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ABSTRACT

A Study on Effects of Internet Shopping Mall
Characteristics of the Shopping Value and the

Repurchase Intention of Internet Shopping User.

Young-Chul Jung

Department of Business Administration
Graduate School

jeju National University

Supervised by the Professor Hyoung—-Gil Kim

[ . Introduction

Generalization of the computer and internet makes it possible seek
information and exchange electronic mails through the internet in many
places like home, school, and company on a daily bases. Accordingly,
internet shopping is increasing. Although internet shopping mall is superior
to the traditional shop, in term of convenience there are still users’

complaints about internet shopping mall, which needs to be studied.

II. Objectives
The objectives of this research 1is to ascertain effects of internet
shopping mall characteristics on consumer perception of utilitarian shopping

value, and hedonic shopping value. This research classified shopping value
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into utilitarian shopping value and hedonic shopping value. utilitarian
shopping value is typically defined as certain value which shoppers are
intended to attain through shopping, whereas hedonic shopping value refers
to pleasure, enjoyment, and comfortable feeling while shopping rather than
mere achievement. Thesedays, internet shopping users seek to shop not

only for buying but also pleasure and interest.

IMI. Analysis

The research for this study was carried out for nineteen days from
September 21th 2001 to October 9th 2001.

The Hypothesis in empirical research are as follows;

Hypothesis 1 : Internet shopping mall characteristics (design, convenience,
protection of private ionformation, marketing function) affect
users’ shopping value positively(+).

Hypothesis 2 : Internet shopping mall characteristics affect the customers’
satisfaction positively(+).

Hypothesis 3 : Internet shopping mall characteristics vary in terms of
users’ demographic characteristics (such as gender, age,
job, education).

Hypothesis 4 : Internet shopping mall users’ shopping value vary in terms
of users’ demographic characteristics.

Hypothesis 5 : Internet shopping mall users’ shopping value affected
shopping satisfaction positively(+).

Hypothesis 6 : Internet shopping mall users’ shopping value affected
repurchase intention in shopping mall positively(+).

Hypothesis 7 : Higher satisfaction in the internet shopping mall guarantee

- VII -



higher repurchase intention.

To accomplish the above purposes, 500 samples living in the Taegu or
jeju city were asked to question of which 395 were utilized for empirical
analysis.

This analysis, using SPSS(for Windows Release 7.5) properly applied

Regression, T-test, One-way ANOVA, Frequency, Factor analysis.

Data analysis depict as follows:

1) Internet shopping mall characteristics affected users’ shopping value,
design factor has the influence on both utilitarian and hedonic shopping
value, but convenience, protection of private information, marketing
function affected only hedonic value.

2) Convenience, design, marketing function affected shopping satisfaction
positively(+), but protection of private information has no direct
influence.

3) Of Internet shopping mall characteristics, only convenience of using
system and private information factor indicated differences between
different gender groups. Generally, Internet shopping mall characteristics
affected more women rather than men.

4) Both utilitarian factor and hedonic factor of internet shopping mall

affected shopping satisfaction and repurchase intention significantly.

IV. Conclusions
The conclusions can be capsuled as follows:
1) Users’ shopping value are a major mediating variable of impact on

shopping satisfaction and repurchase intention.

_IX_



2) The findings show that Internet shopping mall characteristics affected
the users’ shopping satisfaction in the Internet shopping mall serving as
a mediating variable, and that it is important variable to develop proper
Internet shopping mall characteristics.

3) To satisfy the users’ shopping value and draw repurchase intention,
companies should customize specified characteristics of internet shopping

mall.
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4) Hoffman, Donna L. and Thomas P. Novak, " Marketing in Hypermedia
Computer-Mediated Environments : Conceptual Foundations”, Journal of Marketing,
60(1996. July), pp.50-68.
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9) W71, AU &£FE APEEAY e AR E7F Fujo kel mX]= FEk
of gk A" Ztortfetn =FF Al 8%, 1999, pp.200-201.

10) Benjamin, R. & Rolf Wigard, “Electronic Markets and Virtual Value Chains on
the information Superhighway”, Sloan Management Review, 32(2), 1995. Winter,
pp.62-71.

11) Bloch, Michael, Yves Pigneur & Arie Segev, " On the Road of Electronic
Commerce : A Business Value Framework, Gaining Competitive Advantage and
some Research Issue” (http://is—-2.stern.nyu.edu/~mbloch/docs/roadtoec/ec.htm),
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25) Szymanski, D. M. & Richard T. Hise, "e-Satisfaction; An Initial Examination,”, Journal

of Retailing, 2000, 76(3), pp.309-322.
26) Ernst and Young(1999), The Second annual Earnst and Young Internet Shopping
Study, (http://www.ey.com/global/gcr.nsf/US/1999_internet_shopping ~
Motivator_—_Retail_and_Consumer_Products_—_Ernst_and_Young_LLP). pp.3-29.

_16_



o

rr

B
ot
g

2ol g ¢H= dEsva st olHd Al o= AEU
oA M AFEo] AFES Fulets AN TIde] Asts Al ¢
of ek A&7t FFskr] wiitoletal Fskd

2001 9ol wxE Age ofstd, %7 vk AHU ARAEE 202670

of AHUl & ES o8 FHAEL ez AUTTFA ddE B A

2
o,

FA - 71%5(465%), YRS - AAH20.3%), MEAA(10.3%) 5o AR FHA

EE WHEY] AMFER UERgTh olele AR A o] A ZbEe JEM

L Eel g Ae aBEY v BFA P W 43S v3 Aol

TR R = el

27) F#3, “QHYNLLE DA 2Q0] wE AR B AT o %o nXE G| wat
AT, FamiAE B e, 20019 % FASE RN TEE=ER, (2001, 9), pp.219-225.



4) utARE 7%

H@oN e £YBEL R 2rlwA6 Qo B, AH, ATH Aol
Aol gof AFH & Y= AFULE ABAL Pyl glokm AT o)
o] w73}

AFE AL o) 2 SR 3 JHH A el fSes A

>

= W ol Fet JtElg e F5S HAwste AESs F
g & ¢ Qv

Bloch, Pigneur, and SegevZ) & A|F9] o|n| x|t} o] 7Hd AvfA| 2~
M e] FulE ZhsstA et adle]l Hw, Au[ArE olw] Azbstal e Al
FolmAY WA AT AAle] B T, o] An A o= A
To] AFEHFRE BAsta gl7] witel @ FTo] vtobd Aol gt
FE AAgAHAA AEE Alo]EES] UFE AFES B8l Al

AA, 13] v o] gl AF oz,

28) FA R, AA =R, pp.69-73.

29) Bloch Michael, Yves Pigneur, and Arie Segev, "On the Road of Electronic
Commerce: A Business Value Framework, Gaining Competitive Advantage and
Some Research Issue” ,1996.
[URL:http://hass.berkeley.edu/bloch/docs/paper—ee/paper—ee.html]

_18_



7HA

)

o
pal

EE

1

R

o], Amazon®l 4]

=S
=

=

=

o]

FA Tt

°©

ol et
aRg Tl

Z
a

—

)

?:5}

R84

& Algsol Fz

R

o %H7b v}

3L

=3

of, ALY Abol el A

Aoltk. AA, A

o Al

FAZE 7]

ksl
pul

o]

=1
o}

B
H

N

ai

=

ol

B

A

—{51_

skl }.30

al

ki3

-
AE

3

A A 2l oll A

o)
ol

Tor

Tor

29 A7, A4}

\mo

_19_

, 2000, pp.50-67.

]

s
Aus

o



3. SlEY 4% = olXte| &gItx|et CHE R0l

7}
&4 At} Mayor & Anderson3De] ol w=w gl
AAstE o] TS AAstE AR oldlE FXIA
TE2 VEA gsdAor FRE AA = Zo] olsu ol =S F
H gds 2AAEE 8 AAHE B AEE A E
ot glo] oJYrpal F43kal Stk Rieber3?= Newton®] #5HAS dd
o] TGN A Ha H2ER wtEoxl AWS HFEH el AA A
I HPAEL FIANS B HAEE A e A vz S uow

ol sl e AN Aly¥= FAARE AAES A=ssied =w0
H
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