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The Role of Global Brand Familiarity and Domestic E-Commerce Corporate Credibility
in the Satisfaction of Cross-Border Shopping Cooperation Service of Fashion Product
- Focusing on Amazon Global Store -

Wan-Gee Lee and Kyu-Hye Lee'
Human-Tech Convergence Program, Dept. of Clothing & Textiles, Hanyang University, Seoul, Korea

Abstract: This study aimed to provide information to establish a service strategy in cross-border e-commerce through
an assessment of consumer satisfaction with a cross-border shopping channel and “amazon global store” managed by
11street, a domestic e-commerce corporation. The influence of brand familiarity with amazon as a global retail brand was
tested. The mediating roles of the perceived value and risk of both cross-border shopping and amazon global store were
investigated; the moderating role of the domestic e-commerce corporation was also studied. An empirical study was con-
ducted on consumers who had experience using the amazon global store managed by 11street. To verify the hypothesis,
data from 200 people was analyzed using PROCESS macro 4.0. The results indicated that familiarity with global brands
did not have a direct effect on consumer satisfaction; the effect of global retail brand familiarity on consumer satisfaction
was mediated only by the perceived value of cross-border shopping and amazon global store, not by the perceived risks.
E-commerce corporate credibility showed a moderated mediation effect by mediating functional values of the amazon
global store. For consumer groups with a credibility level of medium and above, the interaction effect of brand familiarity

and corporate credibility was significant.
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A2 @ zeElele] FufAde] via] 2Rl gk it
U 52 fgo= gty st 22kle 3 e <l
Edle]l oJgk AR Heldo] AR o EAI-o] Slof 4]
AEo] ol tigh it HES A ATAE vtk ZF A
of A Xztd 93 MlEs}stTE. Huseynov and Yildim
(2016)°] 221 L3gell ik /\H]X}P/] B0l sk AellA
<= A7d -r]fﬂ% ngz_‘ A9, 32 A9, AE A9, s 2
3, ARxZE 9 A &35}ste] 047‘0}53} AE A
(product risk) %F%L ol Fufjgt A|Fo] 7t 4o
vZA] ZIAY 7|oie 2 2EekA] e dselt Aols)
Row, SHIRE 7P EStelAl vtee f3oR A3yt et
Wk vl 8 (delivery risk)e 22kl 2RAL et AlE
o] Hid F w4, A, SAEAY wiSsA] s = vt
3L Agshe Adstelgt Asislom, JIEMlE 58k &gl o
gk AnAt ol B4Rl Fe vRIths A#3rt vERTh
AR == ¥ (information exposure risky> A Rt} 7121
AEe= B 2891 & MRS F8 AL F =,

ol Auto] Folax] ek 164%7) FLg Axr} et
oh BEgk SERte] 57%7F QJIEUldelA] i e E8 Al
- ARE AlFarlel s 2 $golgls A+ At
e

&g BA=o] AFS oshd A7t 7
A @7] wiZel 281 FujellA x|zt °lﬂd% %"‘ Zlo]
Huang et al. 2004y HAE o2 T3t I&EE 53t
2l &3ge] A7 QJgellxe] An|RelA]l mRlE ol
FT 22l AH|xke] AzkE 919 el

e o
—LJ
oln

EE} M/\Ml EHGP JJrCHP % 2 watalo] 27k 0120
gk ZajoWA] 9o S HAaAZItke A UgAw
HAs A&wrh A9 AR BE BAl] 9 wAsHE B
ok BAloll thai e 284 ok A3t Uitk Lee(2015)=
s 2ol ik Avidel BAe Hale &7t Xz

|
;
¥

_>L

Wai et al.(2019)2] A7l
S M= AAE A8S FAFSE AR A3, AF

3|
=
89 918, S 919, WE 4 Y0 s, o

(o3
[

al.(2015ay= 3 &JZrellA] AH|Re] Fruj o]
3 1 A Ze] QRIER AJE ARt 2
A8, 28R FE AR BN A=
A3, 71 B 3T 7y b °]64°] A
T2 FAS AA 2HRRe] A Xzt

HAAE A HG 7 5717 TR 3%
a84d Z7)9 odgFEuts X-d3}=
Korgaonkar and Karson(2007) ] 22k
gk AXE 9E2 AFS Aske o 1]4
AEe 715, 4% 2 =84 X]"T*‘: &k
2 202} R gk ATE ST AlE
SO = EMleRE 24 Xﬂ% g1 Bt z"w‘i B vk
°i~ A 5 AE F4S A9 vk As =

e 22l & v F4240 9
47} webstTh Kim(2016)9] 8] TEfUl sesgeollx A|zhe

oo

% o
r19L:>IJé
=

N{E N PH

2, FE_’

™ o
At

i 52 ofl

_,_,
ok
Y

il
o

Fa
U

(
=

s 5
f

_4
i

]

>}L =
tlo
2 t rr o
2
ut au oot
o ;% E
2

F>

)

2 £ N
i

- 40
ENP

e ogt
2
L

uﬁ
N
N
[e%

2



IS SNl HEA o] SEL A 2

AP vl A9k Agellx] 2]l B4 Sl TR AlFE
ol MiFE= A7), WhEolu S-S U woll tigh R
ek ¢kt A FRoE uiE 9 vl tid aqlew J
o 2 Zpel7t vk A vElllt ol & A7ellde o

t
3 pe Mg A4

ot}
H3-1: sjefgEis ses 27 A8 el A39)
= WNE St AR} vhme] Bl GFS vE A
H3-2: sfjelf-sHE s e Az ffeE =
W SRS wiiE stef v wiEEd] Bl S

52 it

25 7|y dz=ld

719 AEge AHATE 719e] 2] &4 JaE v
AI717] §1gk AER A2E 71geta Jd9d F U= S
WE Pro|th(Keller & Aaker, 1992). 714
ARG 2=l digk Q148 B3 e}, AnREe 7]

T U= IRIE E Aot Lafferty(2007)
719 AlEde 71y Hete] & FRoln] Amat, Bt 5
o

o] A 84Ut 7Y AT ARAS U FEE 7Y

o

Ho] Aol AlFol et QAR AnriEe] o] o &
FEFE PRItk o2 & 4 Stk Goldsmith et al.2000)°1
wE 7)Y AlgAe] Eom HAls &HAo] RS A A}
EollA AFo] Erhs WS F3L 2 HAEE 7)Ao Fust
A Eoa stk 719 A8 AlFel tid NS =
FE 8o Agdth= S ¢ F AUtk Soesilo et al
(2020)= 719 AEdE ANk Q1S ofmsiy 54 Al
A 7199 o=t ARUA ] A= 3
AT 2MRPE 7149 s UEE fEshe o2
ERt 7199 Bae el F
Liu et al(2015)2] Aelxe & oA o] Alo]ERl &
o] A7F Mu| o] FHol| S wom, o|F Tl 4]
A e Aol FFs miRlvhe A3 YERsTh
&g AU E, ME A S5,

Zn1zte] AE7} Eolx| L RIEETL A7Itke Zlolth. Hung et
al. 2011)9] 1] =R FRE A Es R HA=Es
Al=slE s AMAR] ome] Adds] SR FES wXita
St AHIAES ZF e MRS Bl thsk Bal
TE A= {1l tist 14 ERATA et 117}
= FU e-commerce” |22 3250 A 2] ER]AY
Agre S 8 sle F2E F59A9 oEd 9

ox
l_-@
Ry
o
32
o)
N
jins

ko
ol
-
poc)
o
e
4>
A
38
®

SF Sl oFr2r]g] JEVYe] e - ojpfE FEY AEolE GO -

slo] A= L] A Mu|2E AL o]ef &2 A
M= 11H7}Ee] Aol A= AUz o] 8ol Tt vy}
Tl =5 Ageht] 2dsh=A] GokEr] 93] e-commerce
1Y Ao r 28 HEg AHs] v e e A
A3l

H4: e-commerce” | A1FAL 3| EAE &7} A
ZHe 71 vA e FEFS 28T Aotk

H4-1: e-commerce” | Al1#A

oJt}.
H5: e-commerce” | AFL dlofeEdE Xswrt A
ZHE 8| riXe e 24T Flolnt.
H5-1: e-commerce” | AFAL e f5EAE ETr}
Azt @ EIA-EFel rx=

2.6. 2H[X} BEEES} X{0|82=

Pribadi and Rivai(2020)2] A-Fef w2 &AMz} BEEe
MR e A3t ek A Hlwsk &
Aol Au| 27} Algsls 7 Pt AuRle Q)
B o] & 7hsAdo] vlg =uhal 3F3ith. LaBarbera and
Mazursky(1983)014] BIl= &H|&= RIS 58 445, ol
= T A= A guejmitgt oy} Bl S mRltt
3o, ol Ee wEEE Fujxle] Aol 34
29l A PRIt sl

o] 2 Fulloll thek An} D) Afolgolce] Adh A
T-(Kim & Chung, 2016)°ll= 3237 AMz}p BEE7}t
Ao frolst G nxitke A7 et 923l
£ 5ol vEEt Eoldas % NEA S5 AL
o|Ee] wHE A|FS] A7t o]Foite A B 4 U

2
LG S AR T A ERO Wi A, NE &
|

Lo oot 2 o 4
OO
oot
(o
=)
)
:
m,
T
%
S
o,
32
=
=
g
(&)
&
—
[¢]
\'{'D
[y*)
2
L
)
4

1
2 37} Zth(Fig. 1).

H6: &H|A REE (olulE F2Y AEo)E Ajo]f9x (o}
nE F2d 2Eo]) A9l

w

0
al
0
It

P

3.1 FE=H



294 SFFO]FRIYESIR] A4 A3, 2022

H2-1

Perceived value
(Cross-border shopping)

Brand familiarity

Consumer satisfaction

(amazon) H1
H4-1 Perceived risk
(Cross-border shopping)

H5-1 H3-1
Corporate
credibility
(11street)

H2-2

Perceived value
(amazon global store)

Brand familiarity

(amazon global store)

H6

Consumer satisfaction

(amazon) H1
H4-2 Perceived risk
(amazon global store)
H5-2
H3-2
Corporate
credibility
(11street)

Fig. 1. Research model.

2HAE ddes Hale FsE, 7
A2 7HA], anlAp e, Afjo]8-9
Aaes ofnle Bl °ﬂ thet s

A390™, Xiao et al.(2019)9] BAE=E &% F34S 2
7ol 3 skl sk 7A1A EReEE ol
A FHsks FAE A 2O, ool Fske dES
A5 2, o] thall thE AlgEel ooV lske e &
ojrgkt}’, oplE AFE AF gtk R NI 7]
A AL 117l tid M-S S48890H, Lou et al.
2015)°] Aol AFEE S EUR Aol sl 4k
TS R 1 A derteitt, rdvE AlE
= F2 AHEE AT Sl Ak, 17k 2HAE 8
& B el Aol Sle A Ak, Nivke AEE 4
ok = sisieh. A2k 7ix e 2 sl A Tt of
nls 22 SEol tig Az 7HA|9}h fder

L A 2 g e A= o B e R - s g o M o s B e
}o Sweeney and Soutar(2001)2] -7l
AREE ERE EUE Al s 3 01'04 AT s
2 el AlFE At e
2 7ok, FAF eI, T 22 AES dle
R sl A THRE el E7sS =, A

hul

(amazon global store)

. X

Foha A WED, ALEA AT A AT, Tl
S A AFTE TSI A e ) Q4 g
o

NARNA FThe, ThE AlgelAl £ S THEoETt
oAl A4 IS 7T Foh 2 skt X2
e AFE AE, S 9, FEEZE SPo=E s
T 82 Huseynow and Yildirim(2016)2] Ao ARE-%
5 ENRE A7l g 45k Adssith AlE 18

n&&r{nn&ﬁ

@ BYe AB BY AL Whss, BF AFL
o = Qrh, A FES ATS ux] B 4 glrkrm 24
Sk Wk 9170 e 2R w19 e wiee Bk, o)

AFol £2d0] AS = Ak, AlFL] Qulldo] Sk,
Aok E AT FReE $gel o
g IR EE T2 3Atel] FeE o] sk, A
R =Zel tigk SiFe] Ak, FHAR dig fFe] A
Act. iﬂlx} e} Ao] gy oplE F2

sl Z4gstaRe, oo #et £33 Grace and
OCass(ZOOS)«] g vEe g 2 A oA ST
2R)A} W] a&f& %f%% ‘HHVOﬂ o RSk,
S5 FFAFL, NS AU, o8- gulE
2% OI%W.E 4 o}‘iitk Aol-g-olmel] 3t Fae ol
2, AEH o= o] g3 Zlolh, ‘H AF o]

I olg3sl 4l



L

SN 7 eI PR Sl

FZloleh 2 sk & A

AEHER Z459UTHAs] 284 gk vl

™ ofo

o

¥ 2y

71} opulEe] P AMu|ZRl FU) ol &
25k 9lom, o)F Bl HAAES st
o] = 200] oPde] AHREE dieE HE A 7]
SRS 20223 1€ 7YRE 1€ 1Y
RS, HA 967 (48%), 914 1049 (52%)
JEE & o] ARS-EISITE ALgE
ol A EAS HE 30t 28@%)E 7P
LT 40th7F 5678 (28%), 20th7F 357 (17.5%), S0tho)’do]
278 (13.5%)= VFERTE AP ARAREZA]o] 1317 (65.5%)=
7P Bol yERaL, i AH|2Z 209 (10%), 22 2078
(10%), 71&3 128(6%), 71EF 9% 4.5%), T TH(3.5%), F
2 198(0.5%) =22 I 9 F FTFYSZ= 4007

4 o HU
o o nE rz ©
o

i

ZHA

°© GRS

ST H
Lol d-6005H wlTke] 97t 66W(33%)= 7HE mekow,
2009+ ©]/d-4005+ wTE 5478(27%), 6005+ ©]/d-8005Hd
w|RE 357 (17.5%), 8007HA ©]’d 327 (16%), 2005+ w]wh
137%(6.5%) 22 et ghd He A AF ) vlg
2 107Hd o) Ak307k wHho] 85H (42.5%) 0.2 7 Bgkom,
o2 309H o]/d-607Hd PIRE 73W(36.5%), 605+ ©]/d-
1005H v 247 (12%), 105Hd Bk 129(6%), 1005+ ©]
(%) w2 = FRIFIT

2 ATE S8 AREES AAEIAT sld 7 P E
of tisll AuEd, A 4-63)7F 74H(37%)= 7FE B, Al-
33] 707 (35%), 17-93] 307 (15%), A 103] °)% 267 (13%)
o2 Uit F2 ol8ske AT AIERE 11
W7} 1049 (52%), olWlo]Ze|oW G, A1) 479 (23.5%),
T 249(12%), Ylol¥ 217(10.5%), 71Et 48 (2%)E 1=
ok ANl F2 sk S AFSEE oF 106
W(53%)7F 7P A e, SPEEEER, slofAloAlE 2
3 348 (17%), 7PL 237 (11.5%), A A/FLE] 1078(5%), <17/
WE 10%(5%), SFAZE2 99 (4.5%), AT 64 (3%),
71ek 28 (1%) 22 et = olnle 2 2Eo]9
A Tl Ao 2 287 698 (34.5%) % 7P B, 33 557
(27.5%), 53] °]d 39H(19.5%), 13] 2178(10.5%), 43] 164
8% Yeigth =l oprle 2 2B E F Fulgh
AEEFSE)02E 77} 13548, SHEERE, oA
AF Z3h 78%, 7P 687, AWME 564, EAAR 514,
P AdZE 409, AAIALGE] 399, 71EF 3HOE UERsiTh
= olulE F2H £2EoIE o|§3l AEFS ISt olfE
Sl fle BA=E FYT 7 Ao 7 508 (25%)=
7P Bk, thEo R e TRV thdEiA’ 424 (21%),
©olulEe] HES T F AolA 408 (20%), THE AllE
of vl & 7FAolo)A” 327 (16%), AMH]|2=e] g o] Eolx
FE, 5 T) 2008 (10%), ‘AHg-<] A4 169 (8%), 7TEk

R

= =
.

=
o

=
[€]

e

W= Fies) ] ofrr1Y K21ye]

oi5}t _
7=

o= FEY ol FRIOE -

07 (0%)= LFERSLTE.
FHE Hlo|E= SPSS
A& AAEY. TR AF5AIEE 54
HIERAS AAlElgon, A77Kd A5L
Bl i, Al EEA | Process Macro v4.

% w7} AR |5kt

%

27.0 Z2IWLS AL}

&

s 991

o

i

pal

2
4 Mg A

w7 g 2ot =

o

Koo oo o o)
Y

0 T

—_>'4~,
EER

e} xo|8e=

A E STt 4|
Aol golme] A vX=A U
28 AN tHEFig. 2). AAFEH
Z0] B4 F=27.678(p<.001)o2 B 37 =Ho]
SO0 VERGY, R7=12302 123%2] AHES e
FYFFHAHE e AR T folgh F3HB =276,
SE=.052, p<.001)& WA 7MHd1& AA|3]H. olmlEolgh=
frERdso gl sdes = SR Ale|ES of
e 2 28 gt Ut Eoits As 4 4
AT

AR} RS9 Ajo]g-o|re] EAAFAME F=166.359
(p<.001)02 & 37RFo] HAsoz el R = 457
02 457%% AWHES YEh A8z} RS (B =832, SE=
064, p<.001)E Aolgolwol] Folgt TS wxm AH|x}
NEETL BSFE Aol m=Tt Foliths A & F Sl

7H60] ANk o= H71gt A HE71G] FH A
HlzolA Sl fE7I9e] e ASETt 245 dlaEol
o g8 Aul o] TiE Y} olA Aol gaThe Ag o

w| i},

kel

gl



296 oFO] 7Y 8] A] A247 A3E, 20224

Brand familiarity
(amazon)

276%**

Consumer satisfaction
(amazon global store)

832%xx

*xxp< 001

Fig. 2. Path analysis(brand familiarity-consumer satisfaction-reuse intention).
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Fig. 3. Mediation analysis(Cross-border shopping).
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Fig. 4. Mediation analysis(amazon global store).
Table 2. Indirect effect(amazon global store)
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v MD(Mediator variable) DV b BootSE
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Perceived Functional value 111 .029 .058 173
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