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Consumer Communication on Customer e-loyalty through Perceived

Benefits
-The moderating effect of importance of product information-
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Abstract This study empirically analyzes the effects of learning, online reviews, and consumer
communication on customer e-loyalty through the perceived benefits of using the internet in an online
shopping mall for agricultural products. We further demonstrate whether the importance of product
information has a moderating effect between perceived benefits and customer e-loyalty. Based on the
study results, we propose ways to revitalize the online shopping mall market for agricultural products.
This survey targeted consumers who repurchased concentrated aquatic products from online shopping
malls in Korea, and 450 questionnaires were collected from May 15 to May 23, 2023, by a professional
survey agency. The data from the final 400 questionnaires, excluding 50 questionnaires that were not
returned, were used to conduct statistical analysis using SPSS 23.0 for frequency analysis and SmartPLS
4.0 for statistical analysis.

Our results indicate that learning had a positive impact on e-loyalty through perceived benefits. Furthermore,
online reviews and consumer communication positively affected e-loyalty through perceived benefits.
The significance of this study is that it empirically verifies the influence of consumer learning, online
reviews, and communication on the consumers' evaluation of online shopping malls on e-loyalty through
perceived benefits. The results further confirm the importance of product information in online
shopping malls.
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Table 1. Operational Definition of Variables

Constructs

Definition

Items

Learning

procedures and features of online shopping

Learning refers to the amount of time and effort that customers have spent to learn the

Online Review

seller's shopping mall

Consumers with experience in purchasing the product have written their own experience in the 4

Consumer
communication

consumer

The medium in which information on social norms and behaviours are transmitted to the 4

Perceived Benefits

The consumer’s subjective belief that./y he/she will gain something from the Internet purchase.| 3

e-loyalty

behavior of visiting and/or purchasing online products/services in the future.

A customer's willingness to preferentially select a company's website due to favorable beliefs and
positive emotions about the online company, resulting in a stable relationship and repeat 3

Importance of Product

Information

The extent to which consumers perceive product information as more important 3

Table 2. Development of Metric Indicators

Variables Questions Sources
1. Learning to use the features and gaining knowledge of the shopping site (product| Chiu et al. (2012),
Learnin knowledge, website knowledge) took a lot of time and effort. Kim & Son (2009),
ning 2. 1 have spent a lot of time and energy to understand how to shop in this site Komiak & Benbasat
o .
(shopping processes). (2006)
3. 1 spent a lot of energy to become familiar with this shopping site. [2,5,57]

Online Review

—

. The information from online reviews provided in online shopping mall was credible.
. The information from online reviews provided in online shopping mall was relevant
to my needs.

[}

Park et al. (2007),
Jiang & Benbasat

3. There quantity of information provided in online shopping mall was sufficient to (2004),
(OR) ) e
satisfy my needs. Filieri (2015)
4. The information provided in online reviews of online shopping mall was helpful for [8,29,58]
me to evaluate the product.
1. T talked with Consumer about the product in Online shopping malll.
Consumer 2. I talked with Consumer Online shopping malll about buying the product in Online
communication shopping malll. (Wang et al., 2012)[59]
(co) 3. I obtained the product information from Consumer in Online shopping malll.

4. Consumer in Online shopping malll encouraged me to buy the product.

Perceived Benefits

1. 1 can save money (prices are lower) by purchasing on the Internet.
2. Purchasing on the Internet increases my productivity.

(Kim et al., 2008)[60]

(PB) 3. Purchasing on the Internet is more convenient.
e-loyalty 1.1 “Nould recomm‘end th1-s Onh‘ne shf)ppmg szHl apphcatlon. tvothers. (Ribbink et al., 2004)
ED) 2. I intend to continue using this Online shopping malll application. 611

3. I prefer this Online shopping malll application above others.

Importance of Product
Information
[2))

1. To me, product information is of high importance. I need to know what the food
contains.

2. I compare labels to select the most nutritious food.

3. I compare product information labels to decide which brand to buy.

(O'Sullivan et al.,
2005)
[52]

552



o
i)
r O
B>
of,
g
lo
o
ol
o
i)
r o
ACh
e
[
=
>
A
B
w
X
S
2]
o
)
N
)
&l’
)
o
ot
:?-‘_-’,
3]
i~

e-3A%o vXe FF -JEHR F849 2HaI-

S5 TBARIES] 7] 5at dAjo] thet A4S 2 QI SPSS 23S &8sl 2o ST 42 elsto]
Rt A S 7] A% o] 2vTt VI e WIE=EAE AASIN HIEEA A Table 33 2t
oz Aofstal 37 £dez SASIAH. of2f2] Table 33 Zo] d/(54.3%), 718(66.8%),

22l Bl A Tl Al T d9ol e AFl AR 40TH(26.5%), AU ARFA(46.5%), AFA= A
A7F wufate] 3gEo] Al o AEE A she 2(33.8%), dB¥d FHISleE 1~231(44.3%), EEt

Ao Aojstal 7/ £ Aol B2 4 22 THEAL 5~109H(34.5%), 22R] 4gE HESle
Adste] 274 st

AHR} AFYUA AL AE It 5o it Table 3. Demographic Characteristics
H7} A|ROA AgEE AR Fosta 371 £3o

~ a0l Characteristics Division N (%)
= =]

= 578t cond Male 217 543
Aztd Fge JIEY g 53 FME 4e £ T [Female 183 4538
%S Aol 4o F94 Wgow HANIL S Mamiae [gomt A
% S04 4 B AdEiste] S5l <29 51 12.8
T e-=HE Qglo] 7 5} 3oj=o] e 30~39 98 245
I e-s s La'x_ ]%}Oﬂ ]‘HQ_ —9—’]—11_ [=a=] Age 40~49 106 26,5
I 3R] AAHCE A G 7192 WARIES & 50~59 91 228
Aoz Aeside 179 oxjojseetel 71Ho o o e
Stay-at-home mom 37 9.3

f:’j.' %L;gzjl?l Z:T’;%)—O—E ?_f’_H ?J.';g;ﬁl?l 31‘,1_74]_@_ 113}1 Researcher 25 6.3
FF 22kl AEI AUIAS PRI Lofeis P [roduetion Techwrcian |2 22
HHESH= Ao 7 Holslal 47l 23 FofA 37 B3-S Job position Professional 26 6.5
2JEls ==2]=103 Office worker 186 46.5
‘__10]—05' - oo]—Mq—' Self-employed 31 7.8
AEHE S84 AR FEHEE B 485 et ) 10.5
A Qe HER Hofet 37 £FE 54 gRo= oo 15| 8
o Gyeonggi, Incheon 121 30.3
‘é‘xé 6]‘93\‘4'- Gangwon-do 11 2.8

- = = hi h .Sejong,
QEgEe] BEASe] dEguEe] AUL Ayske - [ChonscheonsSoons | g T
Ao w2t 1S S9sHA ) FE 7S 5% Gyeongsang,Busan, 81 203
. 5 = DaeguUlsan )
o *x HT-ZE 0]Q2slA

7HA9 73 Likert H=E ol-&skaltt. Jeolla, Gwangju 21 5.3
Jeju Island 5 1.3
4.2 B2 EZ 3 A vergge | A2times 177 443
b 8 " 3-4 times 125 31.3
_ = number o . -
O]‘iﬂ (ﬂ;r_LOﬂH’E‘ ’ﬂoo (ﬂ EQ] (ﬁ?'g-ﬂ = H]'FB]'E purchases ; g ?mes Zg 137';

— = -8 times .
2R1ag o] gk, 2211 gR, 48R ARUAPA, per month | a0 Times 14 35
7(]7_1'—% :‘]E_J‘Jy _Tr_zl'] e_%AéEQ,] 174]9]. /})]—%ZJEQ,] %._g_ Less than 5 million won 120 30.0
— - . - Average 5~10 million won 138 34.5
el zdate] At AFHFI AF7HEZ Aok Monthly 10~20 million won 91 22.8
432 UASISIT, AHNAEE A HRAR @8 @ Puchwe [050milonwen | 31 | 78
= - mount 30~40 million won 10 2.5
T o RAF AR S 2023 5€E 8YHE 5912¢ Over 40 million won 10 25
7] AN T 0% 4B 44 T AT 2B 9 At least once per dy | 24|60
- Once every 2-3 days 104 26.0
SFAT Number of | Once a week 130 32.5
AR AEZAR= 20234 5€159EE 5223U7HA] visits 1-2 times per month 89 242.3

- Once every 2-3 months 16 .0

AZ AE7]1Hel o=lsto] 45059 AEAE wgith. 11 No regular visits 3 93
2 BAT 4BAY S074E ARt 3% 40098 < 00 | 213
= coupang 108 27.0
?Oﬂ /\]—%O]-C/aq-- O]‘iﬂ ﬁ?—oﬂﬂi X]—E _/[:;gq']/b}-\% “'_":-LH TYPQS of market kurly 36 21,5
oA eetelaBolY BEMES AU Aol PP M oads marker 0 | 75
- nonghyup mall 34 8.5

U= AHIAE AR sigieh 1E3 AmaR ] o post mall 3 83
AGE ARAGoE AW ATk TARN m2 TOTAL f00 | 1000

553



fill‘

A&l =2 A A244 A9Z, 2023

Q ATE

ollo=

= F 13(32.5%), °l Z7= naver(27.3%) =
7P =& HES ARk Qi

SEHA B FA42 2179H(54.3%)°1% 1L, o432 183
8(45.8%)°1%1t}. AR 71€ 26775(66.8%), W<
133%(33.3%)°lct. AFEE HH, 209 ol5k7} 519
(12.8%%), 30th7} 9878(24.5%), 40th7t 106%8(26.5%),
50th7F 91%8(22.8%), 60Al ol4 5478(13.5%)= ety
ot AR AAFE 3790.3%), A+F 259
(6.3%), BA71&2 33(8.3%), T 2 I 209
(5.0%), AEA 267(6.5%), AF2] 18678(46.5%), A
FY 319(7.8%), 71et 4278(10.5%) 2= YErgTt A
FA= 1359 A2(33.8%), 1219 A7103(30.3%),
117 739x=(2.8%), 267 SAIZTHA(Q2.8%), 817
AARA(20.3%), 817 HZHd20.3%), 219 Al
F(5.3%E Uetgth 99d sl 1779 1~23]
(44.3%), 1257 3~43](31.3%), 708 5~63](17.5%),
144 7~831(3.5%), 147 93] 0]/H3.5%) 2= UElITY.
g e 1209 57 °]sK30.0%), 5~107k
¥ 138H(34.5%), 919 10~2091¥(22.8%), 319
20~307+9(7.8%), 1098 30~40RH(2.5%), 108 40%7t
Y olH2.5%), EHdE A5 127 2009 ofst
(14.1%), 1798 200~3007+4(20.0%), 167 300~400
THI(18.8%), 14 500~6007+4(16.5%), 139 6007k
A oK (15.3%) 22 Uesith 221 A3 E WEdls
= 1¢ 13] o4 24%(6.0%), 2~3Y 13] o]4F 104
(26.0%), 15 13] 130%8(32.5%), 1€ 1~23] 899
(22.3%), 19 2~33] 16%(4.0%), ¥°8714 HE 379
9.3%)°2 Uehdth. o]84lE FF= naver 1099
(27.3%), coupang 108(27.0%), market kurly 869
(21.5%), oasis market 3099(7.5%), nonghyup mall
347(8.5%), post mall 338(8.3%) & LERGTE

%
g
m

=4 SAEA T2 7391 Smart PLS 3.0
[-&ste] A1 nEdt 7HEE HSSIAL, A
d, ML(Maximum Likelihood) &85}
W0 ZSA QAP 0l AFAE g
AM&SFT

Table 4= A% E3E9Y A= E4Z4Ttolth. Wy
A AFEE SHokeE 99 7] AFA 9] |9E U
EFl= Factor Loading@(Dijkstra-Henseler's rho_A)}
147} 0.726~0.9542 25 0.7 0O & Lehyitt,
Chronbach's @2 0.817~0.8962.2 E% (.7014
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oz ZHEo XS FE5] FREL My A1F
Z(CR)= 0.885~0.9352% 0.70]40]x, HFEHE
= Yehls gF8A4E2(AVE)S 0.630~0.827 0.5
ololEz A3t gt Aoz yepgrt

Table 4. Confirmative Factor Analysis & Reliability

Analysis
Chronba
Variables rEc-)HA ch's CR Al
= Alpha
L1 0.908
Learning 12 0.858 0.870 0.920 0.794
L3 0.907
OR1 0.726
Online OR2 0.691
Review OR3 0.861 0.817 0.871 0.630
OR4 0.880
c CC1 0.850
onsumer 4 ccy | 0.854
COml’I(l)L:llCatl 3 0.793 0.826 0.885 0.658
CC4 0.743
] PB1 | 0.835
Perceived ™m0 870 | 0.832 | 0.900 | 0.749
Benefits
PB3 0.889
EL1 0.954
e-loyalty EL2 0.940 0.847 0.908 0.770
EL3 0.718
Importance IPI1 0.899
of Product P12 0.915 0.896 0.935 0.827
Information | PI3 0.913

% Reliability : @>0.7, Dijkstra-Henseler's rho_A>0.7, Composite
reliability(CR): CR)0.7, Mean variance extraction value:
AVE)0.5

AR o2 ZAQHESE Y] RS 4 e A=
e (Discriminant Validity)2 Table 52 Zt}.
N QAES] ATAS gHEch tizt4dAdo] EEE AVE
9] AlF o] IR wEEg/o] FHE

Table 5. Discriminant Validity Analysis

Variable 1 2 3 4 5 6

1.e-loyalty 0.877
24ConsurTler. 0.236] 0.811
communication
3.0Online Review 0.503| 0.571 | 0.794
4.Importance of

Product 0.601|0.298 | 0.544 | 0.909

Information
5.Perceived Benefits [0.492| 0.478 | 0.640 | 0.524 | 0.866
6.Learning 0.248| 0.465 | 0.428 | 0.343 | 0.434 | 0.891

% The diagonal shaded portion of the table is the square root
value of the mean variance extraction value (AVE)
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Fig. 2. Research Model
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el 7Mool Mg e S QoA A9
= yWRAEa=e] BA1ER1 AAKTHR? = R-Squared,

Coefficeint of determination)s24% ZHWHo|
sl A=) A go] wrhal Hrleict x|zt
= o] gigt AT 0.449(44.9%), 112 e-F4
o gt ZAAE 0.466(46.6%)F A8 3135}
Aok 2AARR?) ¢ 0.25(0F ), Z2RARY ¢
0.50FH =] Agd), ZAARY) : 0.7508% 4
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L TSl 9 Pl de IS vR A &
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Table 6. Path Analysis

Perceived
Benefits

Importance of
Product
Information

Average monthly

Average monthly
purchase price

purchases | Number of visits

Hypothesis Path Pa.ht' T P Validation

coefficien| value Value Results
H1 L —PB 0.165 3.370 |0.000™*| Adopt
H2 OR — PB 0.505 8.565 | 0.000"**| Adopt
H3 CC — PB 0.113 1.709 0.044* Adopt
H4 PB — EL 0.281 6.243 | 0.000** | Adopt
H5 IPI— EL 0.408 10.412 | 0.000*** | Adopt
H6 PIPxPB—EL| 0.129 4.141 | 0.000** | Adopt

*p<0.05, **p<0.01, **p<0.001

% Learning(L), Online Review(OR), Consumer
communication(CC), Perceived Benefits(PB), e-loyalty(EL),
Importance of Product Information(IPI).

555

2.293* 5.825%*%* 0.235

“p<0.05,p<0.01, **p<0.001

Table 63} Zo] HI-S AZA457}F 0.165(t% 3.370,
p# 0.000E FogZolA foJstug ggo] X4=
o] FHHY TS vt AS RIsHH.

2Rl gGH7E A4E d"e] F(+H9Y T2 Eohe
H2= A2A5 0.505(t8F 8.565, pgk 0.000)E -5k
of A==t
H3S A2A4 0.113(t3k 1.709, pZk 0.044)0.2 &
Stof AH| ARUA o] AZkE FEo] H(+HY
FE vFIths 7 EEQITh AR ARUA ]

258 AQH R 49 HHo] F84UL &
11:]._
4= AZAS 0.281(t%F 6.243, pZt 0.000)2 e}
U 22t "o 1A e-FAko] F(H)9 TS =
ZAog A=),

H5%= AZA S 0.408(t3) 10.412, pZt 0.000)Z &
sto] FEAHEY S840 e-FAEo] AHY ITF

F= A0E Y Eo], JEFYH F84o] 17 e-
FHEE ol o] Hrke S 1T 4= itk

o)
=

o

o

o i of 1o

T g
4

o
AR
%

rr

9]
o
=

45 XM HS
B AT Az Fge] ZeAAEE wEr, 2

T S AragEare] TA Afele] 2EaNE
S5t A5l Smart PLS 4.0 €851 bootstrapping
Ay Az 2Eay A5s19, H25H Table 69
Ho6¥} Zth.

H62 ZZA15 0.129(t%k 4.141, p#t 0.000)2
AEY] Fo4dol 4R e} 1A e-FFEo] X
7o} FFE VRt M R
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ZZAH(Moderater)= F W4 719 #=AAQ] =
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Fig. 3. Simple slope analysis charts (Moderation Effect)
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