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Abstract The development of modern industry is changing the consumption pattern of consumers. With
the advent of COVID—19, consumers' consumption using online e—commerce has begun to become
more active. Online shopping malls where e—commerce takes place have four types of platforms:
stand—alone, rental, open market and store farm. Among them, by comparing the stand—alone and store
farm types, this study was conducted how the platform type affects consumers' purpose of using the
online shopping mall and their intention to revisit the online shopping mall. This study analyzed 202
surveys within the last six months. According to the results of the study, reliability and information had
a significant impact on psychological benefits. In addition, promotion and convenience have had a
significant impact on economic benefits. The psychological and economic benefits, have been found
to have a significant impact on the intention of revisit. However, there is no difference depending on

the platform type.
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Table 1. Demographic Description of Respondents

ol-&g ddol = aHAE W eR Tx3hE

E

A%k & 225719) M5

Variable Frequency Percentage
Male 88 43.6%
Gender
Female 114 56.4%
10s 31 15.3%
20s 73 36.1%
Age 30s 64 31.7%
40s 21 10.4%
over 50s 13 6.4%
1~5 per month 32 15.8%
6~10 per month 44 21.8%
Purchase frgquency of products 11~15 per month 43 21.3%
using Online
more than 16 per month 29 14.4%
Irregular 54 26.7%
Table 2. Operational Definition of the Variables
Factor Operational Definition References
Trul It gives the feeling that personal information will not be exposed.
Tru2 Products purchased through online shopping are delivered securely. Lalonde (1985)
Trust &7
Tru3 After—sales service is good for products purchased through online shopping. (2019)
Trud It provides a safe payment method.
Infl I can easily find what I want. Zmae
Inf2 Online shopping can get a lot of information about products. (2019)
Information Inf3 Provides real—time delivery status information. Szym;?i? and
Inf4 It provides a variety of information such as giveaways and discount events. (2000)
Conl Online shopping shortens shopping time.
Seddon
Con2 Online shopping is available anytime, anywhere. (1997)
Convenience K K K K DeLone &
Con3 It is easy to search for the desired product on the online shopping screen. McLean
Con4 It is relatively easy to return and exchange purchased products. (2003)
Prol I think that various information is provided through the event. -
Azl
Pro2 I believe that giving a free gift is economically beneficial. (2019)
Promotion - o olg=d
Pro3 I would use a site with a sale under the same conditions. (2(;1(‘5_)
Pro4 I also visit sites to redeem coupons.
Psyl Online shopping provides high quality services. .
Psychological Gwinner

) , Psy2 Using online shopping makes you feel good. (1998)

benefit W78 (2016)
Psy3 Using online shopping helps me stabilize.

Eeonomical Ecol It is economically advantageous to purchase online shopping. Guwinner
conomica Eco2 It is economically more advantageous to purchase online shopping than other retailers. (1998)
benefit - - - #53](2019)

Eco3 Offer discount or membership reward points.
Rebl 1 will visit this shopping mall next time. A#(2018)
o - Verkasalo (2010)
Repurchase Reb2 I will visit this mall first. Jarvenpaa & Todd
Reb3 I would also encourage people around you to use this online shopping mall. (1997)
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4 Qoldle] Zukg o= Si1% aglEAlS
2 A 8F AF}chi—square=486.568(P=0.000), DF(degree
of freedom)=254, GFI=.847, CF1=.907, NFI=0.826,
AGFI=0.804, RMR=0.096, RMSEA=0.067 =2 L€} &

5 =) "‘Q.B’]—U o
3.3 Wge] Ny 2 ey 4% A FE TEOE TEUUE AT B,
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Table 3. Results of Reliability Analysis
Factor Cronbach
Questionnaire Inf Con Pro Tru Eco Reb Psy Alpha
Inf4 .806 .033 201 .065 .097 —.057 139
Infl 791 .040 204 .044 .148 .064 188 462
Inf2 .780 180 146 .051 128 .235 .073 ’
Inf3 769 1252 151 .082 .053 —.114 114
Con3 117 .791 181 205 .083 .082 223
Conl 115 773 252 211 202 119 .070 466
Con2 197 757 166 148 .079 148 152 ’
Con4 123 .700 .062 .064 .299 .248 —.022
Pro3 .166 .158 811 211 .062 .057 129
Pro4 118 249 798 —.002 .096 .098 .055 a6
.865
Pro2 .300 .078 739 151 113 132 .063
Prol 225 138 728 297 .079 .062 217
Tru3 226 .240 .084 785 .069 .059 .005
Tru2 141 170 230 747 .035 .160 .166 785
Trul —.086 —.022 195 .666 .166 184 244 ’
Trud —.032 .393 105 582 204 144 .093
Eco3 .096 121 .084 .092 .830 .083 191
Eco2 174 .210 .095 .098 .800 194 .105 .837
Ecol 123 187 110 155 767 .160 .068
Rep2 —.009 .136 .090 176 .200 .800 .018
Repl .156 138 133 .037 .165 .786 123 737
Rep3 —.076 213 .061 251 .058 .630 194
Psy3 223 187 .094 071 177 —.016 797
Psyl .061 .061 .089 281 182 201 717 759
Psy2 1293 .130 236 103 .030 195 .688
KMO(Kaiser—Meyer—Olkin) 871
Chi—Squre 2666.287
Bartlett test of Sphericity Do) 3000.000)
p .
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Table 4. Confirmatory Factor Analysis

Factor Item SFL SE T—value P—value CR AVE
Trul .628 - - -
Tru2 .801 154 8.474 ok
Trust 871 631
Tru3 715 151 7.930 ok
Trud .636 127 7.277 ok
Infl 794 - - -
Inf2 778 .090 11.326 ok
Information .889 .667
Inf3 .756 .092 10.976 ook
Inf4 .798 .095 11.646 ok
Conl .850 - - -
Con2 790 .075 12.762 ok
Convenience 879 646
Con3 818 077 13.381 ok
Con4 .689 .080 10.622 Aok
Prol .834 - - -
Pro2 758 .092 11.788 Aok
Promotion 910 719
Pro3 .836 .084 13.328 Aok
Pro4 723 .086 11.083 Aok
Psyl .682 - - -
Psychological Psy2 751 168 8.400 s 842 641
benefit
Psy3 727 .152 8.248 Aok
Ecol 753 - -
Economical Eco2 855 103 11.073 s 881 713
benefit
Eco3 778 101 10.456 Aok
Repl .719 - -
Repurchase Rep2 766 115 8.325 okok .819 .603
Rep3 621 112 7.357 Aok
%2=486.568(df= 254, P=0.000), »%/DF=1.690, GFI=.847, CF1=.907, NFI=0.826, AGF1=0.804, RMR=0.096, RMSEA=0.067
SFL =Standardized Factor Loadings; SE=Standardized Error; Note: *#xp < 0.001

Table 5. Factor Correlation Matrix

Tru Inf Con Pro Psy Eco Rep AVE
Tru 1 .631
Inf (2411525) 1 667
Con ooy Clon) ! 646
Pro ooy (o) G ! [
Psy ooy Caon ot s ! 641
Eeo Clony Gl o i Con) ! 3
Rep oy Coony (oo o) G G ! 603

EFA-S Bhi 31 Th Table 400+ 8914
ATE <Table 5> WHEPGA AA
Stk

4 8flEAe 3.4 A
AE A 540 e AE A

AMOS215 ARt Ae] T2EEs A9 2,
chi—square=399.217(P=0.000), DF=253, CMIN/DF=1.578,
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Table 6. Summary on the results of hypotheses test

1l o
6 e Atk
342 24 33 AF A3
B AT £E EAF Ful] 4w
7 olge 2l

Hypothesis (Path) Path Coefficient T—value P— value Acceptance
HI1(Tru—Psy) 465 5.141 sk Accepted
H2(Inf—Psy) .264 4.450 ook Accepted
H3(Con—Eco) .359 4.278 ook Accepted
H4(Pro—Eco) 176 2.250 024 Accepted
H5(Psy—Rep) .500 4.269 ook Accepted
H6(Eco—Rep) .380 4.205 ook Accepted

Note: #p<.05, #xp< .01, #xxp < 0.001
onnaracteristics of Relationship Benefits
465
Psychological 500
. Repurchase
359
oo 1Y
Economical 380
- | Benefit
4 7
Online Platform Type
Fig. 2. Results of Structural Equation
Table 7. Moderating effect
Model DF CMIN P NFI Delta—1 IFT Delta—1 RFI rho—1 TLI rho2
A ofrdl 6 5.284 .508 .002 .002 —.001 —.002
Table 8. Standalone platform

Estimates SE C.R P
Tru—Psy 534 142 3.759 Hokok
Inf—Psy 153 .092 1.653 .098
Con—Eco .301 148 2.030 .042
Pro—Eco .265 139 1.912 .056
Psy—Rep 648 147 4.392 Hokok
Eco—Rep .304 .089 3.404 Hokok
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Table 9. Store farm type platform
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