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Effect of Consumer Innovativeness on the Satisfaction with Social Commerce Use
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Abstract

Social commerce has a large impact on the emergence of the concept of society and individual lives that is
recognized as one of the most important business areas in the Internet environment. A marketing agency,
Trend Monitor (http://www.trendmonitor.co.kr), conducted a survey on social commerce usage and satisfaction
level; subsequently, we used survey result data from 221 adult males and females for our research sample. Data
analyses were conducted by reliability test, confirmatory factor analysis, £-test or one-way analysis of variance,
and structural equation model (SEM) with IMB SPSS ver. 21.0 and ver. AMOS ver. 21.0. This study focused on
multi-dimensional consumer innovativeness and found three elements of acceptability, competence, and
distribution. Empirical verification through SEM presented data that suggests the three consumer innovativeness
factors have a direct positive effect on social commerce that causes factors to indirectly affect satisfaction levels.
This study indicated that the main consumption patterns in modern society take advantage of social commerce
and satisfaction by improving a market economy to promote restoration. First, this study considers consumer
innovativeness to have three factors. Secondly, research results help to understand relations between consumer
innovativeness, use and satisfaction with social commerce that can help the social commerce industry establish
effective market strategies through consumer innovativeness. The conclusion discusses implications for academic

research and marketing strategies.
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Table 2. Main Variables
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Variable Factor Item No. Study
Consumer innovativeness ~ Consumer acceptability | find a new product or service before others. CA1 [31, 44]
I have an idea for a new product or service. CA2
I 'am sensitive on the performance of new product or service. CA3
I enjoy looking for product or service information. CA4
Consumer competence | am confident in using a new product or service. CC1 [31, 44]
I like the use of a new product or service. CC2
I am proficient at using a new product or service. CC3
| take full advantage of a new product or service. CC4
Consumer distribution | will introduce a new product or service to others. CD1 [31, 49]
| comment on a new product or service. CD2
| find information about a new product or service through the media. CD3
| answer questions about a new product or service. CD4
Satisfaction I am satisfied with the product or service purchased from social commerce. Sat1 [6, 42, 48]
| am more satisfied with the social commerce website than | had expected. Sat2
I am satisfied with the shopping experience of purchasing from social commerce. Sat3
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Table 3. General Characteristics of Subjects (V=221)

Variable n %

Gender Male 116 525
Female 105 47.5

Age 20s 20 9.0
30s 61 27.6
40s 70 317
50s 70 31.7
M (SD) 42.36 (.50)

Area Seoul 81 36.7
Gyeonggi 43 19.5
Metropolitan city 58 26.2
Other areas 39 17.6

Income (10,000 KRW)  0-199 58 25.0
200-299 46 20.8
300-399 49 222
2400 73 330
M (SD) 311.41 (190.44)

Job Office employee 89 403
Housewife 38 17.2
Self-employee 33 14.9
Student 20 9.0
Sales/service/ 25 1.3
specialized job
Other jobs 16 7.2

KRW, Korean Won.

N e
‘wo
‘)—‘
QO
-
Ut
=)
filo
il
w)
fiu
i
o)
M
ool
il
(e}
ox
)
ol
ok
9
=
ox
-3
Y

: ﬁ

o
aloit). 18]l An|Rpe] A mA o] 8-S =AEls
7] 250 0] GA] 7k HHEA 7L, WS S0} Suf
3t

[e)
AFSFRATHG, 40, 48], E=3F 24

o

N2
b

A9, Solat MY Fof AN B4 2arsigch, dulg

gk o] thak HERake e Table 29 2,

Mo A=Y
oo

e
1%
i)
¢
J

B AT 28U A o] g1 9l S A2l 2ulE &

Ao sle] eefel HRAAE Adsict, AlRelTE

=

www.fer.or.kr

JEAN R R | = -1 0
gt T oA AAlEl] ojujzAte] AT Folo] AE|
& 7Pt gHIsl] olee BYES A - 4

A 2h0)= ZARIARS F 2217010
A& 2L IBM SPSS ver, 21.0 (IBM Co.. Armonk, NY,
USA)Z}F IBM AMOS ver, 21.0 Z2 138 83}t AN

=& YolH7| fJsto] VEEARRAS AASE] HH(GEEEHAL
N5 ARG E3E W0 B S doti 7] flste] &
2] QRIEAS AAIslelal, FAlga} Tisieof W5 2 9] A
/d2 Cronbach’s o -8t AS5sFoltt, 1aal AR A
Are] dhbd EA4Ju) gilgo) whE A A o] gt TS 9)
Zlo| & ol 7] 9J5te] BAELA (t—test, one—way analysis of
variance [ANOVA], analysis of covariance [ANCOVA])S AIA]
Sidct, A SAlElo] o2 olg} vl vl o

e PR RGS Fato] AL

i)
o M

ro

[e]

i)

1. ZAHCHAC| YUk E4

2] zalAto] & 2219 o) HR7) 52, 5%% o] &}
(47.5%) et oFt =2 vlE R et AR B2 w24
ojuf, 40the} 50t)7F WA 31, 7%0] AL, 71 tha-2 30t 27.6%,
20t 9.0%9] o= UEdtE, AFA| 9 A& AFAF 36.7%
T 7P wekom AR AFAL 26,2%, 7] AFAF 19.5%, L
2ol Tt A]efo] 17,6%5 LFEbth Batd4=qlo] 3119ko]m
4009+ o] 797} 33.0%= 7P Wokth Aol AR
2] [a-o] 40,3%E 71 E 21 0.8 UEbdth(Table 3).

2. 40| EfSh 9 Mzl 7E

o] ZgEe] B AFs) S8 2ol ael
BAG AR ATHE 1S Table 49} Uk, S914 Q1A T
ol i S Aol 5 ofstel T 1AW A
£ B3 FUFN S AAA vl L ANH O A 5]
£ 71Z0l st wHe] HREASE 21250478 §
Sfe/ bkt AR, BEGTE BE4E ko] ARICR: A
2 Jefate] EEAo] uHE WEo] Gl AFHE %|4:2] Tucker—

Lewis index (TLI>.09), comparative fit index (CFI>.09),
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Table 4. Confirmatory Factor Analysis Results

Factor Item Unstandardized estimate Standardized estimate ~ SE t Construct reliability

Consumer acceptability ~ CA4 1 803 917
CA3 1.058 863 071 14965
CA2 1.109 873 073 15.227"
CA1 1.128 889 072 156317

Consumer competence CC4 1 865 945
Ce3 1076 886 059 18353
2 1077 908 056 19.297"
CC1 1.220 940 059 20.77"

Consumer distribution CD4 1 847 .888
CD3 1.065 828 072 14817"
D2 1.021 881 063 16.207"

Social commerce using Using time 1 716 610
Visiting time 848 509 156 8.6674"
Visiting frequency 830 523 113 8.9166

Satisfaction Satt3 1 775 869
Sat2 1172 825 095 123827
Sat1 1.265 886 099 12738"

X'=212.544"(df=108), y’ldf=1.968,
Tucker-Lewis index=.955, comparative fit index =963, root mean square error of approximation =.066

“p<.001.

root mean square error of approximation (RMSEA< 05)=
Zhslo] mE o] HakAlS wtslict gholz g oliAlo] Aut
TLI=,955, CFI=.963, RMSEA= 06622 $<=¢F <=0 2 L&}
wWek B3 AA =S ASEES AR 918l iEalE
“J(construct reliability)2 A4S Ay} e @ 910] 7 Alg]lA
of 6ol o= e} A =e] HTER/ o] AT E I o,
2] 487012 0].3:2) oA R} RN} 6
ujgkolxuk, AFAIRAIe] 61002 St 0 R eyt
H}EW Ak o 2 mego] Hglsirtal etsldrk28],

QUL 0] Aol ofsle] Hio] ARHS HE
el WAL 7120l w2 Cronbach’s o5 8319}, +
S Ak W =] gglo] 8ol o R[11] w2 A=
g3k WA g2 A55HltHTable 5).
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Table 5. Reliability Analysis Results

o] A 7];(] ﬂ%zu Tﬁﬂq skad g3
A Aol 4,75 (1.08)& 7}
“ L=°“>Djl =pes #ELE#O] 4,59 (1 08) 23 Al Eeo] 4.46

(1.18)2] 40 & JEPITH(Table 5).

2) 24AW 29 o] %

ZoH] L] AW A 0] 8-S ol 7] Qlale] AdAm A o]
717Y, 18] Wt o] 8-AIRE 9 ol gmEe} 13] b il
=451l chTable 6). AN AF7k2] 4487w 28] o]
712k et 1,60 (98)dellen, 11 Foll 2 o4 o83t

ora to do

Category Variable No. of item Cronbach's o, M (SD)
Consumer innovativeness Consumer acceptability 4 877 4.59 (1.08)
Consumer competence 4 916 4.75(1.08)
Consumer distribution 3 849 4.46(1.18)

Satisfaction 4 868 4.66 (.93)
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Table 6. Social Commerce Use

Variable n %
Using time (yr) <1 54 24.4
>1 & <2 81 36.7
>2 86 389
M (SD) 1.60 (.98)
Visiting time (min) 1-15 61 27.6
16-30 113 51.1
>31 47 213
M (SD) 28.47 (17.57)
Visiting frequency (time) 1-10 158 715
11-20 29 13.1
>21 34 15.4
M (SD) 1151 (12.64)
Purchasing cost (10,000 KRW) <1 32 145
>1 & <5 144 65.2
>5 45 20.4
M (SD) 9.27 (31.87)

KRW, Korean Won.
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Table 7. Social Commerce Differences of Use according to Demographic Characteristics

Variable Using time Visiting time Visiting frequency Purchasing cost
(mo) (min) (time) (10,000 KRW)
Gender Male 209 (12.3) 26.1(16.9) 11.6 (12.8) 75.2 (193.5)
Female 17.4 (11.1) 31.1(18.0) 11.5 (12.6) 112.0 (415.7)
t (@ 2228 (219) -2.125 (219) 071 (219) -.855(219)
Age 20s 20.1(19.4) 27.4 (19.6) 59 (6.5)° 479 (40.3)
30s 18.5(10.5) 28.2 (14.9) 12.4 [11.9)ab 65.3 (99.9)
40s 19.4 (10.4) 309 (21.5) 13.7 [14.5]b 67.2 (237.1)
50s 19.1(1.7) 26.6 (14.6) 10.1 [12.1]ab 154.9 (502.8)
P (@n 115 (3) 753 (3) 2.441°(3) 1.327 (3)
Area Seoul 20.3 (10.0) 32.11 (20.04) 13.84 (14.45)b 122.9 (465.8)
Gyeonggi 19.2 (13.5) 26.58 (15.22) 7.00 (8.13)° 66.5 (98.1)
Metropolitan city 18.6 (12.2) 26.98 (17.24) 13.16 [‘I4.13)ab 86.7 (266.0)
Other areas 18.1(13.1) 25.18 (13.91) 9.21 (8.27)" 67.7 (106.7)
P (a7 380 (3) 1944 (3) 3627 (3) 4213)
Income (10,000 KRW) 0-199 18.1 (15.1) 247 (16.1) 9.5(11.8) 39.2 (39.5)
200-299 18.3(9.6) 305 (149) 12.1(127) 70.0 (106.7)
300-399 19.5 (11.0) 28.7 (17.5) 11.0 (10.2) 144.7 (504.8)
400 and more 20.4 (11.4) 29.8 (20.0) 13.1(14.6) 111.0 (357.4)
P (af) 500 (3) 1.152 (3) 854 (3) 1076 (3)
Job Office employee 20.4(10.2) 268 (16.7)" 13.0 (11.4) 128.3 (448.3)
Housewife 15.6 (11.5) 32.4(188)° 10.4 (12.3) 36.1(37.3)
Self-employee 17.6(11.2) 29.7 (19. 40]ab 11.5 (16.4) 57.1(49.9)
Student 20.1(19.4) 27.4(19. S)ah 59 (6.5) 479 (403)
Sales/service/special 21.1(9.5) 34.4(16.2)° 14.2 (15.6) 135.3 (403.5)
Other job 20.6 (13.1) 18.1(8.7)° 8.6 (10.5) 919 (124.7)
F () 1211 (5) 2.333 (5) 1,524 (5) 708 (5)
KRW, Korean Won.
IPost-hoc: Turkey, a<b.
"n<.1, p<.05
e9) CA1
3y CcA2 Consumer
o7 1 CA3 1 acceptability
c4dme] CA4 - AT
e19m{ CCt ' ' Sat1 |a(p49
1
elg ] cc2 Consumer Social commerce Satisfaction Sat? - 246
e cC3 competence using Sat3  |ee{e47
cadm] CC4 ! 1
Using time |-1.
ea)m] cD2 = - : . &)
. ? Consumer Visiting time @
:33 e ! dsihation Visiting frequency | @

Figure 1. Structural equation model.
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Table 8. Social Commerce Differences of Use according to Consumer Innovativeness

Family and Environment Research fer

Variable " Using time Visiting time Visiting frequency Purchasing cost
(mo) (min) (time) (10,000 KRW)
Consumer acceptability — Low 34 14.6 (12.0)° 259 (17.9) 9.1 (1217 42.8 (74.0)
Middle 152 19.0 (11.6)° 27.7 (15.8) 9.9 (10.7)° 85.2 (293.3)
High 35 249 [10.8)b 34.3 (23.0) 21.1 (16. S)b 173.6 (510.4)
P (af) 6997 (2) 2440 (2) 13330" (2) 1.594 (2)
Consumer competence  Low 28 13.4 (12.08° 20.5 (10.7)° 6.8 (9.6)° 24.1(22.5)°
Middle 155 19.0 (10.5)° 29.0 (17.1)° n2(Mm7®° 708 (176.7)°
High 38 245 (14.6)° 323(21.8) 16.1(16.6)° 2323 (669.5)°
F (df 7.752" (2) 3936 (2) 4655 (2) 48217 (2)
Consumer distribution Low 27 16.1(12.8) 18.7 (12.0)° 9.7 (10.3) 38.3 (74.7)°
Middle 150 19.0 (11.2) 28.6 (16. 1]b 10.7 (12.1) 68.3 (177.3)ab
High 44 2191 (3.1) 34.1(22. ] 15.5(15.0) 209.2 (624.2)b
P (@n 18 (2) 6.764" (2) 2.849 (2) 3872 (2)

KRW, Korean Won; low, value<(#-SD); middle, (M-SD)<value<(M+SD); high, value>(/+5D).

IPost-hoc:Turkey, a<b.
<05, p<.01, " p<.001.

Table 9. Satisfaction Differences with Social Commerce according to Demographic

Characteristics
Variable M (SD)
Gender Male 4.65 (.99)
Female 4.67 (.87)
t(@n 87(219)
Age 20s 4.23 (98)°
30s 4.48 (70
40s 4.95 (85)°
50s 4.65 (1.09)"
P (df) 4648" (3)
Area Seoul 472 (1.03)
Gyeonggi 4.53 (81)
Metropolitan city 4.74(93)
Other areas 4.57 (.86)
P (df 611(3)
Income (10,000 KRW) 0-199 4.35 (84)°
200-299 486 (83)°
300-399 453 (85)"
400 and more 4.84(1.05)°
F'(dn 4094" (3)
Job Office employee 477 (87"
Housewife 458 (97)"
Self-employee 456 (86)"
Student 4.23 (98)°
Sales/service/specialized job 507 (1.06)°
Other jobs 440 (85"
F (df 2.498'(5)

KRW, Korean Won.
“Post-hoc: Turkey, a<b.
‘p<.05, p<01.
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Table 10. Satisfaction Differences with Social Commerce according to Consumer
Innovativeness

Variable n M (SD)
Consumer acceptability Low 34 439 (1.04)°
Middle 152 461 (.75
High 35 5.14(1.34)°
F (oA 6.597"(2)
Consumer competence Low 28 4.18 (.95)°
Middle 155 4.66 (79)°
High 38 5.02(1.28)
F (@A 6.851" (2)
Consumer distribution Low 27 4.21 (90)
Middle 150 4.61(81)°
High 44 511(1.16)
F (h 8944 (2)

Low, value<(M-SD); middle, (M-SD)<value<(M+SD); high, value>(M+SD).
“Post-hoc: Turkey, a<b.
“n<01, " p<.001.

glo] xR A R (Figure 1)
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Table 11. Structural Equation Model Results
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<1, p<.05, p<.001.
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