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A Study on Purchase Satisfaction and Repurchase Intention accoding to Usage
Motivation when Purchasing Fashion Products in Social Commerce

Hyun Ji Lee'
Dept. of Fashion Design & Merchandising, Kyungsung University; Busan, Korea

Abstract : The purpose of this study was to find affecting consumer’s usage motivation on purchase satisfaction and
repurchase intension when purchasing fashion produts in social commerce. The data were collected via a self-admin-
istered questionnaire from 239 male and female who living in Busan with experience in social commerce purchasing fash-
ion products. Using SPSS 20.0 and AMOS 20.0 package, Cronbach’s a, a confirmotory factor analysis and a structural
equation modeling analysis were performed. The results are as follows. Hedonic, economical effifiency and interaction
without information provide subjective norms significantly influenced the purchase satisfaction. And aforementioned sub-
jective norms significantly influenced repurchase intension, too. The purchase satisfaction positively influenced the repur-
chase intension. Therefore, social commerce sellers of fashion products ought to offer variety price benift and promotion
to raise the purchase satisfaction and repurchase intension. To offer variety price benift, they should respond sensitively
to the price set by comparing prices with other sellers. And promotion to raise the purchase satisfaction and repurchase
intension need to consider such variety of missions, discount coupons or event and mileage. Inaddition, they should
develop customer service system for interaction with customer and connect to the repurchase increases the purchass sat-

isfaction through faster customer response to the product information or sales, service.
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Efas 7129 A8l AP Aol B st & o)
i o g AAEA Hed, 270] HE AE 7™ (social
media+e-commerce=social commerce)°|™, &AM E= 2005
W okFoA FhEo] Auy BEE FRdhs AHIZR] &
7| 25]0] (shoposphere)S A F3HAX o]& 7w ATtal B
HalHA] S5 H gojoltt), o] AILHL AHRIEC] 2R}
o] AN ARE s, AR TR F UEF 31 (Kim,
2010), ZH|REONA] theket RS AlFsla 259 tdst &
H &5 st T8 A Ak olFA AE &4
FAM 2= v Z2FE(Groupon)?] 43418} o] F MlA| Zh=to
A F438] FREEAL AL, SellME AR A)Fe] vt
E PAE Hola glom, 7|97k FeiFho g AR o]
7HEstEE Aol Sl dskS AR, 2010490 9 )
o]= Zz}o]2~(We Make Price), EIZ #2~Ef(Ticket Monster),
% (Coupang) & 200 7He] AEAHZ Q7T 2B EUL,
AAAL, 8 9ta, 25, 31 AaY] F t7I9Ee] 1
T 8] FeE9l, 201290 AR 22 o]23]
Th(“Social commerce, clear two strong forces”, 2012). e}k
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A AAAMEE TEREE $2 2147 EEste] ol
tlolgt & 4 lom, &2 At ek ghke Hol
FAAsIAL Jerw T gEsiMe Faie] UL S
2 AL AANA FAL ek

7oA T 7] AEZE 94, AE, B
ol AFEe] s SASIAXRE A 20 FA9Ad) &
A AR AAAEEL] e SdeA AL JE FA0)
oh SR OIS S Feeld AN AH
gt 7HES Fask g]lew Egsla et vk, HAaAIES
AR 7HARATOZ AT F e AFe] obd #3, H
Molm|A], /W3, 24, A 5 thdst 21do] F84]4
ENa & Suh, 2007) ZAl0l AFsle AlETo]7] Wi &
A7 2o ] S FAE Tl LH|AES] FajsEel] ik
AF7F o] FojHof & Fart Jon, WA= vl
A2 #He] RAEojxfof & AJo|t}.

A B APl M2 FEAEEA S840 S
HA s AR S AAF FulA] APt o]8-57]
of sl golrm, AnjRte] o] &57]= T & FuiREEe)
Aol eol s Je v ZOR ALEH] o]8-57]7F vl
HEEe} Aozl X FEel i ARt g
ot A7ATe A7 WA HAAFE FEA] AR <

3= o871 tigt olalE B3l &H|Re] Yz A3t
A =S I, BPAES] rHAE W=
N B3-S & F US FoE AlsHrh

N

2. OIEH Hi&

2.1. IMNIEL 2870 A
AT ExF ol s HYE APGHE T

S WE § 49 S BE oM A
A7} Felste] YRE FHATL oM LAt £BHR
£ A 8 RskA AE] e poiReld Aed s
FA = A8t st Korea Agency for Digital Opportunity
and Promotion, 2007). 2010 theldje]o] shlf AldE &4 2
IE 2 g ERh 2289 o] ATrEE AT o= v
SHL, 2014 29 FAKO] WES AAIAY B AfelHis
3 o] mEd Ade] 287 AAe 2% 957199
o7 Adazx 713699)EY 73%7HEF SIS shit
(“Social commerce turnover last year, nearly three trillion
won”, 2014).

AW ZA AR F] =4S £ A WA ARlE v
o] aFEe|t}, w5 2FEL oFHAE A AFE 50
2] g2 259 E ol Anfsidletl, AR rlsE el
Al F1YE o] Aol 1A Tl A Sk Tl 447t

o2 Fd wiES 1A 1005 gElol] 23, AlFRaelMg 3
o] did AR f1o] tiidth(Lee, 2011). A=
A guo|FAzge| A0S 3 AR HAE 2
o] ojFudS S 19RE st wiE 109 94
A3 A= e, 9=z 20108 119 5 29 9Rw
S-S 51% 28l 97t 90009 Frjsled, 5U 24 1147
19 o] Eio] 7] A7EE 715S B9hth U E o)
mam o] 7128 “«dd 109Y viES = A R/
3H el 4 ) FHA 7| Se|ar wETh g S =
£ 2011 29 249, 3=y SPA HAl= Fu=ulele] oF
WFAES 50% T1E 7FAR) 50,0009 SS9 Thiljsled 259
Y] &g A SR TH“Wemakeprice, codes-combine
clothing vouchers to one daily turnover in the industry”,
2011). BAl oFwgkdo] dAnjEle= FF XH AllE AAIZH
AMe] 1900l Zel|=AuRle]l gete=rt P, ZhE A #
d 2279 EQE ok g E(Deal)ell i3k R}t St
2= T S B¢ Yiio] ofd wiREt &A1 FA
5 Wtk 701, ol WiE ¥ olE EEd IR
BEHE A S Y53l AolIx 3t ol ofg shA
AFL U= sk MAAMEE Wes] RS ARS
71| Bhjshs A XA AL 544 e HES IE
7180l LA Z TSk B2 oy (“Internet mall crowded with
luxury membership”, 2012), A3 AZEH=Z ZA]sle] AH3)
71Ael Ffishs W2 5 s FeEE FYET 9o, A8
o} s AL A Al M= T2 olqrolH
2AAMET AEE WARE AR PSS BRoFth
stk webA, sAAIE 8A 22 FElER s &
A7z M 9] SAAE Fefol] tigh e B Hask A%
ozt aHAlrt.

e

22.0[887]

712 Jlde] ofH d W ExRE Frsh| sl Evlst
HE, ol83dl= 149 AFS fsie 149 st 5
[RES dAFehe A2 9] AEA iy AHs 3t
Shal WEAIA 719 A FES T F e Tae 3
12t & 4 UThKim, 2012a).

700 e Be APATEL 2= o] &5 704
At 221 o] 85712 ==, FE5E .zl
F= 2y Ao FilEe 28Rkl o185 2PEA
< Holz ZoF Ry, Y B HEAIAY, 22l &4
2 A7 59 L8kl viAE 53 ol gF 7 HE A
TE FE3] o] R e Aot} wE 27 AEFH
2= o]g-5 7)ol g A7 T3 20l iAo tigk o] 8E7|E
E3) s geletl, A2ole AT 2B el
EAolehs 2Rl adyhs 2k 548 7 7] o
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U o]8%70el g A7 wulg Agolth, wep

T 2l ﬁ% oA SHEAE 01§ LRt ol8% 1
o F7aldel B9 AT LEAAEAA A ol
AEZ oA »}EMT 0185710 et HAATE Higow

27w zol SAAE o184 LrERke ol 85710l el A
A .
WA e2el &oln] HEAE o84 Yehle o857

o et APAFE A E™ | Kim and Lee(1999)2] ATl
= A BN FlEr]E Held, ARA, A, 4
A, B2 AAL g0l § TR 2oz EFENUL, Ko
et al.(2001)2] AFAX = AEl LA %?L'Sﬂﬁi A=)k
/H 74/\14 _g_.gﬂ AT .ﬂ.ag/g’ HH/M%E]

d, AR F7 5 5

M) adloz ERs,
Heon 287z Yehle 2ulae] o]g57)0]

3 AeYATE AT EM, Jung2009)] ATolM = 222 %
A SRR AT, 71, 4Bl JEAEYE £

, Han et al(2011)2] 2~EAH2=e] o] 8-57]9} ks
ZH—TLHH«L_OH e AFoMe S ol 8FTE 75,‘21]51,
ARI= T WA 7N Z BR5ste] ARt Kim
012b)°] ATOINE AMFH i o85S A B,
58 F7), AAA 71, ABlA 571, BeE 1R et
3L, Wang(2012)e] ArellMe 5284, AR, AlelEY
A, 8olAd, FAHEQE 59 8%lo] X&) Cherengvart
(2012)9] 2729 ©]8-F7] Q<lo 1 IR, 2T 2]
Lol mAlE Gl A AolMe FRIE, Sv], A,
714, JEFe] Fo] ol &E7R UrE]";’yb—, Kim(2013)¢] A+
W*‘Z A F71, B F7), ABAE 571, AAA F,

4 7% vhro] Aungitt. o] Qo FETuid s &
A7) gglo] A|ZHe A1F], 7H] B Fefel ko) mRE g
ol A3 Jung(2012)9] AellMe a7 2] o] & F o]
el 87 me] BEAS ARel] e, BA, slad, 4
ix]—&u\% 3l izﬂ:'—/\g’ xﬂ% T;]_OJ:/H ;g:. ﬁ%g]/ﬂ g] 77]_;<] ‘_Z,:
FEoIonh mebd B delde 94 Ay 2 AgdT
o 2 AEES FEsle] AN HAAE o]
A Vs 018571 alol] sl Belems 27 me
A AAAE Al 2R Fske ] tigk 4aH]
2L Yzd| gk olFlE Fa2Ak gt
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2.3. FOiREE

TN EE SHRANEE, IANSoE T Sk, iAo
2 AFol digh AHRpe] A7t Aol gk sHle] 4AlE
2 AHE ofngit). nlEniAR eS| tEH <AL A&
H|zpe] get g7 o) 7E SFATNAY 24E W 7
o] sl o g Z|tio) mX|A] X off ERkEo] WAggh
ok sk JrhDutka & F. Alan, 1994).

AWM ] RISl et APATE AR,
Li2011)2] AtelAs AW 580 e vx= 89l

h01(2012)~
S i’é 7w 2e] HHV*’“Oﬂ o
gt SRR Bt FUREEE FAETL shon,
Lee(2012)0] AFollA= Alo]E ¥4, Alo|E k44, Al
g A%, 7HAREA, 35284 Fol HilvERd 98
n)ZTh 3lth Wang(2012)2] Aol E AAAM &4
21 A, AllE WA, golido] RS Jdaks UME
Aoz Vet 28l B & AR ApEHolE B
T e degde PSR dEE nXA s Fe
2 Yeith Sim(2012)9] AelAs o857 821 F A
ol FuiRiEre] 7P & dFE vIAe ZAoE YERaL o
FO 2 Aol IR FFE HIRE ZoE et A
AT Aol & F ARo] A A A o))
AF Fur] 2HAES A, S, BEATE 5 vt
o]&57]d W} NSRS =73 e ALR UrE}Ur =
A7 u 2ol HAAF FuiAelE o857 wat FuivlE
Lol IS S AoE AlRdoh

AR 2N HAAFE A T REES Al ol
o gk Ave ] L get AHaFgHe] P9t
Aol mxE G #3 Lee et al(2012)2] I77} Ut

o AAFolNE 1] 2L Aol B vAA o

3 AR 93 Wk A0 ek Ayl 47
HS] P} A G gede ddd
TEHe] AAE HoAFo N 2T ANAEAL

o] JFL vIAE A WETh AT vl 2 A
HAER 2ol Wels) aE, Aol 749] 2714 asle
= A ngke, Belsh el 49 714, AFUA, B
2at A, oAl Sd, uE, we FRA e Sol ¥
Heieh. % o)g51o] me PojnEEd] e A7 v)
F9 Aol ¥ Aol Aavo HAAE o)
A o150 e RS s Aulgo A o817
ool A §gel el Asuag o,

2.4. X7oHel=

Al7u €] = (Repuchase intention)gh AFAZQ1 &fm| 2 «ar7io]
BN Aplse] Aok A B F b Avlshn s
AR E Esl= Zog AT es «aro] nlgol] &
A ol £ o FI%1e] AEoN} AHIAE T Frlsla
ahe oA, Lako] Ll v, Bue 25e) A7)
Lol F&FS mAAl "okal & 5 Itk Cronin and Taylor
(1992 Muj2agd 2 yAvEE a8y Fojelx 2 v7)
I Alelo] BAlE Apufolwel] dFgES nRivke AHE Al
Aalel, 2] PEAES} ApHlelEg S77)E 8elo] 8
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T AL 3Tt

AWM Q] AT #E AYPATE AuEm,
Lee(2012)9] A7tellME A7 W2 Fu 212l Al|E HelA,
ALOIE QM Aln] Bl A%, e Aol ANl AT
< WX, IS e] 2&4E NSRS AT =
ORXITHAL BT SIAFE ARS-S TR AEAH SN
H|zle] Aol ze] FeE wXe e disiA] A
Choi(2012)9] AFellM= dRlgo] AATZFo| JFS v
A0 Z eI IS 0] B2E AT d32
HRE ZoF eRgth A7 m2ex 9] o] T]e} gt
S, Aol #EE AFE AuEM, Cherengvart(2012)
9] AFeME DAAHZ o857 8% F AFFEIYS o
o137t 7149, Ao aslo] FujuiEe] 9GS n|
e Ao® Yehta ol Ao zol® d3E mXe A
o2 YEEo, Lee et al(2012)2] ATolxE 287 m20)
A AR iR e RiES=e) Aol sl Arst A
3, AW 2] Helo} FE] HHg 7H4, AEFLX], He
Sk AR, FeiA] SE, wiE, whe AR ol AT ol =e
FEFS A= 20R YERTh ] 2 AeMs 287
w2 A HAAF oAl T RSt Aol ee] FFgS
HXE o] 85718800 tal] Aun ) s, 0|5 Fa) FF
Al Re] fEoh X&HA IARAZ Adsle] e o]
5 =55 FA v
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3. Y7 Y

3.1, ¢47ER|
B ATME ARz HEAF P 2913 o]
FE717E PSS A Pulel o) v JFRA) hel
Yolrd) 7 Bao] 9w, o) Sla] 4FH A7E Sl
57 s Thewh e ATMIS ANSn,
HI-1; 28715 220] o] 857]0] ARAZHYE Ad7Am 2]
FoipEEe] fold G v1A Zolck
H12: 22874029 o] §7191 |2pge Azivizee] u)
NEEe] o8 9TL V1A Stk
H13: 22874020 o] §7191 AAge Adzivizee] u)
NEEe] fol% 9T V1A Stk
Hi-: 275 220) o] 85710] BEAEHE 487m 2]
FojREwe] fold Jg2 A Lol
H-1: 27T 229] o1 §5719 %
Aelele] fold Jee mA Relch,
H2-2: 22A01228] ol 85719] Aehg e 2aAm2:0) A

,
N ox

—

B

=

H2-3: &x871v] 28] 0]8-571%] A @7 o] A+
ool frefdh JFE v Zlo]

H2-4: 247|220 o] 85713 J2 282 872
Aol ol frefdh 2 mE Aol

H3: 2a7lse] pensEE Aol folg 9

32 AEFEH E SMuy

B Ao AR A e lE A2l A
Fo] o]8Ade] 13] o U= FAKY 20~300] o3}
AAHIAE e R B9, o ik HeluuS B A
Ak 2A17E 201339 92 1095E 99 1297kK]0]H,
HiRE F 3000 AEA] F ddeA SEe 23950 AE
A7F EAel AH-E T

2 AT HEA S IFEAE 5, 87 of
70, FREE, Ao 508 FASIGN, MYATLE
EOZ 8] 74 - Belsle] ARgsiglon, 7 1E8S 5
AE Axg A3t S4E B AL o
7o) #e 238E Kim and Lee(1999), Ko et al.(2001),
Jung(2009), Jung(2012), Woo(2012)2] 7S 4 - Bt
alo] 137] o AN, FuiRERe] e B
Li(2011), Lee et al(2012), Wang(2012)2] S7-83s 54 -
ekl ) F3o =, Aol Agh #3-2 Cherengvart
(2012), Lee(2012), Lee et al.2012)2] A2 ARE3lo] 4
7N E3ow FAEA
FHE AgE EAZ2T9 SPSS 2002 o838l 7|eE
I, A=A, TS AABIe™, AMOS 2005 ©)&
slo] Hwo] A Bl whE HEAFS Sl ER1F 2
A, A RYFEAS A

X

o

3.3 HEo| M

SEHAES] ATEAEE 5L AHEH, ZANIAF 239
B WA 37.9%, 94 62.1%3eH, AFe 20007) 61.8%,
30tH 38.2%, tHAAIES] 71.9%7) wlEo]Tt. &L 59.8%7}
gEolor, Aedsta &Y 183%, 25w EH15% &
o2 Yepdt A9Le o] 33.0%, HARE-Z] 0] 29.2%, A
H2l0] 18.5% w02 UERHI, Y4A5S 100~3007H) Hvto]
37.8%, 300~5008FY mwho] 22.8% =O 2 UENITE o] E9]
HASES ] H8 T2 o8k s E A
2 B ES EPFIESE 33%, 5 27.2%, IFE 15.7%, 9
W 15.9% 202 UePda, 357mE 28ANA 98
< ZA @ Ale NS 53 F7F 35%=, TVH
Cable®d50] 24%, £<19] A3 Ao 19% 2= ettt
ol Az HAAFS Fesk] S8 e 3
o] 3 o]ido] 32%E 71 Bgken, AFAd 3
ool 26%=, G714 o2 WA ethe SRl 12%
el 2 19 5 FElE A7 v zeA A
S Flst 3= 53] miRle] 9% 7Y A YElS
58] o]4t 108] v|vlo] 11%E 2 FZ oAt} T571d
A2 Alo|E sjASE oAl 13] Hagde 57 A
o] 68%= 7P A UER} AMaAmZoM = AEAR 20
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EAo] WA a7te] AERTRE A7te] AES F2 Fujele el (dlscrlmlnant rehablhty)a gl $1314 AMOS
Aoz yeiltt, 35 7id adrivieln 2 eisks o 20.0& ©]8s o] 213 QRIEAE AAeisich =
AELS AT 25%= 7P =l YRR TR, HSh gl A JJrLa Tlfﬂ Ae ATRE 5=298.848, df=132,
7} 2%, WSlE 18% 402 LR HdE2.152, GFI=904, AGFI=882, RMR=057, RMSEA=.056,
NFI=930, CFI=962% UeR} Z}2ke] JAIA|71E0] WA= 213t

4. Zdn 9 =9 T A7 e Aew veiith FHEEAS shiel

Al ek N ool SAETIE FABAE 2 A

4.1. SHEFS| ME=EM oIy Q0IE4 TE Uehlie Aow, mEshagiielge] A719h Haiti
£ 93;9] 7Pl b Aol AR ZF el T ZFHAVE)S] 271, WIS (CRE 9E & =t xFs)
3 SRS A==} BHdEE SRIslit(Table 1). A Q]l-atFol 0.7 oldelL, AVERLol 05 o1, CREke] 0.6 ©]

1)

A7 % 7rsb7] Sl SPSS 20.02 ol-8-slo] AEnlst Ut ol

TS 7k

HnoZ &

% 9Iek. A9E dvium

He AEsilen, SAYEES] A2ukst dag2 079 © MEAIZI=%k0] 0.639~0.7630]3, AVEREO] 0.543~0.691= LiEk
gow teht s e WALRYS nelFet, U oA d R FUEGYS et 22 31T & Ar,
oo 2 FA7NEe] HEFdAd (convergent validity)2} HE Table 2= YHHENS 1 2 AoE IpHeldAde o
Table 1. The result of confirmatory factor analysis for measure
Factor Items FaCt.()r Cronbach’s CR AVE
loading o
Information I utilize social commerce for providing various shopping information about fashion products. 836
rovide I utilize social commerce for getting a useful information of fashion produts unknown previously.  .798 793 695 592
p I utilize social commerce for getting a detail information of product and purchase before purchase. .777
It is a pleasure to browsing about fashion products in social commerce. 857
Hedonic It is a pleasure to visiting social commerce without purchase plane. 837 .836 705 .691
I purchse fashion products for my distraction in social commerce. 799
Economical I utilize social commerce for the purchase fashion products that good quality compared to price. .879
efficienc I utilize social commerce for the purchase products cheaper than off-line shop and internet shopping malls. .867 .842 .657 .633
Y I utilize social commerce for the saving of shopping hour and effort about purchase. 738
Interaction I utl.ll.ZC socufll commerce for the 1nteract10n.0f p{odl?cts information with other people in a short time.  .824 21 639 597
I utilize social commerce for the purchasing fashion products purchased a lot of around people. .767
I am content to fashion products purchased in social commerce. 828
Purchase I am content to shopping expierience of social commerce. 787 373 655 543
satisfaction 1 am content to use of social commerce than I had expected before visit. 702 ’ ’ ’
I am cotent to price of purchased products in social commerce. 613
I intend to repurchase fashion products in social commerce. 762
Repurchase 1 am willing to activity purchase if my wanted fashion products in social commerce. 752
. . . . . . .896 763 662
intention I intend to constantly purchase fashion products in social commerce. 749
I intend to recommend to others social commerce shopping. 703
1’=298.848, df=132, 3*/df=2.152,
GFI=904, AGFI=.882, RMR=.057, RMSEA=.056, NFI=930, CFI=.962
Table 2. The result of squared correlations
Information . Economical . Purchase Repurchase
. Hedonic . Interaction . . . .
provide efficiency satisfaction intention
Information provide 592"
Hedonic 071° 691
Economical efficiency .083 331 .633
Interaction 051 .109 112 597
Purchase satisfaction .104 310 254 121 543
Repurchase intention 132 .193 182 A11 578 .662
* AVE

b .
squared correlation
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Infomation ~
provide \

Economical
efficiency

X*=305.64, df=135, x*/df=2.264, GF1=.904, AGFI=.882, RMR=.055, RMSEA=.054, NFI=.930, CF]=.962

Fig. 1. The result of the structual model.

ARlo] AAZ T A drl ThEvle) tigh R
2 AL ZF2re] AVESE AR k] Al Al M
wate] Fheh=dl AVEZF AFiAle] AlgEc 39 e
o] duka & 4 Ath(Fomell & Larcker, 1981). A=
AR P} A ook AFAAY] AlwE A9
3la B AVERte] A Algrc & & & 5 ok
el ATl EE SYHA aRlolr | Ert Q1A
Hpol7] wiizel] F g8]le] IHElAS 24 Ealdgt= &
T AFE Yste Zo] 7 o R AdHn)

42 AFIHEAUS

B AXE s HAS S8 TRUANEE S AN
9, mEe AL AEH A =305.64, df=135, 1/
df=2.264, GFI=904, AGFI=882, RMR=.055, RMSEA=.054,
NFI1=930, CFI=9628 WeRo] H|wd g5gt APes viet
WAtk F2A 9] A== Fig. 13}, Table 3¢ YeRAT

Table 39 AAE AA| Bde] xFEsF AZA G} #He A
AR, 272N HE AF ] o857 F A
(8= 269, t=5218), AA(B= 471, t =8.218), *FE2 &4
(B=221, t=4317y FREE TS VX AeE

Table 3. The result of model estimation

e 7Hd1-2, 13, 14 A=A A aR10] FrivE:
=of frojgt dFS e 24728 A ERIE0]
FaieEe] FFS vxIvke AaAE(Im, 2011; Li, 2011;
Wang, 2012)9] A3et FARSE Aoz & & i, ol &4
Amzo] EA AH3 7t o] HAAE o] EA = v
Tk JgS miA= Aoz ofad 4 Ak A= 8
o] FuiviEe] FES WX A= Lee(2012)9] A7AH
oM A i8] F AR B SAF 9%l0] nAvE
of JFg mRIths Aot AR ¢ 4 AUATE T A&
A7 E s FAEL LR AW 2N HAAFE T

Al 2 o]8-E71E =ol7] ol TRt oMIES At
EJ

)

[o}

N
)
o

o o o do

ojof & Fart JE Ao Alzgn W PRAFTHL
ofgt FEFe HAA e A= YERt 7112 71ZER
o), ole AWz AF Al AEAGFo] v
To ¥ge vtke d7-E3HIm, 2011; Li, 20112} t}2
Ag RHoiFe Aot AEAMZA HAAF FulAl
FS A By Foiskr] Esle dEoE s AlFo] o
ARAF] TR AFel U HRE dE F U=
27b Fuslala} she A Af]E HE ofa} QIEHle]
L thekel SNSE FElME ZHsElel wet JEES nxA|
e Aoz Algdr),

o g AvaAmzoA AAE Tl o577t AT
uje]ico) wjX= YIS AR A} 2 (6= 328, 1=5.864),
AAA (B= 463, 1=7.650), FEZ2EA (=273, 1=4.931)°] &
oJ%t YL MXE FoF Yeh} 7Md 22, 23, 24 A ElE
AL, FEAFEE Folst QTS MAA U= ALE YERt
7Wd1-12 1= A Aol =e] ARl A3 wA=
Az A7 Mz ERIETES o8 wje] e} nlws)|
A A B S Qe A2 LJ2FE AMEA] 9
&) Aol FgE nXtl= Choi2012)2] A2t} AL
A UEPES & o, A-@e /HAE AAEoE yAe a4
Am oM e S aAFE FHANE 772 AT el zo)
FFe e A= 4 & 4 Qo). weEhA HAAIE I

B

il

il

o o 2

H Path between variables Path coeff. SE t-value Result
HI-1 Information provide — Purchase satisfaction .087 .090 1.196 Rejected
H1-2 Hedonic — Purchase satisfaction 269 .060 5218 Accepted
H1-3 Economic efficiency — Purchase satisfaction 471 .058 8.218 Accepted
H1-4 Interaction — Purchase satisfaction 221 073 4317 Accepted
H2-1 Information provide — Repurchase intention .002 .064 .067 Rejected
H2-2 Hedonic — Repurchase intention 328 051 5.864 Accepted
H2-3 Economic efficiency — Repurchase intention 463 065 7.650 Accepted
H2-4 Interaction — Repurchase intention 273 .043 4.931 Accepted

H3 Purchase satisfaction — Repurchase intention 172 .068 9.424 Accepted
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A% € IRIERRe] 7N nE B bR Tgtst
- Jart lom, AFuiA] FE} thFet SRIOMIE,
)z Ay 52 APgdozN TAS AR Ko
A&EA o2 fAsl= #AS 7ok & ZoE AlE ). A
Fujezel HEA o argdo] Je nXitks Ads
= AW a1 Av B EAE, s o] Al
jol ol JaFS FrE Lee(2012)2] A+A4e} FAHI W
Eptt. whebA] Anizie] FAgky 8R1e RIEAF]7] QeI A&

A2 AolEolA] AFL FulA AT ool B A
Yol A=, AF AT 5 vl ol Folold 5
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RO ARETh E FEAGR1S WA Sk 3

N

A7)ge] A8 AFHRITFE T F AR Alo|EL A
g s Bd =88 £ Favt Jon, dnjaie AR
g B3 e gk
ZEE Fo] AR QA ot e ZoE AlEH.
et 2 AW oA AAAE A e A
TFrjolze] FEE wA= 2o vt 7Hd3E AP EHH
ol AAAHZNA AF P 9] VESETL 2O AT
oz S vRichks AYATE2] A3H(Cherengvart, 2012;
Choi, 2012; Lee et al,, 2012)9} FAFHS & &= UiT). Wb
A/d7Av oA SAAE BRSSP o] e
o L FE= o871l A, A, e 2l
et Heks Fa PREEE BYoRH AR Frt

A &H0l TAGAZ AHBEE FoF T Aot}

)

5 4

rh

rie

ATE H2 w5l Jde MEL ApdAdsETe]
Al ad@rAm oA o] A F A RS sl
thell Lot A} she A=, A7 A AF T
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o Aol wel] mXe el sl AuEgitt.

A7 AR 3 AARE ot 2

A, 287l A A AF 7] o857 T A,
ZBA, 43 AEYE e 9 MiAE Aew
st A acle] FufriERe] ol YL miA=
a7 2e] 7 ERIE0] TSl 9L mixlvke A
A7l At AR 2o B 5 3R, o 7| A
540 AR 7Ho] AAF oAl el
S PRIE ACR olaid 4 AT A a<lo] )
U S viAE AL d7EAE T8 287 &
22 RSeS| a7 el AAAlE Al e
0185715 =7l f8l vFdt oMlES AlFsAY, FE, vt
delA T4 gt ZRRAS B3 SAES FoITeEA
AR S Folet] H4S 71olor & davt
Ve AR AlRdEY. HEATA

2
o
=}

Fe vAA e AoE veht AgdTEs o dAE
ERASIT}. av@Am2olN A o] Al A 2oL
k] Rohe T o® Qlelf Aol ek AEAIE] T2t
ARE AlF] e ARE D2 F e A= Pkt k=
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