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Abstract This study was undertaken to identify success factors of traditional market delivery apps and
lead digital transformation of traditional markets. The success factors of traditional market delivery apps
are represented by four variables: system characteristics of the app, delivery, products, and responsibility
towards customer responses. These factors were analyzed to examine their impact on the operations
performance. Data was collected by surveying 148 traditional market business owners. Results of the
empirical analysis revealed that the app system characteristics, delivery characteristics, and product sales
promotion, impart a significant effect on the operations performance. Conversely, the customer response
characteristics showed no significant effects. This could be because some apps lack the function to
check customer reviews and respond appropriately. Currently, where traditional market delivery apps are
in the early stages of implementation and are gradually expanding, data obtained from this study helps
to identify characteristics of traditional market delivery apps, and offers suggestions to create
development indicators of the traditional market delivery apps by analyzing their effects on operational

performance, thereby contributing to the revival of traditional markets through digital transformation.
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Table 1. A status of Traditional markets Applications.

Application Launching date
Noleoyayo Sijang(Noljang) 2018.05.16.
Jangbayo 2020.06.30.
Jeju Jeontongsijang 2016.08.30.
SM market 2016.11.28.
Jungri Jeontongsijang 2019.08.07.
Boryeong Jeontongsijang 2020.03.22.
Sonane Dongmun Sijang 2020.06.13.
Bangi Smart Sijang 2020.08.24.
Naeto Jeontongsijang 2020.11.12.
Dongne Sijang 2020.12.03.
Shinjang Jeontongsijang 2021.01.03.
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Table 2. Components of the survey

Var. Items Ref.
Al convenience of using app
A2 convenience of adjusting informations

App | A3 Immediacy of order notifications
A4 Tmmediacy of order modifications
A5 Payment system
D1 On-time delivery system

Del D2 Accuracy of delivery
D3 Shipping confirmation 1]
D4 Delivery failure confirmation 23]
P1 Variety of product items [26]
P2 Accuracy of product Informations gg

P3 Price of products

Pro
P4 Freshness of products

P5 Individual promotion

P6 App. company’s promotion

R1 On-demand system

R2 Problem solving(refund, change)

R3 Responsibility of customers’ review

R4 Improvement for customers review

Perf | Pf Increment in Sales
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Table 3. Sample Characteristics
Spec. Count Proportion
within 3years 27 18
3~10years 50 34
Career
(Operation) 11~20years 31 21
21~30years 21 14
more than 30y. 19 13
within 3years 25 17
3~10years 47 32
Career
(Sectors) 10~20years 37 25
20~30years 25 17
more than 30y. 14 9
Food Ingredients 49 33
Cooked Food 82 55
Subject
Industrial Products 4 3
Etc. 13 9
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1 54 36
Number 2 52 35
of
members 3 33 22
over than 3 9 6
Configuration Family 63 67
of Friends 11 12
members Erc. 20 )
20's 11 7
30's 14 10
40's 25 17
Age
50's 58 39
60's 36 24
over than 60's 4 3
male 68 46
Gender
female 80 54
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Table 4. Factor loading, Eigen-value, Cronbach-«

Factor Analysis
Item Com-|  a if Cronb
App Del Pro Res | mu- | item | h
nality|deleted ach a
A2 792 748 | 769
A3 .616 .618 | .783 797
A4 .609 653 | 721 |
A5 .655 724 | .706
D1 726 .676 | .856
D2 .817 769 | .816
D3 745 744 | 810 | 8%
D4 .649 .681 | .828
P5 737 .656
P6 850 60| T |7
R1 .654 | .716 | .740
R2 737 | 725 | .750
R3 .652 | .686 | .759 803
R4 749 | 733 | .764
Bigen~ | 5 270 | 3.332 | 1.843 | 2.452
value
var(%) | 16.215 | 23.801 | 13.166 | 17.511
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Table 5. Correlation Matrix and descriptive statistics
of the constructs

Inter-Construct correlations
mean | Std Dev -
App Del Pro Res Perf
App | 3.5142 | .81327 1
Del | 3.4184 | .94467 | .678* 1
Pro | 2.9468 .88782 | .305* | .399* 1
Res | 3.2642 | .81491 | .510* | .660* | .416* 1
Perf | 3.3333 92324 | 714 | 715" | .388* | .452* 1

* P€.001, N=141
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Table 6. The result of regression analysis

Dep\f;éent Indes::dent SE 8 v;h—le o TzLeera
cons. .249 - .647 519
App. .082 | .430 5.976 .000 | .532
Del. .081 | .451 5.420 .000 | .399
Perf. Pro. |.061| .125 | 2132 | .035 | .799
Res. .082 | -.117 | -1.625 .106 | .531

R=.791, R*=.625, adjusted R*=.614
F=56.710, p=.000, Durbin-Watson=1.552
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