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[Abstract]

This study deals with the factors influencing acceptance of social media-based smart commerce service through personal
innovativeness by quantitative empirical research method. Researchers have viewed that personal innovativeness affects the aesthetic
criteria, hedonic value, economic value, and subjective norms, which are subdivided elements of emotion and characteristics. The
hypothesis is that the emotional and characteristics variables affect the variables such as purchase intention and word of mouth
intention of the TAM and the post acceptance model (PAM). The research model proposed in this study is a integrated model of
proven models in previous studies, and it is expected that there will be a theoretical and practical contribution of research. The
researchers hope that this study will make a significant contribution to the industry and policy in dealing with the acceptance of

smart commerce services emerging in the area of e-commerce and social media marketing.
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Table 1. Comparison of Mobile and Smart Commerce

Existing M-Commerce Smart Commerce

Contents Web App.(AR,QRcode etc)

Closed Type of Wireless | Open Platform
Platform

Telco. App.Store
Network Expense Rate Based on . .

. . Fixed Price Based on 3G
Price Weight
. Feature Phone, Small Smart Phone, Touch Screen,

Terminal . I

Screen, Inconvenient Ul | Global Positioning System
Commerce | Shopping 4.1% Shopping 24.2%
Related Ticket Purchase 1.4% Ticket Purchase 23.2%
Utilization | Coupon 3.7% Coupon 26.7%
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A esthetic Criteria

H1(+)

Hedonic Value

Innovativeness

PersonalV.

a8 1. 7=
Fig. 1. Research Model

HO: ZihEAT A AL A7 84S 018 A%l g, amuolel mHm el
A8 S WA Flolth Table 2. Operational Definition of Variables
HI10: Z=PhEAT 22 ALgbe] A2l -84 € mol 4
o] QJ&Fe v Aot} Measurementt | 6,0y ional Definition of Variables | Ref
o o= = AN . Vel peration: elmnition o ariables ererences
HIL: Z0hE7A T 2 ALgAe] A2kl 5848 ol g of el
= = Aesthetic iti i
3l o] &I &EO 1 Degree of recognition of Aesthetic
X°(+)'/] 062’% U]é Z‘IO]D} Criteria completeness on  the  Product [18]
. Aple < o) 7+5] O FlA] O ul= ] Description, Product Image and Video
HI12.: 2P A 2 A1 7o) 2|7k 8-S ol () ey | e
o dgre v Aolt,
H13: 2FFEAH 2 ARE-RL] o] & o= Frufje] o] H(+) Hedonic Value | The sense of pleasure and pleasure felt [191[20]
~ _ (HV) through the use of goods or services
o dgre w1 Aolek,
- AnlE <A o] U= O 1% Z(+) 2] odske E ic Value |The degree of recognition of price
H14.: =~ ]—__7’]131___ ]’%‘X}/] g :fL doﬂ o("')’] co= conomic Value performance ration of goods or| [24][25]
n|z Zlo|t}, (EV) services
Subjective Norm | The extent to which others around you 211221[23]
- int ted i i th
ATAEE Age] AddTe} e B2 09 13} Lo SN fproduers e
e R w b2 oMY .S o Ry Koz .
AT RS s Innovativeness |A strong tendency to buy and| [41[51[61[7]
(IN) experience products quickly [8]
. o474
:'lc;ﬂ Perceived
Usefulness };};engfgsr::ryof service that you think [2611271[28]
ATAEE AP AT RHS A7) el 2 WAES *U)
29} o] 24 AolSn ARAS U, R AF
= = - =] ercerved Ease | The d to which I think ice i
£ SIEY TS WA 2A) AR Ba) solao] T T (e de o whieh ibink v ) 75
711kaL 2 grlelo] el ] mhEAn) 2 Alo] = ALg o] —
o] o]l x=2 Ak = FLz}o] ZA)Elod o 1 ZAL ercerve The degree of enjoyment when using| [321[331[34]
AR O] re) X]'_E‘E EH o .—-i T ‘14 ,J_./\]—OI—M,__E‘% ,J__/\]‘L‘ 20171‘/3_ P]ayfu]ness (PP) the service [35][36]
12955 2018'd 129744 2183131
- MIADLE BAEL7] olF] olulrio] EAlx]ale o Intention to Use . . . [271[371[38]
:’—‘ﬂ—L =2 EJ’]'E RN 0]'7] —14 OH 2U=d S 7:” X% ‘j/] o= (IU) Intention to use the service again [39]
SPSS 18.0, 75784 REAAS 917 TRIH 0T AMOS ALl
180 5 AHESIGITE BARAS WE % ), gukpae s O puehase Iendon to purchase products or) P
SR e R EDEERERE R EEE L
: : Emotional state that you have to
—%— %_] 3§ 3]—9} 1:]— Satl(SSfaAC)tlon compare before and after experiencing %g} [46]147]
service
The extent to which you want to [491[50](51]
WoM advertise the service [52]
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4-1 H=9| 4 Table 3. Breakdown of respondents
A2 5} u}o} 7ho] Ho| A5 o] 8o} AnfEAW A o] LA 2 Demographic categories Frequency Percentage (%)
Sgste] Aaro] ALgAL wjd Foll A Qe R mHE S ~30 139 323
AP 43370190m, AR SBE Aele a8e] S5 2 Rumber st st-ioo 2 124
aceboo!
= Aol &g-skith friends 101-500 213 48
I 49} o] B JAFEAH 548 AR 1 501+ 2 54
o] S wdol 20478(47.7 /3 22478(52.3%) = s i
dide] 48T e/ 0] 20473(47.7%), ©18 22418(52.3%) Average Access in 10.1/ Week, 60.7/ Month
T ) AEe 20~254] 20.6%, 26~3041] 26.2%, 31~404] facebook.com
- _ 3| Ao ] SO iti 1
33.9% 41~5041 14.7%, 51~624] 4.7%= A Ao, <l Average Post Writing Action 1.8/ Week. 10.6/ Month
2 33.0M 2 YeRth AFA= AE 2 A7 % 5 A in facebook.com
70.1%0]3 YA = FAk 2 7R Aol Rl om, AREA] FAL Ave?gebcozlme“t in 5.1/ Week, 27.5/ Month
271 50.9%, 7148 2 AUA 13.5%, 380] 18.2% o= T4 acebook.com
wo] AT ﬁ;ir:lfzotltzni“ 8.7/ Week, 49.0/ Month

o]+ o) g3} ghstel 217 A

il I 195.6" 2.2 U
3 /k/du];]o} a5 g]_“: EAS

o o

B g 98 Bolx Qe B Jemee Acees In 46/ Day
Ommerce S>ervice
3 1690 108] o] o] Mol Hrshan, LB A4 1.83),

Purchase Experience in

g2 A 5.13], Fokl 771 8.73] To= v A A Commerce Service 1.98

oItk 53] o] AE-S Fal v Au] el mFH] = B

7} SHF 4.63], A Fi7A] AA= 9= EeE 1.983] =

yebtot Tl e} 289w Bl g Aol Ht 7HA 20.0%, T, L2322 AR ] S715 17.3% S0l F8 ol
294Q§ Uehdtl 3k o] A58 2o An s Pus Ak 2 FRIFAT. B3 o] o]l S T 2l o= AA,

2575 Afo| oA Tujjak -9t 46.3%0]1, T2 Sl1EM) ARNES] FHF7] 17.7%, &4, G4 B olmA ] 59 Sl
A TN A9 21305, TNA e A5 B 15 A AR 1av, A, A2 EAE
2 e ol AR g Fal b s ST R AT TN 113% Som ekt
= o8 3917b AR A3 3, Aul o]-g9] el
22.8%, =, Q& A F F5 A Tl 20.8%, A, AT

T 4. SEA| olTSAEE EN
Table 4. Breakdown of respondents

Demographic categories Frequency Percentage (%) Demographic categories Frequency Percentage (%)
Male 204 471.7 Professional 30 7.0
Gender
Female 224 523 Office worker 218 50.9
20-25 88 20.6 Technician/Sales 58 135
Occupation
26-30 112 26.2 Student 78 18.2
Age 31-40 145 339 Self-employed 14 33
41-50 63 14.7 Others 30 7.1
51-62 20 4.7 Seoul/ Capital area 300 70.1
~35 130 30.4 Busan/ Ulsan 33 1.1
Income 35-50 107 25.0 Address Gyeongsang Pv. 20 4.7
(mil.kw) 50-80 123 28.7 Chungcheong Pv. 14 33
80+ 68 159 Jeolla/ Jeju + 61.0 143
Sum 428 100.0 Sum 381 100.0
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4-2 AF 2Eo| M= U ElgE BM BAE Wil By A3} dlolE H4 S Al

Felslgith 54 2ol a]lEo vigh el aqlitale] 4

ATARES FRUAA] By AF| e B1S 918 AMOS = 359 89 2] o] FRUA 2 B gig A3

£ o] &3 BE QES U A= Ao 314 29l £ 7istar o] %zt Jidel dis] 4lF] o) TrAAdE-S Hot

E 5. SFIo| Gt - Eold QolEs Zit ah= jole). ojuf Al ghee] SAH R frofd W)

Table 5. Results of reliability and validity analysis D) ol Ao & wylslc) wal wa 3ol HylE o

E]'O—J—7]-}~}\L. )\—E 07]-1__‘_4— 4 -5 "11:]4—‘/] © ]-E_“ ‘H

Variablesof | Standardized | [ | R | AVE 3 T AT WEES A 8S B APAT 9 v A
-Value . _ o=

proposed model item loading 2] g}3] e} B Al A AAAEE AR E GH x> G(EZETS

Aesthetic |21 0.860 23.520 nlbA gl x/df BT >1.0, <3.0), x2 groll O3 TLI(T
Criteria Zzi 83(3)2 T ;)3 0.856 | 0.602 3L FE =0.9), CFI(AIL 7 >0.9), GFI(FAIL 57 =0.9),
(AC) acd 0.662 15.638 RMSEA(:{LJ_J—J— ‘}l:% §0.08), RMR(:{[;]_—?— ‘}[\“% £008), IFI(:{SJ—’_

Hedonic hvl 0.877 16.158 T >0.9), NFI(AI5 < >0.9), PGFI, PNFI, PCFI(A L <
Value hv2 0.739 - 0.776 | 0.537 > i ksl =o AQstArkolAlE .

>0.5 - 0.6 1= | 1:1) o= 10 M OvQ—-a 2013’
HV) hv3 0.753 14.676 Anderson and Gerbing, 1988).

Economic (08971082 B Aol Alokek: 54 BRe] oA 2QRA Avhs
Value o3 0.785 ; 0.759 | 0447 x*=1,570.312, df=836, p<0.000 , x*/df=1.878 502 AFF
EVY Tova [ 0783 [ 15689 o st AnE Kol 9tk B3k RMR 0.051, RMSEAL

Subjective S“; gggj 15578 o708 | 0570 0.045% 0.080] 812 #3811 o1, GFI7}0.856.0.% 0.99]] ThA
N sn. . - . . - =

;;m 3 0,501 —— % uX) A9k, [F17} 0.956, TLI7} 0.950, CFI7} 0.955 S0.& o}
(SN) - ’ - 2 x)|2=7 olAol9lar. 7hH A3F 2]2=0] 7
inl 0.897 - = Al97F 0.9 o] oA, HE A Al97<] PGFI7| 0.723,
I tive- : = i s
mivezswe in2 0.854 3606 | ois | 0576 PNFI7} 0.804, PCFI7}0.844 505 thii #5ka} 5=2] wl9]
in3 0.853 23.554 | - ' ol 23kE o] QISATE. wheka] B3] A Eo] A3tgh 4o
(IN) ind 0.654 15418
ml 0553 YT AN 1T = AT FIIE Hs AERATER AR
. pu . . _

Perceived pu2 0.884 27392 AR SR gkt k& Holal vk

Usefulness = 3 0.888 27688 | 0019 | 0740 A et B =S A3 A F CRUNE A2 %)7 AVE
PO o | 089 - (A B2k 23)0) A9 g AR 7} A Rl A 0.7 23

Perceived (-PO{_AE8 | PTT Sk Qo) B e AT Wol, B B FEME U

peu. . . B B B

Ease of Use peu3 0.857 24262 | 0017 | 0734 £ ALt v 3ol 0.5 o] o= et EV 350l
PED [Tpeus | 0888 - 04472 0.5 Tkt B els|glont 0.10]5ke] @Ak A

Perceived pp; gggj 24461 2y AMF T} Bl T E & ¢S 4] FS o= Ht

Playfulness | — 00— 0909 | 0716 19tk wak, ¥ 6ol X9} o] F7HH o2 bl TS Fel
(PP) pp4 0.793 21.658 Sl WH 2 2 SMC(squared multiple correlation) %t} AVE <=

iul 0.885 27.959 X E v)uER=d), SMC %to] AVE #HT 52 U3 =45

Int. to Use 5,5 0.912 30.174 | 0.901 | 0.752 - : - :
(1U) s 0900 : ' ' o] ¥ gl 94| R E Zlo 7 Aty ek o] 24 129

: , -
T oo T e 2 a7 7h 5 ehgmst whelakslgo]l A Ao B
Int. to P : : N
Purchase | ip2 0.907 - 0.899 | 0.748 T AU
(IP) ip3 0.887 28.141
sal 0.865 28.83
Sati(sslic)tion zzi 8;? 23.-373 0912 | 0721 4-3 AEDHO| I} HH
sad 0.908 33.174
wml | 0876 | 28458 T2 B 7 S 918 Aleke 7 mae] 4RwE
wom (i 285 0903 | 0.699 AR A et Aok AAE mYe) Agm:
wm. . -
— 0.875 28377 X2=2,201.614, df=884, p<0.000 , x*/df=2.491 = L}ER} x2/df7} 1
Summary of model fit indices x2=1,570.312, df=836, p<0.000 , B} 331 3082 YERY 95t o, RMR©] 0.232% thhi
X¥/df=1.878 = Uk o} RMSEA7} 0.059 % 0.80]8}2 P ax]o] 235
RMR=0.051,GFI=0.856,PGFI=0.723,  IFI=0.956,  TLI=0.950, 951, GFI7}0.8115 0.99]3H2 LFER} A 140 ThA 25190
CFI=0.955, PNFI=0.804, PCFI=0.844, RMSEA=0.045 Tom orsale]
T o} IFI7} 0.920, TLIZF 0.915, CFI7F 0.920 S22 F&31%]

o
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Table 6. AVE and Squared Multiple Correlations

A Bfo|

oS |

: AVE2} SMC

4ledol 2~4o|C(of 7|8k AOtEF{HAL| o=

ol olxl& &

8 20l A7

Variables 1 2 3 4 5 6 7 8 9 10 11 12
1. AC 0.602*

2.HV 0.254 0.537*

3.EV 0.281 0.279 0.447*

4. SN 0.125 0.212 0.106 0.570*

5.IN 0.187 0.150 0.026 0.168 0.576*

6. PU 0.181 0.180 0.076 0.195 0.179 0.740%*

7. PEU 0.178 0.281 0.176 0.347 0.185 0.441 0.734*

8. PP 0.169 0.253 0.108 0.252 0.253 0.626 0.531 0.716*

9.1IU 0.155 0.156 0.043 0.245 0.181 0.748 0.452 0.612 0.752*

10. IP 0.135 0.144 0.036 0.210 0.201 0.664 0.426 0.536 0.852 0.748*

11. SA 0.154 0.147 0.027 0.181 0.181 0.692 0.341 0.594 0.778 0.724 0.721%*

12. WOM 0.102 0.103 0.007 0.213 0.205 0.619 0.334 0.531 0.721 0.689 0.753 0.699*

* Values in asterisk (*) along the diagonal indicate the AVE.

B 7. 72O "ot
Table 7. Results of Model estimated by AMOS

Path of proposed Standardized
. i T-Value Results
model item loading
AC <IN H1 0.365 *** 7.169 Support
HV <IN H2 0.276 *** 5.129 Support
EV <IN H3 0.061 1.122 Reject
SN <IN H4 0.222 *** 4.513 Support
PEU <—EMV H5 0.374 *** 3.945 Support
PEU <PV Hé6 0.644 *** 4.548 Support
PU <~ PEU H7 0.685 *** 14.784 Support
PP <—PEU H8 0.746 *** 16.410 Support
IU <—PU H9 0.713 *** 17.674 Support
SA <—PU H10 0.668 *** 16.647 Support
IP <—IU H11 0.920 *** 23.631 Support
U < PP H12 0.285 H** 8.131 Support
SA < PP H13 0.308 *** 8.366 Support
WOM <—SA | H14 0.869 *** 23.282 Support
Summary of model fit indices x>=2,201.614, df=884, p<0.000 ,
x2/df=2.491, RMR=0.232,GFI=0.811,PGFI=0.724,  IFI1=0.920,

TLI=0.915, CFI=0.920, PNFI=0.817, PCFI=0.860, RMSEA=0.059

#p<0.1, **p<0.05, ***p<0.001

A esthetic Criteria

Hedonic Value
Hz (+) ek

Innovativeness
) Reject

Economic Value

Subjective Noim|

I8 2. =23 Z3|
Fig. 2. AMOS test of proposed model

w3k 71 3 24221 PGFI7} 0.724, PNFI7} 0.817, PCFI
7} 0.860 507 e whbA] HEHAQl A3t 7ol A
2 olde e Ao wE 9l

olo] 7} A2 HARE /M-S AT A 7004 B
= vkek Aok "AH O 17]9] 7R o] 7| ZhE Al B A
2tk 7 HILS t gho] 7.169(p<0.001) =, FAlAdo] AlujAdd]
AH)2 Frolet JaFS v A= o2 e 7 Hio] e
ALE 7 H2=t ghol 5.129= alAdo] el o] 3 ek
S v Aoz yeht 7k H27F A E ek whd 71 J3
2t ol 1.1222 galAdo] Aol 23k JaFS nx|A] ¥
s Zlo® yeht 7Rde] 7|1ZtE ik 7M. HAE ¢ Flol
4.513(p<0.001) 2 2l o] T84 7l )<l Fol sk F3F
S WA= B0 el 7P o] e Q). gk Aln| g7t 7
A S ol PA A EE AAHE A A 7K 12o] X7k &
o] Aol kS v Aolgl= 7Md H5:=t 3ho] 3.945% #-2] 8
BEFS WA= Ao R e 7P o] AEE AT A H A1
I A S ag e R P4 AR AgE 0] 54 7t
2] Q12 o] A7k golAdell Fas v Flojeh= 7 HeS t

r

HO(+) **3
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