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The Effects of Return Factors for Fashion Products in Online
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Abstract This study evaluated the main factors that consumers return after purchasing fashion products
from online shopping malls, and analyzed the effects of these factors on return behavior and repurchase
intention according to gender. The data were collected from 313 male and female college students, and
analyzed using SPSS/WIN 28.0. The results were as follows. First, the main factors that consumers return
are the 'product detail information factor,' 'consumer's change factor," 'bad service factor," 'bad delivery
factor,’ and 'quality inspection factor." Second, the difference in return factors according to gender
showed a significant difference in the 'bad service factor.’” Women were more willing to return for
unsatisfactory A/S policies or difficult product exchange policies than men. Third, in the case of men,
the order of 'product detail information factor' and 'quality inspection factor' influenced specific return
behaviors requesting exchange or refund, while for women, only the 'product detail information factor'
had an effect. Fourth, for men, 'product and detail information factors' positively affected the
repurchase intention. For women, 'bad delivery factor' and 'product and detail information factors'
positively affected the repurchase intention. On the other hand, the 'quality inspection factor' was a
negative factor for repurchase intention. These research results are significant because they expanded
the scope of existing related research subjects by further subdividing them according to gender and
provided a basis for the need for specific logistics service policies from a practical perspective.

Keywords : Online Shopping Mall, Return Factor, Return Behavior, Repurchase Intention, Product Details
Factor

B eFo 20228 BXofisty wdTe] XY 2lste] ATEIL.
*Corresponding Author : Mi Ryung Park(Mokpo National Univ.)

email: mrpark@mokpo.ac.kr

Received October 5, 2023 Revised November 1, 2023
Accepted November 3, 2023 Published November 30, 2023

617



QHEARSH| &80 =5 A A248 A|11%, 2023

=

—

1. M

Sy 2atel 4% ARE AHEUntac) 44 AS
Aol e} etel vl ARA} A&k Agen,
22119 o)F 6% Z71% AREUntact) 4HlE @
gl uje} HlTRE ) S FEAch F8 $EY
A o 12 AmEy edkle] A9 2020

= =7} =0

= omu T
18.4%2H JES 712 WAL, sk, dfgrie 5o
LRl F-5UAlE mlolv A ARES 7ISHHIL

25 221 4732 7154 vjEo] F7ketal YA &
TERIA Y Tl g thEA AHRES SHHA
AAE HHo| et AFstE g olF uidH AFYEt
7Itiet o201, 11 Aijo]| wHESHR] ZotRE vkE s
o] Holual ek 1831 o]2fjt HlZo] FHolRHA] &
HIZRe} 719 B &4 ES F7kekar Qlok. JE =9
g A4 gREHE 2MGAE HFeE T
Coresight Research AE&2AM] w29 2023 34 6
d F=H 12719 59t 2291 oF FE9| B+ BHEE
2 24.4%RTt. olo] thsfl National Retail Federation
of W29 Het 21 HHEELS 16.5%E 7.9% EJE
7hH Eotom o7 ¢ 28102 AYsh= &
HZH= o2 7hEarge] vls) AlEE WwEE 7hsol
o E0haL SIIH2]. o]et ok& ] WH|(Pandemic) ©]
T vy gF 48 Ps WHIE AWE 1AF
(202D)[319] Al 9obd @2 Tl WHE, AR
T, A AL o] ST W o2 At
AoZ Kol /g 2 W =(Pandemic)?] F3F 2}
o7} T2t} stglon, ol= AT Aol 22l &
BEANE gF 4H| o] HA} o JFS HQ
o= A 9ulske Zolth

waba] oA OJFAIE gt d AHRHY 2]
£3go] tfst B9 il AEE FE, 71 49
o] B84 4 EFHE Hldl vhE Be) AT AT
7 7V 283t Aoy ARdoa {83 9nirt 9l
o} ol W MY AFE AvEY 229l oF AaYE
oA ¥kE 89S E&okal o IE EY P
Hel 2-54-713 ¥k &5 AHlA 43 ARk
9 Al ojreelke] #A[8-10] Bol Jon, o3t
T2 HEE BE Pt v 8213 #A 191
R B AuAet TS E Al oE=oo] A
£ 9ol1 3lo] ¥ 35-9] dRlo] H= wkE aRlo] &
5] /o] w2t §HE B Al Yol o gA JIF
S FeAo HE A= vHgE Aol

ol
=

o
A

g

o]

618

B A9 B2 ek AHRE ez 22}l
B2 wAAE Aol Al REERR1e ofof whE
A 2jeo] vjAls FF= BASAR g
oIS ffote] ¥ A AT skl I A
Hesto] 2AMIAE ez 22l 43E2
8R1E =&AL o8 7Nte R AR A A
T Al 221 28E9] ofmgt HiE 8910 ¥
I At Qo FFZ mREA] AdEo weEp dop

34 stk

Ol

3s

A
2
%

oy mo ool b
e T

o,

olefgt T Amks Tho AN FHYs
2etel 45 20] A E] thet WHE a91S Tolste
2A WHE W52 ATt 7o) £48 Y & I F
2% ARE ATL 5 UG AolH BT LaHIL o]
3 MAAE o 2R Belst AulA AT
& 9= EgjE sk f E80] B Aol
2. O|2X Hig
2.1 2201 TN ALSOIAC| HHEE QOlu} BHE s
UHE Yol AR} AES TUAT T W, 22

22) 50| okt ol g T AES Wil EE

E

FAoIA B B 22 2acH1 1, aAE)
g4 7o W) A B3, W e AR 8
3 A oxelelole] ke ) ARE &
£ mle] shlo] ANE AZEel Ax sl 24
sol et 7o) AP W] MiEE ABL A4 7]
Shatel Ak Aol7} wAghc} 123 1 Folo] ohs) w
E814) 2% A9 ] HE2 Rl UE 952
S d), ekl BEOAE 1 Aglo] Hi ole 74
WRE 891 o] WAk, oleie WEL Aol /g B
S0l £48 M ARl ol Ago] uhE
wul g, A el a3 mae) 5o 31 ug
$geor sk 5 7199 HEhe AEETHI2).

VB £9BOIN WHE WEE Yol ¥
Bl wHE Aol 9l 20, 3098 oz
A AHAQ0I3IE AF D EAR, S 29, A
dls @9l Au% w4 29l FETU) RS Fa v
£ 99108 Wl o|F 53] A1E @ FAa< )
% 8912 UE 4] T 2le] Ws) 2A weEs 2dl
olea Fgow, WE Agle] AFHE T Hol
7 qlglont el et goith stk 2t

9 £BEoIA] o F WE ol 4 T o]§H: 47

=2



2elel £9EoIA AHARY WE Qo] AEo] wet

HhE

B Aol o] vAEe IF

E 533 old] 2 ¥E ol {E AWE AXpgF
(2020)= ¥HE 81 AEEE 2 i L HA 8

ez whrlon, AEEd a’dle aBES {30
wHhA] Zol7t AUAEE viE 9 HA 2912 £dEe
ol WE Aol7t U= ALE UERHTAL SHATH14].
F31(2010)= 200 4RIy &8RP F25HA] A
SHL Qe WhE 8902 SE, Al AH, wiE,
T AElA, IPEEAL, 284 89108 FESkeH, o]
HHE 8902 34 ds) 7P 2 92 e, 1%
oMk v Aujaz QIeh HE 8910] 34 & WE
< oPIske 8 848 UERET B3 A fEole
354 et gt FRE2 354 7 89
o] ¥F= Fol 24 27 74 P om THEH
SFYCH15). A9d 920212 71E AFolA 247
RIRAoR w&H v 9ES F2H0E AHdt
=4 BRlA 2R g AA AT Aol
S opy dAIRke] Ao, WA, MEET, F
A, APlL EF 9 SI= EEsilen ohdy A
Aeke] Aol S AA| #AF 5 29.8%E 7|E A7t npzt
TR 7P 2 BlEe ARSI Tl shglen
H 8950l A= S FHEskL S5 S0t
ACH16). wEbA HEE 8912 AvjARe] Fof & 7k gl
EUEoR N el dFe A olF = 1A
BT FEEA /A FFE IAA Hoh

Q.

[e)

2.2 2249 X ALS0IMO| THHOl=

370] ok Aol AH|Ao] WSS v ule)
o WK oz oSS Usher] o]F AT ol
o1 shl, eatel o AE AvhIREE Top
7] 9o L2l I A Ao AHojdnt
[17). 2212 719le) SwelAE ojeiet 4714 A7)
o] 14 nAL B 4 ke ASH9 44
719 2ol Acket £80] B 4

2 9k webd A4
92 shwsies 719 e WAAolH SHAgt AT
7} nEjsl gaolt, BelE A% A7E AvnE 2
2ol a2 o] Aulad] gt TANET} H 7 ojwo]
A B ATER Lol WA 4L TAX YA
B0} Aul2 Eo] AT o)wo] AL RS A
3 A2A020)e Avls B0 4T ARA, A
34 AL FouIT de A Byt AXH
THHT JEAE FHAo) AT OJEo] FS v
D2 o gl AEATAS TAstel AT WS

=
Hojsl AN YAEE E TAT] BAS 2% A

=
=

619

ol
AT

AU AZ)E Mg Sgots H FFdloF
SIATH18]. ¥R &7 AH|AQ A7l o] reete]
EA9 AASUYF(2020)E A 28191 £33
B AujaE gubHRl ERAYA g4
SHA FEA, A=A, AH8 5 7R s 5
Rom, oo gt Brie} u AT Al A
AE vefiglon, ol At Yoz Fogt JIF
S tjAE Ao YepgtH19l. T3 A agEo
9HE/ 3 AE|A FFo] DRSS At Qo]
A B3t AFE T Y Q2014 B/ A
H|A Fdo] 1 ATRol= P VA= 2o YE:
ARE Al o= FFS WIAA G Ao U
St I8y 1ANE T ) Qe w2 I
X 202 Yeh 78 H 02 JFA S-S Al
Abstal ieH20]. ol 71&dTollAw 221 &3
B4 vEER AHIAY 314 AH|A0] TR & of
AAE o F9] ERF Auj2o] g TSt Ao
o] HIA= o]l RAMEOY, IR A Aol
A B A7lsks AR B AV Y=
AHAET B 22 ] OEE Helvh= 71E9] et
£ gE Z3E =9l Halstead and Page (1992)[2119}
Geva and Goldman(1991)[22]% Fuijd5-9] Tho] A
Fof Q=9 WHSHA BWRE 0] A gt ATATE
rt wEbA A AR ETbgglo] teFsiA|a gl
£ A AT Qo] vRE FFOE vHE EF A
H|A ThEE o} TAAHA TRETRS e A2 A7)
13l 25 o ogsHA i & AR ET= vHE P
1Q10] B il A AJH9] Wk 2%13ko] gk gt
9 "agh Aoz Helth

&

[¢]

il

0
2

Ol

o

o %

gl

kel
[}

l‘{fr*

 olo] W Anlxto] vk BE
ore AzHom BAe BIA

ATEAE 2tk

L RS o ekl anE)
31 .9l0] thste] Pohic

L o] et £etel £m| WHE 20l
o] zjo]g golct.

L 2efel £uBe] BE aQlo] o] uf

=
g 4%



fill‘

AFst71 &8s =82 A248 A11%, 2023

2t vhE Pl mixE I3 Aeloll o
8 okt

A=A 4 229 £g=o] WhE 8.110] Aol o
2k At ool vjAlE I el

el golt.

3.2 ZAMCHA

7o) ZAhS Setel £gRAH WaAE 7
o) A ¥R o] 212 1 oluje] 22 18] ol Gl
Zagistwo] Ask =92 Fq sy tito = 5191
oh AEAL 20234 49 3032 GO oulEAR
3 BAHES 5% BEsto] 5U0) BRAR 33052 H)
$jo] LY 17598 AL 5 31378 AHZEA
Mg B Aol Feld AT GRSl A7EA
S 54 uE AA 4 NREE BA 42.5%

ozt 57.5%0]10m, shddas 15hd 17.3%, 28hd
26.5%, 3314 38.7%, 43hd 17.6%°1Att. AgEEL

| AHF 24.9% 71EF HAF 75.1%0190 00 B A5E
22L& 207 ¥ mgtk 7.3%, 209k 9 o]AF-50% ¥ mgk
32.6%, 509+ 9 o]AF-1009F ¢ migk 45.4%, 1009+
ol 14.7%019ict. LBt HAAES] T Jlee=
A9] 79 ¥ 53] wut 69.9%, ¥ 63] °]4F-103] wt
21.1%, 9 103] o4 9.1%°]2oH, o149 A 4 5
3] ulgk 57.8%, ¥ 63 ol4-103] =gt 33.9%, ¥ 103]
ol 8.3%°] Utk

HA

Al &g EofA HAAE Ao Al ¥R
Pt A owof n= JFE
Yotry] o) 2kl £PEo] v 91y} Wt PF,
ATl oot #st 422 Egfog A5tk ¥
A 22l £E ol Al 8 TR Q21 Tjotel] %’4
3 A9 (2008)[23], 4@ <1(2021)[24], Pei, Z
al (2018) [25] 59 A% AollA AHEEE
574, Besto] 71 ol AEe wHE A
°F 208 54 HAE HAxE ZAoiqrt. 2
APE 9 P52 F3(2010)(26], Xie Peng
(2012)[27], ATz A4F(2017)[28]19] A+ F
TS kS Axslo] 4 2w 747 3Egoz 5
A PAE g SHst3on AT 54 5%
Fog FAstgrt.
A4S A3t BAAE= SPSS for window 28.0&

O]

1510
24
o =
=l 2 5

L. =

R b @

1=
T
Ha

7

620

o|-83}a] 7|&5E A, Varimax 3|4 o
oﬂ ofgt QIR EAHEN, thE3lH

=, Duncan® ASHZ, t-tests AA|

4, 712N

4.1 ZAIHAIRIO| 23101 ALEO

221 4P ENA 9] HHE 2912 AuEY|
20880 digl F4EESY Varimax 23
AAJ5ta, Cronbach's a 4l

Z3}= Table 13 At
AL B 0.4 o] 3t BgEA
AFY] AR, 48R §|A, AH|A

A 571 a<lo] iiﬂo“:}
T AYE2 66.3%= UETLS
PAE dEsH7] Aol A== H&]a Kl
A7t .598~.8500.2 YEY 3 7+ W
A dA4o] & WO et

A12R1E sPALO] AFE A, A Az, HARL AF
5ol AR AFI Zol7t QoW wESHItH 59
TR A= AR GAPE 8]l ol FrEst
cﬂ‘:’r A28 Q1 gt & 74Ao] Tt A 0“?'1 ot
LPEfA T vhZo] E= AES I &0
o= Egfo 24 ‘4Bz WAl QQl'o]
38%12 A/S AEAY STV ERE(ERAE,
o, F-8)stAL, wgo] 2] ¢
ORA ‘AH|A EF Q0= “ﬂ‘:ﬂo}‘;’iq A48
Hj&7]7ko] AojxAY, oF&d 717F ol AlFo] i
X 2o RhESHAth: £ F/dEo] H
T 0l og ysioich A58 FES A4FE
57 retEo] oAU, &44E Aol wiSEH RHEst
A= 23024 siA AlF2 4 AlFolu 21771
ofyEa=g dAAOoF HjE Al &AMHUE ATE =9
Hig A A9 FAAA EF aRlolnE FHHA 8
ol'olg} Hrgstgich.

F4 tfskye] Ll 41
I} ZJo] (WA, Az, Ale]Z, Zqi D AEY A
B gRlo] 7P¥ £33 vkE QR0 & U=t ol
St A A= HEE 99102 WUEARS] AA| AlEte]
2ol golog HHyd AE 9d F4 Qo] 7P 8
AR 235 et
w25l 9417} % 8ol

HpI
[y

3

J}Lﬁ e

23} AFe

]

1=

é;\:‘ rl

ro,

1o mr of rlo O oo

O{N 0P>

o)A sha/gel AA AlE



EERIP

ol HAES] BHE aclo] o] el ukE

B Aol o] vAEe IF

Table 1. Fashion product return factors in online shopping malls

. . Variance s
Factors and Item Average Factor loading| Eigenvalue explained (%) Cronbach’s @
{Factor 1) Product details information
If the color of the product on the screen is different 3.36 804
from the actual
If the texture of the product material on the screen
is different from the actual 346 773
If the product design on the screen is different from 3.65 707
the actual
3.649 18.3 .850
If the size (dimensions) of the product on the screen 3.60 690
is different from the actual ’ ’
If the detailed information of the product on the 3.59 674
screen is different from the actual ’ ’
If the information is not clear and there is a
difference from the actual 354 030
If the product reviews are different from the actual 3.34 481
{Factor 2) Consumer change
If .you make a purchase and then notice that the 2.94 832
price has gone down
If you find a product you like better in another
. . 2.99 .819
shopping mall after purchasing 155
i 3.101 ’ .818
If the .product you purchased is cheaper at another 2.94 795 (33.8)
shopping mall
I‘f you thin'k the prod'uct is below your expectations 3.29 613
for the price you paid
If you feel tllmt the purchased product does not 3.14 475
match your image
(Factor 3) Bad service
If the A/S policy is not good 3.16 .862
2.594 13.0 811
If the response of the A/S counselor is unsatisfactory 3.23 841 46.7)
If the exchange does not seem easy 3.32 .691
{Factor 4) Bad delivery
If the delivery period is longer 3.10 .816 100
. . S . 2.178 ’ 795
If t%le product is not delivered within the promised 3.00 780 (57.6)
period
If not delivered to the promised location 3.03 .589
{Factor 5) Quality inspection
If some of the products you ordered are missing 3.36 717 1.744 (2‘67; .598
If a damaged product is delivered 3.64 .691
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Table 2. Differences in Return Factors of Online
Shopping Malls by Gender

Gender Gender N Mean Deviation t-test
Factors
Product detail Male | 133 | 3.571 707 1.999
information Female | 180 | 3.456 724 ’
Consumer Male |133| 3.144 834 2%
change Female | 180 | 3.001 846 )
Male 133 | 3.110 1.039
Bad 3.920*
service Female | 180 | 3.332 929
Bad Male | 133 3.110 .924 1236
delivery Female | 180 | 2.994 .902 ’
Quality Male | 133 | 3.467 8512 76
inspection Female | 180 | 3.589 .9323 )
*p{.05
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Table 3. Fashion product return behavior and repurchase intention factors in online shopping malls
Factor . Variance E
Factors and Item Joading Eigenvalue explained % Cronbach’s @
{Factor 1) Return behavior
Do not give up and return even if it costs time and money .903
2.095 69.830 .780
Request an exchange for another product. .842
Request a refund after processing the return. 753
{Factor 2) Repurchase intention
After the return experience, I want to purchase again from the 845
same online shopping mall. o
After the return'experience, T will rep'urchase even 1f the 815 2210 70.656 792
products and prices are the same as in other shopping malls.
After the return experience, products sold in the same online
shopping mall rather than other shopping malls stimulate my .796
repurchase behavior.
Table 4. Effects of Online Shopping Mall Return Factors on Return Behavior
Dependent Male Femal
Independent B t B 8 t
Product details information 311 348 3,677 421 372 4,343
Consumer change .067 .089 918 .093 .096 1.130
Bad service .045 .073 779 -.006 -.007 -.085
Bad delivery -.094 -.138 -1.327 .014 .014 .190
Quality inspection .196 .265 2.981** .063 .072 .851
R2 29.2 21.7
F 5.269™** 4,94

**p{.01, ***p<.001
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Table 5. Repurchase intention according to return factor of online shopping mall

dependent Male Female
Independent B B t B 8 t
Product details information 324 .300 2.836* 222 .196 2.114*
Consumer change -.182 -.199 -1.830 -.173 -.179 -1.942
Bad service 142 193 1.825 -.013 -.015 -.169
Bad delivery -.070 -.084 -.722 .207 228 2.640**
Quality inspection .010 .011 .109 -.188 -.214 -2.350*
R2 11.0 8.30
F 0.772"* 8.898™"*

*p<.01, **p<.01, **p{.001
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