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A1F A €

A1A AT Fay 2 9e

A AAIAR] COVID-19 A= 18] s A2 oj= wjut o
= Aot Tdelk = stal vkl HAje] el e wAl
Tl AE olojxaL vk =W A=A He] waw 2018d V&

A AA gME A A PR T e 89E AR e, dA gAY

DAFE HA ARG e Fu AESEe] W AAEY el
Soluba giek @M &Pe] YA Yoz vkl AlHE Hn
W OAE QA AN SR Abgehs W, oxerel AdeA AA T

mo] ARE-E = Ao R wa g ok (Lee et al, 2020), ol ¥ gk At 3l
sheo] gkow el dAv WS afstd HMy BA=skE WY
Znle] Fabel] wheh 22kl v S =7k Al el v ar duk(E
vl 2020).

At ARAES Y HARbol|A o] AntEFE ARgo] BHHSIEIAL
€0l tAEst wof, o] wE mutd &g Tk AL A9l
o ® 2 FA HIA Lee et al. (2020)°] st =
78%7F YA Eell TS WA EpRldA o]FHA L vt s} A
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N2 9= 53329 ow o= Hd &9 diHl 30.9%4 F7Fe Aot
(A%, 2020).

Farfetch, Net-a-porter, Matchesfashion® & gAg] sjHd =

T A AA g gMe Bl A9d A7) B AlES dviek,
AlE EREo) AAlES anjabgdl Al WA dEste] Mg 229l 4
shatel FEe T Ak AT =l 2EES]] ] gAM Y oA S
ek, EdN], AXIAA, HAES So A5 F 6009 ¥ 7 FAE
FAEl o, S8 A BF FA AS ¢ ARAE Holw, ARy A
g o] F FA gAllM = AP oA EREe A s e ol BUrst
of A= Fde Adststy] Al Euel g, 2020). oWt ofyE, = o
A dd s 19 7190 ofd=e] HAe A EE HAM e A ol

2 =
= 20099789 sie] YMe] Bd=ol AAL 5 FRIEE EFsto] A
SAATEA L, 2020). 2020 A7]el= = Hol 22k HEHYY
ofmiEo] Mg A ZHE ‘Luxury Stores’& &30, 2017 d =
A2 S dElubel ElEe] gM e A ZE ‘Luxury Pavilion'2] 7%
130707F d+= HAMe, stoldl=(high-end) A BHE=So] 3 Holde

CET WE &30 AoE dol'en Helw UrhEW P, 2020),

i

Az

O

=2hQl gl A e gy Ab]ie] detel welh HAAA G ©
My BRlEe] A4S =2 ¢ dnal Be sxbse] A ¥ Bk gl
tHHennigs, Widmann, & Klarmann, 2012; Okonkwo, 2010; Guercini &
Runfola, 2015). o]= @2zeiql #Awjeo] A% stgow Qs gMed 7de
= tojg HAAEANY deds =74 " AVIZE Hr=E slon
(McKinsey & Company, 2015), H2¥ AXAEY 15(2016)2 “YXA" or
o gMd BRIEE 3 g ojgts SdAel xdS 2AHA 22kl



QXS Frxetgnt gy Ba=9 A e A A gl
o1, McKinsey & Company(2015)°4+= 20253 7F4] g g wj&
S AT Aoz o4l gl

Al el EAFANA = AATE AA 2 S rEA] shte] EH
ZolA Hu wzA &Fee ARAAYRE Al(Artificial Intelligence),
AR(Augmented Reality), VR(Virtual Reality), 9 dlo]g] %< 43} A4 714
= o]&% AMuj=9 stE T A ARE P o R st 7HA] FEol
o]Fo] A YrHALS & AFZ, 2019). ME HA ZAEF H$ o]
2lgk SAS vtg o avztl Al HeE i HAE AT, gl gAE
HA=o] AESo] opd oy HA= thst AES MHo| 9
(Chevalier & Gutsatz, 2012). E3g, =12 =2 &g glof HAMg I
A EFHEFS A7IES wEA 483 apEste AuaE AlEste] e

Eupd 7171 ARgel v o3 @2 ARAEs AbRRAL eHeHEE,

K

ul

HZ-2 ;= 77 o]2(Consumer-Brand Relationship Thoery)
BA= Alolo] #Al= oA 7HA] ngtow Aojum,
G At o] AFd BAES] A E Y-S 7kt
Sto}bal HoR(Smith, 1998). 3 Hl=9F AH|2} Alo]o] #Al= 4H] 4
S v o g o]Fo] Atk (Evard & Aurier, 1996). ol A&, Xzt gAMg] o
A ERFY S40E A% AR AE e e AAE FAkAL, A&
A AAE F3 v A BAE 597 o]os AT 5 Ut
1996; Smith et al., 2007). gA g hHd SHEFS HM g BH=9F =<l
gl

SHFES] 5Ao] sEetaL slow, au|AE A zteks gAMb



(Exclusivity), &4 (Convenience), 7{sHPersonalization)®2 o] 4
¥ Bz gy A Agtel A AlFe] 7S Anjke] wi AdEle] glof
8 A 2495 (Arnold et al., 1983; Oppewal et al., 1997), g2l 7}
83 £4°8 =54 o tH(Okonkwo, 2009; Kapferer & Bastien, 2009).
, =Tkl &sgollA T vk Al A dF ZHF
of &S WA 3(Gefen, Karahana & Straub, 2003), 7|18} 4] A}
ol = A= AoR Y AtH(Vasanen, 2007).

B0 N
rob
o

>
>
o

491

rlj
Il
ol
o

S,

03

S8
flo
2

F AqelMs= gMe Bzl 22kl &gl ik A,
gAe] AlE 22Ql el ik JE HAEel e A 5 B2 gA

2 # Arsel AW, YA A FTAFL ohE SFEH A7 o

rfo

HIgE AAdolth mebd, X AFeM = A ATE nmEem odM dud
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Al 2 7 o]&4 w7

Al 1A MY A ERF

1. YA 4 BAse] A Ase Lol SAF

gAg el digh A AHoE W A3 AFolA bFol gt o
Mel, = BEY ARA guls HoluAy ol 1 e a9 AE(w
H =old, 20200 0.%, 17te] ¢k FE AEe Eoke fojolth WES
AEA o2 7EA(High Quality), Z7F4 (High Price), B (Prestige)9} <
#ate] Fow o] ¢t (Dubois & Czelar 1999; Eastman, Goldsmith, & Flynn
1999; Vigneron & Johnson 1999, 2004). 9= WES "#AMeE BH=
(Luxury Brands)" &< "gMd A¥F=(Luxury Goods)" ol&}al & s,
TR MY Bl 52 =My oA AEES Bde 9w 53
AAgle] WEolg FHstal JrHeF, 2009). HAMg+= strte] SHEHg
AFol ofd BHAUEZE sk Aoz ALgFojxal 9lem(Cha & Nam,

=



2004), #HME B sjefolA Aate frgstar aivke] Alsroldtar &
¥l ARgH A= A$7F BTHEAE, 2001; Kim & Whang, 2009).
Grossman & Shapiro(1988)d] w2 HMg HdHE= ERJAT AES A}
g3 AFATE ARG EmE d49E A He AFEeE
Vigneron & Johnson(1999)% AH|AE9] YAg B9 3l <d2lo]
A a7k, HHGE e e 3Agh AR A7 By 1 o] 7HA| T}
ook striar o]l tt Dubois & Duquesne(1993)+= AH|AFS©] 2 A ]
£ aRlgo R sl St Eas 2 HY, gAY 4,
YAkl o WAAl .47k A= .45l 74, dR 55 F
et Aeolgtar skl 3 gMEE AR e R aHAE AMlE
G5 t2A FEsAL FA o we AR A guE ALY A Al

Aol HAkel, A, AdEM, AUy, 1eal HasEA
Lol ZgHEttar 3ch(Vigneron & Johnson, 2004). Choi(2001)E g4 B
HE AFS 2HAY] 58S AAske AlFoldal s3laL, of2lgk ol
FAE AN A5 Holo #ARle] EFTE Afrshr] ke Exdold
Itk wEbA, A e BAlE AES AR 7[EAQl SR T O

ot TFS AMAFE ES dndna = 5 AvkLee, 2007).

S5 aHAEY £2 A L] deshdA AEe
S

=
759 SHEGE Aol 7H = AR, Fad SHs o Tasi A

Zyetar, AFEe 7R BHE oju|X| e} 71AS FQsHA A7t HAa™
ZAA4Y 17(2002)2 A&EHE A7|HANE & e 20 ~

30t vk A FiSe A=l gA

Z~¥H](Trading up) &Ao] YJettar 9dvtar 39t Nueno & Quelch(1998)

L

10



© HAY AFE O ol 2 dEsH R daEe] obds AA G
Row, HMe Al dulE = gfel £ Mg AEe diT vAIP el
oF @& wWeto 2 Silverstein & Fiske(2003)
7 BES weME dFNew Luxury
duetiaA 7E BEyG ST AE
gy BA=E9 AA= g (d: Prada®l Miu Miu, Dolce & Gabbana]
D&G), v tjxte]y B =(d: Michael Kors, Stella McCartney), ol
2~ E] A (Mass+ Prestige; Masstige) B #:=(d]: Coach, MCM)%5 3 & A&
stel MY BRlEEo] S7FsHHA, B B2 #AMY ARk fds W
AT wEAY A HAME Bos MY s WA 29 gt daet
7FA](Value for Money)E 7HA™ AB|AR stofw A3 547H-E& =7

A st EAo] otial &9 tHChoi, 2011).

—

F&ot] WEE FERFOR A3 WA A A A Y T

EE olortar vk e5d IEYle] HAstE &gl Hojek AlEe) A
HY=

4o P nAEER Sl A g Re ABe Fashs Fa o)
474 a9le] HthOkonkwo, 2009; 2010). AAA ] Faxe] Aol

weh, g BAESS s A" A SAC AlEY wiekd A=
7z ok st Aol =ofl 7] wEol(Ishihara & Zhang, 2018; Okonkwo,
2010), ©AE AlEelAM awAbe] e v & oldid ek Sn
(Hennings et al., 2012). A HA&4Q gAMe A el s 2289l
ZEOO AN HHAE, nARY AE 9 dAvjrp o]FojFtt. 1eu, AA
B2 HMe BlESo] 2dRleR #E5WS s, 2dels ol &
AwuAeld 2 dufo] IS 23 JdFAS, 2010). =2Hle 3 Al
D AH| A Al v A7 Aol duiats AZdsta A A

B15]7] wjEo I #AAES 7FX M (Thompson & Corner, 2005), A=A}

51

(il

11



i
2
Dy

AAUE Ak A 2] A ves A 29§ A, o
FTHE AN o B2 AtdelA ARE AT & F A deu
(Thompson & Corner, 2005). ¥& Mg BA=EL FAujo] st 2
=2 HUstE g WUeter V=9 HdE 42l ¥ El(Brick and Mortar)®] vi7

& EFE A 2l 2Eo], BR 2l 2 BAE, dolx, 2

o

2B 22 A4 U EY A AHIA(SNS) 5 o FEjY v F=2e}
A2 g vAY Jagd oz gMel dgisdd 5849 AEstE vE
W32 99 HQack & Thaichon, 2017).

2. gME A SREFY g

MY A ERES AgANY L Ao AA 74T

o Trd gHe BAS AFS LA £7sn Bulss el &

B E9EoIthEnes, 2020). AT 0% FSH] B MY 2uAE
]

A FeAL Qe FAolH, dxe A AN He BAL vEaol
o) AR Ao e A 3
ders gae BASE @ ugeld Ades exelel Ese

71l = A oy MiFES W deols ZEo(Multi-Label
Store), AHE 4F(Select Shop), 7141 2~Eo{(Concept Store)et= §AER
B Jdo(3H5d & FX5, 2011, A gedst gAg] Hl=9) ofo]Hl
= 3k 3tol Rof v wiFE3 gl HE golE 2Eol: ofP] BlA
g HYse] AZES Bd® AMoer FAsta, FAAH Fmrdo]Ao]

FeaEs oF, ohAMe, AsHFE Boista drhAHY, 2008). £,

12



w3t Ao Vles Fdste dow AEstE Fa ke S, 2009). =

T8 gMg A 9 7199 HE dolE 2Eo= AAA JTEH WA
do] B4k Boon the shop), A EAFY] 10 24 W R (10 Corso Como),
Fol(MUE) o] e, ajele 8 HE dols 2E=Es iy
9] Colette, Z&F+=2] 10 Corso Como, 752 Opening Ceremony 5©°|]
THR.F9, 2009). A AFs M=l 2kl 59 o8 gAg d
g folE 2EoERE QIEYY BASLe 2 AnATS Avdstr] 9l
=Rl o® T s Ffistolth

= ZRELS HE] BAE ~Eo9l nd wZtoz A
Zh= o] thFd M BA=Y AES FAwetal, Ve JE, 53] 27
2 AAA S Z2 AR=E

E3ety, AAdA ] 7t ER dA4e 7HAAL tHKapferer(2015).
¥4A &l HYAdE #d EFEFL Farfetch, Net-A-Porter,
Matchesfashion, Yoox °] 2™ (Sherman, 2020), =& thE2< o
Ml QA FARES old=9 =iMe] Aeje], Edn], gk JfX A Fol
untrafd, 2020). =AM A ZREFSAE g gME BAE=9

J|m

FEor 7 FHFAA Fee A 2Ed S WgE 3R ojn|x] E
M e 9 o5 st Sl ofdstal low, At HAE =X

Al(Artificial Intelligence), AR(Augmented Reality), VR(Virtual Reality), ®l
dolg 59 42 44 71Ee] A5HAS & A8, 20197 20~300) #
< AMARLEo]l FHYAHA vl AHg A A FHEY AAES

A qo(sey, 2020). HME A ZHEF FolAE Net-a-
Porter®} Moda Operandis= ZZ o0 A|AHS =Qlste] gAg BI=E

13



of st Fuf AR Abole] di7]7IRbE diF: EFdks HRE ol FH,
gAg Baso gkl ol=y Anulo] =A 7)o HArmstrong et al.,
2018). gA ] #|Ad Z;AFE The RealReal 2 4% b=l gAg] oA
SAEG 22 YgME AFe] Bt obyel, gME Bil=ele] $EA
|2 St EWA] AlekS Fste] i gMe] BdE $aL AlES ol dvls)
i ogder, CO2 M=% 3 = oM™ A 5det=
(Sustainability) 7WAoll% J&& wlx o]o] w2 Anu|xle] o] Ze|a

gtk stk (Miura et al., 2020).

r %
e
i
2
riet
oM,
_1

2,

oU%, fMY 2o

ro
>
2
rlo
X
Lo
2
i)
o
2
b
-
N
ot
ok
0%
o
__>"|_,‘

(Desmichel & Kocher, 2020). 48]z}e] HAg] &Fol o] H=FAQ £
B AN Aol nAy A=) B 9
& Arnould, 201D). E3H gMg] A ZFAFS tAE A
gk olal, el R AFYACIA M VIS AT & ArHAnat,
Sandrine & Silvia, 2016). AR e} AFEA B gk dlo]¥ wo]~E nf

o_>L
K
o
o
_04
i,
D)
6
o
5
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Al 2 A gy JAEREF &4

w AdM = A AuE APgATE vEoR YMe] anjak H=
Fo vE Aor diEs "HAae Ad SREe 45 449 A

o el HAE A 2], SHA, A, AAsel Uid Zzre] Ay

TAZ A Bkl yHleh Zolm A, vl Al E = ofo] |l
Z Aoz AHsk3l 2 (Simonson, 1999), Levy & Weitz(2004)2] -9
AT A THAL YA A gE Ao ekal Aol ol ek
(2016)2 v Hxo] FAS AH|[ A A At Wl dre] ekl
o8ttt Mantrala et al.(2009)= #§4d Ao F+A4S g, 2eol, A
291 37HA Ao w FEsileH, o5 #¥ES A 7Y G
TS AR Aol 7hedt Aare] Jhelag vt BE AleEs Aoy
T ol ZF ghe o] el A AnAl Aile] Yk AERUe] glojok
st, AMH| 2 S LH|[ Ao Al AlFE= AAgE Alo]=o] FHE 9
gtk A A7 S At 890w wid A Aleets
Aol A7|ek 2H|AZE A Zbske G el ddAds skl
(Kahn & Wansink, 2004; Mogilner et al., 2008; Chang, 2011).

}_.

gAg] A ZHEZoA Bdl= A F7](Brand Assortment Size)
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v v AP Al gk AelS AlFetH, ESAAAE Fola oA A A
st ARE Agdoezx FE4 29 dAY FulE FIAIHRoss &
Creyer, 1992; Simonson, 1999). &3k AW 27} Hst= AES 7

= -1
Wk HlgS FoFaL, ARRle] dske AlEs HA e ¢ Ao

(Betancourt & Gautschi, 1990). A% 2] A7]= A48 ofYg} b
At &5 SEAIE ¢ e AFES s gdES =Y 7 d, g A

FoA & v HZE HF AE 5}
1991). g g A ZHZoA BAE A F7)= FHYs Av|ate FH

F(Lancaster, 1990) 54

= O«
A =oW 7o T¥e A4 4 AdthKlemperer, 1995).
Broniarczyk et al. (1998)3} Hoch et al. (1999)¢] <17t wp=w AH]|2}F7}
A zpebes vl wiE =, wid Y ormep e Wago] AsRe] T
TAA #AE Aok B Th Huffman & Khan (1998)9] <1 ZA3jol A
HoohFet AE S AT AR BSES A Ho &% I

Ao whzl To|w 1 ujde] ik olu N2 2" o o 77t &

N
-
0,
o
=
rooR
i)
Ny
il
oN
o2,
s
2
frtl
o,
i

|

:

O

gAeg 2eel A ARdelA ZHE s 7Y 5 stdelat tii
el Mg A FYF Farfetch 500707F W AlAl Harel 59 9A
g A FElA9 2007 A9 BA= BEUES Fete] gy AnjAs
oA ZHES T3 AL 23} 3,20070 o] HA=E A-Fsty 39
2] SKU(Stock Keeping Units) A#7} 7Fssltbar dhth(Balasyan &
Casais, 2018; Miura et al., 2020). Farfetch2] 3]st 2 7]e] B =9} A&
o FA o] 7hedk olfe= 9 oFel ok Ao, F& Ay
T AT Y G el ol FoH L 7] wiEelth o] &Y %

al
Aol ola] AgtE = v 7es welsto] ARzl of&) std &4

d
oN
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N
s
-
o,
N
3
B
k)
o
s
o
2
2

adE e =l AleFglel =kl WA

oA FIulE = AES 52 5 v s o (Miura et al., 2020).

(
b}

T A7) BE HA4EC vl AnjAtEe] ) ool 2 o
< G sl o (e & BFF, 2003), A E A EHEl
BHA= LA F7]5 A7 9ok BlE AES 23S 4
Fola, AFl g FHS AHES} HEo FAAS AT ]
(Barlderston, 1956; Kahn & Lehmann, 1991). o|A & W& Z3} 22
o] A7]+= &A% (Pleasure), 37 (Excitement), RF5E(Satisfaction)<}
s 1 &% AHE =9 (Yoo, Park, & Maclnnis, 1998), A2
A EFAEY gk vt B
A Kim et al.(2013)2] QoAM= Muls Aok AFel vA= 84
Ao A8 de weluA AFe A Ao BAE g st

0O;

o
X
Lo

1
s

X2
-1 U
i
filo

ok
2
o

o

)
1

rlo
o[l
o
)

(0]

o
o

49l 9T A Rolga g 5

f

off

2. 544

=4 A (Exclusivity) & Z2 AgATE5S T @z gage &
A AR A Sz gy olsHa v HMes ARk Al Aol vt
BEEHA 2w AlFe] 5543 Fode WEse 5AS 7ML, 53
S 73 (Choi & Rhee, 2004; Okonkwo, 2009). A2 A& 54
S g AAAAS TIvte 2 AAkekal, I3 A QL olw A A FE
Aol o 2 714 2 AdH +F A=Y 5HES zZtethKeller, 2009;
Okonkwo, 2009). A&(2010)= YAMel HIA=E sy, 284, 12

=4a0] WEHo] u, wATe] N Fasd ot 4L AR

of

2
k]
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o sklvh Ak A2 78S gM e ZEolw, Zeju|g] 714
3F3}= JebWti(shihara & Zhang, 2017; Kapferer & Bastien,

gAEl Aol AAsE HA"Es B Vs AR S gMe B
A=E Afolo] AL Mg Aa vk ox3 B2 PAME HA=ES
<gkel S A2 bRy, Qo QY Hilse] S oF

SH4, S5 AN, TV 4, a9a 94 bed S5E 2ed
& fA8e Aol W$ Fashtin Brh(Yun, 2018). GHe BUEe] %3

=
FEA Adho] Anjxte] &9t M2 FAA 7t Y tHLynn 1991;
Hennigs et al. 2015). g8 &£A F 7F4 $83 849l

= o
o AH SREANE FLF SHOT AHAS FAHI BEs} PEe
E 3Z
- =

2A9 Mo r A okt (Upshaw et al., 2017). Kim (2018)¢] €179l
w2 ARjzke] wjERA Q] St AH|E T ElQle] tid €4S YERY

gk grelw, SN HAE v Ay dude Selsiith
uEhbA, HAe Al EREe SHAES gMY aviAbee] SA4Hd B
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3. HgA

He]d(Convenience) AH|AZE AFS Tl wf Wh=A] 283
ofF sh= AIZHE =8-S Y= A HEld 9 /Mde Copeland(1923)
Eret 37 vHE 3ol Ae SEEA. HYdY dS A
AHEL o]l E Yyt Fx(Yale & Venkatesh, 1986; Brown 1989,
1990; Seiders, Berry & Gresham, 2000; Berry, Seiders & Growal, 2002),
T v 3o A =9 v ow AE 2/ A Fxe AY
stk (Berry, Seiders & Growal, 2002; Seiders et al., 2005; 2007). -2
A= HeAel g ol E w71 s, o8 T AGds e
Gar, vAY T3l A= Au]2 A A Berry, Seiders & Gragal, 2002)3}
2 e HE A (Siders, Berry & Gresham, 2000) 2.2 F F/F2] HHo=
TAEorA T B A8 dATtelA A E HZ(Access), HM(Search), ¥
7F(Evaluation), A+r(Possession), 7@l (Transaction)s2] A= #|<t3)

.

o
0%

e
U=

g A ZFEY AL 28 Av FAoA W B
H anAke] ARk =9 v o w = v
Z7]W mpA AW 7] sl AA, H
FHaol HIAA S AlFste FujxtE AEsktba &9 tH(Bhatnagar et al.,
2000). B2 AHs AFoAdrE HEAd2> 28] 17 w3 dE ok
A e 1K
2013; Lloyd et al., 2014; Roy et al., 2018). &gkl &3Fof 9o HeE|d2
Zu)2te] F8 F7]olm(Jayawardhena et al.,, 2007), A7t} 2o Ftof]

WA 93 olg Jbed dME A BAEE A4F auAEe AT 2
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ZdE AestA e 44 =9 FEoeE Y

ok 5, anATE AZbeks #JEdel e s 149 7HAV) spobA AL

gldo] Ees WS gl AXal Fek(Thuy, 2011). Seiders et
A

al.(2000)9] AFdAE AT MALS =3 o] AH|AFA ATsE

o
B>
b3
2
I
x

&)

olg} gol, AYQE ekl & BANA WS Fad azolH,
9Me M ZAF Abgel o] 20-300) HE AMAZES G4 B
=2 hgAa A Pl B4 59 2o AYHon A%

of AR BrtE & Aow 4 4 St

P

Al

7§13} Personalization)© 117 H|o|H & 7]|Hlo g u©rE3
W Au) A~ A F(Adomavicius & Tuzhilin, 2005)3}, 1Mo & %S
gk AlekS EZgdcH(Lemke et al., 2011). vlAE FEofo A2 73+ &
e gl WAE Al e HAAE FYsdtH(Vesanen, 2007; Wind
& Rangaswamy, 2001). .3 g}el ujAlo o] 7H¢lsl= alo] QR e

ot

=g

JN

j9

(A

o

AE FFA7171 A& dujdoe] A giHste] AMu|2E AFsts AS 9
n]skthal $HcH(Shen & Ball, 2009). Z28{u}, 2812 7404 gede]= 7N
st V= ;Ao A Fof 7EY FHE FAHT ¢ 9o, olEA F

X
i
o

JolHE 7IHto 2 FalS ofw A AAStaL FAsoF st=A & 4 3l
tHZang et al., 2011). Sunikka & Bragge (2012)°] w2 7j213= 713
At AEFES HAY A Gl Ao A AFsteE ASE HEE S

20



3 skan, iJskE AlSE, Avls, dEzg ol AB[Rpd Al uf e A<l
27 E 7 Qlon, Aot AnjR B A &
(Ansari & Mela, 2003). /NQ1st= A A=, Boh wEste Faet A

= F3H& AFdH(Kalaignaman et al., 2018).

rfo
AL
r o
rigt
o,
=2
>
1o
=
ro,
oty
rlr
o

nizbell Al H A ste A4S AT,

4= 9ltH(Chellappa & Sin, 2005). A
2] oA ZAFoNM AHAE w3 2uA Y] STE FHA T AFE
oL} MuH|AE WEFEe] A= RS 9 u]Ea(Tuzhilin, 2009), 7213}
¥ oAu = Qlate] AMAE Bt F& HEE FA%ria drh(Beck,
2009). Pappas et al.(2016)AFo A= 7Q1ste] #F43 sgo] FujorE
S Aoz #9181 a1, Choi et al.(2017)0ll At A= A nH]zlof| A
MAste 7HA ARE AT FH14 o5 Wk ofg}t v AA ] =&

2 FE 98 da sl

EX AR Aqu|Az olsle] 2H| Ao HlEo] ZAA o
des v A FHEAQ AH8-S F7HA17]3L(Blom & Monk, 2003), AH]Z}<]
PEo == A 4 dtHOulasvirta & Blom, 2008). 7i¢lslE E31 <l

@ wE Au)asl Aol e AT T o] 8RS ARG AXsje], v

A Al EAwE ek, o= SHRFC ¢ e wWF-EA = s H
¢l &35 A5 tH(Benlian, 2015). &M= ARIStE T3 43S vE
o2 FHFENe B =}dele sgA] FEF= vA (el ERl, 2004), A
Hj 2o gk AlE e} v AT (Ball et al., 2006). o]#H 3 WEE=

DA, WA AZeie PAe A EREY s nae Az
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A 3 A A=} wF

1. A8 Jig 2 EZHFS] A AU

A2(Trust)= =F4AGo] EAs= ARZ8HY, dA4 3248
=

SHollM Tagh aflew A3 rHGafen, 2000). A% = Aol AHilo]
o gk SHolut Zltiel A BlojuA] ki, Al THE FHAA F AL

2 AZbshs dgolgtal & g kR, & A4}, 2016). Crosby et
al.(1990)2 A& AgAtar 1+ olels edfes: A& 5 e P&

W3 & 2 (Barber, 1983; Poortinga
& Pidgeon, 2003), thst #aeld azEa low, wiAE ok A=
AurA o8 A= Ay HAA A zhe= Az e A iAol g 2

w 2E]ar Al hHa BalS v ri(o] = , 2009).

FO

m]

Chaudhuri & Holbrook(2001)& H @ =9

%8 5ol d £A5ES wAe] worm = olda Ak Ad

(Doney & Cannon, 1997). gA g BAH=E X353 AvAREY ol 59
sty gAY AlES Ak AlFHT v £2 545 AlFsiy AEE &

T dohar AZbshr] wiEelgkal itk (Aaker, 1991).

3, A= vHAE EokilM Tad A WaeEA a7 B
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}™ (Shankar et al., 2002), %

2 fASHA 5

o AlF

=

gAe] B4

7

A

3

Al
=

o

puze)

o
i

2ATHCorritore et al., 2003). Wang &

Lo ana @ %

3} 7}

Head(2007)¢]

of dvjztote] FA = Pl

w9E 7

-
s

boich w4

S

o
HA
el
g
i

(Morgan & Hunt, 1994).

FAYEe F

1
s

oA Al

T
)

=)

-

__.AL

N
=
%

;0,._

el

o
W

—_—

B

F T} Loureiro et al.(2014)¢] &) A

5]

Aol e}
3 g

[
=

o Aold A A=e) v EmHE

=
[}

B

N
-

el
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2. BE9 g L FTRAEY GF B

T3 (Satisfaction) A8 ¢} FE RS o] FH AB[AFe} HAE9
HAE 948 A= T8%
A2 EAFT. AHj Aol wE
Brtel= FAGoA 2 =Zolgtal 3 2™ (Armstrong & Kotler, 1996),
Oliver(1992)= W55 Aoyt Mrj= A wel Yelus &vAke]
A Tl o] % BrF e A wkgol@tal skt Goodman(1995)-
u|zke] Qe |dle] &8k A PozM, AET Auj29] A Fu)r) o]
FOIX| AL, An[Rte] AlE7F ASHE AHE AYE WEl Aok olE %,
ML 2 Al e ARAE grlsks B zolHR AAS A

Fdad=Ae gk F7HAQl S AW EH:E T AtH(Yu, 2010).

gAe] i SAES

Mg Folgel Qo] AA A4S HPoE & avide] YEE B

=
rot
X
=)
X
rvlj
APy
rlo
T
=
J r
2
ol
[
AU
K
>

of\
to
r@'ﬂ
_L
T,
>,
o,
v
s
Q
=
ol
@0
g
[ab)
=
y
\]
(@)
—
@
rlo
i)
By
o,
fo
-
to
N
=
9

e AFE v Aus Pl ool v, 1
HjZkEo] Fujg AlFe] o] 7 oY AS == AAAA g

& wEoletu sk

k>

B A ATl E AEer v 7o) Aol ik 4=
Aol tigh B2 =97 ol Fo A gker, AFE nke] dgacle
2 HE #H(Anderson & Narus, 1990)7} TH5S Ao Meggloz B
+ ¥ (Morgan & Hunt, 1994; Garbarino & Johnson, 1999; Ganesan, 1994)
olt}. Berry(1995)8] €AtellAl Zmjatel Bl= 1He] A= A7 28

(i
<)

o)
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St RS HawA, B 2uAES Mua B2 %S F@sr] Ao

Tl AL alof slm Ao ojEsor AL mAE dFe BH 5

grba FAskglvh webA, el B ko] AE SRela fxehHs
o

Sol WF Bt 2vAe] WHOR el £ gk ek,

AgPATelr BH2 v Apzo] 5o 22 wielA AFEI A

H 25 gk o] 3 AlgrSol Al o] 848 dEsted= 7 olF 9
Lo st AFAAE Y HKuo et al., 2009). Chatura & Jaideep(2003)
o Aol wEW W H o) Bl S gl wek vE2A d49
tar silov, wERE FHl 7o FFs HAE sew glEHdH.
2 AnjAte HHe

FHAL e TR GFL VA Ao AT F 9
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A 44280 FH=

22k FH(eWord of Mouth) oA oz A= 4
(Word of Mouth)¥} ¥ ¥ ™(Gelb & Suresh, 2002), 1% +x3} &
Aol A o] Fo]  Xvkar skl &9,
Henning—-Thurau(2004)°] ¢jstd 2z}l
3 tharo] Abed 7ol o] 8%

5o A4 1Y FHH 5

SY EL R

2etel FABEE exeelold] 3ol Aus Hi guel WYL
SRY 5 ol FUH AFARIA AFDN R THEES T F 9

(Rezabakhsh et al., 2006). ‘+%1e] Adsjaclo=r
2003), A% (Kim et al., 2009; Santos & Ferendas, 2008; Gremler et al.,
2001) A7+4 %74 (Danaher & Rust, 1996), =7t
(Sweeney & Soutar, 2001), 5©°] AAFATE 20 FAL AH[A}2
A4 wel Qo] thE AAREe ode] WA FFL Wi Aol

moll Z1gel A Abgshs vHAR ARuAeld mye g 28

W= (Ranaweera & Prabhu,

X E] 2~ 7HA]
7o

e

i)
2

2etel AL EE AuA lQle] SNS, EY BEo, 93 52
Eale] olfo] At A3 Fald oxehel pHolwe} v A

oA elggol S Wil 2uAe] YFw} FHY T FHHY
AFANE Ae AE FRES AZE S o
°]

o AAY 2kl AR A= dES AT
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A5 A FAFTHEY

apel] o3k Zo® o], YMel 2vxtE vl 7 A =,
4

P~ o
t
rir
do
)
[»
ne
g
=
oL
T
N
3
2

W
N
o
Tm
ol

_4

&A1(2010)00 ofstdl 2mjab= HAel ojd BAEE Fujgo =i gA
2o Agsye HPE ojmx|e} Eole] olw|A 7t FYUA H AoRE VY
st shH, M AES F8S A The HARlE ARV wiEel &
HZHE S B THete Zol = #§3 A=EAEA Y ojuAE RiEo] |
wotrh 71 HAMge ApEstd e AlRE T
A2 gAY aME T8 U A e 25,
AdRke] e 2ud I HA FS Fete] Y F54S v
a1 3k Zlolgl gl tk(Silverstein et al, 2008).

2R Ak A2 FridEel AelE VML= Tad S,

gl A4S fFPstatel ARRE AFOR FRFE AL HRA

S gl vl F2stth(Kang, 1999). o]2fdk oA, gy A

£ed

o
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A 3% ATEA 2 A7HH

AlA AT & A7RY

1. @784 R 7Hde 4A

Ad As avAY Hemel dEord 43S vA= HMg B
A= 5 28 &gel A4E v SdEl diske] WE skt (Gefen,
2000; Okonkwo, 2007; Choi, 2011; Turk et al., 2012; Kapferer, 2015; Kim
& Kim, 2016). & 1nZ& nfgor =&d 4714 299 Mg g =

9DE HAL 2WAS} ZAE BAZ FAAE Fo AY WE e

T

29



Mg o

1

s

3

°©

)
4

WA, A7} A2

=
H
o3
Rl
al
s

Nm @ T

M ok Mw ) x 9
5 = DN
Y x 8T 4 R T g
Fr Sy Tx P
) O#E . wAI# ‘O| ‘OIL ,_lmu ﬂ
N wrmo vaﬂ 1__/|,A ‘ul g O#E :.L

oo Voo 4R
N o~ ol dlo oo Nfo up i S
o O o X Wl -
X0 Wwos o °
—_— m< 1 ]
= Mo ®& K ! . il
o BT ox 4 ET T
e &3 XK
ey, =T

‘_I/_W =} ‘ML ar OL Ot -
X ‘Alu_ﬂ Og JUuﬂ == ZT oy ,ml OE
m ‘:|.JI ]__/lA R w ,OI ‘_._*.m.o
ooy 2 98K ®
w v o N BN &
o or - = 4 90
KO & o o i .m ol R
TEom 3T 2 o ®
@ 4 ST BN
W = o SR ok T

1_ N AN

oM T o g T T
LT R o= & e

)l o~ or I X o J
N ol ™ _W ¥ = GG
T <0 % G2 uA/l.m _zT <
7 oo g A "R T
= ow AF o ol WK K

Ea

Kol
=

PN
=

A9

Ry

St (Lee

3}

R

t= 71

2]

I<]

1

A

v

o)

[e]

1)
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Al ¢], 2018).
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b 440l & 29%
A} wEo] Lehel FHE Aol WAL o] e AFHow
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Abstract

The Effects of Luxury Fashion
Platforms’ Attributes on Consumer
Trust and Satisfaction.

Suzy Kim
Textile, Merchandising, and Fashion Design

The Graduate School

Seoul National University

Consumers' interest in luxury brands continues despite the long-
term economic recession and global COVID-19 pandemic situations.
Unlike existing luxury consumers with high-income, the new luxury
customers are much young consumers than before and with relatively
lower—income levels. This new evolutionary change happened with the
increase in luxury online shopping due to the spread of un-—tact
consumption, digitalization of distribution and including the generalization
of the Internet and smartphones. Luxury fashion platforms such as

Farfetch, Net—a—porter, and Matchesfashion have played a major role in
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the spread of luxury online shopping by introducing the collections and
selling products from various luxury brands around the world and
delivering seasonal trends and new products quickly to the consumers.
Recently, many investment companies are looking forward to the
emergence and future growth of luxury fashion platforms like Korean

startup companies Balan, Trenbe, Catch Fashion and Must It.

Many prior studies have been conducted research on online
shopping for luxury brands, but academic research on luxury fashion
platforms is insufficient and only little studies exists. Therefore, it is
necessary to study the concepts and attributes of the luxury fashion
platforms and to identify the impact on consumer attitudes and behavior
intention. Based on a literature review of the concepts and attributes of
luxury fashion platforms, this study derived four dimensions perceived
attributes which is brand assortment size, exclusivity, convenience and
personalization. The purpose of this research was to find out how the
aforementioned of perceived four—dimensional attributes effects on
consumer trust and satisfaction and also the online word—-of-mouth

intention.

The paper presents findings from an online survey targeting
consumers in their twenties to thirties, who actually had recent
experience with luxury fashion platforms. Analyzed survey data from 359
respondents’ samples by using the AMOS 22.0 program and SPSS 26.0

program. The summary of this study results are as follows.

The findings of the study illustrated that the luxury fashion
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platforms perceived attributes brand assortment size, exclusivity, and
personalization positive effects on consumers' platform trust. Also, the
brand assortment size and convenience of the luxury fashion platforms
positive impact on satisfaction. Secondly, the consumer’s platform trust
positively affected the platform satisfaction, and the platform satisfaction
had the positive impact on the online word—-of—-mouth intention. However,
although platform trust had no direct impact on the consumer’s online
word—-of—-mouth intention, the consumer trust and online word-of-mouth
intention fully mediated by the satisfaction. Last study finding is that
consumer’s trend orientation tendency had impact on moderating effect
of the previous findings. This study proceeded multi—group comparative
analysis to find out about the last research question. The significant
differences between higher—trend tendency groups and lower groups

were identified based on previous studies.

Overall, finding of the study illustrates that perceived attributes
of luxury fashion platforms had significant impact on consumers' platform
trust and satisfaction and online word-of—-mouth intentions. Also, this
study revealed the consumers’ trend orientation moderates the effects of

consumer attitude and behavioral intention.

This study aims to contribute to academic and managerial
practice in several ways. The academic practice of this study has laid the
foundation for understanding mechanism of marketing strategies by
providing the characteristics of luxury fashion platforms in the luxury

fashion industry. Furthermore, since consumers' orientation have
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different effect on the perceived attributes of luxury fashion platforms,
the result can suggest to the luxury fashion platforms marketers may
provide personalized services to fit the consumers' individual orientation.
It will help to strengthen the relationship between customers and the
planforms and also can increase positive consumer attitudes and behavior

towards the luxury fashion platform with the long-term.

As limitation, this study was conducted by online survey that has
to rely on the respondents' memory of their luxury fashion platform
experience and respondents are limited to whom had recent luxury
fashion platform experiences. Future research could give a scenario or
by providing the luxury fashion platform user experience to the
respondents who has never bought the luxury products may provide

marketers for a guideline to influx the latent consumers to luxury market.

Keywords: Luxury Fashion Platform, Brand Assortment Size, Exclusivity,
Convenience, Personalization, Trust, Satisfaction, eWord—-of—-Mouth,
Consumer Trend—Orientation

Student Number: 2019-24425
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