multiple  Regression
Analysis) A= Table 73t Ak A FojO=E F&4H4

2 ol & 4%, AEY o, FAF HE =
Y2 A5t

A1 Adt By FFEe 85.480(p<0.01) 0= 57411433
Fofgt slARPolct. S| HEAA R 73147%:1
Q40 oo A F 4 e TH WS F W ng
omjsl=d] 2 Aol R® g 523 (52.3%);1 %
o molng Awyzo] Zr}
T AR] FAH WS HAmER 430 EAX(S
225, t=4.123, p<01), AT thFF(5=295, t=4.933
p<.01), AAA 7HA1(8=.346, t=5.996, p{01) BF FAH
o2 FoJgt K+ FFe nAE ASR YER o
AHZO] o857t BE 2l el A e

il o

L tlr
rg T
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2o FHA S ks 2L ulaiet, pgrel 2]
L A AW, ARG Ry, 289 28 ¢ et
She], ol WE 2ol SR A pejelzo] ]
Ago] BAH F719) 9FS g A B 2L Juid
o LecQ014)9] A7, HARFTHE o8 o) L]
Ak L BAE S VY FAF o185 E B
o 2okl sl E T ol el FHA e WA
AE aqige wad

3. B3 22 sHel2HT Lu|Rte| ¥z Zo| WE
oot Al Fofe|=of 0j2l= 3

B8 2l AFH T AHRte] iR Zo] Yoot
A Fajele] mzle e dopEy| a eI AEA
& AAQE Adb= Table 83 2ot WA, PFolmo] tigh
oOEel A Avke AmEY Iy Fglel 1.890=2 A
oz fopt FAmoelet & 4= gt t IA| 25%= W
2 golog Mdy=o] £2] ¢lrt.

d7Aazte] pAA S HAhEd, AR(#=.170,
=1.569, pOD2 BAZHCRE {olgt o] S nlx|A|
He Aoz uEhyrh  HiE9A(4=-.181, =-1.592,
plOD), AEAF(F=-.098, =-1.241 p{01)L EAHo=R
Folgt 29 JFE uAA G Ao YeHith ol §
3 A A, AN, S el
o) AHZFEC] PEolo] Foulgt JFS uA] Fe A

o vtk elgyTe) FEele] g Agael
Lee015)9] @77 94 eatal shelazzoe] 187
o Ggolre] dare 74 shrhy Wt ol 4Hl%
A ETN SRl s AR 7t
0874 Zvio] F557] uhwe] Letel selA Tl
geich Aaepe] ARaA Aol Ak e

Nt 1Y
Mo 2 rlo
fo ol

LT
o

~

A4, Azl A fajolre] w|XE FFE oty
sl AL AAS dt 13 Fglol L6742 &
AHog o5t ARGl & 4 glrt L A 2.1%=
W2 Holug Muyelo] £ gtk Avdute] AE g
S AW, AAA(F=.149, =1.367, p{ODI} HjES
F(4=0.010, =0.087, p<01)L& BEAHcZ G5t oFo] o
FE A g AeR Ueyd, QAdAd(4=-.133
==1.691, p0D)& EAM o2 Golgt 29| 9k nA||
o= Aoz Yepth ol B3l A4 HEHE, A
g, MSAES BE 221 R e A Fjel=
off folm|gt JFS mA] Y= AS=E YERith

4. B35 220 sfie[2y0f Av[ate| WSt A
Tolie|=oj Djaj= F

HE 22 i) AnRke] Eolert A Tl
T HAlE FFE gotir] H&ll AP3]AHEA (linear
regression)= AAIRF AFH= Table 99F 2t} ghe 37.3%9)

Table 8. The Effect of Perceived Risk on a Behavioral Intention and Repurchase Intention

Dependent Variable Independent Variable B t R F
Channel risk -.098 -1.241
Behavioral . 1.890™
Intention Transaction risk 170 1.569 025 (173)
Delivery risk -.181 -1.592
A Channel risk -.133 -1.691
Repurchase - - 1.674
Intention Transaction risk 149 1.367 .021 (173)
Delivery risk .010 .087

*p<0.05, **p<0.01

Table 9. The Effect of Behavioral Intention on a Repurchase Intention

Dependent Variable Independent Variable

Repurchase Intention Behavioral Intention

611 11.848 373
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