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Abstract This study examines the effects of social commerce service quality and the service provider's physical
environment on customer loyalty based on trust and satisfaction. Study results are as follows: First, correlation
analysis results for social commerce service quality and social commerce trust find that informativity and interactivity
exert statistically significant effects on social commerce trust. Second, service provider's physical environment and
service provider satisfaction correlation analysis results demonstrate cleanliness, ambience, and interactivity exert
statistically significant effects on service provider satisfaction. Lastly, the correlation between social commerce trust,
service provider satisfaction, and social commerce loyalty, was statistically significant.

Results of this study are expected to provide general understanding of group purchase decisions in social commerce
and to provide value input in strategy development for social commerce with respect to group purchase and service

provider.
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Table 1. Demographic Characteristics Table 3. Confirmatory Factor Analysis
frequency(%) Total (Physical Environment)
Male 102(39%) Variable Estimate | t-vale Sf::j:ﬁft AVE Cronzachs
Gender 260(100) Y
Female 158(61%) 0.75 12.40
0 0.86 15.06
20th 230(88%) Convenience 0.856 0.599 0.935
Age 260(100) 079 | 1335
300} 30(12%)
0.69 11.08
undergraduate 203(78%) 0.82 14.93
Job Employees 50(19%) 260(100) 0.76 13.28
Cleanlines 0.924 0.755 0.922
Etc 7(3%) 0.95 18.75
0.93 18.13
0.81 14.20
3.3 Az[d & Etgd 45 Ambience | 089 | 1628 | 0878 | 0.707 | 0.852
B Aol A= AL AEe] sk A g 082 | 1456
o 779 8AME cronbach's alpha 75 ©]-8-8}3le Usefuness |1 P8 1 | oert | os0s
> = = 5 0.85 144
W, 24 5o Ua B AL Seld aoRHe 7
- - - 0.87 16.08
Fato] AABT FH QY Ash, 7 el
0.93 18.03
=4 2 7} A2A4 3 D gk ela A 257} Interactivity [— 1~ 0936 | 0786 | 0.89%
- 71 Aol A3 Ao vEhith 085 | 15.66

Table 2. Confirmatory Factor Analysis(SERVQUAL)

X’=253.18(df=109), p=0.01 GFI=0.88, AGFI=0.83, NFI=0.92,
NNFI=0.94, CFI=0.95, IFI=0.95, RMR=0.042

Variable Estimate | t-vale rce(::;s;;?f; AVE CronZach S
Table 4. Confirmatory Factor Analysis
073 12.03 (Trust, Satisfaction, Loyalty)
] 0.83 | 1449 po— —
Informative 0.863 0.612 0.861 . . onstruc ronbach's
083 1433 Variable Estimate | t-vale reliability AVE a
074 | 12.18 074 | 1256
073 | 1234 Trust 079 | 1374 | 0849 | 0.654 | 0.840
0.83 | 1485
Transaction 0.892 0.674 0.889 0.89 16.42
0.9 | 1698 086 | 1574
081 | 1442 Satisfaction 090 | 17.04 | 0898 | 0747 | 0.891
070 | 11.34 083 | 14.78
Interactivity | 0.85 | 1485 | 0834 | 0627 | 0829 089 | 1678
082 | 1417 Loyalty 093 | 1803 | 0915 | 0783 | 0910
0.76 | 12.82 083 | 1515
Website 3
design 078 | 1321 | 080 | 0620 | 0828 X’=108.85(df=24), p=0.01 GFI=0.90, AGFI=0.82, NFI=0.94,
082 | 1439 NNFI=0.93, CFI=0.95, IFI=0.95, RMR=0.043
090 | 16.94
089 | 16.82 _
Security 0930 | 0.768 | 0.930 3.4 T EjctM A=
085 | 1558
087 | 16.14 TANIE 7] BBAARA S St Zzte]
- o =) i O A=3 =
=307.22(df=125), p=0.01 GFI=0.87, AGFI=0.82, NFI=0.89, ATE ot S A & A9, =59 &
NNFI=0.92, CFI=0.93, IFI=0.93, RMR=0.048 o15 7he] ATTATF 0.855TF A Ao s LpEh} 7}
291%E Tt HHEIGA o] FHEEUTH32)
Rye] Aes AFe A x=85.31(df=20, p=0.01),
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GFI=0.95, AGFI=0.82, NFI=0.95,
[FI=0.96, RMR=0.065%] =3&o]
2 5o A3 2ol A Ay

NNFI=0.90, CFI=0.96, %<&
EEHATE AnkA o £

AeA4=Q GFI7F 0.9 &)

ol uwj, 1¥]al RMRo] 0.05¢]8td o, Z2E]al & AT EEY <l at7loll 2]zt glekar o
A 491 AGFIZF 0.80]%, NFI7F 0.9013 o Hrh  wm, 7PEHS Ades o3 2
Table 5. Discriminant Analysis
Informative | Transaction | Interactivity \i{:z:‘:e Security | Convenience | Cleanlines | Ambience | Usefulness | Interactivity | Trust | Satisfaction | Loyalty
Informative 1.00
Transaction 0.34” 1.00
Interactivity |  0.33" 0.64~ 1.00
\Z::::‘e 053" 066" 065" 1.00
Security 0.44” 0.55" 0.56" 0.66" | 1.00
Convenience | 0.40" 0.10 0.19" 0.15" | 014" 1.00
Cleanlines 0.11 0.53" 033" 038" | 029" 038" 1.00
Ambience 0.15" 035" 0.52" 036" | 0307 048" 0.61" 1.00
Usefulness 0.18" 037" 0.347 054" | 0337 043" 0.59" 0.67" 1.00
Interactivity 0.15" 027" 030" 035" | 0597 0.43" 0.58" 0.58" 0.61" 1.00
Trust 0.20 0.15 0.22" 017 | 0.19” 0.09 0.18" 0.12" 017" 0.20" 1.00
Satisfaction |  0.20" 0.30" 0.25" 020" | 033" 033" 048" 0.54" 042" 0477 | 033" 1.00
Loyalty 0.12 033" 024" 022" | 0317 029" 0.48" 032" 0317 0447 10397 | 0417 1.00
* p<0.05, ** P<0.01
Table 6. Hypothesis Testing
Hypothesis coel;faitclzent t-vale Results
HI Social commerce service quality — Social commerce trust
HI1-1 Informative — 0.15 1.96 Supported
H1-2 Transaction — -0.01 -0.15 No support
H1-3 Interactivity — Social commerce trust 0.18 2.02 Supported
H1-4 Website design — -0.07 -0.63 No support
H1-5 Security — 0.08 0.86 No support
H2 Service provider physical environment — Service provider satisfaction
H2-1 Convenience — 0.04 0.73 No support
H2-2 Cleanlines — 0.16 227 Supported
H2-3 Ambience — Service provider satisfaction 0.35 4.58 Supported
H2-4 Usefulness — -0.05 -0.68 No support
H2-5 Interactivity — 0.14 2.07 Supported
H3 Social commerce trust — Service provider satisfaction 0.24 4.68 Supported
H4 Social commerce trust — Social commerce loyalty 0.29 4.84 Supported
H5 Service provider satisfaction — Social commerce loyalty 0.32 5.30 Supported

IF1=0.96, AGFI=0.80, NFI=0.95, NNFI=0.87,

X’ =122.17(df=20), p=0.01

CFI=0.96, GFI= 0.95, IFI=0.96, RMR=0.059
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