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Abstract

This study analyzed differences in the purchase satisfaction and repurchase intention
of customers who buy clothing products from online platforms. The participants were
teenage individuals to those in their 50s residing in Busan, Ulsan, and
Gyeongsangnam-do. The data were examined via factor analysis, a t-test, Analysis of
variance(ANOVA), Duncan’s multiple range test, two-way ANOVA, and linear
regression analysis. The factors for satisfaction with clothing products from online
platforms were wearing comfort and quality, design, and price and purchase
convenience. The findings revealed that purchase satisfaction based on these factors
significantly varied among the participants depending on marital status, age, and
occupation. Satisfaction with wearing comfort, quality, and design differed by gender.
Satisfaction with wearing comfort, quality, and price and purchase convenience varied
by type of purchase and type of online platforms. The interaction effects among the
variables that affected purchase satisfaction were as follows. The interaction effects
among the variables for wearing comfort and quality showed significant interactions
between gender and type of purchase and between occupation and type of online
platforms. Those for design showed significant interactions between marital status and
age, between age and occupation, and so on. The interaction effects for price and
purchase convenience showed significant interactions between marital status and
gender and between age and occupation. The results on repurchase intention showed
significant differences in such intention by marital status, age, and occupation.
Repurchase intention was influenced by wearing comfort and quality, price and
purchase convenience, design, and age.

Keywords: demographics characteristics(9I-*EH SIS £3)), online platform(£2F9]
Z ), purchase satisfaction(7*IJTFE), repurchase intention( 722
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I. Introduction
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100 22l ERE ARAFY 7 5k 2 A o=

ol et 22l &3 AHAZ 20171 112 9,000
o] QoA 2022 19% 3,0009 Yoz z&HFoR

S7Fsta lom 2023 1904 8E7HR 9 Q&L
ofo thet 2l £ AH AL 12F 4,0009] Lo
220229 22 717tRTt 4.4% Z7V6e 5 od A
A A9 ARAE 745t Yhk(Lee, 2023).

g Ao BEH AHY 12E d7= HH &
HEES0] dojol Yrhta o™ 3,000 HofA
50009 Y Apo]9] EFEo0] 10749 Do, o]E A
ufEH2 A A 10%, |t 35%°] o]& ZHoE S
AFE] T QITh(J. Park, 2022). 20234 oll= 2}l whu
O F AMAL AMY AZLoE 20% Hof| SHlSHAA
T 22l A AP A4l o] A HokR o
227 HATHLee, 2023).

=Y 2l A A AL 2199 FF
oz &7 E3F vt 2291 S48 HEA
HISHA 4BAS-2 B SfE 1 ohersE A 9l
TH(Cho, 2022). °|Z|3t EFIET} A&ZF 0= o]ojZ|
A A3 28l A ERF A5 Al B ATt
AESET HEFos NE QUoy 229l A%
P4 2370l 2890 25t 9453 10208 HE
g g oF i EEo] ALY 20208 &
o} A A] 30403} 40504l Al A3 EHAEESC
A S5t S(Yoo, 2022) 221 iH EHAF 1L
A0 A7t Si= Quok EE 28] &P
Qmelel ufof H|s AJ7kaf AgAhof FRofjitz] o
H 4= 9lon, AF M=ol golsto] AH|AHET}
oflzt 71 EoME RFB4A S4u Fan] A3
59 AH " Fo 4n] sfdo] emeRlolA 22l
o2 w2 A HIED Qrh(Lee, Yoo, & Kim, 2004).
71 ¥hHol| AlE F-ol| gt ExF, A=) Aol A
o|z9] EUXx|9} T2 HEAT EA, ng TEO &
H3 5 222l A Lgo] gt AH|AES] E5to]
75| A7|=1 gl AAolthCoupang Newsroom,
2019; Kim, Kim, & Kim, 2013). 2119 0|30
221l &30 gk Fo] o|ojX WA A ERE &
FAEY 7P 2 19 59| st 1AEL THEE
£ ol Zo|tk(Chae, 2021). o3t 2l 4
EHEY TAE 5] AdiA= 22l EHE
gt ARAEY SFAE, TR e A 9=

—

wAgolT

5ol Het A7 A= ofop & Aojnt. 224l w4
SAF| AvAF S gl Ao o ef et A
FAFZE 8RS0l AHH A £B=E o8 Al
S5 Aashe Mol Hie w=E=, AHY fA
£3E AY 12 8209 AF U & U 2N

(Kim, 2001; Shin & Kim, 2003), 22}9] o= am=
&7do] Frf RS Eo] mA= anet Y 43 &
9] &/dofl digt wrE=9F AtH 2= (Hong, 2011;
Suh, 2011), £3B4%F, £¥= F3°] JHY £3=
o] &A= o] &EFLet A 2= 5o HA+=
J3F(Kim, 2012; Lee, 2011) 5] o]FojA Qlt}. o]
£ 7= 2 J"Y 23 E9] £47 - U
Tof At oo et Aog 2l FAF
uf JFAFol et TSt A okof gt A
T PSS Aotk ERE EUlC R QI 11 oj=
iyt A o] w2 A HIlE T Qe 7heTl
A SHAFEL 20009 FELo2 HolEWA oht
o] Adgt s Ao g BAstr] Al 2010
ddjo] Sl metdyt EHES] 54, 19
FEUI9E 7170 ® 28Rl EAFES HS Sty
I om ABRk= YRARE Al § ol 221
I exmEle] FEZ FA EA =HSITHChoi, 2016;
Kim & Jang, 2022; Ramaswamy, 2013). 0|24 2}
A ERELZ o] &dte 4HASO] HE gHitE L 9]
O} opz] 2kl £33 ARS] WIS REFeE 48Rk
=9 9FAE Fuf ISt AT o] thet A
T2t BlEe AgolnE B AFoAEs AT g
AFHE 10tolA S0ti7H4] di = griste] o]&
2l EE oFAF] gt AFEATA S
OfE i 19 1EAL AUl EHE {0l TE 9
FAE o TS Eo At oof s AdmE i
A @it oleid AT AT M4 BB s

5 9 AP P AT A% 4R BEY
1= B8 ofyEl 28Rl E3E oFol gk 4H]
4 EEE polu 2odl OF 43 A%E A
Jle wukgol @ 4 9l Aelt

II. Background
1. Status of the online fashion platform market

FEU9 AR YSEHAE A 2 FAIgE0
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ol e T4 2u7F b Sk, A e
2] 2 I (reopening) 53| At F HEH Argo]
QAtH(City Hoppers, 2023). A} 22491 wuof 2jjdo]
Gtsteln glovl eetel WA 4% A FEE 4
AAE Holal ot &, BAY I7IEARE H=
© 20179 112 9,0009] YojlA] 2022 19% 3,0009]
doz pEe FhE USe T & UTE,
Jeong, 2023).

FE2UH199} A4zt AAFPAIH Y] A %
71&(ICT) S4lo] A2 shed 2els 53
9E Age] PE BS FAsol AT EE
H] Zdo] @ IepelofA A} 2EQlo = o]
W RASE ge EA WA HE SREe] 2022
71% A7F AHAL 3R 40009 Yoz H fu
47.8% Z719FHTH(S. Jeong, 2023). FAAE HER
29CM, WA 5 siA HELYEC] F/AT | ut
o At EAEE BT OEAL HEstol W}
d FEE, WA 7149 AARE, 28AHANAE 2
2Rl s A 7He|arelo] =29l FAE shHA 22l
Al A4S B% 7HESHE AL ATk, Park, 2022).

N2 eetel Ao B4 3o shit 2ol B9
£ 4] B2%0] HYs T Ykt Aol 7129 &

EAE B F2 10t04 300714 2] MZA|
Qom ol5Z FAHOoE T 222l A EE 0]

01 [e]

o

5

offt o:
H H
T‘E o
A 1 S 3

2 Au

eoElo] oy TRUI9E FowA 22l @ 1
vt oz Au|ufElo] Ml AT o3t |
Sk= 50t AEY 47 ©]-§E°] 20199 44.4%%A
o} 202190 67.8%F 23.7%p Z7}5+%.0.1, 60
ek 70t} AUl £37 o]8-& EIF 242 20.4%p
o} 7.6%p 575t TH(Lee, 2023). °l5 SHEES H
Jez 3 i ERES0l diA SHsHEA e
Ee Tl £ 281 A "t o]8AIXto] o]
w7k Hi olgs tide R o A
NE 9 AT W BRBE
TH(Hobakneoguri, 2022). ¥5t ofjz} o[A]
2 s09e] FAUSEE obLiet cor) 2 70t A
HSoz Bl dgSol FEA SgHL Ao ol
5 BB AFe Ave

=2 AN

rr
)
=

4] Ago] tpste} 4R} gl &
o 181 289l A &3 AR 27T AZASH] ot
2 12 =87} AEshE L thefstE

019 O 0o} A

o

=3
22l A HEEY SAEY d9
20224 7|Zog 28kl
L 13% 9,5319 Yo|H,
27,6619 Ydo& ZJE
FIAE AEE 19.1%
b th(Jeong, 2022). 202302 SojA A HEHA
Ql 28l & A AL F7FH oY 28 A1
Z3FH oA 22 A AE SHAE A=Y A4
GH= ESHIHICITS ). Park, 2023). T EHFE
o] Ae= 117 Gl 22 1A E350] 4
A47) stgotal Qe Whd 3, gE, et 2
< 241 S0 AX4Th ASsta o '3
A9 Hlgo] 7MY w2 Y EREFS thel, o4
A9 Hlgo] 7MY & Y EHES 43dEHE

UFERGTH(Diati, 2023).
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2. Purchase satisfaction with clothing products
on online platforms

iAo 2 whEeet AH|RbE0] §4 4H|BE
sl AR Z1diet Al A3t 7+9] 2to] Briet W E
W ARG F B B7lE SR Be Ao R
WERITH(Xu, 2013). QJFAIE] digh o] 52 &
HZA7} o7 AlEFS gt & Hol= A2 o=
2HAH] P55 d&ste AMdolzt T 5 Urh(Lee
& Choi, 2023). o]t o THEo] gL AH[A7}
U A5 Adsted g2 9% vE & ot
A&l gt Akrt 6% AohE7] diEol(Han,
2021) BRHES] FHEE wo|iL AR o]ojA]7]
eliAE anRES] ARt E7E S837F a1lo] H
ot 2Rl 43 E RAEFS] FuitEEet HHAg
APATE AEd o2 2o

Shin and Kim(2003)2 Q&4 oA 43S o}HA]
aH|AEC] 7H) S a5 AAStHEAE ENEA
&+ FEOE AFo| gt FEstal AR FEAE
ojglon 7HFo gt WEEE BEEFEUS WH
t}. M. S. Kim and S. Y. Kim(2001)2 QI&jdl sjA
£3E ol A 7HY EUS FE2 AR ENA Y
o] A&A, AlFel tiet AAstaL Akt FEAS 5
olghil ¥Rt AAEUl HA £PoA LH|[AE] F
3 oA7|AME TEET} £A] 2 FEZ A

T
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102 eolol BRE ARAFY T WEE 2 A7 Y=

Stal FEst AE RIS ot 4= AUk Yu and
Kong(2014)3 3 Aol A&t 349 = 4aBE

< fjatoz oYl 4WEO] AHA g AE ZA
7F 8.90] g QlEYl uﬂ A £7E o]gAE] T
=0l n|XE JFo] i3] vl EA5 A3f Afu]
A& B7talo] sfAEo] et 22 g FF=
12 Q1SS E91FTh Suh(2011)E 22491 9F
P& &A4o] 2 vkELo] nX|= guf A Ax
Z ThoRA, A EAE, TAMHAL Log 43Pk
Lo 9L ujAtkE AL Fo1E 47t it

Lol A AP E Fof vy BAT HPAT
£ &5 A&l EHL AR 714, Bukxa] AldA
PEY| &o] P HHE] FFL mAThe
Torst 2 9l9ith. 7|4 wdo] wE ol HA
W&o &4o0] HelET 9 71ed 289 4=
o &AL FAH] FallAe FoETE AHRE
o] grE=7F AgEojof & Aoltt

Wi

o2 p = o

ﬂ{b

3. Repurchase intention for clothing products on
online platforms

At Qs ABR7E £ HROM AES T
et & A JEZA AEFS AT 7 B
9= & w5l (Oliver, 1981), 11Zo] FLufst s A
Fol WS sHA =9 vlFoll = &2 AlFol Hisf vt
B g o Hi A7 2HEo] RobaA ek
(Yoo & Kim, 2022). Qut& o2 f7uf oz A&
RSl FR% HMAE AEINE BEES} ESS
AT Yr® EoMAls ARSI At ok
Hol BAE 3HA] BA = Aol AFE B9 ¥
HAHA vpAE Zofol A= FHASH A+ %
tH(Morgan & Hunt, 1994; Oliver, 1981).

F2U199] WS FAsHEA HtE 4|9
hito]l mhE 2l A Aol S/ SHA H At
71E9] A Al Al 22kl ool A 25 2t
§3k1 AHe o] Aukgolgont A el &
Hog Fust= Zo] EHE=Y} FHQth(Lee, 2023).
olist B4 REe] Walol ujet sheAel Fo 9
oA 79 Qmetel P W AFo] ok Lef
ol BREL B Lot ABC) AT oJzet B
St 50| AP Q. M. R. Park(2023)2 22

£

FEo|A AAAES Tt auREo] REES)

pEA

wAgolT

£ F8 895 mofeta gl vhEgso] Al
O] A= FFl Hsl Z45FA. Kim(2012)2
£9AFol ALY £BE olgAEY 7o) T &
Q2o e o) gutEEet A7 oJEe] mAE o
S EA5HAth Hong(2011)2 QIEY &£3E9] &
ol FugEEst Ao Ol Telm 7Aoo
e RO, AHY £UE 499 A 264
S T S, A o B3 LR 2}
o7} UL Y1F T} Lee(2011)= ThFSH 53 9] QIH
9 £BEOIA T AR Auls B8 AL
ofgA A, o WEE, 344 74 o, A
T o] oW gL vA=AE LA

olo} Zo| £l £BBo| A9 WA XH%Oﬂ ek
Aol oo} st AYAFEOIALE F2 1

= 2TA3E olEY APEo] &4} /\.U-].E._/] o
Sol A9 SJzol A S U1z Lo, o)
A AE) A7 GEl 2uAe] BHEE, BAE,
7 st GUT B0l U8 & 4 5k AT
W ot edtel BAEO] AdTsHel Fa
e o 149 FHES Hole AT AT B
2ol Hoj Qo HuL WA RS AL
I A AT B F folA FFHoE AAE &
3171 fsiA= At 2ol Bt E4o] AP of
of & Zojtt.

-

rO

n{t{
offt o2

[ll. Research Method

1. Research problem
2 At 289 ERE00A JFAE 7 S
o] QI 10TjolA] 50th7HA| o] diE ZAo7 ol
o

AN B4, 70 99, Lol EAE 590
2 2ofel ZAB] ARAR) o) WEE U AT
uj ozo] HolS s E A S5ict. ol it AT

r{u:,:rl

Ag thet ol Agstant.
R, L2 BRE RAB B 7 wEE
o AT,

Fo

A&

A, AFEATH B4, 9 73, 2990 EH
E f30 wE 280 EAE JFAEFY FuinE
T AolE EAgI

A, 2l FHE JFAR] Fuf HEEo]
E HJ4LQIFEAE &4, 7R3, 299 EHE
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e Y d=AEaRE BT

9A, ALEATH B4, PuR6Y, Lokl EAE

S0 digt Ll SRE olRAEe) AT ow
o] Fjolg Az
BEREBEEE PR

2. Data collection and research object

2 g7l ool BPES 5T ARAE 7o) 2
IAe daoz o) wEEst A7 g B4
3t7] 18l oheat o] Az o] ool Ay
FAE, &Atel AFEshs 10H0lA s0ti7bA] o) HUE
oz 20239 84 9d7HA] <F 271 5 A
B2APL olFojzh 1 A3t % 50009 HrA v}
FHEAS U% o] & F3H T HAHA X3t SH
, AFEE AStAZIT T BgEE AFEIE A QA
= 45X4°§ 47575 & A5 240 85t
ok & Aol AREE AR AEARH &
/g (Table 1)7} o] F4 1439, o4 3327, =2
2579, 71&A} 2187, 104] 767, 20t 1057, 30t)
10474, 40t} 947, 50t} 9674, Tufj U AMH|AZ] 60
]-Ux1 56%‘, x]-oc]g 31111, _T_I_—o]—/\ﬂ 76111 tﬂ—cj—/\g 98
g, AEZ 1017, FE 53508 LA

.

ol
_l

3. Survey measurement tools and analysis
method
B Q3o 2AETE HEAR, B2 34 25
i«l AFAE i TFH=, AT 2k, 9
3, ORAE Tl BAE 99, A5
A E4 %—E TAEHUS. olE £F F 299
AE 7AE 79 WS E Li2016), Na and
Suh(2008), Park(2019)9] A3 A1E Zalslo] 2 o
0 HAg BAo] HYsA 53 BYste] 12T
o7 sttt ol &% 132 53 gAE H:
POz 17 WS BukAY), SHL WS wh
~goPE 459l AT OEE A8 AT (Kim,
2012)% Fadte] B A7) K|} o] BgwA
Fgotel 1BFoR TASACH, £F §9L 57
YAE HEgor 142 A 194 Yrh, 5ES
g 2gchE TS ARAE P FYL
Bang(2015)7} Sun and Park(1994)9] APALE &+

>.

me 1o gz opo
N
= mlm
=
i

o

ot
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<Table 1> Demographic characteristics of respondents

Demographic variables Frequency(%)

Male 143(30.1)
Gender

Female 332(69.9)
Marital Single 257(54.1)
status Married 218(45.9)
10s 76(16.0)
20s 105(22.1)
Age 30s 104(21.9)
40s 94(19.8)
50s 96(20.2)
Sales and service 60(12.6)
Office 56(11.8)
Self-employed 31( 6.5)
Occupation | High school student 76(16.0)
University student 98(20.6)
Specialized 101(21.3)
Housewife 53(11.2)

Total 475(100.0)

st} sk

Zﬂ%%

a1 B 7
Fojsts A wtel, 370

£ FoiR7h Gxo] 7] Aol FejstAR owsiA

orore] AL ufsls P Wkth(Bang, 2015;

oA T

B. K. Kim & M. S. Kim, 2001; Sun & Park, 1994).
219l ZPE FF EF2 AYAF(Ha, 2017, Jung
& Kim, 2019) #i1sto] EHE

£ 992 4 A BHEL 5
O

sha A=yl 12

=

D‘.?l‘,

7Nt getel &

= ==
EHEoR B

. & A7 B

A B o g2 SPSS 232 ¥-85}0] Factor analysis,

Cronbach’s alpha coefficient,

Duncan multiple range test,

= O

Linear Regression Analysis &=
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IV. Results and Discussion

1. Factor analysis of purchase satisfaction with

clothing products on online platforms

10Tl A 50t71x]9] e giro g 28kl
AlFe] o =

il
filo

o]_Q_‘c‘? 9,]

=
=

Lo gt 8%l

grﬂiﬂ o8] 9ol BML AAslgr}. 90l T2

l:ozﬂmlomlo>%
J-‘o
lo%.

_o‘_lu‘
Io R

(o]
e 34

Aoz vjg|®A(varimax) 21l
OH 201 BN 7} 9o1d N 242 4
t}. 1 A3} (Table 2)9}F ZHo] 1.8k 1 o]Akel

ME =EHoH T AYES oF 68%E

ool BUEE ol§T oAE Fo) o]
et 891 £4 23 529 39 2L gt 2
of Lhepstth 891 12 A, Ae] =, ARA, F
.34 2 vpRee] 54 2oz YUY 8

o TYRYel ofuly He7F L FAZ PP
AA| 2AE9] 30.147%E UER T
28U e v g9 7

zil g],%’ ‘7]_737 c:[LuH ;(-I:LA(—)]

o 37} BYo= TYHI. 2AGe THETY

ofulg 744 B 7

o WO Yrsigon A

FAEY o = 9 Ao 9 AT T

2o AH HALO] 14.565%F LRt

2. Purchase satisfaction with clothing products

on online platforms

1) Differences in purchase satisfaction with
clothing products on online platforms

AFBASH B4, 7l §9 © 2otel B
ol T 21 S2E bt AFAE
ZI zjo] ZAx} (Table 3, 4, 5, and 6)T} Zro] L}EF
o} Aol 42 oRAE T} WSE Zfo] At A
|4 2 F4% dAAAA Rt Zolg HA=T
287 9 o] o3t UEEE Wol o 7 et
wom aelol] tigt ks ool o A uE
ek 2E o] wE o] 23t 487 L F4, o
Apel, 74w o) wolgel 3 aLlolA folgt A
olE Hetl, nEAE0] 7| EG A8d H F
4, gAe 293 744 9 ] Holgol M ¥ w2
nEEE 2o

Ago] B2 wEE o] A3t A7 L A,
Ael, 74 9 el B olA folat Aolg B
ol 2187 9 9] g BEEE s0d7k g A
Uehd wha, 1099 wEEs} A4 B ek
tArRle] EHOJ TZ= 4otiet 50t7E 78 WA b

nH:I

#%'L F—‘?~

<Table 2> Factor analysis of purchase satisfaction with clothing products on online platforms

. Factor . Variance explained
F Detail E 1 h’
actor name etails loading igen value (Cumulative variance) % Cronbach’s «
Materials .874
Size 765
i fi
Wearing comfort Silhouette 762 3.346 30.417(30.417) 867
and quality
Feel 746
Sewing and finishing .622
Fashion .867
Design Style .856
2.539 23.081(53.498) .839
Color .603
. Exchange and refund 11
Price and
convenience of Price .608
h 1.602 14.565(68.063) .696
purchase Accessibility to purchase .566
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<Table 3> Differences in purchase satisfaction with clothing products on online platforms by gender, marital status,

types of purchase, and types of online platforms

o2
o

Marital status Gender Marital status
& gender
Factors Male Female t Single Married t
Wearing comfort and 3.49 335 1.950" 3.45 333 1.682°
quality
Design 3.49 3.68 -2.607" 3.74 3.49 3.562""
Price and convenience 3.57 3.60 ~0.556 3.65 3.53 2.033°
of purchase
* p<05, 77 p<01, 7T p<.001
<Table 4> Difference in purchase satisfaction with clothing products on online platforms by age
Age 10s 20s 30s 40s 50s F
Factors
i fi -
Wearing comfort and 3.68¢ 3.33ab 3.51bc 3.33ab 3.18a 5.808
quality
Design 4.02¢ 3.70b 3.67b 3.34a 3.46a 11272
Price and convenience of] .
4.13¢ 3.43ab 3.62bc 3.35a 3.57bc 22.872
purchase
" p<01, ™ p<.001, Duncan multiple range test: a<b<c.

<Table 5> Difference in purchase satisfaction with clothing products on online platform by occupation

Occupation . .
Sales.and Office | Specialized Self- Housewife University. |igh school F
Factors service employment student student
Wearing comfort| =5 1. 3.82¢ 3.14ab 291a 3.46cd 338bcd | 3.64de 9.788""
and quality
Design 3.46bc 3.74de 3.35ab 3.18a 3.65¢d 3.80de 3.96¢ 9.188™"
Price and
convenience of | 3.4la 3.84b 3.43a 3.42a 3.47a 3.44a 4.11c 16.596""
purchase
" p<.001, Duncan multiple range test: a<b<c<d<e.
et g, 1007 71 =A vErgTh e HelA g971&3 29491 3 &3k fxg Ylo]EE A
of it WEE= 4007t 7 RA YERE §HE, 10 2 ZHFo] et &3 AEo] o gor A F
7t 718 A4 UERs T o]9t Zol gl mEtA= 7Fsst7] WEd A oAt}
229l EHESZ 53 IFAE FHfol g MRk A Jol| o wEL zpo] Ayt 283 9 FA,
Q1 TS0 o] ATt F2 100 TEETt & AR, 7F8 9 Heldo A (o8t RlolE B
A vebd §FH A7t w2 5009 ST 3 o] 28151 9 F40] gt iEt 7P R A

ekt ol ATzt B 10tk sodjart 94

A9Y Aeolgon g e AT AT
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wAgolT

<Table 6> Differences in purchase satisfaction with clothing products on online platforms by types of purchase and

types of online platforms

Types of purchase & Types of purchase Types of online platforms
types of online :
platforms|  plapneq Impulse Fas.hl.on Comprehensive
t specialized t
purchase purchase platform
Factors platform
Wearing comfort and quality 3.45 3.28 2.406 341 3.36 0.657
Design 3.60 3.67 -0.956 3.66 3.55 1.547
Price and convenience of X x
3.64 3.50 2277 3.63 3.50 2.109
purchase

* p<05

oF. Ao e RS AP e AT A9
Aetolglon M B AR L5l 7
7 9 ol Mol dhat wEws} g e 3

ARATY DEHPE A RE A Heolq]
g e AHe BEeI. olg 2ol Ho

2 WEE gololit 384 9 B4, U4, 7
4 9 7o) Bolge] BEE aglolA B3] 49o]
2 ekt ol 4999 AAH By &
ol 27 9%t FET G4 A7 A7) ofelS:
Huo| Bx 5o G w3 Ao oA,
wFA Tlolt b2 % o) MegAA b wE
E7h e WS nEOMYOR tepti, H @
2o w2 10t JLES % Fohs Ll
2 F8) TYThL & ¥go] 91%E Ve AN
(Lee, 2021, 108} HAWES T2 dolel s Ay
2 el Il %] AR AF o] glol A
= 2ekol Fulol oieh chofela e RS HA
7] Wgo] ekel £WE FI % Folo] W
77 et B0 oA,

o §30) W xfo] A% HE W AW 7
o) oI Rt Holg Hon] AL P
A7k F5A TR 387 W EGY A @ 7
w Welge] tet wEEst | &4 ekt oo
2ol Ll BRES B3} UG ARAEY H8
23k B4 el B4 % ALY oAt ol @
54 PARD o L USRS Uy A
Sc0(2015)9] AT Al A2t 2ol BAe] of ] ]
o AR B AES Folsh] Aol A% B

=

=)

ol g ] o B AZhe ol 4 9] o)
Bl HOR ojAHI 0|2 9l
Aol glo] © WEAHE ABL ot Ty B
o Azdr. Bt ohlet 35 L] Hoo
Bt 7|ek A3 o) AFLS FkstA B 59
7h 0B (Han & Kim, 2022) 0|2z 352 7] 2
e ARAE] 4§03 F et WEHES A
A7 Ugle] B % 9 AOR ARH

Lokl ERE FHol W2 WEE o] 23t 7}
2 7o WY BEOIA RO ol BTt 5
2otol BB ARAF o) A A AL BRE
o AgATL FF BAE ASARE 714 B 2o @
ool et MEEst o A vebgek

—=1
oL
oX,
il
Mo
é
i
1o
]

-

il
[e)

2) Interaction effects among variables affecting
purchase satisfaction with clothing products on
online platform
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<Table 7> The interaction effects among variables related to wear comfort and quality satisfaction for clothing
products on online platforms

Wearing comfort and quality

Independent variable Sum of square F
GenderxTypes of purchase 2.038 5.038"
OccupationxTypes of online platforms 4.905 2.425"

* p<05

<Table 8> The interaction effects among variables related to wear comfort and quality satisfaction for design on
online platforms

Design
Independent variable Sum of square F
Marital statusxAge 2.937 4348
AgexOccupation 7.784 2.881"
AgexType of purchase 2.519 3.728°
OccupationxTypes of purchase 2.753 2717
Types of purchasexTypes of online platforms 5.186 15355

* p<05, " p<.001

<Table 9> The interaction effects among variables related to wear comfort and quality satisfaction for price and
convenience of purchase on online platforms

Price and convenience of purchase

Independent variable Sum of square F
GenderxMarital status 1.201 5.360"
AgexQOccupation 4.440 2.746™
OccupationxTypes of purchase 3.188 4742
Type of purchasexTypes of online platforms 1.051 4.689"

ok

p<01, ™ p<.001
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<Fig. 1> Interaction effect between gender and types
of purchase for wearing comfort and quality
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3. Repurchase intention for clothing products on

online platforms

1) Differences in repurchase intention based on
demographic characteristics, types of purchase, and
types of online platforms
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2) Variables affecting repurchase intention for
clothing products on online platform
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<Table 10> Difference in repurchase intention for clothing products on online platforms by marital status and age

Marital status Marital status Age
& age
Repurchase Single | Married t 10s 20s 30s 40s 50s F
intention
Repurchase intention| 3.77 357 | 3.072"° | 4.05c | 3.82bc | 3.73b 3.46a 3.50a | 9.101°""
T p<.001
<Table 11> Difference in repurchase intention for clothing products on online platforms by occupation
Occupation
Sales.and Office | Specialized Self- Housewife University |High school F
Repurchase service employment student student
intention
Repurchase intention| 3.42ab | 4.07d 3.46ab 3.23a 3.58bc 3.74¢ 4.08d | 12.877

Fkx

p<.001, Duncan multiple range test: a<b<c<d.
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<Table 12> Variables affecting repurchase intention for clothing products on online platforms

Dependent variable Repurchase intention for clothing products on online platforms
Independent variables Beta ! R F
Marital status .019 0.613
Gender -.040 -1.472
Age 114 2.833"
Occupation .022 0.762
Types of purchase .006 0.228 70.01% 121.03™
Types of online platforms -.024 -0.830
Wearing comfort and quality .837 25235
Design -.104 -3.122"
Price and convenience of purchase -210 -4911™

Fkk

p<.001
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