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Abstract

The purposes of this study were to identify the dimensions of perceived dissatisfaction, complaining
behavior, and long-term orientation of customers about the Internet fashion shopping mall, and to empirically
examine the effects of each dimension of perceived dissatisfaction and complaining behavior on long-term
orientation. For this study, questionnaires were administered to 275 Internet shopping mall customer. To
analyze collected data, descriptive analysis, factor analysis, Cronbach's ., correlation analysis, and regression
analysis were used. Major findings were as follows. First, college students were found to mainly complain of
dissatisfaction at product quality, refunding/changing/maintenance repair, price, contract, delivery, and
payment after transaction with the Internet shopping mall. Second, customer dissatisfaction was found to have
high correlation with complaining behavior and partly with customer neglect or exit. Third, higher customer
dissatisfaction was found to increase customer complaining behavior in general. Finally, higher complaining
behavior was found to have connection with lower customer loyalty and higher customer neglect and exit.
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1. Introduction

With the advent of various retail dealers brought
about by the recent boom of distribution market, the
competition of domestic fashion distribution industry
has become very stiff. To address this situation, many
domestic fashion industries has built and operated an
Internet shopping mall to obtain good results in the
aspect of the efficiency of distribution cost and the
collection and use of customer information. The Korea
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National Statistical Office reported that the transaction
scale of the Internet shopping mall(B2C) in Korea was
about 9.132 trillion won which increased about 15.3%
over the previous year. Specifically, clothing and fash-
ion products occupied 2 trillion won (US$ 371.6 bil-
lion) which was 17.6% of the whole market, showing
the biggest transaction scale(Chung, 2007).

However, with the increase of e-commerce in the
fashion products and service, consumer's dissatisfac-
tion and damages have also rapidly increased.
Chung(2007) revealed that 23,729 counseling cases of
e-commerce-related consumer damages were applied
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to the Korea Consumer Agency and the most frequent
damage items were ‘clothing, textile, and personal
products’(8,039). In case of clothing, color or design
was very important consideration and consumers
would make ‘contract cancellation’ to return the
product most frequently when they receive a differ-
ent color or design from the original product they
ordered. The next frequent contentions were ‘defec-
tive quality’ and ‘an unfair practice by Internet shop-
ping mall’. Although many customers would ask for
product return, exchange, or refund because of defec-
tive product, the Internet shopping mall charged
them with the expenses of return/exchange. Some
would not even refund and even shift their responsi-
bility on to the customers. As a result, customer dis-
satisfaction and complaints have seriously increased.
Likewise, customer complaints caused by poor prod-
uct or service bring about customer's complaining
behavior visibly or invisibly. Bearden and Teel(1983)
argued that customer's complaining behavior was very
important despite its negative aspect to companies.
Through a customer’s complaint companies could then
identify customer's desire more correctly and prevent
similar problems from happening again by examining
details and reflecting it to their marketing strategy.
Fornell and Wernerfelt(1988) suggested that although
customer complaints caused by service failure elicited
customer dissatisfaction, if they were controlled prop-
erly, it could remarkably reduced the number of cus-
tomers wanting to brand switching. Thus it is very
important to grasp dissatisfaction and complaints in
the aspect of customer management, they added.
Although the management of customer dissatisfaction
or complaining behavior is important to retain a recipro-
cal relationship with customers, as well as to manage the
information and cost of enterprise operation, fashion
industries running Intemet fashion shopping mall make
little effort to correct customer's dissatisfaction or neg-
ative experience which occurs during or after shopping.
Accordingly, this study was intended to grasp the
nature of customer dissatisfaction through their busi-
ness relation with the Internet fashion shopping mall,
the effects of dissatisfaction factors on consumer's
complaining behavior, and the effects of the com-
plaining behavior on long-term relationship between

customers and Internet fashion shopping mall through
empirical analysis.

II. Literature Review

1. Dissatisfaction with the Internet Shopping
Mall

With the great growth of Internet shopping market,
many fashion retailing companies introduce the on-
line system and actively run their own Internet fash-
ion shopping mall. However, it is often reported that
the damages to its users has also rapidly increased
and most of them do not receive proper compensation.
It indicates many bad effects caused by the spread of
the Internet shopping mall(*“A rapid incresaing of dam-
age by internet shopping malls, but...”, 2007).

Chung and Ju(2007) explained that customer dis-
satisfaction or problems could be raised more fre-
quently on Internet shopping than off-line because
Internet transaction was decided through a picture
without seeing actual product and there was little
face-to-face communication with retailers. Also per-
sonal information drain, inferior goods, uncertainty of
return or exchange, and transaction fraud occur in the
Internet frequently, they added. Specifically, Miyazaki
and Femandez(2001) indicated that in on-line shop-
ping, consumer's privacy was often violated or the
third party's dishonest act could happen because of
security problem of the mechanical system. They
also argued that business guarantee or quality assess-
ment problem could occur in Internet shopping because
goods were not delivered or actual products could not
be identified. Pyeon and Lee(2004) grasped the satis-
faction and dissatisfaction types of Internet shopping
mall users in detail and found that customers were
dissatisfied with expensive price, product against their
expectation, different product from the picture, defec-
tive products, delayed delivery, inconvenient transac-
tion process, and inconvenient return process.

Cho(2003) examined dissatisfaction after the pur-
chase of fashion products in Internet shopping mall
and reported that Internet customers complained of
product quality most frequently because Internet
shopping mall could not correctly show material,
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color, or fitting by images. In this way, dissatisfaction
or problems found in Internet shopping mall are some-
what different from those of off-line shops and have a
wide range of problems from product itself to purchase
process, delivery, or after-purchase management.

2. Complaining Behavior Associated with Ser-
vice Dissatisfaction

Customer's complaining behavior generally occurs
after purchase and is closely related with customer
satisfaction or dissatisfaction(Moon & Jung, 2007).
Richins(1983) defined complaining behavior as con-
sumer's response to dissatisfaction. Singh and How-
ell(1985) explained that complaining behavior occurred
when certain feeling or emotion was caused by per-
ceived dissatisfaction and it included both non-behav-
ioral responses of not doing anything all as well as
behavioral response. Fornell and Westbrook(1979)
explained specifically that customers did complain-
ing behaviors when confronting unfair marketing
practice, being disappointed with products, and being
dissatisfied at company actions. Complaining behav-
ior basically begins from customer's response to dissat-
isfaction. Therefore, it can be considered as customer's
negative response experienced perceptively and emo-
tionally in their transaction rather than limiting to sat-
isfaction itself.

Researches on negative responses because of cus-
tomer dissatisfaction were divided into complainer
and non-complainer at the early stage, but the subdi-
vision started from the research by Day and Landon
(1977). They researched first whether dissatisfied cus-
tomers took complaining behavior toward product or
marketer or not, and then divided taking complaining
behavior into private behavior and public behavior.
The private behavior included negative word-of-
mouth to friends or relatives and rejection to repur-
chase a certain product and revisit a certain store.
The public behavior included a claim for product
change or refunding to marketer or manufacturer, a
public complaint to consumer groups or government
agents, and taking a legal action. On the contrary, when
consumers did not show any complaining behavior
openly and just have it passed by, it was viewed as

non-behavior. Also, Singh(1998) first divided cus-
tomer's complaining behavior into a series of responses
of behavior and non-behavior and then divided them
into voice response, private response, and third party
response again: the voice response referred to a
direct language response to make compensation to
the marketer; the private response, a negative word-
of-mouth to friends or relatives or stopping use; and
the third party response, a formal complaint to the
third party such as public or legal institutions or
newspapers. Hong(1999) investigated the types of
consumer's complaining behavior in the purchase of
clothes and divided them into third-party complain-
ing behavior, voice complaining behavior, and pri-
vate complaining behavior.

3. Relations among Service Dissatisfaction,
Complaining Behavior, and Long-Term
Orientation

Current marketing considers the buyer-seller trans-
action to establish long and continuous relationship
rather than to stop at one try. This view can be
explained as the concept of long-term orientation.
Long-term orientation premises that the results of
interdependent joint activity between buyer and
seller are beneficial for both. Effective customer rela-
tionship management can form and maintain good
relationship with customers, but if the relationship
gets worse for some reasons, it can be broken(Suh,
2001). Hirschman(1970) and Ping(1993) suggested
on the basis of social exchange theory, the long-term
maintenance of buyer-seller could be classified into
loyalty, neglect, voice, and exit behavior. To put it
concretely, loyalty meant that even if some problems
happened in the dealer, a customer had intent to wait
or continue transaction, expecting the improvement
of problems. Neglect meant a response of leaving the
deterioration of relationship by reducing interest or
efforts about the relationship. Voice meant to discuss
with an interested party or take an action to resolve
problems which could occur in a transaction. It also
included the behavior which tried to improve condi-
tions by asking a help from an outside agency.
Finally, exit was the concept which breaks off the
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service used or includes the intent to break off.

Hirschman(1970) suggested from economic point
of view that dissatisfied customers showed such
responses as exit, voice, and loyalty depending on
market situations. He indicated that if they were dis-
satisfied in the competing situation, they were most
likely to exit and customer dissatisfaction played a
negative role in relationship retention. As one strat-
egy, Blodgette et al.(1997) suggested that if dissatis-
faction reasons after purchase were understood and
improved through customer's complaining behavior,
it could induce further purchase behavior and contin-
uous relationship could be achieved.

In particular, consumer behavior in the on-line cir-
cumstance is somewhat different from the behavior
applied to the off-line shop. In other words, Internet
shopping mall is characterized by supplying product
and service through virtual space and it can bring up
several problems or dissatisfaction. Furthermore, because
it is difficult to promptly solve the problem by face-
to-face it is often called a 'fragile relationship'. Thus,
dealing with consumer dissatisfaction or complaint
in Internet transaction is very important to maintain a
positive relationship between buyer and seller(Suh,
2001).

Park and Park(2003) suggested that in the transac-
tion with Internet shopping mall, because customers
have a relatively limited path of communication com-
pared to purchases made in off-line shops and could
not obtain the aid of a salesperson, they attributed
most problems as the shopping mall's fault and made
complaints although all their activities were made
under their control. Thus, marketers should be able to
manage well the complaining behaviors associated
with customer dissatisfaction and be concerned with
customer retention.

In this way, in customer relationship, customer
retention or customer neglect and exit greatly depends
on whether companies can supply customer-desired
product or service. If they cannot meet customer's
desire, customer dissatisfaction or complaints will be
made. If such a negative response is not solved effec-
tively, customer-company relationship becomes dif-
ficult to maintain. Relationship dissolution not only
causes such a financial loss as the reduction of sale or

profits, but also hurts company's image or reputa-
tion(Suh, 2001). Thus, it is very important to grasp
customer dissatisfaction and complaint ahead.

II1. Research Methods

1. Research Purpose

The purposes of this study were to understand
1) the dissatisfaction, complaining behavior, and
long-term orientation of customers about the Internet
fashion shopping mall and their correlation, 2) the
effects of perceived customer dissatisfaction on com-
plaining behavior in the Internet fashion shopping
mall, and finally 3) the effects of complaining behav-
ior toward the Internet fashion shopping mall on long-
term orientation(loyalty, neglect, exit).

2. Instrument

A survey questionnaire was developed for the
empirical study. Perceived consumer dissatisfac-
tion(23 statements) were developed based on previ-
ous researches(Cho, 2003; Westbrook & Newman,
1978). Respondents were asked to indicate the level
of dissatisfaction with each statement on a 5-point
Likert type scale(1: little dissatisfied ~5: very dissat-
isfied). Customer complaining behavior(8 statements)
were developed based on previous researches(Cho,
2003; Hong, 1999). Long-term orientation(8 statements)
were developed based on previous researches(Ping,
1993; Suh, 2001). The above measures used in this
study consisted of 5-point Likert type scale(1: strongly
disagree ~5: strongly agree).

3. Sample, Data Collection, and Data Analysis

It was reported that the 20s was found as the con-
sumer group who used the Internet shopping mall
frequently and made a claim for damage relief most
frequently(Chung, 2007). Thus, this study selected
college students residing in Gwangju City as the sub-
ject and sampled respondents who had complaint or
made complaining behavior after using the Internet
fashion shopping mall using convenient sampling
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method. Data was collected during November 27-
December 8, 2006 by questionnaire survey. A total of
450 people received questionnaires and 414 returned
it. Of them, 275 were used for final analysis except
incomplete responses. To analyze collected data, descrip-
tive analysis, factor analysis, Cronbach's «, correla-
tion analysis, and regression analysis were used.

IV. Results and Discussion

1. Dimensions of Customer Dissatisfaction,
Complaining Behavior and Long-Term
Orientation with the Internet Shopping
Mall

1) Dimensions of Customer Dissatisfaction
To grasp the dimension of perceived customer dis-
satisfaction after transaction with the Internet fashion

shopping mall, the principle components factor anal-
ysis method was conducted using the varimax rota-
tion. As a result, six factors that had an eigenvalue of
1.0 or higher were selected as shown in <Table 1>.
Total percent of variance accounted by these six fac-
tors was 79.55. For reliability of the scale, Cron-
bach's o coefficient was examined and ranged from
.8310.93.

Factor 1 was associated with dissatisfaction at
product defect after wearing, wrong indication of
material, color, or size, or different product quality
from the picture and was called “Product Dissatisfac-
tion”. Factor 2 was associated with dissatisfaction at
the request of product return, refunding, change, and
maintenance repair and was called “Refunding/Chang-
ing/Maintenance Repair Dissatisfaction”. Factor 3 was
associated with dissatisfaction with relatively expen-
sive price and discount benefit and was called “Price

Table 1. Factors analysis for customer dissatisfaction

Factor 1: Product Dissatisfaction
- Product defect or serious damage after wearing .87
+ Fraudulent sale of a fake as an original .86 8.48 23
- Wrong indication of product material, color, or size .83 (38.55) ’
- Great difference between product picture and quality .83
- Delivery of a defective product .81
Factor 2: Refunding/Changing/Maintenance Repair Dissatisfaction
- Refusal of customer's request of product refunding 90 240
+ Charging a customer with delivery cost in the change or refunding of purchased products .87 a O 92) .89
- Refusal of customer's request of product change .83 ’
- Maintenance repair of purchased product is not possible 73
Factor 3: Price Dissatisfaction
* More expensive price than other shopping malls in the same product .85
. . . 2.07
+ More expensive price than off-line stores 81 ©.41) .89
* Purchasing products as membership, there is no discount benefit .81 )
+ Price reductions after payment 70
Factor 4: Contract Dissatisfaction
- Shopping mall's one-sided contract cancellation from its curcumstances .88 1.88 %
- After payment, stopping contact from or closing of shopping mall .87 (8.54) ’
- After payment, the shopping mall says the article ordered is sold out .86
Factor 5: Delivery Dissatisfaction
- Delay of delivery of article ordered .84 1.39 88
+ Some articles purchased are omitted in delivery .84 (6.32) ’
- Different article is delivered from one ordered 79
Factor 6: Payment Dissatisfaction
- Demand of payment after contract cancellation of product purchase or return .80 1.29 83
- After overpayment of product price, the shopping mall makes no refund of overpayment 78 (5.80) ’
- After cancellation of purchase contract, the cancellation of credit card payment is delayed .68
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Dissatisfaction”. Factor 4 was associated with dissat-
isfaction at shopping mall's one-sided contract can-
cellation from its circumstances, closing of shopping
mall, and sold out and was called “Contract Dissatis-
faction”. Factor 5 was associated with dissatisfaction
at delivery delay, product omission, delivery of dif-
ferent product and was called “Delivery Dissatisfac-
tion”. Finally, Factor 6 was associated with dissatisfaction
at payment, the refund of overpayment, and delay of can-
celing credit card payment and was called “Payment
Dissatisfaction”.

2) Dimensions of Customer Complaining Behavior

To grasp the dimension of customer complaining
behavior after transaction with the Internet fashion
shopping mall, the principle components factor anal-
ysis method was conducted using the varimax rota-
tion. As a result, three factors that had an eigenvalue
of 1.0 or higher were selected as shown in <Table 2>.
Total percent of variance accounted by these three
factors was 61.78. Cronbach's o, coefficient was
ranged from .62 to .73.

Factor 1 was associated with telling a negative
story about the shopping mall to surrounding people
or deciding not to buy the product again and called
“Private Complaining Behavior”. Factor 2 was asso-
ciated with direct complaint about problem to the
shopping mall and request of change, refunding, or
problem solution and called “Voice Complaining
Behavior”. Finally Factor 3 was associated with report
of dissatisfaction to consumer groups or taking a legal
action and called “Third Party Complaining Behavior”.

3) Dimensions of Customer Long-Term Orientation

To grasp the dimension of customer long-term ori-
entation after transaction with the Internet fashion
shopping mall, the principle components factor anal-
ysis method was conducted using the varimax rota-
tion. As a result, three factors that had an eigenvalue
of 1.0 or higher were selected as shown in <Table 3>.
Total percent of variance accounted by these three
factors was 60.07. Cronbach's o coefficient was ranged
from .62 to .77.

Factor 1 was associated with relationship retention
with the shopping mall(e.g., no change, the belief
that dissatisfying points would improve, or the con-
tinuous use of shopping mall) and called “Customer
Loyalty”. Factor 2 was associated with the reduction
of efforts or interest for relationship retention or the
maintenance of intermittent relationship(e.g., the use
of Internet shopping mall only when special events
or benefits are provided, alternatively using several
shopping malls, or the information collection of shop-
ping mall providing better service) and called “Cus-
tomer Neglect”. Finally Factor 3 was associated with
relation dissolution and switch into another shopping
mall(e.g., no use again, the consideration of using
another shopping mall) and called “Customer Exit”.

2. Relations between Perceived Customer
DisSatisfaction, Complaining Behavior,
and Long-Term Orientation

Pearson correlation analysis was conducted to ex-
amine specific correlation between perceived customer

Table 2. Factors analysis for customer complaining behavior

. . Factor Bigenvalue ‘Cronbach's
Customer Complaining Behavior Loadi (Percentage
oading . Q,
of Variance)
Factor 1: Private Complaining Behavior
- I tell my dissatisfaction of the shopping mall to surrounding people. .84 2.1 73
- I decide not to buy product in the shopping mall again. .79 (26.37) '
- I advise surrounding people not to buy products in the shopping mall. .82
Factor 2: Voice Complaining Behavior
- I request product or service change to the shopping mall. 81 1.70 66
- I request the problem solution of product or service to the shopping mall. .76 (21.21) ’
- I request product or service refunding to the shopping mall. 74
Factor 3: Third Party Complaining Behavior 1.14
- I report dissatisfaction of the shopping mall to consumer groups. .80 a 4 19) .62
- I take a legal action against dissatisfaction of the shopping mall. 71 ’

- 1871 -



48

Journal of the Korean Society of Clothing and Textiles

Vol. 32 No. 12, 2008

Table 3. Factors analysis for customer long-term orientation

Factor 1: Customer Loyalty
- I will not change into other shopping mall because it's my favorite one. .86 2.07 77
- I believe that dissatisfying points will improve. .84 (25.82) ’
- I will continue to use because everybody can make a minor error. 77

Factor 2: Customer Neglect
- I will use only when special events or benefits are provided. .82 1.65 76
- I will use several shopping malls alternately. .80 (20.59) ’
- I will collect information of shopping malls providing better service. .58

Factor 3: Customer Exit .10
- I will never use this shopping mall again. 67 a 3 66) .62
- I consider using another shopping mall. .68 ’

Table 4. Correlation matrix between factors of customer dissatisfaction, complaining behavior and long-term
orientation

(1) Product 1.00

(2) Refunding/Changing/"

. . 35%*
Maintenance repair

1.00

(3) Price A4FR | 43%| 1,00

(4) Contract 2%k 32k 30%*| 1.00

(5) Delivery A4x% L 34xx | 5k 30k

1.00

(6) Payment
(7) Private

(8) Voice

(9) Third party

(10) Loyalty

1.00

(11) Neglect

-02 | 1.00

(12) Exit

-04 1.00

*p<.05, **p<.01

dissatisfaction, complaining behavior, and long-term
orientation after using the Internet shopping mall.
The results were shown in <Table 4>.

Generally, after using the Internet shopping mall,
there was a positive correlation between dissatisfac-
tion and complaining behaviors in college students.
For long-term orientation, customer complaining behav-
ior was negatively correlated with customer loyalty but
positively correlated with customer neglect and exit.
Specifically, customer dissatisfaction was significantly
positively correlated with private and voice complain-
ing behaviors, but no significant correlation was found
with third party complaining behaviors. Also, for cus-

tomer dissatisfaction factors, quality, refunding/chang-
ing/maintenance repair, and price factors partly had a
positive correlation with customer neglect and exit. It
means that the higher dissatisfaction, the higher cus-
tomer complaining behaviors. Specifically, it suggests
that when having higher dissatisfaction with quality,
refunding/changing/maintenance repair, and price, cus-
tomers did not only make complaining behaviors.
They became less interested in the shopping mall,
reduced their intention of further use, and finally
moved to another shopping mall or exited from the
shopping mall.
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3. Effects of Perceived Customer Dissatisfaction
on Complaining Behavior

The regression analysis was conducted to analyze
the effects of perceived customer dissatisfaction with
the internet shopping mall on complaining behaviors.
Perceived dissatisfaction was used as the indepen-
dent variable and complaining behavior was used as
the dependent variable. The results were shown in
<Table 5>. Generally perceived customer dissatisfac-
tion was found to have a statistically significant posi-
tive effect on customer complaining behavior(F=32.21,
p<.001, R=11). It suggests that the higher customer
dissatisfaction, the higher complaining behaviors.

To put it more precisely, respondents' dissatisfac-
tion with price and refunding/changing/maintenance
repair became higher(3=.33, t=4.64, p<.001 and p=.13,
t=2.09, p<.05 respectively), their private complain-
ing behavior was increased. Also as their payment
dissatisfaction and price dissatisfaction became higher
(B=225, t=3.66, p<.001 and p=.19, t=2.52, p<.01 respec-

tively), the voice complaining behavior was increased.
However, no statistically significant effect was found
on the third party complaining behavior. Refunding/
changing /maintenance repair dissatisfaction is related
with the characteristics of store competition because
it can be made only after customers compare shop-
ping malls. In other words, consumers may often tell
about their negative feeling for the shopping mall to
their surrounding people. When dissatisfaction with
shopping mall's wrong payment demand or contract
was high, customers requested correction or compen-
sation.

Tt supports Park and Park's(2003) findings that as
product-related dissatisfaction(e.g., price or quality)
became high, private complaining behavior was in-
creased. It also proves Chung's(2007) findings that
contract cancellation, product defect, and a demand
of unfair payment occupied high percentage in the
consumer damages reported to the Korea Consumer
Protection Board.

Table 5. Effects of perceived customer dissatisfaction on complaining behavior

Dependent variables Independent variables 8 t
““(Complaining behavior) (Customer dissatisfaction) :
Product 31
Private - : 9.05%** 17
Contract .07 1.03
Delivery .02 34
Payment .06 83
Product 05 74
ing/maintenanc 1.18
Voice 527k 11
Contract
Delivery
Product -1.24
Refunding/changing/maintenance repair -01 -15
. Price 10 1.28
Third party .84 02
Contract -.00 -.08
Delivery -09 -1.30
Payment .00 05
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4. Effects of Complaining Behavior on Long-
Term Orientation

The regression analysis was conducted to analyze
the effect of complaining behavior toward the Inter-
net fashion shopping mall on long-term orientation.
Customer's complaining behavior was used as the
independent variable and long-term orientation(loy-
alty, neglect, exit) was used as the dependent variable
The results were shown in <Table 6>,

While private complaining behavior had a statisti-
cally significant negative effect on customer loy-
alty(B=.-13, t=-2.13, p<.05), it had a positive effect
on customer neglect(f=.18, t=3.15, p<.01) and exit
(B=27, t=4.64, p<.001). Similarly voice and third party
complaining behavior had a statistically significant
negative effect on customer royalty(B=-.13, t= -2.15,
p<.05, 8=-13, t=-2.11, p<.05), but had a positive
effect on customer neglect(f=.23, t=3.96, p<.001,
B=.19, t=3.30, p<.001). However, voice and third
party complaining behavior was found to have no
statistically significant effect on customer exit. It
suggests that as private, voice, and third party com-
plaining behaviors became high, customer loyalty
was decreased and customer neglect was increased.
Specifically, higher private complaining behavior con-
tributed to higher customer exit. In other words, pri-
vate, voice, and third party complaining behaviors
caused the reduction of customer loyalty which was

Table 6. Effects of customer complaining behavior on long-term orientation

the core of relationship retention between shopping
mall and customers. Furthermore, it was cause of
neglect behavior that degenerated into an opportunis-
tic customer who used the shopping mall only when
special events or benefits were given. It should be
noted that the most influential factor on customer
exit which led to relationship dissolution between
shopping mall and customer was the private com-
plaining behavior.

As Lee et al.(2007) argued, customers tended to
tell their complaints to their surrounding people and
did not complain strongly to companies or public
institutions because of their personal situation or
because they thought problems were minor. How-
ever, such negative rumors tended to be exaggerated
and snowballed and finally gave a bad reputation to
companies. Furthermore, it was often neglected with-
out any awareness and then potential customers as
well as existent customers would be lost.

V. Conclusfons and Implications

This study has carefully observed that e-commerce
has grown greatly in the fashion distribution industry
recently and customer damages and complaints have
also become higher. Thus this study is intended to
provide the fashion industry running Internet shop-
ping malils with basic data and to examine customer
dissatisfaction factors and accompanying complain-

Private -13 -2.13*
Voice -13 -2.15% 5.37%* .06
Loyalty -
Third party -13 -2.11%*
Private 18 3.15%*
Voice 23 3.06%¥* | 11.83%** 12
Neglect -
Third party .19 3.30%%*
Private 27 4.64%+*
. Voice .04 73 7.74%k% .08
Exit
Third party .02 .30

*p<.05, **p<.01, ***p<.001
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ing behaviors. It will minimize customer dissolution
and exit and take effective steps for the control of
customer complaints and better service.

This study suggests the following strategic points
to Internet shopping mall dealers based on the results
of an empirical analysis.

First, after using Internet shopping mall, college
students' dissatisfaction was classified into quality,
refunding/changing/maintenance repair, price, transac-
tion contract, delivery, and payment factors. Because
the on-line transaction was made without seeing
actual products, different dissatisfaction from the off-
line can be made. Specifically, transaction contract,
delivery, and payment-related dissatisfaction can fre-
quently occur in the on-line system. Thus, e-tailers
should investigate customer dissatisfaction previously
and construct convenient and safe system in the
design and operation of shopping mall. For example,
a variety of communication channels should be pro-
vided to check customer dissatisfaction through real-
time interaction with customers. Also, actual customer
dissatisfaction should be grasped through a variety of
customer participation programs{e.g., the recruitment
of groups experiencing customer dissatisfaction, mon-
itoring activity, customer suggestions, and service deliv-
ery ideal content) to construct the management system
which can be immediately restored.

Second, it was found that as customers' dissatisfac-
tion was high with Internet shopping mall, their com-
plaining behavior also became high and the types of
complaining behavior were varied. Specifically refund-
ing/changing/maintenance repair dissatisfaction was
found to evoke the private complaining behavior. The
private complaining behavior is easy to be over-
looked by companies because the intensity of com-
plaint is low. However, customers' negative word-of-
mouth behavior rapidly spreads out. Furthermore as
it is based on experience and other customers con-
sider it very reliable, it can block new customer’s
access and remarkably reduce the intention to repur-
chase. Consequently, sales will be decreased and
profits will become low. Thus e-tailers should take a
step to prevent private complaining behaviors seri-
ously. Many Internet dealers provide similar service
and product and quality for price is not very different.

Thus adequate and reliable price strategies should be
made against competitors. Also, customers buy prod-
ucts in Internet without seeing or touching actual
products. Specifically, size or fitting is very impor-
tant in clothing. If detailed and correct product infor-
mation or picture is not provided, refunding/changing/
maintenance repair problems will be continuously
made. Thus, e-tailers should provide detailed infor-
mation on color or size to lower refunding/changing/
maintenance repair dissatisfaction. If fitting images
are presented using 3D technique, consumers can
search and select products on the basis of rich infor-
mation. Thus technical steps should be also taken to
show the features of products.

Price and payment dissatisfaction was found to
evoke the complaining behavior which asked direct
compensation to the dealer. Payment dissatisfaction
is very sensitive issue because it is connected with
money. Thus e-tailers should construct safe and reli-
able payment system. They should also inform customers
of a payment procedure to prevent their disadvan-
tages and remove their anxiety.

Finally, it was found that as customer's complain-
ing behavior about Internet shopping mall become
high, customer loyalty became low and neglect and
exit became high. Specifically this is illustrated with
the case of high private complaining behavior. Cus-
tomers who do not tell their complaints or tell their
experience only to their friends or family can become
a big danger to the company from a long-term point
of view. Thus e-tailers should listen to customer's
dissatisfaction and complaining behavior and take a
step to deal with them promptly. For example, to
grasp actual customer's bottlenecks and complaints
from community, it is necessary to analyze customer
complaints in the level of overall context. The Inter-
net shopping mall should construct a variety of commu-
nication channels(e.g., an immediate response channel
and a general and high level channel such as CRM) and
grasp customers' needs and bottlenecks on the basis of
the close understanding of the situations and charac-
teristics of their complaints.

The results of this study will be helpful for domes-
tic fashion industry running Internet fashion shop-
ping malls facing keen competition to understand
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and manage customer dissatisfaction and complain-
ing behaviors. Furthermore, it will contribute to tak-
ing a proper strategy to minimize customer exit and
maintain friendly customer-shopping mall relations.
However, a careful generalization should be consid-
ered since the result of this study was conducted in
convenience of sampling only from college students
residing in one region and selected them as the sub-
ject. Also, it should be considered that customer dis-
satisfaction and complaining behaviors can vary with
customers' personal characteristics or situations. Accord-
ingly, further research needs to focus on explaining
customer dissatisfaction and complaining management
according to respondents' characteristics and situa-
tions.
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