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Abstract This study examined the influence of service quality, information quality, system quality,
relationship quality, and product quality when purchasing fashion products from online shopping malls.
The effect of behavioral reuse intention and repurchase intention was verified, and the difference
between the consumer characteristics and quality factors was also investigated. The results are as
follows. First, in consumer characteristics, only gender and major showed significant differences in the
online quality factors. Second, when purchasing fashion products from online shopping malls, the
intention to reuse online shopping malls showed significant differences in service quality, information
quality, system quality, and relationship quality. Third, there was a significant difference in repurchase
intention, and two quality factors, service quality and information quality, had the strongest influence
on the repurchase intention when purchasing fashion products from online shopping malls. This study
is meaningful in that it is differentiated from previous related studies that did not subdivide products
by analyzing the repurchase intention by expanding the online service quality to five factors targeting
only fashion products, which are specific products.
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Table 1. Subject of investigation characteristic

Division N %
Male 95 40.3
Gender Female 141 59.7
Total 236 100
Fashion 99 41.9
Major Etc major 137 58.7
Total 236 100
1 Grade 36 15.3
2 Grade 61 25.8
Grade 3 Grade 53 22.5
4 Grade 86 36.4
Total 236 100.0
Seoul, Gyeonggi-do 108 33.9
Residence Jeolla-do 128 66.1
Total 236 100.0
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Table 2. Relationship between gender and online quality factors

) Gender Gender N Mean Deviation t-test
Quality Factor

Male 95 4.0789 0.6202

System 3.570
Female 141 3.8652 0.9102
Male 95 4.2333 0.7375

Information 4.327*
Female 141 3.8723 1.0963
Male 95 3.9649 0.6662

Service 6.826™*
Female 141 3.6868 1.0304
Male 95 4.1456 0.6502

Product 0.658
Female 141 3.9870 0.6673
Male 95 3.5193 0.7617

Relationship 2.228
Female 141 3.5898 0.8260

*p<.05, **p<.01
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Table 3. Relationship between major and online quality factors

Major
Major N Mean Deviation t-test
Quality Factor
Fashion 99 4.0556 0.6254
System 10.175™*
Etc major 137 3.8759 0.9177
_ Fashion 99 4.1684 0.7508
Information 8.785™*
Etc major 137 3.9088 1.1103
Fashion 99 3.9091 0.6616
Service 12.132%*
Etc major 137 3.7190 1.0493
Fashion 99 4.0673 0.6933
Product 0.053
Etc major 137 4.0389 0.6436
Fashion 99 3.5808 0.7862
Relationship 0.595
Etc major 137 3.5474 0.8122

**p.01, ***p<.001
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Table 4. Online Quality Factors Influencing Reuse Intention

Quality Factor|Unstandardized Coefficient Standardization Factor
Behavior Intention B SE B t
Constant -0.221 0.206 -1.072
System 0.143 0.063 0.120 2.277*
Information 0.355 0.065 0.361 5.424™*
Reuse Intention
Service 0.392 0.066 0.370 5.904***
Product 0.071 0.067 0.049 1.050
Relationship 0.102 0.050 0.084 2.041*

R2=.755, *p<.05, **p<.001
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Table 5. Online Quality Factors Influencing Repurchase Intention

Quality Factor|Unstandardized Coefficient Standardization Factor
Behavior Intention B SE B t
Constant -0.146 0.246 -0.595
System 0.100 0.075 0.081 1.340
Information 0.306 0.078 0.301 3,018
Repurchase Intention
Service 0.462 0.079 0.421 5.823%**
Product 0.064 0.080 0.042 0.794
Relationship 0.096 0.060 0.077 1.615
R2=.674, **p<.001
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