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Abstract 020 platforms are developing in a business area of daily life with evolution of IT technology. The
aim of this research is to identify any quality factor of online and offline which affects the satisfaction of
020 service by business characteristic and to varify the relationship between service satisfaction and reuse
intention. In this study, information quality, system quality and service quality are defined as factors for online
quality and perceived quality and perceived price defined as offline quality. This study was conducted on 199
users who use O20 service. The results showed that online quality system and perceived price of offline
quality had a positive effect on user satisfaction and that user satisfaction had a positive effect on Intention to
Reuse. These results will provide guidelines for O20 service providers to improve their online services and to
select an offline vendor for the O20 platform. It would provide customized O20 service according to personal
property of a customer, in case that further research by types of business or service, which are not covered
this paper.
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o= uEhsth o]} g MAHH HWTEZ Bartlett - 734 71749

A P=0.000<0.050] 2.2, Q1% 9] Alg-o] Agslria
<Table 1> Demographic Characteristics of the oy g

rl

<

Respondents <Table 20 2124 Al A= o] ¢
Eheafstion N oI WA L} 2 £310] T} #3151,
Cend Male 101(50.8) ) . -
" [Female ®B(12) Qolmele] & Amuere 79176%2 Ul o] 7}
Less than 20 9(4.5) AAZ0| AL&3slT)
21-30 132(66.3)
Age 31-40 25(12.6)
41-50 18(9.0) <Table 2> Factor Analysis
51-60 13(66)
61 and more 2(1.0) Factor
high school Graduated 24(12.1) sQ |us | pp Q R po | sv Commu
Fducation At university 128(64.3) nality
university Graduated 39(19.6) SQL 78 877
Attending graduate school and more 840 ) S5 .49 820
student 130(65.3) SQ2 743 338
Office work 34(17.1) SQ3 | 638 728
Profession 8(4.0) SQ4 687 730
Job Sales / Service 7(35) U 7% 833
Technical / Production 5(2.5) Us3 7738 43
Housewife 42.1) Us2 741 31
Self-employment 1165) Us5 735 800
Less than 1 million (won) 130(65.3) Us6 674 672
Imillion - less than 2million 19(96) Usl 657 821
Monthly | 2million - less than 3million 21(10.6) PP2 807 336
income 3million - less than 4million 16(8.0) PP3 192 736
4million - less than 5million 7(35) PP4 703 770
over 5 million 6(3.0) PP1 679 735
PP5 652 649
1Q2 832 806
3.5 SAHET HIAA HAF igj ﬁé‘l’ ?372
B AFofA o] &3t HFEEE-L e-commerce, IS4 1Q1 654 664
TR, 00 M =0 T 71E TSN e o W o
Aol Ry S B oAgo] FAo @A A tA IR3 312 %5
St R2 761 25
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IRI T4 810
PQI 75 845
PQ2 679 209
PQ4 633 764
PQ3 614 208
SV3 06| 8%
SV2 66| 83
SV4 54 813
Figen | 610l 4516| 3900| 38%| 3531| 2951] 188
Value
% of , . . .
O 11443514113] 12.498| 12.132] 11.034| 9222| 5742
Variance
m;fm 14.435|28548| 41.046| 53.177| 64.211| 73433 79.176
Rty | 928 99| 897| 80| 95| 915] 801

KMO Measure=0.945

Barlett x2= 6,012.358 p=0.000

*xp<05, *#p<01, *wepl 001

Note :US=User Satisfaction, PP=Perceived Price, SQ=System
Quality, PQ=Perceived Quality, IQ=Information Quality,
SV=Service Quality, IR=Intention to Reuse

3.6 SHET9 A% HAF

NIFAEE AFE HFHoz FEFEA W F
Cronbach’s AlphaZl4=Z o]-&3}3it}.

gukA o 7 o] AF7t 060)dold HlwA AlF st
=2 o B gl ¥ Ao M= <Table 2>01 A
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<Table 3> 020 Service quality competency on Intention

to Reuse
B B t VIF
(Constant) 1.729 5167

Information Quality -035 -032 -.378 2.146
System Quality 376 412 4.234™ 2.830
Service Quality 023 022 226 2.801
Perceived Quality 100 097 929 3.243
Perceived Price 178 157 1.901 2.035
R? =035, F = 21.290"" Durbin-Watson =1.781

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

4.3 020AH] 2= 4ol ARSI 3
Th5-9] <Table 4>¢} 3Fo] Aliﬂ' FHo] FoH ALS
LTt ol (EFSHAIG (=358), A7t 7HAe
OH ARG EE Fo A =TT B=39%6)21 S
ghl = ATt
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<Table 4> 020 Service quality competency on user

satisfaction
B B t VIF
(Constant) 1.141 4502
Information Quality 010 010 138 2,146
System Quality 293 358 4363 2.830
Service Quality =107 -113 -1.38 2.301
Perceived Quality 154 166 1.891 3.243
Perceived Price 404 3% 5.695™" 2.035
R* = 0540, F = 45.390"" Durbin-Watson =1.971

*p< 05, #+p< 01, *+:p<l 001
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<Table 5> Effect of 020 Service quality and User
Satisfaction on Intention to Reuse

B B t VIF
(Constant) 94 3.209"
Information Quality -4 -038 -512 2.146
System Quality 184 202 2,212 3.109
Service Quality 093 088 1.041 2.829
Perceived Quality -.001 -.001 =008 3.303
Perceived Price -.086 -.076 -975 2.377
User Satisfaction 64 536 7.893"* 2.176

R? = 0513 F = 33.760""* Durbin-Watson = 1.981

#p<05, *#*#p<0l, *++p< 001

4.5 Wi &} A4S
&S A 33}% W2 Baron & Kenny & AHS-
sto] O20M U] AEAT} Ao Lo 7] AFgwEL 9

7 s AT

<Table 3>, <Table 4>3} <Table 5>Z*-F] OZOH H]
25 AT Aol go e miEHE AT AAE
LFeR®H <Table 6>3 #t}

<Table 6> Meditated effect of User Satisfaction on
Intention to Reuse

step 1 step 2 step 3
Intention to User Intention to
Reuse Satisfaction Reuse
(constant) 1.729 1.141 084™
Information Quality -03 010 -.041
System Quality 376" .203*** 184
Service Quality 023 =107 093
Perceived Quality 100 14 -.001
Perceived Price 178" 404" -.086
User Satisfaction 654"
R? 0.35% 0.540 0513
F 21.290"" 45.390"" 33.760™*

#p<.05, #+p<l 01, #+xxpl 001

A EAE A 19764 0204 ] =FA S
A A =RFA I} Az 740 Ajolg-el el Fofd
AL 2 HEhgon, A, e g, A
< Aolgol el thaf Blfol Aoz yEpiTh
2GHA ) A= A 2~EIEA T} A7k 7hA ko] ALk

ol froleh d&Fe FAh

0.8,

Information  \ ~~~__
Quality \\\ \‘\:‘.114\1
N 3,

Quality

/

Service 2
Quality /

Perceived

Quality

Perceived
Price

[Fig. 2] Results of the User Satisfaction 020 Service
quality model

AN A= O20M M 25 T AR A2
7HARre] AR S ulslEte] Aol frojgt
ﬂfﬂ:—% ?—% 7)\ fo]-8-2] =3k

o7 OROAN~EAT 7
= Ao i,
w4 H3 99} H42= AEE|91T H31, H33, HA1S

A A Aol p
0024 < 005)3} 3 A7k 7173} Aol o] =7k Piv
AAZE AR Aol golwrke] AR E W FIA, p
= 0331 > 0.00)3t= A=z YEyT

5. A&
& ArellM = 0204 H| 233} Ajo]g-2) kel W] A]

Journal of Digital Convergence | 173



Qe felgolA grk

=4, 020411 2=9] @ Ze}RIEZRI A

&

N

]_
5

flo
)

ﬂ'lH _lﬁ
i)
o

o]-§-¢] 1=

FlHA G2 v,

)

p

X
2
>
oo
5
BN
k1
r1r
*
Lo
ki

o 9]

ax
o
o
o
tjo
=y

HuE AEsiaitt 2l éloﬂfﬂ
Mg F05 AEEA D owjgAu| A= A28 EF
~FAR o FasteH10].

A= t&z,:,‘:_}l /\]/\Fjl 7\(21

< ?5%3}91"4’. 71311%‘:_' 1 12 (Expectancy
Disconfirmation Theory)< 7|Hto 2 LT 5 7)o
NELT) STVEEE AR 28] AESAARR-O A7} STt
SRR WS AS|Al7]E 891S Zho} Hekshe o]
Sastt76]. 713 AR|2=7F SR kel AH|s
"é%ﬂo]g 3’—7”7-}04 Xloqi dlolefell <A vl
iLT‘Jr"J AR 27 S A

dEde Tash) Advs dEs E=Esisith
AE N E-A(2015)[78] 9] "/‘Pﬂﬂr (070% LIES,
o]-§3h= 7HE & ol shtel of& ﬂﬂl |41l A o]
N2 Algol w2 al fefsirhs AaE sits)

= AT

2 Al A S-S SR 9

o 2epel 2 exeRlRd s = fAsloF drhs A
= I 5 QU

& AT el s EEAoR g
w3 S Bl Arek He Apdst vl @
T 20em, O20A1H] 2 AFIARS O A Al AbS o] WhEs)
= 02041] 29 ia}ﬂ FA exEQl FAS A
thedl of ezt 9l

AT AL el FAE AEARE AT

174 1 Journal of Digital Convergence 2017 Jun; 15(6):

w3t o metel AL AFAA vhIY L4 8%
o WEEE 45 ot o] LamoTE A
[e)e} =

AL WA 291g Al
@) OROAH|2: ALg-o]

o} 0204w =] )
02041812 AHEAE T

=
eleh 243 FA9 AHag F

REFERENCES

[1] O. J. Lee, "A Study on the Effects of Social Network
Service Use Characteristic to Entrepreneurial Intentions
. Mediating Role of Social Network Service Flow”,
The Korea Enterpreneurship Society, Vol. 11, No. 4,
pp.130-155, 2016.

[2] Y. H. Lee, "KISTI MARKET REPORT", 2016.

[3] Y. Du and Y. Tang, "Study on the Development of
020 E-commerce Platform of China from the
Perspective of Offline Service Quality”, International
Journal of Business and Social Science, Vol. 5, No.
4 Special Issue-March, 2014.

[4] K. ]J. Lee, K. H. Lee, “A Study of Security Threats
in Bluetooth v4.1 Beacon based Coupon Convergence
Service.”“ Journal of the Korea Convergence Society,
Vol. 6, No. 2, pp.65-70, 2015.

[6] A Molla & PS. Licker, “E-Commerce Systems
Success: An Attempt to Extend and Respecify The
Delone and Maclean Model of is Success”, J. Electronic
Commerce Res., Vol. 2, No. 4, pp.131-141, 2001.

[6] W. H. DeLone, & E. R. McLean, "The DeLone and
McLean model ofinformation systems success: A
ten year update”, Journal of ManagementInformation
Systems, Vol. 19, No. 4, pp.60 - 95, 2003.

[71 S. G. Bharadwaj, P. R. Varadarajan and J. Fahy,
"Sustainable competitive advantage In service
industries: a conceptual model and research propositions”,

165-178



A Study on the Effect of 020 Service Quality on User Satisfaction and Intention of Reuse

Journal of Marketing, Vol. 57, NO. 4, pp.83-99. 1993.

[8] A. H. Liu, "Customer value and switching cost in
business services: developing exit barriers through
strategic value management,” The Journal of
Business and Industrial Marketing, Vol. 1, No. 21,
pp.30-37, 2006.

[9] S. M. Keaveney and M. Parthasarathy, "Customer
switching behavior in online services: an exploratory
study of the role of selected attitudinal, behavioral,
and demographic factors”, Journal of the Academy
of Marketing Science, Vol. 4, No. 29, pp.374-390, 2001.

[10] Tony Ahn, Seewon Ryu, Ingoo Han, “The impact
of the online and offline features on the user
acceptance of Internet shopping malls”, Electronic
Commerce Research and Applications, Vol. 3, No. 4,
pp.405 - 420, 2004.

[11] S. Jarvenpaa, P.A. Todd, "Consumer reactions to
electronic shopping on the World Wide Web”,
International Journal of Electronic Commerce, Vol.
1, No. 2, pp.59 -8, 19%.

[12] RL. Keeney, "The value of internet commerce to
the customer”, Management Science, Vol. 45, No. 4,
pp.533 - 542, 199.

[13] W. R Bishop, Jr. "Competitive Intelligence’,
Progressive Grocer, Vol. 63, No. 3, pp.19-20, 1934.

[14] K H. Jeong, "The Relationship of Restaurant
Attributes Evaluation, Perceived Price, Value,
Satisfaction, and the
Foodservice Management Society of Korea, Vol. 8
No. 1. pp.27 28, 2005.

[15] CR Anderson, and CP Zeithaml, "Stage of the
product life cycle, business strategy, and business

Intention of Reusing”,

performance”, Academy of Management Journal,
Vol. 27, No. 1, pp.5-24, 1984.

[16] R. D. Buzzell, and B. T. Gale, “The PIMS
Principles: Linking Strategy to Performance”, New
York: Free Press, 1987.

[17] W. H. DeLone, & E. R. McLean, "Information
Systems Success Measurement”, Foundations and
Trends Rin Information Systems, Vol. 2, No. 1, pp.1
- 16, 2016.

[18] T. Ahn, S. Ryu, I. Han, “The impact of the online
and offline features on the user acceptance of
Internet shopping malls”, Electronic Commerce Research
and Applications, Vol. 3, No. 4, pp.405 - 420, 2004.

[19] R R Nelson, P. A. Todd, "Antecedents of Information
and System Quality: An Empirical Examination
Within the Context of Data Warehousing”, Journal
of an management information systems, Vol. 21,
No. 4, pp.199-235, 2005.

[20] A. L. Lederer, D. J. Maupin, M. P. Sena, Y.
Zhuang, "The technology acceptance model and the
World Wide Web”, Decision Support Systems, Vol.
29, No. 3, pp.269 - 82, 2000.

[21] J.C. Lin, H. Lu, "Towards an understanding of the
behavioural intention to use a Web site”,
International Journal of Information Management
Vol. 20, No. 3, pp. 197-208, 2000.

[22] Y. S. Wang, “Assessing e-commerce Systems
success: a respecification and validation of the
DeLone and McLean model of IS success”, Vol. 18,
No. 5, pp.529-557, 2007.

[23] B. Ives, M. H Olson, J. J. Baroundi "The
measurement of user information satisfaction”,
Communications of ACM Vol. 26, No. 10, pp.785 -
793, 1983.

[24] W. H. Delone, & E. R. McLean, “Measuring
e-Commerce Success: Applying the Delone &
McLean Information Systems Success Model®,
Journal of Electronic Commerce, Vol. 9, No. 1,
pp.31-47, 2004.

[25] M. H. Kang, "The Role of Switching Costs in 020
Platforms: Antecedents and Consequences”, International
Journal of Smart Home, Vol. 9, No. 3, pp.135-150,
2015.

[26] C. R Anderson, and C. P. Zeithaml, "Stage of the
product life cycle, business strategy, and business
performance”, Academy of Management Journal,
Vol. 27, No. 1, pp.5-24, 1984.

[27] H Landrum. X Zhang, V. Prybutok, D. Peak,
"Measuring IS System Service Quality with

SERVQUAL: Users Perceptions of Relative

Journal of Digital Convergence | 175



020/1] 2 53do] AREARRES I} Aol g-ofteel M|A|= Gl AAT

Importance of the Five SERVPERF Dimensions”,
Informing Science: the International Journal of an
Emerging Transdiscipline Vol. 12, pp.17-35, 2009.

[28] L. F. Pitt, R. T. Watson, C. B. Kavan, C. B.
“Service quality: A measure of information systems
effectiveness”, MIS Quarterly, Vol. 19, No. 2, pp.173
- 183, 199%.

[29] A. Parasuraman, V. A. Zeithaml L. L. Berry, "A
Conceptual Model of Service Quality and its
Implication for Future Research SERVQUAL(1)”,
Journal of Marketing. Vol. 49, No. 3, pp.41-50. 1935.

[30] A. Parasuraman, V. A. Zeithaml L. L. Berry,
“SERVQUAL: A multiple-item scale for measuring
consumer perceptions”, Journal of Retailing, Vol. 64,
No. 1, pp.12, 1983

[31] W. J. Kettinger, C. C. Lee, "Perceived service
quality and user satisfaction with the information
services function.” Decision Sciences, Vol. 25, No. b,
pp.737 - 765, 1995.

[32] V. A. Zeithaml, A. Parasuraman, LL. Berry, "Delivering
Quality Service”, New York: Free Press, 1990.
[33] V. A. Zeithaml. “Consumer Perceptions of Price,
Quality, and Value: A Means-End Model and
Synthesis of Evidence”, Journal of Marketing, Vol.

52, No. 3, pp.2-22, 1988.

[34] R Lutz. "Quality is as Quality Does: An
Attitudinal Perspective on Consumer Quality
Judgments”, presentation to the Marketing Science
Institute Trustees’ Meeting, Cambridge. MA, 1986.

[35] H G. Hong, “Business Process Support Based on
IoT Technology”, Convergence Society for SMB,
Vol. 7, No. 1, pp.75-79, 2017.

[36] M. S. Chae, "Relationships between Perceived
Quality, Customer Satisfaction and Re-purchase
Intention of SSM.”. Korea Distribution Association,
Vol. 16, No. 1, pp.29-64, 2011.

[37] A. R. Rao, K. B. Monroe, "The Moderating Effect
of Prior Knowledge on Cue Utilization in Product
Evaluations”, Journal of consumer research Vol. 15,
No. 2, pp.253-264, 1987.

[38] O. T. Ahtola, "Price as a'Give’Component in an

Exchange Theoretic Multicompnanent Model”, in
Advances in Consumer Research, Vol. 11, 1984.
[39] J. D. Chapman, "The Impact of Discounts on

Subjective Product Evaluations”, working paper,
Virginia Polytechnic Institute and State University,
1986.
[40] T. Mazumdar. "Expenmental Investigation of the
Price
Awareness and a Comparative Assessment of

Psychological Determinants of Buyers’
Methodologies for Retrieving Price Information
from Memory”, working paper. Virginia Polytechnic
Institute and State University, 1986.

[41] D. Grewal, K B. Monroe, R. Krishnan, "The
Effects of Price-Comparison advertising on buyer’s
perceptions of Acquisition value, transaction value,
and behavioral intentions”, Journal of Marketing,
Vol. 62, No. 2, pp.46-59, 1993.

[42] J. Wind, M. Greenberg, "Moving a head with
attitude research”, Attitude Research Conference,
Hilton Head Island, SC, 1976.

American Marketing Association, 1977.

[43] R. Peterson, W. Wilson, "Perceived Risk and
Price-Reliance Schema and
Price-Perceived-Quality Media-tors”, Mediators in
Perceived Quality, Lexington Books. Lexington,
MA, pp.247-248, 1985.

[44] A. Gabor, C. W. J. Granger, "On the Price
Consciousness of Consumers”, Applied Statistics,
Vol. 10, No. 2, pp.170-188, 1961.

[45] P. Grocer, "How Much Do Customers Know About
Retail Prices”, Progressive Grocer, Vol. 43, No. 2.
pp.104-106, 1964.

[46] P. R. Dickson, A. G. Sawyer, "Point of Purchase
Behavior and Price Perceptions of Supermarket
Shoppers”, Marketing Science Institute Working
Paper Series, 1986.

[47] K H. Jeong, "The Relationship of Restaurant
Attributes Evaluation, Perceived Price, Value,

and the

Foodservice Management Society of Korea, Vol. 8

No. 1, pp.27-48, 2005.

Satisfaction, Intention of Reusing”,

176 1 Journal of Digital Convergence 2017 Jun; 15(6): 165-178



A Study on the Effect of 020 Service Quality on User Satisfaction and Intention of Reuse

[48] R. D. Blackwell, P. W. Miniard, J. F. Engel.
"Consumer behavior 9th”, South-Western Thomas
Learning. Mason, OH, 2001.

[49] D. S. Youm, "The Effect of Motivation for Using
Mobile Social Network Games on the Game
Attitude, Continuous Use Intention and Intention to
Recommend the Game”, Journal of Digital
Convergence, Vol. 15, No. 1, pp.453-459, 2017.

[50] R. L. Oliver, “Cognitive. Affective, and Attributes
Bases of the Satisfaction Response”, Journal of
Consumer Research, Vol. 20, No. 3, pp.418-430, 1993.

[51] E. W. Anderson. M. W. Sullivan, “The Antecedents
and Consequence of Customer Satisfaction for
Firms”, Marketing Science. Vol. 12, No. 1,
pp.125-126, 1993.

[61] E. Karahanna, D. W. Straub, N. L. Chervany,
"Information Technology Adoption Across Time”,
MIS Quarterly, Vol. 23, No. 2, pp.183-213, 199.

[53] K K Seo, "Analysis of Use Intention of Mobile
Cloud Service using a Convergence Technology
Acceptance Model”, Journal of Digital Convergence,
Vol. 14, No. 12, pp.105-110, 2016.

[54] M. J. Dorsch, S. J. Grove, W. R. Darden,
“Consumer intentions to use aservice category’,
Journal of Services Marketing, Vol. 14, No. 2,
pp.92-117, 2002.

[55] Kang Lin, “A Study on the effects of the factors
on Reuse Intention in 020 market based on
Smartphone.” Graduate School Chonnam National
University, 2015.

[56] S. J. Park, K T. Hwang, "A Study on the
Repurchase Intention of Customers in the Foreign
Direct Sales Internet Shopping Mall - Focused on
the Japanese Customers -”, Journal of Digital
Convergence, Vol. 14, No. 6, pp.199-218, 2016.

[57] J. Y. Kim, K. H. Chu,"The Role of Perceived Value
on the Continuance Intention in Mobile Social
Network Service”, Journal of Digital Convergence,
Vol. 12, No. 10, pp.211-222, 2014.

[58] J. J. Cronin, M. K Brady, G. T. M. Hult, “Assessing
the effects of quality,

value, and customer

satisfaction on consumer behavioral intentions in
service environments”, Journal of Retailing, Vol. 76,
No. 2, pp.193-218, 2000.

[59] S. S. Shin, M. Y. Shin, Y. S. Jeong, J. H Lee, "An
Investigation of Social Commerce Service Quality
on Consumer’s Satisfaction”, Convergence Society
for SMB, Vol. 5, No. 2, pp.27-32, 2015.

[60] B. Xiao, 1. Benbasat, "E-Commerce Product
Recommendation Agents: Use,Characteristics, and
Impact”, MIS Quarterly, Vol. 31, No. 1, pp.137-209,
2007.

[61] Y. Ly, Y. K Seock, "The influence of grey consumers’
service quality perception on satisfaction and store
loyalty behavior.” International Journal of Retail &
Distribution Management, Vol. 36, No. 1,
pp.901-918, 2008.

[62] D. K. Park, "The Structural Relation of Perceived
Price, Perceived Value, Satisfaction, Using Attitude
and Loyalty on the Convention Hotel Business”,
Korea Convention Society, Vol. 3, No. 14,
pp.209-228, 2006.

[63] I Vida, J. Reardon, “Domestic consumption: rational,
affective or normative choice.” Journal of Consumer
Marketing, Vol. 25, No. 1, pp.34-44, 2008.

[64] S. Y. Lee, J. F. Petrick, and J. Cromton, "The roles
of quality and mtermediary constructs in determining
festival attendees’ behavioral intention”, Journal of
Travel Research, Vol. 4, No. 4, pp.402-412, 2007.

65] Y. J. Y, J. Y. Lee, “A Reexamination of the
Measurement and Consequences of Service Quality
. Development and Application of the KS-SQI
Model”, Korean Marketing Association, Vol. 16, No.
1, pp.1-26, 2002.

[66] H. J. Park, J. H. Park, A. S. Oh, Y. H. Kim, B. K.
Park, "Analysis of Relationship between Tourism
Information
Omni—-Channel
Moderator Effects of Tourism Experience and

Search  Motivation, Tourism

Satisfaction:  Considering  the
Perceived Risk”, Journal of Digital Convergence,
Vol. 14, No. 10, pp.147-158, 2016.

[671 S. N. La, Y. J. Yi, “A Critical Review of Customer

Journal of Digital Convergence | 177



0204W]2: F4o] AHANE} Aol G| ol v G BRAT

Satisfaction, Customer Loyalty, Relationship Marketing,
andCustomer Relationship Management”, Journal of
Korean Marketing Association, Vol. 30, No. 1,
pp.53-104, 2015.

[68] R. Chandrashekaran, “The Implications of
Individual Difference in Reference Price Utilization
for Designing Effective Price Communications”,
Journal of Business Research, Vol. 53, No. 2,
pp.85-91, 2001.

[69] T. Z Chang, and A. R. Wildt, “Price, Product
Information, and Purchase Intention”, An Empirical
Study, Journal of the Academy of Marketing
Science, Vol. 22, No. 1. pp.16-27, 1994.

[70] W. Dodds. and K. Monroe, “The Effect of Brand
and Price Information on subjective Product
Evaluations”, Advances in Consumer Research, Vol.
12, 1985.

[71] K H. Jeong, "The Relationship of Restaurant
Attributes Evaluation, Perceived Price, Value,
Satisfaction, and the Intention of Reusing”,
Foodservice Management Society of Korea, Vol. 8
No. 1, pp.27-48, 2005.

[72] A. Eggert, & W. Ulaga, "Customer perceived
value: a substitute for satisfaction in business
markets?”, Journal of Business & Industrial
Marketing, Vol. 17, No. 2/3, pp.107 - 118, 2002.

[73] J. C. Sweengy, G. N. Soutar, "Consumer perceived
value: The development of a multiple item scale”,
Journal of Retailing, Vol. 77, No. 2, pp.203-220, 2001

[74] J. Gustafsson, B. Edvardsson, J. Semejin,
"E-services and offline fulfillment: How e-loyalty
is created.” Managing Service Quality, Vol. 15, No.
2, pp.182 - 195, 2005.

[75] K L Kim, "An Explor atory Study on IMS Per
formance Modeling Using Information System
Success Model”, Journal of Digital Convergence,
Vol. 12, No. 3, pp.127-140, 2014.

[76] H. J. Kim, J. Y. Rha, "The Study of Moderated
Mediating Model on SEM: Focusing on Expectancy
Disconfirmation, Satisfaction and Continuous Usage
Intention of LBS Application”, Journal of Digital

Convergence, Vol. 14, No. 6, pp.119-132, 2016.

[771 M. S. Yim, “A Convergence of Technology and
Service of MyMusicTaste : The Success Factors
for Online Platform Service Innovation®, Journal of
the Korea Convergence Society, Vol. 5, No. 4,
pp.87-92, 2014.

[78] Korea Internet & Security Agency, "Industrial
Internet Issue Report.” 2015.

o] & F(Lee, Ok Ju)

- 20066 2¢ - M-S E St A Y
ERIEEEER)

L2007 89 © oFthet A3t
(73 g 8HAh

- 20134 8¢ ~ @Al @ AT H
ER EEERREE

- Aok 719 B, 7197
37t

- E-Mail : engleok@hanmail.net

% % $(Yang, Dong Woo)
1985 29 : sl Adstakdet

A

1996 290 ) At
spapa)

L2005 39 ~ FA) 1 S (A 27
syEEEgsie 9%

L9, 71479 FaNA R

- E-Mail : dwyang@hoseo.edu

178 [l Journal of Digital Convergence 2017 Jun; 15(6): 165-178





