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Abstract The objective of this study is to verify the effects of shopping tendencies and information
search on the shopping mall satisfaction and repurchase intention of fashion clothing consumers at
this point in time when the mobile shopping has been routinized. To verify this, this study selected
male and female university students with experiences in purchasing fashion clothing in mobile
shopping mall within the last one year as its samples. For the verification of hypotheses, the factor
analysis, multiple regression analysis, and simple regression analysis were conducted. The results of this
study are as follows. First, the shopping tendencies of consumers who had experiences in mobile
shopping included the economic shopping tendency, entertaining shopping tendency, convenient
shopping tendency, and trend—pursuit shopping tendency. Second, the convenient shopping tendency,
entertaining shopping tendency, and economic shopping tendency of consumers’ mobile shopping
tendencies had positive effects on the mobile shopping mall satisfaction and repurchase intention.
Third, the information search for purchasing fashion clothing in mobile shopping mall had positive

effects on the shopping mall satisfaction and repurchase intention.
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Table 1. Mobile shopping propensity factors

Measurement Factors commonality
item 1 2 3 4
V2_11 .801 114 073 188 672
V2_13 .800 .010 164 158 701
V2_12 764 073 243 —.042 652
V2_14 .679 238 —.044 187 548
V2_10 .078 .856 192 .108 759
V2_8 128 .828 183 .045 746
V2_9 144 .816 122 102 .650
V2_4 .096 143 .864 .036 787
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V2_2 .200 120 .793 —-.033 710
V2_3 .062 218 .760 117 .636
va2_7 131 132 .080 .896 .813
V2_6 .230 .084 .019 .874 791
Eigenvalue 4.873 1.822 1.517 1.140
Dispersion(%) | 34.808 | 13.015 | 10.836 | 8.146
Cumulative - -
Dispersion(%) 34.808 | 47.823 | 58.659 | 66.805
Cronbach a 795 .823 .760 715
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Table 2. satisfaction factors

. Factors .
Measurement item 1 commonality

V3_l .836 .699

V3_2 .892 .796

V3,3 .897 .804
Eigenvalue 2.300
Dispersion(%) 76.650
Cumulative Dispersion(%) 76.650

Q8N Axs MAuRw A HEAY
Kaiser—Meyer—Olkin S5+ 71302 ey oH
Bartlett®] 7% A4S »>2 258.002(df=3, p<.001)
2 UeEPdth 355 998 174 Yehtr)ol] Wele]
A HASA e gles glsksith

4.1.3 ATl o= 81w

Q8N Axs MuRy I HEAY
Kaiser—Meyer—Olkin X+ 75422 Eon
Bartlett®] 734 742 x> 386.733(df=3, p<.001)
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S

Table 3. repurchase intention factors

. Factors .
Measurement item 1 commonality

V4_1 915 .837

V4_2 .928 .861

V4_3 912 .832

Eigenvalue 2.531

Dispersion(%) 84.352
Cumulative Dispersion(%) 84.352
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Table 4. The effect of mobile shopping propensity on
shopping mall satisfaction—regression analysis

N()l? . Stan@ardl Multicollinearity
Ind dent standardization | zation statistic
B Z?'eartl)leen factor factor t
vari S
B Standard 8 Toleranc VIF
error e
economic

shopping 125 .062 139 | 2.014x .758 1.320
tendency

ntertaining
shopping 213 .062 240 ]3.429#x| 740 1.351
tendency

convenient
shopping .350 .093 261 [3.769%xx| 753 1.328
tendency,

trend —pursuit
shopping .098 .058 112 1.688 .829 1.207

tendency

F=20.698, p<.001 / ##+p<.001, *+p<.01, *p<.05
R= .548, R*= .300, 4% R2= .286, Durbin—Watson= 1.819
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Table 5. The effect of mobile shopping tendency on
shopping mall repurchase intention—regression

Meyer—Olkin X+ 60522 Vel o H Bartlett2]
TEHA 1AL 2 74.327(df=3, p<.001)Z YERSITE
F=H 802 N2 Yehskz]e] WRle] el 5ol

A Rt g Besr,

Table 6. information search factors

. Factors .
Measurement item 1 commonality

Vi_1 .609 .780

V1_2 524 .651

V1.3 657 822
Eigenvalue 1.709
Dispersion(%) 56.849
Cumulative Dispersion(%) 56.849

4.2.2 AREAo] &P E W 0| X]= Fgk
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Table 7. Regression analysis of information search on
shopping mall satisfaction—regression analysis

analysis
Non standardization [Standardiza]
Non Standardil L . Independent factor tion factor Durbin
standardization | zation Multicollinearity variable Standard t —Watson
Indepgndent factor factor ¢ statistic B error B
variable Standard information _
B orror B Tolerance] VIF search .557 .078 453 7.108%x% 1.819
economic F=50.525, p<.001 / ##xp<.001
shopping 173 .055 196 | 3.140%+ | 758 | 1.320 R= .453 Re= 205, =45 Re= .201
tendency

entertaining
shopping 222 .055 255
tendency

4.029%x| 740 1.351

convenient
shopping 488 .083 .370
tendency,
trend—pursuit|
shopping .035 .052 .040 .669 .829 1.207
tendency
F=26.222, p<.001/ ##p<.001, **p<.01, *p<.05

R= .655 Rz= .429, =A% R2= .417, Durbin—Watson= 1.870

5.905%#x| 753 1.328

12 REA] &8 WEES) A7) o]
A= g

4.2.3 JEEA] A7l o= mA= G

Table 8. The effect of information search on shopping
mall repurchase intention—regression analysis

Non standardization [Standardiz
Independent factor tion factor . Durbin
variable B Standard 8 —Watson
error
information | 54, 078 A68 | 7.413%x | 1.870
search

F=54.958, p<.001 / ##*p<.001
R= .468 Re= 219, 4% Re= 215

e Bl7kEAe] 7FsekA] E]1s17] 218le] Durbin—Watson

=

2= RIS 1 A3} Durbin—Watson®] k] 1.870%
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