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ABSTRACT

Fashion market in the past had a physical structure, and the supply and demand developed
within that space. However, this has changed with the development of online fashion market, as
it no longer requires physical space. The purpose of this study was to examine the satisfaction
level of online shopping purchase based on the purchase motivation of women in their 20’s. It
aimed to look into how the online media affected the market, and find ways to improve the
shopping malls according to the demands of the market. This study examined the effect of fe-
male students' online shopping motivation on their satisfaction with a premise that purchase moti-
vation is related to the satisfaction level. The researched subjects were selected among female col-
lege students, and the regression analysis was done using the collected questionnaires. Results
showed that economic purchase motivation, product purchase motivation, hedonic purchase moti-
vation, and social purchase motivation had positive correlation to satisfaction level. The most in-
fluential factors to the satisfaction level were convenient purchase motivation and product pur-
chase motivation, then social purchase motivation in shopping. Hedonic purchase and economic
purchase were less influential than other factors in online shopping. Social purchase motivation
factor is least influential when compared to others. As for detailed purchase motivations affecting
the satisfaction level, reasonable price, latest fashion goods, interest and fun of online shopping,
and the ease of shopping were important factors. The research result indicates that alternative
shopping solutions can be better understood by examining the online shopping satisfaction ac-
cording to purchase motivation, and improve current online shopping malls.

Key words: fashion product(¥141 A %), online shopping(==2}¢l £:%), online shopping
behavior(2}9l % 3%, satisfaction level of online shopping(22tel &3 THE%)
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Type of Model

Motivation factor of online shopping

Economic purchase motivation

- cheaper than other shopping place (H1:+)
- shopping with overall resonable price (H2:+)
- easy to make price comparison (H3:+)

Product purchase motivation

- obtainable for the latest goods (H4:+)
- obtainable for the unique goods (H5:+)

Satisfaction in shopping

Hedonic purchase motivation

- interest and fun in shopping online (H6:+)
- enjoyable in joining shopping event (H7:+4)
- stress reduction in shopping online (H8:+)

Convenient purchase motivation

- satisfied with products

- revisited the online

- purchased products online

purchased online

shopping mall

again
- save in time (H9:+)
- availability at any time & place (H10:+)
- convenient delivery of the goods (HI11:+)
Social purchase motivation
- to get along with people around (H12:+)
- not to get left behind friends (H13:+)
- mimetic purchase online following the friends
(H14:+)
{Fig. 1> Model Type in Research
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{Table 1> Hypothesis Test Results of "Economic Purchase Motivation — Online Shopping Satisfaction Level,
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0.592

0.574

significance
probability

0.164
0.000%**

0.041%*

0.721
0.000%**

0.002**

0.240
0.000%**

0.305

t-value

-1.396
4.855

2.054

0.357

3.703
3.070

1.178
3.861

1.028

-0.092
0.354

0.113

0.025
0.287
0.180

0.087
0.315

0.063

1-1 Economic Purchase Motivation - Satisfied with Products Purchased Online

Cheaper than Other Shopping Place

Shopping with Overall Resonable Price

Easy to Make Price Comparison

1-2 Economic Purchase Motivation - Revisited the Online Shopping Mall

Cheaper than Other Shopping Place

Shopping with Overall Resonable Price

Fasy to Make Price Comparison

1-3 Economic Purchase Motivation - Purchased Products Online again

Cheaper than Other Shopping Place

Shopping with Overall Resonable Price

Easy to Make Price Comparison
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{Table 2> Hypothesis Test Results of "Product Purchase Motivation — Online Shopping Satisfaction Level,

significance
B tvalue pfobability =
2-1 Product Purchase Motivation - Satisfied with Products Purchased Online
Obtainable for The Latest Goods 0.198 3.245 0.001%** 0490
Obtainable for The Unique Goods 0.123 2.176 0.030%*
2-2 Product Purchase Motivation - Revisited the Online Shopping Mall
Obtainable for The Latest Goods 0.241 3.728 0.000%** 0530
Obtainable for The Unique Goods 0.176 2.938 0.004**
2-3 Product Purchase Motivation - Purchased Products Online again
Obtainable for The Latest Goods 0.265 3.932 0.000%#* 0527
Obtainable for The Unique Goods 0.163 2.623 0.009**
3. A Z7|-=22tel &3 HEE(J1H3) 29l 7hed 28l &g AL EARES &
el aWoE TYR A WEY, Lebdl &
"okl 4ol AR §7) 29 &% F Lo Lo Gag o0 suel ameld AE
Fmol el A dFe WA ANHCI s gy uge) gAReE 498 AT
DA AR ARE A ATAACAE T g wyen, e JRe WAL s
sttt Acw vegn, okl 907 AEY A} )
SRRl Aol A=A §7) 8ol &Y R L a9 gqe 29 wzs 2 299 agow
Fl oAe I A EH AR AGD S S gl wEas Ldk 292 B o8
29 &9 BEEA KT A(HA IFE 4 canoz sejs A0S HeloH
n S s tH((Table 3) FF). #HHd 57

{Table 3> Hypothesis Test Results of "Hedonic Purchase Motivation — Online Shopping Satisfaction Level,

significance

5 tvalue pfobabﬂity K
3-1 Hedonic Purchase Motivation - Satisfied with Products Purchased Online
Interest and Fun in Shopping Online 0.238 4193 0.000%**
Enjoyable in Joining Shopping Event -0.047 -0.975 0.331 0.550
Stress Reduction in Shopping Online 0.104 1.894 0.059*
3-2 Hedonic Purchase Motivation - Revisited the Online Shopping Mall
Interest and Fun in Shopping Online 0.362 6.242 0.000%**
Enjoyable in Joining Shopping Event -0.073 -1.491 0.137 0.643
Stress Reduction in Shopping Online 0.111 1.961 0.051%*
3-3 Hedonic Purchase Motivation - Purchased Products Online again
Interest and Fun in Shopping Online 0.394 6.618 0.000%**
Enjoyable in Joining Shopping Event 0.022 0.436 0.663 0.662
Stress Reduction in Shopping Online 0.066 1.138 0.256
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{Table 4> Hypothesis Test Results of "Convenient Purchase Motivation — Online Shopping Satisfaction Level,

RZ

0.540

0.647

0.598

significance
probability

0.062*
0.000%**

0.635

0.614
0.000%**

0.000%**

0.9327%**

0.000%**

0.001%**

t-value

1.870
4.201

0.476

0.505
4.676

3.722

0.086

3.973
3.476

0.079
0.262
0.029

0.021

0.296
0.226

0.004
0.270
0.227

4-1 Convenient Purchase Motivation - Satisfied with Products Purchased Online

Save in Time

Availability at Any Time & Place

Convenient Delivery of The Goods

4-2 Convenient Purchase Motivation - Revisited the Online Shopping Mall

Save in Time

Availability at Any Time & Place

Convenient Delivery of The Goods

4-3 Convenient Purchase Motivation - Purchased Products Online again

Save in Time

Availability at Any Time & Place

Convenient Delivery of The Goods
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0.431
0.434
0.414

significance
probability
0.297
0.280
0.006**
0.368
0.727
0.017**
0.522
0.442
0.062*

2ol 2957 2910

3T
-

t-value
1.044
1.081
-2.775
0.902
0.349
-2.409
0.770
-1.874

0.641

oAy o] ==l

0.080
-0.213

5-2 Social Purchase Motivation - Revisited the Online Shopping Mall

To Get Along with People Around
Not to Get Left Behind Friends

0.061
0.057
0.028
-0.200
5-3 Social Purchase Motivation - Purchased Products Online again
0.042
0.064
-0.163

o}
X

B
BolA 7] o)

5ol Lo

<
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|

RS

{Table 5> Hypothesis Test Results of "Social Purchase Motivation — Online Shopping Satisfaction Level,

5-1 Social Purchase Motivation - Satisfied with Products Purchased Online

To Get Along with People Around

Mimetic Purchase Online Following the Friends
Mimetic Purchase Online Following the Friends
Mimetic Purchase Online Following the Friends

Not to Get Left Behind Friends
To Get Along with People Around

Not to Get Left Behind Friends

Qo

Q
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