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Abstract The purpose of this study is to understand the nature of curation commerce in the environment of
e-commerce in recent years rapidly changing and looking for ways to take advantage of it. Like the recent
trend curation and subscription commerce has been in the limelight in a new way of e-commerce. However,
not having appropriately adapted to the market, it has gone out of business or been changing the properties. In
analyzing the specific characteristics of the migration queue commerce, it evaluated whether those characteristics
do change through the mediating effect of the impact of satisfaction on purchase. This study was carried out
using a structured questionnaire, by collecting the material for the 305 general public in the country and it was
analyzed using stepwise regression method. After validating the hypothesis, 5 characteristics of curation
commerce turned out to have a significant positive effect (+) on purchase and satisfaction of consumers using
curation commerce to have a positive effect (+) on purchase. After organizing these findings and discussing the
theoretical and practical implications, the direction for future research was proposed.
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<Table 1> Demographic characteristics of the
sample (N: 305)
i
gender Male 104 3.1
Female 201 65.9
Under the age of 20 38 125
30's 130 42.6
age 40's 130 42.6
50’s 7 2.3
60 or more 0 0
Under colleage 135 44.3
Education  |University 152 49.8
Graduate school 18 59
College students 69 22.6
Employee 108 3H4
career Homemaker 66 216
Entrepreneur 58 19.0
Employment preparation 4 1.3
ILess than W 2 million 68 22.3
The average [W 200 ~W 300 42 13.8
monthly  [W 300 ~W 400 62 20.3
income [ 400~W 500 64 21.0
More than W 5 million 69 22.6

ﬂl

ﬂﬂ“ﬂr 7}73 ol 1 16& W&o stk thae]
<Table 2>+ QI0, Q15 ¥ Q25 47) =5
AAG T HF 82l BAL Fag Felo]dAM 2
=3} st o]}, KMX(Kaiser-Meyer_Olkin)

mi
Hm
s <
:8

o

o fO ON
I
o R
it

9} Bartlette] 72423, KMO ko] 9152 v % = ¢
A2A QARHE AT WrEY Aol YUl Fe
Ao ehgon, Bartletts] T84 PANAE 7]

o] 00082 81 o] Aol Aget Ao Il
= Ak ofolAl Zh(eigenvalue)o] 1.0 ¢4l 5719 291
o7 Uehgon Q9 12 g7 29l 2& AUl
29138 /HAF), 29 4= FFEFY, 127 291 5

190 [ Journal of Digital Convergence 2016 May; 14(5): 185-195



The effect of E—commerce's curation characteristics on the customer purchase intention — Focusing on the mediating effect of satisfaction —

AolEdelgom i
AA B e

of

<Table 2> Factor Analysis Summary Results

stink. felolazin s 549
116% VERge)

components

Factor

questionnaire

independent

Medi
ating

depen
dent

3

6

Buying advice Q5)

700

Buying advice Q6)

Buying advice Q7)

Buying advice QR)

885

Regular shipping Q11)

Regular shipping QI12)

Regular shipping Q13)

Regular shipping Q14)

Regular shipping Q16)

HEEIRNE

LuchyBag Q17)

LuchyBag QI8)

LuchyBag Q19)

LuchyBag Q20)

LuchyBag Q21)

2528

Convenience Q22)

693

Convenience Q23)

134

Convenience Q24)

620

Convenience Q26)

533

Convenience Q27)

506

Discounts Q28)

736

Discounts Q29)

851

Discounts Q30)

805

Discounts Q31)

735

satisfaction Q32)

870

satisfaction Q33)

828

satisfaction Q34)

T34

satisfaction Q35)

.861

satisfaction Q36)

.69

purchase intention Q37)

921

purchase intention Q38)

purchase intention Q39)

purchase intention Q40)

purchase intention Q41)

glzEg3

Eigenvalues

4.061

3.725

3.524

3.052

2.914

14.023

% of Variance

17.653

16.196

113270

12671

0461

Cumulative %

7658

3.858

19174

6244

15116

A% WyEe

7ol

Bartlette] 7334 7

249 Ahgel

(eigenvalue)©] 1.0 ]
L 6& R
22 67.7710% = el

upx|Eko 2 E 9] ol 4]
of &t W&o 74431

~

3

w5

A s =

270 ¢ ©

EA2 2 Aol AT mi/fHeE
gt g o2 S48kt KMO gkel 8272

%

(o3
f
o
2
B
it
1o
2
o
o
o2
fol
rot
poy
o
fru
=
ful
X0
o
A

=

M
1%
lo

>
>
o
o
2
ot
ro
pav)
o
fru

fo g

(eigenvalue)©] 1.0 o)<l 1719
2972 el grsielnh el o] A At
A 8)461%= YERTH

4.3 ZAETE) AP 0E

2 7ol 483 AREGEL Felol v 54
of 891 A BEF, 71, BN, Aol £
4, ARG W, ool E R felE S0 5]
Aoz 8a4, SANEgs A8 Y, o5 =

<Table 3> Reliability test results of the measured

variable
varival first | final | Cronbach’s a
Buying advice 6 4 866
. . |Regular shipping 6 5 901
characteristics - =
LuchyBag 5 5 917
Curated - -
Convenience 5 4 883
Commerce -
Discounts 5 5 909
h . . - -
purc ?Se purchase intention 5 5 939
intention
satisfaction  |satisfaction 5] S 876
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<Table 4> Analysis of correlation

Buying Regular LuchyB Conven Discoun satisfac purchase

Variables . = . . o
anables advice shippng ag ience ts tion intention
Buying
. 1
advice
Regul "
BT | 535 1
shipping

LuchyBag| 353" 3% 1

Convenience | 674" 573" 533" 1

Discounts| .508™ 466" 520" 692" 1

satisfaction| 511" 610" 613" 668" 749" 1

purchase

. . 596" 5T AU 696 64" 731 1
ntention

sk p< 001, ** p< 01, * p< .06
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<Table 5> Affect the characteristics of the curation

commerce on the purchase intention
results
B B R I
Constant 044 B 3100
Buying advice | 201 | 181 #kx
Regular shipping | 121 | 121 ==
LuchyBag 088 09 =

Convenience 297 | 265 s
Discounts 274 270 s
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<Table 6> Affect the characteristics of the curation
commerce on satisfaction results

2

B B R F
Constant 506 693 135.019x
Buying 009 009
advice
R?gu} ar 230 263wk
shipping
LuchyBag 181 230wk
Convenience 078 080
Discounts .396 445 s

dependent variable: satisfaction
sk p< 001, ** p< 01, * p< .06
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<Table 7> Commerce impact on curation result
of the purchase of consumer satisfaction

2

B B r
Constant A% 534
31

F
347 430w

satisfaction 835

dependent variable: purchase intention
wex p< 001, #* p< .01, * p< .05
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dependent variable: purchase intention
sk p< 001, ** p< 01, * p< .05
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<Table 8> Mediating Effect analysis of satisfaction

Model 1  Model 2 Model 3
satisfaction pumhgse purchz}se
intention intention
Constant 506 *j 044 -191
Buying advice 009 201 e 197 sk
Regular shipping 230 e 121 ® .014
LuchyBag A81 w088 .004
Convenience 078 297 sk .260 ol
Discounts 396 wex 274 sk .090
Satisfaction A6k
K 693 582 633
F 135019 83.410x:x 85.697xxx
ek p< 001, *x p< .01, * p< .05,

2l <Table 8>9] RHEwe] Wi/l &7 24 A¥E 4
AR, BFlolA vzl Rl X gkl
diated AF71elE(p< 001, E71M(p< .001), 7HA Sl
(p< 00D BF froeh das vAE Ao & UEe
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RHP20 M= GI10S AlQjgh FHo| A2 549
S AEFH(p<.001), A71HIS(p< .06), AFOIE
ALA (p< 00D, 7FA SN (p< 001)2 25 F&5ER
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[Fig. 2] Test results of mediating effect
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