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Abstract

This research investigates the characteristics of the mobile social commerce and explores the moderating
effects of perceived risk and price sensitivity. This survey targeted consumers in their 20s to 30s who use
mobile social commerce applications. We used 261 questionnaires for the final statistical analysis. Descrip-
tive analysis, factor analysis, reliability analysis, and hierarchical regression analysis were applied in the
data analysis. The results are summarized as follows. First, characteristics of mobile social commerce are
composed of economics, informativeness, entertainment and promotion. Second, perceived risk (which had
a negative effect on purchase intention) had moderating effects between perceived risk and economics or
entertainment. Third, price sensitivity (which had a positive effect on purchase intention) had a moderating
effect between price sensitivity and promotion. This study contributes to the disclosure of the role of perc-
eived risk and price sensitivity as moderating factors between the characteristics of mobile social commerce
and purchase intention. Finally, useful implications (both academic and practical) are provided for fashion
retail managers.

Key words: Mobile social commerce, Purchase intention, Perceived risk, Price sensitivity, Moderating
effect; ZHIY 872, o=, 2|7t A9, 7P, =d a5

LM = wth Rate) 17%S 71=5PdA, A e8] 482 4
Q133 UATHANN, 2015). 2 FHS Thkst AE -3 7f

SR ARG ezl Ao AAlddE B A7 E 7o g 3 9 Evpzllo] 21 A
TRl FH 5 A7 A 4d7d-E(Compound Annual Gro- AS Frd) YA, H2 9442 71 ER], 220k
fCorresponding author &, FelolAd ahdsl, wukd A o] A 435t 52 e
E-mail: ennuie3@naver.com 2 g AT S Ao FAEEHHA 221l A1
2 ATE 2013 AHEEHE AR dxdTAS Fol 28 FHOoZ FAFsal JAth(Ahn, 2015). @A
o] A& o} =8 5] 9 & (NRF-2013R1A1A2065855). SA7AM 2 2011 8,0009] oA 20144 42 53

© 2016, The Korean Society of Clothing and Textiles. All rights reserved.
~574 -



AMIHAC] SMO0I OIS0 DIXl= Ye-THIY 4 AKRXIO] XIZHE Y&t} JI2{I2A 0] TRG}- 167
Qo7 AYF AFE 77.8%°) Dot w2 A7 Sl DA AT TS RO Z ThFoIR| AL JTh
A FPEHY 37 E 2R BA 53 22 A7 H 2ok o] 8% FEAER F4E
< RO JATH mufd Aol FHsE 25 DA T Y AT ELS UF-E PCE o] &3 v dol
7HA AL AthE Ao R Q| o= 22191 AlEE A A18] A EE TR 3] el ] ol
L=t A NS 1%511 2 THEKim, 2016). ZHol A 7t AT dagdol Al7|E L k. Zakd
A7 2= v Fol| A 2FE(Groupon)S] A 01 S SR AEAANAE OE ATEL IR JYE
AAA o Z g4 QML el E 2010 $13E(Wipon) 3 JA9HBaek & Han, 2015; Jin & Park, 2013), 24
3} EJZE2E(Ticket Monstor)7} 25282 287 W& Aw| 2] S0} B9 v, el E el HAE
AEE EATH SAAHE A o] B o] FRA & WA o2k thRaL Qlo], AA| Butd §f ARSAFE ]
A2 AA = 2011 2009371714 F718d o, & B4 & FeidE HslE AAH R AR X
A= 78 (Coupang), EIZIZ2E, f]v|o] Sz 2to]2x(We sl sivk. Zuked ﬂu%b e gl wlal
Make Price)7} 37 A A& 53l Urh. A7 20 =2 BN S 7 lor, 53] AAR R EA
A 718 Bol A== AFoIv A2 o8] AAL v 2Hgal BA] 42 *Pmﬂ 101 AFTE T2 2
U S5 wEHE(62.4%) 08 YA E AL JARE, S & 24T 5 A Wu & Wang, 2005). wetr] Zupd
F45.6%)°1 SFEEQ28.1%)E =2 H5-S AHHA|st= 7w 2o 3] A2t P2 AnRpe] P S W
T A== ol FAF FFEE FA 0l THLee, 2013). e AY MY F83 HTS & Ao Ay
LA HE FES YA A TP E ol T ThHLuo et al., 2010). =g+ 213X FA] L E = o]
9] st Brbd o] F4¢ AT B2 TRo] 9l Ue TN RA R = ARREL] AntES AHE
o}, =Rl E IR E Q9] 20159 SlEY o] &4 e ZAP F718A 2E5S 7FAAPE (price hunter) &2 RHEL
of W=, & 337 PCE 53 a2 X579 & AUTH wEtA] A A RIS Al gl A A
A E B3l WA, 2okl &2 AEHQ] FeHE B M= thE AL KX R &H|ALe 7RIz
o3l glof A 224l Ar 2 AP Bukd F4 0 Jol T8 TS T Ao=E Helt).
A H =) 3 ) THMinistry of Science, ICT and Future Plan- B Aps A7 m A g = shuel map
ning, & Korea Internet & Security Agency [KISA], 2015). AAFAHEE FA o7 T EAS s, Bk
ol g FE 58] A7 M 2olA JFH 0= et Aa7]m 20 A7 Fuj e Eeke] AAE s A
3 s, A A8 A A Bakd ARS-E-S 60~ < 5o gt} B At g 22 SHeA A
70% BE=Z WS- 2 T2 E Ho]al JTHLim, 2015). YATe] AxE 2t 9 gt} i) AA|, 54

ol MD7F A3 Bl A adke] AFSR TAEE
a7 2] A5 g sho] AdE HEE A

F3llof ke Bk A2 gl o] A3k 4 97 wf
F-o]THLim, 2015). £3] 94 o] F 4mH]F<l 20

~30tl] o3/ o] Fufn]ZFo] PCOHHEE} BupdoA &
A el = 21 74<ke biJ. H. Kim, 2013), Bukd
DA EE A7 HNA A T3 B
tiete] & Ao = ®Welt),

AF7A A Y SHAA DAAAT S TR A
T-E2 0|57 M oy Al o] = o
A1e] ztol & sk Aol TS Fof Frh(Back &
Han, 2015; E. K. Han et al,, 2011; H. I. Lee, 2014). o]}
A, 7)4 223 (Sun, 2014), AH] 2 2 (Jin & Lee,
2012), A2+ 7Fxl(Jo & Heo, 2014; Lee et al., 2011),
27 2=2] E4J(S. Han et al., 2011; Jin & Park, 2013;
Kim, 2014; Kim & Park, 2013; Lee & Lee, 2016) 5%
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A7k E Ao ARd S BEG 7, UARLE Qs o) 2] AR
AR g oz B 4 m meb 4 7413%4 54
I1. O|2X v & L pglol e mald Ag uel 34 gEXA] e

Ao 2 et RAD}.
1. ZHiY 2M87{0{A0 I Y U 3 ool AYATES THH & ul, A2 &
32 A4, Z*iﬂl* d, 224, Held 5o gaord
DAAMEE 7|8 eAn 2o AEUES Y] & T Atk &AW 20X Q] ARG AlFOI AHEE

7 AFE A2 NE R, AH & A
H 9D} A7 AGzALE s vy x 2dS
23KS. Han et al., 2011; Lee et al., 2011). 2487

22 el SNSE 53 &n|Ate] 55 ]l et g4l
ol == A 9w 2 AR-E A %H(Stephen & Tou-
bia, 2010), FA| =X & A RHT= 7RI 0]
FAlo] He FE i o] AR o= AAthlo
& Heo, 2014). 712 28] LB EANX T F5Hvd

A& B3 FARRE M| 27E K o] EAIRE, AAZE
33t gatgel ZInbsted, 27 ai oA Al kel S
AFEI A 2E FE 7HE 0 2 ghfgiths SwdA

o] & HAth(Jin & Lee, 2012; Kim & Park, 2013).
27T A8 GE AYATES A7iv) e B

o} FrlolEe] FRF FPR O AUAH 2
=ol} o] 85712 AN et ATk BRAE Tl

oA A 2E A3 Lee and Lee(2016)= 4%
Aw o] Pl ES HYA, AAY, BRAM 2 4,
HeMY, o84, thdd o 31993, Kim(2014)
A2, A, &

kbl 242
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9] Ao M 2EAH 2 EAS
34, A5 A 5o AT ©
A 29| oL} A Ful| Y 5ol J &k
Q1o 7 o] &5 75 A& ﬂ%—%&
K. Han et al.(2011)2] Ao = A& JULA ol 85
712 AAA, ARIEA, Tu)A, HeAo] =AU,
H. J. Lee(2014)2] ATolX = A RmA|lgA, A, A
A, s zg-Ad o] AA = AT

HU

oA AN E 287 H S AFEe] v 22l A4
ol A A Aol ¥, SEA 2okl 43S tE o
F AFERE YT T} Jin and Park(2013) 21}

A 27 M2 EAJO T AFH
F2-2A4S AAE2 3L, Back and Han(2015)2] 7]l
A B 287 m 20 0] 8572 AL A F7], 7]
24 B, 734 571, AAA F715 A ST Jin
and Park(2013)2] Aol & 2uld 28720 54
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2 o ZH. el gk o] g% o Aoz AodEc

2. X|ZE 98 7 1 A7 919 mukd A oA ]

| o] ol H(-)2] JEFS mA Flo|t).

1) X2l 23 =51t

A ZFE $1¥ (perceived risk) 57 AH|A} 5] A 2) XZE g ==Esn
Iz Ui § e £ 7FeA S Uehe Aoz (D) A2 183 B, A RAEA
(Peter & Ryan, 1976), YRE2 0 2 4 A|Fo|L} AH| 2~ Aol w2 ™, AlZko|u} F4] vl SlojA]
5o el BAE A HE, g ol /g7 W 20| A 9] &go] AgH o) &AL #
sl =7l= F33 Bagdod Bt 5o /ide DEH, S, AA o] FolA W o=k FolXITHE.
2 AH-FrHDowling & Staelin, 1994). Z:H] 2} 3 FHo} K. Han et al.,, 2011). L&t} 27 H 20 &t 99X
oA Xzt 3ol T 83 WFR TR E o= z}o] oA o] Bo] AA] FFL A § IS A
A7k 9ol =SS A AlFoIv AH| 2l g olth. &, @A 7to] ¥ WrT} B& W, AA o] ¥
FAHZAA &8 77t TobA A Tt ALE-S Wl 5t OIAH & zfo| 2 Fuf o =rt AT 0 F o SHT
7] wjEo]tH(Luo et al., 2010). dufetd, =2 PR Ze = Eelal AAEAH 2T F

Ao 2 Fufsh= AFolut ARz g HE = AARE oS Y 4 o, AAA o] Hol|
7} 558w, Fuf sk AlFo] a7t A FA XY u, A XS AslAATEA s AR S davt
7Aoo BT o A7HE o] oAl AoR 7] wEel ok
B9 9ItkBettman, 1973). FHIY AW AE A EE S Fe e A AlES THHEAY AlE
Aol gk Bqh 2 slHoz g ARRE 7914 3 & 4 gl7] el AE getd =8 F F U= A
B Rt A4 5 AEH a0l nisle] 2o & Foll gt A g FrE T dA e S8 93s &
A4S 7KL ATHWu & Wang, 2005). A13] 170l 4 % AthKwon et al., 2004). ZH}Y 2 AT 204 &
27 W 2 w3tol) SHE0] A, AEo] el &g H|z}Eo] Tl A AdEe] et f-8sl SRS RS
2, Fh A of) ek B4l ) 2~ Bl 5 2] 7hE AL 5 UL AG, DHAEL H|E AT} AT
o] =& Ao = eI 9127 (Jin & Lee, 2012), Sk AE oIy AH) 2ol tisl] A zke 913 o] Z=eA e
53] Sun(2014)2 X|7tEl $1F o] AE7AH 29 4289 T s golx|R] ¢k Ao 2 ek vhE,
7V & FA A daslelta Awsialt. v A e g Arot BES5ES A4S A g

dnkz o 2 2|74 992 49 3-9] 3 (performance risk), AAAZLL O ToldA] ooz AR S5 A
73 A4 $1¢ (economic risk), 41214 $1& (psychological o2 d=Hr}
risk) 522 8 3} % X ¥H(Featherman & Pavlou, 2003),
£ AFor s WAL B Bt Av oA 7F 71 2: AzHE o] TolA W, Bukd A A
BT A= AP 2AA FALH(. S. Lee, 2014; Rhee o] ZA g o] Fuf el =e wX|= FEFHL2 A
& Shim, 2013)9] 7N ¥HE ARS-8laLA}l ek X7 9 A Aot}
He 2N T AME-3 AP ATl A= TRl 9 71 3: AZHE o] ol H, Bufd AFAm 2
FA 7L SPURE FbstAY, [AAQ] A8 Zelge o] A RA FA o] Fu 2o v X|= JeFH

H2-S ARE-5AL A RH(Jarvenpaa et al., 1999; Kwon
et al., 2004), ©]= ¢8R 2] ojH ZHo| 85 9T
< J=Aol tist Aol ojHul= Ao At A
2182 2Elolu; Buty Lol X xR AA Fuf o]
Aol Mu| 2y AEE ARSSHAY A 3aE 5 gle

Ao A =4 A2+ = 9 2™ (Kim et al., 2008; Mitra
et al., 1999), 53] 2rld A 2oM = 2he shHe] #

A& sl FEl gt ARt AgkE 5 7] 2ol
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2ulESE 42H] S HSE A A A9 o] 821 A portance) 2.2 &7 ¥ 3L ] Th(Shankar et al., 2001). Kalra
RoM =2 AT P Wiztaclow Ahg- and Goodstein(1998)2 7FARIZH ol thal] 7HA 584
g Aot 23l 74 ofl gk A ELJR| 2 T XS Al Al sh,
2AAM 2] §A21 7HA S, oMIE 52 Fujo A& o] T84S skt
T8 S & 5 JANE A7 f1f o] moAE Kim and Park(2003)2 1E1U 2285 Aol A ol 5
o3t X852 2518 AFFL et A= E At o) mx]= °ﬂﬁoﬁ°d% A E A3, 7HAg
A1 4 At (Moon & Park, 2007) Bang et al.(2013)2] o] FS4E | 3 UEI) w=r= S I
ArdM e YA 7] g e 7P ERI 0] EokA| Tl F S Al e et =2 AH S 7EA] 7] 9
H o e = UrE‘r‘fiX] , @Al =5 W= Tl(Jin & Lee, 2012), A= AH|[R}O] 7FARIZA2 A
238y Fujol =7} Zagitte AHE AAsHA . ut FHE 2 ool xe] SAA S vxIv & F

A A2 f1E o] oA
off R= 2=

ool me} P4 o) ol

Das Ao o 2HY.

71 4: Xzt Y8lo] molxm muld /\gﬂ
o] Qo] Fufel e mX|&
&% Ao|t},

7V 50 AZHE 919e] EokA® mulal
o] 5ol el teel A
28 Aol

olztMol =5t

ZH4 (price sensitivity)S A E 3k 714 S x| &3}
gFolu} A& el i) 54 HER A
Tl A 714 2] 214 (price consciousness)Z FrAFEE 9B =
AHE-EITHKim & Park, 2003; Lichtenstein et al., 1993).
FFAT 7S A EolL Hu| 0] 7hASZ Wkl Uls
2H|A} 9Eg-] THRI Rfol & fkalAl B, 7RI
Aol o an|R= ok7te] Al E Ao =
711 W-3-31A] ETHGoldsmith & Newell, 1997). 2241 £

FellA] vk 7P R AH A} 4 (Shan-

t al., 2001), Al=5-"J (Yang & Hwang, 2015), <
o1 mj | &4 (Degeratu et al., 2000) 5 T3
fRlel oa] FAA= AL YA, e-AH 20 {H T 2
°J1}\]_O]E _E_/H 0:1/\] %—O?ﬂ- Odsko olog 1,]_13}1,}_,“ A
ThJun & Park, 2006). WAl THE Am 2 FH AR
o} AFA) A ¢l 6]—0]01]1511 = AN

o4 81z 7HAm
Holt.

duH oz AN o £ 71AE 2] 93
e sl = A ekl 7FE e (price search)d, Tl 24

ol Ao1x] 7HA ] FhF 715219l 71

-

DZ'\___‘
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-

13

3%
Fa-N
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%8 (price im-

- 578 -

21 THBatra & Sinha, 2000). Lee(2015)2] AF-olA & ¢l
Bl s am)zte] 79 7HRIZP g o] &5 A7)

vt Erhe A& RISt AR 2] AS- 7t
AER1o] Fa gk Fhujla] o] 7] Wi 7HA NI 0] &
2 A B Frjrrt H ES Ao o SHT)

M 6 AR e

o &l =0l A (+)

wule) 27 zol o] 7

92 )4 Zolt.

[e]

2) 7pHRIZNe| TG

() 7HARIZA % A, B 1A
237 W27} 7EA & A7kl vl
ZHRFE o] ZH8ke F88 7|0, A
|t FjAE Y] RS ol g A1
AAMEE 0|85 FrhKim & Ahn, 2013). 2487
] }x]— 7]%/‘5‘ 2] ‘_EIHO];(]. X]—ZJO]E]_’/ g
401] 7]u | el 3;;1-3] ] :,lu}]‘— 7].7:1\: 71—/\-14. 7}
12 a2l S W] @S Zlo R o Sdr) 7]
o7 AAA At 789 Jid olARE, 7R
g2 74l tigh AlEl sk 8ol 71Wslr] quTOIE}
(Yang & Hwang, 2015). wehr 14L& 7174 o
F SHAR Y SHIRE Bl A FajolAe] A
AR aclolgtar AeE T
Sl e ZERl &3] 7P E Aol T ke
ZERleA = 7HARERE ol 2t 7P ARl AW F v
FFARE 97 35T 5 ks Aelth HRpE A
*”‘ﬁ%ﬂ N X THAA Kol thek AT AH| Rk
7t =olAl HARE, 219} 3| H7FA A QL A
BE FWS| AFTE AF 7N 2ag F AUvt
(Jiang, 2002; Jun & Park, 2006). =H} <233 ol gk
Yim(2014)2] Aol &332
n]7l—/ﬂ o] 17/;—.%
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wA|FAe] Go] IA FAT, 7HANIA ] F W & 2AAN 2= A AT ERE AR ] AdEol
AT AES BEE SRS BRE ATT AT, U AR 2E B4 2] ERIVER Al gehe SR
o] &AL TE oA o] 7HARA S Fol i 3l A} 2P E wEhA] 2EFAHEE o] &3k IR &
o|Eo|A 9] ulE o TAF R I Aolth HZR S A olgf s AZF3 S F a3k a7 8le]
FlTH(Lee et al., 2011). 53] 7FA <] Wl sl 7s1A
7V 7. Bapd A ﬂﬂiﬁyl ZA| /g o] Fulf o] el 3-8k AR 7H RIS o] B2 AnjAtEe] Y,
H 2= FE2 /ATl wEk &pol 7t ¢ A7 H 2 A sl 29l 2 olES} 2o A=
& Aolth, 5ol o H5402 -8 4 AL Ao th(Goldsmith
7Hd 8 Bt A0 FHA FYL 7HAT & Newell, 1997). whghA] 7FARIZ ] o] H=&4-5 uj| 2]
72go] Wg YH Hg uf Fujejxof v Lol X W3] LS T AF 2 0= ot

2= FEgHo] AA Fo|th.
YA 9: 7RI 0] 28 v Bl AEAT A

Q) 7HRIA 2 224, & 2ggdo] Frj el W= d3gE e A

2BlE 9|7 4280 U3t Noh and Park(2011)] - ot}

NA & ZutE o) F ARgel ek A 218 7Hx|oF 8- 7F 74 10: 7HANIA 0] =S ) 2apd AW
o] FANA 7HARIZde 2HEHE HFTh o o] #EAo] Frjeze) n)E FFEo)
TAZ, A7ZHE EAF0] FEHE W= GelA 7 Zoltt.

7HARIZ o] SR 2HERE 2he o= YE
w1th. Jo and Heo(2014)E A7 M oA 92 & I11. ©1ehed

AHu) g T o) 74zo] Yot gelgo) ol 2
]_

o7 oS0 HupH, & AA gL EASS =

IThar 3FATE Lee and Kim(2013)¢] A-ollM &= 22
A Bl H2H B717h LTS HAVIAE ®de) HAE wmukel Arivize) S40) )
b R0 ekt webd 7RI o] o AL olze) v XE FPelM A7k AR 2 7HATIRgel
GBEo] 038 AEAMAGA O =L oL =7} Zte 2dA QTS A¥ske Zolth & A7 7
A 3 ol Pl =g S RoloR A A B <Fig 1o ANSHAT

Informativeness

Purchase
intention

Entertainment

Price
sensitivity

Promotion

Fig. 1. Research model and hypotheses.
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2. EMET A &g oo g7 A olalitt. o] 28 Jun and Hong
(2003), B. Kim(2013)¢] 19| &S w2star g5
B Ate AT A S ARSEle Eub g7 m 2o o] g gl o] & Fe Fuj ol o)
o, A gl SHETE APl A=A gk a7f o] Eo 2 AT St
I Efgo] ER1E HEE T4 R At iy o2 B 74 Likert 2 =5 AHE-8le] A3 213
IR e B st ARSIt AEAE B A el 14, g 2 epel] 7HE Fol At =
vk 2d7Am R 54, A 7bE 919, MR, 2 =75 2 3l A4 YS Y == sl F71
2L o] el g 2o ' A H e HOoZRJAFLTAAN EAS B 23 XFAh
Enked 7w ] 542 A, EATA, &
2, BEA o] vl A e® S48 7321]**8 15 3. MAESE A EY
v 2AAMEE Tl A& 5 e AAA 2ol
72513 2 H, Kim(2014), H. J. Lee(2014)2] A7 7] Ao AR AR Butd 2EAEE g o] &
Zoto] 42O SISt AHA T ZHpd & A2 odez Al E oIt =l el g0 2014
”7%131*7} ZxB| Aol Al B2 FEel] el 83 Tk QIEl o] & B AP LL}E‘r(KISA 2014),
S AlFshs A= A5kl 2n, Kim(2014), H. & Bl vl Bt g o] 8ol A oR =2

J. Lee(2014)4 ALE ZAZ 3RS TS ©
P wold 2MANEE B A& & e EAw
o] =2 ]8I, Kim(2014), H. J. Lee(2014)2] A4
TE B2 54, Bast 3282 AMEslth A=
g2 kel A H 20 A TS 915 Zn)| Aol
Al Al g-sks delojy o E 8o A== & 2]5}S
32, Suh(2008)°] A8 Farste] 3o E gk

© 2 A7HE 9182 TR E o2 ARE-H

2wk, R ko] 2 A qE 9] A} e B AT
EA o H3sAl 2Rl Azl M Fas AY
Q20 Z AAFL J= A S. Lee, 2014; Rhee
& Shim, 2013)2] /G 9HS AL&-51 34} Sich. ey 2
Aol A X zhe 9182 Bupy A A w20 X 9] AlA|
T oo Am|REy of thaf zh= Eobtel
A2 A3t | $13}, Lim and Joo
(2013)8] ATE 23l o] & HlE O 2 2EES 74
Stk A AellA] 7HERIAd & 71 e 2 7 5
24 (Lee, 2015; Noh & Park, 2011)©.2 24 5= 7

b4 93}
olg 24P

= 6T
7H A, U Aol E o] £l ofeo] The W
S 2 Yeh 7| = 3Fof(Noh & Park, 2011; Shin & Park,
2007), ©] *+ 2H ] WEE FH3NA ARs] ol H =

FAg0] Ak, meb B AN E FAugge B
o AR A2 AR 98l HAGAS s 5

=02 A% 2, Kim and Park(2003), Lee(2015)
o] ATE Harsle] 27 2 ST oo =
TS AA 1A} Sl HER, B A e mupd
A7 Mo o] Fu & ) AHAT A7 H]E-S

—580 -

20t 2} 30t E 8 AFdeE AAsn ¢ x4
APl ERQ] 2ol A AlF-ate 2241 A#A] (Google Docs)
o]&-ated He|E gt OD% APLAR1 FARbE o] wl
T U=EE 3Tk ARl
é]—eoﬂ 183 muped &
shed uj)
71 1M_U1 l Aol H]Fo] SHS X1
L2014 12956 20153 19714 & 3224
SHAE Aol Feistglon, 2 7ked FuiE
%’17%1% %*é*ef& SHAE A3 F 26175
% A&
Ak ﬂ%%ﬁl 2 E4S AHEH, 100 7%
(187), 20tH 81%(2117), 30T 11%(29%)Z 20th <] 3
G2} 7 kA, oA o] 70%(1827)E =8 H|FS
A BT, 252 4007+ 9 m]Eho] 39%(1027), 4007t
< o] 8005+ < mIRHO] 37%(93%), 8003 ¢ o] o]
25%(66" e AHA 3T == A8k il tslA =
T 43%(113%), YHlo]Zzalo] 2~ 27%(71%), ElFE
22H 24%(639), 7EF 6%(148)Z, 27 M 2 34}19] o]
Q_o] o 743; 14,1:/].1,1-1;]_ uu],ol A}dﬂ:ﬂ/\ ou_o_ =
T8 Tl dEel el =(ET-S =) INAAGE 26%,
5}%}% 12%, 212 5] FE 17%, 21F 14%, 7P &F
T 14%E HAFE] vlFo] 7P #=A vErET
ZF5.9] 412 IBM SPSS Statistics 21.02 ©] 83}
FAAME st AR 7] E Ao 8 Wl
E9 N E BA o, Butd A7 w20 &
ol Fuje]Eo) v = FEFH X7t AP 74w
Aol mAle 2HANE 30157 8] AAH A
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-2 (hierarchical regression analysis)S 2 A] 5}$3 T}

Z 1370 ] vl 81lo] FEHUOH, ST 23 L
8219] WAL <Table 1> 2t} 8201 7| 2713 ~
v, iz 1} EF & dh 5 SHst o ol Bt &
12+ ARl 7HE, &9 A9 vE Hek & A9
1. SHER9 ME=E A7 A7HE 4% ez, A ol W Etal
82132 Buly AW o] F= AFRILIIE,
7HAAS aA S FAE] B AEAEe AL 5), o[HIE, ERIFE WS ZG3 FFo =,
Z3517] 913 gl A QR A E BAS Al FEAP ol PSStk 88lde 831 TS g E
ATk 8R1FA] ] B9 8RIFEFWA 0 T = FAAREA o that ARAFTE ST £Fo 2 ARAFA o
g, A 0 2= A7 (Varimax) S AR st ol 47l a0l = AR BAke] & 71.76%
stk 22 s 4] Y8 a28ksl Y3H(Cron- & dista it
bach's o) £k ©]&3H oM, A2 EE 25 0.7 o2
271X ZE 2ot Agwo] EA7 Qe Aes U 2) THRY AMIMHAS S5t 7o =
EFstth(Hair et al., 2006). Bt AR oA el A4S 5 9
o] YA S A e 4l LS 29843 A3
1) 2HIY AMF0{AC E4 X N 88le] F&FH o, Fujo)zat st sl
Eapd AWz B4 £3S aliAls A3 &3} 2919 A2 <Table 2>9F 2t}

Table 1. Factor analysis result for the characteristics of mobile social commerce

Variance
. B
Factor Item Fact‘or Eigen exp lamed. 7 Cronbach's o
loading value (Cumulative
variance %)
Refreshment 927
Entertainment Stress relief 874 2.629 20221 915
’ ’ (20.221) ’
Enjoyment .856
Cost savings 786
Time savings 740 19.272
Economics 2.505 ’ 788
Ease of use 709 (39.493)
Reasonable price .657
Partner discounts .886
Promotion Event 830 2.127 16.360 786
’ ’ (55.853) ’
Discount coupon .645
Useful information 812
. T - 15.902
Informativeness Sufficient information 751 2.067 (71755) 739
Information of new product 706
Table 2. Factor analysis result of purchase intention
Factor Item Fact‘or Eigen Var}ance Cronbach's o
loading value explained %
Frequency of use 925
Time of use .887
Purchase intention 3.372 84.293 938
Frequency of purchase 944
Purchase cost 915
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89lo] WAL <Table 3>—<Table 4>} 74t}

2. X|ZtE 9lEe =®5 Y

mut 7w xe] S4o] oo} ofE A
7t AEAE ASEAL, A Ao 2dads ¥}
371 S8l 91714 3] 7134& AA 8k THTable 5).

15 mdloM= =

ub) B 220 B 489

174 st=30|7s5| K] Vol. 40 No. 3, 2016
3) X|ZtE 2Bt 7RIzt ol 3RS AAe A3, A4 (160, p<.05), F 1.
Az+E 82 FadEel ok EvEely 7o E AE7 (162, p<01), L=7J(354, p<.000)°] <] =0l

Ao atole) ti st BUHS G5k 28%E, 7HT o8 dEgS F= oz Yelth g4 9] Frie

AL 7hs st A 7HA o) RS skl 8] = 33.9592 p<.000 =04 Frelsllar, 4 E RS 336

HoheA|, /M RE SE6] vlaste] FojsleAE & O 2 33.6%2] AEHE 2he Ao E Yehgt

Aale 20 F3E 2 a1 a3 22 Bdox = AE H8E Sl Batd

AAm 2] B4 48213 A7 9]
2= e Agsnt A4 A3, X 7H-
p<05)°] FHjozd BPH JTgF& F= A2 et
v 7Hd 1S A EAT 3949 FRrd 291472 p<
000 A Fol8k9a, £4E RS 3512 35.1%
o] AE S zhe 7o' Yt

3 RdoM e A ZHE fEo] Zukd A2
o] B33} o= 7he] AAlOA ofH A HEg

Tl ] & 1
919(-.133,

Z -
\__
e 9
i

Table 3. Factor analysis result of perceived risk

Factor Item Fact.or Eigen Var}ance Cronbach's o
loading value explained %
. . Risk of dissatisfaction with the product 912
Perceived risk - - 1.665 83.226 797
Risk of difference from the expected product 912
Table 4. Factor analysis result of price sensitivity
Factor Item Fact‘or Eigen Var}ance Cronbach's o
loading value explained %
. . Seeking the lowest (best) price .904
Price sensitivity - - 1.634 81.722 774
Comparing the price .904

Table 5. Effect of characteristics of mobile social commerce and perceived risk on purchase intention

Purchase intention
lst 2nd 3rd
B ! B t B t
Economics (A) .160 2.513% 181 2.858%* 196 2.983%*
Informativeness (B) 162 2.638%* 139 2.265% 154 2.490%
Entertainment (C) 354 6.134% %5 360 6.308%%* 369 6.405%%*
Promotion (D) 086 1.496 .098 1.717 095 1.612
Perceived risk (M1) -133 -2.610% -156 —3.035%*
A "« M1 128 1.998%*
B xM1 -.003 -.050
C xMI -.136 —2.343%
D xM1 .069 1.172
Adjusted R 336 351 367
R’ change 347 017 025
F change 33.959% % 6.814* 2.616*

*p<.05, **p<.01, ¥*¥p<.001

): A

means mean-centered form of A
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-§ .§ Perceived

5 8 risk

E E Low
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| | | | | |
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Economics Entertainment

Fig. 2. Interaction between perceived risk and economics or entertainment.
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Table 6. Effect of characteristics of mobile social commerce and price sensitivity on purchase intention

Purchase intention
lst 2nd 3rd
B t B t B t
Economics (A) 160 2.513% 133 2.064* 142 2.187*
Informativeness (B) 162 2.638%* 162 2.654%% 201 3.253%%
Entertainment (C) 354 6.134%%* 333 5.717%%* 308 5.319%%%
Promotion (D) .086 1.496 096 1.667 087 1.492
Price sensitivity (M2) 112 2.100* .081 1.483
A xM2 029 .500
B xM2 068 1.172
CxM2 -.097 -1.685
D xM2 122 2.100%
Adjusted R 336 345 364
R’ change 347 011 028
F change 33.959% % 4.410% 2.913%

*p<.05, #*p<.01, ***p<.001
1): A means mean-centered form of A

397 Rdol M= 7HARIZ o] Bupd 47w A F8AL, FHE RS 3647 F 36.4%2] A1

43 PololE 7o) BN oW 28H T s Fe Pe Ao vehdt
A8 A5k 94 Az 19e) a4 AR e] A EHRE Bek TAH 0z A5
e 2 BE S AEES AT, S8l BAH0R $o9 ARE Ve W BEs
7PARIZVY ol A& A5 A, BEA (122, p<.05) o] 7HARIZH 3 oW AFo g BAl A=A E <
oM fold 2AES} i AR etk met B Sle) Azke Alge) 2 EIE A ook ok
A ZA ol ok 7P o] 2E Tt fls Al TR 2 ZEMeet Sy kT +1 FEUA
AL 7P g M 72 A E AL, A BA TS 2 224 £ ARS-3te 3709 WA AS =&t
o ek 1R e 2 ARE 5 71t 71 <Fig 350 AAE whs} o), mukl 271w 2]
9= 714 AT 3 A4 9 Fik2 17.5522 p<.000 5 AL AN 0] =8 W P oo w|X|= F3E

'§ § Price

§ § sensitivity

2= g

9 9 Low

= = —e— Mean

2 2

£ & —e— High

| | | | | |
Low Mean High Low Mean High
Economics Promotion

Fig. 3. Interaction between price sensitivity and economics or promotion.
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