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Abstract

This study examines options to revitalize a B2B textile trading platform, exploring
user satisfaction and perceptions of the importance of several website features.
Between June 8 and June 21, 2023, fashion studies majors and domestic fashion brand
product planners were asked to use the website of an open B2B textile platform for
30 minutes and then evaluate its features by responding to a survey. The final sample
for analysis wad comprised of 150 questionnaires. To analyze the key textile website
features, a paired #-test, Importance-Performance Analysis (IPA), and multiple regre-
ssion analysis were utilized. The analysis classified the key textile website features
related to user importance and satisfaction into the following categories: convenience,
appearance, product information, and uniqueness. An analysis investigation of the
differences in importance and satisfaction for each website evaluation attribute found
significant differences in 12 attributes. The IPA analysis revealed that attributes such
as product reliability, quality, a convenient search function, and convenient page
movement are highly important to users and garner high user satisfaction; these
findings demonstrate the importance of maintaining these elements. Images on the
main screen, the latest trend information, and product prominence attributes also
garner high importance ratings, but result in low user satisfaction, which signifies
extensive revision is required. Finally, user evaluation of the convenience, appearance,
and product information of the website was found to affect user recommendation

intention.
Keywords: business-to-business(7] Y o Z]Y7H, evaluation attribute(E7FE7),

importance-satisfaction analysis(52F- =% 24 recommendation
intention(FF2/ %), website(ZAFOJE)
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I. Introduction

BESA7IEY] T AHYUS ARESh= A7)
71kl QAR E B W7} wopof whet At
o|EE UHY w2y 4T AR FAETt &
ofA| 1L Ut 53] 914, B4 Ao] BET F47
Aol HlzYA0 7|3E AlFett AU Azt
370 A A Foig FELFCEN A AA 7HIA
HE T5Y 5 9ol A4 AAY 1YL 75t
Al grchPark, 2001).

COVID-192 QI3 =] @1l HA|3]7} Aot
HHA 2201 B3] 715E FHAZIAY ddaA
AN 715 AoPoh= HIZY A E3E0] SUshL 9
ok 22l ERE] FA, 24 P2 22 A
A HAF 9 AStE F2A, ", AEH Aet
24 T GAEC] ol 5 2840 SHHE th(Hong,
2022). TyA9 B2B(business-to-business, 7| o] 7]
A7) EREL S271GNA HHESEA AR H]
|08 A JEo] 7T o AETF 713E Al
S5} (Lee, 2022), COVID-192 7}<&38le fx|gs}h
o} B2B A= 20250] °F 80%7F A Eof|A] o]F
o] Ao & of&3s}al Qlth(Korea International Trade
Association, 2021). =A|E%7|¢] DHLo|| Wt2H B2B
HAAAAH AL COVID-19 o] A2l 20199 F&29
tjEo] A in] 18.2%(12% 2,000 22) S7Fst
Fod, tXE 7k&skE 202787FA] 20% 9,000
2 A Ado|th(DHL Express, 2021). E3SH 0]
= B2B AAMIAH AIATFEE 20208 11X 3,6009]
2o A 20219 13% 9,0000] D& 15.2% Z7}5}
Rom, B2B AAFAH AREQl 27191 ZH(log-in
portals), TS o] A (Marketplaces)?] 291 &
o] 2021 12 6,3009] &&2 A o] 17.8% &7}
HcH(Brohan, 2022). e-AHA AH|7} HHSIEHA
A} slele] 19l o] wolzl Aol 712 A7
o, W meld, A7y WY 5 BB Age) duie
ZHSYSFIL SIEHMin, 2023). 12} 2ol B2B A4
g B3 Wi/t ASH O Z71HT o] YA

= ARAOIA AAES Y & e FEOIA
I AFAH ARlEx BA &2 Aotk ARAH
YA EZF F5E o] QUi 49l 245t
= AFAH AlEx BA Yth(Hong, Lee, & Lee,

E
o

o3}

259 109

2003).

B2B fALO|E #AH APALES ATEH, &
Ax7199] FBAIE G5 (Park, 2001), 5471H9]
olElYl 4% ulA®(Chung & Choi, 2003; Kim,
2008), B2B $4 FEAZ7|49 SRHAAGAH
2852 (Heo, 2023; Lee, 2022), B2B AXAMA B
ZAHA 9 HH Z-8(Han, Kim, & Lim, 2010;
Kang & Han, 2019; Kim, Hyun, & Choi, 2016), B2B
AAFAH HAIE E4(Kyung & Chun, 2006) H
8 B2B9} ITAF(Yoh, 2000), -89 B2BYA]
o] AAFIEE I FH(Jo & Lee, 2002), B2B 4374
& FARCIE #A(Hong et al,, 2003), A-FAFAS] 2
2}l & ulA" AHZH(Choi & Byun, 2014; Kwon,
Hong, & Lee, 2004)°] &3t ¢ 5 QAU 53t
& AZ27149 FAIE 5 9 IEY & v
g Aol izt A7} thF-Eolth B2B WAMIE A
A Tuj7F A&H o2 Frbskal F 8482 45tk
RO AFAFIS] B2B FAMRIE kg1 39
ol gtk At wH|gE Aot e HRA
2 Hrto|EQ] &3HE 913 AR Eo] tigt ARE-
Aol B7HE 3l FAR|EOA S8 Azt
B2 TEste B74544S dolE 8 40] 1o
o, o] &3l T4 HRFAIAE o] &olst,
A vg o2 AR &9 7 E AT &
UE olFo] St} kA & AN ARAN &
AE FAHIE ST GARIE HUEEA9 5859}
WSS AET PrEAT 2w vA]=
Falo] s EAsH=s Aol H&ol, AFAH
Al EQ] &35S 9% AlARE AlbstarAt gt

II. Background

1. B2B (business-to-business) e-commerce plat-
form

HRATGE] ev] 22 AAFE 199948 750
2 §AStEY] ARSHT, Yuk An)at opage] BaC
(business-to-consumer) Aol A /RH =1 7]
Zt B2B ZAAMGAZ 7 wi=A S4bE AL IT(Yoh,
2000). B2B AAAAZRE 7195} 719 Atole] 1A
THE S A FA=Z 7HAE0] o|FofAH,
F AR AE nESHAY A FA 3 JEE wet
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110 B2B Hf EUE SASE S HARIE B7Hgo] Sl niAe 9F BAEsAA

st7] 91t EHES AAHsH]= Frh(Badiei, 2015;
Choi & Kim, 2002). £3] B2BL BEX t}5=7] o]
of 7heRt A AR A FHE EAEH gl
H(Kim & Im, 2004), & ofye} 5.2]9] 7]¢jo]
Folste] AdEH A S dAE S5EL
At

MW7) X R H Y (McKinsey & Company)= 2022
A Ao 24 B2B 7|4 F °F 65%7F 2ERICE
A= o, wHiR= AE2 Q0 B2B 2ol w
iR 221 AAGAN AL AT 7ol =
t}al E 31 §{ck(Bangia, Harrison, Plotkin, & Piwonski,
2022). o]2’t A4 7Fs/dol &2 B2B AAMIAH
BAA adtz AdtA Bl&Ae FoSH FHE
Uehhe 2843 7iE B2y o) A&t A
o=z QoFth(Choi & Kim, 2002). B2BE E3) t}
o) iAol FHAT olshn AEUS B T
WA B ABS £47 WY & AT, FEAE
Aze oAl A e 4 o] Aol FolAe
ozl AL 8S B9 S 2L 4 UckYoh,
2000). E, AL 5% vEo] $8Y A9 4
A4 9 WA A8 A7 s Huel
gz, Add B2 R AFRAL) 80), $47199)
A =82, 229 A" 74 SR AR
A#7E 7131 o] Ath(Hong et al., 2003). ©]<} ¢
o] B2B AAFAH = BAIE, e, ", A&
44 59 542 2 Aok

B2B AAMIA N 7F S/t HA A FH ol wh=t
e-Procurement, Buying consortium, Marketplace@} Z+
o] et AdS ol-&sto] L= /NTAQ EAFolA
MzE F35°] MIH doH, sdraes dFE
e-Marketplace”} 9 W40 g XZIE|31 QIth(Han,
Kim, & Lim, 2001). -3 E0ok9] e-AH A ZHE
Ql o] A H] A (E-exhibition)& =&2d 224l H-HH
Al 9 i A-A EE o R Adad HA7s 43}
2 el AAY] FHS &ERlo R FE35to] 4
H)Z}9] UYZE HEYgstal Qltk(Hong, 2022). KOTRA
UERERATE I 7IQl9] 1) ARAEE 9
o #9174 (RangeMe) BREL ]8T 4 YES
HAE AFIAT Qlom, AF 5P 1%, E
g8 oh, Pl gEAetel A9 4% 5o A4

A
z
92 B9 4% 25 A¥sha ArkSong, 2023).

A Q]2 (Swatchon)2 ATHAA]
el @A oF 5070t ool AR
Agea ek

Yoh(2000)= A1+ B2BE T8t 3-5H|o]
I 5 FeHAES S35k
BT RANRLY, Y sl B2
¥ 22 volo] W 9 Qe 43 AU
AU, BRAS} 40471 41 A9 ARE
BPSHo] MEUE LI el AFOR BRAS
t}. Hong et al.(2003)2 A-3AZ A|EE ARAUA
of 2B ¥z~ welo] wet AYAY, ARV
4, 30499, agAdoR BRAgoH, WA
240 HRARAOIEANA 714 ol ol83}1
NAANG FUANFS Aokl 245
ot wEtA 2 Ao s A EHE 28%E
9T ATBH WA T B2B AN 714
wo] AR FUANGL Aeisto] BASIA Sl

T
il

)
S
e

I,

N 2 0

2, Website evaluation attributes

YAFO| E (website)i= QAE|HIOIA AMGAEO] HQ
e AEE @ Aol AEE AES) w1 A=A
Azol= JEAE L5t (Korea Communications
Commission, 2022), Park(2014)2 23 ARH, 47,
VS 5 ol&st] AF, AE, AHAE AHAE
o] 48 o AAEA AL & UESE FEE €
AHof] Al 2 AEA= Fosttt. eyl H]
Zuzold BL 7199 YAOIE AL8HE AT
T AYSEE 9 AFEHY) E848 A HHNoh,
2002).

YA E 7= AAE 719E B71e} o] &4 7]vt
o] g7pgHol lom, AAH 7|9 HIHs WAIE
W A M 2ud E42 ARESHH, o84 7
1 7k AL 5] W o] §A AHo] £4
52 AHERITH(Cho & Kim, 2014). o3t H7H
% 2L GAIE FH o tisto] o]-&At o]
= ol-&st= A7t o] FofX| 2L Q1 Oo™(Cho & Kim,
2014; Kim & Im, 2004; Noh, 2002), Noh(2002)= ¥
AHE/g A AN 8102 ARGARe} FHO| AR
YAleld 349l A sidstz] s A e
ojA TRl Q4E Hfolstal YAle|EQ] tiARQl 7t

&5 AAS st B2B AALARE BE A
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o] QAHUE Yoz ojRolAE2 YAo|E
a8 A Exjo] 295t Agiaclo] Hu, thato] 7|
ol WolH Huel §-84, AGELY So| e
%9 3ltH(Kyung & Chun, 2006). Kim and Im(2004)
< B2C9} B2BR 5] YAOIESA AlEsh=
AEY S7ol weh GAlE 8l Bristlo,
7 A3 B2C, B2B ¥ I%F JHYL JHYLQ
oF, A 9 AJZHH meF @Qlo] WAO|EA Fa
o g weA FHsior & PRl it
Lynn, Lipp, Akgun, and Cortez Jr(2002)+= HAFC|E
o A Bl I VAL ARLS A
7] 913 YAOIE A Bol, AzkEl $-84, YAt
o|ES] Al et AzHE B2, Leong, Ewing,
and Pitt(2002)= FEE 23 &= ¢ Ho]x]9] thoF
Koz QIs) Aol EAo] tjgt HE T At ]
twlo] ZQ3lthy 7FZE35FTE Cho and Kim(2014)
2 YAolE 7t a0l FREe BEETl 5ol
Tof MR FFLUS AHET] 98] FEA, A
], AEFo]lA 811 HIIstRon, WAtolES]
7t8Ql B F8=0] vis) AHHos ST R
Z3ltha 3k93th Kyung and Chun(2006)2 B2B ¢
FEAE BaColAl e AEe A% AHgstol
B2B Ao ES] A8 S AASISHET Hong
et al 20032 AN WAl =] tixtel, F5He
4, Wede Aad pe aclow, B - g,
4% . 22 E3 UEEE 2dx 9 oY B
9 a9los Bl 494 AolEE 4R
S42 AR S gL ATt
2 ApRlo g Hoeaze] A7 FHo| ogL FS B
Adom Sgot, dgarel AAANE 5
T 2o} B4gstE Al ot AE A9,
T, EAER FQshY, AAME, IS 52
o] oo} stctal 5l th(Hong et al., 2003). O]
 ARaA EHE0] ARAIEY et 4% 2
e Eop] S Aol T2t R AR|E
§7k2.91 Tolshe Zo] Basithn ¥ 4 9tk
e & el

1o

_IZi oo ok Fl

ln.l

]
o,
N
fr o
rO

RaA Yol=e) 743

o Aee vy
Bl oR FAste] Bas A

o7 ;Hi/kg o]E{uﬂo]/\ tjA}el
gttt

ol

o3}

g 111

3. Website recommendation intention

Jrl 7]42:80 %7} o]2A FHPEOo|E = rjof
T AETE ATl AREET domo] Y B A
g4 v Y F5& dSste ST HSE AN
1! Q1tH(Choi, Hahn, & Park, 2009; Nam, 2009). 33
JEt ARG THASI Lol Gzt ARUA
o]AdS @3}u(Jung, 2011; Park & Ahn, 2011), AJH]
2 AZol] =G 1Ao] ERIoA FAGNE EF
sto] Wl FAHHCR QAT 7hs/go] it
5} th(Bickart & Schindler, 2001). AEHl AR&X}9]
YAolE A1 E o]2jdt els A8slo] o}
ulee] % olEHeE A 4 9LOP(Cho et .,
2009; Nam, 2009), @AFC]EO|A & 117 WhZo] 1
APO|EoA AlFdh= A, BE, Auas 2 B A
2 BRI LS JEAGo] ojRojAuE A
E79] 249]%9} QA }(Park, 2014; Yoon, 2000).
HAES 2A7h 74 S4o] thersta FAS}
ol A ECE MEWS 5 =14 A
} TFEHIL, FGAIE AlFH FEEo = At
27 2 4 dtiJo & Lee, 2002; Yoh,
2000). A Qe A 37} Algehe TRETE 4
At APoz A QJALA S (face-to-face commu-
nication)°| ™, tHrE JHE 517] wzo] Fastth
(Jung, 2011). whebA AH-FaA] FACIES] 349w
L 4ul% 50 Fa8 AFaslolety & 4 vk
AA] A F7HFEe] AT 812 A A
AI5E FH=s A3 4 oM (Jung, 2011),
YitolE9] FAHo| HATLE, Talo] HelP4E,
Qe AR 8ol ANTLE YAfolE 20 wr}
=T (Nam, 2009). & Ao 2R i
YAt ES Wz ste] AFolLt Thokst AR E o] 83
7, 3949 AS AL FRYF Y2 &
etk

l

Jat

N

ll:]

. Methods

1. Research questions

2 ATl BB HR4d YAolE Wik &
=S} MEE Ffolg Yohr T, AR YrhH F
LEREEE wefshy] A3 o2 22 A=Al
£ A4t
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112 B2B M EUE FASE S HARIE F7HEgo] Skl niAe IF

ATEA L AFraA fAtolE] g7hs/go] Higt
TRE WHLO] AfolE Yol

ATEA 2. oA FARIES] IPAT R =T
= BAE 5 4 &4 A
TRE-UEEo] fis) dokEt.

ATEA 3. A FAo|E B7HEAY] S8
L7 FAE WA= FRF
tjsh ottt

2. Data collection

S—"*
e M
O)EI -0
=
o
Hox
= Jo
=9
T
EORI)
(M o
oX L
o
F
ot tol
ko
M Ho
XN, o
i g
> e 2o

oEE AL A BEHES st 308
ok AREA WAolES NS YRE B
HHe NS sgeh d28 WAolEE ol §
5 4qad E9E YAOIE B BEE
Zo] SHIEE STk ARSYL 20234 69 8Y
2e 69 207 17058 HEste] 15028 A2
£40] A8t o] % 20239 69 219 A4 A
4ol olgk S WHLNE AE71E2 63 (o]}
2 izjoly 2%, Wie] 2, AE7184 27, HEAT
2 197 A4 YAlES Agsle o)AS ek
oz 4EAo] 44 TMES AT ol
B WA HeANE ABska Y haArEel
YALolE Abgo] Tt BT B2, AHEow 3

[¢]
£ B2 50 A2 S¢Sk Zom A9ad Wit

L AR
24 YA ATEAY SHS AEE o
3 2t WE AFL 3034010, 200 IR 4473
(29.3%), 20 7478(49.3%), 30T 159(10.0%),
400)= 674(4.0%), 50H1%= 119(7.4%), 20t] H]Zo]
=A et 882 A 427(28.0%), &} 10878
(72.0%) 2.2 o=9] H|Fo] =2 AZ & 4= Sl F

wAgolT

e spo] 113%(75.3%), 4E712 kel 4 9t
(6.0%), M7 A7 87(5.3%) <=olglow] 1 9
Ao Rargeld, JAAEY, HAYA Fol
19iet

24 A Qe Aol = Aol Ths) A n
W g3t 2ok YAO|ER o8t B9 AANS
934 R wolstue] 1Y 66%(11.0%), A
ARl el B/ 438.7%), Ao|E 271 Ak
A(19F), it OAI(17E) £0R tekon,
delstee] Jemo] Rolge oWk sect.

2o g AEuf 57H(38.0%), AE HRSEH 42

(28.0%), T4 F®I= o8 327(21.3%) <A2 4

T 9 AR RS Qo YARIESE WHES
£ AL & 4 St o= Na(2008)9] IS A
Sh= B4 fASHA UEETh QI AR E S
104 o]Afo] 118%5(78.7%), 5 o]A4F~104 u]gto] 28
B(18.7%) 0.2 diFEo] el AMEF o] Weto
o, AEIY ARE A7 3AZE o] 4F~5417E H]gto] 49
H(32.7%), 5A17F oL 427(28.0%) 0.2 JAYE
of Igjylo] RA|eh= H|Fo] Ak & 4= vt &
gk AFE 8582 5548%), 27 55(40%),
HE(379), W 5(12%8)22 HE o]4o] 91%=
=7 UEFTE Cho and Kim(2014)29] oA+ 3
FE &8590] wof A& SEARE Aot of

ATt

k=)
o
Jo
>
ol
X
i
fuj
v
£
) J
>
o)
(m
i
o)
%
i
ok
e of Mo my >

o
-

3. Measurement and analysis

2 Q7S 9 BB 4L BAOlE AL
U A-FAZH Al EolA 7H Bol &-85te SN
A (Hong et al., 2003)S A5}, 5A5H FAL
0|28 olgslo] R0l AEAILA 20234 6% 7]
& T2 (https://www.google.com/) L o] (https://
search.naver.com/)o| 4] A-54A ZHEZS HAso]
A39/0] BHEo) g B2 HHSL. B2B
AraA AR Ex ARuiAd A9 B8-S st
St7] ol AFASA A AR oA A D= AREiAE
okel A wHole EAE FEAUS] Wop|B
(Park, 2022)0.2 A& = o E ;o] E (http://dyetec.
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cok) WAOIES AR 4E FAOIEL
B2B /E ZHE0E 20234 69 5¢Y 7| AL,
FAE Hi9, 71, AR, Ad A9 2419 36270 71
o] Zofstal o, AFaA Hold E w4 - £ 7]
o HolH 52 #3885t 2A47]4¥} Hiolol &
Adsto] HlE W A7+ Hzfo] 7hs3t HlElo]E Al
718F ERE AHARZ S AA7FE0] ARt 24
of 719 "gAE &4 JEHE HFskal ok

ARaA FAIE A4S 93 A& 32 UH
Yl AL E(H0]R]) AH, JIEU AIE S8, <l
Bl Aol E RS, IAMOE 2L, QIF-EAIS
A BQlo R Aottt el Alo|E Ao #3t
32 Na(2008)2F Noh(2002)2] APAF+E st
of Yl ACIE A9 H WERZ] 5 SEFoE T
gsto] S5t FWARIES] HiT F2 5k, Tk
= AYA(Cho & Kim, 2014; Kim, Park, & Hyun,
2013; Noh, 2002)°]4] ZE7d, A 0|4, TRl
I F 17EFo 2 A5 Likert 57 HE(1: A
8 a5 gehsd: S Fasiths 245k
YAt Eof gt 2 k= Jung(2011)9] Ao A
AMEE 3G E F/5to] Likert 53 g S5}
St AFEATA Wale A, A, Mol B
2oz T,

A7 EAL SPSS WIN 26.03} Microsoft Excel
2016 Z2IBE ALt S Yubg B
2 gtob] Sfo) ATBATA B4} B Aol
ABS MERAS AL, BY WO B
HeE FAE0 BEEe] o] BHS SRR
t-test(paired t-test)S AA|SFH T} ExcelS AREsto] B
IS Hagke EYEZ IPA(Importance-Perfor-
mance Analysis) 2*2 HJEZAUGAHEH TASHE F
B3t MRERFAAAS S S22t e
7 BE 52 FA88A, 2AEHEGEHEEATS B
ke wo0U USRI W2 FH84L, AEH(E
=4 AN 8% HEET B W 4
24, AHREHGHIAFHHS S8+ Bou
247t =2 YR AR H7)5H9T} IPAL H7lska
Ab St AlFolu AH|A9 Fa%t £SHES AHA
7F ofEA QIASH=A] YotEr] fisf ATE o
Z(Hong, Huh, & Song, 2005) A|&3} AH|A0] tjst
UHEE S4HS 96 24 B7EEAY ol8 A ax%

o

o3}

AP 113

ol-& T ¥HAHMNEE AH Brlst 4 £494E
ARl $2 w9l WEEE By - BA5lo] A 5
S ZH= BEA7|Holti(Cho & Kim, 2014; Kim,
2018; Park, 2018). A5 WAo|E Frl&A o] Hgt =
LS} AL Eo] High 40 ef 3he] A}
A metsly] Y AAEHS AAEHA, WA Y
A &2 golr 7] 9]3) Cronbach’s ¢gt-s 415+t
E3L, YAl E B7Hd gQlo] 0wl FRFE 1]
AeA BASH] A8 o5 3HE4S HAIsHI

IV. Results

1. Factor analysis on variables

AFaA GARIE F7H454g9 SRS 8
JAEAZ FlsiA F4& EATR T AL 3d
(Varimax rotation)& Z-&5}0] 11-3-%](eigenvalue)=
1.00 o]/4<l 8218 F&5H e 173l digk 22l
4 73}, (Table 1)3 Zo] 4719 8Qlo] &=
th QRIFSIES 459 o]/dellaL, 4891 HARARS
62.70%2] A 3¥E Kol Cronbach’s ¢ 2 .750
oo UEEth #EHHEP KMO SE= 866,
Barlett®] LPAAPA= 00008 QQlBHog A}
&5t71o] AdsHA vehEth 29 12 "3t #Ho]
A olE, T HM, HA & & U 7NE HolA,
ZA8EA wEAlold e, AlC|E i 5 fIAIES] H
23t ARgo] Rt £Fo® FAH0] o] gHOHH
7PE sttt 89l 2+ ofo]E AP, gojokx
(EBM, 25) 284, MAstHES] ofulx], F&Fo] F
7 A 5 A7 FE B3I EFOoE FAE 0] Al
g7 2 sttt 891 32 Aol Bt 1A A
ol FHE, Aol T3t thefFet AE, AF A= 4
H, &9 F4HE 5 AFY AL
ot

¢
Rl
o%
b
Y
it
ox
Hz
ol
N
-
il
ol
oH.
ol

ik
229 95 242 IR0 o5t W~ 3
< AASHETE T9H7E 1.00 o]4el 891 S22
A7, (Table 2)9} o] 1749] 89lo] 2E9n
F47) YAIEE BHelo]A] FHH oz o

o
un
N,

ot
-
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114 B2B A% ZHE

<Table 1> Factor analysis of the importance-satisfaction

ZHTE 9t AAfOIE TR0l FAQx] vAle 9F

wAgolT

Factor Item Factor Eicen value Variance | Cronbeach’s
loading & (%) a
Convenient page movement 799
Convenient search 791
C i .
onvemfence Easy-to-see individual pages 719 3.077 18.103 .848
evaluation
Overall navigation convenience .652
Site map .632
Identify icons .807
Layout (background color, font) 794
Appearance | consistency ' 2.678 33.855 812
evaluation
Images on the main screen .660
Product prominence .631
Material specific information 814
Product Various information about materials 774
information 2.539 48.788 176
evaluation Product reliability 702
Product quality information .616
Interesting utility-value information .801
) Unique information about corporate 795
Unlquer.less characteristics ’ 2.365 62.701 750
evaluation
Unique design 717
Latest trend Information 459
<Table 2> Factor analysis of the recommendation intention
Factor Item Factor Ficen value Variance | Cronbeach’s
loading & (%) @
I would recommend to other visitors. 932
. I will speak positively about the platform
Recommendation | i to others. A1 2.505 83.509 901
intention
I will recommend the platform website 208
to my friends. ’

U 21T oz digt —E.-ﬁc} Et 4304;} Qol
Shg2 898 ool glal, MARAR 83.50%92] 4%
S Holn Cronbach’s ¢3FS .901 o]/bP_gi BESEEY
] 7(4;(4/1%9] KMO 25_\: 742, BarlettQ] :rl“ég
AARXE 00002 QOlEH0Z ALL3s}|o ATt

A veke.

)

b ox I

2. Differences in the importance-satisfaction of
textile website

Head GAolE Z12te] ke de Fa
=9 WEEO| Aol Lohwr] A4 e
t-testE AAIRE A¥= (Table 3)3t ”E} AraA 4
AolEC] 44 % “HeElst PA@.567), ‘B Ho|
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<Table 3> Differences in the importance-satisfaction of textile website (N=150)
Item Importance*Satisfaction M SD t
Importance 4.052 167
Material specific information 1.798
Satisfaction 3.867 981
Importance 4.473 .599 -
Product reliability 8.249
Satisfaction 3.780 .818
Importance 3.840 7195
Various information about materials -1.518
Satisfaction 4.000 .890
Importance 4.247 .685 -
Product quality information 6.247
Satisfaction 3.700 918
Importance 3.440 908
Unique information about corporate characteristics .000
Satisfaction 3.440 916
Importance 3.833 .862 -
Interesting utility-value information 3.527
Satisfaction 3.487 932
Importance 4.087 .904 -
Latest trend information 5.375
Satisfaction 3.540 .960
Importance 4.567 .670 -
Convenient search 9.859
Satisfaction 3.707 945
Importance 4.560 .680 -
Convenient page movement 8.610
Satisfaction 3.787 931
Importance 4.460 710 -
Easy-to-see individual pages 8.265
Satisfaction 3.773 .860
Importance 3.793 .853 .
Overall navigation convenience 2.349
Satisfaction 3.600 77
Importance 3.640 .885
Site map 748
Satisfaction 3.573 763
Importance 3.353 977 .
Unique design 2.239
Satisfaction 3.120 919
Importance 3.920 .909
Layout (background color, font) consistency 1.554
Satisfaction 3.767 901
Importance 3.860 .898 -
Identify icons 3.258
Satisfaction 3.560 .855
Importance 4.260 172 -
Images on the main screen 7.962
Satisfaction 3.453 973
Importance 4.160 734 -
Product prominence 5.641
Satisfaction 3.607 933

* p<05, 7 p<01, 7" p<.001
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A 0]&(4.560)", 7iE Ho]A|
(4.460), AF] A=d HH@4473), AFS] FE
JE(4.247), ‘HQIS}H] o]m]R](4.260), “AFF] F
ZF A% (4.160), ‘ZAEHAT HH(4.087), ‘ofo]&
AE(3.860, ‘BUE =7 FLI/FA] HH(3.833),
HEEA dE|Aleld H(3.793), ‘=E5% YA
(3.353) EolA Fgt Apol7F UEtetth &, A&
24 FAIES] FQoEof g HELrt WA YE
b £ E WFHEE F0]7] fd WAIEY ARE
Bol T AlZt EAJo] et Heto] "osittar
T Atk ol= PAIES] Ago] IS mXE= HA
[4F AME-Eolido] Fasith=s Aol fAlsith
(Lynn et al., 2002).

HA B 2= g

3. Importance-Performance Analysis (IPA) of
textile website

He2A WAl AH8A 2 448 ArhH<l
FToE WSS ol y] P8 S E-THE(4EF)
= EAIPA)S AEston, $3%0] BH(3.63)
b 11}5‘—594 HFH4.03)S 7|20 [PA jlEZA
47 EEe (Fig. D} 2. 7708 PES Aving,
INEHS FRES} TIEE7F B F Hi ojdos &

Aok 9ot AolE BrhsHo] FAome] X G BARSAT

2 GRS Hkeep up the good work)C.Z ‘A=
o A AR, AF FHEE, ‘Hgt A,
‘gt Ho]A] o], ‘dA & 4 U&= AE HolA
2 5719 H7HEAol EFE o] H{aA WAt Eof

A Vg BelZk @ |3 e FHoleta B 5 gt
=, aAjo] Bt e FRAFI AGA SHelH

= Weo] AN 72 0] WA 49§
5] 99l A4H Bl s Zo] Fasithy @
4= It} Kim and Im(2004)7} Hong et al.(2003)] <1
FoI4 ABAL YRABY ABO] BHL TAHO
2 4Rk 2ol 1 FRst] FENoF T Fo)
ehu ot Azt fARSHt

HRHL FaEE EoU HERTL Y2 FHE
A} 7H(concentrate here) .2 ‘H|QISFHO] o]n]A]’,
FAEHE AH AREo] B7F 145’9,] grl&A o]
Egslo] 4e4d GAOIES] §EH Vet Ba
oz AT & Uck 3, ABAS0 FR3}
A BAASHE S0 BEe) gone A4S A
H]/\oﬂ u]-_,_EE i;;_oel 2 olEi T:]/k]-o]E‘— 7(47];(—1
A QHolER HA ARG AL, 44 AT T

3 & ol oJAME Tz s 5O Ed) AMES

Z}ol= Zlo] Qe 7107 AT} Leong et al.

Ol

l

rO

ol

Convenient search
L] @Convenient page movement
450 FProduct reliabilty
Easy-to-see individual pages
Images on the main screen roduct quality information
425 @
Product prominence
a
e Material specific information
8 Latest trend Information @
E 400 Layout (background color, fort) consistency
o Identify icons » N ) )
E ® ‘arious information about materials
L] e
| =] Interesting utility-value information -]
Q 375 QOverall naviggtion convenience
E Site map
L]
3.50 Unigue information about corporate characteristic:
Unigue design
L]
3325
300 320 340 360 380 400

Satisfaction=3.63

<Fig. 1> The importance-performance (satisfaction) analysis of textile website
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(2002)2 PAIC|EQ] HH ThFA O E Alo]E EZ 9]
7t=/do] Sa5tthal A5kl on, YAt Eo] AlE
 AFARLE] ST} ot Afadol Azt o]
ojgifug AXZ A 4 Qe EFEIVHEY &
Yo = Heo] 7hsdHtal shith(Hong et al., 2003;
Yoh, 2000).

3AMEHS

i

lo ooy

ZRES} EEY} BT e 437
H77H(low priority) O.2 ‘ofo] & A, “F0|E L
B8 AR, V19 B9 BET AN, BE
TRRL, kel yulAold B, Aol
2 6719 HrlEAJo] ZalkE|o] AFgjAoZ WA uF
U AV} 54 gonE @AECRE 2F 8 9
T Fuksl BBuog FjAsH & 9tk

AAFEHLS 29T o1} bRy} =2 3197
FF7H(possible overkil) 0. F ‘HoJo}- LAY, ‘A4
Aol B3 chopet AR Wl Ho] HeHElo] ALSA
59 385 W SA0IAN HEETF o E
Aeie Ageha Al YAolE e FAse
Ao] BastATE EZ Q% FYo] AUeA Il &
287 oAl AlrdEh

U BB HAe) YAOIE FRES} WHE
st 71eF QJACE AA], 3D viewer?] WHF7F ohF
Stot’, “Zfab MAS AESkAL 9lof 3D YAl &
EgJojo]| F8o] 7158k A A}, ‘FAEHE AR
of 24 BE Bgo] ABH| f8IT} SO 4
9 R ST F ABAR T 8o
29 Uch B4, 2490 dod £8 A 2
o, ‘yam(R)el digt JEIF BEsitt, &, F,
A 5 A0l A STl ARgll Hald A &
o 59 Aoz Ao tigt FA1AQl FEA Sl
%.9_—8}]:1]’_12 [ei3 /\ 0] H]WH Aé 2 E‘_ Ea [e}}
Fdol dasitt, ‘fdd o] F Hojxd £

L)

s} - 7

g 117

2oy, AEe AE 53480] oW v A4 IA
gRlo] 7ks& A Ay, A S743A] 7]E0] HA|
wlo] 9loW Tgo] F A Lk 59 oAeR ’\XH
_04 1171—0 9,]—0]01— 2= 9)\%% ]E 7H1:ﬂ—o] .\11_8_—0‘]—

2 HQlth U, ek 'yt #E JEIt °*°1 =
Hojr}s, A9 4 A @7}, A o] oigt
JE7} glo] EHoltt 5o& Ao Hg 714,
&, wiEo] oist JEAFo] "as Aoz HQlth
Yoh(2000)9] ATolA HRAIES He, 27 5ol
= s e ke @EI’- BEEORE feeld} touch
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4. Impact of textile website importance-satisfac-
tion on recommendation intention
Head WAOE WrLge] FREIEESL
2A0)w0] WAL FFRAL B o) o5
HEA(Multiple Regression Analys)2 AA|5FA L, 2
= (Table 4)9F At PAO|EQ] o]-§ HOlA H7t
FAO| o] His #-ghol 2.226, p<.05°14 SA A
o8 ostAL, AelES] A7t Wik FHoE
ol T8 r-gro] 2.2689, p<01o]4 EAHMO R S5}
k. E, YAolES] ABHHE Yok U o
“41611 1gko] 2.564, p<05°lH BAHOE G5ty
i, FAIES 554 Hrke 3ol s gt
o] 1309(p=.192)% SAHZ §oJotn] ek Zo=
Hertk 5, WAOI=2) o}8 W W7k Ak 3
7h AEFEE B7E aRlo] BAA Fole st
Ao ¥ vA= AR Ueyt 3ARY
9] FZEE p=.000°]4] 18.859 $=X& Holu, R*=342
= A sl 34.2%°] AEE Holi St
Durbin-Watson2 1.878% Zx}& 7+ A4 71 §lo]

<Table 4> Impact of website importance-satisfaction on recommendation intention

Dependent variable Independent variable B t-value R’ F
Convenience evaluation .195 2.226"
ReC(?mme.ndation Appearance evaluation .239 2.689* 0 18.850°
Intention Product information evaluation 203 2.564
Uniqueness evaluation .106 1.309

* p<05, 7 p<01, T p<.001
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ARGl AAsHA Uetdtt. &, e fAk]
E°] #egt FA 7 wo| A& HA olFe] 7k
sto] ThE ARFEIA 3T 2Jwst ek B 4 9)
ok B, FEA0E 87 27 HYsol glo] Wit
O|EE ERQIoNA SH AR olopr|E 5= 3lor, &
Aol it FEAZo] A= wsto] ERlofA F3
% 957} ROl S 2Julghth Nam(2009)]
AFoNME Hot= AEE €A 22 5 e 724
H2743 AARIE WolMk: A of&e] 7hssltH,
AFIHE Fuol Wgol mgo) HkR AT

49457} ATHL ohoich ESE T89S EA A
Ae4g 2ueEsl Ak AvAse} SAs
(Jung, 2011).

V. Conclusion
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