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The Effect of Purchase Reviews of Internet Shopping mall on Benefits Sought of
Sales Promotion, Fashion Customer's Purchase Satisfaction, Repurchase
Intention, and Word-of-Mouth Intention

Su-Jin Lee and Su-Yun Shin'
Dept. Clothing Science, Seoul Women's University; Seoul, Korea

Abstract : With the development of modern society, not only have the Internet and e-commerce been progressed but
they also made 'consumption patten' diverse. Despite the internet clothing market growth, there is critical a disadvantage,
which is consumers is not able to wear the products presented via online pictures. Thus, pictures on the internet are the
only information customers can get, which has caused consciousness on the importance of dealing with 'customer review'.
In spite of the fact that 'customer review' has undeniably evolved to be one of customers' essential requisites, the research
on this subject is very limited. Until now, the studies on the internet shopping consumers' behavior mostly has to do with
the features of 'customer review' such as 'a sense of exaggeration', 'usability', 'duality' , 'purity', 'professionalism/, 'reli-
ability', and the 'similarity’, etc.) Therefore, this study categorizes the characteristics of online shopping reviews to 'the
number of reviews', 'the article-length', 'the existence of photos', 'the rewards for reviews', 'the contents of the reviews'
and 'the freshness of the reviews' and reviews the impact of an features of 'customers' reviews' affecting the internet shop-
ping sales promotion. Moreover, it is to contribute to the marketing strategies of a shopping mall by analyzing consumers'
'purchasing satisfaction’, 'the intention of repurchasing', and 'the factors of viral marketing'.

Key words: purchase reviews of internet shopping mall(¢1Ell<z38 & v} ¥7]), benefits sought of sales pro-
motion(Zvl &7 13 8)), purchase satisfaction(7-7] ¥+ %), repurchase intention(# 7 2] =), word-of-mouth
intention(7- 7 ] &)
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3.1. o7 2

& Aol FAHR] ArEAle thed

ATEA 1L B B el ] 549 P8 4E
g

ATEA 2. QB SFEolAe] AjER FraEe] 74
LB~ ‘s'%f‘ﬂﬂr

ATRA 3. AULH BN ARAFE 79 A FoE7H
BuE FralEe] mAE 9P Johuch,

ATRA 4. QY BB FAE 7Y A o)
I} Fol, AT, 7RSI BIAE
Qe Polurt,

32. SHET ¢ K22y

B A AR AEAE S B4, 28Rl S3E
o] S Fpae, viEE 2 Aeles, 1 oo
B3 Lujs)se] EA :7_;4—/ Ol EAA EAo) B3k AEO

2 AU 7 E AE SgEoA AAES ol
g A &Rt Falske Feler]E FAIR § Jeong (2010)9F
Lee(2012)9] AAyATLE FAsA L, FujEH7 F13 =2
Chandon et al.(2000)8] S7Z 7122 &1 el 29| 7
mjE7l0] sjAin|Rle] Fafalsel] WX Pl A ATLE
FAZ 3 Yu010)7 Kim(2010b)8] ARFATE Farsle] =
Ao B weE 4 - Beksle] A7E sl

TR 2 Apuos, £ g=E A7) fs)
Lee(2013), Kang(2011), Park(2010), Seo(2008)] 1-olA] A}
S5 TS B Ao SHd 9A 74 - RSty et

Table 1. Definition of benefits sought of sales promotion

Benefit Definition
. Customers find it interesting for participating in sales
Recreational . . g 1o p P g
promotion such as prizes, contests, free gifts,
benefits . .
membership, and points.
Monetary ~ Customers consider it reasonable for saving money
benefits ~ through membership points. etc.

Informational Customers are satisfied with information given as a
benefits desire for seeking a wide variety of products.

Customers are more likely to buy products because it

Convenience is beneficial to acquire information of product quality

benefits in accordance with finding right goods in a short
period of time.

Zw, ApnlelE, TANES 53 TR PPNE 25
om, s agebel 53, <88 2% kel 138

] 2

54 HAE =2 Stk Ak 418 218l Cronbach's o,
HIRA] - Q0154 (Factor Analysis), TF8| 34, T<=3]7&

A& AAsislen 283k 54 31712+ SPSS 18.00]tt.

3.3 A7oia A xtEH

2 ATEs H2 19 B9t JE B EoA HAAES T
h=i] fe=]
=

sk FHFAE old ATl e Mg F SN
o 200 A0S YO We] EE FE WES Aol
AEZAE UG, 2013 £Y 190 88 20 A

AR QIEIRS} oAU ZARE AAIBIGEAL F 110579 AEAIE 6]
Fapom, dujzAle] A4S o }04 iR SAHYES
A - BeEle] 20139 9 195E 9Y 207K B 2ALE A
Alff}‘zin} F 4007-2] AEAE vjF3le 400571 SFEAL

o] F o] KA AL BT 1655 ALe 384%F
T—';l_‘ ;(]-E_ T"i‘@] ] ]o Ol'M
4. At A =0
41. E2o| EM
AEZAE 53 358 38499 SRl thet ol %A 1F]
B oot Aot WA, 221 £ Ee] o]& e 2= A
AR Bl SHEC] AA 64.0%(245%8)0=2 7 B

%
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FE 19.0%(72%), L 17.0%(67%)2]
gk 28l £ Ee] 13] Hd o]f A2
AZE~1A17F mlako] 43.8%(168%)22 7FF Ekom, A7k
H|9E 34.3%(131%), 2A17~3A17F H]9E 16.8%(64%), 3A17E~5
AIZF mRE SAIZE~10A)17F |k 10X 7 o elEle SHES
Z17F 1.8%(7%8)° HI&RE UEsith ke oF AgeRe
AAME] F7F AA 47.0%(1807)E 7P Wekom, Mgk
21.0%(80), 15 20.5%(78%), I 11.5%(46%H)2] <oz
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Table 2. The Results of factor analysis of the characteristics of internet shopping mall reviews N=384
. Factor . Eigen , AV L
Factor Measurement item loading Communality value Cronbach's o %) Reliability
I write reviews depending on the coupons, or membership points. .837 .856
Reward I write reviews to accumulate coupons, or membership points. 672 723 2.272 .829 16.229
I do not write reviews without achieve coupons, or membership points. .668 737
I do not purchase the products with the negative reviews. .703 722
Content I do want to purchase the products with the positive reviews. .806 .809 2074 311 31.045
I do want to purchase the products with the reviews on the pros and
.645 713
cons of the products.
I read long reviews on the products that I am willing to buy. .854 .854
Length [ do not want to read short reviews on the products that I am willing ’78 289 1.990 863 45258 79.277
to buy. ’ ’
I do purchase products with the recent reviews. 776 812
Fresh P P , , , 1.697 79 57381
ness I do not purchase products with the long-standing reviews. .843 854
. I refer to the fact-base pictures in the reviews of the products that
Picture | il b 805 835
(image) am willing to buy. 1.558 689 68.509
I am more likely to refer to the reviews with the pictures. .664 710
I check out the number of reviews if there are many reviews. .648 725
Number . . 1.507 715 79.277
I do not buy the products with no reviews. .887 .860
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Table 3. The results of factor analysis of the characteristics of benefits sought of sales promotion N=384
. Factor . Eigen Cronbach's AV Reliability
Factor Measurement item loading Communality value « %) %)
Reviewing the customers reviews on the internet is very interesting. .875 796
Reviewing the customers reviews on the internet is very pleasurable
. .887 818
thing to do.
Recreational Revi.ewing the custpmers reviews on the internet helps to be absorbed in 741 643 3.044 882 23.416
benefit the internet shopping mall.
Reviewing the customers reviews on the internet helps to feel more
pleasurable due to the membership points for writing reviews given by ~ .813 .706
on-line shopping mall.
By reviewing the customers reviews on the internet, it is possible to
.898 .855
purchase products more reasonably.
Monetary By reviewing the customers rev1f':ws on the internet, it is possible to 97 899 2647 926 43781
benefit purchase products more economically.
By reviewing the. cus‘tomers re?vww's on the mtf:met, .lt 1s' possible to save 905 855 73738
some money using 'coupons', or 'membership points'.
Reviewing the customers reviews on the internet make it possible to
. . . .840 709
acquire up-to-date information.
Informational Rewewmg the customers reviews on the internet brings information 791 653 1953 71 58.803
benefit which I really need.
Reviewing the customers reviews on the internet brings information of 73 504
new products. ’ ’
Reviewing the customers reviews on the internet is beneficial to decide
.603 .560
what to buy.
Convenience Reviewing the customers reviews on the internet saves the efforts needed 874 760 1.942 737 73738
benefit to find goods.
Reviewing the customers reviews on the internet saves the time needed
. .830 730
to make decisions for goods.
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Table 4. The results of factor analysis of purchase satisfaction and repurchase intention and word-of-mouth intention N=384
Factor Measurement item Fact‘or Communality Eigen Cronbach's Reliability
loading value (%)
I am satisfied with the products that I bought after reading customer reviews. .662 438
I consider it positive to buy products after reading the reviews. 872 761
p L‘erha.Se I believcj that the customers reviews are beneficial and trustworthy to get 852 795 2.609 805 65.222
satisfaction  jnformation of goods.
I am satisfied with the customer reviews services' given by the on-line shopping
.828 .685
mall.
I am willing to purchase the products in internet shopping mall that I bought 756 571
after reading customer reviews. ’ ’
I am willing to access to the internet shopping mall which I consulted customer
. .856 732
reviews before.
R.epurc.hase I am w1111ng.to purchase clothes via online shopping mall with animated 291 793 3464 887 69.278
intention  customer reviews.
I am willing to give first priority to the online shopping mall that I bought after Q48 719
reading customers reviews. ’ ’
I am willing to connect the internet shopping mall which I have an experience
. . . .805 648
of buying products using reviews.
I am willing to recommend the internet shopping mall to friends of mine which
. . . .766 587
I am satisfied with customers reviews.
I am willing to recommend the internet shopping mall with active customer
Word-of-  oviews the people who I know of. 890 792
Mouth " . . . . 2.921 .874 73.026
Intention | am willing Fo talk about th.e.mtemet shopping mall that I am satisfied with 894 800
customer reviews more positively.
I am willing to recommend the internet shopping mall with satisfactory
. .862 743
customer reviews to S.N.S such as blog.
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Table 5. The influence of the characteristics of internet shopping mall reviews on benefits sought of sales promotion
. us.c S.C R?
Variables t-value F-value )
B SE. Beta (adjr’)
reward -.096 .102 -.069 -.944
content 322 .102 227 3.170**
i length .038 .071 032 534
Recreational gt 14 121#%+ 177
benefits freshness 078 074 064 1.051 (.165)
picture(image) .109 .086 .084 1.269
number 218 .071 182 3.092%*
reward 157 .078 138 2.014*
content 203 .078 174 2.603*
length -.002 055 -.002 -.031
Monetary gt 25,830 %+ 283
benefits freshness 060 057 059 1.048 (272)
picture(image) 224 .066 210 3.394%*
number .059 .054 .060 1.094
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Table 5. The influence of the characteristics of internet shopping mall reviews on benefits sought of sales promotion (continued)

reward 135 110 .095 1.223
content -.107 110 -073 -974
Informational length -.097 077 -079 -1.261 091
Benefits freshness -.025 080 -.020 -315 6560 (077)
picture(image) -.098 .093 -.073 -1.051
number -245 077 -.198 -3.197**
reward .000 .088 .000 -.005
content .066 .087 .053 754
Convenience length .198 .061 189 3.224** 15,956+++ 196
benefits freshness 033 064 050 839 (.184)
picture(image) .169 .074 .150 2.284%*
number 130 .061 125 2.139*

p < 05, **p<.01, ***p< 001

(t=2.714, p=0.007), F Nt =2.694, p=0.007)7} =L
o ()] Feldk YIS F= AR vEREon, AX 4
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= M (t=2.726, p=0.007y7} FZH2=ol G+l Felst FF
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Table 6. The influence of the characteristics of internet shopping mall reviews on purchase satisfaction and repurchase intention and word-of-mouth

intention
US.C S.C R?
Variables 5 SE e t-value F-value @ djrz)
reward 013 079 012 167
content 126 078 110 1.609
Purcha§e length 155 .055 .160 2.827** 2143]%++ 247
satisfaction freshness 031 057 032 543 (235)
picture(image) .180 .066 172 2.714**
number .147 054 152 2.694**
reward -.031 058 -.034 =522
content 114 .058 124 1.957
R.epurc.hase length 216 .041 277 5.286** 3636745+ 357
intention freshness 015 043 019 360 (:347)
picture(image) .176 .049 209 3.562%*
number 123 .040 158 3.033**
reward .089 079 .080 1.130
content .090 079 .079 1.144
Word-of- length 154 .055 158 2.791%* 51 4T 248
Mouth Intention freshness 015 057 016 268 (235)
picture(image) .162 .067 155 2.437*
number .149 .055 154 2.726*

p < 05, **p< .01, ***p< 001
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