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Abstract The purpose of this study is to understand the characteristics of O20 service which is emerging recently
and to look for ways to take advantage of it. Recently, the emergence of various O20 services that utilize ICT
technology of smartphone has attracted a lot of consumers. The study analyzed the characteristics of the 020
service and evaluated whether user satisfaction changes according to use safety. This study carried out a
structured questionnaire, by collecting the material for the 421 general public in the country. Hypothesis tests
showed that 4 characteristic of O20 services have positive impact on user satisfaction and regression analysis
showed accuracy of information and pleasure have significant impact on user satisfaction. After cleaning up of
these findings and discussing the theoretical and practical implications, this study provides direction for future research.
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e A 308709k A T3 RGeS
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(Table 1) Survey items

Metrics | No Survey items
I -1 [The information provided by the O20 service is accurate.
The information provided by the 020 service is
consistent with the actual product.
The information provided in the 020 service is
clearly described.
The information provided by the 020 service is
easy to understand.

5 The information provided by the 020 service is
helpful for your purchase
II-1|It is easy to understand how to use O20 service.
11-2 [It is easy to get product information by using O20 service.
Convenie| I1-3 It is easy to order using 020 service.

nce | [I-4| The O20 service is freely available on the go.
5 (The information provided online in the O20 service
h is convenient for in-store use.
m-1 Using O20 service gives me pleasure.
-2 | Using 020 services leads to my inquisitiveness.
Enjoyment| -3 Using 020 services is interesting.
TM-4| Using 020 services stimulates my curiosity.
-5 [You can preview trends when using O20 services.
IV-1| The products of Q20 service are economical in price.
V-2 | With O20 service, shopping time can be saved.
V-3 Use 020 service for price discount.

V-4 1020 services reduce the time it takes to get information.
The use of 020 services offers greater benefits
than the effort I have invested.

V-1 With O20 service, payment method is safe.
Use |y-9 The risk of personal information leakage is low
safety when using 020 service

V-3| With Q20 service, it is easy to refund and exchange.

Accuracy
of 1-3
informati
on 1-4

Economic

The 020 service maintains confidentiality of
transaction information.
V-5| The O20 service has a low risk of hacking.
VI-1 | We are satisfied with various benefits of O20 service.
The information and products provided by the 020
service are attractive.
VI-3 [We believe in the information provided by the Q20 service.
VI-4 [ am satisfied with the experience of 020 service.

V-4

VI-2

Us - —— - -
< tisfifc " VI-5 [There is an intention to continue to use the O20 service.
on VI-6 [ am positive about the experience of using O20 service.

I intend to recommend the O20 service to my
acquaintances.
VI-8| Choosing this 020 service is the best option.
I will tell many people about the benefits of this
020 service.

VI-7

& shefab] glstel MERAS Fasiela

S <Table 2> ¥} 2t}

(Table 2) Demographic characteristics of the sample

(N: 421)
Demographjc Ttem Frequency Percent
Attributes (%)
Male 223 53.0
gender g le 198 170
Under the age of 20 71 169
30's 84 20.0
age 40's 119 28.3
50's 104 24.7
60 or more 43 10.2
Under colleage 59 14.0
Education |University 283 67.2
Graduate school 79 18.8
College students 37 88
Employee 248 589
career Professional job 57 135
Public official 14 3.3
Homemaker 65 154
Less than W 1 million 46 109
The average | W 100 ~Less than W 200 32 195
monthly | 200 ~Less than ¥ 300 &0 19.0
income  |¥ 300~Less than ¥ 400 8 20.2
More than W 4 million 128 304
4.2 £3&79| EE8 48
2 AFelA B A BEE AEwd Ads
2 YT 5 Qs 9 le Baaglow Rof ozl
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(Table 3) Factor Analysis Summary Results

Kaiser-Meyer-Olkin Sample fit 945
Chi-square approximation| 7163.746
Bartlett’s I-Qent%ty matrix df %1
verification
Level of significance .000

(Table 4) Factor Analysis Summary Results

F components
e ; Medi | depen
independent X
uestionnair ating | dent
o N 2 3 4 5 6
User satisfaction 9| 742 | 154 | 123 | 128 | 208 171

User satisfaction 8| .705 | .105 | 233 | .098 | .203 228
User satisfaction 7| 691 | 123 | .160 | .159 | .250 286
User satisfaction 6| 679 | .231 071 | 226 | 180 131
User satisfaction 5| 609 | 271 | -018 | 344 | .110 200
User satisfaction 4] 606 | 315 | .178 | .190 | 220 116
User satisfaction 2| 520 | 349 | 149 | 229 | 276 088
User satisfaction 1| 504 | 351 | 211 | 237 | 237 108
User satisfaction 3| 461 | 244 | 411 | 058 | 408 070

Economic 3 184 | 776 | 051 | 121 | 109 | 119
Economic 4 A89 | 732 | 053 | 177 | 154 | 171
Economic 2 A71 | 726 | 067 | 279 | 127 | 141
Economic 5 353 | 601 | 069 | 109 | 292 | 204
Economic 1 353 | 480 | 18 | 150 | 188 | .153
Use safety 5 044 | 030 | 80 |-.051| 016 | .067
Use safety 2 105 | 022 | 843 | 081 | 042 | 087
Use safety 4 081 | 113 | 763 | 044 | 202 111
Use safety 3 248 | 057 | 640 | 037 | 167 140
Use safety 1 209 | 13 | 461 | 212 | 128 293

Convenience 2 075 | 149 | 086 | .746 | 117 | 0%4

Convenience 4 220 | 171 | -.022 | 715 | 047 | 109
Convenience 1 196 | 064 | -.010 | 662 | .18 | .081
Convenience 3 206 | 283 | 013 | 623 | .162 220
Convenience 5 130 | 134 | 223 | 566 | 257 127

Accuracy of
information 3
Accuracy of
information 1

A81 | 189 | 170 | 128 | 670 | .108

303 | 182 | 179 | 142 | 644 | 145

Accuracy of

. . A71 | 240 | 214 | 079 | 617 107
information 2

Accuracy of

. . 268 | 113 | 011 | 294 | 571 170
information 5

Accuracy of 239 | 035 | 052 | 320 | 547 | 163
information 4

Enjoyment 4 125 | 155 | 222 | 063 | .055 801
Enjoyment 3 197 | 309 | 142 | 156 | 136 693
Enjoyment 2 334 1 -001 | 135 | 179 | 202 | 534
Enjoyment 1 226 | 305 | 194 | 156 | 215 | 535
Enjoyment 5 198 | 152 | -.003 | 203 | 382 | 457
Eigen Value 4626 | 3403 | 3.348 | 3.157 | 3.065 | 2.660

% of Variance 13.605 | 10.010 | 9.847 | 9.284 | 9.016 | 7.823

Cumulative % 13.605 | 23.615 | 33.461 | 42.745| 51.761 | 59.584

43 SF=F| MElY HE

2 Aol A8 AEEFES 02040~ 5481
o] sk9] 7id) ARADA, Held, 734, FAl o]
B, ARAIES o2 Y, o] ST ES]
A S A= v <Table 5>3 2tk

oY
om o,
i
= o|\

Cronbach’s a Alg~= 787914 91022

L
o) NS EZa0] £ & s YW

fu
o
>
o
0%

164 1Journal of Digital Convergence 2017 Apr; 15(4): 157-169



The effect of Characteristics of ICT—based 020 service on User satisfaction — Focusing on the mediating effect of Use safety —

(Table 5) Reliability test results of the measured

variable
varival first | final | Cronbach’s a
Accuracy of | 5| 787
020 Service information
Characteristios Convenience 5 5 91
actenistes Enjoyment 5 5 197
Economic 5 5 344
Use safety Use safety 5 5 321
User satisfaction AUserA 10 9 910
satisfaction
4.4 e 45
B o) 549 7 89179 Ak A%

(Table 6) Analysis of correlation

. IAcauracy of Convernien| . . Use K .
Variables ool ce FEnjoynent | Economic safety satisfacti
Accuracy of 1
information
C . D55 1
onvenience—

i ¢ 582 | B4k 1

njoymen o0 o0

oM 000 [ 000 | 000
Use safet Al2sx | 285k | A4k | 321 1

S STV 000 | 000 | 000 | 000

User 07 | 57k | 652k | 686w | 469wk
satisfaction | .000 .000 .000 .000 .000

#xx p< 001, =+ p< 01, * p< 05

45 A7 H1 dS

OR0AHI 25 0] AFg AR o
ehs A7 HIS A48 Slete] =

=
-

374 S AAlEH

U <Table 7>°A Hi= wpel ko] ArAsHd
(B=.382, p<.001), H&(B=125, p<.01), r2]/d(B=.203
p<001), A (B=275, p<001)2> AH&AFTREo] o g
A0 g A= Aoz YEyT

o}

AnASY, B, K84, AR AgARES
Ansts A9 e 656%o]h

(Table 7) Effect of 020 service characteristics on
the User satisfaction results

B B R2 F
Constant 018 656 201.235
Accuracy of | g0 | 35w
information
Convenience 125 A17
Enjoyment .203 214 e
Economic 275 302 s

dependent variable: User satisfaction
wxx p<l 001, =+ p< 01, * p< .05

4.6 ST H2 B

B AToA o8t o] wiNETRE AT At
o] A 39242 Baron®t Kenny(1986)7} A4 3
) &3 35A A S wet SAA tEs AR S
Feste] A sFoArH40].

ol-&etdA e wMETE AFs] HsiAE 0204
H|AEA 9] 319) 7 Zholl= tEaaAd o] flofol slm,

ARgApREte] A7)t glofof Shu ol aefa)

0R0M M| 254 9] A5
ol AHGATF A

gl

=R S w4 A v <Table 8> 2t

|
o2

o
=2

(Table 8) Mediating Effect analysis of Use safety

Model 1 Model 2 Model 3
Use safety AUser‘ Use SAafety’A
“ satisfaction | User satisfaction
Constant 000 892 435
Accuracy of |05 000 | 346 000 | 313 000
information

Convenience -053 338 | 117 002 124 001

Enjoyment 308 000 | 214 .000 172 .000

Economic 030 611 302 .000 298 .000

Satisfaction 137 .000
R2 226 656 670

F 31.695xxx 201,235 171,314

sk p< 001, #* p< 01, * p< .05,

Journal of Digital Convergence | 165



ICT7|"t O20MH|AQ| E

0| ALSAIEO O|X|= BT - olgerryel i) s 5

0z

[0

Hu
|

),

, 297 SES(RR) kol 39l SHMF(RB3) AR
o SRRz} e, AR A (B2)Fke] 0.3469]
(B3)%k 03132 =A YeERt 2 2 o) LEuj7) o418 =
Zatdcka shllch e wow {34 (B2l
02147} (B3)7k 0.172% =LA YrelL} o] & kA W42
2 Agsle] 2 Ay BRu) 22t s o
LrERsk T

AT AAALLE 197 o] &orx Aol st 3%
Aol fo2HE 03337 06112 ol Jaks ]
2=} mEbA Baron and Kenny(1986)2] 7449 5 1
A 2o FHpA v webA ol gk A
243 AAANE AR} Qs AR Yehtth

o
]

4.7 Anmtel BN

714 HI9] Aelq £ o] AXE 0p0AH| 9]
EXQ Q5L AFEAEY] B oJEES nA|E Ao
vhebtel. ol Hlew Au el 0204 Hl 20l ke
4w, olgel Me), 23] ZA%, 714 B A7ke] Ao}
& ojn] Heish 2ol mullLRY EaF 29lole)
5 Ak T A Hel Al ol &9baA el tl s
ol o) AT} §3)4Tkew AN o] v
H7\nr} Aol A, Aol 2 eue @ 4 w
= A2 e %3 Qra B 1 ol g
7éxﬂ*é°ﬂ*1i ofn] An|zsolgo] tig RS
A o] gebdA el T 2 oJu7 gl
Fasolzna & 4 g

L
)
k)
fo ok

3|
)

o=

o,

L
(<)
p
py

Py

oo FA%) AAetn Wk 7 AxPEA Y
A FE 9l 0204 u1¢4 A olo] AgapulE
K ol o] AT

A 02040 2~0] 54 4714 AR, Aelid, -3
A, AARL BT ARARES ouigle dF%E VA
T Ao mefytt ol @ Aibhe 7IE dAA
83 H i*ﬂf)ﬂﬁ«l S0l AT 7E obd A
2ATE e Q0¥ 2R 23 SA8Rl0R
et A2 vl AR a2 7)E QA A et
2 Aol7} flth= o] 2AQ1 ARb ol & = Qi 3
AGAgolds el Ajolgo|egtel] lataA7}
A= AL YEoL i Aol 49 ST
o] B4 Aol A Uehgxo] RHngt Ajo] g9l e
JIAAZE Yl Edd L9002 FAEO] F 2890S
shupe] Mgz A5 & A2 Fad e or|zA9
Aol Aabdolet & 4 gAn ol @ At
O20M M| F9ES hdehs e vl=2yand 74
of Felulst = & 5 ek A o] @ vjE=Y AR

dS & getsly] feia e ookt 545 olslista, o]
of gt thekst MEks Alivrtel & Aotk

EA, o] &<k Ad-e 020 H| 29 EAJ o] AR
o mA= JaPo] FEHoZ ujs)e] JeS wx= A
o2 el AR A 58| Al vto] 7]l atel o
& wA 2, YA B, AL 1Z4E A dA
020AM1]2=9] 541 ARAGFEE FHo=2 He §ig
o} wbdo] glojof drh= onE & 5 Qi) E3 F-5
e AnYE AuEslehs dut AnjRbe] Al S el

W Aoz geto] Hrk
T QEY FHE AvfEE JF o R AR
Fold Ao 7 Hoplocq THAAE S % QlEYlo]
HEL o] 0204827} 7Veal A 13}. ol@E 27
3 B7e) Wale} g 2u|ApEe N
t}, o]&A Wslsl= Ayl A 2H|AE a3
ok AEY AW 25 ATEE 71dET
A% Q204 B 20l HEZa) 614 B3 7|9 E50] &)
A @ge) ks LA o8 digdol
2= 7)9E0] 9} 3k ojn] 004 H|~E )
IAGNA AFPo Ave] s & VdE

B

L
l~>
E
i)
H
rE
o
QL

ol

o]:@l, A}

lo,
m
o
=
Rl

o}

ik
it

2]
al

R
2z

166 1Journal of Digital Convergence 2017 Apr; 15(4): 157-169



The effect of Characteristics of ICT—based 020 service on User satisfaction — Focusing on the mediating effect of Use safety —

A, A ARk o v = Sl AR V13 E A @AY el A8 E 01 ¢ RS dgE o A71E 7

9 o2 A= A2 Kol grh REFERENCES

EG NRIES gor Ty Hre B 4%
ATZ 3197] W] AEsEo] 7= anjxSe) = L1 Jeong, Yu Jin, "A Study on the Factors that affect
2 slolalrlo)= Ha7} oS 4 9lrha B} o|# sk o the User Intention of O20 Services”, The Graduate
A2 2BE7] e Ao =] 2 ARaE % School Yonsei University, pp.2-3, p.48, 2016.
E‘}—/\]‘% %?ﬂ' _—’Lzﬂ;q ?_] @‘&%9] ?_:TL7]' %B‘% Z‘i—g—i [2] DIG]]’EOO, “2015 Mobile Trend RBDOIT”, pp.4*5, 2015.
wolth [3] Zeng-Jun, Sun, "A Study on th eEffects of 020

)3 OPOA H] 2= 2lo] AlZhEl 4] du} oF Ho] T Characteristics on Attractiveness, Trustand Users'

— 1z 1 = fBA pul . .

A A7} Rz Zlo] @alolth & o] ke mATS Intention -Focused on Food Service Industry
B3 thopsk EAQ0lS uzate] Waso] gk wr} A between Korea and China’, Graduate School of
250] @77h WA= Bast o KongJu National University, p.1, pp.43-46, 2015.
[ 1 B S HA L4 = =2 AN . ‘ R

B odTe el e e w ao] 0p0AH| el [4] Jong-dae Kim, Na-kyung KIm ‘ The possibility of

) ) 020 innovation is open to offline connections®, LG

A gAre] dge vA 2l tsled A3

Business Insight , p.16, 2015.

[5] Dae-gun Kim, “O20(Online-To-Offline) Trends
and Implications” Korea Information Society
Development Institute, Vol. 26, No. 22, p.3, 2014.

ol Aol WE ATl BAYI FF S
A Tt 2
A, 020A I 2] AR Qg w2 5 9]

= adlEs [6] DMC REPORT, “Internet personal shopping mall

& PIEREE Aol IR meith 5 AR usage behavior”, DMC MEDIA, p3, 2017.

of 9F= A 7 A= 8/1E0] 719 A, Al [7] Byung-Wan Kim, “A Study on convergence of Mobile

of wojiee] weh 7 ARl ko] aQlES st Smart Commerce and OZ20 Distributions Business

°F & Zloltt. Model for Smell to Medium and Micro-Enterprises”,
=4, Ee8] 0204120 FEFE MA= B Y] 5 Journal of the Korea Convergence Society, Vol. 7.

QoINS FEste] BAEG oY FqFF AFddAE No. 5, pp. 161-167, 2016.

0204 H] 20l FEE mAE thde a90E& EA48kaL o] [8] Sung Joon Yoon. "A Study on the Antecedents of

5 dEgaey /Mt Fas 8912 FojIVME B4 Trust toward Shopping Mall Web Sites and Its

a7} Atk Effects on Purchase Intention.” korean management

AA) o] gekdA] gk miEy AAe EZH review, Vol. 29, No. 3, pp.353-376, 2000.
o] gobAA o] 3k AAE slo] FA A BAd 3AE  [9] Zeng-Jun Sun, Young-Ju Mun, Jong-Ho Lee,
YLt 828 A slE o] Q= AAA| AEIC] JH) "Effects of Social Commerce Attributes on the
o] AulA §8o] W FAAQ BAS do = st} Trust, Flow and Loyalty”, Journal Of The Korea
A, AR AR 169%7F 20t o) 8F AFgAFEA Contents Association, Vol. 12, No. 2, pp.265-275,
OR0AHI 28] FALg AeFol tfe wAltko] FEalg] 2012,
A8 mAY FA a2 JeRdTh ddw Ass) [10] Kim, Minjung, “Structural Effects of Mobile Fashion
L AJu| 2 80| sk AL} 3 o]o] ek BAS B Shopping Characteristics and Perceived Interactivity on
3 = o] FARQ Au|~gad 12 3 U9} gt Purchase Intention - Focusing on Smartphone
olg)at Ate] EAAL AAEte] 0204 0] 42 Thek Users =, The Graduate School of Seoul Women's

Journal of Digital Convergence | 167



ICT7|Et 020MH|A 2] EM0| ALRXIZIZO DIXls H3 - o|2oriAe| o7 118 S4o= -

University, p.28, 2014.

[11] Fang Lin, Seo, Su-Seok, A Study on Effect on the
Credibility and Word-Of-Mouth Intention by
Characters of Social Commerce”, Journal Of Korea
E-Commerce Research Academy, Vol. 12, No. 2,
pp.89~108, 2011.

[12] DeLone, W. & McLean, E. R. “Information System
Success: The Quest for the Dependent Variable,”
Information System Research, Vol. 3, No. 1, pp.60-9%,
1992.

[13] Cho, Hyunjin, “A Study on the Customers’ Trust
and Distrust in Internet Shopping Mall”, Journal of
Commodity Science and Technology, Vol.25, No.2,
pp.8595, 2007

[14] Lim Chang-Seok, "Effects of the Information Quality
on Intention to Reuse in the Online Purchases of
Agricultural Products Using Technology Acceptance
Model”, Graduate School,
pp.63-64, 2016.

[15] Kim So-Ra, "Informativeness and Consumer
Misleading Potentialities on the Internet Shopping
Mall Sites - The Stud of Comparison between On-line
Market Place and Integrated Internet Stores”,

Honam University,

Journal Of Korean Management Association, Vol.
26, No. 1, pp.15-29, 2008.

[16] Kim In-Ki, Jeon In-oh, "Social media and its impact
on management performance and recognition:
focusing on social media utilization of senior
corporate”, Journal of Digital Convergence, Vol.. 13,
No. 10, pp.195-207, 2015.

[17] Davis, F. D,, “Perceived Usefulness, Perceived Ease of
Use and User Acceptance of Information Technology,”
MIS Quarterly, Vol. 13, No. 3, pp.319-340, 1989.

[18] Gefen, D., Karahanna, E. & Straub, D. W., “Trust
and TAM in online shopping: An interacted model”.
MIS Quarterly, Vol. 27, No. 1, pp.51-90, 2003.

[19] Chang-Moon Choi, “The effect of E-commerce’s
curation characteristics on the customer purchase
intention - Focusing on the mediating effect of
satisfaction —”, Journal of Digital Convergence, Vol..
14, No. 5, pp.185-19, 2016.

[20] Gi Jin Kim, Gwang In Byun, Jung Mee Yang, “A
Study on the Effect of Easiness to Use the Food
Service Related Application of Smart Phone on
Intentions of Use: Focused on the Mediation Effect
of Familarity and Usefulness”, Korean Journal of
Hotel Administration, Vol. 20, No. 6, pp.61-81, 2011.

[21] Young-Ju Mun, Jong-Ho Lee, "A Study on the
Effect of Social Presence, Playfulness, Satisfaction,
Trust Formation on Repurchase Intention in B2C
Electronic Commerce : Focused on the Open
Market Users”, Global E-Business Association, Vol.
10, No. 1, pp.63-87 , 2009.

[22] Jeong, Yu Jin, "A Study on the Factors that affect
the User Intention of O20 Services”, The Graduate
School Yonsei University, p.36, p.48, 2016.

[23] Fang Lin, Seo, Su-Seok, "A Study on Effect on the
Credibility and Word-Of-Mouth Intention by
Characters of Social Commerce”, Journal Of Korea
E-Commerce Research Academy, Vol. 12, No. 2,
pp.89~108, 2011.

[24] Lee, Nae—Joon, Choi, Jung-Seok, "Development
and Growth Factors of Chiness On-line Business
Industry Focused on Alibaba” Korea Logistics
Review, Vol. 25, No. 1, pp.141, 2015.

[25] Hoffrman, DL, T.P. Novak, and Peralta, M, Building
ConsumerTrust  Online,”Communication of the
ACM, Vol42, No4, pp.80-85, 1999.

[26] Greenfield Online, “Cyber shoppers Research Report”,
Online Marketing Research Conducted on Behalf of
Better Business Bereau, http.//www.greenfieldcentral.

com, 1999.
[27] Seokhoon Kim, Ha-Min Kwak, "A Study on the
Countermeasure  Technology  for  Fin—Tech

Optimized Financial Security”, Convergence Society
for SMB, Vol.5, No4, pp.25-30, 2015.

[28] Won-Gon Kim,Ji-Yeon Kim,Woo-Chul Ahn,
"Study on Return and Exchange Service Quality for
Customer Satisfaction and Repurchase Intention
Affects in Internet Shopping Malls”, Korea
Logistics Review, Vol. 24, No. 2, pp.124, 2014.

[29] Young Min Lee, "An Impact that Service Quality

168 1Journal of Digital Convergence 2017 Apr; 15(4): 157-169



The effect of Characteristics of ICT—based 020 service on User satisfaction — Focusing on the mediating effect of Use safety —

Has for Customer's Repurchase in Internet Shopping
Malls”, Korea Logistics Review, Vol. 24, No. 1,
p.146, 2014.

[30] Young Doo Kim, "Extension of the Satisfaction-
Loyalty Link: Influence of Familiarity and Regulatory
Focus on Satisfaction-Relationship Continuity Intention
Link”, The Academy of Customer Satisfaction
Management, Vol. 17, No. 2, pp.113-138, 2015.

[31] Westbrook, R. A., “Intrapersonal Affective Influences on
Consumer Satisfaction with Products,” Journal of
Consumer Research, Vol. 7, No. 1, pp.49-54, 1920.

[32] Oliver,RL, "Measurement and Evaluation of
Satisfaction Process in Retail Setting”, Journal of
Retailing, Vol. 57, No. 2, pp.25-4, 1931.

[33] Jong—hoon Yun ,JKwang-seog Kim, "A Study on
the  Logistics Quality,
Satisfaction and Post—-purchasing Behaviors in the

Service Customer
Internet Shopping Mall”, Journal of information
systems, Vol. 13, No. 1, pp.21-48, 2006.

[34] Mi-Young Baek, Sang-Lin Han, "Analysis of
Usage Motivation and Repeat-Using Intention in
Mobhile Social Commerce”, Korean Journal of Business
Administration, Vol. 28, No. 1, pp.103-120, 2015.

[35] Sang-Ki Lee, Myung-Soo Kang, "Factors Affecting
Word-of-Mouth Intention of O20 - Focusing on
the Mediating Effect on the User Satisfaction and
Continued Use Intention and the Moderating Effects
by Gender -", Korean Corporation Management
Review, Vol. 65, No. 0, pp. 155-190, 2016.

[36] Fang Lin,Seo, Su-Seok,”A Study on Effect on the
Credibility and Word-Of-Mouth Intention by
Characters of Social Commerce”, Journal of
KECRA, Vol12, No.12, pp.89-108, 2011.

[37] ChoMi-Ae, "The Effect of Purchaser’'s Afternote
of Internet Shopping Malls on Fashion Shopping
Mall's  Trust,
Repurchase Intention”, The Graduate School of
Chung-Ang University, pp.78-82 , 2008.

[38] Kwak Bo-Sun, "A Study on Reliahility of Internet
Shopping Malls -Focusing on Korea and Chinese
Users—", The Business Education Journal, Vol. 14,

Satisfaction, Commitment and

pp.1-24, 2008.

[39] Kim, II, "A Study on the Relationship between the
Reputation, Reliance, and Loyalty to the Online
shopping Mall - Focused on 40Online Shopping Mall
Companies—", Sungkyunkwan University, p.172, 2012.

[40] Baron, R. M. & Kenny, D. A. The moderato-
mediator variable distinction in social psychological
research: Conceptual, strategic and statistical

considerations, Journal of Personality and Social

Psychology, Vol. 51, No. 6, pp.1173-1182., 1956.

o] ¢ %(Lee, Young Hwan)
-1933d 24 ¢ FodishaL MAEst
I E4(EAD
<0149 29 : sAUEL FRHH
Aduishd EA(HAD
- 20149 39 ~ 2017 2€ : A
shal WA skl HrAgsta} vt
A R
- 20154 8¥ ~ @A 1 (F)EE o}l

2t A7EE
-20119 69 ~ @Al ¢ ol FeIn= i

- PAEo)  MAAIAE, 020, HlZU AR Y MICEA, ICT
53 gAdE2Zdl=, Va9, §8%, R

+ E-Mail : yh3834@gmail.com

A 2l 2 (Jeon, In Oh)

- 20159 10¥ ~ A aAdista
il o k-1

0159 109 ~ A4 - sAEa
BANELG

- 20159 109 ~ A : A e
Ao S wA AEY

<0124 39 ~ A AU F
JALHF

-0 82 ~ A sA YT FZgF

<2011 89 ~ FA| ¢ A oEhaL Fdeh SRHAAAT
A

20106 38 ~ 20124 29 1 BTk FRudriete

A%

Aok 1 MICEANY, 3471934, £ZES 0T, np)

o, F-%i 4z

+ E-Mail : eric@hoseo.edu

Journal of Digital Convergence | 169



