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deadle FAE7] 98 & A 020 AW Aol x3dd 71E B2C AAEAH, 2hkd A4
A, 283 ezl AN AMHl2=FA R (service quality model)S FALE 020 HE&H FTF
L829E& EE3AT Uelyt =28 020 A3 AHl2 FH89E 7|vte s AAAT AAE Rkt
A =8 020 Arl= dyadle] F7HH o2 Agd 020 &8l 23S Attt

ABSTRACT

020(Online-to-offline) service is the new commerce system form that mixed information search and payment of
products and services from online and receipt of goods from offline. O20 commerce combine advantage of
existing electronic commerce and redeem the critical point of each commerce circulation method, but earnings
model is still lacking compared to development speed of O20 technology. Therefore this study drew common
factor applied to O20 service to search success factor of O20 commerce on the point of view as a customer
Centered by existing B2C electronic commerce, Mobile commerce, and service quality model of offline
commerce included O20 commerce method. Further we suggest O20 success factor model combined new O20
success factor additionally reflecting qualitative research result based on drew O20 success service Quality
factor.
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1. 020 (Online-To-Offline) A7zl
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H7|E So= exele =igs 2Hclem
FHAANA DAESY] VEEE T U Bo|EE
s Aulz e & 5 ok 2es BoF
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2 dFNAE o 2 FFZ, FHEA Auz
F4d 84 BRFE Xt 71E 2zl A
el SQ =F, B2C 2l FAAHAA L] e-8Q
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Aup ezl AHlz FE QQId AHE &
AojZ & H4(convenience), FFH(seating
comfort), A4V A (facility aesthetics), ™7]&
Z(ambient conditions), ¥RI¥}X](layout)E T
2 4 Ut} (Zeithaml, 1988; Bitner, 1992).
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A 9otxi Qlth(Parasuraman, Zeithmal &
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Ao Zr o] Aok T WA, FH FEInformation
Quality)’& 22}l A2=®S T3t AYEE &
ol FHdol| U3 1A AAor Hod
A hH(DeLone & Mclean, 1992, 2003; Lee &
Kozar, 2006). 3}9] 841 R olgk, ] Abo]
EoA AFHE AR Fehe] FEola(dd
€, 2012), ‘AFHA o), FACIEY] AuH| =8 A
Fol dsiA 2es F dve AEE U
(Jarvenpaa et al, 2000). "}A| 2} e-SQ9] 3918
2R "2 A A} B~ FB(service quality)’T ) Aol
E o] &2 3to] BAAL] B FAHE A
=2 AfxdAA, AFUE e 9482 F
A 7hsd 78 ol

3. 2uld Aulx FARYm-SQ E¥)

kg A F2 89 94 eSQ A H
ARSHAl Al2=dl F4, AR FH, aAAH = F
2 FHoA 1HE 5 v AA, ‘A2FFE
(system quality)’” 221°] 3491 2 430 "HFA o] &,
97 ARG Al AREARRl tiEE HQko] B AE of
FAAA ARG A A DAY T
HAEE U] 8-S, ©]53F], 2003). ‘ol &4’
ojgk A oYM} o] FEHA AH| 2 ARG
7hed AEE ofnlstar(e]g ¢, 0153, 2008) v}
Ao g mutde] EF A ‘m-2F o=
(m-scape) & e-ZAo]Zo} FAFSHA mHld 3
A AEHo] = A4y Asdom FE
T doh =, =2htd std JEF ol 27 AHEA
ANA AwlHoln &3 FEE v Frh(o] A
%, ©1%3], 2003). A, “FL2 FZF (informataion
quality)’®] TEZAQ] 9184l “FRAG Ol
DI A AFEE BRI dvhgt {83 AR
o, HAle] AHRJAA Y UFd HEE ofnIrh
jEedAold oA ATHe BER Fte]
=5 ool o3|, 2003). AA,
‘27 AfH]= FE (service quality)’ 9] FrFA©]
=3AQ e a < RHIY S AETE Ao
R NS F8E 5 S, e Qo] &2
T Ae AEE YUFKKim et al(2005),
Blakney &Sekely (1994; 2001)). E3F ‘A3 A
H 2= JRE e Ao Zhsaliok skal Al
d gtE ARE AT she A=E ou kel 8
5,01%3], 2003).
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S22 vy FET F ZAA, Yol s AR
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dolx wAvoR ‘A= FANY Su o
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B8 AHaE AFeE Rolth WA ol AL
g BolAgolt BRAGE AT &
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o Aul Aol 89l A Fad HFas
= FejHolo} @) olo] IH AFH Lxelal
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