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The Study on the Moderating Effect of Regulatory Focus on
Tourism Social Commerce: Focused on the Relationship among
Customer Value, Satisfaction and Continuous Use Intention

Hyun-Jee Park

Professor, Dept. of Tourism Management Tongmyong University

2 o E AP: 2PxyY 2RANET FHOE W BYLEANAY AN, WEE, A4 o|gelE 1k
WAS FET F DA BB 2A2H0) 2URTNE Telsiedrh. U EAATHA BYLEAT A T
At wEwe] REAoR FAH JPAES S Ao Urdth 1elm BEEL (44 o] gojme] 34
A ofake mAE Aow kit 2A2ge] 2AmY AFEAATe] oA DAZAIGL BEELke] 2H
o 2PAT: HEAoE FHH G Ushich ol 2o AFEM Auel dASE et e AAES
ANE 5 AT 5 BRaEANLY 47 o goEE FAAAY] SEAE BuAL] nAIE A4S ®
o BuAe] BARES FAAACE & Zolth BAlo] WA ool et 42 SFpIORA By

Abstract We analyzed the relationship among customer value, satisfaction and continuous use intention of
tourism social commerce in this study. And also we observed the moderating effects of regulatory focus on the
relationship between customer value and satisfaction. As the results, we found partially positive relationship
between customer value and satisfaction and positive relationship between satisfaction and continuous use
intention of tourism social commerce. The regulatory focus partially moderated the relationship between
customer value and satisfaction. Finally we emphasize the importance of customer value, enhancing promotion
focus and weakening prevention focus for continuous use intention of tourism social commerce.
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The Study on the Moderating Effect of Regulatory Focus on Tourism Social Commerce: Focused on the Relationship among Customer Value, Satisfaction and Continuous Use Intention
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