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Abstract

The purpose of this study was to investigate the effect of perceived risk, community
usage motive, and price sensitivity of customers who purchase children’s wear
directly from overseas on customer satisfaction. Specifically, this study is aimed at
verifying the moderating effect of price sensitivity when perceived risk and
community usage motive significantly influence customer satisfaction. A survey was
conducted among consumers who experienced directly purchasing children’s wear
from overseas and engaging in communities. A total of 415 questionnaires were
distributed, which 41 responses were insincere and excluded; thus, 374 responses were
analyzed. Results of this study are as follows. First, the analysis on how perceived
risk and community usage motive influence customer satisfaction reveals the signi-
ficant influence of economic and social psychological risk on customer satisfaction.
Moreover, informational, recreational, and social emotional usage motive have a
significant influence on customer satisfaction. Second, the effect of perceived risk and
community usage motive on customer satisfaction based on different levels of price
sensitivity was verified. As a result, delivery and economic risks affect customer
satisfaction for consumers with high price sensitivity. Moreover, recreational usage
motive has a significant influence on customer satisfaction for high price sensitive
consumers. In conclusion, perceived risk negatively impacts customer satisfaction.
Therefore, it is essential to provide a system that can reduce the perceived risk of
consumers who purchase children’s wear directly from overseas.

Keywords: overseas direct purchase(SJSJZ &), perceived risk(X]Z1E &3,
community usage motive(FFHEl o] &7)), price sensitivity(7}4 ¥IH-E),
customer satisfaction( 2P
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130 AT ERe] AZE SR ARUE o]

l. Introduction

2| JES ALS] £olA Aol SR-SE HHA
AL FF Ao A7} 271512 Uk Korea
Costume Service(2018)°] W= 2018 AHHl7| 39
Qg 2elo] 2017 A7) ol 36%7F E7H
Ao= Yehtet. ol A4t 3
UL AR} e Lol BT B2
SNS & 22 ARYEE &5 sHollA 57 9
= Aol digt FEFRF7F /dshd ol wek(Kang &
Lee, 2014), 3] 21 £33 thet Thilo] #obA]7]
wjFo|th(Jeong & Hong, 2018; Park & Kim, 2013).

AT 2710l ARl digt A=ert W
of ofu}olL} ollo] St o] T i Ao ES
&5l HlEtdlo|yY SJEAE 53 22 RIS AlE
< ol TR Ueong & Yeo, 2017). 12 5
oy B 22l ARUESL BHstEwA
20~30% W ZTHMiz Mom)SS ZA 0= 9 - of=
W AFS QoA AFsHA F+AsH] fIet 35
o) £490] Ueb] AlAHstethKang, Noh, &
Seo, 2014; Kim & Lim, 2015). oo wh&} [ 2-+
] Z2o| X2 (GYMBOREE), T A Za}o] A (Fisher
Price), 7§(GAP), ¥ Zd(RalphLauren) 53} Z2
% oFEHolt % - OE8 B HArpsolnt A2
52 oal] FAIAE SHJA o] FQ
T FE2E § - ols8&EF E f - oOF5E(29.3%)
o] JAMAAE@41.5%) thF2& B2 ACE et
W TH(Park, 2014). 0|9} Zro] sfel= 35t o] /3t
HRIOE - o}z ES FUHT A3t 7HAHo=
Usles 2uAES] 2712 2 4 dow, B3] )
Ao] AFYE olgo] Ful MEEof & JFE A
L o= vehta gtk o4 743 A4
FUE Q] o]& F7]o] st 1 F24% a0l
ANHT QAT % - o5 AAAATNE S
AR ARYE ol 579t 7HARZGEA Higt
A7t A9 Rohrs] ofaih

SHH, Korea Consumer Agency(2018) Z&=of w2
22l sfeftH] AnARETo] M| HiH] 46.4%
F7RE A0 YEETh &, A tue =l
13 AFet 7H 3 sidl fle b AES
o 5 Arks AAo] Sl W, HE 9 W ASS,

|59

Q%7

|, 7HAYd=7 A4S vjAe 9F HAZAT

e we ga, B4 9 0 B A9 S5 ge
FAY] FAREE F7F6lal Qlis ZO]EHECC-Net, 2013).
drtd o2 AF | Al WASt= A ek 4]
o] YA A=Y 5o, WEEel T2
AH[R}F BZo] ¥ v hKim, 2016; Kim &
Hwang, 2011; Lee & Hwang, 2015). £3] 3|22 H
Tufjel 22 =7 1+ AR AN AR
ARzt A7 FRE(ECC-Net, 2013)9 = EF
skar, sfej &gl et A ZHE f1¥o] AH|ARY
Bl vX]= FFt Ao /et AT
A HeE A 183 A= AY gtk

oo & Aol A= ARG AFC]ESfA - -
ol &S Fulshs ABAES LR SR
o] g4 €9l F st AFUE S ]85 712% i
QAo AR BAE A7 o] AHF
9] THEo owet AFS A =AE YorH A} §F
o 3 olEt As ARAHCRE T 5otk ¢
E[Ul ST Alo]EOfA - - obEsES FHi
o ARl A 25k A 7HRIAE S Ed=
AHR TEZ =Y 5 Sle w A sHst=T|

TZo] € Zojth
Il. Background

1. Overseas direct purchase

Moon(2014)> =4 AAHZAH 2] o 7L <]
TS &HATE HLJAE U LB S0l i
QY AIES Foto sjAlES Flidt = sos
Wi e A geet golska ok ol oo
g7} Gl oS Aol ES o] 83 B
oy, el tBAE AH opA] T FaE
B e el sflumsTE 1w Auxt 3
7 fEAAE ANA gAY ABLS Fostel =
Q2 e Pejel S M gus 5o okt A
#F )7t xFEck(Jang, 2014; Lee & Hong, 2016;
Park, 2015).

AHZE TFAA B, 2000 o] H Q] AnAE
< FURE Fllsh] A F= WY 22 2
el WA w2 7S il AlES R
ChHong, 2011). ©]% 20009t FHHELE 241 A
FYEA - obs-&Folut 7S HA = et
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of wet, =Wl &HA} SQ] AlEE F3f AlES
FAstAF o off ] © A, S AHIAS Al
SF= (F)SKYUELY Y ZY=(www.wizwid.com),
A zol 7S (www.njoyny.com) 5] HPAA S0l &
st7] A2rshATh(Park, 2003). SHARE S <] - o
g F HiS Auant digsts SEHAT 22 HiS
HFAA7F 57d5HHA 20108 7|HO = o] U7
APIEEY] gh=o] i} dh=o g Ay Hi&S
= AB|A7 A wet sl g7t FFst
7] AZSFHtHKang et al., 2014; Kim & Lim, 2015).

APATE Ao B, AAE ey FE
o] 9= AM|AE AICZ St Song and Hwang
(2008)2] Aol M= selFtml HieHS Bol AME-Sh=
A2 T2 FIAAEUE, o5 AF/4dE
O] QIA &8} FHE/AH| A, 1AL 7HA S SAISHAT
Lim009)2 349l A7 A AHEPAES} £35E
7HA o] et EVHES Wol FYRThL SHoH, Lee
and Rhee2013)% 7120] el Hokat W42 o
42 Togge] g BEEA S0 S £
Kim(2012)2 0ol 28] B3 ARATHE 3
FUrE ST AAA IR WEES} i
SFAEE. Lee and Han015)2 2|5 87ohe] A9
AAA AP amuEol Y 2 AR F0L o)
o8, Kim2016)2 H2RGTRA 2u)ge]
T= 74 acloA 7 w3toH, HiS 9 dielat
22 S WA AAESE HELRTE Foriva

et

2. Purchase behavior of children’s clothing

- oFE9] 7|2 ATt B EY, Lee and Rhee
(2013 §ote] 7122 T 145 T 6A7A 9 B
7] o2 ofolg fol FHALL ol /1%
o Qurom eH3E B3A7AE T 497}
ool th(Kim, 2011). mebA] £ ATO|HE T
TARE 1347119 ofdlotol] g=g § - ok
o= Hostn ATt

% - ok5Re] A9, At LA e o]gd
o} 720 EHHOE I8 HARIE G2 ) 5
A& 7FA] 1L QJth(Harper, Dewar, & Diack, 2003; Kim
& Lee, 2016). YHHHOZ § - o5 A9l s
AA#Go) %A b el AN 2 T o

7 -

olot

A7 131

Jar ¥l7lo] HEgt ARl 22 Aol 7HssHE
5 Aol £ g Aol gl 247 Ae
1 JcH(Zhang, Lee, & Kim, 2013). &3t A3 &
3, OAQl @ A4S F8A o= AJET tEA
- obs & Tl Yydt AA dSAl(finE ASst
I, 74, 249 F4, Aol =, 24T S5 5=
7V F85HA Adstes ACE Ve THKoksal,
2007; Ryu, 2003). 53] 2-8A12] 4414 o=z <l
Sk Ato] = wA7} Zho} Al 74A 9] f - of5E
< 2= Aol 7] W] 77t w2 WIHE
o} 2819l £ ES A58 (Kim & Jin, 2015; Nam,
Choi, & Kim, 2011), J]Fujtg] 2221 Alo|EX
@o| o]&sl= Ao F YERGTtH(Lee & Rhee, 2013).
F - olsE FHiE S RSP E] FL, 1A
9o FuiFdL TA 22l AFUEHE FEYP=
wo] &85l= AR YEyth(Hwang & Hwang,
2010). o]=3k HiF o= SokE olAAE 7Eolv A
AR of|gt ojEShA FEL 5 gl AUAEY &
d miZol 8F RS |of T ot Y wek
= ¢ =22l ARYEE @ol o]&st7] "Zolth
(Hwang & Hwang, 2010; Jung, 2012).

3. Perceived risk

el £ 9] A2t o] Het 3 2/
Aol utgl theFsitt. Stone and Grenhaug(1993)
o A, A, A, AE g A Al
A AY F 7IAR FESIYAL, Forsythe and Shi
(2003)= JAEUl 7oA 2] A 7tel S A&7
9%, A A, ety 9E, Az 9 Bl o
So7 BRI cHKim, 2012). $+H Kim, Bae, Park,
and Lee(2007)9] sfe]tmithd) Atolxl= AFAZ
< WS E, MIFELE A, TAAEA YFO
2 wwsto] A7t

229l jAAES ez St ARG T A
= AW HEW, Kim(2001)2 28271 A2 91 99
2 A2g W FoRIEst Wb SIS, Cho, Lim,
and Lee(2001)= FHiE o] AU A% AZ44 A
o] ¥, YK}t o]/d9] A Zo] &rhal SH3ITh
Kim et al.(2007)2] AL AE TAAEA T 97
A Zyo] AH|A} Hk=of JFS v]X W, Kim and Hwang

(2011)2] AFANAE S50 o] Re4S 919
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2
LN

2

E7 s, o]#gt /P2 FuiP sl F(HA
F0AL St Shim(2012)0] wh=H A7
d 2E o] Fujolro] A g v
™, Woo and Hwang(2013)9] d7oA= AE I3,
AH| A R ZEE Fojolo] (A JFS vl
ok skt

U gyt 221 &PAO|E o]-GAet sfjeftuf
3 Alo]E o] 89 H|W AFE Bae(2004)2} Kim
et al.(2007)9] Aol W= S Q] (vs. =W
4P E)E of= AHAL B 22 29 ARALE
SO STk B3 TANUL, A, v
o tha ABAZLE DAV GFL AL
2 YET H. M. Lee(2014)= E3HAo] =
Qi dY AH| A= viS w2 IHE T
= =4 AZstH, ofof tigt tuf Fdo] w
27} obHIthal sHRITh Kim(2016)2 319] Q
U g EZolA fAGES A Al B9 4
=°] B B2 A¥E Ao, 53] Hid E w9
Aol Hisf Aol E24E WSVt wodohal
5}93t}. Son, Jung, and Kang(2017)2 A|&9] 459
43} w2180] el T UolA AvIAEo]
fE5he 7PE 2 8=0lH, dYxZ 8lsH Tt
AFAZo] AHFer ¥ e oS 7ML
ot st

& 221 AR FS A4E AT AH|AHY] §
%ol QL vlA, olo] wet % - o5 el A
Fufjoll e AEE A4T+E 1ATRE| H(HF

9l Qe vl Aojet ot

49 o8
o o
ol

B

(o}

2
o

oy

ol

)

[

4 2

2L W oo

o

re

4. Community usage motive
Trabak(2000)2 2}Q] ARUEIS H]5: 7H

o,

U 2L A AEo] AHle] ldolt 3Ue B
Rt e AET 2912 W] 98] 19l Hw
oleta Hofsleir. TPHR Ao, B WAS
dol 359 BAAS 522 shd Mgl ozt
ABE 4T LHY 4 Y Lol ARUEE 4]

o] Tz} o) 5ol m A FaFelo] W A%
3 9lo] 71919] FaT nplY a4 A Fa vk
(Shin & Lee, 2016).

159t of g Aol o]FojA Letel
o olg 57 43S

i

AU E
Halsle] Hashd A4 HA

ofr

4 57, 4RA 57, o4

b}

B3 5712 e 5 Atk

stk &4, 424 57 MEe AEE 471 A
3 2 AFYE Y AAES o] &ste A ulgt
Tt} (Thorbjernsen, Supphellen, Nysveen, & Egil, 2002).
A, o2t F71= AFUEE Sl Avl EA4=
< 21 A7HS BUiE A0 2(Yun, 2011), 7HQ19] 7
A BE vlsh, 1 EA4F % A AR
THal SFATH(Chun, 2012). YA, 7154 71 #4
YEE B3 A9 24z 9 Amo T2 TH
AZLEAG AF/ v 20 digh 2] Bzt
Sh= ZAoli, oA, S84 571 583 57
o] FHA g o]&sh= AL 2u|3tth(Rhee & Choi,
2007).

HAAES FHE 221 AFYE o]&571l
U AFAFZ Park(2010)> AFYE °l-&=717F
ALk vA= FFol gt Aol FME =
71, 84 B71, AEA 571, 7154 BV, 224 5
7] &£2& ARUEY =Yl TS HAH, o]gt
=YL ARG ko] JFE A= AeE U
Epgtth. 221 o AFY¥E o]857|7F BEHE &
Aro] uXe= FIS A4SE Hwang and Hwang
2010y ol 85715 €A%, BA, 32284, 4
Hgog fERste] FAT FRA, 43840l
AFUEE 5% frobs Fmo =] folt =
AT SEIE. Chun(2012)2 AHS)Z] 57]19F @2t
2 A7t Fojo] 2 mAH, o]HFt o]&E717}
EoH TEEo] AHAA ¥ AL A S.
H. Lee(2014)= °] 8571 & AAIA 7H, 439 &
Ag, AFTFHY g2 48] ko] 344
A FFE vAH, ol Aolg g AZAE
itt. Shin and Lee(2016)+= AH|AFES] ojAd Bl
221 AFYE o]&E7E JEFT, FATA
T, AERE 1, LR 2 E EESIH

221 ARUE F 24vtolehs o R o
AFE AFEY, H. I Lee(2014)= HAAEFS] =t
3, BA, F2AE g0l FuintEE] 32 F
3RS £+ 519191, Oh and Kim(2014)2 SNS &

E

d

it
o

|

_Jl:‘:lo
Q, gl

o A = X
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4 & AT 7340l 2Rl - FFS Tl
kL Skt ESH Suk and Lee(2017)= A4vw|Y
o] AHBAES] o8B 7IE AEFA, AAFT, X
AR, AHAHEY, SH|ET 52 =E5H3eH, 53]
SNS o7t 255 djd BHEoto] IARF
I Fojgso] 2 AR UETh

& ARYE ol&57= 4HAY BHE FALE,
U ool o] JFE mIAIH, o]of whet S 9fAy
o A AFYE ol &5717F =255 AT+
W& - ofsE-Z sk AHARY] TSI 49
T Hxol AHAYU FFS vF Zolgt didsitt

i

5. Price sensitivity

THARIAE S AlFolth AB|AL] 7HE L3 of
sto] AB[A7L ¥hEShe B9 Xolg: ofu|ghtt
(Goldsmith & Newell, 1997). AAZ ABAEL 5
Agt 7ol 719 Bt 7)ol wet A1 7ke] A
L7t 2w, o oA AAo] thEA YEhtr] W
of 7HARIAE= AH[AFe] Biko] FFE H|ZITHOh,
2002). | 4H[REE0] 7HAHH] F4& Ech= &
A2l AHE FAIR] wet 7HA o] digt v Est
ZdtA 0 2 t=olx| 3l 9l (Park & Noh, 2012), €
oA 71AR| w7t 7Hs i = A o] A H T ZHAY]
Z=o] ik Balo] B =okA Al ltk(Lee & Kim,

2 Kim and Park(2003)2 2
2 wE a7 gk Aenr) 7}
AWLE s Aol ARG B B, 49
30| FTHY B HEANAET 222 A5H
o2 HolZeith. Kim(2004)2 2¥)2te] 91317 2to]
=25 7HUAETE Eot SRl "t 2
33 e Adgae go) dtn sgon,
Nam and Lee(2009)= A1-82 7}X|(vs. =2 7}X])
£ 584 oPlE 247} AEgES ek o)
%tk Park and Noh(2012)9] AFo|A= 7H4RgdE

A7 133

7t HEs A4E /-84, ALE 70l "o
3 t}1 5t} Yang(2013)2 H
3 B [Fo] Fujolkof nXe o
Aol THARAET =255 H|o] XI5k SPAE
Ao A= 7D THFo] dis] Fo =7t i,
EdHRE SPA BT = ZHRE7L BEo] digt
o=t EA YT Kim(2018)2 S AAES] sf
o] AT B HEANAET 2255 A
ol EZF EopA=H], ojuf AF HEHE ATt
7t IREE 950, A& AN S T 5
UL SHRE
E3 49T 7HARIIES A A8 Goldsmith
and Newell(1997)2 AlAo] 71ARIA T H(-)&A
ol FFS HHTHAL 51Tk §HH, Ahn(2012)9] A+
of W= Ao|ES} AlEF B4 5 A=A, B4, B
A AN, AF7HE, 0] ZHARIZIES] JFS
oAk skgch W, Shim(2017)2 7FANAESF
=275 AR gAtely AlEe g4 7S #=4
|ZFotm, ol i oJEeF HAto] Urkal SFFirt.
< 7MY EE AHAY] Aol A Es FH
of et STHEAY HaEE AS & 5 deH, 7t
Ao whet 4nlR; o Zol7t S & 4
At olof] AHRY NANALETF w55 AFY
gl o]-§5719t AZte o] 1A {FoJgt
Fe v Zolet oggtth

ol
o
=k
>

N
of

r'lj

6. Customer satisfaction

TGRS et Aoe SAEUT EA UE
WAL Qltk 4xH[9] Atof| itk Frtol| 2Fe Fe=
Engel and Blackwell(1982)2 A& ojjQlto] 1 tj<t
of et AP Aga A== B7heal ot
O™, Tse and Wilton(1988)2 W= A H|FEo| A
7 A AvkE SUTH= Al it B7tE Z QR
whd, 4] 3ol digh gt 23S F+= Hunt
(1977y= AATES Av]A o] ARt 7[HEAd
AN £tk PAHOZ Wl Boke Folaky
t}. o]dlol &= Lee and Shin(2014)2 AH|Z}7} AE -
a2 o83t o] Feo] 7} Mol ZHHA &
79} o] MM Uxjsio] A7} A%Elo]

Hojget.

2ol AolH ] nATE s 4F7A of

o)

O o *9-
U= HEjE 2ol
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2ol ATES AMNE YRGNYET Avlg
o] TRt AFE T Kang(1998)2 A4S &
o WS ARFAS Wol 30, YRS Hol
Y2 AuAe] RIS} Sol Ak STt 4,
Jarvenpaa and Todd(1997)= ZAAIZ 4, 7153 9
9, NAA o] 1ARESo] A JFS v|A|

L fos vept

Chae(1999)9] A-ollA 1AL AH Q110 of
S A ZHE ot} 919 o S W= AL
2 Yt} Zheng(2013)—: A EO N ATET} A
TFujEe] JFS F= 89 05_?011 A 7HE 1T

AlF A, Ao|E wAdo| IAMTEC] H(+) ,] ogﬁ =]
Tkl 8912 H, Yang and Shim(2017)& <1
o] Z7golo] J—_rﬂm}_z_oﬂ nH= o
AT}, NAY B AE T AuA BF ﬂixﬂo
Edo| 1ATZo Xé(+)«1 e 2o s
Shin, Ko, and Choi(2017)= AMEAHA AR AH|R}
5 ddez AT Ad, A4FAHA AolES AlF]
o Wz} Al RAUES F74A7|H, ol et 3
ARze Aot Al ze] RO JFS F
i skt

Z § - of5uol YT Pl B YR
F43 74 8910] ZR 2 H T A,
ARk ARUE o] 85719 42k gl mAg
Zo| Felet FF= vE Aoz .

E

J

. Methods

1. Research hypothesis

B A7e YRR § - ofERE Pk
2HAE0] A2 R BA ARYE o8 7]
b DR nlAL G FEE, HEugE
o uet ol Aol7k YEAS AT Ysto] The

3} e 7HEE st

7Hd 1. 9] QIEH AR ECA] £ - o
miske 2HIRFES] A7 91 /3
S| fojulgt JFS u]fg, Zo|t},

7Hd 2. ofQ] QIEUl APO]EoA f - ols8-S
wiahs AHRHES] 9] QUEY 43 B3
AFYE o]§ B7= 1S Fov|

_N
r{o tlo
RN

O

=7

3 e WA Rolth
7H4 3. 819] QI8 AolEA)A] § - ofEEE
wh AvlREe] A2 gio] B
Zo mlx G HAULES] Tt 3
o7k 9l Zolth.
7Hd 4. o9 Y AolEAA § - oFERE T
LRSS PR BREP IS
ARUE ol§ 5717t RATS| ¥
AL AU Het Kol7t 9 A
ole}.

2. Data collection

2 A= & A o B AFYE ol8AtR
7gsto] S| AE Ul APR|EA - - obEE-S i
3 & o] e SHAE F2 o= HolEYsH
Pk HEZRAL 717+ 2016 89 6YEE 20164 8
H 31G7HA] oF 45:7to] A A5t oH, 397
AT T AFUERJD AFE3 ARG Y] A
s BT ARY AeAet A AEAE # =S
ok ZAME F 4155 (B HEA] 3555/2H A&
2] 60)e] A FolA A&l A BT
MEAE AT 34U ARA 3147/ D
ARA 607y} A7) ARE olgHSIt # ATE
91 SRE A= SPSS 180 5A| W7|AE AHES
of MIERA, B 20184, A% 4, 0F
A24E At

3. Research measurement

B AT f - oF5E A YT L5
A7vE A¥e 245 A8 AzE 9Y He
Kim(2009), Woo and Hwang(2013)2] @04 A&
H HrE 2 A9 FAof g 4 Heste] 18
MY EFe= SAsIAS. AFYE °l&s7= df
QA Fmet wHo] e 7sF BV AQdstaL
Hagel and Armstrong(1997), Park(2010), Rhee and
Choi(2007)9] 1423 AHESHAH. 7RI ==
Goldsmith and Newell(1997)9] ¢1+-o|A] A& Price
Sensitivity Scale(PSS)9] £ 2 A9 F& o] &
A 4 BESt 6719 £ ARgsilen, 714
Q7T AF9) 30%9] WE 5H] 30%9] Weo U
1o} 247 AANAE LA AGOR T
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E 5ttt 1 AWS2 Huff, Fornell, and Anderson

O
(1996)9] AP AHEE UEE WS |z &

M) B 54 REstgon], RE Bge 53
Likert 2==2 =435ttt

V. Results and Discussion

1. Demographic characteristic

& Ao Folet SEAY AF-SASH 54
AnEE A BEX 30071 71.7%E 7P Wt
a7, 20t 20.3%, 409 8.0%92] A2 UErdth 2%
A9 Yy ForsE Sl P Ao]E WE 3
St 237190 1 olSP} 34.8%2 7P BT, 2
3] o5} ) 43.9%% 7 Wkal, 53] o]Ato] 36.9%,
3-43] W2o] 19.3%z Uekidth F2 ufshs fof
BEL A5 2F7F 813%2 7P BT, Aol
11.2%, ZE - i3F7} 3.2%, 7|Et7} 2.7%, A% -
SHAR7 1L6%2 Uehth 997 fol5E 7o)
% B8-S 109+e] o]4h-20%H¢ w]gho] 4920 7}
& EeH, 108k mlato] 26.2%, 209HY ©]4~30
T ko] 18.2%, 308+ oA4~408ke ulgto] 4.3%,
407 olFo] 2.1%E rERg T

2. Factor analysis of community usage motive
(Table 1)7} o] ARUE 085719 T4 8

<Table 1> Factor analysis of community usage motive

A 135

o 2zt A3 - 4

hal = A
] 571, AR 571, 254 B, 04 TR

3. Verification of research hypothesis

2 AFE o9 AEU AR|EoA - -
Foiste AHARES] A7 91 182 A=
3= Y= FA6H7] fIste] (Table 2)0 th53]

=4 A9E ASstd

(Table 2)9} o] AZ& 949l 30| LAN=
o WA= S B4R 2, A 40] FolsHA U
EHgt O (F=8.940, p<.001), =HH57} FHHS
et A A 12.8%= YEbETh 2 a9 2
s AHEW, FAA §™A(B=253, =4.663, p<
00T A} A E 93 (4=-.172, =-3.228, p<.01)0] T
25kl (0] L vl o veht (7hd
1ol BEAoz ANk AAH gFo] LA
Zof] )M JFLS WAL ROE tepgid], of
L 17149l 89 HAE AES E o A AHHe
2 Y] gIs) AAHHTNE SH= A9 go
og, 740 gk §19d AZe] AiiF o= 7] Wi
olgta %%t Kim and Jin(2015)x} Nam et al.(2011)
o A% A Anoltt.

Eg ASAE 98 @A) aATSe] R()H

I AL O e, ok § - obFE

o
ol EZ

) . - N
Factor Item Fact.or Eigen Varlan(?e expla.uned o Cronbach’s alpha
loading value (cumuative variance %)
A part of life .950
Habitual 22.809
usage motive FREE spend an hour 927 2.965 (22.809) 951
Habitually .890
Different experience .841
Recreational 19.766
F 1 811 2. 81
usage motive un and pleasure 8 570 (42.575) 818
Useful information .687
Meeting .847
Social emotional |y ppsr 7 tings 821 2.420 18.618 827
usage motive (61.194)
Casual conversation 738
i Purchase information 752
Infomatlopal 1964 15.110 647
usage motive | Product reviews 723 (76.304)
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<Table 2> The effect of perceived risk on the customer satisfaction
Dependent variables B SE B t R’ F
Size risk -.047 .042 -.065 -1.104
Product quality risk .032 .054 .041 .599
Social psychological risk -.165 051 -172 -3.228"
128 8.940
Privacy risk .040 .033 .065 1.229
Delivery risk -.030 .044 —-.041 - .682
Economic risk -.246 053 -253 -4.663""
" p<01, 77 p<.001
£7& Sh= FRO| FF- ofolofAl AHilo] Fufigt & F 37 S &2 FHE o]&3to] s A F o]
< d¥oEA dEUES Ll 487 7] gk AR ES EY 5 U] "o HEET 22
2ol F - oFsE SHARHFUE St A4l it H, 2EJol AXwE Foto] fEAE #En
Efele] Bt vhEckel Sl Tee] e BEE § - obeE sl AT 5 BAAE s
7b @2 Zlolgk= Kim(2011), Kim and Lee(2016), S = oAl gt M= A FoHS
Koksal2007), Ryu(2003)] @7e} 2 Aoty zol2t Az, whe, $84 §7)9] A9 nARE

(Table 3)9] AFof|A Yeht A3 o] #AR{YE]
ol-85719 f3o] LATR| v = FFS A%
A1}, S]] FSHAl WERLTh(F=18.339, p<.001).
EHASTE SEHS0] gt A AL 16.6%=
et 7t a9 R ARE AR, A - A
A E7](B=.105, =2.215, p<.05)9 HEA =7|(f=
257, 1=5.398, p<.001), 2Z& Z7](8=.286, =6.008,
p<00D)= IAEE] H(+9] I A= A2r

UeR, (Hd 2 BB A=

(Table 3)0] S3tal, A1) - YM4 7], 484 5
7], 928 B7] $02 DARE] JHAA FFS

AE Ao® vt ol A5l AR
ol8-g 53 AN ATHE HTH o= A ZA

2% L7t 08 B 4 gt EF 7AW A

o g VXA ekt ol % - ok5E el
Aok £oe B4 glo] TR A7 By
£WH O 0|82 ] whEele 2 4 ik AR
o AT Aol=olA TASO| ANkl o
SEE gol7] Jolit el A4x 2 IR weh 2
fdjttn Bekec. E ) $5UAY A9E 1

=
=

Aol FhEAE £Y 4 & ARFUEHE 5 A
oty 1AWt F2TS AR

(Table 4)°] Ao A Lepd A3t o] 7HARIZE
= Aol B2 x7tE 3ol uATE | uA] e g

FE BT Ay, ST (=409, =3.489, p<
0D 7HRIZAE7 =2 AT wvt fo3 I
ngon, AAA (=356, =6.547, p<.001)<
I(R*=.366, F=8.961, p<.001)/A(R*=.132, F=2.364,

<Table 3> The effect of community usage motive on the customer satisfaction
Dependent variables B S.E B t R’ F
Habitual usage motive .065 .036 .085 1.793
Recreational usage motive 217 036 286 6.008""
" .166 18.339
Social emotional usage motive .080 .036 .105 2.215
Informational usage motive 195 .036 257 5.398™"

T p<05, 77 p<.001
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<Table 4> The effect of perceived risk on the customer satisfaction based on levels of price sensitivity
Dependent variables B S.E B t R F
Size risk .060 .072 .099 .838
Product quality risk .063 .082 102 73
Price sensitivity B K K
hich Social psychological risk -.130 .082 -.158 -1.572 .
(high) 366 | 8.961
Privacy risk -.043 .054 -.073 - .784
Delivery risk =271 | 078 | -409 -3.489™
Economic risk -034 | .088 | -356 -3.468"
Size risk .030 .081 .040 369
Product quality risk .084 .092 .108 .906
Price sensitivity Social psychological risk -.153 .094 -.183 -1.623 5 > 364"
(low) Privacy risk -018 | 061 | -032 - 303 ' '
Delivery risk -.056 .078 -.083 -.719
Economic risk -.229 102 -.246 -2.244°

T p<05, 7 p<01, 7" p<.001

p<.05) F A HFoA T Fo7t J‘* o]
A= AL B % Ak AAUFES} £ -
=356, =3.468, p<.01)0] F2 Htk(f=246, =2.244,
p<-05)ETH FAA @A Zo] 1ANEo] 5 &
F2 ulAL o yehgt

(Table 4y0] WEH, &L 7HAVIG T B
(A QR A A0 Ueht, (1 e B
£ AAF At} o]&= Kim(2016), Son, Jung and Kang
(2017)2] Ao} 2ol s r = Fufigt A|Eol

W% % mheolLt

=)
—v—/x\?]_o

o At RS B FA

2Rl EAR ool ks ' A4sh] mEel

7Rz

ol

=~
QAT e BT S
gt feE €9 & & s

b B AuAAA §OI3 At e
o 4T 4 ok webd T 65
TAAE| 2 AlELE 25tol

s Abae} 742
A2 H"lo] blEE]ojof 3t

SAANM =

(Table >9] Aalo A Vel Az Zo| sHAuz

<Table 5> The effect of community usage motive on the customer satisfaction based on levels of price sensitivity

Dependent variables B S.E B t R’ F
. Habitual usage motive -.020 .051 -.039 -394
Price
sensitivity Recreational usage motive 226 .095 301 2.375 o
Social emotional usage motive -.056 .061 -.092 -915
Informational usage motive 192 112 213 1.723
Habitual usage motive .169 118 295 2.410"
Price Recreational usage motive -.148 .082 -.181 -1.255 X
sensitivity 101 2.663
(low) Social emotional usage motive 179 .309 .160 1.482
Informational usage motive 112 121 152 1.370

T p<.05, 7 p<01, 7" p<.001
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T Az B2 AFYE o]& 57|17 LATZ 1]
AE IdFS Y% 23, oF7F 57](4=301, =
2.375, p<.05)= I(R*=.185, F=5.383, p<.01)Z o] A]
T R JTFE A= AL B 5 AUk BT S5
A Z7)(B=295, =2.410, p<.05)= A(R*=.101, F=
2.663, p<.05)Yetol ATt F-oJ3t JFZ wA= AL
2 UEHT o] (Table 3)7} H|W 3] HH, AvA=
9 o]& F717F A AGrFo| mA = FFol 3ol 7+
e wet Zol7t gle ASRE Ut (FH 4)
= 71Z4ESIH ol THERIAET 2255 YA
Zto] ot FHEFAS gol gk Kim(2004)9] A+t
Ok= o Aoy, s34 | AH|Rp= 7o H]
& 4 9zsittal 3t Lee and Jeon(2016)9] 1<}
U x|5= ZAdtolct,

V. Conclusion

£ A7 vt QTG B9 5 - of
2L Fuige] ol A28 98 AR ol
717k wEw FAYE] oW G mHLA &
obRi AARIRE Aol uet oWk Kol g
A obmz Sk olo] Tt £ Aol Ang
aoste et 2t

A, A2k $199) 2 o] TATS ] H X
G ANE 23k 79 99 £3F A8l
A9} AAA Aol LA R()o] FFE F
£ AoE etk ol /M ARA4E gol 84
= sodd 7o) BurEe 7] HEoltt

£, ARV 18§57 F o7
571, A8 - A B7] SO

N ol
N
o
e
)

2 DA B
9 YL )AL Ao et ol ARUE B

59 o) A dTINE 4EHoR
Ago] AL 17)7] tiolet & 4 9ck
A, 145 A2k 1ol wATS] %]
£ 9] 9lo] AU Ee] wet Hol7t G A
2 Uk}, ol gujzo sz d wzke 7
Ap3lo] clAke HAS 7] SR e A e,

7HAo] HATHL LAAE P 4 9] whEe] 7
vo] me §Azte] wrha AJztel] woldt &

% 9l

A, £8|A52] o8& F717F 1Rt A=

ofr

| AANEsL RS vAE g BARsAT

FZel Aol 7HARIZ ] wet Zpol7t Qs Aer
UERTh of= & A7) #Eo] AT £
FAEETE o] R4 qlof &Y} 27] HEF
A 7Hgol A gl7] Wiz ARYE &5 AA oA
e e 250l YFE A Aol & 5 Uk

£ AgoAE 4 AAE o R B2 o9
AR F5Q0 F - obsEol tis) AW EdtH= A
oA sHEH 9o g Adr} E 7129 AFoAE
ARUE ol& B7I%S BEASHAARE & AtolA
€ 7R TE g tste] FrHHor A
HEgtow, LA ] 2gste] Il s
A #E ARYE] Het 0§ 5715 AR
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I 2 AFE f - o ES AlRSISH] agten
E FF Y ez ARFYE] tiet A+
ot AU e F - ofs 5o THE AT F
7FQ1 A7 B Qs Ao|th T3t 7 ¥i4=0] g
AEAS 712 HAlste] Ao el it 4l=)/g
< gHsjopd Aol

1

= o

Fo

References

Ahn, B.-Y. (2012). The effects of sites, products, and
fashion customers characteristics of internet shop-
ping malls on price sensitivity. Unpublished mas-
ter’s thesis, Chung-Ang University, Seoul, Korea.

Bae, J.-H. (2004). Purchase motive, risk perception
and consumer satisfaction in surrogate internet
shopping mall. Unpublished master’s thesis, Han-
yang University, Seoul, Korea.

Chae, Y. L. (1999). A empirical study on the customer
satisfaction of internet electronic commerce:
Analysis for actual buyer of Korean internet
shopping-mall customer. Unpublished master’s
thesis, Kyung Hee University, Seoul, Korea.

Cho, Y. J,, Lim, S. J., & Lee, S.-H. (2001). Apparel
purchase behavior among internet shoppers: Fo-

cusing on perceived risks. Journal of the Korean



Vol. 26, No. 6

o
N,
re

Society of Clothing and Textiles, 25(7), 1247-
1257.

Chun, M.-H. (2012). The affective/cognitive involve-
ment and satisfaction according to the usage
motivations of social network services. Manage-
ment & Information Systems Review, 31(2), 21-39.

ECC-Net. (2013). Fraud in cross-border e-commerce.
The European Consumer Centres Network, Re-
trieved May 26, 2014, from https://www.eccireland.
ie/wp-content/uploads/2013/07/report_on_fraud in
_cross-border_e-commerce.pdf

Engel, J. F., & Blackwell, R. D. (1982). Consumer
behavior (4th ed). Chicago: Dryden Press.

Forsythe, S. M., & Shi, B. (2003). Consumer patro-
nage and risk perceptions in internet shopping.
Journal of Business Research, 56(11), 867-875.
doi:10.1016/S0148-2963(01)00273-9

Goldsmith, R. E., & Newell, S. J. (1997). Innovative-
ness and price sensitivity: Managerial, theoretical
and methodological issues. Journal of Product &
Brand Management, 6(3), 163-174. doi:10.1108/
10610429710175682

Hagel, J., Ill, & Armstrong, A. G. (1997). Net gain:
Expanding markets through virtual communities.
Boston, MA: Harvard Business School Press.

Harper, S. J. A., Dewar, P.-J., & Diack, B. A. (2003).
The purchase of children’s clothing-who has the
upper hand?. Journal of Fashion Marketing and
Management: An International Journal, 7(2), 196-
206. doi:10.1108/13612020310475483

Hong, B.-S. (2011). The effects of internet shopping
malls attributes on purchase satisfaction, repur-
chase intention and word of mouth intention of
fashion consumer. Journal of the Korean Society
of Clothing and Textiles, 35(4), 476-487. doi:10.
5850/JKSCT.2011.35.4.476

Hunt, H. K. (1977). CS/D-overview and future re-
search directions. In H. K. Hunt (Ed.), Conceptua-
lization and measurement of consumer satisfaction
and dissatisfaction (pp. 455-488). Cambridge,
MA: Marketing Science Institute.

- 961

A7 139

ol

Huff, L., Fornell, C., & Anderson, E. (1996). Quality
and productivity: Contradictory and complemen-
tary. Quality Management Journal, 4(1), 22-39.
doi:10.1080/10686967.1996.11918772

Hwang, J. H., & Hwang, C. S. (2010). Characteristics
of online child-rearing community and their effects
on community loyalty and purchase intention of
baby wear. Journal of the Korean Society of Clo-
thing and Textiles, 34(7), 1138-1148. doi:10.5850/
JKSCT.2010.34.7.1138

Jang, J. W. (2014, February). ‘t] AA © H3HA ..
FUH A AH] =7 [‘Cheaper, and more conve-
nient’... crumbled consumption border]|. Hankyung
Business, 952, 22-23.

Jarvenpaa, S. L., & Todd, P. A. (1996). Consumer
reactions to electronic shopping on the World
Wide Web. International Journal of Electronic
Commerce, 1(2), 59-88. doi:10.1080/10864415.
1996.11518283

Jeong, B. D., & Hong, M. S. (2018). The effect of
online shopping business on repurchasing intention
and oral intention of Korean consumers: Focused
on AMAZON.COM. The e-Business Studies, 19
(1), 39-53. doi:10.20462/TeBS.2018.2.19.1.39

Jeong, S. H., & Yeo, J. S. (2017). An exploratory
study on consumer problems and repurchase mo-
tives in overseas online shopping. Journal of
Consumer Policy Studies, 48(2), 223-275. doi:10.
15723/jcps.48.2.201708.223

Jung, E. J. (2012). Toddler clothing purchase behaviour
according to mother’s fashion attitude. Unpub-
lished master’s thesis, Konkuk University, Seoul,
Korea.

Kang, H. K. (1998). A study on purchasing and
post-purchase behaviors of middle-aged wives in
buying townwears. Family and Environment Re-
search, 36(2), 145-159.

Kang, J. K., & Lee, H. L.(2014). 3J& & 5 o}Z]
ZA|qk 48] A% e 5120123 It [The size
of overseas direct purchase is still small, but the

consumer market is breaking down]. LG Business



140 YA ERe] AZhE SRT ARUE o]

Insight, 1290, 2-11.

Kang, S. T., Noh, S. W., & Seo, E. N. (2014, Feb-
ruary). =249l &3 A2747] HEAE..
oAl 2|3 ]2t Et} [Online shopping the
second prime time new trend... Open market
falling and overseas direct purchase rising]. Mae-
kyung Economy, 1744, 50-53.

Kim, G.-E., & Lee, E.-J. (2016). The impact of
benefit sought on store attributes and brand
loyalty of children’s clothing line in global SPA
brands. Journal of the Korean Society of Cos-
tume, 66(3), 121-134. doi:10.7233/jksc.2016.66.6.
121

Kim, H. J. (2009). The structural model of con-
sumers’ need for uniqueness, vanity, the internet
shopping value, and buying intentions: Focusing
on surrogate eCommerce retailers. Unpublished
master’s thesis, Ewha Womans University, Seoul,
Korea.

Kim, H.-J. (2012). The effects of shopping orien-
tations on satisfactions and repurchase intentions
in surrogate internet shopping malls. Unpublished
master’s thesis, Dongduk Women’s University,
Seoul, Korea.

Kim, H.-J., & Hwang, S.-J. (2011). The influence of
perceived value and perceived risk on consumer
purchasing behavior for imported apparel in
internet shopping malls. Journal of the Korean
Society Costume, 61(4), 63-75.

Kim, H. K. (2001). The effect of consumer’s per-
ceived risks and benefits toward internet shopping
on fashion product purchase intension. Unpub-
lished master’s thesis, Chonnam National Univer-
sity, Gwangju, Korea.

Kim, J.-O. (2018). The anticipated regret, perceived
uncertainty, price sensitivity, and purchase hesi-
tation of internet fashion consumers: Focusing on
overseas purchasing. The Research Journal of the
Costume Culture, 26(1), 1-18. doi:10.29049/rjcc.
2018.26.1.001

Kim, J.-Y. (2011). User-buyer self-congruence and

4571, 7HERgET 1

&5 ko] W]

behavioral intention model on purchasing behavior
of children’s clothing. Unpublished master’s the-
sis, Hanyang University, Seoul, Korea.

Kim, S., & Lim, J.-W. (2015). The effects of con-
sumer characteristics on the use of cross- border
e-commerce. Korea Trade Review, 40(4), 21-39.

Kim, S. J., & Jin, H. J. (2015). Ambivalent consumer
behavior and channel selection of children’s wear
consumers. Journal of Fashion Design, 15(2),
95-107.

Kim, S.-W. & Park, B.-J. (2003). A study on the
price sensitivity and postpurchase satisfaction in
internet shopping mall. Family and Environment
Research, 41(9), 69-83.

Kim, Y. A. (2004). Effects of customer characteristics
and web site characteristics on online customer’s
price sensitivity. Unpublished master’s thesis, Han-
yang University, Seoul, Korea.

Kim, Y.-H., Bae, J.-H., Park, J.-O., & Lee, K.-H.
(2007). Influence of perceived risks and infor-
mation search on satisfaction with surrogate
internet shopping malls. Journal of the Korean
Society of Clothing and Textiles, 31(5), 670-679.

Kim, Y. S. (2016). Fashion shoppers’ perceived risk
and satisfaction at overseas online malls based
on their internet shopping values. The Research
Journal of the Costume Culture, 24(1), 41-53.
doi:10.7741/1jcc.2016.24.1.041

Koksal, M. H. (2007). Consumer behaviour and pre-
ferences regarding children’s clothing in Turkey.
Journal of Fashion Marketing and Management:
An International Journal, 11(1), 69-81. doi:10.
1108/13612020710734418

Korea Consumer Agency. (2018, September 4), &4
A7) 22kl sl AHAERE HAE tid]
65.7% %<7} [Consumer complaints on online pur-
chases in the first half of this year grew 65.7%
year-on-year|. Retrieved September 22, 2018,
from http://www.kca.go.kr/brd/m_32/view.do?seq=
2468&srchFr=&srchTo=&srchWord=&srchTp=&i
tm_seq_1=0&itm_seq 2=0&company_ cd=&comp

962 —



Vol. 26, No. 6

any nm=&page=1

Korea Costume Service. (2018, August 24). A7)
PR+ AW 57| tiH] 36% 57} [36% increase
from the same period last year for overseas
direct purchase in the first half of the year].
Retrieved September 22, 2018, from https://www.
gov.kr/portal/ntnadmNews/1576395

Kweon, S. H., & Woo, J. S. (2005). Blog media
research: A study of motivation, gratification and
cognitive styles of the blog media. Korean
Journal of Broadcasting and Telecommunication
Studies, 19(2), 419-460.

Kwon, Y. M. (2011). The effects of product infor-
mation on price sensitivity of online consumer.
Unpublished master’s thesis, Ajou University,
Gyeonggi-do, Korea.

Lee, E.-J.,, & Kim, J.-O. (2013). The effects of
internet fashion consumer characteristics, shopping
motivation, and price sensitivity on negative
purchasing behavior. Fashion & Textile Research
Journal, 15(3), 381-392. doi:10.5805/SFT1.2013.
15.3.381

Lee, E. K., & Jeon, J. O. (2016). Consumer’s dual
responses to the taxonomy of habitual purchase.
Korea Marketing Review, 31(3), 47-78. doi:10.
15830/kmr.2016.31.3.47

Lee, H. J. (2014). A study on purchase satisfaction
and repurchase intention according to usage
motivation when purchasing fashion products in
social commerce. Fashion & Textile Research
Journal, 16(4), 596-603. doi:10.5805/SFT1.2014.
16.4.596

Lee, H. M. (2014). How uncertainty before purchase
effect attitude of the consumer and satisfaction
on internet purchasing. Unpublished master’s the-
sis, Sogang University, Seoul, Korea.

Lee, H.-S., & Hong, S.-T. (2016). Perceived customer
value and repurchase intention in overseas online
shopping purchase: The role of switching cost
from transaction cost: Aviation logistics industry.

Journal of the Aviation Management Society of

o
N,
re

ol

o
&

141

Korea, 14(3), 61-82.

Lee, J. Y., & Hwang, J.-S. (2015). Purchase intention
and risk perception in overseas direct purchase
according to shopping orientation. Journal of Ko-
rea Design Forum, 46, 205-218.

Lee, J. Y., & Rhee, Y. J. (2013). Construct validity
and criterion-related validity of consumption value
in preschooler clothing. The Research Journal of
the Costume Culture, 21(3), 413-430. doi:10.7741/
rjec.2013.21.3.413

Lee, S. H. (2014). The impact of consumers’ moti-
vations on attitude and repurchase intention in
overseas direct purchase shopping. The e-Busi-
ness Studies, 15(6), 39-55.

Lee, S. H., & Han, S.-L. (2015). Impact of con-
sumers’ perceived value on consumers’ shopping
satisfaction and repurchase intention in overseas
direct purchase shopping. Journal of Consump-
tion Culture, 18(2), 259-281.

Lee, S.-J., & Shin, S.-Y. (2014). The effect of pur-
chase reviews of internet shopping mall on
benefits sought of sales promotion, fashion cus-
tomer’s purchase satisfaction, repurchase intention,
and word-of-mouth intention. Fashion & Textile
Research Journal, 16(1), 79-90. doi:10.5805/SFTI.
2014.16.1.79

Lim, S.-Y. (2009). Consumer dissatisfaction and com-
plaint behavior toward purchasing foreign goods
through Korean internet shopping malls. Unpub-
lished master’s thesis, Konkuk University, Seoul,
Korea.

Moon, S. H. (2014, April). 319] Z1L2 13t 405k
LA 7R, HEE uljsn]7) 289 472 [400,000 won
bag purchased directly from overseas, 280,000
won for return shipping?]. LH/XEA/D] [Con-
sumer Era], 316, 20-21. Retrieved September 22,
2018, from http://www kca.go.kr/webzine/preWeb
zine

Nam, E. H., & Lee, J. H. (2009). Comparison of
price sensitivity based on the shopping value,

purpose of use and social situation. Journal of

- 963 —



142 AT £ERe] AZE SRT ARUE o]

the Korean Society of Clothing and Textiles,
33(9), 1452-1462. doi:10.5850/JKSCT.2009.33.9.
1452

Nam, Y.-R., Choi, H.-S., & Kim, E.-K. (2011). A
study on the wearing conditions for the develop-
ment of toddler’s indoor clothing: Focus on 3 to
6-year old toddlers. Journal of the Korean Society
of Clothing and Textiles, 35(11), 1309-1321. doi:
10.5850/JKSCT.2011.35.11.1309

Oh, J. E. (2002). An exploratory study on the factors
effecting price sensitivity of internet shopping
mall. Unpublished master’s thesis, Yonsei Uni-
versity, Seoul, Korea.

Oh, M. H., & Kim, 1. (2014). The effect of consumer
attitude toward fashion products on SNS's cha-
racteristics to purchase intention and on-line
word of mouth. Journal of Fashion Design, 14
(1), 101-120.

Park, C. Y. (2014, April 23). ‘3jQJAL° 2 SEAY
‘AEFto]3 [A frugal life ‘Strike’ with ‘overseas
direct purchase’]. JoongAng Ilbo, Retrieved Sep-
tember 21, 2016, from https://news.joins.com/
article/14513406

Park, H. H., & Noh, M. J. (2012). The influence of
innovativeness and price sensitivity on purchase
intention of smart wear. Journal of the Korean
Society of Clothing and Textiles, 36(2), 218-230.
doi:10.5850/JKSCT.2012.36.2.218

Park, H.-J. (2003). Behavioral intentions toward pur-
chasing foreign fashion goods through Korean
internet shopping malls: A comparative analysis
between the purchasers and non-purchasers. Jour-
nal of the Korean Society of Clothing and Tex-
tiles, 27(8), 892-903.

Park, J. H. (2015). A study on the protection for
consumer on expending overseas direct purchase:
Focus on guarantee system. International Commerce
and Information Review, 17(2), 173-197.

Park, P. J., & Kim, J. D. (2013). Cross-border
e-commerce, AR ERI7} A17]ZQ171? [Corss-

border e-Commerce, is it silk road or Mirage?].

Q%7

285 pds

4 aije] ==X

|, ZFARIZE S} TR

Trade Focus, 12(40), 1-17. Retrieved September
21, 2016, from http://www.kita.net/newtri2/report/
iitreporter _view.jsp?sNo=1017

Park, S. K. (2010). The effect of motivation of brand
community usage on brand attachment, positive
word of mouth intention and purchase intention:
The moderating effect of community type. Unpub-
lished master’s thesis, Hanyang University, Seoul,
Korea.

Rhee, K.-R., & Choi, 1.-D. (2007). A study on brand
equity formation process of on-line community:
Structure relation of utilization motive and im-
pression and brand equity. The Korean Journal
of Advertising, 18(5), 23-38.

Ryu, E.-J. (2003). 4 study on the suitability of the
current sizing system and suggestions for a
standardized sizing system for children’s clothing.
Unpublished master’s thesis, Ewha womans Uni-
versity, Seoul, Korea.

Shim, E. S. (2012). Influence of perceived risk of
social commerce on purchase intension: Moder-
ating roles of product type and valence of WOM
information. Unpublished master’s thesis, Kookmin
University, Seoul, Korea.

Shim, S. I. (2017). Identifying the consumers pur-
chasing fashion products designed by emerging
designers: Focused on the role of fashion inno-
vativeness and price sensitivity. Journal of the
Korean Society of Clothing and Textiles, 41 (6),
1124-1140. doi:10.5850/JKSCT.2017.41.6.1124

Shin, H. J., & Lee, K.-H. (2016). Typology of mobile
marketing and fashion application usage motives.
The Research Journal of the Costume Culture,
24(4), 483-497. doi:10.7741/rjcc.2016.24.4.483

Shin, K.-J., Ko, I. S., & Choi, S. J. (2017). Determi-
nants of customer satisfaction and its influence
on post-purchase behavior in group-buy social
commerce. Korean Management Review, 46(2),
527-559. doi:10.17287/kmr.2017.46.2.527

Son, J. Y., Jung, H.-J.,, & Kang, I. W. (2017). The

effects of benefit perception and risk perception

964 —



Vol. 26, No. 6

on consumer evaluation during overseas direct
purchase. International Commerce and Infor-
mation Review, 19(4), 3-28.

Song, M. H., & Hwang, J. S. (2008). The effect of
fashion leadership on fashion products purchase
in surrogate internet shopping mall. Journal of
the Korean Society of Clothing and Textiles,
32(2), 179-189. doi:10.5850/JKSCT.2008.32.2.179

Stone, R. N., & Grenhaug, K. (1993). Perceived risk:
Further considerations for the marketing disci-
pline. European Journal of Marketing, 27(3), 39-
50. doi:10.1108/03090569310026637

Suk, H. J., & Lee, E.-J. (2017). Fashion consumer’s
environmental awareness, pursuing values in
disposal, sustainable fashion consumption attitude
and fashion disposal behavior. The Research
Journal of the Costume Culture, 25(3), 253-269.
doi:10.7741/rjcc.2017.25.3.253

Thorbjernsen, H., Supphellen, M., Nysveen, H., &
Egil, P. (2002). Building brand relationships on-
line: A comparison of two interactive applications.
Journal of Interactive Marketing, 16(3), 17-34.
doi:10.1002/dir.10034

Trabak, A. (2000). The rise and power of online
communities in the network economy. Furopean
Society for Opinion and Marketing Research, 10,
41-52.

Tse, D. K., & Wilton, P. C. (1988). Models of con-
sumer satisfaction formation: An extension. Jour-
nal of Marketing Research, 25(2), 204-212. doi:
10.2307/3172652

Woo, S. H.,, & Hwang, J. S. (2013). The effect of

o
N,
re

ol

o
&

143

fashion consumer’s browsing motives and risk
perception on purchase intention in social com-
merce. Journal of the Korean Society of Clothing
and Textiles, 37(6), 772-785. doi:10.5850/JKSCT.
2013.37.6.772

Yang, H. J. (2013). The effect of price sensitivity,
SPA brand type, sales promotion on consumer’s
purchasing attitude in the social shopping. Unpub-
lished master’s thesis, Sungkyunkwan University,
Seoul, Korea.

Yang, S.-K., & Shim, J.-H. (2017). The effects of
quality factors on customer satisfaction and be-
havior intention in internet shopping malls: Fo-
cusing on college students. Journal of Distri-
bution and Management Research, 20(1), 65-79.
doi:10.17961/jdmr.20.1.201702.65

Yun, S.-U. (2011). Study on the effect of Twitter
user’s use motive on the emotional connected-
ness, awareness of Co-space, reliability of infor-
mation and emotional intimacy. Journal of Poli-
tical Communication, 22, 131-170.

Zhang, M.-N., Lee, Y.-S., & Kim, S.-B. (2013). A
study on clothes purchase and size fit for kinder-
garten children. Fashion & Textile Research Jour-
nal, 15(1), 116-129. doi:10.5805/SFT1.2013.15.1.
116

Zheng, R. (2013). £2}9] s}3RF @& o] v Auf=
I ALl FFE = 29 HE T IF
Y& LI 2 G 0AF F4/ 22 [Factors
affecting cosmetics online shopping customer
satisfaction and repurchase study]. Unpublished

master’s thesis, Korea University, Seoul, Korea.

= 965 —



