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Abstract

Purpose: In this study, with the transaction amount of foreign direct Purchase and foreign direct sales increasing, South Korea is in a
situation where foreign direct sales are focused on China. We looked at the impact of consumer innovation and site characteristics on re-
purchase ability among the characteristics of overseas direct purchase consumers as a way to make direct overseas sales to various
overseas countries. Research design, data and methodology: Consumer innovativeness consists of four variables: functional,
hedonistic, social, and cognitive, and the site characteristics consisted of four variables: product price, product assortment, convenience,
and service. The study was conducted on consumers with foreign direct purchase experience, and was finally used in 252 additional
analyses. Results: The main findings of this study were first, that the impact on the degree of re-purchase among consumer
innovativeness of foreign direct purchase consumers had a significant impact in the order of cognitive innovativeness, hedonistic
innovativeness, and functional innovativeness. Social innovativeness did not affect the degree of re-purchase. Second, site
characteristics have been found to have a significant impact on the degree of re-purchase in order of product assortment, commodity
price, and service. Convenience did not affect the degree of re-purchase. Conclusions Taken together these results can be called the
biggest characteristic of the cognitive innovativeness of the consumer's inclination to use the overseas direct purchase, the price or quick
response of the goods sold on the site is a factor that affects the re-purchase, above all it is important to have a variety of products. We
will present this element as a way to make direct sales abroad to various countries. In addition, foreign direct purchase is a lot of
transactions in China, the United States, EU, but the share of China is high in foreign direct sales, and the U.S. and EU have a very low
performance, it is important to consider the reasons why they prefer Korean products in China to study the social and cultural
characteristics of U.S. and European consumers in the future, and to support and active marketing that companies and sellers can
increase sales.
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A Study on Effects of Repurchase Intention of Consumer Innovativeness and Website Characteristics: Focused on Consumer of
Overseas Direct Purchase
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Overseas Direct Purchase for the 3rd Quarter by Year
(In Millions of Korean Won)
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Figure 1: Overseas Direct Purchase for the 3rd Quarter
by Year (KOSTAT, 2020).
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Figure 2: Overseas Direct Purchase Transactions by
Major Country in the 3rd Quarter of 2020 (KOSTAT, 2020).
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Overseas Direct Sales for the 3rd Quarter by Year
(In Millions of Korean Won)
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Figure 3: Overseas Direct Sales for the 3rd Quarter by
Year (KOSTAT, 2020).
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(In Millions of Korean Won)

1,456,338

u China
53,052 2US

= Japan

42,404

Figure 4: Overseas Direct Sales Transactions by Major
Country in the 3rd Quarter of 2020 (KOSTAT, 2020).
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Figure 5: Overseas Direct Transactions 3Q 2020
(KOSTAT, 2020).

ZAIEUNIPASS, 20202 =58 Xt22 ECfZ, e XF
Tojet siel AF FOiel FR Ha=7tel o=, F= 2=<
=7t 2 SN HLHEH S22 2 I7tE YUY
St 22%ELt SHIETE So +UFH| SHE0| 283%=
108 Ol S7IUCE 0|22 Xl S=22RH XY Fisl=

HOELC 0= I7tE +YAH2 -105%
HACE sHAXT



32

4729 QoM 581 o= 231% FIHMCE O] X 740l9|
LEHE  SHlElF AHzido] sott Zio|n CHE FA
I7IE0te o2 SZE FEIE 201 QUck

sfel EE FOf iAol H|FO| FHE ZFZ2 siel XA
EHOjAME 2 HIES =
42%)1F Y2(-255%)2| ofie| =T TOjHo| ZfATH A= Hioi2
SZoZo| mfHe 105% S7IMoH, 22 7|2 HA|

S7tE0| 27%2! 2t H|uoHH S=2=29| o] A EHOjH4o)

o

2 3782 mes] PEY 4 ULt =9 20204 327)0f
QUETORRE AHT HeYAo| 24389 AL HS
sHelximmofey2 326% Z7RHOLE 972l 2Aoj

HES7|ChH
=

KL §= A2 sfe/AFHoi7t &=, Ol 220 XN
t

0
ful
rir
Pl
njo
HT
2
Ay rlo
[

[
>
o

m

m
0x
on
2

H

_<')_|-

%
41
N
-+
Mo
el

rob > oo
o mjo
&

rir
32 b

0 =

2
m
ot 0x

bt
rH

He

[im

]

o ofy
H

B>

o

_?|_

i

i

o>

|o

Hu

rot

e 4
>

o

10

St

o

A

-

.,_
T
k3
Ok

e
o
Ral
10

ot
©
AN
-
lo
o
olo
fo
re
%
B>
o
_>'-|_

m
2
-+
e
mjo
Ot

.l

£ &

1990 R ARE SHR EEol FTo| ALk
F22 Qg 7 AHXES ohmel i AELAO
A1, st=o| mfd
oW, F= AT TES i 7|YE0| 1ES| 2
ZACHShen, 2017). sHQIZTF= 74Ql0| sHe A+E=S 0|83}
7 2 Ao £3hs Az

= HrAlof| M2 Xpo|FOo| EXHsIH, sHelZITL0|A HO|=
2H|XFEGO0] EXHSHEHKIm & Lim, 2015). Park and Yang(2013)2]
AN S= 200H AH|XFSQ| HHE Mz 0| Fes 0Xl=
Gilde MEQ Toiozof FEE D|Xl= aoloj2tn SHRACE
lee and Park2015)2] ATOM= =UHF Sl TXRAHEY
AHAE M2 FO{o|E, MXFMAHZOIM| AH|XIO| DS
2018 MOIE 74, E& HI, FE2oE Hold, ZHd, Ay,
DZMH|AC| 6700 ROI02 HIMEAMSIHOH, 0] = AO|E
T, dEAMs, ZFd, Fol = dS0M  gelst Xo|E
U, =Y 4EE 0|8 Al ZHdn Fof = HSOM O
UHELE HO|H, siel 4WE 0|8 Alol= AO|E Fdut
H& flo] R =2 X0lE ERLL Kim and
Chung(2016)2| ATOIM = SHelZTe| E4S AH|A SEELE,
X|ZE flg, 2H|7kK|, O] AX)ut AO|E EGMESTA, M2,

E

1
0
Fmo rr mp £ rot du rr

=]
==

b

> e

o ox
o
T
|-I'|-|
In
2
)
ro
rx
for
H
N

> 0|.n
>

S HiHr o
2

HL rlo ™ o

=
=
=3
~
o

A Study on Effects of Repurchase Intention of Consumer Innovativeness and Website Characteristics: Focused on Consumer of
Overseas Direct Purchase
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Table 2: Convergent Validity and Reliability

A Study on Effects of Repurchase Intention of Consumer Innovativeness and Website Characteristics: Focused on Consumer of

Factors Item St.Est. S.E. CR AVE Cronbach’sa
Vi 0.726 -
V2 0.825 0.087
Functional Innovativeness 0.861 0.608 0.821
V3 0.768 0.088
V4 0.746 0.088
V5 0.777 -
V6 0.820 0.082
Hedonic Innovativeness 0.897 0.686 0.868
V7 0.786 0.071
V8 0.778 0.079
V9 0.741 -
V10 0.812 0.095
Social Innovativeness 0.876 0.640 0.883
V11 0.846 0.092
V12 0.834 0.091
V13 0.804 -
V14 0.820 0.067
Cognitive Innovativeness 0.881 0.649 0.870
V15 0.823 0.072
V16 0.732 0.068
V17 0.737 -
V18 0.849 0.094
Product Price 0.857 0.603 0.815
V19 0.717 0.098
V20 0.626 0.098
V21 0.744 -
V22 0.640 0.095
Product Assortment 0.860 0.609 0.805
V23 0.823 0.097
V24 0.656 0.095
V25 0.699 -
V26 0.762 0.100
Convenience 0.854 0.594 0.811
V27 0.714 0.108
V28 0.714 0.113
V29 0.802 -
V30 0.819 0.080
Service 0.855 0.597 0.852
V31 0.714 0.085
V32 0.676 0.071
V33 0.750 -
V34 0.849 0.072
Repurchase Intention 0.866 0.621 0.798
V35 0.802 0.077
V36 0.590 0.085

Model Fit

X?=906.443(df=552, p=.000), CMIN/DF=1.642, GFI=0.939 TLI=0.919 NFI=0.939,

CFI=0.929, IFI=0.930, RMSEA=0.051
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Table 3: Discriminant validity

Constructs 1 2 3 4 5 6 7 8 9
Functional Innovativeness 0.608
Hedonic Innovativeness 0.483 0.686
Social Innovativeness 0.609 0.644 0.640
Cognitive Innovativeness 0.694 0.592 0.697 0.649
Product Price 0.16 0.338 0.198 0.158 0.603
Product Assortment 0.25 0.459 0.325 0.256 0.472 0.609
Convenience 0.456 0.327 0.354 0.381 0.276 0.422 0.594
Service 0.377 0.179 0.277 0.325 0.229 0.193 0.558 0.597
Repurchase Intention 0.414 0.626 0.507 0.522 0.433 0.59 0.417 0.251 0.621
Note: The square root of AVE
43. 7F4AH= Estimate=-0.144, t-2t=-1.532, p>005(0.125)2 7|Z=| ATt 7Hd1-49
QR S WPz Y2l SS olE Aolth=
JAADHO| HEE(Model Fits CMIN/DF=2272, GFI=0980  Estimate=0264, t-g% =3957, p<00012 RHEAE|QUC} ofQ|ZIFo]
AGFI=0944,  TLI=0954  NF=0987, CFI=0967, IFI=0968, MTOi2/=0f Y& F= QA2 'AOIE EH2 M0 =0f
RMSEA=00712 LIEfSton Yot sxoz LD d2ln F+el IS 0jE 2 OIEr 2h= 7hd2o| HEZt= Chaat 2Lt
EZE3L Q0 MK ZF 05 O[M0|1, CHEE AmX|sMOs 7219 &F7H42 Moo= Fwel s ol
L 04 O|M0| LIQICE BHESE 52 2A8E ATyt 2 2= AO|Ch'E Estimate=0271, t-44=3.142, p<001=2 LIEHL} R{EHE|RACE
QCt=s ZHoz HoIgQlon, ol RAxpHe FEMozm  JHH2-2Q HETME RjFOfo|zo] F+el Jres 0O/E
RHEH | ALY, Z{0|CH= Estimate=0.370, t-2t=4141, p<00012 AEAE|ACE. T}A
<Table 4> PEYHARHO| K| Zut gto|ct sfelxqel  2:3¢ Hog2 MO0 F(+)2 FFs DIE AOIth=

o —
Hroelzol  Yge Fe  goo=
Trojelsol  Hwel @ze 0
A==

Mrofel=o] el FeE

AHTE AL
zolckats 719
7155

O/& ZO|Ct= Estimate=0.165, t-

Estimate=--0.101, t-{=-1.335, p>005(0.182)Z 7|ZtZ|RUCt 7} 2-
401 'MH|AE X{FOHe|=0f H(+)o| FyeS O/
Estimate=0.161, t-Zf =3684, p<o.oo1§ HEHE|RACE T
SHRIZITH AO|EQ| THFORC|=0f FES I3|th= 29 & J|8%,

2t=2664, p<0012 LIEFL} AHEHE|QICE  7pM1-2Q0 #2t®  EE, QAXH HAd2 MY, AR/H dHud2 7|2 ALt

SAge  MPMEO  Fwel FF2 O Aojche  MOE S8 F 4B S4BT, MHaE MHE9lL

Estimate=0.174, t-3t =2083, p<0052 MEHE|QICE 7Hd1-391  H2Y2 7|ZHE[RAC

Al sAge KPojel=ol Fel FFe DjF Holche

Table 4: Discriminant validity

Hypotheses Estimate S.E. t-Value p-Value Result

H1-1: Functional Innovativeness -> Repurchase Intention 0.165 0.062 2.664 0.008 Accepted
H1-2: Hedonic Innovativeness -> Repurchase Intention 0.174 0.084 2.083 0.037 Accepted
H1-3: Social Innovativeness -> Repurchase Intention -0.144 0.094 -1.532 0.125 Rejected
H1-4: Cognitive Innovativeness -> Repurchase Intention 0.264 0.067 3.957 *kk Accepted
H2-1: Product Price -> Repurchase Intention 0.271 0.086 3.142 0.002 Accepted
H2-2: Product Assortment -> Repurchase Intention 0.370 0.089 4.141 *kk Accepted
H2-3: Convenience -> Repurchase Intention -0.101 0.075 -1.335 0.182 Rejected
H2-4: Service -> Repurchase Intention 0.161 0.044 3.684 *kk Accepted
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