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Abstract

Fashion vertical platforms offer various content and events to consumers and
have established a strong customer base. Especially, they cater to the
sensibilities of young customers. This study analyzed the characteristics of a
sensuous fashion vertical platform, which enhances expertise and provides
customized services. In addition, this study aimed to find out whether
consumer innovation modulates the relationship between fashion vertical
platform, platform satisfaction, and continuous shopping intention. An online
survey was conducted targeting consumers in their 20s and 30s who had
experience using fashion vertical platforms, and 222 samples were analyzed.
Factor analysis and structural equation model were analyzed using the SPSS
29.0 and Smart-PLS. Smart-PLS analysis results showed that exclusivity,
convenience and informativeness did not directly affect continuous shopping
intention but showed a complete mediating effect through platform
satisfaction. Both the high and low innovative groups demonstrated significant
effects of exclusivity on platform satisfaction, and platform satisfaction showed
significant effects on continuous shopping intention. A high level of innovation
among the consumers showed significant mediating effects on exclusivity,
personalization, and continuous shopping intention, as reflected by information
on platform satisfaction, and low level of innovation among the consumers
showed significant effect on convenience. This study’s findings highlight the
importance of enhancing exclusivity, convenience, informativeness, and esthetics
in fashion vertical platforms, and improving platform satisfaction. These findings
will be used to develop marketing strategies that can lead to continuous
shopping intentions and provide opportunities for the industry.
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L M2 Al Z3Ee] EA9 JdsKpersonalization)?t =H4
(exclusivity)& F=ote] A HEA EHEY E4& U
Aol AHAFEL 221 9 HHMY {EA o] s AtY o] Mozt gk 2 A= i wEE EHES EA
T BREoA @FHE gAgt suolgar ggiet sid T A&H £POE Aol EHE RHES] wiaTE ¢
EAFY ot WAL [ vefsHA Agtekal glew, % Fotuzt sflom, ofeRt BAlA Anlzt P44 24
oML A SREL HEF A9 ERE ATS ARESH BRE gotR At siglh s HEE EE EAS 54
o] ®leta Qe HEE EAF(vertical platform) Z11 o= AHAS] ZE WEA AE5H AgoLete] WAE
T2 2Q1 FEo] HAE R EAFoR V1E EF Hr Yobg o2y 7|E AFE Fote] Ted, AFH AAR
ARl v& FHe Fol 29ots EHES Koth o)y < Aot opH, 7 Ao AdE Bl #4 HeA
g HEE EHES EAS HiEeR fd HEE Z9E ZHE B4 Q455 ol8dte] AHAY] EF vET} A
(fashion vertical platform)2 54 AEw-& o5 &4 £4 4395 s =9 4 e ARY vHA" d=E AT
< Eo|al AR dAgd], TRk BIE olnjz], &2 Stuap gk AR F4149] Ao wpE B4 AjolE &
A4 & AEsste] 29tk i HEZE ZEAEL2 ofEE A2 a3 nA" HEoln, Y44 wE ZpolE
£ SRE AT AT 4 Qe 2R ZHxe) oJHIE, AFEE Sofl o wWEE EE 719 A"l ot
ZotE, 54 BHC 9 AES U™ 4HRR AARE AlEStAL shlet. E3t HiA HElE E2E ARG
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ot ShAgt oA HEld EE-2 Al 7|&F HldolE Y&
< 53| AHRte] Fujelmetl ke nlelety, siqlel Al
o #E A FH2E FHsin A4 7Kg FEAYIE
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2002; Li, Kuo, & Rusell, 1999). ZE w=a} 244 &
Wolz o] TAS r;}* 7S AmE At Huh(2013)9
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Figure 1. Research Model and Hypothesis
(drawn by the authors)
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n|z|et A& Algste] @A Hegd EAFe] it AEd (11.3%) +=o2 Yepyltt. 4 HeZ E8E o8 542
A ololg FIA ST B AFE F 22200 AR AE W), AE YR SUGTEN, T& olf
A& Aol AHgstott. Agel AMeE oA HEd Z2E (18.5%), 718H0.5%) w22 et i HegZ S2iE o]
© BAAL WZAL 29em, EQL, ofolEel, slolx 2Eel, At o geln AE 53 BHo2 WEs: AL
A4, HAGOZ Uit  IeAes 4L 24 g 4 ok &R A 0] 2EEIE gotly] §
St At oA (55%)0] HAA5%) Hrh werow A= slo] Z94(median)ZHel  3.008 7|1FC R dlo] gAlAo]
25~2941(33.8%), 30~34M1(31.5%), 35~3941(23.4%), 20~24A| Lo OFL F 1199, W2 OEL 1039or FES9h
Table 1. Verification of Measurement Moael
Factor name ftem Facor — \p o a Crombachs i
loading @
This fashion vertical platform is easy to order. .872
Convenience  This fashion vertical platform can use a variety 843 635 629 729
835
of payment methods.
This fashion vertical platform provides the
Information information | need. % 869 713 699 768
The information provided by this fashion ’ ’ ’ ’
. . 854
vertical platform is easy to understand.
This fashion vertical platform has a neat
. 775
design.
This fashion vertical platform has a high-end 769
Aesthetics design. : .838 723 712 .634
The design of this fashion vertical platform 842
matches the characteristics of the platform. :
This fashion vertical platform offers exclusive
.703
products.
Exclusivity This fashion vertl'cal platform is a special 837 834 729 705 627
professional platform.
This fashion vertical platform offers rare
.830
products.
This fashion vertical platform recommends
) . 794
products | was interested in.
Personalization This fashion vertical platform suggests 852 87 769 769 684
recommended products that suit you.
This fashion vertical platform provides the
. . .834
information | want.
| am currently using many new products. .860
| like trying new products before everyone else
_ Consumer does, 804 g5 764 748 664
Innovativeness ; -
Sometimes people ask my opinion about a
778
new product or brand.
This fashion vertical platform is reliable. 833
Platform This fashion vertical platform provides reliable 352
atisfaction products. - 843 730 719 643
Transactions on this fashion vertical platform
713
are stable and secure.
) | intend to shop and purchase through this 912
C%”“”F‘OUS fashion vertical platform. ' 900 - 78 81
shopping | will continue to use and shop on this ' ' ' '
intention .897

fashion vertical platform.
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4, 2HE0| MRS} Efcte

2 A7 AR S T A=det e A
o AE4dS HEe 23 Cronbach’s 2 %% .629 o4
o2 Uehgon ESARE(CR) %}fﬁ .834~90022 L}t
- Alg Aol AFE S ZF §g ”44#?% JJr &‘ﬂZ

HeRE el gEsige waRRy dgs d
HTMT %37} 282~ 868 urE}L}
BAPE ol gFEct. A

1. TR BEIE BUE 20| BUE DI 4

£FO|T0f| 0j2j= T

2 ATEe 4 HEE ZRE a4t AHRte] ZRE
Z3t 244 ayolie] w2 Jgt ZRHE T oA
S5 gothy] 5 FEAEDW HHS AAstoH,
ZARE AdR= Table 201 AlASHATE AE%H
HE EHE 8491 HoH(4=218, =3.550, p<.001), &
BA(£=182, =3.065, p{01), AulA(£=198, =2.775,

Table 2. Hypotheses Testing Results

pLOD), ZAA(#=217, =3.826, p<.001), 73K £=180
=2.735, p{0]) B5F ZHF =Eo fot g njHe
o, 1% HolgTt Exdo] ve & 9T vAE AL
UeRdth mebA ZHd1-1, 1-2, 193, 1-4, 1-5% 2%
et ol2igh At EE | ookt E4o] ERE Wt
Zof frolgt 43S Atk Agat At Zom(Kim
et al,, 2021; Wu & Hwang, 2018), o4 ®Ee|Z ZiEo
Bl EAo] Z;E o] oS At 4TS wA1
A HEF S0l AlFcke AR, 4ln
5ol AHRRe] ZHRE fhEe] YL wHtE AL & £
otk Eet A HEld ZRE EAo] A&7 anore
e gre AnE AR AnA(£=191, <2292,
pC05)T HRIBH £=232, =2.960, pKODE A&H &3 o]
T fot d%e miEen HAA(£=111, ~1.861,
.05, BRA(£=-020, =0.324, p).05), ZAX(£=048,
=0.892, p.05)2 A FF= vAA otk whbA 7t
A3-3, 3-5% AEE|glon JHa3-1, 3-2, 3-4% 71ZHE|g]
HFE(£=340, =4.355, p<.001)°] 1+X4

rl
)
=>*=' fu

X
o
B
>
=)
[>

Structual paths Path coefficient t
Convenience—PS 218 3.550% %
Information—PS 182 3.065*
Aesthetics—PS 198 2.775%x
Exclusivity—PS 217 3.826%**
Personalization—PS .180 2.735%x
Convenience—CSlI AN 1.861
Information—CSl -.041 .652
Aesthetics—CSI 191 2.292+
Exclusivity—CSI .048 .892
Personalization—CS| 232 2.960**
Platform satisfaction—CSl .340 4. 355%*

*p<.05, **xp<.01, **xp<.001

Note: PS= Platform Satisfaction; CSI= Continuous Shopping Intention



AT - ojsll / M HEIZ EAE &Y SUE WF0| 0HERIL AH|2} FHAldo| 2HGW} 45
Table 3. Mediating Effect of Platform Satisfaction
Structure model paths Path coefficient t
Convenience—PS—CSI .074 2.780%*
Information—PS—CSlI .062 2.427%*
Aesthetics—PS—CSI .067 2.085%*
Exclusivity—PS—CSI .074 2.786%*
Personalization—PS—CSlI .061 2.336%
*0<.05, **p<.01
Note: PS= Platform Satisfaction; CSI= Continuous Shopping Intention
Table 4. Structural Path Coefficients According to Consumer Innovativeness Groups
Path coefficient t
Structural Path High Innovativeness Low Innovativeness  High Innovativeness Low Innovativeness
Group Group Group Group
Convenience—PS 107 .365 1.305 4.203%%%*
Information—PS .250 .066 2.979x~ 767
Aesthetics—PS .203 .185 2.149% 1.872
Exclusivity—PS .264 A7 3.413% %% 2.093*
Personalization—PS 214 155 2.750%* 1.502
Convenience—CSl .108 .085 1.292 916
Information—CSl -.162 .047 1.699 534
Aesthetics—CSlI .149 213 1.529 1.642
Exclusivity—CSI -.084 .089 1.121 1.176
Personalization—CSlI 213 238 2.232% 1.832
Platform satisfaction—CSI 532 248 4. 855x%%x 2.447+
xp<.05, **pd 01, *%%p<.001
Note: PS= Platform Satisfaction; CSI= Continuous Shopping Intention
AWE WO mHETE gobEsten, AF= Table 33 2. AH|ZF Aol MG}
2t} A7 A "WoX(£=074, =2.780, p<01), HHA
(£=062, =2427, p<05), AA(£=067, =2.085, 2 7= BA HegEd 9% 540 EHE WS A%
pX03), %@*éw:.om 2786, pCOD, MABH =061 A £Wome] mAE P i@t AHA a4 2
=2.336, p<.05) BF ot At Yepton, ol 2 BIE gotHr] 9sf FEAELY HRE AAsiglen,
Fo| teFet 847t 23R WSS R A58 agow ZHARE Aik= Table 40 AASHAH. =2 iHW i*ﬂ*é

£ =0Ick= A Ao} AoHKim et al., 2021; Wu

& Hwang, 2018).

= 7H 252 BRA(£=250, =2.979, p<OD),

=203, =2.149, p<03), EAA(£=264, =3.413, p<001)
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AASK £=214, =2.750, p<OD7} SRE wkZo] HHZ
AFE mF oM, AASH#=213, 2232, p<05¢t ZH
E E(£=532, =4.855, p{001)°] A&%A LPojro] F
AHog fogt G nAch W2 anzt g4de 7

Fo HOA(£=365 4203, p00DT =HA(L
=171, =2.093, p<05°] EHF WS ¥ fogt 4
g Uepion], ERE (=248, =2.447, p05)°]
A&H agowo] Fogt JFe mHh Eh w2 4l
AL 7 282 ARA(£=133, =2.436, p<0D), ZHA
(=141, 2804, p<OD), 7HQISKH p=114, (=2.226,
pLO5)7E EHE TS WIiE St A&5F Aok
ofgt dFg Hglon w2 Ay IF2 Wo(#=091,
=2.070, p<05)0] ZHE =L iR 247 ayolrd
frolgt Aybg e ol#idt Aate ofe AdgdTe] A
IR1 AHRF Faldo] BRF EAol| JFS FH, avA
G| Frel we} o]§ 57], Fotke B4l tEr:
AHNE AR} Jung & Chung, 2008; Kim & Kang,
2005; Lee, 2004).
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