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<Abstract>

This study examined Chinese students’ satisfaction level regarding their Korean Internet shopping mall experiences and
the measured factors were pre-purchase, purchase, delivery, A/S and security, additionally, evaluate the level of repurchase
intention on Chinese students living in South Korea.

To accomplish these goals, an online questionnaire survey was conducted between October 1 and 10, 2011. A total of 365
questionnaires were used for the final analysis. The analysis process involved many statistical methods such as frequency,
correlation and regression.

The results indicate the following finding: First, Chinese students normally visited and purchased from popular Internet
shopping malls and the items that they purchased the most frequently were clothing and shoes, makeup, computer and electronics.
Second, the Chinese students” satisfaction level regarding their Internet shopping mall experiences was not high. They were
especially worried about security matters regarding their personal or financial information. Third, their satisfaction level with
the delivery process has the largest influence on their repurchase intention. Also, their gender, the length of time they had
lived in Korea, the length of time they spent on Korean Internet shopping mall websites, the amount of frequency of online
shopping in Korea, and their satisfaction with their purchase, the delivery process, the A/S process and security affected their
repurchase intention in different degrees. The conclusion provides valuable information for devising a strategic direction for

improving the foreigners’ satisfaction level regarding and repurchase intention on Korean Internet shopping malls.

intention)

=

# A 2 3 W (E-mail : denglincm@hanmail.net)
#x WAIA AL : 0]54] (E-mail : Lchung@konkuk.ac.kr)

- 105 -



2 =B 3R] ¢ A 308 4% 2012

= A% g e 4l
A Ao, 53] QeUle o g}t 7%
PR RS IERE

= >
o
of
>,
N
it
o
i3
=L
rlo
i)
Al
to

> i o rlo
" (o

o 2

Lo

>

X

Ll

N

o

fru

ol

O
i
Lo
)
R}
AC
fr

A1 elo] Eith(Belk, 1995). 2E]
g anASelAE e Helyat A

O o off (B XL PL ok o
©

Lo oyg o 4 3o

ael QELYE 2.2 74271 H9{EHMoon &
Gao, 2011). ol&I& Y £YBL ol§3 LHASe] 7
whe AR ST 0R, @) Y 232 A4S @5
Q) &AM olje} @) 913 AMAEY o)§E F7)

1o
o
g

rlo

i3

ska ok

g gyt A freketa e A=l Y e
1099 o)} Hlow(F3Hek=, 2012.3.24), 1 #3HY Sl
M= o 70%0)13e T FAOE FARA {3 7t 4
e AA S UATHEI B EAA|, 2012.3.7).

olgf3t T3 I EL dolot AHA, BHE Sl et
A olHFE AL o, F3Po] Zojd45 2
A=A Zoledt seigte d=o] 89 7o 7 Qg

2Ed 2w FEAE U 7 2 2Ed 22 A HLim,
2009). oleldt 2Ed 2e oo FaFEEY] &
A= g Feo g 2835te] dojd Aujo) 3}
apo] o] 2nYdd AdhE g Aotk Wb AFE T
mjo] gloiNe =kl Fujrths S AET ol
gt AEAdo] =2 AEul 235 Fujrt go] o]Fod A
olg} Aztett.

KISA(2010)9] =728 = SIALo]E o] G|l ZAto] <
sk ofrlote] w7kE 69.8% = 7 EA UERRAL S 4
ALO|E. o] &2} 47.2%7} 3ha Aol EE B3| AEolut
A2 55 g Aol AT S e, 2009
il 13.1% 33tk

Li(2010)2] S5 e ulgel] et AqtolA
T SHAES dHulag ol Pz} T T
uf gkl 71 58.6% ©] ™, ‘A e gt o]do] 30.7% B =R
Hlw A ol o] &3kal A om, FuldES A Fo] A
A 731% = 71§ Bl Fulstar ATk AT QIEUl &
BES o]&3te AF FulA AeAdT wd/ a9 ol
gk AZ4E Ao A vehoH, daolsge] 55
E A7be 199 A7 @& BEFS Hola 9l doiF
s8] Agte] R T Aoz ojojx Fulol ik

99 Bol AAeT ol 2 ol Yo Be AL F
Aol B2k

Faol A AZE frEanIAe) HEo) F 484l
Z7he Aol@ B84 e Fha EsgTo FAY
Z9ol B2 /M Bask om, 53 ALY
Fo AL Fueks WAL F2 AFEE Bal o) FolA
7w ol ol jart ABHA 2@ TRy 95
AN Slole] the ARG 9T 5 o} B2 B o]

L53 glong EfIY = E3

gl
7
sto] 259 TSRS} Ao e E gebshe 2 9n 3l
ozjgt 2t spARt 7]E9 A= IHULFE o] &R
7 ATzl #HSE LIRS tdeZ g AF(Chun
& Kim, 2004; Jun & Hong 2006; Song, 2009; Jeong,
2010), 22jaL = F=7F Bl £ = U= B3 v
WEA AF(Yoon et al, 2011), =3 Fx4HAE2] Q)
Blulzed Fujele ¥l A (Jeon & Zhai, 2007; Lim &
Qu, 2008) T W& AFE0] o] FolH oy FHF3A 4]
A5 o2 AT 7|EY JHady dHE AT e
AUy Aejot A7E A9S 2ebdt Li(2010) 2] A7-78
7t e ABOE ATt obF mIEFE Ao Abdolth

webd & A7 ol AFshs o=l g <l
U4 E o] & gk ARl AFE A3t flekeo
AT 7Y =& HlES AR g SR AHAE F
Ao G ABUlLGE9] o]&4
L3 E T A9 BEEE otete] WHEEo]
&4 o] FAIAIE gotatarat 2
Tl EE ouFAE AW E I ATl FIS

H7E FA7EE getetaat gtk o5 Fa
S an A IHULFE T o] TR
T e ek AAskaL obz ] Fg detotel Al
o] o]Fod F JUEE LHIAUFY VERARE AT
T A= AoH, 7Yl e F71staL e = dinAtE
SHAE D AT g IAZ 5 e vHAE A
o

FRE F 9 Aol

ol

A]

-

=
Ll
12

[e3
9,
.
K
o
vl
L

o
o
ke
e
-0,
i
)
B
o
o mlﬂ N 1(_‘
2L

fr

ICAR

0. Agdraz

- 106 -



5 AHULFE TGN Ll

Fwe} A7l 3

Aoz A= th(Novak & Chattejee, 1995). THA] 23|

?_]EWUE 2 Y § BE9AE ol§sto AHAE

AAAA Y Ws ol vl oA FES YRl

dsle s 7 & de Aol & 4 AT Kim,
Sl

Elag Bl AFE vE 2t 4 A
oA AHATL HELS DA TojolRE

T= EFGO].EJ_ o]oﬂ
T U7 AFZ2A 9 wjE o]2= &

CEEEE:
o M AANA olFAAE AL Tk EF B &
Be ALY SH0z A Ael, A7, B9 AkS 2

doto] Fujatel anlA} Tkl AEAHE, A
dEA 7] weol LRt AE Hel g
B EARS ATt ZIdelAls A9 S, A Hl
|44 59 EE 7HAYETHLIm, Jong & Kang, 2000).
ElEE 5L 7|95 Al 1] A2 AR A
A iAo 84 £3E Ndde tinle
W3k el Jﬁ%%, & 7HA AFs dvlske

K A& ol&ste] A AlFS AA
,EE Z} el Eajol Aol A4 drfsh=
vl e FETE F3 At ol FolAE T ¥
B=7HA JIRUlE o] &sto AFe Wste B UH

H
7

(A

I
A # 4

o

(e}

ol
ol
far o

cOR)
N
o

ﬂ
2
Of
-

Bron

m
i
4]
o
r
20
=
o
™
o}
&
N
()
—_
=

2. Y LT E LA Ao AR ANEL

At o v - BrtSo] tigk A= 19601 $t
FH o]FoA stk AEYl &3 EA Y] W - BN
A

£ o

olel AaA 9% - RS 2u4Sl AR
wlee) 7ol W) FFe v,

WA aH AR T BolE HEl 2HATES L
Agozre dojd A%E FUT FE A1, Yrhwge

B Ul Hde A49Y 5= 9

PN'

rir
Sl
°
£
s
g
)
5

F2 - 8HA E@%ﬂ‘:}i’ 377]‘” JAA el (Howard &
Sheth, 1969), 7Ithell ti3l] BAAE AHsl= 49 124
3} 207Gl il AA O &AL e g0l B
Aoz opy]H= HAAH Y A A e (Oliver, 1980), Al
AR A o2} T3t ERAFolu} AH| A, At &
&9 9 TS e A B9 B4
3(Westbrook & Reilly, 1983) 502 A& W&

L3 AR ATIEL AHAFY Az ANdE & 4

A
T3 1?‘51 EO]'

B2 o] AHIAV) X E Yrlel Usk 83

lo L Z ro o

Al BodE BT B7)e IAA dE, AR 54 AlE
oL} MH) 29} BHSY Al o Juld AH|AHTE

3 2o &0 He gulg BFolh AFAA ) APel ol
B A g, BAX B AU A 2ol nAe 7

W BE ol 2 Jﬂr A3E o BAs= TFHA 494
|2 o]Flste B o] th(Madeline & Zinkhan, 1991).
agjar Bt 5‘% I A BN AnE ol
AAE TEdt= A 2 DA 9 173 LAES 576
AL g 53 AnATEo R ojdfAe Fag HFES f

HolA fF&sltt & 4 AJtkOliver,
[e]

< 7FAt= 3 7KEngel & Blackwell, 1982), &H1F Fo]
g 7 o]4olglE H7HTalavera & Hunt, 1997),
Aol hat 7|9k AA 6] Fof] AojA AA F3F A
olo] EYXol tfgk 9] uhg, P AFH]] HH
AEEA ARG /AY Ao X A2 Ao
&5 tH(Tse & Wilton, 1988).
mEbA 2 Aol M AEUl &£BE g oA €]
HIZAS F38S i, ol wiE, HZE AR, PR
A 59 570 e Rl o] AZhe] AR {3
ol sl o= A= AWH o FAHA UL HPEA
AE FojFgela e et sk
o] QB £l E HJMWVM R R
£ U/ B gigh 7%4 lonE F2 a%
OIEYl £ E o] P
HEE v ATE AREW ?%24&54\_@%?3 (
At A QIEYl &8 E-S o] &atdA AFTY A4
A194(20.4%), FEAFIL e EF Ee o4 e
(11.4%), Aol thit ALF- Al <t H(10.8%)
}q} 2 Uehgth dEana 24 }(2010)011 9
o] But A I&7} M B 53 °Fd 3]
5 - A/S, B3RS - o, 71 - 87 o
. 39 Pan & Choi(2009)¢] = SIEYl £
=4t 8 T = s
#e] Ew7t MY =3

B
o
N
e
=
N

fr of r 1—>~

2008)

A

X

H

3

Y

e ot to
Oy
E S

ol o

25 2

X omg oy B s
=)

>~

fr wo
o
%bo

© b

II.
[ E]ﬁ
D{H 1o

ol
foyr ¥
& 0

o
2L
~
o

oo 2 o My o
~

e
&

= ]

o oro
ey

(o

il

T
o,
EY-

=
A

N

o o,
i
©
OFO

L

[t

4

1—1::

2
Ofo‘-m
rfml?ﬂ

i

ofN
it
ro
il
>;

&9 DEE AololN g
THT AAE0]d 220s o
, TERUEY LG Eo]8A=

’\] sk Ao et

Agolid gRQlo] HukA

: 3 al ‘l»t— HHA, A FEE ajle
YEFSITHYoon et

‘0,
il
X

R

T

T
N
9
H
ol
2
o S
o2
of
r‘E - lo Flr
—E O{N h:) o{N
rSL‘ o4
MU ok ok O{N

o2
ook ©

A s Aeg

flllo

al., 2011).
0] 4|(2010), Yoon et al.(2011)] AFAX = =13}

ofy

- 107 -



4 =g el gts) A

A 304 43 2012

FaulA7ke] QIEUARE PEE 1) Aol A F2IE)
YD e Aule) HEEs]L dRanART EA e,
ARATE AL A7 AHULDE o845 27}

o 3 Bue Zrjea gom, B3 827 £ A
B W) 24re) AR} A2 MER SE2e )

ol& Bt &= AHULTE o] &4 A=A
7b Z7FekaL Qo B R QRS JIEULEE
w2 ol M) MRS ghetetar B9t Sh9) &499 v
5 giobo] gigt BaAde] WA AHIAE] ANE
s e

3. AHUFE o8 ATz

Arrjelz=e} Hoje vFstA FoHAR F2 &
7F v el AEHoZ Ao MHlA FFAE WSt
o] 8% JlxA 9 ukE s Ey 7GRS 3
(Jarvenpaa & Todd, 1997), 4HIA}7} B A ] 733} v o
ek 7|l 71Z8ke] dAje] MHlA AlgAE v Mell=
O] ol gstaat she fEetal®: FoEtiChung &
Park, 2004; Choi & Kim, 2006). %3} v}A|E] 52| A7t
Ae BAEY SHAA BAE AEAI]7] A3 ==
ATl =5 o]sista JrHDwyer & Oh, 1987).

ol2fg 2l ATl =l F AlFolu Aux
of theh vtz =RF Tl A FFe Ttk = 2
Bk 2R ES FEAA ©BE 2BAIA 2 AlFolY
AMulzel] g S shAY Aol ik oAb S st
& gtHKim, 2008).

Kim(2008)-> &HAle] B35 o wit 9 &
Al AT =7h STkl e o2 71 nlAke] St
Abgtel] tiate] §e S JER T B3 ﬂﬂﬂ 2 He
m AEU LG e ATl =S

2 ZHIA}
Lls
S

ul

—

58 mAREe 2o Bed] 9L 1A A
HhOliver, 1980; Bearden & Teel, 1983). T
T a9 TRl PE s BHYeA 3
g A2} 71]dol| sl Akt AU s ghs Edsta, o
F TidES olFodh AN BUEAldl= H &9
ARl 5, ENS FAskaL 7l E Sole FE S FEgth
AR o7 uAgtEo] FEd Aot FHE
A= A 7199 EFHE 7HT Foh(Woodside,
Frey & Dait, 1989; Rust, Zahok & Keiningham, 1995;
Zeithaml & Bitner, 1996).

= wiAH
o, £PRIEL 53] uljEAH| 20 o3k
Chun & Kim(2004)
E Fogk ABjR7}
3 WESHAl = A
g 7ol Evhe A7 AT ek

o
Song(2009), Jeong(2010)°] ATl T JAE ULz FEol
A 2R FEFE A SAZA FFS 7l

—

olo.

AT .

& AEUlLF Y] MEE FAH WA LA o
A~

87 w* I} 24 L8
A

2011; ]m & Lee, 2012)
AAATE sota] B A7 AHULBZ

2 N4 2] A7)
gt 204 AENLGZ) TP BEE
AT R FaF G 9L AT 5 Ak

2 Aol ATYEE AHATL o 88 ALY
2ol ojs) th olgala e Hws} e ArlRols) o

719E ol gstes AR A=t St

ol
oL

4. AEMIEFE o8 ATriel=e FFdad

3 AT
EHEE ot w2 48 375 Ul as Ak
o A7l =]

o JeFg i

Tujell S84 TS vIAL v FASAT. o}zm
Choi & Kim(2006)9] S1E{Ul:3 20 viA € EA 1} o
g ATl el ete] BA O] By Aol M= 2Rk A,
ot A 5 AT SAUFSe] ATzl
O 9 HolA &= A= yeiyth 39 24
ARl A7 20l ] HE dto] Fm FHAHA
H] 28 Zhao(2011)2] Aol B =in|xEe] 7
Ago] 254 olste] 735 AT el=rt 7P =9k fi}f‘:‘
kst AY &9 A5 718 ATl =rt =
o, T3 2HARe] B9 AR T oAk A ZH?HIH
=7F =4 vt
=4, ﬂEiLiﬁJé% o]- & e oF Al ol =3t HEAS
vjolet MYPATES B Lee(2006)9] AT 2
£ AT ?HHXH W A5 E AW R Slete] £
B2 7} o ulg, e AR, Fej i A F

R

flo 40 mr N e Rl

al

r &

re

s Ba0l|A]

- 108 -



B ANUERE PohgoIAe] 2uAREESE Aol

)]

WES A 15 5 &2 Ady HE 9 s &
st e Aoz YeEPGTh Park & Kim(2001)2] €Yl
LBE] AE 4 ATz FIFS viXe 82l #
g Aol ostd P AP (FiRIE S} 5] Ao

Toll FA JFS wRtka 349k £33 Zhao(2011)]
AT e 287 E o8 AT dHS Bl ¥
HIAHES] ¢ ABUAMEAIRE, 287 H A
APOIE o] &3lgst QAT E FuiSIFR YEEen oF
Wb Aol ol FAR) AES Btk E3 FaH]
A5 A2 ATz Ed X o] AE Fufjslget 9
AFE P87t AR #HAGS HATh Zhou, Ryu &
Lee(2012)9] 287 w2 o] & AFufolmo] #3 AF-A
= 3, 33 ARIARE 28AW S ol Tl STt AT
ol A FFE vAE AoR Uekth

AR, QB Eo] ool A 9] LuAREES} A
Tl =gke] HEAS

r
rl

St
Hl
b

o
AR Fgstdon 4841998 & 1Bl
g E2o
o=

of theh apixbEe] W B 2ol &% QlElse
A

= F8% adlo] drkal B4 1 olF

lo mg ro

AT AHULERE 2l WE AT
solze] Bt AT A AEUEFEA hF VEE

7h AT ool @S Tk SHATHA 7S 5, 2009;
Kim, Jeun & Lee, 2010; Lee et. al, 2011).
T w7 Ao Ao s dgFS
ATE AATh 2BIA}E LGB Hi3 PEE} AT
ol &S A, S o2 LA A AL
= 9] AFozA ATl THHo®
H) A0 S{TH(Kim & Seo, 2010). 3 71EATAT}
Ao M AHANEEE AFu oo AHS Fs

=
)
2 0

o2 g

o 4 o o

—

B ATE o ARE AYATE ErlR BAUsSo
VEYLBE ¢ ATHYEo] ofF FFS vIHEA A

HrAa stk

=

B A7E sas) 98 498 PAA dTRAE o
23 Bk
<@FRA 1> B 3049 @7 AHULPE oz
ol Ao 2uARERE omdsl
<@FEA 2> B 3149 B AHULPE oz

W
e ojw ek
F5

<dT&A 3> et gk ElLEgES] o8
5

9
<ATEA 4> FF FIYS BT AHULYE o]

o

=]

fo 4 o

Folol, Wkl Avd Qe

B A7 AEAE ATEANE 54, AHULP B
1 AE, AEULAE FHPNA 2oIAREE, A

AFFATY 54 Y, A%, e, A, = AF7)
<)

off ZZE A H] 2(
¥)(Chang, 2005; Chang, 2007), PFA|2to2 = Q14
ol i3t AR FAGHAAR, FEHHE)(Lee et al., 2011)
T W 7 GAR el 2 B tig ¥ 188 TS 54
YAE HEE o] §ste] ARAREEE ARGt

AH|ARS AT Q) T (A EF R S, AEHOFE AR, BlS
NAl FH &)= HAAF(Suh & Kim, 2002; Jeun, Lee
& Choi, 2011)E 7|22 A4t 2485k 2+ 243
52 53 YAEAHEE o]&dt F 3EFOE AT

NElLB =] Foj Aol M o] ARARIEES} 2 u)
oro et FaE AIEQ] WAHIAEE Lolr 7] 98t
o] Cronbach’s aAl4-E 743 A3} 5 0.70]/39] H|nLH
E2 MHEE HYTH<Table 1> ZX).

bt
i

3. Ag5R D B

B A7 2AF g A2 670 L ol 37 el
2 o8 Aol e T AR AHsIT v
ZAFE 20119 99 259~9€ 309714 F 3075 ]| E 35}
sFatdon, ol EdE AEAE FATh B A

- 109 -



6 =B 3R] ¢ A 308 4% 2012

Table 1. Reliability of the Scale

Variables Cronbach’s a
Pre-purchase 0.829
Purchase 0.842
Satisfaction with Korean Internet shopping .

mall purchase process Delivery 0.738
A/S 0.796

Security 0.883

Repurchase intention of Internet shopping in Korea 0.864

Table 2. Descriptive Statistics of Respondent’s Characteristics
Variables Respondent
Male 180(49.3)
Gender

Female 185(50.7)
Average age 24.5(2.19)"

High school graduates 15(4.1)

Education
background Undergraduates 215(58.9)
Graduates and higher school 135(37.0)
Seoul 120(32.9)
District

Daejeon 245(67.1)

< 1 year 50(13.7)

Time in Korea 2 years 85(23.3)
> 3 years 230(63.0)

1) Mean(SD)
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(41%) =02 Jepstth 3 A4 i AF 1759 (47.5%),
Mg AF 1909(525%) 02 Uehstom], 95 AF/1HE
31 o4k 2307 (63%), 2\ 857(23.3%), 11 ©13} 507 (13.7%)
o2 ZAEATH<Table 2> 3F=x).
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Table 3. Korean Internet Shopping Mall Using Behavior of the Respondent

N(%)=365(100)

Variables Respondent
G Market 280(76.7)
11st 35( 9.6)
Internet shopping mall
Auction 25( 6.8)
Others 25( 6.8)
Clothing and shoes and so on 285(78.1)
Makeup 115(31.5)
Computer and electronics 110(30.1)
Category of Food 75(20.5)
products purchasing” Groceries 70(19.2)
Home electric 55(15.1)
Book, Music(CD), Video(DVD) 35( 9.6)
others 25( 6.8)
< 1 year 100(27.4)
Years of Korea Inte;rnet shopping mall 2 years 165(45.2)
using
> 3 years 100(27.4)
< 3 times 255(69.9)
Regularity of Inte.rnet shopping per month 4 times 80(21.9)
in Korea
> 5 times 30( 8.2)
< 50,000 170(46.6)
Purchase amount of .Internet shopping per 60,000~90,000 110(30.1)
month in Korea
> 100,000 85(23.3)
ATM 245(67.1)
Method of payment Account transfer 60(16.4)
Credit card 60(16.4)
Whether had injury experience when No 265(72.6)
Internet shopping before Yes 100(27.4)
1) Multiple Response
Atk F3 Fee) ol AR & Bpae B A LB 2] T}
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Table 4. Satisfaction with Korean Internet Shopping Mall Purchase Process

Variables M(SD)
Pre-purchase 3.36(.64)
Purchase 3.79(.65)
Delivery 3.77(.64)
A/S 328(.82)
Security 322(94)
Total 3.48(46)
Table 5. The Results of the Regression Analysis of Satisfaction
Pre-purchase Purchase Delivery A/S Security
Variables
B(B) B(B) B(B) B(B) B(B)
Gender(Female) -.081(-.064) .083(.064) 078(.061) -118(-.072) .178(.095)
Age -.005(-.016) .028(.094) -.070(-.238) ** -.043(-.113) 091(.212) **
Descriptive High school 1 o7 0370y »  _410(128)%  -426(-132)%  -L00O(-245) %  -817(-173) **
statistics of ~ Education graduates
respondent’s  background
characteristics Gra‘ig;f:r and 005004 089(.067) 373(281) % 085(.050) - 634(-327) ¥
Region(Daejeon) 130(.096) 266(193) %+ 203(149)**  .198(.114)* 175(.088)
Time in Korea ~205(-256) **  -.008(~009) 093(:105) 021(019) -194(-150)
Years of Korea Internet »
“hopping mall using 186(216) - 041(-.047) - 018(-021) 095(.086) 033(.026)
Regularity of online shopping . .
Korean er month 104(:103) 306(.299) 130(128) -030(-.024) 025(017)
Internet
shopping Purchase amount per month .013(.017) -100(-.124) * 122(.153) ** -.043(-.042) -.068(-.058)
n}i}:a‘iﬁg Method of ATM -143(-105) ~139(-100) -037(-027) A12(237) % 080(.040)
payment  Account transfer  -267(-155)*  -312(-178)*  -222(-128) 810(367)*  -093(-037)
Injury experience when » » - .
Intemet shopping before(ves) 27149 -222(-153) -197(-137) -163(-089) 230(110)
R 155 111 154 158 112
Constant 3.695 2918 4718 3.778 1437
F 6.584 *** 4.783 *** 6.503 *** 6.703 *** 4.844 *+*

*p < .05, ¥p < .01, **p < 001

Dummy: gender(male), education background(undergraduates),

when Internet shopping before(no).
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Table 6. Repurchase Intention of Internet Shopping Mall in Korea

Variables Mean(SD)

I believe the Internet shopping mall using 3.73(.82)

I intend to use the Internet shopping mall continuously 3.85(.84)

I will recommend the Internet shopping mall using to others 3.68(.86)
Total 3.75(.75)
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Table 7. The Results of the Regression Analysis of Repurchase Intention

Repurchase intention of Internet

Variables shopping in Korea

B(B)
Gender(Female) -.210(-.141) **

Age -.006(-.018)

Descriptive statistics of ) High school graduates -.211(-.056)

, - Education background

respondent’s characteristics Graduates and higher 017(011)

Region(Daejeon) -.069(-.044)

Time in Korea -.103(-.100)

Years of Korea Internet shopping mall using .085(.085)
Regularity of online shopping per month .259(.221) ***
Korean Internet shopping Purchase amount per month -117(-127)**
mall LlSiI‘lg behavior ATM 227(143)**

Method of payment

Account transfer 244(.122)*

Injury experience when Internet shopping before(Yes) .065(.039)

Pre-purchase -.062(-.054)

Satisfaction with Korean Purchase A07(:356)™
Internet shopping mall Delivery 446(.385) ***

purchase process

A/S .097(.107)*

Security .048(.061)

R’ 504

Constant 295
F 22.733%*

*p < .05, ¥p < .01, **p < 001

Dummy: gender(male), education background(undergraduates), region(Seoul), method of payment(credit cards), injury experience

when Internet shopping before(no).
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