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Abstract This paper redefines the concept of social shopping as the part of social commerce and identifies the
significant factors to the customer satisfaction and repurchase intention for the social shopping using the factor
analysis based on the selected elements from the previous research results. Structural equation modeling(SEM) result
shows that 3 significant factors to the customer satisfaction are price, convenience of web site use and fun. But
Security, reliability, diversity did not affect significantly satisfactorily. From the resulting factors to the customer
satisfaction, users of social shopping seems to be satisfied with site entertainment like looking around and comparison
shopping. The main purpose of visiting social shopping sites is considered as not only purchase of goods or services
but also entertainment in the community and cyberspace. The results of this study, it provides an indication of the
aspects of marketing that can be used in social shopping practice.

Key Words : Social Commerce, Social Shopping, Satisfaction, Repurchase

1. M2 AF o g Zurre]l QS Bold AAATAE 2010
W 49 ogele 22 EgEgoen & 1 Alo]d

2008 H| el A T FE(Groupon) ol 28 gr)dde A& 2 Wk o} o] ¢
2~(Social commerce) FA7t F3S AE ©]F SNSo| A7 AAGTHL]. =3 A28A W2 AA ok vEl &
T

7S AT QAL S5 AT A Al AAm A A Qe

N
2
o,
o
ins
o
il
2
Q2
=

o

2

o] At AewelEgeta ay sEara(AHAgeE FAFAEIT.

*Corresponding Author : Seong Yong Jang(Seoul National University of Science and Technology.)

Tel: +82-2-970-6473 email: syjang@seoultech.ac.kr

Received November 26, 2013 Revised (1st December 30, 2013, 2nd January 8, 2014) Accepted April 10, 2014

2048



2870 BAo] TAVE L Apuie|Ee] nxE FaF

A = Ak o}z T 2AAH A A|Fo] AHEA] EHSS HoFE
o]% &=L MAYE AAAAHA JAE 2013 o} 2 o= 2AAH L GAEY] AR o] HpHa, F
A E]AZLE(Ticket Monster, ©]3} El), 3 2 do] AAUHEA n2A0Ey) Besh ZA47F 5

(Coupang), $1Hlo]=Ze}o]~(We Make Price, ©]3} ¢
W 3Z) 3F3¥% T2 oKGroupon Korea ©]3 ZF3E) 4A|
°] Big 4 TE& ZAAo] P &= F3o|t), ujEH
TEE ARy A A PGS gl &
] FAAI L8 (2013)0 2shd = AMA
20101 50091 € 7hge] wjEE 7| 5o,
% 6000‘9741O HolAa dvka B
S o), AAAWAE o)A
| Agujzstivta 2

]

= e

H|2~(SNS)E &-8-3f
W olgolA] A ol
w1

= uo
v/—\—\‘ ‘?j:ll_

40}7— ‘3}[2]. O}Zl‘ﬂ iﬂ_iﬂ ?ﬂﬁ 71‘31
HEW 2AAW AR By & ofgr) divket
°oF A7 ~E '7‘54611 =oATh strietE, Al Ao R
A7 o) FolA = FARJNI B EIF SNST} o e} 7]
uAE EEel dvkd, A8s] Wil A e &
T gl7] wiEoltH3]. AAIR S AEAH 2 Ao A
o] Al ‘Facebook oL} ‘“Twitter 2 X010 A FH317] 5
of ofo] & AbEtIA] Q] M TV, ghr]e, 1HYl
Rl Fo]A] F-o] HaE AHAE fFUAIZIAL Qith &
A = e dioka GAE] 7RI Y= A
7} vtz o] Fitelt) tE 7 2=glaL o]opr] A
=g B3] 29 SNS o YT 7o EE |
olt}, XA 9
F5 wn ARt
o2 gl HAYWrta, 1 A
|AF50] AA| Fuj7A] o]oj A=
ZAolth
EjJlo] &

A A

T

=
.

Y

ES R

N

aE
=2 5 AE T
47
/\]—%_
AP Q] SNS &5
SNSE Tdll fr4e 4w
H]&-o] Fopxfof

WEE9A <

3}

Aejzatel Auol o5
| SLEIY o] 8] 115%]
A Gt 218 287 A2
S L e RICER
204 b 22

o

2049

bk Aoleh ® £ A

webA AT ME 28AY S GAE] DTS
Sehsh gere wAE) S8 1E BET R el
&BE, 28720 OjE HPAT TBS F) A
g 3333, o8 Bz AEAY2Y ABeldt T 5
= 287 EHS BV, ol ErE &
8499 54 aglo] MARE} A Fule]wol L
A 291ES A LA,

2. 0|2 nF
2.1 AM7HAQ AMATO| Ho|
a7 o] i Aol o} 4% WatelAl 4ol H

o

Fokeh et A~ g AoE AW EH

‘ﬂ of disl A& AF$ Yahooo| David Beach
oo} Gubt] - AH|27F A A 29
1 el7k & Ao, ARUEZL dEel tig AR
A& dFEAl d Aol sFArH4] Wikipedia®
e-commerce2] Agto g 2nzte] Hoj9}l Q17HA
HAZE Tl He= dEoleta st om([5], IBME €

i0:od
N

B>

&

>

foo o bos
ot
)

BN

==
FEHEge

W, BRI, vle]AR BRI R wk ohyet ¥§3} A9
ABE E3ete] uA ARE STPITIES wE RS
ﬁéﬂi%ﬁﬂﬂEﬂﬂﬂ%@%EﬂﬂLﬂﬁﬂw
2 ApeAE 7|EgelE Vit 287 v &
&3 vt ol A Aofstazt gt

“Social Commercex= e-Commerce?] Mg}to|A ojH
gk ALY A bES A dAE Xdo] /e xE]
S wi} 2Pl FAA/RAAA HAPL Ao R de

&t

l

L)

=

(o]



Z]
™

o]

A

2} =
i

)e] 7H4

}‘\l_‘ AE5E =}
7] el=gr) A58 A4E, 2014

il

o

ﬁAﬁoo#Eﬁoﬁr
YEET
s ) o W T
o =
R g M%mo:rm@ﬂﬂwﬂméﬁﬂ ‘
HET A Y S _,o@ﬁnoﬂoﬂr@ri%aar SR T
%Amﬁﬁgz @ No = ul) o)) T Wmﬂmnﬂu.pu}%
;z‘_.Jﬁu‘_I\_l.Q.ﬁH‘m = ﬂoﬂom‘.ﬂﬁ_lwwqﬂﬂAﬂcMEm Eodﬂﬂﬁjﬂlﬂa‘w%g
%Qaﬁﬂwﬁw E E?E_ﬁgo]_/ruhmguwrﬂ%oﬂe.%W@éﬁﬂ@i
o M oH T T 2 @ﬂliu@ﬂom@?ﬂomozz%%? C3
i T o omoﬁoEjl ﬂaﬁﬁﬂoﬁWJ]ﬂ%ﬂzoid
%lm.#auuﬂum_l% a, zm.ﬁ.ﬁcwﬁﬂidotz*oiwrmg‘_mnuwﬂﬂoﬂozowww
oo W T £ %qﬁﬂﬂWﬁ%%WﬁMMMWﬁ@ﬂWd
zogomﬁL.zoq 5 ﬂwmﬂro.ﬂdwoz:u%ﬁﬂ%ﬂ»o»ﬁﬂﬁuw,{wm%ma
-~ ~ 5] K ﬂﬂ.\ =~ 4 —_ _! X e
WHWM@.E s ___M_wibtuu.%?7xmrroden? L?Wm,g%
NS e ® = oﬁl?ﬁ%@ﬂ lﬁﬂl%wmﬂﬂlﬂmﬂfr
otEﬂxUE:‘aW g moﬂoo.Eomwro ﬁio]?ogao»ﬂoﬂhx‘_tanﬂl
mdurnwdbtrout g A"_E?MEOAT}%Xm%WHM%MﬂEEHoWﬁEﬂLa%UBﬂ
Wﬁmﬂwﬁi z m_mnmwmm%mrwﬁlfﬁ:ﬂ%mowﬁﬂhwﬂ%ﬂﬂﬁ
! o 7] 2 e © = 0 . BB o =5 o =
ﬂﬂﬂﬁuo&v a o ERECIGEE a«oﬁﬂﬁlrijlluu%wno%M
hR S moR ol Afoar%gurm%ﬂou1ﬂ7n N
wE o ¥ = 1m§o}lﬁewo P B o b T F T
O;Ir\_yl‘LlL t;o,moo E‘qaﬁ‘_qﬁulﬂ]o ‘D|
o @ o o o ZMWoEﬁAoLaqueamﬂm%‘_Eﬁuﬁ_mﬂﬁlﬂﬂﬂ
ic N W_mbtioﬂ%_%mﬂlmﬂmﬂqq%oﬁ}oﬂmeiﬁAT
T TR PSS EES S S E LR S # e © g
R ?We_zﬂﬂe N N V@ﬂﬂ?%%
T g ™ o W=} Mooy = W N T e N
AE e ﬂo%wﬁJmﬁEHﬂﬂ.aAfMﬂu%g%ﬁﬁ = B o R
0 0 —_ = Mo = B ‘l; = .
» Lfﬂﬂﬂ%gvﬂwmﬁ%aﬂMagb@@h%%ﬂwé%}
ﬂsﬂuﬂ%gﬂ;z%iﬂmﬁgﬁ L%ﬂﬁiﬂiﬂ.mah%ﬂwﬁmmumwﬂameﬁ
T T = 0 d wﬂcﬁﬂ%ﬂw%ﬁm_}w ﬁr%ﬂwmp.mizz%ﬁ
o T W 1%%%L%Aﬂ Bl ® oo T =T o TR W 4
s i%EM%leaNﬁiy?%g% T Moo BB o2 TR g%
B or = KR G ol s © EHJ.Le?_n o o
S E ) o2 RNy o ol oy o T RO = <° o o E oF o LR o.k_
VzﬂA%%ur1ﬂ DT A w[roﬁ@w?ﬁbtaevu% T g
S fr%frﬂﬁoiMl]iuﬂy} ﬂ]ooai% Hﬂmb_l7\ogﬁﬁoé.ws
%ﬂﬁ%Af%%Vﬂvvgwmeo_eﬁulﬁyﬁwﬂm%emﬂnﬁqulﬂq1_t = &
oﬁ%ﬂﬂﬁq%m%%ﬁﬂAiw%mqiﬁﬁgi%mﬁi;MEMQﬂa%
7 Moo W o= Vg == ® M/wgou%.q% o) . e I LN
mo%w.mﬁmnauﬂﬂ“moﬁﬂﬂ?ﬁw%W%oﬂwmﬂﬂ%wuﬁoﬁﬁ%@%}xm.ﬂn
uhﬁﬂom;%1;¢%1%%%42BmEl:wﬂr__o%?;H%@y%i W%&ﬂ
oﬂafog%HQEQO%;.%ﬂ%%@ﬂ:ﬂu% Eoov%JLeAﬂ g0 T Rag
o & ok Lo o Wy g ® g T w ok & o T i omraﬂ_g;%%@ﬂg
O Lféw ‘mu‘_\oSMArﬁl‘leﬁ Ot‘mﬂ OLETu KO = }:/A‘.# N XEO TOXE ‘HL‘.WH ‘Ilﬂmo‘l‘OIm,
o B G W 2™ %ﬂﬂﬂ@l%zﬂ ;ﬂ%ﬂ%ﬁlg_ R
B o 9 ZE T T - A S 5 o P gLﬁOJEOB
ﬂ%ﬁ@ﬂ%J%%ﬂ%Wm%%i@,i%1m&%wﬁﬁAxE%%ﬁga@a«ﬂo mmﬂ@uzﬂdur
iqﬁﬁziose_uﬁﬁa J%u:wﬂlo_noo o OF oo o) T © ﬁrHHoﬂA 5 N
= X o to & = = 1.|;H.3.0J.o iy ﬁEEBce] \o];ou ‘L|“£0ctid|
M¢@iAaam@mgwEMQ%%%im%u%mwmwﬁ%%Mg%wgﬁi
PRI Y ,O:TJ]VEQ%Aw@ﬂ,ﬂB? ourmmuw,ﬂ%@%%
xm«mnungogo_saoaamote_]imﬂﬁ Wrzomx_mewa Eb#oﬁ%?]o
TR YT T X g%_x%%9%&e-ﬁl1x
o o8 T
S NﬁrAiﬁiamE_ﬁ
EES\“W_H‘_CU:WME .O#E ;oeﬂﬂ
GO o) m

2050

d), Table 1



24490 B4o] RANE R AT we) v)HE FF

[Table 1] Comparison between open market, Comprehensive Internet shopping mall and social shopping

Comprehensive Internet shopping

Divide mall Open Market Social Shopping
Examples Amazon.com Ebay.com groupon.com
Developer role Online retailers sourcing and sales Intermediary Online retailers sourcing and sales of

Main sale item
Member
Point of order

established

Order step
(Buyer side)

Order step
(Seller side)

Calculation of
payment

Product Type

Product registration
period

Product input
information

Product information
responsibility

Price

Delivery

Deal counseling

Return

Exchange
A/S
Earnings
The sales services

Cusiness conditions

of goods
Administrator, Buyer
Buyer

Payment (After confirmation of
payment order)

Deposit confirmation — Prepare
commodity — Request fo delivery
company -

Complete delivery
Order shipment - confirm order —

The factory confirmed- Complete
delivery

Monthly/periodically calculation

New product

No limitation

Basic information, Additional
information : Administrator

Administrator

Constant price / One-Price

Parcel , A door-to-door delivery

Customer service center

Collection within a certain date
after confirmation

Administrator
Administrator
Sale margin
X

An online marketing business

Seller, Buyer
Seller, Buyer

Payment (After confirmation of
payment order)

Demand for deposit - Prepare
commodity - Prepare commodity —
Purchasing decis

Request for forwarding -Request fo
delivery company -
Remittance planning - Remittance
completion

Periodically calculation by escrow

New product ,
Stock,
Used article

Limitation

Basic information : Administrator
Additional information : Seller

Seller
Constant price /auction price

Direct delivery of Seller

Request to seller directly

Seller choose return&exchange terms
return process after confirming
receipt

Seller & buyer
Seller or manufacturer
Commission
X

An online marketing business

goods (MD)
Administrator, Seller, Buyer
Seller, Buyer
Specific standard satisfaction (order

after purchase completion)

Purchase and payment -
Accomplishing deal -
Delivery

Delivery request to seller - Dispatch
invoice number
— Complete delivery

Calculate per period

New product ,
Stock
Service

24 hours
(changeable )

Basic information, Additional
information : Administrator(MD)

11 Administrator
2 Seller

Constant price

Direct delivery of Seller

Request to Customer center and Seller
directly

Seller choose return&exchange terms
return process after confirming
receipt

Seller & buyer
Seller or manufacturer
Commission
)

An online marketing business
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[Fig. 2] Research model
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[Table 2] Definitions and conceptualizations

Construct Definition Sample items References
— Low transaction costs(Social Shopping) PRC1
Price Social Shr?pping goods or services provided - ”I:he eX'ElC't Dric'e (list price) pr(?vides PRL:? [2I19134]
by the price ~ Competitive price (online / offline) PRC3
- High discount PRC4
. . Convenience involves comfort, accessibility - The' m?e consur_ned in purchasing (le ore
Convenience and easiness to the Social Shopping - Navigation function ()ONZ [2][36][35]
- The accuracy of product search CON3
Security Customer perception of Athe confidence and - Privagr and Segurity SEC1 [42]
trust toward the web site - Functional security payments SEC2 [39]
Customer perception of the reliability and - Order tracking functions REL1 [42]
Reliability security of the service provided by the - Refund Policy REL2 [40]
Social Shopping - Respond to customer questions REL3 [41]
~ Community Features FUNI1 (271
Entertainingness Customer feels the joy of social shopping - Fun factor structure of the content FUN2 ;
. [29]
— In the process of shopping fun FUN3
Involved with the process of shopping, and - Ease of writing product reviews COM1 [29]
Interactivity comments can be presented to the - Views and information between the present — COM2 28]
presentation and activity space level of excellence in customer COM3
- Equipped with a variety of goods DIV1 [46]
Diversity Wide assortment of goods and services - Offers a variety of services DIV2 [28]
- Diversity of category DIV3 [14]
Customer Feel the‘feeling' of fullness after shopping - Sau:sfact%on of the goods ‘ SAT1 [32]
catisfaction and buylpg attitudes about the products - Sau'sfacgon of time spent on site SAT2 31]
and services - Satisfaction after purchase SAT3
Repurchase Repurchase intention and recommendation - Repurchase intention REP1 [45]
intention Intention - To acquaintance recommendation REP2
3.3 W4o| XA Hol AFEUBROE O ERLh
B ATE AT 1S B MRz 3R
S AZretg o, =L Taple 29 2T} ZAMIAS A [Table 3] The general characteristics of the respondents
Lol AFs A28 LHE A ALY o] &5t Y= division frequency  percentage
= 0,
S ATE S 0100 908 DR DVA 0L el e W
7 AEZAE ANG, & 2195 AFAE 555 teenage 468
) )0,
o guol WA HEA 180 9 o187l FE 3% Aw iy ® mm
A AR AT F TR AF LAl AgEIgon) forty A e
AFEAE 13 BN A SPSS 1803 AMOS one millon won oo
one~two million won 28 135%
2005 AHE-SHATE Monthly ~ two~three million won 67 32.4%
salary three ~ four million won 46 22.2%
four ~ five million won 25 12.1%
five million won 17 8.2%
4' ﬁ-_rl 72:’1'- unemployed 6 29%
student 87 42.0%
41 EE_O_' OEH:II_I-X_-'I %g employee T 37.2%
Job housewife 16 77%
Table 3= SHAHe] YAl EAS AHE Y& specialized job 18 87%
‘jr /\ég% 151—3 ] 71::3(56 /) 01/\4 o] 90:ﬁ(43 5cy)o] self-employed 2 1.0%
W, ) ExE 1007 14%68%), 20047F 93 o : o
y 0 R .00 TicketMonster 163 81.2%
(44.9%), 307} 7678(36.7%), 40t)7} 24 (11.6%) 0.2 Utilization Coupang 1% 845%
experience ‘WemakePrice 110 531%
the} 30tel AEE ] Qe AL ok 4 AT SHA . Cronpon o
0] F& o] g3l LAY o] 4U5%E 71 Sum 27 100%

=ALE
io}gu:]y ﬂfﬂ\%ﬁiﬂ (81.2%), _ﬂuﬂ O]EEE}O]Z:(BS,I%), * including duplicate responses(% of the total)
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al

o g 12E BEA7A B0, £ AT 48
A G AT o) AU W HhE
Aahshe 8 ok webd AP A3

3

Al7E g AlQstal Alo] aid e o] EAg
t}. Table 4= EF33S Aslshe 55 AASI L & &
o] RFAZE AFE YERITE T4 23] AjE
p=000), z%/df=2.367,
RMSEA=.08, GFI=.903, AGFI=815, IFI=.922, NFI=.873,
CFI=919% byt

SR Aikd AL Fristr] Q) AHSEE

5314tk 18y Bentler,
Mooijaart[33]ell 23t z?0] AlZAFo]=ol XU A W1
zrete g 717t gEo] EolA A 57| Wi, x/df(<H

E) HlES A9s e VIee® 4ks o glen, @
°] 50 018}"& 35 o] Akt & = vk & <

[Table 5] Correlation coefficient & AVE

[Table 4] Confirmatory factor analysis

Factor Item FacFor SE t Cronbach’'s «
loading
A PRC3 581 - - )
Price PRC2 913 193 6433 106
. CONL 68 - -
Convenience -y 7% 097 8346 o1
4 SECl 89 - -
Security SEC2 810 116 649 818
REL2 58 - -
Reliability ~ REL3 9% 196 852 754
RELI 519 143 7391
N FUN2 768 - -
Enfertainingness e 55 o 12600
. coMr &9 - - )
Interactivity COM? 5 15 971 820
oy DIvV2 70 - -
Diversity DIV 6907 22 5742 10
o SAT3 657 071 9708
Satisfaction SATY 4844 B B 711
Repurchase REP2 668 - - 78
Intention REPL 914 152 903 "

x2:236.697(df:100, p=000), IZ/df=2.367, RMSEA=.08, GFI=903,
AGFI=815, TFI=922, NFI=873, CFI=919

Cronbach’ar g2 0.7¢1/¢2.2 Yel U= d3ade] 9l
gx & 4 Qluh HFEAFEIHAVE
Variance Extracted)2 0504202

o B3 7)FL E==A)7)1L 9o] BF9 7(—181—/\40] el
Z 5 ATH47].

AP A2 G2 IS 240 1, Qo
A SN Ll SR} selok Bz o1
[e]

ek 5 q\:tga%

Siid

3:
ol
-
N
:L
:|:4‘
R
2

Als) AVEZ) % 2.9 ﬂ ARAse) AFRn 24
Ebat7] wigoll dRlEbd-do] Suuginta & 4 9ltk
[Table 5].

Price Convenience  Security ~ Reliability Entertainingness Interactivity Diversity — Satisfaction m&
Price 610
Convenience A11 620
Security 199 114 510
Reliability 116 202 063 600
Entertainingness 186 117 226 149 350
Interactivity 079 119 106 .330 093 720
Diversity 137 237 092 . 221 242 530
Satisfaction 24 154 337 115 238 147 009 670
Repurchase intention 159 111 117 116 183 116 070 353 700
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