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Mediation of Consumer Satisfaction in the Relationship between Outdoor Wear
Purchase Decision-Making Process and Repurchase Intention

Hwa-Sook, Yoo
Dept. of Clothing & Textiles, University of Ulsan, Ulsan, Korea

Abstract : This study identified the purchase decision-making process of outdoor wear consumers and examined the
hypothesis that consumer satisfaction mediates the relationship between purchase decision-making process and repur-
chase intention. Data were acquired from a survey and analyzed with descriptive, factor analysis, reliability analysis and
multiple regression analysis. Respondents were 454 adults who have purchased outdoor wear. The results are as follows.
First, the purchase decision-making processes of outdoor wear consumers consisted of a series of steps: need recognition
& passive information search, active information search, evaluation of alternatives with practical attributes, evaluation of
alternatives with unpractical attributes, purchase decision, and post-purchase evaluation. Second, four purchase decision-
making processes (except for need recognition & passive information search and active information search) had sig-
nificantly positive effects on consumer satisfaction. Third, the need recognition & passive information search, the eval-
uation of alternatives with unpractical attributes and post-purchase evaluation had significantly positive effects on
repurchase intention. Lastly, the partial mediation of consumer satisfaction in the relationship between two purchase deci-
sion-making processes (evaluation of alternatives with unpractical attributes and post—purchase evaluation) and repur-
chase intention were indicated. This academic study will help to understand the purchase decision-making processes of
outdoor wear and allow companies to obtain information (from the industrial aspect) about which process to invest in and

how to manage the process.

Key words : purchase decision-making process (771 JA127 ©@A)), consumer satisfaction (7] T), repurchase intention
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Kim(2002), Kim(2012a), Lee(2009), Park and Lee(2003)2] <1
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o /3%l 4540t Aol Frodgh ARNIARE P 226
H(49.8%) o34 228%(502%)% 719 72 W2 FAEHILS
w 71EA7} 2939 (64.5%) PIEAT 261 (35.5%)0 2 71EA}
7F o7k Be Holgth, A%L 20t] 1099 (24.0%), 30tH 105
H(23.1%), 40t] 115%(25.3%), SOtH7F 1257 (27.5%)°]1 31t}
AP 3)Atdo] 204502 AA| 44.9%S A8l 71 Wk
3, F5 61%4(13.4%), SHY 497(10.8%), A9 407 (8.8%),
HAED 309(6.6%), 5L 2174 (4.6%), If/u]=2 199
(4.2%), A4 1498 (3.1%), A2H7152 127%(2.6%), 71EF 49
0.9%)o.2 FAHAL} e v5stw =9 olslt 789
(172%)°1R 2, AENE 619 (13.4%), HSFZZE 276 (60.8%),
hrIE2 399 (8.6%)0 8 ElstT) %
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vto] 39(8.6%), 2005HATH7t 627 (13.7%), 300RFATh7} 74
H(16.3%), 400 tH= 957(20.9%), S00T+A = 837
(18.3%), 600THAthE 329 (7.0%), 7009+ o2 694
(152%)°1 Ao 2 Yepgit},
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olxo] o] Fujojabdd ©AZL Al ome] FEE
vF v 2 wiEo] i EFE ZREAE AEe] 8 o
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(1986) "ol Wl AAlskich, 5ol meEn Syussh 54 @A WeleAE Aol sjed], Al 71 297 TFsel.
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A, SPEFsl MASTE B Saudel 98 v o f
SJvlg gAlefol ek, el o] W EYASS MAFIE F ol Md
Sigel] WAL GPel felel £ wA WA wash o] fela A=, Al Al

Table 1. Factor analysis and mean scores of purchase decision-making processes

Factor Factor Eigen Variance %
I M(SD . . h'
M(SD) tem (5D) loading value  (Cumulat-ive %) Cronbach'
Salespeople had good manners. 3.41(.758) 792
The shop was clean and comfortable. 3.60(.670) 773
. I liked the atmosphere of the shop. 3.36(.720) 769
Purchase decision - 27.130
M=3.51 (.566) Salespeople replied courteously. 3.45(.764) 738 6.782 (27.130) 873
The products were easily accessible. 3.63(.691) 707
The 11 i ith
e store was well equipped with outdoor wear 3.62(738) 584
products.
Purch i I il h
urchased items could be readily mended, exchanged 3.64(.759) 742
or refunded.
g Th | h hat [
Post pur(fhase e produc.t was al most the same as what I expected 3.53(682) 710 9958
evaluation before buying it. 2.489 (37.087) 740
M=3.46 (.622) The price was reasonable. 3.47(.955) 689 '
T}}e shop provided rr}e the saved money such as 321(892) 632
mileage or bonus points.
I wanted to buy it after hearing the referrals from 3.16(.909) 774
other customers.
B I checked others' assessment on the outdoor wear. 3.34(.877) 682
Nee‘% recfogmtlon. & I referred what other people were wearing. 3.42(.833) 621
passive information 8.571
search I wanted to buy outdoor wear after seeing the text 2.143 (45.659) 155
M=3.16 (.629) messages or newsletters from outdoor wear 2.75(.928) 597
companies.
I hing T
wanted.to buy outdoor wear after watching TV 313(875) 550
commercials or newspaper.
Evaluation of Products had good quality (stitches or finishing 3.79(.700) 781
. touches).
alternatives 5.955
with practical attributes Clothing care was easy. 3.76(.766) 685 1.489 ( 51' 613) 679
M=3.84 The function of the products was desirable. 3.90(.657) 594 ’
(312) 1 wanted to buy it because of discount sale. 3.91(.744) .506
Evaluation of The products were popular. 3.10(.784) .624
alternatives With [y wag 5 brand-name product. 3.47(.863) 592 4.989
unpractical attributes 1.247 670
V=345 The outdoor wear was to my taste. 3.58(.809) 588 (56.602)
(.565) The design of outdoor wear was fine. 3.65(.729) 574
Active information 1 have visited the online outdoor wear shopping 3.66(.931) 885
search malls. 4.708
- - - 1.177 .840
M=3.65 I retrieved information about the outdoor wear from (61.310)
. 3.64(.914) .840
(.856) the internet.
KMO =843 Bartlett's x° = 4643.908 (p-value = .000)

M : Mean, SD : Standard deviation
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A2 g o] 7 Folal Al WEolu Qe
oA AF AN T Btk FAFCIL HFER] R &l
g 9Qlo@ Fo ol fof FurES T wAle] HHy
A GAE ARE AoR FEE. 53] okxkold tigh 3
718 EEUAY TE Alge] 2R83k A1S xdhe 5o %
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<, Zeithaml(1988y> 2 E°] Frjslarx}l sk AF BE7t
Alef AMgShE 715 Tt &2dolEt sk, WiAlA &4
I AF Ao BF3IT Eckman et al(1990) 2|F%
718S BAA &3 vEAY £408 FEIINNOH, Lee
and Lee(2003y= A8-2 7%, A3 A4 7IE, AvA 71E
o2 = Stk £ A Aeeire diksEv gAE B
e, OxRlF} e vAEH 48 Hrishes WAl E17t
4, FA3 22 A8 £48 Hrlsle AR oA o
Eft} ofxo] fo] Al AHIREL AF HIE Al A8

S Ve AFS Wkske As & 5 U3

[of
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4.2, FOHSIAIAE chAIot i) o= Zie| ZAH|OIAM 1Y
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4.2.1. AP DAZE 2 RS nlX|= F3F

T AAA TAI} Al o)meke] BAloA A o]
mia3E 2F=A] golR 7] $13l Baron and Kenny(1986)°] A
kst Aas we} tE3AEAS A milass AS
317] $lsliMl= Al @IS 2ol F5Eolof sk, A =4
QA St vyl BAHORE fofdt JIS mXEX
= 1] S8l FulAEy dAZE 34 sl wAE @
S O3 AEAS AAls) Bokth(Table 2). Tl 2 &
Al w317 W5e] AWES 34.0%CI10.0H 374 o
gt folE= 00002 F9J% A S = YEEA. Durbin-Watson
A= 18192 AR AFS A& & + AUtk &<
A g A=A AR g9} A5 JEAN dAE A e
A8 g7 WA, vASA diokErt oA, 7l AF o
A, el T 7 9 B 24 915 o] FEE vlX|
= Ao Y 1 FoM= el § Bt 9AvE 17
TS 7P F FFE mXE 8R10E YEiT
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(02:#)

olg Eal 22 BEel] vAe PolelAd B Qe
o)} gloml, TR WA FFHOR A4S, = A4
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Table 2. Multiple regression analysis of purchase decision-making process and customer satisfaction

B Standard error B t value p value Tolerance VIF
Constant 1.348 184 7.340 .000
Need recognition & passive information search -.057 .039 -069  -1472 142 676 1.478
Active information search -.006 .026 -011 -253 .801 823 1.215
Evaluation of alternatives with practical attributes 141 .045 139 3.117 002" 740 1.352
Evaluation of alternatives with unpractical attributes ~ .195 .044 212 4377 000" 629 1.590
Purchase decision 145 044 158 3278 001" 634 1.578
Post-purchase evaluation 266 038 318 7053 000" 726 1377

R’ = 340, adjusted R’ = 331, F = 38416, p value = .000

“p< 01, "p< 001
o] & 2 & Ak 1A RS IAo] AlF B AH|A Aolgo] o]Fold & Qe = Aow FAHHAG 7 §
£ Adslar F43 AHE AR & e 2AE dioln B7F SAE Al ool FFS et AAl AR-S Sl

422, A7 ool ek Fejelabad wAle] 9%

a7y REEe] mi gakE dotry] 97 F WA AR =
Hulrol S5 7k BAE dohy] ¢ <!

DAL A Pz mXe dEe dEES
3 A EA S A5 tH(Table 3). Durbin-Watson 5 7 #o]
1.7142 e} s|ARIDS A3st 202 Yelgda, Fujo)abd
A Al w2 A ojme] AEE- 38%0]om 34
o st Fo=s 00002 wi$ Fofst Aoz velgrt &
TAR B AFF PR OF) vl ety 9|,
o & G7F AL ATl oz A )] FEE vRE AL
2 Yepgth £91K 2 A5 R gole) v1aEA o)
BF7F A Al ool PEFS WXl ZoE Kol AlFo]
U Au|zo)] i3l &3 e ARl oy, AlE gRk] Ee

AZF 3t B AAZ Fujaflo] sk

7] WEo 2 HWelth H3F Table 204 WAL Tot

At ol & HrF dAle 2 U] IS vX= o=
]

O}z A] _OE_

=
o]
o
N
N

vEhY, AlEe] 3 vk, Hale § HjA8E Aol
o 3 R ] & grllA v 5o BRSS9
Blel] GRS wA A owo] FEFE vRl Aemw dH
& 5 dg Aotk

423. 37 =] v &7t

T oiaE7g DA Al o] FES v o a7 7
o] mplEdE ZhA] ERIs] S8l FeleabEd wAle)
I gio] S Al ojmel mXE S AW EIT
(Table 4). 22 WS wipfRigE FYskar 27 viEo] Al
uj oxof S mX= AoE JEIT o= 17 Rl
T & Bz FEFS XY o] Bixrt Al ool
S wzItkar & Oliver(1980) A7} f-AFSH Aot}

or AR @A F Al DAL Al ool foldt JES
=, BlAEE s 9Al 2”19 A9 Al
Frolgk JFS mH ok (B=2312, p=.000)(Table 3) 22 =2

[¢] = =

3 59 a8 AFo U Fv] $Le 2MASE SldF  uhEsE S Al owe) A Jake s &
Table 3. Multiple regression analysis of purchase decision-making process and repurchase intention

B Standard error B t value P value Tolerance VIF
Constant .693 207 3.349 .001
Need recognition & passive information Search 122 .043 127 2.806 005" 676 1.478
Active information search -.030 .029 -.043 -1.039 .300 823 1.215
Evaluation of alternatives with practical attributes .059 .051 .050 1.165 245 740 1.352
Evaluation of alternatives with unpractical attributes 333 050 312 6650 0007 629 1.590
Purchase decision .058 .050 .054 1.163 245 634 1.578
Post -purchase evaluation 298 042 306 7.010 0007 726 1377

R’ = 380, adjusted R’ = 371, F = 45.612, p value = .000

**p< 01’ ***p< 001
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Table 4. Multiple regression analysis of purchase decision-making process and repurchase intention in controlling of customer satisfaction

B Standard error B t value P value Tolerance VIF
Constant 110 202 544 587
Need recognition & passive information search 147 .040 153 3.638 .000™" 673 1.485
Active information search -.027 .027 -.039 -1.018 309 .823 1.215
Evaluation of alternatives with practical attributes -.002 .048 -.001 -.033 973 724 1.381
Evaluation of alternatives with unpractical attributes 249 047 233 5264 000" 603 1.659
Purchase decision -.005 .047 -.004 -.102 919 619 1.616
Post-purchase evaluation 183 041 188 4416 000" 654 1.530
Customer satisfaction 432 049 3712 8776 000" 660 1516

R’ = 471, adjusted R’ = 463, F = 56.746, p value = .000
< 001
Table S. Testing of significance of a mediation of consumer satisfaction
Mediator Zab
Evaluation of alternatives with unpractical attributes 3.9596
Consumer satisfaction .
Post-purchase evaluation 54821
"p< 001
ofSA|ut FESAGT a1l (B=233, p=000) T Gl Z  7be] BN 1A WEL EAHOE RO v NEHE 2
oEEs & 7 Urk(Table 4). 5, W2 tFE7E @A = ZAo® Yeisa 7 & wrh @Ak A o= 71he]
7h Al ool PR mE v 7 W= FE izt AN E 27 wEE FAHCE fo3 g dE 2=
Zke 1o el B3 ) & WrRAE Al 9 Aoz Uehyit

o W= FEFo] o8] fosATHB=188, p=.000) T ®
A GA SR AFelM o] FAAT(B=306, p=.000)ET} 2t
A2 B 4 Jdo] 2 vEe ) & grtet A <
T Zke] IAA R wivlEaE Zheti 2 4 Qi
T3, o] st F TAlollA] 17 wiSo] wirE FAEA
< v AAS] WslES Blws|RE vaEA ooyt o
oM E 0.0797FF Zadhes A= Yepgta 7 & Hrt
= FAASTE 01189 sl vl 3 7 oA
o tigk i vEe] mpEAE o E AL & UATh
SRR B 4257 HEEA A A ool fofgh
= Zo® UEto K (Table 4) 127 W=Ewe]
Hl2]2Q]l o= YeRd(Table 2) "INEZE 271 ¢
g A WA 27 FREA Fon, A5 JEEA T
I wrEs) Al <mele] A HFH Aoz
ERK(Table 2, 3) 322 W] wipf &} 270 Fg=R] o=
Aoz yehdth 124 dAE AT ol=oke] BA o)A
vl HoI . T elAtAd wAS} 17 giEo] FAlo) Al
v ozef HXs FFE AHE A= HfFelHez
oF mizf &} 276l F§ekA urh.
HA-E4 dibdzt @At a5 37} Tl v EE
golate] o] w7 &e] 252 Sobel testE Eal HEsIA
ThH(Table 5). = A3} ¥4 it dAeh A7) <=

olelet AE 2w FolelAd WA F WA ot
H7kel o) F %7 WAl 17 wEe] S5 A7)
e $e gom FguEn.
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H7h WA LProlAlon] BRE ol WAl Tk
2 Baghe K Wl 284 Bamst ez e A 7
4 Zos WAZ Uehga, §704 2 A4 Jugs o
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