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Tab. 1 Demographic Characteristics
Item Frequency (%) Total
Male 85(37%)
Gender E— 145(63%0) 230(100)
20's 201(87%)
Age 0's 20(13%) 230000
University student 150(65%)
Employees 50(22%)
Job Profession 10(4.3%) 2300100
owner—operator 20(8.7%)
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Tab. 2 Social Commerce Factor Analysis

Vailable EFA CFA t-value |Cronbach’s alpha
N 69 11.17
6 64 10.11
Social Commerce Service Quality 4 72 11.84 4
73 66 10.45 ’
12 72 11.73
63 69 11.07
. . . 9 32 13.17
Social Commerce Service Failure 2 31 s 0
3 65 10.05
Social Commerce Repurchase ge§) 37 16.07
Intention VA 93 17.61 39
8l 9 14.01

X*=93.32(p=0.01), df=51, NFI=0.93, CFI=0.96, IF1=0.96, RMR=0.051, GFI=0.94, AGFI=0.90,

NNFI=0.95

Tab. 3 Service Provider Factor Analysis

Vailable EFA CFA t-value |Cronbach’s alpha
.80 71 11.83
79 3 12.20
Service Provider Service Quality 78 .70 11.50 83
76 78 13.48 '
12 7 13.14
69 16 12.87
. ) . . 90 .85 11.66
Service Provider Service Failure 2 3 1086 .80
90 87 16.17
Service Provider Revisit Intention .88 94 18.28 91
34 .83 15.03

X*=135.94(p=0.01), df=41, NFI=0.92, CFI=0.94, IF1=0.94, RMR=0.049, GF1=0.90, AGFI=0.84,
NNFI=0.92

olg TAMNEE e FAWAES AvwE At
A= WHeg ol 53] 287 m 20| Mn| 24y
oF AuzAlE JA| An2deizie] FaaA0.79)
7} =& Ao =2 YeRgom, Kline(1998)0l 2Jstd &
U 29dEY F =2d a]dE e AEdArt
0858 A& 4F 24 afls 1ol WIEBA]

i
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Tab. 4 Discriminant Analysis

Social Service Social Service Social Service
CQmm@rce P‘rovider Commerce Provider Commerce Provider
Service Service Service Fail Service Repurchase Revisit
Quality Quality ervice rarure Failure Intention Intention
Social Commerce 1
Service Quality
Service Provider ok
Service Quality 0.51 1
Social Commerce _ g _ ok
Service Failure 0.16 0.26 1
Service Provider _ ok _ o -
Service Failure 0.20 0.31 0.79 1
Social Commerce » » N »
Repurchase 0.39 0.40 -0.26 -0.33 1
Intention
Service Provider ok = _ - _ s .
pervice Provider | 41 0.46 031 0.36 0.77 1
"= p<0.01, "= p<0.05
4.4. J8HS CHI=0.96, IF1=0.96, RMR=0.0762 zt= o] =&F

]
Rom, AFeArt AT MdEel gk AAA
£ A7 AFEES AA3s] 918 LISREL 8.30 5 Adsplel vk flvkal ek tkSteiger,
S o]83 AREAME AAsIgen, HA x 1990).
2=47 47(df=4, p=0.01), GFI1=0.97, AGF1=0.82, NFI=0.96,

Tab. 5 Hypothesis Testing

. path _

Hypothesis coefficient t-vale | Results

Hi Social Commerce Seerc? Qual.lty — Social 0.4 595 | supported
Commerce Service Failure

1o Service Prowd§r Serv1c§ Qual?ty — Service 012 425 | supported
Provider Service Failure

H3 Social Commerce Service Quality ﬁ Social 0,08 958 supported

Commerce Repurchase Intention
H4 Service Provider Service Quality — Service 035 8.48 supported

Provider Revisit Intention

5 Social Commer.ce Semcg Falh_Jre — Service 077 9740 | supported
Provider Service Failure

Social Commerce Service Failure —  Social No
HE Commerce Repurchase Intention 0.02 0.34 support
Service Provider Service Failure — Service
H7 Provider Revisit Intention 021 299 | supported
Social Commerce Service Failure — Service B B No
H8 Provider Revisit Intention 0.08 1.26 support
Ho Service Provider Service Failure — Social 0,09 169 | supported

Commerce Repurchase Intention
H10 Service Provider Revisit Intention ﬁ Social 070 2099 | supported
Commerce Repurchase Intention

X°=51.67(df=4, p=0.01), GFI=0.97, AGFI=0.83, NFI=0.96, CFI=0.97, IF1=0.97, RMR=0.075
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Effect of Perception Towards Service Failure Seriousness By Social
Commerce Companies and Service Providers on Repurchase
Intention and Revisit Intention

Yun, Dae Hoong* - Park, Byung Nam**

ABSTRACT

This study was intended to examine the effect that the quality of service delivered by social
commercial companies and service providers and perception towards seriousness of service failure would
have on the intention of repurchase and revisit. 10 hypotheses were derived from literature review.
excluding the questionnaires that contained many missing values or inconsistent or insincere answers.

The results of this study can be summarized from 3 aspects. First, it was found that the quality of
service delivered by social commerce companies had a statistically significant effect on social commerce
companies’ service failure(Hypothesis 1) and social commerce company repurchase intention(Hypothesis
3) in connection with the effect that the quality of service delivered by social commerce companies
and service providers would have. The quality of service delivered by service providers was found to
have a statistically significant effect on service providers’ service failure(Hypothesis 2) and service
provider revisit intention(Hypothesis 4). Second, the perception towards seriousness of service failure by
social commerce companies and service providers was found to have the following effect: The service
failure by social commerce companies(Hypothesis 5) was found to have a statistically significant effect
on service provider revisit intention(Hypothesis 8), but did not have a statistically significant effect on
social commerce company repurchase intention (Hypothesis 6). The service failure by service providers
was found to be statistically significant for service provider revisit intention(Hypothesis 7) and social
commerce companies purchase intention(Hypothesis 9). Finally, service provider revisit intention was
found to be statistically significant for social commerce company repurchase intention(Hypothesis 10).

Keywords: Social commerce comparies, Service provider, Service failure
Seriousness, Repurchase intention, Revisit intention
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