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Abstract Currently, the e-commerce market in Korea is growing rapidly, particularly in online commerce,
and transactions through SNS are constantly increasing. This study assessed the quality of service based
on SNS by modifying and combining SNS-based applications and services. Two hundred and sixteen
surveys from an online survey conducted using a cumulative sampling technique were analyzed. The
confidence, empathy, responsiveness, reliability, perceived usefulness, and customer satisfaction were
independent variables. The perceived usefulness, customer satisfaction, and net profit were considered
dependent variables. The results of 11 hypotheses were derived through SPSS 25. The results show that
the perceived usefulness and customer satisfaction are affected by assurance, empathy, responsiveness,
and reliability. In addition, SNS - based commerces show a significant relationship between perceived
usefulness, customer satisfaction, and net benefits. The significant results are expected to help in future

related research.
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Table 1. Previous studies adopting the IS success
model for e-commerce

Researchers Brief description Findings
DelLone & Adapt the IS success The IS success model is
McLean model by proposing  flexible and relevant to
(2004) possible attributes for ~ measure e-commerce
each dimension to success.
measure e-commerce
success.
Brown & Test and validate a Service quality has a
Jayakody revised conceptual significant effect on
(2008) model of B2C user satisfaction and
e-commerce success trust. Perceived
using the IS success  usefulness affects user
model. satisfaction.
Chen Adapt IS success model  Satisfaction plays an
&Cheng  to understand consumer important role between
(2009) intention in online consumer
shopping. intention-to-use and
consumer perceived
usage value. All quality
dimensions have
significant relations
with customer
intention-to-use and
satisfaction.
Fang et al. Extend IS success model  Trust, information

(2011) quality, system quality,
and net benefits are
significant determinants
of customer

satisfaction.

to study customer
satisfaction and
repurchase intentions.

John (2012) Examine the relationship All quality dimensions
dimensions of the IS influence customer
success model to assess satisfaction.
e-commerce system
success in Asia.

Information systems
affect both customer
satisfaction and
attitudes toward a site.

Chen et al. Extend IS success model
(2013) to measure customer
satisfaction and attitude
toward e-commerce
websites in Taiwan and
Thailand.
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Table 2. Previous studies — SQ determinants in

Service Findings
quality
dimension

Iwaarden SERVQUAL E-commer

Tangible, All the SQ
assurance, determinants are
empathy, applicable to an
responsiven  e-commerce
ess, website.
reliability

Web design, Responsiveness,
reliability, reliability, web
responsiven design, and trust

ess, affect overall
personalizat  quality and
ion, trust customer

satisfaction.

Responsiven Responsiveness

ess, and trust affect
empathy, customer
trust satisfaction.

Ease of use, Ease of use, web
web design, design, and
responsiven assurance affect

ess, customer
assurance, satisfaction.
customizati
on
Web design, Web design
reliability, replaces
responsiven tangible

ess, security, (SERVQUAL),
fulfillment, and security has
personalizat a role similar to

ion, assurance
information, (SERVQUAL).
and
empathy
Responsiven All the
ess, determinants
customizati affect
on, e-satisfaction.

reliability, Responsiveness
convenience and are most
, ease of important
use, determinant.
trustworthin
ess,
faithfulness,
utilitarian,
aesthetics.

Ease of use, Ease of use and
security, ~ responsiveness
reliability, affect perceived

responsiven usefulness and

ess intention to use.

Reliability, All SQ

purchasing responsiven  determinants
education ess, security, have positive
resource ease of use influence
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Table 3. Conceptual definitions of the constructs

Constructs/ Description References
Attributes
Assurance The knowledge and Pitt et al. (1995),

courtesy expressed in DeLone & McLean
SNS-based commerce and (2003), Iwaarden et al.
its ability to convey (2003), Kassim &
confidence and trust in Abdullah (2011),
online shopping. It
includes security and
privacy.

The ability of SNS-based
commerce to show care  (1995),DeLone &
and individualized McLean (2003),
attention to its customers. Iwaarden et al. (2003),
Li & Suomi (2009)

Pitt et al. (1995),
DelLone & McLean
(2003),Iwaarden et al.
(2003),Li & Suomi
(2009), Kassim &
Abdullah (2011)

Empathy Pitt et al.

The readiness and
quickness of SNS-based
commerce to provide
service, pay special
attention, and offer
prompt and accurate
service estimations.

Responsivenes
s

Reliability =~ The SNS-based commerce Pitt et
is correct, useful, and  al.(1995),Delone &
dependable in providing McLean (2003),
services to customers in an Iwaarden et al. (2003),
accurate and timely Li & Suomi (2009)
manner.
Perceived The degree to which Seddon & Kiew
usefulness customers believe that (1997), Rai et al.
using SNS-based (2002), Brown &
commerce can improve Jayakody (2008)
the way they complete
their online shopping
activities.
Customer The degree of customer Molla & Licker (2001);

DeLone & McLean
(2003); Rai et al.
(2002)

satisfaction responses to their
commerce experience

conducted through SNS.

The extent to which DeLone & McLean
SNS-based commerce (2003); Fang et al.
contributes to the success (2011), Ghobakhloo et
of customers. al. (2014).

Net benefits
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Table 4. Demographic characteristics of the sample

Sample composition(n=216)

Demographic n Percent(%)
characteristics
Gender
Male 108 50.0
Female 109 50.0
Age
20-29 105 48.6
30-39 87 40.3
40-49 24 11.1
Education
High school 42 19.4
College graduate 26 12.0
University 135 625
Master’s degree 13 6.0
Doctoral degree 0 0
Employment Form
Production 7 3.2
Service jobs 30 139
Office work 112 51.9
Student 38 17.6
House wife 7 32
Etc 22 10.2
42 QoIEMgMEIE BA
245 WisE0) b e ABe] A WA 29
2418 Atk S, B, w8, A=, A4
84, TAVSE 9 olola} 2L 771 274 2o
gt 17709] P&l tieh 8024 sttt 821 #4
< 5to] KMOS} Bartlett®] A4% 5542 &3l ¥
=9 Aol s Brietich
Kaiser-Meyer-Olkin(KMO)gte] 0.900JAto|™H A}
3] F2 Zo]1, 0.80~0.89 H £2H, 0.70~0.79 &
R ¥, 0.60~0.69 HHI #H, 0.50~0.59 HFHAISHA]
53t #, 05077k ¥ wolsd 4 gle FAIZ wedt
o} 35742 04050l Hrhal sttt 3540 W
< W= AQsh= Aol ok W] tigh ARE 24
9] 3= Cronbach a(@3he}t -2 AR =HEE ALt
3 g2 7HK 2 wadit dE o2 Cronbach a(@

1hgho] 0.6 oldold A7t kel Ert. gh&Fo] 4
Ae HP dut Fro] AA| Cronbach a®tEot Hohd
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3G HMFE AASIe 41 +E2 wole Zo] v KO & Bale's Tt Relbiiy
3}3]_ Kaiser-Mever-Qlkin 307 Cronbach a N
Bartletfs Test | Chi square test | 73319 474 3
of ST [ Gegres of freedom | 3
KMO & Bartleis Test Reliability Pvalue 000
Katser-Meyer-Olkin 19 Conbacha | N Commumality Trenv-total Statitics
Barthtt's Test ) Chu square fest | 20414 Rl 3 Ealy |Estacted | Scale Mean if | Scale Variance | Corrected | Alpha if Iem
of Sphericity degree of freedom | 3 Ttem Deleted | if Ttem Deleted | [tem-Total | Deleted
Pvalue 000 Correlation
C liy Ten-total Satisics RST| 1000 | 717 8.09 273 38 M
Early |Extracted | Scale Mean if | Scale Variance | Corrected | Alpha if Item RS8 | LOOO | 755 8.9 2215 41 105
Item Deleted | if Item Deleted | Item-Total | Deleted RSO | 1000 | 08 856 1066 115 8
Correlation - - - - -
AST| 1000 | 740 758 4431 875 106
ASD| 1000 | 728 157 3837 663 155 Fig. 4. Factors and Reliability analysis for
A0 [ 75|83 3902 ] m Responsiveness(RS)

Fig. 2. Factors and Reliability analysis for
Assurance(AS)

Fig. 25 2 A1-A32] KMO g2 7198 g3}t
W=t AS1, AS2, AS39] B84 TF 7 o[oR
TE=Ao] Aty Bt AlFE 249 Cronbach a
(€3h) 4t 3 804% 0.6 o1 Hof AFwert lrkar
Tesich AS W Aol Eohal 22 Wt

KMO & Bartlett's Test Reliability
Katser-Meyer-Olkin 3 Cronbach a N
Bartletts Test | Chi square test | 224302 LIk 3
of SpIRACHY | gegres of freedom | 3

P-value 000
Communality Ttem-total Statistics
Ealy |Extracted | Scale Mean if | Scale Variance | Corrected | Alpha if Item
Item Deleted | if Item Deleted | Item-Total | Deleted
Correlation

ENM | 1000 | 746 946 3440 478 9
EMS | 1000 | 736 933 3961 o1 726
EM6 | 1000 | 696 944 35 £33 76

Fig. 3. Factors and Reliability analysis for
Empathy(EM)

Fig. 3& ™ EM4-EM62] KMO g2 71322 &
it @ EQlch. EM4, EM5S 70014 Holil,
EM6 60012 Ho] 357do] Aot & 4= ok 4
Fx= 49 Cronbach a(@dh) 2 813 A&7}
At wEhh EM ¥ Aol Eotn A2 ydE 5
At
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Fig. 45 EW RS7-RS99] KMO 2 .507% HFE4|
S| &3k Holrkal wE . 3542 RS7, RS8E
700V Hol F8Aol Atk & 4= Ut} skARE
RS99] 3842 0892 0.4°] Tt & mlHct. A=
BA49] Cronbach a(@uhzt E3F 4747 Yol AFA
o] ¥t & <= Utk RS9= 384 g &4t opl=t &
Zo] A" AL dut 7% AA Cronbach agt:Ech
7] B2l siFd HEE AAst 41 £52& =ole
Zo| viAsitta A& yyloh

KMO & Bartlett's Test Reliability
Kasser-Meyer-Olkin 500 Cronbach a N
Bartletts Test | Chi square test | 78433 08 2
of SOherlY | gegree of freedom | 1

P-value 000
Commmality Ttenr-total Statistics
Euly |Extracted | Scale Mean if | Seale Variance | Corrected | Alpha i ltem
Item Deleted | if ltem Deleted | Item-Total | Deleted
Correlation
RBIO | 1000 {777 431 855 54
RBIL | 1000 | 777 401 1153 594

Fig. 5. Factors and Reliability analysis for
Reliability(RB)

Fig. 5% E¥ RB10-RB119] KMO g+ 5002 H}
ZZ51%] B3t Holck. kA9 RB10, RB112] 354 &
5 7 olgeg FBAol Atk AlFE 249
Cronbach a(@3}) 3t E3t 7082 0.6 oA Hof Al
g7} Qv wgic) webs] RBRESG AAo] Erha
A& Wtk
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KMO & Bartetf’s Test Reliability
Katser-Mever-Qliin 500 Cronbach a N
Barthtts Test | Chi square fest | 199140 k1)) 1
of Spheity degree of freedom | |

Pvalue 000
Conmumality Ttem-total Statistics
Buly |Extracted | Seale Mean if | Secale Varics | Corrected | Alpha if lem
Ttem Deleted | if Ttem Deleted | ltem-Total | Deleted
Comelaion
PULD | 1000 | 889 416 1419 I
PUI3 [ 1000 | 889 424 134 T

Fig. 6. Factors and Reliability analysis for Perceived
Usefulness(PU)

Fig. 65 X9 PU12-PU139] KMO g+ .500& Hf
ZFA51A] Fgt "ot sHA|g PU12, PUI3S 354 &
T 8 ooz FEAgo] Atk & & itk AlF: B4
9] Cronbach a(@3}) gt E3t 8752 0.6 oA Ko
A e} Qlcky wosic) PU ¥4 Aol Erhy ZE

W

MO & Bartltts Test Reliability
Raser-Meyer-Olkin 300 Crmbcha (N
Bartltfs Test | Chi suare tist | 77059 m )

o SOOI | e of freedm | 1
Pvalue 00
Comunmality Trentotal Statstes
Euly | Extracted | Scele Mean if | Scale Variance | Corrected | Alphe if Iem
Tem Deleted | if Ttem Delted | Item-Total | Deleted
Correlation
CSl4 (1000 {777 {392 173 B
C815 [ 1000 {777 {430 1149 3

Fig. 7. Factors and Reliability analysis for Customer
Satisfaction(CS)

Fig. 7& EW CS14-CS159] KMO 2 .500= H}
2512 Kt Holr}. skANE CS14, CS159] 354 &L
F 7 ooz FBAel Atk Ax £49
Cronbach a(@mhgt 3t 70322 0.6 oA 2o Al
F|w7} kol st} webA CS Big: A7o] Frhal
ZE Wzt
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KMO & Bartlett's Test Reliability
Kaiser-Meyer-Olkin 00 Cronbach a N
Bartletf's  Test | Chi square test | 86.857 NEH 1
o SRy [ e of freedom | 1

P-vale 000
Communality Ttem-total Statistics
Ealy | Extracted | Scale Mean if | Scale Variance | Corrected | Alpha if Item
Ttem Deleted | if Item Deleted | Item-Total | Deleted
Correlation
NBI6 | 1000 | 789 35 1346 S
NBI7 | 1000 | 789 384 1600 S

Fig. 8. Factors and Reliability analysis for Net
Benefit(NB)

Fig. 82 2% NB16, NB172] KMO %< .500& H}
Z251x] &gt o[}, skAF NB16, NB179] 384
T 7 ooz FEAol Atk AFm £49
Cronbach a(@3}) 3t E3t 7332 0.6 oA Hof Al
F|=7h Qoka wesic). ulebA NB ¥ A74o] ot
2E Wt

4.3 2|HENM

SR At B 9] nE 7HE2 AE=E Qi

Fig. 9- Fig. 197tX9] 3|#HEA 41 HH BE 7}
AE9] |9 FEo] p 0502 e

O|24 8R18A, AFLEEAS B AS, EM, RS,
RB, PU, CS, NBY| ®ig=50°] T&5/42 5014, 4=k
49 a(@Iht2 6 ol dES ERIsHGIth ol £ ¢
T9] ¥4 AHo| Eigoitts A2 BojErt. E3t ol W
5o izt ZE 7MHEL IAES 23t f9gEo]
p<.0500|t}. wEtA] 2 =79 BE 7HdEo] R9n|gh
2IE 7HIthe RS SEA

ANOVA!
Sum of degrees of
Model Mean Squares F P-value
Squares (S5) freedom (df)
Regression | 139.397 1 130307 206312 000°
1 | Residual 144592 214 676
Total 283.000 215
a. dependent variable - PUJ
b. independent variable : (constant), AS
Coefficient’
standardized
unstandardized regression
Tegression
coefficients
coefficients
Standardization
Model B Beta t P-value
error
[ (constant) [ 1166 219 5334 000
|48 | 716 054 701 14364 000

a. dependent variable : PU

Fig. 9. The Regression Analysis of Hypothesis Hla
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ANOVA' ANOVA!
Sum of degrees of Sum of . degrees of
Model & Mean Squares P-valus Model Mean Squares T P-value
Squares (SS)  fresdom (df) Squares (SS)  freedom (df)
Regression | 124420 1 124420 231.987  000°F Regression | 98.742 1 98742 114067 .00
1| Residual 114.773 214 5 1| Residual 185.248 214 866
Total 239.193 213 Total 283.990 215
a dependent variahle - CS a. dependent variable © PU
b. independent variable  (constant), AS b independent variable - (constant), RS_modified
Coefficient” )
standardized Costickat .
unstandardized regression standardized
regression unstandardized regression
coefficients regression
coefficients coefficients
Standardization cosfficients
Model B Beta t P-value Standardization
error Model B Beta t Pvalue
[ (constant) | 1.241 105 6373 000 error
[&s 73 018 a1 1551000 [ (constant) [ 888 317 2806 005
a. dependent variable : CS | RS-modified | 774 [ 590 10.680 000

Fig. 10. The Regression Analysis of Hypothesis H1b

Sum of = degrees of
Model Mean Squares F P-value
Squares (88)  freedom (df)
Regression | 91.918 1 91.918 102412 .000°
1 | Residual 192.072 214 808
Total 283.000 215
a. dependent variable : PU
b. independent variable : (constant), EM
Cosfficient”
standardized
unstandardized regression
regression
coefficients
coefficients
Standardization
Model B eta t P-value
error
. [ (constant) [ .827 340 2434 016
[ EM [ 117 071 569 10120 000

a. dependent variable

U

Fig. 11. The Regression Analysis of Hypothesis H2a

a dependent variable : PIJ

Fig. 13. The Regression Analysis of Hypothesis H3a

ANOVA'
Sum of degrees of
Model Mean Squares F P-value
Squares (58)  freedom (df)
Regression | 96.972 1 26972 145914 .000°
1| Residual 142221 214 665
Total 230.103 215
a. dependent variable : CS
b. independent variable : (constant), RS_modified
Coefficient’
standardized
unstandardized regression
. regression
coefficients
coefficients
Standardization
Modeél B Befa t P-value
error
[ (constant) | 826 277 2976 003
| RS_modified [ .767 064 637 12080 000

a. dependent variable : CS

Fig. 14. The Regression Analysis of Hypothesis H3b

ANOVA!
Sum of degrees
Model Mean Squares F P-valug
Squares (58) freedom (df) ANOVA®
Regression | 60.004 1 69.004 88366 000° Sum of  degrecs of
] Model Mean Squares F P-value
1| Residual iﬁQ,ESQ 314 791 Squares (55) freedom (¢f) q!
Total 239.193 25 Regression | 94439 1 91459 106654000
2. dependent variable - CS 1 [ Residual | 180.531 214 386
b. independent variable : (constant), EM Total 283.000 215
a. dependent variable : PU
Coefficient b. independent variable : (constant), RB
standardized
unstandardized regression X i .
K regression Coefficient’
coefficients
coefficients standardized
unstandardized regression .
Standardization regression
Model B Beta t P-value coefficients
error coefficients
[ (constant) [ 1.166 319 365 000 \odd . Stndarcization ]
[ &5 67 5! 5400000 Mode aror da t P-value
2. dependent variable © CS  [lconstas) [ 1.076 300 3479 001
[®B [ 722 [ 571 10327 000

Fig. 12. The Regression Analysis of Hypothesis H2b
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a. dependent variable

Fig. 15. The Regression Analysis of Hypothesis H4a
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Sum of  degrees

of
Model Mean Squares  F P-value
Squares (SS) freedom (df)
Regression | 113.195 1 113.195 192.253 __000°
1 [ Residual 125.99 214 589
Total 239.193 215
a. dependent variable : CS
b. independent variable : (constant), RB
Coefficient”
standardized
unstandardized regression
regression
coefficients
coefFicients
Standardization
Model B Beta t P-value
error
. [ (constant) | 688 252 2726 007
[RB [ 823 059 688 13.866 000

a. dependent variable : CS

Fig. 16. The Regression Analysis of Hypothesis H4b

of

degrees

Sum of
Model Mean Squares F P-value
Squares (S8)  freedom (4f)
Regression | 120403 1 129493 252612 000°
1 | Residual 100.700 214 513
Total 230.103 215
a dependent variable : C§
b. independent variable : (constant), PU
Coefficient”
standardized
unstandardized regression
regression
coefficients
coefficients
Standardization
Model B Beta t P-value
error
| [ (constant) T 1272 185 6873 000
[?U [ 675 042 736 15804 000

a. dependent variable : CS

Fig. 17. The Regression Analysis of Hypothesis H5

ANOVA!
Sum of degrees of
Model Mean Squares F P-value
Squares (8S)  freedom (df)
Regression | 93.512 1 03512 114.963 0007
1 | Residual 174.070 214 813
Total 267.582 215
a. dependent variable - NB
b. independent variable : (constant), PU
standardized
unstandardized regression
regression
coefficients
coefficients
Standardization
Model B Beta t P-value
error
. [ (constant) [ 1383 23 5034 000
S [ 57 054 501 10722000

a. dependent variable - NB

Fig. 18. The Regression Analysis of Hypothesis H6

Sum of  degrees
Model Mean Squares  F P-value
Squares (SS) _freedom (df)
[ Regression | 130.005 1 130.005 202221 000"
1 [ Residual | 137.577 214 643
| Total | 267.582 215
a. dependent variable : NB
. independent variable : (constant), CS
) standardized
unstandardized regression
regression
coefficients
coefficients
Standardization
Model B Beta t P-value
error
[ (constant) | 765 220 3478 001

1

[cs | 737 000

a dependent variable - NB

052 697 14.220

Fig. 19. The Regression Analysis of Hypothesis H7
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