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In order to enhance competitiveness in the industry, financial companies are building a high level of customer satisfaction
and repurchase intention by further strengthening not only the technical quality of the platform business but also the customer-ori-
ented service quality. Theoretically, it is time for a theoretical review of whether the expansion of service quality using platform
business in the financial industry is directly linked to the performance of financial companies, such as satisfaction and repurchase
intention of existing customers. Based on the rapid growth of mobile and the main activities of financial platform companies
above, This study attempted to test a significant impact on customer satisfaction and reuse intention on information services
and system services, which are service quality of mobile financial platforms. Even if a number of financial companies compete
with each other, they could survive by dividing the market, In the digital environment, customers have free access, so the winner
can monopolize the market. It is an environment in which customers can move to platform companies that provide better services.
The contents presented through the results in this study will be able to be used strategically in terms of the implementation
and operation of the financial platform. In addition, it served as an opportunity to find independent variables that affect customer
satisfaction and reuse intention, which are financial platform service quality, and suggested the possibility of continuous development
of the platform in the future. In summary, the service quality of financial platforms can further expand users by emphasizing
user visibility in terms of information services and utilizing user-centered financial platforms that increase customer satisfaction
and reliability by strengthening the responsiveness and ease of system services. This study is of important value and is believed
to have laid an important foundation for future research.
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<Table 1> Operational Definition of Research
Dimension operational definition
Degree of familiar function performance, Possible removal of unwanted features
. . . Contents . .
information service Upload information, download speed
aesthetic Useful feature placement, advertising placement, Whether critical functions are prioritized

economic feasibility

Provide customization, Eliminate unwanted information or content
Offer discounts and coupon services

playfulness

Provides the ability to reveal yourself (emoticon, etc.), Customization capabilities
Number of Affiliates or Suppliers, the degree of use of strongly connected individuals

system service oy
¥ availability

Number of Web or Application Services Affiliated, Device compatibility and device optimization
Whether the information is easily available, Convenience of subscription and payment

safety

Personal Information Security, Personal privacy exposure
Elimination of relevant activity history and safety of third party use safety

reactivity

Response of platform and provider companies to customer needs

Customer reliability

the belief that will fulfill obligations in the overall trading relationship

Customer satisfaction

Results of experience and overall emotional state after using the platform

Repurchase intention

Intention to trust a company and maintain long-term, continuous relationships
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<Table 2> Factor Analysis & Reliability Analysis

Factor ltem - Faptor analysis - Cronbach” s a
Loading |eigen value| variance
useful information. .881
contents of organized .858
Contents variety of benefits. 815 3.764 16.37 .8047
financial information accurately 782
convenient information by linkage 727
constructed to look good. .884
aesthetic systematically arranged for information delivery .865 3514 8478 2238
consistent with the image .820 ' ’ '
character shapes, pictures, and icons 799
points, accumulation, and discounts. 857
cconomic useful the ‘platform change on cumbersome. .847
feasibility spending reasonably on your own .836 2856 7.724 8148
earnings of savings .824
save time 751
smooth interaction with companies friendly 897
friendly feeling. .885
playfulness fun to check information(interest rates, coupons, etc.). 875 4.344 18.098 9531
satisfied while using it. 874
exciting and pleasant during using platfomr .866
easy to use. .847
registration process .839
availability convenient to use the payment service. .830 3.929 16.372 9463
convenient navigation structure 707
provision of search functions is easy .699
Do not share personal information. .844
secure of payment system .836
safety well established of Privacy policy notices and guarantees 815 3.652 15.218 .8891
process of using feels safe 774
maintaine of personal information safely 772
responds immediately to customers' needs. .867
. responds quickly to the needs of customers .862
reactivity performance of the expected service .845 3494 14.560 9603
provides the information quickly 761
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THEATIE AL et A Al S

gk A3 A1 1A 8 R1EA o] Ak x2 = 115.95,
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<Table 3> Compatibility Test
No. of
Factor . GFI |AGFI RMSR| NFI | x2 p
item
Contents 5 93 | 91 |.050 | .92 |37.41] .000
aesthetic 4 86 | .83 | .044 | .88 |25.24] .001
economic feasibility 5 .87 | .82 | .051 | .89 |29.24| .002
playfulness 5 91 | 88 |.034 | 91 |32.21] .000
availability 5 93 | .89 |.054 | .95 |33.20] .003
safety 5 97 | 92 |.024 | .92 |3545] .000
reactivity 4 .88 | .86 |.023 | .89 |28.98] .001
Customer reliability 3 87 | .84 | .041 | 91 |13.66| .000
Customer satisfaction| 4 96 | .90 | .034 | 95 |14.98| .005
Repurchase intention | 3 94 | 91 |.021 | 93 [16.37]| .003
x> = 16721(p = .012), GFI = 93, AGFI = .88, RMR = .054,
NFI = .94, CFI = .93
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<Table 4> Results of Path Anaysis

Path Tar | ' ot Ted
- Contents(§1)—satisfaction(n,1) 37 | 5.44%* O
aesthetic(t1)—satisfaction(n2) 23 3.87% @)
- Contents(§1)—reliability(n,1) A2 | 427 O
aesthetic(§1)—reliability(n1) A5 | 3.32%* O
economic feasibility(§1)—satisfaction(nl)| .32 |3.16¥*| O
playfulness (§1)—satisfaction(n,1) 34| 277 O
H3 availability(§1)—satisfaction(n,1) A7 | 3.21%* O
safety (%1)—satisfaction(n1) 26 |3.64%% | X
reactivity(%1)—satisfaction(n 1) 28 | 3.01%* O
economic feasibility(§1)—reliability(nl) | .39 | 3.24%* O
playfulness (t1)—reliability(n1) 31 [ 3.27%* @)
H4 availability(t1)—reliability(n 1) 33 311 O
safety (§1)—reliability(n1) 28 | 3.97%* O
reactivity(§1)—reliability(n 1) 26 | 3.87%* @)
HS reliability(§1)—satisfaction(n2) 44| 6.71%* O
H6 [satisfaction(%1)—Repurchase intention(n3)| .68 8.95% O




Hoon Huh

206

5.2 A7 AAE H HA|

o

5.1 ¢

o 3] wHH o R Auls

!

ol weh FPE Av|2E

=
=

71817}

lo] wp=A =4

AA
1w

B

Al 2o} A2

=]
L

A9t

e

st 297t
A

£ A4
SI )
3

e

7RI 8

e
il

)

ol wA o] Au)

o oF #n
:uﬂwAwﬁ
— ] i
X Eo_u;o
ftﬂdﬂ:ﬂiﬂ
ﬂmUUUHﬂ_HE]ﬁ
%W < 5
R B
s N i
1:_@% ToR
e B
w o
o_ﬂmen]
L_lz.rl 5
2og oy do
X W
SHN A
ﬂlqbtﬂ_ol
R gy W Ho
T R
o K| R
o @ o ol
LfH‘_.mo‘wm«l
o R
B B O
To Hp or o
mﬁ%ﬂlzf
O I R
<A K xR
AN~
T
o S
m MM
o X O
_— =
,NE7U1M.|
oo g
ﬂﬂruxg
BT
Hp N wo
W oo 7
| ;nﬂﬁw
M,wouﬂﬂro
o e oy my
= W
}JIEO#
g
Wjoa ) Hr
s BT "
N X T W
T+ T xR

He
=
Hw

FRA ] 229} A 2wl H] 22 PRSI

70}

AL
=

A4

ol M= AREAR Al

=
=

AMH|2FE L ARA R 2

sto] Ao ol ieel mA=

2o} S v =

ooy e R T
N R
X o m W B (-
z o ﬁ B g A oy e oy
ﬂﬂmﬂﬂAﬁLko,DrLﬁo,_tﬁT
17ro o#aﬂk‘_dlﬂl.ﬂ‘_?”ﬁ-r‘_
%M%%ﬁ«a%ﬁe
MoAAT?LEE7i_.£o
do 7 B oxm 0™
= = O &IHL
o BT X0 o oy
Jm,oﬂrﬁﬁﬂ._i Aﬂﬂuumue
T
%EMM_ZW%GHE
Hlﬂ R ,»AI]A‘Jll
— ) ‘me O},I_A
QM%MWH}LEAT%E
.QZ_WXMAM,W_}/I?LEOE
o %7%3@6
T oo . W TR o
R
4T R g o ™o Ew
~ AL .:w_ HL.._ Mﬂw Z.#o lrLMUFWW
RN < A
T Nrodo T wE BT T o of
N W AR B e
ﬂ@%%ﬂiaﬂ
U on W
;OLL. Otﬂ_”‘ur
Tes>pe ™™
= o e & o T
HH oW o] X
TR E R TR
% 0 N
zﬂoﬂa%@_mﬂﬂmﬂ%
%o T do oy P o
XY HR EO];A
R I
o N " mromy oF
Ww%ﬂuoﬁzlﬂiom
B el M
guﬂwaﬁmgwﬁ
: &N B
N o
N R f
Erxaag®t s
1o ~ B
o M XY BE N
DO AR
o T B
]‘mgull_iﬂnno i
TR mn B
Voo o YR
" Teoo T T H

il
H)
o]

o

ok

)

ofpy

il

ol
3L
=

3l
E

=

7
i

=3}, 2ela 7

A
ar

Ble] 284 29}

&

9] 25(

BR

—_
o
xr
g
=

—~
o

o7

ﬁO

References

© PZB(2005)9] E-SVRQUAL

o

AT

gt
19331, Delone and Mclean[6]2] ISE 2 2] A]

9

9l

el

2~ €l
=}

Az

offy

and Palvia, P.C., Developing and

[1] Aladwani, A.M.

0
el

Valuating an Instrument for Measuring User-perceived
Web Quality, Information & Management, 2002, Vol.

39, No. 6, pp. 467-476.
[2] Aldlaigan, A.H. and Buttle, F.A., Consumer involvement

o

2

AH| 27} 3

€l
j=

in financial services: an empirical test of two measures,

ofpy
ojn

International Journal of Bank of two measures,

International Journal of Bank Marketing, 2021, Vol.

19, No. 6, pp. 232-245.
[3] Ayo, CK., Oni, A.A., Adewoye, O.J., and Eweoya, LO.,

BIK

E-banking users’ behaviour: e-service quality, attitude,

A

¥
L

am

]o. o
o=

el



Structural Relationship and Evaluation Factors in Financial Platform Business 207

and customer satisfaction, International Journal of Bank
Marketing, 2016, Vol. 3, No. 4, pp. 347-367.
Barnatt, C., Virtual communities and financial serv-
ices-online business potentials and strategic choices,
International Journal of Bank Marketing, 1998, Vol.
16, No. 4, pp. 161-169.

Chaouali, W., Yahia, I.B., and Souiden, N., The interplay
of counter-conformity motivation, social influence, and
trust in customers' intention; The interplay of counter-con-
formity motivation, social influence, and trust in custom-
ers' intention emerging country, Journal of Retailing and
Consumer Services, 2016, Vol. 28, No. 3, pp. 209-218.
DeLone, W.H. and Mclean, E.P., The Delone and Mclean
Model of Information Systems Success: A Ten-Year
Update, Journal of Management Information System,
2003, Vol. 19, No. 4, pp. 9-30.

Dhir, A., Yossatorn, Y., Kaur, P., and Chen, S., Online
social media fatigue and psychological wellbeing— A
study of compulsive use, fear of missing out, fatigue,
anxiety and depression, International Journal of
Information Management, 2018, Vol. 40, pp. 141-152.
Diaz, A., Géomez, M., and Molina, A., Acomparison
of online and offline consumer behaviour: An empirical
study on a cinema shopping context, Journal of Retailing
and Consumer Services, 2017, Vol. 38, pp. 44-50.
Eum, J.C., Effect of 020 platform service characteristics
on perceived value, trust, and intention to use,
International Journal of Tourism Management and
Sciences, 2019, Vol. 34, No. 6, pp. 115-131.
Fornell, C., Johnson, M.D., Anderson, E'W., Cha, J,,
and Bryant, B.E., The American Customer Satisfaction
Index : Nature, Purpose, and Findings, Journal of
Marketing, 1996, Vol. 60, pp. 7-18.

Gawer, A., Platform Dynamics and Strategies . From
Products to Services In: Platforms, Markets and
Innovation, Edward Elgar Publishing, 2009.

Hung, M.C., Yang, S.T., and Hsieh, T.C., An examination
of the determinants of mobile shopping continuance,
Int. J. Electron. Business Management, 2021, Vol.10,
No.1, pp. 29-37.

Hwang, N.J., An Empirical Study on the Customer
Satisfaction and Reutilization Intention of Online
Shopping Mall Characteristic of Vietnam: Focus on
Vietnamese, The Journal of Business Education, 2019,
Vol. 33, No. 5, pp. 77-100

[14] Kahneman, D. and Tversky, A., Prospect theory: An

—_—

—

—_—

—_

analysis of decision under risk, In Handbook of the
Fundamentals of Financial Decision Making, 2013, Part
I, pp. 99-127.

Kang, S.D., A study on platform system attributes for
sustainable buying power out of mobile based shopping
mall, Dankuk University, 2022

Kim, P.G., The Effect of Relationship Banking Service
on Customer Loyalty : Focusing on the Relationship
Quality Mediation and Relationship Seeking Tendency
Moderation, Journal of Industrial Economics and
Business, 2022, Vol. 35, No. 2, pp. 251-283.

Lee, IJ., A Study on the Effect of Benefit of Package
Travel Products of Tourist Destination on Perceived
Value and Repurchase, Journal of Tourism and Leisure
Research, 2020, Vol. 32, No. 1, pp. 183-197.

Lee, K.Y., The Empirical Study on the Factors Affecting
the Mobile Internet Service Royalty by Mobile Phones
Users, Journal of Korea Industrial Economic, 2004,
Vol.17, No.5, pp. 207-2300.

[19] Lee, M.Y., The Effect of Web Site Service Quality on

Trust, Perceived Security Risk, and e-Loyalty in Internet
Banking, Journal of Consumption Culture, 2015, Vol.
18, No. 1, pp. 113-134

[20] Lessing, V.P., Consumer Store Image and Store Loyalties,

Journal of Marketing, 2013, Vol. 37, pp. 72-74.

[21] Liu, J.W., Choi, M.C., and Song, H,S., The Influence

of the Service Quality on the Customer Satisfaction and
Repurchase Intention in Chinese Internet Shopping Mall,
Journal of the Korea Institute Of Information and
Communication Engineering, 2014, Vol.18, no.4, pp.
957-964

Miller, J. and Doyle, B.A., Measuring the Effectiveness
of Computer-Based Information Systems in the Financial
Service Sector, MIS Quarterly, 1987, Vol. 11, No. 1,
pp. 107-124.

Moraru, A.D. and Duhnea, C., E-banking and customer
satisfaction with banking services, Strategic Manage-
ment, 2018, Vol. 23, No. 3, pp. 3-9.

Mun, S.Y., Lee, J.W., and Son, J.Y., A Study on
Consumer’s Acceptance Attitude according to Character-
istics of Online and Offline Financial Services: Focusing
on Mediating Effect of User Resistance and Comparison
by Age, The e-Business Studies, 2019, Vol. 20, No. 4,
pp. 141-160.

Oliver, R.L. and Linda, G., Effects of Satisfaction and
Its Antecedents on Consumer Preference and Intention,



208

[26

—_

[27]

(28]

[29

—

[30]

[31]

Hoon Huh

in Advances in Consumer Research, 1981, Vol. 8, pp.
88-93.

Rodrigues, L.F., Oliveira, A., and Costa, C.J., Does
ease-of-use contributes to the perception of enjoyment?
A case of gamification in e-banking, Computers in Human
Behavior, 2016, Vol.61, pp. 114-126.

Sekhon, H., Yap, K.B., Wong, D.H., Loh, C., and Bak,
R., Offline and online banking-where to draw the line
when building trust in ebanking?, International Journal
of Bank Marketing, 2020, Vol. 28, pp. 27-46.
Seonho, P., Dasol L., and SoHyun P., A Study on Critical
Factor of Selecting Online Video Flatform by Using
AHP, Journal of Korean Society of Industrial and Systems
Engineering, 2019, Vol.42, No.4, pp. 173-182.
Sirgy, M.J. and Samli, A.C., A Path Analytic Model
of Store Loyalty Involving Self-Concept, Store Image,
Geographic Loyalty and Socioeconomic Status, Journal
of Academy of Marketing Science, 1985, Vol. 13, pp.
265-291.

Son, M.H., A study on the Influence of System Quality
Characteristics of Mobile Payment Service on Innovation
Resistance and Continuous Usage Intention, [Master’s
Thesis], [Seoul, Korea] : Soongsil University, 2016.
Song, K.Y., Study on the Factors Affecting the Online
Purchasing Speed of University Students with e-Satisfaction

[32]

[33]

[34]

[35]

36

—_

and e-Royalty, The e-Business Studies, 2019, Vol. 20,
No. 4, pp. 203-217.

VanScoyoc, K., An examination of a multidimensional
model of customer satisfaction with Internet purchasing,
[Master’s Thesis], [Virginia, USA] : Old Dominion
University, 2019.

Wang, M., Cho, S., and Denton, T., The impact of person-
alization and compatibility with past experience on
e-banking usage, [International Journal of Bank
Marketing, 2017, Vol. 35, No. 1, pp. 125-154.

Yu, I., Kim, J.J., and Noh, HW., The Effect of Web
Site Usability on Customer Satisfaction and Customer
Loyalty in Internet Shopping Malls, Journal of Korea
Industrial Economic, 2006, Vol. 19, No. 4, pp. 1597-1614.
Yu, J.P., A Study on the Effect of Sample Size and
Normality on the Fit Index and Path Coefficient of the
Research in Structural Equation Modeling, Journal of
Product Research, 2023, Vol. 41, No. 1, pp. 1-6.
Zeithmal, V.A., Leonard, L.B., and Parasuraman, A.,
The Behavioral Consequence of Service quality, Journal
of Marketing, 1986, Vol. 60, pp. 32-46.

ORCID

Hoon Huh

| http://orcid.org/0000-0002-8968-9099





