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2012), 3]Ake] Aol Slo] fegt oS AlF3t
TH(Cina, 1989). 7]4o] 77k mlefof drpht A4
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SR At woh AH|A AZGA 7+ AR
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= W& 2 AT S 5 9] Sz FFok
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o= Aol Folg & A== 2 FAEF2

' 24

HA W] Fat G mAt Lok =
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(Pavlou & Gefen, 2004; Verhagen Meents & Tan
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Sti= PBO A7)z o] Tl digt 47 A+

=

(Dube, 2022)7} Y= 7| = opl ot & Aol A
£ 5 7 BFE FEoA] @A 28] EEE
o] MEE dotHiAt gty I olfE 28kl
PBE T (Coupang)¥t T2 224l Z=HEoA

7%, 54 Arstel welske A0 pBo] th
A& F3(Coupang)©] FEoH7] wjZof wHofzt
o FAAE TRAL Aol e YL Ao

2 oottt
5. PB M2

ATAoR AmAAE AHAA 7HAE Al
5517 Sl Aqt 2 uHAY HEe SdoEH
PBS} NBZFO| A= Z71A7]7] 98] ndE
gFch(Hoskins, 2016). LY @2 pRAEL 7}

AL AZHE A WRE2A oo, o

ot

=
oX. M Hm

oln] 712 ol7] 9ia] MEA pRo] A o W
A4S 7]1&0]l  SIth(Huang & Huddleson,

2009). 53] ilg Aa® AvldA= Als 2pEst
2 G457 fls 1Ed BHHE AT AR
Ch(Stanton et al., 2015).

Sethuraman and Gielens(2014)= AH| A7} 22

o] £1 F4 Wyo] Bow FAHARI mF ofn|
Aok Adlol 42 PBE A€ttty HYsH3iTt
wR A OASE AR FAE A2
7% PBE EAI5H7] 9t amidAe] S
o|fity. PBO] AF F=E AmAA9 ojm|x]#
b o2l A=t e o] Qtk(Giampietri et al.,
2018)

AFL we 4 g wg sEdeld] olAs)
HEe Zoez AHolHt(Moorman et al., 1993).
Beristain and Zorilla(2011)= A0 o]u]z]7} PB
Zqtoll SR FFE PRl AR UER
Aot T 7k A A digh AF5A
2| 2|7} HFA &) © ™(Herrea & Blanco, 2011), Al

7} aH 99 Zrofl= FAAQ A
o] BaEAL, g AFE el o) o)
o e mA= Ao YEHHtH(Oghazi et
al, 2018). o2 AFolA+= AI=7F Amfe] of
g TS oE adlolEtal HISHTthBove
& Mitzifiris, 2007)

AE] o] o|E(trust transfer theory)= A7}
A= 4 e 7t Al g B m]z]o] A
A= oldd & Ul FATH(Stewart, 2003). ©]

7ko] o]H-& AufdA PB(Ladwein
& Romero, 2021), A0 4A|(Hartmann, 2015), Y
(Lien et al., 2014), sxJAE(Wu et al., 2016), 2
mepQlofA] 22l AmiA|2(Kuan & Bock,
2007), AH|AF o) A A Ao gk Bl
T AF(Zhao et al, 2019), AL A== ujz
BE A= &SS9, 2022), Tujate] izt 4



27} PBo| et A== ofFA o]HEHEAE °l
sist] sl A ATolM de -85 A met
A ZEIEO] Hieh AvApe] AlF] Ho] o]22 £
Aol AHEet o84 ZAelH EEl W
aHLe] AF7E oY E2Ee] BHER] PR
et A== Hols=4] olsist= | 8okt

& 4 Utk

Faruk(2021)2] €A-to] wE=WH PBAIE
Q el wiF A=7t PB AlF]of A=
ZAst= Zo2 YA 9™ Arjun Chaudhuri and
Morris B. Holbrook(2001)9] 45 Higfo g H
A= Az 7o) FAE @ AL Mot Hk
<= RlstiT.

24
3

ftlo rlo

>,\I

6. PB MM E Oi 2=

T og AFolt Aulse] gt 4H]7o]
SoHQl o2 HoJHrkSam & Tahir, 2010).
=G 7o) oS Agle] AZolt A B
7FE & AA ) Ysor olofx= et
Aol tH(Lin et al., 2009).

2Rl Fulf o= HAE AlACIA ARl
o o]k SPF o7 HIFtrk(Salisbury et al., 2001).

£kl 20| o) o 5EAY e FHE
7 oA BEoI LA oldsl] 7t Fa%
Feesa=w Agdn. 17 Fu) o= °
PolERHE TS & HeHe o
(Chen & Barnes, 2007). 22tQl Fufj 9%
B71o] ek nAS
H7t AaE oJu|tc(Hausman & Siekpe,
2009). 44 A WEO FAY = WEEA
Qa]-o] :rLUH 943& QJU\]-O]EE 56} :rLuHE g]_J—l
2} st 1 AES] 835 HFSGtH(Chen & Barnes,
2007).

4 92020y PBO] Fuf H|Fo

[e3

-

¢

=
K<)
alz

—_

d

]

L=
—

lnm@rshb
°0 > Il

olE &4, AE AM, AlE

= A

71

| 242 4

=

H

=

_O|l!‘
2
2 Jo
H’]
qn rlr

ro
T ok
TG

>
ot

< AlF
Zl(Aaker & Keller, 1990)2
A% "ol Q‘ﬂﬂr(Sprmgen
FUT AE Sl B

AlZolu AH| 2ol 45 Zﬂ
2hel o ® HAME«=
= -2 Calvin Klein(FHFA|o A HA] 2 Ao
A E), Starbucks(ATHE ofo]lA= g 9 CD7}
Z]), Ralph Lauren(9)F5¥ <4 2 HQIE s1¢

~71A)9} e o= omE

o
— on oX
J

ml

R
)
o
N

Miller, 1990).
7NellA 7 7]&E

st Al Ut

2] O

H;=o] gt A= AFAtoA BlE g
259 b 9 ARR] =2 s vAl= A
AE Holx|wt, o] et I 9 Fol
Z7}el= 7 -9(Selnes, 1998), A32<] BT 3}
ol A TAHaAE Bt g2 g
7 AP QAT opA 742 = ELE ﬂf—»l-‘l} B

l:l

A= 53 Aold] EH|AY
Tro]  BHRIF Tk (Hem et al,
Aaler, 1992)

ARHEE9] PBell gt 7
A=E AolFo] A4H %’4
2L AE 7HEAE e PB TS
T}(Steenkamp & Dekimpe, 1997).
EES W AorS dtozxn HAe zHAS

=

2
re
r
o

2000; Keller

Re

2k o 2 afestal Qlth(Pappu et al., 2006)
AZ7E w2 BHESo] @ A=H= FAAAE
of vl He g HefofA olols d& AY
2 AJAFRtth(Barclay & Benson, 1990) AAE &
Al A 7F 42%712] A UERE %1 , @Al
BUE s A BT AAE AU 100 F
8oy Aufishs M (Ourusoff et al,
1992), HA=o] digt F45 HE &+ fle ol#
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T = 22t¢l 174 Z 0| PB(Private Brand) A& 0§ 2/ =0f O|X|

rr
0
0%
—
—

Atolo] £71Ee] WAE UElH, 7 k= 8, A A, |7 L2 %S 59 ARE
221Ql &goA EF AvfdA=FE Auish] 7Nrstelet.
At 2kl Ao Argoltk(Khalifa & Liu, Kara Xiaohui Ma et. al.(2021)° ©W2H Kumar
2007). and Anialy(2017)¢] o] & ealel 17 AF 2}
Oliver(1993)= W22l Frf ZFde WE fdor IR F2 29a Edof ZtAziAwt
THE ZHT 5 e ARl i ALHA # 2 Aol ZibehA] skt 22l 1 7
A ol gk she] axo= HRlnkal 24 AS Al 7] o gAR F2E o, Fu) & 2
ot 1A wrEat SAE 9 e ok Atolo] Q1 2ol v A HPHo Huf A el 1A A
TAE A AlSH S o o] Qok= FAK(Klaus, 2013; Park et al.,
I FAHE FI(Court et al, 2009)°] W2 2012)°] oot V|RELS QS At 57t
T & A Aol Z|gyt FoAgetd A Q919 ) F 2ekQl 17 Rl gk
7ol it A9 Aol g mAl= Ed A, EA AR, cwet 9@ owkEe, <AAA g
A ZJEZL AAAE 7Hsdol wom, ol 1A =, I 7 2 vhE AR
o Rl Bl BEE AR T an s eae 2w zue sae 2z
AT AFeME Fuf & 2l A7 Aol 2/ 2Rx{0l(+) ¥ekS o0& Zio|c}
VA EoR TP o]F Fuj oJk= o]Fd)
= A2 A otk Adg AdS AT 23 E-UEa 2291 S EF M=
(Cao et al., 2018; Park et al., 2012). ©o]o]] & At
L of & eakel 17 AFo| e-rEd mjx|= -T2 4 Y & 7|Het Mg AY At
AFa}t A RS B35 Lo ojgo] tigh by £ vluste] TASE AHAbe] HEE B
Aol ek AZsl f 4L wrET Q) A2 Aeolth(Luceri et al, 2022; Szymanski &
~ . Hise, 2000). e-9H52 FQ 3t AJvte] Axtd #vt
e o g SRR ohget w4 34 Ay A4 dE ws
o|th(Evanschitzky et al., 2004; Hult et al., 2019).
22 FO0f £ 22t 174 ZA¥a 2212 E3H AHAEE ZH4lo] ASskE 71714 WiAE &

= Mg o Melghe Z7shn AED Aulso] Hasl]

S ¥FTh(Neslin, 2022). ol o 22491 A

2 AFE 28R 4] Fuf & Ay =4 =z =35t 2pAl0] a7t Asst 2EHT 9oka
S WFI CRM Zoph W2A Hatsta e v L7)7] fiZef et $7tE olojd 4+ Slrh

2, U 283 A FES F7tE gHsia 1 HE2 7ot FRle] #FS ol w WAShH=

A AdS S5 AT 71 APAFE Sl AHEoltk(Molinilo et al., 2021). AH[ZHE 224l

o

A=mE ek T el BE dAA FE] HEs
Kumar and Anialy(2017)%] oA = o & SHA Heh. AR S, e, el 0] ghA|o

221 1A A gk 6717 Aol FEo2 A 2l AFo] FHA )T -1 A FH

i, Hfg AlE, vk B2 oaeb, BAF 5 AL Aotk
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= 9|82 FTH(Chang & Zhang, 2022; Ratchford
et al., 2022).
-T2 220l ZHES 3 HAHE A=
Ay Hste] A== A AE} Adezge
=z

25 3letttal 49tk Garbarino & Johnson,
1999). B20] Curran et al.(1998)2 A== A|7h
o| 2ol wret WHsts &A1) g A

TH 3 BB 220 BUE MElof N+
%3g 0/8 Ho|ck

Collins-Dodd and Lindley(2003)+= AU BHH
=of ot AH|Ee] QlAlo] AmjR olmz]of df
e Q1A FAA o APE] S HAAFH
oF Hoh fAAo g, Ay HEset 4ujy o]
m)z2] kel oligt Bt ARAY £ Ut
(Laforet, 2007). Jacoby and Marzusky(1984)= PB
7F aujy olu|lo] FFS mAth= Ae A
SETE. ey A ojmflof izt NBO| 7]ofe]

Z2H4S dE w2 AFE(Y: Mazursky & Jacoby,

1986)°] ]3] PBAEC] Auje] that vl Al
2ol mAE el st B Bxsit

A 2 0] %] ™ (Castaldo et al.,

2007), Tl F 2akel 48] Agel wEg 14

o] AWM o7 A2 PBE AIFT AHolgtal 7}
o

AT 4 lek. wetA et 2 e Asith

7Hd 4. -T2 PB ME[0f SEHQ(+) IS O
Zolct.

o ket 2225 E A9 4 YrkStewar,
Sof 4z AFE FF AFHY

A4t Adz ol d % gle

. GAAt] T ARE GArdel sl
% gick. 419 o] ma Ao

2l

™

o

tfgh Q12] oA Stewart(2003)=
H 229 AxH FoAE W A
2

o}

=7h

oL

sto]HElAE 832 E5) Ao|Hct
- A= AFEEC] AHAle] AlFstE
Aret 22 dis) Aol AT
A= AT 4 Qlrk

et A=z v

N
i)

BN k1ol
N
o
e odo 9 o md

o

1

Jdo
)
e
B
J
o e e

i
o
>,
R0
N
ook

Mo rlo %0 olu
U ogo
rS o o
my 4
ph
il
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2]
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ox,
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)
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do
el
filo o

of tigt fujzte] 4=E FEot= d =gl H
CHPavlou & Gefen, 2004). TetA 22kl 2=
o] A7} FEo] THE HIHEZ 9] A= o)A
o] HMAgE 4= Qlth(Verhagen et al., 2006)

Lee and Turban(2001)2 o] TARzte] Q17
A7t TF Ao Fash A3 aglez
FHEO FARit) ol B4 AR o2
Z4; Ql AIE)7} e
FFS T AL nieitt.
g]/do] A=) 7
2827 121 H 9

2 ofl i i

i
1
=2
u
X

McKnight et al.(2002)> 41

g oz Wade AAkit,
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W edlol ZAA 9 WujAE AFsto g2 1t
AT 5 Qe AFe 7170 45t Bt 919
A ARG AgAS ARE v ot

2.6 PB 2|2} PB MHZF FOH 2=

AET Aus S Au gd B4

9]
E 7] o] (Hollander, 1960), HM= ;o Ay
=

wu) vlzyz Fge] 7R 5] Hrk(Burt,
2000). ATiGA7} BAHE o)=L gstr] Yo
2 HEFE 0dst

l:l

TH[oke ot AlE 2 A A

k. Al 501 d=olMe HeE i
A5t Tesco, Marks & Spencer 2 Sainsbury®t
22 AR 2udATE 5 AMHIAE AT
|&ra]otol A= 4™l Coop Italia?t F=- At
s wet =58 ARlau o ”Hﬂ
(Agenzia Bonola Tour)2} 22
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& Munera-Aleman, 2003).

Jv E 7R A A o) AL FAIA Q] o )7t
ZARI}. Reast(2003)] oJsf w2 4% 53
7Hd BRIETE B BT ofd] Hjd SHgs
e Ae =2 B sto] o|folz= A7
o] == LA

21} 2 I Reast(2005)= 7HE| 2] 0] Ao

et Hat BAol ohe 2t AE 9719 AAl
Ao AF B Aus HIECf Hieh 368779
AuzE SHE ARES F 7HA A Akd, &
A=A e B A v Tk So Ale e B
HE Aot BHE s 7ol & Al=
st W-§ Atelol Fom|et wHe] Stk
A ottt

HAC 4 8o tigt A7 5 S8 AHlE
oM AadEd HH= gt @Riste] o]il
TAZE A= Ak(Laforet, 2007). “Le{u ZFAL
BHco digh et o whE iAol o
g A7 2 BE S 8] ofE A g
F= nAEA olsfistE Aol Bashle] =
2o 7Hde AAR

7t 6.PB 2= PB AMZF 7O 2 =0 SFHCI(+)

= 0jE Ao|ct

o efloox o
ox,
ro
lo
Hu

o <
N
i
rir
e o
re,
o1
o
2
S~
o
_O|L
N
s
o
P
o
iiod
o of OIO

ol
38
=

el ' Hlg2 JAb 38.6%, A%
BAAHE 23942 LreRyt
o} 10t 2.3%, 20t 89.5%, 30T 3.2%, 40Th
E 2.3%, 50t oA 2.7%= Uelgtor 1E o]
Sh= 2.3%, RN AT 5.0%, AEH S
1.4%, Autt] Ashe 81.8%, L) A& 4.1%,
ek Afet @ £AL 5.5%2 ZAME A 71 F

EL
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Fol 7 AR A REAT AEE

AFGEIRLOH, @9l Azt Tt
WA (Varimax) S]A9A1S Q=S
o M= dutH o g Ht@ZAFEA(AVE)E 0.5
o], NAAIZE(CR)E= 0.7 olFS 7|[Eo= of
L 71 o]l oAl AL oy, JEAIR =T}
0.6 o]l ZAgolle HetAtFEol 05K =
a 2otk 80| 7Heoithe AdT Ak
QIth(Formell & Lacker, 1981). A4F At
AVE=0.41~0.80, CR=0.73~0.942 =% T=79] 4

HAdPde FHSATH(<E 3> ).

= A9 A+ Kumar and
Anhaly(2017), Cao et al.(2018), Yu et al.(2020)&
whet v, BG AlE, wE 2 wel FAAA S,
A A s7HAE 7 Aer SHskon, &
AE A== A Aot Bjat A= 2 Mayer
et al.(1995)7 Gefen(2000y F3 HHA 78 A=
2 ZA59h ¥£3 E-RHE, PB 412, PB U9
L% QOliver(1980), Chaudhuri and Holdbrook (2001),
Baker and Churchill’s(1977), Shim et al.(2001),

Pavlou(2003)2 Edl 74 HE=2 =45t}

M9 A5 5] $A 24 2ZEFO] Jamovi

aqe HACH sty QIE{Ull ALZA|ZE St 8=
10CH I8t ¢ LA|ZF O|Gk 1002+ 0|t
53(2.3%) 58(2.3%) 6H(2.7%) 155%(70.5%)
25t 2y 1A|ZO|A~2A|2H 0|8 | 1008+ 2 O] AF~2008+ & OOt
20CH 19724(89.5%) ST |7t O] &4~2A| 2k O] | |
11%(5.0%) 2884 (12.7%) 33%H(15.0%)
L g5 HEetn &Y A|Zt O &~3A|ZH Ot 2k &l 0|45~300Ct & OJ2t
=r 85 3004 7%(3.2%) dEostn 2 24| | A~3A] I 200 | 4~300 |
(38.6%) 3H(1.4%) 41H(18.6%) 16Q(7.3%)
0] 1353 400} 5(2.3%) Yuteist st 3K|Zt 0| &f~4A|ZE D2 13002t A O] &f~4000+ 4 0Tt
(61.4%) e 180%H(81.8%) 41%H(18.6%) 123(5.5%)
QlutChstm ¢ 7t O|Ab~5A|7F O|Ot Ok 2 0| AF~5000F & 0|0t
9H(4.1%) 46(20.9%) 28H(0.96%)
ot et 2 = SA|2t0l&f 5002+ & 0|4
129(5.5%) 58%H(26.4%) 02 (0.0%)

Total 2202 (100%)




TO0j = 22491 1724 A$0| PB(Private Brand) AIM|Z 70§ = 0f O/X|= Ak | 15

<B3>ZYETAS

PN ETIoN 2MD5 AVE | CR
‘U7t BiE Y S R4 SEALE MEHO| Zhs 3t
.Ol2 A Ol 22 A|AHIS AL2 5T
HH% 4 c= T M_I_ E;Tél—ffil‘oﬂ |' 041 0.73
- AZtof 23] A S siESHECH
- RASH IS SHE A S ST
-HEY EA(EAR, &, 7|5 5)2 F28 AH20|Ct
BRAS 30 |- A3 MEH(ESHOI 9IS, MAIA| )= 7ICHRHTE a2t 0.55 | 0.78
- FESHYES WU Z 2|25 ZU CHH| 2Hof=| 7t Ut
22t AWSOM BHE L WS 2SS A S 4+ UCE
.AFZO| HEZ Ol D52 Al2FFH| 2 2|51=0
o = CHYSH BHE S S AHS I
=222l 22t £HES Sl BHE L netg AT 4~ Ut
ket  Of g2 PojE o 2 HOIER 0]0fRICt
- Lo A 2= ERI0ILE A2 E S HIF ST
= 5 |- BtE 0§ A ZQI GBS A F s 0.46 | 0.81
RS ZA| S S HS ST
- L7} TL0ist Z40)| Chol A3 L i+ S2 Al STt
-AAZEe 2 74 AT # A CHEEEr 4~ QUCt
-2 MERI0| L 220 M2H 2 GiHal ZCt
74 2|9 5 |- D24 AERelo| MB|A EfE 7} LS FICH 0.70 | 0.92
24| e Z 2H0| 4|2 ™o|Ct
24| a2 AlZto| At Ho|Ct
221 £ S0M 4ot A2 A0t
- 2210 ATIZ0|M ATlSH= A2 22 AS0|QC
E-OIZ 4 |3 *O M;;Oil 1 EOZr AT ST O'*: ' 0.70 | 0.90
2210 AW SOM AW |2 §F Lie| MEk2 HYFCY
- Lt O] £-SOIM AWt 240]| PHESICH
230l Le 2210 AW S ARJAE Y=rt )
=onm xiz| 30 | Lis 22 4TS AT YS Ao 2 ot QACtn YTt 0.76 | 0.91
=re e L 2et A AFYRRZE A2 RFSE 712|7F QATH D Y=Ct
221 AW SO0|M A= BHO{StE PBRAIYIEZHE )= 2SOt siCt
. 2310| ATIZ20|A AHZ THOY5H= PBE ZH2ISIC
PB Al2| 4 |3 }O M‘;;O” 1A Hf,_ =< ottt 0.80 | 0.94
- 2210 AT SO0|M A2 TSt PB= ot siCt
- 2210 AW SO0|IM A2 THofst= PBE A28 BF 5Tt
22t £ Z0|M A2 2/5H= PBRIHEHE)E AHEE A0|Tt
22l £ Z0|M MEZ 2Hot=PBE 7YY 40|

-2t £YSO|M MZ AIHSHE PBO| FOIE 113
-2t £YZOM MZ AIH5HE PBE FHAIS Y

o
El

E)'E
Y
=)
o

A

2 stk WA FEEe] AY

(df=32, p<0.05), CFI=0.956, TLI=0.938, RMSEA=0.081 Xt ZAZ<l(+) A =4

= HAAAHor Adrrl ot Rds #wEEgle = u

M FHFRFoR MHsIlrh<1d 2> ). 1 1A HYo| g
FERPY] ¥ Atolo] g A=A A= g =

24148 Agalo] T2YRA BRS AQea BH <® 459 Pt
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0.70%**

0.3

i

s 0,254+ PB 22| 0837 pg aHE Tojols
0.62%+ 0,544+
2zl ZaE g o
<zl 2>z2=Z 2%
<B 4> 322 28 2N 23}
95% C.L
a2 Estimate S.E.
Lower Upper
20 & 22491 12 AS — B-OH= 0.70™" 0.53 0.88 0.09
T = 22t A FH -
2aj0l TaHE Alz| 0.60 0.41 0.84 0.11
E-OIE - 22}0| ZaiZ Al2| 0.25™" 0.10 0.41 0.08
E-QtZ - PB Alg| 031" 0.19 0.44 0.07
2210l Z3HE AlZ| — PB Alg| 0.54™ 0.41 0.67 0.07
MZ2 PB A2| — A2 PB FO19| & 0.63 0.52 0.75 0.06
""p<0.001.
22kQl 1 AHYo] 28l EHE 4l nlx| 2= A7 PB AlFo v|R]= AN+ IF
£ 3AHAH) L SAHOE foFt Aow 2 BAHoR foF Aow Uehdrh(p-0.54,
LFERATH £ =0.62, p<0.05). o)1= Fu] & 2atel  p<0.05). o] 2atel ZHE =7} =242 PB
174 Aol Bers Lol SRR At ¥ AU} Robd S ojudth whebd 7Hd sk AA
o & omigttt. webA ZHd 2+ AR EH UL =Hak AAA, PB 4127} PB AAIE 0 o=
AA, e-ftEo] Latel ZRE Ao wAE F o A AR FFE SALoE fol
AAJAD FFe BAMeR foAF Aow 4} AR UERITH f=0.63, p<0.05). °= PB 415
EBATH =025, p<0.05). o e-WFo] 252 7} w24F PB AAFE THORI} Eotde o
2ehql ZYUE A7} Foldg ofulstet. mabq  w@th meby 7H 62 AA =it
7Hd 3& AA| =S YA, e-FHEo] PB 4l=]
2= FAARJMH+) FFS TAHSZ Fogt A 2. Ao A[AHHE
o2 YeEGTh( =031, p<0.05). ©]& e-TtZo0]
=255 MEF PB AlE7F mollE ou|elt AZE Zate] whg 1 Ayt 14 oGS o]
webA 7 4= AR E QT oHAA, 2] & dfist= A2 71YollAl wi-¢ F8otct oA 1A
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The Impact of Post-Purchase Online Customer Experience on
the Intention to Purchase New PB (Private Brand) Products:
Focusing on the Mediating Effect of
Online Platform Trust and E-Satisfaction*

Joon Tae Kim**, Man Wang Koo***, Sung Ho Ahn****

ABSTRACT

Purpose: The significance of PB (Private Brand) for e-retailers is growing rapidly in the fast-growing
e-commerce market. The potential for further growth in the online market implies that e-retailers have the
opportunity to expand their online sales through PB. However, there are significant barriers to entry to
competition with existing global giants such as Alibaba, Amazon, and Flipkart. Understnading various of shopper
behavior in online PB is crucial for enhancing the competitivess of domestic companies in the global market
beyond these barriers. Therefore, this study, first, in the post-purchase stage, we want to check whether the five
dimensions of online customer experience (delivery, product-in-hand, return and exchange, economy benefits,
customer support) are useful factors for e-satisfaction and platform trust. Second, we want to check whether this
trust in the online platform PB has a significant effect on the intention to purchase new PB products through brand

expansion.

Research design, data, and methodology: An online survey was conducted for about two to achieve the purpose
of this study. The subjects of this study were limited to 220 men and women using the online platform, and adults
over the age of 18 were limited. After explaining to the study subjects that the data responding to the survey will
not be used other than this study, the survey was conducted online with consent. Prior to the hypothesis test, factor
analysis and reliability analysis were used as the factor extraction method, and the main variables used in this
study were verified and supplemented to suit the nature of this study. The variables included in the research model
were measured using a Likert-type 7-point scale. It was set as “1 =not at all’ and 7= very much®. After purchase,

five customer experience variables were measured on a 7-point scale: delivery, product-in-hand, return and
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exchange, benefits, and customer support, according to previous studies, and platform reliability was measured
on a 7-point scale. In addition, E-satisfaction on a 7-point scale, For hypothesis verification, a structural equation

model was set up and analyzed using the statistical analysis software Jamovi 2.4.14.

Results: As a result of the study, first, the positive effect of online customer experience after purchase on
E-satisfaction was found to be statistically significant. This means that the more online customer experience after
purchase, the higher the E-satisfaction. Second, the positive effect of online customer experience after purchase
on online platform trust was found to be statistically significant. This means that the more online customer
experience after purchase the higher the online platform trust. Third, the positive effect of E-satisfaction on online
platform trust was found to be statistically significant. This means that the higher the E-satisfaction, the higher the
online platform trust. Fourth, the positive effect of E-satisfaction on PB trust was found to be statistically
significant. This means that the higher the E-satisfaction, the higher the PB trust. Fifth, the positive effect of
online platform trust on PB trust was found to be statistically significant. This means that the higher the online
platform trust, the higher the PB trust. Sixth, the positive effect of PB trust on PB new product purchase intention
was found to be statistically significant. This means that the higher the PB trust, the higher the intention to

purchase new PB product. The study was found to be statistically significant.

Conclusions: Focusing on the online customer experience after purchase, this study confirmed that the five
dimensions of delivery, product-in-hand, return and exchange, benefits, and customer support, including
interaction with customers after actual purchase, became important contact points, and confirmed that the
transition to PB trust occurred through the trust of the online platform. Previous studies so far have mainly been
verified in C2C-type online platforms where online platform trust has a positive effect on seller’s trust, and seller
trust has a positive effect on purchase intention. However, we expanded it further to confirm the trust in PB, an
online platform brand, through this trust that the online platform serves as both an intermediary and a seller. In
addition, it was found that the online platform brand, PB trust transfer, can be a success factor in brand expansion

that can lead to the intention to purchase new PB products.
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