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ABSTRACT

This study analyzed the effects of the service recovery failure of an Internet shopping mall on
the service recovery dissatisfaction and purchase discontinuation and negative word-of-mouth in-
tentions of fashion consumers. Furthermore, the effects of the service recovery dissatisfaction on
the intention of consumers to discontinue purchase and provide negative word-of-mouth were
analyzed. The survey was conducted among fashion consumers in their 20s and 30s who have a
negative or uncomfortable experience in the Internet shopping mall, and 300 responses were
used in the data analysis. The data were analyzed using the frequency, factor, reliability and re-
gression analyses with SPSS statistics program. Result showed that the service recovery failure of
Internet shopping mall is composed of the interaction, procedure and compensation failures. The
service recovery failure positively affected the service recovery dissatisfaction which thereby pos-
itively affected the purchase discontinuation and negative word-of-mouth intentions of fashion
consumers. In addition, the service recovery failure positively affected the purchase discontinua-
tion and negative word-of-mouth intentions of fashion consumers. The results of this study will
be useful for to establishing a service recovery strategy and improving customer relationship in
the Internet shopping mall.

Key words: internet fashion consumers(Q1E1Yl 94 2A:H]2}), negative word-of-mouth
intention(:+8 % T %), purchase discontinuation intention(77j T3 ¢ &),
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(Table 1) Factor and reliability analysis for service recovery failure
Factors Measured items Fagtor Eigen | Cumulative | Cronbach’s
loadings | value % a
Internet shopping mall ignored my complaints and 773
requirements '
Internet shopping mall did not respond to my 763
complaints and requirements immediately ’
Interaction |Internet shopping mall responded unkindly to my 759 3840 97 432 930
failure complaints and demands ’ ’ - -
Internet shopping mall did not listen carefully to my 712
complaints and requirements ’
Internet shopping mall did not even understand my 705
complaints and requirements :
Internet shopping mall did not accept my complaints 779
and requirements during the service recovery process ’
Internet shopping mall did not give a chance to express 766
complaints and requirements during service recovery process|
Internet shopping mall did not pay attention to my
Procedure |complaints and requirements during service recovery 716 3562 59 872 888
failure process - ’ ’
Internet shopping mall did not try to solve problems 719
in service recovery process ’
Internet shopping mall did not provide a procedure to
deal with the problem during the service recovery 670
process
Compensation of internet shopping mall provided in 802
the service recovery process was not appropriate ’
Internet shopping mall did not give me as much com- 751
) pensation as I wanted for the service recovery process ’
Compensation : : : : 3178 | 75571 907
failure The economic compensation provided by the internet o, . .
shopping mall in the service recovery process was not 748
enough
Internet shopping mall did not provide fair 719
compensation for my complaints and requirements ’
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(Table 2> Factor and reliability analysis for service recovery dissatisfaction

Factor | Eigen | Cumulative |Cronbach’s

Factors Measured items .
loadings| value % a

I was dissatisfied with the service recovery failure of 903
Internet shopping mall e

I was dissatisfied with the responded method for customer
in the service recovery process of internet shopping mall
Service I am dissatisfied with using the shopping mall because of 858
recovery |the service recovery failure of internet shopping mall ’ 3.769 75.388 918
dissatisfaction|I was dissatisfied with the problem solving method in the
service recovery process of internet shopping mall

873

.853

I felt that the service of the shopping mall was less than
expected due to the service recovery failure of internet 853
shopping mall

3) THldde s g ¥AA FAHE 4 Ao wEZW (Table 3HolA & & A%
Tulgde s @ BAA Ao we Bk g9l 2709l 2elo] =EHATE 22 12 AH|A A

{Table 3> Factor and reliability analysis for purchase discontinuation and negative word-of-mouth intention

. Factor |Eigen|Cumulative| Cronbach’s
Factors Measured items .
loadings| value % a
I will not recommend an internet shopping mall that has 83
experienced service failure to people around '
I will disparage an internet shopping mall that has
. . . 818
experienced service failure to people around
. I will not recommend joining an internet shopping mall
Negative that b . q ice fail £ ) q .806
word-of-mouth a‘ as'experlence' service .al ure to peop'e aroun 3164| 31639 860
intention I will write bad articles about internet shopping mall that
has experienced service failure through blogs, cafes, bulletin| .756
boards, etc.
I would say without hesitation to the internet shopping
mall that has experienced service failure when people 694
around asked where the bad service shopping mall
I do not want to buy again at an internet shopping mall
. . . 834
that has experienced service failure
Even if it is new or fashionable products, I will not buy it
at an internet shopping mall that has experienced service .830
Purch failure
. urc? ase' Even if the item is my favorite design, I will not buy it
discontinuation . . . . 3.079| 62428 825
. . at an internet shopping mall that has experienced service 783
intention .
failure
I will not buy an internet shopping mall that has experienced 667
service failure even though it is cheaper than other malls '
Even if it is necessary for me, I will not buy it in an 648
internet shopping mall that has experienced service failure|
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£ A JdHY £gES FH AFEENA v Lee, 2017) ¢t ®& ZFo] apAgt, 2 Ao A3}
Al oloprlstAY FHsHA i, BRI 7, = 98HY A 2HAE B4s AT dHellA At
ANR S5 T3 vmA doed ojxot Add HAS Zheth mebd IEYl L3 olA AH]
BgorA RAYH e shark AR g SBse] A vl BUES %R
Mulzs AslE AR AEY £BBAM TS JsME DAy 4EAES BE At way
A gkg olF3t BAR FFoA TuHEEY A FUNM RTINS sty FHAL ¥
e e olE 2919 & WMBL 2428%% & Ak AGH Po] o] TolAok & Aot
om, NE AFE FAY FAAE 860, T
Holw 8252A Aol B e 3. OIE{Yl THM AH|Xfe| AMH|A 5|2
%” ZO0| FOHEHESE H FEA

2. OlE{Yl AT Eo| MH|A 3|2 Ay} 3= Hol=of Ojxl= g

sosd s g2 B oape eyl A4 Avde Aus 5%

AEY £WE A2 HE Agsl HB B ERFo] FRAYE ¥ B4 P o
B WAL QPS EAT AR (Table Hb AT FFL B 8] Az Hu wisg
Aok ol flel Muls 35 Ao 2119 4= SHHTRE sal, ped B FAA FRRE
Ag e, AR A0, B4 AdE SPusE o SSESE ot IARHE AN 1 49
T, AHA FE BEuES Xawsw gl o (Table 5)9F o] AMu|A 3% ZWE2 Fujohd
IARAS At I A FsAg A (s oot BA4H AR FHAA dFE WA
=665, t=20.306, p{.001), B A} (8=409, t= ARl FAALE, AEs fE USRS
12.496, pX.001), A=k A (F=270, t=8.253, K =215, t=3.802, X.001)< Friedezo] A (+)
001)9] o2 35 B F(+H) A dF A FEE WAL AL, FARF ] AHY
A U, ARG HAHHS 68.3%°13 14.6%0°1 . B3 *Mi 35 BUE(6= 467,
ot oAl g, EUl &g el Muls A & £=9.122, X001 #44 FA=AE H(+)3
AoRed BAA AF B At = A FEFS AL 91%12“%, ALY ARy
S4E gA AHREY EpEo] oty 21.6%°10ck. thAl =), AEYl &Y= AMH A
4 9lth ARG BHEHT R LHALFE FHE

o|A}e] AL ER/UL hAO R Fto] An) 2 AU BARAoE TS T o] Eopxl
FEREEEEERR FEREEL RS S
34 o] Eopduy d APAF(Yoon & ojte] A= MHlL IELH I =HF
{Table 4> The effects of service recovery failure on recovery dissatisfaction

Dependent variable Independent variable Ve t F R?
' Interaction failure .665 20.306%**
Service recovery Procedure failure 270 8.253°%% | 212.206%* 683
dissatisfaction
Compensation failure 409 12.496%%*
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(Table 5> The effects of service recovery dissatisfaction on purchase discontinuation and negative word-of-mouth

intention
Dependent variable Independent variable £ t F R?
Purchas§ discgntinuation SerlviceA recoyery 215 3 802+ *+ 14458+ 146
intention dissatisfaction
Negativ§ Worq-of-mouth Service' recoyery 467 9.109%#* 83.910%** 216
intention dissatisfaction
seokok p<.001
I A% AGEYF ¢ FHH FHEHRE 2 GO Ee wAE JFS BAS A B4 A
28k A3 AF(Kim, 2005: Son, 2016) 9+ H523819 o} A Aoyt fejddore] JFS vA=
3, 2T o FagoA AMulAa 3 EHe| o Ao eyt FAFeE, B HAof(6=.239,
TEE7E o AEAg Ao ity g A t=4.374, p(001), A AW (6= 222, t=4.064,
T(Kang & Lee, 2013) ¢t 95 o] gt} o]} K00 e o2 Frujebd oo A(+)H 4T
Zol Yl &£ E AMHA I ERFA ] 4 < WA U, IAEHY *é 22 11.3%°]
A A AvAR] vFuE fFEstAY A H Ak &, AN &P E AMH|E 35I| A]
FAOE olold bsAol ¥OBE AEY &% A BAE AdeN AATEE A A
BoAE AU 5 A 249 RTEE A o PARAL £l @ £ A
3 FANAC FFE o & Aol o7 MHA & At F87 FHgE
of m ‘1% FEgS B3 Ao Mujx 35
4. Il g =0 MH|A 3= Aufvt Aol EE gRlo] BAH AL TS
TOHEESE & BA o 0[X|= Ae ASE Yebgth 53 A5 Ad(s
o135

B oAgeln Auz 58
MEE S, Priwdel st

N

FEUFE e GFAARHE AN

(Table 6> The effects of service recovery failure on purchase discontinuation and negative word-of-mouth intention

Dependent variable Independent variable £ t F R?
) ) ) Interaction failure 079 1.448
Purchase discontinuation Procedure failure 222 40647 | 12,5834 113
intention —
Compensation failure 239 4.374%%*
‘ Interaction failure .299 5.580%**
Negative word-of-mouth Procedure failure 194 36317 | 17.520%%* 151
intention -
Compensation failure 154 2.870%*
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