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AEEE SrFAT Kim and Tab. 3—2 Respondent’ s Characteristics
(Product A% _L_;] Tolug | Shin (019
Quelity) SO | Ametal class frequency %
=g 2ok 2000
na M 174 49.2
= gender
F 180 50.8
W—L”j;*]??"ﬂ 20s 67 189
A A,
A% Ao | B % o o1
(Product AEAA 22 Kiﬁog%);l age 40s 78 22.0
Price) Ao A |y o0 n 209
Aze] wAuE 60s over ~ 30 8.5
Al e high school 39 11.0
F - 1l .
T AN A, e ollege = =
T oAET | Ao doRb | K and shn o unversty 20 o8
3 (Product opsiA| 7] (2019): Park graduation school 42 119
Diversity) o] de=71e) (2019) student 14 4.0
A= company Staff 248 70.1
. businessperson 23 6.5
AT . . . job "
ey | Aol Al | Kim and st type governmen 9 95
rodu S 9= A @019 employee
Simplicity) housewife 0 13
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AAA AE vl . - :
Bconomic | AEel Apls | RS ; - e
Feasibility) 7149 A% - -
o family 3 105 207
o) S over 4 128 %2
54 54 AE ol Kang and :
S : Hyun (2021); etc. 1 0.3
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D SAelE 19 selesl (A, e
3, T84, A s Adsta
Alslgiek AlAEL 549
KMO7A (784) % Battlett®] 784 774 (p<.05)
S X3 A} A5 QiAo Hgket log
LFERGTE (Tab. 5-1).

AFEA A= AFFELL AF7HAS AEthes
Ao R F 4709 9 291S
QRIEAS A Bl AJAE
A3l KMOA7(.781) 3} Battlett
(p<.05) & AAISH A}, 257 Qb
3 2 0% ettt (Tab. 5-2).
wSA el A, WE-gold, ul
s 4719 sl elE AAstkar
ANl g5 9]

1A
794

o
S
=

el KMOAA(737) % Battlett
(p<.05) & AAE A3}, A57F QiAo Agkst
Ao = YeRdtt (Tab. 5-3).

Tab. 5—1 Exploratory Factorial Analysis for

System Properties

Factor | Factor | Factor | Factor | Commo

Measurement

1 2 3 4 nality
Reliability1 0.088 0.1 0.813 0.12 0.693
Reliability2 0.136 0.219 0.733 0.114 0.617
Convenience4 0.128 0.859 0.122 0.066 0.774
Convenienceb 0 0.699 0.409 0.227 0.708
Usefulnesss 0.642 0.416 -0.03 0.143 0.607
Usefulnesst 0.820 0.059 0.128 0.123 0.708
Usefulness? 0.782 -0.047 0.147 0.15 0.658
Interactionl 0.257 -0.033 0.294 0.789 0.775
Interaction4 0.135 0.321 0.032 0.828 0.808

Total variance= 70.525
KMO (Kaise—Meyer—0lkin) =.784
Bartlltt spericity test x2=717.495(36), p<.001
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Tab. 5=2 Exploratory Factor Aanalysis for Tab. 5—4 Reliability Analysis Test Results
Product Characteristics Norher
Factor | Factor | Factor | Factor | Comm Research of Cronbach
Measurement . .
1 2 3 4 onality variables measurem a
Product2 0.030 0.068 0.111 0.835 0.715 ent items
Product6 | 0217 | 0337 | 003 | 065 | 0501 Reliability 9 796
pricel 0229 | 083 | 0050 | 0204 | 0.7% System Convenionce ) o
price2 0.151 0.832 0.228 0.142 0.787
dverstyl | 0.704 | 0302 | 0179 | 0199 | 0658 Properties Usefulness 3 812
diversity4 0.750 | 0.201 | -0.057 | 0.261 0.674 Interaction 2 699
dversis | 0812 | 0036 | 023 | 0194 | 0751 Product
snpidy2 | 011 | 018 | 0.837 | 0034 | 0.746 Quality 2 694
simpliaity3 0.116 0.066 0.845 0.103 0.742 Product 9 797
Total variance= 71.774 Product Price :
KMO (Kaise—Meyer—Olkin) =.781 characteristics ~ Product 3 762
Bartlltt spericity test x2=760.586(36), p<.001 Diversity
Product
o 2 688
Simplicity
Tab. 5—3 Exploratory Factor Analysis for Economic ) 1
Delivery Characteristics Feasibility '
i Deli
Factor Factor Factor | Common De]lvel.’y. cvery 2 754
Measurement 4 characteristics Accuracy
economic3 0.138 0.123 0.979 0.992 Promptness ) 788
economicl 0.804 0.180 0.009 0.680
Accuracyd | 0.818 0.12 0.113 0.704 Satisfaction 5 735
Accuracyb 0.736 0.181 0.129 0.590
promptessl 0.171 0.899 0.130 0.839 Intention to Reuse 9 852
prompiness? 0.224 0.870 0.111 0.819
Total variance= 77.065
KMO (Kaise—Meyer—Olkin) =.737 AR 2l 23 S ARl aEA
Bartlltt spericity test y2=527.398(15), p<.001 o] HH%\—‘_ET}BL% AQEln TANETI} Xé("‘)‘”é@"%
WA AL oejsith, e s e wa
= el 7 %‘ﬁ A AE A oo oere wxx] by 9ok o)
S AAEtAF gl 2184 =49 Cronbach «
=2 o]QFlodyr =A] 7 TE 0olo] olulA .
AFE olgstalaL 574 Ad Be acle] ik Tab. 5—5 Hypothesis test results
o fastA ARE 4 ol w 0.601 w4l
B4 P4 B B Qvel A9e slal A Bl [ e | v | Rt
FEE AAAOR AWt B Jow ¥H g 0 S .
2~ 0] H1 System Properties 728%** 6.893 ted
o — . X accepte
T et (Tab. 5-4). — Satisfaction i
Product
H2 Characteristics | .220%** 4.147 accepted
— Satisfaction
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The Effect of Early Morning Delivery Service Quality of Online
Shopping on Customer Satisfaction and Customer Behavior
(Reuse Intention)
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ABSTRACT

Early morning delivery possesses distinct characteristics that differentiate it from standard delivery services.
This service typically involves delivering products to customers during the early morning hours, primarily
before 7 AM. While online early morning delivery offers various advantages from a customer perspective, it
also presents challenges that sellers and online shopping companies need to overcome. The early morning
delivery market is experiencing significant growth in the online food retail sector, incorporating both
PC—based online shopping and mobile shopping.

The objective of this research is to identify the factors influencing customer satisfaction and the intention to
reuse in the context of early morning delivery for online shopping. To model the online shopping environment
with early morning delivery, independent factors were categorized into three types: System Properties,
Product Characteristics, and Delivery Characteristics. This study examined the relationships among these
three independent factors, the mediating factor of customer satisfaction, and the dependent variable of the
intention to reuse.

To conduct this research, empirical validation of the research hypotheses was carried out using the final
dataset for analysis. Within this study, the previously explored System Properties, Product Characteristics,
and Delivery Characteristics were established. Summarizing the findings of the analysis, it was discovered that
System Properties and Product Characteristics played a significant role in determining the quality of early
morning delivery services for online shopping. While product diversity and convenience had a positive impact,
it is noteworthy that Delivery Characteristics did not influence customer satisfaction. Consequently, it can be
concluded that there is no effect on the intention to reuse.

Keywords: Early morning delivery, System Properties, Product characteristics,
Delivery characteristics, Customer satistaction, Reuse intention

* First Author, Doctoral Student, Graduate School of Service Management& Engineering, Inha University
* Professor, Corresponding Author, Department of Business Administration, Inha University

69



