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Abstract

In this study, there are two research objectives. First, we identified the impact of service
quality on customer satisfaction and intention to repurchase in the Internet shopping mall.
Second, we tried to analyze the mediating effects of the customer satisfaction on the
relationship between service quality and intention to repurchase. Based on past research and
theoretical discussions, we developed a research model in terms of service quality and
intention to repurchase in the Internet shopping mall. In order to verify our research model,
we analyzed 492 survey data of consumers who had experiences in the Internet shopping mall
in China. We found that sub-factors of the service quality in the Internet shopping mall have
positive effects on customer satisfaction and repurchase intention through the survey data
analysis. Among the five factors of service quality in the Internet shopping mall, except
assurance, the positive effects of tangibility, responsiveness, empathy and reliability on
repurchase intention are statistically significant. In addition, we found mediating effects of
customer satisfaction in the Internet shopping mall on the relationship between service quality
and intention to repurchase.
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Table 1. 5 Dimensions of Service Quality
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Dimension of Service Quality

Definition

Tangibles

Reliability

Responsiveness

Empathy

Assurance

The physical facilities, equipment, appearance of personnel

The ability to perform the desired service dependably, accurately,

and consistently

The willingness to provide prompt service and help customers
The provision of caring, individualized attention to customers

Employee’s Knowledge, courtesy, and ability to convey trust and

confidence

Source: Parasuraman, A., V. A. Zeithaml, and L. L. Berry (1988)
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Fig. 1. Research Model

Tangibles

Reliability

Satisfaction Repurchase

Assurance

Empathy

{ Responsiveness } Customer Intention to

H2-1, H2-2, H2-3, H2-4, H2-5

Oliver(1993)+= #Hi19] Aol At o] Oliver(1980)= 117§ wk=o]| 17 L)
Lo kS nA= FQ ¥R 17 uES Biteof aFe mx|w, o] Sk Effe= Atul
AABHATE B3] olEYl 4E 9 Alo|EQ] OJAte] dake mAAl Hokar =4skeiek 11
MulA ZRe AYta o)we] mlo LA 2]al Oliver and Swan(1989)9] 9= Al
oJekS w2zl 4~ QJtMInnis and La Londe, A Eal QIEUL AfH|e] o] iz v
1994), wlebd] cheat e b s o P SIEel SEE ok s

Zugsolct, ettt 2o shae A9

. - SHih
H2 QIEYL £3g50) AfH)2 22 Aol
T

. ooo—m_ 6= i/\ H3 117) ubzo zjtn) ojizof 24 #o] o
H2-1 38 Al elmol 34 o ko m3 ol

fz,; u]2 Zlojct.
H2-3 SopAL. zjotn)] oo A A0l o 2 =X
CRERC R S IV Ar= T
@2 u]d Ao},
H2-4 S8 Aot ofmmof S7g 419l < 1. #W<gre] =24 Aol gl =4
%2 ]2 Zlo|ck,
H2-5 39782 Akl ool 3784191 & AH| 2 222 3 o nt 77 g7 E
g2 v Aol A2 olgslo] A3, Parasuraman,



110 ouzYAaT 4108 A1s 20199 039

Zeithaml, Berry(1988) 4! Jarvenpaa and
Todd(1997)9] A5 L= Hi 5 7N
wshelch, 41 994e] A9t AAE Wel,

o ey 52
o}

Table 2. Survey Items

B 5, 1A Al et ¥hE, 19
o} AR = B2 R 47 PO

I 9F0] A= Nam Seung-Kyu(2001)
5 g 74 ee
A olgalo] Sgelalr), a7 A4le] 7
o) solol ojet vl w4 Tl v, 17 A
o] el B B8 RS 4GB

THdateleh At olk+= Fornell(1992) 4l
Oliver(1999)9] A= Zkxsto] o] 85k ¢l
Ul fegmol el o2} g, Al=R), ok
Aol g A 5 Eakel ) GEom 24
shlck, A dEEel] it e oY

(Table 2)of He|=lo] QJck.

i)
s
=
o
=
&)
B
>
1o
2
il

Construct Number of Items References

) Parasuraman et al.(1988)

Tangibles S Jarvenpaa and Todd(1997)

A~ Parasuraman et al.(1988)

Reliability S Jarvenpaa and Todd(1997)

Responsiveness 5 Jarvenpaa and Todd(1997)
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Table 3. Summary of Demographic Variables

24 9% 2 A7 9 WAL 9F 111

Group Freq. lz;:); ?%P) Group Freq. l(D,,Z; (()%P)
Sox Male 190 386 386 1~2 34 6.9 6.9
Female 320 614 100 # of Intenet  3~6 88 179 248
20’s 235 478 478 Usage (week)  7~10 147 29.9 54.7
30’s 194 394 872 10~ 223 453 100
Age 40°s 48 98 97 ~1hr. 53 10.8 10.8
50’s 14 28 998 Intemet Usage 1~2nr. 216 439 547
60’s~ 1 02 100 Hours 2~3hr. 115 23.4 78
High School 40 81 8.1 3hr~ 108 22 100
University 396 80.5 88.6 Internet Exp. 479 97.4 97.4

Edu. Shopping
Master 54 11 99.6 Experience Inexp. 13 26 100
Ph.D. 2 04 100 The amount of 1~90 127 258 258
0-450 4 89 89 Internet ~ 100~170 191 388 646
ncome 451850 127 258 348 Sh°p“‘;g‘r?thby 4 180~330 122 248 894
(Th-ous-and, 851-1250 164  33.3 681  (Thousand, 340~850 39 7.9 97.4
Wo-n) 42501700 401 211 892 Won) 850~ 13 26 100

1700~ 53 108 100

FAE = Zlem dtt
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Table 4. Results of Factor Analysis and Cronbach’s Alpha Test
F1 F2 F3 F4 F5 F6 F7 \‘j'agliz Cr‘;{‘lgﬁ;h S
Reliability1 0.815 0.023 0.125 0.069 0.211 0.174 0.034
Reliability3 0.778 -0.015 0.159  0.198 0.173  0.011 0.213
- 2.839 0.857
Reliability2 0.729  0.071 0.26 0.227 0.229 0.165 0.125
Reliability4 0.706 -0.005 0.317 0293 -0.112 -0.001  0.057
Assurance?2 -0.051  0.857 -0.046  0.002 0.047  -0.022 0
Assurance3 0.018 0.854 0.033 -0.012 -0.051 -0.058 0.004 D835 Dl
Assurance1 0.067 0.827 -0.064 0.041 0.033 -0.089 0.068
Assurance4 0.02 0.767  0.038 0.038 -0.137 -0.033  0.007
Tangibles2 0.159  0.034 0.84 0.16 -0.041  -0.009 0.083
Tangibles1 0.189 0.028 0.818 0.179 -0.071  0.083 0.12
_ 2.784 0.82
Tangibles3 0.156 -0.021 0.709  0.062 0.205 -0.007  0.081
Tangibles4 0.165 -0.104 0.696  0.033 0.291 0.183  0.026
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Repurchase4  0.168 0.052 0.11 0.777
Repurchase3  0.137  0.086  0.107 0.76
Repurchase2 0248  0.039 0.138  0.731
Repurchaset  0.116  -0.166  0.131  0.584
Responsive3 0.105 -0.036 0.102 0.164
Responsive2 015 -0.056 0.168  0.164
Responsive4 0212  -0.068 0.02 0.263

Empathy2 -0.016  -0.131  0.032  0.006

Empathy5 0.033 -0.043 0.072 0.117

Empathy1 0.241 -0.018 0.053  0.131
Satisfaction2 ~ 0.211  0.084  0.208  0.169
Satisfaction1 0.337 0.076 0.231 0.347

0.22 0.113  0.068
0.268  0.056  -0.063

2.606 0.788
-0.068  0.069  0.171
0.256 0.16 0.314
0762  0.211 0.083
0.702 0272 -0.227 219 0.747
0.673 0.08 0.327
0.131 0.814  0.016
0138 0772  0.029  2.045 0.705
0.117  0.704 0.01
0.019  0.057 0.824

1.29 0.607
0.353  -0.073  0.459

V. 7t AA

T 7hde AAs] sl el
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Flof &= SPSS 24,02 ARSI AU
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(Causal step strategy)e}ille sl=d] A <]
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7VA1-5%= B ghol 0.134% velyton 804
0] p<0.001% LR} el Qley, S41d
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Table 5. Results of Hierarchical Regression Analysis

Tangible Contents t Statistic
R’=0.134

Phase1 Tangibles — Repurchase ¢=0.366 8.697*** Adjusted R%=0.132
F=75.645""*
R®=0.190

Phase2 Tangibles — Satisfaction a=0.436 10.734*** Adjusted R*=0.189

F=115.225"**



Phase3

Reliability

Phase1

Phase2

Phase3

Responsive

Phase1

Phase2

Phase3

Assurance

Phase1

Phase2

Phase3

Empathy

Phase1

Phase2

Phase3

339

Tangibles — Repurchase
Satisfaction — Repurchase

Contents

Reliability — Repurchase

Reliability — Satisfaction

Reliability — Repurchase
Satisfaction — Repurchase

Contents

Responsive — Repurchase

Responsive — Satisfaction

Responsive — Repurchase
Satisfaction — Repurchase

Contents

Assurance — Repurchase

Assurance — Satisfaction

Assurance — Repurchase
Satisfaction — Repurchase

Contents

Empathy — Repurchase

Empathy — Satisfaction

Empathy — Repurchase

Satisfaction — Repurchase

9 492 $90] 14 93 2 A7 9P AL 4T

¢'=0.166
b=0.458

p

c=0.512

a=0.554

¢'=0.315
b=0.356

c=0.498

a=0.392
¢'=0.343

b=0.396

c=0.25

a=0.101

¢'=-0.029
b=0.534
B

c=0.284

a=0.134

c'=0.217
b=0.501

3.952***
10.929***
t

13.198***

14.738**

7.186*
8.134*
t

12,717

9.442*

8.86"*
10.242***

t
0.559

2.256"

-0.749
13.856***
t

6.568***

2.995"

5.806"**
13.405***

R?*=0.304
Adjusted R*=0.301
F=106.688

Statistic

R%=0.262
Adjusted R*=0.261
F=174.189**

R%=0.307
Adjusted R®=0.306
F=217.196***

R°=0.35
Adjusted R°=0.348
F=131.757

Statistic

R°=0.248
Adjusted R%=0.247
F=161.724**

R?*=0.154
Adjusted R%=0.152
F=89.143**

R%=0.381
Adjusted R%=0.378
F=150.451

Statistic

R?=0.001
Adjusted R*=-0.001
F=0.313

R%=0.01
Adjusted R®=0.008
F=5.089*

R%=0.282
Adjusted R®=0.279
F=96.210***

Statistic

R%=0.081
Adjusted R%=0.079
F=43.134**

R*=0.018
Adjusted R%=0.016
F=8.970**

R*=0.328
Adjusted R%=0.325
F=131.757

Z5: #p (0,001, *p €0.01, *p € 0.05

nAgSo] At olme] wAlt ok

Uopr] IRk 7Hd3e] 4e- 8 71 0.531(p<0.001)
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Table 6. Results of Regression Analysis

Satisfaction Contents

t Statistic

Regression Satisfaction — Repurchase

0.531

R?=0.282
13.858 Adjusted R?=0.280

= *expy <0.001, *n <0.01, *p <0.05
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