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Abstract

To compete with the growth of fashion shopping platforms in the online fashion
market, general shopping platforms have begun to expand their product categories to
include fashion items. This research examines the characteristics that influence consu-
mers’ trust in each of these platforms and their intention to reuse them. Applying
the concept of platforms, this study also distinguishes between general shopping
platforms and fashion shopping platforms and compares their characteristics. This
study surveyed 788 consumers in their 20s and 30s with experience in using general
shopping platforms or fashion shopping platforms (389 and 399 respondents, respecti-
vely). SPSS was used to conduct frequency analysis, factor analysis, and cross-tabula-
tions, and AMOS was used to conduct confirmatory factor analyses and structural
equation analyses. The results were as follows: platform reputation, shopping conveni-
ence, and interactivity all influenced consumer trust. For fashion shopping platforms,
the product quality factor significantly improved consumer trust. However, for general
shopping platforms, the product quality factor only influenced reuse intentions to
reuse and did not contribute to improving trust. Platform reputation and information
offering have influenced reuse intentions for both shopping platforms. Regardless of
the type of shopping platform, platform reputation has influenced reuse intentions and
consumer trust, and platform esthetics didn’t have affect consumer trust and consumers’
reuse intentions. Consumer trust influenced the intention to reuse on both platforms.
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I. Introduction

20109 53 ol B 239l £WES0] 54
shu] Aol 759l ol HY £FBES Fol
Ste] ERFOE HolFE £PBRE Aol B
gl eetel £AFY A% o] o]Fol
A3 mtd Ak SsEA Letelag A e
A% 37K Agolth. e REAAS0] Lol F
NAAR ATEEA P B2 ago] 7hse mat
U 7)u £PERESC] A Y53 Ack. 263
2 omelelo| et ol 2etel £YBRFYoH
ChRet HAE RS PEstel RAAES T
% Qltk. Aok 14 T)7|SL o AFL
FANFE AL Bgo] Skt gom,
ol Hojglo] BAIT Letel £PBRE A 1A
A% A 0 AR EorE JBL Fh el
SUBABNAE SEE HREY 4B o=
Q3 w2 AES AN ¥R 5 A3 oyt
Eﬂﬁ A g < ) £kl £ A4

LBEYEL I AT AFS AFSHe
FYLYERE, 54 el ABwe AFehs
AELAYEAEZOFE s 4 Qlth. KOSIS(2022)0]
GEW 20214 JRAEE B 202087 B3

Sto] S3HE0lA 3.8%, IAAZENA 21.0% LR
£l SEET AARE Zhztol|A] s E ol
PEAE ERIT 4= Atk M2 TFABEAZNA=
s F2E 71971 A8 WAdAE TS 24
Stil loH AH HHES o £YoE 29
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1. Background

1. Characteristics and types of shopping platforms

1) Concepts and characteristics of shopping plat-

forms
ZHE (platform) F2F T2 QJuldl= ‘plat’ T
S vk form'o] 2FH Wol2 §xo] uf

2t st e €89 5 e IS guigitt
(Yun, 2016). EHF2 2 FAGLZ nlshs 2=
BAAY AT &&5do] vt <R ol uj
N A Rrh(Lee, 2014). ERAFOIT 224
oflA ik, 4H]|, F5o] o|FofX= A, ‘Edi'th
AAEP, 7]gbolm 2ERlgolA Astet AulAE
aH|Rf| A AF5t7] s FFoh= AlRE S0tk
(Choi & Jeong, 2015). 0|48 ZAE 7|42 Agl=
Axsta Birol=s ATETH= AZ3 wj7fE 9Igt
6, B, AE Aee] A% | 2 Vg =
o} ol2|gt EREFY A4 AL AFI Au|A7t
ohd YIEYA &xo Uth(Jang, 2021). & B2 33
2}, AvAE SR ZRES YEYD a2 Q5|
t L w2A GGstA =il o] A7t BoldaE A
HIA B AEY 77 AXE AR AAI7F &
25 t}(Jeong, 2021). I2EZ EPEES2 AFHHF
& =o17] Yol B2 ol 8AE FHoI FHE Y
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E& A% ol AFE Hol7] H&ol(Song
Yu, 2014), F-5AAS2 2 (lock-in) AZFE HXA
34 1AL FEst1A g} Eg Z;E = ook
S IT 7|&o] HEE o] QFA st HlgolE, AHE<l
Ul 22 7|&Eo] €851 it 53] SHE
A AAtE BldolE g 7o g Q13X 5 V&S

&oto] aHA AUSE ARIAE AlFsted], o]
BEHE AHAY 39 EXo] HA £PE

2 KOSIS(2022)14 e SH=E A7EY &
Farsto] SALBERAZTY JAHAZLGEAFTS

U 4 glow ZREY 54L tewt gk

2) General shopping platforms

FRLPSDECI} FHSRDS ofa 4B
22 FAFhnz ofe] 3R 4EL QU T 5
1= 3o|H(Cho, 2021), HH2 1 AS O = 5t
19 53] 30t o] 1719 AT &7}t ETH(Nielsen
media, 2021). W2 7}A3} WRE B (Cho, 2021), H
23t 2A A2E, AF JE 2 AE Y AL
g BYon Aun B S5Ee AETL, A4
B8 F $oU02 £1 o FEE Fsp]
fIste] 2 A& He| e E S A Aot
et ol @ FUEAEC 2L vlo]¥(Naver), 73
(Coupang), 11¥H7}(11street), GUZ(Gmarket), 24
(Auction), YW Z(We Make Price), E]Z(Tmon) 5°]
ik
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O}, 20179 71HC

B, QeI el o] ZHAST, o]
Ato g 3 olu 4T eIt e o) aBale

Alglel Aol ool mAE IF

7HA Aol ZYF{et. ol 7192 7HEu|net A
7F ] S419] A& Hlofuk(Koo, 2021), IT 7]&<
7IRko = JF Heet 24 4 B/ AlAEE AReE
st Stk 71&y EF7F 2E A2 wutze
s GHES EAE 7140l APdE FE5HA &
Rom EHEDHE HE0 8 WHItH It A RE
2 20219 7|02 Hlo|H(17%), FF(14%), °]H|
o] ZE|ok(12%), 11H7H6%), ZTION(5%), SSG(3%)
o|gloL}, SSGo] olH|o]ZejotE Q45 AA
2912 WIS TH(Lee, 2022). FALBERAETES 3
o AAELY HFSS 591 A8 BHEE AT
S0t AHA| WA E fiA PB(private brand) A&
+2 9% gdisky A He Y 2 2436t
I ITH(Cho, 2022).

3) Fashion shopping platforms
W ALFERF(OlF HAERF)S st AlF
= FE AEFol ASste] w ARlE sh=
Eo] 540 ujet E2PEY elo] 7
E4o] Utk ST AELS FHOE G B
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5o 54 AERo YFAY, 54 A% &
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=
o2 3ohs YHAEAZEC] soluta Stk E
F9 AT WHEE Aol stel s
2SS 9% ARUE 332 24gteka JIEF
AMe} APe a9t Fuol ZH2E HIHow
g-8sto] gt} Est Al 7]6ke] A A LE
2 ZHAHAS vlgto & 3 QIS H|AS A2

oA T 9] Ful7 T FARE AvlAze] Ald A
F AEE 7Rt ® AE FEol” ARAE Zetst
I 9O m(Yang & Lee, 2020), 0|3t 714 Jus}t
sto oA B2 71Fo2 s s =St 9l
TH(Kim, 2022b). HjAZHE 0 2 LA XK Musinsa),
A 1A 1 (Zigzag), ©lo]E2](Ably), WZA](Wconcept),
B (Brandi), 3}o]®(Hiver), @(Ballan) 5°] 1
221 HAERE 19] 719 FAAP = Az A
o 2% 3949 dog Ad thH] 90% F7F L (Seo,
2022), o} PAERAES Feoke AT, ‘WA

=
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AP, “ofo]Be), Heliy s 2% sHe U el Az
Aol Aste], 441 A9 65007 o4
£920] AgHo] Uk F WASRES 27}
A o AR Ack(Kim, 20222). 9 §5719) 7]
3] SYBABANME WA 7 nelE B =

3
Z 719ET HAEREZNA B AT Qe Hol
T}(Nielsen media, 2021).

PAERES A, AFH, 7o) o}k &
B AIEAPE0] Y A7) diZo] dA AF 7=
OE AEAEY JAERAES IFHAY B
HES o] 28RS tAglstal Qo ol 7t
A1 49 BAE sl HASS Wl 3o
7H| 12| E EEote 59 WHoE HHE 7191
uom, ojn] ZotE ERE A At X&Edh= &
PEAEEL oS AR BAS R YA S

2. Attribute of shopping platforms

eeiolagBe] 40 o5 B A7} olFol
A ot 2R1AETBEY] FE2 WARIESY ALY
4, AEEE, AvAEES X6, 2 F42
74 eetolaBBe o WL olgAE 4%t 4 9
th(Donthu, 2001). APATLE vigte g 7|& 289l
£ & H4go] Bt g 7] £4S =&l
ol thgat k.

A A £4E HAAEFED otk AFEFEL
7o) o] WE= AFES| $5/(Zeithaml, 1988)
olet & % s, AES] 4] ABEY} 4
ol digh SRl FUE wett B2 AT
(Gao & Kim, 2017; Hong, 2011; Kim, Lee, & Park,
2021; Shim & Yoon, 2020)0]4] S| HAEZZEL 41
29 F8 &40z IHHUH

SRR, SHEYY S 2YA|EY ZHE] Hf
FolAl drtyt 4o 3HAoE dHA AeTHE B
ojF= &4o|tt. Hong(2011)T} Ji, Jeon, and Kim
(2019)2 £YEREY] FHL ERE B7bo] F235
A FFE vA = £A4o|gal 5FF Tt A (reputation)
< o]8shke AHR I FE, ISR T
HA UZTF, o] F25F ot AFS A
A AT g FREFL Sfof sl Lol 47

Lo} 37

Uol, 2P EAF et e AHAEY Q14T
Hol3e EREBAL FHEA S85HA
85+ Ao|tk(Park, Lee, & Park, 2020).
AR, EABAVG L SAE o] g} 7
Aol Tt B7lolw FAoIE] A|H Sig Yt
thUi et al,, 2019). 7HFR7EA] At E TjRpQlL. @
selel gEo] AUgA L BII% fARE HRE
5} (Park & Lee, 2008), T12)2] AlAS T1= A2+
OARIE A& o] &2 vld 4 Aot APA+
M= ERZAHUGJI et al., 2019)3F A LFARO]
E F4(Hong, 201)& 47 B7lo] FasH 48
she Sgoleti soich

A, AEATE S ERFNA ASste 4
FAY IS T o AES diste 43
ZolA 4ulArSo] et AR BEFS
o A%z Qe ARE Ejz P} A9L oz
BAFHE AWEREC] F8 £40]v{(Hong 2011;
Jung & Namn, 2010; Shim & Yoon, 2020), £3
Bo) 3n BUe Lol Puo] HYHoR
U] X]= QA4Ao]tk(Lee & Lee, 2021).

A, B HY S EE A LTS 0]8-5)
&9 u 29171 A2tk welo) HEE waiol
ol anBe] 20 H4oltt HWTo] w2t g
&0l/4(Ji et al,, 2019)0]} HA - AA] - vijE HE|Y
(Hwang et al., 2022)02 WHE7|Z St} Davis
(1989)= 54 AlAHlo] et ARHOJAJo] FolAH
7 A2Eo] dhet AHgo)E7} oL Fe. 2t
ofA £PHO S 419 Ffjof o] FFZ 1A
= Q9lo|tk(Hong, 2011; Song & Jeng, 2017).

oAXNA|, FTAEAd olgk <a7io] PRt HH}
42 2557 98 A wAle] ok 15
& Selo] AR, Q5A, ATIFEA0R e
E5l= A’o =2 AolErh(Kim, Kim, & Jong, 2012).
ABAERE o187 749 W) RS THe 4B
Az 2 %400, 14T} /9] 7He] 4BHES
Hulz B B4, w3 17 o] 4eed o
2, ARUE 245 4= So| 1TckHan & Quan,
2006). 452+8490] Flofet YAo|EL o Be T
A5 98 4 AH(Suh & Suh, 2001).

AEA, LRHA2 F57 WA A5 J=E
St ZERAL AH[AA FE9S AlFste] AlE
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of %7142 RS ABIT LvlAe] Pl BES
L E5l= Bzo|th(Lee, Lee, & Jo, 2014). ZERA
2 2H[A] AF FE FAHEE FAaAA BeF
ol £¥WAHINE UEE o}l (Kannan, Chang, &
Whinston, 2001), 22}91 £ A|&£FH 0 & o|g3}
Al ol= 2 Q9lo|th(Hwang et al., 2022). T+ A|
Foo vls HAAEFS B B HgS sk &
go] A=t ZERAL tioHg7 RS dEAI7 =
I sto FujAAo] F8s5HA ZERTHKim,
2005).

oAGA, NASAEIA = JHRI WESF AU AR
QRO L Sobs] ol AR, H FaolA
shelel 7]& Aulsol7) HHUBELHENE A
I5olD2 £ BUE 402 T o8
AdAY SN ARy = dA ol &
A F2 FE shA BHEA] APE ojof 5k Ao
THLee & Lee, 2008). £3ZAE9] IT 7|&3} 233t
gk AH|lA FolAZ HHolHE 7|He R sh=
AFAE 7I5ke] 7R1et AlEF FH Av|Aaes ERF

oA glofAd= F 2 A2t HAH.

A

o

N

3. Relationship between attribute evaluation,

trust, and intention to reuse shopping platforms

1) The effect of attribute evaluation of shopping
platform on trust

AL Aol oFe o] Holek oS0l
o, Jdidol A9 55 axpEeln A= A
59 Zloleks W-olthGanesan, 1994). 7H43H7
oA 9 AlFL 2819l &£oA AH|RZL FAIEEL
o83t E o= F8TF 8407 o] E44 &
oA E © F85H AR} (Lee, Jeon, Kim, &
Choi, 2009). EE0] et 4l2= EHF 7190l &
° FAY AuAg AL PR AT AF
3 2L SE S UG UEe R AU Bt
& W § EolAti(Jeong & Lee, 2001). Th=9]
AL 284 98] A 79 AFHE 47
EHEZ AF A die A 715S st ER
ABRE0] SRS 8] X Aot S B8
st

298 $4/He A=o] YFS v HcHYun,

!

29} Aol golwol u]x= oI 2AEsldT

Chun, Kim, & Park, 2020). %A AASt L£PSRHE
87/ &4 5 HAHAAEE4(Suh, Seo, Hong, & Su,
2007), ZHEHAJ(Ong, 2011), AT 24 (Kim, Lee,
& Seo, 2011; Lee et al., 2009)°] that B7l= AHR}
Ao A8 JgFE vt A+2347 AT 1
Qo= HEAFAH ot FEFE, 11 &
PYHOYEE =ol= Alad EH3 AHEH gt
B7te Ao FA43 JFS vA= 8UCE g1l
HAHKim et al., 2011; Lee, Kang, Suh, & Kim,
2005). SEA Y, T2 A JJASFAH| AL A4H]
9] A& Eol= Hl #ojsteXof Heii= A
AF7E GAEE EAEY g /432 A=) ¥
< U2 JouE tofst ERE S4E7He AF

ool ojstmAE motelma} st

2) The effect of attribute evaluation of shopping
platform on reuse intention
Aol g = AlFOIU AB|AE A FufiskaL
o] &%t AJAof tht AH|AE2] o]Zr}t. McDougall
and Levesque(2000)= Ajo| 95 ‘EA Au|AS
Aol 8ot AL A gkl 5}, Anderson and
Srinivasan(2003)2 ‘11 7]o] EX YAlo|Eof]| S
7HA AL A&H 07 WHEStE Aol Al Frh Aol&
Ok Algt 17o] ofd 7]& 1A HAGAE
S A71A ATl 71ofshs 840 th(Lee &
Lee, 2021). Ao 827} 0 H A&AQ s o
0 7|4 E+=4(Shim & Yoon, 2020), AZFH]-&(swit-
ching cost)o] Wo} y1Z}o]Fo] HIHgt 212l 4=
oflA Aol &= AlgolA BA-ANE k=t T
5t 2§t
WA AAGE £BERE 87 £ T HAAE
974, EAFAA, FEATA, 43¢

T
A /Ké ,

—1 O

10 oy

=
=2 RA
A}

g
e

n2nAo e/ £ BIPF E25
£ E Aol 8Tt F7KIH= AFETT I
. Shim and Yoon(2020)2 S| AAZEZAT} HHA
d B7PL Aolgojret Fo AAE k= A
S 5101519 o, Hong(2011)S ZHEHA, ATH
o)A, A5 A2, 2R M tigt Hr17}h Aol &9
9} Ao AAE 7HAThY 519t §FH Kwak, Yim,
and Kwon(2014)9] A-FollA 4P ERES o] 8T o
AT=EE AL, 4EY, 9 53 2 AH| A7 A

=

o ot L ox mx
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Tzl JFS PRl shl=Tl, ol AEA ERA, 7R3t A)o] ZF ZHES A=} Aol&
34 9 AeAEAdo] Aolgoro wA= ITFE oo mA = PFS HFSSH, EHFY +30l
SRR A= E 4 itk 43 E9 ERHE Al 5 235 vluste] 7k £ Brket =9 HQl
ZRRABFA H| AT} Aol &m0 FFS m A=A o 7] JTF TAS AolE gotE A} gt o] gt
A= HEe APATL7E DAER gurt A7 AFEE2 o3t Zoh(Fig. 1).

3) Relationship between trust and intention to H 1. 2d4YERE0] &HII= ZPE AH9
reuse AHAE FFE 1A Aotk

AHAEZ AFE 71 28191 & ARJEE A H 2. S¥&PERAEY £4%7I= SAE Aol&
&2 07 o]&JITHOng, 2011). A== 4H|AHY A Qo] H (A JF 1F Holth
F B4 AIZHE o0 EE o8l gt A E H 3. S¥&ePEREFY A= EHF Aoldx
=4 B7IHEE ofo] Aol &ojko] FHARI TS o A& F3FZ mF Holth
ZCh(Park & Jeon, 2013). Jeong and Lee(2019)2] < H 4. fALTZTHREZ 0] W7 ZHPE Ao
g S E JAT AolA ERE A= Aol& AHAE FFE 1A Aotk
o] FHHA FFE A= HoE YERHTh H 5. jd&PERES] £497T= SAE Aol&
Cho(2007)%= A= 2} Aol &-o = 7He] A Ao A Qo] A (A JF vE ZHolth
A=|7F Aol g o] S nA= AE Felskal H 6. SfALPEREF] A== EHF Aolddx
o} o]& HIF o R EAE AFE= AoldYrof 33 of A(HAF d3FZ nF Holth

4 g 0 Zolg A= 5 Utk

2. Questionnaire composition and data collection

. Methods procedures
A3 5Re RARES BLs| L] 2ol
1. Research hypothesis and research model 240 %ot AR = 20~30t ] AH|AE
& dolMe HAaAE ool Slof FEERE ez "ojrAsialen, 20224 449 34FH 11
I AT SHEAAEFEE, ERECA, & Y7HA|Z 947t = AEES B0 29l E 1Y
AEAUE, AEASA, £BHA, o84, = Aot SEAECA SEEAEL HASAEF F St
General shopping platform Fashion shopping platform

(Fashion product quality ) <H41

:I‘
g

|
2
/&
3%

<Fig. 1> Research model
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1ol GEst Roflon, SYEABEE HuS
)] B0 AGL AN o1 o}gsiel sh4
xﬂ o Fojshe Fgol kA oS B 7uj
Fol Gt Aol HESG] Folshes skt
208 1g A% ol FUEAESL B4
EhF)0] TAUAA] ) A7/ YA 0.2 2
& & g BB RHAELS 2BPD FFL
wgeln S4Bt A2, Aol golE Fuo| Set
£ Sl F 87630] ARo] Folstgon], B3
A S 88 AT F 788 SHES

E/\\:l 389 nﬂﬁg :399)01 :?_ofq(})j\q
A A2 HAAE ol Fsol Bt AR 6w
’BZHJr AFSAH A& 6‘:"5‘, %1% AE S0 &

/\1L 54 Likert XJEE ZX*EIO*E} é;ﬁE:r"gr o4

ofo] ‘oA EEFA S Hong(2011)9] £&=, ‘&
Etﬂ*é EAEN, ASELP, AERATA

L Ji et al.(2019)9] £+ 15t LA 4T
oA’ L Koo(2021)9] ATE AT ‘LI A’
2 Cha(2019), ‘7§Q18}A 8] A= Kim, Jin, Hyun, and
Na(2017)9] A5, ERF A= e EHF Aol&
9= = Koo(2021)%} Ji et al.(2019)9] A+E #als)

)
i
>

¢

29} Aol golwol u]x= oI 2AEsldT

of FABIAE. S SAB] Tt o8 WEL B
AR ATEAY EHS BE ARo|
2 Eﬁ% 9130 SPSS 2602 ©|-83}

ﬂﬂ_gﬁ% A5 §§u} o]i AMOS 26.0& ©]-8-5}o]
1A QRIRMS MAAstT wHerdA AT 12

IV. Results

1. Characteristics of respondents

854 S40] dhole] wihse B0 BUE
B} AERE h GBS B @IHHCK Table 1),
%—EHE —%X]'-’] O]_—[LEzﬂ?G o]—E.(Aé _1_—,, A
. 2j9)) vlol folet Aol Qi A0E et

ool $A4o] Fuslo] Yot vne] AYFL
ST F71H0R BREY o8 YF FHS

19 J:{o 1
Eg

3}ko]

|25t A=H, el 2fel7h gl e i
T, FAIERE, ERECNA L AEadele F

RE AREARE 7holl Afol7 Uehidtt. 7 E3E BT
oA 7 gol SRt RAAFS R A
ool loide FHEAFANAY Fri7t o g2 A

jus

e = o

f

¢

<Table 1> Cross-tabulations on participants for general shopping platforms and fashion shopping platforms

(unit: mil. won)

Frequency
(expected frequency) )
Item - - B X P
General shopping | Fashion shopping

platforms platforms
Male 84( 80.5) 79( 82.5)

Gender 387 534
Female 305(308.5) 320(316.5)
Less than 100 136(133.8) 135(137.2)
More than 100-less than 200 54( 57.8) 63( 59.2)
. More than 200-less than 300 87( 82.9) 81( 85.1)

Monthly income 1.761 .881
More than 300-less than 400 33( 36.5) 41( 37.5)
More than 400-less than 500 26( 26.7) 28( 27.3)
More than 500 53( 51.3) S1( 52.7)
Completed high school 49( 45.9) 44( 47.1)
Completed technical college 9( 15.3) 22( 15.7)

Education Completed 4-year university 218(213.3) 214(218.7) 8.478 .076
Completed graduate school 43( 49.9) 58( 51.1)
No response 70( 64.7) 61( 66.3)

= 316 -
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N

<Table 1> Continued

ol
[
2
rlo
o

41

(unit: mil. won)

Frequency
(expected frequency) )
Item - - : X p
General shopping | Fashion shopping
platforms platforms
Student 181(183.6) 191(188.4)
Management/office work 55( 56.3) 59( 57.7)
Professional/research job 28( 31.1) 35( 31.9)
Sales/service position 9( 10.9) 13( 11.1)
Occupation Public official 10( 11.4) 13( 11.6) 8.430 393
Personal business 13( 10.9) 9( 11.1)
Others 11( 6.9) 3 7.
Not employed 12( 13.3) 15( 13.7)
No response 70( 64.7) 61( 66.3)
More than once a year 5( 44) 4( 4.6)
At least once every six months 19( 17.3) 16( 17.7)
o At least once a month 65( 60.7) 58( 62.3)
Visit frequency 1.863 .868
At least once a week 107(113.5) 123(116.5)
More than three times a week 119(118 ) 120(121 )
Every day T4 75 ) 78( 77 )
More than once a year 19( 12.3) 6( 12.7)
At least once every six months 79( 77.5) 78( 79.5)
Purchase *
At least once a month 121(123.4) 129(126.6) 10.144 .038
frequency
At least once a week 118(128.8) 143(132.2)
More than three times a week 52( 46.9) 43( 48.1)
Clothing 229(292.7) 364(300.3)
Bag 9( 8.9 9 9.1
Purchased Shoes 26( 19.7) 14( 20.3) 129.034™" | 000
product
Fashion accessory 93( 49.4) 7( 50.6)
Etc. 21( 12.8) 5( 13.2)
More than 50 5( 10.9) 17( 11.1)
Monthly More than 30-less than 50 15( 17.8) 21( 18.2)
expenditure on More than 10-less than 30 78( 982) 121(1008) 35 849*** 000
the shopping More than 5-less than 10 132(137.2) 146(140.8) ’ '
platforms More than 1-less than 5 145(116 ) 90(119 )
Less than 1 14( 8.9) 4( 9.1
More than 50 10( 13.8) 18( 14.2)
More than 30-less than 50 30( 33.6) 38( 34.4)
Monthly More than 10-less than 30 138(143.2) 152(146.8)
expenditure on 7.944 159
fashion products More than 5-less than 10 105(107.1) 112(109.9)
More than 1-less than 5 94( 81 ) 70( 83 )
Less than 1 12( 10.4) 9( 10.6)

= 317 -



4 £BEIE S4B B

2 & 4 AT YBF WA B AZsHe Folo|
£ 5 EAE A4 WG 2 ot giglot, 74 5
Rzl WAABS A EHe T WAL FF
ERERC PASABNA © B FALS 2u]shs
Ao Uehith ANHOE 2SS FUSAE
of uls) WASREANA o A% FAAEES Foket
I 3AF AT o B WAL T 5 AT

SGA7t 7V AF o] g3t FAZRES vlo]H]

16378(41.9%), T 1557(39.9%), 117} 19%8(4.9%),
GUlAl 16%(4.1%), B2 16%(4.1%), = 11

(2.8%), 24 6(1.5%) 20|t 252 81.8%7}
dol¥} L /b A% ol 85ty U HoE 3
AT A YA 71 AT o] gt WA

AEL FLAIAL 14978 (37.3%), A LA 908 (22.6%),
ofol2e] 67(168%), WAl 317(7.8%), AT
2478(6.0%), 29CM 1078(2.5%), dlo1H] 6TH(1.5%) <
o® yeptonl, SAAe} X14)19] olgo] 74
gl o} EekEUEo) Hla) YEES} BAE
olZ E8] FAZAE AgoIAE Yol Tl

RE Aot Aol golEe] mA: 3 R

AgAEe] & AL S, WA

oA S gt Aol P Thket B

S A AL L 5 Yot

2. \Verification of reliability and validity of
measurement variables

B Q7o) 2uS £UERE £49) A
3PS B3] FAA FAH 2ARHL 4
Aottt QR15E o2 FAdE EX(principle
component analysis) AR8-51%9.0 ™ 2] A (varimax)
o) S ARSIk B4 ofol gk A 4Ee
2 60% oS SEFPT, AQ1EIFHLJAFHZHS
0.548 oo 2 et 24 23 90 AR e=
B 0.696 olAo = A3lstA YeERGTtHDeVellis &
Thorpe, 2021).

24ugo] Ag4e s8] 98 Aga el
2 Q Q1E A (confirmatory factor analysis)®] Zi}=
the3t Zrh(Table 2 and 3). ZYERE 2F9| 7
A& S 1ol 919.530(df=419, p<.001)0]H

<Table 2> Confirmatory factor analysis of general shopping platforms

CR. M
F D E R
actor S S (p-value) C (SD)
. FP1: The fashion prf)ducts 0T1 this platform have 0702 | 0.105 9.025" 3.296
Fashion diverse and unique design. 706 (.988)
product quality| FP2: The fashion products on this platform have a ’ 3.411
. 0.760 - -
wide range of products. (.966)
PR1: This platform tend to get positive reviews. | 0.832 | 0.046 | 20.125™" (4'813491)
Platform PR2: This platform tend to get good reviews from 4.131
. 0.897 - - 918
reputation people around you. (.835)
PR3: This platform have a good reputation in 0816 | 0.046 19.605"" 4.221
general. (.830)
. i . - 3.378
PA1: This platform has sophisticated design. 0.608 | 0.092 10.403 (910)
PA2: This first page design of this platform shows 3.812
. 0.670 - -
Platform the site well. 842 (.863)
aesthetics PA3: This platff)rm has a good category 0751 | 0.099 12387 3.851
configuration. (.949)
PA4: The deglgn of this platform is generally well 0.839 | 0.095 13251 3.748
harmonized. (.866)
101: This platform provides enough information 0.838 | 0067 15.687" 3.920
about the product. (.838)
Information | 102: This platform has a variety of information 0.760 872 4.085
offering related to the product. ) ’ (.883)
103: Th1§ platform is easy to .understand because .the 0772 | 0.067 14,665 3.776
delivery of information is clear and persuasive. (.849)

- 318 -
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<Table 2> Continued
C.R. M
F D E R
actor S S (p-value) C (SD)
1: This platfi h - 4.
SC is platform has easy to use payment 0516 | 0.088 7375 686
system. (.565)
. - 4.324
. SC2: This platform has secure payment system. 0.807 | 0.147 9.158
Shopping 834 (.748)
convenience . This platform is well f 1 o | 4.
SC3 . is pa.t orm is well protected for persona 0.750 | 0.156 2,979 090
information. (.837)
SC4: This platform is convenient for return/ 0.505 4.198
exchange/refund services. ’ (.891)
. L . - 4.013
IA1l: This platform answers my inquiries quickly. | 0.650 | 0.092 8.506 (842)
Interactivity - 716 .
IA2: This platform tends to try to reflect the 0.753 3.578
opinions I suggest. ’ (.926)
PR1: This pl.atform can benefit from various 0490 | 0.093 253" 3.846
promotional events. (1.016)
PR2: This platform can be purchased cheaply using 0.661 4.072
) mileage and coupons. ' (.955)
PromOtOn RS This plath b hased 1 AT
: .1s platform can be pur.c ased at a lower 0.865 | 0.084 13.011° .
price than the regular price. (.801)
PR4: Thls platform is more discounted than other 0762 | 0.086 12.366"" 4.064
sites. (.884)
PS1: This platform provides necessary information 3784
according to the characteristics of customers | 0.692 | 0.05 14.6427" (;)08)
when purchasing products. ’
PS2: This platform provides a personalized style 0.812 3.499
Personalization with automatically identified tastes. ’ 886 | (1.054)
PS3: This plattjorm provides customlzed fashlon. tips 0.870 | 0.059 19.806"" 3.319
by catching the products I'm interested in. (1.147)
PS4: This platform can catch my personal taste and . 3.401
find the style I want. 0-896 1 0.057 20.465 (1.114)
TR1: This platform provides more reliable - 3.717
information than other platforms. 0805 | 0.048 18431 (.892)
. . . 3.794
Trust TR2: This platform is reliable. 0.864 - - .891 (935)
. . . - 3.625
TR3: This platform consists of reliable products. | 0.829 | 0.049 19.178 (924)
IR1: If this platform recommends good fashion 4036
products to me, I am willing to visit again | 0.746 | 0.055 14.150"" (546)
and purchase them. ’
Intenti t
nert;:: © | IR2: T will continue to use this platform to 0.849 .847 3.905
purchase fashion products. ’ (.952)
. . . - 4.306
IR3: 1T will continue to use this platform. 0.664 | 0.051 12.696 (794)
™ p<.001

= 319 -
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<Table 3> Confirmatory factor analysis of fashion shopping platforms
CR. M
Factor SD SE (p-value) CR (SD)
FP1: The fashion pr'oducts op this platform have 0.653 | 0.095 7 455" 3.779
Fashion diverse and unique design. 2% (.815)
product quality| FP2: The fashion products on this platform have a 0.838 ' 3.677
wide range of products. ’ (-898)
. . . wk 4.005
PR1: This platform tend to get positive reviews. | 0.742 | 0.064 | 14.855 (767)
Platform PR2: This platform tend to get good reviews from 3.995
. 0.820 - - .898
reputation people around you. (.733)
PR3: This platform have a good reputation in 0810 | 0.064 | 16.012° 4.090
general. (.761)
. L . . 3.840
PA1: This platform has sophisticated design. 0.520 | 0.109 8.207 (862)
PA2: This first page design of this platform shows 0.594 3917
Platform the site well. ’ 203 (.842)
aesthetics . Thi . ' .
PA3: This platff)rm has a good category 0704 | 0120 | 10.100 3.992
configuration. (.864)
PA4: The des‘lgn of this platform is generally well 0747 | 0.106 | 104107 3.962
harmonized. (.737)
101: This platform provides enough information 0.800 | 0.068 | 14.864° 4.005
about the product. (.811)
Information 102: This platform has a variety of information 0.773 i i 4.003
. related to the product. .874 (.831)
offering
103: This platform is easy to understand because 3.842
the delivery of information is clear and 0.767 | 0.068 | 14.401°" ('822)
persuasive. ’
SC1: This platform has easy to use payment 0.695 | 0.076 | 10327 4.441
system. (.673)
. . 4.128
) SC2: This platform has secure payment system. 0.831 | 0.102 | 11.320
Shopping 250 (.824)
convenience . Thi i . ’ .
SC3: Th1s pla.tform is well protected for personal 0.682 | 0.091 10.209 3.902
information. (.810)
SC4: This platform is convenient for return/ 0.583 3.812
exchange/refund services. ’ (1.019)
. L . - 3.727
IA1: This platform answers my inquiries quickly. | 0.667 | 0.113 8.671 (907)
Interactivity - .690 .
IA2: This platform tends to try to reflect the 0.704 3.393
opinions I suggest. ' (.879)
PR1: This pl.atform can benefit from various 0.635 | 0.055 12.597°" 4.058
promotional events. (.826)
PR2: This platform can be purchased cheaply using 0.822 4.118
. mileage and coupons. ’ (.924)
Promotion 1 This platf be purchased at a | Sl 0
+ This platform can be purchase at a lower 0798 | 0.055 | 16.070™ .
price than the regular price. (.834)
PR4: T.hls platform is more discounted than other 0679 | 0.060 | 135817 3.827
sites. (.915)

= 320 -
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<Table 3> Continued
CR. M
Fact ‘D E R
actor S S (p-value) C (SD)
PS1: This platform provides necessary information 3,047
according to the characteristics of customers | 0.616 | 0.056 | 12.060™" ('83 0)
when purchasing products. ’
PS2: This platform provides a personalized style 0.792 3.855
Personalization with automatically identified tastes. ’ 863 (.956)
PS3: This platform provides customlz.ed fashlon‘ tips 0786 | 0.065 15.762"" 3.717
by catching the products I’'m interested in. (.986)
PS4: This platform can catch my personal taste and . 3.845
.81 062 | 16.32
find the style I want. 0816 | 0.06 6.326 (.946)
TR1: This platform provides more reliable . 3.684
information than other platforms. 0.759 1 0.060 | 15.374 (.833)
. . . 3.794
Trust TR2: This platform is reliable. 0.826 - - 873 (837)
. . . . 3.719
TR3: This platform consists of reliable products. 0.776 | 0.062 | 15.713 (863)
IR1: If this platform recommends good fashion 4266
products to me, I am willing to visit again | 0.659 | 0.051 14.012°" (680)
Intention and purchase them. ’
to IR2: I will continue to use this platform to 0.876 782 4.328
reuse purchase fashion products. ’ (.719)
. 4.321
IR3: T will continue to use this platform. 0.844 | 0.053 18.606 (7331)
 p<.001

CMIN/Af] QZo] 2.195% 3 o]alo] 7|28 S&Ht < 3

(Kim, 2010). SRMRZH2 0.0512 A3}7]22] 0.5 o]
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<Table 4> Discriminant validity of general shopping platforms

FP PR PA 10 SC IA PR PS TR IR

FP 0.547

PR 0.127 0.788

PA | 0.220 0.182 0.575

10 0.260 0.233 0.432 0.694

Gemeral SC | 0.090 | 0.201 0.153 | 0217 | 0.567
shopping
platform

1A 0.111 0.173 0.157 0.196 0.215 0.560

PR 0.054 0.092 0.099 0.175 0.114 0.114 0.529

PS 0.232 0.089 0.640 0.151 0.571 0.187 0.089 0.663

TR | 0.213 0.276 0.251 0.359 0.286 0.336 0.122 0.211 0.731

IR 0.151 0.152 0.084 0.203 0.264 0.190 0.208 0.205 0.294 0.651

FP 0.645

PR | 0.133 0.747

PA | 0.127 0.225 0.509

10 0.059 0.198 0.376 0.697

Fashion SC 0.055 0.201 0.312 0.265 0.588
shopping

platform

1A 0.075 0.015 0.236 0.283 0.267 0.527

PR | 0.028 0.064 0.173 0.154 0.283 0.190 0.611

PS 0.040 0.845 0.283 0.242 0.217 0.195 0.161 0.615

TR | 0.243 0.303 0.173 0.176 0.263 0.325 0.115 0.101 0.696

IR 0.085 0.228 0.223 0.141 0.311 0.158 0.291 0.176 0.241 0.782

Average variance extracted (AVE) for constructs are presented on the diagonal line.

Numbers below the diagonal line are squared correlation estimates of two variables.

FP: Fashion product quality, PR: Platform reputation, PA: Platform aesthetics, I0: Information offering, SC: Shopping
convenience, IA: Interactivity, PR: Promotion, PS: Personalization, TR: Trust, IR: Intention to Reuse.

A J3e vH T B SHEA; FRATA; I Y= ARlA, HAAE i AR ERE
Z2A; JRAStAEAE A (odt JFES vl A 7]%0] Hie EAE §498 JTFaLE YotE
A2 ok, HAAEEE; EREAVAG; £PHY 7] 1%t Aot} SAAYEAEY PHALTEAEY
3 AR MASA H| A Ajol-&oro] JTF 7t £/30] ERHE A9t Aol 8w v|X= JF
< FA Z3o AEHE digh A= Aol89 AL AT AHE EAE $9E= FYstatt
ol Fo3t L vA F EAF BF SHE o AR, B ASATNA EHEBEL TYEHE
gt A7 Aol &oro] FFH FFS F= AR 7 B AESHES] A9} Aol&oof| BT JFS
UrebtTh o5k ol Jang and Jeong(2005)9] Aol A LrE
w2 22l A4 v Fa5HA F-Eot

V. Conclusion Aoz JFE vRth= Aot A|gt}. SAE

9] £4Q1 MEA axte}l 7119 HAAY JFS vt

2 A7E 280 aPEREY A 17 AR otow, W2 Fu BAZ Q] 42 HlE QA=
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<Fig. 2> Results of research model test

<Table 5> Structural equation model tests for general shopping platforms

H Independent variable Dependent variable B S.E. (p-(\:/il:le) H test

1-1 Fashion product quality— 0.073 0.075 1.074 Rejected
1-2 Platform reputation— 0.151 0.060 2.734" Supported
1-3 Platform aesthetics— 0.076 0.096 1.105 Rejected
1-4 Information offering— 0.204 0.093 2.632" Supported
1-5 Shopping convenience— frust 0.200 0.123 2.930™ Supported
1-6 Interactivity— 0.231 0.085 3.155™ Supported
1-7 Promotion— -0.044 0.072 -0.776 Rejected
1-8 Personalization— 0.146 0.055 2.527° Supported
2-1 Fashion product quality— 0.179 0.062 27217 Supported
2-2 Platform reputation— 0.180 0.082 2.795™ Supported
2-3 Platform aesthetics— 0.046 0.095 0.557 Rejected
2-4 Information offering— 0.218 0.141 2.778" Supported

Intention to reuse
2-5 Shopping convenience— 0.083 0.107 0.934 Rejected
2-6 Interactivity— -0.132 0.108 -1.705 Rejected
2-7 Promotion— 0.041 0.068 0.652 Rejected
2-8 Personalization— 0.086 0.085 1.121 Rejected
3 Trust— | Intention to reuse 0.209 0.083 2.504" Supported
ded Adeta & 5 vk ol-&9rol FFZ v EHEFY HHAZHo]

59
A, AEATAES T EFRE LTI Aot A
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<Table 6> Structural equation model tests for fashion shopping platforms
H Independent variable Dependent variable B S.E. CR. H test
(p-value)
4-1 Fashion product quality— 0.292 0.062 4.340™ Supported
4-2 Platform reputation— 0.258 0.074 3.987" Supported
4-3 Platform aesthetics— -0.100 0.120 -1.151 Rejected
4-4 Information offering— 0.053 0.079 0.714 Rejected
4-5 Shopping convenience— frost 0.200 0.091 2.564" Supported
4-6 Interactivity— 0.316 0.095 3707 Supported
4-7 Promotion— 0.012 0.057 0.185 Rejected
4-8 Personalization— -0.026 0.059 -0.402 Rejected
5-1 Fashion product quality— 0.118 0.052 1.884 Rejected
52 Platform reputation— 0.307 0.052 4919™ Supported
5-3 Platform aesthetics— -0.070 0.086 -0.824 Rejected
5-4 Information offering— 0.188 0.082 24277 Supported
Intention to reuse
5-5 Shopping convenience— -0.089 0.070 -1.240 Rejected
5-6 Interactivity— 0.089 0.106 1.058 Rejected
5-7 Promotion— 0.204 0.069 3.115™ Supported
5-8 Personalization— 0.023 0.053 0.369 Rejected
6 Trust— | Intention to reuse 0.170 0.075 2.072" Supported
o] AT AN ARE FAT 5 AL, A, £BEIN FEAEHE FHERED 1)
ol EHEF 7IAoIM FH Au|Aet AFUE g AERAFONA B A=t I vlHAL Alel&9
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AsfA AEAEHS S5 875H= HAolH oo FFS HAA R olf= "o EAE
AT BRE |GolA 4E AR BHY WA oM BA9 Hek BB FEoA A FAW AUL
O AlZsell e 253 = 5 e, dutdt st 7l Weog &3 = 4 Ued, o &2
Rt YRS AFIEAT FRIAAG vkt HY DR AL T AGS AFUE Lvlxe)
& RS AT 5 AR A% HE 14 FBE Aol 8OES ol Ao & 5 Utk ol GE
sl 583 a4 AAdn. FEASH0] FHE Hoz FAaYERE T FEFAR] F3 4F
AZONAT Ao JF2 vIR olf= FFEAZA U v MuA Ao dE O dz 5 5 s
A Z3eFSkAl Sl AFE ARG BEE V5S4 ot
A7t AT Q7] WEY ZolH, FUERET o) J5AgA0] Aol FFL 1A A Lee ot al
F Tl 7]E0] BEollM o= d2 2842 Al

3} Fol7} ofdrt F581% & AT ole] el

£ #7149l A7} Basie,

- 324

(2009)9] AolH FFBOIHY 4
of Jee mHce Aver Q. Tt A

870l A& ole FFE mIAA ket 44|



Vol. 31, No. 3 kd

ol

o Sevtoz: APHY 7S o
Folth(Lee et al., 2009). o] 4 H =
Au|Aet A2 Al g0 T2
it 9] Bejof dgt w2y A 3
grto 2= EE0] gk Aol871A] ol&Eo] W=
PETT B 4 ek of H4L 2979 Folgo]

£ B5HQl BRoi £ B9E nE 413

27] AR e 7

ol
-
>
b
ol
-

4 2
g‘:gr
32,
N
)

o

i
M
o
=

1=}
)
i

=2 ot Ajol-gol7tA] 9
Utk ZZ2r o] sfHAEH
E9] Aol-g-ofwofqt
HAEZANN= AR GA 7ol HFokes AFEEC] A
T2 X] gtk oA B[RS ZREHMY IS
dhol ZPES o]Eote Fe2=E 4T 5= qltt. §
d EHAFol F4L EoUie SEEHEL 2 o
It £PEREC] FE0H U= HAZSAFE Al
Aol 222 Aolgord Hot Fact
3= AoR Holed|, AlF Yrot A2
2 ofo] ZHETY S4HQN AH|A AEE
SHe gl mend Hkow
o Aol&S w4 & UZ Aotk
A, SFEREY RIS A= ERHE
ol FFE UHAT Aol FAol=
n) 2] ol A0 & Uegth sAAE il
1o} Aat tuff HAof what Huff AjFo] FetA|7]
2o AFY FE3t Zol7t thkgt FAERECNA=
Aolgol T vA A= £ Ao Hojr. o]
of A& Ftufell o] FHZHEL ol wtYsto] A
A A A" daeEE HES] Hopof gttt g
A s AEAFANAE A=t Afol-&olE HFof JFF
u 2] ZPt. JAERFNA= sfAAF] o
A5 £ 7|Y FF0] 85k FEol7HA
A= X3 292 & 4= 3lom, o= 7HRISkAH]
Zo] disto] 1A wrEro] tigt HAo] "ast
= A& AARSIT 2891 &3 A] Al 33 AH|A

I 2EHskE Aol Ajoldolko] T mAA]

_,4
of

l

lu

d

ik

S oox
wH i fo o

)

o

oo A

Rl

=
=

b

=

D> 2 %o el o

o o

N

- cjeo} 49

£ 4% Bast AN, BRE A5
Aulsts 20129 Aol g Sjo] F7k ol FH 5

fin)

(]

pech
ol

1o

uE o
N
M

Aol x| Elztle: BaA7k Astar whefat
7 T Aol S AT tEe] A
o] Azle} Aol GO ol A Fake v AR
3 Aoz welth. mukel Tuf u]go] o HAE
23 AFoIAE B4 8919 Aul ARk B
E 189 §84E AFsH Fio| o Wasity
gzt
A, A7 Aol ozl vlHL Gl ths
ZRE mRolA fOI% 29E Bk B
glol £WBAEL AFshel Aol &7}
w7 UeEY, ol EAE o 8AEolA 1A
Ao] ofurhal Wk Song and Yu(2014)9] g}
= 22 Holety B 4
L AolgOER olold £PBREL A% O of
B5H IRAYS BuE
NS ol £49) FY S72 oo}
£ AT At T AYEAE] v]a
A 7| eE gt
o W &FELEA o] 9]

DE7|YEL BREA met 2047t A2 44
) =

)
ro,

;U‘HJIM_I

o N

>

)

o

4

H

o
Jgrlrm
pe

G0l Atel7t e, £498 e A9 Ao]-&-9]
o & A= 89°] 2= HES A4Skl 7

W 42 a5 Bgofor shen| LulsHor T A
oft}. E & ATATE TRt 7|47 Aol e
A EYER Y £WERE AFNA chFt 4
o zgo Hao AW} 12 Aol ER
EAEAEDS Ansh] 95 ARl Furt
27t 9 4 942 Aol

e 59
oot Ul LRY AL F7he AN 2 Holrt

- 325 -



50 £YBRE £4 PP 2RE

References

Anderson, R. E., & Srinivasan, S. S. (2003). E-satis-
faction and e-loyalty: A contingency framework.
Psychology and Marketing, 20(2), 123-138. doi:
10.1002/mar.10063

Cha, E.-J. (2019). Effects of store attributes of online
multi-brand fashion shops on customer satisfac-
tion, shopping mall reliability, and repurchase
intention. Unpublished master’s thesis, Dongduk
Women’s University, Seoul, Korea.

Cho, E. (2022, March). %, 3§ F3F 733} [Cou-
pang strengthens fashion capabilities]. Apparel-
news. Retrieved May 20, 2022, from http://www.
apparelnews.co.kr/news/news_view/?idx=196135
&cat=CAT100

Cho, W.-S. (2007). The relationships between service
quality, trust and repurchase intention. Korean
Journal of Tourism Research, 21(4), 227-244.

Cho, Y.-H. (2021). An study on the relationships
among brand image, customer satisfaction and
loyalty in online general shopping malls. Korean
Management Consulting Review, 21(4), 231-243.

Choi, C., & Jeong, S. (2015). ZEZrA= HlgFE
C-P-N-D ICCT 4/} 7] [C-P-N-DICCT ecosystem
based looking through the complexity system].
Seoul: Communication Books.

Choi, K., & Jeon, Y. (2007). Consumer satisfaction
and intention to revisit internet shopping sites:
Total shopping sites vs. fashion specialty sites.
Journal of the Korean Society of Clothing and
Textiles, 31(2), 300-307. doi:10.5850/jksct.2007.
31.2.300

Davis, F. D. (1989). Perceived usefulness, perceived

29} Aol golwol u]x= oI 2AEsldT

ease of use, and user acceptance of information
technology. MIS Quarterly, 13(3), 319-340. doi:
10.2307/249008

DeVellis, R. F., & Thorpe, C. T. (2021). Scale de-
velopment: Theory and applications (5th ed.).
California: Sage Publications.

Donthu, N. (2001). Does your web site measure up?
Marketing Management, 10(4), 29-33.

Ganesan, S. (1994). Determinants of long-term orien-
tation in buyer-seller relationships. Journal of
Marketing, 58(2), 1-19. doi:10.2307/1252265

Gao, X., & Kim, M.-S. (2017). Quality determinants
of online shopping mall and users’ characteristics
as a moderating effect. Asia-Pacific Journal of
Multimedia Services Convergent with Art, Huma-
nities and Sociology, 7(5), 665-674. doi:10.35873
/ajmahs.2017.7.5.060

Han, J.-H., & Quan, D.-M. (2006). A study on the
development of scale for service quality of
on-line shopping mall. Journal of Consumption
Culture, 9(4), 141-162.

Hong, B.-S. (2011). The effects of internet shopping
malls attributes on purchase satisfaction repur-
chase intention and word of mouth intention of
fashion consumer. Jourmal of the Korean Society
of Clothing and Textiles, 35(4), 476-487. doi:10.
5850/jksct.2011.35.4.476

Hwang, J. H., Lee, G. W., Bae, K. H., Joo, H. J,,
Kim, Y. H., & Kim, A. J. (2022). An exploratory
study on consumers’ media and channel choices
throughout the consumer decision journey. The
Korean Journal of Advertising, 33(1), 29-57.
doi:10.14377/KJA.2022.1.15.29

Jang, B. (2021, September 28). [MAEH] ZSE, Y
EH= aet 54 ARl [[Maegyeong Forum]
Platform, between network effectiveness and
monopoly]. Maeil Business Newspaper. Retrieved
March 21, 2022, from https://m.mk.co.kr/opinion
/columnists/view/2021/09/920370/

Jang, H.-Y., & Jeong, K.-H. (2005). A study on the

role of customer satisfaction, customer trust, and

- 326 -



Vol. 31, No. 3

customer loyalty in online shopping mall. Trust
Research, 15(1), 145-185.

Jeong, G., & Lee, D. (2001). An empirical study of
the influence of the scale and reputation per-
ceived by new users on the reliability of internet
shopping mall. Korean Business Education Re-
view, 23(1), 315-333.

Jeong, J., & Lee, W. (2019). A study on the influ-
ence of brand trust, perceived economic value,
and network externalities on the intention to use
of the sharing accommodation platform. Journal
of Hotel & Resort, 18(3), 77-96.

Jeong, S. (2021). ZE v|ZYA, AAERQ} 4AH|R}
9] A5 A2 Sd5lsl= 29 [Platform business,
models that maximize producer-consumer inter-
action]. National Economy, 32(11).

Ji, E.-J., Jeon, Y.-J., & Kim, T.-H. (2019). The effect
of quality properties of platform: Based online
food shopping mall on trust, satisfaction and
reuse intention. Journal of Foodservice Manage-
ment, 22(3), 215-240.

Jung, C.-H., & Namn, S.-H. (2010). The effects of
information satisfaction on customer’s trust and
future behavior intention in open markets. Mana-
gement & Information Systems Review, 29(4),
67-88. doi:10.29214/damis.2010.29.4.004

Kannan, P. K., Chang, A.-M., & Whinston, A. B.
(2001, January). Wireless commerce: Marketing
issues and possibilities. Proceedings of the 34th
Annual Hawaii International Conference on Sys-
tem Sciences, Maui.

Kim, B. (2022a, January 7). “AZ ¥ 127 2T
oA Z2;E, A-YE JAA [“Trading amount
of 1 trillion” online fashion platform, outspoken
growth]. Newdaily. Retrieved May 20, 2022,
from https://biz.newdaily.co.kr/site/data/html/2022
/01/07/2022010700050

Kim, G.-S. (2010). AMOS 18.0 F*Z 84 25 24
[AMOS 18.0 structural equation model analysis].
Seoul: Hannarae Publishing.

Kim, H. G., Kim, J. H., & Jong, S. (2012). Attributes

o
ol
[

51

o
(o3
e

and trust of internet shopping mall on purchase
intention: Focusing on Chinese users of internet
shopping malls. The Journal of Tourism & In-
dustry Research, 28, 83-108.

Kim, J. (2022b, June 2). % &-9d| &, Z-& Zu}
A, ©+ & £Z9 [Coupang, Timon, WeMakePrice,
same start, different result]. Asiatoday. Retrieved
June 2, 2022, from https://www.asiatoday.co.kr/
view.php?key=20220602010001121

Kim, J., Jin, J., Hyun, H., & Na, Y. (2017). Con-
sumer response change according to the level of
personalization of internet shopping mall. Science
of Emotion & Sensibility, 20(2), 59-72. doi:10.
14695/kjs0s.2017.20.2.59

Kim, J., Lee, M. J., & Seo, W. (2011). The effects
of hotel reservation service websites’ quality on
customer trust, intention to reuse and knowledge
sharing. International Journal of Tourism and
Hospitality Research, 25(4), 295-312.

Kim, M. J. (2005). The effect on sales promotion in
apparel firms on brand loyalty. Unpublished
master’s thesis, Chungang University, Seoul,
Korea.

Kim, S.-Y., Lee, Y.-S., & Park, N.-H. (2021). The
effect of quality attributes of mobile shopping
mall on satisfaction, trust, and intention to con-
tinuous use due to the spread of untact culture.
Journal of Distribution and Management Resear-
ch, 24(3), 53-67. doi:10.17961/jdmr.24.03.20210
6.53

Koo, S.-B. (2021). Effect of online fresh food
purchasing platform quality attributes on con-
sumption value, relationship-quality, and loyalty.
Unpublished master’s thesis, Sejong University,
Seoul, Korea.

KOSIS. (2022, May 2). 20224 3¥ L2Q14P53F
[Online shopping trends in March 2022]. KOSIS.
Retrieved June 5, 2022, from https://kostat.go.kr/
boardDownload.es?bid=241&list no=418038&seq
=1

Kwak, D., Yim, K., & Kwon, J.-H. (2014). A study

- 327 -



52 £YBRE £4 PP 2RE

on the effect of shopping application information
offering on application preference and repurchase
intention: Mediating effect of frequency of utili-
zation. Journal of Digital Convergence, 12(11),
113-121. doi:10.14400/JDC.2014.12.11.113

Lee, E., Jeon, J.,, Kim, Y., & Choi, W. (2009).
Analysis of the relationships among interactivity
of internet shopping mall, perceived risk, per-
ceived value, and trust dimensions. The Journal
of Internet Electronic Commerce Research, 9(4),
415-439.

Lee, J., & Lee, Y. (2008). The influence of consumer
perception of customization type on relationship
quality in the apparel e-business context. Journal
of the Korean Society of Clothing and Textiles
32(2), 259-270. doi:10.5850/jksct.2008.32.2.259

Lee, J.-E., & Lee, W.-D. (2021). Effect of platform
service quality factors on recommendation and
reuse intention: Focusing on platform types
(delivery/media). Journal of Distribution and
Management Research, 24(5), 51-65. doi:10.179
61/jdmr.24.05.202110.51

Lee, K. (2014, December). 2H}FY H|ZYA
2}? [What is a mobile platform business?]. Mobile
Trend Magazine, 14. Retrieved March 26, 2022,
from https://www.itfind.or.kr/publication/regular/
periodical/read.do?selected]d=02-001-141222-000
029&selectedCategory=B_ITA_ 22&selectedGrou
pld=B_ITA&pageSize=40&pagelndex=0

Lee, K.-C., Kang, B.-U., Suh, B., & Kim, J.-U.
(2005). Exploring the influence of the Internet

Z =z

=2 AT

shopping mall’s quality factors on user trust and
acceptance. Korean Management Science Review,
22(1), 27-46.

Lee, S. (2022, April 26). 3-1|o|H-SSG 37) <
S olAmMA-BERY ¥U7} Set £
[Coupang, Naver, and SSG e-commerce that
solidifies ‘three powers’...Lotte is worried about
missing ‘golden time’]. Invest Chosun. Retrieved
June 16, 2022, from http://www.investchosun.
com/m/article.html?contid=2022042580214.

A=le} Aol golwo] ujXE e BAEsiT

Lee, S., Lee, S., & Jo, J. W. (2014). A critical review
of sales promotion research in recent 10 years
(2004-2013). Korean Journal of Marketing, 29(6),
63-92. doi:10.15830/kmr.2014.29.6.63

McDougall, G. H. G., & Levesque, T. (2000). Cus-
tomer satisfaction with services: Putting percei-
ved value into the equation. Journal of Services
Marketing, 14(5), 392-410. doi:10.1108/0887604
0010340937

Nielsen Media. (2021, May 27). MZAY 5o 412
WAAA (4G ol EetY A SR
[‘Mobile Fashion Platform’ that leads the MZ
generation and fashion industry’s perceptual
changes]. Retrieved April 4, 2022, from http:/
www.koreanclick.com/insights/newsletter view.ht
ml?code=topic&id=619&page=1&utm_source=bo
ard&utm_medium=board&utm_campaign=topic&
utm_content=20210527

Noh, K. (2019). The proper methods of statistical
analysis for dissertation (SPSS & AMOS). Seoul:
Hanbit Academy.

Ong, B. S. (2011). Online shoppers’ perceptions and
use of comparison-shopping sites: An exploratory
study. Journal of Promotion Management, 17(2),
207-227. doi:10.1080/10496491.2011.553789

Park, H. H., & Jeon, J. O. (2013). The influence of
perceived value and trust on reuse intention of
social commerce: Moderating effect of gender.
Journal of Marketing Studies, 21(4), 57-80.

Park, J.-H., & Kang, S. (2007). Relationships among
the characteristics and customers’ satisfaction,
trust, and buying behavior: Comparison of com-
plex vs. specialized Internet shopping malls.
Journal of Business Research, 22(1), 203-239.

Park, J.-H., Kang, S., & Lee, S. K. (2005). A study
on the factors influencing customers’ trust in
Internet shopping mall. Asia Pacific Journal of
Small Business, 27(4), 3-28. doi:10.22903/jbr.200
7.22.1.203

Park, J. J., & Lee, J. H. (2008). A study on internet

shopping mall image, satisfaction, and revisit

- 328 -



Vol. 31, No. 3 7120 . oj 2o} 53

intentions? Comparison between meta-mall and
open-market. Korean Journal of Human Ecology,
17(4), 785-796. doi:10.5934/kjhe.2008.17.4.785

Park, S., Lee, S., Park, S. (2020). Hedonic motivation
on intention of shopping in mobile shopping
channel. Journal of Practical Research in Adver-
tising and Public Relations, 13(1), 55-81. doi:
10.21331/jprapr.2020.13.1.002

Seo, J. (2022, February 15). F-AIAL, A4-29CM E37
o ERFL “oF FAAF 7 [Musinsa em-
braced Styleshare-29CM, and female customers
also shop at Musinsa]. Fashion Inshight. Retrie-
ved April 4, 2022, from http://www.fi.co.kr/main/
view.asp?idx=73851

Shim, T., & Yoon, S. (2020). A study on the effect
of online shopping mall characteristics on con-
sumers’ emotional response, perceived value and
intention to revisit based on the extended tech-
nology acceptance model (TAM2). Journal of the
Korea Academia-Industrial Cooperation Society,
21(4), 374-383. doi:10.5762/KAIS.2020.21.4.374

Son, M. Y. (2021). An investigation into the online
sales channels of small business fashion retailers
on portal shopping and fashion shopping malls.
Family and Environment Research, 59(4), 449-
463. doi:10.6115/fer.2021.032

Song, D., & Yu, J. (2014, May). 54l ZE ¥|=Z
A 5 24 24 AHAA AA [Analysis of
internet platform business trends and policy re-
commendations]. KISA Report. Retrieved May
20, 2022, from https://www kisa.or.kr/20302/fo
rm?postSeq=163&lang_type=KO

Song, M., & Jeng, K. (2017). A study of effects of
service quality and ease of use on buyer’s satis-
faction and purchase intention in mobile shopping
environment. Korean Journal of Business Admi-
nistration, 30(6), 975-1007. doi:10.18032/kaaba.
2017.30.6.975

Suh, M. S., & Suh, Y. H. (2001). A qualitative study
on customer relationship-orientation in internet
shopping mall. Journal of Global Academy of
Marketing Science, 8(1), 269-290. doi:10.1080/
12297119.2001.9707525

Suh, W., Seo, C.-S., Hong, J.-W., & Su, Z. (2007).
An empirical study on the mediation effects of
satisfaction and trust between quality and pur-
chasing intention in Chinese internet shopping
malls. The E-Business Studies, 8(2), 33-59. doi:
10.15719/geba.8.2.200706.33

Woo, J. (2022). -P&E Z+9 FZEEF =Y jy
#} o]g}] [Professor Woo’s concept and under-
standing of structural equation model]. Seoul:
Hannarae Publishing.

Yang, E. K., & Lee, J. H. (2020). Typing intelligent
characteristics of the fashion business platform
and strategic directions: Focused on domestic
and foreign case analysis. Journal of Fashion
Design, 20(1), 55-72. doi:10.18652/2020.20.1.4

Yun, J.-Y., Chun, T.-Y., Kim, J.-L., & Park, N.-H.
(2020). The effects of shopping motivation and
quality attributes on customer satisfaction, trust
and loyalty of DIY online shopping mall. Korea
Logistics Review, 30(3), 45-56. doi:10.17825/klr.
2020.30.3.45

Yun, S. (2016). AAFE 7 HAS vige = &
N& EREQ olse 7= M [Based on
knowledge and information sharing and collabo-
ration, understanding and deployment strategies
for technology platforms]. DLENC. Retrieved
March 26, 2022, from https://www.dlenc.co.kr/
rnd/download/download.do?no_ntc_plte sral=157
73

Zeithaml, V. A. (1988). Consumer perceptions of
price, quality, and value: A means-end model
and synthesis of evidence. Journal of Marketing,
52(3), 2-22. doi:10.1177/002224298805200302

- 329 -



