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A Study of the Factors influencing User Acceptance of Social
Shopping based on Social Network Service
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Abstract Recently social shopping, combining e-Commerce with Social Network Service, become a brand-new
eBusiness model. In this paper, we aim to identify the structural relationship of the factors affecting the
intention of using social shopping. Reviewing the previous works of social shopping, internet shopping and
TAM (Technology Acceptance Model), we extract factors affecting the intention of using social shopping and
build a structural research model among these factors. To analyze the structural relationship among theses
factors, we perform an empirical study - gathering data from a survey and analyzing gathered data using EFA
(Exploratory Factor Analysis) and SEM (Structural Equation Model) to identify the structural relationship. We
also analyze moderating effect of past experience of social shopping and gender. As a result, We also can find
that two factors - Perceived usefulness and Expected enjoyment — are the key factors influencing acceptance of
social shopping and that more segmented strategies are required to attract customers since factors affecting
Intention to use are somewhat different according to past experience and gender of respondents.
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[Fig. 1] Monthly Social Commerce Market in Korea[H.
Lim, 2012]
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[Table 1] Constructs and Operational definitions
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[Table 3] EFA and Reliability Analysis
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[Table 4] Model Fit

Fit measures Results Recommended Level
x?/df 1.579 < 3.0
GFI 0.901 > 09
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SRMR 0.0474 < 0.10

B ol A= NFI7} 0.917, TLIZ} 0.9580]1 CFI7}
0.968% eI} AFLES UEA7|E Ao 2 YElgT)
[30]. 27tzor AP BE A 247t A
FES WSS ZA0E ey

Table 5= Q7EF ] FJREXT} 2o W& 7149

44 Ane tehd Zolch

[Table 5] Results of Research Hypotheses
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Hypothesis| Path Coefficient | t-value | p-value | Results

Hla RE— PEOU .189 1.632 | .103 S Not
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HIb RE — PU 201 2.095 | .036** |Supported
Not

Hlc RE — EE 0.061 .053 591 Supported
Not

H2a SI — PEOU 225 1.875 | .061
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H2b SI — PU .335 2.403 | .016** |Supported
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Hdc EE — IU .376 5.058 |.000*** | Supported
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A7} A zkE golA, xz+=
of gt AHe F&F= vA=
71 Hlate JAZAY AAEA]
°ﬂ el AT sfA] d 4
£ 0] Soleielm At A SRtk e
_JU]??PE} 714 Hib HA AT} p-value 710] 0.0360.2 4

fegof] gk A=zt A2E F-87d) et Hhel
F2 oS A0 Uehith ol £A4He] o 4
ol 24a7o] f-43ith Aztacks olulaitt. 7h
A Hle 2423 24479 Az 229 22k 27

X
n-{o

o] o]_Q_—a

2ol ik HH G vAA ok Ao vehg
ok olejeh Auhe Aol e ARtk A &

40| of

B3H= Zo] BYUThL AL eheths
Ag ofnjgit.

714 H2= AFE1H o] 212 X2 golA, X7kl
G843 A2k 27180 disl Ahel dFS
71 A Aolt

714 Hoals ARS)4] @gpo] A7kl
(ho] AL vIALE ARk
0.06122 H(H< YT nxA &

=

R

Solgel Hisf 4
A p-value go]
e Ao vehth
259 o]go] frtal AZEHE AL FH 34
of olaf gBkS A= orrtl Aolc) 714 H2b BA
Ak AFslE o] AZHE f-gA40l diek HHe) A



SAYEYA AB|E 7]HEY

a8 A 28 FFL

919ich 7H4 Heo] A4 A} Al
2%l g A2 G v

L

L

A% = zw
BoldE Akt VS

7Hd M3 A2k gl
&7l sl B dF=
olc.

714 H3a:= 2| ZbE &
AH9 FFE UM%
0.0000.2 et H(+)e
7}4 H3b:
of digh x|zt —74?0] 284 AZE {8499
sl B FEFE XA ek

74 Ha= R|Z+E] SolA, A ztEl o-axT)
Agol 2840 o] H(H) FFE wA=A
£ olal: 714t

7V H4a= AAZET} p-valueZ} 0.8752 {oj4F
0.050] Z7}slA] ¢b7] wZoll AR = A AUt 7+ Hab
= HAZAT p-value FFo] 0.0000.2 X|Z}E [-840] o]
olzo] fojgt Jge ok AL & 4 AUk 7MY
Hdct AAZAT} p-value ZFo] 0.0002.2 5942 0.01

]
)
N
N

o9

oA X ZtE E7g0] Adage] o] g0z Fofgt o
e AL USE ¢ 4 AUl

FgHor £49 nygo AR 9 HFEA 4= Fig. 4
o UEhih S ARASE HAG Hlojn] wxs, o
= 4 FolE 0.01, 0.05 oA AEE H2E EARE
Aotk
g 2

Perceived
Ease of

Reliability

604 **xx

Perceived
Usefulness

Intention
to Use

376%*xx

Social
Influence

Expected
Enjoyment

.

67

flx
)
o
o

>
1A
B~
o
1o
o

o
1o
H
=2

ol g xjo| 24

fito] npe 24 fat ojng
= Uehitch ol et 31

1=}
A= |
Cl
Anh

}_

]

mi

1;

[Table 6] Differences between experienced group and
no-experienced group

No experience Having experience

Hypothesis
T-value

2.082
-0.002
4.806
-0.11
3.228
-1
1.02
5.26
3.396
-0.84
4.965

coeff.
0.333
-0.001
1.262
-0.015
0.502
-0.193
0.132
0.513
0.41
-0.117
0.899

p-value
0.037**
0.998
0.000%**
0.912
0.001***
0.317
0.308
0.000%***
0.000%***
0.401
0.000%**

T-value
0.206
2.136
2.736
1.927
-1.46
0.912
1.773
0.484
1.847
-0.041
2.069

coeff.
0.03

0.225
0.463
0.287
-0.078
0.159
0.114

0.09
0.143
-0.007
2.442

p-value
0.837

0.033**

0.006%**
0.054
0.144
0.362
0.076
0.628
0.065
0.968

0.039%*
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[Table 7] Differences between male group and female group

Male Female
Hypothesis
coeff. | T-value| p-value | coeff. | T-value | p-value
SI—PEOU | 0.23 | 2.032 |0.042**|-0.103 | -0.315 | 0.753
SI—>PU | 0.216 | 2.093 |0.036**| 0.163 | 0.5 0.617
SI—EE | 0.666 | 4.385 |0.000**%* 0.901 | 2.366 |0.018**
RE—PEOU| 0.009 | 0.088 | 0.93 | 0.775 | 3.235 [0.001%***
RE—PU | 0.15 | 1.949 | 0.051 | 0.149 | 0.709 | 0.479
RE—EE | 0.081 | 0.583 | 0.56 03 | 1.328 | 0.184
EE—PU |0.102 | 1.518 | 0.129 | 0.123 | 0.686 | 0.493
EE—IU | 0.338 | 3.352 (0.000*** 0.609 | 3.766 [0.000%***
PEOU—PU| 0.266 | 3.196 [0.001*** 0.297 | 1.688 | 0.091
PEOU—IU | -0.064 | -0.487 | 0.626 | 0.06 | 0.342 | 0.733
PU—IU | 1.306 | 4.738 0.000*** 0.562 | 1.671 | 0.095
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