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Abstract Recently, companies marketing strategy developed by a shopping application, focuses on effectively
implementing this strategy. The representative elements of shopping Application are information offering. This
study verified the effects of information offering, on the application preferences and repurchase intentions, and
the moderating effects of frequency of utilization. The result states that the shopping application informations
affect the shopping application preference, In terms of frequency of utilization, the group with higher frequency
of utilization showed more significant result on the information offering affects on the application preference,
the group with higher frequency of utilization showed more significant result than the group with lower
frequency of utilization.
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(Table 1) Reliability Analysis

construct Item Cronbach’s a
Information Offering 5 817
Application Preference 5 8718
Repurchase Intention 5 910
Frequency of Utilization 4 973

el ZA7F ek

(Table 2) common factor and Analysis

Component

Division Item 1 2 3 4
inforl 0758 | 0169 | 0089 | 0136
) infor2 0.748 | 0187 | 0.103 0.14
I“é‘;?efr?;“ infor3 0741 | 0098 | 0083 | 0243
inford 073 | 0139 | 0198 | 0.257
inforb 0.68 0.16 0.112 0.06
preferl 0312 | 0.746 | -0.003 | 0.015
o prefer? -0.113 | 0.722 | 0204 -0.20
ﬁg;;z:‘c)g prefer3 0307 | 06% | 0033 | 0020
preferd 0237 | 0655 | 004 | 0353
prefers 0137 | 063 | 0169 | 0229
Repurchasel | 0153 | 0107 | 0.765 | 0.076
Repurchase2 | 0059 | 0081 | 0.763 | 0.081
Rf;gﬁse Repurchase3 | 0206 | 0017 | 0727 | 0022
Repurchase4 | -0.036 | 0.332 | 0671 0.006
Repurchaseb 0181 | 0262 | 0627 0.123
frequencyl 0.145 0.16 0.109 0.769
Frequency of frequency?2 0.186 | -0.051 | -0.061 | 0.724
Utilization frequency3 0286 | 0074 | 0162 0.666
frequency4 0.145 | 0.169 0.14 0.607
factor loading 8565 | 7.2% | 6704 6.134
cumulative variance % 45312 | 54.316 | 65419 | 73126
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441 MEHZEn Sz gt 7Hd HE

43 =AY ARAFTAo] MF o] nA]=
Aol digk MEEs AT skl FAEA
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(Table 3) regression analysis of independent variable and Commitment

Unstandardized Coefficients

Standardized Coefficients

t R?
B standard error Beta p-value
(constant) 2312 189 12.247 299 .000
information-offering 455 048 489 9510 000

dependent variable: Application Preference
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(Table 4) regression analysis of

independent variable and Commitment

Unstandardized Coefficients

Standardized Coefficients

t R? p-value
B standard error Beta
(constant) 5882 976 6.025 245 000
information-offering 229 079 175 2.89%6 000
dependent variable: Repurchase Intention
(Table 5) 3—-STEP regression analysis
Independent/Paramete L 2 .
/Dependent Analysis Step standard error B t R p-value
1 064 342 8.267 153 000
information offering/ 2 072 297 7.820 207 000
Application Preference
Repurchase Intention 3(Independent) 063 211 4864 . .000
4(Parameter) 054 301 7915 ’ 000
dependent variable: Repurchase Intention
AFme)ze HAE 9 BEke]l 301(p=000, FFS Pl Aoz YER
R*=320)% uElyth 3RS o83t wpjadsE
AAs A3 R*310] ARATA ol Aokd J&dS vz (Table 6) regression analysis of independent

W (R?=.153—207, p=000)¢} AZ %7} AFmje] el o
TS v o, R*%ke] F7HR*=207—.325,

p=.000)3t22 “Faz-gAdo] uj7S<l
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variable and Commitment exposure

variable
model R R? B P
1 Information Offering 455 307 455 000
2 Information Offering/ . e
Application Preference 638 A07 215 000
3 Information Offering/
Application Preference
641 All 543 .000
Information Offering
Application Preference

Informatio Offering/Application Preference

T3 ol gNET} e Ave 2AEANL folalg
ouf, ol §uIET} e e 2ARII LEA o
SIT). el A% A3 <Table 7> o AAI3H

(Table 7) hypothesis result
hypothesis content effect
) . Information ~ Application .

hypothesis 1 Offering Preference accept
. Application Repurchase
hypothesis 2 Preference - Intention accept
Information
Offering, s o
hypothesis 3 i }%%h Uie ?f accept
Application equency
Preference
Information
Offering, B
hypothesis 4 — IF'(;W U;e of reject
Application equency
Preference
113-121
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