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Abstract

The online shopping market is expanding, with online shopping malls now subdivided
into personal computer(PC) and mobile versions. Meanwhile, various efforts to
promote online sales are being carried out in a bid to improve performance, and
detailed research is required to inform such strategies. The purpose of this study was
to classify online shopping mall types into PC fashion malls and mobile fashion malls
with the aim of assessing sales promotion satisfaction and investigating the relation-
ship between sales promotion satisfaction and consumers’ behavioral intentions. Data
were collected by a survey firm in June 2023, and 248 copies of the data were used
for analysis. SPSS 28.0 was used to process the data, and frequency analysis, factor
analysis, reliability analysis, and regression analysis were performed. The satisfaction
factors for various sales promotions used by PC and mobile fashion shopping malls
were empirically subdivided in consideration of consumer perspectives, and potentially
effective marketing strategies were presented. Differences were observed in the type
of satisfaction with sales promotion between PC fashion shopping malls and mobile
fashion shopping malls and in the effect of sales promotion satisfaction on behavioral
intention. Based on the study’s findings, effective sales promotion strategies that can
increase satisfaction and enhance behavioral intention may be developed and imple-
mented through the use of various and different sales promotion strategies in PC and
mobile fashion shopping malls.

Keywords: online fashion shopping mall(-22}9] B4 £+FE), sales promotion( =
R, satisfaction(FFEE), behavioral intention( & 2/%k)

I. Introduction
22l &7 AFo] IiE glom 2l APES B A AE LBV
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110 22l Al 2BE S o

rEl
<t

S7hSaL 9tk Letel &% BFE Avimw, ekl
£ 2 AFNHE 20239 59 19% 2,463 Yoz
AdFLdE] 8.7%%1 1% 53629 9 S715tgon,
Addin] 221 43 AHHL 8.2%, HHIY 47
AR AL 8.7% 22 S7FsHHH ol= T 22l &%
AN F WA FEL AMA ¥lF0] 24.9%0]3 A
W Y el 3.1% S7HE 20 Uehy, 2Rl
& A FF AT @ESHA o] FoA AL SISk
U & 4= Qo 2023 59 22 4 AHNH
% HHtd &3 AR 14x% 2,771 oL HF
o] 74.2%= YERFTtHKorean Statistical Information
Service [KOSIS], 2023). 22191 43 A]go] Sf =]
o glom, o] % muid 41 o] ArHom 2
MBS AAska S 2 ¢ 4 ek
ol BFSEE Aol S840l AAL AUe=
2l s 4 Eof s Atsta Ay el uHA|
AgkS sAstaAr gt

280l £PEL PC £PE, 7t 4aYE
AlEgtE Al 9o, JE #ol7] A’ 22
A= ggsHAl A= Ao 22l wilE
22l ARl E W, AF 1 5= XI5
OFet JAEEE Al Sste uAY &EolHal
T e, 2921 £739] BLoll= AIES] HA
A Hojdat Helgdo] L, ARt 3t
AokS whA] %11, F7F /-5 H-&o] §lof 7HFo]
glAolgts E4o] glon, ofz] 2l A £3=
oA TFet Aehe E&sto] IS st v
(Lee & Kim, 2021).

2 23 A AEH o Gkl e F
Ales], COVID-19 WHY| o]Fo= 22l 439
F8740] 8 AR Ao} EF HEAE, SUAE
9] F840] AR= oA 2l 4ol et +
AR AFE Sl WA 719 "R S A
4 & & Aotk vt 221 A aPEES0]
S7Fohe AdolA, atAQl wujEzlof tis) A+
Skal M 5ok 2ol A4 gE 8T A
oftt.
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+Z(Choi & Kim, 2006; Jang, Kang, & Son, 2017,
Jung, 2011; Lee & Lee, 2022; Lim, 2017), 291 &
FEY §FS FEotL 28R AP ENA AFE=
WS GO e AV B Lo AT
BE3 AHo|rt. A8 AF-E EH, Lee, Kang, and
Park(2014)2 PCS} BHR) 7]7] 40 i 43 3
8] Zolof s Atstion, PCot HHMY 717]9]
o e A8 B o] thrht Ao] 9 ol A
oo o5 FUT AU L W PCY HH[Y 7]
Al LeRbe 23t chee, Avlztel 7ol
of atolE FERhAL SHQich. PCYF HHMY 7]7] &
43} Aol Yomz o Tl Leel 4HE
= PC £ EF} 2ot £PEE FESH] AL5h=
7ol Basih

220 29E {32 PC A L£FET =Hpd
SHES S40] Aol YetH olzigt Hol7} &
H|Z} 850 IS w|X B Z(Kim, 2015; Lee et al.,
2014), PC oA &P &} 2ot o £BEE &
ST 4% BHAA WS VEE FHL o}
o] Bl BEEe 2ulAe) WS ojre] Bl
A dotiles A77t Easith PC £y Eat mutd
£ oA AvfALY] Q1AF} ol PEof Zpo]zk QL
omz olo] Yo} AZH O Aol AEIT B
&2 S AlEdletal olF Rt AT &
She Aol EBEY Aolnt

a9Beg, & dgoAs 22l A4 £3E2 PC
Wi B2 B E HRER TRl B
7 HEE 801g AFHoR FES Y, WS
BEES FF ome] BANY] o) AFFOA,
TAZAQ AIE =&)L o] 1T AESEL

II. Theoretical Background

1. Situation of online fashion shopping mall

2ol £3 Aol A&H oz sk = 4
FollA 22l A gEo]l FIFSHL AlESE
el d e 28 vhAo] Sdisw gk At
E 717] B9 disstet el o890 7t so%
Qo QeI =oAL FT 2ohAY FE
H F-5AEe] Mak7 B AL(An, 2015), 4]
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AEE ool TS ol 2L 2IoA 9 AHlE
=1 Qlt} o]t AgolA sjdAdoAE 37
A9l AHAYEE Feok] P8 2ERIAdS A=
Ao g &8skl = AAolnh T L5t =2
AAE=E QI3 A=k} AH|uiE o HSl7} LE
W=t QIEY A-E3tol wet AHAES Hold, A
<4 59 =22 £39 A efsin 2l
A9] AH|E 521 Yth(An, 2015). @ TEly} i
A 2ele Sl AES Tl o AvAES 7H
A e FHAY FES ol Bk AHsH]
FES T S 13L(An, 2015), SNS, AFYE E
= FAIA ATt TRt RS g55to] oA
122 e ® gofstis] FuioAEAd S yE 5
U710l eIt ofyet 22l HPEA 9] &
HE 591 . =7Hs A (KOSIS, 2023)9] Amf
SFEA i, 22l &7 F A AL 2023
59 19% 24639 9o HdsdtiH] 76kl e
o, AEeie] 22 43 AHHLS 8.2%, HHIY &
B ARALZ 8.7% 27t SISt ol et 22l
43 AR F A FEL AHA HSo] 24.9%0]
I A FE o] 3.1% $71e Ao ® yEhd, 28
A &3 WA FF At @IsHA olFoAL F
7Fohal S & 4 o, 20234 59 201 &3
A T HHY £ AHHLS 14% 2,771 Yo
I H|FO] 742%E YEhY AiHog & HlES &
Alopy Ffj=]a Qth(KOSIS, 2023).

27l £ E2 PCE 7|RICE 2YEE= PC &
BEY HHIY 7]7]18 7IRICo R SQFH= HHY &
TBEE AR 4 Ao 7 28Rl 43E0] E4S
HH, PC £ 22 FHE AMGE 2 L8RS ti4
O AJF wilE s WAzt e sS4l A
Ast= 7MY AEE oJuH|etth(An, 2015). &, PC &%
=2 o] B4 HEY = AZE o] U&= AH
of W 4E B JRE &4 AvAEA A
4 o) AEE Aot AHAES dfjdew
5FH AlgHE RS vgoR dste 4EFS AY
Sko] 2ERIGelIA il P52 sk Ao R, Hujd
S aHAEC] ZAIE skl Ui AES HlEsiA
Agsts FE o AAGAR TG & 5 et wEHo|
R 71715 E-&-oto] Qe ugERt ofy et ek
B2 Sl FuldEE S WE & AU ZHY 4
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9] Aol avAEol Zutd 71718 S5 &%
3= AS 9u]dtth(Lee & Kim, 2011). 2HIY 43
2O o] It

| AE, 2HAEE A4lo] stz AlEo]
U MEAE Fjsty] 8] FiES &8st AlE
T FAEA Y] E8E & e oF BEES
AASHL 7HA S Hlwste FA0R 43S T 4 QL

= EZJo] Qlth(Son, Lee, & Hwang, 2002). 132 7]
o PC 4827} TulY 47E BT AEUTS TE
St S8 AT, ARk} A9 AoF of Jop
Hel st 45849l RelofAlt Holo] thehd
o g 4 ik

PCe} HHY 7]7] B4 wE 43 P ztolo
o5 A5t Lee et al.(2014)9] AFofA= PCo} X
vt 7171 ZZke] 193 E4S A A jlenz
AMg FA o] we} Av[RREo] AEsto] ARgRITRAL
SkQIth PCoF HHEY 7]7]9] FA| Q] Aol 2 PC=
W2 ok, HE AAF A, nheAY 7| HE F HEY
g A" AR E S EFT GF A9, Fug FY
F &> okl shelo WO, 2Ekd 7)7]= Fr
Eol7] flsf Algtd std 27]9 shd, &2 3t
et QIEHo| A, A% AH £33 E8 59
UL ShAT S o]t Aol 2 Qlsf T
= Tyl dolME PCYF ®utY 7]7]ofA
Uehb= 237 20l skgloH, o] gk £40]
AH|ARO] Fufjgiefof] ZfolE FEIRithal Skt

PCe}t HHIY 7|7]= B4 Slo] Aol7t glom
ojg]gt fo|7} AHA}F PEoe JFE vAE AL
2 UBYEER, o]E 15t 2%l £ES PC
LY ET HHLd £YERE FESHo] Aste 2o
dQsith I8EE & Ao 2221 i &7
=2 PC ojd £ =7 HotY siH 4gE REoE
Tt PC s &= 28k siH 4gE0] o
tjEZlo] it WEZTF AB|ARES] g% x|
A= FF= FotH izt gk
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2. Types of sales promotion

AR A F djAdadolA 7 wol E8E1L
ol HFe wihEzl Aefolety & 4 k. ol
FHQl 2HE AFFote AH[AFE] F7HE] wEt
chbe Wl Wk AT B B E S

7FE 71H3H7] o= 9571 dZeln. 1g7]o] A
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719E2 AF wjds Bugs S7H7171 f6l
&2 Ao FFska = AAo]th(Seo, Kim,
& Park, 2022). T E%1-2 7FATRL, thefet HE Y
Ag, oIHE A7 5ol 2E /MELo =, 4H[AE0
A BRES JIAAZIH #of) s 58+ B85
ojmgttt. 2kl £P=] WSS 7HAER w
| &2 (price-off promotion)l} AR b R E
(value-added promotion)2] &
(Lee & Kim, 2021). 7}3& 01—0] JJJ-\J}L1 o= 714
A, FE, A AL, Agrtegddd 9 duiE o
E"?‘aﬂfﬁ] THREHE wiEAole AEARE, A
&, oHIE, sjA oﬂ% *c}% YA Eﬂolﬁ, &/
%7, v
ApUe B wuﬂﬂﬂ ot 449 29
vlom Ed 9] Wyl w2 A Ul djMARE e
A9 whe oo} dholg F7HA71] A9 cheret
BolEA WFE WATLL T 5 lon, 4IRS
o BlERE AT FS FHAA BE RS ®
ol Aoz vkt ZAH) 4uAE oz A
A= gujE2 /-39 3= EASH Shin and Choi
(2019)9] AtofA= ZAIH ABRREOIAl 213
N AHLE AT, FE AT EE opE BojEA
SO ke AYx BRSNS ALY B Av%
So] o] A Hol, ol <Is) 7ol W]
Qe Qorg oA SISt wutel BolE o]
3t AB]R}F 5-& EA3E Kim and Kim(2016)9] A
SOl FHAojalo] An|aEslol folule Fee
vxe oleig Bt &% B8IIAGG HAE 34
To] Soust ¥ mRAtky sFct ALIIEAL
oA ATl thorst W& o] AH|RES] FEo]
XL G BA3TF Se0(2007)9] AL 719
o4 AT Tk WS Ae LulAEo]
A A 2SS olo] s} FHH B o
o A} gl folulalA] FHE wAtT o9
o FYARE LuAEA o BRI A
Y A9 A4 24 A5 Mol Aoz B
Aggct. ol A7 He=e] wojzae] Glo] dhat
ofe} Q750 WAL, Ao A7olAe 22
Q1 oA aBe) BolEz So) et Al Ei B

£‘.=

o

r°1'

W27 9L U] AulABES BAsG,
el 2920 WS $Fo] e 2ulAHE

Au e} P owo] FAY AT

wAgolT

P52 £ aug BN B
9 AEsksta 1 fvto] dhef dTsHs 2ol I
23}eha ok 1e0R X APdA: ekl A
£HBOIA ATT 5 A BoEH VST 592
45H0R Hestsie] Wi Bt £uAE
o] %5 ool mA| Qo] thel) Lo sk,

3. Behavioral intention

B% et 2HAE0] EAT BEL stud o
oAz, AU G TR FH ] v
Bt s 72 S04 945 35 A

]' o= 9Jo|t}(Jhee & Han, 2022). 35 =
14| A Q] gP=o] AYPL|A] AL AH|RE9]
g ol tigt A3, 5 59 et A8 E
= 04’3'1 2219 o8] F44E 4 Uti(Jhee & Han,
2022). F5 o EIF AHAES] v P
AT 4 G Wz, A WEOE olold e
E 4 UthBang, 2013). °o]#3t P& = Uwry
oz u]- _,]E :,LUH _,]E 4 _,]E ;xﬂx-lo] oﬂ
&2 otalA Sk oA 5o] 2FEL & AFolA =
HaATol FelE WE YEg oz B o
£ £ 71 $39 22l 4929l PC £3ET

Y A2 A ATse wHjE o] tjgt ukZo]

ac) _Ilm fr o Fll‘
m} lﬂ Fll‘

_Q'IL O.\.;

2 g5 9z “HOH Aot At ofH, B s
245t 22 H3PATL(Bang, 2013; Yu, 2010)01]

A E8E Pue Em}oq Fof o, APE o,
23 =2 Pstel ATslgr

lll. Research Method
1. Research question

B ATE 2ol B4 698 PC 2B EF B
B PP

o1 47
572 B ARE WS BEEeL B O

©)
o)

=9 YRS Loty 93] AWt A7 A%
E5317] 913 FAHY AT BAL hew 2k

mlm
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ATEA 2. BF JE 291 Fopot.
ATEA 3. Lol WH 49 WA BEE
o Y% o=o] BeiAo] ts) Lol

ATRA 32 Zok WA LB WS B
o},

2, Research method

2 AFoME AFH AFE Soto] 22l HA
4322 PC A 4327 2HMY sjd 4gE w)
1 89S Al2skstaL ol tigt =7t AHfAt
BT A= A= JFE A5 I8 X3Pk
o, AE B2 Lee and Kim(2021)9] AHH =20
A AAG L2tel A 4B P& FRES
54 - Boste] At 54 BAE HEs T4
ek B A= T o) g, A7 o, 3
A Yz £For 5oy 53 ZAE Hrr
S5kl PC i & 7HATR] WA v

£ BYL 42T, PC A 282 R Wi

o

QI WEY VEE BFS 45, wH1D wd 4
2 AR BoEA BEE BRS 159, IF
e g 3Eeor TASGCH, PC A 47
23} getel i 4WSS EU 4% AYo] U &

A, PCE 83t PC A 2B ET wulY 7715
g8ols 2HtY APESZ FEote] SHOES o}

B AR 20239 6o Fu 2n|RE dhao

o1 4R 2ALS AASHEOH, Holed] 2%
gol gt Aoz BlHo] )4 24850 4RS
B0 A1g3lgith AE BALS 95 SPSS 28.02
ggslglon], HERA, 2 a7 BEA ta) 744
o B4 98] pC A £WBI mHr A
272 PR BEE 0L AEsk) g3t w

ZAF GRS RIFEATH EAAES dotir] ¢
of HIERAS AAstgon, Al O AREE=
dAo] 126W(50.8%) 0.8 UERGI oL 1227
(49.2%)% Ao = RIS thF o8 AL thiFA
9] yojo] w2 A3Z= 2007k 127H(51.2%)Q1 A
o= ZolE|glon, 30T 1217(48.8%)% Ao
YEPH T AL tlAAEe] Ao g = S 457
(18.1%), IAAYLL 1779 (71.4%), AEZL 121
(4.8%), 7R AFFA = 98 (3.6%) 121 FHE= 59
(2%)%1 Ao SRIF ]It wix[eto® A} /At
o] d YW A5 Yot AFZEE 3007 Y mlRtke]
AEQ] AL 937(37.5%), 3005t YollA] 5005+ A
ujuko] AEQl RAF AR 12575(50.4%), 500%F
Y olgollA 7008 ¥ mRke] 9= 259 (10.1%), 1
231 7005 ¥ oAFe] A5AH= 5P(2%)]1 Ao 3

] ol gok A} di A <l
FEATH EAJL (Table 1)3} Lt}

IV. Results and Discussion

1. Factors of satisfaction with sales promotion of

online fashion shopping malls

1) Factors of satisfaction with sales promotion of
PC fashion shopping malls

PC ThH £E WS RPL UZHOR £&
317] 9stol walE @9l B3 AFE BAS A4
stact. PC WA £WE BhEA 291 BA A, 7
A%l BolEe 27) AQloR vekey, A%
A g Eae s7) R9l0% Uekth 89d £4
o] BtEE a4 ol B4 Ao whet aQl
< Bastgon, 7HAEel BuiEx 812 FE/A
FE IE wEA, AlY B gEde s gy
S, 7R R7HA w91 ARlE /AR Y
B I WiSX1, SNS/OHIE ¥ whiE7], A/
AR B S S, AEE/aA A T w
7, WiS/4EF 2 Al I BuiEos

-

)

d
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<Table 1> Results of demographics
Demographics Frequency (%)
Male 126 (50.8)
Gender
Female 122 (49.2)
20s 127 (51.2)
Age

30s 121 (48.8)

Student 45 (18.1)

Office worker 177 (71.4)

Occupation Profession 12 ( 4.8)

Individual business 9 ( 3.6)

Housewife 5( 2.0

Less than three million won 93 (37.5)

Income level More than three million won to less than five million won 125 (50.4)

(monthly) More than five million won to less than seven million won 25 (10.1)

More than seven million won 5( 2.0

Total 248 (100)
WoLATE T AT (Table 2), (Table 33t 2ok 8 4o Ueht=s 893L Yystgon, /14
el B ER 821 Al AlY/FE B Tl EA,
2) Factors of satisfaction with sales promotion of Ae7te/7AaEe e gujEos HHsiyly,
mobile fashion shopping malls ZHIAE7HY guiE7 9912 AR YA o] A ulE T
Hud ol g BEd fES ASHeR TojE, AFH/OHE I dujEA, AE]E3/A
237 sto] BalE fQ BAT AFE B o WujEdon sy 229l A &
AASAT. ®Hrd A £3E TS 290 B4 =9 £9 F PC YA 3= 2ot A &3
ATe 44 WEAL 27) gQos e, 2o BeiEd 43 wadRd mud fd 49
ZTHR7HE waf£402 37] 8Rlo & yEkth a9l =9 BiEd FFol PC A L= BEA K

<Table 2> Factors of satisfaction with sales promotion of PC fashion shopping malls: Types of price discount sales
promotion

Questionnaires Factor Factor Eigen Variance | Cumulative | Cronbach’s
loading value (%) (%) @
I’m satisfied with the coupon. 769 Coupon affiliate
I’'m satisfied with the affiliate card related sales 1.526 38.159 38.159 .688
card discount. 892 promotion

I am satisfied with the price

discount 772
: Sale related sales | 5, 38.089 76.248 664
I’'m satisfied with the regular 878 promotion
sale. ’

- 524 -



Vol. 31, No. 4

A7 - o)l 115

<Table 3> Factors of satisfaction with sales promotion of PC fashion shopping malls: Types of value added sales

promotion
Questionnaires Factor Factor Eigen Variance | Cumulative | Cronbach’s
loading value (%) (%) o
I’m satisfied with the social
contribution. 776 Social contribution/
community related 1.723 15.666 15.666 .630
I’'m satisfied with the 645 sales promotion
community. '
I'm satisfied with the gift. 539
I'm satisfied with the event. | 601 Sgisev;r“;nﬁf‘;d 1.685 15314 | 30980 740
I’'m satisfied with the SNS. .845
I’'m satisfied with the reserve 746 Reserve
fund. ’ :
__ fund/fashion 1.663 15.114 46.094 640
I’m satisfied with the fashion information related
information. 708 sales promotion
I’'m satisfied with the fashion 458 Product
video. ’ : ; :
review/fashion video| ) g/, 14.023 60.117 659
I’'m satisfied with the product related sales
review. 895 promotion
I’'m satisfied with the product 57 .
presentation. : Delivery/product
presentation related 1.526 13.873 73.990 .589
I’'m satisfied with the %65 sales promotion
delivery. '
Joj ¥ls) M o= etk ol PC WA 4% oh 1 AT (Table 67 Pk
=9 B o] WiAIE HEAIA LBAEA AE
E LAY 22F o2 383 4 9= Tkl T 3. Relationship between satisfaction with types of
&2 AZE Asty YA, 2ol fjH APE sales promotion and behavioral intention to online
9] ARo= PC I L& H]|g] v|wF 7HAsH fashion shopping malls
OHMIEES JFPstAL AFUACIA fFE TS 21 A 43E B HEEet FF A

2 A doletn & 4

2920 £ 711 $991 PC T 4

oIck. ag7l0] eetel o TS oy 95 ThETRAS UAIBHA
Bahave o gk 2 WA 498 Bad 9

A £9EY WA BRSNS 43 Qlol A F BRI §F =] KT JFL BAE Ao
ot U A SRS B HE AWFO] 2 ehich Lekel E £9ES] WA 5.
A BREA fg0] g FAE 9 B4 7 8] PF oJmo] nAL JFL BHT 15
% AT B AT (Table 4), (Table )9 2ok ARAo] thar TAM 24 AE bt 2o,

2. Factors of behavioral intention
5 Ol Q0] AEF o7 TE51]| Qolo] & motion of PC fashion shopping malls to behavioral

1) Effect of satisfaction with types of sales pro-

M7 89l B3 Az 242 AN AHE 1] intention
29lo] E55go0, ol ¥ Jmetn FHHA  PCHH £UB BAEN §F VST 5 %
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<Table 4> Factors of satisfaction with sales promotion of mobile fashion shopping malls: Types of price discount

sales promotion

Questionnaires Factor Factor Eigen Variance | Cumulative | Cronbach’s
loading value (%) (%) o
I’'m satisfied with the
coupon. 683 Regular sale/coupon
- : related sales 1.534 38.359 38.359 .679
I’m satisfied with the regular 906 promotion
sale.
I am satisfied with the price
discount. 680 Affiliate card/price
discount related sales 1.521 38.036 76.395 .690
I’'m satisfied with the 910 promotion
affiliate card discount. ’

<Table 5> Factors of satisfaction with sales promotion of mobile fashion shopping malls: Types of value added sales

promotion
Questionnaires Factor Factor Eigen Variance | Cumulative | Cronbach’s
loading value (%) (%) a
I’m satisfied with the product 735
presentation. ’
r isfi ith th
m sat(;illiii with the 602
- Communication/
I’'m satisfied with the fashion 739 delivery related sales | 2.685 24.414 24.414 .805
information. ' promotion
I’'m satisfied with the SNS. .550
I’'m satisfied Wlth the 658
community.
I’'m satisfied with the gift. 513
Product review/event
r isfi ith th . 71
m satisfied with the event.| 717 related sales 2040 | 18.548 42,962 650
I’m satisfied with the product 756 promotion
review. '
I’m satisfied with the reserve
fund. 79 Social contribution/
reserve fund related 1.892 17.198 60.159 565
I’'m satisfied with the social 737 sales promotion
contribution. ’
o WAL QRS Fohny] S HEHALLS AN A WHEA WRE FF oJzo] HHHOE 5
s 4w, 39 Byo] fogon] SOl GRS K o FES ML Ao Ueith FEAFAE B
L 89lo] UEhgth B4 ATE (Table 7), (Table @ Woj&3, 42 B2l Boj2x £02 ofgkelo] 2
8yt £t Al bty 23 E R ot FYS st &
PC A £9E WS 98 F /AU W EAL sHe Aol BLAY Zoln, Tkt FEA
27 2919 TE} AFFIE B BojE, AL B FIIE B BEAS AAST 2u|RS0] FIAL

|
[
)
=N
|
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<Table 6> Factors of behavioral intention
Questionnaires Factor Factor Eigen Variance | Cumulative | Cronbach’s
loading value (%) (%) o
I intend to buy from an
. . . 813
online fashion shopping mall.
I intend to revisit the online 755
fashion shopping mall. ' Behavioral intention 1.857 61.905 61.905 .692
I intend to recommend an
online fashion shopping mall 791
to people around me.

<Table 7> Effect of satisfaction with sales promotion of PC fashion shopping malls to behavioral intention: Types
of price discount sales promotion

B Standard error B p
(Constant) 1.582 177 - 8.945 <.001
Coupon/affiliate car.d related 332 051 373 6.465 <001
sales promotion

Sale related sales promotion 299 046 3717 6.437 <.001

R 423

F 91.388

4 <.001
™ p<.001

2 53 P= 2) Effect of satisfaction with types of sales

£A2 s o] TEAY Aolw, PC WA 2B THEA 2909 AN AYTE B BuEA, AF}
ML AuAE0] ZA4HoR BEY & Yk AW S/HATY B WS BHESt P o] 4
TS ABAY HH EAE YuE SHH0R A (HHOR FoF YFS vlAL A0 yegrh A
Bt WOREA, SNSOJHE BA WS, A FAIE/HARN B BE A, G4 ALAE B
F nAgold Bl WS WS B BF o WHEA o o] 2 Ao uehgrh 1
2 U 5 UL Aol 52 oleid JPAL TSl WrjEALS B A

o] ZEHY ol et WA £B20| 12 B

a,
o
4L
=)
r
)
i-)
b
=

wow AHE T 5 JEE ot
£ =9 & & Aot
43E BEH [ 7 R7HE whf
=7 891 & SNS/oHIE T W&z, 2y I/of
ARE I TS, wiS/AE Aol T
& HEETt P5 Jro] JHHoR |t
FE A= AoE Uyt Aya/AgE &

behavioral intention
Hutd il £3E wEd §F WSt ¥
oo A& P Fot 7] sl thE3lARA
AR A, 319 2ol foglen wutd s
B2 BujEe 7 4ol o
Zof BE Q% JFL vAL Ao tehdrh o
53| AE4 A= (Table 9y, (Table 10)¥} 2t}
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<Table 8> Effect of satisfaction with sales promotion of PC fashion shopping malls to behavioral intention: Types
of value added sales promotion

B Standard error B t p
(Constant) 1.307 201 - 6.499 <.001
Social contrlbutlon/comr.numty 048 056 056 251 396
related sales promotion
SNS/event relfated sales 181 064 207" 2826 005
promotion
Reserve fund/fashion 1nf9rmat10n 187 055 23" 3422 <001
related sales promotion
Product review/fashion .v1deo 107 061 123 1760 080
related sales promotion
Delivery/product presen.tatlon 165 058 183" 2858 005
related sales promotion
R 419
F 36.492
p <.001

*

* p<01, 7 p<001

<Table 9> Effect of satisfaction with sales promotion of mobile fashion shopping malls to behavioral intention:
Types of price discount sales promotion

B Standard error B t p
(Constant) 1.662 158 - 10.507 <.001
Regular sale/coupO.n related sales 272 049 3387 5562 <001
promotion
Affiliate card/price dls.count 335 049 416 6.852 <001
related sales promotion
R 462
F 107.002
p <.001
" p<.001
neRHd QlolAE ojel JlTAl] AF B HE  AWACR feld YL vIAE A0R yehgo
o4l T S, A AYFE TE BEd o, AFUACl /S T BujEA, AFH/CHE
Aeke A %S 5o P =S wU £ 9 B WhEI 202 JFo] 2 Zo FalHg
< Roltt. t}. Zejoz olejst dge nestel WSS
wild WA &WE BiE $9Y AXEAE s Zo] aeHY Zolt muld V7S £ AR
WS 90 F ARUALAME B BRSA,  UAoldo] F71sHe AlA mutdl i 472
FEB/PHME B S wE27t 5 9w AFUACIAS &8st BHjE o] A o= 1
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<Table 10> Effect of satisfaction with sales promotion of mobile fashion shopping malls to behavioral intention:
Types of value added sales promotion

B Standard error B t p
(Constant) .865 202 - 4.276 <.001
cOmmu:;iZ;io;r/:;lng related 410 065 3957 6.274 <001
Product revi;:\(/)/;\(l)i?gnrelated sales 309 059 317 5208 <001
Social contribution/reserYe fund 077 050 090 | 543 124
related sales promotion
R 486
F 78.492
P <.001
T p<.001
UL 9lt} SfolH Am2o) E*g% LR DD 2 7 Anke By, PC A &0 E} 2ot
WY A9, mEl Pl foln WES B 26 A £WE BoiEe] s Aoz 2uAHEY
S AFYAClAS shEA ﬁ%’oﬂ gt s AAle ARt a9l F42 o A3 Aleske a9l &
ATAGE S4E e Ao & 4 Ak Bk o7k A8 ¥ 5 AN PC A 44 E WojHA
U e £YEY WS B WASAT A S 29 BA] A, /A% BEAL 27 adlow
M M antAd Zojtt. I2az, ekl A WEHR AL, 7R 57H s &R0 57 8Qlo] &
£WE AU4E YYOR S oplY HFOE o girk olo] A9 £40] UehtEE adWe B
o ZeY 9L FEst] 4E, BAC, WS B ow 0w, ATl PR 29 TEAFAE
ot ARUAelds Sdista, AEH/OHME & g wEA, A B geiEdo s sl
A S A% 5o 45 w2 £ 5 Y2 7}%—7}@ WS 891 AHFHARUE B
Zoltt. T SX1, SNS/oJHE # wiEX, A g a/3j4%
H oY duisd, AFeA 94 9 S,
V. Conclusion HiS/4E ZeAEold B whilExo g Hystyl

o ol A £BE BURE QoS
o ad aql B4 AN A, 7HAgel

2 @7oA Setol &2l PC A £BET S
moke) iy £E WS WEE GYS AR AL 2] 29loR vehtm, NS BujE A
s, WlE 3] e MEESk 20l BF o 3 2elo] 38 oz ewgt. oo 8
£ A S Gohugith B ATE B PC 4ol UertES ad5e Fystigon, AU
A &SI Eok Y4BT WS BEE WS Q1S A AYTE B BEZ, AR
29 A BN ARl ¢ 5 UL, A=/ B WolEA0R FYSAL, S
PC 9 492 BOLY A 4WE WS WS FAHE BOIEQ 8912 ARUACAMS B B
S #99) Aol sersislon, WS UREL  AEA SBYONE B WS, AHIAY
4045 PF o] vAL GFS BASIAIL, %A S4ados A HA3 ad 2
o Mo AIEG thIY ARG UL AL & Asle] 228 2U0E dEHARAE Y
stoiet. a5, 2 8310] *BlZlF—PJ B% o] FYHel
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