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The Relationship between Service Characteristics and Satisfaction,
Repurchase, and Recommendation Intention of 'Greenanum'
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Abstract The purpose of this study is to improve the operation of shopping mall by examining the
effect of service characteristics of Greenanum on customer satisfaction, repurchase and
recommendation intention. The hypothesis was verified with SPSS22.0 and PROCESS macro 3.5. As a
result, some hypotheses were supported between satisfaction, repurchase, and recommendation for
service characteristics. Second, positive effects were found between satisfaction and repurchase, and
recommendation intention. Third, a mediating effect appeared. Implications include improvement of
low site awareness, benchmarking, and product quality improvement. In the future, it will be necessary
to study the differences in the various characteristics of the products sold rather than the

differentiation of the shopping mall itself.
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Table 2. Respondents’ General Characteristics

Fe AfA 101 o = slgir), AEay) gl

o] g}ekS- 913 KMO(Kaiser—Meyer—Olkin)
= 842, Bartlett x2 = 3707.922 (p=.000)2.& EA 4
o2 folsiAl vEstth &E 771 a8l 277 A&}
FEHAYA F FHHFL 68.581%F T AL «
=.929~.720 ® 92 velstel. 7= Table 30 He}

ae
&

<N = 246> Table 3. Exploratory Factor Analysis Result
Categories N %
Male 118 48.0 . . commo | Eigen | Crongac
Gender Female 128 52.0 Variable| survey items factors ey | Vel Bs @
20's 12 4.9 Compare multiple products, 789 | 803
30's 88 35.8 easy search
Age Group 40's 104 42.3 CON Save time on purchase 743 | .766 1797 914
50's 36 146 Easy navigation of product 735 817
0 0 6 o4 information i i
ver .
Buy the product you want easily] .617 | .683
Jeolla area 143 58.1 -
- - Payment service safety .955 | .894
Chungcheong area 16 6.5 . - N
- Safe from hacking or viruses| .917 .806
Residential Gyeongsang area 36 14.7 Non—shari : !
esidential are Gangwon—do 3 12 SEC on—sharing of persona 904 | 747 |5.615| .929
information
V] i 5
Metropolitan area 45 18.3 Protect your purchase—related 746 761
other areas 3 1.2 information . .
Less than 1 years 138 56.1 Provide useful information 031 380
Less than 2 years 24 9.8 about the product ) )
Member Less than 3 years 8 3.3 INF | Provide accurate information | oo | can ] jsa| g9
career Less than 4 years 7 2.8 about products
Less than 5 years 0.4 Provide rich information about 602 | 492
More than 5 years 68 27.6 products
1~2 times 160 65.0 Excellent product image .943 | .999
3~4 times 40 16.3 PRO Variety of product type 507 | .334 ]3.698| .720
Numk;ler of 5~6 times 10 41 excellence in product quality | .499 | .413
purchases — ~ -
7~9 times 18 7.3 Satisfied wn'htthe operating 749 866
10 times or more 18 7.3 — s3ls em —
Less than 10.000 o1 35 ar Sat{sf{ed \»{th the prodyct .696 | .730 0765 o1
. ] Less than 10,000~30,000 151 61.4 ; Sat‘Sf‘edp‘gﬁdﬁe service | 602 | 706 | :
ransaction [p o< than 30,000~50,000 65 26.4 ——
amount Satisfied with the after—sales| _._ -
Less than 50,000~100,000 3 1.2 service 565 | .572
100‘4000 or ms)re 6 24 continued use of the site | 1.012 | .926
Various benefits 50 203 Subscribe to new product 804 | 760
Product trust 72 29.3 information : :
Reason for use Easy access 6 2.4 REP | Willingness to repurchase the 786 666 4.593| .913
ethical awareness 105 42.7 product ) i
Brand preference 4 1.6 Priority use of this shopping 687 619
Etc 9 3.7 mall
Low site awareness 144 58.5 Recommend this mall .954 | 874
Dissatisfied with the price 46 18.7 Recommend products from this o/ | 7,0
Reasons for Distrust of social economy 3 19 RECOM sﬁoppmg @all - 1.074] .890
low use of the products : Introduction of this shopping 787 636
site Lack of product information 18 7.3 mall f41r3t —
Lack of user benefits 13 5.3 praise this mall 636 | .442
Ete 29 3.9 IKMO: .842, Cumulative: 68.581%, Bartlett test of sphericity: 3707.922,
df=171, p= .000

Note: CON(convenience), INF(information), SEC(security), PRO(product quality),
SAT(satisfaction), REP(repurchase), RECOM(recommendation intention)
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Table 4. Results of Correlation Analysis test

m s.d. | CON | INF | SEC | PRO | SAT | REP |[RECOM
CON |3.251 .872 1
INF |3.358 | .804 |.443++ 1
SEC |3.612| .834 |.458:#x|.232%% 1
PRO |3.160 | .743 |.468%#|.429%%|.279%x 1

SAT |3.712| 771 |.691#|. 4285|570 5245 1

REP |3.851 | .828 |.693%%|.339%%|.518*x|.518#x| 7564+ 1

H1-2, H1-32 Ae= 9, H1-42

= Table 504 HolFTh,

Table 5. Hypothesis reslut of direct effect

J)7bEie). 1 2

Hypothesis(path)| B SE t p | LLCI | ULCI| Result
H1-1(CON—SAT)| .367 | .048 | 6.804| .000 | .231 | .418 | accept
HI-2(INF—SAT)| .131 | .044 |2.872| .004 | .039 | .212 | accept
H1-3(SEC—SAT)| .414 | .044 | 8.65 | .000 | .295 | .469 | accept
H1-4(PRO—SAT)| .079 | .054 | 1.522| .129 |—.024| .189 | reject
Model summary: R = .827, R—sq = .684, MSE = .199, F = 35.751,
dfl = 14, df2 = 231, p < .001

Table 60l 413= A2 543} 274w, w51} A7
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Table 6. Hypothesis reslut of direct effect

RECOM| 3.841 | .777 |.343++|.242++|.200+4{. 556+ 525++|.585+4 1 Hypothesis(path)) B | SE | t | p |LLCI| ULCI| Result

v P < 01 H2—1(CON—REP) .300 | .054 |5.219| .000 | .177 | .392 | accept

H2—-2(INFREP)|—.097| .046 |-2.146 .033 |—.191| —.008 | accept

H2-3(SECREP)| .067 | .053 |1.251| .212 |-.038] .171 | reject

4.4 7V HZ H2—4(PRO—REP)| .189 | .057 |3.715| .000 | .099 | .322 | accept

B ool Fg melel Au|s 54 whER A7), H4(SAT—REP) | 452 | .069 |7.072| .000 | .350 | .620 | accept
A

Fdo el A atel iz a vt A APy
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o] wigt Axs EO%TE} Eﬁéﬂ} A2~ B4
%(B=.367, p< .000), AW (B=131, p< .004),
(B=.414, p< 000)& W50l o3t 3k v A)E %
©2 et AlEEL(B=.079, p< .129)% Af& 3
5 VAA] e Ao R YR o]2A4 74

E
'—‘ o

Model summary: R = .839, R—sq =.704, MSE = 216, F = 36.434,
dfl = 15, df2 = 230, p < .001

Table 7. Hypothesis

A wafel g 44

ol ze]l A(
L

+)¢]

/\é = jq_g]/ﬂ

oJ ks

Afolc}.

reslut of direct effect

Hypothesis(path) | B SE t p | LLCI | ULCI | Result
H3—1(CON—RECOM)|—.275| .068 [—3.575| .000 | —.380 | —.110| accept
H3—2(INF=RECOM) |—.036| .056 | —.620| .536 | —.144| .075 | reject
H3—3(SEC-RECOM) |—.115| .063 |—1.697| .091 | —.232| .017 | reject
H3—4(PRO—RECOM) | .418 | .069 | 6.304 |.000 | .301 | .574 | accept
H5(SAT—RECOM)| .287 | .090 | 3.22 |.001 | .112 | .467 | accept
H6(REP—RECOM)| .409 | .078 | 4.891|.000 | .229 | .538 | accept

Model summary: R = .726, R—sq = .305, MSE = .305, F = 15.93,
dfl = 16, df2 = 229, p < .001
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Table 8. Hypothesis reslut of indirect effect

Hypothesis(path) | Effect| SE t P LLCI| ULCI| Result
Direct
(CON—RECOM) 275| .068 [—3.575| .000 .380(—.110
Indirectl : H7—1 _ _ -
(QON—SAT—RECOM 094 | .029 .041 | .157 | accept
Indirect2 : H8—1 _ _ -
(CON—REP—RECOM) 109 | .029 .054 | .169 | accept
Indirect3 : H9—1
(CON—SAT-REP—RE| .060 | .017 = = .032 | .098 | accept
COM)
oy -036| .056 [—.620| 536 |-.144| .075
(INF-RECOM) : : : : :
Indirectl : H7—2
(INF—SAT—RECOM) 036 | .017 .008 | .073 [ accept
Indirect2 : H8—2 .
(INFREP—RECOM) .038| .020 .079( .000 | reject
Indirect3 : H9—2
(INF-SAT-REP-RB] .023 | .010 = = .006 | .045 | accept
OM)
I —.115| .063 [~1.697] .091 |-.232| .017
(SEC—RECOM) ’ ’ ’ ’ ’ ’
Indirectl : H7—=3 _ _ -
(SECSAT—RECOM) 11 | .032 .053 | .177 | accept
Indirect2 : H8—3 - _ | .
(SEC—REP—RECOM) 025 | .020 .010| .068 | reject
Indirect3 : H9—3
(SEC-SAT—REP-RE| .071 | 0.018 = = .040 | .110 | accept
COM)
Direct
(PRO—RECOM) 418 | .069 [6.304| .000 | .301 [ .574
Indirectl : H7—4 _ I P .
(PRO—SAT—RECOM) .024 | .019 .005( .070 | reject
Indirect2 : H8—4
(PRO—REP—RECOM) 081 | .024 .037 | .131 | accept
Indirect3 : H9—4
(PRO-SAT-REP—-RE| .015 | .012 = = —.003| .042 | reject
COM)
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