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Abstract New types of ventures and start-ups, including platform companies, have emerged in parallel
with the development of digital technology. In particular, significant developments have occurred in the
digital entrepreneurship field. The "Online Platform Fairness Act" addresses unfairness between large
platform companies and small and medium-sized businesses that use platforms to sell goods and
services. However, research on the relationship between digital platforms and digital entrepreneurs is
lacking. This study investigated the influence of emotional variables, such as brand attractiveness and
gratitude, on the platform loyalty of entrepreneurs using digital platforms. An e-mail survey was
conducted on 4,100 store sellers that use NaverSmartstore, and 101 valid responses were subjected to
analysis. Multiple regression analysis was conducted using brand attractiveness and gratitude toward the
platform as independent variables and loyalty to the platform as the dependent variable. The results
showed that both brand attractiveness and gratitude had a significant positive effect on platform loyalty.
This study indicates emotional variables of platform sellers affect platform loyalty and suggests the need
for brand experiences and services that emotionally appeal to entrepreneurs exploiting digital platforms.
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Table 1. General characteristics of the subjects

Spec. Respondents Percentage
Ordinary 27 26.7
Power 21 20.8
Seller Rank K -
(SR) Big Power 47 46.5
Premium 5 5.0
Platinum 1 1.0
Direct in
Smartstore 93 92.1
How to Manage Int ted
the Store Zoelil;'aoi 5 5.0
(HM) !
API
Connecting 3 5.0
Have Off-Line Yes 22 21.8
Channel(HO) No 79 78.2
1 (Only
Smartstore) 27 267
Number of Sales 2 15 14.9
Channels
(NC) 3 10 9.9
4 11 10.9
Over 5 38 37.6
Position in the CEO 71 70.3
Store(PS) Staff 30 29.7
All 101 100
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Table 2. Description of variable

Variable Measurement ILoad Factor| Cronbach= Source
alpha
1. I will still use Smartstore one year from now. .833
Dependent Loyalty 2. 1 frequently think of leaving Smartstore(Reverse item) .816 650 (14.41]
3. I am planning to search for a new platform during the next one
s .693
year(Reverse item).
1. Smartstore is a strong brand. .849
2. Smartstore is a well-k brand. .847
Brgnd martstore is a well-known bran 248 13.42]
Attractiveness 3. Smartstore is an attractive brand .819
Independent;
4. Smartstore is a unique brand. .590
1. 1 feel grateful for the Smartstore. .945
Gratitude .874 [38,39]
2. 1 feel grateful for the support Smartstore offers. .945
Notes: All items used 7-point scale from 1(low) to 7(high)
4.4 QOISMT} MZE A Sk (r=-.251, p<.05)3 Z+2Zt foulst JHTAE
_ - - |
7} w550 Seld QARHCFAS AAlste] g
g z4a908 RQlEHe] H8Y WEE U KMO,
Bartlett Test 23 2= 9oJ5t 22 o= Jehyth & Table 3. Differences in Loyalty according to general
~ ~ characteristics
ok A79] AlFE H=S 3t A7} Cronbach-alpha &
o] .650~.874% AF3 WISt 0% Uehdeh. Table Spec. T
2= HEO QRIEAF} AL EA49] Aijolrt, Ordinary | 079 * 873
Seller Rank Power 283 + .689
_ © e(gR)““ Big Power | -.081 = 1.082 | 1.641 | .170
4.5 T CHALO| QHbE EMO| M2 ZaMZE ST Premium | -.509 £ 1614
_o_l il'ol Platinum 1.715
Direct in _041 + 1.012
AT o] YRl BA) U BAE FARS  Hovo | Smansore| W FT
_ L, Manage the| Integrated 757 + 508 1525 23
Z}ol& A E A7} Table 33 Zt} 'R 5H, ‘A Store Solution ) T ’ ’
Eole) WA 4 YA Baaos R P
1
BASIOIE, omRIAY S0 AR Y S e | oyo | i 2 1o
SRR -PHL Boto] RS B4 Agh dpn Op e ) ~674 | 502
- = - No .036 + 1.000
AEO] Y B4l GE SUE BHE] Ao w0 :
- 1 .096 + 812
T froskA] 92 Ao® YEhsith Nugﬂief of 2 173 + 1.319
aes 3 448 * 678 | 775 | 544
Channels —
N AbTET e o (NO) 4 -.114 + 1.075
4.6 B 7F AEEA 2M Over 5| -0.85 + 1.035
Position in CEO .0124 + 951
AT H 210 0] s
2 A7e] WS 2 A A2 A 8A R e siore®s)] s | 020 = 1024 | 0L | 89
A W4ES Spearman AHEHE ANt
Table 4°] A|AIE v} o] FE5HRQ EHE ST . ,
Table 4. Correlations among the variables
o EYPHLQl BHE (=491, p<.01), ZAlSk= |t
Variabl 1 2 4 6
©(r=525, p(O0DE BT ofe] ATWAES vehge  Lhlbe : -
o, BHE vjgy} A ukS (=597, p(00DE F 2. SR -107 | 1
7} o] 7_] = LH 3. HM 142 .075 1
o ARRAVY G HERL. 4. HO 085 | -.067 | -.111 1
BANRSO Aol WAdTE WREE(=.259, 5. NC | -044 | 2597 | 205" | -201 [ 1
o . 6. BA 491" | -136 | -113 | .037 | -.208° 1
A ]ur = aglojzjyu L - a -
pCOT), ZECTHRH(=205, pCOT, RERINER T o151 010 [ oo | 107 | —251 | 597

H(r=.-201, p<.05), BEA=mE(r=-.208, p<{.05), ZA}
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*p{.05, **p.01, **p<.001,
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Table 5. The result of regression

Independent Control / Dependent Model 1 Model 2
Variable Variables B Y ¢ P B Y ¢ P
(Constant) -1.845 -1.549 0.125 -0.371 -0.360 0.720
Ordinary | 1757 | 0.782 1.666 | 0.099 1.035 | 0.460 1142 | 0256
SR Power 1.955 0.797 1.853 0.067 1.026 | 0418 1.126 0.263
(Platinum
= ref) Big Power | 1.629 | 0.817 1559 | 0123 | 0768 | 0385 | 0854 | 039
Premium | 1.120 | 0.244 | 0998 | 0.321 0703 | 0.153 | 0740 | 0.461
HM Sﬁi;ﬁfstm‘?e 0044 | 0012 | 0074 | 0941 | -0.448 | -0.122 | -0.882 | 0.380
(API Com-decting= Integrated
Loyalty ref.) oo | 1000 | 0.218 1.361 0177 | 0262 | 0057 | 0408 | 0.684
HO(No=ref.) Yes -0.181 | -0.075 | -0.718 | 0475 | -0.151 | -0.063 | -0.710 | 0.479
1 0176 | 0078 | 0653 | 0515 | -0223 | -0.099 | -0.953 | 0.343
NC 2 -0.023 | -0.008 | -0.071 | 0944 | -0.181 | -0.065 | -0.671 | 0.504
(over 5=ref.) 3 0522 | 0157 | 1422 | 0159 | -0.030 | -0.009 | -0.093 | 0.926
4 0086 | 0027 | 0243 | 0809 | 0.101 0032 | 0337 | 0737
Brand Attractiveness 0.293 0.293 2.801 0.006”
Gratitude 0.379 0.379 3555 | 0.001"
F 1.227 4.563™
R’ 132 405
adj R 024 317
Durbin-Watson 2.025
*p(.05, **p<.01, **p<.001, N = 101
4.7 E-’f—%o EaiZ SME0| O0)X|= g3k 2M 443 234 JARHEL FAFCE {sHA
ZaE 2T EYWSto] njxls RS molel| EPg o H(F=4.563, p<.001), A oF 40.5%(F4 =
95l SPSS 242 AKgSlo] AA AR (Hierarchical — RAES 31.7%= et R7= 405, adiR*= 317).
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Fig. 2. Results
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