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The Effect of the Characteristics of the Social Commerce’s Buyer on
the Customer Satisfaction and Loyalty
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Doctoral Student, Graduate School, Dept. of Foodservice & Culinary Management, Kyonggi University
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Abstract The new sales method of social commerce in food service market is growing steadily. Over 50
percent of the social commerce market is food service product. Food service companies are using social
commerce, which is discount sales, as a marketing tool. There are many food service companies using
social commerce as a sales and marketing tool. However, little research has investigated food service
customers. Thus, this study suggests how food service customer's purchasing factor affects customer's
satisfaction and loyalty of the supplier and business operator. Social commerce's purchasing
characteristic factors are selected based on a previous study. Purchasing factor is divided into supplier
and business operator side and the impact of the relationships between its subordinate factors (price
discount, offering diversity, mutual action, brand intimacy) and customer's satisfaction is analyzed. As a
result, price discount and brand intimacy show higher results. Offering diversity and brand intimacy of
purchasing factor on business operator side shows a higher impact on the relationship between loyalty
and ?? (Ed- 'the relationship between A and B'; what is B?). The study implications are as follows. The
food service industry should establish different marketing strategies to apply social commerce and
compare with social commerce business operators, because the actual place where customers use food

service is food service restaurants and not just social commerce websites.
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Table 1. Demographic Characteristics of Samples

Spec. Respondents Percentage
Male 112 373
Gender Female 188 627
10 70 23.3
20 148 49.3
Age 30 69 23.0
40 9 3.0
50 4 1.3
High school 48 16.0
Graduated
Academi High school 2 73
cademic
Status College 15 5.0
University 157 523
Graduate 58 193
school
Student 209 69.7
Office 38 12.7
Job Professional 39 13.0
Business 11 3.7
Housewife 3 1.0
Less 100 198 66.0
101~150 28 9.3
151~200 18 6.0
Monthly 7551 50 25 83
Income
251~300 15 5.0
301~350 2 0.7
Over 351 14 4.7
All 300 100
4.2 tﬂ_J'\_Q_l A_lgpg al E_I-E-fki I=PS|
247VI2S BEsl0] FolE GBS Tole o
HauAE gae R B d7Rge] £UT BE 24
gsol die 97 oM ey J%d

(confirmatory factor analysis)& AA|5F3c). 2+ ¢
HE PETY HH FHE TS5 AT a?}E %
712 95ke] GFI(=0.9), AGFI(=0.9), RMR(<0.05),
GFI(=0.9), NFI(=0.9), IFI(=0.9), RMSEA(W*-ES <
0.05, &2 0.05< x <0.1)2 olgst9eH, 1 Zy
Table 2.0 AAE i} Zo] ArECoR RMR, GF,
CFI, IFI, RMSEA, p#t 50l B7HA# 7%l tiA=
Fotal Q1 AeE Ush SHETY sHdgde &
EA7E §le AR HrtEgich
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Table 2. Validity and reliability analysis

Table 3. Path coefficient analysis and Hypothesis

verification
Standardize|Non-Standar
me?siremen d Path | dized Path | S.E. C.R. D Non-
Mo oefficients| Coefficients Standard Stand
Purchase Characteristics ized ardize
CP1. 0.731 1.000 Hypothesis Path d CR. p Resul
price [cpa.| 0839 1152 | 0077 | 14.964 | 0.00~ Coefficie Patt
CP3.| 0774 1118 [ 0.117 | 9587 | 0.00" )
U Tcpa.| 0768 1060 | 0111 | 9536 | 0.0 clents
IEDPI. 0'292 1‘000 - 53 - H1-1. Price discounts
- : : will have a positive 0.000"
Divers| PD2.|  0.722 1005 | 0.112 | 8986 | 0.00 impact on customer 001> 0208 4348 7. Adopt
ity |PD3. 0.799 1.107 0.109 | 10.178 | 0.00 satisfaction.
PDA4. H1-2. Diversity will
11. 0.537 1.000 have a positive impact )
-0.023 -0.018 -0.299 0.765 R«
Intera| I2. 0.478 1.016 0.153 | 6.653 | 0.00 on customer 3 9 0.765 Rejec
ctivity| I5. 0.756 1.520 0211 | 7.218 | 0.00" m satisfaction.
14. H1-3. Interaction will
SBL. have a positive impact , 4g1 071 0725 0.469 Reject
Brand| SB2.| 0.738 1.000 on _C?St@ef
famili| SB3. | 0.762 1047 [0.083 ] 11.840 | 0.00" o Sg“s Z“f“mﬁ —
arity  SB4. | 0.795 1163 [ 0101 | 11.513 | 000" will h;je“ . griit‘fvfelw 0.000
SB5. 0.757 1:060 : 0.090 | 11.733 | 0.00 impact on customer 0.523 0506 6.377 "+ Adopt]
Satisfaction satisfaction.
Suppli SS;' 0'729 1‘0(6)(5) 1555 H2. Customer
SS2. 0.841 1.0 0.073 | 14525 | 0.00 satisfaction will have a 0.000°
" [ss3.] 0709 0835 | 0.068 | 12.301 | 0.00" H2 ™ ositive impact on 0480 0.584 4832 ™" Adopy
Loyalty loyalty.
SL1. 0.886 1.000 H3-1. Price discounts
SL2. 0.868 1.041 0.055 | 18.769 | 0.00™ will have a positive -0.139 -0.144 -1.686 0.092 Reject]
Suppli| SL3. |  0.730 0810 | 0.055 | 14.640 | 0.00™ impact on loyalty.
er [SI6.| 0674 0751 | 0.057 | 13.076 | 0.00" H3-2. Diversity will
SI4. have a positive impact -0.001 -0.001 -0.015 0.988 Reject]
SL5 3 on loyalty.

#=350.045, p=0.000, CMIN/DF=2.071, RMR=0.027 GFI=0.902,
AGFI=0.866, CFI=0.940, NFI= 0.891, IFI= 0.941, RMSEA= 0.060

4.3 7H4EE
B Agoae ojuaniae] adAu2 ukEAo]
ju] ==

ARS8 B vlAE G LohauA st

T gt 97hY FHEESE At R A 2EY
A= L wdehr] et FHHTREA
ARt A}, 22=350.045, DF=169, x2/df = 2.071,
GFI= 0.902, AGFI= 0.866 CFI=0.940, IFI= 941,
RMSEA = 0.060. CMIN/DFg 2.0712 UgkoH,
RMSEAZE 0.060% 23et ¢+Eo= Uit GFIet
AGFI ko] A= A4 0.990 3 wIAAe, GFIF AGFI
£ BEEA 7|98t H|YT(inconsistencies) 22
QIste] JFE W2 & 7] Hwo] EEEHORRY
22 CFl(comparative fit index)& #iok Q1
+ A& AMRITH, & A= CFIRle] 0.9210.8 UEt
U 2d AT = 8 7 508 HUIRE £ Qo
ol& ZE AotH Table 3.3 Ztt.
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H3-3. Interaction will
have a positive impact
on loyalty.

H3-4. Brand familiarity
will have a positive
impact on loyalty.

F;“;‘";Szzzaso.oz;s, DF=169, #/df = 2.071, GFI= 0.902, AGFI=

0.866 CFI=0.940, IFI= 941, RMSEA = 0.060
Model

0.114 0.122 0.959 0.338 Reject

0.139 0.164 1.429 0.153 Reject]
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