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The Influence of Scarcity Message on Customers Perceived Value,
Satisfaction, and Repurchase Intention in the Context of
Group-Buying Social Commerce

Sujeong Choi*

Abstract

Drawing on the theoretical framework of customer value-satisfaction-loyalty, this study examines how
scarcity message influences customers’ value, satisfaction, and loyalty in the context of group-buying social
commerce. Previous studies have argued that scarcity message limiting the avilability of products and service
is a source of enhancing customer value. In this regard, this study posits scarcity message as a predictor
of customer value. Furthermore, this study classifies customer value into two forms (i.e., utilitarian value
and hedonic value) and verfies how scarcity message is associated with them.

To test the proposed research model and hypotheses, this study performed structural equation modeling
(SEM) analyses, using a total of 292 data collected on users who have experience in purchasing products
and service through group-buying social commerce sites such as Coupang, Timon, and WeMakePrice. The
key results are as follows : First, scarcity message increases utilitarian and hedonic values and further
customer satisfaction. Second, utilitarian value increases customer satisfaction and repurchase intention
while hedonic value has nothing to do with them. The findings imply that customers seek to maximize
utilitarian value through group-buying social commerce. Finally, this study indicates that repuchase intention
depends greatly on customer satisfaction.
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Tl s 3 AFo] WESA AP glon A [2012]= &AM o] &akE o R A7t
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dFgFE WA Aotk g Aojtt.
Hib @ 3 2AMA A= A4 74 A(+)9] Ay ATE o] 827t aBHA A FT3HE
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27 2 A= Fg ol 166'

(57.6%) 0.2 LEPsTh 1 o2 9o, g

= CoR YE

olE I A= =vle] A

A2 NS F583 9tH]o and Heo, 2014].

(Table 1) Demographics

Category Frequency Per%%/zlgage
Gender Male 128 43.8
Female 164 56.2
Twenties 198 67.8
Age Thirties 58 19.9
Forties 31 10.6
Over Fifties 5 1.7
High school 22 75
Junior college 32 11.0
Education | Undergraduate 112 384
Four-year college [05) 32.5
Graduate school 31 10.6
Frequency 1~2 times 190 65.5
of socal 3~4 times 55 19.0
commerce 5~6 times 18 6.2
use 7~8 times 8 2.8
(monthly) Nore than 9 times| 19 66
Food/Restaurants 54 186
Cultural
performances/ 15 5.2
Events

Purchasing Fas;ff:éls(,cgch. ﬁng, 120 414

items ; et
o [P Cone | oo
commerce Tour/Hotel 15 52
Books 10 34
Electronics 6 2.1
Household items 33 114
Others 8 2.8
Social Coupang 166 576
commerce ‘WeMakePrice 60 20.8

sites that are| Ticketmonster
frequently (Timon) 43 149
used Groupon 19 6.6
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42 HEo| =AM Ho| 3 £H AT dgdreA mEaslon 2 o
Tyl wA Sl AT WEGEL
2 oAgelA AgE Mo 24 el 24 UAEF T HEE o4l 19e s 13
FE, AATHAESE <Table 2>0] HsH3Th & A el A 78 il gty E At
(Table 2> Measurement Items
Constructs Operationlization and Items Related Research
- The degree of a customer’s perception on the promotional messages highlighting
limited-quantity and limited-time of products/service in social commerce
(D Products/service that social commerce sites offer at discounted prices are
. . . . Aggarwal et al.
available for a predefined period(e.g., one day, one week, this weekend only, [2011]
Scarcity etc.]. Cialdini[2001]
Message @ Products/service that social commerce sites offer at discounted prices are Gierl ot al [ZOOé]
available for a predefined quantity(e.g., limited release and until the current ) !
Song et al.[2015]
stock runs outl.
@ I am concerned that products/service would be sold out due to limited sales
when I do shopping in social commerce.
- The perception of extrinsic benefits which a customer obtains from social
commerce shopping
Utilitarian (D Through social commerce, I buy products/service quickly.
Value @ Through social commerce, I buy products/service conveniently.
® Through social commerce, I buy products/service with less effort. Choi[2013]
@ Through social commerce, I do economic shopping. Chitturi et al.
- The perception of intrinsic benefits which a customer obtains during social . (2008],
. Hirschman and
commerce shopping Holbrook[1982]
. (D Through social commerce, I enjoy searching new products/service. 01broo
Hedonic . .. . .
Value @ 1 feel refreshed while I do shopping in social commerce sites.
@ Through social commerce, I feel like that I could escape from everyday life.
@ Trrespective of purchasing products/service actually, I am happy with searching
in social commerce sites in itself.
- A customer’s overall evaluation on group-buying social commerce
. (D Overall, I am satisfied with products/service that I bought via social commerce.
Social . . . .
@ I am more satisfied with the experience of social commerce use than my
Commerce .
expectation.
Customer . . . . .
. . @ I am satisfied with the process of purchasing products/service in social
Satisfaction .
commerce sites.
@ Overall, I am satisfied with purchasing through social commerce.
Lam et al.
- A customer’s willingness to continue to use this group-buying social commerce [2004]
site in future.
Social @D I am willing to buy products/service through this social commerce site in
Commerce future.
Repurchase @ I will continue to use this social commerce sites in future.
Intention @ I will consider this social commerce site first when I buy products/service
in future.
@ T will reuse this social commerce sites again.
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de g skt &
AR A= y27ho] 199, 170(df = 142),
p = 00012 24 00518 A e 75
7H o] 71ZbE| Qe 8HA1 9 <Table 3>l Al 9} 7
sl & o =

_1

s AFES P

et al, 20101, AVE = 7|32 052 43 8le
Rnoz ‘/}E}L}[Fornell and Lacker 1981] 2o

rl

ato] =& \:HJI_,_ % L"EE}JI Ely —’F 3)\ u]—x]ll}
O & <Table 4> Hi= npe} ro] HtiA
Has (ke A

FEHAVE)Y A3 3ol 28
AAFHT 2 Ao 2 YelHFornell and Larcker,
1981], & Aol A AR&¥ A ko] s E
ol gl At
olol] F71A 02 <Table 4> ATHFE
7o) A AG7F = A YERY SPSSol A A
VIF(Variation Infaction Factor, &4
d Srﬂr Tolerance(3 #3HA) gk o] &3 ot
X }\o EATEAE S B B AT
£ 9] Tolerance t°] #A 0.632(22%
AL 0.346(3] A /g WA A= vreb A%
Ao = sk VIF #

rr

o2l FAWFES] Y LQ_L(construct reli- ° . 15820 2 et AAg
ability) ¢} 33 1 4H 5% gk (average variance ex— 0] 100]3}2 E=a= Aoz FolEgr) o] A
tracted : AVE)S #4135 A3, BE AdFHTE I AFHTFE Y] gEEadAde] A o
o AdAFEE AFAQ 072 FSdnltar 47 HA 4L v g
(Table 3> Measurement Model Assessment
Factor B Construct | Cronbach’s Goodness—of-
Constructs fems | 1 odings | £Vale | AVE | Rty a fit Index
1 0.904 -
Scarcity Message 2 0.907 20.84 0.567 0.796 0.903
3 0.787 17.01
1 0.894 - _
Utilitarian Value | 2 0911 2238 | 0564 0.837 0926 gy
3 0.784 17.07 ’ . : df = 142
4 0.761 16.21 p = 0.001
I 2 0.920 2356 _ SRMR = 0.033
Hedonic Value 3 0.834 19.39 0.563 0.837 0.897 RMSEA = 0037
4 0.838 19.55 AGFI = 0913
2 =
Social Commerce % 8%3 1983 i]}é?f: 01%23
S(;‘tlizgrcr%ieén 3 0.890 20.29 0.695 0.901 0.925 CTLD - 0984
4 0.847 18.60 CFI = 0987
Social Commerce % 8%% 1976 4
Repurchase 3 0.833 1757 0.583 0.848 0.915
Intention 1 0.848 18,08

Note : All items were significant at the 0.01 level.
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(Table 4> Descriptives and Construct Correlation
Construct Mean S.D. A B C D E

A | Scarcity Message 452 1.37 0.753

B | Utilitarian Value 518 1.21 0.338 0.751

C | Hedonic Value 3.80 1.42 0.310 0.386 0.750

D | Customer Satisfaction 4.67 1.05 0.421 0.590 0.306 0.833

E | Repurchase Intention 4.68 1.24 0.350 0.556 0.341 0.732 0.764
Note : All constructs were significant were at the 0.01 level.

The value of square root of the AVE is presented in

the diagonal line.

44 72 Hot 2 M AH F 0052 A eht AFRge] Hgs
= A7 o] 717+E dek. kA ¥F <Table 5>
AT AFE AR JMEES A Ao} o] BE ARAFES I ndd &
Z317] 913te], Z47te] MBS PEHE Pald W A7Rdge] AFEs Angon dud 3
AA A7Rdg FPdos dFahs TRTY oz WET & AT 44F ATRYS
ARdg o] g3t omn FAZZ IS Amos A Ay YEhd A2 58S <Figure 2>¢}
20 ol &ststt FRAMTEREA M AMEH B Fda=
FERAWH S AYSERS ol gatgon], A4 AFRPol Agsrke 714 el A5
RE O dgehs FRANES BAARR o BAAQ o4 PR o] 1%0] |
o] &3t th. = ARATE FYTE a = 00594 A2AF
oAl FAMFES YU AT 7} ooleks AR A2 o) Freld ol
Molse] P Fu po Agsky, BAM Al dvkm 2 & Yok JPEAE o453t
T GAMS b= AR JREEE HAS) A77Hd HI~H55 #1743 A3+ <Figure 2>
% tHBae, 2014, p. 478]. of AAE ue} o), 74 H3b(HAZA A9}
2 AFolA AAG AFEFES HA A IR 2kl AN 7R Hba(F 24 71HA]
0gst 2o Qurdo gte] om AT sk AT E o] #A)E AL@ A s
wgo] Agsirhe ALAEL sk 24 MBS BE F5E o - 00504 Fo1@ A
A3} x? = 31617, df = 216, p = 0.000= <94 o2 Yeh} AAHA
(Table 5) Fit Indices for Structural Model
Absolute Fit Indices Parsnngny Fit Incremeintal Fit
Goodness—offit Indices Indices
Index NNFI
X*(p, df) GFI SRMR | RMSEA | x¥df | AGFI NFI CTLD CFI
Criteria - > 09 < 008 | < 0.05 < 30 > 0.8 > 09 > 09 > 09
Results 316.17 0.916 0.073 0.040 1.464 0.893 0.935 0.974 0.978
S (0.000, 216) | ' ‘ : : ' ‘ '
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