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A Study on User Satisfactions and Repurchase Intention in

Internet Shopping Malls
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ABSTRACT

This study examined how product characteristics and system characteristics have
affected user’s economic, psychological and operating satisfaction and intention of
repurchase in Internet shopping malls, The results of the study were as follows: First, it
showed that product characteristics and user satisfaction have significant differences; the
ability to recognize economic and psychological user satisfaction differs according to the
characteristics of the product. It also showed that the degree of psychological and
operating user satisfaction varies according to the convenience of order and payment as
well as the convenience of the system and customer service. Second, it was found that
economic, psychological and operational user satisfaction had an effect on customer’s
intention to repurchase. This study, focusing on particular variants of on-line shopping,

- found that characteristics of product and system had a great impact on user satisfaction
and intention to repurchase. For the firms who run internet shopping malls, therefore
more attention should be directed to the convenience of products and system problems in
their services since it is so easy for customers to move to another shopping site with a
simple click. The result of such an investigation may lead customers to repurchase by
increasing their satisfaction with the shopping services.
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Table 1. Demographic Classification
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.. . . Frequenc Composition Cumulation
Characteristic Classification (;gtsons)y _ Rapt;.s(%) Composition Rate(%)
Male 81 52.6 52.6
Gender Female 73 47.4 100.0
Total 154 100.0
Teenage 3 1.9 19
Age Twentieth 147 95.5 97.4
Thirties Over 4 2.6 100.0
Total 154 100.0
High School Graduate 1 0.6 0.6
. Undergraduate 152 98.7 99.4
Education University Graduate 1 0.6 100.0
Total 154 100.0 '
Less than 50 112 72.7 727
Less than 50-100 28 18.2 90.9
Monthly Income Less than 100-200 1 7.1 98.1
(million won) Less than 200-300 3 19 100.0
Total ‘154 100.0
Less than 5 3 1.9 19
Less than 5-10 9 5.8 78
Monthy Less than 10-30 69 448 52.6
Poersonal Less than 30-50 55 357 88.3
Expenses Less than 50-70 14 9.1 - 974
(million won) Less than 70-100 0 0 97.4
More than 100 4 2.6 100.0
Total 154 100.0
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Table 2. Reliability Coefficient of Each Variables

Variable Cronbach’s Alpha
Product Characteristic 7128
Usage Convenience .8588
Customer Service .8594
Order and Payment Convenience 7520
Usage Satisfaction .8865
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Table 3. Validity Examination of Product & System Characteristic

Element
Variable Usage Order and Customer Service Product
Convenience Payment Characteristic

Search Facility .789 220 9.979E-02 .163
Comparative Search 740 .196 134 286
Picture Composition .663 221 .189 307
Usage Convenience .643 -5.86E-03 103 120
Abundant Information .566 436 124 123
Payment Way 508 .156 205 440
Cancellation and Refund 458 313 217 265
Order Process 220 834 9.989E-02 127
Connection Speed 175 755 239 .187
System Reliance 305 743 8.468E-02 137
compensation 191 1.552E-02 788 .181

Opinion Presentation 386 116 - 638 -4.61E-02
Information Offer 289 334 583 .166.
Opinion Exchange -1.33E-02 .140 548 158
Delivery Information Offer 336 .258 495 -.109
Classification Standardization .158 5.071E-02 7.953E-02 738
Quality, Capacity .143 416 139 .655
Various Item 351 2.140E-02 - 264 .617
Eigenvalue 3.241 2.642 2.851 1.381




Table 4. Validity of Usage Satisfaction

elE{Ll
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Variable Element
Economic Operating Psychological
Multitude Purchase 866 .103 153
Low Price 803 9.251B-02 151
Time and Space Restriction .769 7.360E-02 333
Expense Reduction 581 263 204
Good Experience 6.341E-02 . 828 3.395E-03
Security .158 813 229
Refund 9.430E-02 .684 .328
Compensation Rule 487 .556 .143
Product Search 167 129 847
Connection Speed 298 184 842
Usage Process 350 410 503
Purchase Process 429 .395 487
Eigenvalue 2.894 2.482 2.689

Table 5. ANOVA on Usage Convenience & Psychological Satisfaction (P < 0.05)

Psychological Satisfaction

Variable Product Connection Usage Process Purchase
Search Speed ge Hroo Process
Search Facility 0.02 0.26 0.21 0.32
Comparative Search possibility 0.08 0.35 0.05 0.17
Picture C iti
‘eture Tomposition 0.04 041 028 0.11
Usage and Arrangement
C g Usage Convenience 0.06 0.08 0.04 0.03
onvenience Abundant Information 023 0.34 0.25 0.17
Various Payment Way 0.29 0.21 0.14 0.05
Cancellati d Refund
cefation and Re 037 0.28 0.19 0.08
Facility
Table 6. ANOVA on Usage Convenience & Operating Satisfaction (P < 0.05)
Operating Satisfaction
Refund and
Variable Good Security and ; turm'an Compensation
(v T}
Experience Privacy Pol?cy Rule
Search Facility 0.06 0.36 0.28 0.21
Comparative Search 0.03 037 0.49 042
possibility
Picture Composition 0.02 028 0.34 026
Usage and Arrangement
Convenience Usage Convenience 0.03 025 0.29 036
Abundant Information 0.07 0.21 0.31 0.29
Various Payment Way 0.05 0.19 0.22 0.34
Ilati
Cancellation & Refund 0.04 0.23 001 002

Facility
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Table 7. ANOVA on Order & Payment Convenience and Psychological Satisfaction (P < 0.05)

Psychological Satisfaction

Product

Variable Connection Purchase

Search Speed Usage Process
Order & Problem of Order process 0.04 0.02 0.07 0.05
P ) Connection & Transaction Speed 0.03 0.01 0.18 0.21
aymen System Reliance 0.24 022 0.12 0.05

Table 8. ANOVA on Order & Payment Convenience and Operating Satisfaction (P < 0.05)
Operating Satisfaction
Refund and
Variable Good - Security and Reet a;‘ Compensation
Experi Pri Rul
Xperience vacy Goods Policy ule
Order & Problem of Order process 0.03 0.06 0.05 0.08
P ‘ Connection & Transaction Speed 0.02 022 035 0.28
aymen System Reliance 0.05 0.04 029 031
Table 9. ANOVA on Customer Service & Psychological Satisfaction (P < 0.05)
Psychological Satisfaction

Variable Product Connection Usage Process Purchase

Search Speed & Process
Compensation 0.25 0.38 0.22 0.31
Customer Opinion Present.atlon & Inquiry 0.36 0.12 0.08 0.25
Servi Information Offer 0.06 0.33 0.12 0.18
ervice Opinion Exchange 026 0.18 0.05 008
Delivery Information Offer 0.28 0.21 0.26 0.07
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Table 10. ANOVA on Customer Service & Operating Satisfaction (P < 0.05)

Operating Satisfaction
Refund and

Variable . Good Secplzity and Retuming Comgerlxsation
xpetience vacy Goods Policy ule
Compensation 0.02 0.23 0.04 0.01
Customer Opinion Present.atlon & Inquiry 0.07 0.19 0.16 025
Servi Information Offer 0.04 0.12 0.08 0.07
ervice Opinion Exchange 0.06 0.18 007 0.12
Delivery Information Offer 0.04 0.14 0.28 0.25
Table 11. ANOVA on Product Characteristic & Economic Satisfaction (P < 0.05)
Economic Satisfaction
Vari
Variable arious Item . Expense  Time & Space
Purchase Low Price . L
. . Reduction Restriction
with Few Time
Various Item Offer 0.03 0.26 031 0.29
Product Classification Standardization 0.02 041 0.28 0.24
Characteristic Reliance of 033 0.45 0.04 007

Quality & Capacity

Table 12. ANOVA on Product Characteristic & Psychological Satisfaction (P < 0.05)

Psychological Satisfaction
Variable Connection

Product Search Speed Usage Process Purchase Process
Various Item Offer 021 0.31 0.42 0.98
Product Classification 0.02 024 0.08 041
. Standardization
Characteristic Reliance of
. . 023 0.33 041 0.35
Quality & Capacity
S 2A Fo3 AeE YelH. EJ £F £ 5. AR o] g utEF3 ATt o=
39 A& AL E v AES T 5 AAE o] &vrEe Av|A7} AEM AP Eol
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Table 13. Result on Economic Satisfaction and Repurchase Intention

Measurement Ration Non-standardization Standardization .
. . Intention
Coefficient Coefficient Probabii
Variable B Standard Error B opability
Vari Item Purchase
arious ftem ture 172 062 159 1.624 027
with Few Time .
Low Price 174 .055 .196 1.405 013
Time & Space Restriction 118 061 142 1.325 031
Expense Reduction 210 .087 .238 2418 .043
R2 = 462, F = 4651, Sig = 031
6. 2¢% 0|80I%D} KT ol QA olgnEY FEE ujsher, ¥ AP
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Table 14. Result on Operating Satisfaction and Repurchase Intention

Measurement Ration Non-standardization Standardization .
A R Intention
Coefficient Coefficient t .
Variable B Standard Eror B Probability
Good Experience 339 117 293 2.382 047
Security and Privacy 232 081 139 1.439 017
Refund and Returning Goods 314 073 246 2.405 041
Policy
Compensation Rule .307 079 238 2.418 023
R2 = 318, F = 4218, Sig = 014
Table 15. Result on Psychological Satisfaction and Repurchase Intention
Measurement Ration Non-standardization Coefficient Standardl.zatlon Intention
Coefficient t .
Variable B Standard Error B Probability
Product Search -202 -.134 -174 -1.808 074
Connection Speed 034 221 ©L169 359 720
Usage Process 203 054 172 2.068 038
Purchase Process 309 068 242 2.106 005

R2 = 468, F = 5154, Sig = .000




Table 16. Verification Result of Research Hypothesis
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Classification Contents Verification
. Usage satisfaction has an import difference according to a shopping mall’s .
Hypothesis 1 art adoption
[ esis 1] product characteristic. part adop
U: tisfaction has an import diff rding t t eni
[Hypothesis 2] sage satisfaction an impo erence according to a system convenience part adoption

of a shopping mall.

Hypothesis 3
[Hypothesis 3] a shopping mall system.

[Hypothesis 4]
Hypothesis 5
[Hypothesis 5] intention is going to increase.

Hypothesis 6
[Hypothesis 6] intention is going to increase.

[Hypothesis 71 .~~~ % .
intention is going to_increase.

Usage satisfaction has an import difference according to a customer service of

part adoption

Usage satisfaction has an import difference according to an order and payment
convenience of a shopping mall system.
If economic satisfaction of a shopping mall system is higher, repurchase

part adoption

adoption

If psychological satisfaction of a shopping mall system is higher, repurchase

part adoption

If operating satisfaction of a shopping mall system is higher, repurchase

adoption
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