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7)) A TR HAER SA AT

Ashe wAdA wEALE, Auag JRE A3
B FE e B AASE ojde APATE FE5
Todd(1996)& AHg Btk & dolAe Adstel e 2& 31 $5o

2 At RE 352 de 2%A @u0i)” 2RE v 2" 07

EAY FRA
of

Javenpaa and

Tl AAE ol de ARATFE FEstel MUA1N9E AgATHE o
FoANE FHAA B B 34 FBow FAHN BE FEE A9
984 guAR)” 2RE s a29G@0)” A4 78 dAER 2459

o

6) e~

e-T= Szymanski and Hise(2000)2] A5 3oz £3dYA, A
tolA, Ato]E vl g AFARY kA om FRE] A Y6t
ooy Sl @ Au A AT AP L= dig dwkAQl
B et

e-FE£L olde MPAFE FH1dte] Szymanski and Hise(2000), Lee

et al.,(2000), Crooni et al.,(2000), Oliver(1999)= AF&3lth. E ol A



2o FARe] BE §2e Q¥ 134

oot

o e-WHol die £ 370

2o(14)” =258 v 20 7H)” 7HA 7 AAER SA 5

7) e-loyalty

aAol oz ZpA AL A& SA A lEE ol &t = AHE
ojm] gk},

e-loyalty= AdATE 1139 Hoffman and Novak(2000), Anderson
and Srinivasan(2003)= AF&3tA . & AFol A &= e-loyaltyol tisl =+
67 FEor FAst BRE ¥ ‘A 294 @u03)” =FE vl¢

a8 74)” A 7 HAER ZH e

8) AT 9=

AT o= aAo] vele A HHow dA ] Mus FH A

et
(z
J

gto] o] & Zhe A B wkE FulEy uAFAE o v g

A orE APAFE Farde]  Fornell(1992), Javenpaa and
Todd(1996)& AF-8 3 A th.

AT E A gxdd gs] F= 3 dHoR FAS e REE

< Add €A ¥uad)” 25E e 2207H)” 7AA 7H g ER

2 oA AR S 95t SPSS 12.0 versions ©]&3FA T A E A9

W4 dads AR el A== fAAdS AAsAT

_37_
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AlsEaL, <557l
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qEL A
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V. 23

52

o)

1L AT AFEATH 5A

FzolA AAAFSs skl & A

Ao <E 1> 2k
HoSEA T 20724417F 3637(96.9%), 257294 127

AFA HE2= A 5ol 1299 (34.4%), 7ol 10678 (28.3%), A 66
(17.6%), 45 A 407 (10.7%), 74714 347 (9.1%)°] 3L t}.
7H F U2 30074009 mRko] 1437 (38.1%), 4007500%E w]wko]
1367 (36.3%), 20073007k mwko]  76%(20.3%), 5007+ o]l 207
(5.3%)°] +=o & YER

<E I> A7 AR 97 FAS%H 54

12

W ol 9w (%)

P o] A} 375(100%)
o o 20-244] 363(96.9%)
e 25-294] 12(3.2%)
5 o o 5} Al 375(100%)
P 129(34.4%)

P 106(28.3%)

2 o A 66(17.6%)
P 34(9.1%)

A7 A 40(10.7%)

Bk o) &t A8 375(100%)
200-300%F & 1) Tt 76(20.3%)

7HA 300-400%F 9 1)k 143(38.1%)
Fp 400-500%F 91 1] gk 136(36.3%)
500591 o] 20(5.3%)

RE 375(100%)
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Aol g A

(18.7%), ool 33] o]/o]l 547 (14.4%), 3-6 °ll

< E 2 >9 2t
W3 eE % 1-23)7F 1799 (47.7%), 229

gk o]

g 013478 (9.1%),
Aol FRugte] 219 (5.6%), 5Ll dHe] 179 (45%)2 co=2 YEy

o}
<E 2> AT gAY AR AL
3 = L= ul 55 (96)
5% 1-23 179 47.70/
AH Y 2 @ 70 18.7%
1 35 33 |4 54 14.4%
e -6 34 9.1%
3l dFdo g 21 5.6%
AFUo 3 17 45%
2 A 375 100%
1A] 7Fo] 2 -2A] Zkw] vt 165 44.0%
A 303 o] A-60 % 1] wk 85 22.7%
v H S ek 24 ko] -4 7hv] vt 73 19.5%
5 o] 4 A 7 30+ w1 vk 34 9.1%
AN ZFo] A -6A] ] qk 12 3.2%
6A ko] A 6 1.6%
2 A 375 100%
WAAE Pl Ess <F 3>3 2o Az B4 T

ElA = 9 ko] 509 (15.7%), = 7puk 37t WE
2D ~AE 5398 (14.1%), ZEF 39%(104%), UEF 341

33 (8.8%), ¥¥ = 307 (8.0%),

m

o} H W fol % 21 (05%), SholH = 21
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<E 3> UdHYA &£ E] AAAF )

o & v = w58 (%)

=2 i 59 15.7%
A= P A e 55 14.7%
0 2 A E 53 14.1%
TEw 39 10.4%

e 34 9.1%

T, Aldk 33 8.8%

B 30 8.0%

Tl F & 2 =9 o] 22 5.9%
B 17 45%

FE 15 4.0%

o] A A % 6 1.6%

F5 6 1.6%

T 2 0.5%

ol 5 &5 4 f{ollk 2 0.5%

ofo] M = 2 0.5%

A7 375 100%

359k ulu 103 275%

5-794 1wl 94 25.1%

2r 9l o] 4 3w el v ul 81 21.6%

) 7-107r 91 v gt 50 13.3%
ERERRUGS 10-2051 ¢ v aF 27 7.29%
o 1) 15 40%

20-30%H¢l v 3 0.8%

40-507F 91 1] g1 2 0.5%

A7 375 100%

EER 148 395%

Apo] = 97 25.9%

. 4 56 14.9%
5 a9 =0 dAE 44 11.7%
=990l 2 A 23 6.1%
FEEAE) 4 1.1%

A 2 0.5%

&3 1 0.3%

A 375 100%
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olgigt A FAY AHAEE FHAHsE WHAe AMSFAH A3 Z(test-retest
reliability), ®WF& 213 X (split-half  reliability), &34 (item-total
correlation), Cronbach’s Alpha(a), &% # % 4l 2 % (Alternative reliability),
7} A7 Al # = (inter-rater reliability) 5°] th. o] Fol A 7F4 W ® 34
o 2 20| Cronbach’s Alpha(a)= ddtdg o=z F ol4e 7ld o=
=9 ol g AAH SBo AN EW, AR AT e WA= 03 1A}
ololt}. AlEAS dolr7] Hste] A W

Cronbach’'s a A& AF=Esith. dwrx o=

= Aow JFEE @t Z WEERY FA guas H

dol 3

Cronbach’s azte <3 4>0) e 9
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<E6>FAA 99AF
Ny | 5= | P- | T- |edx
A= ¥l , el
StAG | & AF |value| value | 3FEA
AFo] E AED =0 Aol
_LTL__E { o
Tz || " ;]qu]xq = 1.250 | .133 |.000| 9.371 | .683
3
S )
AlolE
Tx/ || AETAMe We | 1.190 | .125 | .000| 9.496 | .700
Tkl
/\]-o]E
Fz/ |- A3 A 1 Lok 1.223 | 133 |.000| 9.211 | .663
t] x}¢l
Abel = | A A E AFE
31 xu. AL X =2
T2/ |- EO:E"W 1.000 573
]2}l °
A
A | | sHzst 29e19le | 1.089 | .122 |.000| 8.893 | .582
74
A
AA || AbolE Tz AAA | 1552 | 167 |.000| 9.270 | .899
74
A
A | | AkolE WMol Z T4 | 1.000 584
74
517 L,
N ol P vl
- m= w2~ Al | 531 | .097 |.000| 5.482 | .373
517 B
R AEL 7 648 | .100 | .000 | 6.454 | .461
317 FEE FE
- L AEE TET O 00 714
AEl2 ’I's
, SE RN
As |- EXﬂ; ° 677 | .093 | .000 | 7.267 | .499
[e)
Melst | — 71, 29 2% A 9| 656 | .091 |.000 | 7.194 | .492
MAst | - | AE, FE AF 1.000 745
Tl | = | o AAr zret, Ad | 1.073 | .081 |.000] 13.175 | .756
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A A
o FEE, AATH
an |7 e 1.203 | .084 |.000 | 14.246 | .882
)
— | AAA =" Fn] 1.000 708
A A
c—= | > | An|== 9= | 1.016 | .088 |.000 | 11.577 | .717
e—UE | > | 2l E o] &o] wWE | 1.214 | .097 |.000 | 12.560 | .871
gk AF3E o] =
ez || TR el o 663
0
c—loyalty | — A% 988 |.080 |.000] 12.303 | .711
e-loyalty | — AEH4 Z¢ 951 | .089 | .000| 10.729 | .611
EALO] E R T} 2}
e—loyalty | — = ]MD} 1 974 | .081|.000]| 12.092 | .697
e—loyalty | — |o] AFOJE 331 ©gF| .981 | .082 |.000 | 11.955 | .689
c—loyalty | > | ©] &3% X% | 1.180 | .086 |.000 | 13.773 | .811
e-loyalty | — o] &hPE AH 1.000 678
Ao o 59 B
— 1.231 | .085 |.000 | 14.555 | .873
o= tEALE A A o] of7]
A -] JUETA
e |~ o] &3WE PG | 1.147 | .085 |.000| 13.521 | .780
A F+u o] &£3&E | A=+
7o) ol &BE W AT g 700
o e

_49_




olN

3. 74 %

d

X° GFI AGFI CFI RMSEA RMR
22.20 0.986 0.898 0.978 0.096 014

=2 AgRw x¥ = 2220 (df =5 p = 0.000

oW dTEYe md HPED

olm, GFI = 0.986, AGFI = 0.898, CFI = 0.978, RMSEA = 0.096, RMR =
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Aol E
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A 8] 2
Tl )
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2 E AT E e-wtHo] e-loyaltyo]l dFE Fv o= ysut @
Al b 62 A e A

AA, e-vtSo]l Agu] oo WA= S Ay 2y ded 2o
e-REFol A oo GFS mA= Aom yeun ¥ = 0113, t =
2418). Aol wtEHZ spd wHEZQ S o] T & AFS THlct
7] wZol e-wtSol A FH e FFS F= o=

7Hd TE A EE A

A, e-loyalty A" o= WA+ FIFS AL Ay v #
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HEZE | BF xFs M
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T ol W W82 ok <F 11>3 Zt

N

<# 11> F&23%, A48, HaH

n = 5 & A" av|cd &
AlolEFZ /) AFel —>
Fel H74 0.288 128 160
A - 2] =
IAAB 2~ > AT o= 0.154 .082 .072

Aol Aol A Aol EF /T ALY A Ao el A Ao 1A

S AYERRTY NEF FHAEE WAVSER So] WAL TWH 3
# Aoz ehgrh AT nAAN 29 A AT 4PHos v
L b AgEs w2 Ao® vhehu,

_58_



Y

BK

)
T

m
el

=K

o

IR e

o

Z o] 9.

1

3l

2= Yeyt A 2

z]

K5

¥ K

o A}
= =

3k

g

[}
e-loyalty

[e}

A3 Bt Aol ET2/U A, FEAD/TA, FriaA, A

=

e—4t

[e)

Aul 2~ Fu A A, NS}, e~ e-loyaltyol v

o5 WMET AT o we] v e

Aol E 54

al

B

\mo

3}

S 2 YERT

Aol E Fx T]AFelo] e-WFEo|

1

e-loyaltye] 49T Ale]EFZ/YAR], AN 2 Ful A A, 183

ot

o= eyt Ao e

pE
X
[mt
el
frss

s
OO

—r

a gzE7F AAA S

z9} tlapolo] A E L Aol ES} A A

o WHEo} obAr 1 AbelESE AF YL 2o WEA

=
=

i
H

al

o
T=

Hj
‘mo
4

ﬁ

0

pE
G

el
;OO

o

O;

AbolE G- % t]z}<lo] e-loyaltyo©l

_59_



4

r
A
Nﬂm

—_—
o
il

e

7A

il

Aoz 2354 T

Pgel Aol @

A4 o=

A

ba Aol xS 3 Aa

o
o
Nfo
0

)

3l \.

[¢}

Q

AU A}

a5 ©

Q

1

= 0O T [e)
=& EFolA= AE
Z__'

o= eyt el A

Z

LA AN 27} e

3

B avAzE 44

4r
3

o
aig

~

£l

M

vzel

pE

0

A~
T

ol
o

B

o

Hol A HA

1

NI

i

goldol (&%

|
S

A& sks Al 2=(o]

= vehst. T4 d ol
EIREEE R

-
R

o e

a7 H 2 7F e-loyalty©l

J)

—_—
fie)

Ho

o)
il

N
\_ﬂ\mo

Tu A A 7T e

S

e

o

s

Aol o] FujAA kAol

)

el
;00

o
OO

| 242 ZAolv. b Fuf A= e-vt=ol

(0]

]

1l

bz

= uEyt el A At

ol

[e}

Tl A A7} e-loyaltye©l

=

—_—
o

_60_



Gl

=
B
NE

)

=19

N
=19

of Al=7ke] A=dd AR &l

=
-

2 A 27t dvht 2

1 4]

=X

7§13} (5t

o Yeyd.

7he13}7F  e-loyaltye©l

Jol o

=S

—_—

B

7

jze]

B

R

el
frol

o
OO

o

°]

O;

e-loyalty 2

= Yepd.

=
L}

1

-
R

e

1

0]
pal

o
=7 o

(e}
I e-loyalty&l= wjj 7}

o] & o

o

HA

)

o]

el

S BHoF1 e-loyalty 9y
o] Al o] o

o

A =+
e-loyalty .t} = e-vF

T

Al o] o

A

=
=

e—loyaltyoll

)

o

o A+

=
==

1

-
R

u 5ol e

171

o) 5

[e]

=

T
™

Al

=

fu—

bol = o

°

=
=

T

RS

-
e—loyalty 7}

e

hSS

= [e] =z -
TS T

O;

o] e-loyalty7F A 7+mf 2] =9

]

=
=

A el A%A e T
o vhebwch

o

s
a-

=
T

g 7]

-

o)
AA

P
T

o)
=

N
=

e}

s

L

[e)

AA . e-F e-loyalty 2

=7} e-loyaltyoll

e—

W oA R 2 ATl A

o)

A= ol

7

ol A =A<l

_6‘]_

o] e-loyaltyol 9IS F+

=

wgk A e-loyalty 9

1

A=s
hEY



Nl

o

el
Ho

ﬁ
o
o0

H
N

=K
e

-

M-
H

~

B!

o#a
<R
ol
T
i
Tor

!
=N

Mo

il

)

olg}al AR ¥ T},

Aol EZ} A\ EA 0w AT

e-loyalty ¢} e-wF

ki3

b

o
p8A

o ek "Akel,

Apol &

ki3

ot

\mo

1}

vl A A

|

i
o

il

0

i

ol

vzel

)

=

Ao

-

slol Al 20t o] o2 o

F ol
o o A

&
I

N

ol
vze]

o

gatow

N
=

ojt}. 20th ¢

ZO

KN
R

of We o7l Yoze wu Y

7ol A
] of

I

lgnyd

Ealel
==

ok

9}, wehA

3ol
AP AT o)

ki3

i

)

A= o

K

4gg Lotnr 9

[
=

]
<H

EEE

k)

Y 7 Aolek & o oo

= 1}
L 1=

A A ol A

9101

T g el

o
=

_62_



1

0]
pal

o] &

b0t

[¢]

S

ALolEGt /T Ak, A/,
Ao =g

=

=

1

R

Aol A

R,

e}

aAAN 2=, A, FelAAle] 5717

o

4] ¥ o] 4

A

7

=
=<

al

=

-

L

w/ARAE AL
Aol A

el
T

bt
bol 4

9

°©

el

ool A

of & Zo|t}.

oy
00

2o

-

R

A ol A
_63_

o

el
T

Ao e g

[e]
e+ A



Ad(2002). AHY £gam S AAFE W nAofze .
F Y AT, 17(4), 247-273.
21 A03(2001). ¢JE 4l _.757/1(_:] S E /(JEIH 5&7 o} = _Etiu]-_f,_ Q9] 78]5]"44

" 21- 0

AEA, o] A(2001). QAEWN &

Mﬂ

Ao SARE FoldE AR R
1. FAFEFH T, 5(6), 125-127.

AAY, 2FA2000). AU &BBAe AuA FAE(e FAHE)
wARY. Y7, 33(2), 573-599.

A5, AEA1999). F AE £BE AR D WAFA. FHE
4, 11(10).

DAN999). AEU YA £u R BAGL ] B AFENG B
oo o £u]F LiFE FYoZ At

AL 4] 4=

o

T &, oS R(2001). 2k sHAAE S el FFS VA= 2
A AEEA O BIAT. § 5973 =], 25000

AFE, A4719(1999). AdHU HAExALE &8 Alol¥ &= Al
WA GG H 55, 9(2), 133-150.

A& (2000). UEY ppAGAIH A ALo]E - wEEQ Q1o e o
Mot al HAFehe] =

Az

_4

L EAL1997). Effect of visual design on the emotional
usability of customer interfaces, 4% ¥H 9 7(1),

113-138.



3815/, 51(6)

oy

3(2),
} 5] 4],

[,
9/

o 73,
1y

Iy,

p4

ol

7,

LT

I ES

o

]

3%

79739

i

0]
hal

1

Iy,

o

A

Q1B 7}
18-32.
39(5).

4 8] #(1999).

ol

7

pa—

el

o
w

zel

B

o}
)
Bo

1 &

eehe

4, A9L(1999).

<

Information

o 4.

al

XH

)
B

Rl

H A 2 E

o

3/, 1(2), 123-136.

5}
[,

FHY99R

A

0
pd

Systems Review,

B

22(1), 83-102.

.&0
~

B!

o

il

p—

<

NI
=
=

!

2o 7} )

5 o177, 13(3), 131-1409.
o] &

A A
AE Yl FETHEIES oo nxE

31(3), 769-786.
X

kel &

£ H1 41 (2002).
YH A", 13, 73-96.

131-140.

o]

’

&t

]

]

’

S|
1(2003).

)
Z

=]
=

ul
=

ol

7

S
oy

17(2), 113-145.

oFA 817,

AT



1] ]

F ol

%

b o

s H[RFEFA 7, 13(4),

AT
1}

1

0]
pal

s

o o

-
R

FH 8o 57, 11(4), 135-153.
H] ]

Tl 2] Aol
77-100.

, ©]=3](2001).

B

=
o
A

}

o
j

o

7

\_._mo

T
OO

I

353-376.

3 vHAE

jze]

A

—_

T4 b4

. The Journal of

Information Sy stems Review. 1(2),
8] 2~

3], 97-106.
- AAEA

Namseou! Univ. 7.
LR

7% ..

o

o} 7

(1999).

2]

TIPS

ok

7, 13(4). 120-129.

R

=13
[,

121

Rl

21223 o ofl A

7795

1

ke,
!

(1996). 7t
d .
(2001).

O;

1

A

=

<

1}

=

o145, A

~

o
T

& 8
o F-tu QB Yl AlgAE oz,

A YA Y

1(1998).

ol &«

T

Gl

Tor

Tor

ol

o

7@/7

gY3}E

HAPFA N EC

o] =5 (1997).



o1 7. Fphe I Al A ALeh gl
o] 3], B F(1997). AL WA, 2 F AL
oJ 77 (2002). e-SEVQUAL: ¢IElYl Avl~ F29) Zulx P33 =,

nl A& 5%, 17(1), 63-95

ol &, WAE, AT, °1FA(2000). AAFA#HA ] wiAE, STHAL
olFE, HF4(2000). 7HFEAG oA A B uAZE AAAS] AP
o Aapigel] # AT 797, 5(2), 1-20.

ol g7], A=, 9 (2002), dA] uA FHAd AHFE Pl

ek Wb, adan u AR mAs % FITET
31(2), 373-404.

o] -(2000). /HY a4FEL FE ofo HAHQl I A AAY

o, AAA, ol r(2001). AEHU L Eel e AT AAQ
. gl A B A Y, 3(3), 131-132.

oj A, frE, °o]&71(2004). e-B M=o QoA § FZAEAo] ¥AF
A3 A= WA= GF FFFIH G A, 29(4),
73-94.

olgh, d(1999). MnAFHAay Mnls THA. FgFrpAEAE, 102)
77-99.

o] 5 (2000). HAE Althe] M= viAY . =4 A, 578
o] &4 (2000). AW H o], A& wsHA AL 250-264.

FAZ2001). AEIL A FujEFe] FFS WA= a9 dw FY
% 343], 17(1), 63-95.
e, wHBr(1999). HEFA R i ARG nAWHo] e



2Q201999). JHY 2GE g5 AHLE FFe] B dFH o

ol

AN Sk A A9 =R

A NA998). Fl AAZ e A Y BEHG L gt B A

HAAok2005). MAMl2dE ol F o xuAg AFel B AT BAY

o777, 17(4), 27-46.

041999, UL Fit oFado #it o7 Swvistm gety A

o

AERES

A7 (2006.4), 200610 4¥ AtolH &g E FTAEA A3

KNP(2006.4). AF-3at9t7] ®aA]. (http://knp.adic.co.kr).

Alba, J., Lynch, J.,, Weitz, B., Janiszewski C. R., Lutz, Alan Sawyer, A.

Allen, C,

Anderson,

Bakos, J.

& Stacy Wood S.(1997). Interactive homshopping:
consumer, retailer, and manufacturer incentives to
participate in  electronic = marketplaces. _Jowrna/  of
Marketing, 61(July), 38-53.

Kania, D. & Yaeckel, B.(1998). Internet world Guid to

one—-to—one web marketing. Jo/in Wiley & Sons Incs,
New York: 83-106.
R E. & Srini S. Srinivasan(2003). E-satisfaction and

e-loyalty: a contingency framework. Zsychology and
Marketing, 20(2), 123-138.

Y.(1997). Reducing buyer search costs: implications for
electronic marketplaces. Management Science, 43(12),

1676-1692.

Bitner(1992). Servicescapes : The image of physical surroundings on

customers and employees. Jowrna/ of Marcketing,



56(April), S7-T1.

Bitner, M. J., Stephen W. Brown, S.W. & Matthew Meuter, M.(2000).
Technology infusion in service encounters. Jowurna/ of
Academy of Maréceting Science, 28(1), 138-149.

Cameron, M(1999). Content that works on the web. Zurger Marketing,
1(November), 22-58.

Chiou. J-S., Cornelia Droge., C. Hanvanich, S.(2002). Does customer
knowledge affect how loyalty 1is formed. _Jowrna/ of
Service Fesearch 5, 113-124.

Chau, P. Y K., Grace Au, and Kar Yan Tam, K. Y.(2000). Impact of
information presentation modes on online shopping: an
empirica ealuation of a band interactive shopping service.
Journal of COrganizationa/ Computing and Electronic
Commerce, 10(1), 1-22.

Chen, Q & Well, W .B.(1999). Attitude toward the site. Jowrnal of
Advertising FResearch 2(3), 27-317.

Cliff, Allen, C.(1998). Internet world guide to one-to-one web
marketing (Internet World Series).

Day., R., Denton, R & J. Hickner(1998). Client selection and retention
criteria some marcketing implications for the small CPA
firm. Jowurnal of professional services Markeling, 3(4),
85-91.

Allen, D.S. S. and Basu, K.(1994). Toward an integrated conceptual

framework. Journal of the Academy of Marketing 3(2),
99-113.
Szymanski, D. M & Hise R. T. (2000). E-satisfaction an initial



examination. Journal of Retailing Marketing, T6(3),
309-322.

Desouza, G.(1992). Designing a customer retention plan. _Jowrna/ of
Business Strategy, 2(3), March/April, 24-28.

Donovan, R J., Rossiter, J. R  Marcoolyn, G. & Andrew Nesdale,
A.(1994). Store atmosphere and purchasing behavior.
Journal of Retailing, 70(Fall), 283-294.

Dreze, X. Zufryden, F.(1997). Testing web site design and promotional
content. Jowurnal of Advertising Fesearch 37(2), 77-91.

Eighmey, J.(1997). Profiling user responses to commercial web sites.
Journal of Advertising Fesearch 37, 59-66

Flavian, C., Guinaliu, M. & Gurrea, R.(2006). The role played by
perceived wusability, satisfaction and consumer trust on
website loyalty. Znformation & Marnagement, 43(1), 1-14.

Focazio. M. T.(2001). The e-factor. Amacom.

Fornell, C.(1992). A national consumer satisfaction with service. 2
Advance in Consumer Fesearch 1(2), 123-130

Gabarino, E & Marks S. J(1994). The different roles of satisfaction,
trust and commitment in customer relationship. Jowrna/ of
Marketing, 63(2), 70-87

Gefen & Straub, D.W.,(2003). Managing user trust in B2C e-Services.
E-Services Journal, 2 (2), 7-24.

Gommans. M., Krishanan. K. Scheffold, K.(2001). From brand loyalty to
e-loyalty: a conceptual framework. Jowrrna/ of FEcornomic

and Social Fesearch 3(1), 43-58.



Hoffman, D L. & Novak T P.(1996). Marketing in hypermedia computer
mediated environments: Conceptual foundations. Jowrnal/ of
Marrketing, 60(2), 50-68.

Hoffman, D. & Novak T. P.(2000). How to acquire customer on the
web. Harvard Business eview, (May-June), 179-188.

Holland, J & Stacey M. B.(2001). Customer participation in creating site
brand loyalty. Jowrna/ of Interactive Marketing, 15(4),
34-45.

Howard, J A.(1974). The stucture of buyer behavior. Consumer
Behavior: Zheory and Applicatror, Bostone.

Jacoby, J & Kyner, D. B.(1973). Brand loyalty vs repeat purchasing
behavior. _Journal of Marketing Hesearch 10(February),
1-9.

Jacoby, J] & Kyner D. B.(1975). A brand loyalty concept: comments on
a comment. Journal of  Marketing Fesearch,
12(November), 484-487.

Jacoby, ] & Chestnut, R.W. brand /lovalty -~ measurement and
marnagemerns New York: Jone Wiley & Sons.

Jarvenpaa, S. L. & Todd, P. A.(1996). Consumer reactions to electronic
shopping on the world wide web. Znternational Jourrnal! of
Electronic Commerce, 1(2), Winter, 59-88.

Jones, T O. & W. E (1995). Why satisfied customer detect. Harvard
Business Feview, 2(3), (November-December), 88-99.

Gagliano, K B, & Hathcote J.(1994). Customer expectation and



perception of service quality in retail apparel speciality
store. Journal of Services Marketing, S(7). 121-130.

Kent, P. & Calishain. T.(2000). Znternet marketing and promotion.
Lopfloor publishing.

Kim, J. W.(1997). Metaphoric navigation aids for cybershopping malls.
International Journal of Management science, 3(2), 1-27.

Lohse, G. L. & Spiller, P.(1998). Quantifying the effect of user interface
design features on cyberstore traffic and sales. In CHI'98
Conference Proceedings. ACHM Press. April 18-23.

Lohse,G. L. & Spiller, P.(1998). Electronic shopping. Comwnunication of
the ACM, July, 17-34

Luedi, A. F.(1997). Personalize or perish. ZAM-FElectronic Markets, 7(3),
22-25.
Menon, S. & Kahn, B. (2002). Cross category effects of indused arousal

and pleasure on the internet shopping experience. Jowrrnal
of retailing, 18, 31-40.

Mittal, B. & Lassar, W. M.(1996). The role of personalization in service
encounters. Journal of Retailing, 72(1), 95-109.

Oh, H. C.(1995). An empirical studyv of the relationship between
restaurant image and customer /oval/ty, unpublished ph. d.
dissertation. Virginia Polytechnic Institute and State
University.

O'Keefe, R, M. & McEachern, T.(1998). Web-based customer decision
support systems. Communication of the ACM, 41(3),
71-78.



Oliver, R L.(1980). A cognitive model of the antecedents and
consequences of satisfaction decisions. Jowrna/ of
Marketing  Fesearch Vol. 17(3), 460-468.

Oliver, R. L.(1981). Measurement and evaluation of satisfaction process
in retail settings. Jowrnal of Marketing, 57(3), 25-248.

Oliver, R. 1L1.(1989). Processing of the satisfaction response in
consumption : a suggested framework and research
propositions. Journal of Consumer Satisfaction,
Dissatisfaction and Complaining Behavior, 2(2), 1-16.

Oliver, R L.(1997). Satisfaction' a behavioral perspective in he
comsumer. The McGraw-Hill Co. Inc.

Oliver, Richard L.(1999). Whence consumer loyalty. _Jowrna/ of
Martceting. 63(Special Issue), 33-44.

Oliva, T. A., Oliver, R. L & MacMillan, I.C.(1992). A catastrophe model
for developing service satisfaction strategies. Jowrna/ of
Marketing, Vol, 56(3), 83-95.

Page, C. and White(2002). Web equity: a framework for buolding
consumer value in online companies. Jouwrrnal/ of Consumer
Marketing, 19(3), 231-248.

Park, C. (2001). Discriminating factors of cyber shoppers in
korea: focused on computer-mediated communications and
perceived risks of cyber shopping. Quarterly Journal/ of
FElectronic Commerce, 12(2), 147-155.

Pamer, J. & David A.(1998). Griffith an emerging model of web



site design for marketing. Comununicatron of the ACHM,
45-51.

Peppers, D. & Martha R. (1994). 7he one to one juture’
building relationships one customer at a time. 3-17.

Raj, S. P(1982). The effects of advertising on high and low
loyalty consumer seg-ments. Jowrna/ of Conswner
Lesearch, 9(4), 7T7-89.

Reichheld, F. F.(1985). Loyalty-based management. Harvard ZBusiness
Feview, 71(March/April), 64-73.

Perterson, R. A.(1997). Electronic Marketing: Vision definitions, and
implications, electronic marketing and the consumer.

Reichheld, F. F.(1993). Loyalty based management. Harvard Zusiness
Feview, (Mar-Apr), 3-4.

Reichheld, F. & Sasser W. E.(1990). Zero defection: quality comes to
services. Harvard Biusiness Feview, 68(6), 105-113.

Reichheld, F. & Schefter P.(2000). E-loyalty: your secret weapon on the
web. Harvard Business Feview, 73(4), 105-113.

Rossi, G., Schwabe, D., & Guimaraes, R.(2001). Designing personalized
web applications. in Processing of the 10th International
World Wide Web Conference, 6(May), 1-5, 275-284.

Schaffer, E.(2000). A better way for web design. Znformation Week, 784,

May, 1-194..
Schultz. D.(2000). Customer/brand loyalty in an interactive marketplace.
Journal of Advertising Fesearch, 40(3), 41-53.

Sheth, J. N, & Parvatiyar, A.(1995). Relationship marketing in marketing



in consumer markets: antecedents and consequences.
Journal of Academy of Marketing Science, 23(4), 225-271.

Shon. C. & D. Lee, D.(2002). Trust to build customer’s loyalty in
internet markets. Decision Scrence Institute 2002 Annual
Meeting Proceedings, 657-661.

Smith, S.(1998). How to create a plan to deliver great customer
service, iIn R Zemke & J. A. Woods ed., Best Practioes in
Customer Service, Amacom, 55-66.

Spiller, P. and Gerald L. L(1997). A classification of internet retail
stores. Znternational Journal of Electronic Commerce,
2(2), 29-56.

Spiller, P., Loshe, G.(1998). A alassification of the internet retail
stores. /nternational Journal/ of FElectronic Cormmnerce,
2(2), 29-56.

Srinivasan, S. S., Anderson, R. & Ponnavoulu K.(2002). Customer

loyalty in e—-commerce: and exploration of Its antecedent
and consequences. Journal of Fetailing, 78, 41-50.

Sterne, J.(1996). Customer service on the internet. Josn Willy and
Sons, Inc: U.S.A.

Sterne, J.(1998). The world wide web was made for customer
service. in Zemke, R. & Woods ]J. A. ed., Fest FPractices
1 Customer Service, Amacom. 297-304.

Sterne, J(1999). World wide web marketing: integrating the web
into Your marketing strategy. Jo/n Wiley and Sorns, Inc.

Surprenant C. & Solomon(1987). Dredictability ad dersonalization in the



service encounter. _Journal of Marketing, 51, (April),
86-96.

Szymansky, D. M. & Hise, R. T.(2000), E-Satisfaction: an initial
examination. Journal of Ketailing, 76(3), 309-332.

Swaminathan, V. Lepkowaska-white, E. & Rao, B P.(1999). Browsers or
buyers 1in cyberspase? an inverstigation of factors
influencing electronic exchange. _Jowrna/ of Compiter
Mediated Commurnication, 2. 179-190.

Weber, R. Brown, J.(1987). Weldon. cognitive maps of environmental
knowledge and preference in nursing home patients.
FEnvirormmental Aging Fesearch 11, 58-T1.

Wing, M. J.(1997). Talking with your customer. Arthur Anderson.

Yu, Y. T. & Alison, D.(2001). The contribution of emotional
satisfaction to consumer loyalty. Znternationa/ Journal of
Service Industry Management, 12(3), 234-250.

Zeithaml P. A., & Leonard L. B(1985). Problems strategies in services
marketing. Journal of Marketing, 49(spring), 33-46.

Zemke, R. & Connellan, T.(2001). E-Service. Amacom.

Zins, A. H.(2001). Relative attitudes and commitment in consumer
loyalty models. Zntrinational Journal of Service Industy

Management 12(3), 269-294.



ABSTRACT

A Study on The Effect on e—loyalty Depending on

Internet Shoppingmall Characteristics.

Hur, Song Hee
Dept. of Clothing
The Graduate School

Sungshin Women’s University

This research attempts to present basic materials that can be
applied to marketing field by finding out the purchasing behavior on
fashion products and relationship with e-satisfaction, e-loyalty and
re-purchase intentions followed by internet shopping mall characteristics
by setting buyers in their twenties at internet shopping mall as
subjects.

Therefore, the following subjects of study have been set up in this
research.

The influence of internet shopping site characteristic factors like
site  structure/design, product display/assortment, customer service,
individualization and convenience in payments, etc on satisfaction and

loyalty of users have been investigated and whether the satisfaction and



loyalty of users have influence on re-purchase intentions is attempted to
be examined.

As the subjects of this research, the investigation was centered on
consumers in their twenties who have purchasing experience in internet
shopping malls and while the questionnaire survey was performed on
420 people, the final 375 copies were used in the analysis. SPSS,
reliability analysis, correlation analysis, confirmation factor analysis and
Amos have been performed for the data analysis.

The summarized results of this research are as follows.

First, this research has examined the shopping mall site
characteristics which influence the formation of e-satisfaction by
customers.

Site structure/design, product display/assortment, payment and
individualization were shown as having the righteous influence on
e—satisfaction. In other words, the site structure/design such as product
classification of shopping mall fashion products or systematic sections of
the search and types of information’s diversity, design of the site,
structure, display like maps as well as simple and convenient payment
method were shown as creating e—satisfaction.

Second, the relationship between internet shopping mall site
characteristic factors and e-loyalty have been examined.

In case of e-loyalty, it was shown as being influenced by site
structure/design, customer service, payment as well as free services,

support of community activities and personalized services such as



providing mileage and giveaways.

Third, the influence of e-satisfaction and e-loyalty on re-purchase
intentions have been examined.

The e=satisfaction was shown as being somewhat higher than
e-loyalty while e-satisfaction was shown as giving significant influence
one-loyalty.

This result shows that the degree of influence is shown as being
great when e-satisfaction goes through a parameter called e-loyalty
toward the re-purchase intentions and shows the importance of
e-loyalty.

Fourth, the influence of e-satisfaction and e-loyalty have been
examined.

Despite the fact that e-loyalty and customer satisfaction are in
relationship that cannot be separated in terms of the relationship
between e-satisfaction and e-loyalty, the fact that e-satisfaction is a
preceding concept of e-loyalty could be diagnosed on preceding
researches in which the suggestion on correlation between satisfaction
and loyalty, suggestion that satisfied customers aren’t adequate to be
explained as loyal customers, a suggestion that customer satisfaction is
not the proxy variable for loyalty and the suggestion that it is not the
indispensable factor for increase of customer service or customer loyalty
have been mixed. In addition, the influence on loyalty and re-purchase

intention could be in proportion.
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