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Abstract The objectives of this study are to understand the factors composing the attributes of mobile
social—commerce shopping mall and the characteristics of shopping mall business, and also to verify
the effects of those attributes on the shopping satisfaction and shopping mall loyalty. The respondents
participating in this study are the consumers who have experiences in purchasing fashion clothing in
mobile social—commerce shopping mall within the last one year. The results of this study are as follows.
First, the personally—customized service and convenience of shopping mall had positive effects on the
social—commerce shopping satisfaction. Second, the personally—customized service and diversity of
products had positive effects on the shopping mall loyalty. Third, the reputation of shopping mall of
the characteristics of social—commerce shopping mall business had positive effects on the shopping
satisfaction and shopping mall loyalty. This study above could provide the important implications for
the establishment of marketing strategies for vitalizing the fashion clothing market of social—commerce
shopping mall.
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Table 1. Social commerce shopping mall attribute
factor analysis
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Table 2. Social commerce shopping mall company
characteristic factor analysis

Table 3. The effect of social Commerce shopping mall
attributes on shopping satisfaction — regression

Non Standardil L .
. . Multicollinearity
Ind d standardization | zation statistic
ndepen ent factor factor t
variable tandard ol
g [|standar 8 oleranc| ym
error e
product diversity | .080 .084 .083 .958 387 | 2.584
personally—customi  yoq | 078 | 506 [5.266+4 450 | 2.225
zed service
personally—customi 57| 097 | 007 | 074 | .342 | 2.920
zed service
convenience of | 00 | geg | 905 2611 477 | 2.096
shopping mall

F=41.563, p<.001 / #++p<.001, *p<.01
R=.662, R*=.439, 473 % Re=.426

4.2.2 A77H4 2
Collinearity statistics

Table 4. The effect of social commerce shopping mall
attributes on shopping mall loyalty — regression

Measurement item 1 Factors 7 Commonality
v3_3 .903 .048 817
v3_1 .878 —-.025 772
v3_2 782 .242 .670
v3_5 746 .292 642
v3_4 .596 .406 .520
v3_8 .065 .858 740
v3_7 149 .826 704
v3_6 176 774 .630
v3_9 176 727 .559

Dispersion(%) 46.169 21.126
ity | 0109 | oo
Cronbach a .865 .825

NOltl . ‘S.t andard Multicollinearity
Ind d standardization | ization statistic
naepen ent factor factor t
variable tandard ] -
g [standar 8 toleranc|  yym
error e
product diversity| .201 .097 173 | 2.077« | 387 | 2.584

personally—custo

; i 611 | .090 | .526 [6.791%x 450 | 2.225
mized service
personally —custol _ ;6 | 115 | — 005 | —.054 | 342 | 2.920
mized service
convenience of |y )1 0y | 119 | 1589 | 477 | 2.096

shopping mall
F=48.886, p<.001 / ##xp<.001, *p<.01
R=.726, R*=.528, =45 R*=.517
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Table 5. The effect of social commerce shopping mall
company characteristics on shopping satisfaction

- regression
N()I.l . Stan(-iardl Multicollinearity
standardization | zation L
Independent £ . statistic
. actor factor t
variable tandard
B standar B tolerance] VIF
error
shopping mall| = g5y | g6 | 739 | 13678 | gu6 | 1181
reputation ook

shopping mall | o7y 1 067 | 057 | 1.067 | 846 | 1.181

design
F=117.939, p<.001 / ##+p<.001
R=.756, R2=.571, 4% R2=.566

AAM = g m JA B0l B T 1A
= 9¥%s st gsIARAME eklvh
(F=68.854, p<.001). HH¥F 7te] A Els)
AR} A e B Q QN (VIF) 3k &1t Aat
A7 I A o2 UEITE 28 AH 2 g8 A9
54 T 488 WAL a8 ST Ao dES v
A= o Yepgith T1eu s AR Sl
T L o] mAA e Ao R YElsith mhebA
M 4= pRARo g QHES sholsigdnt

Table 6. The effect of social commerce shopping mall
business characteristics on shopping mall
loyalty — regression

Non Standardj L .
. . Multicollinearity
Ind d standardization | zation Catisti
ndepen ent factor factor t statishie
variable randard
B standar B tolerance| VIF
error
shopping mall |~ 593 | g5 | 639 | 10436 | g4 | 1181
reputation Hokk
shopping mall | o769 | 052 | 848 | .846 | 1181
design

F=68.854, p<.001 / ##xp<.001
R=.661, R*=.438, 4% R*=.431
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