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Abstract

Purpose — This study analyzed how image affects customer
trust and satisfaction in the online shopping mall market, which
is becoming more competitive; future implications for customer
management in online shopping malls were presented.
Consumers visit and prefer a few shopping mall sites instead of
many sites. Consumers do not visit sites that cannot provide
trust and satisfaction. Therefore, establishing trust and sat-
isfaction with differentiated image is essential for survival and
growth. Specifically analyzing company image, shop image, and
brand image, | studied how symbolic image, functional image,
and empirical image affect satisfaction mediated by trust in the
online shopping malls of hypermarket retailers.

Research design, data, and methodology — To investigate the
relationship between image and satisfaction of big box retailers'
shopping malls in the online market, the study is based on ana-
lyzed data from questionnaires involving advanced research.
From May 1st to 20th in the year 2014, a questionnaire survey
targeting university students using big box retailers' shopping
malls in Seoul was conducted. A total of 282 questionnaires
were conducted, and 276 questionnaires were used for empirical
analysis, excluding invalid data. Using the SPSS 21.0 statistics
package, factor analysis and regression analysis were im-
plemented, and effects of image on trust and satisfaction were
presented.

Results — First, symbolic image can affect satisfaction with
only trust. Among 3 image factors, symbolic image exerts the
most influence on trust; trust is important in coupling the me-
dium to satisfaction. Second, functional image and empirical im-
age affect satisfaction directly and indirectly with trust.

Conclusions — As | classified the image of hyper market re-
tailers' online shopping malls into symbolic, functional, and em-
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pirical image, | analyzed the effects of image on trust and sat-
isfaction empirically. The results of the study and strategic im-
plications are as follows. First, symbolic image can affect sat-
isfaction with only trust. Among 3 image factors, symbolic image
exerts the most influence on trust; trust is important in coupling
the medium to satisfaction. The establishment of a distinctive
symbolic image, such as the online shopping mall's loyalty, level
of awareness, and special service, is needed. With the estab-
lishment of symbolic image, trust and satisfaction could be
improved. Second, functional image and empirical image affect
satisfaction directly and indirectly with trust. Especially, as func-
tional image affects trust more than empirical image, setting and
implementing a strategy for empirical image based on the right
price, service, and convenience could raise trust and
satisfaction. Empirical image affects trust and satisfaction
substantially. Even though empirical image's influence on ftrust is
lower than that of other three image factors, empirical image's
influence on satisfaction is higher than symbolic image.
Therefore, it requires a strategy for providing joyful use, and in-
formation research functions and distinctive use experience are
important to improve satisfaction. This study analyzed image
characteristics of hyper-market retailers' online shopping malls in
the fast-growing online market; future strategic implications were
presented.
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XE Aoty £t 2014 5F 122E 2027HX| CHEO}
E &8= A8EH0| Us MSX|Y ttdSS ez Hom
= FESH0] ARE UG

1R CHS <Figure 1> ZPCt
2 d7= iz AFBSI0] 2y ATSIRIC Iis
Mg A= 71 ofEXel 2E2 Baron & Kennyo| W

(Baron & Kenny, 1986)1} Sobel Z7H0| ULt 3|HEMYA= F=
2 Baron & KennyQ| HIEHO| AFRE|D, X HHAl DHO|AM=
Sobelo| BH#H0| AR EICKLee, 2014).

2 gFoiM= 074 2|HEAS 0[8%t Baron & Kenny2| B
2 O7fg0tE Z™ESHQUCE Baron & Kenny= 3CHA|I2 07| &1t
215t Q.

A, S2H7 07 =0 >E O|X|=X| 2elsict.
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<Figure 1> Model
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<Table 1> Operational definition of the variable

71

Variables

Operational definition

ltems

Source

Functional image

Products have inherent physical properties. The properties of the
benefit can be obtained by use of consumers. Therefore, As
consumers use products, it represents visual functional image in the
mind affected by physical properties that are received from perceived
functional properties

appropriacy of service,
using convenience

Symbolic image

Symbolic image helps us to express ourselves and role and
membership in the group with brand. Purchasing specific brand
means purchasing symbolic value of products.

The specificity of quality

and service.
Reputation

Experiential image

Empirical image provides consumers sensible, sentimental fun and

experience related to products or the consumption of a products. Pleasure related to using

The experience of
operating system,

products

Keller(1993),
Aaker(1996),
Seo(1994),
Kim & Kim(2011)

the level of trust and

Trust Confidence in trust and integrity of counterpart . . Javenpaa(2000)
sincerity
Emotional response related to purchasing experience.
Satisfaction Customer satisfaction is subjective and favorable evaluation for Overall Satisfaction Kim & Han(2009)
experience related to consumption for products or services.
3.2, Ho| =AM Ho| 8l £H K| S=Ch 13% O|RALE. AAMA - O|OrEE= 2004H0| 7He BHA Q
B 2822 23014, tedS0| 71y ROl A8Sts &%
HE Ol0|XlE RN O[D|XI S ODIXE Ls 4 oy =% AR ERHE AE 2 6
Lee & Oh (2005)0] 23 QIE{L ATE0| L= QN &4
St KRS BIE SO D& A St KHRISIE A 42 Mzl Gl EtEe EM
of ofgh AHeisl7t BlS7| WEo| PN Mo oSt X A 2. UE[S X B8 25
A= M= o|0jx] HHo| FRICH WRAN 2 AToME PEH
O[OJX] BojM EE O[DX|0M F2 ARBEIAE 75X ol AN AtETH FY=FE2 U A35E Ao7|

X|, AFSE o|0|X|, Z&X o|OjX|E MMt GlRSeiCt. L SiL} JjEAte] @B} HEtR| % EH olstol Efg

B OO0 AMREl ol XA Ho| U BBCITE okt Am} AlzlMol o|20| M7l 2 4 QIch 2 AFoAE Alzlda)
Bj C}So| <Table 1>1} 2T}, EIZAS SH0I8t7| 9fef ARl £AIF Q012MS 23sSICt.

ME|E 2MS S o] i3t EMS FZ0| S I £

3 ZXZIS A2 JISAS olO[Ster|, SN St HS o

4. Gl DL ObExoz ABA QA ZHSIFETIE Loprs Eajo|ch

= AF0|A|= Cronbach’s agts FEsI0 A L0 ofst Al

I 2\MS 7SS90t Yo R aZt 0.70|A0| QTS £ o

4.1. 229 §4 JoiM BE 07800 37| 2o SHUAES £ LY Upty

<Table 2>9} ZC}.

g 7|3 Y7, Hego| M2 B et
B2 017 SN SHU ASNES BAY AU 08 EIE0l2 ZHEDIL WA s 2 A
5 2763 BOIM HES =Y M%), O | SHsIoAL

7tE LIEflE =8 Zotth SPS

met

N o Sy
Q
o
-

)|

O o

0s 0|

A4 1838(66%)0|C}. 8510 BT QOIEMS MABIQICE QOIEMOM QOIS
22 FEE 24 YHS MEsIn, s AZf(Varimax)
<Table 2> Demographic Characteristics HHHS AMRSIQICE YHEH oz 9Ol AX|Zk0| 0.60|A0|H L9
Freq Sum S A7 QUL £ 4 UCHLee, 2008). & ATFOAE ZE H
Gonder Male o4 76 $7} 060|Af0] @0l XS HOIFD YUCk MMI Efe
Female 183 S ZADte CHS <Table 3> ZCH
SSG(E-mart, Shinsegae
Department) <Table 3> Reliability and Validity
Used primarily Lotte Mall 81 - - _ ,
online hypermarket Hyundai . 276 Variables Factor Loading |Eigen Value| Cronbach’s o
Department(Hmall) — X1 0.753
Etc. 33 Exfgzggt'a' X2 0.854 3.084 0.825
X3 0.830
i X4 0.858
PR BO| ABSIE CfEOiE aTES 89 onts, MMy | ST o 0887 150 | 073
135 (48.9%), RCIOLESRL RO|#sHY 813(29.3%), LS ; X6 0.045
Qo 130 0[O o] Ho Functional ' 1.079 0.759

BE22 53, AKE 13, Jots JE0it 2t 19, & 0|83t
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43. D422

72 0E AEot| o SEHS9| Apr|dnr Sefst
LEsdds dEstoior sttt CiEely 249 LEsdd2

VIFZtO 2, X742 Durbin — Watson X|=2 HESTICL VIFZ)
0| 100|BH0|H CFEZAAI0| i1, Durbin-Watson X|27} 1.8~2.2
of ztg JX|B Xp7|AlR0| glo| ERHolatn & 4 QUCt. AL

HA =
g2 3FEMel 712 7P Al SEEE =l i
HO|Ct. A7|&20] QUoH 3|FEAe| 7|27hEel ‘eAtgel S

g0l fIHHE0] 2lFEMS & & BiCHLee, 2014).

<Table 4>E =™ VIFQ| Z}0| 1.160, 1.323, 1.429Z 100|Tto|
s K7 Mz ChESMEol glgs € & ALk Durbin-
Watson X|£=(d)7} 1.8862 X7|AHgt0| Qio| S HO|Ct MEFA
SHETE A7[G#0] o] SRHoIH, SEEHs OHESHY
Of Sl= A2 LIEtLt 2|l E4S HASIUL,.

Oi7izat= & 3Ho| 2FieMe S d8Y + ULk 1A
oiMe SEEQ EH O0X|, 7|sH o|0|x|, d&H O|O|X|
7b ojfa=0l dz|of ojXl= St HFelr.

SHX[Of CHsiA] =Qlstct. fo|=bE0| 25 0.052Ct 7| M0
SEH o|OX|= AE2of Relst EgE F1 UCL

2CHA|Qt 3EHAl= fIAIE 2HEM WEE O|8SHH SHAHHO
=40| JtsSiCh 24 ZAute CHE <Table 5>2F ZCL

By 292 = 50| VIFQ| Zfo| 25 100|Tte| g2
7IX17| 20| Ck=EAMM0o| 922 & 4= QICE Durbin-Watson
K|Z=(d)7F 1.9811} 2.0142 Xt7|AHEHO| Glo| S&IXO0|Ct [2kA
TEBI 70| glo] =3Ao|H, SEHsZt T3y
O] 9= A2E HEIL}L 2| HEMS HAISIRALC

DPNEIE HESHE 2EA(RY 10IME STHRT S4u
S0 DIXE Y2 AMSL Ik F, AW oo, 7|5
ojolx|, ZX O|n|X|7} BHEO| OjXl= S AHBINACE )
of SUHATL BE NRISE 95%0IA BEO| Ro3 FHS F
T 9ich

STIA(RY 2)0M= SEBet O7fHsS SA0 FYSIAS
M OH7Hsol Felds AYSCh Oivfga2l 42|(B=0.266)=
HUR[FE 95%0M FO[SIALt. =, Oi7fiEH0l L=2|7p SEH0
DHEO| Feks F1 QACEL W2t MElE IR s A=

1B 20N SEBSIL Ofsso] 0jXs Fo] gof  HERED:
<Table 4> The verification for effect of image on trust
Non-standardized coefficients Standa_lr(_jlzed Collinearity
Model coefficient t Slg.
B S. error B Tolerance VIF
(Constant) 1.404* .236 5.945 .000
Symbolic image .307* .065 .300 4.700 .000 .700 1.429
Functional image .155* .059 162 2.634 .009 .756 1.323
Experiential image .146* .053 .158 2.753 .006 .862 1.160
2 =0.236
Durbin-Watson 1.886
* P<0.05
<Table 5> The verification for effect of image and trust on satisfaction
Non-standardized Standardized . .
- . Collinearity
coefficients coefficient t Sig.
B S. error B Tolerance VIF
(Constant) 1.267¢ .236 5.387 .000
Model 1 Symbolic image .193* .065 .188 2.978 .003 .700 1.429
Functional image 191 .059 197 3.233 .001 .755 1.325
Experiential image .255* .053 274 4.801 .000 .861 1.161
(Constant) .894* .237 3.768 .000
Symbolic image .045 .069 .043 .648 518 .570 1.754
Model 2 Functional image .187* .056 193 3.310 .001 755 1.325
Experiential image .235* .051 .253 4.616 .000 .856 1.168
Trust .266* .053 .298 5.019 .000 727 1.375

Model 1 : R?= 0.250 Durbin-Watson 1.981
Model 2 : R?= 0.315 Durbin-Watson 2.01
* P<0.05
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2|8}8 Ct2 <Table 6>, <Figure 2>9} Z'C}.

<Table 6> The verification for effect mediated effect of trust

step 1 step 2 step 3
Trust Satisfaction Satisfaction
(Constant)
ﬁ;’;“io"c 1.404* 1.267* 893"
Fungctional 307 1937 045
imace .155* .190* 187*
g 146 255 235
Experiential
image
Trust .266*
R? .236 .250 315
F 27.553* 29.760* 30.632*
*P<0.05

Symbolic N\ T~ =~ _ _
Image T ~~a 0.045
Functional
Image
Experiential
Image

<Figure 2> Results of the model validation

0.155**
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