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I, Theoretical Background

1, Analytic Hierarchy Process(AHP)
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2. Mobile Fashion Shopping Apps
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Table 1.
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Previous studies on fashion shopping apps

and online fashion shopping services

Researcher

Factor Classification

Kim[4]

Tangibility, Empathy, Reliability,
Responsiveness, Purchase certainty

Ku and Lee[5]

Product type, Product assortment,
Marketing support, Promptness,
Popularity, Price advantage,
Convenience

Shopping mall reputation, Reliability,

R n ) ) :
you and Information delivery, Promotion,
Cho[6] .
Convenience, Product assortment
Screen composition/navigation,
Lee[7] sales promotion, Reliability,

Product assortment/Product
information, Customer service

Lee and Lee[8]

Content, Continuous management,
Design/Visibility, Downloading

M-Marketing, M—Service, M—Sales,

Na[9] M—-Communicaion, M—System
Park and Continuous management, Tangibility,
Kang[10] Information exchange

Promptness, Customer management,
Kim([11] Content diversity, Digital technology,

Ease of use

Escobar—Rodr

Perceived Security, Trust, Fashion

iguez and ) :

) .| Innovativeness, Electronic
Bonson-Fema Innovativeness
ndez[12]
Ahn and Personalization, Ubiquity, Tangibility,
Ryu[13] Security
Park and Service quality, Information quality,
Choi[14] System quality, Design quality

Efficiency, Personalization,

Arumugam

and Wing[15]

Convenience, Ease of Use, Enjoyment,
Trust, Social Interactions

Kim[16]

Product information, Product reviews,
Service quality

Omar et al.[17]

Efficiency, Fulfilment,
Responsiveness, Contact

lll, Analysis of AHP

1. Design of AHP Model
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Table 2. Mobile fashion shopping app selection factor

Criteria | Subcriteria |  Explanation Researcher
Various Ku and Lee[5]; Ryou
Coupons | discount events | and Cho[6]; Lee[7];
Econ and such as coupon Na[9];
omics | discount | issuance, price | Escobar—Rodriguez
event discount, and and
free shipping | Bonson—Fernandez|

12]; Park and
Choi[14]
Points paid
Shopping afte.r Kim[4]; Ku and
) purchasing a ;
mileage roduct and Lee[5]; Ryou and
point | Proov Chol6]; Leel7];
writing a
review
Variety Offer a wide K|m[4.]; Ku and
of variety of Lee[5]; Ryou and
merchan roducts Chol6]; Leel[7];
dise b Na[9]
Informati infs(?r?nczlaftlif)n Kim[4]; Ryou and
Infor on of such as Chol6]; Leel[7];
mativi | merchan roduct image Park and Choi[14];
ty dise | P mag Kim[16];
and size
. . Lee and Lee[8];
Reviews Reviews to
Park and
of help you make .
. Kang[10];
merchan | decisions when . ;
dise Shobbin Kim[11]; Park and
PPING | Choil14]; Kim[16];
Kim[4] ;Lee[7];
Lee and Lee[8];
Attractive Park and.
design of a Kang[10]:
Design Scrgeen ang’p Kim[11]; Ahn and
of casy and Ryu[13]; Park and
the app . v Choi[14];
simple to use
screen design Arumugam and
¢ Wing[15];
Kim[16]; Omar et
al.[17]
Ku and Lee[5];
gﬁgﬁ Nal9];
Provides a Escobar-Rodriguez
ce .
Search simple and and
engine | useful product | Bonson—-Fernandez[
search service 12]; Arumugam
and Wing[15];
Omar et al.[17]
Simple
Order r(;)crzzgnSnd Ku and Lee[5];
and P various Leel7]; Na[9l;
payment ! Kim[16]; Omar et
convenient
system al.[17]
payment
methods
Ku and Lee[5];
Quality Ryou and Ch(?[G],
. Escobar—Rodriguez
of Reliable
merchan | product quality and
dise Bonson—Fermnandez|
12]; Arumugam
and Wing[15]
Reliab Prompt
ility response to Kim[4]; Ryou and
customer Chol6]; Leel[7];
Consumer requirements Na[9]; Kim[11];
. such as Park and Choi[14]
service

exchanges and
refunds and
smooth
interaction with

Arumugam and
Wing[15]; Omar et
al.[17]
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customers
Kim[4]; Ku and
Delivery | &St and Lee[5]; Na[9];
. accurate ) .
service delivery service Kim[16]; Omar et
Y al.[17]
C“Setgm'z Providing Na[9]; Kim[11];
personalized Ahn and Ryu[13];
recomm .
endation shopping Arumugam and
additi information Wing[15]
onal system
. Na[9]; Kim[11];
servic Development .
. Escobar—Rodriguez
e ) of various
Fashion . and
fashion , .
contents Bonson-Fernandez|
contents that .
arouse interest 12]; Park and
Choi[14]

2. Priority Determination
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