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Abstract

The purposes of this study were to (a) identify dimensions of relational
benefits in the social commerce market, (b) predict the effects of relational
benefits on satisfaction, repurchase intention, and word of mouth (WOM)
intention, (c) examine the mediating effects of satisfaction, and (d) compare
the differences in the effects of relational benefits on satisfaction, repurchase
intention, and WOM intention between the two groups of market mavenism.
For collecting data, a self-administered questionnaire was undertaken by an
online research agency. A total of 490 usable responses were obtained from
consumers who have used social commerce sites. The sample included a
slightly higher number of females (50.8%) than males and age was ranged
from 20 years to 40 years. An exploratory factor analysis generated four
factors of relational benefits such as confidence, convenience, special
treatment, and information. Multiple regression models showed that
confidence, convenience, and special treatment benefits were significant
predictors of satisfaction and repurchase intention; the confidence and
convenience benefits were significant for WOM intention. Satisfaction
significantly mediated the relationship between relational benefits and
repurchase intention, and the relationship between relational benefits and
WOM intention. The group with high level of market mavenism more highly
perceived the relational benefits than the other groups. Confidence benefit
had a significant effect on repurchase intention regardless of the level of
market mavenism, while convenience benefit had a significant effect on
repurchase intention in the non-market maven group. This study discussed the
managerial implications for customer relationship management in the social
commerce marketplace.
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£ 20E ¥olx, vE9 wiRTE HEEh

A 3. A AR ol wet A "He] gHE,
Ao, Lol uX= Ete] o)zt A H]

4 8 rle

Relational Benefits

Confidence Benefits
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| Special Treatment Benefits |

Repurchase
Intention

‘Word of Mouth
Intention

‘ Market Mawvenism ‘

Figure 1. The Research Model
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89 2= oE nAue] ARuwFu §AM, e A7 Aot AAFEo
T AR " Bt AdAMA QA9 AFEolut AH] st S"e] Tt Efo=
A AEAR, b Aol AT TEE HolA Y (information benefit) 2= HH

w3l shie] gRlewm  FEEol HOH
(convenience benefit) 22 oI}, LA A A 2. Zjjs|eto] Ok, ZftojelE, Mo|xof| Ojzxl= Fa}
FUE ZFold Fuler] T oE AR P 27

31 Ale|E shite] pAesR A% ZAor Helth @9l 1) 5949 8918 9
32 g AoA B SeEolu AH|A, 71 E 5 WA AW A i ¥
< Agdthe 2oz FAE ‘B = (special Z2AL10] Bre} AlE
treatment benefit) © 2 HHESIFLE 89 4= AHEAHA M qolBx Avl=

Table 1. Factor Analysis of Relational Benefits

= =
£ H3IO

A==
NS ot Aok, e
st7] Qs AAgE &
Table 29t 2t} A=l & et

Factors Factor Elger il
(Cronbach’s @) ftems Loading (é of
variance)
| believe there is less risk that something will go wrong. 753
| feel | can trust this social commerce company. 561
| have less anxiety when | buy the product or service from this social 805
. commerce company.
ngﬂgfi':sce | get this company's highest level of service. 691 582
(@=.935) | feel comfortable in using this social commerce company. 749 (25.29%)
’ | feel safe when | buy products in this company. 818
It is my pleasure to buy products in this social commerce company. 763
The use of this social commerce company can save time. 636
The use of this company can make shopping convenient. 770
This social commerce company is helpful to exchange shopping information 630
with other consumers. )
In this social commerce company, there are substantial numbers of 639
customers who have similar tastes. )
Convenience | This social commerce company reflects latest trends. 649 392
Benefits Reviews of this social commerce company is influential to me. 708 :
- T : : : (17.05%)
(a=.876) This social commerce company provides various products and services that 670
| want. )
This social commerce company provides specific information about product 596
and service. )
The organization of this social commerce company is convenient to use. 544
This company provides more discounts or special deals to patrons than 881
general customers. )
Special This social commerce company provides better prices to patrons than most 841
Treatment | customers. ) 3.52
Benefits This social commerce company does services for patrons that it doesn't do 843 (15.29%)
(@=.920) for most customers. )
Patrons are placed higher on the priority list in this social commerce 844
company.
This social commerce company sends an information about sales through 805
. email and/or text messages. )
Information - - - - -
Benefits This social commerce company sends an information about new items 807 2.580
(0=.838) thr.ough.eman and/or text messages. . (11.22%)
This social commerce company continuously contacts me through email 737

and/or text messages.

(KMO = .946; Bartlett’s test ¥’=7938.32, p=.000; Cumulative % of Variance = 68.85)



AMol9l - Zeg | MIUA AN 228 BsHo] AToj|se} FHOISO| DA Uk SHSS| UPRED U AlF MENe| Mo| 37

Table 2. Factor Analysis of Satisfaction, Repurchase Intention, and WOM Intention

Factors Factor E|ge:1 ets
, Items . (% of
(Cronbach’s «) Loading .
variance)
Satisfaction | am satisfied with this social commerce company’s service. 789 193
(a=.887) Overall, | am satisfied with this social commerce company. 834 (24.19%)
| intend to purchase goods or services again from this social commerce 803
Repurchase company. ) 599
Intention | will continue to use this company in the future. .709 (28 '630/)
. (o]
(0=.898) | intend to continue using this social commerce company rather than 741
any other one. '
| will say positive things about this social commerce company to
Word of | g 9 pany 793
Mou'th | will recommend this social commerce company to anyone seeking my 2.54
Intention advice 751 (31.80%)
=.890 . ; ;
(@ ) | will encourage others to use this social commerce company. 815
(KMO = .926; Bartlett’s test x’= 3250.50, p=.000; Cumulative % of Variance = 84.62)
FEE Aot 35l AA=ENLH, Al 82l <Jjt 2 e A= (Model 4)of G-ol5t JIFE mAE= A

A BARS 84.62%ATt. ZF B?_L] Cronbach’s a3t&
887-.898=2 wtEst theh Wjxd dydS yehfoich ot
A FEHTEA TS AT E, HE ZF 8219

Pk AR A

2) BASE 0] W=, Ao, Pl nAl= &t
Ao B, Ao, o] nAe AHE

T} w0l uifadE AZs] Y5] Baron and
Kenny(1986)7F AAgE 304 SHRAS AHAlstort. W
A 124 2AEFModel DollA= BANE S 474 El‘ﬂ
< EHHSR WSS TEHSE BQSH 294 3
AngolA= TS 4] 89S EHHER, Ay
o= (Model 2)¢F FA°=(Model )& FHHERE B
5, mpjato 2 FARE (Model 3 & 52 A
7 BEE EYESR, Aot 2HoEE 7—1’4 =
AR ofo] OhEIAEAE AASHITHTable 7t
ARyl tE3ade A9sk7] sl Durbin—Watson
31} Z2FsHA|(Tolerance) S &1kt Durbin—Watson

2 1.894-2.058At0] 2 FAEETAQ 20 Zxcte] %t
7\}?}—4 Agel gles & & dom, FARHAgke]
250-.739°0 2xH ] 0.1019] e vehlio] o34l
Aol FAI7L gle Ao Ta=9thSong, 2011).

Table 37 Zo|, BAGH 221 F HEH =S A<
g 2FAA §E, HoA §", Eddeddo] v
(Model D3} Ao =(Model 2)oll, 84174 3=, Ho

o Ukttt gEEe AR REGAT R2=705),

AT (4R Ri=623), FASEGHE R=630)]

gt e AwEe Uehel nATe BAE A5
[e13

AP G AaESR Fas uhde sl

TAHoR AHEA FAGNE F FAH e Y
2 TS vEo] ol S4BT TueE,
Ao Fag dEHJAAS AAT HAde] daE
JA|3tcH(Bae & Park, 2010; Kim & Rhee, 2005; Lee
& Park, 2013). A AL F41A Fd t2o= &
FFEE Urhfo] ARgdolv HEO g, AlE
9, ohe Ae] JRWF F AHAMAE ok
——‘1—*301] sl 37821 dlge AZdrE 4HA gEFol
U Aol e, Ao Et %01' A & 4 Sk

EddieaHe Ot AuiE difor Agt AP
F(Kim & Rhee, 2005; Lee & Park, 2013)9] Ax}je}=
g2 ghEolut At oo —r( )d FFEAE YEt
£, ol &AWL AollA] AR ohg A ARE A
e dEolud MuiArt BARAS FAZIEE 7149
okA) Zokal lS-& Rroha Qlth AAR AHFAMA o]
S50 FA Fuigdo] Wi 17 GAgte] VIPHHA
AEE 295k Joi(Jin Kim, 2016), titke] 1452

[P 585 Foi|7t &Y, mEbs &40 L4017
of izt dele] WSS wrEolu Qe rrt EA U
B Aoz Helth

N

rlo

ol 3

<
ojn

0

PRINECT]

tu
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JEA SES AR wEEolu Aot foljt Sz 2GR}, o] Aibs AAAHXNAN Algshs T
TAZE EhA] ¢hgten, of2fdt Avk= Chae(2013)¢] UL QIR Aot e o5y ENRES AEd 7t
AATet: ARt HE AEAHAES ZAt g T80 wonr B FAVAnR IS IE Ia
HAECl FALHS AFskr 7] weel 2HAES 7F A5 AL Qlet
olefdt HEAF AHAE AEA FEor A7k F ole} gol WA e} Aupa AfooflA qHEof w7y
Ste Zo= wohEh gl F94ES AF3t Lee and Park(2013), Henning—

3) W] ozt

=
=

a7Avs weos S04 dde Bold dE] @

Thurau et al.(2002)¢] dA1ANS BEAHo= 1]1]—5}‘:]'

PAS I} Aol Atele] THES] wiZj & = Model & A AFUIEE ol EL §lout o] 4lA
29 Model 39 EZshirel wolz moaket 4 9l dHo] A FHIAS fASked A 4L o
(Cho, Kim, Han, & Jo, 2015; Song, 2011). Table 3¢ 1 Q= Aoz AlgEChH
A Hi= Heh Zo] BAIFEY] 723 AlG-(Model 2= Tt Wl vwEo] miEvE AwEH, Table
gHEo] Z=old AR (Model 3o ZHasta glod 304 Hi Hie} Zro] TAEE & A SEiTt HolH
ghEo] Apofolze] fog AYANE Bk webd  dge] THEome] mAL Aue wEo] £98 7w
D3 BAAUS ATASIE AN HISQE = Whdode ol AR oI AR T
Ao SQIHYY. 55|, WA e Aol & T glon, WES TEEY] folF AHENE B,
ot A¥art yehtA] gol W] /e vtE whebA] PAS e FHolE Afolof ThEe] REniz)at
ol W, U s SERede AT 7 debge
dEoh=d TEo] REu/ETE Eoch Figure 3°lA 2414 S=2 Ao A3 a7H(53)
Figure 2014 M nie} Zol, 8417 dgo] 2 A7 = wo B oyl wEs a7z
o] mAle AH AT p=42)8F T=o] WA H [(72)*(19)=14]5 EJozH FHALE Z/HA7]1 Q)
AH(72)*(40)=2912 7Fogd FujozE HLe 7} tHEaM=.67). HYA FEHE Ao AParH(11)
AlZ1a QeHEa=71). J1of Hsf HJA FeEe v oF =S wiEd HER(16)*(19)=.031F Holu
o upAmgel @ APemel  zHEd A sjEuc PR umb gL He Hol
[(16)*(40)=.06]%S YERict. &, EEetigEs] tHEaM=.14). ol2§t Zi}= 214 e AR §
7Bt W] RAQ AHAR-07E HYoRH LY Ho] Ao [oJekr] ¢k iﬁ LR A
iAEIH(-.07)* (40)=-.031%= A7zl o FAH (Henning-Thurau et al., 2002)2} 2423t AFE 23
Table 3. Regression Analysis on Satisfaction, Repurchase Intention, and WOM Intention
Model 1 Model 2 Model 3 Model 4 Model 5
Satisfaction Repurc!\ase Repurchase WOM WOM
Intention Intention Intention Intention
B t '} t '’} t B t B t
Confidence Benefit 72 19.79%%x 71 17.19%%x | 42 8.09% »* 67 |16.46%** 53 9.82x %
Convenience Benefit 16 4.06%*x A3 3.06%* .07 1.70 14 3.28+*x* RN 2.57%x
Special Treatment | _ o7 | 450 | 213 |-416ewx | -11 | -351ewx| 03 | 87 | 04 | 130
Benefit
Information Benefit .05 1.60 .06 1.75 .04 1.26 .00 .02 -.01 -.26
Satisfaction 40 | 8.34%xx 19 | 3.89%xx
F 293.35* %% 203.28*xx 199.49 % * 209.17**x 175.22% %%
Adj. R? .705 623 670 .630 .640
Durbin-Watson 1.894 2.009 1.968 2.058 2.044

*p<.05, **p<.01, **x*p< 001
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Figure 2. Model of the Mediating Effect of Satisfaction between Relational Benefits and Repurchase Intention,

‘ Confidence Benefits

‘ Convenience Benefits

‘ Special Treatment Benefits

‘ Informational Benefits ‘

WOmM
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Figure 3. Model of the Mediating Effect of Satisfaction between Relational Benefits and WOM Intention.
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B ARl FAYES fusted w5 njdgn
u}e

o2 b aolg 4] ol WA Al
% 6] Bagte olgsto] A A
24 Hes AESHETh Feick and Price(1987), Walsh
et al.(2004)9] AFE HiEFoZ AAHEAY H4o wet
SHAE FTer EFst] 7MY =2 A4 JEY)
S AFAE AR1367, M=5.89), F7HHTH201%
M=4.68), 7}& 4o 14_?,] AGBEHE HHARs Ak
(1537, M=331)°e& EFoIrt. APgAE7t SA4¢ ot
2 AoE xolg dYEiEHoem %
Tabled®}t Zth AFAREZE J2 o2 F oo H[9
PASE] 47] @Rlof tisf o FHH e Azt 1

AMEE ATulelE, PHOIE B¢ 7 Uepdet A

-EfOﬂ(Sung & Sung, 2016),
AAm A Agete FHEES o2 ol v o
Aoz Bt Ao EOLE}. E3 JRF G0l it
717} EoH(Walsh et al., 2004), A47Am 20 gt
o ohE ool Hlg| A Uepdch wheba] ARk
ol wE M= AEAMA JAE AP R
Tejafiordt Fagh ARAAS AlAFSEL Q)

A Aol wet gAEE, wE, Aefole,
ozolo] WAS HwW-BAS] 95 =7+ AR A5t
I AFHERY A, Table 53 HJARZF TG
Table 6)2= ol %94%’45*—1—% 2¥7y XSt
Table 59+ Table 69 3|HRPY Durbin—-Watson©]
1.789-2.2060.2  ERHAT A} (Tolerance)=
225-7799= YEhd thsaaAded BAE gl ez W
&5 HSong, 2011).

D) AHEAl w2 Apeiele v
A AFARE7 HAek(Table 5)2 AHEE, AFofeleo]
P 2 dFEe Ad BASE e gl FHes

L
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Table 4. Mean Differences in the Three Groups according to Market Mavenism

0 (E) L ) iy F
Market Mavenism 459 (1.14) 331 A 468 B 5.89 C 775.37 %%
Confidence Benefits 4.85 (.89) 444 A 482 B 535 C A4 75 %
Convenience Benefits 5.04 (.84) 463 A 5.04 B 551 C 47 .06%**
Special Treatment Benefits 416 (1.24) 3.65 A 420 8B 469 C 28.77 x%*
Information Benefits 493 (1.03) 453 A 491 B 542 C 30.37x**
Satisfaction 5.18 (.93) 486 A 511 B 564 C 28.98 %
Repurchase Intention 5.20 (.97) 480 A 517 B 5.70 C 36.3Tx%*
Word of Mouth Intention 483 (1.01) 431 A 479 B 548 C 59.81#xx*
**%p< 001, Duncan testt A < B < C
Table 5. Regression Analysis of the Research Model for the Market Maven Group
Model 1 Model 2 Model 3 Model 4 Model 5
Satisfaction Repurcl.lase Repurc!lase WOM WOM
Intention Intention Intention Intention
B t B t B t B t B t
Confidence Benefit .68 8.24x %% T7 | 872%%x 50 | 4.94%xx 73 Q.17 %% .60 6.21x*%
Convenience Benefit 14 1.65 .01 1 -.05 -53 -.03 -.30 -.05 -.63
Special Treatment | _gq | 147 | .19 | 261+ | -16 | -232¢ | -02 | -32 | -01 | -09
Benefit
Information Benefit .05 .76 .07 93 .05 .70 14 2.04% A3 1.92
Satisfaction 40 | 4.52%%x* 19 2.30*
F 48.64 %% 37.27x%% 38.31x%* 5279 %% 44 68+ %
Adj. R? 585 518 .580 .605 618
Durbin-Watson 1.789 1.900 1.866 1.944 1.953
*p<.05, *xpl.01, **%p<.001
AYask(g=s509 w2 whR @ Zhdast THModel 3, f=25Ktt 37 dept wrEo] oifazizt
[(68)*(40)=.2717} Yepuith o] ZAif= ARl = o2 2pge] e adu & AL o 4 o Egh
o w4l 40T GHT WA ool AN AEEst Auu g a@Es Idelas WA o
Aelat opARe] Hhat o] e A Helky A glo] Aoolzol] A HEATS Lebict.
At APATEe] B(eon & Park, 2012: Sung & olsh o], Sy FEe AFARY SF} BARe]
Kim, 2015)& Teje o Aol £ 2045 wEa A7odme] F3H 9% UL g Fa
L ad7m s et Bzt gEAZARE B A= A o AR & 4 ek e AR Peke S
99l S ddlo] PES Z7pA B ofat Ayl 2 oee APasyt od wlel, wARs} ARds
T2 #3370 fustbd W A Ao Abm wEo] i fae] ot ZH@I} o e AL Bl
ek, S o9oleh B3, AERAe] e e Ml B
HAE7F A (Table 6)ollM= F41A st HolH glo] AFujoze] HAHEIE HASRH APAHA
slgo] Apujele] A AHEINE Bk S4IH o] PAE 2)Zko] APgEAdel wet Zpelrt qlow
SES 2 wiziR IR R (78)* (47)=3717F A-Ha AFAT} Ao AEA a3t a2 & 4§
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Table 6. Regression Analysis of the Research Model for the Non-Market Maven Group

Model 1 Model 2 Model 3 Model 4 Model 5
Satisfaction Repurc!lase Repurc!lase WOM WOM
Intention Intention Intention Intention
B t B t B t B t B t
Confidence Benefit 78 | 1357%*x| 62 | 854%x%* 25 2.45% 67 8.94 % * 47 4.23% %%
Convenience Benefit .06 1.03 27 3.48* 24 3.3T** .16 1.91 14 1.72
Special Treatment 06 | 127 | -22 |-386%xx| -19 |-362%xx| -04 | -67 | -03 | -42
Benefit
Information Benefit R 2.18* .02 37 -.03 -48 -.04 -.59 -.07 -1.02
Satisfaction 47 4.95% % 26 2.47+
F 112.12%%% 58.05%** 58.70% ** 49 99*** 42 59**x
Adj. R? 745 600 655 563 578
Durbin-Watson 1.829 2.206 2.133 2.094 2.097

*p<.05, **pd 01, **+p< 001

2) MR e e v
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