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Abstract

The study, focused on social commerce food service consumers, attempted to test the relationship between
perceived risk and price consciousness, and suggested that perceived risk and price consciousness, the the
degree to which price is considered when purchasing goods, affect reuse intention. Through such test results,
the study aimed to provide useful practical implications for establishing marketing strategies of companies
related to food service social commerce, and those looking into behavioral intentions of social commerce using
food service consumers.

The subjects of the study were male and female residents of Korea over 2-years of age who have had some
experience purchasing a dining out item through social commerce. The social commerce company selected for
sampling was Coupang, which was the number 1 shopping App in 2014 based on the number of yearly
visitors. A questionnaire-based survey was conducted on respondents who had indicated that they had experi-
ence purchasing foodservice goods through Coupang.

The results revealed that source risk, privacy risk, psychological risk, and time-loss risk had negative influ-
ences on reuse intention. However, social risk and financial risk did not exhibit any influences. Price cons-
ciousness had positive influences on reuse intention. The study explored perceived risk and price conscious-
ness as elements to affect continuous use of social commerce of foodservice consumers.
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{Table 1> Results of the frequency analysis on the demographic characteristics
Classification Item N % | Classification Item N %
Male 86 37.0 High school 20 8.6
Gender
Female 146 62.9 | Education Collage degree 12 52
Marital Single 178 76.7 level University degree 173 74.6
status Married 54 23.2 Graduate school < 27 11.6
20~29 108 46.5 Student 96 414
30~39 68 29.3 Office workers 40 17.2
Age 40~49 46 19.8 Sales & service 32 13.8
50~59 8 34 Government employee 11 4.7
60< 2 0.8 Professional 29 12.5
<2,000,000 101 43.5 | Occupation Self-employed 4 1.7
2,000,000 ~2,990,000 28 12.1 Housewife 17 7.3
Monthly 3 900,000 ~3,990,000 35 151 Others 3 13
salary
(unit: won) 4,000,000 ~4,990,000 29 12.5
5,000,000 ~ 5,990,000 16 6.9
6,000,000 < 13 56
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{Table 2> Results of the factor analysis and the reliability analysis on exogenous latent variable

Vari
. Factor ar}ance Cronbach's
Factor Measurement items . (Eigen
loadings a
value)
It is difficult to ascertain the reputation of some restaurants. 0.846
It is difficult to ascertain the reliability and expertise of so- 0.762
me restaurants.
It is difficult t rtain the characteristics of th duct:
Source 1s' ifficul . 0 ascelaln e charac er1§ ics of the pro .uc s 0.663 15.539
. by just looking at pictures on the social commerce site. 0.790
risk . . . L. (2.797)
Information provided by the social commerce site is not 0.653
accurate.
I would be concerned that the product does not provide the 0.594
level of benefits advertised on the site.
If I used social commerce to purchase, I would feel con- 0.929
cerned about providing my credit card number.
Privacy If I used vsocial commerce to ]?urchase, it would lead to a 0.915 14.401
. loss of privacy because of the improper use of my personal 0.910
risk . . (2.592)
information.
When using social commerce, the payment method seems 0.770
unsafe.
The thought of social commerce makes me feel uncomfor- 0.896
table.
Psychological If I used social commerce to purchase, it would give me 0.838 13.263 0.831
risk a feeling of anxiety. (2.387) '
The thought of social commerce causes me to experience 0.723
unnecessary tension.
If I used social commerce to purchase, my friends and rela- 0.825
tives would think that I am unwise.
Social If I used social commerce to purchase, it would negatively 0.776 11.605
ocia .
risk affect the opinion that my friends or relatives have about (2.089) 0.745
me.
If I make a wrong choice, I tend to worry about what the 0.734
people around me will think of me.
. I would feel concerned about wasting too much time making 0.887
Time-loss 10.077
Sk an order. (15814) 0.900
ris . . .
I have to spend too much time searching for the product. 0.880
I would be concerned that I really would not get my mo- 0.850
Financial ney’s worth from the product. 9.125 0782
risk I would be worried about financial losses. caused by negli- 0.796 (1.642) '
gence.
(Kaiser-Meyer-Oklin) 57 g°] 0.793 % YEFst < Uehe 749 & B4 35 740112 74.0%
o Battletd] 7HY AFE A% 24} mm o AE g Hgith 8ARA A3k A2 A
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239 APYE Jerch A me] A9 9E 891 1& P, 891 2t AN
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{Table 3> Results of the factor analysis and the reliability analysis on endogenous latent variable

o] 2 p7} 0000 FEollA Freldt o] A3

Vari
. Factor ar.1 anee Cronbach's
Factor Measurement items . (Eigen
loadings a
value)
I tend to visit multiple sites to find a lot of information about 0.924
the price for the product.
Price I generally tend to visit more than one site to find a little 0.913 81.075 0.883

consciousness more affordable price for the product. (2.432) '

I tend to put time and effort to find the lowest price for the 0.863

product.
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{Table 4> Results of the factor analysis and the reliability analysis on endogenous latent variable

. Factor Variance  Cronbach's
Factor Measurement items . .
loadings  (Eigen value) a
I will try to use social commerce in future. 0.855
I found social commerce convenient and will keep using it. 0.853
Reuse . . . . 65.471
. . Using social commerce continuously is helpful to me. 0.818 0.821
intention . . . . (2.619)
I will actively recommend social commerce to my acquaintan-  0.700

CES.
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{Table 5> Results of the regression analysis on perceived risk for reuse intention

Dependent variable

Independent variable

B t-value p-value Tolerance VIF

Source risk —0.159 —2.403* 0.017 0.724 1.380
Privacy risk —0.135 —2.048* 0.042 0.725 1.380
Psychological risk —0.486 —7.442%* 0.000 0.741 1.349
Social risk 0.074 1.168 0.244 0.791 1.265
Time-loss risk 0.145 2.193%* 0.029 0.719 1.391
Financial risk —0.018 —0.270 0.787 0.707 1.414

R’=0.289, Adjusted R°=0.270, F=15.213, p=0.000

* p<0.05, ** p<0.01

A& AN S A= <Table 5> ¢ E‘E‘r TEUSF
Q1 Alo]gol o g I AM S A |
AAG R 02892 eI Ao g
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{Table 6> Results of the regression analysis on price consciousness for reuse intention

Dependent variable
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t-value p-value

Price consciousness 0.253
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